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Uvod 

 sredini su danas 
(https://earth.org/the-biggest-environmental-problems-of-our-lifetime/): 13% 

sredine; svakog minut
bi do

a Kine i SAD. 

g 

mobilizacijom resursa, deljenjem znanja, promovisanjem stvaranja i transfera 
 

(https://www.unep.org/explore-topics/sustainable-development-goals/why-do-
sustainable-development-goals-matter). 

S obzirom na napred navedneo, partnerstvo mora da se ponudi kao marketing 
govine. Odnosno, partnerstvo treba da se 

posmatra kao jedan od elemenata marketing mi

 jer ne reaguju svi 

 

U cilju prikupljanja informacija na koje vrs
odgovorne trgovine, kako reaguju subjekti i da li 

-kulturne studije: 

ne postoji ni jedna kros-
Jugoslavije koja 
trgovine. 

Zbog napred navedenog, cilj studije je  
rema 

saznanjima autora, ovo bi bila prva kros-kulturalna studija sprovedena na prostoru 
 

blika Srbija (Srbija), Republika 
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Hrvatska (Hrvatska), Republika Slovenija (Slovenija), Republika Severna 
Makedonija (Makedonija), Federacija Bosne i Hercegovine (Bosna i 
Hercegovina) i Crna Gora. Kros-
pos

 

Pregled literature 

interesima r
samostalnim delovanjem  et al., 2013, 1475). Cilj svakog partnerstva jeste 
ostvariti sinergetski efekat, s obzirom da u partnerstva ulaze subjekti koji imaju 

celini. 

 
platforma koja je potrebna za odr  (UNDP, 2013, 2). 

Ono predstavlja vin-vin situaciju za sv

sredine.  

odgovornog p
(Haiying, 2014;Wassmera et al., 2017; Chang et al., 2019;Chena et al., 2019; 
Wang, Ma, 2020) 

 doprinosi konkurentnos
cene njihovih proizvoda (Kanani, 2012).  

oblicima: 

 Direktna partnerstva. Pod direktnim partnerstvima podrazumevaju se planska i 
namenska  

akterska inicijativa.  

 Indirektna partnerstva. Indirektna partnerstva podrazumevaju neplanirano i 

jeste uzrok-povezani marketing, koji podrazumeva da se ciljna grupa 
 

O  zavise od brojnih 

Schaefer, x et al., 2010), 
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a 
je. 

https://www.stat.si/statweb,https://bhas.gov.ba/?lang=sr, 
https://www.monstat.org/cg/, https://www.stat.gov.mk/). 

-
USA- 

Francuska (Arbuthnot, Lingg, 1975), USA-
 Kanada-Francuska(Laroche et al., 1996), Belgija-

Poljska (Roozen, Pelsmacker, 2000), Nordijske zemlje USA (Lindell, 
Karagozoglu, 2001), USA-Kina (Yingjiao et. a

 

Rezultati ranije sprovedenih kros-
strukturalnih faktori
impliciraju da se polazi od hipoteze: 

HO: 
 

 

U kros-kulturalnom 
o 1550 ispitanika. 

 Ipak, v se smatra 
malom ali prihvatljivom, s obzirom 
karakteristika populacije, broj varijabli koje se ispituju, promenljivost predmeta 

 

 
od 1550 ispitanika: 276 ispitanika je iz Srbije, 250 ispitanika je iz Hrvatske, 265 
ispitanika je iz Bosne i Hercegovine, 250 ispitanika je iz Crne Gore, 253 
ispitanika je iz Severne Makedonije dok je 256 ispitanika iz Slovenije. Odnosno, 
od 100% uzorka: 17,81% je iz Srbije, 16,51% je iz Hrvatske, 16,32% je iz Bosne i 
Hercegovine, 17,10% je iz Crne Gore dok je 16,13% iz Severne Makedonije i 
Slovenije. 

Srbija, Hrvatska, Bosna i Hercegovina, Crna Gora, Severna Makedonija i 
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izabrali ispitanici iz svakog stratuma.  

 

Instrument 

partnerstvu. Pitanje o partnerstvu je podrazumevalo da ispitanici 

trgov
institucije, kompanije, p  

 

makedonski i hrvatski jezik. Ispitanici iz Srbije, Bosne i Hercegovine i Crne Gore 
su popunjavali upitnike na srpskom jeziku, s obzirom da se mogu svrstati u isto 

 

ument u ruke ispitanika i kao link Internet 
platforme Gugl drajva (Google drive) na i-mejlove ili fejzbuk (Facebook) adrese 
ispitanika.  

Popunjavanje upitnika je bilo anoniomno. 

 

Podaci su se analizirali kvalitativno, odnosno kroz analizu frekvencija odgovora 
ispitanika, tj. primenom deskriptivne statistike. 

Posebno se ukazuj
se ogleda u 

-kulturalna. 

