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Abstract

The aim of the study is to assess the role of innovation and branding on enterprise sales growth in transition
countries with Kosovo being the case study for the research. The CEO of 300 business enterprises from
diverse business sector were interviewed alongside other staff such as human resource managers, sales and
marketing managers, and financial managers. The study revealed that service delivery, technology, business
model, branding, and age of entrepreneur were significant factors. The result of the study indicates that
innovation and branding have a significantly positive effect on enterprise sales growth. The research
concluded by noting that brand awareness must constantly maintained through international product
advertising and engaging in promotional activities to raise awareness of the product, so as to have a
competitive chance of survival in the local and international market. Technological advancement should be
welcomed as it forms the foundation of the initiation of innovation in business enterprises.
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1. Introduction

Countries such as the Republic of Kosovo, Albania, North Macedonia, Bosnia and Herzegovina are
among nations whose economies are in the process of transition with some of these countries
transition phase in its later stage while the Republic of Kosovo economy is in the earlier phase of its
transition as such, they are faced with challenges that are associated with the continues
metamorphosis of the macroeconomic nature of their economy (Ukaj, Ramaj & Livoreka, 2020; Jusufi
& Ukaj, 2021). Scholars such as Jusufi and Ukaj (2020) have also identified that the country’s economy
is still in the early stages of its transition while bearing in mind that some other countries have
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completed or in the tail end of their transition phase as such its essential that entrepreneurs in
Kosovo learns from the blue prints of countries that have completed its transition so as to be able to
develop a business brand that is capable of competing and most importantly, Thus, creating a
platform for contributing towards the growth of the nation (Jusufi & Ukaj, 2020; Gashi, 2020).

Kosovo has being plagued by slow economic growth, and underdevelopment, with Labeat (2016)
noting that the country is the least developed in the region and more importantly, the country’s
economic growth over the years has been slow, thus not having considerable impact on GDP as the
economy’s growth in the country is centered on capital expenditure rather than an increase in
production capacity as such the private sector should play a massive role in the country’s economic
recovery. It’s no surprise that Kosovar citizens are towards self-sufficiency through the engagement in
small to medium scale enterprises and other forms of businesses to cope with the growing
unemployment rate in the country. In addition, providing a means of escape from poverty and
further reducing the unemployment rate (Ukaj, 2015).

The challenge of Kosovo underdevelopment could be traced to the early nineties which marked
the beginning of the collapse of the then Yugoslavia economy as a result of ethnic and political
tension and the recovery of the economy at that time proved difficult (Ukaj & Bibuljica, 2019; Jusufi &
Bellaga, 2019). This is not to say that prior to that time the economy was in great condition as
unemployment rate was still high (Aliu, 2014). The collapse of Kosovo’s economy prompted the
transition of the country’s citizen into entrepreneurship.

A transition economy, also known as a post-communist economy, is an economy that is in the
process of metamorphosis from a centrally planned economy to a market economy. This implies that
the economy is not centrally planned and is changing into a market economy, where demand and
supply, which are controlled by the market, determine the economy. Therefore, both the consumers
and the suppliers are controlled by the price.

Despite the transition of the country’s economy, majority of businesses within the country are
faced with challenges that are associated with innovation and in particular, innovation in their
brands bearing in mind that majority of businesses in the country and small to medium scale and as
such do not lay much emphasis on product, service and brand innovation which could be attributed
to their aim of entering into business in the first place. The aim of entering into entrepreneurship for
most Kosovar’s citizen is born from the need for escaping the harsh economy of the country.
Therefore, the majority of this business do not integrate innovative ideas in terms of brand identity,
marketing and inclusion of technological advancement which could be the reason that Scase and
Goffee (1982) and McIntyre (2003) are of the opinion that majority of small to medium scale business
are formed from the foundation of necessity.

Branding is essential in all categories of economies considering that it encompasses the identity
of the business and what value the business intends to delivers to its customers as such branding
should not be restricted to large scale businesses. A brands major attribute or value is to generate
awareness to product and service through the process of creating an identity or building a reputation
around their product, service, organization which could only be possible through innovation in terms
of product, communication and marketing. Brand innovation forms the foundation for the
development of a successful identity that will not only be capable of local competition but
recognizable internationally (Sammut-bonnici, 2017).

The success of business enterprises is hinge on innovative practices which reflects the pivotal
role of this concept in modern day businesses. However, countries such as Kosovo that have a
transitioning economy have not adequate integrated innovation into their business which has
actually hampered the growth or the growth potential of businesses within the country (Qorraj &
Jusufi, 2019). Statistics shows that Kosovo has a relative high number of newly registered businesses,
yet the number of such businesses that closes its operation within few years of operation. The relative
high rate of business closure reflects the lack of innovation in business and even in the development
of a competitive brand. For instance, majority of Kosovo business falls within the boundary of
Agriculture and the statistics of exportations are low which highlights the significance of innovation
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in terms of product and service delivery (Jusufi, Ukaj & Ajdarpasic, 2020; Adam & Alarifi, 2021; Sulton
et al, 2022).
Yusheng and Ibrahim (2019) define innovation as the creation and integration of new ideas into
business with the aim of the general improvement of the business which is a reflection of its
significance in any organization. Innovation plays an active role in branding of business as it involves
the creation of an identity around business that would in turn raise the profit generating capacity of
the business. Brand innovation enables the introduction of new and creative ideas that would
enhance the marketability and competitive edge of the business as such innovation in branding is
crucial in the building of a reputation for a business enterprise as it possesses the power to generate
consumers trust for product that would in turn translate into consumer loyalty. Therefore, the
research questions of this paper can be summarized as follows:
1. Does innovation in service delivery have an effect on increase sales in business enterprises in
Kosovo?

