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XaOuJauTanuoHeH TPy

HacrosmaTta monorpadus uma 3a yen na od6oratu HaydHarta JuTepaTypa B o0yiacTTa Ha
JTUTUTAIHUSI MApKETUHT, KaTo (OKYyChT € BBPXY TpaHchopMmausaTa B HpeaIpUeMadecKoTo
MUCJICHE Upe3 MPUCIIOCO0sBaHe Ha OM3HECa KbM HOBHTE JTUTHTATHH YCIOBHS, B YACTHOCT KaK
MapKETUHTOBUTE KOMYHHMKAIIUU CE€ MPUCTIOCOOSIBAT KbM Bb3HUKHAIUTE TEHCHIIMHU 32 MTPEHOC
HAa MAapKETMHTOBUTE AaKTUBHOCTH B JUTUTAIHU YCJIOBUS M Ch3JlaBaHe Ha e(EeKTHBHU

CTOMHOCTHH MMPEIJIOKCHUA, O6B’Lp3BaH_[I/I KIIMCHTHUTE C 6paHzLa.

Obexm Ha u3ciieBaHE B MOHOrpapUuHUs TPyJ ca MapKETHHTOBUTE KOMYHHUKALUU U
TAXHATa MPOECKLHNs B IUTUTAJIHA CPElla B pe3yJITaT Ha Pa3BUTHETO HA TexHosoruute. Ilpenmer
Ha pa3zpaloTKara ca CKIIOHHOCTTA U HarjacuTe OT e/lHa CTpaHa Ha NOTpeOUTeInTe, a OT Apyra
Ha Ou3Heca, 3a NpUEMaHe Ha HOBUTE TEXHOJOTUM, pas3rjelaHd B KOHTEKCTa Ha
MapKeTUHTOBUTE KOMYHHMKAlUH. 3aJ0’)KEHUTE U  IOCTUTHATH OCHOBHU  HAY4HO-
uscnedoeamencku 3a0a4u ca OOBbP3aHU C IPEJCTaBIHE HA TEOPETUYHHUTE IOCTHXKEHUS U
NPEOCMUCIISIHE HA KOHLENTYaJTHUTE TIIOCTAHOBKM, KOWUTO JepUHHUpAT JUTHTaAIHATA
TpaHchopMmalus U MPHUCIIOCOOSIBAHE HA MAapKETHHTOBUTE KOMYHUKAIlMM KBbM HOBaTa
TEXHOJIOTMYHA Cpefa; MPEICTAaBEHHU Ca MO3HATUTE B HAYYHUTE CPEIU TEOPUU U MOJEIH 3a
MpHeMaHe Ha HOBHUTE TEXHOJIOTMU, KaTO € pa3pabOTeH METOJWYECKH MHCTPYMEHTapUyM, B
TOBAa YHUCJIO TEOpeTUYHAa pamMka Ha EnuHHara Teopus 3a INpUEMaHe M U3IOJI3BaHE Ha
texHonorusTa, nozHatr kato UTAUT, xaTo (QokychT € HacoueH KbM JONMBIHEHUS MOJEN

UTAUT2 u Mogena 3a npuemane Ha texuosoruute (TAM), kouto (hopMHpaT Harjiacure,



KaKTO B IIpeIIpUeMaynTe, Taka U B MOTPEOUTENNTE; ONPEICICHN ca OCHOBHUTE UH/IUKATOPH,
n30paHu chOoOpa3HO IeNTa Ha M3CIEIBAHETO; HANPaBeHO € EMIIMPUYHO NpOYy4YBaHE dYpe3
M3IIOJI3BAaHE HA aHKETEH METOJ, MOAYMHEH Ha IeNUTe Ha HW3CJIeIBAaHEeTO; Ha Oa3aTa Ha
o0oO0IIeHaTa OIleHKa Ha pe3yJTaTHTE ca HACHTU(UUUPAHU MPEANOYUTAHUATA, HArJIacu U
OTHOIICHUS Ha MOTpeduTennTe U OM3HEca, KOUTO ca pellaBally 3a MPUEMAHETO Ha HOBUTE

TCXHOJIOTMHU U MmoArioMaraTt yCujinAaATa 3a OTKpUBAHC HA BT €AHU KbM APYTH.

3a mocTUraHe Ha 3ajJ0XKeHaTa L€l U pellaBaHe Ha MOCTAaBEHUTE 3a/layM ca U3I0JI3BaHU
cUcCmeMmMeH, meopemuieH, eMnUPUYeH U UHmMeEPOUCYUNIuUHapen nooxood. Ilpunoxenu ca
0a30BUTE MemOoOU 3a AHAIU3 U CUHME3, UHOYKUUA U 0eOYKYUA, RPUUUHHO-C/Ie0CHEEHUME
6Pb3KU, CpAGHUMENEeH AHAAU3 U Op., KAmMO AKUEeHm e NOCHMAGeH 6bpXy AHKEMHOMmO
npoyueane, KOCTO THPCH Bpb3KAaTa MEXIy HArJlacUTe Ha IMOTpeOWuTenuTe W Ou3Heca 3a
MpHeMaHe Ha HOBHUTE TEXHOJIOTMM W BJIUSHHETO Ha MAapKETUHIOBUTE KOMYHUKALUU B

JAururaiHa cpeaa.

B crpyktypHO oOTHomeHue MoHorpadusTa € OpraHu3MpaHa B CleqHaTa

IIOCICA0OBATCIIHOCT: BBBCJICHHUC, 3 rJIaBH, 3aKJIIIOYCHUEC U IIPUITOKCHUA.

ITvpea 2naea, npedcmasena 6 Hav-oow niau, pasenexncoa MmeopemudHama pamka Ha
ousumanHama mpancgopmayus, Kamo aKyeHmume ca NOCMAseHu 8bpxXy cmpameuume 3d
OUSUMANHA MPAHCHOPMAYUSA, NPUNLONCEHUEMO HA 20]ieMume OAHHU 6 MapKemuHz08ama
UHOYCMPUS, KAMO CbUWECMEEHO GHUMAHUE € OMmpedeHo HA OUSUMATHUS MApPKemuH208
neusanxc u OucUmanrHume MAapkKemuneo8u cmpameeuu, ¢ QOKyc 6bpxy MapKemuHz08ama

Qynus, ,,opeanuzupare ‘* Ha NOMPeOUMENCKOMO NbMYBAHE U NOMPEOUMENCKO NPENCUBABAHE.

CriennaiaHO BHUMaHuUeE € OTJeNIeHO Ha VIHTepHeT Ha HelaTa, KOUTO ca B MpsKa Bpb3Ka C
oueumanuama mpancgopmayusi, KaTo U3pUYHO C€ KOHCTATHpa, Y€ B ChbBPEMEHHM YCIIOBHS
BCUYKO € CBBP3aHO C BCHYKO. BHMMaHMe € OTHaJeHO M Ha 4YeTBbpTaTa HHIYCTpUAJIHA
PEBOJIIOLINS, KOSATO € KJII0YOBAa MHMIIMATUBA, MIOUYEPTaBallla HOBATa BbJIHA B MHYCTPUATHMUS
Hanpenbk. [lomueprano e, uye HapacTBamata HU@poBHU3alMs Ha OW3HeEca Mpeau3BUKA
MCTUHCKA eKCIUIo3us B T.Hap. Big Data, HanmuuHu, IpUETH ¥ MPOYYCHU MPH U3rPaKIAaHe Ha
o6uznec. IlpeacraBeHm ca  OCHOBHUTE JePUHULMU HA  IOHITUETO , JUTHUTAIHA

TpaHchopmanus®. M3sicHeHU ca Hall-BaKHUTE XapaKTEPUCTUKU B AUTHTATIHUTE MPOLIECH.

CrenuanHo MSCTO € OTAEJICHO M Ha ChHIIECTBYBAIIUTE cmpamecuu 3ad OUSUmaind
mpancopmayus, KaTo Cce€ ThPCU Bpb3KaTa MEXIy CcTpaTerusta 3a JUrUTalHa

TpaHnchopmaIus U APyrUTe KOPIMOPATUBHU CTpATEruu. AKIIEHT € TIOCTaBeH BBpXY [ onemmute



TaHHHU, KOMTO Ca B OCHOBATa Ha JWTHTAIHHUTE TpolecH. llpencraBeHu ca meTTe KIIOYOBH
xapakTepucTuku Ha [onemMuTte naHHU. B monkpena Ha TBBPACHUETO 3a CIOXKHOCTTa OT
BPB3KHM U 3aBUCUMOCTHU KaToO pe3yJTaT Ha ['oieMuTe NaHHU € MpencTaBeH MoAenbT /S’ Ha
McKinsey, koiiTo moka3Ba Kopelamusi MeXIy rojeMuTe WH(GOPMAMOHHH MAaCHBH M Kak
YCIIEITHO MOTaT Ja ce MpUiIarar 3a OleHKa Ha e()eKTUBHOCTTa Ha MApKETHHTOBUTE OTIEPaIliN

B KOMIIAHUHUTC.

CpliecTBEH MOMEHT B IJaBaTa MMa H3SICHSBAHETO HA KJIIOYOBUTE H3MEpPEHUS Ha
JUruTagHaTa MapKeTHHIOBa cpeia. V3BeneHu ca ycioBusATa 3a U3rpaxJaHe Ha e(eKTUBHA
JUTUTaHA MapKeTUHIoBa crparerusd. M3sCHEHO € NMpUIIOKEHMETO Ha ToJeMHUTE JaHHHU B
MapKeTUHTOBaTa UHAYCTpus. MaeHTudunmupanu ca OCHOBHUTE KOMIIOHEHTH Ha JAUTHUTAITHHS
MapKeTHUHIOB IMei3axX. B KOHTekcTa BHHMAaHHETO € HACOYEHO KbM JUTHMTaJIHATa
MapKETUHIOBa CTPAaTerus, KaTo ca KOHKPETU3UPAHU U OTAEIHUTE JAUTMTAIHU MapKEeTUHTOBH
MHCTPYMEHTH, NIPHJIaraHu B U3IIbJIHEHUE HA JUTMTAHAaTa MapKeTUHIOBa cTparerus. B mpska
3aBHCHUMOCT € TPEJICTaBeHa M JWTHTAIHATa MAapPKETUHTOBa (DyHHS, KOSATO OMHCBA CTBHIIKUTE
pu ciegBaHe Ha mpennpuerara crparerus. CXeMaTHYHO € IPEACTaBEHO HOTPEOUTENICKO
nbTyBaHe U (a3ure, 1pe3 KOUTO MPEeMHHABa MOTpeOUTeNsl, 0OBbP3aHU C NOTPEOUTEICKOTO

IpCKHUBABAHEC.

Bmopa ajiaea I’lpOCJlQOﬂGd MemooonocuyecKus anapam, Kamo BHUMAHUENO € HACOYEeHO
KbM nosHamume meopuu 3a npuemaHne Ha mexHolocuume, KAKkmo u qbakmopume, Koumo

oKaseam elUAHUe 6vbpxXy Hazlacume u CKIOHHocmma 0a ce U3noJI36am HOBUMe MEXHON02UU.

HampaBen e KpuTHYeH Mperiea Ha MOJEIWTE 3a MpHEMaHe Ha TEXHOJIOTHUHUTE.
[IpencraBenn ca oOmUTE TEOpWM 3a TPUEMaHe HA TEXHOJOTHUTE, TPYINMHPAHU TI0
npenHasHaueHue. [locnemoBaTeTHO ca pa3rielaHd Hall-ITUPOKO M3MOI3BAHUTE B TIPAKTUKATA
MOJIETIM 32 IPUEeMaHe Ha TeXHOJIOoTuuTe. I1vpso msacmo € OTPEeHO Ha METOUTE, BIU3aIIH B
rpynata Ha Teopuume na oughysusma (Ha pa3mpPOCTPAHEHHUETO HAa TEXHOJOTMHTE), KaTto ca
uzsicaienn J{ndy3us Ha mHOBanuuTe, TeopusaTa Ha mpolleca Ha BHEAPSIBAHE HA TEXHOJIOTHSTA,
Teopus Ha KU3HEHHS LUKBJI Ha TEXHOJOTHHTE. Bmopama epyna o000IIeHa 1Mo OOIIOTO
3arnaBue Teopuu 3a @3eMane Ha peuleHue € TIpEACTaBeHa OT Mojenute: Teopus 3a
paroHanHus u300p, B3emane Ha pelieHHMe B YCIOBHUATa Ha HECUTYpHOCT, Teopus Ha
OorarcTBoTo Ha MH(opManusaTa U Teopuu 3a ynpamieHHe Ha MpoMsHATa. Tpemama epyna
teopun  (Teopuu 3a nompebumenckomo npuemane) W3CIEABAT HAMEPEHHsITAa Ha
MOTPEOUTENTUTE JIa W3MOJI3BaT WH(OPMAIMOHHUTE TEXHOJIOTHH. B 00XBata Ha Ta3u rpyma ca

nNpeaACTaBCHU TCOpI/IﬂTa Ha Pa3syMHOTO JIeicTBHe, TCOPI/I}ITa Ha IUIAaHUPAHOTO IMOBCIACHHC,



Jlekommo3upaHaTa Teopusi Ha IUIAHUPAHOTO TMOBeAeHHME, Mozen 3a mpueMaHe Ha
TexHonorusTa, llogoOpeH Mojen 3a mpueMaHe Ha TEXHOJIOTMH W EnuHHaTa Teopus 3a
IIpUEMaHEe M U3MO0J3BaHE Ha TEXHOJIOTUd. B uemevpmama epyna ca npencraBeHu
Jluunocmuume  meopuu  —  CouuanHaTa  KOTHUTHBHA  Teopusi, KommioTbpHara
camoedexTuBHOCT, [lepcoHanHara HMHOBATMBHOCT, a B TMocienHata rpyna Ieopuu Ha
opeaHuzayuoHHama cmpykmypa ca pasriaenanu — Teopusita 3a nHoBauuu Ha Illymmnerep u

Teopusita 3a cb3/1aBaHE HA NHOBALUUTE.

ChIecTBeHO BHMMAaHHUE B IJIaBaTa € OT/IelieHO Ha EjuHHaTa Teopus 3a mpueMaHe U
U3I0JI3BaHe Ha TexHojoruute ot Kpainute nmorpedurenu (UTAUT 2) u Moaena 3a npuemane
Ha TexHojoruute or OusHeca (TAM), Thii Karo Te ca B ChIIMHATA Ha PEATHM3UPAHOTO
usciensaHe. Ha ocHoBaTa Ha Te3W JIBE TEOPUM € HW3rPaJeHa METONOJIOTMYECKaTa pamka,

ornurcBalia OCHOBHUTC €Tallu, IIPE3 KOUTO MUHAaBAa U3CJICABAHCTO.

Tpemama 211a6a e noceemena Ha 0bexkma Ha U3C1e08ane Kamo 066’bp36a CKJIIOHHOCmma
u Haciacume 3a npuemanHe Ha Hoeume mexXHOoJI0cUU C HACOY6AHEe HA GHUMAHUEMO 6bpX)y

MapKemuHeoeume KOMyHuUKayuu.

3a nenute Ha MOHOrpadusaTa ca NPOBEJCHU JABE NapajleIHH U3CIEBaHUs — Ha KpailHU
NOTpeOUTENN M Ha MPEJCTaBUTENIM HA Majikus Ou3Hec. 3ajio)KeHara IieJl € YCTaHOBsSBaHEe Ha
HarjlacuTe Ha JIBETE Ipylu KbM IPUEMAHETO Ha HOBM TexHousioruu. [Ipennoxkenu ca asa ot
pasmiexnanute mojaenu BbB Bropa miaBa UTAUT 2 (mombiHenata Bepcust Ha EnuHHaTa
TEOopHsl 32 MPUEMaHe M U3I0JI3BaHe HA TEXHOJIOTHH), KOWTO M3CIIe/IBa HArJIaCUTEe Ha KpailHUTe
notpeburenry 1 TAM (Moxmen Ha mpueMaHe Ha TEXHOJIOTHSATA) 33 YCTAaHOBSIBaHE Ha
HACTpOEHUSITa cpesl COOCTBEHUIIMTE Ha OM3HEC, OTYUTAWKMU CKJIOHHOCTTa UM 3a aJanTanus

KBbM HOBUTEC TCXHOJIOTUYHU YCJIOBUA.

[Tpu u3cnenBaHe Ha MbpBaTa M3BaJAKa (KpailHW MOTpeOUTENH) € mpuiokeH Moaenbt
UTAUT?2, kato ca uAeHTU(QUUUPAHW 3HAYMMUTE MPOMEHIUBU, KOUTO BIUSAT BBPXY
HaMEepeHUsATa Ha XopaTa Ja M3I0JI3BaT AUTUTAHU TexHojoruu. [IpoyuBaHero e mpoBeaeHO
Cpel pecCHOHICHTH, KOWTO >XMBEAT Ha TepuTopusta Ha bearapus. OCHOBHHUAT MeETO,
M3IONI3BaH 3a HaOMpaHe Ha EMIUPHUYHU JAHHU € aHKeTHO MpoyuyBaHe. OCHILIECTBEHO € B
nepuosa ot M. nekeMBpH 2018 r. 1o M. mapT 2019 r. OOxBaHaTa € XeTeporeHHa ChBKYITHOCT
oT 316 pecrioHieHTa, T0OPOBOIHO OT30BaNH ce. M3BaakaTa e n3bpaHa Ha ClydyaeH MPUHIUII.
Brrnpocure, BKIIOUEHH B aHKETHATa KapTa ca CBbP3aHU C OCHOBHUTE NMPUYUHH 32 U3IIOJI3BAHE
Ha JMTUTATHUTE PECYPCH, OYAKBAHO W3ITBIIHEHHE, OYAaKBAHW YCWIIUS, COLMAIHO BIHSHUE,

YJICCHABAIIA O6CTO$ITCJ'ICTB3, XCIJOHHCTHYHA MOTHUBalMA, ICHOBA CTOﬁHOCT, HaBHK, OIIMT H



JOOBEPUC. Ha Ta3m ocHoBa ca HU3BCACHHU U3BOAH 3a TCXHOJIOTHYHOTO IMPUEMAHE, KAaTO TYK

AKICHTHT € MOCTABCH BHPXY MOBCACHUYCCKOTO HAMCPCHUC 1 NOBCACHUCTO IIPU U3IIOJI3BAHC.

[Tpu BTOpaTta u3Baaka (cobcmeenuyu na marvk 6uznec — npuiacane na mooein TAM) e
M3clie/IBaHa TOTOBHOCTTA Ha OM3HEca Jia M3I0JI3Ba JUTHTATHHUS MAPKETHHI KaTO MHCTPYMEHT
3a JIOCTUTAHE JIO LIEJICBUTE ayIMTOPUU. AKIICHTHT € TIOCTaBEH BbPXY MOTHUBHUTE 3a IPHEMaHe
Ha TEXHOJIOTUUTE OT COOCTBEHHMIIUTE M MEHHUDKbpUTE. DOKYCHT € HACOYEH KBhM MAJKUS
Om3Hec. 3a menuTe Ha TOBa MPOyYBaHE ca (OPMYIUPAHH HAKOIKO XHIIOTE3U, KOWTO
OTpa3sBaT BPB3KUTE MEXAY pa3IUYHHTE NPOMEHIUBU OT Mojaena TAM. OcHOBHHUTE
W3CIIC0BATEIICKH ITPOMEHJIMBH, KOUTO ca pasrjielaHd B MoOJela ca: IpHeMaHe Ha
TEXHOJIOTHATA, JIEKOTa Ha U3IMOJI3BAaHE, TOJIE3HOCT U JoBepue. [lo-romsma 4acT oT BBIIPOCHTE
B aHKETaTa UMaT KOJMYECTBEH XapakTep C e U3MEPBaHEe BIMSHUETO HA BCSKA MPOMCHIINBA
OT MoOj/ieJla M TBPCCHE Ha 3aBHCHUMOCTH MEXIy TiIX. PecroHACHTUTE, OTKIMKHAIM Ha
nonuTBaHeTo ca 41, coOCTBEHUIM Ha MallbK Ou3Hec ¢ Opoit ciyxutenu ot 1 1o 9 aymmu. Kato
M3BOJU OT M3CJIEIBAHETO € IIOCOYEHO, Y€ BCE OIle MMa HMCKO HMBO HAa OCH3HATOCT, JIUIICA HA
JIOBEpHUE B HOBHTE TEXHOJOTHH, KOETO TpeArojara U HEOOXOAMMOCT OT IO-CEPUO3HO
BHHMaHHE M HachpYaBaHe Ha OM3Heca KbM JUrMTaHaTa TpaHchopmanus. [logueprano e, ue
aKO KOMITAHMHMTE MCKAT Jia MOJ00pAT (MHAHCOBHUTE CH PE3YJITATH M YIOBJICTBOPEHOCTTA Ha
notrpeOuTenuTe, Halk-OBP3UAT BT KBM ycIleXa € TpaHchopMausaTa Ha Ka4eCTBOTO, KOATO Ce
(doxycupa He caMO BBbPXY KaueCTBOTO Ha MPOJYKTa, HO M BbpPXYy HauWHA HAa 0OCITyKBaHE Ha

noTpeOuTENUTE.

Pesynrature OT HaIPaBeHOTO U3CIIEABAHE JOKA3BaT, Y€ BBIIPEKHU IIPEIU3BUKATEIICTBATA,
Ipea KOUTO ca M3NPABEHH KOMIIAHWUUTE 3a BHEAPSBAHE HA HOBHU TEXHOJIOTMYHM MOJIXOIHU 3a
JOCTBI A0 MOTPEOUTENUTE, BEUe MMa CEPUO3HM HHIMKAIUMU, Y€ C TEUYEHHWE Ha BPEMETO
TEXHOJIOTMATA 1€ IO3BOJIM HA KOMIIAHMMUTE Ja NPEJOCTABAT JOIBIHUTEIHA CTOMHOCT Ha
KIMEHTUTE CH, KaTo ChUIEBPEMEHHO I0A00psABaT TEXHUS HAObOp OT MAapKETHHIOBH
MHCTPYMEHTH 3a KOMYHMKAallds C ayJUTOpHUATAa M TOBa IIE JOBEIE A0 IOBHIIABAHE Ha

e(beKTI/IBHOCTTa BBB B3aUMOOTHOIICHUATA.

