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XaOunuTanmoHeH TPy

HaCTOﬂHII/IflT MOHOI‘pa(bI/IT-ICH TPpyd UMa 3a OCHOBHA CBOJ LICJI 1A IIPUBJICUC BHUMAHUCTO BbPXY
H@O6XO[[I/IMOCTTa OT Ipexoa OT TpaAUIIHUOHHO KbM CTPATCTUYCCKO MHCIICHC B YHPABJICHUCTO Ha
(1)I/IpMeHaTa MapKETUHI'OBA HCﬁHOCT. 38.,HI>J'I60‘IGHOTO npoyuyBaH€ Ha OCHOBHHU TCOPCTUKO-
MCTOAHUYCCKHN U IIPAKTHKO-IIPUJIOKHH BBIPOCHU HaA CTPATCIHYCCKHUTC MAPKCTHUHI'OBH PCHICHHA B
KOHTCKCTAa Ha CTPAaTCTHYCCKOTO MAPKCTUHI'OBO YIIPABJICHHEC CIioMara naa €€ OLCHU TAXHOTO
3HA4YCHUEC 3a KOHKypGHTOCHOCO6HOCTTa U KH3HECIIOCOOHOTO pPa3sBUTUC Ha Ou3Heca kaTo ce
H,[[eHTH(bHI.[PIpaT OCHOBHHUTC HpO6JIeMHI/I HallpaBJICHUd U CC€ OYCPTABAT HACOKH 3a HO'I[O6pOTO

pa3bupane Ha mpoieca.

OO0eKT Ha Hu3cielBaHE ca CTPATErMYECKUTE MAapKETHHTOBHM pPELICHHs, KOMTO Ce B3eMaT B
npennpusTusaTa B bearapus. [Ipenmer Ha pazpaboTkaTta € pojsiTa Ha CTPATETHUYECKUTE PELIeHUs 3a
YCHEWIHOTO YIpaBiIeHUE HAa MApKETHHrOoBa JIEHHOCT U I[UIOCTHOTO pa3BUTHE Ha KOMMaHusTa. B
MOHOTpaUuUHUS TPYyJ ca HM3MOJI3BaHM METOAUTE Ha TPYNHPOBKATa, CPABHEHUETO, TpadpuuHUS,

WHACKCHUA U aHKCTHUSA MCTOM.

I[IbpBa raaBa e nmocBeTeHa HAa TEOPETUYHU NMPOOJIEMH Ha CTPATErMYECKOTO YIpaBieHHE Ha
MapkeTuHra. Mnentudunupanu ca NpearnocTaBKUTE 3a HETOBOTO BB3HMKBAHE U CHhbBPEMEHHHUTE
TEHJICHIIMM Ha pa3BUTHE. Pa3rienana e TEXHOJIOTUATA Ha MpoIleca, KaKTo U Crelu(UKUTE Ha BCEKU
€IMH OT eTanmuTe My. ApryMEHTHpaHa € KJII4oBaTa poJisi Ha CTPaTerHuecKusi MapKeTHHI MNpU
peaM3anusITa Ha CTPATernYecKoTo yIpaBiieHHe Ha GupMeHaTa eHHOCT, OMOCPECTBAlll Mpoleca
Ha B3€MaHETO Ha €QEKTUBHU CTpPATeTMUYECKH MAapKEeTUHIOBH peunieHus. B Ta3u Bpb3ka ca

NpeACTaBCHU HCroBaTa CBHOIHOCT, MNOAXOAW W HAIIPABJICHUA. Karo ocHoBen HHCTPYMCHT 3a




CTPATErNYECKO MAapKETUHIOBO YIIPABJICHUE BHUMAHUETO € HACOYEHO KbM OCHOBHHUTE KOMIIOHEHTH
U 33/1a4¥ 11pu (HOPMYJIHPAHETO Ha MapKeTUHToBaTa cTpaTterus. [IpeaioxkeH e aBTOpoB alropuTbM
3a pa3paboTBaHe HAa MapKETUHIOBa CTpAaTErus KAaro € HampaBeHa MOoApoOHA XapaKTepHCTUKa Ha
etranute My. HampaBeHa e u cobcTBeHa kiacu(uKalMs Ha OCHOBHHTE THUIIOBE MapKETHHTOBU
CTpaTernu B 3aBHCHMOCT OT YIPAaBICHCKOTO HHUBO, Ha KOETO ce pa3paboTBaT, KaTO aBTOPBHT ce
M030BaBa Ha XapaKTEPHHUTE UM OCOOCHOCTH, LIEJIUTE, Ha KOUTO Ca MOJAYMHEHU U MAPKETHHTOBHUTE
pelIeHHs], B YMUTO HMHTEepec ca (GopMynupaHd. 3aIbJIO0YEHO ca MPEACTAaBEHH CIeUu(pUKUTE Ha

BCCKHU THUII CTPATCTHUA U Bb3MOKHOCTUTE 3a ousHec YCII€X, KOUTO IIpeaiarar.

BbB BTOpa rinaBa ce uaeHTuGUIMpPAT OCOOEHOCTUTE HAa CTPATErMUYECKUTE MApPKETHUHIOBU
pemieHna. C men SICHO OTJIMYaBaHE Ha (PYHKUMHUTE, JNEHHOCTUTE, 3aJa4UTe, OTTOBOPHOCTUTE U
TAXHATA B3aUMHa OOBBP3aHOCT BBB (PUPMEHOTO YIPABICHHE HA MApKETHHTOBHSI MPOIEC, aBTOPHT
npeulara Te Jia ce pasriexjgaT Ha TpU paBHMINA, KaTo r'm 00ocobsBa B T.HAp. ,IMpamMHIa Ha
MapKETUHTOBUTE pelieHus . JIpyr chlIeCTBEH IPUHOC € U IIPecTaBeHaTa TEXHOJIOTHsI Ha Ipolieca
Ha CTpaTerMYecKo YIPaBICHHE Ha MapKeTUHroBure pewmenusd. I[lonpoOHo ca pasrienanu
OCHOBHMTE HAIPABJICHMS 33 B3€MAHETO HA CTPATErMYeCKM MAPKETHHIOBU PEILICHMS, CBEXIAIN Ce
70 aHalW3, IJJaHUpPaHEe, OpraHu3alys, W3IIBIHEHHE W KOHTPOJ. 3a BCAKO HAalpaBlICHUE ca
IPEUIOKEH! M JEeTalIHO MpeACTaBeHH (PAKTOpUTE, MOJENUTE, METOJUTE U HU3MEpPUTEIUTE,
HaJIOXKEHHU B TEOpHsTa U IpakTHKaTa. PazpaboTeHu ca U COOCTBEHHM aJrOPUTMHU 3a CTPATETHYECKO
MapKeTHUHIOBO IJIAHUpaHe, aHaJIu3 Ha (UPMEHHs MOTEHIMall, CETMEHTUPAaHE Ha Ma3zapa, KOHTpOJI
Ha MapKeTHHroBara JeHHocT. B pa3zpaboTkara ca pasrienaHud METOIMYECKU BBIPOCH, CBBP3aHU C
n300pa Ha KOHLENIMH, MTOAXO0IU, MOJIEIN U U3MEPHUTENH 3a aHAJIU3 U OLlEHKa Ha MapKeTHHIoBaTa
JEMHOCT HAa OpraHM3alusATa B IpOlleca HAa B3€MaHE Ha CTPATETMYECKH MAPKETHHI PEIICHMS.

HpeﬂnomeHa € aBTOpOBA CUCTEMATU3Ald HAa OCHOBHUTC ITOKA3aTCJIM Ha IMporeca.

B Tperara riaBa Ha MoHorpadu4HMsA TPYZA € HalmpaBeH aHAIU3 U OLIEHKAa Ha poJisiTa Ha
CTpaTeTMUECKUTE pEUIeHUs B MapKeTHHIroBaTa JEWHOCT Ha mpeanpusruero. M3cienBanu ca
KITIOYOBHU aCTIEKTH B CHCTOSHHETO Ha MKOHOMHYECKaTa cpela Ha MpeAnpusTusiTa B beirapus u B
bnaroeBrpancka obmact. 3a 1a ce omeHn OM3HEC KJIMMaTa KaTo MPEIoCTaBKa 3a M3TPaKIaHeTo Ha
CTUMYJUpAIM yCJIOBHUA 3a TOJIIOMaraHe IMpOLECHTe Ha PACTeX M IOBUIIABaHE Ha
KOHKYPEHTOCIIOCOOHOCTTA Ha MPEANPHUATHATA, Ca U3MOI3BAHU MIOKA3aTeIM KaTo Opoil mpeaAnpusThs
Criopeq TOoJeMHWHATa WM, WKOHOMHYECKaTa JEWHOCT, WHOBAallMOHHA aKTUBHOCT, WHOBAIMOHHO
CHTPYAHHYECTBO, peAIM3UPaHe HAa HOBH WJIM YCHBBPIIECHCTBAHU MPOAYKTH, M3MOI3BAIIN CUCTEMA

3a ynpasnenne Ha pecypcure (ERP) w/mmm codryepHu npusoxeHus 3a yOpaBieHHE Ha



nHopmanus 3a kimentu (CRM), pazxoau 3a HUP/I, pentabmiHOoCT Ha nmpoaaxOute; onepaTruBHA

PEHTAOMITHOCT; HETHH MPHUXOIU OT MPOJAKOH.

3a f1a ce pa3kpue 3HAUCHHETO Ha CTPATErMYECKUTE MAPKETUHTOBU PELICHHUS 33 LSJIOCTHOTO
¢upmeHo paszButue u mnpocrnepurer, npe3 2019 r. e mpoBeneHO aHKETHO HpoyuBaHe cpen 132
COOCTBEHUITM M MEHWKBbPU HA MPEIIPUATHS HAa TEpUTOpHATa Ha biaroesrpajacka obiact. Bb3
OCHOBa Ha MHEHHETO M HAIJIACUTE MM € aHAIM3HPaHa U OIICHEeHa crienn(puKaTa Ha MApKETHHIOBaTa
JICWHOCT Ha MPEeANpUsATHATA CHopes cdepara Ha JSWHOCT, rojieMuHara (cropea Opoi 3aeTu Jiuia),
nepuoja Ha (QYHKIMOHUpPAaHE, HAacodeHOCTTa ((OKyca) Ha MAPKETHHTOBHUS aHalIW3, CyOeKTHTe
(M3mBIHHATENN), pa3pabOTBaHUTE THUIIOBE MAPKETHHTOBH CTpAaTernd. BCeKW OT mMoKa3aTenuTe,
XapaKTepU3Upally 3HAYCHUETO Ha CTPATEIrMYCCKUTE MAPKETHHIOBH PEIICHUS, aHKETHPAHHTE Ca
OLIEHWJIU TIO TIETCTeNeHHa OamHa ckana ot JIukepToB THI. IIpoydyeHa u omneHeHa € opraHu3alusTa
Ha pUpMeHaTa MapKETUHTOBA IEHHOCT, M3BBPIIBAHUTE MAPKETHHIOBY MTPOYYBAHHS HA BHHIHATA U
BBTpPEIIHOPUPMEHATa Cpella, HAIMYMETO U CTEICHTa Ha 3aBBPIICHOCT HAa (pUpMEHaTa CTpaTerHs,
BUJIOBETE MApKETUHTOBH CTPATETHH, KOUTO C€ pa3padOTBaT B pa3IMYHUTE OPTaHU3AIUU U TIXHOTO
3HaYeHue 3a ¢upMeHus mpocrnepurer. [lo OTHOImIEHHWE Ha TEXHOJOTHATa Ha B3E€MaHE Ha
CTpaTeTHYECKM MAapKETHHTOBH pEIICHUS € H3cielBaHa OOBBP3aHOCTTa MM C HepapXuyHaTa
MOYMHEHOCT B OpPraHHW3alMsTa U POJIsATa UM B IUIOCTHUS MPOIIEC Ha yIpaBiieHUue Ha (GupMeHaTa
MapKeTHHroBa JeiiHocT. OLieHEeHO € MHEHUETO Ha PECHOHICHTUTE M0 3HAYUMH BBIPOCH, CBBP3aHU
C OCHOBHHTE JBHWTaTeNM HA CTPATEIMYECKHs YCIIeX, HAUMHUTE 33 TEHEpUpaHE Ha CTPATETUYECKU
BB3MOKHOCTH ¥ H3TPAXJAHETO Ha KIOYOBH KOMIIETEHIIMA U (GUPMEHH KOHKYPEHTHH
npeumyniectBa. [IpoydyeHa e Bpb3KkaTa MeXAy Ipolleca Ha B3€MaHE Ha CTpaTeTHYecKd
MapKETUHTOBU peIIeHUs M JieiicTBalaTa cucreMa 3a KOMYHUKAllMs M BBTpEIIHaTa KyJITypa BbB
¢dupmaTta, W3MON3BAHETO Ha cCrHeuuUYIHH WHPOPMANMOHHH TEXHOJIOTUH, AaHATUTUYHU
BB3MOKHOCTH, MapKETHHTOBa CHUCTEMH, MOJICIH, MPEXKH, HOBU 3HAHUS W YHUKAIHH YMEHHS.
YcTaHOBeHH ca OCHOBHHUTE MPOOJIEMHH HAIpaBlIeHHs, KOHCTATHpPaHH OT MpoydBaHeTo. HampaseHo
€ BOXXHOTO 3aKJIIOYEHHE, Y€ BBIIPEKH OJIarONpUATHUTE YCIOBUS 3a OM3HEC pa3BUTHE B CTpaHaTa U
peruoHa, OCHOBHMTE MpoOJIeMH Ha MpennpusaTusTa B biaroesrpajacka o6iacT ca CBbp3aHU C
HEIOCTaThUYHOTO IMO3HABAHE HA CIEMU(PUKUTE HA CTPATETUYECKOTO MAPKETHHTOBO YIIPABJICHUE U
pa3dupaHe Ha 3HAUYCHHETO Ha CTPATETHUECKUTE MAPKETHHTOBH PEUICHUS 32 (GUPMEHHS PacTekK U

pa3BUTHE.

B 3akmrouenuwero ca HaIllpaBCHU O606H.[3.B3H_[I/I HU3BOJU OTHOCHO KJIFOYOBATa poOJIA Ha
CTPATCTUYCCKUTEC MAPKCTUHTOBU PCHICHUS 3a YCIICIIHOTO YIIPABJICHUC HA MApKCTUHTIOBAaTa JIeHHOCT

Ha MOpCAnpuiATHUECTO, HETrOBaTa KOHKypeHTOCHOCO6HOCT, pacTeX W Ppa3BUTHUC. HaHpaBeHI/I ca



IPENopbKU 3a MoAOOpsiIBAaHE Ha IIpoleca KaTo ce€ AakKLEHTHpa BbPXY HE0OXOAMMOCTTa OT
NpEeIU3BUKBAHE HA TPAAUIMOHHOTO MHCJICHE, 3a Jla CE€ NPEOPUEHTUPAT M MpeGopMmyaupar
(¢upMeHUTEe CTpaTerMd KbM TBPCEHETO HA HAACKIHU pPEIICHHS M HAYMHM 32 pPa3BUTHE Ha
Bb3MOXXKHOCTUTE M TIOTEHUUaJa Ha MPEANPHUATHATA 4Ype3 YCBOSABAHE HAa MPUHLMIIATE HA

CTPAaTCTUYCCKOTO MAPKETUHTOBO YIIPaBJICHUC.

Poasita Ha ,,cesi) MAapKeTHHI* KOHUENMIUATA 32 yCNElIHA NMpeAnpueMadyecKa Kapuepa Ha
MJIAJIesKUTe.

