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HoBaTa peanHa MKOHOMMKA: KOOPAMHALMA Ha NaHOBETE Ha eQHOCEeKTOPHUTE
TpaHCHaLUMOHasIHU Kopnopauuu, MHOrOCEKTOPHMUTE HauMOHasriHM CTONaHCcTBa U
TPaHCCEKTOPHUTE TPpaHCHaLMOHANMHU UHCTUTYLUN
BosiH [lypaHkes!

Pestome: OT ynpaBneHcka rnefgHa Todka MKOHOMMYecKaTa CUCTEMa Ce XapakTepusupa ¢ iBe
KOOpAMHATU: CEKTOPHO-TPAHCTEPUTOPMANHN U TEPUTOPMANHO-TPAHCCEKTOPHU YNpPaBreHCKN
nogcuctemu. Mpun Tasm OMxXoTOMUS ce MOSIBSBAT He ABa, a TpU cybekTa Ha ynpaBreHve U
KoopAMHaLMS: E4HOCEKTOPHMUTE KOpropaLumK, kKaTo LeHTPOBE 3a yNpaBreHne 1 peanvavpaHe
Ha YacTHWUTE UHTEPECH B HaLMOHAIEH M TpaHCHaUMOHAaneH acnekT; HauMoHanHaTa Abpaea,
KaTO LEHTbp 3a yrnpaBrieHue 1 peanusnpaHe Ha obLECTBEHUTE UHTEPECH B HaLMOHAareH u

TpaHccekTopeH acnekt; OOH mn EC, kaTo UEeHTbp 3a HagHauMOHanHO YynpaBfeHue WU
KOOpOWHALMA Ha TPAHCCEKTOPHMTE, HaUMOHaNHUTE W TpPaHCHALUWOHAINHUTE WHTEepecu.
[lokasBa ce, 4ye ynpaBneHneTo, 0OCTaBEHO CaMO Ha ,KNeTbYyHO* HMBO (KOpropaumsi), HE MOXe
0a 3a40BONM HYXOWTE U NOTPEBGHOCTUTE B HOBUTE pearHoCTMy.

KnouoBu gymu: ynpaereHue; eQHOCEKTOpPHA kopnopauusi; HauuMoHanHa gbpxaea; OOH;
EBponeicku cbos.

JEL: A10, D01, E60, O10

The New Real Economy: Coordinating The Plans of Single-Sector
Transnational Corporations, Multi-Sector National Economies and Cross-
Sector Transnational
Boyan Durankev?

Abstract: The relevance of the environmental problem on a global and local scale has been
substantiated, ecological taxation has been determined as one of the most powerful levers of
its solution. The analysis of the European experience of environmental impact through
economic instruments is carried out, the main tax groups belonging to the group of
environmental in Europe are allocated; considered the possibility of applying measures to
reform the system of environmental taxation in Ukraine, based on the experience of states that
have achieved significant success in this direction. Problem points on environmental taxation
in Ukraine have been identified and methods of their solution have been proposed, taking into

account the experience of countries that have achieved significant success in this direction.
The aim is to study the experience of European countries on the economic component of
solving environmental problems and to adapt the identified mechanisms for effective
application in Ukraine, to determine the key stop factors for the implementation of the above-
mentioned measures and to find sources of their elimination.

Key words: transnational corporations; nation state; transnational institutions
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BbBeneHue

OT ynpaBneHcka rnegHa Touka MKkoHoMuyeckata cuctema (B 4aCTHOCT - Ha bbnrapus)
ce Xxapaktepuaupa (Kakto U OT CTPYKTypHa rnegHa Toyka) C ABe KOOPAMHATU: CEeKIMOPHO-
mpaHcmepumopuasnHu W mepumopuanHo-mpaHCCeKmMopHU ynpaBneHckn noacuctemu. B
cnyyas He ce abcTpaxupame OT ronsimarta 4acT OT CpeQHUTE U MarnkuTe NPeanpusaTUs, KOUTo
onepupat B paMKuTe Ha CcTpaHaTta (TepuTopuariHo-CEKTOPHO), MOHEeXe Mo IWHUA Ha
MexXayoTpacrnoBuTe Bpb3KM Te KOCBEHO ca M notpebutenn Ha BHOCHaA NpoayKuus, wu
AocTaBynum Ha 6baeLm N3HoCUTeNu; Taka Ye ropHaTa hopmynupoBkKa e nepgekTHa.

Mpun Ta3n (Ha NpbB nornea) AMXOTOMUSA Ce MNOABABAT He ABa, a mpu cybekma Ha
yrnpaeneHue u KoopOuHayusi: OT efHa CTpaHa, eaHO(MNM TPaHC-)CEKTOPHUTE Koprnopauuw,
KaTo LUEeHTpoBe 3a ynpasfneHue U peanu3vpaHe Ha YacTHUTE MHTepecu B HauMOHarneH u
TpaHCHaLMOHaNeH acnekT; OT BTOpa CTpaHa, HauuoHanHata ObpxaBa, KaTo LEeHTbp 3a
ynpasreHne n peanusmpaHe Ha obLecTBEeHUTE MHTEpPecu B HauMOHareH 1 TpaHCCEeKTOPeH
acnekT; OT TpeTa cTpaHa, EBpONenckusiT Cbto3, kKaTo LEeHTbP 3a HagHauUMOoHanHo ynpasneHve
1 KOOpPAUHALMSA Ha TPAHCCEKTOPHUTE, HAUMOHANHUTE U TPaHCHAUMOHANHUTE UHTEPECH, KOUTO
He cbBnNagat Mexay pasnuyHuTe AbpXasBu-yneHkn. B nocnegHus cnyvam  KbMm
koopanHaunoHHuTe dyHKuumn Ha EC nonagat n aHraxxmmMeHTUTe Ha Cbio3a KbM OLLe NO-BUCOK
paHr Ha KoopAWHaLMSA — CBETOBHMUSA, HanpuMmep no NIMHWS Ha MepkuTe NpoTMB rnobanHoTo
3aTONMsiHE UNK 3a OrpaHNYaBaHEeTo Ha NaHaeMuuTe.

B Tasu ynpaBneHcka Tpuaga v kackaga no OTHOLLEHME Ha MKOHOMUYeckaTa cucrema
KoOpOUHayusma Ha meop4yecmsomo U UHmepecume Ha Kopriopayuu, HayuoHarnHa Obpxaea
U HadHayuoHaneH Cbl3 (He KaTo CbBKYMHOCT, @ MMEHHO KaTo cucTema),ce cnaraT KaTo
OTHOLLEHUATa, Hanpumep, Ha 6egpeHnsa MycKyn Ha Kpaka — C rpbOHaYHNs MO3bK — U C FMaBHUS
MO3bK; UMK, NakK KaTo Npumep, Ha aToMHaTa uanka — ¢ puankaTa Ha TBBPAOTO TANO — U C
ocobeHaTa pmanka Ha Kocmoca; KasaHO NO-TOYHO, KaTo KOOpPAWHALMSA Ha MraHoBeTe Ha
Koprnopauusita ¢ NnaHoBeTe Ha AbpXaBaTa M C NNaHoBETE Ha Cbio3a.

EcTecTBeHO, me3u UKOHOMUYECKU OMHOWEeHUSI He MO2am U He ca PagHOMoCcmMaseHu U
xapmoHu4yHU. OTHOBO NpuMep 3a UNCTpauns: korato 6eapeHNsT MycKyn ce npeToBapu (Mnu
NpeTonnu, Unn Hapywun 6anaHcute Mexay KMCENMHHOCT W ankarHocT U T.H.), TOM nogasa
NH(OPMALIMOHHM CUTHANN He caMo A0 rpbOHAYHUSA MO3bK, HO U OO0 MMaBHUA MO3bK, KOUTO —
4ype3 CBOMTE YNpaBeHCKN KOMaHaW HY NpUHyXaasa a ce OTAaAeM Ha MOYMBKa; CbLLOTO ce
CnyyBa U Npu NPEKOMEPHO NEHTSANCTBO, KOETO MbK — OTHOBO Ype3 ynpaBfieHCKUTe KOMaHaM
OT MO-BUCLL NOPAOBK, HACTOSABA Aa NPEMUHEM KbM MO-aKTUBEH HAYMH Ha XXMBOT.

3agayata Ha MKOHOMMYECKaTa cuUcTeMa kKaTo UaAno € 1o00bpxxaHemo Ha
Xomeocmasuc, a UMEHHO CBOMCTBaTa Ha eHa OTBOpeHa cuctema (B KOSITO nonagaT He caMo
MKOHOMMYeEcCKaTa, HO U npupogHarta, u Aemorpadcka cucteMu) aa perynupa BbTpeLuHaTa cu
cpefa Taka, Yye ga nogabpka cTabunHo, NOCTOSSHHO CbCTOSIHME, Ype3 MHOrOBPONHN KopeKLmm
Ha OUHaMWYHOTO paBHOBECUE, YNpaBnsABaHM OT B3aUMOCBBbP3aHWN pPerynaTtopHu MexaHU3Mun.
B npoueca Ha nkoHoMu4eckaTa XoMeocTa3a HenpeKkbCHaTO Ce paxxaaT XMrnsagn HOBU ,KeTKn®,
HO M ymMmnpaT Apyr1 X1nsam — UMEHHO 3a Aa ce nogabpka xomeocTtasarta. B ToBa oTHoweHue
Aa ce roBopu 3a CTabUNHOCT U NOCTOSIHEH PaCcTEeX Ha MKOHOMMYecKata CUCTeMa € Cbluo
TONKOBa HENPOAYKTUBHO, KOMKOTO Aa Ce roBOpM 3a CTabUINHOCT M NMOCTOSIHEH pacTex Ha
BCWYKM KNETKM Ha YoBeka. B ToBa OTHOLIEeHMe, KakTo npaBunHo e otbenssan LymneTtep no
Aapyr nosog (Lymnetep, 2002), nkoHoMmyeckaTa cuctema rnoseye npunmya Ha GuonornyeH
OpraHu3bM, OTKOSIKOTO Ha hm3anyecko TAno.



HanomHsiHeTO Ha Te3n 6aHanHW UCTUHW He e CaMOLENHO, a MMEHHO BbB Bpb3ka C
06CTOATENCTBOTO, Ye UKOHOMUKama He Moxe 0a ce ocmasu eOUHCMBEHO Ha peweHusima Ha
KNemb4yHO Uu/flu amoMHO Hueo (B crydas — Ha CBOOOQHMTE NNaHOBM peLleHus Ha
Koprnopauuute, unu Ha ,ceobogata Ha nasapa“, KbOeTo ce cOnbCKBaT MNfIaHOBETE Ha
pasnuyHuTE Kopropauuun), NOHeXe TOBa LUe HapyLlM XOMeocTasuca Ha cynepcuctemaTta
(npupoaa - nkoHoMKuKa — 0bLLEecTBO, NPK TOBA, B permoHaneH unu rnobaneH mawab). imeHHO
nopagun ToBa oGCTOSATENCTBO BCSAKAKBa UIO3MA M pOMaHTMKa 3a ,cBoboaara Ha nasapa“ (1.e.
ceobogaTa Ha nnaHoBeTe Ha Kopnopauumte) € He caMO MUTUYHA, HO U MHOrO BpeaHa; no
CbLUNS HAYMH TPETUPAHETO Ha AbpXKaBaTa (U Ha yHUBepCcUTeTUTE) KaTo natepuua Ha busHeca
UK KaTo ,HoLLeH nasay” (Npu yHMBEepCUMTETUTE — KaTo ,KOBavHMLa Ha kagpu 3a busHeca“), e
ONWUT 3a AerpagvpaHe Ha CUCTEMHUTE BPbH3KM OT MO-BMCOK MOPSIABK U 3aMEHSIHETO UM CbC
CTaTUYHM XOPU3OHTAmNHU peLleHmns.

Ob6paTHaTa Te3a, a UMEHHO, Ye UKOHOMUYecKkama cucmema moxe 0a ce rnpedocmasu
Ha eduH 8UCOKO pa3riosfioXeH UeHmMbp 3a yrpasrneHue — ,rnaBeH mo3bk‘ (OOH, EBponenckn
CblO3 UIM HauMOHanHa ObpKaBa), 3acera CblO Tbpnv KPUTUKK, NMpU ToBa — HE caMo
TEOPETUYHN, HO M OT CTpaHa Ha npakTtukata. CNOMeH OT HedaneyHoTO MMHano, KoraTo
NpaBUTENCTBOTO CrycKalle OTrope ,AbpXXaBHW MOPBYKM®, a KONEKTUBUTE mM3guraxa Harope
LHacpewHn nnaHose": gbpxaBaTa ekcTpanonupawe ¢ 4-5% ,nopbykMTe® OT nNpeaxogHaTa
roguHa, HO npegnpusaTUATa Cu U3JencTBaxa 3aHWXKEHW ,HacpellHW nnaHoBe®, 3a ga
NPev3nbiHAT U Aa nonyvart npeMumn 3a ,npemsnbiHeHve’. KpanHmat pesynrtaT belle: MbiiHu
CKIafoBe C U3BBbHMMIAHOBA NPOAYKLMS, KOATO HAMAT peanuaaums.

M Bce nmak, Kbae Oa ce TbpCU 8b3MOXHOCMMaAa (ako ebobuwe uma makaea) 3a
KOOpOUHUpaHe Ha MeopYeCmM8oOMoO U UHMepecume Ha UKOHoOMu4Yeckume cybekmu?

EQoHOCeKTOpHUTE  KoprnopauMuM  KaTo  LeHTpoBe 3a  ynpaBneHue B
TpaHCHaUMOHaneH acnekKT

MKkoHOMUYECKMTE CEKTOPWU Ce CbCTOAT OT UKOHOMUYECKU KI1emKu ¢ 8bHWHa obsuska
(karicyna) pamkume Ha cobcmeeHocmma, KOeTo Npu KanutanucTuyecka cuctema o3Hadasa ¢
0b60ocobeHu ueHmpose Ha 83eMaHe Ha peweHUusi, Haco4YeHU KbM revasbama. B obwusa cnyyan
TOBa Ca TpaHCHauuoHanHuTe (U MynTMHaunoHanHwuuTe) Koprnopauun (Transnational
corporations (TNCs); Multinational corporations (MNCSs)).

Tyk ce Hanara egHO MPUNOMHSIHE Ha €eBOMUMATa Ha MKOHOMMYEcKaTa Teopus.
KnacukbT Agam CMuUT NpaBuIiHO BbBEOE MOHIMUEMO ,cmoka“ 3a Hocumesi Ha UKOHOMUY€ECKU
8Pb3KU, T.€. KoraTo ce KynyBaT unv npogasat NpPoayKTu, Mo Ha YoBeLlKa AeNHOCT, HO npu
HanyckaHe pamkuTe Ha cobcTBeHoCcTTa. YacTHaTa kanutanucTuyecka cobCTBEHOCT ce
npeBpbLLa B ,Kancyna“, KoOSTo BnNu3a B OTHOLLEHUS C ApYrn ,Kancynu® ype3 obMeH Ha CTOKM
(MaTees, 2015, p. 66). Kapn Mapkc, Ha cBov pef, BHECE CbLUECTBEHO pasrpaHnyeHne mexay
pasgeneHneTo Ha Tpyda BbH OT ,Kancynarta“ Ha KanuTanucTu4eckoTo npeanpustue n BbTpe
B Hesl, T.e. cmoKkama e Hocumesi Ha UKOHOMUYECKU 8PBb3KU He ,u306wo0” npu ecskaksea
UKOHOMUYECKa cucmema, a Ha OMHOWEeHUs, XapakmepHu 3a Kanumanuama. 3aToBa,
NPUCTBLNBANKM KbM M3y4aBaHETO MMEHHO Ha Te3an OTHOoWeHus, Mapkc owe ¢ nbpBute
nspeveHus Ha ,Kanutana“ onpegeny UMeHHO CToKkaTta B NOCOYMEHUS TyK cneunduyeH CMUCh
KaTo enemMeHT Ha KanutanucTnyeckoto GoraTtcTBo: ,BoraTcTBOTO Ha obwiecTBaTta, B KOUTO
rOCMOACTBA KanuUTanuUCTUYECKM HayMH Ha Npou3BOACTBO, CE 4BABa KaTto ,rpamagHo
HaTpynBaHe Ha CTOKK®, a OoTAenHaTa CToka — KaTo HeroBa enemeHtapHa copma“ (Mapke &
Enrenc, 1968, p. 47).



Ho oT BpemeHaTa, Korato Knacuuute Ha MKOHOMUYeckaTa Teopusi usgasaTt CBOUTe
Tpygose (Cmut - 1776 r.; Mapkc - 1867 r.; KenHc — 1936 r., ®pugmarH — 1962 . 1 T.H.) HK
OEenaAT cTonetuss U AeceTuneTus, nNpe3 KOMTO 4acT OT Kopriopauuume eegosiroupaxa om
€0HOCEeKMOpPHU 8bMpPEeWHOHaYUOHaIHU cucmemMu 8 MHO20CEeKMOPHU mpaHCHayUOHaHu
cucmemu. ,Kancynata“ Ha 4actHaTa COOGCTBEHOCT NPV CbBPEMEHHUTE TPaHCHALMOHAHK
Kopnopauum CTaHa OrpOMHa KaKTO B CMWUCBJ1 Ha CIOXHa BbTpeLLUHa CTPYKTypa, Taka u B
CMUCBN Ha reorpadcku obxeat n obemm Ha npoussoacTBoTo®. CTaTUCTUYECKU MNorneaHaTo,
Aa ce oueHsiBa camMo ,CTokaTa“ KaTo HOCUTEN Ha MKOHOMUYECKM BPB3KWM (CaMO TOBa, KOETO
Kopnopaumsita Kynyesa v npogasa M3BbH paMKuUTe Ha cBosATa COBCTBEHOCT) cTaBa He CaMoO
6e3CMMCNEHO, HO M U3MaMHO 3a aHanu3 W OUEeHKa Ha pas3BUTUETO WNKM perpeca Ha
MKOHOMMYeckaTa cuctema. MkoHommnyeckaTa CTaTUCTMKa CbLLO M3BBHPLUM €BOMOUNS B TOBA
OTHOLLEeHMe, Basnpariku ce BbpxXy cucTemMaTa Ha MeXayoTpacrioBuTe BPb3KW: BeYe ce oTuntar
He camo ,CTokMTe“ (nasapHaTa NpoAyKuus, KOATO Hanycka pamMKuTe Ha KoprnopaTuMBHaTa
cobCcTBEHOCT), HO ce rpubassm u ,Hecmokume* (HenasapHaTta NpoayKuusl, peanvsmpaHa B
TpaHcdepa Mexay pasnuyHM NpeanpuaTust B egHa M Cbliia COGCTBEHOCT), KOMTO CnyaT 3a
BbTpeLleH 060POT B pamMKNTe Ha COBCTBEHOCTTA; NO CbLLUUSA HAYMH ce u3saxdam ,cmokume”,
KOMTO KopropauusaTa npovssexga u npogasa U3BbH pamMKUTE Ha TEpUTOpUSITA Ha CTpaHaTa,
He3aBMCMMO Ye Te ca NPOoAYKT OT e4Ha U Cbllia COOCTBEHOCT.

Mpe3 nammnHanute 246 roguHu oT nosdBaTta Ha Tpyda Ha Agam CMuT kopnopauumuTe He
camo paswmpuxa membpaHaTa Ha cBosATa COOCTBEHOCT, HO BrarogapeHne Ha MapkeTuHra u
NMHOBaLMUTE (OBETE OCHOBHM OYHKLIMM Ha BCEKM BU3HEC) pa3Bmnxa TEXHUKATa U TEXHOSOormmTe,
Ha 6a3aTa Ha Kouto cb30adoxa o2poMHU biaza 3a Yoseyecmeomo. CBMOeTenn cme Ha 2,5
BEKa pa3BUTME HA CTOKOBOTO M HECTOKOBOTO NPOM3BOACTBO, KOMTO NPOMEHMXA CBETA KbM MO-
Ao6po B MHOro oTHowweHus. CBugeTenn cMe 1 Ha NIEKOMUCHEH ONTUMN3BM, Ye € OCTaTbYyHO
Aa ce OCTaBM MKOHOMMYECKaTa cuctemMa aa yHKUMoHMpa ,,KakTo gocera“, 3a aa ce Hacnagum
Ha ,CBpBbXM306unue... Ha egHa 6e3kpanHo n3obunHa nnaHeta“ (Tupy & Pooley, 2022).

CbleBpeMEHHO Ha KopropauuuTe He MoXe [a Ce rnefa Kato Ha XPUCTUSTHCKM
OGnaroTBOPUTENHN OpraHuM3auMnM, a eaMHCTBEHO KaTO Ha KOMrMaHuu, HacO4YeHU KbM
nevyanbama. W306unHu ca daktute u [gaHHUTEe, KOWUTO MOACKa3BaT W AokasBaT 4e
mpaHcHauUoHanHume Kopriopayuu He camo cb3dasam 6ria2a, HO U yepexdam npupodama’,

3 ToBa ce OTHacs KakTo 3a YacTHMTe, Taka M 3a Obp)KaBHUTE KoMNaHMK. Taka Hanpumep, amepuKaHCcKus
rMraHT 3a Tbproeus Ha gpebHo Walmart npes 2022 r. nokassa umdpara Ha orpoMHuUTe 2,3 MUMMOHA
3aeTu nuua; apyr ruradt, Amazon pa6otu ¢ 1,6 MununoHa gywu. Vima eanH cektop, KOUTO 04EeBUOHO
ce Hyxgae oopu oT noeeye paboTHa cuna oT TbproeusaTa Ha ApebHo, 1 ToBa e oTOpaHaTta. Haueno
B KnacauusTa 3a Hamn-ronemu pabotogatenu B cBeta € MMHMCTEPCTBOTO Ha oTbpaHaTa Ha NHaus.
KoMOMHUpankm akTMBEH BOEHHOCHYXKELL, NepcoHarn, pe3epBUCTM U LUUBWUIMEH MepcoHan, obuwiata
YMCINEHOCT Bb3nun3a Ha 2,92 MMH. - Manko nose4ye oT ekBMBaneHTa Ha CbeauHeHuTe wWwatn ot 2,91
MIH. gywn. B Kutah HapogHata ocBoboguTenHa apmust (KOSITO He BKITHOYBA LIMBUIHU OJTBXHOCTHN)
Haema okono 2,5 mwunuoHa gywwn. (Armstrong, Oct 28, 2022) BlackRock Inc., Han-ronemuat
MEHUIKBP Ha aKTUBW B CBETA, MHBECTMpPA 9 TPMNMOHa Aonapa B KIMEHTCKN (OOHAO0BE MO Lenus CBAT,
cyma, HaaBuwaeawa Aea nbTu roguwhHns BB Ha PepepanHa penybnuka Mepmanus (Engdahl,
November 06, 2022).

4 Hanpumep, npoektuTe 3a ,M3xpaHBaHe Ha cBeTa“ unu noanomaraHe Ha depmepuTe ca MoBede
CBbpP3aHN C MHOro peknamupaHute PR no3yHrn Ha nHayctpusata 3a MO, oTKonkoto ¢ nonsu 3a
xopata. OGekTMBHa € HeobXxoguMOCTTa B CENiCKOTO CTOMaHCTBO Aa Ce npunoxar HOBUTE
TEXHONornmTe N ,MoAEPHOTO 3emeaenve”. Ha npbB nornes, BCU4ko narmexaga gobpe. Ho Toea, koeto
HanCTUHa O3Ha4vaBa ,MOAEPHOTO 3eMedenuve’, e npunaraHe Ha reHHO moauduuMpaHn cemeHa Ha
arpoxXuMMYECKNTE Kopropauun: BNUCBaHe B rrnobanHuTe Bepurn Ha [OCTaBKW, KOUTO M3TO4BaT
CTOMHOCT OT XpaHuTEeNHaTa cucteMa KbM MUNMapaepuTe, KOUTO NPUTEXaBaT Te3W KOHIFioMmeparwu.
»,4aCTHO npuTeXaBaHOTO, HO CcybCcMaMpaHOTO OT AaHbKoMnaTuuTe ,MOOEPHO 3eMefenve” Hanara



UKOHOMUKama® u obwecmeomo®. Ceugetenn cme: Ha rrnobanHo 3aTonnsHe, KOeTo e
AHTPOMOreHHO — Cb3OadeHO Hal-Bedye OT WHAYCTpUanHua cekTop’; Ha rnoGanHo
onycTuHsABaHe u oboknyyaBaHe Ha nNpupogaTa, HO KOUTO Ca CUITHO NEYEnMBLLM; Ha OFPOMHM
KOPYMNUWOHHN MPaKTUKN KakTo B pasBUTMUTE, Taka U B Mo-cnabo pasBuMTUTE CTpaHu; Ha
npoKkapBaHEeTO Ha NOBUCTKM 3aKOHM HE CaMO B paMKUTEe Ha efHa CTpaHa, HO N Ha HUBO CblO3;
Ha epo3upaHe Ha AeMoKpauusaTa U Cb3dageHuTe obwecTBeHn MHCTUTYuumn cnep Btopata
CBETOBHA BOMHA 4pe3 KOpyMnupaHe Ha nonutukata v nonutuumte (,npuBaTtuanpaHe” Ha
nonuTMkaTa); Ha HanaraHe u NOAAbPKAHE Ha PEXMMMU, KOUTO ca NOMNYSIUCTKA, MAUNTUTAPUCTKM,
aBTOPUTAPHUN M KakUCTOKpauus. MNpeceH npuMmep e HeXenaHMeTo Ha HAKOM hapMaLeBTUYHN
KOMNaHuMn ga ocBobOOAT BPEMEHHO MHTENekTyanHata cu cobCTBEHOCT Mpy naHaemusTa
Covid-19, 3a ga ctaHe obLoa0CTbNHA B Lienuns cBAT. 10 cbLUMA HAaYUH ,MHBECTULMUTE" BbB
BIK (Hai-Beye 3a yacTHuTe kopropaumn) Ha CALL ca TonkoBa 3Haunmu, 4ye — ako 6baaT
Haco4eHu 3a crnpassiHe ¢ rmaga u 6egHocTTa no ceeTta, NpobnemuTte buxa ce pewnnu 3a no-
Marsko oT egHa ,neTunetka®. [mobanHuTe roguwHN pasxoau 3a oTbpaHa, 3a oHarnegsBaHe,
ca npubnuanTeneH ekBmBaneHT Ha pasxoaute 3a 10 000 ekcneguuumn go JlyHaTta nnm 1 000
0o BeHepa n Mapc.

CuHTesnpaHo kasaHo, 20-Tv u 21-BM BEK ca WIOCTpauus Ha €OHO KIacu4ecko
CbCTOSIHWE: YacmHume UHmepecu Ha Kopriopauuume 8ce rogeye e/u3am 6 rpomusopedue
c obwecmeeHume u efiobanHuUmMe UHMeEpecu Ha epaxdaHume U obwecmeama.

onpefeneHn perpecuBHU MpPaKTUMKW, BKMAYMTENHO OegHa Ha XpaHUTENHW BellecTBa XpaHa,
3ambpceHa ¢ TMO n xumuyeckn gobaBku, ynotpebaTta Ha TOKCUYHWU NeCTMUUAN, CNMPaNoBUaHN HUBA
Ha nowlo 3gpaBe, Aerpajauus Ha nodearta, 3aMbpcsiBaHe Ha BOAHMTE MbTULLA, M3KOPEHSBaHE Ha
npoubdOTABALLN EKOCUCTEMU U YHULLIOXKABAHETO Ha cenckmTe obwHocTu.” (Todhunter, Nov 3, 2022 )

5 The Economist cbctaBu MHaekc Ha ,KpoHW* kanutanuama. Tol e npefHasHadeH ga TecTBa ganu
CBETBHT NPEXMBSBA HOBA epa Ha ,6apoHuTe pasborHuumn® — rmobanHo NOBTOpPEHME Ha nosnaTeHara
epa Ha Amepuka B Kpas Ha 19 Bek. [loTuckalwlo ce npegnonara, Ye OTKaKTO rnobanusaumsTta e
TpbrHana npes 90-Te rogMHM Ha MUHAnNMs BEK, € UMaro CKOK B 60ratcTBOTO Ha MunuapaepuTe B
WHOYCTPUK, KOUTO YECTO BKITHOYBAT ,,yAOOHM OTHOLLEHUSA® C MPaBUTENCTBOTO, KaTo Ka3nHa, NeTpon 1
cTpouTencTeo. B npoabmkeHve Ha ABe AeCeTUNeTns CbCTOSAHUETO Ha ,6nu3knuTe npuaTenu” ckoun
cnpsamo rmobannusa BBl u kato gan ot obwoto 6oratctBO Ha MunuvapgepuTe. To3u dakT
avckpeauTupa Kanutanuctudeckara cuctema Ha ,cBoboaHo npeanpuemadectso”. (The Economist,
May 7th 2016)

6 ,OCHOBHUAT NpobrieM e, Ye caMusiT Nasap ce € HakMoHUN BCE NOBEYE B NMOCOKA HA KOPNOpaTUBEH U
hMHaAHCOB enunT, KONTO € YNPaXXHWUI HENPOMOPLIMOHAHO BIIUSIHUE BbPXY HEro, JOKaTo OOMKHOBEHWTE
paboTeLln xopa HenpekbCHATO rybaAT cunata Cu 3a AOoroBapsiHe - KakTO MKOHOMUYECKa, Taka u
nonutnyecka“ (Reich, Nov 7, 2022). AmepukaHCKMTe OnurapcuM umar OrpoOMHO MOMUTUYECKO
BnusiHue. Ha npesnaeHTckuTe n3dopu npes 2012 r. (nocnegHuTe, 3a KOMTO MMame NoapoOHU JaHHU
3a nHaMBMAyanHuTe BHockM), Han-6oratute 0,01% ot amepukaHumTe (ToecT Han-6oratute 1% ot
1% Han-6oratute) npegcraenasat 40% OT BCMYKM BHOCKM B kaMnaHusATa. ,PyckuTe onvrapcu, kKouTo
ca obewwann nosnHoct kbM [lyTWH, BEPOATHO uMaT NO-manko nonuTudecka Bract B Pycus,
OTKOMKOTO amepukaHckuTe onurapcu B CALL®. (Reich, March 7, 2022)

7 OTnevyaTbKbT Ha KnuMartudHata nonutuka 3a 2022 r. maeHtuduuupa 25-Te Han-HeraTuBHU U
BMMATENHN KOpnopauun B cBeToBeH Mawab. Tol cbyeTaBa OLEHKM OT npusHataTta nnardopmMa Ha
InfluenceMap 3a oueHKka Ha aHraxxMMeHTa Ha koprnopaTyMBHaTa NofMTUKa 3a Knumarta ¢ MHAMKaTopw,
3a [a npeueHn OTHOCUTESNTHOTO MKOHOMWMYECKO W MOSNIMTUYECKO BIUSIHUE Ha BCAKA KOMMaHMS.
MeTponHuat cektop Ha CALL gomuHupa B cnmucbka, kato Chevron n ExxonMobil 3anaseat nvpBuTte
ABe mecTa, a Yetupu gpyrm komnaHum (ConocoPhillips, Marathon Petroleum, Valero n Phillips 66)
CbLLO BNU3aT B cnmcbka. [Apyrv NETPOSHM 1 ra3oBuU Urpadn, MAEHTUULMPaHM B aHanuaa, BKIoYBaT
OBe pycku komnaHum, Masnpom (9-to msacto) n PocHedT (14-TO0 msacto). BASF ce usgurHa B
knacauuata o 3-To MACTo Tasu rogmHa (ot 6-1o npe3 2021 r). Opyrm urpaum OT TexkaTa
NPOMULLNEHOCT, KOWUTO BMM3aT B CNUCbKAa, Ca CbCPEOOTOYEHM B CeKTopa Ha CToMaHara,
BKIMIOUUTENHO ABe AnoHcku komnanum, Nippon Steel Corporation (8-mo msacto) n JFE Steel (20-0
MsCTO), 3aeaHo ¢ ArcelorMittal (22-po msacTo). (InfluenceMap, November, 2022)
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MooabpXKaHeTo Ha eauH XoMeocTasnc Ha MKOHOMMYeckaTta, gemorpadckata U npupogHaTa
CMUCTEMa KaTo Usno, crnegoBaTerniHo, M3NCKBA yNpaBIieHCKN KOMaHAWM OT Mo-BUCLL NOPSiabK, B
crny4vas — OT HaLMOHaNHM AbpXXaBu N OT HagHAUMOHAMHN UHCTUTYLUN.

CoblUeBpPEMEHHO ,XapakTepbT‘ Ha KopnopauuuTe He € NpeTbpnsas CbLieCTBEHa
npomsaHa. OCHOBHWM MHAMKATOPWM Aanu KoprnopauusitTa ce Hamupa B ,LBeTywo 3apaBe’
npoabmkaeaT ga 6baaT: pbCTbT HA MacaTa Ha nevyanbaTta; peHTabunHocTTa U nasapHUAT
aan. CuHTe3anpaHo: Oasiu Kopriopauusima e rnocmuaHasia rno mesu rokazamesiu ro-8ucokK
pacmex om ,cpedHusi”. Ako e Taka, 3Haun e paboTtuna gobpe. M nak no To3m NOBOA, He € N
Heobxoaumo npeaedUHNPaHETO Ha MapKeTUHra € nNuue KbM peanHocTute?!

[dbpxaBaTa KaTo LeHTBbP 3a ynpaBrieHMe B HaLMOHareH U TPaHCCEKTOPEH acnekT

AKko bMHaHCOBWTE MoOKasaTenu ca XaroHuTe 3a pas3BuUTME Ha eOHOCEKTOPHUTE (U
TPAHCCEKTOPHUTE MMraHTU B TOBa YMCIO) TPAHCHALMOHANHN Kopriopaunn, yHKUNOHUPpaLLm B
ycnosusita Ha abCconioTHa WM OTHOCUTENHA KOHKYpPeHUWs, TO HayuoHasHama Obpxaea
npumexaesa ro-6ozam 6ykem oOm pecypcu, rfokasamesu 3a pasgumue U uenu Ha
passumuemo.

AKO 3a KopnopaumMTe OCHOBHUAT NokasaTen 3a OueHKa Ha pa3BuTUETOo e nevyanbaTa
(kaTo Maca u kaTo TeMN Ha NPUPAacT), TO 3a HaUMOHanHaTa gbp)KaBa OCHOBHUAT NokasaTten e
CBbp3aH C pacTexa W paseumuemo Ha HayuoHasHama cucmema, HO B MHOrO Mo-LUMpoK
acnekTt (gemorpadCcko pa3BuTue, coumanHo pasBuTUE, MKOHOMUYECKO pasBUTUE, KYNTYPHO
pasBuTUE, pasBUTME Ha OKOMHaTa cpega W T.H.) — MMEHHO Ha poHa Ha ocTaHanuTe
KOHKYPEHTHU HauMOHanHW Abpxxasu B 6rioka 1 U3BBbH HEro.

HesaBncumo ganu uneHysat B 610K Unn He, HayuoHanHume Obpxasu ca 8 ckpuma
unu omkpuma (UKOHOMUYECKa, coyuariHa, rnoaumuyecka u m.H.) KOHKYPeHUUsl nomexoy cu.
,Ja HagmuHew apyrute“, ToBa ca yenume Ha pa3sumuemo Ha HayuoHaHama Obpxasa®l! Mo
Taswn NpuyMHa, HE3aBMCUMO Janun € B Unu U3BbH GNOK, HaLMoHanHaTa gbpXkaea pasrnexaa
YyXKOMTEe TPaHCHaLUMOHANHM KOpnopaunm Kato ek30reHHU, A0KaTO MECTHUTE — eHOOreHHU 3a
pa3BMTUETO, criegoBaTenHo Te TpsbBa ga nonyyaTt HAKakBa peHTa (nonaun) oT ToBa, Ye ca B
Ta3n CTpaHa; KbM eHOoreHHUTe (PakTopy Ha pas3BUTMETO HauMoHanHata gbpKaBa OTHacs
aemorpadckaTta cMctema u npupogHaTta cuctema, a BCSKakBO NPUCBOSIBAHE HA YaCTUYKM OT
TAX B MOM3a Ha YyXXan CTpaHu Cce ThIIKyBa KaTo KpalHO HexenaTesiHo.

[Ja otBopM egHa Heobxoguma ckoba. 3a ecska ,HauuoHanHa®  unu
LMpaHcHauuoHanHa“ Kopriopayusi eK30eeHeH pecypc ca NPUpPOAHMUTE pecypcu, macaTa u
LeHaTa Ha paboTHa cuna, cbliecTByBallaTa MHPACTPYKTypa, KakTo KU NoKynatenHaTa cuna
Ha rpaxgaHuTte. HTepecuTe Ha TpaHCHaUWoHanHata Kkoprnopaums, CBbp3aHun C No-Bucokarta
andepeHumnanHa nevanba, BbB BCAKa CTpaHa ca HEUM3MEHHO HACOYEHW B HSAKOSIKO MOCOKM.
MbpBO, A2 NOMyYn KOMKOTO MOXE NO-U3rofeH OOCTbM M NO-U3rogHa LeHa [0 HanuyHuTe
npupogHuM pecypcu. BTopo, wuHBecTMUMMTE B WMHGpacTpykTypata, KOATO nonsea
Kopnopauusita, 4a ce noemart OoT AbpXXaBaTa, CrieAoBaTeNHO - OT rpaXxaaHuTe B Ta3n CTpaHa.
TpeTo, OT roanHaTa Ha NPUCTUraHeTo Ha MHBECTUTOPA B OnpeaerieHa CTpaHa, AbpXasaTa Aa
noTucka pbcta Ha paboTHUTE 3annaTtu No4 pbCTa Ha nevyanbarta. YeTBbPTO, NOKynaTenHarta
CMna Ha HaceneHWeTo Aa HapacTBa NO-Obp30, OTKONMKOTO pacTexa Ha npovsBegeHarta
NPOAYKUMs OT KOprnopauusiTa, 3a 4a MOXe NoTpebutennte Ha To3n NPoAyKUMS Aa KOHCYyMUpaT
KONKOTO MOX€ NnoBeyYe — C N0-BUCOKM pa3xoau. NornegHarto B mawaba Ha eqHa oTAenHo B3eTa

8 ObH CsonvH npe3 1978 r. cdhopmynupa HaumoHanHute uenu: ,Ja n3baBuM HawaTa cTpaHa oT
6egHOCTTa M U30CTaHANOCTTa... la HacTUrHe [Mnv] Aa HaaMWUHe HanpeaHanuTe cTpaHu.”
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CTpaHa, cnasBaHeTo Ha MbpPBOTO MIKC BTOPOTO MNIKOC TPETOTO ycrnosue, obade Bnv3a B
npoTMBOpeYne B YeTBbPTOTO YycroBue. CnegoBaTerniHo, MOCTUraHEeTO Ha MO-BUCOKa
andepeHuymnanHa nevanda oT KopnopauusaTa CnpsAMo BCUYKM OCTaHanm Kopnopauum, Moxe aa
ce MOCTUrHe UNun 4pes no-BMCOK NPUpPacT Ha NPOU3BOAMTENHOCTTa Ha Tpyaa, nonydyeHa Ha
eouHuLa AoNMbNHUTENHA (POHAOBBOPBKEHOCT (HE BUHArM XenaHm MHBECTUUMMK), UMK Ypes3
nocTuraHe Ha no-BMCOKa CTeneH Ha MOHOMOMHO MofnoXeHue (MOCTOAHHA MeyTa Ha BcCska
Koprnopauus).

CnepoBatenHo, uenute Ha €OHOCEKTOPHWUTE TpaHCHaUMOHanHW Kopnopauum ca
pasnnyHn N Harn-4ecTo TBbPAE NPOTUBOPEUMBUN HA LIeNUTE Ha MHOrOCEKTOPHOTO HaLMOHAaHoO
cTtonaHcTBo. Kopriopayuume riobupam, Hanb/IHO 8 110/13a Ha UHmepeca cu, 3a ,1osede rnasap”
u 3a ,MuHumanHa Obpxasa®. Ha Teopus nNpeanucaHMeTo Ha Koprnopauuute KbM
HaumoHanHaTa AbpXaBa Ce CbCTOM OT KIacuMyecku nakeT MNpPernopbku C YeTUpu 4YacTu:
nnbepanu3aunsa Ha ueHuTe, npuBaTM3aumsa Ha obwarta cobcTBeHOCT, nNubepanusaunsa Ha
BbHLIHATa U Ha BbTpeLLHaTa TbproBus, U cTporn 6rogxeTHn nkoHomun. Korto obade cnassa
TOBa npegnuncaHune, Ha npakTuka rybu, oCBEH ako He € Mo-BUCOKO pa3BuTa CTpaHa B Grioka.
HenbT Ha Pycus, Hanpumep, B cBeToBHUA BBl e Hamanan nodtn HanonosuHa ot 3,7% npes
1990 r. (koraTo cnassa npenopbkuTe Ha MB® n CB)Ha 2% npe3 2017 r.; cpegHUAT goxon Ha
99% oT HaceneHMeTOo € Hamanss, a CMbPTHOCTTa € HapacHana Haj BCUYKM NpeanLlHM HMBa.
MopobHa Gelwe cuTyaumsaTa B bbnrapus cneg ,0cBoboXaaBaHETO Ha LeHUTe®,

O6paTHo, HauMoHanHaTa AeMOKpauus Unu Jaxe aBTOPUTaApPHOTO YyrpaBfieHwe Ha
edHa CTpaHa, Wu3uckBaT frogede ObpxasHa Hameca U OmMKpum Ufu  [Apukpum
npomekyuoHu3bmM™®. Topgecbeprckata nporpamMa Ha MepmaHckata couuanaeMokpaTuyecka
naptma ot 1959 r. e kaTeropudHa: ,nasapu, KOrato € Bb3MOXHO, ObpXaBa, KOrato e
Heobxoanmo“. M opyrmn ctpaHu cnegeat To3u npumep. Hanpumep, Kutan npoussexga 1/3 ot
cBeToBHUSA BBl npe3 1820 r., noBe4ye OTKONKOTO MKOHOMMKATa Ha udna Eespona. Agam Cmut
npaeu BaxkHa benexka B ,boratcTBOTO Ha Hapoaute®, Ye ,Kutam e MHoro no-6oraTta cTpaHa
OT BCsKa YacT Ha EBpona n pasnukata Mexay ueHaTa Ha cpefcTBaTa 3a XuBoT B Kutan n
EBpona e mHoro ronsma. OpmnabT B Kutam € MHOro no-eBTVH OT MLEHMLAaTa BbB BCsika YacT
ot EBpona“ (CmuT, 1983, p. 147). U TO BB BpeMeHa, korato Kutan He ce crnaeu cbc cBo6oaHa
,nasapHa MKOHOMUKA® N OeEMOKpPaTMYHO yrpaerneHue. BenukobputaHus, pelieHa ga cb3gage
rnobaneH TbProBCKU pexum rno ceor obpas, Bnese BbB BoHa ¢ Kutan npes 1839 r. 1 oTHOBO
B kpas Ha 1850 r. B umeTo Ha onnyma, Hanaranku ,ceobogHaTa TbproBusi“ Nnpu KOHCymauunaTa
Ha HaPKOTULM N HaMNoXWU cepust OT HeEpaBHOMPAaBHN JOrOBOPU, KOUTO, HATOBapmMxa cTpaHata ¢
OrpoMHu obesLeTeHns n 3aryba Ha KOHTpon Bbpxy msHoca. o 1870 r. penbT Ha Kutan B
cseToBHMA BBl e cnagHan oo 17% v e NpoabKUIT PA3KO HAAoMy Ypes YyxXa umnepuannsbm
N nKoHOMMYecka ekcnnoaTtaums. Cera Kutan nva sTopaTa no rofieMvHa MKOHOMUKa B CBeTa
cneg CALL no otHoweHne Ha BBI1. Kak ce cnyunm 1031 Bb3xoa? OTroBopbT € ve Kutam
n3berHa ,okoBaTa Tepanusa“ n HeonubepanHata ugeonornsa (Weber, 2021). Kutanckute

9 B EBponelickus cbio3, HanpumMep, nogobHa MollHa opraHnsaums e European Round Table for
Industry (ERT). Bux: https://ert.eu/

10 MpoTeKUMOHM3MBT MOXe Aa Aobue 1 rmobanHn pamkuy, 3alluTaBankm MHTepecuTe Ha kopnopauunte
OT pasnuyHu cTpaHu. Hanpumep, CtuebH [lapeHte u Epyapg [lNpeckor B ,Bapuepun npeg
foraTcTBOTO" TBLPAAT, Ye pa3nuknTe B obwaTta dhaktopHa npomnssogutenHocT (TFP) obsacHaBaT To3m
beHoMmeH. Tean pasnumku CbLLECTBYBAT, 3aLL0TO HAKOWM CTpaHu uagurat 6apmnepu npea epekTMBHOTO
N3Mon3BaHe Ha NIeCHOO4OCTbMNHM TexHomnormu. LlenTta Ha Te3n Gapvepu e ga 3auTAT BbTPELUHN Nuua
B MHOYCTPMSTA C JIMYHU WHTEPEecu B HACTOAWMTE MPOU3BOACTBEHW MNPOLECU OT BbHLUHA
KOHKypeHUMs. AKO Tasu 3awmta 6bae crpsiHa, we nocnefBa 6vp3 pactex Ha TFP B no-6egHute
CTpaHu, U LLenuaT CBAT ckopo Lie 6bae MHoro no-6orat. (Parente & Prescott, 2000)
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nuaepu ce MpoOTUBOMOCTaBMXa Ha HeonubepanHoTo npegnucaHve 3a BHE3anHoTO
ocBoOOXOaBaHe Ha LueHuTe, npegHasHaveHo ga ,Luokupa“ MKOHOMMKaTa M3BbH NNaHMpPaHoTo
pa3BuTue. Heoknacuyeckata MKOHOMMKA TBbpAW, Y€ ObPXKABHOTO AENCTBME Ha nasapa e
OTKINOHEHME U 4Ye BMHarM e BpedHo. Ho mMma 3HauuMTeneH McTopudecku npeueneHT 3a
AbpXXaBHO-NasapHUTe OTHOLWEeHMs — BknountenHo B CALUM — n Kurtaih pokasea, ye
aHraXkmpaHocTTa Ha AbpxaBaTa Ha nasapute e Owmna no-CcKopo Hopma, OTKOJKOTO
N3KITloYeHNe Npes ronsiMa YacT OT YoselkaTa uctopusa. Llenta Ha pedopmute B Kutam e
MKOHOMMWYECKUAT pacTex n cTabunHocTTa, a He MapkeTusaumsTa.

OcBeH upe3 NPOTEKUMOHW3BbM, 3almtata Ha oblmMTe HauMoHarHW WHTepecu ce
nocTura n ¢ BOAEHETO Ha KOHBEHUMOHANHW Unn UKOHOMUYECKU 80UHU. Te moraTt ga 6bvaar
o6bpHaTK HaBbTPE B CTpaHaTa, KbM YaCTHULUTE, YpEe3 N3BECTHUTE NPAKTUKA HA EMUHEHTHUAT
aomenH (eminent domain'?), koMTO ce oOTHacaA QOO0 BnacTTa Ha npaBMTENCTBOTO [Aa
eKkcnponpuupa 4actHa cobGCTBEHOCT M Aa A npeBpblia B obuwectseHa ([Metata nonpaska
npeaBwxaa, Ye NpaBUTENCTBOTO MOXE Aa ynpaxHsiBa TOBa MpPaBO CamMO ako NpeaocTaBu
cnpaBeannBo obesuweteHne Ha CoOOCTBEHMUMTE Ha MMOTM). TEXKOo ,HakasaHue“ 3a
,CBeLleHaTa YacTHa cobCTBEHOCT", CbLLO TakKa, e Aa ce onpenenaT ,aa4MUHUCTPATUBHU® LIeHN
,LOTrope®, KOeTo NPOTMBOPEYN Ha forMkaTta Ha NasapHOTO LOKTPUHEPCTBO. MIKOHOMMYeckute
BOVMHM MoraT fa 6baaTt BOoAEHM MPSKO UM KOCBEHO CNPSAMO ApYrM CTPaHWu, opraHvM3auun u
rpaxgaHu, cnpaBefnMBo HapuyaHu ,MKOHOMUYECKN OPBXNA 3a MacoBO yHULLoxeHne® (Rajan,
Mar 17, 2022). VikoHomn4yeckata 6nokaga Ha Kyba ot ctpaHa Ha CALL e HanoxeHa Ha 7
deBpyapu 1962 r. 6e3 caHkumsa Ha OOH u npogbmkaea Hag 60 roguHU®. MIkoHOMUYecku
BOVHM (4pe3 Grnokagn, caHKumu, NpoBansHe Ha LOroBOpW, HapyllaBaHe Ha MeXAyHapooHU
3aKOHU U T.H.) Ce BOOAT, ako He cnassa BoaeHuaT oT CALL ,MexayHapoeH pef, OCHOBaH Ha
npaeuna“ (Rules Based International Order — RBIO) 3a pasnuka ot ,MexayHapodeH pea,
OCHOBaH Ha 3akoHa“ (Law Based International Order — LBIO), 3a konTo HacTosiBaT Kutan u
Pycus. JInHuute Ha ButkaTa ca HavyepTaHn — pbkoBogeHa oT CALL cuHrynspHocT, oT egHa

11 CALL no Bpeme Ha BTopaTa cBeTOBHa BOMHa BbBegoxa KOHTPOM BbpXy LieHUTe, 3a Aa 6anaHcupar
NPOU3BOACTBEHNTE HYXOW MO BpeMe Ha BOWHaTa Cc notpebutenckoto TbpceHe. lMpe3 1941 r.
HoBocchopmupaHata Cnyxba 3a agMUHUCTPMPaHE Ha LieHUTe Cb3fdage orpaHnyeHns Bbpxy 40% ot
CTOKWUTE Ha eapo 1 crnef ToBa ce NpUABMXKBA KbM ONpefensHe Ha TaBaH Ha LieHuTe. B cblyoTo Bpeme
3annartute 6sxa 3ampaseHu 1 nyénuyHuTe 3anacu OT 3bPHO M Namyk Osxa nycHaTu Ha nasapa, 3a
a ce cTabunmanpar LeHUTE Ha CeNncKoCTONaHCKUTE NpoaykTu. Pe3yntateT Oelle HUCKa uHdnauywus,
CTabMITHM LEHN N eKCMOHEHUMaNHoO BUCOKO NPON3BOACTBO. Tasum npakTika Gelue Tonkoea ycnewwHa,
ye CbegmHeHuTe WaTtn BbBeaoxa nogobHa cnuctema 3a KOHTPOI Ha LieHuTe no Bpeme Ha Kopenckara
BOWHa 1 BoMHaTa BbB BuetHam. (Keliher, July 1, 2021)

12 AHrnumickaTa npakTuka B Hayanoto Ha 17-TvM Bek e mapnaMeHTbT Aa paspellaBa OTHEMAaHETO Ha
cobCTBEHOCT M uUnM ga npegnucea cymara, koaTo Tpsbsa ga Obae nnaTeHa, unu ga ocurypu
cbOebHO NpOM3BOACTBO, 3a Aa s onpegenu. [enoto ce npoeexga 6e3 NpuUChCTBUETO Ha
cobcTBeHUKa. AMEpPUKaHCKUTE KOMOHUM pa3paboTmxa cbaebHu npouenypu, MO3BoNnsBaliM Ha
cobctBeHuka ga Obae wmacnywaH no Bbnpoca 3a obeswereHneto. Bwx no-nogpobHo: (U.S.
Department of Justice, 2022).

13 Mpe3 2018 r. kommcma Ha OOH wmzuncnn, 4e obwara LeHa Ha KybuHckata MKOHOMMKa oT 60-
rogvwHata 6nokaga e Han-manko 130 munuapga gonapa. 3a 30-tv nbT B O6WOTO cbbpaHue Ha
OOH Ha 3 HoemBpu 2022 r. ce nposefe rnacyeaHe MO pe3oniouusd 3a OTMSIHA Ha TbProBCKO-
MKoHoMmyeckata Onokaga Ha CALL cpewy Kyba. M 3a nopegeH nmbT pesonouuaTa Mnomnyyu
noakpenara Ha OrPOMHOTO MHO3WHCTBO Ha CTPaHUTE YNEHKU Ha Han-npeacTaBUTENHaTa CBETOBHA
opraHusaums, BKIIOYUTENHO Ha BCMYKM obpxkaBu oT EC, cpep Tax n bvnrapus. 185 ctpann ot OOH
HacTosixa 3a Kpal Ha aHTuKybuHckaTa brnokaga. Camo gBe gbpxaBu 6axa npotnB — oCALL u
M3paen. Owe f[Be ce Bb3gbpxaxa — bpasunus, koATo Bce owe e nog YnpaBreHMeTo Ha
ynTpagaecHus XXaup boncoHapo, n YkparHa, KOSTO N0 TO3U HaunH BepoATHO Gnarogapu Ha CALL 3a
nony4yaBaHaTa BCeCcTpaHHa BoeHHa nomoll. Ho ToBa pelueHue Hama 3HadveHune 3a CALLL.
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CTpaHa, U PyCKO-KMTancka MHOrOMOMSiPHOCT, OT Apyra cTpaHa. Tyk ce Kpue KIoYbT KbM
ObaeLweTo, a MUMeHHO Ko e crnedenu - ytebpaeHnat RBIO nnn 6baewmaT LBIO (npasunaTta
nnun 3akoHnTe)? AKO 3a 3aKOHUTE € SICHO KOW, KOra 1 KbAe rv € npuen, To 3a npasunarta H1UKON
HAMa npeacTaBa KoM M e Cb3[ar, Ha KakBO Ce OCHOBaBaT WIM KaKBO Ce CbAbpa BbTpe B
TAX, KAKTO U KakBu Wwe 6baaTt caHKuuMnTe, ako Te3u npasuna He ce cnassar.

[a ce ob6bpHEM HaBbTpPE KbM UKOHOMUYECKUme (U MapkemuHzo8ume) uenu Ha
HayuoHanHama Obpxaea. AKO OT MapKeTUMHroBa rfiegHa Toyka TpaHCHauuoHanHaTta
Kopnopaumss ce uWHTepecyBa OMNTMMarnieH MapKeTUHIOB MWKC, KOWTO BWHarM Cbabpxa
noptdpenn ot: P; - Hak-peHTabuneH nopTdenn oT NpoaykTn, ¢ P2 - Bb3MOXHO Han-pasgytn
ueHun, ¢ Ps - edpekTmBHa anctpmnbyums u ¢ P, HaTuckala“ peknama, To gbpkaBaTa ce nsnpass
KaTo 3alWMTHUK Ha aemorpadckata cuctema M npupogHaTa cuctema. HaumoHanHata
ObpXaBa ce CTpemMu ga noctaeBu ctporn Gapuepu no: Pi1 — nopTdenna ot notpebssaHm
npoAaykTn; P2 — ueHn, cboTBEeTCTBALLM Ha pasHockuTe; Pz — anctpmbyuusa, yoobHa no speme
N MSCTO Ha noTpebutenuTe; P4 — nHdopmmpalla peknama. U, pasbupa ce, kopnopaumnite ga
Cv nnawiat gaHbuuTe.

HauuoHanHama Obpxaea no fuHUsA Ha Pi (,Apodykmoeama ronumuka“) sbBexna
3aKOHM 3a 3awuTa Ha noTpebuTenuTe U 3a 3almTa Ha KOHKypeHUUsiTa, orpaHuyaBanku no
TO3N HavnMH ,cBobogaTa Ha nasapa“ (Hanpumep, npogaxbarta Ha XepowH, HanuTKn B
nnactMacosu ByTUMAKM UNN XpaHu C NeCTUUMAN U HATPATWU Hag onpeaeneHo HMBo). M He camo
TOBa, AbpXaBaTa NoAAbpXKa HENPaBUTENCTBEHUTE OpraHM3auun, KOUTO ce U3NpaBaT NpoTUB
KopropaTuBHaTa ,anyHocTkpaumsa“ (greedflation)4.

HauuonanHama dbpxaea o nuHus Ha P (,ueHoeama nonumuka®) ouwe noseye ceusa
,Cc80600ama Ha nasapHama uHuyuamuea“. CtaBa gyma u 3a LeHUTe Ha CTOKUTE, 1 3a LieHaTa
Ha paboTHaTa cuna. Han-ussectHute ,6apuepu npeq ceobogarta“ ca AbpKaBHO HANOXKEHUTE
TBbpAM'®, MakcumanHu (c ,TaBaH“'®) unu MuHMManHu ueHnl’. AKo HAKOW CeKTop mnocTura
,CBpbXneyanou*, To OaHbyHaTa cucTeMa UnuM M orpaHuyasa'®, wnm rmm mnssemsa 4ypes
AaHbum®®. 3a HaumoHanHaTta gbpXkaea ,eCTeCTBEHW Na3apHM LeHn” He CbluecTByBaT. Bcuuku

14 B bbnrapus, Hanpumep, ,AKTUBHU NoTpeduTenun® (https://aktivnipotrebiteli.bg/); B Fepmanus, ABcTpus,
®paHuua n XonaHgua — Foodwatch (https://www.foodwatch.org/en/foodwatch-international/), kouTo
HAMAaT camo ,anapMUCTKU® PYHKLUW.

15 OcobeHo BbpXy LEHMTE Ha OCHOBHWUTE NoTpebuTtencku bnara, kaTo Bogarta Unm enekTpoeHepruaTa,
Hanpumep.

16 Mpes pekemepu 2020 r., B cpegata Ha BTopaTa Bb/iHa Ha COVID-19, 6bp3nTe TecToBe 3a aHTUreH
bsxa B Hegoctur B lepmaHuda. B otroBop demepanHOTO MWHUCTEPCTBO Ha 34paBeOnas3BaHETo
u3gage ykas 3a orpaHvMyaBaHe Ha NMpuUXoauTe 3a TbProBUUTE Ha eApo A0 YeTUPUAECET LieHTa Ha
TecT. ToBa e pyTuHHa onepaTtuBHa npoleaypa B Hemckus 3gpaseH cektop. (Fuhrmann, 25.02.2022)

17 MuHumanHa ueHa“, Hanpumep, e uUeHaTa Ha paboTHata cuna. Bbnpeku nponaraHaucTkuTe
KopriopaTvBHU ynpeuu, Ye Tasu LeHa ce onpegens ,aaMVHUCTPaTUBHO®, B MOBEYETO MNO-Pa3BUTU U
Han-pas3BuUTK CTPaHU Tasu ,LieHa" ce onpeaens oT BbPXOBHUSA HaLMoHaneH opraH. [pun ToBa He camo
Kato eeKT OT noBuLLIaBaHe Ha NPOU3BOAUTENHOCTTA Ha Tpyda, a KaTo CbOTHOLUEHWE ,3annatm —
nevan6u“ B gobaseHata ctovHocT. B CALL, gokato mexay 1979 r. u 2019 r. yBenuueHusita Ha
3annaruTte npeacraesnseaTt 61,8% oOT nokauBaHuATa Ha LueHuTe, ot 2020 r. Hacam Te npeacTaBnsasar
camo 7,9%, koeTo cb3faBa HepaBeHCTBO U HecnpaseanueocT. (Wixforth & Haddouti, 08.11.2022)

18 Mpu noBaHeTo cu Ha BnacT B NepMaHus Xutnep BbBexaa MakcumarnHa peHTabunHocT oT 6 Ha cTo.
(MeHTBP, 1945, p. 148)

19 Mo Bpeme Ha MMbpBata u Bropata cBeToBHa BoWHa B CALL Gelwe HanoxeH AaHbK BbpXy
cBpbxneyanbuTe, 3a ga Ce YCBOST HEOYAKBAHO BUCOKUTE KOPMOpATMBHM nedanbu, cnevenexHun ot
N3BbHpPEeLHUTE 0B6CTOATENCTBA MO BpeMe Ha BOVHMTE. CbLUMAT nogxopn 6eLle npunoxeH no Bpeme
Ha netponHata kpmsa ot 1980 r. MexagyBpeMeHHO MHOFO eBpOMENCKN ObpXaBu BbBedoxa AaHbK
,CBpBbXMNe4yanou“ Bbpxy nNeTponHute u rasoBute komnaHun. B Ob6eguHeHoTO KpamncteBo Ton e 25
npoueHTa, gokato WMcnaHua ovakBa ga foBHece 7 mMunuapaa eBpO npes criefBalluTe HSAKOMKO
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YyCnoBus, Npu KOUTO efHa CToKa ce npousBexga, Tbprysa W npogasa, ca CoumanHo u
NONUTUYECKN onpeaerieHn 1 no To3n HadymH mMoraT ga 6baat NpoMeHeHu OT HauvoHanHaTa
AbpXXaBa, KOATO He MOXe [la CV NO3BOMM [ia He BNnusie BbpXy LeHnTe?,

Mak no To3n noBog, €BaHrenucTuTe Ha ,CcBoGOOHMS Masap“, koraTo 4yaT uaesl 3a
ObpXKaseH ,KOHMPOs/ Ha yeHume*, n3nagat B Texka genpecusi. ApryMeHTbT UM: ,BCAKO
BNUSIHWE BbPXY LeHuTe cb3gaBa geduumnTtu®. Ja npynoMHUM noyka oT MuHanoto. Cren
Btopata cBeToBHa BoMHa 3anagHa [epmaHuMa e u3MbyBaHa OT CTpOrM npaBuna 3a
ueHoobpasyBaHe W MMHUCTbLPBLT Ha WKOHOMMKaTa JlyaBur Epxapa HacTtosBa 3a
peanuampaHeTo Ha ,cBo60aHA NasapHa MKOHOMUKA® U UANOCTHa geperynauma Ha ueHute. C
paspelleHne Ha aMepuKaHCKUTe OKynaTopu TOW npaBu NbpBaTa Kpadka B Tasu Mnocoka C
BanyTtHaTta pedopma, 3anoyHata Ha 20 oHun 1948 r. Ho npegnonoxeHneto Ha Epxapa, ve
LlEeHMTE CKOpO LLE Ce ,M3paBHAT", ce okasa norpewHo. Bmecto ToBa 6bp30TO NokayBaHe Ha
LeHnTe JoBeae OO OrPOMHO rpaXKaaHCKo HenoaunHeHne. PelweHne Ha npobnema ce Tbpcelle
ypes orpomMHata ,llporpama StEG“ (Staatliche Erfassungsgesellschaft fir offentliches Gut
mbH): gemunuTapusnpaHe Ha BOEHHM CKNagoBe, pas3npbCHATU M3 repMaHCKUst Nemnsax,
peunKnMpaHe Ha BCMYKO B TSIX U NPeaoCcTaBAHETO UM Ha repMaHckaTa ukoHomumka (Bell, Vol.
25, No. 1 (January 2018)). Bbnpekn ToBa LeHUTE OCTaHaxa BUCOKN M TbProBCKUTE nevyanou
npoabikmxa ga pacrtart. ,CuTyaumaTa ce NPOMEeHss caMo C agMUHUCTPATUBHU MEPKU, KOUTO
npoTMeBopeYaTt Ha BApBaHuATa Ha Epxapa: Ha 6 centemBpu 1948 r. Bnactute yctaHoBsiBat
npaBHO 0OBBP3BALLN ,MAKCMMAITHU LLEHN 3a KpalHM NoTpebuTenn® n orpaHnyaBaT MapXoBeTe
Ha nedanba Ha 20%. EaBa cnen Ttasyv KOMOMHALUMSA OT KOHTPON Ha LIEHUTE U TaBaHW Ha
NpPUXoanTe Han-HaKpas LeHnTe nagHaxa. YcnelwHaTa nporpama belle npekpaTteHa npes 1953
r. n Jlyosur Epxapg — gocta abcypaHoO — ce npeBbpHa B CMMBOJST Ha yCneLlHa MKOHOMUYecKa
nonutuka“ (Fuhrmann, 25.02.2022).

HauuonanHama dbpikasa ro nuHus Ha Ps (,0ucmpubyyuoHHa rnonumuka®) saujumasa
8 UHMepec Ha gpaxx0aHume u obwecmeomo rnpuHyuna ,xopama npedu nedanbume* (People
Before Profit) upes: mepkute 3a xunuwa Ha AOCTbNHN LEHWN, UHULMATUBUTE 33 YUCT Bb3AYX,
3a cbyeTaBaHe Ha onTuMyMa ,rpag — npupoga“ npu rpagckoTo 30HMpPaHe U KNUMaTUYHUTE
pasnopenbu B wmHTepec Ha Bcudkn. OT pgpyrata cTpaHa nobuctute OnoHWpaTt npoTuB
,MPOTEKLUNOHNCTKUTE OrpaHNYeHns 3a TbpProeusi Ha ApebHO Ha permoHanHoO U MeCTHO HMBO®
(European Round Table for Industry, 2022), kato umat npeasug obLMHCKUTE Npasuna 3a
orpaHvyaBaHe Ha paslwmpsaBaHeTo Ha XunepMapkeTuTe B rpagoBeTe, KOETO € OT CbLEeCTBEHO
3Ha4yeHMe 3a 3almTa Ha MECTHUTE MKOHOMUKM U xopa. Owe eavH npumep, OPEHCKOTO
NnpaBUTENCTBO NnaHupalle Aa BbBeae 3abpaHa 3a BbLTPELUHWU MofeTy Ha no-manko ot 250
KuromeTpa oT Kpasa Ha mapT 2022 r., noHeXe MbTyBaHUSATA fIECHO Ce MU3BbPLUBAT U C BMak,
KOWTO HaHacsi MHOTOKpaTHO MO-Manko Bpeau Ha okonHaTta cpefa; He3abaBHO Cblo3bT Ha
dpeHckmTe netmwa (UAF) cbBMeCTHO C eBpoOnenckmst KIMoH Ha MexxayHapogoHusa CbBeET Ha
netuwata (ACI Europe) nogage »anba B bprokcen cpeLly Tasu Msipka, NoHexe orpaHnyaBana
,cBobogata Ha npuaBwkeaHe* (James, December 22, 2021). Mo nogobeH HauymMH ce

roavHn. Hopeerus ovakea 50% yBenuueHue Ha daHbuHUTE npuxoaum npes 2022 r. EBponerickaTa
KOMMCKSA npeanara ,Takca 3a COnuMaapHOCT" BbpXy CBpbxnevyanbute B CEKTOpa Ha uskonaemuTe
ropmea npe3 2022 r. Tasu Takca Wwe Bb3nusa Ao 33 Ha CTo oT obnaraemarta nedyanba. (Wixforth &
Haddouti, 08.11.2022)

20 Cnopep KOHBEHLMOHANHaTa Teopusi, B ,cBo6oaHaTa nasapHa MKOHOMMKA"®, KOraTo TbPCEHETO CnajHe,
ueHuTe Hamanseat. He e Taka Ha npakTuka. Ha 20 oktomBpu 2022 r. Pfizer 0658u Ye wwe yBenuun
ueHarta Ha BakcuHuTe npoTtus Covid-19 ¢ 400%, NoHexe NPOrHO3nTe My 3a yCBOSBAHE Ha BaKCUHUTE
nokassat HamarneHue cbc 75%. (Mercola, November 01, 2022)
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pasrnexga n MapkaTa, Ypes3 KOSTO CTOTULM €BPOMENCKN rpagoBe BbBegoxa CTPorn Mepku 3a
HamansiBaHe Ha 3aMbpcsBaHETO OT aBTOMOOMIHMA Tpauk M Ccb3gaBaHe Ha noBeve
NPOCTPaHCTBO 3a BEMOCUMNEQNCTU N NeLexoaum.

Hakpas Ha MapKeTUHroBUSI MWKC, HauyuoHasHama Obpxaea Mo JUHUS Ha Pj
(,KOMyHUKaUyUOHHa ronumuka®) ce cmpemu 0a MUuHUMausupa nasapHama maHurnynayus 3a
cMemkKa Ha YyecmHama MapkemuHao8a KoMmyHukayus (JdypaHkes, 2014). Owe ot Agam Cmut
LEeHTPanHoTOo y4eHMe Ha MKOHOMKKaTa €, Ye cBOBogHUTE nasapu HU ocurypssaT maTepuanHo
Gnaronony4ne, cskaw OT ,HeBuauma pbka“. Hocutenute Ha HoGenoBa Harpaga [xopox
Akepnod n Pobbpt Wunbp, otnpaBaT ¢yHOaMeHTanHoO npeamsBMKaTeNicCTBO KbM TOBa
Npo3peHne, a UMEHHO KaTo TBbPAAT, Ye A0KaTO Uma opraHm3auunn, oyHKUMOHMpawm Ha 6asa
neyan6a, npogaBayMTe CUCTEMATUYHO LLE eKcrnoatmpaT NCuMxonormyeckute crnaboctu u
HEBEXECTBOTO 4Ype3 MaHunynauus u wuamama. Bmecto pga 6boaT no  CbleCTBO
AobpokayecTBEHN N BMHArK ga cb3gasar no-ronsiMoto 6naro, nasapurte no CBOSATa CbLUHOCT
ca MbiHu ¢ Tpukose 1 kanaHu (Akerlof & Shiller, 2015).

Kakto ce Bwkaa, koopanHauMsiTa Ha pelleHusaTa u AencTBuaTa Ha Kopnopauumte C
peLLeHnaATa 1 4ENCTBUSATA HA HaUMOHanNHaTa Abpxaea mMorat Aa 6baaT KoopaUHUPaHU — Unn
B MOCOKa Ha MHTepecuTe Ha Kopnopauunte, Uy B NOCOKa Ha UHTepecuTe Ha rpaxaaHuTe. B
TOBa OTHOWEHWe HayuoHasHama Obpxasa uma ouwe eOHO npedumcmeo rped
Kopriopayuume: 0b/120CPOYHOCM U cucmeMHocm Ha suxdaHusima. VIMeHHO Mo TO3W HaduH
Obpxaeata ocBoboxgaBa M KopnopauuuTe, U rpaxgaHuTte oT ,KMBOTMHCKMTE OyxoBe®, no
aymuTe Ha [xoH MenHapa KenHc. MNogobHo Ha KenHe, Akepnod n LUnnep ca kaTeropmyHu,
Yye ynpaBfeHMeTo Ha Te3n XMBOTUHCKM OyXOBe M3UCKBA TBbpAaTa pbka Ha NpaBUTENCTBOTO
— OCTaBSAHETO Ha nasapuTte ga paboTaT camm HaAMa ga ceBbpwm HeobxogmmoTo (Shiller &
Akerlof, 2010).

Pa3BMTMETO KakTO Ha MHTerpauMsTa Ha TeputopuanHuTe CUCTEMU (Ha OTAenHuUTe
CTpaHu), N Ha Kopnopaum1Te, a CbLUO M Ha KNGEepHETUYHUTE CUCTEMM 3a ynpaBsrieHue, npes
XXI-B1 BeK HM u3npass Nped HeobxoguMocTTa Aa ce pa3paboTaT U peanuaupaT He camo 4-
roaMLLIHK yNpaBIieHCKM NnaHoBe Ha AbpkaBaTa (CbBnagalum ¢ MaHaaTa Ha NpaBuTENCTBOTO),
He camMO eJHOroAWLLHN UM ObArOCPOYHM MaHOBE Ha BCsSKa KOpnopauus, HO CbLLo Taka U
ABbArOCPOYHN NporpamMu 3a ouensBaHe U pa3BUTME He CaMO Ha MKOHOMMKaTa KaTo cucTema,
HO CbLLO Taka Ha npupogHaTa cuctema u gemorpadpckata cuctema, KoMTo He moraT ga
ovakBaT pesynTtaTtu, NoflydeHu OT CryYyanmHocTute Ha cBobogHusa nasap. CtaBa gyma 3a
pellaBaHeTO Ha 3ajayv, KOMTO ca He caMO AbMrocpoyHM (B paMKMTE Ha HSAKOMKO
nocnegoBaTenHu NpaBUTENCTBA), HE CamMO €4HOAbPXXAaBHW, @ CBbP3aHW C KOMMSIEKCHUTE
npobremun, HapuyaHu ,CTPaHUYHN edekTn® OT MKOHOMWYEcKaTa AEWHOCT Ha CTpaHuTe B
rnobanHus ceAT. Tasm No-BUCOKa CTeneH Ha 06EeKTMBHO HeobXxoaMMa KoopAaMHauma HaMmupa
n3pas B Taka HapevyeHuUTe HauMoHanHM AbnarocpoydHu (3a 15-20 roguHn) KOMNNEKCHN Lenesu
nporpamu (OLKIT). Ja nocounm Hakonko KparHo Heobxoaumm OLIKI Ha cerawHuns etan:

1. ALIKT1 3a onasgaHe u 8b3ripou3sodcmeo Ha rpupodHama cucmema. Nognporpamu:
oBnagsBaHe Ha rnobanHoTo 3aTonnsHe; NpekpaTaBaHe Ha ONyCTUHABAHETO M oby4aBaHeTo
Ha okornHaTa cpefa U T.H.

2. OLKI 3a npecmpykmypupaHe Ha UKOHOMu4Yeckama cucmema. lNognporpamu:
NPecTPyKTypupaHe Ha eHepreTvkaTa; NpecTpykTypupaHe Ha KpanHaTa npogykuus n T.H.

3. [ALKI 3a Odemocpagpcko passumue. [lognporpamn: NpPecTpykTypypaHe Ha
notpebneHneTo; Cb3gaBaHe Ha 34paBOCIOBHA OKOSIHA cpeAa U Bb3MOXHOCTU 3a OM3NYECKO,
WHTENeKTyarnHo M OyXOBHO pas3BuTME; HamansiBaHe Ha HepaBeHcTBaTa B OOLLECTBOTO;
Cb3gaBaHe Ha 0bLLECTBEHN Bb3MOXHOCTW 3a paBeH CTapT B YOBELLKOTO pas3BUTME U T.H.
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4. [JLIKT] 3a paszsumue Ha Haykama u Hay4Homo obcriyxeaHe.

5. [ILIKTT 3a cbrnuxaeaHe Ha pasHuwama Ha COUUaTHO-UKOHOMUYECKO paseumue 8
peauoHa (B bwnrapus, B EC un B ceeTa).

Ho n HauuoHanHuMTe AbpXKaBuM HE ca B CbCTOSIHME Aa pewaTt camu rrnodanHute
BbMNPOCU Ha Pa3BUTMETO.

TpaHCHauMOHaNHUTE WHCTUTYLUMM KaTO LEHTbP 3a ynpaBrneHue B
TpaHCHaLMOHaneH U TPaHCCEeKTOPEH acnekT

MkoHOMMYecKaTa CbLUHOCT Ha eAnH MexXayHapoaeH pernoH Ha TbpProBCKa MHTerpaums,
TakbB KakbBTO € No 3amucbn Esponelickusm cbto3 (CBOOOAHO ABUXKEHME HA XOpa, CTOKU U
Kanutanu), e cb3gaBaHeTO Ha eAuHHO none Ha audepeHuManHa peHta. HamupaT necHo
0BSICHEHNE KaKTO rOTOBHOCTTA Ha €4HW OT y4YacTHUUMTE B Cblo3a, Taka U CbnpoTuBaTta Ha
OpYrv ydacTHUUM, cpeLLy A0MYyCKaHeTOo B HErO Ha HOBU efTEMEHTH; KaKTO rOTOBHOCTTA Ha eHu
L2ayTcangepu®, Taka n HexxernlaHMeTOo Ha Apyrun No-6oraTy cTpaHu Aa rv BKN4YaT B paMKUTE Ha
cbio3a. CamaTa HeobxooMMOCT OT 0Opa3yBaHe Ha eAMHHO Mnone Ha gudepeHumnanHa peHTa
(Mpn onpegeneHn ycrnoBust M Mexay OnpedeneHn y4yacTHUUM) € CBbp3aHa KakTo C
obeKTMBHaTa UHTEpHaUNOHanNn3aums Ha NpoM3BOACTBEHUSA NPOLIEC, Taka U CbC cneunguyHns
MeXaHN3bM Ha MOHOMOMNCTUYECKaTa KOHKYPEHLMA MEXAY TpaHCHaLMoHanHMTe Koprnopauuu,
3a KOUTO B Ka4eCTBOTO MM Ha LEHTpOBe 3a onTummsaumsa Ha 6asa nevanba HaunoHanHuTe
rpaHvum ca ,TecHU" OT rnegHa ToYKa Ha NPOM3BOACTBEHUTE MOLLHOCTU UMK NMoKynaTtenHaTa
cuna, a CblUo C OTHOLIEHUATa KbM gpyru rpynu kopnopauum — Hanpumep CALL n EC cpelty
BPUKC+, Pycusa, Knutain n Mugns. Pasbupa ce, NbTAT KbM NOCTENEHHA MHTErpauUns B pamMKnTe
Ha pernoHa € MHOro CroXeH — NpuMep 3a Toea e Ye EBponencknaT cblos oLle He e NOCTUrHan
nHTerpaumsa B oblia BanyTHa cuctema, nogyvMHsBalla ce Ha TBbpAW NpaBuna n Kputepum,
KOSITO € summa summarum Ha eguHHOTO none Ha audepeHuyunanHa peHta. OcseH ToBa, EC
HAMa o6LLla BbHLIHA MKOHOMMYECKa NONUTMKa, obwa domckanHa nonuTtuka, obia nonutmka 3a
CTPYKTYPHU NMPOMEHW HA WMKOHOMMKaTa Ha Cbio3a. Bbnpekn ye TakmBa oOWM MONUTUKM
OTCbCTBAT, B TOBA OTHOLEHME ©aBHO, MbUYMTESNIHO, HO BCE NaK — CPaBHUTENHO YCMELLHO,
LEOMHHMAT 00w, nasap“ eBonioMpa kKbM Obaewa EBponencka couunanHo-MKOHOMMUYECKa
cuctema.

OT ynpaBneHcKka rnefHa Touka ceralHoTo CbCTosiHME Ha EBponenckms cbio3 Moxe Aa
Ce xapakTepuaumpa Kato CbCTOSHMETO Ha eQnH OPKECTbP, B KOWTO Nped BCEKN U3MbAHUTEN €
NnocTaBeHa pasnuyHa napTutypa, a BCEKM OT M3MbIHUTENUTE MMma 3a uen ga Haacsupsa
OCTaHanuTe KOHKYPEHTW, KaTo OMPUreHTbT OTCbCTBa. Bbnpekn ye EBponenckmaT cbio3 ce
npeAacTaBs KakTo NOMUTUYECKM U MKOHOMUYECKU CbiO3, B rofidMa cTeneH Ton npodnsnkasa 0a
6b0e npedu 8CUYKO MbP208CKU ChbH3. EBPONENCKUAT NKOHOMNYECKM N CoLManeH KOMUTET e
caMO KOHcynTaTMBeH opraH Ha EBponerickua cbto3. EBponerickata LleHTpanHa 6aHka,
EBponenckata nHBecTMumoHHa 6aHka u EBponenckna MHBECTUUMOHEH DOHA CbLUO HAMAaT
KoopauHupawu dpyHkumn. [a gobaBum, 4e OCBEH BCUYKO OCTaHarno, cmpaHume-4eHKU Ha
Esponelickusi cbto3 ca 8 nepmaHeHmMHa UKOHOMUYECKa KOHKYPeHUuUsi MoMexady cu. [I0KONKOTO
CcTaBa AymMa 3a COUManHoO-MKOHOMWYECKa WHTerpauusl, TS ce peanusvMpa C BPEeMEBOTO
namepeHme Ha 1-2 nokoneHusi. Ho 4e ,rmaBHMAT MO3bK‘ € 3apaboTun, HAMa CbMHEHME,
noHexe EC ce kKoopOuHupa ece ro-ycrewHo 3a:. Npexod KbM KpbroBa WMKOHOMMUKA;
ocurypsisaHe Ha CBETOBEH MUP; 3agbnbovyaBaHe Ha paBEHCTBOTO MeXAy CTPaHUTE-YIEHKU;
n3npeBapBallo pas3BuMTME Ha HaykaTa M BHeOpsiBaHETO Ha MOCTWXKEHWsITa Ha moaepHaTta
TEXHWKa U TEXHONOMMK; eguMHHa BanyTHa cuctema n eguHHa puckanHa nosituka; u T.H.
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Bbnpekn Bcuuko, naHgemuaTa ot Covid-19 n BorHaTta Pycusi-YkpanHa, Hanoxuxa
EeKCTPEeHO nMo-0b/160K0 UHMezgpupaHe Ha cmpaHume om EC: npeMyHa ce KbM e4MHHa oLeHKa
Ha HyXguTe n NoTpebHOCTUTE OT BakCUMHWU WM fNiekapcTBa MO BPEME Ha NaHAEeMUATA, KaKTo U
KOOPOWHUPAHOTO UM pasnpeaeneHne Mmexay CTpaHuTe-uYrieHkn; obMncns ce n ce noaroTes
obuloeBponencka cuctema 3a BbHLWHA curypHocT (ocBeH LUeHreH); npemuHaBa ce KbM
dopmupaHe Ha obLia eHepruiHa cTpaTerMs U nnaHoBe 3a 3a40BOSISIBAHE HAa HYXXAWUTE Ha
BCSKa CTpaHa OT crneumduyHn eHEpPrnnHN pecypcu; cb3gaBaT Ce edunHHWM CTaHdapTu u ce
nognomarat (YMHAHCOBO M MaTepuanHo ycunusita 3a Bb3NPOU3BOACTBO M NoaLpbXkka Ha
oKoSHaTa cpefa; u T.H. [bnrocpoyHnaT 6iogxeT Ha EC 3a nepunoga 2021-2027 r., 3aegHo ¢
nHctpymeHTa NextGenerationEU, e ¢ obw, pasmep oT 2,018 TpunmoHa eBpoO, KOMTO Lie
NMOMOrHaT 3a nNonpaBsHe Ha MKOHOMUYECKUTE U COLUManHuTe WeTW, HaHeCeHM OT NaHAeMunsaTa
OT KOPOHaBUpPYC, 1 3a N3BbPLLUBAHE Ha Npexoda KbM e4Ha MOAepHa 1 no-ycronymea EBpona.
MakeTbT ce CbCTOM OT AbAroCpoYHUS GrogxkeT 3a nepmoga 2021-2027 r. (MHororoguwHaTta
dmHaHcoBa pamka) B pasmep Ha 1,211 TpunmoHa eBpoO MO TEKYLIM LEHU U OT BPEMEHHUS
WHCTPYMEHT 3a BbacTaHoBsABaHe NextGenerationEU B pasmep Ha 806,9 munmnapga eBpo no
Tekywm ueHn (EBponencka komucus, 2022).

Owe no-sBncok ot EC un, owe no-TOUHO, Hal-8UCOK UEHMbBbP 3a yrpaeseHue U
koopduHayusi e OOH. Tam ce NOCTaBAT 3a peLlaBaHe KyoBUTE BbNPOCKU M Npobnemn Ha
pa3BUTUETO, KaTo Ce CTura He camo Ao 5-7 roguwiHyM nporpamu 3a npomsiHa (kakeuto EC
pa3paboTBa), a 40 NocTaBsaHETOo Ha  xunsgoneTHn uenu (United Nations, 2022). YUpes Te3n
.Lenm Ha xunagonetneto’, KOMTO BCBLLIHOCT ca No-KpaTtkocpoyHu (10-20 roguHu), Ha
npakTKka CTpaHUTe No CBEeTa Ce cnopasyMsiBaT Aa NocTurHaT obwo 6baelle npu yCTondumBo
pasBMTUE N KPBrOBa NKOHOMMKA.

3aknr4eHune

LLlo ce oTHacsa go aktyanHaTa cutyaums (a He Beye 40 uctopusita), gpakmopnm, Koimo
Oelicmea npomus mo3U OMaz2boCaH Kpbe Ha HUCBLK pacmex, eucoka uHgrauus u
Hedorycmumo HepageHcmeo, Ce CbCTOM OT nopeauuarta CTblku, KOUTO YCIOXHEHUTE 3a4a4n
Ha koopauHauusiTa B cuctemara ,kopnopaumsa — abpxaBa — EC - OOH" msnckBaT HeLllo
OTAaBHa W3BECTHO - anropuTMmu3upaHeTo Ha 0asata Ha asmomamusupaHa cucmema 3a
yrpaesneHue npu ,HamaseH cysepeHumem® Ha YacmHama cobcmeeHocm U ObpxXasHUme
peweHus. Kakto ce Bmxaa, ynpaBleHMETO Ha MKOHOMNYecKaTa cuctema npungobmea Bce no-
LleHTpanManpaH xapaktep, HO Npu HapacTBalla KoopaMHauusa Ha OTAENHUTE MKOHOMUYECKM
CUCTEMM M areHTn, BMECTO Oa Ce pasBMBa KaTo TPaAOAMLMOHHUTE nupamuaanHy KOMaHOHW
OTHOLWUEHUS, M CbLIEBPEMEHHO CaMOTO pas3BUTUE HaA WKOHOMMYEcKaTa cucTema ce
npuapyxasa C pasBuUTUE Ha OrpaHUYUTENTHUTE pPaMKW, MOCTaBsSHM OT MO-BUCLL €TaX Ha
pelleHns n koopamHauus. ToBa nsguraHe Ha LeHTbpa 3a KOOpAMHMPAaHE Ha ynpaBreHCKNTe
pelleHns BCbLLUHOCT MnognomMara KakTo KoprnopauuuTe, ornepupaliyM TpaHCHaUMOHAmNHO W
TPaHCCEKTOPHO, Taka 1 HauMOHanHnTe gbpxasn 1 obLlectsaTa B TSX.
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B1b3MOXHOCTM 3a pa3paboTBaHe Ha cTpaTerMyecku u 6usHec nnaHoBe 4pe3

ob6na4yHo 6asupaH coctyep
Bopwucnae Bopucos?!

Pestome: Passutmeto Ha VIKT B HaweTo cbBpemue nognomara paborara Ha cneuunanuctmute
OT pasnuyHn obnacTn Ha HaykaTa M npakTukata ¢ pasHOObpasHM W pasfiMyHM NO CBOETO
npeaHasHavyeHne 1 (PyHKLMOHANHOCT NporpamMmH/ NPoAyKTU. 3a CbCTaBAHETO HA PasfnU4HM
BMAOBE NMaHOBE CbLUO Ce npeanarat Takuea MHCTPYMEHTU, Npeanarawim Ha notpebutenure
yKa3aHusi, MPUMEPHU OOKYMEHTWU, U34YMCnUTenHu npouenypu v np. Benukn Te ca HacoyeHu
NnpeanMHO KbM pa3paboTBaHe Ha aHanuaun, NPOrHo3n U TEXHNUYECKM pas3yeTn, Heobxoammm 3a
OusHec nnaHoeeTe. Ho [O ckopo HAMalle TakbB codTyep, KOMTO Aa e yaobeH 3a nona3saHe
OoT Obnrapcks noTpebutenn, Ha Obnrapckum esuk, OTroBapsili Ha cneumdukata Ha
Obnrapckara npakTuka u n3nckBaHus 3a paspaborBaHe Ha cTpaTermyeckn n 6MsHec nraHoee.
TakbB 06nayHo 6a3npaH NpoaykT 6elue paspaboTeH no npoekT [poToTunnpaHe Ha obnavyHo
6asunpaHo copTyepHO NpUNoXeHue 3a nraHupaHe n GrogpxketTupaHe”, pmHaHcupaH ot [leceta
cecnst Ha HauuwoHanHust nHoBaunoHeH oHd. OCHOBHOTO NPeauMMCTBO Ha NpoaykTa e, 4ye
npeanara paspaboTBaHETO Ha cTpaTerndyeckm u OM3HEC nnaHoBe KaTo LUSANOCTEH
B3aMMOOOBbp3aH npouec. B cTyguaTa ce pasrnexgar OCHOBHUTE  OYHKLMOHAMHK
XapaKkTepuUCTMKN Ha NPOAYKTa U HEroBUTE BBb3MOXHOCTW 3@ CbCTaBAHE Ha CTpaTernyecku u
Gu13Hec nnaHose.

KnrouyoBu aymum: ctpatermyecko nnaHupaHe, 6usHec nnaHose, obnaveH coptyep
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BbBeneHue

[MpoBb3rnacsBaHeTO Ha NraHMpPaHeToO KaTo OCHOBHO NPEeAMMCTBO Ha AupWXKMpaHaTa
MKOHOMMKA He MOMOrHa TS Ada crneyeny MKOHOMUYECKOTO CbhbCTe3aHue C nasapHaTa, KoeTo
AoBede 00 Apyrata KpanHOCT M MbIIHOTO My oTpuyaHe npes 90-Te roguHn Ha MUHanus Bek.
Cnep pecet rogvHu Ha 6e3nnaHoOBOCT, Janv nopagu ocb3HaTa NoTpebHOCT unu nopaau
CbBETU OT BbH, ce pa3bpa, 4e TOYHO Npu NasapHaTa MKOHOMMKa TpAbBa BHMMAaTENHO Aa ce
nnaHupa, Tbi KaTto MMEHHO B YCNOBUSATa Ha cBobogHa KOHKypeHuus e Heobxoaumo aa ce
oTYMTaT MHOMO MHTEpPEeCcU U Aa ce npeaBwxaaT MHOro puckoe. Taka OT HayanoTo Ha HOBUSA
BEK y Hac nnaxo 3anoyHaxa ga ce paspaboTtsaTt nbpBuUTeE cTpaTernyeckn n busHec nnaHose
Ha HauWOHamnHO, pervoHanHo u cupmeHo HuBOo. C npuobwiaBaHeTo Ha Bbnrapusa kbm
EBponeincknsa cblo3 nnaHoBaTa MpakTuka y Hac ce xapMoHM3upa C eBponenckata. bsxa
pa3paboTeHn MHOXEeCTBO MfaHOBE W NporpaMu, Hamupawim ce NoMexay CU B CITOXHU
OTHOLLEHUNA Ha koopanHaumsa u cybopanHaums. MNMpegnpuexa ce n oencTens 3a nogromaraHe
Ha NnaHoBMLUMTE C MeToaNYECKN pa3paboTkm, KOUTO Aa yeQHAKBAT pa3Hoobpa3HaTa npakTuka
U ga MmHMMmM3MpaT cnaboctute, 3abenssaHu npu paspaboTBaHETO Ha MbpBUTE MNTAHOBU
OOKYMEHTU B HOBUTE NasapHu yCroBus.

CobBeTbT 3a agMUHUCTpPaTUBHA pedopma, cb3gageH c [loctaHoBneHne Ne 192 Ha
MuHuctepckus cbeT oT 5 asryct 2009 r., npue MeTogonorus 3a cTpaTernyecko nnaHupaHe
B P Bvnrapus (CwBeT 3a agMuHucTpaTmBHa pedopma, 2010). PaspaboTBaHeTo 1 Lenele ga
cbAenctBa 3a (OpMUMpPaHETO Ha eduMHEeH noaxon npw paspaboTBaHETO Ha CTpaTernyecku
OOKyMeHTU y Hac. B MeTogonornara ce nocousaxa OCHOBHUTE NPUHLMMAN Ha CTpaTermyeckoTo
nnaHvpaHe. [lage ce npumMepHa CTPYKTypa Ha cTpaTerMmTe U Ha cTpaTerMyeckute nnaHose,
HaCOKM 3a aHanuTMYHaTa M ueneBaTa MM 4acT, 3a TAXHOTO HabnaeHWe n oTYMTaHe.
YTOYHMXa Ce HSKOW OCHOBHW MOHSTUSA, CBbP3aHW CbC CTpaTernyeckoTo nnaHupaHe. Tasu
MeTtogonorna obade, ocBeH 4Ye He OTroBapsille Ha Hay4yHuTe akcumomm B obnactta Ha
nnaHoBaTa Hayka, He pellaBalle peguua npobnemu, CBbp3aHn C nraHoBaTa NpakTuka, Tbi
KaTo Gelle HacoyeHa NPeaNMHO KbM OpraHu3auumte oT nybrimdHMS CeKTop M ce oTHacsLwe
camo 3a efuH BUA nrnaHoBU JOKYMEHTU — cTpaTermdeckuTe nnaHose.

lMpe3 BTOpMA nporpameH nepuod Ha 4neHcTBOTO Ha bbnrapus B EC 6saxa
pa3paboTeHn MeTOAMYECKM yKasaHus 3a M3roTBAHE Ha HOBWUTE MPOrpamMHU LOKYMEHTW, a
nmMeHHO MeTogunyeckun ykasaHus 3a paspaboTsaHe Ha HaumoHanHa ctpaTterns 3a permoHanHo
passuTue (2012-2022), PernoHanHu nnaHose 3a pa3suTtue ot HuBo 2 (2014-2020), ObnactHu
cTpaTterum 3a passutue (2014-2020), O6wmHckn nnaHose 3a passutue (2014-2020) Ha MPPB
or 2011 r.; Metoamdeckm Hacoku 3a paspaboTBaHe Ha HaumoHanHa KoHuenuus 3a
NPOCTPaHCTBEHO pa3BuTue Ha Penybnuka Bbnrapus go 2020 r. Ha MPPB ot 2010 r;
MeTogudeckn Hacoku 3a paspaboTBaHe M npunaraHe Ha MHTerpMpaHu nnaHoBse 3a rpagacko
Bb3cTaHoBsiBaHe U pa3sutme Ha MPPB ot 2010 r. lNo pa3nuyHu npoektn, dorHaHcupaHu
rnasHo ot Ol ,AgMUHUCTpaTMBEH KanauuTeT‘(NpoAbIKeHa 3a TpeTus nporpaMmeH nepuog
kato Ol ,[Jobpo ynpaeneHune®), 6sxa paspaboTeHn 1 gpyrn HaCOKN 1 ykasaHus B NOMOLL, Ha
CbCTaBUTENUTE Ha Pa3fNMYHN NNAHOBU AOKYMEHTU. Bcnyko ToBa nogobpum Ka4yecTBOTO UM, HO
BCe OLle CbluecTByBaT peauua crnaboctu.

