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1. Crarum, ny0JIMKYBaHM B HAYYHH CIIMCAHUS, pepepupaHy U MHIEKCUPAHH B IPYTH

MEKIYHAPOIHU 0a3m AaHHHU ¢ HAYIHA I/IH(])OpMaIII/IH

1.1 ZHELEV, Christian. Corporate Governance Issues: Disclosure and Transparency.
An Interdisciplinary Approach. European Journal of Marketing and Economics, [S.I.],
v. 3,n. 1, p. 54-62, jan. 2020. ISSN 2601-8667. Available at:
<http://journals.euser.org/index.php/ejme/article/view/4648>

Abstract

Two of the pillars of contemporary corporate governance are examined in this article —
disclosure and transparency. Though an interdisciplinary approach, knowledge from different
fields of the economic science are brought together in order better clarify the interdependence
and the level of interaction between these. Knowledge traditionally considered to be part of the
Corporate Governance (disclosure and transparency and what is most modern nowadays - ESG)
is examined form the perspective of the governance bodies and other stakeholders, taking into
account tools from the fields of sustainable development, project management and marketing.
The processes of digitalization also find their reflection in the current article. The case study

approach is used to illustrate the interdisciplinary interaction.

Keywords: Corporate Governance, Disclosure, Transparency, ECG

IIpeBoa Ha OBJATapCcKu e3MK:
Pesrome

OOekT Ha u3clieZiBAHE B HAcTOsIIaTa CTaTHs ca JiBa OT CTHJIOOBETE HAa CHBPEMEHHOTO
koprnopatuBHo ynpasneHnue (KVY) — paskpuBane Ha unpopmanus u npospaunoct. Ha 6a3a Ha
HUHTCPAUCHUIIIMHAPCH IOAXO0A, 3HAHUEC OT PA3JIMYHHU KIIOHOBC Ha HAYYHOTO IIO3HAHHUEC €
MOJTYMHEHO Ha O0IaTa JIOTMKAa Ha M3CIEIBAHETO, 3a /1a CE OTKPOAT M0 —SICHO BPB3KUTE U
B3aMMOJICHCTBHETO MEXIY pa3IMYHUTE KIOHOBE Ha MKOHOMMYeckaTra Hayka. [IpoGiemHH
o0racTu, TpaJAULIMOHHO CMITaHU 3a 00eKT Ha u3cneaBaHe oT KY (pa3kpuBane Ha HHpOpMaIus
" MIPO3pavYHOCT, B T.U. U Hak -CbBPECMCHHUTC TCHACHIUN KAaTO PAa3KPUBAHC HaA He(bI/IHaHCOBa
uHpopMalKs) ca aHAJTU3UPaHU Ipe3 MpU3MaTa Ha KOPIOPATUBHUTE PHKOBOJACTBA U JIPYTH

3aUHTCPCCOBAHU JIMIId, KAaTO C€ H3IO0J3BAT W HMHCTPYMCHTHU 3a aHAINU3 OT oOyacTuTe Ha


http://journals.euser.org/index.php/ejme/article/view/4648

YCTOWYMBOTO pa3BUTHE, YIPABICHUETO Ha NPOEKTH U MapkeruHra. I[Ipouecute Ha
JUTUTAIM3ALMs CHILO Ca B3ETU [10J] BHUMAHUE B KOHTEKCTA HA BIUSHUETO, KOETO T€ OKa3BaT
BBPXY pa3rieKAaHnTe (EHOMEHHM. 3a J]a c€ OTKPOST MHTEPIAHCUUIUIMHAPHUTE BPB3KU B

CTaTusATa € 3aJI0)KEHO Ha Ka3yCCH IIOAXO.

KitouoBu nymu: Kopriopatusno ynpasnenue, Paskpusane, [Ipo3paunoct, ECG

1.2 ZHELEV, Christian. International Marketing in the Digital Era. Collaboration of
Sustainable and Contemporary Knowledge. European Journal of Marketing and
Economics, [S.I.], v. 3, n. 1, p. 63-71, jan. 2020. ISSN 2601-8667. Available at:
<http://journals.euser.org/index.php/ejme/article/view/4649>

Abstract

We witness unprecedented turn to the digital marketing. International Marketing, as a specific
field of the marketing science, is no exception of the general trend. In this article, the
trendsetters are presented, but also a different approach is followed. It is argued that the new
metrics should be taken into consideration, but at the same time, the sustainable knowledge
should not be neglected, because the traditional knowledge should work in conjunction with
the newly appeared marketing tools. What is more, the “new” metrics are often built on the

solid foundation of prior knowledge, which every marketing professional should be armed with.

