AGRICULTURAL UNIVERSITY - PLOVDIV
FACULTY OF ECONOMICS

v/
W

Vladan (Dusan) Cogoljevic

THE IMPACT OF PERSONAL SELLING STRATEGY ON THE DEVELOPMENT OF SERBIAN AGRICULTURE AND FOOD
INDUSTRY

Author's summery
of dissertation for awarding the educational and scientific degree "doctor" in the scientific field

"Organization and Management"

Plovdiv, 2020



AGRICULTURAL UNIVERSITY - PLOVDIV
FACULTY OF ECONOMICS

Vladan (Dusan) Cogoljevic

THE IMPACT OF PERSONAL SELLING STRATEGY ON THE DEVELOPMENT OF SERBIAN AGRICULTURE AND FOOD
INDUSTRY

Author's summery
of dissertation for awarding the educational and scientific degree "doctor" in the scientific field

"Organization and Management"

Tutor: Associate Prof. Dr. Teodor Radev

Reviewers:

Plovdiv, 2020



INTRODUCTION

Predictions of annual growth in world consumption of agricultural and food products by 2050
indicate that it could be around 1.1%. The main factors that generate growth in demand for agricultural
and food products are population growth as well as average income growth, especially in developing
countries. Although global population growth is projected to slow, the trend of rapid population growth
is expected to continue in some parts of the world, especially in the African continent where they have
not yet had adequate nutrition, and the scarcity of available resources for agricultural production (land,
water) is becoming more and more pronounced than before. It is estimated that, globally, food products
account for 10% of total US $ 5,000 billion in consumption, and that approximately 40% of the total
number of employees are engaged in their realization. The latest environmental studies indicate that the
food and agriculture sectors also have a significant impact on the environment (especially in terms of
greenhouse gas emissions).

In such a situation, the matter of production in the agriculture and food (human nutrition) sectors
comes to the fore. Agriculture and the food industry are becoming a relevant factor. Therefore, research
in agriculture and the food industry is gaining in importance.

In the Republic of Serbia, more than 630,000 agricultural households are involved in the sale of
agricultural products, while almost 4,000 companies operate in the food industry, employing over 70,000
employees. At the same time, the agriculture and food sectors need a number of inputs, which again
represent a significant market for other industries, such as machinery and lumber, plastics and rubber,
glass manufacturing, construction and the like. In addition, the agriculture and food industry, as a
supplier of food products, has a direct impact on the wholesale and retail sector, tourism, room and board
services, while for the textile, chemical and pharmaceutical industries it represents a significant buyer
and supplier. Thus, the agriculture and food industry in the Republic of Serbia are not only of great
economic but also of social importance.

Hence, this thesis aims to shed light on some matters concerning the agriculture and food sectors
in the Republic of Serbia from the strategic aspect of personal selling. In this sense, the research starts
from the assumption that the personal selling strategy has (or may have) an impact on the improvement
of the development of the agriculture and food industry of the Republic of Serbia. In this way, a well-
crafted sales strategy becomes a generator of economic progress.

The aforementioned research is described in more detail below.

The subject of the research

Strategic marketing is a modern marketing management approach, which implies a continuous
process of market adaptation, and is implemented as an active implementation of the following key
marketing activities:

— analysis of environmental factors,
— analysis of strengths and weaknesses of companies,
— planning marketing activities,
— defining marketing strategies,
— implementing strategies, and
— control and review of marketing results,
and directing and guiding thereof toward marketing goals or changes in the environment.

For the agriculture and food industry in Serbia, when it comes to marketing strategies, the
strategy of personal selling is especially relevant, and thus a dedication to the research into its impact
on the development of the agriculture and food industry of Serbia is significant. This implies that the
business entities of the agriculture and food industry of Serbia shall be subject to analysis from two
viewpoints, namely:



— from the viewpoint of marketing ways in which the agriculture and food industry
companies of Serbia can improve their business through their strategic positioning in the market and
towards the customers through personal sale, so that they can gain certain comparative advantages over
competitors,

— from the viewpoint of considering whether (and to what extent) repositioning towards
personal sale can (and to what extent) have any effect on the development of the agriculture and food
industry of Serbia itself.

The objective of the research

Doctoral thesis research is a meticulous and analytical approach conducted on two economic
hierarchical levels — the national macroeconomic level and the strategic level of the business entity.
From the national macroeconomic level, the research examines the problems of the economy of the
agriculture and food industry within the Republic of Serbia. The strategic level of the business entity
examines the sales strategies and marketing mix as well as the contemporary understanding of the use
of personal selling as an immanent part of integral marketing communications, including their influence
on the development of the said sector. Based on the research presented in this way, the objective of the
research can be defined.

The objective of the research within this doctoral thesis could be summarized as follows:

— to determine, from an economic standpoint, the place, role, scope and importance of the
agriculture and food industry in the Serbian economy,

— to determine, from a strategic standpoint (mission, goals, strategy, tasks), the personal
selling of legal entities from the agriculture and food industry of Serbia,

— to theoretically and practically investigate what kind of an impact (qualitatively and
quantitatively) the personal selling strategy has (or may have) on improving the development of the
agriculture and food industry of Serbia.

The agriculture and food industry of Serbia is of particular importance for the Serbian economy,
since it represents one of the generators of economic development of the Republic of Serbia, from which
it follows that the objective of the research can be classified as both scientific and socio-economic.

The scientific objective of the research is primarily focused on the systematization of economic
knowledge in the agriculture and food industry of Serbia and the establishment of models of the impact
of personal selling of business entities in the agriculture and food industry of Serbia on its development.

The socio-economic objective of the research is aimed at identifying relevant factors that, from
a marketing standpoint of personal selling, can enhance the business of companies in the aforementioned
agriculture and food industry of Serbia.

General hypothesis

The general hypothesis (Ho) of research within this thesis can be determined by the following
statement.

Personal selling strategy is a marketing strategy that has a dominant influence on the
development of the agriculture and food industry of Serbia, which is reflected in the intensification of
economic activities, primarily in the following areas of business of the said industry, namely:

— increasing sales of agricultural and food products,
— increasing innovation in the sector,

— improving business efficiency.



Special hypotheses

Special hypotheses, derived from the aforementioned general hypothesis (Ho) of the doctoral
thesis, could be summarized through the six following statements, namely:

Hi: The key challenge of current business entities in the agriculture and food industry of Serbia
is the lack of implementation of effective and penetrating personal selling strategies.

H,: Implementation of personal selling strategies by a business entity in the agriculture and food
sector of Serbia may lead to an increase in its economic activities.

H;: Digital technologies do not significantly change the strategy of personal selling of Serbian
agriculture and food industry companies.

Ha: A personal selling strategy defines how companies must communicate with their target
customers.

Hs: Organizational structure of the sales function of Serbian agriculture and food industry
companies has no significant influence on the change of personal selling strategy.

He: The sales process is becoming more complex and requires companies to have a thorough
knowledge of sales skills and techniques.

Scientific research methods

In the realization of this thesis, several different scientific research methods, applied in the social
sciences, have been applied, of which the following could be singled out, namely:

The method of theoretical desk top research (desk research), where research is based on literary
sources such as:

— scientific sources (monographs, scientific and professional publications, in paper or
electronic form, etc.),

— Internet sources (search of relevant data from reports and studies of various expert state
bodies),

— national sources (such as statistical reports and newsletters of relevant ministries,
institutes, national agencies, etc.)

has been applied in the research of the state of agriculture and food industry in the world and Serbia.

Empirical research methods, based on field research that collect relevant data (via face-to-face
communication, email, telephone, etc.)

Mathematical statistics methods used for the design and processing of empirical research results
were used:

— to select a statistically relevant sample of selected respondents (agriculture and food
industry companies in Serbia).

— to design a questionnaire that served to operationalize empirical research.

— for descriptive statistics for averaging values, displaying and grouping data, and for
generalizing results.

— as statistical tools of EXCEL.

Logical reasoning methods, which include implications, inductive and deductive reasoning,
were used to compare the subject of research, identify research features, identify functional connections
and the impact of personal selling marketing strategy on the development of the Serbian agriculture and
food industry, in discussing results, and concluding considerations.

The historical method was used to determine and present historical facts and data.



Methods of analysis, comparative analysis and synthesis were applied to discuss and compare
the subject of research, to identify its characteristics, and to compare historical data.

The descriptive method was used to present the research results.

The analogy method was used to prove hypotheses, draw conclusions, and discuss the results
obtained.

The thesis structure
The content of the thesis is structured into eight sections, which are presented and briefly
explained below.

The first part, i.e. the Introductory Considerations chapter, points to the relevance of the
research, briefly presents the research concept, that is, the research subject, objective, hypotheses
(general and special), as well as the methodology of scientific research and the thesis structure or
summary.

In the second part, that is, in the chapter Economics of the agriculture and food industry of
Serbia, the economics of agriculture and the food industry in the world is first discussed. Then the focus
turns to the economy of the agriculture and food industry in Serbia. In that sense, first comes a brief
review of the historical development of agriculture in Serbia, followed by the domain of research, that
is, the sector of agriculture and food industry of Serbia, from the standpoint of definition, as well as
from the legal, strategic and institutional points of view. Finally, the situation in the agriculture and food
industry of Serbia is discussed and the results of a theoretical (desk-top) study of key economic
indicators of the agriculture and food industry of Serbia are presented.

In the third part, within the chapter Sales strategies and marketing mix of companies, the focus
of the research is now on marketing. In this regard, sales strategies are first considered, i.e. the strategy
is considered as a phenomenon, and then a special consideration is given to sales strategies. Then, within
the marketing mix, the strategies of the business entities indicate the specifics of the marketing
communication system and the marketing mix in the function of the sales strategy of the business entities
from the said sector. Finally, this chapter points to the direction in which the business entity in the
mentioned sector should focus its future marketing and sales efforts.

The fourth part, that is, the chapter Personal selling of companies of the agriculture and food
industry of Serbia, discusses in detail and from various aspects the personal selling of business entities
and the way they should communicate with their target customers, as well as modern ways of
communication (digital marketing), including ways to promote personal selling.

In the fifth part, that is, in the chapter Empirical research of the impact of personal selling
strategy on the development of agriculture and food industry in the Moravica District of the Republic of
Serbia, an impact model is built in order to establish the relationship between personal selling strategy
on the one hand and the development of the agriculture and food industry of Serbia on the other hand.
In this regard, the design of the empirical research is briefly presented first. After that, the results of the
empirical research are presented, including a discussion of the results. Finally, an impact model of the
personal selling strategy on the development of the agriculture and food industry of Serbia is built.

In the sixth part, that is, in the Concluding observations, the research results are briefly
summarized, the author's opinion on whether and to what extent the hypotheses introduced were
confirmed is presented, the author’s own assessment of the scientific contribution of the thesis is given,
as well as possibilities for further research in this field.

In the seventh part, that is, in the Literature chapter, the references used in the thesis are
presented.

The eighth part, that is, in the Appendixes chapter, presents the original supporting materials
derived from the previous research, such as a created empirical research questionnaire and other relevant
documents.

Content of the thesis
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EMPIRICAL RESEARCH DESIGN

Research methodology

The methodology of empirical research applied within this doctoral thesis is a statistical method
based on a subjective approach to identifying and measuring relevant status indicators by collecting data
on a representative sample of respondents from agricultural holdings and food companies, through a
pre-designed questionnaire, covering relevant areas of empirical research. Respondents are represented
by one representative of agricultural holdings and food companies, both for sales and marketing
managers, or, where this is not possible - competent agents.

The applied methodology of empirical research based on mathematical statistics, in accordance
with (Suzi¢ N, 2007), includes the following practical steps, namely:

— defining the questionnaire,

— determining a representative sample of respondents,
— collecting data from respondents,

— statistical data processing,

— statistical analysis.

The practical steps of the research will be discussed in more detail below.
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Defining the questionnaire

The basis of the empirical research model is a tool used for field-based data collection of respondents
from agricultural holdings and food companies in the form of a survey. In this regard, a special Research
Questionnaire was created for the purpose of this empirical research, which is presented in Annex 2 of
this doctoral thesis.

