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INTRODUCTORY NOTES  

"ÏĿÉÄÁÒ #ÅÒÏÖÉç
1
 

 

Dear Madame Rector, 

Dear participants of the 13th International conference of the ASECU, 

Dear friends and colleagues,  
 

It is my great pleasure to speak today in front of you during the opening ceremony of our 

Conference. I am particularly pleased that we gather for the first time in the lovely city of 

Durres, in this old human settlement by one of many beautiful shores of the Balkan Peninsula. 

Let me congratulate and express our true gratefulness for the conference organization to the 

University Aleksander Moisiu of Durres and to the Programme and Organisation Committees in 

particular.  
 

Today we gather for the 13
th
 time to discuss topics of interest for our science but even more for 

our societies. Though, the history of our association is ï as you probably remember ï somewhat 

longer. I am pleased to recall an important event from November 1996 when the Rector of the 

University of Macedonia from Thessaloniki, Professor Yannis Tsekouras, a man with a bright 

vision and firm sense for invaluable importance of cooperation between people, after a long 

preparatory work, took the initiative to invite Rectors of Economic Universities, Heads of 

Economic Departments and Deans of Economic Faculties from Southeastern Europe to gather in 

Thessaloniki and to establish the Association of South Eastern Europe Economic Universities 

(ASECU). The invitation for this first meeting was sent to the Universities of Albania, Bosnia-

Herzegovina, Bulgaria, Former Yugoslav Republic of Macedonia, Greece, Romania and 

Yugoslavia of that time or indeed, the remaining part of former Yugoslavia that is, Serbia and 

Montenegro. 

 

At the beginning there were 24 member-universities from above mentioned countries whose 

leading personalities and delegates adopted the first Statute at the founding meeting confirming 

the name of the Association as an association of the SEE but also made a visionary decision on 

the necessity of further membership broadening. In the end, our association after ten years only, 

by a decision of the General Assembly in 2007 developed into an association of economic 

schools, institutes and universities, well beyond proper borders of the SEE region namely, into 

the Association of Economic Universities of South and Eastern Europe and the Black Sea 

Region. Further on, it was decided to approve the acceptance as associated members, 

Universities from the Middle East and North-Eastern Africa. It is important to highlight that 

these decisions were taken in response to the expressed interest from countries of these regions.  
 

We are today an association of 52 members that is, 47 with full membership and five associated 

members. Our member universities are from Albania, Armenia, Bosnia-Herzegovina, Bulgaria, 

Former Yugoslav Republic of Macedonia, Greece, Montenegro, Poland, Romania, Russia, 

Serbia, Slovakia, Turkey and Ukraine, while another four associated members are from Egypt 

and Lebanon and from recently, one more from Hungary.  
 

                                                      
1
 Prof. Dr., President of the ASECU, University of Belgrade, Serbia, cerovi@ekof.bg.ac.rs  

mailto:cerovi@ekof.bg.ac.rs
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However, the vitality of our association cannot be fully described by simple figures. A real 

content of our engagement could be better expressed by our activities. On this occasion I shall 

draw your attention at just a few of them.  
 

Firstly, and by no means the most known of our activities are our annual conferences like this 

one that we are attending here. As already mentioned this is the 13
th
 meeting of our scholars 

while the first one took place in Thessaloniki in the year of 2000 as a tri-annual event taking 

place in Belgrade in 2003 and in Bankya near Sofia in 2006. After that the conference was once 

organized bi-annually, in 2008 in Bucharest, and since 2009 each consecutive year changing 

places from Tirana, then, Podgorica, moving eastward to Rostov on Don and north-westwards to 

Rzeszow in Poland and then to Skopje, to Cluj-Napoca, to Krakow and last year to Eskisehir in 

Turkey. After each of these events, a book of proceedings remained and a number of papers were 

published in journals, while numerous young researches got a new opportunity to present their 

work. Now, we discuss a possibility to adjust the present schedule and maybe turn again to the 

bi-annual conferences in order to improve their quality and strengthen their internationalization.  
 

The second important field of our activity and a channel for promoting scientific results of 

authors from our member schools is our journal ï the South-Eastern Europe Journal of 

Economics (SEEJE), which is open for various topics but primarily interested in contemporary 

economic themes that occupy public attention in our countries.  
 

The third important and particularly prospective channel of cooperation promoted by the ASECU 

is the so-called ASECU youth movement. Under this name we encounter an annual meeting of 

our students in summer schools that include student conferences where our students can present 

and discuss their first analytical and scientific attempts and results. This year, after Rostov on 

Don and also after Iasi in Romania, a Montenegrin sea resort, after Rzeszow and Avala aside 

Belgrade, we shall already have the 7
th
 ASECU gathering of the kind, which will be organized 

by the Aristotle University from Thessaloniki yet in an attractive summer camp on Khalkidhiki 

peninsula. From this year and onwards we shall have an extraordinary support ï the Tsekouras 

Prize for the best paper in ASECU youth conferences ï a prize which is based on a generous 

offer and donation of our honorary president professor Tsekouras and his wife, introducing a 

special fund for this award. I use this opportunity to express on behalf of you all, a sincere 

gratitude to professor Tsekouras for his noble gesture.  
 

Finally, I shall mention a new activity that is still developing and is found in its pilot phase. 

Recently, the ASECU has appointed the Committee for Educational Cooperation with a task to 

organize series of web-lectures provided by lecturers from our Association and followed by 

students from member-universities. The pilot action showed that the quality of the provided 

lectures was indeed impressive. Also, the technical abilities of participants proved to be quite 

sufficient, giving the opportunity to the students to connect from their own personal computers, 

which gave the base for more regular future events of that kind. 
 

As you can see our association is permanently advancing and I hope that you also could get that 

impression through another new channel of our internal communication which is the ASECU 

newsletter intended to reach every member of teaching staff from our member universities. As 

you probably know, the newsletter entered the distribution quite recently and I hope that it will 

remain as a regular way of communicating important information among all professors and other 

researchers and teachers from our member universities.  
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At the end, let me add a few words regarding this particular conference. By no means, the topic 

of the conference although looking pretty broad at a first sight is extremely inspiring. What 

challenges our continent is facing after or ï should I be more precise if I state ï during the crisis 

that still lasts almost a full decade up to now? What responses we as economists are eager to 

offer? Are we somewhat petrified within once promoted theories that are not capable to react at 

newer events? In my view, as researchers, as professionals, we are obliged to sincerely face some 

of these ï not always very pleasant dilemmas.  
 

For instance, are we really sure that efficiency in our countries and their surroundings could be 

achieved by sharp diminishing of social care and/or less controlled yet more flexible labour 

market rules. Are we really sure that it could be an effective policy particularly in the world of 

growing inequalities? Why then, we witness less turbulent situation in countries like Sweden 

where social care is significantly better than elsewhere? Whether fighting budget deficits by 

means of diminishing salaries and pensions will really secure a sustainable growth and progress? 

And why then ï as recently remarked Joseph Stiglitz ï countries like Spain and Ireland that had 

budget balances and low debt to GDP ratios were struck by the crisis that severely? Arenôt 

eventually, all these above mentioned general recipes for alleged efficiency, just simple 

instruments for satisfying foreign creditors regardless of local circumstances, living standard and 

peopleôs contentment? 
 

All of  these questions deserve proper answers, moreover, answers that can be checked and 

approved by a broader public. If this wonôt be the case a tremendous public discontent and 

frustration could raise up shortly, making our societies fragile and vulnerable for all kind of 

ñeasyò solutions that is, for all kind of regressive ideologies, predominantly populist and 

nationalist that are always ñat handò in confused times. Such ideologies and political options 

already threaten Europe and European idea of cooperation. This is primarily due to very much 

delayed reaction to growing social controversies developed under the crisis; and also to some 

simplified quasi liberal doctrines popularized in the preceding period of say, good times.  
 

But who else, or who can testify better about the disastrous consequences of populism and 

nationalism than people and nations of our southeast European region, and particularly of the 

Western Balkans, who suffered until recently from such politics and probably still do not feel 

fully safe. For that reason our professional responsibilities are even bigger than under some 

different circumstances. Not only in finding correct economic solutions and policies but also in 

promoting cooperation since this can only guarantee some economic strength and prospect to 

each of relatively small nations in this part of the world.  
 

This brings me back to the main mission of our association and that is cooperation and joint 

efforts in improving our scientific and research results ñfor the benefit of the economy, the 

society, peace and the cultural developmentò of our countries, as it is stipulated in the Statute of 

the ASECU. I sincerely hope that we shall fulfill this aim during the coming days. In this hope I 

wish you a successful work and conference and a useful book of contributions that will be 

printed after the event.   
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CERTIFICATION OF FOOD PRODUCTS AND THE IMPACT ON THE MARKET 

MSc. Morena Boja 1 

MSc. Fatbardha Morina 2 
 

ABSTRACT 

  

Insecure food has always been a problem, even now days, thatôs the government is obligate to 

control food chain. Product certification is a process that aims to prove that the production 

process of a product is analyzed and evaluated by the relevant authorities and ensure that the 

product is analyzed and evaluated by the relevant authorities and ensures that product before 

launching it fulfills all the conditions European or National legal. The quality management of 

products and their certification is not only a condition set by the EU (European Union), but also a 

necessity to meet requirements always growing by customers for a healthy food with controlled 

nutrients. For the promotion and protection of food products to the European Union has 

established a quality label system. According to this system the material of food products must 

come from protected areas of origin, protected geographical indication and traditional specialty 

guaranteed. This system allows not only control over the food products, but enables consumers 

to be better informed on the specific characteristics of production. Certification of products is 

made by independent institutions which valuate compliance of the standards required with 

management systems or product. In our country certification and food safety is still in the 

development stage. We do not have a consolidated system monitoring and control and because 

not product certification in origin, many food industry companies cannot export their products in 

the countries of the European Community while produce by the same technology and equipment 

with the international food industry businesses. 

 

Keywords: certification, food industry, certification standards, food safety 

JEL Classification:  L66, D4 

 

 

1. Introduction  

 

In the food business often talk about certification because it is considered as an important 

gateway to success for any enterprise that aims to standardize products and consolidate in the 

commerce. In a market increasingly globalized in constant evolution where consumers are 

increasingly more informed thanks to social media and the Internet spread. Consumers are more 

conscious of product choices. Businesses must necessarily respond to requirements for safe and 

quality products. Quality certification is recognition of products from authorized organizations 

(third parties) to confirm that the commenced product conforms to a predetermined regulation of 

production and the predetermined quality standards. The certified products must respect the same 

standards like all other products placed on the commerce. Quality certificate guarantees the 

consumer that there is no cheated in food. However this assurance is not absolute, especially in 

our country where we have many cases of falsification and fraud on certification of products 

                                                      
1
 Personal Banker  - First Investment Bank 

2
 Retail Sales Finance- Raiffeisen Bank 
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traded. This comes as a result of not functioning correctly control authorities. Certification has 

advantages not only for the producer who separate in the commerce through certification but also 

for consumers because a controlled product means: safety, nutritional value and organoleptic 

qualities. The objective of this study is to identify the main certifications, the role they have in 

certain products. With the results collected from questionnaires is given a detailed explanation of 

the information who own Albanian costumers over the food certification and the importance  of 

certified products. 

 

 

2. Why certification should? 

 

To understand why it is important certification is required to specify the quality term .A very 

used term but variable meaning. With time meaning of quality has experienced some changes, 

which range from "quality is the ability to have a particular product to satisfy the requirements of 

a specific customer" to "quality means compliance with the requirements" but despite definitions 

that attribute for this word standard UNI EN ISO 22000 legally defines the concept of quality as 

"grouped features of a product and the system for compliance of customer requirements or other 

interested groups". The same rule also defines the meaning of the request, and cites it as a "need" 

or expressed or implied expectation. Certification is a guarantee of quality for consumers to use a 

product or service. Certification means to increase transparency to offer consumer security so 

that there is no doubt. Companies that successfully pass the certification procedure and receive a 

certificate used as a symbol of quality in the commerce to reduce customer insecurity, thus 

reducing the transactions costs. There are various certifications for quality management, 

environmental management organizations, food safety, certification of cosmetic & 

pharmaceuticsô products etc. The certification bodies are responsible for the verification and 

correct application of the rules. Businesses use product certification as a method to suit the 

commerce norms, to enhance the image in the commerce, quality guarantee through certification, 

to differentiate from competitors, to reduce customer insecurity over products. 

 

 

3. Distribution of certification systems 

 

In the contemporary scenario of food industry there are different types of certification often with 

the same goals but with different requirements. The high number of certification schemes may 

cause confusion at consumer; therefore it produces the opposite effect. The European 

Commission has compiled a list of certificates recognized at European level and international. 

Depending on the requirement that the business organization has done for product made the 

selection for certification type. The quality of food products management today represents a 

concrete development for businesses operating in the agro food sector; because it connects in 

direct way protection and safety of life through the controlled products. Constantly repeat for 

national and international episodes about food scandals has made consumers but also producers 

to be more careful in quality control, food safety and choice of suppliers. Quality guaranteeing 

and food safety from the moment of production until the distribution is necessary for firms in 

order to survive in the commerce. Possession of a rigorous and effective in management of 

quality and products control, in response to concerns that consumerôs raises, carefully 
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communication with customers and information are effective instruments to gain credibility. The 

product quality management systems are very specialized. Normative standards of reference are: 

 

- HACCAP certification (Hazard Analysis and Critical Control Point) is a procedure of risk 

assessment and the risk of hygienic safety of products and processes to stabilize an 

appropriate control measures. This procedure provides that the responsible person of agro 

food or food company can give guarantee that has realized in hygienic way the preparation, 

transformation, manufacture, packaging, storage, transportation, sale or supply of products 

trades. The initial concept of certification HACCAP was born in 1959 in a NASA study for 

"the fabrication of a safe food for astronaut diet during missions (zero defects program). Case 

publication of FAO (Food and Agriculture Organization) and WHO (World Health 

Organization) has influenced the European food industry practices and the development of 

legislation food safety. HACCAP rate today presents one of the best systems of food safety 

management. This method is not an optional norm but set by law, which allows the 

organization that implements communicate to external parties its commitment to 

management and hygiene conditions required. 

 

- IFS certification (International Food Standard), this type of certification is support and 

developed by the Federal Union of German Trade Organization and a representative body of 

the French resellers. Is equivalent of BRC standard for counties are in the middle of Europe 

(Austria, Switzerland, Germany and France). The standard management system ISF derives 

from planning and methodology of HACCP system. 

 

-  ISO Certification 22000-2005: There are incalculable economic losses resulting from waste 

or residues that fail from daily production, defects in food storage, damages and accidents 

along the food production chain and each subsequent negative effect could introduce a risk of 

life. The standard EN ISO 22000 identifies the requirements of a proper system of food 

safety management system (FSMS Food Safety Management System), enabling 

organizations to identify the risks in their business management and control to guarantee 

food safety and customer satisfaction. ISO 22000 is a standard known worldwide for 

certification and food safety management. Implementing a certification system such as ISO 

22000 businesses improve the performance in the field of food safety. 

 

 

4. "Bio" cert ified products and the impact on the commerce  

 

BIO certified products are foods produced according to the standards set by the CE (symbol of 

the European Council brand) and controlled by official bodies authorized in each country. In 

Albania the control of BIO products is made by the State Commission for Organic Production 

(SCOP), which approves and monitors the activities of certification bodies. These bodies have a 

duty to control the produce process at every stage of the production and carefully verify of the 

produced companies that from the other hand should guarantee quality products and consistent in 

accordance with legislation. Certification is the only real guarantee that a firm which operates in 

the biological sector can provide the products by following protocols and strict norms above the 

production of raw materials as well as the transformation into the final product. There are many 

brands that operate in the labeling of bio products is one of them Demeter label that guarantees 
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that food products labeled Demeter come from biological farms. Mark operates on all continents, 

control and certifies all range of biological products. Albanian legislation based on European 

code has set some rules on products labeled BIO. The label stuck on "Bio products" should 

present the true nature of the product. It is written in Albanian language, without excluding the 

use of other languages. Also, as obligated request, the label contains organic production 

indicators and built according to the following requirements: 

- the term "Bio" as an obligatory index that refers to organic production, should be used in 

products and accompanying documents. 