Teopemuunu u npaxmuyecKu acneKmu Ha MIA0eNiCKOMO U JHCeHCKOMO npeonpuemaiecmso, Yuue.
u30. ,,H. Puncku“, bracoesepao, 2017, ISBN 978-954-00-0150-0

(B. Kwoposa, U. Tepsuiicka, M. Cmanxosa, A., Cmeghanosa, A. Cmamenroecku, C. Jumumpuecka,
A. Amanacosa, /. boeoancka, /. Anesa, T. Kupaxoea-/lunesa, E. Cmamescka, B. Cmamescku, A.
Cmanxoscka, B. Kapvkosa, T. E¢hpemosa)

CamocTosTeNnHa TIaBa 0T MEXKIYHApOAHA KOJIEKTHBHA MOHOTpadus

I'maBata ot MOHOI‘pa(bI/IFITa € IIOCBCTCHA HAa 3HAYMMOCTTA Ha CGH(i) MAapKETHHI'a KaTO HAayKa U
IIpaKTUKa, I1oAlnoMaramia Cb31aBaHCTO Ha 6HaFOHpI/IHTHI/I ycjioBusa 3a HpO(beCI/IOHaJ'IHaTa
paims3anusg Ha MIJIAOAUTC XOpa MOCPCACTBOM B3CMAHCTO Ha BAXHU CTPATCTHMYCCKH PCIICHHA,
Kacaciuu (bOpMI/IpaHeTO Ha JIMYHOCTCH MMHUIK W HWHAUBHUAYyaTIHA KOHKprHTOCHOCO6HOCT.
H3sicHeHn ca CBIIHOCTTA U poJjiATa Ha CCJ'I(l) MapKEeTHHIra, KaTo Ca HU3BCACHU OCHOBHHUTC MY

HaITpaBJICHHUA U CTAIIUTE HaA IIpoLeca.

KoHnenmusTa ce pasriexaa 1 B KOHTEKCTAa Ha Ch3JaBAHETO HA JIMYHOCTEH MMHK. Ha Tasm
OCHOBA Ca M3BEJCHU XapaKTEPHUTE MYy YEPTH, NPUHLIMIIMTE U €TAlUTEe HAa HErOBOTO M3Tpa)KIaHeE.
IIpencraBs ce 3HAYMMOCTTa Ha CEOEMPOYYBAHETO KAaTO KIIOUYOB KOMIIOHEHT 3a JIMYHOCTHO
Opannupane. C 1ea NpakTHYeCKOTO My NMPUIIOKEHUE, aBTOPHT JaBa ChbBETH OTHOCHO TEXHUKHUTE 32
HEroBOTO YCIIEIIHO OChIIleCTBsIBaHE. BHUMaHueTo € (hoKycupaHo U BbpXY ceOenpeiCTaBIHETO KaTo
ce pasriuexjar cnenu(UKUTe Ha TO3M MEXAHW3bM 3a OpraHu3alys Ha COOCTBEHOTO IOBEICHUE 3a

Cb3JaBaHCTO HA ONPCACICHO BIICYATICHHUC.

ABTOPBT pa3riex/a U TallM MEHUKMBHTA KaTO UACHTU(UIIPA OCHOBHUTE MYy KOMIIOHEHTH,
¢dakTopu u (a3 Ha mporeca. Ha Tazu ocHOBa ca M3BeIE€HH HACOKH 3a IUIAHUpPaHE, OpraHu3alus,
yIpaBJIeHUE M KOHTPOJI Ha JUYHOTO Bpeme. Ilomdyeprana e ponsrta Ha yMEHHETO 3a BOJEHE Ha

ACJIOBU IMMPETOBOPH KAaTO Ca pasrjiCcaaHy MPUHIOUIIUTE HAa TAXHATa MMOATOTOBKA U ITPOBCKIAAHEC.

IIo oTtHolIEHHE Ha YIIPpaBJICHUCTO Ha Kapucpara C€ IMPCACTABAT CTAIIUTC HA PA3BUTHC Ha

mpormneca. HanpaBeH € BaXCH MH3BOJ, Y€ BCIKO pr,[[OCHOCO6HO JINIEC Tp}I6Ba Ja us3rpaau




WHIMBUAYaJIHAa MporpaMa 3a (opmupaHe ¥ CTUMYJIUpPaHE HA JIMYHOCTHUTE 3HAHUS, YMEHUSA U
KOMIIETEHIMH 110 IIBTS Ha CBOsITA MpodecuoHanna peanu3anus. Bb3 0CHOBa Ha MOCTABEHUTE IEJH
Ha COOCTBEHMKA Ha YOBEIIKHs KamuTan ce (GopMupa CHUCTeMa OT CTPATETHYECKH pEHICHHUs 3a
MOBE/ICHUE Ha Ma3apa Ha TpyJa 4Ype3 HU3IMOJI3BAHETO Ha OMNpEeAeNieHU JTUYHOCTHU KOHKYPEHTHH
npenuMcTBa. Pasrienana e opranuzanusara Ha Ipolieca Ha yrpaBJieHHe Ha Kapuepara B 3aBUCUMOCT
OT TPUTE OCHOBHU (ha3u Ha KU3HEHHS LUKBJ HA O0CKTA: MPEAHU Aa 3arodHe padboTa, TpyI0OB IEpHO

U IOCTTPYAOB MEPUOL.

BbB BpBb3Ka ¢ e(heKTUBHOTO MpHIIaraHe Ha MPUHIUIIMTE Ha ceI() MAPKETHHTA ca MPEICTABCHH
OCHOBHHTE aCIEKTH Ha celd CTpaTerusita B KOHTEKCTa Ha KOMIIETCHTHOCTUTE Ha paboTHAaTa Cuia,
C'I)ZIGIZCTBI/ICTO OT CTpaHa Ha pa60T011aTeJ191 U MHCTUTYUUUTC, KOMYHUKAIUUTE U LICHATA HA Tpyaa.
[MpennokeH € aBTOPOB alNrOPUTBMBT Ha Tmpoleca Ha (opMUpaHe Ha CTpaTerus 3a
KOHKYPEHTOCIIOCOOHOCT Ha CIIYXKHTEJsl, BKIIOYBAIA OCh3HABAHE Ha HEOOXOJUMOCTTAa OT IPOMSIHA
B COOCTBEHHTE KOHKYPEHTHH IPEIUMCTBA; IJIAHMPAHE Ha Maiiada M XapaKTePUCTUKUTE, KOUTO
ImoaJjiekaTr Ha HpOMSIHa; AdHaJIM3 Ha KOHKYPCHTHUTC MNPCUMYILICCTBA, aHAJIIM3 HA LCHATA Ha TPyJda,
aHaJIM3 Ha KaHAJIMTE Ha paslpe/ieiicHue Ha pabOTHATA CUIIA, TaKa 4Ye J1a 00e3IeuH JbJIrOCpOYHATA i
3a€TOCT W M3TPAXKIaHE Ha JIMYHOCTCH UMH/DK. B 3aKiltoueHHeTo € mojauepraHa KiIrdoBara pojs Ha

cemb MapKETHHI'a B IIPpOLCCa Ha YCIICHIHATA p€ajin3alsd Ha MJIAJAC)KUTC Ha [1a3apa Ha TpyJda.

Ce30HHOCT U Ce30HHA 32€TOCT B XO0TECJIMEPCTBOTO.

Vuue. uzo. ,,H. Purcku“, bnacoesepao, 2020, ISBN 978-954-00-0239-2

[IyOnukyBaHa KHUTA Ha 0a3aTa Ha 3alIUTEH JUCEPTALMOHEH TP/

Llenta Ha MoOHOrpaduuyHHS TPYyJ € Ja ce M3Cie]Ba HEraTUBHOTO BJIMSHHE HAa CE30HHOCTTA
BBPXY 3a€TOCTTa B XOTEIUEPCKUs OM3HEC U J1a ce pa3padoTH MOJEN 3a HEMHOTO orpaHuyaBaHe. B
II'bpBa IJ1aBa €a 3aCE€rHaTH TEOPETUYHUTE BBIIPOCH, CBbP3aHU ChC CE30HHOCTTA M CE30HHATA 32€TOCT
B xorenuepckus OusHec. IlpeacraBeHa € CBUIHOCTTa M XapaKTEPHUTE OCOOEHOCTH Ha
XOTEJIMEPCTBOTO, KAaKTO M (PaKTOpUTE, OKa3BalllM BIHMSHHE BHPXY pa3BUTHETO My. M3scHsBa ce
CBIIHOCTTa HAa CE30HHOCTTA KaTO C€ M3BEXJaT NMPUUYMHUTE U (PAKTOpPUTE 3a IMPOSBICHUETO U B
XOTeauepckus Ou3Hec. ApryMeHTUPaHU ca KaKToO MO3UTUBUTE, TaKa U OTPUIIATETHUTE W MOCIeAUIIH

1 CbIIbTCTBAIIU HpOGJ’ICMI/I .

C’bI_I_IeBpCMeHHO B pa3pa60T1<aTa CC pa3KpuBat CHCI_[I/I(I)I/I‘-IHI/ITC 0COOEHOCTH Ha 3aCTOCTTa Ha

YOBENIKUTE pecypcu B cdepara Ha XOTEIUEPCKUs OW3HEC. AKIEHTBT € TIIOCTaBeH BBPXY




XapaKTepHUTE W UepTH, 00ycIoBeHH OT ce30HHUs (hakTop. KoHcTaTnpa ce, ue Ce30HHHST XapakTep
Ha JIEHHOCTTa B TypU3Ma CE€ OTKPOSBa KaTO OCHOBHA HETOBA XapaKTEPUCTHKA, BB3MPEISATCTBAIIA
YCTOMYMBOCTTa Ha 33a€TOCTTa B XOTEIHEPCTBOTO. ABTOPBHT apryMeHTHpa Te3ara CH, Y€ CE30HHO
HACTUTE B XOTEJIMEPCKHsI OM3HEC OM CIIeIBajo Jja ce pasriiekIaT KaTo OTJ/IEIHA KaTeropus paboTHa
chjia C KJIIYOBO 3HAYCHHWE 3a PA3BUTHUETO Ha CEKTopa. To3M THII KaJIpH TpUTEkKaBa CBOS
OTJIUYHUTEITHA CTPYKTypa M ChCTaB, KOETO M3HMCKBA MPHJIOKCHHETO Ha CHEMU(UYIHH YIPaBICHCKU
CTpaTernuy, METOIU M TEXHHMKHU. 3a IeNTa € MPeIJIoKeHa CEerMEHTAlUs Ha CE30HHO HACTHUTE B

XOTCJINECPCTBOTO HaA Oasara Ha OIIpECACIICHU I[CMOl"pa(bCKI/I " COMO-UKOHOMUYECKH KPUTCPUU.

[Togqueprana e HEOOXOAMMOCTTA OT M3CJEABAHETO Ha MOCIEAMLUTE OT CE30HHATA 3aeTOCT,
KOETO € OT ChILECTBEHO 3HAYEHHE 3a B3EMAHETO HAa KOHKPETHU YIPABIEHCKU PEIICHUs, CBbP3aHU C
HaMaJsiBAaHETO Ha BIMSHHUETO Ha CE30HHUS (akTop. B Tasm Bpb3Ka € ycTaHOBEHO, Y€ CE30HHATa
32€TOCT OKa3Ba HEraTHBHO BIIMSHUE KAKTO BbPXY pabOTHATa CHJa, TaKa U BbPXY XOTEIHEPCKUS
OM3HEC M TYPUCTMUYECKHUS CEKTOp KaTo Isul0. B Xozna Ha u3cieIBaHETO ce KOHCTaTHpa, ue
cnenn(UKATE Ha CE30HHATAa 3aeTOCT ce Jo0mmKaBaT B 3HAYUTENHA CTENEH 10 Te3W Ha
HEI'bJIHOLIEHHATa 3a€TOCT. ChIIEBPEMEHHO € YCTAaHOBEHO, Y€ TSI MOXKE J1a C€ pa3MIexkaa U KaTo BUJ
I'bBKaBa 3aerocT. HampaBeH e u3BOAa, 4e BB3MOXKHOCT 3a CIpPaBsiHE C MPOOJIEMHUTE HA CE30HHO
HAeTUTE B XOTEIHEPCKUS OU3HEC € U3MOJI3BAHETO HAa aKTUBHHU MEPKH 3a OI'bBKaBsIBAaHE HA 3a€TOCTTA
uM. [lopanu Ta3u npuuMHa ca MpercTaBeHW OCHOBHUTE BHUJIOBE I'bBKABOCT M I'bBKaBUTE (OPMHU HA
3aerocT. Ilo3oBaBaiiku ce Ha MEXIyHAPOJIHHUS OIHUT, ca CUCTEMaTU3UpPaHU MOJEIUTE HA I'bBKaBa
3a€TOCT B YNPABICHUETO Ha YOBEIIKUTE PECYPCH, IPEUyNEHH Ipe3 Ipu3MaTa Ha CE30HHATa
3aetocT. IlpencraBar ce HampaBieHHMATAa Ha aTUIHMYHA 3a€TOCT, KOWTO, CIIOpEe] aBTopa, Ouxa
CIIOMOTHAJIM 32 HaMaJsiBaHE Ha BIIMSAHHUETO Ha CE30HHOCTTA BBPXY 3a€TOCTTAa B XOTEIHUEPCKHUS
ousHec. [loquepTana e posdta Ha CTpaTerMUTE 3a I'bBKaBa 3a€TOCT KaToO €()EKTUBEH UHCTPYMEHT 3a

CTa6I/IJ'II/ISI/IpaHe Ha CE30HHO HACTUTC Ha I1a3apa Ha TpyJda.

Bb3 ocHOBa Ha HampaBeHHUs JIMTepaTypeH pa30op ce KOHCTaTHpa OTCHhCTBUETO Ha eIMHHA
crcTeMa OT KOHKPETHH IOKa3aTelld 3a aHaJM3 W OIEHKa Ha BIMSHUETO Ha CE30HHOCTTA BBPXY
3a€TOCTTa B XOTENMEpPCTBOTO. ETO 3ammo BBB BTOpa ritaBa Ha MOHOTpagUIHHS TPYA € pa3paboTeHa
METOJMKA, pa3riexaalia TpU Ipynu oT crneuupuyHu uzmeputenu. [IpenioxkeH € aaropuTbM Ha
npolieca Ha aHAJIM3UPaHEe Ha BIMSHUETO HA CE30HHOCTTA BBPXY 3a€TOCTTa B XOTENUEPCKUs OM3HEC,
KaTo OCHOBHHMTE MYy eTamu ca 000co0eHH KaTo mpeaBaputreieH (MOArOTBUTENIEH), OCHOBEH U
3aKJIFOYUTENICH eTar. MeTooIoTHATa Ha M3CIIeIBAaHEeTO BKJIIOYBA M3IIOJI3BAHETO HAa CHBKYITHOCT OT
M3CJIEeIOBATEICKM METOJM KaTo aHaju3, CUHTE3, METOJl Ha CPaBHEHHMETO, aHKETHO IpOYyYBaHE,

MCTOJ Ha IpynrpoBKaTa, HHACKCCH MCTOA, MCTOJA Ha BEPUIKHHUTC CPCAHU, MCTOA Ha OTHOHICHUATA



Ha (paKTHYECKUTE KbM M3IJIQJCHUTE CTOMHOCTH, PErpPECMOHEH aHallu3, KOpEJallMOHEH aHalu3,

rpaduueH METO/I.

3a npoyuBaHe Ha pa3BUTUETO HA XOTEIMepCKUs Ou3Hec B bparapus 3a nscineaBaHus Nepuos €
U3BbpIUICH AaHaJW3 Ha HAlMOHAHO M PErHOHAJIHO paBHHILE, KaTo H30paHuTe objactu ca
bnaroeerpan u byprac. M3non3Banu ca mokasarenute Opoil XoTenu, Opoil Jierjia U pealu3upaHu
HOIYBKH. YCTAaHOBEHA € TOJIOKUTEIHA TEHICHIMS B Pa3BUTHETO HAa XOTCIMEPCKUS OM3HEC H
HAJTMYMETO Ha OJIArONpHUsITHU YCIIOBUS 3a MOBHUIIABaHE OpOsl HA HACTUTE B TazH cdepa Ha JEHHOCT
KaKTO Ha HAI[MOHAJIHO, TaKa M HA PErHOHAIHO paBHUILE. [IpoydyeHo € u ChCTOSHHUETO Ha 3a€TOCTTa
Ha HAllMOHAJIHO M PErMOHAJIHO paBHUINE 3a u3cieaBaHus nepuoj. KoHcraTupa ce HalIM4YMeTo Ha
B3aMMOOOBBP3aHOCT MEXKIY CE30HHOCTTa W 3aeTOCTTa HAa HAETUTE B XOTEIUEPCKUs Ou3Hec.