2. Does innovation in technology have an effect on increase sales in business enterprises in
Kosovo?

3. Does innovation in business model have an effect on increase sales in business enterprises in
Kosovo?

4. What is the relationship between innovation and branding in business sales growth in
Kosovo?

5. Is there a relationship between the age of entrepreneur and innovation of business

enterprises in Kosovo?

2. Review of Literature

This section reviews past literature as it pertains to the concept under discussion. The concept that
would be review in light of this study includes innovation, branding, and transition economy.

2.1 Innovation

The concept of innovation is broad which could possibly be the reason that there are several
definitions of innovation and as such the definition of innovation should suit the context of
discussion. Beregheh et al. (2009) went on to define innovation as “multi- stage process whereby
organizations transform ideas into new/improved products, service or processes, in order to advance,
compete and differentiate themselves successfully in their marketplace" (p. 1334). The definition
innovation by Beregheh et al. (2009) shows that the overall aim of innovation is for the improvement
of every aspect of the business enterprises which, in turn, should yield financial returns. More so,
businesses can adequately differentiate themselves in the marketplace or set themselves apart
through gaining a competitive edge through an upgrade in the branding of the business that help
products and services have an identity that would result in customer loyalty. According to Gogodze
(2013), innovation is defined as “a system that creates and utilizes new knowledge. It is a system that
strengthens the competitive position of countries and boosts economic growth”. This definition
reflects the creative and transformative power of innovation, considering that its impact is capable of
transforming the economy of any nation, most importantly, a nation whose economy is under
transition.

The study by Hamdallah and Srouji (2022:29) has shown that innovation have a positive
influence on the economies of nation with their definition of this concept as a new successful
influencer that helps economies develop and sustain its level. The definition views the concept of
discussion from the lens of it being a booster that carries potential of having positive influence on
business that could set the platform for the development of a robust economy.

Within the last two decades several researchers had conducted studies on the impact of
innovation on the growth of business with majority of these researchers attempting to showcase the
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impact of innovation on the product, brand of business, processing, marketing and the organizational
structure. Their research shows a positive impact of innovation on the overall performance of
business enterprises (Bloom & Van Reenen, 2002; Oke, Burke & Myers, 2007; Bessler & Bittelmeyer,
2008; Chetty & Stangl, 2010).

Byityai (2015) in his study of Entrepreneurship and innovative SMEs shows the significance of
innovation as a driving force for economic growth which he believes can be achieve through the
infusion of creative ideas into business that set it apart in a competitive market and also ensuring the
introduction of quality ideas, product and service into the market, thus, ensuring continues
profitability. The impact of innovation on the growth of business was also buttressed by Stoj¢i¢ and
Hashi (2014). His study showed a direct relationship between the productivity output of a business
enterprise and innovation which goes to show the importance of innovation to every business that
seeks to continue to adapt to the constant changes in market as such the role of Research and
development should not be over emphasized.

Two major forces have been observed to propel the need for innovation which cut across
different sectors of the economy and these driving force are the consumer and the competitive
market force. Of the previously named force, the consumer is the most significant as it determines
the market value of products and services considering that once the demand is high; the price value
also increases (Krasniqi & Kutllovci, 2008). Therefore, the need for companies and business
enterprise to innovate becomes imprinted in the heart of entrepreneurs so as to remain relevant in
the market with several other authors (Li & Atuagene-Gima, 2001; Langley, Pals & Ort, 2005; Aralica,
Radi¢ & Radi¢, 2008; Lee et al., 2010; Bozi¢, 2011; Kanagal, 2015; Vicente, Abrantes & Teixeira, 2015;
Jusufi, Ukaj & Ajdarpasic, 2020) affirming to the prominent role of innovation in the enhance
products and services towards the actualization of customer satisfaction. More so, innovation gives
product competitive edge in the international market as such it is vital in the exportation of products
to other countries and also in the building of trust among Kosovar citizens as they tend to buy
products that are imported rather than the domestically produce products. This reflects distrust
among local consumer for local product as they believe their products are inferior when compared to
those imported.

