THE FUTURE OF GLOBAL
BUSINESS AND MARKETING:
How will smart companies deal with
challenges and opportunities?
Pedja Ašanin Gole and Tina Vukasović
Editors

BOOK COLLECTION: LESSONS FROM ECONOMIC AND APPLIED BUSINESS AND SOCIAL STUDIES

© DOBA BUSINESS SCHOOL (DOBA FAKULTETA ZA UPORABNE POSLOVNE IN DRUŽBENE
ŠTUDIJE), MARIBOR, SLOVENIA, 2020

Free electronic edition

Pedja Ašanin Gole and Tina Vukasović
Prof. Dr. Rasto Ovin

Prof. Dr. Rasto Ovin, DOBA Business School Maribor, Slovenia
Prof. Dr. Marjan Bojadžiev, University American College, Skopje, North Macedonia
Prof. Dr. Boris Cizelj, Slovenian Knowledge Economy Network, Belgium
Prof. Dr. Marjana Merkač, University of Novo mesto, Slovenia
Prof. Dr. Raghunath Anant Mashelkar, The Global Research Alliance, India
Prof. Dr. Raman Mohanakrishnan, Zurich University of Applied Science, Suisse
Prof. Dr. Mirjana Pejić Bach, University of Zagreb, Croatia
Prof. Dr. Ilijana Petrovska, University of Standen, Quatar
Prof. Dr. John L. Stanton, St. Joseph’s University, USA
Assoc. Prof. Dr. Jordan Berginc, Faculty of Design, Ljubljana, Slovenia
Assoc. Prof. Dr. Birgit Burböck, University of Applied Sciences FH Joanneum, Graz, Austria
Assoc. Prof. Dr. Slavica Cicvarić Kostić, University of Belgrade, Serbia
Assoc. Prof. Dr. Danijela Lalić, University of Novi Sad, Serbia
Assoc. Prof. Dr. Anita Maček, University of Applied Sciences FH Joanneum, Graz, Austria
Assoc. Prof. Dr. Zoran Mihanović, University of Split, Croatia
Assoc. Prof. Dr. Brankica Pažun, University Union Nikola Tesla, Belgrade, Serbia
Assoc. Prof. Dr. Andrej Raspor, DOBA Business School Maribor, Slovenia
Assoc. Prof. Dr. Jani Toroš, Ljubljana School of Business, Slovenia
Assoc. Prof. Dr. Žaneta Trajkoska, Institute of Communication Studies, Macedonia
Assoc. Prof. Dr. Tina Vukasović, DOBA Business School Maribor, Slovenia
Assist. Prof. Dr. Marko Divjak, DOBA Business School Maribor, Slovenia
Assist. Prof. Dr. Stefan Otto Grbenić, Technische Universität Graz, Austria
Assist. Prof. Dr. Gregor Jagodič, International School for Social and Business Studies, Slovenia
Assist. Prof. Dr. Marina Letonja, DOBA Business School Maribor, Slovenia
Assist. Prof. Dr. Živa Veingerl Čič, DOBA Business School Maribor, Slovenia
Sen. Lect. Dr. Kristina Potočnik, University of Edinburgh Business School, United Kingdom
Sen. Lect. Pedja Ašanin Gole, DOBA Business School Maribor, Slovenia
Lect. Dr. Nataša Fink, National Laboratory of Health, Environment and Food, Slovenia
Lect. Dr. Michael Murg, University of Applied Sciences FH Joanneum, Graz, Austria
Lect. Klemen Žibret, DOBA Business School Maribor, Slovenia
Assist. Manca Matičič Zver, Faculty of Design, Ljubljana, Slovenia
Dr. Hans Groth, World Demographic and Ageing Forum, St. Gallen, Suisse
Dr. Anita Sluga, VenoFarmacija, Celje, Slovenia
Nataša Jalen, Poslovno svetovanje in oglaševanje, Slovenia
Vlaho Mihač, PHOBS, Dubrovnik, Croatia
DOBA Business School (DOBA Fakulteta za uporabne poslovne in družbene
študije), Prešernova ulica 1, 2000 Maribor, Slovenia
Maribor, November 2020

Edited by

Pedja Ašanin Gole and Tina Vukasović

Maribor, 2020

Kataložni zapis o publikaciji (CIP) pripravili v Narodni in univerzitetni knjižnici v
Ljubljani
COBISS.SI-ID=33662723
ISBN 978-961-7061-08-6 (pdf)

XI

13
15

16
17

18

Jordan Berginc

21

Senka Šekularac-Ivošević

24

Nataša Jalen

27

Amadea Dobovišek

30

Tina Vukasović

34

Marina Tuneva

38

Marko Divjak, Valentina Prevolnik Rupel, Milena Maček Jerala

41

Urška France Klemenčič, Aleš Naraglav, Dalija Verlič

44

Tina Vukasović, Vlaho Mihač

47

Petra Knez Bahor

50

Anita Števanec

52

Petra Bališ

55

Miranda Čović

59

Mateja Mahnič

62

Gjorgjina Sherovska

65

Gregor Jagodič

68

Damjan Vrabl, Miro Simonič

71

Fatma Jaupi, Ariola Memia

73

Birgit Burböck, Anna Tutner

76

Manca Matičič Zver, Tina Vukasović

80

Aleš Lukman, Mirjana Pejić Bach, Tina Vukasović

83

Tina Vukasović, Aleksandra Zajc, John L. Stanton

86

Bojana Korez

89

Željka Pećanin

92

Tina Vukasović, Anita Sluga

95

Klemen Žibret

101

Vladimir Bahun

105

Alja Perger

108

Ana Njegovanović

111

Tanja Ostrman Renault

114

Zoran Mihanović, Ana Gion, Ana Pavković

117

Andrej Raspor

120

Alja Perger

123

Karolina Babič

126

Darja Krevzelj

130

Martina Kadić

133

Birgit Burböck, Viktoria Wetzlmaier

136

Bhumika Sharma, Mohammed Muqatdir

139

Pedja Ašanin Gole

142

Jasmina Mironski

147

Danijela Lalić, Dunja Bošković, Jelena Spajić, Bojana Milić

150

Miljan Vojnović

152

Svetlana Buko

155

Mateja Mahnič

158

Bojana Drev

161

Marina Letonja

164

Marina Letonja, Ivan Kosednar, Gregor Pezdirc, Blanka Movrič, Nada
Pavlovski

167

Anita Maček, Rasto Ovin, Marko Divjak, Živa Veingerl Čič

170

Dear participants and authors of DOBA Business School’s 10th International
Scientific Online Conference,
Please let me welcome you to DOBA Business School’s 10th biannual International
Scientific Online Conference. On behalf of DBS and its students, teachers and other
stakeholders we are honoured by your contribution to the resuscitation of academic
connections and discussion in the times, when Covid – 19 is shaping our lives in a way
that was once unimaginable. We welcome you to DBS, an institution that has been
developing online study for more than two decades. We look forward to be able to
support this conference with an appropriate standard of technology that will not only
enable the presentation of the authors’ papers but also allow for discussion among
colleagues as we are now more or less tied to our home locations.
Although the 2020 conference is focusing on themes in marketing; the organizing
committee was also able to attract authors from another two fields relevant to a
modern business school: Business and Economy as well as Management. We are
looking forward to hearing the presentations of the prepared papers and participate in
the discussion. We opened this conference to allow for participation by our students
and we hope that these “future experts” will use this opportunity to test their views and
positions relevant to the topics that will be presented at this conference.
We thank the organizers, especially Tina Vukasović and Pedja Ašanin Gole, and wish
you all a successful conference.
Rasto Ovin
Dean of DOBA Business School
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The purpose of this talk is to demonstrate how the food consumer has been changing
over the past 5 years and how the global industry has changed to adapt to the
consumer’s new behaviour. These changes will be shown to be globally occurring in
developed country markets. Major changes especially in technology will be presented
along with examples of how various companies have adopted this technology. The
question asked in this session which of these changes does the audience expect to
see in Slovenia and how quickly will it be defused.

John L. Stanton has a Ph.D. in Quantitative Methods and Marketing from Syracuse
University, and been in the food industry for about 40 years. He is currently professor
and previously held endowed chair in the food marketing department at Saint Joseph’s
University in Philadelphia. Dr. Stanton was elected to the European Retail Academy Hall
of Fame and the Private Label Manufacturers Hall of Fame. Besides academia, Dr.
Stanton has also worked in the food industry. He has been Vice President of Marketing
for Melitta, an international coffee company, and worked in Germany for Tengelmann,
onc one of the world’s largest food retailers and owner of A&P in the USA. Dr. Stanton
was also director of research of an advertising agency and has consulted for many
nationally known food companies including Campbell Soup Company, Procter &
Gamble, Acme, Kroger, Pepsi, Frito Lay, Florida Dept. of Citrus, Kellogg and others.
Dr. Stanton has been regularly quoted in the media. He was interviewed on Fox
Business, CNN, the Today Show and was interviewed on NBC Nightly News with Tom
Brokaw as well as numerous local channels. He has been quoted in most of the food
marketing magazines, as well as in the print media, and has been quoted in Forbes,
Fortune, Advertising Age, Brand Week, New York Times, Wall Street Journal, and many
others. He hosted an episode of the History Channel’s Modern Marvels entitled, “The
History of the Supermarket.”
Dr. Stanton was awarded an honorary Degree from "Carol Davila" University of
Medicine and Pharmacy for contribution to Food, Nutrition and Health and from the
Romanian-American University for contributions to Global food marketing.
Dr. Stanton has written over 115 peer reviewed articles and 10 books including Winning
Marketing Strategy, Precision Target Marketing MORE Stanton on Food Marketing,
Stanton on Food Marketing, Success Leaves Clues!, Delight Me... The Ten
Commandments of Customer Service, 21 Trends in Food Marketing for the 21st
Century, 325 Ways to Make Customers Feel Like Your Supermarket Is Their
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Supermarket, Marketing Planning in a Total Quality Environment, Running a
Supermarket Consumer Focus Groups and Making Niche Marketing Work (McGrawHill). The niche book was selected for the Business Week Book Club, and has been
published in German, Portuguese, Thai, Hebrew, and Korean.
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The current situation provides main challenges for marketers around the world,
regardless of industry and market position. Fake news, Corona crisis, new generations
with a new set of expectations, political insecurity and many other characteristics of
our times and. By gaining increased knowledge about what is happening in the
environment, marketers can develop excellent marketing communications skills.
Topical issues include:
-

-

Fake news and individualization of information flows – a challenge for marketers
Digitization – the end of relationship marketing?
Building strong brands in a difficult time
Loyalty programmes and customer satisfaction – does the recession give reason
to change assumptions?
New generations and their purchase patterns
New hubs – Google, Amazon etc. – take over. Implications for companies. Hubs
take over the customer contact, hence, those who are not hubs may have to pay
the hubs to get access to customers
How will we live, work and consume in 10 years time? Seven challenges and ten
opportunities for marketers
Smart and not so smart marketing (last five to ten minutes – examples from
various industries around the world).

Anders Parment is Senior Lecturer and Researcher in Marketing at Stockholm Business
School. He completed his PhD on Automobile Marketing at Linköping University. He
also holds an MSc in Economics and Political Science from Lund University and a
Bachelor of Laws from Örebro University. Dr Parment has won several prizes for his
books and teaching and is a well-known speaker and advisor on various marketing
themes, e.g. employer branding, generational cohorts marketing, automobile
marketing and consumer behaviour, often with an outlook on what will happen in the
future. He has published more than 50 books and numerous articles on topical themes
in English, German and Swedish. Dr. Parment has acted as a consultant for numerous
companies, including Audi, Bilia, BMW, Carnegie, Clas Ohlson, DNB Bank, Ernst &
Young, Frauenhofer IAO, Gottlieb Duttweiler Institute, Grontmij, IGDS, IKEA, Peek &
Cloppenburg, Porsche, Siemens, Swedbank, Toyota/Lexus, the Volkswagen Group and
Volvo Cars; major banks and insurance companies; regions and municipalities; and
also domestic organisations, including the Museum of Modern Art, Competition
Authorities, and the Swedish Prime Minister’s Office.
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Presentation of relevant models for understanding the main drivers of social media
marketing and its influence on the global marketing strategy.
Agenda:
-

6C model in Social Media Marketing
Playing 'Bowling' versus 'Pinball'
Creation of a viral campaign through Social Media – by appealing to different brain
halves
Influencer Marketing – a case from the diaper industry
Own experience with Social Media Marketing – LinkedIn strategies for marketing
of books.

Svend Hollensen is Ph.D, Associate Professor of International Marketing at the
University of Southern Denmark (Sønderborg). His research interests are within
Global/International Marketing, Globalization, Internationalization of companies,
Relationship Marketing and Social Media Marketing. He has published articles in wellrecognized international journals like California Management Review. Furthermore, he
is the author of globally published textbooks, e.g. 'Global Marketing' (8th edition,
Pearson Education), 'Marketing Management' (4th edition, Pearson Benelux), and
Social Media Marketing (4th edition, together with Philip Kotler and Marc Opresnik).
Through his company, Hollensen ApS, Svend has also worked as a business consultant
for several multinational companies, as well as global organizations like World Bank.
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Main purpose of this presentation is to talk about the importance of customer
engagement in today’s marketing and brand communication. This topic is especially
important with development of digitalization, usage of AI, marketing automation and
relationship marketing. Content marketing will be discussed as an important marketing
tool for initiating and preserving customer engagement, and as a powerful tool for
brand empowerment. Using digitalization and marketing automation, content
marketing is becoming more relevant for targeting, resulting in better customers
engagement, creating satisfied and loyal customers to the brand.

Ilijana Petrovska is a Marketing Professor at several Universities in Macedonia, Qatar
and Italy. She is a Head of the professional training department at Stenden University
Qatar, since September 2019, where she lectures and develops certified trainings for
companies and business people. She is a Full professor of marketing, and Vice dean
of education at University American College Skopje, since 2008, where she lectures
and mentors master and doctoral students. She used to be a Head of the Business
School’s marketing department. She is a visiting professor at University of Tor Vergata,
Rome, Italy since 2014. She used to be a visiting professor also at Qatar University,
Rome Business School in Italy and University of Applied Science in Worms, Germany.
She has an Executive Education Certificate in Digital Marketing from Northwestern
Kellogg’s School of Management and “Points of You” certificate for training and
creative tools development from summer 2019.
Her research area is in Digital marketing, Integrated marketing communications,
Consumer behavior, Entrepreneurship Intentions, Branding, Marketing in Banking and
Quality education. Her academic papers are published in high ranked journals. Her PhD
research topic was “Effects from IMC strategy implementation in the banking industry”
and her Master’s degree topic was “Promotional mix in the banking industry” obtained
at University “Ss. Cyril and Methodius”.
She also has ten years’ professional experience as a Marketing Manager in the biggest
bank in Macedonia and before in Saatchi & Saatchi advertising agency. Professor
Petrovska also works as consultat for EBRD BAS, and different private consulting
companies.
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Smart technology has become pervasive and abundant, and it has become evident that
it impacts various aspects of human well-being. In order to assure the economic,
societal and environmental sustainability, ethical principles need to be implemented in
relation to smart technology. Diamandis and Bouras (2018) in their paper Hubris and
science indicate that „Responsible leaders, including acclaimed scientists, should
exercise greater humility to the complexity and inherent uncertainty of their activities
and strive to seek out and challenge hubristic behaviors.” This humility should take
into account the economic, societal and environmental sustainability as one of the
most important aspects of smart technology research. In order to explore the current
role of ethics in smart technology research, the literature review has been conducted,
with the goal to reveal the time trend, the main financing institutions, and the main
topics, using bibliometrics and text mining analysis. Research results indicate that
various and scattered efforts have been conducted in relation to smart technologies’
ethics, which indicates the need for a coordinated and unified approach.

Mirjana Pejić Bach is a Full Professor at the Department of Informatics at the Faculty
of Economics & Business. She graduated at the Faculty of Economics & Business–
Zagreb, where she also received her PhD degree in Business, submitting a thesis on
System Dynamics Applications in Business Modelling in 2003. She is the recipient of
the Emerald Literati Network Awards for Excellence for the paper Influence of strategic
approach to BPM on financial and non-financial performance, published in Baltic
Journal of Management. Mirjana was also educated at MIT Sloan School of
Management in the field of system dynamics modelling, and at OliviaGroup in the field
of data mining. She participates in a number of EU FP7 projects and is an expert for
Horizon 2020. Mirjana Pejić Bach is editor in chief of two journals, and serves as the
associate editor and member of editorial board in several other journals, in the field of
information and management, as well as conferences.
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Small business furniture manufacturers in the age of digital media are changing the
concepts of marketing and sales based on the strategy they recognize the user
experiences. This creates a difference between industrial furniture manufacturers and
traditional carpentry companies that produce tailor-made furniture. For our research,
we examine the core question: “How successfully do small kitchen furniture
manufacturers face strong competition in the market through a product
personalization approach, considering user experiences and by practicing design
management strategy?” With the support of the on-line marketing research, we will
research 120 experienced customers, study their marketing need and user experiences
of kitchen furniture in the concept of design management strategy.
: need in marketing; tailor-made furniture;
personalization; user experiences; design management.

value

proposition;

Modern marketing processes dictate to small manufacturers producer’s quick
responsiveness, especially in communication through digital media (Kay, 2019), where
they intensively study user experiences and focus on personalized approaches and
products (Torn, Vaneker 2019, p.18). Design and design thinking (Martin, 2009) is
becoming a necessity for the survival of small businesses (Best, 2015) also in the
wood-processing sector of kitchen manufacturing. Entrepreneurial concept and
behaviour require the introduction of design thinking in the development of new
product process (Berginc, 2016). Design management encompasses the ongoing
processes, business decisions, and strategies that enable innovation and create
effectively designed products, services, communications, environments, and brands
that enhance our quality of life and provide organizational success (DMI, 2009). The
design management strategy has proven to be an extremely effective model for
recognizing the user experience (Borja, 2003) and personalizing the company's
products in the last decade (Kootstra, 2009). On the sample of Slovenian companies,
this practice was also recognized in KCDM (KCDM, 2019) and confirmed the thesis that
they are more innovative and successful companies which introduce a design
management culture at all levels. Similar findings are made by the author (Fraser,
2009). Small businesses have to therefore choose a strategy for the introduction of
*

Assoc. Prof. Dr., Studio of Entrepreneurship, Ljubljana, and Faculty of Design, Ljubljana, Slovenia,
jordan.berginc@guest.arnes.si
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personalized interior design services (Lindroos, 2016), by which can reach competitive
level on the market.

We are planning to research a cohort of 120 clients/customers who already have some
consumer buying behaviour experiences with an interior design focus on kitchen
furniture. The qualitative research method of the questionnaire is prepared as an online format with 24 questions and general information with introduction letter. The
majority of questions has five-point Likert scale answers option. Before, there will be
accomplished a pilot study survey to check the correct level of questions. The
questionnaire will be distributed in May and June 2020.

At this stage of the research, we cannot yet talk about the final results. We have
previously conducted a few interviews with loyal customers of the company and found
that they miss mostly genuine communication, which must be based on a personal
relationship and not just on the content of the product they buy. This also indicate a
certain result of the research that customers will emphasize more on the value
proposition of the company, personal and direct communication, which will be based
on the exchange of user experiences when using kitchen furniture. Therefore, we will
give a special focus in the research findings and conclusions to the design
management strategy and principles that the company. This is the only option; the
company could compete and attract a larger number of customers in the medium and
long term. The final statistical analysis will be processed by the SPSS method and
discussed with the final conclusions, remarks and lessons learned.

The research is based on a small sample of the potential customers, thus cannot be
generalized to all Slovene market population. On the other hand, the added value of the
research could contribute a fresh business model strategy in which small tailor-made
kitchen furniture manufacturers can compete with bigger industry furniture
manufacturers by introducing design management strategy and personal approaches
to new customers. To do this, small manufacturers need to understand and learn the
process.

The research paper and conclusions will be helpful to all traditional small business and
family business manufacturers which cope with very strong big retail and industry
companies that offer and attract new customers on price strategy. Thus, small
manufacturers of furniture need to understand and focus on special target groups of
customers who respect and appreciate the personalization of the buying process and
consider user experiences. In this way, small manufacturers can compete with their
unique value proposition and brand strategy. All these activities are part of the design
management orientation.
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This paper will bring a valuable multidisciplinary approach and contribution, based on
marketing, entrepreneurship, and design management theory. The final research paper
will offer a new model for small manufacturing companies, which need to be more
customer, entrepreneurial, and design management oriented. For this purpose, owners
of the companies need to recognize and learn new approaches for market strategies
to better understand marketing need and smart adapt their own business model to it.

1. Best, K. (2015). Design Management: Managing Design Strategy, Process, and
Implementation. New York: Bloomsbury Publishing.
2. Berginc J. (2016). Dizajn management – vpetost dizajn managementa v podjetniški proces.
Vipava: Studio podjetništva.
3. de Mozota, B. (2003). Design Management, Using Design to Build Brand Value and Corporate
Innovation. New York: Allworth Press
4. DMI. (2009). Design Management Institute, Boston [online]. Available at:
https://www.dmi.org/page/What_is_Design_Manag [Accessed: 31.3.2020].
5. Kajsa, E. (2005). Design Investments in Small Wood Manufacturing Companies - Problems
and Possibilities of Using Design Management Expertise in Product Development. Sweden:
Lulea Technology University.
6. Fraser, H. (2009). Design Business: New Models for Success. Design Management Review,
Spring 20 (2), 57
7. Lindroos, J. (2016). Digital interior design by Stailia design OY. Master Thesis Novia Turku:
University of applied science Finland.
8. Sorin, K. (2019). Think design spinning design ideas: Digital technologies innovation interior
design [online]. Available at: https://blog.logodesignguru.com/digital-technologiesinnovating-interior-design/ [Accessed: 4.4.2020].
9. KCDM. (2019). Z dizajnom do uspešne organizacije: izkušnje, rezultati in priporočila iz prakse
slovenskega Kompetenčnega centra za design management. Ljubljana: Center za kreativnost,
Muzej za arhitekturo in oblikovanje.
10. Kootstra, L.G. (2009) The Incorporation of Design Management in Today’s Business Practices.
Rotterdam: INHOLLAND University of Applied Sciences.
11. Martin, R. (2009). The Design of Business: Why design thinking is the next competitive
advantage. Boston: Harvard Business School Publishing.
12. Vukasović, T. (2020). Koncepti sodobnega trženja. Harlow: Pearson Education.
13. Torn, R., Vaniker, T. (2019). „Mass personalization with Industry 4.0 by SME’s“, Procedia
Manufacturing, 28(2019), 135–141.
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*

The maritime industry faces the challenge of implementing a digital culture inherent in
the 21st century, and a modern way of doing business in shipping, maritime ports, and
a wider, within whole maritime logistic chain. This trend of transformation from
traditional to digital marketing, organization based on modern technologies, and
overall related impact on human resources is the subject of analysis in this paper.
Innovations, automation of logistics' processes, autonomous ships, smart maritime
ports, changing human roles on the shore and onboard operations, digital marketing
channels and promotions are gaining increasing interest from maritime regulatory
institutions, national economies, associations, researchers, and individuals.
The respond to the question of how key maritime entities can better adapt to the
emerging culture, but also to take advantage of digitalization in terms of increasing
efficiency, business performance and human relations is the main goal of the paper.
: digital culture; maritime industry; marketing; organization; human
resources.

Digital culture is perceived as „an emerging set of values, practices, and expectations
regarding the way people (should) act and interact within the contemporary network
society“, while it has been evolving from a 19th century (print culture), via a 20th
century (electronic culture), to a 21st century (digital culture) (Deuze, 2006).
Technology is the foundation of digital transformation, and this culture is about
rethinking operational models, processes, and policies, taking staff members and
customers at the core of the process (Safety4sea, 2018). The maritime industry has
not yet experienced the degree of development in digitalization compared to other
industries.
The trend of increasing the number of publications on maritime digitalization per year
is optimistic. The percentage of publications published from 2010 to 2017 has been
increasing by 20 %, while in 2002 it was significantly below 5 % (Sanchez-Gonzalez, et
al., 2019). The geographical distribution of these works confirms that China, Korea,
and Spain are the leading countries in terms of work on maritime transport
digitalization studies (Sanchez-Gonzalez, et al., 2019).

*

Assoc. Prof. Dr., University of Montenegro, Faculty of Maritime Studies Kotor, Montenegro,
senkas@ucg.ac.me
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In literature, this topic has an emerging nature, and there is a lack of theoretical studies
and related alternative explanatory approaches (Acciaro and Sys, 2020; Fruth and
Teuteberg, 2017; Sanchez-Gonzalez et al., 2019; Munim, 2019). Fruth and Teuteberg
(2017) revealed that the behavior of actors in the maritime logistics chain is still not
researched enough. There is also a limited number of studies investigating the
interaction between strategy and digitalization (Sanchez-Gonzalez, et al., 2019), while
business models have been marginally explored in the maritime logistics automation
literature (Munim, 2019).
Based on the relevant literature, the paper deals with the development of digital culture
in the maritime industry, through marketing, organizational and human resource
activities suggested: 1) modernization of systems, 2) usage of available data and
improvement of vessels' performance, 3) implementation of real-time cargo tracking,
4) development of digital marketing, and 5) education of maritime staff members
(Safety4sea, 2018; UK Essays, 2018).
Implementation of the digital culture brings benefits to maritime companies, as they
(Heilig, et al., 2017; Alix, 2017):
−
−
−

become more intelligent in terms of flow, situation, or customer management,
make the best decisions, improve processes, and make them more efficient or
cleaner,
optimize connectivity, transfer of skills and knowledge, and enable better planning
and management within and between maritime stakeholders, etc.

