























           



 





            









          





           

             




























            

           












       







            



           













           









      




























The values survey is based on the following GAU corporate values described within the 

statements and intends to understand how those values coincide or differ from those of the 
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˯˫˰˪˫ˮ˷ ˩ˮˬ






˴ˮ˶˫˪˰ˮ ˦˱˳̀˦˲˦ ˮ˽˳ ˯˱˦˽˳˺ˮ˰˪˧ˮ˷ ˨˦˲˱˷˦ˬ˼˫˶˪˰ˮ ˯˶ˮ˸˪˶ˮ˹˱˪˧ˮ ˯˪˶́˳ ˩˦ 

˷˦̅˦˶˳ ˷˪˻˸˳˶˾ˮ. ˯˪˶́˳ ˷˪˻˸˳˶˾ˮ ˨˦˱˳˯ˮ˭̄˹˰ ˭˦˲˦˱˾˶˳˱˰˪˧˾ˮ ˨˦˱˳ˮ˯˫˪˭˦ 

˸˪˲˩˪˲̀ˮ˦, ˶˳˱ ˦˩˦˱ˮ˦˲˪˧ˮ ˭˦˫ˮ˦˲˭ ˷˦˱˹˾˦˳˷ ˦˺˦˷˪˧˪˲ ˷˦ˮ˲˸˪˶˪˷˳ ˩˦ ˷˦̃ˮ˶˳ 

˷˦˻˱˪˩. ˱˳˷̂˳˲˭ ˩˦́˦˧˹˰ˮ ˶˪˵ˮ˱ˮ ˩˦ ˽˳˫˪˰˩˼ˮ˹˶˦˩ ˨˦˲˷̄˫˦˫˪˧˹˰ˮ ˷˦˻˱˪˪˧ˮ˷ 








˨˦˲̄˫˦˫˪˧˹˰ˮ ˴˶˳˺˪˷ˮˮ˷ ˦˩˦˱ˮ˦˲˪˧ˮ. ˱˦˭ˮ ˲˦̂ˮ˰ˮ ˦˼˲ˮ˾˲˦˫˷, ˶˳˱ ˱ˮ˼˪˧˹˰ˮ 

˨˦˲˦˭˰˪˧˦ ˷˦˪˶˭˳˩ ˦˶ ˪̄˱˦˶˪˧˦˭ ˷˦˱˹˾˦˳˷ ˾˪˷˶˹˰˪˧˦˾ˮ ˩˦ ́ˮ˶ˮ˭˦˩˦˩ ˭˦˫ˮ˦˲˭ 

˨˦˱˳̀˩ˮ˰˪˧˦˷ ˪˽˶˩˲˳˧ˮ˦˲ ̄˳˰˳ ˲˦̂ˮ˰ˮ ˭˫˰ˮ˷, ˶˳˱ ˱ˮ˼˪˧˹˰ˮ ˨˦˲˦˭˰˪˧ˮ˷ 

˯˳˲˯˶˪˸˹˰ ˱ˮ˱˦˶˭˹˰˪˧˪˧˷ ˮ˽˪˲˪˧˪˲ ˱˹˾˦˳˧ˮ˷ ˴˶˳̀˪˷˾ˮ. ˴ˮ˶˩˦˴ˮ˶ˮ 

˷˴˪̀ˮ˦˰˳˧ˮ˭ ˱˳˱˹˾˦˫˪ ˨˦˱˳˯ˮ˭̄˹˰˭˦˨˦˲ ˩˦˺ˮ˻˷ˮ˶˩˦ ˱̄˳˰˳˩ ˪˶˭ˮ ˦˩˦˱ˮ˦˲ˮ. 