- labeling in compliance can only be used for products produced in accordance with the 

established  rules - indicator that includes the name of the certifying organization that has 

performed the last inspection; - indicators that imported products are covered by the inspection 

scheme by countries come - products advertisement should be in accordance with the labeling. 

 

 

5. The control system of products in Albania 

 

Government in the context of European integration considers relevant politics over the food 

safety. These politics are under the responsibility of MBRZHAU (Ministry of Agriculture, Rural 

Development and Water Administration) which is responsible for creating the legal framework 

and coordination of legislation with EU regulations. Department of Food Safety Policy and 

Consumer Protection (GDFSCP) established in 2005 and later been restructured in 2010, it is 

responsible for drafting food security politics and strategies as well as in the preparation of 

legislation. Currently the competent authorities involved in the political management of food 

security in Albania and implementation of legislation in this area are: 

ω MBRZHAU and dependent institutions, namely: National Food Authority, Institute of Food 

Safety and Veterinary, Regional Directorates of Agriculture, Ministry of Health, local 

government. 

 

In the area of food security operates DPSUMK in MBRZHAU and is organized in three sectors: 

Å Quality Division, Food Safety and Consumer Protection 

Å Sector of plant protection 

Å Water sector products 

Though of how legislation and control bodies Albania has as well as other countries, the 

Albanian consumers are skeptical about the way they perform , some customers expressed or that 

are no longer functioning organs or function and heard in the interim period in cases where has 

publications for irregularities or deficiency control. According to collected data also note that 

consumers do not address the competent authorities, but they prefer to make the public case on 

social networks or to looking for their right at the subject where they buy product, it is observed 

from the chart below. Where do consumers address to the AKU about problems that have 

account for only 8% of respondents. One part of them comment the fact that is more effective 

publishing in social networks than complaints to the competent authorities, this initiate by the 

importance that individuals pay to social networks  today Once the consumers think that the 

control authorities are no longer functioning as it should and this is reflected in the chart below. 

Where 90% of those interviewed think that the control authorities do not function according to 

the procedure they do temporary controls or campaigns and are not systematic monitoring and 

control products. 
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5.1. Food quality 

 
Product Certification is born as a market need for positioning rate and distinguish the product 

and informing consumers and large distributor for some features and characteristics that 

distinguish the product from other products of the same category. The advantages of certification 

are: evaluation of product characteristics, the certification directly to product communication, 

promoting the company, increased guarantee and food safety, and evidence certification of 

organoleptic and nutritional characteristics of origin of the product and his features, consumers 

through certification control sanitary conditions of production of all these elements increase the 

value and nutritional qualities of the product. 

In our country, according to information collected consumers group is informed about labeling or 

quality of products is low most of them consider the primary element date of expiration, as 

shown from the chart, 47% of the respondents cost importance expiration and non-nutritional or 

other elements of quality.  

 
Graphic 3 

    Graphic 1 

Graphic 1 Graphic 2 
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5.2. Food safety elements 

 

Food security is understood in wider sense than the ability to provide a continuous water and 

food to complete basic biological needs. The definition of internationally accepted is designed by 

the World Food Summit (world Food Summit) in 1996, according to this is described a situation 

in which all people at all times have physical, social and economic access in sufficient food, safe, 

nutritional value, guaranteeing their needs and food preferences for an active and healthy life. 

With regard to food safety have different views according to medical one food safety 

understands completes of sanitary conditions and food products. From economic and social point 

where a part of the population is characterized by high malnutrition, with food safety it means 

measures that guarantee coverage of the population needs from the harvest and a reserve level of 

negative phenomena. In countries where the security risk is generalized low food security issues 

are mostly qualitative (hygiene and quality). The concept of food security is linked to food 

sovereignty. Despite that food security is one of the standards to get closer to the EU. In our 

country food security continues to be a problem, consumers complain about circumstantial edge 

commerce improvised on street pavements, where products are kept under the direct influence of 

the atmospheric conditions. As regards to food safety interviewees comment the fact that security 

is linked so directly with the control system so that is why we have so many products not 

controlled. As it is seen from the graph below 58% of respondents think that the products are 

poorly secured and controlled. 

 

 
Graphic 4 

5.3.  Consummator information for food product and certifications  

 

The rapid globalization of food production and trade has significantly increased the possibility of 

international accidents dealing with food contamination. National authorities across the world 

have become aware that food safety should be high not only in national level but also through 

cooperation between national authorities in a national level. This process is important for the 

exchange of information on food safety issues. Consummator can obtain information by tools 

and different forms, but today an important source of information is the electronic one. 

Customers can obtain information on prices and products but about the rights they have in case 

of dissatisfaction against product. Although today consumers have access to be informed through 

various channels in our country the number of consumers who know their rights is very low, 

cases that have resulted in judicial proceedings because of dissatisfaction products are very low. 
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If we compare with other European countries the difference is too high, European consumers 

make the strangest complains, they open law processes against companies for different 

dissatisfactions. In our country, the opposite happens and the fact that consumers do not trust the 

competent authorities. Regarding certifications consumers who know the BIO certification 

referred to BIO products they buy to small farmers although with BIO is understood products 

produced according to CE (European Community standards). Whatever the degree of education 

that have customers their knowledge of certification of products are very low.  

 

 
Graphic 5 

 

6. Conclusions and Recommendations 

 

Relevant authorities should inform consumers on politics, certification and product safety, but in 

our country the number of customers informed is very low and despite the education that have. 

From respondents 42% of them have finished university but 63% of them say that they have no 

information on certification and food safety and the part that are informed represent 37% of 

respondents said they do not trust the AKU or the competent authorities the information they 

possess is obtained through the written media or the electronic information. Their dissatisfaction 

to the competent authorities to monitor and check the quality of products is very pronounced 

with 90% of them express that AKU does not operate according to commerce monitoring. That 

what we recommend seeing the interviewing results is that firstly offices for consumer protection 

should make information on the rights that consumers have especially on basic rights such as: 

The right to health protection, environment and safety of life, the right to protection of economic 

interests, the right of appeal and compensation where in our country is very low , the complains 

of not made by the competent institutions but through investigative emissions. An important 

stage on the information process is consummators education that we recommend to begin at 

school and so children as future consumers are informed. 
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QUESTIONNAIRE 
 

(This questionnaire serves a study on the quality and certification of food products in Albania. The data obtained from this 
questionnaire will be treated only and exclusively for the study purposes. Thank you for cooperation.) 
 
1. Which age group you belong to: 

Ã 20-30  years old 
Ã 31-40 years old 
Ã 41-50 years old 

Ã 51-60 years old 
Ã Other__________ 

 
2. Education: 
Ã Eighth year   Ã Secondary       Ã University        Ã Other_______________ 
 

3. You care to purchase food products at home.   (Yes Ã     No Ã)  
(If NO question 2, if YES question 3). 
 

4. Do you have information for the purchase of food products?     (Yes Ã No Ã)  
(If No, the questionnaire close, if Yes question 5) 
 

5. Do you have information for certification of food products?     (Yes Ã No Ã)  
 

6. What is the source of information for product certification?  
(Specify_______________________________________________) 

7.  
8. Does the certification pay attention to that?                    (Yes Ã        No Ã)  

 
9. With the purchase of a food product whose quality / security element devote more attention: 

Ã On expiration 
Ã Origin of the product (raw material) 
Ã Composition having 

Ã Type of certification 
Ã Others__________________ 

10.  I pay more attention: 

Ã  Quality         Ã Prize   Ã  both together 
11.  Did you pay attention certification product that they have?   (Yes Ã No Ã) 
 
12. Which are food standards that you know? 
Ã Halal 
Ã Bio 
Ã Natural 

Ã Iso/Haccap 
Ã Other 

 
13. Which products think they are safe: 
Ã Products manufactured in Albania 
Ã Products manufactured in the EU 
Ã Products manufactured in the region (Montenegro, Kosovo, Macedonia, Serbia, etc.) 
Ã Other places 
 

14. How safe do you think are food products in Albania? 
 Ã Not at all    Ã  Few  Ã Enough Ã Many   

 
15. Do you think that control authorities function properly at commerce monitoring? (Yes Ã No Ã) 
 
16. In case of dissatisfaction with the products purchased to whom you are addressing? 
Ã AKU (Food Safety Controls Authority) 
Ã The entity manager 
Ã publish case in social media 
Ã other___________
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INCLUSIVE INSTITUTIONS AND ENTREPRENEURSHIP 

0ÒÏÆȢ $ÒȢ -ÉÏÍÉÒ *ÁËĤÉç1 
$ÒȢ -ÉÌÉÃÁ *ÁËĤÉç2 

 

ABSTRACT 

 

Good institutions are charaterized with three atributes: 1. they establish and protect property 

rights; second, they restrict social elites which strive to expropriate income and property  of 

others members of society; third, thery provide equal chances for employment, social security 

and civil rights to all individuals. Good institutions contribute to political stability, succesfull 

macroeconomic policy and enhance initiatives. Key role of institutions is in securing stability 

and continuity.  

 Extractive institutions in two ways can negatively affect entrepreneurship and whole 

economic development:  

a) Increasing the opportunity cost, resulting in upward movement of Opportunity cost 

curve.  

 b) Affecting Return to entrepreneurship resulting in leftward movement of Return to 

entrepreneurship curve. 

 

Keywords: institutionalism, inclusive institutions, polityical macroeconomy 

JEL Classification: B22, P16, P48 

 

 

1. Growth and inclusive institutions  

 

In recent two decades, due to contributions of Political macro economy, focus of macro economy 

turned away from narrow perspective based on market and privatisation (market 

fundamentalism) towards broader perspective based on institutions and values (institutionalism). 

"Human and physical capital are proximate causes of economic growth. Why do some countries 

have better technologies and more human capital?"
3
  

 Main thesis of one of leading proponents of Political macro economy, D. Acemoglu, is: 

"growth is much more likely under inclusive (economic and political) institutions than extractive 

institutions. Inclusive economic institutions: Secure property rights, law and order, markets and 

state support (public services and regulation) for markets; open to relatively free entry of new 

businesses; uphold contracts; access to education and opportunity for the great majority of 

citizens, i.e., create incentives for investment and innovation and a level playing But most 

societies throughout history and today ruled by Extractive economic institutions: they are 

designed by the politically powerful elites to extract resources from the rest of society."
4
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3 Acemoglu, D., Political regimes, institutions and growth, June 2005, Tüsiad-koç university economic research 

forum. 
4
 Acemoglu, D., State Building: A Political Economy Perspective, Nemmers Lecture. Acemoglu, D., Robisnon, J., Why 

Nations Fail, FBBVA Lecture, May 21, 2012. 
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Importance of institutions, culture and values lies in the fact that, contrary to previosly 

dominant market fundamentalism, there exist correlation between GDP and democracy, but not 

oneway unilinear causation, either from side of GDP or democracy. "If institutions matter (so 

much) for economic performance, why do societies choose or end up with institutions that do not 

maximize economic growth or aggregate economic welfare."
5
  

 D. Acemoglu writes: "Institutions are the rules of the game in a society or, more formally, 

are the humanly devised constraints that shape human interaction. Institutions are are humanly 

devised, set constraints, and shape incentives."
6
 

These ideas can be presented schematically:   

 
Figure 1 

 
 

Source: Acemoglu, D., "14.773, Political economy of institutions and development, Lecture 1: Introduction and 

overview", pdf 9522, MIT, Feb. 4, 2014. http://economics.mit.edu/faculty/acemoglu/courses.  

 

 D. Acemoglu writes:  "It may also be tempting to follow political scientists and 

sociologists and classify institutions into two groups (with the implicit understanding that most 

real world institutions will fall somewhere in between):  

Å Predatory ("bad") institutions: as institutions that do not encourage investment and economic 

development. 

Å  Developmental ("good") institutions: as institutions that permit or encourage investment and 

growth.
7
  

 Distinction between bad and good institutions evolved in distinction between extractive 

institutions (bad institutions) and inclusive institutions (good institutions). 

                                                      
5
 Acemoglu, D., Modeling Inefficient Institutions, Ekonomske ideje i praksa, no. 12, march 2014., tematic issues 

Political macroeconomy and contribution of Daron Acemoglu.  
6
 Acemoglu, D., "14.773, Political economy of institutions and development, Lecture 1: Introduction and overview", 

pdf 9522, MIT, February 4, 2014. http://economics.mit.edu/faculty/acemoglu/courses. 
7
Acemoglu, D., "Political Economy Lecture Notes", PE9524.pdf & http://economics.mit.edu/faculty/acemoglu/courses, 

p. 14.  
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Figure 2 

 
 

Source: Acemoglu, Liabson, List Macroeconomics, Chapter 8, "Why Isnôt the Whole World Developed?," Pearson, 

2015, www.pearsonhighered.com, Instructor resources. 

 

 

2. Three growth hypothesis 

 

Different destinies of particular countries and non-existence of warranted economic and social 

prosperity are explained by three hypotheses: 

1. Geography hypothesis, 

2. Culture hypothesis, and  

3. Institutions hypothesis. 

 

 1. Geography hypothesis insists upon significance of physical geography, climate, and 

ecology. Geographical factors have significant role in determining the location and level of 

interactions of those ancient agricultural civilisations.
8
 L. Putterman writes: "What and how big 

is the role of historical factors in explaining great differences on the level economic development 

between different countries and regions in the world today? The level of economic development 

and the growth rate since the end of the European colonial era has greatly depended on the 

average level of technology and political position of the area where the ancestors of todayôs 

inhabitants lived long before or immediately before the colonial era. The interplay between 

geography and human capital, broadly viewed as culture, norms and institutional capacities have 

a central role in explaining those differences."
9
  

 2. Cultural hypothesis point towards significance of cultural heritage, values and 

tradition. Guiso, Sapienza, and Zingales defined culture as ñthose customary beliefs and values 

that ethnic, religious, and social groups transmit fairly unchanged from generation to 

                                                      
8
 WŀƪǑƛŏΣ aΦΣ ϦDŜƻƎǊŀǇƘƛŎŀƭ Deviation and historical ŘŜǾŜƭƻǇƳŜƴǘϦΣ 9ƪƻƴƻƳǎƪŜ ǘŜƳŜΣ bƛǑΣ Ǿƻƭ роόоύΣ нлмрΣ ǇǇΦомф-

334. 
9
 Putterman, Louis. "History and comparative development." The New Palgrave Dictionary of Economics. Online 

Edition. Eds. Steven N. Durlauf and Lawrence E. Blume. Palgrave Macmillan, 2014. The New Palgrave Dictionary of 
Economics Online. Palgrave Macmillan. 22 May 2014 
http://www.dictionaryofeconomics.com/article?id=pde2014_G000223.  

© 2015 Pearson Education, Inc 

Exhibit 8.1 Fundamental and Proximate Causes of Prosperity

8.1  Proximate Versus Fundamental Causes of Prosperity
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generation.ò
10

 Alesina, A., Giuliano, P. explains significance of culture as follows: "Recent 

research demonstrates that cultural variables determine many economic choices they even affect 

the speed of development and the wealth of nations. Culture and institutions are endogenous 

variables, determined, possibly, by geography, technology, epidemics, wars, and other historical 

shocks."
11

 

 For Cultural hypothesis we give example of Serbia. Power distance and Uncertainty 

avoidance are significantly high; Pragmatism and Masculinity rather high, while Individualism 

and Indulgence are low. This leads toward conclusion that Serbian society is highly influenced 

by traditional values and culture.
12

 
Graphic 2 

 
Source: http://geert-hofstede.com/dimensions.html, accessed 4.1.2015 

 

 3. Institutional hypothesis attributes the central role to institutions, which promote 

investment in human, physical capital and technology.  Institutional hypothesis can be illustrated 

with significance of institutions for economic development via promoting or inhibiting 

entrepreneurship. "The institutions hypothesis claims that differences in institutions ð how 

societies have organized themselves and shaped the incentives of individuals and businesses ð 

are at the root of the differences in prosperity across the world. In other words, the institutions 

hypothesis is based on the notion that it is the way that humans themselves decide to organize 

their societies that determines whether or not they prosper.
13

 

 Next diagrams explain fundamental significance of institutional hypothesis for economic 

development.
14

 Good (inclusive) institutions positively affect either Return to entrepreneurship 

or Opportunity cost, or both, whilst Bad (extractive) institutors negatively affect them.  