YcTaHOBEHO €, 4e Ce30HHUAT (PaKTop MHAYHHpa KojeOaHus B TOTPeOHOCTUTE OT pabOTHA CHJIA.

3a pa30upaHeTo Ha CE30HHATa 3a€TOCT € HAlpaBeH aHajlu3 U OLEHKa Ha BIMSHUETO Ha
CE30HHOCTTa BBPXY 3a€TOCTTa B XOTenuepckus OuzHec. OTYETEHO € BB3/ICHCTBUETO HA CE30HHUTE
KojeOaHusT BbPXY HEPAaBHOMEPHOCTTa Ha TYPUCTUYECKUTE IIOCEIIEHHWS M HAaTOBAapBaHETO Ha

XoTenuepcekara 0asa nmpe3 roauHaTa, peIeKTHpaIio HETaTUBHO U BbPXY Opost Ha HaeTHTE.

Bb3 ocHOBa Ha aHAJIM3UPAHUTE PE3YIATATH OT CPABHUTEITHUS aHAJIN3 HA MHCHUETO HA HACTUTE
B xoTenuepckus OuzHec B obmactute brnaroesrpan u byprac ca cuctemarusupaHu BaXXHU U3BOIH
OTHOCHO BJIMSIHHETO Ha CE30HHHS (DaKTOp BBPXY 3aETOCTTA MO OTHOIICHWE HAa Bh3pacToBaTa U
MOJIOBaTa WM CTPYKTypa; 3aeMaHaTa JUTHKHOCT; 0Opa3oBAaTEIHOTO HHBO; LEJIOTOAWIIHATA W
CE30HHA 3a€TOCT Ha TPYJOBHUTE PECypCH; BKIIOYBAHETO B MpOrpaMa 3a OOMEH Ha MEepPCOHAT MEXIy
IUIAHUHCKM M MOPCKH KypOpT; OpTaHU3HpPAaHETO U CHACHCTBHETO TpPU MOCENIaBaHETO Ha
CIiCUAJIM3UPaH KYPCOBC 3a ITOBUIIIABAHC HA KBaJ’II/I(i)I/IKaHI/IﬂTa u HpCKBaJ'[I/I(l)I/IKaHI/ISITa Ha HACTUTC
OT cTpaHa Ha paboromarens; 3arybata Ha TPO(PECHOHAIHM YMEHUS, TPYJOBH HABUIH H
kBanukanys. Pe3yntaTute oT NpoBeIeHOTO aHKETHO MPOyYBaHE Ha MHEHUETO HAa XOTETUEPUTE B
JBeTe 00yacTH ca 0000IIeHN MO OTHOIIEHHE Ha Mepuojia Ha EeKCIUIoaTalus Ha TYPUCTUUYECKUTE
00EKTH; ChCTaBa Ha MEpCOHasa; HaOMpPaHEeTO U 1MoadOopa Ha TIEPCOHAI; 3a€TOCTTA IO TYPUCTUYCCKU
CEe30HU, NeKBaTH(UKANMATA HA CE30HHO HACTUTE; MEPKHUTE 3a IEJIOTOJIUIIHOTO 3aabpiKaHe W

HaMaJIIBaHC HAa TCKYYCCTBOTO HA TPYAOBHUTC PCCYpPCH.

Pa3pa60TeH € MOJACI 34 HaMaJIsIBAHC Ha HCTATUBHOTO BJIMAHHUEC Ha CC30HHOCTTAa BbBPXY
34€TOCTTAa B XOTCIIUCPCKHUA 6H3HCC, npeajarai KOHKPpETHU MEPKU B CICOAHUTE JABEC HAIIPABJICHHA:
Cb3JJaBaAHCTO Ha KOMIUICKCHU XOTCJIMEPCKHU IHPOAYKTHU, OCUTypABalIW IMOCTOAHHA HLCEJIOroAHIIHA

34€TOCT HAa KaJIPpUTC U U3MOJI3BAHCTO HA CbBPECMCHHU CTPATCTHUU U IMPAKTUKHU 3a I'BBKABaA 3aCTOCT U



CUTYPHOCT Ha YOBEUIKUTE PECypCH B XOTeNIuepckus OuzHec. MoaensT € anpodupaH B MpaKkTUKATa

Ha xoren ,,bpHaepuna® B kypopra bancko.

YYEBHHUIIN

CrparernyecKku MapKeTHHT .

Yuus. uzo. ,,H. Puncku“, bracoesepao, 2017, ISBN 978-954-00-0146-3

Y4eOHUKBT pasriiekaa TEOPETUKO-METOJOJOTUYHUTE AaCIeKTH Ha  CTPATeTUYECKUS
MapkeTuHr. M3scHeHa e HeroBara ChIIHOCT, KaTO aBTOPHT s MpeuylBa Ipe3 mpu3MaTa Ha TPUTE
OCHOBHH HaIPaBJICHUS Ha MapPKETHHTOBUTE aKTMBHOCTH — aHAJIMTHUYHA, ONIEpATUBHA M KOHTPOJIHA
JIIEHHOCT.

CrnemnuaniHO BHMMaHUE € OOBPHATO Ha CTPATETHYECKUTE MAPKETUHTOBUTE PEIICHHUS U
(dakTopuTe Ha MapKETHHTOBaTa Cpela, KOWTO BIMSAT BBPXY TIX. Bb3 OcHOBa Ha pa3paboreHaTa
,»[IIpaMu/a Ha Mpolieca Ha YIpaBJIeHHE Ha MapKETUHTa™ ca MPEeACTaBeHU HepapXUYHUTE paBHUINA
3a B3¢MaHE Ha MApKETHHTOBH PEIICHUS U UM € HalpaBeHa Mo IipoOHa XapaKTEPUCTHKA.

[IpencraBenn ca OCHOBHM BBIPOCH, Kacaelld METOJOJIOTHATA Ha pa3paboTBaHe U
peanu3upaHe Ha MapKETHMHTOBUTE CTpPATErMH B OpraHu3amusaTa. 3aabl00YeHO ca pas3rieqaHu
MIpeIJIOKEHUTE OT aBTOpa TPH €Tama Ha mpoleca Ha (GopmysrpaHe Ha MapKETUHIOBAa CTPATETHS.
JletaiinHO ca OMHUCaHU OTIEIHUTE BUIOBE MAPKETUHTOBU CTPATETHMH — TEXHUTE CHEUU(PUKH H
MPUJIOKEHNE B MTPaKTUKATA.

C men 3aTBbpkaaBaHe Ha MNPUIOOUTUTE 3HAHUS OT CTYACHTHTE, KbM BCSKa IjaBa OT

yqe6HI/n<a € pa3pa60TeH TECT 3a CaMOITpOBEpPKaA.

CTATUHU, INIYBJIUKYBAHMU B HAYYHM WU3JAHUS, PE®EPUPAHU U
NHAEKCUPAHU B CBETOBHOM3BECTHHU BA3U JAHHHU - SCOPUS WJIX WEB
OF SCIENCE

TeopeTnko-MeTonnquKu ACMEKTH HA aHAJIM3a U OLICHKATA HA MAapPKETHHIroBaTa JEHHOCT Ha
NPEANPUATHETO B IIpoeCa HA B3EMAaHE HA CTPATCIrHYC€CKU MAPKETHHT PCIICHUA.

Revista Inclusiones, vol. &, Ne I, Enero-Marzo, 2021, ISSN 0719-4706, pp. 350-357.
WEB OF SCIENCE

B HaydYHaTa CTaTud cCa HOpEeACTaBEHU METOAHYCCKUTE BLIPOCH, KacaClln H36opa Ha
KOHICIIIWH, TOAXO0AU, MOJACIH U U3MCPHUTCIIA 3a aHAJIM3 U OLCHKAa Ha MAapKCTHUHTOBATAa JIEHHOCT Ha

opranu3anusTa B IpoHeCa Ha B3CMAHC Ha CTPATCTHUYCCKU MAPKCTHHI PCHICHUA. AKI_IGHTI/Ipa Ce




BBPXY 3HAYEHHUETO OT IMO3HABAHETO U MPUJIAraHETO Ha METOAOJOTHUATA KaTO CTPATErMUYECKO OPBKHE
B KOHKypeHTHaTa Oopba M BaKHA MpPEANOCTaBKa 3a OCUTYPSIBAHETO Ha (UPMEHO pa3BUTHE U
ycroiiunBocT. PopMyiupaHa € Te3aTra, Y€ M3y4aBaHETO Ha CBCTOSIHMETO, TEHACHLUUTE W
JUHAMUKaTa Ha M3CJIEABAHUTE IIOKA3aTEJIMTE M MEXAHU3MHUTE I103BOJISIBA YCTAHOBABAHETO HA
3aKOHOMEPHOCTH, KOWTO 1€ JOIPUHECAT 3a U3SCHSABAHETO HAa 3HAYEHHETO HA CTPATETHMUYECKHTE
pelleHrs B IpoIleca Ha YIpPaBJIE€HUE HAa MapKETHMHroBaTa JEMHOCT M 1€ IOBHUIIAT HEroBaTa

€(EKTUBHOCT.

HampaBena e aBTOpoBa CHUCTEMATH3alldsl HAa OCHOBHHUTE IIOKa3aTElH, KOMTO HMMAT IPIKO
BJIMSHUE BBHPXY HOAOOPSIBAHETO HA MAPKETHHIOBATa JECHHOCT HAa KOMIIAHUATA C BB3JIOBA POJIS B
mpolleca Ha B3€MaHe Ha CTPATErHYeCKd MapKETHHI pemieHus. IIpeacraBeHM ca W OCHOBHH
KOHIIEIIIMK, MOJEIM M TEXHHKH 3a aHaJIM3 M OIEHKA Ha MapKETHHIoBara JIEHHOCT, HMAIH
OTP@KCHHUE BBPXY B3EMaHETO Ha PpEIICHUSTa, CBBP3AaHW C I[EJIENOJIaraHeTo, IUIaHUPAHETO,
U3MEPBAHETO, IPHUIATAHETO, OTYUTAHETO, OLIEHKATa M KOHTPOJIa Ha e(PEKTHBHOCTTA W
PE3yJITAaTHBHOCTTa HA MApKETHHIOBUTE aKTMBHOCTH. B Tasu Bpb3Ka ca pasrieiaHd 0COOEHOCTUTE
Ha Performance Marketing Management (PMM), Shareholder Value Implementation Process,
Balanced scorecard, Skandia Navigator, Performance Prism u apyru Teopud U MOJIEIIH.
ApryMeHTHpaHa € Te3aTa, Y€ HaUICKHOTO WM H3IOJI3BaHE IIE CIOMOTHE 3a CBOEBPEMEHHOTO
NPEABIKIAHE W PearnpaHeTo Ha MPOMEHUTE Ha CpejiaTa, MO-IIBJIHOTO M €(DEKTUBHO M3IIOJI3BaHE Ha
3a€THTE TIO3WIMH, KOHICHTPHPAHE BBPXY CTPATETHUECKUTE BB3MOKHOCTH, ChH3JaBaHETO Ha
YCTOWYNBO KOHKYPEHTHO MPEIMMCTBO, €(PEKTHBHO W3IMOJ3BaHE Ha CTpaTerHUecku (QHUpPMeEH

NMOTCHIUAII U IIp.

IloBuinaBaHe Ha KOPNOPATHMBHUSI MMH/K IOCPEICTBOM TPYAOYCTPOSIBAHETO Ha Xopa B
HEPABHOCTOMHO IOJIOKEHHE.

Revista Inclusiones, vol. 7, Ne Especial, Octubre—Diciembre, 2020, ISSN 0719-4706, pp. 170-179.
(cvasmop: B. Cepaghumosa)
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Pa3zpaboTBaHeTo Ha cTaTUsATa € MPOBOKUPAHO OT 3a0els3Bamiara ce mpe3 MOCIeTHUTE TOIHHA
TEHJCHIIUS KOMIIAHUUTE Jla OTYUTAT COIMATHO OTTOBOPHU WHHIIMATHBA W Ja YCTaHOBSBAT
KOPIOPATHBHY COIMATTHA HOPMH, KaTO 4acT OT BOJACIIUTE CH CTpaTermuecku eiu. Harmacu kpm
B3E€MAaHETO Ha CTPATETWYCCKU PEIICHHS, CBBbP3aHU C HACMAHETO CIY)KUTEIH B HEPaBHOCTOWHO
TIOJIOKCHHE, Ce YCTAaHOBSIBA BHB BCce ToBeue Gpupmu B bearapus. B Ta3u Bph3ka B pazpaboTkara ca

pasriacaadnu npeaAuMCcTBaTa OT TO3U IMPOUCC U 3a ABCTC CTPAHHU. Hpe,Z[CTaBCHI/I Ca Bb3MOXHOCTHUTE 3a




MO/NIOMAaraHeTo Ha 3auHTEpecOBaHUTE GUPMH Upe3 pa3IU4HU €BPOMNEHCKU MPOEKTH U MPOTPaMH.
OTKpoeHO € W 3HAUYEHHETO Ha KOPHOPATUBHUAT MMH/K KAaToO BaXK€H KOMIIOHEHT OT
CTPATETUYECKOTO YINpaBJIEHHUE, OKAa3Balll CBIICCTBEHO BJIUSHUE BBPXY TIEHEPUPAHETO Ha
KOHKYPEHTHH  CTpaTeTM4ecKd MpeJuMCTBAa 3a KOMIAHMSTa M TOBMILIABall  HeifHara

KOHKypeHTOCHOCO6HOCT.

Eto 3amo ocHOBHaTa Iien Ha HaydHaTa CTaTusa € Ja C€ M3CJICABA BJIIMAHUCTO HA TpyAoBaTa
AHTAKUPAHOCT Ha JiMLa B HepaBHOCTOﬁHO IMMOJIOKCHUEC BBPXY HUIIPAKAAHCTO HaA ITOJOKHUTCICH

KOPIIOPATUBCH UMH K.

BbB Bpb3Ka C MOCTUTAHETO HA IeNiTa Ha pa3paboTKara, B MEpHUO/ia OKTOMBPU — JICKEMBPH
2019 r. nma Teputopusita Ha obnact bmaroeBrpan e mpoBeneHo usciensane cpen 108 mectHH
¢bupMu, 3aHUMAaBaIIN CE C MpeaaraHeTo Ha YCIyru B cepara Ha oOpa3oBaHUETO, (UHAHCUTE H
CUETOBOJICTBOTO. Pe3yaTaTuTe OT MPOyYBAHETO M3THKBAT IOJIBUTE OT TE€3U COIMAIHO OPUCHTUPAHU
JCWHOCTHU 332 KOMITAHUUTE, KaTO €HO OT OCHOBHUTE MPEAUMCTBA € MOJIOKUTESITHOTO BIUSHHE BHPXY
HU3TrpAXIaHCTO U YIIPABJICHUECTO HAa IOJOXUTCICH KOPIIOPATUBCH MMUIK. I[OKa?)aHO € HaAJIMYHUCTO
Ha IIpsgKa 3aBUCUMOCT MCKAY AHTAXKUPAHCTO Ha JIUIA B HepaBHOCTOﬁHO IMOJIOKCHHUE U PABHUIIICTO

Ha KOPIIOpATUBHUA HMH K.

Heo0xonmMocT OT MO3HAHUS 110 JUTUTAJICH MADKETHHT B NpeaNnpHeMadecKarTa AeifHOCT.