Mpernen Ha cohTyepHUTE pelueHns 3a NnaHupaHe

CobBpemeHHOTO passutne Ha UKT gaBa Bb3MOXHOCT paboTata Ha cneumnanuctuTe BbB
dbupmute nnu obpKaBHUTE UHCTUTYUUN Aa 6Gbae nognomaraHa ¢ nporpamHy NPOAYKTU, KOUTO
noBuwaBaT TAXHaTa onepatmBHa e€dEeKTUBHOCT. ToBa B MbflHA CTEMNEH ce OTHacs M Ao
nnaHosute cneunanuctu. MNpernegbT Ha NpeanaraHuTe eneKTPOHHU U NPorpaMHn peLleHns
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3a nnaHvpaHe, KOMTO Ce M3MNon3BaT KbM HACTOSALMA MOMEHT NokasBa, Ye Te ce cBexaaT
OCHOBHO [0 crnegHuTe:
e CantoBe C onucaHWst Ha CTbMKUTE, KOMTO Ce crnegBaT npu pas3paboTBaHETO Ha
nnaHoseTe N METOAMYECKN HACOKUN 3a U3NBbIIHEHWE Ha OTAENHUTE CTbIKY,;
e CantoBe c wabnoHn Ha O6u3Hec nnaHoBe C hopmy 3a nonbnBaHe c Tabnuuwm,
hopmMynapu 1 pasnuyHN NPUNOXKEHNUS;
e Bwnpgeo ypouu 3a nnaHnpaxe;
e [lporpamHu npoayKkTu 3a pasnonaraHe Ha paboTuTe BbB BPEMETO;
e AnropuTMu 3a peluaBaHe Ha NaHOBU 3a4aym C enekTpoHHU Tabnuuw;
e BapuaHTHM MoAenu Ha NnaHoBM 3aga4vun, pa3paboTeHn Cbe cneumanmampaH coTyep;
o WEB 6a3npaHn codTyepHM peLLeHns 3a cTpaTermieckn aHanmam n paspaborsaHe Ha
Gu13Hec nnaHose.
Ha Tabnuua 1 e HanpaBeHa CpaBHUTENHA XapakKTepucTuka Ha AeBeT eNeKTPOHHMU
nporpaMHu NPOAYKTK 3a NNaHnpaHe, COMeHU KaTo Han-nonynspH1 Npes nocnegHnTe roguHu.

Tabnuua 1. CpaBHeHVe Mexay NnapameTpuTe Ha pasnuMyHM NporpaMHu NPOAYKTU 3a paspaboTBaHe Ha
6usHec nnaHoBe

e .

KPHTEPHI fuvePion | BizPlan | peiesy ‘l;:z:& ntagic | ABEne | Pt | enbop | 3
-t
Jecsora 100% 85% 85% 73% 80%% 75% 80% 85% 75%
Hamrme =2 Ieynaefins =a v v v v v v v v
| Easosc
TIpHIOAINOCT 38 PANTHYHH v v v v v v v v
OHIHECH
K0Ja00paling B peaTHo BpeMe v v v
ARz0 3amec v v v v v
Humoprispase Ha Qpr. cxeMi v v v v
Popyar Ba dafn Popuar Ha docy, docx, docy, docx, dogy, dacs, dog, pdf dacy,
thaiiza pdf pdf pdf podf pdf pdf
[pamun pecvpcn v v v v v v
Menrops v v v v v v
IMazapson asaoan v v v v v v v
YCavrn o7 Koa HeRTHp v v v v v v v v
Bitzeo vpoan v v v v v v
Yar s anmo v v v
Cloud basspane v v v v v
Haterasne wa nporpasvara no v v v v v
HHTCPHET
[Ipesocrasane ua CD-ROM v v v v v

Hannynute codptyepHn npogyktm u yeb nnatdopmm 3a paspaboTBaHe Ha
cTpaternyeckm n 6usHec nnaHoese Gmxa MoOrnmM ga ce U3Non3eaT U Yy HAc, HO CbLuecTByBaT
HSAKOW OrpaHMYEHMs, KOUTO ' NpaBaT YAoOHM 3a pellaBaHe Ha OTAENHM NNaHoBM 3a4a4vun, HO
He 1 3a pa3paboTBaHe Ha UANOCTHU cTpaTernyeckn n bmusHec nnaHose. [lpyro orpaHnyeHve
e, Ye Te He JaBaT Bb3MOXHOCT 3a CbCTaBsiHE Ha MNMAHOBE Ha PasfMyHM e3MUM U C Marku
U3KIMIOYEHNST Ca CaMO Ha aHIMMNUCKU (HaMepuxme efHo MpUIIoXKeHue, KoeTo No3BonsiBalle
paboTa 1 Ha UCnaHckK), Nopagmn KOeTo He Ca HaMbIIHO NPUITOXNMK 3a ObRrapcknTe ycnosust
N naunckeaHund. Makap n Hskoun oT TAX Aa nmaT PyHKUUK OT poAa Ha ,KakKBO-aKo“, TO MCTUHCKN
ONTUMMU3ALMOHHN Mogenu Hama. [No-BaxHO e, Ye NoBeYeTo COPTyepHM NPOAYKTM Makap 1 Aa
nognomarat cneuvanucTuTe npu npunaraHe Ha HAKOs OT MONyNspHUTE TEXHMKU 3a
cTpaTternyeckn aHanus kato SWOT, PEST vnu gpyrn nogobHu meToam, unmn npyu Hanpaearta
Ha NPOrHO3M WM PasfUYHMU WU3YUCIIEHUS, HE MPEeaoCTaBAT BbL3MOXHOCT 3a 06Bbp3BaHe Ha
CTpaTernyecknuTe peLleHns ¢ TEXHUYECKUTe pasdveTn Ha OmsHec nnaHoBeTe. CodpTyepHUTe
npunoxexnma Guxa Gunu no-nonesHn, ako npegnaraT HacouBaHe KbM HaW-noaxogsawmTe
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cTpaterun, Ha Tasu 6asa onpefensiHe Ha cTpaTerMyeckn 1 onepaTvMBHU LIENN U Hakpas 3a
nocrnefoBaTenHO pellaBaHe Ha B3aMMOCBbP3aHW MNaHOBM 3afayvv C Len ga ce goctura o
AOCTUraHe [0 XenaHus KpaeH pesyntart ype3 ONnTUMU3aunMOHHN MOLENMW.

OT Kas3aHOTO [0 TyK CTaBa SICHO, Ye CbLUecTByBaT COMTyEepHU NPOAYKTWU, KOUTO
nognomaraTt nnaHoBuMuMTe npu paspaboTBaHeTo Ha Ou3HeC nNnaHoBe, HO HAMa TakuBa,
npurogHn 3a paspaboTBaHe Ha UANOCTHM CTpaTernyecku nnadose. lNpuynHaTta 3a ToBa ce
KOpPEHM OCHOBHO BbB (hakTa, 4e 3a pasnuka oT GU3HecC NraHoBeTe, KOUTO Ce CBEXAAT OCHOBHO
00 pellaBaHe Ha 3a4adn, CBbpP3aHN C MaTepuanHo-TEXHUYECKOTO, KagpoBOTO M (PMHAHCOBO
ocurypsiBaHe Ha AerHOCTTa M 3a OYaKBaHUTE pe3ynTaTu OT Hesl, TO CTpaTermyecknTe nraHoee
Ca OPMEHTMPAHN KbM LIENUTE Ha pas3BUTMETO M NpeacTaBnsiBaT €MleMEHT Ha NonuTukaTa Ha
dupmata, KOATO ce hopMMpa B pe3ynTaTHa ekcrnepTHaTa 4eNHOCT Ha OTOPU3MPaHNTE BUCLLN
cnyxutenu. CTpaTern4eckoTo nnaHMpaHe e TBopYecka AENHOCT, KOSATO HE MOXe Aa ce cBefe
00 HaTUCKaHe Ha kon4yeTaTa 3a nosfy4aBaHe Ha KpanHua pesdynTtaT. Ha npeansBukaTencreoTo
na O0bae cb3gadeH TakbB NPOAYKT, MPUrodeH 3a ObNrapckuTe ycrnoBusi, b6elle oTroBOPEHO
ype3 cb3gaBaHEeTO Ha npoToTMn Ha obnadHo 6GasvpaHa nnatdopma 3a cTpaTerndecko
nnaHnpaHe. Ta Gelwe paspaboTeHa OT ekun nog PbKOBOACTBOTO Ha aBTopa MO MPOEKT
.[lpoToTUNMpaHe Ha ob6nayHo 6a3npaHo COMTYEPHO NPUIIOKEHWE 3a NnaHMpaHe |
OloakeTUpaHe”, B n3nbnHeHne Ha [JoroBop 3a nHaHcHMpaHe Ha NpoekT no [eceTa cecusi Ha
HaunoHanHua wHoBaumoHeH doHg Ne 10M®P-02-21/28.11.2019 r. [lpoTtoTunbT Ha
copTyepHOTO NpunoxeHne nma pabotHoto HaumeHoBaHue Cloud platform for planning and
budgeting nnn CPPB.

Paspa6oTBaHe Ha nnaHoBe 4pe3 CPPB

Cmpamezau4ecku aHanu3 ¢ nomouwyma Ha CPPB

PaspaboTeHuaT oT Obnrapcku ekun crneunanuctm npoToTMn Ha CodTyepHo
npunoXxeHue 3a nnaHupaHe n GogxeTnpaHe o0 ronsMa cTeneH oTroBapsa Ha M3MCKBaHUSTA
3a HenpekbCHaTa Bpb3ka Mexay CTpaTermyeckusa aHanus, pa3paboTBaHETO Ha cTpaTerMm u
NOCTaBAHETO Ha uenu ¢ paspaboTBaHeTo Ha BusHec nnaHoeeTe. Maedara 3a Cloud 6a3upaH
coptyep ¢ WEB wuHTepenc gaBa BbL3MOXHOCT Ha NOTpebuTens ga ce npenoctaBs He
nporpaMeH MpoayKT, KOWTO ToW TpsbBa Aa 3akynu 3a ga nonaea, a ycnyra A0 KOSITO
notpebutenuTe ga nmat AOCTbN Ha NpMeMnMBa LeHa.

HauvanHuat ekpaH Ha CPPB un3uckBa BbBeXOaHe Ha OaHHW 3a opraHu3auusaTta, 3a
KOSTO We ce pa3paboTtBa cTpaTernyeckus nnaH. C BbBeX4aHeTo Ha HavyanHarta u KpanHaTa
AaTta Ha nnaHa aBTOMATMYHO Ce MOMbfBa KreTkata 3a HeroBaTa MPOABbIPKUTENHOCT.
Busyanuanpar ce OCHOBHWUTE eTanu Ha pa3paboTBaHETO Ha NnaHa.

MbpBUAT €Tan e cTpaTerM4ecKMAT aHanm3, KOMTO BKIOYBA YeTUPKU MeToada, MMaLLn
pas3fiMyHO NpegHa3Ha4YeHne, a UMEHHO:

. SWOT aHnanus, umauy, 3a uen ga onpenenu crparternyeckara nosmuns
Ha opraHu3auusiTa B 3aBUCUMOCT OT Bb3MOXXHOCTUTE M 3annaxmTe Ha BbHLIHATa cpeaa
N CUNHUTE 1 criabuTte CTpaHn Ha camaTta opraHM3auus;
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AAHHW 3A OPTAHM3ALIMATA

I “a opr =
ALPOC M O SHHIBYNATE

TpaBen CTaTYT w3 OPrannIaRATY:

KWL va oprassesaipesrn

Croprosa gara »a nnana

Npogunsosremmocs v naases (0 rogmese) 0

CrpareraMdeckv akanns Buanec naampaien

Lienenanarame

< S ©

®durypa 1. HavaneH expaH Ha CPPB

e [lpoayKkTOoBO-NasapeH aHanu3 wunuM HapedeH ouwe nopTdonno aHanms, 4meTo
npegHasHadeHne e ga yCTaHOBU OT KOW MPOAYKTM, KOUTO MpomsBexda (Mnum ycnyru,
KOWTO npeanara) opraHM3aumnsata u oT KoM nasapu U KNMEHTU NeYvenm n oT kou — ryow;

e OMHaAHCOB aHanus, KOWTO € BaXeH MHCTPYMEHT 3a onpefensiHe Ha (PUHAHCOBOTO
34paBe Ha opraHmsauudaTa Ha 6asaTa Ha M34MCnsiBaHe CTOMHOCTUTE Ha OonpeaeneHn
bMHaHCOBM NnokasaTenu;

o BCG aHanus, KonTo nma 3a Len ga yCTaHOBU Ha KodA (hasa OT CBOS XKM3HEH LIMKBLI Cce
HamMmupaT NPoAYKTUTE U yCryrnTe oT NopTdenna Ha opraHn3auusiTa U oT Tam — KakBu
cTpaternm TpsibBa aa ce npunarat 3a TaX.

KbM cTpaternyeckusi aHanms ce NpucTbhBa C KNMKBAHE Ha KOMMIOTbpHaTa MULLKA
BbpPXy CbOTBETHOTO MOJE HAa HaYanHUS eKpaH:

CTpaTerM‘leCKl‘l aHanus3

SWOT Ananw3 Dupancos avanua

o

Moprdonno asanus BCG Ananua

®durypa 2. EkpaH 3a n3bop Ha aHanMTUYHN TEXHUKN
MoTpebutenaTt ce nognomara npuv MNPUCTbMNBaHe kbM paboTta No BCEKM eauH OT
4yeTupuTe TUNa aHanu3n C UHCTPYKLMM N ONUCaHMsA Ype3 HaTUCcKaHe Ha ByToHa.
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« MHCTRYKUUU U ONUCAHUE HO QHAUZT

HHcTpysyuLe: ’ " Onucanue;

1 MorpeGuress? OIMONARN NI BCUYNY BENPOLY OF WETURUTE NOCTU MO

4 X 2 Haumenoeanuero SWOT npousruda or nopsure Hyxeu
CHAMSE, LEOUPAGAL eduM OT ELIMOMMLITE OFFras0pU - Curmaces”,

. . :

- Mok it ipi JHerroane #a anrnudckure dymu Strength , Weakness, Opportunity
u Threats unu Cunwu crpadu, Cnabu cTpany,

2. Cned kuro € aTIoa0pema ME SCUNKU BERPOCE OF ALPIATA WACT N0 Bvamomyocru u 3annaxy, Cunkure u crabure crpawu

GHAMUIE C8 warucna By Ton, KodTe Oreapn expar  Crpateruvecsa Ce OTHACAT 0 BHTDEWNUTE XAPAKTEPUCTUKU HQ

NO3UYuR", ToU EXPOaH CHILEMA OO0DIEN0 UHBODMALUR OT
VeTUPUTE KBCAPoNTE A0 SWOT aNoNRaa, NINTO U UNDOPMTUR 30
NEENOPENUTENNGTE CTRGTO LA,

opraHusauueTa, GOKGTG Bu3MOMHOCTUTE U 3QNNAXUTE
NPROCTUENRBAT BERHWHU (BAKTOPU, KOUTO
GRaronpusYCTBAT Wil SbInpensdcrear delnocra ha
opraxusauuaTa, Hacroawust SWOT asanusarop
nozeonaea da onpedenure KOQKED € CoVeTaHueTo Ha
TeIU YeTUpU rpynu BakTopu u or Tam da npednomu
nodx0dAuu CTRATErUU 3Q PaIBUTYE

®durypa 3. ExkpaH Ha CPPB ¢ nHctpykums 3a SWOT ananusa

CnasBavikn HCTpykumsita 3a SWOT aHanusa, notpebutenaTt Tpsabea aa Aage csovte
OLEHKN Ha M3BpoeHuTe CUNHM U cnabu CTpaHW Ha OpraHu3auusaTa, KakTo U Ha BbHLUHWUTE
Bb3MOXHOCTM U 3arraxu, KakTo e rnokasaHo Ha crnegpawumte courypu. lNoteHumnanHuTe CUnHm
1 cnabuv cTpaHu, Bb3MOXHOCTM 1 3annaxu ca n3bpoeHu 3a ynecHeHvne Ha notpeburenure, HO
mMoraT Aa ce 0obassat u apyru. [NoTpebntenaT nocoyBa ganv e cbrnaceH ¢ afeHa oueHka Ha
onpeferneH eneMeHT, HeyTparneH Unn HecbrraceH, Npy KOeTo Ha TO3U eNeMeHT ce Npucbxaa
cTonHocT 3, 2 unu 1. OueHknTe ce BU3yanuanpar B KpbroBu guarpamu.

CHUIHW CTPAHK
— v aea ivdiime
M - A e 1
M ARG G b " Y T O 3
P COE DT W B ST, ORI DR TR oo 2
PRI v C SIS SR TN Cunaee 3
» pn W M EDRSY e e ¥
Mo e FRATY 4 Peane L ]
Marwas oy (T - Cw e '
(et b | TR (AR & S | el Ouriee »
P A (SR GRRCEN T A1 [ 1
Msmas COCETIIRE TRASAOTSE NETRTTH W NIOIORCEE wapes |y Trem. ?:
VA A e P e ey Cwrnaree ]
LZrtpe vwe ¢ rTARIRR ) 28 Snaw TpTAe WY T v 3
O s L T feenn )
L e . wr—— 1]
W AR T m— | Vomy o ]

¢W|rypa 4. EKpaH 3a Ol EeHKa Ha CUJITHUTEe CTpaHu Ha opraHun3auundaTa

| Bt A8 Besrread CNAGBW CTPAHK

At S L T S oo v |
Mattgesrvars on Cam s cizgE [resva—— |
VT S 8 ST RS by 3
B e e e L L i b e \
TRCCT 110 TG T I SR A E 1 AR | Vowow v |
Pz 17 GULIe TY S RIRLACes s T ICMs il 2

™ - Aness . 3
TIPS T b S 0 TN PR ) |
M b | @ OO AR A oW Aot '
IRaMAE 0TV A0 MDA TIVITIN Pttt L '
e JERTTE W COOATTIN B8 Sl SO TR |- Ve 3
IASAs (81 Al ses (€430 FEAUPA (7 SRASITE BEIE IR [y »
L e e Ay 2

CDMrypa 5. EKpaH 3a oLleHKa Ha crnaburte CTpaHn Ha opraHn3auunaTa
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— e T Bh3MOXHOC TV
P TR TN TRNTIN K AMATITN, SOWTT MO A OBCIT Hoyrpnen 3
PME AIMOMMOCT 58 PATIEMPI w0 (TRARIE M3 WO TPORTOMM Cnranoms
MO S U IERAR I AT PROAYY TOO0 It N1 (1] CONTEIas TDOLYW e Cnrnpoms |
TIAM TR CRrPRI T 1AM, SO T AR T T ASSMAOOTER o OF miseypesiims  Heypaten
L e e e RN TR T T T T T T YR Curnnces 3
Mpasamse i e Bapenps 1o TTBADN T PRIM TSI Heytpmnen :
Paasmr o [ - o Hesurnaom 1
Mavegrne pacs Sapro Carnpoms ?
PR IEEBAT DOCYRBTOLOMIE 0000 WO TH Haowmaces 1

dJMrypa 6. EKpaH 3a OLUEeHKa Ha BbHLUHUTE 6J'IaFOI'IpI/IF|THI/I BBb3MOXHOCTU

T o INANAXKA
100 e D o VR SEAYRTR SRR EvEe— i
View e O TPTASIRTE 1n Sa— . LY | T Curvmmy 1
[T Y-

P T T T KT TV NI SO TR PesTe | Ly )

X A e —— S e Mo Veoew
VH R AR N A 4 St bl ek e ALl = .
P TIR EE E EEN res be SO0 O W TR S | towreces
W bt o | e o et ¥V & 4, b1 e A | D0 '
(LT TARIETE PO e (AT W TN @ 11T b weTs rwm, '
e was 14 bmini fuapony o = bt oe e b b @ . 1
T R (1] SR T DM, KO8T b T BT i I u T,

¢V|rypa 7. EKpaH 3a OUEHKa Ha BbHLWIHWUTE NOoTeHUMalriHn 3aniaxum

OnuncaHmMeTo Ha cTpaTternyeckata nos3vuMsl Ha opraHusauusita B 3aBUCUMOCT OT
YeTUpUTE Bb3MOXHM KOMOUHALMM Ha BbTPELLUHWUTE CUMHM U cnabu cTpaHu, OT eaHa cTpaHa 1
BbHLUHNTE Bb3MOXHOCTU WM 3annaxu, OT gpyra, Copea ToBa Kou OT TsiX npeobnagaear, ce
nosiBsiBa Ha eKkpaHa npu HaTuckaHe Ha noneto ,CTpartermyecka no3nuusa®. ABTOMaTn4HO ce
n3ymcnsiBa penTnHra Ha Bcsika eqHa OT YeTUpUTEe KOMOMHAUUN Ha BbHLUHUTE N BbTPELUHUTE
dakTopu, KaTo NPoM3BEAEHNE OT OTAENHUTE CYMW HA OLEHKUTE Ha CUIMTHUTE CTpaHu, crabute
CTpaHu, Bb3MOXHOCTUTE U 3annaxute. 3a Han NoaxoasLm cTpaTermm ce cumTaT Te3n, KouTo
ce npenopbyBaT 3a KOMOMHAUMATA, KOSITO € C Ha-BUCOK PENTUHT.

- I Pefommr
Cumm cTparm * Jannaxe 828
Crsmm CTpans * BLasommocT 720
BuamommocTy * Cnotu crpass 380
Criatn crpmm * 3arnnaxu 437

durypa 8. PenTuHr Ha pasnuyHnTe KOMOMHaUMM Ha BBHLUHWUTE U BbTPELUHMTE hakTopu
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wor Commss ¢ 1 pane

Cunnu cTpann
X 3annaxm

Cunmw cTpasun
X
BuamommocTn

Crabe iipitn  Buimssssnts  Masdam  © S b—— Ppereiee  ta

TipK TA3M CYPATErMMECKE NOIULIMA, NPENOPEMUTENNK CTPATENMM 38 CHEABANE CA:
Cuananane 1a peaepanu oMZONe; M3rDasaane wa CTRATEr MHoCcKK ANHANCH,
Braexnans 4a OACTEME 33 yNPAaNeHne Ha pUCKa; Cxnousane Ha RoroBopH 3a
QPAHUARS (HINUOMUTENKK NPABA); TIIMOMBARE WA A0FOBORH 32 NPEACTARWTENCTHO,
MPARarase ¥a TEXHHKKM 33 ABNTOCPOYHD OBIBPIBINE HA KNHENTHTE; CmoyBane ua
ROrOBOPM 33 HEYCTOWKM NPH Hapywesue Ha gocTagkwTe; iveepcudkauw Ha
NPOAYKTHTE W ASApUTE;

Mp#K TA3M CTRATErMNECKA NOSHUMS, NPENOPEAWUTENNK CTRATENNM 33 CNEABANE CA:
Crumynupare Ha HUPLL MnpecTuums 6 paIpalboTnanato Ha Mol NROAYKTH W yenyri;
Nprnararse 1a speMenes QuMNMKHE; Macupana pexnaMua wamnasun; Npuanusare Ha
MYWAN BACOKOCHELRANMINPAHM KAADH, MPUNEMAHE HE PAIHOOBPAIHK MADKETUHIOaM
CPEACTHA 33 PASWMPIRNANE HA NASIRN; TIDWNArane Ha TEXHUKK 33 NPUBRHEINE W
JAALPHAHE HE KNHEHTH,

BWOT  Casne rpien

BuamommocTH
x Cnabn
CTPaHK

Cnabn ctpaum
X 3annaxm

Casle s 1p0an D i bessaia B Thwor apaar e aaa ¢ 1nates v e

MPM TA3K CYPATErMUECKS NOJMUMA, NPENOPEAMMTENHK CTPATE WM 32 CNENBAHE CA:
CHIAaBAME HA CTPATOIWSOCKH ANMANCH - 0BOAUHONUS, CARYKONME, KOMCOPLWYMA W
Ap.; CRMOYBAHE Ha A0roBOPM 33 NOAWINBAHEHWE; BEPTUKANHA C OPrasm u
OPFAMMEALMAN HA NO-BHCOKD W NO-HARCKD HABO, 33 THPCEKE HiL nogxpena; 3,
PeuMxesepnur swa Ae#HOCTTa, T.9. UWRAROCTHO NPROCMUCARHE ¥ MuTHO
NPENPOEKTHPEHE HA PABOTHUTE NPOLECH 33 AOCTUIAHE HA LANOCTHW NOROODEHUA 8
OCHOBHMTE NOKAZATENN,

Npst Tam CTPATOMWHACKA NOSHUMSA, NPENOPRHUTENKHN CTPATErMK 33 COABaHe Ca:
CrpanuaBaHe HE AERHOCTTA A0 HAR-PENTASHIHMTE DPOAYKTH M yenyrW; MIocTasamne
Ma neponTabnnmun naaapn n nnenti; Pasnpogakba nnn 0TASEaNO NOA HAOM Ha
HEU3NON3BAEMM AKTHEK, TTPEHACOMBAME Ha HEWINON3IBASMM AKTHBM 33 APYTH
AEHOCTH; XOPHIOHTANKAE MHTEIPALMA CHE CPOANN OPFANKIALNM 33 JALTa Ha 0BLWM
HHTEpECH,

®durypa 9. OnucaHue Ha NpenopbYMTENHUTE CTpaTErMM 3a OTAENHUTE CTPaTErMyeckuTe No3uuum,
onpeneneHn cnopes kKOMbMHaUMATa Ha BLHLUHUTE U BbTPELLHUTE hakTopu

3a HyxguTe Ha chbMHaHcoBUA aHanu3 Ha ekpaHuTe Ha CPPB ce BbBexaaT gaHHu OT
cyeToBogHMSA BGanaHc 1 oT4eTa 3a NPUXOLAMTE N Pa3xoaMUTe Ha CbOTBETHATA OpraHu3auusaTa.
ABTOMATUYHO Ce u3YMCNABaT OCHOBHUTE (DMHAHCOBM MNoKasaTenu Kato MHAMKaTopu 3a
MHaHCOBOTO 34paBe Ha opraHu3aumdara:

MNokasareny oT OTYETA 3@ NPUXOAM M PA3XOAM U CHETOBOAHMA BanaHc

— || Npepaonss rugess Mpeguges rogus.  Npegsssne rapmes - 2 Mpugzoame rogmns - 5

IR OT Apeaaate 100000000 300 000,00 et 000

Themavha larie 300 000,00 300 DOO,00 .00 c,05
Cndemen saunian 2000 ooaca 1 000 DOO 2C o0 .05
lwnan 700 000,00 400 000,00 0,00 ©.00
(Mos wpmiss 11 000 50 000 6,00 0,00
(Wamen paasin 1 500 000,00 %00 000,00 .00 0,00
Tonrme (ApurEeTpatus sETuee 300 000 00 0,00 0,00 0,00
Marepuasan wanie £ 00000 6 00¢,00 [ C,00
Nevinew 300 000 00 200 000,00 c,m ©,05
1apetrmnmm 0go o0 o0 0,00
1Esgwime spescive L= a0 ¢ G.00
e e T R 300 000,00 00 0 c.00

®durypa 10. EkpaH 3a BbBexaaHe Ha AaHHu oT 6anaHca n OlNP

Mokasarenw 3a peHrabunHoct

11| Mipemsogen rouess TSSO 00 Mpeyoogies rogena - 3 Thsueoans oo - 4

Moxaaarenu 3a NUKBHUAHOCT

BardRunrmn on prmyabaimo s a8 Apanre of Mpeiasis =¥ =) 080 AN A
Kartp » priatm e ae ond e o1 o0 LY b
Koedousemt ss provabusomes an 223 0,50 AR o
Karduunrmr wn ofoonrammns | e pu iy om a0 LU s

— | Tipamsigues s DAGS GG M. Digmgxanes roggens - 3 Npegaagms riguem - 3

L L R e T ] 1po LA A A
L e Ty S T 100 LU LA LLILY
L Lt DT T e ST ipo A LA LIS

®urypa 11. EkpaH C aBTOMaTUYHO N3YUCIIEHUN NOKa3aTeNun 3a peHTabumHOCT U NIMKBUOHOCT

29



Mokasarenn 3a oﬁpbm,aenocr
Ipanteama rgme  Nposmmes rame Mpegzme ot
1% 214 an/a
L 16607 LLN)

PR 130 DY ana

MNokazarenu 3a ¢HH3HCOBB ABTOHOMHOCT
WORNOIME TOes  DPagaoms ragemns - 1 Npansos rogmes - J

280 LAY LA A

NrdumaraT ME T TR 0,35 050 A L

®durypa 12. EkpaH ¢ aBTOMaTMYHO M34YMCNEHM NokasaTenu 3a obpallaeMocT n uHaHcoBa
aBTOHOMHOCT

ChbLlHOCTTa Ha NPOAYKTOBO-Na3apHUA aHanM3 ce CbCTOM B TOBAa, A4a Ce MpeLeHn OT Kowu
NPOAYKTWU UMK YCIyri, NpeAnaraHn Ha Kou nasapu 1 Ha kakBa cneuuduyHa rpyna KnmeHTu, ce nevenu
n ot kou ce rybu. B noptdenna Ha Bcska GusHec opraHusauusi B MOBEYETO Cryyaum UMa HHAKOIIKO
npogyKTa Mnu ycryru, Kouto ce npegnarat Ha pasnuyHn obocobeHn nasapu. OT cBOSA CTpaHa, Ha
OTAENHWTE Nasapu MMa PasnnyHU KIMEHTCKN rPYMu, KbM KOUTO OpraHn3aumsaTa Moxe ga MmMma pasnuyHa
LueHoBa nonuTuka. lNoHsakora Ta3m NonMTUKa € AbMIMUHIOBA U LEenu 3aBnagsaBaHeTo Ha nasapure unu
npebopBaHETO Ha KOHKYPEHTUTE, B [APYrM Criydam HAKOM KOHKPETHM nasapu W KIWEeHTM ca
,reHepatopute®, kouto cpopmupat ocHoBHaTa nevyanba. BuB Bcuykm crnyyam obaye, opraHusaumsaTa
TpsbBa Aa MMa sicHa npeacTaBa OT KoM OT TAX ce rybu 1 OT Kou — nevenmu.
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®durypa 13. ExpaH Ha CPPB 3a BbBexzaHe Ha nasapu, NpoaykTu/ycryru u KnmeHTn 3a NpoayKToBO-
nasapHusa aHanua

CnenBa BbBexgaHe Ha faHHM 3a obema Ha npogaxbuTe, UeHUTe Ha OTAenHuTe
NPOAYKTW 3a Pa3nUYHUTE KITMEHTM U cebecTonHOCTTa Ha eamHuua npoaykt/ycnyra. OT Tyk
HaTaTbK M3YNCNEHNSITA Ce N3BBbPLLBAT aBTOMATUYHO — 3@ OTHOCUTENHUA AsN Ha npoaaxouTte
Ha OoTAenHuTe NpoaykTu/ycryrn no nasapu M KIMEHTU, 3a obemMa M OTHOCUTENHUS OAN Ha
neyan6aTa No NpogyKTU/ycnyru, nasapu U KINEHTW.

Knwewt 1 Kimsenr 2 Knwesr 3 Knment 4 Knwewr 5
KonwsecTeo oxa KomwecTno Uewn KonwuecTpo L{owa Konwecrao Liewa Konwaect Lieva
TPOTHHETKM 7 860,00 580,00 10 560,00 605,00 11 600,00 600,00 501000 555,00 0,00

Cebecrofimoct

TpoTHneTkn 550,00

Mpopa)x6u No NPoOAYKTU U KIMEHTHU

Knuenr 1 Knuenr 2 Knuenr 3 Knuenr 4 Knuent 5
TpoTHHEeTKM 4 558 800,00 638880000 696000000 2780 550,00 0,00
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OTHOocuTeneH asan Ha npogaxéurte no npoayKTU u KnueHTu (%)
Knuenr 1 Knueur 2 Knuenr 3 Knuenrt 4 Knueur 5
TpoTHHETKM 14,58% 20,43% 22,26% 8,89% ,00%

Meuan6a no NPOAYKTU U KIMEHTHU

Knuent 1 Knuenr 2 Knuexr 3 Knuenr 4 Knuesnrt 5

TPOTHHETKH 30,00 55,00 50,00 5,00 (550,00)

O6em Ha neyanbara B nB..
Knuenr 1 Knuenr 2 Knuenr 3 Knuenr 4 Knuenr 5

TPOTHHETKH 235 800,00 580 800,00 580 000,00 25 050,00 0,00

OTHOocuTeneH aan Ha neyan6bara (%)

Knuenr 1 Knuenr 2 Knuenr 3 Knuenr 4 Knuenrt 5

TpOTHHETKH 7,90% 19,46% 19,43% B84% ,00%

OTHoweHMe Mexay Aena Ha npogaxburte u gena Ha neyanbara

— I Knuenr 1 Knuenr 2 Knuenr 3 Knuwenr 4 Knuenr 5

durypa 14. ExpaHu ¢ Tabnuum 3a OTHOCUTENHUTE AANOBe Ha Npoaaxoute 1 nevanéute no
NpoayKTU/ycnyrn, nasapu 1 KNeHTun

3a ga uma nkoHommndecka usroga on npogaxbarta Ha fafeH NPOAYKT uUnu ycryra Ha
onpedeneH nasap 3a KOHKpeTHa rpyna KIMeHTW, € HeoOGXOAMMO OTHOLUEHMETO Mexay
OTHOCUTENHUS OAN Ha Npofax0uTe n To3M Ha nevanbuTe aa e Yncno no-ronsimo ot 1. Ako To
€ No-marko oT 1, KakTo ce Bkda OT npumepa B nocnegHarta tTabnuua Ha durypa 14, To ToBa
0O3Ha4vaBa, Ye OT Te3n NPOoAYKTU UMK YCIyrn, NpeanaraHn Ha CbOTBETHUTE Nasapu 1 KITMEHTH,
ce ryou. B npumepa Ha Purypa 14 npogaxbaTta Ha NpoaykT ,TPOTOHETKM e rybewy n 3a
4yeTupuTe KIMeHTa, HO Han-MHoro ce ryéu ot KnueHT 4, a Han-manko — ot KnveHT 2.

AHann3bT Ha bocTbHCckaTa koHcynTaHTcka rpyna (BCG aHanm3) mma 3a uen ga
onpegenn Ha Kosi pa3a OT CBOS XWM3HEH LUMKbMA Ce Hamupa AafeH MpoaykT unu ycnyra,
npegnaraHy ot GuU3Hec opraHusauuuTe M OT TaM KakBM cTpaTernm ga ce npunarat KbM TsX.
Kputepunte ca pgBa — nasapeH PpPbCT, T.e. OTHOLWEHMETO Ha nasapHus Asan Ha
npoaykta/ycnyrata npe3 nocrnegHata OT4YeTHa rogvMHa KbM Mas3apHuAaT My Aan npes
npegxogHaTta U OTHOCUMTENEH NasapeH Adan, T.e. nasapHusa Oan Ha npogykralycnyrata, KbM
TO3K, Ha CbLUUA NPOAYKT UNK ycnyra, npeanaraHa OT OCHOBHUSI KOHKYPEHT.
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®Purypa 15. Tabnuua 3a BbBeXaaHe Ha npogaxobuTte Ha doMpmMata u KOHKypeHTa i, Tabnuua ¢
aBTOMaTUYHO U3YMCMABAHE Ha Na3apHUSA pacTex 1 OTHOCUTENHUSA NasapeH aan u rpaduvka Ha
nasapHaTa no3uunsi Ha NPoayKT ,Berocunean”

B 3aBUCMMOCT OT CTOMHOCTUTE Ha MasapHUs pacTeX U OTHOCUTENHWUA nasapeH Aasn,
nNpoaykTuTe 1 ycnyrute obpasHo ce onpedensaT kato “‘aunemn’, “sees3gun”, “OONHN KpaBu” n
“kydyeta’. Han-nepcnekTMBHM ca “3Be3guTe”, a Han-AOXOAOHOCHW — “AONHUTE Kpasu’.
CbrnacHoO KoHUEenuuaTa 3a XU3HEHUS UMKBLIT Ha NpOoAyKTUTE “AunemMute ca nNpoayktu C
nasapeH pbCT Hag 1 1 oTHocuTeneH nasapeH asan nog 1. Toea ca npeanMHO HOBU MPOOYKTU
Unn ycrnyrn, KOUTo ca BbB hasa ,BHefpsiBaHe" OT CBOS XU3HEH UMKbM. “3Be3gute” umart
nasapeH pbCT U OTHOCUTENEH NasapeH aan Hag 1 n ca BbB pasa ,pacTex Ha XUSHEHUS Cu
umkbn. JlonHuTe kpaBn” ca ¢ nasapeH pbCT nod 1 n oTHocuTeneH nasapeH gan Hag 1. Toea
ca TpaguUMOHHM 3a dmpmaTa NPOAYKTU/YCNyrin, KOUTO HOCAT rofiemMm neyanbu, HO Te He
HapacTBaT noseuye. [lpeanonara ce, 4e ce HammpaT BbB (pasa ,3penocT”.

Cvpanme:ua noanyma:

_ HETHCHETE TYX 38 WeDODMAUMH, OTHOCHD NPEATATaEMTE

NPENOPYMMUTENMA CTHAKK

CDMrypa 16. lNonetan 6yTOHl/I 3a U3BeXgaHe Ha cTparterndyeckarta no3nund Ha gageH npo,quT/ycnyra

MNoanuua B PEIYNTAT HE AHANK3A HA NA3IPHATA NOSWUKA 13 OTALTHWTE NPOAYKTH MW YCIYTK No MeTosa BCG, Morar 42 o8
HANPDABHT CARAHMTE NPENCRLNHTRANM CTRETEMM 34 FEMTHETO HA OTASTHMTE NPOKYKTHM/yCnyTm
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Crparecnuecxn maGON: HABANIAHE HA RARAPA, PRIAMTHE HA NRZAPA, PAIBVMTHE HA NPOAYKTW, NPOAANGA

durypa 17. OnncaHme Ha NpPenopbYNTENHUTE CTPaTErMM 3a BCsika e4Ha OT NasapHUTE No3nuun

.KyyeTaTta” ca c nasapeH pbCT M OTHOCUTENEH NasapeH gan nog 1 1 ce Hammpar BbB
dasa ,cnag”. Besika pasa ce oTnMyaBa CbC CBOUTE XapakKTEpUCTUKW. Han-nepcnekTneHu ca
“3Be3gnTe”, a Hanm-gOXOA0HOCHU — “OONHUTE KpaBK”.

LunemuTe“ ca puckoBu, Tb KaToO HE Ce 3Hae Janu e YCnedar ga ce HanoxaT Ha
nasapa, a ,Kydetara“ ce HyxgasaT oT Moandukaums ¢ Len ga npoabvikaT ga gaeart npuxoau
Unu ce B3ema pelleHne 3a NpeycTaHoBsIBaHe Ha NPOU3BOACTBOTO U NpeafiaraHeTo UM.

M360p Ha cTpaTerMn n mogenupaHe Ha AbpPBO Ha LWenuTte ¢ nomowrta Ha CPPB

Ha gasara ,LlenenonaraHe” oT paspaboTkaTta Ha CTpaTermyeckms nnaH ce yTouHsBaT
cTpaTernite, KOMTo opraHm3aumsita TpsbBa ga crieqea B CBOETO pa3BUTUe, HeHaTa BU3uns 3a
pasBuTMe M MUcusA. Ha Tasm ocHoBa TS CM NOCTaBs M afeKkBaTHWU Lenu 3a passutue. B
nporpamHusa npoaykt CPPB ToBa cTaBa kaTo Ce KIMKHE C KOMMIOTbpHATa MULLKA BbPXY
nosuuusaTa ,LenenonaraHe“ Ha HadanHus ekpaH. Mpn CPPB ToBa cTtaBa Ha 6asaTa Ha
pesyntaTtute oT TpuUTe aHanusa - npoaykroBo-nasapHus, BCG aHanunsa n SWOT aHanumsa.

U3BOP HA CTPATEInA

ﬂpenopvmrenna CTparTernsa or NPpoAYKTOBO-NA3SAaPHMA aHanus

lNpenopbyurenta crparerus or BCG ananuaa

fMpenopbunTensa crparerus or SWOT ananuasaropa

durypa 18. EkpaH 3a n3bop Ha cTpaTternm 3a pa3sutue

CnegBawuTe ekpaHM u3BeXxaaT NpenopbuYUTENIHUTE CTpaTerum, HAKOM OT KOUTO
Osixa KOMEHTMpaHM ollle Ha hasata Ha cTpaTernveckusl aHanui. Hapeg ¢ onuvcaHueTo, 3a
BCsIKa CTpaTernsa ce onpegens cTerneHTa Ha BEPOSATHOCT 3a OCbLUECTBSBAHE M cunaTta Ha
Bb34encTane, T.e. 3HA4YEHMETO 1 3a Pa3BUTUETO Ha opraHM3aumndaTa.



NPENOPBYUTESNHA CTPATEIUA OT SWOT AHAJIU3ATOPA

Mpw Ta3u cTpaTernyecka no3Muua, NPenopbLYUTENHN CTPaTerMy 3a cneapatie
ca: 1. Cb3gasaHe Ha pe3epBHM (hoHaoBe; 2. UarpaxaaHe Ha cTpaTermyecku
anuaHcu; 3. BbBexaaHe Ha cMcTema 3a ynpasneHue Ha pucka; 4. CkniousaHe
Ha foroBopu 3a hpaHyan3a (M3knouuTenHu npasa); 5. CknousaHe Ha
[OroBOpPH 3a NpeAcTaBuTENcTBO; 6. MpunaraHe Ha TEXHUKK 33 ABNTOCPOYHO
obBbp3BaHe Ha knueHTuTe; 7. CKNioYBaHe Ha QOrOBOPY 3a HeYCTOMKK NpU
HapyweHue Ha aoctaekute; 8. [lusepcudmkaumsa Ha NPoAYKTMTE U Nasapure;
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®Purypa 19. lNpenopbunTtenHa ctpaterus, nssegeHa ot SWOT aHanusa

MPENOPBHYUTENHA CTPATEIMMSA OT BCG AHAJIU3A

L) et e
Lo ————

"Ounemure"” ca MapKuUTe, KOUTO M3IUCKBAT MHOTO NO-BHUMATESTHO
pasrnexaaHe. Te npUTeXaBaT HUCHK NasapeH Asn Ha 6bLP30 passuBaumTe
Ce nasapw, KaTo KOHCYMMpPAaT rofifiMo KONM4YeCTBO Napu U noHecar

3arydu. To# UMa NOTeHUMan fa cneveny nasaped ARN ¥ Aa ce npesbpHe B
"3Be3na”, KOATO NO-KLCHO We ce npesbpHe B "kpasa”. "dunemure” He
BUHArK yCNsABaT ¥ OPKU Cnej ronemMu MHBeCTULUMK ce BOpPAT Aa cneyvensT
nasapeH Asn W B KpalHa CMeTka crasar "xyyera”, 3aroBsa Te uaucksar
MHOIO BHUMAaTENHO 0OMUCNAHE, 3a Aa pewar aanu cu CTpyea ga ce
HBECTUpaT B Tsax. CTparernyecky n3bop: HaBNU3aHe Ha nasapa, passuTue

Ha nasapa, pa3suTue Ha npoayKTH, npogaxbta

11 A AEACTREE B4 CTIATE RS BAAE (TP ETE W e Ceze:

®urypa 20. lNMpenopbunTtenHa ctpaterus, n3segeHa ot BCG aHanusa

NPEMNOPBYUTENHA CTPATETUA OT NPOAYKTOBO-NMA3APHUA AHANIU3

Bucoko puckosa crparerusn. CBbpisa ce C BHEPABAHETO Ha

NPOMEHEHN UMK MOAKMDULMPAHK NPOAYKTH HAa HOBM Na3apu. Hacouexa
€ KbM YBENUYaBaHe Ha NasapHus AAN Ha GUPMaTa u yaLKasaHe
HUIHEHMSA UMKBN Ha NPOAYKT/TUTE unu ycnyruTe, Lienwure Tyk ca
HACOUYEHM KbM Nazapa v ca NPeaAuMHO C MaPKETHHIOB Xapakrep,
BL3IMOXHM Ca W LENK CBbP3aHu ¢ pa3paboTBaHeTo Ha NPOAYKTH, C
ONTUMM3MpaHe Ha paboTHuTe n WK PENHKEHEPHHT, C
npuaobuBaHe Ha aKTHBM M ap. Ha Uenn MOXe Aa HanpasuTe B
cneaBauwlaTa CTbnka oT NPUNAraHeTo Ha To3u codryep.
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durypa 21. MNpenopbunTenHa cTpaTerns, U3BeeHa oT NPOAYKTOBO-Na3apHUs aHanms

M3BeageHnTe cTpaternm ca npenopbYnUTENHN, ThiA KATO CTPATENMYECKOTO NITaHMpaHe e
TBOPYECKO M [0 ronsiMa cTeneH Cyb6ekTMBHO BWXAAHE Ha BUCLUETO PbLKOBOACTBO 3a
pa3BUTUETO Ha egHa opraHusauus. [MpenopbkuTe ce OCHOBaBaT Ha OOEKTMBHU OAHHU ”
0OCTOATENCTBA, HO pELleHUsATa Npu CTpaTErMyeckoTo MNilaHMpaHe ce B3emaT OT BUCLLETO
PbKOBOACTBO, KOETO MMa OCHOBHATa rpuxa 1 OTroBOPHOCT 3a 6baeLeTo Ha opraHnsaumsaTa.
Mo-HaTaTbk ce npemuHaBa KbM (OPMyNMPaAHETO Ha BU3UA, MMUCUA WU LENN Ha
opraHu3auuaTa, 3a KOATO Ce CbCTaBa nnaHa. Te ca CBbp3aHM nomexay cu B
cybopavHaumoHHa cucTema, HapeyeHa ,ObpBO Ha uenute“. Ha ekpaHa Ha CPPB ce
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BM3yanuavpa ObpBOTO HA LIen1Te, KaTo C HaTUCKaHe BbpXy ONpeAeneHo none, ce Bbeexaat
MUCUSITA U BU3USATA. Tbil KaTo Te ca TBbPAe crneumduyHM 3a BCSKa opraHu3aums, Tyk Hama
nopackaskuy 3a TaxHaTa popmyrnMpoBka. Busmsita u Mucusita Ha opraHMsaumsita MaT U3BECTeH

npeactaBuUTENEH WM MapKeTUHrOB XapakTep,
noTpebutenute 1 npen UANOTO 0bLLECTBO.

Te nerMTuMupaT opraHusauusita npeg

BU3UNS

MUCUA

7 |

Crparervuyecka uen|

OneparueHa uen

Crpareruyecka uen

| OneparueHa uen

Fbmmaa < wer )

\

Crparernuecka uen

\

OneparusHa uen

®urypa 22. [1bpBo Ha LenuTe Ha ekpaHa Ha CPPB

Cnepn hopmynupaHeTo Ha MUCUSI Ha OpraHn3auusita ce NPUCTbNBA KbM OnpeaensiHeTo
Ha cTpaTernyeckuTe uenu. Llenite ToBa ca cneumduyHn pesyntaTu, KOMTO opraHuM3aumsiTa
ce CTpPeMM ga nocTUrHe B U3NbIIHEHME Ha cBosiTa Mucus. Llenute Tpsiea ga npoustuyat ot
aHanu3a Ha BbHLUHaTa cpefa U BbTPELLUHOTO CbCTOsIHME Ha opraHu3aumsita. M Tyk npoaykTbT
npeanara MHCTPYKLUMS C ykasaHus 3a TOBa Kak [a ce BbBeaaT Lenute B nnaxa:

7 B T

/" Mucrpyniun
/
f | f

/ ~.

®urypa 23. EkpaH C UHCTPYKUMA 38 BbBEXAaHE Ha BU3US, MUCUS, CTpaTermyeckn n onepaTtmeHn Lenm
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Crparormwncx gos 7 © lloww, amvpasom o V'R .00 om
O Mrpassm Buanno Tpouncw nou K00
Crpurormsncxn yen 3 . | O Swimmowns s 0,00 .00
© Kammirw w nasape 0,00 200
O linsw, crrpasms c V'O 0,00 6,00
O Butpmusi Granme npousen 0,00 0,00
4 © Swimncrnu . .00 000
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O Linne, conpames o YO .00 0,00
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durypa 24. Tabnuua 3a BbBexaaHe Ha CTpaTermyeckn 1 onepaTueBHM Lenu

OnepaTBHUTE LieNn ca NO-KOHKPETHU, TAXHOTO U3NbITHEHME U3NCKBA NOCTUraHeTo Ha
onpegdeneH pesynrtaT, KOATO Aa € uamepum. Bcsika onepaTvMBHa Len KopecnoHaupa Cbe
cTpaTernyecka Len oT no-eucLl nopsiabk. Korato AekoMmnosvpame AbpBOTO Ha LenuTe (KoeTo
Ha npakTMka e oObpHaTO ALPBO C KMOHUTE HAOONy) OT CTBOSIA KbM pasKrNOHeHUsTa, Cu
3apaBame Bbhnpoca ,Kak?“, T.e. Kak e NOCTUrHEM BU3MSITA UMK Kak Le NOCTUrHEM AaneHa
cTpaTernyecka Len u oTroBopbT TpsibBa Aa 6bae — Ypes3 U3MbIHEHMETO Ha NOCTaBeHUTE MNo-
Hagony uenu. Korato nckame ga TpbrHeM OT HaW-AONHUTE Pa3KNOHEHMSI HA AbPBOTO KbM
HerosaTa OCHOBa — BU3UATa, CM 3adaBamMe Bbnpoca ,3awo?, T.e. 3awo Lie npaBum ToBa 1
OTroBOpPbLT TpsibBa Aa Obae — 3alloTO Taka e NOCTUrHeM LenTa OT MO-BUCLL NOPSAbK U B
KparHa cMeTka camaTa BU3WS.

PaspaboTBaHe Ha 6u3Hec nnaH ¢ nomowrTa CPPB

Kakto Gelle nocoyeHo, npegumctBaTa Ha obnayHata nnatdopma 3a nnaHupaHe u
6ropxketmpaHe CPPB npeq opyrv no3HaTu copTyepHU peLleHns B MOMOLL, Ha NNaHoBULUTE €
Tasn, Ye JaBa Bb3MOXHOCT pa3paboTBaHETO Ha cTpaTernyeckn n GM3HeC nnaHoBe da ce
pasrnexga KaTo UsNoCTEH M HenpekbcHaT npouec. [1pon3BoacTBEHUTE, MapKETUHIOBW,
bnHaHCOBKN, KaapOBMK, OPraHM3aLMOHHN W OPYrK Lenu, KOUTO OopraHusauusTa CuM NnocTass
MOXe W ia ca CbobpaseHn ¢ npenopbYUTENHUTE CTpaTernn 3a passuTne, HO Aa He OTroBapAT
Ha HeWHUTE peanHn BbB3MOXHOCTU. Te3n Bb3MOXHOCTM M TEXHUYECKM pas3deTu 3a
HeobxoaumMuTe akTMBW, (PMHAHCOBW pasxoadw, MepcoHarn, 3anacu U np. ce npa.aAT 4vpes3
pa3spaboTBaHeTo Ha 6Gu3Hec nnaH. C Hero ce yToudHsIBAT OWEe pa3Mepa Ha O4yakBaHWUTE
npogaxoun, obema Ha NPon3BOACTBOTO, HEOOXOAMMNTE 3anacu U B KpariHa CMeTKa O4YaKkBaHUS
dunHaHcoB pe3ynTaT. EkpaHbT C MeHIOTa 3a M3NbIIHEHNE Ha NOCNeL0oBaTENHOCTTa OTCTHLMKM
no paspaboTBaHe Ha BU3HeC nNnaHa, e CrnegHusT:
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bu3Hec nnaHupaHe

Nporxosnpaxe 3a NpoxssoacTeexa Mpexn u Henpexu Ynpagnexue 4a Ynpaanexue Ha
npogawbure nporpaMa pasxonm s3anacure nepcokana

Axanus Ha
Paaxoawm 3a AMA Aanbum Dumancupame
KPHTHUHA TOUKA

MporKosa sa fpornoses MNpornosa 3a
npuxoamMTe ¥ Ganauc n NapUYyeH NOTOK ¥
pasxoaure NUKBMAHOCT NPV

®urypa 25. [NoneTa c MeHioTa 3a pa3paboTBaHe Ha Gu3Hec nnaH

lMpo2Ho3a 3a HemHumMe npPuxoou om nMPodaxéu

3anoyea ce c NporHo3a 3a ovakBaHuUTe Npoaaxou. BoeexxaaT ce oTaenHuTe NpoayKTH
1 ycnyru, npuxoauTe oT npopaxbuTe Ha KoUTO e ce nporHo3upat. Camata NporHo3a Moxe
Aa 6bae n3BbpLUEHa NO eauH OT ABaTa MeToAa — TPEHA0BUS METO, U HapeyeH oLle MeToz
Ha TeMn ekcTpanonauusita, NpyM KOMTO ycTaHOoBeHaTa TeHOEHUMs OT MUHanu nepvoau ce
eKkcTpanosnvpa 3a nnaHoBWs Mepuoa UM MeToda Ha Ce30HHWUTE Mpoaaxou, NMpu KOWTo ce
oTYmMTaT Ce3o0HHUTe konebaHus B npogaxoute. Mima Bb3MOXHOCT U a ce Hanpasu NporHosa
KaTo cpedHO apuTMeTUYHa BeNuymMHa OT pesynTaTuTe, NoslydyeHn npu aAgara Metoaa.

MPOrHO3A 3A NMPOAAXBUTE

2.1, CeaonnocT >>
* = EN
MpopyxkTn/Yenyru cadbl it o >>

2.3. NporxHosa 3a npogaxbure >>

durypa 26. EkpaH 3a nporHo3upaHe Ha npogakbute no NPoAyKTM U ycryru
MporHosaTta 3a npogaxbuTe No Meceuyn ce n3Bexaa Ha CredHUst ekpaH:
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MPOrHO3A 3A NPOOAXBUTE 3A CNEABALLATA NOOAWHA MO MECEUM
o5 ] [BF
MPOrHO3M HA CNEABALLATA FOAWHA M
Mponax6Gu 33 NOCNEAHMTE N FOAMHM N0 MECeLn Meceum
ne "o e ") " »t Wt
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e 5 3 s at = janol 0
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durypa 27. EkpaH c nporHo3aTa 3a npogaxoute no Meceun 1 roanHmn
Pesyntatute oT nporHo3aTta ce BU3yanuaupar 1 ¢ rpadukm kaTo Tasu Ha cneasaliaTta dourypa:

TPEHA

e oi l

A 2008 L S

et 2014 %

M 204 121

Agx 2004 oM

May 2014 M X
2w 204 172000

a4 4000

Avg 2014 10240 !
Bep 2004 ensm -
Oct 204 W

Now 2004 M

Dec U4 1 m

Jao 2008 0%

Fol 200S 1010 ot bacis

durypa 28. EkpaH ¢ gaHHU 1 rpadhmka Ha NporHo3aTa 3a npogaxoute no Mmeceum
MporHo3ata ce MOXe Ja Cce HanpaBu 3a BCEKW NMPOAYKT UMK ycrnyra, no Mmeceun, TpUMeceunst unm no
roAvHW, B HaATyparlHO WM B CTOMHOCTHO W3MeEpeHWe M [aBa Bb3MOXHOCT [Ja Ce W3YUCHAT
HeobxooMMuKTe pa3xoau 3a ToBa.

e | [oF |

3) Prdettye ‘ Bl Ve —
N e = om0 = Total Yewr

Mporxo3a Ha npoaaxbure

2000
© Total Yea o oW
Bpos | yova Totsd Epok Lewa Total Epok lleva Tou
© Total n BO0  10190%0,00 0 Q00 47280000 0 000 S
Soenccenesn 1 60 000 601300,00 820 0,00 359000,00 uan 0,00 Az22
TporsmeTes 790 000 95230, 00 350 0,00 3730000 Aa 0,00 M
Cryropw 1220 0,00 122500,00 800 0,00 06500,00 a0 0,00 00

®Purypa 29. EkpaH ¢ nporHo3aTa 3a npogaxouTte no Tpyumeceynsi
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Pa3yemu 3a Heo6xodumume pa3xodu 3a deliHocmma

M3nonsgaHaTa y Hac cuctema Ha OCYETOBOAsIBaHE Ha pasxoaute npepronara
naeHTUMLUMpaHeTo Ha BCUYKM pasxoamn no MKOHOMUYECKM enemMeHTU. TakmBa ca pasxoaum 3a
mMaTepuanu, pasxoau 3a BbHLUHM YCMyrv, pasxoau 3a amopTv3auuun, pa3xoau 3a 3annatu,
pas3xoau 3a coumarnHu OCUrypoBku 1 Hagbaeku, hMHaAHCOBK pasxoan, U3BbHPEOHW pa3xoam U
apyrm pasxogu. PasxoguTte OuBaTt ouwle npeku, KOMTO Ce M3BbpLUBAT 3a KOHKPETEH BUA
NPOAYKLMSI UMK yCnyra n HENpPeKn, KOUTO ca CBbP3aHU C NPOU3BOACTBOTO, HO Ca 3a noBeye OT
efHa npoaykumst unu ycnyra M MoraT fa ce OTHecaT KbM KOHKpPeTeH BWA camo crief
onpegensiHe Ha HsikakBa 6a3a 3a pasnpegeneHne, Hanp. OTHOCUTENEH Asn.
EkpaHbT 3a BbBEXAaHE Ha MPEKUTE U HEMpPEKUTE pas3xoau, a OT Tam U 3a U3JnCNsiBaHe Ha
cebecToMHOCTTa Ha Mpou3BEXAaHUTE NPOAYKTU (UNU NpedoCTaBsHUTE NPOAYKTU), €

CNefHuAT:
NPEKW U HEMPEKWU PA3X0OOU

2. Npexu paaxoam >>

1. Mpokm u » 3. Henpexkwu pasxogu >>
HENpexH pasxoam
4. CebectoMHoCT >>

®urypa 30. EkpaH 3a npekute 1 HenpekuTe pasxoamn U nsvmcnsaBaHe Ha cebecTonHocTTa

MbpBO Ce onpenenaT NpekuTe pa3xoau, KOUTO Ca KOHKPETHM 3a MPOM3BOACTBOTO Ha
KOHKpeTeH NPOAYyKT UNn 3a KOHKpeTHa ycnyra. ToBa ca npegumHO pas3xoau 3a maTepuanu,
wnu gpyrm cneumdudHM  pasxoau, KOMTO MoraT ga Obaar OTHeCeHM KbM  [ageH
npoaykt/ycnyra.

© Eiren | @ | © g |

= Npeen pasxogm = (ot | — B
=Y Maticy = == OSwa Mognus

Mpekwn pasxoam
2020

© Total Year

L Jan Feb Mar o 003 o 04
© Total 24120000 160400,00 47000.00 55400,00 S8000,00 80800,00 0,00 000
Peoomien YacTH 16550000 11300000 3000000 4100000 220000 5250000 000 000
Pasepsin yacTH 2 58000,00 3700000 13000.00 12000,0¢ 16000.0 21000,00 0,00 0.00
Tywn 1770000 10400,00 200000 2400,00 600000 7300,00 0,00 000

®durypa 31. EkpaH 3a BbBexXaHe Ha npekuTe pasxoau

CneaBa BbBEXOAHETO Ha HEMpekUTe pasxodu, KoMTo ca obwu 3a UuanoTo
NPOM3BOACTBO M He MoraT [a ce agpecupaTt caMo KbM AafieH NpoaykT unu ycnyra. Haii-
Hanpea ce BbBEXOaT pasxoduTe 3a Bb3HarpaxaeHuss Ha nepcoHana. CbrmacHo LaTHOTO
pasnucaHne Ha [ANbXHOCTUTE UM Opos UM ce onpedens OGpyTHOTO MM TpydoOBO
Bb3HarpaxaeHue.
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.((‘ ™ 1BS v -, Personnel v 0 @

= Personnel Vv : Member Attributes @8
Q O, ¥ Finct membe: res)
@ © Total Total
1 Ovpexrop
2 CHeTOBOAMT..
3 LWinocep

®urypa 31. EkpaH 3a onpegensHe pasxogute 3a Tpy4

CnegBa onpefensHe Ha aMoOpTM3aUMOHHWUTE pasxodu, KOMTO ce usducnseart
aBTOMaTMYHO Ha 6a3a Ha GanaHcoBaTa CTOMHOCT Ha aKTUBUTE Y HOPMUTE Ha aMopTMU3aLUS.

CTOMHOCT HA aKTUBMUTE KbM OHelWHa garta

. | © Total Crpyr En. rpmon Bopmamna
Crolnoct 422 000 400 000 20000 2000
Jlata Ha SanpuxXoXaBane 01/0472021 010472021 o202
Mecey 8 8 8 8
fopwua 200 2021 20 201
BPORt HIMUHANK MECELIM KM HeC 0 7 7 7
Ocrarsina cioRHocT 17583333 166 666,67 833333 83333
AMODTHISLIMONNA KBOTA 14 652,78 1388889 694 44 69,44
Hatpynana amopTusagma 246 166,67 23333333 11 66667 1 166,67
CroAnocT na npogaxtara 0,00 0,00 0,00 0,00
Pazimxas (17583333) (166 666467) (833333) (833,33)

durypa 32. EkpaH 3a BbBeXxJdaHe Ha CTOMHOCTTa Ha akTusuTe

AMOpTU3auMA Ha aKTUBMUTE NO Meceuu OT garara Ha 3anpuxoxaasaHe

1 2 | 1 ] © ! v ' w n

Mecoy 2 3 4 S [} 4 ] v 10 n n
Toama ] xan 2 nan an 0 nn o a mn i)
JCTATWN CTONNOCT 168 c08n 7 333 300 a0 660607 AQanan 20000000 166 ot6.6) 1333234 0 0 DO L 313323
AMORTIOBA0INS KDOTH 30 mh 50 niwmza 2500000 220222 WAL 18 606807 1382889 nmmn 833333 5555 27778

CIOGNOCT N ISR 33339 &6 666 67 100 000,00 1333333 166 t46,67 06 000 28305 206 6657 300 000 00 B3NN 6586567

®durypa 33. EkpaH 3a nsuncnsasaHe Ha aMopTU3aLMOHHUTE pasxoau

B cnyyam Ha non3saHe Ha 6aHKOB KpeouT 3a (PUHAHCUpaHE Ha OEeWHOCTTa, B
cneumaneH ekpaH ,PrnHaHcnpaHe” ce BbBeEXAAT CnegHUTE LaHHM 3a KpeguTe:
e CTOMHOCT;
e [opauvweH NpouUeHT Ha pasxoauTe, BKNIOYBALL NMXBa U Takcu 3a 06CNy>XBaHe;
o [1poabimKMTENHOCT N NEPMOAN Ha NNaLlaHe.
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Ha eKpaHa ce un3Bexaga aBToMaTUM4HO pa3Mepa Ha BHOCKaTa Mo KpeauTa 3a BCEKU
nepunoa, KoATo BKIKOYBaA JNiXBa U rmaBHULA.

OUHAHCUPAHE

© Vi Crre O Hanrs Yo More:
‘ MNervp Nerpos | 1 2020 Jan

)y Crodt peaduct
= Kpeantt

| & Credit_Produet_info

=7 Seectun

CroMmocT me NpogumemnT. Brocka

Kpegwr 1 S0000,00 300% 12,00 AZ34.58

®urypa 34. EkpaH 3a nsuncnssaHe Ha OMHAHCOBUTE pas3xoau

OnpenensiHeTO Ha NPEKUTE U HENPEKUTE pasxoan JaBa Bb3MOXHOCT [1a ce onpeaenu
N KpUTMYHaATa Touyka Ha npoaaxouTe, nod KOATO MpuxoauTe He Guxa MornuM Aa MoKpusAT
pa3xoauTe. Ha ekpaHa ce BU3yanuanpa UHCTPYKUMS 3a TOBA M Npernopbka 3a MUHUMAarHus
obeMm npoaaxow.

AHAJIN3 HA KPUTUYHA TOYKA

I Emg ’ l O Vg
Mean Nsanon 1
— Cro#isocy

Nponoaew ofios 1a npogamiete (0 GpoN, k1, TONa W 700000
Liowia, nm 65,00
NPOKM PamEom 23 agmMMLa, AN 50,00
Henposs pazuosm, 24 00000
KPWTWAMA TOMKS Ma npassieTe 1 800,00
TUnonpaa newants 75 000,00
HeoGxo s 06eM NPOsINEs 6 600,00

®urypa 35. EkpaH ¢ gaHHM 3a HeobxoauMnst MMHUManeH obem Ha npoAaaxouTe, KOUTO NOKpMBa
pasxogute

Pa3yemu 3a nnamumume GaHBbUU U GueudeHmu

MpuxoanTe OT npogaxbu MUHYC NPEKUTe M HEMNPEKM pa3xoau onpenenaT OpyTHaTa
neyan6a npeon OaHbuM WM Takcu. 3a Oa Ce M3YUCNN HETHUS (PUHAHCOB pe3ynTtaT e
HeobOxoAMMO da ce BbBedaT M AaHHW 3a pa3Mepa Ha JaHbuuTe, CboOpasHo gencreawiute
KbM [JadeH MOMEHT AaHbyHKM cTaBku. Cuctemarta nossonsisa ga ce usdmcnm OOC Bbpxy
nokynkute n OOC Bbpxy npogaxbuTe, Kato OT pasnukata Mexay TsaxX ce onpegens
ObIDKMMOTO 3@ BHacsHe wunu 3a BbacTtaHoBaBaHe [OC. Msuucnasa ce u pasmepa Ha
KOpnopaTUBHUS OaHbK.
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O0C sbpxy npuxoaure

OAC Bbpxy pasxopure

OQwumxkumo OA0C

KopnopaTvBeH BaHbK

®urypa 35. EkpaH 3a BbBeX4aHe 1 M34MCNsSBaHe Ha JaHbLWTe

Benocunesn
TparmeTon

Cxyrepm

OAOC ebpxy npuxogute ot npogaxbu

{ © Total Year
|  Ofugw npoga NIC Jasweisa 0cHo0a i npwcoge ¢ JUIC Npogawtx 6ez OC
80130000 000 667 750,00 961560,00
9525000 00 JBEae 4y 0189200
12250000 000 11516667 52800.00

Hasmcnaso JUIC wa npexoge ¢ JUIC

13355000

1633053
733333

®urypa 36. ExpaH 3a BbBexagaHe Ha [J[1C Bbpxy npogaxbute

AOAC supxy pasxoaute
2030
Jan
08B0 nosymx AnC Aeaywn ocvoon s paaxaasTe c A Nosyrwu Sea [UIC Hasvmonowo 00 we proogere ¢ UAC Harascnose JUOC wa peaxca,
Perepmis uactw 10000,00 .20 2500000 1600000 20000 0000
Pusepim st 2 £5000,00 100 1376\ 47 IRIHAN0 123853 13500
Tywm 200000 1,20 106807 240000 33333 &£000

®durypa 37. EkpaH 3a BbBexgaHe Ha [A1C Bbpxy NOKyNKuUTe

AAC supxy npuxoamre

>> AAC nupxy pasxopmre

MR Five - e

! o e thesasn I ":D '

= R | v |

Y G | = mas | =F Mase

Aunxumo AAC
|1 |20
Fotsl Your y
® e m 02 0 L o us

JVIC npesuvesion T m noR4 1% prrFE R 20000 2000 nramn 20%7 08 Trea1, 70
JULC nosoyrisos wnm osn.ay [24): 04 ano 0c0 om L1 0o
JrN——T 15064200 6325229 1675020 2250000 2400000 T, 20567 65 6

>> Kopnoparmseed Javnk

»

®durypa 38. EkpaH 3a naumcnasaHe Ha gbmkumoto AAC
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WR Emg Purne
Pase essca ‘ 1 ‘
(T) Utvwtera B Yen ‘ B8 Mo
&/ Yosl o0 M =T Mo
2020
| © Total Year
| em 0 w @ oo 04 05
Totad | 1600,00 1600,00 500,00 000 1000,00 0,00 0,00 0,00
L
JUnungenrm o1 arigms 1500,00 150000 500,00 0,00 1000,00 0,00 Q0o 000
Jianmpevite 2 100,00 100,06 10000 000 000 ¢.00 apo a00
Hmnwpeny 3 ag0c 0,00 aoa ¢00 Go0 000 Q00 00

®durypa 39. EkpaH 3a nsuncnsaeaHe Ha JaHbka BbpXy OAMBUOEHTUTE

lMpo2HO3eH omyem 3a npuxodume u pa3xodume U HemHusi napu4veH
nomok

Cnen kaTo ce WM34YMCASAT MPOrHO3HWUTE MPUXOAM OT npodaxbwu M BCUYKM BMOOBE
pa3xoan, aBTOMaTUYHO ce cbCTaBAa NporHo3eH OT4veT 3a npuxoaute u pasxoante (OMP) n
nporHo3eH banaHc, Taka kKakTo € NokasaHo Ha cneaBaluTe ekpaHu:

MPOrHO3EH OTYET 3A NPUXOAU U PA3X0OOMU

| ) HiEmn g Py B3 Prodess_nype B wr |
| O Nty MNatpee ‘ l O t =5 Sakcn = an |
Mpopaxbu
|| 2020
© Tutul You C
e u o b - om om oM
2 Total Total Total Total Totol Totol Fotal Totsl
Cuyrepm 12000,00 12000,00 10000.00 2000,00 000 0,00 0,00 0,00

®urypa 40. EkpaH c NpOrHo3HUTE HETHU NPUXOAM OT npoaaxou B OMNP



Mpeku pasxogu

|| 2020
: © TowlYear o o, e i s o o003 o0
» Total 100,00 100,00 100,00 0,00 0,00 0,00 0,00 0,00
Pe3epiHm 4acTH 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
PeaepsHy “acT.. 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
HenpeKu pasxogun
|| (2020
1|® | e Jan Feb Mar © Q2 LR o o4
» Total 4800,00 4800,00 1600,00 1600,00 1600,00 0,00 000 0,00
Odmc xoncymar_ 300,00 300,00 100,00 100,00 100,00 0,00 0,00 0,00
Pexnama 1500,00 1500,00 500,00 500,00 500,00 0,00 0,00 0,00
Pasxoau 3a nepcoHan
|| 2020
— M © Total Year 001 o o0 a3 004
» Total 0,00 0,00 0,00 0,00 0,00
AmopTusauumu
— I © Total
Mecey 8,00
rogmna 2021
Cro#Anoct 0,00
Ocrarbyna cToRHoCT 0,00
AMOPTH3aLMOHHA KBOTa 0,00
Harpynaua amopruzayms 0,00
CroiHoCT Ha npoflax6Gara 0,00
Paanuka 0,00

®urypa 41. EkpaHu ¢ nporHo3HnTe pasxoam no sugose B OlNP

0606weHn cTOMHOCTH

|| 2020
— Ik e om Jan Feb Mar o LR

BpyTHa nevanba 80840000 37610000 9830000 13540000 14240000 432 300,00 0,00
Tuxom 0,00 0,00 0,00 0,00 0,00 0,00 0,00
JUIC 1650,00 1650,00 165000 000 000 0,00 0,00
AMOFITWIALMI 0,00 000 0,00 0,00 000 0,00 0,00
Newanta/3aryGa o1 npogaxta wa arm 0,00 0,00 000 0,00 0,00 0,00 0,00
O6uo paaxogm 6550,00 6550,00 338000 1600,00 1600,00 0,00 0,00
Hetwa nesianGa npejin Kopin. AsHuK 806750,00 37445000 9665000 135400,00 142400,00 432300,00 0,00
KOpnopaTHaes Lamix 9665,00 966500 966500 0,00 000 0,00 0,00
Herna nesanGa caen Kopri. gansx 79708500 36478500 8690500 13540000 14240000 43230000 0,00

®durypa 42. ExpaH ¢ 0606L1eHN CTOMHOCTM Ha NpUxoauTe U pasxoauTe U (OUHAHCOBUA pe3ynTar B

one
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m ITporHo3eH banaHc

|| 12021

— I 02 03 © @ 04 05 06 o3 07 08 09
© AxTuim [ 366566,11 410022,50 142166583 441895,55 47321528 50655500 180342333 534394,72 60103445 66799417
© KpaTkoTrpaiis aKTuem 436899 44 51552250 194916583 582562,22 64904861 71755500 264742333 780561,39 882367,78 98449417
Mapwinm cpeacTna 43689944 51552250 194916583 58256222 64904861 71755500 264742333 780561,39 882367,78 98449417
Kparkocpoumnm Bsemanmns 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
Texyum axTmen 000 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
Marepuaniu sanacu 0,00 0,00 0,00 000 0,00 0,00 0,00 0,00 0,00 000
© AunroTpaiim aKTMam -70333,33 -105500,00 -527500,00 140666,67 17583333 -211000,00 844000,00 -246166,67 28133333 -316500,00
! AMA 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
AMOPTHIALIMK C HATPYNBANE 7033333 105500,00 527500,00 -140666,67 17583333 211000,00 844000,00 24616667 28133333 316500,00
© Nacwen 1737911 118927,78 29812567 10321444 9852111 96390,11 32557933 8672811 12135711 11749411
© Kparkocpoutn 2aib/meHmn 64289,86 69081,53 18622192 64693,19 61559,86 59968,86 142155,58 54806,86 4578586 4156286
SABIKEHNA KM 10CTABY.. 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
Lavsinm saibroxenus (KNO) 1216681 553847 1243375 428014 410681 404681 2038042 354681 -8396,81 843681
Nanvinm paznuu (JUIC) 30566,67 32850,00 98166,67 3133333 3216667 3466667 99500,00 33166,67 33166,67 33166,67
Jabrmkenmn KoM GUHanco .. 45890,00 4177000 100489,00 37640,00 33500,00 2034900 63036,00 25187,00 21016,00 16833,00
© ALArocposHm nacwism 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
Juarocpounm xpeagwTn 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
© Coberaew kanwran 109501,25 49846,25 111903,75 3852125 36961,25 3642125 18342375 31921.25 755125 7593125
Hepasnpepenena nevanba/ . 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00

e
L

®durypa 43. NMporHoseH 6anaHc

np0FH03HI/IFIT OlMP paBa BB3MOXHOCT Aa Ce M34uChn NPOrHO3HNA HEeTEeH MnapuyeH
NOTOK, KOWTO BKMOYBA HETEH napunvyeH noToK OT OENHOCTTa, HETHUSA napun4yeH MnoToK OT
MHBECTULUNN N HETHUA napuyveH NOTOK OT q.')I/IHaHCOBI/I onepauunn. OT cBos CTpaHa HeTHuA
napu4yeH noTok oT OenHocTTa e CyMa OT HeTHaTa neyan6a npegun obnaraHe u amMmopTunlauununTe,
HamaneHun unn yeenmyeHn CbC cangoto OT USMEHEHUETO Ha 3anacute U npo,u,a>i<6aTa Ha
aKTUBU, KakKTo U C JaHbLUUTE.

ﬂporuo:eu Napu4yeH NnoTox

© HATH ARSI HTOK OF HEENOCTTR 54237040 21865246 6727246 700 7962000 323704 9015353 11365235 11991206
Hemva nevanta 48085220 17482294 083294 3333000 6264000 24586520 [0k R 9673541 1009074
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®durypa 43. EkpaH C NpOrHO3HUSA HETEH NapuyeH NoTOK.

3a fa ce onpeaeny HacTosLaTa CTOMHOCT Ha UHBECTULMATA, NONYyYeHUTE NPOrHO3HN
CTOMHOCTM Ha HETHWTE MNapuyHW MOTOLM 3a CbOTBETHUS Mepuosd Ce npuBexaaT KbM
HacToALLMA Nepuoa C MOMOLLITA Ha CpeaHonpeTerneHaTa LeHa Ha kanuTana no gpopmMynara:

on FCFF, Vr
V_Zt=1(1+WACC)t (1+wace)T (1)

KbAeTo:
V e ceraluHaTa CTOMHOCT Ha UHBECTULINATA;
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V1 — TepMUHanHa CTOMHOCT;
WACC e cpegHonpeTerneHaTta LeHa Ha Kanutana;

CuuTa ce, Ye 4OCTOBEPHA NPOrHO3a 3a HETHUTE NapUYHKN NOTOLM MOXeE Aa ce Harnpasu
MaKCUMyM 3a YeTMpuroguLeH nepuoa, Taka 4ye B criydasi ,n“ e paBHO Ha 4.
TepMmuHanHaTa CTOMHOCT € Tasu, KOSITO MOXe [la Ce NOJy4n KaTo LieHa npu npoaaxta

Ha aKkTuBa crej u3tTnyaHe Ha NPOrHO3HUSI Nepuoa 1 ce onpeaerns no opmynara:
_ FCFFy(1+9)

V= e e, (2)

KbOETO g € AbJITOCPOYHUAT PbCT HA HETHUTE NAPUYHKU NOTOLM crief nocrneaHaTa NporHosHa
roguHa.

CneaBa nsuyncnsiBaHe Ha HeTHaTa HacTosLWa CTOMHOCT Ha nHBecTuumsTa (NPV), koeto
cTaBa aBToMaTU4HO. Manonsea ce nonynspHarta opmyna:
NPV =Y NCFi - Inv 3)
KbAeTo INv e pasMepbT Ha BIIOXXEHWUTE MHBECTMUMM 33 AENHOCTTA.

lNonoxunTtenHa HeTHa HacTosiLa CTOMHOCT MOKa3Ba, Ye HacTtosiiarta CTOMHOCT Ha
napu4HMs NOTOK € NO-rofiamMa OT pasxoauTe 3a NpoekTa (MHBECTUUMATA) U MHBECTULMATA Ce
cunta 3a edektmBHa. OTpuuaTenHa HeTHa HacTosilla CTOMHOCT MoKasBa, Ye HacTtosuwarta
CTOMHOCT Ha Napu4HMsi NOTOK NPe3 NeprMoaa Ha MHBECTULUSATA HE e AoCTaTbyHa 3a Aa Nokpue
pa3xoauTe 3a MHBECTULMATA, a HETHA HaCTosILL.a CTOMHOCT paBHa Ha Hyfna nokasea, Yye cymarta
OT NapWUYHUTE MNOTOLM Ha MpPoeKkTa € TOYHO TOJSIKOBa, Y€ [a Ce Bb3BbpHE MHBECTUPaHUS
KanuTan.

M3non3Baiiku obnavyHo 6asnpanarta nnatgopma CPPB, HeTHaTa HacTosLa CTOMHOCT

Cce n3sexga Ha ekpaHa aBTOMaTU4HO.
HeTHa HacTosiwa CTONHOCT

NPV $57427%5 120504 24 154241 26578574 Aptde 1X02 87 21375274 G701 W57 al Yo T4 849

6374275 ON247 £ 1149574 57250 4u 0621549 A35516 3¢ 1gsoemn 40 130 2630647 56 2908477 68

durypa 44. EkpaH ¢ n3uncneHus 3a HeTHaTa HacTosLWa CTOMHOCT Ha MHBECTULMSTA

3akntoyeHune
MonsuTe oT paspaboTBaHETO Ha cneunanuanpaH 6bArapckm copTyepeH NPOAYKT 3a
aBTOMaTM3npaHo paspaboTBaHe Ha Bu3Hec nnaHoBe MoraT a ce TbPCAT B MHOMO MOCOKM:

1. 3a dwmpmuTe — Wwe morat caMocTosiTenHo, 6e3 Non3BaHeTo Ha BbHLUHA eKcnepTHa
nomoul, Aa paspaboTBaT MNO-KA4YeCTBEHW, pearniMcTUYHM u O0OOCHOBaHM OuU3HEC
nnaHose;

2. 3a opraHusaumuTe oT NybnnyHnsa CeKTop — yrnpaBnsaBallnTe opraHn Ha onepaTuBHUTE
nporpamu Wwe moraT ga pasdmrtar, Ye GM3HeC nnaHoBeTe, KOUTO Ca HEM3MEHHA YacT
Ha NoBeYEeTO MPOEKTHW NPEANIOXEHUs, ca (PMHAHCOBO, KagpOBO W MaTepuarHo
06Bbp3aHN, a O4aKBaHNS ePEKT — OBEKTUBEH.

3. 3a KkpeauTHWUTE UHCTUTYUUM — GaHKWUTe LWe mMoraT Aa CbMNOCTaBAT pesyntatute oT
OGu3Hec nnaHoBeTe CbC CBOMTE pa3vyeTu C Mo-rofisiMa CTeneH Ha goBepue U Aa
MUHUMU3NPAT KPEOUTHUS PUCK;

4. 3a obwecTBOTO — noctura ce no-ronsiMa Kyntypa B obnactta Ha VKT n ce npasu
CTbMKa No NOCOKA Ha pa3LlwnpsiBaHe Ha eNeKTPOHHUTE YCIyru.
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OcbluecTBsIBaHETO Ha M3NOXeHaTa uges nsnckea obeanHeHnte yCUnna Ha Hay4dHu

paboTHMLM, cneumanucTi No nnaHupaHe, copTyepHU CneumanucT 1 Takuea no nsrpaxagaHe
Ha MHOPMAaLMOHHO-KOMYHMKALIMOHHN MPEXM, KOETO NpaBu 3agadarta AocTa ambrumosHa, Ho
He U HEBb3MOXKHa.
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Strategic Planning and Competition in the Digital Economy
Kalin Krumov !

Abstract: Competition in the digital economy creates significant advantages, but
simultaneously it is a factor that adds a layer of complexity and uncertainty. Strategic planning
is a tool for overcoming the instability and unpredictability of the environment, but through the
goals in the competitive strategies a later moment, it leads to an increase in competition

between firms and strengthens the dynamics and contingency. This paper examines the
limitations of strategic planning in the digital economy in terms of the intensity of a new product
design.

Key words: competition, digital economy, strategic planning

JEL: 022

1. Competition as a factor for increasing the dynamics and unpredictability of the
environment

Competition among firms in the markets of goods and services occurs when the number
of producers of a specific product or service increases and they begin to "fight" for the attention
and money of consumers. In the initial stages of economic development, when the number of
producers was small, there was no competition between them. As Henry Ford said, "Any
customer can have any color of a car he wants, as long as it is black"2. This can only happen
in a situation where there are a few manufacturers, the product is standardized and the
customer really has no choice because this is the only thing that exists on the market. With the
development of the economy, the number of companies in each industry and sector is growing,
and among them begins a competitive struggle for consumers, who become more and more
demanding. Competition between the companies goes in every single direction — purchasing
consultations; financial services for the purchase of the product; product quality; product
functions; materials from which it is made; appearance of the product; product packaging; the
possibility of updating the product; quantities in which the product can be produced; warranty
and post-warranty maintenance and service, etc. In addition to everything mentioned so far,
today the competitive struggle is mainly about which company will be the first to create and
present to the market a new product, different from the others, with a new purpose, with new
or different functions, with a new shape, of better quality and stroke resilient , twisting resilient,
etc. materials. Creating such a product that is recognized by consumers is equivalent to
conquering 100% of the market for the new product. In other words, in the modern economy,
competition among firms in the market does not exist only regarding new products and just for
the period for which the market lacks its analogues or even newer products that surpass it.
Even though competition in the market is not always visible, in the strategic management, in
the scientific laboratories, in the scientific research and production units of the companies, it
goes on with full force. This competition forces companies to set in their strategic development
plans a certain repeating interval in time, at the end of which the company must have created

1 Chief Assist. Dr. Kalin Krumov

Universiity of National and World Economy — Sofia, Bulgaria

Department of Marketing and Strategic Planning

email: kkrumov@unwe.bg

2 dopg X., 2000 ,MosT xmBoT 1 mouTe ycnexu®, N3a. ,Cuena“, 2000 (Ford H., ,Moqt givot | moite
uspehi®, Siela)
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and launched on the market a new product, based on a new technology, with new functions,
or with more functions of all others so far, built up of new - better materials, etc. For example,
in the field of high-tech production of computer chips (chips of desktop computers, servers,
mobile devices and microcontrollers), the American corporation "Intel"®, based in the city of
Santa Clara, California, is developing a strategy for the period 2019-2029 for the development
of technological innovations ( See Figure Ne1)

EUV Lithe

..........
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Source: https://www.intel.com/content/www/us/en/newsroom/opinion/moore-law-now-and-in-the-
future.html#gs.kwpuhv
Figure Ne 1. Innovations in technological process at Intel Corporation

Figure Ne1 shows, based on which technological innovations, a computer chip can be
produced with a certain thickness of the semiconductor in it. The smaller the thickness of the
semiconductor is, the more "threads" (transistors) there will be in one square millimeter, and
the greater will be the computing power of the new generation of computer chips. On the basis
of the strategy for technological innovation, the company's strategy for the production of new
computer chips was developed (Figure Ne2 A and B).

Major and incremental nodes provide opportunities to utilize
EUVL enhancements for at least a decade
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3 https://www.intel.com/content/www/us/en/homepage.html
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™ Intel re-states its 2-year roadmap for coming 10 years ASML
The roadmap includes multiple in-between node improvements
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Source: https://www.intel.com/content/www/us/en/homepage.html, https://www.asml.com/
Figure Ne 2. Original Intel slide (A) with put ASML34 animations (B)

Figure Ne 2 A shows the steps in technological innovation and production of new chips
by year (until 2029). The second part of the scheme is a slide developed on the basis of the
first one by the Dutch company "ASML", which is the largest and most technologically
advanced company in the world for the production of lithography® systems, and which is the
main supplier of the corporation "Intel". In this second part of the diagram, it is visible how the
thickness of the "silicic thread" will change (and accordingly the productivity) in the computer
chips produced by "Intel" until 2029. If in 2019 this thickness is 10 nm®, in 2001 it will be 7 nm,
in 2023 — 5 nm, in 2027 — 2 nm and will reach 1.4 nm in 2029.

10

0.1 4
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Figure Ne3. Development of the computer technology (thickness of the "thread" in the computer chip)
in the period 1970-2019.

This development of technology and respectively of computer chips (microprocessors)
responds to Moore's law’, which was formulated in 1965 (See Scheme No. 3), which is still in

4 https://www.asml.com/

5 Lithography systems are at the heart of the technological production chain of computer chip creation
processes.

6 A nanometer (nm) is one billionth of a meter (1 nm = 10-m). The thickness of the DNA helix is 2 nm.

7 Dr. Gordon E. Moore - electronic engineer who co-founded Fairchild Semiconductor and Intel
Corporation. He makes an assumption how the density of transistors on chips will increase, and
from that point forward - the computing power of processors. According to him, the number of
transistors in new microprocessor models will approximately double every 18 to 24 months.
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force, and which is an integral part of Figures No. 2 A and B. It is this law that clearly shows
the development of computer chip technology and of the computer as a whole, from the
dimensions of one or several rooms to the size of a small and convenient device that one can
keep in an arm or wear as a watch.

This example shows that strategic plans are leading the development of technologies
and determining product development strategies, dictating the current and future
competitiveness of companies and their development. Like the companies in high-tech sectors,
firms from other sectors of the economy are developing strategic plans for innovation, product
development and competitiveness. As a whole, these processes of competition and continuous
creation of new significant products and services greatly increase the seismicity of the
environment. According to Philip Kotler and John Casiglione, “as a result of disruptive
innovations and unexpected shocks, today's business environment is significantly more risky
and uncertain. Business ventures have never been entirely free of risk and instability, and
managers have always been threatened by some degree of volatility. But today, the speed
with which changes are happening and the size of the tremors are far greater. This was not
their normal manifestation in the past. The new normality is what we are witnessing now. It
goes beyond disruptive innovations and reaches the limits of colossal shocks."® A similar
opinion is advocated by Peter Drucker, who claims that in the conditions of high dynamics and
unpredictability, "If you can't predict the future, create it."® This is exactly what companies do
when they develop strategic plans for the development of technologies and products in order
to successfully compete with others. These strategies finally create short-term stability for the
company which developed them, but at the same time they strengthen additionally the overall
seismicity of the markets and the environment.

Today, even the state intervenes to help companies from one country to companies
from another country in the conditions of hyper-competition, which contradicts the rules of trade
and state aid adopted by the World Trade Organization and this further strengthens the
seismicity of the environment. An example is the adopted on 9 August 2022 in the USA Chips
and Science Act®?, which provides $52.7 billion in financial aid for the chip industry, about $24
billion for companies under the form of a 25% investment tax credit, and $200 billion dollars
for areas such as artificial intelligence, robots, quantum calculations, and other technologies.
With this law, the US will invest about $280 billion in the creation of companies and concentrate
the production of improved chips in the country. According to data from various studies, in
1990 the US share of global semiconductor production was 37%, while in 2020 it has fallen to
12%. The purpose of the Chips and Science Act is to reduce costs, create employment and
optimize the supply chain, and generally protect the country's technological dominance in this
area. The law also stipulates that companies that receive financial support from the US cannot
make "big deals" or invest in the production of improved chips in China or other countries that
have made significant progress in this area in recent years. Chinese firms, for example,
produce computer chips that are based on 22 nm technology, which is 1-2 generations!!

Source: https://newsroom.intel.com/wp-content/uploads/sites/11/2018/05/moores-law-electronics.pdf

8 Kotnbp, @, Kacunuone, [., ,XaoTvka — MEHUWIKMBHT U MApPKETUHT B ernoxata Ha TypOyneHTHocTTa",
JTokyc Mu6nuwunr, Codoms, 2009, c. 20-21 (Kotler, F., Kasilione, Dj., 2009. “Haotika®, Sofia: 1zd.
,Lokus publishing“, p. 20-21)

° Drucker, P., Post-capitalist society, New York: Harper Business, 1993

10 https://www.govinfo.gov/content/pkg/PLAW-117publ167/pdf/PLAW-117publ167.pdf

11 Phytium can brag with 64-core server-grade CPUs like the FT-2000+/64 or Tengyun S2500 — 16 mn.
Phytium hopes to tap TSMC’s 7 nm and 5 nm nodes for upcoming server-grade CPUs in the next
few years.”
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behind the American one. The situation is similar to the latest Russian computer chips of the
"Baikal - M" generation, which was introduced in 2019, and which are not even produced in
the Russian Federation. The latest generation of Russian chips are produced by the
Taiwanese "Taiwan Semiconductor Manufacturing Company"!?, and are based on 28 nm
technology, i.e. they are 3-4 generations behind the chips produced in the USA. Against this
background, the Chips and Science Act makes provisions for the US and related companies
that manufacture computer chips, equipment and materials to stay away from these countries.
The aim is to create obstacles for the development of this industry in China and other countries
and to re-enforce the dominant position of the US in the sector.