                                                      
10

 DǳƛǎƻΣ [ΦΣ {ŀǇƛŜƴȊŀΣ tΦΣ ŀƴŘ [Φ ½ƛƴƎŀƭŜǎΣ нллсΣ ά5ƻŜǎ /ǳƭǘǳǊŜ !ŦŦŜŎǘ 9ŎƻƴƻƳƛŎ hǳǘŎƻƳŜǎΚέΣ Journal of Economic 
Perspectives, 20(2): 23ς48, according to Alesina, A., Giuliano, P. "Culture and Institutions", 1. September, 2014. 
11

 Alesina, A., Giuliano, P. "Culture and Institutions", 1. September 2014. accessed 23.12.2014. 
12

 Jaksic, M., Jaksic, M., "Proximate and Fundamental Factors of Growth: Culture and Institutions", Economics and 
Economy, vol. 1, no. 4, dec. 2014, pp. 7-22. 
13

 Acemoglu, Liabson, List, Macroeconomics, Chapter 8, "²Ƙȅ LǎƴΩǘ ǘƘŜ ²ƘƻƭŜ ²ƻǊƭŘ 5ŜǾŜƭƻǇŜŘΚϦ tŜŀǊǎƻƴΣ нлмрΦΣ 
www.pearsonhighered.com, Instructor resources. 
14

 Acemoglu, Liabson, List, Macroeconomics, Chapter 8, "²Ƙȅ LǎƴΩǘ ǘƘe Whole World Developed?" Pearson, 2015., 
www.pearsonhighered.com, Instructor resources. 
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Graphic 3 

 
 

Source: Acemoglu, Liabson, List, Macroeconomics, Chapter 8, "Why Isnôt the Whole World Developed?" Pearson, 

2015., www.pearsonhighered.com, Instructor resources. 

  

Extractive institutions in two ways can negatively affect entrepreneurship and whole economic 

development:  

a) Increasing the opportunity cost (e.g. licensing, administrative barriers) resulting in 

upward movement of Opportunity cost curve.  

 

 
Source: Acemoglu, Liabson, List, Macroeconomics, Chapter 8, "Why Isnôt the Whole World Developed?" Pearson, 

2015., www.pearsonhighered.com, Instructor resources. 

 

 b) Affecting Return to entrepreneurship (e.g. barriers to entry, rent-seeking, insecure 

legal position) resulting in leftward  movement of Return to entrepreneurship curve. 

http://www.pearsonhighered.com/
http://www.pearsonhighered.com/
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Graphic 4 

 
Source: Acemoglu, Liabson, List, Macroeconomics, Chapter 8, "Why Isnôt the Whole World Developed?" Pearson, 

2015., www.pearsonhighered.com, Instructor resources. 

 

 

3. Conclusion 

 

World indicators, in the first place World competitiveness index and Doing business list, reflect 

rising significance of institutional infrastructure, more broadly than narrow focus on privatisation 

which for long time was in the core of Washington consensus. Here is the example for Serbia. 

 
Graphic 5 

 
Source:  http://reports.weforum.org/global-competitiveness-report-2015-2016/economies/#economy=SRB. 

 

   

 

http://www.pearsonhighered.com/
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Importance of institutions, culture and values lies in the fact that contrary to prev iosly 

dominant market fundamentalism there exist correlation between GDP and democracy, but not 

oneway unilinear causation, either from sied of GDP or democracy. Fundamental factors of 

growth (culture and governance) are of much more importance for economic qrowth and were 

greatly neglected during social and economic development of post-socialist countries. 
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SMES DEVELOPMENT IN ALBANIA- THE IMPACT OF TAX POLICIES ON 

SUSTAINABLE SECTOR GROWTH 

Almarin  Frakulli 1 
 

ABSTRACT 

 

Currently Albania is facing enormous financial problems due to extremely low rates of 

employment, high levels of undeclared work, low financial discipline and a lack of equity and 

efficiency in tax matters. It is a fact that in Albania referred to the structure of active 

enterprisesin 2012it was concluded that SMEs mostly dominated by micro-enterprises with 1 to 

9 employees, who make up about 95.3% of the total number of active enterprises. On the other 

hand if we do an analysis of economic growth in the last decade we will see a decline in growth 

rate of GDP. Recently the government has taken a series of tax policies that tend to increase the 

safety and competitiveness of businesses but these efforts have not been sufficient. Based on the 

data from the National Business Center regarding the business situation will notice that the 

number of new businesses has decreased in recent years andmeanwhile there is an increasing 

number of businesses that are closed or have suspended their activity. Since the major share of 

active enterprises occupied precisely SMEs consequently the greatest numbers of enterprises that 

have closed or suspended their activity are SMEs. 

Referred to above in the current economic development of Albania in the short run up to the 

stage of consolidation of big business and corporate, strengthening SMEs is the proper way for a 

sustainable economic and social development. 

 

Keywords: Fiscal system, tax policy, micro-enterprises, economic growth, SME, taxes 

JEL classification: E62, F43, P42 

 

 

1. Introduction  

 

Starting a business in todayôs environment brings opportunities and challenges. New lifestyles 

demand greater choice of products and services. New technologies and greater access to global 

markets have provided increased business opportunities. At the same time increased competition, 

insistence on quality and unremitting pressure for lower costs, just to mention some issues, 

represent major challenges for business. As a result of cyclical economic changes, the transition 

countries and their enterprises face major challenges for strengthening their human and 

institutional capacities to take advantage of trade and investment opportunities. For Small and 

Medium-sized Enterprises (SMEs) the challenge is greater. They lack scale, resources and the 

capacity to handle complex business management. While governments make policies in trade 

and investment areas, it is enterprises that trade and invest. Therefore, supply-side obstacles in 

the trade and investment areas and how governments, development partners and the private 

sector itself address these constraints have direct implications on the economic growth potential 

of transition countries.In almost all countries, SMEs play a key role. Private investment by Small 
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and Medium-sized Enterprises (SMEs) is a key generator of economic growth and social change 

for a certain country economy. These enterprises typically account for more than 90% of all 

firms outside the agricultural sector, constitute a major source of employment and generate 

significant domestic and export earnings. It is now widely accepted that the contribution of 

SMEs to new jobs, exports, innovation and regional development is vital to national 

development. As such, SMEs development emerges as a key instrument in poverty reduction 

efforts.SMEs, due to their size, are particularly constrained by non-competitive real exchange 

rates, limited access to finance, cumbersome bureaucratic procedures in setting up, operating and 

growing a business, poor state of infrastructure and lack of effective institutional structures. The 

removal of these constraints is a daunting task calling for holistic SME support, i.e. an enabling 

environment for SME development consisting of functioning macro, meso and micro level 

institutions.The main aim of the study is to discuss the importance of SMEs sector for 

developing and sustaining business competitive advantages the economic activity of Albania.The 

taxation of SMEs is an important issue given their importance to the economies of countries. 

Careful design of government program for SMEs, including special tax rules, can address market 

failures and the disproportionately high compliance burdens faced by SMEs. Consideration of 

the heterogeneity of the SME sector and the different challenges faced by SMEs and their 

owners need to be considered in the design of the taxation rules as governments endeavor to 

promote the creation, innovation and growth of SMEs. 

The statistical definition of an SME usually varies from one country to another. However the 

choice to classify a company as SMEs is always based on the number of employees, value of 

assets or the value of sales.SMEs in Albania are classified according to the number of their 

employees and turnover and/or balance sheet in compliance with the law nr. 1042 (22/12/2008) 

on small and medium-sized enterprises, 

For statistical purposes enterprises will be classified into: 

1. Micro: 1 to 4 persons; 

2. Small Enterprises: 5 to 9 ; 

3. Medium enterprise: 10 to 49 ; 

4. Large enterprise: 50 + 

 

Table 1 - Active SME 2005-2012             

 

                

Year 2005 2006 2007 2008 2009 2010 2011 2012 

1-4 employed 55,976 66,368 71,049 85,380 84,474 91,566 96,429 94,025 

5-9 employed 2,406 2,861 3,694 3,655 4,357 4,778 4,952 5,396 

10-49 employed 1,722 2,093 2,797 2,762 3,165 3,500 4,164 3,898 

50+ employed 547 701 757 725 781 843 958 956 

Total 60,651 72,023 78,297 92,522 92,777 100,687 106,503 104,275 

Source:INSTAT                 

 

The small business sector is well represented in Albania and has a similar structure with the 

European Union. Small businesses in Albania provide the majority of jobs. The size of the 

average Albanian firm is smaller than in the EU, with 3.7 employees compared with an average 

of 4.3 for the EU. The most important sector (55% of all enterprises, 45% of employment) is the 
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wholesale and retail trade. Estimated data for 2009-2011 show positive trends, so a growing 

number of enterprises and jobs offered by them. 

According to the structure of active enterprises in 2012 it is noticed that SMEs mostly dominated 

by micro-enterprises with 1 to 9 employees, who constitute about 95.3% of the total number of 

active enterprises. Distribution of active enterprises by economic sectors for 2012: 43.4% trade, 

hotels & restaurants 16.2%, transport & communications 9.9%, industry 9.6%, construction 

4.3%, agriculture and fishing 1.7% while other services occupied 14.9%. 

 

Figure 2- SMEs by size                  Figure 3- SMEs by sector 

Source: Register of Enterprises INSTAT 2012 

 

 

2. The impact of tax policies in SMEs developing  

 

In our country recently have become aware that small and medium-sized enterprises (SMEs) are 

not only necessary and good partner for large corporations, but the real backbone of any 

economy. Development and their welfare is often indicative of the level of economic 

development of a country and the investment climate. In most countries of the region with the 

necessary legal tools have encouraged the creation and development of SMEs through 

appropriate tax regimes; promote investment and innovation and the creation of new jobs. 

Albania is also making efforts in this direction, which unfortunately are insufficient. In recent 

years, in Albania are undertaken many legislative and institutional reforms in support of SME 

development. Some of the reforms that have improved the business climate and the development 

of SMEs: business registration, permits and licenses, regulatory impact assessment / RIA, e-

government, support for ICT, provision of financial instruments, training, growth of electronic 

communications, the free trade agreement, CEFTA, etc., all these reforms brought tangible 

results in improving the business climate. Albania embraced all principles of the Small Business 

Act (SBA). Implementation of principles of this act is one of the most important agreements of 

the European Commission's agenda for the development of SMEs, not only for the EU Member 

States, but also for the Western Balkan countries.  

The Albanian government has a fundamental role to play in providing a favorable framework 

and environment for private sector development. The economic conditions in Albania, where 

private investment levels lag behind those of developed countries, the necessity to create an 

enabling environment for SMEs and private investment is more urgent. Reform of the business 
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and investment environment leading to the creation of a dynamic entrepreneurial culture is 

crucial to drive the process of change in industrial structures and the transition to market 

economy structures. 

As a country which has the support of different international organizations, Albania has 

undertaken a series of Enterprise Policy Performance Assessments in order to monitor the 

development of policies and infrastructures to support the SME sector. Substantial emphasis has 

been placed in eliciting the views of private SMEs on their past experience and perception of the 

key barriers to business and new investment, and their assessment of progress in implementing 

policies to encourage the development of SMEs. Generally are identified six broad dimensions of 

the framework and environment supporting SME growth and development, which are 

particularly important for governments to get right: 

ï Institutional framework for SME policy; 

ï Rule of law and the regulatory environment; 

ï Tax policy for small businesses; 

ï Financial instruments for fostering small businesses; 

ï Advisory services supplied to new and small businesses; 

ï Implementation of business incubators; 

The sufficient tax revenues are necessary to guarantee democracy, public order and the legal 

system. Modern taxation should be more than just a source of income for the operation of the 

state; the tax must also ensure that public authorities contribute actively to pursue the objectives 

of economic, social and environmental policies. 

This part of the work ñTax policies in SMEs developingò examines the influence of tax systems 

on a range of challenges faced by SME, including decisions relating to their creation, form and 

growth. SMEs make up the vast majority of business entities and contribute strongly to 

employment and economic growth, spanning the full breath of industries and sectors and 

differing in their propensity to innovate and grow. At the same time SMEs face particular 

challenges on relation to their access to finance. The tax system plays a dual role at times as a 

tool to assist in overcoming these challenges and at others as an obstacle.Tax policy and its 

administrative structures is considered by many entrepreneurs to inhibit, rather than encourage 

the development and expansion of new enterprises. Despite recent reductions in the tax burden 

and a recognition that the tax system is improving and becoming more sophisticated, the private 

sector is very critical of the tax administration system, not least of the poor collection rates and 

the levels of tax evasion. Entrepreneurs feel that this results in unfair competition and puts a 

higher burden on compliant taxpayers.Understating the role of the tax system in the decisions of 

SME owners and managers is therefore critical in providing policy solutions to support their 

success. This study provides insights into the influence of tax system on SME in Albania. 

As a taxation issue, income tax is considered as a good opportunity for the government to give 

breath to small enterprises. And in fact more than 80 per cent of businesses are small and 

medium enterprises in our country. The working group of the new fiscal package, recognizes that 

tax profit will be at two levels, 15 percent of the business that has more than 5 million ALL 

turnover per year and 7.5 percent for small businesses with a turnover 2-5 million ALL. This 

sector is expected to be the first positive impact of taxation, but if informality remains at these 

levels and other taxes will be imposed without discussion carefully, small businesses will not be 

able to benefit from this kind of taxation. 

So, it turns out that the group of SMEs includes a wide spectrum of business, and their fiscal 

treatment varies depending on the category they belong to. Albanian governments have had as a 
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priority the development of SMEs and time after time this has been observed also in the 

reduction of fiscal burdens on SMEs. Regarding the most recent tax reforms, the Government 

approved fiscal package by Law 179/2013, which main objective is to preserve macroeconomic 

stability and continuation of structural reforms to create the conditions necessary for the 

economy in the context of potential growth. This fiscal policy is oriented towards the recovery of 

economic growth in its potential.Tax procedures have been also simplified. The drafting of fiscal 

policy has consulted closely with the International Monetary Fund (IMF) and World Bank (WB). 

Every exemptions or tax incentive is granted only by law. The tax incentives comprise different 

forms applied by law: 

- Low tax rates (15%) with no preconditions, 

- Reduced tax rates (special scheme for farmers), 

- Tax exemptions sectors (research and drilling of hydrocarbons),  

- Contributions made by the employer to ensure the health and lives of employees are non 

taxable, 

- Investment tax credits (investments of all kinds),  

- Tax loss carry forward,  

- Accelerated depreciation rates. 

If the tax rate on income taxes can be compared with the neighbor countries with Albania, it can 

be noticed that the income tax rates are competitive and attractive ones. The tax rate on income 

and profit is applied on equal basis to all taxpayers regardless of the region, the branch they 

perform their economic activity from or the type of activity. 

Also these reforms of the government have aimed promoting a friendly business climate, and to 

provide assistance and incentives for SMEs. Strategies for the business development are based 

on European Union directives, and are some of the priority obligations that Albania has to fulfill 

towards European integration. 

 

 

Conclusion  

 

In Albania, over 80 % of all employment is in SMEs, compared to the EU average of around 67 

%. Albanian SMEs provide about 68 % of the country's total value added, while the average in 

the EU is about 58 %. In 2013, value added dropped by 3.6 % compared to 2012. In parallel, 

employment increased by close to 10 %, and the number of businesses grew by 1.7 %. Real GDP 

is expected to grow by 3.3 % in 2015 and by 4.2 % in 2016. The growth is almost solely driven 

by internal demand. Forecasts also point to falling unemployment rates. Due to the fact that the 

Albanian economy is led by SMEs, it is expected that the projected economic upswing will result 

in increased SME employment and output growth. 

Overall the development of tax policy regarding tax rates can be assessed as positive as far as 

predictability and in recent years a steady tendency to reduce the tax burden, especially on direct 

taxes. The introduction of more economic stimulus tax rates, however, should be accompanied 

by a change in tax philosophy in determining the taxable basis - taxation be subject only real 

remaining income taxpayers, after deducting the actual operating expenses. This would increase 

consumption and hence to an increase in turnover and revenues from VAT, which will not only 

offset the reduction in income from direct taxes, but will result in additional revenue for the 

budget in the amount of 5-10%. 
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The Ministry of Finance and the Ministry of Economy, in co-operation with ASME, should work 

together to ensure that:  

ï Greater simplicity, stability and clarity are achieved in tax policy.  

