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Introduction 

The following report is on the topic of making an international business for promoting the human rights, with focus on LGBT population in North Macedonia, and in Western Balkan country in general.  Throughout culture media and entertainment, and the impact of celebrity into the raising awareness about LGBT human rights among general public, and strengthening the LGBT community in North Macedonia, from one hand, and considering the opportunities for international business, on another hand. 
The main goal is to make significant contribution to the understanding of human rights and understanding democratic EU principles which might lead to a smoother transition for the collaboration countries in their quest for EU membership. 

The organization that has been focused in this report is new born organization/company for media, art and entertainment called “Queer Center London LTD” established in London. What is the impact of culture, media, art and celebrity endorsement as a tool for promoting human rights/LGBT rights have been discussed in this report.  
The organization will be considered opportunities for using a celebrity as one of the main tool for promotion LGBT human rights in North Macedonia and Western Balkan countries in general, where homophobia is on high level (ILGA Europe Report 2020).  

Background of the organization 

The new born organization Queer Center London LTD is for promoting Culture, Art & Entertainment on international level. 
Vision is to create society without prejudice and promote the human rights, with focus on LGBT human rights, through art, culture and entertainment on international level.  
Mission of the organization is fostering diversity as social benefit on local and global level through collaboration with local and international organization and institutions 
Organization aims:
- to promote the use of arts in addressing human rights issues 
- generating the income on local, national and international level via organizing and participating at public events
From the aspect of UK organization, the context for human rights defenders it’s not easy to operate in the Western Balkans countries, but is challenge to promote the human rights throughout business concept. The promotion of culture, and open dialogue through culture, will contribute to more diversifying narratives, increasing social cohesion in society. Cultural outings (such as film festivals, concerts, entertainment through celebrities) will bring different group of people, with different background. The organization develops innovative methodologies and creates outcomes aimed at sensitizing society on human rights. The concept of art, culture and entertainment as a tool for change means to use as a non violent method to change the mentalities, cut through divides, and confront major and divisive social issues.   

Trends and developments 

In Western Balkan area is considered to be one of the slowest growing parts in regarding to human rights and LGBT rights. However, it is hard to speak of “Western Balkan” as a homogeneous entity since all of the countries have their own development, but things are social change is slow in the region. 

Celebrity endorsement is one of the traditional practices for promotion and raising public awareness. The concept behind celebrity endorsement to promote LGBT human rights is quite simple. Celebrities have a significant influence on the mindsets or psychology of the population. People tend to follow their favourite celebrities in different aspects of their lifestyles (Aaker, 2001). Companies target this psychological phenomenon to position their brands in the market with the help of popular celebrities. However, the effectiveness of celebrity endorsements as a strategy can be debated. Celebrity endorsements are significant expenditures for promotion of human rights on one hand, and making a business on international level on another hand. Whether the return from this expenditure pays off or not, is itself an issue to investigate. In this report, the strategic issues related to this would be investigated in detail. 

 Relevant political, social, economic and creative cultural development and trends

 The Western Balkan area, in this case Republic of North Macedonia is considered to be one of the slowest growing parts of Europe in regard to human rights, especially for LGBT human rights.

· Political and Social trends

For instance, in February 2018 Macedonia formed an inter-parliamentary LGBT support group which will function as advisory body to the Parliament. It’s a huge step and recognition for the LGBT community, and human rights in North Macedonia. Last year 2019, for the first time in history was organized Pride Parade in the Capital City of Republic of North Macedonia. Pride Parades here in UK, and in every democratic country where human rights is on high level, many companies and cooperation find Prides as very successful for promoting of their businesses on local, national and international level. 