The questionnaire integrates relevant areas of empirical research, dimensions, and variables.
The relevant research areas are as follows:

— Identification profile of the food company (FC) and agricultural household (AH),
— Business profile of the business entity / agricultural household,

— Marketing profile of the business entity / agricultural household,

— Strategic profile of the business entity / agricultural household.

The structure of the Questionnaire in terms of research areas, dimensions and variables (number,
type) is shown in Table 1.

Table 1 Structure of the Research Questionnaire /Source: Author/

Research areas Dimensions Variables
No. Type
food company (FC) 9 Descriptive
\dentification profile agricultural household natural entity (AHNE) 11 Descriptive
agricultural household legal entity, entrepreneur I
(AHLE) 10 Descriptive
applied technology in manufacturing 4 Yes/No
Business profile of | available technical resources 6 Yes/No
the business entity . . 0
/ agricultural structure of supply of inputs for production 5 %
household structure of people engaged in the business 5 %
average annual income 1 RSD
structure of the production program 7 %
structure of marketing activities 7 %
approach to communication with customers 2 Likert scale (0-9)
applied product marketing and promotion 8 Likert scale (0-9)
Marketing profile the way of selling products to customers 3 Likert scale (0-9)
of the business sales channel structure 8 Yes/No
entity / agricultural . .
household the way of promoting product sales 3 Likert scale (0-9)
creating the public image of the company 1 Likert scale (0-9)
|rr'1plem<?nt|‘n‘g a direct personalized relationship 1 Likert scale (0-9)
with an individual customer
application of modern IT for advertising 6 Likert scale (0-9)
structure of quality control and food safety 1 Likert scale (0-9)
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application of the Newsletter 5 Likert scale (0-9)
ideal customer profile 1 Yes/No
conducting a SWOT analysis 1 Yes/No
defined strategic determinants 3 Likert scale (0-9)
the way of penetrating new markets 6 Likert scale (0-9)
the way of increasing economic activity 6 Likert scale (0-9)
the |mpaf:t of digital technologles on 1 Likert scale (0-9)
communications marketing

Strategl'c profile gf the |mpaFt of the direct form of market!ng . 1 Likert scale (0-9)

the business entity | communication on the way of communication

/ agricultural . oL

h f | h

household the impact o organ!zatlona structure on the 1 Likert scale (0-9)
way of communication
the @pact of knowledge of sales skills and 1 Likert scale (0-9)
techniques
sales skills and techniques of employees 1 Likert scale (0-9)
knowledge of employee languages 4 Likert scale (0-9)
training employees in sales or marketing 1 Likert scale (1-4)
factors on which the success of the sales 16 Likert scale (0-9)
function depends

Total | 146

Determining of a representative sample of respondents

Sample location

For the empirical research of the agriculture and food sectors, the Moravica Administrative
District of the Republic of Serbia was selected.

From the state administration standpoint, the Republic of Serbia is divided into 29
administrative districts, Table 2.

Table 2. Administrative districts in the Republic of Serbia /Source: (UORS, 2019)/

Administrative districts of the Republic of Serbia

North Backa District

16.

Zlatibor District

Central Banat District

17.

Moravica District

North Banat District

18.

Raska District

South Banat District

19.

Rasina District

South Backa District

20.

Nisava District

Srem District

21.

Toplica District

West Backa District

22.

Pirot District

Macva District

23.

Jablanica District

o R e B IS N A Ea e A

Kolubara District

24.

Pcinja District




10. Podunavlje District 25. Kosovo District

11. Branicevo District 26. Pec District

12. §umadija District 27. Prizren District

13. Pomoravlje District 28. Kosovska Mitrovica District

14. Bor District 29. Kosovo-Pomoravlje District

15. Zajecar District

Moravica District, covers the area of Ca¢ak and Gornji Milanovac, Ludani and Ivanjica
municipalities. It covers an area of about 3016 km? and, according to the 2011 census, had a total
population of 212,000.

Moravica District has a favorable economic structure, developed private entrepreneurship and
a high level of payment operations. There are over 2000 companies and more than 6000 entrepreneurial
businesses in the district, with over 50,000 employees.

This district has developed transport infrastructure, agriculture, interesting tourist offer, higher
educational institutions, favorable climate and ecological activities for the production of healthy food
and good human resources (MUO , 2019).

Table 3 Moravica District General Data for 2017 /Source: (ORRS, 2018)/

Population?,
data :
Region L No.of |June 30,2017 Cadastral Registered Local
o Area L local .
District , | settlement er | Municipalitie ... | offices
: L , km P 1 communitie 3
City — municipality S 1 S 3
total S
km
2
REPUBLIC OF 8849 702085
SERBIA 9 6158 8 5822 4120 1134
Moravica District 3016 206 | 202026 | 67 194 177 61
17
Cacak 636 58| 111075| 5 57 69 30
Gornji
Milanovac 63 41872 | 50 61 51 23
Ivanjica 1090 49 30161 | 28 42 19 -
Lucani 454 36 18918 | 42 34 38 8
Note:
Y Data were taken from the Republic Geodetic Authority.
2 Estimate.
3 Data are taken from the Statistical registers as of December 31, 2017.

In the structure of the population in terms of education in the Moravica District, Chart 5.1,
secondary professional qualification SPQ (42%) dominates, followed by lower professional
qualification LPQ (25%), then higher professional qualification HPQ (8%), unskilled workers UW (6%),
and Other (19%).
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Chart .1 Structure of education of the population in Moravica district in % /Source: (SEA, 2015)/

From the standpoint of the contribution of municipalities and cities to the gross value added in
the Moravica District, Chart 2, the largest share is in Cacak (50%), then in Gornji Milanovac (32%),
while Ivanjica and Lucani have 9% each.

= Caak = Gornji Milanovac = Ivanjica = Lu¢ane

Chart 5.2 GVA contribution structure for municipalities and cities in the Moravica District in %
/Source: (SEA, 2015)/

From the standpoint of the technological level of industry in the Moravica District, Chart 3,
most of the companies belong to the Medium-tech sector (47%), then Low-tech/food industry (24%),
Low-tech/other manufacturing, and lastly High-tech companies (12%).



= Hihg-tech

= Medium

= Low-tech/prehrambena
industrija

Low-tech/ostala preradivacka
industrija

Chart 3 Technological level of industry in Moravica District in % /Source: (SEA, 2015)/

When it comes to economic income by activity in Moravica District, chart 4, the situation is as
follows: 33% Manufacturing industry (sector G), 21% Agriculture (sector A), 19% Energy production
and supply (sector D), 9% Mining and quarrying (sector B), 5% Construction (sector D), 3% Healthcare
and social work (sector U) and Other utility, social and personal services (sector M), 2% Fisheries (sector
B) and Real estate and renting (sector I), 1% Traffic and supplies and connections (sector Z).

= Poljoprivreda (sector A)

= Ribrastvo (sector B)

= Vadenje rude | kamena
(Sektor B)

Preradivacka industrija
(sector G)

Chart 4 Structure of economic income by activities in Moravica District in % /Source: (SEA, 2015)/

Within the GVA of manufacturing industry in the Moravica District, Chart 5, the most
represented are food, beverages, tobacco (24%), then metal industry products (18%), chemical industry
products (16%), rubber and plastic products (9), while all others are represented by 33%.
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Chart 5 Structure of GVA of manufacturing industry in Moravica District in % /Source: (SEA, 2015)/

In 2018, the farmers in Moravica District had a total of 109360 hectares of agricultural land, on
which there were 28078 agricultural holdings, with 65978 annual work units, Table 4.

Table 4 Land, livestock, labor and standard value of farm production according to legal status
and size of utilized agricultural land for Moravica District /Source: (RZS U4, 2019)

2018

Economic
Agricultural Holdines Livestock Annual size of the

Territory | Legal status land utilized [numbegr] units work unit holding

[Hectare] [number] | [number] [EUR

million]
Total 3475894 564541 | 1933840 645733.12 4861
REPUBLIC | family household 2916125 562895 | 1651568 | 627406.28 4205

OF

SERBIA | legal entity 557866 1373 | 276370 |  17576.92 644
entrepreneur 1903 272 5902 749.92 12
Total 109360 28078 65978 44030.66 170
Moravica | family household 106186 28040 65515 43900.78 168
District | |egal entity 3174 37 463 129.48 2
entrepreneur 0 1 0 0.4 0

Sample size determination

Sample size determination was performed based on Yamane's simplified formula for calculating
sample size (n), according to (Israel G, 1992), with the following assumptions introduced:

— confidence level 95% and P=0.5;
— error e=x10%;
— population size: 800 agricultural and food industry companies in the surveyed district

The sample size n according to the Yamane’s simplified formula was calculated as follows:
n = N/[14+N*(e)*] = 800/]1+800%(0.1)*] = 89 ]
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Based on the presented formula, it is calculated that the representative sample size is n = 89
representatives from agricultural and food companies in the surveyed district.

Data collection, processing and analysis
Data collection

Collection of empirical research data was done through the Questionnaire, defined under
Chapter 5.1.1.2. Data collection covered the time period from November 2018 - April 2019.

The collection of empirical research data from business representatives was carried out in a
combined manner, through personal contact and via e-mail. Although the total number of inquiries sent
to business entities was larger than the planned sample size (89), the total number of realized business
entities surveyed is still smaller (72), because a significant number of business entities, especially those
whose data were planned to be collected via e-mail, did not respond to the query. Finally, 59 queries
were obtained personally and 13 more queries were e-mailed.

Data processing

In order to further process the data of business entities collected via the Questionnaire, a special
database was created in Excel, which first included all the collected data.

The processing of the collected data was carried out through the following steps:

— logical data control,

— (quantitative (descriptive statistics) data processing, and
— qualitative analysis of data processing results,

— elaboration of the results.

Logical control and quantitative (descriptive statistics) data processing was done within the
Excel database, and based on the processing results, a qualitative analysis of the data processing results
was conducted.

Qualitative analysis of results

Qualitative analysis of the results was done by logical inference based on the results of the
described quantitative (descriptive statistics) data processing.

Elaboration of the results

After data processing was complete, all results were elaborated within Chapter 5.2.
IMPLEMENTATION OF EMPIRICAL RESEARCH, which is presented below.

IMPLEMENTATION OF EMPIRICAL RESEARCH

Characteristics of the sample used in empirical research

During the processing, the data concerning the key characteristics of the surveyed agricultural
producers in the sample were first processed, and these included:

— structures of agricultural producers,
— structure of agricultural producers' production program in the sample,

— structure of age of the surveyed agricultural producers,

14



— structure of technology level applied by the surveyed producers,
— structure of labor engaged in agricultural production,
— structure of technical resources available to agricultural producers,
— structure of acquiring inputs for production,
— structure of income,
which is futher discussed below.
Structure of agricultural producers in the sample

The structure of the surveyed producers in the sample, from an organizational standpoint, was
as follows: most represented were non-commercial agricultural households (55.6%), and then
respectively: food industry companies (limited liability companies — LTD) (22.2%), then commercial
agricultural households (12.5%), while entrepreneurs were least represented (9.7%), which is shown in
Chart 5.6.

= Poljoprivredno gazdinstvo - nekomercijalno

= Poljoprivredno gazdinstvo - komercijalno

= Privredni subjekt u prehrambenoj industriji

Preduzetnik

Chart 5.6 Structure of agricultural producers in terms of organization /Source: author/

Structure of agricultural producers' production program in the sample

The agricultural producers' production program is primarily conditioned by natural factors (such
as the the soil structure, fruitfulness, climate, the existence of vegetation periods in crop and livestock
production, etc.) and then only by adapting the product to market needs.

