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Abstract 

This study focuses on the role that management and strategic management accounting plays in 

recession, specifically in the economic downturn caused by the pandemic of Covid 19, by 

analyzing how managers could cope with it and what decisions were made during that time. 

The paper explores Albanian SMEs’ most affected, especially in the health and tourism sectors. 

Both have an essential role in our country’s economy by providing and offering the highest 

incomes in the state budget. However, they have been affected in different directions. The 

health industry has had a positive increase in revenues. In contrast, the tourism and transport 

sector has been negatively impacted by decreasing their payments, causing a recession and 

total collapse.  

The methodology used in this paper is quantitative. Primary data were gathered from a 

questionnaire distributed to 60 SMEs in Albania, especially in Tirana and Durres City, because 

they are the biggest cities in our country. The most crucial part being analyzed is the tourism 

sector. The analysis and conclusions will show what kind of decisions they have taken and how 

difficult it was to evaluate the situation and find alternative ways to survive in the market. The 

questionnaire results concluded that most businesses had had a negative impact from the 

pandemic created and have been unprepared for its consequences. Most companies have 

chosen to cut costs by cutting jobs and expenses simultaneously. On the other hand, the 

financial aid they have received from the government has been meager compared to their risks. 

Most businesses anticipate that it will take a very long time to rectify the consequences of this 

pandemic. 

 

Keywords: Managerial Accounting, strategic management accounting, recession, cost 

accounting, Covid-19’s pandemic. 
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I. Introduction 

The economic health of different counties in the world depends on the ups and downs that can 

happen and affect almost every business, whether they can be positively or negatively affected. 

Each of them can come across difficulties when it comes to facing global financial and 

economic crises. The leaders, managers, employees, and every integral part of an organization 

must think together about dealing with all these imbalances. It must mention the complex role 

and power that management and cost accounting have in challenging times. 

In recent decades there has been instability in the global economic environment, which has 

affected all sectors and types of businesses across countries. Faced with such conditions, one 

of the best ways to cope with these external fluctuations and survive is the ability of 

management, followed by strategic planning, control, and decision making. In macroeconomic 

conditions, such as the case of a recession, firms face high external pressure to operate 

sustainably. Being in such a situation, in which not only us but the whole world is passing 

through, we have decided to develop this topic. The study aims to analyze how Albanian 

businesses managed to 'face this crisis,’ including their potential and government assistance. 

Below, you will find some details on the paper divided into three parts. The first part will 

discuss the recession, how businesses faced recession, and how managerial accounting and 

strategic management accounting may help improve the situation. The next part will show 

whether it was Covid -19 to cause a recession. It is demonstrated that various economic sectors 

became part of the recession; Covid 19 has positively affected some sectors like the health care 

sector and negatively affected other industries like the tourism and transport sector.  

The final part will develop a methodology; the quantitative research method is based on a 

questionnaire addressed to Albanians’ most affected SMEs by this pandemic. The 

questionnaire developed alternative questions and options and elaborated on how businesses 

face this economic threat. An integral part is also the analysis of the results. Finally, the 

information and data obtained from the methodology will be given the essential conclusions of 

the topic to understand the behavior of different businesses during the situation. 

 

2. Methodology 

 The methodology used in this paper is quantitative. The report consists of drafting a 

questionnaire with general data and specific questions about the topic. The analysis was carried 

out by addressing this questionnaire to the Albanian economic entities most exposed to the 

pandemic during 2020-2021. This questionnaire aims to obtain information from SMEs on 

managing their costs when minimizing revenues, the risk of closing the activity, and their 

decisions. Pandemic managed to penetrate the economies of all units, but the directions were 

opposite. There were sectors in which the pandemic has positively affected their economies, 

while on the other hand, there were businesses that negatively affected them. We did the study 

with primary data. Used Descriptive and analytical methods to obtain the results. In addition, 
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various economic sectors have been interviewed to gather more detailed information to draw 

valuable conclusions. 