Keywords: Marketing, International Marketing, Digital Marketing

IIpeBoa Ha OBJATapCKHU €3UK:

MC)KIIYHapOI[CH MAapKCTHUHT B IUTHUTAJIHATA €pa. BzauMmogeiictBue Ha YCTOI>'I‘{HBI/I u

CbBPCMCHHU 3HAHU

CBI/I,Z[CTGJ'II/I CM€ Ha 663HpCHC,Z[CHTHO o6meaHe Ha MAapKCTHHIOBATa O6IJ_IHOCT B IIOCOKa
AUTUTAJICH MApPKCTUHT. MG)KIIYHaPOIIHI/IH MapKCTHHI, KaTo CHCLII/I(I)I/IHHO IIOJIC Ha
MapKCETHHIoBaTa HayKa, HC € H3KJIIOYCHUC OT Ta3u TCHIACHIUA. B HacTos1IaTa CTatusda ¢©

OTEJICHO BHUMaHHUE Ha akTopuTe PopMUpaIIy TEHASHIIUATA, KaTO B CHIIIOTO BPEME € CIIeIBaH
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Y MaJIKO T110- pa3jIMyeH MOAXO0/. 3aluTara ce Te3ara, e HOBUTE UHCTPYMEHTH, C KOUTO OOpaBu
JMTHTATHUSAT MaPKETUHT (Kacaellly Hail — Beue MapKeTHHIOBaTa METPUKa) TPpsiOBa Jia ce B3eMar
1oJl BHMMaHHE, HO B CBHIIOTO BpeME YCTOWYMBOTO TSUIO OT 3HAHHWS He OuBa na Obae
npeHeOpersano, UMEHHO 3al[0TO TOBa 3HaHUE TPsAOBa 1a Ob/ie B TOMOII] HAa HOBO MOSIBUJIHS C€
MapKEeTHUHIOB MHCTpYMEHTapuyM. U omie: T.Hap. HOBM METPUKHU MHOTO YECTO Ca U3BEACHU Ha
6a3za conmuaeH (yHIAMEHT OT MPEIUIIHO 3HAHUE, C KOETO BCEKH CIEHUAIUCT MO0 MapKETHHT

TpsOBa 1a MOXe 1a OopaBH.

KirouoBu AYMU: MApKETUHI', MCXKAYHAPOACH MAPKCTUHT', IUTUTAJICH MAPKCTUHT

2. Joxaaau, ny0JMKYBaHH B COOPHHUIIA OT HAYYHH KOH(pepeHU N, NPOBeIeH B
yyK0MHA, OPraHU3UPAHN OT MEKTYHAPOAHU HAYYHH UJIU NMPodecHOHATHH
OpraHu3anuu

2.1. Zhelev, Christian. Corporate Governance and Marketing Management Issues and
Their Reflection on Customer Satisfaction
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Pages: 114 -121

24-25 January 2020 Bruxelles

Proceedings Book ISBN 978-1-64786-089-9

Published by EUSER, European Center for Science Education and Research
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Abstract

The current paper aims at shedding light on the interaction between corporate governance and
marketing management. The idea of sustainable governance is widely explored nowadays by
academia and business, yet again the interdisciplinary interactions are rarely the focus. Here an
attempt to provide evidence that customer satisfaction is related to good corporate governance is
made. The research is based on literature review and case study approach. The final output of the

research offers some evidence on the matter and also leaves a wide field for further discussion.

Keywords: corporate governance, marketing, customer satisfaction, sustainable governance



IIpeBoa HA OBJITAPCKHU €3UK:

