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Abstract

In Albania 2011, have been active 78.4 thousandrprises. These enterprises have 280.8 thousanibyadp
where 47 percent of them worked in 1,684 enterpnigith 20 and more persons employed. These ergegpri
represent also 61 percent of the total turnover @hdpercent of the total investments. These erisapr
dominate in industry and construction sectors. fpniges with 1-4 employed represent 91 percenheftotal
enterprises. They represent 14 percent of totabter.

Small enterprises are dominant in service produ&Es that emerged from the systemic change réualhe
business and reputational credentials stemming frontinuous activity for years that allowed thenbtdld a
distinguished culture in the complex process ofnigational learning. Regardless from their limitedources
and competing against experienced giants in hagisctimes they forge their philosophy of survivatd
success. How durable is this growth? Is it suffiti® construct business models, strategies anchtipes only
around tangible resources and results? Maybe iw @k the obsolete strategies of mature companias ne
entrepreneurship patterns developed in hard timédhania will become an engine of growth?

The major question is: how such relatively new mmana in business as SD and CSR inspire managgng fa
crisis impacts on sales, costs, productivity obteses, profitability and confronting rivalry fromarket global
giants? Do they make a difference? The discussiomainly on the way of running business. The qaastivho
can afford SD/CSR, appears with lower stress oneglAlbania has reengineered its economy anduitistis
observing the social and environmental impactshat framework change. However the scientific resear
activity in the area of strategy and CSR is ratkstricted to focus groups, there is a large psxgire running all
sorts of surveys allowing for comparisons if theg professionally designed and repeatedly announced

More and more companies are inviting to their weelssialthough the quality of information heavilyfeiis and
reporting sustainability issues is not yet the dtaid activity within corporate governance modelisTaper is
aimed at analysis of the dominant logic behindahmpany strategy implementation process undemtipadt of
turbulent environment and limited resources avélal crucial moments. It is assumed, basing ors¢itendary
research in Albania in the field of strategy, operss, sustainable development and CSR, that iantegears
more numerous Albanian companies incorporate thea®IDCSR issues in a very pragmatic business edent
way. So, business rules go first, other rules nbut, the process of learning, especially of inniveabest
practices, inspires the growing number of otherghieyforce of positive example.

Keywords: Strategy, sustainable, development, corporatéals@sponsibility.

1.Introduction

The term and methods of strategic management hese ery rarely used in Albania in the companiethef
period of centralized and planned economy. Stagenes common property, fixed and centralized pagso
non-existence of competition in domestic marketed prices regulated by the state and a lot oémofactors

put these companies in the posi-tion of passivdémpntators of government’s wishes. Strategic mamemt
terms were replaced by such terms as long-termmjpign5-years planning, the Party guidelines, ket¢he early

90s and after the change of political and econoragime, the Albanian companies faced very different
situations. Politics and economic freedom, privatom and market price are all factors that gavamamnies the
opportunity to make decisions independently abbeir tfuture. In the course of the new economic difgppeared
new terms such as mar-keting, financial managenmahagement of human recourses, strategic managemen
etc.
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All the changes in the new environment made congsafsice many problems. In this situation, the ¢ffecand
strategic management of these businesses was apcelse strategic management process in a firmsistenof
setting the vision, mission and goals, analysiexternal and internal business environment, seleabf a
favourable strategy, those links that constitutatsgic planning and as well as proposals for mizgeional, ad-
ministrative changes, setting measures on conysiéms and strategy implementation, which makditiks to
the implementation and evaluation of the stratddnese links are connected to one another and iergethey
create

what is called Strategic Management Model. Skitks @lso very necessary to manage a company irate i
way, such as creative thinking, working with pess@nd clients, planning and organization, managind
control of all company activities.

2.Main Industrial Development Strategy Goal Develop

A series of policies and projects to guide andoenage investment in high technology, growth of
competitiveness,modernization, diversification asgecialization in open markets. The evaluation and
monitoring of its performance remains an importask for a more efficient and sustainable policyedepment
and the provision of qualified assistance for thsibess community. Specific objectives:

« Assess conditions and prices in the local and iatéwnal markets; Carry out specific assessmerds an
studies on markets, technologies and investmerariyrities

« Determine sector policies for those industries lideo to encourage investment, attraction of private
capital and the transfer of new technologies;

» Develop research & development, innovation andneldgy transfer services. Develop promotional
programs on foreign capital partnership.

e« Harmonize investment programs with training, emplent and university education programs;
Develop specific training programs in the conteikinareasing the quality of human resources.

3.Basics of Strategic Planning

The objectives of strategic planning including uistinding the benefits of strategic planning; ust@ding the
products of strategic planning; and learning thgske successful planning and implementation.

Many organizations spend most of their time regctio unexpected changes instead of anticipating and
preparing for them. This is called crisis managem@nganizations caught off guard may spend a gteat of
time and energy "playing catch up". They use ujr gxeergy coping with immediate problems with éténergy

left to anticipate and prepare for the next cha&n This vicious cycle locks many organizations i reactive
posture.