Rezultati 

U nastavku teksta prikazane su frekvencije odgovora ispitanika na postavljeno 

 

Rezultat  

Srbija: Ukoliko se analizira partnerstvo 

institucije i kompanije (AS=18,1) (Tabela 1). 
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Tabela 1. Srbija -  

Partnerstva Frekvencije AS 

 29 10.5 

 13 4.7 

 7 2.5 

 6 2.2 

 50 18.1 

e + NVO 11 4.0 

 24 8.7 

kompanije + NVO 6 2.2 

 13 4.7 

 7 2.5 

 13 4.7 

titucije + NVO 2 .7 

 2 .7 

 6 2.2 

 6 2.2 

 9 3.2 

instituc  16 5.8 

 4 1.4 

 1 .4 

 3 1.1 

 3 1.1 

 1 .4 

+ NVO 1 .4 

NVO 
9 3.2 

Ukupno odgovora 222 80,43 
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Bez odgovora ili neadekvatan odgovor 54 19,56 

Ukupan uzorka 276 100 

Izvor: autori 

Hrvatska

da je 
(AS=14,8). 

Tabela 1. Hrvatska - Partnerst  

Partnerstva Frekvencije AS 

  26 10.4 

 10 4.0 

 5 2.0 

Partnerstva Frekvencije AS 

 12 4.8 

 37 14.8 

 15 6.0 

 16 6.4 

kompanije + NVO 8 3.2 

 10 4.0 

 12 4.8 

  19 7.6 

je + NVO 10 4.0 

 6 2.4 

 3 1.2 

 5 2.0 

 1 .4 

dr  8 3.2 

 4 1.6 

 4 1.6 

kompan  4 1.6 

 6 2.4 
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 2 .8 

 1 .4 

 3 1.2 

NVO 
10 4.0 

Ukupno odgovora 237 94,8 

Bez odgovora ili neadekvatan odgovor 13 5,2 

Ukupno uzorka 250 100 

Izvor: autori 

Bosna i Hercegovina: Analizom Tabele 3. koja se odnosi na partnerstvo kao 

14,7).  

Tabela 2. Bosna i Hercegovina - 
trgovine 

Partnerstva Frekvencije AS 

 24 9.1 

 16 6.0 

 15 5.7 

 9 3.4 

 39 14.7 

stitucije + NVO 19 7.2 

 25 9.4 

kompanije + NVO 7 2.6 

 11 4.2 

 17 6.4 

 11 4.2 

 5 1.9 

Partnerstva Frekvencije AS 

 3 1.1 

ompanije + NVO 2 .8 

 5 1.9 
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titucije + NVO+  5 1.9 

 3 1.1 

 5 1.9 

 1 .4 

 7 2.6 

 + kompanije+ NVO 10 3.8 

 1 .4 

 
NVO 

20 7.5 

Ukupno odgovora 260 98,11 

Bez odgovora ili neadekvatan odgovor 5 1,89 

Ukupno uzorka 265 100 

Izvor: autori 

(AS=13,2) (Tabela 4.).  

Tabela 3. Crna Gora -  

Partnerstva Frekvencije AS 

 29 11.6 

 16 6.4 

 10 4.0 

stitucije + po  5 2.0 

 33 13.2 

 8 3.2 

kompanije + NVO 17 6.8 

osti 6 2.4 

 7 2.8 

e 25 10.0 

 7 2.8 

 6 2.4 

itucije + kompanije + NVO 17 6.8 

 1 .4 
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una  3 1.2 

 14 5.6 

 3 1.2 

 1 .4 

 3 1.2 

nstitucije +  9 3.6 

 1 .4 

NVO 
16 6.4 

Ukupno odgovora 242 96,8 

Ukupno uzorka 250 100 

Izvor: autori 

(AS=14,2).  

Tabela 4. Severna Makedonija - 
trgovine 

Partnerstva Frekvencije AS 

 36 14.2 

 9 3.6 

e institucije + NVO 10 4.0 

 9 3.6 

 34 13.4 

 26 10.3 

 18 7.1 

kompanije + NVO 6 2.4 

 8 3.2 

 7 2.8 

 8 3.2 

 11 4.3 

 4 1.6 
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 kompanije + NVO 2 .8 

 3 1.2 

 14 5.5 

je + kompanije + NVO 3 1.2 

 7 2.8 

tucije + NVO+  4 1.6 

 4 1.6 

 4 1.6 

 1 .4 

  1 .4 

 1 .4 

NVO 
5 2.0 

Ukupno odgovora 235 92,86 

Bez odgovora ili neadekvatan odgovor 18 7,14 

Ukupno uzorka 252 100 

Izvor: autori 

Slovenija: Ispitanicima iz Slovenije je najstimulativnije partnerstvo u funkciji 

(AS=16) (Tabela 6.).  

Tabela 5.Slovenija -  

Partnerstva Frekvencije AS 

 29 11.4 

 5 2.0 

 11 4.3 

 institucij  4 1.6 

 41 16.1 

 26 10.2 

 6 2.4 

kompanije + NVO 20 7.8 

 10 3.9 

 13 5.1 
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una  15 5.9 

 10 3.9 

 6 2.4 

 6 2.4 

institucije  7 2.7 

 18 7.1 

 6 2.4 

  2 .8 

 2 .8 

 2 .8 

 9 3.5 

 1 .4 

 2 .8 

NVO 
5 2.0 

Ukupno odgovora 256 256 

Bez odgovora ili neadekvatan odgovor - - 

Ukupno uzorka 256 100 

Izvor: autori 

goslavije 

Srbije, Hrvatske, Bosne i 
Hercegovine, Slovenije i Crne Gore kada je u pitanju najstimulativnije partnerstvo 

ki odgovorne trgovine, s obzirom da su ispitanici u svim navedenim 

ucije i kompanije. 
o najstimulativnije partnerstvo izabrali partnerstvo 

 

Analiza dobijenih rezultata ukazuje i 
ki odgovorne 

 

najstimulativniju formu partnerstva 
bilateralno partnerstvo. 
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se ogleda u 

koja jeste kros-kulturalna. 