The usage of modern and quality technology sets a business enterprise apart and ensures the
better engagement of innovative process. Vega-Jurado et al. (2008) study reveals that company with
more advanced and robust technology tends to have innovative products that are superior and even
meet the demand of the market which goes to prove the relationship between advancement in
technology and innovative process. While still on the importance of technology, some studies have
stressed the importance of technology in improving innovation, they believe that the technological
competence of business enterprises is a prominent factor in their development of improved product
and service as well as the improvement of the already existing services that meets the need of
customers and the market in general (Zhou et al., 2005; Berkhout et al., 2010; Elezaj., 2019). But, a
major challenge that business face is their ability to meet the financial demands of acquiring new
technology that would have a direct impact on their innovative potential, and most importantly, the
adaptation of businesses to these new technologies (Salavou et al., 2004; Mahemba & De Bruijn, 2003;
Alstrup, 2000). This situation is also peculiar to a country like Kosovo as majority of businesses lack
the technology to develop products that are competitive in the international market as a result of
their economic capacity.

2.2 Innovation and Branding

Branding is integral and important aspects for any business that intends to grow and it involves
activities that are directed toward raising awareness towards products and service and more
significantly, shaping the consumer’s perception of their services. The relationship between branding
and innovation is immense as it determines the category of customers that utilize business
enterprises services and how these businesses can attract these customers. Branding has the potency
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of enabling business to maintain a competitive advantage. Market competition and innovation are
active forces that determine growth of economy through profit generating enterprises. Invariably
speaking, quality innovations and a competitive market are necessary for the development of a robust
economy which could be the reason that branding is essential in our present world in the
development of quality service and new product.

Purchase and Volery, (2020) noted that branding and innovation “foster innovation ownership,
credibility, and acceptability, enhance visibility and facilitate communication”. Sharma et al., (2016)
noted that brand performance has a direct impact on the role of innovation in any organization.
Thus, the acceptability of a brand by consumer leads to enhance loyalty to the brand and further
enhance the innovative capacity of the product (Lin et al., 2019). Therefore, business enterprise that
want to develop international recognition must be increasing concern about their brand considering
that consumer behavior is ever changing, therefore, branding should be a continuous process (Safeer
et al., 2021b). Innovative activity should be directed towards the achievement of consumer loyalty to
brand which will ultimately translate to achieving sustained business growth (Loucanova et al., 2021).

The acceptability of product and service is a prerequisite function of innovation which is the
reason for Lowe and Alpert (2015) noting that “the innovation performance is determined by the
consumer response to new products. As a result, consumer responses affect firms’ innovation”.
Consequently, business enterprises must continue to make changes to product and service to remain
relevant as well as paying attention to the environment of their store and initiate marketing strategies
necessary for the influencing of consumer. The fore mention will invariably lead to the retention of
old customers and the acquisition of new ones (Zameer et al., 2019).

2.3 Transition Economy

According to Round (2009:355), “Transitional economies are considered to be countries which are
undertaking macroeconomic reforms in an attempt to alter the ways in which their economies are
managed. Traditionally, it implies that the country is making a structural adjustment from a state-run
economy toward a more market-led system”. This implies that the economy is not under a centrally
planned economic system and has metamorphosed or in the process of change into a market
economy considering that that the force at work in this economy is the forces of demand and supply.
The market itself controls the economy and as such, both the consumers and the suppliers are
controlled by the price. Some countries of the world practice the market economy while others are in
the process of change from a centrally planned economy to market economy and these countries are
called transition countries, therefore transition countries are countries whose economy is in
transition from planned Economy with majority of countries are found in central and Eastern
European region (Elezaj et al., 2022, Sauka & Auza, 2014). While some of these countries have
completed their transition process, some are in the early phase and the republic of Kosovo happened
to be among the countries that are in the early phase of transition.

Countries such as Croatia, Bulgaria, Czech Republic, Estonia, Hungary, Latvia, Romania,
Slovenia, Slovak Republic, and Poland are nations that have completed their transition processes as at
2019 while Armenia, Albania, Bosnia and Herzegovina, Kosovo, Georgia, Moldova, North Macedonia,
Russia, Montenegro Ukraine and Serbia are still within their transition phase (IMF 2000, World Bank
2002, 2009). The process of transition is usually a gradual process but undergoes series of
transformational stage that are usually subject to market forces or price with countries that had civil
war or part of conflict is a common characteristic of some of these countries.

3. Methodology
The aim of the study is to evaluate the role of innovation and branding on enterprise sales growth in
transition countries with the Republic of Kosovo being the case study of the survey. The Study

adopted a qualitative approach in order to achieve the objective of the research and the data of the
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survey were collected over a period of six months that spanned between June and November, 2022.
300 business enterprises from diverse sectors of the economy which are: Trade, Production and
Service sector were targeted to ensure the involvement of all sector of the economy with majority of
businesses in Kosovo under the service sector, followed by the production and trade sectors as
indicated by (Elezaj et al., 2022; Ukaj et al.,2022).

The survey was centered in the commercial regions of Kosovo that occupies the majority of
business enterprises within the country namely Prishtina, Prizren, Peja, Mitrovica, Gjilan, Gjakova
and Ferizaj. Prishtina is the major commercial hub of the nation as it represents the capital of the
Republic of Kosovo while other cities with several businesses are Peja and Ferizaj. For the purpose of
this survey, the CEOs of 300 business enterprises were interviewed alongside other staff such as
human resource managers, sales and marketing managers, financial managers, etc to obtain data as
regards the subject of discussion. More so, data on businesses such as size, number of employees,
sector etc. were collected from the Ministry of Trade and Industry of Kosovo (Elezaj et al., 2022).