In addition to aggressive competition, which is the basis of the technological revolution,
there are other factors beyond the listed ones that increase the seismicity of the environment
and create chaos in the markets. Such factors are*:; the information revolution; the devastating
technologies and innovations that Prof. Clayton Kirstensen talks about; "the rise of the rest"
(developing industrial countries and the resource-rich countries of Asia and Latin America);
sovereign wealth funds; the environment; and the empowerment of customers and
shareholders. These factors, although more or less directly or indirectly related to competition
and competitiveness, are not the subject of this study.

2. Specificity of competition in the digital economy

The digital economy is creating significant growth that extends beyond information
goods and services and affects other sectors of the economy and lifestyle in general.
Competition in the digital economy and in digital markets has certain distinctive characteristics,
some of which create favorable opportunities for businesses but others create threats. Among
the favorable effects of digital markets are their features such as: the fact that they are
multilateral, the presence of strong network effects, the presence of significant economies of
scale and scope - fixed costs, low or zero costs which allow companies to grow quickly. In
addition, digital markets require high levels of investment and innovation, which in turn lead to
rapid technological progress. These marketplaces have zero-cost business models!* that earn
revenue by collecting user data, selling advertisements, or using customer relationships to sell
"data", etc.

The digital economy generates significant benefits for firms, but at the same time, many
digital markets face a number of competition problems in terms of market structure, firm
behavior and merger activity. This leads to a decrease in the intensity of competition, an
increase in prices, a decline in entrant companies, and an increase in concentration and the
emergence of monopoly. Among the biggest problems for companies are disruptive
innovations that limit competition and vertically integrated and conglomerate business models
with anti-competitive behavior. Another significant problem is that competition among digital
business platforms leads to a monopoly. It is not uncommon for a dominant firm to behave
anti-competitively, using its position to exclude competitors from the marketor to acquire
potential emerging competitors to prevent their products from reaching the market. Sometimes

https://www.phytium.com.cn/en/article/5

12 https://www.tsmc.com/english

13 Kotnbp, ¢, Kacunvone, [1., ,XaoTnka — MEHUMHKMBHT M MapKETUHT B enoxaTa Ha TypbyneHTHocTTa",
JTokyc Mu6nuwunr, Codoms, 2009, c. 42 (Kotler, F., Kasilione, Dj., 2009. “Haotika®, Sofia: Izd. ,Lokus
publishing® , p. 42)

14 Seven of the world's ten largest companies provide products and services at zero cost in digital
markets.
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the demand or supply characteristics of digital markets prevent the entry of new firms or the
expansion of competitors of dominant firms. Historically, competition in digital markets has
often been cyclical—successful firms may gain significant market power, but that dominance
in the next innovation cycle is vulnerable and may be lost.

The conclusion that can be drawn is that the digitalization of the economy increases
the competition, challenges, dynamics and turbulence of the environment for companies. In
recent years, digital markets have posed significant challenges even to competition law, which
is not flexible enough to deal with some of the unique market characteristics of digital markets
and the digital economy.

3. Strategic planning — a paradigm for dealing with the high seismicity of the
environment

The new realities in the economic development of the world, countries, regions, local
communities, industries, companies and individuals show an increasing seismicity of the
business environment in the form of strong, dynamic, continuous and hard-to-predict changes
that pose ever greater challenges in front of management. According to Peter Drucker, "The
greatest danger in times of turbulence is not the shocks. It is operating with yesterday's logic."*®
In the conditions of high dynamics and unpredictability "If you cannot predict the future, create
it."1® The proven proactive and anticipatory paradigm for designing and creating a better future
is strategic planning. Its anticipatory nature lies in the answers to three questions'’: "Where
are we now?", "What do we want to be in the future and what kind of world do we want to
create?" and finally "How to get there?". In their deep essence, the questions delineate the
boundaries of a process of designing and realizing what is considered impossible. This is
exactly what companies do when they develop strategic plans for the development of
technologies and products in order to successfully compete with other companies on the
market. This type of strategic planning is what Peter Drakar calls "Being the fastest and with
the most"*® and to a lesser extent "Creative generation - hitting them where they least expect
it".1° The essence of the first strategy is for the company to acquire a leadership position and
dominate with a new product or in a new market. This strategy does not tolerate mistakes, but
if it is successful, it pays off many times over as in the example with the corporation "Intel".?°
The essence of the creative generation strategy is for the firm to wait until someone else has
created the new idea or innovation and then, in a short period of time, create a product that
customers want. In this way, the company creates a standard and captures the market for the
new product. At the base of these strategic plans are not only evolutionary technologies, but
also what Harvard Business School business administration professor Clayton Kirstensen?!
calls "disruptive innovations,"?> which are rarer. Disruptive innovation creates massive

15 Drucker, P., Post-capitalist society, New York: Harper Business, 1993

16 Drucker, P., Post-capitalist society, New York: Harper Business, 1993

17 Bryson J. and Alston F., Creating and Implementing your Strategic Plan, Second Edition, San
Francisco: Jossey-Bass, 2004

18 Nlpakbp, M., ,MHoBauun n npegnpuemadectso”, N3a. ,Knacuka n ctun®, Nbvpeo nsgaHme, Codus,
2002, c. 264 (Drucker, P., 2002. “Inovacii | investicii“, Sofia: Izd. ,Klasika I stil“, p. 264)

19 Nlpakbp, M., ,MHoBaumm n npegnpmemadecTtso”, N3a. ,Knacuka u ctun®, Mwupeo nsgaHue, Codus,
2002, c. 277 (Drucker, P., 2002. “Inovacii | investicii“, Sofia: 1zd. ,Klasika I stil*, p. 277)

20 Intel's market share is 63.5% in the first quarter of 2022.
https://www.statista.com/statistics/735904/worldwide-x86-intel-amd-market-share/

21 hitps://claytonchristensen.com/

22 Christensen, Clayton., Raynor Michael, ,The Innovator's Solution: Creating and Sustaining
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changes in markets that lead to a complete displacement of the current technology and the
products created based on it. This creates instability that affects all other firms in the given
market. An example of "new market destruction"?® is the Linux operating system, which is free
for regular users and significantly cheaper for server systems, and eventually dominates the
supercomputer and server market.

4. Constraints to strategic product planning in the digital economy

The discussed aggressive strategies ultimately create only temporary and short-term
stability for the firm which developed them. Reasons for this are the strategic plans for
innovation and the competitors' new products, which will do the same in a future moment. As
we saw from the example of the Intel corporation, the strategic plans for innovations are not
single but foresee technology development for five generations of new microprocessors in 10
years. Sedimentation on the market of several such plans of two, three or four main
competitors makes the market very unstable, dynamic and unpredictable. Ultimately, the
implementation of strategic planning by all major competitors in a market leads to the creation
for each of them only a temporary, short-term and uncertain competitive advantage, and
increases the seismicity of the environment in the short, medium and long term. In this way,
strategic planning and aggressive strategies gradually create what the professor of business
strategy at the University of Dortmund, Richard D’Aveni?*, refers to as "hyper-competition"2®
among companies. It is observed when technologies and products are so new that they require
continuous changes in standards and rules, leading to instability of competitive advantages.
This is exactly the situation with the microprocessor market - the main competitor of "Intel" in
the face of the company "AMD"?® from Sunnyvale, California. Five years ago, this company
was facing bankruptcy, and at the beginning of 2022, it goes ahead of "Intel" by market
capitalization?’. And all this is due to hyper-competition and strategic plans for innovations and
the creation of new products on this base. The rivalry between "AMD" and "Intel" is inevitable,
since the two companies control practically the entire processor market, although AMD's
market share has been around 20%, steadily increasing in recent years to 36.4% in the first
quarter of 202228, The competitive struggle between the two manufacturers is extremely harsh
and often leads to lawsuits. "This condition is characterized by intense and rapid competitive
actions, which oblige competitors to create quickly new advantages that make their rivals'
offerings meaningless. The speed of the hypercompetitive destructive turbulence is catalyzed
by globalization, more attractive substitute products, more fragmented consumers™ taste,
deregulation, and the invention of new business models - all these factors cause structural
disbalance, falling of barriers to market entry, and deposition of market leaders.?*” Today, and

Successful Growth®, Harvard Business School Press, Cambrige, MA, 1997 The disruptive
innovation is a technological innovation that displaces prevailing technologies and products from a
certain market. These types of technologies are less than evolutionary innovations that bring higher
quality changes to the markets.

23 Nlpakbp, M., ,MHOBauuMK n Nnpeanpuemayvectso”, N3a. ,Knacuka n ctun®, Nbpeo n3gaHue, Codus,
2002, c. 49 (Drucker, P., 2002. “Inovacii | investicii“, Sofia: 1zd. ,Klasika | stil, p. 49)

24 https://daveni.tuck.dartmouth.edu/

25 hitps://web.archive.org/web/20110728062923/http://www.twg.com/98winter/daveni.pdf

26 hitps://www.amd.com/en

27 As of February 15, 2022, AMD's market capitalization is approximately $197.75 billion, while Intel's
is approximately $197.24 billion.

28 hitps://www.statista.com/statistics/735904/worldwide-x86-intel-amd-market-share/

29 Kotnbp, ¢, Kacunuone, [., ,Xaotuka — MEHUZXXMBHT U MapKeTUHI B enoxarta Ha TypbyrneHTHocTTa",
JNokyc MbbnmwwuHr, Codus, 2009, c. 56 (Kotler, F., Kasilione, Dj., 2009. “Haotika“, Sofia: 1zd. ,Lokus



https://daveni.tuck.dartmouth.edu/
https://web.archive.org/web/20110728062923/http:/www.twq.com/98winter/daveni.pdf
https://www.amd.com/en
https://www.statista.com/statistics/735904/worldwide-x86-intel-amd-market-share/

even more so in the future, the highly turbulent environment requires dynamic and innovative
firms whose strategies are aimed at destroying the competitive advantage of market leaders.
In this environment, competitive advantage will be too short-lived and uncertain. It will be only
on the side of those companies that are extremely flexible, innovative and above all, able to
create a new competitive advantage very quickly. Companies that are unable to achieve this
will lose their positions.

So what are the limitations to strategic planning in the digital economy in terms of the
intensity of new product design?

In the first place, strategic planning, relative to a given moment - the moment when the
new product comes out, gives a short-term uncertain advantage that will be lost in the short or
medium term. In the long term, in terms of new product design, strategic planning gives a
series (not necessarily consecutive) of uncertain transitory competitive advantages.

In the second place, the high intensity brought by competition or hyper-competition in
the strategic plans of new product design processes may conflict with the receptivity and
understanding of users of new products. The product is a response to consumers™ needs, but
they may not recognize it as a means of satisfying their needs. i.e. these are limitations
imposed by the markets™ ability to perceive quickly the product as desired. It is possible that
until this need is realized, the product will be "removed" or "thrown out" of the market.

In third place, the high competition in the market and the turbulence of the environment can
put the new product in a still-born position, i.e. it is possible that one or more competitors may
simultaneously or earlier offer a newer and better product.

Fourthly, a limitation of strategic planning is that it significantly strengthens commodity
cannibalism. The product may not yet have entered the growth or maturity phase of its life
cycle and the firm's strategy is to "take it off the market". This puts limits on the opportunities
for return on investments in innovation and increases the tension in the company's activity.

Conclusion

Strategic planning, like any other tool, has its advantages and disadvantages. The
digital economy challenges the possibilities of strategic planning in terms of the significant
acceleration of the intensity of innovations and the design of new products and the great
volatility, unpredictability and seismicity of markets and the environment as a whole. However,
strategic planning is the only tool that provides a solution on how to create multiple short-term
momentary competitive advantages in the competitive struggle for the distribution of future
markets, thus ensuring the existence and development of the firm in the long term. It creates
stability and predictability by informing the company's customers about its future products and
future development, it also creates certain expectations and perhaps loyalty in customers.
Information about the development of technologies and the main characteristics of future new
products in the strategic plan is a specific communication with consumers. In the future, this
information may become part of "front-running marketing" that creates attitudes and makes the
yet-to-be-created product more acceptable and recognizable among the company's current
and future customers.
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Environmental Taxation in Ukraine and Analysis of European Experience
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Abstract: The relevance of the environmental problem on a global and local scale has been
substantiated, ecological taxation has been determined as one of the most powerful levers of
its solution. The analysis of the European experience of environmental impact through
economic instruments is carried out, the main tax groups belonging to the group of
environmental in Europe are allocated; considered the possibility of applying measures to
reform the system of environmental taxation in Ukraine, based on the experience of states that
have achieved significant success in this direction. Problem points on environmental taxation
in Ukraine have been identified and methods of their solution have been proposed, taking into
account the experience of countries that have achieved significant success in this direction.
The aim is to study the experience of European countries on the economic component of
solving environmental problems and to adapt the identified mechanisms for effective
application in Ukraine, to determine the key stop factors for the implementation of the above-
mentioned measures and to find sources of their elimination.

Key words: environmental taxation, environmental taxes and fees, European experience,
financial mechanism, financial resources, taxation
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Setting the problem. Undeniable is the fact that the problem of global environmental
safety is one of the most painful and obvious problems in the world, which cannot be solved
by one government. As for the environmental situation, we cannot talk about the globalization
of the world economy as a key factor in the unification of the world situation, and not about the
main countries, great powers, countries - the main polluters or countries that have a positive
tendency to improve the environmental situation in their own territories. It is widely believed
that humanity is on the verge of ecological catastrophe, so common sense and an obvious
causal relationship between the state of the environment of neighboring countries, continents
and the planet as a whole is a driving factor in changing the state of the environment at least
a few steps from this limit. In general, until other governments take an integrated approach to
addressing the ecological state of their territories, the efforts of environmentally oriented
nations will not have a global impact.

Literature review. A significant contribution to the study of the financial problems of the
development of the "green" economy was made by such foreign and Ukrainian scientists as I.
Bystryakov, E. Weizsekker, I. Vakhovich, |. Varlamova, V. Geets, V. Golyan, O. Gubanova, B.
Danylyshyn, G. Daly, M. Karlin, V. Kravtsev, N. Crufts, D. Lyzhin, S. Mezentsev, R. Klamtam,
N. Pavliha, B. Porfiriev, B. Ruberiev Storonyanskaya, J. Siebert, Yu. Tunitsa, J. Farley, M.
Khvesyk, E. Khlobystov, etc. At the same time, further development requires the study of the
influence of financial and environmental instruments on the formation of the "green" economy
in the countries of the world, which also complicates their use in Ukraine. In addition, the
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specifics of the political situation in Ukraine, the shadow of the economy, the lack of awareness
of society about environmental problems and the unwillingness of businesses to take
responsibility for the results of their environmentally harmful activities complicate the global
approach in the country, of course, the improvement of the situation in the country will take
place subject to the formation of a clear action plan within the framework of environmental
issues.

The plan should be comprehensive, include educational and educational activities,
legislative framework and economic component, including payment of relevant taxes and fees,
targeted use of accumulated funds.

Presentation of the main material. Environmental taxation is one of the most important
incentives for rational environmental management. The main idea of introducing environmental
taxes is to establish a direct relationship between the size of the tax benefit and the degree of
negative impact of the entity's activities on the environment and natural resources. The
formation and collection of environmental taxes has a long history. For the first time, the idea
of an environmental tax was expressed in the work of A. K. Pigu [1, p. 512], who proposed
taxation as a tool for influencing the behavior of environmental "pollutants” on the one hand,
and as a contribution to environmental protection through subsidies on the other.

The need for its application was recognized in the EU Environmental Action Programme
(1973), which deals with the implementation of the "win-winsitation" principle. The next stage
in the development of environmental taxation is the concept of a win-win situation. It provides
for stimulating the economy of environmental protection and rational nature management by
levying environmental taxes while reducing tax pressure on other objects of taxation [2].

One of the tools for implementing the Europe 2020 strategy for 2014-2020 was the
Horizon 2020 framework program with a budget of 80 billion euros. The Horizon 2020 program
will be replaced by the 7-year Horizon Europe program, designed for 2021-2027 years.

The previous European economic development strategy "Europe 2020: Smart,
Sustainable and Comprehensive Growth Strategy" paid significant attention to the introduction
of conceptual technologies for the more rational use of natural resources, improving
environmental conditions and the development of new environments. In accordance with the
Unified Environmental Strategy, calculated by 2020 and called the "20-20-20 Strategy," it is
planned to reduce greenhouse gas emissions by 20% (from the 1990 level) in order to increase
the share of energy due to renewable energy in energy production by 20%, the total cost of
energy of EU member states should be reduced by 20% [3]. Energy taxes are common
environmental taxes in EU member states (Austria, UK, Italy, Netherlands, Slovenia, Sweden).
These are taxes on electricity, coal, natural gas and fuel consumption; taxes on fossil fuels
(Austria, Great Britain, Greece, Denmark, Ireland, Spain, Italy, Luxembourg, Netherlands,
Germany, Slovakia, France) [4, p. 11].

The Directorate of Taxes and Customs Duties of the European Commission has
distributed environmental taxes to seven groups across the areas of use:

— energy taxes (for motor fuel, energy fuel, electricity);

— transport taxes (for miles traveled, annual tax on owners, excise taxes when buying

a car);

— pollution charge (emission of pollutants into the atmosphere and emissions into water

basins);

— payment for waste disposal in landfills and their processing;

— taxes on emissions of substances leading to global changes (destruction of the

ozone layer);



— noise impact tax;

— fees for the use of natural resources.

The most common in Europe are transport and energy taxes. Thus, energy taxes
account for 72% of the total environmental taxes in the EU, and transport taxes — 23%.

For the main purposes of using the received income, environmental taxes are divided
into the following types: stimulation taxes (stimulation of environmental behavior of nature
users); fees to cover costs (costs for environmental restoration and environmental monitoring
and control; taxes that increase income (replenishment of the state budget) [5].

As for Ukraine, environmental taxation problems have never been the focus of domestic
tax rulemaking. The model of payment of activities that directly exploit certain resources of the
environment, in fact, has not changed since the end of the last century. According to the Report
on the implementation of the Consolidated Budget of Ukraine for 2021, revenues from
environmental tax to budgets of all levels amounted to UAH 4.7 billion. This is nothing even in
the structure of only tax revenues (of which more than UAH 800 billion). The best situation with
rent for the use of natural resources, but there 45 billion UAH (out of 51 billion UAH) proceeds
is provided by the fee for mining.

The Accounting Chamber recently pointed out the sad situation with environmental tax
in Ukraine in the Report on the results of the audit of the effectiveness of the execution of
powers by state authorities in terms of monitoring the completeness and timeliness of the
receipt of environmental tax on emissions into the atmospheric air and discharges into water
bodies [6].

Therefore, for Ukraine, which positions itself as a state focused on European values, it
will be natural to adopt developments in this direction of more experienced "colleagues.”
Foreign countries use environmental taxes to stimulate investment and innovation activities in
the field of the environment. For example, in Sweden and the UK, some environmental taxes
are introduced with the definition of a direct obligation on the part of the state to direct revenues
from environmental taxes to reduce taxes on the income of individuals and taxes on the payroll
[7, p. 60].

The experience of EU countries suggests that the reasons for the effectiveness of
environmental taxes for pollution in EU states are high rates, which are aimed at making it
more profitable for enterprises to take measures to protect the environment, rather than pollute
it. The main feature of tax environmental and economic tools is that the funds collected in this
way go to budget accounts of the appropriate level (state or local) and are used to finance
environmental problems and compensation for losses [2].

As for the situation in Ukraine, the amount of expenditures of the consolidated budget of
Ukraine for the protection of the environment should correspond to tax revenues from
environmental tax in the regions of Ukraine, since otherwise it can be argued that the amount
of environmental tax rates is unreasonable, namely, about their underestimation in certain
regions, since their size does not provide the revenue part of the relevant budgets at a sufficient
level to fulfill the tasks assigned to them. Since the amount of environmental tax paid is a direct
reflection of the damage caused to the environment, and the introduction of this tax is designed
to improve and restore the environmental component, then theoretically the amount of budget
costs for such restoration should not be less than the amount of environmental tax paid on this
territory. The world experience of environmental regulation shows that in order to protect the
interests of citizens and national producers, the world community is trying to coordinate its
actions in the field of environmental taxation. Currently, in the OECD and EU member states,
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more than 520 varieties of environmental taxes are widely used, which stimulate economic
entities to reduce emissions of pollutants [8].

It is important to note that a feature of environmental taxation is that environmental
progress is made with the least loss to the economy, compared to other regulatory instruments.
The use of price incentives through taxation of "harmful production” by higher taxes, compared
to "environmentally friendly" alternatives, has a more flexible response from manufacturers
and consumers. Taxes stimulate behavior change through a system of stimulation, not
coercion [2].

The main feature of the environmental policy of the EU countries is that it is aimed at
preventing the occurrence of environmental pollution by conducting an environmental
assessment of the following types: environmental assessment of environmental impact and
environmental assessment of strategic development plans and programs.

Environmental Impact Assessment (EIA) is a procedure for assessing the likely
environmental and human health impacts of industrial activities during the planning (design)
phase of such activities. Environmental impact assessment is a mandatory procedure and one
of the key elements of environmental pollution prevention in all developed countries of the
world, international financial institutions [8].

For its part, in the process of solving environmental problems with the help of tax
regulation, Ukraine can provide economic incentives for pollutants - to stimulate them to
innovations and investments in renewable energy sources and alternative fuels; efficient use
of fuel and energy resources, implementation of energy saving measures; increasing the share
of renewable energy and alternative fuels in the country's energy balance; adjustment of
consumer demand for environmentally friendly and harmful goods, their supply from
manufacturers; efficient use of natural resources; financing of environmental funds, etc. [9, p.
3].

If the amount of penalties for indifference to environmental problems of managers of
enterprises that pollute the environment is less than the cost of compliance with the rules, then
the government, changing the rates of environmental taxes, their structure and payment rules,
should make them larger. This will have the result of reducing emissions of pollutants,
increasing the cost of innovation and technological improvements. Therefore, taxes allow to
increase the amount of funds paid by the polluter [10, p. 147].

The fact is that our state does not yet choose the carbon quotas set for it by the
international community for carbon dioxide emissions into the air. They can be sold to
developed countries that exceed such quotas assigned to them. But the condition for obtaining
these investments is their mandatory use for projects that provide for a reduction in greenhouse
gas emissions in general [13].

It is quite natural that financial instruments such as green taxes can provide the budget
with additional revenues that can be used to improve the environment or reduce taxes for the
poor [14]. Tax administration costs are extremely important, so environmental taxes are quite
effective.

In particular, the costs of their administration in Germany are extremely low: only 0.1%
of their income is spent on environmental taxes (for comparison: 2.2% of personal income tax
revenues and 5% of corporate income tax revenues are spent on their administration) [9, p. 3].
For Ukraine, it is quite expensive to administer taxes in general and environmental in particular,
so reducing such costs, in accordance with the experience of Germany, for our country is one
of the priority tasks.
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In Ukraine, it is important to radically change the situation on environmental taxation and
adopt world experience, especially, this should be done in 2018-2020, since, according to the
results of 2017, our country lost 65 positions in the environmental efficiency index, being in
109th place among 180 countries of the world [15]. All this requires a significant improvement
in the use of those environmental financial and credit instruments that are already used in
Ukraine (primarily environmental tax, "green" tariff, "green” investments, tax incentives for the
use of electric vehicles, etc.), and the introduction of new ones that are already used in leading
countries of the world ("green" innovations, "green" certificates, carbon restrictions on the
activities of enterprises for the future, etc.). This is necessary because one of the foundations
of the socio-market economy, according to foreign and Ukrainian scientists, is the provision of
an ecological order that provides for environmental protection, energy efficiency, the use of
alternative renewable energy sources [16, p. 71].

EU countries are considering the introduction of special environmental certificates that
would indicate the type of energy used to produce a particular product (service). If the product
is produced primarily using fossil energy, restrictions will be imposed on its export to EU
countries. Thus, the production of renewable energy will be economically stimulated [13].
Therefore, in European countries, the main function of environmental tax is to regulate the
activities of economic entities in such a way that their activities cause less pressure on the
natural environment. In Ukraine, it is more profitable to pay environmental taxes and continue
to engage in harmful activities than in green production. Given the above, taxes perform neither
a regulatory stimulus nor a fiscal function (due to the meager level of income).

Conclusions. It is clear that the environmental tax system in Ukraine is at the stage of
becoming. This situation makes sense for the current authorities, since it is much more difficult
to reform the existing system, and vice versa, the construction of a well-thought-out mechanism
almost from scratch would have positive rather than positive consequences. Negative reaction
from the public and business, but this is possible only with a reasonable, gradual approach.
To achieve the appropriate effect, it is necessary to borrow the experience of countries that
have succeeded in the field of environmental taxes. In Ukraine, it is necessary to reduce the
administrative costs of environmental taxes, use them as a mechanism to stimulate
environmental safety in production and properly control the accumulation of environmental
hazards in production. The funds are returned specifically to areas where environmental
conditions have been compromised by these industries. At the same time, the level of
ecological consciousness of the population and business of the country plays an important
role, because the issue of environmental taxation is not only an economic or legal issue, but
mainly a moral and ethical one, and any positive changes in this direction will be possible only
when each one is possible only when citizens realize its importance.
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From Transition to Integration: Performance of Bulgarian Regions Within
European Union
Christo Ivanov!

Abstract: Bulgaria's membership in the European Union provides the opportunity for access
to the structural and cohesion funds of the Union to stimulate the accelerated development of
the country as a whole and its regions and to overcome the uneven development between the
different regions in the country. The main goal of the paper is to study the development of
Bulgaria’s regions after the country’s accession to the European Union. The main conclusions

are related to the fact that the regions in the country fail to approach the average European
levels. Although Bulgaria has been a member of the European Union since 2007 the territorial
development of the country is still uneven. The economic activity is primarily concentrated in
the Yugozapaden region, which is largely due to the Sofia-City.

Key words: Regional development, Regional planning

JEL: R11, R58

Introduction

The questions regarding the implementation of a European regional policy have been
actively posed since the late 1960s/early 1970s. One of the reasons for it involves the
differences identified in the natural conditions and the historical development of individual
European regions, which lead to the differentiation of regions with a lower degree of socio-
economic development. Another reason for the development of the European regional policy
involves the intention to create a European monetary union, which by 1980 could increase the
disadvantages of backward regions by making it impossible for national governments to
increase their country’s competitive edge in international markets by means of currency
devaluations (Griffiths, 2006, p. 179).

Following the initiation of the process of expanding the Community, the uneven
development of the individual regions has become a matter of great importance. The regional
policy issues continue to develop with each expansion of the Community. One of the biggest
challenges that the European Union’s (EU) regional policy faces is the integration of Central
and Eastern European countries. Most of their regions have income that is lower than that of
the EU-15 states. The problems of the backward regions extend beyond the low income. For
example, they struggle with high levels of unemployment, problems in education and social
exclusion. In addition to the social dimensions, the income gap between the individual EU
regions has a political aspect as well. Large income gaps between regions foster bitter political
disputes that can hinder cooperation on things such as European integration (Baldwin and
Wyplosz, 2012, p. 272).

Following its entry into the EU in 2007, Bulgaria is presented as the poorest member
of the Community. Society views the membership in the EU and the ability to access the
Union’s structural and cohesion funds as a chance to accelerate the development of the
country and its regions, as well as to overcome the uneven development between the individual
regions in the country.
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The main goal of the paper is to study the development of Bulgaria’s regions after the
country’s accession to the EU. The paper is focused on answering the following two research
guestions:

- Are the regions in the country successful in approaching the average European
levels as a result of Bulgaria’s EU membership?;

- Is the country successful in dealing with the uneven development of the regions
as a result of the EU membership?

Literature Review

Much of the research on the development of the regions in Bulgaria is considered in
the context of the transition to a market economy and the country's EU membership. After
Bulgaria's accession to the EU, the country received funding within two programming periods:
2007-2013 and 2014-2020. With regard to the first programming period, Tanushev concludes
that the positive net financial position under the accounts with the Community does not
automatically result in acceleration of the Bulgarian economy (Tanushev, 2012 p. 29). Within
the second period, funds in all Member States should be invested to achieve the goals of
Europe 2020 A strategy for smart, sustainable and inclusive growth. The strategy states that
the policies should be delivered at regional, national and EU level (European Commission,
2010, p. 12). In this way the implementation of Community cohesion policy and the reduction
of economic, social and territorial inequalities is supported.

Bulgaria's accession to the EU gave a new perspective to regional development in the
country, due to the cohesion policy, which aims to achieve cohesion between regions. With
the assistance of the operational programs financed by the EU Structural and Cohesion Funds,
an attempt is made to achieve balanced regional development.

The results of the policy on the socio-economic development of the regions in Bulgaria
are the subject of research in the publications of a number of Bulgarian scientists. Zarkova
outlines the trends of regional differences due to a combination of factors of demographic,
socio-economic and infrastructural nature. The author comes to the conclusion that the best
developing regions are those on which the largest share of funds from structural and cohesion
funds through various operational programs are focused, such as Sofia (capital), Plovdiv and
Varna (Zarkova, 2018, p. 55).

Milkova (2022) analyzes the interregional differences of unemployment and poverty in
northwestern Bulgaria. Slaveva et al examines the lagging behind in key economic indicators
of Northern versus Southern Bulgaria. According to the authors, the insufficient investments,
the reduced contribution to the creation of gross added value are an indicator of delayed
economic development, low entrepreneurial activity, unfavorable business environment, etc.,
which may cause a decrease and aging of the population in these regions and overcrowding
in Sofia, Plovdiv and other regional cities with enhanced economic development (Slaveva et
al, 2021, p. 269).

Peshev analyses regional convergence of the structure of Gross value added and of
Gross domestic product per capita in purchasing power standard using Eurozone average
values for reference. The author reaches the conclusion that the divergence between
Bulgarian NUTS 2 regions grow over time regarding GDP per capita and in terms of the GVA
structure (Peshev, 2022, p.32). Nikolov examines innovations as a factor for regional
development. He states that Bulgarian planning regions need to adapt their own policies based
on local advantages as there is no regional innovation policy framework that meets all
requirements to create the conditions and environment for their development (Nikolov, 2018,

p.7).

Methodology

Eurostat data at NUTS 2 level have been used for the purposes of the research, which
in Bulgaria includes the six planning regions: Severozapaden, Severen tsentralen,
Severoiztochen, Yugozapaden, Yuzhen tsentralen and Yugoiztochen. Analytical and
comparative methods have been utilized to make the necessary inferences.
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In order to answer the outlined research questions, five fundamental indicators have
been studied. The first one involves the Gross Domestic Product (GDP) growth. Said growth
is studied in two directions: in nominal expression (in millions of euro) and as a relative quantity
(euro per inhabitant). The use of a relative quantity allows comparison of the effectiveness with
which the individual regions function and provides possibilities for correct comparisons
between them, as well as towards average European levels. GDP and its growth are
considered integral indicators which characterize the socio-economic development of an
individual country or region. Multiple scientists implement them in their studies.

Other indicators utilized in the article include: employment rate, gross expenditure on
research and development, early leavers from education and training and persons at risk of
poverty or social exclusion. They are also considered essential to the characterization of the
socio-economic development of individual countries and regions, and as such, they are part of
the eight headline indicators in the Europe 2020 strategy whose primary purpose is achieving
smart, sustainable and inclusive growth. The limitations of the research involve lack of studies
of the state of the ecological status of the individual regions due to the weaker levels of data
disaggregation on a regional level in this field.

Results and Discussion

Over the past 20 years, there has been a steady trend of GDP growth in the country.
This trend is also typical for the years after the country's accession to the EU. According to
Eurostat data the GDP created increased form 32444 million EUR in 2007 to 61331 million in
2020 — growth of 89%. In each of the six regions in Bulgaria there is also a trend of increasing
the GDP. The only region that has a higher GDP growth than that for Bulgaria is Yugozapaden
—from 14758 min. EUR in 2007 to 31008 min. Euro which is growth of 110%. Yuzhen tsentralen
region is developing at a similar pace to the growth of the country as a whole. For the other
four regions, it can be concluded that they are developing at a lower rate than the rate of the
country as a whole.

The differences in the growth of the created GDP in the individual regions also lead to
changes in the structure of the created GDP. Of the six regions, only the Yugozapaden region
managed to increase its relative share in the structure of GDP created after the country's
accession to the EU. In 2007, the Yugozapaden region accounted for 46% of the country's
GDP, while in 2020 it already created 51%. Thus, the trend of concentration of GDP created
in the Yugozapaden region established in the years before the country's accession to the EU
is maintained. This is largely due to the capital, with 43% of the country's GDP being created
in Sofia-city alone in 2019. In 2020, Yuzhen tsentralen region creates 15% of the country's
GDP, managing to preserve its relative share in the structure of the GDP before the country's
accession to the EU. In the other four regions, the trend of decreasing the relative share in the
structure of the created GDP is maintained.
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Source: Eurostat
Figure 1: Structure of GDP created by region in 2020 (%)

For the past 20 years, as well as after Bulgaria's accession to the EU, there has been
a steady trend of shortening the distance to the average European levels considering the GDP
per inhabitant. This trend is also observed in all six regions of the country. For the period 2007
— 2020, all six regions managed to increase more than 2 times the GDP per inhabitant, with
the largest increase in Yugozapaden region — 2.64 times. In Yugozapaden region, the GDP
per inhabitant created in 2020 was 49.5% of the European average, followed by
Severoiztochen (22.41%), Yuzhen tsentralen (21.4%), Yugoiztochen (20.74%), Severen
tsentralen (20.07%) and Severozapaden (19.40%).

Another key indicator related to the socio-economic development of the country and
regions is the employment rate in the age group 20-64 years. This indicator is also included
among the eight headline indicators of the Europe 2020 strategy. The strategy envisages
employment rate in Bulgaria to reach 76% in 2020. The country fails to meet the target as the
employment rate was 73% in 2020. For the period since the country's accession to the EU,
there has been a trend of increasing the employment in all six regions, but the employment
growth has been at a different pace in the different regions. The largest increase was observed
in the Severen tsentralen region where in 2006 the employment rate was 59.7% and in 2020
it reached 73.9%. At the other end is the Severozapaden region where in 2006 employment
rate was 59.8% and reached 63.3% in 2020. For the studied period, the leading position of the
Yugozapaden region remains, with the employment rate in it amounts to 78.5% in 2020. The
Yugozapaden region is the only region in the country that manages to significantly outpace the
average European levels in 2020. In terms of employment rate, Bulgaria as a whole manages
to reduce its lag from the average European levels and even in some years to achieve better
indicators.
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Figure 2: Employment rate of regions in Bulgaria in 2020 in the age group 20-64 (%)

Another of the indicators characterizing the socio-economic development of the
country, which is included in the Europe 2020 strategy, is related to gross expenditure on
research and development. The amount of funds invested in research and development is
essential to ensure the future prosperity of the economy of a country or a region. But in addition
to the amount of money invested, the efficiency with which the funds are invested is also
important.

Since the country's accession to the EU, the funds invested in research and
development have been steadily growing, both for the country as a whole and in each of the
six regions. The largest increase in funds was observed in the Yuzhen tsentralen region — from
EUR 5.5 million in 2006 to EUR 46.6 million in 2020 — an increase of more than eight times.
However, the largest amount of funds for research and development continues to be invested
in the Yugozapaden region — EUR 398 million in 2020. Moreover, the cost of research and
development in the Yugozapaden region is more than all the other five regions combined.

Despite the fact that all regions increase the funds invested in research and
development, the country continues to lag far behind the average European levels. In 2020,
the relative share of GDP allocated to research and development is 0.85%, compared to an
EU average of 2.3%. Even the Yugozapaden region, which devotes 1.3% of its spending to
research and development, fails to get close to the European average.
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Figure 3: Gross expenditures for research and development by region in million euro
for 2020

The indicator early leavers from education and training also shows an improvement
after the accession of the country to the EU. The value of the indicator for Bulgaria in 2006
was 17.3% and in 2020 it reached 12.8%. Despite the reported progress, the country has failed
to meet its national target of 11%, set in the Europe 2020 strategy. It should be noted that the
improvement in the indicator for Bulgaria is at a weaker pace than the average European level.
Moreover, the improvement in the national indicator is not a result of an even reduction in early
leavers from education and training in all regions. For the period of Bulgaria's membership in
the EU, the most significant improvement was observed in the Severen tsentralen and
Severoiztochen regions. In Severozapaden and Yugoiztochen region a deterioration in the
values of the indicator is reported.

If we look at the data for 2020, it can be concluded that there are still large differences
between regions. The best situation is in the Yugozapaden region where early school leavers
were 5.2%, which is much better than the average European levels. The values of the indicator
in Severen tsentralen — 12.7% and in Severoiztochen - 12.5% are relatively close to those of
the average European levels. Most worrying is the situation in the Severozapaden region —
20% and in Yugoiztochen — 24.4%, where the lag compared to the average European levels
is significant.
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Figure 4: Early leavers from education and training in Bulgaria in 2020, by regions
(%)

Over the past ten years, there has been a trend of improvement in the country in
persons at risk of poverty or social exclusion indicator. In 2010, 49.2% of the country's
population was at risk of poverty or social exclusion, while this figure in 2020 decreased to
32.1%. However, in 2020 there are also some negative findings. According to the indicator
persons at risk of poverty or social exclusion, in 2020 Bulgaria ranks last in the EU and is very
far from the average European levels. In addition, there are also large differences between
regions. The best situation is in the Yugozapaden region, where 20.9% of the population is at
risk of poverty or social exclusion. On the other end of the spectrum are the Yuzhen tsentralen
region with 37,5%, Yugoiztochen region with 38,2% and Severozapaden region with 42,7%.
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Figure 5: Persons at risk of poverty or social exclusion in Bulgaria in 2020, by regions
(%)

70



Conclusion

As a result of the conducted research, a trend of improvement is observed in all five
studied indicators which are key for the socio-economic development of the country. However,
certain negative inferences have also been made. The country has managed to shorten the
distance to the average European levels only in two of the five indicators — GDP growth and
employment rate. As far as the other three indicators (gross domestic expenditure on research
and development, early leavers from education and training and persons of risk of poverty or
social exclusion) are concerned, no trends of approaching the average European levels have
been observed.

Another negative inference is present as well. Although Bulgaria has been a member
of the EU for 16 years and billions of euros have been utilized for regional development, the
territorial development of the country is still uneven. The economic activity is primarily
concentrated in the Yugozapaden region, which is largely due to one district — the Sofia-City
Region. This inference is confirmed by all five studied indicators. Moreover, some of the
indicators studied show that the Yugozapaden region is developing ahead of other regions,
which increases the unevenness in the regional development of the country. This requires the
implementation of a targeted state policy to create prerequisites for accelerated development
of the other five regions.

Sponsorship
This work was supported by the UNWE Research Programme (Research Grant No.
18/2021)

References

1) 3apkoBa, C. (2018) ‘PervoHanHuTe aucnponopuum B CbBpeMeHHa bwvnrapus:
MKOHOMMYECKHN, coumanHm n gemorpadpckm npeaunssukarencrea’, duHaHcu, 6pon 2,
Anpun-KOHun, ctp. 48-56 (Zarkova, S. (2018) Regionalnite disproportsii v
savremenna Balgariya: ikonomicheski, sotsialni | demografski predizvikatelstva,
Finansi, broy 2, April-Yuni, str. 48-56)

2) Mwunkoea, P. (2022) begHocTtTa n 6e3pabotnuaTta B CeBeposanagHa bbnrapus —
CbCTOSIHNE, TEeHAEHUMM U PEervoHanHu pasnuuns, VIKoOHOMUYECcKM W coumanHm
antepHatmeu, bponm 2, 2022, ctp. 62-78 (Milkova, R. (2022) Bednostta |
bezrabotitsata v Severozapadna Balgariya — sastoyanie, tendentsii | regionalni
razlichia, Ikonomicheski | sotsialni alternativi, broi 2, 2022, str 62-78)

3) CnaeeBa, K., letkos, 1., Kacaboea, C., lNaHeBa, B. (2021) CraTtuctmyecku
N3MepBaHUA Ha PerMoHanHUTe pasnuMyuns U HepaBeHCTBA MEXAY CEBEpHa U tXXHa
Bbnrapusa, AnmaHax HayvyHuM macregBaHusi, Tom 29, ctp. 240-273 (Slaveva, K.,
Petkov, P., Kasabova, S., Ganeva, V. (2021) Statistical Dimensions of Regional
Differences and Inequalities Between North and South Bulgaria, Almanah nauchni
izsledvaniya, tom 29, str. 240-273)

4) Baldwin, R. and Wyplosz, C. (2012) The Economics of European Integration 4th
edn. London: McGraw-Hill Education

5) European Commission (2010) Europe 2020 A Strategy for Smart, Sustainable and
Inclusive Growth [Online]. Available at: https://eur-
lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2010:2020:FIN:EN:PDF
(Accessed: 01 October 2022)

71


https://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2010:2020:FIN:EN:PDF
https://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2010:2020:FIN:EN:PDF

6)

7

8)

9)

Griffiths, R. (2006) ‘A Dismal Decade? European Integration in the 1970s’ in Dinan,
D. (ed) Origins and Evolution of the European Union. Oxford: Oxford University
Press, pp. 169-190

Nikolov, G (2018) ‘Innovations as a Factor for Regional Growth’, Trands in Regional
Development and Security Management. Sofia: University of National and World
Economy, pp. 7-15

Peshev, P. (2022) ‘Bulgarian NUTS2 Regions’ Beta- and Sigma- Convergence
Towards the Eurozone’, Economic Alternatives, 1(2022), [Online]. Available at:
https://www.unwe.bg/eajournal/en/journalissues/article/22723  (Accessed:  05.
September.2022)

Tanushev, C. (2012) ‘Economic Growth and EU Funds in Bulgaria (2007-2011" in
Arandelovic, Z. and Marinkovic, S. (eds.) Serbia and the European Union. Nis:
University of Nis, pp. 15-30

72


https://www.unwe.bg/eajournal/en/journalissues/article/22723

Strategic Planning and Digital Health Technologies related To Nursing
Profession
Indrit Bimit
Daniela Bimi?

Abstract: As we know strategic planning is focused on enabling healthcare settings to ensure
that they remain responsive and relevant to the needs of patients. Healthcare settings need to
be effective in planning and this will help with clarity and communication will be better. Steps
for achieving this are prioritizing objectives, managing the plan, review and revising it.

Digital marketing is very important for that because healthcare digital marketing is focused to
promote all healthcare services through online platforms and this will allow to increase patient
connections and improve these relationships for the long term and patients will choose the

organization.

The benefits of Digital Health Technologies are for improving access, reducing costs and
inefficiencies, and increasing quality and all medical services will be personalized for each
patient.

Key words: Digital, Health, Technology, nursing

JEL: 11, 115, M3, J8, 128, 130

Introduction

As we know nursing is a profession that is increasing worldwide requests for different
reasons and aspects. If we want to establish a roadmap for the future, is needed a successful
nursing strategic plan (Lal, 2020). For the organization, this will help to be updated and
reenergized them.

Digital health is one of these aspects in nursing and has wide use for many scopes and
reasons. This includes using health information technology, telemedicine, telehealth, and
different devices. This reduces the healthcare system any inefficiencies and mistakes (NCBI
Bookshelf 2022).

Nurses can use digital marketing in different approaches. They and all healthcare
organization members need to engage consumers in the right channel, right time, and with the
right message. Digital marketing allows health systems to grow and to have a sustainable
market (Healthcare Digital Marketing 2022).

They can use this format to provide patients care guided with instructions without
having patients come into the office for an onsite visit. And for that patients have control over
their health care (Davies, 2019). Figure 1 shows some of the components in the digital
marketing healthcare industry.
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Figure 1- Digital Healthcare Industry
Source: (Digital Marketing in healthcare industry 2022)

Previous Research

In the worldwide research in PubMed databases, we can check a lot of papers
regarding our topic (see below Figure 2). There are 1,634 papers on this topic
(Digital+Health+Technologies+Nursing - search results - pubmed 2022).

Figure 2- PubMed research- Digital Health Technologies Nursing 1990-2022
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Source: (Digital+Health+Technologies+Nursing - search results - pubmed 2022).

Some of the software’s used in worldwide are EHR software, medical research
software, telemedicine, Appointment scheduling (booking) software, Hospital management
software, Personal Health Record software (medical diaries) (Dyzma & Netguru, 2022).

In Albania (SISP — Projekti 2020), there is a software that has different components
regarding the healthcare approach. They include pharmacy, general records of patients, and
different clinical aspects of patient databases.

According to (Jedamzik, 2019) digitalization regarding nursing care is a reality and is
directed by making innovative treatment forms possible through the open access of patient
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data of all healthcare members of the organization. Through his article, we saw that are
several problems that need to advance in technology like chronic disease, workforce
limitations, and the aging of the population. He mentions too that artificial intelligence, and
robotics are other trends in digital health.

According to ANA 1994,2002) defining nursing informatics as “a specialty that
integrates nursing science, computer science, and information science to manage and
communicate data, information, knowledge, and wisdom in nursing practice.” And for
that, it is needed to have skilled individuals in place with good knowledge and experience to
drive the technology in healthcare (Anderson & Sensmeier, 2014)

Technology is used in different roles of nursing, like perioperative nursing, medical
surgical nursing or pediatric nursing and for that are written different textbooks (Hussey &
Kennedy, Introduction to nursing informatics 2022).

For that many transformations were made in healthcare systems from digital
technologies to make them more efficient and safe in several countries (Reid et al., Defining
nursing informatics: A narrative review 2021).

Conclusions

To conclude we can say that the healthcare systems over the world have changed and
this was evidenced when were faced the COVID-19 pandemic situation. For that reason is
needed to be used nursing informatics skills and each healthcare unit needs to have these
approaches regarding digital health technologies.

The benefits of Digital Health Technologies are for improving access, reducing costs
and inefficiencies, and increasing quality and all medical services will be personalized for each
patient.
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Digitalisation in the Banking Sector
Aglika Kaneva!

Abstract: In this paper, the major trends in digitalisation in banking have been outlined.
Economic indicators for the digitalisation of banks have been examined. The impact of the

coronavirus pandemic on digitalisation in the activities of banks has been studied.
Key words: digitalisation, banks
JEL: G210

Introduction

Seizing on opportunities presented by technological advances, banks are modernizing,
becoming better, stronger and more trusted by their customers. Yet, profound industry
challenges remain, driven largely by quickly evolving customer expectations, digital
challengers, low interest rates and increasing regulatory scrutiny (KPMG, 2020c, p. 2).

In this paper technological innovation and new business models, such as digital
banking, open banking, payment modernization, customer experience and personalization and
security have been explored. These trends are shaping the decisions banking executives need
to make as they seek competitive advantage and long-term sustainable growth. The paper
studies where the greatest opportunities for the industry are (KPMG, 2020c, p. 2).

The main objective of this paper is to examine the digitalisation of activities of banks.

In order to realize the objective, the following concrete tasks have been outlined in the
paper:

1. Enumeration of the trends in digitalisation in banking.

2. Analysis of indicators for the digitalisation of banks.

3. Examination of the impact of the coronavirus pandemic on digitalisation in the
activities of banks.

Object of the investigation is the digitalisation. Subject of the examination is the
digitalisation of banking activity.

The main thesis of the research is that digitalisation in the activities of banks will provide
them with competitive advantage and will assure their long-term sustainable growth.

Introduction of technological innovations by banks

Banks digitalize key aspects of their business to achieve strategic objectives, such as
controlling IT risks, improving customer experience, lowering operating expenses etc. (KPMG,
2020b, p. 16).

Banks face profound industry changes driven by rapidly evolving customer
expectations, emerging technology and new digital challengers when large financial resources
are invested in inflexible, though robust, legacy systems that served them in the past but are
not fit for future needs. Customers are demanding cheaper, faster, and better banking
experiences. A lot of challenger banks and new market entrants are emerging to meet these
demands having innovative technologies and unencumbered by the legacy infrastructure that
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restricts traditional financial institutions. Traditional banks still have the largest share of the
business, strong brands and large customer bases.

In the face of this many banks are investing heavily to drive innovation, enhance agility,
and become more customer centric. For the majority, these investments comprise patchwork
upgrades to legacy systems and incremental change. Organizations are reluctant, indeed, to
walk completely from these systems owing to substantial investments in them, concerns for
reliability, and the fact that these systems have been so central to past successes. Other
financial institutions are taking different paths to reposition themselves.

It is clear that traditional banks cannot afford to apply patchwork upgrades to their
legacy systems. Nor can they assume that system upgrades, even bold and ambitious ones,
will translate to a sustainable competitive advantage over the long term. While the pace of
technology change in financial services has been more gradual than in other industries, in part
due to regulatory restrictions on new market entrants in many jurisdictions, the ability of
companies to rapidly adapt will only become more critical over time (KPMG, 2020c, p. 6).

Business models, just like the industry as a whole, will be transformed by technology
in the future. New models will emerge in the years ahead putting a halt to the band-aid
approach to legacy systems. Banks will look to new architecture that is digital to the core, and,
more chose to build and migrate to new systems (KPMG, 2020c, p. 6).

Over the past five years, many financial institutions have invested considerable
resources in innovation programs focused on enhancing their technological capabilities, as
well as trying to become more agile. The approaches they’'ve taken to make these changes
have varied based on their existing strengths, business strategy, and identified gaps. These
approaches are:

e Legacy system updates - numerous traditional banks have invested heavily in
updating their legacy technology in order to remain competitive. These investments include
upgrading credit systems in order to approve loans more swiftly, making systems
compatible with application programming interface (API) and open banking regimes, or
finding ways to integrate more robust data analytics. While good, these incremental
changes are unlikely to give traditional institutions the competitive edge they need to stave
off new competitors (KPMG, 2020c, p. 7);

e Purchasing a digital bank - several traditional banks have purchased digital
banks as a way to make rapid changes. Canada-based Scotiabank acquired digital bank
ING Direct (Canada) back in 2012 (https://www.cbc.ca/news/business/scotiabank-to-buy-
ing-bank-of-canada-for-3-1b-1.1160516). This trend has become much more pronounced
in recent times. For example, Nordic bank Nordea reported in March, 2019 that it had
acquired Gjensidige Bank (https://www.nordea.com/en/press-and-news/news-and-press-
releases/press-releases/2019/03-01-09h52-nordea-completes-acquisition-of-gjensidige-
bank.html) and the Royal Bank of Scotland (RBS) recently purchased a 25% equity stake
in digital start-up Loot (https://www.finextra.com/newsarticle/33169/new-rbs-digital-bank-
invests-in-loot). Royal Bank of Scotland made the investment through its digital bank, Bo,
which is currently under development.

o Establishing a digital bank - A number of traditional banks have established
their own digital banks. As mentioned above, Royal Bank of Scotland, in addition to
investing in an existing digital bank (Loot), is developing retail bank Bé and in 2018
launched Mettle, a digital bank targeting small and medium enterprises (SMES)
(https:/iwww.bankingtech.com/2018/11/rbs-tests-its-sme-digital-entity-mettle/). Other well-
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known examples range from Marcus (Godman Sachs) in the US to Pepper (Leumi Bank)
in Israel.

Should the digital bank prove operationally resilient, traditional banks will consider
migrating their legacy customer books to the new entity. This both helps replace legacy
infrastructure with new, as well as solving the agility and customer experience issues that
banks struggle with (KPMG, 2020c, p. 7).

Due to COVID-19, the position of online banks like Monzo and N26 is under pressure,
as uncertainty in the market increases and investors are becoming cautious. Most, if not all, of
these banks are not yet profitable and they need investments to fuel their growth. Despite this,
they remain a threat to traditional banking due to their strong focus on customer experience; a
net improvement of 24% being noted for digital banks vs. 12% for traditional banks, in light of
COVID-19 (KPMG, 2020a, p. 13).

If banks are to successfully face the challenges posed by new digital competitors and
changing customer expectations, they need to think beyond technology. Whatever path of
change a bank undertakes, it must be partnered with a willingness to entirely rethink their
strategy and business processes in order for their transformation to be successful. This means
objectively considering the use of mobile apps, the cloud, customer accessibility, the use of
big data — and defining how any decisions will contribute to the organization’s overarching
business strategy (KPMG, 2020c, p. 7).

With the rise of challenger banks, fintechs and non-financial institutions (NFIs),
traditional banks will need to adapt to remain relevant. Digitalizing product-offerings and
partnering with third-parties are all measures banks will need to take to ensure that today’s
traditional banks remain relevant tomorrow (KPMG, 2020Db, p. 4).

More than 55% of banks worldwide partner with fintechs to provide additional digital
services to clients, and this trend is only expected to become even more popular (KPMG,
2019b, p. 25).

FinTechs are using new regulations like PSD2 to bring innovations to market faster,
and are attracting large capital investments in the process (globally USD 135.7 billion in 2019
(KPMG, 2019c, p. 2)). Either through direct competition with banks or by offering functionalities
that can be adopted by banks, fintechs are becoming increasingly relevant for consumers
(KPMG, 2020b, p. 6).

COVID-19 has generated a significant increase in fraudulent activity (KPMG, 2019a, p.
13).

Banks need to ensure that remote users are who they say they are, and that their
behavior is consistent with what would be expected (KPMG, 2020b, p. 8).

These issues only serve to underline the key importance of strong information security,
cyber and anti-fraud controls. This is an area that will continue to be a major focus as we move
into the post-COVID recovery. Another important factor here will be that, due to lockdowns,
banks are expanding the range of self-service options available to customers online, for wealth
management trades, mortgages, loan applications, etc. Ensuring robust security controls are
in place for these new customer functionalities is becoming ever more essential. In addition,
as a result of the crisis banks will face cost pressures, including in the cyber security domain,
while being called upon by regulators and policy makers to remain vigilant of cyber security
risks (KPMG, 2020b, p. 8).

The introduction of cloud technology and its subsequent adoption by organizations is
the most invested-into technology across industries, with 44% of firms having engaged in large-
scale transformations on this front (KPMG, 2019a, p. 10). Although banks have traditionally
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been relatively slow to adopt cloud solutions, this has changed over the past few years and it
is expected that the impact of COVID-19 on banks to accelerate this trend, driven by cost-
saving benefits, as well as the increases in flexibility that can be unlocked through investments
in cloud technology (KPMG, 2020b, p. 12).

The banking sector’s original reluctance to invest in cloud technology was based on
genuine concerns regarding, for instance, related security and privacy risks. Furthermore,
regulatory and supervisory bodies were also reluctant, given the perceived increase in IT risks
for such large-scale transformations. However, as the sector gains experience more banks
have moved and are moving to private cloud, public cloud or hybrid cloud-based solutions
(KPMG, 2020b, p. 12).

Recent circumstances have shown that digital tools cannot fully replace the human
element of social interactions, but they are the next-best alternative. Employees need to feel
engaged with their team, to enable them to execute operational tasks remotely and in
compliance with laws and regulations. At the same time, banks need to continue to service
customers, through systems tracking customer-requests, while ensuring robust cyber security
to accommodate the increased digital traffic. These digital tools are essential in enabling the
entire organization to remain connected — within its own people, but also with its customers
(KPMG, 2020b, p. 2).

Digitalization is about leveraging technology and innovative tools to improve the
efficiency and efficacy of a given process whether by building in-house capabilities or
partnering with third-parties to do so. Prompted in particular by the COVID-19 pandemic, the
European Commission has called on the banking sector to accelerate their digital agenda, with
the aim of improving remote and digital access to financial products and unlocking the
associated cost reductions to safeguard banks’ balance sheets (KPMG, 2020b, p. 3). COVID-
19 and its expected consequences will create a need for further cost reductions and related
cost controls at banks, due to expected declines in profitability (KPMG, 2020b, p. 12).

Digital transformation was a driving force behind the optimization of operating expenses
of the four largest Dutch banks in 2019 exemplified by one large Dutch bank rationalizing its
application landscape to unlock more than €30 million in cost savings going forward, and
significantly reducing (IT) risks in the process. Hence, given the ECB’s recent call to banks to
further reduce expenses to safeguard continuity, accelerating digital transformation is a way
to deliver on this objective (KPMG, 2020b, p. 3).

Analysis of indicators for digitalization of banks' activities

Table 1 presents the indicator expectations for a radical digital transformation in
different economic sectors in 2019.

Table 1: Transformation — radical or major change in next 3 years

Sector Expectations for a radical digital transformation

in 2019 (%)
Broadcast / Media 57
Telecommunications 57
Technology 56
Pharmaceuticals 51
Business / Professional Services 48
Financial Services 47
Leisure 46
Retail / Consumer 44
Global average 44
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Transport / Logistics 43
Oil & Gas 42
Healthcare 40
Power & Utilities 37
Government 35
Charity / Non profit 34
Construction / Engineering 34
Manufacturing / Automotive 31
Education 26

Source: KPMG

Approximately 47% of financial services providers — more than the global industrial
average — expect to see a radical digital transformation in the coming three years.
Table 2: 10%+ of workforce automated in next 5 years

Sector Expectations in 2019 (%)
Oil & Gas 59
Telecommunications 55
Financial Services 53
Broadcast / Media 48
Transport / Logistics 45
Technology 44
Global average 43
Retail / Consumer Goods 42
Business / Professional Services 41
Government 41
Manufacturing / Auto- motive 41
Power & Utilities 38
Charity / Non profit 36
Construction / Engineering 36
Education 36
Leisure 36
Healthcare 31
Pharmaceuticals 26

Source: KPMG

As it can be seen from the table, 53% of financial services providers expect more than
10% of their workforce to be automated and replaced by superior technology in the coming
five years (KPMG, A changing perspective, Harvey Nash / KPMG CIO survey 2019, p. 31).

While in several countries the board’s top IT priority is to enhance customer experience,
in the Netherlands it is about delivering consistent and stable IT performance to the business
(KPMG, 20194, p. 28).

Table 3: Increased IT budget in last year

Sector 2019 (%)
Leisure 68
Broadcast / Media 62
Transport / Logistics 59
Financial Services 58
Technology 56
Global average 55




Business / Professional Services 54
Construction / Engineering 54
Retail / Consumer Goods 54
Charity / Non profit 52
Healthcare 52
Manufacturing / Automotive 52
Pharmaceuticals 52
Oil & Gas 51
Education 47
Government 47
Telecommunications 47
Power & Utilities 44

Source: KPMG

IT spend — highlighted by 58% of financial service providers reporting a year-on-year
increase in IT budget — will continue to rise. It will increasingly be a must-do to digitalize
essential parts of the business to safeguard operational resilience, as well as customer
relevance (KPMG, 2019a, p. 30).

Customers are experiencing more digital interactions with their banks, for instance, due
to limitations on the use of cash in favor of contactless payment methods (KPMG, 2020b, p.
7). Despite the restrictions being lifted, banking is expected to become ever less branch-centric
with consumers looking to securely access personalized products and services online (KPMG,
2020a, p. 16).

Table 4: Methods of communication consumers would use to interact with their bank(s)
over the period 29 May — 24 August 2020 (change, %)

Reason for communication In- Website App
branch

Check balance -7 - 3

Manage account -6 1 4

Enquire about new products - 4 6

Purchase a high-value product -1 7 5

Take out a savings account -4 6 6

Percentage showing net change i.e. will use in future, minus used before.
Source: Consumers and the new reality, KPMG International, August 2020

From the table it can be seen that in the COVID-19 new reality, consumers will use
branches less (-4% on average) and shift into digital channels like websites (+4%) and apps
(+5%). This trend is most evident for purchasing new products (+4% website, +6% app),
including high-value products, like mortgages (+7% website, +5% app) and savings. Many
banks will need to further evolve their channel strategy and advance their digital investment
(website and app both +6%) (KPMG, 2020a, p. 16).

For purchase of high-value products, Canada (+12%) and Japan (+10%) are leaning
toward websites while apps are more popular in Spain (+12%) and mainland China (+10%)
Hong Kong (SAR), China (+8%). For purchase of new savings products, there is a higher
interest from financially secure customers (+16%), leaning towards apps (KPMG, 2020a, p.
16).
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Security of personal information is important for more than half of banking customers.
Reassuring the 45+ age group is key to encourage digital channel use. Security is particularly
important for countries with higher usage of new and digital banks: Hong Kong (SAR), China
(67%), Spain (61%), Japan (60%), Brazil (59%) and mainland China (58%), as well as for
financially overwhelmed (59%) and comfortable (58%) consumers. Alternatively, 24/7 webchat
availability is key for those aged 18-24 (43 % vs. average 30% for those aged 25+).
Omnichannel experiences are more relevant for financially secure consumers, with higher
interest in being able to complete tasks across devices (39%) and offering video-call
appointments for high-value products (24%) (KPMG, 2020a, p. 16).

Conclusion

Banks can leverage a technological change to reduce costs, become more efficient and
remain relevant to their customers (KPMG, 2020c, p. 2). The circumstances created and trends
accelerated by the recent COVID-19 pandemic have made digitalization more relevant than
ever. The conclusions which can be made from the analysis of the digitalization of banks'
activities are that financial institutions expect significant digital changes in the next three years.
More than 10% of the workforce in banks is expected to be automated and replaced by
technology in the coming five years. Most financial service providers report a year-on-year
increase in IT budget. Consumers are using more banking products and services online.
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The Role of Corporate Governance on Financial and Investment Decision
Sonila Nikollat
Greta Angjeli?

Abstract: Corporate Governance includes a complex process, including a critical approach
towards social and economic welfare. Firstly, Corporate Governance is important for providing
incentives and helps performance measures to achieve business success; secondly, it
provides transparency and accountability ensuring an equal distribution of wealth.

Previous studies emphasize that the goal of Corporate Governance is to provide for the
shareholders' interests and other studies are focusing on the inclusive interests of all actors.
Some authors highlight that the Executive Board plays the main role and other ones emphasize
the structure of the ownership and the legal framework of the country where they operate.
Stability and equality of the corporate is mostly related to Corporate Governance and it has a
broader definition. Cadbury would define: “Corporate Governance is maintaining a balance
between economic and social objectives and between individual and community objectives.
The Corporate Governance framework should encourage the efficient use of resources and at
the same time to demand responsibility in the use of these resources in order to harmonize as
much as possible the interests of individuals, companies and society in general”.

The purpose of this study is to investigate the positive implication of the Corporate Governance
within the corporate. Thus verifying and describing the Corporate Governance structures of
the corporates in Albania, highlighting the working methods and decision making models
related to finance and investments. The study is focused on the administrative procedures of
the public and private of the joint stock companies in Albania. A productive Corporate
Governance must encourage the right practices to achieve the company goals and help in the
management, controlling of the company resources.

Key words: Corporate Governance, Joint Stock Company, Governance Principles

JEL: G

Introduction

Corporate Governance refers to the structures and procedures for the direction and
control of commercial companies, looking strategically at the relationships between directors,
owners/shareholders and other partners — based on the Cadbury Committee (UK) and OECD
principles. The OECD Principles of Governance “support the simultaneous reporting of
information to all shareholders in order to ensure their equal treatment. To maintain close
relations with investors and market participants, society must be careful to not violate the
fundamental principle of "equal treatment".

Good corporate governance practices integrated into business objectives give the
"green light" for commercial companies and financial institutions to progress and achieve their
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goals. Corporate governance is the set of processes, customs, policies, laws and institutions
that influence the way business entities are run, administered and controlled, moreover such
a corporate system is essential to encourage investors and investments. Although some of the
pillars on which corporate governance rests are contained in laws and regulations, corporate
governance is much more than just compliance and harmonization with general standards.

Corporate governance brings real benefits to companies and financial institutions as it
lays out a clear framework for defining and achieving corporate objectives. Good corporate
governance practices in many international companies are integrated into business objectives,
allowing commercial companies and financial institutions to thrive and achieve their goals.

The changes in the national political and economic frameworks, in the entrepreneurial
structure and in the laws exert a strong influence on the adopted governance approaches by
different countries according to the traditions, characteristics and challenges of each country,
resulting in significant differences. The OECD principles define corporate governance as a
system by which companies are directed and controlled, objectives are defined and the means
by which these objectives will be achieved. The corporate governance includes a set of
relationships between the company's management, the board of directors, the shareholders
and other stakeholders.

For these reasons, since the 90s, the correlation between financial and economic
development with the consolidation of the legal, institutional and social structure over time in
each country, has been thoroughly investigated in many economic and financial studies in
different publications. From such literature, the influence of the evolution of the institutional
system and the set of rules that regulate economic relations on financial development, which
in turn constitutes a major driving force of economic growth, has clearly emerged.

According to this view, the legal system determines the financial system and both
determine the corporate governance system, given that the separation of ownership and
control is more common in financial systems based on the market economy.

In particular, the connection between legal origin, distinguishing in this respect between
Common Law countries and Civil Law countries, and three additional elements:

1. The first, the indices of the current state of the law, the legal systems with degrees
of shareholder protection. Laws and regulations govern contracts and their
enforcement, taxes, labor law, macroeconomic policies, and so on. The legal rules
of corporate governance depend on a country's legal tradition and its political
system;

2. The second, economic and financial development. The attractiveness of savings
from financial markets, which in Anglo-Saxon countries are much more active than
in Europe. In Anglo-Saxon markets, resources move more quickly from one
company to another, following the trend of stock prices and making it less stable the
formation of a majority who are genuinely interested in managing the company. The
most important consequence from the point of view of governance concerns how to
harmonize the objectives of shareholders and management, while ensuring at the
same time the balanced growth of the company in the long term and the protection
of other economic and social expectations.

3. Third, the distribution of capital ownership and the separation of ownership and
control. If these are the main factors, we must not forget the influence of cultural and
social systems and the degree of globalization. The combination of these elements
has created different models according to the chosen capitalist economic model.
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Literature review

Attention to "Corporate Governance" has been growing over the last few decades.
Previously, until the 20th century economic thought was focused on the role of the governing
board and all actions within their competence. In its initial form, the concept of corporate
governance was limited, the same as the internal governance mechanisms of the company,
which took into account only the interests of the capital holders (shareholders). Requests made
by other interested parties (interested third parties, stakeholders) were essentially considered
as external restrictions on corporate action.

It is only in the 21st century, especially after the Enron scandal, that the corporate
governance becomes the main focus of many studies in this area. The global financial crises,
starting in 2007, influenced the investigation of corporate governance policies and practices.
The broader concept of governance, on the other hand, has broadened its spectrum to all
subjects that in various ways are interested in the fate of the company and to all mechanisms
that affect governance and the ability to create value. In this sense, the activity is characterized
by the natural competition for the creation of value from different categories of entities that
seek appropriate rewards for the contribution made. Therefore, the interest of interested
parties must be balanced by corporate governance which must be able to limit any
opportunistic behavior of entities that exercise the control.

Of all the managerial theories that have emerged in the last half century, the theory of
shareholder value maximization is certainly the one that has most influenced business
management and managerial behavior. At the beginning of the second half of the 1970’s,
investment decisions, business strategies, and management compensation plans were heavily
conditioned by the goal of creating shareholder value.

The shareholder theory finds its clear commitment in an article published in 1970 by
Nobel Prize winner Milton Friedman. According to him: "There is one and only one social
responsibility of business to use its resources and engage in activities to increase its profits as
long as it stays within the rules of the game, that is, to engage in open and free competition
without fraud." (Friedman , 1970). Friedman thus presented what he considered to be an
indisputable description of the relationship existing between all business owners, including
shareholders, and those people who are paid to manage the business: "In a privately owned
system, a corporate manager is an employee of the owners of the company, has a direct
responsibility to the employer, who must develop the business in accordance with their wishes,
which will generally be that they will want to make as much money as possible while respecting
the basic rules of society, both legal and ethical" (Friedman , 1970). The central point of this
theory are the shareholders, their interests and the growth of the company for the creation of
value. According to Friedman, corporate governance should be oriented towards the growth
of the value of its investments, thus, as a direct consequence of the organizational structure.

Therefore, there are two conflicting theories about the objective of governance. The
theory of shareholder value (shareholder theory), which defines the purpose of society as
maximizing profits for shareholders, which seems to be the dominant vision today, especially
in the American public company and the stakeholder theory. The stakeholder theory is
positioned on the other hand as a dominant theory in the field of corporate social responsibility,
with German industry as an example. Such a theory is based on the idea that business
organizations depend on third parties, who have interests on the organization, to achieve
success. This theory suggests that the ultimate purpose of the corporation is to serve broader
societal interests beyond creating economic value only for shareholders.
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Over time, economists have developed various theories aimed at understanding the
internal mechanisms of corporate governance itself and the methods of determining duties and
responsibilities. Among them, perhaps the most successful was Agency Theory, in 1989 by
Eisenhardt. In agency theory there are two actors: the principal (shareholder) and the agent
(manager). Therefore, this theory starts from the assumption that one party, the shareholder,
delegates the work to the other party, the manager, to perform the tasks. The aim of this theory
is to transfer the resources from the shareholder to the agent allowing the former to have some
rights over the work performed by the manager. At the same time, the delegation of "day-to-
day" tasks makes the agent able of making autonomous decisions that affect the shareholder.
If achieving the objectives maximizes the utility of both parties then there is no problem. The
problem arises only when the agent's utility is maximized to achieve the objectives,
compromising the efficiency of society and therefore the creation of value for the corporation.

This problem has also been identified by E. Fama and M. Jensen and according to
them the managers are not at risk, since the consequences of their actions do not fall on them,
but directly on the shareholders who are the owners of the invested capital.

In conclusion, the agency theory tends to identify the mechanisms that aim to gradually
align the interests of managers with those of shareholders, through actions related to
increasing the value of shares. The more the shares will increase in value, the higher the
agent's (manager's) reward will be. Therefore, the manager will be driven to pursue the
shareholders' objective to increas the company's value, while doing so will also increase his
compensation.

Decision making process

To implement a corporate governance of substance and not only normative and
legislative, quality information is needed to facilitate the decision-making process of the
management and of the bodies that have to give direction to the company. On the basis of the
information obtainable on the critical areas of the company and on the management's ability
to intervene in these areas, it is possible to define a risk profile of the company. Limiting this
risk as much as possible means setting up a valid strategic and management control system.

Decision making is an unstoppable process of the corporation, so decisions turn ideas
into plans for action. According to the type of business, the size of the business, there are
distinct differences in the decision-making process, but above all the decision-making is
variable for hierarchical and organizational level.

To achieve its business goals the corporation engages financial, material, technical and
human resources. The Manager is the one who, in order to achieve his goals certain business
must join these resources and coordinate with these resources. All businesses, regardless of
whether they are small or large, if the corporation is public or private, as well as regardless of
the field where they act, all of which need to be managed.

The management, the coordination and the use of human resource, financial and
technical material resources requires professionally skilled and determined manager
performance of commitments. A good manager for business advancement is the one who
accepts risk and makes decisions, in an environment where they are intertwined and
influenced a number of economic, social and technical factors. The practice, in contemporary
business, has showed that the decisive factor for the success or failure of a corporation is the
ability or the incompetence of the management team that, with its established decisions, affects
directly to the performance of the Corporation.
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There are different opinions about what is considered an effective decision, some
consider the decision which optimizes the profit, the sales, welfare of the employees and the
market. But often effective decision is appreciated that decision which minimizes losses and
reduces the expenses without affecting the flow of regular business.

The importance of decision making is explained by the facts that for the success of the
corporation it is necessary made critical decisions that aiming at success can often present a
risk that sends the business into decline. Well considered decisions put human resource
factors into action, finance and technology ensure increased corporate profits, value
enhancement of shares, increase in stock prices and alongside these increase in ability
competitive in the market, as long as qualitative decisions are the key to the success of each
corporate.

Decision making can be difficult for several reasons that may be related to the structure
and the organization of the corporations. But other difficulties can be added, which are related
to other factors such as uncertainty, the existence of multiple objectives of the corporations
and limited human and financial resources, then it turns out that decision making is a critical
and quite complex management function.

The decisions taken by the manager are justified at the board of directors, who are
representatives of the shareholders, and then the main manager finalizes the decision making
by delegating it for implementation to the managers of the lower hierarchy.

Types of Decision Making

In the case of decision making, managers must make different types of decisions. In
general, most of the decisions can be divided into scheduled decisions and unscheduled
decisions.

Scheduled decisions are decisions that are structured or that occur in certain periods
of time. These decisions are usually used to solve routine problems, under circumstances clear
and under safe conditions (decisions to purchase regular supplies, decisions about sports
support that are made every year, decisions about the employment, etc.)

The main features of programmed decisions are:

— Good restructuring of the problems to be solved;

— Easy determination of alternatives for solving the problem;

— Determining the clear criteria for the implementation of the decision;

— Existence of a relative security during the selection of the right alternative.

Unscheduled decisions are relatively unpredictable decisions that happen very rarely.
The decision making is usually used to solve unstructured problems, new and poorly defined
and which did not repeat (for example the opening of a subsidiary of new corporate, at the
changing product design, the investment in new areas, etc.)
The characteristics of unscheduled decisions are:
— Poor structuring of the problems for which the decision is taken;
— Decision making only in exceptional situations;
— The decisions are used in situations that did not repeat;
— The possibility of a small number of alternatives.

The decisions can still be divided in:
- Strategic decisions: They are decisions at the corporate level, which determine
the strategic direction of the development of the corporation with all its
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subsidiaries and units, as well as requests responsible decision making of the
board of directors and the chief executive manager.

- Tactical Decisions: They are decisions at the business level that define the
activity and orientation of certain units of the corporation

- Operational decisions: They are decisions that affect functional areas of the
business, which are set up in level of departments that deal with direct
operational work such as in finance, human resources, finance, marketing, etc.

Based on the decision making theories, we come to the conclusion that the authors
have different opinions on decision-making phases, so we can classify them into two groups
like:

The first group that thinks that the decision-making process has three stages which are:

- The information phase of the problem for which the decision must be taken and
in this case, the surroundings are researched, all the factors are analyzed and
the information is collected regarding the problem;

- The design phase, in terms of analyzing and determining all the different
alternatives;

- The phase of the selection and choosing a certain alternative for the purpose of
the decision making;

While the second group has added the fourth stage to these three mentioned stages
as:
- The decision implementation and the monitoring phase.

General Conclusion and Recommendations

Relating to the data presented above, the operating experiences of corporations in
Albania and beyond in Europe as well as the impact of the operation of their success in the
economic life of any country in addition to the functioning of successful Corporate Governance
and an efficient decision making can we conclude as follows:

The corporations in themselves are a special complexity among business entities as
they differ in their functioning from their form organizations of other ethnicities such as Limited
liability companies, Partnerships, Individual businesses, etc., seen from the operating history
of the corporations in general, regardless of the structure of the founding capital or ownership
origin of shares.

Large corporations with large invested capital and a large number of them employees
affect the normal flows of a state and often put pressure on the form and the political
performance of a state, whether in fiscal or social policies often influence the course of foreign
policy when such corporations have investments in countries outside the home country;

In almost all the corporations the responsibility for corporate management rests at the
board of directors and on the management board.

Well considered and efficient decision making can lead the corporation to increased
profits, to increase in the value of shares in the market, to increase in the value of stocks and
the opportunity to outperform the competitors. But often this decisions may also have other
streams, where the company may get stuck competitiveness, employees are declared as
technological surplus and this leads in reducing the value of shares in the market.
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Corporate development requires greater support from the state through the
construction of the legal infrastructure that favors the free market, competitiveness and
transparency, as well as the development of local production.

From what was said above about an effective Corporate Governance as well as the
decision making successful the following is recommended:

Corporate Governance advances only by adhering to the principles of
Corporate Governance that the corporation must be governed by an efficient
board, who is accountable to the shareholders for the success of the
Corporation;

The corporate boards of directors should be more accountable, and the
independent non-executive (outside) directors should play a key role in enabling
audit committees to function effectively;

To be successful the corporation, the board of directors in its composition must
not include any non-executive person who in the past three years has had any
business relationship with the Corporation;

A successful Corporation must include training continuously in line with
technological developments in the world.
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IOT Influence in Digital Marketing
Mariya Armyanova *

Abstract: loT consists of devices capable of transferring data over a network and to interact
with each other without human intervention. The modern devices use loT and send data about
their operation. The collected data aid to businessman and marketers to interact effectively
with customers. The data is extremely valuable, and with the artificial intelligence advent on
marketing, the big data for customers can be processed. 0T supports marketing activities. loT

can provide communication channels to to support targeted marketing. The data obtained from
the devices use can support business intelligence for needs for device usage, and new product
development.

Key words: |oT, Digital marketing, loT customer service, loT role, Al

JEL: C61, M31

Introduction

The ability to connect various devices to the Internet is seen as the Internet of Things
(IoT). The general idea consists of sending the results of sensors to the Internet to allow
analysis of all accumulated data. The results of the analysis are used to better manage the
devices connected to the network. 10T data collection can also support the marketing activities.
In order to optimize the results, appropriate factors must be found to be used in the analysis
of the collected data. To use |0T effectively in the field of marketing, its place and role must be
discovered by clarifying its application possibilities in various fields, the ways of data collection
and the restraining factors in its collection. Thus, the significant 10T influence in marketing can
be proven. For this purpose, a study and analysis of the literature were made - mainly
publications in Scopus and Google Scholar for the last five years and to determine the main
factors for research. In order to define the impact of loT in digital marketing, a conceptual
model of an Al module for processing the collected 10T data is created and investigated, and
the main factors for analyzing the data from the module are determined.

Impact of IoT in modern life

loT deployment

The Internet of Things (I0T) is seen as the concept of connecting various devices to the
Internet in such a way as to ensure that they can be recognized by other devices. The term
was introduced in 1999 by Kevin Ashton during his presentation. 10T is a symbiosis between
various leading technologies that aim to enable device recognition. It is based on technologies
such as machine learning, artificial intelligence, big data, data lake and intelligent analytics.
The number of devices on the global network in 2030 is expected to reach 29.42 billion
(Vailshery, 2022 b), which is an approximate tripling of devices in 10 years (9.76 billion in 2020)
(Fig. 1). This implies the collection of increasingly large big data about devices and their users
that can be processed by artificial intelligence (Al) systems. Advances in artificial intelligence
and machine learning technologies in recent years have led to their widespread application in

1 Chief Assist. Dr. Mariya Armyanova
Universiity of Economics — Varna, Bulgaria
Department of Informatics

email: armianova@ue-varna.bg



mailto:armianova@ue-varna.bg

all spheres of the economy and public life (Aleksandrova, 2021). The predictions they make
can and are used in various fields, including marketing.

Source: statista.com
Figure 1: Trends in the number of devices for the period 2019-2030

Digitizing business processes in an organization is part of the overall digitization
process, which includes using digital technologies and data to improve business processes
and create revenue for the business (Petrov et al., 2020). Digital marketing is much more
flexible and dynamic than traditional marketing and is much more attuned to consumer
behavior. The digital marketing purpose is to focus on the user experience when making a
transaction, improve the service quality through Al and build trust and security in customers.
With the help of Al, the marketing campaign can be adjusted in time. An Al application,
especially if it is based on deep learning technologies, needs big data technologies to be well
trained and make predictions with more than 90% accuracy. The main Al problem is the data
scarcity. Therefore, it is not a good alternative to ignore the data collected by IoT. Smart
devices included in the 10T are becoming increasingly preferred over traditional devices as
they offer many additional functional capabilities. By 2025, the number of smart devices is
expected to be three times greater than traditional devices (Vailshery, 2022a) (Fig. 2). The big

data that is created by I0T can be used to better understand customer behavior and improve

the marketing activity effectiveness.
Source: statista.com

Figure 2: Comparison between the devices for the period 2010-2025

92



loT application areas

The data that is collected by smart devices is in different areas. 10T is used in various
fields from smart homes and smart cars to agriculture, healthcare and smart supply chain.

In the supply chain realm, 10T is making an impact through the predictions made by Al
applications. The collected data from loT makes it possible to predict the new devices need,
the future sale amount and, on this basis, to optimize stock and deliveries.

The industry sector uses smart machines that, reduce the number of work errors related
to the human factor and the number of manual work processes. The data collected in the loT
is used to increase the equipment life cycle and improve the its maintenance efficiency, which
is carried out based on real-time data, not on a schedule.

loT and Al are also used in the power industry to predict the energy resources
generation and consumption and optimize the technological equipment operation.

The loT concept includes various systems such as Smart Home, Smart Office, Smart
Grids or Smart City. The concept of a smart city appears as a consequence of the smart
environment and building concept. A smatrt city uses various I0T applications that have been
developed in different fields. Exemplary services provided by the smart city and the
environment have been summarized by various authors (Yovanof, & Hazapis, 2009). However,
the ones that 10T provide are important to us. These may include ecosystem monitoring in an
urban environment; the urban transport system; track weather and traffic conditions; systems
for the enhancement of public safety and security; service personalization for citizens, tailored
for example to their location, etc.

Smart devices are also used in medicine. Modern IoT capabilities allow creating digital
twins and performing remote and subtle manipulations through smart devices.

loT is also applied in the agriculture field in the remote monitoring process of land and
the agricultural machinery operation. Fully autonomous machines are also used in the sector.
0T supports the goods monitoring throughout the logistics process. The goods location and
the conditions under which they are processed and transported are tracked. The sensors
provide important temperature or humidity data during transport. With the accumulation of
data, Al allows predicting the various factors influence to increase the goods durability.

Ways to use the data collected by 10T in marketing

Data collected by loT can be used for customer relationship management and
marketing. Some authors assert that the main 0T application areas are product design,
product support and customer relationship management (Tariq et. al., 2020). However, the
possibilities for using the collected data are significantly more: new product development and
product design

e Product support

e Close consumer relationships by connecting directly with them
e Collection and analysis of customer big data

e Predicting consumer behavior

e Business intelligence (Taylor et al., 2018)

Digitalization is impacting and changing the marketing. Digital marketing has more
tasks than traditional marketing. One task is to contribute to the development of sustainable
company product consumption. Using customer data to develop new products has become
increasingly important for organizations to gain and maintain competitive advantage in the
market and therefore maintain high levels of profits and long-term competitiveness (Feng et
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al., 2012). loT-collected data provides information about devices — customer preferences for
models, when, how often and how they are used, device health, geographic location, and more.
This data can be used in the new product design to account for and satisfy customer
preferences. By properly analyzing device usage data, other goals that are important to
customers, such as energy efficiency or environmental friendliness, can also be pursued.

Through data collected from smart devices, the manufacturer can change their design,
taking into account the most frequently used functionalities by customers. For example, if the
collected data shows that the most used function for smartwatches is counting steps and
fithess activity, then the manufacturer should spend more time to improve and develop this
functionality. If some settings have been used very rarely (for example settings for reading air
humidity), they can be moved further into the menus, and for them it is not necessary to allocate
funds for further refinements. In addition, common problems and defects in the use of the
devices can be detected and fixed in the new products.

loT products collect a variety of data that provide a chance to group users by many
different criteria and within each group to analyze customer data to develop products based
on the each individual group needs.

The product support can be studied in two directions - the sold product support and
servicing and maintaining the distribution and reaching the product customers and promoting
its functional capabilities. On the one hand, the data obtained from the device geolocation and
their condition models can be used by the supply chain to create a network for the device
service and a better spare parts supply.

Smart devices work with the software applications, which are also maintained. Through
the network, devices receive new software versions used to add new features within the
capabilities of the devices. For example, for a smart watch, improving the software for counting
the steps taken, adding new competitions and challenges, or for a multicooker, new saved
programs for new recipes, etc. In this way, customer satisfaction in using the devices can be
improved. It can also change the device's application interface and promote new functionality.
For example, by sending the customer directions and a demonstration.

Devices may provide information about changes, including the availability of new
models, new features, software updates, and more. Thanks to IoT, maintaining customer
relationships is based on a personalized approach by providing customer experiences
according to their specific needs.

IoT allows manufacturers to provide support to customers when working with the device
to ensure proper handling and thus avoid insufficient performance, high energy consumption
or others.

loT along with Al technologies enables cost reduction by ensuring 24/7 customer
service without the need to hire large teams of salespeople and consultants.

The other option is to maintain close relationships with consumers by contacting them
directly. This opportunity can be used for marketing related products, communication
campaigns and personalization of advertisements.

Collecting and analyzing massive customer data helps build stronger and longer-lasting
customer relationships. The use of 10T devices enables closer customer relationships to be
developed and strengthened. In this way, the customers switching likelihood to competitors
are reduced. In addition, the global network allows the direct the manufacturer and the
customer connection, eliminating intermediate units such as traders, etc. This makes it
possible to build direct sales channels and reduce costs for distribution channels.
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Collected big data, together with Al technologies, allows predicting user behavior.
Relatively accurate consumer behavior identification allows revealing the exact likely future
customer characteristics. Thus, the marketing specialists resources and efforts can be directed
to the customer largest groups and funds can be saved in attracting the less likely potential
customers.

IoT enables business intelligence by creating and analyzing device usage patterns by
geographic areas and regions, and also by socioeconomic group, after combined with
geographic zip code-based socioeconomic group data such as Mosaic (Mosaic , 2017).

loT place and role in digital marketing and Al marketing applications
Because of the many possibilities that 0T provides, a number of researchers are trying
to establish its place and role in marketing, for example through surveys (Sehgal, P., et al.,
2022). But the individual activities that IoT digital marketing supports can be grouped into the
following groups:
e Collecting data from loT devices for marketing automation
e Analyzing the collected data and preparing forecasts and models - to determine the
sale timing and offers in order to increase their effectiveness; customize
advertisements, according to customer preferences and create promotional messages;
personalized customer experiences
e Activities automation — the publication creation through social media platforms; some
marketing processes
e Communication channels with the IoT device owners - for intelligent information sharing
with the relevant audience
¢ New business opportunities and marketing operating cost reduction
To discover the |0T place we need to create and analyze a conceptual model of an Al
module that processes the data collected by 10T (Fig. 3). The data collected from loT place is
at the processing beginning and the various automatic activities implementation. Such as
creating personalized content and sending it with the personal channels, is after the processing
completion to use their customer communication channels. From here we can conclude that
the 10T place is at the Al module input and output. Moreover, the process is cyclical, which
defines and explains its two directionality. On the one hand, customer device behavior
influences digital marketing Al decision-making, and on the other, the marketing activities
undertaken influence customer behavior.
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Figure 3: The Al module conceptual model to process the collected loT data



The IoT data location is presented in Figure 4. It examines the individual modules
performing Al analysis of the data. Again, it can be seen that the 10T's place is at the system
input, without its data no processing can be done.
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Figure 4: The loT data processing system submodules

From here we can conclude that the IoT place is key to the smart analytics and digital
marketing overall process.

When developing an Al model using loT for digital marketing purposes, it is key to
discover the factors that influence the predictions. They make it possible to classify customers
and to discover patterns on which forecasts are based. They allow to define target groups and
potential customers. The main factors we determine are:

e Clients on devices geolocation

o Preferred models and price range for devices

e Frequency of use of the devices

e Recalculated operating modes and functions

e Occurrence of problems with devices frequency
e User data and profiles analyse

Using loT advantages and possible pitfalls in digital marketing

Using loT benefits in digital marketing

To account for the loT impact we can summarize the using loT benefits in digital
marketing.

o Personalized experiences focus on creating a good customer experience when using
the device. User experience has four aspects — cognitive, emational, physical and
social (Pires et al., 2015). More and more Al capabilities are constantly being added to
devices and marketing tools, such as virtual reality, voice assistant, and more. In order
to improve the customer experience, in-depth research on potential customers, their
past experience and knowledge is required. As a result, the Al recommends suitable
tools to work for the target audience.

e Storage of customer data, profiles and settings — customers use the devices by
choosing appropriate settings that are saved in their profile. The smart device itself
offers customers appropriate settings and options for including necessary functions. It
stores data about the clients work, which can be transferred to a new device of the
same company. For example, a smart watch stores data on its user's fitness results,
achievements and records. Customers are reluctant to lose this information and start
creating their profile from scratch, which is inevitable when choosing a device from
another company. This is how customer retention is guaranteed.

Based on the collected information about user behavior and the 10T device's state, with
the help of Al systems, predictions are made and information that is of interest to the customer
is provided:
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e Predicting the right time for campaigns
e Advertisements personalization
o Personal promotional messages
e Information intelligent sharing — smart devices create a customer's behavior model and
recommend appropriate functionality
loT, together with Al systems, allows marketing activities and processes to be
automated, which allows to ensure their continuous adjustment to the customers and ultimately
the effective spending of the funds specifically to them. Automation frees up marketers' time
to focus on the overall campaign and make it more effective.
e Creates automated posts through social media
¢ Marketing process automation
e Marketing costs reduction

Restraints for the 1oT use in digital marketing

There are still some problems facing the IoT implementation in digital marketing. The
main problem pointed out by the authors (Gong, 2016; Lee&Lee, 2015; Wedel & Kannan,
2016) is the data security in saves and movement in loT. The reason is that 10T devices collect
a big data about users' location and movements, their health and their purchasing preferences.
It has been found that the increase in data that is stored in a system also leads to the increase
in attempts to access it illegally. Generating more data means more users have access to it,
increasing the opportunities for malicious access. Especially in cases where the data is
generated by of users worldwide. 10T security is not limited to cyberattacks. Other serious
threats include the network misconfigurations, wrong commands, and failures in software or
devices that can potentially disrupt their operation. The problem is that despite all the measures
and protections, there is always the malicious use of I0T applications possibility.

Another problem is related to the companies' preparation for the technology
implementation. Using 10T in marketing requires introducing Al applications to use the data.
Using Al requires computing power, i.e. an ever-increasing number of cores and GPUs to
efficiently handle big data. This requires significant investment and Al integration into existing
business systems.

There are many legal restrictions in organizing the work of 10T devices, since the data
that is collected about users is very sensitive. Such information use may violate laws or
regulations and present legal problems for businesses.

Other facing |oT issues are for the restraining factors driven by customer psychology.
Customer bias towards IoT also depends on their attitude towards new technologies and Al.
The work quality with smart devices also depends on the customers' ability to work with new
technologies.

Al helps build and increase trust in digital platforms. For the relationship between
customers and sellers, trust is essential. To increase trust in digital sales, a number of
relationships are maintained to allow the customer to build trust in the product.

People's experiences with the new technologies' use, including IoT, have a positive and
negative nature, therefore positive and negative stories about smart devices circulate on the
web and social media, the problem is that negative stories are not limited outside the target
market (Giesler & Fischer, 2018).

Another problem is the feeling of personal space violation, since IoT devices are
constantly sending information about their user location and behavior.
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When using 10T data, it should not be forgotten that customers are not randomly
selected, but already attracted to the company. In this case, predictions may be off because
the factors that have deterred some customers from purchasing are not explored. This can
lead to a downward spiral of a potential customers' increasingly limited pool. This problem is
particularly dangerous for marketing because it has a feedback loop, with data influencing
predictions, which influence decisions, and which influence data. In other words, self-fulfilling
prophecies can be made. If Al judges a customer to be unsatisfied with the services, in order
to minimize costs, less is spent on him and eventually he abandons the brand.

Conclusion

IoT is constantly expanding and is expected to continue to grow in all areas of modern
life. Its applications in marketing are product and customer service optimization, customer
service and satisfaction, sales and demand forecasting, and supply chain optimization. Despite
some restraints on IoT, it has undeniable advantages. The loT influence in modern digital
marketing is great. 10T is changing marketing by giving it new influence means by optimizing
device capabilities, according to customer needs and providing direct channels for customer
interaction. 10T also introduces new tasks for marketing, such as creating and maintaining
devices in line with customer needs.

Harnessing the 10T capabilities is unthinkable without Al technologies. The defined Al
module model for processing the loT data collected in the future can be implemented and
tested with smart device data to verify the relevance of the defined analysis factors in the
module.
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Role of Digital Marketing and Digital Transformation in Banking Sector
Lulzim Rashiti !
Majlinda Prendi?

Abstract: Today, marketing is increasingly being applied in every activity, especially electronic
marketing, which was proven even during the period of Covid 19, where the need for marketing
services through digital platforms was more than necessary. Digitalization, innovation, modern
technologies are expressions that we hear more and more often and will hear them more and
more. Once the pinnacle of digitalization in banking was the ATM. Today you can practically
keep the bank "in your pocket", or rather "in your hand" if you use mobile banking.

The digitalization process in the banking sector aims to provide faster, better and more efficient
service to its customers and enable the establishment of easier communication and interactive
relationships between the bank and the customer. In a word, from the marketing point of view,
the digitalization of the banking sector has a long-term goal of increasing the quality of banking
services, which ultimately leads to increased customer satisfaction.

The topic of this paper is digital marketing and digitalization in the banking sector, i.e. the
integration of digital communication and sales channels, which makes it easier for bank
customers to use banking products and services and for banks a more efficient way of
communicating with customers.