˦˱ ˺˦˻˸ˮ˭ ˾˪˨˫ˮ́˰ˮ˦ ˫ˮ˫˦˶˦˹˩˳˭, ˶˳˱ ˯˪˶́˳ ˷˪˻˸˳˶˾ˮ ˷˦˯˱˦˳˩ ˱ˮ˼˪˧˹˰ˮ 

˴˶˦˻˸ˮ˯˦˦ ˷̄˫˦˩˦˷̄˫˦ ˴˶˳˺˪˷ˮˮ˷ ˦˩˦˱ˮ˦˲˪˧ˮ˷ ˩˦˷˦˻˱˪˧˦ ˩˦ ˷˦˱˹˾˦˳˷ ˦˩˨ˮ˰ˬ˪ 

˾˪˷̂˦˫˰˦. ˪˷ ˺˦˻˸ˮ ˾˪˨˫ˮ́˰ˮ˦ ˩˦˫˦˯˦˫˾ˮ˶˳˭ ˹˯˱˦˽˳˺ˮ˰˪˧ˮ˷ ˮ˱ ˯˶ˮ˸˪˶ˮ˹˱˭˦˲ 

˷˦˩˦̀ ˩˦˺ˮ˻˷ˮ˶˩˦ ˴˶˳˧˰˪˱˦ ˦˶˦˯˳˱˴˪˸˪˲˸˹˶ ˯˦˩˶˪˧˭˦˲ ˩˦˯˦˫˾ˮ˶˪˧ˮ˭. 

˨˦˱˳˯ˮ˭̄˹˰˭˦˨˦˲ ˹˯˰˪˧˰ˮ˫ ˽˫˪˰˦ ̄˪˩˦˫˷ ˷˦̃ˮ˶˳˪˧˦˷ ˶˳˱ ˱ˮˮ˼˳˷ ˩˦˱˦˸˪˧ˮ˭ˮ 

̀˳˩˲˦ ˶˳˨˳˶̀ ˦˶˷˪˧˹˰ˮ ˷˦˱˹˾˦˳˷ ˾˪˷˦̄˪˧, ˦˷˪˫˪ ˷̄˫˦ ˷˺˪˶˳˪˧˾ˮ. ˯˦˶ˮ˪˶ˮ˷ 

˨˦˨˶́˪˰˪˧ˮ˷ ˷˹˶˫ˮ˰ˮ ˮ˷˪˫˪ ˱˶˦˫˦˰˺˪˶˺˪˶˳˫˦˲ˮ˦ ˶˳˨˳˶̀ ˭˦˲˦˱˾˶˳˱˰˪˧ˮ˷ 

˴˶˳˺˪˷ˮ˪˧ˮ, ˶˦̀ ˦˨˶˪˭˫˪ ˾˪˨˫ˮ́˰ˮ˦ ˦˱ ˺˦˻˸˷ ˩˦˫˹˯˦˫˾ˮ˶˳˭, ˭˹˱̀˦ 

˳˶˨˦˲ˮˬ˦̀ˮ˪˧ˮ˷ ˱ˮ˱˦˶˭ ˩˦˱˳˯ˮ˩˪˧˹˰˪˧˦ ˷˦˯˱˦˳˩ ˰˳ˮ˦˰˹˶ˮ˦, ˶˦˩˨˦˲ ˷˦˱˹˾˦˳˷ 

˦˱ ˱˳˱˪˲˸ˮ˷˭˫ˮ˷ ˦˻˸ˮ˹˶ˮ ́˪˧˲˦ ˦˶ ˩˦˺ˮ˻˷ˮ˶˩˦. ˪˷ ˨˦˶˪˱˳˪˧˦, ˦˷˪˫˪ ˾˪ˮ́˰˪˧˦ 

˩˦˯˦˫˾ˮ˶˪˧˹˰ˮ ˮ˽˳˷ ˧˦ˬ˦˶ˬ˪ ˷˦˱˷˦̄˹˶˪˧ˮ˷ ˱̂ˮ˶ ˦˶˿˪˫˦˲˭˦˲ ˩˦ ˰˳ˮ˦˰˹˶˳˧˦˷ 

˾˪˷˦́˰˪˧˪˰ˮ˦ ˪˷ ˺˦˻˸ˮ̀ ˨˦˲˷˦ˬ˼˫˶˦˫˩˪˷. 