The paper is designed using the PESTEL framework. The systematic literature review
is the main method, while the steps in methodology are as follows: definition of the
investigation framework, development of research concept, literature search with
keyword search, literature analysis and synthesis, and selection of the implications for
science and practice (according to Fruth and Teuteberg, 2017).

The paper establishes aspects of digital culture as follows:
−
−

−

Marketing aspects - building relationships with customers based on the most
effective digital marketing tools: email marketing, content marketing, social media
marketing, landing page and website optimization, and SEO,
Organizational aspects - modernization of business systems applying advanced
analysis functions in order to manage the current state of affairs, but also to
calculate complex statistical models or predictions; introduction of vessel
performance management system, advanced cargo management system, and
smart ports organization, and
Human resource aspects - investing in digital competencies of employees in order
to improve productivity and efficiency; introduction of new job descriptions and
careers, and opportunities for learning and development within maritime business.
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The paper provides an opportunity to fill the current literary gap and draws attention to
three essential aspects of digital culture in maritime industry.

The paper contributes to the development of fundamental economic and scientific
disciplines, such as marketing, business organization, and human resource
management, but from the perspective of their application in the field of maritime
industry. All is linked with one of the most current topics of today – digital culture.
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The subject of the discussion is to define the context of the entry of the orphan
medicinal product into the Slovenian market, in terms of legal bases, marketing and
communication practices among stakeholders, taking into account all legislative
frameworks and requirements that the medicinal products must meet in order to be
financed from public funds. Based on these factors, we will propose an orphan drug
entry model that follows regulatory frameworks and good marketing and
communication practices.
Orphan drugs are used to treat rare diseases. In the EU, rare disease is defined as a
disease affecting less than 5 people in 10,000. About 5,000-8,000 different rare
diseases affect 6-8% of the EU population, which means between 27 and 36 million
people (European Commission, 2019).
The research questions related to the research problem are:
-

What is Slovenian marketing and legislative environment in which the provider
enters with new medicinal product?
What are the legal bases governing rare diseases and orphan drugs?
How does the state, through legislation, promote the availability of orphan drugs
on the Slovenian market?
What is the course of the communication channels between stakeholders in the
process of orphan drug entry into the Slovenian market?
What importance do the participants in the research of lobbying on the orphan
drug field place?

: marketing; marketing plan; medicinal products marketing; lobbying;
medicinal products legislation; orphan drug; rare disease.

Health systems in Europe are based on social reciprocity, where vulnerable groups,
including patients with rare diseases, are catered for. Orphanet (2020) defines orphan
drug as a medicinal product, developed by the pharmaceutical industry, to meet public
health needs and intended for diagnosis, prevention or treatment of life-threatening or
very serious diseases or disorders that are rare. The EU's strategic objective in the field
of rare diseases is to improve patients' accessibility to diagnosis, information and
care. It is therefore necessary to improve the identification of rare diseases, to provide
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a coding and traceability system, to support national patient associations, and to set
up European reference centers for knowledge sharing.
The cost and physical presence of orphan medicine in individual country is important
for the treatment of patients with rare diseases. This is a challenge as the cost of
developing and registering an orphan drug is relatively high given the small number of
patients. The assessment of the therapeutic value, pricing and decision on public
funding is the responsibility of each Member State. Negotiations between stakeholder
can be lengthy, cosing loss for patients as well, indirectly, for pharmaceutical
companies, investing in the development and registration of an orphan medicinal
product (EURORDIS, 2020).
We face this challenge with the entry of the orphan medicinal product into the
Slovenian market, so it is important that the marketing authorization holder prepares
an appropriate marketing and communication plan at the stage when orphan medicinal
product is going through the registration process, and cooperates and lobbies closely
with all stakeholders: Health Insurance Institute, prescribers and patients
associations.
In addition to detailed marketing strategy, we believe that lobbying is an important
factor that can significantly change the end result in the decision-making process for
financing a medicinal product from public funds. Through thoughtful lobbying in the
pre-marketing period, we adequately inform all stakeholders about the new therapeutic
option, the benefits of new treatment, and the possible obstacles we may face when
entering the market or in treatment.

We will use a qualitative research paradigm because we believe that through
qualitative approaches we can find the answers to the questions we posed in the
research. We chose the investigative case study as the type of research. As Stacks
(2012) states, the case study focuses on an individual, organization, or event. It gives
us an in-depth, holistic insight into a particular topic, even though the findings or
answers to research questions cannot be generalized. The research will involve
decision makers responsible for pricing of medicines, listing of medicines, diagnosing
rare diseases and prescribing trements.
The sample will consist of: Head of the Pricing Department at the Public Agency for
Medicinal Products and Medical Devices, Head of the Pharmacoeconomics
Department at the Health Insurance Institute, Head of the National Contact Point for
Rare Diseases, President of the Association for Rare Diseases of Slovenia and
coordinator of orpha.net in Slovenia. We will choose a purposeful non-random
sampling technique for sampling. The obtained data will be analyzed with:
documentary analysis method and content analysis method (Esterby-Smith, Thorpe
and Lowe, 2005).

The main contribution to the research will be represented by empirical analysis
intended to reveal the possibility of theoretical and empirical findings to be transferred
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into practice, namely pharmaceutical industry. The research will, in terms of its design
and content, represent one of the reference works in the field of marketing research.
The original contribution is to create a model for the entry of an orphan medicinal
product into the Slovenian market. The research to test the latter, has not, according
to researched data, been carried out yet. This type of model has not been noted, neither
in Slovenia nor internationally.

The new conceptual model will help pharmaceutical companies to enter into the
Slovenian market with new orphan drug.

The original contribution is to create a model for the entry of an orphan drug into the
Slovenian market, with an emphasis on a carefully crafted marketing plan and lobbying.
After reviewing the literature we have not identified this kind of model, prepared for the
Slovenian market.
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The purpose of this research is to examine the quality of sales force
management in the 50 biggest Slovenian companies by testing their sales force
control systems as viewed by top management. The sales force control system
is the most important lever top executives have in exercising the influence upon
the sales management of the company. The more consistent the control
system, the smaller the gap between desired and actual sales force behavior
and the more effectively is implemented the planned marketing strategy.
: sales force control system; top management; sales force behavior;
implementation; marketing strategy.

A sales force control system is a set of procedures used by companies to
influence behaviors and performance of salespeople (Onyemah and Anderson,
2009). Although it has been the subject of important stream of research
(Anderson and Oliver, 1987; Oliver and Anderson, 1995; Anderson and
Onyemah, 2006; Darmon and Martin, 2011) pointing out a direct relationship
between a company's sales success and its commitment to manage sales
force behavior, it does not give an answer on why a company should employ
an outcome or behavior based control system as suggested by most
researchers. Therefore a need was recognized to develop a new conceptual
framework (Dobovišek, 2012) that integrates the existing research with the
field of a customer value creation in the selling process (Rackham and De
Vincentis, 2002; Terho et al., 2012).

The research took place based on structured questionnaire which has been
developed on the model of Anderson and Onyemah (2006) and expanded by
Dobovišek (2012). The policies and practices that managers employ to adjust
sales force behavior to customer needs form a “sales force control system”. It
comprises of several components and can be epitomized in the key questions
senior management needs to ask about the way it conducts its sales force
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behavior. The questionnaire is based on a set of 12 claims, which are rated
from 1 to 7 on the Likert scale. How executives answer helps to detect whether
companies employ a system that controls a transactional or consultative sales
force behavior, or some hybrid combination of the two. It also shows how
consistent are the system components with one another and which policies
need better care of management.

Findings show that top managers in Slovenian companies widely recognize
consultative selling as a desired sales force behavior but do not fully support
it with the control systems they apply. The results offer clear and compelling
evidence of inconsistencies within the control systems and imply existence of
the gap between desired and actual sales force behavior. Research evidences
show that control systems put in place leave much to be desired, especially
creation of sales force competencies and evaluation of their work. The results
offer a clear guidance for improvements in sales force management.

Main focus of our study was to identify a desired sales force behavior and to
check the quality and consistency of management policies from the way how
executives describe to manage their salespeople and not by direct observation
of management policies.

Today’s customers affect changes in purchasing concepts as they are willing
to undertake a significant effort to get better value. As markets commoditize,
and the amount of value that resides in the product or service steadily erodes,
significant role in customer value creation is now put on sales force and the
relationship it can develop with customers, especially in B2B segment. But the
problem is that traditional sales forces experience gaps between the desired
and the actual behavior. This implies that senior executives should redefine
sales force behavior and help produce its reliable transformation by building
effective management control system.

The research is built on foundation provided by Anderson and Oliver (1987)
who characterized the sales force control system along the dimension of inputbased (behavior) control versus output-based (result) control. As it provides
limited explanation of what induces a firm to select one specific control tool
rather than another, we integrated two disconnected literatures, »customer
value creation in selling process« and »sales force control system« into a new
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and unified framework (2012). This contributes to a better understanding
about how sales force control systems should be established to meet
companies' strategic objectives. Based on this new model we examine then the
challanges senior executives are facing when transforming the sales force into
more effective force of the company and better adapted to the new competitive
environment.
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Brand equity (BE) in higher education (HE) has received significant scholarly attention
in recent years. However, there are a number of contradictions between the empirically
approved determinants and the dimensions of brand equity in HE (Mourad et. al, 2019).
The purpose of this study is to establish the key elements of brand equity for
international students by exploring existing brand equity theory in its applicability to
international HE. The study will look at Keller’s (1993, 2001) and Aaker’s (1991, 1996)
theory on building customer-based brand equity and establish how this can be
transferred into the HE context. Through doing this, the key components for building
brand equity in this context will be established. The main objective of this research is
to enhance academic understanding of brand equity in the HE sector and explore the
implications for management practice.
brand perception; brand equity; higher education; services marketing.

As this study will be focusing on identifying the critical elements of creating brand
equity in a HEs marketing context as an element of competitive advantage, the focus
of the literature review will be on customer-based brand equity.
Several academic studies attempted to empirically test and measure BE in different
industries. For instance, Erdem and Swait (2004) categorized BE measurement models
into holistic models that seek an overall evaluation of the brand and component-based
models that measure the determinants of BE. Netemeyer et al. (2004) studied four core
facets of customer-based BE; these components are perceived quality (PQ), perceived
value for the cost (PVC), uniqueness, and willingness to pay a price premium for a
brand. Agarwal and Rao (1996) compared 11 consumer-based BE measures and
further evaluated their interrelation and convergence. Aaker (1991), on the other hand,
developed the most comprehensive multidimensional component-based model. It
includes awareness, brand associations, perceived quality, loyalty, and other
proprietary assets as the main dimensions of BE. In addition, Keller (1993) developed
another important component-based model focusing on brand knowledge as the main
determinant of BE. Based on these two models, Cobb-Walgren, Ruble, and Donthu
(1995) empirically proved that BE affects the overall perception of the brand image as
well as the brand attitude. Finally, Yoo and Donthu (2001) developed a 22-item
multidimensional scale for measuring BE based on these two models (Mourad et. al,
2011; Mourad et. al, 2019).
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Despite the expansion of the service industry in the global economy, few researches
study the concept of BE in the service sector (De Chernatony and Riley, 1999; Riel,
Lemmink, and Ouwersloot, 2001). This study utilizes a component-based approach
whereby BE is conceptualized as a multidimensional construct (Aaker, 1991; Keller,
1993) in the HE service industry. Empirically, the determinants of the customer-based
BE in different HE markets are tested. The reasons for focusing on customer-based
measures in this study are various: (1) It allows for the assessment of the equity at the
brand level, (2) It capitalizes on the high acquaintance of marketing managers with
customer-based measures and hence it’s easily interpreted and used in practice, and
(3) It leverages the abundance of marketing scholarly research that capitalizes on
customer-based equity measures (Agarwal and Rao, 1996; Mourad et. al, 2019).

Quantitative data collected will be used to test a model of brand equity in the context
of HE. The sample chosen for the current study targeted will be graduate students, first
and second year. University students will be selected from the popular faculties in
country. The questionnaire is designed primarily using a range of established scales
from previous studies (Mourad et. al, 2011; Mourad et. al, 2019). The data will be
collected using a structured questionnaire administered by e-mail survey with the use
of closed answers (questions with multiple choice answers). Considering the brand
image dimension of brand equity and following the categorisation discussed earlier,
the independent variables are:
–
–
–
–
–

Service attributes used by consumers to evaluate a service.
Promotion activities. This covers all promotional activitiescinducted by HE
institutions.
Symbolic attributes were defined as social image, market position and
personality.
Finance attributes. This covers the relationship between services quality and price
and financial stability of the faculty.
Consumer attributes. These relate to the consumers own socio-economic
characteristics and experience with the brand.

The main contribution to the research will be represented by empirical analysis
intended to reveal the possibility of theoretical and empirical findings to be put into
practice, namely in HE. The research will, in terms of its design and content, represent
one of the reference works in the field of marketing research and its narrower segment
brand equity in HE. The results provide support for the proposed conceptual model,
with consumer’s-related, image-related and awareness-related determinants.

The new conceptual model will help the developers of marketing strategies in HE
context to implement the new findings.

REVIEWED EXTENDED ABSTRACTS OF THE 10TH INTERNATIONAL SCIENTIFIC CONFERENCE OF DOBA BUSINESS SCHOOL

THE FUTURE OF GLOBAL BUSINESS AND MARKETING: HOW WILL SMART COMPANIES DEAL WITH CHALLENGES AND OPPORTUNITIES?

The findings of this research provided evidence that the customer-based brand equity
model can be applied to the HE context and used to guide marketing activities for
Universities internationally. As a result, focusing on developing and maintaining the
determinants of brand equity will help managers and marketers in positioning their
service in the market and hence influencing the consumer choice.
This research is part of the bilateral project Slovenia – Norway
(BI-NO/20-22-010).
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The purpose of this paper is to illustrate the ways marketing ideas and strategies are
created and implemented in the non-profit sector. Consequently, the main research
problem is defined as: how do non-profits develop and employ marketing strategies
and tools to achieve their missions?
Part of this process will be to determine how management in non-profit organizations
views marketing, as well as challenges and opportunities related to the marketing
efforts.
marketing; strategy; non-profit; relationships; planning.

This paper generally discusses the role marketing strategies play in promoting the notfor-profit sector in its efforts to reach out and engage its audiences. Many non-profit
organizations consider the use of tactical marketing strategy as useful and essential.
The success of the non-profit sector is related to the wider environment in which it
operates, such as the political, economic, socio-cultural, and technological. Therefore,
a carefully designed marketing strategy can help the non-profit sector properly address
the needs of the different target groups.
Marketing strategies in the nonprofit organizations are perceived to be different than
the traditional ones, which are mostly aimed at improving company’s bottom line. Many
nonprofit organizations do not have a marketing-based approach in their activities,
while some organizations perceive marketing to be an activity which leads to unwanted
source of expenses, considering it as being unnecessary for the realization of
objectives (Bennett, 2007). The marketing orientation toward research and the
satisfaction of end users’ needs is, often, ‘conveniently’ ignored, or perceived from the
viewpoint of profit sector managers (Sheth and Sisodia, 2005).
The "classical" Kotler's (1999) approach to marketing process is used in this paper,
whereby marketing activities refer to analysis, planning, application, and control as key
components of marketing management process.

Using in-depth interviews with at least seven managers of non-profit organizations, the
author will try to examine issues related to marketing strategies and tools distinct for
the non-profit organizations.
*

Assist. Prof. Dr., Institute of Communications Studies, Skopje, North Macedonia, mtuneva@semm.mk
REVIEWED EXTENDED ABSTRACTS OF THE 10TH INTERNATIONAL SCIENTIFIC CONFERENCE OF DOBA BUSINESS SCHOOL

THE FUTURE OF GLOBAL BUSINESS AND MARKETING: HOW WILL SMART COMPANIES DEAL WITH CHALLENGES AND OPPORTUNITIES?

Analysis of secondary data will be also used to answer the research problem: how do
CSO's marketing strategies and tools help achieve their missions.
One of the main conclusions is that the marketing idea is increasingly attracting the
interest of the management of non-profit organizations as it offers a much richer
understanding of what is happending in the civil society and sheds a light to the new
opportunities. It helps the management better define the course of activities to be
implemented and adjust to the needs and requirements of the target audences.
By employing a marketing strategy in its work, the non-profit sector establishes more
efficient links and relationships with different stakeholders in the society, which in turn
helps in the process of reputation building of the sector in general.
However, there are also organizations that, despite the advantages and opportunities
that marketing offers, still resist it as a concept of work and consider it a “waste” of
resources or as an activity which requires funds that are usually not available to the
organzations.

The study is limited to the representation of the reality in North Macedonia by reflecting
on the practices of a selected number of CSOs. Analysis of the wide scope and the
efficiency of marketing strategies and activities of different CSOs use might be in the
focus of future research.

It is expected that the analysis will provide the non-profit sector in North Macedonia
with a useful insight and overview of the importance of marketing strategies and tools
in accomplishing of their missions and building reputation among the public. It is also
expected to provide a better insight into the relationship building process with different
stakeloders of benefit to the non-profit sector in general.

There is no research work on this topic in the country or it is of limited scope and is
mainly focused at analyzing public relations strategies of the non-profit sector.
Therefore, this study is aimed at offering both an insight of marketing strategies
employed at a moment in time and a guidepost for scholars studying this topic in the
future.
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The aim of this paper is to analyse and compare the motivation and learning strategies
of students at two heigher education institions (HEIs) in Slovenia, DOBA Business
School (DOBA) and Biotechnical Centre Naklo (BC Naklo), and to discuss the practical
implications of research findings in terms of marketing and marketing communication
of HEIs.
learning motivation; learning strategies; heigher education institution;
marketing.

Contemporary educational psychology includes the knowledge of motivation and
learning strategies among the most important factors of successful independent
learning. Learning success depends largely on the individual’s study time
management, the task approach, use of metacognitive strategies, mastering of
learning strategies, the evaluation of contents and how one feels able to accomplish
the task. Such issues are dealt with by self-regulated learning theories (Zimmerman &
Martines-Pons, 1990; Jelenc-Krašovec et al., 2007; Pokay & Blumenfeld, 1990, cited in
Radovan, 2010). The goals seem to be the most important motivational element in
models of self-regulated learning. In addition, internal goals in particular, which reflect
the intrinsic motivation for learning, are highly connected with the use of learning
strategies (Radovan, 2010).
There has been extensive research conducted on the connections between
motivational elements and learning strategies, but not as much is known about the
differences in motivation and learning strategies among different types of students,
which is the focus of this paper. For instance, previous research showed large
differences among students, especially in their study approaches or styles. A study
approach is characterised as a combination of learning strategies that an individual
adopts and prefers in the majority of situations. The quality of learning outcomes,
durability and usability of knowledge in particular, basically depends upon the adopted
study approach (Entwistle, 1988, cited in Marentič Požarnik & Lavrič, 2011).

*
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The study addressed all students who were officially enrolled in the study programmes
at two selected HEIs. In other words, all members of the two target populations were
invited to participate. Self-selective samples of n1 = 365 respondents from DOBA (28
percent response rate) and n2 = 52 respondents form BC Naklo (35 percent response
rate) have been achieved. The data was collected by means of a structured online
survey questionnaire that was distributed to students via their official school e-mail
addresses. The survey questionnaire was adapted on the basis of the Motivated
Strategies for Learning Questionnaire (MSLQ) that was originally designed by Pintrich,
Smith, Garcia and McKeachie (1991). MLSQ measures six motivational scales, five
cognitive and metacognitive strategy scales and four resource management strategy
scales. Data collection took place from May until July 2019.

In relative terms, DOBA’s students scored significantly higher than students at BC
Naklo on almost all the scales. In absolute terms, however, both samples demonstrate
adequate motivation for learning and solid use of the basic cognitive learning
strategies such as rehearsal, elaboration and organization. On the other hand, critical
thinking and metacognition as well as some of the resource management strategies
are only moderately developed among the students at BC Naklo. The discrepancies in
the results of the two samples are discussed with a reference to differences in
demographic structure, study implementation mode and formal educational level.

The findings are limited to the two participating HEIs and cannot be generalised to
students in other HEIs. To draw a general solid conclusion about motivation and
learning strategies of students in Slovenia, for instance, a representative sample of
HEIs and their students would be required.

In the end, the paper provides a few ideas on how the two participating HEIs could use
the results to re-design and re-shape the implementation of their study programmes
and to improve the study approaches (study programmes as “products” in marketing
terms), in order to enhance and strengthen the aspects of motivation and learning
strategies that currently seem to be underdeveloped, which could eventually lead to
increased satisfaction and improved learning performance. Also, the paper discusses
the opportunity of using the results on students’ motivation and learning strategies in
marketing communication for the purpose of reaching a more distinctive position in
comparison with other competitors.

The findings of this paper primarly serve the representatives and study programme
managers of the two participating HEIs but also their marketing specialists. However,
the paper can also serve the other HEIs as a demonstration of the value of inititating
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own research to learn more about the psychological and other charcteristics of their
students, which could be one of the indicators and inputs for the potential readjustments of the study programmes and/or their implementation.
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Marketing has been facing many changes over the last few years. The constantly
developing business environment, whose traits are a turbulent market, aware
customers, rapid evolvement of information and telecommunication technology and
an accelerated process of globalization has forced many companies to become highly
innovative in all aspects of doing business. A key element, which affects the success
of a company’s operation, is a correctly determined marketing plan. A marketing plan
is tightly coherent with the company’s ambitions, as well as with determining what
route the company will take and how it will achieve its goals.
The purpose of this paper is to suggest a marketing plan on a real-life example of
introducing outdoor pool tables Hyphen on the Slovenian market. The Hyphen pool
table is suitable for outdoor use and can also be converted into a dining table in order
to treat family or friends for a meal during a picnic.
marketing; sales; marketing plan; marketing mix; marketing
communication; Slovenia.

Marketing planning is vital in launching any new product on the market. Companies are
nowadays, more than ever before, performing in an extremely competitive
environment. Constant changes in the market force the management to stay on top of
constant trends in customer behavior, market globalization, environmental awareness
and community service (Milichovský, 2013).
A marketing plan is a formal, written document that determines the activities by means
of which the company is going to realize its marketing strategies. The plan has to be
written in a straightforward and understandable manner and has to incorporate clear
and concrete key information about the marketing communication. With the marketing
plan the company identifies the needs and wishes of the buyers, defines the
characteristics of a market niche, on which it is going to focus, analyses the
competitive advantages and disadvantages and based on that its own business
strategy is formed and in the end a marketing mix is created, by means of which the
set objectives can be achieved (Vede, 2009, 18).
With a marketing plan the company specifies its own marketing goals, forms
successful marketing strategies and lastly creates such a marketing mix, by which it is
going to achieve its set objectives. The management has to understand the role of the

*

DOBA
Business
School
Maribor,
Slovenia,
ales.naraglav@net.doba.si, dalija.verlic@net.doba.si

urska.frace-klemencic@net.doba.si,

REVIEWED EXTENDED ABSTRACTS OF THE 10TH INTERNATIONAL SCIENTIFIC CONFERENCE OF DOBA BUSINESS SCHOOL

THE FUTURE OF GLOBAL BUSINESS AND MARKETING: HOW WILL SMART COMPANIES DEAL WITH CHALLENGES AND OPPORTUNITIES?

marketing plan as the guideline in the process of making market decisions (Antončič
et al., 2002, 237-239).

The empirical data and the case study used in this paper have been obtained from the
secondary data available from the Cornilleau company, gained from literature reviews
and previously published researches on the discussed area.

The product presents a value to the consumer and is as such the key element of the
marketing mix. Hyphen emerged due to the need, desire and demand in the market.
The price will be fixed mostly on the basis of production, distribution and to a lesser
extend on a basis of marketing costs. The price of the product will be be adjusted
according to the prices of similar products and substitutes on the market.
The value of the products on the market is relatively small, as the product is currently
being marketed only in France. The main present way of distribution (France) is direct
online retail. The product is ordered by the end consumer via the company’s online
store, where all further information and promotion material (product catalogue,
presentation brochures of the product, costumer reviews etc.) is available. The
customer receives the product with shipping and installation included against
payment. On the Slovenian market the distributer will use the established sales
channels (developed for table tennis tables) and an online store.
Advertising in the form of television advertisements is intended during
thematic/themeTV shows as well as in trade magazines which specialize in interior
design, luxury real estate and affluent leisure accommodation. Customer relations is
an area where potential customers, as well as the company-related public (e.g.
distributors, sales personnel in specialized sports equipment retail stores etc.) is
addressed. The direct marketing of the product is at the forefront, since the
manufacturer offers their products in the online store, where a complete picture and
information catalogue about the product along with means of purchase are at the
disposal of the potential customer. We want to use influencer marketing via social
media (primarily Facebook, Instagram, Youtube and Pinterest) in order to address
online buyers (e.g. product promotions from vloggers and celebrities in the interior
design industry). We want to content customers in physical stores and on fairs with
professional sales personnel who will present the product to the customers with an
appropriate approach.
We will introduce the new Hyphen trademark product to a domestic Slovenian market.
A well-organized selling plan will enable the company to maximize its sale success of
the pool tables in the outlined period.