 

3. Literature review 

3.1. What is a Recession? 

Today's economy, otherwise known as the free trade economy, can be a complex network 

consisting of many essential links of a continuous chain. An interruption caused by an 

association can easily trigger a series of events, negatively assessing continuity. These chains 

are economic entities, ranging from small businesses to corporations, their employees, 

suppliers, consumers, and various clients, economic policies set by the central government, 

bank, or other intermediary and cooperative institutions. The threat and disconnection of one 

of these links in the economic system would cause the phenomenon and process of financial 

recession, which lasts for long periods over time. It hurts the economy and may be present in 

a region or globally. The covid-19 pandemic caused consequences in various spheres like 

health and social and highly significant damage to the global economy. Traces observed in 

such elements are unemployment, unrealized income, profits, reduction of costs and expenses, 

industrial production, and supplies from third parties. Different sectors like health, life, and 

entity activity were under the weakening of a common threat: "Future Recession,” which would 

lead them to slow forward stepping. 

3.2. Has Covid-19 caused a Recession? 

When economic and financial factors have caused previous recessions, the recession of 2020-

2021 was natural. What makes it special and unique is the shock that it causes directly to the 

economy. Coronavirus pushed the economies of all countries towards an economic recession, 

but at the same time, economic factors and parameters were with positive growth. The countries 

where the virus was most severe hit hardest the most demanding, such as global trade, tourism, 

exports of goods and foreign financing, etc. Human capital also suffered heavy losses from 

school closures and health care. The World Bank described recession as a "Global economic 

catastrophe and the worst recession since World War II; while contrasting, IMF as " A crisis 

that is not ever seen in human and economic history."  According to IMF projected forecasts, 

the global economy will shrink by 3%, a decline of 6.3 percentage points compared to January 

2020, a drop that is many times more negative than the worldwide crisis of 2008-2010. 

Especially for developing countries, it is essential to strengthen their public health system and 

pursue monetary, fiscal, trade, and regulatory policies. None of the businesses managed to 

escape this influx, either negative or positive for some others, so it is considered inevitable. 

IMF emphasized that the recession of Covid-19 was one of the most powerful after the Great 

Depression. 
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4. Strategic management Accounting and Management accounting are 

essential during a recession. 

4.1. Management Accounting during the recession 

During a recession, a critical managerial field, aerial accounting, and incredibly strategic 

management accounting are indispensable for managing an entity's costs. A manager must be 

able to see the business openly, and fair fairways should enable cost reduction and other 

creative research on them, which have been considered before.  

 In the wave of a recession, cost management, using strategic management accounting 

techniques such as standardization, total quality management, achieving the target cost, or 

supply chain management, is more than beneficial, directly affecting effectiveness in decision-

making strategy. According to (Kaplan & Cooper, 1998), strategic management is focused on 

cost reduction and continuous improvement. Therefore, it can be considered vital in the process 

and life of a business; it’s that everything is produced with efficiency and good effectiveness, 

meeting and satisfying customer requirements. 

 Some of their most important objectives are listed below: 

● Measuring business performance based on efficiency and effectiveness in using 

business resources. 

● As an integral part of any business, managers will analyze risk to minimize it according 

to possible alternatives. 

● Develop an investment plan, such as budgeting, functional budget integration, or an 

additional method for each case. 

● List of goals to be achieved: "What will we do?" "When will we do it?", "How will we 

achieve it?", "What resources will we use?" etc. 

4.2. Strategic Management Accounting (SMA).  

SMA emerged as a concept in the late 1980s as a new approach to creating and restoring the 

lost relevance of management accounting. SMA is seen as a more advanced form of 

management accounting that incorporates the long-term objectives of a given organization by 

analyzing both the external environment and market competitors. Discussing SMA through the 

perspective of its many techniques (Essia, 2007), it could be understood as a series of 

techniques that help in generating information that supports the management to have a match 

between the environmental level in which the business will work, the strategies to be 

implemented, the capacities and management system which will implement the process to be 

proposed. As discussed later, SMA has a great scope of techniques that could incorporate the 

techniques of AA (Activity Accounting) and AAMT (Accounting for Advanced 

Manufacturing Technology). Hence, the focus of this study is on SMA. 
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SMA represents the evolution of management accounting in that it needs to collaborate and 

provide strategic information for strategic management, marketing, and other management 

functions. To this end, SMA adopts: 

● first, a more exterior appearance customer orientation, current, and potential 

competitors, and markets in general; 

● second, an orientation towards internal resources and organizational capabilities; 

● third, a forward orientation that allows for the creation and achievement of 

competitive advantages for improving organizational performance; and  

● Fourth, both financial and non-financial measurement typologies. 