 

Diskusija 

Jugoslavije imal

D e su subjekti dugo prisutno na prostoru 
Jugoslavije. 
Jugoslavije izabrala kao najstimulativnije partnerstvo 
institucije i kompanije.  

NVO 
Jugoslavije, koj

 

 (HO): 

 

 

Kros-
odgovorne trgovi

ja: 

Novi upitnik  
 

 zorka je mala s obzirom da j

 finansijskih sredstava. 

Primena samo deskriptivne statistike  
d

 

prihvatljiva, tako da se dobijeni rezultati mogu smatrati relevantnim. 

 

Rezultati ukazuju Srbije, Hrvatske, Bosne i 
Hercegovine, Slovenije i Crne Gore kada je u pitanju najstimulativnije partnerstvo 
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 se razlikuje od svih 
ostalih Severna Makedonija. 

iz Srbije, Hrvatske, Bosne i Hercegovine, Slovenije i Crne Gore je partnerstvo 
ispitanici iz Severne Makedonije 

izabra  

zu: (HO): postoje razlike u 
va sa 

 

ulativnija. 

marketing 
strategiju partnerstvo kao marketing element, i to da bude bilateralno partnerstvo 

 

 

 
na istu temu svakih deset 

godina, kako bi se uvidele promene 
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RESPONSIBLE STIMULANT SHOPS IN THE AREA OF THE FORMER 

YUGOSLAVIA 
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Abstract 

The environment is very endangered today, which is why ecologically responsible 
trade is necessary. Partnership is one of the marketing tools of environmentally 
responsible trade. Because of the above, the goal of the study is to find and 
compare partnerships that would increase environmentally responsible trade in 
the territory of the former Yugoslavia. According to the author's knowledge, this 
would be the first such cross-cultural research. The research was conducted with 
a questionnaire on a sample of 1550 respondents. The sampling methods were the 
stratified sample method and the simple random sample method. Data were 
analyzed using descriptive statistics and qualitatively. The results indicate that 
there are no differences between Serbia, Croatia, Bosnia and Herzegovina, 
Slovenia and Montenegro when it comes to the most stimulating partnership for 
environmentally responsible trade, considering that the respondents in all the 
mentioned countries chose the partnership between a state institution and a 
company as the most stimulating form of partnership, while the only country that 
differs is North Macedonia, whose respondents chose a partnership between an 
international institution and a state institution as the most stimulating 
partnership.

Keywords: partnership, marketing, ecologically responsible trade, countries of 
the former Yugoslavia, cross-cultural study 
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Introduction 

The data on the environment today are devastating and indicate the following 
(https://earth.org/the-biggest-environmental-problems-of-our-lifetime/): 13% of 
deaths in the EU are related to various forms of environmental pollution; every 
minute a forest the size of 20 football fields is cut down, causing the planet to 
have only 10% of its forests by 2030; a third of the food intended for human 
consumption is thrown away, and if we were to look at the total emission of gases 
from that type of waste, it is the third largest emitter of greenhouse gases, after 
China and the USA. 

In order for the environment to be more protected and healthier, ecologically 
responsible trade is also necessary. One of the incentives for ecologically 
responsible trade is partnership, which is stated by the international community in 
the global development agenda with the aim of sustainable development "Agenda 
2030". Strengthening partnership is the goal of the 17th "Agenda 2030". It states 
"Stronger partnerships will contribute to environmental protection and sustainable 
development by mobilizing resources, sharing knowledge, promoting the creation 
and transfer of environmentally friendly technologies and building capacity" 
(https://www.unep.org/explore-topics/sustainable-development-goals) /why-do-
sustainable-development-goals-matter). 

Considering the above, the partnership must be offered as a marketing stimulus 
for environmentally responsible trade. That is, partnership should be seen as one 
of the elements of the marketing mix that should be incorporated into the 
marketing strategy, if the market entity wants to trade in an environmentally 
responsible manner. However, care should be taken in who makes up the partners 
because not all entities respond to the same partnerships when it comes to 
environmentally responsible trade. Reacting to different partnerships is the cause 
of the environment in which the entity is located, and also the state in which it is 
located. 