Practical implication of this paper is a case study in illustrating the tasks involved in
the planning of certain phases of a marketing plan in the case of a new product launch.
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Applying marketing theories to a real-life example and illustrating the management
tasks involved in certain phases of planning sales and marketing communication in
case of new product launch.
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Tourism has been recognized as a strategic sector for economic growth in many
countries and recognized as one of the most important industries in the world. Hotel
industry is developing new ways of accomplishing their missions by leveraging the
power of information and applying network-centric concepts (Chawla, 2013, p. 754).
New challenge for hotel managers in the 21st century is how to integrate the new,
complex and varied services and ICT systems into their existing business operations
(Law and Jogaratnam, 2005, p. 178).
The research is aimed at elaborating systems, trends and innovations in online hotel
accommodation sales in the Republic of Croatia. We were also interested in the share
of online sales and its growth over the last three years so that we could see how much
it currently occupies and is there any correlation between the used systems and the
sales share size. For that purpose, we have set the following research questions: 1.
Which systems are used in hotel sales and marketing departments, and what are they
used for? 2. What is the growth and share of online sales in the last three years per
sales channel?
online booking systems; innovation; trends; share by sales channels;
Croatia.
The hotel industry has become one of the most important service industries in Croatia,
where there is a sharply increasing growth in recent years. Furthermore, there is
increased competition within this industry in Croatia. This increased competition has
forced hoteliers to create strategies to retain current clients and to attract new clients.
In line with these arguments, improving quality service through increased employee
performance is the solution for this industry to remain competitive (Tsaur and Lin,
2004). The potential tourist surfs through so many websites and promotional
messages before making a final decision on which hotel to book such as hotel
websites, third-party websites, social media channels, search engines, mobile search
(Aggarwal and Aggarwal 2010, p. 20). It depends on the hotel and its marketing
strategies and activities to determine which of those stops will move the guests to
generate business in its hotel. In raising its competitiveness, the hotel must invest in
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the development of a modern reservation system. Reservation systems are a
particularly interesting area of information technology in tourism.
This research was based on qualitative and quantitative research methods. As basis
for the research we looked into the leading companies in terms of accommodation in
the Republic of Croatia, as well as award winners and nominees for the 2018 Croatian
Tourism Days event. In the qualitative survey we received information on which
systems are used by employees of the hotel sales and marketing department in their
daily work. In the quantitative survey, we e-mailed the same question to all, or at least
the vast majority of hoteliers in the Republic of Croatia, to see the representation of
the use of the system in their hotel sales. The list of categorized facilities available on
the Ministry of Tourism's website published on 31.08.2018 was used as the base.
According to the mentioned database, at the given moment, there were 737 hotels in
the Republic of Croatia to which we have sent anonymous surveys.

According to the results of the research, we can conclude that online sales have been
increasing recently, as well as the share of direct bookings of observed companies
made through the website in relation to the number of bookings through OTA channels.
Although the number of used tools does not have a significant impact on the share of
online sales in total sales, according the results from PHOBS CRS, we can conclude
that companies that use more tools have a more significant share of direct bookings
made through the website than booking made through the OTA channels. It is also
important to mention that OTA channels are not something that should be avoided in
hotel sales and it is financially better to receive an OTA booking than the booking made
through another type of sales that has a higher commission.

We believe that research results can help anyone who wants to know more about the
above-mentioned topic, whether they are just starting with the research or looking for
additional ways and tools to improve their business. With all available systems and
automation, it is crucial to have a capable and motivated workforce. Systems are still
a tool in the hands of man, which depend on his ability and creativity.

Employees in hotel sales can use this final work to gain insight into systems and tools
for sales and management that are currently available on market, as well as their direct
impact on business results and business process optimization, if applied in day-to-day
business.
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The purpose is to study the theory and practical examples to introduce a new product
for the selected market of Triglav Insurance - a standalone product, Fire Insurance. It
was a challenge to analyze and prepare a reaserch for a company that is well known
and has been doing great business for so long. In claims-based cross sell idea we
decided to examine data about fires in Slovenia and find out is there any potential for
additional new premium.
sales; market communication; fire insurance service; Zavarovalnica
Triglav.

In Slovenia, the insurance industry is stable and represents a healthy pillar of the
economy. Both domestic and foreign insurance companies are present on the market.
The most importntant for succesful saels in insurance business is the insurance agent.
Sales skills are therefore essential (Celin, 2018). Insurance Sector is Healthy and
Stable, emphasizing that there are many opportunities for Slovenian insurance
companies to grow (Čeh, 2015). One of the basic principles in insurance is that only
future, uncertain, human-independent and measurable events can be insured.

In identifing the target customer group, we considered all characteristics, namely
geographical, psychographic, economic, behavioral and demographic (Kotler, 1996).
The critical thinking and experience were used, analyzed the internal available
resources and research of Zavarovalnica Triglav and conducted a short survey.

The importance of fire insurance is growing, according to the Slovenian Insurance
Association, growth is recorded in 2018 by 1.83%. Most interesting is the fact that the
survey showed - clients still prefer to conclude insurance contracts through agents
rather than online, as one might have expected. Long-term marketing plans are closely
linked to the industry. Therefore, it is not enough to know the product in order to
establish sales and advertising activities more efficiently, it is necessary to know the
entire industry, including competition analysis and extensive market research.
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From all available data, the end-user market was first segmented demographically, by
gender, age, economic status and the number of family members. Demographic results
showed that the target buyers are young, up to four, middle-income families in the 2140 age group, living in a residential building.

Because of limitaition to the specific value that we wanted to determine by conducting
and analyzing the survey, the importance and type of values when taking of insurance,
we broadly set geographic, demographic and psychographic factors.

If we design a custom product and address it with the right words, through appropriate
sales channels, we can have a positive effect on fire insurance sales. The values that
a company lives through its employees are extremely important. The data from our
survey, as well as the data of Zavarovalnica Triglav, are identical in terms of trust in
the sales represented by the agent.

Those who experienced a fire occurring in their neighbourhood developed a fear that it
could happen to them. Hence, fear was a big motivator to conclude a fire insurance.
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The era of globalization, digitization and fast lifestyle has brought changes to many
areas. People are being bombarded and saturated with information daily. At the same
time, they are growing tired of misleading advertising. Advertisements are being
blocked, skipped, flipped through and generally refused by the vast majority.
Digitization has thus triggered information overload and, consequently, mistrust in
consumers.
All of this has contributed to the development of a new way of communication between
organizations and consumers. In recent years, content marketing has emerged, which
provides the consumer with the use value first, and only secondarily leads them to
where the products or services are being sold.
The aim of the paper is to research content marketing and the way of making
purchasing decisions, as well as find out how organizations should set their marketing
communication strategy in order to gain loyal customers and consequently increase
their sales.

Content marketing, as defined by Content Marketing Institute (2019), is a technique of
creating and distributing valuable, relevant, and consistent content to attract and
acquire a clearly defined audience – with the objective of driving profitable customer
action. As stated by Hrabar (2016), with content marketing, we create and share the
content that the customers want to read, see or hear. We build a relationship with
customers, they grow to like us, we gain their trust, and they become our loyal
customers.
We cannot talk about digital marketing without talking about content. Today, we live in
a digital landscape where content is actually everywhere (Ryan 2017, p. 8). Content
Marketing Institute (2019) states that a successful content marketing program starts
with a documented strategy. Developing a marketing communication strategy is
crucial, as written plans and goals can help us achieve all set goals and ensure that we
follow them daily/weekly/monthly. It is also important to identify our target audience,
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think about content and distribution channels, create a timeline and a financial plan,
and, by doing so, plan the majority of our marketing activities.

The method used for the theoretical part, was an analysis of secondary sources,
namely the method of description, compilation, and comparison. In conducting the
research, we used quantitative methodology, with the survey research. We have
obtained 77 usable (valid, fully completed) surveys, which have then been analyzed.
The pattern was mainly represented by current readers (followers on Facebook profile),
or recipients of e-notifications, as well as other individuals, entrepreneurs, heads of
companies/units/departments, who were interested in the activity of the researched
organization.

When communicating with customers, the key is to establish a real human connection,
one that comes from another person and not from a soulless brand. This means that
it is better to build human-to-human communication/connection, than to build
credibility through company-to-customer or company-to-company (Hall, 2017).
A customer goes through standardized steps when deciding whether to buy something
or not. The customers are often unaware of the purchasing process. However, we
almost always collect information, data, weigh options and make decisions before
buying. This process is known the purchase path. It has three important stages:
awareness, reflection and decision. The communication to the customer needs to be
adapted for each of these routes.
When designing a marketing communication strategy, it is crucial to set the SMART
goals that are specific, measurable, achievable/realistic, and relevant. It is also
important to establish the brand identity, which means that the organization must first
clearly clarify what it is, who it is, and what it wants to represent in the eyes of
customers.
When preparing a effective marketing strategy, it is important to define the target
audience: "These are ideal-typical representations of our best client. This way it is
easier to think as our target audience, which facilitates the content preparation process
and is the next key step of inbound marketing strategies" (Taman communications,
2018). Once the relevant content is created, it has to be distributed through channels
that the target audience is already using. By distributing content on the right channels,
we can attract attention, instead of asking for it.
In the end, we must not forget to optimize the prepared content, set an appropriate
timeline and financial plan, as well as measure and monitor the effectiveness of
marketing activities, as this is the only way of knowing whether our activities provide
results and move in the right direction.

The final findings of the empirical research showed that it is crucial for respondents to
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receive content that is of interest to them and encourages them to read or view useful
content, current information and personal experiences of content authors.
The analysis of concrete content has also shown us that it is crucial for organizations
to have prepared marketing communication strategies, as only this will enable them to
pursue the objectives, address the right people, offer the appropriate content
according to purchasing decisions, distribute content on the most profitable channels,
and, at the same time, know how to measure the set indicators and adjust
communication appropriately.

The added value of the article is precisely in the connection between the researched
key starting points of the content marketing and purchasing decisions of customers,
by preparing a marketing communication strategy. In order to support the theoretical
starting points with empirical results, we analyzed the process of customers' decisions
and wishes in the case of a specific organization, with which we reinforced the
theoretical importance of content marketing as a necessity in the future.
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Content marketing has recently become an indespensable element of marketing
strategies in many companies, unlike paid advertising which is becoming – as being
quite annoying to consumers – less and less effective. Therefore, in a struggle for
consumer's attention companies developed new ways of gaining this – the very
content marketing which with its approach neither imposes nor sells directly.
The purpose of the contribution is to explore what content marketing is, whether small
businesses in Slovenia are familiar with its effects, to what extent they use it, what
results they achieve, what budget is intended for it, and, if they have an outlined
strategy.
content marketing; strategy; small businesses; micro companies;
Slovenia.

Content marketing is marketing which neither imposes nor sells directly. When going
through quality contents the customer does not or, respectively, must not get the
feeling that anything should be purchased. The contents which the consumer reads
about, sees or hears about, solve customers' difficulties, challenges and problems,
therefore, these contents are presented as something useful and valuable.
Instead of offering, pushing or imposing (the so-called push strategy) products and
services in advertisements, the company through different channels and formats
distributes useful information which solve consumer's problems and represent an
added value. To the consumer such content is precious. They themselves look for it,
and thereafter, show interest for a product or service (the so-called pull strategy). The
point of such content strategy is belief that consumers, in return for quality and useful
content, reward the company with activity and loyalty.
Different literature and online resources indicates that in many companies use of
content marketing is neither based on previously prepared strategy nor on set goals.
Rebecca Lieb states in her book, Content The Atomic Particle Of Marketing, that even
though 70% of B2B-marketers in 2017 created more content than the year before quite
a great number of organisations deals with this issue without any documented content
strategy. The consequences are inefficiency and missed opportunities as well as
inability of result measuring as no goals were previously set (Lieb, 2017).
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Outlined strategy of content marketing, clear vision, assigned responsibilities among
the employees and time schedule have an impact on results and company success,
they increase recognition, enable strategic positioning of a company, stability, growth,
discovering new trends in the environment and customers' needs, and, maintaining
competitive advantages.
With no set goals in the field of content marketing the company does not take
advantage of all its capacities which would help to higher recognition and faster
growth. No previously prepared content marketing strategy may often result in
company's lack of ideas, contents, time, authors or people responsible for content
design and creation, as well as those responsible for punctual delivery to target
audience.

For our research we used quantitative methodology, the interviewing technique. We
acquired 179 useful (valid) surveys which were then analysed (16 were partially
fulfilled and 163 were completed). We were focused on interviewing micro companies
and small businesses regardless the geographical position (the whole of Slovenia). As
criterion for determination of the size of the company we considered the number of
employees in the company.

Our research work proves the starting point that micro companies and small
businesses in Slovenia know very well about the idea of 'content marketing' and to a
great extent they also use it. However, micro companies and also those with one
employee, are more consistent in implementation of content marketing regularly or
occasionally than small businesses, which is contrary to our expectations. The
surprising fact is that companies with a higher number of employees regularly or
occasionally implement content marketing to a lesser extent than micro companies
although they have more staff, and supposedly, more finances available.
In the research we found that companies are aware of the fact it is the outlined strategy
they need to be successful. Interestingly however, the majority of them does not have
it.

In spite of the fact that companies clearly declared themselves which goals to follow
with content marketing, we found that the major part of companies do not have clear
and measurable goals set at all. The results of research are showing that the effects
of content marketing are related to the amount of the invested budget are expected.
The higher the investments, the better the results.

No similar research or any other data on how and to what extent small businesses in
Slovenia use content marketing has been found. Therefore, the results of our research,
most probably unique in Slovenia are so much more interesting.
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The contribution encourages small entrepreneurs to consider the use of content
marketing and, above all, to be aware of the importance of content strategy
documenting.
Companies know very well that the strategy is the foundation of success, however,
their awareness should be raised up to the level of content strategy implementation
and goal setting.
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The purpose of this paper is research on Facebook contests for sales improvement
and ideal customer attraction. Key questions related to specific variables influence, in
relation to organization and participation in contests, are highlighted throughout the
paper. The purpose is to investigate and analyze the extent to which small business
entities are represented in organization as well as the response (participation) in
contests on Facebook in the Republic of Croatia.
The research is aimed at finding how popular are the contests on Facebook in
Republic of Croatia within small businesses. We were also interested whether
participants number depend on pre-festive or post-festive period, creativity of
contests rules and the respect of Facebook rules when organizing the contests.
that purpose, following research questions were set:

the
the
the
For

1. What is the response of the participants in Facebook contests?
2. Do the organizers and to what extent follow the Facebook rules when organizing
contests?
3. How creative are the organizers in term of making rules for the participants?
4. Does the number of participants depend on the pre-festive and post-festive periods?
marketing; social networks; Facebook; Facebook contests; sales
promotion.

With its intensive development, Internet has become a significant marketing medium
that in the future will be an indispensable factor in business. With the development of
social networks there have been significant changes in marketing and in the way
companies interact with customers (Stanojević, 2011, p. 165). Duffet (2015) states
that social media has become imperative for global marketing communication
requiring investment in advertising especially for reaching younger generations.
Social media has increased as a marketing channel, and Facebook is the biggest social
media company globally. Facebook contains both positive and negative information
about companies; therefore, it is important for companies to manage their Facebook
page to best serve their own interests (Hansson, Wrangmo and Søilen, 2013).
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One of the main advantages of using Facebook as a marketing channel is the ability of
the client to communicate with the company about their desires and needs. When
companies use social networks for sales purposes, they have the potencial to influence
better quality of service. Companies which are using social networks are also better
associated with the market trends because they receive real-time feedback from users.

This research was based on a quantitative research method. A survey was conducted
from 3rd of October 2018 to 19th of February 2019. The respondents were 45 small
businesses (up to 50 employees) from the Republic of Croatia. The questionnaire was
sent to more than 500 adresses via Facebook private messages (Messenger) or the email addresses of businesses which had this information available on their Facebook
profiles. A total of 49 companies responded to the questionnaire survey, which means
that the turnout was 9.8%. Four questionnaires were invalid and therefore excluded
from further analysis. The survey was anonymous.

Findings have shown that contests popularity with regards to participants number does
not depend on pre-festive or post-festive period but rather on the prize given. While
popularity also does not depend on rules of contest creativity, large number of survey
participants try to be as creative as possible while creating the content itself.

Research findings can be practically applied during contests organization and
marketing strategy planning. They can be a starting point for future research on the
given topic which would encompass different geographic area or wider field within
social network Facebook or other networks.
The research represents a new value both in the field of scientific research and in
practical application for companies. It gives insight how companies as users of these
marketing tools approach the matter and gives advice on how these should be done
from the point of contest creator.
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Story telling is a creative method in literature which has reached an immense popularity
also in journalism and advertising. Story telling is omnipresent more or less in all areas
of our lives, which are life stories by themselves.
But there is still one of the main characteristics that is neglected. Hearing personal
stories engenders greater understanding, empathy, therefore this method is expanding
to social care and fundraising activities.
How does empathy work in fundraising projects? What are the tools and reasons that
real life stories are so successful?
storytelling; real life stories; presentation; fund raising; emphaty.

From the origins of homo sapiens, humans wanted to perpetuate their achievements,
first with oral tradition, then with cave paintings and then with printed media … and
digital media ... Structure of storytelling comes from myths and fairy tales. Prop's
analysis of what makes a story unique reveals that it is determined not by main
characters, but their functions in the development of the story (Prop,1982).
Story telling is essential content of literature, because, in the words of Kirkpatrick:
»storytelling is the individual account of an event to create a memorable picture in the
mind of the listener« (Kirkpatrick & al., 2007, 38).
Every successful and convincing story contains emotional element, which stimulates
empathy of addressee: reader or listener. Empathy is a very popular and exciting object
for academic researches (Fairbarn,2005). Empaty is the »must« for social care
practitioners, but it is also an excellent tool in psychology and other social sciences,
advertising, design (Dam & Siang, 2020), and at last, for fundraising activities.

As a method we used case study, text analyses and quantitative performance
measures. We were interested how efficient are real life stories for fundraising actions.
How they stimulate empathy in people and how they were persuaded to donate
money. We analysed three real life stories from Association of Friends of Youth
Ljubljana Moste-Polje. We discussed these three possibilities to influence people with
storytelling. Stories can change our behaviour. They can influence our perceptions.
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(Konnikova, 2012) We analysed three real stories and got the explanation of why some
got more money in fund than the others.

The best results/donation came from the story, which was written by a jounalist but
was accompanied by the voice or by the presence of real hero of the story. As we see,
that credibility plays an important content in real life stories. If they are presented by
journalist or by social carer, they do not get so mu credibility/money as when they
include the sufferer.
So, people are favoured to donate, but you have to persuade them that the donation is
really helpful. As we said before: This has some connection with who is telling the
story: the real person, who is in trouble, or a journalist or one of humanitarian workers.
We found out that using real life stories has stimulated empathy and also caused
financial support from readers. But there must be some guarantee that people in need
got the money. There of a lot of frauds in this field. We found out that the best way to
provoke empathy is for that the main character to have a voice. The real story of Ana
and Luka was heard on radio and also published as a reportage, so they got multimedia
support on them.

We addressed just three stories, but we propose to do more research. People, who are
responsible for social support, are burdened with actual cases, so they were not
available to do research.

Storytelling is crucial for anyone to succeed as a fundraiser. Stories, not statistics,
evoke the emotion and desire to help. Stone (2012) So we suggest that fundrasiers use
this powerful method more and regulary and tell stories espacially about the difference
theirs humanitarian organizations made in the life of one person whose life could have
taken a not so happy course without theirs assistance.
Social implications of successful story telling are enormous: raising the rate of
emphaty and also removal stigma from poverty and other social deviations.

We researched the connection between story telling of real-life stories and emphaty
which they provoked in listener/reader/viewer, we concluded that there the efficiency
of fundraising is dependable on how they presented real life stories of their clients.
Different methods of story telling were evoking different levels of empathy and also
funds raised.

REVIEWED EXTENDED ABSTRACTS OF THE 10TH INTERNATIONAL SCIENTIFIC CONFERENCE OF DOBA BUSINESS SCHOOL

THE FUTURE OF GLOBAL BUSINESS AND MARKETING: HOW WILL SMART COMPANIES DEAL WITH CHALLENGES AND OPPORTUNITIES?

1. Blažić, M.M. (2003). Kreativno pisanje: vaje za razvijanje sposobnosti ustvarjalnega pisanja.
Wikibooks. Available at https://sl.wikibooks.org/wiki/Kreativno_pisanje. [Accessed:
30.8.2020]
2. Dam, F., Siang, T.Y. (2020). The Power of Stories in Building Empathy. Interaction design
foundation. Available at: https://www.interaction-design.org/literature/article/the-power-ofstories-in-building-empathy. [Accessed: 3.8.2020]
3. Drumm, M. (2003). The role of personal storytelling in practice. Insights [online]. Available
at: https://www.iriss.org.uk/sites/default/files/iriss-insight-23.pdf. [Accessed: 29.8.2020]
4. Fairbairn, G. (2005). Storytelling, ethics and empathy. Ethical Space: The International
Journal of Communication Ethic 2(3), 48-55.
5. Fryer, B. (2003). Storytelling That Moves People. Harvard Business Review [online].
Available
at:
https://hbr.org/2003/06/storytelling-that-moves-people. [Accessed:
29.8.2020]
6. Kirkpatrick, M.K., Fords, C. (1997). Storytelling. An approach to client-centered care. Nurse
Educ. 22(2), 38-40. doi:10.1097/00006223-199703000-00016.
7. Konnikova, M. (2012). A Conversation with Jonathan Gottschall The Storytelling Animal.
Scientific American. Available at: https://blogs.scientificamerican.com/literally-psyched/
the-storytelling-animal-a-conversation-with-jonathan-gottschall/ [Accessed: 29.8.2020]
8. Obolnar, S. (2020). Pomagajmo srednješolki Tiji, starši so ji zapustili dolgove. OnaPlus.
Available at: https://onaplus.delo.si/pomagajmo-srednjesolki-tiji-starsi-so-ji-zapustilidolgove [Accessed: 29.8.2020]
9. Ogulin, A. (2020). Mitja je bil največkrat tepen, a nikoli ni vedel, zakaj: dnevnik Anite Ogulin.
24ur.com. Available at: https://www.24ur.com/veriga-dobrih-ljudi/mitja-je-bil-najveckrattepen-a-nikoli-ni-vedel-zakaj.html [Accessed: 29.8.2020]
10. Prop, V. (1982). Morfologija bajke. Beograd: Prosveta.
11. Rob, W. (2011). How to Get Started in Storytelling for Fundraising Cara Jones Interview on
July 14. Cause Vox. Available at https://www.causevox.com/blog/how-to-get-started-instorytelling-for-fundraising-cara-jones-interview/ [Accessed: 29.8.2020]
12. Stone, R. (2012). Storytelling opens the door to successful fundraising. Institute for giving.
Available at: http://www.instituteforgiving.org/Resource%20Articles/Story%20Telling%2012-12.pdf [Accessed: 29.8.2020]
13. Vidic, J. (2018). Devetnajstletna brucka Ana skrbi za dementno babico in brata. Val 202.
Available at: https://val202.rtvslo.si/2018/09/botrstvo-142/ [Accessed: 29.8.2020]
14. Zdovc, S.M. (2008). Literarno novinarstvo. Ljubljana: Modrijan.

REVIEWED EXTENDED ABSTRACTS OF THE 10TH INTERNATIONAL SCIENTIFIC CONFERENCE OF DOBA BUSINESS SCHOOL

THE FUTURE OF GLOBAL BUSINESS AND MARKETING: HOW WILL SMART COMPANIES DEAL WITH CHALLENGES AND OPPORTUNITIES?

