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BJIMAHUE HA KOPITIOPATHBHATA COLUAJIHA OTTOBOPHOCT (KCO) BbPXY
UMUIKA HA BUSHEC OPTAHU3ALUSATA /ABTOPE®EPAT/

JucepranuoHHuAT Tpyq € B o0m obem or 260 crpaHuiy,
KOHCTPYHMPaHHU B YBOJ, TPH TJIaBH, 3aKII0YCHHE, TIPUHOCH, JIUTEpaTypa U
npunoxenus. B rekcra npucbersat 37 Gurypu, 4 Tabnuy u 2 1Marpamu.
B kpas Ha Bcska 171aBa ca MpeJACTaBeHW OCHOBHU M3BOIU M O0OOIIEHHUS.
Uznonsanun ca obmo 173 nureparypHu u 30 HHTEpPHET HM3TOYHHKA.
Hucepranusara cbabpika 339 OeNeKKU MO JTUHHSL.

JucepTailMoHHUAT TPy € OOCBHACH M MPEUIOKEH 3a 3alluTa Mpen
Hay4yHO JXypu OT Karteapa ,,.Bpp3ku c¢ oOmectBeHocTTa® Ha IIpaBHO-
ucropuiecku akynrer kbM FOrozamnanen yausepcuter ,,Heodbut Prnckn-
baaroesrpan

[lybmuynata 3ammTa Ha JUCEPTAIMOHHUS Tpyn ,,Briusame Ha
KopIriopaTtuBHaTa coipanaa orroBopHoct (KCO) Bbpxy UMHUIKa Ha OU3HEC
opranm3anusrta‘ me ce nposee Ha 13.09.2024 r. ot 11:00 4. B 3a;ma 1341
Ha YueOeH kopryc 1 Ha FO3Y ,,Heodur Puncku‘.

Marepuanure 1Mo 3alIuTaTa ca Ha pa3loIoKeHNEe Ha HHTEPECYBAIUTE
ce Ha mHTepHerT crpanuiata Ha IO3Y ,Heodur Pwmicku m B katempa
,»BpB3KHu ¢ obmectBeHocTTa®, Kabuner 1353, rp. brmaroesrpan, yiu. ,.MiBan
Muxaiinos Ne 66, er. 3.
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I. OBIA XAPAKTEPUCTHUKA HA JUCEPTAIIMOHHMHA
TPY

1. AKTyajHOCT Ha TeMaTa

B cnenmanusupanata auTepatypa M KOpPIOpAaTHBHATAa MPaKTHKA
KOHIIENMIIMITa 32 OpraHU3al[MOHHATa COLMAlHAa OTTOBOPHOCT € CHIJIHO
MOBJIMAHA OT MJIEMTE 3a Ch3/laBaHE Ha CTOMHOCT M JONpUHACSHE 3a
HajlaraHeT0 W TOJIbPXKAHETO Ha OjaronpusiteH (UPMEH HMHUDK. 3a
ChbBpEMEHHAaTa KOMITaHHUS €IHOBPEMEHHO BAXKHU Ca KAKTO MKOHOMHYECKUTE
MOJI3U OT JIGHHOCTTA, TaKa M COI[MATHUTE U €THYHH OTTOBOPHOCTH, KOUTO TSI
JEeMOHCTpUpPAa KbM 3aUHTEPECOBAHUTE OT HeWHaTa JEHHOCT CTpPaHH H
00IIIECTBOTO KaTO IISJ10.

ComnuanHaTta poMsHA BIHsIC BbPXY KHBOTA Ha OTJCITHHS WHIMBH]L,
KaKTO ¥ BBPXY Pa3BUTHETO Ha OM3HEC OpraHU3alUuTe. Te OChIIecTBSIBAT
JNEWHOCT B M3KIIOYUTEIHO JMHAMHYHA cpena W 3a Ja (yHKIMOHUPAT
epeKTHBHO, TpsAOBa Ja TMOMIbpPXKAT OaJaHC HA B3aMMOOTHOIICHHUSATA C
oOKpbIKaBalaTa TM BBHIIIHA cpefa. Bce moBede oT OM3HEC €OMHHINTE CE
M3WCKBAa M OYaKBa MPO3PAYHOCT W TOMYISPU3UpaHE Ha IUIOCTHATA UM
neitnoct. ToBa e Taka, 3aI0TO THPCEHKN €NMHCTBEHO Ievyanta, KOMIaHusATa
moemMa pucka Jga TpeHeOperHe eTHYHHTE HOPMH, BB3IPHETH H
(hyHKIIMOHUpAI B OOIIECTBOTO, KOETO JaBa CBOETO OJOOpEHHE WIH
HacouyBa KpuTHKa. HyXaata oT OTTOBOPHO MOBEIEHHE MO OTHOIIEHHE Ha
OKOJIHATa Cpeda € €OHa OT II'BPBHUTE IBIKEIIN CHWIM B TOAKperna Ha
KOPIOPaTHBHATA COIMAJIHA OTTOBOPHOCT' ¥ €IHO OT Hali-BIMATETHHTE H
OpTaHHU3HUpPaHH OOIIECTBEHU JABIKEHHUS.

[Ipe3 2022 r. 'mobanauar annanc 3a PR otnpaBs myOmnudeH anen KbM
npoheCHOHATHUTE OpTraHU3aIluK 332 BPB3KH C OOIIECTBEHOCTTA IO IIEIHS
CBSAT J1a TIOAKpENAT nmpu3nuB Ha OOeMWHEHNTE HAIMK 3a 100aBSHE Ha HOBA
uen ,,OTroBopHa KOMYHHKAIHs'® KbM IIEIHTE 32 YCTOHUYMBO pas3BuTwe.[1]
[lomuepraBa ce CHOIHOCTTa HA OTTOBOPHATA KOMYHUKAIAS B HSKOJKO
HaIpaBIlIeHHs, Cpell KOUTO ca JAMAIIOT 3a TIIO0ATHHUTE MPEAU3BUKATEICTBA,

1
B HaCTOAIIMA TPYI M€ U3ITOI3BAME ChbKPAICHUETO KCO B cmuchbia Ha KOpIIOpaTHBHA COLIHATHA
OTTOBOPHOCT
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cBOOOAa Ha CIOBOTO, €THYEH IMOAXON KbM OpPTaHU3alMOHHUTE H
WHCTUTYIIUOHATHN KOMYHUKAIMH, KAKTO U TIO3UTUBEH 1 MPHOOIIIABAII] €3HK.

Ha nanmoHanHO HHMBO CBIIO CE€ OTYMTA 3HAYMMOCTTA Ha COLUAIHO
OTTOBOPHHUTE JeHHOCTH OT OuzHec opranm3auuute. Criopen CtpaTerusra 3a
KOpIopaThBHA COIMAlHa OTTOBOPHOCT Ha MUHHCTEPCTBOTO Ha Tpyla H
cormannara nonutuka (MTCII) 3a mepuoaa 2024-2027 r. cinemBa na ce
HACOYaT YCHIIMS KbM MAalKUTE U CPEIHH MPEANPHITHS U MPUIaraHeTo Ha
COIMAITHO OTTOBOPHH NPAKTHKH KaTO KOMIIAaHMH, KOMTO HE pa3moyarar ¢
roJisiM (PMHAHCOB PECypcC W He MPOSIBSIBAT CUIICH HHTEPEC KbM peali3upaHe
HA TakWBa, M TO 4Ype3 pAa3JM4YHU 3aKOHOBU, WH()OPMAIMOHHU WU
MKOHOMHYECKH MeToI1.[2] MUHHCTEPCTBOTO HOAYepTaBa HEOOX OJMMOCTTA
KOMITaHUUTE JIa ca WHPOPMHUPAHU 3a moi3ute oT npuinaranero Ha KCO u
BB3MOKHOCTHTE MM Ja Cca KOHKYPEHTOCIOCOOHW 0€3 M3pa3xoiBaHe Ha
roisiM (PMHAHCOB pecypc.

Ot npyra crpaHa, Ipo3padHOCTTa Ha OpraHuM3alusTa € Bee IIo-
HeoOXoIMa B CBBPEMEHHOTO IUTHTAIN3UPAHO OOMIECTBO, THH KaTo
IpyIuTe, KOUTO Ca 3aCErHATU U 3aMHTEPECOBAHU OT JEHHOCTTA M, CTaBaT BCe
1o-(pU3MUECKU JUCTAaHIMPAHU U TEPUTOPUANIHO pasnipbcHaTu. Hapen ¢ ToBa
€ Ba)KHO J]a UMaT Bb3MOXKHOCT Ja CIEAAT 3a HeWHaTa aHIraXHpaHOCT KbM
00ILECTBOTO M OKOJHATA Cpela 4pe3 peajHd WHULMATHBH, IyOIMYHOCT,
OTYETHOCT U a/IeKBaTHU KOMYHUKAIIMOHHH KaHAIIH.

Ha mauBo EBporneticku cpio3 (EC) cpIo nMa peauia H3UCKBaHUS KbM
OpraHM3allMuTe OTHOCHO IPEICTaBSHETO HAa COLMAIHO OTTOBOPHUTE MM
neitHoctu. EBponeiickaTta komucust u3rotBa npe3 2022 r. IupektuBa 3a
KOpPIIOPAaTHBHO AOKJIAJBAHE 332 YCTOWYMBOCT, KOATO BJIE€3€ B CHJIA OT SIHyapH
2024 T. 1 U3UCKBa OpTaHU3AINHTE /13 Pa3padOTAT U MPEACTABST JOKIAIN 32
YCTOWYHMBOCT MpeJl CBOUTE 3auHTepecoBanu ctpanu. [3] AupektuBara 3acsra
TOJIEMUTE OpraHu3auud (KOUTO OTrOBAapSAT Ha IIOHE J(BA OT CIIEAHUTE
kputepuu: Oamanc or 20 MiuH. eBpo; obopor or 40 muH. eBpo u 250
paborHunu cpenno) B EC. T Moxe n1a ce ompenend KaTo HaJIeKHA
MpoBepKka Ha KOPIOpPAaTUBHATA YCTOMYMBOCT C 1€l Ja CE YCTaHOBH
KOpIopaTvBHaTa OTIOBOPHOCT Ha TMpPENpHUsITHATAa 3a CHa3BaHe Ha
COLIMATHUTE M YOBELIKUTE IPaBa U €KOJIOTMYHH HOPMHU.
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JleiiHOCTTa 1O  KOpPHOpaTHBHA  COIMallHA  OTTOBOPHOCT  Ha
OpraHM3anMsiTa CclieiBa Ja ObJe HENpeKbCHATa, HM3MEPUMa M ChC
CTpaTernyecka HacOYCHOCT U JuajoruueH xapakrep. Hero MHOro BakHO
BbB BpB3Ka C aKTyaJHOCTTa Ha IIOCTaBEHATa JUCEpPTAIliOHHA TeMa ¢
AHTA)KUMCHTBHT Ha KOMIIaHHATa Ja CTUMYJIUpa ABYIIOCOYHO
B3amMozelictBue ¢ mybnmukure. OT emHa crpana, KCO e coumamHo
OTI'OBOPHO MOBEICHUE, KOSTO UMa CBOSI €CTECTBEH X0/ KbM 00IIHOCTTA. OT
Jpyra cTpaHa, OOIHOCTTA € Ta3H, KOSITO ChC CBOUTE MPOOJIEMHU 1 HHTEPECH,
B3aMMOJICHCTBA C OpraHu3alusATa W MOXE Jia Jaje KOHKpETHa H
cnenuduYHa HACOYCHOCT 3a Temure, 3acTbiiecHd B KCO mnonurthkara.
[Mopaau TOBa cuyMTame, Y€ IOJI3MTE Ca JBYCTPAHHM — Y4YacTBAaIIUTE B
nporeca Ha KCO B3amMmopeicTBHEe TpsOBa Ja OCh3HABAT HIEITA, Y€ €
HY)KHO Jia ObJIaT aKTUBHH C JCHCTBEHATA CH ITO3UIIUS U BH3MOYKHH POJIHM Ha
KOMYHHUKAaTOp M IojydaTeJd B IIpolieca Ha B3aMMHO CIOZCISHE Ha
uadopmarus u  opmupane u peanuzupade Ha KCO MOIUTHKH.
CrenoBaTeTHO 3HAUMMOCTTA Ha TeMaTHKaTa, cBbp3aHa ¢ KCO u mmumka Ha
OW3HeC OpraHW3alMATa, KaKTO W HAyYHWTE W3CIEIBaHUS B o0nacTTa
HEMpeKbCHATO I11e HapacTBa.

2. O6GeKT U MpeAMET HA TUCEPTANIMOHHUSI TPY/

O0exT Ha guceprannoHHUA TPyH € noiurtukarta mo KCO Ha 6usHec
OpTaHM3aIMSTA KaTO EIEMEHT OT IPOoIleca M0 U3TrpakIaHe Ha OaronpusTeH
MMUJDK CpeZl BEHITHI 3aMHTEPECOBAaHH CTPAHU.

IIpenmeT Ha AWCEPTAIMOHHUA TPYA € BIUSHHETO W B3aMMOBpPB3KaTa
MEXK]y COIlMaJHaTa OTTOBOPHOCT Ha OW3HECa W KOPIIOPATUBHUS WMUIIK
Ype3 KOMYHUKAIIMOHHATE aKTUBHOCTH Ha OM3HEC OpTaHU3aIHITA.

3. MHM3caenoBarteiicka Te3a

B Hactosmms mucepTanMoOHeH TpPyA Ce€ 3alluMTaBa Te3ara, due
OCBh3HABAHETO HA BAXKHOCTTA M HEOOXOAWMOCTTAa OT €IHOBPEMEHHU
neiicteusa no KCO u usrpaxxgaHe Ha KOPHOPAaTUBEH HMHIXK, KAKTO U
[IEIEBOTO MM KOMYHUKHpPaHE ChC 3aWMHTEPECOBAHHWTE CTPaHU, BOAHU JIO
ISJIOCTEH TTOJIOKUTENIEH 00pa3 Ha OM3HEC OPraHU3AIHATA.
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4. Iles u 3a1a4u HA U3CJIETBAHETO

LenTa Ha mucepTallMOHHMS TPYJ € Jla CE€ aHAJIM3Hpa B3aMOBPB3KaTa
MEKAY KOPIOpaTHBHATA COLMAIHA OTTOBOPHOCT U KOPTIOPATHBHUS UMUK,
KaTO C€ wuscjieaBaT KOMYHUKAIIMOHHM AKTHUBHOCTH Ha HUBO 6I/I3HCC
OpraHM3alMs M CE€ aHaJIM3Mpa TAXHOTO BIIMSHUE BBPXY oOpaza Ha
KOMIIaHUATa CPE€ BHbHIIHU 3aMHTCPECOBAHU CTPAaHU.

3anauu, cBbp3aHM C HEJITA HA JUCEPTAIIMOHHUS TPY/

1. Ja ce mpocienu pa3BUTHETO Ha HJEsATA 32 KOPIIOPATUBHA COIMATHA
OTTOBOPHOCT W JIa CE MPEACTaBH CPABHUTEIICH aHAN3 Ha W3CIIENBaHUTE
nedununmu 3a KCO.

2. Jla ce mpencraBAT TEOPETUUHUTE H3MEPEHHsS Ha COIHAIHATA
OTTOBOPHOCT, KaTO CE U3CJIE/IBAT MPECTABEHUTE B JINTEPATypaTa MOJICIIH.

3. Jla ce pa3kpue B3auMoBpb3kaTa KCO-kopnopamusen umuodic, Kato
ce HaIpaBH OIMHUT | 3a popMynupaHe Ha cobcTBeHa aepununus 3a KCO.

4. Jla ce m3Bemat 6a3oBuTe aciekTy, upe3 kouto KCO B3ammoeiicTra
C MMUJKa Ha OW3HEC OpraHu3aIusiTa.

5. Jla ce KOHCTpyHpa M pealu3upa CaMOCTOSTEIHO EMITHPHYHO
W3Cle/IBaHe, MOCBETEHO Ha Pa3JInIHU aclieKTH Ha KoMyHuKarmonHata KCO
MOJIMUTHKA Ha OM3HEC OpraHu3anuu B brirapus.

6. [la ce aHanmu3upar HariacuTe Ha MOTPEOUTENUTE B KAYECTBOTO MM
Ha Hal-MHOIOYMCIICHa BBHINHA 3aWHTepecoBaHa crpaHa keM KCO
IeifHoCcTTa, KaTo Cce€ OTKpOM 3HadeHWero Ha guaigora B KCO
KOMYHHKAIIHUTE.

7. Jla ce cuHTe3upar mpenopbku 3a edekTrBHA M BhBIMYaa KCO
KOMYHHMKAIMsS 32 BBHINHU 3aWHTEPECOBAHM CTPaHM Ha OW3HEC
opraHmuzanuara kKato e()eKTHBEH MpoIeC Ha JUaJOrHYHO OOIIyBaHE H
YTBBPIKIaBaHE HA TIOJOKUTEITHUS W UMUK,

5. MeTomoa0rusi Ha U3CJaeIBAHETO

B x0/1a Ha TEOPETHYHOTO ¥ EMITUPUIHOTO M3CIIECIBAHE Ca M3MOJI3BAHU
W CBhYCTAHM HAKOIKO METOJ[d: AaHalW3 Ha CHCIUATU3HUPAHH HAYyYHH
M3TOYHHIIM M CUHTE3 HAa KOHIICMIUM W TOCTAHOBKH, CBBbP3aHH C TeMara u
IeNTa Ha AUCEPTALMOHHUS TPY/; ChOMpaHe HA MbPBUYHA HHPOPMAITHS Ype3
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case study, cTraHmapTHU3UpaHH HHTEPBIOTA M AHKETHO JOMUTBAHE CpEX
Pa3INYHU TPYIU PECTIOHIEHTH.

6. OrpaHuveHusi Ha U3CJIeBAHETO

1) HacodeHocTTa Ha AMCEPTALIMOHHMS TPY[ € KbM €MH OT 0a30BHUTE
MOIXOAW B THIKYyBaHE Ha TEePMHHA ,.KopropaTuBeH HMHUIK‘. ToBa e
MOJIXOIBT 38 BBHIIHUS UMHIDK, KOHTO ce (hoKycHpa BbpPXY HEpUEHIMUTE
crpsiMO OW3HEC OpraHU3alMsITa OT CTPaHa Ha BHHITHUTE CTEHKXOJIABPH.

2) JlucepTallMOHHOTO H3CNIEIBAaHE € HACOYCHO KbM OpraHu3allvy,
KOMTO MMaT u3aBeHa mybnnyHa aefiHocT o KCO. @okychT BBPXY TAX €
MIPOAMKTYBAH OT MPE3yMITLIMATA, Y€ MACOBUTE ITOCJIaHHS Ha TE3W KOMIIaHUU
WMaT MOTEHIIMAaNAa JIa IPEAU3BUKAT TOJIsIM OOIIECTBEH OT3BYK U CHOTBETHO
Nia BB30YIAT epekra Ha 3apa3siBaHe cpell BHHITHUATE MyOIINKH.

3) TomiokeHnTe Ha aHAJIM3 B eMITUPUYHOTO U3CIIEIBAHE KOMITAHHUH Ca
MYyJATHHAIMOHAIHN, HO Ca HW3CJEeJBAaHU CaMO Te3W, KOWTO ONepHupaT Ha
OBJITapCKUs Tazap.

4) Hsamame TpeTeHIMS 3a M3UEpPHATENHOCT OTHOCHO EBPOIEHCKUTE
JUPEKTUBU U CTAaHJAPTH 32 COL[MaIHa OTTOBOPHOCT U OTYETHOCT.

5) UHCTpyMEHTapuyMbT Ha EMIMPUYHOTO NPOYYBAHE ChUETaBa TPH
U3CIEA0BATEICKU MPOLENYPH, KaTO BHHIIHUTE 3aMHTEPECOBAHU CTPAHU ca
00XBaHATH B JIMIIETO Ha TIOTPEOUTEICKATa TPyTia Ha eIHa KOHKpeTHA On3HeC
OpraHu3anus.

7. CremneH Ha pa3padoTeHOCT

B nonero Ha HayyHuTe n3ciensanus B brirapus ca uaeHTHGUIIpaHHT
CTaTUM M MoOHOrpaduy, KOUTO OOXBallaT pa3IM4HU aCHEeKTH OT
mHoromiacroBata chmHocT Ha KCO kaTto IeWHOCT, IIOJWTHKA WIH
Ipu3BaHUE Ha opraHuzauuute. be3 mnpereHnus npa ObJeM HAIbIHO
M3UepraTeNHy, 1Mle O0O0OmMUM TPOYYEHUTE JOCTHIIHH  OBITapCKU
W3TOYHMIIM, KOUTO TMOCTABAT akUeHT BbpXy pazmmuan KCO HanpaBneHus
Yype3 TeOpeTHdeH 0030p M aHaJIM3M, KAKTO M C MOMOLITAa Ha eMIUPUYHU
nanHu. Pazpabotkure ca nocserenu Ha KCO u ycToitunBo Ou3Hec pa3BUTHE
(P. bakxspmxuena, 2010; XK. Tomc, M. Credhanora, 2014; M. Credanona,
2018); KCO karo cpencTBo 3a MOBHIIABAHE HA JOBEPUETO U PeIlyTaLUsTa
(b. Murtkosa, [I. Cepadumona, 2012); crpaTernuecku MoAxo/ B pa3BUTHETO
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Ha KCO B Bwirapust (Mp. CnaBosa, 2013); monuTopunr u ouexka Ha KCO
(1. Cepadumona, 2009, 2011; B. Ilerposa, IIp. Xpucrora, FOn. AtaHacos,
. KocroBa, B. Bacunes, 2013; P. bakspmxuesa, 2015; H. Hukonosa, U.,
Wopnmanosa, 2014); edekrm or KCO (P. Baxspmxuesa, 2017);
yIIpaBJICHUETO Ha KOMyHUKanuuTe 3a onarorBopurenHoct (EB. Xpucrosa,
2018), conmanHo-OTTOBOPHUS OpAaHIMHT M B3aMMOOTHOIIEHHS C KIMEHTH
(M. T'eopruesa, 2019); cecrostane Ha KCO B Buirapus (M. Credanosa, Cr.
Muxaitnos, 2020); Ou3HeC MPaKTHKH M COIUAICH MEIUEH MapKeTHHT
(Pycena, B., 2020); Bp3aeiictBue Ha nangemusita Covid-19 Bepxy KCO (A.
3axapues, 2021); Tenneniuu U uHoBaTuBHU npaktuku (JI. Cepadumona,
2021).

B HayuHaTa nmuTepaTypa MMa HEMAJIKO aBTOPH, aHAIU3UPAIIIH MTOJI3NUTE
ot KCO Bwpxy ¢upmenus nmumk. Cpen Tsax ca @unun Kotnsp, Hancn
Jluit, Archie B. Carroll, Jlanuen Bypctun, 3apaBko Paiikos, Eennna
Xpucrora, JKwocrun Tomc, Mapuna Credanoa, Bragumup Mukos. B
TEOpEeTHYEH IUIaH CUMTaMe 32 HEOOXOOMMO Jla ce OObpHE BHMMAaHHE Ha
B3aMMOBpbB3KaTa MEXIy OpPraHM3allMOHHATA IOJUTHKA II0 IUIAaHUpPAHE U
peanusupane Ha KCO uHMIMATHBH U M3IPAKIAHETO HA IOJIOKUTEICH
KOpPIIOPaTHBEH HMMJUK 4Ype3 KOMYHUKAlUs C BBHIIHM 3aMHTEPECOBaHU
CTpaHH.

B xoma Ha TeopeTMYHOTO NIpPOyYBaHE HE Ca OTKPUTU pPa3pabOTKH,
[IOCBETEHN Ha B3auMoBpb3kata KCO-UMUIK C TEOPETUKO-EMIHPHYCH
IU3aiiH Ha W3CNEABAHETO, IUTAHUPAH B HACTOSIIMS JUCEPTALlMOHEH TPYI.

