PE3IOMETA

Ha Hay4YyHU myOnukanuu Ha Aoi. a-p Kpacumup Mapunos MapuHoB,
Karenpa ,,Mapketunr u ctparerndecko mianupane, YHCC,

KOUTO HE MOBTApAT MyOIHUKALIMUTE, IPEICTABEHH 3a IPUCHKIaHe Ha oOpa3oBaTeaHa U
Hay4Ha CTEIIEH ,,JOKTOP U 3a 3a€MaHe Ha aKaJIeMMYHa JUThXHOCT ,,JloeHT*,

IIPEJCTaBEHH 3a y4acTHe B KOHKYPC 3a 3a€MaHe Ha akaJleMU4HaTa JUIkxHocT , IIpodecop™ B
YHCC no npogecronanto HanpasieHue 3.8. IKoHOMUKa, Hay4Ha ClIeUaTHOCT MapKeTUHT
(ITponyxToBa nonutuka), ooHaposasas B JIB, 6p. 1 or 05.01.2021 r.

|. Monorpagumn, KHUTH, IVIABH OT MOHOTpPaduu

1. MapwunoB, Kpacumup, IIpoaykroBuTte mHOBanmu - /lerepMMHAHTH Ha ycmexa B
obarapckute ¢pupmu, C., U3narenckun kommieke — YHCC, 2020, 250 c. (ISBN 978-
619-232-311-0)

PE3IOME

AKTyaJTHOCTTa U 3HaYMMOCTTa Ha MOHOIpadusTa MPOU3TUYAT OT OOCTOSATENCTBOTO, Y€
YCOCHIHUTEC HOBU MPOAYKTHU Ca U3MCIKIAY OCHOBHHUTC CPCACTBA 3a BOACHC HA KOHKYPCHTHA
6opOa. Hyxnara ot pazpaboTBaHe Ha HOBH IPOJIYKTH HapacTBa M MOpPaJy HAaBIU3aHE HA BCe
[IOBEUYE Ia3apu B €Tall Ha 3psulocT. B MHOro CekTopu Ha CTOMAHCTBOTO PACTEXBT Ha
KOMITAHUUTE € Bb3MOKEH IJIaBHO Ype3 33/IbpKaHe Ha HACTOSIIUTE MOTPEOUTENH, a HE TOJIKOBA
ype3 MpuToka Ha HOBHU. Hammie e Bce mo-Obp30 ,,0cTapsiBaHe’” Ha MPOIYKTUTE, HAMHUPAIIO
u3pa3 B TEXHUS OTHOCHUTENIHO MO-KbC >KU3HEH LUKBI. OCcoOEHO BaXXHO €, Y€ MPOJYKTOBHUTE
MHOBALIMY Ca €MH OT MOJXOAUTE 32 MOCTUraHe Ha OPraHUYeH PAacTeX, C KOUTO KOMIIAHUHTE
pasmousiarar.

EnHoBpeMEHHO ¢ TOBa IpOY4YBAaHMATA II0KA3BAT, Y€ IMPOAYKTOBUTE HHOBALMM Ca
pHCKOBaHOHaqHHaHHe.BHCOKaTaBepOﬂTHOCTSaHpOB&HHaHpOﬂYKTOBHTeHHOBaHHH,OTeﬂHa
CTpaHa, ¥ PaCTALIUAT OpO Ha MPOCKTHTE 3a pa3paboTBaHE Ha HOBHU MPOIYKTH, OT JApyra
CTpaHa, MPaBsAT 3HAYMMO H3CJICJBAHETO HA (DAKTOPUTE 3a yCIeX B pa3padOTBaHETO Ha HOBU
IMPOAYKTH.

OOekT Ha um3cienBaHe B MOHorpadusTa ca TpPOIECUTE Ha pa3padOTBaHEe HA HOBU
MpOAyKTH B ObATapckute (GUpPMHU, a MPEAMET Ha HW3CleaBaHe ca (pakTopuTe 3a yclex Ha
MPOJYKTOBUTE HHOBALIMHU. TOBa ca BCHUKU OOCTOSITEIICTBA, KOUTO BIIUSIST BBPXY PE3YJITATHUTE
Ha pa3pabOTBAaHETO Ha HOBU MPOAYKTH.

OcHoBHara 1men Ha MOHOrpadusTa € Ha OCHOBaTa Ha EMIIMPUYHO MPOYYBAHE A
YCTaHOBH aKTyaJTHOTO ChCTOSIHUE, OCOOCHOCTUTE M TPOSIBICHUETO Ha (pakTopuTe 3a ycrex Ha
MPOIyKTOBUTE WHOBAIIMU B OBJITapCcKUTE (PUpMH.

Ta3u men e mocTWrHara 4pe3 M3NBIHEHUETO HA CIEAHUTE OCHOBHH 3a/lay: IIBPBO,
[IPOYYEHU U CUCTEMATU3UPAHU Ca PE3yJTAaTUTE OT IIPOBEIEHU 10 MOMEHTa H3CIICIBAHMS Ha
¢daxTopuTe, BB3ICHCTBAIM BBPXY YyCIexXa Ha HOBUTE NPOAYKTH; BTOpO, pazpaboTeHa e
M3CIIE0BATEIICKA METOAOJNOIUS M € BaJIMIUPAH H3CIEHOBATEICKM HMHCTPYMEHTAPUYM 3a



poyyBaHe Ha HOBHUTE MPOAYKTH B OBJrapckure (pupmu; TpeTro, chOpaHa € eMIupuyHa
uHpopMalus 3a MPOSBICHUETO Ha (HaKTOPHUTE 32 ycmexX B OBJIrapckuTe (UPMHU; YETBBHPTO,
cbOpanara nHdopmanus € 00paboTeH U aHATM3UPaHa C 1€ U3SICHSIBAHE Ha U3CIIEI0BATEIICKUTE
BBIIPOCH U MPOBEPKa Ha (HOPMYIMPAHUTE XUIIOTE3H; TIETO, MOJyYCHNUTE PE3yITAaTH Ca OLIEHEHU
OT Pa3JIMYHU TJIeTHU TOUKU U ca (GOPMYITHPAHU U3BOJH U 3aKITIOUCHUSI.

B CTPYKTYPHO OTHOLICHUC MOHOI‘pa(I)I/IHTa CC CBCTOU OT BBBCACHUC, TPU 4YaCTH,
BKJIIOYBaAIIH O6IIIO CANHAACCET I'NIaBH, 3aKIIFOUYCHUC, U3II0JI3BAHA JIMTEPpATypPa U IIPUTTOKCHUA.

B Yacr | Ha MoHOTpadusTa ca cucTeMaTu3upaHu pe3ysITaTUTe OT MyOIMKyBaHUTE 10
MOMEHTa IPOYYBaHUs BbPXY (PaKTOPUTE 3a yCIieX Ha IPOAYKTOBUTE MHOBALMU. M3110kKeHHeTo
€ CTPYKTYPHPaAHO 1O Ipynu (GaKTOPH U OTACTHH (pakTopu.

B I'maa 1 nHa MoHoOrpadusara ca mnpeacTaBeHH rpyna (akTopu, CBBP3aHU C
0Cc0OEHOCTHUTE Ha HOBUS MPOAYKT. [10-KOHKpPETHO, U3CIIeIBAaHU ca IPEIUMCTBOTO HAa IPOIYKTa
npea KOHKYPCHTHUTC NPOAYKTU, CLOTBETCTBUCTO HA MPOAYKTA C HYXIUTC HaA HOTpC6I/ITeJISI;
CHbOTBCTCTBUCTO MCKY I€CHA U MMApaMETPH Ha MPOAYKTA, U HTHOBATHUBHOCTTA HA IMPOJAYKTA.

[To oTHOIIEHNE HA IPETUMCTBOTO HA MPOJYKTA € YCTAHOBEHO, Y€ TO ce JeduHHpa MO
pa3iaMyYeH Ha4MH OT M3CIENOBATEIINTE, KAaTO ONPEACICHMATA C€ OTIMYaBaT IO TOBA KOH
KOMIIOHEHTH CBCTaBJsIBAT NMPEAUMCTBOTO Ha MpOAyKTa. B myOnukamuure mo temara ce
pasrpaHuyaBaT IOBEYE OT Jy3WHA pa3IM4YHU AePUHULIMU 32 MPEAUMMCTBO HAa IPOAYKTA.
IToBTapsmyM ce €JIEMEHTH IIPH TIX ca KOHLENIUUTE 332 Ka4eCTBO HA MPOAYKTA, 3a MOJI3HU 3a
noTpeOuTens, M 3a NPEBB3XOACTBO Ha MpeaiaraHus NpoaykT. Pemuma mnpoyuBaHus
YCTaHOBSIBAT, Y€ Hal-3HAYUMHAT (aKTOpP, CBBP3aH C yclexa Ha HOBUS MPOJYKT, Ca HETOBUTE
YHHUKQJIHOCT M HPEBB3XOACTBO. Te3n 0coOEHOCTH Ha MpOAYKTa ca HM3CJIEABAHU 3a€IHO C
NPOSIBJICHUETO Ha JPYrd (akTopu, KaTo KadyecTBO Ha MPOAYKTA; pa3Xxoiu BBB Bpb3Ka C
IPOAYKTa; HOBOCT HA MPOJYKTA; CIIOCOOHOCT Ha MPOIYKTa Ja pa3peld MnpodiieM Ha
NOTpedUTENs; BH3MPUEMAHO OT MOTPEOUTENs MPEBBH3XOACTBO HAa MpoaykTa. DopMysnpaHo €
3aKJIIOYEHUETO, Y€ B 10-CKOPOIIHUTE TPOYUYBAHUS IPEJUMCTBOTO HAa IPOAYKTA € 1e(hUHUPAHO
KaTo MPEBH3XO0/ICTBO BB (DYHKIIMUTE, B KAUECTBOTO HJIM B PAa3XOAMUTE OT IJI. T. HA HOTPEeOUTE,
KaKTO M KaTo MPEeBb3X0ACTBO WIH JU(epeHIInalns CIPSIMO KOHKYPEHTHUTE NMPEATI0KEHUS.

CpOTBETCTBHETO Ha MPOAYKTA C HYXAUTE Ha MOTPEOUTENS MpeAronara KauecTsa Ha
MPOAYKTa KaTO YHUKAJIEH, IPEBB3X0XK/Alll, IIJIE3€H U T.H. JIa C€ U3BEXAAT OT IJIeJHaTa TOUKa
Ha MOTpeOUTENs U MOpajau TOBa Ja C€ OCHOBABaT Ha ABIOOYMHHO pa3dupaHe Ha HYXIUTE,
JKENaHMATa, IPOOJIEMHUTE Ha MMOTPEOUTENINTE, HA TOBA KAKBO TE XapecBaT U KaKBO HE XapecBar.
W3nbiaHeHneTo Ha TOBAa U3MCKBAaHE Hajlara pa3paboTBaHETO Ha HOBUTE MPOAYKTH BbB upMaTa
Jla ce U3BBPILBA KaTO HYXKJUTE HA OTPEeOUTENs 1a ObJaT N3sACHEHH Ollle B HayanoTo. [ mackT
Ha NoTpeduTens TpsAOBa qa ObJe 4yT olle NpH cTapTa Ha mpoekra. Llenra e ga ce ompenemst
KaKTO 3asBEHUTE, BUIUMHUTE HYKIU Ha MOTPEOUTENUTE, TaKa U CKPUTUTE HYX AU U KEJIaHUs.
Heynosnersopenute U HehOpMyIMpPaHUTE HYXKAU Ca IMO-TOJSAMO IPEIU3BUKATENICTBO, HO
BOJIAT /10 Ch3JJaBAHETO Ha HOBU IIPOAYKTH C BHCOKA CTENEH Ha HOoBocT. HeobxoauMmo e na ce
OTpeeNAT HellaTa, KbM KOUTO NOTPEOUTENAT € UyBCTBUTEJIEH; HETOBUTE MPOOJIEMU U TOBA,
KOETO TOM HauCTHHA ThPCU B €IMH MPEBB3X0XKAIL IPOTYKT.

[lo oTHOlIeHHME Ha CHOTBETCTBHUETO MEXAYy Il€HAa M TapaMeTpd Ha MPOJAyKTa B
MOHOTrpadusaTa € U3CIeBaHO OINpPEeeNITHeTO Ha MOAXOAsIIaTa IieHa 3a HOBUA NpoaykT. [lpu
OINpPEAEISHETO HAa IbPBOHAYAJIHUS WHTEpBAJ Ha II€HaTa MaKCHUMajHaTa I€Ha 3aBUCH OT
BB3NPUATUATA HA TOTPEOUTENNTE 32 IEHHOCTTA Ha MPeUIOKEHUETO Ha mpojaBaya. [Ipekure
MIPOMEHJIMBH pa3xoiu OenexaT MUHUMyMa Ha 1ieHarta. [logxoasiara eHa ce HaMupa B TO3U
uHTepBal. KOHKYpeHIusATa MOKe J]a HaMalld MaKCUMyMa Ha I[eHaTa, a LenuTe Ha upmara 3a
MOKpHUBaHE HA 4YacT OT HEMPEKHUTE Pa3XxoJ]d, KAKTO U ONpEAeSICH! PEryJaTOpHU H3UCKBAHUS
MoraT Ja TOBHMIIAT MHUHMMyMa Ha 1neHara. Cien Karo ce B3emar MpeaBHJl BCUYKU Te3U
(dakTOpH, MHTEPBATBT Ha IIEHATa CTaBa 3HAYMTENHO IMO-TeCeH. B 3aBHMCHMOCT OT Tuma Ha



MpoaAyKTa u 0COOEHOCTHTE Ha TBPCCHCTO U KOHKYPCHIUATA, (1)I/IH8.J'IHI/ISIT HWHTCpBAJ HA [ICHATA
MOXEC Ja 6’bI[€ TBBPAC I'OJISAM, UJIK Ja HE ChIICCTBYBA.

YeTBbpTHAT PaKTOp, pasriie/laH B Ta3u IaBa Ha MOHOTpadusaTa, € THOBATOBHOCTTA HA
npoaykra. OOOCHOBAHO €, Y€ OCHOBHUSAT ITOJIX0JT KbM HHOBATUBHOCTTA TJIe/la HA Hes KaTo Ha
,,CMHUCJICHa yHUKaITHOCT . Criope1 Hero, 3a Jia Ob/ie €IUH pe3yITaT MHOBAaTUBEH, TOM TPsAOBa /1a
ObJe HOB M moaxoxasnl. HoBocTTa ce CBBp3Ba ChC CTEMEHTA, A0 KOSTO HOBUST MPOIYKT €
pa3iauueH OT KOHKYPEHTHUTE alTepHATHBHU. [[OKOJIKO MPOAYKTHT € IMOAXOIAII, OT JApyra
CTpaHa, ce OMpeens CIopea TOBa JOKOJIKO TOH € TMOJIe3eH, 3HAYMM U IMO-HEOOXOJIUM Ha
MOTpeduTeNsl B CPAaBHEHHE C MPEIOKEHHUITA HA KOHKYPEHTHHUTE. Y CTAaHOBEHO €, ue Makap
HOBOCTTa Ha MPOJIyKTa U TOBA, JIOKOJKO € MOJIXO/SII, Aa Ca JBE CAMOCTOSITEIIHU U3MEPEHHUS,
W3CIICIOBATENINTE TH 00CIMHSABAT, 3a 1a U3TPAJAT ISIJIOCTHA KOHIIETIUS 32 HHOBAaTUBHOCTTA.

B I'maBa 2 na MmonorpadwusiTa ca pasrieqanu (paktopurte, OTHACSIIHN C€ A0 CTpaTeTrusTa
Ha (pupmara.

Ha mppBO MsicTo B Ta3u riaBa ca 00OOIEHHM OCHOBHUTE KOHIIEMIIUU B pecypcHaTa
Teopus 3a Qgupmarta. Ts e mpeacTaBeHa KaTo YMpaBIEHCKAa KOHLEMIMSA, HM3MOJ3BaHa 3a
OIpeJieisiHE HAa OHE3U CTPATEerMYeCKH pecypcH Ha pupmara, KOUTO MMAT MOTEHIINAN Ja i 1afar
CPaBHHUTEIHO MPEUMYIIECTBO. ToBa ca U pecypcuTe, KOUTO Moratr Ja ObJaT U3MOJ3BaHU OT
dbupmara, 3a 1a TOCTUTHE YCTOWYMBO KOHKYPEHTHO NMPEAUMCTBO. PecypcHara Teopusi HacoyBa
BHMMAaHHETO Ha MEHUDKBPHUTE KbM BBTPEIIHUTE PeCypcH Ha (upMaTa B OMHT Ja OMpeaein
OHE3U aKTUBH, CIOCOOHOCTH U KOMIETEHIIMH, KOUTO UMAT IMOTEHIIUAJ JIa MPOU3BEAaT 3HAYNMHU
KOHKYPEHTHHU MPEAUMCTBA.

Ha BTOpOo MsicTo, pasriemaHa € TeopusTa 3a IWHAMHYHHUTE CHOCOOHOCTH. Ta3um
KOHIIEMIMS C€ OTHACS /10 BBb3MOXKHOCTTAa Ha (upMmara jJa WHTETpUpa, Ja H3rpaXkaa U Ja
HpeKOH(bI/IprI/Ipa CBOUTC BBTPCIIHU YU BbHIIHU KOMIICTCHIIMU, TaKa NIOTO Ja C€ aJallThHpPa KbM
OBp30 MTPOMEHSIIATa ce OOKPBKaBaIla cpea.

Ha Tpero mscTo, B Ta3u riaBa Ha MOHOTpadusaTa ca pasriefaHu rpymna (akTopH,
CBBp3aHU CBC CTpaTeruira Ha ¢upMara, a HMMEHHO MapKETHHIOBaTa CHHEPTHS,
TEXHOJOTUYHATA CHHEPIHs, KOJIMYECTBOTO M Ka4eCTBOTO Ha paslojaraeéMuTe pecypcH,
MOCJIEIOBATEIHOCTTA HA HABJIM3aHe Ha (pupMara Ha 1a3apa, U CTpaTernuecKara OpHeHTAIHs Ha
¢dbupmara.

MapkeTuHroBata CcuUHeprusi € JepuUHUpaHa Karo  CBbOTBETCTBHE  MEXKIY
CBIICCTBYBAIIUTE MApKCTUHTOBH yMEHUsT Ha (QuUpMaTta W MapKETUHTOBUTE YMCHUS,
HEOOXOJMMH 3a YCIENTHO M3MbIHEHHE Ha MPOEKT 3a pa3paboTBaHE Ha HOB MPOIYKT. B
MoOHOrpadusiTa ca HUTHPAHU 3HAYUTEJEH Opol W3Clie[IBaHUS, KOUTO pa3KpHUBaT poJisiTa Ha
MapKETHHTOBUTE CITIOCOOHOCTH 3a MOJYy4YaBaHETO Ha ONPEICTICHH Pe3y/ITaTh Ha upmara KaTo
710, ¥ B YAaCTHOCT - PE3yJITaTH OT pa3paboTBaHETO HAa HOBHM Mpoayktu. [IpoyuBanusTa
IIoKa3zBart, 4¢€ 6€H‘-IMapKI/IHF'I)T Ha MAapKCTUHI'OBU CHOCOOHOCTA € HaduH Aa C€ IOJIydn
YCTOMYMBO KOHKYPEHTHO NPEIMMCTBO. Te ycTaHOBSBAaT, 4e, ITbPBO, MAapKETHHTOBUTE
CHOCOOHOCTH, KOWTO BOJAAT JO IMO0-100po mpenacTtaBsHe Ha (upmara, morar aa Obaar
UICHTH()HUIMPAHH, U, BTOPO, Y€ HA pa3lIMKaTa B MAPKETHHTOBUTE CIIOCOOHOCTH MEKIY SIHA
¢dbupma u Haiti-noOpuTe PupMHU-eTaTOHH (KAaKTO KOHKYPEHTH B HEHHUS OTPACHI, Taka U GUPMHU
U3BBH HET0) Ce IbJIKM B 3HAUUTEHA CTETNIEH pa3iuKaTa B pe3yiTatuTte Ha pupmara.

[lo oTHOmIEHHME Ha TEXHOJOTMYHATAa CHHEPrHs B MOHOTpadusita € BB3IpHETa
KOHIICTILMATA, Y€ TS IMPEJICTaBIsABA CHOTBETCTBUE MEXAY ChIIECTBYBAIIUTE TEXHOJIOTMYHH
yYMEHHUsI Ha UpMaTa M TEXHOJOTUYHUTE YMEHHs, HEOOXOIMMH 32 YCIIEIIHO M3IBbIHEHHUE Ha
IPOEKT 3a pa3padOTBaHE HA HOB MHPOAYKT. TeXHOJOrMYHATa CIIOCOOHOCT MpPEACTaBISBA
CIIOCOOHOCTTA J1a c€ M3BBPIIBA BCAKA HEOOXOAMMA TeXHUUECKa (DYHKIIMS WM MOBTapsIia ce
JNEWHOCT BBB (pupMara, BKIIOYUTETHO CIIOCOOHOCTTA Jla c€ pa3padoTBAaT HOBH MPOAYKTH H
MpoIlecC M Ja C€ H3MOJ3BAaT €()EKTUBHO HAIMYHUTE CHOPBHXKEHHS. B 0000meHuTe B



MOHOTrpadusaTa U3ciaeBaHUS TEXHOJIOTUYHHUTE CIIOCOOHOCTH C€ PasIJIexk1aT KaTo Bb3MOXKHOCT
Ha Qupmara aa U3M0A3Ba €(QEKTUBHO TEXHOJOTMYHUTE 3HAHUS 3a pa3paboTBaHE U
YCHBBPIICHCTBAHE HA TIPOIYKTH U TIPOIIECH.

BbB BpB3Ka ¢ KOJMUYECTBOTO M KAa4eCTBOTO Ha pas3MojiaraéMUTE pPECypCcH B
MOHOTpaduara pecypcuTe Ha QupMaTa BKIIOYBAT BCHYKA aKTHBH, CIIOCOOHOCTH,
OpraHM3allMOHHU TMpoIlecH, arpuOyTH Ha Qupmata karo uHboOpMalus, 3HaHHE U T.H.,
KOHTPOJIMPAHU OT ripMaTa, KOUTO i 1aBaT BH3MOXKHOCT Jia pa3paboTBa u Mpuiiara CTpaTeruu,
KOWTO, Ha CBOHM pel, moaoOpsiBaT HeliHata edukracHocT W edekTuBHOCT. Te3nu pecypcu ca
KIacU(UIIUpaHU B TPU KAaTETOPUHU: (PU3MYECKH PECYpCH, KaTo 3aBOAM W 00OpYyJIBaHe,
TEXHOJIOTUH, Teorpad)CKO MECTOMOJIOKEHUE, JOCTHI O CYPOBUHU;, YOBEUIKH PECYPCH, KATO
oOy4eHune, MPEeKUBSIBAHE, CIIOCOOHOCT 3a MPaBHIIHA MPELEHKA, TPOHHUIIATEIIHOCT U UHTYHIIUS
HA MEHUUKBPCKUS M TEXHUYECKUS MEPCOHAN;, OPTraHW3al[MOHHU MPAKTUKH, KOUTO (upmara
TpuJiara, 3a Jia TUIaHupa, KOHTPOJIUPA U KOOPIUHUPA CBOUTE (PU3UICCKH M YOBEIIKU PECypCH,
" J1a TY U3I0JI3Ba MPOAYKTHUBHO.

[locnemoBarennocTTa Ha HaBiaM3aHe Ha ¢upMata Ha masapa ce JeduHupa B
MOHOrpadusara Karo BpeMETO Ha IosBa Ha (upmara B €IHO HOBO WIM CBhIIECTBYBAIIO
IPOCTPAHCTBO (HampuUMep Iaszap, OTpachil MM Treorpad)CKd pPErvoH), B CpPaBHEHUE C
KOHKYPEHTUTE, TEXHOJOTHYHOTO PA3BUTHE, JXKU3HEHUS IIMKBJ Ha MPOAYKTa, WIH JPYyTH
oco0eHOCTH Ha cpepara. llutupanute B MOHOrpadusaTa H3CIEIBaHUS 10 rojsiMa CTEMeH
M3X0XAaT OT KOHLEMIUATA 3a MPEeIMMCTBOTO Ha I'bpBaTa (upMma Ha JaJieH mas3ap, Makap
MPOYYBAHMATA 1a 00XBaIIAT MPEAUMCTBATA U HEJJOCTATHIIUTE HA PA3IMYHH CTPATETUH OT IILT.
Ha BPEMETO — OT ITBPBUTE U paHHO HABIIM3AIINTE HA Ta3apa 10 KbCHO HABJIM3AIIUTE.

Crparerndeckara opueHTaIMs Ha (hupMata ce pa3riiexaa B MOHOrpadusTa KaTo HauuH,
0 KOMTO (hupmara ce ajantupa KbM OOKpbKaBamiara s cpeaa. Penuna usciaenBanus, nMaiiku
3a CBOSI OCHOBA TEOPUSTA HA CTPYKTYPHOTO CHOTBETCTBHE, KIACHPUIUPAT PUPMUTE CHIOPEN
MOJIEIUTE, TI0 KOUTO T€ CE€ aJanTHpaT KbM OOKpbKaBaliaTa cpeaa. Tesu Moaenu, HapudaHu
CTpaTeruvecku KoHpUrypamnuu/ CTpaTerndeckd OPUEHTAIINH, Ce MTpUJIarar, 3a Ja ce M3cle/IBa
Bpb3KaTa MEXIy cTparerusita Ha ¢Qupmata u HeWHuTe pesynratd. B MoHorpadusra e
M3CIIC/IBAHA TUIIOJIOTHsATa HA CTpaTerMMTe, OMHUCBAIla Bpb3KaTa MEXIy CTpaTeruyeckara
OpHEHTalus Ha pUpMaTa U HEMHUTE pe3yaTaTH, U3BECTHA KaTo Tumojorus Ha Maitic u CHoy.
Tazu TUNONOrUs € IIMPOKO H3MOJI3BaHA B CTPATETMUYECKUTE H3CIEABAaHUA, ThU KaTo TH
KOMOMHHpA KIIOYOBH €JIEMEHTH KAaTO CTpaTerHs, CTPYKTYpa, MPOIEC, U TAXHATA BPB3Ka C
pesyaTaTuTe Ha pupmara.

