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Abstract

presents selected results of research on the role of marketing strategies of 

1. Introduction
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Table 1.

Size of the locality Very 
often

Often
Very 

5 Kruskal-Wallis test: grouping variable ”geographical area of operation” (Chi-square = 2,783, df=3, Asymptotic 
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other

organization sets different prices for different

recipient groups (they are however predefined for

price is determined taking into account margin for

organization

prices are individually negotiated

service recipients give voluntary donations for the

use of offer

price is equal to the costs of services

organization requests symbolic contribution,

predefined fees for the use of services

price covers only part of the costs related to

providing services

organization does not charge fees for services

Formulas for price formation:
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Table 2.
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4,1%

8,7%

14,3%

24,0%

49%

Table 3.

Stakeholders
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Table 4.

Activities
activities listed

 



Table 5.



4. Conclusion
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