Key words: digital marketing, banking sector, digitalization, digital transformation, bank
products

JEL: M30, M31

Role of digital marketing

Digital marketing in the XXI century has changed the environment of doing business,
moving from doing business in the traditional way to the modern one. The 4Ps of marketing
(Product, Promotion, Price and Place) do not have the right effect, to be offered in a traditional
way of doing business. Today we are living in a world of internet networking, so services and
products must be provided digitally. Companies adopting digital marketing gain momentum to
maintain an easy and smart trading process because the Internet has become a trading
marketplace (Dastane, 2020).

Even in our country in Serbia at the time of the Covid-19 pandemic, the role of digital
marketing was clearly emphasized, especially in conducting banking transactions and online
purchases, where now customers are aware and a positive practice has been created around
online services. The shift towards online shopping in China is underscored by Craven et al.
(2020), moreover, the authors consider that “Customers’ changing preferences are not likely
to go back to pre-outbreak norms”. Following this likely change in the customer buying
preference, the business model of banks will be strongly influenced, the channels of
distribution being one of the most impacted banking dimensions (Pop, 2020). Hoe (2020)
reports some trends in consumer behavior determined by the measures to limit physical
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contact and cash use under the pandemic crisis: there was an increase in the registration of
banking account with digital banks in South-East Asia; similar, the Management & Marketing.
Challenges for the Knowledge Society opening of online banking accounts of small and
medium-size enterprises in Malaysia intensified; the limit for the contactless payment was
increased in the UK. (Baicu, Gardan, Gardan, & Epuran, 2020)

The development of technology, as time is proving, is a rapid and rapid development,
in the face of banking management policies and social developments. So, electronic marketing
itself is finding wide application in different fields, conveying the marketing mix in easier ways
to the customer.

Digital transformation in banking sector

There is a big and fast transformation and advancement happening all over the globe
and also in the financial sector. Financial services have increased both in terms of quality and
guantity. And it is generally accepted that the basic dimensions of service quality are: (in)
tangibility, reliability, responsibility, security and empathy (Marinkovi¢, Stankovi¢, 2012, p. 258-
259).

These services have been enabled especially by digital transformation. Digital
transformation is a consistent networking of all economic sectors and an adaption of actors to
new circumstances of the digital economy. (Kraus, et al., 2021)

Banks are in the process of constantly absorbing and following the latest creative
technologies in the provision of products and services. “Survival in such a bold new world no
longer depends on the size of the bank, but on its ability to be innovative” (Miranda, Chamorro,
Rubio, & & Morgado, 2013).

Changes in the modern global life has also dictated changes in the financial sector.
Banking sectors in most developed countries have pioneered the area of e-services and have
been actively involved in its continuous improvement. The objective was to try to meet the
ever-changing needs and lifestyles of modern clients. (Hammoud, Bizri, & Baba, 2018)

Today, more than ever before, the banking financial sector is applying the latest
technology in order to serve the clientele in electronic form. It should be noted that banks
develop their even more sophisticated electronic systems in terms of verification and control
of files, given that customers today apply, and monitor their financial statements on a daily
basis and perform a range of online services.

In addition to the value of money as a very important and valuable tool, banks also
apply other protection mechanisms in terms of privacy and personal data, which are also
regulated by laws in every country of the world, because the bottom line is the interest of banks
to take care of customer loyalty and retention. Banks ensure that customer data is not
compromised, and in the event of a breach, they are urgently fixed with all security
mechanisms.

According to Lurcan (2017) says that a bank changes its role from an institution that
holds its customers’ money to an institution that holds customers' identity. In this way,
according to Cognizant (2014), it strengthens the ability to manage risk, identifying potential
abuses and preventing money laundering activities, and in turn improving end-user satisfaction
through social analysis methods to understand his needs and desires. to tailor products to
individual preferences.

A written consent, and compliance with contracts and offers, are also being transformed
into electronic form. There are laws and regulations that regulate electronic signatures,
electronic stamps, and each country implements policies and laws regarding electronic
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documents. As regards the special laws on digital identities, the elDAS regulation, which
repealed the Directive on Electronic Signatures 1999/93 / EC, has been in force in the
European Union since 17 September 2014 and applied as of 1 July 2016. It is also the first
regulation focused exclusively on digital identities, which enables citizens, legal entities and
public institutions to use their national electronic identification schemes for access to public
services throughout the European Union where the electronic scheme is used. This type of
regulation is significant due to expansion of its original versions, making it even more focused
on security and connectivity in the digital identity system. The amendment by the European
Parliament (European Union, 2014) was made in the part of “creating a comprehensive
security framework for borders and sectors, trust and easier use of electronic transactions.
Payment Services Directive has been implemented under the new high security
conditions, measures and policies. The three main topics addressed by PSD2 (Payment
Services Directive) cover introduction and regulation (Forester, Rolfe, & & Brown, 2017, p. 7):

1) New parties in the electronic banking market (TPP) - which can offer competitive,
innovative payment and banking services in two forms: as providers of payment
initiation services (PISP) and as providers of account information services (AISP)

2) Establish new rules for licensing third-party providers that will use the newly opened
banking infrastructure, which relates to access to customer accounts (KSS2A), with
their permission to issue.

3) Improving the security of payment processing through the introduction of Regulatory
Technical Standards (RTS) for strong customer authentication (SCA).

In all countries and sectors of the societies, the development of new technologies has
necessarily created a change in legislation, and in the banking sector in particular. Balkan
states, including Serbia itself, are harmonizing laws on documents, identification and electronic
signature in their European Union aspirations path. In the Republic of Serbia, progress has
been made in the area of regulations, with the adoption of a specific law in the field of digital
identities (second level of regulations). These are the Law on Electronic Document, Electronic
Identification and Services of Trust in Electronic Business, whose entry into force on October
27, 2017, the Law on Electronic Signature (Official Gazette of RS, 2004) and the Law on
electronic document (Official Gazette of RS, 2009). The new law is a consequence of the
current process of digitalization in Serbia, with the basic goal of enabling and encouraging
faster and more efficient business.

Along with the digitalization of banking products and services, their promotion has also
changed. Online Marketing (7Ps) online are also part of digital transformations. According with
Bhat, Bevans, and Sengupta (2002), as cited in (Domazet, Neogradi 2019) presented methods
that make it possible to measure the effects of advertising, i.e. online advertising. They believe
that the selection of methods depends on the goals of the research, the budget and the
technique available to the company and the time it takes to realize the research. They point
out that the measurement of advertising should consider: the popularity of a website to attract
and retain consumer attention, highlight the benefits for users who visit the site, and the
effectiveness of user targeting. For each of these goals, the authors list specific methods, some
of which are: page views, page popularity, number of page views, duration of page views for
the first time, time elapsed again do not return to the page, profiling visitors (Domazet &
Neogradi, 2019).

The security and efficiency of banking services is of great importance, and among the
priorities of banks, but they must also be stable in terms of time and relationship with
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customers. Sophistication in this context includes the variety of services provided as well as
the competence and accuracy with which the services are delivered, how the bank branches
are networked, the hours within which the services are delivered, how fast the services are
delivered, and the price at which the services are offered (Narteh & Kuada, 2014).

Social networks are also important channels of communication nowadays for retail
banks. When the marketing communication mix is splendidly integrated and executed,
customers can be influenced to become loyal. This is because communication has been
declared a key element of every business relationship. Research also shows that social media
channels such as blogs, wikis, discussion forums, and social networking sites are increasingly
becoming very influential marketing communication channels even though they are not a
replacement for offline digital tools (Hanninen & Karjaluoto, 2017).

Banks are there where the customers are, so since customer’s social networks users,
banks also have their own social media accounts. Deloitte reports that 60% of retail banks in
the world do not make significant use of social media to deepen their relationships with their
customers, while more recent research reports that over 90% of the world's largest banks are
present on Facebook, and 88% on Twitter (Deloitte, 2013).

Some of the most used networks and platforms are Facebook, Twitter, YouTube,
Instagram and LinkedIn. Bases on lure research and findings of this paper, it's so evident that
in the banks in Serbia, there is a high percentage of social networks use from the retail banking
system, while the most used networks by the banks in Serbia are Instagram, Facebook,
YouTube, Viber etc. According to a study by European Retail Banking Radar, 53 percent of
European banking customers do not use physical channels at all when researching and buying
products. As customers become more familiar with online banking, due to the lockdown, we
predict that this is set to increase to 65 percent in 2025, requiring European banks with branch-
heavy operating models to focus on developing their digital channels further. (European Retail
Banking Radar, 2021)

As there is a growing influence of social media, banks have sought different ways to
attract and promote their services to customers. The first virtual branch on Facebook that
opened in New Zealand in 2010, which allows users to engage in two-way, real-time
conversations with service specialists. That was the first stage towards harnessing the huge
potential that social networks have. (The financial brand, 2011)

In Serbia, the financial banking sector uses all forms of electronic promotion. The
results of research show that Serbian financial organizations use all forms of promotion in their
marketing campaigns: 57% advertising, sales promotion 6%, public relations 10%, personal
selling 5%, direct marketing 7%, sponsorship 11 %, other forms 4% (Domazet & Hanic, 2020).

Due to the massive use by customers of all social and professional categories, mobile
banking is among the most important elements of the banking system. However, the biggest
effect of mobile banking remains on the new generations and among those born in during the
expansion of social media and advanced online platforms.

Several authors (Slavic & Sakal, 2012; Sakal, Slavic, & Szretyko, 2013) refer to young
potential users as the Net-Generation, as they use Web 2.0 and represent exceptional
marketing potential for the entire financial sector. There are also opinions (Bradic-Martinovic,
2013) who believe that the implementation of technology in the banking industry should be
focused on process automation and monitoring. The use of business applications results in the
processing of information in the bank and devices such as ATMs, POS terminals at retail
outlets and applications such as electronic and mobile banking (Domazet & Neogradi, 2019).
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Mobile banking applications are made with many alternatives and easy access by
mobile phone users. The use of online banking over the years is constantly increasing. The
Graph below shows that the Far East and China lead the way in the use of online banking,
followed by Europe and North America. While online banking services are expected to increase
even after 2024.

Graph 1: Number of active online banking users worldwide in 2020 with forecasts from 2021 to
2024, by region (in millions)
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Source: Statista, 2022

Mobile banking is also being offered by most operators in Serbia, which have almost
the entire range of digitized and automated banking products or services. In Serbia, Telenor
Bank enables all banking services only through applications and digital web, this means that
the entire process of all services is performed without the need to be physically present in the
bank's branches. Due to the rapid adoption of mobile banking, some innovative banks have
opted for partnerships with telecommunications companies (telco-bank partnership), such as
Caixa, Santander and Telefonica (Caixa, Santander and Telefonika, 2013).

Along with physical branch banking, banks offer a variety of substitute channels, such
as ATMs, online banking, and mobile banking (m-banking) to provide their banking services.
Among all new service delivery platforms, mbanking has emerged as the most cost effective
and efficient channel for delivering banking services (Moser, 2017). By using digital
innovations, retail banks can get the various benefits at the strategic and operational levels,
such as: prominence of strategic planning and equity endowment, openness to customers
engagement and relationships; qualification of the bank management; implementation of new
bank marketing strategies; quality of management information; installation of modern
technologies, designing banking products and services; sales channels optimization;
competitive operational cost-structure; modernization of risk assessment models (Sloboda,
Dunas, & Limanski, 2018). Consumers have reacted positively to the technology impact, and
new business models reflect customers’ preference for a “comfortable cut-off’ from
communication over “uncomfortable communication”. Many young consumers who are
accustomed to digital devices tend to feel uncomfortable around people and prefer “solo
shopping”. According to Kim et al. (2018), cost reduction, immediate satisfaction, abundant
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information, and interpersonal fatigue are the main drivers for the proliferation of untack
technology in the market (Lee & Lee , 2020). As Chart 2 shows, banks have constantly
increased investments in percentage, year after year, in terms of information technology. North
America leaves Europe behind. In 2021 alone, there is a 44 percent of new IT investments in
North America, compared to 31 percent in Europe, and in 2022, investments are expected to
be in North America up to 48 percent, compared to Europe with 33 percent. So, again there
will be growth of new investments.

Graph 2 New mvestments in IT technology as a percentage of banks' consumption
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Source: Toplensky, R. (2019). "Technology vs banks® new battleground,” Wall Street Journal,
available at: https://www.wsj.com/articles/technology-is-banks-new-battleground-11568114378; date of
access: 22.07.2021.
Considering the need for digital transformation in banking sector
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Every development has its advantages and disadvantages, especially when it comes
to technological development. However, the COVID-19 pandemic has shown that, in isolation,
the use of digital tools, communication and digital services can be alternative solutions for
solving many problems. Banks also found themselves in front of a big and unexpected change,
influencing them in designing new measures to meet customer requirements, their
maintenance and expansion of new clientele in new circumstances. In long terms it will lead to
stabile financial sector that can be elastic to crisis such is this nowadays (Theiri & Alareeni,
2021).

Crises can also be an opportunity to look for new ways of delivering services to
customers, but they can also pose open risks. But also it must be said that, according to lot of
researches,the most critical factor in adopting change is the attitude of employees. Whether
acting autonomously or being motivated by their trade unions, their attitude towards change
also determines the degree of success or failure of any venture they consider as risking their
employment status quo“ (Kitsios, Giatsidis, & Kamariotou, 2021).

However, this technological change has made banks in Serbia also change in
accordance with the technological changes that have occurred in the last two decades,
becoming more competitive with other banks in the region.

Conclusions

In Serbia, as in any other country, banking services have changed, now almost all of
them are offered digitally. In recent years, Serbia has been dominated by investments from
different countries, which have brought modern management in all fields, as well as in the field
of digital marketing in the banking services sector in Serbia. Foreign experiences, international
cooperation, trainings, employee visits from a local branch to an international branch and
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similar activities have only reformed and digitized the Serbian banking system, integrating it
into the modern and global banking system, in accordance with technologies the latest in
information gathering and sharing.

Technology has enabled better communication with customers, improving sales and
increasing the efficiency of business processes. To maintain a competitive advantage, banks
must invest in promoting services and introducing digital innovations in their business, but also
improve and integrate their communication and sales channels.

The results of empirical research, conducted in this paper, indicate that digital
communications, implemented in banks, contribute to more accessible and efficient
communication with customers. In doing so, banks strive to adjust the offer of their products
and services, which would expand their business portfolio and make it more attractive to
existing and new customers, thus attracting new customers.

Digitalization has its positive sides, digitalization of banking products and services
saves money and time, reduces transportation costs, reduces costs for printing advertising and
promotional leaflets, informs customers about the latest banking offers, customers can access
their personal accounts at any time and from any place, different loans for business, education,
housing, travel can be promoted and special offers can be offered for special social categories
such as students, pensioners, farmers, etc.

The COVID-19 pandemic in 2020 and 2021 offered and obliged us with a positive
challenge regarding digitalism and its future. Through the digitalization of banking services,
physical and social distance has been respected much more easily, increasing the observance
of restrictive measures and the performance of work from home, at a distance from the
workplace. The digitalization of products and services has prevented customers from waiting
in long queues at today's banks, including banks in the state of Serbia. With the development
of general and banking technology, customers have lost the patience, will and motivation to
provide many copies and documents, adapting to an increasingly digital world. Customers are
saving time and being informed with an sms about every action with their personal or business
income.

Recommendations

- Banks in their sectors employ more computer science professionals, called "Technological
Innovation Officers", to update any information with the latest technology, so that the banks
are updated with the latest technological developments;

- Toadvance in the creation of communication rooms "chatrooms", where they can simulate
conversations on the Internet, which respond to requests, concerns and questions of
customers, at any time;

- Traditional marketing is renewed and integrated into digital marketing, to function as a
comprehensive entity;

- To add more budget or to create a separate budget line for the training of employees
exclusively in the development of digital marketing, and used of all social media, by sending
the same message in all social media accounts, such as Facebook, Instagram Twitter;
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Challenges in Product Positioning of Medical Devices in the Digital World
Daniel Lyubenov?!

Abstract: The purpose of this research is to study the challenges in the product positioning of
medical devices in an already complicated digital world full with obstacles. There are many
questions that arise such as: “How to manage the difficulties ahead?”, “How to use the different
positioning strategies successfully?”, “How to identify the digital world’s demands?’& “Are the
organizations ready to accept changes?”.

The medical devices sector is growing rapidly worldwide and is positioned in the steps of
sustainable development. The global medical device market in 2019 was USD 448 billion, in
2020 it was about USD 443 billion and is expected to grow at a CAGR /Compound Annual
Growth Rate/ of 5.2%, reaching over USD 671 billion by 2027. (Astute Analytica, 2021) The
ability to meet the demands of the customers through innovation and development of
technology presents manufacturers of medical devices with many obstacles. The competitive
medical device market requires a conscious focus on product quality while meeting market
demands such as security and reliability, high production costs, and competing products of
guestionable quality and origin. A focused competitive product positioning has never been so
important so far. Over the past few years, the medical device industry has increased its digital
marketing capabilities to serve patients and healthcare systems more effectively. The
emergent nature of digital capabilities means that harnessing them is a challenge, not a
certainty — a rare opportunity to reposition companies for a new era of competition and growth.
Key words: product positioning, medical devices, consumer behavior, digital world

JEL: 111, L11, M11, M31

Introduction

The medical device industry has been moving from a fast growing to maturing market
over the past few decades, driven by a drop in volumes and a significant increase in price
pressure from competitors not only in the local but also in the world market. (Cha, M., et al,
2014) As aresult, it is in the middle of an accelerating consolidation between companies and
has increased its concentration in most market segments over the last 10 years.

The key elements of the competitive advantage for the business have changed as it
moves electronically and through digital platforms and the logic of the solutions is no longer
the same. (Narisetti, R., 2020)

Old approaches to controlling distribution channels, saturation of retail and methodical
scaling of brand awareness no longer protect businesses. The challenge is to win mass
consumer preferences repeatedly. This is where every company makes the right choice when
it comes to positioning it on the market. An understanding of what a company is how it differs
from its competitors, market conditions, its capabilities and how it can be positioned
successfully. (Ray, S., et al., Springer, 2020)
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The medical device industry

In the medical device industry, there is a consolidation of companies, which makes
them giants in the industry, brands are bought, and market shares are acquired. Most of the
manufacturing companies have a very strong innovation activity, which reduces the time for
development and introduction of new technologies.

Continuous development and innovation in medical devices are crucial to ensuring
guality of life worldwide. The term "medical devices" is extremely broad, covering elements
such as syringes, wheelchairs, pacemakers, X-ray machines, orthopedic supplies (artificial
joints, bone cement, etc.), coronary artery stents, etc. Thanks to medical devices, diseases
can be detected earlier and patients’' diagnoses, monitoring and treatment are improved.
Breakthroughs and improvements in technology are also crucial to reducing healthcare costs
at a time when health services around the world appear to be under greater financial pressure
than ever before.

If medical device companies want to continue to make money, given that price is an
extremely dynamic quantity, one option is to cut costs. The sector has always been
challenging, with increasingly complexed technologies and difficulties in quality and regulation,
incl. Medical Device Regulation. (MDR) Manufacturers of medical devices that manage to
overcome these barriers sell their products at market-friendly prices, which leads to a positive
result for them. Loyalty to them is increasing due to customer satisfaction.

Today, medical device companies operate in a different world. In developed countries,
health systems are under severe financial pressure. Healthcare providers are responding by
exploring every opportunity to increase efficiency and reduce costs.

Emerging economies are also transforming the environment for producers and
suppliers of raw materials. As the growth of established markets slows down, opportunities
appear elsewhere. The segregation of "poor" and "rich" in terms of consumers requires more
medical devices of any type, but the price sensitivity in these markets is acute. The regional
industry is growing to meet this demand, and ambitious new players from China and India now
want to deliver their cheaper and more affordable projects to interested hospitals in Europe
and North America.

The first step - Positioning

The positioning process is important to be identified and followed by any organization
that wants to implement its marketing strategy firmly. The difficult task is to identify and choose
a positioning strategy and thus the right process for an organization. It can be determined in
many ways. Jack Trout first made the idea popular with his book ,, Positioning — The Battle for
Your Mind “in 1981. (Trout, J., et al., 1981) In this book, he describes positioning as ,
Organized system for finding a window to the user's mind. It is based on the concept that
communication can only take place at the right time and under the right circumstances”.

In short, positioning is the way consumers perceive the brand, product, service or
business as a whole.

There are six main steps in the positioning process. Marketing research techniques can
be used in each of them to ensure the necessary information obtained adequately. The steps
are most often the following:

1) Identification of competitors

2) Determining how they are perceived and evaluated
3) Determining their competitive positions

4) Customer base analysis
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5) Positioning decision making
6) Monitoring the current market situation

The first four steps in the positioning process provide a useful background and field for
expression. The fifth step is the decision-making process for the position. The latter is an
assessment and measurement of the status and the analysis of whether follow-up is needed.
Competitive positioning

Competitive positioning is observed when the company has already acquired or is
trying to gain an advantage over its market competitor through its marketing strategy.
(D’Aveni, R., 2007)

Strategic positioning, on the other hand, which is the other step, focuses on how an
organization differs from competition and provides benefits to its target potential customers. It
refers to how influential the brand is in the consumer's mind, what the company's message is
and how it sees itself in the market. (Trout, J., et al., 1981)

We can say that a company is competitive when:

e |ts market share is constantly growing

e The company is considered preferred to others in the industry

¢ The quality of products and services is better than that of competitors

e Its prices are competitive, attract new customers and maintain perseverance

When we talk about competitive strategies and advantages, we cannot fail to mention
Michael Porter, called , the guru of the guru® in terms of management, marketing and , the
godfather of strategic thinking “. In its most iconic 1979 article, ,, The Five Competitive Forces
That Form the Strategy” (Porter, M. E., 1979) in Harvard Business Review magazine he talks
about the five factors that will determine the success of a company no matter in which sector
it is located. This iconic scientific article marks the beginning of key books such as "Competitive
Strategy"(October 1980) and "Competitive Advantage of Nations"(1989).

Understanding Porter's five powers and how they are implemented in the industry, can
allow any company to adjust its business strategy, to make better use of its resources and
generate higher profits for its investors.

Selling a great product or service is not enough to ensure the success of a company.
Many times, weaker companies sell more products/services due to the way they are
positioned. It is necessary to create a unique positioning strategy that affects the minds of
consumers to choose the product or service of the organization, which can really be useful to
them or solve a certain problem for them. Positioning affects the pricing, marketing and sales
strategy. To be successful, it must make sense for different target groups of customers.
(Kotler, P., et al., 2004)

Failed positioning strategies focus on proving that a company is better than a
competition than a different one. Here is the moment of differentiation — competitive or strategic
positioning. The organization needs to tell a story about its unique brand and find the most
effective ways to share this information with the audience. It is important to maintain
consistency and not deviate from the basic idea, as this has initially won customer loyalty.
When we have a successful competitive positioning idea and a strategy, we should look upon
the strategic positioning in order to check how a certain company differs from another and
where are the benefits.

Competitive positioning is the process of conveying the company in an already crowded
field of competitors, and the strategy for this is the guide to how to do it. With digital marketing,
all this can be done efficiently and cost-effectively, using different tools. The development and
implementation of this strategy is a process of several steps that begins with an understanding
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of this, which is unique in a company and ends with telling the world how this uniqueness will
benefit potential customers. (Frederiksen, L. 2017)

Strategic positioning

Strategic positioning is an essential part of planning that is part of the digital marketing

of any brand or product. (Harvard Business School)
The process of drawing a strategic position begins with defining the value proposal of the brand
focused on the client, explaining why it is so important. Having one is one of the strongest
possible foundations that can be laid for the success of the organization, both online and in
general. Here are some of the many reasons why:
e Having a strategic position will help to achieve consistency in the brand's activities and
its impact on the market
e This encourages customers to trust and invest
e |t can help to make comparisons with other competitors on the market
e Creates a sense of common goal within the organization
o Encourages customers to commit to a more personal level - gives individuality to the
brand
e Helps to think critically about the brand's strategy

The goal of any business is to find a market position, which is both profitable and
protected in the markets of its choice and can only be achieved through differentiated products
or lower relative costs, that is, by serving different needs of those of competitors, or servicing
the same ones, but in different ways.

Differentiation and the distinctive value chain are crucial for strategic positioning. A
market position that is both profitable and protected might be achieved through them. When a
business takes a market position that is both profitable and can be protected, we can say, that
it is strategically positioned within this market and there are only two ways to create such a
position: through differentiated products or through lower relative costs. (Dawar, N. et al.,
2015)

Differentiation means that the company's products and / or services are both unique
and valuable to target users. Therefore, strategic positioning reflects the choice in two things:
1) The value that the company's products and services will offer to their target users.

2) How will this value be created differently from other companies?

Unless the organization offers products and services, which are both unique and
valuable to strictly defined users (here comes the part with differentiation) or to some extent
difficult to copy (here comes the part with the value), profitability would be vulnerable to attack
by competitors with similar capabilities and products in the category.

Conversely, a company that is positioned through a differentiated offer or through a
Ldistinctive®, difficult to copy value, will be better prepared to maintain its position for a longer
period of time. (Hooley, G. et al. 2018)

A business can have the best product or service in the world, offer it at the best price,
and fail again. The reason is that it fails to distinguish itself from competition and show a clear
and convincing reason why potential customers must remain loyal to it. The key is to create a
solid differentiation strategy that will highlight any company in the market.

Strategic positioning and deliberate brand cultivation is essential for success, whether
an organization launches a new product, introduces a new service or completely rethinks its
business. The strategic positioning of the brand allows organizations to create authentic
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connections — with their people, partners, customers, investors and communities. These
memorable connections build better brands with higher levels of affinity, commitment and trust,
and the exit of the digital market makes the processes even more potential. (Beehive, October
2021)

Digitalization — ,,the new normal future® in business

Digitization has the potential to capture tremendous value in health systems around the
world, with the benefits of improving service and patient care, while reducing the cost.
McKinsey's Global Institute estimates that the cost savings will be between $ 1.5 trillion and $
3 trillion a year by 2030, thanks to several solutions such as remote monitoring, artificial
intelligence, and process automation. (Bartlett, R., etc., September 2021)

The COVID-19 pandemic has accelerated the adoption of some of these interventions.
A change that has been expected over the years has been concentrated in months. In the UK,
for example, the share of remote monitoring and remote primary medical care consultations
increased three times between February and June 2020. (Cordina, J., etc., September 2021)
In addition, in a newer study by McKinsey among American users conducted in January 2021,
it became clear that 56% of respondents, which is a decline of 65% in September 2020, are
much more satisfied with digital health, i.e., remote contact with them than physically one.
However, as the recovery is on the way, there is a return to the old method of work by medical
professionals. Despite the pandemic, many medical companies are preparing slowly but surely
for digitalization in healthcare and not by chance, given the opportunities and doors that open
before them. (Cordina, J., etc., September 2021) There will for sure be difficulties on the road
but it seems inevitable as a step in the future.

According to other McKinsey studies, digitalization in pharmaceuticals and the medical
device industry, measured by a set of potential capabilities, is 28%, compared to an average
of 34% in all other industries, while leading sectors such as retail, for example, achieved a
40,4% estimate. (Chilukuri, S., etc., 2017) Therefore, while there is a real opportunity for
medical and technology companies to stimulate new sources of added value and to improve
patient care through digital solutions aimed at them personally, they still have a lot of market
space to cover. Big technology players in the market and smaller start-ups see the
opportunities in the industry and will probably be the first of many to catch the right moment.
(Bartlett, R., etc., May 2021)

Pharmaceutical companies and those in the medical field (equipment manufacturers,
importers, distributors, etc.) have always relied on technology as a major driver and aid - for
R&D (research and development), patient information, transaction planning and services,
search for potential niches and much more. However, product and process digitalization has
drastically changed the overall concept of most businesses. Consumer expectations of
healthcare are growing, given the development of large companies. (Hudelson, P., etc., 2021)

Taking into account the idea of ,the customer experience“ and ,the sales funnel,
companies in the healthcare sector strive to integrate the latest technologies into existing
business models and IT platforms to improve their service. The popular model of this funnel
examines the customer, starting with the examination of a product / service with a vague idea
of whether he will make a purchase. It then moves on to a phase of active interest, during
which the active sale is purposefully pursued. Then, when he almost decided (i.e., when it
reaches the cash register or cart, for example), the purchase phase is reached. Once it is done,
the customer enters a new phase of loyalty, which returns to a modified version of — surfing
and, hopefully, the cycle will repeat. At the same time, they have to deal with new, non-
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traditional market participants (IBM, SIEMENS, PHILIPS, for example), as well as the
constantly present regulatory requirements and changes. More and more medical companies
around the world are finding that technology should be managed not as utilities but as strategic
assets. (Chilukuri, S., etc., 2017) As digital technologies become more common in everyday
life and in the experience of every client, expressing a strategic position through digital
marketing is becoming increasingly important for the brand's identity. The strategic positioning
of the brand in the digital sales funnel will shape what the customer perceives as best for him.
As Jack Trout says in another of his iconic books: , Be different or die “. (Trout, J., 2000)
Customers are more cautious, more informed, more competitive, etc. That is why companies
need to focus much more on the data they have and can collect. Information about competitors,
about their new ideas, new projects, and the needs of their customers, so that they can find
out if there are still non-clients who can still win.

However, most pharmaceutical and medical companies are digitally lagging behind
companies in transport, retail, telecommunications and other sectors. In addition, their digital
transformation may stop, for many of the same reasons, and efforts may be thwarted in the
presence of a limited understanding of specific needs, the vague meaning of implementing
new technologies in product lines and what the value for the business can be.

Challenges and opportunities in the product positioning in the digital world

When you have a cold, you ask someone for a tissue. Why? Because it is the result of
an extremely effective branding strategy. As it was said earlier in this article, the positioning is
not so the battle for the market, but for the mind. (Trout, J., et al., 1981)

McKinsey experts believe that medical and pharmaceutical companies must first
identify and prioritize their critical sources of benefit, they must identify their products and
services, which provide and which lead to competitive differentiation as this would be
particularly useful in digitalization. (Chilukuri, S., et al., 2017) Second, they must build their
own opportunities for the provision of services — not only the physical integration and
management of new digital tools, but also in the application of new approaches to product
development and distribution. Third, pharmaceutical and medical companies need to look for
ways to modernize their IT basics, such as hiring people with experience and knowledge in the
IT organization, switch to digital platforms such as external servers (shared spaces/clouds)
and service software, data management as a strategic asset, and improving security protocols.
Fourth, companies must ensure that they build and maintain a good and competent level. In
other words, they must cover and investigate all favorable factors to help them facilitate the
path of digitalization. (Chilukuri, S., et al., 2017)

Brand loyalty, unique selling proposition, product quality differentiation, product
promotion, customer satisfaction are some of the key challenges that can be faced in a digital
world with so many opportunities these days.

1. Brand loyalty
As brand loyalty declines, there are some trends that should be followed. According to
a survey made by Deloitte in 2014 among 4,047 respondents, covering 28 product categories
and more than 350 brands, brand loyalty is declining.

“It's a trend that companies need to keep in mind, notes Pat Conroy, Deloitte's vice
president and US head of consumer products. Another trend is what Conroy calls a
"recessionary mindset" among consumers: That is a mindset where consumers say they won't
increase spending in 2014 even if the recession ends. The reason for the caution? Too many
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consumers remember being burned by the length of the previous recession.” says in the article.
These questions are more important in a climate like this where affluent consumers may be
the only ones who can maintain brand loyalty. Taking into account that the product positioning
is an image positioning in the mind of every consumer, brand loyalty appears to be one of the
main challenges to the path of success. However, there are still some others waiting.

2. Unique selling proposition

Every brand has its own image. There is a saying that quotes “The brand is a guarantee
for quality”. In this context, the unique selling proposition /USP/ is what sets us apart from the
competitors and shows the strengths of the company, brand, product or service. It can be used
both company-wide and for a specific product being marketed. Choosing the right approach
can much more easily formulate the marketing strategy and create really impressive
messages, branding, content or even make complex marketing decisions in the already
crowded digital world.

Remember that your unique selling proposition should appeal well to your target
group/audience in order for it to do its job. Otherwise, you will be far from success. Create it
based on what really differentiates you from your competitors and gives you an advantage
over them, leaving the potential customers with only one choice - to choose you.

3. Product quality differentiation and regulatory compliance

In a recent article by medical device specialist Miranda McLaren, “The risks to patient
safety associated with medical devices has led this industry to be one of the most tightly
regulated.” (McLaren, M., 2022) Depending on where a medical device company intends to
market its product, there may be multiple different standards their product must comply with.
The product quality is essential when it is talked about medical devices, especially when it is
not syrups for sore throat but syringes, catheters, patient monitors, etc. In addition, the product
guality goes along with its regulatory compliance and up-to-date with the latest MDR standards.
(MDR) Miranda McLaren continues by saying that “The journey to receiving regulatory
clearance can be long and arduous, after which manufacturers must ensure they maintain
production standards and continue to conduct post-market surveillance across the product’s
lifetime.” (McLaren, M., 2022) Considering this, it would be difficult to assure potential
customers that the quality and the legal norms are guaranteed by buying the product online.
There are many fake online marketers catching the so-called “trend”. Here comes the brand’s
image and the seller’s reputation alongside with everything else that was said so far.

4. Product promotion

The product promotion strategy should communicate with each part of the audience
and potential customers through every possible channel - ads, social media, emails, customer
interaction, calls and so many others. There should be a slogan, which tells users how the
product helps to solve a problem or better, put a sticky promotional banner across the entire
page so it can promote any time. A product promotion is one thing, but successful one is
something else. However, in order to avoid the decline of the product and its brand’s image, it
is necessary to make a proper plan for promotional activities to reach optimal sales and market
share. A good promotional calendar should contain a variety of promotion forms to create
"controlled" sales growth without bore the customer and ruin the brand's image. Keep in mind
that prices not always have to be reduced. Quality products come with the price, the image
and the feeling it brings afterwards.
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5. Customer satisfaction
Today, most medical device companies make a customer’s satisfaction their priority
because the ocean is already too red. (Kim Chan, W., et al, 2017) A satisfied customer will
actually be more likely to repeat their purchase and generate positive “word of mouth”
afterwards. On the other hand, a dissatisfied customer will not be loyal and risks spreading a
negative opinion among his relatives or on social networks, which might ruin the product and
its brand’s image. (Kotler, P., et al., 2004) In the medical device world, the key reasons for a
customer to stay loyal are simple:
- The online journey should be better every time.
- The prices should be changed rarely.
- The products should always be available, compared to the competitors.
- The deliveries should always be on time.
- No mistakes in products, quantities, prices, invoices, etc.
- The quality should be as promised.
Keep this in mind and the customers will always be satisfied, humble and loyal for good.
As usual, “it depends on us how they will treat us”.

Conclusion

It is increasingly difficult to create meaningful relationships that sustain growth in
today's highly competitive environment and rapidly changing world. People now have access
to what seems like an endless choice of brands, largely due to technological advances that
have lowered barriers to market entry and made it easier for consumers to compare product
and service options. More than a quarter of consumers say they are switching brands more
often today than ever before. Companies need to be careful and think strategically about their
brand positioning in order to stand out, connect with their audience and establish a stronger
brand loyalty.

Over the past few years, the medical device industry has increased its digital marketing
capabilities to serve patients and healthcare systems more effectively. Build skills in designing
and implementing marketing campaigns through email, social networks and other channels,
experience in search engine optimization (SEO) and marketing in them. (Breuer, R., et al.,
2021) As a result, it has become normal to build and develop digital platforms and broken
communication channels among the various participants in the system. Developing a strong
digital marketing function takes time and effort and requires visible support from senior
management of any organization. How effective it will be, depends on how well and quickly
healthcare companies can apply it to their relationships with patients and partners, build
internal capabilities, and use its data and analytics to personalize policy, in order to meet the
needs of the customers. Regardless of the organizational or leadership model chosen by
senior management, it is important to keep in mind that digitization is a moving target. The
emergent nature of digital capabilities means that harnessing them is a challenge, not a
certainty — a rare opportunity to reposition companies for a new era of competition and growth.
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KnacudmumpaHe Ha npoaykTUTE Ha e4Ha HECTOMNaHCKa opraHn3auums
Emun Xpuctos!

Pestome: KnacudunumpaHeTo Ha NpoayKTUTE Ha egHa opraHmnsauuns e 6asa 3a popmupaHe Ha
edeKTMBHa NPOAYKTOBa NOMUTUKA (KAaTO OCHOBHA YacT OT MapKeTUHIOBUS MUKC) B Hesd, a OT
TaMm M 3a YCTOMYMBO (PYHKUWOHUpaHE W pas3BUTME Ha opraHusaumsta M MbAHOLEHHO
3a[0BONsABaHe Ha Hyxaute u notpebHocTuTe Ha HenHwute noTtpebutenu. Bcekn BuAa
Knacudumkaums Ha npoayktute (NpegnoXeHusaTa), u3nonassaHa B Mpaktukarta, uma cBouTe
cunHu 1 cnabu ctpadn. OcBeH ToBa TpsbBa Aa ce uma NpeaBua, Ye HAKOU Knacudukaumm,
pa3paboTeHn 3a hupmuTe, MOXe Aa He ca MHOrO MOMEe3HU Npu yNpaBreHNEeTo Ha MUKCa OT

NpeanoXeHns Ha HecTonaHCcKMTe opraHmsaumui. B Tasm Bpb3ka B goknaga nbpBO ca
NpeacTaBEeHN HSAKOW MPenopbyYBaHM 3a HecTonaHckaTa cdepa NPOAYKTOBM Kracudumkaumm.
Ha Tasu ocHoBa, KakTo M C NOMOLLTA Ha €4AHO MHTEePHET NpoyyYBaHe, BbB BTOpaTta 4acT OT
HacToAWMA MaTepuan e gafeH npumep 3a knacuduvumpaHe Ha NPOAYKTUTE Ha KOHKpEeTHa
HecTonaHcka opraHusaumsi B bbnrapus.

KnouoBu paymm: HectonaHckm opraHmsaumm (HCO), MapkeTMHr Ha HeCTonaHCcKuTe
opraHu3aummn (HeCToONaHCKN MapKETUHT), NPOAYKTOBA NONMTHKa
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Classifying the Products of a Nonprofit Organization
Emil Hristov?

Abstract: The classification of an organization’s products is a basis for creating an effective
product policy (as a major part of the marketing mix) and respectively for the sustainable
functioning and development of the organization and achieving higher satisfaction of its users’
needs and wants. Each type of classification of products (offerings) used in practice has its
strengths and weaknesses. Furthermore, it must be taken into consideration that some product
classifications made for businesses may not be very useful in managing the mix of nonprofit

offerings. In this respect, the paper firstly presents some recommended product classifications
for the non-profit sector. Using an Internet-based survey, an example of product classification
in a particular nonprofit organization in Bulgaria is given in the second part of this paper.
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BbBeneHue

KnacuduumnpaHeTo Ha NpoaykTuUTe Ha edHa opraHM3aumsi NpeacTaBnisiBa BakHa OCHOBA
3a paspaboTBaHe Ha edpekTMBHaA nNpoaykToBa nonutuka (kato 6a3oB  enemeHT oT
MapKETUHIOBUA MWUKC) B Hesl, @ OT TaM M OCHOBa 3a MPOCHLLUECTBYBAHE U AbITOCPOYHO
pa3BuTUE Ha opraHM3auuaTa, Kakto U 3a BMCOKOKAYEeCTBEHO 3a[0BOMsIBAHE Ha HyXauTe u
noTpebHoCTMTE Ha HENHUTE NoTpebuTenu. 3a cbXxaneHue, BCAka NPOAYKTOBA Kracudukaums
(knacudbukauma Ha MpeanoXxeHusTa), M3MNOn3BaHa B CbBpPEMEHHaTa MpakTuka, uMma
onpeaeneHn NpeaMMcTBa 1 HegocTaTbUU. B gonbnHeHne TpsibBa oa ce oTyMTa U Ye HSIKou
knacudmkaumm, cb3gageHn 3a busHeca, MoXe ga He ca OT rofisiMa nosasa npuy ynpasfieHneTo
Ha MUKCa OT NPeanoXeHns Ha HECTOMaHCKNTe opraHM3aunn. B To3M KOHTEKCT B NbpBaTa YacT
OT JoKraga ca npeAcTaBeHW HAKOW MpernopbyYBaHM 3a HecTonaHckaTa cdepa npoaykToBu
knacudmkaumm. Ha tasm 6asa, Kakto 1 € MOMOLLTa Ha eQHO MHTEPHET NpoyyBaHe, crneq Toea
B HacTodAWMs Matepuan € gageH npumep 3a knacuduumpaHe Ha NpoaykTUTe Ha KOHKpeTHa
HecTonaHcka opraHusauus B bvnrapus.

Hacoku 3a knacudumumpaHe Ha NnpeAanoXeHUsATa Ha HeCTONaHCKUTe opraHu3auumn

Mo mHeHuneTo Yanmbp, Hoync n Momec® Han-obwo noa npeanoxeHve (NPOAykT) Ha
eqHa HectonaHcka opraHmsaumss (HCO) ce pasbupa Bcsika KOMOMHaUMs OT Monawu,
CblLEeCTBYBaLLUM B MaTepuarneH NpoayKT, yCnyra unv nporpama 3a coumaneH MapkeTuHr, KOATO
MOXe Oa 3a40BOSN Hy>Aa unun NoTpebHOCT Ha LenesunTe nasapu Ha opraHusauumsTa (Wymer,
Knowles and Gomes, 2006).

[openocovyeHnTe y4YeHu M NpPaKkTUUM CYMTaT CbLo, Y€ OT BCUYKM W3MNOM3BaHW B
npakTukaTa NpoaykToBu Knacudukaumm, Han-nogxogawm 3a HCO ca Tean 3, cnopepn KoUTo
npeanoXeHusTa Ha pasrnexaaHuTe opraHn3aumm ce rpynupat rno HAKOW OT CNegHUTe HaumHU
(Wymer, Knowles and Gomes, 2006):

A) maTepuanHu npoaykKTun, ycrnyrn n NporpamMm 3a coumaneH MapKeTuHr;
B) ocHOBHW, gonbnBaLM N NPUBAUYALLN PECYPCU NPEOSTOKEHUS;
B) HeTbpceHun, yaobHu, nasapHM 1 cneynantn npeanoxXeHus.

B cboTBeTCTBME C NbpBaTa OT NpeAcTaBeHUTe Knacudukaumm npennoxeHnsaTa Ha
HEeCTOMaHCKMTe OpraHusaumMmM mMoraT da ce pasgenaTt B 3 BMAA, a MMEHHO: MaTepuariHu
NPOAYKTK, YCNyrn 1 NnporpamMu 3a coumnarneH MapkeTuHr. Tasm knacudgukauus e BaxxHa oT .
T. Ha OpyruTe Tpu enieMeHTa Ha MapkeTUHrOBUSA MUKC Ha JafeHa opraHm3auns - LeHa, MAcTo
(auctpunbyuus) n npomouns (KOMyHUKaLNS ).

MaTtepuanHuTe NpoAyKTU KaTo LANo ca:

e Oces3aemu - moraTt Aa 6baaT AbpXKaHM UK yceLlaHu;

e TpaunHu;

e OTAENVMMUK OT CBOSA AOCTaBYMK UIM NPOU3BOAUTEN;

e CeaHu 1 CbLuM cneuyundmkauum (Unn HaNbHO eAHaKBY XapakTepHU 0cobeHOCTH
N CBOMCTBA) B paMKUTE Ha KOHKPETEH BUL;

e Morart fa 6baaT cbxpaHsBaHu (cknagupaHm).

B Ta3n Bpb3ka MaTepuanHuTe npoayktu ca no-necHun 3a HCO ga paboTtaT ¢ 1ax, Aa rm
CbXpaHsBaT, TpaHcnopTMpaT U nonynapuamMpaT B CpaBHEHME C yCryrute u nporpamuTe 3a
coumaneH MapKeTuHr.

Ycnyrute ca no-TpyaHu 3a ynpasrieHne oT MmaTepuanHuTe NpoayKTu, Tbi KaTo:

3 NI3TbKHATK cneumanuctum B ccbepaTa Ha HECTONAHCKNA MapKETUHT.
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% Te ca HemaTepwuarnHu - LenesusT nasap He MOXe Aa r'v XBaHe unv usydm npeam
noKynkara;
% Te ca HeTpanHW - aKo ycriyrata He ce M3rnon3Ba, Korato € npeasnioxeHa, Ta ce
ryou, Tbi KaTo He MOXe Aa 6bae 3anaseHa 3a No-KbCHa ynoTpeba;
< nNpu TAX B MHOro criydam TpsibBa ga mma cBoeobpasHa HegenuMmocT mexay
noTpebuTen 1 n3BbpLUBaLL yCcnyraTa - LeneBusT nasap 1 JOCTaBYMKLT Ha YCIyru
YyecTo TpsibBa Aa 6baaTt Ha eaHo M CbLLO MSACTO MO e4HO M CbLo BpeMe, 3a Aa
O6bae NnpegocTaBeHa ycnyrarta;
% Te ca NPOMEHMMBU - KA4YeCTBOTO Ha ycnyrata 4YecToO 3aBMCK OT KayecTBaTta u
CbCTOSIHNETO Ha AOCTaBYMKa Ha YCNyru.

OT cBOsA cTpaHa nporpaMmuTe 3a couuaneH MapKeTUHr ca ouwe no-TpyaHu 3a
AedvHupaHe, Tbi KaTo ca AOpuU No-HeMaTtepuaniu, HeTpamHu, NPOMEHNNBK U Hegenumu (oT
YyoBeKa Unu opraHmnsaumaTa, KOsiTo ' OCbLLECTBSIBA) B CpaBHEHUE € ycnyrute. Tean nporpamum
Han-obLLO BKMOYBAT HSAKAKBO OOy4eHMe Ha uerneBu OOWHOCTM W npunaraHe OT TaX Ha
Hay4eHOTO B npakTukaTa. OcBeH ToBa nporpamuTe 3a coumnaneH MapkeTuHr oGMKHOBEHO ca
npeAHasHa4yeHn 3a OCbLLECTBABAHE NO-CKOPO Ha OBLLECTBEHWN, OTKOMKOTO Ha MHAMBUAOYAIHM
NPOMEHU, HO B CbLLUOTO BpemMe C TAX Ce Lenu counanHute nNpoMeHu Aa 3anoyHaTt 4vpes
OENCTBMA Ha OTAENHWM WHAMBUOM WU Marnku rpynn oT xopa. B TO3M KOHTEKCT HaAKou OT
pasrnexgaHvuTte nporpamu oTnpaesaT Monbu KbM xopaTta Aa NPOMEHAT CBOETO NoBeAeHne unm
Aa npegnpuemat AencTBuA 3a NogobpsiBaHe Ha CbCTOAHMETO Ha KOHKpEeTHa TpeTa CTpaHa.

B ponbnHeHne coumanHuTe MapkeTUHrOBU NPOrpamMu NOHSKOra ce Hapuyat MapKeTUHT
Ha npobnemn, MapKeTUHI Ha CouWanHM HOPMW, 34paBeH MapKeTUHI UM MapKeTWUHr 3a
npomMmsiHa Ha noBeaeHneTo. NocovyeHnTe nporpammn ce oCbLLECTBABAT OT PasnMYHN Ny6GNnYHmu
N rpaxgaHCcKM opraHusaumMuM 3a nogrnomaraHe wu/unum neyeHne Ha nvua CbC BpegHu
3aBMCMMOCTM (KbM HapkOTULM, arkoxon M T.H.), Ha coumanHo crnabwu, Bb3pacTHM u 60MHKU
Xopa, Kakto M ot MHoro gpyrm HCO, dokycmpaHn Bbpxy pasHoobpasHu 3apaBHU U
obuwecTBeHn npobriemn. B Tasn Bpb3ka nporpaMmiTe 3a coumnarneH MapkeTUHr ce paspaboTeaT
C Uen Aa NoBnusaAT BbpXy ONpedeneHyn Harnacu no oTHOLWEHWe Ha 34paBeTo, COLManHoTo
noBefeHne, HaunHa Ha XXMBOT M B KpalHa CMeTKa BbpXy CaMOTO NOBEAEHNE HA KOHKPETHU
uenesun ayantopumn.

Btopata OT ropenoco4yeHuTe nNpPOAYKTOBM Knacudukauumm, noaxoaswn 3a
N3non3BaHe OT HECTOMaHCKUTe opraHu3auuun, e hopMmpaHa Bb3 OCHOBA Ha TEXHUTE Lenu.
Cnopeg Hest npeanoxeHnara Ha HCO 6ueat 3 Bnaa: OCHOBHUM, OOMbIBALLN U NPUBMMYALLA
pecypcu NpeasiokeHns.

OCHOBHUTE NpeanoXeHusi ca nNpeaHasHadeHu ga yTBbpXaaBaT U CbAencTBaT 3a
NnocTUraHe Ha MUCUATa Ha egHa opraHu3aums.

OT cBOA cTpaHa 3a p[ponbiBaWM Cce cuYiTaT Te3an npensiokeHUs, YMeTo
npeaHasHaveHune e ga ynecHssat unm nogobpsasaT M3non3BaHeTo Ha OCHOBHUTE NPOAYKTU OT
CTpaHa Ha noTpebuTennTe Ha KOHKpPEeTHa HECTOMaHCKa opraHM3auus.

KakTto noackasBa TAXHOTO HaMMEHOBaHWE, NPUBAMYALLUTE pecypcu NpeanoXxeHus
nmaT 3a uen ga npuenekaTt AoMbNHUTENHW OMHAHCOBM CPeacTBa, MaTepuarniHu pecypcu u
Ao6poBonLM 3a HyXauTe Ha onpegeneHa opraHnsaums.

HCO wmoraT ga knacuduumpaTt CBOUTE NPEaSsIOKEeHUS, WU3MNOM3Banku Tasn cuctema,
He3aBMCMMO [anuv npeanarat MaTtepuanHyi NpoaykTw, YCNyrm unu nporpamu 3a couuarneH
MapKeTUHr, Tbi KaTo ToBa LWe um 6bae oT nomouy 3a paspaboTBaHe Ha ePEeKTUBHU HOBU
odepTn. Hanpumep cnep npoy4YyBaHe Ha OCHOBHUTE NPeasiIoKeHUs PbKOBOACTBOTO Ha eaHa
HecTonaHCcka opraHM3auns MoXe Aa OCb3Hae, Ye HsIKakBU OoMbriBalLy NpeasioxeHns (kato
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NapKUHI 3a NOTpebutTennte, HAKaKBM rPUXM 3a TEXHUTE Aeua Unu Hewo Apyro) 6uxa mornu
Aa ce 006aBAT KbM HACTOAWMS MWUKC OT MpensioXeHus, 3a Aa ce 3adoBonaT no-gobpe
HY>XOWTe Ha LeneBmTe obLLHOCTM Ha opraHu3auusTa.

Cnopen cneuuanuctute TpeTUAT e¢eKTMBEeH HadMH 3a KnacuduuupaHe Ha
npeanoxeHunaTta Ha HCO e ypes3 HaMeHOBaHWATa, N3MON3BaHM 3a KNacu4eckuTe kateropmm
notpebuTencku ctokn. OT Tasm rn. T. 0PepTHUAT MUKC Ha JafeHa HECTOMaHCcKa opraHn3aums
MOXe [a BKIMoYBa crnegHuTe BMAOBE NpeanoXeHus: yagobHu (M3rogHun), nasapHu, cneumanHu
(oTrnMyaBaLm ce) U HeTbPCEHU (HENOUCKAHW) NPeaNOXEHUS.

B TO31 KOHTEKCT HeTbpCeHUTe NpPeAanoXeHusa ca NpoaykTu (oepTtn), KOUTO LenesnTe
OGLHOCTN MNM He no3HaBaT, MM He ca MUCHMMM Ja M3Non3BaTt. Te3n npensiokeHnsa e
Bb3MOXHO [a He Ce TbPCAT, ak0 CbOTBETHUAT MaTepuarneH unvM HemaTepuaneH npoaykT e
3arybun mHTepeca Ha LwwupokaTa obwecTBeHOCT. 3a MapKeTono3uTe, 3aHMMaBalyn ce C
nporpamMmu 3a coumaneH MapKkeTUHr, HeTbPCEHUTE NPeaNoKeHNsA NbK MoraTt Aa 6baaTt HAKaKBM
CbBCEM HOBM Nporpamu.

Onpepenenn odeptn Ha HCO wmorat ga Obgat knacuduumpaHn kato ygmooOHwM
npeanoXeHus, ako Te OOMKHOBEHO Ce M3MOoN3BaT YeCcTo, Ha MOMeHTa (He3abaBHO) 1 C Manko
yCcunua ot cTpaHa Ha noTpebutenure.

OT cBOSA CTpaHa 3a na3apHu Ce cuMTaT OHE3V NPeANoXKeHUs, KOMTO LienesaTta obLHOCT
0OVKHOBEHO cpaBHsBa (C NogobHM odepTn) Bb3 OCHOBA Ha TOBA Aanv OTroBapAT Ha HEMHUTE
HY>XOM M NoTpebHOCTU, KakTo M Ha 6asa Ha TAXHOTO KayecTBO, UeHa u cTun. Hanpumep
KOHKPETHM yCnyru, npeanaraHu oT HECTOMAHCKM OpraHusaumm, moraT fa 3adoBonsBaTt Mno-
aobpe unu nNo-nowo gageHn noTpebuTtenckn HyXauM B CpaBHEHVME C Te3n Ha Apyru
KOHKYPEHTHM opraHu3aumm (Bbnpoc, CBbpP3aH C TAXHOTO Ka4eCTBO U C MPUrogHOCTTa UM KbM
KOHKpeTHaTa Hyxaa). 3a Hskou npeanoxeHnst Ha HCO He ce n3nckea 3annawlaHe, a 3a gpyrm
nogobHn odepTn MoOXe Aa e Hanuue no-mMarsika unm no-ronisiMa Takca (Bbnpoc Ha ueHa). B
Tasun Bpb3ka NoTpedbuTennTe Ha NpunMyaLLm cvM Nno AeMHOCT HECTOMAHCKN OpraHn3aunm 4ecTo
CpaBHSABAT TEXHUTE YCMyrn No HayuH, NogobeH Ha TO3W, MO KOWTO Ce CpaBHABAT CTOKM 3a
MacoBa ynotpeba kaTo enekrpoypean, mebenu n ap.

Hakpas Heka cu npegctaBum egHa HCO, npegnarawia npoaykT, KOWTO € TorkoBa
YHUKaNeH unu goobp, Ye HyxXaaewmuTe ce OT HEro C XenaHue Le OTAenaT noseye Bpeme u
eHeprus, 3a fa nosny4aTt MMEHHO HEero, a He HAKakBa noaobHa odepTa oT Apyra opraHu3aums.
MocoyeHnsT NpoaykT we 6bae knacupuumpaH Kbm crneuuanHuTe NpeanoXeHus unm teau,
UMaLLM HAKAKBM YHUKANHW XapaKTepuUCTMKWU, Taka Ye JoctaTbyeH Opor xopa OT ueneBaTa
OGLLHOCT Le nonoxat ycunus, 3a Aa rv u3nonsear.

PasbupaHeTo 3a HeTbpceHuTe, yaobHUTE, NasapHUTE N cneunanHnuTe NpeanoXeHus e
0COBOEHO BaXXHO OT M. T. HA AUCTPUOYUMATaA KaTo enemMeHT OT MapKeTMHIroBUSI MUKC Ha
NpeacTaBsaHUTE oOpraHv3auun. Y4yeHute W npaktuuuTe B cdepata Ha HECTOMaHCKUS
MapKeTUHI CYMTaT, Ye HeTbpCceHuTe U yoobHUTEe npennioxXeHus e Han-ePekTMBHO Aa ce
npeanarart, gucTpubyTupat MHTEH3MBHO (T.e. 3a TAX cnegBa Aa Ce U3Non3Ba MHTEH3MBHA
anctpmbyumnsa). OT cBOsi CTpaHa nas3apHWTEe MNPOAYKTM ce npeanarat Hawm-4ecTo u4pes
CeneKkTUBHM KaHanu 3a aucTpmbyums, a cneuuanHuTe npeanoxeHuss e pobpe pga ce
pasnpoCTpaHABaT B €KCKNYy3UBHA Mpexa OT YneHoBe Ha ANCTPUBYLUNOHHMS KaHan (T.e. Ypes3
N3KNIYMTENHa oUCTPUBYLMS).

Bcekn Bng knacudukaumsa Ha odepTuTe uma CBouTe NpeammcTBa M HeJocTaTbLw,
OonucaHun B pasnuyHn y4ebHnum no mapkeTuHr. Tpabea aa ce nma npeasug obade, 4e HAKou
knacudvkauum, paspaboTteHn 3a pupmute, Moxe a He ca MHOrO NofesHU Npu ynpasneHneTo
Ha MWUKCa OT MPEAnoXeHMUs Ha HecTonaHckuTe opraHm3auun. OCBeH TOBa € BaXHO [a ce
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oTtbenexu, ye He BCsika OT pasrnexaaHuTe opraHvM3auun e Mma BCUYKM NpeacTaBeHn no-
rope BuaoBe npeanioxeHus. Hanpumep opraHusauuute, 3aHMMaBallM Ce CbC couumaneH
MapKeTUHr, MoraT aa npegnaraT camo NporpamMu 3a TakbB MapKETUHT U HUKaKBU MaTepuanyu
npoaykTn unu ycnyru. B gonbnHeHue, Bbnpekn ve Besika HCO TpsbBa ga uma egHo vnu
noBeye OCHOBHW NPEASIOXKEHNs, HE BCUYKM OpraHM3aLun BKNOYBaT B CBOSI MPOAYKTOB MUKC
AOMbrBalLM UMK NPUBNMYALLM PECYPCU NPearoXkeHns (0coGeHo B criydaun, Ye HaMaT Hyxaa
OT noseye napu, gobposonuu nnu gpyru pecypcu). Mo CblUMs HAYMH MHOTO HECTOMaHCKU
opraHvsauMn B MpakTukata He npegnaraT HeTbpceHu, yaobOHM, nasapHW WUnu cneuuanHu

ocepTn.

Mpumep 3a KnacuduuupaHe Ha npearoXeHUsTa Ha KOHKpPeTHa HecTomnaHcKa

opraHusauus

KaTto ce otumTa nsnoxeHara 4o TyK MHpopmauus, B criesallara YyacT oT Joknaja Lie
ce Agafe npvMep 3a ToBa Kak buxa Mornu ga ce knacudpuumpaTt cneunduyHnuTe NpoayKTn Ha
MnanunHckaTa cnacutenHa cnyx6a (MCC), npeacraBnsaBalLa BaXXHO NOAENEHVE B CbCTaBa Ha
eaHa ot Hai-ronemuTe HCO B cTpaHata, a umeHHo Bbnrapckuat YepseH kpbeT (BYK)?.

3a cbxaneHue, MHpopmaumsTa 3a MaTepuanHuTe U HemaTepuanHu NPoayKTU, KOUTO
NMCC npegnara Ha cBouTe NOTpedbUTENN, HE € NpeAcTaBeHa MHOMO SICHO M KOMMMEKCHO Ha
obuLManHUTE UHTEPHET CTpaHMUM Ha nocodeHata cnyxba u Ha BYK®. B nocoyeHute
n3TouHMUM® pabotata Ha MNCC ce xapakTepuaupa oT M. T. Ha AeHocTuTe, kouTo CnyxbaTa
n3BbpLUBaA M 3agayvnTe, KOUTO CU NocTaBs. B TO3M KOHTEKCT ce oka3Ba, Ye 3a ga f4obudar no-
nMbrHa Npeacrtasa 3a cneunduyHnTe NPpoAayKTu, npeanaraHn ot lNnaHuvHckaTa cnacuTenHa
cnyx6a, uenesute n notpebutenu Tpabea Aa ce 3an03HaAT ¢ NOYTU Lanata nHdpopmaums Ha
HENHUS CalT M B OOMbIIHEHNE C Ta3u OT pencbyk cTpaHnuata Ha Cnyxbarta n gaHHuTe 3a
aenHoct ,lnaHnHCcKo cnacsiBaHe" Ha canTa Ha bbnrapckms YepBeH KpbCT.

Bb3 ocHoBa Ha MHopMaUUsiTa B yTOYHEHUTE U3TOYHULN' 1 HEMHWS aHanu3 aBTopPbT Ha
HacTosLWLMA MaTepuan cy1MTa, Ye B MMKCa OT npeanoxeHua Ha MNnaHuMHcKaTa cnacuTtenHa
cnyx6a morat fa ce ohopmAT cnegHute 14 6pos NPOoAYKTOBU JIMHUMN.

A) TbpceHe n oTkpuBaHe Ha u3rybeHn 1 noctpaganu xopa B niaHUHUTE;

B) lMpoayktn oT nmbpBa HEOOGXOAMMOCT 3a HamepeHuTe M3ryGeHn n noctpaganu B

nnaHnHUTE Xopa (B T. Y. XpaHa, Bo4a, Apexu u ap.);

B) Oka3sBaHe Ha Jonekapcka MeavumMHCcKa NoMOLL, Ha NoCTpagdany B NNaHMHUTE Xopa;

") OkasBaHe Ha crieumanuanpaHa rnekapcka nomoLl Ha nocTpaganuy xopa B MraHuHUTe

(Mpn HeO06XO0AUMOCT N Bb3MOXXHOCTW);

4 BbB Bpb3ka C (pakTa, Ye [OerWHOCTUTE W npepnoxeHusita Ha Bbnrapckusa YepBeH kpbCT ca
MHOrO6pOViHN 1 pasHOOOpPa3HW, KaKTO M Ye ca HacovyeHW KbM rnognomMaraHe Ha Han-pasnuyuHu
COLUMarnHu rpynu, LUSnocTHOTO KnacuduumpaHe Ha NpoayKTUTe Ha Tasu opraHm3auus 6u nsnasno
M3BbH paMkuTe Ha eauH doknad. ChblueBpeMeHHO KknacuduvkaumaTa Ha npeanoxeHusiTa Ha
lMnaHvHckaTa cnacuTtenHa cnyxkba we Gbae OT ronsMa Mnors3a 3a MHOro Xopa B CTpaHaTta u e
HanbnHO AOCTaTbyHa OT M. T. HA LUeNuTe Ha HacTosAWMA MaTepuman.

5 ToBa e Hello HanbNHO pa3bupaemo npegsua dakTta, Ye pasrnexgaHata cnyxba u Bbnrapckuart
YepBeH KpbCT KaTo UANO paboTAaT OCHOBHO Ha OOOPOBOMHM Havamna, B MOCTOAHEH HeOoCTWUr Ha
hMHaAHCOBM 1 MaTepuanHn pecypcu n € NCTUHCKO Yydo, Ye npakTMyeckaTa nomoLl, oka3BaHa oT THX
Ha ronsiMO MHOXECTBO OT XOpa, € Ha MHOIo BMCOKO HMBO.

6 WHTepHeT cTpaHuumnte Ha [CC (https://www.pss-bg.bg/) u Ha Bbnrapckuss YepeH KpbCT
(https://www.redcross.bg/) .

7 WHTepHet cTpanunumte Ha MCC (https:/www.pss-bg.bg/) n Ha BYK (https://www.redcross.bg/) u
cTpaHuua Ha NCC BbB Peiicbyk (https://www.facebook.com/mountainrescueservice/ ).
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[1) TpaHcnopTupaHe (eBakympaHe) Ha M3rybeHu K noctpajanu B MNfaHUHUTE Xopa
(cboTBETHO 40 B6NM3KO HaceneHo MACTO unu neyvyebHo 3aBeneHue);

E) TbpceHe, oTkpmBaHe 1 TpaHCNOPTMPaHE Ha TNIEHHUTE OCTaHKM Ha 3arnHanu B Tpy4HO
AOCTBIMHU NNAHWHCKM TepeHu (MO UCKaHe Ha KOMMNETEHTHUTE OpraHn);

X) ExenHeBHa akTyanHa WHopmaunsi 3a BPEMETO U CbCTOAHMETO Ha PasnuyHuUTe
NfaHWHU 1 NNaHWHCKKU KypopTu (NpegocTtaBsiHa Ha canTta Ha NCC, kakTo 1 Takaga,
pasnpocTpaHsaBaHa C NOMOLLTa Ha MECTHWN 1 HaUMOHaNHN Megun);

3) PasnunyHun BMaoBe nHdopmauus, cBbp3aHa C MepkM 3a 6€30nacHOCT U NO-NpUATEH
npecton B nnaHuHuTe (Ha canta Ha [1CC, B T.4. 3a agekBaTHU peakuun npwm
HelacTeH cny4an, Npy rpbMOTEBUYHN BypK, NP CHEXHWU NaBMHU U MPECNU, KaKTo
1 npasuna 3a 6e30nacHOCT NO CKU-MUCTUTE);

W) Mpunoxenne Ha MNCC 3a cmapTdoHn (MOXe ga ce u3Ternum ot canta Ha Cnyxbara,
CbabpXa HaN-BaXKHUTE KOHTAKTU MPU CMELLHW ClydYan U AaBa Bb3MOXHOCT Ha
noctpagann B MMAaHMHUTE XOpa pfa wusnpawart KoopauvHaTUTe Ha CBOETO
mMecTononoxeHue Ha MNCC);

) OxpaHa Ha CNopTHO-TYPUCTUYECKM NPOsiBM (MO NpeaBapuTenHa 3asiBka);

K) Kypcose u cepTuduumpaHe 3a NaHUHCKK cnacuTenu (gaealum npaeo 3a paboTa u
KaTo CKW-Cnacutenu B 3UMHWU KypoOpTU B CTpaHaTa);

JT) OkasBaHe Ha NOMOLL, Ha HyXAaewo ce HaceneHve Ha Bbnrapus n gpyrn cTpaHu,
noctpagano npu 6egcteus, aBapum n katactpodn (BAK) (kaTto gonbNIHEHUE KbM
cneumnanuanpaHuTe B TOBa HanpasneHue apyru nogeneHusa Ha BYK);

M) My6nnyHm nekuumn, cBbp3aHM ¢ 6e3onacHus Typu3bM U CNopT B MAaHMHUTE MNpes
pasnuyHuTe Ce30HM (OMBaT NPUCHCTBEHNM W OHMAWH, BOAAT C€ OT OMNUTHM
npeactasutenn Ha [ICC u ca cbyeTaHM C npes3eHTauuMnm u NpakTUYecKu
AEMOHCTpaUMM Ha pasnnyHa NiaHMHCKa eKMnMpoBKa);

H) Bb3MOXHOCTM 3a peknama Ha opraHusauum-gapurenu (Bkntoysawm canta Ha MNMCC n
npeseHTaunoHH1TE  MaTtepuanm).

B cvotBeTcTBME C nbpBaTa OT nNpeAcTaBeHUTE [Oo-rope MnpOoAYyKTOBMU
Knacudpmkaumm, noaxoasiiy 3a U3nons3BaHe OT HEeCTOMaHCKW opraHusauum®, moraT Oa ce
HanpaBAT cnegHuTe M3BOAW 3a NpeanoxeHnsaTa Ha NnaHuHckaTa cnacuTtenHa cnyxba:

» npeanoxeHuvsaTta B nuHus ,lMpoaykTn OT nbpBa HEOOXOAMMOCT 3a HaMepeHuTe
n3rybeHn n noctpaganu B nNnNaHWHWTE Xxopa“ morat ga ce onpefenaTt Kato
MaTepuariHu NpoAayKTH;

» noBe4vyeTo OT npegnoxeHusTa B NuHumM ,Oka3BaHe Ha Jonekapcka MeauuMHCKa
nomMow, Ha nocTpaganu B NnaHuHutTe xopa“, ,OkasBaHe Ha crneuuanusnpaHa
riekapcka nNoMoLy, Ha nocTtpaganu xopa B nnaHuHute“ n ,OkasBaHe Ha NOMOLY, Ha
Hy)X[aewo ce HacerneHue Ha Bwnrapusa v gpyrm ctpaHu, noctpagano npu BAK®
MOXEe Oa Cce KnacuguumpaT KaTo YyCrnyru, a eBeHTyarHO HSAKaKBM BKITHOYEHMU
nekapcTea, Apyrv MeauULUMHCKN MaTepuany 1 npoaykTu oT MbpBa HeobxoamMmocT®
MbK NonagaT B KaTeropmsTa MaTepuarnHu NpoaykKTu;

» OT CBOS CTpaHa npeanoxeHusTa B npogyktoBa nuHuA ,[1yGnnyHn nekuumm,
CBbp3aHu ¢ 6e3onacHMsa Typu3bM 1 CNOPT B NAaHMHUTE Npe3 pasfMyHUTE Ce30HN"
Guxa Mornu ga ce onpeaensaT kKaTo NporpaMm 3a couuaneH MapKeTUHT,;

8 U kaTo ce oT4yMTa BeYe U3sICHEHMs hakT, Ye opmumanHuTe AaHHU B MHTEPHET 3a npoaykTute Ha MNCC
HE ca MHOrO AeTansHun.
° MocnegHuTe B TpeTata oOT NOCOYEHUTE MPOAYKTOBU NTMHUN.
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» B TeCceH CMUCBLN npegnoxeHuata B nuHua ,KypcoBe u cepTudmumpaHe 3a
nnaHWHCKM cnacuTenn® morat Aa ce knacudpuumpat kaTo yenyru. B wumnpok cmucen
obadve Te3an npennoOXeHUA cnefBa da ce pasrnexgar M Kato nporpamu 3a
couuaneH MmapkeTuHr. lNpnynHata 3a ToBa €, 4Ye MOYTU BCUMYKM CNacuTenu KbM
pasrnexgaHata cnyxba (u no-ToyHo okorno 95 % ot TaAx) ca gobposonuu n no
BpEME Ha YTOYHEHMTE KypcoBe, OCBeH npugobuBaHe Ha HeobxogumuTe
npodecrnoHanHn 3HaHMsa u onut, Te Tpsbsa Aa 6baaT 4ONBAHUTENHO MOTUBMPAHU
3a 6e3Bb3Me3aeH Tpy B Nosi3a Ha kay3aTa fa nomaraT Ha xopa, usnagHanuv B 6ega
B MraHuHaTa;

» npeanoxeHunsita BbB BCUYKM OCTaHanu npoayktosu nuHum Ha MNCC 6uxa mornu ga
ce onpegenaTt Han-obLLo KaTo ycnyru.

BbB Bpb3ka C BTopaTa OT M3JI0XXEeHUTe B NpeaxoA4HaTa YacT Ha AoKnaza NnpoAyKTOBU
Knacudpmkaumm v kaTo ce otumTa uenta (mmncusaTa) Ha BYK!® n ocHoBHMA hokyc B AeiHoCTTa
Ha MCC, 3a npeanoxeHusaTa Ha MNMnaHvWHcKaTa cnacutenHa cnyxba morat aa ce HanpasaT
crneaHvUTe YTOUYHEHUS:

< cneunduyHMTe nNpoayktu B nuHUM ,OKasBaHe Ha MNOMOLL, Ha HyXJaewo ce

HaceneHne Ha bbnrapusa u gpyru ctpaHu, noctpagano npyu BAK® u MpunoxeHune
Ha TCC 3a cmapTdoHn® morat ga ce knacudpuumpaTt KaTo AoMbIBalm
npennoXxeHus;

«* OCBEH TOBa NpeanoXeHusaTa B NpoaykToBn nuHum ,Kypcose n ceptudpunumpaHe 3a
nfaHMHCKM cnacutenu® n ,Bb3MOXHOCTU 3a peknama Ha opraHusauuu-gapurenn”
61 cneaBano fa ce onpeaensT kKaTo NPUBAMYALLMN pecypcu NpeanoXeHus;

“* B 3aBMCMMOCT OT ToBa Aanu Cnyxbarta nonyyaBa AOMbHUTENHN (PUHAHCOBU MK
MaTepuanHu cpeactBa 3a npeasioxeHnatra oT NuHum ,TbpceHe, OTKpuBaHe U
TpaHCNOpTMPaHe Ha TIIEHHUTE OCTaHKM Ha 3arMHanu B TPyAHO OCTbMHM NAAHMHCKN
TepeHn” n ,OxpaHa Ha CNOPTHO-TYPUCTUYECKN NPOABU®, Te3N NpeanoXeHna morat
Aa ce knacuduvumpaT unm KaTo AonbNBaLM UM KaTO NPUBMMYALLM PECYPCH;

s npeanoxeHusiTa B ocTaHanute 8 oT npefcTaBeHnUTe No-rope NpoaykTOBM NIMHUKN Ha
lNMnaHuHCcKkaTa cnacuTenHa cnyxba crnefBa Aa ce onpeaensT KaTo OCHOBHM.

Mo oTHOLWEHMe TpeTaTa, npenopbysaHa 3a HCO n npeacTaBeHa no-rope, NPoAyKToBa
knacudgpumkaumal? mMoxe [Oa ce Kaxe, Ye He € MHOro noaxodsila KOHKPEeTHO 3a
npeanoxeHunaTa Ha [MnaHuHcKaTta cnacutenHa cnyxba. lNMpuunHata 3a TOBa €, Ye Tasu
Knacudpmkauma B HsKakBa cTeneH npegnonara HanuuMeto Ha nogobHW, KOHKYPEHTHM
NpoayKTN oT eauH 1 cblu Bua. okato NMCC e eguHcTBEHATa opraHM3auus B cTpaHaTta, KosTo
Ce 3aHMMaBa C OENHOCTM MO MNIIaHUHCKO chacsiBaHe W 33 MHO3MHCTBOTO OT HEWHWUTEe
npeanoxeHua'® KOHKypeHUuuss He e Hanuue. AKO Bce nak crneuuduyHuTe npoayKkTu Ha

10 T, e. Ha opraHusauusTa, B koaTo [NICC e nogeneHue. MNocoyeHaTa uen e ,4a npegoTepartsBa U
obnek4yaBa YOBELUKUTE CTpafaHus ...“ U e yTodHeHa B Un. 4. oT YcraBa Ha Bbnrapckus YepseH
KPBCT.

11 NzacHeH B Yn. 35. or YcraBa Ha BYK, cnopen kowto Tasm cnyxba ,opraHuanpa v u3BbpLUBa
NNaHWHCKO cnacsBaHe, KaTo oOkasBa MOMOLL Ha nocTpajanv B MNMaHWHUTE U pa3BuBa
npodmnakTnyHa AerNHOCT 3a NpefoTBpaTsBaHe Ha HewwacTus B MaHuHuTe".

12 Cnopen KosiTo NPOAYKTMTE Ha eHa opraHn3auus MoraT fa ce KaTeropmampar KaTo yoobHW, nasapHu,
crneumarnHm u HETbPCEHM.

13 KakTo € Noco4eHo Ha ouLManHus 1 canT B UHTEPHET.

14 C u3KMYeHMe Ha OHe3W, BKMYEHW B NPOAYKTOBa nuHMSA ,Bb3MOXHOCTM 3a peknama Ha
opraHMsaumMu-gaputeny® M eBeHTyarHO Te3M B CbCTaBa Ha IuMHUM ,ExXegHeBHa akTyanHa
WHpopMaunss 3a BPEMETO W CbCTOAHUETO Ha pPasfUYHUTE MMaHWHU U MMAaHUHCKU KypopTu®,
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npeacTtaeBaHaTta crnyxba ce pasrneaar oT . T. Ha NocoYeHaTta Knacudgukauus, To 6muxa Mornu
Aa ce HanpaesT cnegHuTe U3BOAM:

e rpeanoxeHusaTa B NUHMS ,Bb3MOXHOCTM 3a peknama Ha opraHusaumu-gaputenn’
MoraT ga ce onpeaensaT kKato nasapHW, Tbi KATO MHOIO HECTOMAHCKN OpraHn3aumnm
NpeaoCcTaBAT Ha CBOUTE AapUTENY peKnamMmHN Bb3MOXHOCTH;

e aKo CblUecTByBaT ApPyrn opraHusauuMuM B CTpaHaTa, npegnarawiy oxpaHa Ha
CMOPTHO-TYPUCTUYECKM MPOSIBA, TO MPOAYKTUTE B €OHOUMEHHaTa JnWHWUS Ha
MNMnaHuMHCcKkaTa cnacuTenHa cnyxba e Bb3MOXHO Aa ce KnacuduumpaTt KaTto
nasapHu 1N cnewuuarHm,

e o nogobeH HauunH, ako B Bwnrapus ca Hanuue gpyrm HCO unu doupmum, Komuto
CbLO ocurypsaBaT WHOpMaums 3a BPEMETO M CbCTOSHMETO Ha MMAHUHUTE WU
nonynsapHMTe NMAaHMHCKUM Ccenuua, KakTo W TakaBa 3a 6esonacHoctta u
MbIAHOLEHHNSA NPecTon B THAX, NpeanoXeHusta B nNuHuu ,ExegHeBHa akTyanHa
MHopMaums 3a BpEMETO U CbCTOSHUETO Ha Pas3fMYHUTE MAaHUHU U NITAHUHCKK
KypopTu“ n ,PasnnyHn BugoBe MHGoOpMaums, CBbp3aHa ¢ MepPKKU 3a 6e30nacHOCT n
No-rNpuUsiTEH NPECTON B NIiaHMHUTE" Buxa MOrnn aa ce onpedensT KaTto cneyuanHu
NN yRoo6HM;

e 3a cneumdunyHUTe NpoayktTn B NuHum llpunoxeHne Ha CC 3a cmMapTdoHKn®,
.KypcoBe un ceptudmumpaHe 3a nnaHuwHckM cnacutenu® u [yenuyHn nexkuum,
CBbp3aHu ¢ 6e3onacHusi TYypn3bM 1 CNOpPT B NNTAHUHUTE Npe3 pasfinyHUTE CE30HN"
He e NOAXOASLLO U3MON3BaHETO Ha pasrnexaaHarta Knacmgukaums, 3awoTo 3a TaX
KOHKYPEHTHM aHano3n B paMKuTe Ha CTpaHaTa He CbLLEeCTBYBaT;

e BbMPEKU Ye 3a NpearioKeHnATa B OCTaHanuTe NpoayKToBu NUHUM Ha MNnaHnHckaTa
cnacuTenHa cnyx6a'® cbllo He e Hanuue KOHKYPEHUUS], C U3BECTHA YCIMOBHOCT Te
MoraT Aa ce npuemar 3a HeTbpPCeHUTe, Tbi KaTO HUKOW TPE3BO MUCTIELL, YOBEK HE
oTMBa B NNaHuHaTa ¢ uaeaTa ga ce 3aryéu unu noctpanas.

3aknueHue

KauectBeHOTO knacuduvumpaHe Ha NpoayKTUTE MO3BOMSABA Ha edHa opraHu3auus ga
pasrnefa oT BCUYKM CTPaHW TOBA, KOETO Mpeanara Ha noTpedbuTenute cu U Aa BHUKHE MNo-
[obpe B xapakTepHUTEe 0COBEHOCTM Ha CBOMTE MPOAYKTM OT 1. T. HA NON3UTE 3a KITMEHTUTE.
ToBa oT cBOsI CTpaHa e Aobpa ocHoBa 3a pa3paboTBaHe Ha edheKTMBHA NPOAYKTOBA NONUTMKA,
OT TaM M 3a YCTOM4YMBO pas3BUTME Ha Tasn opraHusaums u no-gobpo 3agoBonsiBaHe Ha
HY)XOUTe Ha HelHuTe noTpebutenn. Kakto BCEKM WMHCTPYMEHT, U3MOn3BaH B HaykaTa U
npakTukaTta, pasnuyHuTe MPOAYKTOBM KnacudukauMm CbliO MMaT CBOUTE NpeavMMmcTBa U
HegocTaTbuM. OCBEH TOBa MHOI0O OT NocovYeHuTe knacudmkauum, nsnonaeaHu B cepara Ha
OusHeca, He ca nogxoadawm 3a ynotpeba ot HCO. B 1031 KOHTEKCT aBTOPBT Ha HACTOALLMA
AOKNaa ce HaasiBa, Ye npeactaBeHata OT Hero WHdopmauus we O6baoe oT nonsa 3a
nscnegosatenute M nNpakTuuuTe, 3aHMMaBaly ce C MapKeTUHT W ynpaBreHue Ha
HEeCTONaHCKM opraHM3auumn.

,PasnuyHn BMOoBe MHOpMaums, CBbp3aHa C MepkM 3a 0e30MacHOCT M MO-NMPUATEH MPECTon B
nnaHuHnTe n ,OXxpaHa Ha CNOPTHO-TYPUCTUYECKN NPOSBN®.

15 KaTo usino cBbp3aHu No-npsiko C 0ka3BaHe Ha NMOMOLL, Ha nocTpagan.

16 inn B YacTHOCT - He xenae Aa 6bae xepTBa B 6eacTBre, aBapus unu katactpoda.
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CtpaTerusa unu KpeatuBHOCT B AuUrMtanHara peanHoct? lNpes3 norneaa Ha eauH
peknamucTt
XpuctusHa Bogesat

Pestome: 3ag Bcsika ,ronsama“ nges ce kpue gopu owle ,no-ronsma“ uctopus! MNMorpewwHo 6um
6uno ga ce TBbPAM, Ye efHa ycrewHa naes ce rpagm camo Ha KpeaTuBHa Xpymka, 6uno 1o un
reHnanHa. B Hawwm gHM KOHCyMaTOpUTE Ca HAKOMKO Kpayku npen Mapkute U KOMNaHuuTe U
BMHarn oyakeaT ,MoBeYe” U UMEHHO TAXHOTO MnoBedeHne u cneundukn, T.Hap. ,MPOCTUYKM
NUCTUHN®, KOUTO MM BbITHYBAT 1 'Y AOKOCBAT eMOLMOHANHo cneasa ga 6bxaart npoyyeHu, 3a ga
Ce u3rpagm ficHa u TovHa cTpaTtervs u Noaxoa KbM TaX. B peknamHus GusHec Bce no-ronsam
Opon KoOMNaHWWM OTAENAT roNsAMO BHUMAaHWE Ha OaHHWUTE U cTpaTernyeckus nogxopn npegu
13060 Aa npemMuHaT KbM KpeaTuBHu paspaboTku. lNeyenusata gopmMmyna, KOATO Npasu
efHa pekrnaMHa KaMnaHua HaucCTuHa ycnewHa, Ou cnefBano Aa BKAYBaA CregHuTe
ereMeHTU NN NoHe NOBEYETO OT TAX: Tema, 3HauYMMa 1 afekBaTHa 3a KOHCymatopuTe, uen u
Kay3a, 0OBbp3aHM M KOPECNOHAMPALLUM C KOHKpeTHaTa Mapka WU NpoAyKT, KOMTO 3arnodsaT
,Pa3roBop“ OKOMO TSIX, @ He MNPOCTO MHTEPECHW WU OOLWECTBEHO-3HAYMMW, Mnornen Wnu
npenpaTtka KbM ,Mankute o6LHOCTM® M pasnuuuaTta, KNHYOBW MNapPTHLOPCTBA,, KaKTo W
HanNM4MeTo Ha HOBW TEXHONOIMK, BMIETEHN B HAKOM OT eTanuTe Ha naesTa.

MocnegBawma TeKCT pasrnexga CBeTa, B KOWTO XMBEEM, HOBUTE HaBuUM U TeHOeHUUW,
NPOMEHSLLOTO Ce NoBeAeHWe Ha NoTpebutennte U CbOTBETHO XMMOTE3N Kak KOMMNaHUMTE
MoraT ga ce npebopAaT 3a MACTOTO CU B noTpebuTenckaTta KowHMLa, U3NOoMN3Bankn TOYHUTE
peknamHu noxsatu. LLle 6baaT pasrnegaHn OCHOBHUTE KOMMOHEHTU Ha ycnellHaTa peknaMmHa
KaMnaHusl, KakTO WM 4acT HaW-HarpaxgaBaHUTE WOEeN Ha MPEecTMKHUTE MEeXOYyHapOLHM
dectnBanu npe3 2021 r.. T.Hap. ,0006pK NpakTUKN® — HarpageHnUTe CbC ,3NnaTo“ KamnaHum ot
MexayHapogHus dectmean ,Cannes Lions® HegBycMMCNeHO noTBbpXXAaBaT TesaTa, 4e
AaHHWTE 1 cTpaTermsaTa ca B OCHOBaTa Ha BCSKa NevyenvBlLLa KamnaHvsa B Halm OHW.
KnrouyoBu aymu: gurntanHa peanHocT, cTpaTerusi, KpeaTUBHOCT, ,406pu npakTukun®
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Abstract: We live in a post digital world. Consumers tend to research, buy, consume, engage
and interact in their own manner, so what should brands do? What is the foundation if the

successful campaign nowadays?
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KpeaTtuBeH npouec, BOAeH OT AaHHUTe

XuBeem B NOCT AurntTaneH CBAT, B KOWTO NOTPeObUTENUTE TbPCAT, Npoy4yBart, KynysarT,
notpebsBart u B3aumoaencTBaT C Mapkute B yAoOHO 3a TAX Bpeme, No Han-neceH u ygadeH
HauYMH 1M NO TexeH MaHuep. KomnaHunte ca C HAKOMKO CTbMKM Ha3ag U CbOTBETHO nonaraT
OFPOMHM ycunusa aa ,Handarat‘ KOHCyMaTopuTe, HO BLMNPOCHT € KOW € NPaBUSTHUAT HaunH?
Kowu ca npaBunHuTe Xo4oBe 1 B YaCTHOCT NpW peknamHUTE noaxoaun, KOMTo MoraT Aa goHecaT
nonoxutenHu pesyntatn? Kakea e ocHoBaTa Ha ycneliHata peknamHa KamnaHus B Halluu
AHN? Pasrnexpankm ,006pute NnpakTukn® n No-KOHKPETHO NeYvenvBLUMTE KaMMnaHun OT efuH
OT HaN-NPECTMXHUTE MexayHapoaHu dectuBanm —,Cannes Lions” HegByCMUCEHO NOKa3BaT,
Yye B HaWWK OHW KPeaTUBHUAT NOAX0M € CaMO YacT OT YpaBHEHMETO Ha ycrnexa, Hy)XXHa € MHOro
nosevye n 3aabnboyeHa paboTa, cBbp3aHa C AaHHM, NMPOHWKHOBEHMS 3a noTpebutenute,
HaBULUM U Op. 32 U3rpaxaaHeTo Ha USNOCTHA cTpaTernyecka OCHOBA, BbPXY KOATO MOXe Aa
CTbNM NocnefBanara TBopyecka pa3paboTka. Pasbupa ce, nuncara Ha JOCTaTbYyHO pecypcu
OT CTpaHa Ha KOMMaHUMUTE — B TOBA YMCIO BPEME U CPEACTBA 3a OpPraHn3vpaHe Ha ageKkBaTHU
MapKeTMHIoBM NPOYYBaHUS, 4OCTAaTbYHO 3a4bN60YEeHN NO3HAHMA OT CTPaHa Ha MEHNKbpPUTE
B KOMMaHMATa UM NbK NpekaneHaTa camoyBEPEHOCT M Nornea equMHCTBEHO Npe3 npu3mMarta
Ha cobCcTBEHUTE pa3dbupaHnst BOAAT 40 ronsam Opor orpaHnveHnst 1 HEBb3MOXHOCT Aa Obae
nsrpageHa gobpa crparternyecka 0OCHOBa, KOETO NOCTaBs No4 BbNPOC Nocrneasanns ycnex Ha
KamnaHuaTa. 3aToBa KOMNaHMUTE crefBa Aa npoydart He camo cpefarta, noTpebutenute m
YCINOBHOCTUTE MNPW MOKyMKa, HO W KOHKYPEHTUTE, NOTPeOUTENCKOTO NOBEAEHUE, HOBUTE
TEXHOSTOMMKN, OTHOLLEHMETO KbM TAX M OLLE MHOXECTBO (hakTopu Npean Aa 3anodHat ga BogaTt
~ananor‘ n oa rpagat ocHoBaTa Ha CBOATA KOMyHMKaLMsA B CbBPEMEHHaTa peasHocCT.

lMpe3 noaneda Ha eOQuUH peknamucm

PeknamHaTta nHgyctpus Moxke 61 e eaHa OT Haln-4ecTo NPOMEHSILLNTE Ce NHAYCTPUN B
cBeToBeH Malab. OT HelHOTO 3apakaaHe npe3 17 Bek A0 HaluW OHM TS NPeMUHaBa npes
MHOXecTBOo obpatn. Camo Ao npeau AOBe-TpyU OeceTuneTus TeneBuansTa, pPagvoTo U
neyaTHUTE Megmm obpasyBaT HaMbITHO 3aBbpLUEH U NepdEKTEH TPUNTUX, JOKATO B HALLUW OHM
MeTa BceneHaTta, yeb 3.0 n T.Hap. ,BupTyanHo npobsaHe" ca camo YacT OT HellaTta, C KOUTo
BCEKM pPeKnaMuncT ce conbeckBa exeaHeBHO. MHOXeCTBO NOAXOAM BeYe ca M3MNon3BaHu 1 ca
3arybunu ceosiTa CTOMHOCT, NOTPeOdMTENCKMTE HaBULM 1 NOTPEBHOCTMN Ce NPOMEHSAT C TakaBa
CKOpPOCT, 4Ye € TpyaHo Aa ObaaT npocnedeHn, KOHKYpeHUMusiTa € BCe MNo-3acuiieHa U
KomnaHuuTe TpsbBa aa BaumaTt 6bp3n 1 CMenu peLlenus, 3a Aa MmoraT aa ce oTkposT. B Tasn
AVWHaAMMYHa cpeaa peknamoaaTennTe, HO OCHOBHO U PeKTaMHUTE areHUUn ca HaToOBapeHn ¢
HenekaTta 3agava Ja HamepsaT NpaBuUHUS NoAxo4 U NbT A0 NoTpedbuTenuTe.

Kos e ycnewHama ¢hopmyna npasew,a edHa KamrnaHusl HaucmuHa riedenuswia?

MoTpebutenute o ronsima CTeNeH ca ,pasrne3eHn” n oTer4eHy nopagun Harnn4meTo Ha
npekaneHo MHOro Bb3MOXHOCTU U NOCToAHHATa bopba 3a TAXHOTO BHMMaHWE, KOETO npaswu
3ajavara UsknunTenHo TpyaHa. Ml gopy gageHa mapka ga ycnee ga ce npebopu 3a MsiCTO
B Cb3HAHMETO UM, CriedBa OLle No-TpyaHaTa CTbhKa - BHUMaHMETO MM Aa 6bae 3agbpKaHo u
Aa 6baart yBnedeHu ot 6paHaa nNo HavyvH, KOUTO B AbMArOCPOYEH nnaH 6w 6un ycneweH — T.e.
narpaxkgaHe Ha penepTroap U Han-BeYe JNOoSITTHOCT.

MHoxecTBO ,ypaBHeHus® cnefBa ga 6baaT pelweHn npean ga ce AOCTUrHe Ao
OTroBoOpa — KaTo Ce 3arnoyHe oT naeHTUdunLmnpaHe Ha ueneesuTe NnoTpebutenn Ha KOHKPETHUS
OpaHa, npeMunHe ce npes NoTpedbuTenckuTe HaBULM U NOBeAEHME, OTKpUE Ce NPaBUNHUAT
MOMEHT N MSACTO Ha KOMYyHMKaLMs W ce [ocTuraHe Ao ,npoctata MCTUHA®/ Hyxda Ha

129



noTpebuTtenuTe, KOATO KOHKpPEeTHaTa kamnaHus agpecupa. lNMpean n3obLuo ga ce 4OCTUNHE 40
TOYHaTa TBOpYECKa naes, koaTo Aa obae peanuanpada, 6u cnegeano ga 6baat nscnegBaHu
MHOXXECTBO JaHHU U npouecu 1 aa 6baaT HanpaBeHU KOHKPETHU, SCHU U TOYHM U3BOAM.

