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MOHOI'PA®UN
IleHoBa MOJMTHKA HA MpeaNpHUeMadyecKusi OM3Hec.
Yuue. usoamencmeo ,, H. Puncku”, bnacoesepad, 2020, ISBN 978-954-00-0244-6, 228 cmp.

HacrosmusaTt Tpyn € HacOueH KbM M3y4YaBaHETO Ha mMpolsieMa 3a LIeHOBaTa MOJIUTUKA B
IpearnpuemMadeckara JeHHOCT OT TEOpeTHMYHAa M IpakTUdecKa IieqHa Touka. M3cienBaHeTo
oOxBalia nepuoaa ot centeMBpu 10 AexkeMBpu 2019 r. B xoma Ha aHanM3WTe ca M3MON3BaHU
pe3ynTatd OT aHKETHO IpOoydBaHE Ha Mpelanpuemauveckus OusHec B obOmact bnaroesrpan.
[TpobGnemsbT € pasriienan B Tpu riaBu. [IspBa riiaBa Tpetupa nmpoOieMuTe Ha IieHOBaTa MOJUTHKA
Ha npeanpueMadeckust OnzHec. ApryMeHTHUpaHa € poJisiTa Ha LIEHOBaTa MOJIUTHKA 332 Pa3BUTHETO
Ha npennpuemadeckus OusHec. CrieniMagHO BHUMAaHUE € OT/EJICHO Ha LIEHOBATa MOJIMTHKA KaTo
¢unocopus Ha mpennpuemadeckus O6uszHec. Pasrienanu ca ocoOEHOCTUTE M THUIOJIOTHATA HA
neHoBuTe nenu. Ha ocHoBara Ha aHanM3a Ha CTAHOBMIIATAa OT JIMTEPATYPHU HM3TOUYHUIMU €
M3ACHEHA CHUTHOCTTA M XapaKTePHHUTE YePTH Ha IIECHOBUTE cTpaTeruu. M3sicHeHu ca dakropure,
KOUTO OKa3BaT BIUSHHE BBPXY XapakTepa MW OCUTYpsSBAaHETO Ha CTAOMIHOCT Ha IICHOBUTE
cTpareruy. EAMH OT OCHOBHHMTE TPETUPAHU BBIIPOCH, HEOTMEHHO CBBP3aH C [IEHOBATa MOJIUTUKA,
€ TO3M 3a TOAXOIUTE 3a IeHooOpa3yBaHe. B Ta3um Bpb3Ka ca NMPENCTAaBEHH OTPAaHUUCHUITA,
BIIMSICIM BBPXY M300pa Ha MOJAXOJ 3a LIeHooOpa3yBaHe. M3scHeHa e chIHOCTTa, IpeAUMCTBaTa
U HEJOCTAThLUTE HA Pa3IMYHUTE MOAXOIU 3a IeHooOpa3yBaHe. BbB BTOpa IVlaBa aKLEHTBHT €
MIOCTaBEH BBPXY (akTOpHaTa OOYCIOBEHOCT Ha LIEHOBAaTa MOJMTUKA Ha MpeArpHeMadecKus
6usHec. Bp3 ocHoBa Ha 0030pa Ha JMTEpPATypHU H3TOYHMILM C€ CTHra J0 H3BOJAA, Y€ HE ca
OTIpPEJIeJIeH! SICHO M TOYHO IIeHOOOpa3yBammTe (hakTopu. YCTaHOBEHO €, Y€ CHIIECTBYBAIIUTE
NeGUHAIUN Ha IICHOBUTE (aKTOpH B 3HAUYMTEIIHATA CH YacCT C€ MPUIIOKPUBAT. 3a1bJI00YEHO €
pasrienaH BBIPOCAa 3a BBTPEIIHUTE M BBHIIHM IieHOOoOpasyBamu ¢akropu. CrnenuanHo
BHUMaHHE € OTJEJEHO W Ha ()aKTOpUTE Ha LIEHOBaTa YyBCTBUTEJIHOCT Ha morpedutenure. B
TpeTrara IJlaBa CE€ MpaBHU OLEHKAa Ha IIEHOBaTa MOJUTHKA Ha IMpearnpuemMadeckus Ou3Hec.
AHanu3upaHo € ChCTOSHUETO Ha MpealpueMadyeckus OM3HEC Ha OCHOBaTa Ha I10Ka3aTelInuTe
npaBHa (opMa Ha OCBIIECTBSIBAHE Ha CTONAHCKA JEHHOCT, Opoil MmpennpusaTus, roJeMHHa Ha
npeanpusaTusaTa, chepa Ha MKOHOMHYECKa AEHHOCT W pa3Mep Ha masapHus Asin. EnuH ot
OCHOBHMTE TPETHPAHU BBIPOCH, CBBP3aH € (OPMHPAHETO U pEATU3MPAHETO Ha IIEHOBaTa
MIOJIUTHKA € TO3U 32 OCHIIECTBABAHE HA MAa3apHU MPOYUYBAHMS OT MpeAnpueMadecKus ousnec. 3a
LedTa ca paslieJaHu I0Ka3aTeJINTE OCBHUIECTBSIBAHE HAa IPOYYBAaHE Ha I1a3apa, 4eCTOTa Ha
IpoyYBaHe Ha Nasapa, o0JacTH Ha NPOYyuYBaHE M aHAJIM3 Ha Ia3apHaTa cpela, MOTPEOHOCTH U
HarjJjacu Ha TMOTPEOUTENNTe, YIOBIECTBOPEHOCT HA TOTPEOHWTENHTE OT CHOTHOIICHHETO
,,KaueCTBO-1IEHA", BUJIOBE OTCTBIIKH, CTENIEH HA I'bBKABOCT HA IIEHOOOPA3yBaHETO U PABHUILETO



Ha IIeHaTa Ha MPOJYKHUTE WM YCIYTUTe CIPSAMO CpeHATa IIeHa 3a JajeH naszap. HampaseH e u
KOHKypeHTeH aHaimu3. OICHEHO € KayeCTBOTO Ha MAapKeTHHIOBHTE NPOYUYBaHUS B cdepara Ha
LIEHUTE U IeHOO00pa3yBaHEeTO. YCTAaHOBEHU Ca TPYAHOCTHTE, KOUTO IMpearprueMadueckus Ou3Hec
cpemia mpu pa3pabOTBaHe W peajM3MpaHEe HA [IEHOBaTa MoOJUTHKA. [IpelncTaBeH e aHanu3 Ha
CTCIICHTA Ha Ha3apeH ycnex, AbJDKAaIl C€ Ha ICHOBaTa IIOJIMTHKA, IEHOBUTC LICIIM, IICHOBUTC
CTpaTeI‘I/II/I, ImoaxXoaAuTe 3a ueH006pa3yBaHe. AHaJII/I3I/IpaHO U OIEHCHO € BIIUAHHUCTO Ha
1eHooOpazyBamuTe (GakTopu BBPXY ICHOBaTa moyimtuka. OIEHEHW ca M KOMICTCHIIMUTE Ha
mpeanpueMadnTe B o0JacTTa Ha IIEHOBAaTa TIOJUTHKA. B 3aKIIOUYEHUETO ca HalpaBeHU
00001IaBaIM U3BOIM OTHOCHO ChCTOSIHUETO U MPOOJIEMHUTE Ha ACHHOCTTA, CBhp3aHa C IIEHOBaTa
MOJINTUKA Ha TpeanpuemMadeckus Om3Hec. [TocouyBa ce HEOOXOAMMOCTTAa OT MpEaIpHEMaHe Ha
CTCIIHKN JICHCTBUS OT CTpaHa Ha MpEIIpueMadeckusi OU3HEC 3a JONBJIBAaHE U TOJTy4YaBaHE Ha
HOBH 3HaHUS B 00J1aCTTa HA IIEHUTE U [IEHOOOpa3yBaHETO.

Attitudes and Motives of Young People for Entrepreneurial Activities.
In International monograph: Theoretical and practical aspects of youth and women
entrepreneurship, University Publishing House “Neofit Rilski”, Blagoevgrad, 2017, (part I,
chapter 1), ISBN 978-954-00-0150-0, pp. 33-55, Cvasmop: A. Amanacosa

'maBa mBpBa OT BTOPM pasfen OT KOJEKTUBHATa MOHOrpadus € IOCBeTeHa Ha
M3y4yaBaHETO Ha HArJlaCUTE M MOTHBHTE Ha MJIagUTE XOpa 3a MpeIrpHeMadecka JeHHOCT.
W3scHeHa e ChIIHOCTTA Ha MIIAJISKKOTO IpeanpuemMadecTBo. CrieluagHO BHUMaHUE € 0ObPHATO
Ha eJIEMEHTUTE Ha MpeanpueMadeckus 1yx. HampaBeHo e mpoyuBaHe HA MHEHHETO HA Pa3InyHU
aBTOPH 32 OCHOBHHTE (haKTOPH, BIHSCIIN BbPXY PEIICHUETO 3a CTapTUpaHe Ha COOCTBEH OM3HEC,
KaTo Te ca 0000IIeHN U cucTeMaTH3upaHu. [IpescTaBeHn ca BIOKIAHHUATA HA Pa3IMYHU aBTOPH
3a MOTHBAIMATA HA MJIAIMTE XOpa 3a Ch3AaBaHE HAa cOOCTBeH Om3Hec. Pasrienanu ca MOTUBUTE
3a craptupaHe Ha OwsHec. I[IpoyuBaHe Ha Hariacute ¥ MOTHBUTE Ha MIJaguTe Xopa 3a
cTtapTupane Ha OusHec B bwarapusi ce ocHoBaBa Ha aHKETHO MpoydBaHe Ha 142 numa B
MIIaJIe)KKa Bb3pacT. YCTAaHOBEHO €, Y€ H3Pa3eHUTe HAMEpPEeHHs Ha MIaJuTe Xopa 3a
npeArnpueMadecka Kapuepa U u300pbT Ha cdepa Ha NEHHOCT ca CBBP3aHU TJIABHO C JIMYHU
NPEeaNOYUTaHus U MHTepecu. Te Morar Ja ce peaqu3upar YCIEeIIHO, ako ce Mo3HaBa Mo-100pe
cpezara, ako MpOsIBSIBAT MHTEPEC U M3ydaBaT IeJieHacOYeHo cpeaara. Hampasen e u3Boaa, ue 3a
Chb3/laBaHE Ha YCIEIIEH OM3HEC € HEOOXOJMMO H3TpakJaHe Ha MNpEeANpHeMadyecku IyX U
CTHMYJIUpaHe Ha 00ydYeHHe Mo MPeIpUeMadecTBO.

Marketing research and its role with tackling the crisis.
In: Current issues of the management of socio-economic systems in terms of globalization

challenges, scientific monograph. Kosice: Vysoka Skola bezpecnostného manazérstva v
Kosiciach, (chapter 3), 2023, ISBN 978-80-8185-064-6, pp. 331-341, Cvaemop: /]. Anesa

Pa3paboTkara e mocBeTeHa Ha MAPKETHHIOBUTE MPOYYBAHUS M POJISATA UM 32 CHPABSHE C
Kpu3aTta. M3sicHsBa ce, 4ye MapKETHHTOBUTE INPOYYBAHUS CE€ SBSBAT €IHA OT HaH-BaXHUTE
MapKeTUHTOBU JIeHHOCTM Ha mpeanpuemadeckuss OuszHec. OOpblla ce BHUMaHUE Ha
00CTOSITENICTBOTO, Y€ 0€3 U3MOI3BaHETO Ha Bb3MOKHOCTUTE, KOUTO TE€ MPEIOCTABST, CIIPABIHETO
¢ Kpu3ata OuW OWJI MO-CIOKEH W OaBeH Mpolec 3a mpeanpuemMadyeckus OwsHec. PaskpuBa ce



KJII0OYOBaTa poJii HA MApKETHMHTOBUTE NMPOYYBAHHS MPU OCHUICCTBSIBAHE Ha YIPABJICHUETO Ha
MapKeTHHIoBaTa JACMHOCT Ha TO3M OM3HEC B KOHTEKCTa Ha CHJIHATa HEOINpeAesIeHOCT Ha
MapKEeTHHIOBaTa cpea B YCJIOBUATA Ha Kpusza. OTAENCeHO € BHUMAHME HA XapaKTEPUCTUKUTE U
ChIbP)KATEIHUTE aCMeKTH Ha MapKEeTHHTOBUTE MpoyuBaHus. Pasrienana e B3auMOBpb3KaTa Ha
MAapKETHUHIOBUTE IIPOYYBAHUs C IPOLECa HA B3EMaHE HA MApKETUHIOBU peleHus. Ilocouenu ca
OCHOBHUTC MMPECANMCTBA HA MAPKCTUHTOBUTC MTPOYUBAHUA. B®3 ocHOBa Ha aHKETHO MMpoOy4YBaHC €
aHaJ M3WpaHa JEMHOCTTa Ha MpearnpueMadeckuss OW3HEC CBbp3aHa C MapPKETUHTOBUTE
IIpOoy4YBaHUL. HanpaBeHH Ca BAXXHM KOHCTAaTalWM W C€a HU3ACHCHU 3aTPyAHCHUATA, IMPEA KOUTO
TOM € M3MIpPaBEH.

CTATUU U JOKJAIU, IYBJIUKYBAHU B HAYUYHU U3JAHUSA, PEOEPUPAHU U
NHJAEKCUPAHU B CBETOBHOU3BECTHU BA3U JTAHHU

Integrative approaches for internationalization of SMEs.

In:  “Perspectives of Business and Entrepreneurship Development”, 15" International
Conference at Brno University of Technology, May 28-29, 2015, Brno, Czech Republic, pp. 217-
228, ISBN 978-80-214-5227-5, Cvasmopu: P. Maoeeposa, A. Amanacosa (Web of Science)

B crarus ce pasrinexaar Bb3MOKHOCTHTE 3a HMHTEpPHAIIMOHAIM3AIMs HAa MAaJKUTE U
CpPEeIHM NPEANpUATHS Ype3 Pa3IudyHM NOAXOAM 3a uHTerpauus. OCHOBHaTa M3CII€IOBATEICKa
Te3a e, 4e Te ca cnabo mpeAcTaBeHM B JelHocTHTe HAa To3M Oum3Hec. llenra e ma ce
I/I,Z[GHTI/I(bI/ILII/IpaT HAKOW HWHTCTPATHUBHU IMOAXOAMW 3a HHTCPHALIMOHATIM3AllUA, KOUTO Ca TIIOo-
noxxoxsuy 3a Opnarapckure MCII. 3a mocturane Ha 1enTa € MPOBENEHO NPOYYBaHE U ca
uaeHTUGUIIPaHH GOPMHUTE U HUBOTO Ha MHTEPHAIIMOHAIN3AIINS HA MAJIKHS ¥ CpPEJeH OM3HEC B
B’I)J'Il"apI/ISI. M3non3Bannte HU3TOYHHUIIM BKJIKOYBAT O(bHHHaJIHa CTaTUCTHKA Ha HaIII/IOHaJ'IHI/Iﬂ
CTaTUCTUYECKH HHCTUTYT, pE3yjiTaTH OT aHaIuTW4YHU Jokjaanu 3a EC u mpoyuBane Ha 303
MpeanpusaTHs. AHaTU3bT U OLIEHKaTa ca 0a3upaHM Ha cTaTUCTHUecku Meroau. Koncratanuure
BKJIIOUBAT WJIEHTU(GUIUPAHE HA NPOOJEMU U BB3MOXKHOCTH 3a HHTEpHAIMOHANU3allUs Ha
Ou3Heca ype3 MpHUJIaraHe Ha MHTETPAaTUBHU MoAaxoAu. M3TbkBa ce, 4e 0CcOOEHO ePEeKTHUBHO B
ChbBPEMEHHHUTE YCIOBHUS MoraT Aa ObJaT W3MOJ3BAaHU TaKWBa MOAXOIM 3a OOEIWHSBaHE Ha
NPEINPUATHIATAa KaTO CTPATErHUECKH OU3HEC MPEKH, TPAHCTPAHUYHH KIbCTEPHU, CTPATETUYECKH
Mexay(hupMeHH aiuaHcH, CbhBMecTHH mpenmpustus (Joint Ventures), wu3cieqoBaTeICKu
KOHCOPIIMYMH, CYOKOHTPAKTOPCTBO, ayTCOPCUHT W BUPTyallHa opraHu3aius. Bb3 ocHoBa Ha
pasmiieJaHUTe XapaKTEPUCTUKH Ha MEXTy(QUPMEHHTE CHIO3U MOXKE JIa CE 3aKII04YHd, Y€ KaTo
(dhopma Ha MHTETpaIUs T€ ca 0COOEHO MOIXO AN 32 HHTepHarmoHanu3anus Ha MCII.

N3caenBaHe Ha BIAUSIHNETO HA KOPHMOPATHBHUS MMH/IK BBPXY KOHKYPEHTOCHOCOOHOCTTA
HA MpeANpUATHATA B cepaTa HAa HHTEPUOPHUSI AU3ANH.

CBU International Conference Proceedings, vol. 5, Prague, Czech Republic, 2017, ISBN 978§-
80-88042-08-2, pp. 495-498, Cvasmop: /]. Anesa (Web of Science)

B crarusta e 3acThneHa Tezara, ye B yCJIOBMITA Ha BHUCOKA JUHAMUYHOCT Ha OW3HEC
cpelaTa, HENPEKbCHATO 3acuiiBalla Ce€ KOHKYPEHLUs M IJIoOanu3alus, HM3rpa)KIaHeTo Ha
MO3UTUBEH HMMHDK Ha MPEANpHUATHITa € TMPErocTaBKa 3a IMOBUIIABAHETO HA TSAXHATa
KOHKYPEHTOCIIOCOOHOCT. I3nara ce craHOBuUIETO, Y€ KJIIOYOBAaTa poOJii HAa KOPIOPATUBHUS



UMUK KaTO CTPATETHMYeCKH MapKETUHTOB MHCTPYMEHT, Hajara HeoOXOJUMOCTTa OT HEroBOTO
M3Y4aBaHE C II€J1 B3€MaHE HAa KOHKPETHU YIPABJICHCKU CTPATETMYECKH PELIEHUS, CBBP3aHM C
OTIpEe/ICNITHETO Ha BBH3MOXKHOCTHTE 3a MOBHUIIaBaHE HAa KOHKYPEHTOCHIOCOOHOCTTa Ha 0a3a Ha
OTpeAeNsIsHeT0O Ha (UPMEHUTE KOHKYPEHTHHTE TMpeAuMCTBa. B Ta3um Bpb3Ka OCHOBHA
u3cienoBarecka Iel Ha paspaboTkara € Ja ce YCTaHOBAT KOM ca HM3MEpUTENUTe Ha
KOPIIOPAaTUBHUA HMMHUK W KOHKYPEHTOCIIOCOOHOCTTa HAa MPEANpPUATHIATa W HAIWYHETO Ha
3aBUCUMOCT MEXIY TiX. M3nosn3BaHn ca CTATHCTMYECKUTE METOAM JHMCIEPCHOHEH,
PErpeCHOHEH M KOpellallMOHEH aHanu3. IlomydeHata kadecTBEHa OLICHKA Ha KOPIOPATHUBHMS
UMUK U KOHKYPEHTOCIIOCOOHOCTTA Ha MPEANpPUITHITa C€ OCHOBAaBAa Ha MPOBEJECHOTO aHKETHO
Mpoy4BaHe cpell mpeanpusTus B chepaTa Ha MHTEpUOpHUS nu3aiiH B bwarapus. Ouenkara no
W3CIIEIBAHUTE I[IOKa3aTelM C€ OCBIIECTBABA IO 7-CTENEHHa cKaina OT  JIMKbpTOB THII.
[TonyueHnurte pe3ynratu OT U3CIAEABAHETO MOKAa3BaT HAJIMYMETO HA CHIIHA 3aBUCHUMOCT MEXKIY
PaBHHILETO HA KOPIOPATHUBHHUS MMHK M KOHKYPEHTOCIIOCOOHOCTTAa Ha MpennpusTusTa. B
3aKJIIOYCHUETO € AKIIEHTUPAHO BBPXY HEOOXOAMMOCTTa OT HENPEKbCHATH M LIEJICHACOYCHH
JEUCTBHsI, HACOYEHU KbM ONTHUMHU3HMPAHE Ha YIPABICHUETO HA MApKETHHIOBaTa JIEWHOCT HA
MPEINpPUATHETO, CBBP3aHU OCHOBHO C pPa3pabdOTBAaHETO W MPHJIATaHETO Ha C(QEKTHBHU H
aJICKBaTHU Ha TUHAMUYHHUTE TIPOMEHU B KOHKYPEHTHATa CpeJlla MHOBAaTHBHU cTpaTeruu. OOpbIa
ce BHUMaHHE Ha MOJ3UTE OT pa3pabOTBAaHETO MM B KOHTEKCTa Ha BB3NPUEMAHETO Ha
MHOBAllMOHHATA JEHHOCT KaTO €UH OT OCHOBHUTE CTPATErMYECKH IMTPUOPUTETH HA BCSIKO €HO
MpeanpusITHe, *Kenaeno e(heKTUBHO Ja U3MOJI3Ba KOPIMOPATUBHUS CHU UMUK KaTO MHCTPYMEHT
32 YCTOWYMBO Ia3apHO TMPUCBCTBUE M TIOCTUTAHETO HA H3KIIOUYUTEIHO KOHKYPEHTHO
IIPEAUMCTBO.

N3caenBane Ha Ou3Hec cpeaaTa 3a pa3BHTHE HAa MIIAIEKKOTO TPeANPHEMAYecTBO B
Bbarapusi — TeOpeTHYHH U PAKTHYECKH ACTIEKTH.