However, SMA considers an accountant's greater involvement in managerial functions and 

strategic decision-making and management accounting practices with a strategic orientation to 

achieve its objectives. 

(Bromwich, 1988, 1990, 1991) and (Bromwich & Bhimani, 1989a) agree that SMA should be 

expanded slightly more than just competitor data collection and analysis. In addition, it should 

distinguish its benefits from the products it offers to its customers. 

Another author who has strengthened the role of SMA more recently is (Ashour, 1995), who 

argued that the concept of strategic management accounting is related to managerial analysis 

and the continuous improvements of a business, especially in aspects related to production 

volume price, costs, and market share. Later another author who has described the definition 

of SMA was (Fathy, 2002), who stated that strategic management accounting is closely related 

to forecasting and analyzing managerial accounting data in a business in terms of the market 

costs and strategies of his competitors to use this data to develop, regenerate and implement 

successful strategies for a company to maintain a competitive position in the market.  

Another approach to looking at SMA is from the perspective of its techniques. According to 

(Eissa, 2007), strategic management accounting consists of a series of techniques that help in 

generating information that supports the management to have a match between the 

environmental level in which the business will work, the strategies to be implemented, the 

capacities and management system which will implement the plan to be proposed.  

4.3. SMA techniques and their influence on SMEs in Albania during the pandemic 

situation. 

Strategic management Accounting has had 17 techniques from different authors, but I have 

designed a new framework in my recent studies. According to my research, the number of 

strategic management accounting techniques is twenty-six, divided into seven categories. The 

techniques are:  

A) Cost oriented techniques which include: 1- Attribute costing, 2- Activity Based Costing 

(ABC/ABM), 3- Target Costing, 4- Kaizer Costing, 5- Quality Costing, 6- Life Cycle Costing, 

7- Value Chain Costing 

B) Planning evaluating and monitoring oriented techniques: 1- Capital Budgeting Cost, 2- 

Benchmarking, 3- Integrated Performance Measurement or Balanced Scorecard. 
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C) Decision-making or future-oriented techniques: 1- Strategic Pricing, 2- Brand monitoring 

and valuation, 3-Strategic Costing, 4- Product Profitability Analysis. 

D) Competitor Oriented techniques: 1- Competitive position monitoring, 2- Competitor Cost 

Estimation, 3- Competitor Performance Evaluation. 

E) Customer Oriented Techniques: 1- Lifetime Customer Profitability Analysis, 2- Valuation 

of Customers as Assets, 3- Customer Profitability Analysis, 4- Environmental Costing.  

F) Process-Oriented Techniques, which Include: 1- Total Quality Management, 2- Just in Time 

Product, 3- Lean Costing. 

G) Supplier Oriented techniques: 1- Supplier Position Monitoring, 2- Suppliers Performance 

Evaluation.   

SMA and all of its techniques significantly impact companies' performance, especially in 

making good analyses and cost calculations during financial crises that companies experience. 

For example, Covid -19 was a financial crisis for some companies, so SMAT helped improve 

their situation. Usually, cost-oriented techniques are more helpful in such cases, which helps 

companies reduce their costs without decreasing product quality. Also Important is Process 

Costing, which allows companies to produce their products with the Just in Time technique to 

increase rate, and customer satisfaction and produce high-quality products for a short period.  

 

  4.4. Short definitions of all the techniques: 

1. Attribute-based costing - Identified customers’ benefits from a product and their role in 

achieving a competitive advantage. (Bromwich, 1990). 

2. ABC –This is the definition of activities performed by the company. ABC's strategic 

focus consists of managing activities through which it is possible to identify actions to 

achieve a competitive advantage. (Cooper et al., 1992). 

3. Target Costing - Represents an approach supporting cost reduction initiatives at the 

point of new product development or design. TC is derived from sales volume, price, 

and desired profit estimates. (Monden & Hamada, 1991). 

4. Kaizer Costing – This system supports the cost reduction process in the manufacturing 

phase of an existing product model. (Monden & Hamada, 1991). 