The structure of the production program of the surveyed producers, in terms of percentage
representation of product types in the sample, included the following products: growing vegetables,
fruits and legumes (31.9%), breeding pigs, cows and poultry (25.0%), production of dairy products
(18.1%), processing and preserving of fruits and vegetables (11.1%), processing and preserving of meat
and meat products (8.3%), and finally the production of bakery products and pasta (5.6%), which can
be seen in Chart 5.7.
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Chart 7 Sample structure with regard to agricultural producers’ production program /Source:
author/

Structure of age of producers surveyed

The producers surveyed were created at different times. The youngest manufacturers are from
2018, while the oldest are from 1970. The structure of the producers in the sample from the standpoint
of age, or their establishment, was as follows: most were from 2010-2018 (33.3%), followed by those
from 2000-2010 (29.2%), then from 1990-2000 (19.4%), then 1980-1990 (9.7%) and lastly from 1970-
1980 (8.3%), which is represented in Chart 5.8.

35.0 33.3

30.0

29.2
25.0
19.4
20.0
15.0
9.7

10.0 8.3

5'0 I I

0.0

2010-2018. 2000-2010. 1990-2000. 1980-1990 1970-1980.

Vremenski periodi

Chart 8 Structure of the producers surveyed regarding their origin /Source: author/

Structure of technology level applied by the surveyed producers

In terms of the level of modernity of available technology, the surveyed producers apply the
following levels of technology: most of them had traditional technology (69.4%), then respectively
partially modernized technology (15.3%), technology that is 10 and more years old (8.3%), and lastly
modern technology (6.9%), which is represented in Chart 9.
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Chart 9 Sample structure with respect to the level of technology applied by the producer
/Source: author/

Structure of labor engaged in agricultural production

In terms of engaged labor, the surveyed producers were represented as follows: the most
engaged are the family members (43.1%), then the seasonal workforce (26.4%), occasionally engaged
professionals (16.7%), permanently employed (12.5%), and the least represented were other

employment categories such as veterinarians, technologists, agronomists and others (1.4%), shown in
Chart 10.

= Stalno zaposleni
= Clanovi porodice
= Sezonska radna snaga

Povremeno angaZovana strucna
lica

Chart 10 Structure with regard to those engaged in agricultural production /Source: author/

Structure of technical resources available to agricultural producers

The structure of the technical resources available to the sample producers is as follows: most
manufacturers have technical equipment (30.6%), followed by storage space (25.0%), vehicles (23.6%),
production hall (15.3%), and showroom (5.6%), which can be seen in Chart 5.11.
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Chart 11 Sample structure in terms of manufacturer technical resources /Source: author/

Structure of acquiring inputs for production

The surveyed agricultural producers mostly purchase inputs / raw materials for their production
from Serbia (99.1%), that is, they mostly procure from producers from their place including from their
own production capacities or from nature (75.0%), then from suppliers from the region, up to 200 km
away (13.2%), followed by suppliers from the Republic of Serbia (10.3%), and least from imports
(0.9%), as shown in Graph 12.

~1.4
= nabavka iz uvoza
= nabavka od proizvodaca iz Republike Srbije
= nabavka od proizvodaca iz Regiona (ili
udaljenost do 200 km)
= nabavka od proizvodaca iz mesta

Chart 5.12 Sample structure in terms of procurement of inputs for production /Source: author/

Structure of annual revenue of producers from the sample

The largest annual income of the surveyed producers in 2018 was from the food industry
(2937500 €), followed by commercial agricultural holdings (186778 €), entrepreneurs (23143 €) and
non-commercial agricultural holdings (9113 €), as can be seen in Chart 5.13.
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Chart 13 Sample structure in terms of gross income /Source: author/

Results of empirical research
After the data were processed, the results of the analysis of the producers' marketing and
strategic profile, which is presented below, were made.
Marketing profile of the sample producers
The marketing profile of the sample producers included an analysis of the following structures:
— producers' predominant product range,
— producers' prevailing marketing activities,
— producers' approach to customer conversation,
— producers' implementation of marketing and promotion of products,
— producers' method of selling products to customers,
— producers' prevailing sales channels,
— producers' way to promote sales,
— producers' relationship with customers,
— producers' applications of modern information technology in marketing,

— producers' quality and food safety controls.

Evaluation structure of the prevailing production program of the sample producers

The structure of the prevailing producers’ production program is evaluated in percentages of the
elements of the producers’ production program. Ratings of producers are as follows: when it comes to
their product range, most deal with fruit growing (25.8%), followed by cultivation of legumes (22.0%),
production of meat and meat products (13.0%), growing vegetables (12.8%), production of cheese and
dairy products (12.2%), bakery products (10.1%), and finally other agricultural products (4.1%), as
shown in Chart 5.14.
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Chart 14 Structure of the sample producers’ prevailing production program /Source: author/

From the presented structure of the prevailing production program of the sample producers, it
can be concluded that the elements of the production program are dominated by fruits and legumes,
while the other elements are represented evenly. This structure of the elements of the production program
is in line with the geographical characteristics of the agricultural production area.

Structure of evaluation of prevailing marketing activities of the sample producers

Structure of evaluation of prevailing marketing activities of the sample producers is estimated
in percentage based on the evaluation of their key marketing activities. Producer ratings are as follows:
most marketers engage in personal word-of-mouth marketing (45.4%), followed by marketing activity
of advertising (14.1%), then brand building and protection (12.7), participation in fairs (9.6%),
cooperation with marketing agencies (8.0%), organization of tastings (6.8%), and finally digital
marketing (3.2%), which can be seen in Chart 15.

3.2

= |zgradnja i zastita brenda

= Ucestvovanje na sajmovima

= Saradnja sa marketinskim agencijama
Reklamiranje

= Organizovanje degustacija

= Li¢ni marketing "od usta do usta"

® Digitalni marketing

Chart 15 Structure of sample producers’ prevailing marketing activities /Source: author/
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From the presented structure of marketing activities of the sample producers, it can be concluded
that dominant marketing activity is personal word-of-mouth marketing, while individually all other
marketing activities are way less represented.

Structure of the sample producers’ approach to talking to customers

The producers’ approach to customers was evaluated based on the respondents' agreement with
the offered statement in the questionnaire with a score of (0 — not at all to 9 - greatly). As a measure of
consistency, the Cronbach's alpha coefficient of the examined score is 0.6242, which, according to
(WikiCA, 2019) may also be considered "questionable" but certainly acceptable consistency. The
evaluation results are as follows: the highest score was given to the acceptance of customers’ suggestions
(average score 5.3), then the matter of talking to the customer about the product features (average score
4.4), and finally asking the customer what is important to them (average score 3.4%), as shown in Chart
16.

6.0 5.3
5.0 4.4
4.0 3.4
3.0
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1.0
0.0
sa kupcem razgovarate o  pitate kupce Sta je njima uvaZavate sugestije kupca
karakteristikama vasih vazino
proizvoda

Chart 16 The structure of the sample producers’ approach to customers /Source: author/

From the presented structure of approach to talking with customers, it is evident that producers
are most considerate when it comes to customer suggestions, but at the same time they are least
interested in what is important to them. It is clear that in the coming period, in order to improve their
marketing results, more attention should be paid to customer issues.

Structure of the sample producers’ application of marketing and product promotion

The producers’ application of marketing and promotion of the products, based on the
respondents' agreement with the offered statement in the questionnaire, was evaluated with a score of 0
—not at all to 9 - greatly. As a measure of consistency, the Cronbach's alpha coefficient of the examined
score is 0.9782, which, according to (WikiCA, 2019) may be considered “excellent”, i.e. more than
satisfactory consistency. The evaluation results are as follows: the highest rating in marketing and
product promotion was related to television (average score 4.9), followed by radio (average score 3.8),
the Internet (average score 2.8), daily newspapers (average score 1.3), posters and flyers (average score
1.2), billboard (average score 0.4) and finally magazines (average score 0.2), as shown in Chart 17.
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Chart 17 Evaluation structure of marketing implementation & product promotion /Source: author/

From the presented structure of evaluation of marketing application and product promotion, it
is evident that producers still attach the greatest importance to traditional means of product marketing
promotion (television and radio), but the modern internet based method has already taken a high third
place in the ranking of application methods. All other methods are significantly lower rated.

Structure of the method the sample producers use to sell a product to a customer

The structure of how the product is sold to the buyer was evaluated based on the respondents'
agreement with the offered statement in the questionnaire with a score of 0 —not at all to 9 - greatly. As
a measure of consistency, the Cronbach's alpha coefficient of the examined score is 0.2089, which,
according to (WikiCA, 2019), may be considered "unacceptable", that is, extremely insufficient
consistency, meaning that in the subsequent research the questions (claims) should be asked in a different
way. The evaluation results are as follows: the highest rating had direct sales (average score 6.9),
followed by sales done over the phone (average score 5.9), and finally sales done by interactive online
connection (average score 1.6 %), as shown in Chart 18.
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kompjuterskom vezom
Chart 18 The structure of how sample producers sell a product to a customer /Source: author/

From the presented structure of how products are sold, regardless of the issue of consistency of
scores, it is evident that manufacturers still prefer the most traditional ways of contacting customers (by
direct contact or telephone) compared to modes based on an interactive computer connection.
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Structure of prevailing sales channels of the sample producers

The structure of the way the product is sold to the buyer was evaluated on the basis of the
respondents' agreement with the offered statement in the questionnaire - yes / no, i.e. whether they
practice or not the specified sales channels. As a measure of consistency, the Cronbach's alpha
coefficient of the examined score is 0.3156, which, according to (WikiCA, 2019), may be considered
"unacceptable", that is, extremely insufficient consistency, meaning that in the subsequent research the
questions (claims) should be asked in a different way. The evaluation results are as follows: most
respondents stated that they practiced direct selling to consumers, where consumers came to them for
products (average score 7.2) as well as the case where they ship products to a customer address (average
score 7.2), followed by a supermarket sale (average score 1.0), sales through specialized stores (average
score 0.3) and online sales (average score 0.3), and finally sales through online stores (average score
0.2), as can be seen in Chart 19.
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Chart 19 Structure of prevailing sales channels of the sample producers /Source: author/

From the presented structure of the evaluation of prevailing sales channels, regardless of the
question of consistency of the score, it is evident that direct sales channels to consumers are dominant,
with consumers coming to them for products, as well as the case where they send products to customers,
while the other sales channels mentioned are of minor importance for the time being.

Structure of the evaluation of the way sampe producers promote their sales

The manner of sales promotion was evaluated on the basis of the respondents' agreement with
the offered statement in the questionnaire, with a score of 0 — not at all to 9 - greatly. As a measure of
consistency, the Cronbach's alpha coefficient of the examined score is 0.5748, which, according to
(WikiCA, 2019), may also be considered "questionable" but certainly acceptable consistency. The
evaluation results are as follows: most respondents present their products at fairs, exhibitions and similar
events (average score 6.1), followed by other ways of sales promotion (average score 3.2), and finally
product promotion through sweepstakes and similar sales events (average score 1.1), as can be seen in
Chart 20.
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Chart 20 Structure of the evaluation of how sales are promoted /Source: author/

From the presented structure of evaluation of sales promotion, it is evident that the way of
presenting products at fairs, exhibitions and similar events is dominant, while the other mentioned ways
of sales promotion are still of far less importance.

Structure of the assessment of the sample producers’ relationship with the customer

The structure of the customer relationship was evaluated on the basis of the respondents'
agreement with the offered statement in the questionnaire, with a score of 0 — not at all to 9 - greatly. As
a measure of consistency, the Cronbach's alpha coefficient of the examined score is 0.8429, which,
according to (WikiCA, 2019), may be considered a "good", or quite consistent consistency. The
evaluation results are as follows: most respondents stated that they were using a direct personal
connection through interactive communication within a narrow target market (average score 6.4), and
then other ways (average score 2.1), as shown in Chart 21.
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Chart 21 Structure of the assessment of the sample producers’ relationship with the customer /Source:
author/

From the presented structure of the relationship with the customer, it is evident that the
relationship with the customer through direct personal connection through interactive communication
within the narrow target market is dominant, while other relationships are of minor importance.