Revista Inclusiones, Vol. 6, num Especial Enero-Marzo 2019, ISSN 0719-4706, pp. 90-104,
Cvasmopu: P. Maozeposa, A. Amanacosa, ba. Koonoocuiicka-/{asuokosa (Web of Science)

B craruara ca mpenctaBeHH pe3ynTaTH OT M3CIEABaHE Ha OOKpBXkKaBallata cpeia 3a
pa3BUTHE HA MJIAJICKKOTO MpeanpruemMadecTBo B bwirapus. Llenrta e na ce U3sACHAT TEOPETUYECKH
npoOyiieMnuTe, CBP3aHu ChC CpeaTa, 1a ce HalpaBu OICHKA HA ChCTOSTHUETO U B bbirapus u Ha
HEHHOTO BIUSHHUE BBPXY MIIAJCKKOTO IpeanpuemadecTBo. OlleHKaTa Ha 0OKpBhKaBaIiara cpeia
Ce OCHOBaBa Ha €KCIepTHa OLEeHKa Ha ©Oa3ata Ha TJ00ajJeH MOHUTOPUHI Ha
MpeanprueMadecTBOTO B brirapus u Ha pe3yaTaTi OT MPOBEICHO COOCTBEHO aHKETHO MPOYYBaHE
3a Pa3BUTHETO HA MIIAJIGKKOTO MpeanpremMadecTBo. JledhuHupaHo € MOHATHETO ,,0KOJIHA cpeaa’
Ha OusHeca. Pasrimenanu ca TeopeTHYHHUTE aclIeKTH Ha OOKpBKaBalara cpefia u HIKou (pakrtopu
3a pa3BUTHE Ha MIIAJCKKOTO MPEeANpPUEMAdyecTBO. AHAIM3UpPAHU ca EKCIIEPTHHUTE OLIEHKH 3a
6usHec cpenata B bearapus cerimaciHo Global Entrepreneurship Monitor Bulgaria. Ha 6a3ata Ha
aHKETHO MPOYyYBaHE € M3BEJCHA OIICHKAa Ha MJAJMUTE XOpa 3a OM3HEC cpenarta 3a pa3BUTHE HA
MJIQJIGKKOTO TMPEeANpUeMadyecTBO B bwirapus, 3a Hariacure WM 32 peaju3upaHe Ha
MpeanprueMadeckl WIS W CTapTUpaHe Ha coOcTBeH OusHec. M3sicHeHM ca HeOIarompusiTHO
BB3/ICHCTBAIIUTE BBPXY MIIAJICKKOTO TMpeArnpuemMadectBo ¢GakTopu Ha OwuszHec cpejarta.
[TonuepraBa ce HeoOXoaUMOCTTa OT pa3BUTHE Ha OW3HEC cpelara B MOCOKA OCUTypsBaHE Ha



MEXaHU3MHU 3a creudduyHa [Abp)KaBHA TMOAKpPena U MPUOPUTETHOCT HA MIIAJIEKKOTO
MpearnprueMayecTBoO.

Need of Knowledge In Digital Marketing In Entrepreneurial Activity.
Revista Inclusiones, vol. 6, Ne Especial, Abril-Junio, 2019, ISSN 0719-4706, c. 61-72,
Cvasmopu: JI. Anesa, /. 3namesa (Web of Science)

B HayuyHara cratus ce HacouBa BHHMMAHMETO KbM CBIIECTBEHOTO 3HAYEHUE HA
JUTUTATHUST MapKETHHT 3a MPUCIOCOOSBAaHETO HAa OM3HECa KbM HABUIUTE Ha CHBPEMEHHOTO
TEXHOJIOTUYHO 001ecTBO. TOl € BaKeH KOMIIOHEHT OT ISUIOCTHAaTa MapKETUHIOBA CTpAaTErks Ha
OM3HEC OpraHM3alMUTEe M BaKHA CTBIIKA B M3rPaXKJIaHETO HA TBOPYECKH JUANIOr C IyOJuKaTa.
JlHec, moBede OT BCSAKOIa, € Ooce3aeMa Hy’KAara OT SICHO JAe(UHUpaHe Ha IMOBEICHUECKUTE
MOJIENIH, KOETO MopakJja He0OX0IMMOCT OT NMpUI00MBaHE U MOBUIIABAHE Ha KOMIIETCHLMUTE Ha
CBHbBPEMEHHHUTE TMpEeANpUeMayd B HU3IMOJI3BAaHETO Ha CTPATErMYECKH TUTHUTATHU TEXHUKH 32
aJlariTUpaHe Ha JEHHOCTTa UM KbM U3MEHEHUATA B IOTPEOUTEICKOTO MOBeAeHUE. B Ta3u Bpb3ka
Ce aKUEHTHpa BBPXY HEOOXOAMMOCTTa OT MOATOTOBKAa M (OpMHUpaHETO Ha MpodecroHaIHU
KOMIIETEHIIMM Yy MIJIaJuTe Xopa B cepaTa Ha TUTHTATHHUS MApKETHHI, KOETO € MPOJUKTYBaHO
IIpeJy BCUYKO OT OBP30TO pa3BUTUE HA 3HAHUETO U TEXHOJIOTUUTE, MPEIN3BUKBAILY JTMHAMMKA
Ha Ma3apHUTE MPOLECH U OT HENPEKbCHATO HABJIM3aHE HA HOBU CyOEKTH Ha Iaszapa, B pe3yJTar
OT KOETO C€ 3acWiiBa KOHKypeHIusTa. OCHOBHATA LI Ha HAcTosALIaTa CTaTUs € Jja ce MpOoydu
MHEHHMETO Ha MJIAJIUTE XOpa U Ja Ce YCTAHOBAT HAIJIACUTE 32 HEOOXOAMMOCTTA OT MOBHILABAHE
Ha 3HAHMATA UM I10 TUTUTAJICH MapKETHHT. M3cIe10BaTeICKUTEe METOIH, N3IIOJI3BaHU B CTaTHATA
ca aHalu3, CHHTE3, METOJ Ha aHKETHPAHETO, TAOJWYHU M TpapUuHU METOAH, 00o0meHne. B
nepuoaa OKToMBpu — HoeMBpu 2018 T. Mo MeTo/la Ha OT30BAIUTE CE€ € MPOBEICHO AHKETHO
Ipoy4BaHe KaTo ca aHkeTupaHu 91 nuna. M3cnenBanu ca Harjgacute Ha MIIaguTe Xopa 3a
peanu3upaHe Ha COOCTBEH OHJIAH OM3HEC M IOJI3BAHETO HAa MHCTPYMEHTUTE Ha JUTUTAIHHS
MapKeTUHI. Bb3 OCHOBa Ha HamnpaBeHWTE aHAIW3M M OLEHKM ca OOOOLIEHM W3BOJUTE, Y€
KelaHusATa Ha aHKeTHpaHWTE JMIAa 3a CTapTHpaHe Ha OHJAaiH Ou3HeC ce ChIOBICTBA OT
MIPOSIBSBAIMTE CEe HAIJIACH 3a yueHe, PUJ00MBaHE Ha 3HAHUS, YMEHHSI U OIMT 32 OpraHu3MpaHe
U pbKOBOAEHE Ha To3u OusHec. OcCh3HABAaHETO Ha HEOOXOJMMOCTTAa OT JOIMBJIBAHE WIIH
MoJlyyaBaHEe Ha HOBU 3HAHUS B OOJIACTTa HA JIWUTUTAIHUS MAapKETHHI € JI0Ka3aTeJICTBO 3a
pa3dupaHeTo y MIIaJUTE XOpa, Y€ Ch3/1aBAaHETO U YIPABICHUETO HA YCIICIICH OHJIaliH OM3HEC, €
CBBp3aHO C €()EeKTUBHOTO YINpPABICHHE HAa KOMYHHKAIIMUTE TOCPEICTBOM NPUIAOOMBAHETO W
MPUJIAraHeTo Ha LS KOMIUIEKC OT 3HaHMSI U YMEHHS.

Soft Skills for Sustainable Development in Tourism: The Bulgarian Experience.
European Journal of Sustainable Development, 8, 2, 2019, ISSN: 2239-5938, pp. 57-68,
Cvasmopu: T. Kupaxoea-/[unesa, A. Yankosa (Web of Science)

Crarusara pasriiexzaa BbIIpoOca 3a NMPUIOOMBAHETO Ha MEKM YMEHHs B TypHUCTHYECKaTa
UHAYCTPHs KaTO CPEJICTBO 3a IMOCTUTaHE Ha OOy4yeHHUE 3a LeJUTE Ha YCTOMYMBOTO pa3BuTHe. B
W3CJIEBAHETO HAa MEKWTE YMEHHUs, HeoOxomuMu B cdepara Ha TypusMa, € MPHIOKEH
KOJINYECTBEH M3CIIEAOBATENCKU MOAXO0J. AHAJIN3BT C€ OCHOBAaBAa Ha MHTEPBIOTA, IIPOBEACHU C
npeacTaBUTeN Ha bbarapckara permoHanHa TBHProBCKa Kamapa W IPEICTABUTENHM Ha



Obarapckara XoTeJuepcKka U pecTOopaHTbopcka MHAYCTpHUs. OCBEH TOBa € MPOBEACHO AHKETHO
MpOy4YBaHEe C TPU I'PYMH PECIOHIECHTH: 00ydyaeMu, MpernoaBaTesid U MpeJACTaBUTEIN Ha OU3Heca
U paboTofaTrenuTe B TypUCTHYECKaTa WHIAYCTpPHS. AHaIU3bT YCTAaHOBSIBA, Y€ JIOKATO HAKOU
TBBPJM YMEHHS TPAIUIIMOHHO CE MPEnoiaBaT B 00pa30BaTEIHUTE UHCTUTYIIUU, MEKUTE YMEHUSI,
UICHTH(QUIMPAHU B CTAaTHSITa KAaTO OCHOBHM MEKH YMEHHs, CHEIU(PUYHA MEKU YMEHUS U
MEHUKBbPCKU MEKH YMEHHS, YECTO OCTaBaT U3BHH IIENIUTE Ha mpemnoaaBarenurte. [1o To3u HaunH
MPOYYBAHETO € OT I0JI3a KaKTO IO OTHOUICHWE HA ChBPEMEHHATA MPAKTUKA M OOYYECHHETO IO
TYpPHU3bM, TaKa U IO OTHOIICHHUE Ha MapagurMaTa Ha 00pa30BaHHETO 32 YCTOMYUBO PA3BUTHE.

Marketing orientation of family businesses.
Revista Inclusiones, Vol. 6, num Especial, 2019, ISSN 0719-4706, pp. 91-100 (Web of Science)

Ilenta Ha pa3paboTkara e aa ce pasriena cneundukara Ha MapKETHHIOBaTa OPUCHTALIHS
Ha ¢amMUIHUS OM3HEC U Ja ce OYepTasT OCHOBHHUTE My MpoOIeMu. AHATU3UTE U U3BOIHTE IO
mpoOyiemMa ce OCHOBaBaT Ha JaHHHW OT aHKETHO MPOYyYBAaHE HAa MHEHHETO Ha MPEICTABUTEIH Ha
(baMIITHUTE TPEANIPUATHSL OT TPUTE OCHOBHHU c(hepH Ha JEHHOCT - MPOM3BOJCTBO, THPTOBUS U
yciyru. [IpoyuBaneTo € u3BbpieHO cpell 86 pEeCcHoHIEeHTH Ha TepuTopusara Ha bbiarapus B
nepuoja ssuyapu-anpui 2019 roguna. Pasriexaa ce poisitTa Ha MApKETUHIOBAaTa OPUEHTALIMS 3a
e eKTUBHO yrnpaBieHue Ha ¢paMuiaHus OusHec. [IpencTaBsaT ce BIkIaHUsATA HA Pa3IMYHUA aBTOPU
3a CBHIIHOCTTa HA MapKeTUHTOBaTa opueHTanus. 3dacHeHW ca KOMIIOHEHTHTE Ha
MapKeTHHTroBaTa opueHTanusi. Ha ocHoBaTa Ha aHanu3WTE Ha pe3yJATaTUTE ca OYepPTaHU
npoOyieMu, Tpes KOUTO € u3npaBeH Gamuinus 6usHec. Kato ocHOBHU TpoOJieMU Ce MOCTaBST:
JUIcCa Ha CUCTEMHO M 3aJbJI00YCHO MpPOYYBaHE, aHATU3WPAHE U OICHSIBAHE HA KIUCHTHTE;
JWICAa Ha 3aIBJIO0OYCHO aHaNM3UpaHe M OICHSABAHE Ha TIIOBEJACHHUETO HAa KOHKYPEHTHTE;
HEJIOCTaThUHO OICHEHAa poisi Ha paboTa B €KW 3a IOCTUTaHE Ha KPATKOCPOYHUTE W
IBITOCPOYHUTE (DUPMEHHU IIENIN; HETOCTATHhYHO OLIEHSBaHE Ha BH3MOKHOCTHUTE 3a IOCTUTaHEe Ha
KOHKYPEHTHO MPEJUMCTBO MO OTHOILIEHHE HAa Pa3XxoJuTe U Ha ceOeCTOMHOCTTa Ha MPOIYKTa.
N3BoauTe akineHTHpaT BBPXY HEOOXOAMMOCTTa OT OOpBIIaHE Ha CEpUO3HO BHHMAaHHE Ha
Mexay(yHKIIMOHATHATA KOOPAMHAIMS, OCUTYpsiBAaHE Ha J100pa KOMYyHHUKAallUs M MpHUIaraHe B
MO-TroJisIMa CTENEH Ha MAapKETHHIOBAaTa OPHEHTAIlMs KaTO BaXXEH MHCTPYMEHT 3a B3EMaHE Ha
MPAaBWJIHA YMPABICHCKU pEIICHHWs] [0 OTHOIIEHWE Ha TMO-IBIHO YJIOBJIETBOpSIBAHE HAa
NOTPeOHOCTUTE Ha MOTPEOUTENUTe M Ha MPABHIHOTO INPOTHO3MPAHE HA IOBEACHHETO Ha
KOHKYpEHTHTE.

Study on the creativity of the entrepreneurial business.
Revista Inclusiones, Vol. 7, num Especial, 2020, ISSN 0719-4706, pp. 355-366 (Web of Science)

Ilenta ©Ha cratuaTa € Ja Cc€ W3SACHM cHenuduKkata Ha KpEeaTUBHOCTTA Ha
npeAnpueMadeckusi OU3HeC U Ja ce M3BeJaT OCHOBHUTE My mpoOiemu. ToBa € HE0OXOAUMO
Mopaad BaXXHOTO 3HAUYEHHE HA KPEaTHBHOCTTAa Ha TNpeAnpueMaduTe 3a eQEeKTUBHO
OCBIIIECTBSIBAHE Ha JIEWHOCTTA Ha TpeAmnpueMadeckus OusHec. PazpaboTkaTa ce ocHOBaBa Ha
AHKETHO TMpOydYBaHe Ha 58 mpeacTaBUTENd Ha TpeanpueMadeckus OwsHec B bwarapus.
N3cnenBaneTo € mpoBeAEHO B EpUoAa OT cenTeMBpu A0 HoeMBpu 2019 r.

[IpencraBeHu U AOMBIHEHU Ca CXBAlllaHUATA 3a CHUIHOCTTA Ha KpeaTWBHOCTTa. JlaBa ce
ompejieiecHue Ha KpEeaTUBHOCTTA Ha TMpeArnpueMadeckuss OW3HeC, KaTo ChYeTaHHE OT



KOMIIETEHTHOCT, Upe3 KOATO C€ CTUMYJIHpa MPEANPHEMadecKOTO MUCIICHE, TaKa Ye HICUTE JIa Ce
MPEBbPHAT B PEATHOCT W HAJIMYKME HA MOTHBAIIMS U WHOBAaTHBHO TOBEJCHUE HA TO3M OW3HEC H
CIOCOOHOCTTa My 3a Ch31aBaHE W peajM3MpaHe Ha HOBHU M TOJIC3HU WICH, CBBP3aHU TJIABHO C
MPOAYKTUTE WU yCIYTHTe, C HAYMHA UM Ha MPOU3BOJICTBO, ChC 3abpKAHE HA TMa3apHUS IS
WM ChC 3aBJaJsIBaHe Ha HOB maszap. Ha ocHoBara Ha aHanM3uTEe HA PE3yJTAaTUTE OT aHKETHOTO
MPOy4YBAaHE CE YCTAHOBSBA, Y€ BCE OIIEC HE CE MpHiara B JOCTaThbYHA CTETICH KPEaTUBHOCTTA OT
npeanpueMadyeCKua OM3HEC KaTO BaXKEH HHCTPYMCHT 3a B3€MAHC Ha IPaBUIJIHU YIIPABJIICHCKU
PEIICHMA IO OTHOLWICHUC HA Cb3AaBaAHCTO HA HOBU MPOAYKTHU C LCJ IMO-II'BJIHO YAOBJICTBOPABAHC
Ha HEMPEKbCHATO TMPOMEHSIINTE CE€ MOTPEOHOCTUTE HAa IMOTPEOUTENUTE M Ha MPABHIHOTO
MO3UIIMOHUpaHe On3Heca Ha ma3apa. OuepTaHu ca OCHOBHHTE MPOOJIEMH HA TPEATIPHEMadeCKHs
OM3HEC MO OTHOIICHWE HAa KPEaTHMBHOCTTA, a MMEHHO: JIUTICA Ha YMPABJICHCKU TMPAKTHKH 32
HachpyaBaHE Ha KPEATUBHOCTTA Ha TIEPCOHANA; JIUICAa Ha JOCTAaThYHO MOTHUBHUPAHU 3a
KpCaTUBHOCT MpCANpPpUCMAYN, HCAOCTATBYHO OICHCHA POJIA HAa HAJIUYUC HaAa KPCATHBHO
NMOBCACHUC, HCAOCTATHYHO OLCHABAHC HAa KPCATUBHUTC HOTpCGHOCTI/I Ha nCpCoHaIa, JUIICA Ha
pa3paboTeHa cCTpaTerdsi 3a OpraHW3alMOHHA KPEaTUBHOCT; HEJAOCTAThUHO OLEHSBAaHE Ha
HE0OXOIMMOCTTa OT Pa3BUTHE HA KPCATHBHO IMOBEACHHE; HEIOCTATHYHO OIICHSIBAHE HA POJISATA
Ha WHOBAIIMUTE, HEIOCTAThUYHO IIOATOTBEH TI0 OTHOIICHWE HA WHOBAIMUTE MEPCOHAI.
[ToguepraBa ce HeoOxoaummocTTa OT (OKycHpaHe BBPXY (AKTOpUTE, BIMSCHIA BBPXY
KpPEaTHBHOCTTA HA NIPEANPUEMAYESCKIs OU3HEC.

Research of entrepreneurial business innovations in times of crisis.
Revista Inclusiones, Vol. 7, num Especial, 2020, ISSN 0719-4706, pp. 199-209, Cvaémop. bnx.
Koronoorcuiicka-/lasuokosa (Web of Science)

@okychT Ha pa3paboTKaTa € IIOCTaBEH BBPXY OICHKaTa Ha peaTu3HpaHUTE OT
npeanpuemMadeckuss OW3HEC MHOBAllMM M M3BEXKIAaHE Ha OCHOBHUTE IIpoOJEeMH B TOBa
otHowmeHue. OneHKaTa Ha peIpueMadeckusi OU3HEC 3a OCHILIECTBIBAHE HA MHOBALUM MPEAN U
B YCIJIOBHSITA Ha KpU3a C€ OCHOBaBa Ha Pe3yJITaTH OT MPOBEAEHO COOCTBEHO aHKETHO MPOyYBaHE
cpen 41 mpexacraBuTenu Ha To3u OusHec B bwirapus. M3scHeHa e ponsita Ha MHOBALIMUTE 32
YCIIEIIHO pa3BUTHE Ha MpearpueMadeckus OusHec. Pasrienanu ca ChIIHOCTTAa U OCOOCHOCTUTE
Ha wuHoBauuuTe. [lo OTHOIIEHHME HA YETUPUTE OCHOBHM BHUAA HMHOBAIMM (TIPOJIYKTOBH,
OpraHU3alMOHHM, MPOLECHH U MAaPKETUHTOBH) Ca MPEJICTABCHU U JOMBIHEHHU CXBAllaHHUATA 32
TsX. PesynraTure oT mpoy4YBaHETO pa3KpUBaT, Y€ OCHOBHUTE MPOOJIEMH, ITPE]T KOUTO € U3MPaBEeH
npeanprueMadeckusi OU3HeC B YCIOBHUATA Ha KPH3a ca CBbP3aHU C IOEMaHETO Ha BHCOKH PUCKOBE
B OCBUIECTBABAHETO HAa CBOATA ACHHOCT M MO-KOHKPETHO IMpPHU PEATU3UPAHETO HAa MHOBALMH.
IlomuepTaBa ce, ue TE3U PUCKOBE ca IO OTHOIIEHHE HaMaJIIBAaHETO Ha pasIojiaraeMusi (PMHaHCOB
pecypc Ha Ou3Heca.

Students’ Social Initiatives as A Prerequisite for Sustainable Development of Social
Entrepreneurship: A Case Study in Bulgaria.