HNHpopmMauuoHHU U3TOYHHUIU

OcCHOBHHTE U3TOYHUIIN Ha MH(OpMAaLKs BKIIOYBAT HAYYHU TPYAOBE HA
OBIrapcKyu U YyKJIECTPAaHHHU aBTOPU B EJIEKTPOHEH U TPAAULIMOHEH (opMarT.
B 6ubnuorpadusita e mpencraBeHa crpaBka ¢ JUTEPATypa Ha OBITapCKA H
AHTJIMHACKY €3UK, KaKTO M aJjpecu Ha U3IOJI3BAaHUTE OHJIAWH PECYPCH.
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II.  OBEM U CTPYKTYPA HA JUCEPTALHMUOHHUA TPY [

JucepraiiuoHHUAT Tpyd € B o0m ob0em or 260 crpaHuImy,
KOHCTPYHpaHU B YBOJ, TP IJIaBH, 3aKJIOYeHHE, IPUHOCH, JTUTEpaTypa U
npunoxenus. B rekcra npucbersat 37 gurypu, 4 Tabnuy u 2 1Marpamu.
B kpas Ha Bcska 171aBa ca MpeJCTaBeHW OCHOBHU M3BOIU M O0OOIIEHMUS.
Wznomn3eann ca obmo 173 nurteparypHu u3TouHuka W 30 WHTEpHET
m3TouHnka. Jlucepramuara ceabpka 339  OenmexKw 1MOoJ  JIWHWUSL.
ChappKaHHETO € B CIIeTHUS BU!
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Ospea CBHBINHOCT U CIHENU®UKU HA KOPIIOPATUBHATA
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I A

COLHUAJIHA OTTOBOPHOCT

Pa3zBuTHe Ha TMOHATHETO ,,KOPIIOPATHBHA COLMATHA OTTOBOPHOCT.
JedunnTHBHA TBCTpOTA

N3mepenns va KCO

Teopernunu u3mepenus u mozaenu 3a KCO

Crparernuecku KCO noxymentu. Otuetu no KCO

BzaumoBps3ka mexay KCO, Bpbe3kuTe ¢ OOIIECTBEHOCTTA W
YCTOWYMBOTO pa3BUTHE

KOPIIOPATUBHUAT UMUIX U MSACTOTO MY B KCO
MNOJIMTUKATA HA OPTAHU3ALIUSATA

TeopernyHa pamka W TOIXOOU 3a M3TpakKAaHe Ha KOPIOPATHUBHUS
UMUK

CroitHoct Ha koprnopatuBHUs uMumk W Ha KCO 3a OwusHec
OpraHu3anusiTa

Mognenupane Ha Bpb3kata KCO-kopnopamusen umuodic

Hacoku 3a KCO komyHHKalMs B KOHTEKCTa Ha IOJMTHKAaTa IO
U3rpakAaHe Ha KOPIIOPaTUBEH UMUK

Mopenu Ha komynukanuonau KCO crpaterun va Morsing u Schultz
HN3CJIEABAHE BJIMAHUETO HA KCO BbPXY UMHUKA
HA BU3HEC OPTAHU3AIIUATA

Hsixou npensapurenHyu faHHUA

Mertonosorus u 1u3aiH Ha U3CIIEABAHETO

ba30Bu TeOpETUUHY MOHATHA 32 EMIIMPHUYHOTO U3CIIC/IBAHE

[TbpBuU etam Ha u3cmeqBane — case study

Bropu eran Ha u3cienBaHe — CTaHIAPTU3UPAaHU HHTEPBIOTA

Tpetu eran Ha U3cieBaHe — AHKETHO JIONUTBAHE

3Boau

O0600meHns

3AKJIIOYEHME

IIpenopbku

Hacoxu 3a 6bpae1mu n3cneaBaHus

IIpunocu

Bubmmorpadcka cripaBka

IIpunoxenune 1: BbnpocHUK 3a cTaHAAPTU3UPAHO UHTEPBIO
[punoxenne 2: AHKETHA KapTa 3a IOTpeOUTEeNH

[punoxernne 3: HappyHWK 3a KOMYHHKAIMs Ha KOPIOpAaTHBHATA
COIMAJTHA OTTOBOPHOCT
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I11. KPATKO U3JIOKEHUE HA TUCEPTALIMOHHUS TPY [

IIbPBA I'/TABA
CBIIHOCT U CIEHU®UKHA HA KOPITOPATUBHATA
COLOHUAJHA OTTOBOPHOCT

B mbpBa maBa € MoOCTaBeH AaKIEHT BbpXy ONPEACICHUETO U
pa3BUTHETO Ha KOpPIOpAaTUBHATA COIMAajHA OTTOBOPHOCT, HEHHHUTE
TEOPETUYHU aCIEeKTH M MOJENHU, KaKTO U JOOpPOBOJHUTE CTaHIAPTH H
METOJMTE 3a OTYHUTaHE C IeN Mmo-nmodpo ympasienue Ha KCO. B Hes ce
pasriexaat u B3auMoBpb3kuTe Mex 1y KCO u Bpb3KuTe ¢ 001IECTBEHOCTTA,
YCTOMYMBOTO pa3BUTHE W PpA3IMYHATE WHUIMATHBH 32 COIMAJIHA
OTT'OBOPHOCT.

B nwbpBuH maparpad mnpociensBame pa3BUTHETO Ha HJedTa 3a
KOpIopaThBHAaTa COIMAIHA OTTOBOPHOCT. Moxe Jla 0000IMM M HIKOJIKO
HaIlpaBJICHUS 110 OTHOIIIEHHE cTpeMeska na ce nedpurmpa KCO:

e (ConuanHaTta OTTOBOPHOCT € HEM3MEHHa 4YacT OT JeHHOCTTa Ha
KOMMaHuuTe. 3a Jia € 100pe Bh3MpHera eqHa KOMIIaH!S B cpenaTa, B KOATO
ce pa3BHBa, TS TPSAOBA /1a IEMOHCTPHpPA COIMAIHA AHTAKHUPAHOCT;

o KCO nma 1006poBoJIeH XapaKTep, HO € HEOOXOAMMO KOMITAHHUHUTE Ja
s TIPAJIATaT ¢ IeJl ToA00psIBaHe Ha MOCIENUITUTE OT TAXHATA JeWHOCT;

e Bcska koMmaHus TpsAOBa J1a MOAIbPKA OaTaHC MEXTY CBOUTE LEH
1 OOIIECTBEHWTE W3WCKBAHHUS W OYAKBAHHUS OT HES KaTO KOPIIOPaTHBEH
TpaXKIaHWH;

o Jleitnoctute Ha komnanuute Mo KCO TpsOBa fa ca agantupanu u
HacOYeHH KbM Pa3IMIHU IPYIH 3aMHTEPECOBAHH CTPAHHU C eI TTOBUIIIaBaHE
Ha JIOBEPHETO B OpraHW3alusITa H CHOTBETHO TOAOOpsSBaHE Ha
KOPITOPAaTUBHUS UMHUJIK;

e (ConuamHO OTTOBOPHH Ca KOMITAHWUTE, KOWTO JEHCTBAT OTBBI
3aKOHOBHTE NU3MCKBAHMUSL.

BvB BTOpaTra yact Ha maparpada aHanmm3upaMe NeQUHUINHA Ha
OBITapCKu W YYXKICCTPaHHH aBTOPH, KaKTO M Te3W Ha EBpomelickara
komucusi 1 CseroBHaTa Oanka. Criopen EBponeiickata xomucus KCO e
KOHLIENIHSI, TPY KOATO KOMIIAHMUUTE BKIIIOYBAT JOOPOBOIHO €KOJIOTUUHUTE
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pe3yATaTH U COIUATTHUTE MHUIIMATUBY B CBOUTE OM3HEC CTPATETHUH B JHAJIOT
¢ Bcu4Ku 3amHTepecoBaHu ctpanu.[4] Cnopen CeeroBnata 6anka KCO e
"aHTOKUMEHTHT Ha OW3Heca Jia JIOMPUHACS 33 YCTOWYMBOTO MKOHOMUYECKO
pa3BUTHE W Ja TapaHTUPa BPb3Ka C PAOOTHHIIMTE, TEXHUTE CEMEUCTBA,
MECTHATa BJACT M OOIIECTBOTO KATO ISJIO C e MOBUIIABAHE KauyeCTBOTO
Ha JXKMBOTA, KOETO Ja ObjJe NMPUEMJIMBO KakKTO 3a OM3HEeca, Taka W 3a
passutreTo.“[5] Tyk corpamHaTta OTTOBOPHOCT HE CE€ pasriiekia KaTo
BPEMEHHO JIEMCTBUE, a KATO YCTOMYUB NPOLEC U AEUHOCT, KOUTO crioMaraT
3a MOCTUTaHe Ha OaJlaHC MEXKY TPUTE CThI0a HA YCTOHYMBOTO Pa3BUTHE:
MKOHOMHYECKM PACTEX, COI[HAJHO PAa3BUTHE M ONA3BaHE Ha OKOJIHATA
cpenra. M B nBere ompezeneHdss ce HaOmsAra Ha YCTOHYMBOCTTA IPH
JICHCTBHUATA HA OpraHU3aIUATa 10 KOPIIOPATUBHA COI[MAIHA OTTOBOPHOCT M
MPUHOCHT M KbM MPOCIIEPUTETa Ha OOIIIECTBOTO.

Ha 06a3a m3cnensaHuTe NeUHHUIMHA 332 COLMAJIHATA OTIOBOPHOCT Ha
Oum3Heca, TpelncTaBsIMe OOOOIIEHHE C IIeN Ja M3BEIEM KIIOYOBH TyMHU B
OIpeNeNeHnsTa: O0IEecTBO, 3aNHTEPECOBAHN CTPAaHH, €THKa, OKOJTHA Cpera,
YCTOHYMBO pa3BUTHE, GUIAHTPONHs, (PUHAHCOBA TIeyada.

BbB BTOpU maparpa¢ ca mpocrneneHn u 0000IIeHN H3MEPEHHsITa Ha
KCO. [ocra ommcaTenHo TH TmpeacTtaBIT MupocnaBa JumuTpoBa H
Usenuua Mosesa[6]:

e bIaroTBOpUTEITHOCT — U3PA3X0BAHE Ha CPEICTBA 3a JOMPHUHACIHE
3a O0IIECTBOTO, a HE 3a pealn3upaHe Ha TpsKa Ievaoa;

e Kpm3uceH MEHHUKMBHT — TIPENOTBpaTsBaHE Ha  KpH3H,
3acTpalaBamy JoOpHus KOPIOPATHBEH UMUK;

e JlomoOpsiBane Ha epUKACHOCTTa — JEHHOCTH, HACOYEHH KbM
momoOpsiBaHe Ha eQEeKTHMBHOCTTA, YBEIMYaBaHE HA TNPUXOAUTE U
HaMaJsIBaHE Ha Pa3XOJHTE;

o [lomoOpsiBane Ha penmyTalusaTa 1 UMHIKA,

e C(Cp3paBane Ha cnopeneHa croiHocT — KCO ce pasrnexzaa Kato
WHCTPYMEHT 32 TIOBUIIABAHETO HAa KOHKYPEHTOCIIOCOOHOCTTa Ha
KOMIIaHUATA.
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Hpyru aBropu (M. Ctedanosa, E. 3axapues, E. Uenrenosa) BkirouBaT
ChUIO pa3pa0OTBaHE HAa KAYECTBEHU NPOAYKTH, JACHCTBUS 32 YOBEIIKHUS
pecypc B OpraHu3anusiTa, IpoAyKTOBU JapeHUs H Ap.

Tperu nmaparpad mocraBs akieHT BbPXY peaulia TEOPHU M MOJIEIH,
Yype3 KOWUTO M3CIEAOBATEIUTE IMPaBAT ONHT Ja ONWIIAT COIMAajHATa
OTrOBOPHOCT W HEHHOTO MSCTO B JeHHOCTTa Ha OM3HEC OpraHU3alusiTa.
Cpen mopeanTte 3a KCO ce oTkposBar:

o TTupamumata na KCO na Archie Carroll, nepunupaina pasnudaunre
OTTOBOPHOCTH, KOUTO MMa BCSKa KOMIIAHHsI, KOSTO WCKa Ja € COIMATHO
OTrOBOpHA;

e Hucrtutynmonanen Mmojen Ha AnHa [lonsikoBa — MpeicTaBeH Mo
(dopmara Ha THpaMuU/Ia M BKIIFOYBAI 33IbDKEHNS HAa OM3HEC OpraHu3alusiTa
B 00JIACTTa HAa MKOHOMHKATA, OKOJIHATA CPe/ia U OOIIECTBOTO;

e Monmerst 3C-SR, ciopen KOWTO aHTaXMMEHTHTE Ha KOMIIAHUUTE
KbM OOIIIECTBOTO Ca €THYHU M COLMAIHH, KaKTO W MOCIEIOBATEHH C LEN
W3rpaKIaHe Ha JI0BEpHE;

e Mogen, KOWTO mpencraBs Bpb3KaTa MEKAY Teopuara Ha
3amHTepecoBanuTe crpanu u KCO;

e  XyMaHUTApHHUSIT MOAET, CIOPEA KOUTO COLIMAIHATa OTTOBOPHOCT €
MOpATHO 3aAbJDKEeHUE, (PUIAHTPOIICKAa OTTOBOPHOCT U IIEJH MOCTUTaHe Ha
CTpaTeruvIecKy OM3HEC IENH, ITOATIOMAaraliy Ou3Heca U 00IIEeCTBOTO.

Benuku Momenu momuepTaBaT poisiTa Ha CONHMAIHATAa OTTOBOPHOCT B
NEHHOCTTa Ha KOMITAHWWTE U M3UCKBAHITA Ha 3aMHTEPECOBAHNUTE CTPAHH U
obmectBoro. Cpen TeopuuTe, KOUTO OOXBAIAT POJATA HA COLMATHATA
OTT'OBOPHOCT M3ITBKBAT CIECTHUTE:

e Teopuss 3a 3aWHTEpECOBAaHWUTE CTPaHH, CIOPEA  KOSTO
3aMHTEPECOBAHNUTE OT JEHWHOCTTa Ha KOMIAHHATA CTPAHW MOTaT KaKTO Ja
ObJaT MOBJIHSHA OT JEHHOCTTA HA KOMITAaHUATA, TaKa U J]a OKAXKAT BIMSHHE
BBPXY OpraHU3aIIOHHUTE eI

e Teopusita 3a TpoitHaTa JONHA TUHMSI, KOSITO TJIACH, Y€ KOMITAHUHTE
TpsiOBa Ja AeHCTBAT B 110132 HA HKOHOMHUYECKHUTE CH IIEJIH, HO M B TIOIKpena
Ha 00LIECTBOTO U OKOJTHATA Cpera;
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e TeopusTta 3a JISTMTUMHOCTTA, OCHOBaHa Ha B3aWMOOTHOLICHUSTA
MEKAY KOMIAaHHsTa M OOLIECTBOTO W HJeATa, 4e OyarojapeHue Ha
00IIIECTBEHOTO 0J00pEHIE KOMITAHUUTE MPOABIDKABAT Ja PaOOTSIT.

Teopunute HaONSITaT HAa BaKHATa POJIsL, KOATO MMa COIHMATHATA
OTTOBOPHOCT B JIGHHOCTTa Ha KoMIaHuuTe. M3ThKBa ce B3aUMMOBpBH3KaTa
MCKAY OPraHu3aliuuTe U 3aMHTCPECOBAHUTE UM CTPAHU.

He mo-manko BaxkHa € possitTa Ha KOMyHUKUPAHETO U OTYUTAHETO Ha
COIMAITHO OTTOBOPHUTE JCHHOCTH OT CTpaHa Ha opranuzanuute. Te TpsiOBa
Jla BB3NpUEMaT CTaHJAPTH 3a JOKJIAJBaHE Ha JISHHOCTTa CH, KOETO Ja s
MpaBy TO-TIPO3payHa W BUIUMA. B 4eTBLPTH maparpa¢ ca mpencraBeHu
JTOOPOBOTHUTE HOPMH U CTaHAAPTH, KOUTO MPEJCTaBIsABaT (hYHIAMEHT Ha
KCO: Ilpuamumure Ha I'mobGamnms moroBop Ha OOH, Crammapt mo
cormainHa otropopHoct ISO 26 000, TpuctpanHa pAeknapanvs Ha
npUHIUNHATE HAa MexayHapoaHara opranuzamms Ha tpyna /MOTY/,
PeroBogamnTe mpuaImny Ha OOH mno BBOpocuTe Ha OM3HECa W IpaBaTa Ha
yoBeka, Imobamnara wHHMIMaTHBa 1o otdeTHocT (GRI), Bceobmara
JeKIapaItis 1o rpaBaTa Ha 4oBeka, J[MpeKkTHBa 32 KOPIOPATHBHO OTUYUTAHE
Ha ycroiunBoctTa (CSRD) M Apyru craHgapTH, AMPEKTHBH M OTYETH.

B nmetu maparpad¢ e nomgueprana Bpb3kara Mexay KCO, ycToiamBoTO
pa3BUTHE W BPB3KUTE C OOIIECTBEHOCTTA. [IpencraBeHH ca COMUAIHO
OTroBopHHTE HHUNKMATHBY Ha KoTirsp u JInii.[7] O600611eHH ca elneMeHTHTe
Ha YCTOWYHMBOTO pa3BUTHE, HEroBata JEQUHUIUS U KaK JBETE KOHIICTIIIHH
JOTIPUHACAT 32 MO-JIBJITOCPOYHOTO M XapPMOHHYHO CHIIECTBYBaHE Ha eIHA
OpraHu3aIus.

JleliHOCTHTE ChC COIMAITHO OTTOBOPEH (POKYC CTABAT TOJNIKOBA BaX<HHU,
KOJTKOTO BCHYKH JIPYT'M ©KEIHEBHU OusHec omeparyu. KoprmopaTuBHaTta
COIMalTHa OTTOBOPHOCT BIHSC BBPXY (OPMHPAHETO HA MOIOXKHUTEICH
KOPIIOpaTUBEH HUMHJDK, KOWTO SICHO Ce OdvepTraBa B IOBEJACHUETO Ha
notpeburenure.[8]

IpeaBun mocraBeHaTa JWCEPTALMOHHA LN B H3BoaWTe Ha [IbpBa
rlaBa ce OTKposBa HieATa OW3HEC OpraHu3alMuTe Ja HaOJerHaT B
KOMYHHKAIIHOHHO OTHOIIICHUE BBPXY uaeHTH(GUIUpaHe Ha
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3aUHTCPCCOBAHUTC CTPAHU U HACOYBAHC Ha HpO(beCI/IOHaJ'IHI/ITe yCuJiusl KbM
Hy6III/IKI/I C OCB3HATO M aKTUBHO IIOBCACHHUC.

BTOPA I'/TABA
KOPIIOPATUBHUST UMUK U MSACTOTO MY B KCO
MNOJUTUKATA HA OPTAHU3SAIUATA

BbvB BTOpa TiaBa € TomYepTaHO 3HAYEHHETO Ha HAeITa Ja ce
obemuHsIBAT yCHIMsITa Ha OW3HEC OpraHM3alusATa W Ha HEHHUTE
3aMHTEPECOBaHM CTPaHW B TPOIECHTE IO Ch3/laBaHE W pa3BUBaHE Ha
TIOJIOKHUTENEH opranu3anuoHer uMumk upe3 KCO.

B nbpBu naparpad ca u3cieqBaHd TEOPETUIHATA paMKa U TIOJAXOUTE
3a M3rpakJaHe Ha KOpHopaTUBHHS UMK, OOOOIIEHO KOPIIOPAaTHBHUSAT
UMUK MOXE JIa Ce ONpe/eNd Karo BAPBAHUATA M BH3NPUATHATA HA
3aMHTEPECOBAHUTE CTPaHW 32 KOMIIaHUSATA. ToBa TO TIpaBH JIECHO
mpomernuB.[9] OmpenensH € M Karo OTHOCHTEIHO cTabmieH Habop OT
XapaKTePUCTUKU Ha MPEANPHUITHETO, (OpPMHUpPaH OT COIMajHaTa cpena,
MIPUTEXAaBalll CBOM BHTPEIIHN 3aKOHH W ITYOJIUYEH CTaTyC, KOETO IO IMPaBu
O-CKOPO TIpeAHasHadeH 3a obmiectBoro[10]; cBbp3aH ChC CHMBOIH H
IIEHHOCTH, PE3yJITaT OT MpOIleC HAa MHUCIH, YyBCTBa W MuHan omut[11];
BaXKEH aKTHB Ha opranu3anusra[l2]; mpsKk akT Ha KOMYyHHUKAIHs H
IVMHAMHYEH OpraHu3aiuoHeH mopTper[13]; morpeOuTencku Be3IpUATHS Ha
OCHOBaTa Ha acouuaIiu ¢ Mapkara[14].

@opMupaHETO Ha KOPIIOPATUBHUS UMHIDK € CIIOXKEH MPOIEC, BHPXY
KOUTO BIMAAT MHOXKecTBO (akropu. Crmopen I'pepm Hoymunr[15] Tte
MIPENCTaBIIIBAT HA0Op OT IMOBEAEHUS, OKA3BAIlld BIHSHHE BHPXY BCUUKU
aCMeKTH Ha KOMYHHWKaIWsATa Ha JajJieHa OpraHu3alus C BBTPEHIHUTE U
BpHIIHKUTE yOnuku. Cren kato Te3u (aktopu ObAaT UASHTU(DULIUPAHH, €
JIECHO J1a C€ OIpeJIeNN KaK Te B3aUMOEUCTBAT MIOMEXKIY CH, 3a Jia Ch3/1ajaT
KOHKpETEH TOJOXKHUTEIeH 00pa3 Ha OpraHu3alusaTa Tpei BCsSKa IeleBa
ayIUTOPHSL.

CucremaTH3upaHu ca XapaKTePUCTHKH U CTPYKTYPHU KOMIIOHEHTH Ha
KOPIIOPAaTUBHUS UMUK, (DAKTOPU M €Taly 32 HETOBOTO (JOPMHpaHE, KaTo
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00001IeH0 W upe3 MoJeN ce BU3yalu3hpa U 3HAYEHHWETO Ha oOpaTHaTa
Bpb3Ka.[16]

Bbe BTOpM maparpad € npeiacraBeHa CTOMHOCTTa Ha KOPIIOPAaTUBHHUS
nmupx 1 KCO 3a 6usHec opranusaiusta. TeopeTHyHUTe 3CIeABaAHUS ITPE3
MOCJTIECHUTE TOAWHKM BCE IMOBEUE ca CBBbpP3aHU C pazdbupanero, ye KCO
WHTETpUpa TPH BHJIA OTTOBOPHOCTHM HAa KOMIIAHHTA: 3a Tmedanoa,
peanu3upaHa uype3 OTTOBOPHOCTTAa Ha KOMIIAHUATA; KbM 3aUHTEPECOBAHUTE
CTpaHH U OTTOBOPHOCT KbM OOIIECTBOTO.

HumutpoBa[l7] cwino u3Bexna mexanusmu, cropen kouto KCO
nojo0psiBa (UPMEHUTE TOKa3aTelld M Ch3/aBa J00aBeHAa CTOWHOCT, a
MMEHHO TOJ00peH WMUDK, TIOBUIIEHA JIOSIHOCT M YAOBJIETBOPEHOCT Ha
MoTpeOUTENINTe, IIOBMIIICHA MOTHBAIMs HA IIepCOHANa, M0-I00pU
ornomrenus ¢ HI1O, momo6psBane Ha [IP u yctaHOBsSIBAaHE HAa CTaHIAPTH U
no0pu TIpakTUKX B OM3Heca Kato msuto. [IpencraBen e m moaensT Ha Herera
[18], cBpp3an ¢ pedexcusra Ha KCO BbpXy KOHKYPEHTOCIIOCOOHOCTTA H
OTHOIIIEGHHUSTA Ha OpraHW3alMiTa ChC 3AMHTEPECOBAHUTE CTpPaHU.
Hampasnenus Ha Bpb3kaTa Mmexxay KCO u cToifHOCTTa 32 KOMITAaHHATA Ca!
MIOJIOKUTETHO BJIHUSHUE BBPXY pEHyTalusaTa, HMHIKAa W JIOBEPHETO;
BB3JICHCTBHE BBPXY (GHUpMeHHNTE (DUHAHCOBH TIOKa3aTelM M MapKoBaTa
JIOSITHOCT; Ch3/1aBaHe Ha OJAarONPHUSATHA TPYAOBH YCIOBHS.

B Tpern maparpa¢ e mscnenBaHa BpBh3KaTa MEXIy KOPIIOPAaTHBHUS
nmumk 1 KCO.

Cpen ObJTapcKuTe aBTOPH, IMTOAKPEIISINHI Te3aTa 33 B3aNMOBpPH3KaTa Ha
KCO ¢ xopropatuBaust uMumK, € Munen ®Oumnos.[19] To# pasriexaa
KCO xato crpaTernyecku moaxoi, 4pe3 KOWTO OpraHU3alMiITa HU3rpaxkiaa
VHUKATHAA CH OONHMK W MOXE Jia Ce HAJIOKH KAaTo JIUJep Ha MHEHHE C
npoaktuBHa KCO peliHOCT.

W3Benenn ca cruegHuTe TEHAGHUMM Ha B3auMoBpb3kaTta KCO-
KOPITOpPaTHBEH UMHJIK:

e KopnopatuBHata  HWJAEHTUYHOCT € TIPSIKO  CBBbp3aHa  C
KOPITOPAaTUBHUS UMHJIK;
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e (OOpaTHata Bpb3Ka € 4acT OT Mpoleca Ha H3rpaxaaHe Ha J00Bp
KOpIOpaTUBEH UMUK U MO IbpKaHe Ha OJIaronpusiTHA B3aHMOOTHOIII CHHS
o KCO temu;

o IMHIKBT MOXe 1a ObJie MOMOOPEH Ype3 MPAaBUIHO HACOYBAHE Ha
KOpIIOpaTHBHATA COI[MAIHA KOMYHHMKAIMsI KbM 3aHTEPECOBAHUTE CTPaHH;

e (CouuaaHO OTTOBOPHHUTE JIEHHOCTH JONPHUHACAT 3a M3IPaXIAaHETO
Ha JIOBEpHE KHbM KOMMAHMITA W UMAT CWiaTa Ja MOJAbpXKaT HEHHUs
MOJIOKUTENEH UMUJIK;

e [IpakTukuTe, CBBp3aHH C BBHHIIHATA M BbTpENIHATA Cpela, UMaT
MIPSIKO BIUSHUE BbPXY COIMAIHO OTTOBOPHHUTE IEHHOCTH Ha KOMIIAHUHTE.

YerebppTH naparpad e nmoceereH Ha HacokuTe 32 KCO KoMyHUKATHS
B TIOJWTHKATa IO HW3TPpaXKIaHe Ha KOPHOpaTWBHHMA HMHIK. be3 ma
OMaJIOBa)KaBaMe KOJIMYECTBEHHUS ACTIEKT B KOMYHUKAIIMOHHOTO TIOBE/IEHUE
Ha eJHa KOMIIaHWs, TYK TIIOAYepTaBaMe€ KadyecTBOTO Ha HEHHUTE
KOMYHHKAIIMOHHA HHUIIHATHBH, KOUTO ca npsiko nocserenn Ha KCO. B te3u
MPUOPUTETHH HAIIPAaBJIECHUS W3MbKBA €JHA OCHOBHA 3a7ada Ha
opraam3anusTa B KCO xoMyHHKaIusTa: 1a c€ YIIOBaBa Ha MPO3pPavyHOCTTa
M OTYETHOCTTa Ype3 JABYCTpaHHA KOMyHHKanus. Te3W NpUHIUNH ca U
6azoBu mpoekinn Ha KCO B monmuTHKaTa 110 M3TrpaKIaHe Ha OJaronpusaTeH
KOpPIIOPAaTHBEH UMHJIK.