In order to collect information on what types of partnerships environmentally 
responsible trade refers to, how subjects react and whether there are differences 
between partnerships as a stimulus for environmentally responsible trade in the 
area of the former Yugoslavia, the authors of the paper analyzed numerous 
studies. Among the studies, the following cross-cultural studies stand out: the 

 , 2019). The result of the analysis is 
that there is not a single cross-cultural study conducted in the area of the former 
Yugoslavia that deals with partnership as a stimulus for environmentally 
responsible trade. 
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Because of the above, the goal of the study is to find and compare partnerships 
that would increase environmentally responsible trade in the territory of the 
former Yugoslavia. According to the author's knowledge, this would be the first 
cross-cultural study conducted in the territory of the former Yugoslavia on the 
topic of partnership as a stimulus for environmentally responsible trade. The 
republics of the former Yugoslavia are: the Republic of Serbia (Serbia), the 
Republic of Croatia (Croatia), the Republic of Slovenia (Slovenia), the Republic 
of North Macedonia (Macedonia), the Federation of Bosnia and Herzegovina 
(Bosnia and Herzegovina) and Montenegro. A cross-cultural study in the area of 
the former Yugoslavia is particularly interesting because the republics of that time 
were one state for 73 years, while today they are independent sovereign states 
with their own different characteristics. 

Literature review 

Partnership is understood as "association and cooperation of subjects with 
common interests for the realization of goals that they could not achieve by 
independent action" (Vock et al., 2013, 1475). The goal of every partnership is to 
achieve a synergistic effect, given that entities that have different competitive 
advantages enter into partnerships, i.e. inputs that integrate and enable the creation 
of additional value for all subjects participating in the partnership, as well as 
society as a whole. 

Partnerships in the field of sustainable development and environmental protection 
are defined as " the platform needed for the sustainable development of the entire 
society" (UNDP, 2013, 2). It represents a win-win situation for all participants of 
the partnership as well as society as a whole, where additional value should be 
realized in the field of environmental protection. 

That partnership is important for environmental protection, i.e. ecologically 
responsible behavior of all market entities is confirmed by numerous scientific 
studies (Haiying, 2014; Wassmera et al., 2017; Chang et al., 2019; Chena et al., 
2019; Wang, Ma, 2020) 

The importance of partnership today is indicated by the fact that involvement in 
partnership for the sake of environmentally responsible behavior contributes to the 
competitiveness of the subject more than the price of their products (Kanani, 
2012). 

Partnership in the function of environmentally responsible behavior occurs in the 
following forms: 

Direct partnerships. Direct partnerships mean planned and purposeful associations 
of subjects. There are three forms of direct partnerships (Kanani, 2012): a) 
bilateral cooperation, b) three-dimensional cooperation, and c) multi-stakeholder 
initiative. 
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Indirect partnerships. Indirect partnerships imply an unplanned and unagreed 
association of subjects. The most common form of indirect partnership is cause-
related marketing, which implies that the target group voluntarily engages in the 
activities of the campaign organizer. 

Forms of partnership as incentives for environmentally responsible trade depend 
on a number of macro and structural factors of the country, according to the 

Assadourian, 2010; Marx et al., 2010), which came to conclusions that different 
characteristics of countries influence different environmentally responsible 
behavior. 

All the republics of the former Yugoslavia have different macro, structural and 
micro factors that characterize them (https://www.stat.gov.rs/, https://dzs.gov.hr/, 
https://www.stat.si/ statweb, https://bhas.gov.ba/?lang=sr, 
https://www.monstat.org/cg/, https://www.stat.gov.mk/). 

Previous cross-cultural studies conducted around the world have resulted in 
differences in environmentally responsible behavior and its stimuli: USA-France 
(Arbuthnot, Lingg, 1975), USA-Germany (Sriram, Forman, 1993), Baltic 
countries (Gooch, 1995), Canada - France (Laroche et al., 1996), Belgium-Poland 
(Roozen, Pelsmacker, 2000), Nordic countries - USA (Lindell, Karagozoglu, 
2001), USA-China (Yingjiao et. al., 2014), and countries with area of the former 

 

The results of previously conducted cross-cultural studies and various micro, 
macro and structural factors of today's sovereign states from the territory of the 
former Yugoslavia imply that the starting point is the hypothesis: 

HO: There are differences in partnerships as incentives for environmentally 
responsible trade between the countries of the former Yugoslavia. 

Sample research 

1,550 respondents participated in the cross-cultural research on the topic of 
partnership as a stimulus for environmentally responsible trade in the territory of 
the former Yugoslavia. 

The basic set of research is about 17 million people. Nevertheless, the sample size 
is considered small but acceptable, given: the nature of the research, the 
variability of the population characteristics, the number of variables that are 
examined, the variability of the research subject and the limited financial 
resources of the researchers. 

If the structure of the sample is observed in relation to the countries from which 
the respondents come, out of 1550 respondents: 276 respondents are from Serbia, 
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250 respondents are from Croatia, 265 respondents are from Bosnia and 
Herzegovina, 250 respondents are from Montenegro, 253 respondents are from 
North Macedonia, while 256 respondents are from Slovenia. That is, from 100% 
of the sample: 17.81% are from Serbia, 16.51% are from Croatia, 16.32% are 
from Bosnia and Herzegovina, 17.10% are from Montenegro, while 16.13% are 
from North Macedonia. and Slovenia. 

The sample collection methods used are the stratified sample method and the 
simple random sample method. The population of respondents from the area of 
the former Yugoslavia is divided into six strata, that is, six countries from the area 
of the former Yugoslavia: Serbia, Croatia, Bosnia and Herzegovina, Montenegro, 
North Macedonia and Slovenia. A simple random sampling method was used to 
randomly select respondents from each stratum. 