· Political development

From the period of 2006-2017 when coalition of nationalists was on the power, Macedonia has lurched from one crisis to another, with periodic flare-ups of inter-ethnic violence and polarization in society. With the elections at 2017, when social democrats came on the power, the establishment of the earlier mentioned inter-parliamentary group for LGBT is promising example. Following the application to join the EU, Macedonian Government maintained a steady pace of reforms in line with its objectives of EU accession. It also pushed through the constitutional reforms by the Ohrid Agreement, first including granting language and representational rights for ethnic Albanian community and other minorities (Serbs, Roma, Bosnians, Turks and Vlachos). The consistency with which the Macedonian Government pursued all of these reforms received considerable praise from international community, which hailed Macedonia as a success story in terms of multi-ethnic cooperation in the Balkan region. Rewarding these efforts, the EU formally accepted Macedonia’s membership application and last year, 2019, was granted with candidate status.


Business Model 

Understanding the business model of the company is crucial to learn about its processes and procedures (Carvalho and Azevedo, 2018). It helps gain a proper insight on the issues faced by the company, and to what extents the issues affect the business operations. The business model describes how the business creates, organizes, delivers and captures the desired economic value within a market setting (Aaker, 2001). Here the business model of the organization has been reviewed to acknowledge the issues in the business process and the needed strategic solutions. 

Theories explaining celebrity endorsement as a business strategy and the context of promoting the LGBT human rights 

Celebrity endorsement is the marketing strategy of promoting the brand or its products through the celebrities (Chang and Ko, 2016). In other words, promoting the human rights advertised by the endorsement of a celebrity is referred to as celebrity endorsement in marketing. Celebrity endorsement is done in order to create a psychological impact on the consumers, i.e. general public. Taking the benefits of the influence of celebrity culture or pop culture, businesses aim to pull the target with the help of celebrities who the target audiences usually look up to and follow. Celebrity culture is the culture influenced by the celebrities (Cotton, 2020). It is a common influence on people. The celebrities people usually follow can be popular movie stars, or athletes, or social media influencers, or TV personalities (Ferrell and Hartline, 2011). 
According to Martin Smith, a strategy director at marketing agency Twelve: “as celebrity culture becomes more accessible through social media, and as celebrities themselves become over-exposed and replaced so quickly, the value of endorsements for brands is as much  about what a brand does with its chosen celebrity as it is about the celebrity themselves.” In the UK, the businesses are willing to pay around 75000 GBP in celebrity endorsement. This shows how popular this strategy is for the business organizations. (Nazir, 2020) 

Yet, the dynamics of celebrity endorsement strategy has been changing with the changes in people’s choices of entertainment. Given the popular use of social media platforms and channels, the relevant expenditures are not that high anymore. The choice of celebrities has also changed over the years (Stewart, 2020). Marketers tend to endorse their campaigns through YouTube celebrities or Facebook celebrities in order keep the costs lower while having the optimum outcomes. The reason behind its popularity and its implications on a business is evident from the theories explaining the effects of celebrity endorsement on certain target audience (Carvalho and Azevedo, 2018). 
Analysis of the International Business Opportunity 

Different levels of impact 

The multi-organizational structure of the project allows multiple forms of synergy to take place, therefore increasing its output and impact through business organization, policy makers, artists & activists, and other stakeholders. The local impact and benefits should be: strengthening the local organizations, empowering artists, human rights and gender equality advocates to further become change agents within their respective contexts, increasing engagement and participation in cultural projects through film, music, theatre and art festivals, validating and increasing the visibility of local arts and soft skill models through the best practice exchange; raising awareness of best practice work with local decision makers, social and cultural sector providers, and local business community. National impact: cross border cooperation and exchanges among partner countries are of the high importance to the overall evaluation. This will be further fostered through transnational and international synergy of activities, further evidencing the power of multiculturalism and the arts in aid of Human Rights advocacy. European/International impact: will demonstrate and be involved in the best practice exchange and cooperation, and significantly contributes to the understanding of European democratic principles.          