B I'maBa 3 na moHorpadusTa € uzcineaBana rpyna Ggakropu, OTHOCUMH KbM Ipoleca Ha
pa3paboTBaHe Ha HOBHS MPOAYKT. AHAIM3UPAHU Ca: HAIMYME HA CTPYKTYpHpaH MOAXO] Ha
pa3paboTBaHe Ha MPOAYKTA; BpeMe 3a IOCTUTaHe Ha MPOIYKTa JI0 Ma3apa; ChbCTaB Ha Mpolieca
Ha pa3paboTBaHEe HAa HOBHUS MPOJYKT; Ma3apHAa OpPHCHTAlUs HAa (upmara; B3auMOJCHCTBUE
MEXIy OTIENUTE, y4acTBalld B pa3pa0OTBaHETO Ha MPOAYKTa; U MOJAKpEena OT BUCIIETO
PBKOBOJICTBO Ha (hupmara.

[lo oTHOUICHWE Ha HAJMYMETO HA CTPYKTypUPAH TOJXOJ, HApUYaHO OIIE
dbopManm3aIys Ha poiieca Ha MPOyKTOBa MHOBAIHUS, B MOHOTpa(usATa € yCTAHOBEHO, Y€ TO3U
(dakTop ce pazOupa kaTo npuiiaraHe Ha (popMaTu3upaHu MPOIEAYPH 3a pa3paboTBaHe HA HOBUS
npoaykT. KoHnenmusTa 3a CTpyKTypupaH Mmoaxo] KbM Ipolieca Ha pa3padboTBaHe ce ohopms
ClIe/l KaTo KbM pa30MpaHeTo 3a eTalu Ha rpolieca ce 100aBsHe TOBA 32 TOUYKUTE HA pelleHue,
KaTo MpOLEAYypU 3a OTCSIBAaHE Ha IMOCTUTHATOTO HA MPEIXOAHWs eTam. B Ta3um dvact Ha
MOHOTpadusiTa ca aHAIM3UPAHHU U CHeNU(PUKUTE HA PA3IMYHH TUIIOJOTHH Ha MPOIECHTE Ha
paspaboTBaHe.

BpCMeTO 34 JOCTUI'aHC Ha IPOAYKTa 0 Ma3apa € U3CJICABAHO B MOHOFpaq)I/IHTa OT I'/L. T.
Ha CKOpPOCTTa Ha WMHOBAIIUUTC, T.C. CIIOCOOHOCTTA 3a 6’bp30 MMPpUABUIKBAHE OT UACUTC KbM



roToBUTE MpOAyKTH. [lo-BHUCOKaTa CKOpOCT € pe3yiTaT Ha HaMmalsiBaHE Ha BpEMETO 3a
pa3paboTBaHe — H3MUHAJIOTO BPEME OT HAYAJIOTO HAa TEHEPUPAHETO HA UAEATA IO BHBEKIAHETO
Ha TPOJYKTa HA Ta3apa. Y CTaHOBEHO €, Ue CTENeHTa Ha MPHUIIOKPUBAHE W B3aUMOJICHCTBUE
MEXIy ISHHOCTHTE IO pa3paboTBaHE HA HOBHM IPOIYKTH, MPHIAraHETO HA TEXHUYECKU
cpenctsa u (hopMaTHu METOIN, KAaKTO ¥ OPTraHU3aIMOHHUTE CIIOCOOHOCTH Ha JIUJIEpa Ha CKUTIA,
BB3JICHCTBAT 3HAUUTEITHO BbPXY BpEMETO 3a pa3zpaboTBaHe. Bbnpeku ye myOnukyBaHUTE 10
MOMEHTA IMPOYYBaHUS HE JIaBaT €JIHO3HAUCH OTrOBOpP HAa BBIIPOCAa UMa JIM BPb3Ka MEKIY
CKOpPOCTTa Ha MPOEKTA U yCIieXa Ha HOBUS MPOAYKT, HAIIUIIE € PACTSAI] HHTEPEC KbM CKOPOCTTa
Ha pa3pabotBaHe. [IpuumHa 3a TOBa € yOEKIEHHETO, ye OBpP30TO pa3paboTBaHEe HA HOBU
MPOAYKTH HOCH Ha (hupmara mpeauMcTBaTa Ha IbPBUS, HaBJIA3bJI Ha Ta3apa. bujeiku nbpBu
Ha na3apa, GUpPMHUTE MOTaT J1a yCTAaHOBAT TEXHOJIOTUYHU U CEKTOPHH CTaHAAPTH, Jla aHTKUPAT
OCKBJHU PECypCH M IOOCTAaBYMIM, Na HU3rpagiT KOHKYPEHTHU IIPEIMMCTBA IIpel IO-KBCHO
HaBJIM3AIIUTE, ¥ J]a CH OCUTYPST OJaronpusITHA TIO3UIUS HA Ta3apa.

BBB BpB3Ka chC ChcTaBa Ha Ipolieca Ha pa3paboTBaHe Ha HOB IMPOIYKT MPEJCTABCHHUTE
B MOHOTrpadusATa MPOyYBaHUs IMOKA3BaT, Y€ B MHOTO (DUPMU MPOIIECHT HA pa3pabOTBaHE MU
CTpaz[a oT CepI/IOBHI/I HEOOCTaThlH, NN B'bOGH_[e HC C"bH_[eCTBYBa. HGI[OCTaT’bI_[I/ITe ca CB'Lp?)aHI/I
C TOBa, Y€ JEWHOCTH HE CE M3BBPIIBAT TOTaBa, KOraTo € HEOOXOJMMO; WU TakKa, KaKTO €
HEOOXOJIMMO; WJIM TOJIKOBA J00pe, KOJKOTO € HEOOXOIMMO; JIUICBA ChITIACYBAHOCT U
KayecTBOTO Ha U3MBJIHEHHE HE € A00po. Hammie ca cuiHM JoKa3aTencTBa B MOAKperNa Ha
1oJi3ata OT MPUIBPKAHETO KbM SICHO CTPYKTYpHpaH MpOoIeC Ha pa3paboTBaHE HAa HOBUS
NpoayKT. B Tasm wact Ha MoHOrpadusaTa ca U3BEICHU HAKOJIKO IMOBTApSAIIX ce MpolieMa,
UMaIlll OTpaXE€HHE BBHPXY ChCTaBa Ha MpoIleca HA MPOIYKTOBA HMHOBAIlMsA, a WMEHHO:
BOXHOCTTA HA WHTCH3WBHATA TOJATOTBUTENIHA paboTa, MpeamecTBama ChIIUHCKOTO
pa3paboTBaHe; HEOOXOAUMOCTTA MPOLIECHT J1a UMa TaKbB ChCTAB U Ja BKJIFOYBA TAKMBA CTAIIH,
4ye na ObJe BOJEH OT HYXAWTE Ha maszapa W na Obae (okycupaH BBpXy HoTpedUTens,;
00CTOSATEICTBOTO, Y€ MPEBH3XOJICTBOTO HA MPOIYKTA HE € JOCTAThYHO 32 HETOBHS YCIIEX, U Ue
€ He00XO0IMMO TIOJI3UTE, KOUTO TOW MPEI0CTaBs, Aa ObJIaT ChOOIICHHU U pa3TilaceHu.

[Tazapuara opueHTanusi Ha ¢upmaTa MPUCHCTBA KaTO (DAKTOp 3a ycrex BbB BCHUUKH
MPOBEJICHN O MOMEHTa MEeTa-aHAUTUYHU MpOoyuyBaHUs. MapKeTHHroBaTa KOHIEHIUS KaTo
KpalbI'bJICH KaMbK Ha MOJEpHAaTa MapKETUHIOBa MHUCHJ IpUEMa, 4e, 3a Jla MOCTUTHAT
ycTounB ycmex, (upmure TpsOBa na OTKpUBAT U yJAOBIETBOPSBAT HYXIUTE Ha
norpedburenuTe mo-eheKTUBHO B CPaBHEHHE C TEXHHUTE KOHKYpeHTU. B pesynrar Ha TOBa
rojiiMa 4act OT JIUTepaTypaTa, IIOCBETEHA Ha Ma3zapHaTa OpUEHTalus, M3CIeABa JIOKOJKO
dbupMHTe IpHUIIAraT, WK ca CKIOHHU Ja MPUIarat, MapKeTHHTOBaTa KOHIICIIITUS

B3aumoneiictBueTo MEXIy OTIENWTE, ydacTBalld B pPa3pabOTBaHETO Ha HOBHUSA
MPOJYKT, C€ OTHACS 10 KOOPAWHALUATA U ChTPYJHUUYECTBOTO B PAMKHUTE Ha GUpMaTa, KakTo U
Mexy pa3nuyHu ¢pupmu. B MoHOrpadusaTa BB Bpbh3Ka ¢ TO3U (akTop ce UMaT MpeaABUA TPU
HeIlla: MbPBO, KOMYHHUKAILIUATA, UM 0OMeHa Ha HHpopMalns, MEXIy OTAeNuTe Ha pupmMaTa u
Mexy pupmara 1 Ipyru GupMH; BTOPO, y4acTUETO B IPOEKTUTE HA CHIEIUAINCTHU OT Pa3InYHU
(GyHKIIMOHATTHU 00JIaCTH; M TPETO, CTENEHTAa Ha B3aHUMOJCHCTBHE MEXAYy YYaCTHHUIIUTE B
Ipolreca Ha UHOBALIUH.

Ot rnenHa Touka Ha (oKyca CH NHpPOYYBaHMATA BBPXY MOAKpENnaTa Ha BHUCIIETO
PBKOBOJICTBO ca 000COOEHM B TPH TPYyNHU: MPOYYBaHUS Ha (pakTOpuTe 3a yCrex Ha HOBHUTE
MPOJYKTH; MPOYYBAHUS HA HaW-T00pUTE MPAKTUKU B Pa3padOTBAHETO HA HOBU MPOAYKTU; U
cneun(puyHU npoyuBaHus. [IpoyuBaHusTa OT IBPBUS TUI CA EMIIMPUYHU U3CIIEIBAaHUS, KOUTO
Ce 3aHMMaBarT C Bb3/ICHCTBHETO HA PA3IMUHU (PAKTOPU BBPXY PE3YJITAaTUTE OT pa3pabOTBAHETO
Ha HOBM NPOAYKTH, KaTO IMOJKpernara OT BHUCHIETO PHKOBOJCTBO € €IWH OT Te3U (aKTOpH.
[Tpoy4yBaHusATa OT BTOPUS TUI pa3KpHBAT CTAaHAAPTHU MPAKTHKH IIPU pa3pabOTBAHETO HA HOBU
IIPOJYKTH, 32 KOUTO € IOKa3aHo, 4ye ce ycnemHu. [I[poyuBaHusTa OT TpeTHs TUII ca TAKUBA, IPU



KOHUTO YYAaCTUCTO Ha BHUCHICTO PBKOBOACTBO € OCHOBHUAT WM CIAWUH OT HCHTPAIIHUTC
H3CJICABAHU BBIIPOCH.

B I'maBa 4 Ha MoHOTpadusaTa ca oOXBaHATH JIBE TPymnH (PaKTOPH 3a ycrexa Ha HOBUSA
MPOJYKT - 0OCOOEHOCTH Ha Tazapa U ocobeHoctu Ha ¢upmara. U3cnensanu ca aBa gaxropa -
MPUBJICKATEITHOCTTA Ha [1a3apa U CTUMYJIHpaIa pa3padoTBaHETO Ha MPOIyKTa GUpMEHa Cpe/ia.

Yacr Il Ha MmOoHOTpadusiTa € MOCBETEHA HA METOIOJIOTHATA HAa HACTOSIIIIOTO MPOyYBaHE.
T ce cbCcTOM OT YETUPH TJIaBU.

B I'maa 5 na moHorpadusta ca GopMyIupaHu OCHOBHUTE M3CJICIOBATEICKHA BHIIPOCH
U U3clefoBarenckuTe xumnote3u. Llenrta Ha MmoHorpadusaTa, KakTo U MPEAMETHT U 0OEKTHT Ha
U3CIIE/IBAaHETO Hail-001110 ouepTaBaT Kpbra OT BHIIPOCH, KOUTO Ca MPOYUYEHHU. 3a U3SACHSABAHE U
JIOpa3BUTHE Ha TMOCIEAHUTE ca (OPMYJIUPAHH OCHOBHUTE H3CJIEIOBATENICKU BBIIPOCH U
M3CIIEIOBATEICKUTE XUNOTe3u. OCHOBHUTE U3CIEAOBATEIICKM BBIIPOCH HA MPOYYBAHETO HAa
(dakTopuTe 3a ycrex Ha NPOAYKTOBUTE WHOBAIIMU BHB (prpMaTa OMpeACsT TJIABHUTE MAaCUBU
OT JIaHHH, KOWTO ca ChOpaHM BHB BPh3Ka C U3cieaBaneTo. B Mmonorpadusta ca hopmynupanu
MeT TPYMH U3CJIEOBATEIICKU BBIIPOCH U CBHP3aHUTE C TAX XUIIOTEe3U. Besika rpymna BBIPOCH €
CBBbp3aHa C HAKOS OT TpymnuTe (aKTOPH 3a YCIEeX Ha HOBHUTE MPOIYKTH, & WMEHHO C:
0COOEHOCTHTE Ha HOBUS MPOIYKT; CTpaTerusita Ha upmara; npouechT Ha pa3paboTBaHE Ha
HOBUS IPOAYKT; OCOOCHOCTUTE Ha Ma3apa; 1 0COOEHOCTUTE Ha (pupMarta.

B I'maBa 6 Ha MoHOTpadusTa Ca ONMMCaHU €TANUTE Ha pa3pabOTBaHE HA BHIIPOCHUKA U
OCHOBHMTE OJIOKOBE OT BBIIPOCH, KOUTO TOM ChaAbpkKa. PazpaboTBaHeTo Ha W3CIeI0BATEICKUS
MHCTPYMEHT MpPEMUHA I@pe3 YETUPHU IOCIEI0BATENHU CTHOKU. [IbpBO, HampaBeHO €
I'bPBOHAYAIIHO NTPOYYBAHE Ha IMyOJIMKALMUTE, UMAI OTHOLUIEHHE KbM 00EKTa U IpeaMeTa Ha
uscnenBane. Bropo, nposenenu ca 20 MHAMBUAYaATHU JbJIOOUMHHU HHTEPBIOTA C MEHUKBPH,
YUUTO OTTOBOPHOCTH Ca TSACHO CBBP3aHU C ACHHOCTUTE MO pa3padOTBaHe HA HOBU MPOIYKTH B
cboTBeTHaTa ¢upma. Tpero, pa3paboTeH € NHbpBOHAYaJeH BapHaHT Ha BBIPOCHUK Ha
KOJINYECTBEHOTO M3CIIEABAHE, KaTO Os1Xa B3€TH INpeaBU] KaKTO HAIMYHWUTE B JIMTEpaTypara
IIPOyYBaHMsI, TaKa U OTTOBOPUTE HAa MEHMJDKBPUTE, YUacTBAJIM B KaYECTBEHOTO NPOYYBAHE.
YerBbpTO, MPOBEACHO € NWIOTHO TECTBAHE HA NbPBOHAYAIHUS BBIPOCHUK cpex 12
MEHMJDKBPH, OTTOBAPSILH 32 pa3pabOTBaHETO HA HOBH MPOIYKTH.

I'maBa 7 Ha MOHOTpadusiTa € IOCBeTeHa Ha 000CHOBKA HAa U3BAIKOBHSI MOJIET U METO/A
3a cpOupaHe Ha aaHHuTe. llocieHOTO € HampaBeHO upe3 CTPYKTYPHUPAHO IEPCOHAITHO
MHTEPBIO U CTPYKTYpHpaHa epcoHaiHa OHJIAH aHKETa — C €IMH U ChIIl BEIPOCHUK. [IbpBHUHI
eIMHUIM Ha HACTOSIIOTO HM3CIIe/BaHE ca GUPMH, KOUTO (DYHKIIMOHUPAT HA TEPUTOPHUAITA HA
CTpaHaTa M ca aKTMBHM B pa3pabOTBaHETO HAa HOBU MPOAYKTH (Ipe3 mocienHuTe 24 mecena
IpeH U3CIIeIBAaHETO Ca BhBEJIM Ha Ma3zapa MoHe 2 HOBU MPoIyKTa). ['eHepanHaTa ChBKYIHOCT
BKJIIOYBA BCHYKH ()UPMH B CTpaHaTa, KOUTO KbM MOMEHTAa Ha MPOYYBAHETO Ca aKTHBHH B
pa3paboTBaHETO Ha HOBH NpOAyKTH. HaOmionaBaHu enuHMIM ca OHE3W MEHWKBPU B
OBPBUYHUATE €MHUILM, KOUTO OT IJeJHA TOYKAa Ha pasmpeleNeHHeTo Ha (yHKIuuTe B
KOHKpeTHaTa (pupMa OTroBapsT B HA-TOJIsIMa CTETIEH 3a MPOYKTOBUTE HHOBAIIMU. BBB Beska
I'bpPBUYHA €IMHUIIA € M3TbYCHA CaMo IO e/1Ha HabJro1aBaHa equHMIa. V3Baakara e u3inpueHa
0 CJIy4aeH Ha4MH OT 0a3a JaHHU, BKJIIOYBAIIA TOJISIM Opoit GUpMHU, KOUTO (PYHKIMOHUPAT HA
TEpPUTOPHUSATA HA CTpaHaTa M ca aKTUBHHU B JeWHOCTTa cH. ba3ata maHHM € mpuaodwuTa u
NEePUOANYHO aKTyalIn3upaHa OT areHIuATa 32 MapKETHHIOBU NIPOYYBAHUS BBB BPB3Ka C IPYTH
HEHM n3cnenoBatesicku npoekT. O6eMbT Ha peann3upaHara u3Baaka € 304 HabmarogaBaHU
eIMHUIIM B CHINUS OPOH MbPBUYHU €TUHHIIN.

I'maBa 8 Ha MOHOTpadusITa ONUCBA U3MEPBAHETO Ha KOHCTpYKIuuTe. Cies chO0upaneTo
Ha JaHHUTE U IIPeId TEXHUS aHAJIU3 Ca HallpaBEeHU HAKoU npeolOpasyBanusi. OT MpecTaBEeHUTe
HE3aBHCUMHU MPOMEHJIMBH Ca Ch3AaJ€HH HOBU KOMIO3UTHHU (CHCTaBHH) MPOMEHIMBH. Upe3
Ch3JaJICHUTE HOBU IIPOMEHJIIMBYU C€ IIOCTUTAT JBE LIEIHU: ITbPBO, IIOBUILIABA CE€ BEPOSATHOCTTA



€IHa UJIK ITOBEYC OT HOBUTC CJIOKHU ITPOMCHIIMBH 1d BB3ACHCTBA BBPXY YyCII€Xa Ha IIPOJAYKTA,
BTOpPO, HOBUTC CJIOXHH MMPOMCHJIMBU CC Pa3rjIC)KAAT KAaTO M3MCPCHU HAa MHTCPBAJIHA CKaJia,
KOCTO IMpaBU BE3MOKHO ITPHUJIOKCHUCTO HA MMAapaMETPUIHHU METO/IU 3a aHAJIM3 Ha 3aBUCHUMOCTH.
3a ICJIUTC Ha aHaJIM3a BCAKA OT IIPOMCHJIMBUTC € HOpMAJIU3HUpPaHaA.

Tpii KaTo MO CHIIECTBO YPe3 KOHCTPYHPAHETO HAa BBIPOCHHKA Ca CH3JIaJICHU HOBU
CKaJM, HalpaBeHa € MPOBEpPKa 3a HAIEKAHOCTTa M BalHAHOCTTa WM. KaTto Mspka 3a
BBTPCIIHATA CHIIACYBAHOCT HA BBIPOCUTE, KOUTO (opMHpaT cKajlaTa, € H3MOJI3BaH
koeurmeHThT anda Ha Kporbdax. KoHCTpyKkTHBHATA BATMIHOCT HA HOBATa CKaJya € MpoBepeHa
gpe3 MOTBBbprKAaBalll (aKTOpEH aHalu3.

Pesynrarure or n3cienBaHe Ha 3aBUCUMOCTUTE MEKIY KOHCTPYKTUTE U 3aBHCHUMUTE
IIPOMEHJIMBH Ca YCTAHOBEHU UpE3 IPHIIOKEHNUE Ha KOpeNauoHeH aHainu3. OHe3H IPOMEHIIUBH,
IpU KOUTO KOE(PUIMEHTUTE Ha KOpeJalus MEeXJy HOBUTE NMPOMEHJIUBU (KOHCTPYKLHUHU) U
3aBUCUMHTE IPOMEHIIMBHU Cca CTATUCTUYECKU 3HAYMMM, UMAT XapakTep Ha (pakTopu 3a ycnex Ha
HOBHTE MPOIYKTH B OBIArapcKuTe PUpPMH.

Yact III Ha MoHOrpadusaTa chbaAbpKa pe3yiTaTUTE Ha MPOYUYBAHETO Ccpell ObJIrapcKu
¢upmu. B rmaBu 9, 10 u 11 ca npeacraBeHr METOUTE 3a aHAIU3 HA IAHHUTE, PE3yJITAaTUTE OT
MpoBepKaTa Ha M3IUTHATUTE XMIOTE3M M Cca TMOJIOKEHW Ha JUCKYCHUsS HalpaBEeHUTE
KOHCTaTallHH.

Pesynarature mnokasBar, ue ONM30 TOJOBMHATA OT YCTAHOBEHUTE B MPEIUIIHU
U3CIIEIBaHMSI BPBH3KH U 3aBUCUMOCTH MEKIY (DaKTOPHUTE 3a YCIeX Ha MPOJTyKTOBUTE HHOBAITUU
HE ce MpOosBSIBAT MO ChIIMSA HAYMH B KOMIIAHUUTE B Haimiata crpaHa. JleBeTHazeceT ot
(dbopMyIpaHUTE B IPOYYBAHETO OOI0 YETUPHUIECET U €HA U3CIIEeI0BATEIICKH XUIIOTE3H, HE CE
MOTBBPK/1aBaT.

W3mexy BCUYKH OOCTOSITENICTBA, KOMTO BB3JICHCTBAT BHPXY PE3yJITATUTE HA HOBUTE
MPOAYKTH, HAW-TOJISIMO 3HAaU€HUE UMaT IeT (pakTropa, MoApeIeH! 0 HaMaJIsBalll Pell Ha CBOETO
BB3/eicTBUE: (1) CHOTBETCTBHE HA MPOJAYKTA C HYKIUTE HA MoTpeduTens, (2) moaxpemna 3a
HOBHUSI MIPOJYKT OT BUCIIETO PHKOBOJACTBO, (3) MpeInMCTBO Ha MPOAYKTa, (4) MO3HABAHE HA
NOTPeOUTETUTE KaTO EIEMEHT Ha Ma3apHaTa OpHUEeHTAIMs, U (5) TEXHOJIOTUYHA CHHEPTUSI.

OT r71.7T. Ha BB3JCHCTBUETO UM BbPXY PE3YJITATUTE HA HOBUTE MPOIYKTH HAW-TOJISIMO €
3HAYEHUETO Ha (paKTopuTe, 00EAMHEHU OKOJI0 0COOEHOCTUTE Ha HOBHS POoAyKT. He mo-manko
B)KHA 32 PE3yJITATUTE HA HOBUTE MPOJIYKTH € Tpynara (akTopH, CBbp3aHa ChC CTPATETUATA HA
dupmaTa 3a HOBHTE NpPOAYKTH. Jlpyra BakHa, Makap M C IO-MQJKO 3HAYEHHE, Tpyla
oOcTosATencTBa ce opopmsi OKOJIO TIpoIieca Ha pa3padoTBaHe HAa HOBUS TPOAYKT. [IpoyuBaneTo
MIOKa3Ba, Y€ OTHOCUTENIHO M0-cada poJis UMaT 0OCTOSITENCTBATA, CBbP3aHU ¢ 0COOEHOCTH Ha
¢dbupmaTa 1 0COOCHOCTH Ha Ta3apa.

12 ot 06mo 29 u3cienBaHu HE3aBUCHMH MPOMEHJIMBH HE TMOKa3BaT CTATUCTHYECCKU
3HAYMMa KOpenamusi CbC 3aBUCHMUTE TPOMEHJIMBH, TMPEACTABANIA PE3yJTaTUTE OT
pa3paboTBaHETO HAa HOBU MTPOYKTH.

N3n0xeHneTo 3apbplliBa ChC 3aKI0YEHUE, U3I0I3BAHA JIUTEpATypa U MPHIIOKEHHUS.
SUMMARY

The topicality and significance of the monograph are related to the fact that successful
new products are among the major means of competition. The need of new product
development is also increasing due to the entry of more and more markets into the stage of
maturity. In many sectors of the economy, company growth is possible mostly by retaining
current customers and not so much by the influx of new ones. There is an increasingly rapid



“ageing” of products manifested in their relatively shorter life cycle. It is important to note that
product innovations are one of the company approaches to achieving organic growth.

In the meantime, studies show that product innovations are a risky venture. The high
probability of product innovations failure, on the one hand, and the growing number of projects
for development of new products, on the other, add significance to the study of success factors
in new product development.

The object of research in the monograph is the processes of development of new
products by Bulgarian companies. The subject of research is the success factors of product
innovations. These factors include all circumstances affecting the results of new product
development.

The objective of the monograph is to establish the curent state, specifics and
manifestation of the success factors for product innovation in Bulgarian companies based on
empirical research.

This objective is fulfilled by completing the following major tasks: first, the results of
studies carried out so far and focused on the research of the factors affecting new products
success have been investigated and systematised; second, research methodology has been
developed and a research toolkit for the study of new products of Bulgarian companies has been
validated; third, empirical information has been gathered with regard to the manifestation of
success factors in Bulgarian companies; fourth, the collected information has been processed
and analysed in order to clarify the research questions and to test the formulated hypotheses;
fifth, the obtained results have been evaluated from different points of view, implications have
been formulated and conclusions have been made.

Structurally, the monograph consists of an introduction, three parts including eleven
chapters, a conclusion, bibliography and appendices.

The results of the studies published so far and focused on the success factors for product
innovations are systematised in Part | of the monograph. The main body of the monograph is
structured by groups of factors and individual factors.

Chapter 1 of the monograph presents the group of factors related to the specific features
of a new product. In particular, it deals with the study of the product advantage compared to
competitor products; product conformance with customer needs; the correspondence between
product price and parametres; and product innovation.

In terms of product advantage, it has been established that the definitions given by
different scholars vary with regard to the components that constitute product advantage. In the
publications on this topic, there are more than a dozen different definitions of product
advantage. The recurring elements in them are the concepts of product quality, consumer
benefits, and product superiority. A number of studies found out that the most significant factor
related to the new product success is its uniqueness and superiority. These product features
have been studied along with the manifestation of other factors such as product quality; product-
related costs; product novelty; product ability to solve a consumer problem; consumer-
perceived product superiority. It is concluded that in the more recent studies, product advantage
is defined as product superiority in terms of functions, quality or costs from the consumer point
of view or as superiority or differentiation compared to competitor offers.