EdextnBHaTta xomyHmkamuss Ha geriHoctute mo KCO tpsdea na
OCHUTYpH pa3OupaHe M NpPU3HABaHE Ha CTOMHOCTTa HAa KOMIIAHHATA, KOETO
OKa3Ba BJIMSHHE BBPXY KOPIOpPATHBHATA WACHTHYHOCT M BIIOCIEICTBHE
BBPXY KopropatuBHust 00pas.[20]

Cnasiika AwnrenoBa[2l] moguepTaBa BB3MOKHOCTHTE Ha OHJIAWH
KOMYHHUKAIHSITA 32 TIO-yCIEIIHO B3aNMOJISHCTBHE MEXKTy OpTraHU3aIMiITa U
MyOMMKUTE Ype3 MpeooNsiBaHe Ha Teorpad)CKUTe OrpaHUYeHHS, TUPEKTHA
¥ MUTHOBEHa oOpaTHa BpB3Ka. BH3yallHO W TEKCTOBO ca MPEACTaBEHU
Pa3IUYHU MOJIENH, Cpel KOUTO ca: Mozen Ha Podnar 3a koMyHUKHpaHe Ha
KCO; monen nva Kermun, Centsp u bpyym 3a orBopenara cucrema B PR;
paMmka Ha ,,uetupute M* 3a nscnensane Ha KCO koMyHUKanMuTe U JIp.
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IIpu xomynukupanero Ha KCO, B KOHTeKCTa Ha MONHUTHUKATa II0
W3rpakJaHe Ha KOPIIOpaTHBEH MMH/DK, CIIeNBa Ja IMOJAYEpTacM HSIKOIKO
0a30BHM HAIPaBICHUS:

e [IpenaputenHo nepuHUpaHEe HA ONpPEACICHM KOMYHHUKAI[MOHHU
e, 0OBbP3aHU C UMUKOBHTE TAKUBA;

e [‘eHepupaHe Ha ChIBPIKAHKE YPE3 MOIXOMSIIN KaHAIH, ChOOpa3eHH
C MOTPEOHOCTHTE HA 3aMHTEPECOBAHUTE CTPAHU;

o Pa3BuBaHe Ha AUANTOTUYHA KOMYHHUKAIIHS,

e (p3aBaHe HA €MOIMOHAIHA B3aWMOBPB3Ka, KOSTO Ja MOIbpIKA
WHJMBUINTE aKTHBHU 10 OTHOIICHHWE HA TAXHATA YYBCTBUTEIHOCT KbM
KCO nonnTrkaTa Ha gageHa KOMITaHUS.

B meTu maparpad ca omucann MOJEINTE 3a KOMyHHKaIust Ha Morsing
u Schultz [22], kouTo obocHOBaBaT Tpu BHIa cTpateruu. Te oOXBarmart
Pa3BUTHETO OT KIIACHYECKHUS MOHOJIOT KbM B3aWMHH M OCHOBAaHH Ha JIHAJIOTa
OTHOIIIEHUS CBhC 3aMHTEPECOBAHWTE CTPaHH H ca: WH(GOpPMAIOHHA
CTpaTerusi KbM 3aUHTEPECOBAaHUTE CTPAHU; CTpaTerus 3a pearupaHe Ha
3aMHTEPECOBAHNUTE CTPAHU U CTPATETHs Ha yJ9acTHE Ha 3aWHTEPECOBAHHUTE
crparn. Komynukupanero Ha KCO mpakTHKUTE ClIeBa 1a c€ OCHOBaBa Ha
JMaiora 3a CbBMECTHH JISHCTBHS 110 Ch3[laBaHE U JaBaHE HA CMHCHIL.

BbB BpB3Ka ¢ HampaBeHHS BBHB BTopa riaBa aHamm3 Ha TEOpETHYHHU
ITOCTAHOBKH W HM3CIIEOBATENICKH TPAIUIUN ca (pOpMyIHpaHHU acleKTd Ha
B3aumozericteuero Mexxay KCO u koprmopaTuBeH MMHUIDK:

1) O6parnara Bpb3Ka ¢ mbpBara o01a gonupHa Touka mexay KCO
Y KOPITOPATUBHUS UMHUIIK. TS € OT ChIeCTBEHO 3HAYSHNUE 32 YIIPABICHUETO
Ha KoprnopaTuBHusa uMuk upe3 KCO komyHHKanusL.

2) BTopusT acriekT Ha B3aUMOJICHCTBHE € MOTPEOUTEISIT.

3) Ha criemBaio MsCTO IIe OTKPOMM TPYIUTE 3aMHTEPecOBaHH
CTPpaHU. AHTOKUMEHTHT Ha OM3HEcCa KbM 3aHMHTEPECOBAHUTE CTPAaHU € Jia
MOTbPKa OTHOUIEHHWS Ha B3aWMHO CHTPYJHHYECTBO M Ja JeHCTBa
OTT'OBOPHO KbM TEXHHUTE HHTEPECH U OYAKBAHUSI.

4) Yerppra JONHpPHA TOYKAa € 00mecTBOTO. IlomabpkaHeTo Ha
OnaronpusaTeH UMUK Cpel IMPOKaTa OOIIECTBEHOCT rapaHTUpa JIOBEpHE,
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MOJKpena Ha OpraHu3anusATa 3a HEWHWUTEe ICHCTBUS W OBACIIOTO U
chliecTByBane. [23]

5) KCO u koprnopaTUBHHAT MMHJDK Ca CBBP3aHH C M3TPakIaHEe Ha
KOpIIOpaTHBHATA WACHTHUYHOCT. [lopasu TOBa KbM aclEKTUTE Ha TAXHOTO
B3aMMOJCHCTBIE MOXE Ja BKIIOYMM M o00Ilata HAacOYeHOCT Ha
KOMYHHKAIIMOHHUTE WM [JeWHOCTM — BBTPE, HO M HaBbH OT
OpraHu3aIHsiTa.

dopMupaHeTO Ha HUMHIDK MOXE Ja o0000mmM B uuedara 3a
caMmolpe3eHTalsi Ha OW3HEC OpraHu3alusATa, KOSITO HEMUHYEMO
nojuepTaBa HEMHNUTE CHIIHUA CTpaHU. ToBa JiaBa OTpaKeHUE BBPXY OOJIHKa
Ha KOMITaHUSTA, ChHU3MEPEH C Te3W Ha KOHKypeHTHTe. Bonemara pois B
W3TPXKIAHETO HA KOPIOpAaTHBEH HWMHIDK MOXE Jla ce OTpend Ha
KOpIopaThBHATA COIMAHA OTTOBOPHOCT, KOSITO CJIEBA JIa CE€ Bh3MpHeMa
KaTo CTPaTErn4ecku MOAX 0.

TPETA I'VIABA
HN3CJIIEABAHE BJIMSTHUETO HA KCO BbPXY UMHUJI7KA
HA BU3HEC OPI'"AHU3ALIUATA

B Tpera rmaBa e mpencTaBeHO COOCTBEHO EMITMPUYHOTO MPOYUBAHE,
MPOBEZICHO HAa TPH B3aMMOCBBP3aHW e€Tara, MOCIeIBaHH OT aHAIW3 Ha
ronydeHara nHhopMaIus.

B nbpBu naparpad ca npencraBeHN BTOPUYHU JAHHH OT TPEAXOTHU
MpOy4YBaHWS HA CONHMAIHO OTroBOpHHA Om3Hec B boarapms, kato ca
OTKPOEHHU aKIEHTH, CBbP3aHU C HACTOSIIETO MUCEPTAIIMOHHO M3CIIeBAHE!
nmyonmukyBanero Ha KCO mokmanwm; aTecTallsi Ha CIY>KUTEIUTE;
00BBp3BaHE HA OPTaHU3AIMOHHUTE IENU C TTOIOKUTETHOTO BIUSHUE BHPXY
00111ecTBOTO; MaITBK 15151 KCO crienuaancTi, KOUTO J1a ca ITOCTOSIHHO 3a€TH
B OpraHH3AIAUTE.

Bropu maparpad onucea MeTOIONIOTHATA U JH3aiiHa HA COOCTBEHOTO
EeMITMPUYHO W3CJe/IBaHe, IJIAHUPAHO W MPOBEISHO Ha TpH erama: 1) case
study; 2) craHgapTH3UpaHU HHTEPBIOTA U 3) aHKETHO JIOMUTBAHE.

Len Ha eMIUPUYHOTO HU3CIEIBaHE, KOATO IMPOM3THYA OT IleNTa Ha
JUCEPTALIMOHHUSA TpYyHA, € Ja C€ aHaJU3UpaT pa3iuyHU AacHeKTH Ha
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komyHukannonHata KCO nmonutuka Ha OM3HEC opraHu3auny B bearapus c

HACOYEHOCT KbM H3TPaXKJIaHE Ha B3aMMOOTHOLICHUS C BHHIIHUTE MyOIHKH

(cTelkxonaABpH) U MOAIbPKAHE HA TIOJIOKUTEIEH KOPIIOPATUBEH UMHJIK.
3apaumre ca:

1. Unentuduumpane Ha Hali-3HAaUUMHUTE (GAKTOPU W aKIEHTH,
CBBp3aHu ¢ IulaHupaHe u ynpasieHne Ha KCO KOMyHUKAIIUUTE KbM
BBHIIHUTE MMyOJIHKH.

2. OnpezensHe poiATa Ha JAWAIOTHYHATA KOMYHHKAIWS C BHHIIHH
nyomuku o KCO temu.

3. YcTaHOBsIBAHE HHUBOTO Ha 3HAYUMOCT Ha CTPATETHYECKUTE
neitHocty B oprann3anuonHata KCO koMyHUKAITHA.

4. YcraHOBsIBaHE JIOKOJKO C€ OTYHTA M aHaJHM3Mpa oOpaTHaTa Bpb3Ka
OT BBHIIHUTE IMyOnwKu 1o otHomenrne Ha KCO BB3aeHcTBHETO.

5. OtumuTaHe cTeleHTa Ha BIUSHUE Ha Tpyma (HaKkTOpH BBPXY UMHDKA
Ha OpraHM3alUsTa.

6. M3cnenBaHe DOKOJKO € 3acTHIICHA TUPEKTHATa KOMYHHKAIIHS C
BpHIIHUTE MyOmmKu 1o KCO temu.

7. YcTaHOBsIBaHE JOKOJIKO C€ OTYMTA 0OpaTHATa BPb3Ka OT BHHIIHUTE
myOJIMKM KaTo IIeHeH W3TOYHUK Ha uHpOpMamus 3a ONTHMAJIHO
MOJIbPKAHE HA B3aHMOOTHOIIECHUS U IIOJIOKUTEIEH KOPIIOPATUBEH UMHUJIK.

8. AHammsupaHe Ha MICTOTO Ha KOMYHHKAIUSATa B JIUTHTAIHOTO
MIPOCTPAHCTBO M HAUMHHUTE HA AUPEKTHO B3aUMOAEHCTBHE C ITyOJIMKUTE.

9. MpoyuBane MHeHHETO Ha moTpeOHTeNn OTHOCHO aktyamHu KCO
AKTUBHOCTH M BIMSHUETO UM BBPXY UMHKA Ha OM3HEC OpraHU3aLUsTa.

H3cienoBareicKu XUMOTE3N:

1. KCO komyHWKanuaTa € HacO4eHa KbM PA3HOPOIHU IyOIUKU U €
cBbp3aHa ¢ paznuynu KCO uHunmatuByu. busHec opraHu3anusaTa OCbhb3HaBa
KaTo TakaBa M CIIy)KHUTEIUTE, KOUTO €A aKTHBHU YYaCTHHULM B COLUAIHO
OTTOBOPHHUTE MHUIMATHUBH.

2. WsrpaxnaHero Ha MOJIOKUTENEH KOPIIOPATUBEH UMUK CE OLEHSBA
KaTo cTpareruuecka aerHoct B KCO nonuTtukara.

3. Bucoka e crenmeHta Ha CXOACTBO B pa3OMpaHETO Ha OTHEIHHUTE
OM3HeC OpraHu3aluy 32 KOPIIOPAaTUBHATA COLIMATHA OTTOBOPHOCT.
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4. busHec OpraHU3AIMUTE H3MOJ3BAT MHUKC OT KOMYHHKAllMOHHH
KaHaJu 3a pasnpocTtpanenue Ha KCO choOienusTa cu.

5. busHec opraHuzalMUTE CIOAENAT MOJOKHUTETHO OTHOIICHHE KbM
WHUIMAPAHETO Ha JHAJOT ChC 3aumHTepecoBaHuTe cTpanu Ha KCO
TEMATHKa.

6. OOpaTHata Bpb3Ka OT 3aMHTEPECOBAHUTE CTPaHU € OT TOJISAMO
3HaueHue 3a KommaHuuTe npu rwianupane Ha KCO wmHMIMAaTHBH, HO ce
HaOmoaBa €1abo 3acThIIBAaHE B IPAKTHUYECKH IUIAH HA MM0-O0XBaTHH
NIPOYYBAHUSA CPEJ BHHIIHU 3aUHTEPECOBAHU CTPAHU.

7. B cnenctBue Ha oOpaTHaTa BPb3Ka OT 3aMHTEPECOBAHHUTE CTPAHH
koMItaauuTe mianupat HoBu KCO wHUIMATHRH.

8. He ce nabmonaBa yctaHOBeHO MHEHHE OTHOCHO aktyanHu KCO
AKTUBHOCTH, KOETO Jia C€ pa3NpocTHpa cpell MHO3ZMHCTBOTO OT
norpeOuTend. MHEHHeTO WMa CBOHWTE BapHallH, NPOJAUKTYBaHH OT
(hakTOpH KaTo: BH3paCT, 00Opa30BaHUE U JIP.

9. Ilorpeburtenure ce Biugar nosenaeHuecku ot KCO neiHOCTTA.

10.TTorpebuTtennure HEe ca KOHKPETHO aHTaKUPAaHU KbM OIpelaeieHa
KCO unanmmarusa.

11.OTHoMmeHNneT0 Ha MOTPEOUTENUTE KbM KOMITAHHSATA C€ BIIHSIC B
ronokuTeneH acnekt oT HeiHata KCO, koeto pediextupa BbpXy HMHDKA
.

12.TloTpeOuTencKuTe acoMaluyd KbM U3CIIeBaHATA OPraHU3aIus ca
passHonocounu u HaMaT siceH KCO ¢oxyec.

13.1IpunoburaTa oOpazoBaTenHa CTEMEH Ha MOTPEOUTENNTE HE OKa3Ba
3HAQUUTETIHO BIMSHUE BBPXY TAXHATA YYBCTBUTENIHOCT OoTHOcHO KCO
JEeIHOCTTa Ha OpraHU3aLusITa.

B tpern maparpad ca ommcanu 06a30BH TEOPETUYHH TOHATHS 3a
eMITMPUYHOTO m3ciieqBane. Cpem TAX W3IMBbKBA aBTOpCKata Je)UHUITUS:
Kopnopamusnama coyuanna omeo8opHocm 0eMOHCMPUpa 1 ymevpicoasa
YYBCMBUMENHOCIIMA HA OU3HeC Op2aHU3AUUAMA KbM 00UjecmeeHume
ouaxeanus u yennocmuy. OCHOBHA HHINKA B ONMHUTAa HHU Ja AedhUHUpaMe
cnoxaus (enomen KCO e pa3bupaHero HM 3a Hed KaTo HM3HAYAIHO
3a0bJDKEHHE Ha BCSKA OpPraHM3alusl, KAaKTO M THIKYBAaHETO M KaTo
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aHTQ)XUMEHT Ha KOMIaHUATa HE CaMO KbM OOIIECTBOTO, HO U KbM caMaTa
Hesl.

B dyerBbpTH Maparpad e onucaH MBPBUAT €Tall HA U3CIEABaHETO Ha
KOHKpeTeH ciydaii /case study/. OCHOBHOTO NPETUMCTBO TIPH TO3H
METOANYECKH MTOJXO0]I Ce CBBP3Ba ¢ (JOKyca BbPXY PealHO ChOUTHE B pealieH
KOHTeKCT.[24] [punoxkeHneTo Ha M3cieaoBaTeNcKaTa Ipoleaypa 3a 1eira
Ha JUCCPTAIIMOHHUA TpyAd U CEMIHUPHUYHOTO HU3CJICABAHC € CBBHP3aHO C
pasrnexaaHe Ha M30paHuWs Ciiydail KaTo eHO IUI0 — T.e. U3CIIe/iBa ce
komyHukanronHaTa KCO nonuTrka Ha KOHKpeTHaTa OM3HeC OpraHu3anys,
a umenno Lidl Berrapus, a He Ha OTAETHN HEWHHN MPEICTABUTETHH JIMIIA

IIpennocTraBku 3a u300pa 1 3a 00EKT Ha H3CIEABAaHE ca HEWHOTO
npuchkcTBUE Ha® 10 rogmaM Ha OBJTapCcKuUs maszap, Hax 3700 coyXuTenu u
Hax 113 mMarasuna B crpanarta. ChIIo Taka, OOITUAT IPUHOC Ha KOMITAHUATA
kbM 2021 1. KXPM MKOHOMHKATA Ha CTpaHaTa Bb3Nu3a Ha 1.61 mupa. nesa.
Komnanmsta peanmusupa pemuiia COIMAIHO OTTOBOPHH KaMITAHWU U €
HocuTen Ha Harpamu 3a KCO.

Ha ITbPBU ETAII ot emnupudHOTO H3cienBane ca nmpoydean KCO
MpaKkTHKN Ha W30paHaTa OW3Hec opranm3anus. lIpoBemeHo € KaOWHETHO
uscnensane (desk research) 3a mabupane Ha BTOpHMYHA HH(OpPMAIWS,
opunmanHO myONMMKyBaHa OT OOEKTa Ha W3CIIEIBAHE KAaTO aBTOp U
IPBOM3TOYHUK. [leprombT Ha m3cienBaHE € enHa KalleHJapHa TOIWHA!
01.01.2021 r. — 31.12.2021 r. IlpunokeH € KOHTEHT-aHaIu3, MPH KOHTO
M3CIeIoBaTeNCKa €QUHHUIA € OTAenHaTa myonukamus. BeB ¢okyca Ha
M3CIeIBaHeTO € 00BPHATO CIeNNaaTHO BHIMaHKe Ha nmpuoputeruTe Ha KCO
B OopHUIIMAIHUTE JOKYMEHTH Ha OH3HEC OpraHu3alMsITa W KIIOYOBUTE
nocianus B KCO koMyHuKanusra.

AHauu3 Ha uHpopManus OT OPUIMATHUS CAUT HA OPraHU3ALMUATA
[25]

HaGmonennero HU otumrta nBe TeHIeHIMH. [IbpBaTa € cBBp3aHa C
no0pe onmrcaHu OOIIM KOPIIOPAaTWBHU MPUHIMIHA. KBM TAX ce BKIFOYBAT
rmoeMaHe Ha WMKOHOMHYECKAa W COIMajHa OTTOBOPHOCT W TpHXKa KbM
okonHata cpena — koHkpetHu KCO anraxumentu. BropaTta TeHaeHUHs €
CBBbp3aHa C MO-0eryioTo, HO OTYETIMBO CIIOMEHAaBaHE Ha OTTOBOPHOCTTA
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Ou3HeC oOpraHH3alMATa A2 3aTBbpKIaBa CBOSI MMHDK Ha HAASKICH U
JMHAMHYHO Pa3BUBAII] c€ paboTOIaTEl.

B 0600mienne — u3crenBanaTa OM3HEC OpraHU3aALMS:

1) JlemoHCTpHpa MOTUTHKA IO KOPIIOPATUBHA COI[MAIHA OTTOBOPHOCT;

2) Jexmapupa SICHO CBOETO pa3dMpaHe 3a OTTOBOPHOCT U YCTOHUYHBO
pa3BUTHE U TH MOCTaBsI KATO YacT OT CBOS OM3HEC MOJIE,

3) Hedunnpa xoukperau npuoputers mo KCO, KoUTO ca OrmoBecTeHn
4pe3 oQUIUATHA TyOJIMYHN JOKYMEHTH (PBKOBOIHA XapTa, KOPIOPATUBHO
3aIbJKCHIC) HA KOMIIAHUATA

4) HacouBa COI[MAJHO OTrOBOpHATa CH TOJUTHKA KbM KOHKPETHH
chepu (IPOIYKTH, CITY)KATETH, OM3HEC TAPTHHLOPH, OKOJTHA CPENla U MECTHH
00IITHOCTH);

5) OmoBecTsiBa KOHKPETHH aHTAKUMEHTH KbM BCsIKa Tpyma B chepute
Ha KCO wu nybnukyBa Ha odHIMaNHWS CcaliT mapaMeTpuTe Ha
B3aMMOJICHCTBUE B Bb3MO)KHA MTOJIKPETIa.

Anamm3 Ha uHdpopmamusaTa oTr YouTube kanama Ha
opranu3amnusTa [26]

WNnaukaTopute 3a n3cieaBaHe Ha XapaKTePUCTUKHUTE Ha MyOINKAIIUATE
ca: 1) remaTuueH Qokyc; 2) H3TOYHHK; 3) OCHOBHO ChOOIIECHHE U 4) aTa.

3a m3cnenBaHUs MEpHO ca MyONMKyBaHH 12 BHIEo ChOOIIEHHS, Ha
kouto Lidl bearapus e m3toyHnK Ha KOMyHHKAIws. Te ca pasmpeneneHu
MIOYTH PaBHOMEPHO Ha MeceyHa 0a3a. YCTaHOBSBA Ce HM3MOJI3BAHETO Ha
€THOTHUITHH XaIlTaroBe, KOUTO CHI'BTCTBAT 3arjlaBHETO Ha BCAKO BUIECO —
OTHACST C€ 10 KOMITAHMSITA, eKCIIepPTa U KOHKPETHAaTa pyOpHuKa.

Moke na OTKpOMM CIielHaTa KOMYHHKAI[MOHHA TEHACHIUS: HMa
HaJn4Yue Ha JTOMHHHUPAIIO ITOCIIaHNe, KOETO ce MOBTaps B oceM Bujea. [lox
BCSKO BHJIEO MIMa OIMCATENEH TEKCT, KOHTO HAcOYBa KbM TOCEIIeHHE Ha
JIpyrd OQUIMAIHN KaHAJW 32 KOMYHHUKAIlMs Ha OpPTaHM3alHsTa: CaluT U
npoduin B corpanaute mpexxu Facebook u Instagram. Kato HemocraThk
Ha WH(POPMAIMOHHOTO HACHII[AHE MOXe Jjga ordereM (akra, dve ca
myOIMKYBaHH OCEM BHea caMo B T Mecella Ha aHaIM3MpaHaTa ToInHa.

W3mbkBaT U clielHUTE TEHICHIINN:
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1) Exkcneprure B YouTube KCO choOmieHusiTa HachbpuaBaT KbM
WHUIIMMPaHEe HAa 0OpaTHa Bpb3Ka OT CTpaHa HA 3pUTENsSl M MPHKAHBAT KbM
MYcaHe Ha KOMEHTap 1MoJ1 BUeoTo. ToBa e MpeAnocTaBka 3a OChLIECTBSIBAHE
Ha IBYIIOCOYHAa KOMYHUKaANMs, 3a ,HCI\/'ICTBGHO AHTaXXUpaHe Ha ayaAuTOopHuATa.

2) Excneprute B YouTube KCO choOuieHusTa aneaupar KbM
abOHaMEHT B OHJIAliH KaHaja Ha OpraHW3alMATa C LN MojyyaBaHe Ha
W3BECTUS, KOETO € NpPHU3UB KbM IO-CUCTeMHa aHraxkupanoct c¢ KCO
nH(pOPMAIUS HA KOMIIAHUSTA.

AHanmu3 Ha wuHdopManus or npoduaa Ha opraHM3anHUATa B
conuannara mpesxka Facebook [27]

B pesynrar Ha ananm3a pa3pabotuxme kinacudukarus Ha KCO
HHUOMaTUBUTE, KosATO onuca Tuna KCO chobiienue:

o OTHOIIEHNE KbM 3/IPaBETO HA MOTPEOUTEINTE;

o OTHOIIIEHHE KbM CEMEWHUTE IIEHHOCTH;

e lleHHOCTH M MHCHSI HA KOMIIAHUATA,;

o EKONOrudHU NEHMHOCTH,

e OTHOIIEHHE KbM CITYKUTEIUTE;

e AHTaXHMEHT KbM IpoOJieMHTe Ha MIIQJUTe XOpa, JAelnara Hu
MeCTHAaTa OOIIHOCT,

o KommekcHo mocinanue (koeto HsaMa eauH spbk TemMatndeH KCO
¢okyc).

Hampasena e karteropmsanmst Ha momymsipaure KCO npeiiHoctH Ha
KOMIIAHMATa W Hapel C TOBAa € HM3MepeHa TAXHaTa KOMYHHMKAIMOHHA
HacuteHocT BbB Facebook mpoduna. Mumukaropure 3a uamepBane ca: 1)
Hata; 2) Twum; 3) 3anHTepecoBaHa CTpaHa, KbM KOSTO € HACOYEHO
cpobmenmnero. TpsOBa nma momyepTaeM, 4Ye 4YaCT OT IIOCTOBETE B
opraam3anroHaus mpodun ca 6e3 KCO axkment. L{sumocTHaTa akTHBHOCT 32
u3cneqBanus eaHoroaumieH mepuox no tunoBe KCO cwoOmieHust e
Npe/ICTaBeHa B cileiHaTa rpaduKa:
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KCO cvobeHuna sbe Facebook

¥ Bes KCO cuobuwenmne

B OTHOWEHHE KbM 3ApaseTo Ha noTpeburena
B OTHOWEHNE KbM CEMERHNTE LLEHHOCTH

W LIEHHOCTH 1 MMCHA BB KOMNAHHATE

AKTUBHOCTH, HACOYEHH KbIM OKOAIHATA CPEAA

~

OTHOLWEHWE KBM CAYHMTENHTE
AHF@HNAPAHOCT KbM NPOBAEMMTE HA MAAHTE XOPa
AHraxNpaHocT kbm npobnemute Ha geyata

W Auramupanoct ksm npofinemuTe Ha mectuata obuuoct

o - -

o g -

Ampu [ < - o

eape [ -
HOun
Asryer [

¥ O6uwo nocnanne

—

Anyapn [ - &
@epyapn |4 [N

Centemspu [N

Oxromspi [§
JexeMBpH |~

@uzypa 1: KCO cvoouenusn 6v6 Facebook npogpuna na Lidl bvnzapus

B 3akitodenre Ha U3CIIeBAHETO OT ITHPBU €TaIl:

1) BposT Ha myOIUKAIMUTE 33 PA3TJIeKIAHUS SIHOTOIUIIICH TIEPUO/T €
06110 e 75, kato 84% ot Tsx ca ¢ Temarnuna KCO HacoueHOCT;

2) MlpoduabT B colMalHATA MpEXa C€ H3MO0JN3Ba AKTUBHO 3a
OTIpaBsHE Ha IIOCJIAaHMs, CBbP3aHU C OCHOBHM 3aMHTEPECOBAHU CTPaHU B
KCO pneitHOCTTa Ha KOMIIAHHSTa — IOTPEOMTEIH, CIY)KHTEIH, OHM3HEC
[ApTHHOPHU, OKOJIHA CpPella, MECTHU OOLHOCTH;

3) HabGmiomaBa ce cTpeMeXx KbM 0000OIIEHO, a HE MPOGHIHPAHO
npencraBsie Ha KCO mnonuTukata Ha OW3HEC OpraHU3ANMATa, KOETO
[poiu4aBa OT MyOJIMKyBaHE Ha TEKCTOBE, B KOMTO MMa aKLEHT BBPXY
LIEHHOCTUTE U MUCHUATA HA KOMIIaHUSTA.