PESTLE analysis: 

PESTLE analysis is an external decision-making tool that reviews the relevant macroeconomic factors for the business. The political, economic, social, technological, environmental and legal factors, which impact the business operations, have been investigated in this decision-making framework 

· Political factors

Political factors have significant impact on business performance as the government and the regulatory bodies play direct role in shaping the business industries through the implementation of policies, legislation and through various other political decisions, which affect the economy and the marketplaces (Browne, 2020). Political factors influencing the business operations include employment laws, consumer protection policies, environmental laws, taxation policies, societal reforms, trade restrictions etc. 

The political landscape in the UK usually features stability and supportive attitude to business endeavours. In order to promote business investments, the British government keeps the corporate tax rates lower, and helps businesses by introducing supportive policies. The corporate tax rate in the UK, for example, is now 18% (Browne, 2020). This is comparatively less than many other countries in Europe. The World Bank scores the political stability in the UK at 0.05 (-2.5 weak; 2.5 strong), which features a moderate stability. Political corruption is minimum in the country, which also acts as a facilitator to business growth. The government keeps the trade restrictions minimum in order to promote foreign investments. Thus, a very supportive business environment is maintained in the UK. The government puts much emphasis on consumer rights and environmental issues, which, despite imposing some regulations on business, does promote fair business practices (Chang and Ko, 2016). 

We develop and maintain the important and long-standing relationship between the United Kingdom and North Macedonia.

“Our work ranges across a diverse range of political, security and economic sectors, including support for British businesses operating in the country. We support North Macedonia in its reform process working with Government, Parliament, civil society and others on issues such as good governance, transparency and accountability, security sector reform, judiciary, diversity, freedom of expression and socio-economic development”. (https://www.gov.uk/world/north-macedonia/news)

In this context, collaboration in the field development and prosperity, and support of the British businesses in the North Macedonia and other countries in Balkan Region is very significant factor for promotion of LGBT human rights, raising awareness and general successful impact.  

· Economic factors

Economic factors that influence business activities and investments include inflation rate, growth of the economy, average living standards, supply and demand trends etc.  

The UK is one of the largest economies in the world. In global ranking, the UK’s position is fifth, whereas in Europe, the UK ranks as the second largest economy. In 2018, the economic growth rate of the UK was 1.8%, which has increased into 1.9% in 2019. By the end of 2020, the GDP growth could be 2.0% (Abrams, 2019). However, the economists are not certain about the upcoming years. The global pandemic situation may affect the economic growth negatively in 2020 (Browne, 2020). 

An economic factor in North Macedonia has made some progress over the last 12 months and is at a good level of preparation in developing a functioning market economy. Economic growth resumed after a year of stagnation, though investment remained subdued. The government took measures to improve public finance management and transparency. 

· Legal factors

The legal frameworks shape the business activities in the country. The business industries in the UK are regulated by various specific and general legislation. Employment Act, Company Act, licensing acts, intellectual property laws, consumer rights act etc. are the legislation that directly influences business activities in the UK. Other than these, the equality Act, data protection Act, health and safety at work Act, etc. are the legislation that also shapes the activities within business organisations (Aaker, 2001). 

The legislative frameworks in the UK are mostly supportive of business ventures and investments. The mentioned laws and legislation also ensure that the consumers are protected and the employees receive fair treatment at the organisations. According to Browne (2020), laws and legislation are the rules set for ensuring the wellbeing of the public and the society. It is a proactive duty of an organization to ensure that it follows the relevant laws and legislations in its operations. 

The business should take account of the specified laws and legislation to ensure that they operate within the legal boundaries and comply with their legal obligations in the country. 