Product conformance with customer needs involves product qualities such as being
unique, superior, useful, and so on attributed by consumers and, therefore, based on the deep
understanding of consumer needs, wants, problems, likes and dislikes. The fulfilment of this
requirement means that consumer needs must be clear from the beginning of the new product
development. The consumer’s voice must be heard at the start of the project. The reason for this
is to define both the stated visible consumer needs and the hidden consumer needs and desires.



Unmet and unformulated needs are a greater challenge, but they lead to the development of new
products with a high degree of novelty. It should be defined what consumers are sensitive to,
their problems and what they actually look for in a superior product.

With regard to the correspondence between product price and parametres, the
monograph examines the determination of the appropriate price for a new product. When
determining the initial price interval, the maximum price depends on the consumer perceptions
of the value of the seller’s offer. Direct variable costs mark the minimum price. The appropriate
price is in this interval. Competition can reduce the maximum price and company goals to cover
part of its indirect costs along with certain regulatory requirements can increase the minimum
price. Taking into account all these factors makes the price interval considerably narrower.
Depending on the type of product and the specifics of demand and competition, the final price
interval can be too large or non-existent.

The fourth factor considered in this chapter of the monograph is product innovation. It
is justified that the major approach to innovation sees it as meaningful uniqueness. According
to this approach, a result is innovative if it is new and appropriate. Novelty is related to the
extent to which the new product is different from its rival alternatives. On the other hand, the
extent of product appropriateness is determined by the extent to which it is useful, meaningful
and necessary to the consumer compared to rival offers. It has been found out that even though
product novelty and appropriateness are two different dimensions, resrearchers combine them
to develop an overall and comprehensive concept of innovation.

Chapter 2 of the monograph deals with the factors related to company strategy.

First of all, this chapter summarises the main concepts of the resource-based theory of
the company. It is presented as a managerial concept used to identify those strategic resources
of the company that have the potential to give it a comparative advantage. These are also the
resources that a company can use to achieve a sustainable competitive advantage. The resource-
based theory draws managers’ attention to company internal resources in an attempt to identify
those assets, capabilities and competences that have the potential to lead to significant
competitive advantages.

Second, the chapter considers the theory of dynamic capabilities. This concept refers to
the company capability to integrate, develop and reconfigure its internal and external
competences so as to adapt to the rapidly changing environment.

Third, this chapter deals with a group of factors related to company strategy such as
marketing synergy, technological synergy, the quality and quantity of the available resources,
the sequence of company entry into the market, and company strategic orientation.

Marketing synergy is defined as the correspondence between the existent marketing
skills of a company and the marketing skills needed for the successful execution of a project
for the development of a new product. A considerable number of studies are cited in the
monograph. They reveal the role of marketing capabilities for the achievement of certain results
by the company in general and in particular - the results of new product development. Research
shows that the benchmarking of marketing capabilities is a way to gain a sustainable
competitive advantage. It establishes that, first, the marketing capabilities leading to a better
company performance can be identified and, second, the difference in the marketing capabilities
between a company and the best benchmark-companies (including both competitors in the
sector and companies outside it) is largely due to the difference in company results.

In terms of technological synergy, in the monograph it is seen as the correspondence
between the existent technological skills of a company and the technological skills needed for
the successful execution of a project for new product development. A technological capability
is the capability to perform each necessary technical function or repetitive activity in a
company, including the capability to develop new products and processes as well as to use the



available facilities effectively. To sum up, the research on technological capabilities presented
in the monograph is seen as a possibility for a company to use efficiently the technological
knowledge of development and improvement of products and processes.

In terms of the quality and quantity of the available company resources, in the
monograph company resources include all assets, capabilities, organisational processes,
company attributes such as information, knowledge, etc., controlled by a company and enabling
it to develop and implement strategies, that in turn, improve its efficiency and effectiveness.
These resources are classified into three categories: physical resources such as factories,
equipment, technologies, geographic location, access to raw materials; human resources such
as training, experience, ability to make good judgement, insight and intuition of the managerial
and technical personnel; organisational practices used by a company in order to plan, control
and coordinate its physical and human resources as well as to use them efficiently.

The sequence of company entry into the market is defined in the monograph as the time
of appearance of the company in a new or existing place (e.g., a market, industry or
geographical region), compared to competitors, technological development, product life cycle
or other specific features of the environment. The studies cited in the monograph are largely
based on the concept of the advantage of the first entrant in a market, although they consider
the advantages and disadvantages of different strategies in terms of time — from the first and
early market entrants to the late ones.

Company strategic orientation is considered in the monograph as a way of company
adaptation to the environment. A number of studies based on the theory of structural
correspondence classify companies according to the business models they follow to adapt to
the environment. These models, also called strategic configurations/strategic orientations, are
applied to examine the relation between company strategy and performance. The monograph
studies the strategy typology describing the relation between company strategic orientation and
performance, which is also known as Miles and Snow typology. This typology is widely used
in strategic research because it combines key elements such as strategy, structure, process, and
their relation to company performance.

Chapter 3 of the monograph examines the group of factors related to the process of new
product development. It analyses: the availability of a structured approach to product
development; the time needed for the product to reach the market; composition of the process
of new product development; market orientation of the company; interaction between the
departments involved in product development; and support from company top management.

In terms of the availability of a structured approach to product development, which is
also called formalisation of the process of product innovation, it is found in the monograph that
this factor is seen as the implementation of formalised procedures for new product development.
The concept of a structured approach to the process of development is formed after adding to
the understanding of the process stages and the understanding of decision points seen as
procedures for sifting the achievements of the previous stage. In this part of the monograph,
there is an analysis of the specifics of the different typologies of the processes of development.

The time needed for the product to reach the market is examined in terms of innovation
speed, i.e. the ability to rapidly turn ideas into finished products. Higher speed is the result of
the reduction in development time — the time from the generation of an idea to the product
introduction on the market. It is established that the extent of overlap and interaction between
the activities related to new product development, the use of technical means and formal
methods as well as the organisational skills of the team leader affect significantly development
time. Even though the studies published so far do not provide an unambiguous answer to the
question of whether there is a relation between project speed and new product success, there is
an increasing interest in development speed. The reason for this is the belief that rapid new
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product development gives a company the advantages of the first entrant into the market. Being
the first in the market, companies can establish technological and sector standards, engage
scarce resources and suppliers, develop competitive advantages over late entrants, and ensure a
favourable market position.

In terms of the composition of the process of new product development, the research
presented in the monograph shows that in many companies the process of development either
has serious weaknesses or does not exist at all. The weaknesses are related to the fact that some
activities are not duly conducted; or as supposed to be performed; or as good as they should be;
there is a lack of coherence and the quality of implementation is poor. There is strong evidence
in support of the benefits of adhering to a clearly structured process of new product
development. Several recurrent problems are dealt with in this part of the monograph. They
affect the composition of the process of product innovation and are as follows: the importance
of the intensive preparatory work preceding the actual development; the need for the process to
have such composition and include such stages that it is driven by market needs and customer-
focused; the fact that product superiority is not sufficient for its success and that it is necessary
to raise the awareness of the benefits it offers.

Company market orientation is considered a success factor in all meta-analytical studies
conducted so far. Being a cornerstone of modern marketing thought, marketing concept
assumes that in order to achieve sustainable success, companies should establish and meet
consumer needs more effectively compared to their competitors. As a result, a considerable part
of the literature on market orientation examines the extent to which companies apply or are
willing to apply marketing concept.

The interaction between the departments involved in product development is related to
the coordination and cooperation within a company as well as between different companies.
Three things are considered in the monograph with regard to this factor: first, the
communication or the information exchange between company departments as well as between
a company and other companies; second, the participation of experts from different functional
areas in the project; and third, the extent of interaction between the participants in the process
of innovation.

According to their focus, the studies on company top management support are divided
into three groups: studies of the success factors of new products; studies of the best practices in
new product development; and specific studies. The first group of studies includes empirical
studies that deal with the impact of different factors on the results of new product development
with company top management support being one of these factors. The second type of studies
considers the standard practices of new product development that have proven successful. The
third group includes studies in which senior management participation is the major or one of
the main research problems.

Chapter 4 of the monograph focuses on two groups of success factors for new products
—market specifics and company specifics. Two factors are examined: market attractiveness and
the company environment stimulating new product development.

Part Il of the monograph is devoted to the methodology of the present research and
includes four chapters.

The main research questions and the research hypotheses are formulated in Chapter 5.
The purpose of the monograph as well as the research object and subject outline the range of
the issues that have been studied. The main research questions and the research hypotheses are
formulated in order to clarify and elaborate on these issues. The main research questions of the
study of the success factors for company product innovations determine the major data sets
collected for the research. Five groups of research questions and the hypotheses related to them
are formulated in the monograph. Each group of questions is related to some of the groups of
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success factors for new products and in particular with: new product specifics; company
strategy; the process of new product development; market specifics; and company specifics.

The stages of the questionnaire development as well as the main sections of questions it
includes are described in Chapter 6 of the monograph. The development of the research tool
went through four successive steps. First, an initial study of the publications related to the object
and subject of research is made. Second, 20 individual in-depth interviews are held with
managers whose responsibilities are closely related to the activities for new product
development in the given company. Third, an initial version of a quantitative survey
questionnaire is developed, taking into account both the studies available in the literature and
the responses of the managers involved in the qualitative survey. Fourth, a pilot test of the initial
questionnaire is conducted among 12 managers in charge of new product development.

Chapter 7 of the monograph is devoted to the justification of the sample model and the
method of data gathering. The latter is done by using a structured personal interview and a
structured personal online survey with the same questionnaire. The primary units of the current
study are companies operating in Bulgaria which are active in new product development (in the
last 24 months before the study they have introduced at least two new products on the market).
The general aggregate includes all companies in the country that are active in new product
development at the time of the survey. The observed units are those managers from the primary
units who in terms of the distribution of functions in a given company, are in charge of product
innovations to the greatest extent. In each primary unit, there is only one observed unit. The
sample is randomly selected from a database, including a large number of companies that
operate in the country and are active. The database is received and periodically updated by the
marketing research agency in relation to its other research projects. The volume of the realised
sample is 304 observed units in the same number of primary units.

Chapter 8 of the monograph describes the measurement of the constructions. After the
collection of the data and before their analysis, some transformations are made. New composite
variables are created from the given independent variables. Two goals are achieved by the
creation of the new variables: first, the probability for one or more of the new composite
variables to affect product success increases; second, the new composite variables are
considered as measured on an interval scale which makes it possible to apply parametric
methods for dependency analysis. Each of the variables has been normalised for the purposes
of the analysis.

Since, in essence, the preparation of the questionnaire leads to the creation of new scales,
a check has been made of their reliability and validity. The Cronbach’s alfa coefficient is used
as a measure of the internal coherence of the questions forming the scale. The construct validity
of the new scale is checked by a confirmatory factor analysis.

The results of the study of the dependences between the constructs and the dependent
variables are established by the application of correlation analysis. The variables in which the
correlation between the new variables (constructs) and the dependent variables is statistically
siginificant are the success factors for the new products of the Bulgarian companies.

Part 11l of the monograph includes the results of the study on Bulgarian companies.
Chapters 9, 10 and 11 present the methods of data analysis, the results of the hypotheses check
and a discussion of the findings.

The results show that almost half of the relations and correlations established in previous
studies between the success factors for product innovations do not manifest themselves in the
same way in the companies in Bulgaria. Nineteen of the forty-one hypotheses in the study did
not confirm.

Of all circumstances affecting new products performance, five factors have the greatest
impact and they are presented in a descending impact order: (1) product conformance with
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customer needs, (2) senior management support for the new product, (3) product advantage, (4)
knowledge of consumers as an element of market orientation and (5) technological synergy.

In terms of impact on new product results, the most significant factors are the ones
grouped around new product specifics. The group of factors related to company strategy for
new products is no less important for the results of the new products. Another important, though
less significant, group of circumstances is formed in relation to the process of new product
development. The study shows that the circumstances related to company and market specifics
have a relatively minor role.

Twelve out of the twenty-nine independent variables studied do not show a statistically
significant correlation with the dependent variables presenting the results of new product
development.

The main body ends with a conclusion, a bibliography and appendices.

2. MapunoB, Kpacumup, PazpaGoTBaHe Ha HOBHM NMPOAYKTH B ObJrapckure (pupMmmu:
CobcTosinne u npeausBukaresicrsa, C., U3parencku kommiexke — YHCC, 2019, 178 c.
(ISBN 978-619-232-178-9)

PE3IOME

Kuurara ,,PazpaborBane Ha HOBHM MpOIyKTH B Obarapckute ¢upmu: ChCTOSHUE U
MpeIM3BUKATENICTBA™ € HalKcaHa Ha 6a3a Ha TUCepTallMOHHUS TPy Ha aBTOpa, 3aIlIUTEH Mpe3
2006 T.

B yYBOJa Ha KHUI'aTa € o0ocHOBaHa AKTYAJIHOCTTAa Ha HU3CJICABAHCTO Ha (baKTopI/ITe 3a
YCIICX B pa3pa60TBaHeTo Ha HOBU MPOAYKTH U Ca IPCACTABCHU U3CJICAOBATECIICKATA TC34, LICJITA,
3aJa4uTe, 00ekTa u npeaMeTa Ha U3CJICABAHC.

Pa3zpaboTBaneTo M BBHBEKIAAHETO HA Ia3apa Ha HOBU MPOAYKTH € MbPBOCTEIIEHHO IO
BaXHOCT OpBXHE B apceHalla Ha ChbBPEMEHHHUS MAapKETHHT. PemaBamoro My 3HadeHHE ce
IPEANIOCTaBsT OT POJIATA, KOSATO NMPOJAYKTOBUTE PEIICHHS MMAT MO0 OTHOIICHHE Ha BCHYKU
OCTaHaJIM MapKETHHIOBU pemeHus. HeoOXoIuMocTTa OT HOBHU MpEAIOKEeHUs KbM I1a3apa, B
TOBA YUCIIO OT HOBU MPOIYKTH, KOUTO ca CIIOCOOHU J1a TPUBJIEKAT U 3aIbpKaT BHUMAHHUETO U
MOKyTIaTeTHaTa CHOCOOHOCT Ha TOTPEOUTENs, € PEaTHOCT M NPEIU3BUKATEICTBO KBM
Oparapckute Gupmu.

Heo6xomumMocTTa OT yCHEeIHM HOBU MPOAYKTH MOCTaBsl ¢ OCTPOTa pEAMLiAa BBIPOCH.
KakBa e cmocoOHOCTTa Ha OBJrapckute GUpMH [a peaau3upar YCHEIIHH MPOTYyKTOBU
uHOBanMu? [OTOBM 1M ca Ja OTrOBOPSAT HA pacTsIIMs HAaTUCK Ha BbTpeEIlHAaTa,
obIoeBporneiickata ¥ CBETOBHaTa KOHKypeHLIMA? MoraT M IOCTOSHHO, a HE caMo
MHIMICHTHO, J]a IpeJiaraT KOHKypEeHTOCIIOCOOHH HOBU MPOIYKTH Ha BCE MO-TIPETEHIIUO3HUTE
naszapm, Ha kouto onepupar? Kak TpsOBa na ce ympapisiBaT MPOJYKTOBUTE MHOBALIUK BbB
bupMuTe, Taka 4e Ja ce OTTOBOPU Ha M3MCKBAHUATA KbM TAX? 3a OTTOBOP Ha T€3H, KAKTO U Ha
MHOXECTBO JIPYTH BBIIPOCH, Ca HEOOXOJUMHU €MIUPUYHH HM3CIICABAHUSA, KOUTO Ja Pa3KpUAT
IpaKTHKaTa Ha ObJarapckuTe GUPMH 10 OTHOILIEHHE Ha pa3pabOTBaHETO HA HOBU MPOJIYKTH.

KbM Hacrosmuss MOMEHT B Hallara CTpaHa JIMIICBAT €MIIMPUYHM H3CIICIBAHMS HaA
BbTpeIIHOpUpPMEHUTE (haKTOpH 3a ycreX Ha MPOAYKTOBUTE HHOBaMU. OTChCTBA HH(OpMaLKs
3a TOBA KaK M3IJIEK/]a MHOBAIlMOHHATA IEHOCT Ha CbBPEMEHHUTE OBITrapcku (GUpMH.

Hacrosmara kHAra € OnuT a ce OTTOBOPY Ha HaspsulaTa Hy)KJa OT yCTaHOBSIBaHE Ha
CbCTOSIHUETO Ha (axkTopuTe BBB (UpMaTa, BIUSCIIM BBPXY yclieXxa HAa HOBHUS IMPOIYKT.
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AKTyaJTHOCTTa Ha KHHMraTa ce M3pa3sBa B TOBa, Y€ C €MIIMPUYHO NPOYYBaHE B OBITapCKH
bupMu ca paskputd OcoOEHOCTHTE Ha (PAaKTOpUTE, KOUTO BIMAAT BBPXY Yycmexa Ha
MPOJIYKTOBUTE HHOBAIMU. Pe3ynTature Ha Mpoy4YBaHETO ca OCHOBA 3a (OPMYJIMPAHUTE B HETO
KOHKPETHH TPENoOpbKU 32 YChbBBPIIEHCTBAHE Ha MHOBALMOHHATa JAEHHOCT Ha OBJIrapcKuUTe
KOMIIaHUH.

Te3aTa Ha HacTosIaTa KHHUTa €, 4€ 3a ChBPEMEHHUTE OBITapCKu (PUPMU € TIo-
XapaKTepEeH pPEaKTUBEH OTKOJKOTO IPOAKTHBEH IOJXOJ KbM pa3padOTBaHETO Ha HOBH
MPOJIYKTH.

[lon peakTHBeH mojaxoa Ha (upMaTa KbM pa3pabOTBAHETO HA HOBU NPOAYKTHU HUE
pa3bupaMe TakoBa MIpPOSBICHHE Ha (PAKTOPUTE 3a yCIeX Ha HOBUSA MPOIYKT, MPU KOETO
¢upmMaTa He ce BB3ION3BA B IBJIHA MsApa OT BH3MOXKHOCTHTE, KOMTO MMa B 00JacTra Ha
pa3paboTBaHeTO Ha HOBH MpoAyKTHU. [Ipu To3u moaxoa KoMHnaHusATa pearupa Ha CbOUTHS WK
BB3JICHCTBUS a HE IeHCTBA MbpBa 3a TSIXHATa MPOMsIHA WM NpeaoTBpataBane. [Ipu ¢pupmure ¢
PEaKTHUBEH MOIX0/ KbM pa3pab0TBaHETO HA HOBM MPOAYKTH KOMITAHHUATA CaMO ce choOpa3siBa
C 00CTOSATEICTBA, KOMTO Ca BHHIIHH U HEKOHTpOJIHpyeMH OT Hes. [Ipu pupmure ¢ peakTuBHO
noBesieHre (pakTOpPUTE 3a yCIieX He ce yIpaBisBaT onTuMaiHo. [lo oTHomIeHue Ha TIX He ce
B3€MaT Hal-NIpaBUJIHUTE perieHns. DakTopuTe 3a yclex He ce U3I0JI3BaT KaTO MHCTPYMEHTHU
3a aKTMBHAa MAapKETUHrOBa MOJUTUKA. [lO-KOHKpETHO, pPEAaKTUBHUAT MOAXOJI KbM
pa3pa0oTBaHETO Ha HOBU MPOJAYKTH HaMHpa Hu3pa3 B: OLEHKA HAa HOBUTE MPOIYKTH
M3KIIOYUTETHO C (DUHAHCOBU IMOKas3aTelM; HEMbIHO (opMylupaHe U HEAOCTAThUHO
M3II0JI3BAHE HA CTPATETHsATa 32 HOBUTE MPOIYKTH Karo (haKkTop 3a ycrexa MM; HelpaBHIIHA
OpraHM3alys ¥ HeMbJeH ChCTaB Ha Mpolleca Ha MPOAYKTOBAa MHOBAIMs; HE3aJOBOJIMTENHA
MHTETpaLus MEX/1y 3B€HaTa, aHraKUPaHU ¢ pa3paboTBAHETO Ha HOBU MPOAYKTH.

[Ton mpoakTHBeH MOAX0J] Ha (pupmaTa KbM pa3pabOTBaHETO HA HOBU MPOAYKTH HUE
pa3brpamMe TakoBa ChCTOSIHUE Ha (PAKTOPUTE 3a yCIIeX Ha HOBUS MPOIYKT, IPH KOETO (pupmara
OTIOJI30TBOPSIBA B ITBJIHA CTEIIEH BB3MOXXHOCTUTE CH B cdepaTa Ha pa3pabOTBaHETO Ha HOBU
npoayktu. [Ipu To3u moaxoa KoMIaHusATa IpeanpruemMa IeHCTBUS 3a J1a IpeIn3BUKa IPOMSHA
a He caMO pearupa Ha Hes Koraro Ts Bb3HMKHE. [Ipu ¢upmuTe ¢ MPOAKTHUBEH MOAXOJ KbM
IPOJYKTOBUTE MHOBALMU (PaKTOPUTE 32 YCIIEX HAa HOBUTE NMPOAYKTU CE€ YIPABIABAT Taka, ye
KOMIaHUATA J1a BIUsie BbpPXY cpenara cu. [lpu ¢pupmute ¢ mpoakTuBHO NoBeaeHNEe GaKTOpUTE
3a ycCIIeX ce yNpaBisaBaT ONTUMaIHO. [Io OTHOIIEHNE Ha TAX ce B3eMaT NPABWIHU PELICHUS.
daxkTOpUTE 3a yCIEX €€ M3MOJI3BAT KATO MHCTPYMEHT 3a aKTHBHA MAapKETUHIOBA IOJUTHKA.
[TpoakTUBHUAT OIXOJ KbM pa3pabOTBaHETO HAa HOBU MPOAYKTH HAMHUPA M3pa3 B: OI[EHKA Ha
HOBUTE MPOIYKTH HE caMO C ()MHAHCOBH, HO U C MAPKETUHTOBU M TE€XHUKO-TEXHOJIOTUYHU
MOKa3aTeNn; CTpATEerusITa 32 HOBU NMPOAYKTU € (opMyJHpaHa IBIHO M C€ pasriexia KaTo
CHUCTEMa OT pEIIEHHUs, KOUTO 5 ChCTAaBAT; MPOLECHT Ha pa3paboTBaHE HA HOB MPOIYKT €
MPABUJIHO OPTaHU3UPAH U C ONTUMAJIEH ChCTaB; 3aJ0BOJUTENIHA HHTErpallusl MEX/1y 3BeHara,
aHTaXUPaHU C pa3pabOTBAHETO Ha HOBU MPOIYKTH.

IlenTa Ha HACTOAIIOTO M3CJIEIBAHE € J1a CE PAa3KpHUAT XapaKTepa U OCOOCHOCTUTE Ha
(dakTopuTe, KOUTO BIMSAT BBPXY pPE3YJNTATHTE OT pPa3pabOTBAaHETO HAa HOBU TNPOIYKTH B
Obpnrapckute pupMu. Tazu 1en e peanusupaHa MOCPEACTBOM pEIlIaBaHE HA HAKOJIKO OCHOBHH
3aJjayd. M'bPBO, pa3KpUBaHE Ha (AKTOpUTE, KOUTO Ha (UPMEHO HUBO BIUSAAT BBPXY
pa3pabOTBAaHETO HA HOBU MPOAYKTHU; BTOPO, AHAIM3UPAHE HA CHIIHOCTTa U OCOOCHOCTUTE HA
paskputuTe (HaKTOpH; TPETO, apryMEHTHUPAHE Ha METOOJOTUS M METOJMKA 3a €MIIMPHUYHO
npoyuyBaHe Ha (hakropuTe 3a yclex Ha HOBUTE NPOAYKTH, UYETBBPTO, Ha OCHOBAaTa Ha
EeMIIMPUYHU JaHHU OYepTaBaHE Ha CIEeUU(UYHOTO MPOsBIICHHE Ha (HaKTOPUTE 3a yCIeX B
pa3paboTBaHETO Ha HOBU MPOAYKTHU B ObJrapckute hpupmu; nero, GopMysiipaHe Ha KOHKPETHH
IPENOPBKY 32 YChbBBPIIEHCTBAHE HA MPOAYKTOBUTE MHOBAIMU BbB (DUPMUTE.
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OO0ekT Ha U3ClIeABAHETO € Pa3padOTBAHETO HA HOBU MPOAYKTH B OBJITapCKUTE PUPMHU.
[lpeamer Ha wu3cnenBaHeTo ca (HAKTOPUTE, KOUTO BIMSAT BBPXY pe3yJTaTHTE Ha
pa3paboTBaHETO HAa HOBU MPOIYKTH.

B nbpBara riaBa Ha KHUraTa ,, [ €OpEeTUKO-METO10JIOTMUECKU ACTIEKTH Ha U3CIIEABAHETO
Ha (aKTOpUTe 3a yCIeX Ha HOBUTE MPOJYKTU™ ca pEIICHU JIBE 3aJjauu: IIbPBO, PA3KPUTH ca
¢daxTopuTe, KOUTO Ha (PUPMEHO HUBO BIHUSAT BbPXY PE3YIATATUTE OT pa3pabOTBaHETO HA HOBU
MPOAYKTH, U BTOPO, aHATM3HPAHH Ca CHITHOCTTA H 0COOeHOCTUTE Ha akTopuTte. Te3n 3amaun
ca PELIeHU KaTo ca M3CIEABAHM HAYMHMTE, 110 KOMTO, U CTENEHTa, B KOSATO MPOOJIEMBT 3a
¢dakTopuTe 3a ycrnex B pa3pabOTBaHETO HAa HOBU MPOJIYKTH € pa3paboTeH OT Jpyru
u3cinenosareny. Ha Ta3m ocHOBa ca apryMeHTHPaHU COOCTBEHUTE BMIKIIAHHS 10 pas3TiielaHuTe
BBIIPOCH.

B nbpBa Touka Ha ry1aBata € U3CcielBaHO U3MEPBAHETO Ha yCIeXa Ha HOBUTE MPOIYKTH.
Jloka3zaHo e, 4e OT e[jHa CTpaHa, ChUIECTBYBa HEOOXOAUMOCT OT JedUHUPAHE U U3MEpPBaHE Ha
ycrexa, peci. IpoBajia, Ha HOBUS NPOAYKT, a OT Jpyra, JIMICBAT YTBBPJAEHH U OOIIONPUETH
MOJIXOIU KbM YCTAHOBSIBAHETO M M3MEPBAHETO Ha PE3yJITAaTUTE HA MHOBALMOHHATA JEWHOCT
BbB upmMara. AHaJIU3BT HA MyOIUKYBaHU 10 MOMEHTA U3CIIEABAHMS [TOKa3Ba, Y€ U3MEPBAHETO
Ha pe3yiTaTUTE Ha HOBUTE NPOAYKTH C€ U3BBPIIIBA HA JBE HUBA: HUBO Ha KOHKPETHUS MPOEKT
3a HOB MNPOAYKT M (pupMeHO HUBO. OrpaHuueHuEe Ha BCUYKHM HM3CJIEIBAHUS €, Y€ Te ca
(dboxycupaH BpXy HSKOE OT T€3W BE HMBA U MOPAJaW TOBA Mpeaarar Mmoaxoau U peieHus,
KOMTO OTYUTAT CaMO OCOOCHOCTMTE Ha ChOTBETHOTO HMBO, 0€3 Jia Jbp)KaT CMeTKa 3a
CBILECTBYBAaHETO HA JPYrOTO HUBO M MPOU3TUYALLUTE OT TOBA U3UCKBAHUS KbM U3MEPBAHETO
Ha pe3yiTaTuTe Ha HOBUTE MPOAYKTH.