Revista Inclusiones, vol. 6, Ne Especial, Abril-Junio, 2019, ISSN 0719-4706, c. 61-72.
(cvasmopu: B. Kwoposa, /. 3namesa)
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B HayuHaTa cTaTHs ce HacoyBa BHUMAHUETO KbM CBIIECTBEHOTO 3HAUYEHUE Ha JUTHTAIHUA
MapKeTHHI 3a MPHUCHOCOOSIBAaHETO Ha OW3HECa KbM HABHUIIUTE HA CHbBPEMEHHOTO TEXHOJOTUYHO
obmiectBo. [IpeacrasnsBaill BaxkHa CTHIIKA B U3TPaXKIAHETO HA KPEATUBEH AMAJIOT C ayUTOPUSATA,
TOI € 00EKT Ha CTPAaTEernYecKOTO MAPKETUHIOBO YIpaBlieHHE Ha OW3HEC OpraHU3alMHUTe, Thil KaTo
e(pEeKTUBHOTO MY MPUIOKEHUE M3MCKBA B3€MAaHETO HA pEAMIA CTPATErMYECKH KOMYHHUKAIlMOHHU

pelIeHus.

ZIHGC, IMOBEYC OT BCAKOra, € oc€3acMa HyXJaTa OT SICHO ,He(l)I/IHI/IpaHe Ha MTOBCIACHYCCKHUTE
MOZCIIN, KOCTO IOopaxaa HGO6XOJII/IMOCT oT HpI/I)]06I/IBaHe M TIOBHIIIABAaHC Ha KOMIICTCHIMHUTC Ha
CbBPCMCHHUTC MPCANPUCMAYN B HU3IOJIBBAHCTO Ha CTPATCTMUCCKHU JUIHMTAIHU TCXHUKH 3a

aZlaliTUpPpAHC Ha JIEHHOCTTa UM KbM HU3MEHEHUSITA B HOTpC6I/ITCJ'ICKOTO noseacHue. B Ta3zu BpPb3Ka CC




aKIICHTHpPAa BBPXY HEOOXOJAMMOCTTa OT TOATOTOBKa M (OPMHpPAHETO Ha MNPOPEeCHOHATHH
KOMIICTCHIHUU Y MJIAAUTC XOpa B C(bepaTa Ha OUTUTAJIHUA MAapKETHHI, KOCTO € IPOJUKTYBAHO
npeau BCUYKO OT 6’bp30TO Pa3BUTHUC HA 3HAHUCTO U TCXHOJIOTMUTC, MPCAU3BUKBAIIN JWHAMHWKA HA
Ma3apHUTE TMPOIECH M OT HENPEKbCHATO HABJIM3aHE HA HOBU CyOEKTH Ha Iaszapa, B pe3yJiTar OT

KO€TO C€ 3aCHJIBa KOHKYpCHIHATA.

OcHoBHaTa [CJI Ha HaCcToAlIlaTa CTaTrA € Ia C€ MPOYyYru MHCHHUCTO HA MJIAAWUTC XOpa U Aa CC
YCTAHOBAT HArJaCUTC 3a HGOGXOHI/IMOCTT& OT IOBHMIIaBaHC Ha 3HaHWATA UM II0 AUTHUTAJICH
MAapKCTHHTI. I/I3CH6,Z[OB3TCHCKI/ITC METOJH, H3II0JI3BAHU B CTAaTUATa Ca aHAJIM3, CMHTE3, METOJ Ha

AHKETHPAHETO, TAOJUYHU U TpadUuHU METOIH, 000O0ITICHHE.

B nepuona okromBpu — HoeMBpu 2018 1. o MeTOAa HAa OT30BAJIUTE CE € IPOBEJEHO AHKETHO
Ipoy4yBaHe Karo ca aHkeTHpanu 91 nmna. M3cnenBaHu ca HarjgacuTe Ha MIIAJUTE XOopa 3a
peanu3upaHe Ha COOCTBEH OHJIAiH OW3HEC M MOJ3BAHETO HAa MHCTPYMEHTUTE Ha JUTMTAIHUA

MAapKCTHHTI.

Bb3 ocHOBa Ha HampaBeHUTE aHAIM3U U OLIEHKU ca 00O0OIICHU M3BOJAMTE, Y€ YKEITAHUATA Ha
AQHKETUPAHUTE JIUIA 32 CTAPTUPAHE HA OHJIAH OM3HEC Ce CHIIBTCTBA OT MPOSIBSIBAIIUTE CE HAIJIACH
3a yuyeHe, MpHUA0OMBaHE HA 3HAHMS, YMEHHUS M ONHUT 3a OpPraHU3MpaHe U PHKOBOACHE Ha TO3U
ousHec. Ochb3HABaHETO Ha HEOOXOJMMOCTTA OT JOMBJIBAHE WM IOJy4aBaHE HA HOBU 3HAHUS B
oOyacTTa Ha JUTUTAIHHUS MapKETHHT € JO0Ka3aTeJCTBO 3a pa3OMpaHeTo y MIIQJUTE XOopa, 4e
CH3/IaBAHETO U YNPABICHUETO Ha YCIICIICH OHJIaiiH OM3HeC, € CBHP3aHO0 C €EKTUBHOTO YIPABIICHHUE
Ha KOMYHHKAIIMUTE MMOCPEICTBOM MPUIOOMBAHETO M MPUIATAHETO HA IS KOMIUIEKC OT 3HAHHS U

yYMEHHUS.

Biausinne Ha KOPNOPATUBHUS MMH/IK BbPXY KOHKYPEHTOCIIOCOOHOCTTA HA NPEANPUATHATA B
cepaTa HA UHTEPUOPHUS IU3ANH.

CBU International Conference Proceedings, vol. 5, Prague, Czech Republic, 2017, ISBN 978-80-
88042-08-2 (Online), ISSN 1805-9961 (Online), pp. 495-498.

(cvasmop: B. Kioposa)
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B cratmsara e 3acThneHa TE€3aTa, Y€ B YCJIOBUATA HA BUCOKA TMHAMHWYHOCT HaA OousHec cp€aarta,
HECIMIPEKLCHATO 3aCHJiBallla C€ KOHKYPCHI WA U FHO63J’II/I33HI/I5I, U3TpaXJaHETO HA ITO3UTUBCH UMUK
Ha npeaAnpuAaATudaTa € IMpeaAroCTaBkKa 3a MOBUIIABAHCTO Ha TAXHATA KOHKypeHTOCHOCO6HOCT. Hznara

CC CTAaHOBHUIICTO, Y€ KIIIOUOBATA POJA Ha KOPIIOPATUBHUA HMUIK KATO CTPATCTUYCCKU




MapKeTHHIOB MHCTPYMEHT, Hajara HeoOXOJMMOCTTa OT HErOBOTO HM3ydYaBaHE C IIeJ B3eMaHE Ha
KOHKPETHHU YIPABJICHCKHA CTPATEIMYECKU PEIICHHUS, CBbP3aHH C ONPENEIITHETO HA Bh3MOXKHOCTUTE
32 TOBMIIABaHE HA KOHKYPEHTOCHOCOOHOCTTa Ha 0a3a Ha OIpeNeNssHeTO Ha (UPMEHUTE
KOHKYPEHTHHUTE MPEAUMCTBA. B Ta3u Bpb3ka OCHOBHA M3CJEI0OBATEINICKA LIeN Ha pa3paboTKara e jaa
Ce YCTAHOBST KOW Ca U3MEPUTEIHTE Ha KOPIIOPATUBHUS UMHIDK U KOHKYPEHTOCIOCOOHOCTTAa Ha

NpeaAnpuATUATa 1 HAJIMIMECTO HA 3aBUCUMOCT MCIKAY TAX.

W3non3BaHu ca CTaTUCTUYECKUTE METOAU AMCIIEPCHOHEH, PETPECHOHEH M KOpEeIallMOHEH
ananus. [lonydyeHara kauecTBEeHa OIIEHKA Ha KOPIIOPATUBHUA UMUK M KOHKYPEHTOCIIOCOOHOCTTA
Ha IPeIIpUITUATA CE OCHOBaBa Ha MPOBEICHOTO aHKETHO MPOYYBaHE Cpell MpeAnpusiTus B chepara
Ha UHTEpUOpHUs Au3aiiH B bparapus. Ouenkara 1o u3cieABaHUTE MOKA3aTeNU C€ OCHILIECTBSABA 110

7-cTenieHHa ckaja oT JIMKbpPTOB THIL.

HOJ'IyLIeHI/ITe pe3yiITaT OT U3CIICABAHCTO IMMOKa3BAT HAJIMYMUECTO HA CUJIHA 3aBUCUMOCT MCKIY
PAaBHHUIICTO Ha KOPHOPAaTUBHUSA HMHUIDK H KOHKypeHTOCHOCO6HOCTTa Ha MpCAIpuATuATa. B
3aKIIIOYCHUECTO € AaKIOCHTHUPAHO BbBPXY HCO6XOI[I/IMOCTT21 OT HCHOPCKBCHATU H LCJICHACOUYCHU
I[GflCTBI/I?[, HAaCOYCHMU KbM OITHUMHU3HWPAHC Ha YIIPABJICHHCTO Ha MAapKCTHHIOBATa JIEHHOCT Ha
OpeanpusaTuCTO, CBbP3dH OCHOBHO C p33pa60TBaHCTO H IIpUIaraHeTo Ha C(I)GKTI/IBHI/I Hn aACKBATHHU
Ha JTUHAMHWYHUTC IIPOMCHU B KOHKYPCHTHATA CPE€d NHOBATHUBHU CTPATCTUH. O6pL1ua C€C BHMMAHHUC
Ha IOJ3UTE OT pa3pa60TBaHeTo WM B KOHTCKCTA Ha BB3IMPUCMAHCTO HAa WHOBAI[MOHHATA JIerHOCT
KaTo €IUH OT OCHOBHHUTC CTPATCTHUYCCKH IMPUOPUTETH HA BCAKO C€IHO MPCANPUATUC, KEITACUIO
e(l)eKTI/IBHOTO Ja MU3I0JI3Ba KOPIIOPATUBHUA CH UMUK KAaTO MHCTPYMCHT 34 YCTOﬁqHBO a3apHo

NMPUCHCTBUC U TOCTUTAHCTO HA U3KIIOYUTCIIHO KOHKYPCHTHO ITPEANMCTBO.

IV. CTATUH, NYBJIUKYBAHU B HEPE®EPUPAHU CIIMCAHUA C HAYYHO
PELHEH3UPAHE WJIN ITYBJIMKYBAHU B PEJAKTUPAHU KOJIEKTUBHU TOMOBE

Cneunudguka Ha cTpaTern4ecKUTe MAPKEeTHHIOBY pPellleHUs B YNIPABJIEHCKATA MPAKTHKA.

Revista Mahpat, Ne 6, Enero - Junio, 2020, ISSN 0719-7365, pp. 10 — 15.

Cratusta € HacodeHa KbBbM H3SICHIBAHETO Ha CBOIHOCTTA, pOJIATa, HaAIpaBJICHUATA U
TCXHOJIOTUATA HAa B3CMAHCTO W YHPABJICHUCTO HA CTPATCIHMUCCKU MAPKCTUHI PCIICHHA. B Hes ce
pasriIciKAaT XapaKTCpHUTEC 0COOEHOCTH Ha CTPAaTCTUICCKUTC MAPKCTUHIOBU PCHICHUA KaTo

OCHOBCH THUII YIIPABJICHCKHU PCIICHHA C ABJITOCPOYHA PE3YITATUBHOCT, THPCCIIHU IMEPCICKTUBH 3a




ObaemoTo pa3BuThe Ha kommaHusaTta. [IpencraBenu ca QaxkTopute, BIuselmM BbpPXY Mpoleca Ha

B3CMAHCTO HA CTPATCTUYCCKU MAPKCTUHTOBH PCIICHUSA.

ABTOpBT IIpaBM Ba)XHO YTOYHEHHE, Y€ pa3rpaHUYaBAHETO HA PAa3JIMYHUTE TUIIOBE
MapKETUHIOBU DPEUICHHUs € CBBP3aHO C OINPENEISHETO Ha TEXHUTE paBHMUINA. B Tasu Bpb3ka
Ipejiara TAXHaTa CUCTeMaTU3alus B liepapXu4Ha MOJYUHEHOCT, Ch3/1aBaliKy T.HAp. ,,INpaMUa Ha
Ha MapKETUHTOBUTE DEUICHUA, KAaTO HU3ACHSABA IMOAPOOHO TexHuTe cnenuduku. Jpyr BakeH
IIPUHOC € IpPEUIOKEHUAT OT aBTOpa AITOPUTBMBT Ha IPOLECa HAa B3EMAHE U CTPATErMYECKO
YIPAaBIE€HUE HA MAapKETUHIOBUTE PEIICHUS, BKIIOYBAI II€T OCHOBHHU eTama. ChILEBPEMEHHO ca
UACHTUGUIMPAHU OCHOBHHUTE METOAM U IIOKA3aTeNd, MPUJIOKHUMHU IPU TO3U KJIHOYOB IPOIEC OT
yIpaBJIeHCKaTa MpaKTHKAa. B 3akiioueHne ca HampaBeHH OOOOIIEHHM W3BOIM, CBBP3aHU C
HE00X0MMOCTTa OT HOBO BB3INPHATHE HA Mpoleca Ha MApPKETUHTOBO YIpaBJIeHUE, 00yCIOBEHO OT
e(EeKTUBHOTO B3e€MaHe Ha CTPAaTErMYECKUTE pEIIEHUs, Kacaellld MapKeTHMHroBaTa JEHHOCT Ha

opraHu3anusaTa.

CyﬁeKTH H CTUJI HA B3€EMAaHE€ HA CTPATCITNYECCKU MAPDKETHUHIOBU PEIICHUSA B OpraHUu3anudATa.

Revista Mahpat, Ne 7, Julio - Diciembre, 2020, ISSN 0719-7365, pp. 19 — 24.

B craruara ce ThpcH B3aMMHaTa OOBBP3aHOCT MEXAY CyOEKTa M CTUIAa Ha B3€MaHE Ha
CTpaTernyeckKd MapKeTHHI pelIeHHs] B opraHusanusaTa. Bb3 ocHOBa Ha aHanM3a M OLIEHKAaTa Ha
MHEHHMETO Ha MEHWKbPHU M COOCTBEHUIIM HAa OU3HEC B cepaTa Ha MPOU3BOICTBOTO, ThPrOBUATA U

YCIYIruTC Ha TCPUTOPUATA HA obnact EnaroeBrpa,u Ca HaIIpaBC€HU BaKHU U3BOJAU U IPCTIOPHKU.

Pesynratutre ot mpoyuBaHeTo, mpoBeneHo mnpe3 2019 r., moka3BaT HaTWYMETO Ha TMpSKa
BpB3Ka MEXIy OpraHu3alMoHHaTa (UpPMEHa CTPYKTypa, CyO€KTa W CTWJa Ha B3eMaHE Ha
CTpaTernueckd MapKeTHHT pelIeHHs. Y CTaHOBSIBA c€, Y€ KOJKOTO MO-MalbK € OM3HEC OmuTa Ha
NpeANpUITHETO W B TO-KpAaThK IEpUOJ ONEpUpa Ha IMazapa, TOJKOBA IOBEYE MPOLECHT €
LEeHTpanu3upaH. BaxxHo 3akiifoueHHe ce MpaBU MO OTHOILIEHHUE HA CTPATErMUYE€CKUTE MAPKETUHTOBU
peIICHUs. B mo-mankure OpeaAnpuATrda T€ CE€ B3EMAT OT CO6CTBCHI/IHI/ITC 1 BUCHICTO PHKOBOJCTBO, a
MO-TOJIEMUTE KOMITAHUHUTE W TE€3W C TIOBEYE OMUT 3a] I'bpOa CH, 3aaraT Ha KOJIEKTUBHOTO B3eMaHE
Ha PEIIeHMs KaTo CE€ BB3IMOI3BAT OT MHEHUETO Ha BHHIITHU €KCIIEPTH U MAPKETOJIO3H, MEHUIKBPH U
CIY)KUTETI OT Pa3jMyHU OTIeNH. ABTOPHT YCTaHOBSBA, Y€ B MPEANpPHUATHATa OT cdepara Ha
YCIYyrUTe, B Tpolleca Ha B3eMaHE HA MApKETHHTOBU PEIIEHUS aKTHUBHO YyYacTHE B3eMaT

CIIYKUTCIIUTE, TBH KaTo T€ BIN3aT B IPSAK KOHTAKT C HOTpe6I/ITeJ'II/ITe B €XKCIHCBHATa CH )IeI\/'IHOCT.