             ˷˦̅˦˶˳ ˷˪˻˸˳˶˾ˮ, ˷˴˪̀ˮ˦˰˳˧ˮ˭ ˱˹˾˦˳˧ˮ˷ ˹˺˶˳ ˱˦˼˦˰ˮ ˱˦˿˫˪˲˪˧˪˰ˮ˦. ˪˷ ˺˦˻˸ˮ 

˱˪˸˽˫˪˰˪˧˷ ˮ˱˦ˬ˪, ˶˳˱ ˷˦̄˪˰˱̂ˮ˺˳ ˳˶˨˦˲ˮˬ˦̀ˮ˪˧ˮ ˹˺˶˳ ˱˪˸˦˩ ˦˯˳˲˸˶˳˰˪˧˪˲ 

˷˴˪̀ˮ˺ˮ˹˶ˮ ̀˳˩˲ˮ˷ ˱˻˳˲˪ ˦˩˦˱ˮ˦˲˪˧ˮ˷ ˩˦˻ˮ˶˦˫˪˧˦˷. ˦˻˫˪ ˦˼˷˦˲ˮ˾˲˦˫ˮ˦ ˪˶˭ˮ 

˨˦˶˪˱˳˪˧˦, ˯˫˰˪˫˦˾ˮ ˨˦˱˳ˮ˶˿˦ ˪˶˭ˮ ˨˦˱˳˯ˮ˭̄˹˰ˮ ˶˳˱˰ˮ˷ ˷˴˪̀ˮ˦˰˳˧˦ ˦˶ ˮ˽˳ 

˯˦˫˾ˮ˶˾ˮ ˱ˮ˷ ˷˦˱˹˾˦˳˷˭˦˲ ˩˦ ˱ˮ˷ˮ ˯˱˦˽˳˺ˮ˰˪˧˦ ˷˦˱˷˦̄˹˶ˮ˭ ˮ˽˳ ˨˦˱˳˶˿˪˹˰˦˩ 

˩˦˧˦˰ˮ ˷̄˫˪˧˭˦˲ ˾˪˩˦˶˪˧ˮ˭ ˭ˮ˭˻˱ˮ˷ ˽˫˪˰˦ ˦˷˴˪˻˸˾ˮ. ˪˷ ˱˪˸˽˫˪˰˪˧˷ ˮ˱˦ˬ˪, ˶˳˱ 

˷˦̄˪˰˱̂ˮ˺˳ ˷˦˱˷˦̄˹˶˾ˮ ˦˶˦˴˶˳˺˪˷ˮˮ˭ ˱˹˾˦˳˧˦ ˮ̂˫˪˫˷ ˦˩˦˱ˮ˦˲ˮ˷ ˩˪˱˳˸ˮ˫˦̀ˮ˦˷. 

˴˶˳˺˪˷ˮˮ˭ ˱˳˱˹˾˦˫˪ ˴ˮ˶˪˧ˮ ˷˦˯˱˦˳˩ ˰˳ˮ˦˰˹˶˳˧˦˷ ˨˦˱˳̄˦˸˦˫˪˲ ˭˦˫ˮ˦˲˭ˮ ˷˦˻˱ˮ˷ 

˩˦ ˳˶˨˦˲ˮˬ˦̀ˮˮ˷ ˱ˮ˱˦˶˭. ˦˱ ˷˪˻˸˳˶˾ˮ̀ ˹˯˰˪˧˰ˮ˫ ˽˫˪˰˦ ˨˦˱˳˯ˮ˭̄˹˰˱˦ 

˩˦˦˺ˮ˻˷ˮ˶˦ ˱ˬ˦˳˧˦ ˨˦˲˦˭˰˪˧ˮ˷ ˨˦˼˶˱˦˫˪˧ˮ˷ ˯˹˭̄ˮ˭, ˹˺˶˳ ˱˪˸˦˩ ˷˦˯˹˭˦˶ 
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to be positive, we can assume that tension is derive
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Various authors have identified the different factors that influenced job satisfaction. This 

includes but not limited to: salaries and benefits, organizational climate, autonomy, 

achievement, recognition, job security, workplace flexibility, degree of professionalism, 

communication, working conditions, interpersonal relationships, job importance and others 

(Jalagat, 2016). 