The hypothesis of the study has been represented in null hypothesis below:

1. H,: Service delivery does not have an effect on increase sales in business enterprises in

Kosovo.

2. H,: Innovation in technology does not have an effect on increase sales in business

enterprises in Kosovo.

3. Ho: Innovation in business model does not have an effect on increase sales in business

enterprises in Kosovo.

4. Ho: There is no relationship between brand innovation and in business sales growth in

Kosovo.

5. Ho: There is no relationship between the age of the entrepreneur and innovation of business

enterprises in Kosovo

4. Econometric Model

The econometric model of the study contains the dependent and independent variable of the study as
such the dependent variable of the study is the sales growth while the independent variables are the
service delivery, advancement in technology, business model and the age of the entrepreneur,
business brand. The econometric model of the study is summarized into the table below for ease of
understanding.

Table 1. Variables (Dependent and Independent) with categories

Dependent variable: Categories
sales growth 1- Yes; o- No
Independent variables: Categories
Service Delivery 1- Yes; o- No
Technology 1- Yes; o- No
Business Model 1- Yes; o- No
Business Branding 1- Yes; o- No
Age of entrepreneur 1- Yes; o- No

Source: Author

The variable of the study were grouped into dependent and independent categories as represented in
the Table 1 above. The duration of the analysis spans from 2018-2022. The managers of enterprises
were queried about whether there was a general improvement in their revenue during the
aforementioned period attributable to their engagement in innovative activities under the categories
mentioned. Majority of the enterprises amounting to 62% of businesses interviewed were of the
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opinion that their business had improved with increased sales as a result of engaging in innovative
activity while 38% noted their business sales have not improved. Based on these data, the
econometric model can be presented as follows:

P (Yi=1) = B o + B.Service delivery + ,Technology

+ B;Business Model + 3,Branding +f3;Age of Entrepreneur + €i

Based on these data, the econometric model can be presented as follows:

5. Results and Discussion
5.1 Results

The data obtained from the interview conducted were summarized, analyzed and presented in the
tables below:

Table 2: Entrepreneurs from different sectors interviewed

Sector Number of Entrepreneur interviewed
Service 148 (49.3%)

Production 85 (28.3%)

Sales 67(22.3%)

Total 300 (100%)

Source: Author

The Table 2 indicates that 49% of entrepreneurs interview were from the service sector while 28.3%
and 22.3% represent those from production and sales respectively.

Table 3. Hosmer and Lemeshow’s Goodness of-fit test

Number of observations 300
Hosmer-Lemeshow chi* 7.91
Prob> chi2 0.728

Source: Author

Table 3 above reveals the suitability of data for our model. The result indicates that our data fits the
model used which is necessary for obtaining reliable results.

Table 4. Multicollinearity test

Variables VIF | SQRT VIF Tolerance R-Squared
Service innovation 1.12 1.03 0.84 0.172
Technology 116 1.01 0.72 0.138
Business Model 1.07 1.03 0.75 0.161
Business Brand 118 1.02 0.76 0.140
Age of Entrepreneur 1.11 1.15 0.73 0.136

Source: Author

The result (in Table 4) indicates no multicollinearity between the variables (independent variables)
considering that the tolerance are greater than o.2 and more also, the variance inflation factor are less
than o.s5.
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Table 5. Logic Model Estimation

Variables B S.E. Wald df Sig. Exp(B)
Service innovation 0.753 0.536 1.363 1 0.041** 1.132
Technology 1.484 0.528 3.436 1 0.022* 1.258
Business Model 0.529 0.629 1.432 1 0.005*** 1.032
Business Brand 3.758 1.623 3.349 1 0.015 0.011
Age of Entrepreneur 0.537 0.633 1.323 1 0.004*** 1.043
Constant 5.888 1.967 5.559 1 0.011 0.009

* Significant at 10% level, ** significant at 5%,*** Significant at 1% level
Source: Author

Table 5 shows that the variables under study have significant effect on business sales rate. The
statistics was conducted at 10%, 5% and 1% level of significant.

5.2 Discussion

Service delivery has a significant impact on enterprise sales rate which negates the null hypothesis.
Service delivery ensures the retention of customer base and further aids in the recommendation of
brand to potential customers who are essential not only in the generation of profit but in the general
survival of the business enterprise considering that a happy customer is a buying customer. More so,
bearing in mind that majority of medium to small scale business falls under service rendering sector,
it should be expedient that entrepreneurs pay reasonable attention to ensuring the satisfaction of
their customers, therefore, innovation in service delivery should not be taken with levity.