ï The fiscal administration is made much more sensitive to the needs of the SME sector. 

ï Tax laws and regulations are consistently and fairly enforced.  

ï The integration of the tax system is continued.  

ï Consultation with SMEs or their nominated representatives on tax issues is carried out 

regularly.  

ï SMEs are able to obtain regular, simple and up-to-date information explaining the tax 

system.  

VAT  

ï Design the VAT refund period to facilitate cash flow, using the international standard of one 

month.  

Grey Economy  

ï Strengthen efforts to collect arrears, regardless of firm size.  

ï Improve administration and collection rates to widen the tax base.  

Consultation  

ï Use regional forums and seminars to ensure that the SME sector is consulted on the 

implementation details of forthcoming taxation developments, and is well informed / trained 

in advance of new tax rules coming into effect. 
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STUDY OF ALBANIA 

Dr. Luftim Cania 1 

Dr. Olta Nexhipi 2 

Prof. As. Dr. Bajram Korsita 3 

 

ABSTRACT 

 

The role of SME-s considered as the most efficient and developer tool that generates sustainable 

economic growth, employment and poverty decrease. They are a source of employment, 

competition, economic dynamism and innovation. Also, stimulate the entrepreneurial spirit. 

SMEs gets broader geographical presence than large companies, so they contribute to a better 

distribution of incomes. In fact, the Albanian economy has gone through a long process of 

transition. Therefore, in this direction should to pay attention policies, opportunities for the 

development of SMEs in order to increases competition in business and progress of these 

companies. Creating a business environment like this, is a prerequisite for economic 

development. The main goal of this research consists in the role of SMEs in the economic 

development of Albania. Moreover, the main purpose of the research will be the evaluation of 

barriers and the impact of SMEs in creating a positive climate for business development. The 

methodology is based on primary and secondary sources. More specifically, we refer to previous 

research by other authors and other studies made by government and private agencies. The main 

goal is to provide data through interviews of business representatives. The main findings 

consisted about impact and effectiveness that plays SME-s in the capital of a country, the 

improvement of the economic climate, social, etc. 

 

Keywords: SME, Albania economy, entrepreneurship, business climate 

JEL Classification: M21, O41, O44 

 

 

1. Introduction  

 

SMEs are considered as the most efficient tool that generating sustainable economic growth, 

employment and poverty alleviation. In the developed and developing economies, SMEs are 

focused on profit and create added value to the enterprise by contributing to economic growth. In 

Albania, it plays a role in development after having known a constant growth across all years. 

The creation of a positive climate for business development helps the growth and strengthening 

of SMEs in order to increase their competitiveness in regional and global market. So, in Albania 

SMEs are dynamic element and contributor to the improvement of the economy, as in other 

countries. In this context, they have an essential role in the world economy. By the study was 
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found that SMEs contribute over 50% to GDP and over 65% of total employment in developed 

countries. In the European Union, SMEs constitute about 99% of all businesses by employing 

over 55% of total jobs in the private sector. In Albania, 80% of the employees are employed by 

SMEs,, where the trade and services sector have the highest number of employees. On the other 

hand, over 65% of the investment carried out by these enterprises. Almost at the same level adds 

value to the economy. Based on this discussion, the main purpose of the research will be the 

evaluation of barriers and the impact of SMEs in creating a positive climate for business 

development. 

 

2. Literature Review 
 

The literature review will focus on three ways. At first, we will define the concept of SMEs and 

their classification. Then, we will focus the discussion about the importance of SMEs in the 

economy of a country and especially in Albania. The discussion of this issue will end about 

factors that affecting the development of SMEs. 

 

2.1 The concept of SME 

Entrepreneurship is a creative process of organization, enterprise management and assuming the 

risk involved in venture (Rebecca and Benjamin 2009), where a person discovers, evaluates, and 

exploits opportunities (Darren and Conrad, 2009). In really, definition of the  SME concept is 

difficult because different countries have different criteria. Baumback (1983) defined SMEs in 

terms of employment, asset values and sales. In general, SMEs can be defined as an economic 

enterprise that requires less capital, has the quality to make a quick decision, working in manual 

labor and a low level of expenses for its management and production to lower-cost products. The 

small enterprises, at the same time, are companies that are dynamical, innovative assessing 

opportunities at the right time (Erken, 1990). 

The SME sector is categorized into three enterprises: micro, small and medium. There is much 

discussion about the size and definition of the SMEs criteria. In terms of economic definitions, 

the small firms are those that have a small market share; are managed by the owners or partners 

in a personalized way, and not through formalized management structure; and they are 

independent in the sense that do not participate in a large enterprise  (UNECE, 2013). In 1996, 

the European Commission establishes a new definition of small and medium enterprises based 

on four quantitative criteria: (a) the total number of employees in the enterprise; (b) The annual 

volume of the turnover; (c) the total of the assets in the enterprise balance; (d) the degree of 

independence of the enterprise or the ownership over it. As the result of problems in the practical 

application to economic definitions, except from difficulties in the definition of small firms, the 

most widespread measure of SMEs is related to levels of employment. According to the World 

Bank, micro enterprises have fewer than 50 employees, small enterprises have 50 employees and 

medium-sized enterprises have between 50-200 employees.  
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Tab. 1. SME classification in European Community 

 

Company category Employees Turnover  Balance sheet total 

Medium-sized < 250 Ò ú 50 m Ò ú 43 m 

Small < 50 Ò ú 10 m Ò ú 10 m 

Micro < 10 Ò ú 2 m Ò ú 2 m 

Source: European Community (2015) 

 

The classification of enterprises in Albania was adopted by the European Community, which is 

classified as follows: 

- 1ï9 employees (micro), 

- 10ï49 employees (small), and 

- 50ï249 employees (medium). 

Also, the classification of enterprises in Albania was based at turnover. Micro, small and medium 

enterprises includes those entities which employ fewer than 250 employees and have an annual 

turnover that does not exceed 8 million Albanian Leks. 

 

Tab. 2. SME classification in Albania 

 

Company category Employees Turnover  

Medium-sized < 250 Ò ALL 8 m 

Small < 50 Ò ALL 5 m 

Micro < 10 Ò ALL 1 m 

Source: Albanian Law (no.8957, date 17.10.2002, changed) 

 

2.2 The importance of SMEs 

With the globalization of markets, intensive competition, and complex environment with a 

relatively high degree of variability, forecasting the future and providing a satisfactory profit, is 

often dubious and the bankruptcy risk that accompanies every step. In strategic terms in an 

economy, SMEs contribute to: 

- Reducing unemployment. Employment is one of the factors that has a great impact on the 

process of economic development and it has the greatest impact on the realization to the 

general objectives of SMEs. In Albania, these enterprises employ about 65% of total 

employment. 

- The growth of the GDP. Today, SMEs contribute about 60% in GDP. In this sense, the 

cause of macroeconomic indicators make it possible to have economic growth. 

- The developing large businesses. The main factors of this situation is the economy relies 

heavily on small and medium business that are more resistant to the crisis than large 

businesses. The SMEs are more flexible compare with the large companies and as a 

result, have lower capital costs associated with the creation of jobs. Consequently, SMEs 

play an important role in economic development. 

- The promotion and development across sectors and markets. SMEs have an impact on the 

improvement and efficiency of domestic markets because they use better the financial 

and human resources. In the global competitiveness index 2016-2017, Albania is ranked 

80th from 93rd place to a previous year (World Economic Forum, 2017), by leaving 

below in ordering some of the Balkan countries such as Greece, Macedonia and Serbia. 
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This crossing is an indication of its economic development and achieving the overall 

economy to a higher level. 

 

2.3 The SMEs factors  

The development of SMEs depends on a number of factors. In general they can be: 

- Business environment. The cost of entry, starting with the registration costs, payment of 

licenses and processing time, is very important for their development. These costs can not 

be covered during business operations, because required as initial capital. The 

enforcement of contracts and protection of property rights with low-cost are a very 

important element to start and survive a business. If the costs of enforcing contracts are 

too high, business mays prefer to operate in the informal economy rather than engages in 

economic activities by law. Another factor that contributes to the development of SMEs 

is the level of the regulatory environment because it provides certainty for businesses 

operating in their respective industries. In particular, labor market regulations play an 

important role in the cost structure. 

- Macroeconomic factors. The government expenditures are among the key 

macroeconomic factors that contribute to the growth of SMEs. Procurements help of 

registered businesses and discourage illegal businesses. Monetary policy plays a crucial 

role in the development and organizing the SMEs because a low inflation would reduce 

the informal economy. Additionally, a stable exchange rate is very important for SMEs 

because the besiness may be exposed to danger and can go up to bankruptcy. 

- Growth opportunities. The SMEs in the early stages of activity are subject to bankruptcy 

risk. The survival rates of SMEs are not high, especially after the first year. Therefore, a 

well-functioning infrastructure in terms of services delivery such as police, energy, 

contribute to the growth of SMEs. They can not provide basic services privately different 

from the large enterprises, because they would be too expensive. On the other hand, 

political stability is essential for entrepreneurs. Also, fees and high rates of taxation may 

discourage the growth of SMEs and enhance the informal economy. 

- Historical determinants. Businesses that are historically located in favorable geographical 

locations tend to survive and grow. Demography is also a determining factor. Businesses 

located in favorable environments, where mortality rates are lower tend to grow. 

 

 

3. Methodology  

 

The main purpose of the research will be the evaluation of barriers and the impact of SMEs in 

creating a positive climate for business development. This paper is mainly based on the study 

and review of several papers by national and international authors. As secondary sources were 

used earlier studies by different authors, periodic reports from government agencies and 

consulting corporation. Meanwhile primary data was collected through interviews with business 

representatives. To assess the problems and to observe the impact of SMEs in the economy, we 

conducted a desk research and held direct meetings with representatives of selected business. 

After that, we used qualitative analysis for generating results from findings. 
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4. Analysis of findings  

 

Through primary and secondary data will be discussed in two directions. Firstly, we will focus 

on the peculiarities and distinctive features for SME development in Albania. Secondly, the 

analysis will be deeper about th possibilities of developing SMEs. 

4.1 The features of SMEs in Albania 

The importance of a good climate for investment is a stable basis for economic growth and 

improvement in living standards. To achieve this, SMEs are a key element. Albania, after it came 

out from socialist system and during the transition period have been numerous variations in 

terms of the economy and not only. In the first steps in the democratic system and the country's 

economy was in shambles, destruction of public property and massive emigration/migration. 

Initially, construction of market economy institutions was a good omen. Many entrepreneurs 

started their business activity without proper education or experience required. Regardless of 

this, they have been successful. In many cases, success has been somewhat temporary and level 

of bankruptcy in this category businessmen has been much higher than individuals with 

background and professional training. 

The main feature of SME development in Albania is their concentration in the main cities of the 

country. Lack of effective policies for distribution all over the country, it has led to the 

concentration of these businesses in about 20%-25% of the territory, mainly in the triangle 

Lezha-Tirana-Vlora, and a tiny distribution in the rest of the territory. More than 50% of these 

enterprises are concentrated in Tirana and Durres region, about 32% stretch in the cities of Fier, 

Korca, Vlora, Elbasan, and a share of about 14% is positioned in other cities as Berat, Dibra, 

Gjirokastra, Lezha, Shkodra. The new businesses are oriented in the main branches of the 

economy such as services, transport and commerce. In the structure of enterprises by economic 

activity continues to be the dominant trades and services sectors, which cover about 85% of 

registered enterprises . The development of the SME sector has its beginnings in the sphere of 

trades and services. This is a phenomenon known to all countries that are emerging economies. 

The SMEs will be attracted to invest in this sector because it is: a small initial investment, the 

rapid movement of capital, realization of higher profits, etc. Recently, there has been a trend of 

increasing investment in manufacturing field. SMEs that operating in the production field are 

still at an early stage of development. Even though, they occupy a small weight, the 

manufacturing sector possesses a great potential for development in the future. Investment in 

production field are those for processing of agricultural raw materials, wood processing, for the 

production of building materials, for the manufacture of clothing, etc. The possibility of 

investment in the manufacturing sector is a consequence of the initial capital accumulation in the 

trades and services sphere, the growing demand for building materials as a result of the 

impetuous development of the sector, creation of sustainable relationships with suppliers at home 

and abroad for the provision of raw materials, etc. 

 

4.2 Opportunities for SME development 

The strengthening of financial sector is one of the key elements to enable the performance of 

small and medium businesses in Albania. One of the priorities to be taken into consideration for 

their contribution is to minimize barriers to their lending. Also, the adoption of new financial 

mechanisms. Although, Albania's financial sector is dominated by banks, again has helped to 

develop this sector. Likewise, a contribution was given by other financial institutions, as well as 

donors, who have encouraged investment and credits in the country. However, the SMEs funding 
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levels have been growing. Despite this, it considered insufficient to induce a rapid development 

of the sector. To improve the climate of SME financing in recent years they have been taken 

several actions related mainly to the introduction of credit guarantee schemes for SMEs. The 

guarantee funds in Albania are applied through some specific projects. The guarantee funds have 

been limited only to support with funding areas and certain categories of SMEs, by leaving out 

most of the sector. Especially new SMEs have great difficulties to obtain loans from the banking 

sector and credit costs are relatively high. The conditions required by banks are not favorable to 

businesses, and more concretely collateral is required in levels of 120% to 150% and credit 

interest rates are high, even when a loan for investment in plant and equipment for a medium 

period of time. The reallocation of resources in the economy is oriented towards productive 

sectors, to services, trades, hotels and restaurants. While the contribution of creative businesses is 

very small and is not clearly identified. The creative industry is based on talent and workmanship 

indiviual, able to produce, employing people, and is an integral part of intellectual property. The 

last few years in Albania, are born and are developing some new sectors of the creative industries 

as: advertising production, graphic studios, computer services, music and musical shows, 

architecture studios, design, etc. To increase the competitiveness of Albanian SMEs should be 

taken a few steps at the same time, to further improve the legal framework, improving the 

efficiency of institutions, facilities in credit management, both in cost and collateral. 

 

 

Conclusions  

 

The SMEs are the main contributors to the economy, because they alleviate poverty, increasing 

opportunities for employment and allocate resources in a more fair distribution. In Albania are 

about 80% of employees by SMEs. Among the sectors that have the highest weight in 

employment are trade and services sectors. Also, over 65% of the investment was realized by 

these ventures. This study has the main purpose: the evaluation of barriers and the impact of 

SMEs in creating a positive climate for business development. About 25% of SMEs are in the 

triangle Lezha-Tirana-Vlore, where more than 50% of them are in Tirana-Durres region.  This 

distribution is due to the lack of adequate policies and the migration of many population 

movements in these areas. Minimizing lending barriers would yield more development 

opportunities. The cost of credit is too high, and collateral is required in levels of 120% to 150%. 

In recent years, are developing creative businesses by enhancing the contribution and importance 

of SMEs. As for those sectors that were young and others, must be taken several measures 

simultaneously, to further improve the legal framework, improving the efficiency of institutions, 

facilities in credit management, both in cost and in collateral. 
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ABSTRACT 

 

Reasoning on the attractiveness of a country means to study the conditions for it to grow. The 

virtuous cycle triggered by foreign investment also promotes local economic actors, bringing 

valuable resources to domestic companies: a challenge for Europe but also for Albania. 

The concept is simple: create particularly attractive areas for business, with strong tax incentives 

but not only; reduced and efficient bureaucracy, infrastructure resources, logistics, high 

specialization in key areas, by 'automotive to food, the skins, the new technologies. port areas, 

such as Tangier, nearby airports, such as Shannon, customs zones, urban tax-free zones: how 

many depends on the industry model you want to attract; create legal economic conditions 

favorable for the attraction of foreign investments in Albania. 

As a result of the particular activities that are carried out in a special economic zone, they are 

well suited to the atypical case administration work: which, however, appear to be easily 

integrated with other forms undertaken by the workers. 

They, on the one hand, cannot but contribute to improving the employment rate; and, d 'on the 

other hand, are to encourage -to the' effect- welfare and the consequent economic development. 