Another key parameter for measure Operational Effect
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мпΦ WŀƭŀƎŀǘΣ wΦ όнлмсύΦ Wƻō tŜǊŦƻǊƳŀƴŎŜΣ Wƻō {ŀǘƛǎŦŀŎǘƛƻƴ ŀƴŘ aƻǘƛǾŀǘƛƻƴΥ ! /ǊƛǘƛŎŀƭ wŜǾƛŜǿ ƻŦ ¢ƘŜƛǊ 
wŜƭŀǘƛƻƴǎƘƛǇΦ Φ 
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SPECIFICITY OF STAFF MOTIVATION & VALUES-BASED FRAMEWORK  
WITHIN EDUCATIONAL INSTITUTIONS 

by R. Micha






• Not-for-Profit ï similar to other NGOôs where, alth












      

         





сл 
 

ɕɋɖɈɔɗɒɡɗɑ əɐɔɖɋɓɋɓ Ɉ ɓɋɒ ɐɆɐ ɗɎɒɈɔɑɔɐɔɊ, ɘɔ ɋɗɘɢ ɗɈɔɏɗɘɈɋɓɓɆɥ ɝɋɑɔɈɋɝɋɗɘɈə ɋɊɎɓɆɥ 

ɗɎɗɘɋɒɆ ɛɖɆɓɋɓɎɥ ɗɔɜɎɆɑɢɓɔ-ɍɓɆɝɎɒɔɏ ɎɓɚɔɖɒɆɜɎɎ ɕɔɗɖɋɊɗɘɈɔɒ ɗɎɒɈɔɑɔɚɔɖɒ (ɍɓɆɐɔɈ, 

ɔɇɖɆɍɔɈ, ɒɋɘɆɚɔɖ). Ƀɘɔ ɘɖəɊɓɔɊɔɗɘəɕɓɡɏ ɗɒɡɗɑ, ɐɔɘɔɖɡɏ ɐɆɌɊɔɋ ɓɔɈɔɋ ɕɔɐɔɑɋɓɎɋ 

ɗɘɖɋɒɎɘɗɥ ɕɔɗɘɎɝɢ, Ɏ ɊɆɌɋ ɗɆɒɔ ɣɘɔ ɗɘɖɋɒɑɋɓɎɋ ɍɆɑɔɌɋɓɔ Ɉ ɕɋɖɈɔɗɒɡɗɑɋ ɗɎɒɈɔɑɆ. Ȫɑɥ 

ɝɋɑɔɈɋɝɋɗɘɈɆ ɕɋɖɈɔɗɒɡɗɑ ɋɗɘɢ ɋɊɎɓɗɘɈɔ ɋɉɔ ɕɖɔɞɑɔɉɔ, ɓɆɗɘɔɥɟɋɉɔ Ɏ ɇəɊəɟɋɉɔ. 