OTHOCHO HSIKOH MPOOJIEMH Ha KOPIIOPATUBHOTO YIPABJICHHUE U YIIPABICHUETO HA

MAapKCTHUHTA U TAXHOTO OTPAKCHUC BBPXY YAOBJICTBOPCHOCTTA HA KIIMCHTUTC

Hacrosmusar poknax mma 3a Led ONUT Ja C€ OCBeTJIM  B3aUMOJICHCTBHETO MEXIy
KOPIOPaTUBHOTO YIIPaBJICHHE M YIPABICHMETO HA MapKeTuHra. Muesra 3a ycroiunmBo
yIpaBJIEHHUE € NIMPOKO U3CJIEBAHA B HAILIM JHU OT IPEJCTABUTENIN Ha aKaJEMUYHUTE CPEIU U
Ou3Heca, HO BCE IAK WMHTEPAMCLUUIUIMHAPHUTE B3aUMOJEHCTBHS PAAKO ca B LIEHTbpa Ha
BHUMaHMeTO. B J10kiaja ce mpaBuM ONUT 3a NPEAOCTaBsIHE Ha JOKa3aTelcTBa, Ye
YIIOBJIETBOPEHOCTTa HAa KIUEHTUTE € CBbp3aHa C JOOPOTO KOPIOPAaTHBHO YIIPABIICHUE.
W3cnensaHeTro ce OCHOBaBa Ha Iperjiel M aHadu3 Ha JUTepaTypara, KaTo 3a IPOBEpKa Ha
TBBPJACHUSATA € U3IO0J3BaH Ka3yceH noaxoa. KpallHuAT pe3ynaTar oT U3cieBaHEeTo IMpejyiara
HSKOM JIOKa3aTeJCTBa IO BBIIPOCA, HO CHIIO Taka OCTaBs IIMPOKO IOJI€ 32 MO-HAaTaTbIIHA

JIUCKYCHSL.

KirouoBu AYMHU: KOPIIOPATUBHO YIIPABJIICHUC, MAPKETHUHI, YAOBJICTBOPCHOCT HA KIIMCHTUTC,

YCTOMYMBO yIIpaBlIEHUE
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Pages: 108 -113
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Proceedings Book ISBN 978-1-64786-089-9
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Abstract

21st century requires innovative teaching approaches, especially when it comes down to
university students. In this paper it is emphasized on the importance of the applying the method
“learning by participating” in order to engage the audience and improve students’ performance.
The focus is on the real outcome of the educational process, not only on the replicating

knowledge, but also on applying it. An investigation and comparison between different



approaches is provided and on that base conclusions are driven out. In the paper is also argued
that this approach is especially useful when it comes down to students in Marketing and
Management fields of studies.

Keywords: Marketing, Management, teaching university students, education

IIpeBoa HA OBJITAPCKHU €3UK:

[IpenoaBaneTo Ha MapKETHHT, YIIPaBJICHNUE U YIpaBjicHue B 21-BU Bek — ,,00yueHHe upe3

AKTUBHO Y4aCTHUC Ha 06y‘{aCMI/I${ B Hpoueca“

I[BaI[eCGT U IIbPBU BCK M3MCKBA MHOBATHBHMU IMOJAXOAU 3a IIPCIIOAABAHEC, 0co0€eHOo KoraTo craBa
BBIIPOC 3a CTYACHTH. B Ta3u cTatus ce mojuepTaBa 3HAYCHHUETO Ha MPUJIAraHETO HAa METOAa
,,OOydCHHE Upe3 aKTUBHO ydacThe Ha o0ydaeMus B TIpolieca‘, 3a Jia ce IpUBJIeUe ayIuTOPHITA
U J1a ce nmoAoOpu mpenacTaBsiHeTo Ha cryaeHTuTe. OCHOBHOTO TBBpJIEHHUE €, 4e (HOKYCHT MpU
oOydeHueTo TpssOBa 1a ObJe BEPXY peaHUs pe3yaTaT OT 00pa30BaTEIHUS MPOIEC: HE CaMo
BBpPXY BB3IPOU3BEKAAHETO HA 3HAHMATA, 4 U BbpXy npwiaraHero um. [IpenocraBs ce
W3CcIieIBaHe U CPAaBHEHHE MKy pa3TUYHUTE MTOJIXOIU U Ha Ta3u 0a3a ce u3Bexaar u3Boau. B
CTaTHUsTA CHINO TaKa c€ TBHPIHU, Y€ TO3M MOAXOJ € 0COOEHO IMOoje3eH, KOraTo cTaBa qJyma 3a

CTYJIEHTH, 00yJaBalIuTe c€ B 00JaCTUTE HA MApKETHUHTA U MEHUKMBHTA.

Katouosu AYMU: MAPKETUHT', MCHUJ[’KMBHT, 06yquI/Ie Ha CTYACHTH, O6pa3OBaHI/Ie