CrpiieBpeMeHHO crienrduKara Ha H3BBPIIBAHUTE JEWHOCTH B IMPOU3BOJCTBEHHUTE MPEANPHUATHSI
Hajara HeoOXOJMMOCTTAa OT BCIYIIBAHETO B MHEHHETO HAa MEHHU/DKBPUTE Ha IMPOU3BOJICTBCHHS

OTACII U BbHIIIHU CKCIICPTH.

PoJisiTa Ha cTpaTernyecKO0TO MAPKETHHIOBO yNpaBJieHUe BbB (UPMEHOTO pa3BUTHE.

cn. ,,Uxonomurka u ynpaenenue“, 17 (2), Yuus. uzo. “H. Puncku”, Bracoesepao, 2020, ISSN
(print): 1312-594X; ISSN (online): 2683-1325, c. 105-110.

Hanucpanero Ha cratusTa € IMPOBOKUPAHO OT AWHAMHWYHUTC IHIPOMCHH, HACTHIBAIIWU B
CBBPEMECHHUTE 1Ta3apHO-UKOHOMHUYCCKH OTHOICHUA U TEXHOJIOIHYHATa PpEBOJIIOLUA, KOUTO HaJlaraTt
IIpOMsHAa B KOHLCIIMATA 3a (1)I/IpMeHO MApKCTUHTOBO YIPABJICHHUEC KW HOB IOITICA BbPXY

CTPATCTUYCCKOTO PAa3BUTUC HA KOMIIAHUATA.

B cratusTta ce akneHTHpa BBPXY HEOOXOJMMOCTTa OT BB3NPHUEMAHETO HAa MPUHIIUIUTE HA
CTpaTErnuecKOTO MAapKETHHTOBO YIPaBIIEHUE C IIe]l OMOI30TBOPSBAHE HA MPEIOCTaBEeHUTE OU3HEC
BB3MOXXHOCTH M TIOCTUTAHETO Ha CTAa0WJIHA Ma3apHa MO3MIHMS 3a JOCTHUTaHETO Ha MOCTaBEHUTE
¢bupmenn nenu. 3a Ja ce M3SICHH CHIMHOCTTa My Ca Pas3IiieJaHd XapaKTEpHUTE YepTH HA JBaTa
rpoiieca, KOUTO IO U3rpaXkJaT — CTPATETUYECKOTO YIPaBJICHUE U YNPABICHUETO HAa MAapPKETHUHTA.
[IpencraBeHa e TeXHOJOTHATa Ha MpoIlleca Ha CTPATETMYECKO YIpaBICHHE HAa MapKeTUHra. Bb3
OCHOBA Ha MPEJCTaBEHH BIDKIAHUS HAa Pa3NUYHU aBTOPU Ca OTKPOEHU XapaKTEepPHHUTE CHEIUPUKHU,
OTJIMYABAIM CTPATETHMUECKHUsSI OT TPAJAMIIMOHHHS W ONEPATHUBHUA MapKeTUHT. B 3akitodeHuneTo ca
MOAYEepPTAaHU OCHOBHUTE ACMEKTH HAa CTPATETMYECKUAT MEHHKMBHT MapKETUHI KaTo OCHOBa Ha
mpoleca 3a B3€MAHETO HAa HAACKIHM U HABPEMEHHHM CTPATETMYECKH pEIICHUs, Kacaeulu

MapKETHHIOBaTa JIEHHOCT Ha KOMIAHUATA.

Ileq)I/IHI/IlII/Iﬂ U XapaKTEPUCTHKHA HA MAPpKETUHIOBATa CTpaTerus.

cn. ,,Uxonomurka u ynpaenenue“, 17 (2), Yuus. uzo. “H. Puncku”, Bracoesepao, 2020, ISSN
(print): 1312-594.X; ISSN (online): 2683-1325, ¢. 111-116.

OcHOBHATa LieJ Ha CTaTHsATa € J1a C€ U3SICHAT CHIIHOCTTA, OCHOBHUTE XapaKTEPUCTHKU Ha
MapKETHHTOBaTa CTpAaTeTys W HEHATa pOJIsl 3a CTpATEruIeckoTo hupMeHo pasButue. M3xoxna ce
OT TJICTUIIETO, Y€ MAPKETHUHTOBUTE CTPATETHH Ca OCHOBEH €JIEMEHT Ha CTPATETHYECKOTO (PUPMEHO
IUTAaHUPAHE U TIOJIIIoMarar mpoiieca Ha CTpaTernuecKd MEHUKMBHT MapkeTHHT. CHUcTeMaTU3UpaHH
ca pasNUYHH CTAaHOBUINA KAaTO aBTOPHT JaBa CBOs 00o0OmeHa neDUHUIIUS 32 MapKETHHTOBA

CTpaTerus. HpaBefIKH YTOUHCHHUETO, Y€ MAPKETUHI'OBUTEC CTPATCTHU B OTACIIHUTE OpraHU3allkuu CE




pasindaBaT, aBTOPBT CUCTEMATU3HPA OCHOBHHUTC 3aABJIDKUTCIIHU KOMIIOHCHTH, ChbAbpiKalll CEC BLB

BCiAKa €aHaA.

[IpuHoceH MOMEHT B pa3pabdoTKara € W CHhCTaBEHHSAT OT aBTOpa AalrOpPUTBMBT Ha
pa3paboTBaHEe HA MAapKETUHIOBA CTpATErus, KONTO BKJIIOYBA TPU OCHOBHH €Tara — IpeaBapUTesicH,
CBIIMHCKU U 3aKitounTenieH. Pasrienanu ca cneuudukuTe Ha Beska eHa oT (pasuTe Ha Mpolieca.
Knacudunupanu ca TumoBere MapKETHHTOBH CTpPaTeTMH B 3aBUCHMOCT OT creuuukara Ha

MAapKCTHHI'OBUTC PCHICHUATA, KOUTO CC B3E€MAT B OpraHu3anudara.

Pa3paboTBaHe Ha MAapPKETHMHIOBHU CTPATErud B ObJTrapCcKUTE NPeANPUATHS.

cn. “Ipeonpuemavecmeo”, Ne 2, Yuus. uzo. “H. Puncku”, Brazoesepao, 2020, ISSN (print): 1314-
9598; ISSN (online): 2367-7597; ISSN (online): 2738-7402, c. 86-92.

CraTtusiTa 1Ienu Aa paskpue 10 KaKBa CTENEeH ce pa3paboTBaT MapKETHHTOBU CTPATETHH B
OBJaArapckuTe NPeANpUsATHS U KaK ce Bb3IpHeMaT Te oT (UpMEHUs MEHMJUKMBHT. M3Xxo0xkaa ce or
Te3aTa, 4e pa3paboTBaHETO Ha e(EeKTHMBHA MapKETUHIOBa CTpaTerus € HaJeXJHa OCHOBa 3a
(dbopmMHpaHeTO HA HA/ICKTHA MAPKETHHTOBA MOJMTHKA Ha OPraHU3alusATa, TI03BOJISBAIIA B3EMaHETO
Ha TPaBUJIHH pEUICHUs CHOOpa3HO (UPMEHUTE e, PECYpCH W BB3MOXKHOCTH, Ia3apHara

CUTyalllsd U U3UCKBAHHUATA HA HOTpGﬁI/ITeJ'II/ITe.

[IpencraBeHn ca OCHOBHHUTE OTJIMYMTENIHU YEPTU HA MAapKETUHIOBaTa CTPATErws M HeHHaTa
poJs B Ipoleca Ha CTPAaTErn4ecko MapKeTUHIoBO ynpasieHue. Ha 0azara Ha mpoBeneHOTO Ipe3
2019 r. aHKETHO NpOy4YBaHE HAa MHEHMETO Ha MEHHU/UKbPU M COOCTBEHHUIM HA IMPEANPHUATHS, ca
HamnpaBeH! BaXHU M3BOAM 32 3HAYEHHETO Ha MapKEeTHHIOBaTa CTpaTerus 3a (upMeHus ycrex;
HQJIMYMETO U CTENeHTa Ha pa3paboTBaHe HA MApKETUHIOBA CTPATErHs; TUIOBETE MAPKETHMHIOBU
CTpaTeruu, paspaboTBaHuM B npeanpustusrta. Bb3 ocHoBa Ha HampaBeHHs mnpoduna Ha
MPEeNNpPUATHITA Ca YCTAHOBEHHU ONpPEJIEICHU 3aBUCUMOCTH MEXy Te3U MOKa3aTeNly U TojeMHUHaTa
Ha MpPENNpUATHATAa CIOpeA 3aeTUTe B TAX JHIA, chepara UM Ha JEHHOCT M Tepuoja Ha

(byHKIMOHUpPaHE.

Pesynratute oOT mpoyuBaHETO TIIOKa3BaT, Y€ BCE TIOBEYE MEHWKBbpU pa3zdoupar
He0o0X0IMMOCTTa OT pa3pabOTBaHETO Ha MAapKETUHIOBA CTPATErHsl KaTo KIIOYOB MHCTPYMEHT 3a
MOCTUTAHETO Ha TeHepallHuTe LeNd U (UPMEH mpocreputeT. Brropekn ToBa ManbK € AETbT Ha
¢bupMuTe, KOUTO pas3moiaraT C M3LSJI0 rOTOBa MapKeTWHroBa crparerus. IloBeueTo oT TAX ca

pa3paboTHIIN OT/IETHU HEHHU €JIEMEHTH.




VYcTaHOBEHO € ChIO Taka, ye B Mpeanpustusita B braroesrpaacka obiact ce pazpaboTBar
BCUYKM THUIOBE cTpareruu. lIpuopuTeT ce 1gaBa Ha MApPKETUHTOBHTE PEIICHUS, Kacaellu
3aBJIQJIBAHETO HA HOBH I1a3apH, 3aTBBP)K/IABaHETO Ha Ta3apHaTa IMO3UIIMS, W3TPAKIAHETO Ha
TpailHM KOHKYPEHTHHU MpEAMMCTBA, MOBUILIABAHETO Ha PEHTAOMIHOCTTA, Ipepaslpe/ie]IeHUEeTO Ha
pecypcure mexay CBE, dbopmupanero Ha noptdoino Ha CTPYKTYpHUTE (UPMEHU IMOJEIICHUS;

CCTMCHTHUPAHCTO Ha IMa3apa, MO3UIIMOHUPAHCTO HA NPOAYKTHUTC U MAPKCTUHI'OBHUA MHUKC.

3HauyeHHMe HAa MAapPKeTHHIOBUSI AaHAJIU3 B Ipolleca Ha B3eMaHe HAa CTPaTerH4ecKu
MAPKETHHTOBH pelleHHs.

cn. ,,Mxonomuxa u npaeo*, 2 (2), Yuue. uzo. “H. Puncku”, Bracoesepao, 2020, ISSN (online):
2682-972X, c. 24-32.

HaquaTa CTaTudg MMa 3a LOCJ aa npcacTraBu 0COOEHOCTUTE U OCHOBHHUTE HaIlpaBJICHUA Ha
MApKCTHUHIOBUTC aHAJIMW3U, KaTo C€ OTJIMYU 3HAYCHUCTO KM B IpoHeCa Ha B3CMAHC Ha
CTPATCTUYCCKU MAPKECTUHI'OBU PCHICHUA. HanpaBeHo € BaXXHO YTOYHCHHUC, UYC aHAIMTHUYHATA
HeﬁHOCT OCJIn IIOBHIIIABAHC Ha KOHKypeHTOCHOCO6HOCTTa U YCTAaHOBSBAHC HaA CTpaTeruvcckara
IIo3uIiMsgd Ha KOMIIaHHMATA B OusHeca. HaBpeMeHHOTO AUArHoCTULIMPAaHC Ha 3allIaXHuTe,
YCTAaHOBABAHCTO HA KIIFOYOBUTC q)aKTOpI/I 3a YCIICX U KOHKYPCHTHHU MMPEANMMCTBA JaBa Bb3MOXHOCT
Ha q)HpMeHI/ISI MCHU/PKMBHT IIOCTOSAHHO Oa IMPEpasriicxkia MapKECTHUHIOBUTC CH LEJIN U CTPATCTUU

KaTO Bb3 OCHOBA HA TOBA B3€Ma IIPABUJIHU U HABPEMCHHU CTPATCTUICCKU MAPKCTUHTOBH PCIICHUS.

C oci aa ce PII[CHTPI(l)HLIPIp&T XaApPaAKTCPHUTC CHCI_[I/I(i)I/IKI/I Ha MApKCTUHI'OBUSA aHAJINU3, €
MNpeACTaBCH aJlropuTbmMa Ha IHIponeca, Karo CICoualiHO BHUMAHHEC € O6’praT0 Ha poJjidTa Ha
usrpagceHara W HOOJObpKaHa MAapKETUHIOBA I/IH(l)OpMaHI/IOHHa CUCTCMAa B OpraHusanusTra,

BepositHoctHEs Mozien 3a ipoyuBane (Feasibility Study Model) u PESTEL ananu3a.

ABTOPBT U3THKBA CTAHOBUILIETO, Y€ MAaPKETUHIOBATa Cpeia € HaIekKACH M0Ka3aTell 3a aHaIu3
Ha (upMeHaTa MapKeTHHIoBa JIeHHOCT. B Ta3u Bpb3Ka pasriex/a MapKeTUHTOBUTE aHAIM3H B TPU
OCHOBHHU HAIpaBJeHMs: BBHIIHA MakKpo, BBHIIHA MHKPO M BBTpEUIHO(pHpPMEHAa MapKEeTHHIOBa
cpena. Unentudunupanu ca ¢akropure, mokasaTeauTe, METOJAUTE U MOAXOIUTE, MPHIOKUMHU 32

BCAKO €JHO OT TC3U HAIIPABJICHUA.

3a nga ce pasKpue JOKOJKO € 3acTblleHa aHaJIUTUYHATa JEHHOCT BBB (PUPMEHOTO
MapKETUHTOBO YIPABICHUE M Jald € OCBh3HATO 3HAYEHUETO ¥ B IIpoleca Ha B3E€MaHE Ha
CTPATETUYECKH MApPKETHMHIOBH pemieHus, npe3 2019 r. e mpoBeaeHO aHKETHO INPOyYBAHE HaA

MHCHUCTO Ha MCHUIKBPU U CO6CTB€HI/ILII/I Ha TMPCANpUATUA. OI_IGHKaTa 10 HU3CJICABAHUTC




MOKa3aTeIM CE€ OCBIIECTBSBA MO S-cTeneHHa ckaia oT JIukbpTroB THn. [losydeHuTe pesynaratu
IMOKa3BaT HCAOOLCHCHATA pPOJII HaAa aHAJIUTHUYHATa I[CleOCT B MapKCTHHIOBATa I[GI>'IHOCT Ha
KOMITAaHUUTE U HCOGXOIII/IMOCTTa " npu B3E€MAHCTO Ha PCHICHUA 3a ABJITOCPOYHO PA3BUTHC U
MpOCIepUTET. YCTAaHOBSIBA C€ JIMIICaTa Ha HAAEKIHA OpraHU3alMOHHA CTPYKTypa Ha
MapKETUHTOBUTE AaKTHUBHOCTH; HEIOCTAThYHO BHUMAHHE KbM CTPATEIrMYECKOTO IPOy4YBaHE H
OlICHKa Ha (UPMEHHUTE PECYPCH, BB3MOXKHOCTH M TIOTCHIMAN; HETJIMKHpaHe Ha LEIUTe U
CTpAaTeTUUTE Ha KOHKYpPEHTUTE U mp. B 3akitoueHue ca HampaBeHU OOOOIICHU WM3BOAM, KOUTO Ja

Haco4YaT BHUMAHHUETO KbM IIPEOAOJIABAHETO HA TE3U IIPOITYCKH.