European Journal of Sustainable Development, 12(4), 2023, ISSN: 2239-5938, pp. 426 - 436.
Cwasmop: bn. Kowonoocuiicka-/asuoxkosa (Web of Science)

B Hy6HI/IKaL[I/ISITa CC OTUMUTA, Y€ COIMMAJIHOTO NPCAINPUCMAYCCTBO € BAKCH M3TOYHHUK Ha
HKOHOMHUYCCKH PACTCIK WU ABUIATCII Ha COMAJIHAaTA MKOHOMMKA. Baxno YCJIIOBHUC 3a HCTOBOTO



pa3BUTHE U Ch3JaBaHETO Ha OM3HEC B Ta3u cdepa uMa y4acTHETO Ha JIMYHOCTTA B COLIMATHH
nHunuaTuBy. (OO000IIaBaHETO Ha Hay4yHHUTE WJEU I[I0Ka3Ba, Y€ BBIPOCA 3a COLHUAIHOTO
MpeANpUeMauecTBO € CPaBHUTEIHO J100pe M3SCHEH, JOKATO TO3H 32 COLIMATHUTE WHUIIMATHBH €
MHOTO clabo pazrinexaaH. Otuutailku To3u (akT, aBTOPUTE CE€ CTPEMST Ja MOoJydyaT MoBeue
nH(pOpMaIHsS OTHOCHO CHIIHOCTTA HA COIMAIIHUTE WHUIIMATHBH M TOTOBHOCTTA HA CTYICHTHUTE
Jla ydacTBaT B TsX. [1o OTHOIIIEHUE HA CHITHOCTTA HA COIMATHUTE WHUIIMATHBY Ca MPEJACTaBeHU
YW JOMBJIHEHW CXBallaHusATa 3a TAX. J[aBa ce ompezaeneHne Ha CTYACHTCKUTE COIMAIHH
WHUIIMATHBHY, KaTo (EHOMEH, B OCHOBaTa HAa KOHTO CTOM MOTPEOHOCTTa HA WHAWBHAA OT
MpU3HaHUE, TOTOBHOCTTA 3a COLIMAJIHO B3aMMOJEHUCTBUE C APYTU MHAUBHUIU U BH3MOXKHOCTTA 32
peanu3upaHeTo KaTo yCHEIIeH colralieH mpeanpuemad. llenra Ha HaCTOSIIOTO U3CIIEIBAaHE € Ja
CE YCTaHOBM >KEJIAaHHUETO U BB3MOKHOCTUTE CpeJl CTYJCHTHUTE 3a BKJIIOYBAHETO UM B COIMAIIHU
WHUIMATUBU M HArjlacUTe MM 3a CTapTUpaHE Ha COIUAICH NpeanmpueMadeckd OusHec. 3a
MOCTUTAaHE Ha IIeNITa ca aHKETUPAHU CTYJACHTH OT OBITApCKUTE BUCIIU YUEOHH 3aBEIICHUS TI0
MEeTo/la Ha OT30BaluTe ce. [lpunaraHeTo Ha TO3W METOJ € MOAXOJAII TOpaad Herorara
aJICKBAaTHOCT TI0 OTHOIICHHWE Ha crenudukaTa KaKTO Ha W3CJICIBAHUTE CYOEKTH, Taka W Ha
JTaHHWUTE, KOUTO TPsOBa a OBJAT MOJydeHH. AHKeTaTa, U3I0JI3BaHa MPU MMPOYYBAHETO ChABPKA
BBIIPOCH OT 3aTBOPEH THUI, HACOUYCHHW KHM YCTAHOBSBAHE HA yYaCTHUETO HA CTYJICHTUTC B
COLIMAJTHM WHULMATUBU, KAKTO W BB3MJIEAUTE UM OTHOCHO CTapTHUpaHEe Ha COIMaJieH
npennpuemMadyecku OusHec. Pesynrature OT mpoydyBaHETO MOKAa3BaT, Y€ HUMa ONpPEIEICHU
npoOyiieMu, CBBP3aHH C OPraHU3UpPaHETO Ha COLMATHM WHULMATUBH U 1O OTHOUICHHE Ha
CTapTUPAHETO Ha COIMANICH MpeanpuemMadecku OuzHec. ChIIECTBEH PE3yNTaT OT U3CIEIBAHETO
€, 4e BB3MOXKHOCTTAa Ha CpelaTa 3a pa3BUTHE HA COIMATHOTO NPEINPUEMAYEeCTBO BIIHSC
3HAYUTEIIHO BHPXY BB3MOKHOCTTA 3a Ch3/IaBaHEe Ha CTYJIEHTCKUA COLMATHH WHUIMATHBH B
yHuBepcuteTa. [IpoyuBaneTo MoXe /a ce M3MOJ3Ba KaTO MOJIE 3a aHAIM3 Ha BPb3KAaTa MEXKIY
COIMAJTHOTO MPEATNPUEMAYCCTBO U COITUAIHATA AKTUBHOCT Ha CTYJICHTUTE WHUITUATHBH.

CTATUHU U JOKJIAJIU, TIYBJIMKYBAHU B HEPE®EPUPAHU CIIMCAHUA C
HAYYHO PEIHEH3UPAHE WJ/IM NIIYBJIUKYBAHU B PEJAKTHUPAHU
KOJIEKTUBHHU TOMOBE

Jedpunupane, xapakTepucTuKa U MpodJIeMH HA ceMeilHus OU3HecC.
Uronomuka u ynpaenenue, op. 2, 2014, ISSN (print) 1312-594X, ISSN (online) 2367-7600, c. 97-
105, Cvasmop: P. Maozeposa

B crarumsra ce pasriexna ponsata Ha GpaMuTHHS OM3HEC 32 MKOHOMHYECKOTO Pa3BUTHE.
[IpencraBeHn ca BIDKAAHUSTA HA PA3IMYHUA aBTOPH OTHOCHO CHIIIHOCTTA Ha (haMHIHMS Ou3HEcC.
CrnenuanHo BHMMaHUE ce OOpbIla Ha Bpb3KaTa MEXIy CeMEWCTBO, OM3HEC M COOCTBEHOCT.
IIpencraBenn ca OCHOBHUTE MpoOieMu Ha (paMuiHus OM3HEC W Hail-Beue T3, CBBP3aHU ChC
COOCTBEHOCTTA, YNIPABICHUETO U MPUEMCTBEHOCTTA. [locTaBs ce akIeHT Ha HE0OXOAUMOCTTA OT
e(peKTUBHO pellaBaHe Ha €IWH OT Hai-CIoXHHUTE TpoliemMu Ha ¢(amuwiHusS OusHec -
MPEIUTUTAaHeTO Ha OW3HEC W CEeMEWHHM WHTEpEeCH, Hy)KIaTa OT MHTETpHpaHe HAa WHTEPECHTE Ha
Ou3Heca M ceMeicTBaTa M MOCTUTAaHEeTO Ha 0aJaHC B OTHOIICHHTA MEX/Y TSAX 110 OTHOIICHUE HA
BHE/PSIBAHETO HAa MKOHOMHYECKAaTa pOJIi Ha NPEANPUATHETO W COLMaTHaTa poiisi Ha
ceMeicTBOTO. OCUTYPsIBAHETO HA MIPUEMCTBEHOCT HA OM3HECa W HETOBHUS TpaHC(heEp ce CUUTaT 3a



€MH OT Hal-Ba)KHUTE MPOOJIEMH ChC 3HAUUTEIHO Bh3JICHCTBUE BHPXY HETOBUS PacTeXk, KaKToO U
MIpH 3aMa3BaHeTo Ha paOOTHUTE MECTA.

N3caenBaHe HA BJIMSHHETO HA BBHIIHUTE (PAKTOPH 32 KOHKYPEHTOCMOCOOHOCT BHLPXY
MApPKEeTHHIOBHS MOTEHIIUAJ HA MPeANPUATHATA.

Ynpasnenue u ycmotiuuso pazeumue, 6p. 1, 2014, ISSN 1311-4506, c. 43-50, Cvasmop: P.
Jlumumposa

B crarudra e 3acTeneHa Te3aTa, ye BBHIIHUTE (AKTOPH 3a KOHKYPEHTOCHOCOOHOCT
OKa3BaT HEIOCPEJICTBEHO BIMAHUE BBPXY KOHKYPEHTOCIHOCOOHOCTTa M KOHKYPEHTHHS
MIOTEHLIMAJ Ha NPENIPUITHATA, YUUTO BAXKEH C€JIEMEHT € MapKETUHTOBUAT IMOTEHIUAl B
yacTHOCT. M3ymara ce CTaHOBHIIETO, Y€ pa3BUBAaHETO HAa MApPKETUHIOBUSA IIOTEHLHUANI €
U3KIIOYUTETHO Ba)XHO YCJIOBHE 32 [OBHMIIABAHETO HAa KOHKYPEHTOCHOCOOHOCTTa H
KOHKYpPEHTHHUS MOTEHIMAN Ha NpeanpusTuara. B Tta3um Bpb3Ka Ienrta Ha pazpaboTkara € Ja ce
W3cienBa W OIEHU BIMSHUETO HA BBHITHUTE (PAKTOpHM 3a KOHKYPEHTOCHOCOOHOCT BBPXY
MapKeTUHTOBUSl MOTEHLMAad Ha mnpeanpustuero. HampaBena e kimacugukanys Ha BBHHIIHWUTE
(akTOopH 3a KOHKYPEHTOCHOCOOHOCT. M3sicHEeHa € CBHIIHOCTTa Ha MAapKETHHTOBHUS TOTEHIIMAI.
[Ipennoxkena e cucremMa OT MHIMKATOPH 3a aHAJIN3 M OLICHKA HA BIMSIHMETO HAa BBHHIIHHTE
(dakTopu 3a KOHKypeHTocnocoOHocT. OmpeneneHn ca MHIMKATOpPU 3a aHAIU3 U OLEHKa Ha
MapKETUHTOBUS TNOTEHIHMal. Bb3 OCHOBa Ha pe3yiaTaTUTE OT E€MIMPUYHO IPOYyYBAaHE, 4YpeE3
IIPWJIAraHeToO Ha CTATUCTUYECKU METOIM 3a U3CJIEIBAHE HA 3aBUCUMOCTH, CE OLIEHSABA BIUSHUETO
Ha BBHIIHUTE (PAKTOPH BBPXY MAPKETHHIOBUS MOTEHIMAT HA MPEINPUATHATa — U3TOUHUIN HA
npoyuBaHeTo. KoHcTaTupa ce HaJlnuMe Ha CHIIHA 3aBUCUMOCT MEX]ly OLIEHKaTa Ha BJIMSHUETO Ha
BBHINHUTE (PakTOpW 3a KOHKYPEHTOCIIOCOOHOCT M Ha MApKETHHTOBHS IOTCHIMAT Ha
XOTEIUEPCKUTE TPEIIPUITHUS.

OneHka HAa MAPKETHHTOBHSI IOTEHIIMAJI HA TYPUCTHYECKHUTE areHINMN.
Uronomuka u ynpaenenue, op. 1, 2015, ISSN (print): 1312-594X, ISSN (online): 2367-7600, c.
13-25

JlHec KynTypHUSAT TypU3bM CE€ pa3BUBa BbB BBHIIHA CPENA, XapaKTEpU3Upalla CE C
BUCOKa JMHAMHUYHOCT, 3acWJBaHE Ha KOHKYpPEHLHMATa Ha TYpUCTUYECKUTE TMazapu U
riodanu3anus Ha TypUCTUYECKUs Ou3Hec. BakHO 3HaueHue 3a TypUCTHUYECKHs OW3HEC Npu
HAJIOXKWINTE CE yCIIOBMs MMa 3ala3BaHe Ha 3aBOIOBAHUTE OT HErO MO3MIMHU HA TYypPUCTUYECKHUS
nazap. Ilpunaranero Ha MapKeTUHIOBHSI ITOJXOJ] UIpae Ba)kHA POJIs 32 B3€MaHE Ha ONTHUMAIHU
YIPaBJIEHCKU pPEIIEHUs U 3a MOBHIIABaHe Ha €()eKTUBHOCTTA Ha JIEMHOCTTA HA TYPUCTHUECKUTE
areHI1H, Ipeylaraiy NpoayKTH, CBbP3aHH ¢ KyJTypHUs TypusbM. Llenara Ha u3cneaBaHero e aa
CE OLEHM MAapKETHHIOBMs IOTEHIMA] Ha TYPUCTUYECKM areHUuu, Mpejiaralid IpOAYKTH,
CBBP3aHU C KyJITYpHHs TypU3bM Ha 0a3aTa Ha JaHHU OT aHKETHU NPOYYBaHMA. 3a MOCTUraHE Ha
LIeJITa € TPUIIOXKEH MOJXO0/1 32 CTATHCTUYECKO XapaKTepu3upaHe Ha Ou3Hec cpenara. B3 ocHOBa
Ha TO3U MOJXOJ] € XapaKTepU3UpaH MapKETUHIOBHSI TOTEHIIMAT HAa TYPUCTUYECKUTE areHIUM 3a
nepuoga 2011-2014 r. [IpeacraBar ce BHKIaHUATA HA Pa3IM4YHU aBTOPH 3a ACPUHHPAHETO HA
MapKeTHHIoBus noTeHuuan. OnpeaencHu ca MOoKa3aTeluTe, XapaKTepu3upalid MapKeTHHTOBHSI
MOTEHIMAJl Ha TYPUCTHUYECKUTe areHuu. Ha ocHoBaTa Ha pe3yiTaTuTe OT aHalIM3a Ce U3BEXkKAA



HEe00XO0MMOCTTa OT MOBHILIABAHE Ha MAPKETUHITOBUS MOTEHIMAJ HA TYPUCTUYECKUTE areHIUU
3a OCUTypsiIBaHE Ha MEpPCINEKTUBHOTO M YCTOMYMBOTO UM pa3BUTHE B cepaTa Ha KyJITypHUS
TYpU3BM.

H3yyaBaHe Ha BJIMSIHMETO HA HHOBAIMOHHHUS MOTEHIIMAJI BbPXY KOHKYPEHTOCIIOCOOHOCTTA
Ha MeOeJTHH MpeInpuATHSI.
IIpeonpuemauecmso, op. 2, 2015, ISSN (print) 1314-9598, ISSN (online) 2367-7597, c. 195-206

ITpu pa3paboTBaHETO Ha CTaTHATAa CE MMa NPEABH[, Y€ MHOBALMOHHUS NOTEHLMAT Ha
HOPENNpUATHETO € €IUH OT BAaXKHUTE (AKTOPH, BIUSCI] BbPXY HErOBOTO KOHKYPEHTHO
MKOHOMHYECKO paszButue. OTuMTa ce, 4ye BaXKeH MHCTPYMEHT 3a Ou3Heca B cdepaTa Ha
MeOETHOTO TPOU3BOACTBO B KOHKypeHTHaTta Oop0a, 3a M3rpakJaHeTO Ha KOHKYPEHTHH
NPEeIUMCTBAa U 32 MOBMIIABAHETO HAa KOHKYPEHTOCIOCOOHOCTTa € WHOBALMOHHUS MOTEHIIMA.
Ienta Ha pa3paboTKaTa € Aa ce M3Cie/Ba 3aBUCHUMOCTTA MEXJy MHOBAIIMOHHHS MOTCHLIHAT U
KOHKYPEHTOCIIOCOOHOCTTa Ha MeOeNHuTe mpeanpuatusaTa. V3non3BaHu ca JaHHU OT aHKETHO
Mpoy4YBaHE HAa MAapPKETHHIOBUS TIOTEHIMAT W KOHKYpPEHTOCTOCOOHOCTTa Ha 17 MeOemHH
MpeanpusaTHs, YHKIMOHUPAILK Ha TepuTopusTa Ha obnact biaroesrpan npe3 Hoemspu 2015 1.
[IpennoxxeHa oT aBTOpa € cucTeMa OT MOKa3aTesMd 3a aHajlu3 U OLEHKaTa Ha MHOBAL[MOHHMS
MOTEHIMA Ha MeOenHuTe npeanpusatud. OnpeaencHu ca MoKa3aTeluTe, Bb3 OCHOBA Ha KOUTO Ce
[IpaBU aHAJIU3 Ha KOHKYpEeHTOcnocoOHocTTa. OTyMTa ce JIMIca Ha €IUHEH IOAXOJ B
OIpeZE/ICHUATAa 3a NHOBALIMOHHUS MOTEHIMAJL. 3a YCTAaHOBSBAaHE HA HAJWMYME WIN OTCHCTBHE Ha
3aBUCUMOCT MEXJy WHOBALIMOHHUS TMOTEHIHAT M KOHKYPEHTOCIIOCOOHOCTTa Ha MeOeIHUTe
NPEeaNpusATHs € MPUIOKEH MEeToJa Ha aucnepcuoHeH aHanu3. C momormra Ha eJHO(paKTOpeH
pErpecMOHEH aHajdu3 € W3ClIe[BaHa Bpb3KaTa MEXIY MHOBAUMOHHMUS TMOTEHIHAI W
KOHKYPEHTOCIIOCOOHOCTTA Ha MEOEIHUTE NPEANPUATHS, a C METOa Ha KOPEJIALOHHUS aHAIIU3 €
u3cie/BaHa CUjlaTa Ha Bpb3KaTa. M3BoauTe HacodyBaT BHUMAHHMETO KbM HEOOXOAMMOCTTA OT
HEeNpPEeKbCHATH, IEJICHACOUYEHU YIPABICHCKU JAEHUCTBUS HACOYEHUM KbM ONTHUMH3HpPAHE Ha
MHOBALlMOHHATa JEHHOCT W pa3padOTBAaHETO M MpUJIaraHeTo Ha €QEeKTHBHM, aJeKBATHU Ha
JMHAMUYHUTE IPOMEHH B KOHKYpEHTHATa cpe/ia, MHOBAallMOHHU CTPATEeTUH.

BbTpemHo-pupmenn yciaoBus 3a pa3BuTie HA (paMUJIHUA OM3HEC.
Ilpeonpuemauecmso, op. 2, 2016, ISSN (print) 1314-9598, ISSN (online) 2367-7597, c. 186-202,
Cvasmopu: P. Maozeposa, A. Amanacosa, bn. Kowonoocuiicka-/[asuokosa

Hacrosmara cratusi akueHTHpa BbPXY BBTPEIIHOGHPMEHHUTE YCIOBHS 3a pa3BUTHE HA
cemeeH Om3Hec. llenTa e nma ce mpoyyar M aHaIM3MpaT HIKOW IO-ONPEIEISINN BHTPEIIHO-
(dupMeHn ycroBHs 3a pa3BHTHE Ha (aMHIHMS OW3HEC M Ja Ce M3BENAT OHE3W OT TIX, KOMTO
M3UCKBAT MO-CIEUAIHO BHUMAHUE OT CTPaHa Ha HETOBUTE COOCTBEHHIIM, PECI. MEHUKbPH BHB
Bpb3Ka ¢ monxoOpsiBaHeTo WM. M3moms3BaHu ca cratuctudyecku naHHu oT European Family
Business Barometer u pe3ynraté oT coOCTBEHO aHKETHO npoyuBane. [IpenctaBena e u ponsara Ha
ceMmeiiHusi Ou3Hec B MKOHOMHKara. OOCHKIAT c€ WKOHOMHYECKHUTE U  YIPABICHCKU
BBTPEIIHOPUPMEHH YCIOBHS 32 YCIIEX Ha CEMEHHOTO NpeAnpusTHe. B ChOTBETCTBHE ChHC
CBIIHOCTTa W POJIITA HAa TO3U OM3HEC C€ ONpeAeiiT BaKHH HMKOHOMHYECKH YCJOBHUS KaTo
HaJIM4YUe Ha IMa3apHU BH3MOXHOCTH, NMPOBEXJAaHE Ha IMa3apHH MPOYyYBaHUs, ChoOpa3sBaHEe Ha
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MpeIaraHeT0 Ha MPOAYKTH C TOTPEOUTEIICKO ThpCEHE, WHOBAIMU, OW3HeC (pUHAHCUpaHE H
WHBECTHIIMU. B craTwsTta ce pasriexaar ¥ CICIHHTE BXHH YCJIOBHS 3a YIpaBIICHHE: SICHA
BU3US 3a MOCOKAaTa Ha pPa3BUTHE Ha OW3HECa, HAIMYME HA YMPABICHCKO W HKOHOMHYECKO
o0Opa3oBaHNe Ha COOCTBCHMIIUTE, HAJMYUE HA YIPABJICHUE U JICJICTUPAaHE Ha MpaBa, Ch3JaBaHE
Ha OaylaHC MeXIly OM3HEC M CeMEWHU MPOOJIEMU U OCUTypsiIBaHE HAa NMPHEMCTBEHOCT BHB BPb3Ka
ChC CMsHATa Ha MOKoJeHuATa. [locoyeHn ca BBTPEIIHOPUPMEHHUTE YCIOBHS, BBPXY KOUTO
TpsOBa J1a ce HAcOYaT yCHUIIMATA 32 MTOA00psBaHe.

IHoTpeduTesickaTa yI0B/JIeTBOPEHOCT OT NPOAYKTA HA TyponepaTopckuTe GupMu.
Kpvena maca ¢ medxcoynapoono yuacmue ,, Topeosckuam u mypucmudeckusm OusHec  ycious

Ha uHmenuceHmen, ycmouuus u npuoowasawy pacmedic”, 21 okmomspu 2016 2., Ceuwjos, mom
11, 2016, ISSN 978-954-23-1151-5, c. 111-116

Ilenta Ha JOKJIaJa € Ja Ce aHaIM3Mpa MOTpeOuTeNcKaTa YAOBIETBOPEHOCT OT
MPOAYKTUTE, TpeIJlaraHu OT Typoreparopckute ¢upmu B obmact bmaroesrpax. Tosa e
HE0OXOUMO TIOpaJAM CHILIECTBEHOTO 3HAYEHHE Ha CTpEeMeXa Ha TypONepaToOpuTe KbM
yIpaBieHUE Ha MOTPEOUTENCKAaTa YIOBIETBOPEHOCT 32 Pa3BUTHE HA AEHMHOCTTa UM B YCJIOBHSTA
Ha 0CTpa KOHKYpeHTHa 60p0a 1 HENpeKbCHATO yBEJINYaBall] ce OpOoii KOHKYPEHTHH J1€CTHHALIUH,
Ipeularaly pa3HooOpa3HU TYpUCTHYECKH NMpoayKTH. PazpaboTkara ce OocHOBaBa Ha AHKETHO
[IpOyYBaHe Ha KJIMEHTH Ha TypomnepaTopcku (upmu. IIpencraBar ce BWXKAAHUSA Ha pa3iuyHU
aBTOPHU 3a MOTpedUTeNCKaTa yI0BIeTBOPeHOCT. CrielualHO BHUMAHHUE ce OT/els Ha (haKTOpHUTe,
KOUTO BIMSIST BBPXY YIOBJIETBOPEHOCTTa Ha morpedutenute. Ha ocHOBaTa Ha mpeicTaBeHUTE
aHaM3d M PEe3yJITaTH OT IMPOYYBAHETO Ca YCTAaHOBEHU HIKOM IPOOJIEMH IO OTHOIICHHE
JEHOCTTa Ha TYpOIIEpaTOpPCKUTE (PUPMHU, HEMOCPEACTBEHO CBBP3aHHU C YJOBJIETBOPEHOCTTA Ha
MOTPeOHOCTUTE M JKETaHUATA HA KIMEHTUTE M. VI3BOIUTE aKIEHTUPAT BHPXY HEOOXOIUMOCTTA
0T nopoOpsiBaHE Ha NOATrOTOBKAaTa Ha MEpCOHaja OT IVIEJHA TOYKAa Ha OpraHu3alusaTa Ha
o0cCiTy’)KBaHe U MPEKHsI KOHTAKT ¢ KIIMEHTUTE, MO-IIUPOK ACOPTUMEHT Ha Ipe/ylaraHus MpoIyKT,
Ch3/laBaHE Ha TYPHUCTHYECKU MAaKeTH M IpeJylaraHe Ha LEHOBU o(depTH, ChOTBETCTBAILU HA
nudepeHIupaHuTe MOTPEOHOCTH Ha pa3IMYHUTE KaTETOPUH TYPHUCTH.