Structure of evaluation of sample producers’ application of modern information technology in
marketing

The application of modern information technology in marketing was evaluated based on the
respondents' agreement with the offered statement in the questionnaire, with a score of 0 — not at all to
9 - greatly. As a measure of consistency, the Cronbach's alpha coefficient of the examined score is
0.7688, which, according to (WikiCA, 2019), may be considered as "acceptable", that is, a fairly
satisfying consistency. The evaluation results are as follows: of the offered IT applications in marketing,
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most respondents use Facebook and / or Instagram for advertising (average score 2.5), followed by
Google and / or YouTube (average score 0.13), then Wordpress - On-Site SEO, to optimize and refine
website search, without implementing Linkedin, Reporting and Metrics, as well as a Newsletter to
inform customers, as can be seen in Chart 22.
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Chart 22 Structure of evaluation of sample producers’ application of modern information technology
in marketing /Source: author/

From the presented structure of evaluation of the application of modern information technology
in marketing, it is evident that manufacturers, apart from Instagram / Facebook, apply other types of
application of information technology only in traces. This is certainly an area where significant
improvement of the producers’ business is possible.

Structure of sample producers’ implementation of quality control and food safety

The application of quality control and food safety was evaluated by the percentage
representation of certain types of control and food safety in the sample. The evaluation results are as
follows: the majority of respondents have no food quality control (58.3%), followed by producers who
have food control, where most represented are those who apply chemical analysis in an official
laboratory (22.2%), then those who apply microbiological analysis in an official laboratory, those who
apply nutritional analysis in an official laboratory, and finally those who apply the HACCP standard
(5.6), as can be seen in Chart 23.
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Chart 23 Structure of sample producers’ implementation of quality control and food safety /Source:
author/

From the presented structure of the assessment of the application of quality control and food
safety, it is evident that the majority of producers do not have quality control and food safety, while
those who practice it are in the minority. This is certainly another area where a significant improvement
of the producers’ business is possible, where a campaign to increase the food quality and safety should
be conducted.

Strategic profile of sample producers
The strategic profile of the sample producers included the analysis of the following structures:

— Strategic evaluation of sample producers (creating an ideal customer profile, and
creating a SWOT analysis),

— Defined strategic guidelines of sample producers,
— Strategies for sample producers to penetrate new markets

— Influence of marketing on the increase of economic activities in agriculture and the food
industry,

— Digital technologies are changing the immediate form of marketing communication
with customers,

— Hypotheses - to what extent they are met by the sample producers,
— Structure of sales skills of those employed with the sample producers,
— Sales and marketing training,

— Significance of the factors on which the success of the sales function depends.

Assessment of strategic behavior of sample producers

The strategic behavior of the sample producers was evaluated with yes / no, that is, the presence
/ absence of strategic action.
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When it comes to creating the profile of the ideal customer who is completely satisfied with the

products, the results are as follows: 4.2% of sample producers make the ideal customer profile, while
the remaining 95.8% do not, as seen in Chart 24.a.

mda ®ne

Chart 24a Structure of assessment of the sample producers’ ideal customer profile creation
/Source: author/

When it comes to developing a SWOT analysis of a business entity, the results are as follows:

13.9% of sample producers do a SWOT analysis, while the remaining 86.1% do not, as seen in Chart
24.b.

mda ®ne

Chart 24b Structure of evaluation of sample producers’ SWOT analysis design
/Source: author/

From the presented structure of strategic behavior, it is evident that the majority of producers
neither make an ideal customer profile nor do a SWOT analysis. This is also an area where significant

improvement of the producers’ business is possible, where the mentioned activities should be introduced
with the producers.

Structure of evaluation of the sample producers’ strategy for penetrating new markets

Strategies for penetrating new markets were evaluated based on the respondents' agreement with
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the proposed statements in the questionnaire, with a score of 0 — not at all to 9 - greatly. As a measure
of consistency, the Cronbach's alpha coefficient of the examined score is 0.5307, which, according to
(WikiCA, 2019), may be considered "bad" but with a still acceptable consistency. The evaluation results
are as follows: when it comes to the strategies of penetrating new markets, most respondents apply a
direct personalized connection with an individual customer (average score 8.6), followed by personal
selling strategies (average score 7.6), advertising of products through media (average score 4.5%),
building a company image (average score 4.0), selling within an event (average score 1.9%) and finally
digital marketing (average score 0.1%), as shown in Chart 25.
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Chart 25 Structure of evaluation of the sample producers’ strategy for penetrating new markets
/Source: author/

From the presented structure of evaluation of the strategy of penetration into new markets, it is
evident that producers apply all strategies of penetration into new markets, but that digital marketing is
applied only in traces. Therefore, from the standpoint of improving the producers’ business, digital
marketing could be a suitable area for improvement.

Structure of impact assessment of marketing on the increase of economic activities in agriculture
and food industry

The influence of marketing on the increase of economic activities in agriculture and food
industry was evaluated based on the respondents' agreement with the offered statement in the
questionnaire, with a score of 0 — not at all to 9 - greatly. As a measure of consistency, the Cronbach's
alpha coefficient of the examined score is 0.6013, which, according to (WikiCA, 2019), may be
considered “questionable”, that is, still a satisfactory consistency. The evaluation results are as follows:
respondents believe that the greatest influence on the increase of economic activities in agriculture and
food industry has a direct form of marketing communication with customers (average score 4.8), then
advertising the product through the media (average score 2.8), sales promotion within an event (average
score 2.6), building a company image (average score 1.1%), digital marketing (average score 0.2) and
finally a direct personalized connection with an individual customer (average score 0.1%), as shown in
Chart 26.
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Chart 26 Impact assessment of marketing on increase of economic activities in agriculture and food
industry by sample producers /Source: author/

From the presented structure of the impact assessment of marketing on the increase of economic
activities in agriculture and food industry of the sample producers, it is evident that producers believe
that the direct form of marketing communication with customers has the greatest impact.

Assessing the impact of digital technology on the direct form of marketing communication with
customers

The impact of digital technology on the direct form of marketing communication with customers
was evaluated on the basis of the respondents' agreement with the offered statement in the questionnaire,
with a score of 0 — not at all to 3 - greatly. The evaluation results are as follows: most respondents rated
the impact of digital technology on the direct form of marketing communication with customers as 3 —
greatly (69.4%), followed by those who rated it as 2 - significantly (23.6%), and those who rated it as 1
- slightly (4.2 %), and finally those who rated it as 0 — not at all (2.8 %), as can be seen in Chart 27.
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Chart 27 Assessment of the impact of digital technology on the direct form of marketing
communication by sample producers /Source: author/

From the presented structure of the assessment of the impact of digital technology on the direct
form of marketing communication, it is evident that the largest number of manufacturers evaluated the
impact as great.

Structure of evaluation of sample producers’ hypotheses

Confirmation of the hypotheses was evaluated based on the respondents' agreement with the
offered statement in the questionnaire, with a score of 0 — not at all to 9 - greatly. As a measure of
consistency, the Cronbach's alpha coefficient of the examined score is 0.6602, which, according to
(WikiCA, 2019), may be considered "bad" but with a still acceptable consistency. The evaluation results
are as follows: respondents rated, with the highest average score, that the direct form of marketing
communication with customers determines how they should communicate with their target customers
(average score 6.7), they then assessed that the sales process required a thorough knowledge of sales
skills and techniques of advertising products through the media (average score 6.5), and finally they
assessed that the organizational structure of the sales function had the impact on change of the direct
form of marketing communication with customers (average score 1.8%), as shown in Chart 28.
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Chart 28 Structure of evaluation of sample producers’ hypotheses /Source: author/

The presented structure of hypothesis assessments will help to make a judgment in the next
chapter on the fulfillment and / or refutation of the introduced hypotheses.

Structure of evaluation of sales skills of the sample producers’ employees

Sales skills of employees within the sample producers were evaluated based on the respondents'
agreement with the offered statement in the questionnaire, with a score of 0 — not at all to 9 - greatly. As
a measure of consistency, the Cronbach's alpha coefficient of the examined score is 0.5620, which,
according to (WikiCA, 2019), may be considered "bad" but with a still acceptable consistency. The
evaluation results are as follows: respondents rated, with the highest average score, that employees had
great sales skills and techniques (average score 5.0), they then assessed that the employees were fluent
in English (average score 4.7), then that the employees were fluent in German (average score 0.9), they
then assessed that the employees were fluent in Russian (average score 0.2), and finally assessed that
employees did not speak another foreign language (average score 0.0), as shown in Chart 29.
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Chart 29 Structure of evaluation of sales skills of the sample producers’ employees /Source: author/

From the presented structure of assessment of sales skills of employees of the sample producers,
it is evident that the largest number of employees speaks English, has good sales skills and techniques.

Structure of evaluation of sales and marketing training

The sales-and-marketing training consists of answering the question of whether the sales
employees in the last three years have had (or currently have) sales or marketing training (seminar,
training, workshop, etc.). The sample producers evaluated sales-and-marketing training by its duration,
e.g. zero days, one day, two days or more. The evaluation results are as follows: most respondents did
not have any training at all (83.3%), followed by those who had training for one day (9.7%), then those
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who had training for two days (5.6 %), and finally those who had training for several days (1.4%), as
shown in Chart 5.2.27.
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Chart 30 Structure of sales and marketing training evaluation by sample producers /Source: author/

From the presented structure of sales and marketing training evaluation, it is evident that the
largest number of producers’ employees did not have any type of training at all. Therefore, this is an
area where business improvement can be significantly achieved through the organization of the
aforementioned training.

5.2.2.18 Structure of evaluation of the significance of the factors on which the success of the
sales function within the sample producers depends

The structure of the evaluation of the significance of the factors on which the success of the
sales function depends is evaluated on the basis of the respondents' agreement with the offered statement
in the questionnaire, with a score of 0 — not at all to 9 - greatly. As a measure of consistency, the
Cronbach's alpha coefficient of the examined score is 0.5518, which, according to (WikiCA, 2019), may
be considered "bad" but with a still acceptable consistency. The evaluation results are as follows:
respondents rated the factor of innovation with the highest average score (average score 6.1), followed
by a greater number of brands (average score 4.2), then the product knowledge (average score 4.0),
independent sales (average score 3.1), finding new customers (average score 3.0), relying on existing
customers (average score 2.9), retail (average score 2.7), the quality of training of those engaged in sales
and marketing (average score 1.9), coverage of a specific territory (average score 1.7), wholesale and
sales function realization (average score 1.4), teamwork in sales (average score 1.1), regular meetings
with vendors (average score 1.0), the company’s ability to retain the best sales representatives (average
score 0.9), and finally the dynamics of customer visits (average score 0.8), as shown in Chart 31.
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Chart 31 Structure of evaluation of the significance of the factors on which the success of the sales
function of the sample producers depends /Source: author/

From the presented structure of evaluation of the significance of the factors on which the success
of the sales function of the sample producers depends, it is evident that the producers evaluate certain
factors of influence differently. The good thing is that the greatest number of producers consider
innovation as the most important factor. Other relatively low-valued factors are also a big area where
business can be improved.

DISCUSSION OF THE EMPIRICAL RESEARCH RESULTS

Based on the results of the empirical research presented in the previous chapter, the following
findings can be made:

1. The empirical research was carried out on a sample of 72 producers in the field of agriculture
and food industry in the Moravica District of the Republic of Serbia, and it provided relevant results.

2. The empirical research covered a total of 3 significant research areas (sample, marketing profile

and strategic profile of the producers), within which 26 dimensions were analyzed with a total of
197 variables).

3. The results of this empirical research revealed the following:

From a marketing profile standpoint:

—  When it comes to the elements that are part of the production program of the sample
producers, fruits and legumes are predominant,

33



—  When it comes to marketing activities of the sample producers, personal word-of-mouth
marketing prevails.

—  When talking to customers, the sample producers are most appreciative of customer
suggestions.

—  When marketing and promoting a product, sample producers mostly use traditional ways
of contacting customers (directly or by telephone).