5. Quality Costing - Is classified into four interrelated categories: prevention, evaluation, 

external failure, and internal failure. It is usually recommended that management 

monitor them to ensure an optimal level of relativity. (Kaplan & Atkinson, 1989). 

6. The product life cycle cost - Helps management understand the consequences of 

changing prices for product development and creation and identifies processes in which 

cost reduction can be most effective. (Czyzewski & Hull, 1991). 

7. Value Chain Costing - Provides a valuable extension for conventional cost analysis. 

The concern of MA regarding the monitoring of value-added is not enough to seek 

temporary benefits or to find possible cost savings related to suppliers or customers. 

(Shank & Govindarajan, 1992) 
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8. Capital Budgeting Cost - Budgeting is simply balancing expenses with income. Capital 

budgeting evaluates and selects long-term investments consistent with the firm's intent 

to increase owners' wealth. (Mayo, 2013). 

9. Integrated performance measurement systems- provide financial and non-financial 

performance measurements covering a range of organizational perspectives.  When 

combined, “these measures offer a way to translate strategy into a coherent set of 

performance measures. (Chenhall, 2005). 

10. Benchmarking - is the process of identifying the best performance of other companies 

and using this knowledge to create a competitive advantage. (Camp, 1989). 

11. Strategic Pricing - focuses mainly on using information about competitors, such as 

reactions to price changes, price elasticity, their experiences in using economies of 

scale, and all the first in the pricing process. (Foster & Gupta, 1994). 

12. Brand monitoring and evaluating- gives brand value to a particular product. A 

formalization of brand value accounting sees the costs associated with the brand as an 

investment and not as an actual expense. This is a future long-term technique (Cravens 

& Guilding, 1999). 

13. Strategic Costing- is related to concepts in terms of strategic management, such as value 

chain, and marketing, such as product positioning, which is very important for decision 

making and has a clear future and external focus.  (Shank & Govindarajan, 1988, 1991, 

1992, 1993 a, b). 

14. Product Profitability Analysis - is essential for managerial and cost accounting, and 

many companies have a sophisticated system of calculation and cost-sharing. PPA is a 

technique that manufacturers quickly supported. (Ward, 1992). 

15. Competitor Cost Estimation - implies a periodic and updated forecast of competitors’ 

item costs. All forms and easily accessible resources should analyze competitors' prices, 

such as direct observations, mutual supplies, clients, former employees, and published 

accounting data. (Simmonds, 1986) 

16. Competitor Position Monitoring - Requires a comprehensive analysis of all competitors 

that in addition to market share, the study should include turnover, return on sales, sales 

volume, cost per item, price per item and leaks cash flows, capacity utilization, liquidity 

and availability of competitors' core resources. (Guilding, 1999) 

17. Competitor Performance Evaluation - Focuses on the performance of competitors. 

Strategic performance and critical sources of competitive advantage can be assessed by 

analyzing competitors' published financial statements. (Moon & Bates, 1993) 

18. Lifetime Customer Profitability Analysis - To find the value of a customer, you need 

to know the structure of the annual benefits that come from customers over the years. 

The value of the client's life comes from the client's relationship with the company. 

This concept can change the annual profitability. (Reichheld, 1996) 

19. Valuation of Customers as Assets -it seems more than usual for customers to be 

perceived as assets for a company. Still, an asset value can be created by actualizing 
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the estimated benefits that are assumed to be received in the future by a customer or a 

group of specific customers. (Levitt, 1983). 

20. Customer Profitability Analysis -Customer profitability is the difference between the 

revenues earned from the costs associated with the customer relationship during a 

specific period.  (Pfeifer et al., 2005). 

21. Environmental management accounting - is an approach that enables the transfer of 

data from financial accounting, cost accounting, and flow of recorded materials to help 

increase the effectiveness of materials and reduce the negative impact and risk it causes 

to the environment.  (Jasch, 2003). 

22. Lean Costing – This is a new technique that helps to create value for customers. The 

poor vision reflects the strategic choice aimed at improving competitiveness. (Rao & 

Bargerstock, 2013). 

23. Total Quality Management -Firms have implemented TQM concepts and strategies for 

increasing their reviews by incorporating quality and continuous improvements to their 

strategic priorities. (Hoque, 2003). 