Trade Business Communication Policy.

Marketing and Business Development Journal, vol. II, Ne 1/2016, Bucharest University of
Economic Studies Publishing House, International Conference on ,,Marketing and Business
Development” (MBD2016), Bucharest, Romania, 2016, ISSN 2344 — 513, pp. 23-30, Cvasmop:
. AHuesa

OcHoBHaTa IIe71 Ha CTaTUATa € Jla ce pasriena crnenupukaTa Ha KOMyHHUKallMOHHATa
JEMHOCT Ha IMpeanprueMadeckusi OM3HeC OT CEeKTOpa Ha ThPrOBUsATA, /1a C€ M3BEJAT OCHOBHUTE
npobJeMH W Ja ce HampaBsT MPErnopbKU 3a HEWHOTO MOAO0OpsSBaHE KAaTo MPEANOCTaBKa 3a
nobpata opraHM3anus M TIOCTUTAaHETO Ha BHCOKAa €(QEKTHBHOCT B YIPABICHUETO Ha
MapKeTUHIOBaTa JeHHOCT Ha KOMIaHUATa. Bb3 OCHOBa HA MHOYKECTBO CTAHOBMILA € HAIpPaBEHA
CUCTeMAaTHU3allMsi Ha KOMIIOHEHTHTE Ha KOMYHHMKAllMOHHaTa IIOJIMTHKA KaTo aBTOPUTE
UACHTUGUIMPAT HAW-NOJXOAALINTE HHCTPYMEHTH 32 OLICHKaTa HA KOMyHHMKallMOHHATa JEeHHOCT
Ha THPrOBCKUTE MPEANPHITHS, & UMEHHO - peKJaMara, BPb3KUTE ¢ OOLIECTBEHOCTTA, JIUYHUTE
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MpoJaX0U U CTUMYJIMPAHETO HA MPOoAaKOHTe. 3a MOCTUTaHETO Ha IIeJiTa B IEPUOoAa MapT - F0JIU
2015 r. e nmpoBenieHO npoyuBaHe cpen 112 MEHUIKbPU HA NpeAnpUsITUS Ha TepuTOopUsiTa Ha P
bovarapus, 3aHuMaBaiu ce ¢ ThProBeka JedHocT. 3a HaOupaHe Ha MHPOpMAIUATa € U3MOI3BaH
METOIBT Ha MpsKaTa aHKEeTa, 32 aHAJIM3 U OLIEHKAa Ha TMOJYYEHHUTE Pe3yiTaTd - CTAaTUCTHUYECKU
METOJIY, a 32 BU3YAIIHOTO UM TMPEACTaBsIHE — rpa)UuHA METOAU. AHKETHATa KapTa BKIIIOYBA €T
O510Ka BBIIPOCH, CBBbpP3aHU C (pUpMEHATa peKjIaMHa JEHHOCT, CTUMYJIHPAHETO Ha MpOJaXOuTe,
BPB3KHUTE C OOIIECTBEHOCTTA, TMPEKTHUTE MPOJAKON M CIIOHCOPUPAHETO. AHAM3BT M OI[EHKATa
Ha pe3yJTaTUTE OT MPOYYBAHETO IMOKA3Ba, Y€ MPEINPHUATHITA B THPTOBCKUS CEKTOP BCE OIIE HE
ca JOCTaThYHO HASICHO C HEOOXOOUMOCTTa OT IUIAaHMpAHE, OpPraHu3upaHe U KOMIIETEHTHO
yOpaBlieHHE Ha CBOATa KOMYHHKAI[MOHHA IIOJIMTUKA. YCTAaHOBEHO €, Y€ 3a pas3jihkKa oT
MEHUDKBPUTE Ha TOJEMHUTEe KOoMIaHuu, pbkoBoautenute Ha MCII He pasmo3HaBar B
J0CTaThUHA CTETICH HY)KIUTE HA MOTPEOUTENUTE B M30pAHUSI CETMEHT, HE MPeANpUeMaT HUKaKBU
JeicTBUS, 3a Jia TMOBIMAAT HA IIMPOKaTa OOIIECTBEHOCT, HE OTHAENAT aJeKBATHU PECYPCH 3a
pa3paboTBaHETO M YIPABICHUETO Ha CBOMTE KOMYHHUKAIIMOHHHM MONUTHKH. HabmoxeHusita
pasKpHBar, 4e € OT CHIIECTBEHO 3HAYCHHE 32 THPTrOBCKUTE KOMIAHHWHU Jia M3IOJI3BAT MO-100pe
MEIUUTE, TPATUIIMOHHUTE POPMH Ha pEKIaMa M MHCTPYMEHTHUTE 3a camopekiama. OupMeHHsT
MEHHDKMBHT TpsiOBa Ja OObpHE BHHMAaHHE HE CaMO Ha YNPABICHHETO Ha MapKETHHTa Ha
OTJICTTHUTE TPOIYKTH, HO U Ja (OKycHpa MHTEpeca Ha MOTpeOUTeTuTe KbM Mapkara, OM3HEC
LIEHHOCTUTE, KOPIMOPAaTHUBHUS UMUK, MHCHITa M T.H. M3BoauTe akUEHTUPAT BBPXY
HEeoOXoaUMOCTTa OT pa3padOTBaHETO HA KOMYHHUKAIIMOHHA TMIOJIMUTHUKA, OCHOBaHa Ha
3aIbI00YEHO TMPOYYBAHE, aHAIU3 W OLEHKAa Ha IMa3apHOTO THPCEHE, BB3MOXKHOCTUTE 32
yZIOBJIETBOPSIBAaHE Ha MOTPEOHOCTUTE Ha KYMYBAayMTE M TSAXHOTO IOBEJICHHE, HA JCHCTBAILUTE
IJTAHOBE U CTPATETHH 32 KOMYHHUKAITHSI.

Application of the lean concept as a prerequisite for a tourist business development.
Economic processes management, Ne 4, 2016, ISSN 2311-6293. Cvasmop: P. Maozeposa, A.
Amanacosa

KirodoB mpo6iiemM Ha riio0anu3upanus 1ma3ap € ThpCeHETO Ha HOB TOAXO/I, OCUTYpsIBAI Ha
TYpUCTHYECKHsI OM3HEC YCTOMYMBO Ma3apHO MpHChCTBHE. ToBa O3HAayaBa IMOBUIIABAHE Ha
KOHKYPEHTOCIIOCOOHOCTTa W B3€MaHE Ha YIPABJICEHCKH pELIEHUS B Ta3u mocoka. Eaun ot
METOJIUTE 3a pelllaBaHe Ha TO3U MPOoOJieM € MpUaraHeTO Ha JMIH KOHLEMIUATA, MPU KOSITO
MpearnprueMadyeckuTe ycuus ca (OKyCUpaHu BbPXY CTOMHOCTTA — 10 OTHOIICHHE Ha Pa3XOAUTe
Y TI0 OTHOIIICHHE Ha CIIOCOOHOCTTA Ha MPOJIYKTA Ja 3aI0BOJIM HYXKAUTE Ha KiueHTa. LlenTa Ha
CTaTHsTA € Jla MPEJICTaBU Bb3MOXXHOCTH 32 KOHKYPEHTHOCIIOCOOHO pa3BHTHE Ha TypuU3Ma 4Ype3
MpujiaraHe Ha JIMWH MoaxoJa. AKIEHThT Ha HACTOSIIOTO M3CIEABAaHE € HACOUEH KbM aHalu3 U
OLICHKa Ha W3I0JI3BAHETO Ha JIMHH MEHUIKMBHTA KaTo HOB M YyCIIELIEH MOJX0J B cdepara Ha
Typuctuueckara aeitHocT. [IpoyuBaHeTo ce OCHOBaBa Ha KOHKPETHM CTATUCTHUUYECKHU JaHHU U
pe3ynTatd OoT Mpoy4yBaHE Ha MEHMKbpPU U COOCTBEHUIM Ha (UPMH B CEKTOpa Ha TypH3Ma.
YcraHoBsIBa ce, 4e HsIMa €IUHHO CTAHOBUIIE MO OTHOILIEHHE Ha ChIbPKATEIHUTE aCHEKTH Ha
nuiiH koHuenuusaTa. [logueprasa ce, 4ye TUHH NOAXOABT € OPUEHTHPAH KbM YIOBJIETBOPSIBAHE HA
MOTpeOHOCTUTE Ha KiIMeHTa. V3siCHeHH ca MPUHIMINTE Ha TUHH KoHIenmusaTa. Ha ocHoBara Ha
aHaJIM3a Ha Pe3yJITaTUTE CE M3BEXKa HEOOXOIMMOCTTA OT MPUJIATaHEe Ha JTUIH MOAX0JIa C OTJIe]
MO-TTBTHO y/IOBJIETBOPSIBAHE HA MOTPEOHOCTUTE HA TYPHCTUTE, IIUIOCTHO TOBUIIIABAHE HA
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e(heKTUBHOCTTa M Ha KOHKypeHTocnocoOHocTTa. [Togueprano e, ye 3a eeKTHBHOTO MpHIIaraHe
Ha JIMAH KOHIICTIHUATA B TPEANPHUATHATA OT TYPUCTHUECKUS CEKTOP M 3a IMOBHIIABAHETO HA
KOHKYPEHTOCTIOCOOHOCTTa € HEO0OXOAMMO Jia C€ TPEANPUEMAT HAKOM YIPABICHCKH CTBIIKH -
dbopMHUpaHe W TpUaraHe Ha JIMAH CTPAaTerus W OOBBP3BAHETO W C TMOJAXOAANIA TaKTHKA U
KOHKpPCTHA IIporpamMa, BKIIOYBAIIW HNOAXOAAIIUM HHCTPYMCHTH, OCO6€HO 34 YIIPaBJICHUC Ha
OTIepAIMUTE B XOTEIHEPCTBOTO.

Problems of the management and marketing of family business in tourism.
HORIZONS, 10 (20), 2016, ISSN 1857-9884, pp. 7-23, Cwaemopu: P. Maoeeposa, A.
Amanacosa

Pa3paboTBaHeTo Ha cTaTusATa € MPOBOKMPAHO MMEHHO OT TOJIsIMaTa PO M 3HauCHHE Ha
¢damMuHUs OM3HEC B TYPUCTHUYECKHUS CEKTOP W JIMIICATa Ha IMO-3aJBJIO0YCHH H3CJEeBaHUS Ha
HETOBOTO CBCTOSHHE W CBHI'BTCTBAIIM (YHKIMOHHPAHETO MY MPOOJIEMH, MPOU3THYAIIM OT
cnenudukara My. B Ta3u Bpb3ka 11enra Ha pa3padoTkara € Ha 6a3ara Ha pe3yJTaTUTe OT aHaIN3a
HAa EMIUPUYHM JaHHH Ja C€ YCTAHOBAT KOHKPETHHTE TMPOOJIEMH HA YIPABICHUETO H
MapKeTHHTOBaTa MOJUTHKA Ha (PaMITHUTE TPEANPHUTUS OT chepara Ha TypusMa B bearapus u
7la ce M3BEJAaT HACOKH 3a TSAXHOTO pellaBaHe. 3a MOCTUTAHETO Ha IENTa € W3BBPIIEH 0030p Ha
JUTEpaTypHU W3TOYHHUIM 1O IpodieMuTe Ha (GaMumIHUS OW3HEC B Typu3Ma M € IPOBEICHO
aHKETHO MPOY4YBaHEe Ha COOCTBEHHLIUTE Ha 84 MPENpHATHS OT TO3M OM3HEC 3a yCTaHOBSIBAaHE Ha
HETOBOTO CHCTOSIHUE M OCHOBHHM MpoOJeMH B 00JacTTa Ha YIPaBICHHETO M MapKETHHIA.
Pasrnenana e cneumdukata Ha ¢damuiHus OusHec B Typu3ma. Ha 0a3zara Ha ananm3a Ha
pe3yaTaTuTe OT NMPOYYBAHETO Ca U3BEJACHM CIIEAHUTE MPoOIeMu B 00JIaCTTa HAa YIPABICHUETO U
MapKeTuHTa Ha (haMmIHus OM3HEC B TypH3Ma: HEAOCTaTHYHO pa3dHMpaHe Ha BpPB3KaTa MEXIY
colMalHATa W WKOHOMHYECKaTa CHCTEMH BBB (paMuiIHMs OW3HEC; HEAOCTATHYHO 3aCThIICHA
MOJMTHKA 33 Ch3/laBaHE HAa HOBU IPOAYKTH C LEJ YJOBJIETBOPSIBAHE Ha AW(EPECHIUPAHUTE
NOTPEOHOCTH Ha KIMEHTUTE, KaKTO M 3a MOAOOpsBaHE Ha TO3UIMUTE HAa HAIMOHAIHUS W
BBHIIHUTE [a3apu; MalbK U1 Ha TNPEeINpUATHATa, KOWTO H3MON3BAaT (PUHAHCUpPAHE 10
eBpOIEHCKH TMPOTrpaMu; HHUCBHK A Ha M3BHPIIBAHUTE OOydYeHHsS HA TEpCOHaja; JIUIca Ha
YTBBPJEHHU CTPATETUH U IUIAHOBE 32 PAa3BUTHE NPU M3BECTHA YacT OT MPEANPUATHATA; JIUIICa HA
KOMIUIEKCHO M3I0J3BaHe Ha pPAa3IM4HUTE (HAaKTOpH, CHOCOOCTBALM 3a ycmexa Ha Ou3Heca;
OCHOBHATA M3ITOJI3BaHA CTPATETHs € HACOYCHA KbM ITOCTUTaHE Ha BUCOKO KaueCTBO; 3HAYMTEITHA
9acT OT MPEINPUATHITA HE TPaBAT PETYJSPHH MPOYYBAHUS HA Ma3apa, KOHKYPEHTEH aHaIu3 |
0COOEHO MO OTHOIIEHUE Ha YIPABIECHUETO HA MPOJAKOUTE; HEAOCTATHYHO OOraT CIEKTHPHT Ha
M3MOJI3BAHNTE PEKJIAMHHM CpPEICTBA; HHCKO PABHHUIIETO HAa KOHKYPEHTOCIIOCOOHOCTTa U
MOTPEOUTENICKOTO ThpceHe. l3BeneHW ca BB3MOKHOCTUTE 3a pellaBaHE Ha OYEpPTaHHUTE
poOIeMH.

Current issues in family business management.
European Journal of Service Management, 22 (2), 2017, ISSN 2450-8535, pp. 47-52, Cvasmop:

b, Koronoorcuticka

IlenTa Ha cTaTus € Ja ce U3SCHAT MPOOJEMUTE NMPHU yIPABICHUETO HAa (paMUITHUS OU3HEC.
AHanmu3uTe W M3BOJUTE IO MpoOJieMa Ce OCHOBABaT Ha JJAHHW OT aHKETHO NMpoyuyBaHe Ha 186
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(bamMmIHN TpennpuATHSA Ha TepuTopusaTa Ha KOrozamagHus pernoH 3a ranupane. Paskpusa ce
CBIIHOCTTAa Ha YIIpaBJIEHUETO Ha (aMmiHus OmsHec. V3CHEHM ca yCIOBHATA 3a MPABWIIHO H
epeKTUBHO ympaBieHHe Ha ¢amuiHusg OusHec. CrnenuanHO BHMMaHUE € OTAEJICHO Ha
TPUKPBIroBHs MOzieN Ha pamuHus Ou3Hec. Bp3 ocHOBa Ha aHanmM3a M OLIEHKATa Ha MOJTYyYEHHUTE
pe3yaTaTu ca U3BeIEeHH OCHOBHHUTE MPOOJIEMH M ca HalpaBeHU 0000meHn u3Boau. OCHOBHUTE
npoOJeMH ca CBBP3aHH C HENOCTaThbUHO €(EKTHUBEH IMpOIEC HA YIpaBieHHE Ha (PaMUIHHA
Ou3Hec, HEOCh3HABaHE HA Ba)KHATA POJIS HA IUIAHOBETE M CTPATETHUTE 3a YCIICIIHO yIIPAaBICHUE
Ha Om3Heca, HeoOpBIaHe Ha I0CTaThYHO BHUMAHUE HAa KAYECTBOTO HA CTPATETHUTE 3a pa3BUTHE
Ha MPEINPHUATHETO.

Problems with gathering information about cultural environment in international business.
MIND JOURNAL, Vol.1, Ne 3, June, 2017, ISSN 2451-4454, pp. 1-12, Cvaémop: P. Maoeeposa,
A. Amanacosa

B mnybOnukammsta ce oTunTa, Ye €OUMH OT HAH-CBHIIECTBCHHTE MPOOJIEMHU IpH
MEXIYHAPOIHNS MApKETHHI € JOCTaThbuHO JOOpPOTO MO3HABaHE HA Cpefara, B KOATO Ie Oble
No3UIMOHMpaH npoaykTa. OcobeHo 3HaueHue umat (akTOpUTe Ha KyJITypHaTa Makpocpena. Te
3aeIHO C OCTaHanIuTe (PAKTOPH BIHSAT BbpXYy M300pa Ha KOHKPETHHS IMa3ap W Ha MpaBUIIHA
CTpaTerus 3a Mo3UIMOHMpaHe Ha MponykTa. Llenra Ha cratusaTra € Ja ce u3BeAaT MpodieMHuTe
npu HaOMpaHETO Ha MapKeTWHroBa HMH(oOpManus 3a (akTOpUTEe Ha KyJITypHaTa cpefa IpH
MEXIyHapOIHHUs OHW3HEC W Ja Ce OYepTasT BB3MOXKHOCTH 3a TSIXHOTO TPEOJOJsIBaHe. 3a
MOCTUTAHETO Ha IIENTa ca pasriieqaHu (aKkTOPUTE Ha KyJITypHaTa cpela W ca aHaJIM3HpaHH
pe3yiTaTH OT MpOy4YBaHE 3a HAUMHHTE, 10 KOUTO ce HaOupa nHPOpMAIys 3a TAX, H3TOYHUIUTE
Ha MH(pOpPMALUs U MpOosBABAIIUTE ce mpobiiemu. M3cienBaneTo ce OCHOBaBa Ha PE3yaTaTH OT
aHKETHO TpPOyYBAaHE Ha YIPAaBUTEIM U COOCTBEHUIM Ha NpPEANpHUATHA. 3a IMpOydyBaHE Ha
npo0ieMa ca M3MOJ3BAaHU CTAaTUCTHYECKM METOOM W METOOUTE Ha aHajdh3a W CHHTE3a.
AHanmu3uTe Ha pe3ysNTaTHTE OT IMPOYYBAHETO J[O0Ka3BaT, ue MpeANpuUeMauecKusi OHW3HEC B
Bbwarapus He mo3HaBa 100pe MeXIyHapoaHaTa KynTypHa cpeaa. Cpela cepro3HH 3aTpyIHEHHS
¢ HabupaHeTo Ha MH(pOPMAIUS 32 Ta3: Cpea IIIaBHO Mopaau (UHAHCOBU 3aTPYTHEHHUS, TPYACH
JOCTBIT 10 AOCTOBEPHM HM3TOYHUIM HAa WHQPOpPMANHMsS M JIUNICA HAa JOCTATHYHO KamaluTeT 3a
MpoyuyBaHe Ha cpefara. BaxHO 3HaUeHHWe 3a pelaBaHeTO Ha TO3W MPOOJIEeM MMa M3IIOJI3BaHE Ha
omnpeneneHu (GoOpMH Ha MEXAyHapoaHa WHTerpaius. HeoOxomumo € ma ce o0bpHE CEpHO3HO
BHUMaHHE Ha IIOJI3BAHETO Ha MpodecHoHaIHAaTa MOMOLI Ha YYy>KACCTPAaHHUTE areHIUH KaTo
BB3MOXKHOCT 3a POYyYBaHe Ha KyJITypHaTa cpe/a.

Research on the entrepreneurial competencies and education needs for creating and
managing a private business.