ȭɓɆɝɋɓɎɋ Ɏ ɖɔɑɢ ɕɋɖɈɔɗɒɡɗɑɆ ɕɖɎɔɇɖɋɘɆɋɘ ɓɔɈɡɏ ɔɘɘɋɓɔɐ Ɉ ɎɓɚɔɖɒɆɜɎɔɓɓɔ-

ɐɔɒɒəɓɎɐɆɘɎɈɓɔɒ ɕɔɑɋ ɔɖɉɆɓɎɍɆɜɎɔɓɓɔɏ ɐəɑɢɘəɖɡ, ɐɔɘɔɖəɤ ɒɔɌɓɔ ɔɕɖɋɊɋɑɥɘɢ ɕɔ-

ɖɆɍɓɔɒə. ȳɆɕɖɎɒɋɖ, Ƀ. Ⱦɋɏɓ6 ɕɔɊɝɋɖɐɎɈɆɋɘ ɋɋ ɒɓɔɉɔɥɖəɗɓɔɗɘɢ, ɕɔɒɋɟɆɥ Ɉ ɔɗɓɔɈɆɓɎɋ  

ɜɋɓɓɔɗɘɢ, ȰɆɒɋɖɔɓ Ɏ ȰəɎɓɓ ɖɆɍɑɎɝɆɤɘ ɋɋ ɎɍɒɋɖɋɓɎɥ. ȴɖɉɆɓɎɍɆɜɎɔɓɓɆɥ ɐəɑɢɘəɖɆ ï ɣɘɔ 

ɊəɛɔɈɓɡɏ ɐɔɊ, ɓɋɉɑɆɗɓɔ ɖɆɍɊɋɑɥɋɒɡɏ ɒɋɓɋɊɌɋɖɆɒɎ Ɏ ɗɔɘɖəɊɓɎɐɆɒɎ ɔɖɉɆɓɎɍɆɜɎɎ. ȫɗɑɎ 

ɔɕɖɋɊɋɑɥɘɢ ɐəɑɢɘəɖə ɐɆɐ ɓɆɇɔɖ ɓɆɗɑɋɊəɋɒɡɛ ɓɆɊ-ɇɎɔɑɔɉɎɝɋɗɐɎɛ ɕɖɔɉɖɆɒɒ ɒɡɞɑɋɓɎɥ, 

ɕɔɈɋɊɋɓɎɥ Ɏ  ɐɔɒɒəɓɎɐɆɜɎɎ, ɘɔ ɔɖɉɆɓɎɍɆɜɎɔɓɓɆɥ ɐəɑɢɘəɖɆ ï ɣɘɔ ɓɋɐɎɏ ɗɔɜɎɆɑɢɓɡɏ ɐɔɊ 

ɈɓəɘɖɎ ɔɖɉɆɓɎɍɆɜɎɎ, ɕɖɋɊɕɎɗɡɈɆɤɟɎɏ ɔɕɖɋɊɋɑɋɓɓɡɋ ɜɋɓɓɔɗɘɓɡɋ ɔɖɎɋɓɘɎɖɡ, 

ɖɋɉəɑɎɖəɤɟɎɏ ɕɔɈɋɊɋɓɎɋ, Ɇ ɘɆɐɌɋ ɗɔɍɊɆɤɟɎɏ ɐɔɒɒəɓɎɐɆɘɎɈɓɔɋ ɕɔɑɋ. çȬɎɘɋɑɎè ɣɘɔɉɔ 

ɒɎɖɆ-3 (Ȱ. ȵɔɕɕɋɖ 7










ɗɎɗɘɋɒə ɝɋɑɔɈɋɝɋɗɐɎɛ ɔɘɓɔɞɋɓɎɏ, ɝɘɔ ɕɖɔɊɔɑɌɆɋɘ əɘɈɋɖɌɊɋɓɎɋ ɕɔɗɘɎɓɊəɗɘɖɎɆɑɢɓɔɉɔ 

ɎɓɚɔɖɒɆɜɎɔɓɓɔɉɔ ɔɇɟɋɗɘɈɆ. ȴɘɓɔɞɋɓɎɥ ɣɘɎ Ɉ ɔɖɉɆɓɎɍɆɜɎɎ ɕɔ ɗəɘɎ ɗɈɔɋɏ 

ɗɎɒɈɔɑɎɝɋɗɐɎɋ. ȲɋɓɋɊɌɋɖɡ ɗɔɈɋɖɞɆɤɘ ɗɎɒɈɔɑɎɝɋɗɐɎɋ ɊɋɏɗɘɈɎɥ, ɐɆɐ ɇɡɑɔ ɔɕɎɗɆɓɔ 

Ɉɡɞɋ, ɔɓɎ Ɉɡɕɔɑɓɥɤɘ ɗɎɒɈɔɑɎɝɋɗɐɎɋ ɖɔɑɎ, ɐɆɐ ɓɆɕɖɎɒɋɖ, ɒɋɌɑɎɝɓɔɗɘɓɡɋ ɎɑɎ ɖɔɑɎ 

ɕɖɎɓɥɘɎɥ ɖɋɞɋɓɎɏ ɎɑɎ ɎɓɚɔɖɒɆɜɎɔɓɓɡɋ. ȲɋɓɋɊɌɋɖɡ ɖɆɇɔɘɆɤɘ ɗ ɗɎɒɈɔɑɆɒɎ, Ɉɋɖɓɋɋ 

ɔɕɋɖɎɖəɤɘ Ɏɛ çɘɖɆɓɗɑɥɘɆɒɎè Ɉ ɎɓɚɔɖɒɆɜɎɔɓɓɔ-ɐɔɒɒəɓɎɐɆɘɎɈɓɔɒ ɕɔɑɋ, - ɍɓɆɐɆɒɎ, 

ɒɋɘɆɚɔɖɆɒɎ Ɏ ɔɇɖɆɍɆɒɎ.  