Instrument 

The research instrument is a questionnaire, which was created for the purposes of 
this research. The questionnaire is made up of two parts, consent for filling out the 
questionnaire and questions about partnership. The question about partnership 
meant that the respondents circled two or more market entities whose partnership 
would stimulate them to engage in environmentally responsible trade. The offered 
market subjects were: international institutions, state institutions, companies, 
celebrities and non-governmental organizations (NGOs). 

Research procedure and flow 

The questionnaire was created in Serbian, after which it was translated into: 
Slovenian, Macedonian and Croatian. Respondents from Serbia, Bosnia and 
Herzegovina and Montenegro filled out questionnaires in the Serbian language, 
considering that they can be classified in the same speaking area. Attachment 1 is 
a questionnaire in Serbian. 

The questionnaire was distributed as a printed document in the hands of 
respondents and as a link on the Internet platform Google Drive to the e-mails or 
Facebook addresses of the respondents. 

Filling in the questionnaire was anonymous. 

Statistical data processing 

The data were analyzed qualitatively, i.e. through the analysis of the frequency of 
respondents' answers, i.e. using descriptive statistics. 

In particular, it is pointed out that even if complex statistics were not implemented 
in the work, the importance of the work is reflected in the subject of the research 
and the research sample (scope, structure and distribution), that is, in the nature of 
the research, which is cross-cultural. 
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Results 

In the rest of the text, the frequencies of respondents' answers to the question that 
relates to their attitude about partnership as a stimulus for environmentally 
responsible behavior are presented. 

Results by individual countries from the former Yugoslavia 

Serbia: If partnership is analyzed as a stimulus for environmentally responsible 
trade, it can be concluded that the most stimulating type of partnership is between 
a state institution and a company (AS=18.1) (Table 1). 

Table 1. Serbia - Partnership as a stimulus for environmentally responsible trade 

Partnerships Frequencies AS 

international institutions + state institutions 29 10.5 

international institutions + companies 13 4.7 

international institutions + NGOs 7 2.5 

international institutions + famous people 6 2.2 

state institutions + companies 50 18.1 

state institutions + NGOs 11 4.0 

state institutions + famous people 24 8.7 

companies + NGOs 6 2.2 

companies + celebrities 13 4.7 

NGO + celebrities 7 2.5 

international institutions + state institutions + companies 13 4.7 

international institutions + state institutions + NGOs 2 .7 

international institutions + state institutions + famous people 2 .7 

international institutions + companies + NGOs 6 2.2 

international institutions + companies + celebrities 6 2.2 

state institutions + companies + NGOs 9 3.2 

state institutions + companies + celebrities 16 5.8 

state institutions + NGOs + celebrities 4 1.4 

companies + NGOs + celebrities 1 .4 

international institutions + state institutions + companies + NGOs 3 1.1 

international institutions + state institutions + companies + celebrities 3 1.1 

international institutions + famous people + companies + NGOs 1 .4 
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state institutions + celebrities + companies + NGOs 1 .4 

international institutions + state institutions + companies + celebrities + NGOs 9 3.2 

Total responses 222 80.43 

No response or inadequate response 54 19.56 

Total sample 276 100 

Source: authors 

Croatia: By analyzing the combination of market subjects in the function of 
partnership as a stimulus for environmentally responsible trade in Croatia (Table 
2), it can be concluded that the most stimulating partnership is between a state 
institution and a company (AS=14.8). 

Table 6. Croatia - Partnership as a stimulus for environmentally responsible trade 

Partnerships Frequencies AS 

international institutions + state institutions 26 10.4 

international institutions + companies 10 4.0 

international institutions + NGOs 5 2.0 

Partnerships Frequencies AS 

international institutions + famous people 12 4.8 

state institutions + companies 37 14.8 

state institutions + NGOs 15 6.0 

state institutions + famous people 16 6.4 

companies + NGOs 8 3.2 

companies + celebrities 10 4.0 

NGO + celebrities 12 4.8 

international institutions + state institutions + companies 19 7.6 

international institutions + state institutions + NGOs 10 4.0 

international institutions + state institutions + famous people 6 2.4 

international institutions + companies + NGOs 3 1.2 

international institutions + companies + celebrities 5 2.0 

international institutions + NGOs + celebrities 1 .4 

state institutions + companies + NGOs 8 3.2 

state institutions + companies + celebrities 4 1.6 
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state institutions + NGOs + celebrities 4 1.6 

companies + NGOs + celebrities 4 1.6 

international institutions + state institutions + companies + NGOs 6 2.4 

international institutions + state institutions + NGOs + celebrities 2 .8 

international institutions + famous people + companies + NGOs 1 .4 

state institutions + celebrities + companies + NGOs 3 1.2 

international institutions + state institutions + companies + celebrities + 
NGOs 

10 4.0 

Total responses 237 94.8 

No response or inadequate response 13 5.2 

Total sample 250 100 

Source: authors 

Bosnia and Herzegovina: The analysis of Table 3, which refers to partnership as a 
stimulus for environmentally responsible trade in Bosnia and Herzegovina, 
concludes that the most stimulating partnership is between a state institution and a 
company (AS= 14.7). 