HanpaBenara KoHcTaTalMsl OT M3CIEJBAHETO UpE3 JBaTa MPUIIOKEHU MOJENA €, Ye Ce
ycellla JIEKOTa B U3IMOJI3BaHETO U BB3IPHUETATA MOJIE3HOCT, KOETO UIPae CHIIECTBEHA PO 3a
HUBOTO Ha IpUEMaHE Ha HOBHUTE TEXHOJOIMH, KAaKTO OT MpeanpuemMayd, Taka M OT
norpeOutenu. Jloka3aHo e, 4e pojsATa Ha JOBEPUETO KATO BBHIIHA IIPOMEHJIMBA OKa3Ba
BJIUSIHUE BBPXY HHUBOTO Ha npuemaHe. B o6oOiieHne e nmocoyeHo, 4e yCHIMsSITa HaCOUEHU B

HU3rpaXaaHCTO Ha AUTUTAIHU MApPKCTHUHIOBU CTPATCrvuu, MIC MOAINOMOIHAT OLCIABAHCTO Ha



dbupMuTe, THl KaTO CHBPEMEHHHS TOTPEOUTEN € W3KIIOYUTEITHO aJanTUBEH KbM HOBHTE
TexHomornu. ToM € och3HaAN JIeKoTaTa B M3IOJ3BAHETO HA HOBHUTE TEXHOJOTHH,
MPEIMMCTBATa, KOUTO IMPEIOCTABAT, B TOBA YHCIIO M YJIECHSBAIIUTE OOCTOSATEICTBA, KOUTO
CTUMYJIMpAT HW3MOJ3BaHEeTO MM. Ha Ta3um OCHOBa € WM3BEIEH HW3BOJ, Y€ aJalTHBHOCTTA H
I'bBKABOCTTA B MpUWJIAraHUTE CTpPATErMd € M e ObJe B OCHOBAaTa Ha pPa3BUTHE HA BCEKHU

ousHec.

2. AKTyaJJHH mpo0jieMH Ha MOBUIIABAHETO HAa KOHKYPEHTOCIHOCOOHOCTTA B
HAIMOHAJIHUTE HKOHOMMKH U NPeANPUATHS

Medcoynapoona monoepagus 6 cvaemopcmeo (enasa: Ilosuwiasane Ha KOHKypeHmuume
nNPeouMcmea Ha KOMNAHUAMA upe3 UH@OOPMAYUOHHO OCUSYPSBAHe U HOONOMAa2ame),
Hzoamencmso. Faculty of Economics, University of Nis, Serbia, 2012, pp. 315-328, ISBN
978-86-6139-052-4

Cvasmop: M. @urunosa

Tema ocemuanecera ,JloBuinaBane Ha KOHKYPEHTHMTE IPEIMMCTBA HAa KOMIIaHHUATA
ype3 MHGPOPMALMOHHO OCUTYpsIBaHE M IOJANIOMAaraHe OT KOJIEKTUBHaTa MoOHoOrpadus e
MIOCBETEHA HA N3YYaBaHETO HA BH3MOXXHOCTHTE 32 MOBHILABAHE Ha KOHKYPEHTOCTIOCOOHOCTTA
Ha TPEANPHUATHETO Upe3 HH(OOPMAIIMOHHO OCUTYPsIBAaHE U MOJANOMarane. B Hest ce akieHTupa
BBPXY MH(OpPMaIMOHHATa OCUTYPEHOCT Ha (UPMUTE KaTo Hail - BakHATa MPEANOCTaBKA 3a
B3€MaHE Ha IleJechboOpa3HU YIPABICHCKM pelleHus. PasrimepaHu ca 1O - BaKHUTE
IpeJMMCTBA U HEJOCTAaThLM Ha Yeb KaTo cpena 3a NpoBekJaHe Ha e(EeKTUBHU M3CIIEABAHUS
B CpaBHEHHE C TpPAJAULMOHHUTE HauuHU. KOHKpeTH3MpaHM ca XapakTEPUCTUKHUTE Ha
u3BaJKaTa, KOMTO OKa3BaT BIMSHHME BBPXY pesyinratute oT HWHrepHer Oa3upaHute
u3cieBaHus. 3a EeJNTe Ha U3CIIEABAHETO TPOYYBAHUATA B OHJIANH cpesa ca KilacupUIMpaHu
B JIB€ OCHOBHHM TIPYIIH: IIPOYYBAHMS CIIOPE], TEXHOJIOTUATA Ha IPOBEXKIAHE; IPOYYBAHHUSA
cCriopes THUMA Ha u3Noia3BaHaTta HMH(opmanus. KbM rpymara Ha npoyyBaHUATa CIOPEN]
TEXHOJIOTHATA Ha IPOBEXKJAHE C€a OTHECEHU: MHTEPHET HHTEPBIO, KOMIIFOTHPHO
MOJIIOMOTHATH  TMEPCOHAJIHM HHTEPBIOTA, KOMIIOTHPHO MOJMNOMOTHAaTH  Tesne(OHHU
UHTEpBIOTa, OHJaWH (oKyc-rpynu u oHjdaiH mnaHenu. IIpencraBenu ca ocobeHocTuUTE,
MpeIMMCTBaTa M HEIOCTaThIMTE Ha HM30pOEHHTE METOAU 3a npoyuBaHus. KbM uHTEpHET
MPOYyYBAHUSATA B 3aBUCUMOCT OT THIAa HMH(OpMalMs ca MPUYUCICHH KOJIMYECTBEHUTE U
KaueCTBEHUTE NpoyuBaHus. Pa3rienanu ca TEXHUTE XapaKTEPUCTUKH U BUIOBE.

BHuMaHue € oTheneHo ChIO Ha METOJAUTE 3a oOpaTHa Bpb3Ka. Y CTAaHOBEHU ca
dbopMuTe, ype3 KOUTO MOXE Ja ce IOCTHUTHE YydacThe Ha KIMEeHTa B Ipolleca Ha

KOMYHHKAIUS: BrpakJjaHe Ha aHKeTa B CTPYKTypaTa Ha caiiTa; eJeKTpOHHa MOIla; y4acTue B



JTUCKYCHUOHHU TPYINH; ayTOPECIIOHepY; OHJIaliH aHKeTupaHe. neHTuduinupanu ca HUBaTa Ha
MOJIKpena B oOpraHu3auudara. l3scHeHa e CBIIHOCTTA, poOJIsSITA M BB3MOKHOCTHTE 3a
IIPWIOKEHWE Ha CHCTEMara 3a I[IOJIIOMAaraHe B3€MAaHETO Ha YIPABJICHCKHU pPEIICHUS.
Pasrnenann ca HeilHMTE OCHOBHU XapakTepucTHKd. [locoueHu ca mnpenumcTBaTa mpu
W3IMOJI3BaHETO HA TakaBa cucTema. B pa3zpaboTkara ca onpezeneHu JEHHOCTUTE U aHAIU3UTE,
KOUTO C€ M3BBPIIBAT MpEAU Ja C€ MPUCTBIM KbM Ipolleca Ha M3rpaKAaHe Ha CUCTEMA 3a
[IO/IIOMAaraie B3€MAHETO HA PEUICHMs. YCTAaHOBEHU €a KPUTEPUMTE 3a IPOECKTHpPAHE Ha
cucremara u (oKyca € MOCTaBeH MOBEYE BBbPXY KOHTEKCTa, OTKOJKOTO BHPXY TEXHUKHTE.
dopMynupaHd ca OCHOBHHMTE LIEM MpH NPOSKTUPAHETO Ha cuctemara. HampaBeH e
TEOPETUYEH aHaJIN3 Ha Pa3IM4YHUTE BWKJAHUS B Hay4yHATa JUTEPATypa 3a OCHOBHUTE CTHIIKU
IIpU IPOEKTUPAHETO Ha CUCTEMa 3a IMOAINoMaraHe B3eMaHeTo Ha peweHus. Ha Ga3ara Ha
HalpaBeHMs] aHAIU3 ca HACHTU(UIMPAHU EeTalmuTe IMPU NPOEKTUPAHETO Ha cHucTeMa 3a
MoJroMarane B3eMaHeTo Ha peuieHus. V3BeneHn ca OCHOBHUTE MPOOJIEMU U TPYIHOCTH MPHU

IMPOCKTUPAHECTO HA CUCTEMA 34 MOAINIOMAaraine B3€MaHCTO HAa pCIICHUS.

3. MudopManMOHHU TEXHOJIOTUH, KYJITYPa H 00111eCTBO

Konexmuena monoepaghus (enasa: “Ilpedussuxkamencmea na mapKkemunza 6 COuUaIHuUmMe
mpedxcu ) Yuue. usoamencmeo ,, Heogpum Puncku*, 2014, c. 137-149, ISBN 978-954-680-
990-2

CpBpeMeHHHTE TpeaIpueMadl ca U3MPaBEHU Mpes peaula MPeIn3BUKATEICTBA, HIKOU
OT KOMTO ca: Hy)XJa OT aJlaliTUpaHe KbM MPOMsHATa B OKOJHATa cpesa, Obp3UTe TEMIIOBE, C
KOUTO TEXHOJIOTMHUTE HaBIM3aT B CBeTa Ha XopaTa, NpOMsSHAaTa Ha HAaBULUTE Ha
MOTpeOUTENUTE U HAUMHA, 110 KOWTO ce nHpopmupat. HeanekBaTHata peakuys Moxe J1a 0ble
(aTasHa 3a MHOTO KOMIIAaHUH, Thi KaTO HACTOSAIIUTE OM3HEC MOJENIH ca OasupaHU Ha HOBU
KOHIIENITyaJJHU OCHOBHM, KOUTO OTIOBapsAT Ha HapacTBAIlUTe M3MCKBaHMA Ha Mmaszapa. B
JHELIHU YCJIOBUS € HEBB3MOXKHO Jla ce M3paboTH MapKETHHIOBA cTpaTerus 0e3 aa ce B3emar
MpPEBUJl Bb3MOXXKHOCTUTE Ha COLIMAHUTE MeAMU. TAXHaATa poysl € TOJIKOBa BaXkHa, ye ce

NpEeBpHUIAT B 3aABJIDKUTCIICH KOMIIOHCHT B IPOMOIIMOHAJIHUSA MUKC HA OusHeca.

W3meHeHusTa B OM3HEC cpefiaTa M BHEAPSBAHETO HAa HOBU TEXHOJIOTHMHU JIOBEJ0Xa JI0
PEBOJIONMS B HAYMHA Ha KOMyHHMKalUs Mexay Gupmure U TexHure ayauropuu. Ilossara Ha
Web2.0 nnm Taka Hap. HOBO MOKOJIEHHE Ha yeO-0a3upaHuTe yCIyrd OKa3a OrpOMHO BIIMSHUE
BbpPXy (DUPMEHOTO NMOBEIEHHWE M HauWHA Ha (PYHKIMOHMpPAHETO MM Ha masapa. TpaliHOTO

MO3UITUOHUPAHC HA COLIMAJTHUTC MEIUMHI HJIaT(I)OpMI/I J0BE€O0Xa O0 yCTOﬁ‘-IHBO Pa3sBUTHEC HaA



OusHec-oTHOUIEeHUATa. HoBUTE TEXHOIIOTMU OTKpUXa HOBU M3MEPEHUSI B KOMYHUKAI[IOHHUTE
MOJIXOAM, TIPU KOUTO AKIEHTa € BbPXY MHTEPAKTUBHATA KOMYHHUKAIMS MEXIy (GUpPMHUTE H
TEXHUTE ayAUTOpUU. B KpaThk nepruosa OT BpeMe COLMaIHUTE MpPEXH Ha0paxa MHOTO rojsma
MOII[ KaTO KOMYHHUKAI[MOHEH KaHal. JlHeC COLMaIHUTEe MPEKU HE ca caMo cpejia 3a O0IyBaHe
OCHOBHO cpeJ Miaaure xopa. B mocnenHure roauHu ce HaOiIroJaBa TEHICHLHUS KbM
IIOKAaYBaHE HA BbB3pacTOBaTa IpaHUIA HA MOTPEOUTENNTE HA TO3M COLMANEH (PEHOMEH.
MapketunrsT B commanaute Mpexu (Social Media Marketing - SMM) e cuiHo
IpeINnoYUTaHa OHJIAWH MapKETMHIOBa KOHLEHIMS, KOATO IeHepupa CTOMHOCT 3a Ou3Heca.
Haii-ronamMoTo My IpeIuMMCTBO €, Y€ € HACTPOEH Ha BBJIIHATA HA YOBELIKaTa NpUpOJa U
HE00X0IMMOCTTa Ha XopaTa OT oOuryBaHe. To3M KOMYHHKAllMOHEH KaHaJ MpaBU XopaTa
COIIMAITHO aKTUBHU, a (PUPMHUTE CPABHUTEIHO JIECHO AOOMBAT WH(POPMALUS OTHOCHO TAXHOTO
MOBEJICHHE, OT KOETO OU3HECHT MOXKE Jla C€ Bb3I0JI3BA.

PazpaGoTkara e mocBeTeHa Ha OCHOBHUTE MpPEJM3BUKATEIICTBA HAa MAapKETHHIa B
COLIMAJIHUTE MEIMH, C pa3dyylBaHE Ha MapaJurMara OKOJIO TPAJAULHOHHUS KOMYHHKAlMOHEH
MOZEJI W IPEACTaBsIHE Ha IMPEeAUMCTBAaTa, KOWTO JUIMTAJIHATA Cpela OCUIypsBa 3a
cbBpeMeHHUs1 Ou3Hec. OOOCHOBaHM ca NPUYMHUTE, KOUTO HajaraT U3rpaxJIaHe Ha
crienn(UYeH MapKEeTUHIOB MOJIENI 32 BBBIMYAHE HA MOTPEOUTENUTE B MpOJakOeH mHpoliec.
CrnenuanHo MACTO € OTJENIEHO Ha NMOTPEOUTEIICKUTE MOTHBH, KaTO € OTAAJCHO 3HAUYE€HUE Ha
MIPOMEHJIMBU KaTO: WHTEPAKTHBHOCT W (POpMHpaHE Ha MOTPEOHMTEICKOTO TOBEACHUE Upe3
IpOMsHa B HarjlacuTe M OTHOLICHUsATA Ha nmorpedutenure. aeHTuguumupanu ca OCHOBHUTE
KOMIIOHEHTH Ha COLMAJIHATA MeAHa €KOCHUCTEMa, KbM KOSATO IPUHAMIEkKAT U COLHUAIHUTE
Meauu. [ledpuHupana e ChIIHOCTTA HA COLIMATHUTE MeAUH. V35CHEHO € MACTOTO UM B ChCTaBa
Ha HaW-W3M0JI3BAaHWUTE OHJIAMH MHCTpyMeHTH. [IpencraBeH e mporeca Ha KOMYyHUKalus
MEXIYy PEKIaMOAATeNId U ayAUTOpHUsA, KAaTO aKUEHTHT 3a COLUAJIHUTE MEIUU € IIOCTABEH
BbPXY NepcoHaIM3aluATa B Juanora c norpedutenure. IlocoueHa e u poisra Ha
MH(pIYyEHChPUTE KATO TOCIaHUIIM Ha MPOIyKTa MU Mapkata. KoHKpeTusnpanu ca OCHOBHUTE
MIOAXOAW TPU M3rPakJaHE Ha CTpaTerus 3a COLUalIHUTE Mpexu. HampaBeH e aHanu3 Ha
pa3IMYHUTE COLMATHM MPEXH, KaTo ca MOCOYEHU U NMPENopbKU CHOpE] NMpHjiaraHusi Ou3Hec
Mojienl OT (UPMUTE, KOETO OW TMOAMOMOTHANIO HW3TPaXJaHETO Ha Menuna rpaduk 3a
nyOIMKyBaHe Ha peKJIaMHU nociaHus. 3sCHeH e u mpuHOoca Ha OPraHUYHOTO ThPCEHE upe3
SEO wmnm 4upe3 1miaTeHo MOMyJsIpU3MpaHe Ha PEeKJIAMHUTE aHOHCH Ha pekiamonarenute. C
npuoputer nipu SEO ce mocouBa ch3maBaHETO HAa OPUTHHAIHO Ka4eCTBEHO ChIbp)KaHUE,
KOETO MOJANOMara reHepupaHe Ha MO-ToJIAM TpapuK M BOIU JIO MO-100pO KiIacMpaHe OT

TbPCAYKHUTE. HanpaBeHH Ca U IIO30BaBaHUs HA aBTOPUTCTHU HU3CJICABAHUA, KOUTO JOKa3BaAT



OCBH3HATOTO OT OH3Heca npeaAnuMCTBO, KOCTO MMAT COLUAIHUTE MCEOAWU. B 3akmroueHme ca
HaIlpaBCHHU HU3BOJIU 3a HCO6XOI[I/IMOCTT21 OT NPHUCHCTBUC B CONUAIHUTC MCAUUTC U HOKOJIKO

Ou3Heca e mpucrocodeH KbM HOBUTE HABHIIM Ha MOTPEOUTENUTE.

4. EmoxaTta Ha KpPE€aTUBHOCTTA

Konexmusna monoepagpus (enasa XVII: , Kpeamuenu pewienus 6 ounaiin mapkemunza“),

Asaneapo Ipuma, Cogus, c. 352-384, ISBN 978-619-160-804-1

bpannoBere Beue ca dYacT OT JUTrHTaaHUS CBAT. HoBUTe mnaszapHu peasHOCTH
MPEIOCTaBAT U HOBU BH3MOXKHOCTH 3a MpeIIprueMadynTe, ype3 pazpaboTBaHe HA MEYENIMBIIU
[1a3apHU MPENJIOKEHUS ChC Ch3/1aBaHE U JOCTAaBSIHE Ha CTOMHOCT, @ TOBA HAJOXH IIPOMSHA B
KOPIHOPaTUBHOTO MHCJIEHE C MOIJIe[, KbM HOBOTO Ia3apHO IMPOCTPAHCTBO 3a THProBUS, a
MMEHHO BUpTyanHHs maszap. dakt e, ye AHEC yCHemHUSAT OW3HEC 3aBUCH OT YMEJIOTO
BrpakaaHe Ha GUPMEHUTE TUTHTAIHU CTPATErHH KbM KOPIOPATUBHUTE UM MapKETHHIOBU 32
MIpeIOCTaBsiHE Ha MEPCOHATM3UPAHU PELIECHUSI ChbC CTOMHOCTHHU IMPEAJIOKEHUS B OTTOBOP Ha
YHUKAJIHUTE IOTPEOUTENCKN N3UCKBAHUS.

['maBa cenemHazecera OT KOJIEKTMBHaTa MOHOrpadus 3acira OCHOBHM acCHEKTH OT
JTUTUTAIHHUST MApKETUHT, KOMTO OCHUTYpsBAaT BB3MOXKHOCT 3a (QUPMUTE Ja ce 3asiBAT U
YCIEIIHO Jla C€ MO3ULMOHHUpAT B AUTUTaNHA cpefa. CrenuanHo BHUMAaHHUE € OTIENIEHO Ha
KOTHUTHBHOTO NPOCTPAHCTBO HAa MOTPEOHUTENHTE, C TIOMOIITA, HA KOETO C€ MIACHTU(DUIPAT
JIATEHTHU MOTPEOUTENICKU HYK/IM, BOJICILIH /10 OTKpUBaHe Ha na3zapHu HULIM. [IpencraBenu ca
KIIOYOBUTE H3MEPEHUs Ha OHJAWH cpejfara: TEXHOJOTHWH, TNPUIOXKEHHsS, MAapKeTHUHI H
ayIMTOpHs, KaTO Ha BCEKU M3MEPUTEN € HallpaBeHa JETaillIHa XapakTepucTuka. M3scHeH e
OHJIallH MApKETUHIOBUS IUIAH U NPUCHIIUTE MY €JIEMEHTH, KOUTO ca MPSKO CBBbP3aHU ChC
Ch3JaBaHETO Ha CTOMHOCT upe3 KpeaTHBHHU peuieHus. DOKyChT € HacOYeH KbM OHJIAHH
MApPKEeTHHIOBHSI MHCTPYMeHTapuyM. M3sCHEH € OCHOBHMAT NPUHIMII B JUTUTATHUA
MapKeTUHI — ,,MapKeTHHI Ha MO3BOJEHMUETO', MOYMBAI HA €THMYHHUTE INpaBHJa B OHJIAIH
pekjgamara M OCUTypsiBall MO-TOJISIM M300p W KOHTPOJI OT CTpaHa Ha NOTpeOuTens.
[IpencraBeHn ca BB3MOXKHOCTUTE, KOUTO OCUTYpSIBA uUMelll MapKkemunea 3a Cbh3/laBaHE Ha
AQHTKUPAHOCT U JIOSUTHOCT B KJIMEHTHUTE. 3a LIeJITa ca IOCOUYEHU OCHOBHUTE MY IIPEINMCTBA,
IpUaraHuTe MOAXOJM 33 YBEJIMUYaBaHEe Ha KIUK peHTHHra 4pe3 M3MPaTeHO ChAbPKaHHE U
KaK YCIIELIHO Jla ce yNpaBisiBa UMENI MapKeTUHroBa KaMnaHus. BHHMaHue € oT/eneHo Ha
MapKeTHMHIa B TbpPCAUKUTE C MpOCieAs BaHE Ha OCHOBHHTE 3ajaud Ha Tbpcaukure. C

NPUOPHUTET € pasrienano opeanuunomo mwvpcere (SEO — Search Engine Optimization) c



MPETIOKEHUS 332 U3TPaXKIaHe Ha ChIbPKAHUETO Ha yed pecypcuTe 3a mo-ao0pa Kiacaius B
crpanuiara ¢ pesyiararute (SERP). [IpencraBeno e u niamenomo mwpcene (PPC - Pay per
Click) 1 kak ce oT4MTAT OCHINECTBCHUTE KOHBEPCHH. Pa3rienan e MexaHu3MbT Ha paboTa Ha
I'yren xonszonara (GSC - Google Search Console) npu onpenensiHe Ha epeKTUBHOCTTa Ha
pesynratute oT Kammanud. HeoO0XoauMo BHUMAaHUE € OTACICHO U HA COYUATHUME MPEXNCU 32
Chb3JlaBaHE Ha COIHMAJHM CHTHAIM W aKTHBUPAHE Ha BTOPUYHA KOMYHHKAIMs dYpe3
nyOJIMKyBaHe, CHOJEIsIHEe, KOMEHTUPAHE, XapecBaHe Ha ChIbpPKAHUE, U3BECTHO OIIE KaTo
Bupycen mapketusr (viral marketing). AKIEHT € IOCTaBeH U BbPXY OUCHACUHAMA PEKIAMA W
U3I0JI3BAHUTE OT Hesl pekiaaMHu (opmaru. Pasrienan € ¥ HapTHbOPCKHS MapKETHHT
(Affiliate marketing) karo noOpe mMO3HAT HAa PEKJIAMUCTHTE OHJIAWH HWHCTPYMEHT 3a
reHepupane Ha Tpapuk. B o00oOmieHne ca W3BEINEHM HM3BOJAM 32 BB3MOKHOCTUTE, KOUTO
MPEIOCTaBs TUTHTATHUAS MApKETHHT 3a J00pO MO3UIIMOHMpPAHE HAa OCHOBAaTa Ha T'bBKABU U

KpeaTHUBHU pPELICHHs, Ype3 KOUTO GUPMHUTE CEe MPUCTIOCOOSIBAT KbM OM3HEC cpefara.