ȺɎɑɔɗɔɚɎɥ ɓɆɝɎɓɆɋɘɗɥ ɗ ɔɘɗəɘɗɘɈɎɥ, ɘɆɐ Ɏ ɗɎɒɈɔɑɎɝɋɗɐɎɏ ɒɋɓɋɊɌɒɋɓɘ 

ɓɆɝɎɓɆɋɘɗɥ ɗ ɔɘɗəɘɗɘɈɎɥ ɗɘɖəɐɘəɖɡ, ɗ ɈɔɕɖɔɗɔɈ, ɘɖɆɓɗɚɔɖɒɎɖəɤɟɎɛɗɥ Ɉ ɗɎɒɈɔɑɡ. 

ȷɎɒɈɔɑɡ, ɗ ɔɊɓɔɏ ɗɘɔɖɔɓɡ, ɗɔɈɋɖɞɋɓɓɔ ɝɋɘɐɔ ɎɓɚɔɖɒɎɖəɤɘ ɔ ɗɈɔɋɒ ɍɓɆɝɋɓɎɎ, - 

ɕɋɖɈɔɗɒɡɗɑ, Ɏ ɗ Ɋɖəɉɔɏ, ɊɆɤɘ ɖɆɍɓɔɔɇɖɆɍɎɋ ɕɔɊɛɔɊɔɈ, ɎɓɘɋɖɕɖɋɘɆɜɎɏ, ɓɆɕɖɆɈɑɋɓɎɏ ɍɆ 

ɗɝɋɘ ɓəɑɋɈɡɛ ɗɘɖəɐɘəɖ.  

ȴɖɉɆɓɎɍɆɜɎɥ ɗɋɉɔɊɓɥ ï ɣɘɔ ɓɋ ɘɔɑɢɐɔ ɖɋɍəɑɢɘɆɘɎɈɓɔɗɘɢ Ɏ ɚɎɓɆɓɗɡ, ɣɘɔ, ɕɖɋɌɊɋ 

Ɉɗɋɉɔ, ɔɘɓɔɞɋɓɎɥ. Ƀɘɔ ɔɝɋɖɋɊɓɆɥ ɗɎɒɈɔɑɎɝɋɗɐɆɥ ɗɎɗɘɋɒɆ ɔɘɓɔɞɋɓɎɏ, ɗɔɍɊɆɓɓɆɥ Ɏ 

ɕɔɊɊɋɖɌɎɈɆɋɒɆɥ ɝɋɑɔɈɋɝɋɗɐɔɏ ɐəɑɢɘəɖɔɏ. ȷɎɒɈɔɑ, ɗɔɍɊɆɤɟɎɏ ɗɎɒɈɔɑɎɝɋɗɐɎɋ ɕɔɑɥ ï 






         

       

         



           










            

             





      













              

             









ст 
 

            








 





сф 
 





            

       

             

             



  












тм 
 

atmosphere. When every morning employee knows that his working day should be like a 

punishment for him it is almost impossible that he will last long at this job. As nowadays, 

human resources became the greatest asset and no organization wants to lose good employees, 

they will have to eliminate boring and dull work atmosphere. Line managers, team leaders are 

people who can be directly responsible for it. They can be trained theoretically and practically. 

Good everyday fun activity example is creating a humor bulletin board, where cartoons and 

jokes will be placed weekly.  

Activities for the specific dates are not difficult to manage, because you always have time to 

think the thematic type of fun. This can have the form of surprise, or employees can be 
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ɘɔɑɢɐɔ Ɉ ɕɖɔɜɋɗɗɋ ɔɗɓɔɈɆɓɎɥ Ɏ ɖɆɍɈɎɘɎɥ ɕɖɎɈɔɊɥɘ ɣɘɎ ɘɖɎ ɣɑɋɒɋɓɘɆ Ɉ ɓɋɐəɤ ɗɎɗɘɋɒə. 
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thinking by, fill our world outlook and form our mental models. Values, attitudes, norms and 

behaviors are no more than shadows on the wall of a prison. However, to escape from that 

prison, one goes by symbols to the highest truths, or to the world of Platoôs Ideas. Symbol is a 

mechanism for escaping, for opening new horizons, and for deepening shared values in 

cultures to distinguish and differentiate. Symbol is two-folded, it is converging culture, 

strengthening it and allowing for self-displaying. Western thinking tradition presents 

arguments and counter-arguments in logic, whilst the Confucian way is diligently looking for 

symbols and through them reduces argumentation to see the Truth. Just as in a fabulous story 

about the elephant and how blind men in a dark room tried to describe this animal. One 

presented it as a snake (holding its tail), another as a tree (holding its leg), and so on, and 

together they couldnôt present a whole image and could never come to an agreement. 