B nocnegeawuTe no-gony pegoBe HAma da O6bagaT cnoMeHaBaHuM OeTannv OKOSo
onpefensaHeTo Ha UeneBuTe nasapu 1M noTpebutenu, Tbih KaTo Tasn Tema € MHOroKpaTHO
ANCKyTUpaHa 1 npekaneHo gobpe no3HaTa Ha BCEKW, 3aHMMaBall, Ce C MapPKETUHT, HUTO MbK
we 6baaT pasrnegaHn getannure 3a marpaxgaHe Ha ycneweH 6paHg, nopagu cbluarta
npuymHa. MIanoxkeHneTo Le NpeMnHe npes CBeTa B HALLW OHW, HOBUTE HaBMUM U TEHAEHLUUN
n we 6bae 06bpHATO cneumnanHo BHUMaHME Ha NPOMEHUTE B NOTPEOUTENCKOTO NOBEOEHUN U
CbOTBETHO HAYMHNTE N CNOCOOUTE, Ype3 KOMTO KOMMaHUUTE MoraT a ce nNpebopsT 3a MACTO
B Cb3HAHMETO Ha NOTpedbuTennTe, Kbe € MACTOTO Ha KpeaTUBHOCTTA B peknaMHUTE Noaxoan
N Kora TBOPYECTBOTO HE € CaMOLEeSIHO, a Npnaobuea MHOro No-rofisiMa TEXeCT U CMUCHI. 4-
Te ,P” Ha KpeaTMBHOCTTa — YoBeK, MACTO, npouec n npoaykt (Men Pxogec, 1961) camu no
cebe cu He ca AoCTaTbYHM B pekniaMmHaTa MHAyCcTpus.

HAuazumanHo noeedeHue 8 eQuH nocm-AuaumarieH cesim

lMpe3 nocnegHUTe roguMHU BCE MOBEYE CE M3MOSi3Ba MOHATUMETO ,aurntanudaums’.
OCHOBHO ce OTHacs 40 U3KMYMTENHO Obp3nNTEe TEMMOBE, C KOMTO CE pas3BMBaT XapAyepbT,
codpTyepbT, yeb NMpOCTPaHCTBOTO, COUMarHUTE MPEXN U BCUYKO nomexay um. KomnaHuwm,
KOHCYNTaHTN, OOPU MHAITYEHCBHPU YNOPUTO TBBPAAT, Y€ B MOMEHTA CBETHT NPEMUHABA Npe3
npouec Ha macoBsa ,aurntanmsauus“. Ho ganu ToBa e npaBunHo? CBeTbT B MOMEHTA MOXeE
na 6bae onpeneneH gopw Kato ,NocT aurntanex”.

,OT ,The Guardian“ nuwart: ,[JJo6pe gownu B NOCT-AUrMTanHns CBAT — BbJIHyBaLLO
3aBpbluaHe kbM umBunHoctTa®, ,Ad Age® obecbxagaT kak “llocT-gurntanHarta epa npeHacs
3annaxute Ha yeb npocTpaHCTBOTO B peanHusa ceat”, ,Deloitte” nutar: ,lMocT-gurutanHa
enoxa: [oToBa nu e Bawarta komnanua?“ u ,Jefferies” 3asgBaea: “...onpegeneHo cme Ha npara
Ha nocT-gurntanHa epa” (Qensuag Cenbwvn, 2012).

ToBa e epa, B KOATO NoTpedbutenuTe ca AoOpU HAKOMKO CTHLIKM HaNpes B CPaBHEHUE C
6usHeca. Te TbpcAaT, KynyBaT, NoTpebaBaT, aHraxupaTt ce 1 B3aMMOAENCTBaT C MapK1Te, Nno
cBOe COOCTBEHO YCMOTPEHME, B yOOOHO 3a TAX Bpeme, Nnpe3 kaHanv u nnatdopMm, KOUTo
aonagar Ha Tsx camute. JlosnHocTTa e omkmBenuua. Ako yeb canTbT e npekaneHo 6aBeH,
aKko HoBaTa annukauusi He € AOCTaTb4HO flecHa M yaobHa 3a nonseBaHe, ako MpPOUechT Mo
perncTpaumst n nokynka e npekaneHo Abnbr U Tpomas, NoTpeduTenuTe onpeaeneHo we ce
oTeryaT U LLie NPeMUHAT Ha crneaBalLMst KOHKYPEHT, Npeanaraiy noYTun cblaTa ycnyra.

HoBepneto e noyTn 3arybeHo. XapecBaHusiTa U MocrnegoBatennte Ha
NHNyeHcbpckMTe Npodmnn oTAaBHa He ca KpeambunHa Banyta. CneunanHute ocdepTtun oT
»,AMa30oH" 1 opyrn putennbpu, n3bpaHu y>x KOHKPETHO 3a AageH notpeburen, ce ocHoBaBat
Ha anropuMTbM M TOBa I'M NPaBu BCE NO-Marko aTpakTUBHU. 3apaan BCUYKM Bb3MOXHOCTU, HO
N MaHunynaumm B AUrMTanHus CBAT, AOPU OLEHKUTE M peBloTaTa Bede ca 3arybounu cBosi
,0NACbK®. [loTpebutenute ca BCe MO-CKENTUYHW KbM KOMYHMKAUWUSA, WHUUUMPpaAHa oOT
KomMnaHuuTe u 6paHgoBeTe.

MaHgemusiTa, OCBEH BCUYKM OCTaHanM HeHM NPosSBAEeHnsa 1 narybHo BNUsiHUE BbpXy
OusHeca, BOOM OOPW OO OLWE MO-3acurileH TeMN Ha OurMTanuMsaumsl Ha noTpebutennte —
,.Cross-screen“, ,cross-platform, ,commerce-enabled, ,buy now-delivery  now"
cbluecTByBaHe. BpemeTo, npekapaHo B MHTEPHET HapacTBa A0 6 Yaca n 58 muHyTh npe3 Q3
Ha 2021 rognHa (GWI, Q3 2021). KomnaHuuTe 40 ronsiMa cTeneH He Morat Ja OTroBOpPAT Ha
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TOo3un Temn. NoBeyeTo GU3HecH, KOUTO Npeaun ToBa ce ONUTBAT Aa NpeHacoyaT yCurnus KbM
AaurntanHu nnaTopmMmm 1 oHNanH npogaxou, Beye ca 3aKbCHesMW.

HarHu, daHHuU, daHHU — Google Analytics e n3kn4MTENHO A06BP UHCTPYMEHT, HO
KpanHO HegocTaTbyeH OT nocnegHuTe 5 n nosede roguHW. B Hanu gHM KOMnaHuuTe ce
HY>XOaaT OT MHOro Mo-cepuo3Hu nnatopmm — 6asn gaHHKW, CBbP3aHM CbC CUCTEMU 3a
NpoayktoB wn 6usHec aHanu3, W3MepBaHUA B peanHo Bpeme, nnatgopmu, KOUTO
TpaHcopMUpaT AaHHUTE B onepaTvBHa UH(OpMaums, ¢ KOATO B peanHo Bpeme morat ga
6baaT npaBeHM aHanu3u, NPOrHO3n M NPOMeHW. ToBa € camo YacT OT HOBUTE Ha4YMHW 3a
n3nonsBaHe M aBTOMaTU3WpaHe Ha AaHHUTe, KOUTO CcTaBaT BCE MO-KOMMMEKCHU C BCEKM
N3MUHanN OeH.

Mukpoycrniyaume — HagmowmeTo Ha nnatdopmuTe, npeanarawyn egHoBpeMEHHO
BCUYKN OCHOBHW TEXHOMOIMYHM YCNYrn € KbM CBOS Kpan. MHOXeCTBO KoMnaHuy, npeanaraiim
BCe No-gobpu M onTumMu3aupaHu pelleHus B obnactta Ha WT paspabotkute (,frontend”,
,backend®, aboHameHTW, nnawiaHuWsa, NOSNHOCT M Op.) ce OopsaT 3a nogobpsBaHe Ha
npeanaraHvTe ycrnyrm u CbOTBETHO NIeCHO MoraT Aa 6baaT oueHsBaHu 1 3aMmeHsaHn. OT gpyra
CTpaHa, Tbi KaTo Te caMmuTe ca ce hoKycmpanu aa ce pa3BmBaT B KOHKpeTHa obnacT, To ToBa
UM OocUrypsia LEHHW KOHKYPEHTHU NpeanumcTBa, MBKaBOCT U Bb3MOXHOCTU Aa HagrpaxaaT
Mo-1ECHO CBOUTE YMEHMUS.

CueypHocmma U HernpukocHogeHocmma Ha J/u4YHocmma — BCe MOo-3ayecTunure
crny4au Ha ,M3TU4aHe Ha AaHHM®, KaKTO M pasnuMyHn OOKYMEHTanHu npegaBaHusa u unimMu
KapaT notpebutenute ga 6vaart Bce no-npegnasnueun. MNprvemar ce n Bce NO-peCTPUKTUBHMU
MEepKU, ANPEKTMBU 1 3akoHn kato AINP. CbxpaHeHneTo oT cbbpaHnTe gopu ,6a3oBn gaHHK®
ypes3 T.Hap. ,OUCKBUTKM® € OrpaHn4yeHo [0 roAvHa, KOeTO O3HavaBa, Ye PEeKnaMucTuTe u
peknamogatenute umaT MHOrO Marnko Bpeme Ada ce nogroteaT. CbbupaHeTo Ha AaHHM U
nofnly4aBaHETO Ha Cbrfiacue 3a TAXHOTO MEHaXUpaHe U CbXpaHeHue € OT U3KIYUTEenHa
Ba)XXHOCT — ejHa NorpeLlHa CTbrka MoXe fa AoBene A0 TpanHu HeraTuBHM nocneaunun. B Tasm
BPpb3Ka BbBEXOAAHETO Ha pPas3nUYHM  TEeXHONMOMMYHU  peLLeHnd, yAOoCTOBepsiBaLiu
WOEHTUYHOCTTa, T.Hap. ,nporpamatuk’ nnatopMnm U MAEHTUUKATOPU Npe3 HAKOKO
YCTPOWCTBA € OCHOBEH MOMEHT, BbPXY KOMTO KOMMNaHuuTe aa ce okycmpar.

MemaesceneHama — meTaBceneHaTta noj egHa wunu gpyra gopma CblliecTByBa OT
roguHu B urpm kato ,Fortnite” n ,World of Warcraft” n ce anckytupa B kpunto dopymute
,Reddit”. “MeTta“, komnaHuaTa marnka Ha ,PencoOyk moxe m ga ce cnpaes gobpe, HO
LANOCTHATa ChLUHOCT M MO-LUMPOKOTO NOHATME, HapeyeHo ,yeb 3.0“ ca MHOro no-obLwmpHu n
BCeoOXBaTHM M Ce OCHOBAaBAT Ha AeLeHTpanu3vpaHa MKOHOMMKa, OOLEeCTBO U TbproBusi.
Ctapt-bnun kato ,,OpenSea“ n MHOro Apyrm cb3gaBaT pasHooOpasHuM CBeTOBE, ,TOKEHU"
Mogenmw.

HanucaHoTo no-rope nogkpensa u NoTBbpXAaBa TesaTa, Ye B ,NocT-agurntanHara“ epa
notpebuTtenuTe ca HAKOMKO xoAa npen busHeca, HO OTTYK MPOM3NN3aT U MHOXECTBO BbMNPOCK
— KakBO MoraT ga npeanpuvemart KOMMaHuuTe; KoM ca TeHAEeHuMUTe, KOUTO credsBa ga ce
pas3BMBaT C BCE NO-3aCUNEeHN TEMMNOBE Npe3 CrieABaluuTe HAKOMKO FOAMHK; Kak Aa nsrpagat
yCcrnelwHa peknaMHa KamnaHusi, KOITO [a ajeKkBaTHa Ha NposiBNEHuUsiTa € TEMMNOTO Ha
CbBPEMEHHMSA CBAT; KbE Ce KpMe OCHOBAaTa Ha ronamara uaes, KOSTO Lie Cneyenu u oule
noeeye — Lie 3aabpxu notpedbutenute?

TaliHama Ha 0aHHume
lMpeav aa ce npeMuHe KbM TBOpYECKUTE pas3paboTku N TbPCEHETO Ha ,ronamara nges”
B peknamaTta e Heobxoanmo Aa ce pasrnegat B AbnboynHa gaHHuTe. TbpcAaT ce OTroBOpY Ha
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MHOXEeCTBO BbNPOCU, Cpef KOUTO OCHOBHU ca: KakbB e 6usHec KOHTeKCTbT; KakBa e ronsmara
uen, KoaTo kamnaHuata 6w cnegsano ga nocturHe; OT KakBO MMa Hyxga kKomnaHuata/
6panabT; KakBu ca ovakBaHusiTa; KakeBu ca notpebutenute? Kakso rn aBwkm? KaksBo e
npexuBABaHETO MM ¢ OpaHaa Ha KnMeHTa?

CbbupaHe Ha JaHHWM e OT MbPBOCTEMEHHO 3HAYEHWe, 3a Aa Ce U3rpagaT Xunortesu,
KouTo Aa 6baaT TecTBaHM Npeau TBOPYECKMAT OTAEN Aa 3anovHe Aa Bbplin cBosiTa paboTa.
OcHoBHUTE KaTeropmn, B Kouto 6u cnegpano ga 6baart OTKpUTM gocTaTbyeH 6pon sAcHu n
KOHKPETHM n3mepuTtenu moraT ga 6vaaT ceegeHu go 1.Hap. ,5 C — notpebutenn, kateropums,
KynTypa, KOHKypeHuusi, KoHTekcT®. T.Hap. ,5 C* TexHuKa 3a aHanuau B MapkeTuHra cromara
3a B3NMaHETO Ha MHpopMMpaHn BM3HeC pelueHus. T.e. OTTOBOPEHO e Ha BbnpocuTe: Koun ca
HacToawmTe notpebutenn? / Koum ca HacToawmTe He-noTpebutenn? KakBo moTuBuMpa
nokynkata (unu konebaHueTo) B kKateropusita? Npn kakeu criydyam ce M3nonsea nNpoaykTbT?
KakBo ka3Ba TO31 NpoaykT 3a noTpebutena? 3awo xopaTa He ro kynysaT? Kakeo e paboTtuno
/ He e paboTuno 3a kaTeropudTa B MMHaNoTo? Kakeo ca npaBunuv / npaBAT KOHKYPEHTUTE?
KakBu KynTypHM pas3roBOpu ca CBbp3aHW C NPOAyKTa, KaTeropuaTa unmn mapkata? Kakeo
HanpexeHue / cnopoBe / CTpaxoBe CblyecTByBaT B kaTeropuaTa? Cnea kato € cbbpaHa u
obobweHa uvHdopMaumuaTa OT AdocTaTbyeH OpoM U MO BbL3MOXHOCT U Ka4yecTBEHUM WU
KONMYeCTBEHM NPOYyYBaHMSA Ce NpeMuMHaBa KbM TbilKyBaHe M M3BOAM, KAaTO Ce BHMMaBa 1 ce
B3eMaT NpeaBua MepHUTE eAMHULM, CbMOCTaBeHU CnpsMO BU3HEC KOHTEKCTa, CpaBHEHUE C
KOHKYPEHTU — npeguvlleH OnuT, TbiIKkyBaHe Ha MpoMsiHa B Mokasatenurte. TbpcAT ce
NnoBTapsLLM Ce MoAeNn Ha noeseaeHne/ Harnacu, MHopMauus, KOATO ovepTaBa UnNu 3acsra
npobrnem, ¢ KOUTo BGpaHabT/ KOMNaHUATa-Npom3eoaMTen TpsabBa ga ce cripaBu, MHTEPECHA
rnegHa Touka, brbJi, 3a KOWTO 4O MOMEHTA HUKOW U NOYTU HUKOW HE Ce e CeTUI, a B BanuaeH
3a gocTtatbyeH Gpon xopa. [Npu pasrnexgaHeTo Ha OaHHUTE € BaXHO [a ce noaxoxaa
MOrMYHO, C M3BECTHa [03a KpeaTMBU3bM, M3CMNeABalMAT Aa nputexasa [oCTaTbyHO
Nno3HaHMa 1 HabnoaeHns, obMKHOBEHO B CcboTHoLleHue 70/30, ¢ ocBobOoaeHO Cbhb3HaHue U
pa3bupa e, ga ce uma npedpug TsxHaTta uenecbobpasHocT. Pa3bupa ce, BuHaru Tpsibea ga
ce noaxoxaa C U3KIKYUTENTHO BHMMAaHME NPW aHanmM3npaHeTo U N3NoM3BaHETO Ha JaHHW.

Kananume Ha daHHume:
[laHHMUTEe ca OCHOBEH ,CbAPYXHMK® Ha ycnellHaTa peknamMHa KaMnaHusa B Halun OHW,
HO MHOXECTBO YCITOBHOCTU U KITOMKN Ca Bb3MOXHMW:

- He sunazu ebHU u cbwu nodxodu ca rnedenusuwiu — 0BGMKHOBEHO NPOMOLIMOHANHaTa
aKTMBHOCT 61 cnegpano ga e no-ycnelHa oT TakaBa 6e3 onpeaeneHa AonbiHUTENHA
LLeHOoBa OTCTbMKa UNM MaTepuanHa Harpaga, Ho B AbIITOCPOYEH MNNaH TO3W NoAXOA4 He
Ou cnegBano ga ce M3nonssBa MnpekaneHo YecTo, 3a [Ja He NOoBMnusie Ha MMUaXa Ha
OpaHaa;

- W3sodume u 3aknoveHusima 00 20/1siMa CmMereH ce ocHosasam Ha 0aHHU om
USMUHanu cbbumusi, a B €OWH CBAT, B KOWTO TeHAEHUUUTE, TEXHOMoruuTe u
Bb3MOXHOCTMTE Ce€ pas3BMBaT C TakmBa TeMrnoBe, TOBa MOXe [Jda Ce oOKaxe
HENPUITOXMMO N NoABEXAALWOo — T.€. BaXHO € Ada Ce WHTepnpetupart M nanonseart
akTyanHu gaHHu. EgHa ot Ham-ronemuTte 3abnygu e, Ye gaHHUTE, TEXHOMNOrnmMTe n
A0pY U3KYCTBEHMAT MHTENEKT MoraT Aa AoBefaT A0 reHepupaHeTo Ha BObXHOBSABALLM
noen, Kouto ga npuenekaT M nosegat notpebutenute. Ho ToBa € wnO30pHO
TBbpAeHue. TeHOoeHuuUTe U npeanodnTaHuaTa Ha noTpedbuTenuTe B OHELIHMS
AVruTaneH CBSIT Ce MEHAT M pas3BMBaT C TakMBa TEMMOBE, Ye € TpyAaHo Aa bbaar
YINOBEHM.
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lMe4yenuewama ¢hopmyna Ha eOHa ycrnewHa KaMnaHusi

M3xoxkgarnkn oT HOBUTE NpaBuiia 1 NnpeaunsBmkaTencTearta B CbBPEMEHHUS AUrUTaneH
1 OpY NOCT-AUrnTaneH cBAT, NpeMUHaBanky Npe3 cboMpaHeTo 1 aHanNnUM3npaHeTo Ha AaHHUTE
N narpaxgaHeTo Ha crabunHa n uenecbobpasHa cTpaTermdecka OCHoBa ce Joctura go
TBOpYeckaTa 4acT M CbOTBETHO ,popmynaTta“ Ha egHa HaMCTUHA yCnelwHa pekrnamHa
KamnaHusi.

Temama — B Hesl ce KpuAT OCHOBUTE Ha [o6puTe pesynTtaTu, 3a ga 6bae oTkpuTa ce
M3non3eaT OCHOBHO CTpaTernyecknte MnoxBaTu WU BCUYKM U3OPOEHU WHCTPOMEHTH,
BKIMIOYUTENHO U T.Hap. “social listening”, KONTO e OT N3KNKYMTENHA BAXXHOCT Ha TO3M eTar.
Llenma u mapkama — OT WU3KITIOMUTENHA BaXKHOCT € Aa ce norfeaHa no-BceobxeaTHO npwu
N3rpaxxgaHeTo Ha KOHKpPeTHa pekrnamHa kamnaHusi - He NpoCTO Aa ce npogasaTt NpoaykTn u
ycnyru, a ga ce npecb3gage ,fornsamara KapTuHka“ — uenrta, kay3aTa n odakBaHus eqpekT He
caMO 3a KOMMnaHuaTa, HO M 3a obwecTBoTo. He nNpocTO NpoayKTOBOOPMEHTUPaHa, HO
LeNeBOOpPMEHTMPAHA KaMMnaHus.

TonepaHmMHOCM U pasnuyusi — KOraTo KamMnaHusiTa MO HsiKkakKbB HauMH obpblua
BHUMaHWUTE Ha ,MankuTe odLlecTBa” U pasnnymsaTa, HO B NO3UTUBEH CMUCHIT, TO TOBA BUHArK
ce npuema gobpe ot oOLEeCTBOTO — TOJIEPAHTHOCTTA € B OCHOBATA.

CbmpydHu4ecmeo u cbObpXKaHUe, Kakmo U HO8U mexHosro2uu — obCTonHo 6e
pasrnegaH TEXHONOTMYHUAT TeMm, C KOMTO ce pasBMBa AUTMMTANHOTO MNPOCTPaHCTBO W
peknaMHusi OM3HeC W MMEHHO Mopaau Tasu npuyMHa, 3a ga Obae no-6nmska Ao
notpebuTtenuTe, BCAKa ycneliHa kamnaHms e gobpe ga e nsrpageHa n Ha 6asarta Ha HOBU U
BCE OLEe He NpeKaneHo ekcrnnoaTupaHn TEXHOMOIMU U TEXHOMOIMMYHN NapTHLOPCTBA — KaTo
SICEH NpMMeEp B Ta3un KaTeropus e BUpTyanHoTo NpobBaHe, KakTo M NpoekTbT Ha ,Google” 3a
onpepgensHe LUBETa M HIOAHCa Ha koxaTta 4ypes yeb kamepa.

Cnopen ckopowHu npoyyBaHus Ha Google, okono 40% oT npogaxbute ca B
cneacTBME Ha KpeaTMBHOCTTA Ha KaMnaHMUTe, kaTo ToBa MOXe Aa Obae NoTBbPAEHO U OT
nnatdopmm kato ,TikTok", ,Youtube® n ,Snapchat®, konto otTumTaT 3HAUMTENHO yBENMYEHME
B aHra)KMpaHeTo CbC Cbabpkane, Cb3aageHo U ONTUMM3MPAHO Ha basaTta Ha peanHu AaHHU
(advertisingweek.com)

Hobpu npakmuku — pa3sanex0aHemo Ha mpu m.Hap. ,,case studies” Ha ¢puHanucmu e
kamezopuume ,,Creative data”, “Creative strategy” & “Creative effectiveness” Ha
mex0yHapoOHusi pecmueasn Cannes Lions, cne4enunu 3namo.

KamnaHusTa Ha “Catbury” MUngua — ,Not just a catbury ad” neyenu anaTo B kaTeropusaTa
,Creative data”.

KpaTtka nngpopmauus: Cnen Kosng naHgemmata mankute marasvHm B MHana ctpagat
N He ycnseaT Aa ce Bb3CTaHOBAT OT 3arybute n cbTpeceHusaTa. 3atosa “Catbury” pewasa ga
UM ,nofage pbka“ KaTto npaBu HaW-U3BECTHUAT Bpang ambacagop B NHoms ambacagop Ha
Marnkute MeCTHM Maras3vHu. Ypes TEXHONOrnsI, KOATO MOXe Aa Npecb3gane AeroBuTe MMMMKK
W rnac, Mankite marasvHu nonyvaBaT Bb3MOXHOCTTA TAXHOTO MMe Aa OGbae BKOYEHO B
peknamata. CbOTBETHO, pa3no3HaBalku NUH Koda W fnokauusaTa Ha rnejawimsi peknamara,
anroputTbM My npeAacTaBs caMO TakaBa/ TakMBa Ha MarasvHu B 6nm3oct. Ho Tbi kato e
HEBBH3MOXHO Aa ce 06xBaHAT BCUMYKM JTIOKanHW MarasuHyeTa, TO COGCTBEHMUMUTE nonyvasaT
Bb3MOXHOCTTa CaMu ja Cb3gaaaT cneyunanHarta 3a TsiX Bepcusi U CbOTBETHO Aa A NpoMoTmpaT
ypes3 TEXHUTE couMnanHn Meann.
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KamnaHus Ha ,Decathlon — ,The Breakaway” neuyenu snato B kateropuute ,Creative
strategy’& “PR”

Kpatka vHdopmauna: B 3atBopa ,AyaeHaapge” B benrua ,JekaTnoH* uarpaxga

NbpBust OTOOp 3a OHNMaWH Konoe3geHe 3a 3aTtBopHMuM. KomnanuaTa ocuropsia USNOTO
Heobxoaumo obopyaBaHe, KakTo 1 4ocTbn Ao ,Zwift — BupTyaneH cBAT, B KOWTO 3 MIH. AyLuun
ce cbCTes3aBaTt OHMnanH. MHnMumaTtMBaTa no3BosnsBa Ha 3adbpXXaHUTe Oa ce cbCTe3aBaT KaTo
@HOHMMHW aTNEeTM 3ae4HO C MUIMOHN Xopa HaBbH, 6e3 ga 6baaT 3aknerimasaHn. KamnaHusaTa
€ AbNrocpoyHa, OCUrypsiBankn ,MoCT" Mexay 3aTBOPHMLM M OCTaHanarta 4yacT oT obLecTBOTO.
CneuuwaneH nogkacT crneam yMCTBEHOTO CbCTOSIHME Ha 3aTBOPHULMTE WU MOMOXUTENHOTO
BNUSIHWE Ha BUPTYyasiHMS COpT BbPXY NCUXUKATA Ha OCbOEHUTE.
Pesyntatute ca Bnedatngesawm — 1.3 MIH eBpo B ,crnevyenuHu meguun®, 15 MnH gy
gocturHata ayautopusd. Cneg ctapta Ha KamnaHudaTa n otT4eTeHnTe nonaun, MmHncTepcTeoTo
Ha npaBocbaMeTO B benrna pellasa Aga s1 paswinpun 1 NpoeKTbT Aa 0OXxBaHe BCUYKM 3aTBOPU
B CTpaHaTa.

KamnaHus Ha ,Burger King” — “Moldy Whooper” nedyenu anato B kateropudarta ,Creative
effectiveness”.

KpaTko onucaHue: MN3uano npeobpbluanikn Bb3NPUATUSATA 3a 3aCHEMaHE Ha XpaHa,
eKMnbT, Cb3fdan peknaMHaTa KamnaHus ce CTpeMu [a akueHTMpa BbpXy nuncata Ha
KOHCEpPBaHTWN U CbOTBETHO — €CTECTBEHUTE MpoLecH, Npe3 KOMTO NpeMuHaBa eavH Byprep,
ocTaBeH 3a 34 gHun. Pesyntatute ca noee4e oT 0obpu — 8.4 mnpa. nokassaHus,

3akno4yeHune

B mapkeTuHra M B 4acTHOCT — B pekrnamaTa daHHUTE nognomMaraTt npouecuTte no
B3MMaHe Ha peLLeHns n ocurypsiesaTt ctabunHa OCHOBa 3a U3rpaxgaHe Ha cTpaTerusi, Kakto u
33 CBOEBPEMEHHO M TOYHOTO W MpunaraHeTo B NpakTukaTta, peanusauusita, OTYeTHOCTTa U
KOHTpona. [JaHHMTe ca Te3n, KOMTO NpaBsd Bb3MOXHA OOPU NepcoHanmM3aumsaTa B peariHo
Bpeme.

Cnopepg “Gartner” okono 76% OT MapKeTono3nTe nNpaBsaT CBOUTE TBOPYECKN N360pu Ha
6a3a Ha aHanu3a Ha gaHHuTe. Te3n pesdynTaTm camo NOTBbPXAaBaT Te3aTa KOSIKO MHOro
ycunua nonarat areHumuTe M 6paHgoBeTe 3a Aa ca Bce no 6nm3o uM no-6nm3o 4o xopata
(Gartner, 2022).

Ho naHHuTe camu no cebe cu He NoaxpaHBaT MHOBALMUTE W HA MoraT Aa rapaHTupart
NnocTUraHeTo Ha [oOpu pe3ynTaTu B AbMArOCPOYEH NfaH — uaeuTe ca Te3un, KOUTo ,NpaBaT
pa3nukaTa“. KpeaTuBHOCTTa e Henpegsuauma, TS gaBa TbpceHaTta ,400aBeHa CTOMHOCTY,
JOKOCBa €MOLIMOHANHO, pa3kpuBa HOBU XOPU3OHTU, KOUTO Npeau He ca 6unu 3abensa3saHu.
ABTOMaTU3aUusaTa Ha JaHHUTE nognomMara TBOpYECKUTe areHuuun, Beve He e HeobxoamMmo aa
ce OopaBM CbC CTOTMUM M3TOYHMUM, 3@ Oa Ce Mnpocneau UsANOCTHOTO ,MbTyBaHe Ha
KoHcymaTopa“. BMecTo ToBa BCUYKM pecypcu morat ga 6baat npeHacovyeHn KbM Cb34aBaHeTo
N un3rpaxgaHeTo Ha wu3UANO HOBM ,NbTyBaHua“. KpeaTmBHOCTTa MMa €OHO OCHOBHO
HEeoCrnopMMoO NpPeauMCTBO — Bb3MOXHOCTTA Ja Ce Cb3gaBaT Waewn, KOUTO Haackadar
no3HaTUTe HOPMU, pa3yvyneaT CTEPEOTUNUTE U Cb3aaBaT HOBU XeNaHus.

B 0606Ll1eHne — KpeaTUBHOCTTA, ABMXXEHA OT AAaHHUTE, € Tasn, B YUSTO OCHOBA CTOM
nobpe CTpykTypupaHa cTpaTermdecka paspabotka M ToBa S nNpaBu peneBaHTHa U
npuenekatenHa 3a ayautopuaTta. Moxe ga ce TBbpAW, Y€ HMBOTO Ha CUHEpPrns Mexay
AaHHWTE 1 KpeaTUBHOCTTA € NpaBo NPOMNOPLMOHANHO Ha ycnexa 1 pacTexa Ha fafeHa Mapka.
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B sakntodyeHne moxe ga ce obobwm, 4e ,TarMHaTa“ ga ce npueredYe M 3agbpxu

BHMMaAHMETO Ha MOCTOSIHHO CBbp3aHuTe, ,AUrMTanuampaHn® u M3UCKBaLLM KOHCYyMaTopu Ha
eaVH NpeHacuTeH U U3KMIYMTENHO KOHKYPEHTEH Nasap ce Kpue B AaHHMTE U cTabunHaTta
OCHOBa, HO M B TAXHOTO MpMBEXOAaHe Ha e3uka Ha noTpebutenute 4ypes cunaTta Ha
KpeaTuMBHOCTTA.

Ho npeasung U3KNKYNTENTHUTE TeMnoBe, C KOUTO Ce pa3BuBa AHELLUHUA OAUTUTANIEH CBAT

KakBo Nnu Wwe e hopmynara Ha ycnexa npes crieasaiwiarta rognHa u ¢ Kakeo N Wwe nsHeHaga
OHNawnH NPOCTPaHCTBOTO?

Mo3oBaBaHuA:

1)
2)
3)

4)
5)
6)
7
8)
9)

advertisingweek.com

Case studies links:

Supporting Local Retailers This Diwali | Not Just A Cadbury Ad Campaign Video -
YouTube

Decathlon — The Breakaway: The First eCycling Team For Prisoners (case study) -
YouTube

Burger King - Moldy Whopper Case - YouTube

Foresightfactory.co

Google Data, Global, all advertisers, Feb. 2022—March 2022

lovethework.com

marcel.ai

mbaschool.com

10) Theoremus, 2022
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https://www.youtube.com/watch?v=5WECsbqAQSk
https://www.youtube.com/watch?v=5WECsbqAQSk
https://www.youtube.com/watch?v=1M3b225D_8E
https://www.youtube.com/watch?v=1M3b225D_8E
https://www.youtube.com/watch?v=M0XebqSeiVo
https://www.lovethework.com/en-GB/awards/creative-effectiveness-199?year=2022

CoumanHo-gemorpadycka xapakTtepucTmka Ha obwmuHuTe ot CpegHoropmeTo
KaToO OCHOBAa 3a M3paboTBaHe Ha cTpaTerMvyecku nnaH 3a pasBuTue
BosiH BpaHues?

Pestome: [oknagbT pasrnexga obwuHute oT CpegHOropmMeTo B coumanHo-gemorpadckm
acnekT 3a nepuoga 2017 — 2021 r. AHanmaumpart ce CbCTOSTHUETO U ANHaMMKaTa Ha CbOTBETHU
nokasaTenu 3a NOCOYEeHUsI PErMOH KaTo Ce CbMOCTaBAT C Te3n — 3a cTpaHaTa. Pesyntaturte
nokaseaT HebnaronpusaTHa coumo-gemorpadpcka kapTnuHa 3a CpeaHoropmeTo u cTtpaHarta KaTto
LAn0, Npy HeraTMBHa TEHAEHUMS, KOATO ce 3aabnboyvaBa. HanoxutenHo e paspaboTsaHeTo

Ha CTpaTern4ecku niaH 3a pa3snutne Ha permoHa, B paMKnTe Ha KONTO NPUOPUTETHO Oa obaar
BKITHO4MEHU U NMpuBeaeHn B OencTBue cneLwHn, ageksaTHU 1 eq.')eKTVIBHVI MepPKN, HaCO4YEHN KbM
NnpoMAHa Ha TpeHAaa.

KniouoBu AyMu: COLI,I/IaJ'IHO-[J,eMOFpad)CKa XapaKTepucTuka, Cpep,Horopl/le, cTparterm4eckum
nnaH 3a passutne

JEL: J11, J21, J31

Socio-Demographic Characteristics of the Municipalities of Sredna Gora
Region as a Basis for the Elaboration of a Strategic Development Plan
Boyan Vranchev?

Abstract: The report examines the municipalities of the Sredna gora region in a socio-
demographic aspect for the period 2017 - 2021. The state and dynamics of relevant indicators
for the specified region are analysed, comparing them with those for the country. The results
show an unfavorable socio-demographic picture of Sreda gora region and the country as a
whole, with a negative trend that is deepening. It is imperative to elaborate a strategic plan for

the development of the region, within which urgent, adequate and effective measures aimed
at changing the trend should be included and put into action as a matter of priority.

Key words: socio-demographic characteristics, Sredna gora region, strategic development
plan

JEL: J11, J21, J31
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[oknagbT NpeacTaBs U aHanM3npa BaXkKHU couuvarHu u gemorpadpcku nokasartenu 3a
obwmHuTe ot CpeaHoropueTto (AHTOH, 3natuua, Konpuswmua, Mupkoso, MNupgon, Yasgap u
Yenoney). CoumanHo-gemorpadpckata xapaktepuctvka npegoctaBs  uHdopmaumnsa 3a
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nocnegHute net roguHn (2017 — 2021 r.). CTtaTUCTMYECKMTE [aHHM Ce CbMOCTaBAT U
CpaBHsiBaT C Te3n — 3a CTpaHaTta, 1 Ha 6asa Ha pe3ynTaTuTe ce NpaBAT CbOTBETHUTE M3BOAU
3a aKTyanHOTO CbCTOSIHME, TEHAEHLMUTE, O4YaKkBaHM MPOrHO3M, a CbLLO Taka M MpPenopbKu.
Pesyntatute nokaseaTt, 4Ye nObp)xaBaTa rybu HaceneHue C BCsika M3MMHana roguvHa.
MporHos3uTe co4ar, Ye Tasu HeraTMBHa TEHAEHUMS Liie npoabiikaBa Aa ce 3aabrbodaBa B
Obaelle n n34esBaHeTo Ha Obnrapute KaTo Hapoa 1 Ha AbpxaBata bbnrapus ce yckopsisa.
CpeaHoropckusiT pervoH ce oTnmMyaBa C No-BUCOKM CPeaHN OOXOAM Ha HaceneHMeTo OT Te3un
3a CTpaHaTa, KOeTo Ce AbJ/KM Ha JyxaecTpaHHuTe mHBecTuuun. [JoknaabT npegoctaBss
MHopMaTMBHaA OCHOBa, Ha 6a3a Ha KOATO MOXe Aa Obae M3roTBEH CTpaTerMyecky nnaH 3a
pa3BUTME Ha pasrnexnaHust PerMoH, a CbLLUO Taka ca U3BedeHU U NPEenopbKu.

CouunanHo-gemorpacpcka xapakrepmcTuka Ha CpegHOropckusi permoH
1. HaceneHue

1.1. Bpoii Ha HaceneHuemo

Han-ueHHMAT pecypc 3a BCSAKa ObpKaBa € YOBEeLKUAT kanutan. bpoaT n ctpyktyparta
Ha HaceneHNeTo ca BaXKHN nokasaTeniv, KOUTo ce OnpeaensT OT pasmMepuTe U MHTEH3UBHOCTTA
Ha €CTEeCTBEHOTO MYy U MexXaHW4HO OBmkeHue. 3a obwumHa AHTOH ce HabnogaBa neko
n3meHeHve B 6post Ha HaceneHneTo 3a nocrnegHuTe neT roguHu, kato 3a 2021 r. e 1442 gywn
n 6enexu nek cnag B CpaBHEHME C NpeaxogHuTe YyeTupm rogmHn. B obwmHa 3naTtuua 6poar
Ha HaceneHneTo HamarsiBa C BCsika crnefpalla roguHa. Npes 2017 r. To e 5280 aywm, a npes
2021 r. — 4862. B obwunHa KonpuBLumiia HaceneHMeTo CbLLO HamansiBa ¢ Bcsika M3MuMHana
roguHa. MNpes 2017 r. 6poaT e 2079 gywun, a B Kpas Ha pasrnexgaHusa nepmog — 1911, 3a
o6wunHa MwupkoBo 2020 r. ce OTKposiBa C NleKO MOBULIABaHe Ha Oposi Ha HaceneHueTo,
pocturamkm go 2365 gywum, B CpaBHEHWE C NpeaxogHuTe TpU roguHu, B KOUTO TO € C
Hamansaeawa TeHaeHumsi. Ho npes 2021 r. To oTHOBO Hamansea, gocturavikm 2307 gywmn. 3a
obuwmHa Mupoon OTHOBO ce BWXAA TEHAEHLMS1 3a HamMansiBaHe Ha HacerneHWeTo C Bcsika
cnegpalla roguHa. NMpes 2017 r. To e 7526 gywu, a npe3 2021 r. — 7075. Npe3 BcsAka oT
NbpBUTE TPU rOOUHKU OT Nepuoga obwmHa Yasgap 6enexu cnag Ha HaceneHueTo. Npes 2020
r. uma neko nosuwaBaHe Ao 1221 u npe3 2021 r. otHoBO cnag — 1216. pe3 2018 r.
HaceneHneTo B obwumHa Yenoney HamansiBa B CPaBHEHWE C MpeaxogHaTa rogvHa, a npes
2019 1 2020 r. HapacTBa, gocturamkm go 1593 aywn. lNMpe3 2021 r. oTHOBO ce Habngasa
cnag B 6post Ha HaceneHneTo, koeTo e 1584 aywn. O6wmHa MNMupaon e ¢ Haw-ronsm 6pon Ha
HaceneHneTo, cneaBaHa ot obuwuHMTe 3naTtuua, Mupkoso, Konpuslwmua, Yenoney, AHTOH 1
Yasaap. Llenuat pernoH CpeaHoropue ce xapaktepuaupa ¢ HeraTuBHa TeHAEHLUMs, T.e. Npe3
BCsIKa OT MOCnedHuTe NeT roguHM HaceneHWeTo HamansiBa U CbBNaga C TeHAeHUMsTa 3a
CTpaHaTa, KOATO Moka3sa, Ye HaceneHneTo Ha bbnrapua 3a 2017 r. e 7050034 gywm, npes
BCSIKa crieaBalla rogmHa Hamansasa n npes 2021 r. sbanusa Ha 6838937 aywum.
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H3moyHuk Ha daHHume: HCU
®durypa 1: bpowi Ha HaceneHueTo (2017 — 2021 r.)

1.2. EcmecmeeH npupacm Ha HacesieHuUemo

EctecTtBeHMAT npupacT Ha HaceneHWeTo € CblUecTBEeH nokasaTten, KoWTo
npeacraBnsiBa pasnukata Mexagy XuBopodeHuTte u ympenute. Bcdka oT oOwmHUTE npes
BCMYKM FOAMHW OT pasrfexaaHus nepuog uma otpuuaTerneH ectectBeH npupact. 3a 2017 r.
obwmHa AHTOH e C ecTecTBeH npupact ot -17 yoBeka. [lpe3 cnepgpawarta roguHa Ton
Hamansaea Ha -24 gywu, npes 2019 ce yBenu4yasa Jo -9, a npes octaHanuTe roguHu Hamansiea
n npe3 2021 r. e -30 4YoBeka. 3a obWMHaA 3naTmua ecTeCTBEHNAT npupacT e -65 aywu, npes
cnejBaliuTe ABE ro4MHM JIEKO Ce NOoKa4yea, a Npe3 NocnegHUTe ABe roguHN OT pasrnexgaHus
nepuod Ton Hamansaea u goctura -75 3a 2021 r. EctecTBEHOTO ABMXEHME HA HAacENeHMeTo B
obwmHa Konpuewmua 3a 2017 r. e -25 yoBeka, cnegpallara rognHa Hamansiea, npes 2019 .
feko ce noBuvLIaBa W Npe3 nocregHuTe ABe roAvMHU Hamansea, 4OCTUramkm -42 aywm npes
2021 r. 3a obwuHa MwupkoBoO ectecTBeHUAT npupact 3a 2017 r. e -58 yoBeka, npes
cnegpallaTa roguHa ce nosuwaea o -35, Ho npe3 2019 r. n 2020 r. oTHOBO HamansaBea, a
npes nocriegHarta roanHa HapacTBa ¢ 5 oylum B cpaBHeHME ¢ NpeaxogHarta.

O6wwHa Mupaon ce OTKposiBa C HaW-HUCKUTE CTOMHOCTU Ha €CTEeCTBEH npupacT oT
pasrnexgaHuTte obwmHu. Mpes 2017 r. Ton e -83 YoBeka, cneaBallaTa roguHa ce ysenv4yasa,
a 3a 2019 n 2020 r. cnaga v npe3 2021 r. HapacTBa C eOuH YOBEK CNpPsIMO npeaxogHaTta
rogMHa. 3a MbpBUTE ABE roavHM OT nepuoga obuwmHa Yaegap e ¢ oTpuuaTteneH ecTecTBeH
npupact ot 19 4YoBeka. lNpe3 cneaBallaTta roanHa eCTeCTBEHOTO ABMKEHNE Ha HACeneHneTo
Hamansea u gocTtura -26 gywm, a nocnegHMTe ase rogmMHu 6enexar nokaysaHe, 4OCTUraLLo
0o -21 gywwm 3a 2021 r. O6wmHa Yenoney 3ano4ysa nepuoga c -10 yoBeka, npes cnegsawmre
OBe rognHu cTomHocTTa € -11 1 3a nocnegH1Te ABe rogMHuM Hamansea, 4OCTUramkm -21 gywim
npe3 2021 r. ObwmTte nokasaTenu 3a CpegHoropueTo codaT, yYe camo npe3 2018 r.
€CTECTBEHUNAT MpMpacT NIeKO Ce nokadBa, a C BCsAKa crefBawia rogmHa TOW Hamanssa.
OuepTaBa ce HeraTMBHaA TeHOEHUMS, KOATO e TBbpae obesnokouTtenHa. onoxeHneto 3a
cTpaHaTa He € no-gobpo. CTaTUCTUYECKNTE AaHHM MOKa3BaT, Y€ €CTECTBEHMAT NpupacT npes
2017 r. e -45836 goywwun. Bcgka cnegpawia rogMHa Tom Hamansiea u npes 2021 r. gocrtura
pekopaHO HUcka ctomHocT oT -90317 aywn.
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1.3. MexaHu4eH npupacm

MexaHU4YHUAT npupacT npeacraensBa HETHOTO cango OT BbHLWHATa Murpauus. Ton
ce onpeaens kato pasnukaTa mexay 6pos Ha 3acenunute ce n 6pos Ha uscenunuTe ce oT
obwwmHata. NMpe3 2017 r. BCUYKM OBLLMHK C U3KNoveHne Ha AHTOH 1 Yaegap ca c oTpuuarteneH
mMexaHu4eH npupact. 3a 2018 r. ¢ oTpmuaTenHn cTonHocTh ca obwmHuTe 3natuua, Mmupkoso,
Mupagon n Yaeaap. Npe3 2019 r. ¢ nonoXxnteneH MexaHn4eH npupacTt ca camo AHTOH, Yaegap
n Yenoneu. 2020 r. NnpaBM BNe4yaTiiEHNE C MOJSIOKUTENHN CTOMHOCTM 3a BCUYKM OBLLUMHK C
n3knoyeHne Ha obwmHa 3natmua. MNpes 2021 r. oTHOBO npeobnagaea OTpULATENHUAT
MeXaHW4eH NpUpacT KaTo M3KIToYeHne npaeat obwuHuTe Yasgap n Yenoney. Kato usano 3a
CpepHoropueTo ce oTkposea camo 2020 r. ¢ NONOXUTENHUS CU MeXaHuyeH npupacTt oT 484
ayww. MNpes octaHanuTe roanHM TOn € oTpuLaTeneH.
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®Purypa 3: MexaHndeH npupacT Ha Hacenenuneto (2017 — 2021 r.), 6pon
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1.4. Osan Ha HaceneHuemo Had 65-2o0uwHa e b3pacm

Pasrnexga ce Tasu rpyna OT HacesfieHNeTo, Tbil kKaTo ce AOoMnycka, Ye nuuarta Hag 65
roguMHu ca B NeHcMoHHa Bb3pacT. O0wmHUTe oT CpegHOropueTo ce xapakrepusmpaT ¢ MHOro
HUCKa OMHaMWKa B UBMEHEHNETO Ha Aena Ha HaceneHneTo Hag 65 roanHn 3a pasrnexgaHnte
net roanHn. ObwurHa MupkoBo, cnegeaHa oT KonpuBlimua, ce OTKposiBaT C MO-ronam Asn
CnpsIMO OCTaHanuTe, KOeTo € BUAHO Ha churypa 4. Habntopaea ce TeHAeHUMSA Ha 3acTapsiBaHe
Ha HaceneHneTo B CpegHOropmMeTo, Makap AeNbT B HAKOW OBLIWHK ga HaMansBa rnpes3 HAKou
roAvHN B cpaBHEHME C NpeaxoaHu. TakaBa € TeHaeHUMATa U 3a uanaTa CTpaHa.
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H3moyHuk Ha daHHume: HCU
durypa 4: [an Ha HaceneHueTo Hag 65-roguwHa Bb3pacT (2017 — 2021 r.)

2. O6paszoesaHue
2.1. bBpol y4yeHuyu e obwoobpaszoeamesiHUMe yynuwa
BposaT Ha yyenHuumute B o6woo6pasoBaTENHUTE yunuwia ce Xapakrepusupa C
HamansiBawa TeHaeHuust B obwnHuTe AHTOH, 3natuua, KonpuBwumua, MNMupgon v ¢ neko
yBenu4yeHue B Kpad Ha nepuoga 3a Mupkoso, Yasgap u Yenoney. KaTo usno 3a uenus pervox
OposT € BCcAka cnegealla roguHa HamarsiBa, Koeto opopms oTpuuaTenHa TeEHAEHUUS, KOSTO
ce NpunokKpuBea ¢ Tasu 3a cTpaHara.
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durypa 5: bpoii y4eHuum B 06Loo6pa3oBaTenHuTe yynnuwa

2.2. Bpol y4eHuuu 8 npoghecuoHasriHUmMe yqyunuuwa

Hanu4yHa e ctatuctuyecka nHgopmaumsa camo 3a obwmHnte 3natuua, Konpuswwmua n
Mupgon. bpoaTt Ha ydyeHnuuTe B NpodecuoHanHmTe yymnuua B obwmHa 3natuua Hamansaea
C YCKOpeH TeMn Bcsika cnegpawa roamHa. Npes 2016 — 2017 r. 6poaT e 209 yyeHuka, a B kpas
Ha nepuoga, 2020 — 2021 r. — 122 y4yeHuka. 3a 2016 — 2017 r. 6poaT 3a obwmHa KonpusLmua
e 61 aywmn, a npes cnegsawums nepuog 2017 — 2018 r. npaBm BnevatrneHne HapacTBaHe 0
205 yyeHuka, koeTo e ¢ noede ot Tpu nNbTU. [pe3 2018 — 2019 r. uma cnag oo 177, a npes
ocTaHanuTe ABa nepuoaa 6posT e cboTBeTHO 196 1 195. ObwuHa Nupaon ce xapakTepuanpa
cbe cnag oo 2019 — 2020 r. n neko nosuweHne 3a 2020 — 2021 r. ¢ 06wy 6pont 465 yyeHuka.
3a ctpaHaTta 6posT Ha ydyeHuuuTe B npodecnoHanHuTe yyunuuia Hapactea 3a 2017 — 2018
r., gocturamkm 142021 gywn, npes cneapawmTte ABa nepuoga nma cnag, a 3a 2020 — 2021 r.
HapacTBa 0o 138656 yyeHuka.
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®Purypa 6: Bpor yyeHuum B npodpecnoHanHmTe yyunuiia
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3. CneyughuyHu rnokKkazamesiu, Kacaewu UKOHOMUYECKUSI U couyuasieH
acriekm
3.1. MeQuuyuHcKu nepcoHan
3a uenuvsa pasrnexgaH nepuog ce naga no emgH nekap B o6wmnHuTe AHTOH, M1pKoBO,
Yaeagap n Yenoney. 3a obwmHa KonpuBuimua nma gpa nekapa, a 3a obwmHa 3natuua -
YeTUpKU NMpe3 BCUMYKUTE NET roAuHK, T.e. HAMAa npomsiHa B 6posi. Camo B obwmHa Mupgon
nonoXxeHueTo e no-pasnunyHo. NMpes 2017 n 2019 r. nekapute ca 35, npe3 2018 n 2021 r. ca
36, a 3a 2020 r. Te ca 32. OTHOCHO nekapuTe MO AeHTanHa MeauuuHa U MeaUUUHCKUTE
crneunanucTi no 34paBHU TPVXKM BPOSAT MM Tbpnn NEKN U3MEHEHUS B HSAKOW OOLUMHM npe3

pasrnexagaHute rognHn.
Tona 017 2018 oie W00 17l |
Megupmci) Mmoo Megunmcki Memmoico Mezmmuaxn
I Jexapuno Jlexapa no Jesapu no J m Hexagu na
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U3moyHuk Ha daHHuUme: HCU
durypa 7: MegmumHcku nepcoHan B 06wmuHuTe ot CpegHoropueto (2017 — 2021 r.), 6pon

3.2. CpedHa 6pymHa mece4yHa 3ansama

CpepgHaTta OpyTHa MeceyHa 3annarta Cce yBenvyaBa Bcska crnejsalla roguvHa oT
pasrnexgaHnsa nepuon, KOeTo e BanMgHo 1 3a cTpaHarta. M3kniodeHne npasu camo obLnHa
Yenoneu 3a 2018 r., kbAeTo TO3M NokasaTen HaMmansiea ¢ 57 nB.B CpaBHEHUe € npeaxoaHaTta
rognHa. ObwumHuTe MNMupagon u Yenoned ce oTKposiBaT CbC CTOMHOCTU, NMO-BMCOKM OT Te3u 3a
ctpaHaTa. lpe3 2017 r. cpegHaTa GpyTHa MeceyHa 3annarta B bwbnrapma e 1037 ne., B
obwwmHa Mupagon e 1562 n.., a B o6wmHa Yenoney — 2178 ne. 3a 2020 r. cTtonHocTMTE 3a
cTpaHaTta ca 1390 ng., 3a obwwuHa lNupgon — 1936 nB., a 3a Yenoney — 2628 nB., KOETO €
NnoYTW ABa NbTU Hag CPeaHOoTOo 3a cTpaHaTa. 3a obwmHa MnpkoBo NMNCBaT AaHHM.
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3.3. Bespabomuua

KoedunumeHTsbT Ha 6e3paboTnua e No-BUCOK 3a BCUYKM OOLLMHK, KaKTO M 3a CTpaHara,
B HayanoTo Ha nepuopaa, T.e. npes 2017 r., B cpaBHeHWe ¢ kpas Ha nepuoga — 2021 r. lNpes
roagnHute 6e3paboTuuaTta ce ABMXM B NOCOKA yBenvMYaBaHe Mnv HamarnsiBaHe C pasnnyHu
CTOMHOCTU 1 TEMMOBE 3a Pa3fMYHUTE OBLLUNHW U TOOUHWN.
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U3moyHuk Ha daHHUme: HCU
®Purypa 9: KoedmumeHT Ha 6e3paboTtuua (2017 — 2021 r.)

3.4. O6bwuHCcKu pa3xodu

Habntogaea ce yBenmyeHne Ha OBLMHCKMTE pa3xoam B Kpasi Ha NeTroauHNS nepuos
B CpaBHeHMWe C Ha4yanoTo. M3knioyeHne npasu obwmnHa KonpuBlumua, KbAeTo ce oT4mTa fnek
cnag B kpasi Ha nepvopaa.
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H3moyHuk Ha daHHume: HCU
®durypa 10: O6wmHckn pasxogn (2018 — 2021 r.), mrH. nB.

4. [lpenopbku

[aHHUTEe OT aHanu3a nokaseart, Ye € Heob6xoanmMo pa3paboTBaHe Ha CTpaTerMyecku
nnaH 3a pa3BuUTME Ha PErMOHa, B KOMTO akLEeHTbT Aa 6bae noctaBeH BbpXy hopMynnpaHeTo
Ha MEePKN 1 MHCTPYMEHTH 3a cnpaBsiHe ¢ NpobnemMmTe n NpoMsiHa Ha HeraTMBHaTa TEHAEHUUS.
LleneBata opueHTauuss Ha Bb3OeNCTBUATA € Heobxoauma npeanoctaBka 3a [nobpa
pesyntaTtHa peanusauus Ha MEpPKUTE N YCMELLHO NPUITOXXEHMNE HA MHCTPYMEHTUTE.

Bb3gencremeTo cnefea ga 6bae MHOMONOCOYHO, HO OTNpaBHAa TOYKa B nnaHa TpsibBa
na Obaoe noBuwaBaHe obpasoBaTenHoO-KBANUMUKALMOHHUTE  XapaKTEPUCTUKM  Ha
HacesneHneTo N NpUrogHoCcTTa Ha paboTHaTta cuna KbM npegusBmukaTenicTearta Ha nasapa Ha
Tpyaa. NpenopbynTenHmM MepKkn KaTo OCUTypsIBAHETO Ha 3aeTOCT, NOBULLIABAHE Ha XXU3HEHUS
CTaHOapT N Bb3MOXHOCTU 3a JIMYHOCTHO, NPOdECUOHANHO U KapuepHO pasBUTUE MMat CuUrHa
nputeraTenHa cuna v MoraT ga urpasT ponsiTa Ha MHCTPYMEHT 3a OrpaHuvaBaHe Ha
HeraTMBHNA NHTEH3UTET Ha eMUrPaLMOHHNTE NOTOLM N AEMOTUBALMATA HA HACeneHneTo.

MpenoctaBaHeTo Ha GanaHcupaHa M NOKpuBawa MUHUMYMaA, OOCTbMHA Mpexa 3a
MEANLUMNHCKN YCIYrn CbC CbOTBETHOTO KA4yeCTBO, BKIOYBALLA M NpodmnakTMka, uMa BaXHO
3Ha4veHue. NpeBaHTUBHaATa MeAuLMHA M BbBEXOAHETO Ha NMOAXOAsLLA CUCTEMA, HacodeHa
KbM 30paBeTO Ha OTAESNHUSA YOBEK, PECI. 34PaBOCNOBEH HAYMH Ha XUBOT U NPEBEHUMNS Ha
3abonsBaHuATa, OT eOQHa CTpaHa Lie aoBeae Ao nogobpsBaHe Ha 30paBeTO Ha HaceneHneTo,
OT Apyra — e AOoNpuHece 3a HamansBaHe Ha pasxoguTe 3a 3gpaBeonasBaHe. 34paBHUAT
cTaTyC e CblyeCTBeHa NpeanocTaBka 3a MHOIOMOCOYHA peanu3aumsa Ha nuiuarta, nocturaHe
Ha onpegeneHo HUBO Ha YAOBMNETBOPEHOCT, CUTYPHOCT U NOBMLLABAHE Ka4eCTBOTO Ha >XMBOT.

Cb3gaBaHeTO U HaNMUMETO Ha Bb3MOXHOCTM B PErMoHa OT pasfIMYHO eCTEeCTBO —
KynTypa, obpasoBaHue, U3KyCTBO, CNOPT, UKOHOMUKA U Ap. € TPaMMfuH 3a XMBYLLUUTE fa ce
pa3BMBaT BbB BCAKO €4HO OTHOLLUEHWe, YOOBNeTBOPABaWKU MHTEPECUTE W KenaHusTa cwu,
M3NON3Bamkn Wn npunaramkn 3anoxbmute cu. MakcmmanHOTO WM NpaBUIHO W3MoN3BaHe
noTeHuUunana Ha permoHa OT rnegHa To4Yka Ha pecypcuTe U NpMpoaHNTE OadeHOCTU MoXe da
ce NpeBbpHE B U3TOYHMK 3a PUHAHCUPaHe Cb3haBaHeTo Ha HeobxoaumMmUTe yCroBus U cpeaa,
ocurypsiBalLm MbiIHOLEHEH 1 YOOBNETBOPSABALL, HAYNH Ha XUBOT.

dokycbT CbLLO Taka TpsibBa ga 6bae Haco4YeH BbpXy OorpaHmMyaBaHe Ha 6egHoCTTa,
KopynuuaTa wm npectbnHocTTa. Heobxoaumm ca pedopmm B 3gpaBHaTa, cbaebHata u
counanHata cuctema. NnockmaTt gaHbk, Komto Gelwwe BbBeaeH B Bwnrapms npes 2008 r.,
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cnope KOMTO BCUYKM 4OXO4M, HE3AaBMCUMO OT TEXHUSI pasmep, ce obnaraT cbe cTaBka ot 10
%, TOBapu xopaTa C HaW-HUCKM [OXOAW, BOAM [O HecnpaBennvBo pasnpeenieHne Ha
JaHbyHaTa TeXecT 1 obrnekdyaBa Han-6oratute, T.e. Te3u, KOUTO NeYensaTt Han-mHoro. OcBeH
TOBa € BbBEAEH MakcumaneH ocuryputenen goxog ot 3400 nB. Xopata C BUCOKM 3annatu
Hapg 3400 nB. AbmkaT ocUrypuTenHm BHOCKM camo 3a 3400 nB., KoeTo e Hecnpaseanueo. EanH
BUAO ObpKaBaTta Tornepupa u nognomara 6oratute, a Bauma ot 6eqH1UTE U ' TOBApU AaHBbYHO.
B ctpaHaTa Hama Heobnaraem MMHMMYM U XopaTa C MUHUManHM paboTHM 3annaTtu nnawar
cbwo 10 % AaHbK Bbpxy goxoaute cu. bu 6uno nobpe Han-6egHuTe aa ca ocsoboaeHu ot
JaHbk obl, goxod, a Haw-6oraTuTe ga nnawaTt Mno-BUCOK AaHbK. BbBexgaHeTto Ha
NPOrpecrMBHO MNOAOXOAHO obnaraHe 6M OoBeno A0 MO-CrlpaBeanuBO pasnpeneneHve Ha
AaHb4YyHaTa TEXECT U yBeNnnyaBaHe Ha JoxoauTe Ha Han-6egHuTe.

CTumynupaHeTo Ha npegnprMemadecka nHumnaTBa 3a Cb3gaBaHe Ha OMbIIHUTENHA
33€TOCT W TMOBULUABAHE HA >XWU3HEHUSI CTaHOapT M3MCKBAT HeobxoouMma ObpXXaBHa,
aAMWHUCTpAaTMBHA, KOHCYNTAHTCKa M Op. Nogkpena 3a ngeHTuduunpaHe Ha Bb3MOXHOCTUTE
N HULWLIMTE 3a nogobHa BusHec peanusauus Ha nuuarta. [penopbyYnuTENHO € BHMMaHWETO Aa
Ce Haco4M KbM Cb3[laBaHe Ha YCroBMs 3a YCTOMYMB BM3HeC, MHOOPMMPAHOCT 1 NoBULLABAHE
Ha KynTyparta Ha xopaTa u 61M3Heca OTHOCHO U3MEHEHMETO Ha KNiMMaTta 1 3aMbpCcsiBaHETO Ha
OKOINHaTa cpefa, KakTo U BbBEeXdaHe Ha CBbp3aHaTa C TOBa Heobxoauma Mno-ctpora U
edekTnBHa perynaums. Heobxogmma e oyHKLMOHMpaLla cuctema 3a pasgenHoTo cbbupaHe
Ha oTnagbuK, TAXHOTO PeLMKIIMpaHe 1 ONoi30TBOPSBaHE.

Ot nnaHa ce o4akBa Aa ObAe Haco4eH KbM HOBU Bb3MOXHOCTM M Aa OONpuUHece
MKOHOMMKATa [Oa CTaHe Mo-ycnewHa, WHOBATMBHA, 3erieHa, MoAepHa, KOHKYpEeHTHa W
eeKTMBHO M3Mon3Balla pecypcuTe, C iCHa BU3WS U CTpaTerus 3a yCTOMYMBO pasBuUTME U
Obaelue.

3akntoyeHune

KaTto ocHoBeH n3BoA ce ovepTaBa (hakTbT, Ye Abp)KaBaTa rybu HaceneHue c BCsKa
NU3MMHana rogmHa, Koeto ce sBsiBa ronsam npobnem. OcBeH ToBa HaceneHWeTo 3acTapsBsa.
MporHo3nTe coyaT, Ye Tasn HeraTMBHa TEHAEHUMSA Le NpoAbiikaBa Aa ce 3aabnboyaBa B
O6baewe M HaceneHneto Ha bBbnrapus we Hamanee ApacTM4HO. AHaNU3bLT MOKa3Ba, 4e
npoLechT Ha u3vesBaHe Ha GbNrapuTe KaTo Hapoa M Ha AbpXaBaTa bbnrapusa ce yckopsiea.
CepunosHocTTa Ha npobnema ce Hernmxkupa, He ce obpblla HEOOXOOMMOTO M OOCTaTbYHO
BHMMaHMe Ha TemaTta. He ce paboTtn edeKkTMBHO B MOCOKa nNpeanpuemMaHe Ha ChneLuHw,
afekBaTHU N edPeKTMBHN OENCTBUA 3a cnpaBsHe ¢ npobnema n obpbluaHe Ha HeraTuBHaTa
TeHaeHuus. MHoro HaceneHu mecta ce obesnogsaBaT 1 U34e3BaT OT kapTaTa Ha bbnrapus.
CrtpaHaTa TpsibBa Aa HacouYn BHMMaHMETO B pa3BMTUETO Ha BCUYKU pervoHn. B momeHTa e
Hanvue nonsipusaumsi - CTPYMNBaAHETO Ha HACENEHWETO WU PasBUTMETO Ha PEernoHuTe e
KOHLEHTPUPAHO B roriemuTe rpagose. MNonoXeHMeTo B Marnknute HaceneHn Mecta e TBbpae
HEe3a4o0BONMTENHO B AeMOrpadCcko, CoLManHo U MKOHOMMUYECKO OTHOLWEHMEe. ToBa ce oTHacs
00 ronsima CTeneH 1 3a ronemuTe rpagoBe, KakTo 1 3a cTpaHaTta kaTo uano. Heobxogmma e
nobpa cTpaTerms um nnaH 3a pasBuMTME, KOMTO Aa [oBedaT L0 KenaHuTe U OYaKBaHu
pes3ynTaTtu, KOeTO € B pbLETe U Bb3MOXHOCTUTE Ha ynpaBrsiBalLmTeE.

MN3TO4YHMK Ha pgaHHUTe: HaumoHaneH ctaTucTnyecku NHCTUTYT
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MakcumunsnpaHe Ha nevyanodaTta npu efleKTpoHHaTa TbProB1A B pe3ynTaT Ha
OeTausrieH c4eToOBOAEH aHanus
Becenuna Monoscka'

Pe3rome: pe3 nocnegHoTo gecetunetve B bbnrapus enekrpoHHaTa TbproBusi NOCTENEHHO
paswunpsiBa CBOETO NPOsiBNEHME KaTo CTONaHCKM npouec. Bce no-ronsima yact ot pypmute
narpaxgat 6msHec mogenu, 6asmpaHy Ha MpexxoBaTa KOMYHUKALMS C KITMEHTUTE CW.

onsiMa YacT OT OHNaWH cOenkuTe OT CBOS CTpaHa Ce xapakrepuaupaT C MexayHapoOHo
nposiBNeHne, KOeTo nopaxaga Heobxo4MMOCTTa OT U3rpaxkaaHe Ha NoaXOoAsLN MoAenn, KOUTo
Ja oTpasaBaT BCUYKM TEXHU CneumduKkn, KOUTo ca BaXHU 3a (pUpMeHus MeHWIKMBHT. Ha
npakTuka ToBa Ce MOCTUra 4Ypes aHanUTUYHO NpeacTaBsHE Ha CTOMaHCKUTEe onepauuu,
CbINACHO OCHOBHM TEXHWU OTNNYMTENHN Benesn.

MpaBunHata knacuduvkaums Ha caenkute, CbobpasHO rpynupaHeTo MM MO OCHOBHM
pasrpaHUYmMTENnHN NpU3HauM e OT pellaBallo 3HayeHMe 3a Bb3MOXHOCTTa 3a AeTauneH
aHanuM3 Ha npuxoauTe W pasxoauTe, KOUTO [pYXecTBOTO reHepupa. OT gpyra cTpaHa
NpaBUITHOTO CTPYKTypUpaHe Ha CAernkuTe crnocobCTBa 3a CbMNOCTaBAHE Ha AaHbuYyHUTE
3a0bIDKEHNSA, MNPOM3TUYALLM OT NPUNOXUMUTE pasnopendbun, KakTo Ha eBpOnenckoTo
3aKOHO4aTEemNCcTBO, Taka CbLUO W Ha OencTeawiuTe perfiameHTM 3a OCblUecTBABaHe Ha
TbProBcka AENHOCT B TPETU CTPaHU UNn TEPUTOPUN.

Bb3MOXHOCTTa 3a aHanuM3 Ha pa3xoauTe M NnaTeHuTe 3aablihkeHus 3a AaHbk gobaBeHa
CTOMHOCT MNPV OHMaWH CcAernkuTe cnomara 3a OpueHTUpaHe Ha Ou3Heca KbM nasapHu
CErMeHTU, B KOUTO CHLOTHOLLUEHNETO MeXAy peanuanpaHn NpMxoau 1 HamnpaBeHu pasxoaun e
Han-ronsmMo, KaTo 3aefHO C TOBa Ce OTYMTa U pa3mepa Ha AaHbyHOTO obnaraHe no AAC B
CbOTBETHaTa AbpKasa.

KnroyoBu aymun: enekTpoHHa Tbprosus, CHeTOBOAEH aHanuns, AaHb4yHO obnaraHe

JEL: H2

E-commerce Profit Maximization as a Result of Detailed Accounting Analysis
Veselina Popovska?

Abstract: In the last decade in Bulgaria, e-commerce is gradually expanding its manifestation
as an economic process. An increasing number of companies are building business models
based on network communication with their customers.

A large part of online transactions, in turn, are characterized by an international manifestation,
which gives rise to the need to build appropriate models that reflect all their specificities, which
are important for company management. In practice, this is achieved through an analytical
presentation of business operations, according to their main distinguishing features.

The correct classification of transactions, according to their grouping by main distinguishing
features, is of crucial importance for the possibility of a detailed analysis of the revenues and
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expenses that the company generates. On the other hand, the correct structuring of the
transactions helps to compare the tax obligations arising from the applicable regulations, both
of the European legislation and also of the current regulations for carrying out commercial
activities in third countries or territories.

The ability to analyze costs and paid obligations for value added tax in online transactions
helps to orient the business to market segments in which the ratio between realized revenues
and incurred costs is the largest, and together with this, the amount of taxation on VAT in the
respective country.

Key words: e-commerce, accounting analysis, taxation

JEL: H2

BbBegeHue

OHnanH TbproBusTa MOCTEMEHHO 3aeMa Bce MO-ronNaM AAn B nasapHuTe
B3aMMOOTHOLLEHUS HA UIKOHOMWUKUTE B CTPaHUTE MO Lenust CBAT. B cunHo passutute gbpxasu
kato CALL oHnavH nasapyBaHeTO e npegnoyMTaHo oT noTpebutenuTte, nopaau ABeTe Cu
OCHOBHUV NPeanMCTBa - CNecTsiBaHe Ha BpeMe U Bb3MOXHOCT 3a U360p OT LUMPOK aCOPTUMEHT
NpoAyKTW. 3a Te3n AbpKaBU € XapaKTepHO OHMaWH pasnnalaHeTo ¢ AeOUTHU U KpeanuTHU
KapTu.

B cpaBHeHue ¢ Tax npegnovvMTaHuaTa Ha notpebutenuTte B bbnrapua ga nasapysaTt
OHNaMH e no-orpaHnyeHo. TeHaeHuusATa obaye e Te3an Harnacu ga ce NPOMEHAT B MOCOKa
NOBULLEH MHTEPEC KbM OHMamnH caenkute. HensbexHo cbbutnsaTa OoT cBeTOBHaTa naHgemus
C KOPOHaBMpYyCa ce OTpasnxa CTUMYNMpaLLo Ha eNEKTPOHHATa TbproBUs KaTo anTepHaTUBEH
Ha4YMH 3a OCbLUECTBSIBAHE Ha TbproBcka AEVHOCT 3a ronsiMa 4act oT cdepute Ha GusHeca.

Bb3MOXHOCTTa 3a OoCbllecTBABaHE Ha CAEnkM B CBETOBEH Mallab npaBu OHManH
TbproBusiTa npvenekarenHa OusHec cpepa, KakTo 3a MHOro ctapTupawmuTte upmn, Taka
CblWO M 3a Beye QyHKUMOHMpaWM npeanpuatva. EnektpoHHata TbproBusa cnocobcTBa
peanusaumsita Ha NpPoayKTU Ha MeXAyHapoAHWUTe nasapu, KOUTO Ce OTnM4aBaT, KakTo Mo
OTHOLLEHNE Ha CBOETO NoTpebuTencko TbpceHe, Taka CbLO M N0 NaTexocnocobHoCcTTa Ha
noTpebuTtenuTe Ha nasapa.

Cb3gaBaHeTo Ha ycneweH 6OusHec mogen, 6asvpaH Ha OCbLECTBSABAHETO Ha
eNeKTPOHHA TbProBUS € CIIOXEH NPoLEeC, KOMTO U3NCKBA KakTo pa3paboTBaHe Ha nevenvBLl
OGuM3Hec nnaH, Taka CbLLo 1 Jobpn No3HaHUA B cdepata Ha MHPOPMALMOHHUTE TEXHOMOTMN.
OHnariH cpegaTta e MHOro AMHamMu4Ha M TOBa Hanara OTAensiHe Ha HeobxoaMmMoTo BpeMe 3a
peknammpaHe Ha pypMeHuTe NPoAyKTM M nogobpsBaHe Ha KOHKYpEeHTOCMoCOBbHOCTTa cpefn
OoCTaHanuTe y4acTHMUM Ha na3sapa.

CueToBOAHMAT aHanM3 OT CBOS CTpaHa ocurypsiea HeobxogumaTta nHdopmauus 3a
pasvepa Ha Beve peanuavpaHuTe Mpuxogu, pasxogu, KakTo M KakbB € pe3yntarbT OT
OENHOCTTa, KOMUTO ca OT 3Ha4yeHWe npu B3EeMaHETO Ha YNpPaBIIEHCKUTE peLUeHus.
N3knioumTenHo BaxKHO e Aa ce u3rpaam npaBuriHa Knacmgukaumsa ¢ aHannTMyHo npeacTaBsHe
Ha cOenknte, KOUTO MMAaT CXOAeH Xxapaktep. ToBa cnocobcTBa 3a OpuMEHTMpaHe Ha
cTonaHckata AEeVWHOCT KbM MasapHW CEerMeHTW, KbAeTO APYXKECTBOTO OT4MTa MakcumanHa
nevyan6a.

AHanus Ha npuxoguTe OT NpoaaXou
3a oHNnanH caenkuTe e HeobxXxoauMO aHanM3bLT Ha Npogaxbute aa ce M3BbpPLLUBA B B
OCHOBHW HanpaefeHus:
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[MbpBOTO HanpaBesiHMe € CBbpP3aHO C reorpadckua  akTop, CbrflacHO KOWTO
npogaxoute TpabBa ga 6baaTt pasrpaHMYeHmn No AbpXKaBuUTe, B KOUTO C€ HaMmpaTt KpamHute
notpebuTtenu Ha ctoknte. OCHOBHOTO NPEAUMCTBO Ha OHMavH CAENKUTE € A0CTbNa A0 LWMPOK
Kpbr KyrnyBa4iu, KOMTO M3NM3aT OT paMKUTE Ha HaunoHanHaTta H1 eguHuua. Besika abpxasa ce
Xapaktepuampa C pasnvMyHa CTeneH Ha NnaTexXocrnoCOOHOCT Ha MOTEHUMANHUTE KITMEHTW,
KOETO MpaBu Bb3MOXHO peanun3vpaHeTo Ha NPOAYKTM Ha pasnuyHu LeHu. B Tasm Bpb3ka
BOAELLO 3a npeanpveMadmTe € HacOYBaHeTO KbM Ma3apHuW CEerMeHTW, KbAeTO NpoAayKTuTe
mMoraT ga 6baaT peanusvMpaHu Ha No-BMCOKA CTOMHOCT. M0 TO3M HauuMH reHepupaHeTo Ha
npuxoanTe ce yBenuyaea, KOeTo € M OCHOBHaTa Lien Ha Bcsika cTonaHcka genHoct. OT gpyra
CTpaHa Kkorato dupmarta pasnonara C KIMEHTCKM MOTOK B JajeHa ObpaBa, Moxe Aa
npegnpuemMe enNHOCTU MO CbXpaHEeHMEe Ha CTOKM Ha CKIaf Ha Ta3u TepuTopus, 3a 4a ocurypm
HaBpeMeHHa JoCTaBKa Ha CBOUTE NMOPBYKM.

BTopoTo HanpaBneHue 3acsdra KaHanuTe 3a peanusaunsa Ha NpPoayKTUTe, Ypes KoUTo
ce nocTura Bpb3kata mexay npogasadnte n kynysauute. [lpogaBaybT Mma Bb3MOXHOCT 3a
n3bop namexay ABa BapvaHTa 3a pasnpocTpaHeHne Ha NPoayKTUTE CU - eONHUST € CBbp3aH
C pa3paboTBaHeTO Ha COBCTBEH CanT, Npe3 KOMTO e ce 06sBABaT CTOKMTe, a APYrUAT Kacae
n3non3BaHeTo Ha yeb nnaTgopmu, KOMTO AonyckaTt npoaaxbu Nnpes TeXHNTE canToBe cpeLly
3annalliaHeTo Ha KOMUCUOHHN.

Npun enekTpoHHaTa TbProBus peKkNnamHUa akTop € ¢ NPUopUTETHO 3Ha4veHne. Korato
npoAayKkTa OOCTUrHEe OO0 NO-ronsiM Kpbr noTpebutenu, Bb3MOXHOCTTA 3a peanusvpaHe Ha
npogaxbu HapacTBa. Ha mexayHapoaHuTe nasapu Beve uma yTBbpaeHu yeb canmtoBe 3a
OHJTalH TbProBUs, KOUTO Ce XapakTepmampaT C NOCELLEeHNA Ha MUITMOHN NoTpebuTenu no usan
cBAT. Bb3 0cHOBa Ha ToBa nNpegnoYnTaHusaTa Ha NpogaBaynTe ca CBbpP3aHu MMEHHO C ngesTa
3a obsBsABaHe Ha MNPOAYKTU MO TO3M HAYMH 4Ype3 Cb3AaBaHEeTO Ha (MUPMEHW akayHTW.
M3non3eaHeTo Ha COBCTBEHW CanWTOBE OT CBOSI CTpaHa M3UCKBA BraraHe Ha 3Ha4uMTeNHu
cpefcTea 3a peknamvpaHe Ha NpoayKTuTe ¢ uen A0CTUraHeTo UM Ao No-mpoka ayautopust.

AHanus Ha pa3xoguTe

Pasxoaute 3a npogaxobute OCHOBHO Ce CBbpP3BaT C M30paHUSA Ha4YMH 3a peanusauus
Ha npogyktute. Kakto Beve belle pasrnegaHo oHNnanH npogaxbure moraT Aa ce M3BbpLluBaT
npe3 coOCTBEH CalT UM Ype3 BbHLUHM OHMarH nnatgopmu. B 3aBMcMMOCT OT ToBa ce npasu
N pasrpaHnUYeHne Ha pa3xoguTe, KOMTO OPYKECTBOTO OTYUTA.

Mpn n3nonssaHeTo Ha COGCTBEH CalT OCBEH MbpPBOHAYaNHUTE pasxoam No HeroBoTo
Cb3gaBaHe ca Hanuue v nocnefpally TakmBa 3a TEXHMYECKa nogapbkka U onTUMmusaums.
3aeaHo c ToBa ce nopaxga u HeobxoaMMoCTTa OT OCUrypsiBaHe Ha Bb3MOXHOCT 3a OHManH
pasnnawaHna ¢ AebuTHM M KpeouTHW KapTu OT CTpaHa Ha KynyBauuTe. ToBa cTaBa
NPUAOXNMO Ype3 U3MNON3BAHETO HA BBbHLUHW YCNYrn 3a BUPTYanHW NOC TEPMUHANM, KOUTO
obpaboTBaT OHManH pasnnawiaHuaTa ot knneHtute. OTCHLCTBMETO Ha TakMBa YCIOXHSABA
Lenus npouec Ha npodaxobuTe, Tbil KaTO HE Cb3aaBa yoobCcTBO 3a noTpbuTenuTe.

Mpun 0b6siBABaHETO Ha NPOAYKTM Npe3 BbHLUHW NIaTOoOpMM HE ca Hanwvue pasxoan 3a
copTyepHaTa nogapbxka Ha canta. Tyk obade ce 3annailiat KOMUCMOHHM 3a ycrnyrata no
npegocTaBeHaTa Bb3MOXHOCT 3a OHMavH npogaxbu. KomucmoHHuTe ce dopmupaT B
3aBMCUMOCT OT peanuanpaHuTe npoaaxoum 1 TeXHUA pa3Mep € pas3nuyeH 3a oTAernHuTe
dupmn, npeanarawn Te3n ycnyru. AHanu3npaHeTo Ha NpUXoamMTe, KOMTO ce reHepupat oT
AafeH canT, 3aefQHOo C nNnaTeHuTe pas3xogu 3a KOMUCUOHHM cnocobCcTBa 3a onpedensiHe Ha
eEeKTMBHOCTTa OT W3MOSI3BAHETO MY.
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Mpn ocbluecTBSABAHETO Ha OHMaWH TbProBUst B MEXOYyHApOOEH nfaH B MOBEYEeTO
cnyyam cCblUecTByBa M HeobGXOAMMOCTTa OT M3MOSM3BAaHETO Ha CYETOBOLAHM YCIyrn OT
YyXXgecTpaHHU nuua nnn doupmn. B Hain-ronama cteneH Te ca CBb3aHuM C U3UCKBAHETO 3a
AaHbyHa pernctpauusa no O0C B gpyra abpxasa uneHka Ha EC, kakto n ¢ nogaBaHeTo 1
nrawaHeTo Ha NPOM3TEKNUTE AaHbYHW 3a4b/KEHUS BbB Bpb3ka C OCblUECTBsBaHaTa
JEeVHOCT.

AHanus3 Ha 3agbmKeHusiTa No AaHb4Ho obnaraHe c AAC

EnekTpoHHaTa TbproBusi Ce xapakTepusnpa CbC CneumpunyHo gaHbyHO TpeTupaHe
KaKTO cbrnacHo pasnopendute Ha 3akoHa 3a gaHbk gobaBeHa CTOMHOCT, MPUIOXUM Ha
TepuTopusiTa Ha bbnrapus, Taka CblLO M NPU CNa3BaHETO Ha eBPOMNENCKUTE pernameHTy,
Kacaellm OHNanH caenkure.

Mpopaxbu Ha TeputopusaTa Ha EBponenckusi cbro3, npunaramku cneuuaneH
pexum no AAC

Ot mecel tonun 2021 roguHa Ha TepuTopuaTa Ha EBponenckmst Cbo3 e NpunoXnm HoB
cneunaneH pexum no A0C - pexum B Cbto3a, OTHaACALL Ce 40 ANCTAHLMOHHUTE Npodaxom Ha
CTOKWN MEXAY pasnuyHu AbpXaBu YneHkn Ha EBponenckns cotos. MNMpunaraHeTo My no3eonsisa
N34MCNsiIBAHETO M NMallaHeTo Ha JaHbYHUTE 3a4bIDKEHMS 3a BCUYKN ObpXaBW YneHKn aa ce
M3BbpLUBA €OMHCTBEHO KbM TepuTOopuanHata gupekumss Ha HauuoHanHata areHums no
npuxoante. PeXMMbT € M3BeCTeH KaTo pernctpaumst Ha OSS, T.e pernctpaumsi Ha eaHo ruwie
B ObpXaBaTa uneHka no unageHtudpukaums. HAIT oT cBos cTpaHa noema nocnegsallaTta
OTFOBOPHOCT 3a pasnpefensHeTo Ha nnawaHnata KbM  YyXXOeCTpaHHUTE MNPUXOAHU
agMuHucTpaumn. Ha 6asa Ha Te3nm HOBWM npaBusia CTOMAHCKUTE onepauuun, 3acsaralim
pasyeTHUTe oTHoweHua no AAC Tpabea ga 6baoaT aHaNUTUYHO NPEeACTaBEHU MO AaHBYHU
CTaBKM Ha ObpKaBuTe, B KOUTO APYKECTBOTO OCbLLECTBSABA TbproBcka AENHOCT.

Bcsaka abpxaBa 4neHka MMa pasnuyHa cTaBka Ha obrnaraHe u Taka Hanpumep ako
efHa npogaxba e ocblecTBeHa B JllokceMbypr 4aHBbYHOTO 3aabikeHue we 6vae 17% ot
CTOMHOCTTa Ha npopaxbarta, HO ako MOoTpebuTens Ha cTokata ce Hamupa B YHrapus
3agbmkeHneto no OOC, koeto Tpsbea ga O6bae 3annateHo € B pasmep Ha 27% ot
npogaxHarta ueHa. Bbnpekn ye gaHbyYHUTE 3a4bIDKEHUS HAMAT NPSAKO OTPaKeHWe BbpXy
dmHaHCoBUSA pe3ynTaTt Ha doupmaTa, TEXHUSA pa3Mep CbLLO € OT BaXHO 3Ha4YeHne, Tbil KaTo
Te ca AbIDKMMU KbM CbOTBETHUTE JAHBYHN aaMUHUCTPALIUN.

Mpopax6u Ha TepuTtopunaTa Ha EC ¢ Hanu4Hu yyxxpectpaHHu [10C Homepa

OcbluecTBsIBaHETO Ha MeXayHapogHa AeWHOCT nossonsiBa M oTkpuBaHe Ha OC
HOoMepa B ApyruTte obpxxasu YneHkn Ha EC. Toea ctaBa dakT, korato pupmarta He nsbepe ga
npvnara pexum B Cblo3a UM OCbLLECTBABA CAEMKM Ha Te3n TepuTopuu, KOUTO U3UCKBAT
3agbkuMTeNHa gaHbyHa permctpauus. Hanvyaneto Ha A0C Homep B gpyra AbpxaBa YneHka
OT CBOSl CTpaHa € CBbp3aHO C HEOOBXOAMMOCT KakTO OT NMpunaraHeTo Ha AaHbyHaTa CTaBka B
CbOTBETHaTa AbpXaBa, Taka CbWO Hanara v nogasaHe Ha [OAC peknapauum KbMm
YyyxxaecTpaHHaTa aHbyHa agMuHMcpaums. ToBa ce NocTura Ypes U3non3BaHeTo Ha ycnyrute
Ha Yy)XaeCTpaHHM CYETOBOOHU CNEeLnanmncTu.

Mpopax6bu B TpeTn CTpaHu Unu TepuTUpumn
Korato ce wusBbplBaT npogaxbw wu3BbH Teputopuata Ha EBponenckus Cblo3
3aKOHOBUSA MMMNepaTuB npenBwkaa obnaraHe ¢ Hynesa ctaska no OOC. Teau cpoenkm e
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nogxogdwio na 6baar obocobeHn M aHanNUTUYHO pasrpaHNYeHn OT OcTaHanuTe B
CbOTBETCTBUE C JAHBYHOTO MM TpeTUpaHe.

3akno4yeHune

Pa3BuTnMeTo Ha WMHOPMAUMOHHUTE TEXHOMorMn crnocobcTBa BCE MNO-LUMPOKOTO
pasnpocTpaHeHne Ha enekTpoHHaTa TbproBus. OCbLLECTBABAHETO N € CBbP3aHO KaKkTo C
HanMYMEeTO Ha NOAXOASLL XapAyepPeH Pecypc, Taka CbLUO U C M3MON3BaHETO Ha ONpeaeneHn
COPTYEPHU MPUNOXKEHUS.

ETanbT Ha cTapTupaHe Ha nogobHo BrM3HeC HaunHaHWe e CBbP3aH C pa3paboTBaHe Ha
neyenusew 6usHec mogen 4ypes3 m3bop 3a npogaxkba Ha NPOAYKTWU, KOUTO Ca TbPCEHU OT
notpebutenute. 3aegHO C ToBa npoAaBavybT TpsibBa Aa npuTexaBa M HeobxogumuTe
NO3HaHWSA B UHPOPMALIMOHHMS CEKTOP.

Mpn Beye wu3rpageH n yHKUMOHMpaLW, Ou3HEeC aHanuM3MpaHeTo Ha npuxoguTe,
pasxoouTe U AaHbYHWUTE 3a4bIDKEHWS, pasnpedenHn cbobpasHO XapakTepa Ha caenkuTe
AaBa Bb3MOXHOCT 3a onpeaensiHe Ha edeKkTMBHOCTTa OT NpunaraHeTo Ha KOHKPETHUTE
MeToam 3a npogaxoa.

OHnavH cpenkite moraT Aa ObAaaT M3BbPWBAHM B PasnuMYHM ObpXaBu, KaTo
€0HOBPEMEHHO C TOBA Ca Hamnuvue W pasnuyHu CpeacTBa 3a peanu3aums Ha nNpoaykTuTe.
MexayHapoaHOTO UM MPOSIBIEHWE OT CBOSA CTpaHa Hanara W npuraraHeTo Ha pasfnyHu
AaHBYHN HOPMW, KOUTO ONpeaensaT pasMmepa Ha obnaraHeTo ¢ JaHbK AoOaBeHa CTOMHOCT.

CuyeToBOAHMAT aHanM3 Ha BeYe NoCTUrHaTuTe pesyntati gaBa Heobxogmmara Hacoka
32 NasapHUTE CErMEHTU, B KOUTO APY>KECTBOTO NMOCTMra CBOUTE Han-gobpu pedyntartu, kaTto
€HOBPMEHHO C TOBa NOCOYBa M pecypca, KONTo Tpabea Aa 6Gbae oTAeNeH 3a NOKpMBaHe Ha
NPOU3TEKNNTE OAHBYHU 3a4bITKEHMS.
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»AN3anH MUCNEeHeTO" B AUrNTaNIHUA CBAT: YCNELHN NPaKTUKU
lepraHa Konesat

Pestome: CbBpemMeHHUTE OpraHusaumMmM yMULLSIEHO BKIKOYBAT B Mpoueca Ha B3eMaHe Ha
peLLeHnsa notTpebutenute, 3a KOMTO Cb3gaBaT HOBWU NPOAYKTU, YCIYrM UNN NPEeXmnBSBaHUS.
ToBa e uenTa 1 Ha nogxoaa ,An3ariH MUCNEHe" - Aa cnocobCTBa 3a OTKpMBaHE Ha TEXHUTE
noTpebHOCTM 1 yOOBNeTBOPsABAHETO UM. beanpeLeneHTHUAT ycnex Ha To3n noaxon ce Kpue
B eMnartusTa, NpoTOTUMNUPaHeTo, TeCTBAaHETO U uTepauusita, KaTo LenTa ca WHoBaUuwu,
yOOBMNETBOPSBALLM HEOCb3HATUTE HYXAW Ha xopaTta. CbyeTaBaHETO Ha EKUMHU YMEHUs

OTKMNIOYBA KpeaTMBHOCTTA UM TOBa € KIIYbT KbM YycCnexa Ha Au3aiH  MUCIEHETO.
Bb3gencTtBMETO My € pasnMYHO MNpM BCSKA WMHOYCTPUS, HO CTpaTerndyeckyn nomara Ha
OpaHaoBeTe fa npegnaraTt No-kayecTBEHW NPOAYKTU U YCIyrn OT Te3n Ha KOHKYPEHTUTE CMu,
OCHOBHO B AUrUTanHusi cBAT.

KniouyoBn pymu: auvsaiiH  MUCNeHe, WHOBaUMM, TEXHONOrMYHa MpPOMSsiHA, KIMEHTCKO
npexuBsiBaHe, AUrnTanHn npoaykTu

JEL: O31

Design Thinking in the Digital World: Successful Practices
Gergana Koleva?

Abstract: Modern organizations intentionally involve the users for whom they create new
products, services or experiences in the decision-making process. This is also the goal of the
"design thinking" approach - to contribute to the discovery of their needs and their satisfaction.
The unprecedented success of this approach lies in empathy, prototyping, testing and iteration,
with the goal of innovating to meet people's unconscious needs. Combining team skills unlocks
creativity and is the key to design thinking success. Its impact is different for each industry, but

it strategically helps brands offer better products and services than their competitors, mainly in
the digital world.

Key words: Design thinking, Innovation, Technological change, Customer experience, Digital
products
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AKO CTpeMexbT Ha KOMMaHuuTe € KbM Cb3faBaHe Ha MWHOBaUMM U KbM
yAOBMETBOPSABAHE Ha XenaHuaTa Ha KIMeHTUTe, B Ha4anoTo npunaraHeTo Ha nogxoaa 3a Tsx
e Npean3BMKaTencTBo. Taka € 40 MOMEHTa, B KOUTO TO3M Ha4uH Ha paboTa, onTMMU3MpaH oT
AnsariHa, ce Brpagm B OpraHnsaumMoHHaTa KynTypa u cTaHe HauuH Ha MmucneHe u pabota 3a
BCEKW B OpraHusaumara.

C nomowita Ha IM pasnuyHuTe KOMNaHum morat Aaa nogobpat GusHeca cv B pasnuyHu
HanpaBneHusi, BKMIOYUTENHO AUrUTarHO, Kato C Hero Aa pasHoobpassaT npoayKTute u
YCbBbPLUEHCTBAT YCnyrmte cu, fa usrpagart upmeHa cTpaterys 3a MOTUBMpPaHe U
obyyaBaHe Ha CRNyXuTenute cu, KakTo U a NpuBAvyaT HOBM KIMEHTU unu no-gobpe aa
npounupar KNUeHTcKkaTa cv1 aygutopust.

KbM MOMEHTa MHOXEeCTBO KOMMaHuu npomeHat ¢ OM cBoAT HauuH Ha paboTa,
aurnTtanHa Buaus u npoayktn, 6e3 3HayeHue B kosi cpepa ce passmBa AenHocTTa M. Bbe
Bpb3Ka C HacTosLwaTta nybnmkaumsi e HanpaBeHo 3aabn604YeHO NPOyYBaHe Ha HAKOM YCNeLHN
NPakTUKM Ha KOMMNaHWW B M3Non3BaHeTo Ha noaxoda M, KoMTo e foBen A0 MbIHOTO UM
npeobpassBaHe M OO0 NocTuraHe Ha 3abenexutenHu pesyntaTn, GnarogapeHue Ha Hero.
PasrnepaHu ca HakpaTko Hag ABafdeceT KoMMnaHuv, NpeacTaBUTeNy Ha YeTmpu obnactu ot
MKOHOMMKaTa, MNpeTbprnenu pesonouua 4vpe3 npunaraHeto Ha [OM B cb3gaBaHeEToO Ha
OurnuTanHuTe cu NPOAYKTU.