Economic processes management, International scientific e-journal, Ne 3, Sumy, 2017, ISSN
2311-6293, Cvasmopu: P. Maoeeposa, A. Amanacosa

B crartusTa ce pasricikKiaa BbIIpoCa 3a KOMIICTCHIIUUTC, HGO6XO,Z[I/IMI/I 34 pCaJIM3upaHC Ha
yCrcmiHa mpeanpueMadccka I[GleOCT. Pa3KpI/IBaT CC TCOPCTUYHUTC KOHLCIIIHUU 3a IMOHATHCTO
,,KOMHGTGHHI/II/I“ M CC aHAJIM3WPAT CXBalllaHUA Ha pa3JIMYHA aBTOPU 34 CBUIHOCTTA, 3HAYCHUCTO,
BUJa MW XAPAKTCPHUCTUKUTC Ha MNPCANPUCMAYCCKHUTEC KOMIICTCHIIUH. HpeI[CTaBﬂT C€ U CC
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aHAIM3UpAT pe3ydaTaTd OT IMPOBEIEHO CTATUCTHYECKO U3CJIEIBAHE 3a YCTAHOBSBAaHE Ha
MPUTEKAaBaHUTE OT MJAAM Xopa (MIIaJeXH M JKeHH B MIAJEKKa Bb3PAcT) MpearpHeMadecKu
koMmreTeHIu. OmnpeneneHu ca 00IacTHTE, B KOUTO € HeoOXoaumo na ObAe OpraHu3upaHo
oOydeHue 3a ¢opMupaHe Ha JONBIHUTEIHH U HOBH 3HaHUSA, YMEHHUS W OmHT. M3Bomute
AKIEHTUPAT BbPXYy HEOOXOJMMOCTTA OT HACOYBAHE HA MOATOTOBKATA HAa MPEANPUEMAYNUTE KbM
W3TpaXJaHe Ha CHOCOOHOCTH 3a CTPYKTypHpaHe, IUIAaHMpaHEe U YIpaBJIeHHE Ha OW3HeEC
MPOLIECUTE; OT CHEIHAIHO MpeANpUeMadecko 00pa3oBaHUE, BKJIIOYBAILO II€NIMs CHEKThP Ha
TEOPETUYHU M MPAKTUYECKH 3HAHHS W YMEHMsI BbB BCUYKH OOJACTH HAa KOHKPETHUs OW3HEC U
HEroBOTO OpraHU3MpaHe U yMHpaBlieHHe; OoT (opMUpaHe HA MpeANpPUEeMadyeCKUTe KOMIETEHIINH,
CHOTBETCTBAIIM Ha creuudukata Ha MOTPEOHOCTUTE HA PA3IUYHU TPYNU MpeANpUeMaud U
BPEMETO, B KOETO T€ Ce MpOSBSABAT, HA IUHAMHKATa Ha MOTPEOHOCTHTE, MPOU3THYAIIH OT
W3MEHEHHUATA B CpeJlaTa U MepCIeKTHBaTa, IPUOPUTETUTE U BU3UATA 3a ObJemeTo Ha On3Heca.

Relationship marketing of hotel business.
Economics and management, Vol. 15, Ne 2, 2018, ISSN (print): 1312-594X, ISSN (online): 2367-
7600, pp. 170-176

[Tpu pa3zpaboTBaHeTO Ha CTaTHUATA Ce MMa MPEABHJ, Y€ B YCIOBUATA HA HENPEKbCHATU U
HEeMpeIBUIUMU Ma3apHU MPOMEHHU YCIEeXbT Ha XOTEIUEPCKUs OM3HEC B 3HAUMTEIHA CTENEH ce
ompezens OT CHOCOOHOCTTa My Ja pa3BUBa, HOAAbpPKA M MOAOOpSIBa ABITOCPOYHHUTE
B3aMMOOTHOIIEHUsI ¢ KiaueHTuTe. OTyuTa ce, uYe MNpUIaraHeTO Ha OPHEHTHpPAH KbM
NOTPeOUTENUTE MOIXOJ CIIOCOOCTBAa 3a Pa3BUTHE Ha OTHOIICHHS Ha B3aMMHO JIOBEpUE C
KJIIMEHTUTE U MO-IIBJIHOTO UM yJOBIETBOpsiBaHe. LlenTa Ha cTaTtusTa € Ja ce u3BeaT OCHOBHUTE
npoOJeMH, CBBpP3aHM C MapKETHHT Ha B3aUMOOTHOIICHHTa Ha XOTEIHMEPCKHs OW3HeEcC.
N3cnenBaneTo ce OCHOBaBa Ha pE3yJTaTH OT AHKETHO IPOYYBAaHE HA COOCTBEHHUIM Ha
xorenuepcku npeanpuarus. [Ipeacrapar ce BUkAaHUATA HAa Pa3IMYHU aBTOPH 3a CHIIHOCTTA HA
MapKeTHHIa Ha B3aUMOOTHOUIeHUTa. Pe3ynTaTure oT mpoyyBaHETO pa3KpuBat, 4e mpodiemMure,
Mpel KOWTO € U3MpaBeH XOTENHepCKUs OW3HeC ce CBEeXIaT J0: JUIca Ha Ch3AaleHa U
noagbpkaHa 0a3za NaHHU 3a MOTPEOUTENTUTE UM OCOOCHO Ha JIOSTHUTE KIUEHTH; JIMICAa Ha
CUCTEMHO NpOyYBaHE, aHAJIM3WpaHE U OILICHSIBAaHE Ha KIMEHTHUTE, JIUIICAa Ha CHUCTEMHO
yOpaBlieHUE Ha B3aUMOOTHOIIEHUATA C TMOTpeOUTENH, JUICa Ha T'BbBKABU MPOTpamMu 3a
B3aMMOJICHCTBHE C KIIMEHTHUTE, HATMYKE HA KBATM(HUIIMPaH IepcoHal B cepara Ha MapKETHHTA
Ha B3aMMOOTHOILICHUSATA.

International marketing activity of family business.
Revista MAHPAT, num 5, 2019, ISSN 0719-7365, pp. 12-24, Cvaémop.: ba. Kowonoxcuiicka-
Jlasuorosa

[Ipu pa3paboTBaHEeTO Ha CTAaTHATA C€ MMa MPEIBUI, Y€ MEKIyHApOIHATA MApPKETHHTOBA
JEHHOCT Urpae KI0YoBa poJisd 3a NMOBHIIIABAHE HA KOHKYPEHTOCTIOCOOHOCTTA U MPOCIIEPUTETA HA
bamuaaus Om3Hec B obmact brmaroesrpax. llenrta Ha pa3paboTka € Ja ce  OICHHU
MEXIyHapoJAHAaTa MapKEeTHHroBa JeHHOCT Ha ¢(amMuwiHus OW3HEC OT TJeJHAa TOYKa Ha
BB3MOKHOCTHUTE 32 pa3BUTHE HA TO3HM OM3HEC. 3a IIOCTHTAHETO Ha IIeJITa € MPOBECHO COOCTBEHO
aHKETHO Tpoy4BaHe cpen 48 mpencraButenu Ha (pamwiHus OusHec oT obnacTt bmaroesrpan B
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nepuoja aBrycr-centeMBpu 2019 roguna. Bb3 ocHOBa Ha aHaiM3a W OLICHKATAa Ha MOJIYYECHUTE
pe3ynrTartu ca HampaBeHu 00001eHn u3Boau. M3ciaenBanero Ha MeXIyHapoIHATA MApPKETUHIOBA
neitHocT Ha damuiHus Ou3Hec B oOnact bnaroesrpan mokasBa, 4e € HEOOXOAMMO Ja ce
MpeanpuemMar AeUCTBUS 32 pa3BUTHE Ha Taszu JeiHocT. OcoOeH akKIeHT cliefBa Ja ce MOCTaBU
BBpPXY HAaChbpYaBaHE HA MEXAYHApPOJHATA MAPKETUHIOBA ACHMHOCT U IIPYU MUKPO IIPEATNPUATHITA.
dokycupaHe Ha BHHMMAHHETO BBPXY OpPraHM3aLMOHHUTE (OPMHU 32 MEXKIyHApOTHO
CbTPYAHHUYCCTBO € IPCANOCTAaBKa 3a HMKOHOMHWYCCKA yCTOﬁqHBOCT MU YCIICIIHO pPa3BHUTHUC Ha
Ou3Heca.

Product Innovations in the Bulgarian Hospitality: Linking Theory and Practice.
International Journal of Recent Technology and Engineering, Volume 8, Issue 5, 2020, ISSN:
2277-3878, pp. 4614-4618, Cvasmop: T. Kupskosa-/{unesa

OcHoBHaTa [CJI Ha CTaTUATa € Ja CC YCTAHOBAT TCHACHIMUUTC B IPOAYKTOBUTC MHOBAIIUN HA
XOTenuepckus Ou3Hec B bbirapus u 1a ce OLEHU BIUSHUETO Ha MPO(ECHOHAHUS OMUT BBPXY
CIIOCOOHOCTTA 3a Ch3/1aBaHE HA MHOBamWu. [IpuiiokeHaTa METOJOIOTHS M3IOJI3BA KAYECTBEH H
KOJIMYECTBEH IIOAXOMI. WN3sacusBa ce ChIIHOCTTa Ha MNPOAYKTOBHUTC HWHOBAIIMKM MW TAXHATa
kiacudukanms. KoHcraranuuTe BKIIOYBAT ONpeeiTHE HA POJIsATa HA MPOIYKTOBUTE MHOBALIUH
3a Pa3BUTHETO Ha XOTEIHMEepCcKHs Ou3Hec. M3cienBaHeTo ovepraBa NpOOJIEMH, CBBP3aHU C
NpPUJIAraHeTO MM, a MMEHHO HHCBK [ HAa HMHOBAaTHBHHUTE MPEANPUATHS; HUCHK s Ha
pa3paboOTeHH W BHEAPCHU HOBU WM MOAMGHULIMPAHU MPOAYKTU TPe3 MOCIEAHUTE TPU TOHMHHU,
JIUIICa Ha 3aII'bH60quI/I NnasapHu mnpoydBaHUs B LOAJIOCTHOTO PAa3BUTUC HA MPOAYKTA M IOP.
[MpoyuBaHeTo MOXeE Ja c€ M3MOJI3Ba KaTO MOJEN 33 aHAIW3 Ha MPOAYKTOBUTE HMHOBAIlMH B
XOTeNMepCKus OM3HEC.

Study of Customer Loyalty in Small and Medium-Sized Enterprises in the Field of Trade
in Bulgaria.

Globalization and its Socio-Economic Consequences 2020, SHS Web of Conferences 92, 2021,
Cvasmop: ba. Korounoocuticka-/lasuokosa

JloKmaabT MMa 3a Iell 1a Ce M3SACHAT 0COOCHOCTHTE Ha MOTPEOHUTENICKATA JOSUTHOCT U BB3
OCHOBAa Ha aHalU3 Ha (PAKTOpUTE, BIUSCIIM BBPXY HEsl M3BEXKJa OCHOBHUTE IMPOOJIEMH Ha
MaJIKUTE W CPEeIHU Npeanpustus B cdepara Ha ThproBusita B beiarapus. ToBa e HeoOXoanMo
MOpagyl CBHIIECTBCHOTO 3HAYCHHWE HAa MOTpPEeOHMTEeNCKaTa JIOSUIHOCT 3a IIOCTUTAaHETO Ha
IBITOCPOYCH YCHEX M MOBUIIABAHETO HAa KOHKYPEHTOCHOCOOHOCTTa Ha BCSKO HPEAIIPUSATHE.
[ToTpebuTenckara JOSUTHOCT € €IMH OT OCHOBHUTE MHCTPYMEHTH 3a BIMSHNAE BbPXY HACTOSIIUTE
NoTpeOUTENH Ha MpeaIaraH|uTe OT MPEeANPUIATHETO IPOAYKTH. Y CTAaHOBSIBA C€, Y€ B OCHOBATa Ha
(dbopMHpaHETO Ha MpaBWIIHA MApKETHHIOBA IOJUTHKA OT MNpPEANPHEMAuecKHs OW3HEC CTOU
M3SCHSABAHETO ¥ AaHAIM3UPAHETO Ha TIOBEJCHYECKUTE XapaKTEPUCTUKU Ha JIOSITHUTE My
norpebutenu. OneHkara 3a MoTpeduTeNICKaTa JOSIHOCT B MAJKUTE W CPEIHU NPENNPUATHUS B
chepata Ha THProBusitTa B bbiarapus ce ocHOBaBa Ha pe3yiTaTd OT MPOBEACHO COOCTBEHO
aHKETHO MpoyuyBaHE cpel 64 mpencraBuTeNd Ha Ou3HEca MO METOAAa Ha OT30BAIMTE CE.
Koncraranuure BKIIOYBAT HMICHTUPHUIIMPAHE Ha MPOOJIEMH, CBBP3aHU C MOTpeOUTeNncKara
JOSUTHOCT HAa MAaJKUTE W CPEeJHHM Tpeanpustus B cdepara Ha ThproBusita B bwiarapus.

16



[Togueprana € HEOOXOAUMOCTTA TPEICTABUTEINTE HAa MAJKHUTE M CPEIHU TPEANPHITHS B
chepata Ha THProBUATAa Ja HACOYAT CBOUTE YCHIMS KbM KOMIUIGKCHOTO ChYeTaBaHE U
M3y4yaBaHe Ha BJIMSHHUETO Ha (PaKTOPUTE, CBBP3aHH C MOTPEOUTENCKAaTa JOSUTHOCT, KOETO IIe
OCUTYpU B3€MAaHETO Ha MPaBWJIHM YIPABICHCKUA pEIIEHUS MO OTHOILIEHHWE Ha Bpbh3KaTa U
KOMYHHUKAIUATA C JIOSUIHUTE KJIWMEHTU. M3cnenBaHero Moxe Ja ce M3MO0JI3Ba KAaTo MOJEN 3a
aHAJIU3 Ha JIOSTHOCTTA Ha KIIMEHTUTE B cpepaTa Ha THPrOBHITA.

Impact of marketing flexibility on the marketing performance of entrepreneurial business.
Revista Inclusiones, Vol. 8, num Especial, 2021, ISSN 0719-4706, pp. 397-405

[Ipunaranero OT mnpeAcTaBUTEIUTE HA MpeArnpHeMadeckus OW3HeC Ha MOAXoAa 3a
MapKETHUHI0BA I'bBKaBOCT € MPEANOCTABKA 3a IIOCTUIaHE HAa TPalHU YCIIEXW B MapKETHHIOBATa
JNeMHOCT W HaBPEMEHHO pearupaHe Ha MPOMEHALIUTE C€ TOTPEOMTENICKH MHTEpecH MU
notpeOHOCTH. B Ta3um Bpb3Kka OCHOBHATa IIeJ1 Ha CTAaTUATAa € Jla C€ YCTAaHOBU HAJIWYMETO Ha
3aBUCHUMOCT MEXKJIY MAapKeTHMHroBaTa TI'bBKAaBOCT W MAapKETHUHTOBUTE pE3yJTaTH Ha
npeanpusTHeTo. B cratuATra ce UM3MOA3BAT CTAaTHCTUYECKM METOIU  (JMCIEpCHUOHEH,
PErpeCUOHEH U KOpPENAllMOHEH aHajliu3) 3a IPOyYBAaHE Ha BIUSHUETO HA MapKETHHroBaTa
I'bBKAaBOCT BbpPXY MapKETHMHIOBHUTE pPE3yJITaTH Ha npeanpustusTa. Karo mertos 3a HaOupaHe Ha
II'bPBUYHU JJaHHU € W3II0JI3BaHA aHKETHAa KapTa. llomydeHuTe pesynraTd OT H3CIEIBAHETO
IIOKa3BaT HAJUYHMETO HA CWJIHA 3aBHCHMOCT MEXKIy CTEIIEHTa Ha MapKETHMHIOBaTa I'bBKABOCT U
MapKeTUHTOBUTE pe3yiaTaTh Ha MNpeanpusaTusara. B 3akiroueHue ca HampaBeHH 0000IIEHH
W3BOJY, CBbP3aHM C M3IOJI3BAHETO HA MapKETHHIOBAaTa I'bBKABOCT KAaTO Ba)KCH MHCTPYMEHT 3a
YCTOHYMBO 1a3apHO MPUCHCTBUE U 3al1a3BaHE HA KOHKYPEHTHOTO MPEAUMCTBO.

Entrepreneurship Business Restart Readiness.
Proceedings of the 5 th International Conference on Economics and Social Sciences, 2022, ISSN
2704-6524, pp. 540-548, Cvaeémopu: /[. lnesa, T. Kupsaxosa-unesa

Hosarta peamnoct Ha COVID-19, kakro M Hacrosmara NOCTIAHAEMHYHA CHUTyalus,
NPUYMHMXA U IPOABIDKABAT Jla MPUYMHABAT MPOOJIEMHU Ha MOBeYeTo OM3HeC AeWHOCTH. MHOro
COOCTBEHHUIIM M CIY>KUTEIH Ha KOMIAHUM 0s1Xa MPUHYJIEHH J1a PeOpraHu3upaTr oOu4YaiHuTe CH
HauMHU Ha paboTa. Ha cBOM pex IpsutocTHaTa MPOMSHA HAJIOKHU U MO-IIUPOKOTO M3IOJI3BAHE HA
I/IH(l)OpMaHI/IOHHI/I 1 KOMYHHUKAIIMOHHU TCXHOJIOTMH, 34 KOUTO KOMIIAHHUUTC 0s1Xa moBeYe WA I10-
MaJIko oTBOpeHH. llenra Ha ToBa M3cienBaHE € Jja MPOyYd FOTOBHOCTTA 33 Bb3CTAHOBSBAaHE HA
npennpuemMaueckus Ousnec cien nanaemusta cieq COVID-19 npenusBukaTencTBa B KOHTEKCTa
Ha Obarapckute OM3HEC onepaTopu. ABTOPUTE M3CIENBAT TPYIHOCTUTE Ha MPEANPHEMAYECKHs
OM3HEC B KOHKPETHMs NEpUOJ OT BPEMeE, HarjlacuTe 3a MOAAbpXaHe Ha paboTa B JAUIMTAIHA
cpefa ciel NaHIeMUATa U aallTUBHOCTTA 3a CIIpaBsiHE ¢ Kpu3aTa. Ponsita Ha MpaBUTEICTBEHUTE
MEpKH 3a IMoJIoMaraHe Ha Ou3Heca Ja ce CIpaBsl MO-JIECHO C OLEISIBAHETO Clie/l MaHIeMUs €
JIpyro M3CIEN0BaTENCKO 3amuTBaHe. Karo u3cienoBaTesICKM METOJ IpwilaramMe MeToAa Ha
MMPpOYUYBAHCTO, CbCTOAIL CC OT BHIIPOCHU OT 3aTBOPCH U OTBOPCH THUII. Pe3y.HTaTI/ITe MNOTBBPKAABAT
CJIOKHOCTTA Ha MPOLIECUTE 10 Bb3CTAHOBSABAHE U MIPEOPUEHTHPaHE HAa OM3HEca Ha KOMIIaHUMTE,
HEOO0XOAMMOCTTa OT MO-aKTHBHAa pa0oTa B AUTMTAlHATa Cpela, KAKTO U HEOOXOJUMOCTTa OT
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WHTCH3WBHU TPUCTPAHHU CPEIIH 1O BBIPOCH, CBBP3aHUW C TOTOBHOCTTA 3a pecTapTUpaHE Ha
OunsHeca.

Characteristics of Social Entrepreneur: the case of Bulgaria.

Proceedings book of the 10-th International scientific conference “Modern research and trends
in economics, law and social policies”, 2022, ISBN 978-9928-321-52-7, pp. 79-89, Cvaemopu:
bn. Kownoowcuiicka-/lasuokosa, A. Jlypmuwiu

Ilenra Ha nokiajga € JAa ce MPOydaT WM aHAIM3UPAT XapaKTEPUCTHKUTE Ha COLUATHUA
npeanpuemMay, enaeny Aa 3amnouyHe OuszHec B bwarapus. IlpenctaBeHu ce BukAaHUATA Ha
pa3IUYHU aBTOPH 3a COLIMANHUS Mpeanpuemad. V3sCcHEHU ca MPUCHIIUTE XapaKTEPUCTUKU Ha
COLIMATTHUS TpelrpreMad OT TeOpeTHYHa riieqHa Touka. [IbpBUUHKTE JaHHU ca ChOpaHH upe3
aHKeTa, KOATO € pasNpocTpaHeHa cpen 84 aylid, KOUTO >KEJasT Ja CTapTUPAT COIMATHO
npennpuemadecku ousnec. [IpoyuBanero e npoBeneHo B nepuoaa maii-tonu 2022 r. B beirapust.
Bb3 ocHoBa Ha pe3yinTaTuTe OT aHajlu3a ca HampaBeHW oOumm u3Boau. IlomuepraBa ce, ue
COIIMATHUTE TIPEANPUEMadn IPUTEKABAT ONMPEACIICHN XapaKTePUCTUKH, KOUTO TH OTINYaBaT OT
TE3W Ha TPAJAMIIMOHHUS TPEArnpueMad. Y CTaHOBSIBA CE, Y€ CpeJl Hali-BAKHUTE XapPaKTEPUCTUKH
Ha COLMAJIHUTE MpeanpueMay ca MPUTEkKaBaHETO HAa €HEPrUYHOCT U MPOAKTUBHOCT, 10OPOTO
3/IpaBe, CIIOCOOHOCTTA 3a Pa30MPaTENICTBO C KOJIETH U ThPIIEHUETO U CUCTEMHOCTTA B ThPCEHE Ha
pesynrar. [TocoueHa e HEOOXOAMMOCTTA COLMATHUTE MPEANPUEMAYH J1a HACOUAT CBOUTE YCHIIHS
Y BHUMaHUE KbM HETPEKHCHATOTO YCHBHPIICHCTBAHE Ha TEXHUTE XapaKTEPUCTUKH.

Problems of Strategic Marketing Management of Entrepreneurial Business in the
Conditions of Crisis.