Argumentation is the reason for thinking but these arguments are obstacles for understanding 

and changing, they are no more than the truth. Symbolic management is transformation of 

arguments into symbo]ᴀ
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Introducing teams as a horizontal linkage in contemp





















The marketing of the 21st century is a well elaborated concept, which must have an important 

place in minds of general managers, since offered product / services aim towards creating a 

synergy of excellent product meeting the market needs and customer satisfaction. So far the 

product offered by Georgiaôs apparel manufacturers is cut, make & trim service which fails to 

reflect the view pointed out  by Dumitrescu & Fuciu  (2010 pp 23-24)  that ñin the field of 

services, the marketing concept, in its most advanced form ï client orientation ï is 

incorporated in providing activities, which are in an interdependency relationship. The 

finality of these actions is given by the fundamental objective of every service providing unit: 

maximizing the profit, in the conditions of satisfying and surpassing the consumers / users 

expectations by quality, services and valueò.   

Global apparel industry has undergone tremendous changes in the last few years. The key 

industry players found the immediate adjustment to market trends and market demands 

unavoidable. In light of strong competition and rapidly changing environment understanding 

the market becomes more complicated, where the common sense or study often fails to be 

enough to find the right answer to the question on wh
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form of marketing activity or the other. The latest advancement in technology has greatly 

contributed to a free flow of modern goods and services as well as information amid businesses 

and institutions, thereby turning the marketing environment into a global village (Ewah 2007 

cited in Ewah & Ekeng 2009).  

Marketing of the 21st century is distinct by its relationship orientation. With no shift in its 

essence, marketing is redirecting its efforts of increasing organizational performance through 

the development of long-term relationships with all important parties such as suppliers, 

customers and other stakeholders (Nikolae et.al 2009). 

One of the latest directions in modern science of marketing is the notion of holistic marketing 

which emphasizes the importance of interaction with the public. Public today covers a broad 

range and encompasses all related parties that facilitate the effective implementation of 

















There is an apparent need for the local apparel industry representatives to understand and 

comprehend a holistic concept of marketing as basis of integrated interactions with client 






2. Chajka , P. 2013. ñHolistic Marketing and its Importance in The Functioning of 
Universitiesò, Marketing ³ Menedģment Innovac³j,  (4),3, pp 53-54,  [Online].  Available 
at: http://mmi.fem.sumdu.edu.ua/sites/default/files/mmi2013_3_53_60.pdf [Accessed 






 

 

AN INVESTIGATION OF MARKETING 
INTELLIGENCE AS A STRATEGY TO ENHANCE 

COMPETITIVENESS IN THE APPAREL INDUSTRY 
 

THE CASE STUDY OF TWO APPAREL COMPANIES 

IN POST - SOVIET GEORGIA 

 

 

Extract from the Thesis submitted in fulfilment of the requirements 










          
        



CHAPTER 1 INTRODUCTION 

1.1 Introduction  

The apparel industry, as a catalyst for national growth and development, is viewed as one 
of the first manufacturing sectors to emerge in economically developing Georgia. As it is a 
labour intensive sector, the Government of Georgia is interested in its enhancement, as a 
way to combat still dominant unemployment. However, the development of Georgiaôs 
apparel industry is contingent on flexibility and ability to respond to changing global 
apparel market needs effectively (World Bank, 2012).  

Georgia's apparel companies have equal access to marketing intelligence; however, as noted 
by Powell & Allgaier (1998), intelligence might fail to deliver value unless appropriately 








competitive labour force and costs, unique location by bordering Turkey, free trade 
agreement with Turkey and business friendly environment.  However, the existing 
marketing intelligence model does not work in Georgiaôs apparel industry due to prevailing 
poor marketing culture and the consequent inability to utilize marketing intelligence 
strategically (Bishop, 2011; Carpenter 2011).   