W3Benenu ca 1Be 00CTOATENCTBA, KOUTO TPsIOBa J1a ce MMat NpeBu KOraTto ce u3MepBa
ycnexbT Ha HOBHS ITpoayKT. CTaBa AyMa IbPBO 3a TOBA, Y€ YCIEXBT HA HOBUS IIPOIYKT MOXKE
U TpsIOBa Ja ce U3MepBa Ha Pa3IMYHU HHUBA, U BTOPO, Y€ PE3YATATUTE OT pa3paboTBAaHETO HA
HOBU MPOJYKTH UMAT MHOTOMEPEH XapakTep.

Pa3paboTeHara B KHMraTa CICTeMa OT HUBA U MIOKA3aTEU 32 U3MEPBAHE HA PE3yJITATUTE
Ha HOBU NPOAYKTU C€ OTJIMYaBa OT MPEAJIOKEHOTO OT JPYrH HM3CJIeNoBaTeNld HE caMo IO
U3MEpPHUTENUTE 3a BCAKO HUBO, HO U MO 000co0sBaHEeTO Ha (UPMEHO HUBO Ha rpymna
M3MEPUTEIU, KOUTO XapaKTEepPU3UpaT PE3yITaTUTE Ha LJIOCTHATA MHOBALIMOHHA JIEHHOCT BbHB
¢upmara. TsxHaTa 1€ € KOJWYECTBEHO M KAayeCTBEHO Ja OIpPENEeNsIT pe3ysiTaTuTe Ha
IporpaMara 3a HOBH IPOJIyKTH BbB pupmMara.

BwB BTOpa TOYKa Ha rjiaBaTa ca pa3KpuTH CbIIHOCTTA U 0COOEHOCTHUTE Ha CTparerusTta
34 HOBUTC MPOAYKTU B KaUCCTBOTO M Ha OCHOBA 3a TSIXHOTO YHpaBJICHUC.

AHanu3bT Ha 3HAYUTENleH Opod W3CleqBaHUs BbpPXY MHOBALlMOHHATA CTpaTerus
MO3BOJISIBA pa3TpaHHuaBaHe Ha TPU MOJIX0a KbM HEMHOTO JeUHUPAHE - Kpbra OT AeHHOCTH,
JI0 KOUTO c€ OTHACs; Bpb3Kara i ¢ obmiara (upMeHa CTpaTerus; U 3BeHOTO B OpraHU3aIusiTa,
JI0 KOETO ce OTHacs. 3alluTeHa € Te3aTa, 4e MpeJACTaBeHUTE MOJXOAU He TpsAdBa aa ce
MPOTUBOIIOCTABAT, a TPIOBa J]a ce pasriiekaaT KaTo B3aMMHO JOMbIBaliy ce. Ha Tazu ocHOBa
¢ TpeIokeHa Ae(UHUIMS Ha CTpATEerusiTa 3a HOBUTE MPOIYKTH KAaTO CHBKYIMHOCT OT Hai-
BAXHUTE PELIEHUS, OTHACAIIM C€ JI0 pa3padOTBaHETO Ha HOBUTE MpoAaykTH. CTparerusita e
OCHOBa Ha YMpaBIEHHUETO HA HOBUTE MPOIYKTH, CIy)Kella KaTro Haii-o0ma paMka 3a
WHTETPUPAHETO HAa BCHUYKU XOpa U PECYpCH, M3MOJ3BAaHU B CH3JABAHETO HA MPOJYKTOBH
WHOBAIINH.

BBB Bpb3Ka ¢ €1E€MEHTUTE Ha CTPATEruATa 32 HOBU IPOAYKTH € Pa3BUTO aBTOPOBOTO
BIDKIAHE 3 TOBA KOU €A TE3U €JIEMEHTH U C KAKBO C€ XapaKTEpPU3Upa BCEKH OT TAX. EyeMeHTn
Ha CTpATerusTa 3a HOBH NMPOIYKTH ca: LIeJM Ha (upmara 1o OTHOLIEHHE Ha HOBUTE IPOIYKTH;
CTpaTEruyecKy 00JaCTH Ha MPOTyKTOBU MHOBAIMH; XapaKTEPUCTUKHU HA HOBUTE MTPOIYKTH BbB
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BCSKa CTpaTernyecka o0Jact; MopTQeis OT MPOEKTH 32 HOBH MPOIYKTH; U WHOBAIMOHCH
Oro/pKeT Ha (hupmara.

B Tpera Touka Ha mbpBa IJIaBa € U3CIEABAH MPOIECHT HA MPOIYKTOBA MHOBAIMUS KATO
(dakTop 3a ycrex B pa3pabOTBaHETO HA HOBU MPOJYKTH.

AHanu3bT Ha NPEAJIOKEHHUTE B JHMTEpaTypaTa IMPOLECH Ha pa3pabOTBaHE HAa HOB
MPOOYKT JaBa OCHOBaHHWE Jla CE€ MOAIbpXka, Y€ CIOKHOCTTa Ha IMpolleca Ha MPOAYKTOBa
WHOBAIMSl € MPHUYMHA 32 CHIIECTBYBAHETO HA pA3IMYHU MOJENIU 3a NPEICTaBIHETO MY.
CucremMatu3upaHu ca 4YETHPU TPYMH MOJECIU C TEXHUTE OCOOEHOCTH, MPEIUMCTBA U
HeZOoCTaThlU. B TAX KaTo eranu Ha npolieca ce pa3riiexk1aT CbOTBETHO OT/IENUTE Ha pupmMara,
U3BBPUIBAHUTE JEHHOCTH, B3EMaHUTE PEIICHUs U TpaHCchopMaluaTa Ha pecypcHu.

JlepuHupanu ca MOHATHATA OpraHU3alus Ha IMpolleca U ChCTaB Ha mpoieca. Te ca
BBBEJICHU KaTO JIB€ XapaKTEPUCTHKU Ha IIPOLIECa, KOUTO 3aEIHO ONPEAEIAT CHILHOCTTA MY.
Opranuzanusara Ha Ipoleca ce OTHacs 0 TOBa KaK ca U3TPaJeHU BPB3KUTE MEXKIY OTACITHUTE
JIETHOCTH Ha Ipolieca KaTo HErOBM OCHOBHHU ChCTaBHU eleMeHTH. Mima ce mpenBu]l KakTo
Pa3MoNIOKEHUETO Ha JEHHOCTUTE BBB BPEMETO €/IHA CIPSIMO Jpyra, Taka U B3eMaHETO Ha
pellIeHre 3a NPUKIYBAHE Ha €IHA JAEHHOCT U 3all0YBaHE Ha ClIeBallaTa, T.€. OTYNTAHETO Ha
pe3ynraTuTe OT Bcska JeifHocT. ChCTaBbT Ha IMpolieca ce OTHACS J0 TOBAa KOM KOHKPETHHU
JIETHOCTH BBB BpPb3Ka C HOBHUTE MPOAYKTH C€ M3BBPILIBAT B ompeaeieHa ¢upma. Mma ce
IpEeBHI, Y€ BbB BCEKH KOHKPETEH CiIy4ail Ha pa3paboTBaHe HAa HOB MPOIYKT HAKOHM JICHHOCTH
ce U3BBPILBAT, a PYTH ce NpoIycKar. B pe3ynTaT u cbCTaBbT Ha IpoLeca € pa3inyeH.

Pazpaborena e Tuonorus Ha mpoiieca Ha MpoTyKTOBa MHOBANMs. Ts1 BKIIIOUBA TPU BUA
MPOLIECU: TPOIEC OT MBbPBO IMOKOJEHHE, MPOLIEC OT BTOPO MOKOJIEHHWE U MPOIEC OT TPETO
nokosieHne. Beekn TN mpezacTaBisBa MOCIENOBATENEH €Tal B €BOJIOLUATa Ha Mpolieca.
Kpurepuii 3a 060co0siBaHe Ha pa3TUYHU MTOKOJCHHS POIECH € ChCTOSHUETO Ha Ipolieca Ha
pa3paboTBaHe HA HOB MPOIYKT OT TJIEHA TOYKA Ha HETOBUTE OPTaHU3aIUs U ChCTaB.

B uerBbpTa TOUKAa Ha TyIaBaTa € M3CIEJBAHA HWHTErpalMsATa MEXIy 3BEHATa IO
MapKEeTHHT U U3CJIe/IBaHEe U pa3BUTHE KaTO (PaKTOp 3a ycrexa Ha HOBUTE MPOTYKTH.

Ha ocHOBara Ha aHanm3 Ha 4YyXIM MNOpOyYBaHUS BBPXY HHTErpanusaTa ca
CUCTEMATU3UPAHU TPU ITOAX0JA KbM UHTErpanusTa. JlokazaHo €, Y€ Hall-roJIEMH Bb3MOXKHOCTH
3a U3CIE[BAaHE J1aBa Pas3IVICKJAHETO HAa MHTErpalUATa KaTo CBhCTOSINA C€ OT IPOLECH Ha
KOMYHMKaIlMsi M Ha CbhTpyJHHYecTBO. MHrTerpamusta Mexay 3BeHaTa Ha (upmata
[IPEACTaBIIsIBA CBCTOSHUE, KOETO HMa JBE€ pAa3IM4YHU XapaKTEPUCTUKU - CTEIEH Ha
KOMYHUKAIIUS MEXY 3B€HATa U CTEIICH Ha ChTPYIHUYECTBO MEXKAY THX.

W3cnenBanust Ha WHTErpalusTa MEXIy MapKeTHHra M M3CIEIBAaHETO U Pa3BUTUETO
pasKpHuBaT MPErpajuTe, KOUTO CHIIECTBYBAT MPEA CHTPYAHMYECTBOTO M KOMYHHKAIIMATA.
Bapuepure npen HHTErpanusITa ca CHCTEMaTU3UPaHH B HAKOJIKO TPYIH: OapuepH, CBbP3aHH C
pa3NMYHM Hariacu KbM pabortara BBB (upmara, Oapuepu Ha 00pa3oBaHHETO U
KBAJTM(HUKAUATA, TEPMUHOJIIOTUYHUA Oapuepu, OpraHu3alMoOHHM Oapuepu, (U3NYECKU
Oapuepr. AHAIM3UPAHO € BB3JCHCTBUETO HAa BCSKA OT TAX BBPXY CTEICHTA HA MHTETPAITHS
ME/Ty 3BEeHara.

B xaurara ca Pa3KpUTHU Bb3MOXHOCTUTEC 3a IOCTUT'AHC HA ITO-CUJIHA UHTCTpalusa MEXKIY
3BeHaTa. 3a MpeoaojidBaHe Ha 6apHepHTe N IIOCTUT'aHC Ha (I)YHKLII/IOHaJ'IHa HUHTCIrpanus €
NpenopbYaHO U3IOJI3BAHCTO Ha CIICAHUTC MCTOIU: MTPOMAHA HAa PA3IIOJIOKCHUC, IBUKCHUC HA
InepcoHaja, Cbhb3JaBaHC Ha HerOpMaJ'IHI/I CoquaJIHM CHUCTEMH M KYJITypa, Cb3JaBaHC Ha
CIICHUaJIHU OPTraHNU3allUOHHHU CTPYKTYPH, ITIOOLIPCHUA U HAarpaiau.

BuB BTOparTa rjiaBa Ha KHUrara ca apryMCHTHpaHHu METOAOJOruiATa 1 METOAUKATa 3a
CMIITUPUYHO ITPOYYBAHC Ha (I)aKTOpI/ITe 3a YCII€X Ha HOBUTC IIPOAYKTH.
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B nmepBa TOuKa Ha riuaBaTa ca MPENCTaBEHU OCHOBHUTE M3CIIEJOBATEICKH BBIPOCU U
U3CIIEI0BATEIICKUTE XUIIOTE3U. M3cnenoBaTenckuTe BbIPOCH C€ OTHACIT JO M3MEPBAHETO Ha
pe3ynTaTuTe OT pa3pabOoTBaHETO HAa HOBU MPOAYKTH; CTPATErusiTa 32 HOBU MPOJIyKTH; Mpolieca
Ha pa3pabOTBaHE Ha HOB MNPOAYKT; M MHTErpaulusATa MEXIy 3BeHaTa 10 MapKeTHHI H
U3CJIeIBAaHE U pa3BUTHE. 3a BCEKH OT TE3W BBIIPOCH ca (POPMYJIMPAaHU MO €IHA MU TOBEYE
U3CIIEI0BATEIICKH XUTIOTE3H.

B®B BTOpa TOUKa Ha riIaBaTa € M3cienBaH U300pHT HA METOJ 3a ChOMpaHe Ha JaHHU.
OO60CHOBAHO € U3MOJ3BAaHETO HAa (POKYCUPAHO TBIOOYNHHO UHTEPBIO.

B Tpera Touka Ha riaBata ¢ 00OCHOBAaHO KOHCTPYHMPAHETO HAa HW3CIICIOBATEIICKHUS
WHCTPYMEHT.

BbB Bpb3Ka ¢ 0cOOEHOCTUTE Ha BHIIPOCUTE € apTyMEHTUPAHO U3I0JI3BAHETO Ha OTKPUTH
BBIIpocu. ToBa mo3BoJsiBa OOXBalllaHe B MBIHOTA Ha IsAjaTa ramMa OT MHEHUs, XHUIIOTE3H,
acolUalMy U T.H. HA PECIOHJIEHTUTE OTHOCHO MpEAMETa Ha u3cieABaHeTo. Upe3 To3u Tl
BBIIPOCH MOTaT Jia ce OO0XBaHAT HAM-TOYHO KaKTO MPOQPECHOHATHUS €3WK, W3MOJ3BaH OT
PECTIIOHJICHTUTE, TaKa U KOHKPETHUTE, U3pa3siBaHU OT TIX (POPMYJIUPOBKU HA OTTOBOPHTE.

BBsnpocHUKBT BKIIIOYBA JBa OJIOKA BBIPOCH — OCHOBHH M JONBJIHUTENHH. C MIBpBHS
OJIOK ce OTroBapsi HA OCHOBHUTE M3CJIEI0BATEIICKU BBIIPOCH. Te ce OTHACAT 10 Pe3yATaTHTE OT
pa3paboTBaHETO HAa HOBH MPOJIYKTH BBB (pUpmara, 10 CTpaTerusiTa 3a MpOyKTOBU MHOBAIUH,
JI0 TIpolieca Ha pa3pa0dOTBaHE HAa HOB TPOIYKT, W JO HMHTETpalMiTa MEXIy 3BeHaTa II0
MapKeTHHI U H3cienBaHe U pazBuTHe. C ONOKa OT JOMBIHUTENHU BBIPOCH CE YJIECHSBA
MPOBEKIAHETO HA TMPOYYBAHETO KAaTO CE HM3BBPIIBA BHBEXKIAHE B TeMara U ce ChOupa
nacrnopTtHa uHpopmManus 3a GupMaTa U peCcrioH/ICHTA.

B YCTBBPTaA TOYKA HA IjiaBaTa € U34CHCH U3BAAKOBHWA MOACIT Ha NU3CIICABAHECTO.

[TbpBUYHM €IMHUIM HA U3CIIEIBAHETO ca OBJITapCKU MPOU3BOJICTBEHU (QUPMHU, KOUTO
KbM MOMEHTa Ha MPOYyYBAHETO ca aKTUBHM B pa3pabOTBaHETO Ha HOBU HpoaykTu. LleneBara
(reHepanmHaTa) CHBKYITHOCT BKJIFOUBA BCHUKH OBJITApPCKH MPOU3BOIACTBEHH (PUPMHU, KOUTO KbM
MOMEHTa Ha MPOYYBAHETO ca aKTHUBHH B pa3paboTBaHETO Ha HOBU MpoaykTu. HabnronaBanu
€IVHULMA Ca OHEe3W MEHUDKBPU B II'bPBUYHUTE €IWHUIM, KOUTO OT TJIeJHA TOYKa Ha
pasmpeneneHueTo Ha (yHKIMHTE B KOHKpeTHaTa (upmMa HOCIT B Hail-royisiMa CTEleH
OTrOBOPHOCTTA 3a Pa3pabOTBaHETO HA HOBUTE MPOIYKTH.

W3non3Bana e HeleneBa HeclydailHa u3Bajka “mo yaoOctBo”. Ilpuumnara e, de
MIPOBEKIAHOTO M3CJIEBAHE HE CH MOCTaBA 32 II€J1 MOJy4aBaHEe HAa TOYHU ONMUCAHUS U OLEHKU
Ha CBBKYITHOCTTa, a TBHJIOOYMHHO Pa30MpaHe W M3SACHSABAHE HA TIpeIMeTa Ha H3CJIC/IBAaHE.
O6embT Ha u3BaAKata € 50 HaOMI0JaBaHU €AWHULIU B CHIUS OpOil MbPBUYHH €TMHUIIH.

B Tperata rinaBa Ha kHHUrara ,,Pesyntatu oT eMOMPUYHO MPOyUBaHE Ha (hakTopuTe 3a
yCrHexX Ha HOBUTE MPOAYKTH ca U3MBJIHEHU JBE 3aJa4M: MbPBO, HA OCHOBAaTa Ha EMIUPUYHU
JTAHHYU € OYEPTAHO CHEIU(PUIHOTO MPOSBICHHE Ha (GAaKTOPHUTE 3a yCIEeX B pa3pabOTBAHETO HA
HOBU MPOJYKTH B ObIATapckute Gupmu; BTOpo, GOpMYIUPAHU ca KOHKPETHU MPETNOPbKH 3a
YCHBBPIICHCTBAHE HA MPOAYKTOBUTE HHOBAIIUY BHB (PUPMHUTE.

B nbppBa TOuka Ha riaBara ca aHAJIM3UPAHU PE3YJITATUTE OT EMIIMPHUYHO NPOYYBAHE
OTHOCHO U3MEPBAHE HA yCIIeXa Ha HOBUTE IIPOAYKTH.

[To oTHOIIEHNE HAa HUBAaTa HA U3MEPBAHE HA PE3yJITaTUTE OT pa3pabOTBAHETO HA HOBU
MPOJIYKTH MPOYYBAHETO MOKA3Ba, Y€ B M3CICABAHUTE OBJITAPCKH (PUPMHU MPH HU3MEPBAHE HA
pe3yaTaTuTe OT pa3pabOTBAHETO HA HOBH MPOAYKTH C€ M3IMOI3BAT JIB€ HUBA — (PUPMEHOTO U
TOBAa Ha KOHKPETHUS IMPOEKT 3a HOB MPOIYKT. AHAIM3UPAHO € OOCTOSTENICTBOTO, Y€ MpPH
M3MEpBaHe Ha Pe3yJITaTUTE OT pa3padOTBaHETO HA HOBH MPOIYKTH CE U3MOI3BAT (UHAHCOBH U
MapKEeTUHTOBU TIOKa3aTelidi U Ce TpeHeOperBaT TEXHHKO-TEXHOJOTUYHUTE TMOKa3aTelu |
MOKa3aTelIuTe, CBbP3aHUu C Iporpamara 3a HOBM NpoAyKTH. llocienqHoTro o3HauyaBa, 4ye BBB
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bupMuTEe HE ce MOOLEHSABAT BPBH3KUTE, KOMTO CHIIECTBYBAT MEXIY OTACITHUTE MPOEKTH 3a
HOBM IpoAaykTH. Ha oTaenHuTe HOBM NPOAYKTH HE c€ IJIea KaTo Ha 4acT OT €JHO LU0 —
mporpamMa 3a IpoAyKTOBU HHOBAINH.

BaxeH pe3ynaTar Ha mpOy4YBaHETO €, € BCHUYKM IOKA3aTeNM C€ U3I0JI3BAT CBHP3aHO
€IMH C JIpYr - KaTo CHCTeMa, He3aBUCUMO OT HMBOTO M OT XapakTepa cH. Bbhpeku ToBa, B
U3CJIEeIBAaHUTE KOMIIAaHUU TIpeBeC MMaT (MHAHCOBHUTE MOKa3arenu. Te ca BOJEIIUTE NpHU
B3EMaHETO HA PELICHUE 3a CTEIEHTA Ha yCIIeX Ha IPOAYKTa.

B®B BTOpa TOuKa Ha riaBara ca 0000IIeHN pe3yATaTUTE [0 OTHOLICHHUE Ha CTPaTerusiTa
3a HOBU IPOAYKTHU KaTo (pakTop 3a TexHUs ycrex. OCHOBHUTE PE3yJITaTH ca CICAHUTE:

Hanuuwe na nBa Tuma ¢upmMu — TakuBa, B KOUTO HE ce (popMynmpar Ienu mpes
HOBUTE MPOJIYKTH, U TAaKWBAa, B KOUTO TOBA CE€ MPaBH.

B®B QupmuTe, B KOUTO ce GOpMyNHpar LEIH Hpea HOBUTE MPOIYKTH, LIEIUTE Ce
OTHACHT JI0 /IBa TIOKa3aTessl: MPOJaKON Ha HOBHUS MPOIYKT U Tledasioa OT Hero.
Hamune ca pa3nuuHd CcTeeHH HAa HHGOPMHUPAHOCT HA PBKOBOAUTENIUTE U
CITy’)KUTEIIUTE 3a LEJUTE Mpel HOBUTE MPOTYKTH.

Ob6nacTuTe Ha MPOAYKTOBU MHOBAIMU HE ce NeUHUPAT M3PHUUYHO U HA MPaAKTHKA
OTCBCTBAT KaToO SIBEH €JIEMEHT Ha CTPATerusTa 3a HOBU MPOJYKTH.

He ce u3BbpmBa KakBaTo M J1a OWMJIO THIIOJIOTHU3ANMS HA MPOAYKTOBHTE WHOBAITHH.
OTtcbeTBa pa3dupaHeTo, ye € Bb3MOKHO MPOJYKTHUTE J1a C€ Pa3riiexkaaT KaTo HOBH B
pa3inyHa CTEMeH, W Y€ TOBa pPa3IMuue MMa CBOETO OTPAKEHHE BBPXY IislaTa
WHOBAIMOHHA JICHHOCT Ha KOMITAaHUSATA.

HoBocTTa Ha mpoayKkTa B CpaBHEHUE C KOHKYPEHTHUTE MPOILYKTH CE U3I0JI3Ba KAaTO
KPUTEPHIA 32 XapaKTepu3UpaHe Ha HOBUTE MPOTYKTH.

He ce pa3rpannyaBar cTeneHu Ha HOBOCT 3a MOTPEOUTEIS.

JIBa BUJ1a KOMITAaHUH B 3aBUCUMOCT OT TOBa J]aJI BHEPSBAHETO HA HOBU MPOJYKTH B
camara (pupma e o-cKopo U3KIFOUYEHHUE WIH I10-CKOPO MPaKTUKA.

OTtnenHUTE MPOEKTH 32 HOBM NMPOIYKTH HE C€ pas3IiIe’kJaT KaTo B3aUMOCBBP3aHH,
KaTo mopTdeit.

He dyHkmonupat cucteMu 3a paHXUpaHe U H300p Ha MPOEKTU 32 HOBU MPOAYKTH.
CrpIiecTBYBAaT JBE pa3iYHM HUBA HA TUIAHUPAHE HA Pa3XOJUTE — HMBO HA BCUUKH
MPOEKTH 32 HOBH MPOAYKTH M HUBO HA KOHKPETHUS IMPOCKT 32 HOB TIPOIYKT.
CrpiiecTByBat (pUpMHU, B KOUTO Pa3X0AUTE 32 BCHUKH HOBU NMPOJIYKTHU HE CE IJIAHUPAT,
¥ TaKWBa, IPU KOUTO PA3XOJHTE 3a IsulaTa MHOBAIIMOHHA JIEHHOCT Ha (upMaTa ce
TJTaHUpaT.

CrpiiecTByBatT GUPMH, B KOUTO Pa3XOJUTE 32 KOHKPETHUS MPOEKT HE Ce IIaHUpaT, U
TaKWBa, B KOUTO TOBA CE MPABH.

[To oTHOIUIEHHE HA HAIMYMETO HA CTPATETHs 3a HOBU MPOIYKTH € YCTaHOBEHO, 4Ye
CBIIECTBYBAT TPH THIA (UPMHU - B KOMTO HE CHIIECTBYBA IJIaH MO OTHOIICHUE HA
HOBHTE TPOJIYKTH; B KOUTO CHIIECTBYBAT IUIAHOBE IO OTHOIICHHE HA HOBHTE
MPOAYKTH; U TPU KOUTO OCBEH, Y€ CHIIECTBYBAT IJIAHOBE 3a OTIEIHHUTE HOBU
IOPOAYKTH, C€ B3eMaT W HSAKOM MM BCHYKHU pPEIICHUsS, KOUTO IPEICTaBIIsABAT
ChIIbpKAHUE HA CTPATETHATA 32 HOBU IIPOITYKTH.

Hanwuie ca pa3nuyHu NMpakTUKHU MO OTHOIICHHE HAa CTEMEHTa Ha eKCIUIMIUTHOCT Ha
CTpaTerusiTa 3a HOBH MNPOAYKTH (MEHHUDKBPUTE OT CpENeH paHr I[03HaBar
CTpaTerusiTa, MEHWDKBPUTE OT CPEICH paHr HE TII03HaBaT CTpATETHUsTa,
MEHMDKBPUTE OT HalH-BUCOK PAHT HE NIO3HABAT CTPATErUsTa).

B Tpera Touka Ha T7aBara ca 000OIIEHH pe3yNTaTHTE MO OTHOIICHHWE Ha Mpoleca Ha
pa3paboTBaHe HA HOBHU MPOJYKTH KaTo (hakTop 3a TexHus ycrnex. OCHOBHUTE pe3yJITaTu ca:
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BbB upMuTe ce mpuiiarat KakTo Mpolecy OT IbPBO MOKOJEHUE, TaKa U MPOIECH OT
BTOPO MOKOJIEHHE.

