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On the basis of Ordinance 2884 from 02.12.2020 of the Vice Rector in Scientific
Research Activity at the University of National and World Economy I am appointed as a member
of the Scientific Jury for the final defense of the dissertation “Consumer Preferences for Food
Products (The Case of Olive Oil in Albania)”. The Ph.D. candidate is Morena Suleiman Boja. At
the first meeting of the Scientific Jury that took place on 11.12.2020 was decided that I have to

write down an Opinion regarding the above mentioned doctoral dissertation.

1. Presentation of the Ph.D. candidate

Morena Boja has graduated the Faculty of Economics and Agribusiness at the Agricultural
University of Tirana, Bachelor Degree 2008-2011 and Master of Science Degree 2011-2013. She
has a substantial work experience in the banking sector as a personal banker and credit analyst
and for five years part of the academic field, involved in the process of teaching and research.
Currently a full time lecturer at the Mediterranean University of Albania, at the Department of
Economics, was offering teaching in Management, Marketing, FEthics and Business
Communication. Her scientific interests are in the areas of Research areas are Marketing,
Management and Management of Financial Institutions, Digital Marketing, Customer

Preferences, etc.



2. General description of the dissertation

2.1.Introduction

The structure of the Ph.D. thesis contains Introduction, 3 Chapters, Conclusion,
Recommendations, Appendix (Containing Questionnaire) and Bibliography. The total volume of
the dissertation equals 257 pages. There are 81 tables and 20 figures inside. The list of literature
sources (Bibliography) contains 220 paper publications and 4 websites.
In the Introduction Morena Boya has clearly stated the research goal of the study: This project
aims to investigate consumer preferences on credence attributes such as organic and ISO
certification origin, brand for olive oil in a post-communist country in transition with weak
institutions and widespread consumers’ distrust on third party certification”. On the basis of the
research goal she has formulated 7 research tasks that are consequently and logically connected
with the research goal. These tasks reflect precisely the work done within this Ph.D. thesis. The
list of the research tasks includes the following:

1. To identify the relevant literature review to consumer preferences for food products and
consumer preferences for olive oil especially.
To develop the methodological framework to guide the research
To design an effective survey that help us obtain the necessary data
To analyze the data collected
To evaluate and discuss the results produced by the data analysis

Conclusions and implications of this study

A A R

Identify the research constraints and indicate future research suggestions

The object of research as well as the subject of research has been clearly and precisely stated in
the Introduction. She has also pointed out the limitations of the study. Summarizing, I can state
that The Introduction part fits to the requirements of the University of National and World

Economy.

2.2 Chapter One: Analysis Of Previous Research And Literature Review



Review of the literature includes an in-depth analysis of the previous researches in the
area of the topic of the dissertation. The candidate has gathered and analyzed important and
relevant publications concerning the preferences toward food products (especially olive oil). This
analysis has led to the outlining of the important research deficits in the current marketing

science.

2.3 Chapter Two: Methodology

The Ph.D. candidate has proposed a methodological framework that is developed on the basis of
an extensive review of the relevant body of literature and is designed to address the research
questions. The study of consumer behavior and marketing discipline has focused on analyzing
how individuals make decisions to spend their resources in categories related to consumption.
The act of purchase is considered as an activity aimed at solving a problem.

In the methodological framework scheme are presented the factors that affect customer
preference such as demographic factors (age, gender, education, and income), credence attributes
(ISO, Organic, Origin, Brand, Packaging, Quality). As suggested by (Steenkamp Jean B., 1997),
the construct of the theoretical framework includes items related to certification and labeling.
Also, other determinants factors as (price, knowledge on organic certification, knowledge on
brand, knowledge on ISO certification, and consumer perceptions of olive oil on health). My

conclusion is that the methodological base of the dissertation study is relevant.