Table 7. Bosnia and Herzegovina - Partnership as a stimulus for environmentally 
responsible trade 

Partnerships Frequencies AS 

international institutions + state institutions 24 9.1 

international institutions + companies 16 6.0 

international institutions + NGOs 15 5.7 

international institutions + famous people 9 3.4 

state institutions + companies 39 14.7 

state institutions + NGOs 19 7.2 

state institutions + famous people 25 9.4 

companies + NGOs 7 2.6 

companies + celebrities 11 4.2 

NGO + celebrities 17 6.4 

international institutions + state institutions + companies 11 4.2 

international institutions + state institutions + NGOs 5 1.9 

Partnerships Frequencies AS 
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international institutions + state institutions + famous people 3 1.1 

international institutions + companies + NGOs 2 .8 

international institutions + companies + celebrities 5 1.9 

international institutions + NGOs + celebrities 5 1.9 

state institutions + companies + NGOs 3 1.1 

state institutions + companies + celebrities 5 1.9 

state institutions + NGOs + celebrities 1 .4 

companies + NGOs + celebrities 7 2.6 

international institutions + state institutions + companies + NGOs 10 3.8 

state institutions + celebrities + companies + NGOs 1 .4 

international institutions + state institutions + companies + celebrities + 
NGOs 

20 7.5 

Total responses 260 98,11 

No response or inadequate response 5 1.89 

Total sample 265 100 

Source: authors 

Montenegro: The partnership between a state institution and a company is the 
most stimulating partnership when it comes to increasing environmentally 
responsible trade from Montenegro (AS=13.2) (Table 4). 

Table 8. Montenegro - Partnership as a stimulus for environmentally responsible 
trade 

Partnerships Frequencies AS 

international institutions + state institutions 29 11.6 

international institutions + companies 16 6.4 

international institutions + NGOs 10 4.0 

international institutions + famous people 5 2.0 

state institutions + companies 33 13.2 

state institutions + NGOs 8 3.2 

companies + NGOs 17 6.8 

companies + celebrities 6 2.4 

NGO + celebrities 7 2.8 

international institutions + state institutions + companies 25 10.0 
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international institutions + state institutions + NGOs 7 2.8 

international institutions + state institutions + famous people 6 2.4 

international institutions + companies + NGOs 17 6.8 

international institutions + companies + celebrities 1 .4 

international institutions + NGOs + celebrities 3 1.2 

state institutions + companies + NGOs 14 5.6 

state institutions + companies + celebrities 3 1.2 

state institutions +NGOs+ celebrities 1 .4 

companies + NGOs + celebrities 3 1.2 

international institutions + state institutions + companies+NGOs 9 3.6 

international institutions + famous people + companies + NGOs 1 .4 

international institutions + state institutions + companies + celebrities + NGOs 16 6.4 

Total responses 242 96.8 

Total sample 250 100 

Source: authors 

North Macedonia: Analyzing partnerships as a stimulus for environmentally 
responsible trade in North Macedonia (Table 5), it is possible to conclude that the 
most stimulating partnership is between an international institution and a state 
institution (AS=14.2). 

Table 9. North Macedonia - Partnership as a stimulus for environmentally 
responsible trade 

Partnerships Frequencies AS 

international institutions + state institutions 36 14.2 

international institutions + companies 9 3.6 

international institutions + NGOs 10 4.0 

international institutions + famous people 9 3.6 

state institutions + companies 34 13.4 

state institutions + NGOs 26 10.3 

state institutions + famous people 18 7.1 

companies + NGOs 6 2.4 

companies + celebrities 8 3.2 

NGO + celebrities 7 2.8 
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international institutions + state institutions + companies 8 3.2 

international institutions + state institutions + NGOs 11 4.3 

international institutions + state institutions + famous people 4 1.6 

international institutions + companies + NGOs 2 .8 

international institutions + companies + celebrities 3 1.2 

international institutions + NGOs + celebrities 14 5.5 

state institutions + companies + NGOs 3 1.2 

state institutions + companies + celebrities 7 2.8 

state institutions + NGOs + celebrities 4 1.6 

companies + NGOs + celebrities 4 1.6 

international institutions + state institutions + companies + NGOs 4 1.6 

international institutions + state institutions + companies+celebrities 1 .4 

international institutions + state institutions + NGOs + celebrities 1 .4 

state institutions + celebrities + companies + NGOs 1 .4 

international institutions + state institutions + companies + celebrities + NGOs 5 2.0 

Total responses 235 92.86 

No response or inadequate response 18 7,14 

Total sample 252 100 

Source: authors 

Slovenia: For respondents from Slovenia, the most stimulating partnership is the 
function of increasing environmentally responsible trade between a state 
institution and a company (AS=16) (Table 6). 