In this paper the purpose is to investigate the cause and effect between customer
touch points and consumer engagement and, its second relationship, cause and effect
between, touch points and profitability of retailers, from the retailer’s aspect.
health, health behaviour, education, communications

In a world filled with digital and physical touchpoints, successful retailing comes down
to obsessing about customer’s experience and how to make it better yet form
profitable relationships. For this reason, it is important for retailers wisely to choose
their marketing channels. Wind et al. (2016a), provide a concise explanation of the 5
key points as per what are the benefits of omni-channel marketing. They name: (1)
science and technological advances, (2) proliferation of media landscapes, (3)
sceptical and empowered consumers, (4) a turbulent and hyper-connected world, and
(5) disruptive new business and revenue models. Highlighting the touch points where
the retailer could evoke shoppers’ sense, to feel, think and act reactions, it is indeed
needed to it can be identified and implemented, ensuring a more seamless experience
across channels eventually building a customer engagement. As Brynjolfsson et al.
(2013) points out, this development is affecting competitive strategies.
According to these authors, new channels will break down old barriers such as
geography and consumer ignorance. Hence, it will become critical for retailers and
their supply-chain partners in other industries to rethink their competitive strategies.
Retailer are now who seeking to optimize performance for each channel are practicing
multi-channel marketing, whereas retailers focusing on overall customer profitability
across all channels are employing omni-channel marketing explains Verhoef et al.
(2015). Newer technologies, business models, and predictive analytics are reshaping
the boundaries of retailing, and as a result, retailers are provided with sample tools to
generate differentiating value for customers and build deeper customer engagement
as Grewal, et al., (2017) explain. Bagge (2007) recognizes that a successful transition
to omni-channel strategy and business requires a transformation in organizational
culture, operations and processes, and underlying technologies.
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The methodology used for this research was conducted through a quantitative
approach with a questionnaire. The questionnaire for this research includes different
types of sub-industries that are under the main industry of retail and their top
executives as responders, reaching a responsiveness of 52 respondents. A qualitative
research method is being used to quantify the problem by way of generating data that
can be transformed into useable statistics especially for longitudinal research such as
the one presented in this paper.

From the results it can be concluded that the retailers in the Republic of North
Macedonia do have a knowledge of omni-channel marketing strategy may mean in the
core of it implementation. By exploring the 5 key points as per what are the benefits of
omni-channel marketing developed by Wind et al. (2016a), as a model in this paper, we
can conclude that regarding the first point, science and technological advances, one
of the biggest factors that has influence over that process are the technological
changes needed to be covered before execution. Concluding from the literature review,
technology is quite an important asset for implementation of omni-channel marketing.
On the second key point proliferation of media landscapes the positive side is that they
are aware of the importance omni-channel strategy has and its benefits. However, it
seems quite difficult for companies to transition from the traditional form of marketing
communication towards a more digital one. The third point, for the third key point,
sceptical and empowered consumers as Grewal, et al., (2017) explained, business
should generate differentiating value for customers and build deeper customer
engagement. Regarding the fifth and last key point, disruptive new business and
revenue models from the results we can conclude that retailers must adapt to the new
digital challenges, sustain the existing tools of communication and marketing strategy
if they are sustainable but at the same time move towards a more open communication
that will empower customers and provide them a seamless and consistent customer
experience across all sales channels by engaging with each touchpoint.

Due to data limitations, we were not able to study the impact on sales that the customer
engagement has, but this is a fruitful area for future research

This is an important next development in retailing and will affect how retailers operate.
To date, little research in marketing management has studied this type of marketing
especially in the sequence of retail business. The omni-channel research framework
reported here will help guide research in this area.

This research paper aims to present some of the implications of omni-channel
marketing in the retail industry in Republic of North Macedonia, for understanding how
REVIEWED EXTENDED ABSTRACTS OF THE 10TH INTERNATIONAL SCIENTIFIC CONFERENCE OF DOBA BUSINESS SCHOOL

THE FUTURE OF GLOBAL BUSINESS AND MARKETING: HOW WILL SMART COMPANIES DEAL WITH CHALLENGES AND OPPORTUNITIES?

disparate customer touch points impact customer touch points, engagement and
profitability in an omni-channel environment from retailer point of view and how to
build the future of retail with omni-channel marketing implementation.
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The aim of this paper is to analyse the online shopping and how the media influences
on the online shopping. Online shopping is becoming more interesting and convenient
for consumers. The reasons are mainly in terms of time consumption, ordering time,
price flexibility, breadth of product range, and comparability of supply.
: online shopping; advertising; social media.

Companies operating in the e-environment need to understand their micro environment
(suppliers, intermediaries, partners and customers) and the macro environment (use
and limitations of the ICT, legal, political and economic environment, and business
standards in each market) (Brzozowska and Bubel, 2015). E-commerce is the result of
the development of ICT and Internet access by an increasing number of customers
(UNCTAD 2010; Tsai, Huang and Lin, 2004). At the same time, e-commerce enables
lower transaction costs, elimination of space constraints and contactless providerclient meeting (De Ruyter, Wetzels and Kleijnen, 2001).
E-commerce involves communication as well as transfer of all necessary information
for the purchase and sale of products and/or services, all the necessary infrastructure
to enable the transaction, that is, payment, and delivery of purchased products to the
customer's address (Hutt and Speh, 2004). It also enables providers to easily trade
across the border (Nagy, 2016). The acceptance and use of e-shopping depends on
many factors that can be influenced by the customers themselves and their trust in the
provider (Ba and Pavlou, 2002).
The marketing activities of the providers have been adapted to the wishes and interests
of the customers (Pongsakornrungsilp, 2012). Certainly, e-shopping enables faster and
more direct customer feedback, which facilitates the development of new products
and services and their adaptations in the offering (Laosirihongthong, Tungkaprasert,
Banjongmanomai and Somlake, 2009).

The study was addressed to the students at ISSBS. We send the link to the
Questionnaire to 422 students and we collect 219 units. The response rate was 51.9%.
They are the right target group as they are familiar with use of modern ICT. They also
like different social media and they are prepared to try different things. Because of
internet they usually research the offer, the producers, and prices. Very often they also
*
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take a look about the other users’ comments about the products. For research we have
used the web tool 1-ka. The questionnaire was very short, we just asked about the
demographic data, about the e-shopping and about the media, which they are
following. The research was active between October and November 2019.

The decision for online shopping is influenced by the media where providers advertise
their online stores. The biggest influence has social networks, but we find out that the
small is also from the print media (newspapers and magazines) and radio, while TV
had even a negative impact on the decision to online shopping. In addition, the survey
identified the most common payment methods by the respondents are a card or a pay
by the delivery. We also find out, that quite a lot of respodents use the option of paying
wth their mobile phones.

Findings in our research are limited just to the students of ISBS and we can not
generazlie them. Most probably it will be good to provide a new research for students
from HEIs, and to include their parents.

Providers of online shopping must therefore focus on conducting their marketing and
promotional activities on social media, where they can reach their target customers
more easily, faster and at a lower cost. In addition, they need to think about an
appropriate payment option. It is no longer enough to offer payment only by card or at
pickup because other forms of payment, are increasing, such as: payment with a
mobile phone. Certainly, the use of appropriate media to inform the target customers
is crucial to the success of the online store providers.

In generally we just want to confirm that the generation of the students nowadays use
the social media. We also confirmed the fact, that they like to shop online. With online
shoping they save their time, but they also have a better wiev of product, their
specifications, prices ot the products, and how quick, they can get the products. By the
online shopping is very important also the possibilities for payment, as we find out,
that quite a lot of them use the possibilities to pay with mobile phone.
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In this paper we investigate whether customers put more trust into manufacturer’s
brands or retailers brands. The purpose of the research is to establish, which brands
are assigned a higher quality rating, which have the most loyal customers-base and
what is the attitude of customers towards new brands appearing on the market.
manufacturer’s brand; retailer’s brand; quality of brands; customer
behavior.

As introduction an overview of the history of brands is established, as referenced by
Hoffman (2017), Kotler (2018), hence Evans (2019), Vukasović (2020). The knowledge
of customers is changing quickly, due to the fast growth of new dietary products
available. The content of substances, with which manufacturers prolong the storage
life of their products has to be indicated on the product label. Furthermore, customers
use modern technology to find the best products to purchase. Increasingly aggressive
marketing communicates the benefits of natural products to the customer. Recent
trends have shown that the importance of brands and branding is increasing, which
many manufacturers, and even more retailers, are aware of. Customers frequently
choose to buy products marketed under the auspices of trademarks. This article
explores which brands are more desirable in the dietary segment and whether
customers are ready to recommend the brand to their friends and acquaintances.

Using an incredible and non-random survey questionnaire sent to respondents online,
we collected data on customers' trust in brands, the frequency of purchases of branded
products, and customer loyalty to brands. The collected data (n = 55) were compared
with the demographic data of customers, and analysed according to age, income,
education, and region.

The results of the survey show that customers are more trusting of products from
brand manufacturers, estimate that products from brand producers are of higher
quality, and believe that store brands products are cheaper. The research concluded
that customers prefer to stay with a proven brand, which they are already familiar, but
*
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are careful when trying out new products. By analyzing the statistics obtained, we
aimed to ascertain how effectively producers, with their own brands, can compete with
increasingly advertised store brands.

One of the biggest limitation of the study was the acquisition of completed surveys.
The reason for this might lie in the overwhelming number of information available to
people when only a handful of them take the time to complete a short survey. For
further research, carrying out the same questioner in different periods and comparing
the change in results might prove interesting in different periods (in 2, 3 and/or 5 years)
and compare the change in results.

Results of the research show the loyalty of customers to brands and give guidelines to
manufacturers in the dietary segment on how to direct their advertisement. Advertising
has to be adjusted to the modern customer, who is well informed and buys natural and
healthy products.

Research is the basis for food producers, when deciding on the development of their
own manufacturer´s brand or adapting their products to the retailer´s brand criteria.
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The purpose of this paper is to investigate the usage of social media by SMEs and their
perception on its outcome on customer growth. In addition, the aim is to examine if
there is any connection among the sector they operate (production, service, etc) and
the frequency of using social media. It is interesting to understand which is the linkage
among the years in the market and their orientation toward social media. The impetus
for this scientific research came as a need to understand how small and medium-sized
companies are adapting to the challenges of growth and /or survival in the pandemic
situation of Covid 19, studied in the perspective of social media as a tool to cooperate
with customers.
small and medium-sized enterprises; social media; marketing strategy;
small firms growth.

Small and medium-sized enterprises (SMEs) play a significant role in the development
of local economies, contributing in poverty alleviation, employment generation, and
general economic growth. Their role in job creation, innovation and industry
development is extensively studied. Small and medium enterprises are facing
challenges particularly in developing countries and small markets (i.e. Albania).
Operating as local enterprises and struggling for firm growth, they continuously
compete for customers. The use of social media gives new thoughts and ideas to
discover new horizons of their product through new technologies and other
experiments according to their customers demand. Social media usage gives rise to
innovative ideas which in turn discover new fronts for products to be expanded by
using customer demand related technologies. SMEs are expected to enhance business
performance and competitiveness by using Internet-based applications (Shang, 2014).
Obviously, SMEs are expected to be significant users of the Internet and social media
while competing for customers, improving performance, aiming for growth, etc.
However, there is a shift from the basic function of social media to be used for
marketing purpose. Nowadays, they tend to increase and capture new clients. The
above mentioned trends are particularly evident in developed countries, while there is
much to understand the situation of the counties “in development” phase, where the
level of economic development and digitalization remain low.

*
**

Dr., Lecturer and Researcher, Faculty of Economy, University of Tirana, Albania, fatmajaupi@feut.edu.al
Faculty of Economy, University of Tirana, Albania, ariolamemia1604@gmail.com

REVIEWED EXTENDED ABSTRACTS OF THE 10TH INTERNATIONAL SCIENTIFIC CONFERENCE OF DOBA BUSINESS SCHOOL

THE FUTURE OF GLOBAL BUSINESS AND MARKETING: HOW WILL SMART COMPANIES DEAL WITH CHALLENGES AND OPPORTUNITIES?

The study was conducted between April 22, 2020 and May 6 2020 in Albania. The
sample size was 90 SMEs, located in Tirana Qark. The response rate is 84,4 %(76
company participated and completed the questionnaire. The questionnaire aimed to
capture data on the perception of Albanian SMEs with regard to the level of usage of
social media, the primary purpose of using it, the potential impact of social media in
firm growth.

The survey was focused on understanding the approach of Albanian SMEs on evolving
model of social media usage. 72.4% of companies have included social media as part
of their marketing strategy. 40.8% of companies reported that they use social media
to follow up and evaluate customer feedback. There is a low percentage rate
(approximately 1.3 %) of respondents that do not use social media at all.
Approximately 33 % of respondents using social media are in the market as new
enterprises (2-5 years). There are provided data on the social media usage after the
Earthquake of November 2019 and during the pandemic of COVID-19. The data
analysis shows that a positive trend on social media usage was acknowledged for all
enterprises and particularly for micro-enterprises. The estimation results show for a
significant relation between service sector and the usage of social media as well.

The survey is carried out in Tirana Qark where Internet and social media is widespread
and well adopted by companies. A better picture of Albanian reality would be a survey
at country level interviewing companies in small areas or very remote destinations.

The study carried out so far support the idea for a positive influence of social media
on the SMEs growth.

Albania is in the phase of aiming for a digital agenda. Adoption of ICT channels of
communication would be a valuable tool for Albanian SMEs.
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A growing global demand of environmentally friendly products is increasing, and there
is a trend evolving to purchase and use them. At present, the personal’s awareness
and consciousness of environmental issues is becoming an important topic of
discussion. That is why the effort making of an individual to minimize one’s personal
environmental impact takes place in order to establish a green lifestyle by for example
purchasing greenly.
A lot of businesses aim to solve environmental concerns and integrate environmental
protection into their social responsibility strategies. The effort and demand of
implementing green goals and strategies is increasing (Hsu et al., 2017). In addition,
consumers are significantly afflicted by the green decision taking of businesses, which
targets to engage them to practice green consumerism (Maniatis, 2016). This requires
for a better understanding of consumers’ purchase intentions, since they usually
predict a certain consumers’ behavior. A majority of studies focuses on the impulsive
purchase decision making, in place of a cognitive evaluation (Beatty & Elizabeth Ferrell,
1998; Hsu et al., 2017). This study utilizes the theoretical framework based on Ajzen’s
(1991) theory of planned behavior (TPB) model to investigate associations of and
engagement in green purchase behavioral intention (Hsu et al., 2017).
theory of planned behavior; environmental concern; green beauty
products.

Previous literature on green consumption and products has mainly focused on general
green consumption behavior (Chen & Hung, 2016; Paul et al., 2016), recycling behavior
(Ramayah et al., 2012) and organic food (Tarkiainen & Sundqvist, 2005). There has
been bare research and literature on investigating consumers’ purchase intention with
regards to green beauty products. According to Ghazali et. Al (2017) analogies exist
regarding consumer preferences of organic food and green beauty products (Ghazali
et al., 2017). Hence, the present study utilizes findings from previous studies as the
basis which are related to different areas, for instance to consumption of green
products, organic food, environmental and recycling behavior.
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This study examines consumers’ perceptions towards purchasing green beauty
products and pursues to understand the relationships between motivating factors of
green beauty product purchase intention. Based on an intensive literature review, the
study expands the TPB by Ajzen (1991) and develops a conceptual framework.

How are the objectives achieved? Define the main method used for gathering the data
including the sample size and state the rationale for using this method.
As researched and analyzed the TPB is a qualified and reasonable framework to predict
a green purchase intention. To understand the green beauty product purchase
intention, variables influencing green beauty product purchase intention are assessed.
Figure 1 shows the extended TPB and suggested relationships which are examined in
this study. The hyptheses are descended from the research question and propose a
relationship between the independent variables and the dependent variables. The
variables under investigation always refer to the context of purchasing green beauty
products.

Figure 1: Adapted TPB after Ajzen, 2011, p. 135
The questionnaire developed for this research refers to purchasing green beauty
products, therefore a familiarity of green consumerism is necessary. The participants
were guided through the questionnaire and definitions of the terms green, TPB and its
determinants were provided. The necessary sample size is based on the assumption
of the statistical power analysis with p=0.8, ES=0.2 and α1=0.05 and requires a sample
size of n=325.
The propsed framework accounts for a reliability of r=0.92. The 29 variables were
measured on a 5-point Likert type of scale, rating the item more positively the higher
the item value is (1= strongly disagree up to 5=strongly disagree). Linar regression,
ANOVA and t-test were calculated.
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Figure 2 represents the results and the constructs of the extended TPB and
hypotheses.

Figure 2: TPB study results
Summarizing the results, it can be concluded that HEV positively and significantly
influences ATT as an antecedent, thus on a rather small impact. All three variables of
TPB, attitude, subjective norm and perceived behavioral control influence the green
beauty product purchase intention; furthermore, attitude results to be the strongest
predictor. In addition to that, the extension of the variable environmental concern,
proves to have a predicting, positive and significant influence in the purchase intention.

The sample was internationally representative. However, it is recommended that future
research should collect responses from a country- or culture-specific context.
Countries are different considering their environmental development and a purchase
intention of that kind, often is context dependent of country, culture, and their purchase
power. The study considers green beauty products in general. Future research should
test this proposed framework within various green beauty products settings, including
skincare and haircare products, or feminine hygiene products.

The findings support the Theory of Planned Behavior, indicating attitude to be the
strongest predictor of green beauty product purchase intention. However, the values
of all variables are rather low, which implicates to add more variables for prediction
behavioral purchase intention.

This study’s main contribution is that the additional construct of EC was found to be
significant and positive for purchase intention of green beauty products; furthermore,
that health value was found to be significant and positive for attitude towards green
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beauty products. Out of all variables, attitude was found to be the strongest predictor
of green beauty products purchase intention, followed by environmental concern.
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The object of the research is development and empirical testing of consumer buying
behaviour model towards environment friendly textile products. Interconnections
between selected buying factors will be studied (price, brand, design, environment
friendly product features) and their influence on buying decision making of a selected
consumer target group for environment friendly textile products.
Research problem is based on the study of interconnections between selected buying
factors and consumer purchase decision making. Research question connected to
research problem is the following: what are the interconnections among variables in
buying behaviour model, and which of the selected factors have statistically typically
the strongest influence on consumer decision making for buying environment friendly
textile products. With gradual increase of consumer awareness of negative influences
of excessive production and consumption on environment both in Slovenia and abroad,
we will be in particular interested how the label/features "Product with Certificate" or
"Certified Product" affects consumer decision making to purchase environment
friendly textile products.
consumer behaviour; buying decision; environment-friendly textile
product; price; brand.

Care for environment is directly connected to consumer behaviour. Rokka and Uusitalo
(2008) summarize in their research the findings of different authors who examined
various aspects of socially responsible consumption, green consumption and ethical
consumer behaviour. Their results have shown that consumers contribute to active
environmental problem solving by selecting and buying environment friendly textile
products. The consumers of today have started to act more ethically and responsibly
while buying and considering the needed products, behaviour, which can be identified
as: Socially and Environmentally Responsible Consumption (Chen and Chang, 2013).
Environment friendly product is, compared to other competitive products, defined as a
product having little or zero bearing on the environment throughout its life cycle. The
analysis includes materials, production, packaging, distribution (Jones, 2008, 5).
Circular life cycle is typical of them, which means that the product can be revived after
its use either as a product or (raw) material. These products have durable shelf life.
The used materials are either labelled with the Certificate of Environmental or Social
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Responsibility, or are recycled.

Quantitative research will be carried out with the method of online survey. The sample
will involve up to 400 consumers, aged from 25 to 65 coming from households of 12
Slovene regions. The sample will be proportional and random at the level of
households, whereby the sample structure will match the population in accordance
with population number of individual region registered in the Population Register of
Slovenia. Sample will be representative regarding age, gender, region and settlement
type. For the purposes of fundamental thesis and research hypotheses confirmation,
the analysis of obtained data will be performed by employing adequate statistical
methods. Univariante, bivariante and multivariante analyses will be used to describe
research results. Analyses will be conducted with SPSS software program and
statistical packages R and Smart PLS. In the phase of variable structure testing
exploratory factor analysis will be employed, where variable reliability will be tested
with Cronbach Alpha test. Research model will be, on the basis of collected survey
questionnaires, tested with the use of Structural Equation Modelling, SEM, which
combines analysis of causal links among variables (Hair, Ringle in Sarstedt, 2013).

The main contribution to the research will be represented by empirical analysis
intended to reveal the possibility of theoretical and empirical findings to be transferred
into practice, namely textile industry. The research will, in terms of its design and
content, represent one of the reference works in the field of marketing research and its
narrower segment consumer behaviour. Authentic scientific paper presents the
creation of consumer buying behaviour model to research and measure connections
between buying factors and their affects on consumer buying decision making for
environment friendly textile products. The research to test the latter, has not, according
to researched data, been carried out yet. This type of model has not been noted, neither
in Slovenia nor internationally. Bearing this in mind the research represents an
important step towards development in science.

By raising consumer awareness of negative influences of conventional production the
importance of environmental friendliness of the product is increasing. Due to that
special attention will be paid to the comparison of influence of labelling/feature
"Certified Product" to the influences of other researched factors on consumer buying
decision making for environment friendly textile products. Should it be demonstrated
that label "Certified Product" bears at least as strong statistically typical influence on
consumer buying decision making as other influential factors, the research results will
positively contribute to a more responsible orientation of corporate management to
environment, and to a more efficient management of online marketing elements of
environment friendly products in marketing departments.
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Authentic scientific paper presents the creation of consumer buying behaviour model
to research and measure connections between buying factors and their affects on
consumer buying decision making for environment friendly textile products.
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The topic of this research is the development of the purchase behaviour model of
consumers buying fixed telecommunications connections. We will study the
correlations between selected factors (salesperson's characteristics, customer loyalty
to the telecommunications company, company's characteristics) and their influence
on the purchase decision made by consumers of fixed telecommunications
connections in the Republic of Slovenia at the time of sale.
The research questions related to the research problem are the following: What are the
key factors in the sale of fixed telecommunications connections, how do they affect a
consumer's purchase decision, and what are the relationships between the variables
in the purchase behaviour model?
personal sales; consumer behaviour; sales skills; after-sales activities;
purchase decision.

Telecommunications is an area that deals with the transmission of information
between distant locations. Its development has been exponential in recent decades
and today it represents one of the key factors in the formation of society. The product
or the service that is the subject of the survey research are fixed telecommunications
connections covering the internet, television, telephony and mobile telephony in more
than 15 different combinations.
Consumerism is an active movement of today’s society. Trends, such as globalization,
specialization and increasing competition change together with the consumer’s role.
A consumer is no longer a mere classical buyer and product consumer, but is turning
into an active participant in product designing, its development and supply (Wang, Lo
and Yang 2004, p. 171). Companies should, therefore, have better knowledge of
consumers than in the past. They should be familiar with the factors influencing their
buying decision-making. During the process of purchase decision-making, consumer
behaviour is affected by various factors. These can be divided into several factor
(influence) groups: psychological (motivation, attitude, learning and memory), social
(reference groups, family, individual’s role and position, status), personal (age and level
of a family’s life cycle, occupation and financial situation, lifestyle, personality and selfimage, values and beliefs), cultural (culture, social class), economic (price – monetary
*
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and non-monetary aspect, income, quality), situational factors related to time and place
of purchase (physical environment such as store, location, equipment; social
environment as seller's influence, time associated with seasonal influences, days of the
week and previous consumer mood), individual differences and environmental impacts
(Habjanič and Ušaj, 2003; Blackwell et al., 2006; Bennett, 2011; Prodnik, 2011; Kotler and
Armstrong, 2018; Vukasović, 2020). In the process of selling or buying, loyalty plays an
important role. The characteristics of the salesperson and the telecommunications
company also play a very important part in the consumer’s decision to purchase a fixed
telecommunications connection. On the salesperson's side, it is necessary for the
successful realization of a sales transaction to know a number of different factors that
influence the purchase decisions of users or customers.

In the first part of the survey, we will, as part of the qualitative research, conduct
personal interviews with ten salespeople of fixed telecommunications connections.
The purpose of these interviews is to discuss their opinion of the already identified
determinants and identify potential unknown determinants that have an impact on the
purchase decision and customer loyalty of fixed telecommunications connections.
This will determine the final set of variables to be checked in the quantitative survey.
The aim of the qualitative research is to ensure that the concepts are defined in the
conceptual model as perceived and understood by consumers in Slovenia.
In the second part of the empirical research, we will design and conduct a quantitative
survey. The primary data will be collected through a structured questionnaire. The
survey will be conducted by distributing questionnaires via e-mail. The distribution of
the questionnaires will be initiated according to the snowball principle in all Slovenian
regions. The target population of the survey is the population of Slovenian citizens
between 18 and 65 years of age (N = 500), who already use fixed telecommunication
links, want to use them or want to change their provider. In order to test the hypotheses
of the study, we will analyze the data by the corresponding uni-, bi- and multivariate
data processing methods in the SPSS statistical package (Statistical Package for
Social Sciences).

The main contribution to the research will be represented by empirical analysis
intended to reveal the possibility of theoretical and empirical findings to be put into
practice, namely in the elecommunications industry. The research will, in terms of its
design and content, represent one of the reference works in the field of marketing
research and its narrower segment consumer behaviour. The authentic scientific paper
presents the creation of the consumer purchase behaviour model to research and
measure connections between buying factors and their effects on the consumer
decision-making in the purchase of telecommunications connections. The research to
test the latter, has not, according to researched data, been carried out yet. This type of
model has not been noted, neither in Slovenia nor internationally. Bearing this in mind,
the research represents an important step towards development in science.
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The new conceptual model will help the developers of marketing strategies working in
telecommunications companies and related industries to implement the new findings.