All scholars have dealt with the benefits and the importance of marketing intelligence in 
the developed countries with a well-developed marketing background. The strategic use of 
marketing intelligence has not been a subject of exploration among scholars in relation to 
the apparel industry of developing countries, with a weak marketing background. The 
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marketing intelligence but fail to deliver value, which creates a competitiveness gap and 
constricts ability to respond to changing global apparel market needs. 

Comparison of marketing intelligence application between Georgian and Turkish factories 
operating in Georgia greatly helped the researcher to identify the degree of marketing 
intelligence and the effectiveness of its application, with the focus on the consequent impact. 
The present research looked at three years data from 2011 to 2013. The implication of the 
present research is based on the proposition that with the rational application of marketing 
intelligence competitive environment is better considered and practically understood that 
increases the level of competitiveness. 

Finally, a new model of practice is developed emphasising the rational application of marketing 
intelligence as a strategy to enhance the competitiveness of post-Soviet Georgiaôs apparel 
industry. This has been done by identifying the elements of best practice among the successful 
international companies that can be incorporated within the apparel industry. 

1.5 Research problem & research question  

The rapid advancement of technology drives changes in all industries, triggering a need for 
modification and design of enhanced business models and tools.  In the light of progressive 
developments, data mining analysis has turned into a major tool for identifying new markets, 
business strategies and new operating models that generate and enhance growth and 
profitability (Rihter & Halle, 2015).  

Traditional marketing decision-makers found the established marketing intelligence model 











          

                













             



         


  


 







 












          









            








           









         


     




              


       
      
           

       


             
           

        
              

            


             

      
            
            
    
       









              













           
    

          

           
          
          







           


             

















           

      








             
          



          

       
           


       

















Finally, the research findings filled the theoretical gap by developing a new model of practice 
that could ensure an effective functioning of the existing marketing intelligence model in 
Georgiaôs developing apparel industry, with its different background from the developed 
countries.   

Objective 2: To determine the degree of marketing intelligence presence within preselected 
two factories - one Georgian and one Turkish operating in Georgia.  

Objective 3: To analyse the application of marketing intelligence within Georgia's apparel 
industry, why does the standard model fail to deliver value?  

The second and the third objectives were met by undertaking semi-structured face-to-face 
interviews with the representatives of two pre-selected factories.  Obtained primary data 
enabled the researcher to examine the sources of intelligence and communication cycle within 
the selected factories, the comparison of which demonstrated the weak presence of marketing 
intelligence in the local factory (002).  

Both factories are having access to marketing intelligence but which delivers value in 
combination with adequate processing and rational application that is absent in the local 
apparel factory (002). Information must be subject to regular assessment in order to identify 
relevant facts, determine significant relationships, and obtain the key findings and conclusions. 
In that regard, marketing intelligence model, if utilized well by integrating derived 
intelligence into the decision-making process can deliver high value for any business. This 
process tends to be smooth in the Turkish-owned local factory (001), where the presence of 
marketing intelligence is reinforced through regular intelligence processing, assessment and 
integration into the decision-making process. As a result, the factory is distinguished by long-
term lucrative contracts with clients that reinforce strong positioning and profitability of the 
factory. Long term contracts are essential for competitiveness of the apparel industry, to ensure 
repeated business based on beneficial mutual alliance and accommodation of changing clients' 
needs, which is successfully exercised in the Turkish-owned local factory (001) through 
regular application of marketing intelligence. 

Comparison of the two factories demonstrates that Turkish-owned local factory effectively 
aligns the communication process to ensure dissemination of adequate intelligence among the 
relevant units. However, this is not widely adopted practice in the local factory because of 
hindering factors, such as the limited presence of adequate human and financial resources. 
Georgian factory faces problems concerning intelligence utilization which deprives the factory 
of the value linked to the rational application of marketing intelligence. Consequently, the 
resulting information vacuum keeps the local factory detached from the requirements of 









           

            


           


        
           
            


          

           




          







             
       


           
        

             












           

























         
         









           






             
            