It does not have to be that way. A sensible altereas a well tested process called strategic mlamn which
provides a viable alternative to crisis management.

Strategic planning is a step by step process wéfinitie objectives and end products that can bdempnted
and evaluated. Very simply, it is a process by Whie look into the future, paint a picture of thaure based
on current trends, and influence the forces thitaffect us.

Strategic planning looks three to five years ahd#acharts a definite course based on strong itdisaof what
the business environment will be like in those gear

Indicators include census demographic statisticenemic indicators, government policies, and te&bgioal
advances. They reveal strong trends regarding @sanglifestyles and the economic and politicainelies,
which are important factors influencing the fa@ planning and management industry. Some of thregsds
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are potential opportunities, some potential threatsd some are both. Examining the possibilitiesl an
formulating strategies to meet the challenges edp the organization take full advantage of opputiels and
minimize threats. In short, we can take controltte# future. We can use our energies and resources m
effectively and conduct our business more succhgsflespite changes in the environment.

4.Why Strategic Planning?

Besides the personal satisfaction of taking charfgihe organizations future, strategic planningeffat least
five compelling reasons for its use:

1. Forces a look into the future and therefore pravide opportunity to influence the future, or assame
proactive posture.

Provides better awareness of needs and of théitilelated issues and environment.

Helps define the overall mission of the organizatmd focuses on the objectives.

Provides a sense of direction, continuity, andatiffe staffing and leadership.

Plugs everyone into the system and provides stdadair accountability for people, programs, and
allocated resources.

arwbd

In summary, strategic planning is the key to hajpils collectively and cooperatively gain controltloé future
and the destiny of our organization.

5.Five Products of Strategic Planning

The overall goal of strategic planning is to proglacworkable plan. Along the way, we will develepaluate,
and refine these five products:

1. Environmental issues and trends:Factors that may impact the organization and thg ivconducts
business. Internal issues include staff, serviskils, resources, and needs. External factoraidel
such things as threats of outsourcing. A stratplginning committee compiles an environmental saan,
body of information about the environment. Broagslis, singled out as potentially having significant
effect on the facilities planning and managemedtstry, are referred to as mega issues.

2. Needs Survey:Provides information from clients and peer insgiitns. The prioritized needs and
expectations resulting from the survey are crugsah basis for setting objectives.

3. Mission Statement: Defines the organization's fundamental reasorefistence and establishes the
scope of its business.

4. General Objectives:Broadly describe the results of what the orgafpatvants to achieve in light of
needs and relevant issues.

5. Strategies: Specific, measurable actions and directions desigo reach the objectives established.
Strategies are fulfilled through creation, contitera, change, or elimination of programs.

The mission statement, general objectives, andegies are the meat of the plan. The issues andtsed the
needs survey are the input into the plan, and fneyide the basic assumptions for developing astialand
feasible plan.

6.Keys to Successful Implementation

Suppose our organization thoroughly develops @ firoducts of strategic planning, completes tloegss, and
comes up with a strategic plan. Everyone has tl ibgentions but when we get back to our units, ane
overwhelmed with daily details. Soon it's "businassusual,” the plan sits on the shelf, and befer&now it,

another year has passed. However, this need npehap

The three major keys to successful strategic planm@ind implementation are commitment, credibilapd
communication.
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Up-front commitment by the leaders must includeadherence to the full and thorough process ofegjiat
planning. There must also be a commitment to implging the strategies recommended by the strategic
planning committee.

The leaders should implement programs and senaoglscommit allocations to meet the objectives @& th
strategic plan at a level that is "doable" for tliganization and level of activity. As one persas Iput it, "To
commit to plan, is to commit to change."

A strategic planning committee researches, colleqst, and makes recommendations. But, it is uméonber
of the organization to implement the recommendation

Credibility is created and maintained by followithggese three guidelines: representative participaadherence
to the complete process, and clear documentation.

The strategic planning committee should have reprtasives from all areas of the organization anldessl to
the steps of the process. While the actual logigifcresearch and implementing the plan can beréailto the
available resources, all five products should befadlly developed and evaluated.

The committee should document all of its researah activities to serve as the basis for the stiateign and
its background materials. It will also serve ademrcrecord of the committee's activities opendibto see and
evaluate. There should be nothing exclusive oretetrout strategic planning. It should be openlitibareview

and input.

Input, feedback, and understanding are crucialvatyestep. A key concept to remember is that ggiate
planning is a cooperative and participatory proc&sgryone should have input and, ideally, everysineuld
feel a sense of ownership over the final plan. Spetsonal commitment will facilitate the implemeida
process.

It is important to explain the principles and goafstrategic planning to everyone in the orgamniratWe need
to assure each person that although he or she atderon the committee, everyone can have inpuesalliate
the recommendations. It is up to the staff and cdtees to determine how to fulfill each objectivEhe
strategic planning committee makes general recordmen what they think should be done. The leadershi
operating committees, and staff determine howlithva done.