Younger entrepreneurs tend to have higher creativity, intuitive and more flexible to change
which could be the possible reason that they are more likely to engage innovative activities that will
result in increased performance of business enterprises. The result of the relationship between the
age of entrepreneur and innovation of business enterprises in Kosovo reveals that younger
entrepreneurs are more innovative. This is consistent with previous studies that reveal that younger
managers of business are more likely to take risk and also engage in business strategies designed for
the overall growth of companies when compared to older managers (Hambrick & Mason, 1984;
Mudambi & Treichel, 2005, Mahmutaj & Krasniqgi, 2020). Mahmutaj and Krasniqi (2020) went further
to give reasons that older executive possesses less strength and stamina mentality for proper grasp of
innovative and new ideas when compared with younger executive that still possess youthful
exuberance and in addition, older entrepreneurs are less likely to take risks due to concerns about
their personal financial security. It is not surprising that the Government of Kosovo view innovation
as a means of achieving economic sustainability which could be the reason that they continue to
direct programs suitable for the enhancement of innovation in business enterprises. Program such as
“Supporting Kosovo’s Young Leaders (SKYL) Youth Programme, and the Young Entrepreneurs
Programme”, which commenced from 2012 for young entrepreneurs under 35 years of age and start-
up companies that are less than 24 months old reflects the faith that Kosovar government have in
young entrepreneurs considering that they are more likely to engage in innovative process that
carries the potential of bringing about positive influence on the nation’s economy.

Brand innovation plays a significant role in the performance of a business enterprise, as
consistent with previous studies (Sharma et al., 2016; Liu & Atuahene-Gima, 2018; Zameer et al., 2019;
Purchase & Volery, 2020; Fitzgerald et al., 2020). Branding raises awareness of a product or service,
promoting ownership, marketability, and acceptability. Kosovar consumers have shown preference
for foreign products over locally-made ones, which could be as a result of poor product branding; as
they perceive indigenous goods as inferior. Brand loyalty would thus significantly impact brand
recommendation, and a country like Kosovo that is in transition, product branding should be taken
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seriously as it gives local product a competitive edge in the international market. This would aid in
the exportation of Kosovar products not only to countries such as Albania, Serbia, Montenegro, and
Switzerland but also to other countries in Europe. It would also provide a platform for the
development of Kosovar export industry and attracting foreign investors.

The study found that the relationship between innovation in technology and business
enterprise sales was significant, and thus rejects the null hypothesis. Technology enables the
successful initiation of innovative activities that is necessary for the development of quality product
and in the rendering of efficient service. However, smaller enterprises are faced with the challenge of
inadequate funds to successfully adapt to new technology that are required for the development of
high-quality products that possesses competitive edge in the market.

Innovation in business model is a prerequisite for every organization that seeks to generate
profit as it sets up the action plan necessary for business enterprise sales growth. The study noted
that a business with innovative business model tends to thrive economically, and such innovative
model is not only a requirement for new business enterprise but should also set the foundation for
older businesses, ensuring their relevance in the market. A business model identifies new potential
market targets, aiding the proliferation of the enterprise products and services, thus leading to
recognition and trust for the business brand. Therefore, the business model should constantly
undergo innovative modifications so as to always meet the needs of consumers whose behaviour and
perception can easily be swayed.

6. Conclusion

The study indicates that Kosovar entrepreneurs are taking necessary measures to integrate an
innovative approach into their enterprises. Despite their sales improvement within the last five (5)
years, the improvement has not had considerable impact on the country’s exportation industry and
also in the attraction of foreign investors. This means that more work needs to be done in the
development of indigenous brands that are capable of competing in the international market which
will further contribute to the increase in the nation’s Gross Domestic Product (GDP) of the nation.
More so, the marketability of product and service is tied successful brand as such entrepreneurs
should ensure to devote resources towards research geared at understanding the behavioral pattern
of their consumers and create a brand that meets this demand. Awareness to brand must constantly
be done through advertisement of product internationally and engaging in promotional activities
that will raise awareness to product so as to have a competitive chance of survival in the local and
international market.

The use of advance technology remains a cornerstone in the initiation of innovative activity
considering that the world is constantly changing with advancement in technology, consequently,
Kosovar entrepreneurs should be more flexible in the usage of advance technology to develop quality
and durable product that could easily gain acceptability. Creativity should be applied in the
development of new products that actively meets the demand of consumer which is mandatory in
satisfying their target consumers’ needs and further reach out to new consumers. More so, products
should constantly undergo quality assurance test to ensure that produce meet the quality demand in
the market to prevent the labeling of product inferior in the market and to further phase out
defective product.

Business enterprises in Kosovo should be flexible to perpetual changes in the market, as such,
an innovative business model should be implemented to track potential market sources and future
expenditure so as to adequate monitor the growth rate of their business. More so, bureaucratic
bottleneck should be reduced in business organization to allow the free flow of innovative activities
within business environment as timing is essentially required for the successful engagement of
innovation.

131



E-ISSN 2281-4612 Academic Journal of Interdisciplinary Studies Vol 12 No 3
ISSN 22813993 www.richtmann.org May 2023

References

Adam, N. A, & Alarifi, G. (2021). Innovation practices for survival of small and medium enterprises (SMEs) in the
COVID-19 times: the role of external support. Journal of Innovation and Entrepreneurship, 10 (15), 1-22.

https://doi.org/10.1186/513731-021-00156-6.