Proceedings book of the 10-th International scientific conference “Modern research and trends
in economics, law and social policies”, 2022, ISBN 978-9928-321-52-7, pp. 373-381,
Cvasmopu: []. Anesa, K. Abazu

Ilenra Ha nHOKIaAa € Ja ce aHalu3upa Mpoleca Ha CTPATErHYecKOTO YIpaBJICHHUE Ha
MapKeTHHTa U J1a ce W3BeJaT HeroBute mpooOiiemMu. OleHKaTa ce OCHOBaBa HA PE3yNITaTUTE OT
npoyuyBaHe Ha 68 mpexacTaBUTENM Ha npeanpueMadeckuss OusHec B boarapus. Hma
NpEACTABUTCIICH XapaKTCp W U3IO0JI3Ba IIbPBUYHU JaHHU. HpquBaHeTo € IPOBCACHO B IICpHOIa
Mmaii-tonn 2022 1. Pa3kpuBa ce 3HAUYMMOCTTa W pOJIsiTA Ha CTPATETMYECKOTO YIpaBICHUE HA
MapKeTHHTra 3a e(eKTHUBHO yNpaBieHHE U YCTOWYMBO pa3BUTHE Ha MpeArnpueMadyeckusi OusHec.
[IpencraBar ce BIDKOAHUSTA Ha pPa3IMYHU aBTOPH 3a CBHIIHOCTTa Ha CTPATErMYECKOTO
MapKeTHHTOBO YympaBieHue. JlaBa ce ompeleneHHe Ha CTPaTeTHYEeCKOTO YIpaBICHHE Ha
MapKeTHHIa, KaTro I[MKJIWYEH TpPOIEeC, BKIIOYBAIl TMET OCHOBHHM €Tama: aHalu3 Ha
MapKeTHHIOBaTa cpeja, IUIaHUpaHe Ha MAapKeTHMHIOBaTa JEMHOCT, OpraHus3anus Ha
MapKCTUHIOBUTC AKTUBHOCTHU, H3INBJIHCHUC W KOHTPOJL. Ha ocHoBara Ha aHanu3uTe Ha
pe3yNTaTuTe ca ouepTaHu MpoOIeMHu, Mpej KOUTO € U3MPaBeH mpeAnprueMadeckus ousnec. Karo
OCHOBHH HpO6HCMI/I CC IMOCTAaBAT: JIMIICA HAa HM3BBPUICHW MAPKCTUHIOBU aHAJIMW3U OT HCMAJIKA
4acT OT TPEACTaBUTEINTE Ha TNpeAnpueMadeckuss OusHec; 3ajaraHe MPEIUMHO Ha
Bb3MokHOcTUTe Ha SWOT m PEST ananuza; cepno3Hu 3aTpyIHEHHUS TpH HAOUpPAHETO HA
MapKeTHUHIroBa MHGOpMalus; H3MbIHEHHETO HAa MapKETHMHIOBHUTE LIEJH € YaCTUYHO 3aCTHIICHO

18



WIHA JIMIICBA IUIOCTHOTO MM IIOCTUTAHE; JIMIICA Ha pa3paboTeHa M BHEApPEHa CTpaTerus 3a
[IPEO/IoNIABaHE Ha MpoOJeMHUTe B pe3ysiTaTa Ha Kpu3arTa; JIMIICA HA MApKETUHIOB OTHEN WM
MapKEeTHHTOBU CHEIMAIMCTHU MIPU MOBEYETO MPEeACTaBUTENN Ha MpeanpuemMadeckus ousHec. Bb3
OCHOBA Ha aHaJIM3a CE€ YCTAHOBSIBA HEJOCTATh4YHA CTEIIEH HA OCH3HABAHE HA NPEIIPUEMAUYECKUS
OM3HEC OTHOCHO 3HAYMMOCTTA HA CTPATETMYECKOTO YIPABICHUE HA MAapKETHHTA B YCIOBUATA HA
kpu3a. [lomuepraBa ce, ye 3a pemaBaHe Ha MPOOJIEMUTE Ha CTPATETHYECKOTO YHpaBJICHHUE HA
MapKeTHHTa € HEOOXOAUMO OW3HEChT Ja NPUOPUTH3MpPA YCHIUATa CH KbM e(EeKTHBHA
OpraHu3aiys Ha MApKETHHTOBUTE JCWHOCTH, ChOMpaHe Ha HAISKIHA U Obp3a WHpOpMaIHs, Mo-
I'BJIHO M3IMOJI3BAHE HA BB3MOXKHOCTHTE HAa MAapKETUHTOBHTE AHAINM3M B 3a pa3pabOTBaHE U
npusaraHe Ha €peKTUBHU MapKETUHIOBH CTPATETUU.

Biausinue Ha MAapKETHHIOBUTEC HHOBAIIMH BbPXY MApPKETHUHIOBHTE peE3yJaTaTH Ha

npeanpueMadyeckusi Ou3Hec.
Multidisciplinary Journal of Science, Education and Art, 2023, ISSN 1313 — 5236, c¢. 321-331

OcHoBHaTa 1€ Ha cTaTHiTa € Ja Cce pasriefa crnenrpukata Ha MapKETHHTOBUTE
MHOBAIlMM M MapKETHUHIOBUTE PE3YJITAaTH, KAKTO M Jla CE€ aHaJU3upa U OLIEHU Bpb3KAaTa MEKIY
TAX. M3scHeHM ca ChIIHOCTTa, 3HAYEHHETO U BIUACIINTE (DAKTOpU HA MapKETUHIOBUTE
MHOBAallMM U MapKETUHIOBHUTE pe3ynraTH. M3cnensaHeTo ce OCHOBaBa HAa I'bPBUYHU JIaHHH,
MOJyYeHH B pe3ysTaT Ha IPOBEJCHO AaHKETHO IpoyuyBaHe cpex 51 mpenctaBuTend Ha
npeanpuemaueckuss O6usHec B obOnact bnaroeBrpan, B mepuonma ampuwi-mait 2023 r. 3a
u3cieABaHE Ha BB3JCHCTBUETO HA MApPKETUHIOBUTE WHOBAllMM BbPXY MAapKETUHIOBUTE
pe3yaTaTu ce u3nojizBa perpecuoHeH aHanu3. [Ipunoxxken e ANOVA-tecra 3a oleHsiBaHE Ha
HaJM4ue WIM OTChCTBHE Ha BIMSHUE HAa MApKETHMHIOBUTE MHOBALMM BBPXY MAapKETHHIOBHUTE
pesynratu. Cunata Ha Bpb3KaTa MEXAy MapKETUHTOBUTE HHOBAIlMM M MapKETHUHTOBHUTE
pe3yaTaTd € OLEHEHa IIOCPEJICTBOM KOpENALMOHHUS aHajdu3. AHaIM3bT M OLEHKaTa Ha
pe3yaTaTUTe OT IPOYYBAHETO IOKAa3BaT, Y€ MApKETUHIOBUTE HHOBAIMM BIMSAT 3HAUYUTEIIHO
BBPXY MapKeTHHIoBHTE pe3ynraTH. KoHcTaTHpa ce HHMCKa CTENeH Ha 3aWHTEpEeCOBAHOCT Ha
npeanpuemMadeckusi OM3HeC OT Ch3JaBaHe U peau3upaHe Ha MapKeTUHroBH HMHoBauuu. Cpen
OCHOBHUTE IPUUYMHU 32 PEATU3UPAHE HA MO-HUCKU OT IUIAHUPAHUTE MAPKETUHIOBU Pa3Xolu €
HUCKaTa MHOBAaTUBHA JICHHOCT Ha Ou3Heca.

cTyausi, INIIYBJIUKYBAHA B HAYYHO WUW3JAHHUE, PE®EPUPAHO M
NHJAEKCHPAHO B CBETOBHOM3BECTHU BA3U IAHHU

Innovation potential of family business in the sphere of hotel business.
Revista Inclusiones, Vol: 7, num Especial Enero-Marzo, 2020, ISSN 0719-4706, pp. 75-98,
Cvasmop: ba. Koonoocuiicka-/lasuokosa (Web of Science)

B pa3spaborkara ca mpencTaBeHW pe3yATaTH OT H3CIEABAHE HA WHOBAIMOHHUS
MmoTeHIMan Ha ¢aMuiHus Ou3Hec B cdepata Ha XorenuepcTBoTo B bbirapus. llenta e ma ce
HU3SACHAT TCOPCTHYCCKU HpO6J’I€MI/IT€, CBbp3aH C MHOBAIIMOHHUA IMOTCHOHMAI U Ja CC HaIlpaBU
OlICHKa Ha TO3W MoTeHIuan Ha (aMuiHus OuszHec B bobarapus. OueHkata Ha WHOBAIIMOHHUS
MOTEHIIMAJ Ce OCHOBaBa Ha pE3yJTaTH OT IMPOBEIEHO COOCTBEHO AaHKETHO NPOy4YBaHE 3a
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WHOBAIIMOHHUS TOTCHIIMA Ha aMuIHUSA Ou3Hec B chepara Ha XoTenuepcTBoTo. Jepunupano e
MOHATHETO ,,AHOBAIIMOHEH TOTEHIMAN * Ha Ou3Heca. Pasrienanu ca TeOpEeTHYHHTE aCIEKTH Ha
WHOBAIMOHHUS TIOTCHIIMAN, HSIKOM (DAaKTOpH, BIMSCIIA BBPXY TO3HM MOTEHIMAT M CHUCTEMa OT
mokaszaTeau 3a oOleHKa. Ha 0a3ara Ha aHKETHO TMpPOyYBaHE € W3BEJICHA OICHKAa Ha
npeacTaBuTenuTe Ha (pammiaHus OusHec B cdepaTa Ha XOTEIMEPCTBOTO 33 HHOBAILIMOHHHS
MOTEHIMaN. AHaTU3bT HAa WHOBALMOHHUS TMOTEHIMAN W3BEXJAa Ha MPEACH IUIaH HIKOH
MpoOJIeMHH O0JIACTH TMPH 3HAYWTENHA YacT OT MPEACTABHTENNTE Ha (amiuHUs OW3HEC Karo
JWIca Ha OJIarONpUSATHH YCJIOBUS 3a pasrpbllaHe Ha WHOBAIMOHHUS TOTEHIMAT, Ha
HEOOXOJMMHU KOMIIETCHIIMM 32 OCBINECTBSIBAaHE W €(EKTUBHO YIpaBJICHUE HAa WHOBAI[MOHHATA
JIeHOCT M (opMUpaHe HAa WHOBAIMOHHA MOJUTHKA. 3a (HOpPMUpAaHETO HAa WHOBAI[MOHHATA
MOJIUTHKA M Pa3pabOTBAHETO M pPEaTM3MPAHETO HAa WHOBAIMOHHATA CTpATErHs Ha (haMILTHHS
OM3HEC € HAJIOKUTEITHO HE CaMO OICHSIBaHE HA MHOBAIIMOHHHMS MMOTEHINAJ, HO M OCHIICCTBSIBAHE
Ha KaueCTBEHMS CUCTEMEH aHaJIM3 Ha BBHHIIHATA CPEeAa.

cTyausi, NINYBJIUKYBAHA B HEPE®EPUPAHO CIIMCAHHE C HAYYHO
PEHEH3UPAHE WM NIIYBJIUKYBAHHN B PEJAKTHUPAHHU KOJIEKTHUBHU
TOMOBE

Specifics of entrepreneurship in the field of cultural and creative industries.
Entrepreneurship, Vol. VII, Issue 2, 2019, ISSN (print) 1314-9598, ISSN (online) 2367-7597, pp.
103-123, Cvasmop: P. Maozeposa

Pa3zpaGoTkara o00sicHsBa poJsiTa Ha KYyJITypHUTE M TBOPYECKUTE HHAYCTPUU U Ha
MpEeANpUEMaUyecTBOTO B Ta3u cdepa 3a pa3BUTHETO HA HMKOHOMHUKATa M OOIIECTBOTO.
[IpencraBeHn ca BIKAAHUSATa Ha Pa3UYHU aBTOPU OTHOCHO Ne(UHHIMATA HA KYJITYpHOTO
npeanpuemadectBo. CrenuaaHo BHUMaHHME € OTIEJIEHO Ha ChIIECTBYBAlMTE KiIacH(UKaLUUTe
Ha KyJITypHUTE U TBOpYECKHTE MHIYyCTpuu. V3BeneHH ca CleJHUTE MO-BaKHU CHELM(DUUHU
0COOEHOCTH Ha MpEeNNpUeMadyecTBOTO B cepaTa Ha KyJITYpHUTE U TBOPUECKUTE MHIYCTPUU:
o0enMHsABAa B €IHO IIUI0 MKOHOMHYECKaTa cucreMa (OM3Heca) W JOyXoBHaTta (KyaTypara U
TBOPYECTBOTO); B LIEHTHhpPA BUHAIM € TBOpELAa U HETOBUS IMPOAYKT; MMa HOBATOPCKHU XapakTep;
€IMH OT OCHOBHHMTE M3TOYHHUIM 33 (PMHAHCHUpPAHE HAa KyJITypaTa M H3KYCTBOTO;, HAJIMYHE HA
TOJSIMO pa3HOOOpa3ue OT MHIWUBUAYAIHH TBOPUU M KYJATYPHH MHCTUTYLUH B 3aBHCHMOCT OT
BUJIa HA CH3/IaBaHUTE MPOIYKTH; B 3aBUCUMOCT OT IIEITUTE CE MPOsBSIBA KaTO OM3HEC U COLUAITHO
npeanpuemMadecTBo. M3TbkBa ce, 4e NpeAnpUeMadyecTBOTO B CEKTOpa ce MposBsBa OCOOEHO
CWIHO B MAJKHTE U CpPEOHUTE NPEIIPHUATHS K OT BAXKHO 3HAYECHHME 34 TIXHATa
KOHKYPEHTOCIIOCOOHOCT € 00€AMHSABAHETO UM B MIPEANPUEMAUYECKU MPEXKH.

YYEBHUIIU U YYEBHU ITOMAT' AJIA

Cratuctuyecku BesimunHu (Teopus, pelieHd M HepelIeHU 3a1a4u).
«IIponenepy, C., 2020, ISBN 978-954-392-620-6, Cvasmopu: P. Maoeeposa, A. Amanacosa

B yuebHuKka ce mpeacTaBs Ta3u yacT OT oOIIaTa TeOpHsl Ha CTATHUCTHKaTa, KOSITO JlaBa
OCHOBATa 3a pa30UpaHETO U MPUIIOKEHUETO HA CTATUCTUUECKUTE BeIHMUMHU. Toi MMa 3a 1en 1a
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dopMHupa TEOPETHYHM 3HAHMS 3a CTAaTHUCTUUYECKUTE BEIMYMHM M METOAUTE 3a TAXHOTO
W3YMCISABAHE, AHAJIUTUYHUTE BB3MOXKHOCTH, KOMTO TE MPEJOCTaBAT, KAaKTO M YMEHHUS 3a
pelulaBaHe Ha KOHKPETHH 3a7jauM, IPUIIOKEHUETO UM B yIpaBieHckara aeiHoct. Temu 10, 11, 12
1 13 mocTaBAT BBIIPOCUTE 3@ CTATUCTHUYECKOTO pa3celBaHe, CPeAHOKBAIPATHUYHOTO OTKJIOHEHHE
IIPU KaTeropuiHU/aITepHATUBHY 3HAYCHHS Ha MIPU3HAKA, MOMEHTHUTE U aCUMETPHITA U eKcleca.
C ornen MocTUraHeTo Ha IENTA, CBhP3aHa ¢ POPMHUPAHE HA TEOPETHYHHU M MPAKTUUYECKU 3HAHUS
U YMEHMsI, BCSIKA TEMa BKJIIOYBA: TEOPETHUYHO PA3TJIeKIaHe Ha BhIPOCa C IOCTaBEHU BBIIPOCH 32
caMoIpoBepka M TecToBe. Bcuuku Temu, ¢ u3kioueHue Ha 13 Tema, ChABpKAT peUIeHH U
HEpEelIeHN 3a7aud, KOeTO € MpEeANoCTaBKa 3a OBJAASBAHE Ha W3YUCIUTEIHUTE METOIH,
U3I0JI3BAHU TIPH CTATUCTUYECKUTE BEJIMYMHU, KAKTO W MHTEPIPETUPAHE, AHAIU3UPAHE H
OLICHSIBaHE Ha MOJIyuYeHHUTE pe3yaTaTtu. B camocTosTeneH pas3zien ca pa3paboTeHH U KOMIUIEKCHU
3amauu ¢ Homepa 87, 88, 89, 90 u 92.

MapkeTHHIOB aHAJIU3 (TEOPETHYHHU U MPAKTHYECKH OCHOBH).
«IIponenepy, C., 2022, ISBN 978-954-392-688-6, Cvasmop: bn. Kowonoxcuiicka-/[asuoxkosa

B ydeOHMKa ce mpencTaBs Ta3w 4acT OT oOmIaTa TEOpHWs HAa MAapKETHHTA, KOSATO J1aBa
OCHOBaTa 3a pa3OHpaHEeTO W MPUIIOKCHUETO HAa MAPKETHHTOBHUTE aHAIU3U. 1ol € mpeaHa3HauYeH
Jla paslIipy Bb3MOXKHOCTUTE 3a ITBIHOIICHHO OBJIAJIBaHE HA OCHOBHUTE TOHSTHS, CPEJCTBA H
MOAXOM Ha MAapKETWHTOBHUTE aHAJIN3W, KaKTO M Ja TOJINOMOTHE M YJECHH CTYJIEHTHTE MpHU
MOATOTOBKATA, YCBOSIBAHETO HA 3HAHUSA M PA3BUBAHETO HA MPAKTUYECKH YMEHHS B 00JacT ¢
TOJISIMO TEOPETUYHO U MPAKTHYECKO 3HAYCHHE, KAKBUTO ¢4 MAPKETUHTOBUTE aHAIHU3H. Y YeOHOTO
chabpkaHue Ha TeMu 1, 3, 5, 7 1 9 BKIIOUBA BBIIPOCUTE: aHAIIM3 HA CHIIHUTE W clabu CTapHH,
Bb3MOkHOCTUTE | 3arutaxute (SWOT ananu3); aHanu3 Ha OTpachiia; aHAIU3 Ha Ia3apa; aHalu3
Ha TIa3apHUS 7 M aHalli3 Ha MapKeTUHroBuTe pa3xoau. C orjea MOCTUTAaHETO Ha IEeNTa,
CBBp3aHa ¢ (popMUpaHEe Ha TECOPETUYHU M MPAKTUYECKH 3HAHMS U YMEHHS, BCSIKAa TeMa BKJIIOYBA
TEOPETHYHO pa3IiIekKIaHe Ha BBIIPOCAa C TOCTABEHH BBIIPOCH 3a CAMOINPOBEpPKAa M TECTOBE.
Beuuku TeMu chaBpIKAT PELICHH M HEPEIICHU 3a/1a4H, ¢ U3KIIOUEHHE Ha 5 TeMa, KOSITO ChAbpKa
caMo HepeIlleH! 3aa4H.

Ilenu 1 neHooOpa3zyBane.
Ynusepcumemcko uzoamencmeo ,,Heogpum Puncku®, Brnacoesepao, 2017, ISBN 978-954-00-
0099-2, Cvasmop: /[. Anesa

B y4yeOHOTO momarano ce pasriexaaT B TEOPETUYEH M MPAKTUYECKU aCTEeKT OCHOBHHUTE
BBIPOCH Ha IIEHUTE U I[EHOOOpa3yBaHEeTo. Y4YeOHOTO ChIbp)KaHHWE HAa IbpPBA, BTOpa, TPETa,
YEeTBBPTA W METa TeMa BKJIOUBA BBIIPOCUTE: BB3HUKBAHE, CBUIHOCT U pOJII Ha LIEHUTE,
1eHooOpasysamy GakTopu u GyHKIIUU HA IICHUTE, CHCTeMa Ha [IEHUTE U BUAOBE IIEHH, CHCTAB,
CTPYKTYypa, ChOTHOIIICHUS U JUHAMHKA Ha IIEHUTE, [IEHO00pa3yBaHEeTO KaTo mporiec. Beska Tema
ChABpXKA KpaTKa TEOPETUYHA 4acT, 3a/laud U BBIPOCU 3a camMonpoBepka. B ornennu paszpenu
KbM BCsKa TeMa ca pa3padOTEeHu U NMPEACTaBEHHU TECTOBE 3a CaMOIPOBEPKaA.
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MONOGRAPHS

Pricing Policy of the Enterpreneurial Business.
“Neofit Rilski” Publishing House, Blagoevgrad, 2020, ISBN 978-954-00-0244-6, 228 pages

The current paper studies the problem of pricing policy in entrepreneurial activity from a
theoretical and practical point of view. The study covers the period from September to December
2019. The results of a survey about the entrepreneurial business in the Blagoevgrad district are
used in the course of the paper’s analysis. The problem is addressed in three chapters. The first
chapter treats the problems of the pricing policy of the entrepreneurial business. The role of the
pricing policy for the development of entrepreneurial business is argued. Special attention is paid
to the pricing policy as a philosophy of the entrepreneurial business. The features and typology
of price targets are considered. Based on the analysis of opinions from literary sources, the
essence and characteristics of price strategies have been clarified. The factors influencing the
nature and ensuring the stability of pricing strategies are clarified. One of the main issues
addressed, inextricably linked to the pricing policy, is that of the pricing approaches. In this
regard, the limitations affecting the choice of pricing approach are presented. The nature,
advantages and disadvantages of different pricing approaches are clarified. In the second chapter,
the emphasis is placed on the factor conditioning of the pricing policy of the entrepreneurial
business. Based on the literature review, it can be concluded that the pricing factors are not
clearly and accurately defined. It has been found that the existing definitions of price factors
largely overlap. The question of internal and external pricing factors is thoroughly examined.
Special attention is also paid to the factors of consumer price sensitivity. The third chapter
evaluates the pricing policy of the entrepreneurial business. The state of the entrepreneurial
business is analyzed based on the indicators of legal form of the economic activity, number of
enterprises, size of enterprises, sphere of economic activity and market share. One of the main
issues addressed, related to the formation and implementation of the pricing policy is that of the
implementation of market research by the entrepreneurial business. For this purpose, the paper
examines the indicators of conducting market research, frequency of market research, areas of
research and analysis of the market environment, consumer needs and attitudes, consumer
satisfaction in relation to the ratio of "quality-price", types of discounts, degree of flexibility of
pricing and the price level of products or services relative to the average price for a given market.
A competitive analysis is also conducted. The quality of marketing research in the area of prices
and pricing is assessed. The difficulties encountered by the entrepreneurial business in
developing and implementing the pricing policy have been identified. An analysis of the degree
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of market success due to pricing policy, pricing targets, pricing strategies, pricing approaches is
presented. Analyzed and presented is the influence of the pricing factors on the pricing policy.
The competences of entrepreneurs in the field of pricing policy are also assessed. In the
conclusion, the paper summarizes inferences regarding the state and problems of the activity
related to the pricing policy of the entrepreneurial business. The need for urgent action on the
part of the entrepreneurial business is indicated to supplement and obtain new knowledge in the
area of prices and pricing.