CTpaTernquRo MAapKETHUHI IVIaHUPaAHE B CbBPEMEHHATa opranm3anusi.

cn. ,, I[Ipeonpuemauecmeo “, Ne 2, Vnue. uzo. “H. Punrcku”, bnazoesepao, 2020, ISSN (print): 1314-
9598; ISSN (online): 2367-7597; ISSN (online): 2738-7402, c. 197-205.

Ilenta Ha craTusATa € Ja ce MPEACTaBAT XapaKTEPHUTE OCOOEHOCTH Ha CTPAaTErHMYecKOTO
MapKEeTUHI IJJaHUpaHE W HEroBOTO 3HAueHHE 3a (UPMEHMsI NPOCHEpUTET Ha ChbBPEMEHHATa
opranuzanus. B Tasum Bpb3Ka ca pasrieaHd OCHOBHHUTE My CHeUM(UKH, oOuepTaBallu
IBJITOCPOYHATA HACOKA 3a JOCTUIaHE HA LENUTE YPE3 IPOYyYBAaHE HA AITEPHATUBUTE, U3MEPBAHE HA

PE3YITATUTEC U Chb3AaBAHC HA CTOMHOCTH 3a KOMITAHUSITA.

Crnen HampaBeHMs JHUTEpaTypeH 0030p M KOHCTaTHpaHaTa pa3HOINOCOYHOCT Ha aBTOPOBHTE
IJIEJUINA 110 OTHOILIEHUE Ha TEXHOJIOTUATA Ha CTPATErMYeCKO MApKETUHIOBO IUIAaHMpAHE, aBTOPBT
mpejjara CBOM alropuThbM Ha Ipolieca, KaTo MOJPOOHO pasriexia OTIACIHUTE MYy €Talu U
HanpasieHus. [IpeacraBeHn ca MOAXOASAIINTE MOJAEIH, METOAU WU TOAXOAM, MPUIOKUMH IIPH
CTpaTEeTMYECKUsl MapKETUHIOB aHaJIM3; CETMEHTHPAHETO W M300pa Ha IeNIeBU Ma3ap; OlleHKaTa Ha
CTpaTerMyecKuTe alTepHATHBHU, BHEAPSBAHETO M KOHTPOABT MO peanu3alusrta Ha u30OpaHara
cTpaterusi. Buumanuero ce (okycupa BbpXy B3€MaHETO Ha CTPATETMUYECKUTE PELICHMs], Kacaelln

MapKCTHHIOBUA HHCTPYMCHTAPUYM U CBBP3daHU CbC CbBPCMCHHUTC ITa3apHU U Ou3HeC TCHACHIINU.

3HayeHHe HA KOPNOPATHBHHUS UMH/IK 32 cTpaTernuecko (pupMeHo pa3BurHe.

Revista Europa del Este Unida, vol.7, Enero — Junio, 2019, ISSN 0719-7284, pp. 110 — 118.
(cvaemop: B. Cepagpumosa)

HaquaTa CTaTud OOHaArpaXXaa 3HaHHATA, IMOJIYYCHHW B NPECAXOJHHU HU3CICIABAHUSA, KaTo
ABTOPUTE MmoJgUYepTaBar, 4c JleﬁHOCTHTe 1o ¢)0pMHpaHe, MNOAABPIKAHE U ONTHUMU3AUA Ha UMUJKA

Ha KOMIIaHUATAa Ca OT MU3KIHOYHUTCIHO 3HAYCHUC 3a CTPATCTHYCCKOTO (pI/IpMeHO Ppa3BUTHC.




Pasrnenanu ca pa3nuyHU CTaHOBMINA OTHOCHO CBIIHOCTTA Ha KOPHOPATUBHUS UMMK U HETOBOTO
BIMSIHUE BBpPXY MOTpeOUTENICKaTa JIOSIHOCT, YAOBJIETBOPEHOCT M TOBEJCHHE IIPU TOKYIIKA.
[lonueprana e HeroBaTa HEAEIMMOCT OT MAapKETUHIOBOTO YIPABJIEHHWE U BAXHOCTTA My IIpH

pa3pa60TBaHeTo Ha e(beKTI/IBHa KOMYHUKAIITHOHHA CTPATCTUA Ha KOMIIAHHATA.

CrnenuanHO BHHMAaHHME C€ OTAENA HAa CTPYKTypara Ha KOPIOPATUBHUS UMUK KaTo ce
OTKpOSIBAT JBETE MY OCHOBHM JMMEHCHM - OmucarenHara (MHGOpPMAlMOHHA) M OLEHBYHATA.
Pasriegann ca M OCHOBHHMTE €JIEMEHTH Ha IMpoleca, KakTo U (aKTOpPHUTE, BIHMSICUIH BBPXY

HU3TrpaXJaHCTO Ha IMOJIOXUTEIICH KOPIIOPATHUBEH NMUJIK.

OCHOBHM aCIEeKTH Ha HMHUIKA I HMHUIKO0JI0TrUsATA.

CoopHuk ¢ 0oxknaou om cmyoeHmcKka u OOKmMOpAaHmMcKa HayuyHa cecus ,, Ynpaenienue, kauecmeo u
KOHKYPEHMOCHOCOOHOCM 3a YCMOUYUBO passumue ", eleKkmpoHHo u30., Yuue. uzo. ,,H. Puicku*,
brazoesepao, 2019, ISSN - 1314-4839, c. 33-38.

(cvasmop: M. Tynaposa)

CraTusTa e IOCBETeHa Ha YCTaHOBSIBAHETO HA 0COOEHOCTUTE HA MMU/DKA U UIMUJDKOJIOTUSATA U
3HaYEHHETO MM KaKTO 3a JIMYHOCTHOTO pa3BUTHE, Taka M 3a CTPATErHYecKOTO (QUPMEHO
ynpasnenue. JlepuHupa ce NOHATUETO ,,MMHJIK KaTO ca pa3riie/laHu MPEeANOCTaBKUTE 32 HETOBOTO
U3rpakJaHe M MojjabpikaHe. AKIIEHTUpa ce€ BbpXY HeroBaTa OOBBP3aHOCT ChC Cel() MapKETHUHT
KoHIenuusATa. [IpencTaBeHn ca XapakTepHUTE OCOOEHOCTH Ha JIMUHOCTHHUS UMUK B KOHTEKCTa Ha
OpaHnupaHeTo Ha Ju4HOCTTa. ChHIIEBPEMEHHO BHMMAHHETO C€ HAco4yBa M KbM KOPIOPATHBHHUS
MMUJDK U HEroBaTa pojsi B Ipoleca Ha ¢GopMUpaHe M ONTUMH3MpAHE Ha ellaHus oOpa3 Ha

KOMITaHHATA B Cb3HAHUCTO HA ayaAUTOPpUATA.

B pa3pa60TI<aTa CC MU3ACHABA CBHBABPKAHHUECTO W OCHOBHUTC TIIPUHIUIIA HA HayKaTa
,,I/IMI/II[)I(OJ'IOFI/ISI“. YcTaHOBEHHM Ca OCHOBHHUTE €JIEMEHTH Ha nporneca Ha U3rpaxKaaHe u yrpaBJICHUC
Ha ITOJIOKHUTCIICH UMUJIXK. H3TpKkHaTa € " poJiATa Ha UMUK KOHCYJITalHUATa KaTO HOB THUIT YCJIyTa,
CHOCO6CTBaHIa 3a Cb3JIaBAHCTO U YTBBPKAABAHCTO HA 6J'IaFOHpI/I$ITeH UMUK, KaKTO 3a OTACIHaTa

JIMYHOCT, TaKa U 3a OpraHu3aluiaTa.

bBpanabT 1 KOMYHHMKAUMOHHATA (GUPMEHA MOJTUTHKA.

CoopHuk ¢ doxnaou om cmyOeHmcKka u OOKMOPAHMCKA HAYYHA cecus ,, YnpaeieHue, Kauecmeo u
KOHKYPEHMOCNOCOOHOCM 3d YCMOUYU8o pazsumue ", eleKmpouHo u3o., Ynue. uszo. ,,H. Puicku“,
bnazoesepao, 2019, ISSN - 1314-4839, c. 18-25.

(cvasmop: B. Jlone)




Cratusta e pokycupana BbpXy M3SICHABAHETO Ha CHENU(HUKUTE HA OpaHJa B KOHTEKCTa Ha
HEroBaTa KIIOUOBAa pOJII B H3TPaXJaHETO Ha e(eKTHBHA KOMYHHMKALMOHHA IIOJIMTHKA Ha
KommaHuiTa. [IpeacraBeHn ca pa3TMYHH aBTOPOBH JIE(PHUHUIMK HAa TEpPMHHA ,,0paHi’, KaTo ca
pasriielaHu 1 OCHOBHHMTE My KOMIOHeHTH. Ha ocHOBaTa Ha mpencraBeHHTE 0COOCHOCTH Ha OpaHa

MIO3ULMATA € 3BE/ICHA B3aUMHATa UM 00BBP3aHOCT C OpaH/l KOMYHUKALUATA.

3a MO-IBJIHOTO W3SICHSBAaHE HAa BB3JACUCTBUETO Ha OpaHJ KOMYHHMKaLUATa € MIpeICTaBeH
aIropuThbMa Ha Mojena ,Hepapxus Ha e(QeKTUTe”, KaKTO W THUIIOBETE pPELICHMs 3a IOKYIIKA,
npoustHyamy ot Hero. Ha 06a3a Ha HampaBeHara kiacuuKanuss Ha METOAUTE Ha OpaHn
KOMYHHKAIMSATa ca OTKPOEHU Hali-BaKHUTE UM napamerpu. B o6o0uienure u3Boau ce noayeprana
3HAYCHUETO Ha OpaH] KOMyHHKALMsATA KaTO MHCTPYMEHT 32 BB3JICHCTBHE BHPXY MOTPEOUTENNTE U

IIOBHUIIIABAaHCTO HA TAXHATa JIOAJIHOCT, ,Z[I/I(bepeHL[I/IpaHe OT KOHKYPCHTHUTC U pa3BUTUC HaA I1a3apa.

KoMyHuUKanMOHHA NOJMTHKA HA THPIrOBCKUS OU3HeC.

Marketing and Business Development Journal, vol. 7, Ne [/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.

(cvasmop: B. Kioposa)

OcHoBHara 11eJ1 Ha cTaTusATa € Jla ce pasriena crnenrdukara Ha KOMyHHKaI[MOHHATa JeiHOCT
Ha TIpeAnpueMadecksi OM3HeC OT CEKTOpa Ha ThPrOBUATA, JIa CE€ U3BENAaT OCHOBHUTE MPOOIEMH U
Jla ce HampaBsT MPENOPHKU 32 HEHHOTO MOJ00psABaHE KaTo MPEANOCTaBKa 3a Jo0OpaTa OpraHu3anus
U TIOCTUTAaHETO Ha BHCOKAa €(EKTUBHOCT B YIPABICHUETO Ha MapKETHHroBaTa IEHHOCT Ha

KOMIIaHUATA.

B®3 ocHOBa Ha MHOXXECTBO CTaHOBHIIA € HalpaB€Ha CUCTCMATHU3allUA Ha KOMIIOHCHTUTC Ha
KOMYHUKAIIMOHHATA IMOJIMTUKA KaTO aBTOPUTC I/I,Z[GHTI/I(I)I/IL[I/IpaT HaN-NOIXOISAIIUTE HHCTPYMCHTH 3a
OIICHKATa Ha KOMYHHUKAIIMOHHATAa JIEHOCT Ha TBPrOBCKUTC NPCANPUATHA, 4 UMCHHO - pCKJlaMara,

BPB3KUTE C OOIIECTBEHOCTTA, IMYHUTE TTPOJIAXKON M CTUMYJIUPAHETO Ha MTPOIAXKOUTE.

3a MMOCTUTraHeTOo Ha 1eNTa B nepuonaa Mapt - rouu 2015 r. e mpoBeneHo npoyusane cpex 112
MEHUDKBPU Ha NPENNpHsITHs Ha Tepuropuara Ha Pbbarapus, 3aHMMaBalu ce ¢ ThProBCKa
neiiHocT. 3a HaOupaHe Ha MHPOpPMaLUATa € M3MOI3BAaH METOAbT Ha MpsKaTa aHKeTa, 3a aHaIu3 U

OIICHKA Ha IMOJYUYCHUTC PE3YyJITaTU - CTATUCTUYCCKU MCTOAU, a4 3a BU3YAJIHOTO UM NPCACTABAHEC —




rpaguyH METOAM. AHKETHaTa KapTa BKJIIOYBAa TET OJOKa BBIPOCH, CBBpP3aHU C (PupmeHara
peKIamMHa JEeHHOCT, CTUMYJIUPAHETO HA MPOJaXOWUTe, BPH3KUTE C OOIIECTBEHOCTTA, TUPECKTHHUTE

MPOJaKOU U CIIOHCOPUPAHETO.

AHamM3bT M OLEHKAaTa Ha pe3yJlTaTUTE OT MNPOYYBAHETO IIOKAa3Ba, Y€ MPEANPUATHATA B
THPrOBCKHS CEKTOp BCE OIlI€ HE ca JOCTaThbYHO HAfACHO C HEOOXOAMMOCTTa OT IUIaHUpPAHE,
OpraHU3HMpPaHe U KOMIIETEHTHO YIIPABJIICHUE HA CBOSITA KOMYHUKALIMOHHA IOJUTUKA. Y CTAHOBEHO €,
4e 3a pasiMKa OT MEHU/DKBPUTE Ha TOJeMUTe KommaHuM, pbkoBogutenute Ha MCII He
pasno3HaBaT B JOCTaTbhuHa CTENEH HYXIUTE Ha MoTpeOuTenure B H30paHUs CETMEHT, He
npearnpuemMar HUKaKBH JCHCTBHS, 3a Ja TOBIUSAAT HA IIMpOKaTa OOLIECTBEHOCT, HE OTACIAT
aJIeKBaTHU PECypCH 3a pa3pabOTBaHETO W YIPABIEHHETO HA CBOMTE KOMYHUKAI[MOHHU TOJIUTHKH.
HaGnronenusita pa3skpuBar, 4ye € OT CBIIECTBEHO 3HAUEHHE 3a THPrOBCKUTE KOMIIAHUHM € Ja
U3MON3BaT MO-100pe MeauuTe, TPaaullMOHHUTE (opMH HaA peKjIaMa U HHCTPYMEHTHTE 3a
camopekiama. DUPMEHUAT MEHUIKMBHT TpsiOBa 1a 00bpHE BHUMaHUE HE CaMO Ha YIPaBJICHHETO
Ha MapKeTHHra Ha OTACITHHUTE NPOAYKTH, HO M Ja (OKycHpa MHTEpeca Ha MOTPEOUTEIUTE KbM

Mapkara, OousHec HCHHOCTHUTEC, KOPIIOPATHUBHUA UMUK, MUCHUATA U T.H.

I/I3BOI[I/IT6 AKICHTHUPAT BBPXY H606XO,Z[I/IMOCTTa oT pa3pa60TBaHeTo Ha KOMYHUKAIIMOHHA
IIOJINTHKA, OCHOBAaHa Ha 33HLH60‘{CHO IIPpOYy4YBAHE, aHAJIN3 MU OLCHKAa Ha Ia3apHOTO TbPCCHE,
BB3MOKHOCTUTC 3a YAOBJICTBOPSABAHC Ha HOTpC6HOCTI/ITe Ha KYIIYBAQUUTC U TAXHOTO IMOBCACHUC, HA

HeﬁCTBaMHTe ITAaHOBE U CTPATCTHUH 3a KOMYHUKaAIW.

KopnopatuBHusIT *MHK - (paKTOP 32 GUPMEHO pa3BUTHE.

cn. ,, I[Ipeonpuemauecmso*, 4 (2), Yuus. uzo. “H. Puncku”, Brazoesepao, 2016, ISSN 2367-7597;
ISSN 1314-9598, c. 248 — 255.