—  When it comes to the way products are sold, the sample producers mostly apply direct
sales channels, where consumers come to them for products, but also send products to customers.

— The most popular way the sample producers use to promote sales is through the
presentation of products at fairs, exhibitions and similar events.

— The sample producers are most engaged in customer relationship through direct personal
connection achieved via interactive communication within a narrow target market.

—  When it comes to the application of modern information technology in marketing, sample
producers only use Facebook / Instagram.

— The sample producers do not implement food quality and safety controls as sufficiently
and extensively as they should.

From a strategic profile standpoint:

— A very small number of sample producers make a strategic assessment regarding the
creation of the ideal customer profile.

— A very small number of sample producers carry out the strategic evaluation regarding the
SWOT analysis.

— Of the defined strategic determinants of the sample producers, digital marketing is the
least applicable.

— In the sample producers’ strategy of penetrating new markets, digital marketing rarely
applies.

— In the sample producers’ opinion, the direct form of marketing communication with
customers has the greatest influence on the increase of economic activities in agriculture and food
industry.

— In the opinion of the sample producers, digital technologies have the greatest influence
on the change of the direct form of marketing communication with customers.

— In terms of sales skills, the largest number of employees of the sample producers are
proficient in English and have great sales skills and techniques.

— There is insufficient sales and marketing training with the sample producers’ employees.

— Of'the 16 factors on which the success of a sales function depends, the largest number of
sample producers consider innovation to be the most important one.

— The results of this empirical research are comparable, to the extent that they match the
objectives of the research, with similar research, such as the research presented in the literature (SEA,
2015), (Radi¢-Jean I, Mihailovi¢ B, 2019), and others.

4.  Theresults of this empirical research have indicated that there are areas where producers could
significantly improve their business from marketing and strategic standpoints.

Possible improvements from the standpoint of the marketing profile are as follows:
— application of modern information technology in marketing,

— implementation of quality control and food safety.
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Possible improvements from the standpoint of the strategic profile are as follows:
— creating the ideal customer profile,
— making a SWOT analysis of the business entity,
— applying digital marketing as an effective strategy for penetrating new markets,
— sales and marketing training.

5. The research results made it possible to test the hypotheses introduced, leading to the following
answers:

AGRICULTURE AND FOOD INDUSTRY SECTORS

Score 7.6
(rank 2)
New market
breakthrough
the way of
communicating with
Personal selling target customers
strategies
ECONOMIC ACTIVITIES
Score 6.7 IN THE SECTOR
Neposredni oblik (rank 1)
marketing
komunikacije sa
kupcima z
Score 4.8 (rank 1) 2
O
A ©
L
€
Score 69.4% (rank 1) g
(8]
w

Digital
technologies

Figure 5.3 Model of the impact of personal selling strategy on the development of agriculture and
food industry /Source: author/

— (H1): When (sample) producers penetrate new markets, then personal selling strategies
are significant; in the research rated 0-9, rated with a high score of 7.6 (rank 2), thus confirming the
hypothesis.

— (H2): An increase in economic activities in agriculture and the food industry can be
achieved through the application of a direct form of marketing communication with customers, that is,
within a personal selling strategy; in the research rated 0-9, rated with a high score of 4.8 (rank 1), thus
confirming the hypothesis.

— (H3): Digital technologies significantly change the direct form of marketing
communication with customers; in the research rated in percentages, rated with the highest percentage
of 69.4% (rank 1), thus confirming the hypothesis.

— (H4): The direct form of marketing communication with customers significantly
determines the way respondents have to communicate with their target customers; in the research rated
0-9, rated with a high score of 6.7 (rank 1), thus confirming the hypothesis.
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—  (H5): The organizational structure of the sales function influences the change in the direct
form of marketing communication with customers; in the research rated 0-9, rated with a low score of
1.8 (rank 3), thus refuting the hypothesis.

—  (H6): The sales process requires a thorough knowledge of sales skills and techniques; in
the research rated with a high score of 4.7 (rank 2), thus confirming the hypothesis.

— The results of hypotheses testing (H1 to H6) enabled the design of a Model of the impact
of the personal selling strategy on the development of the agriculture and food industry, presented in
Figure 5.3

6. The results of hypotheses testing (H1 to Hs) and the Model of the impact of personal selling
strategy on the development of agriculture and food industry in Serbia, which was based thereon,
enabled a judgment to be reached on whether or not the general hypothesis (Ho) was confirmed.

The general statement is that the general hypothesis (Ho), based on everything presented, can be
confirmed, i.e. that “Personal sales strategy is a marketing strategy that has a dominant influence on the
development of the agriculture and food industry of Serbia, which is reflected in the intensification of
economic activities in increasing the sales of agricultural and food products, increase of innovations in
the sector and improvement of business efficiency.*

CONCLUSIONS

Based on everything realized in this thesis, the following can be concluded:

1. The thesis highlights the importance of agriculture and the food industry in overall economic
activities.

2. The thesis presents the results of the realized theoretical (desktop) research regarding the state
of the economy of agriculture and food industry in the world, then in the EU, with special reference
to the situation in the Republic of Serbia at the end.

The research results regarding the situation in the agriculture and food industry in the Republic
of Serbia have been analyzed from the following points of view:

— from the standpoint of the state of agricultural production in the Republic of Serbia, an
analysis of key indicators was carried out and it included: available agricultural land, conditions for
agricultural development (scope and structure of available agricultural land, climate, vegetation and
microfauna, possession of sources and watercourses, irrigation of agricultural land, most important
agricultural products, available human resources, scientific research in agriculture), land use,
agricultural land use, structure of agricultural production, employment in agriculture, agricultural
holdings in agriculture, and assessments of agricultural production.

— from the standpoint of the state of the food industry in the Republic of Serbia, an analysis
of key indicators was conducted and it included: share of the food industry in the total turnover, total
employment and total number of business entities in the Republic of Serbia; income, gross value added,
employment and number of business entities, average gross earnings per employee in the food industry;
business entities by number of employees and representation of large business entities in the food
industry; representation of large business entities in the food industry branches, representation of
business entities from the sector by net profit in the Republic of Serbia, business entities from the sector
in terms of registration.

The results of the analysis confirmed the importance of the above theoretical research, which is
clearly confirmed by the following research data: the share of agriculture in the GDP of the Republic of
Serbia is 17% (Chart 2.24); the share of food industry in total turnover of the Republic of Serbia is 8.2%
(Table 2.10).

Regarding the relevant data related to agriculture and the food industry in the Republic of Serbia,
it is important to emphasize here that this is a particular problem that the author faced during the
collection thereof. While global and EU data are available, relevant data from the Republic of Serbia
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have not been structured in the same way, and it has therefore taken a great deal of effort to obtain them,
as was the case with the Statistical Office of the Republic of Serbia where special searches on the
available database had to be applied.

3. The thesis highlights the sales strategies and marketing mix of business entities.

Sales strategies were examined as a phenomenon both from the standpoint of strategy and
standpoint of sales strategy.

The marketing mix strategy of business entities was examined from the standpoint of specificity
of marketing communication system and marketing mix, in function of sales strategy of business entities
from the agriculture and food industry.

Particular emphasis was placed on directing the future marketing and sales efforts of companies
from the agricultural and food sectors.

4. The thesis sheds light on the Personal selling of business entities of the agriculture and food
industry of Serbia from multiple perspectives, namely:

— the way companies from the sector concerned should interact with their target customers,
— modern ways of communicating, with special emphasis on digital marketing, as well as
— opportunities for personal sales promotion.

5. The thesis implemented an Empirical research on the impact of personal selling strategy on the
development of the agriculture and food industry in the Moravica District of the Republic of Serbia,
the results of which are presented in Chapter 5.4 DISCUSSION OF THE EMPIRICAL RESEARCH
RESULTS, within which the following are presented in an abridged form:

— Realized empirical research results,

— Judgement on confirmation / refutation the hypotheses introduced by the aforementioned
empirical research, as well as

— Model of the impact of the personal selling strategy on the development of the agriculture
and food industry, made on the basis of the results presented.

6. Based on the research carried out and the results obtained (items 2 and 5), the scientific
contribution of this dissertation can be presumed.

The key scientific contribution of this thesis is reflected in the designed “Model of the impact
of personal selling strategy on the development of the agriculture and food industry in the Republic of
Serbia”.

7. On the basis of everything that has been realized within this thesis, future research in this field
can be traced:

— When it comes to future research in this field, adjustments should be made for all variables
(questions) within the scores of the Research Questionnaire, where the realized Cronbach's alpha values,
according to (WikiCA, 2019), are found to be less than 0.5.

— Future research in this area should be carried out in several other districts in the Republic
of Serbia, and especially for the purpose of comparing data, it would be useful to conduct it within the
Autonomous Province of Vojvodina, which is highly agricultural oriented, or in one of its administrative
districts (North Backa, Central Banat, North Banat, South Banat, West Backa, Srem, South Backa).

— Suggest to the Statistical Office of the Republic of Serbia to supplement the methodology
for presenting data in terms of their structuring, especially when it comes to the agriculture and food
industry.

37



Publications

B
3 ..
Title: 2 Autors: Journal: E >
3 S &
= >
>
o
Maja C
Cogoljevic,
Ljiljana
Dimitrijevi¢
Research on the influence Integrated Marketing Communications at , Vladan EuroEconomica, Vol 36, No 2
Enterprises business in the Republic of Serbia 2017 | Cogoljevié | (2017) 36| 53-59
Ljiljana
IMPORTANCE OF MODERN INFORMATION AND Stosic
COMMUNICATION TECHNOLOGY FOR THE Mihajlovic,
IMPROVEMENT OF ORGANIZATIONAL CHARACTERISTICS Vladan
OF THE COMPANY 2017 | Cogoljevi¢ | EEE vol.1, 2017 1| 68-77
Economic and Social
Maja Development, 41st
Cogoljevic, | International Conference on
Tamara Economic and Social
Vesic, Development, Book of
Ljiljana Proceedings - Financing and
Dimitrijevic | Manufacturing Organic Food
The Effect of Marketing Activities on the Profitability of , Vladan as the consequence of the Holy
Commercial Banks in the Republic of Serbia 2018 | Cogoljevic | Trinity GMO 41| 36-41
STRATEGIJSKI PRISTUP PLANIRANJU PROPAGANDNIH Vladan TRENDOVI U POSLOVANJU,
AKTIVNOSTI 2019 | Cogoljevié | vol.4, 2019 4| 55-61
Milan
Beslac,
Vladan
Cogoljevic,
ECONOMIC ASPECTS OF NEW GLOBALIZATION Jovica
AND INTERNATIONAL MIGRATION 2019 | Beslac EEE vol.1, 2019 1| 29-36
Ljiljana
Dimitrijevic
, Maja
THE IMPORTANCE OF MEASURING MAIN Cogoljevic,
PERFORMANCES OF THE COMPANY TO MAKE BASIC Vladan
DECISIONS IN MARKETING 2019 | Cogoljevic | EEE vol.1, 2019 1] 21-29
lvana Curu
vija,
Milo3 Curu | ZBORNIK RADOVA,
vija, Krusevac, 16. maj 2019.
STAVOVI TURISTICKIH RADNIKA O ZNACAJU PROMOCIJE Vladan Cog
ZA RAZVOJ TURIZMA VOJVODINE 2019 | oljevic 1] 88-92