»An3anH mucneHe” — cpasun Ha npoueca npes npuamMarta Ha AUrMTanHUTe ycnyrm

OT npoy4yeHaTa MHOpMaLMa W pasrnegaHuTe NPakTUKM yCTaHOBSBaMe, 4Ye Hau-
N3BECTEH M NpunaraH B NpakTukata € moaensT Ha npoueca M, hopmynupaH B neT eTana,
kouTo HWM gasaT CtaHdopackusa yHusepcuteT - D.school (MHcTuUTyT no gusanH) n IDEO
(AmMepuKkaHCcka Ou3anHepcka W KOHCynTaHTcka dmupma). Ton ctapTvpa B nbpBaTa ¢pasa C
n3siBeHa emrnamusi W OTKpMBaHe Ha npobrnema, KOWTO ce YyCTaHOBsiBa MOCPELCTBOM
BHMMATenHO HabngeHne Ha nNpsko 3auHTEPEeCOBaHUTE CTpaHW, [OO0KaTo YrpaHaBaT
paboTHata cu OerWHOCT (Hanpvmep) B pearnHu YCroBuS M C XXenaHve 3a B3anMOMOMOLL.
CbbpaHaTa WHopMauMa OT NbpBOHAYaNHUTE WHTEPBIOTA M HAOMOAEHUS MOXe Aa ce
cucTematvavmpa B OUrMTanHy MNpuioxeHus 3a O6bp3 AocTbn M npodunupaHe. Ta e
Heobxoauma BbLB BTOpaTa dpa3sa, KbAeTO XeTePOreHeH ekmn g 0OMUCIA 1 pasnckea C BCUYKM
Aetannu, 3a ga onpeaeny MbpBOMPUYMHMTE 3a NOSBUNIMTE Ce HyXau KU aa degbuHupa
OonesHeHNTE TOYKM U npobnema, kouto TpsbBa Oda ce pewart ¢ gurMtanHa WHoBauus
(Hanpumep). B TpetaTta ¢pasa Ha npoueca CMeceH ekun OT CneumanucTu UHTepnpeTupa
3HaHUS OT pasnMyHUTE CU chepyn Ha OENHOCT, 3a Aa reHepupa MHOro Ha Gpon udeu wn
cLueHapuu 3a paspeLlaBaHe Ha KOHKpeTHUSA npobnem. ToBa faBa Bb3MOXHOCT 3@ MakCMMarnHo
LUMPOK KPbI peLleHnsi, MHOro OT KOMTO HECTaHAaPTHM N HeOYaKBaHW KaTo pe3ynTarT.

Cnep ob6cwxaaHusATa n npunaraHe Ha pasnuyHu MHCTPYMEHTM Ce JaBa NPeMyLLLECTBO
Ha edHa OO YeTupu OT pasrnegaHuTe naen, Ha KoMTo B YeTBbpTaTa pasa Ha npoueca ga
©baat uspaboteHn npomomunu. HTerpmpaT ce noxeaTtu OT APYrY OUCUUNIMHK, 3a ga ce
Cb3gagaT HUCKOBKOMKETHM NPOTOTUNM — AUTUTANHU NPOAYKTU, OCe3aeMn BU3yanusaumumn unm
dunsnyeckn makeTun, KOUTO Aa MaTepuanmanpaTt oT4acTi Unm n3usano n3bpaHute naev 4o BUA,
B KOMTO Aa ObaaT TecTBaHM B peanHa cpega. Metata drasa Ha npoueca e MHOro xapakrepHa
3a Hero 1 BKIIOYBaA UTEPATMBHO mecmeaHe, KOETO Ce U3BbpLUBa OT NPEeKUTe NonssaTenn Ha
noesTa, Tean KoMTo ca HabnogaBaHu B HavanoTo. ToBa e Taka, 3al0To MMEHHO Te ca B
CbCTOSIHWE peariHo Aa YCTaHOBAT AOKOSKO TS B AENCTBUTENHOCT paboTu 1 pelwlasa npobnema
uMm. B Tasm dasa Ha npoueca ce ekcnepumMeHTMpa YCUneHo, BraraTt ce n3obpeTtaTenHocT u
KpeaTUBHOCT npu Obp3uTe NOBTOPEHWUs 3a TbpceHe Ha rpewkn. OT cBOs CTpaHa Te
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CBOEBPEMEHHO 1 6bp30 GMBAT OTCTpaHsBaHU 40 NPOBEXAaHEeTO Ha MOBTOPEH TECT, OTHOBO C
npuapyxaBalla 3acurieHa KOMyHuKkauusi ¢ notpebutenute. MpoTOTUMBT U OCHOBHUTE MY
efieMeHTV ce TpeTupaT BbB B3aUMOAEWNCTBME, a He B M3onauusi, 3a ga Ce OCbLLECTBM
MHOFOCTPaHHOTO pasrfexaaHe U HammMpaHe Ha MHoro oTroBopu. LlenTa e aa ce gocturHe ao
KPUTMYHO BaXkHa BU3HeC MHopMaLms oLLe Npeaun Aa ce NPUCTBLMNM KbM NasapHa peanusauums
Ha ugesTa - guruTaneH NpoayKT UMK ycnyra, Hanpumep.

Mo TO3M HauMH OCBLLUECTBEH W C AUrMTanusMpaHe Ha HAKOM OT AelHoCcTUTe B
npunaraHeTo Ha npoueca [JM, pe3yntaTtbT OT HEro B MbTW HaMarnsiBa pucka oT BbBEXAaHETO
Ha MHOBALMW B peanHu YCroBWsi, 3allOTO Te ca NpeaBapUTENHO NMPOYYEHU U TECTBaHW,
CbOo6pa3sHO HYXONTE U O4aKBaHUSITA HA TEXHUTE NOTPebuTenu.

»u3alH mucneHe” npu duaumanu3supaHe Ha deliIHocmume e MeduyuHama

CoblectByBaT HAKOMKO CTapTbha, KOMTO M3non3eat MHGOPMauusA, CBbp3aHa CbC
3[paBeTo Ha xopaTa, 3a Aa ce NporHo3upar 3abonssaHus Unn CbCTOAHMETO M. Hanpumep
Startup CITIZEN paboTu 3a ocurypsiBaHe Ha 4OCTbMN Ha NaumeHTUTe 60MNHM OT pak 4O TEXHUTE
34paBHM gocueTa, a komnaHnsta MEDOPAD, paspaboTBa npunoxeHue, KOETO KoMnunupa u
aHanuaunpa 3gpaBHU AaHHU OT MOOWMHM YCTPOMCTBA W 34paBHW 3aBedeHus, 3a Aa npasu
NMPOrHo3n, CBbP3aHN C XPOHMUYHM 3abonaBaHus. MpencTom CKOpo OHMarH MoceLleHusaTa u
HeMHBa3MBHUTE oOrnepaumyM Ha nauMeHT ga moraT ga 6baaT M3BbpwBaHM OT pPobBoTw,
ynpaBnsBaHW OT fekapu OT Apyrus Kpanm Ha cBeTa 4upe3 5G TexHonoruvte. 34paBHUTE
Kopnopauum © CTapTbuTe We ca ¢QOKyCMpaHW He camMO BbpPXY JE€YEHNETO WU
ANarHOCTULMPaHEeTO Ha NauMeHTUTE, a N KbM OCUrypsiBaHe Ha HadexaHa, necHo AoCTbNHa U
yaobHa 3a naumeHTUTE cpefa C Bb3MOXHOCT 3a nepcoHanuampaHa uHTepakuus. (Fabrice
360, 2020)

M3rpaxkgaHeTo Ha NpPoayKTW, YCNyrn U onuT, KOMTO NogobpsaBaTt 3apaBHUTE TPUXKKU 3a
naumeHTuTe U gocTaByMumTe ¢ nomolta Ha M ca ycnenu ga nocTUrHaT ocHoBaTenuTe Ha
komnanuata ELLIOT COHEN wn TJ PARKER, kouto ca obGeguHunu ycunuata cu C
An3aHepckua ekun, 3a pga npegeduvHupar  HayvHa, MO  KOWMTO noTpebuTtenute
B3aMMOAENCTBAT C anTekaTa, KOATO Han-4yecTo nocelwlaBaT. Cb3gageHata OT TSX OHMawH
anTeka, HapedeHa PILLPACK ynecHsiBa ¢ nsrpaxgaHeTo Ha CMCTeEMa 3a JOMALLHO JOCTaBsHe
no peuenTta, koeTo obnekyaBa ycunuata Ha GonHUA OT Lenua npouec. [locTaBa ce BCUYKO
Heo6xoOMMO OT anTekaTa OO AOMa Ha KIMEeHTa B eTUKeTUpaHuM nakeTu no garta u yac, u
OOMbITHUTENHO OCUrypsiBa 3a Te3W, KOUTO Ce HyXXAasaT OT YOBEK, C KOroto ga roBopsT,
dhapmaueBTM Ha pasnonoXXeHne No BCAKO BPEME Ha TeriedhoH Unm no nMmenn, 3a ga oTroBopsit
Ha Bbnpocu. [lnzariHepute ca paboTnnn 3a yCbBbLPLUEHCTBAHE Ha BU3USATa, cTpaTernsarta u
MOEHTUYHOCTTa Ha MapkaTa Ha KOMMNaHusiTa Mo pasfMyHM KaHanm M ca M3nona3sanu Tasu
pamka 3a uanocTeH peamsanH Ha yebcanta Ha PILLPACK, kakTo 1 4yacTHO Tabno 3a KnneHTu
n Habop OoT M3MYeckn NPoaAyKTW, 3a Aa nepcoHanmampar 3gpaBHaTa nomoul. (IDEO.com,
2018)

Adpyrv ycnewHn n BUCOKO pe3ynTaTHW npurnoxeHus Ha [OM B meavumHaTta u
3[paBeona3BaHeTo ca CBbp3aHN C peauua NpoekTU, NoOpbYBaHN OT pPasnUYHM KOMMNaHUW B
NMHOYCTPUATa 1 peannavpaHun ¢ NOMOoLLTa Ha BOAELLM KOHCYNTaHTU No nHoBauuun Ypes 1M kato
IDEO. TakvmBa npumepu ca ¢ opraHu3daumm kaTto: ALIVECOR (www.alivecor.com) c
n3nons3BaHe Ha MOOUNHKM YCTPOMCTBA 3a NpocneasBaHe Ha 34paBeTo Ha CbPLETO B AMPEKTHA
Bpb3Ka nekap - naumeHt; UCSF (www.ucsf.edu) 3a nogobpsBaHe ka4eCTBOTO Ha XXMBOT Ha
Magu M Bb3pacTHM C WK30dpeHnss ¢ MpoeKTMpaHe Ha uudpoBa nnatdopma, KOATO
HenpekbCHaATO MoOTMBUpPa M aHraxupa nauueHTa; ASCENSIA DIABETES CARE
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(www.ascensia.com) 3a XONUCTMUYEH, POKYCMpaH BbPXY YOBEKA NOAXO0A4 KbM YNpaBreHNETO
Ha rpwkuTe 3a avabeta c NbpBaTa guruTanHa cuctema 3a ynpasneHue Ha anabeta, KOATO
nomara Ha nauveHTUTe Aa nony4yaT HeobxogumaTa nogkpena, Korato UmMaT Hyxaa OT Hes;
NEUROMETRIX (www.neurometrix.com) 6e3 MeguuMHCKa antepHaTtMBa Ha XPOHUYHOTO
obnekyaBaHe Ha 6onkata C NpPoeKkTUpaHe Ha PEBONIOLMOHHO MPEHOCUMO YCTPOWCTBO 3a
npocnegsBaHe Ha CbCTOSIHWETO; U Ap.

Te3n n MHOro Apyry CTapTbnu ca PEBOSIIOLMOHN3NPpann nHAycTpuaTa ypes gusanH. B
Tax M nomara B M3rpaxxgaHeTo Ha NpoayKTu, YCryru n onuT, KOUTO nogobpssaT 34paBHUTE
rpvXn 3a nauneHTuTe, npegeduHUpaT U ONPoCTABaT HayMHa, MO KOMTO Te Ce aHraxupar B
03gpaBuTENHUA NpoLec.

sQu3alH mucneHe“ npu Ouz2umanu3supaHe Ha OelilHocmume e pa3esieKamesiHama
uHdycmpusi

EaHo Wwrpoko none 3a npunoxexue Ha 1M ca MMeHHO pasnnyHnTe npegaBaHus U LWoy
nporpamu, omnmn, NpeacTaBneHnsa U Np. B passrekaTtenHara nHgyctpusi. Toea e OpaHwWbT,
KOWTO Han-MHOro acouumnpa ¢ noTpebutenckn npexmnssiBaHusaTa n To3u noaxoa.

Han-nonynapHn n gocturHanyn HOBM BUCOTWU MO OTHOLUEHME HAa OHMarH U BUAEO
ctpuimmnnra ca NETFLIX n AMAZON PRIME. 3putenuTe rnegat niobuMmnte cu npegaBaHus,
KoraTo u KbaeTo e yaobHo 3a TaAX camuTe, a He caMo B IOMA CU, KaTo camo npeaun meceum
HellaTa cTosxa Mo pasnuyeH HaduH. lMoTpebuTenute HAMaxa OOCTbMN A0 NbumuTe Cu
npeaaBaHns, Korato MMaxa Bb3MOXHOCT Aia OTAENST OT cBOOOAHOTO cv BpeMe bnarogapeHve
Ha gurutanHuiTe npunoxenus. (Fabrice 360, 2020)

MbpBUAT Gpana, KOUTO BbBEXAa MaesTa 3a passrnedeHus, 6asnpaHm Ha caTenuTHa u
kabenHa tenesusns, e HBO. KomnaHunata ce o6pblua kbm M, 3a ga ,npekpon” HaymHa, no
KOWTO ce cb3gaBaT WOy nporpamm n notpebutenckn uaxuesBaHuda. Moeata e pa ce
nepcoHanuavpaT nporpamuTe U ga ce HacoyBaT CbOOpas3HO HyXAUTE M MOBEAEHMETO Ha
KnueHtTuTe. ETO 3awWo KoMnaHuATa ycnsBa da pPeBOMOUMOHM3NPA W3XKMBABAHETO Ha
ayauTopusaTa u Aa NpeanoXu peleHns, BAbXHOBEHM OT camuTe notpebutenu. Hewo noseve,
HBO HenpekbcHaTO NpaBu NPOTOTUMM U CNECTSIBA 3HAYUTENTHU Pa3xoam Npw NaHCcMpaHeTo Ha
NPOAYKTW, KOUTO KNWEHTUTE NpeaBapuTenHo ca TecTBanu v Beye xapecsart. (Fabric 360,
2020)

MpakTukaTa nokasea, 4e [JM TpsbGBa ga ce uHTerpupa B MHOBAUMOHHUS MpPOLIEC U B
OpraHn3aLMoOHHNTE MeAUHM CTPYKTYPU OT CaMOTO Ha4ano. Ton npeactaBnsaBa 4ONbIIHEHME
KbM KNacuU4eckuTe aHanuMTU4HM MpoLecu 3a pelaBaHe Ha npobnemu, KOUTO u3nckeaT
HenvHenHo mucneHe. No To3M NoBoA e cb3dageHa nopeauua oT Kypcose B JlabopatopuaTta
3a ynpasreHue Ha passrneyeHus u megum (Emmis Lab) B TexHudeckus yHUBEpCUTET B
Tamnepe (TUT) n ce npoBexgaTr B CbTPyOHUYECTBO CbC CTYAEHTU OT YHuBepcuTeTa B
Tamnepe (UTA) 1 YHuBepcuteTa 3a npunoxHu Haykm B Tamnepe (TAMK). Tam ce obyyasar
CTYAEHTM CbC CUNEH TEXHUYECKN OMUT U aHANUTUYEH HAYMH Ha MUCMEHE B pPa3BUMTUETO Ha
MHoBaLUMKn B 06nactTa Ha MeaunTe, HacbpyaBaHe Ha TBOPYECKOTO MUCMEHE M NOCTUraHe Ha
peLLeHnsa Ha Npobnemmn n3BbH HACTOSALLOTO CbCTOSAHNE Ha TEXHUKaTA. AKLEHTMpa ce noBeve
BbPXY CamMusa TBOPYECKN NPOLIEC U AUrMTanusaumns, Kato B Kpas Ha Kypca CTyaeHTuTe Tpabea
Aa paboTaTt Bbpxy paspaboTBaHeTo Ha OM3Hec nnaH 3a ceouTe npotoTunu. KypcoseTe ce
npoeexaaT B ngeanHa kombunHaumsa ot obyyaBaHu ¢ npaBUnNHUSa GanaHc Ha NpeacTaBUTENN
OT MeXAy-AUCUMNIMHapHW cpean u cneunanuctn. EdektmBHOCTTa Ha TOoBa 0GyyeHue no
MeANeH MEHUOXMBHT Ce OTHACcs 40 pa3BmBaHe Ha cnocobHOCTK 3a pasbupaHe, 3a edbekTUBHA
paboTa c koHuenuun, 3a NrnaHupaHe Ha 3agadvu, 3a pa3no3HaBaHe Ha MoAernu, 3a usrpaxaaHe
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Ha apryMeHTn N OBACHEHUS, 3a METaAKOrHUTUBHU YMEHUS Ha MpPEeroBopuTe, 3a CbBMECTHA
paboTa n Mexay-KynTypHa KOMyHMKaLMsl, KaKTO U yMeHue 3a doopMmpaHe Ha aHanormm KoM
apyrv npobnemu. Manonssa ce npenogaBaTenicku Noaxon, UsrpageH Bbpxy KoHuenuuaTa 3a
edekTMBHO Yy4yeHe, ©asumpaHo Ha npobrnemn (PBL), ToecT pewaBaHe Ha CBbp3aHy,
cblUecTByBaLm npobnemmn 1 nsanpobBaHe Ha anTepPHATMBHN pPELUEHUs B peanHa cutyaums u
peanHo npobnemHo meaunHOo npocTpaHcTBo. (Lugmayr A., Stockleben B., Zou Y.,
Anzenhofer S., Jalonen M., 2013)

MpunaraHeto Ha M, kato eHeprnyeH nogxon ¢ 6bP3 A4OCTHN U NPOCNEAAeMocCT, B
HaunHa Ha paboTa Ha pasBrekaTenHUTe Megun 1 no-cneunanHo B HaW-HOBOTO pasBUTUE B
obnactTa, KaTo Hanpumep “MeauiiHa aTmocdepa’, AonpuHacs 3a KadecTBeH Mporpec no
OTHOLLEHWE Ha MHTepeca OT NoTpebuTenuTe, Thil KaTo ce yOoBNETBOPSABAT KOHKPETHUTE UM
xenanus. LisnaTta pasenekaTenHa nHQYCTpUsSt HEMPEKbCHATO Ce HyXXaae OT 0B6CTOATENCTBA,
Npv KOUTO KINMEHTUTE fa Bb3npuemMaT O4akBaHaTa CTOMHOCT OT NPOAYKTUTE N YCNyrnTe, KOUTO
npegnara. EQMHCTBEHUAT HayMH ToBa Aa Gbae NOCTUrHaTo e pa3bupaHe Ha HeNpeKbCHaTO
NPOMEHSILLNTE Ce O4YaKBaHUS U XenaHust 4Ype3 emnatuata Ha OM. MNMoaxoabT BOAM OO
noBuLIaBaHe JOBEPUETO M NOANHOCTTA Ha ayantTopuaTa n notpebutenmTe Kato uano.

wu3alH mucneHe“ npu Oua2umanu3supaHe Ha OelHocmume 8 MexHOoJIo2uUYHama
obsacm

OtnnyHOTO 0OCnyXBaHe Ha KIIMEHTUTE € K4YOoB (DakTop 3a ycnexa Ha Bcska
KomnaHus. Lnpoko pasnpocTpaHeHuTe MPOU3BOACTBEHW OOEKTU, onepauun 1 npoLecu Ha
Bb3fnaraHe Ha MOopbYkM B rONEMM OpraHuM3auMM MoraT ga npeBbpHaT onepaunmte no
oGcnyXBaHe Ha KIMEHTU B CNOXXHO HaYMHaHme. ToBa nopaxaa Heob6xo4MMOCTTa OT NOMOLLHK
OUrMTanHu TexXHONormu, KOuTo [g[a aBToMaTu3vpaT, CbKpawaeaT, BuayanuavpaTr u
CbLUEBPEMEHHO Aa NepcoHanuanpaT NpoLuecuTe.

KaTo nugep Ha ngev 3a gurutanHa TpaHccopmaums B xmmudeckaTta nHayctpus, BASF
€ B Mpouec Ha TpaHcdopMMpaHe Ha cBouTe BUaHec Mogenu 1 Nnpouecu, 3a ga ce NpeBbpHe
B MHTENUreHTHO npeanpuaTtne. KomnaHusaTa ce ookycupa Bbpxy LMAPOBUTE TEXHOMOMMK U
nogobpeHnTe aHanUTUYHN Bb3MOXHOCTU, 3a Aa noaobpu Bpb3kaTa Ha BASF ¢ HeroBute
KNWEHTU 1 AOCTaBYMNLN, Cb3AaBalku CTOMHOCT MPE3 LIENUS XXKM3HEH LIMKBIT HA aHraXXmpaHocTTa
Ha knueHTuTe. Kato aoBepeH NapTHbLOP 3a WMHoBauuu, SAP nomara 3a uarpaxgaHeTo Ha
umdgpoBoTo 6baewe Ha BASF n urpae BaxHa ponsi B CBbp3aHaTta C TOBa MHMUMAaTMBa 3a
OusHec apxuTekTypa OT crnegsawo nokoneHme. BASF ce Hyxgae OT WMHTENUreHTHO
aBTOMaTM3MpPaHO peLleHne, ynpaBnsBaHo OT AaHHW, 3a Aa Cb3gage Npo3payHocT 1 Aa gage
Ha obcnyxBawua nepcoHan Heobxogumata nHopMaumMs, 3a ga Ce CbCPeaoTounm BbpXy
cTpaTernyeckata cu 3agada: lNpegocraBaHe Ha OTNMYHO ob6CnyXBaHe Ha KnueHTuTe. Kato
KpaeH pesyntaTt, SAP cb3gaBa UANoCTHO peLLEeHME 3a yNpaBrieHNe U MOHUTOPWUHT Ha NMOPBbYKK
3a npogaxou 3a BASF, cebp3Bawo TsxHaTa nokanHa ERP cuctema B cTpaHuMyeH cueHapui
kbM 6a3a gaHHM Ha SAP HANA. KoknuTtbT (Cockpit) 3a ob6cnykBaHe Ha KnneHTn, 6asnpaH Ha
TexHonoruata SAP HANA, npo6nmwkasa BASF go uenta my aa ce npesbpHe B VIHTENUreHTHO
npegnpuatne. Ton ocurypsisa ocesaemu, YCTOMYMBU MOM3N 3@ OpraHusauuatTa u nogrotss
NbTAa 1 3a 6baewmnTe TexHonorun. (SAP SE - 1, experience.sap.com)

Cnen kato Tomac [koHc YoTcbH - mnagwwu ot IBM 3asBsiea, 4Ye “O0obpuat ausanH,
3Hauun gobbp GmsHec”, [IM ce npeBpbLla B OCHOBA 3a YCNELHUTE TEXHOMOrMYHU KOMAaHUM No
uenusa cear. lNoaxoobT nomara Ha kutanckata moounHa mapka VIVO pa pasbepe n ga ce
CBbPXKE CbC CBOMTE KITMEHTU HA eQUH CUIHO KOHKYPEHTEH na3ap. KoMmnaHusiTa oueHsBa KOmko
BaXkeH e TO3W MNoaxoA M 3anoyBa fa uspaboTBa cBOMTE MNPOAYKTU, HACOYBaMKU Ce KbM
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mnagute notpebutenn. Bue VIVO wmsrpaxgaT koHUenTyaneH marasuH, 3a ga npomortmpart
LEeHHOCTUTE Ha MapkaTa Cu No eAuH Mo-oce3aeM HauuH. M3cnegsaHe, KOETO KOMMaHuATa
npaeu, paskpuBa, Ye MnaguTe KIMEeHTU TbPCAT Bb3MOXHOCTU, KOMTO Le MM NpeaocTaBsT
HOBM MpeXunBSABaHNS, LWe M oborataT Ha NMMYHOCTHO HUBO U LLe UM NMOMOrHaT Aa HaarpagaT
CBOUTE 3HaHWS M yMeHusa. 3a Aa nogobpsaT usnocTHOTo umaxuBaBaHe, VIVO cb3gasar
MYNTUMEANNHN YCTPOMCTBA, C KOUTO KNWEeHTUTe MoraT ga cv B3anmogenctear. (Fabrika 360-
2)

NESTLE e Ha nbT ga peopraHusmnpa egHa vact oT csosita T opraHusaums, koraTo
3anoyBa CbBMeCTEH NpoekT cbC SAP, Jochen u Jorn n o6egmHeHmn BHegpaT Design Thinking
B NESTLE IT, koeTo pgoBexaa OO NPOEKT 3a TpaHcdopmMaumss M HacbpyaBaHe Ha
MHoBaLMoHHaTa KynTypa. OceH ToBa [IM Boan 40O NpoMsiHA B HA4YMHA, NO KOMTO KOMMaHUATa
yrnpaBnsiBa CBOUTE MPOEKTU, A0 NPOMSIHA B HayMHa, MO KOMTO xopaTta paboTdaT 3aegHo B
KOMNaHuATa, U 4O NPOMsiHa BbB Bb3NpUATMETO Ha uanata UT opraHmsaumsa. Ha Bcuykm H1MBa
Ha KOMYHMKaUUS, CbXpaHeHne 1 onepupaHe ¢ AaHHU ca BHEAPEHM KOMMIOTbPHN TEXHOMOIMK,
CbKpallaBally MHOrOKpaTHO BPEMETO 3a M3MNbINHEHWE Ha 3afadyuTe U BHACALM NPO3pPaYHOCT
B Lenu paboTeH npouec. (SAP SE - 2, 2018)

BOURNE DIGITAL npoektnpa n BHegpsiBa MpPUOXEHNETO 3a ONUT Ha nepcoHana,
HapeyeHo Stax. To e usrpageHo Bbpxy nnatgopmara 3a 6usHec TexHomnorus Ha SAP B
NapTHLOPCTBO C TapoHra, obuiecTBoTo 3a onasBaHe Ha AscTpanus (TCSA). TCSA cu
napTHupa cbc SAP, 3a ga nogobpu OCHOBHUTE cu BU3HEC cucteMm 00 obnak 3a KIT4oBWU
yHKUMN, BKIOYNTENHO PUHAHCK, OBLLECTBEHN MNOPBYKN, BEAOMOCT 3a 3anfaTt¥ U YOBELLUKM
pecypcu. HactonHoTo npunoxeHne Stax, KoeTo nogabpXa npou3BOAUTENHOCTTA M
aHraXuMpaHoCTTa Ha ChyXuTenute B 300MapkoBeTe [fJa MnpekapBaT MoBeye Bpeme C
noceTuTenuTe U Aa rm MOTUBMPA C XYMaHHO OTHOLLUEHME KbM XMBOTHUTE. YCNOpeaHOo UM
ocurypsiea UHopMaums B peanHO BpeMe 3a HOBUHW, W3BECTUS UMW NpU WHUMAEHTU B
300Mnapka, Kakto u nogobpsisa NnoTpedbuTencknst UM onuT ¢ Lmdposmn TexHonornn. (SAP SE -
3, 2020)

CLAIR npepaboTtBa cBosiTa ycnyra 3a MNpeyucTBaHe Ha Bb3gyxa, KaTo M3nonsea
noaxoaa Ha SAP 3a nHoBauum n an3amH MucrneHeTo, HacodeHu kbM YyoBeka. CLAIR n3nonssa
SAP Internet of Things n SAP Cloud Platform, 3a ga ctaptupa HoBa ycnyra, ynpasnsBaHa oT
OaHHK, KOATO KNMEHTUTE XapecsaTt. ToBa € Obp30 passuBall ce cTapTbn, 6asupaH B KOxHa
Kopes, KonTto npouseexga v npogasa npeyncreaTtenim Ha Bb3gyx. KomnaHusTa € cBeTOBHO
npusHaTa 3a CBOMTE NATEHTU 3@ TEXHOMNOrM4YHM OUNTPU, KOUTO MpouM3BexgaTr Mno-BMUCOKa
eEeKTUBHOCT Ha bmunTpupaHe B CpaBHEHME C APYrX CbLUeCTBYyBaLLM uNTpu. Manonssaikm
WHTENUIeHTHUS npeyncTBaten Ha Bb3ayxa Ha CLAIR, knueHTUTe MM MoraT NecHo da
NPOBEPAT KA4YeCTBOTO Ha Bb3AyXxa B NOMELLEHNSITA U HA OTKPUTO B peariHo BpeMe 1 Aa BUAST
Kora ce Ob/Ku cneaBallarta cMsiHa Ha puntbpa. KnveHTute nonyyasat npeaynpexaeHus n
MoraT Aa nopbuBaT HOBM (PUNTPU CbC CUEHapui 3a JOCTaBKka CaMO C €4HO LipakBaHe.
KoMmnaHusTa Moxe ga npegnoxu u npegckasyema nogapbikka 3a TEXHUTE YCTPOUCTBA, KaTo
yeTe W aHanuaupa gaHHuTe, npegasaHm ot ceH3opute. OcseH ToBa CLAIR moxe ga nogobpu
NnoTpebuTencKoTO UIBKMBSABaAHE 4vpe3 obpaTHa Bpb3ka OT KIMEHTW, kaTo m3nonssa SAP
Quialtrics. (SAP SE - 4, experience.sap.com)

M3BecTHN ca owle peguua npumepm B TeXHOMOrMyHaTa MHAOYCTPUS CBbp3aHu c IT
TEXHONMOrMmnTEe, KOWUTO YCMELIHO npunarat WHCTpyMeHTuTe Ha [OM B npoyyBaHusaTa,
reHepMpaHeTo Ha MHOBATMBHW MAEWN, MPOTOTUNMPAHETO U TECTBAHETO HA HOBUTE TEXHOMOIMK,
nporpamv u npunoxeHns. KomnaHuu, 4YMUTO MMeHa Cce CBbp3BaT C TEXHOMOMMYHU
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TpaHchopmaumm, oTknoveHn vpes M ca: Tesla, Ford, Amazon, Google, Yahoo, Facebook,
YouTube 1 MHOro gpyru, YUMTO NOCTUTHATWN PE3YNTAaTK Ca U3BECTHU U BUANMU 3a BCUYKM HAC.

B abnrocpoyeH nnaH M cnectsBa MHOro noBeve ycunusa v reHepmpa MHOro noeeye
CpedcTBa Ha TakMBa KOMMAHMW, 3aBMCELUM OT TEXHOMOrMMTe, Tbl KaTo chnomara 3a
ONTUMM3MPAHE Ha BCUMKM Mpouecn B pabortatra um, a ekunute MoraTt ga TecTBaT
npeaBapuTENHO KOV NPOAYKTU (Nporpamu, NPUNoXeHns n ap.) we 6baat TbpCeHn 1 LWwe umat
ycnex Ha nasapa.

»du3alH mucneHe” npu duaumanu3supaHe Ha deliIHocmume 8 MOOHama uHdycmpusi

[An3aH MUCNEHETO € LUMPOKO NPUITOXMUM MOAXOA M B MOgHATa UHAYCTPUSA, pasnnyHnTe
BMAOBE TbProBCKN AEMHOCTU TaM, CBbP3aHM KakTo ¢ nogbopa Ha CTOKM M YCIyru, TbproBcka
BM3MS, palioHM 3a MracMeHT M Ap., Taka U C onpedensHe Ha KIMeHTCKUS npodun, MogHa
nnmHna n TbpceHe. lMpumep 3a TtoBa e NIKE, kbaeto pasnonarat ¢ ekun ot Hag 1000
AnsariHepa, KOUTO ce CTPeMAT Aa cb3gagaT MHoBauuu 1 aa ekcnepumeHTupat. KomnaHuaTa
cn naptHupa ¢ DREAM WORKS 3a marpaxxgaHe Ha 3D cuctema 3a gurntaneH ansanH u Ha
HenHoTo Nike By You Studio, koeTo nsnonssa oborateHa peanHocT, npocneasasa obekTy u
pasnonara C MpPOXeKUMOHHNU CUCTEMW, 3a Aa MO3BONW Ha noTpebutenute ga HanpasaT
CrnopTHM 0BYBKM MO CBOW AM3alH. [apTHLOPCTBOTO NPeAoCcTaBs aBaHrapAHW Bb3MOXHOCTH,
KaTo NOYTU MUIHOBEHW MPUIOXEHUs 3a umdpoB neyar, dotopeanHn 3D Busyanumsauum u
cBpbXO6bp30 nNpoTtoTunupaHe. MNMpunoxeHneTo e cBoeobpa3eH ekcnepuMeHT, 3a Aa Aage Ha
VIP nuuata norneg kbM ObAelleTo Ha nepcoHanuanpaHms ausavH u nasapysaHeTo. (Nike-
studio, terahatfield.com) (news.nike.com, 2015)

B 3akntoveHue, kaTto ce aHanuaupart pasrfiegaHnTe ycnewHn OuruTanHu npakTuku,
KOWTO ca pes3ynTaT OT npunaraHeTo Ha noaxoaa M, ce Buxaa, 4ye Taka ce paunoHanmsmpaTt
npoLecuTe BbB BCsKa OT pasriegaHnte opraHnsauum, HesaBMcuMMO OT cdhepaTta M Ha 4ENHOCT.
Pasnunuuata B kpaHus pesynTtaT, NpomnsTvyaTt oT cneumdukata Ha TaxHaTa paboTta, HO KaTo
LSO NoN3nTe 3a BCUMYKM ca egHakBW. Te moraTt ga ce obo6lAaT kato - npugobuBaHe Ha
cnegHute npeumywectBa: [1o-y0obHO U payuoHanHO ynpasesieHue Ha HaludyHume
pecypcume; YeenudasaHe eghekmusHocmma Ha ekunume; [lodobpsieaHe Ha msxHama
KOMyHUKauusi, Yeenu4dasaHe 6pos Ha ydoenemeopeHume u JosifIHU rompebumenu, OT
kbgeto n Cb3d0agaHe Ha [OfI0OXKUMENHO OHlalH rpucbCcmeue 3a OpraHM3auuaTa;
PaswupsisaHe Ha naszapa w OcueypsisaHe Ha Mo-3a0brboyYeH aHanu3 Ha KAUEeHMCKOMmOo
rnogedeHue rnpu rokKyrika.

3aknoyeHue

KaTo ce npocnegsaT TeHOeHUMUTE B pasnMyYHUTE MHAYCTPUM U NonynspHocTTa Ha M
B BM3Heca N MEHNMOKMbHTA, Ce BUXKAa Ye TO € HaMepuno NbT 3a pas3BuMTUE B KOMMAHWUM OT
pasnuyHn cdepu Ha NpoM3BOACTBOTO M ycrnyrute. To3u noaxod BbBexaa ,An3anHepCKu”
NPUHUMNX NpYU AUrMTanusaumsta Ha ynpaBfeHMeTo Ha Npouecu B 34paBeonas3BaHETo,
pasBrekaTenHata WHAYCTpus, moparta, TEXHOMOrmmte u MHoro gpyru otbnactu. [Jokato
OOLNAT eHTycrMas3bM 3a TOBa pasBMTUE NpoabikaBa, YCnopeaHo ce paskpyMBaT MHOXECTBO
yCneLwHn NHoBauun, NoCTurHaTn 6narogapeHne Ha Hero.

Ha 6asa Ha npoyyeHaTa ¥ aHanuaupaHa MHOpPMauWsa, U YyCTAaHOBEHUA OMUT OT
npunaraHeTo Ha nogxoda B pPasfMYHUTE MHAYCTPUW, NPUEMaMe Ye 68CsiKka CbBPEeMEeHHa
MexHosI02uYHa KOMIMaHUs, KOSIMmO ce CmpeMu KbM pacmeX U CEepuo3HU Mo3uyuu Ha
OuaumarHus nasap Ha ycryau, Moxe 0a onmumMmu3upa yrnpas/ieHuemo Ha cgoume rnpouecu
Kkamo ebeede credHume wecm uHcmpymeHma om [JM e eOuH yHueepcasneH modert.
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OpraHunsmnpaHe Ha CemuHapu CbC CryXumesiu 3a rnpoydYyeaHe Ha npodykmosama
KOHUEemnuusi Ha KoMnaHusaTa

BbBexpaHe Ha M3uckeaHusi KbM npodykma u Hezoeama OOKyMeHmauusi,
N3paboTtBaHe Ha [JuaumarnHu npodyKkmoesu npomomuriu,

LHusaliH Ha nompebumerickus onum,

PaspaboTteaHe Ha Cucmema 3a duaumarHo npoekmupaHe;

CrapTupaHe n TecTBaHe Ha nasapa ¢ MuHumMarseH Xu3HecrnocobeH yeHeH npodykm.
OT npernega Ha ycnewH1UTe CBETOBHM NPAKTUKM OTKPUBaAME, Ye YeCcTo ce NpoekTupa
3a rofliemMmn CUCTEMU - NPeanpuaATUSA, NyGINYHN UHCTUTYLUN, OCTABYMLM HA 30PaBHU yCIyru
unu obpasoBaTesiHn MHCTUTYLMKN, HO FMacoBETE M HYXOUTE Ha xopaTa B Te3n CUCTEMU ca
Te3n, KOUTO PBKOBOAAT npouecute n opmmpaT pesyntarta. YCraHoBsiBame, Ye KoraTo ce
Nnoaxoxaa KbM paboTarta no TO3n Ha4YuH, ce pa3paboTBaT peLLeHns, KOUTO ca ObAroTpanHu,
CVMHO Bb3AencTBalm 1 ¢ gobaBeHa CTOMHOCT 3a xopaTa, 3a KOUTO ca NpegHa3Ha4YeHu.
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UarpaxpaHe Ha 6paHAa MOEHTUYHOCT BbB BUCLLETO 0O6pa3oBaHue B yCIIOBUS Ha
MKOHOMMYECKU N gemorpacckm npoMeHum
PocanuHa Pyceeat
Bnagumunp >Keues?

Pe3tome: Bucwute yuunuuwa B 21B. ca u3npaBeHW npeq peguua npegusBukaTencrea -
NMKOHOMMYECKN, AemorpadCcku, reononuTnyeckn. Toea e BanuaHo n 3a 6baewmte CTyaeHTy,
KOWUTO ce 030BaBaT npej Aunemu, CBbp3aHu C TOBA - KbAe Aa NpoagbiikaT 0by4yeHneTo cu B
yCnoBus Ha peguua orpaHmyeHnsi. OCHOBHO Npeau3BuKaTencTBO Nped CTyaeHTuTe e u3bopsT
Ha BUCLUE yyunuile, KOeTo Aa UM OCUTypu CaMO4yBCTBME U YBEPEHOCT, Ye C MonydeHuTe
3HaHNA U yMeHns Te we 6baaT AoCcTaTbyHO KOHKYPEHTHOCMOCOOHM 1 NogroTBeHn 3a Jobbp
CTapT Ha nasapa Ha Tpyaa. CbleBpeMeHHO, MHOMO BUCLUM ydYnnuuia npunaraT “XuLHUYecKu
MapKeTUHI” B ycunve ga fnpuBrekaTt KOSKOTO Ce MOXe NnoBeye CTYAEHTU, KOeTO UMa KaKTo
NONOXUTENHW, Taka U OTpULATENHU CTPaHM.

B Tean ycnosus, narpaxgaHeto Ha 6paHg MOEHTUYHOCT U NPpUAbPKaHETO KbM Hesl € TpyaeH
N NPOABIDKMTENEH NPOLEC, U3NCKBALL, MOCTOSAHCTBO. A U3rpaxgaHeTo Ha BbpaHg nOeHTUYHOCT
BbB BUCLLETO 0O6pa3oBaHMe e eaHa OT rapaHumMmTe 3a ycTomumBocT. LlenTa e aa ce nogavpxa
BMCOKa penyTauusi, Aa ce u3rpagu gosepue, 1 opraHmsaumaTa ga uma bpaHa MMmnax, Konto e
CVYHOHUM Ha KayecTBeHO obpasoBaHme C NepCcrneKkTuBM.

B pamkuTe Ha TO3M akTyaneH BbMpoc, Lenta Ha Tasu pa3paboTka e Aa ce M3BbpLUM aHanm3
Ha nNpeacTaBsHETO B OHNAMH cpeaa, ¢ hokyc Facebook, Google, koprnopaTuBeH canT Ha ABe
Bucwmn yumnuuwia B rp.BapHa, (MkoHoMnuyeckm yHuBepcuteT-BapHa U MeguumHCKm
YHUBEPCUTET) U NpeanaraHe Hacoku 3a uarpaxagaHe Ha yeb 6paHg MaeHTUYHOCT.
Pesyntatute oT To3n goknag 6uxa ounu nonesHu 3a opraHusauum, npegnarawm oby4veHme,
BUCLUWN YYUNMLLA, MAPKETUHIOBW areHLnn, OBLLNMHCKN opraHn3auumn u ap.

KnrouoBu aymu: 6paHg naeHTMYHOCT; 6paHg nmnox, OpaHauHr, Buclie obpasoBaHme
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Abstract: Higher education institutions in the 21st century are facing a plethora of challenges
- economic, demographic, and geopolitical. This is also valid for future students who find
themselves facing dilemmas related to where to continue their studies under numerous
restrictions. A major challenge for students is the choice of a university that will provide them
with self-confidence and assurance that with the acquired knowledge and skills they will be
appropriately competitive and prepared for the labor market. At the same time, many higher
education institutions employ predatory marketing in an effort to attract as many students as
possible, which has both positive and negative effects.

In these conditions, building a brand identity and staying true to it is a difficult and long process.
Additionally, building a brand identity in higher education is a guarantee of sustainability. The
overarching goal is to maintain a high reputation, build trust, and make the organization
synonymous with quality education.

Within the framework of these current circumstances, the purpose of this article is to analyze
and compare two schools of higher education in the city of Varna with clear policies on building
a sustainable brand positioning (University of Economics -Varna and Medical University) in
relation to their brand strategy. The results of this report would be useful for educational
organizations, higher education institutions, municipal organizations, etc.

Key words: brand identity; brand elements, branding, higher education

JEL: M3

BbBepeHue

M36opbT Ha Bucwe yuunuuwe B bbnrapua obxsalia KOMMMEKCHO CpaBHsABaHe Ha
npegnoXeHnsaTa Ha BCe MNO-arpecuBHU (OT KOHKYPEHTHa rredHa To4yka) KOMYHWKALWOHHM
KamnaHun Ha yHMBepcuTeTU. YecTo cenekuuaTa npemMuHaBa npes npoBepka Ha TakcuTe 3a
obyyeHne, N3NCKBaHNA 3a NpueMm, pa3xoaun 3a HacTaHsaBaHe, Hanmyne Ha paboTHM NO3nLUK,
noaxogswM 3a CTydeHTW, cped MHoro Aapyru. [pedBva AvHamvkata BbB  BUCLLETO
obpasoBaHMe U MHOXECTBOTO AMBepcuuLmnpanna Ha nporpaMmmte 3a obyyeHne B pamkute
Ha npegnaraHuTe CNeuManHocTM B pasnNUUHUTE NpodecuMoHarnHM  HanpaBneHus,
KOHKYpeHUMsaTa AOCTUra MHOrO BMCOKM paBHUWA. AHanMM3bT € CbCTaBeH MNpu CnegHu
OrpaHMYUTENHUN YCNOBUSA: B PaMKUTE Ha efHa ObpaBa, bbnrapus, n ookycupaHo BbpXxy Ase
BMCLIM yumnuiia B rp.BapHa. MNpeactaBeHa e cbnoctaBka Mexay cTpatermmrte 3a usrpaxgaHe
Ha yCTON4YMBa OHSIanH 6paHd MOEHTUYHOCT M BpaHg MMUAX Ha MIKOHOMUYEeCKn yHMBEpCUTET-
BapHa n MeauunHckun yHnBepcutetT-BapHa. Pesyntatute oT 1031 goknag 6uxa nomorHanu Ha
BY ga ce nosuumoHMpat no-aTpakTUBHO M CUIYPHO B OHMaKH cpeda, bmuxa 6unm nonesHu 3a
nocpeaHvnuM 3a NpoMoTMpaHe Ha Buclle obpasoBaHue, yumnuia, OBLNMHCKM opraHm3aunm n
ap.

OurutaneH MapkeTMHr BbB BUCLLETO ob6pa3oBaHMe U U360p Ha BUCLLE yuyunuLye

B Hay4yHWUTE cpeam HAKOW aBTOpW pasrnexgaT U oopMAT TACHA AedUHULMSA, 4ye
LMHTEPHET" KaTo MNo-CKOpPO KOMYHWMKaUMOHHa [lnatdopma, OTKOMKOTO MapKeTUMHIroB
WHCTPYMEHT - CPEACTBO, Ype3 KOeTO MOXe [a Ce U3BbpLUBa TbProBuA M ga ce u3nonssaT
cneunduyHn MapKeTUHIOBU TaKTUKW, 4pe3 KOUTO ce peanusvpa u3bpaHa cTpaTervs 3a
passutne (Olson, Czaplewski and Key, 2020). EgHa OT OCHOBHMUTE MapKETMHIOBU TaKTUKW,
KOSITO ce M3nonssa npu NonynspuanpaHe Ha opraHusaumu, e cnogensHeTo Ha peneBaHTHO U
nocnegoBaTtenHo CbObpXKaHve 3a NpuMBNUYaHe W 3adbpXaHe Ha SCHO onpeaerneHa
aygutopus (Content Marketing Institute, n.,2021).
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B yHuBepcutetute 1 Hay4yHuTe 6a3n ce reHepupaT Han-MHOro mMaTepuanu ¢ NonesHo
CbAbpXaHve, 1 NPaBUITHOTO MM M3nona3saHe 6u fano 4obpu pesynTaTn K OHManH NO3nLMK.

Bucwute yuunuwa msnonssat aktmeHo SEO 3a kopnpatmBHUTE Cu canmToBe (M Ha
CMoAEeneHoTo OT TAX CbAbpXaHe) ¢ uen aa 6baaT knacupaHu Ha YenHu nosvuum B SERP.
M3TouHMUM cnogenaTt, Ye 3a ga uma gobpe pabotew, SEO e Heob6xoaMMoO ObArOCPOUHO,
NMOCTOSIHHO NOAoOpsBaHE Ha CbAbPXAHWETO U AM3ariHa Ha UMGPOBUTE akTUBK C Lien ga ce
KnacupaTt Bb3MOXHO Han-Bucoko B SERP (Key, 2017). Kbm SEO n mapkeTtuHra, 3a no-go6po
N ePeKTMBHO NMPUCHCTBUE ce u3nonaea e-mail mapkeTnHr go 6asa gaHHM C NoTeHUManHm
noTpebuTenu n peknama B coumanHute megum, Hanp.: Facebook, Instagram, LinkedIn (Olson,
Czaplewski and Key, 2020). M3non3BaHe Ha KOMOVHMpPaHW MapKeTUHIOBW TaKTWKW, MO
nogobue Ha onucaHuTe no-rope, 3a Aa 6bAe peanuanpaH KadeCcTBeH AuUrMTaneH MapKeTuHr,
e KNIYbT KbM ycnexa npu msrpaxgaHeTo Ha 6paHa MOEHTUYHOCT Ha efHa opraHu3auuns
(Content Marketing Institute, n.). NpaBMNHOTO NNaHMpaHe, KOMOMHUPAHE U ynpaBneHne Ha
MapKETUHIOBUTE WMHCTPYMEHTW, BU O0OBeno A0 NonoxutenHu pesyntatu. B Tasm Bpb3ka,
OpaHObT BbB BUCLIETO 0BpasoBaHMe BKIHOYBA LSAMNOCTHA KOHUENUUsa 3a Mo3vuuoHupaHe u
npoekTnupaHe Ha BMU3yanHa MOeHTUYHOCT.

BucweTto obpasoBaHne 4ecTO ce pasrnexaa kato katanusatop Ha MNOMOXUTENHU
coumarnHm n IKOHOMUYEeCKN NPpoMeHU. B obLums cnyyan, CUIHUTE MKOHOMMKM Ca OHE3U, YNATO
obpasoBaTeniHM CUCTEMU ca Hanl-CUNHOo paseutn. ObpasoBaTenHW WHCTUTYLMMK, OT CBOS
CTpaHa, 3aemaT LeHTparHa pons B Ka4eCTBOTO CU Ha cpeauLLia 3a pa3BMBaHe Ha cneumantm
YMEHUSI U KOMNETEHLMM, KOUTO Aa 3agbnbovart Nno3HaHMATa Ha CTyQeHTUTE B CbOTBETHOTO
npodecroHanHo HanpaeneHue, a CbLLO Taka U Ja NpeaoCcTaBAT NO-LUMPOKN Bb3MOXHOCTH 3a
peanu3auMsi Ha nasapa Ha Tpyga. Te3um aktu noctaBsaT udbopa Ha BY oT kaHaumpat-
CTYOEHTUTEe Ha NpedeH NnaH npeasua o4aksaHuUTe nonsm n Bb3MoXXHocTU. OT gpyra cTpaHa,
3a BY e oT cblyecTBeHa BaXXHOCT Aa pa3BmuBaT CTpaTernm n TakTUKM 3a NpaBUITHO TapreTupaHe
n npuBnuyaHe Ha kaHgugatu. OT Tasm rnegHa Todka e 0bekTMBHO Aa 6baaT pasrnegaHu
pasnn4YHn NOCTaHOBKM 3a hakTopuTe, KOUTO BNMAAT Npu nsbopa Ha BY.

Hsakon aBTOpKM pa3genaT paktopuTe 3a M3bop Ha YHUBEPCUTET B CrIEAHUTE KaTeropum:
(1) pemorpadckn mn akageMmyHu; (2) dakTopu, CBbLP3aAHU C MHCTUTYUMUSATA: KadecTBo,
npeanMmcTBa, matepuvanHa 6asa n ocobeHOCTU Ha MHCTUTYLUMATA; (3) bakTopu, KOUTO KacasT
€[0HOBPEMEHHO CTyAeHTa U MHCTUTYLMATA: LIEHN U LLeHOBa YyBCTBUTENHOCT, MHOpMaLmsa 1
MH(POPMAaLMOHHN U3TOYHUUW; MbTyBaHe W reorpadcka cBbp3aHocT (Hemsley-Brown and
Oplatka, 2015). Opyrn aBTOpM M3KMAOYBAT coumanHu draktopu (Hanp. MHAPOPMUPAHOCT 3a
yHMBEpcuTeTa) kaTo uMalM noTeHuuan Aa Bb3OeucTBaT Bbpxy u3bOpa Ha KaHgupat-
ctygeHtute (Mangan et. al.,, 2010). B cbwma M3TOYHUK Jopwu ce pasrnexaa m3bopbT Ha
YHMBEPCUTET Ha JIMYHOCTHO HWMBO MPU YYEHWULM C MHOFO BMCOK YCMex KaTo Ce OoTyuTa, 4e
BTOpPUTE Ca CKMNOHHWM Ja usbupaT yHUBEPCUTET, KOMTO ce Hamupa B OnmM3ocT [o
MECTOXUBEEHETO MM. B gpyrm M3TOYHMUM, CbLUECTBYBALUM B HayyHaTa nuTtepaTtypa ce
UMTUPAaT OLLe KYoBM (hakTopu npu m3bopa, rpynupaHu B TpWU KaTeropuw: akagemudHa
penytauus, pas3cTosHue OT JOMa U MEeCTOMONoXeHue Ha BucleTo yuunuuwe (Briggs, 2006).
Walsh et. al. (2015) obpbLuaT BHMMaHNE 1 Ha Apyrv akTopu KaTo: Aanv poavTennte Ha
KaHOMgatTuTe nputexasaT Bucwe obpasoBaHue; pa3xoau 3a obyyeHue; penyTaumsa Ha
nporpamarta u gp. O6eKkTMBHO e Aa ce uma npensu, Ye AMHamvkaTa B pa3BuTMeTOo Ha nasapa
Ha TpyAda, hakTopuTe 3a M3Bop Ha YHMBEPCUTET CbLLUO Ca B CbCTOSAHME A MPOMEHAT CBOATA
nocnegosartenHocT. NocneagHoTo e ocobeHo BanuaHo B Bbnrapusa npeasug TpaguUMOHHO
BMCOKMS MHTEPEC KbM crneaBaHe B YybuHa, orpaHn4yeHnTe (OMHaAHCOBM Bb3MOXHOCTH Ha (No-
ronsiMarta 4acT OT) KaHgugaTuTe N NPEOCMUCASIHETO Ha nNpeiaraHaTta rama OT CneumanHoCcTu
OT HSAAKOW NO-aKTMBHM BUCLUWN y4nnumLa.

Yact oT Obnrapckute aBTOpwM pasrnexpgar [ocTbMa M y4yacTMeTO BbB BUCLLE
obpasoBaHue, 3anoxeHun B OOKyMeHTaumsa ¢ Hacokm Ha EC. Cnopepn TaX, douHaHcoBuTe
3aTpygHeHus, npeq KOWTO ca u3npaBeHn JoMakuMHcTBaTa B bwnrapus, n Takcute Ha BY, ca
OCHOBHa npejnocTaBka 3a OrpaHWYyaBaHe Ha [OCTbMa M yyacTMeto B 0Gpa3oBaHMETO
(3apeBa, MateB 1 Kuposa, 2014). A gpyru, 4pe3 NCMXONorMyeckn n3cneaBaHns, NpasBaT onuT
4a OTroBOPSAT Ha Bbnpoca ganun n3bopbT Ha cneuuanHoCT Npousxoxaa OT MHepuudaTa Ha
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TPagVLUMOHHUAT Bbnrapcku nsbop Ha obyyeHue, nnn e cneunduyeH noBegeH4Yeckn Moaen
(BosiHoBa, 2023).

KaTteropmyHo kaHOuOaT-CTyAeHTBT € M3NpaBeH e npea peauua npeanssukatencrea
npeav aa oocTurHe o npeumsmpaHeTo Ha onpegeneH 6pon BY, B kouto aa kaHaMaaTcTea u
CbOTBETHUTE cneumanHocTu. B Tasu Bpb3ka e pegHo ga ce otbenexu, ye B Penybnuka
Bbnrapua uma 52 pernctpupanun BY (MOH, 2023). Cnopep, CbLUMs NSTOYHUK, TaKCUTE He ca
OCHOBEH (hakTop 3a GbnrapckuTe KaHAMAAT-CTYAEHTU, NO-CKOPO OCHOBHM €M1EMEHTU Ca:

. basa/u;
Pentuhr;
KayecTBo Ha 06pa3oBaHMETO — akageMuyeH CbCTas;
Nokauyus;
Peanunsaums Ha 3aBbpLUNNNTE CTYOEHTY;
OBWwexunTnsa n cTonose;
CouuanHum Bbnpocy;

Cnopef cTaTucTuka, ny6nukyBaHa oT NapTHbLOPCKM opraHusaumm
(https://bit.ly/3YN14bS, 2021r.), B Han-4eCcTuAT crny4vamn, (PMHaNHUAT CUCHK C YHUBEPCUTETU
Ha edvH KaHaugaT-CcTydeHT e ¢ oT 3-5 BY. OOuMKHOBEHO ca Ha pasnofioKeHME OoTnevaTaHu
HapbYHMLM UKW OHMAWH TakvMBa, KOWTO MoraT ga noryyaT HanmbTCTBUS M Heobxogumarta
NMHopMaLms OTHOCHO CrneLManHocT U KaHAMAATCTBaHe.

OcobeHo arpecuBHM ca NAapTHLOPCKNTE OpraHu3aumm Ha BY B uyxxOnHa. Te perynsapHo
opraHusmpaT U3NOoXEHWs Ha KINYoBW fokauun B 06nacTHu rpagoBse C uen npuenvyaHe Ha
ctypeHTu. (https://bit.ly/3Jbl6gl, 2022r,) Cnopen aaHHn Ha MOH Hag 8000 cTyaeHTa roguiuHo
n3bupat yHMBepcUTET M3BbH CTpaHaTta. bbnrapckute cTyaeHTVM ca egHa OT Hanl-ronemuTe
MeXOyHapOAHW rpynu B peauua Yy>Kam YHMBepcuTeTn B XonaHaus, F'epmanHmna n Asctpus. A
BMCLWeETO obpasoBaHMe e abcontoTHO 6e3nnaTHO 3a 6bnrapu B CKaHOAWMHABCKUTE CTPaHU —
Hopeerus, Weeuna, Januna, dunnaHgms . (hitps://bit.ly/3Jdsthh, 2022r,)

AHanus Ha cpegaTta U1 MeToaMYEeCKU NpeanocTaBkU 3a u3cneaBaHe Ha
c¢hakTOopUTeE 3a M360p Ha BucLle yunnuile B Bbnrapus

B pamknte Ha aHanu3a e M3non3BaH KONMYECTBEH MeToA Ha aHanu3 3a cbbpaHaTta
nHpopmaumsa. KonnyectseHms aHan13 npegoctaBs Bb3MOXHOCT 3a onpeAensiHe Ha AaHHuTe,
CBbp3aHN C MKOHOMUYECKUTE NPEeAnoCcTaBkM 1 JaBa No-o6ekTMBHa 1 ybeanTenHa npeLeHka.
M3nona3BaHn ca M CTPYKTypupaHu OaHHW OT MNPOBEPEHN WU3TOYHWUUM KaTo HauwmoHaneH
cTaTuctudeckn MHCTUTYT, Imoti.bg, Infostat, Google Analytics, Facebook, Wikipedia n gp.

Pas3bvpaHeTo Ha aygutopuaTa € KYbT KbM NPeaoCTaBAHETO Ha CMUCHEHU
N3KMBABAHMA W Cb34aBaHETO Ha YyCrellHa MapKeTUHroBa cTpaTervs 3a CbabpXaHue. A
WMEHHO B M3rpaxxgaHe Ha CBOS BUOWUMOCT npen KaHauaaT-CTyaeHTUTe, KaTo ce noaabpxa
aKkTyanHo cbabpxaHue. Moxe ga 6bae ypes cb3gaBaHeTo Ha obLy kaneHaap 3a CbabpXaHue,
KOETO MOXe NeCHO Aa ce cnogens, nHdopmupa n obyyasa. Toea moxe ga 6bae nog oopmarta
Ha cTaTum, MHdorpaduka, Buaeoknunose n apyrn. PegoBHoTo gobaBsHe Ha cbabpkaHue
nosuwaesa knacupaHeto B SERP, a nonynapusmpaHeTo B counanHute mMeann, UMennmTe u
peknamuTe nomarar 3a OCTUraHe MakcumanHo edPeKkTMBHO 40 TapreTupaHuTe nyonuku. He
e gocTtaTbyHo BY ga nma paspaboTeH aTpakTMBEH M JOCTLMNEH CAlT 3a HAaCTONEH KOMMIOTHLP,
OT 0COBOEHO 3HavyeHMe € ONTMMMU3MPAHETO Ha CbAbpXaHMeTo 3a MOOMMHM YCTPOWMCTBA.
Mo3HaBaHETO Ha TEXHOMOTMMYHUTE U MHOBATMBHWM MHCTPYMEHTM € K4 KbM MNO-4o6poTo
no3vuMoHupaHe Ha Bceku BpaHg. MapkeTuHrbT (Krnacuyeckm U OHnanH) Moxe da 6bae
namepum. No-TpyaHO N3MEPUMO € N3rpakaaHeTo Ha bBpanag MOAEHTUYHOCT, KOATO NMa BNNsSHUE
BbpXYy cunaTta u uHTepeca KbM gageH npogykr/ycnyra. bpaHabT HE € NPOCTO CLBKYMHOCT OT
KOMMOHEHTWN 10ro, (bMpMeH CnoraH U HaMMeHoBaHME Ha KoMMaHuaTa. Tol e nokasaTen 3a
TOBa, KaK opraHM3auusaTa u HeMHUTEe NPOAYKTM ce Bb3npuemart oT notpebutenute. LlenTa e
Ta3n KoHUenuusi, B KOMOMHaUMA C TOHa Ha AMPEKTHA M OHMavH KOMyHuKauus, ga o6vae
BnfeTeHa B AudepeHumnpyema 6paHg noeHTUYHOCT.
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PasrpaHnuynmute BY ca Han-XenaHn n ToBa npegonpenens no-ronsamMm Hammnmse OT
KaHOMaaT-cTyaeHn.AcHoO OpaHaupaHe Ha akageMudHu crpagn u  matepuanHa 6asa,
NpUCLCTBUE Ha eneMeHTn Ha 6paHaa BbB Beuykn matepuanu npyu KCK kamnanum, yHugopmm
Ha CNY>XUTENWU, KOUTO ANPEKTHO KOMYHMKMPAT C ObaeLun 1 TEKYLLM CTYAEHTKN, OTNNYaBaLLO ce
NPUCHCTBUE B HAy4M NPOSIBU N HE HAa NOCIEeAHO MACTO NocnaHuaTa, Kouto BY koMyHukupa no
BCUYKWN KaHanu, ca B OCHoBaTa Ha 6paHanHra BbB BUCLIETO 06pa3oBaHme U U3rpakgaHeTo Ha
NMUOX.

Bbnpekn BCUYKM MapKeTUHIOBWN TaKTUKKU, MMa (PakTopu, KOUTO ako He ce B3emat MnoA
BHMMaHue oT BY, moraT ga goseaat oo nposan. [pes3 nocrnegHute 4 rogvHn ce HaTpynaxa
MHOrO HeraTMBHM (paKToOpU KaTo: NaHOeMus, MKOHoMuYecka Kpusa B EBpona, vHdnauus,
BOMHA B YKparHa, KOUTO NoBnusiBaT AMPEKTHO Ha obpasoBaTtenHarta cuctema. Hanpumep:
NoBULIABaAHETO Ha LieHaTa Ha ropuBaTta BOAM OO0 NOBMLIABaHE Ha LeHaTa Ha TpaHchnopTa,
KOeTo BOOW M OO0 OrpaHu4yaBaHe Ha [OBWKEHMETO Ha MIafjexuTte U TeXHUTe poauTenmu.
MkoHOMMnyeckuTe npennoctaBky onpenensat U Mno-BUCOKU CTOMHOCTM 3a MU3APBXKKA, KOUTO
TpsibBa ga 6baaT NoKpuUTM OT ObaewmnTe KaHanaaT-CTygeHTU, TOBa ca Takcu 3a obyyeHue,
HaeM Ha Xunuuie, pa3xoau 3a xpaHa n oCHOBHU Hyxaw. [Npe3 centemBpun 2022 r. MeceyHaTa
WHcNaums, m3mepeHa c mHaekca Ha notpebutencknte ueun (UML), e 1.2% cnpsimo
npeaxogHnsa Mecel, a roguwHaTa nHdnaums 3a centemepu 2022 r. cnpsimo centemepun 2021
r.e 18.7% (HCW, 2022). Npe3 centempu 2022 r. cnpamMo nNpeaxogHus mecew, Han-ronsimMo e
yBEINMYEHNETO Ha LieHUTe B rpynute: obpasoBanue (+5.4%), xnnuwa, Boga, enekTpoeHeprus,
ras u apyru ropmsa (+4.2%), XxpaHUTenHn npoaykT n 6esankoxonHu Hanutkun (+2.3%). Mpes
CblUMs Meceul, MeceyHaTa WHpNaums, wu3MepeHa C XapMOHU3MPAHUS WHOEKC Ha
notpebutenckute ueHn (XWUMLU), e 0.7% cnpamo npegxoaHust mecel, a roguvwHarta
uHdnaums cnpamo centemepn 2021 r. e 15.6%. (HCU, 2022). Cnopen aHanuTuyeH
WHCTPYMEHT, NpedocTaBeH B nnatdopmara Ha imoti.net, ce Habnogasa camo B paMKUTE Ha
2 kanengapHu meceua (OkT. n Hoem. 2022r.), M3MEHEHMEe cpedHa LieHa Ha HaeM Ha OBYCTaeH
anaptameHT B 6nusoct go NY- BapHa n MY-BapHa ¢ noseye ot 0,5 nyHkTa. (dur.1 n dur.2)

409.00 esur 5.63

EUR /m
PO LIS 140 B

Que. 1 ameHueHuemo Ha cpedHa yeHa Ha HaeM Ha 0gycmaeH arnapmamMmeHm 8 paMmKume Ha
0sa KaneHOapHuU meceya (okmomepu u Hoemepu 2022e.) 8 bniusocm 0o NY- BapHa

— EUR

2.11.2022 1,
\ EUR/nY- 5,18

\

Wil

o C—

Ly

362.67 EUR 5.18 EUR/ m?

Cpeara yeHs CRe/AHS LIgHS Ha KB\
Que.2 UNameHueHuemo Ha cpelOHa uyeHa Ha Haem Ha 0s8ycmaeH anapmamMeHm 8
pamkume Ha 0ea KarneHOapHU Mmeceua (okmomepu u Hoemepu 20222.) 8 briusocm do MY -
BapHa

HenoctosaHHaTa LueHa Ha HaemnTe e hakTop, KOUTO OKa3Ba BNNAHME NPW NNIAaHUPAHETO
Ha Heobxoaumua OrOMKeT 3a M3gpbXka Ha CcTygeHT. lNpegocTtaBaHETOo Ha obLexuTus
npegnonara onNnTUMU3MpPaHEe Ha Te3n pasxoouTe, U CbLUEBPEMEHHO € KMHOYOB MOMEHT B
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n3rpaxgaHeTo Ha UMUAX Ha eaHo BY 1 nosvumoHnpaHe Ha BbHLLHW nasapu. YyxagectpaHHuTe
CTyaeHTun TpsabBa ga 6baaT NnpmBneYeHn oceeH ¢ gobpa maTepunanHa 6asa n ksanuduumnpanm
NEKTOpW, a U C peLleHne Ha peanua coumanHo-6MToBm BbNPOCHK.

EQHa OT OCHOBHUTE NPUYUHW YyXXOECTPaHHUTE CTYAEeHTU Aa u3bepart yHMBEPCUTET B
Bbnrapusa e 4yBCTBUTENHO MO-HUCKUTE Takcu 3a obyveHune, No-HUCKMAT CTaHOapT Ha XMBOT,
KoeTo obycnaBsi NO-HUCKN pa3xoau 3a uenusa nepuog Ha obyyeHune. B nocnegHute rogmHm
OenbT Ha JyXaecTpaHHuTe CcTyaoeHTM B bbnrapusa ce yasosiBa - oT okorno 4% npes 2013
roguHa go Hag 8% oT gencteawmTe ctygeHty npes 2022 r. [enbT Ha 4YyKOecTpaHHUTe
CTYOEHTM € Han-rofnsm B HanpaenenusaTta ,MeguumHa“ (59% o1 gencrBawmuTe CTyAEHTH),
~,CTomaTonorusa“ (46%) n ,BetepuHapHa meanumHa® (31%). B owe yeTupun npocecnoHanHu
HanpaBneHns uJyxgecTpaHHuTe cTygeHTu HagxBbpnaTr 10% ot 6pos Ha gencTBawmTte
cTtyaeHTn. ToBa ca ,Teopusa u ynpasneHve Ha obpasosaHneto” (16%), ,Papmauns” (13%),
» 1 paHcnopT, kopabonnasaHe n asBnauus” (12%) n ,MysukanHo n TaHuoBo nskycteo“ (11%).
(https://bit.ly/3T8i2Q0, 2022). Ha dwmr. 3 ce Bu3yanuaupaT OaHHW, Gpon 4yxaecTpaHHU
CTyOeHTn, 3a nocnegHute 5 y4ebHm rogmHn. YdebHata 2019/2020r. uvyxgecTpaHHUTE
cTyaeHTn ca 16.3 xun., koeTo e ¢ 5.5% noseye cnpsiMo MuHanata yvyebHa rogmHa u ¢ 43.0%
noee4e cnpamo ydebHata 2015/2016 roguHa (cpwr. 5). Han-ronam e 6post um ot Mepums -
23.7%, cnegsat 1e3n ot O6eanHeHoTO kpancTeo - 16.1%, Nepmanus - 8.8%, YkpanHa - 6.3%,
n Typums - 6.0% ot obwua 6pon yvyxgectpaHHu ctyaeHtu (https://bit.ly/3yAFIDV, 2020).
Cnopepf, cbLma U3ToUHMK kKbM 2022r. uMma 3anncanun 18 242 ctygeHTa B BY B cTpaHaTa unm
¢ okono 1,5% yeBenunyeHue cnpsmMo npeaxogHata roguHa.
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@ue.3. CmydeHmu 4yxO0eHUU 8 yHU8epcumemu u crieyuanusupaHu BY e bvreapus

Bbnpekun nonoxmntenHua npupacT Ha Yy>KOEeCTPaHHW CTYAEHTU, TOW € MHOro ManbK 1
e[Ha OT Bb3MOXHUTE MpUYnHK e, Ye Bbnrapckute BY He npucbhcteaT cpea nbpeute 500 B
npecTmwkHuTe rnodanHn penTMHIM Ha yHuBepcuTeTn U Ao cpepata Ha 2020 r. OCHoBHU
npean3BuKaTencTBa, CBbp3aHN C HeJocTaTbyHaTa UHTEpHaUMoHann3aums Ha 6GbNrapckoTo
BMCLLE obpa3oBaHune, e HeJoCTaTbyYeH MexXayHapoaeH npecTk Ha 6bnrapckute BY n nunca
Ha pasno3HaBaeMun KOHKYpeHTHM npeaumctBa (https://bit.ly/3ZYVm7Y, 2021). YcnopegHo
pacTte n 6posa Ha 6bnrapckuTe MNagexu, xenaewm ga yyat B YyxbuHa ¢ HagexaaTta, ye e
nony4ar no- kKa4ecTBeHo obpa3oBaHMe U YMeHUS.

B nomoLl Ha TeXHUA M300p Ca MHOXECTBO NOCPEgHUYECKN OpraHM3aLmm, N3noxeHme
"CBeToBHO obpasoBaHune" W Apyry, KbOeTO KaHAugatTuTe umaT AUPEKTEH KOHTaKT C
npeacrtaeBMtenu Ha BY. B egHO OT nocnegHMTe u3gaHuMs Ha M3MNOXEHWETO € 0bsBEHO
npucbCTBUE Ha Haf 25 vyxaecTpaHHu yHusepcuteTa (hitps:/bit.ly/3ZG1nGP, 2022).

ToBa um3noxeHue ce opraHusnpa exerogHo m B rp.BapHa. Kato gonbnHutenHa
CTOMHOCT, 3anucanute ce noceTuTenu nofyvaBaT MPOUEHTHa OTCTbMKa OT TaKkcu Mo
KaHaMAaT-CTYAEHTCKN U3NUTW.
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EKCKNY3UBHA NPOMOLLMMA

CAaMO B PAMKETE MO UANGHEMIBOTO NOCETUTENMTE MOCAT 44 CF ILanananaT ot CReWHanie NROMoLMKe
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@ue.4 Busyanusayusi om caum https://www.world-education.eu/

Cnope, 0aHHM Ha opraHu3auusiTa OCHOBHUTE AbpXaBu, KOUTO MpeacTaBnasat
nHTepec ca lepmanus, ABcTpusi, AHrnusa, XonaHausi, CkaHOWHaBckUTe cTpaHuM n KOxHa
Kopes. CpeaHo mexay 8 n 10% ot 3aBbpLuBaLLmTe cpegHo obpa3oBaHve 3aMnHaBaT ga yyaT
Yy>kKOMHA, OCHOBHO HACOYEHW KbM CheuuanHoCcTU CBbp3aHu C ynpaereHve Ha GusHeca
(https://bit.ly/3mGMipL, 2021). B obw, nnaH, YyxgectpaHHute BY wnsnonseart arpecvBeH
MapKeTUHI B CTpeMexa Cu Aa npuenekaT noseve ctyaeHTu. NpegnaraT BUCOKM CTUNEHANM,
nnaTeH cTax, 6e3nnatHu e3ankosun obyyeHnss, 0bMeHHM Nporpamun n 4pyrv npeammcTea. B To3u
KOHTEKCT (M kakTo Gelue pasrnegaHo no-paHo), bpaHaMpaHeTo € ePeKTMBEH KOMMMEKC OT
MapKeTUHIOBM M TakTUYeCKn OEeNCTBUS 3a u3rpaxgaHe Ha OGpaHng v HeroeaTa penyTtauus, a
nocrnegHuTe ca KIo4oB akTop npu n3bop Ha BY oT kaHangaT-CTyaeHTUTe.

PentunHroeata cuctema Ha MOH e egHa oT Han-mepogaBHUTE B CTpaHaTa,
npeanarawa akTtyanHo cpaBHeHWe Ha 52 Bucwm yuynnuwa kbm 2022r, kouto obyyaBaTt B
peauvua cneumanHocTu, pasnpeneneHn B 52 npodecuoHanHu HanpaeneHus. ,Han-Bucoka
CTeneH Ha NpunoXxeHue Ha npugobuToTo BucLle obpasoBaHue (Hag 90%) ce Habnoaasa cpeq
3asbpwmnute ,MeguumHa“, ,BoeHHo geno“ n ,Teopusa n ynpaBneHne Ha obpa3oBaHMeTo", a
Han-HUcka cpep 3asbpunnute , Typusbm® (21%) (https:/bit.ly/3YGwJf2, 2022). B cnopeg tasu
nHdopmaums, ¢ orneq 6posa HaceneHue Ha Bvnrapusa ce nagart 7.7 BY Ha eguMH MWUIMOH
HaceneHue. PeanHo, B cpaBHEHME CbC CbCeAHUTE HM CTpaHu kaTo [Mbpums, KbaeTo nva 24
BUCLUN yyunuwa unm 2.2 BY Ha egnH MUNMOH Hacenenue, u PymbHUA ¢ 44 BUCLUM yumnnuLia,
n 3.4 BY Ha eanH MUNIMOH HaceneHue, B bbnrapna uma Tpu nbTn noseve BY Ha MunmoH
HaceneHue. (https://bit.ly/3ZOVNS; https://bit.ly/3JBhlgy; https://bit.ly/3mPrHzR, 2022r.).

Ot gpyra cTpaHa, MHOro OT MNageXnTe He yCnsaBaT Aa nonyyaT Hy)kHaTa noaroToBka
B CpeaHoTO cu obpasoBaHue. Tyk nasa ponata Ha yHMBepcuTeTa, Aa NPeanoXn atpakTuBHM
KaHAMAaaT-CTYAEHTCKU KypCcoBe, AHW HA OTBOPEHW BpaTu 1 Ap., 3a Aa 4eMOHCTpUpa MHoBaumm
N BBb3MOXHOCTU. Cnopen AbNrorogvullHy HabnwaeHus Ha aBTopuTe, TOBa € 4acT oT
N3rpaxxaaHeTo Ha yCneweH PEeNTUHT, U3rpaXxgaHeTo Ha NONOXUTENEH UMUK U eMoLMOHarHa
Bpb3ka. Korato ce 4yBCTBaT OGrpmXeHun CTyaeHTUTe, No-4ecTo Moxe m3bopbT MM aa 6bae
NOBNUSAH. AHanNM3bT Ha cpedaTta ACHO NPeAcTaBs HAKOM OT OCHOBHUTE (DakTopu 1 0COBEHOCTH
npu n3dop Ha BucLle yunnue B bnrapus.

Mpernepg Ha npepnocTtaBkuTe 3a u3bop Ha BY BBLB BapHa m TakTMuecku
nepcnekTuBmn

Kbm 2021r. 3a rpapgoseTe BapHa, Jo6pwuy, Cunuctpa, Pasrpag, Toprosuule, LLymeH un
B. TvpHOBO nma peructpmpanm 41 336 toHown Ha Bb3pacT 15-19r. O6w, 6pon 3aBbPLLMIK
Bucwe obpasoBaHue 3a cTpaHaTa npe3 2021r. e 47 284 (https:/bit.ly/3mIDWQu, 2021).
MpernegbT nokasea, Ye camo B CeepoundtodHa bbnrapus nma ronsam 6pon noTeHumanHu
CTYAEHTU, KONTO TpabBa Aa GbaaT cTUMynupaHu ga Hagrpagat obpasoBaHMETo Cu M Aa
noBuLaT kBanudukaumsTa cu. TpuTte Haru-macoBu NpodecnoHanHu HanpasneHnsa npes 2022
r. ca ,MikoHomuka“ 28 223 pencrBawm ctygeHTtu, [llegaroruka® (17 083) un ,MeguumHa“ (13
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271). B cpaBHeHue c npegxogHaTa roAuHa, HaW-ronamo yBenuMyeHwe Ha ©Opos Ha
JencreawmuTe CTygeHTu ce Habnogaea B Hanpaenenuarta ,[egarormka (709) u Megarornka
Ha obyyeHueTo no ...“ (366), a HaW-ronNsiMoO HamaneHve uma B HanpasrneHus ,MkoHoMuka"
(1098) u ,AomuHucTpauus u ynpasnenue” (471) (https://bit.ly/3Feealq, 2022r.).

Cnopepg oaHHUTe no-rope, o3Ha4yaea, 4ye UY-BapHa n MY-BapHa npegnarat egHu ot
Han-TbpceHUTe NpoecnoHanHn HanpaeneHmsa u PakTbT, Ye ca CUTyMpaHu Ha efHa U cbluia
nokauus — rp. BapHa rvu npaBu KOHKypeHTW. [1BaTa yHMBepcuTeTa HE Ce KOHKypupaT Ha nasapa
3a YyXOECTPaHHM CTYOEHTU, C Orned pasfnnyHuTe CneumanHoCTu C aHrnoe3nyHo obyyeHune,
HO OTHOCHO ObMrapckmsi nasap, o6cTaHoBKaTa € CbBCEM pasfnnyHa.

Bbnpekun, ye cneumanHoctute B MY-BapHa obyyaBaTt kagpu nogxoaswm 3a cgeparta
Ha 3gpaBeonasBaHETO, TaM Ce pasBMBa YCMELHO, B cekTop YnpaeneHue, dakynteT
O6LwecTtBeHO 3gpaBeonasBaHe. [lo3nuMoHMparkm Ha nasapa crneumanHoctuTe "3apaBeH
MEHUIKMBHT"; "34paBeH MEHUIKMBLHT W  Meguko-couuanHu rpukun"; "YnpasneHue Ha
3gpaBHuTe rpwxkun"; "dapmaueBTUYEH MEHWIKMBHT u rpwkun”, ®O3 cTaBa [OUpeKTeH
KOHKYpeHT Ha dakynTeT ,YnpasneHme“ u cney. MeHngxmbHT B Y-BapHa.

MkoHoMn4yeckn yHuBepcuTeT — BapHa nocnegHMTe HAKOMKO FOAWHU Ce CTPEMU KbM
yTBbpXOaBaHe M uarpaxgaHe Ha HOB UMUK, MO3ULMOHUPANKM Ce Ha nasapa CbC CroraH
“KoraTto nsbupaw yHmBepcuTeT, n3dbupaw nepcnektnea — 100 roanHn NY — BapHa®“.

Tpaguumnte, OMakoOBaHM B WHOBATMBHM MeTOAM Ha oOyyeHue, pasBuBalla ce
npeanpuemMadecka cpeaa, noabpaHn GU3HEC KOHTaKTU U JOKa3aHW NeKTopu ce BNnuTaT B
CVHTE3 OT A0OpM NPaKTMKM KbM ycnelleH BpaHg uMuax.

Mpe3 2022 r. BUCLLETO y4nnuule ce Hapexaa cped Han-gobpuTte B MEXOyHApOOHOTO
obGpasoBaTenHO NPOCTPaAHCTBO C NoKa3aTenu, NoNyyYnnn Ham-BUCoKa PENTUHIoBa OLeHKa.

Te3n oueHkn nokaseaT MOCMeaoBaTENHOCT M MOCTOSIHCTBO B U3rpaKgaHeTo Ha
ycneuwHa 6paHg MAEHTUYHOCT OT cTpaHa Ha MkoHomudeckn YHnBepcuteT — BapHa.

lMornegHaTo B MO-LUMPOKa MEPCMNEKTMBA - BbB Bpb3Kka C OrpaHNYeHusiTa, Kouto 6sxa
HanoxeHn nokpan Covid-19 un ¢ orneg BOeHHUTe OeWCTBUS B ONM3KM CTpaHW, U He
Bb3MOXHOCTTAa 3a CBOOOAHO MbTyBaHe Ha 3anMHTepecoBaHu nuua, B MY- BapHa ca narpagunm
nnatgopma 3a OHnanH oTBopeHu BpaTu. Cb3gadeH e Buaeo martepuarn, nokassaw, 6asute
Ha yHuBepcuteTa, oTroBopu Ha Y3B, Bcnuku cneundukm no ,Mpuem® n op., CTY4EHTCKN XXMUBOT.
ToBa e eanH OT MHCTPYMEeHTUTe, ¢ Konto MY- BapHa ce agantupa B HebnaronpusitTHata KbM
MoMeHTa cpega.( https://bit.ly/3mNAIMB, 2022). To3n nogxoa e gosen oo 4obpu pesynrtaTu,
noseye oT 5 kaHaupaT-cTygeHTa ce 6opAT 3a 1 MACTO 3a cneumanHoctute MeguumHa,
dapmauua u  [eHTanHa wmeguumHa u uma Hag 1900 JyxgecTpaHHW  CTyOeHTW.
(https://bit.ly/3JzZwh4, 2022). Ann Ha ©a3a onncaHaTa CTaTUCTUKA MO-rOpe Ce paBHsIBA Ha
10% oT 06wuma 6pon YykgecTpaHHM CTyaeHTW yyawm B bbnrapus kem 2022r.

NKoHOMMUECKW MeagnumHcKkn
yHuBepcurer yHusepcurer
BapHa BapHa

KopnoparuneHo noro

bBpon nocnepoearenn sse FB

MoBunHa Bepcns Ha cainTa

@ @ oHMNanH TYyp Ha BaszaTa
380

® SEO Ha cadT 3a He3pswm xopa

®ue. 4 CpasHumerneH aHanu3 ro Kmo4yoeu MapKkemuH208U UHCMpPyMeHmu
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MY-BapHa pasnonara ¢ no-gobpe passuta cTpaHuua BbB Facebook, ¢ no-ronsam 6pon
nocnegoBaTteny 1 perucTpupaHa aHraxkmpaHocT Ha nocetutenute. MNybnukaummTe ca 4ecTu,
nobpe CTpyKTypupaHu 1 ce M3nonseaT xawTaroBe u 6bp3n Bpb3kn. B cTpanuuata Ha UY-
BapHa HAMa npakTMka ga ce u3nonseaT xalitaroBe u Obp3v Bpb3KKW, KOETO Hamansiea
opraHu4HnA Tpaduk Ha cTpaHuuaTa. Jluncsea fnokauma un ACHoO npeacraBsaHe Ha BY.

W aBeTe cTpaHuum ca oNTMMU3MPaHN C KpaTKM MMeHa 3a No-4o0dpo No3numMoHMpaHe B
google.

. NY-BapHa: https://www.facebook.com/ue.varna
. MY-BapHa: https://www.facebook.com/MedicalUniversityVarna

Mpn TbpceHe Ha vHGopMauna 3a yHuBepcuteTuTe B Google, Wikipedia e eanH ot
OCHOBHUTE WM3TOYHMUM, C Aobpa onTumMM3auus, KOWTO M3MM3a Ha YenHu nosvumm cnepg
KopnopatmeHua cant Ha BY. U geeTe BY ca ce Bb3nonaesanu OT TO3M MHCTPYMEHT, HO MY-
BapHa ca HabnerHanu Ha Hay4YHU U3TOYHMLM, BbHLLHW NpenpaTkn 1 CTYAEHTCKM XXUBOT, KOETO
e MHoro gobpa MapkeTUHroBa TakTuka.

. NY-BapHa: https://bit.ly/3yAkFBB
. MY-BapHa: https://bit.ly/3YGFFBa

B mnarpaxxgaHeTo Ha KopnopaTMBEH CanT, U ABaTa YHUBEPCUTETA ca U3Non3sanu Ham-
Ao6pu NpakTUKM B An3ariH, NO3NLNOHMPaHe Ha MHAopMaUns U CHUMKK. JloraTta n cnoraHute
Ca Ha NpeaeH NnaH, KakTo 1 UMWAXKOBM aKTMBHW Criangose v Buaea.

Jlnncata Ha mobunHa Bepcus Ha canTa Ha MY-BapHa 3aTpyaHsaBa notpeburtenurte ga
nsnonseaT Tbpcaykata Ha camTa M ga gocturat Ao MeHiooTa 6e3 ga usnon3saT zoom Ha
YCTPOWCTBOTO CU. M3non3ea ce aganTnBHa BePCUsl, KOATO Bb3NPEnATCTBA ACHOTO NoAHACAHEe
Ha nHdopmauus (dwur.4). No gaHHM Ha google analytics (dur. 5), OCHOBHOTO TEKYYECTBO Ha
OHNanH nNoTpebuTenn e npes MobUITHM YCTPONCTBA.

Cecuu 1o yCTPOUCTBO

@ue.5 Busyanusayusi Ha 0aHHU Mo Kamez2opusi Ha U3ros38aHomo ycmpoucmeo, rnpu
docmbrneaHe calim Www.mu-varna.bg.

Mo npenopbkn Ha MUHUCTEPCTBOTO Ha E€NEKTPOHHOTO yrnpasrieHne e HeobXxoanmo
Bcekun canT ga 6bae SEO ontummampaH u 3a Hespsiwm xopa. ToBa ce uspassiBa OCHOBHO C
HanNUMuMeTo Ha TeKCToBa anTepHatMBa Ha cHumkute (Alt onucanus). Teanm onucaHusa e
HeobX0AMMO fa ca KOPEKTHU CNpsIMO CbAbpXaHMeTo. ToBa € eanH OT anroputMuTe, KOUTo
TbpcaykuTe cnegqar, 3awoTo To3um enemeHT oT SEO ontummsaumsita Ha CHUMKUTE ce
n3nonssa M MNpu MNOCELLEHMEeTO Ha carTa HU OT He3psdWu Xopa C NoMoLlTa Ha udeTuwn.
(https://bit.ly/3ZLWjRn). Y ca nponycHanu U3nbiHEHWETO Ha Ta3un npenopbKa.
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AHanuns Ha npeacrtaBsaHeTo Ha UY-BapHa m MY-BapHa no OCHOBHM KNHO4YOBM
aymu:

Mpn aHanus, B MHKOrHUTO Npo3opey Ha Google:

- Ha kmo4voBu gymm ,MkoHommyecko obpasoBaHue B Bwnrapus“, NY- BapHa ce
Knacupa Ha BTopa CTpaHuua B google, kaTo ce BM3yanuaupa uutaTt OT KHUra B eNeKTpoHHaTa
KHVXXapHULUA Ha yHMBepcuTeTa, HO He 1 camusa canT. Ton oTnaga Ha 5-Ta cTpaHuua.

- Ha knto4yoBK gymm “MegumumHcko obpasosaHue B bvnrapua“, MY- BapHa, ce knacupa
Ha MbpBa cTpaHuua B google, cbec nHdopmauusa kbM hakynteT MegumunHa.

OCHOBHUTE HanpaBreHUs ca Han-TbpCEHM OT NOTPEOUTENNTE N BKNIOYBAHETO HA TE3N
n3pasu B HSIKOSKO cTaTtum 1 nHdopmauus B canta 6u nogobpuno knacupaHeTo B Google.

N aBeTe BY um3nonseaT epeKkTMBHM METOAM 3a U3rpaxgaHe Ha 6paHg WOEeHTUYHOCT,
cnegBankm HOBOCTUTE B cdeparta. M3anbkBaT ¢ sicHO GpaHampaHu, pasnuumvn 6a3m 3a
o6yyeHne, aBTOPUTETHN U U3YNCTEHM NOra, U UMUOXKOB CIOraH.

o KopnopaTtuseH crioraH Ha MY-BapHa — Bawunar ynex e Hawarta uen!
¢ KopnopatuseH crioraH Ha Y- BapHa — C akagemuyHu Tpagunumm B 6baeLeTo!

N neeTe BY paboTAT B HAacoka uarpaxaaHe Ha aBTopuTeTHa bpaHa NOeHTUYHOCT, HO
e Heobxooumo pa ce cneaBaT HawW-0oOOpUTE NPaKTUKM M Ja Ce TbPCU YHUKANHOCT W
aneepcudukaumnsa npu nsrpaxgaHe Ha yed 6paHg ngeHTUYHOCT.

3aknyeHne n npenopbKU

3a ga 6baaT nsrpageHn NOCTosAHHM NMO3uLMK Ha ,Masapa“ Ha BuCLEe oOpa3oBaHue e
Heobxoguma nocnegoBaTenHa cTpaterMs 3a wuarpaxgaHe Ha 6paHad  WOEHTUYHOCT,
yTBbpXXJaBaHe B Hay4HM Cpean U Cb3gaBaHe Ha KOHKYPEHTHOCMOCOOHM kagpu. PenTuHr,
nokauusi, NpefocTaBAHETO Ha obwexntus, konabopauus mexgy MecTHU dupmn un
yHuBepcuteta 3a 6baew, ctax u paboTHa no3vuusa crneg OunioMupaHe ca OCHOBHUTE
dakTopu, KONTo Bruxa rapaHTMpanu MHTEpPEeC cpen MragexuTe u yTBbpxaaBaHe Ha GpaHg
nMuaK Ha BY.

M3non3saHe Ha gobpa SEO ontnmusaumsi, CACTEMHO NyGrMKyBaHe U cnogensHe Ha
noeeye MHMOpMaUus OTHOCHO pa3BUTUE U aKTUBHOCTM Ha BY, cTaHoBuMLa Ha NeKTopu no
akTyanHum Ttemm Ouxa wu3rpagunn egHa nocrnegoBaTenHa cTpaTerys 3a pasBuMBaHe U
yTBbpXXOaBaHe Ha NONoOXuTenNeH Ha 6paHg MMUOX Ha aHanNU3npaHMTe BUCLUN YYUNULLA.

CoumanHnTe Mpexu ca curypeH MHCTPyMeHT 3a nonynsapusmpaHe. V1 asete BY morat
Aa ce Bb3nonaeart OT nnaTeHn nybnukaumm 3a ga nosuwiaTt 6Gpos Ha nocnegosaTteny v aa
AoCcTuUra 4o no-wmnpoka ayautopus cnogeneHarta nHdopmaums.

OTtHocHO WY-BapHa — HeoOxoouMm € UANOCTEH MOHUTOPUHT M npepaboTka Ha
Facebook cTpaHuuarta, KoeTo BKIHOYBa:

1. [donwbneaHe Ha onucaHue n cTpaTernda Ha BY, nokauma n 6bp3n Bpb3KY;

2. Cwb3gaBaHe Ha akTUBHU BYTOHY;

3. [lybnukyBaHe Ha CTPYKTypupaHu NOCTOBE C ONTMMMU3NPaHN BU3yanu3auum
4. WsnonaBaHe Ha xalUTaroBse.

MopnobpsBaHe Ha HaumHa Ha npeacTaBsHe B Wikipedia, nobassiHe Ha Hay4YHa AeHOCT
1 6bP3n Bpb3KK. N3non3saHeTo Ha noabpaHu KNYoBM AyMn 1 ppasn, B HAKOSTKO UMUOXKOBW
cTtaTum nybnukysaHu B canTta, buxa cnomorHanu 3a nokaysaHe B pesyntatute Ha Google.

3a nogobpsaBaHe Ha wumuaxa Ha MY-BapHa v no3vMunoHWpaHeTo My B OHMauH
NMPOCTPaHCTBOTO € MpenopbyYUTENHO Cb3daBaHETO Ha MoOunHa Bepcus Ha cauTa.
MpeumsnpaHe wn npuopuTU3MpaHe Ha cnogeneHata uHdopmauund. [JobasaHeTo Ha 360
Bu3yaneH Typ, OM nognomorHano oOpueHTauusaTa Ha CTygeHTUTe U LEMOHCTpMparno
WHOBATUBHUTE N TEXHOMOIrMYHM Basu.