5. PoasTa Ha HHOBAIIUHUTE KATO IBUTATE] 34 pasBUTHE

Medcoynapoona monocpagpus 6 cvasmopcmeo (enasa: OHAQUH MAPKEMUHZBM 616
¢unancosume unosayuu), EUROPEAN UNIVERSITY, Skopje, Macedonia, ISBN 978-608-
4574-87-3

Cwvasmop: E. Cmaeposa

[Ta3apHuTE yCIOBHS W BCE MO-CEPHO3HOTO HABIM3aHE HA TEXHOJOTHHUTE B OW3Heca,
J0Be0Xa 710 W3KIFOUYHUTENICH pacTeX BbB (HUHAHCOBHUs cekrop. DuHaHCOBaTa MHIYyCTPUATA
o0xBala BCHYKH MPOIECH, CBBP3aHU C YIMPABICHUETO HA KIHUEHTCKHA TPAH3aKIWH, KATO
OHJIAWH TMa3apyBaHe, OBP3W TApPUYHH TPEBOJU, OE3KACOBM IUIANIAHUS BBB (PU3UUECKH
MarasuHH, OJ00peHHs Ha KPEIWTH, oOMsiHa Ha Bamyta U Ap. OUHAHCOBUTE TEXHOJIOTHU
NpeMUHaBaT OT CBAT HA ,,FOJIEMHTE JAHHU B CBAT Ha ,MHTCJIMICHTHH NaHHU . B cBera,
3aJBIKBAaH OT [U(PPOBH JaHHM, HAmpeabka HA THPCAYKUTE, B3HUCKATEIHOCTTA B
NPEINOYNTAHUSATA HA TIOTPEOUTEINTE M HAMAJICHO BPEME 3a JIOCTABKA HA Ma3apHU PEIICHHS,
BxomsmuaT MapketuHr (inbound marketing) e muonep B Haii-eekTHBHATa cTpaTerus 3a
JWTUTAJICH MapKeTHHT 3a HOBU OW3HecH, 0coOeHO 3a craprupanm ¢upmu BbB Fintech. C
HAIMpEeIBaHEeTO Ha TEXHOJOTHUTE MApKETHHTOBUTE CTPATETHH CHINO Ce pa3BHBAT. J[HENIHUST
MOBpaT€H MOMEHT € Jia c€ 00pa30BaT TEXHOJIOTHYHO OPHEHTHPAHHUTE MOTPEOUTETN OTHOCHO
HAJIOKTHOCTTA HA HOBHTE IUIATS)KHU CHCTEMH, 3a Ja ObaaT yOeneHH B jo0aBeHAaTa CTOMHOCT,

KOATO IpeiaraT u rapanTupanaTa CUr'ypHOCT IIpU OHJIAMH MJIaIaHusTa.
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Pa3paboTkara 3acsra BBIOPOCHUTE, CBBP3aHM C MACTOTO M pPOJIATA HA JTUTUTATHUS
MAapKCTHHI' BbB (bHHaHCOBI/ITe HWHOBAaIlHUU. H3sacuenn ca MMPpCAIIOCTAaBKUTE 3a BCC INO-INUPOKOTO
My TMpWIOXKEHHEe B OaHkoBaTa HHAycTpus. Pasrinemanu ca mnpegumcTBara, KakTo 3a
NOTPEOUTENIUTEe 4Ype3 H3MOI3BaHe Ha IUIaTOpMU 3a (UHAHCOBM YCIYTH, Taka M 3a
CHOTBETHUTE OAHKOBH MHCTUTYIIMHU C JOCTBII JI0 IOIBJIHUTEIHA HHPOpMaNus 3a mpoduiia Ha
notrpeOutens, (UHAHCOBUS My NOTEHIMAT M CHOCOOHOCTTA My Jla CE€ BB3IMOJI3BA OT
JOIIBJIHUTCIIHU (1)I/IHaHCOBI/I YCIIyru. IloctaBeH ¢ u BBIIpOCa Jajikd BHCAPSABAHCTO Ha
TEXHOJOTWYHM IIaTGOpMH MO3BONSIBA Ha OaHKHUTE Ja OTTOBOPAT HA ONACcEeHHUsATa Ha
KJIMEHTHTE 33 CUTYPHOCT W IIOBEPHTEIHOCT W JOKOJKO MOraT Ja rapaHTupaTr 0e30macHo
H3I0JI3BAHC HA YCIYTUTC HM. Banmanne e OTACJICHO HAa MHOBAIMUTC B paslljlalllaHUATa C
¢busnveckn numa. ApryMEHTHpaHO ca TpeAcCTaBeHH ycwinsata Ha DUHTEK KOMITaHUHUTE 3a
rapaHTHpaHe Ha Oe30MaCHOCTTa Ha CBOMTE KJIHMEHTH, KaTO B Ta3W BpB3Ka ca 3acerHatu
pa3MYHUTE HAYMHM 32 YJOCTOBEPSBAHE HA CAMOJIMYHOCTTa HAa IOTPEOMTENNTE Ype3
W3MOJI3BaHe Ha IO-WHTCIMTCHTHU W TMO-Obp3u codryepHm tuiarpopmu 3a oOpaboTka Ha
JaHHU. HanpaBeHo € 1 IpociicAdBaHC Ha TCHACHUWUTC B 0OaHKOBUTE HHOBAllMU, CBbP3daHU C
pa3IUamanusaTa, KaTo ca U3ThbKHATH MpeIMMCTBaTa Ha OHJaiH Oankupanero. Koncratupa ce,
ye (uHTEX KOMIAHMUTE K OAaHKOBUTE HMHCTHTYIHMH Ca W3IUI0 OPUCHTUPAHH KbM
TEXHOJIOTUYHATA TMPOMSHA B pa3IUIAlaHUATa, ¢ (OKYC BBPXY CKOPOCTTa, CHUTYPHOCTTA,
e(beKTI/IBHOCTTa Ha I1aaHusaTa 1 CbTPYAHUYCCTBOTO MCKAY MHCTUTYLHUOHAJIHHUTE CUCTCMU.
OCHOBEH aKIIeHT € IOCTaBeH BBbPXY OHJAMH MapKeTHHra B cHcTeMara Ha ()MHAHCOBUTE
nHoBanmu. [locoyeHnm ca Haif-BaXHUTE TMPEIUMCTBA, KOUTO OCHTYpSBa JTUTUTAIHHS
MAapKCTHHT IIpU BSaI/IMOI[eI\/JICTBI/IeTO C KJIIMEHTA, HU3IMOJ3BAHUTEC IMOAXOAU B OCBHUICCTBIBAHUA
JIMaJIoT, TIEPCOHAM3UPAaHEe Ha TpoIleca Ha B3aWMOJICHCTBUE, aHTA)KUPAHEe Ha BHUMAHHETO H
nedeneHeTo Ha josepue. IloguepraBa ce HeEoOXOAMMOCTTa OT Ch3JaBaHE Ha IMOAXOISAIIO
ChIbpKAHUE U OCUTYpPsBaHE Ha MOTPEOUTENICKO MpPEXHBsIBaHE 3a BCska (pa3a OT MbTyBaHETO
Ha noTpebutens B mpojaxOeHaTa (QyHusa. 3acerHatu ca M TEHACHIMUTE B H3MOJI3BAHUTE
OHJIAMH pekJaMHH (opMaTH, KaTo HAOJIIOJEHUATA ca 3a MO-CHIIHO NMPUCHCTBHE HA BU3YaIHU
MapKeTUHroBu (opmu. B 3akmioyeHne € mocoyeHa HEOOXOJUMOCTTa OT TI'bBKABOCT H
aJIeKBaTHOCT Ha TPWIATaHUTE pEIIeHHs, KOUTO Jla OTroBapiT MaKCUMajlHO Ha

HOTpC6I/ITeHCKI/ITC N3N CKBaHUA.
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II. YHEBHU LI

6. KOMyHHKaHI/IOHHa MOJIMTHKA

Ynue. uzoamencmeo ,,Heogpum Puncku“, Bnacoesepao, 2016, ISBN 978-954-00-0061-9,
cmp. 200

B yueOHuKa ce pasriaexnar xXapakTepHHUTE OCOOCHOCTHM Ha KOMYHHKAIlMOHHATA
MOJIMTHKA KAaTO 4acT OT MApKETHHIOBaTa MOJIMTHKA Ha (upMuTe. BHUMaHMETO € HACOYEeHO
BbpPXY poOJsiTa UM B OCBIIECTBIBAHE Ha JUAJOr C Ta3apa, WrpaxkJIaHe Ha JOBEpHE B
norpebutenure, Qopmupane Ha ¢UpMEHa pernyTauus U OpaHI HMHUIK. YUYEOHHKBT €
pa3aesieH TEMAaTUYHO B LIECT YacTH. [/vpeama € NpelicTaBisiBa BbBEICHUE B MAPKETUHIOBUTE
KOMYHHUKAI[MM, KaTo C€ TOCTaBAT aKIEHTH BbPXY KOMYHHUKAIIMOHHUS MPOILEC,
KOMYHUKAITMOHHUTE MOJIECTIH, YYACTHUIIUTE B TIPOLIECa Ha KOMYHUKAIUA U KOMYHHKAIIMOHHUS
MHUKC. MSICTO € OT/IeJIEHO M Ha TEOPUUTE 32 MHTETPUPAHUTE MAPKETUHTOBY KOMYHUKAIIMU 32
no-e(peKTUBHO BIHSHHE BBPXY MOTpEeOUTENCKUTEe Harjgacu. Bmopama uacm o0OXxBaia
BBIIPOCH, CBBP3aHU ChC CBUIHOCTTA, MSICTOTO M pOJISITA HA PEKJIAMHUTE KOMYHUKAalMU B
CHUCTEMaTa Ha MapKETHHIOBUTE KOMYHHUKAIIMU, KaTO € HalpaBeHAa W XapaKTepUCTHUKa Ha
OCHOBHHUTE BUJIOBE pekyiaMa. 1pemama uacm TpoOCIesBa airOpUuThMa Ha pa3paboTBaHe Ha
peKJIaMHa cTpaTerus ¢ nepuHupaHe Ha BCEKH €Tall, Mpe3 KOWTO MUHaBa. Yemsvpmama wacm
pasriex/1a OCHOBHUTE IPYNH PEKIAMOHOCUTENM — II€YaTHA peKiiaMa, peKiiaMa B eJIeKTPOHHO-
W3TbYBATEIIHUTE CPEACTaB, NUPEKTHA pEKJaMa, BbHINHA M TPAHCHOPTHA peKjiamMa W Jp.
Ilemama uwacm e TOCBETEHA HAa M3TPAXKIAHETO HA KPEATUBHU PEKJIAMHH TMOCTAHUs, KaTo €
M35ICHEHA TEXHOJIOTHSITA Ha ChCTaBSIHE Ha pEKJIaMHO TMociaHue. B mocnemnara wact
CHELMAaTHO BHUMAHUE € OTJIEJICHO HA OHJIAH PEKIIAMHUTE KOMYHHUKAIIUH.

Y4eOHUKBT € MpeJHa3HAYCH 32 CTYICHTUTE B YHUBEPCUTETUTE U KOJIEKHUTE, N3ydaBali
qucuuiinen -, KomyHukanmonna mnonutuka®, ,PexknamHa mnomgutuka™ wu |, JluraraiHu

MAapKETUHIOBH KOMYHHUKAIIAK ‘.

7. Ilnanupane B cdepaTa Ha MKOHOMHMKATAa

Cwasmop, YU "Heogpum Puncku"”, brazoesepao, 2011 2., ISBN 978-954-680-764-9

Penusupanoro yuyactuero € B rjaBa ceaMma, pasriiexiania BbOpocuTe Ha MHTepHeT
MapkeTuHra. OCHOBHUTE aKLEHTH ca T[OCTaBeHH BbPXY MPEAUMCTBATA, KOUTO HMa
JTUTHTAIHATA CpeJla 3a OCBIIECTBABAaHE Ha OW3HEC, MPEACTaBEHW Ca OCHOBHHUTE €Talu B
M3TPaXJAAaHETO HAa MapKeTHHTOBa cTpaTerus B VHTEpHET, KaTro BHUMaHHUE € OTIEICHO Ha

MPOBCIKAAHCTO HAa CUTYAIMOHCH aHAJIU3, OINMMKCBAILl CUJIHHUTC U ciaabure CTpaHU Ha 6I/ISHCCB.,
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KaKTO U ONaronpHUsTHUTE YCIOBUS U BBb3MOXKHHM PUCKOBE, KOUTO KpHE JUTMTAlHATa Cpefa.
Pasrnenann ca HauMHUTE 3a OCBILECTBABAHE HA MAapKETHHIOBM IpoyuBaHus B VHTepHeT,
KaTro ca IOCOYEHU OCHOBHUTE CHelM(UKH, TPEeNBUJ CpelaaTa, B KOSATO CE€ peau3upar.
BHuMaHue e oOTheneHo Ha BUAOBETE MApKETHMHIOBM H3cienBaHuss B IHTepHer, Ha
Bb3MOKHOCTUTE 3a OCBIIECTBABAHE Ha OOpaTHa Bpb3KA, KaTo B IIOCIEJHATAa YacT ca
IIPE/ICTAaBEHN OCHOBHMUTE XapakTEpUCTUKM Ha VIHTepHET pekjiamaTa M BHJIOBETE OHJIANH

pexiIaMHu popmatu.

III. CTATHUA M JOKJIA/HA, IIYBJIUKYBAHH B HAYYHU WU3JAHMUA,
PE®EPUPAHU U THAEKCUPAHU B CBETOBHOUM3BECTHU BA3U JTAHHU

8. HEOBXOIUMOCT OT NO3HAHUS 1O JUT'ATAJIEH MAPKETHHI' B
INPEAITPUEMAYECKATA JEMHOCT.

Revista Inclusiones, vol. 6, No Especial, Abril-Junio, 2019, ISSN 0719-4706, c. 61-72.
(Cvasmopu: B. Kwoposa, /]. Anesa)

WEB OF SCIENCE

B HayudHara crtatus ce HacouBa BHHMMAHHMETO KbM ChIIECTBEHOTO 3HAUYEHHE Ha
JUTUTAIHHUSI MAPKETUHT 3a MPUCHOCOOSIBaHETO Ha OM3HECa KbM HABUIIUTE HA ChbBPEMEHHOTO
TEXHOJIOTUYHO o001mecTBo. [IpencrapisBail BakHA CTBIIKA B W3TPAKIAHETO HA KPCATHBCH
JUAJIOT C ayJUTOPHUATA, TOM € OOCKT Ha CTPATETMYCCKOTO MAapKETHHTOBO YIIPaBIICHUE Ha
OW3HEC OpraHu3aluuTe, ThH KaTo €(PEeKTUBHOTO My NPUIIOKEHHWE H3UCKBA B3E€MAaHETO Ha
peauna CTpaTernyeck KOMYHUKAIMOHHH PEILICHNUS.

/lHec, moBeue OT BcsAKOra, € oOce3aeMa Hy)XJaaTra OT sCHO JeduHUpaHEe Ha
MOBEJIEHYECKUTE MOJIETH, KOETO TTopaXkja He0OOXOAUMOCT OT MPUI00MBAHE U MMOBUIIIABAHE HA
KOMIICTCHIIMUTE Ha CBBPEMEHHUTE IMPEANPUEMAYA B M3MOJ3BAHETO HA CTPATETHYECKHU
JTUTUTATHU TEXHUKH 32 aJIaliTUPaHe Ha JEHHOCTTa UM KbM U3MEHEHHUATA B MOTPEOUTENCKOTO
noBefeHne. B Ta3um Bpb3Ka ce aKIEHTHUpAa BBPXY HEOOXOAUMOCTTa OT MOATOTOBKA U
dhopmupaneTo Ha nMpodecuoHaATHU KOMIETEHIIMN Yy MIaJUTe Xopa B cdepaTa HA TUTUTATHUS
MapKeTHHT, KOETO € MPOAMKTYBAHO MPEIH BCHYKO OT OBP30TO pa3BUTHE HA 3HAHUETO U
TEXHOJIOTMHUTE, TMPEIU3BUKBAIIM JIUHAMHMKA Ha [a3apHUTE NPOLECH U OT HEMPEKbCHATO
HaBJIM3aHE HAa HOBM CyOEKTH Ha Ia3apa, B pe3yJiTaT OT KOETO C€ 3achiBa KOHKYPEHIIHSITA.
OcHoBHaTa 1€l Ha HacTosiiaTa CTaThs € Jja ce MPOyYM MHEHHETO Ha MIIAJUTE XOpa U Ja ce
YCTaHOBAT HArjacuTe 3a HEOOXOJUMOCTTa OT TMOBUIIABAHE HA 3HAHUATA UM IO JUTHTAJICH
MapkeTuHr. M3cnenoBarenckuTe METOIM, U3I0I3BaHU B CTaTUATAa Ca aHAJIU3, CUHTE3, METOJ

Ha aHKETUPAHETO, TAOJMYHU U IrpadUyHU METOAH, 0000IIEeHHE.
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B nepuona okromBpu — HoemBpHu 2018 T. MO0 METOMA HA OT30BAJIUTE CE € MPOBEICHO
aHKETHO IIpOyuYBaHE KaTo ca aHkKeTupaHu 91 nuua. M3cnenBanu ca HariacuTe Ha MIIAJUTE
X0pa 3a peajlu3upaHe Ha COOCTBEH OHJIAfH OM3HEC M TOJ3BAHETO HAa MHCTPYMEHTUTE Ha
JTUTUTATHUSI MAPKETHHT.

Bb3 ocHOBa Ha HampaBeHUTE aHaJIM3UW M OIEHKUM ca O0000IlIeHHW H3BOAMTE, Ue
KEJIAaHUATA HA AHKETUPAHWUTE JHla 3a CTapTUpaHe Ha OHJAMH Ou3HEC ce ChIBTCTBA OT
MNpoABABAIIMUTC CC€ HArjlacu 3a YYCHC, HpI/IZ[O6I/IBaHe Ha 3HaHWUA, YMCHUA W OIUT 3a
OpraHM3MpaHe MU pbKOBOJAEHE Ha To3u OusHec. Ochb3HABaHETO Ha HEOOXOJUMOCTTA OT
JOMTbJIBAHE WM TOJIy4aBaHE HAa HOBU 3HAHMS B 00JacTTa Ha TUTHTAIHHUS MapKETHHT €
JI0Ka3aTeJICTBO 3a pa3OMpaHeTo y MIIAJUTE XOpa, Y€ Ch3JaBaHETO W YIPABICHHETO Ha
yCIIelleH OHJIaliH OW3HEeC, € CBBP3aHO C €(PEeKTHBHOTO YNpPAaBICHHE HAa KOMYHHKAIIHHUTE

IIOCPCACTBOM HpI/I,Z[O6I/IBaHeTO U IPpUJIaraHeTo Ha LsJI KOMIIJICKC OT 3HAHUA U YMCHUA.

9. CBeThT HA roJIeMHUTE AAHHU U HOBUTEC MAPKECTUHIOBU XOPU30HTHU
Revista Inclusiones, 2021, vol.8, No Especial, Abril-Junio pp. 519-535, ISSN 0719-4706
WEB OF SCIENCE

Crynusita € TIOCBETeHAa Ha JUTHTAHATA TpaHC(OpMaIus U OTPaKEHUETO U BBPXY
MapKETUHTOBUTE KOMYHHMKALMU. MapKETHHI'BT HPETHPIS TOJEMH TpaHCPOpMAaLUU TIpe3
HOCIEIHUTE JIB€ JeceTwieTus. lomemure [JaHHM IpOMEHHMXa OW3HEC med3axa o
HEY3HABAa€MOCT M MAapKETHHIOBAaTa WHIYCTPHUS € CHIIHO 3acerHara OT Te3U IPOMEHHU.
TeXHOIOrMYHUTE U3MEHEHUs 1aBaT MIKUPOKO I0JI€ 3a NPEAIPUEMAUYUTE 1A Olepupar ¢ JEKOoTa
C OTPOMHO KOJHMYECTBO JaHHM M aJ€KBATHO Jia B3eMaT MH(POPMUpPAHU pelieHus. ['omemure
MH(OPMALIMOHHM TOTOLIM  TO3BOJISIBAT  MMO-JIECHO ThJIKYBaHE Ha IIOBEJEHUETO Ha
NOTpeOUTENUTE, KOETO OTBaps BB3MOXKHOCTU 3a MO-I00pOTO pazbupaHe Ha HYXXAUTE Ha
KIIMEHTUTE U MaKCHUMaJIHO aJalTHUPAaHEe Ha IPOAYKTOBUTE PEIICHUS CIOpel TEXHUTE
M3HMCKBaHUsA. TeXHOIOrMYHATa Cpela Ch3AaAe YCIOBHS 3a MApPKETOJIO3UTE 1a Pa3sTbPHAT CBOA
noTeHuuan. JlHec, moBede OT BCAKOra, MOraT Ja C€ M3IpalaT CUIHO TapreTUPaHH
CbOOLIeHUA [0 NpaBWIHHUTE MyOnuku. OOCITY)KBaHETO Ha KIMEHTUTE € MPHUOPUTET 3a
KOMITAaHUUTE U TOBA MOCTaBsl UPMUTE MPE]] MPEIN3BUKATEICTBOTO 32 CHCTEMHO HaOIr01eHNe
Ha I1a3apa 1 aJjanTUpaHe Ha JEHHOCTTa UM C BHEAPSIBAHE HA HOBU TEXHOJOTUYHU PELICHHUS.