2.4 Chapter Three: Results and Analyses of the Data

This chapter is focused on the specification of models and related hypothesis tests with regard to
the research questions. The data collected from the questionnaire, and the results obtained are
analyzed. The data analysis is done by relevant statistical methods. The conclusions are well
proven and they are important because this is the first of a kind research project done in Albania.
The Ph.D. candidate has proven some of the hypotheses while the rest are rejected. In both cases

the results a valuable and they could serve as bases for future scientific studies in that field.

3. Scientific contributions



As a reviewer of this dissertation I can find the following scientific contributions:

o Critical analysis and systematization of previous studies devoted on food certification and
consumer preferences in the context of olive oil.

o Adaptation of methodological framework for studding consumer preferences towards
olive oil in the specific circumstances in Albania.

o Probation of the methodology of studying Albanian preferences towards olive oil.
Analysis of Albanian consumer preferences for olive oil products. Analysis and
description of factors that affect the Willingness to pay and consumer preferences for
olive oil. Formulation of managerial and practical recommendations.

o A significant part of the research concerning consumer attitudes, preferences and
characteristics can be used in future multidisciplinary academic research and analyses
(even into business and professional projects) related to the successful development of
strategic brand management (i.e. in fields of brand community, brand personality, brand

design, etc.).

4. Scientific Publications of the Ph.D. candidate

The Ph.D. candidate has presented 4 publications closely connected with the topic of the
dissertation. Two of them are conference papers presented at international scientific conferences.
The rest are scientific papers published in indexed journals. Both the quantity of the

publications as well as the quality covers the requirements.

5. Synopsis
The candidate has provided a Synopsis of the Dissertation. The Synopsis fulfils the

requirements of the University of National and World Economy.



CONCLUSION

The dissertation “Consumer Preferences for Food Products (The Case of Olive Oil
in Albania)”, presented by Morena Suleiman Boja, entirely complies with the requirements
of the Bulgarian legislation as well as the rules of the University of National and World
Economy. The scientific results and the scientific contributions of the dissertation are
significant, original, and actual. That’s why my estimation is positive and I propose to the
respected members of the Scientific Jury to give Morena Suleiman Boja the scientific and
educational degree “Doctor of Philosophy”, scientific direction “Economy”, scientific

specialty “Marketing”.

Sofia, 03.01.2021 Signature: ....ocevveviiiiiiiiiiiiiiiiiiiiiiiinenne,
/Assoc. prof. Stefan Dimitrov Serezliev, PhD/
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CTAHOBMUIIIE

OTHOCHO: JOKTOPCKA JUCEPTALIMI HA TEMA “CONSUMER PREFERENCES FOR
Foobp PrRODUCTS (THE CASE OF OLIVE OIL IN ALBANIA)”

JTOKTOPAHT: MOPEHA bOsl, KATEJPA ,MAPKETUHI U CTPATEIMYECKO
IIJIAHUPAHE®, YHUBEPCUTET 3A HALIMOHAJIHO 1 CBETOBHO CTOITAHCTBO

ABTOP HA CTAHOBHMIIETO: JOL. J-P CTE®AH JIMMUTPOB CEPE3JIMEB,
BEJIMKOTBHPHOBCKH YHUBEPCUTET ,,CB. CB. K1P1JI 1 METOIUII*

Bp3 ocHoBa Ha 3anoBen 2884 or 02.12.2020 r. Ha 3aMECTHUK-pEKTOpa IO
HayyHouscienoparencka JeiHocT B YHCC cbM Ha3HaueH 3a 4jieH Ha Hay4yHOTO Xypu 3a
¢uHamHa 3ammTa Ha AucepranuoHeH Tpyx Ha Tema “Consumer Preferences for Food Products
(The Case of Olive Oil in Albania)” ¢ aBrop Mopena Cronetiman bosi. Ha mbpBOTO 3acenanue Ha
HAY4YHOTO XypH, KoeTo ce mposene Ha 11.12.2020 r., Oemie pemieHoO Ja HamuIla CTAaHOBUILE

OTHOCHO TOpecrioMeHaTaTa JIOKTOPCKa JUCePTaIHsl.
1. llpeacraBsine Ha kanauaara 3a OHC JloxkTop