The legal framework on non-discrimination has been further aligned with the EU acquis and European standards with the adoption of the Law on Prevention and Protection against Discrimination. This law covers a wide range of protected grounds which now also includes sexual orientation and gender identity. A National Coordinative Body was set up to monitor the implementation of the legal and strategic framework on non-discrimination. Weaknesses in terms of budgetary allocations and implementation of the 2016-2020 National Strategy for Equality and Non-Discrimination remained. Deficiencies in the work of the Commission for Protection from Discrimination persisted while its premises and financial resources remained inadequate. There is public mistrust of this body, which is seen as politicised and linked to the former ruling party. The new Law foresees the election of a new Commission. The Ombudsman’s Office received 77 complaints on discrimination. Amendments to the Criminal Code adopted in December 2018 clarified provisions on hate crime and expanded the protected grounds. The Public Prosecutor’s Office became more proactive in opening investigations for alleged hate speech. Collection of data on hate speech is not systematic while an increase in cases of hate crime was noted in the Civil Society database. The Agency for Audio and Audiovisual Media Services reported one case of alleged hate speech and discrimination, which was rejected by the Commission for Protection from Discrimination. Some progress was made on equality between women and men. The plan envisages measures to raise awareness of gender equality and address gender stereotyping. The Parliament adopted a new Law on Termination of Pregnancy, which removes some of the restrictions and administrative obstacles (compulsory counselling followed by a three-day waiting period) which had been previously introduced in 2013. Gender budgeting provisions were implemented at ministerial level. The gender equality unit of the Ministry of Labour and Social Policy plays a key coordination role and it needs to be adequately resourced to ensure legal and policy tools are implemented effectively.

The rights of lesbian, gay, bisexual, transgender and intersex (LGBTI) persons are better protected following amendments to the Criminal Code and adoption of the new Law on Prevention and Protection from Discrimination. Sexual orientation and gender identity are grounds for protection in both. The positive attitude from the political leadership and advocacy by the LGBTI inter-party group of 13 MPs continued. However, societal prejudice, hate speech, discrimination and widespread intolerance are prevalent against LGBTI persons. Incitement to homophobic/transphobic hatred and violence needs to be more effectively prevented and prosecuted. No final convictions have been issued for the 2012, 2013 and 2014 attacks on the LGBTI support centre. Further efforts are needed on tackling and collecting data on hate crimes and hate speech based on sexual orientation and gender identity. The legal framework does not allow for the official recognition of same-sex couples. Transgender persons’ access to healthcare remains limited. Preparations to establish legally regulated gender recognition procedures were initiated in November 2018. In January 2019, the ECtHR found the country to be in violation of the Article 8 of the Convention related to the right to private and family life following a case related to the absence of legal gender recognition procedures (https://ec.europa.eu/neighbourhood-enlargement/sites/near/files/20190529-north-macedonia-report.pdf)

The culture of compromise among political actors has improved by the government’s efforts to reach out to all stakeholders, including the opposition and civil society, in an inclusive and transparent manner. The government has taken steps to restore proper checks and balances, and to strengthen democracy and the rule of law (https://ec.europa.eu/neighbourhood-enlargement/sites/near/files/20190529-north-macedonia-report.pdf) 

Culture    

The 2018-2022 national strategy for culture development, adopted in May 2018, is at an early stage of implementation. The new Law on Protection of Cultural Heritage and the national strategy for the protection of cultural heritage are still under preparation. 87 The country played an active role in celebrating the 2018 European Year for Protection of Cultural Heritage. However, in addition to awareness-raising activities, regular and appropriate budget allocations are still needed to protect cultural heritage. The only measure planned for implementing the 2005 UNESCO Convention on the Protection and Promotion of the Diversity of Cultural Expressions is some basic public promotion in 2019. The disbursement of funds under the annual programme for projects of significant national interests provoked criticism by numerous cultural operators on the Ministry of Culture's work and the political influence over its decisions. The Ministry of Culture’s capacity needs to be further strengthened, so that cultural and creative sectors can contribute to societal development and increase tolerance among communities. Overall, the country shows a satisfactory level of participation in the Creative Europe Programme. 


Environment 

The EU promotes strong sustainable development and protection of the environment. EU law contains provisions addressing civil protection.