The original scientific contribution is the development of the consumer purchase
behaviour model to study and measure the correlations between factors and their
impact on a consumer’s decision to purchase fixed telecommunications connections
in the Republic of Slovenia. So far, there has been no such research to verify this. We
have not seen such a model neither in Slovenia nor internationally.
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The food processing industry is faced with complex challenges that are, among other
things, associated with changes in the global environment. Probiotic dairy products
represent an important part of the functional foodstuffs which demonstrate growth
and opportunity in expansion in the market. Consumers’ opinions with regard to such
foodstuffs are an important source of information in the research of consumer
behaviour, and it is by marketing approaches that the providers of such products wish
to influence the viewpoints held by consumers about a particular product or service.
Hence, the objective of this research is to better understand consumers' attitudes,
expectations and behaviour toward probiotic milk yoghurts among consumers in
selected European country.
consumer attitudes; yoghurts; probiotic; attributes; Europe.

In today's fast paced lifestyle, healthy eating is extremely important. Food is basically
related to the component necessary for many life sustaining functions such as
production of energy, supply of nutrients, support of various metabolic activities
besides growth and maintenance of the body (Kaur and Das, 2011). People are
becoming more and more aware of this, which is why we are increasingly choosing
wholesome and nutritional foodstuffs. In the modern era there is demand for such
foods which not only provides nutrients but also prevents diseases and gives other
health benefits to the consumers. These types of health promoting foods are
commonly referred as functional foods. Milk and dairy products also belong to the
category of such foodstuffs.
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We have used a quantitative research method to measure consumer attitudes toward
probiotic dairy products. The research was conducted through an online survey. The
survey sample was random. The questionnaires have been distributed via electronic
mail (personal contacts) and social media (Facebook – a public profile, Instagram,
etc.), as well as online blogs and discussions. The total sample of the analysed
surveys, consisted of 92 respondents. In order to test the hypotheses of the study, we
analyzed the data by the corresponding uni-, bi- and multivariate data processing
methods in the SPSS statistical package.

The survey revealed an important functional correlation between consumers and
probiotic dairy products in terms of their beneficial effects on digestion and overall
health. In addition to the good taste that consumers have recognized in probiotic dairy
products, the quality and naturalness of the product, which is expressed in the
attributes "natural aroma" and "free of colourants", are also important. The
aforementioned label messages (attributes) have proved to be crucial for the future
communication strategy of probiotic dairy products. Probiotic products are popular in
Europe and will continue to be, but it is of great importance that producers do not make
false statements about their probiotic products. Consumer attitudes show that there
is an opportunity to position probiotic around holistic health.

The results of the research are particularly useful for product marketing in the
European probiotic dairy sector as they reveal consumers’ attitudes and expectations
to probiotic yoghurts and show new opportunities and potential for increasing the
interest of the existing consumers as well as attracting new ones.

Paper presents consumers' attitudes, expectations and behaviour toward probiotic
milk yoghurts among consumers in selected European country. These results are
particularly useful for product marketing, and future product development in the
probiotic dairy sector, as they provide an indication as how it can better reach and
satisfy existing consumers. Our study shows significant opportunities, challenges and
potentials in the development of the probiotic dairy sector in selected European
country.
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Our choice of food influences our health, the quality of the environment, workplaces,
our communities, culture and the diversity of our society. So it is increasingly important
to us where the food we consume comes from. Locally grown food has many
advantages over imported food. Not only it has a positive impact on the local economy,
it also supports our local growers and farmers. By buying products directly from them
and avoiding big shopping retailers, we enable farmers to have higher profits. It also
has a great impact on our health.
The purpose of the study is to determine whether young people (students) are aware
of the importance and origin of locally produced food, whether their daily routine
includes consuming of locally produced food for school lunch and whether they know
the impact of locally produced food on sustainable development and food self-supply.
We put forward four research hypotheses:
H1: Young people (students) are not familiar with the use of locally produced food for
school lunch.
H2: Young people (students) are not familiar with the term locally produced food.
H3: Young people (students) think that locally produced food is properly labeled.
H4: Young people (students) think that the price of locally produced food is too high.
consumer behaviour; attitudes; locally sourced and produced food;
attributes; Slovenia.

We live in a time when we are increasingly obsessed with what we are bringing into our
bodies. However, do we really know what is good for our health? Locally produced and
possibly organic food has many advantages over imported food. Not only it has a
positive impact on the local economy, it also supports our local growers and farmers.
By buying products directly from them and avoiding larger traders, we enable farmers
to make more money and, as a result, increase the chance of additional quantities of
newly produced food. All of it certainly affects our health as well.
According to Article 61 of the Law on Agriculture the entire territory of the Republic of
Slovenia is defined as the local environment- the local market, to which we include
sales at the location where the food was processed, sales at individual local markets,
sales at mobile facilities, sales at events, fairs, sales through online and door-to-door
sales (Law on Agriculture, 2015). Klander (2012) believes that the locally produced
*
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food is of a better and fuller taste, because it does not travel thousands of miles and
it is brought to the market immediately after its production. So it remains fresh and
tasteful. By purchasing locally grown food, we support agriculture in the local
environment and thus contribute to the sustainable development of the area.
https://www.gartner.com/smarterwithgartner/9-future-of-work-trends-post-covid19/ For the purposes of quantitative research, a survey questionnaire has been
prepared and posted on the website 1ka.si as well as on the social network Facebook.
We designed a questionnaire that covers both open and closed questions. 94
respondents answered the questionnaire. Before enabling the questionnaire to operate
in an online environment, we conducted a pilot testing of the questionnaire in order to
identify potential ambiguities in answering the survey questions. The answers were
processed, graphically presented and interpreted by using the Microsoft Excel
computer program. The results and the individual variables were compared and
displayed.

The survey outcome shows that as many as 28% of respondents did not know the term
"locally produced food". We also found out that the majority of respondents often
consume locally produced food.
It is worrying that 54% of the respondents do not know whether they are eating locally
produced food prepared in the school kitchen for lunch. Schools should definitely make
students aware of the inclusion of locally grown food in their school lunch meals. 84%
of respondents would like to eat more locally produced food at school. Almost half of
respondents believe that prices of locally produced food are too high, which we agree
with. As many as 97 % of respondents believe that locally sourced food should be
appropriately labelled by retailers (consumer informing). Questioning the awareness
of consumers about locally produced food, we also checked the labelling of food from
the local environment. We found out that it depends on each individual retailer how
much attention they pay to the food offered on the store shelves. Food originating from
Slovenian producers is appropriately labelled by some retailers.

These results are particularly useful for product marketing and future product
development in the sector for locally sourced and produced food as they provide an
indication of how it can better reach and satisfy existing consumers. Our study shows
significant opportunities, challenges and potentials in the development of the sector
for locally sourced and produced food in Slovenia.

The results of the survey are intended to highlight the importance of locally grown food,
which should be appropriately introduced to children, young people and other people.
By using locally produced food in an appropriate, health-friendly way, we take care of
health and contribute to better food self-supply of the region and the country. By
purchasing local products, we encourage the development and existence of local food
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producers, thus personally helping to raise awareness of the importance of locally
produced food and its impact on sustainable development.
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More than 100 years is since, the term superfood is almost synonymous with alleged
health benefits. Under the term superfood, each store labels and promotes its
products. In recent years, consumer interest in the health benefits of various exotic
nutritional products of exotic fruits, etc., in the form of juices, capsules, seeds,
powders, etc., has increased rapidly. Nutritional intake of these foods has a positive
effect on human health, function and disease, as they support the immune system and
are full of nutrients. They contain an exceptional concentration of antioxidants,
monounsaturated fats, dietary fiber and other minerals and vitamins (Llorent-Martínez
et al., 2013).
The purpose of the study is the development of a conceptual model of consumer
purchasing behaviour when purchasing superfoods. The research will analyze
consumer behaviour and check their awareness when deciding to buy superfoods.
The research question is: what are the key factors for buying superfoods and how do
they affect consumers' purchasing decisions?
consumer behaviour; purchasing factors; purchasing decision;
superfoods.

The term superfood has no official definition, even the concept of superfoods is not
well defined and the criteria for classifying superfoods are not well defined. However,
it is used as a term to describe foods that are thought to have high nutritional value
and beneficial health and/or disease-preventing properties. Due to the lack of rules and
regulations for what constitutes a super-food, the European Union banned the labeling
of products as "super-food" in 2006. There is also a legally binding act in this area, in
which case Regulation (EC) No 1782/2003 is concerned. Regulation (EC) No
1924/2006, which states that such marketing terms may be used, but such foods must
bear an approved nutritional or health claim (Uradni list Evropske unije, 2006).
The process of buying decision making is defined as a comprehensive process of
consumer decision making that occurs mostly in five, and occasionally, in seven
consecutive levels. The process includes all parameters a consumer may encounter
while buying products for the first time experiencing a high level of buying
commitment. We discuss about an expanded process of buying decision-making that
consists of five or seven levels: problem/need identification, data and information
collection, evaluation of alternatives, consumer choice and post purchase
behaviour/result; regarding the seven-level model the use of purchased alternative
*
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(satisfaction or dissatisfaction with the purchased product) and disposal of unused
products and their parts are added (Vukasović, 2020).
Consumer behaviour is, during the process of buying decision making, affected by
various factors. These can be divided into several factor (influence) groups:
psychological (motivation, attitude, learning and memory), social (reference groups,
family, individual’s role and position, status), personal (age and level of a family’s life
cycle, occupation and financial situation, lifestyle, personality and self-image, values and
beliefs), cultural (culture, social class), economic (price-monetary in non-monetary
aspect, income, quality), individual differences and environmental impacts (Prodnik,
2011; Kotler et al., 2018; Vukasović, 2020).

In the first phase we will conduct a qualitative research (individual interviews) in which
we will examine the experts views (biologist, nutritionist and doctor of medicine) on
superfoods compared to indigenous foods. The aim of the interview is to discuss their
attitudes towards already identified purchasing factors and to identify potential as yet
unknown factors that influence consumers' purchasing decisions when purchasing
superfoods. This will determine the final set of variables to be checked in the
quantitative survey. We will develop a measuring instrument (questionnaire) for
conducting our quantitative research. We will conduct the survey by distributing
questionnaires online. The target population of the survey is the population of
Slovenian citizens between the age of 18 and 70 years old (N = 400) who know or
supervise the super-food or consume them. In order to test the hypotheses of the study,
we will analyze the data by the corresponding uni-, bi- and multivariate data processing
methods in the SPSS statistical package (Statistical Package for Social Sciences).

The main contribution to the research will be represented by empirical analysis
intended to reveal the possibility of theoretical and empirical findings to be transferred
into practice, namely food industry. The research will, in terms of its design and
content, represent one of the reference works in the field of marketing research and its
narrower segment consumer behaviour. Authentic scientific paper presents the
creation of a consumer buying behaviour model to research and measure connections
between buying factors and their effects on consumer buying decisions making for
superfood connections.

The new conceptual model will help implement new findings for food marketers and
superfood marketers in the consumer market.

The original scientific contribution is the development of a consumer purchasing
behaviour model to study and measure the links between purchasing factors and their
impact on consumers' purchasing decisions when purchasing superfoods in Slovenia.
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The research to test the latter, has not, according to researched data, been carried out
yet. This type of model has not been noted, neither in Slovenia nor internationally.
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The purpose of the paper is to contribute to the knowledge in the field of marketing of
medical devices in the public sector. The research focuses on the views of the actors
involved, who are in our case employed in laboratories, hospitals and health centers.
The studied variables were in this type of marketing presented as codependent
variables, which influence the preparation of the tender documentation when
marketing medical devices (blood collection devices) to social welfare institutions in
which the sale is carried out through public procurement. The research problem is
based on verifying the correlations between the elements of the 4P marketing mix,
after-sales activities and their influence on the preparation of tender documentation in
the marketing of medical devices to social welfare institutions.
The research question related to the research problem reads as follows: Do after-sales
activities have at least as statistically significant influence on the preparation of the
public procurement tender documentation when marketing medical devices to social
welfare institutions as the elements of the marketing mix (product, price, promotion,
distribution)?
public procurement; medical devices; after-sales activities; social welfare
institutions; marketing mix.

The flourishing and growth of the information and communication society and hence
the new communication media and e-commerce (the web, social networks such as
Facebook and Twitter), the emergence of new ways of selling and purchasing (e.g.
online sales, shopping centers, etc.), shortening of the product development process
and product life cycles, increased consumer complexity and faster changes in their
requirements, increased importance of the origin of products in the purchasing
decision-making process, convergence of industries among themselves, increasing
demands for the protection of the natural environment, increasing links between
individual organizations, increasing service orientation of organizations, social
responsibility of organizations, numerous unpredictable environmental factors, growth
of the importance of marketing, etc., are only a few key forces in the economy that
marketing in organizations needs to adapt to.
Hereinafter, we focus on one particular element, namely after-sales activities, which
are supposed to be key in the purchasing behavior of consumers, who can in this case
*
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study purchase medical devices exclusively through public procurement, as required
by the Public Procurement Act. Such marketing is different from the marketing where
it is not necessary to market products through public procurement, in particular it
differs in the part that follows the signing of the framework agreement or contract. The
marketing mix with the basic elements, as many authors have so far pointed out,
applies to the marketing of products that do not need to be marketed through public
procurement. Many authors studied the marketing mix, but no one has ever expanded
it with the variable of the after-sales activities. After the signing of the cooperation
agreement between the supplier and the contracting authority, the obligation of the
supplier to the customer is not terminated, instead by signing the mutual agreement,
this obligation only starts in the aftermath of after-sales activities (monitoring and
maintenance of contacts, preparation of seminars, informing about novelties).

A quantitative research method was used. The target population of our research is
employed in laboratories in health centers (61 institutions) and hospitals (31
institutions) in Slovenia and totals 92 observed units. The primary data was collected
by means of a structured questionnaire. We contacted the heads of laboratories via
telephone and asked them to assist in the submission of surveys to their colleagues.
We subsequently sent surveys to them by post. Upon completion, the respondents
returned the completed surveys to the address provided in the accompanying survey
letter. In order to test the fundamental thesis and the hypotheses of the study, we
analyzed the data by the corresponding uni-, bi- and multivariate data processing
methods in the SPSS statistical package.

By conducting statistical analyses, we found that all the studied variables are in a
positive correlation with each other and that the "Personal Sales" variable, which
combines the marketing mix elements of "Market Communication (promotion)" and
"Market Channel (distribution)", is equally important in the marketing of medical
devices to social welfare institutions through public procurement as the "After-Sales
Activities" variable. Based on the results, we produced a structural model of
correlations between the studied elements of the marketing mix, the "After-Sales
Activities" variable with respect to the "Public Procurement (preparation of tender
documentation)" variable.

Companies that market their products through public procurement can make good use
of the findings and based on them, formulate guidelines and their vision for the
marketing of more complex medical devices to social welfare institutions.

The newly designed structural model of correlations between the studied elements,
represents a new value both in the field of scientific research work as well as in the
field of usability in practice.
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Rapidly changing environment is forcing organizations to quickly adopt to changed
circumstances. Organizations operate in increasingly competitive and multifaceted
business landscapes, commonly referred to as VUCA (volatile, uncertain, complex, and
ambiguous) world (Kristensen and Shafiee, 2019). In such environment organizations
need to develop dynamic capabilities of an agile organization. Organizations and their
employees need to recognise changes. Furthermore – they need to foreseen changes.
Changes are affecting organizational design, organizational culture, leadership, and
the essences of the organization. Organizations, their management, and employees
need to understand that there is a need to do things differently. It is also very important
that organizations develop their inner capability to evaluate the effectiveness of their
changes. Agility seems to be “currency” of the future.
The purpose of the paper is to summarize theoretical key findings regarding
organizational agility, and to provide (theoretical) answer to key research question: is
organizational agility need or is its competitive advantage?
Other research questions are:
−
−
−
−

Is there a difference between organizational flexibility and agility?
What are the key elements of organizational agility?
Can any organization be agile?
How to implement organizational agility concept?
organizational agility; organizational performance; changes; change

management.

Concept of agility has been grounded in management theory already back in late
1990s. At that it was linked with organization’s ability to manage dynamic and
changing environment. It was mostly linked with agile manufacturing and
organization’s ability to react quickly and effectively to changing markets, driven by
customer-defined products and services (Gunasekaran, 1999).
Later, concept of organizational ability was linked with other organizational
capabilities: (hard and soft technologies, human resources, educated management,
information technology etc. (Yusuf et al., 1999).
In nowadays theory organizational agility is mainly defined as an organization’s ability
to be adaptable in response to environmental changes. As a dynamic capability for
*
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organizations operating in a highly dynamic environment, organizational agility is the
capacity to sense and respond rapidly to changing customer needs, to make decisions
rapidly, and to reallocate resource quickly as circumstances change. Concept of
organizational agility is often linked with some other organizational concepts, e. g.
effectiveness, organizational excellence, knowledge management, organizational
performance etc. (Nijssen and Paauwe, 2012, Wawarta and Heracleous, 2018).
Organizational agility consists of several key elements: speed and flexibility,
responding to changes in the internal and external environment, high quality products,
sustainability, technologies, and internal integration inside the institutions and among
each other (Sherehiy, 2008).
Organizational agility is theoretically and practicality linked with organizational
performance, since it has a positive impact on time to market, responding to changing
customer requirements, addressing new business opportunities and making the cost
base scalable, providing flexibility in a fast-changing operating environment (Ekdahl et
al., 2017).

In the field of organizational agility many researches were carried out in the past.
Considering this fact, we believe that we can answer this paper’s research questions
by reviewing relevant theory and relevant researches.
Our research will base on relevant theory and researches review by using following
research methods:
−
−
−
−

Analytical method, since we will analyse the concept of organizational agility by
its elements,
Method of compilation, since we will use and combine different authors and
research findings,
Method of comparison, since we will compare different authors and research
findings,
Inductive-deductive method since we will be reasoning from individual cases in
general and vice versa; general reasoning on a case by case basis).

Many researches have shown that organizational agility is linked to competitive
advantages and organization’s performance (Project Management Institute, 2016;
McKinsey and Company, 2019; Ekdahl et al., 2017; Denning, 2019).
It is very likely to expect that in the current economic situation, organizational agility
will not be any more organization’s competitive advantage and it will become
organizational need (Body and Kendall, 2020).

Since we will use relevant theory and relevant researches review, we are limited by
those researches results and analysis. We assume that reviewed researches’ results
are relevant also for our research.
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Research results will have the possibility to be practically implemented by
organizations in creating their organizational agility approach. The research will
provide guiding lines for planning and implementing organizational agility concept in
the practice.

The research will gather the most relevant theoretical findings about organizational
agility, and it will provide comprehensive approach for practical implementation.
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To explore, describe, evaluate, and predict the role changing skill-mix initiatives from
radiology departments together with the impact on radiology service outcomes.
skill-mix; professional role; role enhancement; literature review

Radiology service management plays a vital role in the overall outcomes of this service.
Currently, these departments are not sustainable - for example, only 2 % of the U.K.based radiology departments were able to fulfil their imaging reporting requirements
within contracted hours in 2018, and only 20 % U.K. trusts and health boards have
enough interventional radiologists to provide safe 24/7 service to perform urgent
procedures (Board of the Faculty of Clinical Radiology, 2019). Radiology departments
are also not ready for future challenges in terms of the predicted growth rate, where
the demand for radiology services is continuously growing at the expected compound
annual growth rate of 5.8 %, from 2018 to 2024 (Global Medical Imaging Market
Forecast to 2024; Medical Devices, 2018).
Finally, radiology departments are not prepared to face the challenges of the ageing
population or changing geopolitics (Moshe, 2014). The ageing population will need
more diagnostic imaging services. From 2010 to 2040, in developed regions, the
population over 65 is expected to increase from 16.1 to 25.2%, and the population over
80 will increase from 4.3 to 8.6 % (United Nations, n.d.).
On the other hand, throughout the radiographic and radiological profession history, the
evolution of the radiographic practice has been a constant (Shanks, 1965; Lame, 1976;
Price and Le Masurier, 2007). Lately, it has been shown that efficiencies within
healthcare delivery could be achieved only through developing new models of care that
build on the knowledge and skills of the whole workforce (Reeves, 2011; National
Health Service, 2014). World Health Organisation has also emphasized on the value of
the skill-mix in healthcare environments (Bourgeault et al., 2008). Nevertheless, role
enhancement skill-mix implementation is still incoherent and usually based on
professional preference or opposition instead of the evidence (Forsyth and Robertson,
2007; Snaith and Hardy, 2008).
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Literature review search was conducted. A range of databases were searched using a
defined search strategy. Search results were narrowed down according to the various
filters (relevance of the paper, SJR indicator, the evidence used and others). Articles
not written in the English language were excluded. No limitations were applied based
on the year of publication since the time frame for skill-mix initiatives varies globally.

Skill-mix initiatives in radiology are under-explored globally. Role changing skill-mix
initiatives in radiology departments positively affect the service outcomes,
outweighing the disadvantages.

Greater exploration of the impact of the role changing skill-mix initiatives in radiology
is advisable beyond individual hospital levels.

This study could have an impact on radiology decision and policymakers to embrace
the role changing skill-mix initiatives in radiology services better. Ideally, these
initiatives should be implemented before the actual need for them is absolutely
evident. That way, the radiology services could be better prepared for future challenges
and thus, providing the service to the public at the desired, constantly increasing level.

No research about role changing skill-mix initiatives in radiology services has been
published involving multiple radiology stakeholders and personnel until now. This
paper will help decision and policymakers in radiology departments and healthcare
systems, together with other stakeholders to re-think and re-consider further
development and implementation of role changing skill-mix initiatives in radiology.
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Artificial Intelligence (AI) is a rapidly growing field and it shows no signs of slowing it
down. At this moment, it is still impossible to evaluate and mark how the future will be
transformed, but one thing is for sure: artificial intelligence (AI) follows a good stream
to become a major part of the future. Companies nowadays still try to understand the
major importance of innovative interaction between the human mind and the machine
learning. They benefit from AI by making smarter, more informed and detailed
decisions, in any industry, by collecting, measuring and analyzing data to prevent fraud,
reduce risk, improve their productivity and efficiency, accelerate time to market and
mean time to resolution, and improve accuracy and customer experience.
Mostly based on outcomes of research and practice, this paper wants to discuss
further the possibility and importance of further AI scenarios which are already taken
into some behavioral considerations as creating the existence of responsible AI
programs.
artificial intelligence, sustainable development; integrative technologies;
revolution; machine learning; industry 4.0; ethics.

Article The State of Responsible Artificial Intelligence in the Enterprise as Creating a
Sustainable Development Programme presents an exciting challenge inside the
responsible programme for AI research in Canada, Montreal. Not only to develop new
technologies but mostly to set the important industry standards and create new
processes and workflows. Nevertheless, it proposes some new use cases that will
enhance the state of human-AI relationships as we know them. Through our expertise,
we would like to create the understanding how AI should be used as an extension of
humans and implemented so as to foster contextually personalized symbiotic human
– AI experience. Saying differently, AI should be developed in a manner that is
complementary to humans, whether it’s designed with the intent to assist or substitute.
The article strongly presents how AI isn’t designed to replace humans at all, but rather
to replace the menial tasks performed by humans.

Creating the article, I was mostly evaluating the results from research policies being
given into the consideration all the way to show the practice itself. A traditional
*
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approach is used, mostly in the field of management decision makers and strategic
conclusions which are important in each company basic concept. Taking some
limitations, such into account, an AI approach was explored and demonstrated with
some practical cases.

Nowadays almost every industry has been already impacted by ‘AI’ and automation.
Majority of them are currently seeking mostly what can be the benefits of implementing
this technology inside their services. At this very moment, some of them are highly
concerned as perhaps some factories, today still having the small traces of automated
operations, can be leaders as creators for a new global economy. The information
revolution has had an undeniable impact on society, as did the industrial revolution
before it. Now artificial intelligence is poised to be the next revolution that will have an
immense impact on our society from our personal lives to the way in which we transact
business.
AI will undoubtedly continue to impact all business sectors, including the insurance
business, which stands to incur a significant disruption. With the rapid pace at which
it is developing, AI may soon be heavily used in all aspects of the insurance industry,
including sales, customer service, underwriting, claims assessment and fraud
detection and prevention.
In Canada, which pioneered many foundational advances in deep learning research and
possesses a rich AI talent base, the question confronting businesses is whether they
can reap AI benefits commensurate with the nation’s historic academic leadership. But
will Canada’s pioneering AI history translate into accelerated technology advances in
its own businesses?
Will be possible to create the state of responsible AI in the enterprise? Academics,
industry and government have joined together, setting the stage for Canada to become
a research and development powerhouse in AI.
AI transformation must begin by determining where AI will best support strategic
priorities in enterprise, whether that is improving the customer experience, improving
speed to market, developing innovative products and services, or some other objective.
Many businesses take up artificial intelligence (AI) technology to try to reduce
operational costs, increase efficiency, grow revenue and improve customer experience.
For greatest benefits, businesses should look at putting the full range of smart
technologies - including machine learning, natural language processing and more - into
their processes and products.