Attitudes and Motives of Young People for Entrepreneurial Activities.
In International monograph: Theoretical and practical aspects of youth and women
entrepreneurship, University Publishing House “Neofit Rilski”, Blagoevgrad, 2017, (part II,
chapter 1), ISBN 978-954-00-0150-0, pp. 33-55, Co-author: A. Atanasova

Chapter one of the second section of the collective monograph is devoted to the study of
the attitudes and motives of young people for entrepreneurial activity. The essence of youth
entrepreneurship has been clarified. Special attention is paid to the elements of the
entrepreneurial spirit. A research on the opinions of various authors on the main factors
influencing the decision to start one's own business is conducted, and they are summarized and
systematized. The views of various authors on the motivation of young people to create their
own business are presented. The motives for starting a business are discussed. A study of the
attitudes and motives of young people for starting a business in Bulgaria is based on a survey of
142 young people. It can be concluded that the expressed intentions of young people for an
entrepreneurial career and the choice of a field of activity are mainly related to personal
preferences and interests. They can be successfull if one knows the environment better, if they
show interest and study the environment purposefully. It is concluded that to create a successful
business, it is necessary to build an entrepreneurial spirit and stimulate entrepreneurship training.

Marketing research and its role with tackling the crisis.
In: Current issues of the management of socio-economic systems in terms of globalization

challenges, scientific monograph. Kosice: Vysoka Skola bezpecnostného manazérstva v
Kosiciach, (chapter 3), 2023, ISBN 978-80-8185-064-6, pp. 331-341, Co-author: D. Yaneva

The objective of this paper is to explore the field of marketing research and its role in
dealing with the crisis. It illustrates that marketing research is one of the most important
marketing activities of entrepreneurial businesses. Attention is drawn to the fact that without
using the opportunities it provides, dealing with the crisis would be a more complicated and slow
process for the entrepreneurial business. The paper reveals the key role of marketing research in
managing the marketing activity of this business in the context of strong uncertainty of the
marketing environment in crisis conditions. The paper pays attention to the characteristics and
content aspects of marketing research. The interrelationship of marketing research with the
marketing decision-making process is examined. The main advantages of marketing research are
indicated. Based on the questionnaire survey, the activity of the entrepreneurial business related
to marketing research is analyzed. Important findings are made and the difficulties it faces are
clarified.
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SCIENTIFIC PUBLICATIONS IN JOURNALS THAT ARE REFERENCED AND
INDEXED IN SCIENTIFIC DATABASES

Integrative approaches for internationalization of SMEs.

In:  “Perspectives of Business and Entrepreneurship Development”, 15" International
Conference at Brno University of Technology, May 28-29, 2015, Brno, Czech Republic, pp. 217-
228, ISBN 978-80-214-5227-5, Co-authors: R. Madgerova, A. Atanasova (Web of Science)

In this paper discusses the opportunities for internationalization of small and medium-
sized enterprises through various approaches for integration. The main research thesis is that
they are under-represented in the activities of this business. The aim is to identify some
integrative approaches to internationalization that are more suitable for Bulgarian SMEs. To
achieve the objective, a study was conducted and the forms and level of internationalization of
small and medium-sized business in Bulgaria were identified. The sources that were used include
official statistics from the National Statistical Institute, the results of analytical reports on the EU
and a survey of 303 enterprises. The analysis and evaluation are based on statistical methods.
The findings include identification of problems and opportunities for internationalization of the
business through the implementation of integrative approaches. It is pointed out that such
approaches to merging enterprises as strategic business networks, cross-border clusters, cross-
company strategic alliances, joint ventures, research consortia, subcontracting, outsourcing and
virtual organization can be used particularly effectively in modern conditions. Based on the
reviewed characteristics of inter-company alliances it can be concluded that as a form of
integration, they are particularly suitable for the internationalization of SMEs.

Research on the impact of the corporate image on the competitiveness of interior design
enterprises.

CBU International Conference Proceedings, vol. 5, Prague, Czech Republic, 2017, ISBN 978-
80-88042-08-2, pp. 495-498, Co-author: D. Yaneva (Web of Science)

The article argues that building a positive corporate image is a prerequisite for
increasing the competitiveness of the enterprises in a highly dynamic business environment,
continuously increasing competition and globalization. It is presented the opinion of the key
role of the corporate image as a strategic marketing tool imposes the need of its studing. The
aim is making specific strategic management decisions to identify the opportunities for
improving competitiveness based on the company's competitive advantages. In this regard, the
main objective of this paper is to identify the measures of corporate image and competitiveness
of enterprises and the existence of relationship between them. This paper uses the statistical
methods variance, regression and correlation analysis. The obtained qualitative assessment of
the corporate image and competitiveness is based on the conducted survey among enterprises in
the field of interior design in Bulgaria. The assessment of the examined indicators is performed
on a 7-point Likert scale. The results of the survey indicate a strong correlation between the
level of the corporate image and competitiveness of the enterprises. The conclusion emphasizes
the need for continuous and targeted management actions aimed at optimizing of marketing
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activities and the development and implementation of effective and adequate to the dynamic
changes in the competitive environment, innovation strategies. Attention is paid to the benefits
of their development in the context of the perception of innovation as one of the main strategic
priorities of any company wishing effectively use of its corporate image as an important tool
for sustainable market presence and achieving strong competitive advantage.

Study of the business environment for the development of youth entrepreneurship in
Bulgaria. Theoretical and practical aspects.

Revista Inclusiones, Vol. 6, num Especial Enero-Marzo 2019, ISSN 0719-4706, pp. 90-104, Co-
authors: R. Madgerova, A. Atanasova, B. Koyundzhiyska-Davidkova (Web of Science)

The article presents the results of a study of the business environment for the
development of youth entrepreneurship in Bulgaria. The aim is to theoretically clarify the
problems related to the business environment, and also to assess its condition in Bulgaria and
its impact on the youth entrepreneurship. The evaluation of the business environment is based
on an expert assessment which is made on a global monitoring of the entrepreneurship in
Bulgaria and on the results of authors’ own survey conducted on the development of youth
entrepreneurship. The business environment is defined. The theoretical aspects of the business
environment and some factors for the development of youth entrepreneurship are examined.
The expert assessments of the business environment in Bulgaria are analyzed according to
Global Entrepreneurship Monitor Bulgaria. Based on a survey, an evaluation is made of young
people about the business environment for the development of youth entrepreneurship in
Bulgaria, on their attitudes towards realizing entrepreneurial ideas and starting their own
business. The factors of the business environment that adversely affect youth entrepreneurship
have been clarified. The need to develop the business environment in the direction of providing
mechanisms for specific state support and prioritization of youth entrepreneurship is
emphasized.

Need of Knowledge In Digital Marketing In Entrepreneurial Activity.
Revista Inclusiones, vol. 6, Ne Especial, Abril-Junio, 2019, ISSN 0719-4706, c. 61-72. Co-
authors: D. Yaneva, D. Zlateva (Web of Science)

The scientific article draws attention to the essential importance of digital marketing for
adapting the business to the habits of modern technological society. It is a significant
component of the overall marketing strategy of the business organizations and animportant step
in building a creative dialogue with the audience. Today more than ever, there is a need for a
clear definition of behavioral patterns, which raises the need to acquire and enhance the
competencies of modern entrepreneurs in using digital techniques to adapt their work to
changes in consumer behavior. In this regard, emphasis is placed on the need for training and
the formation of professional competencies in young people in digital marketing. This is
dictated primarily by the rapid development of knowledge and technology, causing the
dynamics of market processes and the constant entry of new market entrants, resulting in
increased market competition. The article's main purpose is to examine the opinion of young
people and identify attitudes about the need to increase their knowledge in digital marketing.
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The research methods used in the report are analysis, synthesis, survey method, tabular and
graphical methods, and summary. From October to November 2018, a survey was conducted
on a questionnaire survey, and 91 people were interviewed. The attitudes of young people
towards realizing their own online business and using digital marketing tools are studied. Based
on the analyzes and assessments, it was concluded that the attitude of the respondents to start
an online business is accompanied by emerging attitudes to learning, acquiring knowledge,
skills, and experience in organizing and managing the business. Awareness of the need to
complement or acquire new knowledge in digital marketing is evidence of young people's
understanding that the creation and management of a successful online business are related to
the effective management of communications through the acquisition and application of a
whole range of knowledge and skills.

Soft Skills for Sustainable Development in Tourism: The Bulgarian Experience.
European Journal of Sustainable Development, 8, 2, 2019, ISSN: 2239-5938, pp. 57-68, Co-
authors: T. Kiryakova-Dineva, Y. Chankova (Web of Science)

The article examines the issue of soft skills acquisition in the tourism industry as a
means of education for sustainable development. A quantitative research approach has been
applied in order to investigate soft skills needed for tourism. The analysis is based on
interviews carried out with representatives of the Bulgarian regional Chamber of Commerce,
representatives of Bulgarian hotel and restaurant industry. Additionally, a questionnaire survey
with three groups of respondents - learners, educators and representatives of business and
employers in the tourism industry and hospitality in Bulgaria was conducted. The analysis finds
that while some hard skills are traditionally taught at the educational institutions, soft skills,
here identified as core soft skills, specific soft skills and managerial soft skills, often remain
beyond the educators’ aims. Thus, the study provides some useful insights into the
contemporary practice of tourism and hospitality education, on the one hand, and into the
paradigm of education for sustainable development, on the other.

Marketing orientation of family businesses.
Revista Inclusiones, Vol. 6, num Especial, 2019, ISSN 0719-4706, pp. 91-100 (Web of Science)

The purpose of this research is to examine the specifics of the marketing orientation of
the family business and outline its main problems. Both the analysis and conclusions on the
problem are based on survey data of the opinions of family business representatives from three
main spheres of activity - production, trade and services. The survey was conducted among 86
respondents on the territory of Bulgaria in the period January-April 2019. The role of marketing
orientation for effective family business management is examined. The paper presents the views
of various authors on the nature of marketing orientation. The components of marketing
orientation are clarified. On the basis of the analysis of the results, problems facing the family
business are outlined. The main problems outlined are: lack of systematic and in-depth research,
analysis and assessment of customers; lack of in-depth analysis and evaluation of competitors'
behavior; underappreciated role of teamwork in achieving short-term and long-term company
goals; underestimating the opportunities to achieve a competitive advantage in terms of costs and
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the cost of the product. The conclusions emphasize the need to pay serious attention to inter-
functional coordination, ensure good communication and apply marketing orientation to a
greater extent as an important tool for making correct management decisions in terms of more
fully satisfying the needs of consumers and of correctly predicting the behavior of competitors.

Study on the creativity of the entrepreneurial business.
Revista Inclusiones, Vol. 7, num Especial, 2020, ISSN 0719-4706, pp. 355-366, (Web of Science)

The purpose of the article is to clarify the specifics of creativity of the entrepreneurial
business and to identify its main problems. This is necessary because of the importance of the
creativity of entrepreneurs for the effective implementation of entrepreneurial business activities.
The development is based on a survey of 58 representatives of the entrepreneurial business in
Bulgaria. The study was conducted from September to November 2019. Concepts about the
essence of creativity are presented and supplemented. The creativity of entrepreneurial business
is defined as a combination of competencies that stimulate entrepreneurial thinking, so that ideas
become reality and the motivation and innovative behavior of that business and its ability to
create and realize new and useful ideas mainly related to products or services, how they are
manufactured, how to retain market share, or to capture a new market. Based on the results of the
survey, it is found that the creativity of the entrepreneurial business is still not sufficiently
applied as an important tool for making the right managerial decisions regarding the creation of
new products in order to fully satisfy the ever-changing consumers’ needs and the correct
business positioning in the market. The main problems of entrepreneurial business in terms of
creativity are outlined, namely: lack of management practices to encourage staff creativity; lack
of creativity-motivated entrepreneurs; the under-appreciated role of creative behavior;
insufficient assessment of the creative needs of staff; lack of a developed strategy for
organizational creativity; insufficient assessment of the need to develop creative behavior;
insufficient appreciation of the role of innovation; staff who are undertrained in terms of
innovation. The need to focus on the factors influencing entrepreneurial business creativity is
emphasized.

Research of entrepreneurial business innovations in times of crisis.
Revista Inclusiones, Vol. 7, num Especial, 2020, ISSN 0719-4706, pp. 199-209, Co-author: B.
Koyundzhyska - Davidkova (Web of Science)

The focus of the development is on the evaluation of the innovations implemented by the
entrepreneurial business and the main problems in this regard. The assessment of the
entrepreneurial business for innovations before and during the crisis is based on the results of a
survey among 41 representatives of this business in Bulgaria. The role of innovation for the
successful development of entrepreneurial business is clarified. The essence and features of
innovations are explored. With regards to the four main types of innovation (product,
organizational, process and marketing) are presented and supplemented with additional concepts
about them. The results of the study reveal that the main problems faced by the entrepreneurial
business in the conditions of crisis are related to taking high risks in the implementation of its
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activity and more specifically in the implementation of innovations. It is emphasized that these
risks are related to the reduction of the available financial resources of the business.

Students’ Social Initiatives as A Prerequisite for Sustainable Development of Social
Entrepreneurship: A Case Study in Bulgaria.

European Journal of Sustainable Development, 2023, 12(4), ISSN: 2239-5938, pp. 426 — 436,
Co-author: B. Koyundzhyska - Davidkova (Web of Science)

The publication notes that social entrepreneurship is an important source of economic
growth and a driver of the social economy. An important condition for its development and
the creation of a business in this sphere is the participation of the individual in social
initiatives. Summarizing the scientific ideas shows that the issue of social entrepreneurship is
relatively well understood, while that of social initiatives is very poorly addressed. Considering
this fact, the authors seek to obtain more information regarding the essence of social initiatives
and the readiness of students to participate in its. In regards to the essence of the social
initiatives, additional concepts about their understanding are presented. Student social initiatives
are defined as a phenomenon based on the individual's need for recognition, the readiness for
social interaction with other individuals and the possibility of becoming a successful social
entrepreneur.

The aim of the present study is to determine the desire and opportunities among students
for their involvement in social initiatives and their attitudes towards starting a social
entrepreneurial business. To achieve the goal, students from Bulgarian higher education
institutions were surveyed using the respondent method. The application of this method is
appropriate because of its adequacy in terms of the specificity of both the subjects studied and
the data to be obtained. The survey used in the study contains close-ended questions aimed at
ascertaining students' participation in social initiatives, as well as their views on starting a
social entrepreneurial business. The findings of the study show that there are certain
problems related to the organization of social initiatives and in terms of starting a social
entrepreneurial business. A significant result of the study is that the enabling environment
for the development of social entrepreneurship significantly influences the possibility of
creating student social initiatives at the university. The study can be used as a model for
analysis of the relationship between social entrepreneurship and students’ social initiatives.

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

Definition, characteristics and problems of family business.
Economics and Management, Issue 2, 2014, ISSN (print) 1312-594X, ISSN (online) 2367-7600,
pp. 97-105, Co-author: R. Madgerova

The article examines the role of family business for economic development. The views of
various authors on the definition of family business are presented. Special attention is paid to the
relationship between family, business and property. The main problems of family business,
mostly as associated with the ownership, management and continuity are placed. The need to
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effectively solve one of the most complex problems of the family business — the intermingling of
business and family interests, the need to integrate the interests of businesses and families and to
achieve a balance in the relationship between them regarding the implementation of the
economic role of the firm and social role of the family are emphasized. Ensuring continuity of
the business and its transfer is regarded as one of the most important problems in the business
with a significant impact on growth and job retention.

Study of the impact of external factors of competitiveness on the marketing potential of
enterprises.
Management and Sustainable Development, Issue I, 2014, ISSN 1311-4506, pp. 43-50, Co-

author: R. Dimitrova

The article argues that the external factors of competitiveness have an immediate impact
on the competitiveness and the competitive potential of enterprises, which important element is
the marketing potential of an enterprise. It is presented the opinion that the development of the
marketing potential is an extremely important prerequisite in order to boost the competitiveness
and the competitive potential of enterprises. In this regard, the purpose of the development is to
investigate and evaluate the influence of external factors for competitiveness on the marketing
potential of the enterprise. A classification of the external factors for competitiveness has been
made. The essence of marketing potential is clarified. A system of indicators for analysis and
assessment of the influence of external factors on competitiveness is proposed. Indicators for
analysis and assessment of marketing potential are defined. Based on the results from an
empirical research, done through statistical methods for dependency, the effect of external
factors on the marketing potential of enterprises is evaluated. There is a strong correlation
between the assessment of the influence of external factors on competitiveness and the marketing
potential of hotel enterprises.

Assessment of the marketing potential of travel agency.
Economics and Management, Issue 1, 2015, ISSN (print): 1312-594X, ISSN (online): 2367-7600,
pp. 13-25

Nowadays cultural tourism is developing in an external environment characterized by high
dynamism, increasing competition in the tourist markets and globalization of the tourism
business. The application of the marketing approach plays an important role in making optimal
management decisions and in increasing the efficiency of the operations of travel agencies
offering products related to cultural tourism. The aim of the study is to evaluate the marketing
potential of travel agencies offering products related to cultural tourism based on data from
surveys. To achieve the objective an approach for statistical characterization of the business
environment is applied. Based on this approach, a characteristic of the marketing potential of
travel agencies for the period 2011-2014 is done. The article examines the views of different
authors on the definition of marketing potential. The indicators characterizing the marketing
potential of travel agencies are determined. Based on the results of the analysis, the need to
increase the marketing potential of the travel agencies to ensure their perspective and sustainable
development in the field of cultural tourism is brought out.
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Research on the impact of the innovation potential on the competitiveness of furniture
enterprises.
Entrepreneurship, Issue 2, 2015, ISSN (print) 1314-9598, ISSN (online) 2367-7597, pp. 195-206

In the development of this article, it is considered that the innovation potential of the
enterprise is one of the major factors influencing its competitive economic development. It is
considered that an important tool for businesses in the field of furniture manufacturing in the
competitive struggle for building competitive advantages and increasing competitiveness is
innovation potential. The purpose of the paper is to investigate the relationship between the
innovation potential and the competitiveness of furniture enterprises. The paper is based on data
from a survey that focuses on the marketing potential and competitiveness of 17 furniture
enterprises operating in the Blagoevgrad region in November 2015. The author has proposed a
system of indicators for analysis and evaluation of the innovation potential of furniture
enterprises. The indicators on the basis of which the analysis of competitiveness is made are
determined. There is a lack of a unified approach in the definitions of innovation potential.
Through the method of dispersion analysis, the author is able to establish the presence or absence
of dependence between the innovation potential and the competitiveness of furniture enterprises.
With the help of one-factor regression analysis, the relationship between the innovation potential
and the competitiveness of furniture enterprises is studied, and with the correlation analysis
method, the strength of the relationship is studied. The conclusions draw attention to the need for
continuous, purposeful management actions aimed at optimizing the innovation activity and the
development and implementation of effective, adequate to the dynamic changes in the
competitive environment, innovation strategies.

Intercompany conditions for development of family business.
Entrepreneurship, Issue 2, 2016, ISSN (print) 1314-9598, ISSN (online) 2367-7597, pp. 186-202,
Co-authors: R. Madgerova, A. Atanasova, B. Koyundzhiyska-Davidkova

The present article emphasizes the intercompany conditions for development of family
business. The aim is to research and analyze some of the conditions that are more defined for
development of the family business and in connection with their improvement to be brought out
those of them that require special attention by the business owners, respectively managers.
Statistical data from the European Family Business Barometer and results from own
questionnaire survey are used. The role of the family business in the economy is also presented.
The economic and management internal company conditions for the success of the family
enterprise are discussed. Accordingly to the nature and role of this business are determined
significant economic conditions such as availability of market opportunities, conducting of
market research, consideration of offering products with consumer demand, innovation
performance, business financing and investment. The article also considers the following
important management conditions: a clear vision of the direction of business development,
availability of managements’ and economics education of owners, availability of management
and delegation of rights, creating a balance between business and family problems and ensuring
continuity in relation to generational change. The internal company conditions on which
improvement should focus efforts on are indicated.
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Consumer satisfaction with the product of tour operator companies.

Round table with international participation ,,Commercial and Tourism Business in conditions
of intelligent, sustainable and inclusive growth”, Svishtov, Vol. I, 2016, ISSN 978-954-23-1151-
S5, pp. 111-116

The purpose of this report is to analyze the consumer satisfaction in relation to the
products offered by tour operator companies in the Blagoevgrad region. This is necessary due to
the essential importance of tour operators' aspiration towards customer satisfaction management
for the development of their activities in the conditions of fierce competition and an ever-
increasing number of competitive destinations offering a variety of tourism products. The
development is based on a survey of customers of tour operator companies.Various authors'
views on user satisfaction are presented. Special attention is paid to the factors that influence
consumer satisfaction. Based on the presented analysis and research results, some problems have
been identified regarding the activities of the tour operator companies, directly related to the
satisfaction of the needs and desires of their customers. The conclusions emphasize the need to
improve the training of the staff in relation to the service organization and direct contact with
customers, a wider assortment of the offered product, creating tourist packages and offering price
offers corresponding to the differentiated needs of different categories of tourists.

Trade Business Communication Policy.