OTHOCHO IpENCTaBIHETO HAa OpraHu3alysITa B MeOUiHaTa cpena
MOXEM Ja yCTAaHOBHUM, e€:

e KowmmaHusTa ¥Ma TpailHO TPHUCHCTBUE B COOCTBEHHTE CH
opunmaTHM KaHATM W CAWTBT M CE€ H3MON3BAa aKTHBHO 3a HEWHOTO
MpeACTaBsSHE KaTo NOOBp KOPIOpaTHBEH IPa’KIaHWH, KOMTO 3ajara Ha
YCTOWYMBH NpUHUUIY, aHTakuMeHTH 3a KCO u ycToiiunBU KOpIOpaTUBHU
LeNy;

e Opranmzauusita nyonukysa Bugea ¢ koHkperHo KCO nocnanue u
ThpCH cHeUM(UYHM HAYMHU Ja C€ CBBPXKE C pa3IMYHUTE TPYIH
MOTPEeOUTENIN KaTO pa3rpaHyuvaBa IIOCIaHHMATA B TEeMaTHYHH o0ONacTH
(paboTunHuLa, TOTBEHE, JOMAIIEH YIOT, MPOU3BOJICTBO HA MPOAYKTHUTE C
mapka Ponna crpsixa, YMmenusita va 21 Bek u zip.);
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e Kommanusita mpeapasnonara 4pe3 CBOUTE MEAWHHH MyOTUKaLH
KbM HMHUIIMMpaHe Ha oOpaTHa Bpb3Ka OT CTpaHa Ha 3aWHTEPECOBAHUTE
CTpaHU M NMpHKaHBaT KbM aHTaxupanero uM ¢ KCO nHUIIMATUBHUTE;

e B crpaHunata Ha kommnanusTa BbB Facebook ce oTkposiBa Hali-
CHJIHO HEITHOTO JKellaHue 3a HHUIUMPAHE Ha UAJIOT ChC 3aMHTEPECOBAaHUTE
CTpaHH;

e HalOmonaBa ce TeHACHIM KbM yBEIMYaBaHe Ha MTyOJMKAIUHUTE C
KCO nacouenoct B opunmannara Facebook ctpanuia Ha KoMIaHUITA.

Crnen anaam3 ot pesynrarute Ha Etanm 1 oT mpoyuBaHeTo MoxkeMm na
nokakem Xumotesa 1 3a HacoueHocTTa Ha KCO KOMyHUKaIusATA.

B nern naparpadg e npencrases BTOPU ETAII na u3cnensanero, a
MMEHHO CTaHAapTH3UpaHuTe HHTEpBIOTa. IlmannpaHeTo Ha TO3M eram U
HAacOYBAaHETO MY KbM pa3iU4HH OW3HEC OpPraHM3ali € TMOPOACHO OT
OOCTOSATENICTBOTO Ja C€ TMONyYd MO-TOISIMO BETPHJIO OT OTI'OBOPH,
JOKa3BaIlll WJIM OIpoBepraBamiyl (OpMYJIHpPAaHUTE XHUIOTE3H, KaKTO U
IJTaHWpaHe W peaTu3ipaHe Ha CIIEABAINMS €Tall — aHKETHO JOMTUTBAHE Cper
norpedutend. Trpcu ce nHGOopMaIHs OTHOCHO pa30MpaHEeTO 32 CHITHOCTTA
Ha KCO; 3raueHnero Ha KCO xoMyHHKAIuATa B KOHTEKCTa Ha (pripMeHaTa
MIONTUTHKA; oOpaTHAaTa BpBh3Ka OT 3aMHTEpecoBaHUTe crpaHH. lIpoydBa ce
BB3MO)KHATA MPAKTHIECKA MPUIOKAMOCT Ha MOJIENN Ha KOMYHHUKAIlMOHHA
KCO crparerus mo npumepa Ha paspaborenute ot Morsing u Schultz.

IIpunoxxuxme acCUHXpPOHHOTO MHTEPBIO IO HMEWJI Cpell JIecerTe
OT30BajJil CE€ OpraHW3alMH IOpaadl JBE OCHOBHU MpWyuHH. [IbpBara e
rojasiMara reorpa)cka OTHaNeueHOCT MEXKIY W3CIeoBaTel M U3CIeIBAaHU
enuHALU. BTopaTa e obyciioBeHa oT mpodecroHaTHaTa HATOBAPEHOCT Ha
v3cnenBaHuTe Jnuma. V30paHnTe opraHW3alid, KOWTO ca OOEKT Ha
W3cIeBaHe, ca TUIMHYHY OM3HEC PEACTABUTENN OT PA3THIHUTE CTOMAHCKU
cektopu. Kpurtepuure 3a wm300p ca: pa3mo3HaBaeMH Cpel IMIMpOKaTa
obmectBeHocT ¢ Han 10 romumieH onmuT Ha Obarapckus masap; Hapg 250
ciyxurend; myonudao n3pasena KCO monuTrka 1 KOMyHHUKAIIHS C ITUPOK
KpPBI' OT 3aMHTEPECOBaHU Jmia. M30panu Osxa pa3HOPOIHH KOMITAHWHU OT
XpaHUTEIHO-BKYCOBAaTa MPOMHUIIICHOCT; TPOU3BOACTBEHH U NPEANPUATHUS
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B cepara Ha yCcayrute; KOMIAHUM B cepaTa Ha ThProBUATA; OAHKOB U
3acTpaxoBaTeieH CeKTOop.

IIpenBapuTeJITHH YTOYHEHHUS

[IpoyuBanero Ha OW3HEC OpraHU3alMUTE € CBHP3aHO ChC CIEIHUTE
HU3XOOHHU ITOJIOKCHHUS U HCO6XOI[I/IMI/I HN3CICa0BAaTCICKHU I[CﬁCTBI/IﬂZ

1) HaGmromenve Ha OGHUIMATHU OPTaHM3AI[MOHHNA CAWTOBE M JPYTH
MEIMIHM KaHaIM C Lel uieHTUduIMpaHe Ha opranuzaiuute ¢ KCO
oce3zaema JeHHOCT, KOUTO Jia ObJaT MpOyUeHH;

2) Msnpamane Ha TepCOHU(pHIMpaHAa MNHCMEHA TIIOKaHAa 4pe3
CICKTPOHHATA TIOIAa 33 Y4YacTHE B JUCEPTALIMOHHOTO EMITMPUYHO
W3CIIe/IBaHe;

3) OcpbliecTBsIBaHE HA THAJIOTHYHA KOMYHUKAIIMS YPE3 JIMYHU CPEIH
WK 10 TeleOHa 33 MOTHBHpPAHE Ha ITOKAHGHHWTE MPEICTABUTEIM Ha
OpraHM3aIINY J1a CHOCIAT MHEHUETO CH;

4) PeanusupaHe Ha HAIOMHSIM OOAXTAaHHWS 3a CTUMYJIHPaHE Ha
PECTIOHACHTHUTE 32 BB3BPBIIAEMOCT Ha BHIIPOCHUIIUTE B 0003PHMH CPOKOBE;

5) TlpukiovBaHe Ha MU3CIICIBAHETO YPE3 CTAHIAPTH3UPAHO WHTEPBIO
Ha OM3HEC opraHu3alyy Ipe3 Mecell okToMBpHu 2023 T.

AHanu3 Ha uHGopManuATa OT CTAHAAPTU3MPAHUTE HHTEPBIOTA

MeTonbT CTaHAAPTU3UPAHO HHTEPBIO 32 HabWpaHe Ha HHPOpPMAITUSI OT
6usnec opranmzanuu ¢ KCO monmntrka ce peaausupa eMITIPHIHO B TIEpHOIa
or 10.10.2022 r. mo 10.10.2023 1. OTHOCHO JIMYHOCTHOTO pa3zOupaHe 3a
KOpITIOpaTHBHATA CONMAlIHa OTTOBOPHOCT H3IBKBAT CIENHUTE KIFOYOBU
IYyMHU B TEMH, KOUTO CE€ CIIOMEHABAaT OT PECHOHJEHTUTE: aHTAXKUMEHT KbM
obmecTBoTO, ycroiunBoct u ESG crparerus; mnpupogochoOpa3HOCT;
ETUYHOCT; TPYKa U MUCHJ KbM OOIIECTBOTO M OKOJHATA CPE/a; MOJIE3HOCT
3a 3aWHTEPECOBAHUTE CTPAHU; TOJIUTUKA KBbM CIY)KUTEIUTE, MECTHUTE
OOIIIHOCTH W COIMYMA; TBJITOCPOYHA BU3HUS 32 OTTOBOPHOCT; MOJIIIOMAraHe;
PR nefinoctu cbec comumaneH edekr; odmo Omaro. MOMEHTHT, KOUTO
o0enMHABA Te3W pa3OMpaHus, € CBHpP3aH C TOBA, 4Ye€ CHEIHAIUCTHUTE
CHOJENAT CBOSITA JMYHA TO3UIINS, HO Mpe3 MpU3MaTa Ha OpraHHU3aIlusiTa,
TOBOPEHKN B MHOXECTBEHO YHCJIO W HAONATAKM Ha aHTaXHMMEHTa KbM
OOIIIECTBOTO M OKOJIHATA cpena. AHAIM3bT Ha JIAaHHUTE JIOKa3Ba

27



BJIMAHUE HA KOPITIOPATHBHATA COLUAJIHA OTTOBOPHOCT (KCO) BbPXY
UMUIKA HA BUSHEC OPTAHU3ALUSATA /ABTOPE®EPAT/

U3UrHaTaTa OT Hac XUIOTe3a 3 OTHOCHO CXOJCTBaTa B pa30HMpaHeTo 3a
KCO or crpana Ha opranuzanumre.

Bwnpocst 32 crparernyeckute aeiiHoctn B KCO koMmyHuKanusiTa
HAa KOMITAHMHMTE I[I0Ka3Ba CJICAHUTE pa3NpeleiieHusl B OICHKUTE Ha
PECIIOHAEHTHUTE:

o [logabpkaHe Ha B3aMMOOTHOILICHHS ChC 3aMHTEPECOBAHUTE CTPAHH
€ 6adicHo 3a 9 OT M3CIeIBAHUTE OPraHU3al[Ui U MaJIOBAXKHO Camo 3a ejIHa.

e UirpaxaaHe Ha MOJOXUTENEH KOPIOPATUBEH UMUK € HO-CKOPO
BAJICHO W MHO20 BAJCHO KAaTO TPHOPUTET 32 BCHYKH W3CIIENBAHU
OpraHu3alMd ¢ W3KIIOYEHWE Ha eJHa, KOATO TI0 H3KIIYBA OT
crparernaeckute KCO mefinoctu.

e 3arBhpiKIaBaHe Ha KOHKYPEHTHO IPEIUMCTBO € MHO20 BaJiCHA
neitHoct 3a 7 or 10 m3cneaBaHW OpraHM3alliy, 3a OpTaHM3alMs & Tasu
JNEWHOCT € MO-CKOpO BAJiCHA, & 32 OpTaHW3alHs 2 HE € CTPaTeTHYecKH
HIPUOPUTET.

AHanu3bT Ha CHOJEICHUTE MO3ULUU 110 TO3M BBIPOC CE CBHP3BA C
Joka3BaHe Ha (opmynupaHata or Hac Xwumoresa 2: M3rpaxmanero Ha
MOJIOKUTENIEH KOPIIOpaTUBEH HMMM/DK CE OLEHsSBAa KaTo CTpaTernyecka
nerinoct B KCO nmonutukara.

Otnenen BpIIPOC O¢ HACOUEH KbM HaOMpaHe Ha MHGOpMAIHS 33 TOBA,
Kak ce ompenens TeMaTuyHuAT (okyc 3a KCO nuanor c BBHHITHUTE
3aMHTEPECOBAHN CTPaHW. AHAIU3bT HA JAaHHUTE OYepTa MaauTpa B
OTrOBOpPUTE Ha HHTEpBIOMpaHuTe. Morar nga ce neuHUpAT HAKOJIKO
noaxoa 3a Koucrpyupane Ha temarnunus KCO auanor: 1) cbcraBsiHe Ha
KapTa Ha 3aWHTEPECOBAaHHUTE JIMIA; 2) OOBbp3BaHE Ha OW3HEC IIEIUTE C
00IIecTBeHH TeMH; 3) CHHXPOHHM3UWpaHe Ha (UpMEHATa CTparerus 3a
YCTOMYHBOCT ¢ OM3HeC cpeata; 4) chobpassiBane Ha ESG koprmopatuBHaTta
cTpaTerusi ¢ riI00aJIHUTe CTaHIAPTH; 5) H3rOTBsIHE Ha MATPHUIIA CIIe]] aHAJIN3
U Kinacu(uKalys Ha 3aMHTEPECOBAHUTE CTPaHu; 6) B3MMaHe 0/l BHUMaHUE
Ha KOPIIOPaTHBHUTE 1I€NM WJIM KOpIIOpaTHBHATa CTpaTerus Ha
OpraHHU3alMUTe B Irpynara; /) HACHTU(HIMPAHE CIIPSIMO KOHKPETEH Ka3yc
OT TpaKkTUKaTa W 8) KOOpAMHAIMS C JIOKAJIHUS MEHUIKBD HIH ChC
crequanu3upaHa BbHIIHA areHus. CrioeeHuTe MO3ULUH 10 TOCTABEHUTE
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BeOpocu 3a Qokyca Ha KCO gmamora m TeMuTe B HETO YTBBPIKIABAT
npeanonaraeMara uaes B Xumore3a S5, ye OM3HEC OpTraHU3alMUTE HMaT
IMMOJIOKUTCIHO OTHOIICHUE KbM MHUIMUPAHCTO Ha JUAJIOT.

Uscnenpanurte opraHM3alliil  BB3NpHEMAaT oOpaTHaTa Bpb3Ka OT
BBHIIIHUTE 3aWHTEPECOBAHW CTPaHH KAaTO (AKTOp Ha BIUSHHE BBPXY
taxHata KCO. LleHHOCTTa Ha TO3M BBIPOC M HH(OPMAIUATA, KOATO CE
00001y upe3 HEero e, ue BIUSHMETO Ha oOpaTHaTa BpPB3Ka CE OIMCBA
AOIIBJIHUTEIHO OT PECIIOHACHTHUTE. ITo To3M HaUMH ce oTYNTa CHC]_II/I(i)I/IKaTa
Ha BCSIKA U3CIIE/IBaHa KOMIIAHHUS.

JlanHuTE MO MPEeIXOIHUTE B BHIIPOCA MOTBBPKAaBaT Xumnoresa 6, B
KOSITO oOpaTHaTa Bpb3Ka OT 3aWHTEPECOBAHWUTE CTPAHU € TOCOYCHA C
rosiMo 3HadeHue 3a KCO Ha xomnanuuTe. [IpakTHkara 1o aHKETHpaHE €
pasmnpocTtpaHeHa cpell 4 opraHu3aliy, KOeTo € Bb3IprueMaMe Mo-CKopo 3a
HaspsBam@a TeHAeHIws. OT OTroBOpUTE Ha BBIPOCA 332 OIlEHKATa Ha
KaHAJIMTe 32 KOMYHHKaNus (opuIuamHy npoduim B COLMATHATE MEUN
U MpPEXKHU; CPElId B peanqHa cpena; ChLOUTHS) MOXEM Ja 3aKII0UnM, 4
OpraHU3alMUTe U3I10JI3BaT HAl-4eCTO COLMAIHUTE MEIUU U MPEXHU (BCEKU
JleH) ¥ cBOs ouIralieH yeOcaiT (IToHEe BEAHBK CEIMUYHO) U J1a IIOTBHPIUM
Xunotesa 4 3a U3M0I3BaHETO HA MUKC OT CPEJCTBA 32 pa3lpOCTpaHEHHE Ha
KCO cpobmmennsra.

ITo BBmpoca 3a m3mepBane Ha edpekta o KCO moseuero (cemeM oT
JIeCeT U3CIIeBaHN ) KOMIIAaHUH U3MEPBaT peatHus eheKT OT KOHKPETHUTE CH
aKTUBHOCTH. [IBe OT M3clenBaHUTE OpraHM3alUMU HE W3MEpBaT, a €IHa
criofensi, 4e Habnsra Ha oOl[ aHanM3 Ha oOpaTHaTa BpB3KAa W HAMA
CIICIHAIHO MpoyYBaHe. MeToauTe 3a TOBa MOXKE Ja 0000IuM Kato: 1)
cHCTeMa 32 MHIUKATOPH MM KOJIMYECTBEHH IOKA3aTeNH 3a MpOCiesBaHe
usnbiaHeHnero Ha nocraenute KCO menu; 2) peryssipeH MOHUTOPUHT Ha
nyONMKalMKUTE 110 TEMaTa 32 HAMAISIBAHETO HA BBIVICPOJHUTE EMUCHH; 3)
MeIMEH MOHUTOPHMHI 3a HpocjielsBaHe Ha OOIIECTBEHUS HHTEpEC U
AHTKUPAHOCTTA KBbM JICHHOCTHTE Ha KOMIAHMATA; 4) KOHTPON Ha
KOHCyMalLusiTa Ha BOJA, €HEPrus, IUlacTMaca, OTHaXbLU, XapTus U Ap.
CIIPSIMO TIPEAHIIEH TEePUOJ; 5) ydacTHe Ha CIYKUTEIU B J0OPOBOIUECKU
WHHUIMATUBH M CTAXAHTCKU NPOrpamu; 6) mojkpena Ha MHULUATUBH Ha
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HEMPaBUTEICTBEHN OpraHM3allid; 7) OTpa3sBaHe Ha JeiHOCTTa Ha
KOMIIaHHUSITa B COOCTBEHU KaHAIM U MEIVH.

BbB BpB3Ka ¢ OpraHU3aIMOHHNS] UMHUDK ITOCTABHXME HA BHUMAHHUETO
Ha PECIIOHICHTUTE 3aTBOPEH BHIIPOC 32 OIICHKA HAa BJMSIHUETO HA OTAeIHU
JeiHOCTH U (PAKTOPM IO TETCTENeHHa CKaja: ,,3HAYUTETHO™, ,,TI0-CKOPO
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Qucypa 2: Oyenka na aKkmopru GIUAHUA 6BPXY UMUONHCA HA
opzanuzauuama

JlaHHUTE PEerucTpupaT CIeJHUTE TEHAECHIIMU B OLICHKUTE!

e 3a 8 or 10 opraHm3anu Ka4ecTBOTO Ha MPOIYKTa € C Hali-BHCOKa
CTEIEH Ha BIMSHME 33 MMU/Ka HA OPTaHU3aLUsiITa;

e Opranmzaiuu 3, 5 u 8 omnpeAensiT B3aUMOOTHOLIEHUATA ChC
3aMHTEPECOBAHUTE CTPaHM, KAKTO M e(EeKTUBHATa KOMYHHKAalMs Ha
neitroctute o KCO kaTo 3HaunTeneH ¢pakTop, TOKATO 32 OCTAHAINUTE TE ca
[10-CKOPO 3HAYNTEIHH;

Brieuatnienne mnpaBu, Ye 3a €AHA OT W3CIEABAHUTE KOMIIAHUH
epexruBHaTa KoMyHMKauus 3a gJerdHocture no KCO e mo-ckopo
He3HauuTeNneH GakTop.

e VYIOBJIETBOPEHOCTTa Ha MOTPEOUTENHUTE € 3HAUYMTeIeH (PakTop 3a
moutd Bcuuku (9 or 10) wuscinenBaHu opraHu3anuu. EJWHCTBEHO 3a
Opranuzanus 6 ToBa € 0-CKOpO HE3HAYUTEIHO;
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e JlosutHOocTTa Ha MOTPEOUTENNTE, 32 PA3TIMKa OT YAOBIETBOPEHOCTTA,
ce orpenens KaTo 3HauuTeneH gaxrop ot net (Opranuzauuu 2, 3, 7, 8 1 9).
Opranuzanus 6 ce OTaM4aBa B Ta3u Ipymia, Thil KaTo HE OT/IaBa 3HAYeHUE Ha
JIOSUTHOCTTA.

OcHoBHaTa 3a1a4a Ha cniequanucture/oTaeante no KCO B 9 or 10
HU3CJICABAHN KOMIIAHHMU € HU3IrPaAXIAHCTO Ha )106pI/I B3aMMOOTHOIIICHUA C
KITFOUOBH 3auHTepecoBanu cTpanu (ocBeH 3a Oprammzamus 10). TsaxuHOTO
I/IIICHTI/I(I)I/II_[I/IpaHe € OCHOBHA 3a1a4a 3a I104THU BCUYKHU OTACIIN B KOMITAHUUTEC
nmo KCO (ocen 3a Opranumzamus 6). M3rorBsHeTo Ha IU3aiHEPCKO
MIPUBJIEKATEIHO KOHIIENTYyaJHO IMociaHue e meneBa 3afada 3a KCO
criermuanuctute B Opraam3amuu 1, 2,3, 5u 7.

[Toutn Bcmukm kommanuu (ocBeH Opranuzammu 5 u 9) umatr KCO
WHUIUATHBY, POJeHH B CJIeICTBHE HA 00paTHaTa BPBb3Ka OT BHHIIHU
3amHTepecoBaHn cTpaHu. OTroBOphT Ha OpraHU3AIMUTE TOTBBPIKIABa
Xumoreza 7 3a TUIaHUpaHe Ha HOBU WHUWIIMATHBU, WHHUIIMHPAHH OT
oOpaTHaTa Bpb3Ka.

AHaIN3 HAa JAHHHUTE MO mpemiokeHus ot Morsing u Schultz
KOMYHHKAIIMOHEH MOjIeJI

Cnen aHanmmM3 Ha [JaHHUTE OT CTaHAAPTH3UPAHOTO HHTEPBIO
YCTaHOBHUXME, Y€ HHTO €JHa OT KOMIIAHWHTE HE NPUHAIISKHA KbM
KOHKpEeTHa KOMYHHKAIIMOHHA CTPaTerdsl MO BB3MPHUETHS 3a IENUTe Ha
IICEPTAIlIOHHOTO M3cienBane moaen Ha Morsing u Schultz. Cnensa na
oT4eTeM, dYe KOMIIAHWUTE JIEMOHCTpUpAT >JKEaHWe Ja BKJIIOYAT
3auHTepecoBaHuTe cu crpanu B aeitHocty o KCO. B Opranuzauuu 1, 2, 3
1 4 ce W3IOoN3Ba MO-YeCTO CTPATErusTa 3a y4acTHe Ha 3aMHTEPECOBAHUTE
CTpaHH, B KOSTO € 0a3upaHa JABYNOCOYHATA CHMETPUYHA KOMyHUKanws. B
Opranmzamust 6 mpeobnamaBa HWHOOPMAIMOHHATA CTpaTerdsl KbM
3aMHTEPECOBAHUTE CTPaHM, KOSNTO BKIIOYBA OCHOBHO €IHOIIOCOYHA
KOMYHUKAIIHSI ¥ JIaBaHE Ha CMHUCHII OT CTpaHa Ha KOMIIaHHSITA.

B Opranuzanuu 4, 5, 6, 7, 8, 9 u 10 gefinocture no KCO BkitouBat
CBII0 TaKa JEHHOCTH OT CTpaTeruara 3a y4dacTHe W 3a peakius Ha
3aMHTEpecoBaHUTE CTpaHU. CTpEeMEXHUTe HA KOMIAHUNTE € 1a WHUIINAPAT
aKTHBEH IHMaJior CbC 3aMHTEPECOBAHUTE CTpaHH. KommaHuuTte, KOUTO
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BB3IIPUEMAT Ta3u CTPATCIUA CC CTapadT aa I/IH(I)OpMI/IpaT O6HICCTBCHOCTT3 u
3aNMHTCPECOBAHUTEC CH CTPAHU 3a IlO6pI/ITC CH HAMCpCHUA, 1a ACMOHCTpHUpPAT
JIOAJIHOCT M Aa HOZ[O6p51T COLIMAJIHUTEC YCJIOBUA B MECTHATA O6IIIHOCT.

n3Boan

CrenManucTuTe B W3CIEABAHUTE OpTaHU3AllMd HMaT YTBBPACHO
pasbupaHe 3a KOpHOpaTWBHATA collMalHa OTroBopHOCT. Kato mmcioBeH
HEHTBP CE OTKPOsBa OJaroChCTOSHHETO Ha OOIIECTBOTO C Pa3HOOOPa3HHS
CbCTaB Ha TPYNUTE B HETO W MpUpOIHATa cpeaa. B KoMyHHKalusTa CH
BBHIIIHUTE  3aMHTEPECOBAHM  CTPaHW  OpPraHU3AlMUATE  ChYeTaBaT
pasHooOpa3Hu kaHaim. Hskou oT TSX JaBaT BB3MOXKHOCT JIa CE HHUIIUUPAT
W TOJIbPXKAT JUAJIOTMYHH B3aWMOOTHOINECHHUS, KOETO JOIbIHUTEITHO
pasumpsiBa UaesTa 3a BHBIMYAHE, JIUAIOr U BKIFOUBAHE Ha OTIEIHU TPYITH
muna B KCO Ha 6mu3Heca. Tyk ce BOUCBa M JEWHOCTTA MO CTUMYJIMPAaHE HA
oOpaTHa Bpb3Ka OT BBHIIHATA CpPela M OTYMTAHE HA HEHHOTO BIIMSHHE
Bbpxy KCO mporpamure. Crena obaue ga oTOCISKHM, Ue ce 3a0eisa3Ba
cmabo 3acThIIBAaHE HA AHKETHHWTE JONMWTBAaHHSA KaTo (opMa Ha oOpaTHa
Bpb3Ka, Thil KaTO caMO YETHPU OT H3CIEIBAHUTE AECET OpraHU3aLUU
CIIOZEJIAT 32 TaKaBa IPaKTHKA.