Aliu, F. (2014).Privatization Process in Kosovo. Iliria International Review, 4 (1), 151 - 167. http://dx.doi.org/10.
21113/iir.v4i1.58

Alstrup, L. (2000), “Coaching continuous improvement in small enterprises”, Integrated Manufacturing Systems, 11
(3), 165-170.

Aralica, Z., Raci¢, D., & Radi¢, D. (2008). Innovation Propensity in Croatian Enterprises: Results of the Community
Innovation Survey. South East European Journal of Economics and Business, 3(1), 77-88.
https://doi.org/10.2478/v10033-008-0008-6

Baregheh, A., Rowley, J. H., & Sambrook, S. (2009), “Towards a multidisciplinary definition of Innovation”,
Management Decision, 47(8), 1323-1339.
https://doi.org/10.1108/00251740910984578

Berkhout, G, Hartmann, D & Trott, P. (2010), Connecting technological capabilities with market needs using a
cyclic innovation model. R&D Management, 40(5), 474- 490.

Bessler, W., & Bittelmeyer, C. (2008). Patents and the Performance of Technology Firms: Evidence from Initial
Public Offerings in Germany. Financial Markets and Portfolio Management, 22 (4), 323-356.
https://doi.org/10.1007/s11408-008-0089-3

Bloom, N., & Van Reenen, ]. (2002).Patents, Real Options and Firm Performance. The Economic Journal, 12 (478),
Cg7-Cu6.https://doi.org/10.111/1468-0297.00022

Bozi¢, L. (20m1). Marketing Innovations in Croatia. Market Trziste, 23 (1), 64-66. Retrieved from https://hrcak.sr
ce.hr/74452

Chetty, S.K., & Stangl, L. M. (2010). Internationalization and innovation in a network relationship context.
European Journal of Marketing, 44 (11/12) 1725-1743. https://doi.org/10.1108/03090561011079855

Elezaj, S., & Livoreka, R. (2022). Impact of innovation types on enterprises sales growth: Evidence from Kosovo.
International Journal of Sustainable Development and Planning, 17 (5), 1571-1578. https://doi.org/10.18280
/ijsdp.170521

Elezaj, S., (2019). Management of Benefit. Knowledge-International Journal, 32 (1), 95-99. https://ikm.mk/ojs
/index.php/kij/article/download/2225/2224

Feige, E. L. (1991). Perestroika and Ruble Convertibility. Cato Journal. Cato Institute. 10 (3), 631 - 653. Archived
from the original (PDF) on 28 March 20m. Retrieved November 2021.

Feige, E. L. (1994). The Transition to a Market Economy in Russia: Property Rights, Mass Privatization and
Stabilization (PDF). In Alexander, Gregory S.; Skapska, Grazyna (eds.). A Fourth way?: privatization,
property, and the emergence of new market economics. Routledge. pp. 57-78. ISBN 978-0-415-90697-5.

Gashi, B. (2020). The impact of public debt on the economic growth in South-Eastern Europe: An empirical panel
investigation. Economic Studies/Ikonomicheski Izsledvania, 29 (2), 3-18.

https://www.iki.bas.bg/Journals/EconomicStudies/2020/2020-2/1_Burim-Gashi_f-f.pdf

Gogodze, J. (2013). Composite indicator ECAICI and positioning of Georgia’s innovative capacities in Europe-
Central Asia Region. MPRA Paper 50892. University Library of Munich, Germany. https://doi.org/10.4067/S
0718-27242016000400003

Gupta, S., Malhotra, K. N., Czinkota, M., & Foroudi, P. (2016). Marketing innovation: A consequence of
competitiveness. Journal of Business Research, 69 (12), 5671-5681. https://doi.org/10.1016/].jbusres.2016
.02.042

Hambrick, D., & Mason, P. 1984. Upper echelons: the organization as a reflection of its top managers. The
Academy of Management Review, 9 (2), 193-206.

Hamdallah, M. E., & Srouji, A. F. (2022). The influence of sustainable innovation on financial entrepreneurship
performance: Growth and prediction in an emerging market. Journal of Governance & Regulation, (1), 27-
37. https://doi.org/10.22495/jgrvuiiart3

Hansen, V. (2014). Pengaruh Family Control, Size, Sales Growth, danLeaverage, Terhadap, Profitabilitas dan Nilai
Perusahanpada Sektor Propertidan Real Estate. Business Accounting Review, 2 (1), 151 - 159.
https://media.neliti.com/media/publications/189413-ID-pengaruh-family-control-size-sales-growt.pdf

IMF (2000) Transition Economies: An IMF Perspective on Progress and Prospects. International Monetary Fund.
http://www.imf.org/external/np/exr/ib/2000/110300.html

132



E-ISSN 2281-4612 Academic Journal of Interdisciplinary Studies Vol 12 No 3
ISSN 22813993 www.richtmann.org May 2023