It should be obvious that the broader the adoption of AI across the enterprise, the
greater the value a business will retrieve. There are, however, barriers that must be
eliminated to achieve. These barriers include concerns about job loss, the fear of the
black box” nature of AI (“How does it work?”), and, most important, the fundamental
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human resistance to change. To deal with that resistance, companies must invest time
in understanding how machine prediction will interface with human judgment in making
decisions. Spending time on change management and redefining business processes
around AI will be more critical than the technology itself. In the end, AI will be a human
problem, not a technical one.
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The purpose of this research is to examine the relationship between neurological
processes and the third law of thermodynamics/entropy with the relation between the
relationship between quantum and Shannon information theory in financial trading.
neurological processes; stock market; market volatility; quantum
information theory; Shannon's theory of information.

Individual decision making is influenced by cognitive and affective biases. Modern
approaches to stock price formation in quantitative financing are usually based on the
Black-Scholes model and the underlying random walk hypothesis. The stock market is
a peculiar contextual system in which decision makers globally influence the market
system and stock prices, determining non-classical behavior). Physics and information
create interaction; Real-world information differs from what seems at first glance; the
world is ultimately in quantum mechanics (quantum theory information overstates
Shannon information by somehow intruding on Shannon information). Information is
synonymous with knowledge. The Human Behavior Network is based on theoretical
principles of information technology (such as biology and physics). Wondering what
stock entropy is? The role of intelligence/human brain and entropy?

We have described some recent studies on thermodynamics and brain activity, and
some techniques regarding thermodynamic models of brain activity (La Cerra, 2003;
Varpula et al., 2013) using the Friston model based on information as well as the ways
obtaining information measures from brain activity and cognition. Using Maxwell's
demon paradox, we have indicated an understanding of how computer thoughts are
related to energy and information.

The brain is a thermodynamic device focused on information processing. Therefore,
brain activity is often modeled in thermodynamic terms (La Cerra, 2003; Varpula et al.,
2013) and cognitive processes in the information sense (Anderson, 1996; Friston,
2010). These two different approaches, separately, provide accurate descriptions of
the brain and cognitive process. However, combining them would greatly enhance our
*
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understanding of the connection between brain activity and cognition and in turn would
benefit both perspectives (Collell and Fauquet, 2014). Critically, there are deep
theoretical connections between information theory and thermodynamics. Some of the
classic links between the two disciplines are the Landauer Frontier - A Quantitative
Landauer's Principle" (Faist et al., 2015), the energy cost of information processing,
Gibbs and Boltzmann formulas, and the concepts of entropy and negentropy. New data
from a variety of sources, including the human brain, corporate conference calls,
genetics, and online trading, allow researchers to discover new facts about the
cognitive processes that influence financial decision making.

Thermodynamics is a phenomenological science that derives its concepts directly
from observation and experiment. The laws of thermodynamics can be considered as
axioms of a mathematical model, and the fact that they are based on ordinary
observations makes them extremely powerful and generally valid. Of particular interest
is the application of thermodynamics to the systematic description of the behavior of
economic and financial systems, such as trading. One of the difficulties of this
approach is that it is necessary to pre-identify economic variables that can be identified
as thermodynamic variables that satisfy the laws of thermodynamics. The results of
this identification are often controversial. While in some studies money is considered
a well-defined thermodynamic variable, other analyzes suggest that money is a
completely irrelevant economic variable that should therefore not be used in any
thermodynamic approach to economics. Even the basic thermodynamic assumption is
that the economic system in equilibrium has been the subject of much debate. The
concept of economic entropy also presents some difficulties and different definitions
can be formulated. Whereas the mathematics of entropy emerging in information
theory becomes the basis for modeling financial market dynamics as well as the
dynamics of income and wealth distribution. It also provides a basis for an alternative
representation of stochastic price balances in the economy. Formal mappings between
thermodynamic and economic variables can be formulated however, the concept of
entropy is unclear and the range of models in which it is found is undefined.
Models calculated by scientists have shown that, in addition to already known
economic factors such as income and education, risk optimism and risk tolerance have
a major impact on stock buying decisions.

The paper gives a theoretical insight into the complexity of the financial world in
comparing physics (third law of thermodynamics) and entropy with quantum and
Shanon's theory of information. Comparison gives a wider understanding and
interdependence of the dynamic activities of the financial system.
Concepts and applications of entropies are relevant in the field of finance, although
the term entropy itself is related to thermodynamics. Benefits are in risk measurement
and distribution descriptor. Entropy as a risk measure in portfolio selection, or variance
with entropy as a substitute for medium variance models or models for adding entropy
to the original portfolio and optimizing new models. The principles of entropy in
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determining property prices allow the likelihood of extraction of property from
incomplete or limited information. Successfully resolving canonical problem
assessment options. The principle of maximum entropy is used in setting up different
pricing models.
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The purpose of this paper is to assess the possibilities for niche tourism in Slovenia,
as the country has been building its tourism in particular on “boutique” destinations,
i.e. on niche tourism. The present paper presents the study of api-tourism which is a
rather unique and special form of niche tourism invented and developed in Slovenia by
national professionals in tourism and apiculture. Although rather new – officially apitourism started in 2003– it has had enough time to develop and show its potentials.
So, few questions arise: How profitable is this branch of niche tourism for its main
stakeholders and service providers? What perspectives and challenges is this sector
experiencing in Slovenia? What are its advantages and disadvantages?
niche tourism; api-tourism; Slovenia.

Api-tourism is one of the staple elements of niche tourism in Slovenia. Broadly
speaking, niche tourism, or rather its concept, has been inspired in 1957 by Hutchinson
(in Novelli, 2005), and his findings in biology. But in its extension, the niche tourism
can be seen also as a “revolt” against mass tourism (Robinson, Novelli, 2005). Matt
Burdett (2017) suggests that another word for “niche” tourism can be “specialised”
tourism. Being the opposite of mass tourism, it can be assumed that niche tourism
attracts smaller number of people to a certain location or destination, and particularly
those interested in something specific. According to his ranking, there are three main
branches of niche tourism (adventure, movie location and heritage tourism), while
Novelli and Robinson (2005) divide niche tourism into five micro-niches, such as
cultural, environmental, rural, urban and others. Slovenia is building its tourism also on
local products and its natural uniqueness. As such, this means that Slovenia partly
bases its tourism on niche products, among which is apiculture and bees’ products.
According to Barbara Woś (2014), api-tourism is part of rural environment, its traditions
and culture. Very similar findings were brought forward by some of the co-creators of
api-tourism in Slovenia, T. Arih Korošec and I. Kline Arih (2015), emphasising the
importance of this sector for further development of eco-friendly and sustainable
tourism. Api-tourism thus combines the pristine environment with authentic experience
“far from the madding crowds”, a sustainable development of tourism and a promising
economic activity (Arih Korošec and Kline Arih, 2015).
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The data for the present paper were collected through qualitative research with semistructured interviews and observation. Interviews were carried out with seven
presidents of national beekeepers’ associations, several local urban beekeepers, all of
them certified and engaged in api-tourism, two tourist guides specialised in api-tours,
the responsible of a travel agency that started the api-tourism in Slovenia. In addition,
on 6th December 2019, there was a panel discussion on api-tourism, which was
organised by the Slovenian Beekeepers’ Association and attended by api-tourism
providers and the representative of the respective ministry; some data were gathered
directly there through listening and observation.

All in all, it can be said that api-tourism is very well organised in terms of tourist supply
and safety Slovenia being the only country until now issuing certificates to officially
approved and certified providers of api-tourism. Nevertheless, in terms of economy
and profitability, the majority of providers is not satisfied with the visit feeling “there
could be more”. Despite their excellent organisation in terms of beekeeping, the
collected data show that “owing a beehive is not enough”, and that tourism is
something else than just taking care of bees. Api-tourism reveals itself as a rather
seasonal activity subject also to climate change, and as an activity that comes second
after the unconditional love for the bees nurtured by beekeepers.

The lack of actual tourists’ testimonies is regrettable and diminishes the scope of the
present paper. On the other hand, it offers an excellent opportunity for further research.
Moreover, the actual coronavirus crisis will definitely change the tourism industry in
general, thus also api-tourism. To what extent and how shall be a topic of future
research as certain api-treatments may prove beneficial for patients with respiratory
troubles after having recovered from coronavirus and/or other similar deseases.

The present paper aims at raising awareness about the importance and fragility of
niche api-tourism and in particular about local know-how and products. The paper
aspires to reach api-tourism providers, agricultural and gastronomic sector as well as
the general public.

Niche tourism is a rather new definition of “specialised” tourism within which can be
placed api-tourism, a new branch of tourism created in Slovenia by Slovenian
professionals in tourism and apiculture. Neither of the above have been thoroughly
researched yet in Slovenia, at least to our knowledge. The present paper pretends to
give a holistic insight into the actual situation of api-tourism in Slovenia, and provides
some data which will, hopefully, trigger further interest of professionals, tourism
providers, beekeepers, and general public.
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The paper investigate the extent to which the owners of hotels and the owners of
holiday houses apply and how much they are ready for changes in applying the green
mode of business; having eco-certificates; understand the importance of ecological
management; there familiarity with sustainable tourism and the benefits of sustainable
tourism; how much sustainable tourism affects the profitability of the business and
what effects it has on the local community. In addition, the paper analyses the linkage
of rural tourism and sustainable development and provides an insight into the
importance of rural tourism for the development of rural areas. Particular attention has
been given to the “Sunce” Association in Split, which deals with the issuance of
Dalmatia Green certification, and can greatly benefit from this research.
: sustainable tourism; green marketing; eco certification; green hotels and
holiday houses; Croatia; Split; Dalmatia county.

Tourism has many positive influences, but also has meaningful negative influences on
environment and it is necessary to reduce the mass tourism and all the disadvantages
that come with it. In Croatia, tourism has been a major economic driver for years, but
it is even more so in the recent past. The hotel sector as the most important branch of
tourism has the greatest impact on the environment, and it is necessary to move to a
"green" way of doing business and the necessity of applying eco-certificates that lead
to encouraging the adoption of rules and standards of ecologically responsible
business. Many certificates have been developed and to be awarded to hotels as
evidence and awards for the application and efficiency of green practice in hotel
business. Thus, hotels, apartment renters, and holiday house that run green activities
are more attractive and more recognizable on the market, and stand out from the mass
of ordinary accommodation with their differentiated offer that gives their guests an
authentic stay. A large number of hotel owners refuse such way of doing business with
customizing eco-certification and are aware of opportunities to open a green business,
but one of the biggest problems is investing time and money in change. As competition
is becoming more and more challenging, it is important to provide quality and reliable
services in accordance with eco-regulations. There are a number of ways to apply
green business such as energy efficiency, green roofs, water and energy consumption,
*
**
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green transport, sustainable activities, local and organic food supply, the use of
environmental cleaners, etc.

This paper refers to the owners of hotels and to the owners of holiday houses in the
area of Split-Dalmatia County. The empirical part used descriptive research conducted
by interviewing respondents. The first part of the survey included 37 holiday homes in
the area of Split-Dalmatia County, of which more than half of the respondents had
homes in the rural area. The second part of the empirical research was conducted on
a sample of 25 hotels in Split-Dalmatia County. The sample hotels are mostly large
hotels in city centre’s that are focused on tourism throughout the year

The study concluded that respondents from holiday houses in the area of SplitDalmatia County are not familiar enough with sustainable tourism but are willing to do
business in accordance with the principles of sustainable tourism. They agree that
sustainable tourism increases profitability and positively affects the environment. The
result of the second part of the research was that hotels in the area of Split-Dalmatia
County mostly do not apply the green marketing and green mode of business and have
no eco-certificates that would contribute to their image and market positioning. They
are aware of the benefits that carry the aforementioned mode of business for them,
but investments and effort to relaunch are not planned in the next year.
Greening the offer of Split-Dalmatia County can become a brand of Dalmatia. This
paper is a contribution to existing literature on green business, sustainable tourism
and eco-certification. Other authors can also use the research as a starting point for
further research on sustainable business. On the other hand, the contribution of this
research is also reflected in the various profit and non-profit eco-certification
organizations to help them obtain the information in which direction to go.
There is a lack of research papers on this topic in whole Croatia, especially in Dalmatia.
It is necessary to align the planning of future development of tourism with respect
principles of sustainable development. This type of tourism aims to reduce the
negative impacts on the environment, educate travellers and employees, and lead to
better relationships with the local community. One of the values is also connection of
different stakeholders from profit, non-profit and public sector for realization of the
same goal and this is sustainable green tourism and its impact on whole society.
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Tipping as a kind of consumer satisfaction indicator is widely explored but at the same
time, it is still an interesting research area especially in the service industry due to
service interaction. The main research question is: What are tipping habits in Poland
and is there a statistically significant difference between different groups of
respondents by demographic and socio-economic characteristics? This question was
raised due to previously done research, especially the one realized in Slovenia and
Montenegro to find some similarities or differences in tipping behavior in Poland.
: tipping habits; tips; motivation; service; waiter; Poland.

Tipping behavior is a widely researched subject, especially in the tourism industry
(Lynn, Zinkhan and Harris, 1993; Raspor, 2007a; Raspor, 2009; Raspor, 2010; Mansfield,
2016; Raspor and Divjak, 2017). Approach to tipping varies in different countries, based
on the type of industries (Lynn, Zinkhan and Harris, 1993). It is common to give tips in
USA, Argentina, and Greece while in Japan, Sweden, and New Zealand, tips are given
in a very few industries (Star 1988). In most countries, tipping is still a very common
habit (Worldwide Tipping Guide, 2014). In general, tipping rates account for 5-10 % of
the bill amount (Mansfield, 2016).

Based on the theoretical findings on the factors that influence the potion, the
methodology was set (Raspor and Divjak, 2017). Thus, a survey was conducted in
Montenegro (Raspor, Lacmanović and Lacmanović, 2018). Following the same
methodology, a survey was conducted in Poland. It has been used in the online survey
in the form of a structured interview. The sample was formed by snowball sampling as
a non-probability method based on referrals from initial subjects to get another
subject. The sample consists of 74 respondents. Statistical data analysis was carried
out with the help of IBM Statistic Package for Social Science (SPSS) software version
20. For statistical analysis, apart from the mean value, ANOVA, t-test for an
independent sample, and Eta Square were used as well.

It was found that more of half of respondents are always, very often and often giving a
tip; in more than ninety percent of cases they give a tip to a waiter; they rated “Quality
of service” and “Kindness of employees” as the most important one among other
*
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reasons for tipping, giving no advantage to the gender of waiter; giving advantage the
mod of payment (cash), more than ninety eight percent of respondents give a tip till
ten percent of the bill; more than ninety eight percentage gives a tip till 4 €; most of the
respondents give a tip regardless of the amount of the account.

The study is based on a non-probability convenience sample that was collected using
the snowball sampling technique via social media, meaning the results cannot be
generalized to the whole population.

The service industry of today is facing with various challenges. Since guests demand
high quality of service, employee skills must evolve to meet their demands (Raspor et
al., 2014). For this reason, the managers as well as experts are trying to devise ways
to persuade employees to enhance the quality of service, improve their work motivation
and enhance the worker output (Raspor and Rozman, 2016). This research provides a
good basis for additional research. Managers' opinions can be explored about what
factors managers recognize as important for motivating employees and what kind of
motivation managers practice in the service industry. It can also be examined whether
managers recognize the right kind of tips and working conditions as an important
factor for motivating workers and improving the quality of service. By comparing the
results of research and research that could be done with managers in the future, a
solution could be found to satisfy more effectively both sides.

This is the first research of tipping habits in Poland and in that sense, it could be a
starting point for further investigations in that subject. The results of the research were
compared with similar research and some implications were drawn. Some of the stated
tipping habits could be interesting for marketing practitioners in the hospitality industry
and also in creating marketing strategies concerning the service interactions among
providers and consumers.
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The reason for writing the paper is to present the importance of the subject regarding
present situation in schools and distant learning necessity which happened recently in
Slovenia and around the world. With this research, we would like to present how
nowadays the “missing link in education”, as it might be seen in the educational
process as teaching and sharing knowledge among participants, should be taken
seriously as being capable of creating a value that helps, develops and creates a bigger
picture, the necessary frame with great importance.
A distant learning process should be understood as a reliable educational process. One
of the important aims was not going through the government regulations concerning
the subject, but mostly to create a reliable and opportunistic new educational curve.
Named as such it should be highly implemented as the alternative educational model
to build additional added value in schools. It can offer innovative techniques, flexible
options and can give additional skills, which are more than welcome in nowadays
educational crucial years.
distant-learning; alternative schooling; school system; socialization;
individual competence; school curriculum.

Since social media tools like Facebook, Twitter and other social networks are part of
our daily private lives (Stocker and Muller, 2013), but also their implementation as a
business support tool has spread with amazing rapidity (Koch and Richter, 2009).
Today every school has a strong mission. It should not be ignored the power of created
vision, manifestations which are all streamed into one and important final goal. This is
to teach and to provide important educational tools, which help to live the life we want
to achieve. Nowadays school environments are becoming more flexible, open and
acceptable for fast coming life diversity. It allows differences and different streams.
Educators everywhere are eager to lead their knowledge tightly together with the
concept of having the innovative approach and innovative learning environment. New
methods and researches are showing how more than ever we can notice that both
individuals, educators and the pupil, have changed in a way of what they are accepting
and expecting.
Educators have attempted to implement a number of sustainable development
*
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initiatives. To inspire people with active participation to create a world where everyone
has the opportunity to benefit from quality education and learn the values, behavior
and lifestyles required for a sustainable future and for positive social transformation.
It covers the full range of human activities in order to equip learners with the relevant
knowledge, skills and values for sustainable development. At the same time, education
being explained through the alternative concept of distance learning is transformed to
allow understanding or even better accepting the process of learning taking place
beyond traditional educational institutions.

Creating this article many different methods were used for gathering the data for best
objectives achieved. The main method is based on more than 7 (seven) years of
research on the subject and as well personally using the method of homeschooling
and/or distant learning as well. We were capable of collecting many data and different
understanding of distant learning based on elementary educators and its system and
at the same time being the creator of the programme we also had a very close view
and comparative approach with the given curriculum from the school and the path that
was created later.

During the research, a strong concept of creating a different and innovative educational
concept was created; a process why a distant – learning still cannot represent the
importance frame inside school, between education, as the important technique in
teacher training and development of educational competence. It represents mostly the
proactive sense and concept of understanding. Distant-learning as being manifested
at the elementary level in Slovenia is still judged mainly as using the inappropriate tools
for education growth. Still there is not enough examples nor education to be shown the
opposite. Understanding it properly it could be a very useful and creative »mindcreative« tool for many individuals and groups who simply want to build strong, creative
and usable competences as symbiosis with everyday needs and world fast pace
developments.

Distant learning has been always often discussed in the context of higher education
and adult education, but its relevance should be also the implementation inside
elementary level as a part of educational added value technique.
Inside the article positive and negative applications and consequences are shown and
as such also the impact on society and public attitudes has both sides, positive and
negative. We try to create a frame where mostly the important part, a part where
education is managed, understands the urge of this technique to become the main
priority knowledge and tool inside teacher education.

There is the clear intention to show a reliable and opportunistic new educational curve.
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A distant - learning as being the alternative educational model these days can build
additional added value in our schools. It can offer innovative techniques, flexible
options and can give additional skills, which are more than welcome in nowadays
elementary educational crucial years. As well it can be evaluated openly and very
positively as having a chance creating a very flexible educational environment with
many benefits. But one thing is for sure, it will create a dramatic movement inside the
education field, one of the promising soon to be effects of it could be its influence in
forming and changing public education in the future.
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The purpose of this paper is to identify and evaluate specific courses on the topics of
social economy (with emphasis on cooperatives) in accredited higher education study
programmes on business and management in Slovenia. The main goal of the study is
to evaluate if current study programmes on business and management provide
sufficient knowledge and skills for social economy actors in Slovenia, besides
unformal education in this field.
social economy; cooperatives; higher education; cooperative training;
cooperative organizations.

Development of social economy sector in Slovenia is part of public policies since
passing the Law on social entrepreneurship in 2011. This sector includes cooperatives,
social enterprises, companies for employment of disabled people and employment
centres, non-governmental organizations with market orientation and mutuals.
Development of this sector also requires special competences for managers,
employees, members, and other stakeholders of these organizations, therefore the
inclusion of proper courses on social economy into accredited programmes on
business and management is necessary.
There seems to be no complete overview of higher education social economy courses
in Slovenia, and only a few and partial on European or world level. But there are
sufficient sources on the topics that need to be presented in the paper to follow the
purpose:
-

*

on the importance of social economy sector (with emphasis on cooperatives) for
local and global economic and social development: public policies documents and
international declarations
on specific competences needed for managers, employees, members, and other
stakeholders in social economy sector
webpages with info on accredited study programmes on business and
management in Slovenia and on programmes and courses on social economy in
other countries for comparison.
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To support the statement on importance of social economy for local and global social
and economic development and to support the need of identification, evaluation and
enhancement of courses on social economy in accredited study programmes in
Slovenia the paper will present main global and national declarations and strategies
on social economy (with emphasis on cooperatives).
To identify accredited programmes on business and management we will conduct a
full inspection of NAKVIS evidence of accredited higher education study programmes
in Slovenia (in all universities and independed higher education institutes).
The programmes on business and management identified in previous step will be
further inspected (online) to identify existing courses on social economy.
Identified courses on social economy will be further analysed: in their content
(syllabuses), objectives and competences.

The findings about courses on social economy (their amount and content) will be
compared with (already in other studies) identified needed competences of managers,
employees, members and other stakeholders in social economy sector, with relevance
of social economy in public policies documents in Slovenia and with example study
programmes and courses abroad. Therefore, evaluation and recommendations will
also be presented.

There are of course some limitations of this study. First, in the evidence of accredited
study programmes we might miss out relevant ones due to misunderstanding the
names of the programmes. Also, we expect not to find all of the identified programmes
on business and management presented online with details about the courses. Also,
the use of terminology and classification of organizations in Slovenia is chaotic, for
instance, terms “social economy” and “social entrepreneurship” are often mixed,
“cooperatives” are sometimes meant as a prototype of organizational model of all
social economy organizations, sometimes as one type of social economy
organizations etc. So, the paper will present a proposed use of terminology and
classification in the introduction part.

The outcomes of this study will serve as an overview information about courses on
social economy in accredited study programmes on business and management in
Slovenia: How many are they? Is their amount and content sufficient to answer the
needs of social economy sector? Furthermore, the study will, in comparison with some
study programmes in other countries, include recommendations for improvement of
existing courses and for development of new courses on social economy (with
emphasis on cooperatives).
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Therefore, the study, as the first study on this topic in Slovenia, will be of use to public
and private higher education organizations when preparing new study programmes or
improving existing ones; to the higher education teachers who teach in the field of
social economy or in some relation to it; to public policies developers in the field of
social and economic development in Slovenia; and of course to social economy
organizations (especially cooperatives) which are in need of special knowledge and
skills.
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Quality of life is a concept frequently mentioned in the media. In addition, it is often
discussed in comparative analyses between countries. While there is a lot of advice on
how, when and what to do to improve the quality of life, they are merely theoretical,
with the exception of various quality of life movement providers. Our youngest can be
taught how to improve the quality of life at an early age, which is the main idea of the
following Master thesis. We usually take the virtues and habits acquired in early
childhood to our adult life. Family schedules are too often organized in a way that does
not allow the family members to do activities together. At this point, society has
somewhat strayed, as it no longer places an emphasis on the family. Children have
very simple wishes – to spend time with their parents. And yes, this is possible.
Children and parents can spend quality time together and achieve better quality of life
and if teaching about it could be integrated in the primary school education system,
achieving better quality of life would definitely improve.
quality of life; education system; optional subject in primary schools.

Quality of life is a multifaceted, complex construct, the exploration of which is not as
simple as it might seem at first glance. We strongly believe that the most important
foundation of quality of life is welfare, including good material living conditions. Only
when these basic needs are met, can we build a quality life. Furthermore, quality of life
is much more than owing a large bank account. It is important to feel satisfied with
one’s own life. There is a lot of literatureabout different dimensions of quality of life.
Children have always been the best possible collaborators. They are honest, attentive
and love to help. Through all the years of dealing with children, we have found that
theory is always the least interesting possible choice. Based on ours experience, we
realized that the education system needs to be improved and become a system that is
not only based on theory. Additionally, the education system allows possibilities to
include parents in the teaching process. Introducing quality of life as an optional
subject in primary schools, which is the topic of the following Master thesis, would
encourage the family members to socialize, to help each other and to learn to enjoy
each other's company. The subject would combine different dimensions of quality of
life and teach the whole family in a very lifelike, practical way how to improve their
quality of life. Additionally, the subject’s special feature would also allow partially
teaching it from a distance. One of the advantages of the optional subject, quality of
life, would be its practical nature allowing activities agreeable to both, the children as
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well as the parents. Namely, the participants would be performing various activities
such as cooking, tasting, experiencing, exercising, and acquiring skills that would help
them improve their quality of life.

The main method used in research was quantitative empirical method. Online surweys
were performed in one Slovenian region and could be generalized on Slovenian nation.