OTHOCHO NnogobpsiBaHe Ha ohnarH peknamarta Ha y4ebHuTe 3aBeaeHns, UHCTPYMEHT
3a nogabpXaHe Ha OpaHg WOEHTUYHOCT Ha [Jobpe opraHu3vpaHa opraHusauus,
WHTepecyBalla ce OT MHEHMEeTO Ha noTpebutenute W Tbpcewa HOBM TakuMBa, €
OpraHM3MpaHeTo Ha NoKanHn MNHN n3noxexus. NpegocTtaBsHe Ha BpaHanpaHn peknaMmHu un
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neyaTHU MHPOPMAaLMOHHN MaTepuanu, npeseHTaummn n ap. 61 cnomorHano Ha pogutenuTe u
MIagexnTe B MO-Mankute panoHu Ha cTpaHaTa Aa ce 3ano3HasiT Mo-nogpobHO € pasnuyHUTe
crneumanHocTu, kouto npegnarat BY. ToBa 61 61Mno Bb3MOXHOCT 1 3a NON30TBOPEH KOHTAKT
C MecTeH B13Hec 1 narpaxxgaHe Ha konabopauus.

MpuBnMyaHeTo Ha noBeye KaHoupaTh, Oopelwm ce 3a eaHO MSACTO B OnpeaeneHa
creumnanHocT, pecnekTMBHO NoBMLIAaBa MMUOKa Ha yHMBEpCcUTeTa, U NO3ULMOHUPAHETO MY
kaTo aBTOopuTeTeH OpaHa. [lMpeumsmpa nopbopa (nosBuwasa ce cpegeH obuy ycnex Ha
KaHgugaTuTe), cenektmpar ce kagpu, KOUTO Umar xenaHvue 3a passutue. Te we 6baart nnog
Ha BUCLUETO ydnnuuie n meputen 3a gobpe oby4yeHun kagpu.

ToBa e OT CbLLEeCTBEHO 3Ha4YeHne 1 OT MKOHOMUYECKa rMefHa ToYKa, 3awWwoTo ce AaBa
Bb3MOXXHOCT Ha HaW-MOTMBMPAHUTE MINAAEXU Aa OEMOHCTPMPAT CBOUTE YMEHMSA U KanauuTeT,
Aa ce Bb3MNon3BaT OT BCUMYKM Bb3MOXHOCTM, kouTo BY npegnarat n ga 6vpgaTt pnobpe
NOAroTBEHW Kaapu 3a nasapa Ha Tpyaa. [loBuwasa ce ka4eCcTBOTO Ha BMCLLETO obpa3oBaHue.
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Pa3Butue Ha peTopukaTa B O bnrapckara peknama
LiBeTennHa Bnagummpoea®

Pestome: PeTopukaTta e no3HaTta kato cnocob 3a Bb34encTeBne Bbpxy XxopaTta oLle oT Abnboka
ApeBHOCT. B OHewHO Bpeme peknamHUTE cneunannuctn 4Yecto npumbsarsat OO HEWHUSA
WHCTPYMEHTapuyM, 3a [da HanpasaT CBOUTE peKnamMu MNo-UHTEPECHU, 3arnoOMHAWLKM ce U
noaTuvKBalLM KbM nokynka. OT nscnegoBaTericka rrnefgHa Tovka € UHTepeceH BbMpoChT Kak
NPUOXXEHMETO Ha peTopuyHK uUrypmn B peknammTe ce e esononpano ¢ spemeTo. LlenTta Ha

TO3W OoKnag e [a Aafde OTroBOp Ha TO3U BbMNPOC, KaTo M3BBLPLUM CpaBHEHUE Mexay
ynotpebarta Ha durypaTMBeH e3unk gHeC ¢ Tasu npegum rnobanHara naHgemuna ot Koeug 19.
Pesyntatute nokaseaT, Ye peTopukaTta npogbinkaBa ga 6bae npeanoyvMTaHo CPeacTBo 3a
MapKeTonosuTe.

KniouoBu aymu: peTopnyHn ourypu, peknamMHmn crnoraHu

JEL: M30, M31, M37

Dynamic of Rhetoric in Bulgarian Advertisin
Tsvetelina Vladimiirova®

Abstract: Rhetoric has been known as a way of influencing people since ancient times.
Nowadays, advertisers often resort to its toolkit to make their ads more interesting, memorable
and compelling to buy. From a research point of view, the question of how the usage of
rhetorical figures in advertisements has changed over time is interesting. The aim of this report
is to answer this question by comparing the use of figurative language today with that before

the Covid 19 pandemic. The results show that rhetoric continues to be a preferred medium for
marketers.

Key words: rhetorical figures, advertising slogans

JEL: M30, M31, M37

BbuBeneHue

KopeHuTe Ha peTopukaTa morat ga 6baaT npocrnegenn Oo cnaBHUTE AHU Ha [peBHa
Enaga. B gHelwHo Bpeme peTopukaTa € 4YacT OT peauua cepu - NonuTuka, U3KyCteo U He
Ha nocnegHo MSACTO MapkeTuHr. [1pe3 BTOpaTta NoONoBMHA Ha ABadeceTn BEK BCe MoBeYe
yYeHW 3anoyBaT [a Ce WHTepecyBaT OT Bpb3kaTa MeXay Haykata 3a KpacHopeuyve W
peknamarta. B ycnoBusata Ha U3KNKYUTENHO CUITHA KOHKYPEHUUSA N TYpOyneHTHM coLmanHu n
NONIMTUYECKN BPEMEHA, AHEC € MO-BaXXHO OT BCSAKOra gocera peknamHuTe cneyuanuct ga
Cb3gaBaT BbJ/IHyBalWM peKnamHM CnoraHu, KOMTO da ocCcTaHaT B Cb3HAHMETO Ha
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notTpebuTenuTe Bb3MOXHO Han-ObNro Bpeme. EAMH Ha4MH Ta3un 3agaya ga 6bae nocturHata
e ynotpebarta Ha peTopuyHU OUTypU B peKNamMHUTE COraHu.

ApuctoTen onpegensa petopukata no cnegHus HaduH ,Heka petopukata Obae
CnocoBHOCT Aa OTKpMBaMe Npuy BCEKU Cry4var OHOBa, KOeTo Moxe Aa ybeaun. Tosa He e 3agada
Ha HWKOEe OpYro M3KycTBO.... PeTopukaTta, nsrnexaa moxe ga oTkpvBa ybeouTenHus 4osog
OTHOCHO BCSIKa JafeHOCT, 3aToBa U Ka3Bame, Ye TS KaTo U3KYCTBO He Ce OTHAcs A0 HSKaKbB
cobcTBEH U onpegeneH paspeg npeameTtn.” (Apuctoten, 1993, ctp. 45).

EnemeHTn Ha peTopukata ca peTopuyHuTe durypu. Han-yecto cpeLiaHoTo
onpegeneHve 3a peTopudHuTe Urypyn e, 4Ye Te MNPeAcTaBnsBaT XUTPU OTKIOHEHUS OT
CTaHOapTHWUS BUA Ha e3uka, KOMTO nogobpsBaT KOMyHuKaumsita mexay xoparta (Corbett,
1990; McQuarrie 1 Mick, 1996).

MpeoxogHuTe mscnegBaHUs, KOUTO pasrnexgar pondtra Ha urypatMBHUS e€3uK B
peknamara, morat ga 6baart ycnoBHO pasaeneHu Ha ase obwmnpHu kateropun. MNMepseata rpyna
npoy4yBaHusi ce CTpemu ga onuwe ynotpebata Ha peTopuyHu urypyu B peknamata. Tesu
Hay4YHW TPy4OBE OTroBapsAT Ha BbLMNPOCK KaTO TOBA KakBa € 4YeCToTa Ha PeTOPUYHMS e3UK B
peknamute, KOW ca Han-npegnovMtaHuTe peTopudHn urypn, Kakem ca KynTypHUTE
ocobeHocTun npu ynotpebarta Ha ourypaTneBeH e3vk n ap. KbM To3n TMn nscnegsaHusa cnagat
N Te3n, KOUTO LendaT Aa NpoBepsAT MO KakbB HAa4YMH Ce e NMPOMEeHUrna petopukaTa B pekrnamara
C TeyeHne Ha BpemeTo. BTopuaT Tun nacneasaHuns umat no-crnoxHa 3agada. Te ce onuTsar
Aa N3MepSAT Bb3OEeNCTBNETO Ha PeTOpPUYHUTE PUrypy B peknamara.

HacTtoawmar goknag cnaja KbM nNbpBaTta kateropus Tpyaose. Herosata uen e ga
CpaBHW MPUITOXXEHNETO Ha PETOPUYHN OUTYpU B peknamaTa AHeC C NPUoXeHMeTo UM npeau
rnobanHata naHoemus ot KoBna19. KbM MoMeHTa Ha HanuMcBaHeTO Ha TO3W [oknaj He ca
HanNW4yHW Opyru u3cneaBaHUs, KOMTO Aa ONUCBAT AMHaMKKaTa Ha peTopukaTta B peknamara B
bvnrapus.

KaTo orpaHnyeHus npeg nscnegsaHeTo Moxe ga 6bae nocoyYeH Mankusat nposopel, ot
BpeMe - e[Ba HAKOSKO roguHun nonagaT B XOPM30HTa 3a CpaBHEHME.

MpepxoaHusa npoyyBaHus

lMpe3 BekoBeTe peTopukaTa ce 3aTBbpKAaBa KaTo HEM3MEHEH CMbTHUK MU MOMOLLHUK
Ha 4yoBe4vecTBOTO. PeTopukaTa, nOA06HO Ha BCUYKM OPYrM HAYKW, TbPrM CBOETO pasBuUTME U
mMeTamopdo3n 1M oTpassiBa NMPOMEHMTE B HayMHa Ha MUCMEHE M NOBeAeHMe Ha xopaTta B
pasfiMyHUTE enoxu.

Mpe3 2002 Phillips n McQuarrie npoeexaaTt nobonuTHO nu3cnensaHe, C KOETO UenaT
Aa npocnegar kak ce uameHs ynotpebara Ha peTopuyHu courypm BbB BpeMeTo. 3a uenta 1e
aHanmampat ronam 6pon peknamm OT aMepuKkaHCKM cnucaHus, nybnukysaHw B nepuoja
mMexay 1956 n 1998 r. N3rotBeHNAT OT TAX TPy Nokassa, Ye UHCTPYMEHTUTE Ha peTopukaTa
npeacTaBnsBaT KOHCTaHTa B aMepuKaHcKata peknama, Hah-paHo OT BTopaTta MosfioBMHa Ha
ABageceTtu Bek. HaunHbT, No konTo Te GuBat npunaraHn obaye npeTbprsisa metamopdo3sa.
Mpe3 no-paHHWUTE OeceTuneTusi, BKIOYEHW B MPOYYBAHETO, peTopuyHuTe durypmn GmsaTt
ynotpebsasaHn camoctoaTenHo. MNpes 90-Te roanHM Ha MuUHanNusa Bek obaye, MHO3MHCTBOTO
peknamMmu Beye cbabpxaT noseyve oT efHa curypa Ha peyta. Phillips n McQuarrie HapuyaTt
TO3n peHoMeH “HannacTtaBaHe” (“layering”).

Phillips n McQuarrie oTkpuBaT U gpyra cepuosHa pasnuka, Koato ce cdopmmpa ¢
TeyeHne Ha BpemeTo. Npe3 50-Te 1 60-Te rogmMHM Ha ABadeceTU BeK, € Hanuue npoleca Ha
Taka Hape4vyeHOTO “3akoTBdAHEe” (“anchoring”) - peknamHuTe cneumanucTu Usnonsear
peTopu4Hn churypu B 3arfaBusita Ha ctTaTumTe B CNUCaHMUS, a B KONUTO (OCHOBHMUSA TEKCT) Ha
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peknamarta Te 6mBaTt 06sACHEHM C nMomoLuTa Ha HedurypaTmeeH esnk. C HanpegBaHeToO Ha
roguHnTe Tasu NpakTuka 3anoysa Ja ce cpella Bce Mo-psako, a npe3 90-Te 79 € noytu
HanbIHO M34es3Hana ot ynotpeba. Phillips n McQuarrie (2002) nskassat npeanonoxeHneTo,
Yye MOCTENEHHO peknamopartenure U MapkeTWHr crneuuanucTute npugobmsaTt no-ronsiMo
aosepue B notpebutenute. Te 3anoyBaT fa BdApeaT, Te XxopaTa LWe paskogupart
durypatmBHUA e3uk B peknamute n 6e3 nomoluta Ha 6ykBanHoO o6ACHeHNe.

Cnopeg Phillips n McQuarrie (2002) ynotpebaTta Ha crnoxHu urypu Ha peyta, KaTo
TponuTte, ce yBenu4yaea c Te4eHne Ha BpeMeTo. ABTOpUTE Ha M3CneaBaHeTO cnekynupar, ve
npv BCe No-HapacTBaLWOTO NPUCHLCTBNE HA MeAMUTe B HaLLWS XXMBOT, XopaTa 3anoysart ga ce
cbnbckBaT BCe MO-4ECTO C pekrnaMmumTe M CbOTBETHO YMEHWETO UM Aa rv gewmdpupar ce
nopobpsiea. C ornea Ha Ta3n TEHAEHUMA MapKETUHI cneymanuctuTe npugobmeaT no-ronsiMo
aosepue B NoTpedutennte 1 U3roTBsT NO-CNOXHW peknamHu crnoradm u tekctose (Phillips n
McQuarrie, 2002).

PasnnyHute nogxoam B ynotpebarta Ha peTopukaTa B peknamaTa oTpassaBaTt He caMo
NpoMsiHa B CTWMa, HO CbLUO Taka M TOBa Kak pasfnU4HM rpynu, Kato Hanpumep HHOLWMKTE U
XeHuTe 6uat TpeTnpanm ot obiectsoTo (Phillips & McQuarrie, 2002).

Mpe3 2009 rogmHa Christopher npocnegsea eBonounsaTa Ha UrypuTe Ha peyTa B
peknamHuTe crnoraHu. Ta aHanuaupa kak Te ce U3MEHAT Npe3 e4uH 3HadYnTeneH nepuog ot
BpeMe - OT MocrnegHuTe AeceTuneTus Ha AeBeTHageceTW BeK A0 HavyanoTto Ha HOBOTO
xvnsgonetve. ABTOPBbT Ha U3cnegBaHeTo OTKPUBA, Ye C TeveHne Ha BpeMeTo ynotpebarta Ha
durypatmMBeH e3uK HapacTBa KakTo No 4YecToTa, Taka 1 no cnoxHoct (Christopher, 2009). Mo
TO31 HaumH Christopher 3aTBbpXgaBa HabniogeHusaTa HanpaseHu oT Phillips n McQuarrie
cefem roguHn no-paHo.

3a cbxaneHve, KbM MOMEHTa Ha HanMCBaHETO Ha To3u pedoepaTt, noaobHo
n3cregBaHe, KOeETO [a pasrnexaa NbTsa Ha peTopukata B peknamute B bbnrapus, He e
N3BBPLLEHO.

Mpe3 2020 rognHa MaBpoaneBa npoBexaa MawabHo npoy4BaHe, KOeTo Uma 3a uen
Aa npocneauv pasBuMTUETO Ha ynotpebaTa Ha meTachopu B 6bnrapckmnsi NONUTUYECKN ANCKYPC.
N3cnepBaHeTo ce 6asnpa Bbpxy aHanu3a Ha TeneBu3WOHHUM [febaTn, BuOeo peuwn,
TEeNeBU3NOHHN UHTEPBIOTA, NONIMTUYECKN peyn 1 Buaeo npeseHtaumun. lNeprnogbT Ha aHanusa
obxBala Gbnrapckms npexon OT MNnaHoBa KbM MasapHa MKOHOMUKa B roguHuTe ot 1989 ao
2020 roguHa.

Maspoguea (2020) pasrnexaa 100 nonutuyeckun peyn, kakto n 100 naobpaxeHus ot
npean3bopHn kamnaHuu. Peunte ca npencrtaBeHM OT ABafeceT pPasfuyHM NOSIMTUYECKM
dopmaunn, cpeq kouto NEPB, BCI, OMNC wn gpyrn. Cnopen MaspoauneBa “Bwnrapckute
NONMUTUYECKN OpaTopu U3Non3BaT CrOBECHW MeTadopu M METOHUMUK, 3a Aa nogyepTasT
OCHOBHWTE MAEW, KakTo W Jda npeactaBaAT MNOMOXUTENHA WM oTpuuaTenHa oueHka.”
(MaBpoaweBa, 2020, ctp 20).

Maspoguesa (2020) nocoyBa npuMepu OTHOCHO yrnoTpebaTa Ha meTadopy CBbp3aHu
C AOMa M CEMENCTBOTO, KaKTO U MeTadopu CBbP3aHM C MbTULLa U MarucTpanu, a CbLlo 1
CMOPTHU N MeauuuHCKN meTadopu. [pyra rpyna metadopyyHn Mogenu, KOUTo pasrnexaa
MaBspogueBa ca mogenute cBbp3aHu ¢ n3kycTBo. C NnpoabikeHne Ha BPEMETO HSAKOWU Te3un
mMeTadpopu moraT ga 6baat TpaHCHOPMUPaHM OT NONOXKUTENHM KbM OTpULATENHMN.

Maspoguesa (2020) pasgens BusyanHute metaopy 1 METOHUMUN HA ABE OOLLMPHM
rpynu. MNbpBaTa rpyna npeacraBsa NONoOXuTenHn obpasun, a BToparta nocTtaBs yoapeHneTo
BbpXy OTpMLATENHN NONUTMYECKM NpakTuku. Mprmepun 3a 4YecTo M3nona3BaHu M3obpaxkeHus
BKMoYyBaT ynoTpebata Ha Obnrapckata kapTta, 3HameTo Ha bbnrapus, dnarbT Ha
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EBponerickna cbtos. [Jpyrn 4ecTo cpeLlaHn CUMBOSN ca Te3N Ha PasfnUYHKU LBETS, OAbpBeTa 1
pacTeHusi, KaTo Hanpumep po3a, MacnMHOBO KMOHYe u Ap. BwusyanHute metadopu ca
BKMOYEHM KaTo YacT OT NOCTePU U BUOEO Npe3eHTaumm.

MogobHo mscnegBaHe, koeTo fa mscnegBa ynotpebata Ha KOHKPETHU pPEeTOPUYHM
CPeACTBa UM Ha peTopukaTta KaTo usno B 6Gbnrapckute peknamm, oT Ha4anoTo Ha npexoda
00 AeH aHeleH 6y 61no N3KMYNTENHO NOKasaTeNHO 3a NPOMEHMUTE, KOUTO Ca HAaCTBLMUIU He
camo B BGbNrapCkOTO MapKeTUHI MPOCTPaAHCTBO, HO U B HaLIEeTO 0bLWecTBO nNpes nocnegHuTe
TPy AeceTuneTus.

MeTtogonorus

MeTtogonoruaTta moxe aa 6bae yCnoBHO pasgeneHa Ha Yetypu etana. [MbpBusT etan
BKMNto4Ba CbOMpaHeTo Ha obLwmpHa n3Bagka ot crioraHm - 836. CnoraHuTe ca cbbpaHu, KakTo
OT Taka HapedyeHuTe cTapy mMeaun (paguo, TeNneBu3usl, BECTHULM U CUCaHus), Taka u oT
HOBUTE MeOMM B OUrMTANIHOTO NPOCTPaHCTBO. BpemeBaTta pamka obxBalla nepuoga mexay
anpun 2020 rogmHa n centemepu 2022 rogmHa.

BTopuaT etan OT wu3crneaBaHeTO MpeAcTaBnsiBa aHanm3 Ha CbAbpXaHMETO Ha
cbbpaHnTe crioraHn. PeknamHuTe crnoraHuM ca pasnpegerieHM B criegHuTe NpoayKToBU
KaTeropun: XpaHu, HanuTKW, Moaa, KO3MeTuka, MeauuuMHa u dapmaums, aBTomMoounu,
TEXHOMNOINK, TbProBusi, TYPM3bM U PECTOPAHTBLOPCTBO, (OMHAHCOBM YCIYTU 1 OPYIW.

M3uncneHa e cpegHaTta ObIMKMHA 3a BCsika egHa NPOOYKTOBA KaTeropusi, Kakto 1 3a
peknaMHOTO MPOCTPaHCTBO B Bbnrapus kaTto usno. Bcekn eamH croraH e NpoBepeH 3a
HanM4YMeTo MM OTCLCTBMETO Ha durypatmBeH e3uk. KnacndumumpaH e TMnbT peTopudHa
durypa B T€3M CrioraHu, Npu KOUTO TS € Hanu4yHa.

TpeTuaT eTan npencTaBrsiBa CpaBHEHME Ha MNOSyYeHUTE pesynTtaTtu € Te3n oT
nacneasaHe nposeaeHo oT Katpanmpkunes u ap. npes 2016 roguHa.

UeTBbPTUAT €Tan 3aknoyaBa HanpaBaTta Ha M3BOAM M OTNPaBAHETO Ha NPENopbLKY 3a
ObaeLLn nscnegBaHus.

PesynTtatu un gauckycus
N3cnepBaHuTe cnoraHmn 6sxa pasnpegeneHy B pasnvyHy NpoayKTOBU KaTeropmm cbe
CnegHnTe NpPOoLEHTU.

Tabnuua 1: [1an Ha cnoraHmTe No NpoayKTOBU KaTeropun

MpoaykToBa kaTeropus MpoueHT OoT cnoraHute
XpaHu 11.33 %
Hanutkn 7.99 %
Mopa 6.82 %
Ko3meTunka 8.71 %
ABTOMOOUNN 4.41 %
TexHonornm 8.14 %
Tbprosus 7.78 %
duHaHcoBM ycnyru 6.22 %
MeguumHa n papmauyms 12.67 %
TypusbM 1 pecTopaHTLOPCTBO 8.98%
Opyru 15.07%

U3moyHuk: PaspaboTka Ha aBTopa
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KaTtpanmpxneB n gp. (2016) pasnpegenat cbbpaHnTte oT Tax 605 cnoraHa B criegHuTe
NPOAYKTOBN KaTeropuu: XpaHWTEnHW NpoAyKTW, HanuTKW, aBTOMOOUNKW, aBMOKOMMAHUM,
GeH3nHoCTaHUMM M aBTOOYCHM KOMMaHuu, GaHkM K 3acTpaxoBaTenHW KOMMaHWW, Bepurn
MarasvHu N TbProBCKM LIEHTPOBE, TEXHOMOMMN U TeNeKOMyHUKaLmm, obrekna n Ko3ameTuka,
Typn3bm 1 apyrn. OcBeH ye HAKoM cdepu ca obeguMHeHn B edHa, NpaBu BnevatneHue, ve
pPEKNaMHUTE CrOraHn, KOUTO NPOMOTUPAT fekapCcTBa W MEAMUMHCKM YyCnyrn, He ca
KnacudpmumpaHn B OTAenHa npoayktoBa kKateropus. Moxe pfa 6bae  HanpaBeHO
NpeanonoXeHNeTo, Ye ToBa € Taka, 3alloTO Te3u CroraHu He ca 3aemanu ronam Aasn oT
obLmMTe 1 Nopaau Tasu nNpuYnHa ca 6unu copTupaHu B rpadpa “apyru’”.

Cnopepn AaHHUTE Ha HACTOALETO NPOyYBaHe, MMEHHO CIIOraHnTe, KOMTO NPOMOTMpaT
nekapctBa W MeauMUMHCKA Trpwka ca Han-mHorobporHu. Moxe pga 6Gbaa HanpaBeHo
3aKNiOYeHNeTo, Ye Tasn 3aKOHOMEPHOCT Ce AbMKM A0 ronsMa cteneH Ha dakta, 4Ye B
nacnegsaHung nepuog ot Bpeme: oT mapT 2020 go centemspu 2022 ce CbCTOS Han-ronsmarta
MeAWUUHCKa Kpu3a OT cTtoneTne Hacam. CTpaxbT oT rnobanHata naHgemusa ot Kosuag 19
HanpaBu peknamuTe, KOUTO MPOMOTMpAT pas3fnuyHM NeKapcTBa, BCe MO-4YEeCTO SBMeHMe B
peknamMHOTO npocTpaHcTBO. Cblo Taka, TpsibBa ga ce B3eme npeasua v pakTbT, ye
HaceneHneto Ha bbnrapus e Bce No-3acTapsBallo, a Bb3pacTHUTE XOpa Ce HyXaasaT oT
noBeve MeaNLMHCKN FPUXN.

Ta6nuua 2: CpefHa Ob/MKMHA Ha CrioraHuTe Mo NpoayKTOBU KaTeropum

MpoaykTroBa KaTteropus CpeAHa AbIXKMHA Ha peKnamMHus
cnoraH (6pon aymn)
XpaHu 3,49
Hanutkun 3,94
Mopa 4,03
Ko3smeTunka 4,93
ABTOMOGMNN 4,27
TexHonorum 4,54
Tbprosus 4,06
®duHaHcoBM ycnyrn 4,52
MeguuumHa n pbapmaums 4,17
TypusbM 1 pecTopaHTLOPCTBO 4,28

Hsmounux: PazpaboTka Ha aBTOpa

Hawn-kpaTkn ca Te3un cnoraHu, Kouto npomoTupat xpaHu (3,49 oymu). Te ca cneasaHm
OT CrnoraHuTe W3non3saHuM B peknamu 3a Hanutku (3,94 aymum). Han-gbnrute cnoraHu
NpOMOTMPAaT KO3METUYHU NPOAYKTU U YCNYru, cneaBaHun OT Te3un B 0bnactTa Ha TeXHornormmre.
PesyntatuTte ce pasnuyaBar OT Te3u, nonyveHu ot Katpangxues n gp. MNpes 2016.

Cnopepn gaHHWTE Ha npoy4BaHe npoBeaeHo oT Katpanaxues n ap. (2016) Han-kbeuTe
cnoraHu ce cpewart B cpepaTa Ha TexHonornmte u KOMyHukauumnte. Kbcn ca cnoraHmiTte n B
obnactta Ha Hanutkute (3,3 aymn) n baHkute cu 3actpaxosaHeTo (3,4 gymun). Han-abnrute
cnoraHn moraT ga 6baaTt oTKpuTu npu peknamute Ha O6nekna u ko3meTuka - 4,3 gymu.
CpeaHaTta abimkMHa B NPOAYKTOBUTE KaTeropmm TypusbM n Bepurn marasmHn n TbproBcku
LEeHTPOBE CbLLO € He mMarka - 4,1 gymu.

Eva



Ta6nuua 3: CpegHa obIkuMHa Ha cnoraHuTe - Katpangxues u ap. (2016)

MpoaykToBa kateropus CpeaHa AbXKWHA Ha peKnaMHusA
cnoraH (Bpon gymwm)

XpaHuUTenHM NpoayKTn 3,8
Hanntkn 3,3
AsTOMOGMNN, aBvokomnaHuu, | 3,7
©eH3nHocTaHLuM 1 aBTob6YCHM KOMNaHUM

BaHkun 1 3acTpaxoBaTenHu KOMNaHum 3,4
Bepurn marasmHu un TbproBcKku LIEHTPOBE 4
TexHonornn n TenekoMyHuKawmm 3,2
O6nekna n ko3meTnka 4,3
Typnsbm 4,1
Apyrw 3,8

H3mounuk: Katpanmxues u ap. (2016a)

YecToTa Ha peTopuyHuTe thurypm

MHO3UHCTBOTO crnorann (66,37%) ce Bb3non3saT OT UHCTPYMEHTUTE Ha peTopuKaTa.
Tpsbea ga ce otbenexu obade, 4Ye TO3M NPOLEHT € NO-HUCBK, OT KOJIKOTO NPY U3CneaBaHeTo
Ha KaTtpanmkuneB u ap. npe3 2016 (77.9%). Moxe pa 6bae HanpaBeH M3BOOLT, 4e
peTopuyHUTEe Urypn npoabimkasaT Aa 6baat npegnoynmTaH cnocob 3a peknamHuTe
creumanucTu, Ho TsxHaTa ynotpeba HamansBsa.

MpopykToBaTa KaTeropusi, B KOSITO PETOPUYHUTE OUTypU Ca U3NON3BaHN C HaN-ronsama
yectoTa e XpaHu (86,05%). Tasn 3akoHOMEpPHOCT CbBnaga C NpeaxogHUTe uacrnenBaHuns no
Bbnpoca. Cnopen KatpavgxmeB u pgp. (2016) peknamHuTe cneumanuctn 6Gopaeat cC
durypatmBeH e3nk Han-4ecTo, Korato NPoOMoTUPaT XpaHu (94%).

OuvrutanHuAa acnekT Ha peTopuKkaTa B O bnrapckara peknama

C BCceku n3MmmnHan geH TeXHONOrMnTe ce pas3BmBaT Bce noeeve. [IHec mapkeTonosute
pasnofniaraT ¢ apceHan OT MPELMU3HN MHCTPYMEHTWU, C KOUMTO MoraT ga SOCTUrHatT Ao Tesu
noTpebuTenu, KOUTO Hal-BEPOSTHO OMxa OTKIIMKHANM Ha TAXHaTa peknama. Bbnpekn ToBa
auruTtanHaTta cpega gHec kpue m cBoute puckoBe. [loTpebutennte ce cOMbCKBaT C €auH
HenpecTaHeH NOTOK OT OHNarH peknamu, MHO3MHCTBOTO OT KOMTO UrHopupaTt. PeknamHute
cneumnanucTM ca AfbXHM Oa Ccb3gaBaT TakMBa pekilaMu, KOUTO He caMo Lie cnedensr
BHMMAHMETO Ha XopaTa, HO U Lie OCTaHaT 3aneyaTaHu B TEXHUTE YMOBE, KOMKOTO Ce MOXe
no-gbnro.

KakTo HacToswweTo nscnensaHe, Taka n npoydsaHeTo Ha KatpaHgxues e ap. ot 2016
n3yyaBat pekrnammTe OT T.Hap cTapy Meaun (Teneesunauns, pagno, BECTHULM U CNUCaHKs), Taka
N OT HOBUTE MeOuM B OUrMTANHOTO MPOCTPaHCTBO. CbLUECTBEHW pPa3fNUKM B peknamuTe
cnofeneHn B CTapute U HOBUTE Meauun He ca OTKpUTU. W B ABaTta criydyasi mapKkeTonosute
pasuntat Ha peTopuyHuTe durypu, 3a ga HanpaeaT CBOMTE MOCMaHWUS MO-XapecBaHu W
3anoMHSALLM ce.

3aknoueHue

B 3akntoveHune, Moxe Oa ce kaxe, Ye peTopukaTa npoabiikaBa ga 6bae cpen
apceHana Ha MapKeTUHI cneuuManucTuTe 3a Cb3gaBaHETO Ha MHTEPECHW M NONynspHU
peknamu. Hactbenunm ca obayve HsKON M3MeHeHMs. Ha MbpBO MSICTO 3HAYMTENTHO € HapacHarn
OpoAT Ha peknamuTe ¢ MeguUMHCKa TemaTtumka. Tosn npouec moxe ga 6bae o6sCHeH C
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BpemMeBaTa pamMKka Ha camoTO u3creaBaHe, KOSiTO CbBnaga ¢ rnobanHata naHgemuns ot Kosung
19. bbnrapckoTo HacerneHve cTaBa BCe NO-3acTapsiBallo, KOeTo e npegnocraska 3a Mo-
ronsiMa KoHCymauusa KOHCYMauusi Ha pasnuyHyu BUOOBE NeKapCcTBa M MEOUUMHCKU YCRyri.

Ha BTOpO MACTO, Makap NpOLEHTBLT Ha CroraHuTe, KOUTO ynoTpebsiBaT peTopuyHU
durypm aa octaBa BUCOK (66,37%), TON BCe Nak € Hamansn B CPaBHEHWE C TO3U MNOMyYeH npu
nacnegsaHeTo Ha KatpaHmkues u ap. (2016). C ornen TeHOeHUMATa NPOOBIDKUTENHOCTTA Ha
BHMMaHMeTo ocobeHo npu MnaguTe, Aa HamansiBa Bce noseye, Moxe Aa 6bae HanpaBeHO
NpeAanonoXeHNeTo, Ye MapKEeTONoO3NTE ce CTPEMAT Aa cb3ganaT No-cemMnin peknamm, ¢ no-
Manko durypatMBeH e3uK, 4YMeTo 3HayeHne 6u Morno ga obbpka noTeHumanHuTe
noTpeduTenu.

HesaBncumo ganu cnogenart peknamu B T.Hap CTapu Unu HOBWM Meauun, pekriaMHuTe
creumanucTui ce onupat Ha Bb30eNCTBUETO Ha (purypaTUBHUS e3UK.

BaxeH Bbnpoc, KoMTto Moxe Aa 6bae pasrnedaH B Obaewm vM3cneaBaHUsA € Kak e
eBofonpana petopukarta B 6bnrapckata peknama B no-npoabrknuteneH nepnog ot Bpeme -
Hanpumep cnea T.Hap npexopn cneq 1989 roaunHa. [pyra Hacoka 3a 6baeLwm npoyyBaHus e
n3crnenBaHeTo He caMo Ha ynoTpebaTa, HO U Ha Bb3AEWCTBUMETO Ha PETOPUYHUTE PUTYpU B
peknamata. [lanu 1 nNo KakbB Ha4YUH Te BNMAAT BbpXYy NoTeHuManHuTe notpebutenn. Morat
Aa Ny 4a HanpaBsAT peknaMmTe No-UHTEPECHU, 3anNOMHSLLM Ce UKW NOATMKBALLM KbM NOKyNnKa?
He Ha nocnegHo mAcTo, 61 6uno nonesHo peTopukarta B pogHaTa peknama ga 6bge cpaBHeHa
C YyxgaTa, Ja ce npoBepu Hanpumep rybaT nu ce peTopuyHuTe Urypu npy npesod OT
AHINUMNCKN Ha GbNrapcku.
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U3cnepBaHe Ha nonynsipHOCTTa Ha CeH30pHaTa AUrutanHa TexHonorus
,»BUPTyanHo npo6saHe” B bbnrapus
MasnuHa EBTUMOBA

Pestome: Llenta Ha goknaga e ga ce npocneau u u3cnensa nonynsapHocTTa u cteneHTa Ha
N3Mnon3BaHe Ha CeH3opHaTa gurutanHa TexHonornsa ,BupTyanHo npobeaHe® B Bvnrapus. 3a
NMOCTUraHETO Ha Ta3n Uen B JoKnaja ce passiCHABa KakBO NpeacTaBnsaBa gurutanHarta
CEH30pHa TEXHOMOrMs ,BUPTYyanHo npobeaHe’, Kak ce M3nosn3ea u kon ca bpanHgoseTe, KOUTO
ca BHeEOpWNM Tasn CEeH30pHa AurmtanHa TexHonorusi. 3a uenute Ha MnpoyyYBaHETO ce

npoBexaa €eMnMpUYHO Wu3cnenBaHe, KOETO MoKasBa AOKOSKO AuruTanHata TexHOrorus
,BUpTyanHo npobeaHe* e Habpana nonynspHocT B bbvnrapus.

KnioyoBu Aymu: gurutaneH MapKeTUHT, AWrMTanHa CeH30pHa TEeXHOMOorus, BUPTYarHo
npobeaHe

JEL: D49, M31

Research of the Popularity of the Sensory Digital Technology "Virtual Try-On
Experince" in Bulgaria
Pavlina Evtimova?

Abstract: The purpose of the report is to track and investigate the popularity and extent of use
of the digital sensory technology in Bulgaria. To achieve this goal, the report clarifies what
"Virtual Try-On experience" means, how it is used, and which brands have implemented this
digital sensory technology. For the purposes of the study, empirical research is conducted,

which shows how much popularity the digital technology "Virtual Try-On Experience" has in
Bulgaria.

Key words: rhetorical figures, advertising slogans

JEL: D49, M31

BbBepeHue

lMpe3 nocnegHuTe roavHuW ce HabnogaBa HapacTBaWO TbpCeHe Ha OHMaunH
nasapyBaHeto. OHnanH npogaxbuTe Ha obnekno u akcecoapu B CALL ce ovakBa Aa
pocturHat 123 munuapaa npes 2022 r. ot 72 munuapaa npes 2016 ri. MNossonaBaHeTo Ha
notpebutenute BUpTyanHo Aa npobBaTr He camo nogobpsiBa WM3IKMBABAHETO WM MpU
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nasapyBsaHe, TpaHCOPMUpPaKKM Ha4yMHa, NO KOWTO XopaTa MasapysBaTt, HO M cnectsasa
pa3xoaM, KakTo 3a KOMMaHuuTe, Taka 1 3a noTpebutenuTe?.

IMOCTOAHHUAT HanpeobK NPU  WHTEPHET TEXHOMOrMMTe HamnpaBu  Bb3MOXHO
3aKyrnyBaHeTO M M3MNON3BaHETO Ha pasfnMyHn BMAOBE NPOAYKTU W YCNyrn OHMamH BMECTO
ocnanH. bpoat Ha GpangoBeTe, KOMTO npeariarat NPOAYKTM OHMaWH ce yBenuyaBa Bce
noeeve n Bce No-6bP30 M BbBEXOAHETO HA HOBM (PYHKUUW KaTO BUPTyanHO npobBaHe e
yygecHa nges 3a nocturaHe Ha no-ronemMu Npoaaxoém n yaoBneTBOPEHOCT CPea KIMEeHTUTe.

BuptyanHoto npobBaHe gaBa pelleHne Ha ABa OT HaW-4ecTo cpelwaHnTe npobnemm
npv OHNanH npogaxobuTe. Ha nbpBO MACTO, TOBA € YeCTOTO BpbLUAHe Ha CTOKa npu n3bop Ha
rpeweH unn Henoaxogsw, pasmep, mogen unm uBAT. Ha BTopo MACTO ce Hapexaa
konebaHneTo Ha nNoTpebuTenuTe ga HanpaBAT MOKyMNKa Nopagu 3aTpyoHEHWETO 3a peanHa
npeLeHka Kak 6v nsrnexaan gageH NpoaykT BbpXy TAXC.

BupTtyanHo npo6BaHe — aedpmMHMLMA U HabnaeHUA

Mo BpemMe Ha naHgemusiTa KOMMNaHuUuTe ce cbnbckaxa C ronemu 3aTpygHeHus aa
noaabpxart npogaxbute M B CbLOTO BpeMe Aa AoBefaT KOHTakTa 4O MUHUMMYM. Tasu
CMTyaumsi yCKOpM HapacTBallaTta Hyaa oT BUpTyanHo npobeaHe u BpangoBeTe 3anovHaxa
BCE MO-aKTMBHO Aa TbPCAT Ha4YMH Aa AEMOHCTpUPAT NPOAYKTUTE CM OT pasCTOsIHUE.

BupTyanHo npobeaHe ce Habntogaea koraTo noTpebuTenute npodBaT NPoOAyKTU KaTo
apexu, buxyTa, rpym, ouuna u gpyru, BUpTyanHo, ¢ nomoLyTa Ha cBouTe TenedoHu, nantonm
unn Tabnetn. TexHonornsta uanonsea oborateHa pearnHOCT, KOATO Hacnarea BU3yarHu
n306paxkeHns1 BbpXy pearnHus CBST Ype3 kamepaTa Ha YCTPOWCTBOTO.

MpunoxeHusaTa 3a BUpTyanHo npobeaHe BapmpaT Npu pasnmMyHUTE KOMNaHumn, HO Hawn-
06LLIO TOBa Ca NPUNOXEHNS, KOUTO CbAbPXKAT TEXHOMNOIMS, KOATO NO3BOSISIBA HA KNUEHTUTE Aa
npobBaT Opexu, akcecoapu, KO3MeTuka, o0yBKM unm OwkyTa upe3 oboraTeHa peariHoCT
(Augmented Reality). Moxe pa ce Hamepu nog dopmarta Ha MOOGUNHW NPUNOXEHUs,
MPUCTaBKN 32 HACTONIHM KOMMIOTPU WU OOPU MPUNOXKEHUSA 3a MHTENUNEHTHO BUPTYasiHO
orrnegano, HaMMpaLlo ce BbB U3nYecknTe marasmHm, obopyasBaHo ¢ kamepm®,

KnueHTnte morat ga ce HacnagaT Ha peanHo nasapyBaHe OT komdopta WU
ye4MHEHMETO Ha COOCTBEHUTE CU AOMOBE, KaTO MO TO3M HAYMH Ce HamarsiBa BEPOATHOCTTA
Aa BbpHAT apTUKyn M Cb3aaBaT eQHOBPEMEHHO 3abaBHO M 3aBnagsBallo U3XKMBABAHE C
OpaHga. Bbnpekn vye naHgemusTa ot COVID-19 noBege 0o no-6bp30TO BbBEXAAHE Ha Ta3u
AUrnTanHa TexHomnorusl, ToBa He € eAMHCTBeHaTa npuyMHa ga cTaBa BCe MOo-nonynspHa.
BuptyanHoto npobBaHe uMa ole noBedye npeaumcTBa 3a KIMEHTUTE OT OHMauH
nasapyBaHeTo. KnveHTUTe Morat Aa ce HacnagaT Ha yaobCcTBOTO Aa nasapyBaTt OT BKbLUN U
MoraT Aa nony4aTt no-gobpa npeactaBa Kak uarnexaaTt ¢ JafeH apTuKyI.

MocnepHoTo oeceTuneTne ce 3abens3Ba HapacTBaHe Ha UHTEPeCca KbM BUPTYaNTHOTO
npobBaHe 1 HEroBUTE NON3M Ce NpPU3HaBaT 3a €PEKTUBEH HAYMH 3a NOCTUraHe Ha No-A4obpo
KNMMEHTCKOTO U3XunBsiBaHe. NMbpBOHAYanHMUAT 3aMUCHIT Ha AUrMTanHaTa CeH30pHa TEXHOMOIMS
crnegBa Aa NOMOMHE Ha KIIMEHTUTE Aa NPOBEPAT BUPTYanHO Han-NnoaxoAaswmnsa pasmep, UBATt
UNn Moaen, HO BMECTO TOBa TexHOmnorusiTa ce npeBpblla B HELWO MNnoBeye — MPUATHO

4 X.Han, Z. Wu, Z. Wu, R. Yu and L. S. Davis. (2018). "VITON: An Image-Based Virtual Try-on
Network". IEEE/CVF Conference on Computer Vision and Pattern Recognition. pp. 7543-7552.
5H. Hwangbo, E. H. Kim, S. -H. Lee and Y. J. Jang. (2020). "Effects of 3D Virtual “Try-On” on Online

Sales and Customers’ Purchasing Experiences". Vol. (8).
6 Kristensen, E. (2022). The 6 Best Virtual Try-On Examples We've Seen.
(https://www.drip.com/blog/virtual-try-on-examples).
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noTpedbuTencko uaxmesBaHe. Tbi KaTo BUPTyanHoTo npobBaHe nMomara Ha KNUeHTuTe aa
dunTpmnpat HenpaBuIHUTE pasmepu, LBETOBE UM MOAENN, TO Ce NPeBpPbLLa B MHOMO LiEHEH
N NoneseH WHCTPYMEHT NPW OHManH nasapyBaHeTo. Pa3BuTMETO Ha BUpTyanHo npobBaHe
BOOW A0 HabnwogeHus oT BpaHOoBeTe 3a yBenvMyaBaHe Ha OHMaWH npogaxoute, KOUTO ce
npeBpbLLAT B BCE NO-NPEANOYUTAH HAYMH 3a NasapyBaHe’.

Mon3uTte oT ceH3opHaTa gUrMTaniHa TeXHonorusa ,,.BUpTyanHoTo npob6BaHe”

Mma HsKonko npuudmHM, nopagwm Kouto GpangoBeTe Guxa cnedenunn ako BbBegaT
TexHonoruaTa 3a BupTyanHo npobsaHe:

YBenuyaBaHe Ha npogaxobure

3a OGpaHgoBeTe BupTyanHoTo npobBaHe MOXe Aa HamnpaBu 3HaYUTEnHa pasnuka,
KoraTo cTaBa BbMpOC 3a MapKeTUHr u npoaaxbu. be3 3HayeHwe ganu ctaBa BbNPOC 3a
WHTENUreHTHO ornegano BbB (PM3MYECKM MarasvH Wnm nepcoHanusmpaHo MOOMMIHO
npunoxexHve, BUPTyanHoTo npobBaHe npeanara Ha KIWMEHTUTE peanucTU4HO n
nepcoHanun3MpaHo npeactaBsaHe Ha NPoAyKTa 3a cekyHau. KnneHtuTte morat He3abaBHO aa
n3npobBat [eceTkn NpoAyKTM W Aopv [a nonyyaT npernopbky 3a CBbp3aHuW MNPOAYKTH,
HacbpyaBalikv yBenvyaBaHe Ha npoaaxonTes.

lMoBeyeTo KOMNIOTPM N CMapTOHM NoAAbPXKAT oborateHa peanHocT, KOeTO BOAM A0
n3Boda, Ye TexHomoruaTa e fecHO AoCTbhHa. ToBa e uYygeceH HauvH KNWeHTuTe Aa
B3aMMOAENCTBAT Ha oLle No-AbnBOKO HMBO C MPUIIOXEHUA N CanToBE, KOUTO Ca BHeOpUnu
BMPTYyanHoTo npobeaHe. M3anpobBaHeTo Ha AadeH apTuKyn npasu NoTpebutenute MHOro no-
CKITOHHM [a ro KynsaT, OTKOSIKOTO ako NPOCTO ca NorfeHany HeroBa CHUMKa OHawH.

HamaneHnu pasxoamn

MHOro no-BeposATHO € KNMEeHTUTE Aa BbpHAT CTOKWU, KOUTO Ca Kynunu oHnavH, 6e3 aa
ca rn npobeanu. [loBeyeTo THProBLUM 3HASAT TOBA M rO BKMOYBAT B LeHaTa Ha nNpoaykTuTe,
KOUTO NpogaBaT, HO BPbLLUAHETO BUHArM € CKbno, ocoGeHO 3a Mapku, KOMTO npegnaraT
©esnnatHa goctaeka u 6e3nnaTtHO BpblUaHe. [laBanku Ha KNMeHTUTe no-godpa npeacraea
KakBO KynyBaT, Ce HaMmansiBaT LLaHCOBETE Te [a BbpHAT apTUKyI, KOUTO HAMAa Aa UM Xapeca
unm He nm nogxoxpga. MNpoyyusaHe Ha BenukobpuTaHckaTta GaHka Barclaycard nokassa, 4ye
30% oT KynyBauuTe npekansiBaTt C NOKYNKUTE 1 BPbLLAT CTOKK, a 19% OT KnneHTuTe nopbyBat
HSAKOJTKO BEPCUM Ha €AMH M Cbll, NPOAYKT, 3a Aa MoraT [a peluaT Kov € TOYHUSA 3a TAX, Korato
npoayktute 6baat goctaBeHu. [NpunoxeHunsata 3a usnpobBaHe HamansBaT BpbLUaHMATA U
HeobxoaMMOCTTa OT TOBa KIMEHTCKO MOBEAEHME, KOETO CbLLO Taka umMa M AOMbIHUTENHU
nonsu 3a okonHata cpeaa. NpunoxeHunsita 3a BUpTyanHo npobBaHe HamanseaT v HyxkgaTa oT
dusnyeckn nNpobHm B marasvHuTe. ToBa MPOCTPAHCTBO MoXe Aa O6bae npeHasHayeHo 3a
nokasBaHe Ha JOMbITHUTENHN CTOKM.

[Mo-rongma KOHKYPEHTOCNOCOBHOCT

MasapbT Ha oborateHaTa peanHoCT ce NpeaBwkAa a OOCTUrHe BrnedyaTnssBawaTta
cTomHocT oT 198 mununapga gonapa go 2025 r., cnopen HemMckata KOMNaHUA 3a NpoyyBaHe
Ha nasapHu 1 NOTpebuTenckn crtatucTmyeckn gaHHn Statista. BpaHgoseTte, kKouTo npunoxaTt
Tasn gurntanHa CeH3opHa TEXHONOorus, We nonyvart 3Ha4YMTeNTHO KOHKYPEHTHO NpeanmcTBO
npea opyrm 6paHooBe U We ce YTBbPAAT KaTo nasapHu nuaepw. BuptyanHute npunoxeHus

7 Zezelj, V. (2022). Virtual try-on: what it is and why your brand needs one.
(https://visagetechnologies.com/virtual-try-on-technology/).

8 Netseva-Porcheva, T. (2011). Value-based pricing: A success factor in the competitive struggle.
Marketing. Volume: 42. Issue: (4). Pp. 227-236.
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3a npobBaHe umat noTeHumnana ga CTMMynupar No-fecHO U Mo-aHraXxmnpaluo U3XKUBsBaHe Ha
KMUeHTUTE, KOeTo G1 N3rpaanso NOSNHOCT Ha KNMEHTUTe B Obaelle.

Mo-0o6po N3KMBABAHE HA KIMUEHTUTE

KnueHtute moraT HaucTMHa Oa ce HacnagsaT Ha BuMpTyanHoTo npobBaHe, kaTo
n3nonssaT NPUMNOXEeHUATa MO HauuH, Mo KOWTO He MoraT B peanHa npo6Ha. Te umat
cBobogaTta ga npoGBaT TONMKOBa Apexu, KO3MEeTUKa UMM akcecoapu, KOMKOTO KenasaT, 6es
HaTUCK Aa HanpaBsaT nokynka. NMpemaxsa ce Hy)xgaTa OT YakaHe, pefieHe Ha onallka, YakaHe
Ha cnyxuTten 3a obcnyxsaHe. Mpu Taka yBenuMyeHnTe LaHCoBe 3a Bb3MOXHO Hali-npaBuUneH
n36op OHMaWH, KNMEHTUTE HsIMa [a Ce Hanara Aa ce crnpaBsiT C Hey4oOGCTBOTO OT LEenus
npouec Ha BpbllaHe Ha CTokaTa KaTo onakoBaHe, NnofaBaHe Ha [Aeknapauuvs, uanpallaHe
obpaTHO 1 YakaHe 3a Bb3CTaHOBABaHe Ha cymata®.

BpaHaoBe, M3nonsBawM CeH30pHaTa AurMTanHa TexXHONorns ,,BUPTyarnHo
npobBaHe“

CeH3opHaTa gurutanHa TexHosnorus ,BupTyanHo npobBaHe” CcbllecTByBa OT rOAMHM.
AmepukaHcknat 6paHg 3a obysku Converse 3anoyBa [fga npeanara Ha KiMeHTUTe
N3IKMBSABAHMS C BUPTyanHo npobeaHe owe npes3 2012 r. Bce no-nonynsapHo ctaBa cneg kaTo
amepukaHckaTa copTyepHa komnanusa Niantic nycHa Ha nasapa u3knuYnTenHo nonynspHarta
urpa Pokémon Go npe3 2016 r., koaTo e n3usno Ha 6asaTa Ha oboraTeHaTa peanHocT. Tasu
nonynapHOCT NpeausBMKka Cnekynauum OTHOCHO 6bAeLleTo Ha TEXHOMNOrMMTe, OCHOBAHU Ha
oboraTeHa peanHocT 1 goeene 40 OrPOMHM MHBECTULMN B cdeparTa.

Bce noBeye GpaHaoBe 3anoyBaTt Aa BwKAAT Nonaute OT BUMPTyanHOTO npobsaHe. B
cBeToBeH Mawab aurMtanHaTa CEH30pHa TEXHOMOornsa ce paspacTtea ¢ 6bp3n TeMnose U ce
npespbLLa B NONyNspeH MHCTPYMEHT Npu nasapyBaHeTO OHNanH. [Npumepn 3a GpaHaose,
BHeOpWIM CeH3opHaTa gurntanHa TexXHomnornsa ,BupTyanHo npobeaHe” ca:

e Amazon — PyHKuuATa, HapeveHa “BMpTyanHo npobBaHe” 3a obyBKM, € HanuyHa B
npurnoXeHMeTo 3a nasapyBaHe Ha Amazon. Ta e gobaBeHa KbM XunNagu ot Mogenute

Ha 6paHpgoBe kaTto New Balance, Adidas, Puma wn gpyru. Ycnyrata e 4act ot

HapacTBalluTe BMPTYyarHN MHCTPYMEHTU 3a NasapyBaHe Ha Amazon, MHOro OT KOUTO

n3nonssat oborateHa peanHoCT — TEXHONOMS, Hacnarasalla BUpTyanHu o6ekTn Bbpxy

OHOBa, KOETO xopaTta BmxaaT Haokono. MNpe3 2017 r. Amazon nycHa TEXHOMNornsa Ha

0asata Ha oborateHata pearnHOCT, KOATO MO3BOMsIBA Ha noTpebuTtenute Qa

BM3yanuampaT nNpoayKkTu B AOMa cu, uanonssanku cmaptdoH. Cnen ToBa BbBeae U

APYr UHCTPYMEHT, KOMTO NO3BOMSsIBA NOCTABAHETO HA HAKOMKO BUPTYanHu enieMeHTa B

[ioMa eHOBPEMEHHO™,

o IKEA — MobunHoTto npunoxeHue Ha IKEA, HapedeHo Kpnentus (Kreativ), nossonsasa

Ja ce HanpaBu MNpeumsHO TPUM3BMEPHO CKaHMpaHe Ha CcTadTa, creq KoeTto faBa

Bb3MOXHOCT Aa Ce npemMaxHaT cbliecTByBawmTe mebenn n ga 6vaat 3ameHeHu C

npoaykt Ha IKEA, KouTo ia ce BUaM Kak CTOSIT B NPOCTpaHcTBoTOM!,

9 “What Is a Virtual Try-On App, and How Can It Improve Product Discovery?”. (2022).
(https://www.intelistyle.com/virtual-try-on-apps-and-how-they-improve-product-discovery/).

10 Kupunosa, E. (2022). ,[la npo6saL obyBku BUpTYanHo? Amazon ro npaBu Bb3MOXHO".
(https://www.investor.bg/a/347-idei/353880-da-probvash-obuvki-virtualno-amazon-go-pravi-
vazmozhno).

11 Axon, S. (2022). IKEA app lets you erase and replace your furniture.
(https://arstechnica.com/gadgets/2022/06/ar-meet-ml-ikea-app-lets-you-erase-and-replace-your-
furniture/).
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L'Oréal Paris — B canTa Ha KO3METUYHUSI TUraHT MOXE [a Cce OTKpue yHKUuMsTa
BUpTyarnHo npobBaHe, KOATO NO3BOSISIBA A4a Ce N3NpobBaT Han-pasnuyHK LBeToBe boun
3a Koca, KaKTo 1 pasnuyH1uTe rpumMoBe.

Maybelline New York — KoameTnyHmaT 6paHg 3anara Ha MOBUITHO NMPUNOXKEHUE Ype3
KOETO KnneHTuTe Aa m3npobsaT BCEKU eaduH OT npeanaraHnuTe nNpoayKTu BbB BCUYKM
BapuaHTU U LIBETOBE.

Tangiblee Jewelry — KomnaHuaTa 3a 6wxyTa no3BossBa Ha KNMeHTUTe ga npobeaT
BbpXy cebe cu BCUYKO, KOETO npeanarar, fIeCHO Aa CpaBHsIBaT pasnnyHUTE pasmepu
W gopu ga cnarat no HAKONMKO OwkyTa HaBedHbX. TexHonornsata ,BUpTyarHo
npobBaHe® ce Npeanara KakTo B canTa UM, Taka U npe3 MobunHo npunoxeHne. CbLo
Taka ako npu npobBaHe KNMEHTBLT HE MOXeE [a B3eMe peLleHne Janu xapecsa kak My
cton wu3bpaHoTo OWXYy MOXe C €eOHO KIMKBaHEe BbPXy €eKpaHa Jda cnogenu
n3obpaxeHMeTo 1 Aa Noucka MHEeHWe OT CBOUTE NpUATEnN.

New Vision Optic — KomnaHugaTa npegnara pamku 3a OMONTPUYHW O4YMmna, KakTo U
CnbHYeBM ouuna. Becumukm mogenun morat ga ce npobsaT BMPTyanHO npe3 BCSAKO
YCTPOMCTBO C Kamepa.

Notino — KoameTnyHaTa KomnaHusi npeanara BupTyanHo npobsaHe Ha Bcekun BpaHg,
KOMTO npegnara. ToBa e Bb3MOXHO KakTO B caWTa UM, Taka U 4ype3 MOOBUITHOTO UM
npunoXxeHue.

MonynapHocTTa Ha TexHonoruaTa “BupTyanHo npob6saHe” B Bbnrapus
3a uenute Ha wu3crnedBaHETO Ha MOMyNAPHOCTTa Ha AurntanHata CeH30opHa

TEexHonorus ,BUpTyanHo npobsaHe“ 6e NpoBedeHO eMMNUPUYHO u3criedBaHe Ype3 OHNauH
aHkeTa. M36opbT 3a OHMarH aHKeTa KaTo Han-noaxoasiw, MeTon 3a macnensaHe maea oT
dakTa, 4e no To3n Ha4MH ce cbbmpaT Har-NecHO N JOCTBLIMHO NoBeYe OTrOBOPMU.

AHkeTaTa cbabpxa 19 Bbnpoca u e pasgeneHa Ha gBa OCHOBHM pasgena. [MepBuar

pasgen cbobpxka 10 BbApoOCa M BCUYKM Ca CBbP3aHM C U3CredBaHETO Ha MonynsapHOCTTa,
N3MON3BaHETO M CTEMeHTa Ha yOoBNETBOPEHOCT OT AurMtanHaTa CeH30pHa TexXHOnorus
»BUpTYyarnHo npobeaHe”. BropuaT pasgen ce cbCtomn OT 9 BbNpoca, KOUTO ca € Len hopmupaHe
Ha gemorpadcku npodun Ha noTpebutenntTe Ha AurnTanHaTa CEH30pHaA TEXHOMOrA.

N3cneasaHeTo 6e NnpoBeaeHo B nepuoga centemepu — oktomepu 2022 r. BposT

Ha pecrnoHaeHTuTe e 147.

AHanu3 Ha daHHuUme om u3csiedgaHemo
Tabnuua 1: [JaHHW OT MbPBM pasaen Ha aHKeTHOTO NpoyyYBaHe

Bwunpoc OTrosopwu

1. [okonko cTe 3ano3HaTu C HOBUTE » 34% ca pobpe 3ano3HaTy;
OUrMTanHmn TEXHONormm? »  29,9% ca 3anosHaTu U3uAno;
> 12,9% ca goHdaKbAe 3ano3HaTu;
» 12,9% ca manko 3anosHaTy;
> 10,2% 1306110 He ca 3ano3HaTu.
2. [Jlokonko m3nonssBaTte HOBUTE AUTNTanHu » 40,8% wn3nonseaTt npy1 HEOO6XOAMMOCT;
TexHonornm? » 23,8% n3nona3saT NOCTOSHHO;
> 20,4% n3barsaT NoN3BaHETO UM;
» 7,5% He morar ga npeueHsT;
» 7,5% 130610 He 13non3Bear.
3. 3HaeTe nu, 4Yye uma camToBe, KOUTO » 76,9% 3HasT;
>

npegnarat vM3npobBaHe Ha MpPoOYKTUTE 23,1% He 3Hadr.

MM  4Ypel3 gurntanHata TexHosnorma
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,BUpTYyanHo npobsaHe*?

4. [okonko cmsaTaTte 3a nonesHa » 29,3% A cmdaTaT 3a NonesHa;
CeH3opHaTta [gurmtanHa TexHosorna > 22,4% s cmaTaT 3a MHOrO MNonesHa;
,BMPTYyanHo npobBaHe" npu B3MMaHETO > 19,7% A cmaTaT 3a AOHSAKbAE NOones3Ha;
Ha peLueHune 3a Nokynka? » 16,3% He morat ga npeueHsT;

> 88% 4 cmaATaT 3a no-cKopo 3a
HenonesHa;
» 3,4% g cmaTaT 3a 6e3nonesHa.

5. buxTte nu ce gosepunu Ha gurutanHarta » 50,3% ca oTtroBopunu ,Ja“
TexHonorus ,BupTyanHo npobsaHe“? » 25,2% ca otrosopunu ,He";

» 24,5% He morat ga npeueHsT.

6. Bue nmyHO wm3npobGBanum nu  CcTe » 53,7% He ca 9 nanpobeanu;
ournTanHata TexHonorns ,BUpTyanHo » 46,3% ca s uanpobeanm.
npobeaHe“?

7. Ao cTe nsnpobBanu TeXHoNornsaTa noHe » 53,7% He ca A nanpobsanu;

BEOHbX, TO OCTaHaxTe N AOBOMHU OT » 16,3% no-ckopo ca AOBOMHY;
Hesa? » 15,6% ca HanbnHO AO0BOJHY;
» 7,5% ca noHsikbae OOBOSHY;
» 4,1% KaTeropu4Ho He ca OOBOSHY;
» 2,7% No-cKkopo He ca AO0BOJHM.

8. WManutBate nm nputecHeHve  da » 46,3% He n3nuTBaTt NPUTECHEHUE;
n3nonseaTte AurntanHata TexHONnoruns » 36,1% unsnuteaTt NpuTECHEHUE;
,BUpTYyanHo npobsaHe“? » 17,6% He moraT ga npeLeHsT.

9. AKO wum3nuTBaTE MNpUTECHEHWe Ja » 50,3% He n3nuTBaT NPUTECHEHME;
n3nonsegaTe AgurntanHata TexHonorus » 33,3% wumat cTpax OT wu3TU4aHe Ha
,BMpPTYyanHo npobBaHe“, TO Ha KON OaHHW;
dhakTop ce AbImkM ToBa? » 293% He 3HaAT Kak  pabotu

TEXHOMNOrMATa;
» 20,4% nmaT CbMHEHME 33 TOYHOCTTA.

10. CwmsaTaTte nu, 4Ye No BpemMe Ha naHaemus » 34% ca nocounnu ,Jda“
aurutanHata TexHonornsa ,BUpTyanHo » 23,8% ca nocoynnu ,J[la, HanbnHO";
npobeBaHe“ e Mo-CKkopo nonesHa wu » 20,4% ca nocoumnu ,JJoHakbae*;
noeede OpaHpoBe TpsbBa p[Oa 4 » 13,6% He moraTt ga npeueHsT;
BHEOPSAT? » 8,2% ca nocoynnm ,He".

U3mo4yHuk: ABTOPCKO n3cneaBsaHe

AHanM3bT Ha [JaHHWUTE OT aHKEeTHOTO NpoyyYBaHe B MbpBW pasfden, CBbp3aH C
nonynsapHOCTTa Ha CeH3opHaTa AurMtanHa TexHonorus ,BMpTyanHo npobeaHe®, nokasea, 4e
Hag 63% OT aHKkeTUpaHuTe ca n3uano nnm Jobpe 3ano3HaT C HOBUTE AUTUTANTHM TEXHOSOTUM.
Hapg 61% rv nanonssaTt NOCTOSAHHO UM Npy HeobxoamMmocT. XopaTa, YyBanu 3a CeH3opHaTa
aurntanHa TexHonorusa ,BupTyanHo npobsaHe” ca 76%. Hag 51% ot xopata s cmaTaTt 3a
nosfie3eH MHCTPYMEHT Npu nasapysBaHe 1 okono 50% 6uxa n ce gosepunu. OT aHKeTUpaHUTe
46% ca a nsnpobeanun noHe BedHbX, OT KouTo 35% ca octaHanu goBonHW. 3abens3sa ce
BMCOK MPOLIEHT OT XOpa, KOMTO Ce npuTecHABaT OT TexHonorusta — 46%, kato Han-CUNHo e
NPUTECHEHMETO OT U3TUYaHEe Ha AaHHW, KOETO € NOCoYeHo ¢ 33% M NpPUTECHEHME KakK TOYHO
ce pabotn c TexHomormAta ¢ 29%. XopaTa, KOMTO KaTeropuMyHo cMmsaTaT CeH3opHaTta
aurntanHa TexHonornsa ,,BupTyanHo npobsaHe” 3a nonesHa ocobeHo No BpemMe Ha NnaHaeMuns
ca Hag 57%.
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Ta6nuua 2: [JaHHn oT gemorpadyckus npodust Ha aHKETHOTO NMPOoyYBaHe

Bwnpoc OT1roBopu
1. Bawwmsart none: 57,1% KeHa,;
42,9% MbXx.
41,5% ca mexay 26-35 roguHu;
24,5% ca mexnay 36-45 roanHu;
18,4% ca mexay 46-55 roguHu;
10,9% ca mexay 18-25 roguHu;
3,4% ca mexnay 56-65 roguHu;
1,3% ca mexay 66-75 roguHu.
36,7% ca nocounnu (2);
27,9% ca noco4unm (1);
27,2% ca noco4mnm (3);
7,5% ca nocouunnu (4);
0,7% ca nocounnu (5).
77,6% ca nocouunu (0);
21,1% ca nocounnm (1);
1,3% ca nocouunu (2).
31,3% ca cnyxwutenu;
22,4% ca paboTHuuy;
10,9% ca Ha cpegHO YynpaBreHCKO
paBHULLE;
9,5% ca cTygeHTy;
8,8% umart csobogHa npodecus;
6,1% ca cobcTBeHNUM / cbCOBCTBEHULUN;
5,4% ca no Man4nHCTBO;
4,8% ca 6e3paboTHu;
0,8% ca Ha Bucwe YynNpaBrEeHCKO
paBHULLE.
60,5% vmar BucLLe obpa3oBaHue;
27,9% wvmaT cpegHoO  crneumarnHo
obpasoBaHue;
7,5% vmart cpegHo obpa3oBaHue;
4,1% nmaTt OCHOBHO o6Gpa3oBaHue.
48,3% ca cemeinHu;
25,9% ca HeceMeWnHy;
12,1% ca B CbXWTENCTBO C NapTHLOP;
6,1% ca pa3BeaeHuy;
5,4% He xenasaT aa oTroBOpAT;
1,4% ca oBooBenu.
53,7% xunBeaT B cTOoNUuara,;
41,5% XnBeaT B rpagoBeTe;
4,8% »xnBeqaTt B cenara.
44,9% nony4yasat mexay 1001 n 2000
ne;
34,7% nony4asat mexgy 501 1 1000 ns;
12,2% nonyyasat Hag 3000 nB;
5,4% nony4aeaT mexay 2001 1 3000 ns;
2% nony4yaat go 500 ns.;
0,7% He xenaaT ga oTroBopsT.

2. Bawara Bb3pacT e:

3. Ot konmko nuua ce cbcTom Baweto
JOMaKUHCTBO?

4, Konko oOT nuuata BbB Baweto
JOMaKUHCTBO ca nof 16 rognHn?

5. Bawara npodecus e:

VVVVVY VVVIVVVIVVVVYVIVVVVYYVYV|VY

6. KakBo e BaweTto obpasoBaHne?

7. KakBo e BalwieTto cemenHo nonoxexHue?

8. BaweTto mecToxuBeeHe e:

9. Bawwuar napuyeH Joxon B
JOMaKUHCTBOTO €:

VVVYVYY VIVVVIVVVVYVVIVY VYV

M3moyHuUK: ABTOPCKO M3crneaBaHe

AHanM3bT Ha OaHHWTE OT aHKETHOTO Mpoy4YBaHe BbB BTOPW pasfern, CBbp3aH C
aemorpadckmst npodun Ha aHKeTUpaHuTe, Nokasea NPMONN3NTENHO PaBHO CbOTHOLLEHME Ha
nonbnHuUNUuTe XeHn n Mbxe (57% xeHn un 43% wmbxe). Han-ronava e rpynata Ha
nonbnHunNuTe Mexgy 26-35 rogmHn (41%), KOeTo € o4yakBaHO cnopen Temata Ha
n3crnenBaHeTo. Hai-MHOro ca xoparta, XXuBeewm B LOMaKMHCTBO OT ABama (36%), kaTo CbL0
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Han-ronsiMa e rpynarta c xopa, XuBeewm ¢ Hyna nuua nog 16 roguHun (77%). OTHOCHO
npodecuaTa, Hag 53% ca otbenssanu, Yye paboTAT KaTo pabOTHUUM U CRYXUTENN BbB
dupmn. Xopata ¢ Bucwe obpasoBaHue ca npeobnagasawm (60%) n Hag 60% ca cemenHn
UNN B CLXMUTENCTBO C MapTHbOP. Hai-BUCOK € M NpOoUEeHTLT Ha XMBeewmTe B cTtonuuarta
(53%), a [oxoaAbT B AOMAKUHCTBOTO Npu 44% oT aHkeTupaHute e mexay 1001 n 2000 n..

3akno4eHune

OcBeH MnoneseH WHCTPYMEHT B MNasapyBaHETO 3a BCEKUM KMWEHT, BUPTYanHoTo
npobesaHe Moxe Aa 6bae 1 ueHeH N3TOYHKK Ha MHopmMaums. Ypes Hero Moxe aa ce cneam
KoM NpoayKTu ce npogaBaT Han-MHOMo M a ce Kopurupa npegnaraHeTo Ha pasfvyHu MecTa,
3a [a ce OTrOBOPWM HaW-TOYHO Ha peanHuTe HyXau Ha KnneHtuTe. BupTyanHoTto npoGBaHe
CblIO NoMara 3a HamansiBaHe Ha OrpOMHUTE pas3xodu, KOMTO YeCTO Bb3HMKBAT mnopaau
BPbLLUAHETO Ha CTOKM, 0COOEHO BbB BpeMe Ha rnobanHaTta naH4eMUs!, Korato KIMeHTUTe Bce
noeeYe KynyBaT OHMavH 1 noaxoxaaT NnpeanasnuBo KbM BCEKU (PU3NYECKM KOHTAKT.

3a KnMeHTUTEe Bb3MOXHOCTTa Aa NpobBaT XenaHusi NPOAYKT NpaByv MHOrO MO-NeCcHO
B3EMaHETO Ha peLUueHMs 3a MoKyrnka, ocoGeHO KoraTo nasapyBaT OHManH. 3Haenku ganu
AadeH NpoaykT MM nacsa, yBenvyaBa LUaHCOBeTe [a ro KynaT M ga ocTtaHaT OOBOSMHM OT
nokynkata. ToBa npaBu LANOCTHOTO NOTPEOMTENCKO U3KMBSIBaHE NO-406po M no-nuyHo. B
3aMsiHa KNMMEeHTUTe ca NO-CKIOHHM Aa KynyBaT OTHOBO OT CbLuunsa 6paHa.

TexHonorusTa 3a BUpTyanHo npobsaHe MMa orpoMeH noteHuman. Tosa No3Bonsisa Ha
GpaHgoBeTe Aa nepcoHanmampaTt NoTpedunTeNCcKOTO UIKNBSIBAHE 1 Aa OTroBOPAT No-Aobpe Ha
OYaKBaHUATa Ha CBOUTE KNMeHTU. KaTo Nno3BonsaBaT Ha KNMEHTUTE Aa u3npobeaT npogykTn ot
komcpopTa Ha goma cu, GpaHaoBeTe yBenvyaBaT NPoAaXOMTE CU M 3HAYMTENHO HaMansT
npoLeHTa Ha BbpHAaTW CTOKW.
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3eneHuaTt (ESG) mapkeTUHr n gurutanHara TpaHcdopmaums Ha TbProBCKUTe
0aHKu
BaHsi KpbeTeBal

Pe3tome: BaHKOBUST CeKTOp € nanpaseH Npea ABe Habvpalym CKOpPOCT TEHAEHUNUN, KOUTO OT
HedopMarnHuM AUCKYCUU MeXAy TEeCHUM chneuuanuctM Beve AOMUMHMPAT OHEBHUS peq Ha
npodgecmoHanucTuTe, 3aetM BbB (PMHAHCOBUTE WHCTUTYUMU, OT MOYTU BCUYKM HUBA.
OurntanHata TpaHcdopmauusa n ctpaternsita 3a ESG we 6bgaT knodoBM 3a TbProBCKUTE
GaHkM npe3 crnegpawmTe rognHu. Bkynom, ABeTe TEHAEHUMM Lie ce oKaxaT OT KIH4YOBO
3Ha4yeHMe 3a MO3ULMOHMPaHEeTO Ha TbProBckuTe OaHKM Ha nasapa v LWe ce NpeBbpHaT B
pewasall akTop 3a CneyenBaHETO Ha HOBW KIMEHTW B TpygHaTa cpeda, B KOSITO
bUHAHCOBUTE MHCTUTYLMN paboTAT.

YCKOpPEHNTE MHBECTULMM B CbBPEMEHHM TEXHOMOMMM MMaT noTeHuuana ga npeobpassar
GaHkMpaHeTo Ha ApebHO N OTHOLIEHNETO MeXay BaHKUTE U TEXHUTE KIMWEHTU, Aa cb3dagaT
HOBM Nuaepwn Ha nasapa, Kakto U ga nogobpat duHaHcoBuTe pedyntaTu Ha GaHkoBuTE
WHCTUTYUUN, BEOHO C MOBULIABAHE Ha MpVBMEKATENHOCTTAa Ha npegnaraHuTe oT TsaX
npoayktn. baBHuTe TemnoBe Ha pgurMTanusaumsi B oTaenHa OaHka we [Josede [no
HeJOBONCTBO OT CTpaHa Ha KIMEHTUTE W, KOEeTO LWe HanpaBu 3agbpKaHeTo UM U
NPUBNMYAHETO Ha HOBU TPYAOEMKO UM C HUCBK YCMEX, KakTo MU e 3aabpxu
agMVHUCTPATUBHUTE U onepaTUBHM pa3xoaun BUCOKM.

B cbwoto Bpeme ESG — 06w, TepmuH, konmTo obGXxBawla TpuM OCHOBHM (bakTopa 3a
YCTOM4YMBOCTTA Ha OM3HECa M MHBECTUUMUTE — EKONOrMYeH, couunaneH M KopnopaTtuBHO
OTrOBOPEH — MMa HapacTBallO 3Ha4YeHWe B MonuTuKaTa, KOSITO uarpaxaa perynatopHarta
paMka, B KOSITO TbpProBckute 6aHkn paboTsT; Ha KanuTanoBuTe nas3apu, KOUTO Ca OCHOBEH
M3TOYHWK Ha (PUHAHCMpPaHe; U B Cb3HAHMETO Ha KNMeHTUTe Ha OaHkuTe. Taka Moxe Aa
3aKMYNM, Ye 3EMNEHUAT MapKeTUHr, UM NpoMoTupaHeTo Ha ESG ueHHOCTM OT cTpaHa Ha
DMHAHCOBUTE MHCTUTYLMU, € KIOYOB 3a TSAXHOTO MO3ULUMOHWPAHE KaKTO Ha nas3apa Ha
GaHkMpaHe Ha ApebHOo, Taka U Ha KanuTanoBUTE Nas3apu, a OTTaM U Ha OBbTOCPOYHUSA UM
ycnex.

B kombuHaums gBeTe TeHAEHUUN Ce NPEBPbBLLAT BbB Bb3MOXHOCT 3a TbProBCKkMTe BaHKM, HO
N B 3HAYUTENHO NPeaM3BMKATENCTBO Npea Tax. M3ocTaBaHeTo OT HanaraHuTe cTaH4apTu B
avrutanusauusita, U B 3efeHUss MapKeTUHI, HECBbMHEHO e [oBede [0 BriolaBaHe Ha
no3vumMmMTe UM 1 JOPW A0 N34e3BaHETO MM OT nasapa.

B HacTosiwata ctatusi ca U3NOXEHU MNPUYUMHUTE, HYXKHUTE PEKBU3UTW, MOM3nTe W
noTeHuManHuTe oTpuuaTenHn CTpaHu Ha uMdpoBM3aumsaTa Ha PUHAHCOBUTE MHCTUTYLMKN U
Ha 3eNeHnss MapKeTUHT, KakTo U 3Ha4YeHMeTo Ha aurutanHus npexod n ESG crangaptuTe 3a
611aroCbCTOAHMETO HA OCHOBOMOMAralms 3a MKOHOMUKUTE CEKTOP.

KnroyoBu aymu: gurutanusauns, 6aHKoB CEKTOp, TbproBckn 6aHku, ESG, 3eneH MapKeTuHr
JEL: M31, G21
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Green (ESG) Marketing And Digital Transformation Of Commercial Banks
Vania Krusteva?

Abstract: In this academic article is examined the essence of green marketing, presented as
Environmental, Social and Corporate Governance (ESG) and it's integration in the business
model of commercial banks. Stages of digitalization of the banking sector in Europe. Models
and varieties of corporate cooperation between commercial banks and fintech companies is

showed in this work. The prospects for development of the commercial banks are studied in
the context of accelerating digitization of their activities.

Key words: digitalization, commercial banks, green marketing

JEL: M31, G21

BbBeneHue

TemaTta 3a ESG 1 3eneHus MapkeTUHr € HOBa, KOETO camMo NOTBbPXKAaBa 1 Aonbrea
Hy)xgaTa OT aHanu3 Nno HerHaTa CbLUHOCT M 3HayeHue. 3ag abpeBuartyparta CTOST AymMuTe
Environmental, social, and corporate governance, a B npesoj - EKonornyHo, coumanHo u
KopnopaTMBHO ynpasrieHue.

[MbpBUAT acnekT BKIHOYBA Taka HAPEYEHOTO EKONOIMYHO pa3BuTue Ha brnsHeca. B cebe
cn To oOobLlaBa 3erneHust NPexod, KOWTO HEeCbMHEHO 3acsira U TbProBCKUTE OaHku —
nekapboHusauunTa, Bb30OHOBAEMUTE M3TOYHULM Ha €HEprusi, NMPUHUMNMTE Ha KpbroBaTa
MKOHOMMKA, M3MEPBAHETO M HaMansiBaHETO Ha BbLITMEPOAHMSI OTMEeYaTbK Ha BCEKU aKTUB,
NPOAYKT nnn 6musHec. Makap HMKOWM a He MOXe Aa oTpeye 3HAaYMMOCTTa Ha OCTaHanuTe ABa
KOMMNOHeHTa Ha ESG, TO MMEHHO EKONMOrMYHUAT Ce CMATa 3a HaW-3Ha4YMMmsl OT TpuTe.
MogobHo TBbpAeHMe Moxe pga Obaoe obycnoBeHo OT dakTa, 4Ye Han-BaXHOTO
npeav3BUKaTENCTBO Npe CBETOBHATa MKOHOMMKA B AHELLHO BPEME € OTKa3bT OT U3KoMaemm
ropvea, HamansBaHe Ha 3aMbpPCABAHETO OT TPaHCNopTa U NPOU3BOACTBEHATa MHOYCTPUS.

CoumanHmar acnekT uma gocta Mo-pasHONOCOYHa KOHLEeNUuUsi, KOSATO TenbpBa ce
gonbnBa n yTtBbpkaasa. O606LWeEHO, TOM ce 3aHMMaBa W C xopaTta, U CbC cpefaTa,
BKMNtoYBaKrku B cebe cu coumnanHoTo BIIMSIHWE, KOETO €4HO APY>KECTBO OKa3Ba C AeMHOCTTa Cn
— 0coBEHO B CTpaHM C aBTOPUTAPHU U PEMNPECUBHU PEXNMU. [10-KOHKPETHO TON € CBBbP3aH C
dhakTopu, KOMTO ONPedENAT COLMANHOTO BNUSHNE Ha JadeHa KOMMaHUS, KOeTO TO Oka3Ba CbC
CBOATa OENHOCT — YOBELLKUTE MpaBa, PaBHULLETO Ha Bb3HarpakaeHusTa, OTHOLLIEHUSA CbC
CVHAVKaNHW opraHnsaumm n apyru. B ToBa 4Mcno ce BKMOYBAT U NPOAYKTUTE HA KOMMaHUATA,
a B Cfy4as Ha TbproBcknTe GaHKM NPOAYKTHT € KpeauTbT — TOoecT oTbensasBa ce Ha KakbB
TMN KOMNaHUn prHaHcoBaTa MHCTUTYLMSA OTNyCcKa (oUHAHCUpaHe.

KopnopaTtuBHoTO ynpasneHue B pamkute Ha ESG e namepuren, KOWTo ce OTHacCs KbM
yrnpaBneHneTo Ha fafeHuss GU3HeC, HAYMHBbT U AiCHOTaTa MpU B3MMaHe Ha YynpaBEHCKU
peweHnsa. Kato npumepn moraT ga 6baaT gageHun owe v AobpoBOMNHUAT CTaHOapT 3a
OaHb4YyHa NpO3payHOCT, KOATO CTaBa BCE MO-BaXKHa 3apagv HapacTBallarta HETbPNMMOCT B
00LLeCcTBOTO KbM HeMnnallaHeTo Ha AaHbUM OT CTpaHa Ha KoMnaHuuTe. TOo3K acnekT BKMYBa
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OLLEe U Bb3HArpaxaeHusiTa Ha U3MbIHUTENHUTE OUPEKTOPU, OAUTUTE, U3rpageHaTa pamMka 3a
BbTPELUEH KOHTPOJS, KAKTO U MpaBaTta Ha akuMoHepuTe.

B TO31 KOHTEKCT 3eNeHUsIT MapKeTUHI Ce OTHAcs KbM MpakTukaTa no paspaboTka u
nonynsipusmpaHe Ha MNpoAyKTU Bb3 OCHOBA Ha WUCTMHCKaTa WM Bb3npueTa eKkonornyHa
cbobpasHoCT 1 ycTonumeocT. MNpruMepuTe 3a TakbB MoOraT Aa BKMOYBAT pekrnaMu OTHOCHO
HamManeHu BpeaH eM1UcKmM B NPOU3BOACTBEHUS NPOLLEC UNN MbK ynoTpebaTa Ha peumknpaHm
mMaTepvanu B OnakoBkaTa Ha gafdeH NPOAyKT. Hakou komnaHuu moraTt ga ce nosuumoHupat
KaTO TakuMBa, 3a KOUTO rpuxaTa 3a npupogarta e OT ocobeHa BaXXHOCT, KaTo opraHusmpar
€KONOrMYHN MHULMATMBM U/MNun AapsiBaTt CpeacTBa OT NpUXoauTe CU 3a TakuBa.

B HacTosiata Hay4Ha cTaTusi 0GeKT Ha M3crne[BaHe W aHanu3 ca ABeTe TeHOaeHUUn
— 3€eneHusIT MapKeTUHr U aurutanHaTta TpaHcdopmaumss — U 0cobeHo npeanocTaBkuTe,
nonaute v Npeav3BMKaTencTBaTa, KOMTO Te Cb3gaBaTt nped TbproBckuTe GaHku. Llenta Ha
pa3spaboTkaTa e fa yCTaHOBU HUBOTO Ha BNUSIHUE Ha Te3U TEHOEHLUUN BbpXy e(PEKTUBHOCTTA
Ha (UHAHCOBUTE MWHCTUTYUMM W TAXHOTO MpeAcTaBsHE B KOHKYpeHTHaTa W TpyaHa
MKOHOMWYECKa cpefa, B KOATO ce HamupaT. 3a Aa 6bae NocTurHaTa Tasm Lerl, e Hy)KHO aa ce
N3ACHAT npousxoda, ponsta U edektute Ha ESG v 3eneHuss mMapKeTWHr, KakTo M Ha
CbLUHOCTTa, obelwlaBaHaTa e(EKTMBHOCT, CTbMKUTE Ha AurutanHata TpaHcdopMauus u
npomsiHaTa BbB B3aVMOOTHOLLEHUSITA MEXIY TbProBCKUTE BaHKN U TEXHUTE KITMEHTU, KOUTO
TS HOCW.

ESG uenunte n TAxHaTa 3HAaYMMOCT 3a TbProBCKMTE GaHKu

leHe3sncbT Ha ESG moxe ga 6baoe npocnegeH Oo Hadanoto Ha 60-Te roguHu Ha
MUHanusa Bek ¢ nybnukyBaHeTO Ha kHuraTa “Tuxa nponet” (The Silent Spring, 1962) Ha
amepukaHckaTta mopcka Ouonoxka u nucatenka Penuwn Jlyns KapcbH. [Npe3s 2006 r.
3arnaBneTo e 0b0siBeHO OT pepaktopute Ha Discover 3a egHa oT 25-Te Hal-BaKHU HayvHU
kHurm B wuctopuata (Discover Magazine, 2006). Khurata nogpobHO OOKyMeHTMpa
oTpULATENHOTO BAMSHWE BbPXY OKONHAaTa cpeda M YOBELLKOTO 34paBe OT ynoTpebaTta Ha
nectTMumMam u Ham-seve xumukana guxnopgudenuntpuxnopetad (OAT). TpyabT 1 noctasa
HayarnoTo Ha eKoCbOobpa3HOTO ABWXEHWE, KOeTO TbPCU OTFOBOPHOCT OT Kopropauuute 3a
AenCcTBMATa UM, KOUTO OKa3BaT Bpeda BbpXy Npupoaarta 1 3gpaBeTo Ha xopara.

CoumanHaTta OTrOBOPHOCT 3ano4ysa Aa onpenerns u peLleHnaTa Ha UHBECTUTOpUTE Mo
cBeTa, KOUTO 3anoyBaT Aa M3Knw4yBaT OT CBOETO NOpTdOnvo OTAEMHW akumMuM Unn Lenuv
WHOYCTPUM Bb3 OCHOBA Ha y4acTMeTo UM B AEWHOCTU KaToO NPOU3BOACTBO Ha Lurapu unm
pabota c pexuma B KOxHa Adpuka (MSCI, 2018).

CamuaT TepMuH ce paxga ganed no-kbcHo — npe3 2004 r., kaTo npoustnya oT
noknaga Who Cares Wins (World Bank, 2004), peaynTtat oT obLa nHuynatnea Ha oMHaHCoBM
WHCTUTYUUWN, MNOKaHEHW OT ToraBalHWA reHepaneH cekpetap Ha OpraHusauuaTa Ha
0beanHeHnTe Hauun Kodum AHaH ¢ Len cb3gaBaHETO Ha NpaBuia U NpPenopbky 3a no-gobpa
WHTEerpauus Ha MepKUTe 3a €EKOSIOMM4YyHO, COoLManHO W KOpnopaTuBHW YrpaBreHWe B
yNpaBneHNETO Ha akTUBW, YCIyruTe 3a TbProBus C LEHHWN KHUXa 1 OPYTu.

[Hec ESG Beye e WIMPOKO nonynsipeH TEPMUH, KONTO HECBbMHEHO OKa3Ba BIIMSIHUE
BbpXY pelleHuaTa Ha UHBECTUTOpUTE 1M noTpedbuTtenute no ceeta. TeHAeHUusATa He ocTaBa
He3abensizaHa BbB hMHAHCOBUSA CEKTOP, KaTo npoy4saHe Ha Dun & Bradstreet nokasea, ye
29 ot 30-Te Ham-rofiemMn KoMnaHuM 3a OUHAHCOBM yCryrn B cBeTa npuoputusmpatr ESG
nHnumnatmeute (Dun&Bradstreet, 2022).
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BugHo oT npeacrtaBeHata no-gony rpaduka, TepmmHbT ESG pgobGuBa wmpoka
NonynsipHOCT Npe3 nocrnegHnTe rognHK, KaTto MHTepecHhT 3anoyea ga pacTte B kpad Ha 2019 .
1 Ha4anoTto Ha 2020 r.
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Quaypa 1. TopceHe Ha mepmuHa ESG e Google e nepuoda siHyapu 2004 do cenmemapu

2022 2. lsmoyHuk: Google Trends

C noBuwaBaHe Ha 3aMHTEPECOBAHOCTTA N OCBEAOMEHOCTTA OTHOCHO KIMMaTUYHUTE
npobnemu, npen KOUTO € U3npaBeH CBETHLT, NOTPebuTenuTe LeneHacoyeHo npaesaT nsbopa
4a nogkpensaT KoMNaHuMu, KouTo ca BbeBenu ESG crtpaTterus.

3a noBeye OT NofoBMHaTa NOTPebUTENUTE EKONOrMYHMUTE N coumanHu npobnemun ca
“MHOro BaxkeH dpakTop”, korato u3bupart goctaBymka cu Ha GaHkoBu ycnyrn, a uenu 24%
3aABsIBaT rOTOBHOCT A CMEHAT BaHKaTa cu, ako TS He y4acTBa aKTMBHO B pa3pellaBaHeTo Ha
€KOmMOrnyHn 1 coumnanHn npobnemun. [IBOMHO NO-ronsiMa roTOBHOCT 3a CMsiHA Ha OaHkaTa cu
n3pasaBat HaW-mnagute xopa (Ha Bb3pacT mMexagy 18 m 24 r.), kKouTo npegcrasngasaT
cnenBalloTo MOKOSIEHNE KINEHTN.

TeHaeHUMsTa ce NOTBbpXKAABA U OT Apyru nscneasaxus, Hanpuvep PwC Consumer
Intelligence Series (PwC, 2021), koeTo AeMOHCTpUpa, 4Ye 76% OT pecnoHAeHTUTE ca rotoBu
Aa NpekpaTaAT Bpb3kata CU C KOMMNAHWW, KOUTO, MO TEXHU BWKAAHMUS, CE€ OTHACAT 3Ne KbM
npupogara, CnyxurenuTe cu unu obwHocTTa, B KoATo onepupaTt. Owe no-ronam asn, 83%,
cMmsATaT, Ye KOMMNaHUuTe NPOaKTUBHO TpssOBa Aa cb3gaBaT M UMMIIEMEHTUPAT Hal-gobpuTe
ESG npaktuku.

TbproBcknTe BaHKM BeYe OTroBapsAT Ha MOBMLIEHOTO ThpceHe. M3crneaBaHe Ha Boston
Consulting Group nokassa, 4Ye Tpu YeTBbLPTU OT TbProBckMTe GaHkM NnaHupaTt Aa yBenuyar
pa3xogute 3a ESG nHmumaTtunea, a 20% OT TAX “3HAYMTENHO” e YCKOPST MHBECTULNNTE C.
Moyt nonoBvHaTa OT BKOYEHUTE B wu3cneaBaHeTo 6GaHKM Ce KOHUEHTpuUpaT BbpPXy
YCTOMYMBOCTTa CU, HaNpuMMep 4pe3 HamansiBaHe Ha noTpebneHneTo Ha enekTpoeHeprus B
odmcute n knoHosete cu (Lionel et al., 2022).

MpoyyBaHe Ha Kearny, npoBegeHo cped pecnoHaeHTu B EBpona npes 2022 r.,
nokasea, 4e 30% oT noTpebuTenuTte ca rotoBu ga nnatat mexay 5 n 10% npemus 3a 6aHkoB
npoaykt ¢ ESG kavecta (Kearney, 2022).

Hag nonoBuHata OT pecrnoHAeHTUTE MbK 3asBsBaT, Y€ ca roToBM Aa HanpassT
3Ha4MTerHa NoKyrnka B NMOCOKa YyCTOMYMBOCT Npes3 crneapawnte net rognHn: 55% vHavkupart
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nnaHnpaHa MHBECTULUA B NOBULLABAHE Ha eHeprumHaTa epeKkTMBHOCT Ha cBos AoMm, a 50%
0BMUCNAT MOKyMnKaTa Ha enekTpuyeckn asTomobun. [1se Tpetu OT Te3un MOoKynku we 6vaar
dunHaHCcMpaHm Ype3 GaHKOB 3aeMm, COYM OLLEe NPOYYBaAHETO.

WN3cnepBaHeTo Ha Boston Consulting Group nokassa owe, Yye notpebutenute (73%)
B3umart npeasug ESG daktopute n NPOMEHAT HaBuUUTE CUM Ha NoTpebrneHne ¢ Muchbn 3a
onasBaHeTO Ha OKofHaTa cpefa.

BugoHo OT npeacrtaBeHWTe [aHHW, TemaTa € OT CbLECTBEHO 3HadeHve 3a
notpebutenute U umMa CepuMo3eH MNOoTeHUMan Aa OKaXe BNUAHWE BbpXy YCunusita Ha
TbproBckuTe 6aHkN Aa 3aabpKaT HACTOAWMTE CU KIUEHTU, KaKTO 1 Aa NpuBrekaT HOBMW.

TebpaoeHNeTo ce noTebpxaaBa OT uacnensaHe B EBpona cpeg 55 800 knueHTa,
nposefeHo ot Dynata 3a Bain & Company, koeTo OTKp1Ba B3anMOBpPb3Ka MeXy CbrracnueTo
Ha pecnoHaeHTuTe, Yye GaHkaTta um oTroBaps Ha ESG npegusBukatencreaTa, u 6posi Ha
NPOAYKTUTE, KOUTO ca 3aKkynunu oT Tax. Taka cunHa ESG nosuuums oT cTpaHa Ha gageHa
Tbproecka 6aHka MOXxe ga cnevenu no-rofisiMa NosisTHOCT OT CTpaHa Ha knneHTuTte (Jongeneel
& Worner, 2021).