Risk analysis
North Macedonia has been participating in the Stabilisation and Association process since 1999. The Stabilisation and Association Agreement (SAA) with the EU, signed in 2001, sets the framework for relations with the EU, including political, economic and technical dialogue. 
Experts met in seven subcommittees and one Special Group, according to schedule. The Stabilisation and Association Committee met in June 2018, followed by the Stabilisation and Association Council meeting in July 2018. A Stabilisation and Association Council was held in March 2019. Discussions focused on the progress made to advance the EU reforms, in particular in the areas identified by the June 2018 Council Conclusions and the strengthening of good neighbourly relations. The country continued to implement its commitments under the SAA. On 4 December 2018, the SA Council adopted the decision on the passage to stage II of the SAA, based on the Commission’s 2009 proposal. The implementation of the Instrument for Pre-accession Assistance II for 2014-2020 (IPA II) is underway. By the end of 2018, programmes totalling EUR 395 million have been adopted, out of which EUR 151 million have been already contracted. Significant progress was made on a sector-based programming involving all stakeholders. Programmes under the Instrument for Pre-accession Assistance for 2007-2013 (IPA I), have been progressively implemented and finalised. By the end of 2018, 62.7% of all funds allocated for the country under IPA I have been paid. A revised Indicative Strategy Paper was adopted in August 2018, enhancing the response to new challenges such as migration, terrorism and violent extremism, climate change and economic governance. 

The main risk factor impeding the swift implementation of IPA pre-accession EU funds remains the limited administrative capacity of the national authorities to prepare mature projects and insufficient commitment to ensure sustainability of project results. Urgent measures are needed to improve the planning, programming and management capacities in the national IPA structures, particularly with respect to managing large infrastructure projects. The national authorities need to better promote the sound financial management and control system established within the national IPA structures across the whole of the public administration, thus contributing to the public administration reform itself. 


Strategies to sustainability 
The EU supports the participation of the country in 12 EU programmes with EUR 57.7 million. To make the most of this investment, the national authorities need to enhance the participation in the EU programmes by better promoting funding opportunities, supporting preparation of mature projects, as well as maximising the results of funded projects. 

The key to sustain in the competitive industry is to build on the competitive advantages of the business. Competitive advantage involves elements of the business or its value proposition, which set it apart from the competitors. According to Cotton (2020), competitive advantage refers to “the condition or circumstance that puts a company in a favorable or superior business position”. 

The organization may consider gaining competitive advantage with its value propositions or it may create competitive advantage with the internal resources and personnel (Kazanjian, 2019). The findings of the external and internal analysis should be referred to in planning the strategies to sustain competitive advantage. Therefore, at first, the business needs to identify the right sources of competitive advantage that is relevant to the business operations and market offerings (Chang and Ko, 2016). 

Celebrity endorsement will allow the business to gain significant competitive advantage in terms of the marketing and promotion of the products, and the positioning of the products among the consumers’ mindsets (Kahren, 2009). However, needs to acknowledge the right way to deliver this strategy. Simply by investing on celebrity endorsement will not help the company gain long term benefits (Kazanjian, 2019). Instead the company can point out several relevant trends in celebrity endorsement. First of all, social media following and identify the social media influencers who have significant impact on customers need to be identified (Miller and Moore, 2013). This will involve designing a strategy for attracting the younger customer groups. The TV personalities should also be identified. For example, popular actors, actresses, pop artists or athletes, with whom both the older customer base and the younger customer base can relate to- should be identified. Thus, the right celebrities should be selected to endorse the brand (Neal and Strauss, 2008). Since, celebrity endorsement is an expensive marketing strategy, careful selection is crucial at this point. 

The second step should involve setting a budget for celebrity endorsement. The business needs to set this budget from the overall marketing and advertising budgets (Kazanjian, 2019). The main operational budget of the business should not be affected by the increased marketing budget, otherwise, the liquidity issues could arise. 

The third step to build competitive advantage with this strategy involves setting a short term and a long-term marketing campaign. The business should come into a profitable contract with the selected celebrity to ensure that the company has the full rights to the endorsement for the specific period of time (Czerniawski and Maloney, 1999). 

Finally, proper channels of marketing communication need to be selected for conveying the message. This should be done on the basis of the selected target consumers (Kazanjian, 2019). However, in the current marketplace, social media is the best suitable channel for this purpose. 