38



http://journals.univ-danubius.ro/index.php/euroeconomica/article/view/4078
http://journals.univ-danubius.ro/index.php/euroeconomica/article/view/4078
http://eee-conference.com/_img/arhiva/2017/eee_2017_economic_and_technological_development_and_informational_technology.pdf
http://eee-conference.com/_img/arhiva/2017/eee_2017_economic_and_technological_development_and_informational_technology.pdf
http://eee-conference.com/_img/arhiva/2017/eee_2017_economic_and_technological_development_and_informational_technology.pdf
http://eee-conference.com/_img/arhiva/2017/eee_2017_economic_and_technological_development_and_informational_technology.pdf
http://www.vspep.edu.rs/trendovi/index.php/tp/article/view/192
http://www.vspep.edu.rs/trendovi/index.php/tp/article/view/192
http://eee-conference.com/_img/arhiva/2019/e2019_sa_naslovnom.pdf
http://eee-conference.com/_img/arhiva/2019/e2019_sa_naslovnom.pdf
http://eee-conference.com/_img/arhiva/2019/e2019_sa_naslovnom.pdf
http://eee-conference.com/_img/arhiva/2019/e2019_sa_naslovnom.pdf
http://eee-conference.com/_img/arhiva/2019/e2019_sa_naslovnom.pdf
http://visokaposlovnaskola.edu.rs/wp-content/uploads/2020/01/Zbornik-radova-TuP-2019.pdf
http://visokaposlovnaskola.edu.rs/wp-content/uploads/2020/01/Zbornik-radova-TuP-2019.pdf

Peslome

[IporHo3u Ha roAMIIEH pacTeX Ha MOTPEOJICHHETO B CBETOBEH Mamiad Ha 3eMEIENICKH W XpaHUTETHH
npoxykTa 10 2050 1. moka3Bsar, ye T Moxe aa Obae okono 1,1%. OcHoBHUTE (hakTOpH, KOUTO T€HEpHpaT pacTex
B THPCEHETO Ha 3eME/ICIICKH M XPaHUTETHU POAYKTHU Ca HApaCTBaHETO HA HACEIEHHETO, KAKTO U CPETHUSAT PACTEX
Ha JIOXOANTE, 0OCOOEHO B pa3BHBAIINTE CE CTPaHU. BBIIpekn HapacTBaHETO Ha CBETOBHOTO HACEJICHUE CE OYaKBa
Ja ce 3a0aBH, ce OUYaKBa TEHJICHIMATA Ha ObP30TO yBEIMYaBaHE Ha HACEIEHHETO JIa MIPOIBIDKU B HIKOH YacTH Ha
cBera, ocobeHo B Adprka, KbIETO T€ BCE OIIE HE ca MMaJIX aJIeKBaTHO XpaHeHe, KaKTO U HEAOCTUTa Ha HAIMIHU
pecypcH 3a CeJICKOCTOIaHCKO POU3BOACTBO ( 3eMs, BOJa) CTaBa BCe I0-U3Pa3eHo, OTKONKOTO npeau. Cmsra ce,
Ye B CBETOBEH Malllad, XpaHUTEIHH MPOAyKTH mpeacTtaBisBat 10% or obmiara CAILl 5000 munuapna $ Ha
norpedieHuneTo, u 4e okoito 40% ot oOmius Opoil Ha paOOTHUIIMTE U CITYKHUTEIIUTE Ca aHTAKUPAHU B pean3alysiTa
M. Haii-HoBHTE MpOydYBaHMSI Ha OKOJNHATA Cpena IOKa3BaT, Ye CEKTOPHTE Ha XPAHUTE U CEJICKOTO CTOIMAHCTBO
CBII0 UMAT 3HAYUTEITHO BB3JIEICTBUE BEPXY OKOJIHATa cpenia (0COOEHO IO OTHOIIIEHUE Ha EMUCHUHTE Ha TIAPHUKOBH
ra3ose).

B Takapa CUTyalus, BbIIPOCHT 3a MPOU3BOACTBO B CCKTOPUTE HA 3EMCIACIUCTO U XPAHUTC (XpaHeHETO Ha
lIOBeKa) H3JIM3a Ha MPEIACH IJIaH. CeJcKo CTOMaHCTBO U XPpaHUTCITHO-BKYCOBAaTa MPOMUIIJIICHOCT C€ MPECBPHILAT B
3HaA4YUM (l)aKTOp. Eto 3amo, MIpoy4yBaHE B o0OracTTa Ha CEIICKOTO CTOMAHCTBO H XpaHUTCIHO-BKYyCOBaTa
MPOMHUIIJICHOCT € BCC IMO-BaKHU.

B Peny0nuka CopOust, moBede ot 630,000 3emenmenckn TOMaKMHCTBA ca 3aMECEHH B IpofakOaTa Ha
CEJICKOCTOMAHCKHU MPOAYKTH, a Houtr 4000 koMmaHuu padoTAT B XpaHUTETHO-BKYCOBaTa MPOMHUIIIIEHOCT, B KOUTO
padorsr Haa 70000 cinyxutenu. B chiioTo BpeMe, B CEKTOPUTE Ha 3€MEICINETO U XPaHUTE IPEIOCTaBst HOMEp Ha
BX0/1a, KOETO OTHOBO ITIPENCTAaBIIsSBA 3HAYMTEINIEH Ma3ap 3a JPYr'M OTPAciv, Karo HAlpuMep MallliHU U AbPBEH
MarepHuaj, IIACTMACH M KaydyK, CTHKJIO IMPOHM3BOICTBO, CTPOMTENICTBO M JpPYrd MofoOHH. B mombiHeHue,
CEJICKOTO CTOITIAaHCTBO U XPaHHUTEITHO-BKYCOBAaTa MPOMHIIICHOCT, KaTO JIOCTABYMK HA XPAHUTEIHH MPOIYKTH, UMa
IPSIKO BB3/IEHCTBHE BHPXY YCIYIHTE Ha CEKTOpa Ha eIpo M APeOHO, TypH3bM, HACTaHSIBAaHE M XpaHa, JOKATo 3a
TCKCTUJIHATA, XUMHUUYCCKaTa u d)apMaueBTI/mHaTa TMPOMHUIIJICHOCT MPEACTABIsABA 3HAYUTEIIHA KYITyBad U TOCTaBYIUK
, [1o T031 Ha4yMH, Ha CEJICKOTO CTOMAHCTBO M XPAHUTEIHO-BKYCOBaTa MpOMHUIILIEHOCT B PerryOnuka ChpOust ca He
€aMo OT TOJIIMO UKOHOMHUYECKO, HO ¥ OT OOIIECTBEHO 3HAUCHUE.

CrenoBatenHo, Ta3u Te3a MMa 3a LEN Ja XBbPIM CBETIMHA BbPXY HSKOM BBIIPOCH, OTHACAIIM CE€ 1O
CEJICKOTO CTONAHCTBO U XpaHHUTEIHUTE CeKTopH B PemyOmuka CbhpOust OT cTpaTerMyecKust acreKT Ha JMYHHTE
nponaxou. B To3u CMUCHIT H3CIEIBAHETO 3all0YBa OT IPEAIIONI0KEHUETO, Y€ CTpaTeruaTa Ha JIMYHATa npofgaxoa
e (W MoXe a MMa) BIMSHUE BbPXY NONOOpsSBaHE HAa PA3BUTHETO Ha CEJICKOTO CTOMAHCTBO M XPAaHHUTEIHO-
BKycOBaTa IpoMuIuieHocT Ha PemryOinka CopOus. [1o To3u HaumH n1o-go0pe n3paboTeHH cTpaTeruy 3a Mpoaaxxon
ce MpeBpbIIa B TeHEpaTop Ha HKOHOMUYECKH TIPOTrpec.

CrioMeHaTuTe Mo-rope U3ciaeBaHe € OMUCAH MO-MIOPOOHO MO-I0MTY.

l'[pe):[MeT Ha U3CJeABAHETO

Crparerndeckd MapKeTHHT € MOJEpEH IOAXOH 3a YIpaBlICHHWE Ha MapKeTHWHra, KOETo Ipesronara
HETIPEeKbCHAT IPOLIEC Ha aJlaNTalys Ha a3apa, U Ce pealu3upa KaTo aKTHBEH U3IIbJIHEHUE Ha CIIEIHUTE OCHOBHU
MApKETHUHIOBH JEHHOCTH:

— aHaymu3 Ha (aKTOpH Ha OKOJTHATA Cpena,
—  aHaJTu3 Ha CHIIHUTE U cIabuTe CTpaHu Ha pupMuTe,
—  IUTaHMPa MAapKETUHTOBU JEHHOCTH,
—  neduHHpaHe Ha MapPKETUHTOBU CTPaTEeTHH,
— TIpWIaraHe Ha CTpaTerHu
—  KOHTPOII U IIpEIIe]l Ha ITa3apHUTE PEe3YNITaTH,
Y HaCOYBaHE M HACOYBAHE KbM HEro MapKETHHIOBH LISJIM MJIH IIPOMEHHU B OKOJTHATA Cpela.

3a CeICKOTO CTOTIAHCTBO M XPAHUTEIHO-BKYCOBaTa MPOMHUIIIIEHOCT B ChpOus, KOrato cTaBa BBIIPOC 3a
MapKETHHIOBH CTPAaTETHH, CTPATErHATa Ha JIMYHUTE IMPOAaKOM € OT OCOOEHO 3HaueHWE, W IO TO3HM HAuWH
BCEOTAANHOCT KbM H3CIIEIBAHETO HA BIUSHUETO MY BbPXY Pa3BUTHUETO HA CEJICKOTO CTONAHCTBO U XPAHUTEIIHO-
BKycoBaTa NpoMHnuieHocT Ha ChpOus € 3HaunTeneH. ToBa O3HaUaBa, Y€ CTONMAHCKHUTE CyOEKTH Ha CEJICKOTO
CTONIAHCTBO 1 XPaHUTEIHO-BKyCOBaTa MpoMuIieHocT Ha Chpoust TpsiOBa 1a ObaaT 00EKT Ha aHANIN3 OT /IBE TIICTHH
TOYKH, & UMEHHO:
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— OT IJIeJHa TOYKa Ha MApKCTUHIa HAYWHH, IO KOUTO Ha CCJICKOTO CTOIAHCTBO W XPAaHUTCIHO-
BKYCOBATa MpOMHUIIJICHOCT KOMIIAHUU Ha C”bp6I/I$I MOXE aa C€ H0ﬂ06pI/I Ou3Heca cu YUpe3 TAXHOTO CTPATCTUICCKO
NO3UIIMOHHUPAHE HaA Ia3apa U KbM KIIMCHTUTE 4YpE3 JIMYHA npoz[a>K6a, TakKa 4€ TC Ja Morar Ja CrcdcJIAT HAKOU
CPaBHUTCIIHU MPCAUMCTBA IPEA KOHKYPCHTUTE,

—  OT IJIe[Ha TOYKA Ha TOBa, Majiu (M 10 KaKBa CTEIMEH) MPEMO3UIHOHUPAHE KbM JTMYHATA POoaaxoa
MOke (M 70 KakBa CTENeH) Jla UMa HHUKAKbB e(DEeKT BbPXY Pa3BHUTHETO HA CEICKOTO CTOMAHCTBO M XPAHUTEIHO-
BKycOBaTa MpOMHUIILICHOCT Ha camara ChpOwus.

IlesrTa HA M3CJIEIBAHETO

I[OKTOpaHTCKI/I n3cjiacaBanusg Te€3a € IMNCAAaHTUYCH U aHAJMTUYCH I1I0AXO01, IIPOBCIACHO Ha [Ba
HUKOHOMHYCCKH ﬁepapXPI‘IHPI HUBa - HAIMOHAJIHO MAKPOMKOHOMHWYCCKO HHMBO MW Ha CTPATECTUYCCKO HUBO Ha
CTOIIaHCKa €AMHHUIIA. Or HallMOHaJIHATa MAKPOMKOHOMUYECCKO paBHUIIEC U3CICABAHETO pa3mICiKaa HpOGﬂeMI/ITe Ha
HMKOHOMHKATa Ha CCJICKOTO CTOINAHCTBO U XPAHUTCIIHO-BKYCOBaTa NPOMHUILIICHOCT Ha TEPUTOPHUATA HA Per[y6nm<a
CT)p6I/IH. Ha CTPAaTeru4CCKO HUBO HA OousHec MpEAPUATUCTO IMMPOYyUBa CTPATCTHUU 3a npoz[aH<61/1 1 MapKETUHT MUKC,
KaKTO U CbBPEMCHHOTO pa36I/IpaHe 3a M3II0JI3BAHCTO Ha JIMYHH npona>K61/1 KaToO MMaHCHTHaA 4acCT OT IAJTOCTHH
MApKETUHTOBHU KOMYHHUKAIIMW, BKIIIOUYUTECIHO W BJIIMAHHUCTO UM BBPXY PA3BUTHUETO HAa IMOCOUYCHUA CEKTOP. Bs3
OCHOBA Ha NIpOy4YBaHUATA, MPECACTABCH 110 TO3W HAYWH, KaTO LEJITa Ha U3CJICIBAHCTO MOXE Jia CE€ OIPCACIIN.