MpoyyBaHeTo 06aye AeMOHCTPMpA OLLEe, Y€ 3HAYUTENEH AN OT PECNOHAEHTUTE He ca
HassiCHO C WHMUMATMBUTE Ha cBOATa 6aHKka, CBbpP3aHM C EKONMOrMYHMUTE U COoLMariHu
npean3BuKaTencTea, Nnpea KoMTo CBETOBHATa MKOHOMMKA € U3npaBeHa.

OcHOBM Ha 3eNeHNA MapKeTUHr

TBbpAeHNeTo faBa NoOBOA Aa Ce 3aK/ioyn, Ye Mmakap U TbproBckuTe 6aHkuTe Bede aa
npuemMaT Cepuo3Ho npobremuTe, CBbpP3aHn C TpUTe acrnekta Ha ESG, To TsaxHaTa Bu3ns e
HeycneLwHo apTUKynMpaHa u KOMyHUKMpaHa KbM LUMpOKaTa 00LeCcTBEHOCT, a B TO3U CMUCHIT
1 NpONUIsiHa, KoraTto ce OTHacsA A0 paswmnpsiBaHe Ha KNneHTckaTa 6asa.

3eneHnaT MapKkeTVHr € camMo efHa KOMMOHEeHTa OT Mo-luMpokata TeHAeHuus 3a
npemMmmHaBaHe KbM eKoCbobpas3HM u coumanHu 6usHec npakTuku. lNpodecnoHanmncTute B
obnactta Ha peknamarta nogyepraBaTt, Ye cera € Mo-BaXHO UM e(PEeKTMBHO MapkuTe Aa
aHraxupar cebe cu 1 nocrnaHusaTa cu KbM coumnanHute npobnemu. B otroBop, nonosuHata
peknamogatenu nocoysat, vye ESG crpatermsita B MapKeTMHroBaTa KOMyHMKaUUst C
notpebutenute e Bogewa, a 24% nnaHupaT ga 6baoe B Onmu3ko Obaewe. 71% ot
peknamogartenuTe BApBaT, Ye Mapkute, KOMTO MoraT fja pa3kasBaT LOCTOBEPHU N aBTEHTUYHU
ncropum, cebp3ann ¢ ESG npobnemun, umat koHkypeHTHO npeaumcteo (World Media Group,
2021).

3eneHnaT MapkeTWHr uenu ga nonynsipuanpa pasHOOOpa3HUTE EKONMOrMYHU 1
coumanHuTe npobnemun, KOUTO KOMNaHUUTE NOCTaBAT npeq cebe cu, KakTo 1 nporpeca KbM
NOCTUraHeTo MM. TUNWYHU NPUMEPWU BKMOYBAT HaMansiBaHe Ha BbINEPOOHUTE eMUCUM,
noaabpXXaHeTo Ha BUCOK CTaHAapT Ha TPYAOBW NPAKTUKK, KaKTO U (OUITaHTPONUYHM Nporpamu,
Haco4YeHn KbM OBLLHOCTUTE, B KOUTO KOMNaHuuTe paboTaT.

B TO3u paHeH eTan Ha 3eneHus mapkeTuHr GaHKuTe ce CcbCpeaoTovaBaT BbpPXY
ekonornyHuns acnekt. OT egHa cTpaHa, TbproBckmuTe 6aHKn MoraTt ga Hamanat cobCTBEHNS cn
BbIMEpoAeH OTnevyaTbK 4Ype3 WHBEeCTMUUM B eHeprumHa edqeKkTMBHOCT Ha oducute u
KnoHoseTe. PUHAHCOBUTE MHCTUTYLUMKN 0Bade umat KanutansbT (M (PMHAHCOB, N YOBELLKKN) Aa
peanusupaT no-rofiemn uenu, cebp3ann ¢ ESG dakrtopute, 1 nopagm To3n ¢akT ca Hau-
Aobpe No3nLMOoHNPaHM Aa okaxaT BnusiHne. TbproBckute 6aHkm Beve NOCTaBAT akLUEHT BbpXY
duUHaHCUpaHeTO Ha ycTomumMBM OM3HEC MoAdenu, Kato Hanpumep cnupat ga duHaHcupar
KOpnopaTUBHU KNNEHTU, YAUTO NPUXOAN MaBaT ca 3aBUCMMM OT BbIvLa u Apyrn U3TOYHULN
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Ha eHeprus, KOMTO He MoraT ga Obaart onpegeneHn kato “senenn”. Opyrm u3bupat ga
dnHaHCUpaT KOMMNaHuKM € nnaHoBe 3a 6bP30 HamansBaHe Ha BbIMEepoaHNs UM OTneYaTbK.

EouH npumep oT Bbnrapua e KBC Bank, koaTo ycnewwHo KoMyHuknpa csoute ESG
uenu 4pes nybnmkaumm Ha MHTEpHEeT cTpaHuuaTa cun (YCTOMYMBO M OTFOBOPHO GaHKupaHe,
2022). B cboTBETCTBME C NPUMHLUMNNTE 3a 3eNeH MapKeTUHI, TbproBckaTa GaHka geknapvpa,
Yye HacoyBa ycunusata cu B TpU TEMMU:
e 3acunBaHe Ha NO3UTUBHOTO HU BNIUSIHWE BbpXy OBLLECTBOTO;
e HamanaBaHe Ha HEraTMBHOTO HU BIMSIHNE BbpXY 0OLLECTBOTO;
e HacbpyaBaHe Ha OTTOBOPHO NOBEAEHUE HA CRyXUTenuTe.
®durHaHcoBaTa MHCTUTYUMS peknamupa Ha BUOUMO MSACTO MNpeanoxeHuaTa cu 3a
3eMfeH0 U ycTonumBo (bMHaHCUpaHe, KaTo npeanara Ha KIMEeHTUTE CU OCBEeH 3aeMu 3a
WHBECTMLMM B CONapHN MHCTanauum n gpyrn N3TOYHUUU Ha Bb30OHOBSEMa eHeprus, CTpoex
unM npuaoodbmeBaHe Ha “3eneHn’ crpaan, nogodpsiBaHe Ha eHepruiHata edEeKTUBHOCT Ha
CblUeCTBYBaLUN Crpaguv, 3akynyBaHe WM MPOM3BOACTBO Ha eNeKkTpuyecku aBToMobunu,
NPOEKTN 3a ynpaBfeHne Ha BoguTe W OoTnaabuuTe, NOAMSAHA Ha MawuHu 1 obopyaBaHe, U
eKkcnepTum3a npu pa3paboTBaHETO HA UHAHCUPAHUTE MPOEKTMW.

TbproBckata 6aHka ycnewHoO MapkeTupat W OpYyrM  CBbP3aHW UWHULMATMBY,
BKITOYUTENHO TaKkMBa KaTo:

e 3a 3acaxaaHe Ha ApbBYe 3a BCAKA CMETKA, KOATO KIMEHT OTKpUe AUrnTarHo;

o pnebutHaTa kapTa kbM 3eneHa cMeTka, HanpaseHa oT 82% pasrpagumu matepuanu ot
GuonornyeH npousxon, NpPousBedeHM OT LapeBuuUa, KOUTO cned  kaTo um3Ttede
BanMAHOCTTa Ha kapTata Ta Moxe da 6bae komnoctupaHa u ce pasrpaxga 3a 6
MeceLa 3a pasnvka oT nracTMacoBaTa KapTa;

e U Opyru.

EdrekTn oT 3eneHns MapKeTUHr BbpXy TbproBCKUTe 6GaHKu

Toproeckute 6aHkM mMoraT ga NOCTUrHAT peariHu Nonan npu ycrewHo nocTaBsHe,
n3nbrHeHne n mapketupaHe Ha ESG uenu (Cogo, 2022). baHknTe, KOMTO NocTuraT No-BUcoka
oueHka no ESG kputepun, oeMOHCTpUpaT 1 NO-BUCOKaA Bb3BPbLLLAEMOCT Ha MHBECTULMNUTE
(ROI). Han-o6wo ce oTyMTa 3Ha4YMTENHO Bpb3Kka Mexay edekTmBHOCTTa npu ynotpebarta Ha
pecypcu 1 uHaHcoBoTo npeactassaHe (McKinsey, 2019).

B cpega Ha Hucka 6e3paboTuua M HeOoOCTUr Ha Kagpw, 3eneHUST MapKeTUMHr uma
noTeHuman ga yBenuym npMBneKkaTenHocTTa Ha MHCTUTyuusATa cped kaHanaatute 3a paborta,
KaTo CbLLUEBPEMEHHO MOBULLIM U MOTUBALMSITA HA CNYXXUTENUTE.

3HaummocTtTa Ha ESG uma mn cbBceM peaneH uUHaHCOB u3Meputen. [enbT Ha
obwunTe cBeTOBHM akTmBu nog ynpasneHne (AUM) oT ycTon4MBM MHBECTMLMN HapacTBa npes
nocnegHute roguHu u npes 2020 r. ce yBenuyasa ¢ 36% [o 35,3 TpunmoHa wartckm gonapa,
yBenuyeHve oT 8 npoLeHTHU NyHKTa B cpaBHeHne ¢ 2016 r. N3cnegsaHe Ha Paaxoun La n
ApmyT CyHOapkymap nokassa MO-BUCOK MHTepec Ha uHBecTutopuTe kbM ESG gbnrosute
WHCTPYMEHTWN, U3MEepeH u4pe3 pasnukata B [oxoAHOcTTa Mexay ESG wn TpagnumoHHu
obnuraummn B paamep Ha okono 2-3 6a3ncHu nyHkTa (Shah & Sundarkumar, 2020).

TBbpAEHNETO Ce NOTBBbPXKAABA OT udcnensaHeTo Ha PwC, koeTo nocousa, 4e 80% ot
notpebutenute n 84% OT cnyxutenute e Mno-BepOsTHO Aa KynaT unu ga paboTar 3a
KOMMNaHus, 3a KOATO Ce CMSATa, Ye akTUBHO paboTy B NOCOKa OnasBaHe Ha OKonHaTta cpeaa.

Tpsabea ga 6bOe cnomeHaTa n No-Bucokata perynatopHa CUrypHOCT 3a TbpProBCKUTE
©aHKM, KOMTO NMPOAaKTUBHO cu nocTaeAT u nocturat ESG uenn. MacneasaHeto Ha Dun &
Bradstreet nbk nokassa, Ye 81% OT pecnoH4eHTUTE CcMATaT, Ye KOMNaHUUTE UM ca U3nuTanm
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oTpuuaTtenHu nocneguum 3apagm HenocturaHeto Ha ESG uenute. Hanm-yecto cpewaHute
nocneguuu, crnopeq CbWOTO MNpOy4YBaHe, ca YyBenUYEHUAT onepatmBeH puck (43%) wu
yBenuyeHuaT puHaHcoB puck (38%) (Dun & Bradstreet, 2022).

OvrntanHaTa TpaHcdopmauus

AurntanHaTa TpaHcgopmaunsa Ha 6aHKOBUSI CEKTOP € NpoabiiKaBall, NpoLec, YNSTO
CbLUHOCT HagXBbpMsA PEYHMKOBOTO 3HaveHMe Ha gymarta gurntanusauus. NocnegHoTo s
onucea KaTo npouec Ha npeobpasdyBaHe Ha MHopmauua B undpos gopmat. B cebe cu 19
BKITOYBA KOPEHHa MPOMsHA Ha BbTpellHaTa U BbHLWIHA cpefa vype3 KayeCTBEHO U3MEHeHue
Ha BbTPELIHUTE npouecn Ha paboTa M CblUecTByBalMTe MeToaun. TpaHchopmaumnsaTa HOCK
NPOMEHM N B HAYMHA, NO KONTO BaHKUTE KOMYHMKMPAT N 06CNyXBaT CBOMTE KITMEHTU, KaTo B
TO3U CMUCDHST € U Bb3MOXHOCT 3a MHCTUTYLMUTE Aa Cb3fadaT HOB TUM B3aMMOOTHOLLEHUS C
TAX U Aa nogobpsaT cBosATa KOHKYPEHTOCNOCOBHOCT Ha Nasapa Ha 6aHknpaHe Ha apebHo.

TpaHcopmaumaTa Ha GaHkuTe He Ce M3yeprnBa C TEXHUTE MHTEPHET CTpaHuum,
Bb3MOXHOCTM 3a OHNanH GaHkMpaHe M MOOUNHW NPUNOXEHWE - UMM Han-obwo KasaHo
aurntanHuTe ycnyrn. Te ca BaxHa 4acT OT Aurntanusauuata, HO T9 BKo4Ba WM Mo-
KOMMEKCHM TEXHOMNOMMM KaTo M3KYCTBEH MHTENEKT, MaLLMHHO camooby4yeHue, big data, kakto
[0pU U GINOKYENH.

Bceobwarta gurntanusauma Ha cBeTa OKOSMI0 Hac W rnosiBaTta Ha KOHKYPEHTUM Ha
TpagnunoHHuTe GaHkn, kouTo ca T. Hap. digital first — wnn cb3gageHu ¢ sicHata uen ga
npeanarart ycnyrute cuM NbpBO UMK SOPU U3LUAN0 OHMNaMH — npaBu yCKopeHaTa gurntanHa
TpaHchopmaunsa Ha (PMHAHCOBUTE MHCTUTYLMW 3aabimkutenHa. lNokasaTtenHo e MHEHWETO Ha
MeHTn XakapamnHeH, uyneH Ha HapgsopHusa cbBeT Ha EBponenckata ueHTpanHa 6aHka,
n3paseHo npeg WMHctutyta 3a OMHAHCOB MHTErpUTET M ycTomumsocT. o gymuTe My,
aurntanHaTta TpaHcdopmauua Ha OaHkuTe e 3agbikutenHa, Kato Tasn HeumsBexHOCT e
nopoAeHa OT NPOMEHSLLNTE Ce HaBWUUM Ha NOTpeduTenuTe 1 OT HaTUCKa 3a HamansiBaHe Ha
pa3xoauTe n yBenudaBaHe Ha edektuBHocTTa (Hakkarainen, 2022).

MpouecbT no gurntanHa TpaHchopmMaumsa Ha 6aHkMTe BKNOYBa KaTo NbpBa U efHa oT
Han-Ba)KHUTE CTbMNKM pa3paboTBaHETO M 3aCMNBaAHETO Ha AUrMTanHUTe KaHanu, Ho 6e3 ToBa
Aa V3KNIYBa 3HAYMMOCTTa Ha PU3NYECKNS KaHan 3a KOHKpeTHU notpebutencku Hyxau. OT
efHa CTpaHa Ta3n ABOWHCTBEHOCT MexXay AurntanumsaumsaTta M YOBeLLKMS hakTop oTpassiBa
MHOrOKaHanHuTe cTpaTermm Ha TbproBckute 6aHkn, KOMTO BCe NMO-Beye ce ABWMXKaT B NOCOKa
Ha CUHeprus mexay AUrMTanHUTE KaHanm M YOBELUKOTO OTHOLleHWe. [urntannsmpaHeTo Ha
paboTHUTE MOAenu o3HadaBa ONTUMU3MPaHe Ha npouecute ypes ynoTpebarta Ha AaHHW.
KoHkpeTHO, obuyariHaTa OeNHOCT Ha TbproBckaTa GaHka MOXe da reHepupa npodunmpaHm
6asn gaHHK, na OTKpMe NOTEeHUManHn KNMeHTu 1 aa ycnee Aa 3agbpXu Te3un, KOUTo Beye ca
KnueHTn Ha H6aHkaTa.

Kbm Te3n nonsm tpsabea ga gobasum v nosuieHaTa e(PekTUBHOCT, CKOPOCT U MbJiEH
KOHTPOJ Ha NOTOKa Ha AaHHW. HOBWM TEeXHOMOrK, KaTo N3KYCTBEHUSIT UHTENEKT, HaBnM3aT Bce
noese4vye B 6aHKOBMTE CUCTEMM M NOMaraT Ha Tbproscknte HGaHkM Aa nocpelHaTt no-6bp3o u
edeKTUBHO HyxauTe Ha ceouTe knueHtn (McKinsey and Company, 2020).

B cbLi0TO BpeMe nbpBaTa CTbIKa NpU KOMyHUKaLmMATa C KNMEHTU Beye ce obpaboTea
oT po6oTK, KOUTO NomMaraT NpM Han-4eCTo 3aJaBaHUTE BBLMNPOCK, U HamMansaBaT BPEMETO 3a
n3yakesaHe. [pumep 3a ToBa € NUYHMAT BUPTYaneH acucteHT Ha KBC Bank Aia (AlA - TBosT
nWYeH BUpTyaneH acucteHT, 2022).

3a ga pasbepem kak gurmtanHata TpaHcdhopMaums MOXe Aa MOMOorHe Ha GaHkuTte,
TpsbBa Aa N3sICHMM NPUOPUTETUTE U LEeNn Ha TbproBcknte 6aHkn. Kakto Bcekn apyr busHec,
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Te LenaT ga HamanaT pasxoauTte Cu n Aa yBenuyaTt npogaxbute cu. urutanusauyunara Hocu
WHOBATUBHM HA4YMHU 3a OBCNy>XBaHe Ha KNMeHTuTe: MobunHo BaHknpaHe, aBTomaTmsauuns Ha
OTAENHU YCNyrn 1 oNTMMM3aLmMsa Ha ynpaBneHneTo Ha 6asaTta gaHHu ot noTpebutenn. 3a ga
noaobpaT AUrnTanHusa M MapKeTUHT U cTpaTermmTe 3a o6CcnyXBaHe Ha KIMEHTU, TbProBCKUTE
GaHKM M3non3BaT CerMeHTauMss M aHanu3, 3a [a cnegaT XXU3HEeHWS LMKbA Ha CBOUTE
notpebutenu. [obpo no3HaHWe 3a noTpebuTenuTe M MOTEeHUManHUTe WM XenaHusa e
N3KMIOYUTENHO BaXXHO 3a Cb3[AaBaHeTO WHAMBMAYANHW NPOAYKTU Ha aTpakTMBHU LIEHOBWU
HMBa.

MmMa HAKONKO Bb3MOXHOCTM, u4pe3 Kouto 6GaHkuTe npunarat gurntanHata
TpaHcdopmauns, 3a ga npuenekaT v 3aabpXaT KNMeHTU. Han-4ecto pasnpoCTpaHeHUAaT m
n3nonseBaH cnocob e WHTEepHEeT CTpaHuuaTta, KOATO YeCcTo e MbpBaTa AONUPHa TOYKa C
TbproBckata 6aHka. MoOunHUTE MPUNOXEHUA ca pasWupeHns Ha Tasu cTpaHuua. B
nacnegsaHeto World Retail Banking Report (2018) ce nocoyBa, 4Ye pecrnoHOEHTUTEe OT
nokorieHneTo Y cMmATaT MHTEpPHEeT cTpaHuuata u MOBUMHOTO MPUIIOXKEHUE 3a NO-BaXXHU OT
dusnyecknte 6aHkoBn knoHose. KnneHTUTe o4akBaT Aa moraT Aa ce CBbpXaT CbC CBOATA
GaHka MO BCAKO BpeMe Ha [AEeHOHOLMETO, KOeTo npaBu M 4aT GoToBeTe aTpakTUBHA
Bb3MOXHOCT 3a 6aHknTe (Capgemini and Qorus, 2022). TexHonorusta oTroBaps Ha HarM-4ecTo
NnocTaBsaHUTE BbNPOCU M NpeaocTaBs MHdopmaums kato 6anaHcu, paboTHO Bpeme 1 apyru,
KaTo B CbLLOTO BpeMeE CryXuten no obCcrykBaHETO Ha KNMEHTU MOXe Aa Ce BKIYK, KoraTto
KNMEHTBHT MMa NO-CIOXEH BbNPOC.

Big data TexHonornmTe e No3BoNAT Ha TbProBckuTe GaHkM Ha Kypupart, ynpasnsasat
1 n3nonaeat cbbpaHaTa CTPyKTyprpaHa 1 HeCTpyKTypupaHa uHopmaums 3a KIMeHTUTe cu
oT cobcTBeHaTa cu 6a3a faHHK, KakTo M OT coumanHu Meamm, NapTHLOPY U APYTN N3TOYHULM.
MNarpaxgaHeTo Ha nogobeH o6em aaHHM, 3ae4HO C Bb3MOXHOCTTa Te Aa 6baaT aHanmMsmpaHu,
MOXe Aa yBenuuum nedyanbarta Ha cBeToBHaTa GaHkoBa MHOYCTPUS C 1 TPUMAMOH LLATCKK
ponapa, cnopef uscnegBaHe Ha McKinsey. Okono egHa TpeTa OT cymata npoustuda ot
HamaneHu 3arybu ot nuamamu, a 20% OT No-ueneHaco4YeHn NPOMOLUN.

KoHkypeHUusiTa ¢ PUHTEX KOMNAHUUTE

B cbLOTO Bpeme HyxxaaTta oT gurutanHa TpaHcdopmauusa e obocHoBaHa He caMmo OT
XenaHmeTo Ha TbproBckuTe ©OaHkM 3a no-BUCOKa €GEKTUBHOCT M HOBM Crlocobu 3a
NpyBrMYaHe N 3agbpXXaHe Ha KIMMEHTU, a U OT KOHKypeHUMsiTa B cekTopa. urutanusaumsTa
cb3gage U3usano HOBWM KOHKYPEHTU - HeobaHkuTe (Unu owe BupTyanHu 6aHkun, oHnanH 6aHku,
e-baHkn n Ap.) npegnaraTt yCnyrute Cu M3USMNO OHMarH 4Ype3 MOBUITHO MpuroXeHue.
OcHoeaHa npe3 2015 1., Revolut LTD e npumep 3a dMHTEX, KOWTO Npeasiara peguua 6aHKkoBm
yCnyrn U QUPEKTHO KOHKypupa TpaguuNoHHUTE TbProBCckn BaHkn. HeobaHkuTe OoTroBapsaT Ha
HY>XOWTE, CBbP3aHn C NPOMEHNTE B HAYMHA Ha XXMBOT Ha MiaguTe NOKONEHWs, KOUTO ovaksaT
no-6bP3n yCnyrm n Bb3MOXHOCT Aa GaHKMpaT u3usano npes cBouTe CMapTdOHN.

duHTEX KOMMNaHMMTE gobuMBaT BCE NoO-rofngma nonynsapHOCT cpen notpebutenute un
46% oT TaX B cBeTOBEH MaLlab n3nonasa noHe Tpu nogobHu ycnyrm (Deutsche Bank, 2022).
Toan TN KOMMaHuMM ce pagdBaT M Ha WHTEpPeC cpen WHBECTUTOPUTE, KaTo pas3MepbT Ha
BOXXEHUTE CpeacTBa HapacTBa oT 9 mununapaa watckm gonapa npes 2010 roguHa oo 226,5
Munuapga uwatcku gonapa npe3 2021 roguHa (Statista Research Department, 2022).
MpnymHaTa 3a TAXHaATa NOMYMSAPHOCT €, Ye Te 3anbfiBaT nponactta, OTBOPEHa Mexay
XenaHusTa Ha noTpebutenuTe n NpeanoXeHaTa Ha TPAOULNOHHUTE TbProBCKM B6aHKu.

OT egHa cTpaHa cTapTMpalymMTe KOMnaHum ce Bb3MonseaT OT simncata Ha ctapu IT
cuctemu 1 no-cnaba perynaums, KOeTo MM NnomMara ga ce no-opueHTupaHn KbM KnmeHTa un ga
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nyckat no-6bp3o HoBu ycnyrm (Levin Group Ltd, 2022). 3apagn no-ontumuanpaHaTta
KoprnopaTMBHa CTPYKTypa 1 niMncaTta Ha TpaguunoHHa Mpexa OT GaHKOBU KITOHOBE, TEXHUTE
pa3xoaM ca W MNO-HUCKM, KOeTO MM nomara ga npegoctaBaT YCryrmte cu cpelly no-
KOHKYPEHTHM Takcu. B EBpona TpaguuMOHHUTE TbProBCkM GaHKM OTYMTAT CbOTHOLLEHWE Ha
pasxoaute KbM npuxoauTte oT okono 50-60%, AokaTo HOBUTE AUrUTanHM 6aHkM ce CTPemsaT
kbM 30% (Hope, 2020).

B cbWOTO BpeEME TEXHOMOIMUTE, KOUMTO (PMHTEX KOMMAHUUTE MOM3BaT, No3Bondsar
OTBapPSIHETO Ha CMETKa caMo Ype3 MoBUIHMs TenedoH, 4oKaTo TPaaULMOHHUTE BaHKK YecTo
n3nckeaTt nocellaBaHe Ha GaHKOB KMOH. TbproBckute GaHkM cblo npeanpuemaT nogobeH
noaxod u Beye npegnara tasu ycnyra B benrapums.

N3cnepBaHe Ha McKinsey nocouBa, Ye 45% oOT npuxoaute Ha TbProBCKUTE GaHKM e
noa pucK OT OUHTEX W OpYyrn CcTapTUpaliM KOMMaHuMK, KOUTO CEe HacoyBaT KbM Hau-
neyenuBwuTte cermeHtn (McKinsey & Company, 2021). Tbprosckute 6aHku morat Aa
HamManAaT To3M PUCK WK 4pe3 COOCTBEHW WHBECTUUMM B Aurntanusauusi, wuim 4pes
NapTHLOPCTBO C PUHTEX KOMMNAHUK, UNK YPe3 Cb3aBaHETO HA COOCTBEHM AbLUEPHU TaKkMBa.

MoTeHUnanHu puckose

JdokaTto gurntanHuTe TexXHonormm moraT [a MOAKPEenaAT 3efeHOTo pas3Butue, OBeTe
WHULMATMBWN He BMHArn BbPBAT pbka 3a pbka. Taka gurutanHoTo obopyaBaHe u ycnyru ca
Han-ronemMuaT NnoTpebuTten Ha enekTpoeHeprmsa Npu TbproBckute 6aHku. Cnopea goknag Ha
Galaxy Digital 3a 2021 6aHkoBaTa UHOYCTpPUSA € KOHCyMupana 263,62 TepaBaTyaca eHeprus
npes roguHarta, oT KouTo 3a 238,92 TepaBaTyaca ca OTFOBOPHM LIEHTpoOBEeTE 3a gaHHu. Ho
OCUrypsiBaHeTO Ha Bb30OHOBSieMa eHeprus, ¢ KosaTo Aa 6baaT 3axpaHeHu LeHTpoBeTe 3a
OaHHK, € Ha4YMH ga ce HeyTpanuanpa To3m edekT (Rybarczyk, Armstrong, & Fabiano, 2021).

B cbwoto Bpeme TpsibBa ga ce 0ObpHe BHMMaHuMe M Ha CcouMnanHUs acnekt u
OCUrypsiBaHETO Ha JOCTbN A0 G6aHKOBWM YCNyrn Ha Te3n C HaW-HUCKUS (PUHAHCOB CMEKTHP.
Bbnpekun yckopeHOTO pasBuTne 1 NONYNSAPHOCT Ha TEXHOMOrmATa, BCE oOwe egsa
62,5% OT CBETOBHOTO HaceneHue nma Joctbn o nHtepHet (Kemp, 2022). Taka, ako 6aHkuTe
npegnarat camo AurnTanHu ycnyrm, To 3 Munuapga aywm no ceeta e octaHat 6e3 gocton
Ao Tax. HecbMHeHOo ynoTtpebaTta Ha TEXHOMNOIMM MU3UCKBA M TEXHUYECKN MO3HAHWUA, KOETO
yBenu4yaea nperpagara npeg gocrona go Tax.

TpeTtun puck e knbepcurypHoctTa. lNMpes 2021 roguHa 6e otyeTeH pekopaeH 6pon DDoS
aTaku B cBeToBHaTa dmnHaHcosa nHayctpus (Yoachimik & Ganti, 2022). Tbprosckute 6aHku
BCE MO-4eCTO LWe ce M3NpaBAT W npef 3anfnaxu 3a CUrypHoCcTTa Ha AaHHUTE Ha TexHuTe
notpebuTtenu, yasBMMOCTM B anroputM1UTE U OpYri.

3akntoyeHue

Bb3 ocHOBaTa Ha npeacTaBeHMTe [aHHM MoraT [[a Ce HanpaBAT cnegHute
3aknoyeHmns: urutanHata TpaHcdopmMaums oT egHa ctpaHa v 3eneHnat ESG mapkeTuHr ot
apyra ca ABe TeHOeHUMn, KoUTo e npeodopMaT 6baeLweTo Ha TbproBCkUTe BaHKu.

Tobproscknte GaHkM OTYMTAT YCKOPEH MPOLEC Ha AurnTanu3auus npes nocrnegHute
roauHM B ONWUT Aa HaManaT pasxoauTe Cu 1 Aa yBenuyaTt NPpUXOAnUTE CU Ypes NpuBnnyaHe Ha
HOBM KNMEHTN. OCHOBHUAT KOHKYPEHT Ha TpaauLUMOHHUTE BaHKM ca HOBUTE OUHTEX KOMMAHUMK,
KOUTO Ca MO-MbBKaBU M MO-OpPUEHTUPaHN KbM noTpebutenute. baHknute nmat noteHuman ga
OTrOBOPAT Ha KOHKYPEHUMATa M Ha OYaKBaHWSATA Ha KIMEHTUTE 4Ype3 LeneHacoyeHu
WHBECTULMM B HOBU TEXHOMOIMWU, KOUTO Le [doHecaT no-gobpo npexuesBaHe 3a
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notpebutenuTe u noseye nasapHa Mol 3a pyHaHcoBUTE MHCTUTYUMKU. Cpen TexHonoruuTe,
unaTo ynoTpeba TenbpBa LWe HapacTBa, ca big data n 3KyCTBEHUAT NHTENEKT.

B cbuwoto Bpeme TpaguumoHHuTe GaHkM dhokycupat ycunusita cu u Bbpxy ESG
KpuTepunte, C KOeTO OTHOBO LEnAT Aa yBenuyaT CBOSATa KOHKYPEHTOCMOCOBHOCT, KaTo
HamMandaTt perynaTopHusa C puck U cTaHaT No-npusnekaTeniHU 3a HOBOTO NOKONEHUe KNUeHTw,
KOWTO ca roTOBW [a 3asBAT NIOANHOCT 1 a nrawaT noseve 3a NpoAyKTU OT KOMMaHUKU, KOUTO
OTroBapAT Ha MopanHuTe UM UeHHOCTU. WIMEeHHO TyK OrpoMHa pons wurpae 3eneHus
MapKeTUHr, KOWTO TpsibBa Oa OeMOHCTpupa AOCTaTbyHO SICHO C YECTHO MOCTaBEHUTE U
NOCTUrHaTK Lenu.

N nBeTe TeHAeHUMM ca HEM3BEXHW U MMaT noTeHuMana ga NPOMEHAT nasapa Ha
TbProBckuTe 6aHKK, NpeHacoYBarkn KNMEHTU N N3TOYHMLM Ha NPUXOAN B HOBaTa cpeaa.
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TeHgeHUMM B pa3BUTMETO U yNpaBIieHMETO Ha MapKeTUHra B YCNoOBUsITa Ha
AurnTanHa TpaHcdopmaums
MnameH Onykos?

Pestome: Pa3BntneTo Ha guUrntanHus MapkeTuHr B YCITOBUSITA HA TEXHOMNOIMYHOTO pa3BuUTHE
BOAM A0 Cb3[AaBaHETO Ha rofiemMm 1 pasHoOpPoOaHW AaHHW, KOUMTO Ype3 TEXHOSOrMYeH aHanma
TpsibBa ce NpeBbpHAT B Norie3Ha, akTyanHa u JOCTbMHA OT BCAKbAEe MHopmaumsa. B Tasm
Bpb3Ka HacToAWMAT AOKNa4 uMa 3a Len ga pasrnega cucteMmuTte 3a 6M3Hec aHanms, KouTo
nossonsiBatT 00eAMHEHMETO Ha OrpoMHM OOemMun OT OaHHW OT Pas3fnUYHU MU3TOYHMLM WU
ocurypsiBat AeTanreH nornea Bbpxy Knio4OBUTE MapKETUHIOBU 1 BU3HEC NnokasaTenu.

Bce no-akTMBHOTO M3nona3BaHe Ha OUrnTanHu TEXHONMOrMm oT noTpebutenute Bnusie Ha
pa3BUTUETO M NPEMMYLLIECTBEHOTO M3MNOM3BaHEe Ha OUTNTaNHUS MApKeTUHT C Lien nosnyyaBaHe
Ha pobaBeHa cTomHOoCT. Camo OO0 Mpeau HSAKOMKO FOAMHM Ce CMsATalle, Ye AurnTanHus
MapKeTUHI € W30MMpaHO HanpaefneHue, [oKaTo [HeC TeHAeHuMsTa e usarnocTHaTta
MapKeTUHroBa NnonuTMKa Aa e M3LSMo NogYMHEeHa Ha aurutanHus MapkeTuHr. Ha 6asaTa Ha
€BOJMIOUMOHHMTE U PEBOSIOLUMOHHMTE MpOMeHn TpsbBa ga ce Yyckopu mnpoueca Ha
npemMrMHaBaHe OT OCTapenuTe Be4ye MOAENN KbM BHeapsiBAHe Ha HaW-HOBUTE NMOAXOAW Ha
aHanus, KOWTo Aa obxBaHe BCUYKM acnekTu Ha B3anMOOeNCcTBMNE C noTpebutenute.
N3cnepBaHeTo 3akntoyaBa, Ye M3NOf3BaHETO HA aBTOMATU3MPaHN AUrMTaNHN TEXHONOrMN B
MapKeTMHra no3BosisiBa OCUrypsiBaHETO Ha NOCTOAHHA obGpaTHa Bpb3ka OT notpebutenuTte,
WHONBMAYaANHO OTHOLWLEHME KbM NOTpebutennte, ysennyaBa UHTepeca Ha notpebutenute un
CbKpallaBa KONMMYECTBOTO Ha KOHTAKTUTE C TsAX, KOETO pagukanHo yeenvyaea
MapKeTUHIroBMUTE pes3yrnTaTi, MoBWULLIABA PEeHTabuMnHOCTTa WM MoBMLWIABa MPUXOAUTE Ha
OusHeca.

KnrouoBu Aymu: gurutaneH MapkeTuHr, AurutanHa TpaHcgopmaums

JEL: M30, M31

Trends in the development and management of marketing in the conditions of
digital transformation
Plamen Dichkov?

Abstract: The development of digital marketing in the context of technological development
leads to the creation of big and heterogeneous data, which through technical analysis are
transformed into relevant, up-to-date and accessible information from anywhere. In that regard,

the current report aims to examine business analytics systems that enable the aggregation of
huge amounts of data from various sources and provide detailed insight into key marketing
and business metrics.
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BbuBegeHue

CbBpeEMEHHNTE  UUMPPOBU  TEXHOMOrMM  HAMbIIHO MPOMEHMXa TPaaULMOHHMSA
MapKeTUHr, KaTo MnpemMaxHaxa ronsMa 4acT OT CblUeCTByBalUMTE OrpaHUYeHus wu
HegocTaTbuM. [JOCTbMBLT A0 MHPOPMALUS U KOMYHMKALMA Ce OCbLLECTBABAT MHOIO No-6bp30
oT npeau. [Nasapn, MHEHWS, KOHKYPEHLNS, O4aKBaHWUSA, pa3BMTUE HA TEXHOSTOTMNTE — BCUYKO
ce pasBvBa C MHOro 6bp3un Temnose.

B TbpceHe Ha onTMManHuUTEe anropuTMM ce TecTBaT HOBW MOAXOAM OCHOBaHM Ha
noctositHHaTa oOpaTHa Bpb3ka C nNoTpebuTenuTe, koeTo Uenn paspaboTBaHe Ha
nHaAnBMAYanHu npeanoxeHnsa. Ha 6usHeca Beye ce Hanara 4a ycBosiBa HOBUTE MHCTPYMEHTU
Ha OUrNTanHUsa MapKeTUHT.

BnarogapeHve Ha uUMdPOBMTE TEXHOMOMMW, C MNOMOLLUTA Ha CcrneunanusmpaHmn
copTyepun, MHTEPHET caWTOBETE MoratT aBTOMaTtU4HO Ja ce aganTtupaT NepcoHanHO KbM
BCEKM eanH notpebuten. AnropyutMuTe CBbp3aHu C NepcoHanu3aunsata Mmorat aBToMaTu4HO
Aa afjanTupaTt CbObpXaHMeTO 3a pasfuMyHUTE NoTpedbuTenn B 3aBUCUMOCT OT TeXHUTE
npeanountaHmsa. EdeKkTMBHOCTTa Ha MapkeTMHra Beye ce oueHsBa Ha 6asata Ha
aBTOMaTM3MpaHM CUCTEMM 3a OLEHKa Ha pesyntatute, KOUTO MMaT Bb3MOXHOCT ga ce
nepcoHanuavpaT, T.e. Aa Ce HacTpomBaT WHAMBMAYanNHO cnopes cneuudukata Ha
CbOTBETHUSA BUsHec.

MoTpebutenute moraT MHOro 6bP30 Aa Ce OpUEeHTMpaT KakBO Ce CryyBa Ha nasapa.
BykBanHo ¢ HAKOMKO Knunka e Bb3MOXHO Aa nonydaTt MHopmauus, KakTo 3a NpeanoxeHmsTa
Ha KOHKpeTHa hupma, Taka U Ha HEMHUTE KOHKYpeHTU. OT cBOsi cTpaHa dupmMuTe Morart ga
nony4aTt KOHKYPEHTHO npeauMMCTBO, KynyBaWkm CW pekrnama Mno KA4oBM AyMKU, C Len
TbpcaykuTe Aa nponyckaT WM NokasBaT Ha MO 3a4HU NO3MUMM pe3ynTaTuTe CBbp3aHu C
KOHKYPEHTHW NPOaYKTN UMW YCIyru.

OCHOBEH TeKCT

BnuaHneto Ha umcpoBaTta MKOHOMWKA BbpXy OOLLECTBOTO € OrpoMHo. OHnamH
nnatcopmMmTe N UMGPPOBUTE TEXHOMNOTMM NMPOMEHSIT HAYMHA HM Ha XXWMBOT, KOETO BOAM [0
TbPCEHETO Ha HAYMHK 3a CNpaBsAHE C Te3n NPOMEHW, Ype3 NasapHN NPOoy4YBaHWs, aHanm3 Ha
Bb3QENCTBMETO W CTpaTernyeckm cbBeTu. B nocnegHute roguHn wuma Oym  Ha
MH(POPMAaLMOHHUTE TEXHONOMMN CBBbP3aHN C NoryYyaBaHeTo, CbXpaHeHmeTo, obpaboTkata u
npeaaBaHeTo Ha roriemmn obemun oT AaHHU. BcrMyko ToBa BNusae n Ha MapKeTMHroBaTta A4enHoCT,
KOSATO CTaBa BCe MoBeYe AurMtanHa — MHTEepPHEeT CaWToBe, MMEWS KamMnaHwW, CoumanHu
MPEXW, UHTEPHET peknama U HenmHaTta nporpammpyema nornka, MHTepakTMBeH KoHTeHT, SEO
onTuMmmnsaums (Search engine optimization) un T.H.

Pasbupa ce, B MapkeTuHra Bce oLle uma peauua HanpaenieHus, KOMTo HAMAT undpos
Xapaktep — paguo W TeneBM3WOHHA peknama, nevyaTHa peknamMa, BbHLIHA peknama,
NPOMOLIMN B PUTEIN CEKTOPA, U3NOXEHUSA N APYrY NPOMOLMOHANHN CbOUTUS, ynpaBneHne Ha
KaHanuTe 3a npogaxba, ueHoobpadyBaHeTo, OpaHa MEeHUAKMbBHTA U T.H. Ha npakTuka npes
nocnegHUTe rogvHN guruTanusaumsita 3acerHa BCUMYKM HanpaBeHWst Ha MapKeTuHra, He
caMo Te3u, KOUTO npean ca manonssanu uudposn texHonormn. OT egHa cTpaHa ToBa ce
noTBbpXaaBa OT (hpakTa, Ye TOUKUTE Ha B3aMMOAeNCTBME C noTpebutenute B peanHusa CBAT
BCE MO-4YEeCTO Ca CBbp3aHM C AuruTtanHo cbabpxkaHne - QR kopose, Bluetooth, NFC
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KomyHukaums (near-field communication), koeto Bogm gurntanuanpade Ha ocdonamH kaHanute
3a npogaxba 1 Bb3MOXHOCT 3a ynpasneHneto um. OT gpyra cTpaHa npexogbT KbM Lndposa
MKOHOMUVKa Ce MpeBpbLya B onpeaensw, haktop 3a NMAepCcTBO Ha MexXAyHapOoAHUA nasap.

AvrvtanHaTta TpaHcdopmaunsa 3aBnagssa MHOXECTBO M pasfvMyHW Mo BUA U TwN
6usHecu. Uber npu cnogeneHoTo nbTyBaHe 1 Glovo nNpu focTaBkaTa Ha XpaHa ca camo mMarnka
YyacT OT npumepuTe, KOUTO MoraT ga ce dagaTt 3a Ou3Hecu, KOUTO ca Ce MNOSABUIM
GnarogapeHne Ha TexHonormyHoto passutne. LWo ce oTHaca p[o  gurutanHata
TpaHcopmMaumMss Ha  MapKeTUHroBuTe OeWHOCTW, Bevye e obuyarHa npakTuka
ueHoobpasyBaHeTO Aa e Ha 6a3a aBToMaTU3MpPaH MOHUTOPUHT HA LIEHUTE Ha KOHKYPEHTUTE.

Bce noseye TpagnumMoHHM No bopma NpoayKTU umat AUrMTanHu KOMNoHeHTU. Beye e
HopManHo obopyaBaHeTO Ha aBTOMOGUNUTE CbC caTenuTHa HaBuraumsi, cuctemMm 3a
npegynpexaeHve N CUrypHoCT, Bb3MOXHOCT 3a CBbp3BaHe C MOOMITHM YyCTpPOWCTBa 4pes3
Bluetooth. Komnanunte n npogyktute, KOMTO He ca AMPEKTHO CBbp3aHu C LudposaTa
MKOHOMMKA 3aBUCAT OT TOBA, Kak LLie ce NpPeaCTaBAT B MHTEPHET.

MeToauTe 3a peBusMpaHe Ha KoneKkTMBHaTa oueHka Ha 6paHaa SERM (Search Engine
Reputation Management) 1 ORM (Online reputation management), ce xapaktepusunpart ¢
HanuuMeTo Ha pAuanor ¢ notpebutenuTte, No3BoNsABaT Cb3fgaBaHETO Ha 6GesynpeyHa
penyTauus, NnpeBpbLLankM penytauuata Ha 6paHaa B obekT Ha npogaxba, KOeTo NPOMeEHS
OpaHa MEHUIKMBHTA.

SERM e mapKeTMHroBa TEXHOMNOMMS CBbp3aHa CbC Cb34aBaHETO Ha MOJIOXUTENEH
UMMOX Ha KOMNaHuATa, Ype3 BRvsHWE Ha pesyntatute OT TbpceHeTo. Llenta e pa ce
dopMuMpa NONOXNTENHO MHEHNE 3a KOMMaHUATa Npu TbpceHe Ha ,6paHa’”, ,0paHa + MHeHns",
,0paHg + MHeHua Ha 6uBLIM cnyxuTenn“ ¢ nomowita Ha nnatdopmu, Hag KOMTO MMame
KOHTPOS M MOXEM Aa yrnpasnsBame.

ETanu Ha usrpaxxgaHe Ha penyTtauus:

- AHanuM3 Ha MHeHUsATa — KakBW MHEHMS CbLUECTBYBAT, KOMKO Ca MONOXUTENHUTE U
KOMKO oTpuLaTeNnHUTE, KakBO XBansaT 1 KakBO € 0OEKT Ha HEraTUBHM KOMEHTapW;

- AHanms Ha KOHKYPEHTUTE — BbMNPEKM Y€ MHOrO KOMNaHuM CMATaT, Ye HAMa CMUCHN Aa
rybart Bpeme, aHanu3bT Ha KOHKYPEHTUTE € 3aabikuTeneH. BaxHo e aa ce ocb3Hae,
Yye B MNOBEYETO Criydam KOHKYPEHTUTE Ha NIOKanHWs nasap U B MHTEPHET Ca PasfuyHu.
KakBo nuwart 3a TsX, 3a KakBO v XBansT U 3a KaKBO NOfy4aBaT HeraTtMBHU KOMEHTapu,
Ha KakBu nNraTopmm ru cnoMeHaBarT M T.H.;

- PaspaboTtBaHe Ha cTpaTerms — onpegensHe kak U C kakBo pabotum. C kaksa
ceMaHTuMKa. KakBa nHopmaLums e Hy>kHa 3a Cb3[1aBaHETO Ha KOHTEHT;

- [lybnvkyBaHe Ha NOMNOXWUTENEH KOHTEHT — nybnukyBaHe Ha CBOM COBGCTBEHM
CTpaHULW/MHEHUSA/KOMEHTapK, KOMTO  bopmMupat  MONOXWUTENHW  emoumM B
noteHumanHuTe notpeburenu;

- OnTuMM3aumMa Ha TbpceHeTO — AobaBAHe Ha OT3MBU/KOMEHTapW, paslwunpsaBaHe Ha
OMMCaHUETO Ha KOMMaHWsITa, CNneaeHe 3a KMYoBUTE TbPCEHUs, MeTa TaroBeTe (meta
tags) n meta knoyosute gymmn (meta keywords), KOMTO ca YacT OT MankiTe napyerta
OT Nb3ena HapeveH SEO ontummsauus;

- KomyHukaumsa c knueHtute — Gnarogapum Ha notpebutenute, KOMTO ca OCTaBUIM
NONOXUTENHN MHEHUA. 3aQbiMKUTENHO OTroBapsMe W Ha HeraTMBHUTE KOMEHTapw,
KaTo pa3peluaBame CrOpHUTE MOMEHTU U Ce U3BMHSABaME, ako € HeOOX0AMMO;

- bbp3sa peakums — MHOro OT HEraTMBHUTE MOMEHTM MOraT [ja Ce peLuaTt, ako ce pearmpa
HaBpeme. bbp3aTa peakumss Npu HeraTMBHO MHEHWE B MOBEYEeTO Crnyvyau BOAM [0
3ana3BaHeTo Ha KNueHTa u penytaumaTa Ha bpaHaa.
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Tpsibsa ga ce otbenexu, Ye yCBOSIBAHETO U M3MNOMN3BaHETO Ha LMAPOBU TEXHOMOMMK
OT noTpebutenute akTMBHO Bnvsie Ha TPaAULMOHHUTE MAPKETUHrOBM OEWNHOCTU, KOUTO ce
NPOMEHAT M aganTvpaT KbM HOBaTa AurntanHa cpeja C uen nonyyaBaHe Ha gobaBeHa
cTonMHocT. CneuuanusmpaHoTo nporpamHo obesnedeHve 3a aHanuan, CcbObpXaHue,
LueHoobpasyBaHe, pekrnaMHu KamnaHuu, uarpaxagaHe Ha 6pang penytaums, ynpasneHve Ha
KaHanuTe 3a npogaxba, ocurypsiBa HeoOXoAMMMSA HaYMH 3a OENCTBME B CbBPEMEHHUTE
yCnoBus 1 No3BorisiBa NpuaobusaHeTo Ha onuT Ha 6asaTa Ha rnmobanHaTa KOHKypeHLUS.

[MocTosiHHO ce yBenuyaBa KOnM4ecTBOTO Ha uudposuTe aaHHK (Big Data). Bce no-
4eCTO KOMMIOTbPHUTE anropuTMM 3aMeHAT xopaTta, KaTo M3BbpLIBAT HE CaMO MOHOTOHHU
onepaumm no-6bp30 M NO-eBTUHO, HO 1 C MHOIO BUCOKA TOYHOCT Ha pe3ynTtatute. MHOro necHo
MoraT Aa ce BMAAT 6pos Ha umnpecunte, 6post Ha NOCELLEHUATa, MUHYTUTE NpeKkapaHn Ha
canTa, nsterneHnte dannose u T.H. Ha npaktMka aBTOMaTM4YHO Ce 3anmMcBa MOYTU BCUYKO,
Bb3 OCHOBA Ha KOETO MoraT fia ce reHepupaT pasnuyHu punoptn ¢ noMmoyta Ha Bl (Business
Intelligence) cuctemun. Llenta e edekTMBEH aHanu3 Ha rofieMn U pasHOPOOHU OaHHU U
npeepbLLaHETO UM B nonesHa mHdopmaumsa. Cuctemute 3a OmM3Hec aHanm3 nosBonseBaT
ob6eMHABaHETO Ha OrpoMHM 06emMuM OT AaHHU OT Pa3fMYHM UITOYHWULIN, OCUrypsiBanku
AeTanneH norneq Bbpxy Kro4oBuTe GU3HEC MapkeTUHIOBU NoKa3aTenw:

- usToyHuumTe Ha Tpaduk (Traffic sources);

- BpEMETO, KoeTo noTpedbutennte pasrnexgar canta (Time on site);

- aHraxupaneTo (Engagement);

- pasxogute 3a npuenuyaHe Ha knneHTn CAC (Customer Acquisition Cost);

- CTOMHOCTTA Ha knuneHTa npe3 uenus xmeot CLV (Customer Lifetime Value);
- KanuTanbT Ha mapkata (Brand equity).

C uen nopobpsiBaHe Ha NOTPeOUTENCKOTO UIKMBABAHE Morat ga ce manonssat A/B
TectoBe. Ha A/B TecTtoBe moraTt ga ce noanarat 3arnaBust Ha yeb ctpaHmMum n 6ror ctatum ¢
Luen yctaHoBsiBaHe Ha No-4obpoToO M B pe3ynTaT yBenuyaBaHe Ha Tpadhmka; morat ga ce
yBenuyat KOHBepcuuTe, T.e. Ha NPOCTO Aa ce reHepupa Tpadwuk, a notpebutenute ga
M3NbIHABAT KOHKPETHM OencTBust (MOKynKa, u3npawaHe Ha 3anuTBaHe, cnogensiHe B
coumanHuTe Mpexu, 3anucBaHe 3a umenn OwneTMH M T.H.) C uUen yBenuMyaBaHe Ha
npogaxoure.

Pa3BuTMETO Ha AUrMTanHUA MapKeTMHr € B CreAcTBMEe Ha Bb34eWCTBMETO Ha
unpoBUTE TEXHONOMMN BbPXY MKOHOMUKaTa. bnarogapeHve Ha uMdpoOBUTE TEXHONOMUK
dbupmute/komnaHnnTe moraT Aa nosuwaTt edqEeKTMBHOCTTA Ha Ou3Hec npouecute, Kato
CbLLUEBPEMEHHO MM Nomarart ga pasbepat no-gobpe notpebHoCcTUTE Ha cBOMTE NoTpebuteny,
KOeTO BOAM A0 MO-BMCOKA PeHTabuIHoOCT.

M3nona3BaHeTo Ha guruTanHu TEXHONOrMM OT NoTpebutenute BOAM OO pasBUTUE Ha
MapKeTMHra B AurMTanHa nocoka. AHanusute, KOUTO Ce M3BbpLIBaT C MOMOLLTa Ha
crneunanuanpaHm codTyepu No3BoNABa Aa Ce MOCTUrHE MO-TOYHO MpPOrHo3upaHe Ha
TbPCEHETO.

AHanuampaHeTo Ha ronemu 6as3n AaHHWM NOMYyYEHM KAKTO OT BBbTPELUHW, Taka U OT
BbHLWHM M3TOYHUUM nomMaraT Ha dQupMuTe ga HaMepsaT HaW-TOYHUS noaxod 3a
B3aMMOAEWCTBME C KIMEeHTUTEe. AHanuMTU4HUTEe MeToauM nogobpsaABaT KadecTBOTO Ha
cneanpogax6eHoTo obcnyxBaHe.

3aknroyeHue
OurntanHaTa TpaHcdhopMaumst Ha MapKkeTUHra Npes nocnegHuTe HAKOSMKO roguHU ce
3acunu n GnarogapeHne Ha CeeToBHaTa naHgemusi ot COVID-19. lNpeon Hea MHoro
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KOMMNaHWM He pa3yuTaxa Ha MHTEPHET, KaTO OCHOBHO CPEACTBO 3a KOMyHMKauusi n 6usHec. C
TEeYEeHNe Ha BpeMETO AUMMTarHUTE KaHamnu 3anovHaxa Aa BrvsIsiT Ha peLueHNeTo 3a NOKynka,
KaTo KbM MOMEHTa Cce cyeTaT 3a €4MH OT OCHOBHUTE M3TOYHULUM Ha MHopMaLms, Ha 6a3aTta
Ha KOMTO noTpebuTenuTe MoraT A4a HanpaeAT ONTUManeH n3btop Ha NPOAYKTU, CTOKU U YCIYTn.
AvrntanHoTo B3aMmogencTeue mexay 6usHeca n notpebutenuTe € OCHOBa 3a B3emMaHe Ha
eXeQHEeBHN pelleHnss M OT ABeTe CTpaHW. AKO MO-paHO AUrMTanHus MapkeTuHr Gelue
N30MMpaHo ABMEHNE, TO AHEC LiEeNnUsi MapKeTUHT CTaBa AurmTaneH, koeto obycrnassi HEroBoTo
BCe NO-rofnsiMo pa3sutue B 6baeLe.

M3non3gaHeTo Ha OurMTanHy TEXHONOrMM B MapKeTMHra gaBa Bb3MOXHOCT 3a
ocurypsiBaHe Ha noctosHHa obpaTHa Bpb3ka, pa3paboTBaHe Ha MHAMBMAYaANHW OdepTw,
noBuLIaBaHe Ha NOTPEOUTENCKMA MHTEPEC CbM MapPKETUHIOBUTE NPOrpaMm, HamansiBaHe Ha
Oposi Ha KOHTaKTUTE C MOTpebuTenuTe, KOTETO MNOBMLIABA MAapPKETUHrOBUTE pe3ynTaTtu.
M3nonasaHeTo Ha LUNPOBU TEXHOMOIMM B OUMUTANHUS MapKeTUHI Cb3faBa OOMbrHUTENHA
LIEHHOCT 3a NoTpebutenute 1 JONbIHUTENHA CTOMHOCT 3a GusHeca.

B ycnoBuaATa Ha uucpoBa WKOHOMMKA, MWH(POPMALMOHHUTE TEXHOMOrMM 3a
nonyyaBaHe, CbxpaHeHue, obpaboTka n npeaasaHe Ha ronemy o6emm OT JaHHU ce nsnonssat
3a 3agbnboyeH aHanus, NnoBMwaBaHe Ha e(peKTMBHOCTTa Ha BM3HeC npouecu, pasdbrpaHe Ha
WHONBMAYANHUTE HYXAM Ha NoTpebuTenuTe 1 yBenvyaBaHe Ha NpuxoauTe.
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East-West: Interactions and Challenges in Marketing Planning in the Digital
Age
Mitko Hitov!
Tanya Khitova?

Abstract: The article analyzes the interaction between the former global economic hegemon
from the East and the current industrial superpower of the West — the political and economic
aspects are considered in planning the marketing of interaction in today's digital era.

Furthermore, the problems and challenges of political economic relations between world
regions within the framework of the still global system of division of labor; the prospects for the
development of relations in the context of the development of digital technologies; as well as

the difficulties that are manifested in the movement in this direction are discussed.

Relevant conclusions are drawn and generalizations are offered to provoke discussions about
the prospects for the future development of modern human civilization in the context of the
deepening global crisis of the development model.

Key words: East-West; Planning the Marketing; Interaction in digital era

JEL: P52

In the last few centuries, the economic interaction between the East and the West has
gone in several directions, with one side taking the lead in different periods.

Until the industrial revolution in north-western Europe following the Great Geographical
Discoveries, the Old Continent was only a backward periphery of the actively developing East.
The commercial interaction that took place, in which goods traveled to the West in exchange
for local currency, was weak and had little impact on the processes that shaped the paradigm
of economic development at the time - the center of world trade located in Indochina had little
interest in geographically distant Europe. Active trade flows only reached Constantinople,
already ruled by the Ottoman sultans.

All this was turned upside down in a cardinal way with the victory of the Industrial
Revolution, which moved the centre of international trade further west to make, by the mid-
nineteenth century and up to the present day, its civilization a kind of centre of world business
and business activity.

Indeed, in recent decades, new and new discussions have periodically flared up about
various "players" from the East being able to take over the "palm of the championship™” from
the Anglo-Saxon world. Let us recall that towards the end of the 1980s, the Americans
themselves were seriously excited by the prospect of small island Japan surpassing them in
terms of the total size of the economy; today, similar talk is going on about the People's
Republic of China, and most likely very soon the increasingly dynamic India will take its place.
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In all three cases, however, we discuss an investment interaction between the
advanced technological core and the underdeveloped periphery. In each case, the "economic
miracle" is possible only at the centre’s will.

What is the interaction between East and West, and what are the challenges of making
it happen to look like in the digital age? And in this regard, the question of what does the
process of planning the marketing of interaction at the macro level look like at the current stage
within the framework of the deepening interpenetration of civilisations sounds relevant?

First, it is essential to note that within the framework of economic investment interaction
in the last few decades since the end of the Cold War (or the Third World War?), the standard
of living in significant spaces in the Asian East has acquired qualitative changes. This has also
led to new consumption dynamics and an intensification of the trend towards the region
becoming one of the engines of the digitalisation of the world economy. Is it a coincidence that
countries such as Japan, South Korea, and China (with Taiwan in the mix) are among the
leaders of the so-called "digital revolution" that has been marching worldwide in the last few
decades? However, it is pertinent to mention that such processes only become possible in the
current global division of labour. Possible fragmentation of this system would make it
impossible to sustain today's digital technologies as they exist.

Communication done well is a crucial channel for inflicting power and control. For that
reason, developing effective mechanisms for information and knowledge dissemination is
essential for influencing the public. Some of the most effective ways information can reach the
public nowadays include online and offline media channels; information campaigns within and
outside a country; news delivered visually through platforms like TikTok, Instagram, or popular
movies. Arguably, these channels are the ones contributing to a significant population outreach

Communication is such a crucial factor to consider when planning for influence
because it can create a unification of the perception of the world and the thinking about it. As
in Luke’s three dimensions of power, communication channels act as a concealed source of
power that successfully adjusts an individual’s understanding of the world through means out
of the subject’s perception. In fact, individuals exposed to a communication strategy become
subjects who voluntarily but without complete information enter a power-imbalanced
relationship with the actor disseminating the information. In this relationship, the holder of the
information is the one possessing power, whereas the individuals exposed to it are the ones
exposed to it.

As mentioned in the previous paragraph, these communication channels are usually
concealed and often are not recognized as such by the subjects. | have elaborated on some
prior to this section, but some worth focusing on are mass culture and art. Through these
mediums, i.e. movies, museums, books, internet platform videos, and others, the ones striving
for influence can reach the most individuals. Moreover, since these sources coined the term
“mass,” they are popular among the public, and subjects are voluntarily exposing themselves
to any information due to their popularity.

Finally, we argue that a way through which ideas and identity change can be promoted
is by conducting a policy of population transfer and student exchange. The argument goes as
follows: in case an individual from one group encounters the lifestyle of another individual, the
interaction between them alters one’s attitude. This is most applicable in the case of different
power dynamics during the interaction — for example, when the individual from one group is

3 This term is found in many authors. For example, in the book by prof. Boyan Durankev "The
Beginning and the End of the Third World War", published in 1999.
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less socio-economically well-off than the individual from the other. The less well-off one is
much more likely to observe the well-off group's ways, attitudes, and thinking. An example of
such an exchange would be between a Bulgarian student who went to study in the Netherlands
and, with years, acquired the mannerisms and attitudes of Dutch people.

In conclusion, this article sketched the development of digital technology in the context
of globalization and the economic reasoning behind it. Moreover, it covered the power
dynamics between the East and the West, infused by digital technology, globalization, and
economic development. The authors call for future research into the interrelation between the
East and the West in the context of spreading digital technology, unbalanced economic
development, and globalization.
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AHanus Ha emouuMuTe KbM BakcuHuTte cpelty COVID-19 B Twitter
BaneHTuHa Mnuesat
NoaHa Auanosa?

Pestome: BakcuHute cpewty COVID-19 MUHUMU3UpAT TEXKUTE CUMNTOMAaTUYHW chydawu,
XOCnuTanuM3auunTe n XepTBuTte Ha Bupyca. He3aBMCMMO OT TeXHUTE MHOroGpONHM NON3wu,
Hemarika 4acT OT HaceneHneTo B HAKOW CTpaHu MO CBeTa OCTaHa HeBakcuHMpaHo. Llenta Ha
Joknaga e aa ce uscriegpat NPOMEHUTE B OTHOLLEHMETO Ha NOTPEOUTENUTE KbM BakCUHUTE

cpewty COVID-19 cnopepg TyutoBeTe (tweets) B counanHata mpexa Tweeter. NpeanoxeHaTa
MeTOAMKa MOXe [a ce M3Nons3ea 3a u3crnegBaHe Ha notpebutenckarta yaoBNeTBOPEHOCT U
NPOMEHM B OpraHM3aumnsaTa Ha peknaMmHy kKamnaHum 3a HacbpyaBaHe Ha BakCUHaALUMATA.
KnrouyoBu aymum: notpebutencko noBeaeHne, MHTEPHET MapKETUHT, U3KYCTBEH UHTENEKT
JEL: C51, D12, M31

Analysis of Emotions and Sentiment Towards COVID-19 Vaccines in Social
Media
Valentina llieva®
Yoana Atsalova*

Abstract: Vaccines against COVID-19 minimize severe symptomatic cases, hospitalizations,
and casualties from the virus. Regardless of vaccines’ benefits, a significant part of the
population in some countries remained unvaccinated. The aim of this study is to examine
changes in consumer attitudes towards vaccines according to tweets on the social network

Tweeter. The proposed methodology can be used to investigate user satisfaction and changes
in the organization of advertising campaigns to promote vaccination.

Key words: consumer behavior, internet marketing, artificial intelligence

JEL: C51, D12, M31
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BakcnHute cpewy COVID-19 MuHUMM3MpAT TEXKATE CUMMTOMaTUYHU Criyyawm,
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Hemarnka 4yacT OT HaceneHUeTo B HAKOM CTpaHu Mo CBeTa OCTaHa HeBakcuMHUpaHo. Llenta Ha
uscrnegBaHeTo € Ada ce npoyvyaT NPOMEHUTe B OTHOLIEHMETO Ha noTpebuTtenute KbM
BakcuHuUTe cpelty COVID-19 B coumnanHaTa mpexa Tweeter. MNpeameT Ha uscnegBaHeTo ca
TyutoBeTe (tweets) 1 no-crneynanHo emoummTe B Te3n OT TAX, KOUTO U3passaBaTt OTHOLLEHWne
kbMm COVID-19 BakcuHuTe — ¢ xawTtaroBe #COVID-19 wn #vaccines nnu #COVID-19 n
#1Me_Ha_BakcuMHa. XawTarbT € eTUKET, KOUTO npefocTaBs MeTanHdopMaums npu KpaTtku
TEeKCTOBW CbOOLLEeHnS.

AHanM3bT We ce OCbLECTBN Ype3 METOAM 3a MHTENUIEHTEH aHanm3 Ha TekcT (Natural
Language Processing — NLP methods). C nomowta Ha Te3M MeToau Lie Ce Hanpasu
Knacudumkaumsa Ha eMOUMOHanHo 3apedeH TEeKCT B rama OT LEeCT OCHOBHU emouunn (rHsB,
oTBpaLleHune, CTpax, pagocT, Tbra, M3HEHaAa) U LWe ce MaeHTUUUMpaT HAKON U3TOYHULN Ha
NOMNOXUTENHU 1 OTpULLATENHMN EMOLMM.

3a peanuanpaHe Ha NocTaBeHaTa Lief ca KOHKpPeTU3npaHu criedHnTe 3agaqu:

1. [a ce npoy4art, ngeHtudpunyupart n knacudbunuupaTt MeToanTe 3a U3BnmyaHe Ha
MHEHWS 1 YyBCTBA OT TEKCT;

2. [a ce cbbepaT TEeKCTOBM AaHHM 3a OTHOLUEHMETO Ha MNOoTpebuTenuTe Ha
coumnarnHnuTe Mpexu KbM BakcuHuTe cpelty COVID-19;

3. [a ce usbepe nogxoasiy codptyep 3a obpaboTka n aHanu3 Ha noTpebutenckm
MHEHWS OT OHNaWNH TEKCT;

4. C nomollTa Ha npeanoyeTeHns copTyep Aa ce aHanu3npa OTHOLLEHWETO Ha
notpebutenuTte Ha counanHuTe Mpexu KbM BakcuHute cpewly COVID-19 B
naHAeMWYHU N NOCT-NAHAEMUYHWN YCIOBUS.

BHe3anHOTO un3byxBaHe W pasnpoCTpaHEHME Ha HOBUS KOpOHa BMPYC Mopoau
rnobanHa 3gpaBHa Kpusa, KoATO npepacHa B MKOHOMUYECKa Kpu3a CbC CEPUO3HU COLMariHum
nocneaunuum. NMpoy4yesaHeTo Ha coumanHute edpektn Ha COVID-19 kpusata n CBbp3aHUTE C Hed
MepKn, POKyCMpaHO BbpXy eMouMoHanHata AvHamuka B pasnuyHu basn Ha KpusaTta we
naeHTuduumpa BoaeLLm N3TOYHULM Ha TPEBOXHOCT U CTPEC.

Mocneduuyu om naHdemusima om COVID-19

CouyuanHo-ukoHomu4ecku rocrieduyu

Mangemusata ot COVID-19 e enngemus, BoaeLLa Ha4anoTo cu oT YxaH, Knutan B kpas
Ha 2019r. n HayanoTto Ha 2020r., KoSATO ce pa3npPoCcTpaHsaBa C U3KITIOYUTENHO ObpP3n TeMnoBe
no uenus ceat. CeeToBHaTa 3apaBHa opraHusaums obseaBa emmagemMmara 3a naHoemust Ha
11 mapt 2020r. ToBa e nbpBata naHgeMus, NpUYNHEHa OT KOPOHaBMPYC, KOSATO 3acsra
NOCTEMNEHHO NOYTU BCUYKM CTPaHM Ha CBeTa.

Mocneanunte OT Kpu3aTa 3acdraT BCUMYKM acrnekTM Ha OOLLECTBEHUS XMUBOT —
coumnaneH, 3gpaBeH, MKOHOMuYeckn u gp. OT MakpoMKOHOMMYEcKa rnegHa Todka ce
3abensasBa 3HaunUTEmNEH cnaj B AoxoauTe, yBenuyaBaHe Ha 6e3paboTtuuaTa, 3aTpygHeHus B
TpaHcnopta W Ap. Bb3HukHanata cuTyauus wu3UCKBa nMpaBuTencreaTa pfa cnegart
enugemmnyHata obcTaHoBKa M ga npegnpuvemat Mepku 3a 3abaBsiHe Ha pas3npoCTPaHEHNEeTo
Ha NaHaemusiTa KaTo U3NCKBAHE 3a CnasBaHe Ha coumanHa AUCTaHUMs, orpaHu4YaBaHe Ha
OBWKEHNETO Ha xopa 1 n3bsreaHe Ha 3aTBOPEHUTE NPOCTPAHCTBA 1 3aTBaApPSAHE Ha rpaHMUMTE.
B MHOro ctpaHu ce 3atBapsT oOpasoBaTeNHM UHCTUTYLIUMKN, UHOYCTPUASTHU CEKTOPU U Nasapw,
C Uen ga ce orpaHunyum 3apasaTa.
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MHOXeCTBO NpeanpuaTUs ca NPUHyAeHN Aa NpekpaTaT JeNHOCTTa C1, KaTo camo npes
2020r. ca cbkpaTteHn 255 mnH. paboTHM mecta. Cpeq Han-TEXKO 3acerHaTuTe CEeKTopu ca
paboTelmTe B cMBaTa MKOHOMMKa, MraguTe xopa v xeHute (Wellcome.org, 2021).

Cnopeg noknag Ha CeetoBHaTta 6aHka (Blogs.worldbank.org, 2021) npes 2020 r. owe
97 MnH. gywm ca 6unm TnacHatM kbm 6egHocTTa B pesdyntaT Ha COVID-19, kaTo no 1o3um
HauyMH ce yBenuyaBa npara Ha 6egHoctta oT 7,8% po 9,1%. ToBa Bpblia Hasaj
npubnuantenHo ¢ 3-4 roauHW Hanpedbka B NpekpaTdBaHETO Ha KpawHata OegHoCT.
CoumanHute, 34paBHUTE W UKOHOMMYECKUTE BbBL3AEWCTBMA Ha BuMpyca ce noemar
HenponopumnoHanHo oT 6egHuTe M xopata B HEPABHOCTOMHO MONOXEHWe MO uenus CBAT.
MpoyusaHe Ha Wellcome Global Monitor (Wellcome.org, 2021) nokassa, 4e okono 45% ot
paboTHMLUMTE B CTPaHW C HUCKN MU CpeaHU AoXoaum ca 3arybunu paboTHUTE cu MecTa unm
©OusHeca cm nopaan naHgeMnsTa, B cpaBHeHne cbe camo 10% OT Te3u B CTpaHUTE C MO-BUCOKM
aoxoan. ToBa e Taka, 3allOTO CTPaAHUTE C MO-HWUCKM M CpegHU OOXOo4M umaT no-Marnka
Bb3MOXHOCT 3a 3aluTa cpeLly MKOHOMUYECKM CbTPECEHUS U MKOHOMMUKaTa UM 3aBMCKM CaMO
OT HSIKONKO CeKTopa.

Mcnxn4HOTO 34paBe ChLO € 3acerHaTo — XxopaTta CTaBaT No-TPEBOXHU, MapaHOUYHU U
AncTaHumpanun. Hanuvue ca n npusHaum 3a ncuxosiorndeckn CTpec, CUMNTOMU Ha Aenpecus,
TPEBOXHOCT MnM NocTTpaBMaTuU4eH ctpec. NosiBaBaT ce n npudHaum 3a CyuumMaHu MUCIn 1
noBsefeHne, BKMOYNTENHO U cpen 3apaBHUTe paboTHUUM. [poabmKnTenHoOTo 3aTBapsiHe Ha
yyunuuia, yHuBepcuteTM un paboTHM MecTa Aosefe A0 couuanHa usonauus, Koeto
AOMBbIIHUTENHO NoaxpaHBa YyBCTBA Ha HECUIYPHOCT M caMoTa W AOMbIIHUTENHO nopaxaa
eMOLMOHaNHN 1 NnoBegeH4Yeckn npobnemu.

MaHgemmsatTa HOCUM M 0OGPU HOBMHM — MO OTHOLUEHWE Ha KONMYECTBOTO rnobanHu
emucum Ha BbrnepogeH guokeng (COo). Mpes 2020r. Te Hamanagat ¢ 5% kaTo ToBa € Han-
ronemMuaT cnag Ha BpegHUW emMucun OO MOMeHTa. 3a XanocT, cTaBa gyma camMo 3a
KpaTkocpoyeH edekT, nopogdeH ot COVID-19 orpaHudeHnaTa, a He 3a TpanHa 1 ycTtondmea
npomsHa. Hanpumep, npe3 2021r. BpeaHuTe emucum HapacTteart ¢ 5,3% B cpaBHeHue ¢ 2020r.,
TbW KaTo TbPCEHETO Ha BbrMuLLa, NETPON M ra3 ce Bb3CTaHOBABA 3ae4HO C MKOHOMMKaTA.

BakcuHayus cpewy COVID-19

C uen ga ce orpaHnym 1 CrioXu Kpan Ha pasnpoCcTpaHeHMeTo Ha Bupyca, 6bp30 ce
paspaboTBat cneunanHu BaKCMHU cpelly KopoHa Bupyc. B Esponenckn cbto3 (EC)
BaKCMHUPAHETO CTapTUpa egHOBPEMEHHO BbB BCUYKWN CTPaHU-YneHkn Ha 27 gekemspu 2020r.
Ha 31 asryct 2021r. BakcuHauuata B EC pgocturHa go nospatHa Touka — 70% oT
MbMNHOMETHOTO HAaceneHWe e HambfHO BaKCUHWPAHO, KaTo KbM toHM 2022r. aenbT Ha
BakCUHMpaHuTe HapactBa [0 86%. [ocera EBponeiickata komucus e npegocraBuna
paspelleHne 3a WU3MNoNn3BaHEeTO Ha LWecT BakcuHM cpelwly COVID-19 cnen nonoXutenHu
oueHkn oT EBponenckaTta areHuuna no nekapcreata (EMA):

° BakcumHaTa Ha BioNTech/Pfizer, paspelwweHna Ha 21 gekemspu 2020r.

BakcuHaTa Ha Moderna, paspelueHa Ha 6 aHyapu 2021r.
BakcuHaTa Ha AstraZeneca, paspelleHa Ha 29 aHyapu 2021r.
BakcuHaTa Janssen (Johnson&Johnson), paspeweHa Ha 11 mapT 2021r.
BakcuHata Novavax, paspelueHa Ha 20 gekemspu 2021r.
BakcuHaTta Valneva, paspelueHa Ha 24 1oHun 2022r.

Cnopepn aaHHK 3a xoga Ha BakcuHaumsaTta B EC, kbm 4 aBryct 2022r. cTpaHuTe ¢ Han-
BMCOKa CTeMNEH Ha BakcuMHaums ca ManTa, MNopTyranus n Utanusa ¢ okono 243 noctaBeHn 4o3n
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Ha 100 gywwn. Benrapus e Ha nocnegHoO MSACTO B Knacaumsata ¢ egea 65 gosm Ha 100 gyLum,
cnepfBaHa oT PymbHus (Statista.com, 2022).

BakcuHaumsitTa Obp30 ce npeBpblla B HaOeXAHO pelleHMe Ha npobnema 3a
npegoTBpaTsiBaHe Ha nocneguuuTe ot naHgemusTa. KputuyeH daktop 3a MMyHU3MpaHe Ha
no-rongmaTta 4acT OT HaceneHneto Ha Cblo3a e noaobpsiBaHETO Ha [OOBEPUETO Ha
00LLECTBOTO BbB BaKCUHUTE.

Emoyuu u msixHomo pa3no3HaeaHe 8 OHsl1aliH MpocmpaHcmeomo

Emounnte ce onpegensat Kato  MEHTanHW  CbCTOSIHUS,  MPUYMHEHUM  OT
HeBPOMU3NONMOTNMYHN MPOMEHMU, KaTOo OBUKHOBEHO Ce CBbp3BaT C YyBCTBA, MOBEAEHYECKM
peakuuu 1 cTeneH Ha yooBONCTBME UK HeyaoBoncTeme. KbM MOMeEHTa nuncea egHoO3Ha4vHa
AeduUHULMA Ha noHsaTueTo. EmoummTe Yecto ce npennuTat ¢ HacTpoeHue, TemMnepameHT,
NMYHOCT, XapakTep Unun KpeaTuBHOCT.

Mpe3 nocnegHuTe ABe AeceTuneTus eMouunte ca obekT Ha akTUBHU M3cneaBaHus B
MHOXeCTBO Hay4HM obnactu KaTo MNCUXONOrvs, MeauuuHa, WCTOpPUS, COLMONorns W
nHpopmatumka (Novakov and Koychev, 2018). Emouunte Han-recHo ce onpegenaTt rno
n3paxeHWeTo Ha nuueTo M MO rnaca, TbW KaTo YOBeLlKaTa McuxuMKa NecHO ce crnpass C
MHOroobpasmeTo OT 0COBEHOCTM Ha YyaaTa BbHLUHOCT U NIECHO pa3rpaHnyaBa B MMMUKaTa
o6LLUM eMoLMOHanNHM KOMMoHeHTU. CbLLOTO ce cCryyBa U C rnaca.

B aHewHo Bpeme, Web npocTpaHCTBOTO M MO-CrneuuanHo couunanHute Mpexu, ca
OHNaviH nnaTtdgopma, npeaocTaBsLla Bb3MOXHOCT Ha BCEKM TexeH noTpebuTten ga cnogens
cBOWTE Bb3rneau, Aa uskassa MHEHVe W MpeacTaBs CBOATaA rnegHa Touvka no pasrvyHu
BbNpocK 1 Temn. EQnH OT Han-nonynspHMTe METOAM 3a KOMYHMKALUMSA € TEeKCTbT, KaTo Ype3
Hero noTpebutenute cnogensT CBOUTE MUCAW, MCUXMYECKO CbCTOSIHWE, u3kas3BaT ce no
KOHKPETHM coumanHu, MonuMTUYeckn wu MexayHapodHu npobriemu. OTKpuMBaHETO Ha
npaBunHaTa eMouus, CKpuTa B TEKCT € CroXHa 3agada, ocobeHo korato vpes AafeH TeKCT
e0HOBPEMEHHO Ce Wu3passBaT MHOXeCcTBO emouuu. Hewo noBedve, M3NON3BaHeTO Ha
CTUNUCTUYHM NOXBATW KaTo MPOHWS, capkasbM U Ap. NPaBAT pasno3HaBaHETO Ha emouuuTe
TPYAHO AOpM 3a xoparta.

CneuundnyHa ocobeHoCT Ha coumanHaTa mpexa Twitter e BbBEAEHOTO OrpaHuyYeHne
Ha MakcumanHusa 6pon cumBonu B efHo cbobuieHne (140). Mpexata ce msnonsesa 3a
n3passiBaHe Ha OTHOLWIEHME MO pasnuMyHM BBLMPOCKM cped MnoTpedbuTenu OT pasnnyHu
Bb3pacToOBM rpynu, CTpaHu, KynTypu, non n npodne. Tesn xapakTepucTuku npespbLuat Twitter
B NONe3eH M3TOYHUK Ha AaHHW 3a TEKCTOB aHanu3 Ha NoTpebuTencko OTHOLLEHME.

3a ga ce pa3no3HaBaT aBTOMATUYHO eMOLMUTE OT TEKCT, Ca HEOBXOAMMU KpUTEPUW,
NO KOUTO MH(POPMALIMOHHNTE CMCTEMM Aa pasnuyaT pagocTTa, Thrata, cTpaxa U T.H. KakTo U
TAXHATa MHTEH3UBHOCT M OTTEHbLM. 3a Ta3u Len, B Ha4anoTo Ha 21 BeK ce NosiBABa aHanuM3bT
Ha MHeHua n emouun (Opinion Mining and Sentiment Analysis) kato Hay4YHa nogobnacT Ha
N3KYCTBEHUSA WHTENEKT, YNSTO Len € Aa M3BfeYe 3HaHUSA 3a OTHOLLEHWETO Ha CyOeKkT KbM
Tema, NPoAyKT, cbbuTUe nnu gp. Ypes anropntMm 3a MaLmMHHO obyyeHue (Machine Learning),
mMeToan 3a obpaboTka Ha ectecTBeH e3uk (Natural Language Processing) n otkpmBaHe Ha
3HaHusA B TekcT (Text Mining), ce oTkpuBa, aHanM3npa v oLeHsiBa eMOLMOHanHaTa HaCUTeHoOCT
B TeKCT, Buaeo unm 3syk (Medium.com, 2022).

AHanu3bT Ha HAacCTPOEeHUsITa € MeTOA 3a oueHKa U knacuduvumpaHe Ha MHeHUsiTa Ha
notpeburtenute, TexHnTe Harnacu n emouun (Sulova, 2016; Madhala n gp., 2018, Almeida n
ap. 2018). Town ce npunara B pasnuyHuM obnactn Kakto B couuanHute meaun, Typusma,
Bu3Heca npu aHanns3 Ha onpegerneHn NpoayKTn, Taka U B 34paBeona3BaHeTo. Ton € U3TOYHUK
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Ha LUeHHa nHdopMauusa 3a MHEHMETO Ha NOoTPebuTenu No OTHOLIEHNE Ha pas3NUYHKN TEMU U
NPOAYKTM, KOETO NO3BOSISIBa Ha hMpMUTe a ce CcnpaBaT C TUMWYHU MapKeTUHIOBKU Npobrnemu
KaTo HanpuMmep. oueHkaTa Ha yOOBNETBOPEHOCTTa Ha KIMEHTa WM U3MepBaHe Ha
Bb34ENCTBMETO HA HOBATa MapKeTUHroBa KamnaHusi Bbpxy notpebutenute. OcBeH TOBa,
aHanu3bT Ha MHEHUSATa Ha KNWEHTUTE 3a onpefeneH NpoA4yKT morat Aa 6baart gsurarten 3a
WHOBALUWUKW, TbW KATO nomaraT Ha MapKeTono3aute Oa OTKPUAT Bb3MOXHW npobnemu u
eBeHTyarHO Aa npeanoXxart HoBM nonesHn gyHkumn. Cnopen Teopusita Ha eMOLMOHaNHUSA
MapKeTUHr, noTpebutenuTe nasapyBaT NO-4ECTO, akO WM3NUTBAT PagoCT OT MPOAYKTa Wnuv
KomnaHusaTa n obpaTHo.

Ha codpTtyepHusa nasap ce npeanarat MHOXECTBO NPOrpamMmHy NPOAYKTU 3a aHanu3 Ha
CeHTUMeHT. B uscnegsaHeTo e npegnoyeteH nporpamMHuaT npoaykt Orange, codpTyepeH
WHCTPYMEHT 3a MalUuMHHO Ooby4yeHue, C OTBOPEH KOA, NMOAXOAsll € KakTO 3a HauMmHaewm
noTpeduTtenu, Taka M 3a ekcnepTu B MHTENMUIEHTHUSI aHann3 Ha AaHHW. VHTepakTuBHUAT
NMHTepdenc no3eosnsiea Cb3gaBaHe Ha PabOTHU NOTOUM Ype3 MHOXECTBO WMHCTPYMEHTU U
BrpageHun add-ons. Cnen kaTo AaHHUTE Osixa M3BMEYeHU, TEKCTLT € 06paboTeH 1 NoYncTeH
OT HEeXenaHu AyMM1 KaTo Npeanosu, Cbio3n, MeCTOMMEHUS, Hapeyus, aybnupanms n T.H. Cnepg
TOBa, Ype3 pyHKuumnTe Sentiment Analysis n Twitter Profiler ce pasnosnaeat u knacudpuumpar
eMoLmmnTe, CKpUTM BbB BCEKM TYMUT — padocCT, U3HeHaaa, CTpax, Tbra, OTBpaLLEHME U MHSB.

Pe3ynmamu om aHasnu3a Ha OmHoweHUemo KbM sakcuHume cpeuly COVID-19
e Twitter

Harnacute n MHeHWsiTa Ha xopaTa He ca CTaTuU4HUW, Te BapupaTt BbB BPEMETO, Tbi KaTo
YOBELLKMUTE YyBCTBA CE MPOMEHAT Cnopes HaCTbMBAHETO Ha PasfnUYHK KIYOBU CbOUTUS.
N3TOYHMLM Ha NONOXUTENHA NPOMsiHA B OTHOLLEHNETO Ha NnoTpebuTenuTe KbM BakCUHUTE ca
cnegHuTe cbbuTtus: ogobpeHneTo 3a ynotpeba Ha BakCMHUTE, Tbi KaTo TO AaBa Hagexda Ha
o6LLEecTBOTO 3a CnpaBsiHE C BMpYCa; HaMansiBaHETO Ha 3apal3eHnTe U CMbPTHUTE cry4au;
MOBMLLUABAHETO Ha CUFYPHOCTTA M MNOCTENEHHOTO OTNagaHe Ha NPOTUBOENNAEMUYHUTE MEPKM
n gp. MI3aTOMHMUM 3a HeraTMBHa NPOMsSiHA B HACTPOEHMATA Ca pelleHMsiTa Ha MHOXECTBO
CTpaHu Ja ce cnpe ynotpebata Ha BakcuHaTa AstraZeneca, kKOeTO NMpaBOMEPHO BOAM A0
noBu1LIEHO KonebaHne OTHOCHO BaKCMHUTE B LIENnsi CBAT, 4OPU B CTPaHW, KOUTO HEe ca cnpenu
BakCMHaTa; HenpekbCHaTUTe MyTauMm Ha BMpyca, KOWUTO MOCTaBAT o4 BbNPOC
e(EeKTMBHOCTTa Ha BaKCUHUTE; CbOOLLEeHUATa 3a CTpaHudHu edekTn cneq ynotpebaTta Ha
HSAKOW OT BaKCUHWUTE 1 Ap.

Mpe3 nepuoga ot 22.03.2021r. go 17.05.2021r. (oeseT cegmmum) ca cbbpaHu OKOMNo
250 xun. Tyumta Ha aHrmUNCKN e3rK ¢ XaluTarose, cBbp3aHy ¢ CODID-19 n BakcuHUTE cpeLly
Bupyca. CvbpaHnte gaHHM ca aHanmsnpaHu ¢ nomowTta Ha Orange Ha cegmuyHa 6asa.
Mony4yeHOTO NPOUEHTHO pa3npeaeneHe Ha eMoumnTe nNpes n3cneaBaHns nepuog (CymapHo
n 3a BakcuHuTe Ha Pfizer, AstraZeneca n Sinovac) ca Bu3yanuanpaHum CbOTBETHO Ha durypa
1 — durypa 4. 'pacdmknte ca OT KOMOMHUPAH TUN — FIMHEWHW U KOMOHHMW, KaTo AenbT Ha
emMoLumnTe pagocT M U3HeHaZa B NPOLEHTUN € BU3yanuanpaH BbpXy AsiCHaTa BepTuKanHa oc,
a NPOLEHTHOTO pa3npeaeneHne Ha rHeesa, OTBPALLEHNETO, CTpaxa M Tbrata ca OTYETEHU Ha
nsiBaTa BepTUKarnHa oc.

Cnopepn nonyyeHute pesyntaTtuv, NpU BCUYKM BaKCUHW OOMUHWMPA pagocTTa (CpeaHo
okono 83% oT TyntoBeTe), KaTto ce 3abenasBaTt Manku konebaHus BbB BpemeTo. CTpaxwbT,
Makap U C OTHOCUTENHO HWUCKM CTOMHOCTW, € Han-BMCOK Mpu BakcuHata Ha AstraZeneca —
cpeaHo okono 14%, gokaTo Npu BakcnHUTE Ha Sinovac u Pfizer NpoueHTbT € 3Ha4YnTENHO No-
Manbk (cpegHo okorno 6%). MNMpegnonaraema npuynHa 3a NO-BMCOKUTE CTOMHOCTWU Ha cTpaxa
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N MO-HUCKNTE CTOMHOCTU Ha padocTTa Npu BakcuHUTE Ha AstraZeneca ca nosiBunuTe ce npes
n3cneaBaHns Nepuos HayYyHU CbOOLLEHUS 3a CTPaHWYHWM edekTu crnep MnoCcTaBsiHETO Ha
BakcuHaTa. M3HeHagaTa e Hau-Bucoka npu AstraZeneca (cpegHo okorno 20%) 1 Han-Hucka
npu Sinovac (16%). Terata nma nNoOYTM edHaKbLB OAN NPU BCUYKM M3CNedBaHu npenapatu
(3%). MNpoueHTNTe Ha rHeBa M OTBpPALLEHNETO Ca B paMKUTE Ha cTaTUCTMYeckaTa rpeLuka —
okono 1% wn morat ga 6baaT npeHebperHaTw.

COVID-19 Vaccine
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®durypa 1: Emounn kbm BakcuHute cpelty COVID-19 no cegmumum
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®Purypa 2: EmMoumm kbM BakcuHuTe Ha Pfizer no cegmumum
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Sinovac

9% 100%
8% 90%
7% 80%
6% 70%
60%
5%
50%
4%
40%
0
3% 30%
2% 20%
1% 10%
0% 0%
1 2 3 4 5 6 7 8 9
Pagocr W |[3HeHana ==@=[HsB ==@=(TBpallcHIC Crpax ==@=Tpra

®urypa 3: EMoLMM KbM BakCMHUTE Ha Sinovac no ceamuum

AstraZeneca
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®Purypa 4: EMoLmm KbM BakcMHUTE Ha AstraZeneca no cegMuum

B kopnyc ot okono 250 xun. TyutoBe 3a BakcuHuTe cpewy COVID-19, cbbpaHu npes
nepvoga m. mapt — M. Mman 2021 r., ce cpewaT KakTo oTpuuaTenHu (THSB 1 OTBpaLLeHue), Taka
N NONOXWUTENHU emMoLumMK (pagocT), kKaTto NnpeobnagasaT Te3n € NONOXUTENEH 3HaK. Hanvue e
Kopenauua mexgy emoummTe U CboOLLeHUATa 3a Cepuo3HM CTPaHUYHN eekTn Npu HAKOU
BakCMHW. Te3n pesynTaTn nokassar, Ye 3HauyMTernHa 4acT oT notpebutenute Ha counanHata
Mpexa Twitter ocb3HaBaT nonsata OT BakCUHWUTE W BakcuHaumsitTa. CurHO BrevatneHuve
npaeun pakTbT, Ye AenbT Ha pagoCTHUTE TYMTOBE 3a BakCuHaTta Ha Sinovac € OTHOCUTENHO
MO-BMCOK CNPSAMO TO3U MPpU OCTaHanuTe BakCcuMHK. [NpuyrHa 3a To3n BUCOK pesynTaT BepOATHO
e cneunanHuaT KOHTPOrT, BbBeAeH B coumanHute mpexu B Kutamn.

Cnopepn nony4eHuTe pesyntaTtu, TeEXHUKuTe 3a obpaboTka Ha eCcTecTBEH e3uK (aHanm3
Ha OTHOLLEHWe) MoraT [ia ce U3Mon3BaT yCrneLwHo 3a u3cneaBaHe Ha coumanHuTe HacTPoeHNs
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Mo noBoA KOpOHaBMpyca W BakcuHauusita. M3nonssaHaTa MeTodoriorus 3a M3BNUYaHe Ha
coumnaneH CMUCHI OT OHMalH TEKCTOBW AaHHM MOXe Aa noAanomarHe NpoTMBOAENCTBUETO
cpelly haniunmBuTe HOBMHWU U ONUTUTE 3a HacaXkaaHe Ha BpeaHu CTEPEOTUNW.

Uzeodu

BakcuHute cpewty COVID-19 ca edpeKTMBHO CpeACcTBO 3a 3allimTa OT KOpoHa BUPYC,
Tb KaTO BEPOATHOCTTA 3a TexKa MHGEKUus cneg uMyHusauus € MHOro no-manka oT
obuyarHaTa. bpoaT Ha NOTBbpAeHUTE crnyvaum U BPOAT Ha CMbPTHUTE cnydYan moraT ga
pedniekTupaT BbpXy e(PeKTMBHOCTTA Ha BakCMHALMOHHATa KamMnaHns B MU3BECTHA CTENMEH, Tbi
KaTo HanMynMeTo Ha CbLUECTBEHO M3MEHEHUE Brnse BbpXy HAcTpoeHneTo Ha xopaTta. C uen
npeoponsiBaHe Ha konebaHuaTa n ykpenBaHe Ha LOBEPUMETO BbB BaKCMHUTE ce npenopbyBa
Ja ce crnean AvHamukata Ha emMouMmTe B COUManHUTE MpPEXU U Mpu HapacTBaHe Ha
HeraTMBHUTE eMoLuK, Ha HauMOHaNHO HMBO crnedBa Aa ce B3eMaT OTBETHM MEpPKM KaTo ce
n3nona3eaTt KakTo OOLLUeCTBEHUTE MeauWn, Taka W OHNIaWH KaHanuTe Ha opraHuMTe Ha
ObpXxaBHaTa BNacrT.

CnoHcopcTBO
U3cnegBaHeTo e 4acTmyHO dhuHaHcupaHo oT CTyaeHTcku cbBeT Ha [1Y ,,lMancuin
Xunengapckn”.

BnarogapHocTu

My6nukaumsita e yacT ot pabotarta no npoekt NeKl1-06 [K-2/6 Ha Tema: ,MHTerpaneH
MoZen 3a npeaswkaaHe M NPeBEeHUMs Ha CouManHo-UKOHOMMYecknTe edektn ot 6baeLwm
enuaeMmnonormdHn kpuan®, duHaHcupan ot ®PoHg ,HayyHn wscnegBanus®, bbnrapus.
CneuuanHu 6narogapHOCTM M Ha HaWKns HaydeH pbkoBoguTen, npod. a-p ManvHa Unueea.
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