24. Just in Time Product - Just in Time is a developed manufacturing philosophy 

representing circumstances, ideal aesthetics, and simplicity. JIT is a kind of 

management production strategy. (Fullerton & McWatters, 2001). 

25. Supplier Position Monitoring - Performance monitoring’ means measuring, analyzing, 

and managing a supplier's ability to comply with and preferably exceed their 

contractual obligations.  (CIPS, 2013). 

26. Evaluation of Supplier’s Performance - provides the purchasing firm with a better 

understanding of which suppliers perform well and which do not. Supplier evaluation 

is essential regarding functions or activities within the purchasing firm. (Carr & 

Pearson, 1999). 

 

 

5. Results of questionnaire data analysis 

The first part of the questionnaire consists of questions related to the impact of Covid 19 on 

businesses, what were the serious consequences it caused to them, and how they were thinking 

of a way out with or without government support. While in the second part of the questionnaire, 

we make a more in-depth analysis through 60 questionnaires addressed to the SMEs most 

affected by the Covid-19 pandemic, ranking them in the form of alternatives and the Liker 

scale. Their naming (considering the subjects’ preference) has been chosen to be anonymous 

to maintain the confidentiality of their data. Participating businesses have been in tourism and 

transport, such as travel agencies, air, sea companies, and hotels. The tourism sector and its 

sub-sectors suffered a drastic financial decline. The primary source of their income was 

Albanian and foreign individuals who were limited to using these sectors’ services. On the 

other hand, we also see other businesses thriving during the pandemic. Many people stayed 
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locked up at home, being able to use delivery services. Some activities like pharmacies were 

open almost all the time to provide the population with the needed medicines. Private hospitals, 

private laboratories for various tests and diagnoses, so all companies in the health sector 

experienced an increase in their revenues called an "economic boom.” 

5.1 Questionnaire Analysis 

Below we will continue with the analysis of the questionnaire we conducted in 60 businesses 

affected by the Covid-19 pandemic from 2020-to 2022. 

Question 5.1.1: Do you consider your business affected by the Covid-19 pandemic

 

Questionnaire analysis shows that 53% of companies were influenced too much by the 

pandemic, while 47% were sufficiently affected. All subjects taken in the study are affected by 

the created pandemic. Other businesses have had a positive impact during pandemic situations, 

and these are companies related to the healthcare sector, such as pharmacies, analysis 

laboratories, private hospitals, etc. Meanwhile, the rest belongs to the tourism sector, winning 

a drastic decline in revenues and high expenditures. Many of them also claim that their 

economic effects will continue for a long time; the recovery is thought to be difficult and time-

consuming because the consumer perspective has also changed. They do not tend to buy or risk 

their savings in moments of economic uncertainty. 

Question 1.2: Do you think your business recovery will be V, U, or L? 

 

A significant portion of businesses has visualized the low recovery of their economy. They still 

have uncertainties about the re-spread of the virus because even WHO does not have a 

guarantee for it. V- Recovery means that businesses have experienced a recession, but they 

have had an immediate recovery of their financial situation. U-recovery means that companies 

have experienced a recession but with a gradual recovery of their economy. L- Recovery 

implies that they did not recover from the situation, and they realize a bankruptcy of their 
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business. About 65% of companies have predicted a slow recovery of their activity. In 

comparison, 32% have expected an immediate recovery, and further, about 3% of them indicate 

a total bankruptcy of their training. 

Question 1.3: Do you think government support for businesses was sufficient? 

 

The literature lists the two relevant packages and measures for government assistance provided 

to businesses, considering their characteristics and the number of employees and those laid off. 

It is noticed that a high percentage of 83% have assessed insufficient government support 

against the miserable situation businesses were experiencing. The other answer consisted in 

the idea that a company, which saw that revenues were towards the end, expenses were too 

high, had inevitable costs for which should have taken a mitigating measure, not even their 

liquidation for a period subsequent. Only 15% of businesses strongly agree with the state’s 

assistance, which refers to small businesses mainly in the service sector, and they were natural 

personal entities. The salary they received from the state was enough for themselves because 

they had no other employees in the firm and had no other expenses beyond pay in that period. 

In comparison, 2% of businesses believed that the assistance was not enough and that the state 

could offer some alternatives which companies could choose. 