Jusufi, G., & Bellaga, B. (2019). Trade barriers and exports between Western Balkan countries. Nasegospodarstvo/
Our Economy - Journal of Contemporary Issues in Economics and Business, 5 (4), 72 - 80.http://dx.doi.org
/10.2478/ngoe-2019-0021

Jusufi, G., & Ukaj, F. (2021). Turkey’s Trade with Western Balkans: Looking beyond the Turkish Foreign Policy.
Inter EU Law East: Journal for the International and European Law, Economics and Market Integrations, 8 (2).
https://doi.org/10.22598/iele.2021.8.2.7

Jusufi, G., & Ukaj, M. (2020). Migration and Economic Development in Western Balkan Countries: Evidence from
Kosovo. Poslovna Izvrsnost/Business Excellence, 14 (1), 142.http://dx.doi.org/10.22598/pi-be/2020.14.1.135

Jusufi, G., Ramaj, V., & Ramaj, A. (2021). Increasing the exports of Western Balkan SMEs to the EU market through
innovative activities: Empirical insights from Kosovo. International Conference: The Perspective of
Integration of the Western Balkans into the EU, Pristina/Kosovo.

https://aab-edu.net/wp-content/uploads/2021/07/BOOK-OF-PROCEEDINGS-2021-PRILL-online.pdf

Jusufi, G., Ukaj, F., & Ajdarpasic, S. (2020). The effect of product innovation on Western Balkan SMEs export
performance: Evidence from Kosovo. Management: Journal of Contemporary Management, 25 (2), 215-234.

https://doi.org/10.30924/mjcmi.25.2.12

Kanagal, N. B. (2015). Innovation and product innovation in marketing strategy. Journal of Management and
Marketing Research, 18, 1-25.

http://www.aabri.com/manuscripts/152209.pdf

Krasniqi, A.B., & Kutllovci, E. (2008). Determinants of innovation: Evidence from Czech Republic, Poland and
Hungary. International Journal of Technoentrepreneurship, 1(4), 379-381. https://doi.org/10.1504/JTE
.2008.022865

Langley, D.J., Pals, N., & Ort, J.R. (2005). Adoption of Behaviour: Predicting Success for Major Innovations.
European Journal of Innovation Management, 8 (1) 56-78. https://doi.org/10.1108/14601060510578574

Lee, S., Park, G., Yoon, B., & Park, J. (2010). Open innovation in SMEs—An intermediated network model.
Research Policy, 39 (2), 290 - 300.

http://dx.doi.org/10.1016/j.respol.2009.12.009

Li, H., & Atuagene-Gima, K. (2001). Product innovation strategy and the performance of new technology ventures
in China. Academy of Management Journal, 44 (6), 123-134. https://doi.org/10.5465/3069392

Lin, J., Lobo, A., & Leckie, C. (2019). The influence of green brand innovativeness and value perception on brand
loyalty: the moderating role of green knowledge. J. Strat. Mark, 27, 81-95. doi: 10.1080/0965254X.
2017.1384044.

Loucanova, E., Supin, M., * Corejova, T., Repkova-Stofkova, K., Supinova, M., * Stofkovd, Z., et al. (2021).
Sustainability and branding: an integrated perspective of eco-innovation and brand. Sustainability, 13:732.
doi: 10.3390/su13020732.

Lowe, B., & Alpert, F. (2015).Forecasting consumer perception of innovativeness. Technovation, 45, 1-14. doi:
10.1016/j.technovation.2015.02.001.

Lukas, B. A., & Ferrell, O. C. (2000).The effect of market orientation on product innovation. Journal of the
Academy of Marketing Science, 28(2), 20-35. https://doi.org/10.1177/0092070300282005

Mahemba, C.M., & De Bruijn, E.J. (2003), “Innovation activities by small and medium sized manufacturing
enterprises in Tanzania”, Creativity and Innovation Management, 12 (3), 162-173.

Mahmutaj L.R., & Krasniqi B., (2020). Innovation Types and Sales Growth in Small Firms: Evidence from
Kosovo. South East European Journal of Economics and Business, Sciendo, 15 (1), 27-43. http://dx.doi.org/1
0.2478/jeb-2020-0003

Mclntyre, R. (2003). Small Enterprises in Transition Economies. Hampshire, UK: Palgrave.

Mudambi, R., & Treichel, M.Z. (2005). Cash crisis in newly public Internet based firms: an empirical analysis.
Journal of Business Venturing, 20 (4), 543-571.

Oke. A., Burke, G., & Myers, A. (2007). Innovation types and performance in growing UK SMEs. International
Journal of Operations & Production Management, 27 (7), 735-753. http://dx.doi.org/10.1108/01443570710
756974

Purchase, S., & Volery, T. (2020). Marketing innovation: a systematic review. J. Mark. Manage. 36, 763-793.