The results of online surweys were that most of parents of pupils in primary school
would be very interested to choose quality of life as an optinal subject. Further, most
of the parents would be very interested to be a part of teaching process.

We hope that results of empirical method will be enougt to introduce quality of life as
an optional subject in primary schools.

Practical impact is definitely introducing quality of life as an optional subject in primary
schools, a peculiarity of this subject will be a possibilitie to include parents in the
teaching process. Further, the social impact on society will be that children and theirs
parents learn to improve their quality of life.

If not now, when would be the right time for people to learn to live a quality life? Quality
of life is simply vital for the future. If we don’t live in accordance with certain principles
and take care of ourselves and our contentment, companieswill no longer be as
efficient and overall profitability will not bring much to society in the future.
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This part of the Europe, specially Croatia, is really slowly joining the circular direction.
Overall, the social media coverage of circular economy activities is pretty poor. What
future brings? What are existing marketing campaigns for promoting the values of Zero
Waste Management?
social media; circular economy; sustainable behavior; communication
design strategy; society.

Several few Years the economy has been taking shape of new direction– circular
economy. According to European Commission new Circular Economy Action plan and
a vision to make cleaner and more competitive Europe by strategy named “green deal”
a time to act has come and it is now.
What is the circular economy? The circular economy is a model of production and
consumption, which involves sharing, leasing, reusing, repairing, refurbishing, and
recycling existing materials and products as long as possible. In this way, the life cycle
of products is extended. We may refer that a circular economy is only a modern
expression for a cradle to cradle which developed from cradle to grave.
Environmentalists often characterize business as bad as industry itself as inevitably
destructive. Industrialists often view environmentalism as an obstacle to production
and growth (Braungart and McDonough, 2002, p. 6).
The goal of the European Union is to use the influence, expertise, and financial
resources to foster shift towards the circular economy. According to existing
researches the change will boost up the GDP of the countries applying those changes,
create new jobs but we open several questions:
− How do we know where the economy stands now in circular percentage?
− How will that effect already existing companies: what do they need to do to be
ready and are they informed about the changes that are on the way
− What is the role of social media and how EU is using those to promote the core
values of that new wave?
− Will the traditional 4 P’s marketing mix be enough, or the modified one 7 P’s, or the
matrix will be developed on the road which will include the 8th P of the Marketing
Mix: Productivity & Quality.
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One side is to shift business and economy towards sustainable and circular but the
other is the public and end users. This situation recently with Covid-19 has showed
that we are still society of “wants” rather than “needs”. Consumption-based lifestyle
remains entrenched.
Causal induction helps understand that “our economy, society, and environment are
interdependent systems - the vitality of one affects the vitality of them all. This is the
simple yet profound reality that begins our understanding of systems.” (Ellen
Macarthur Foundation, 2020). The vital part of systems in 21st centrury is social media.
IKEA plan by 2030 is to have only recycled renewable based plastics in IKEA products.
Since 2016 the climate footprint of the IKEA value chain has not increased compared
to previous Year. In absolute terms the climate footprint has fallen by 4.3% since 2018.
(Inka Group, 2020). How is the public aware of that? Is there any influencer presenting
those numbers? What is behind DyeCoo, Ellen Macarthur Foundation, Nike, Adidas, Ikea
and how all of them can, and are, boosting the effect of circular economy. Bringing
their visions, missions, education and results on the surface, presenting them more
visible to public can influence the transition from “society of wants” towards “society
of needs” and those needs being sustainable and recyclable.

Methods used: using deduction, analyze, synthesis, descriptive and comparative
method to analyze the current leading companies in circular economy and their media
coverage.

Those methods helped to understand the relationship and system thinking (Ellen
Macarthur Foundation org, 2020) are ways how design for sustainable behavior and
communication design strategy can improve current social media visibility of circular
change.

Contribution of this papar is that it presents on original way how creating connectivity
of available circular change company leaders with current social media coverage,
generating practical solution for overcoming milestones in transition from linear to
circular. Challenges and opportunities for smart companies and the future leaders are
already in place and the ground for both lays in circular economy. The difference in
being a flop instead of top is in understanding a width of a change but also applying
those in the same matter in mighty tool – social media.

Providing practical and easy applicable advices how to influence and “push” society
towards circular needs and sustainable behaviour thru chanel that is used by many
companies and businesses, but few used it as active tool towards success.
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Art and culture festival can play a significant role in multicultural societies (Viljoen et
al., 2018). The ARS Electronica Festival (AEF) is taking place now since more than 40
years, and since it’s invention the festival programme became denser and more diverse
(Ars Electronica Linz GmbH & Co KG, 2020). Luonila and Kinnuen (2019) highlight the
importance of interaction with their audience, ergo their consumers, during and after
festivals. Such an interaction might establish a positive festival experience which in
turn, might valueable to the consumers, the organizer of the festival and the
environment of the festival.
According to Pielichaty (2015) gender studies in relation to festivals has not been
sufficiently studied yet. Festivals are crucical for this field of studies after all the norms
can be reconcstructed (Green, 1998). Mainly because leisure activities are put into a
dynamic, social, and public environment art and culture festival are crucial for further
research. Therefore, the aim of this research is, to indentify possible gender
differences by applying the Motivation-Opportunity-Ability (MOA)-Model in the context
of the AEF.
: motivation opportunity ability model; art festival; gender differences.

The MOA-Model with its three dimensions is based on a Psychological concept (Krapez
Trost, Skerlavaj & Anzengruber, 2016). Li & Petrick (2005) point out that most studies
targeting the motivation of the eventgoers were conducted in a way which maily
addressed the straightforward questions.
In this research “Motivation” explores whether the survey participants onsider the AEF
to have a positive effect onto the locoal ecnomoy and whether they consider that the
hosting of events creates a new market.
“Opportunity” can be described as the environmental or contextual mechanisms and
constriants which are relevant of the performance of a certain behaviour (Krapez Trost,
Skerlavaj & Anzengruber 2016; Siemsen, Roth & Balasubramanian, 2008). In our
research however, “Opportunity” includes aspects such as wether the AEF has as
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sustainable impact on the region and in how far the participants consider the AEF to
be a good place for meetings and to connect with people.
The term “Ability” is seen as the skills and the capabilities nedded to perform a certain
behaviour (Krapez Trost, Skerlavaj, Anzengruber 2016; Siemsen, Roth,
Balasubramanian, 2008) and consists of two dimensions:
a.) awareness and
b.) knowledge.
“Awareness” describes the perception of knowledge (Vandenbos & American
Psychology Association, 2015) This would indicate, that the participants are aware of
the the AEF as well as aspects related to this festival. “Knoweldge” can be understood
as the state of being familiar with something or aware of its existence, usually resulting
from experience or study (Vandenbos & American Psychology Association, 2015).
When applied to the AEF, “Knowledge” indicates in how far the partiicpants are aware
of the AEF programme, have knowledge about the festival and other events, or whether
they are interested in information about the AEF.

With the power of 0.8, effect size of d 0 0.3 and significance level of α2 0.05 a sample
size of 176 valid responses per group and 352 in total was necessary. The results are
based on a sample size of n= 382 of which 189 were males and 193 females. The target
group of this survey was the local community of the city of Linz, Austria.
The questionnaire consisted of 12 questions with a Likert-Scale from 1 = compeletely
agree to 5 = completely disagree and a “no opinion”-option. Questions 16 related to
gender and question 17 asked about the age group.
Cronbachs Alpha for the dimension “Motivation” (q1-q3) was 0.88 and for the
dimension “Opportunity” (q4-q6) 0.77, and 0.80 for the dimension “Ability” (q7-q12).
The acceptable value for reliability of this construct were achieved after eliminating q5
and q11. This elminination is also consistent with the results of the principal
component analysis.

The independent t-test shows a significant difference between male and female in all
questionnaire items except q4 and q7.

One limitation is definitely the limitation to the distribution of the questionnaire only
among the community in Linz. International participants were ignored and could
therefore yield different results. A different underlying model to investigate these
dimensions may lead also to other findings. Furthermore, a depper discussion into
current gender differences like socio-economic persoective would give further insights
and probably allow a different approach.
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The practical implications relate to the marketing activities in community of Linz. This
means, that male and female festival participants perceive this festival in different
ways and should therefore be differently approached.

The applicablilty of the MOA in the context art festivals are rather limited so far. These
findings therefore give further insights into the application of an underyling model.
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Covid-19 has emerged as a health emergency and a call for changes in the lifestyles
for the times to come. All spheres of life have been tremendously affected. The work
culture and the regulation of the work/ employment need to adapt to this new
challenge. The present research paper is an attempt to discuss what have been the
manifest changes on the environment of work in different parts of the world and how
the legal framework is developing, respectively. The rights of informal workers have
been highlighted during this phase for lack of effective protection. International Labour
Organisation, World Health Organisation, World Economic Forum, and others are
continuously engaged in issuing advisories to the countries to bring appropriate
changes. In this light, the paper shall also find out how far the countries have
responded to the international Guidelines of ILO, WHO relating to the workspace.
: Covid-19; International Labour Organisation; employment; legal; work.

In the light of safety of the workers as well as the general public, the manner how work
is done has undergone transformation. In addition to the threat to public health, the
economic and social disruption threatens the long-term livelihoods and wellbeing of
millions. Various Reports of International Labour Organisation (ILO Monitor: COVID-19
and the world of work, 2020), World Health Organisation, and advisories of Government
of India relating to Covid-19 have been analysed.
The literature studied reveals that the work environment has already transformed in
accordance with the Covid-19. The impact is visible though it would take a long time
for the society and the governments to implement the guidelines in true sense.
The legal framework is an immense means of governance and has become more viable
due to the current situation. The enactment of new legislations to deal with Covid-19
in some countries and amendments in the existing legislations in the other has helped
them to cope up with the situation. The economy must run and thus workforce should
be ensuring safety amid the inherent risks of coming out of homes. Strong legislative
approach with harmonising of the rights of both the employers and the workers must
be adopted by all the countries. The Guidelines issued by expert organisations must
be followed after due consideration of the socio-economic conditions in the respective
countries.
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The research study is using doctrinal method. Due to limitations of funds and large
impact of the Covid-19, this method has been selected.

The study has found out that there have been measures and efforts by various national
and international organisations to figure a plan for adapting to post Covid-19 world.
International Labour Organisation as one of the primary organisations dealing with the
work, workers and employers has also issued different sets of Guidelines for the
workplace. Various members of the WIEGO Network urged policymakers to implement
some principles safeguarding the rights of informal workforce. Different rights of those
engaged in working remotely and those working on site are in the process of
development. The different countries of the world have evolved a range of rights to
them. In India, unfortunately, in many states, a downfall in their rights has been
observed during this phase. Suspension of the labour laws in BJP ruled states has been
a phenomenon.

The primary limitation of the study is that it is doctrinal. If the same was based on
primary data, it would have been much more authoritative and persuasive. Secondly,
due to paucity of space, the study would be confined to few of the countries and how
they have regulated Covid-19 in the workspace.

The right to mental health and various dimensions of remote working must evolve to
allow the society to adapt to the challenges of Covid-19. An empathetic approach by
the law and policy makers has to be adopted. The employers must also sensitize with
them. The present study is an integrated and comprehensive study – presenting all
Guidelines relating to world of work together. It is hoped that the employers including
the Governments and the policymakers would benefit from the examples of legal
changes in other countries.

The study is an attempt to relate the application and implementation of the advisories,
especially issued by the International Labour Organisation relating to work in post
Covid world. The paper is different on account of discussing the impact of Covid-19 on
the legal framework dealing with the employment and workspace. The paper shall help
for further research to understand how the laws need to be changed in the light of any
flaws mentioned in this study.
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*

The aim of this paper is to analyze and explain internal organizational communication
in pandemic times. We haven’t had a pandemic like the coronavirus in over a century ever since the Spanish flu (1918-19), and therefore no experience of internal
organizational communication in such times. The literature in the field of public
relations is rich in examples, advice and theories of crisis communication of
organizations, but in the vast majority, if not all researched organizations, the
organizations were either the cause of the crisis or the victim of a more or less direct
attack, mostly individually. The coronavirus crisis, however, is not one that would
“attack” individual organizations, nor did individual organizations cause this pandemic
crisis (at least as far as is known so far, if we disregard the various conspiracy theories
in the style of the U.S. 45th President).
During the pandemic physical distance, many organizations were forced to organize
remote work, others were forced to send some employees "on hold", and still others,
otherwise rare, tried to reorganize work differently, adapt production and employment
to the situation. Thus, the coronavirus pandemic has caused a whole new situation in
virtually all organizations around the world: how should organizations that exist only
through and through communication respond to it? The purpose of this paper is to
examine and find answers to questions about how to communicate effectively with
employees in the conditions of this pandemic physical distance and how to connect
employees during "work from home", maintain credibility and trust in the employer,
maintain or even increase employee commitment. We are also interested in which
communication channels to use and what to communicate to employees.
CCO; internal communication; pandemic; employee’s relations; crisis
communication.

Internal communication is a systematic way of influencing the behavior, knowledge
and attitudes of employees, and its basic purpose is to give instructions for work and
obtain feedback on the course of work (cf. Farrant, 2003; Gillis & Finney, 2008;
Karanges, Johnston, Beatson, & Lings, 2015; Men, 2014; Ruck, 2015; Ruck & Welch,
2012; Tkalac Verčič & Pološki Vokić, 2017; Tkalac Verčič, Verčič, & Sriramesh, 2012;
Welch & Jackson, 2007).
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In a period of general distrust of social institutions, people resort to trust in their
employers. Edelman's survey in mid-March 2020 among 10,000 employees in ten
countries around the world showed that - apart from healthcare institutions - employer
communication is the most credible source of information about coronavirus and that
“my employer” is the most trusted institution at this time (Edelman, 2020a). This is
great news, but the question is whether the current theoretical and experiential
knowledge in the field of organizational internal communication is enough to maintain
this trust of employees in employers. How do internal communicators “remotely”
maintain a social (not physical!) distance from employees, what is their role in this
pandemic, and what is the role of the first men of organizations? But not only
employees, but also consumers want companies to protect their employees first and
do everything in their power to protect the health and financial security of their
employees, consumers and business partners, even if this means greater financial
losses. Especially in these uncertain times of pandemic physical distancing, for which
we don’t even know how long they will last, organizations must continue to be a
frequent and reliable source of information for their employees, consumers, and
business partners. This once again confirms the role and importance of proactive,
timely and credible communication with employees and other publics, and places
internal communicators, their knowledge, skills and abilities at the heart of
organizations.

This article will present a qualitative research conducted within the focus group of
internal communicators of three Slovenian companies (A1 Slovenia, Petrol, Lidl
Slovenia, all three companies based in Ljubljana), two Croatian companies (AD Plastik
Group Solin and Zagreb International Airport) and one Serbian company (NIS Gazporm
Neft Belgrade). These organizations have a total of more than 19,000 employees and
with the exception of Zagreb Airport, all other organizations operate regionally or are
part of an international companies. One of the considered organizations is production,
one is production and service, and the other four are service organizations. As part of
the focus group, structured interviews were conducted, with six respondents answering
each question in turn. Interviews were conducted as part of an ad hoc webinar on
internal communication “on remote”, and respondents received questions for semistructured interviews in advance. The survey was conducted from April 20 to May 7,
2020.

In general, respondents agreed with the findings of research by Edelman
(Edelman, 2020a, 2020b) and the Institute of Public Relations (Institute for Public
Relations & Peppercom, 2020a, 2020b) regarding internal communication during
a coronavirus pandemic. Of course, there are differences in the use of
communication channels and communication tools, depending on whether it is a
production or service organization and whether their employees continued to
work on the premises of organizations (salespeople, airport staff, etc.), or worked
"from home" or , or they were "on hold".
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Internal communicators and top managers met for the first time in more than a hundred
years with a pandemic that forced people into physical distance. Most used crisis
communication approaches and good internal communication practices, while more
digitized organizations used digital communication tools primarily for internal
communication. That is why examples of good practice collected within the focus
group of six organizations are welcome to understand the situation in which the
organizations find themselves and to compare and study the internal communication
with employees.

The survey was conducted on the model of six organizations with a total of more than
19,000 employees, their examples of good practice are welcome, but the results of this
survey cannot be generalized to the entire population, despite the fact that most of the
findings match the findings of two other international research (Edelman and Institute
for Public Relations).

The originality of this research lies mainly in the choice of methodology (two focus
groups - one with internal communicators from Slovenian organizations and the other
with internal communicators from two Croatian and one Serbian organization - within
which structured interviews in the form of webinars were conducted). The results of
this research will certainly help to build a body of knowledge in the field of internal
communication during a pandemic, which is a relatively unexplored area.
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The aim of this paper is to analyse and explain the objectives of the Future of Global
Business and Marketing in the light of a new global challenge – the coronavirus
pandemic that suddenly hit the world, provoking enormous problems in the daily life of
businesses and citizens. The emphasis is put primarily on the Challenges and
Opportunities within the communication between the leadership and employees, and
also on the role of internal communication through different stages of companies and
media outlets at a time of crisis. The goals of the Future of Global Business and
Marketing should be seen in the light of a new global challenge - the coronavirus
pandemic that suddenly hit the world and already caused enormous problems in the
Macedonian companies and media involved in global business. The aim is to present
how internal communication functions in small and mid-size companies, especially
those dealing with media business, helping them to survive during the global
pandemic.
internal communication; media; strategies; pandemic; fake news.

Internal communication (IC) is the function responsible for effective communications
among participants within an organization. As internal communications strategy, plans
and programs are essential for the successful development of any company, they are
also relevant for the media and the stressful months of isolation. At a time like this,
conducting proper crises management is essential on all levels, primarily in internal
communication, bearing in mind stores and shops closed overnight, reduced
production in small and medium-sized enterprises, and media outlets working in a
specific environment and circumstances during the coronavirus pandemic. The digital
era undoubtedly gives a lot of opportunities for different manners of communication
and management during the time of crisis, particularly when it comes to the
management and promotion of services and elements of communication at an internal
level, as well as influence on the external level – public audience.

The main method used for gathering data includes the following: qualitative research
using in-depth or semi-structured interviews and data reports analyses. We would have
to conduct at least three in-depth interviews with editors-in-chief of prominent portals
*
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and TV stations, in addition to five semi-structured interviews with journalists in order
to obtain real data.

The primary intention is to show the value and importance of internal communication
and to explain how this should be improved in small and medium-sized enterprises,
pointed in the media in Macedonia. New trends lead to not so much listening to the
employees (journalists), but rather implementing the orders of the management, as it
often happens at a time of crisis. On the other hand, it is important to maintain ethical
values and tell the truth, in an era of fake news and speculations circulating throughout
the world. In the media business, internal communication helps create a positive
working atmosphere, providing more efficiency through a common debate and
strengthening the confidence between journalists and editors. Exchanging views,
brainstorming and joint meetings help the media to maintain the basic values and
principles of the freedom of expression, to tell the truth, to present news in a
balanced manner. How all this has been functioning during the three months of
stress, quarantine, reduced programs, while trying to be as efficient and
professional as possible - is hard to tell at this stage but is no doubt worth
examining.

Smart organizations understand the value of maintaining an ongoing dialogue with
their employees; with the right strategies and tactics, these dialogues can yield
feedback from employees and help foster a sense of belonging and investment in the
company. Employees have the ability to interact and use technological advance, and
yet many find themselves jobless overnight and face uncertainty. Now that people all
over the world fear losing their jobs or even lives, internal organization and leadership
seem essential for creating an atmosphere of cooperation and confidence, providing
hope that better days will come. The survey will give us insight into the use of internal
communication strategies and tactics in the media of Northern Macedonia during the
pandemic, which also includes preventing the spread of fake news.

In order to be able to build a positive perception of a business, to create a positive
image and to send a message that will be believable and convincing enough so that
the company may gain support, communication techniques and tools must be
adequately and successfully implemented. Nevertheless, it is of primary importance to
be well familiar with these tools and techniques and to develop detailed, long-term
strategies that would be applicable both in positive and negative scenarios. This would
help in this unpredictable scenario that became a global problem. The research is
related to internal communication in the largest media in Northern Macedonia, and due
to the use of qualitative methodology, the results cannot be generalized to the general
population.
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Research has shown that to work successfully and to maintain adequate internal
communication, especially in a situation like this, it is necessary to build trust and to
develop teamwork atmosphere and cooperation, which would foster the feeling of
belonging in enterprises or media organizations. It is important to support cooperation
that leads to work satisfaction even at a time of enormous crisis and uncertainty;
obstacles and problems can thus be overcome through empathy, hope and trust, when
it seems that the future will not be brighter any time soon. This research will be one of
the first to examine internal communication and its importance during the coronavirus
pandemic in the Macedonian media and in preventing the spread of fake news during
this time.
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The purpose of the paper is to analyze the value of different characteristics of
Enterprise Social Networks (ESNs), to determine their perceived value to the ESN
company, as well as their value to the ESN user. Based on the analysis of the most
frequently used ESNs in the world, we have singled out the main characteristics of
ESNs, common to those analyzed.
enterprise social networks; social media; employee engagement; internal
social networks; internal communication.

Many organizations have recognized the great potential of the Enterprise Social
Networks (ESNs) in engaging employees. The concept of the ESN is relatively new
phenomenon which is present for 15 years in the research body of knowledge, and their
dynamics and benefits are not fully yet explored. In the web paradigm, for the
enterprises, social media and social networks enable communication and
collaboration among co-workers and give employees a sense of online community
(Radovanović, Hogan and Lalić, 2015). Also, there is a high need to support
collaboration, communication, and information exchange between employees with the
IT department (Luo, Pan, Wang and Huang, 2019). Employee engagement is a unique
concept which deserves the same theoretical and practical attention as other more
established concepts within the organization. Although the external social networks
are more popular and widely distributed, internal networks are more appropriate for the
communication and connection between the employees in the organization (Ellison,
Gibbs and Weber, 2015). The quality and performance of the external communications
will depend on the internal relations and good communication among the employees
(Leonardi, 2014). Some authors indicate that internal communication satisfaction is
extremely important to highly engaged employees and identified as a prerequisite to
employee engagement (Tkalac Verčič and Pološki Vokić, 2017). Employee
engagement within the enterprise social networks is comprehensive and extensive
concept and it represents the future of internal public relations (Aboelmaged, 2018).
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As a main method, a qualitative research approach is used for gathering the data, aside
by content analysis, web-desktop analysis and interviewing. This paper analyzes the
usage of enterprise social networks which are the most widely used in business
environment. We seeked to determine which enterprise social networks exist in digital
media landscape and which are the most widespread in their use. We conducted openended interviews with ESN companies and ESN users. The ESN users were chosen
according to the lists of clients on the websites of ESN companies.

The main research results refer to evaluation of perceived values of ESNs by two
perspectives – ESN companies and ESN users. Based on the content analysis of ESNs
which are the most frequently used in the world, we have singled out the main
characteristics of ESN, common to most of the analyzed ESN: organization – of team
communication in one place; collaboration – between team members; participation –
seek and share new ideas with real-time feedback; accessibility – an access from
anywhere, at anytime, and from any device, and break down barriers – across locations
and job titles by giving everyone a voice.

We are providing practical and social implications, suggesting that a successful
implementation of ESNs empowers engagement of employees and suggests that ESNs
are the future of internal public relations.

We have shown that ESNs enable improved communication and collaboration among
co-workers and give employees a sense of online community, social interaction and
employee engagement between its users/employees.

1. Aboelmaged, M.G. (2018). Knowledge sharing through enterprise social network (ESN)
systems: motivational drivers and their impact on employees’ productivity. Journal of
Knowledge Management, 22(2), 362-383.
2. Ellison, N.B., Gibbs, J.L., Weber, M. S. (2015). The use of enterprise social network sites for
knowledge sharing in distributed organizations: The role of organizational affordances.
American Behavioral Scientist, 59(1), 103-123.
3. Leonardi, P.M. (2014). Social media, knowledge sharing, and innovation: Toward a theory of
communication visibility. Information systems research, 25(4), 796-816.
4. Luo, J., Pan, X., Wang, S., Huang, Y. (2019). Identifying target audience on enterprise social
network. Industrial Management & Data Systems, 119(1), 111-128.
5. Radovanović, D., Hogan, B., Lalić, D. (2015). Overcoming digital divides in higher education:
Digital literacy beyond Facebook. New media & society, 17(10), 1733-1749.
6. Tkalac Verčič, A., Pološki Vokić, N. (2017). Engaging employees through internal
communication. Public Relations Review, 43(5), 885-893.
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The purpose of this paper is to show the functionality and applicability of the concept
of psychodrama method in communication training sessions for employees. Since
psychodrama is based on psychotherapeutical group work, according to some
fundamental principles was established by Jakov Levi Moreno, an American
psychiatrist of Romanian origin, in the first half of the 20th century. Later on, numerous
practical techniques were developed in non-clinical practice, such as education, human
resources development, social services, in all activities which comprise group or team
work. The methodology of psychodrama is based on the experiential and practical
work. Such experiential research is implemented in communication which is essential
for the functioning of individuals in private and professional environment, so the
results of such research are extremely important for understanding the community
dynamics and principles. A special value of this method lies in its specific
psychodramatic role theory which represents personality theory and teaches us that
the types of roles we play in life are the determining factors for the development and
functioning of a person within a community. Experiential communication training
sessions which were carried out by the author and his associates, are the research
subject of this paper. They have given us an insight into the usefulness and
applicability of the psychodramatic methodology in communication training for
employees.
psychodrama; experiential training; role theory; communication;
communication literacy.