Question 1.4: How prepared was your business for the loss of revenue? 

 

Budget is one of the essential elements of a business, which determines its continuity and 

performance. When the income decreases, the company faces a financial panic, which must be 

well managed. The pandemic puts businesses in front of human problems like insufficient 

income to cover their expenses. Only 8% of companies answered that they were prepared for 

the situation. 48% responded that they were very little designed for the financial insufficiency 

they would face. About 42%answered that they had been sufficiently prepared to the level to 

cover the most necessary expenses but that they were still faced with reducing costs by making 
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cuts in jobs. At the same time, 2% of businesses answered that they were not prepared for what 

would happen. However, no business could be prepared for such chaos, but even facing such a 

situation would question that a good part of businesses could be threatened with bankruptcy. 

Question 1.5: How prepared was your business for losing seats? 

  

One of the resources of a unit is its staff, who should be able to make the company move 

forward and with great strides. However, when the team anticipates losses, they analyze and 

choose the dismissal of employees as a good possible alternative, estimating that costs are 

reduced and that they can replace work performed by someone missing. 63.6% of businesses 

state that they were very prepared for job cuts. While 33.4% of them indicated that they were 

sufficiently prepared but skeptical because they did not think the situation would reach that 

point. Anyway, they have been prepared because, according to them, it was a possible 

alternative to exit from the crisis. While the remaining about 3% answered that they were not 

at all prepared to make cuts in the workplace and that would remove a significant number of 

their employees. 

Question 1.6: Does your company have information about Strategic management 

accounting techniques? 

 

From the questionnaire, it is evident that about 50% of the companies have information about 

strategic management accounting techniques, while about 30% of them have little information 

because after reading the Annex of the questionnaire, which was related to definitions of these 

techniques, they conclude that they have used them. Still, they have had only a little 

information about them. So only 20 % of small and medium enterprises have no information 

about these techniques. 
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Question 1.7: Has your company used these techniques before and during the Covid-19 

Period? 

 

50% of the companies that have used these techniques before Covid -19 have continued using 

them also during the Covid -19 period. While 30% of the companies that have some little 

information about them have used it only a little and about 20% have no usage of these 

techniques in their companies. 

5.1.2. The questionnaire's second section is more specific to businesses. 

Question 2.1: How much does the survival of a business depend on managing its costs? 

  

Cost management is necessary, not only for the period under study but for any time. If the costs 

and expenses of a unit only increased all the time, this would be sinking for the team, so the 

Chief Financial Officer is in charge of coordinating their distribution. In the assessment 

obtained, it is seen that almost all businesses are aware that cost management fights for the 

company’s survival, and when the costs that the industry has are at normal levels, it means that 

the decisions made have been correct. From the answers to the question, The result best 

coincides with the importance of cost management in business, and their distribution through 

strategic planning is essential and irreplaceable. 63% of companies answered that the survival 

of economic activity depends exceptionally very much on cost management. At the same time, 

37% responded that it depends a little on proper cost management. 

 

 

 



 

22 
 

Question 2.2: To what extent do you consider your business is affected by the Economic 

Recession that has affected Albania and the world? 

 

In a general context, the economic recession is devastating for a business's economy, where 

the latter must make the right decisions at the ideal moment. If our phenomenon is seen in a 

particular context, namely the Covid-19 pandemic created, it is claimed that the impact on 

business has been negative. Even those businesses that had economic growth due to the sector 

in which they operated, on the other hand, had a significant risk to their health because they 

were directly exposed to Covid infections. 38% of businesses were strongly affected by the 

review and the pandemic. About 30% were sufficiently involved. Only 5% of the companies 

interviewed answered that they were slightly affected by the economic study. They were new 

businesses created in recent years. 

Question 2.3: Did you make a promotion during the pandemic in order not to lose 

customers? 

  

Promotion is a factor that has a high impact on the business, bringing in new clients and 

customers. A good part of businesses has chosen to practice promotion during a pandemic as a 

way for their business to be close to their client with different offers. According to their 

answers, the most used promotion methods were social networks, such as Facebook, Instagram, 

Twitter, LinkedIn, or other websites, with low cost, effective and efficient in managing general 

expenses in entities, thus reducing other unnecessary services. It is noticed that 70% of 

businesses have made good promotions at necessary levels over their activity, about 20 % have 

promoted at sufficient levels. Respectively 7% have done little promotion, and 3% no 

promotion. We know that marketing has its costs, but companies needed to increase online 
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selling, so they were obligated to make online promotions of their activities a low-cost 

opportunity. 