TPETHU ETAII oT eMnuMpu4YHOTO NIPOY4YBaHe

B mecru maparpad ca mOpeacTaBeHU PE3YNTATHTE OT AHKETHOTO
nonuteaHe Ha Etan 3 oT emMnupuyHOTO poyyBaHe. 3a LenTta U 3a1a4nTe Ha
HACTOSIIIMS OMCEPTallMOHEH TpyX H30paHUSAT METo] 3a chOupaHe Ha
nHbOpMaUsl € AaHKETHO [ONHMTBAaHE C M3CICNOBATENICKA HHCTPYMEHT
yeb0a3npaHa aHKeTHA KapTa.

I'enepanHaTa CHBKYIHOCT B HAIIETO H3CIIEABAHE € TBBPAE IoisiMa,
Heo0O3pMMa Maca Xopa, KOWTO o0ade TMpuUTekKaBaT e€aHa o0ma
XapakTepUCTUKa 3HAYMMa 3a LENUTe Ha M3CIEIBAHETO: PpEaJHH,
TPaIUIIMOHHU MOTpeOUTEeNN Ha Bepurata marasmaud ¢ mapka Lidl. Tosa
M3MCKBAlIe 32 BKIIOYBAHETO Ha €IMHHIM B U3CJIEIBAHATa CHBKYIHOCT Ja
NPUIIOKUM NPUHIMIIA Ha OT30BAJMTE CE M METOJa Ha CHEXHaTa TOIKa.
Jocturaaxme 1o rutaHupanus 00eM or MUHUMYM 151 Opost oHNaiiH aHKeTHH
KapTH 3a CaMOIIOM'bJIBaHE: B HAaIIUs citydaid 162. 3cneaBaHaTa CbBKYITHOCT
€ AOIbJIHEHa ¢ 54 PeCcIoH/IeHTa, KOUTO ca aHKETUPAaHU Ha TEPEH C aHKETbOp
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Yype3 HWICHTHUYHA yeOOasupaHa aHKeTHa Kapra. MeToabT Ha mombop Ha
M3CIICBAHUTE JIMIA € ClydaeH cbhC cThhka 10. dunTbp 3a mombop Ha
PECIIOHJICHTUTE € JIMLETO Ja € TPaJWIMOHEH MOTpeOUTeN Ha MarasuHa.
[lepronsT Ha n3cnensane e yernpu mecena: 01.07.2023 r. — 31.10.2023 r.
Crnen 00paboTKa Ha TAaHHUTE OT TEPEHHOTO U OHJIAHH aHKETHOTO IO TBAHE
CE YCTaHOBH, Y€ HAMA OTKIIOHEHUS B KOJIWYECTBEHUTE MOKA3aTeIH, KOETO
MO3BOJISIBA TE3H JJAHHU Jia ce 00paboTAT ¥ aHAIM3UPAT CHBKYITHO.

AnkeTHaTa KapTa cbIbpxka 10 BpIpoca, KOUTO B OCHOBHATA CH YacT 10
BH/J Ca OTKPUTH U 3aKPHUTU AJITCPHATUBHH.

AHa/IN3 HA TaHHHUTE OT AaHKETHOTO JONMUTBAaHe

1. lemorpadgcxkn npo¢ua Ha u3caeIBaHUTE JIMLA

PecrionyienTHTe, BKIIOYMIM C€ B W3CIEABAHETO, C€ pa3JeisaT B
ClIeIHUTE BB3pacToBU rpynu: 18-24 r.; 25-34 r.; 35-44 r.; 45-54 1.; Hayg 55t.

Haii-romsmata tpyna mnorpebutenn (33%) € BBB Bb3PACTOBHUS
muanaszoH 25-34 romunwm. [IpaBum BIeYaTieHHWE, Y€ TOJIIMa YacT OT TE3H
MOTPEOHTENH ca ¢ BUCIIE 00pa3oBaHMUE.

OGpasoBagjyie Ha aHKETHPAHUTE

B OCHOBHO

B CpegHo
Monysucue

B Bucue

QDuzypa 3: Obpazosanue na aHKemMupanume IUua

3HaunM (axTop B mpodriia Ha U3CIEABAHUTE JTUIA IPEABH IIETUTE Ha
W3CIeBAHETO € TIXHOTO oOpa3oBaHue. Hamata Xwumoreza 13 e, ue
npumoduTaTa OoOpa3oBaTeNlHA CTENEH Ha TIOTPpeOWTENnTEe HE OKa3Ba
3HAYUTEIIHO BIMSHHUE BBPXY TAXHaTa 4YyBCTBUTENHOCT oTHocHO KCO
NeWHOCTTa Ha OpraHu3auusaTa. MOTUBBT HU TYK € CBBP3aH ¢ 00BBP3aHOCTTa
Ha coLMaJIHaTa OTTOBOPHOCT MIOBEYE C BBTPEINYHOCTHU MOTUBU U MOPAJIHH
LEHHOCTH, TPUTeXKAaBaHM OT HWHAMBHIA KAaTO YCTOWYMBH HETOBH
xapakrepuctuku. Ot ®urypa 3 craBa sCHO, ue pas3lpelnelicHHEeTO Ha
W3CIIEABAHUTE JIMIA MO CTENEH Ha MPUAOOMTO 00pa3oBaHME € B IOJI3a HA
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BHCIIMCTUTE W HAa TPHUTESKABAIIUTE CPEAHO oOpazoBaHue. Hali-maibk ¢
MPOIEHTHT Ha TE3U C OCHOBHO M CPEAHO 00pa3oBaHue, ChOTBETHO 1% u 4%.
Haii-ronsM e mpoueHThT Ha BUCIIMCTH BbB Bb3pacToBa rpyna 35-44 r., cien
KOUTO C€ HapeXIaT BUCIIUCTUTE MeXIy 25 u 34 r. He e Marbk U AenbT
(45%) Ha mpuaoOMIMTE BHUCIIE 00pa3oBaHUE BBHB Bh3pacToBaTa Irpyra Ha
18-24 r. TIpuGIM3NUTETHO CHUTUAT € U OpOoAT Ha u3cieaBanute auia (41%)
ChC CpeIHO 00pa30BaHUE TYK.

B KkomudecTBEHOTO pasmpeneneHWe 10 HACEIeHW MecTa, IIo
MECTOXHUTEICTBO TMpeobianaBa biaroeBrpas, ThH KaTo JaHHUTE OT
aHKETHPAHUTE peCHoHeHTH npen Mara3ud Lidl ca 0600111eHN ¢ OTrOBOpUTE
B yeb0a3upaHara aHKETHA KapTa 3a CaMoOIONbJBaHe. M3cnenoBarenckara
HU 3ajlada, KOATO YCIsAXMe Jia peanu3upame, Oe Ja ce oOXBaHAT
PECIIOHJICHTH OT TPY Pa3IMYHU O0JIACTH HA CTpaHaTa, cpell KOMTO Jia ObJe
W CTOJNHIIATA.

2. YecTOoTa HA KOHTAKT C THPrOBCKUS 00€KT.

lomsim mpoueHT oT pecnoHgenture (58%) wWMar TpagUIOHHO
HaBUYHO TIOBEZICHUE J]a TIOCENIaBaT ThPrOBCKUS 00EKT BEAHBXK WM MTOBEYE
ITBTH B CEAMHUIIATA. T.€. T€3W aHKETHPAHU MOTPEOUTENH Ce OTINYaBaT ChC
CBOATa AaKTHMBHOCT W  OCBIIECTBABAT  ©KECEAMHYHO  JTUPEKTHO
CBHIIPUKOCHOBEHHE C MSCTOTO Ha TNPOAAXKOWTE M KOMYHHUKAIIMOHHHUTE
(dopmaTi TaM, U3MOI3BAaHHU 3a MPUBJIMYaHe HA BHUMaHHeTo. HacouBaHero
Ha TEXHHUTE MPOAYKTOBH BB3MPHUATHS MO OTHOIIEHWE Ha aKTYaJHH CTOKH
Moke nma Opae OmaromatHa mouBa 3a wuHTeH3u(punupane wHa KCO
KOMYHUKAIHsITa Ha OU3HEC OpraHU3alusATa U MTOBUIIABAHE HA UMHJIKA M.

CrnenBa a 0TOETEKHAM U IPYT 3HAYUM (PaKT: OT aHKETUPAHUTE, KOUTO
ca ¢ Bucmie oOpa3oBaHWE, IMa3apyBaIlUTE €AWH WM HSIKOIKO ITHTH B
CeaMMIATa B KOHKPETHUS Maras3uH ca 37%, K0eTo € MHOro OJIM3Ka CTOHHOCT
C JaHHUTE 3a aHKETUPAaHUTE C OCHOBHO, CPEIHO WJIHM TIOJYBUCIIE
obpazoBanue: 34%.

3. Aconuanum Ha U3cJaeABaHUTE JIULA ¢ UMETO HA MapKaTa.

[lo oTHOIIEHNE HA TONIETO OT BapHAIlMH 33 ACONHAIUATA C UMETO Ha
MapkaTta (oHarnenenu Ha Purypa 4) TpsiOBa a moguepraeM, ue ChIeCTBYBa
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caMoO eIuH PECIOHJIeHT, KOWTO aeduHHpa OTTOBOPHOCTTA KaToO Hai-
OTJIMYNTENTHATA XapaKTePUCTHKA 32 KOMIIaHUTA B Chb3HAHUETO CH.
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QDuzypa 4. [lanumpa na acoyuayuume 3a MapKkama
OtroBopuTe Ha BBIIPOCA 32 IIBPBATA ACOIMAIUS HA MOTPEOUTENUTE C

HMMETO Ha BepUrara ca JIoCTa pa3HooOpa3HH. [ToMoXUTENHOTO 32 camara
W3Cle/IBaHA BEpHra Mara3uHu B OTroBopute e, 4e 34% pecnoHAeHTH
CBBp3BAaT HMMETO Ha BepUrara C KadecTBO, Ka4yeCTBEHHW MPOAYKTH H
obcmyxBane. [lo-ManbK € IPOLEHTHT PECIIOHIEHTH, CBHP3BAIINA UMETO Ha
MapkaTa ¢ XpaHUTeTHH npoayktu — 17%, u mpomoruu — 18%. IlpaBu
BIIEYATIICHHWE, Y€ BHCIIMCTUTE Ca C TMO-TONISIM [SUI CPEJ PECIOHIECHTHUTE,
acoruupami Mapkara c kadectBO (32% Bucmmctm ot obmo 34%
aHKeTHpaHW, JaBalll acomuainus ,KkadecTBo). OcTaHanWTe C BUCIIE
o0pa3zoBaHME CBHP3BAT HMETO Ha MapKaTa C XpaHUTEIHU TpoaykTa — 22%,
mpomounn W HamaneHus — 20%. Cpenm pecrnoHOEHTHTE CBHC CPETHO
oOpaszoBanue ema 28% ca OTroBOpWiIM, Y€ CBBP3BAT HMMETO Ha
OpTraHM3aluiTa C Kav4ecTBO. J[aHHUTE OT W3CIeNBaHETO, KOWTO KacasT
MOTPEOUTEIICKATE acOIMAIlH, 3aTBhP)KIaBaT Xurnore3a 12, a UMEeHHO, 4e
nunicBa siceH ¢okyc Ha morpedurtenute 3a KCO peifiHocTTa Ha Om3HEC
opranm3anusTa. Hemo-moBede: Ha CBH3HATEIHO HUBO HE C€ H3BEX[a
acoIaIs 32 OTTOBOPHOCTTA Ha KOMIIAHUSATA.

4. OcHOBHH HH(OPMALMOHHH U3TOYHHLH

OTHOCHO BBIpPOCAa 3a T[O3HABAEMOCTTa ¥ HWH(OPMAIMOHHUTE
m3rouHnin (oHarnenenn Ha @urypa 5) 3a COUMANHO OTTOBOPHHTE
KaMITaHUW Ha OM3HEC OpraHu3aIiaTa CMe N30paiy TPU KaMITaHUHU, KOUTO ca
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MOMYJISIPU3UPAHU B COLMATHUTE MEOUH U MpexH. Maesta e aa HacoynM
BHMMAaHHUETO Ha pecroHJeHTUTe KbM Tpu KoHKpeTHH KCO wmHuUIMaTHBH,
KOMTO WMAaT Pa3IMdHO HHUBO Ha TOMYJSPH3MpaHe, HO ca TPaJUIHOHHO
MPOBEXKAAHU MPe3 TOCICAHNUTE TOANHN U KOMYHHUKAIMATA HA KOMITAHUSATA
3a TSX € eqHOBpPEeMEHHa, napanenHa. Kamnanuure, kouto u3bpaxme ca ,,Tu
n Lidl 3a mo-moosp kuBot™, ,Ilomkpena Ha bhirapckata BolieiiOoiHa
denepanus“ u ,,REset Plastic™.
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Quzypa 5. Hughopmayuonnu uzmounuuyu
MoskeM 11a 0TOCTISKIM, Y€ Hail-00pa30BaHUTE U3MOI3BAT OPHUITHATHIS

caiit Ha Lidl kato ocHoBeH uH(pOpMaIiMoHeH H3TOYHUK. CuuTame, ue
MOTPEOUTEIUTE C TIO-BUCOK 00pa30BaTeNeH [IEH3 CIICABA J]a HMAT MT0-BHCOKA
AHTQKUPAHOCT KbM OOIIECTBEHO 3HAYMMH TeMH W TpoOiemMu BhoOme. B
obcera Ha TE3W TEMHU IOCTaBsAME COIHAIHO OTrOBOpHATA JCHHOCT Ha
M3cleIBaHaTa OU3HEC OPraHU3aIus, KOSTO € OPHECHTHPaHa KbM BhBIMYaHE
Ha TIOTPEOUTENS, T.€. OTACTHUAT UHIUBHUJI € AHTKUPAH C MUCHJ U ICHCTBUS
Jla TMoJIroMara CBOCTO M OOIIECTBEHOTO ONArochCTosiHUE. PecroHeHTHTE
CbC CpeIHO o0Opa3oBaHWE, KOUTO ca 3alO3HATH C WHHUIMATHBUTE Ha
M3CleIBaHATa KOMIAHUs, ca WH)OPMHUPAHH CHIO OT HEHHUS OQUIIHAIICH
CauT.

AHanmu3upaliku pe3yNTaTUTe OT aHKETAaTa, MOXKEM Jia 3aKIIOYHMM, Ye
HAi-rOJIIM € MPOICHTHT HAa BUCIIMCTHTE, KOMTO HE Ca 3all03HATH ChC
COI[MATHO  OTTOBOPHUTE WHUIMATUBH. Te ca Hai-3amo3HaTd ¢
WHUIIMATHBATA, CBbpP3aHA C TOAKpena Ha bbirapckata BoneiibomHa
¢denepanus — 73%, KaTo TyK U3MOJI3BAHUAT UM HHPOPMALIMOHEH U3TOYHUK

ca TelIeBU3MOHHUTE peknaMu — 21%, u opummanaus cait — 19%. [lpuunna
36



BJIMAHUE HA KOPITIOPATHBHATA COLUAJIHA OTTOBOPHOCT (KCO) BbPXY
UMUIKA HA BUSHEC OPTAHU3ALUSATA /ABTOPE®EPAT/

3a TOBa MOXKE /Ia CE THPCH B MO-TOJSIMOTO HACHIIIaHe Ha eupa ¢ peKIaMHH
cbobmieHus 3a konkpernata KCO uHuIMaTHBA Mpe3 MOCIeAHaTa TOANHA.

Haii-manko BucmmcTuTe ca 3amo3HaTd C MHULIMAATHBaTa 3a
penmkInpane Ha miactMaca — ,,RESet Plastic — 57%. Te3u ot TsX, KOUTO
ca MH(QOpPMHpAHH 3a KaMIIAHWUATA, Ca IO HANpPaBWIM OT OQUIUAIHUS
yeOcaiiT Ha komnanusTa — 19%. Haii-Manbk e mpoleHThT 0T HHPOpMUpaHH
ype3 YouTube kanana Ha xomnanusara — 1%. V3BonbT, KoWTO MOXeM Ja
HampaBUM, €, Y€ KaMIIaHWsATAa WMa Hal-HUCKA CTEIEeH Ha Oo0XBaT Ha
HOTpe6I/ITeHI/ITe qpe3 O(bI/IHI/IaJ'IHI/ITe JUTUTAJIHW KaHAJIM U COUAJIHU MEAUHN
Ha OpraHM3aIUsTa.

OtHocHo kamnanusTa ,,Tu u Lidl 3a mo-1006p ®KUBOT™ U aHKETUPAHUTE
BUCIINCTH ca peructpupanu 27%, KouTo ce nHHOpMHUpAT OT OPHUIIHATHUS
caiit na Lidl. IlpaBu BmeuaT/ieHHe, Y€ NPOIEHTHT Ha HE3aMO3HATH C
nHMnuatnBata cpex Tax e 42%. Cpen pecmoHISHTUTE CBhC CPETHO
o0pa3oBaHNe HA-TOJSIM € IETBT HAa HeWH()OPMHUPAHH 32 KaMITaHUATA ,, | ¥ 1
Lidl 3a mo-mo6wvp >xkmBOT®, a mMeHHO 38%. Cnex yeOcalWTBT KaTo
rH(opMaIMoHeH N3TOYHUK TYK C€ HapexaaT cenMudHata Opormrypa (13%)
1 nHbopManusTa Ipu nocemesue B marazuna (11%).

Kakto w mnpum Bucmmcrute, Omm3o monoBuHata (45%) or
PECTIOHICHTUTE ChC CPEOHO OOpa3oBaHME HE ca 3aMO3HATH C KaMIaHHSTa
,,REset Plastic. Mudopmupanute oT caiita Ha Kommanusta ca 19%, cien
KOHTO C€ HapeKaaT MH(OOPMUPAHHUTE Upe3 MmocelieHre B Marasuxa — 13%.

3a kaMmaHusATa B omkpena Ha beiarapckaTa Bonetibomaa denepanms,
aHKeTHpaHuTe ce uH(OpMUpAT Hail-Bede OT oHUIHATHHS CcalT u
TeNeBU3HOHHUTE peknamu. Heszamosnature ¢ mHuimatuBara ca 40% ot
pecionentute. Cren aHamM3 Ha peE3yIATATUTE MOXEM Ja IMOTBBPANM
Xwurmoresa 8, cropern KoATo He ce HabIojaBa yCTaHOBEHO MHEHHE OT CTpaHa
Ha morpeduTenute oTHOCHO akTyamHu KCO akTuBHOCTH.

5. lo3HaBaHe HA IPYTM COLUATHO OTTOBOPHHM KAMIIAHUHU

EnBa nmerrMa OT BCHYKH PECIIOH[IEHTH Ca OTTOBOPHIIM, Y€ MTO3HABAT U
IpyTH, OCBEH TMOCOYEHUTE COLMATHO OTTOBOPHU KaMIIAHWU Ha
opranm3anusTa. ToBa cmabo0 HMBO Ha TIO3HAHWE Cpel MOTpeOuTeNnuTe
npeaBua pasHooOpasuero Ha kammnanuu 3a KCO moxe na ce obscHH c
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HeloCcTaThYHa TOMYNApH3aldsi B CpaBHEHHE C HH(OPMAIMOHHOTO
HacCHIIaHe 33 PEryIApHO MPOBEKIAHUTE KAMITaHUH, KOUTO pasriiegaxme mo-
rope.

6. BansgHMe Ha coUMAJIHO OTrOBOPHUTE [JelfHOCTH BbPXY
NOTPeONTEJCKOTO NOBeeHne

Wnesta Ha TO3M BBIIPOC € JIa MPOBEPUM Jlall KOMITAHUATA YCIsBa Jia
nosiuge upe3 cBoute KCO wHHMIMATUBH BBPXY TOBEAEHHETO Ha
norpeoutenute. [IpUTECHUTENHO €, 4Ye TPOLEHTHT Ha PECIOHICHTH,
OTTOBOPMIIH C ,,He Mu Briusie™ e moBeue ot monoBuHaTa — 59%. Te3n maHHu
ca CBBbp3aHU C HMBOTO Ha IO3HABaHE HAa KaMITAHUUTE U KOPECHOHIUPAT C
pe3yiTaTHTe OT aHAIM3a Ha MIPEIXOJHUTE JIBA BBIIPOCA.

= Kynyeam noeede NpoaykT,
CBBLP3aHH ChC COLMANHO
OTTOBOPHUTE WHULMATVEM

HpeanounTam MarasuHuTe Ha
Lidl npeg ocraHanute
THProBCKA BEPUTU B MOA rpaf,
MMEHHO 3apagv HellHaTa
KopropaTuBHa coLmanHa
OTTOBOPHOCT

MpegnounTtam mapkata Lidl
npef, OCTaHaNMTe ThProBCky
MapKu, UMEHHO 3apaan
HeliHaTa kopnopaTuBHa
coljuanHa oTTOBOPHOCT

®He mun BNnAAT

@Duzypa 6. Bauanue na KCO ébpxy nompedumenckomo nosedenue
Haii-ManbK € IpoUEHTHT OTTOBOPUJIM, Y€ Ca 3aOYHAIU Ja KyIyBaT

MOBEYE MPOIYKTH, CBBP3aHH CHC COLMAIHO OTTOBOPHHUTE WHHUIIMATHUBH —
10%. IlpennountaHre KbM MapKaTa pel KOHKYpEHTHHUTE u3siBsABaT 14% ot
pecrionnenTute, a 17% ca Te3u, KOUTO IpennoyuTaT Marasuaute Ha Lidl
Ipel OCTaHAJINTE THPrOBCKU BEPHTH 3apaayl COLMAHATA OTTOBOPHOCT Ha
OW3HEC OpraHu3aIHsITa.
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9
120% ® He mu BnnaaT

100% —.
80% -+ I I I [ Mpegnouutam mapkara Lidl npen

OCTaHanuWTe TbProBCKU Mapku,
WMEHHO 3apaau HeitHaTa
27% KopnopaTuBHa couuanHa

OTrOBOPHOCT

40% - = MpeanoyuTaM MarasvHuTe Ha Lidl
npeg ocTaHanuTe TbproBcku
BEPUr B MOS rpaA, IMEHHO

20% 3apajgu HellHaTa kopnopaTBHa
couuania oTroBOPHOCT

0% = Kynysam noseude npoaykTy,
o T

CBBbP3aHK CbC coLnanto
18 - 24r. 25 - 34r. 35 - 44r. 45 - 54r. Hap 55r. OTFOBOPHUTE UHULMATUBH

60% ——

Queypa 1. Bauanue na KCO ébpxy nompedumeickomo noseoeHue
no év3pacmosu zpynu
B otroBopute Ha peCOHACHTHTE BHB Bb3pacTroBarta rpyma 18-24 T.

Hai-ToJsIM mpoueHT (22%) ca OTTOBOPHIIN, Y€ MPEeANOoYNTaT Mara3uHuTe Ha
Lidl umeHHO 3apajau colldajiHaTa OTTOBOPHOCT. Haii-ManbK € MpOLeHTHT
(12%) cpem Te3m PECIOHAEHTH, HA KOWUTO COIMAIHATa OTTOBOPHOCT HE
BIIUSi€ B CpaBHEHHE C OCTaHAIMTE BB3PACTOBU Tpynu. M3mbKkBa
TEHICHITUATA, Y€ PECIIOHJICHTUTE Ha BB3pacT MEXIy 25-34 ronuHH B II0-
rojsiMa CTeleH B3UMaT Mo BHUMaHHE COLIMATHO OTTOBOPHATA JICHHOCT Ha
KOMIIaHMATa B Ka4eCTBOTO CH Ha morpedutenn. Tasu pediiekcus BepoITHO
Ce 3aCHJIBa OT KaHAJUTE 32 KOMYHHUKAIUS, KOUTO MU3IOJI3BAT BKIFOYUTEITHO
u 3a na ce napopmupat 3a KCO kammanmm. CiaenBa obade Aa ce TTOMHUCTH
[0 KakbB HAYMH TE3W HWHHIMATHBH MOTAT Ja Cc€ MOMyJISpH3UpaAT Cpel
PECIIOHIEHTUTE BHB BB3PACTOBHS IHAIA30H OT 35 MO0 Ham 55 TOmWHM.
AHaNMM3bT HA JaHHUTE OT TO3W BHIIPOC HU J1aBa BH3MOXKHOCT YACTHYHO J1a
OTXBBPJINM XHUMOTe3a 9, 4e MOTPEOUTENUTE CE BIHAAT MOBEICHUYECKH OT
KCO peitnocrTa.

7. AHra:KUPaHOCT KbM COLUAIHO OTTOBOPHA HHULIMATUBA

[lo moBox aHTaX)MpaHOCTTa HA PECHOHJEHTUTE KbM KOHKpETHA
COITMAITHO OTTOBOPHA WHUIMATHBA, €Ba 5% OT BCHUYKH PECIOHJEHTH ca
MTOCOYMIIN WHUIMATHBH, KbM KOWTO Ca JIMYHO aHTaxwupaHHW. [laHHWUTE OT
HallleTo W3clie[[BaHe o0ade IMOKa3BaT, Y€ JOpU W I0-00pa30BaHHUTE OT
M3CcIeBaHaTa ChBKYITHOCT HE Ca JIMYHO aHTaXXUPaHu KbM KoHKperHa KCO
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WHULMATHBAa BBIPEKH Y€ ca PErylsipHd TNOTpeOuTeNM Ha Mapkara.
AHanu3bT NOoTBBpKAaBa Xumoresa 10.