 

Keywords: Investment attraction, development, free trade zone, regional income, unemployment  

JEL Classification: F10, F21, O10 

 

 

1. Introduction  
 

Relying on the attraction of a country means studying the conditions for it to grow. The virtuous 

circle triggered by foreign investment also promotes local economic actors, bringing valuable 

resources to national businesses: a challenge for all of Europe, but above all for Albania. The 

concept is simple: to create particularly attractive areas for businesses, with strong tax incentives 

but not only; Reduced and efficient bureaucracy, infrastructure, logistics, high specialization in 

key areas, from automobiles to food, to skins, to new technologies. Port areas such as Tangiers, 
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airport areas such as Shannon, customs zones, urban free zones, many modes depending on the 

industrial model that you want to attract. As a result of the special activities that are carried out 

in special economic zones, they are well suited to administering atypical work situations, which 

are, however, easily integrated with other forms of work: they can, on the one hand, To 

improving the employment rate; and, on the other hand, they should favor - the effect - the 

welfare and the consequent economic development. 

 

 

2. General Economic Framework: premise 
 

After the failure of systems governed by planned economies, to take advantage of this moment 

we must recognize the new dynamics that influence the development of society. The growth of 

emerging countries, the interconnection of markets, demographic forces and, above all, the need 

for infrastructure will be the factors that will most effect on future economic growth. For 

infrastructure alone, investments over the next eight years are expected between $ 10,000 and $ 

15,000 billion. The figures for some geographic areas in particular are colossal: in the Middle 

East ($ 1.1 trillion in China and $ 700 billion in Saudi Arabia by 2020) but also in Eastern 

European countries (a total of $ 133 billion by 2013 for new EU members) in Latin America and 

Africa. Another factor in the game is the enormous availability of liquidity of "sovereign" funds, 

worth over $ 3 billion, with which countries so far exclusively active in the commodity sector 

will gain more influence on international markets. Businesses that want to be world-wide and 

operating on a multinational scale have changed their investment logic: it is no longer only 

important if an investment is convenient in the references of a single market, but it is crucial to 

assess whether this is better or less risky Compared to the many global options. The business-to-

business alternative is no longer only between Business to Business or Business to Consumer, 

but today the big business also has the "Business to Country" model, with 360 degree benefits To 

be positioned in a territory rather than in another to offer products and services for which the 

development areas have planned very high budgets. In fact, globalization also means competition 

between territorial systems: a world-wide competition in which the countries that do best acquire 

for growing. Each country is faced with unprecedented strategic challenges that first require 

deciding who to become and when, and the translation of that decision into concrete actions. 

Whoever is responsible for a country's economic strategy is in the situation of having to answer a 

few questions, such as: why should an enterprise take over and why should one already 

exist? Why a taxpayer, a family should decide to contribute here? Why should a talent decide to 

work here or a student should decide to study here? Relying on a country's attractiveness means 

therefore to think about the optimum, practical and cultural conditions to make it grow. This is a 

challenge for Europe, but above all for Albania. Attracting foreign investment is important: 

because they favor local economic actors, bringing valuable resources that automatically increase 

the virtuous cycle of domestic businesses. In addition to contributing to a major part of a 

country's turnover as a "global leader", multinationals are an important source of "best practices" 

that gradually move to the entire production system; It is enough to think that on average, in 

Albania, labor productivity is 50% higher in foreign-owned enterprises than in domestic 

companies. But, above all, the presence of foreign companies on the ground strengthens the 

development of local skills projecting them on the global market ("Global Supply Chain"). The 

New Pignone case in Italy is exemplary in this regard: bought by Ge in 1994, it billed about a 

billion dollars: today, the turnover of what has become the headquarters of the entire Oil & Gas 
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business group exceeds 6 billion and, thanks to Ge, an industry that was extremely localized, 

today exports 95% of turnover, and is the protagonist of success in further international 

acquisitions. What are the conditions that can allow us to replicate case history, creating 

situations where the country is not simply a market, but becomes a place where new technologies 

are developed, new technologies are developed, and attracting and growing talents? The concept 

is simple: create particularly attractive areas for business, with strong tax incentives but not 

limited to; reduced and efficient bureaucracy, infrastructure facilities, logistics, high 

specialization in key areas, from 'automotive to food, the skins, to new technologies. Port areas, 

such as Tangier, nearby airports such as Shannon, customs zones, urban zones: a lot of ways, 

depending on the business model that you want to attract. With a simplified expression, we could 

say that frank zones are at the crossroads between various European policies: customs policy, 

economic-social cohesion policy, fiscal policy and competition policy. The data is derived from 

various elements. Often, free zones are set up and used to contribute to the development of 

otherwise disadvantaged areas: territorial location, infrastructure or other reasons, geopolitical, 

climatic, demographic etc. Equally often, these forms of economic aid are far removed from 

taxation, contributions, subsidies, etc. And all this falls within a customs regime that can be at 

least twofold. In the case of free customs zones established under the 1992 and 1993 

Regulations, now 524/2008, the mechanism chosen is the widely described description of the 

fictiojuris of placement outside the customs territory of the goods located in the free zone. If, on 

the other hand, the site is physically located outside the Community customs line then we can 

talk about real extraterritoriality, as in the case of Livigno, the Italian Champion and a portion of 

the waters of Lake Lugano. Ireland, Bulgaria Croatia, with a very competitive tax and public 

services which in some cases do not disfigure at all feel the need to create areas with additional 

tax benefits, to become even more competitive in a European and international scenario in 

which the competition is now the highest among states, if they are able to attract businesses, 

which by the same companies, with the latter you relocate easily going to work where it is most 

convenient. 

 

 

3. Free Customs Zone and State Aid in the European Dimension 
 

With a simplified expression, we can say that frank zones are at the crossroads between various 

European policies: customs policy, economic and social cohesion policy, fiscal policy and 

competition policy. The data is derived from several elements: Free zones are set up and used 

often to contribute to the development of otherwise disadvantaged areas: territorial location, 

infrastructure or other reasons, geopolitical, climatic, demographic etc. Equally often, these types 

of economic aid are given to these regions: tax aid, contributions, subsidies, etc. And all this falls 

within a customs regime that can be at least twofold. In the case of free customs zones 

established under the 1992 and 1993 Regulations, now 524/2008, the mechanism chosen is the 

widely described description of the fictiojuris of placement outside the customs territory of the 

goods located in the free zone. If, on the other hand, the area is physically located outside the 

Community customs line then we can talk about real extraterritoriality, as in the case of Livigno, 

a sample of Italy and a portion of Lake Lugano's waters. Each of the policies mentioned above, 

will retain their own facets, having each aspect: customs, economic and social cohesion, 

competition, a different legal basis. Consequently, it is a misleading simplification to think that a 

free customs zone and an area of taxation of benefit are coincidental; So it is misleading to think, 
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for example, that free customs zones and urban free zones are the same. We have described the 

regime of free customs zones. State aid is, on the other hand, borne by the arts. 107 

ss. TFUE. These rules are addressed directly to the Member States, in the face of possible 

distortions of competition not attributable to market participants but to the political, economic 

and administrative choices of the States themselves. Therefore, European legislation prohibits 

so-called "state aid", meaning any advantage granted by the public authorities to help alleviate 

the burdens normally imposed on the enterprise budget. Insofar as the aid is likely to interfere 

with trade between Member States by distorting competition, it is incompatible with the common 

market, subject to the derogations provided for in art. 107, paragraphs 2 and 3. The definition 

adopted by par. 1 of art.107 EC is deliberately broad and generic, in order not to incur 

excessively formal or restrictive interpretations. However, some key elements are readily 

available at first reading. In order to be able to talk about aid, it must be: 1) public facilities: it 

does not matter if it is provided directly by public bodies or private bodies, provided that the aid 

is financed with public resources; (2) aid is a measure facilitating direct access to certain 

undertakings or certain specific productions, not a general measure applicable to all 

undertakings; (3) the aid measure must distort or threaten to distort competition; (4) aid must be 

capable of affecting trade between Member States. In the presence of such requirements, 

Art. Article 107 EC becomes fully applicable and State aid incompatible with the common 

market, although not expressly prohibited. Art. 107, par. 2 identifies derogations from the 

general principle of non-State aid for social benefits granted to consumers if they are granted 

without discrimination on the basis of products origin (eg aid for the scrapping of vehicles 

granted to consumers and not to car manufacturers ); In case of natural disasters or other 

exceptional occurrences; For the aid justified by the division of Germany. In these cases, the 

Commission only checks that the conditions of the rule are actually present. They may then be 

considered compatible with the common market in the light of Art. 107 para. 3: (a) aid intended 

to encourage the economic development of the regions where the standard of living is 

abnormally low or has a serious form of underemployment; (B) those intended to promote the 

implementation of an important project of common European interest or to remedy a serious 

disturbance in the economy of a Member State; (C) those intended to facilitate the development 

of certain activities or of certain economic regions, provided that they do not adversely affect 

trading conditions to an extent contrary to the common interest; Again: (d) aid intended to 

promote culture and heritage conservation, without affecting the conditions of trade and 

competition in the Community to an extent contrary to the common interest; (E) other categories 

of aid, determined by a Council decision, acting by a qualified majority on a proposal from the 

Commission. So, well-outlined, the relationship between economic-social cohesion policy and 

competition policy: the former must not be prejudiced by the second. And the aid is considered 

to be compatible with the common market only if it actually compensates for a competitive 

disadvantage that the recipient enterprise accuses as a result of its geographical location. At this 

point, it is easier to answer a frequently asked question: is there any possible creation of a free 

customs zone in Albania that could lead to additional forms of taxation of benefit to Albanian 

workers? In the light of the foregoing, the answer is relatively easy: the establishment of a free 

customs zone within the meaning of European law does not in itself entail the removal of State 

aid since the same taxation rule , For taxes such as VAT, which require the territoriality of the 

economic operation, excludes them from being applicable to goods allegedly placed outside the 

European customs line. No tax rebate therefore, the tax simply does not apply. However, keep in 

mind that the EU's own revenues are made up of 10.7% by VAT and 11.8% by customs duties 
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and that, consequently, the Commission does not see good decisions which, however, involve 

significant Impacts on their own revenue. 

 

 

4. Europe, differentiated tax and "harmful  tax competition"  
 

The prestigious Association of Southern Studies Svimez includes among the most significant 

disadvantages of SOUTH: "... the impossibility to compete on the level of general taxation with 

the other depressed areas of the European Union, especially in the East, which offer lasting and 

decisive fiscal conditions more favorable. The European Union's opposition to the adoption of 

differentiated taxation within a single country, in a single currency regime in which states and 

regions are placed on the same plane, no longer has reason to be." Svimez highlights a 

paradox. In the European single market of 500 million people are subject to very different fiscal 

taxation, but the tax burden is not available to all: it can be used by a state but not by a region, 

even if it is in a disadvantaged state. This is confirmed in the 2012 Final Report of the EU 

Commission on "Effective Levels of Taxation", which describes, in more than two thousand 

pages of analysis, conclusions and recommendations, a persistent very differentiated situation 

within the EU. The rate of corporation tax varies from 10% in Bulgaria, 12.5% in Ireland, 15% 

in the Baltic countries, 31.3% in Italy, 31% in Germany, etc. The actual effective tax rate (the 

most significant) ranges from Bulgaria's 9% to 25% in Italy and the UK, with a substantial group 

of countries below 15% or just over 15%. The scissor widenes or shrinks depending on the case, 

but it always remains very wide. A country's tax system, although not a decisive factor, has a 

significant impact on the allocation of investment in businesses. A recent survey by the 

American Chamber of Commerce in Italy concludes that US investors estimate that our country 

has a "strong competitive disadvantage" (58% of respondents) and a "competitive disadvantage" 

(30% of respondents) in relation to Other European countries. The same interviewees also give 

an even worse judgment on the efficiency and competence of public institutions while 

recognizing a strong innovative capacity of businesses. The deficit is in the public system, the 

tax is an essential component. Everything intuitively worsens if it narrows the focus to the 

Mezzogiorno. It should be remembered that Italy is at the bottom of the OECD countries' 

ranking as regards the ability to attract direct investment. And only US investments abroad 

amount to 4155 billion dollars, of which 55% in the EU (2011 data). In fact, many market 

failures and unfair competition come from heavily differentiated tax regimes that insist on the 

same market. An OECD study of 1998 had detected it on a worldwide scale: harmful tax 

competition is an emerging global problem. The Council and the Commission have thus 

promoted time to resolve at least part of the problem, but the various attempts are all wrecked so 

much that the tax regulation in Europe is now considered an endless saga. More recently, 

however, the Commission has fallen with little prospect of success on the objective of taxing 

companies on a Common Consolidated Corporate Tax Base (CCCTB), ie a set of rules that 

multinational companies operate in more European countries would use to calculate taxes. It 

would thus be a single taxation system which, however, does not alter the 28 internal tax systems 

in the EU and expressly states that: "... Member States would retain full sovereignty in shaping 

their own rate of corporation tax." Additionally, in the long and complex process of building the 

EU, the Community institutions did not want to / could include effective harmonization of tax 

systems, as this is one of the most intimately linked to the sovereignty of individual Member 

States. But this did not preclude the then European Economic Community from immediately 
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putting the problem on the carpet by launching studies, surveys, timid proposals, often 

alternating signs. In this slump, the independent expert group commissioned by the European 

Commission in 1992 and chaired by O. Ruding had ruled out that fiscal competition could 

actually influence investment location choices. At most, it was said that tax asymmetries could 

have determined the type and methods of allocating profits within corporate groups (dividends, 

interests, transfer pricing), generating revenue problems to certain Member States. Nevertheless, 

the Ruding Report of 1992 recognized the adverse effects on the tax distortion market and, 

without proposing impossible or even desirable harmonization, recommended: (a) the 

elimination of discrimination and distortions that hinder investments and shareholdings in 

several countries; (B) a minimum level of corporate tax rate for all Member States (30% 

recommended) and common rules for the establishment of the minimum tax base; C) full 

transparency on incentives. And in 2001, the European Commission came back on the issue, 

highlighting the aim of "fighting harmful tax competition". It noted that only small progress had 

been made in the implementation of the Ruding Report and that the evolution in progress (single 

market, euro, inclusion of many new countries in the Union) made investments tendentially more 

sensitive to fiscal rules. The Commission report therefore concluded that "... there are significant 

potential benefits ... in providing companies with a common consolidated tax base for their 

activities in the EU." It shall therefore recommended the implementation warning that "... the 

domestic tax rate is an important factor in determining the effective taxation and it is clear that 

(determination) of a common tax base without further intervention, automatically accentuate in 

practice." To say, reform has become even more decisive for the sovereign taxation rate of 

individual states. In short, the issue of tax competition, inherent in the process of aggregating 

multiple national sovereigntys in the EU, remains unresolved and, in truth, it has not been 

univocally treated either by economic theory. If, in fact, some states, by reducing the tax on 

production factors (especially those with more mobility), can attract investment to the detriment 

of states with higher tax burdens, it is also true that the latter, in response to the outflow of 

Production, tend to be also encouraged to lower their rates, thus triggering a downward trend in 

tax rates. This, according to some, would result in an inefficient long-term equilibrium, as the tax 

burden would fall too high. According to others, as already mentioned, the balance could 

produce efficient results as it would push governments to pursue collective well-being with the 

least waste of public resources. The fact is that some states that, with less territorial and 

demographic dimensions, can contain more public spending, do not benefit from tax 

coordination and remain free riders unless they find compensation mechanisms. In addition, 

many states are reluctant to harmonize fiscal legislation or devolve tax sovereignty at a higher 

government level. But in the absence of central coordination, it is almost impossible to 

counteract the phenomenon of harmful tax competition. This also explains the presence of so-

called tax havens. The European Court of Justice has also intervened, stating that the tax system 

is a legitimate parameter, like the others, in the choice of location of an enterprise. It is therefore 

very realistic to imagine that there will be no follow-up in the future, even in the future, of the 

Ruding Report's recommendation that it has set a minimum tax rate for companies in all EU 

countries. It is not by chance that Ireland has not adhered to the Troika's request to change its 

corporate taxation upward. The problem is that, despite some recent correction by the Court of 

Justice, it is even risky to be exaggerated by the European rules on state aid. In fact, at a very 

differentiated level of taxation rules, even more detrimental appears to be the orientation to 

consider as unlawful aid any possible tax-benefit measures adopted on a territorial basis. As a 

selective aid, and therefore as incompatible with the Treaties, the EU considers the tax cut on a 
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regional basis. The Sardinian and the Lombard companies must therefore have the same tax 

treatment as punitive penalties for the Commission. For the EU, there is no alteration of the 

market for the comparison of taxable weapons of an Italian company and of an Irish or Bulgarian 

company on the same market. This is a situation of clearly asymmetrical tax asymmetry and to 

overcome. For this reason, the D'Alema Government attempted to introduce regional tax 

flexibility on the Lisbon European Council of March 2000 defining the European growth 

strategy. "... It is not reasonable (the Premier said) that Community rules impose fiscal and 

contributory policies Identical in regions with so different unemployment rates as between the 

North and the South of Italy. " At the end of such statements, the Italian government gained 

some principle recognition but no concrete outcomes. Today, the Court of Justice has allowed a 

legal space for tax decisions on a regional basis to the extent that they respect the criteria of 

institutional, procedural and economic autonomy. These judgments have been widely 

appreciated, as they open a large gap in the rigid European Commission wall towards any form 

of differentiated tax on a regional basis. 