Marketing and Business Development Journal, vol. II, Ne 1/2016, Bucharest University of
Economic Studies Publishing House, International Conference on ,,Marketing and Business
Development” (MBDZ2016), Bucharest, Romania, 2016, ISSN 2344 — 513, pp. 23-30, Co-author:
D. Yaneva

The purpose of the paper is to examine the specifics of the communication activities of
entrepreneurial business from the trade enterprises, to identify the main problems and make
recommendations for its improvement as a prerequisite for good organization and achieving high
efficiency in managing the marketing activities of the company. Based on numerous opinions, a
systematization of the communication policy components has been made and the authors have
identified the most appropriate tools for evaluating the communication activity of commercial
enterprises - advertising, public relations, personal sales and sales promotion. To achieve the
aim of the research a survey has been conducted among 112 managers of trade enterprises on the
territory of Bulgaria. The survey was conducted in March - July 2015. The direct survey is used
as a main research method, for analysis and evaluation of the results - statistical methods and for
their visual representation - graphical methods. The questionnaire includes five blocks issues
related to corporate advertising, personal selling, sales promotion, public relations and publicity,
sponsorship. The analysis and evaluation of the survey’s results shows that businesses in the
trade enterprises are still not sufficiently aware of the need for planning, organizing and
competent management of its communication policy. It was found that, unlike managers of large
companies, SMEs do not recognize sufficiently the needs of the consumers in the chosen
segment do not take any action to influence the general public, do not devote adequate resources
to the development and management of their communication policies. Observations reveal that it
is essential for the trade companies to make better use of media, traditional forms of advertising
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and self-promotional tools. Marketing management must pay attention not only to the marketing
of its individual products, but to focus the interest of the consumers to the brand, business values,
corporate image, mission, etc. The conclusions emphasize the need to develop a communication
policy based on thorough research, analysis and assessment of market demand, opportunities to
meet the needs of customers and their behaviour and current plans and strategies of
communication.

Application of the lean concept as a prerequisite for a tourist business development.
Economic processes management, Ne 4, 2016, ISSN 2311-6293. Co-authors: R. Madgerova, A.
Atanasova

A key issue in the globalized market is the demand of a new approach, providing the
tourism businesses a sustained market presence. This means increasing competitiveness and
making management decisions in this direction. One of the methods to solve this problem is to
apply the Lean concept whereby the entrepreneurial efforts are focused on value - in terms of
costs and in terms of the ability of the product to satisfy customer needs. The aim of the article is
to bring opportunities for competitive development of tourism by applying the Lean approach.
The focus of this study is aimed at analyzing and evaluating the use of lean management as a
new and successful approach in the field of tourism. The study is based on concrete statistical
data and results of a survey of managers and business owners in the sector of tourism. It was
found that no uniform opinion on the substantive aspects of the lean concept exists. It is
emphasized that the lean approach is oriented towards satisfying the customer's needs. The
principles of the lean concept are clarified. On the basis of the analysis of the results, the need to
implementation of the lean approach with a view to more fully satisfy the needs of tourists,
overall increase in efficiency and competitiveness is brought out. It is emphasized that for the
effective implementation of the lean concept in tourism enterprises and to increase the
competitiveness, it is necessary to take some managerial steps - forming and implementing lean
strategy and its integration with appropriate tactics and a specific program, including appropriate
tools, especially for operations management in hospitality.

Problems of the management and marketing of family business in tourism.
HORIZONS, 10 (20), 2016, ISSN 1857-9884, pp. 7-23, Co-authors: R. Madgerova, A. Atanasova

The development of the paper is inspired by the great role and importance of family
businesses in the tourism sector and the lack of indepth studies of its condition and problems
related with its functioning and arising from its specifics. In this regard, the aim of the paper is
to identify specific problems of management and marketing policy of family businesses of the
tourism sector in Bulgaria based on the results of the analysis of empirical data, and to bring
out guidelines for their solution. To achieve this purpose a review of literature on the problems
of family business in tourism was made and a survey of owners of 84 enterprises from the
business was conducted to establish its status and key issues in management and marketing.
The specificity of the family business in tourism has been examined. Based on the analyzed
results, the following problems in the field of management and marketing of the family
buinsess in tourism are identified: insufficient understanding of the relationship between social
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and economic systems in the family business; an insufficiently advocated policy for creating
new products in order to satisfy the differentiated needs of customers, as well as to improve the
positions of the national and foreign markets; a small share of enterprises that use funding from
European programs; a low share of personnel training; lack of established strategies and
development plans for a certain part of the enterprises; lack of complex use of the various
factors contributing to business success; the main strategy used is aimed at achieving high
quality; a significant majority of enterprise do not make regular market research, competitive
analysis and especially in terms of sales management; insufficiently rich spectrum of used
advertising tools; low level of competitiveness and consumer demand. The possibilities for
solving the outlined problems are presented.

Current issues in family business management.
European Journal of Service Management, 22 (2), 2017, ISSN 2450-8535, pp. 47-52, Co-
author: B. Koyundzhiyska-Davidkova

The objective of the article is to clarify the problems in the management of family business.
Analysis and conclusions on the issue are based on data from a survey of 186 family businesses
located in the Southwest Planning Region in Bulgaria. The essence of family business
management is revealed. The conditions for proper and effective family business management
are clarified. Special attention is paid to the three-circle model of the family business. Based on
the analysis and the evaluation of results, major problems and generalized conclusions are
outlined. The main problems are related to an insufficiently effective process of family business
management, not realizing the important role of plans and strategies for successful business
management, not paying enough attention to the quality of enterprise development strategies.

Problems with gathering information about cultural environment in international business.
MIND JOURNAL, Vol 1, Ne 3, June, 2017, ISSN 2451-4454, pp. 1-12, Co-authors: R.
Madgerova, A. Atanasova

The publication reports that one of the most significant problems in international marketing
is the lack of good knowledge of the environment in which the product will be positioned. The
factors of the cultural macroeconomic environment, along with other factors, have a particular
importance because they influence the choice of the specific market and the right strategy for
positioning the product. The purpose of this article is to raise the problems in managing the
process of collecting information about cultural environment factors in international business and
outlining ways to overcome them. In order to achieve the goal, the cultural environment factors
have been considered and the results of a survey about the ways how the information about them
is collected have been analyzed, and also the sources of information and emerging issues in
process management. The research is based on the results of a questionnaire survey of managers
and business owners. Statistical methods and methods of analysis and synthesis were used to
research the problem. The analyses of the results of study prove that the entrepreneurial business
in Bulgaria is not well aware of the international cultural environment. There are serious
difficulties in gathering information about it mainly because of financial reasons, difficult access
to reliable sources of information and lack of sufficient capacity to study it. The use of certain
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forms of international integration is important for solving this problem. It is necessary to pay
close attention to the possibility of using professional assistance of foreign agencies for the study
of the cultural environment.

Research on the entrepreneurial competencies and education needs for creating and
managing a private business.

Economic processes management, International scientific e-journal, Ne 3, Sumy, 2017, ISSN
2311-6293. Co-authors: R. Madgerova, A. Atanasova

This article discusses the issue of the competencies necessary for realizing successful
entrepreneurial activities. It deals with the theoretical concepts about the term “competencies”
and analyses the beliefs of different authors about the nature, meaning, type and characteristics
of entrepreneurial competencies. It also presents and interprets the results of a statistical research
carried out with the aim of finding the entrepreneurial competencies of young people (men and
women in adolescent years). It defines the areas that need complementary education for forming
new skills, knowledge and experiences. The results emphasize the need to direct the education of
entrepreneurs at forming abilities for structuring, planning and managing of the business
processes; from special entrepreneurial education including the whole spectrum of theoretical
and practical knowledge and skills in all areas of the particular business, its organization and
management; from the formation of entrepreneurial competencies corresponding to the specific
needs of the various groups of entrepreneurs and the time in which they appear, on the
dynamics of the needs caused by changes in the environment and the perspectives, priorities and
visions of the future development of business.

Relationship marketing of hotel business.
Economics and management, Vol. 15, Ne 2, 2018, ISSN (print): 1312-594X, ISSN (online): 2367-
7600, pp. 170-176

In the development of the article it is considered that under the conditions of constant and
unforeseeable market changes, the success of hotel business is guaranteed to a considerable
extent by its skill to develop, maintain and improve long-term relations with customers. It is
considered that the application of the customer-orientated approach facilitates the development
of relations of mutual trust in clients and complete satisfaction. The aim of article is to outline
the major problems connected with relationship marketing of hotel business. The research is
based on the results of a survey conducted among owners of hotel business. The views of
different authors on the essence of relationship marketing are presented. The results of the
research show that the problems faced by hotel business are the following: lack of data base of
customers, especially of loyal ones; lack of systematic research, analysis and evaluation of
customers; lack of systematic relationship management of customers; lack of flexible
programmes of customer relationships; lack of qualified staff in the sphere of relationship
marketing.
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International marketing activity of family business.
Revista MAHPAT, num 5, 2019, ISSN 0719-7365, pp. 12-24, Co-author: B. Koyundzhiyska-
Davidkova

In the development of the article it is considered that international marketing activity plays
a key role in the enhancement of competitiveness and prosperity of family business in the region
of Blagoevgrad. The aim of paper is to assess the international marketing activity of family
business from the point of view of the opportunities for development of this business. For the
achievement of this aim was conducted an independent questionnaire survey among 48
representatives of family business from Blagoevgrad region in the period of August — September
2019. Based on the analysis and assessment of the results are made some general conclusions.
The research of the international marketing activity of family business in the region of
Blagoevgrad show that it is necessary to take actions for the development of this activity.
Primary emphasis shoud be placed on encouraging the international marketing activity of micro
enterprises. Focusing the attention on the organizational forms of international cooperashion is a
prerequisite for the economic stability and successful development of business.

Product Innovations in the Bulgarian Hospitality: Linking Theory and Practice.
International Journal of Recent Technology and Engineering, Volume 8, Issue 5, 2020, ISSN:
2277-3878, pp. 4614-4618, Co-author: T. Kiryakova-Dineva

The main objective of the paper is to identify trends in product innovation from the hotel
business in Bulgaria and to assess the influence of the professional experience on the ability for
creating innovations. The methodology applied uses qualitative and quantitative approaches. It is
clarify the essence of product innovations and their classification. The findings include
identification of the role of product innovation for the development of the hotel business. The
study outlines issues related to their implementation, namely low share of innovative enterprises;
low share of developed and implemented new or modified products in the last three years; lack
of thorough market research in the overall product development, etc. The study can be used as a
model for analysis of product innovation in hotel business.

Study of Customer Loyalty in Small and Medium-Sized Enterprises in the Field of Trade
in Bulgaria.

Globalization and its Socio-Economic Consequences 2020, SHS Web of Conferences 92, 2021,
Co-author: B. Koyundzhiyska-Davidkova

The report aims to clarify the peculiarities of customer loyalty and based on an analysis
of the factors influencing it brings out the main problems of small and medium-sized enterprises
in the field of trade in Bulgaria. This is necessary because of the essential importance of
customer loyalty for achieving long-term success and increasing the competitiveness of any
enterprise. Customer loyalty is one of the main tools for influencing current customers of the
products offered by the enterprise. It is established that the basis for the development of a proper
marketing policy of the entrepreneurial business is the clarification and analysis of the behavioral
characteristics of its loyal customers. The assessment of customer loyalty in small and medium-
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sized enterprises in the field of trade in Bulgaria is based on the results of a survey conducted
among 64 business representatives through the method of respondents. The findings include
identification of problems, related to the customer loyalty in small and medium-sized enterprises
in the field of trade in Bulgaria. It is emphasized the necessary for the representatives of small
and medium enterprises in the field of trade to focus their efforts on the complex combination
and analysis of the influence of factors related to customer loyalty which will ensure proper
management decisions regarding communication and communication with loyal customers. The
study can be used as a model for analysis of customer loyalty in the trade sector.

Impact of marketing flexibility on the marketing performance of entrepreneurial business.
Revista Inclusiones, Vol. 8, num Especial, 2021, ISSN 0719-4706, pp. 397-405

The application of the marketing flexibility approach by the representatives of the
entrepreneurial business is a prerequisite for achieving lasting success in the marketing activity
and timely response to the changing consumer interests and needs. In this regard, the main
objective of paper is to establish the relationship between marketing flexibility and marketing
performance of the enterprise. In the paper uses statistical methods (dispersion, regression and
correlation analysis) to study the impact of marketing flexibility on the marketing performance
of enterprises. A questionnaire was used as a method for collecting primary data. The results of
the study show a strong relationship between the degree of marketing flexibility and marketing
performance of enterprises. In conclusion, generalized conclusions are made related to the use of
marketing flexibility as an important tool for sustainable market presence and maintaining
competitive advantage.

Entrepreneurship Business Restart Readiness.
Proceedings of the 5 th International Conference on Economics and Social Sciences, 2022, ISSN
2704-6524, pp. 540-548, Co-authors: D. Yaneva, T. Kiryakova-Dineva

The new reality of COVID-19, as well as the present post-pandemic situation, havecaused
and continue to cause issues to most of the business activities. Many company ownersand
employees were forced to reorganize their usual ways of working. In turn, the overall change has
also necessitated the wider use of information andcommunication technologies, for which
companies were more or less open. The purpose of this research is to explore the readiness for a
recovery of the entrepreneurship business from the post-COVID-19 pandemic challenges in the
context of the Bulgarian business operators. The authors examine the difficulties of the
entrepreneurship business in the specific timespan, theattitudes toward maintaining work in a
digital environment after the pandemic, andadaptability to cope with the crisis. The role of
government measures to support businesshandling the post-pandemic survival easier is another
research inquiry. As a research method, we apply the survey method comprising of closed-ended
and open-ended questions. The results confirm the complexity of the business recovery and
reorientation processesof companies, the need for a more active work in the digital environment,
as well as thenecessity for intensive tripartite meetings on issues related to business restart
readiness.
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Characteristics of Social Entrepreneur: the case of Bulgaria.

Proceedings book of the 10-th International scientific conference “Modern research and trends
in economics, law and social policies”, 2022, ISBN 978-9928-321-52-7, pp. 79-89. Co-authors:
B. Koyundzhyska - Davidkova, A. Durmishi

The purpose of the report is to study and analyze the characteristics of the social
entrepreneur willing to start a business in Bulgaria. The views of different authors about the
social entrepreneur are presented. The inherent characteristics of the social entrepreneur have
been clarified from a theoretical point of view. The primary data was collected through a survey,
which was distributed to 84 persons who want to start social entrepreneurial business. The
survey was conducted between May-June 2022 in Bulgaria. Based on the results of the analysis,
general conclusions were drawn. It is emphasized that social entrepreneurs possess certain
characteristics that distinguish them from those of the traditional entrepreneur. It is found that
among the most important characteristics of social entrepreneurs are the possession of energy
and proactivity, good health, the ability to get along with colleagues, and patience and
systematicity in search of a result. The need for social entrepreneurs to direct their efforts and
attention to the continuous improvement of their characteristics is indicated.

Problems of Strategic Marketing Management of Entrepreneurial Business in the
Conditions of Crisis.

Proceedings book of the 10-th International scientific conference “Modern research and trends
in economics, law and social policies”, 2022, ISBN 978-9928-321-52-7, pp. 373-381. Co-
authors: D. Yaneva, Xh. Abazi

The purpose of the report is to analyze the process of strategic marketing management and
to bring out its problems. The assessment is based on the results of a survey of 68 representatives
of the entrepreneurial business in Bulgaria. It has a representative character and has used primary
data. The survey was conducted in the period May-July 2022. It reveals the importance and the
role of strategic marketing management for effective management and sustainable development
of entrepreneurial business. The views of various authors on the essence of strategic marketing
management are presented. Strategic marketing management is defined as a cyclical process,
including five main stages: analysis of the marketing environment, planning of the marketing
activities, organization of marketing activities, implementation and control. Based on the
analysis of the results are outlined the problems that the entrepreneurial business is facing. The
main problmes are: lack of marketing analyzes carried out by a significant part of the
representatives of the entrepreneurial business; relying primarily on the potential of SWOT and
PEST analysis; serious difficulties in gathering marketing information; the implementation of the
marketing objectives is partially fulfilled or is completely missing; lack of a developed and
implemented strategy to overcome the problems resulting from the crisis; lack of a marketing
department or marketing specialists in most cases of the entrepreneurial business. Based on the
analysis, insufficient degree of the entrepreneurial business’ awareness regarding the importance
of strategic marketing management in crisis conditions is established. It is emphasized that in
order to solve the problems of strategic marketing management, it is necessary for the business
to prioritize its efforts towards the effective organization of marketing activities, the collection of
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reliable and prompt information, the fuller use of marketing analyses’ possibilities in order to
develop and implement effective marketing strategies.

Influence of marketing innovations on the marketing performance of entrepreneurial
business.
Multidisciplinary Journal of Science, Education and Art, 2023, ISSN 1313 — 5236, pp. 321-331

The main purpose of the article is to examine the specifics of marketing innovations and
marketing performance, as well as to analyze and evaluate the relationship between them. The
essence, meaning and influencing factors of marketing innovations and marketing performance
are clarified. The research is based on primary data obtained as a result of a survey conducted
among 51 representatives of the entrepreneurial business in the Blagoevgrad region, in the period
April-May 2023. Regression analysis is used to examine the impact of marketing innovation on
marketing performance. The ANOVA-test is used to evaluate the presence or the absence of
influence of marketing innovations on marketing performance. The strength of the relationship
between marketing innovation and marketing performance is assessed through correlation
analysis. The analysis and evaluation of the research results show that marketing innovations
significantly influence performance. A low degree of interest of the entrepreneurial business in
creating and implementing marketing innovations is found. Among the main reasons for
realizing lower than planned marketing expenses is the low innovative activity of the business.

STUDY PUBLISHED IN SCIENTIFIC PUBLICATION, REFERENCED AND INDEXED
IN WORLDWIDE KNOWN DATABASES

Innovation potential of family business in the sphere of hotel business.
Revista Inclusiones, Vol: 7, num Especial Enero-Marzo, 2020, ISSN 0719-4706, pp. 75-98, Co-
author: B. Koyundzhyska - Davidkova (Web of Science)

This research paper presents the results of a survey of the innovation potential of family
business in the sphere of hotel business in Bulgaria. The aim is to clarify the theoretical problems
connected with the innovation potential and assess this potential of family business in Bulgaria.
The assessment of innovation potential is based on the results of a independently made survey of
innovation potential of family business in hotel sphere. The term “innovation potential” of
business is defined. Theoretical aspects of innovation potential are discussed, as well as, some
factors influencing this potential and the system of indicators for assessment. Based on
questionnaire survey is outlined the assessment of representatives of family business in hotel
sphere as regards their innovation potential. The analysis of innovation potential brings to the
foreground some problematic areas among a considerable part of representatives of the family
business such as lack of favourable conditions for developing innovation potential, lack of
necessary competences for realization and effective management of innovation activity and
formation of innovation policy. For the formation of innovational policy and creation and
realization of innovation strategy, the family business should urgently not only assess the
innovation potential, but also make qualitative systematic analysis of the outside environment.
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STUDY PUBLISHED IN NON-PEER-REVIEWED JOURNAL OR PUBLISHED IN
EDITED COLLECTIVE VOLUMES

Specifics of entrepreneurship in the field of cultural and creative industries.
Entrepreneurship, Vol. VII, Issue 2, 2019, ISSN (print) 1314-9598, ISSN (online) 2367-7597, pp.
103-123, Co-author: R. Madgerova

The paper explains the role of the cultural and creative industries and entrepreneurship in
this area for the development of the economy and society. The views of various authors on the
definition of cultural entrepreneuraship are presented. Particular attention is paid to existing
classifications of the cultural and creative industries. The following are the most important
specific features of entrepreneurship in the cultural and creative industries: it unites the economic
system (business) and the spiritual (culture and creativity) as a whole; in the center is always the
artist and his/her product; it is innovative; one of the main sources of funding for culture and art;
availability of a wide variety of individual artists and cultural institutions, depending on the type
of products created; depending on the goals, it manifests itself as business and social
entrepreneurship. It is pointed out that entrepreneurship in the sector is particularly strong in
small and medium-sized enterprises and their integration into entrepreneurial networks is of
great importance for their competitiveness

TEXTBOOKS AND HANDBOOKS

Statistical values (Theories, solutions and unsolved tasks).
«Propelery, S., 2020, ISBN 978-954-392-620-6, Co-authors: R. Madgerova, A. Atanasova

The textbook presents the part of the general theory of statistics, which provides the basis
for the understanding and application of statistical values. It aims to form theoretical knowledge
about statistical values and the methods for their calculation, the analytical possibilities they
provide, as well as skills for solving specific tasks, and their application in management activity.
Topics 10, 11, 12 and 13 address the questions of statistical dispersion, standard deviation under
categorical/alternative trait meanings, moments and skewness and kurtosis. With a view to
achieving the goal related to the formation of theoretical and practical knowledge and skills, each
topic includes: a theoretical examination of the issue with set questions for self-examination and
tests. All topics, with the exception of topic 13, contain solved and unsolved problems, which is
a prerequisite for mastering the calculation methods used in statistical values, as well as
interpreting, analyzing and evaluating the obtained results. In a separate section are also
developed complex tasks with numbers 87, 88, 89, 90 and 92.

Marketing Analysis (theoretical and practical foundations).
«Propelery, S., 2022, ISBN 978-954-392-688-6, Co-author: B. Koyundzhiyska-Davidkova

The textbook presents that part of general marketing theory that provides the basis for

understanding and applying marketing analysis. It is designed to expand the opportunities to
fully master the basic concepts, tools and approaches of marketing analysis, as well as to support
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and facilitate students in the preparation, assimilation of knowledge and development of practical
skills in an area of great theoretical and practical importance, such as marketing analysis. The
learning content of topics 1, 3, 5, 7 and 9 includes the questions: analysis of strengths and
weaknesses, opportunities and threats (SWOT analysis); industry analysis; market analysis;
market share analysis and marketing cost analysis. With a view to achieving the goal related to
the formation of theoretical and practical knowledge and skills, each topic includes a theoretical
review of the issue with set questions for self-examination and tests. All topics contain solved
and unsolved tasks, except for topic 5, which contains only unsolved tasks.

Prices and Pricing.
“Neofit Rilski” Publishing House, Blagoevgrad, 2017, ISBN 978-954-00-0099-2, Co-author: D.
Yaneva

The handbook examines the main aspects of prices and pricing in a theoretical and
practical aspect. The learning content of the first, second, third, fourth and fifth topics includes
the questions: emergence, essence and role of prices, price-forming factors and functions of
prices, price system and types of prices, composition, structure, ratios and dynamics of prices,
pricing as process. Each topic contains a short theoretical part, exercises and self-test questions.
Self-assessment tests have been developed and presented in separate sections for each topic.
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