YcTraHoBeHU ca ceneM Oenera, 1o KOUTO C€ OTIMYaBaT €IUH OT APYT MPOIECUTE OT
OBPBO M BTOPO IOKOJICHHE BBB (pupmuTEe (B3aMMOACHCTBHE HA YYacTHUIUTE B
mporieca, TUIAHUPaHe Ha TPOCKTUTE, KAYECTBO HA IEHHOCTUTE, MTa3apHa OPUEHTAIUS
Ha MpoIleca, OTHOCUTETHA BaXKHOCT Ha JEWHOCTHUTE, Pa3MONIOKEHHE Ha JIEHHOCTUTE
BBB BPCMCTO, OLICHABAHC Ha HpOGKTI/ITC).

Hamure e 3HaunTenHo pazHOOOpa3ne B MpakTUKaTa Ha (PUPMHUTE 1O OTHOIICHHE Ha
ChCTaBa Ha Ipoleca.

Habmro1aBa ce BKJIIOUBAaHE M U3KJIIOYBAHE OT ChCTaBa Ha Pa3IMYHU JEHHOCTH, KOUTO
U3rpaKIar mpoieca.

[IpoTryaneTo Ha €UH U CHIIM €Tal B Pa3InyHU HUPMHU € OeNsI3aHO OT CelU(UKH.

B dyerBbpTa TOYKA Ha I71aBaTa Ca aHAIM3UPAHU PE3YJITATUTE BbB BPb3Ka C UHTETrpalusaTa
MEXIy MapKEeTUHT U M3CJIEIBAaHE U Pa3BUTHE KaTo (hakTop 3a ycrexa Ha HOBUTE MPOIYKTH.
OCHOBHHUTE pE3yNTaTH Ca:

[Tox KOMyHHKanusi MeXIy 3BEHATa 10 MApKETHHI M H3CIEIBAaHE M Pa3BUTHE Ce
pa3bupa oOMeH Ha WH(pOpManus, B KOWTO Y4YacTBAT CIYKUTEIH OT TE3U [IBE
(byHKIMOHATTHHU 00JacTH.

JlBere OCHOBHHM ()OPMH Ha pean3MpaHe HA KOMYHHKALUATa MEKAY 3BEHaTa IO
MOBOJ Ha pa3pabOTBAaHETO HA HOBM MPOYKTH Ca YCTHA U MMUCMEHA.

[TposiBSIBaT ce HAKOIKO pa3IMYHH M3MEPEHHUs Ha CHTPYTHHYECTBOTO - OOIIM IIeNH,
paboTa B €KHMII, B3aMMHO MTO3HAaBaHE W pa3dupaHe Ha paboTara, JOBEpHE B JIpyrara
CTpaHa, 4yBCTBO 3a PaBHOINPABHO MapTHHOPCTBO, HE(OPMATIHH B3aMMOOTHOLICHHUS,
HO HE U TBBPJE J0OPO MPHUSTEICTBO.

B kHuraTta ca ycTaHOBEHW M aHAJIM3MPaAHU CIEAHUTE Oapuepu Npes MHTEeTparusTa
MEXXy 3BE€HaTa: Bb3pacTTa Ha WICHOBETE Ha JIBETE 3BE€HA; Pa3IMYHUTE LIEJIH OTHOCHO
Ka4eCTBOTO Ha HOBHS NMPOIYKT; CKIIOHHOCTTa W YMEHHATA 33 KOJEKTHBHA paboTa;
00pa30BaHUETO M KBATM(HKALUATA; WU3IIOI3BaHATA TEPMHUHOJOTHS;, OTHOILCHHETO
KbM MHTETpalMATa OT CTpaHa Ha BUCHIETO PHKOBOJICTBO HAa KOMITAaHUSATA.

B mnpoyuenure Obiarapcku GupMH H3MON3BAHUTE METOMM 3a CTHMYJHpaHE Ha
MHTErpanusaTa MeXIy 3BeHaTa 10 MapKeTHMHI M H3CIeIBaHE M pa3BUTHE ca:
pasrnosaraHe Ha €JHO U ChIIO MACTO; He(hOpMaTHU B3aUMOOTHOILICHHS.

OT 111 T. Ha OPTaHU3ANMOHHOTO CTPYKTYPHUPAHE CHIECTBYBAT J[BA THUIIA KOMIIAHUU —
TaKMBa, B KOUTO MMa H3TPAJCHU OPraHU3allMOHHU CTPYKTYpH, MOJIOMAaraiiu
pa3paboTBaHETO HAa HOBU MPOAYKTH, W TaKMBa, B KOMTO HSIMa M3rPaJCHU TaKHUBA

CTPYKTYPH.

B 3akimioueHneTo Ha KHUTaTa ca 0000IIEHN OJYyUYEHUTE C U3CIEABAHETO PE3YJITaTH U
ca CUCTEeMaTU3MpPaHU HACOKH 3a ObJEIIM W3CIeABaHMS BbB BPb3Ka C (PaKTOPUTE 3a yClex Ha
HOBUTE NpoAykTu. KHurata 3aBbppiiBa ChC CHHCHK Ha W3MON3BaHATa JHUTepaTypa. B
MPUJIOKEHNE KbM KHHTaTa € MPEJICTAaBEeH W3CIICOBATEIICKUS WHCTPYMEHT Ha €MIUPUYHOTO
MPOyYBaHe.

SUMMARY

The book “Development of new products by Bulgarian companies: current state and
challenges” was written based on the author’s doctoral dissertation, which was defended in

2006.
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In the introduction, there is justification of the topicality of the study of success factors
for new product development and the research thesis, objective, tasks, object and subject are
presented.

The development and introduction of new products into the market is a paramount
weapon in the arsenal of modern marketing. Its crucial significance is determined by the role
product decisions have in terms of all other marketing decisions. The need of new offers on the
market, including new products able to attract and retain consumer attention and purchasing
power, is a reality and a challenge for Bulgarian companies.

The need of successful new products raises a number of topical questions. What is the
ability of the Bulgarian companies to realise successful product innovations? Are they ready to
respond to the increasing pressure of domestic, EU and world competition? Can they constantly,
not just incidentally, offer competitive new products to the increasingly demanding markets
they operate on? How should company product innovations be managed so as to meet
requirements? To answer these as well as a number of other questions, it is necessary to conduct
empirical research that will reveal Bulgarian companies practice related to new product
development.

So far, no empirical research has been conducted in Bulgaria related to internal company
success factors for product innovation. There is no information about the innovation activity of
Bulgarian companies.

The present book is an attempt to meet the urgent need to establish the state of the
company factors affecting new product success. The book topicality is related to the fact that it
presents empirical research of Bulgarian companies that reveals the specifics of the factors
affecting the success of product innovations. The results of the research are used as a basis for
the formulation of specific recommendations for improvement of the innovation activity of
Bulgarian companies.

The thesis of this book is that modern Bulgarian companies are characterised by a
reactive rather than proactive approach to new product development.

By a reactive company approach to new product development we understand such a
manifestation of the success factors for new products in which a company does not take full
advantage of the opportunities in the field of new product development. With this approach a
company reacts to events or influences and does not act first to change or prevent them.
Companies applying a reactive approach to new product development take into account only
circumstances that are external and beyond company control. In companies with a reactive
behaviour, success factors are not managed optimally. As far as success factors are concerned,
companies do not make the best decisions. Success factors are not used as tools for active
marketing policy. In particular, the reactive approach to new product development is expressed
in: the assessment of new products mostly by using financial indicators; incomplete formulation
and insufficient use of the strategy for new products as a success factor; improper organisation
and incomplete composition of the product innovation process; unsatisfactory integration
between the units involved in the development of new products.

By a proactive company approach to new product development we understand such a
state of the success factors for a new product in which a company makes full use of its
capabilities in the field of new product development. With this approach, a company takes
action to cause a change and does not only react to changes when they occur. In companies with
a proactive approach to product innovations, success factors are managed in a way allowing a
company to influence its environment. Companies with a proactive behaviour manage success
factors optimally. In terms of success factors, they make the right decisions. Success factors are
used as a tool for active marketing policy. The proactive approach to new product development
is expressed in: the assessment of new products not only by financial but also by marketing as
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well as technical and technological indicators; new product strategy is formulated
comprehensively and is seen as a system of decisions that make it up; the process of new product
development is properly organised and with an optimal composition; satisfactory integration
between the units involved in new product development.

The aim of this study is to reveal the nature and specifics of the factors affecting the
results of new product development in Bulgarian companies. For this purpose several major
tasks are performed: first, the factors that affect new product development at a company level
are identified; second, the nature and the specifics of the identified factors is analysed; third, a
methodology for the empirical study of the success factors for new products is justified; fourth,
the specific manifestation of the success factors for new product development in Bulgarian
companies is outlined; fifth, specific recommendations for improvement of company product
innovations are formulated.

The object of research is new product development in Bulgarian companies. The subject
of research is the factors affecting the results of new product development.

Two problems are solved in the first chapter of the book “Theoretical and
methodological aspects of the study of success factors for new products”: first, the factors
affecting the results of new product development at company level are identified and, second,
the nature and specifics of the factors are analysed. These problems are solved by investigating
the ways and the extent to which the issues of the success factors for new product development
are considered by other researchers. Based on this, the author justifies his own opinion of the
discussed issues.

The first part of the chapter examines the measurement of new product success. It is
proved that, on the one hand, there is a necessity to define and measure the success, failure
respectively, of a new product and, on the other, there are no generally approved and accepted
approaches to the establishing and measuring of the results of company innovation activity. The
analysis of the research published so far shows that the measurement of new product results is
done at two levels: at the level of the particular project for a new product and at company level.
A limitation of all studies is the fact that they are focused at one of these levels and that is why
they offer solutions and decisions that only take into account the specifics of the corresponding
level, neglecting the existence of the other level, and the resulting requirements for new product
results.

Two facts that should be considered when measuring new product success are
highlighted. The first one is that new product success can and should be measured at different
levels and the second one is that the results of new product development are multidimensional.

The book presents a system of levels and indicators for the measurement of new product
results that differs from the suggestions of other researchers not only with the measures for each
level, but also with the differentiation at company level of a group of measures characterising
the overall innovation activity of a company. Their purpose is to quantitatively and qualitatively
identify the results of the programme for new company products. The second part of the chapter
deals with the nature and specifics of the strategy for new products as a basis for their
management.

The analysis of a considerable number of studies of innovation strategy allows us to
distinguish three approaches to its definition: the range of activities it refers to; its relation to
overall company strategy; and the organisational unit it refers to. The thesis is defended
according to which the presented approaches should not be opposed but seen as complementary.
Based on this, a definition is proposed of new product strategy as an aggregate of the most
important decisions related to new product development. The strategy is the basis for
management of new products and serves as a general framework for the integration of all people
and resources involved in the creation of product innovations.
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With regard to the elements of new product strategy, the author’s position is presented
on the particular elements the strategy consists of and their specifics. These are the elements of
new product strategy: company objectives in terms of new products; strategic fields of product
innovations; characteristic features of the new products in each strategic field; portfolio of new
product projects; and company innovation budget.

Part three of the first chapter examines the process of product innovation as a success
factor for new product development.

The analysis of the proposed in the literature processes of new product development
gives grounds to maintain that the complexity of the process of product innovation is the reason
for the existence of different models for its presentation. Four groups of models are
systematised with their specifics, strengths and weaknesses. In them, company departments,
activities performed, decisions made and resource transformations are considered as stages of
the process.

The concepts of process organisation and process composition are defined. They are
introduced as characteristics of the process that together determine its nature. Process
organisation refers to the way the connections between the individual activities in the process
are built as its major elements. What is meant here is the location of the activities in time and
in relation to one another as well as the making of decisions regarding the completion of one
activity and the start of the next one, i.e. reporting the results of each activity. Process
composition refers to the particular activities performed in a given company and related to new
products. This means that in each particular case of new product development, some activities
are performed and others are omitted. As a result, process composition is different.

A typology of the process of product innovation is developed. It includes three types of
processes: a first generation process, a second generation process and a third generation process.
Each type is a successive stage of the evolution of the process. A criterion for the differentiation
of different generation processes is the state of the process of new product development in terms
of its organisation and composition.

The fourth part of the article examines the integration between the units of marketing
and research and development as a success factor for new products.

Based on the analysis of other researchers’ studies of integration, three approaches to
integration are systematised. It is proved that the greatest opportunities for research are given
by the consideration of integration as consisting of processes of communication and
cooperation. The integration between company units is a state that has two different
characteristics — degree of communication between the units and degree of cooperation between
them.

Research on the integration between marketing and research and development reveals
the barriers to cooperation and communication. The barriers to integration are systematised in
several groups: barriers related to different attitudes to the work in a company; barriers related
to education and qualification, terminological barriers, organisational barriers, physical
barriers. The impact of each of these barriers on the degree of the integration between company
units is analysed.

The book reveals the possibilities to achieve greater integration between company units.
In order to overcome barriers and achieve functional integration, it is recommended to apply
the following methods: change of location, movement of personnel, creation of informal social
systems and culture, creation of special organisational structures, incentives and rewards.

In the second chapter of the book, there is justification of the methodology for empirical
research of the success factors for new products.
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The research questions and hypotheses are presented in the first part of the chapter. The
research questions are related to the measurement of the results of new product development;
the strategy for new products; the process of new product development; and the integration
between the units of marketing and research and development. For each of these questions there
are formulated one or more research hypotheses.

The second part of the chapter examines the selection of the method for data collection.
The use of the focused in-depth interview is proposed and justified.

The third part of the chapter justifies the construction of the research tool.

The use of open-ended questions is justified because of question specifics. This allows
us to include the whole range of respondent opinions, hypotheses, associations, etc. related to
the subject of research. This type of questions allows to cover most accurately both the
professional language used by the respondents and the particular formulations of the responses
they give.

The questionnaire includes two sections of questions — major and additional. The first
section of questions answers the major research questions. They refer to the results of the new
product development in a company, to the process of new product development, to the strategy
for product innovations, to the process for new product development, and to the integration
between the units of marketing and research and development. The section of additional
questions facilitates the survey by making an introduction to the topic and collecting passport
information about the company and the respondent.

Part four of the chapter clarifies the sample model of the survey.

The primary units of the research are Bulgarian manufacturing companies which at the
time of the survey are active in new product development. The target (general) aggregate
includes all Bulgarian manufacturing companies which at the time of the survey are active in
new product development. The observed units are those managers in the primary units who in
terms of the distribution of functions in a particular company have to the greatest extent the
responsibility for new product development.

A non-target non-random convenience sample is used. The reason for this is that the
conducted survey is not aimed at obtaining accurate descriptions and evaluations of the
aggregate, but an in-depth understanding and clarification of the subject of research. The sample
volume is 50 observed units in the same number of primary units.

Two tasks are performed in the third chapter of the book “Results of an empirical study
of the success factors for new products”: first, based on empirical data, the specific
manifestation is outlined of the success factors for new products in Bulgarian companies;
second, specific recommendations are formulated for improvement of company product
innovations.

The first part of the chapter analyses the results of the empirical study on new product
success.

In terms of the levels of measurement of the results of new product development, the
study shows that in the investigated Bulgarian companies there are used two levels of
measurement of the results of new product development — company level and the level of the
particular project for a new product. The author analyses the fact that when measuring the
results of new product development companies use financial and marketing indicators and
ignore technical and technological indicators as well as the indicators related to the programme
for new products. The latter means that companies underestimate the relations between the
individual projects for new products. Individual new products are not seen as part of a whole —
a programme for product innovations.

23



An important result of the study is the fact that all indicators are used in relation to one
another — as a system, regardless of its level and nature. Nevertheless, financial indicators
prevail in the studied companies. They are the leading ones when making decisions about the
degree of product success.

The second part of the chapter summarises the results related to the strategy for new
products as a factor for their success. The main results are as follows:

o Existence of two types of companies: companies that do not formulate goals for new
products and companies that do so.

e Inthe companies formulating goals for new products, the goals refer to two indicators:
sales of the new product and profit from it.

o There are different degrees of awareness of executives and employees about the goals
of new products.

e The areas of product innovation are not explicitly defined and are actually absent as
an explicit element of the strategy for new products.

e There is no typology of product innovations at all. There is no understanding that it is
possible to view products as new to different extents and that this difference has its
impact on the overall innovation activity of a company.

e The novelty of a product in comparison with competitor products is used as a criterion
for characterisation of new products.

o No degrees of novelty to the customer are distinguished.

e There are two types of companies depending on whether the introduction of new
products in a company is a practice or rather an exception.

e Individual projects for new products are not seen as interrelated and as a portfolio.

e There are no functioning systems for ranking and selection of projects for new
products.

e There are two different levels of cost planning — the level of all projects for new
products and the level of the particular project for a new product.

e There are companies that do not plan the costs for all new products and companies
that plan the costs for all their innovation activity.

e There are companies that do not plan the costs for a particular project and companies
that do so.

e In terms of the existence of a strategy for new products, it is found that there are three
types of companies: companies that do not have a plan with regard to new products;
companies that have plans with regard to new products; and companies that apart from
having plans for each new product, make some or all decisions that are part of the
strategy for new products.

e There are different practices with regard to the degree of explicitness of the strategy
for new products (middle managers are familiar with the strategy, middle managers
are not familiar with the strategy, top-level managers are not familiar with the
strategy).

Part three of the chapter summarises the results with regard to the process of new

product development as a success factor for new products. The main results are:

e Companies use first and second generation processes.

e Seven features have been identified that distinguish first and second generation
processes in companies (interaction between the participants in the process, project
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planning, quality of activities, market orientation of the process, relative importance
of activities, timeline of activities, project evaluation).

e There is a considerable variety in company practice in terms of process composition.
¢ Aninclusion in and exclusion of different activities from the process composition are

observed.

¢ One and the same stage has its specific features in different companies.
Part four of the chapter analyses the results in terms of the integration between

marketing and research and development as a success factor for new products. The main results

are:

Communication between the units of marketing and research and development means
the exchange of information involving the employees from these two functional areas.

The two basic forms of the communication related to new product development
between the units is oral and written.

Several different dimensions of cooperation are identified — common goals, team
work, mutual awareness and understanding of the work, trust in the others, a sense of
equal partnership, informal relations, but not very close friendship.

In the book are found and analysed the following barriers to unit integration: age of
the employees in both units; different goals related to the quality of the new product;
willingness and skills for team work; education and qualification; terminology used;
senior management attitude to integration.

The methods used by the studied Bulgarian companies and related to the
encouragement of the integration between the units of marketing and research and
development are positioning in the same place and informal relations.

There are two types of companies in terms of organisational structure: companies that
have built organisational structures facilitating new product development and
companies without such structures.

The conclusion of the book summarises the results obtained from the study and

systematises guidelines for future research related to the success factors for new products. In
the end of the book, there is a bibliography. The appendix to the book presents the research tool
of the empirical study.

MapunoB, Kpacumup, AganTupaHe Ha NpPOIAYKTOBHTE CTpaTerMu Ha QUPMH,
onepupami B bbjarapusi B ycji0oBHATA HA MKOHOMHMYECKa Kpu3a, cTp. 60-78. B:
MunagenoBa, I'. U KoJ.,, MapKeTHHroBUTEe cTparerud Ha (UPMH, onepuUpalyd B
Bbiarapusi B ycjioBusiTa Ha MKOHOMHYecKa Kpu3a, Uznarenckn kommiexke — YHCC,
2015, ISBN 978-954-644-735-7.

PE3IOME

KonextuBnata MoHorpagus ,,MapkeTHHIOBUTE CTpaTeruu Ha (UPMH, ONEpUpald B

bearapusi, B ycloBusiTa Ha MKOHOMHYECKA KpU3a™“ ChIbpXkKa PE3yJITaTH OT H3CIEIBaHE,
¢unancupano cwe cpeactsa ot ¢houa HUJL na YHCC mo npoekt ¢ ppkoBoauTeN npod. a-p
I"'annna MnaneHoBa.

HenTa Ha H3CJICABAHCTO € HAa OCHOBATA Ha IIPOYYBAHC H aHAJIM3 Ha I1a3apHOTO

noBeJieHHe Ha pupMuTe B bbiarapus B ycinoBusita Ha nkoHomuueckata kpuza 2008-2010 r. na
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CC U3ACHU KAK MApPKCTHUHI'OBUTEC CTPATCTUH HA KOMIIAHUUTEC Ca MMOBJIUAHN OT KpH3daTa U Ja CC
H3CJICABAT OCHOBHUTC MMOAXOAN HA TAXHOTO aaallTUpAaHC KbM IIPOMCHCHATA Cpcaa.

B KkonekTMBHUS TpyA aBTOPOBOTO Yy4YacTHE€ C€ WH3pa3sgBa B TpeTara 4acT Ha
MoHoTpadusiTa - ,,AnantupaHe Ha MPOAYKTOBUTE CTpaTeruu Ha (UPMU, OMepUpaiid B
bbearapus B ycrnoBusaTa Ha MKOHOMUYECKa Kpu3a“, cTp. 60-78.

B pasrnexxaanara riaBa Ha MoHOrpadusaTa e AepUHUpaHa MPOIYKTOBaTa MOJUTHKA Ha
¢dupMaTa KaTo CHBKYNHOCT OT HPUHIUIM NPU B3€MaHE Ha PEIIEHHs OTHOCHO €JUH OT
€JIEMEHTUTE Ha MAapKETUHIOBHSI MUKC — MpoayKTa. ChbBKYIHOCTTA OT NMPUHIUIIM OPUEHTHPA
Ipoleca Ha B3€MaHE Ha DPELICHHWE B HalpaBJIEHUE, KOETO o0e3ledaBa pealu3HpaHeTo Ha
MapkeTuHroBara crparerus. [lomuTukara 3a mpoaykra moMara Ja ce OrpaHM4YM Kpbra oOT
AJITCPHATHBHU PCHICHUA OTHOCHO TO3U, CMSATAH 3a Haﬁ-Ba)I(eH, MAapKCTHUHI'OB HHCTPYMCHT Ha
¢dbupmaTa. MapkupaHuTe ca mpoodJeMuTe, KOUTO MPECTABISABAT ChIbP)KaHKUE Ha ITPOTyKTOBATA
MOJIUTHKA, KaTO EJEMEHTUTE Ha ChABPKAHHETO ca CUCTEMAaTU3UpaHU B YETUPU TPYIH:
aCOPTMMEHTHA ITOJINTHKA; MHOBAIIMOHHA [TOJINTUKA; MAPKOBA ITOJINTHUKA; U CEPBU3HA MTOJINTUKA.
Te3u rpynu ca BB3NPUETH KAaTO OCHOBA 3a M3CJIEIBAaHE Ha IPOMEHUTE BBB (UPMHUTE,
ornepupaiy B bbarapus, HajlokeHH OT CBETOBHATa NKOHOMHUYECKA KPU3a.

ITo orHOmEHME Ha IIPOMCHHUTC B aCOPTUMCHTHATA IMOJIUTUKA HaA (prMI/ITe OCHOBHUAT
BBIIPOC, HAa KOMTO € MOThPCEH OTTOBOP, C€ OTHACS J0 U3MEHEHUATA B IIPOLyKTOBUS ACOPTUMEHT
B IIEpUOJ Ha MKOHOMHYECKa Kpu3a. llomyueHute pesynTaTu moka3Bar, ye 3a U3CJEIBAHUTE
(bupmMH € XapaKTepeH MacuBeH MOJX0/ KbM H3I0J3BAHETO Ha MPOJTYKTOBOTO MOPTHOINO KATO
MapKEeTUHIOB MHCTPYMEHT. JlokazaTelcTBaTa B IOJKpENa Ha TOBA 3aKJIKYEHHUE, Ha ITbPBO
MSICTO, Ca CBBP3aHU C OOCTOSATENICTBOTO, Y€ B HAl-UECTO CpELaHMs CIIydail MPOIyKTOBHST
aCOPTHMEHT He € Oui mpoMeHeH. ToBa o3HauyaBa, 4e B HOPTHOIUOTO HA UCIIEABAHUTE PUPMU
HUTO ca J0OaBsIHY HOBU ITPOAYKTH, HUTO ca IIpeMaxBaHU HEHYKHU apTUKyIu. Ha BTOpo mscTo,
MaCUBHOTO MOBEJICHHE T10 OTHOILIIEHHE Ha MOPT(HOIMOTO HAMHpPA U3pa3 B HE-U3KIIOUYBAHETO OT
HEr'o Ha OIMPCACIICHU aPTHUKYJIN - TO-HCTICUCIIMBIIN UJIU I1O-CKbIIH. Ha TPETO MACTO, IACUBHOTO
MIOBEJICHUE HAMUPA U3Pa3 U B HEIIPOMEHSIHETO Ha XapaKTEPUCTUKUTE HA IPOAYKTa - B HaJ JBE
TPETH OT cilyyauTe GUPMHUTE ca 3arnazuian 6e3 mpoMsHa mapaMeTpuTe Ha MPOIyKTa, MaKkap U
IIPU pa3IM4HU CUTYallMU Ha 3ala3BaHe, HaMaJlsiBaHE WM yBEIMUYaBaHE Ha HEroBaTa lLieHa.

B®B Bpb3Ka ¢ opranuzanmoHHUTE (JOPMH 3a yIpaBICHUE HA MPOILYKTOBUS AaCOPTUMEHT
B pa3riieXk/IaHaTa riiaBa Ha MOHOTpadusTa € U3CJIeIBaHO MPUCHCTBUETO HA OpaH/l/ MPOYKTOBU
MCHHUDKBPH M CICIHUATUCTH. Pe3ynTaTtuTe MokasBar, 4e CICIHATUCTH [0 YIpaBICHHE Ha
OTJCTTHU MapKH, aCOPTUMEHTHH TPYITH U MPOYKTOBH KaTETOPHH CE CPEIAT B I0-MAJIKO OT JIBE
OT BCEKU IIET KOMIIaHUHU. To3u pe3yiaTatr € CMMIITOM 3a IMOHC JBC SIBJICHUA B 6’I)JIFapCKaTa
MapKeTUHTOBa JCHCTBUTEIHOCT: MbPBO, HAIMYME HA HEPA3BUTH CHUCTEMH, MPOLECAYPH H
NPAaKTUKA OTHOCHO YIIPABJICHUETO HAa MPOAYKTa KaTO OCHOBOIIOJIAram] WHCTPYMEHT Ha
MapKeTHUHT MUKCa Ha pupMarta; BTOpO, ChIbPKAHNETO Ha MApKETHHTOBaTa (PYHKITUS Ce CBEX A
JI0 U3MO0JI3BaHe Ha KOMYHHKAIIMOHHH U MPOJAKOCHH CPEICTBA 3a OCHTYpSBAHE HA JKCJIaHUS
obem mpoxaxoOu. ToBa o3Ha4yaBa, 4e B OJU30 JIBE TPETH OT (pUpMHUTE BCHIIHOCT CE MpUjara
npojaxkOeHara Guiocodus, IpeaCcTaBIIsIBaIla aHTUIIO] HA MAPKETUHTOBATa KOHIICTIIIHS.