[TomoXXUTEMHOTO B OTTOBOPUTE TYK €, Y€ HsIMa pPErUCTPUPAHO
OTpPULIATENHO BIUSHUE, KaTo 66% OT pEeCNOHAEHTUTE ca MOBIMSIHU
MOJIOKUTETHO OT COI[MaJiHaTa OTTOBOPHOCT Ha KoMmmaHusTa. Tasu
uHpoOpMaUsl MOTBBpXkKAaBa Xwumoreda 11, dYe OTHOIIEHHETO KbM
KOMIIaHMSTa CE€ BIMs€ B IOJNOXKHTENEH acmekT. Haii-mHOoro ca
PECTIOHICHTHUTE TOBJIHSIHU MTOJIOKUTETHO BBB Bb3pacToBa rpymna 18-24 . B
Haii-Hucka creneH BiugHue Ha KCO wHUIMATHBHTE C€ OTYMTAa MpH
pecoHIeHTHTE MeKay 45-54 1. (41%).

100% - —

80% -
He mun Banae

60% -
40% - B OTpuuatenHo
20% -

M [1oN0OXUTENHO
0% L T T T T

18 - 24r. 25 - 34r. 35 - 44r. 45 - 54r. Hag, 55r.

@Duzypa 8. Bruanue na coyuanno omzo80pHune UHUWUAMUGU 8BPXY
OMHOWIEHUEHO KbM MAPKAMA RO 6B3PACHOGU 2DYRU
AKO pa3rpaHUYUM pPECTIOHIAEHTHUTE 110 TPHUAOOWTa CTENeH Ha

o0pa3oBaHue IPaBU BIEYATIICHUE, Y€ HAW-TONAM € AETBT BHUCLIMCTH, Ha
KOHTO COIIMAJIHO OTTOBOpHATa JAEWHOCT Ha KoMIaHusATa He Bimse (52%).
Hoxkato 39% ot pecrionneHTUTe ¢ Buclie oOpa3oBaHue u 51% ot Te3u cbe
cpenHo oOpa3oBaHME ca MOBIMSIHU IOJOXKUTEIHO OT COLMAIHO
OTTOBOPHUTE MHUIIMATHBH Ha KOMITaHUSATA.

OBOBLIEHUSA

Cnen HampaBeHHTE NPOYYBAaHUS MOXKEM Ja 3aKIIOUUM, 4e
KOpIOpaTWBHAaTa COLMAjJHAa OTTOBOPHOCT € TpalHO 3ajerHana B
CTpaTeruuTe Ha BCHUKU U3CIeABaHU On3Hec opranuzanuu. KomyHukanusara
Ha npaktukure no KCO e HeoOxoauma WMEHHO 3a aHTaXHPAaHETO Ha
3aMHTEPECOBAHNUTE CTPaHM, KOMTO HMAaT BCE IOBEYE OYAKBAHHS KbM
kommnanuute. [lobpe komyHukupaHata pneiiHoct mo KCO moxe na

AOMPUHECE KbM IMOJIOKUTCIHUA KOPIIOPATUBCH HWMHUK. OpFaHI/ISaI_[I/II/ITC
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M3MOJI3BAT PA3HOPOJHU KaHAIM 3a KOMYHHKAIMs 3a JOCTUTaHE Ha
MaKCUMaJieH Opod 3aMHTEPECOBaHM CTpaHW. BCHYKM KOMYHHKAI[MOHHHU
CICIUAINCTH B WH3CieABaHWTe B FEtam 2 opranusanud HaMupaT
JICMOHCTPUPAHETO Ha 3arpUKEHOCT KbM 3aWHTEPECOBAHHUTE CTPAHU U
JOOpUTE B3aMMOOTHOIIICHHUS C TSAX 33 CBOS CTpaTermyecka 3aaaja.

3abens3Ba ce pa3MUHABAHE MEKIY ICTUTE Ha OpraHU3alMsiITa I10
OTHOIIICHHE HAa BBHIITHUTE M 3aMHTEPECOBAHU CTPaHM (IEMOHCTpUpPAHE HA
3arpm’>KC€HOCT U BKIIOYBAHETO UM B ILI/IaJ'IOF) " pCaIHOTO UM IIPOSABIICHUEC.
Cnen ananu3a Ha nmotpedurenure B ETan 3 ot nmpoydyBaHeTo c€ yCTaHOBH, Y€
nurcBa MHQOPMHUPAHOCT OTHOCHO €XKETOJHO MPOBEKIAAHU U PEryJspHO
komyHukupann kammaauu 1o KCO. CroxmeneHuTe TO3WIMU HA
PECIOHACHTUTE OT U3CJIeBAHUTE OpraHU3all|K 1aBaT sICHOTA 3a ISJIUTE Ha
KOMYHHUKalusATa 110 KCO, a UMCHHO ITOJIOKHUTCIHUTEC B3aMMOOTHOIICHUSA
ChC 3aWHTEPECOBAHWTE CTPAHW M HWHHUIMUPAHETO Ha JHAJior, KOETO
HEMHUHYEMO Il JOTIPIHHECE 10 MOJIOKUTENEH KOPIIOPATUBEH HMHUJIK.

OOpatHata BpB3ka € KIIOYOBA 33  aHAJNM3UPAHETO  HA
B3aMMOOTHOIIIGHHTa C IeNeBuTe Nyonmuku. MIMeHHO TS € emHa OT
JonupHUTe TOYKM Mexnay wvumka u  KCO. JlmamormdHoctra B
OTHOIIEHMSATa CBhC 3AMHTEPECOBAHHUTE CTPAaHH € BaKHA W IleNieBa 3a
opranmzanuute. Ts ce ochlecTBsBa moAa (opMara Ha TUPEKTHU CPEHId U
AHKETHH JONHUTBAHMS. 3a OPraHU3alMUTE € CBHIIECTBEHO BaXXKHO KAaKbB
epekr e mpemusukana TsaxHata KCO OeWHOCT M mainw TS € C MpaBHIICH
(hoxyc cnpsMO OYaKBaHWATA HA 3aWMHTEPECOBAHHWTE CTPaHH. 1e ChINO ca
CpeI acleKTUTE Ha B3aMMOJAEHCTBUE MEXIY COI[MATHATA OTTOBOPHOCT H
nvupka. [lpaBuaHOTO MM HAeHTH(HUIMPaHe 3a€AHO C aHAN3 Ha TEXHHUTE
V3WCKBAHW U OYaKBAaHUS KbM COLMATTHATA OTTOBOPHOCT HAa OpTaHH3AIHASTA
Ouxa JNONPHUHECITH 3a Ch3/IaBaHE Ha CIIONIENIEHA CTOWHOCT M TOJOXKHUTEIeH
KOPIIOPAaTUBEH UMHJIK.

C oryen Ha TOCTAaBEHNUTE B TUCEPTAIIMOHHUS TPY/ e U 3a]]a9H, KAaKTO
W TpenBuj] pondara Ha e(pEeKTHBHOTO KOMYHHKHpPaHEe Ha COIMAITHO
OTT'OBOPHUTE TMPAKTHKH, 0a3WpaHO Ha TOAYEPTAHWUTE JABYCTPAHHH TIOI3U
M3roTBUXME Hapwvunux 3a KOMYHUKAYUs HA KOPNOPAMUBHANA COYUATHA
omeoeopuocm. llentra Ha HapbuHuwka e QoKyc BBpPXy IUANOrMYHATA

41



BJIMAHUE HA KOPITIOPATHBHATA COLUAJIHA OTTOBOPHOCT (KCO) BbPXY
UMUIKA HA BUSHEC OPTAHU3ALUSATA /ABTOPE®EPAT/

coiHocT Ha KCO 0T cTpana Ha KOMYHUKAIIMOHHUTE CIICHMAIUCTH, KAKTO U

MO-yJICCHEHO HWACHTU(UIMPaHEe Ha 3aUHTCPECOBAHUTE CTPAaHU U

MPEBPBIIAHETO UM B aKkTHUBHHM NyOnukw. [loguepraHo € 3HAYEHHETO Ha

oOpaTHaTa Bpb3Ka B KOMYHHUKAIMATA ChC 3aMHTEPECOBAHHMTE CTPaHU U

MOJI3UTE OT MPAaBUIHOTO KOMYHUKHpaHe Ha npaktukute no KCO.
3AKIIOYEHUE

Wnesita, 3am0xKeHa B HACTOSIIIHS TUCEPTAIIMOHEH TPY/I, €, U UMa TSACHA
Bph3Ka MEXKy KOPIIOPAaTHBHATA COI[MAIHA OTTOBOPHOCT U (JOPMHUPAHETO Ha
MOJOKUTEJIEH KOpIopaTuBeH UMHK. JleiiHocTMTE 1O  coluanHa
OTTOBOPHOCT  JIONPHUHACAT 3a TMO-A00pM  B3aMMOOTHOIIEHHUS  ChC
3aMHTEPECOBAHUTE CTPAaHU M CHOTBETHO OMXa MOAOOPHIIM IJIOCTHOTO
KOPIIOPAaTHBHO TMpEACTaBsiHEe. B xoma Ha TEOpETUYHHUS aHAIM3 W Upe3
EMITMPUIHOTO MPOYUBAHE YCIISIXME JIa 3aTBBPIUM U (POpMyIUpaHaTa OT HacC
Te3a, 4ye emHoBpeMmeHHHTe AcicTBUA mo KCO w wm3rpakmaHero Ha
KOPIIOpaTHBEH WMHK W TAXHOTO ILEIEBO KOMYHHUKHpPAHE ChbC
3aMHTEPECOBAHUTE CTPAHHU BOJIH JI0 MOJIOKUTENEH KOPTIOPATHBEH UMHUTK.

KopnopatnBHaTa conuanHa OTTOBOPHOCT C€ TPEBPHINA B YCIEIICH
YIpaBIEHCKH MO B IMOAKPENa Ha MOJIUTHKATE 32 YCTOMYUBO Pa3BUTHE B
ceeroBeH mamad. [leitHoctuTre mo KCO oT cTpaHa Ha opraHu3amusTa ca
pasxon, HO ce 3a0emnsi3Ba IMOJIOKUTENHA TEHACHINS KOMIIAHWHTE /a TH
BB3MpHEMAaT KaTo JUBUACHT U Jla BiIaraT BCE TIOBEYE CPEICTBA B COI[MATHO
OTT'OBOPHY WHHITMATHBH. B3eMaiiku mpeaBu MpOMEHUTE B CpeAaTa, B KOATO
M3BBPINBAT JEHHOCTTA CH, TE TPSOBA Ja pabOTAT KaKTO C IIeN Ieyanda, Taka
Y 32 YIOBJIETBOpSBaHE HA M3MCKBAHUATA HA 3aMHTEPECOBAHUTE CTPAHH U J1a
CrHa3BaT 3aKOHOBUTE Pa3openou.

ComnmaHaTa OTTOBOPHOCT Ha OM3HECA B HAIIM THU CE BB3MPHEMa KaTo
HEMHIHYEMa YacT OT CTPATETHHTE Ha BCSAKA €IHA yCIelHa opranu3anus. OT
€/lHa CTpaHa, OpPTaHW3aIUATAa WMa aHTAKUMEHT KbM H3ITBIHSIBAHETO HA
3aKOHOBHTE W3UCKBaHWSI, KOHUTO TEIST MTOBHIIIABAaHE Ha
KOHKYPEHTOCIIOCOOHOCTTa H  YCTOMYMBOCTTa, W  IIOIKpema  3a
peann3upaHeTo Ha COLMWAJHHUTE MEIH W aHTOXUMEHTH Ha YCTOHMYHMBOTO
passutue. OT Ipyra cTpaHa, OM3HECHT TPSAOBa IMPABIITHO Ja UIACHTU(UIINPA
CBOWTE 3aWHTEPECOBAHU CTpaHW H Ja paboTH C HaesiTa Ja yJOBIETBOPH
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TEXHUTE U3UCKBAHUS ChOOPAa3HO CBOMUTE LM, MPEBPHIIAHKY TH B aKTUBHH
myOnuKH. 3aMHTEpECOBAaHUTE CTPAHU Cca M3MPaBeHH Ipel Obp3u pelleHHs
BBB BCE NIO-IMHAMHUYHA cpesia. J{eficTBUETO Mo COLMAaNHO OTTOBOPEH HAUYMH
rapanTvpa, 4€ OpraHu3aluUTE Ca BB3NPUCIIN CTUYHMU CTAaHJApTH HOpPH
B3EMaHETO Ha YNpaBieHCKH Ou3Hec pemieHus. [IpeBpblnanero Ha Ta3u
NPUBWICTHS B MHIMBUAYallHa OTTOBOPHOCT IIPU B3€MAHETO Ha PELLICHUS
HacbpuaBa MH(pOpMHpaHUs JndeH n30op. ToBa OT CBOS cTpaHa Ch3laBa
peuunpoyHa Bpb3KAa MEKIY COIMATHO OTTOBOPHOTO IIOBEJCHUE W
HachbpyaBa KyJATypaTa Ha COI[aIHO OTTOBOPHO MpejiaraHe, moTpedieHne u
MOBEJICHUE.

OTroBOpHOTO KOPIIOPAaTHBHO TIOBENEHHE CIPSIMO  OOILIECTBOTO,
pecypcuTe u cpenaTa, B KOSTO Ce pa3BHBAT OpTaHU3alMUTE, CTaBa BCE TI0-
BakeH (pakTop 3a MHBECTUTOPHUTE, aKIIMOHEPUTE U MEHHDKbpUTe. O0ImaTa
uen Ha Bendku aeiiHocTH 1o KCO e cBbp3aHa ¢ pa3BUTHETO Ha YOBEUIKUTE
pecypcu, OnarochbCTOSHHETO Ha OOIIECTBOTO, OMAa3BAHETO HA OKOJIHATA
cpefa M CHa3BaHETO Ha IPWIOKUMHUTE HAIlMOHAJIHU U MEXAYHAPOIHU
3aKOHM U CTaHAAPTH.

Cnen aHanmu3 Ha IIPOBEACHUTE CTAHJAPTU3MPAHU UHTEPBIOTA
YCTaHOBUXME, Y€ UMa pelulla JoOpH NPaKkTUKU B bbiarapus or crpaHa Ha
YaCTHU KOMIIAaHUHM C TOJISIM OpOH CITy’KUTEIH, OCh3HABAIN BB3ACHCTBUETO
CH BBPXy OOLIECTBOTO W OTAEISAIM (MHAHCOBU, HOBEIIKM U BPEMEBHU
pecypcu 3a Ch3AaBaHE W W3IBJIHEHWE Ha pasznuaHu AerHoctn mo KCO.
YcraHoBH ce, 4e possiTa Ha BhHITHUTE 3aMHTEPECOBAHH CTPAHU CE OCh3HABA
KaTo MHOT'O Ba)KHa B ITpOIIeca Ha Ch3JaBaHe Ha IMOJI0KHUTEIECH KOPIOPATUBEH
UMUK, Bpb3kaTa ¢ TAX c€ ChCTOM OT HeMaTEepHalHH, €MOLHOHATHH H
MICUXOJIOTUYECKU BB3NPUATHA. Ta3u Bpb3Ka € KOHCTPYKTUBEH €IEMEHT Ha
OTHOLICHUSTa MKy OM3HEC OpraHM3alysATa U HEHHUTE 3aUHTEPECOBAHU
cTpaHH, KouTo ca yuactHuuu B ooma KCO mern, 3a KOsITO BCsIKa OT CTPaHUTE
nojara ycwius. Y iBeTe cTpaHW ca paBHONPABHHM YYAaCTHHIM B AMANIOra,
KOETO ce BIIMCBAa B oOLIaTa M yCHJIMATA UM Ja ObJaT HACOYCHU KbM
TBhpPCEHE M IIOCTUTAaHE Ha chriacue. Bp3MOXHOCTTa 32 KOMIIPOMHC € IIPaBO
Ha BCHUYKH CTPaHHM, HO € M MOpPAJHO 3aJbJDKCHHE TOH Ja ce NpaBU B
CBbOTBETCTBHE C OOIIECTBOTO M HEroBOTO OnarochcrosiHue. ToBa e
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CMUCBJIBT, ChpPIIEBUHATA HA OpraHU3allMOHHATAa KOMYHUKAIIWS, aHTa)KUpaHa
C KOpIOpaTUBHATa COI[MAIHA OTTOBOPHOCT.

AHT2QXUMEHTHT KbM 3aMHTEPECOBAHUTE CTPAHH O3HAYABA MOIIbPIKAHE
Ha B3aUMHO MOAKPEIISIIY C€ U OTTOBOPHU OTHOIICHUS KbM HHTEPECUTE U
ouakBaHuATa UM. [10 TO3M HaYMH KOMIAHUUTE MOTaT J1a MOCTUTHAT LIETUTE
CH 3a TIO3UTUBEH UMUK B IBITOCPOUCH IJIaH U J1a MpUiiarat MOJUTUKH 33
COLIMAJIHA OTTOBOPHOCT, KOHTO BKJIIOYBAT 3aWHTEPECOBAHUTE CTpaHHU.
Komynukupanero Ha nonutukute 3a KCO oT opranu3zainTe € CBbp3aHo ¢
eIVH OT HaWl-BaXHUTE AacCIEKTH Ha IMPIJIAraHETO Ha KOHIICMIIUHUTE 3a
COIlMaJHa OTTOBOPHOCT — camMaTa OpraHu3alus TMO3BOJSBA HA
3aMHTEepecOoBaHaTa IyOJIMKa J1a YIpaKHSBAa BBHINEH KOHTPOJ BBPXY
HEHHOTO OTT'OBOPHO TMOBEAcHNE. TOoBa HA JJaBa OCHOBAHHE Ja MOAYEpPTaeM
KIIFOUOBaTa pOJISl Ha SICHATA, JABYIOCOYHA M TMPOAKTUBHA KOMYHUKAIIHS
orHocHO KCO kaTo akTuB 3a OM3HEC OpraHu3aluuTe. AKTHB, KOMTO Te
TpsiOBa J1a Ch3/1aBaT, MOAIbPIKAT U PA3BHUBAT.

CrnenBa nma momdepraeM M 3HAYEHHETO Ha COILMAJHO OTTOBOPHUTE
oTpeOuTeNN 32 (POPMHUPAHETO HA OIATOIPUATEH KOPIIOPATHBEH UMUK, Te
ca merneBa MyOnMKa 3a BCSKa €JHA COIMAIHO OTTOBOpHA OpTaHU3aIlusl.
[TokazaTenHO OT JaHHWTE Ha HAIIETO M3CJIEIBaHE €, Y€ MHUIMHPAHETO Ha
oOpaTHa BpB3Ka OT KOMYHHKAIIMOHHUTE CIENHAIUCTH KbM BBHHIITHU
3aMHTEPECOBAHM CTPAaHU € IPUOPUTET, a CHIIO U Y€ Ta3u oOpaTHA Bpb3Ka ce
aHaNM3Wpa ¢ I[en Mo-Io0po KopropaTUBHO mpencTaBsHe. DOKychT Ha
OpTaHM3allMUTE TPsOBa Na € BBPXY HACHTHU(HUIIMpAHE Ha aKTYaIHUTE
MO3UIINM W HArJIACH Ha IMOTPEOHTENHTe, KOETO MOXKE Ja JONpUHEce 3a
BBBEX/IaHETO Ha MHOBAIIMH, TPOMEHH B COIIMAITHATA CPENIA M YTBHPKIaBaHE
Ha COIHWAHUTE IIEHHOCTH. AHT2)XHPAHETO Ha Pa3HYHUTE TPYIH
3aMHTEPECOBAHN CTPAHH BOAM 10 MHOXKECTBO IIONI3M 32 OpPTaHW3aIUATA, a
HMMEHHO I10-100po yIpaBJIeHHe Ha PUCKa, TOJJ00psIBaHe Ha cpeaaTa, B KOsITO
passuBar geriHoctta cu. KCO mpennara Habop OT IIEHHOCTH, KOUTO IIE
Ch3/aJaT MO-BUCOK CTaHIAPT HA KHUBOT, IMO-XapPMOHUYHO OOIIECTBO W I
MO3BOJIAIT MPEXoa KbM yCTOWYMBA MKOHOMHYECKAa cucTeMa. Becuuko ToBa
JOKa3Ba 1O Oe3CropeH HaynH e(QEeKTUBHOCTTa Ha JEHHOCTHTE TI0
KOPITOpaTHBHA COI[UAIHA OTTOBOPHOCT BBPXY KOPITOPATUBHUS UMUK,
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IMPUHOCH:

1. Wnentudunupanu ca 6a30BH acleKTH HA B3aHMMOJICHCTBUE MEKIY
KOpIOpaTvBHATa COLMATHA OTTOBOPHOCT W KOPIOPAaTHBHUS WMHIDK B
KOHTEKCTa Ha TNpakKTHKaTa Ha OM3HEC OpraHW3alMUTe M BH3 OCHOBA Ha
CHHTE3 W aHaIW3 Ha TEOPETHYHU KOHIENIHMA W HAYYHO-TIPHIIOKHH
W3CleIBaHus B 00JacTTa.

2. Peanusupanun ca TmMOeTamHO TPU CAMOCTOSITEIHU EMIUPHYHH
W3CIIeIBaHUS B CHHEPTHYHA BPB3Ka C U3BEACHUTE TEOPETHYHH 000O0IIECHHS,
MOCBETEHN Ha KOPIOPATUBHHUTE MPUHIIUIK U MPAKTUKH B MOJIUTHKHUTE IO
KOpIIOpaTHBHA COIMAIHA OTTOBOPHOCT U U3TPaKJaHe HA MMHUIK.

3. Ipoydenu ca KOpOpaTUBHUTE MPAKTHKH Ha BOJIEIN OpTaHU3aIIH
B pasHooOpa3Hu Om3Hec cdepu KaTto CBOeoOpa3eH WJEeH IEHTHP 3a
CBIIOCTABUTENCH aHallM3, KAKTO W 32 KOHTHHIONTET B EMIHpPUYHATA
MpaKkTHKa TpU TUIAHUpaHe W peanu3upaHe Ha Obaemy pa3paboTKH,
CBBP3aHH C YCHBBPIICHCTBAHE HA KOMYHUKAIIMOHHOTO B3aUMOJICHCTBUE Ha
KOpIIopaThBHATA COI[UAIIHA OTTOBOPHOCT BHPXY HMHU/KA Ha KOMIIAHHUHUTE.

4. V3BeeH U TUCKYTHUPaH € MPoOJIEMBT 32 HEOOX0IUMOTO €(h)EKTHBHO
JIBYIIOCOYHO B3aMMOJICHCTBUE MEXKTy OM3HEC OPraHU3aAIMUTE U BHHITHUTE
3aWHTEPECOBAHM CTpaHHW, KaTro 3Ha4yuM (akTop B KOHCTpyHUpaHE Ha
KOpIopaThBHATA COIMATHA OTIOBOPHOCT W HeWHaTa pedieKkcus BBPXY
UMUJIKA.

5. Hzpaborena e MeTOIOIOTHYECKA PAMKa 32 ChecTaBsiHe Ha HapbuHuK
32 KOMyHUKHPaHE Ha MPAKTHKU IO KOPIIOPATUBHA COI[MAITHA OTTOBOPHOCT
ChC 3aUHTEPECOBAHU CTPAHHU.

6. UsrotBen e HapbuHWK 3a KOMyHUKHpaHE Ha TPAKTUKU IO
KOpIIOpaTHBHA CONMATHA OTTOBOPHOCT ChC 3aMHTEPECOBAHH CTPAHH.
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NYBJIUKALIUU 11O TEMATA HA TUCEPTALIUSITA

1. Konuenmus 3a KopropaTuBHa COLMAIHA OTTOBOPHOCT — TEOPHU H
monenu, Cooprux Ookiadou om loouwHa YHUGEpCUMEMCKA HAYYHA
xoH@pepenyus na Hayuonanen Boenen Yuusepcumem ,, Bacun Jlescku“, B.
TwpuoBo, 2020, ISSN 2367-7481, cwaBTOp: Ti. ac. a-p. JlroGomupa
Xpucrosa

2. ConpanHo OTrOBOPHO IIOBENEHHE Ha OHM3HECA M YCTOMYHMBO
passutue, CoOopuux Ookaadou om [oouwma yHusepcumemcka Hay4Ha
KoH@pepenyus na Hayuonanen Boewen Ynueepcumem ,,Bacun Jlescxu, B.
TwpHOBO, 2021, ISSN 2367-7841

3. Corporate Social Responsibility Practices of a Business
Organization in Bulgaria in Terms of Pandemic, IBANESS Congresses
Series on Economics, Plovdiv/Bulgaria, March 12-13, 2022, cbaBTop: 1.
ac. a-p. Jlrobomupa XpucroBa

4. AcrniekTH Ha B3aMMOJIEHCTBUE MEXIY KOPIIOpaTHBHATA COLMAIHA
OTTOBOPHOCT W KOpIOpaTuBHUS UMUK, CoOopHux , Ilocmenobarnocm:
Kkpuza u 6voewe” (2023) kvm pazoen ,,/lokmopanmcko yuunuwe u 6-a
Jloxmopanmcka cecus”, bnaroesrpan, 20-21 okromBpu 2022 (mox meyar)

5. KomyHuKaIust 3a KOPIOpaTHBHATA COI[HAIHA OTTOBOPHOCT — MTOJI3U
U BB3MOXHOCTH, HMHTepamcnummumHapHa KoHbepermus "Kynarypau
KOHTEKCTH, TIOJIMTUYECKO Bpeme, (miocopckh MpocTpaHCTBA HA
roctmogeproctTa”, 17-18 maif 2023r., cpaBTOp: TI. ac. A-p Jlrobommpa
Xpucrtosa (o me4ar)

6. Consumer feedback as an alarm system for the CSR of the business
organization, XXI. International Balkan and Near Eastern Congresses Series
on Economics, IBANESS Congresses Series on Economics, Business and
Management-Plovdiv/Bulgaria, March 16-17, 2024, cpaBTop: 1. ac. a-p.
JIro6omupa Xprcrosa
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I. GENERAL CHARACTERISTICS OF THE DISSERTATION

RELEVANCE OF THE TOPIC

In specialized literature and corporate practice, the concept of
organizational social responsibility is strongly influenced by the ideas of
creating value and contributing to the imposition and maintenance of a
favorable corporate image. For the modern company, both the economic
benefits of the activity and the social and ethical responsibilities that it
demonstrates to the parties interested in its activity and society as a whole
are both important.