Mopena bost e 3apppimna dakynTeT Mo UKOHOMHUKA U arpoOu3Hec B ArpapHusi yHUBEPCUTET B
Tupana, OakamaBbpcka cteneH 2008-2011 u wmaructbpcka crenen 2011-2013. Ta wuma
3HAYUTENIEH TPYAOB ONMUT B OAHKOBHUS CEKTOP KaTO JUYEH OaHKep M KPEAWTEH aHaIu3aTop U B
NpOABDKEHHE Ha IMeT TOAMHU € 4acT OT akaJeMHuyHara oOjacT Karo yyacTTa B Ipoleca Ha
IpernojaBaHe W Hay4dHM H3CIEABaHMUS M3CIEIBaHUsA. B MOMeHTa € peloBeH INpenojaBaTrell B
CpenuzeMHOMOPCKHsT YHUBEpCUTET B Anbanus, kpbM JlemapTamenTta mo nukoHoMmuka. [IpenonaBa
MEHU)KMBHT, MApKETUHT, OM3HEC €THKAa U OM3Hec KoMyHuKalus. HeliHuTe HayuHU HHTEpecH ca
B 00JIacTUTE Ha MApKETHHT, YIPaBICHUE U yIpaBieHHe HA (UHAHCOBU MHCTUTYIIMH, JUTUTAICH

MAapKCTUHT, KIIMCHTCKHU NPCANIOYUTAHUA U AP.



2. OO0 onucaHue Ha AUcCePpTALUATA

2.1. YBox

CrpykTypara Ha IUCEpPTALlMOHHHS TPYI ChIAbpXKa YBOJA, 3 TIJIaBH, 3aKIIOUYEHUE, MPETNOPbKH,
NpUJIokKeHne (ChAbPIKaIIO BBIPOCHUK) U Oubmmorpadus. O6musaT odem Ha qucepranusita e 257
crpannnu. B Hes ca BxmoueHn uma 81 tabmumm u 20 ¢urypu. CHOHCBKBT C JHUTEpATypHH
n3TouHui (O6ubmmorpadusita) chabpka 220 myOJMKalMM Ha XapTHEH HocuTedl W 4 Ha
€JIEKTPOHEH.

B yBozma Mopena bost KOpekTHO € rmocouna LeiaTa Ha JUCEePTAlMOHHOTO U3CIIEBaHe, 3 UMEHHO:
Jla TIPOYYHX TMPEINOYUTAHUATA HA MOTPEOUTENINTE 10 OTHOIICHHE HA aTpUOYTHTE HA JOBEPUETO
kato OuosornueH u ISO ceptudukar, ThproBckata Mapka Ha 3€XTHHA B NOCTKOMYHHCTHYECKA
IbpXKaBa B MPEXOJ]l ChC clabu MHCTUTYLIMHU M IIMPOKO HEIOBEPHETO HA MOTPEOUTENUTE KbM
ceprudunmpaneTo ot Tpetu crpanHu’. Ha 6a3a Ha mu3cnemoBartenckara 1ei 1 € opmynupana 7
M3CJIEI0BATENICKH 33/1auM, KOUTO CJIEI0BATEIIHO U JIOTHYECKU Ca CBbpP3aHM C LenTa. Te3u 3agaun
OTpa3siBaT TOYHO paboTaTa, U3BbPIIECHA B pAMKUTE HA Ta3M JOKTOpPCKa cTeneH Te3a. CIUCHKBT C
M3CIIEIOBATEIICKUTE 3a/1a4H BKJIIOUBA CIEIHOTO:

1. Jla ce mpoydaT NMpeaxoaHNUTE U3CIIEeIBaHUS U JINTepaTypara, MOCBETEHH Ha MPeIOYUTaHUsATA
Ha TOTPEOUTENUTE KbM XPAHUTEIHUTE MPOIYKTH M OCOOEHO KBbM TMPEANOYUTAHHATA HA KBM
3eXTHHA.