Ocnosnama yen Ha cTaTHATA € Jja MPEJCTaBU Kak JAMTMTaiIHATa TpaHchopMmarus ce
OTpa3siBa Ha MapKETUHIOBaTa UHIYCTpUs, IPEACTABANKH IIPEIUMCTBAaTa, KOUTO OHJIAMH cpena

oCurypsBa 3a pa3BUTHUC Ha Ou3Heca Ype3 npujrarane Ha THOBATUBHU MApPKCTHUHI'OBH PCUICHUA

14



34 YCIICITHO IMO3UIIMOHUPAHE. CucmeMamu3upaHu ca OCHOBHHUTE aCIICKTH Ha IOJICMUTC JaHHHU
" TAXHOTO BJIMAHUC BHPXY MAPKCTUHIOBATA MHAYCTPHAL. Ocnosuume memoou Ha U3Cieo8ame
B pa3pa60TKaTa Ca aHaJIM3 Ha CbABPIKAHUCTO, MCTOABT HA aHAJIU3 U CUHTC3, U3IIOJI3BAHU Ca U

HWHTYUTUBHUA U CUCTEMEH ITOAXO.

10. HapymaBaHe Ha B'bnrapcxaTa KHHMKOBHA HOpMa B COIMAJTHUTE MPEKH - €C3UKOBA
aJanTanusa WJind €3MKOBa HErpaMoOTHOCT

Bulgarian Language and Literature, 2021, Vol.63(5), pp. 528-551, ISSN 1314-8516
(Online), ISSN 0323-9519 (Print)

Cvasmop: M. @ununos
WEB OF SCIENCE

IlenTa Ha M3caEIBAHETO € J1a IPOYYH ONMTA HA OBIrapCKU CTYACHTH, IPEACTaBUTEIIN
Ha MokosieHust Y U Z, ¢ HapyllaBaHETO Ha HOpMaTa Ha OBIrapCKus KHHUKOBEH €3UK IpPH
KOMYHUKaIUsl C TEKCTOBM choOuieHus BbB Facebook comuannu npunoxenus. Pesynrarute
OTYHUTAT, Y€ HapylLIaBaHETO HA €3MKOBaTa HOpMa c€ ABJDKH I10-CKOPO Ha BB3IPUEMAHETO Ha
KoMyHUKanusaTa BbB Facebook W commamHuTe NPUIOKEHUS KaTo TOBOPEHE, a HE KaTo
nucMena ped. CrenoBaTeIHO MHOTO OT €3MKOBUTE IpaBwia Ha CbBpEMEHHHMS KHM)KOBEH
OBJIrapCcKy €3uK, peryJupaliy NuCMeHaTa ped ce HapyllaBar.

(DEeHOMEHOJIOTUYHOTO HU3CJEBAHE M3I0JI3Ba HApaTUBEH IIperje]l Ha HayyHara
muteparypa ot 2011 go 2021 u 3agba0oyeHO HMHTEpBIO Ha 15 CTyA€HTH OT OCeM
YHUBEPCUTETA KaTO U3CIIEABATENICKM MHCTPYMEHTHU. TeopeTHyHaTa paMKa € U3rpaieHa BbpXy
TEOpUsATa 32 KOMyHHKAI[MOHHATa aKOMOJALs ¥ IU3aliH Ha ayIMTOpUsATa. J[Be OCHOBHM TeMHU
M3KpUCTATIM3UpAT B 3aAbJ00OYeHUTEe HHTepBIoTa: 1) KomyHuKanusra BbB Facebook u
COLIMAJIHUTE MPWIOKEHHUS € BU3yalHa, Pa3rOBOpHAa U HepOpMaliHa U 2) KOHTEKCTHT U
KOMYHHKATOPBT OINpPENENSAT CTENEHTa Ha clla3BaHe Ha e3ukoBaTa HopMa. KomyHuKkamusTa B
COLIMAJIHUTE MEIMM W IPWIOXKEHHS CE BB3IpUEMA KaTo TOBOPEHE, a HE Karo IHCaHE;
Obp3aHeTO 3a MPUCHEIUHSIBAHE KbM KOMYHHMKAIIMOHHMS aKT M Bb3IPHEMAHETO Ha

OHJIAMH cpefa KaTto HedopMaiHa, 00sSCHSABAT HApyIIaBaHETO HA €3MKOBUTE MTPaBHIIA.
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IV. CTATUM U JOKJIA/U, IITYBJIUKYBAHU B HEPE®EPUPAHHN CIIUCAHUSA
C HAYYHO PELEH3UPAHE WJ/IN IIYBJIIMKYBAHMU B PEJAKTHUPAHU
KOJIEKTUBHHU TOMOBE

11. AxTHBHpaHe Ha MOTPeOUTEJCKOTO NoBeleHue B MHTepHeT upe3 mpoleca Ha
HHTEePAKIMS

International Scientific Conference Cultural Corridor Via Diagonalis. Cultural Tourism
Without Boundaries, 2014, p. 307-313, ISBN 978-954-300-128-6

WHTepHeT ce HacTaHM TPalHO B XHMBOTa Ha Xopara. HeroBoTo ycTaHOBsSBaHE KaTo
MeHs 32 MacoBa KOMYHHKAIIUS CTaHA MPEANOCTaBKA U 33 PA3BUTUETO HA OHJIAKH peKjamara,
KBJIETO PEKIIAMOJATEIUTE CPEIIAT HHTEPECUTE HA CBOUTE ayJUTOpUH. KynTypHUST TYypHU3bM €
Ba)KHA YaCT OT BCUYKH Pa3XoJY 3a peKiaMa B TypucTHueckara uuayctpus. [lo3HaBaHeTo Ha
OHJIAMH pEeKJIaMHHS TIPOIleC € BaKHa HEOOXOJMMOCT 3a YCICHNIHOTO pa3BUTHE Ha
TYPUCTUYCCKUSI CEKTOp M B YaCTHOCT KYITYpHUS Typu3bM. HamamsBanero Ha
TEXHOJIOTUYHOTO BpPEME 3a BBBEXKJaHE Ha MHQPOpPMAIUS W OCBHIICCTBSIBAHE HAa pe3epBaLUU
dopmupa HMHTepHeT Karo mpeanouuTaHa OusHec cpenma. ETo 3amo roisMa 4YacT OT
MpeIIprueMadyuTe JHEC HACOYBAT CEPUO3HH YCWIHS M PECYpPCH KbM TO3M KOMYHHUKAI[MOHCH
KaHaJ, 3a Jla U3M0JI3BaT Bb3MOXKHOCTUTE, KOUTO npemiara. [lorpedurennre Ha TYpUCTHYECKU
YCIIYyTH UMaT ,,HOBO JIMIIC"‘, HOBU HABHIIA U 3aBUIICHU M3UCKBAHUS. TEXHUTE MPEIIOYNTAHHS
ce MPOMEHSIT MapajeHO C HapacTBaHEe Ha MPEAMMCTBATa Ha TEXHOJIOTHHUTE M BhBEXKIAHETO HA
WHOBAaTHBHHU pELIECHUS 3a TMOJAbPKAHETO M YJIOBIETBOPEHHETO Ha TO3HM crhenuduueH
MOTPEOUTENCKU cerMeHT. V3rpakJaHeTo Ha yCIENHN OHJIAalH CTpaTeruu € e(heKTHBeH HauuH
3a CTUMYJUpaHe Ha UHTEpeca U TMOBUIIaBaHE HAa MPOJAXKOUTE, KOETO HE OU OUII0 BB3MOXKHO
0e3 CHUCTEeMHO NpPOydYBaHE Ha MOTPEOUTEIICKHTEC HABUIM W Harjiacu. AKTHBHpPAHETO Ha
MOTPEOUTENCKOTO TIOBEIECHUE MOXKE Ja ObJe HachpueHO OT J00poTO pa3dupaHe Ha
MPUYMHUTE, KOUTO (opMuUpaT NOTPeOUTENICKOTO OTHOIIeHue. WaeHtudunmpanero Ha
MOTPEOUTENCKAS TPOoGUI HW BIUSHUETO HAa cpejlara BBPXY KIMEHTCKUTE BKYCOBE U
MPEANOYNTAHUS, € 3aIb/DKCHHE 3a BCEKM MpeAnpueMad. Pekiamara € Hail-yCHEIIHUST
WHCTPYMEHT 3a CTUMYJIHpaHe Ha OTPEOUTETICKUTE MOJIETU U 3a BIHUSHHUE BBPXY Ipoleca Ha
B3EMaHe Ha pelIeHHe, HachpuaBaHe Ha MOTPEOUTENICKOTO MOBEACHUE U KaTO PE3yJNTaT Ja ce
JOCTUTHE JIO TIpojak0a Ha MPOAYKTH M yciayrd. OT TJieHa TOYKa Ha peKyiaMara, TJIaBHOTO
MPEIMMCTBO Ha JUTHTATHATA Cpejla € MHTEPAKTUBHOCTTA, Bh3MOXKHOCTTA Jla C€ OCHIIECTBIBA
mecHa W Obp3a BpB3Ka MeEXAYy pekinamonarenst W morpebutens. WHTepakTUBHUTE

KOMYHHKAIIUX IToMarat Ha KIIMCHTUTC U KOMITAHUUTEC J1da OCBIICCTBAT KOHTAKT AUPCKTHO 0e3
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OrpaHMYEHUE Ha BpeMe U MpocTpaHcTBO. OCBEH TOBa WHTEPAKTUBHOCTTA IO3BOJISIBA Ha
MOTPEOUTENUTE 1a KOHTPOJIUPAT KOMYHHKAITMOHHUS MPOLIEC KAaTO MOTaT Ja penraT KakbB THII
nH(OpMAIIHS KENasT Ja BUAAT, KOJKO IABJTO U M0 KaKhB HAYHMH J1a UM OBJE MPEACTaBEHA.
ToBa Hanmara MoOAeNbT 32 UHTEPAKTUBHO PEKJIAMHO BB3/CICTBHE 1a ObjAe palMOHAlIeH U Ja
noanomara AudepeHuuanusaTa Cropel XapakTepa Ha IOTPEOUTENCKUTe MOTHUBH U

MMpCaAIIOYUTAHUA.

12. Poasita Ha o¢d¢-aaiiH U OHJANH cTpaTerMuTe 3a YCHENIHO NPOIXYKTOBO
NMO3MIMOHUPAaHe

The role of off-line and online strategies for successful product positioning, International
Scientific E-Journal “Economic Processes Management”, 2015, elSSN 2311-6293

Cwasmop: /[. lnesa

Ilpoyusanemo B ctatusTa oOXBalma BIPOCH, CBbP3aHH C OCHOBHH O(JIaifH M OHJIalH
CTpaTeruy, KOUTO KOMIAHUUTE U3IOJI3BAT 3a YCIEUIHOTO MO3ULMOHUpaHe. [Jenma € na ce
YCTaHOBAT pa3jiuuuaTa B OLEHKaTa Ha 3HAUYMMOCTTa Ha (aKTOpUTe 3a YCIEUIHO
MO3UITMOHUPAHE HA MPOJYKTa M Kak J0OpPOTO ChueTaHWe Ha OQUIaliH W OHJIAWH CTPATETHHUTE
1€ MO3BOJIM IIBIHO MTOKPUTHE HA LIEJIEBUTE T'PYIIU, KATO HACOYU YCUJIUATA HA KOMIIAHUUTE B
nocturaHe Ha cuHepruyeH edekt. [IporechT Ha MO3UIIMOHUPAHE € CBBP3aH C KOMILJIEKCHOTO
[puiaraHe Ha CTPAaTerMd W TEXHUKHU, OTHACALIM C€ JO BCHYKM KOMIIOHEHTH Ha
MapKeTHUHIOBUS MHKC. M3rpaxxgaHero Ha cTpaTerus 3a MPOAYKTOBO IO3MIIMOHHPAHE,
M3I0JI3Ballla Pa3IMYH KOMYHUKAIMOHHU KAaHAJIM 3a JOCTBI 10 aAyJIUTOpPHUATA € CBBP3aHO C
BBIIPOCUTE KaKbB UMUK UCKA J1a U3TPAIH KOMITAHUSITA IO OTHOIIIEHUE HA CBOSI MPOAYKT; KaK
ce BB3MpHeMa OT MOTPEOUTENNTE; KAaKBH Ca CPAaBHUTEITHUTE MPEIUMCTBA Ha MPOAYKTa, 3a 1a
ro audepeHupar oT Te3u Ha HETOBUTE KOHKYPEHTH; KakK Jla 3aCHJIUM UMUK Ha MPOAYKTa;
Jand Ja ce OopuM 3a 3aBiajisBaHE Ha JIMJEPCTBOTO HA KOMIIAHMATA WU Ja ClieJBaMe
BOJICIINTE KOHKYPEHTH; KaKBM Ca HAYMHUTE Jla 3aeMe Ila3apHa HUIIA W Kak Jia

NMO3MUOHUPAME CBOUTEC NPOAYKTU B Cb3HAHUCTO HA HOTpe6I/ITeHI/ITe.

13. MapKeTI/IHF’bT B COMUAITHUTE MEIUN KAaTO UHCTPYMEHT 34 OHJIANH MO3UIIMOHUPAHE

X-ma Hayuno-npunoscna Koughepenyus ¢ mexcoyHapooHo yuacmue ‘‘Hneecmuyuu 6
owvoewemo 2015”7, c¢. 221-226, 2015, ISBN 1314-3719

B mocneguuTe roguHM collMaiHUTE MEIWM Ca OCHOBHATa MMIIICHA 3a M3JaTeIUTe Ha
OHJIaliH CbAbpIKaHHUC. ToBa e cbBCEM €CTECTBEHA nocjeauna, 3amoTo TC €a TACHO CBbpP3aHU C

npolieca Ha IeHepUpaHe Ha MO-TOJSIM M TapreTupaH Tpaduk. HoBoTo mokoieHne Ha yeo-
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http://essuir.sumdu.edu.ua/handle/123456789/40298

OasupanuTe yciuyrd win T.Hap. Web2.0 dopmupa HOBO (PUPMEHO MOBENCHHE W HAYMH Ha
(GyHKIMOHMpaHE B OHJIAHH cpena. YCTOMYMBOTO pa3BUTHE HAa OM3HEC-OTHOIICHUSATA € B
pe3yaTaT Ha TpalHO HACTaHSBaHE HA COLMATHUTE MEIUiHM miaatdopMu B yeO CTpaTeruuTe
Ha upmuTe. MIHTepakTUBHATA KOMYHHUKAIIMS U BHBIMYAHETO Ha OrpOMEH Opoii moTpeduTenu
BbB BTOpHYHA KOMYHHKAIUsl J100MBa rojisiMa CUJia U Ce€ sIBSBa MOIIEH MHCTPYMEHT, BbpPXY
KONTO (upMHTE HCKAT J1a YHOpaXHIBAT KOHTPOI. [IpennpuemMaunte HaCOYBAT BCE MO-TOJIEMH
YCUJIUS Jja YCTAHOBAT KbJIE Ca ChCPEJOTOUEHN TEXHUTE OTEHLUAIHY TOTPEOUTENN U Hajlarar
BCE IMO-KPEaTUBHU MOJXOJM 3a JOCTUTaHE J0 TAX. 3aTOBa € OT 3HAYeHHUE Ja ce MO3HaBaT
no0pe cTpaTernyecKuTe OHJIailH MHCTPYMEHTH, eEeKTUBHOTO M3MOJI3BaHE Ha Iutatdopmure,
MOCPEJICTBOM, KOMTO MOTaT Ja OKa3BaT BIMSHUE M BBPXY HOTPEOUTENCKOTO IOBEACHUE,

aHaHTHpaﬁKH HHTEPECCAa HAa U3ATCIIUTC KbM CPCIIaHC HAa HHTCPECUTC HA HOTpe6I/IT€JII/ITe.

14. Crparernu 3a ycmemHo NPOAYKTOBO OHJIAiH mo3unuoHupade. M3rpaxnane Ha
J0Bepue B OHJIAMH TUCKYPC.

Strategies For Successful Online Product Positioning. Building Trust In Online Discourse,
Macedonian International Journal of Marketing, 2015, p. 47-54, ISSN 1857-9787

Cwasmop: Kp. I'eopeuesa

Jlobpe MHGOPMUPAHUAT CHBPEMEHEH IMOTPEOHMTEN, HETOBUTE HYKAW M OYAaKBAHUS
BOIAT OO0 HU3LAJIO0 HOB KOMYHHUKAIIMOHCH PUTBM, KaTO JOBCPHUECTO € B OCHOBATA MY. Korato
TOBOPHM 3a IIeJIeHaCO4YeHa yOequTeIHa KOMYHUKAIUS B OHJIaH AUCKYypca, HUBOTO Ha TIACHK
€ OT ChILEeCTBEHO 3HaueHue. EQeKkTHBHOTO M3Moi3BaHe M IBIOOKOTO pa3dupaHe Ha BCSKa
CTpaTerust ce MpeBpbIIAT B OTHpaBHA TOYKa, KOraro CcMe Ha IbT Ja JOBEIEM
B3aMMOJICHCTBHETO JO Kpas M HsAMa pas3ivKa Jald TOBOPUM 33 MAapKETUHT, BPB3KU C
00IIeCTBEHOCTTAa MM peKiaMa. M3rpaxgaHeTo Ha JoBepHe € aOCONIOTHO 3aJBbJIKUTEITHO
MEXJy BCHYKH 3aMHTEPECOBAHM CTPaHU WM CpeJ MapKaTra W HEWHUTE KIMEHTH, 0COOEHO
KOTaTo ThPCUM Haii-o0parta cTpaTerus 3a OHJaiH NO3ULMOHUPaHEe Ha MTPOAYKTH.

Ilenta Ha pa3zpaboTkara € Ja MpeACTaBM IpexoJa B HAYMHA Ha MUCJIEHE Ha
CBBPECMCHHUA IIpCANprueMad U KaK UMINNICMCHTUPAHCTO Ha MHOBATHBHH ITOAXOJIH B 06maTa
MAapKETHHIOBa CTPATCrusd BOAU N0 YCICHIHO IMPOAYKTOBO NO3HMIIMOHUPAHE, B YUATO OCHOBA

CTOH U3TPAACHOTO HOTpe6I/ITeJ'ICKO JOBCPHUC.
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15. TenneHunu Ha OHJIANH pekyiamMaTa B cBeTa Ha Web 2.0

Fifth International Scientific Conference: ,, NEW SPACE IN ART AND SCIENCE”, 2015, p.
3-11, ISBN 978-608-4574-73-6

[Ipe3 nocnepHuTe TOJMHU MMENH3aKBT HA OHJANH MapKEeTHHra Bapupa JpacTUYHO.
KouTpoasT BbpXy popMHUpaHeTo HA TOTPEOUTEIICKOTO MOBEACHHUE Ce U3ILTh3Ba OT PhlIETE Ha
npennpuemauute. [lorpedburenure craBat Bce Mo-B3UCKATEIHU KbM HaluyHute odeptu. Te
UCKaT TmoBeye H300p, MOAOOpsABAT KPUTEPHUHUTE CH W H3HCKBAT JIMYHO BHUMAaHHE H
oOciyxBaHe. dparMeHTanuATa Ha OHJIAMH MapKETHHTOBaTa €KOCHUCTEMA OTPEXKAa CEPUO3HO
MSCTO Ha peKkjamMaTa B LeNHs KOMIUIEKC OT MHCTPYMEHTH 3a Bb3/CHCTBHE BbPXY OHJIANH
aynutopusita. CbCTOSHUETO Ha Ma3apa Ha OHJIAMH pekiaMa OeNlekH CUJICH pPacTexX Ipe3
nocineaHure roauHu. IlporHosure ca, 4e Tasu TEHACHUMS L€ HPOAbIKHU. [lerma Ha
cmamusama € J1a IpeACTaBl OCHOBHUTE TEHACHLIUU B CBETA HA TUTMTAIHUTE KOMYHUKAIIUU U

TAXHaTa NPOCKIUA BbpXY CbBPEMCHHUA ousHec.

16. OnnaiiH MApPKeTHHT U POJIATA My B MIPOMOTHPaHe HA 0AHKOBH YCJIYTH

E-Journal of Entrepreneurship, 2016, vol.4, issue 1, p. 87-99, ISSN (print): 1314-9598 ISSN
(online): 2367-7597

Pa3ButHeTO Ha TEXHOJIOTHMHUTE JAOBCAC OO 3HAYUTCIIHU IMPOMCHU B OaHKOBHTE IMPAKTHUKH.
JlHec HuKOs OaHKOBa WHCTHUTYIHMS HE OM MOIJa Ja peaju3upa YCIENIHO CBOsi Ou3Hec 0e3
aJICKBaTHO aJlaliTUPAaHEe KbM HOBHTE YCJIOBHS 32 MpaBeHE Ha OM3HEC. BaHKOBHAT CEKTOpP € CHIIHO
YYBCTBUTCJICH KbM HABUIHUTEC HAa CHBPCMCHHOTO TCXHOJIOTMYHO O6HICCTBO. KOHTpOJTbT JHEC €
IMOBCYC OT BCAKOI'a B PbLUETC HA HOTpe6I/ITCHI/ITe. HHTepHCT € HEC caMO HM3TOYHHK Ha I/IH(bOpMaHI/ISI
3a MOTEHIMATHUTE MOTPEOUTENH, HO U MM IMO3BOJISIBA J1a YIPABIISBAT B3aHMOOTHOILICHHUSATA CH C

OaHKHTE, OCBIIECTBIBAHH OJarolapeHue Ha B3aUMOAECHCTBHETO.