Social change affects the life of the individual as well as the
development of business organizations. They operate in an extremely
dynamic environment, and in order to function effectively, they must
maintain a balance of relationships with the external environment
surrounding them. More and more business units are demanding and
expecting transparency and promotion of their overall activity. This is
because, seeking only profit, the company runs the risk of disregarding the
ethical norms accepted and operating in the society that gives its approval or
directs criticism. The need for responsible environmental behavior is one of
the first driving forces behind corporate social responsibility* and one of the
most influential and organized social movements.

In 2022, the Global PR Alliance is making a public appeal to
professional PR organizations around the world to support a call by the
United Nations to add a new goal, "Responsible Communication™ to the
Sustainable Development Goals.[1] The essence of responsible
communication is emphasized in several areas, among which are dialogue
about global challenges, freedom of speech, an ethical approach to
organizational and institutional communications, as well as positive and
inclusive language.

At the national level, the importance of socially responsible activities
by business organizations is also taken into account. According to the
Strategy for Corporate Social Responsibility of the Ministry of Labor and
Social Policy (MLSP) for the period 2024-2027, efforts should be directed

Linthe present work, we will use the abbreviation CSR in the sense of corporate social responsibility

3



INFLUENCE OF CORPORATE SOCIAL RESPONSIBILITY (CSR) ON THE IMAGE OF THE
BUSINESS ORGANIZATION / DISSERTATION ABSTRACT/

towards small and medium-sized enterprises and the application of socially
responsible practices such as companies that do not have a large financial
resource and do not show a strong interest in realizing such, and that through
various legal, informational and economic methods.[2] The Ministry
emphasizes the need for companies to be informed about the benefits of
implementing CSR and their ability to be competitive without spending a
large financial resource.

On the other hand, the transparency of the organization is increasingly
necessary in the modern digitalized society, as the groups that are affected
and interested in its activities are becoming more and more physically distant
and territorially dispersed. In addition, it is important that they have the
opportunity to monitor its commitment to society and the environment
through real initiatives, publicity, accountability and adequate
communication channels.

At the European Union (EU) level, there are also a number of
requirements for organizations regarding the presentation of their socially
responsible activities. The European Commission is drafting a Corporate
Sustainability Reporting Directive in 2022, which will come into effect in
January 2024 and requires organizations to develop and present
sustainability reports to their stakeholders. [3] The directive affects large
organizations (which meet at least two of the following criteria: balance
sheet of €20 million; turnover of €40 million and 250 employees on average)
in the EU. It can be defined as a due diligence of corporate sustainability in
order to establish the corporate responsibility of enterprises for compliance
with social and human rights and environmental norms.

The organization's corporate social responsibility activity should be
continuous, measurable and strategically oriented and dialogic in nature.
Something very important in connection with the topicality of the
dissertation topic is the company's commitment to stimulate two-way
interaction with audiences. On the one hand, CSR is a socially responsible
behavior that has its natural course towards the community. On the other
hand, it is the community that, with its problems and interests, interacts with
the organization and can give concrete and specific direction to the topics
advocated inthe CSR policy. Therefore, we believe that the benefits are two-
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sided - those involved in the process of CSR interaction must be aware of
the idea that they need to be active with their active position and possible
roles of communicator and receiver in the process of mutual information
sharing and the formation and realization of CSR policies. Therefore, the
importance of the topics related to CSR and the image of the business
organization, as well as scientific research in the field, will constantly
increase.

OBJECT AND SUBJECT OF THE DISSERTATION WORK

The object of the dissertation is the CSR policy of the business
organization as an element of the process of building a favorable image
among external stakeholders.

The subject of the dissertation is the influence and interrelationship
between the social responsibility of business and the corporate image
through the communication activities of the business organization.

Research thesis

In the current dissertation, the thesis is defended that the awareness of
the importance and necessity of simultaneous actions on CSR and building
a corporate image, as well as their targeted communication with interested
parties, leads to an overall positive image of the business organization.

PURPOSE AND TASKS OF THE RESEARCH

The aim of the dissertation is to analyze the relationship between
corporate social responsibility and corporate image, by examining
communication activities at the level of a business organization and
analyzing their impact on the image of the company among external
stakeholders.

TASKS, RELATED TO THE PURPOSE OF THE
DISSERTATION

1. To trace the development of the idea of corporate social
responsibility and to present a comparative analysis of the studied definitions
of CSR.

2. To present the theoretical dimensions of social responsibility by
examining the models presented in the literature.

3. To reveal the relationship between CSR and corporate image,
making an attempt to formulate one's own definition of CSR.
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4. To bring out the basic aspects through which CSR interacts with the
image of the business organization.

5. To construct and implement an independent empirical study
dedicated to various aspects of the communication CSR policy of business
organizations in Bulgaria.

6. To analyze the attitudes of users as the most numerous external
interested party to CSR activities, highlighting the importance of dialogue in
CSR communications.

7. To synthesize recommendations for effective and involving CSR
communication for external stakeholders of the business organization as an
effective process of dialogic communication and confirmation of its positive
image.

Research methodology

In the course of the theoretical and empirical research, several methods
were used and combined: analysis of specialized scientific sources and
synthesis of concepts and statements related to the topic and purpose of the
dissertation work; collecting primary information through case studies,
standardized interviews and questionnaires among different groups of
respondents.

Limitations of the study

1) The focus of the dissertation work is on one of the basic approaches
in interpreting the term “corporate image". This is the external image
approach, which focuses on the perceptions of the business organization by
external stakeholders.

2) The dissertation research is aimed at organizations that have a
prominent public CSR activity. The focus on them is dictated by the
presumption that the mass messages of these companies have the potential
to cause a large public response and, accordingly, to excite the effect of
contagion among external audiences.

3) The companies analyzed in the empirical study are multinational,
but only those operating on the Bulgarian market were studied.

4) We do not claim to be exhaustive about European directives and
standards for social responsibility and accountability.
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5) The empirical research toolkit combines three research procedures,
with external stakeholders covered in the person of the user group of a
specific business organization.

DEGREE OF DEVELOPMENT

In the field of scientific research in Bulgaria, articles and monographs
have been identified that cover various aspects of the multi-layered nature
of CSR, such as activity, policy or vocation of organizations. Without
pretending to be completely comprehensive, we will summarize the studied
available Bulgarian sources that emphasize different CSR directions through
theoretical overview and analysis, as well as with the help of empirical data.
The developments are dedicated to CSR and sustainable business
development (R. Bakardzhieva, 2010; Zh. Toms, M. Stefanova, 2014; M.
Stefanova, 2018); CSR as a means of increasing trust and reputation (B.
Mitkova, D. Serafimova, 2012); strategic approach in the development of
CSR in Bulgaria (Ir. Slavova, 2013); monitoring and evaluation of CSR (D.
Serafimova, 2009, 2011; V. Petrova, Tsv. Hristova, Yul. Atanasov, D.
Kostova, V. Vasilev, 2013; R. Bakardzhieva, 2015; N. Nikolova, I.,
Yordanova, 2014); effects of CSR (R. Bakardzhieva, 2017); the
management of communications for charity (Ev. Hristova, 2018), socially
responsible branding and customer relations (M. Georgieva, 2019); state of
CSR in Bulgaria (M. Stefanova, St. Mihailov, 2020); business practices and
social media marketing (Ruseva, V., 2020); impact of the Covid-19
pandemic on CSR (A. Zahariev, 2021); trends and innovative practices (D.
Serafimova, 2021).

In the scientific literature, there are quite a few authors analyzing the
benefits of CSR on company image. Among them are Philip Kotler, Nancy
Lee, Archie B. Carroll, Daniel Burstin, Zdravko Raikov, Evelina Hristova,
Justine Toms, Marina Stefanova, Vladimir Mikov. Theoretically, we
consider it necessary to pay attention to the interrelationship between the
organizational policy for planning and implementing CSR initiatives and
building a positive corporate image through communication with external
stakeholders.
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In the course of the theoretical research, no studies were found
dedicated to the interrelationship of CSR-image with the theoretical-
empirical research design planned in the current dissertation work.

Information sources

The main sources of information include scientific works of Bulgarian
and foreign authors in electronic and traditional format. The bibliography
presents a reference to literature in Bulgarian and English, as well as
addresses of the online resources used.

Il. VOLUME AND STRUCTURE OF THE DISSERTATION
The dissertation has a total volume of 260 pages, constructed in an
introduction, three chapters, conclusion, contributions, literature and
appendices. The text contains 37 figures, 4 tables and 2 diagrams. Key
conclusions and summaries are presented at the end of each chapter. A total
of 173 literary sources and 30 Internet sources were used. The dissertation
contains 339 footnotes. The content is as follows:
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I11. BRIEF DESCRIPTION OF THE DISSERTATION
FIRST CHAPTER
ESSENCE AND SPECIFICITY OF CORPORATE SOCIAL
RESPONSIBILITY

In the first chapter, emphasis is placed on the definition and
development of corporate social responsibility, its theoretical aspects and
models, as well as voluntary standards and reporting methods for better
CSR management. It also examines the interrelationships between CSR
and public relations, sustainable development and various social
responsibility initiatives.

In the first paragraph, we trace the development of the idea of
corporate social responsibility. We can also summarize several directions
regarding the effort to define CSR:

» Social responsibility is an invariable part of companies' activities. For
a company to be well received in the environment in which it develops, it
must demonstrate social commitment;

» CSRisvoluntary, but it is necessary for companies to apply it in order
to improve the consequences of their activity;

« Every company must maintain a balance between its goals and public
demands and expectations from it as a corporate citizen;

» Companies' CSR activities must be adapted and aimed at different
groups of stakeholders in order to increase trust in the organization and,
accordingly, improve the corporate image;

» Companies that act beyond legal requirements are socially
responsible.

In the second part of the paragraph, we analyze definitions of
Bulgarian and foreign authors, as well as those of the European Commission
and the World Bank. According to the European Commission, CSR is a
concept where companies voluntarily include environmental results and
social initiatives in their business strategies in dialogue with all
stakeholders.[4] According to the World Bank, CSR is "the commitment of
business to contribute to sustainable economic development and to ensure a
relationship with workers, their families, local government and society as a
whole with the aim of increasing the quality of life that is acceptable to both
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business and development.” [5] Social responsibility is not seen as a
temporary action, but as a sustainable process and activity that helps achieve
a balance between the three pillars of sustainable development: economic
growth, social development and environmental protection. Both definitions
emphasize the sustainability of the organization's corporate social
responsibility actions and its contribution to the prosperity of society.

Based on the studied definitions of the social responsibility of business,
we present a summary in order to derive key words in the definitions:
society, stakeholders, ethics, environment, sustainable development,
philanthropy, financial profit.

In the second paragraph, the dimensions of CSR are traced and
summarized. They are presented quite descriptively by Miroslava Dimitrova
and Ivelina Joveva [6]:

» Charity — spending funds to contribute to society, not to make a direct
profit;

+ Crisis management — prevention of crises threatening the good
corporate image;

* Improving efficiency — activities aimed at improving efficiency,
increasing revenues and reducing costs;

« Improving reputation and image;

» Creation of shared value - CSR is seen as a tool for increasing the
company's competitiveness.

Other authors (M. Stefanova, E. Zahariev, E. Chengelova) also include
development of quality products, actions for human resources in the
organization, product donations, etc.

The third paragraph highlights a number of theories and models
through which researchers attempt to describe social responsibility and its
place in the business organization. Among the CSR models, the following
stand out:

» Archie Carroll's CSR Pyramid, defining the various responsibilities
that any company that wants to be socially responsible has;

« Institutional model of Anna Polyakova - presented in the form of a
pyramid and including obligations of the business organization in the field
of economy, environment and society;
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» The 3C-SR model, according to which companies' commitments to
society are ethical and social, as well as consistent in order to build trust;

» A model that presents the relationship between stakeholder theory and
CSR;

» The humanitarian model, according to which social responsibility is a
moral obligation, a philanthropic responsibility and aims to achieve strategic
business goals that support business and society.

All models emphasize the role of social responsibility in the activities of
companies and the demands of stakeholders and society. Among the
theories that cover the role of social responsibility, the following stand out:

» Stakeholder theory, according to which the parties interested in the
company's activity can both be influenced by the company's activity and
influence the organizational goals;

» The theory of the triple bottom line, which states that companies
should act in favor of their economic goals, but also in support of society
and the environment;

» The theory of legitimacy, based on the relationship between the
company and society and the idea that it is thanks to public approval that
companies continue to operate.

The theories emphasize the important role that social responsibility has
in the activities of companies. The interrelationship between organizations
and their stakeholders is highlighted.

No less important is the role of communication and reporting of socially
responsible activities by organizations. They should adopt standards for
reporting their activity, making it more transparent and visible. The fourth
paragraph presents the voluntary norms and standards that constitute the
foundation of CSR: the Principles of the UN Global Compact, the Social
Responsibility Standard ISO 26 000, the Tripartite Declaration of Principles
of the International Labor Organization /ILO/, the UN Guiding Principles on
of Business and Human Rights, the Global Reporting Initiative (GRI), the
Universal Declaration of Human Rights, the Corporate Sustainability
Reporting Directive (CSRD) and other standards, directives and reports.

The fifth paragraph highlights the relationship between CSR,
sustainable development and public relations. Kotler and Lee's socially
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responsible initiatives are presented. [7] The elements of sustainable
development, its definition and how the two concepts contribute to the
longer-term and harmonious existence of an organization are summarized.

Activities with a socially responsible focus become as important as all
other day-to-day business operations. Corporate social responsibility
influences the formation of a positive corporate image, which is clearly
outlined in the behavior of consumers. [8]

In view of the set dissertation goal, the conclusions of the First Chapter
highlight the idea that business organizations should emphasize in terms of
communication on identifying interested parties and directing professional
efforts to audiences with conscious and active behavior.

SECOND CHAPTER
THE CORPORATE IMAGE AND ITSPLACE IN THE CSR
POLICY OF THE ORGANIZATION

In the second chapter, the importance of the idea of uniting the efforts
of the business organization and its stakeholders in the processes of creating
and developing a positive organizational image through CSR is emphasized.

In the first paragraph, the theoretical framework and approaches to
building the corporate image are explored. In summary, corporate image can
be defined as the beliefs and perceptions of stakeholders about the
company. This makes it easily changeable.[9] It isalso defined as a relatively
stable set of characteristics of the enterprise, formed by the social
environment, having its own internal laws and public status, which makes it
rather intended for society [10]; associated with symbols and values
resulting from a process of thoughts, feelings and past experiences[11]; an
important asset of the organization [12]; direct act of communication
and dynamic organizational portrait [13]; consumer perceptions
based on brand associations. [14]

The formation of the corporate image is a complex process that is
influenced by many factors. According to Graham Dowling [15], they
represent a set of behaviors influencing all aspects of an organization's
communication with internal and external audiences. Once these factors are
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identified, it is easy to determine how they interact with each other to create
a specific positive image of the organization to each target audience.

Characteristics and structural components of the corporate image,
factors and stages of its formation are systematized, and the importance of
the feedback is visualized as a summary and through a model. [16]

In the second paragraph, the value of corporate image and CSR for
the business organization is presented. Theoretical studies in recent years are
increasingly related to the understanding that CSR integrates three types of
company responsibilities: for profit realized through the company's
responsibility; to stakeholders and responsibility to society.

Dimitrova [17] also points out mechanisms according to which CSR
improves company performance and creates added value, namely improved
image, increased customer loyalty and satisfaction, increased staff
motivation, better relations with NGOs, improved PR and setting standards
and good practices in business in general. Herrera’s model [18] is also
presented, related to the reflection of CSR on the competitiveness and
relations of the organization with stakeholders. Directions of the relationship
between CSR and value for the company are: positive impact on reputation,
image and trust; impact on company financial indicators and brand loyalty;
creation of favorable working conditions.

In the third paragraph, the relationship between corporate image and
CSR is explored.

Among the Bulgarian authors supporting the thesis of the relationship
between CSR and corporate image is Milen Filipov. [19] It sees CSR as a
strategic approach through which the organization builds its unique image
and can establish itself as an opinion leader with proactive CSR activity.

The following trends of the relationship between CSR and corporate
image are derived:

» Corporate identity is directly related to corporate image;

» Feedback is part of the process of building a good corporate image
and maintaining favorable relationships on CSR topics;

 The image can be improved by properly directing corporate social
communication to stakeholders;
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» Socially responsible activities contribute to building trust in the
company and have the power to maintain its positive image;

» Practices related to the external and internal environment have a direct
impact on the socially responsible activities of companies.

The fourth paragraph is devoted to the guidelines for CSR
communication in the corporate image building policy. Without
downplaying the quantitative aspect in a company's communication
behavior, we highlight here the quality of its communication initiatives that
are directly dedicated to CSR. In these priority directions, one main task of
the organization in CSR communication stands out: to rely on transparency
and accountability through two-way communication. These principles are
also basic projections of CSR in the policy of building a favorable corporate
image.

Effective communication of CSR activities should ensure
understanding and recognition of the company's value, which has an impact
on the corporate identity and subsequently on the corporate image. [20]

Slavyanka Angelova [21] emphasizes the possibilities of online
communication for more successful interaction between the organization
and the public by overcoming geographical limitations, direct and instant
feedback. Various models are presented visually and textually, among which
are: Podnar's model for communicating CSR; Cutlip, Senter and Broom's
model of the open system in PR; framework of the "four I's" for CSR
communication research, etc.

When communicating CSR, in the context of the corporate image
building policy, we should emphasize several basic directions:

» Preliminary definition of certain communication goals related to
image goals;

» Generating content through appropriate channels tailored to the
needs of stakeholders;

» Developing dialogic communication;

 Creating an emotional connection that keeps individuals active in
their sensitivity to a company's CSR policy.

The fifth paragraph describes the communication models of Morsing
and Schultz [22], which justify three types of strategies. They encompass the
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development from the classic monologue to mutual and dialogue-based
relationships with stakeholders and are: information strategy to stakeholders;
a stakeholder response strategy and a stakeholder engagement strategy.
Communication of CSR practices should be based on dialogue for joint
action to create and give meaning.

In connection with the analysis of theoretical positions and research
traditions made in the Second Chapter, aspects of the interaction between
CSR and corporate image are formulated:

1) Feedback is the first common point of contact between CSR and
corporate image. It is essential for corporate image management through
CSR communication.

2) The second aspect of interaction is the user.

3) Next, we will highlight the stakeholder groups. The commitment
of business to stakeholders is to maintain mutually cooperative relations and
to act responsibly towards their interests and expectations.

4) The fourth point of contact is society. Maintaining a favorable
image among the general public ensures trust, support of the organization
for its actions and its future existence. [23]

5) CSR and corporate image are related to building the corporate
identity. Therefore, to the aspects of their interaction, we can also include
the general direction of their communication activities - inside, but also
outside the organization.

Image formation can be summed up in the idea of self-presentation of
the business organization, which inevitably emphasizes its strengths. This
reflects the image of the company commensurate with those of competitors.
The leading role in building a corporate image can be assigned to corporate
social responsibility, which should be perceived as a strategic approach.
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CHAPTER THREE
RESEARCH THE IMPACT OF CSR ON THE IMAGE OF THE
BUSINESS ORGANIZATION

The third chapter presents the empirical study itself, conducted in three
interrelated stages, followed by an analysis of the information obtained.

In the first paragraph, secondary data from previous studies of socially
responsible business in Bulgaria are presented, highlighting highlights
related to the current dissertation research: the publication of CSR reports;
attestation of employees; linking organizational goals with positive impact
on society; a small share of CSR specialists who are permanently employed
in the organizations.

The second paragraph describes the methodology and design of the
own empirical research, planned and conducted in three stages: 1) case
study; 2) standardized interviews and 3) questionnaire survey.

The aim of the empirical research, which derives from the aim of the
dissertation, is to analyze various aspects of the communication CSR policy
of business organizations in Bulgaria with a focus on building relationships
with external audiences (stakeholders) and maintaining a positive corporate
image.

The tasks are:

1. Identification of the most significant factors and highlights related
to planning and management of CSR communications to external audiences.

2. Defining the role of dialogic communication with external
audiences on CSR topics.

3. Establishing the level of significance of strategic activities in
organizational CSR communication.

4. Establishing the extent to which feedback from external audiences
is reported and analyzed regarding CSR impact.

5. Reporting the degree of influence of a group of factors on the image
of the organization.

6. Research to what extent direct communication with external
audiences on CSR topics is advocated.

17



INFLUENCE OF CORPORATE SOCIAL RESPONSIBILITY (CSR) ON THE IMAGE OF THE
BUSINESS ORGANIZATION / DISSERTATION ABSTRACT/

7. Establishing the extent to which feedback from external audiences
is considered as a valuable source of information for optimal maintenance
of relationships and a positive corporate image.

8. Analyzing the place of communication in the digital space and the
ways of direct interaction with audiences.

9. Studying the opinion of users regarding current CSR activities and
their influence on the image of the business organization.

Research hypotheses:

1. CSR communication is aimed at diverse audiences and is related to
various CSR initiatives. The business organization recognizes as such the
employees who are active participants in socially responsible initiatives.

2. Building a positive corporate image is assessed as a strategic activity
in CSR policy.

3. There is a high degree of similarity in the understanding of
individual business organizations about corporate social responsibility.

4. Business organizations use a mix of communication channels to
disseminate their CSR messages.

5. Business organizations share a positive attitude towards initiating
dialogue with stakeholders on CSR topics.

6. Stakeholder feedback is of great importance to companies when
planning CSR initiatives, but there is little advocacy in practice of more
comprehensive surveys among external stakeholders.

7. As aresult of feedback from stakeholders, companies plan new CSR
initiatives.

8. There is no established opinion regarding current CSR activities that
can be spread among the majority of users. The opinion has its variations,
dictated by factors such as: age, education, etc.

9. Consumers are influenced behaviorally by CSR activity.

10. Users are not specifically committed to a specific CSR initiative.

11.Consumers' attitude towards the company is positively influenced
by its CSR, which reflects on its image.

12.Consumer associations to the researched organization are diverse
and do not have a clear CSR focus.
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13.The acquired educational level of the users does not have a
significant impact on their sensitivity regarding the CSR activity of the
organization.

In the third paragraph, basic theoretical concepts for the empirical
study are described. Among them, the author's definition stands out:
Corporate social responsibility demonstrates and affirms the sensitivity of
the business organization to public expectations and values. A main thread
in our attempt to define the complex phenomenon of CSR is our
understanding of it as the initial obligation of any organization, as well as its
interpretation as a commitment of the company not only to society, but also
to itself.

The fourth paragraph describes the first stage of the case study. The
main advantage of this methodological approach is associated with the focus
on a real event in a real context. [24] The application of the research
procedure for the purpose of the dissertation work and the empirical study is
related to considering the selected case as a whole - i.e. the CSR
communication policy of the specific business organization, namely Lidl
Bulgaria, and not of its individual representatives, is investigated.

Prerequisites for its selection as an object of research are its presence
on the Bulgarian market for over 10 years, over 3,700 employees and over
113 stores in the country. Also, the company's total contribution to the
country's economy by 2021 amounts to BGN 1.61 billion. The company
implements a number of socially responsible campaigns and is the winner of
CSR awards.

In the FIRST STAGE of the empirical research, CSR practices of the
selected business organization were studied. Desk research was conducted
to collect secondary information, officially published by the research object
as the author and primary source. The research period is one calendar year:
01.01.2021 - 31.12.2021. A content analysis was applied, where the research
unit is the individual publication. In the focus of the research, special
attention was paid to the CSR priorities in the official documents of the
business organization and the key messages in the CSR communication.

Analysis of information from the organization’s official website [25]
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Our observation shows two trends. The first is related to well-defined
general corporate principles. These include assuming economic and social
responsibility and caring for the environment - specific CSR commitments.
The second trend is related to the more fleeting but distinct mention of the
responsibility of the business organization to strengthen its image as a
reliable and dynamically developing employer.

In summary — the studied business organization:

1) Demonstrates a corporate social responsibility policy;

2) Clearly declares its understanding of responsibility and sustainable
development and places them as part of its business model;

3) Defines specific CSR priorities that are disclosed through official
public documents (managing charter, corporate commitment) of the
company;

4) Directs its socially responsible policy to specific areas (products,
employees, business partners, environment and local communities);

5) Announces specific commitments to each group in the spheres of
CSR and publishes on the official website the parameters of interaction and
possible support.

Analysis of information from the organization's YouTube channel
[26]

The indicators for researching the characteristics of the publications
are: 1) thematic focus; 2) source; 3) main message and 4) date.

For the researched period, 12 video messages were published, in which
Lidl Bulgaria was the source of communication. They are distributed almost
evenly on a monthly basis. The use of the same type of hashtags that
accompany the title of each video is established - they refer to the company,
the expert and the specific rubric.

We can highlight the following communication trend: there is a
dominant message that is repeated in eight videos. Under each video there is
a descriptive text that directs to visit other official communication channels
of the organization: site and profiles in the social networks Facebook and
Instagram. The fact that eight videos were published in only five months of
the analyzed year can be considered as a disadvantage of the information
saturation.
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The following trends also stand out:

1) Experts in YouTube CSR messages encourage viewer-initiated
feedback and invite comments below the video. This is a prerequisite for
two-way communication, for effective engagement of the audience.

2) Experts on YouTube CSR messages appeal to a subscription to the
organization's online channel in order to receive notifications, which is a call
for more systematic engagement with the company's CSR information.

Analysis of information from the profile of the organization in the
social network Facebook [27]

As a result of the analysis, we developed a classification of CSR
initiatives, which describes the type of CSR message:

« Attitude towards consumer health;

+ Attitude towards family values;

+ Values and mission of the company;

+ Environmental activities;

+ Attitude towards employees;

« Commitment to the problems of young people, children and the
local community;

» Complex message (which does not have one clear thematic CSR
focus).

A categorization of the company's popular CSR activities was made
and, along with that, their communication saturation in the Facebook profile
was measured. The measurement indicators are: 1) Date; 2) Type; 3)
Stakeholder to whom the message is addressed. We must emphasize that
some of the posts in the organizational profile are without CSR emphasis.
The overall activity for the studied one-year period by types of CSR
messages is presented in the following graph:
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Figure 1: CSR Messages in Facebook profile of Lidl Bulgaria

In conclusion of the first stage study:

1. The number of publications for the considered one-year period is a
total of 75, with 84% of them having a CSR focus;

2. The profile in the social network is actively used to send messages
related to the main stakeholders in the company's CSR activities - users,
employees, business partners, environment, local communities;

3. There is a tendency towards a generalized and not a profiled
presentation of the CSR policy of the business organization, which is evident
from the publication of texts in which there is an emphasis on the company's
values and mission.