2. Ja ce pa3pabOTH METOI0JIOTHYHA paMKa Ha U3CJIEIBAHETO

3. a cp3m1aseM eQeKTUBHA OpraHU3aIMs Ha CbOMPAHETO HA JTAHHU.

4. 1a ce aHanu3upar cbOpaHUTE TaHHHU.

5. Jla ce uHTEpHpeTHpAT Pe3yATaTUTE, MOJYUESHU OT aHAJIM3a Ha JaHHUTE.

6. /1 ce HanpaBAT U3BOJU U 3aKIIIOYCHUSI.

7. Ja ce wuaeHTH(UIMpAT OrpaHUYECHUS M Ja C€ NPEACTaBAT OBbACHIM NPEIIOKEHHS 32
U3CIIEI0BATEICKUTE PE3yNITaTH.

O0eKTHT HA U3CJIEBAHETO, KAKTO U MPEeAMEThT HA U3CJIeIBAHETO Ca SICHO ¥ TOYHO TIOCOYCHH
B yBoza. ChIIOTO BaXXH U 32 OTpaHUYEHUATA Ha u3cieaBanero. O600maBaiiku, Mora aa 3asssl, 4e
yBOJHATAa YacT HA JUCEPTAllMOHHMS TPYI U3LIO0 CHOTBETCTBA HAa M3UCKBAHMUATA Ha

YHI/IBepCI/ITeTa 3a HAallTMOHAJIHO U CBE€TOBHO CTOIIAHCTBO.



2.2 H'pra rjaaBa: AHaJu3 Ha NpeaAXAHUTE U3CJICABAHUA U MPErjaea Ha JuTreparypara 1o

TeEMaTa HA TUCEPTALMOHHUSA TPYIA

[TperneasT Ha nMTEpaTypaTa BKIIIOYBA 3a1bJI00OYEH aHAINW3 HA MNPEAMULIHUTE HU3CIIEIABaHUS B
obmacTTa Ha Temara Ha JuceprauusaTta. JlokropaHTKara € cbOpajla M aHaIU3Upada BaXKHU
nyOIMKaUy OTHOCHO IPEANOYUTAHUATA KbM XPAaHUTEIHUTE MPOAYKTH (0cOo0eHO 3exTHH). To3u
aHaJM3 3aKOHOMEpHA € JIOBeJl /0 OdYepTaBaHe Ha BaKHUTE H3CIEJOBATEICKM Ae(PULUTH B
HacTosIlaTa MapKeTHMHroBa Hayka. llomoxurenHa oueHka OM cieaBalio Ja ce JAage Ha

JOKTOpaHTKaTa 3a TOBa, Y€ OPUEHTHPAJIa MPOYIBAHETO UMEHHO IO ITOCOKA Ha Te3U ACUIIUTH.

2.3 I'naBa BTOpa: MetomoJ10rus

JIOKTOpaHTKaTa € MpeAyiokKuIa METOJOJIOTHYHA paMKa, KOSATO € pa3paboTeHa Bb3 OCHOBA Ha
oOIIMpeH MperJiesl Ha ChOTBETHATA JINTEpaTypa U € IMpeHa3HaueHa /1a OTTOBOPU Ha IIOCTAaBEHHUTE
U3CIIC/IOBATEIICKU BBIIPOCH. V3cieaBaneTo Ha MOTPEOMTENCKOTO MOBEICHUE M MapKETHHIOBaTa
JTHMCIUILIMHA ce POKycHpa BbPXY aHAJTM3UPAHETO HAa TOBA KaK XOpara B3eMaT PELICHUS J1a Xap4aT
pecypcuTe CH B KaTe€ropuu, CBhP3aHH C MOTPeOJICHNETO. AKTHT Ha MOKYIKa Ce pasriexaa KaTo
JeHHOCT, HACOUCHA KBbM pPEIIaBaHe Ha MpoOIeM.