17. ®duHaHCOBY NHOBALIMH W BEPHUIH 32 10CTABSAIHE HA CTOHOCT B 0aHKHPaHeTo

3 rd International Conference on Innovation and Entrepreneurship in Marketing
& Consumer Behaviour (ICIEMC) — 2016, Lisboa, Portugal, 183-197., eISSN 978-989-20-
6718-6

Cwvasmop: E. Cmasposa

TGH,HeHHI/II/ITe B HWHOBAIIMMTC BHB q)HHaHCOBI/ITe 1 OaHKOBUTE YCIyru I10Ka3BarT
BB3XOAAIl PBCT HA IMPUIOKCHUC B CBCTOBCH Mama6. HaHpCI[’BK’bT N IIOCTHMOKCHHUATA Ca

¢GyHKIMA Ha MOJEpHHs XapAayep U codryep, KOMTO ce ImpujaraT MpH MPEeIOCTaBIHETO Ha

19



http://www.eurm.edu.mk/novosti/1504-petta-eurm-konf/EURM_Konf_2015_Zbornik.pdf
http://ep.swu.bg/

OankoBu yciyru. HeoOxomumocTra OT mocelnieHHe Ha OaHKOB KJIOH 3a TOJydYaBaHe Ha
oIpeJiesieHa yciyra I1e MPOIbJDKY J1a HaMallsiBa B 1038 Ha OTPEOUTENUTe, KOUTO MOTaT Ja
nojryyar HeoOXoaumuTe OAaHKOBH YCIYTH, KBJIETO M KOraro moskemasr. B oOmactra Ha
KOHKypeHIMATa OaHKHUTE INe MPOABDKAT Ja Tpuiarar Hampeabka B HH(POPMAIMOHHUTE
TEXHOJIOTUH 32 T0-100p0 00CTyKBaHEe Ha KOPIIOPATUBHU U MHCTUTYIIHOHATHHU KIMEHTH. TyK
B MMoAKpCHa uJBa JUTruTaIHUA MApKCTHUHT, KOMTO ocurypsBa OJOCTBII Ha OaHKHUTE J0 CBOUTEC
AyJAUTOPUHU C MHOI'O IMO-TApIrCTUPAHU ITOCIaHUA. DuHAHCOBUTE TEXHOIOTUH npoabJIKaBaT aa
ce moao0psBaT, KaTo (hopMUpaT BCe NO-CErMEHTHPaHa HH(OpMAITHs, aHAIN3UPaHa 32 IIeTUTe
Ha YIpPaBICHHETO HA pPUCKAa C BCE MO-CIOXHU CEMIIMPUYHU TEXHHKH. B KOHTEKCTa Ha
JMHAMUYHOTO Pa3BUTHE PETYIUpPAaHETO Ha (HUHAHCOBUTE MOCPEIHHMIM IIe MPOIBIDKH Ja
CTUMyJIpa (UHAHCOBHS Ta3ap W Ie ObJe Hall-3HAYUMHIT M3TOYHWK HAa MHOBAIMH TIpe3

CJIICABAIINTC T'OOUHH.

18. MpeanpuemMavyecTBOTO, HMHOBAIMUTE M OHJIAHH MapKeTHHra Kato (akTopu 3a
NMOBHIIIABAHE HA KOHKYPEHTOCMOCOOHOCTTA HA (pupmuTe

Sixth International scientific conference: The posible, the real and the virtual in the modern
world: proceedings, 2016, p. 124-134. ISBN 978-608-4574-75-0

Cvasmopu: A. Amanacosa, B. Kanatioscuesa

CpBpeMeHHMAT OM3HEC € M3IPaBEeH IpeJ MHOIo IpeIU3BUKATENICTBA, KOUTO ca B
pe3yaTaT Ha 3aCHJIBALIUTE Ce KOHKYPEHTHH IMpoliecH, HaOII0AaBaHUW B cpelaTa, B KOSTO
¢byHkunonupar ¢upmute. JlHec moBede OT BCsKOra JOOpHAT HpeirnpueMad TpsiOBa Ja e
CKJIOHEH KbM MpUJIaraHe Ha WHOBAIIMOHHU IOAXOJH, KOMTO a/leKBaTHO Jla OTrOBapsAT Ha
HY)KIUTE€ Ha CbBPEMEHHOTO TEXHOJOTMYHO OOIIECTBO U HOBHUTE IOBEIEHYECKU
XapaKTepUCTUKH Ha moTpeburenure. CTpaTerMyeckoTo MHCJIEHE € NPUOPUTET Ha BCEKU
[1a3apHO OPMEHTHpPAaH Y4YacTHMK. TO MHHaBa Ipe3 I'€HEpUpaHE Ha UJACH 3a CTAPTUPAHE Ha
Ou3HeC, IMpUjlaraHe Ha WHOBATHBHHU CTPATETHMHM C aBaHTap/JHU PELICHMs] W M3IO0J3BaHE Ha
pa3HoOOpa3sHM KOMYHHKAaTHBHU TEXHHKM 3a (OpMHpaHE Ha JKeJaHO NOTPeOUTEICKO
noBefeHue. Jlumcara Ha [JAJHOBHMJIEH TMOTJiel M HeCchboOpas3siBaHE C M3UCKBaHMATA Ha
naszapHaTta cpefa Boau ciel cebe cu peauna npoOjeMH, KOUTO IMOCTaBAT IOJ| BBIPOC
(UpPMEHOTO OLEeINIsSIBaHE.

Llenma na wnacmoswus Ookiad € Ja TpPeICTaBH Kak IpeaipueMadeckaTa
MHUIMATUBHOCT TMOBHIIABA KOHKYPEHTOCIIOCOOHOCTTAa Ha (UPMHUTE upe3 MpujaraHe Ha
pasHOpPOJHM (UPMEHUM AaKTHUBHOCTM B YCIOBHATA Ha CHJIHO KOHKYPEHTHa cCpefa.

Hsnonszeanama memooonocus 6KI046a IIpoydyBaH€ Ha BTOpHUYHA I/IH(l)OpMaHI/ISI oT
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myOsmMKyBaHu nanHu oT HarmonamHus craructuuecku nHCTUTYT (HCU), oHNMaliH M3TOYHUITN

u Jp.

19. OnaaiiH MapKeTHHIBT KATO YACT OT BEPUIHTE 32 CTOIHHOCT B 0AHKOBHUS CEKTOP
Macedonian International Journal of Marketing, 2016, Vol. 3, p. 45-52, ISSN 1857 -99787

Cwasmop: E. Cmaeposa

CeBpeMeHHaTa 0aHKOBa CHUCTEMa € HM3IpaBeHa Ipeia IMPEIU3BUKATEICTBOTO Ja Ce
aJanThpa KbM TEXHOJOTHUYHHUTE IPOMEHHM B KOHKYPCHTHHUTE YCIYT'H, IMPEIOCTaBSHH Ha
MWJIMOHH KJIMEHTH, KOMUTO UCKAT 0e30MacHO ChXpaHEHHE Ha cBouTe cpeacTBa. DuHaHCOBUTE
yCIYTH Beue MMar HOB 00pa3. Te oTpa3sBaT CbBPEMEHHUTE TEHCHLUU B NOTPEOUTEIICKUTE
HaBUIM. baHKOBHTE IIallaHMs 3ama3BaT HapacTBAIUs U1 B Moprdeitia OT Omuuu 3a
IUIanfane. baHkWTe NpPeaoCTaBIT BB3MOXKHOCT HA MOTPEOUTEIMTE JIECHO, CBOOOIHO M Upe3
CIICCTABAHC HAa BPpEMC U YCWUJIMA da U3II0JI3BAT 0aHKOBHUTE YCIyru. ToBa n3nckBa OaHKHUTE Ja
6”I)IlaT AKTUBCH YYaCTHUK Ha I1a3apa, KOMUTO CJICAU NPOMCHUTC U TCHACHIUUMUTC BbB BbHIIIHATA
cpeia ¥ MaKCUMAlHO aJanTUpa pecypca CH KbM IMPOMEHUTE M HOBHTE H3MCKBAHHSL
KpeatnBHOCTTa M HMHOBATMBHOCTTA B W3IOJ3BaHUTE TOJXOIU 3a pAa3MPOCTPaHEHHE Ha
0aHKOBM TMPOAYKTH € MPEIINOCTaBKa 3a YCIEIIHO OaHKOBO MO3WIMOHUpaHe. [Ipedmem Ha
uscnedsane B HacTosmara pa3paboTka ¢ GyHKIIMOHUPAHETO Ha OaHKOBaTa CHCTEMa B CHITHO
KOHKYpPCHTHA cpcaa n IpujiaraneTo Ha HWHOBAaTHBHU TEXHOJIOTHH, YJecHABallu

PasIpoOCTpaHCHUETO Ha 0aHKOBU YCIIyTu.

20. BankoBuTe HHOBAIIMHU - KJIIOY0BU TCHACHIIUU U cneumbmca
Macedonian International Journal of Marketing, 2016, Vol. 4, p. 62-68, ISSN 1857 -9787

Cvasmopu. E. Cmasposa, P. Braoos

[Ipe3 mocneaHUTE TPU JECETUIIETHSI CME CBUJETENIM Ha HEBEPOSITHA TpaHchopMalus
BbB (DMHAHCOBMSI CEKTOp M IIpEeMHMHAaBaHE KbM HMHTEpHAI[MOHAJIM3alUsi Ha OaHKoOBaTa
uHayctpus. ToBa Hajara GaHKOBUAT CEKTOp Aa ObJie MPOAKTUBEH BbB B3aHMOOTHOIIECHUSATA
CH C KJIIMEHTUTE, KaTO0 MAaKCHUMaJHO C€ aJanThpa KbM IPOMEHUTE B Ma3apHara cpena u
a/IeKBaTHO pearvpa Ha Ma3apHuTe u3uckBaHus. CTapuTe MOAXO0/M Beue HAMAT MSCTO B CBETa
Ha JIUTUTAJHUTE KOMYHHKAIMU. YCIENIHOTO OaHKOBO MO3UIIMOHUPAHE 3aBUCH M3LSJIO OT
TOTOBHOCTTA Ha OAaHKOBHS CEKTOP JIa Ce MPHUCIIOCOOU KbM HOBHUS AUTHTAJIEH CBAT, OCHOBAH Ha

I'bBKaBH U KPCAaTUBHU PCILICHU, 01,06pa36H1/1 C HOBHUTC TCXHOJIOTMYHU YCJIOBUA. Hpe,Z[MeT Ha
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n3CjIcaABaHE B pa3pa60TKaTa € ajamnrtagusTa Ha 0aHKOBaTa CHCTEMa KBbM JUTUTAJTHUTE
YCJI0BUA W BHCAPABAHCTO HAa MHOBATUBHU PCUHICHHUA, KOUTO Ja MOANOMArat TbpPCCHCTO Ha

0aHKOBH YCIIyTH.

21. Miagekra 4 xa3apra

Ninth International Conference: KNOWLEDGE CAPITAL OF THE FUTURE, Ax6anus,
pp. 425-436, vol. 13(3), ISSN 1857-92

Cvasmopu: E. Cmasposa, JI. [{ypmuwiu

XazapThT ce MpeBpbhIla BbB BCE MO-TOJISAM MPOOJIEM Cpel] MOAPACTBAIIOTO MOKOJIEHUE
B IOYTH Lienus cBAT. [IpoBeneHnTe 10 MOMEHTa M3CieIBaHUS NOKA3BaT, ye MIPU MIIAJICKUTE
IIaHCHT Jla C€ pa3BUE€ MPOOJIEMHO MOBEJEHUE CBBP3aHO C Xa3apTa € MHOIO IO-TOJIAM,
OTKOJIKOTO IIpY XOpaTa Ha CpeJIHa UJIM HaIlpEeAHAJIa Bb3PACT U KaTo LSUI0 T€ Ca NOJI0KEHHU Ha
3HAYUTEIHO TMO-BHCOK puCK. ToBa € enuH J[octa TPEeBOXKEH mpobieM, Tbi KaTo
3aBUCUMOCTTa OT Xa3apT MMa COLMaJHA 3HAYMMOCT HE II0-MajkKa, OTKOJKOTO TE3d Ha
3aBUCUMOCTTa OT QJIKOXOJ M HapkoTtuiM. [lopaau Ta3um mNpuyYrMHA ACHUCTBHUATA CPEILY
OTPaHMYABAaHE HEMHOTO PAa3NIPOCTPAHEHHUE CE€ SIBABAT COLMAIHO OTTOBOPHO MTOBEJICHUE.

XazapThT KaTO MKOHOMUYECKH U collralieH ()eHOMEH € Bh3HHMKHAI B APEBHU BpeMeHa
U MpOJIbJKaBa a Ob/ie 0OCKT HAa BHMMAaHHUE, 3al0TO MOTCHIMATHUTE MPUXOIU, KOUTO TOMI
reHepupa noja ¢opmMaTta Ha TaKCH, JMIICH3W U JaHBIM BbPXY JAOXOAHUTE C€ HaONI0AaBaT OT
bP’KaBHUTE BJIACTH KaTO OW3HEC, TeHEepUpalll 3HAYUTEIIHU MPUXO0/IU B OI0JKETa, KOUTO HE Ce
BIIMSSIT KAKTO OT KPU3UCHU U CE30HHU KOJICOaHUsI.

Xa3zapThT Karo OWM3HEC M OTHOLICHHETO KBbM HEro cpel MIaJIeKUTe ca OOEKT Ha
W3cleIBaHe B TO3U JoKiaj. HampaBeHnTe aHKETHU MPOYYBAHUS CPEJl CTYJAEHTH OT OBITapcKu
M am0aHCKU YHHUBEPCUTET J1aBaT BBH3MOXKHOCT Jia C€ YCTaHOBM Ta3W 3aBUCHMOCT JI0 KaKBa
CTENEH ce BIMAE OT reorpa)cko MOJIOKEHHE, BBH3PAaCTOBU T'PAHUIIM, HAPOAOICUXOJIOTHS,

HpaBH U TpaJAUINU.

22. IHOBATHBHHU aCIEKTH HA OHJIAMH MapKETHHIA
Macedonian International Journal of Marketing, 2017, pp. 31-40, ISSN 1857 -9787
Cwasmop: P. Bradosg

I/IHTepHeT Jaac TIIaCbK 3a MHOI'O KOMIIAHMHM B IPEOCMUCIIAHE HaA POJIATa Ha
TEXHOJIOTHHUTE. I/IsrpaxcnaHeTo Ha TICUEJIMBIIN OuW3HEC MoacIn € 1nociacauna  oT

KOHCTPYKTHBHOTO U KPCATHUBHO MHUCJICHC HAa CBBPCMCHHUTC MAPKCTOJIO3U. MapKeTI/IHI"LT u
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MHOBALIMUTE Ca C KJIIOYOBO 3HAUEHHE 33 IPEX0]] KbM yCTOHUMBOCT B OM3Heca. /Hec xuBeeM B
epa Ha MMPeIU3BUKATEIICTBA, B KOATO (PUPMHTE MPEMHHABAT KBbM CJIE/IBAIIO HIUBO Ha Pa3BUTHE,
CTaBaillku 4acT OT TEXHOJIOTMYHAaTa Cpela, B KOATO HMCTOPHUS NHIIAT camMo Obp3UTe M
aJlalTUBHU KbM IpOMeHHU. JlocThIBT HU 10 MH(pOpMALMs MUHABA Mpe3 JUTMTalHaATa cpela.
YcBOMXME 10 CHBBPIICHCTBO BCUYKM KOMYHMKAaTUBHU TEXHUKHU, KOUTO MHTEpHET mpennara.
W3bupame u KymyBame NpOAYKTH OHJIAiiH. Bcuuko ToBa e Onaromapenue Ha yaoOcTBarta,
KOUTO HH npenoctaBs Mpexara. [IpomsiHata B moTpeOUTENICKUTE HU HAaBUIM MPaBU (GUPMUTE
BCE IIO-TBOPUYECKM HACTPOEHU B IPUJIAraHUTE MOAXOAM U M3IOI3BAHUTE TEXHUKHU 33 JOCTBII
710 TapreTUpaHu ay IUTOPHUH.

Llenma na nacmoawama cmamus € 1a NPEACTABM MHOBATUBHOCTTA B IIPUJIATaHUTE
OHJIAH MapKETHHTOBM HWHCTPYMEHTH M KaK NpOIEChT Ha IUTHTANM3alus Ha Owu3Heca

ClioMara 3a yCIICIHHOTO IMO3UIIUOHHUPAHE Ha q)HpMI/ITC.

23. IurnTaJHuAT 0AHKOB MAPKETHHI B KOHTEKCTA HA HUPKYJISIPHATAa MKOHOMMKA

7th International Scientific Conference: “Contemporary Aspects of Circular Economy”, pp.
31-38, Vol. 1(1) ISSN 2545-4552 (Print), ISSN 2545-4560

Cvasmopu. E. Cmasposa, P. Braoos

WupycTpuanHaTa peBOMIOLMS JIOBEAE [O HEoOpaTUMM IOCIEIULH, CBBbpP3aHH C
r7100aJIHOTO 3aTOIUISIHE U IIPOMEHUTE B €KOJOIMYHMA OasiaHC. Bbrpeku jommre MporHosu, ako
IpearnpueMeM JeMcTBUE B HACTOALIMS MOMEHT, MMaMe IIaHC Ja ouepraeM OiarornpHsTHO
Obzelie, KOETO IE pa3yuTa Ha U3MOJI3BAHETO Ha BH30OHOBAEMH CHEPrMHHHM HM3TOYHHIIY,
JMHENHHaTa MKOHOMMKA OT THIIA ,,KYNH-U3MOJI3BAW-U3XBBPIU a ce TpaHc(hopMHpa B KPBroBa
MKOHOMHKA, HPU KOATO OTHAAbLMUTE OT €AHO HPOMU3BOJACTBO ILIE OBIAT pecypc 3a HApYyro.
Heobxoaumo e mpeocMHCIsiHE Ha CTPAaTETMUECKUTEe MOAXOAM M Haco4YBaHE Ha OH3HECa KbM
€KOJIOTHYHO OPUEHTUPAHO MUCIIEHE U COLIMAIHO OTTOBOPHO NOBeJeHUe. PanukannaTta npomsHa B
MHCJIEHETO € MPUAPY’KEHa OT CEPHO3HU MHBECTUIINH, HEOOXOIUMH 3a (UHAHCHpaHE Ha OH3Heca,
3a Ja IpeMHHE OT JMHEHHAa KbM KpbroBa MKOHOMMKA, KBJAETO OHJIAWH OaHKHMPAHETO € MOILEH

MHCTPYMEHT 3a (hOpMHpaHe Ha KPEAUTHO MOBEJICHHUE.
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24. ETHYHM acnleKTH B AUTUTAJHUSA MAPKETHHI B KOHTEKCTA HA OHJIAIH 0aHKHPaHeTO

Konexmusen mpyo ,, queumannama pesonioyus 6 KyIumypHume U COYUAIHUME
npoyecu “‘, Yuue. Mzoamencmeo ,, Heogpum Puncku“, bBracoesepao, 2017, p. 105-113, ISBN
978-954-00-0171-5

Cwvasmopu: E. Cmasposa, P. Braoos

['moGannara ¢uHaHCOBa M MKOHOMHUYECKAa KpH3a BbpPHA Ha KapTaTa MOPATHUTE
LIEHHOCTH Ha 4YOBEUYECTBOTO. YCTOMYMBOTO pa3BUTHE, Pa3OMpaHO KATO KOHLENLUS, C€
OCHOBaBa HE CaMO Ha YCTOMYMBOTO DPAa3BUTHUE HAa OKOJIHATA CpeAa, HO KaTo KOHIEMIHS,
OCHOBaHAa Ha HMKOHOMMYECKAa M COlMaliHa ycToiWuuBocT. JloBepuero BBHB (UHAHCOBATa
cucTeMa 5 MpaBH MO-HAAEKIHA U CIENOBATEIHO (pUHAHCOBAaTa MHAYCTPHS MOKE Jla OKaXe
MOJIKperaTa CH 3a IOBMILIEHA MKOHOMUYECKA aKTUBHOCT U IOJIOKUTEIHO HKOHOMHYECKO
pa3BUTHE HA OOIIECTBOTO KATO IISIO.

OmnaiiH GaHKUPAHETO CTaHa €KEJHEBHA MPAKTHUKA, KaKTO 32 OOMKHOBEHUS KJIMEHT,
Taka ¥ 3a opraHMsalnuure-norpedurenu. ToBa He € ciaydyaliHO, MOTpedUTENCKaTa CTOMHOCT,
KOSITO HOCHU OHJIaliH OaHKHMpPaHETO HE € [0 CWJIMTE Ha HUTO €IUH ApPYr OaHKOB MHCTPYMEHT,
KOWTO Ja mpejuiara TOJIKOBA IOJI3M 32 CBOUTE TMOJ3Bareiu. BBIpexku TOBa ChILECTBYBAT
M3BECTHU PUCKOBE [0 OTHOIICHHUE HA MOBEPUTEIHOCTTA P U3IOJI3BaHE HA OHJIAMH OaHKOBU
yciyru. Bbhnpocure, cBbp3aHUM C HENPUKOCHOBEHOCTTAa Ha JMYHUTE JaHHM ca OOEKT Ha
MOCTOSIHHO peIllaBaHe, OT KOETO 3aBHCH 3aIIMTEHOCTTa Ha (MHAHCOBaTa MHQOpMAaLuUs 3a
kimenTta. ETo 3amo mpaBata U OTTOBOPHOCTUTE NIPH OHJIAaWH OaHKHUpaHETO TpsOBa na ObAaT
SACHO perjgamMeHTupaHu. OTroBopbT Ha Te3d MNpoOJIeMH ce€ ThPCH B HaMHMpaHETO Ha

KOMIUJICKCHU PCIICHHUA, KOUTO UMAT HpO(i)CCI/IOHaJ'ICH, C€THUYCH, ITPAaBCH U COLUAJICH XapPaKTCP.