 

 

5. The case of Ireland 
 

Ireland is a comparable country, by population and size, with areas of the South and with 

Albania itself. Even the economic and social situation of thirty, forty years ago could be said to 

be largely comparable, while it was very different - we know the economic performance over the 

past two decades. Here is the interest and usefulness of the case study in Ireland. In 1989, the per 

capita domestic product of the Republic of Ireland was 69% of the EU average; In 1997 it 

reached parity; In 2011 it was about 130%. True, the Celtic tiger has known, in recent years, the 

crisis and humiliation of the rescue plan. But this does not erase the steady and accelerated 

progress of the Irish economy in the convergence and overtaking process of the EU average: the 

opposite of what has been happening in the Mezzogiorno that, after decades of growth and 

convergence, lies today in full stagnation , Diverging from the EU average. The data is 

impetuous. Made 100 per capita GDP - with the same purchasing power of the European Union -

,the Mezzogiorno recorded 80 in 1995 and 69 in 2008. In the following years the evolution has 

further worsened. Irresistibly Irish success is often attributed to miraculous recipes, low tax, 

france, etc. There is no doubt that the first modern French industrial zone established in Shannon 

in 1959 and the favorable tax regime have contributed to the takeoff of Ireland, remarkably well-

known, as we shall see. But there is also much more. Success is, however, due to policies for 

effective and long-lasting development, including foreign policy. In a now dated but always 

instructive report prepared for the Budget Committee of the Italian Chamber of Deputies, a 

leading European research institute in fact explained the Irish boom in this way: "the 

combination of favorable conditions for investments and attraction of capital with education 

strategies Agreements with the social partners for wage control and the intervention of the 

European Structural Funds have given rise to a record expansion in the economy and the 

creation of substantial employment. " The approach adopted has been characterized by flexibility 

and pragmatism and the ability to adapt by monitoring the situation and by calibrating the 

necessary policies. Exhausted development potential as a low-cost manufacturing site, Ireland 

has become a country capable of training highly specialized engineers and scientific researchers 

to become a world-renowned innovation center. The objective of attracting foreign direct 

investment (FDI) was to combine with the promotion of local industry, converging fiscal 
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policies, infrastructures, training and deregulation, but also distinct tools (incentives, advisory, 

information) put in Field with effectiveness. Ireland is today, in the world, one of the most 

intensive foreign direct investment economies, pursued with the choice of courageous and 

determined development policies, aware of the benefits of participation in European institutions, 

access to markets And globalization, if you want to be competitive. It has been made by 

orienting foreign policy also towards economic goals. As a "small" export economy, Ireland has 

relied on the evolution of the international context towards a global free trade environment and 

has made consistent choices. It joined the European Community, withdrew from the pound for 

the European Monetary System (EMS), adopted the euro, concluded major bilateral agreements 

with the United States. Each of these stages (see access in 1973 to the EEC, accession to the 

EMU) is marked by a renewed boom in investment. Success did not come by chance but is the 

result of a long and constant work. The IDA (Industrial Development Authority) government, 

which has been responsible for the program for attracting foreign investment, has been operating 

overseas in 1960 in London, Paris, Cologne, New York, San Francisco, and Chicago. Today, 

IDA has at least 32 foreign missions. Over time, it has closed those who have exhausted their 

potential and has opened up new ones in the most dynamic areas of the world. A Carthusian job: 

every two or three investments made, one hundred and more investors were interviewed. 

Another competitive leverage: the tax credit, accredited as the "unique and 

essentialfoundationstone" of the Irish boom. Indeed, the rate of corporation tax is 12.50%. It is a 

low, transparent, stable taxation. Low because it is among the most modest in the world. IDA 

performs it as such in institutional marketing for attracting investment. Transparent because 

nominal taxation does not differ significantly from what actually paid by businesses, discounted 

other taxes including local ones, ie around 14%. Stable over time as evidenced by just marginal 

changes over the course of half a century. The importance attached by the Irish Government to 

the competitive tax has proved to be crucial decisions. When, for example, equal to 12 in 1996 to 

meet the no longer avoidable EU request, the Government had to decide the end of tax 

arrangements between territories, it introduced a tax rate for all sectors and for all territories, , 

50%. In the Zona Franca Shannon was 10%, as in the International Financial Service Center 

(IFSC) in Dublin. Having to give more favorable tax rates, Ireland has thereby ensured the 

continuity of the same up to the satisfaction of all commitments undertaken with investors, local 

public administration reliability demonstration. More recently, the Government has always 

refused to increasing the fiscal regime, as requested by the IMF and the EU institutions in the 

trading of the rescue loan (bailout 2010) of banks and public finance. It chose instead to launch 

reassuring messages to investors, on the will of the country not to affect that pillar. In 

conclusion, Ireland access to a market of 500 million citizens, with a tax for companies 

exceptionally competitive. Identical situation occurs in other EU countries. In this scenario, it is 

clear that particularly disadvantaged are especially Italian weak areas such as the South, where 

similar industrial and fiscal policies are missed. 

 

 

6. The Shannon Free Zone 
 

Shannon is considered the first modern industrial free zone. Tax experiences of existing customs 

free zones Panamanian, US and Hamburg, an evolution of the duty free regime established in the 

local airport since 1947 and as part of a recovery program of the airport; hub of the transatlantic 

traffic beset by structural changes of air transport services in the post-jet, since 1959 is fully 



13
th
 International Conference of ASECU  Social and Economic Challenges in Europe 2016-2020 

 

51 
  

operational. The goal is the attraction of international capital for investment in manufacturing 

and in services. The brochure sent to potential US investors in 1958, reads: "For merchants, and 

manufacturers who seek American base in Europe, Shannon is the perfect place. ... It helps you 

to jump over the wall taxes, regulations, costs ... and other impediments that make it difficult to 

do business in Europe, from America. " A very clear message: even before the tax authorities, the 

emphasis is on bureaucracy and on the ease of doing business. The initial module of just three 

hectares. Saturated by 1962, it has expanded to 100 acres, more than 40 hectares. Gradually 

widens to the existing 600 acres, 250 hectares and over the next two decades is expected to 

expand further. Success is not determined by the initial size, very modest, but the strength of the 

project and the deputy team to its implementation. The story of the Shannon Free Zone is told in 

a book by Brian Callanan frequently cited in the literature. It is a book that teaches a lot about the 

local development policies. Besides customs advantages, Shannon provides an exemption for 25 

years, from paying taxes on profits made from exports. The integrated range of business services 

is constantly enhanced. Industrial relations are clear in imposing respect for the rights and above 

all prevent conflicts. Relations between the parties involved are very informal and geared to 

problem solving. The success of the Shannon Free Zone is recognized, indisputable, suffice some 

data: in 1968 already employs 3,942 workers. Field research announce important spin-off. And a 

1985 research records that 28 manufacturing companies among its managers people from a 

manufacture of hi-tech products located in Shannon. Exports from the Free Zone that is in 1969, 

24% of total Irish exports. The surplus of exports over import, is 78 million pounds in the first 

five years of the sixties to grow up to 962 million pounds in the second five years of the eighties 

(constant 1990 prices). For every pound spent on infrastructure and incentives, there is a benefit 

of zero, or even negative in the first five years; gradually the benefit grows at the end of the 

eighties for every pound the benefit cumulatively spending is about 22 pounds. The benefits are 

clear and consistent but for them it took time and hard work, done consistently. Currently in 

Shannon are located more than 100 companies in seven business sectors. In more than fifty years 

since its foundation, Shannon continues to attract investors and organizes itself for the 

future. The agency Shannon Development has launched a new Master Plan projected over the 

next twenty years. The goal is that Shannon remains a "must see" place to be seen and evaluated 

by those who wish to make an investment in Europe. Two key concepts driving the new Master 

Plan, competitiveness and sustainability. Doing business in competitive conditions and in a state 

of the art location in the world for environmental sustainability solutions is obviously 

appealing. The lesson is clear, to keep up with the times need innovative and complex 

solutions; not just the IRS, the rest now conformed to that ordinarily force in Ireland. In the 

following period to join the EU, Dublin has been able to use the spaces of the Treaties to give 

rise to the International Financial Services Center in Dublin, aimed attraction of international 

finance capital. It should be said that the reputation of the Center has often been questioned by 

the most authoritative international financial press, which he classified as a tax haven for capital 

ambiguous. The development of the offshore financial center has been aided, again, by taxation 

of favor, 10%. Interestingly, this reduced tax has been classified as State aid by the Commission 

and has been approved as such. The IFSC was thus born in the legal area of State aid. We 

reiterate therefore the concept of the EU Treaties provide spaces that Ireland, unlike Italy, has 

profitably used. 
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7. The Special Economic Zones (SEZs) in Poland 
 

The current Vice-president of the European Parliament, Gianni Pittella also proposes measures 

for the growth of the South, the creation of "Special Economic Zones on the Polish model" in 

major industrial crisis areas. The proposal concerns an instrument in that area central Europe has 

produced good results. the Association SVIMEZ in the ratio in 2013, advancing a similar 

request. But what are the Polish SEZs? They are areas that attract investors for the quality of 

infrastructure, the availability of professionalized workers, and a set of incentives tax in the form 

of tax exemption on profits and tax exemption on the property within a certain preset limit. 

Poland decided in 1994 the creation of 14 special economic zones, the first became operational 

in 1995. Establish originally for a period of twenty years, they have been extended prior to 2020 

and recently until 2026. Each of the SEZs are run by sogge cts, or other agencies, specifically 

dedicated to it. At the end of 2014 the SEZs already employ about 250,000 workers, up by as 

much 40 thousand units compared to 2008, as saying that over the years the international 

economic crisis, persists in these areas sustained expansion. In areas, it extended to a total of 

over 15 thousand hectares and already occupied 60%, for settlement permits to about 1,500 

companies that cover the areas of manufacturing and high technologies have been released. The 

cumulative investment to 2012 are estimated at 23.3 billion dollars. According to KPMG, the 

Polish SEZs are the most competitive among the Special Economic Zones and Free Zones 

located in Central Europe. It is the interest of investors constant over time (an average of 100 

new permits per year) to have prompted the Polish government to extend for a further six years, 

the term of the particularly convenient regime of Special Zone. It matters that the prospect of a 

long period of time the food tax breaks for new investment flows. Is easy to understand the 

disappointment expressed by SVIMEZ in its latest report, in finding such powerful tools are 

made available in certain European territories for development policies while the South little 

Italian programming. 

 

 

8. Technological areas of economic development in Albania 
 

The technological areas and economic development include any economic activity subject to the 

laws in force with the exception of activities that damage the environment and in general the 

country's national wealth: those activities may be carried out by Albanian or foreign citizens 

(natural or legal persons) , after obtaining the relevant licenses issued by the administration of 

the economic zone. According to the law n.54 / 2015 "Amendments to the law n.9789 of 19 July 

2007 on the establishment and functioning of economic zones" the terms "free zones" or 

"industrial parks" have been replaced with the term "technological areas and economic 

development". In fact, the "technological areas and economic development" (ZTSE) are defined 

as a separate territory, consisting of a defined area of land or building or other type of property, 

developed on the basis of a general infrastructure and fitted with floor required for production, 

industrial development, trade, services, forming part of the customs territory of the Republic of 

Albania but differs from this territory for tax and customs arrangements. The above "Zone 

Technological and Economic Development" (ZTSE) can be constructed, administered and 

managed by the State or by any legal entity, including any legal entity in possession of licenses, 

foreign or domestic law, that constitutes, administers and monitors operation of the technological 

and economic development of the area, in accordance with the provisions of this law, and the 
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other acts of law and to the secondary sources for its application ("Manager"). The ZTSE are 

proclaimed as such by decision of the Council of Ministers, on proposal of the minister 

responsible for the economy. The selection of the ZTSE manager (in the case of participation of 

the state) is performed according to the criteria and procedures laid down by Council of 

Ministers Decision # 64 of 22 July 2015. Within the ZTSE can exercise their economic activities 

all natural or legal persons concerned ( "Operators"), including foreign natural and legal persons, 

also be considered. Legislation concerning ZTSE is very favorable for investments and offers 

concrete tangible incentives for businesses: 

> The operator or operators are entitled to deduct 50% from profit, for the first five years of the 

start of their activities in the area; 

> 20% of annual capital expenditures are recognized to the manager that invests in the area as 

deductible expenses, within three years from the date of commencement of works or the operator 

that invests in the area, within three years from the start of the economic activity in the area, 

regardless of depreciation, for a term of two years; 

> The provision of Albanian origin goods for placement in the area is considered as a supply for 

export at zero interest rate, in accordance with the law for the value added tax and customs 

legislation, for the constructions made in this area, according the manager of the project are 

exempt from the tax on real estate for a period of five years; 

> Managers or operators in the area are exempt from the tax on the transfer of real property title; 

> The amounts paid by the employer to the employee in respect of pay and social security 

contributions are deducted 150% of their value during the first year of operation, while in 

subsequent years, additional sums from the first year of operation, paid by the employer to the 

employee they are deducted 150% of their value, the profit tax purposes. The Albanian 

government, however, has recently announced its interest in the development of ZTSE Koplik 

(Malësi e Madhe) and Spitale (Durres). 

 

 

9. Employment contracts in ZTSE 
 

As a consequence of the particular occupational activities that are carried out in a free zone, well 

it fits the administration of atypical case of subordinate work; which, however, it appears to be 

easily integrated with other forms of work undertaken by the workers. They, on the one hand, 

can only contribute to the improvement in the employment rate in the country; and, on the other 

hand, they should be to encourage -to the 'effect- well-being and the subsequent economic 

development. In this sense, in addition to specialized forms of work, it is easy to think of an 

increase in the basic work activities thanks to the 'application of the latest dictates with regard to 

employment policy. Think of three types which, more than others, are based on the concepts of 

flexibility, such as part-time, work at term and intermittent work. Moreover, Albania is art. 137 

of the labor code, through the provision of codatorialità, that lends itself to foreshadow the 

relationship of administration, providing the possibility of making available to the worker at a 

different employer. Everything is integrated with the reference to the effectiveness of work 

contracts abroad, in practice and under certain conditions, may continue to have value in Albania 

(according to art. 3 of the code). 
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Conclusions 

 

As shown, taking into account the economic, the Albanian tax burden low, the flexibility of labor 

contracts, could be a viable premise because the investment attraction models, already put into 

practice by other countries, can promote economic development, technology and culture of the 

Republic of Albania. 
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ABSTRACT 

 

Development and execution of a marketing business plan requires financial support and not 

always budget businesses can respond. On the other hand it is fully recognized and acceptable 

the fact that marketing is the undisputed business key success. This dilemma between marketing 

strategies and limited financial resources is the research object of this article. 

Analysis of the weight that should be given to marketing budget in the total budget for different 

categories of business and taking into consideration of the entire conditioning factor is the initial 

of this article. 

Further, this paper aims to bring attention to some of the less costly forms and more effective of 

doing marketing knowing that mainly for small businesses and startups, financial opportunities 

are small and incomparable with those of big businesses.  

The article proposes marketing ideas that can be implemented easily, with low budget and can 

bring benefits to the company. 

The plane of the study is the Albanian business environment. 