Table 10. Slovenia - Partnership as a stimulus for environmentally responsible 
trade 

Partnerships Frequencies AS 

international institutions + state institutions 29 11.4 

international institutions + companies 5 2.0 

international institutions + NGOs 11 4.3 

international institutions + famous people 4 1.6 

state institutions + companies 41 16.1 

state institutions + NGOs 26 10.2 
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state institutions + famous people 6 2.4 

companies + NGOs 20 7.8 

companies + celebrities 10 3.9 

NGO + celebrities 13 5.1 

international institutions + state institutions + companies 15 5.9 

international institutions + state institutions + NGOs 10 3.9 

international institutions + state institutions + famous people 6 2.4 

international institutions + companies + NGOs 6 2.4 

international institutions + companies + celebrities 7 2.7 

international institutions + NGOs + celebrities 18 7.1 

state institutions + companies + NGOs 6 2.4 

state institutions + companies + celebrities 2 .8 

state institutions + NGOs + celebrities 2 .8 

companies + NGOs + celebrities 2 .8 

international institutions + state institutions + companies + NGOs 9 3.5 

international institutions + state institutions + companies + celebrities 1 .4 

state institutions + celebrities + companies + NGOs 2 .8 

international institutions + state institutions + companies + celebrities + NGOs 5 2.0 

Total responses 256 256 

No response or inadequate response - - 

Total sample 256 100 

Source: authors 

Comparative analysis of the results of all countries from the territory of the 
former Yugoslavia 

If the results presented above by country are integrated and combined, the 
conclusion is reached that there are no differences between Serbia, Croatia, 
Bosnia and Herzegovina, Slovenia and Montenegro when it comes to the most 
stimulating partnership for environmentally responsible trade, given that the 
respondents in all of the above states chose a partnership between a state 
institution and a company as the most stimulating form of partnership. The only 
country that differs is North Macedonia, whose respondents chose the partnership 
between an international institution and a state institution as the most stimulating 
partnership. 
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The analysis of the obtained results also indicates that all countries from the area 
of the former Yugoslavia see state institutions as one of the partners in the most 
stimulating partnership for environmentally responsible trade. 

Also, the results indicate that all countries from the former Yugoslavia see 
bilateral partnership as the most stimulating form of partnership for 
environmentally responsible trade. 

It is especially pointed out that the importance of the work is reflected in the 
subject of the research and the research sample (scope, structure and distribution), 
that is, in the nature of the research, which is cross-cultural. 

Discussion 

The obtained results can be explained by the fact that the countries of the former 
Yugoslavia had 73 years of common history, which implied the perception of the 
state as a trustworthy institution, which worked for the benefit of the people, and 
enterprises (companies), which then cooperated with the state, more precisely 
under the auspices of the state. State institutions and companies are market 
entities that have been present for a long time in the territory of the former 
Yugoslavia. Because of the above, the majority of countries from the area of the 
former Yugoslavia chose the cooperation between a state institution and a 
company as the most stimulating partnership. 

International institutions and NGOs are "new" market entities in the territory of 
the former Yugoslavia, which have not yet gained enough trust. Celebrities are 
individuals who do not have a strong enough influence on market subjects. 

Considering the obtained results, it is concluded that the hypothesis (HO): there 
are differences in partnerships as incentives for environmentally responsible trade 
between countries from the former Yugoslavia, was not confirmed. 

Research limitations 

Cross-cultural research on the topic of partnership as a stimulus for 
environmentally responsible trade in the territory of the former Yugoslavia was 
carried out very carefully, however, it still has limitations: 

New questionnaire - The questionnaire designed for the purposes of this research 
is new, has not been used in research before and is not standardized. 

Sample Size  The sample size is small considering that the population size is 17 
million people while the sample size is 1550 respondents. This limitation was due 
to limited financial resources. 

Application of only descriptive statistics - The research is based only on 
descriptive statistics, which is why it can be considered that the topic of 
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partnership and environmentally responsible trade in the territory of the former 
Yugoslavia is not complete. 

However, the stated limitations of the research are acceptable according to the 
author's opinion, so the obtained results can be considered relevant. 

Conclusion 

The results show that there are no differences between Serbia, Croatia, Bosnia and 
Herzegovina, Slovenia and Montenegro when it comes to the most stimulating 
partnership for environmentally responsible trade, while the only country that 
differs from all the others is North Macedonia. 

The most stimulating form of partnership for environmentally responsible trade 
for respondents from Serbia, Croatia, Bosnia and Herzegovina, Slovenia and 
Montenegro is a partnership between a state institution and a company, while 
respondents from North Macedonia chose a partnership between an international 
institution and a state institution. 

The obtained results do not confirm the set hypothesis: (HO): there are differences 
in partnerships as incentives for environmentally responsible trade between the 
countries of the former Yugoslavia. 

Also, the results indicate that all countries from the former Yugoslavia see state 
institutions as one of the partners in the most stimulating partnership for 
environmentally responsible trade, while bilateral partnerships are the most 
stimulating. 

The practical application of the research results is reflected in the fact that market 
subjects from the territory of the former Yugoslavia should incorporate 
partnership as a marketing element into their marketing strategy, and that it should 
be a bilateral partnership, one of whose partners is a state institution. 

The theoretical application of research results is reflected in the data that can serve 
as a theoretical framework for subsequent research, that is, the creation of a 
scientific discussion and point of view on the researched topic. 

The proposal for future research is primarily reflected in removing the limitations 
of this research. Also, suggestions for future research are: a) expanded research 
approach through the inclusion of other variables and qualitative methods, in 
order to get a broader picture of environmentally responsible shopping in the area 
of the former Yugoslavia; ib) conducting longitudinal research on the same topic 
every ten years, in order to see changes and the structure of changes in 
ecologically responsible trade in the territory of the former Yugoslavia. 