An additional aid to implement the strategic plarta create an integrated system by which theegfi@plan
becomes the "benchmark" (measuring stick) for msgrin our organization. It then becomes a systtm o
accountability.

The best way to set up an integrated system ithéodirectors to accept the strategic plan and ritakenission
statement part of the directives. The strategia pdan then become the context from which progrants a
services flow.

Strategic planning is the key to assuring thatargenization is prepared for the challenges of toawe.

7.A survey on entreprise situation in Albania.

Albania as a country attempting to become membeEldf amended the law no. 8957, date 17-10-2002 “On
Small and Medium Enterprises” on 29-10-2008 with tiew law no. 10183 in order to bring the SME d#fin
closer to EU standards.

The definition is stated in article 4 of this laMicro, small and medium enterprises (SMES) incluthesse
entities which employ fewer than 250 people andehan annual turnover that does not exceed 250omilli
Albanian Lek. Small enterprises are those entitibséch employ less than 50 persons and have an Annua
turnover that does not exceed 50 million Albaniak.L
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Micro enterprises are entities which employ lesntiO persons and have an annual turnover that riutes
exceed 10 million Albanian Lek. Despite the facittthe law on small and medium enterprises hasgethn
since October 2008, the last survey relating tosthecture of economic enterprises for the year92@blished

by the Albanian Institute of Statistics (INSTAT)2@11, relates to the enterprise classificationestdiy the
former law no. 8957. The criterion adopted by tlaw is only according to the employee number, ahnua
turnover is not taken into consideration.

According to this survey total number of entermiéer the business sector (Table 1 & 2), for thary2009 is
73,702. Enterprises with 20 and more employed ahg 276 of total number of enterprises. Although #nma
number, they dominate the economy by employing 45%tal number of labor and by realizing 28% dfato
turnover and 66% of total investments. These eris@® are dominant in the sectors of industry and
construction. Enterprises with 1-4 employed repre$2% of total enterprises, but their effect orbaian
economy is opposed to their number. These entegéare dominant in service producers and for the 809
they have realized 19% of total turnover and 14%otdl investments. Although their realized turnoead
investments are low considered to other size eriseig) they employ a considerable percentage oféter
force, 39%. Enterprises with 5-9 employed represémtof totalenterprises, employing 16% of totaloaforce
and realizing 24% of total turnover and 20% of tin@estments. These enterprises are dominantaitetand
construction companies.

For the year 2009, trade sector represents 48,48tabenterprises, 26.8% of total employed andreatized
46,7% of total turnover and 14,4% of total investiise The industry sector represents a significahtes of
investments (38,5% of total investments) and engaolgbor (30,8% of total employed). High investnsesute
also realized in the transportation and commurocasiector by 24,4% of the total value.

8. Conclusions

The total number of enterprises by year of fornraecording to their economic activity including@lsome
other sectors such as agriculture & fishing, hotdéfee, restaurants and other services is sovabie 3. Apart
from private enterprises, it includes also the jubhes. For the year 2009 the total number ofetleggerprises
results 106,477, with an increase in 12,823 froenylsar 2008. The year 2008 results with the highestber of
enterprise formation, 17,028 enterprises, from 2@03009.

Albanian market is dominated by micro companieaumber, but it is the small and medium sized eniszp
that make the largest contribution to the econoBMES are mostly concentrated in the trade sectardvand
small enterprises dominate in the sectors of sesvand trade, while medium enterprises dominatieersectors
of industry and construction.

SMEs are mainly concentrated in Tirana, the camifalbania and also in the coastal areas such wseb,
Vlore, while in the northern prefectures of the oy Kukes, Diber, business activity is very low.

The main weaknesses of the SME sector in geneml liamited access to finance, a low degree of
professionalism, difficulties in recruiting quaéifi personnel, and the absence of economies of andlét is
these areas which may require special attention.

By understanding the problems faced by SMEs in Ailioat could be provided the necessary backgroend t
develop policies for their support.

During the 20 year period of democracy and opedetrmarket, Albania has maintained a macroeconomic
stability with a steady growth, but alow competiines. A stable macroeconomic environment is impoffta
the economy to grow in a sustainable manner, afthdualone cannot increase the productivity of¢bantry.

Increasing the number of enterprises and entrepremell not have an impact on the economy; if éheiill not
be considered quality measures such as growthyvatiom and internationalization. Most policymakensd
academics agree that entrepreneurship is criticdhé development and well-being of society (Kel&yal.,
2011, p.12). The more competitive will the econartie, the higher will be the level of income proetlidor
their citizens.

Albania as a country positioned in the secondciefficy driven stage, has a lot of improvements @ d
especially in the inventions pillar. It must bedo develop more efficient production processes iactease
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quality. To increase competitiveness, they showddzused on higher education and training of eygds,
providing an efficient goods market and a well-fimging labor market, developing the financial metrk
efficiently uses the existing technologies and éases the market size. As businesses become ctivepedih
new and unique products, this competitivenesshelhssociated with an increase in the standartigg and
wages of the country.
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