IIlo ce oTHacad 1O MPOMEHUTE B NMPOIYKTOBUTE MHOBALMU B pasriieXk/JaHaTa IJlaBa Ha
MOHOTrpadusTa € apryMeHTHpaHO pa3OrpaHeTo, 4e HE0OX0AUMOCTTa OT IPOJYKTOBH HHOBALlUU
ce CBbpP3Ba C OIMTUTE Ha (pupMmara Ja pearupa Ha IPOMEHU B MapKETUHIOBaTa OOKpBKaBalla
cpela M Taka Ja 3allluTH ChUIECTBYBAIllaTa CM KOHKYPEHTHA MO3MLHA, WIH J1a Ch3/1aJ€ HOBA
takaBa. HeOmaronpusTHuTe M3MEHEHUs B cpenara Ha (pupmata OOMKHOBEHO JaBaT CHUJIEH
TIAChK 3a M3BBPIIBAHE HA WHOBAIMM, B T.Y. OTHACSIIU C€ 0 pa3pabOTBAHETO HAa HOBHU
npoaykTi. HamansBanero Ha npojaxOuTe; ocTapsBaHETO Ha ChUIECTBYBAIUTE MPOIYKTU U
BJIOILIABAHETO HA MMHUJDKA UM Ipej NOTPEOUTENHTE; MPEOJOIIBAHETO HAa LUKIMYHOCTTA B
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TBPCCHCTO; OIIOJI30TBOPSABAHEC HAa TCXHOJIOTUYHHU U MA3apHU BB3MOKHOCTHU U T.H. — BCUUKHU TC
Ca IBMXKCIIA CUJIa HAa MPOUCCUTC HA NPOAYKTOBHU MHOBAILIUU.

ApPryMEHTHPAHO € CXBAIllaHETO, Y€ €THOBPEMEHHO C TOBA MPOIYKTOBUTE HHOBAIIUU HE
caMo MOKe, HO M TPpsiOBa Jla ce pas3riiekaaT KaTo HAauMH 32 aIalTHpaHe Ha MPEIOKEHUETO Ha
¢bupMaTa KbM NPOMEHSAIIUTE C€ M3UCKBAaHUS Ha norpedurenure. Pa3paboTBaHeTo Ha HOBU
IPOAYKTH, Hape] C MpeMaxBaHETO Ha OCTApeNd apTUKYJId OT HOMEHKJIATypaTa, ca HAaYMHbBT
nopT¢oINOTO Ha PUpMaTa Aa ce MPUBEE B CbOTBETCTBUE C TOBA, KOETO CE ThPCH Ha Ma3apa, u
4ype3 KOeTo (pupmara € B CbCTOSIHUE J1a IOCTUTHE LIEJIUTE CH Ha Masapa.

Pesyarature OT NpoBEAEHOTO NpPOyYBAHE JaBaT OCHOBaHME Ja C€ TBBbPIAH, 4Ye
npoyyeHuTe (UPMHU HE U3IOJI3BAT HAII'BJIHO BB3MOXHOCTUTE HA IPOJYKTOBUTE MHOBAILMH, 3a
Jla aJanTypar MnpelaraHeTo ci KbM obeMa U CTpYKTypaTta Ha ma3apHoTo ThpceHe. [lo-manko
OT €/1Ha MeTa OT (PUPMUTE LIEIEHACOUYEHO Ch3/1aBaT ,,KPU3UCHU  IPOAYKTH, 32 J1a OTTOBOPSIT Ha
IIPOMEHEHUTE MOTPEOHOCTH HA 1ieJieBaTa Ipyna.

B pasrnexnanara rimaBa Ha MOHorpadusiTa € aHaJM3UpaH HUCKUAT Js1 Ha (pupmuTe,
KOMTO C€ MpeAlpHead LEJeHACOYeHO pa3paboTBaHE HAa HOBU HPOAYKTH, CHOOpPa3HU C
U3UCKBAaHUATA HA MKOHOMHYECKAaTa OOCTAaHOBKA B CTpaHaTa. 3allUTEHO € AaBTOPOBOTO
pa3bupane, 4e ToOBa € CUMIITOM 332 HEPa3BUTOCT Ha MAPKETUHIOBAaTa OpUEHTAIINS HAa GUPMUTE
B CTpaHara. 3aliTeHa e Te3aTa, 4e CTaBa J{yMa KakTo 3a Hepa3OupaHe Ha 3HAUE€HUETO U poJisiTa
Ha MPOJYKTOBUTE MHOBAIIMHM 3a TOCTUTAHE Ha IIETUTE HA UpMaTa, Taka U 32 HEyMEHHe J1a ce
YIPaBJIsBaT MHOBAI[MOHHUTE MPOLIECH, 3a J]a ObAAT TOBEACHU 10 YCHEIIEH Kpail - BbBEXKAaHe
Ha KOHKYpPEHTOCIIOCOOEH HOB MPOIYKT Ha Ma3apa.

B 3axmoueHunero Ha riaBata € oOOOLIEHO, Y€ B MEPHUOJ] Ha MKOHOMHYECKA KpHU3a
OBNrapCcKUTe KOMIIAHUM TpeAnpUeMaT CIOpaAMYHU CTBIOKM 3a ONTUMHU3UpaHE Ha
npoaykToBus cu noptdein. Kato mpaBmiio ce ocTaBiAT caMo JOXOJHHTE mHo3uuuu. Haii-
pasmnpocTpaHeHa (M MmpeaBUArMa) CTPAaTerus Mo OTHOLIEHHE Ha MPOAYKTOBMS MOPTQEin e
CTpaTerusra Ha 0OCBOOOX/1aBaHe OT ,,c1a0uTe” MPOAYKTH, UMAIld HUCHK IPUHOC B MIPUXOJIUTE
Ha KOMIIAaHMMTE, W 4YHETO NpEUlaraHe WM3UCKBA IOJKPENa CbC COJMIHU MapKETUHIOBU
oroket. To3u moaxon € B YHHCOH C YCTaHOBEHOTO Ha JAPYrd IMaszapd OT JPYyru
M3CIIEeI0BaTeNM, Y€ B MEpPHOJ] Ha KpHU3a MOTpeOUTENNUTe NMPEeHAcOuBaT BHUMAHUETO CH KbM
MPOAYKTOBU aTpUOYTH, KATO MKOHOMHYHOCT, HAJISKIHOCT U (DYHKIIHOHATHOCT.

B kpas Ha rinaBara € BKJIIOUEH CIIMCHK Ha U3II0JI3BAHATA JTUTEPATYpa.
SUMMARY

The collective monograph entitled “Marketing strategies of the companies operating in
Bulgaria in an economic crisis” presents the results of a study financed by the UNWE fund for
Research and Development under a project led by Prof. Galina Mladenova.

The study aims to find how company marketing strategies are affected by the crisis and
to examine the main approaches to company adaptation to a changed environment. The study
is based on the research and analysis of the marketing behavour of the companies in Bulgaria
in the conditions of the economic crisis of 2008-2010.

The author’s contribution to the collective monograph is the third part of the book
“Adapting the product strategies of companies operating in Bulgaria in an economic crisis”, pp.
60-78.

In this part of the monograph, the author defines company product policy as a set of
principles for decision-making related to one of the elements of the product mix — the product.
The set of principles orients the decision-making process in a direction that ensures the
realisation of the marketing strategy. Product policy also helps limit the range of alternative
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decisions regarding the company marketing tool considered the most important one. It
highlights the problems that a part of product policy content and the content elements are
systematised in four groups: assortment policy; innovation policy; branding policy; and
servicing policy. These groups are accepted as a basis for the study of the changes imposed by
the world economic crisis in the companies operating in Bulgaria.

As far as the changes in company assortment policy are concerned, the main question
that has not been answered refers to the changes in product assortment in an economic crisis.
The results obtained show that the surveyed companies are characterised by the employment of
a passive approach to the use of product portfolio as a marketing tool. The evidence in support
of this conclusion is, first of all, related to the fact that in the most common case product
assortment has not been changed. This means that no new products have been added to the
portfolio of the surveyed companies, nor have unnecessary ones been removed. Second, the
passive behaviour regarding the portfolio finds an expression in the non-exclusion of certain
items — less profitable or more expensive. Third, passive behaviour finds an expression in the
lack of changes in product characteristic features — in more than two thirds of the cases,
companies have not changed product parametres, even though there have been different
situations of maintaining, reducing or raising its price.

In terms of the organisational forms of product assortment management, this chapter of
the monograph considers the presence of brand/product managers and specialists. Results show
that there are specialists in the management of certain brands, assortment groups and product
categories in less than two out of five companies. This result is the symptom of at least two
phenomena in the Bulgarian marketing reality: first, presence of undeveloped systems,
procedures and practices related to product management as a fundamental tool of company
marketing mix; second, the content of the marketing function is limited to the use of
communication and sales means to ensure the desired volume of sales. This means that almost
two thirds of the companies actually apply the sales philosophy which is the antithesis of the
marketing concept.

In terms of the changes in product innovations, this chapter of the monograph justifies
the view that the need for product innovations is related to the company efforts to react to
changes in the marketing environment and thus to defend its current competitive position or to
create a new one. Unfavourable changes in company environment usually give a strong impetus
to innovations, including innovations related to new product development. Sales decrease;
product obsolescence and tarnished image; overcoming cyclicality in demand; utilisation of
technological and marketing opportunities, etc. — they are all a driving force in the processes of
product innovation.

It is argued that at the same time product innovations not only can, but also must be
considered a way of adapting a company offer to the changing consumer requirements. Along
with the removal of obsolete items from the nomenclature list, new product development is the
way to bring company portfolio in line with what is in demand in the market and through which
a company is able to achieve its market goals.

The results of the conducted research give a reason to claim that the surveyed companies
do not use fully the possibilities for product innovations in order to adapt their supply to the
volume and structure of market demand. Less than a fifth of the companies purposefully create
“crisis” products to meet the changed needs of the target group.

The considered chapter of the monograph analyses the small share of the companies that
have purposefully undertaken new product development in accordance with the requirements
of the economic situation in the country. The author argues his view that this is a symptom of
underdevelopment of the marketing orientation of the companies in the country. The thesis is
defended that it is a matter of lack of understanding of the role and significance of product
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innovations in terms of the achievement of company goals as well as of the inability to manage
innovation processes in order to complete them successfully — with the introduction of a
competitive new product on the market.

The conclusion of the chapter summarises the fact that in an economic crisis Bulgarian
companies take sporadic steps to optimise their product portfolio. As a rule, they keep only their
profitable positions. The most common (and predictable) strategy related to product portfolio
is the strategy of getting rid of the weak products with a small contribution to company revenue
and whose supply requires the support of huge marketing budgets. This approach is in line with
what other researchers have found about other markets — that in times of crisis, consumers turn
their attention to product features such as economy, reliability and functionality.

A bibliography is provided at the end of the chapter.

Il. CraTtun, ny0/iMKyBaHU B HAYYHHU M3JaHMS, pepepUPaHU M HHIEKCUPAHU
B CBETOBHOU3BECTHH 0a3M JaHHHU ¢ Hay4YHa HHGopManus

4. MapunoB, Kpacumup, ®PuHaHCOBa rpamMOTHOCT H (PUHAHCOBO IOBeJeHHE HA

ObJarapckure cryaeHTH, CTpareruu Ha o0pa3oBaTeIHATA U HAYYHATA MOJIUTHKA, 2020
(Tonuna 28), Bpoii 4, c. 392-418 (ISSN: 1310-0270 (print); 1314-8575 (online)).

PE3IOME

Cratusita mpencraBs pe3ylATaTHTe OT EMIMPUYHO NpOoyuBaHe Ha (uHAHCOBaTa
IPaMOTHOCT Ha OBJITAPCKU CTYJICHTH. YYacTHETO HAa WHIUBUINTE B WKOHOMHYECKUS U
OOIIIECTBEH >KMBOT 3aBHCH M OT CIOCOOHOCTTa WM Ja pa3dupar Oa3ucHU (UHAHCOBH
KOHIENIHU. 3HAHUSATA U YMEHUATA 32 YIPaBJICHNUE HA TUYHUTE (PUHAHCH CTaBaT BCE MO-BAXKHU
MO/ BJIMSHAE HA MHOXECTBO TEHJCHIIMH, KaTo OCOOEHO akTyajleH € MpoOieMbT 3a
(¢uHaHCOBaTa TPaMOTHOCT Ha MJIAJTUTE X0pa.

OOexkT Ha u3cieIBaHE ca CTYAEHTU B OBJIrapCcKd YHHUBEPCUTETH, a MpPEAMET Ha
M3CIIEIBAHE Ca TEXHUTE 3HAHUSA, YMEHHS U MOBEJACHHE OTHOCHO YIPAaBJICHUETO HAa JIMYHUTE
¢unancu. llenta Ha cratuara € Ja MpEACTaBM PAaBHUIIETO Ha (PMHAHCOBA I'PaMOTHOCT U
KIIIOYOBUTE acleKTH Ha (PMHAHCOBO MOBEIEHHE Ha CTYACHTUTE. 3a MOCTUTAHETO HA Ta3| Il
ca U3IBJIHEHHW CIIETHUTE 3aJauyd: MbpPBO, 00OOIIEHU ca ChUIECTBYBALUTE MPOYUYBAHUS Ha
¢uHaHCOBaTa TPaMOTHOCT; BTOPO, OOOCHOBAaH € KOHIIENTyaJeH MoJel Ha (HUHAaHCOBaTa
IPaMOTHOCT ¥ ()MHAHCOBOTO TMOBEJICHHE M € pPa3padOTeH MOIXOMAI] H3CIIEOBATEICKA
HMHCTPYMEHT; TPETO, MPEACTaBeHH Ca PE3yITaTUTE OT EMIUPUYHO MPOyUBaHE HA (MHAHCOBATA
I'PaMOTHOCT U (PMHAHCOBOTO MOBEIECHUE Ha OBJITApCKU CTYAEHTH; YETBBPTO, (POPMYyITUpPaHU ca
3aKJIIOUEHUS U HACOKHU 32 ObJICIIH U3CIICABAHUS.

Pesyararure oT mpoyduBaHETO IOKa3BaT, Y€ MOJBT HAa CTYJICHTUTE BIUSE BBPXY
(¢uHaHCOBAaTa UM IPaMOTHOCT (MBKETE UMaT MO-BUCOKA (PHAHCOBA I'PAMOTHOCT OT JKEHUTE);
JMYHUAT 10XO0Jl Ha CTYJICHTUTE BJIMsE BbPXY (PMHAHCOBATa UM IPaMOTHOCT (CTYIE€HTHUTE C MO-
BHCOK JIMYEH JI0XO0]I UMaT O-BUCOKa (PMHAHCOBA TPAaMOTHOCT); I0XOIbT Ha JOMAaKUHCTBOTO Ha
CTyJ€HTa BJMs€ BbpPXYy (MHAHCOBAaTa My IpaMOTHOCT (CTYJIEHTHTE C IO-BUCOK J0XOJ Ha
JIOMaKMHCTBOTO MMaT IO-BHUCOKAa (PMHAHCOBA IPAMOTHOCT); KaKTO M 4€ OTTOBOPHOCTTA 3a
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¢uHaHCOBUTE pelleHUs B JOMAaKMHCTBOTO BIHMs€ BbpXYy (MHAHCOBaTa TIPaMOTHOCT
(oTroBopHHTE 332 (DUHAHCOBUTE PEIICHHS B JOMAKHMHCTBOTO CH CTYJEHTH MMaT I0-BHCOKA
¢buHaHCOBa rpaMOTHOCT). Te3u pe3yaTaTu ca B Chb3ByUHE C YCTAHOBEHOTO OT IIPOYUYBAHUS Ha
CTY/IEHTH B JPyTU CTPaHH.

HacrosimoTo mpoyuyBaHe moka3Ba, 4e CIEIHATHOCTTa Ha CTY/AEHTa, 00pa3oBaTeNHO-
KBaJTM(HUKAIIMOHHATA CTENEH, B KOATO ce 00ydaBa, WU YHMBEPCUTETHT HE BIUSAT BBPXY
paBHHIIETO Ha (UHAHCOBATA My IPaMOTHOCT. Te3m pe3ynTatu ca B pa3pe3 ¢ HUTHPAHHUTE B
JUTEpaTypHUST 0030p TPOYYBaHMsS, CIIOPEN KOUTO CIICIHATHOCTTa, YHUBEPCHTETHT H
oOpazoBaTenHaTa CTENeH Bb3/IeHCTBAT BbPXY PABHUILETO HAa 3HAHUS M YMEHUS 3a YIPaBICHHUE
Ha (UHAHCHTE.

Envn oT n3HeHaaBamMTe pe3yaTaTy Ha HACTOSALOTO U3CIICIBAHE €, Y€ U3yYaBAHETO Ha
Kypc 110 yIpaBjeHHe Ha JTUYHUTE (PUHAHCH HE TIOKa3Ba CTATUCTUYECKH 3HAUMMO Bb3/ICHCTBUE
BBPXY (pMHaHCOBaTa I'paMOTHOCT Ha cTyAeHTHTe. He ce moTBbpxkIaBaT MpeABApUTEITHUTE
OYaKBaHMsI, Y€ CTYJCHTUTE, U3y4aBaI Kypc IO JIMYHU (PUHAHCH, UMAT NO-BHCOKa (PMHAHCOBA
rpamoTHOCT. [IpuunHuTE 32 TO3M pe3ynTar TpsOBa 1a ce u3ciIeBaT JOIMbIHUTEIHO.

B mnacrosdmara cratus € H3CIEIBAHO U IPEANOJNOKECHHETO, Y€ PABHULIETO HA
(¢uHaHCOBa TPaMOTHOCT BB3/AEHCTBa BbpPXY (UHAHCOBOTO TIOBEJIEHUE HA CTYACHTHUTE.
Pesynrature Ha Mpoy4BaHETO HE MOTBBPXKAABAT JOMYCKaHETO, Y€ (pMHAHCOBATa IPAMOTHOCT
BB3/ICHCTBA BbPXY HAIMYHETO Ha OIO/KET HA IOMAKHMHCTBOTO, YECTOTATa HA HETOBUS KOHTPOJI
Y HAIMYMETO HA CyMa 3a CIICIIHU Cilydau. Te3u pe3yiTaTd ca B pa3pe3 C YCTaHOBEHOTO B
IIPEIUIIHY IPOYYBAHUS B PA3JIMYHU CTPAHU HA CBETA.

EnHoBpeMeHHO ¢ TOBa, pe3yiTaTUTEe MOKa3BaT, 4ye ()MHAHCOBaTa I'PaMOTHOCT Ha
CTYJCHTUTE BIIMSE BHPXY IOBEIECHUETO ITPH HAMAJISIBAHE HA J0XOJA U BbPXY CIECTSIBAHETO 3a
IIEHCUOHHUPAHE, KOUTO IPEJCTABIIABAT ABAa BayKHU [1OBEJICHYECKH aCIIEKTa Ha yIPaBJIECHUETO HA
JUYHUTE (PUHAHCH.

SUMMARY

The article presents the results of an empirical study of the financial literacy of Bulgarian
students. Individuals’ participation in the economic and social life depends on their ability to
understand basic financial concepts. The knowledge and skills of personal finance management
are becoming increasingly important because of the impact of a number of trends with the issue
of young people’s financial literacy being particularly relevant.

The object of research is students in Bulgarian universities, and the subject of research
is their knowledge, skills and behaviour in terms of personal finance management. The purpose
of the article is to present the level of student financial literacy and the key aspects of student
financial behaviour. To achieve this aim, the following tasks are performed: first, the studies of
financial literacy are summarised; second, a conceptual model of financial literacy and
behaviour is justified and an appropriate research tool is developed; third, the results of an
empirical study of the financial literacy and behaviour of Bulgarian students are presented;
fourth, conclusions and guidelines for future research have been formulated.

Research results show that student gender affects student financial literacy (with males
having greater financial literacy than females); student personal income affects student financial
literacy (students with higher income have higher financial literacy); student household income
affects student financial literacy (students with higher household income have higher financial
literacy); also, the responsibility for the financial decisions in a household affects financial
literacy (the students responsible for household financial decisions have higher financial
literacy). These results are consistent with the ones of the studies of students in other countries.
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The present research shows that student specialty, educational degree and university do
not affect the level of financial literacy. These results are in contradiction with the ones of the
studies cited in the literature review and according to which student specialty, educational
degree and university affect the degree of knowledge and skills of finance management. One of
the surprising results in the current study is the result showing that doing a course in personal
finance management does not have a statistically significant impact on student financial
literacy. The preliminary expectations that students doing a personal finance course have higher
financial literacy are not confirmed. The reasons for this result need to be further investigated.

The present article considers the assumption that the level of financial literacy affects
student financial behaviour. The results of the research do not confirm the assumption that
financial literacy affects the availability of household budget, the frequency of its control and
the availability of an emergency amount. These results contradict the findings of previous
studies in different countries worldwide.

At the same time, the results show that student financial literacy affects the behaviour
in the cases of reduced income and retirement savings which are two important behavioural
aspects of personal finances.

I1l. Cratum, ny0auxkyBaHu B HepedepHUPaHU CIHHCAHUSL C HAYYHO
peneH3upaHe

5. Marinov, Krasimir, Measuring Results of New Product Development, Economic
Alternatives, 2013, Issue 3, pp. 106-117 (ISSN: 1312-7462 (print); 2367-9409 (online)).

PE3IOME

N3mepBaneTo Ha pe3yaTaTtute OT pa3pabOTBAHETO HA HOBH MPOAYKTH € HE0O0XO0IUMO,
3a JIa C€ YCTAaHOBHW PABHMINETO HA JICWHOCTUTE IO pa3paboTBaHe BHB (pripMara, KaKTo U J1a ce
omlpeseny KakBo TpsOBa Ja ce HampaBHW 3a MoA0OpsBaHe Ha Te3u aeiHocth. [Ipenmer Ha
W3CIIC/IBAHE B CTATHATA € M3MEPBAHETO HA PE3yJTATUTE OT MPOAYKTOBUTE HHOBaruK. CTaTusTa
MMa 3a 1N Ja WACHTU(UIHPA TTOCOKHUTE, TI0 OTHOIIEHHWE Ha KOUTO TPsOBa Ja ce OOMUCIH
U3MepBaHeTo Ha pe3ynTtaTtute. Llenta Ha cTatusTa € 1a XBBPIU CBETIUHA BbPXY PA3TUYHUTE
TJICOIHU TOYKU KbM I/ISMepBaHeTO Ha pe?;y.HTaTI/ITe.

B cratusTta e aprymeHTHpaHa HEOOXOIMMOCTTa OT M3MEpBaHE Ha pe3yiTaTUTE OT
pa3paboTBaHeTO Ha HOBU NpoAyKTu. [lokazaHo e, ue Bceku (aKkTop, KOWTO Bb3ACHCTBA BHPXY
e(eKTUBHOCTTA Ha IPOTyKTOBUTE MHOBALIUH, M3I'bJIHABA TPU (DYHKLIMHU: HA 11eJT; HA UHAUKATOP;
Y Ha OCHOBAaHUE 3a MOTUBALIM Ha IIepcoHaa. JloKa3aHo €, 4e Makap U pa3iInyHu, CIIOMEHATUTE
Tpu QYHKIIMH ca B3aNMOCBBP3aHU.

Omnpenenenu ca TpyTHOCTUTE MPU U3MEPBAHETO HA PE3YATATUTE OT pa3paboTBaHETO HA
HOBHU IPOJAYKTH. JI0Ka3aHO €, Ye OCHOBHUTE TPYAHOCTH IIPU U3MEPBAHETO Ha PE3yJITaTUTE ca
CBBpP3aHM C M3IOJ3BAHETO HA PE3yNTAaTH OT INUPOK KPBbI MEHWIKBPU; C HEMATCPUATHMS
XapakTep Ha MPEJICTaBsIHETO Ha HOBHS NMPOAYKT; c (hakra, ue pa3paboOTBaHETO HAa HOBH
IPOAYKTH € CBBP3aHO C HECTaHJApTHU U HEperyJsipHU 3aJlaud; KakTo U C TOBa, ue
pa3paboTBaHETO HA HOB MPOAYKT € CBBP3aHO KAKTO C HECUTYPHOCT, TaKa M C OpraHU3alMOHHA
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CIIO)KHOCT W C JIMICAa Ha KOHIEHTpalus BBPXY AEHHOCTHTE MO pa3paboTBaHE Ha HOBH
HpOHyKTI/I.

B crarusra e mpemioxkeHa cucteMa OT WHIMKATOPHU 3a U3MEpPBaHE HAa PE3YyJATAaTUTE OT
pa3paboTBaHETO Ha HOB IMPOIYKT, B KOSITO C€ HW3MOJ3BAT PA3jIMYHHA WHIWNKATOPH Ha BCSIKO
¢dbupmeno HuBo. [Ipemiara ce U3MoOA3BaHE HA TPU HUBA Ha M3MEPBAHE, KAaTO 3a BCSIKO OT TAX CE
MpuiiaraT ChOTBETHH IIOKA3aTeNM: HUBO HAa OTACTHHS MPOEKT 3a HOB MPOIYKT, HUBO Ha
WHOBAI[MOHHUS TIPOIIEC Ha MPOIYKTA; U CTPATETHYECKO HUBO. 3aIIUTEHO € CXBAI[AHETO, Ye ©
HEOOX0aMMO Ja ce u30epe ONTHUMAaJCH OpoH IMOoKa3aTeln, KOUTO OMxXa MOTJIM Ja YJIECHSAT
e(eKTUBHOTO yMpaBieHNE Ha HHOBAIIMUTE HA MPOJAYKTUTE B PAMKUTE Ha KOMITAaHUSATA.

SUMMARY

It is necessary to measure the results of new product development in order to establish
the product innovation current level and define what has to be done for its improvement. Subject
of research in the article is measuring the results of product innovation. The article is aimed at
identifying the directions in terms of which the measuring of results is to be considered. Our
goal is to shed light on the different points of view thereon.

The need of measuring results of new product development is justified. It is shown that
each determinant of product innovation performance serves three functions: of a goal; of an
indicator, and of grounds for personnel motivation. It is proved that though different the said
three functions are interrelated.

The article defines the difficulties in measuring results of new product development. It
is proved that the main difficulties in measuring results are related to the use of results by a
wide circle of managers, to the intangible nature of the new product development performance,
to the fact that product innovation is related to nonstandard and extraordinary tasks and the
development of a new product is related to both insecurity and the organizational complexity
and of lack of concentration on the new product development activities.

A system of indicators for measuring results of new product development where
different indicators are used at each company level is proposed. There are three levels of
measuring using their relevant indicators: level of the separate new product project; level of the
product innovation process and strategic level. The concept that it is necessary to choose an
optimal number of indicators that could facilitate the product innovation efficient management
within the company is defended.