B merononornyHara cxema ca npejacTtaBeHH (PaKTOpUTE, KOUTO BIMSAT HA MPEANOYUTAHUSATA HA
KJIMEHTUTE, a UMEHHO: JeMorpadcku (akropu (Bb3pact, 1o, 00pa3oBaHue U J10X0.1), aTpUOyTH
Ha poctoBepHocTTa (ISO, opraHnyHu, IPOU3X0JI, MapKa, OMaKoBKa, kKauecTBo). KoHcTpykiusTa
Ha TEOpeTHYHATa paMKa BKIIOYBA €JIEMEHTH, KOWTO Ca CBBP3aHH ChC CEPTHPHUIMPAHETO H
eTukeTHpanero. ChIllo Taka ca BKIIOYEHU U APYTH ONpeaesay (pakTopu KaTo 1eHa, 03HaBaHe
Ha OMOJIOTMYHOTO cepTU(dULIMpaHe, TO3HABaHE HA MapkKa, MO3HaBaHE Ha CEPTUUIMPAHETO IO

ISOu BB3IPUATHATA HA HOTpC6I/ITeHI/ITC 3a 3€XTHUHA 3a 3z[paBeT0).

2.4 I'naBa Tpera: Pe3yararu u aHaJIU3 HA JAHHUTE

Ta3u rimaBa e (I)OKyCI/IpaHa BBpPXY CHCI_II/I(I)I/IKB.L[I/IHTEI Ha MOJCIIMTEC U CBbP3aHUTC C TAX TCCTOBC HaA

XHUIIOTE3HU MO OTHOMICHUEC Ha U3CJICA0OBATCICKUTE BBIIPOCH. ,HaHHI/ITe, C'B6paHI/I OT BBIIPOCHUKA U

MIOJIy4EHUTE PE3yJITaTH, Ca KOPEKTHO aHAJIU3UPaHW. AHAIM3BT HA JJAHHHUTE € OCBIIECHBEH 4pe3



MOJXOJISANIN CTATUCTHYECKH METOMU. 3aKIIOUEHHITa ca J00pe apryMEHTHpPaHU M ca C ToJsiMa
creneH Ha BaxkHOCT. HA mpakTuka IuMCEpTAalMOHHOTO H3CJEABAaHE € MBPBUAT IO POJa CH
U3CIIEI0BATEIICKH IPOEKT, KOWTO € ochlnecTBeH B AnlOanus. JInKTpaHTKaTa € J0Ka3aia HIKOU OT
XUINOTE3UTE, JOKATO JIPYTH ca OTXBBPJIEHU OTXBBPIIAT. M B Bata ciaydas pe3yaTaTUTe ca [eHHH

M MOrart Jia CJIy’KaT KaTO OCHOBa 3a 6'[:I[€H.II/I HAay4YHU HU3CJICABAHHWA B Ta3U o0uacr.

3. Hayynu npuHoCcH

Karo PCUOCH3CHT HA Ta3u AUCCPTAllMAg MOra 1a oucpTasd CJICAHUTC HAYUYHH ITPHUHOCH!

e OcChIIecTBEH € KPUTHYCH aHAIM3 W CHUCTEMaTH3alMsd Ha NPEAWIIHH IMPOyYBAHUS,
MIOCBETEHH Ha CEPTU(UIMPAHETO HA XPAHWUTE M MPEANOYUTAHHUATA HA MOTPEOUTEIUTE B
KOHTEKCTa Ha 3eXTUHA.

e AnanTUpaHe Ha METOJOJOrMYHAaTa paMKa 3a IpOyduyBaHE Ha MPEINOYUTAHUATA Ha
NOTPEOUTENTUTE KbM 3eXTHHA B crieupuuHuTe 00CcTOSTENCTBA B ANIOaHusl.