 

 



111 

Literature 

1. Arbuthnot, J., & S. Lingg. 1975. A comparison of French and American 
environmental behaviors, knowledge and attitude. International Journal of 
Psychology 10 (4): 275-281. 

2. Assadourian, E. 2010. Transforming cultures: from consumerism to 
sustainability. Journal of Macromarketing 30 (2): 186 191. 

3. Chang C.,Y. Yu, R. Osei-Kyei, A. Ping, C. Chan, & J. Xu. 2019. Developing 
a project sustainability index for sustainable development in transnational 
public private partnership projects. Sustainable Development 27 (6): 1037-
1048. 

4. Chena, J., F. Zhangb, L. Liucd, &L. Zhue. 2019. Does environmental 
responsibility matter in cross-sector partnership formation? A legitimacy 
perspective. Journal of Environmental Management 231 (1):612-621. 

5. Croatian Bureau of Statistics. 2022. Available at: https://dzs.gov.hr/. 
6. Dolan, P.2002. The sustainability of "sustainable consumption". Journal of 

Macromarketing 22 (2): 170 181. 

7. Earth.org. 2022. 13 Biggest Environmental Problems Of 2022. Available at: 
https://earth.org/the-biggest-environmental-problems-of-our-lifetime/. 

8. Federal Office of Statistics of Bosnia and Herzegovina. 2022. Available at: 
https://bhas.gov.ba/?lang=sr. 

9. Gooch, G. 1995. Environmental beliefs and attitudes in Sweden and the Baltic 
states. Environment and Behavior 27 (4): 513 539. 

10. Haiying, L. (2014). Government Business Partnership Formation for 
Environmental Improvements. Organization & Environment 24 (4): 383-398. 

11. Kanani, R. 2012. How to Design the Perfect Partnership for Social Change. 
Available at: http://www.forbes.com/sites/rahimkanani/2012/06/14/how-to-
design-the-perfect-partnership -for-social-change/. 

12. 
culture on pro-environmental knowledge, attitudes, and behaviors: a Canadian 
perspective. Advances in Consumer Research 23:196-202. 

13. Lindell, M. & N. Karagozoglu. 2001. Corporate environmental behavior  a 
comparison between Nordic and US firms. Business Strategy and the 
Environment. 10 (1): 38-52. 

14. Marx, AM, IC De Paula, &F. Sum. 2010. Sustainable consumption in Brazil: 
Identification of preliminary requirements to guide product development and 
the definition of public policies. Natural resources forum 34 (1): 51 62. 

15. 
2019. Consumers, Environmental Management of Waste Analysis of the EX-



112 

YU Republics. Applied Ecology and Environmental Research 17 (4): 7229-
7248. 

16.  &N. Zakic. 2017. Pro-Environmental 
Activities of Consumers. Polish Journal of Management Studies 16 (1): 55-66. 

17. 
2016.Environmentally Responsible Purchasing - Analysis of the Ex - 
Yugoslavian republics. Applied Ecology and Environmental Research 14 (3): 
559-572. 

18. Republic Institute for Statistics of the Republic of Serbia. 2022. Available at: 
https://www.stat.gov.rs/. 

19. Roozen, ITM, P&. De Pelsmacker. 2000. Polish and Belgian consumers' 
perception of environmentally friendly behavior. Journal of consumer studies 
and home economics24 (1): 9 21. 

20. Schaefer, A. &A. Crane. 2005. Addressing sustainability and consumption. 
Journal of Macromarketing 25 (1): 76 92. 

21. Sriram, V. & AM Forman. 1993. The relative importance of products' 
environmental attributes: a cross-cultural comparison. International Marketing 
Review 10 (3): 51 70. 

22. State Statistical Office of Macedonia. 2022. Available at 
https://www.stat.gov.mk/. 

23. Statistical Office of the Montenegro. 2022. Available at: 
https://www.monstat.org/cg/. 

24. Statistical Office of Slovenia. 2022. Available at: https://www.stat.si/statweb. 
25. 

sustainable lifestyles?. Journal of Consumer Policy 28 (2):143-78. 
26. United Nations Environment Program (UNEP). 2022. Why do the Sustainable 

Development Goals matter?. Available at: https://www.unep.org/explore-
topics/sustainable-development-goals/why-do-sustainable-development-goals-
matter. 

27. United Nations Development Program (UNDP) (2013). Creative economy 
report. Kenya: UNDP. 

28. Vock, M., VW Dolen, &A. Hip. 2013. Changing behavior through business-
nonprofit collaboration?: Consumer responses to social alliances. European 
Journal of Marketing47 (9): 1476-1503. 

29. YingjiaoX., C. Yizhuo,R. Burman, & H. Zhao. 2014. Second-hand clothing 
consumption: a cross-cultural comparison between American and Chinese 
young consumers. International journal of consumer studies 38 (6): 670-677. 



113 

30. Wang, N. & M. Ma. 2020. Public-private partnership as a tool for sustainable 
development - What literatures say? Sustainable Development 29 (1): 243-
258. 

31. Wassmera, U., G. Painb, &R. L. Paquinb. 2017. Taking environmental 
partnerships seriously. Business Horizons 60 (1): 135-142. 