25. IlomoOpsiBane Ha KoOHKYypeHTOocmocodoHoctra Ha MCII ype3 HacbpuyaBaHe M
NMPOMOIIHSI HA HETEXHOJOTHYHU HHOBALMU

Macedonian International Journal of Marketing, p. 58-67, ISSN 1857-9787

Cvasmopu: E. Cmaeposa, JI. Ilunenosa, P. Biadog

MCII oueHsiBaT Ba)XHOCTTa Ha MHOBAlMUTE KaTO BB3MOXKHOCT 3a paszButue. Te
YCIIENTHO C€ KOHKYpPHUpAT C OCTAHAJIUTE YYACTHHIIM Ha Ta3apa M OTKPHBAT BH3MOXKHOCT B
HETEXHOJIOTHYHUTE WHOBAIUU JIa 3aKPEISIT MO3UIIMUTE CH BBIPEKH HEOJIAronpusTHUTE U
HecTabumHu ukoHomuuecku ycioBus. MCII U3mon3BaT MHOBALMUTE KaTO CTPATETUYECKH U
CUCTEeMEH JIOCT 3a pa3pa0oTBaHe Ha T'bBKABU HWHOBATUBHU CTPYKTYpPH, C OTTOBOPHO
yIpaBlieHue Ha OM3HeC mpoleca U HaMupaT MSACTOTO CH B IiioOallHuTe ekocucrteMu. Tosa

rapaHTupa cBo0o/ja Ha TBOPUECKOTO MUCIIEHE, Ch3/laBa YBEPEHOCT M Bsipa B CIYKUTEJIHTE,
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BB3HUKBAHC Ha HOBUM M KPC€AaTHUBHU HJCH, KOUTO CIioMarar 3a HpI/ICHOCO6${BaHCTO UM KbM

IIPOMCHHUTC B OKOJIHHA CBAT.

26. lurntajna TpancgopManus HA MAPKETHHIOBHTE KOMYHUKAIMHU

Journal of Economics and Management, 2020, Volume XVII, issue 1, pp. 171-181,
ISSN:2367-7600; 1312-594X

JururtanHara tpancopMaius I0BeAe A0 pPaJWKaIHH IPOMEHU B MapKETUHTOBHUTE
KOMYHUKaIuH. TpagulMOHHUAT OH3HEC MOJe] Beue HE TOKpHUBAa BCHYKH HYXIU Ha
CbBpeMEHHUsl norpeduren. TpaHchopmauusaTra Ha Ou3Heca € 3aJbJDKUTENIHA 3a BCsAKa
KOMIIaHHUs, KOSTO MCKa Ja ObJle KOHKYpEeHTOCIocoOHa Ha na3apa. MIHTepHeT U IuruTaiHuTe
MEJMU OTKpUXa HOBU Bb3MOKHOCTH 34 ThPrOBUUTE, AIANITUPANKN HHCTPYMEHTHUTE CH CIIPSIMO
HOBUTE NOTPEOUTEICKU HaBULU. /[HEC MapKETHHIOBUTE KOMYHUKALIUM M3HCKBAT MOBEYE OT
BCAKOra MHTEIPUpPaH IOAXOJ 3a JOCTUTaHe [0 IiejieBa ayAuTOpHs, oOXBaljaml KakTo
TpaJULIMOHHUTE KaHaJIM, Taka W OHJIAHH BB3MOXKHOCTUTE, MpEAJIaraHd OT HOBUTE

TEXHOJIOTHUH.

27. Haxou acNeKTH HA CTOPUTETUHIA KATO YACT OT KbHTEHT MAPKETHHIa

Journal of Economics and Management, 2020, Volume XVII, issue 2, pp. 117-123,
ISSN:2367-7600; 1312-594X

CropuTenuHrsT Habupa Bce€ MO-TOJsIMa MOMYJISPHOCT B JMTUTAIHHUS MapKETHHT.
[IpoyuBaHeTo uma 3a yen Aa NpeACTaBU NPEAUMCTBATa HA TO3M MapKETHHIOB UHCTPYMEHT U
3al10 TOW € BCE MO-NPEANOYUTAH OT KOMIIAHUUTE IMPH IPOIYKTOBOTO ITO3UIIMOHHPAHE.
VYBe/n4aBaHETO Ha aHTAKUPAHOCTTA Ha MOTpEeOUTENNTE Kapa MOTPEOUTENNUTE Jja Ce UyBCTBAT
[I0-CBBbP3aHU C MapKaTa W Ipeapasnojara KbM IbITOCPOYHU U YCIICIIHU B3aUMOOTHOLICHUS
MeX/1y KOMIIaHUATA U HelHaTa ayauTopus. Jlo6aBsHETO Ha CTOMHOCT Upe3 MOTPEOUTENCKOTO
W3KUBSBAHE M CH3JAaBAHETO Ha JOBEpPHE B KOMIIAHMATA CAa OCHOBAaTa HA YCHUJIUATA Ha
KOMIIAHUATA U Ch3aBa YCIOBUsA 3a IBJIIHOLEHHA KOMYHUKALUS C ayJUTOPUATA, KOATO € OT

ChIICCTBCHO 3HAUCHUC 3a AJAITUPAHCTO HA KOMITAHUATA KbM OUYaKBAHUATA HAa KIIUCHTUTE.
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28. MapKeTHHIOBUTE KOMYHHUKAIIMH B €paTa HA JUTUTATH3AIUATA

Yuus. uzo. ,,Heogpum Puncku*, 6 coopnux: ,,Meduu, xynmypa u ousnec*, 2020, c. 40-57,
ISBN 9789540002217

CpBpeMeHHMAT Ou3HEC BCE MO-HACTOWYMBO BJlara yCHJIMsSI M PECypCH B JIUTMTalIHA
cpena. IlosBaBar ce HOBH (hopMu Ha OHM3HEC, OpPOSAT Ha KOMYHUKAI[MOHHUTE MHCTPYMEHTH
HapacTBa M BCHYKO TOBAa B pE3yJITaT HAa UWHTErpauusTa Ha HWHQOPMALUOHHUSA W
TeJIEKOMYHUKaUMOHHUS OpaHm. HoBoTo mnokosieHue nmorpeOuTenu ce OTiIudaBa C HOBU
HaBUIM 3a HHPopMUpaHe. IHTEpHET € 4acT OT eXeIHEBUETO Ha XOpaTa, KOUTO BCEKUIHEBHO
TBHPCAT, KOMYHHKHpAT, CIOAEIAT B OHJIAWH cpena. JlHec mnoTpeOUTENsT HE € caMo
,KOHCYMaTop‘ Ha ChABbp’KaHUE, HO U U37aTel Ha TakoBa. ETo 3ammo e Heo6xoauMo dupmure
Jla IPUCIIOCOOAT CBOUTE CTPATErnu KbM IPEAMMCTBATa, KOMTO OHJIAMH cpelaTa MpefocTaBsl.
ChbliecTBYBaT OrpOMHO KOJIMYECTBO OHJIAMH Oa3upaHM peUIeHHs M HWHCTPYMEHTH 3a
KOMYHHKAIUS ¢ HOTPEOUTEIUTE, KOETO OCUTYPsIBa Bb3MOYKHOCT 3a pPa3BUTHE HA €JIEKTPOHHUS
ousHec. Paz0upaHeTo 3a TEXHOIOTUYHO Oa3MpaHHUs MAPKETHHT € OT KPUTHYHO 3HAYCHHE 3a
Ou3Heca, Thil KaTO NMPUBJIMYA HOBU KIMEHTH, Ch3[laBa HOBM MapKH, OTKpHBAa HOBH Ia3apH,
¢dopMHpa HOBU Na3apHU JIMJAEPU M pasKpHBa IMOTEHLHUAN 33 KPEATUBHOCT B JAMTUTAIHMA

MapKETHHT.

29. IlnarpopMeHaTa HKOHOMHMKA KaTO HEeN30€e:KHO Pa3BUTHE 3 IUTHTAJIHUS OU3HEC
E-Journal of Entrepreneurship, 2021, Vol. IX (1), pp. 87-95, ISSN (online): 2738-7402

Cwvasmopu: E. Cmasposa, JI. [lunenosa

Pa3pacTBaneTo Ha nuruTasHUTE MIATGOPMU TEHEPUpPA CHIHU MPEKOBU €(PEKTH U
JMHAMUKa Ha BCHYKM YYacTHHUIM, KOETO Hapymasa ,KoMmdopra“ Ha Beue po0pe
MO3UIMOHUPAHU (PUPMHU U JOMBIHUTEIHO CTUMYJIMPAa KOHKYPEHIUATA MKy TAX. Berpeku
MOJIOXKUTETTHUTE €(PEKTH, IPU OINpPEAEICHH YCIOBHS, JUTUTAIHUTE MJIATPOPMHU MOTrar Ja ce
OKaXXaT ySI3BUMU KbM KOHKYPEHTHU CTPAaTETMYECKH XOJOBE C MOsiBaTa Ha HOBH MHOBAaTHUBHU
ye0 0a3upaHy peleHus, Ype3 KOUTO YJaCTHUIIMTE MOraT Ja J00aBsIT CTOMHOCT 3a ce0e CH U B
CBLIOTO BpeMe Ja M30erHar JOMbIHUTEIHM WHBECTUIMHU. 3a LEIUTe Ha pa3paboTKaTa €
M3MOJI3BaH MHTEPIPETATUBEH CHMHTE3 Ha Pa3IMuYHU TEOPETHYHU KOHLENMIUHU 3a IaT(hopMeH
Ou3HeC, KaTeropusalys Ha CTpaTerMUTe W U3BEXKIaHE Ha OTJIWYUTEITHUTE HM YEpTH.
IIpoyuBaHeTo 1eMOHCTpUpA NMOTEHLIMAIA Ha HETPAAUIIMOHHU W OMOPTIOHUCTUYHHU CTPATETuu
U Kak ce KOHKypupar IUIaT(OpMH, KOUTO C€ MPOCTHUPAT OTBBJA TPAAUIHMOHHUTE, IO

OTHOIIIEHHE HA KA4yeCTBO HA MpeXara, pa3HooOpa3ue u pasmep.

26




30. lurutaanara TpaHcgopmalus B ycJayra Ha Gu3Heca

Journal of Economics and Management, 2021, Vol. XVII(1), pp. 128-136, ISSN:2367-
7600; 1312-594X
Cwvasmopu: E. Cmasposa, JI. [lunenosa

Xoparta, OU3HECHT U CBETHT C€ MMPOMEHST C ObP3U TEMIIOBE. TE€XHOJIOTUUTE MOCTOSHHO
Ce pa3BHMBaT, a MApPaJIEIHO C TAX M XOpaTra MPOMEHAT CBOMTE HAaBUIM 3a JOCTBII JI0
uHpopmanus, B3aumozelcTBue W KomyHukanus. LudpoBute TexHoioruu Beue HE ca
3ama3eHa 4acT OT HWHOBATHBHUTE KOMIIAHUM M OOMKHOBEHHTE XOpa THU HWHTErpupar
0e3npo0JIEeMHO B €XKEIHEBUETO CU. TOBa, KOETO MPaBU JUTUTAIHATA PEBOJIIONMS BHIHYBAIA
€, 4e BCHUYKO C€ CllyyBa TOYHO CE€ra M CME CBUJETENIM HAa HMCTOPUYECKH IPEXO0] OT
TPAAULIMOHHOTO KbM TUTUTAIHOTO. [loTpedbutenure ca yMOpeHH OT MEAUIHUS MAapKETUHT U
BeYE ca yacT OT riobainHus cBAT. Te nckar nmoBeve aHraXKUPaHOCT U TIOBEUE B3aMMOJICICTBHE.
Te npekapBar mo-roisiMaTta 4acT OT CBOOOJAHOTO CH BpPEME B IUTHUTAIHA CPEla, a KPEaTUBHO
OPUEHTUPAHUAT AUTUTAJICH MAPKETUHT € HAYMHBT, IO KOUTO OM3HECHT 1€ JOCTUTHE J0 TAX.
Ta3u cratus ce ¢poxycupa BbpXy TpaHCHOPMHUPAHETO HA MPEAINPUEMAYECKOTO MHCIEHE upe3
ajlanTupaHe Ha OM3Heca KbM HOBHUTE JUTUTAIHU YCIOBUS U KaK MPOLECHT HA TpaHCHOpMAaIIHs

rnmoaroMara pa3BuTHETO Ha Oou3Heca.

31. I/I3rpa>KL[aHe Ha HOTpeﬁl/ITeJICKa AHTAKHPAHOCT YPE€3 KbHTCHT MapKETUHTa

Journal of Economics and Management, 2021, Vol. XVIII(1), pp. 119-127

JlHEeC BCHUKO € chIabpKaHUE U BCUYKO € CBbp3aHo ¢ Bcuuko! [locten 1o ayauropusra
CTaBa BC€ MO-AUPEKTEH, HO TOBA € 3a CMETKA Ha yBEIMUYaBaHEe Ha YCHWJIMITA Ha KOMIIAHUUTE 3a
aHraxupaHe Ha norpedburtenute. JlurutamHata cpena INpeAOCTaBU HOBU  OM3HEC
BB3MOKHOCTH. KOHBepreHuusaTa Ha paszauyHd UHAYCTpUM (GOpMHpa HOB THII Ia3apHO
MUCIIeHe, 0a3upaHo Ha miuaTgopmara UKOHOMHKA. AanTHpaHeTo Ha Ou3Heca, OCOOEHO B
YCIIOBHUSATA Ha MaH/IEMUs, CE OYepTaBa KaTo HEOOXOAMMOCT 3a OlleJisiBaHe B OypHO ThpPCEHE Ha
pelieHrs 3a ajanTupaHe KbM HOBUTE peanHocTh. He e cimydaiiHOo, ye MapKEeTUHI'BT Ha
ChIBbPKAHNETO HAOMpa MOIMYJIIPHOCT U TOBA CE BIDKAA B MHOTO ITyOIMKYBaHH MPOYYBAaHUS HA
WHCTUTYLMHY, AaHAJIU3UpAIld MapKETHUHIOBUTE TeHACHUMU. CIHOIENeHOTO ChAbpXKAHUE,
OTroBapsLI0 Ha HHTEPECUTE HA TOTPEOUTETUTE U U3TPAXKIaHETO HA B3AUMOOTHOIIEHUS C THIX,
€ BB3MOXKHOCT, KOSTO HE OMBa Ja ce mpeHeOpersa, 3alloTO BCEKH, KOWTO TMOALICHSBA
MIPOLIECUTE HA JUTHTAIM3alUs OCTaBa B MMHAJIOTO. Ta3u craTus MMa 3a Led Ja IpeacTaBu

npeaAuMCTBaTa Ha MApPKETUHIA HA CBbAbPKAHUCTO, KOHUTO pa60T1/1 B YyClIyra Ha OuzHeca.
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TepceHeTo Ha BpB3Ka C ayIUTOPHATA Ype3 MPEIaraHOTO ChAbPIKAaHUE € B OCHOBATa Ha gig
HKOHOMUKATA U € B OTT'OBOP HAa HOBHUTC MasapHU MCXaHU3MH, BOACHW OT HOBUTC HABHUIW Ha

MOTPEOUTEIH.

32. bu3Hec Moaeanm Ha mnJjaaTGopMeHATa HKOHOMHKA B KOHTEKCTa HA MAapPKeTHHIA,
¢uHaHCUTE U TypU3MAa
Macedonian International Journal of Marketing, 2021, Vol. 14, pp. 120-131, ISSN 1857 -9787

Cvasmopu: E. Cmasposa, JI. [lunenosa

Pa3pymmrennure TEXHOJIOTWH, KaKTO HApH4aT JWUTHUTATHHTE TEXHOJOTWH, IPOMEHHXa
’KMBOTa Ha Xopara U Ou3Heca, TaKbB, KAKBBTO IO Io3HaBaMe. KoHBepreHuusaTa, HaMupaIa u3pas
B IIpeCHYaHE Ha TEICKOMyHUKAalMHTEe KaTo (opMa Ha MacoBa KOMYHHKAlUs 4Ype3 JAWUTHTAIHATA
MequiiHa cpena, BKIO4YBa VIHTepHeT, cMapT(GOHM, NPWIOKEHUS M TIAXHATA WHTETPAlus C
TOJIEMHTE JIaHHU U alIrOpUTMU 3a 00paboTka. ToBa moBese 10 MosiBaTa Ha HOB TUI MKOHOMHKA —
miatropMeHa MKOHOMHKAa C HOBHM OW3HEC MOJENH, ChOTBETCTBAIM Ha AWTUTANHaTa OW3HEC
Tpanchopmanus. To3u mpolec 4ecTo ce CBbp3Ba C Taka HapedeHaTa ,,CIoJe]eHa MKOHOMHKA .
AKHCHT’LT € BbpPXY ThbpPpCCHETO HAa B3aUMHHU, AHTUKOPIIOPATUBHU Ma3dapu, B KOUTO HOBUTE pECypCU
ce M3I0JI3BaT €PEeKTHBHO, KOCTO BOAM JO MOBHIIEHA IPOM3BOAUTEIHOCT HA MAa3apHUTE MIPOLIECH.
HapnnzaHeTo Ha roleMH JUTHTATHM IUIATGOPMH, KOUTO HNPHCHCTBAT B €XKEIHEBUETO HU KaTo
HallpyM€p B MApKETHHIA, Typu3Ma, IUIallaHuATa, 3a€MH, HWHBCCTHUIMU, BCEYEC CC€ BB3IPUCMA
OnaronpusTHO 3a pupMeHaTa eeKTUBHOCT U 3a MO00psABaHe Ha nazapHuTe npouecu. Cunara Ha
mwiaThOpMUTE CH3JaBa HOBO IOKOJICHHWE OW3HEC MOJENM, KOUTO H3IOI3BAT TEXHOJOTHMH 3a
CBBp3BaHE Ha XOpa, OpPraHM3allil M pecypcH B €JHa HMHTEPAKTHBHA eKocucrema. Hosure
m1aTOPMHU M TEXHOJIOTUH Ca MOLIHU MHCTPYMEHTH 3 yJIaBsHE U aHAJIU3 HA OTPOMHYU MAaCHBH OT
JaHHU. Te noamnmomMarar xopara 1 OpraHu3aliMuTe B JO0CTHIIA 0 I/IH(i)OpMaHI/IH. Bw3MmoxxkHOCTTA 3a
JOCTBII 10 OOpaOOTEHH IaHHH, KAaKTO M BB3MOXKHOCTTA 33 M3MpAIaHe Ha NEPCOHAIN3UPAHU
CHOOILIEHHS 10 KOHKPETHO YCTPOKWCTBO B TOYHOTO BpeMe, OTBApsi HOBU OM3HEC XOPU30HTH, KOUTO
Ch3aBaT YCJIOBHS 3a aJEKBaTHO 3a/0BOJSIBAHE HA MHTEPECH, B PE3yITaT Ha KOETO OM3HECHT
npeajiara mno-KpeaTuBHU PCHICHUA U HOI[O6p5{Ba KJIMEHTCKOTO W3KHMBSIBaHe. VIHOBaTUBHHUTE
miatopMu Morat Ja ObJaT pa3no3HATH KAaTo JO00ABSIIM CTOHHOCT 3a CTPAaHMUTE B Ipoleca Ha
npoaax0a — Te mpemMaxBaT OapuepuTe Ha BPEMETO M IIPOCTPAHCTBOTO, KaTO YJIECHSABAT OOMEHa Ha

CTOKH, YCJIYT'M U COIMAJIHA BaJIyTa.

33. Buausinme Ha JgMruTagHata TpaHchopManus BbPXY MAapKETHHIOBHTE

KOMYHHMKaIUA

FObuneiina nayuna xongpepenyus na Cmonancku gaxyrmem xvm FO3Y |, Heoghum
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Puncku ™, Ynus. uzoamencmso ,, Heogpum Puncku“, 2022, 45-54, ISBN 978-954-00-0307-8

JururanHara epa JaBa paBeH CTapT 3a BCHMUKM KOMIIAHMHM M TOBAa pPa3KpH HOBH
XOPU30HTH 3a IpelnpreMadeckaTa AeMHOCT U MHUIMATUBHOCTTa B Ou3Heca. TexHosoruure
JIOBEA0Xa 10 paJuKaIHA MPOMEHHU, KaKTO B HAaYMHA HA MHCIICHE, TaKka U B W3MOJ3BAHUTE
MOJIXOM 33 OChIIECTBsABaHE HAa Om3Hec. [IoTpeOUTENAT € CHITHO 3aBUCUM OT TEXHOJIOTHHUTE,
M3HMCKBAaHUATA MY Ca I0-3aBUIICHH M OYaKBa MOBEYE MPEAJIOKEHUsI U Bb3MOKHOCTU. KakTo
BCAKA MHAYCTpUS, Taka M MapKeTHHroBaTa € H3IMpaBeHa Ipe]l MPEeAU3BUKATEICTBOTO Ja
TpaHchopMHpa CEpPUO3HO CBOWUTE TMOAXOJHM, 3a Jla OTrOBOPHM Ha TMpoMsHATa B
MOTPEOUTENICKUTE HABUIIM, HArJlack, ThPCEHE HA KpPEaTMBHU HAYMHHU 3a JOCTUTAHE 10
ayUTOpUM, yMpaBICHHE HA B3aUMOOTHOILICHHSTa C KJIMEHTUTE, U3MO0J3BaHE Ha
MOTPEOUTENCKUS TMOTEHLIMal 3a CHBMECTHO TBHPCEHE U pealu3alus Ha pelleHus,

ABTOMATH3AIMSI B POIAXKOUTE U JIp.
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I. MONOGRAPHS

1. Digitalization of Marketing Communications
“Neofit Rilski” Publishing House, Blagoevgrad,2019, ISBN 978-954-00-0205-7

Habilitation thesis

The main purpose of this monograph is to enrich the scientific literature in the field of
digital marketing, focusing on the transformation of entrepreneurial thinking by adapting the
business to new digital conditions, in particular, how marketing communications adapt to
emerging trends in the transfer of marketing activities in digital conditions. and creating

effective value proposals that bind customers to the brand.