]_ICJ'ITa Ha MU3CJICABAHCTO B PAMKHUTE HAa Ta3duW JOKTOPCKa AUCEPTALIA MOXKE Ja CC 0606]].[1/1 o CJICOHUA
Ha4YUH:

— 3a Ja c€ ompeacii, OT UKOHOMHYCCKa IJI€IHa TOYKa, Ha MsCTO, POJId, 00XBaT W 3HAYEHHE Ha
CCJICKOTO CTOINAHCTBO U XPAaHUTEIHO-BKYyCOBaTa IMPOMUIIJICHOCT B Cp’b6CKaTa HNKOHOMUKA,

— 3a Jia ce OmpeeNu, OT CTpaTernyecka IiieaHa Touka (MUCHS, 1elT, CTpaTerus, 3a/1auu), JuJHaTa
nposiax0a Ha FOPUIMYECKH JIUIIA OT CEJICKOTO CTOMAHCTBO U XPaHUTEITHO-BKyCOBaTa npoMuIieHoct Ha Corpous,

— 32 TEOPETUYHO U NMPAKTHYECKH Ja pasciie[jBa KaKBO € BIMSHHUETO, (KOMUYECTBEHO U Ka4eCTBEHO)
CTpaTeruaTa 3a JMYHU NPOAaXOU e (MM MOXe J1a MMa) 3a HoZoOpsABaHe Ha Pa3BUTHETO HA CEJICKOTO CTOMAHCTBO
U XpaHUTEITHO-BKYCOBaTa MPOMHUILIEHOCT HAa ChpOus.

CEJICKOTO CTOIAHCTBO U XPAaHHUTEIHO-BKYCOBaTa MPOMHIIIEHOCT Ha ChpOust € OT 0coOeHO 3HaYeHHeE 32
cpbOCKaTa MKOHOMHKA, ThH KaTO T NPEACTABIsABA €IUH OT ICHEpaTopuTe Ha MKOHOMHYECKOTO Pa3BUTHE Ha
Penrybnuka CbhpOus, OT KOETO Clle[Ba, ue LeTa Ha N3CICABAHETO MOXKe Jla ce Kiach(uuupa KaTo U ABETE Hay4YHH
U COLIMAJIHO -UKOHOMUYECKH.

HaywnaTa 11671 Ha H3ClI€IBAHETO € ChCPEIOTOUEHA OCHOBHO BhPXY CHCTEMAaTU3UPAHETO HA MKOHOMHYECKH
3HaHUS B CEJICKOTO CTONAHCTBO M XPAHUTEIHO-BKYCOBaTa IIPOMHIIIEHOCT Ha ChpOUS U Ch3AaBaHETO Ha MOZEIH
Ha BB3/IEUCTBUETO Ha JIMYHATA IIPOJax0a Ha CTOMAHCKHU CyOEKTH B CEJICKOTO CTOMAHCTBO U XPaHUTEIHO-BKyCOBaTa
npoMuIuIeHoCT Ha ChpOus 32 HErOBOTO Pa3BUTHE.

ConpatHO-UKOHOMHYECKaTa 11l Ha M3CJIEJBAHETO € HACOYEeH KbM MICHTH(HIMPAaHE HA CHOTBETHHUTE
(axTopH, KOWTO, OT MAapPKETHHIOBA IVIE[HA TOYKA HA JIMYHUTE MPOAAXOH, MOraT Aa MomoOpsT NeHHOCTTa Ha
JPYKECTBaTa B IOCOYCHHUS ITO-TOPE CEJICKOTO CTOIMAHCTBO U XPAaHUTEHO-BKYCOBaTa MPOMHUIIIEHOCT Ha Chpous.

OO01a xumoresa

O6mara xumnore3a (H0) Ha HaydHUTE W3CIEOBAHMSA B PAMKHTE Ha Ta3W Te3a MOXE J]a C€ OIPEIeTH OT
H3SBJIECHUETO CIIECTHUAT.

JIngHO cTparerust mpojax0a € MapKeTHMHIOBa CTPaTerus, KOATO MMa JOMHMHHPANIO BIHMSHHE BBPXY
Pa3BUTHETO HA CEJICKOTO CTOMAHCTBO M XPAHUTEIHO-BKYCOBATa MPOMHUIILIEHOCT Ha ChpOus, KOETO € OTpa3eHo B
3aCHJIBAHETO Ha WKOHOMHYECKUTE IECHHOCTH, Hali-Be4e B CJIECAHUTE OONACTH Ha JEWHOCT Ha ITOCOYCHUS
WHITyCTPHs, @ IMEHHO!

—  yBEIHWYaBaHE Ha MPOAAKONTE HA 3€MEAEIICKN M XPAHUTEITHHU MTPOSYKTH,
—  yBENHWYaBaHE HA WHOBALMHTE B CEKTOPA,

— mnonoOpsiBaHe Ha e(peKTUBHOCTTA HA OHM3HECA.

CnenuajaHy XHIOTE3H

CHGHI/IEU'IHI/I XHUIIOTE3U, NOJTYYCHU OT ropeCrioMmeHarara 06111a XHIIOTE3a (HO) Ha JOKTOPCKa Auceprauunsd,
Mmorar aa 6’B)laT O606HICHI/I qpe3 CICAHUTC HICCT OTUCTU, 4 UMCHHO!:

40



H1: OcnoBHOTO MNPECAU3BUKATCIICTBO Ha TEKYLIUTC CTOIIAHCKU Cy6€KTI/I B CCJICKOTO CTOIIaHCTBO H
XPpaHUTCIHO-BKYCOBATa MPOMHUIIICHOCT Ha C’Lp6I/IH € B JIMIICaTa Ha NpujiaraHe Ha G(I)CKI'I/IBHI/I " MPpOHUKBAIIA
JIMYHU CTPATCIHUU 3a HpO)la)K6I/I.

H2: 3nbanenne Ha TMYHA CTpaTeruu 3a r[poz[a>K6a Ha TbPTOBCKO APYKECTBO, B CCJICKOTO CTOIIAHCTBO U
XPpaHUTCIHO-BKYCOBATa CCKTOP Ha C’Lp6I/IH MOXKE J1a TOBEIAC N0 YBCIINYaBaHC HA NKOHOMHWYCCKUTC JIEWHOCTH.

H3: HI/I(l)pOBI/I TCXHOJIOTUHU HE C€ IPOMCHAT 3HAYUTCIIHO CTpaTerusdaTa Ha JIMYHATa npoz[a>i<6a Ha
Cp’B6CKI/ITe CCJICKOTO CTOIMAHCTBO U XPAHUTCIIHO-BKYCOBaTa NPOMHUIIICHOCT KOMITAHWU.

H4: nmuuen r[poz[a>K6a Ha CTparerusd Onpeaciisi KaKk KOMIIAHUUTE TpH6Ba Jla KOMYHUKHpAT CbC CBOUTEC
LECJICBU KIIMCHTH.

HS5: OpranusanionHa CTpyKTypa Ha (DyHKIHMsITA Ha IPONAKOUTE HA CPHOCKUTE CEICKOTO CTOMAHCTBO U
XPaHUTEITHO-BKYCOBATa TIPOMHIIUICHOCT KOMITAHHH HE OKa3Ba 3HAYMTENHO BIUSHHE BHPXY NPOMSHATA Ha JTUYHA
cTparerus rnpoaaxoa.

H6: Tlpouecht Ha mpongaxOuTe cTaBa BCE MO-CIIOKEH W W3UCKBa KOMIIAHUHTE J]a MMaT 3aIbJ00YEHH
TIO3HAHUS 110 MTPOJAXKON YMEHHS U TEXHUKH.
Hayunure n3ciieioBaTeICKH METOIH

B peain3anysaTa Ha Ta3du TE€3a, HAKOJIKO PA3JIMYHU HAyUYHU H3CJICAOBATCICKU METOAU, IpHJIaraHu B
oOacTra Ha COLIMAJTHUTE HAYKH, Ca ounnu MPUIIOKEHU, OT KOUTO CIICIHHUTE MOXKE J1a C€ OTKPOU, a UMECHHO:

Memoovm na meopemuunu usciedganus na deckmon (BOpo u3cnenBaHus), KbAETO U3CIESABAHUNITA CE
OCHOBaBa Ha JINTEPATYpHU U3TOYHUIIM, KaTO HAIIPUMED:

— Hay4YHU H3TOYHHLM (MOHOTrpadMH, HAYYHH U NPOPECHOHAIHU NYONUKALMKM, HA XapTHEH WIH
€JIEKTPOHEH HOCHUTEI, U T.H.),

—  lHTepHeT U3TOYHHMLM (ThPCEHE Ha CHOTBETHHUTE JaHHH OT JOKJIAIM M IIPOYy4YBAHUS Ha PAa3IMYHU
eKCIIEpPTHHU IbpPKaBHU OPTaHN),

—  HallMOHAJIHHU U3TOYHHUIU (KaTO HaripuMep CTaTUCTUUCCKUTE OTUCTH U OIOJICTMHHU HA ChOTBETHUTE
MUHHCTEPCTBA, HHCTUTYTHU, HAITUOHAJIHA arcHIUU U T.H.)

KOSITO € IPWIOXKEHA IPH M3CIEABAHETO HA CHCTOSHHETO HA CEJICKOTO CTONAHCTBO M XPAaHUTEIHO-BKyCOBaTa
MPOMHMIIIIEHOCT B cBeTa U ChpOus.

Emnupuunu memoou na uscneoeare, Bb3 0cHOBa Ha TEpEeHHH IIPOyYBaHMUs, KOUTO ChOMpAT HEOOXOIUMHUTE
JaHHU (Ype3 JIULE B JIMIE KOMYHUKAIHA, eIeKTPOHHA IOoIIa, Tene(dOoH U T.H.)

Memooume na mamemamuyeckama Cmamucmuka W3NON3BaHM 3a TPOCKTHpaHe M 00paboTka Ha
pE3YITaTUTE OT EMIMPUYHM U3CICIBAHUS ca OMIN M3IIOI3BAHU:

— 3a Ja u3bepere CTATUCTHYECKU NPABHIHO W3BaJKa OT M30paHU PECIOHAEHTH (3eMENelHeTo H
XpaHUTEIHATa MPOMUIIUIEHOCT ApykecTBa B ChpoOus).

—  J1a ce u3paboTu BBIPOCHUK, KOHTO CIIYXKH 32 OlepaliOHATN3UPaHe eMITUPHYHN H3CICIBAHUS.

— 32 ONHKCATeNHH CTATHCTHKH 32 OCPEeIHSBAHE, ITOKa3BaHE WM IPyIUpaHe Ha JaHHUTE, KAKTO H 3a
00o0ImIaBamu pe3yiITari.

—  KaTo CTaTHCTHYECKH MHCTpyMeHTH Ha Excel.