Qorraj, G., & Jusufi, G. (2019). EU vs Local Market Orientation: Western Balkan Entrepreneurs’ Challenge.
Entrepreneurial Business and Economics Review, 7(4), 21-32. http://dx.doi.org/10.15678/EBER.2019.070402

Qorraj, G., & Jusufi, G. (2018). The EU Stabilization and Association Agreement for the Western Balkans: Between
Challenges and Opportunities. Croatian International Relations Review, 23 (81), 51 - 68.
http://dx.doi.org/10.2478/cirr-2018-0003

Round, J. (2009). Transitional Economies. International Encyclopedia of Human Geography, 355-360.
https://doi.org/10.1016/bg78-008044910-4.00235-2

133



E-ISSN 2281-4612 Academic Journal of Interdisciplinary Studies Vol 12 No 3
ISSN 22813993 www.richtmann.org May 2023

Safeer, A. A., He, Y., Lin, Y., Abrar, M., & Nawaz, Z. (2021b). Impact of perceived brand authenticity on consumer
behavior: an evidence from generation Y in Asian perspective. Int. J. Emerg. Mark. 2021:1128. doi:
10.1108/IJOEM-09- 2020-1128.

Salavou, H, Baltas, G & Lioukas, S., (2004). Organizational innovation in SMEs: The important of strategic
orientation and competitive structure. European Journal of Marketing, 38(9/10), 1091-1112.

Sauka, A., & Auza, L. (2014). International Strategies of “Born Globals” Born in Lavita.Proceedings of the 6™
International Scientific Conference, pp. 93 - 108. https://www.riseba.lv/sites/default/files/2020-10/Proceedi
ngs_2013.pdf

Scase, R., & Goffee, R. (1982). The Entrepreneurial Middle Class. London: Croom Helm.

Sharma, P., Davcik, N. S., & Pillai, K. G. (2016). Product innovation as a mediator in the impact of R&D
expenditure and brand equity on marketing performance. J. Bus. Res. 69, 5662-5669. doi:10.1016/j.jbusr
€s.2016. 03.074.

Slogar, H., & Bezi¢, H. (2019). The Relationship between Innovativeness and Export in Croatian
Companies.Poslovnaizvrsnost - Business Excellence, 13 (2), 1 - 30. http://dx.doi.org/10.22598/pi-be/201
9.13.2.11

Srouji, A. F. (2022). The influence of sustainable innovation on financial entrepreneurship performance: Growth
and prediction in an emerging market. Journal of Governance & Regulation, 1 (1), 27-37.
https://doi.org/10.22495/jrviiart3

Stoj¢i¢, N., & Hashi, I. (2014). Firm Productivity and Type of Innovation: Evidence from the Community
Innovation Survey 6. Croatian Economic Survey, 16 (2), 121-146. https://doi.org/10.15179/ces.16.2.5

Sulton, M., Hidayatul E. L., Surya, M. A., & Sawabi, S. (2022). The Effect of Marketing, Product, Process, and
Organizational Innovations on the Marketing Performance. ICIGR Conference Proceedings, KnE Social
Sciences, pages 386-399. https://doi.org/10.18502/kss.v7i10.11241

Ukaj, F. (2015). Impact of International Business on Kosovo’s Economic Development with Emphasis on Tourism.
Mediterranean Journal of Social Sciences, 6 (3 S2), 35-39. https://doi.org/10.5901/mjss.2015.v6n3s2p35

Ukaj, F., & Bibuljica, H. (2019). Market Regulation and Marketing of Enterprises as a Factor for the Development
of SMEs in Kosovo. Academic Journal of Interdisciplinary Studies, 8 (1), 45. https://doi.org/10.2478/ajis-2019-
0004

Ukaj, F., Ramaj, V., & Livoreka, R. (2020).The Impact of E-Business on Activity Extension and Business
Performance. Journal of Distribution Science, 18 (8), 103-112. https://doi.org/10.15722/JDS.18.8.202008.103

Ukaj, F., Ramaj, V., & Livoreka, R. Elezaj, S., & Jusufi, G. (2022). Dimensions and impact in business of the new
aproache in marketing - digitalisation and virtual market. Academy of Accounting and Financial Studies
Journal, 26 (1), 1-11. https://www.abacademies.org/articles/dimensions-and-impact-in-business-of-the-new-
aproache-in-marketing-digitalisation-and-virtual-market-13812.html

Vega-Jurado, Gutiérrez-Gracia, A., Fernandez-de-Lucio, 1., & Liney, H.M. (2008). The effect of external and
internal factors on firms' product innovation. Research Policy, 37 (4), 616-632. http://www.scienc
edirect.com/science/article/pii/S0048-7333(08)00018-8

Vicente, M., Abrantes, J. L., & Teixeira, M. S. (2015). Measuring innovation capability in exporting firms: The
INNOVSCALE. International Marketing Review, 32 (1), 29-51. https://doi.org/10.1108/IMR-09-2013-0208

Yusheng, K., & Ibrahim, M. (2019). Service innovation, service delivery and customer satisfaction and loyalty in the
banking sector of Ghana. International Journal of Bank Marketing, 37 (5), 1215-1233.
https://doi.org/10.1108/ijbm-06-2018-0142

Zhou, K.Z, Yim, C.K., & Tse D.K., (2005). The effects of strategic orientations on technology-and-market based
break through innovations. Journal of Marketing, 69 (2), 42-60.

134




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