B cratusta ce pasKkpuBa 3HAYMMOCTTAa Ha KOPIIOPATUBHUA HMHUDK KATO CTPAaTCTHYCCKU
MApKETHHI'OB MHCTPYMCHT 3a HCJICHACOUYCHO ICUXOJIOTHYCCKO B’B321€I71CTBHG BBPXY HOTpe6I/ITeJ'II/ITe n
(bOpMI/IpaHCTO Ha XKCJIaHUA 06pa3 Ha KOMIIaHHsATA. ABTOp’bT 3aCThIIBa TC3aTa, Y€ IIO3HABAHCTO Ha
HCTOBUTC CHCI_[I/I(bI/IKI/I € IMPCAIIOCTaBKa 3a OIPCACIAHCTO Ha MNOBCACHUCTO Ha HOTpC6I/ITe.HI/ITC,

MTOCTUTAaHETO HAa KOHKYPEHTHO MPEIUMCTBO, yBeIMYaBaHETO Ha revyandara u 1p.

Bb3 ocHOBa Ha HampaBeHUs JUTepaTypeH 0030p € AePUHHPAHO IMOHSATHETO ,,KOPIOPATHBEH

I/IMI/I)I)K“, KaTo € HallpaB€Ha XapaKTCPHUCTHKAa HEC CaMO Ha HETOBHUTC ITOJOXUTCIIHU YEPTHU, HO U HaA




HeraTuBHUTE My OTceHKHU. [IpeacraBeHu ca eneMeHTHTE, (QYHKIUHTE M (AKTOpHUTE, OKa3Balllu

BIIUSIHUE BbPXY U3TPAXKAAHETO MY.

AHaMM3bBT W OIIEHKATa HAa MOJYYCHHUTE PE3yJITaTH IO U3CIEIBaHHUS MPOoOJIeM ce OCHOBAaBAT Ha
aHKETHO MPOyYBaHE HA MHEHHETO Ha MEHUDKbPU Ha KOMIIAHUU, TEXHUTE CITY>KUTEIU U IOTPEOUTEINH.
Ha 6a3ara Ha M3M0J3BaHUTE CTATUCTUYECKH METOIU C€ YCTAHOBSBA HAJIMYMETO Ha IpsiKa Bpb3Ka
MEXy ABaTa M3CJeABaHU IOKa3arensd. B cratusara ca 3acerHaTH BBIIPOCH, CBBP3aHU C PABHHUILETO Ha
¢bupMeHa KynaTypa, HUACHTUYHOCT, JUACPCKUTE YMEHHS, KOMIECTCHIMH M CTHUJ Ha YIpaBJICHHE.
KoHcratupa ce, ye MOJIOKUTEIHUAT KOPIOPATUBEH MMMJDK BOAM /10 IOBHILIABaHe Ha (upmeHaTa
KOHKYPEHTOCIIOCOOHOCT, YBEIMUYaBAaHETO HA 00eMa Ha MpoJaxOuTe, U3rpak JaHETO Ha JIOSIHOCT KbM
Mapkara, MPHUBIMYAHETO HAa HOBU MOTpeOWTenn U KBamuduuupan nepcoHan. Ilogueprana e
HE00X0MMOCTTa OT CTpaHa Ha (PUPMEHHUST MEHHDKMBHT Jia TOJIoMara mpoieca 1mo GopMupane Ha
KOpIIOpAaTHBHA UACHTUYHOCT YpE3 U3IPakJAaHETO Ha KOPIOpAaTHBHA KYyITypa M LICHHOCTH, CTHJ Ha

YIIpaBJICHHUEC, OTHOHICHUC KbM CIIYKUTCIIUTEC U IIP.
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I. MONOGRAPHS

Strategic decisions in the marketing management of the enterprise.
“Neofit Rilski” Publishing House, Blagoevgrad, 2020, ISBN 978-954-00-0253-8

Habilitation thesis

The main purpose of this monograph is to draw attention to the need for transition from
traditional to strategic thinking in the corporate marketing management. Detailed study of basic
theoretical, methodological and practical issues of strategic marketing decisions in the context of
strategic marketing management helps to assess their importance for competitiveness and business
development by identifying the main problem areas and outlines guidelines for better understanding

on the process.

An object of the study is the strategic marketing decisions made in Bulgaria enterprises. A
subject is the role of the strategic decisions for the successful marketing management and overall
company development. The monographs are used group methods, comparison, graphic, index and

survey method.

The first chapter is devoted to the theoretical problems of strategic marketing management.
The prerequisites for its emergence and modern development trends are identified. The process
technology as well as the specifics of each of its stages are considered. The key role of strategic
marketing in the implementation of the strategic management of the company's business mediating
the process of effective strategic marketing decison-making is recognized. In this regard, its
essence, approaches and directions are presented. The focus is on the main components and tasks in
the marketing strategy development as a key tool for strategic marketing management. An author’s

algorithm of the marketing strategy development process is proposed. A detailed description of its




stages was made. An own classification of the majot marketing strategies depending on the
managerial level is made. The author refers to their characteristics, the objectives of which are
subordinate and marketing decisions in whose interest are formulated. The specificities of each type

of strategy and their business success opportunities are presented in depth.

The specificities of strategic marketing decisions are identified in the second chapter. In order
to clearly distinguish the functions, activities, tasks, responsibilities and their interdependence of the
corporate management in the marketing process, the author offers their consideration of three levels
by differentiating them in “Pyramid of marketing decisions”. Another significant contribution is the
technology of the strategic management process of marketing decisions. The main directions of
making strategic marketing decisions related to analysis, planning, organization, implementation
and control are discussed in detail. Factors, patterns, methods and measurements imposed in theory
and practice are proposed in detail for each direction. Author’s algorithms have been developed for
strategic marketing planning, company potential analyzing, market segmentation, marketing
control. In the scientific work, methodological issues related to the choice of concepts, approaches,
models and measurers for analysis and evaluation of the company's marketing activity in the
strategic marketing decision-making process are discussed. An author’s systematization of the main

process indicators is proposed.

The third chapter of the monograph analyzes and evaluates the role of strategic decisions in
the enterprise marketing activities. Key aspects in the state of the economic environment of the
enterprises in Bulgaria and Blagoevgrad district are studied. In order to assess the business climate
as a prerequisite for building stimulating conditions to support the processes of growth and increase
the competitiveness of the enterprises, the following indicators were used: number of enterprises
according to their size, economic activity, innovation activity, innovation cooperation,
implementation of new or improved products using ERP Software package and/or software
applications for managing information about clients (CRM), Total intramural R&D expenditure,

return on sales; operating profit; net sales revenue.

In order to reveal the importance of strategic marketing decisions for the overall company
development and prosperity, in 2019 a survey was conducted among 132 owners and managers of
enterprises in the Blagoevgrad district. Based on their opinion and attitudes, the specifics of the
enterprises marketing activity are analyzed and evaluated according to the field of activity, size
(according to the number of employees), period of operation, focus of the marketing analysis,

subjects, developed types of marketing. strategies. Each of the indicators characterizing the



importance of strategic marketing decisions, the respondents rated on a 5-point Likert scale. The
following has been studied and evaluated: the organization of the company's marketing activity, the
conducted marketing research of the external and internal company environment, the availability
and degree of completion of the company's strategy, the types of marketing strategies developed in
different organizations and their importance for the corporate prosperity. Regarding the technology
of strategic marketing decision-making, their connection with the hierarchical subordination in the
organization and their role in the overall management process of the company's marketing activity
has been studied. The opinion of the respondents on important issues related to the main drivers of
strategic success, ways to generate strategic opportunities and building of key competencies and
company competitive advantages was assessed. It has been identified the connection between the
process of strategic marketing decision-making and the current system of communication and
internal culture in the company, use of specific information technologies, analytical capabilities,
marketing systems, models, networks, new knowledge and unique skills. As a result of the study,
the main problem areas. An important conclusion is that despite the favorable conditions for
business development in the country and the region, the main problems of the enterprises in
Blagoevgrad district are related to the insufficient knowledge of the strategic marketing
management specifics and understanding of the strategic marketing decisions importance for the

company growth and development.

The conclusion summarizes the key role of strategic marketing decisions for the successful
marketing management of the enterprise, its competitiveness, growth and development.
Recommendations about the process improvement have been made. Emphasis is placed on the need
to challenge traditional thinking in order to reorient and reformulate company strategies towards the
search for reliable decisions and ways to develop the enterprises capabilities and potential by

mastering the principles of strategic marketing management.

The role of the “Self-marketing” conception for the successful entrepreneurial career of young.

Theoretical and practical aspects of youth and women entrepreneurship, “Neofit Rilski” Publishing
House, Blagoevgrad, 2017, ISBN 978-954-00-0150-0

(V. Kyurova, I. Terzyiska, M. Stankova, A. Stefanova, A. Stamenkovski, S. Dimitrieska, A. Atanasova, D.
Bogdanska, D. Yaneva, T. Kiryakova-Dineva, E. Stamevska, V. Stamevski, A. Stankovska, V. Karakova, T.
Efremova)

Published chapter from an international collective monograph




The chapter of the monograph is devoted to the importance of self-marketing as a science and
practice that supports the creation of favorable conditions for the professional realization of young
people by making important strategic decisions concerning the formation of personal image and
individual competitiveness. The essence and role of self-marketing are clarified, as its main

directions and stages of the process are outlined.

The concept is also considered in the context of creating a personal image. On this basis, its
characteristic features, principles and stages of its construction are derived. The importance of self-
study as a key component for personal branding is presented. For the purpose of its practical
application, the author gives advice on the techniques for its successful implementation. Attention is
also focused on self-presentation, considering the specifics of this mechanism for organizing one's

own behavior to create a certain impression.

The author also examines time management by identifying its main components, factors and
phases of the process. On this basis, guidelines for planning, organization, management and control
of personal time are provided. The role of the ability to conduct business negotiations is emphasized
and the principles of their preparation and conduction are considered.

The stages of development of the career management process are presented. An important
conclusion has been made — each working-age person must build an individual program for the
formation and stimulation of personal knowledge, skills and competencies on the way to his
professional realization. On the basis of his goals the owner of the human capital forms a system of
strategic decisions for behavior in the labor market using certain personal competitive advantages.
The monograph examines the organization of the career management process according to the three

main phases of the life cycle of the object: before starting work, work period and post-work period.

In order to effectively implement the principles of self-marketing, the main aspects of the self-
strategy are presented in the context of the workforce competencies; the assistance of the employer
and institutions; communications and the cost of labor. The author's algorithm of the process of
forming an employee competitiveness strategy is proposed. It involves realizing the need to change
one's own competitive advantages; planning the scale and characteristics that need to be changed;
analysis of competitive advantages; labor cost analysis; analysis of the channels of distribution of
the labor force so as to ensure its long-term employment and building a personal image. The
conclusion emphasizes the key role of self-marketing in the process of successful realization of

young people in the labor market.



Seasonality and seasonal employment in the hotel industry.

“Neofit Rilski” Publishing House, Blagoevgrad, 2020, ISBN 978-954-00-0239-2

Published book on the basis of defended dissertation paper

The aim of the monograph is to study the negative impact of seasonality on employment in
the hotel business and to develop a model for its limitation. The first chapter discusses the
theoretical issues related to seasonality and seasonal employment in the hotel business. The essence
and the characteristic features of the hotel industry are presented as well as the factors influencing
its development. The essence of seasonality is clarified by presenting the reasons and factors for its

presence in the hotel business. Its positive and negative consequences and problems are argued.

At the same time, the scientific research reveals the specific features of the employment of
human resources in the field of hotel business. The emphasis is on its characteristics due to the
seasonal factor. It is established that the seasonal nature of the activity in tourism stands out as its
main characteristic, hindering the sustainability of employment in the hotel industry. The author
argues that seasonally employed in the hotel business should be considered as a separate category of
labor with key importance for the development of the sector. This type of employees has its own
distinctive structure and composition that requires the application of specific management
strategies, methods and techniques. For this purpose, segmentation of seasonally employed in the
hotel industry is proposed on the basis of certain demographic and socio-economic criteria.

The need to study the consequences of seasonal employment is emphasized which is essential
for specific management decision-making related to reducing the seasonal factor influence. In this
regard, it was found that seasonal employment has a negative impact on the workforce as well as on
the hotel business and the tourism sector as a whole. In the course of the research it was found that
the specifics of seasonal employment are significantly closer to those of underemployment. At the
same time, it can be considered as a type of flexible employment. It is concluded that an
opportunity to deal with the problems of seasonal employees in the hotel business is the use of
active measures to flex their employment. For this reason, the main types of flexibility and flexible
forms of employment are presented. Based on the international experience, the models of flexible
employment in human resource management are systematized which are refracted through the
prism of seasonal employment. Areas of atypical employment are presented. According to the
author they would help to reduce the impact of seasonality on employment in the hotel business.




The role of flexible employment strategies as an effective tool for stabilizing seasonally employed

in the labor market is emphasized.

Based on the literature review, the absence of a unified system of specific indicators for
analysis and assessment of the impact of seasonality on employment in the hotel industry is
established. That is why in the second chapter of the monograph a methodology has been developed
considering three groups of specific measures. An algorithm of the process of analyzing the
influence of seasonality on employment in the hotel business is proposed. Its main stages are
differentiated as preliminary (preparatory), main and final stage. The research methodology
includes the use of a set of research methods such as analysis, synthesis, comparison method,
survey, grouping method, index method, chain averages method, method of the ratio of actual to
smoothed values, regression analysis, correlation analysis, graphical method.

To study the development of the hotel business in Bulgaria for the period, an analysis was
performed at national and regional level. The selected districts are Blagoevgrad and Burgas. The
used indicators are number of hotels, number of beds and realized overnight stays. A positive trend
in the development of the hotel business and the existence of favorable conditions for increasing the
number of employees in this field of activity at national and regional level has been established. The
state of employment at national and regional level for the period was also studied. It was found the
presence of correlation between seasonality and employment in the hotel business. It was also found
that seasonal factor induced fluctuations in labor needs.

To understand seasonal employment, an analysis and assessment of the impact of seasonality
on employment in the hotel business has been made. The impact of seasonal fluctuations on the
unevenness of tourist visits and the distribution of the hotel base during the year has been
established, reflecting negatively on the number of employees.

Based on the analyzed results from the comparative analysis of the opinion of the employees
in the hotel business in the districts of Blagoevgrad and Burgas, important conclusions are
systematized. They are related to the influence of the seasonal factor on the employment by age and
gender structure; occupation; educational level; year-round and seasonal employment of labor
resources; inclusion in a staff exchange program between a mountain and sea resort; the
organization and assistance in attending specialized courses for raising the qualification and
retraining of the employees by the employer; loss of professional skills, work habits and
qualification. The results of the survey of the opinion of hoteliers in both districts are summarized in

terms of the period of operation of tourist sites; staff composition; recruitment and selection of staff;



employment by tourist seasons; disqualification of seasonal employees; measures for year-round

retention and reduction of labor turnover.

The author develops a model for reducing the negative impact of seasonality on employment
in the hotel business, offering specific measures in the following two areas: the creation of complex
hotel products, providing permanent year-round employment and the use of modern strategies and
practices for flexible employment and human security of human resources in the hotel business. The
model has been tested in the practice of Banderitsa Hotel in the resort of Bansko.

Il. BOOKS

Strategic marketing.

“Neofit Rilski” Publishing House, Blagoevgrad, 2017, ISBN 978-954-00-0146-3

The book examines the theoretical and methodological aspects of strategic marketing. Its
essence is clarified, as the author refracts it through the prism of the three main directions of
marketing activities - analytical activities, operational activities and control.

Special attention is paid to the strategic marketing decisions and factors of the marketing
environment influencing them. Based on the “Pyramid of the marketing management process"
developed by the author, the hierarchical levels of marketing decision-making are presented and a
detailed description is given.

The main issues concerning the methodology of marketing strategies development and
implementation in the organization are presented. The three stages of the process of marketing
strategy development proposed by the author are thoroughly considered. The different types of
marketing strategies are described in detail - their specifics and application in practice.

In order to consolidate the knowledge acquired by the students, a self-assessment test has
been developed for each chapter of the book.