Jlocuyecku memoou paszcvocoenus, KOWUTO BKIIOYBAT TMOCIEAWIN, WHAYKTUBHH ¥ JEAyKTHBHU
pa3CeXIeHns, ca OWiIM W3MOA3BaHM 3a CPaBHEHHE INpEIMET Ha HAydHH W3CICIBAHUS, OIpEACNISHE Ha
M3CIIeIOBATENICKN (DYHKINHM, A2 WACHTH(GUIMPAT (HYHKINOHAIHU BPB3KH U BIMSHUETO HA JIMUHWUTE MPONAXKOH
MapKETHHIOBa CTpAaTerusl 3a pPa3BUTHETO HAa CpPHOCKAaTa CEJICKOTO CTOMAHCTBO M XPaHWTEIHO-BKycOBaTa
MIPOMHIIUIEHOCT, B 00CHKJAHETO Ha PE3YITATHTE U 3aKJIIOUUTENIHA ChOOPaKEHHS,

B ucmopuuecku Memoo ce M31on3Ba 3a ONPEEIsTHE U HACTOSIIE NCTOPHUYECKH (DaKTH U JaHHH,

Memoou 3a ananu3s, cpasnumenen anaius u cunmes 0sxa MPUIOKEHH, 3a A2 OOCHIAT U CPABHU IPEAMET
HA HAyYHU M3CIICNBAHIS, 32 Ja Ce WACHTH(DUITNpAT HEWHUTE XapaKTePUCTHUKY, U Ja CE CPABHU UCTOPUICCKU TaHHU,

HHd)OpMaquHHama Memoo ce u3mnonssa 3a MNPEACTABAHC HAa PE3YITATUTC OT HAYYHUTE U3CICABAHMSA,

Memoovm ananozus ce U3IOI3Ba 3a Ja JOKaXKe, XUIIOTE3U, CC MPAaBAT 3aKJIHOYCHUA, U Oa CC 06CLZ[$IT
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MTOCTUTHATUTE PE3YITATH.
CTpykTypaTa Ha JHCEPTANHUATA
ChIppikaHUETO Ha Te3aTa € CTPYKTypHpaHa B OCEM pasfielia, KOUTO CE MPEACTaBAT U 3a KPATKO O0SICHEHHU
0-A0IY.

B mbpBara yacrt, T.e. ChoOpaXKeHHATA INIaBa YBOJHATA, U3THKBA 3HAYEHUETO HA MPOYIBAHETO, MPENCTABS
HAKPATKO KOHIICTIIMSTA 38 HAYIHH U3CIICABAHMUS, KOSTO O3HAYaBa, Ue B HAYYHO M3CICABaHe, O0CKTUBHHU, XUTIOTE3H
(oOIIM U CTIEIMATHH), KAKTO M METOOJIOTHSITA HA HAYYHHUTE U3CIICBAHUS U T€3a CTPYKTypa Wik 0000IIeHHE.

BbB BTOpaTta yacT, KOETO ¢ B IiaBara MIKOHOMHKa Ha CENCKOTO CTONMAHCTBO M XPAaHUTEIHO-BKYCOBaTa
npoMHuIuIeHOCT Ha ChpOusi, HKOHOMHKA Ha CENICKOTO CTOMAaHCTBO M XPAHUTEITHO-BKyCOBaTa MPOMHIIUICHOCT B
cBeTa ¢ ImBpBHAT 00ChAcHH. Cien ToBa (OKYCHT ce 0OpbIla KbM HKOHOMHKATAa HA CEJICKOTO CTONAHCTBO U
XPaHUTEITHO-BKYCOBaTa MpoMHuILIeHOCT B ChpOust. B T031u cMUCHI, TbPBO HIIBA MHEHHE KPATHK OT HCTOPHYECKOTO
pa3BUTHE Ha CEJICKOTO CTONAaHCTBO B ChpOws, CIefBaHa OT 00NacTTa Ha HAYYHHUTE M3CIICBAHHUS, KOSTO O3HAYABa,
4e CEeKTOPhT Ha CEJICKOTO CTOMAHCTBO M XPAaHUTEIHO-BKyCOBaTa NPOMUIILTEHOCT Ha ChpOHs, OT Te/IHA TOYKa Ha
omnperneneHre, KakTo U OT FOPUANYECKUTE , CTPATETHYeCKO W WHCTUTYLHOHAIHH TIeAHN Toukd. Ha mocnenno
MSICTO, CUTYallMsITa B CEJICKOTO CTOMAHCTBO M XPAHUTEITHO-BKYCOBaTa MPOMHIILICHOCT Ha ChpOust ce 00ChKaa U
pe3yiTaTiTe 0T TeopeTHdeH (OI0po ropHa 4acT), MPOy4YBaHe Ha KIFOUOBH HKOHOMUYECKH TOKA3aTeN Ha CEJICKOTO
CTOIMAHCTBO U XPaHUTEITHO-BKYCOBATa MPOMHUIITIEHOCT Ha ChpOus ca mpencTaBeHH.

B Tperara yacrt, B pamkuTe Ha riasa [IponaxxOu crparterun 1 MapKeTUHT MHKca Ha Gupmu, QoKychT Ha
U3CJI[IBAHETO BEYe € Ha MapKeTHHra. B Ta3um BpbB3Ka, THPrOBCKUTE CTPATErHMU CE Pa3mIeKIAT MbPBO, T.C.
CTpaTeruaTa ce pasmiexn/a KaTo ABICHNUE, a CJIel TOBa CIIEIMaIHO BHUMAHNE Ce OTIeNs HA ThPTrOBCKUTE CTPATerHH.
Cren ToBa, B paMKHTE HA MAPKETUHIOBHSI MUKC, CTPATETHHUTE Ha CTOMAHCKHUTE CYOSKTH JIa T0COYaT 0COOEHOCTUTE
Ha cHCTeMara 3a MapKeTHHIOBa KOMYHHUKAlMS W MapKeTHMHTOBUS MHUKC BbB (DYHKLMSTA Ha CTpaTerusira 3a
npoax0M Ha CTONAHCKUTE CYOEKTH OT MOCO4eHMs cekTop. M Hakpas, Ta3u IvIaBa COYM IIOCOKaTa, B KOSTO
CTOIIAHCKA SMHHIA B CIIOMEHATH CEKTOp CJIEABa Jla C€ ChCPEIOTOUAT CBOETO ObAEIe MApKETHHT U YCHIMATA 32
nposaxoa.

B uerBppTaTa Yact, KOETO O3HAYaBa, 4Ye IVaBa Ha JIMYHHTE MpPOgaxkda Ha APYKECTBAa Ha CEJICKOTO
CTOIaHCTBO M XPaHHUTEIHO-BKyCOBaTa MpoMuIuieHocT Ha ChpOusi, € 00SCHEHO TOAPOOHO U OT Pa3IniHU ACIEKTH
Ha JIMYHAaTa MpoJaxxda Ha CTOMAHCKU CyOCKTH M HauWHa, M0 KOWTO Te TpsiOBa Ja OOIIyBaT ChC CBOUTE IICJICBH
KIHCHTH, KAaKTO M MOJCpPHA HauMHM 32 KOMYHHKAlUWs (AUCHTAajJCH MapKETHHT), BKIIOYHTEIHO HAYMHH 32
HachpyaBaHEe Ha JIMYHATA IPOIAXKO0a.

B merara 4act, KO€TO €, B IIaBa eMIMPUYHH W3CJICOBAHUS HAa BB3ACHCTBHETO HA JIMYHA CTPATErHs 3a
nponax0a Ha Pa3BUTHETO HA CEJICKOTO CTOIIAHCTBO M XPaHUTETHO-BKYCOBaTa IPOMHIILIEHOCT B 00iaacT Moravica
Ha PenyOnuka ChpOmsi, MOZEN Ha BB3ACHCTBHETO € MOCTPOCH, 3a Ja C€ YCTaHOBU BpPB3KaTa MEKIY JIHYHA
cTparerusi 3a mpojaxkba, OT eHa CTpaHa M Pa3BUTHUETO HA CEJICKOTO CTOMAHCTBO M XPAHHTEIHO-BKYCOBATa
npomunnieHoct Ha CbpOust, OT apyra crpaHa. B Ta3u Bpb3ka, Ha [u3aiiHa Ha eMIIMPUYHO H3CIICBAHE € HAKPATKO
IpecTaBeH 3a mbpBH IbT. Cliell TOBA pe3y/ITaTHTe OT eMIMPUYHU U3CICIBAHMS Ca IPEICTABEHH, BKIIOUUTEIHO U
obcpxaaHe Ha pesyararute. Y Hakpas, MOIEN Ha BB3ACHCTBHETO Ha CTpaTerHsaTa 3a JMYHA Opofaxda Ha
Pa3BUTHETO Ha CEJICKOTO CTOMAHCTBO U XPaHUTEITHO-BKYyCOBaTa NPOMHUILIEHOCT Ha ChpOUs € IIOCTPOCH.

B mecrara 4act, KoeTo €, B HAOIONCHHMATA 3aKIIOYUTEIHHTE, PE3YITATHTE OT H3CJICABAHETO Ca
000011eH HAKPATKO, MHCHHETO Ha aBTOpPA 3a TOBA JAJIU H 10 KAKBA CTEIICH XUIIOTE3H, BBEICHH 0s1Xa MOTBbPACHU
ca IPEICTaBeHH, Ce [aBa JIMYHATA OLCHKA Ha HAy9IHHS IIPUHOC Ha Te3aTa Ha aBTOpa , KAKTO M BB3MOKHOCTH 34 I10-
HATATHILIHA U3CIEIBAHUS B Ta3H O0JIACT.

B cemqmara wact, KOeTo €, B IViaBara JMTEpPaTypa, HPEHpaTKd, H3MON3BaHH B AWCEpPTAlUATA Ca
[PEACTaBCHH.

Ocmara 4act, KOeTo €, B mIaBara IIPHIOKEHHWsI, MOAAapBLU OPUTHHAIHU OMPABOATEIHA MATCpPHAIH,
MOIYYCHH OT IPEIUIIHA H3CICABAHMS, KaTO € Ch3IaJCH EMIMPHYHO U3CIIEABAHE BBIIPOCHUK U APYT'H MOIXOISIIN
JOKyMEHTH.

42



	INTRODUCTION
	The subject of the research
	The objective of the research
	General hypothesis
	Special hypotheses
	Scientific research methods
	The thesis structure
	EMPIRICAL RESEARCH DESIGN
	Research methodology
	Defining the questionnaire
	Determining of a representative sample of respondents
	Sample location
	Sample size determination

	Data collection, processing and analysis


	IMPLEMENTATION OF EMPIRICAL RESEARCH
	Characteristics of the sample used in empirical research
	Structure of agricultural producers in the sample
	Structure of agricultural producers' production program in the sample
	Structure of age of producers surveyed
	Structure of technology level applied by the surveyed producers
	Structure of labor engaged in agricultural production
	Structure of technical resources available to agricultural producers
	Structure of acquiring inputs for production
	Structure of annual revenue of producers from the sample

	Results of empirical research
	Marketing profile of the sample producers
	Evaluation structure of the prevailing production program of the sample producers
	Structure of evaluation of prevailing marketing activities of the sample producers
	Structure of the sample producers’ approach to talking to customers
	Structure of the sample producers’ application of marketing and product promotion
	Structure of the method the sample producers use to sell a product to a customer
	Structure of prevailing sales channels of the sample producers
	Structure of the evaluation of the way sampe producers promote their sales
	Structure of the assessment of the sample producers’ relationship with the customer
	Structure of evaluation of sample producers’ application of modern information technology in marketing
	Structure of sample producers’ implementation of quality control and food safety
	Strategic profile of sample producers

	Assessment of strategic behavior of sample producers
	Structure of evaluation of the sample producers’ strategy for penetrating new markets
	Structure of impact assessment of marketing on the increase of economic activities in agriculture and food industry
	Assessing the impact of digital technology on the direct form of marketing communication with customers
	Structure of evaluation of sample producers’ hypotheses
	Structure of evaluation of sales skills of the sample producers’ employees
	Structure of evaluation of sales and marketing training
	5.2.2.18 Structure of evaluation of the significance of the factors on which the success of the sales function within the sample producers depends


	DISCUSSION OF THE EMPIRICAL RESEARCH RESULTS

	CONCLUSIONS
	Предмет на изследването
	Целта на изследването
	Обща хипотеза
	Специални хипотези
	Научните изследователски методи
	Структурата на дисертацията