A performance measure needs to be pre-determined in order to evaluate the performance against the costs. Whether or not the celebrity endorsement strategy is delivering the desired value through brand loyalty and brand love, needs to be frequently investigated using performance metrics such as social media engagement of the customers, social media reach, return on investments (ROI) and increase in the sales after the strategies have been introduced (Miller and Moore, 2013). 

Thus, given the circumstances of the company, celebrity endorsement would be an effective means for building brand loyalty and driving brand love. This way the company will gain significant competitive advantage in the industry, in terms of marketing communication and brand positioning prowess. 

International management plan
	Company Name:
	Queer Center London 

	Year Founded:
	2019

	Address: 
	3rd Floor Office, 207 Regent Street, W1B 3HH

	City:
	London, England

	Country:
	United Kingdom

	Contact Name:
	Gordana Trpchevska / Polly Smith 

	E-mail:
	queercenterlondon@gmail.com

	URL:
	http://queercenterlondon.co.uk/

	Industry:
	Promotion of the LBTT+ human rights via art & entertainment

	Product/Services:
	Public events: festivals, concerts, theatre performances, film, party etc. 

	Target Market:

	General public

	Sales/Marketing Strategy:
	SWOT Analysis:


Strengths


· Unique idea of promotion LGBT+ human rights in North Macedonia and region


· QCL has experienced human resources and network of organizations and supporters/allies

Opportunities

· QCL will be first organization  who will promote LGBT+ human rights throughout art, media and entertainment in North Macedonia and region  


· QCL pursue the opportunities to expand in the international scale 

Weaknesses

· Brand new organization 

· Luck of financial recourses

· Lacks sustainable approach in business 
Threats


· Lower attendance due to general homophobia



	Business Model:
	Key partners

Key activities

Value propositions

Consumers

relationships

Market segments

LGBT+/Human rights  organizations

Sponsors

Medias

Brands

Logistics partners

Financial institutions

Allies 

Promotion of LGBT+ human rights throughout art & entertainment 

Marketing

Sales

Distribution

Pricing

Negotiation

Digital project management

Payment processing

Special edition of public events organized by QCL 

Supported by celebrities 

Friendly consumers/
customer service

Loyalty programs

Self-service

Automation

data protection


Feedbacks

service (online)

Online 


Lower price/free tickets 


Key resources

Cost structure

Promotion

Revenue streams

Financial Recourses (Capital)

Human recourses

Partnership network


Assets

Production (pre/post), 
Advertising and digital developments,
Procurement, cost
Salaries, Payrolls,
Inventory management

Digital media

Social media 

Traditional media

Retail sales of tickets/


Online sales of tickets

Sponsors/
Donors



	Major Competitors:
	Avalon Production – Macedonia, Leading concert company in Macedonia and Southeastern Europe  



Recommendations


Based on the investigation on the strategic issues, the following recommendations can be made: 
1. The business should invest on celebrity endorsement strategies in order to improve brand loyalty

2. Market research should be conducted before initiating this strategy. The aim of the market research should be to assess consumers behaviours and the general trends in market following

3. The right influencers need to be hired for the right target market segments 

4. The structure of the organization needs to be changed into a functional structure for better performance across the business units 

5. And finally, skilled workforce needs to be hired, maintained and retained in order to ensure the effective delivery of business performance across the functions within the organization 

6. The business model should integrate the sustainable approaches in order to improve brand loyalty and brand love among the consumers 

Conclusion 


One of the reasons why many businesses fail to perform up to their potentials is because they lack a structured approach to strategic planning and management. Businesses often make the mistake of loosely defining their strategies. Not taking account of the internal and external factors that influence business operations leads to ineffective business strategies. Acknowledging these common issues in business practices, the report delivers a detail discussion on the practical application of different theories and models learned in the modules. Referring to the given case study, discussions were made on wow these theories and models have been deployed in the emergent strategies. 
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