I11. SCIENTIFIC PUBLICATIONS IN JOURNALS THAT ARE REFERENCED
AND INDEXED IN SCIENTIFIC DATABASES - SCOPUS OR WEB OF
SCIENCE

Theoretical and methodological aspects of the analysis and evaluation of the marketing
activity of the enterprise in the process of strategic marketing decision-making.

Revista Inclusiones, vol. 8, Ne I, Enero-Marzo, 2021, ISSN 0719-4706, pp. 350-357.
WEB OF SCIENCE




The scientific article presents the methodological issues concerning the choice of concepts,
approaches, models and measures for analysis and evaluation of the marketing activities of the
organization in the process of strategic marketing decision-making. Emphasis is placed on the
importance of knowledge and application of the methodology as a strategic weapon in the
competition and an important prerequisite for ensuring corporate development and sustainability.
The thesis is formulated that the study of the state, trends and dynamics of the studied indicators
and mechanisms allows the establishment of patterns that will contribute to clarifying the
importance of strategic decisions in the process of marketing management and increase its

effectiveness.

An author's systematization of the main indicators that have a direct impact on the
improvement of the company marketing activity with a key role in the process of strategic
marketing decision-making has been made. Basic concepts, models and techniques for analysis and
evaluation of marketing activities are presented. They have an impact on decision-making related to
the goal setting, planning, measurement, implementation, reporting, evaluation and control of the
effectiveness and efficiency of the marketing activities. In this regard, the features of Performance
Marketing Management (PMM), Shareholder Value Implementation Process, Balanced Scorecard,
Skandia Navigator, Performance Prism and other theories and models are considered. The thesis is
argued that their proper use will help to timely anticipate and respond to the changes in the
environment, more complete and effective use of positions, focusing on strategic opportunities,

creating a sustainable competitive advantage, effective use of strategic company potential, etc.

Increasing corporate image by the employment of disabled people.

Revista Inclusiones, vol. 7, Ne Especial, Octubre—Diciembre, 2020, ISSN 0719-4706, pp. 170-179.
(co-author: V. Serafimova)
WEB OF SCIENCE

The development of the article is provoked by the noticeable tendency of companies to take
socially responsible initiatives and to establish corporate social norms as part of their leading
strategic goals in recent years. Attitudes towards strategic decision-making related to hiring disabled
people are being established in a growing number of companies in Bulgaria. In this regard, the
article discusses the benefits of this process for both stakeholders. The possibilities for the support
of the interested companies through various European projects and programs are presented. The

importance of the corporate image as an important component of strategic management is




highlighted - its significant impact on the generation of competitive strategic advantages for the

company and increase of its competitiveness.

In this regard, the main purpose of the article is to study the impact of employment of
disabled people on the process of building a positive corporate image.

In connection with the achievement of the goal, a survey was conducted among 108 local
companies engaged in offering services in the field of education, finance and accounting on the
territory of Blagoevgrad district, Bulgaria in the period October - December 2019. The results of the
study highlight the benefits of these socially oriented activities for the companies, as one of their
main advantages is the positive impact on building and managing a positive corporate image. It has
been proven the direct relationship between the employment of disabled people and the level of

corporate image.

Need of knowledge in digital marketing in entrepreneurial activity.

Revista Inclusiones, vol. 6, Ne Especial, Abril-Junio, 2019, ISSN 0719-4706, c. 61-72.
(co-authors: V. Kyurova, D. Zlateva)
WEB OF SCIENCE

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

strategic communication decisions.

Today more than ever, there is a need for a clear definition of behavioral patterns which raises
the need to acquire and enhance the competences 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 formation of professional competencies in young people in the field of
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 main purpose of the article is to examine the opinion of young people and identify
attitudes about the need to increase their knowledge in digital marketing. The research methods

used in the article are analysis, synthesis, survey method, tabular and graphical methods, summary.




In the period October - November 2018 by the method of respondents a survey was conducted
and 91 people were interviewed. The attitudes of young people towards realizing their own online
business and using the tools of digital marketing 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 of organizing and managing the business.

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

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

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 (Online), ISSN 1805-9961 (Online), pp. 495-498.

(co-author: V. Kyurova)

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 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.

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

Specifics of strategic marketing decisions in management practice.

Revista Mahpat, Ne 6, Enero - Junio, 2020, ISSN 0719-7365, pp. 10 — 15.

The article aims to clarify the nature, role, directions and technology of making and managing
strategic marketing decisions. It examines the characteristics of strategic marketing decisions as a
major type of management decisions with long-term effectiveness seeking for prospects for future
development of the company. The factors influencing the process of strategic marketing decision-
making are presented.

The author makes an important clarification that the distinction between different types of
marketing decisions is related to the determination of their levels. In this regard, she proposes their
systematization in hierarchical subordination creating "Pyramid of marketing decisions" clarifying
in detail their specifics. Another important contribution is the author's proposed algorithm of the
process of making and strategic management of marketing decisions including five main stages. At
the same time, the main methods and indicators applicable to this key process of management
practice are identified. In conclusion, generalized conclusions are made related to the need for a
new perception of the marketing management process, due to the effective strategic decision-

making concerning the marketing activities of the organization.

Subjects and style of strategic marketing decision-making process in the organization.

Revista Mahpat, Ne 7, Julio - Diciembre, 2020, ISSN 0719-7365, pp. 19 — 24.

The article seeks the interrelationship between the subject and the style of strategic marketing

decision-making in the organization. Based on the analysis and assessment of the opinion of




managers and owners of enterprises in the field of production, trade and services on the territory of

Blagoevgrad region, important conclusions and recommendations have been made.

The results of the survey, conducted in 2019, show the presence of a direct link between the
organizational company structure, the subject and the style of strategic marketing decision-making.
It is found that with less business experience of the company and shorter period of market
operation, the process is more centralized. An important conclusion is made regarding to the
strategic marketing decisions. In smaller companies, they are made by the owners and senior
management. Larger companies and those with more experience rely on collective decision-making
using the opinion of external experts and marketers, managers and employees from different
departments. The author finds that in the process of marketing decision-making of the enterprises in
the field of services, employees take an active part, as they come into direct contact with consumers
in their daily activities. At the same time the specifics of the activity in the production enterprises
impose the need to take into account the opinion of the production department managers and

external experts.

The role of strategic marketing management for company development.

Economics and management, 17 (2), “Neofit Rilski” Publishing House, Blagoevgrad, 2020, ISSN
(print): 1312-594X; ISSN (online): 2683-1325, pp. 105-110.

Writing of the article is provoked by the dynamic changes occurring in the present-day market
and economic relations and technological revolution, requiring a change in the concept of marketing

management of the company and a new perspective on its strategic development.

The article emphasizes the need to perceive the principles of strategic marketing management
in order to take advantage of the business opportunities and achieve a stable market position for the
realization of company goals. In order to clarify its essence, the characteristic features of both
processes that build it (strategic management and marketing management) are considered. The
technology of the process of strategic marketing management is presented. Based on the presented
views of different authors, the specifics distinguishing strategic marketing from traditional and
operational marketing are highlighted. The conclusion emphasizes the main aspects of strategic
marketing management as a basis for the process of reliable and timely strategic decision-making

concerning the marketing activities of the company.




Definition and characteristics of marketing strategy.

Economics and management, 17 (2), “Neofit Rilski” Publishing House, Blagoevgrad, 2020, ISSN
(print): 1312-594.X; ISSN (online): 2683-1325, pp. 111-116.

The main purpose of the report is to clarify the nature, main characteristics of marketing
strategy and its role in strategic corporate development. It has been stated that marketing strategies
are a key element of corporate strategic planning and support the process of strategic marketing
management. Different opinions are systematized and the author gives his generalized definition of
marketing strategy. Clarifying that marketing strategies in organizations differ, she systematizes the

main mandatory components contained in each of them.

Contributing emphasis in the article is the author's algorithm of marketing strategy
development process including three main stages - preliminary, actual and final. The specifics of
each of the process phases are presented. The types of marketing strategies are classified depending

on the specifics of marketing decisions that are made in the organization.

Development of marketing strategies in Bulgarian enterprises.

Entrepreneurship, Ne 2, “Neofit Rilski” Publishing House, Blagoevgrad, 2020, ISSN (print): 1314-
9598; ISSN (online): 2367-7597; ISSN (online): 2738-7402, pp. 86-92.

The article aims to reveal the extent of marketing strategies development in the Bulgarian
enterprises and their importance for the company management. It is based on the thesis that the
development of an effective marketing strategy is a reliable basis for the formation of a reliable
marketing policy of the organization allowing the right decision-making according to the company

goals, resources and opportunities, market situation and customer requirements.

The main features of the marketing strategy and its role in the process of strategic marketing
management are presented. Based on the research of the opinion of managers and owners of
enterprises a survey was conducted in 2019. Important conclusions have been made about the
importance of marketing strategy for company success; availability and extent of marketing strategy
development; types of marketing strategies developed in the enterprises. Through the defined
profile of the enterprises specific dependences have been established between the above presented
indicators and the size of the enterprises according to the employed persons, economic activity and

period of economic life.




The results of the survey show that more and more managers understand the need to develop a
marketing strategy as a key tool for achieving corporate goals and company prosperity. However,
the share of companies that have entirely developed marketing strategy is small. Most of them have

developed individual elements of it.

It was also found that all types of strategies are being developed in the enterprises in
Blagoevgrad region. Priority is given to marketing decisions concerning the conquest of new
markets, strengthening the market position, building lasting competitive advantages, increasing
profitability, redistribution of resources between SBU, the formation of a portfolio of structural

company divisions; market segmentation, product positioning and marketing mix.

Importance of the marketing environment analysis in the process of strategic marketing
decision-making.

Economics & Law, 2 (2), “Neofit Rilski” Publishing House, Blagoevgrad, 2020, ISSN (online):
2682-972X, pp. 24-32.

The scientific article aims to present the characteristics and main directions of marketing
analysis, emphasizing their importance in the process of strategic marketing decision-making. An
important clarification has been made: the analytical activity aims to increase company's
competitiveness and establish its strategic position in the business. Timely diagnosis of threats,
identification of key success factors and competitive advantages enables company management to
constantly review its marketing goals and strategies by taking proper and timely strategic marketing

decisions.

In order to identify the specifics of marketing analysis, the process algorithm is presented.
Special attention is paid to the role of the built and maintained Marketing information system in the

organization, Feasibility Study Model and PESTEL analysis.

The author emphasizes the opinion that the marketing environment is a reliable indicator for
the analysis of the company's marketing activity. In this regard, she examines marketing analysis in
three main areas: external macro, external micro and internal marketing environment. The factors,

indicators, methods and approaches applicable to each of these areas are identified.

In order to reveal the extent to which the analytical activity is represented in the company's
marketing management and the awareness of its importance in the process of strategic marketing

decision-making a survey on the opinion of managers and business owners was conducted in 2019.




The evaluation of the studied indicators is performed on a 5-point Likert-type scale. The obtained
results show the underestimated role of the environment analysis in the companies’ marketing
activity and its necessity in decision making for a long-term development and prosperity. It is found
the lack of a reliable organizational structure of marketing activities; insufficient attention to the
strategic research and assessment of the company's resources, opportunities and potential;
competitors’ goals and strategies neglect, etc. The conclusion includes a summary concerning the
overcoming of these problems.

Strategic marketing planning in the present-day organization.

Entrepreneurship, Ne 2, “Neofit Rilski” Publishing House, Blagoevgrad, 2020, ISSN (print): 1314-
9598; ISSN (online): 2367-7597; ISSN (online): 2738-7402, pp. 197-205.

The purpose of the article is to present the characteristics of strategic marketing planning and
its importance for the prosperity of the modern organization. In this regard, its main specifics are
discussed outlining the long-term direction for achieving the goals by exploring alternatives,

measuring results and creating values for the company.

After the literature review and the divergence of the author's views regarding the technology
of strategic marketing planning, the author offers his own algorithm of the process examining in
detail its individual stages and directions. Appropriate models, methods and approaches applicable
in the strategic marketing analysis; segmentation and target market selection; evaluation of the
strategic alternatives, implementation and control over the implementation of the chosen strategy
are presented. The focus is on strategic decision-making regarding marketing tools and related to

the current market and business trends.

Corporate image significance for the strategic development of a company.

Revista Europa del Este Unida, vol.7, Enero — Junio, 2019, ISSN 0719-7284, pp. 110 — 118.
(co-author: V. Serafimova)

The scientific article further develops knowledge gained in previous research, as the authors
emphasize that the activities of formation, maintenance and optimization of the corporate image are
essential for the strategic company development. Different opinions on the nature of the corporate
image and its impact on consumer loyalty, satisfaction and purchase behavior are considered. Its
inseparability from marketing management and its importance in developing an effective

communication strategy of the company are emphasized.




Special attention is paid to the structure of the corporate image highlighting its two main
dimensions - descriptive (informational) and evaluative. The main elements of the process are also

considered as well as the factors influencing the building of a positive corporate image.

Basic aspects of image and imageology.

Proceedings of Student and doctoral research session "Management, quality and competitiveness
for sustainable development”, electronic edition, “Neofit Rilski” Publishing House, Blagoevgrad,
2019, ISSN - 1314-4839, pp. 33-38.

(co-author: M. Tuparova)

The article is dedicated to establishing the peculiarities of image and imageology and their
importance for both personal development and strategic management of the company. The concept
of "image" is defined by considering the prerequisites for its construction and maintenance.
Emphasis is placed on its commitment to the self-marketing concept. The characteristic features of
the personal image in the context of personal branding are presented. At the same time, attention is
paid to the corporate image and its role in the process of forming and optimizing the desired image

of the company in the minds of the audience.

The article clarifies the content and basic principles of the imageology concept. The main
elements of the process of building and managing a positive image have been identified. The role of
image consulting as a new type of service, contributing to the creation and establishment of a

favorable image, both for the individual and for the organization, is also emphasized.

Brand and communication policy of the company.

Proceedings of Student and doctoral research session "Management, quality and competitiveness
for sustainable development", electronic edition, “Neofit Rilski” Publishing House, Blagoevgrad,
2019, ISSN - 1314-4839, pp. 18-25.

(co-author: V. Done)

The article focuses on clarifying the specifics of the brand in the context of its key role in
building an effective communication policy of the company. Various author's definitions of the
term "brand" are presented and its main components are considered. Based on the presented

features of the brand position, their mutual connection with brand communication is derived.




To more fully clarify the impact of brand communication, the algorithm of the Hierarchy of
effects model is presented, as well as the types of purchase decisions arising from it. Based on the
classification of the methods of brand communication, their most important parameters are
highlighted. The summarized conclusions emphasize the importance of brand communication as a
tool for influencing consumers and increasing their loyalty, differentiation from competitors and

market development.

Trade business communication policy.

Marketing and Business Development Journal, vol. I, 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.

(co-author: V. Kyurova)

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.

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.

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, sales promotion, public relations and publicity,

personal selling, 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,
SMBs 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 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.

Corporate image - a factor for company development.

Entrepreneurship, vol. 4, issue 2, “Neofit Rilski” Publishing House, Blagoevgrad, 2016, ISSN
2367-7597; ISSN 1314-9598, pp. 248 — 255.

The article reveals the importance of the corporate image as a strategic marketing tool for
targeted psychological impact on the consumers and formation of the desired image of the company.
The author argues that knowledge of its specifics is a prerequisite for determining consumer behavior,

achieving competitive advantage, increasing profit, etc.

Based on the literature review, the concept "corporate image" is defined. A characteristic of its
positive features is made, as well as of its negative shades. The elements, functions and factors

influencing its building are presented.

The analysis and evaluation of the obtained results on the researched problem are based on a
survey of the opinion of the companies’ managers, their employees and consumers. Based on the used
statistical methods, the presence of a direct relationship between the both studied indicators is
established. The article concern issues related to the level of corporate culture, identity, leadership
skills, competencies and management style. It is found the positive corporate image increases the
company's competitiveness, sales volume, brand loyalty and the number of new customers and

qualified personnel. It is emphasized the need of the company's management support to the process of




forming a corporate identity through the building of corporate culture and values, management style,

treatment of the employees, etc.