Question 2.4: Did you make supplies for products during the pandemic? 

 

From the percentages, a part of the businesses has reduced the pace of their supply. It is due to 

two main factors: 

- The uncertainty that consumers could afford to buy these products and services. 

- Storing products for a long time would increase their cost, negatively impacting them. 

The graph shows that 38% of businesses have received many supplies, and about 35% have 

received supplies at sufficient levels. In comparison, companies have received a little scroll, at 

about 27% have received very few stores for fear of collapse and stock that could be created 

since there was a fear that sales would not be at the proper levels. 

Question 2.5: Do you pursue a job-cutting policy to reduce your costs during the 

pandemic? 

 

Another cost, which is considered unavoidable, is the policy of deciding to dismiss employees. 

Many firms choose to cut jobs to reduce their costs consequently. Few businesses remained 

open, so all companies closed due to time constraints, quarantine, or ban on opening, chose to 

cut jobs. The graph shows that companies have cut by hiring only essential employees. Their 

work would be sufficient if these businesses’ turnover were significantly reduced due to the 

pandemic. About 40% of companies applied job cuts policy in their jobs because they were 

facing the risk of bankruptcy, 35% of them made significant cuts as much as they considered 

necessary, about 20% of them made very few cuts, and only 5% of companies have no job cuts. 

Meanwhile, these company categories, which did not cause job cuts, took out loans to pay off 

their employees’ salaries, hoping that the situation could improve sooner. 
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Question 2.6: Was there a drop in variable costs during the pandemic? 

  

Variable costs exist when there is the production of products, so they are in direct proportion 

to each other. From the above alternatives, a small result emerged in terms of supplies. A 

decrease in them means that the unit will not produce or provide a particular service. 

Consequently, variable costs will be reduced, confirmed by the above alternatives. Due to the 

lack of production or service delivery, variable unit costs began to be reduced in fair proportion. 

About 43% of businesses have had a high reduction in variable costs, 35% have had a sufficient 

reduction of these costs, about 12% of them have had a slight decrease in variable costs, and 

only 10% of businesses did not make changes in their Variable Costs. As a result, they have 

had a slight decline in their pace of production, as could the sectors of drug and food 

production. 

Question 2.7: During the pandemic, there was a delivery service so that businesses could 

increase their turnover. 

 

Delivery service was an excellent option to increase turnover considering the situation created, 

but not all sectors had the opportunity to have such a service. For example, this type of service 

was impossible for the Tourism Sector because they did not have it as an alternative. The other 

sectors made their selections according to their efforts to have their clientele as close as 

possible. Businesses such as groceries, supermarkets, fast foods, pharmacies, clothing stores, 

or other companies that had the opportunity to deliver their products managed to maintain a 

satisfactory sales pace through this alternative. In addition to a cost to the business, as the cost 

of transportation would be added to the total component costs, on the other hand, a lot of 

revenue would be generated through product sales, which would not be achieved if there were 

utterly prohibitive barriers. The questionnaire shows that about 47% of businesses apply the 

delivery service very little, 30% use it a lot to increase their revenue, and 23% use it enough to 

think it could influence sales promotion. 
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Question 2.8: Different marketing strategies were used to be as competitive as possible 

during the pandemic. What were the methods you used? 

 

Unequal distribution is seen in the efforts of businesses for marketing. This is because 

marketing costs, included in fixed costs, tended to decrease, but on the other hand, there were,e 

attempts to be close to customers with promotions in various ways. As mentioned, one of these 

ways was to focus on social media. The whole world is moving towards the development of 

technology, so why not promote them, thus minimizing the costs they may have. The 

questionnaire noticed that 57% of businesses use a promotion on Facebook, 27% use 

advertising on Instagram, 13% use alternative advertisements via radio, and only 3% use 

television due to its high cost. 

Question 2.9: Was there any government support for your business? 