6. MapunoB, Kpacumup, UkoHoMu4YeckaTa Kpu3a M NPOAYKTOBHSAT ACOPTUMEHT Ha
obarapckure ¢pupmu, busnec mocokm, 2014, Bpoii 2, ¢. 31-37 (ISSN: 1312-6016
(print); 2367-9247 (online)).

PE3IOME

CraTusiTa € TNOCBETEHAa Ha AaKTyaJleH M 3HauuM 3a CbBpEMEHHaTa ObJrapcka
MapKeTHUHroBa JuTeparypa npobiem. [IpuumHurte 3a ToBa ca moHe ase. Ha mbpBO MscTO,
nKoHOMMUecKkaTa kKpu3a oT 2008 u cienBamuTe TOAWHM OCTaBU CBOSI OTIEYAaTBK BBPXY
MapKeTHUHIOBUTE Omepanuu Ha ¢upmute B bbirapus, kaTo T CTUMYy/IHpa KbM NPOMEHHU B
MapKETUHIOBaTa UM CTpaTerysi U U3MOI3BaHETO Ha MApKETHHIOBUTE HHCTpyMeHTH. Ha BTOpO
MSCTO, YNPABICHUETO Ha MpPOAYKTa Karo OCHOBOIOJAralll MAapKETUHIOB MHCTPYMEHT
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BB3/IEHCTBA CUIIHO BbPXY pa3pabOTBAaHETO M MPUJIAraHETO Ha MAapKETHHIOBATa CTpaTerus Ha
¢upmata. EqHOBpEeMEHHO ¢ TOBa ONTUMH3HPAHETO Ha MPOIYKTOBUS aCOPTHUMEHT € Cpej Haii-
BAKHUTE PEIICHUS OTHOCHO YNPABIEHUETO Ha IPOIYKTA.

BbrpocsT, Ha KOWTO € MOThPCEH OTTOBOP B CTATUATA, € ATl GUPMUTE ca JOCTATHYHO
aKTUBHU B H3IOJI3BAHETO HA NPOAYKTOBOTO MOPTPOIUO KATO MAPKETUHIOB HHCTPYMEHT.
OTroBopbT Ha TO3U BBIIPOC € GOPMYJIHPaH HAa OCHOBATA HA JAHHU OT HAI[MOHAIHO MIPOYYBaHe,
IIpOBeJIEHO B ieproaa aprycr-centemspu 2011 r. Merononoruueckara paMmka Ha U3CJI€ABAaHETO
BKJTFOYBA n3cienBane Ha 300 MapKeTHHTOBH MEHUDKBPH upe3 aHkeTa 1o MaTepHeT u TenedoH.
N3cnenoBarenckara 3ajja4a € J1a € yCTaHOBY KaKBU MEPKH CE IIPEANIPUEMAT 10 OTHOUIECHHE Ha
npoaykToBus moptdeiin mo Bpeme Ha Kpusa. PaboTHara xumore3a €, 4e B IMEPUOJA Ha
MKOHOMMYECKA Kpu3a (UpMHTE MpeIpueMaT TOYHO ONPEAEIeHH CTHIIKH 32 ONTUMU3UPAHE Ha
IIPOSYKTOBHUS CU ACOPTHMEHT.

[TomyuenuTe OT U3CIEABAHETO Pe3yJATaTH J1aBaT OCHOBAaHUE Ja ObJie 3alUTeHa Te3arTa,
4e u3cieBaHuTe (PUpMU UMAT MACUBEH MOIXO/ B U3IOJI3BAHETO HA MPOAYKTOBOTO MOPTHOIHO
KaTO MapKETUHIOB MHCTPYMEHT. Ta3u Te3a € 1oka3zana uype3 pa3BUTUETO HA JBE OCHOBHU I'PYITU
nokazaTenctBa. Ha mbpBo MsCTO, JA0Ka3aHO €, 4e MPHU MOBEUETO OT H3CIIeABAHUTE (QUPMU
MPOIYKTOBUST aCOPTHUMEHT He € OWJI MPOMEHEH Clie]] Ha4yaJloTo Ha Kpu3ara. ToBa o3HayaBa, 4e
B TIOPT(HOIIMOTO Ha Te3u (UPMHU HHUTO ca JOOABSIHU HOBH NPOAYKTH, HHTO Ca MPEMaxBaHU
HEHYXHU apTuKynu. J[oOpe aganTHpaHOTO M CHOTBETCTBAIlO HA M3MCKBAHMSITA Ha Iaszapa
MPOIYKTOBO MOPT(OIHO OU a0 B3MOKHOCT Ha (PUPMHUTE J1a C€ BH3MOI3BAT MOJIOKUTEIHO
OT IPOMEHUTE, PUYUHEHN OT UKOHOMUYECKATa KpU3a, Makap TOBa Jla HE € HampaBeHo. Ha
BTOPO MSICTO, HM3KIIOYBAHETO OT MPOMYKTOBUS TOPTQEiT Ha OMpenesieHH apTUKYJIU €
HEJOCTAaThYHO MHTEH3UBHO U € (OKYCHPAHO BBPXY MPOIYKTUTE C MO-HUCKA Mevyanda u ¢ mo-
BHCOKa II€Ha. 3ara3BaHETO Ha MPOJYKTOBHUS MHUKC 0e3 MPOMEHM ce HalllrojaBa, Makap U B
paszuyHa CTEMEH, KaKTO TPH KOMITAHUHUTE, HACOYCHH KbM KpallHH MOTPEOUTEH, Taka U KbM
T€3U, OPUEHTUPAHU KbM OPraHU3AIMOHHU MOTPEOUTEINH.

SUMMARY

The article is devoted to a topical and significant issue in the contemporary Bulgarian
marketing literature. There are at least two reasons for this. First, the economic crisis of 2008
and the following years marked the marketing operations of the companies in Bulgaria by
stimulating them to make changes to their marketing strategies and the use of marketing tools.
Second, product management as a fundamental marketing tool significantly affects the
development and implementation of the company marketing strategy. Along with this, the
optimisation of product assortment is among the most important decisions related to product
management.

The question that has been answered in the article is whether companies are active
enough in the use of product portfolio as a marketing tool. The answer to this question is
formulated based on the data from a national survey conducted in August-September 2011. The
methodological framework of the survey includes 300 marketing managers who participated in
questionnaire interviews online or by phone. The research task is to establish what measures
are taken with relation to the product portfolio in a crisis. The working hypothesis is that in
times of crisis companies take particular steps in order to optimise their product assortment.

The results obtained from the research give grounds to defend the thesis that the
surveyed companies have a passive approach to the use of product portfolio as a marketing tool.
This thesis is proved by the employment of two main groups of evidence. First, it is proved that
most of the surveyed companies did not change their product assortment after the beginning of
the crisis. This means that neither new products were added to these companies’ portfolio, nor
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unnecessary products were removed from it. A portfolio which is well-adapted and
corresponding to market requirements would give companies the opportunity to positively avail
of the changes caused by the economic crisis. This was not done, though. Second, the exclusion
of certain items from the portfolio is not sufficiently intensive and is focused on the products
bringing lower profit and having a higher price. Making no changes to the product mix is
observed, though to a different extent, both in the companies targeting end users and in those
targeting organisational users.

7. Marinov, Krasimir, Product Policy of Bulgarian Companies in Times of Economic
Crisis, Economic Alternatives, 2015, Issue 1, pp. 5-18 (ISSN: 1312-7462 (print); 2367-
9409 (online)).

PE3IOME

Ilenta Ha Ta3u craTus € Aa U3CieABa BB3JACHCTBUETO Ha 3amodHainara mnpe3 2008 r.
MKOHOMHYECKa KpH3a BBPXY peEIIeHHsITa Ha OBJITapcKUTEe KOMIIAaHWM B 00JlacTTa Ha
IpOAyKTOBaTa MOJIMTUKA. [IpoayKThT € Hall-BaKHUAT MapKETHHIOB MHCTPYMEHT M 3aTOBa
JNEHHOCTUTE M MEpKHUTE, CBBP3aHU C HEro, BIMUAAT CHIHO BBPXY pa3pabOTBaHETO U
MpUJIaraHeTo Ha MapKeTUHIOBaTa CTpAaTerus Ha koManusTa. Hali-ronsiMo 3HaueHue ce oTaBa
Ha pelIeHMsITa OTHOCHO ONTHUMM3MPAHETO Ha MPOAYKTOBOTO MOPT(HOJINO, YIPABICHUETO HA
MPOAYKTOBUS MUKC U pa3pabOTBAHETO Ha HOBU MPOAYKTH. AHAJIU3BT € HAIIPABEH Bb3 OCHOBA
Ha JaHHU OT HAlMOHAJIHO IpOy4YBaHE, NMpPOBEAEHO IMpe3 aBryct u cenremspu 2011 r.
3akioyeHusATa U 000OIIeHUATa, TIOCOYEHH B CTATUATA, NPEACTaBIABAT MHTEPEC KAKTO 3a
U3CiIeoBaTeNInTe B 00JacTTa Ha MapKeTHMHroBaTa cTpaTerusi Ha (upmuTe, Taka M 3a
MEHHDKBPHUTE U CIICIUAIMCTHTE OT MPAaKTUKATa, OTTOBAPSINU 33 MPOAYKTOBATA TOJIUTUKA U
B3EMaHETO Ha PeIIeHUs] OTHOCHO MPOJYKTOBOTO MOPT(HOIINO U YIIPABIEHUETO HA IPOTYKTOBUS
MHUKC.

AHanu3bT Ha NPOMEHUTE B IPOAYKTOBUTE CTpaTeruud Ha Qupmwure, paboTemu B
bparapus no BpeMe Ha MKOHOMHYECKAaTa KpH3a, pa3KpHUBa, Y€ M3CIEABAHUTE KOMIIAHMM ca
Jl0cTa TAaCMBHU TpPU H3MOI3BAHETO Ha MPOAYKTOBOTO MOPT(OIMO KATO MapKETHHIOB
MHCTPYMEHT. ApPryMEHTHTE, INOAKPEISLIM TOBa 3aKIYCHHE, Ca CBbP3aHM Hal-Bedye C
npeo01agaBamoTo OTChCTBUE HA MPOMEHH B MPOJYKTOBUS ACOPTUMEHT - HE ce 100aBAT HOBH
NPOAYKTH M HE C€ MpeMaxBaT HEHYXXHU apTUKYJIHM OT MOPTPOIMOTO Ha KOMIIAHUMTE,
o0xBaHaTH OT npoyuBaHeTo. OCBEH TOBa, O€lIe YCTAaHOBEHO, Y€ NIPEMAaXBAHETO HAa apTUKYJIU
OT MPOAYKTOBOTO MOPT(HOINUO HE € JOCTaThbuHO OO0XBaTHO M ce (PoKycHpa camoO BBPXY
MPOAYKTH, KOUTO HOCSAT TO-Majika revyanda u uMaT mo-BUCOKH HeHH. ChIo Taka, HAIIUSAT
aHaJIM3 II0Ka3Ba, Y€ WM3CJICABAHUTE KOMIIAHWM HE W3IO0JI3BAT ITBIIHOLEHHO BB3MOXHOCTHUTE,
IpeUlaraiu OT NMPOJYKTOBUTE MHOBAIMHM, 32 Jla IPUCIOCOOAT aCOPTUMEHTA CU KbM o0ema U
CTpyKTypaTa Ha ThPCEHETO Ha masapa. Ilo oTHoIIeHHEe Ha OpraHU3alMOHHUTE ACIEKTH Ha
YIPaBICHUETO Ha MPOAYKTOBOTO NOPT(POIMO HALIETO H3CIEIBAHE YCTAHOBH HE CaMo
HEOCTaThbYHO M3IOJ3BaHE Ha MOAXOJAINM OpraHU3allMOHHM (OpMH Ha YIpaBJIeHHE Ha
MPOJAYKTHUTE, BJIOIIABALIM KaYECTBOTO HA B3EMAHE HA PELLIEHUS B IPOAYKTOBaTa NMOJUTUKA HA
KOMIaHUATA, HO U IIUPOKO MPUCHCTBUE HA EKCIIEPTH IO MPOJIaK0M M KOMyHHUKAIUs 32 CMETKa
Ha JepUIMT Ha CHELMAIUCTH MO YNpaBIEHUE HA MapKUTEe U IMPOAYKTOBUTE KaTeropuu,
CHELMAIMCTH 10 MAPKETUHIOBY U3CJIEABAHUS U MAPKETUHIOBO IIaHupaHe. OOCTOSATENCTBOTO,
4e ChABP/KaHUETO Ha MapKEeTHUHIoBaTa (PyHKIIMS ce OrpaHryaBa /10 U3I0JI3BaHe Ha CPEJICTBA 3a
KOMYHHUKAIMsl U HachbpyaBaHe Ha MPOAAXOUTE, OCUTYpsIBAILU KEJIAHUS ThPrOBCKU OOOpOT,
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MOKE J]a c€ pas3riiexkJa Karo WHAWKAIWs, Y€ 3HAYUTENeH Opoil KOMMaHWM ca CKIOHHH [a
npuiarar punocopusATa Ha MPOJAKOUTE, a HE MAPKETHHTOBATa KOHIICIIITHSI.

SUMMARY

The aim of this article is to study the effects of the post-2008 economic crisis on the
decisions of Bulgarian companies in the field of their product policies. A product is the most
significant marketing tool and so the activities and measures related to it strongly affect the
development and application of a company’s marketing strategy. The greatest importance is put
on the decisions regarding the product portfolio optimization, product mix management and the
development of new products. The analysis is made on grounds of data from a national survey
carried out in August and September 2011. The conclusions and summaries stated in the article
are interesting for both researchers in the field of companies’ marketing strategy and product
policy and practice managers and specialists in charge of making decisions regarding product
portfolio and product mix management.

The analysis of the changes in the product strategies of companies operating in Bulgaria
in times of economic crisis, reveals that the companies studied tend to be rather passive in using
the product portfolio as a marketing tool. The arguments supporting this conclusion are mostly
related to the prevailing absence of changes in the product assortment — no new products are
added to and no unnecessary items are removed from the portfolios of the companies covered
by the study. Besides, it was found that the removal of certain items from the product portfolio
is not exhaustive enough and it is focused on products that bring smaller profits and have higher
prices. Also, our analysis shows the studied companies do not make full use of the opportunities
offered by product innovations to adjust their assortments to the market demand volume and
structure. In terms of the organizational aspects of the product portfolio management, our
research found not only insufficient use of appropriate organizational forms of product
management deteriorating the quality of decision making in the company’s product policy, but
also broad presence of sales and communication experts at the expense of deficiency of brand
and product category management, marketing research and marketing planning specialists. The
finding that the marketing function contents are limited to using means of communication and
sales ensuring the desired volume of sales, we believe is an indication that a significant number
of companies tend to apply the sales philosophy rather than the marketing concept.

8. Marinov, Krasimir, Price-setting practices for new product introductions: Evidence
from Bulgaria, Journal of European Economy, 2017, Vol. 16. No 4 (63), pp. 407-415
(ISSN 1684-906X).

PE3IOME

IlenTa Ha craTusTa € Ja MPEACTaBH 3HAUYCHHETO Ha IICHOOOpa3yBaIIUTE MPAKTHKH B
Obnarapckute Kkommanuu. Cropen MyOIMKYBAaHOTO  HW3CIEABAHE 1IEHOOOpPa3yBaHETO,
BKJIFOUMTEITHO TOBA 32 HOBHUTE MPOAYKTH MPU BHBEKIAHETO UM Ha Ta3apa, € €IHO OT Haii-
CIIO)KHHTE PENICHHs B KOMITaHUATa. KoraTo ompenensr 1ieHara 3a HOB MPOJAYKT, KOMITAHUHTE
mpuiararT TpU NPAaKTHKU 3a OMpeeNissHe Ha IEHUTe: IeHooOpa3dyBaHe Ha 0a3a IEHHOCT,
[IEHOOOpa3yBaHe, OPUECHTUPAHO KbM KOHKYPEHTUTE, W I[IeHOOOpa3yBaHe Ha 0a3a pa3xoju.
Pesynrarure oT eMIUPHYHOTO MPOYYBaHE cpell OBIrapcKUTe KOMIIAHWH ITOKa3BarT, ue Hai-
BRXHHAT IICHOOOpa3yBaill (akTop 3a MaTEpPUATHUTE MPOJIYKTH Ca IICHUTE HA MPOIYKTHTE HA
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KOHKYPEHTUTE, a 3a YCIYyTMTE - CBHOTBETCTBHETO MEXKIYy LE€HAaTa W [apaMeTpUTe Ha
M3BBPLICHATA IEUHOCT.

Pesynrarure mo oTHOIIEHHE HA 1IEHOOOPA3yBAIIUTE MPAKTHUKU MPU BHBEKIAHETO HA
HOBHU TIPOJIYKTH HE ca OOIIOMPUETH W C€ OTIWYaBaT OT MyOJUKYBaHWUTE B JIPYTH CTATHHU.
[TpuuuHuTe 32 TE3U pe3ynTaTH TpsOBa Aa ObAAT IPOYUYEHHU JOMBIHUTEIHO, HO ChC CUTYPHOCT
OTHOCHTEITHATA CJIOKHOCT Ha Pa3IMYHUTE MIPAKTUKH 32 OINpe/IeisiHE Ha IIEHUTE € OT 3HaUCHUE.
[Tpunaranero Ha ieHo0Opa3yBaHe Ha 0a3za IEHHOCT € J1ajiey MO-TPYIHO U 3aCTPAIEHO OT PUCK
OT TPEUIKH, OTKOJIKOTO HSIKOW OT IPYrUTE JBa MOIXO0A.

Pesynrarure mokasBar, 4e TOBa, KOETO C€ OTHACS 32 MaTEePHATHU MPOIYKTH, HE BaKU
3a HEeMaTepHaTHUTE akTUBU. [Ipy yCIyruTe ChOTBETCTBUETO MEXKIY IIEHATa HA MPOJYKTa W
MPOIYKTOBUTE TMapaMETPd € OCHOBHOTO IPHU OMNpeAeiisiHe Ha IICHUTE, KOETO € €IHa OT
0COOEHOCTHTE Ha 1IEHO00pazyBaHeTo Ha Oa3a 1eHHOCT. OOsICHEHHS MoraT Ja ObJaT HAMEPEHU
B €CTECTBOTO Ha yCIyruTe. T'hil KATO YCIYTUTE ca ISWHOCTH, YECTO H3BBPIIBAHU OT X0pa, HAMa
Ja wuMma JBe enHakBu ycuayrd. CHyXHTEenuTe, TNpeJoCTaBsAlIM yciayrara, YecTo ce
UACHTU(UIMPAT ChC caMaTa YCIIyra, a yYaCTHUIIUTE B OKAa3BAaHETO HA ycCllyraTa MOrar Jia ce
pas3inyaBar B MPEJICTABSIHETO CH OT JICH Ha JIeH, WU JIOPH OT 4ac 0 4ac. [IpomeHmuBocTTa
BOAM U JIO TOBA, Y€ HsAMa JBama KIIMEHTH, KOUTO Jla CH MPUIMYAT; BCEKH IIIe UMa Pa3IHuHU
HU3UCKBAHHWA WJIM LIS M3KMBCC yCiIyrara 1o yHUKaJICH Ha4WH. ToBa I[paBu LOCHUTC HA Oasza
KOHKYPEHTH MO-MaJIKO BaKHH, ThH KaTo MPSKOTO CpaBHEHHE HE € BH3MOXKHO U YMECTHO. B
CBILIOTO BpeMe, MPOU3BOACTBOTO HA YCIYTH € HEJIEIUMO OT TAXHOTO MoTpedneHue. B pesynrtar
Ha TOBAa MPOU3BOJUTCIIMTC HA YCIYTUTC CTaBaT 4aCT OT CaMUA NPOAYKT U MMAT ChbIICCTBCHA
poist B oOCIyKBaHETO Ha TOTpeOuTens. ToBa HamalsiBa OTHOCHTEIHOTO 3HAa4yeHHE Ha
¢dakTopuTe, CBHP3aHU C Pa3XOAUTE, Thil KATO Hall-BaAKHOTO B TE3U CIydau € MPEKUBSIBAHETO
Ha KJIMCHTA.

SUMMARY

This paper presents the importance of the price-setting practices in the Bulgarian
companies. According to the published research, the pricing, including that for the new products
at their introduction into the market, is one of the most complex decisions in the company.
When setting the price for a new product, the companies apply three price-setting practices:
value-based pricing, competition-based pricing and cost-based pricing. Results of empirical
study amongst Bulgarian companies reveal that the most important price-setting factor for the
tangible products are the prices of competitors’ products, and for the services - the fit between
price and product parameters.

The results for price-setting practices in the new product introductions are not
conventional and differ from those reported in other papers. Reasons for these results need to
be studied further but certainly the relative complexity of the different price setting practices
matters. Applying value-based pricing is by far more difficult and threaten by risk of errors than
anyone of other two approaches.

Results reveal that what applies for material products in not valid for the intangibles. In
case of services the correspondence between product price and product parameters is the main
thing when setting prices, which is one of the indicators of the value based pricing. Explanations
could be found in the nature of the services. Because services are performances, frequently
produced by humans, no two services will be precisely alike. The employees delivering the
service frequently are the service in the customer's eyes, and people may differ in their
performance from day to day or even hour to hour. Variability also results because no two
customers are precisely alike; each will have unique demands or experience the service in a
unique way. This makes competitive prices less important, since direct comparison is not very
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relevant. At the same time, production of services is inseparable from their consumption. As a
result service producers play a role as part of the product itself and as an essential ingredient in
the service experience for the consumer. This reduces the relative importance of cost-related
factors, since what matters most in these cases is customer experience.

9. MapunoB, Kpacumup, CTpaternueckara opueHTanus Ha (pupmara kato Gpakrop 3a
ycnex Ha NPOAYKTOBUTE HHOBaIUN, UKOHOMMYECKH U COUMAJIHU aJITepHATUBH, 2019,
Bpoii 3, c. 39-48 (ISSN: 1314-6556 (print); 2534-8965 (online)).

PE3IOME

MHO€ecTBO M3CII€BaHUS IIPE3 MOCIEIHUTE TOAMHM II0Ka3BaT, Y€ cTpaTernyeckara
opueHTalus Ha (upmaTa e TICHO CBbp3aHa C Ma3apHOTO MpeACTaBsiHE Ha TPOAYKTUTE . OOEKT
Ha U3CJe[BaHe B CTaTUsATa € pa3pabOTBAHETO HAa HOBU MPOAYKTH B OBJITapckuTe QUpMH, a
IpeMET Ha M3CIICABAHE € CTpaTernuecKaTa OpHeHTalus Ha pupmara Kato (akTop 3a ycrex Ha
npoayKkToBUTe MHOBauuu. llenTra Ha cTatusTa € Aa MpeacTaBH KOHIENTYaTHUTE OCHOBH Ha
pasriIeKIaHeTo Ha CTpaTernyeckaTa OpUEHTAlUs KaTo (akTop 3a yclex Ha HMpOAyKTOBHUTE
MHOBALIMHU Ha ¢upMaTa. 3a MOCTUTAaHETO Ha IIeNITa ca OCHILIECTBEHH CIEIHUTE 33auu: IbPBO,
CHUCTEMaTU3UpaHu ca pa3OupaHusTa 3a CTpaTeruyecka OpUEeHTalMs Ha Qupmara; BTOPO,
IIPEJCTaBEHU ca OJXO0/IU 32 HeHHATa TUII0JIOTU3aLHs;, TPETO, IPEI0KEHa € METOA0JIOTHYecKa
paMKa 3a M3clie/IBaHe Ha CTpaTernyeckara OpueHTanus Ha pupmara kato ¢pakTop 3a ycnex Ha
HOBUTE MPOTYKTH.

Hacrosmoro n3cneaBane CUCTeMaTu3upa Ha KOHIENITYaTHO U TEPMUHOJIOTUYHO HUBO
pa3OupaHusATa 3a CTpaTerHuecka OpHeHTalus Ha (upmara. PasriexmaHa KaTo IsIIOCTHA
CTpaTeruyecka MoCcoKa Ha OpraHU3alMsITa, KOHCTPYKIMATa HA CTpaTernyeckara OPUCHTAITUS
Ce OCHOBaBa Ha HAYMHHUTE, MO KOWTO (UPMHUTE pearupar Ha pa3IU4YHA CHOUTHS B
oOkpwxkaBamata cpega. OO00OmEeHNM ca pe3ydaTaTUTe OT TPEAUIIHU H3CICABAHUS HaA
BB3/JICHCTBUETO HA CTPAaTErnyeckara OPUEHTAIUsl BbPXY PE3YJITATUTE Ha HOBUTE MPOJIYKTH.
3HauEHUETO Ha CTAaTUATAa € CBBP3aHO ¢ OOOCHOBAaBaHE Ha METOJOJOTMYEecKa paMKa 3a
W3CIIe/IBAHE Ha CTpaTernyeckara OpueHTaIus Ha GupmaTa Kato GakTop 3a yclieX Ha HOBUTE
TIPOIYKTH.

SUMMARY

A lot of studies in recent years show that company strategic orientation is closely related
to the market performance of its products. The object of research is new product development
in Bulgarian companies and the subject of research is company strategic orientation as a success
factor for product innovations. The aim of the article is to present the conceptual foundations
of considering company strategic orientation as a success factor for product innovations. To
achieve this, the following tasks are conducted: first, the views of company strategic orientation
are systematised; second, approaches to its typologisation are presented; third, a methodological
framework is suggested for the study of company strategic orientation as a success factor for
new products.

The present research systematises the views of company strategic orientation
conceptually and terminologically. Seen as the overall strategic direction of the organisation,
the construct of strategic orientation is based on the ways companies react to different events
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in the environment. The results of previous research on the impact of strategic orientation on
new product results are summarised. The contribution of the article is related to the justification
of a methodological framework for the study of company strategic orientation as a success
factor for new product success.

10. MapunoB, Kpacumup, TexHoJoruyHaTa CHHEprusi B pa3padoTBaHeTO HA HOBH
npoaykTu, buznec mocoku, 2020, bpoii 1, ¢. 69-80 (ISSN: 1312-6016 (print); 2367-9247
(online)).