e [lpoOamuss Ha METOJOJOTUATA 3a HM3yyaBaHE Ha MPEANOYUTAHMS Ha ajJOaHCKUTE
NOTPEOUTENN KbM 3€XTHHA. AHAIM3 M ONHMCaHue Ha (DaKTOpu, KOUTO BIUSAT BBPXY
JKEIaHWeTO 3a IUIalllaHe W MPEeANOYUTAHMSITa Ha MOTPEOUTENUTEe 3a 3EXTHH.
dopmynupaHe Ha YIIPaBICHCKU U MTPAKTHYECKH MTPETTOPHKH.

e 3HauMTeNIHA YacT OT W3CIEABaHMATA, OTHACALIM CE JO Harjacure, IpeIrnouyuTaHusITa U
XapaKTepUCTUKUTE Ha TMOTpeduTenure, moraT na ObJaT WU3MOJ3BAaHU B OBACIIH
MYATUIUCUMIUIMHADHA aKaJEeMUYHU U3CIeBaHUA W aHaIu3u (Aopu B Ou3HeC H
npodecHOHATHU MPOEKTH), CBBP3aHM C YCIEUIHOTO Pa3BUTHE HA CTPATErHMYECKOTO
yhnpaBjieHHe Ha Mapkara (T.e. B oOjacTM Ha MapKoBaTa OOIIHOCT, MapKoBara

UJEHTUYHOCT, TU3aiiH Ha MapKaTta u Jap.).

4. Hayuynu ny0JMKanuy HA JOKTOPAHTKATA

JIOKTOpaHTBT KaHIUJATHT € MpeACTaBUI 4 MyOIMKaIMK, KOUTO ca TSCHO CBBP3aHM C TeMaTa Ha

Aucepranusiara. I[BC OT TdX MPEACTaBJIABAT MHOKJIaAX OT KOH(I)CpCHI_II/II/I, ONpeaACTaBCHU Ha

MCKAYHAPOAHU HAYYHU KOH(pepCHI_II/II/I. OcraHanmure ca Hay4YHU CTaTHH, HY6J'II/IKYB3HI/I B



HHJACKCHPAHU aKaACMUYHH CIIMCAHUA. KakTo KOIMYECTBOTO Ha HY6JII/IKaI_II/II/IT€, Taka H

KauCCTBOTO IMOKPHUBAT U3MCKBAHUATA.

5. ABTopedepar

KanaunateT e npenoctaBul aBropedepT Ha auceprauusTa. Tol BApHO OTpassBa HANKMCAHOTO B
JUCEPTAalMOHMS TPy U HAIbJIHO OTrOBAPS HA U3UCKBAHMATA Ha Y HUBEPCUTETA 32 HALIMOHAIIHO U

CBC€TOBHO CTOIIaHCTBO.

3AKVIIOYEHUE

Huceprammmonnusar tpyn “Consumer Preferences for Food Products (The Case of Olive Oil in
Albania)”, npencraBeHa or Mopena Croneiiman boska, H315U10 OTroBaps KaKTO Ha M3MCKBAHUATA
Ha OBJTapCKOTO 3aKOHOJATENICTBO, KAKTO M Ha MpaBUiIaTa Ha YHHUBEPCUTETA 3a HAIMOHAIHO M
CBETOBHO CTOMAHCTBO. HaydHHTE pe3yiTaTv M HAyYHHUTE MPHUHOCU B JUCEPTALIMOHHUS TPYH ca
3HaYMMH ¥ OpuUruHaiHu. Ha Ta3u ocHOBa 3asiBsiBaM MOJIOXKHTEIHATA CH OIICHKA W MpejjiaraMm Ha
yBa)KaBaHUTE YICHOBE Ha HAYYHOTO JKypH Jia MpUchaaT Ha Mopena CrojeiiMman boxka HaydHaTa
u o0Opa3oBaTeiiHa CTeneH ,,JJoKTop™ B HayuHO HalpaBlieHHE ,, IKOHOMUKA®, HayyHa CIICIUAITHOCT

»MapKeTHHr*".

Coomus, 03.01.2021 r. L 00010107 (e
/Hou. mpod. -p Credan AumurpoB Cepesnuen/
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