 

Keywords: marketing budget, Albanian businesses, marketing ideas 

JEL Classification: B1, O4, M11 

 

 

1. Introduction  

 
The worldwide statistics speaks for a great importance of the marketing projects in business, 

knowing the benefits of market development and sustainability. Marketing strategies are part of 

the work of every kind of business regardless of its size or his purpose. Marketing strategies are 

subject to constant evolution in line with the rapid technological developments. However, studies 

indicate that 80-90% of new businesses fail to their marketing projects due to bad marketing 

management. On the other hand the marketing management of a business requires a substantial 

budget which occupies a large part in the overall budget. In this way, finding the shape or design 

and implementation of best marketing strategies taking into consideration the minimization of 

costs that implicate, it is the key to success for a business. 

This article sheds light on marketing mechanisms that result in lower costs which can be adapted 

for businesses in Albania knowing that 99.9% of businesses operating in our country are small 

and medium enterprises. On the other hand 77.6% of net sales are accomplished by the small and 

medium enterprises which are characterized by a limited budget. 
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2. The theoretical analysis of the factors in the selection of a marketing strategy  

 

The marketing budget settings are a very important issue which correlated with the success or 

failure of the business. The size of the marketing budget can be determined in several ways; for 

example: 

- According to the marketing objectives (e.g. what management expect they need to spend to 

achieve the objectives) 

- In line with market and competitor averages (e.g. some as a proportion of revenues) 

- Based on the previous year, adjusted for known changes in the marketing program. 

Literature recognizes several methods of determining the weight of marketing budget in the 

overall budget which have proved effective: 

Percentage of revenues: Once you have calculated the gross margin as well as you determine 

the required net profit, what remains after you have deducted all costs and other expenses of the 

budget allocated to marketing and communication. This method is not very practical, but in 

practice it is what does most of Albanian companies that look marketing just like expense. 

Percentage of sales-according to this method, marketing budget is determined as a fixed 

percentage (i.e. 5%) of total sales. But the problem with this method appears when the level of 

sales is declining, which in turn led to the reduction of marketing costs, when in reality there 

may be needs to increase the marketing costs. This way can be valuable, and relatively easy in 

use, when you need to define a small budget for a particular product or campaign. In these cases, 

the marketing budget percent is calculated roughly based on the total sales intended. 

Objective and tasks: This means having clear specific objectives and tasks that must be met to 

achieve the objectives.  

The competition rate: Expenses are based on those of the competition during the past or what is 

coming. So compare with competitive costs. This is a practice followed by all major industries 

and sectors. This method is often used in competition situations, but also as argument to increase 

the marketing budget of a corporation. But the marketing budget should be evaluated primarily 

based upon the strategy to make pursued and efficiency has been. 

 

 

3. World Statistics of Marketing Budget Weight to the Total Budget 

 
A. Which types of businesses spend more on marketing? 

Several studies have attempted to assess marketing businesses use by analyzing the data of the 

weight of marketing budget over total budget. Below are the latest statistics received from 

specialized sources for such studies: 
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Table 1 

 
 

Source: CMO Survey
3
 

 

The above table presents the results of the study which evaluated the use of marketing by three 

indicators that are: Percent change in marketing budget in next 12 months, Marketing Spending 

as a percentage of budget and spending marketing firm as a Percentage of Revenues firm. The 

study takes into account 4 types of businesses as presented in the first line of the table above. 

From the data we see that B2C-Product companies have the largest marketing budgets (as a 

percent of budgets and revenues) and the largest expected growth in marketing budgets across 

the four economic sectors. The expectation are for businesses that provide services to spend 

more on marketing, but it looks like businesses that offer products to consumers have increased 

their share of the marketing budget. 

 

B. What are marketers spending on? 

Studies indicate that are four main forms of marketing: 

- Digital marketing 

- Mobile marketing 

- The Social media marketing 

- Marketing analytics 

Statistics show that, digital marketing is expected to grow by 14.7% next year compared to a 

negative growth rate of 1.1% for traditional advertising (outside of the web). Second, Spend on 

mobile marketing is Expected to almost triple from 3.2% to 9% of marketing budgets in the next 

three years. Third, Marketing Spend on social media is expected to Increase 126% over the next 

five years, from currently 9.9% of marketing budgets to 22.4%. Finally, marketers will spend 

more on marketing analytics, which currently account for 6.4% of marketing budgets. This is 

expected to Increase 83% to 11.7% in three years.
*
 

 
C. The relationship between the size of the company and the marketing budget? 

As indicated in the following table, initially the increase of the level of business income is 

associated with the decline of marketing budget, then there is a rising again. Also notice that the 

                                                      
3
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small businesses experience a greater change in the percentage of the marketing budget 

compared to large businesses. 
Table 2 

 
 
 
4. Statistics of the marketing budget by Albanian businesses 

 
Based on various studies conducted by different researchers, Albanian businesses define a 

limited marketing budget. This is for several reasons such as: 

- Lack of funds 

- Lack of long-term strategies 

- Lack of confidence in marketing format 

- Lack of professionalism in the marketing field  

- Lack of a marketing department 

- -etc. 

On the other hand, even when businesses apply marketing, they miss an accompanying strategy 

of proper marketing. Regarding to the marketing methods used we noticed that less expensive 

forms are preferable in terms of a limited budget. If we refer to the study (refer to the   graph 

below)   conducted by Business Challenge, we glance that the main part of the marketing budget 

goes to digital marketing and it can be interpreted as a positive sign of progress and a fast 

adaptation to modern forms of marketing. But at the same time it shows that the Albanian 

businesses reserve a modest marketing for the main reason is that budget constraints. 
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Source: https://wwww.SfidaBiznesi.com 

 
 

5. Conclusions and recommendations 

 
As we know the heart of business success lies in its marketing. So it is very important for 

Albanian Business to understand and to be aware of the benefits from a very professional 

marketing.  

According to our study, Albanian business must extend their marketing budget and must improve 

marketing strategies. 

Reserving an extended marketing budget by businesses will enable application of intertwined 

between the traditional and the contemporary marketing. Also having a higher marketing budget 

would make it possible for businesses to realize advanced marketing research which will show 

the proper method and suitable for any kind of business. But not always the effectiveness of 

marketing is attributed to budget size. Marketing effectiveness closely linked with some 

important issues as follows: 

- Having a strategy with realistic objectives. 

- Realization of integrated marketing. 

- Taking into account the competitors and their marketing budgets. 

- An evaluation of the effectiveness of selected forms of marketing. 
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IMPULSIVE PURCHASES IN SUPERMARKETS 
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ABSTRACT 
 

Impulsive purchases are those kinds of purchases which the consumer makes without any 

previous planning. In many cases buyers in supermarkets, make impulsive purchases stimulated 

by many factors. Such factors can be discounts, promoting activities, exposure of products in 

shelves, testing, reference groups, etc. 

The study begins with a general view regarding the development of supermarkets then 

proceeding with the types of purchases the consumers make and finally with the impulsive 

purchases. 

To obtain better results, the study begins with the gathering of data from interviewing the 

supermarket buyers through a questionnaire structured in some columns. Processing the data is 

made using a statistics program SPSS. The study ends with some conclusions and 

recommendations showing how the purchasing power and impulsive purchase rate has increased 

affected by numerous promoting activities the supermarkets make. 

 

Keywords: Impulsive purchase, price strategy, promoting activities, product presentation 

JEL Classification: M1, M31, M37 

 

 

1. Introduction  

 

The impulsive purchase is an unplanned or spontaneous purchase. Items that are bought 

impulsively might be new products, samples or well-defined products with low prices. 

Parboteeah (2005, at Piron, 1991: 512) declared that impulsive purchase is not planned and 

therefore comes as result of being exposed to a stimulus. Impulsive buyers look to buy a certain 

item or visit the certain shop without having a specific objective. As a result, they are exposed to 

stimuli that provoke buyers to buy impulsively. When impulsive buyers desire to buy, they make 

the decision without asking for information or measuring possible alternatives. After the 

purchase, customers result in a positive or negative assessment influenced by internal and 

external factors, which cause their impulsive purchase.  

 

 

2. Impulsive behavior at supermarkets 

 

Such impulsive behavior is an unpredicted or spontaneous purchase. Kacen and Lee (2002) 

describe typical characteristics of such behavior as unpredicted purchases made by spontaneous 
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decisions and a typical attitude to own something immediately. Stern (1962) classifies these 

attitudes in 4 categories as follows:  

1. Pure impulsive attitude is a purchase that breaks the typical buyerôs model.  

2. Bring-back impulsive purchase attitude occurs when the buyer sees a product and is reminded 

an ad or information that this same product at home ran out.  

3.  Suggesting impulsive purchase attitude occurs when the buyer sees the product for the first 

time and projects it in his mind.  

4. Planned impulsive purchase attitude, occurs when the buyer plans the purchase based on 

price, offers and similar. Parbotech considers the impulsive purchase as an unplanned purchase 

since the buyer is exposed to a stimulus and concludes it with emergency purchase. Ghani Imrar 

and Ian describe the impulsive purchase as buyersô decisions within the shop without the 

objective of buying something special. Since the customer looks inside the supermarket in order 

to buy special products, they are purposely exposed in stimulating beautiful areas so that they 

provoke the urgent need of the customer to buy something unplanned. Such urgent need for 

buying is so great so that the customer cannot resist the need to buy unplanned products. These 

are the internal and external factors that push the customer towards the impulsive purchase. 

Although such customer attitudes in supermarkets are too obvious, there are very few studies 

about the argument. Therefore, it is designed that this study helps in bringing some facts to 

understand this argument. Conclusions of this study are thought to help wholesalers or 

supermarket managers to encourage customer towards impulsive purchases. 

Todayôs business environment has changed dynamically, by reflecting changes in customerôs 

culture. Considerable increase in a number of supermarkets, malls, caused customers to change 

their buying habits: from buying in small neighborhood shops to large and cozy supermarkets. 

Globalization has a tremendous impact by showing and exposing the customers to a modern 

lifestyle making they shop more comfortably. This implies that modern customers prefer to shop 

in the supermarket in the same place where shopping and entertainment are combined. 

Supermarkets are chosen as well by people who work and have less time for shopping. This is 

because there are many shops in one place and hygienic and relax factors are more present in 

supermarkets and are highly appreciated by customers. This is why supermarkets substitute the 

traditional markets.  

 

 

3. Methodology of the study 

 

Primary and secondary data are used when this study was conducted. Primary data have been 

collected through a questionnaire ï its first section provides mainly demographic information. 

The other section has been organized based on a Likert scale (Strongly disagree = 5, Disagree = 

4, Neither agree nor disagree = 3, Agree = 2 and Strongly agree = 1). Web sites, articles, and 

books have been used as secondary resources for collecting information. Data have been 

collected by customers who buy in supermarkets regularly. The size of the sample was 250 

persons. SPSS statistical program has been used for data processing.  
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4. Designing the questionnaire 

 

The questionnaire was structured with few section and questions based on Likert scale. The first 

section aims to collect some common information regarding demographics such as gender, age, 

status, family size, education, employment, etc. The second section aims to understand the 

shopping habits. It tends to show the customers' preferences about neighborhood shops, 

marketplace, and supermarkets. The third section identifies the factors affecting directly the 

impulsive attitude of customers. To mention some of them: price reduction, promotions, offers, 

incomes, product display, etc.  

As far as the age of respondents is concerned, 42.2% of them were between 18-25 years old, 

28.9% were 26-35 years old, 11.1% were 36-45 years old and 17.8% were over 45 years old. 

Ages from 18-35 years old were exposed to a variety of products, packaging, colors, music, 

different supermarket fragrances, etc. Whereas ages from 36-45 years old and over 45 years old, 

shopped in supermarkets because of limited shopping hours after work or other family 

obligations.  

As far as the education of the respondents, 51.1% of them have University degree and are 

employed. This fact shows that they have a stable income level and buy with high prices. 

Whereas 24.4% have high school education, 11.1% had a master degree and 8.9% had attended 

professional courses.  

Such an important question is related to incomes of the respondents. 53.3% were individuals 

with incomes varying from 46-70 thousand leke. 20% had incomes from 71-95 thousand lekë, 

17.8% families with incomes 20-45 thousand leke. The smallest part is taken by families with 

incomes over than 95 thousand leke with 8.9%. Therefore, the respondents are individuals who 

belong to families with average incomes. Since the population has no high incomes and their 

purchases are not too many, it effects on impulsive purchases.  

For the shopping preferences at neighborhood shops for groceries, thereôs a tendency of 

customers leaving. The majority of them, 48.9%, prefer to shop a little at neighborhood shops. 

As said above, the time affects why people leave the neighborhood shops because they cannot 

find everything they need. Some 31.1% prefer to shop at their neighborhood shops. This part 

mainly has to do with those customers who shop at their neighborhood shops because they live 

away from supermarkets and is impossible for them to go there. 11.1% of the respondents do not 

prefer to shop at their neighborhood shops. 6.7% of them do prefer more the neighborhood shops 

and a small part of 2.2% prefer too much to shop at their neighborhood shops. 

35.6% of the respondents say that they prefer a little to shop at the marketplace, whereas 26.7% 

of them prefer to shop at the marketplace, 24.4% of them prefer very much the marketplace and 

only 13.3% of them do not prefer to shop at the marketplace.  

The question related to shopping at the supermarkets results in a quite equal division, meaning 

that 33.3% of the customers do shop ña littleò, 28.9% shop ñon averageò and 28.9% of them shop 

ñvery muchò. A small part of them, 6.7% are regular customers at supermarkets by shopping 

there pretty much. Only 2.2% of the respondents do not go at supermarkets. This shows that 

there is a tendency of shopping at supermarkets away from the monotony of shopping at the 

neighborhood shops.  

How much are we affected by the price reduction of products? The answer to this question is the 

effect of price reduction on customers. 40% of the customers "strongly agree" that price 

reduction makes them shop unplanned which is well, influenced by the economic conditions, 

thus, the price reduction is a good opportunity for shopping conveniently. 35.6% of them ñagreeò 
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that price reduction makes them buy unplanned. This is considered as an opportunity to add more 

products to the basket with the same amount of money. A part of them of 15.6% "neither agree 

nor disagree" that they are affected by price reduction in order to buy impulsively. These 

customers are willing to buy a product at a certain price when they need it and appreciate sales 

when they do not need a certain product. Only 6.78% agree on a little that price reduction makes 

them shop impulsively and 2.2% do not agree that such strategy affects their purchase behavior. 

These customers do not shop impulsively being affected by prices.  

Considering the effect of different promotional schemes (buy one, get one free) we see that 40% 

of the respondents ñagreeò that they are affected by these schemes. 24.4% ñstrongly agreeò that 

they are affected by the promotional schemes. 22.2% of them are affected ñon averageò and 

those who ñstrongly disagreeò that are affected estimate 13.3%. Therefore, we notice that the 

customers are affected by promotional schemes because their incomes are not sufficient for 

buying all those products with the respective prices. A few are affected by promotional schemes. 

They simply are willing to shop with the respective prices.  

35.6% of customers were motivated by the promotional schemes, although not for all the 

products. 31.1% of them are not motivated by the promotional schemes in order to purchase the 

products involved in them. Customers who ñagreeò and ñstrongly agreeò that they are affected by 

different promotional schemes take a considerable part of 28.9% of the respondent. So, we 

understand that these types of customers are affected by prices and look for opportunities for 

promotions in order to purchase. We have a very small percentage of customers about 4.4% who 

are not affected at all by these promotional schemes.  

Are the customers affected by supermarkets offers when they make their impulsive purchases? 

We see that generally there is a strong influence from the supermarketsô offers. Respectively, 

50.1% are the ones who ñagreeò and ñstrongly agreeò, whereas 31.1% "neither agree nor 

disagree" to be affected by offers. Again, there is a strong price-orientation to products, 

therefore, the evaluation of offers is considerable. 17.7% of the respondents ñdisagreeò and 

ñstrongly disagreeò that they are affected by supermarket offers. These customers are irregular 

buyers at supermarkets and are not too interested in offers.  