By correlating with the different methods represented in training sessions,
psychodrama is based on its fundamental postulates that correspond to different
approaches such as transactional analysis (Poelje, 2018) and NLP (Knight, 2001), and
to similar research in these areas. The author has participated as a moderator and
implemeter of dramatized communication situations for corporate training sessions,
and later on developed his own methodology after completing a comprehensive
education in psychodrama based on the work of Blatner (2000). Previous research has
also been used as starting point, such as Teaching method of role play in traditional
study process (Števančec, Grubačević Fink and Vojnović, 2018), "The elements of
drama in the function of communicational training for employees" (Vojnović, 2003).
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The author created a research sample of five groups from different companies in which
he conducted experiential psychodrama training. After the training sessions, the author
conducted a qualitative research among the participants in the form of a questionnaire
with open-ended questions as well as the interviews with the senior management. Key
elements of psychodramatic insights have an impact on authentic insights of each
individual, which are different for every person, and this is the key reason for using a
qualitative research method. In the questionaires and interviews were based on similar
questions for each participant in the research.

The main findings and conclusions of this combined research are presented in this
paper. The results indicate the acquisition of specific experiential insights of
employees which are different in quality from the insights reached in other methods.
Here is one of the personal insights of one of our participants in the training sessions
who played different roles: 'Only when I stepped into the role of my senior manager, I
understood his point of view and realized what I should work on personally'. To sum
up, this method is unique and very productive both for personal growth and team
development.

Some of the segments of the research are not verifiable through quantitative analysis,
and this is why a detailed qualitative analysis is applied. In the future, one of the aims
will be to expand research for broader quantitative analysis which will be supported by
a qualitative one as well.

Specific applied modification of psychodrama in groupwork is based on the method of
sociometry and sociodrama. This method measures specific dynamics and
relationships within a certain group and is used as a basis for developing thematic
experiential sociodramatic investigation as central part of the training process for the
employers in teams. Different conclusions which defined the situation within corporate
teams participating in the training sessions were drawn from the specific sociometry
and roleplay activities. The example of smaller groups can indicate the implications
that such a method would have on the wider social community.

The research proves that the method of psychodrama is very useful for the
development of an individual within the business environment, as well as for the
development of their own communication competencies through experiential practice.
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The purpose of this multiple-case design research project was to analyze how internal
corporate education systems within the virtual team impacts staff commitment.
virtual team comitment; human resources; virtual corporate education
system; virtual team development.

The research on virtual team commitment is tracked back to several decades (Powell,
1999), where researchers tackeld the question of how physically separated staff,
working in different timezones, represerenting different cultures relate to the concept
of organizational commitment (Lipnack and Stamps, 1997). The initial definition
offered by Mowday, Porter, and Steers (1982) focused on three dimentions of staff
commitemnt (1) shared vision and values of the organization;(2) readiness to do more
/ work extra for the company; and (3) desire to stay a part of the organization. Later,
researchers Meyer and Allen (1991) expanded definitions of three components of
commitment and designed an Organizational Commitment Questionnare: affective
(emotional bonding and organizational involvement); continuance; and normative
(remaining within the company).
Although a body of empirical research on the virtual team exists, there is a need to
explore how specifically corporate education could help virtual team
managers/leaders better respond to the needs that virtual teams have (Global Human
Capital Trends, 2019).

Research is a multiple-case design study, focused on the two cases of virtual team
building via tailored internal corporate education system based on the “on-the-job
learning” approach, using innovative learning methodology and IT systems within two
international virtual teams. Both cases are examined using multiple data collection
methods: observation, qualitative interviews and quantitative OCQ survey data.
Both start-up organizations were small businesses with up to 10 staff members,
located in different countries, providing services to the global clients around the world.
Majority of the team members worked from home offices, communication is done via
whatsup, skype calls, zooms call, regular phones and MS Teams system. The goal of
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the leaders of both organizations was to apply corporate education in order to address
employment brand issues, leadership issues, internal processes issues within the
organization. The system was designed to unite geographically dispersed team by
creating favorable developmental trainings and learning experiences and improve
commitment of the memebrs to the organization.
Projects were implemented within nine months, results were measured with the help
of OCQ Survey (Organization Commitment Questionaare) (Allen-Mayer, 1991). With the
goal to increase team commitment HR department introduced educational
tool/platform aimed at a) enhancing presentation/communication/content skills of all
team members; b) elisiting practical knowledge/cases from team members about
client work; c) creating team virtual contact experience during the training sessing.
The projects were kicked off with the presentation to the teams by their leaders via
virtual video conference with slides and Q/A session, stressing the importance of
shared team expertise development, based on the best practices sharing/real life
cases from the practical work with clients. Corporate education system was based on
the concept of “expert knowledge team sharing,” where content expertise and practical
knowledge is presented within the team internally, using designated time/online
platform/approach and moderation methods. In both cases, each team member had
an opportunity to selected, prepare and share their professional cases (working with
international clients). Content derived from the staff members; IT system was
implemented with video conference/recording options/topic voting poll/staff forum.
Meetings were conducted in MS Teams Channels and recorded for educational
purposes and future processing by the HR department for on-boarding programs for
newcomers. The goal of the workshops for the team was to help staff member stay
relevant, sharp, focused and in the best shape for international market following top
standards in the industry. The tool was integrated in order to help develop new
competencies listed as “competencies of the future” by World Economic Forum
(Beckford, 2018).

After six month pilot implementation of the program the HR manager evaluated the
skills of each team members during the performance assessment: 1) complex problem
solving in the international business environment – cases with business solutions 2)
creativity within international teams – how difficult cases with international clients
were resolved 3) coordinating with others internally and in the learning set up. After
nine month of the project implementation each team member took part as a presenter
within the corporate education system and received immediate feedback from the HR
department about implementation. Evaluation was conducted by the HR in the form of
reflective sessions, qualitative interviews and quantitative survey (OCQ), assessing the
level of team commitment. Researcher collected key perceptions about educational
system impact on the feeling of belonging and identifying some barriers (technical,
motivational, time management) during the implementation of the corporate learning
system within virtual team.
This HR project enabled to see a holistic perspective of staff opinions and register
evolution of the virtual team commitment within the nine month of project
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implementation. Data from the observation, HR interviews and OCQ Survey provided
insights regarding perceptions of alignment to organizational goals, leadership,
colleagues/collaboration, future intentions and role/job clarity.

Findings were integrated into the annual HR assessments for the virtual team members
to support professional growth of the staff. Leaders of the organizations used the
findings during the annual virtual staff conferences in order to reflect on the uniquness
of the virtual organizations and reconfirm common values and missions.

This project is an original research – case study of two virtual intercultural
organizations.
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In this article we continued our interest in generation Y, Millennials, abbreviated Gen
Y, which members I was teaching from 2015. My students of on line bachelors's
courses Advertising C ampaigns and Creative communication are mostly 25 – 40 years
old, so they have tipical characteristics od Gen Y. As I has described in my former
article Generation Y: Creative, Innovative, Dynamic (2018), they are creative and
innovative. There existed even a proved connection between creativity and readiness
to innovate or share innovations. Members of Gen Y are used of networking and willing
to share adopted innovations with interpersonal relations, especially on social
networks.
persona; real-life data; Gen Y; creativity; trends; innovations; marketing.

In this article we went one step futher. We were interested how Millennials would
behave if they were offered a possibility to create some business projects themselves.
Since we had five years of experience, observation and communication with Gen Y,
we rated them as creative and ambitious people, who wanted to get higher in their
career. They loved challenges and practical seminars' tasks in which they could
produce and promote real business projects.

First we decided to verify the statement of their creativity. We used methodology of
international survey, which was used by on line InSites' researchers. Because our
survey was not obligatory, we got answers just from 14 students (20 to 40 years in
my bachelors' Creative Communication course 2018). But the results were
significantly different from international survey.
On international scale the winning response for the question: What creativity means for
Millennials? was: Inovating something new (26 %) but my students has different
priority: for them creativiy in a first place ment: Original/Different/ Unique (64,28 %).
Maybe we should attribute this difference to the fact that In the Bloomberg Innovation
Index 2020, measured by the United States Bloomberg Agency, Slovenia took 21st
place. Maybe innovation in Slovenia was not enough promoted, so Gen Y, who are used
to social networks, prefered something original, unique and different from average.
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Our second step in methodology was to include students' personality into their
seminar's business case. In model of dinamic communications , which we used in our
teaching contents, the first phase is to create persona, pen and visual profile of first
user of new product or service. Persona, who is individual, not group, is the key for
creative strategy, slogan and texts of advertisign campaign and also for viral promotion
on social networks.

In june 2020 our students of Advertising Campaings were chalenged by brief from
Doba Faculty. DOBA was interested that her students would prepare advertising
campaing to promote on line study. And since they knew all about advantages and
shortcomings of online learning, we recommended that they designed persona on
charasteristics of one of their team mates, on real-life data. Students loved the idea
since it had added value for them.

Stimulating role method was very effective. The results of this case study were usefull
inovations in promoting on line study of DOBA Faculty. So with this method we could
turn business models into reality and make them interesting and worth to buy from
modern cosumers. Thers is no limitations, if you are happy enough to teach the “role
target group”.
The research should be done at all online slovene Univerisities to get more credible
results.

The conclusion it that Gen Y are not just creative and innovative, but they are also
great consumers, personas, who knew what they wanted. Millennials could be the key
actors, key consumers, which could stimulate new business models which were
efficient AND – at the same time consumer and not company oriented. But there is
some problem: if students do not get a brief for a product or service, which they love,
which is original, different and unique, they did not do it well. They were eligible to
participate in promotion of product/service, which has added value for them.

Our practical implication is, that a smart company/business/entrepreneur/ creative
industry should involve Millennialls as their key persona in preparation of their
advertising campaigns, especially on social networks with its interpersonal relations.
This solution could strengten and empower their link with consumers and increase
their profits.
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Could stereotypes that older workers lack sufficient information and communication
technology (ICT) knowledge and skills be a factor when deciding about the recruitment
of older workers? Age-based discrimination at work, recruitment of older workers, and
stereotypes about lack of ICT knowledge of older workers can be some of the
challenges that smart companies can address and take measures to prevent.
The main goal of this paper is helping to change perspectives on ageing and
determining whether the older working population is skilled enough for digital
transformation as well as helping human resources department, managers and
decision-makers to understand the potential of workers above 45.
In this paper, we attempt to determine the level of development of Slovenian digital
society and the digital skills of the 45+ population. We will present how the EU,
Australia, and the USA are dealing with the same issue.
skilled working population; ageism; age discrimination; digitalisation;
active work age.

Ageing of the population is affecting European societies and economies. There is also
an evident lack of skilled workers in many areas of production. However, as the
research: New Perspectives on a Longer Working Life in Croatia and Slovenia, from
2008, showed, older workers were participating less in the labour market. The research
also pointed out that there was almost no new employment for workers in age from 50
to 64 years. It can be an opportunity if we recognise the potential of people that is not
recognised because of various reasons.

Our case study is built based on the content analysis of secondary data, a review of
the relevant literature of local and foreign authors and an analysis of some
demographical data. Secondary information, such as the results of earlier studies and
regional and global government websites were used for data results comparison. The
methodology of description, comparison, synthesis, and analysis were used.
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We will address managers, HR departments, recruiters and decision-makers, to help
them be aware that their stereotypes can mislead them when hiring new employees
and we will present the obstacles and challenges from all over the world in this area of
research. Coping with demographic change in labour markets, can be supported with
more knowledge about the older work population.

The use of secondary data for analysis can be a limitation for this research.

Better recognition and knowledge about the older working population can help
organisations to change challenges into opportunities. The challenge of the lack of
skilled workers, which is becoming a great obstacle for productivity, can be addressed
with the correct measures, which will also help to postpone the age of leaving the
labour market. With cases of best practices, we will show examples of how to have
more skilled people employed after the age of 45. The guidelines are intended for
management and HR departments, whose primary concern is to have a skilled working
population.

The study contributes to the theory and practice of age management and points out
the less-researched fact that discrimination towards older people can start with
recruitment. The paper contributes to the literature of older workforce competitiveness
by examining the data on digitalisation and the value system of the older working
population. It helps organisations to recognise the potential of older workers that are
already employees of or are potential new employees.
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Scholarly interest for family businesses and succession has been increasing and while
the question of their sustainability is of high importance for the national economies
(family firms represent 83% of all firms in Slovenia (Antončič et. al., 2015) we decided
to explore the new business models of smaller family firms (FFs) in Slovenia related to
introduction of corporate social responsibility (CSR) into their daily practice. Based on
the findings of various empirical studies on CSR in family firms, we assume that CSR
in family firms contributes to the trust of stakeholders in the company and enables the
company to maintain favorable relationships with them. A pro-active approach to CSR
in smaller FFs includes a strong presence and significant roots in the community, longterm orientation, greater respect and positive treatment of employees, respect for
family values and trust in relationships with suppliers and customers.
RQ: How is CSR integrated into the business models of smaller family businesses in
Slovenia?
family business; corporate social responsibility; CSR business models;
Slovenia.

The design of a firm's business model has been identified according to Morris et.al.
(2005) as a source of competitive advantage, and according to Amit and Zott (2010)
as a driver of firm's performance. According to previous research (Johnson et al.,
2008) business model innovation involves the firm’s value proposition, target
customers, product and service offering, resources, revenue model, cost structure,
processes, rules and norms.
The CSR approach has over 50 years of history and according to Carroll and Buchholtz
(2003) became a global concern and also reality in the companies' life (Du et.al., 2013).
Szegedi (2014) defines the main focuses of CSR as: focus on environmental and social
interrelationships, focus on stakeholders’ approach, focus on ethical behavior, focus
on volunteering. In practice in the majority of companies CSR takes a form of charitable
activities, without a profit-making goal.
A few companies restructure their business model or develop new company forms
(Rangan, Chase and Karim, 2015). Within the elements of a business model, such as
e.g. value proposition, there is enough space to integrate CSR model according to
which companies do both in an integrated manner: they conduct profitable business
while simultaneously act responsibly, not only vis-a-vis their immediate social and
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physical environment, but actually because they conduct their business in a
responsible way by not creating socio-economic imbalances (Mashelkar, 2018; Cizelj,
Fošner and Letonja, 2019).

The target group of our research are smaller FFs, employing between 10 and 249
people, in Slovenia. We defined a family firm as a business where the owner considers
the firm as a FF. Therefore, we first asked the owners, if they consider their firm a FF.
We conducted a qualitative, case study research based on personal interviews with
help of semi-structured questions which according to Yin (2003) is a sensible approach
due to the explanatory nature of the research.
We have interviewed 100 smaller FFs from different Slovenian regions and from
different industrial sectors. Only hand written minutes were taken and the replies were
transcribed immediately after the interview. Than we selected 24 most representative
smaller FFs (structured with regard to their size, region and industry) which understand
that integrating CSR principles in their business models will be on a long run rewarded
by their stakeholders.

The way CSR is integrated into the business models of smaller FFs in Slovenia was
checked with help of the specific research questions. Our research has shown that CSR
in smaller FFs contributes to the trust of stakeholders in the company and enables the
company to maintain favorable relationships with them and that a pro-active approach
to CSR in FFs involves a strong presence and significant roots in the community, longterm orientation, greater respect and positive treatment of employees, respect for
family values and trust in relationships with suppliers and customers. The importance
of CSR in smaller FFs is growing. In a long run they will benefit from it.

An important limitation of the research is that the results of the research can’t be
generalized to any population of companies, as they are limited to smaller FFs. The
study was conducted on a sample of 100 smaller FFs and only 24 smaller FFs are
presented and analyzed in this paper.

The findings of the research are useful for family entrepreneurs and other
stakeholders, as well for future economic policy, as application of CSR principles in
companies co-creates closer personal relationships between the founders, managers,
strategic partners, it contributes to building trust and raises awareness that CSR is not
against making profits, it is against profits being made by manipulation of consumers
and other business partners through dishonest business practices and fake
information.
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This paper presents a valuable contribution to the theory of the firm (CSR) and
entrepreneurship theory; therefore, the results could be used for a further scientific
research as also for practical implications.
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In the modern business world, an effective competitive advantage over other
competitors in the market is extremely important for a company. Stable and long-term
relationships with all business stakeholders who trust the company when they
cooperate are important. In order for a company to gain their trust, it must act socially
responsible. Integrating and building socially responsible business operations is easier
to design in family than non-FFs. We assume that FFs (FFs), due to the incorporation
of family values into the everyday life of their business, understand social
responsibility as a moral obligation, while being aware that socially responsible
behaviour will be rewarded by customers and will contribute to strengthening the firm's
competitive position in the market.
RQ: Do the smaller FFs in Slovenia understand social responsibility as a moral
obligation?
corporate social responsibility; family firm; trust of stakeholders; moral;
Slovenia.

Opinions on why so many successful companies in the world are family-run vary.
Vadnjal (2018) believes that FFs are “a combination of two incompatible systems rational business and emotional family. The optimal mix of the two, however, provides
FFs with an advantage that other firms cannot achieve.” Antončič et al. (2015, p. 18)
argue that due to the presence of family values, the business operations of FFs often
include: »... the desire to preserve one's public image and protect the family's
reputation. As a result, FFs are probably more aware of citizenship and corporate social
responsibility than non-FFs. The combination of aspects of corporate social
responsibility (economic benefits, consistency of ethical and legal expectations,
involvement in humanitarian activities and the community) can help explain the
behavior and relationships of FFs with different stakeholders." Some authors believe
(McIntosh et al. 1998, p. 47) that in the future, only those companies that focus less
on financial criteria will maintain their competitive success and instead they will
include all relations with stakeholders and more non-financial criteria in their
operations as a measure of business performance - not least social responsibility.
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12 FFs were included in our research. We focused on smaller FFs (employing 10 to 249
employees) in Slovenia - those companies in which the founders or one of their family
members (successors) employed in the company declared that they are 'family firm'.
The criterion for selecting FFs in the sample is their information on topics such as
social responsibility, moral obligation, and family entrepreneurship. FFs come from 5
different statistical regions of Slovenia. They created between EUR 2.7 million and EUR
42 million in net turnover, 3 FFs are from trade services and 9 from manufacturing
industry. We conducted a qualitative, case study research (Yin, 2003) based on
personal interviews with help of 20 semi-structured specific questions to measure
strength of moral reflections in FFs to determine the degree and manner of integration
of social responsibility into their business operations. Model of variables includes
moral obligations, requests, and satisfaction of stakeholders (local community,
customers, employees, suppliers, investors/partners). We used the inductive analysis
of interviews.

All FFs in the sample achieved more than 70% of moral reflection to measure Social
Responsibility. The FFs performed best according to the variable C - customers [98%],
good according to the variables E - employees [74%] and S - suppliers [76%], and slightly
worse according to the variables P - partners [64%] and LC - local community [63%].
Together, the FFs in the survey accounted for 75% of total social responsibility, mainly
at the expense of the high variable C. The entire sample of FFs had extremely highquality products, good information about the offer and strong pre-and after-sales
services. There is still room for the development of socially responsible business
operations, especially in the LC segment. Slightly more they could involve the LC in
promoting their business and their own brands. Greater involvement in the otherwise
expensive infrastructure projects of LC is also possible. Based on the findings of our
research we can say that FFs understand social responsibility as a moral obligation.

An important limitation of the research is that the results can’t be generalized to any
population of companies, as they are limited to smaller FFs in Slovenia (12) and the
sample covers 5 statistical regions out of 12. The research focused on a moral
obligation of FFs to act socially responsible to ensure the satisfaction of all
stakeholders of the company, by translating their demands into their satisfaction. The
research did not go into a discussion of what the demands of the stakeholders actually
are, nor whether their satisfaction is really guaranteed. It was only assumed that this
was the case - given the need for longevity.

The findings of the research are useful for family entrepreneurs and other
stakeholders, as well for future economic policy. Application of social responsibility in
FFs contributes to promotion of LCs, to higher ecological awareness, safety of their
employees, employment of skilled professionals and building good and stable
relationships with suppliers.
REVIEWED EXTENDED ABSTRACTS OF THE 10TH INTERNATIONAL SCIENTIFIC CONFERENCE OF DOBA BUSINESS SCHOOL

THE FUTURE OF GLOBAL BUSINESS AND MARKETING: HOW WILL SMART COMPANIES DEAL WITH CHALLENGES AND OPPORTUNITIES?

This paper presents a valuable contribution to the theory of the firm (social
responsibility) and entrepreneurship theory; therefore, the results could be used for a
further scientific research as also for practical implications.
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The purpose of the paper is to identify gaps in digital competences of vulnerable
groups from the perspective of supporting institutions in the Slovenian labor market.
Primary research was done within the labur market supporting institutions in Slovenia
in order to identify existing needs, supporting measures and good practices related to
digital competencies of vulnerable groups in integrating into the labor market. In this
paper needs and gaps in digital competences of vulnerable groups will be presented.
Matrix of digital competences needs as one of the results of the primary researc will
serve as a starting point for developing a model with measures that can increase the
employability of vulnerable groups in the labor market.
digital competence; vulnerable groups; employability; labor market.

Digital technologies are used in many sectors such as healthcare, education, transport,
retail, energy, automatics, logistics, teaching and the information and communications
technology industry. Therefore, the demand for information and communications
technology specialists is growing fast. According to European Commission (2017a) 9
out of 10 jobs in the future will require digital skills. At the same time, 169 million
Europeans between 16 and 74 years – 44% – do not have basic digital skills (European
Commission, 2017a).
The lack of digital competencies in integrating into the labor market is a major obstacle
to the further process of technological modernization of companies and thus the
economic development of the country. Further, digital illiteracy is also an obstacle to
economic growth, employment, and individual development (Digital Slovenia 2020 Strategy for the Development of the Information Society until 2020).
The European Commission has found that two-fifths of the EU workforce lacks digital
competences (European Union, 2017). It should be emphasized that digitalisation has
a major impact on socially vulnerable groups such as the long-term unemployed, the
young unemployed, individuals with a low level of education and the elderly. To improve
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this situation, the development of digital skills for the EU workforce is essential.
Reducing the mismatch between available skills and the needs for the digital
transformation of the economy has been a key priority at EU level over the last decade
(European Union, 2017).
The difference between the use and need for digital competences widens the digital
divide or gap, indicating that people with certain demographic and socio-economic
characteristics are at a disadvantage compared to accessing and using the Internet
compared to other groups (van Deursen and Helsper, 2015; Delello and McWhorter,
2017). In fact, the constant development of ICT brings with it the need for people to
acquire ever higher levels of digital literacy in order to maintain their sense of inclusion.
Digital literacy is a set of skills related to the use of ICT that must be developed by
each individual in order to function in the digital society (Friemel, 2016). Thus, we can
say that digital competence is a fundamental element of the development of every
individual, as it enables his integration into today's society in a more participatory way.
A study by Oxford University (European Commission, 2017b) highlighted two important
effects that digital development has on the labor market. First, growing wage
inequalities between skilled and unskilled workers. Second, almost all European labor
markets have experienced job polarization, indicating the disappearance of the routine
work of low-skilled workers.
Research shows that active labor market policies are increasingly diverse, and their
effectiveness depends on a tailored approach to individual needs. Among active labor
market policies, job search assistance and training programs are the most effective
measures, the former helping jobseekers finding and maintaining employment, and the
latter by improving the skills of vulnerable target groups (European Commission,
2017b).

The analysis of support institutions in Slovenia was made on the basis of in-depth
interviews conducted with a representative in a sample of selected support institutions
in Slovenia. Authors wanted to gain an in-depth understanding of the research problem
with the answers. The questions were open-ended and followed a certain previous
framework and schedule. After the interviews, aithors prepared transcripts, coded the
data accordingly and processed them accordingly. The end result of the qualitative
analysis was a report with guidelines for improvement and suggestions for further
research.

In the framework of qualitative research, it was found that there is a large gap in digital
competences of vulnerable groups. 53 % Slovenian people between 16 and 74 years
do not have basic digital skills. Some support institutions have taken certain measures
in connection with achieving the standard of digital competence, but there is no
systematic work with the mentioned target groups and reducing the lack of digital
competences. Therefore, authors made proposals for improving the situation and
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reducing the vulnerability of vulnerable groups and increasing the possibility of their
employment in the labor market.

Limitation of research represents a limited number of interviews carried out in the
supporting institutions. Generally, measures taken in order to raise the employability
are mainly focused on the whole population and rarely on the vulnerable groups,
therefore more research and measures should be done also for vulnerable groups.

Practical and social implications of the paper can bee seen from the result of the
analysis that will show the needs and gaps in digital competences of vulnerable groups
in the Slovenian labour market.

Originality of the paper lies in the primary research that was done in order to get the
insight into needs and gaps in digital skills of vulnerable groups.
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