The object of research in the monographic work are marketing communications and
their projection in the digital environment due to the development of technology. In this
regard, the subject is the tendency and attitudes of consumers, on the one hand, and
businesses, on the other, to accept the new technologies considered in marketing
communications. The set and achieved main research tasks are related to the presentation of
theoretical achievements and rethinking the conceptual formulations that define the digital
transformation and adaptation of marketing communications to the new technological
environment; The theories and models for the adoption of new technologies known in the
scientific world are presented, and methodological tools have been developed, including the
theoretical framework of the Unified Theory for the Acceptance and Use of Technology,
known as UTAUT. to adopt technologies (TAMS) that shape attitudes in both entrepreneurs
and consumers; the main indicators selected according to the purpose of the research are
determined; an empirical study was conducted using a survey method, subordinated to the

objectives of the study; Based on the summary evaluation of the results, the preferences and
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attitudes of consumers and businesses are identified, which are crucial for the adoption of new

technologies and support the efforts to find a way to each other.

A systematic, theoretical, empirical, and interdisciplinary approach has been used to
achieve the set goal and solve the set tasks. The primary methods for analysis and synthesis,
induction and deduction, causation, comparative analysis, etc., are applied, emphasizing the
questionnaire survey, which seeks the relationship between consumer and business attitudes
to the adoption of new technologies and the impact of marketing communications in a digital

environment.

Structurally, the monograph is organized in the following sequence: introduction, three

chapters, conclusion, and appendices.

The first chapter, presented in general terms, examines the theoretical framework of
digital transformation, focusing on digital transformation strategies and the application of
big data in the marketing industry, with a strong focus on the digital marketing landscape and
digital marketing strategies, with focus on the marketing funnel, "organizing" the consumer

journey and consumer experience.

Special attention is paid to the Internet of things directly related to digital
transformation, explicitly stating that everything is connected to everything in modern
conditions. Attention is also paid to the fourth industrial revolution a key initiative
highlighting the new wave of industrial progress. It is emphasized that the growing
digitalization of business has caused an absolute explosion in the so-called. Big Data is
available, accepted, and researched in building a business. The basic definitions of the term
"digital transformation™ are presented. The most important characteristics of digital processes
are clarified.

A special place is given to the existing strategies for digital transformation, looking for
the connection between the strategy for digital transformation and the other corporate
strategies. Emphasis is placed on Big Data, which is at the heart of digital processes. The five
key features of Big Data are presented. In support of the claim about the complexity of
relationships and dependencies resulting from the Big Data, McKinsey's "7s" model is
presented, showing a correlation between large data sets and how they can be successfully

applied to assess the effectiveness of marketing operations in companies.

An essential point in the chapter is to clarify the critical dimensions of the digital
marketing environment. The conditions for building an effective digital marketing strategy are
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presented. The application of big data in the marketing industry has been clarified. The main
components of the digital marketing landscape have been identified. In this context, the
attention is focused on the digital marketing strategy, and the individual digital marketing
tools applied in the implementation of the digital marketing strategy are specified. The digital
marketing funnel is also presented in direct dependence, which describes the steps in
following the undertaken strategy. The consumer journey and the phases the consumer passes
related to the consumer experience are schematically presented.

The second chapter traces the methodological apparatus, focusing on general theories
of technology adoption, and the factors that influence attitudes and the tendency to use new

technologies.

A critical review of technology adoption models has been made. The general theories
for adoptioning technologies, grouped by purpose, are presented. The most widely used
models of technology acceptance in practice are successively considered. First place is given
to the methods included in the group of Theories of Diffusion (of the spread of technology),
as clarified Diffusion of Innovation, Theory of the process of implementation of technology,
and Theory of the life cycle of technology. The second group, summarized under the general
title Decision Theories, is represented by the models: Rational Choice Theory, Uncertainty
Decision Making, Information Wealth Theory, and Change Management Theories. The third
group of theories (Consumer Acceptance Theories) examines consumers' intentions to use
information technology. The scope of this group includes Theory of Reasonable Action,
Theory of Planned Behavior, Decomposed Theory of Planned Behavior, Model for
Technology Acceptance, Improved Model for Technology Acceptance, and Unified Theory
for Technology Acceptance and Use. The fourth group presents Personal Theories - Social
Cognitive Theory, Computer Self-Efficiency, Personal Innovation, and the last group
Theories of Organizational Structure - Schumpeter's Theory of Innovation and Theory of

Innovation.

The chapter pays significant attention to the Unified Theory of Acceptance and Use of
Technologies by End Users (UTAUT 2) and the Model of Acceptance of Technologies by
Business (TAM), as they are the essence of the research. Based on these two theories, the
methodological framework is built, describing the main stages through which the study

passes.

The third chapter is dedicated to the object of research, linking the tendency and

attitudes to adopt new technologies focusing on marketing communications.
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For the purposes of the monograph, two parallel studies were conducted - of end-users
and small business representatives. The goal is to establish the attitudes of both groups
towards the adoption of new technologies. Two of the discussed models in the second chapter
are proposed - UTAUT 2 (the updated version of the Unified Theory of Technology
Acceptance and Use), examines the attitudes of end-users and TAM (Technology Acceptance
Model) to establish sentiment among business owners, taking into account their tendency to
adapt to new technological conditions.

In the study of the first sample (end users), the UTAUT2 Model identified significant
variables that affect people's intentions to use digital technologies. The survey was conducted
among respondents living in Bulgaria. The main method used to collect empirical data is a
survey. It was implemented in the period from December 2018 to March 2019. It covers a
heterogeneous population of 316 respondents who volunteered. The sample was selected at
random. The questions included in the questionnaire are related to the main reasons for the
use of digital resources, expected performance, expected efforts, social impact, facilitating
circumstances, hedonistic motivation, price value, habit, experience, and trust. On this basis,
conclusions are drawn about technological acceptance, and here the emphasis is placed on

behavioral intent and behavior in use.

The second sample (small business owners - application of the TAM model) examined
the readiness of businesses to use the digital marketing as a tool to reach target audiences. The
emphasis is on the motives for adopting technology by owners and managers. The focus is on
small businesses. For the purposes of this study, several hypotheses have been formulated that
reflect the relationships between the different variables of the TAM model. The main research
variables that are considered in the model are acceptance of technology, ease of use,
usefulness, and trust. Most of the survey questions are quantitative to measure the impact of
each variable of the model and look for relationships between them. The respondents who
responded to the survey are 41 - owners of small businesses with a number of employees from
1 to 9 people. According to the study's findings, there is still a low level of awareness and lack
of confidence in new technologies, which implies the need for more serious attention and
encouragement of businesses to digital transformation. It is emphasized that if companies
want to improve their financial results and customer satisfaction, the fastest way to success is
the transformation of quality, which focuses not only on product quality but also on how to

serve customers.
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The results of the study show that despite the challenges facing companies in
implementing new technological approaches to consumer access, there are already strong
indications that over time the technology will allow companies to provide added value to their
customers by at the same time they improve their set of marketing tools for communicating

with the audience, and this will increase the effectiveness of the relationship.

The study's finding through the two applied models is that ease of use and perceived
usefulness play a significant role in the acceptance of new technologies by both entrepreneurs
and consumers. The role of trust as an external variable has been shown to influence on the
level of acceptance. In summary, it is stated that the efforts aimed at building digital
marketing strategies will help the survival of companies, as the modern consumer is highly
adaptable to new technologies. He realized the ease of using new technologies and their
benefits, including the facilitating circumstances that encourage their use. On this basis, it is
concluded that adaptability and flexibility in the applied strategies will be the basis of the
development of any business.

2. CURRENT PROBLEMS OF COMPETITIVENESS IMPROVEMENT IN
NATIONAL ECONOMIES AND ENTERPRISES

International monograph co-authorship, (Chapter eighteen ,, Improving the competitive
advantage of the company through information services and support ), Publisher: Faculty
of Economics, University of Nis, Serbia, 2012, pp. 315-328, ISBN 978-86-6139-052-4

Co-author: M. Filipova

Topic eighteen ,,Improving the competitive advantage of the company through
information services and support” of the collective monograph is devoted to studying the
opportunities for the improvement of competitiveness of an enterprise through information
support and assistance. It is focused on the information support of the companies as the most
important prerequisite for making expedient managerial decisions. The most significant
advantages and disadvantages of WEB as an environment for carrying out efficient research
are studied as compared to the traditional ways. The characteristics of the sample are specified
that influence the results from the Internet-based research. With a view to the research, the
explorations in the online environment are classified into two major groups: explorations as
per conduct technology and explorations as per type of information used. The group of
researches according to the technology of conduct covers: internet interview, computer-
assisted personal interviews, computer-assisted phone interviews, online focus groups and

online panels. The specificities, advantages and disadvantages of the said research methods
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are presented. The internet research according to the type of information covers the
quantitative and qualitative research. Their characteristics and types are studied.

Attention is also paid to the methods for obtaining feedback. The forms through which
customer involvement in the process of communication can be achieved are established:
integration of inquiries into the site structure; e-mail; participation in discussion groups;
autoresponders; online questionnaires. The levels of support within the organization are
identified. The essence, role and opportunities for applying the system to support of
managerial decision making are explained. Its major characteristics are studied. The
advantages of using such system are listed. The work defines the activities and analyses to be
performed before proceeding to the process of building a system to support decision making.
Criteria for system design are established and the focus is put rather on the context than on the
techniques. A theoretical analysis is presented of the various views in scholarly literature on
the main steps in designing a system for decision making support. Based on the analysis
made, the stages of design of a system for decision-making support are identified. The main
issues and difficulties encountered during the design of a system for support of decision

making are derived.

3. Information Technology, Culture and Society

Collective monograph (chapter: "Challenges of social media marketing”) University
Publishing House "Neofit Rilski", 2014, pp. 137-149, ISBN 978-954-680-990-2

Today's entrepreneurs face many challenges: the need to adapt to environmental change,
the rapid pace at which technology is entering the human world, changing consumer habits,
and the way they inform themselves. The inadequate response can be fatal for many
companies, as current business models are based on new conceptual frameworks that meet
growing market demands. In today's conditions, it is impossible to develop a marketing
strategy without considering the possibilities of social media. Their role is so crucial that they

become a mandatory component in the promotional mix of the business.

Changes in the business environment and the introduction of new technologies have led
to a revolution in the way companies and their audiences communicate. The emergence of
Web2.0, or the so-called new generation of web-based services, has hugely impacted
companies' behavior and how they operate in the market. The permanent positioning of social
media platforms has led to the sustainable development of business relations. New

technologies have opened up new dimensions in communication approaches, emphasizing
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interactive communication between companies and their audiences. In a short period, social
networks have gained a lot of power as a communication channel. Today, social networks are
not just an environment for communication, mainly among young people. In recent years,
there has been a tendency to increase the age limit of consumers in this social phenomenon.
Social Media Marketing (SMM) is a highly preferred online marketing concept that generates
value for the business. Its most significant advantage is that it is tuned to the wave of human
nature and the need for people to communicate. This communication channel makes people
socially active, and companies quickly obtain information about their behavior, which can
benefit the business.

The development is dedicated to the main challenges of social media marketing,
breaking the paradigm around the traditional communication model and presenting the
benefits that the digital environment provides for modern business. The reasons that require
constructing a specific marketing model to involve consumers in the sales process are
substantiated. A special place is given to consumer motives, giving importance to variables
such as interactivity and the formation of consumer behavior through a change in consumer
attitudes. The main components of the social media ecosystem to which social media also
belong have been identified. The essence of social media is defined. Their place in the
composition of the most used online tools has been clarified. The communication process
between advertisers and the audience is presented, and the emphasis for social media is on
personalization in the dialogue with consumers. The role of influencers as ambassadors of the
product or brand is also mentioned. The main approaches in building a strategy for social
networks are specified. An analysis of the various social networks is made, and
recommendations were given according to the applied business model of the companies,
which would help them build a media schedule for publishing advertising messages. Organic
search's contribution through SEO or paid ads have also been clarified. Priority in SEO is
given to the creation of original quality content, which helps generate more traffic and leads
to a better ranking by search engines. References have also been made to authoritative
research proving the business's awareness advantage through social media. Lastly,
conclusions were made about the need for a presence on social media and the extent to which

the company is adapted to the new habits of consumers.
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4. The Age of Creativity

Collective Monograph (Chapter XVII: "Creative Decisions in Online Marketing"),
Avangard Prima, Sofia, pp. 352-384, ISBN 978-619-160-804-1

Brands are already part of the digital world. New market realities also provide new
opportunities for entrepreneurs by developing profitable market proposals by creating and
delivering value, and this has necessitated a change in corporate thinking with a view to the
latest market space for trade, namely the virtual market. The fact is that today's successful
business depends on the skillful incorporation of corporate digital strategies into their
corporate marketing to provide personalized solutions with valuable proposals in response to
unique consumer requirements.

Chapter seventeen of the collective monograph deals with crucial aspects of digital
marketing, which provide an opportunity for companies to apply and successfully position
themselves in the digital environment. Special attention is paid to the cognitive space of
consumers, with the help of which latent consumer needs are identified, leading to the
discovery of niche markets. The critical dimensions of the online environment are presented:
technologies, applications, marketing, and audience, and each measure is characterized in
detail. The online marketing plan and its inherent elements directly related to creating value
through creative solutions are clarified. The focus is on online marketing tools. The basic
principle in digital marketing has been described - as "Permission Marketing", based on the
ethical rules of online advertising and providing more choice and control to the user. The
opportunities offered by email marketing to create engagement and loyalty in customers are
presented. For this purpose, its main advantages, the applied approaches for increasing the
clickthrough rate through sent content, and how to successfully manage an email marketing
campaign are indicated. Attention is paid to search engine marketing by tracking the main
tasks of search engines. Priority is given to organic search (SEO - Search Engine
Optimization) with suggestions for building the content of web resources for better ranking on
the results page (SERP). Paid ads (PPC) and how conversions are reported are also presented.
The mechanism of operation of the Google Search Console (GSC) in determining the
effectiveness of campaign results is considered. Social networks also pay attention to creating
social signals and activating secondary communication by posting, sharing, commenting, and
liking content, also known as viral marketing. Emphasis is also placed on display advertising
and the advertising formats it uses. Affiliate marketing is also considered an online traffic

generation tool is known to advertisers. In summary, conclusions are drawn about the
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opportunities provided by digital marketing for good positioning based on flexible and

creative solutions through which companies adapt to the business environment.

5. The Role of Innovation as An Engine of Development

International monograph in co-authorship (chapter: Online marketing in financial
innovation), EUROPEAN UNIVERSITY, Skopje, Macedonia, ISBN 978-608-4574-87-3

Co-author: E. Stavrova

Market conditions and the increasing penetration of technology in business have led to
exceptional growth in the financial sector. The financial industry covers all processes related
to customer transaction management, such as online shopping, fast money transfers, cashless
payments in physical stores, loan approvals, currency exchange, and more. Financial
technologies are moving from big data to a world of intelligent data. In a world driven by
digital data, search engine advancement, strictness in consumer preferences, and reduced time
to market solutions, inbound marketing is a pioneer in the most effective digital marketing
strategy for new businesses, especially start-ups at Fintech. As technology advances,
marketing strategies also evolve. Today's turning point is to educate technology-oriented
consumers about the reliability of new payment systems to be convinced of the added value
and the guaranteed security of online payments.

The development addresses issues related to the place and role of digital marketing in
financial innovation. The prerequisites for its broader application in the banking industry have
been clarified. The advantages for consumers through the use of financial services platforms
are considered and for the respective banking institutions with access to additional
information about the user's profile, his financial potential, and his ability to benefit from
other financial services. The question was also asked whether the introduction of technology
platforms allows banks to meet customer concerns about security and privacy and to what
extent they can ensure the safe use of their services. Attention is paid to innovations in
payments to individuals. The efforts of Fintek companies to ensure the safety of their
customers are presented in a reasoned way. In this regard, the various forms of verifying the
identity of users through the use of more innovative and faster software platforms for data
processing are affected. The trends in banking innovations related to payments have been
monitored, highlighting the advantages of online banking. It was found that fintech companies
and banking institutions are entirely oriented toward technological change in payments,

focusing on speed, security, payment efficiency, and cooperation between institutional
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systems. The main emphasis is on online marketing in the system of financial innovation. The
most important advantages of digital marketing in the interaction with the client, the
approaches used in the dialogue, personalization of the interaction process, engagement of
attention, and gaining trust are indicated. The need to create relevant content and provide a
user experience for each phase of the consumer's journey in the sales funnel is emphasized.
The trends in the used online advertising formats are also affected, as the observations are for
a more substantial presence of visual marketing formats. In conclusion, the need for flexibility
and adequacy of the implemented solutions, which meet the users' requirements as much as

possible, is pointed out.

II. BOOKS

6. Communication Policy

University Publishing House "Neofit Rilski", Blagoevgrad, 2016, ISBN 978-954-00-0061-9,
p. 200

The textbook discusses the characteristics of communication policy as part of the
marketing policy of companies. Attention is focused on their role in dialogue with the market,
building consumer trust, and building a company reputation and brand image. The textbook is
divided thematically into six parts. The first is an introduction to marketing communications,
focusing on the communication process, communication models, participants in the
communication process, and the communication mix. A place is set aside for theories of
integrated marketing communications for more effective influence on consumer attitudes. The
second part covers issues related to the nature, place, and role of advertising communications
in the system of marketing communications and a description of the main types of advertising.
The third part follows the algorithm of developing an advertising strategy by defining each
stage it goes through. The fourth part deals with the main groups of advertising media - print
advertising, advertising in electronic media, direct advertising, outdoor and transport
advertising, and others. The fifth part is dedicated to constructing creative advertising
messages, clarifying the technology of composing an advertising message. In the last part,
special attention is paid to online advertising communications.

The textbook is intended for students in universities and colleges studying the
disciplines of "Communication Policy"”, "Advertising Policy” and "Digital Marketing

Communications".
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7. Planning in The Field of Economics
Co-author, Ul "Neofit Rilski", Blagoevgrad, 2011, ISBN 978-954-680-764-9

The realized participation is in Chapter Seven, dealing with Internet marketing issues.
The main emphasis is on the advantages of the digital business environment; The main stages
in building a marketing strategy on the Internet are presented, with attention paid to
conducting a situation analysis describing the strengths and weaknesses of the business, as
well as the favorable conditions and possible risks of the digital environment. The ways of
conducting marketing research on the Internet indicate the primary specifics, given the
environment in which they are implemented. Attention is paid to the types of marketing
research on the Internet, the opportunities for feedback, and the last part presents the main

characteristics of Internet advertising and the types of online advertising formats.

II1. SCIENTIFIC PUBLICATIONS IN JOURNALS THAT ARE REFERENCED AND
INDEXED IN SCIENTIFIC DATABASES - SCOPUS OR WEB OF SCIENCE

8. Need of Knowledge In Digital Marketing In Entrepreneurial Activity.

Revista Inclusiones, vol. 6, Ne Especial, Abril-Junio, 2019, ISSN 0719-4706, c. 61-72.
Co-authors: V. Kyurova, D. Zlateva

WEB OF SCIENCE

The scientific article draws attention to the essential importance of digital marketing for
adapting the business to the habits of modern technological society. Representing a necessary
step in building a creative dialogue with the audience, it is a subject of the strategic marketing
management of the business organizations, as its effective implementation requires a number
of strategic communication decisions.

Today more than ever, there is a need for a clear definition of behavioral patterns, which
raises the need to acquire and enhance the competencies of modern entrepreneurs in using
digital techniques to adapt their work to changes in consumer behavior. In this regard,
emphasis is placed on the need for training and the formation of professional competencies in
young people in digital marketing. This is dictated primarily by the rapid development of
knowledge and technology, causing the dynamics of market processes and the constant entry
of new market entrants, resulting in increased market competition.

The article's main purpose is to examine the opinion of young people and identify

attitudes about the need to increase their knowledge in digital marketing. The research
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methods used in the report are analysis, synthesis, survey method, tabular and graphical
methods, and summary.

From October to November 2018, a survey was conducted on a questionnaire survey,
and 91 people were interviewed. The attitudes of young people towards realizing their own
online business and using digital marketing tools are studied.

Based on the analyzes and assessments, it was concluded that the attitude of the
respondents to start an online business is accompanied by emerging attitudes to learning,
acquiring knowledge, skills, and experience in organizing and managing the business.

Awareness of the need to complement or acquire new knowledge in digital marketing is
evidence of young people's understanding that the creation and management of a successful
online business are related to the effective management of communications through the

acquisition and application of a whole range of knowledge and skills.

9. Big Data World and the New Marketing Horizons
Revista Inclusiones, 2021, vol.8, No Especial, Abril-Junio pp. 519-535, ISSN 0719-4706
WEB OF SCIENCE

The research study is dedicated to digital transformation and its impact on marketing
communications. Marketing has undergone significant transformations over the last two
decades. Big data has changed the business landscape beyond recognition, and the marketing
industry has been hit hard by these changes. Technological changes give a wide field for
entrepreneurs to operate easily with a vast amount of data and make informed decisions
adequately. Large information flows allow easier interpretation of consumer behavior, which
opens up opportunities for better understanding of customer needs and maximum adaptation
of product solutions to their requirements. The technological environment has created
conditions for marketers to reach their potential. Today, more than ever, highly targeted
messages can be sent to the right audiences. Customer service is a priority for companies, and
this challenges companies to systematically monitor the market and adapt their activities by
implementing new technological solutions.