 

During the Covid-19 period, the government tried to contribute specific assistance to 

businesses. It offered big companies an alternative of getting loans so that they could pay off 

their employees' salaries and at the same time be able to cover the administrative expenses they 

had during this period. Meanwhile, small businesses were provided with wage assistance called 

war wages. This was enough to bring out a minimal profit and was valid for small companies, 

physic, or legal entities, but most were free professions. As we can see in the questionnaire 

from the answers of the businesses, we find that about 50 % of them have stated that the 

government aid has been insufficient, while 47% of them said that the assistance was minimal. 

Only 3 % of businesses believed it was sufficient. 
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Question 2.10: Which of the following categories of SMAT have your company mainly 

used? 

 

From All Albanian SMEs that have participated in the questionnaire, results show that most 

companies, 31.8 %, use Cost oriented techniques. In comparison, some others, about 22.7 %, 

use Process-oriented Techniques. At about 13.6 %, a few others use planning, evaluating, and 

monitoring techniques, and only a few companies, at about 4.5 %, use Oriented Supplier 

techniques.  

6. Conclusions and Recommendations 

Every event until now came because of a particular phenomenon such as Covid -19. Various 

studies have discovered the factors and elements that have enabled such results. Covid-19 

raised not only a global health and life crisis but also a general financial, economic, social, 

psychological, and environmental crisis.  

Many businesses sank during the pandemic, but a few others reached their peak of prosperity. 

The drop in revenue prompted many companies to take drastic measures to reduce their costs. 

It would be best to utilize strategic cost transformation as a business lever; in the short term, 

this would mitigate the impact of the pandemic and their recovery in the long run. Attention 

has always been paid to revenue generation to consistently occupy a more important item in 

the budget, but the cost support model needs to be seen. As a result, cost management lacks a 

central direction and a well-structured control, so this is observed today in the decision-making 

process of companies. 

 Covid-19 also targeted the number of employees, thus removing those deemed unnecessary 

during the quarantine period to reduce costs. It was challenging for some companies, why even 

during the closure of their activity, to keep their employees employed, bu. Still, on the other 

hand, even for those who were fired, the government offered special packages for them. Most 

affected here were the service and tourism sectors, which forcibly reduced some positions of 

their employees. 

Companies in Albania must be more informed about financial and accounting concepts and 

their methods or techniques. Strategic Accounting is a new field of Accounting, but it helps 

companies improve costing, controlling, and decision-making processes by influencing their 
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future and performance.  Strategic management Accounting allows companies to pass different 

problematic financial situations in which they should be part of the world economy, as 

happened in the recent years with Covid 19 economic situations.  

The main conclusions were drawn from the questionnaire: 

1. Some businesses sank below cost due to the pandemic, while some prospered from the 

realization of sales (mainly the health sector). 

2. A significant part of them thinks that the economy’s recovery will be a slow process, as the 

consequences of the pandemic will leave traces in the future. 

3. The estimated government support was insufficient due to their high costs, which did not 

realize them in the best possible way despite their efforts to minimize them. 

4. Not all businesses were ready to face the high losses of their income; we can single out the 

tourism sector, which pays the companies in question, and the state budget, occupying an 

actual weight. 

5. The layoffs of employees were in high numbers, where those benefited from the state's 

financial packages. 

6. In the business family, the person who manages revenue and expenditure is the chief 

financial officer (CFO), whose role is irreplaceable in the entity and who controls the entire 

future of the entity. 

7. Economic recession does not always hurt businesses, thus considering the areas it attacks. 

8. The promotion has been a solid key to businesses in this period, but what is seen is that it 

is focused on social networks, thus enabling a lower cost for the company. 

9. Supplies for products have been at low rates due to consumers’ uncertainty in purchasing 

and staying in inventory for a long time without selling. Also, some businesses changed 

their supply chain, being run by suppliers who provided raw materials or products at a 

lower cost price. 

10. To cover all business costs, firms chose to reduce their variable costs, resulting in their 

sales or productivity. Still, the focus was also on fixed prices, which had a much downward 

trend, much higher than variable costs. 

11. Albanian companies know a little about Strategic management accounting concepts and 

techniques. 

12.  Even though they use them, they do not have information that these methods of analysis 

that they use for different purposes are part of Strategic Accounting. 
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