Does the product display attract the customer's attention? Of course, it does, as shown in the 

study where 86.7% strongly agree, agree and neither agree nor disagree that the product display 

attracts their attention. Only 8.9% disagree of which 2.2% strongly disagree that are affected by 

the product display. Product packaging is expensive and requires special attention. The color, the 

form and the material influence the customerôs perceptions. 10% of the productôs price sold to 

the end customers belongs to packaging. Mistakes in packaging could be too expensive therefore 

companies plan a lot of projects in order to decide on the packaging.  

How much are customers affected by reference groupsô comments in order to buy impulsively? 

37.8% of them are more or less affected, which means that there is an influence to these people 

as far as their purchasing behavior is concerned. 40% agree and strongly agree that are affected 

by the reference group. We notice here that friends play an important role for us as customers 

and the information we get from them not only helps us to make choices but encourages us to 

buy. In short, we are sure about the action we are taking. The part which is ñlessò affected by the 

reference group estimates 17.8% and not affected by all estimates 4.4%. These are customers 

who are not influenced by others but they make their own purchase decisions.  

Customer preferences are endless. An important factor affecting these preferences is their 

incomes. The study shows that 28.9% agree that their incomes affect their impulsive purchase. If 

customersô incomes would be higher than impulsive purchases would grow. 17.8% of the 
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respondents again agree that incomes do affect them. Some 24.4% neither agree nor disagree that 

incomes affect unplanned purchases. This means that for certain purchases their incomes affect 

them, and for others no. These are the necessary products for customers. 22.2% and 6.7% 

disagree and strongly disagree that their incomes affect them. Here are included those customers 

who have higher than average incomes and may purchase impulsively without being affected by 

their incomes. Generally, it is noticed that incomes play an important role for the customers.  

 

 

5. Conclusions  
 

This survey shows an internal analysis of issues that push the customers toward impulsive 

purchases. It analyses how customers adopt different shopping strategies and how they respond 

to incentives within shops by purchasing impulsively.  

The study analyzed what factors affect the impulsive purchases of people in supermarkets, 

identifying such variables as positive emotional conditions, searching inside the shop, presence 

of reference group, different incentives used by supermarkets, etc.  

Supermarket managers can use young customers so that they can purchase impulsively and 

therefore increase sales and volume profits. The study highlights the primary role of searching 

inside the shops as a stronger factor in impulsive attitude. Marketing experts should work more 

to encourage the customer visit parts of the markets they had no plan to. Such way of thinking 

encourages the customers to take family members and friend with them in order to visit the shop 

in and increase thus the level of encouragement. As shown by previous studies, customers tend 

to attend those shops where the place smells good and fresh, puts on relaxing music, ventilates 

the air and use smooth colors. Perhaps customers cannot perceive all these at once, but they do 

realize when the smell in a shop is strong or unpleasant, or if there's ventilation or it smells like a 

forest if the temperature is too high or the music is unknown or nice, etc. The latter is mostly 

used to lessen the customersô stress after a crazy traffic in town in order to reach the 

supermarket. Supermarkets should be kept clean so that the sense of hygiene grows stronger; it is 

common that customers do not go back to shops that are dishelved and messy. All these elements 

within a shop are used to keep customers good-humored and relaxed only to make them come 

back again: they need to stay as long as possible inside the shopping area. Furthermore, the 

merchants should be attentive at customersô emotions since they are the ones that make them 

stay longer, and want to purchase by impulse. Shop managers can decide on designs that provoke 

the customersô curiosity as shopping incentives. They could decide to make shortcuts in different 

sections so that it is easier to walk inside the supermarket or establishing signs that not only 

show directions but also attract customersô attention and make them curious. In other words, the 

customer is more likely to go in other areas inside the supermarket simply for exploring. The 

ability of offers for products in a wider level satisfies the customers that look for and chooses the 

best making a habit out of it, and provoking also additional preference to buy impulsively. 

Moreover, the supermarket managers should be careful what shelves to put certain products. 

Additional products could be arranged next to basic products because they require the attention 

of the customers who have special requirements. Such kind of arrangement sparks the customers' 

curiosity that has special requirements within n a certain section and affects those who have 

common requirements. For as long as the customers are comfortable and satisfied in a wholesale 

environment, they are likely to spend more time walking inside the shop for advantage purposes. 

Customers who spend more time are more likely to compare prices and ask for sales or offers. 
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Such attitudes are translated by managers as promotional activities such as coupons: "buy one, 

get one freeò, or sales so that to satisfy this kind of customers. Different promotional activities in 

supermarkets encourage the sense of curiosity and persuade the customers to go in different areas 

of the supermarkets so that they are faced with the offer and thus with the opportunity of 

purchasing by impulse. Through ñbuy one, get one freeò the managers regenerate the wholesales 

for these customers. The customers pretend to be more satisfied while shopping when the 

supermarket employees are friendly with them. for this reason, sellers in shops are trained to be 

able to find out the emotional state of their customers, the attitudes, and expectations and guide 

and assist them the way they want to. Rude answers irritate the customers and make them 

abandon shopping or worse, never come back to the same supermarket because of the employee's 

behavior. It requires more efforts to hold the products and take them home and is more probable 

to take friends, family members in the same place, whose recommendation could result in an 

impulsive purchase.  
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DETERMINATION OF THE EFFECTIVENESS AND PROFITABILITY METRIC 

MARKETING AND SALES FORCES 

Prof. As. Dr. Eda Bezhani1 
 

 

ABSTRACT 

 

This scientific research strength handles sales metric. It lists and defines the most common 

measures to determine whether the sales force and geographic coverage are eligible. Also 

discussed "channel analysis" (monitoring of the success of sales representatives by 

understanding the degree of success during the various stages of the sales process). This analysis 

is used to predict the sales force and the allocation of the sales force efforts in various stages of 

the sales process. The purpose of this research is to describe how traders measure the efficiency 

and effectiveness of systems that offer customers the reasons and opportunities to buy their 

products.  

 

Keywords: Territories, sales force, channel analysis, marketing metric 

JEL Classification: L81, M31 

 

 

1. Introduction  

 

In this scientific paper treated metrics of the sales force. It lists and defines the most common 

measures to determine whether the strength of sales and geographic coverage are adequate. Also 

discussed "channel analysis" (monitoring of sales representatives to understand the success rate 

of success during the various stages of the sales process). This analysis is used to predict the 

strength of sales and allocation of the sales force efforts at various stages of the sales process. 

The sales force territories are consumer groups or geographic regions for which they are 

responsible groups or individual sales. Territories can be defined based on geography, sales 

potential, history, or a combination of these factors. Companies try to balance their territories 

because it can reduce costs and increase sales. 

There are different ways that can be used to analyze territories. Mostly, territories compared 

according to their potential or size. If you have multiple territories or difference arising out of 

balance, the sales staff may be given more work than necessary or less than they should. This can 

lead to over or under customer service. 

Unbalanced territories raise the problem of unfair distribution of potential sales among members 

of the sales force. This can result in compensation for unfair and could deter talented salesman 

from the company who will be looking for balance and better compensation from another 

provider. 

Achieving a good balance between territories is an important factor in maintaining customer 

satisfaction, sales force and the company. 
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In defining and redefining territories, companies try to: 

¶ Balance workload 

¶ Balance of sales potential 

¶ Develop compact territories 

¶ Minimize disruption during the redesign 

Prior to design new territories, the sales force manager must assess the workload of all members 

of the sales team. 

The purchasing power based on factors such as the average income level, the number of 

businesses in an area, the average sales of these businesses and the demographics of the 

population. Indicators of purchasing power are specific to particular industries. In addition to the 

workload and sales potential need another metric to compare territories. This is the size or better 

travel time. In this context, the travel time is more than adequate size and determines the time 

needed to reach customers and potential customers. The combination between sales potential and 

the travel time can be used to compare territories. 

 

 

2. Channel Analysis 

 

Channel analysis is used to track the efforts of the sales force in relation to all current and 

potential customers to predict short-term sales and to evaluate the workload of the sales force. A 

convenient way to predict sales in the near term and to show care sales force is to create a sales 

channel. Although this concept can be represented graphically, data can be stored electronically 

in a database. 

The concept of channel sales originates from a well known dynamic: if a sales force reaches a 

large number of potential customers, only one of them will make the purchase. Although sales 

force carries out several stages of interaction with the customer, some of them will escape. At the 

end of each stage only a few potential customers will remain. By maintaining the potential 

number of customers at every stage of the process, the sales force manager can balance the 

workload within the team and to achieve accurate predictions on sales. While the hierarchy of 

effects focuses on the impact of advertising or mass media, the sales channel used to track 

individual customers (often by name) as well as the efforts of the sales force. 

 

Creating interest: This includes creating awareness about a product through activities such as 

fairs, direct mail and advertising. In the way of creating interest, retailers can generate leaders. 

The two main classifications of stakeholders include: cold and warm stakeholders concerned. 

 

The cold Concern: An interested who has not expressed specific interest. These can be identified 

through the list of mail-outs, phone book, business lists, etc. 

 

The warm Concern: An interested expected to be accountable. These potential clients can be 

registered via the Web or can be requested information on the product. 

 

Pre-purchase: This stage involves identifying the perspectives of the whole of the cold and 

warm stakeholders. Vendors make this distinction during the initial meetings with interested 

parties, in which they explain the features and benefits of the product as well as cooperate in 
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solving problems with the customer. The desired result of this early meeting is not a sale but the 

identification of perspectives and leaving future meetings. 

 

Perspective: A potential customer who is identified as a potential buyer and that possesses the 

ability and desire to buy. 

 

Purchase: Once prospects have been identified and are making some phone calls with them, 

vendors included in the second and third meetings with them. It is at this stage going on "buying" 

traditional. Sellers fail to persuade, negotiate or give offerings. If agreed to a purchase, the seller 

can close the deal via a written proposal, contract or order. 

 

After-purchase: Once the customer has made a purchase, there is still work to be done. This 

includes delivering the product or service, installation (if required), payment collection or 

potential training. After that hides a commitment to customer service. 

Once vendors have visualized different stages of a sales channel, they can better track client and 

contracts. They can achieve this through a database. A manager can use the information stored 

on such a channel to prepare for sale in the near future. This is a form of channel analysis. 

 

 

3. Numerical Distribution  

 

Distribution metrics quantify the availability of the products sold by retailers, usually as a 

percentage of all potential traders. Often, traders are weighted by the share of that category sales 

or sales "of all goods". For manufacturers who sell through resellers, distribution metrics reveal 

the percentage of access to the brand in the market. Balancing the firm's efforts to "postpone" 

(creating and maintaining the support of resellers and distributors) and "pull" (generation of 

consumer demand) is a strategic issue for traders. 

In general terms, marketing can be divided into two main challenges: 

 

The first and most appreciated, is to ensure that the consumer or end user to want a product of 

the firm. This is known as an attractive marketing. 

 

The second challenge less known but is often just as important. Marketing impeller ensures that 

customers be given the opportunity to buy. 

Traders have developed different metrics by which to judge the effectiveness of the distribution 

system which creates opportunities to buy. The most important of these measurements are the 

availability of the product. 

Availability metrics used to determine the number of merchants that achieved by a product 

fraction of important markets served by these retailer and percentage of total volume sales in all 

categories filled by the retailer to have that product. 
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Conclusions 

 

Determining whether sales force and geographic coverage are adequate. 

Strength forecast that sales and allocation of the sales force efforts at various stages of the sales 

process. Unbalanced territories raise the problem of unfair distribution of potential sales among 

members of the sales force. 

Channel analysis is used to track the efforts of the sales force in relation to all current and 

potential customers to predict short-term sales and to evaluate the workload of the sales force. 

Distribution metrics quantify the availability of the products sold by retailers, usually as a 

percentage of all potential traders. 
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THE INCREASE TREND OF DIVORCE IN COMMUNITY OF FAMILIES LIVING 

IN TIRANA-DURRES CORRIDOR 

Anila Sulaj 1 
Eris Dhamo2 

 

ABSTRACT 

 

The survey was conducted from 2012 to 2014 in familyôs community of Tirana-Durres corridor 

aiming to evaluate the divorce situation. The random selection of family members are 

interviewed for divorce and problems related to it. The respondents are selected respecting the 

uniform distribution of by age, sex and administrative division of study areas. Of 595 people 

interviewed, 56% of the respondents were males and 44% female with an average age of about 

43.5. Even the selection of the residents surveyed was administered on the basis of age groups 

where there was a uniform distribution with average of 20% of residents in each age group. The 

data collected also serve to depict divorce as a huge social problem which on the basis of the data 

averaged at 4% of the population surveyed. On account of the socio-economic changes 

happening in these areas and given the problems that migrant families are faced with there has 

been a slight increase in the number of divorces. The incidence of divorce according to answers 

of migrant residents is 2, 2%. From different divorce causes the economic problems were among 

factors impacting marital dissolution.   

 

Keywords: trend, divorce, community, corridor, Tirana-Durres 

JEL Classification: J1, C2, I31 

 

 

1. Introduction  

 

Social scientists study the causes of divorce in terms of underlying factors that may possibly 

motivate divorce. Divorce as common social phenomenon is associated psychological problems 

in children and adult offspring of divorced parents, including unhappiness, less satisfaction with 

life, less personal control, anxiety, depression, and more mental health services (Amato & 

Sobolewski, 2001; Kunz, 2011). Some studies indicate that there is a causal effect between 

divorce and these outcomes. Mainly are two key factors that divorce more likely to happened. 

First, inherited biological tendencies or genetic conditions may predispose a child to divorce as 

well as the "model of marriage" presented by the child's parents (Thomas, 2011; Maaike 2013). 

As is reported by INSTA in 2014 divorces had a significant increase in 2001 with 9.6 divorces 

per 100 marriages and 17.8 divorces per 100 marriages in 2014. The highest number of divorces 

is reported in 2014 (4,240), while the highest value of divorces is recorded in 2006 (19.1 

divorces per 100 marriages).The economy of Tirana-Durres corridor in 25 years of transition is 
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accompanied by positive changes and some social problems. During this time, there was a 

significant improvement in terms of employment growth along this corridor. In this period 

immigration is considered as an opportunity for employment. The majority of youth, has 

immigrated having as positive impact to the economy of these families, but also has its negative 

side on the relationship between partners in a couple. On this contexts divided partners created 

problems in this relationship (Dennison & Koerner, 2006). Because of the high level of 

emigration, the number of divorces in families living in Tirana-Durres corridor is increased. Low 

incomes in these families brought a host of social problems including divorce. These problems 

lead to an increase in the number of divorces. This study was carried out in the region of Tirana-

Durres corridor. The data were taken from interviews conducted with partners that have made 

themselves a request for divorce.   

 

 

2. Study methods  

 

Based on a population of four administritive units (Kashar, Vore, Mane and Sukth) claculeted to 

be 85,859 inhabitants are interviewed 595 people.  In the study areas which covers the commune 

of and  the municipalities of Vora, Manëz and Sukth respectively, there have been efforts 

towards specifying the number of persons to be included in the survey in orden to wind up with a 

good level of representation. Although the sample size resulted in as many as 398 individuals in 

orden to  increase the scope of the study we decided to to increase it to 595 individuals, 

distributed across four areas in the study, in order to kompensate any potential invalidities. 

Respondents in the study were selected above 17 years of age. The questionnaires were designed 

by the so-called task oriented research. They are structured in five parts which contain specific 

questions selbased on the selected hypotheses in our study. Below we present a schematic 

presentation of the survey technique in which the study was conduct. In the questionaire are 

formulted specific questions releted to civils status in order to collect the information about 

divorce and other forms of civil status of interviewed people.  

 

 

3. Results and discussion 

 

Table 1: Civil status of interviewers in communities of Kashar, Vora, Manez and Sukth from 

2012 to 2014  

Civil status of interviewers in the Tirana-Durres corridor from 2012 to 2014 

Commune/ 

municipality  
No. of 

interviewers  single 
Co-living in 

couple married divorced widow 

Kashar  157 44.6% 2% 46.5% 4.5% 2.5% 

Vora 160 57% 2.5% 35.6% 3.7% 1.2% 

Manëz  130 52% 1.5% 40.8% 3% 2.3% 

Sukth  148 44.5% 2.7% 44% 4.7% 4% 

Total  595 49.6% 2.2% 41.7% 4% 15 2.5% 

 
The survey was conducted aiming at a far more uniform distribution of respondents by age, sex 

and administrative division of areas. Of 595 people interviewed, 56% of the respondents were 