The article’s main goal is to present how the digital transformation affects the
marketing industry, presenting the benefits that the online environment provides for business
development through the application of innovative marketing solutions for successful
positioning. The main aspects of big data and its impact on the marketing industry are
systematized. The main research methods in the development are content analysis, the method

of analysis and synthesis, and the intuitive and systematic approach is used.
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10. Breaking The Role Of The Standard Of The Bulgarian Language Online:
Language Adoption Or Language llliteracy

Bulgarian Language and Literature, 2021, Vol.63(5), pp. 528-551, ISSN 1314-8516
(Online), ISSN 0323-9519 (Print)

Co-author: M. Filipov
WEB OF SCIENCE

The purpose of the research was to explore the experiences of Bulgarian university
students, representatives of generations Y and Z, with breaking the rules of the Standard of
Bulgarian language when communicating with textual posts on the Facebook social network
site (SNS) and social networking applications (apps). Breaking language norms is due to the
perception of the SNS and social apps communication as speaking rather than writing.
Therefore, many of the language rules applicable to the writing are broken.

The research employed a phenomenological inductive research strategy. It used a
narrative literature review from 2011 to 2021 and an in-depth interview of 15 university
students as research instruments. The theoretical framework was built on the theory of
communication accommodation and audience design. Two main themes crystallized in the in-
depth interviews: 1) communication in SNS and social apps — visual, verbal, and informal and
2) context and communicator determine the level of the Bulgarian language rules observance.
In these themes, perceiving SNS communication as speaking, not as writing, hurrying up to
join the communication, and the perception of the online environment as informal, explained
the breaking the language rules. The research is the first to study the issue in the context of the

experiences of the language users, and it opens the scientific field to further research.

IV. SCIENTIFIC PUBLICATIONS IN NON-REFERENCED JOURNALS WITH
SCIENTIFIC REVIEW OR PUBLISHED IN EDITED COLLECTIVE VOLUMES

11. Activating the consumer behavior on the Internet through the process of
interaction

International Scientific Conference Cultural Corridor Via Diagonalis. Cultural Tourism
Without Boundaries, 2014, p. 307-313, ISBN 978-954-300-128-6

The Internet has taken root in people's lives. Its establishment as a medium of mass
communication has become a prerequisite for the development of online advertising, where
advertisers meet the interests of their audiences. Cultural tourism costs are an essential part of

all advertising costs in the tourism industry. Knowledge of the online advertising process is a
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critical necessity for the successful development of the tourism sector, particularly cultural
tourism. Reducing the technological time for entering information and making reservations
forms the Internet as a preferred business environment. Therefore many entrepreneurs today
are directing serious efforts and resources to this communication channel to use its
opportunities. Consumers of travel services have a "new face", new habits, and increased
requirements. Their preferences are changing in parallel with the growing advantages of
technology and the introduction of innovative solutions to maintain and meet this specific
consumer segment. Building successful online strategies effectively stimulate interest and
increase sales, which would not be possible without a systematic study of consumer habits
and attitudes. Activating consumer behavior can be encouraged by a good understanding of
the reasons that shape consumer attitudes. Identifying the user profile and the influence of the
environment on customer tastes and preferences is an obligation for every entrepreneur.
Advertising is the most successful tool for stimulating consumer behavior and influencing the
decision-making process, and as a result, achieving sales of products and services. From the
point of view of advertising, the main advantage of the digital environment is interactivity, the
ability to easily and quickly connect between the advertiser and the user. Interactive
communications help customers and companies make direct contact without time and space
constraints. In addition, interactivity allows users to control the communication process by
deciding what type of information they want to see, how long, and how to be presented. That
requires the model of interactive advertising impact to be rational and to support

differentiation according to the nature of consumer motives and preferences.

12. The Role of Offline and Online Strategies for Successful Product Positioning

The role of off-line and online strategies for successful product positioning, International
Scientific E-Journal “Economic Processes Management”, 2015, elSSN 2311-6293

Co-author: D. Yaneva

The study in the article covers issues related to basic offline and online strategies that
companies use for successful positioning. The aim is to identify differences in assessing the
importance of factors for successful product positioning and how a good combination of
offline and online strategies will allow full coverage of target groups, directing the efforts of
companies to achieve synergies. The positioning process is related to the complex application
of strategies and techniques related to all marketing mix components. Building a product
positioning strategy using different communication channels to access the audience is related

to the questions of what image the company wants to make about its product; how consumers
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perceive it; what are the comparative advantages of the product to differentiate it from those
of its competitors; how to strengthen the image of the product; whether to fight for the
leadership of the company or to follow the leading competitors; what are the ways to occupy a

niche market and how to position our products in the minds of consumers.

13. Social media marketing as a tool for online positioning

Xth Scientific Conference with International Participation "Investments in the Future
'2015", pp. 221-226, 2015, ISBN 1314-3719

Social media has been the main target for online content publishers in recent years.
That is a natural consequence because they are closely related to the process of generating
more targeted traffic. The new generation of web-based services or the so-called Web2.0
forms a new corporate behavior and way of functioning in an online environment. The
sustainable development of business relations results from the permanent placement of social
media platforms in the web strategies of companies. Interactive communication and the
involvement of many users in secondary communication are gaining significant strength and
are powerful tools that companies want to control. Entrepreneurs are making increasing
efforts to identify where their potential customers are concentrated and impose more and more
creative approaches to reach them. Therefore, it is important to know well the strategic online
tools and the effective use of platforms through which they can influence consumer behavior,
adapting the interest of publishers to meet the interests of consumers.

14. Strategies For Successful Online Product Positioning. Building Trust In Online
Discourse

Macedonian International Journal of Marketing, 2015, p. 47-54, ISSN 1857-9787
Co-author: Kr. Georgieva

The well-informed, modern consumer, his needs and expectations lead to a whole new
rhythm of communication, with trust at its core. When we talk about purposeful persuasive
communication in online discourse, the level of impetus is essential. Effective use and deep
understanding of each strategy become a starting point when we are about to complete the
interaction. It does not matter whether we are talking about marketing, public relations, or
advertising. Building trust is an absolute must between all stakeholders or among the brand

and its customers, especially when looking for the best online product positioning strategy.
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The development aims to present the transition in the way of thinking of the modern
entrepreneur and how the implementation of innovative approaches in the overall marketing

strategy leads to successful product positioning, which is based on consumer confidence.

15. Online Advertising Trends In Web 2.0 World

Fifth International Scientific Conference: ,, NEW SPACE IN ART AND SCIENCE”, 2015, p.
3-11, ISBN 978-608-4574-73-6

In recent years, the landscape of online marketing has varied dramatically. Control over
the formation of consumer behavior is slipping away from the hands of entrepreneurs. Consumers
are becoming more demanding of available offers. They want more choice, improve their criteria
and require personal attention and service. The fragmentation of the online marketing ecosystem
gives a serious place to advertising in the whole complex of tools for influencing the online
audience. The state of the online advertising market has grown enormously in recent years. It is
predicted that this trend will continue. The article aims to present the main trends in the world of

digital communications and their projection on modern business.

16. Online marketing and its role in promoting the use of banking services

E-Journal of Entrepreneurship, 2016, vol.4, issue 1, p. 87-99, ISSN (print): 1314-9598 ISSN
(online): 2367-7597

The development of technology has led to significant changes in banking practices.
Today, no banking institution can successfully conduct its business without adequate
adaptation to the new conditions for doing business. The banking sector is susceptible to the
habits of the modern technological society. Control today is more in the hands of consumers
than ever before. The Internet is not only a source of information for potential customers but
also allows them to manage their relationships with banks through interaction.

17. Financial innovations and banking value chain channels of distribution

3 rd International Conference on Innovation and Entrepreneurship in Marketing
& Consumer Behaviour (ICIEMC) — 2016, Lisboa, Portugal, 183-197., eISSN 978-989-20-
6718-6

Co-author: E. Stavrova

Trends in financial and banking services innovation show an upward growth in global

applications. Progress and achievements are a function of modern hardware and software that
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are applied in the provision of banking services. The need to visit a bank branch to receive a
particular service will continue to decrease for the benefit of consumers, who can obtain the
necessary banking services wherever and whenever they wish. In the area of competition,
banks will continue to implement advances in information technology to serve corporate and
institutional customers better. Here comes the support of digital marketing, which provides
banks with access to their audiences with much more targeted messages. Financial
technologies continue to improve, transmitting increasingly segmented information analyzed
for risk management purposes with increasingly sophisticated empirical techniques. In the
context of dynamic development, the regulation of financial intermediaries will continue to
stimulate the financial market. It will be the most significant source of innovation in the

coming years.

18. Entrepreneurship, innovation and online marketing as factors to increase the
companies’ competitiveness

Sixth International scientific conference: The posible, the real and the virtual in the modern
world: proceedings, 2016, p. 124-134. ISBN 978-608-4574-75-0

Co-authors: A. Atanasova, V. Kalaydzhieva

Modern business faces many challenges resulting from increasing competitive
processes observed in the environment in which companies operate. Today, more than ever, a
good entrepreneur must be inclined to apply innovative approaches that adequately meet the
needs of modern technological society and the new behavioral characteristics of consumers.
Strategic thinking is a priority for every market-oriented participant. It goes through
generating ideas for starting a business, implementing innovative strategies with cutting-edge
solutions, and using various communication techniques to shape desired consumer behavior.
The lack of a far-sighted view and non-compliance with the requirements of the market
environment leads to a number of problems that call into question the company's survival.

This report aims to present how entrepreneurial initiative increases the
competitiveness of companies by implementing diverse company activities in a highly
competitive environment. The methodology used includes studying secondary information

from data published by the National Statistical Institute (NSI), online sources, and others.
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19. Online marketing as a part of the value chain in the banking sector
Macedonian International Journal of Marketing, 2016, Vol. 3, p. 45-52, ISSN 1857 -99787

Co-author: E. Stavrova

The modern banking system faces the challenge of adapting to technological changes
in competitive services provided to millions of customers who want to store their funds safely.
Financial services already have a new image. They reflect current trends in consumer habits.
Bank payments retain a growing share in the portfolio of payment options. Banks enable
consumers to use banking services easily and freely and save time and effort. That requires
banks to be active participants in the market, which monitor changes and trends in the
external environment and maximally adapts their resources to changes and new requirements.
Creativity and innovation in the approaches used to distribute banking products are
prerequisites for successful banking positioning. The subject of research in the present study
is the functioning of the banking system in a highly competitive environment and the
application of innovative technologies that facilitate the spread of banking services.

20. Banking innovations key channel specifics trends
Macedonian International Journal of Marketing, 2016, Vol. 4, p. 62-68, ISSN 1857 -9787
Co-authors: E. Stavrova, R. Vladov

The last three decades have seen an incredible transformation in the financial sector
and the transition to the internationalization of the banking industry. That requires the banking
sector to be proactive in its relations with customers, maximally adapting to changes in the
market environment and adequately responding to market requirements. Old approaches no
longer have a place in the world of digital communications. Successful banking positioning
depends entirely on the readiness of the banking sector to adapt to the new digital world,
based on flexible and creative solutions in line with new technological conditions. The subject
of research in development is the adaptation of the banking system to digital conditions and

the implementation of innovative solutions to support the demand for banking services.
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21. Youth and the gambling

Ninth International Conference: KNOWLEDGE CAPITAL OF THE FUTURE, Az6anus,
pp. 425-436, vol. 13(3), ISSN 1857-92

Co-authors: E. Stavrova, L. Durmishi

Gambling is becoming a growing problem among the younger generation around the
world. Studies have shown that young people are more likely to develop gambling-related
behaviors than middle-aged or older adults and are generally at significantly higher risk. That
is a rather worrying problem, as gambling addiction is no less socially important than that
alcohol and drug addiction. For this reason, actions to limit its spread are socially responsible

behavior.

Gambling as an economic and social phenomenon originated in ancient times and
continues to be the focus of attention because the potential revenue it generates in the form of
fees, licenses and income taxes is monitored by public authorities as a business generating
significant budget revenues, which are not affected by both crisis and seasonal fluctuations.
Gambling as a business and the attitude towards it among young people are the subject of
research in this report.

The surveys conducted among students from Bulgarian and Albanian universities
provide an opportunity to establish this dependence on how it is influenced by geographical

location, age, ethnopsychology, customs, and traditions.

22. Innovative aspects of online marketing
Macedonian International Journal of Marketing, 2017, pp. 31-40, ISSN 1857 -9787
Co-author: R. Vladov

The Internet has given impetus to many companies to rethink the role of technology.
Building profitable business models is a consequence of modern marketers' constructive and
creative thinking. Marketing and innovation are key to the transition to business
sustainability. Today we live in an era of challenges, in which companies move to the next
level of development, becoming part of the technological environment in which history is
written only by the rapid and adaptable to change. Our access to information passes through
the digital environment. We have mastered to perfection all the communication techniques
that the Internet offers. We choose and buy products online. All this is thanks to the

conveniences provided by the Web. The change in our consumer habits makes companies

48



more and more creative in the applied approaches and techniques used for access to targeted
audiences.

This article aims to present the innovation in the applied online marketing tools and
how the process of digitalization of business contributes to the successful positioning of

companies.

23. Digital bank marketing in the context of the circular economy

7th International Scientific Conference: “Contemporary Aspects of Circular Economy”, pp.
31-38, Vol. 1(1) ISSN 2545-4552 (Print), ISSN 2545-4560

Co-authors: E. Stavrova, R. Vladov

The industrial revolution has had irreversible consequences for global warming and
changes in the ecological balance. Despite the bad forecasts, if we take action now, we have a
chance to outline a favorable future that will rely on the use of renewable energy sources, the
linear economy of the type "buy-use-throw" to transform into a circular economy in which
waste from one production will be a resource for another. There is a need to rethink strategic
approaches and focus the business on environmentally oriented thinking and socially
responsible behavior. The radical change in thinking is accompanied by significant
investments needed to finance the company to move from a linear to a circular economy,

where online banking is a powerful tool for shaping credit behavior.

24. Ethical aspects of digital marketing in the context of online banking

Collective work "The Digital Revolution in Cultural and Social Processes"”, University
Publishing House “Neofit Rilski ”, Blagoevgrad, 2017, pp. 105-113, ISBN 978-954-00-0171-5

Co-authors: E. Stavrova, R. Vladov

The global financial and economic crisis has put the moral values of humanity back on
the map. Sustainable development, understood as a concept is based not only on sustainable
development of the environment but as a concept based on economic and social sustainability.
Confidence in the financial system makes it more reliable, and therefore the financial industry
can support its increased economic activity and positive economic development of society as
a whole.

Online banking has become a daily practice for regular customers and consumer
organizations. That is no coincidence, the consumer value of online banking is beyond the

reach of any other banking instrument that offers so many benefits to its users. However, there
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are some privacy risks when using online banking services. Issues related to the inviolability
of personal data are subject to constant resolution, on which the protection of financial
information for the client depends. That is why the rights and responsibilities of online
banking must be clearly regulated. The answer to these problems is sought in finding complex

solutions that are professional, ethical, legal and social in nature.

25. Improving the competitiveness of SMEs by fostering and promotion of non-
technological innovations

Macedonian International Journal of Marketing, p. 58-67, ISSN 1857-9787

Co-authors: E. Stavrova, L. Pinelova, R. Vladov

SMEs value the importance of innovation as an opportunity for development. They
successfully compete with other market participants and find opportunities in non-
technological innovations to consolidate their positions despite unfavorable and unstable
economic conditions. SMEs use innovation as a strategic and systemic lever to develop
flexible innovation structures with responsible business process management and find their
place in global ecosystems. That guarantees freedom of creative thinking, creates confidence
and faith in employees, and the emergence of new and innovative ideas that help them adapt

to changes in the world.

26. Digital transformation of marketing communications

Journal of Economics and Management, 2020, Volume XVII, issue 1, pp. 171-181,
ISSN:2367-7600; 1312-594X

The digital transformation has led to radical changes in marketing communications.
The traditional business model no longer covers all the modern consumer's needs. Business
transformation is a must for any company that wants to be competitive in the market. The
Internet and digital media have opened up new opportunities for retailers, adapting their tools
to new consumer habits. Today, marketing communications require an integrated approach to
reach a target audience more than ever, encompassing both traditional channels and online

opportunities offered by new technologies.
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27. Some aspects of storytelling as a part of content marketing

Journal of Economics and Management, 2020, Volume XVII, issue 2, pp. 117-123,
ISSN:2367-7600; 1312-594X

Storytelling is gaining more and more popularity in digital marketing. The study aims
to present the advantages of this marketing tool and why companies in product positioning
increasingly prefer it. Increasing consumer engagement makes consumers feel more
connected to the brand and predisposes them to long-term and successful relationships
between the company and its audience. Adding value through the user experience and
building trust in the company is the basis of the company's efforts. It creates conditions for
full communication with the audience, essential for adapting the company to customer

expectations.

28. Marketing communications in the age of digitalization

University Publishing House "Neofit Rilski”, in the collection: "Media, Culture and
Business", 2020, pp. 40-57, ISBN 9789540002217

Modern business is increasingly investing efforts and resources in the digital
environment. New business forms are emerging, the number of communication tools is
growing, and all this is a result of the integration of the information and telecommunications
industry. The new generation of users has new information habits. The Internet is part of the
daily life of people who search, communicate and share online every day. Today, the
consumer is not only a "consumer"” of content but also a publisher. That is why companies
need to adapt their strategies to the benefits that the online environment provides. There are a
huge number of online-based solutions and tools for communicating with consumers, which
provides an opportunity for e-business development. Understanding technology-based
marketing is critical to business. It attracts new customers, creates new brands, opens new
markets, forms new market leaders, and reveals the potential for creativity in digital

marketing.

29. Platform economy as an inevitable development of digital business
E-Journal of Entrepreneurship, 2021, Vol. IX (1), pp. 87-95, ISSN (online): 2738-7402

Co-authors: E. Stavrova, L. Pinelova

The expansion of digital platforms generates strong network effects and dynamics for

all participants, violating the "comfort” of already well-positioned companies and further
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stimulating competition between them. Despite the positive results, digital platforms may
become vulnerable to competitive strategic moves under certain conditions with the
emergence of new innovative web-based solutions that allow participants to add value to
themselves while avoiding additional investment. For the purposes of the development, an
interpretive synthesis of various theoretical concepts for platform business, categorization of
strategies, and derivation of their distinctive features was used. The study demonstrates the
potential of non-traditional and opportunistic strategies and how platforms that go beyond

traditional ones compete in terms of network quality, diversity, and size.

30. The digital transformation in the service of business

Journal of Economics and Management, 2021, Vol. XVIII(1), pp. 128-136, ISSN:2367-
7600; 1312-594X

Co-authors: E. Stavrova, L. Pinelova

People, business, and the world are changing rapidly. Technology is constantly
evolving, and in parallel with it, people are changing their habits of access to information,
interaction, and communication. Digital technologies are no longer a part of innovative
companies, and ordinary people integrate them seamlessly into their daily lives. What makes
the digital revolution exciting is that everything is happening right now, and we are
witnessing a historical transition from the traditional to the digital. Consumers are tired of
media marketing and are already part of the global world. They want more commitment and
more interaction. They spend most of their free time in the digital environment, and creatively
oriented digital marketing is the way business will reach them. This article focuses on
transforming entrepreneurial thinking by adapting the companies to new digital conditions
and how the transformation process supports business development.

31. Building consumer engagement through content marketing
Journal of Economics and Management, 2021, Vol. XVIII(1), pp. 119-127

Today, everything is content, and everything is connected to everything! Access to the
audience is becoming more direct, but this is at the expense of increasing the efforts of
companies to engage consumers. The digital environment has provided new business
opportunities. The convergence of different industries forms a new market thinking based on
the economy platform. Adapting business, especially in a pandemic, is emerging as a

necessity to survive in the turbulent search for solutions to adapt to new realities. It is no

52



coincidence that content marketing is gaining popularity, which is seen in many published
studies of institutions analyzing marketing trends. Shared content that meets the interests of
consumers and builds relationships with them is an opportunity that should not be overlooked
because anyone who underestimates the process of digitalization remains in the past. This
article aims to present the benefits of content marketing that works in the service of the
business. Finding a connection with the audience through the content offered is at the heart of

the gig economy and responds to new market mechanisms driven by new consumer habits.

32. Business models of the platform economy (in the context of marketing, finance and
tourism)

Macedonian International Journal of Marketing, 2021, Vol. 14, pp. 120-131, ISSN 1857 -
9787

Co-authors: E. Stavrova, L. Pinelova

Destructive technologies, as they call digital technologies, have changed the lives of
people and businesses as we know them. Convergence, which is reflected in the intersection
of telecommunications as a form of mass communication through the digital media
environment, includes the Internet, smartphones, applications and their integration with big
data and processing algorithms. This has led to the emergence of a new type of economy - a
platform economy with new business models corresponding to the digital business
transformation. This process is often associated with the so-called "shared economy". The
emphasis is on the demand for mutual, anti-corporate markets in which new resources are
used efficiently, which leads to increased productivity of market processes. The entry of large
digital platforms that are present in our daily lives, such as marketing, tourism, payments,
loans, investments, is already perceived favorably for company efficiency and to improve
market processes. The power of platforms creates a new generation of business models that
use technologies to connect people, organizations and resources in an interactive ecosystem.
New platforms and technologies are powerful tools for capturing and analyzing vast amounts
of data. They help people and organizations access information. The ability to access
processed data, as well as the ability to send personalized messages to a specific device at the
right time, opens new business horizons that create conditions for adequate satisfaction of
interests, resulting in business offers more creative solutions and customer experience .

Innovative platforms can be recognized as adding value to parties in the sales process - they
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remove barriers to time and space by facilitating the exchange of goods, services and social

currency.

33. Influence of digital transformation on marketing communications

Jubilee Scientific Conference of the Faculty of Economics at SWU "Neofit Rilski",
University Publishing House "Neofit Rilski™, 2022, pp. 45-54, ISBN 978-954-00-0307-8

The digital age gives an equal start to all companies, opening new horizons for
entrepreneurship and business initiative. Technology has led to radical changes, both in the
way we think and, in the approaches, we use to do business. The consumer is highly
dependent on technology, his requirements are higher, and he expects more offers and
opportunities. Like any industry, marketing faces the challenge of seriously transforming its
approaches to respond to changing consumer habits and attitudes, finding creative ways to
reach audiences, managing customer relationships, and exploiting consumer potential for

collaborative search. And implementation of solutions, automation in sales, etc.
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