Regarding the presentation of the organization in the media
environment, we can establish that:

» The company has a permanent presence in its own official channels
and its website is actively used to present it as a good corporate citizen that
relies on sustainable principles, CSR commitments and sustainable
corporate goals;

» The organization publishes videos with a specific CSR message and
looks for specific ways to connect with different groups of users by
differentiating the messages in thematic areas (workshop, cooking, home
comfort, production of Rodna stryaha brand products, 21st century skills,
etc.);

» The company predisposes through its media publications to initiate
feedback from stakeholders and invite them to engage with CSR initiatives;
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» The company's Facebook page highlights its desire to initiate
dialogue with stakeholders;

» There is a trend towards an increase in CSR-oriented posts on the
company's official Facebook page.

After analyzing the results of Stage 1 of the survey, we can prove
Hypothesis 1 about the directionality of CSR communication.

In the fifth paragraph, the SECOND STAGE of the research is
presented, namely the standardized interviews. The planning of this stage
and its targeting to different business organizations was caused by the
circumstance of obtaining a larger fan of answers proving or disproving the
formulated hypotheses, as well as planning and implementation of the next
stage — a survey among users. Information is sought regarding the
understanding of the essence of CSR; the importance of CSR
communication in the context of company policy; feedback from
stakeholders. The possible practical applicability of models of
communication CSR strategy based on the example of those developed by
Morsing and Schultz is studied.

We implemented the asynchronous email interview among the ten
responding organizations for two main reasons. The first is the great
geographical distance between the researcher and the studied units. The
second is determined by the professional workload of the examined persons.
The selected organizations that are the subject of research are typical
business representatives from the various economic sectors. The selection
criteria are: recognizable among the general public with over 10 years of
experience on the Bulgarian market; over 250 employees; publicly
expressed CSR policy and communication with a wide range of interested
parties. Diverse companies from the food industry were selected;
manufacturing and service enterprises; companies in the field of trade;
banking and insurance sector.

Preliminary clarifications

The study of business organizations is related to the following starting
points and necessary research actions:

1. Monitoring of official organizational sites and other media channels
in order to identify organizations with CSR tangible activity to be studied;
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2. Sending a personalized written invitation via e-mail to participate in
the dissertation empirical research;

3. Implementation of dialogic communication through personal
meetings or by telephone to motivate the invited representatives of
organizations to share their opinion;

4. Implementation of reminder calls to stimulate the respondents to
return the questionnaires in foreseeable terms;

5. Completion of the research through a standardized interview of
business organizations in the month of October 2023.

Analysis of information from standardized interviews

The standardized interview method for collecting information from

business organizations with a CSR policy was implemented empirically in
the period from 10.10.2022 to 10.10.2023. Regarding the personal
understanding of corporate social responsibility, the following key words
and topics mentioned by the respondents stand out: commitment to society,
sustainability and ESG strategy; naturalness; ethics; care and thought
towards society and the environment; usefulness to stakeholders; policy
towards employees, local communities and society; long-term vision of
responsibility; assistance; PR activities with a social effect; common good.
The moment that unites these understandings is related to the fact that
professionals share their personal position, but through the lens of the
organization, speaking in the plural and emphasizing the commitment to
society and the environment. The data analysis proves our Hypothesis 3
regarding the similarities in the understanding of CSR by the organizations.

The question about strategic activities in CSR communication of

companies shows the following distributions in the respondents'
assessments:

» Maintaining relationships with stakeholders is important for 9 of the
surveyed organizations and unimportant for only one.

 Building a positive corporate image is rather important and very
important as a priority for all surveyed organizations except one, which
excludes it from strategic CSR activities.
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« Consolidation of competitive advantage is a very important activity
for 7 out of 10 surveyed organizations, for organization 8 this activity is
rather important, and for organization 2 it is not a strategic priority.

The analysis of the shared positions on this issue is connected with
proving our formulated Hypothesis 2: Building a positive corporate image
is evaluated as a strategic activity in the CSR policy.

A separate question was aimed at gathering information on how the
thematic focus for CSR dialogue with external stakeholders is determined.
The data analysis outlined a palette in the responses of the interviewees.
Several approaches can be defined for constructing the thematic CSR
dialogue: 1) drawing up a map of the interested parties; 2) connecting
business goals with social issues; 3) synchronization of the company's
sustainability strategy with the business environment; 4) aligning the ESG
corporate strategy with global standards; 5) preparation of a matrix after
analysis and classification of interested parties; 6) taking into account the
corporate goals or the corporate strategy of the organizations in the group;
7) identification in relation to a specific case study from the practice and 8)
coordination with the local manager or with a specialized external agency.
The shared positions on the questions asked about the focus of the CSR
dialogue and the topics in it confirm the assumed idea in Hypothesis 5 that
business organizations have a positive attitude towards the initiation of
dialogue.

The researched organizations perceive feedback from external
stakeholders as an influencing factor on their CSR. The value of this question
and the information gathered through it is that the impact of feedback is
further described by respondents. In this way, the specifics of each
investigated company are taken into account.

The data on the previous two questions confirm Hypothesis 6, in which
feedback from stakeholders is indicated to be of great importance to
companies' CSR. The practice of surveying is spread among 4 organizations,
which we perceive rather as a maturing trend. From the answers to the
question on the assessment of communication channels (official profiles
on social media and networks; meetings in a real environment; events) we
can conclude that organizations use social media and networks most often
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(every day) and their official website (at least once a week) and to confirm
Hypothesis 4 about the use of a mix of means to disseminate CSR messages.
On the question of measuring the effect of CSR, most (seven out of ten
surveyed) companies measure the real effect of their specific activities. Two
of the organizations surveyed did not measure, and one shared that it
emphasized general feedback analysis and no specific survey. The methods
for this can be summarized as: 1) a system of indicators or quantitative
indicators for tracking the implementation of the set CSR goals; 2) regular
monitoring of publications on the topic of reducing carbon emissions; 3)
media monitoring to track public interest and commitment to the company's
activities; 4) control of the consumption of water, energy, plastic, waste,
paper, etc. compared to previous period; 5) participation of employees in
volunteer initiatives and internship programs; 6) support of initiatives of
non-governmental organizations; 7) coverage of the company's activities in
its own channels and media.

In connection with the organizational image, we put to the attention of
the respondents a closed question about the assessment of the influence of
individual activities and factors on a five-level scale: "significant”, "rather
significant”; "rather insignificant™; "negligible” and "does not affect".

Level of influence "significant"

Level of influence "rather
significant"

Level of influence "rather
insignificant'

Level of influence "negligible™

m Level of influence ""does not
influence"

Quality of the products
Stakeholder Relations
Organizational identity
User satisfaction
User loyalty
Employee engagement
Sponsorship of initiatives
Meeting legal requirements
Crisis management

Communication of CSR activities

o
=

Figure 2: Evaluation
organization

factor influences on the image of the
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The data registers the following trends in ratings:

+ For 8 out of 10 organizations, product quality has the highest degree
of influence on the organization's image;

» Organizations 3, 5 and 8 define relations with interested parties as
well as effective communication of CSR activities as a significant factor,
while for the rest they are rather significant;

« It is striking that for one of the surveyed companies, effective
communication about CSR activities is rather a minor factor.

+ Customer satisfaction is a significant factor for almost all (9 out of
10) organizations surveyed. Only for Organization 6 is this rather
insignificant;

» Customer loyalty, unlike satisfaction, is identified as a significant
factor out of five (Organizations 2, 3, 7, 8 and 9). Organization 6 stands out
in this group because it does not value loyalty.

The main task of CSR specialists/departments in 9 out of 10
surveyed companies is building good relationships with key stakeholders
(except for Organization 10). Their identification is a major task for almost
all departments in CSR companies (except for Organization 6). Crafting an
attractive design concept message is a target task for CSR professionals in
Organizations 1, 2, 3, 5and 7.

Almost all companies (except Organizations 5 and 9) have CSR
initiatives born out of feedback from external stakeholders. Organizations'
response confirms Hypothesis 7 for planning new initiatives initiated by
feedback.

Data analysis according to the communication model proposed by
Morsing and Schultz

After analyzing the data from the standardized interview, we found that
none of the companies belongs to a specific communication strategy
according to the Morsing and Schultz model adopted for the purposes of the
dissertation research. It should be noted that companies demonstrate a
willingness to involve their stakeholders in CSR activities. In Organizations
1, 2, 3 and 4, the strategy of stakeholder participation, in which two-way
symmetrical communication is based, is used more often. In Organization 6,
the information strategy towards stakeholders prevails, which mainly
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includes one-way communication and giving meaning from the company's
side.

In Organizations 4, 5, 6, 7, 8, 9 and 10, CSR activities also include
stakeholder engagement and response strategy activities. The companies'
aspirations are to initiate an active dialogue with the interested parties.
Companies that adopt this strategy try to inform the public and their
stakeholders about their good intentions, demonstrate loyalty and improve
social conditions in the local community.

EXTRACTS

Specialists in the studied organizations have a well-established
understanding of corporate social responsibility. As a center of thought, the
well-being of society with its diverse composition of groups and the natural
environment stands out. In their communication with external stakeholders,
organizations combine a variety of channels. Some of them provide an
opportunity to initiate and maintain dialogic relationships, which further
expands the idea of involving, dialoguing and involving separate groups of
individuals in the CSR of the business. This includes the activity of
stimulating feedback from the external environment and considering its
influence on CSR programs. However, it should be noted that there is a low
prevalence of questionnaire surveys as a form of feedback, as only four of
the ten surveyed organizations share such a practice.

THIRD STAGE of the empirical study

The sixth paragraph presents the survey results of Stage 3 of the
empirical study. For the purpose and objectives of this dissertation, the
chosen method for collecting information is a questionnaire survey with a
research tool web-based survey card.

The general population in our study is too large, an unfathomable mass
of people, but they have one common characteristic that is significant for the
purposes of the study: real, traditional consumers of the Lidl brand store
chain. This required us to apply the principle of respondents and the
snowball method to include units in the study population. We reached the
planned volume of a minimum of 151 online questionnaires for self-
completion: in our case 162. The studied population was supplemented with
54 respondents who were surveyed in the field with an interviewer using an
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identical web-based questionnaire. The method of selection of the
researched persons is random with step 10. The filter for selecting the
respondents is that the person is a traditional user of the store. The research
period is four months: 07/01/2023 - 10/31/2023. After processing the data
from the field and online survey, it was found that there were no deviations
in the quantitative indicators, which allowed these data to be processed and
analyzed collectively.

The survey card contains 10 questions, which in their main part are open
and closed alternative.

Analysis of survey data

1. Demographic profile of the examined persons

The respondents who took part in the research are divided into the
following age groups: 18-24 years; 25-34 years; 35-44 years; 45-54 years;
over 55

The largest group of users (33%) is in the 25-34 age range. It is
noteworthy that a large part of these users have a higher education.

Education of respondents
1%

¥ primary education

= secondary education
a college education

= higher education

Figure 3: Education of respondents

A significant factor in the profile of the researched persons considering
the objectives of the research is their education. Our Hypothesis 13 is that
the acquired educational level of the users does not have a significant effect
on their sensitivity about the CSR activity of the organization. Our motive
here is related to the connection of social responsibility more with
intrapersonal motives and moral values possessed by the individual as his
enduring characteristics. It is clear from Figure 3 that the distribution of the
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surveyed persons by level of education is in favor of those with a university
degree and those with a secondary education. The percentage of those with
primary and secondary education is the smallest, 1% and 4%, respectively.
The percentage of graduates in the 35-44 age group is the largest, followed
by graduates between 25 and 34. The share (45%) of those with a higher
education in the 18-24 age group is also not small. the same number of
respondents (41%) with secondary education here.

In the quantitative distribution by settlements, by residence,
Blagoevgrad prevails, as the data from the surveyed respondents in front of
the Lidl store are summarized with the answers in the web-based survey card
for self-completion. Our research task, which we managed to realize, was to
cover respondents from three different areas of the country, including the
capital.

2. Fregquency of contact with the commercial outlet

A large percentage of respondents (58%) have a traditional habitual
behavior of visiting the retail outlet once or more times a week. i.e. these
surveyed consumers are distinguished by their activity and make weekly
direct contact with the point of sale and the communication formats there
used to attract attention. Targeting their product perceptions regarding
current goods can be a fertile ground for intensifying the CSR
communication of the business organization and enhancing its image.

We should also note another important fact: 37% of the respondents
who have a higher education, shop one or several times a week in the specific
store, which is very close to the data for the respondents with primary,
secondary or semi-higher education: 34%.

3. Subjects’ associations with the brand name
Regarding the field of variation for the association with the brand name
(shown in Figure 4), we must emphasize that there is only one respondent
who defines responsibility as the most distinctive characteristic of the
company in his mind.
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Figure 4. Palette of brand associations

The answers to the question of the first association of users with the
chain name are quite varied. The positive thing about the investigated store
chain itself in the answers is that 34% of respondents associate the name of
the chain with quality, quality products and service. The percentage of
respondents associating the brand name with food products is lower - 17%,
and promotions - 18%. It is noteworthy that university graduates have a
larger share among respondents associating the brand with quality (32%
university graduates out of a total of 34% of respondents giving the
association "quality™). The rest with higher education associate the brand
name with food products - 22%, promotions and discounts - 20%. Among
respondents with secondary education, only 28% answered that they
associate the name of the organization with quality. The research data
concerning consumer associations confirm Hypothesis 12, namely that there
is a lack of a clear consumer focus for the CSR activities of the business
organization. What's more: on a conscious level, no association is made
about the company's responsibility.

4. Main information sources
Regarding the issue of awareness and information sources (shown in Figure
5) for the business organization's socially responsible campaigns, we have
selected three campaigns that are promoted in social media and networks.
The idea is to direct the respondents' attention to three specific CSR
initiatives, which have different levels of promotion, but have traditionally
been carried out in recent years, and the company's communication about
them is simultaneous, parallel. The campaigns we have chosen are *You and
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Lidl for a better life", "Support of the Bulgarian Volleyball Federation™ and
"RESET Plastic".

40%
30% +—

Sources of information
20% -

10% +—
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Figure 5. Information sources

We can note that the most educated use Lidl's official website as their
main source of information. We believe that users with a higher educational
gualification should have a higher commitment to socially significant topics
and problems in general. Within the scope of these topics, we place the
socially responsible activity of the studied business organization, which is
oriented towards involving the user, i.e. the individual is engaged in thought
and action to promote his own and the public welfare. Respondents with
secondary education who are familiar with the initiatives of the researched
company are also informed by its official website.

Analyzing the results of the survey, we can conclude that the percentage
of graduates who are not familiar with socially responsible initiatives is the
highest. They are most familiar with the initiative related to the support of
the Bulgarian Volleyball Federation - 73%, and here the information source
used by them is the TV commercials - 21%, and the official website - 19%.
The reason for this can be found in the greater saturation of the airwaves
with advertising messages for the specific CSR initiative in the last year.

Graduates are the least familiar with the plastic recycling initiative -
"REset Plastic" - 57%. Those of them who were informed about the
campaign did so from the company's official website — 19%. The percentage
of those informed through the company's YouTube channel is the smallest —
1%. The conclusion we can draw is that the campaign has the lowest degree
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of consumer reach through the organization's official digital channels and
social media.

Regarding the campaign "You and Lidl for a better life" and the
surveyed graduates, 27% are registered, who are informed by the official
website of Lidl. It is noteworthy that the percentage of those unfamiliar with
the initiative among them is 42%. Among respondents with a secondary
education, the largest share of uninformed about the "You and Lidl for a
better life" campaign is 38%. After the website, the weekly brochure (13%)
and the information during a visit to the store (11%) rank here as an
information source.

As with graduates, nearly half (45%) of respondents with secondary
education are not aware of the "REset Plastic" campaign. Those informed by
the company's website are 19%, followed by those informed through a visit
to the store - 13%.

For the campaign in support of the Bulgarian Volleyball Federation, the
respondents are mostly informed by the official website and television
advertisements. 40% of the respondents are not familiar with the initiative.
After analyzing the results, we can confirm Hypothesis 8, according to which
there is no established opinion on the part of consumers regarding current
CSR activities.

5. Knowledge of other socially responsible campaigns

Only five of all respondents answered that they know other than the
mentioned socially responsible campaigns of the organization. This low
level of awareness among consumers, given the variety of CSR campaigns,
can be explained by insufficient promotion compared to the information
saturation for the regularly conducted campaigns that we discussed above.

6. Impact of socially responsible activities on consumer behavior

The idea of this question is to check whether the company manages to
influence consumer behavior through its CSR initiatives. Worryingly, the
percentage of respondents who answered "It does not affect me" is more than
half - 59%. This data is related to the level of awareness of the campaigns
and corresponds to the results of the analysis of the previous two questions.
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Influence on consumer behavior

= | buy more products related to
socially responsible initiatives

m | prefer Lidl stores to other
retail chains in my city
precisely because of its
corporate social responsibility

u | prefer the Lidl brand over
other brands precisely because
of its corporate social

59% responsibility

They don't affect me

Figure 6. Impact of CSR on consumer behavior

The lowest percentage answered that they started buying more products
related to socially responsible initiatives - 10%. 14% of respondents show a
preference for the brand over competitors, and 17% are those who prefer
Lidl stores over other retail chains because of the social responsibility of the
business organization.

120%
100% They don't affect me
12% %
23% 9 22% 19%
80% 24%
| prefer the Lidl brand over other brands
60% precisely because of its corporate social
responsibility
40% | prefer Lidl stores to other retail chains in
my city precisely because of its corporate
20% social responsibility
¥ | buy more products related to socially
0% responsibleinitiatives

18-24 25-34 35-44 45-54 5+

Figure 7. Impact of CSR on consumer behavior by age group
In the answers of the respondents in the age group 18-24, the largest
percentage (22%) answered that they prefer Lidl stores precisely because of
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social responsibility. The percentage (12%) is the smallest among those
respondents who are not affected by social responsibility compared to the
other age groups. The tendency is that respondents aged between 25-34 years
take into account the company's socially responsible activities in their
capacity as consumers to a greater extent. This reflection is probably
reinforced by the communication channels they use, including to inform
themselves about CSR campaigns. However, it should be considered how
these initiatives can be promoted among respondents in the age range of 35
to over 55 years. The analysis of the data from this question allows us to
partially reject Hypothesis 9 that consumers are behaviorally influenced by
CSR activity.

7. Commitment to a socially responsible initiative

Regarding the respondents’ commitment to a specific socially
responsible initiative, only 5% of all respondents indicated initiatives to
which they are personally committed. However, the data from our research
show that even the more educated of the studied population are not
personally committed to a specific CSR initiative, although they are regular
users of the brand. The analysis confirms Hypothesis 10.

The positive in the responses here is that there was no negative impact
recorded, with 66% of respondents being positively impacted by corporate
social responsibility. This information confirms Hypothesis 11 that the
attitude towards the company is affected in a positive way. Respondents in
the 18-24 age group were most positively influenced. The lowest degree of
influence of CSR initiatives was reported among respondents aged 45-54
(41%).
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Figure 8. Influence of socially respon5|ble initiatives on brand
attitudes by age group

If we distinguish the respondents according to the acquired level of
education, it is striking that the largest share is graduates, who are not
affected by the company's socially responsible activities (52%). While 39%
of respondents with a university degree and 51% of those with a secondary
education are positively influenced by the company's socially responsible
initiatives.

GENERALIZATIONS

After the studies, we can conclude that corporate social responsibility
is permanently embedded in the strategies of all the business organizations
studied. The communication of CSR practices is necessary precisely for the
engagement of stakeholders, who have more and more expectations of
companies. Well-communicated CSR activity can contribute to a positive
corporate image. Organizations use heterogeneous communication channels
to reach the maximum number of stakeholders. All communication
specialists in the organizations studied in Stage 2 consider demonstrating
concern for stakeholders and good relations with them as their strategic task.

There is a discrepancy between the goals of the organization in relation
to its external stakeholders (demonstrating concern and including them in
dialogue) and their actual manifestation. After the analysis of users in Stage
3 of the study, it was found that there is a lack of awareness about annually
conducted and regularly communicated CSR campaigns. The shared
positions of the respondents from the studied organizations provide clarity

80%

60%

40%

20%

0%
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for the purposes of CSR communication, namely positive relationships with
stakeholders and the initiation of dialogue, which will inevitably contribute
to a positive corporate image.

Feedback is key to analyzing relationships with target audiences. It is
one of the points of contact between image and CSR. Dialogicity in
stakeholder relations is important and purposeful for organizations. It is
carried out in the form of direct meetings and surveys. For organizations, it
is essential what effect their CSR activity has caused and whether it has the
right focus in relation to the expectations of stakeholders. They are also
among the aspects of interaction between social responsibility and image.
Their correct identification together with an analysis of their requirements
and expectations towards the organization's social responsibility would
contribute to the creation of shared value and a positive corporate image.

In view of the goals and objectives set in the dissertation work, as well
as in view of the role of effective communication of socially responsible
practices, based on the highlighted bilateral benefits, we prepared a
Handbook for the communication of corporate social responsibility. The
purpose of the Handbook is to focus on the dialogical nature of CSR on the
part of communication specialists, as well as easier identification of
interested parties and their transformation into active audiences. The
importance of feedback in communication with stakeholders and the benefits
of proper communication of CSR practices are emphasized.

CONCLUSION

The idea underlying this dissertation is that there is a close relationship
between corporate social responsibility and the formation of a positive
corporate image. Social responsibility activities contribute to better
relationships with stakeholders and would accordingly improve overall
corporate performance. In the course of the theoretical analysis and through
the empirical study, we were able to strengthen the thesis formulated by us,
that the simultaneous actions on CSR and the building of a corporate image
and their targeted communication with the interested parties lead to a
positive corporate image.

Corporate social responsibility is becoming a successful management
model in support of sustainable development policies worldwide. CSR
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activities on the part of the organization are an expense, but there is a positive
tendency for companies to perceive them as a dividend and invest more and
more funds in socially responsible initiatives. Taking into account the
changes in the environment in which they operate, they must work both for
profit and to satisfy the requirements of interested parties and comply with
legal regulations.

Nowadays, corporate social responsibility is perceived as an inevitable
part of the strategies of any successful organization. On the one hand, the
organization is committed to fulfilling legal requirements that aim to
increase competitiveness and sustainability, and support the realization of
social goals and commitments of sustainable development. On the other
hand, the business must properly identify its stakeholders and work with the
idea of satisfying their requirements according to its objectives, turning them
into active audiences. Stakeholders are faced with rapid decisions in an
increasingly dynamic environment. Acting in a socially responsible manner
ensures that organizations have adopted ethical standards in making
managerial business decisions. Turning this privilege into individual
decision-making responsibility promotes informed personal choice. This in
turn creates a reciprocal relationship between socially responsible behavior
and promotes a culture of socially responsible supply, consumption and
behavior.

Responsible corporate behavior towards society, resources and the
environment in which organizations develop is becoming an increasingly
important factor for investors, shareholders and managers. The overall
objective of all CSR activities is related to the development of human
resources, the welfare of society, the protection of the environment and
compliance with applicable national and international laws and standards.

After analyzing the conducted standardized interviews, we found that
there are a humber of good practices in Bulgaria by private companies with
a large number of employees, aware of their impact on society and allocating
financial, human and time resources for the creation and implementation of
various CSR activities. It was found that the role of external stakeholders is
perceived as very important in the process of creating a positive corporate
image. The relationship with them consists of intangible, emotional and
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psychological perceptions. This relationship is a constructive element of the
relationship between the business organization and its stakeholders, who are
participants in a common CSR goal, for which each party makes efforts.
Both sides are equal participants in the dialogue, which fits into the general
idea that their efforts should be aimed at seeking and reaching an agreement.
The possibility of compromise is a right of all parties, but it is also a moral
obligation to do it in accordance with society and its well-being. This is the
meaning, the core of organizational communication committed to corporate
social responsibility.

Commitment to stakeholders means maintaining a mutually supportive
and accountable relationship to their interests and expectations. In this way,
companies can achieve their long-term positive image goals and implement
social responsibility policies that involve stakeholders. The communication
of CSR policies by organizations is related to one of the most important
aspects of the implementation of the concepts of social responsibility — the
organization itself allows the interested public to exercise external control
over its responsible behavior. This gives us reason to emphasize the key role
of clear, two-way and proactive communication about CSR as an asset for
business organizations. An asset they must create, maintain and develop.

We should also emphasize the importance of socially responsible
consumers for the formation of a favorable corporate image. They are the
target audience for any socially responsible organization. Indicative of our
research data is that initiating feedback from communications professionals
to external stakeholders is a priority, and also that this feedback is analyzed
for better corporate performance. The focus of organizations should be on
identifying the current positions and attitudes of consumers, which can
contribute to the introduction of innovations, changes in the social
environment and the affirmation of social values. Engaging the different
groups of stakeholders leads to many benefits for the organization, namely
better risk management, improvement of the environment in which they
develop their activities. CSR offers a set of values that will create a higher
standard of living, a more harmonious society and enable the transition to a
sustainable economic system. All this indisputably proves the effectiveness
of corporate social responsibility activities on the corporate image.
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SCIENTIFIC CONTRIBUTIONS:

1. Basic aspects of interaction between corporate social responsibility
and corporate image have been identified in the context of the practice of
business organizations and based on synthesis and analysis of theoretical
concepts and scientific and applied research in the field.

2. Three independent empirical studies were implemented in stages in
synergistic relation with the derived theoretical generalizations, dedicated to
the corporate principles and practices in corporate social responsibility and
image building policies.

3. The corporate practices of leading organizations in various business
spheres were studied as a kind of conceptual center for comparative analysis,
as well as for continuity in empirical practice when planning and
implementing future developments related to improving the communication
interaction of corporate social responsibility on the image of companies.

4. The problem of the necessary effective two-way interaction between
business organizations and external stakeholders, as a significant factor in
the construction of corporate social responsibility and its reflection on the
image, was brought out and discussed.

5. A methodological framework has been developed for the
compilation of a Handbook for communicating corporate social
responsibility practices with stakeholders.

6. A Handbook for communicating corporate social responsibility
practices with stakeholders has been prepared.
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