PE3IOME

CraTtusita u3cienBa Bb3JCHCTBUETO HA TEXHOJIOTMYHATA CHHEPTHSI BPXY PE3y/ITaTUTE
0T pa3pabOTBaHETO Ha HOBU NPOAYKTU. B myOnukyBaHHTe OO MOMEHTa MPOYYBAHUS
npeoOiagaBa CXBalllaHETO, Y€ (UpPMHUTE C MO-pa3BUTH TEXHOJIOTMYHM CHOCOOHOCTH ca MO-
MHOBATUBHU M TIOPaId TOBA pa3paboTBaT MPOIYKTH C MO-I00pHu pe3ynTaTi. EqHOBpeMeHHO ¢
TOBa, W3CIENOBATEIUTE IIpUEMaT, 4Ye pa30MpaHETO 3a TOBa OTKBIE IPOM3XOXKIAT
CIIOCOOHOCTHTE B KOHTEKCTa Ha pa3pabOTBAaHETO HA HOBU MPOJYKTU BCE OLIE € OIPaHUYEHO.
Cratusita nOpencTaBs pe3ylATaTUTE OT MHOXKECTBO H3CIEABaHMS BBPXY CBIIHOCTTa Ha
TEXHOJOTUYHUTE CIIOCOOHOCTU Ha upMaTa U 000CHOBaBa pa30HpPaHETO, Y€ TEXHOJIOTMYHUTE
CIIOCOOHOCTM MMAaT KJIIOYOBa pOJii B MHOBAILMOHHUTE JeHHOCTH. Bb3aelicTBHeTO Ha
TEXHOJIOTUYHATA CHUHEPIHsl BbPXY pPE3yJNTaTHTE OT pa3padOTBAHETO HAa HOBU NPOIYKTH B
Oparapckute (UPMH € YCTAaHOBEHO 4pe3 EeMIUPUYHO NpoyuBaHe. Pesynrtature oT Hero
II0Ka3BaT, Y€ MMa BPb3Ka KaKTO MEKJY TEXHOJIOIMYHATa CUHEPIUs U CTEIEeHTa Ha ycleX Ha
HOBUS MPOJAYKT, TaKa U MEXAYy TEXHOJOTMYHATa CUHEPrUs U NOKA3aTEJINTE 3a U3MEPBAHE HA
ycrexa.

SUMMARY

This paper explores the impact of the technological synergy on the results of new
product development. The view that prevails in the published research is that the companies,
which possess more advanced technological capabilities, are more innovative, and thus are able
to develop successful products. At the same time, researchers maintain that the understanding
of what the capabilities in new product development originate from, is still limited. This paper
presents results of plenty of research on the essence of the firm’s technological capabilities, and
supports the view that technological capabilities play a key role in the innovation activities.
Empirical research in Bulgarian companies on the link between technological synergy and the
new product’s success has been presented. Results of this research support the two hypotheses:
that there is a link between the technological synergy and the indicators for measurement of
new product’s success, and that there is a link between the technological synergy and the
magnitude of new product’s success
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11. MapunoB, Kpacumup, Bb3aeiicTBHe Ha MapKeTHHIOBaTa CHHEPIrusi BbPXY

PE3yJTATUTEC HA HOBUTE NIPOAYKTH, HNxoHoMHYeCKH U COMAJIHHA AJITCPHATUBH, 2020,
Bpoii 3, ¢. 37-51 (ISSN: 1314-6556 (print); 2534-8965 (online)).

PE3IOME

[lpoyuBaHus mMoka3BaT, 4e MapKETHHIOBaTa CHHEPrHS € CBbp3aHa C Ma3apHOTO
IpeJCTaBsHE HAa HOBUTE MPOAYKTH U MOPAIH TOBA IPEACTABIISABA €IUH OT (PAKTOPUTE 33 TEXHUS
ycrex. llenra Ha cratusita € a MPEACTaBU pe3yITaTUTE OT EMIIMPUYHO IMPOydYBaHE Ha
BB3ACHCTBUETO HA MApKETHHTOBAaTa CHHEPTHsS BBPXY DPE3yJITaTUTE Ha HOBHUTE NPOJYKTH B
Ownrapcku pupmu. CtatusiTa ouepTaBa U3CIEIBAHUATA BbPXY pecypcHaTa Teopus Ha pupmara
KaTo OCHOBA 3a pa30MpaHETO Ha KOHIEMIHATA 32 MAapKETWHTOBaTa CHHEPTHsS W TPEICTaBs
CXBAIL[aHMATA 3a Hes KaTo (DaKkTop 3a ycrex Ha HOBHUTE NMPOAYKTH. MapKeTHHIoBaTa CHHEPTUs
ce pa3dupa KaTo ChOTBETCTBHE MEXK/y ChIIECTBYBAIIUTE MAPKETHHIOBH YMEHUS Ha pupmara
¥ MapKETUHTOBUTE YMEHUsI, HEOOXOIMMH 32 YCIEITHO U3ITbJIHEHUE Ha ITPOEKT 32 HOB MPOYKT.
B crarmsra e 00OCHOBaHa METOMOJIOTHYECKA paMKa 3a H3CIe[BaHE Ha MapKETHHIOBaTa
cuHeprus. Pe3ynrature OT eMIUMPUYHOTO MPOYYBAHE IOKA3BaT, Y€ HMMa BPB3KA MEXKIY
CTETIEHTa Ha MApKETUHTOBA CHHEPTUS U TTOKA3aTeINTE 32 N3MEPBAaHE Ha Pe3yJITATUTE HAa HOBUTE
NpPOIYKTH, HO Y€ HAMAa BpPb3KAa MEXKIY HEs M CTENEHTAa Ha YCHeX Ha HOBHUS HPOIYKT.
TeopeTHYHOTO U MPAKTUKO-TIPHIIOKHO 3HAUCHHE Ha CTaTUATa € CBbP3aHO ¢ 0OOCHOBaBaHe Ha
METO/I0JIOTHYECKAa paMKa 3a M3CJIeBaHe Ha MApKETWHIOBaTa CHHEPrUs U C MOJy4aBaHE Ha
KOHKPETHH pE3YJITaTH 3a Bpb3KaTa MKy MapKETHHIOBAa CHHEPTHS M PE3yJITaTH HAa HOBHUTE
HPOAYKTH.

SUMMARY

Research reveal that marketing synergy is related to the market performance of new
products, and thus is considered to be a factor of their success. The goal of the article is to
present results of an empirical study of the impact of marketing synergy on new product results
in Bulgarian companies. The article outlines research on the resource theory as a base for the
concept of marketing synergy, and presents different views of marketing synergy as a success
factor in new product development. Marketing synergy is regarded as congruency between the
existing marketing skills of the firm and the marketing skills needed to execute a new product
initiative successfully. Methodological approach for research of the marketing synergy has been
developed. Results of the empirical study reveal that there is a link between the level of
marketing synergy and the indicators for measurement of new product results, but there isn’t a
link between the level of marketing synergy and the level of new product success. Theorethical
and practical implications of the article are found in the development of a methodological
approach for research of the marketing synergy and receiving specific results for the
relationship between marketing synergy and new product success.
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12. MapunoB, Kpacumup, CTpyKkTypHpaH 1noaxoa B pa3padoTBaHeTO HA HOBH NMPOIYKTH,
International Scientific Congress Innovations, Year 1V, Volume 1(4), pp. 31-34 (ISSN
2535-0285 (Print), 2535-0293 (Online)).

PE3IOME

Ilenra Ha crartuATa € Aa MPEACTaBU KOHLENLMHUTE, CBBP3aHU CbC CTPYKTYPHUPaHUS
MOJIX0/ MPH pa3pabOTBaHETO HA HOBU NMPOAYKTH. AHAIM3UpPAaHU ca peAulia W3CIeIBaHUS,
KOHUTO €a IIOCBETEHU Ha TO3H BBIIPOC.

CraTtusita ChbpkKa TUIOJOTUS HA CTPYKTYPUPAHUTE MOAXOJM, KOUTO C€ Ipuiiarar B
npoleca Ha pa3pa0oTBaHe Ha HOB NMpoAyKT. Haii-noOpuTe mpakTHKU 3a CTPYKTypHpaHe Ha
MHOBAL[MOHHUS IIPOLIEC Ca OYEPTAHU BB3 OCHOBA HA HSKOJKO IIPOYUYBAHHUS, IIPOBEIEHU CPEJ
YJICHOBETE Ha aMepHKaHCKaTa Acoluanus 3a pa3paboTBaHe U YIIPABICHUE Ha MPOIYKTH.

[IpeoOnanaBamoTro MHEHHE €, Y€ MPHJIAraHeTO Ha CTPYKTYPUpPaH MOJXOJ TpHU
pa3paboTBaHETO Ha MPOJYKTH 000psBa pe3yNTaTUTE OT HOBUTE NMpoayKTu. HezaBucumo ot
TOBa, MyOJIMKYBaHUTE MPOYUYBAaHUS HE NPHEMAT €IHO3HAYHO PE3YJITAaTUTE, JO KOUTO BOJIU
[pUJIAraHeTo Ha CTPYKTYPUPAHU MOJXOM KbM pa3pabOTBAHETO Ha HOBU MPOAYKTH.

SUMMARY

The article aims to present the relevant concepts, related to the structured approach in
new product development. A number of studies that focuse on this issue have been discussed.

The article contains typology of the structured approaches that are applied in the process
of new product development. The best practices of structuring the new product process are
outlined based on the several studies that has taken place among the members of the Product
Development and Management Association.

The prevailing opinion is that the implementation of structured approach in product
development improves results of new products. Nevertheless, the published studies do not agree
on the results of the implementation of structured approaches to the new product development.

13. Marinov, Krasimir, Order of market entry as a success factor in product innovations.
Trakia Journal of Sciences, 2020, Vol. 18, No 3, pp. 230-237 (Series Social Sciences -
ISSN 1313-3551 (online)).

PE3IOME

IlenTa Ha crartusATa € Ja HampaBH 0030p Ha M3CIEABAHUATA, KOUTO Pa3IIICKIAT
MOCJIeZIOBATEIHOCTTa Ha HaBJIM3aHe Ha (pupMmaTa Ha mas3apa KaTo (pakTop 3a ycrex Ha HOBUTE
npoaykTH. VHTepechbT KbM MNOA0OEH 0030p € MpOAMKTYBaH, OT €[Ha CTpaHa, oOT
HEOOXOIMMOCTTa OT pa3pabOTBaHE U BbBEXKJaHE HA Ma3apa Ha YCHEIIHU HOBU MPOIYKTH; a OT
Jpyra cTpaHa, OT MOTBBbpJEHAaTa OT MHOI'O IPOYYBAHMSI BHCOKAa BEPOSITHOCT 3a MpOBal Ha
HOBMTE NPOIYKTH. EMTHOBpEMEHHO ¢ TOBA M3CIEABAHUATA OT NOCIEIHUTE TOAUHU PA3IIIekKaT
MOCJIeIOBATEIHOCTTA HA HAaBJIM3aHE Ha (pupmara Ha maszapa Kato (hakTop, OT KOHWTO 3aBUCH
[1a3apHOTO MPEJCTaBsIHE HA HOBUTE MPOJIYKTH Ha ¢pupmara. Pesynrar Ha HanpaBeHHs 0030D €
IPEUIOKEHOTO I'PpyNHpaHe Ha M3CIIEBAHUATA BbPXY MOCIEIOBATEIHOCTTA HA HABJIM3aHE Ha
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¢dbupmara Ha mazapa B TpH 00JacTH: MOCIEACTBUS OT HaBIM3aHETO Ha (upmaTa Ha masapa,
MIPEIIISCTBAIY HABIIM3aHETO Ha UpMarTa yCcIoBUs; 1 OCOOCHOCTH HA CpeliaTa, Bb3IeHCTBAIIH
BBpXY MmbpBUTE JBe oOmactr. OCHOBHOTO 3aKkioueHue, (HOpPMyJIUpaHO B CTaTUATA, € Ye
MPOYYBAHUSTA BBPXY IOCIEIOBATEIIHOCTTa HA HABJIM3aHE Ha Ma3apa Karo LSO MOJIKPEMST
Bph3KaTa MEXKAy BpeMe Ha HaBIM3aHE HA Ta3apa W pe3yintath Ha Qupmarta, a camara
MOCJIEIOBATETHOCT Ha HABIM3aHE HA Ta3zapa € BBIPOC Ha CHOTBETCTBUE MEXIY PECYPCH H
crnocoOHOCTH Ha (hMpMaTa U U3MCKBAHMS Ha cpenaTa. B craTtusTa ca n3moi3BaHu METOAUTE Ha
aHaJIM3a U CUHTE3a, U HAa MHAYKIUATA U JEAYKIHTA.

SUMMARY

The purpose of the article is to make a review of the studies dealing with the order of
company market entry as a success factor for new products. On the one hand, the interest in
the review is driven by the need to develop and launch successful new products and, on the
other, the high likelihood for product failure was confirmed by a lot of studies. Furthermore,
research in the last years has considered the order of company market entry a factor that
determines the market performance of company new products. As a result of the review, a
classification is proposed of the studies on the order of company market entry including three
areas: consequences of company market entry; pre-entry conditions; characteristics of the
economic environment influencing the first two areas. The main conclusion formulated in the
article is that, overall, the studies on the order of market entry support the relation between entry
timing and company performance with the order of market being a question of matching
company resources and capabilities, and environment requirements. The methods of analysis
and synthesis as well as induction and deduction are used in the article.

V. Joxknaamu, my0JIMKYBAHU B peIaKTHPAHHU KOJICKTHBHUA TOMOBE

14. MapunoB, Kpacumup, Bb3MoxkHOCTM 32 T1IpUJIOKeHHEe Ha MapPKeTHMHIOBaTa
KOHIIENIMSA B YIIPaBJICHHETO HA (papMalieBTHYHATA IPOMHUIILIEHOCT, MekayHapoaeH

ceMHHap ,,O0MsHA Ha ONUT B HAYYHO-NIpenoAaBarejckara npakrtuka”, YHCC, 1998,
crp. 175-185 (ISBN 954-494-308-0).

PE3IOME

IlenTa Ha mokKIaaa € Ja ce pa3KpUiT OCOOCHOCTH B MapKETHHTa Ha (papMalieBTHYHU
npoayktd. OuepraHM ca BaXXHOCTTA, aKTyaJHOCTTa M IpeAM3BUKATEICTBaTa Ha
q)apMaHeBTI/I‘-IHI/Iﬂ MAapKCTHHT . VYTOYHEHH ca HW3I0JI3BAaHHUTE IMOHATHA U ca AHAJIM3HUPaHU
0CcOOCHOCTHTE HAa MAPKETUHTOBATa OPUCHTAITUS HA JIGKapCTBEHUS MOA0Tpachil. BHUMaHMeTO €
ChCPEIOTOYCHO BHPXY MPEANOCTABKUTE 3a MpUJIaraHe Ha MapKEeTUHTa B MPOU3BOJICTBOTO HA
TOTOBU JieKapcTBeHH (opmu. M3BemeHun um 0000meHH ca O0COOCHOCTH B MAapKETHHTA Ha
pELeTITHY JICKapCTBa.
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SUMMARY

The purpose of this article is to analyze some peculiarities in the marketing of
pharmaceuticals. The importance, actuality and challenges in pharmaceutical marketing are
outlined. After defining more accurately the terms used, the idiosyncrasies of marketing
orientation in the pharmaceutical industry are discussed. The focus is on the preconditions for
marketing’s application in the finished drug forms manufacturing. Some specialties in the
marketing of prescription drugs are generalized.

15. MapunoB, Kpacumup, Biusinne Ha Hy:K1aTa oT 00CJy:KBaHe BbPXY NPOAYKTOBATA
crparerus Ha ¢pupmara, B: YnpasiieHCKH 1 MAPDKeTHHIOBH ACIIEKTH HA Pa3BUTHETO
Ha BankanckuTe ctpanu: coopuuk. - Kpaneso: YHCC, 2001, ctp. 335-350 neuat 2002
(ISBN 954-494-540-7).

PE3IOME

B MHOro orpaciu cepBH3HOTO OOCITy’KBaHE C€ MPEBPbBILA B OCHOBEH M3TOYHUK Ha
nedanda ¥ FHCTPYMEHT B IPOTUBOJICHICTBUETO Ha KOHKYPEHTHUTE. B TO31 oKI1a] € mpeaoxkeHa
paMKa 3a M3CJIeIBAaHE Ha pas3InuusATa MEXAY Pa3jIuyHU BHJOBE INPOLYKTH IO OTHOUIEHUE HA
CEpBU3HOTO OOCIyKBaHE. AHAJIM3UpaHU Cca OCOOCHOCTUTE Ha Te3M MNPOAYKTH U
NPOM3THYAIINTE OT TIX HYXKIM BBB Bpb3ka C oOciyxkBaHeto uM. IIpencraBenu ca
TEHJCHIIMUTE, KOUTO BB3ACHUCTBAT BBPXY MPOAYKTOBaTa CTparerus Ha (upmara, KakTo U
OTPAXKEHUETO MM BBPXY pa3pabOTBAHETO HA MAapKETMHIOBA CTpaTeruss MU MEHUDKbpCKaTa
[IpaKTHKA.

SUMMARY

In many industries service support is emerging as a major source of profits and
competitive maneuvering. This paper sets out a framework for understanding service support
distinctions between different categories of products. Idiosyncrasies of these products and
resulting service needs are analyzed. The trends that influence product strategy as well as some
implications for marketing strategy formulation and manager’s practices are outlined.

16. MapunoB, Kpacumup, TunoJiorust Ha nokasare;iuTe 3a H3MepBaHe Ha pe3yJTATHTe
oT pa3pa0oTBaHeTO HAa HOBU mnpoayktu, Hayuyna koHdepeHHusi ¢ Me:KIyHAPOAHO

ydyactue ,,3JHAHHETO — TPaAULMU, MHOBAIUM, NepcrnekTuBH®, Bypracku cBodoaeH
yHuBepcuret, 2013, ctp. 394-399 (ISBN 978-954-9370-97-3).

PE3IOME

Llenra Ha fOKIaAa € Aa ce MPEACTaBU TUIIOJIOTHS HA MOKa3aTeIuTe 3a U3MEPBAHE Ha
pe3ynTaTuTe OT pa3paboOTBaHETO Ha HOBH MNPOAYKTH BBB (upmara. M3mepBaHeTro Ha
pe3ynraTuTe € HeoOX0IUMO, 3a J]a ce OTTOBOPHU Ha JiBa 0A3MCHU YMPABICHCKH BBIIPOCA: KAKBO
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€ TEKyIIOTO pPaBHUIIEC HA MPOJYKTOBUTE WHOBAIMM BHB (UpMaTra M KakBO TpsiOBa na ce
HarpaBH, 3a Jia ce oA00pH TOBA paBHHUIIIE?

B noknazna e mpezaniokeHa cucTeMa OT MOKa3aTeld 3a U3MEpBaHE Ha pe3yJTaTUTe OT
pa3pabOTBaHETO HA HOBU MPOAYKTH, IIPU KOSITO HA BCAKO HUBO BHB (UpMaTa ce M3MOJI3BAT
pa3INyYHM MoKa3arenu. PasrpaHnyeHn ca TpU HUBA HAa U3MEPBAHE ChC CHOTBETCTBAILIUTE MM
nokaszarenu. Ha HUBOTO Ha OTIETHUS MPOEKT 32 HOB MPOJYKT IMOKa3zaTenuTe ca (HOKycupaHu
BbpXYy HampeabKa Ha KOHKPETHHUA IIPOEKT 3a HOB IIPOAYKT, BBPXY Ka4eCTBOTO U BBLPXY
OCTaHAJIUTE pe3yTaTH Ha mpoekTa. Ha HMBOTO Ha mporeca Ha MPOIYKTOBA HHOBALUS OOEKT
Ha M3MEpBaHE Cca KauyecTBOTO Ha Mpoleca, OaJaHChT MEXAY OTICTHHUTE (PYHKIMOHAIHU
obsacTy, ydacTBaIlld B IIpoIeca, KaKTO M pe3yJiTaTUTe, A0 KOUTO IpouechT nocrura. Ha
CTPATETUYECKO HUBO MTOKA3aTEIUTE Ca HACOYCHU KbM OallaHca MeX/y YYaCTHHUIIUTE B Ipolieca
U (PMHAHCOBUTE pe3yNTaTu Ha ¢upMmata. 3alllUTEHO € CXBAIaHETO, Y€ € HeOOXOaUMO Ja ce
n3bepe onTuMalieH Opoil mokazaTenu, KOUTO OMxa rnoArnomMaraiy e(peKTuBHOTO yIpaBiIeHHEe Ha
MPOAYKTOBUTC NHOBAIIUN BLB (I)I/IpMaTa.

SUMMARY

The purpose of the report is to present a typology of the indicators measuring the results
of new product development in a company. Measurement is needed to answer two basic
managerial questions: what is the current level of product innovations in a company and what
should be done to improve this level.

The report proposes a system of indicators for measurement of the results of new product
development in which different indicators are used for each company level. Three levels of
measurement with their corresponding indicators are distinguished. At the level of the
individual project for a new product, the indicators are focused on the progress of the particular
project for a new product, on quality and on the rest of the project results. At the level of the
process of product innovation, the object of measurement is process quality, the balance
between the individual functional areas and the results the process has achieved. At the strategic
level, the indicators are focused on the balance between the participants in the process and
company financial results. The view is advocated that it is necessary to select an optimal number
of indicators that could facilitate the effective management of company product innovations.

17. Marinov, Krasimir, Product innovativeness: Literature review and empirical
outcomes from Bulgaria, B: 48th International Scientific Conference “Contemporary
approaches in the analysis of economic performances”, Faculty of Economics,

University of Nish, 2017, pp. 79-88 (ISBN 978-86-6139-145-3).
PE3IOME

B nurepatypara mo MapKeTHHBI M MHOBAIlMM Ce€ HaOI0JaBa CHJIEH WHTEPEC KbM
u3cienBaHe Ha (aKTOpuUTe 3a yclex Ha HOBHUTe MpoAaykTH. [IpoyuBaHusita mokaspar, e
YCHEIHUTE MPOLYKTOBH MHOBALlMM Ca CPEll OCHOBHUTE MHCTPYMEHTH 3a INOBUUIIABAHE Ha
KOHKYPEHTOCIIOCOOHOCTTa Ha (UPMHUTE, HO B CBUIOTO BpeMe pa3pabOTBaHETO HAa HOBHU
MIPOJYKTH € CKBIIO M PUCKOBAHO HAauyMHaHME. JlOKIaabT MpaBu Iperies Ha IPOIyKTOBAaTa
MHOBAaLUsA ITPe3 Ipu3MaTa Ha (pakTOpuUTE 3a yclex Ha HOBUTE MpoAyKTH. LlenrTa e a ce uznoxar
OCHOBHUTE KOHLIEIIIMY 3a NHOBAaTUBHOCT HA IPOAYKTA, KAKTO U Ja CE IPEJCTABAT PE3yITaTUTE
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OT CMIIMPUYHO IIPOYYBAHC HA 6’LJ'IF8.pCKI/I (1)I/IpMI/I, HMaIo OTHOIICHUEC KbM pa3rjiCKaAaHaTa
KOHICIIIHA.

Pesynrature pa3kpuBat, 4e KOHIIETIIUATA 32 HHOBATUBHOCT MOXe Ja ObJie n3cieBaHa
OT Pa3lIMYHU TOJAXOAM, KOETO 3aTpy/HsABa HEWHOTO JAepUHUpaHE U OlepalrOHaIU3aIMs.
[IpeoGnagaBamusaT MOAX0J KbM MHOBAaTMBHOCTTA S pasriexJa KaTo 3HayMMa YHUKAJIHOCT.
BbIpeku ue HOBOCTTa Ha NMPOLYKTa U AOKOJIKO € IMOAXO/IAL] ca IB€ OTACIIHA U3MEPEHM S, KAKTO
ce BWXKJA B JUTepaTypaTa, U3CIEJOBATEIUTE I'M KOMOMHHMpAT, 3a Ja M3rpajdr IsUIOCTHA
KOHIIETILMS 32 MHOBAaTUBHOCT.

ApPryMeHTHpaHO € 3aKJII0YEHHUETO, Y€ BBIPEKH Y€ MPOyUBAHUATA Ha (aKTOpUTE 3a
ycrex IpH pa3paboTBaHETO HAa HOBUS MPOJIYKT IOKa3BaT, 4e€ MHOBATMBHOCTTa Ha HOBHS
IIPOAYKT BIIMSIE BBPXY PE3YJNTATUTE MY, JOKA3aTelcTBaTa B IIOAKPEIA HAa Ta3u XUIIOTE3a He ca
€IHO3HAYHMU.

SUMMARY

There has been a strong interest in research on the success factors of new products in
marketing and innovation literature. Surveys have shown that the successful product
innovations are among the basic tools increasing the competitiveness of firms, but at the same
time, development of new products is costly and risky. This report reviews the product
innovation through the prism of success factors of new products. The aim is to set out the basic
concepts of product innovativeness, as well as to present the outcomes of empirical survey of
Bulgarian firms relevant to the concept under consideration.

Results reveal that the concept of innovativeness may be explored by different
approaches, which makes its definition and operationalization difficult. The prevailing
approach to innovativeness regards it as a meaningful uniqueness. Although the novelty of the
product and its appropriateness are two separate dimensions, as seen in the literature,
researchers combine them to build a holistic concept of innovativeness.

It has been concluded that although the surveys of success factors in the new product
development suggest that the innovativeness of the new product affects its results, the evidence
supporting this hypothesis is not unambiguous.

18. Marinov, Krasimir, Good, Better, or Best? The Role of Product Advantage in the New
Product Development, International conference ,,Marketing — experience and
perspectives”, University of Economics - VVarna, 2017, pp. 146-154 (ISBN 978-954-21-
0931-0).

PE3IOME

CkopoIHuTE IPOYyYBaHMs IOKA3BaT, Y€ MPEIUMCTBOTO Ha IIPOAYKTA € TSICHO CBBP3aHO
C Ia3apHUTE MOKa3aTeNI Ha HOBUTE MPOJYKTH U UTpae pojis Ha BaxkeH (akTop 3a ycnex. Llenra
Ha Ta3M CTaTus € JABOsKA: MbPBO, JIa CE U3SICHU KOHIIETIMITA 3a IPEIUMCTBO Ha MPOJIyKTa Bb3
OCHOBA Ha HaIPaBEHUTE 10 MOMEHTA MPOYYBaHUS B 00JAcTTa Ha pa3pabOTBAaHETO Ha HOBU
MPOAYKTH, U BTOPO, Jla C€ U3CIeIBAaT U 000O0IIAT U3CIIEBAaHHUATA 32 POJISITa HA TIPEAUMCTBOTO
Ha NIPOJYKTa B Mpolieca Ha pa3pab0TBAaHETO HA HOBU MPOIYKTH.

AHanM3bT HAa MPOYUYBAHUATA 32 IPEIUMCTBOTO Ha MPOJIYKTa MMOKA3Ba, ye pa3OupaHeTo
Ha Ta3W KOHICMIIMS € B Mpolleca Ha Pa3BUTHE - OT MOMEHTA, B KOMTO MPEIMMCTBOTO Ha
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MIPOJYKTa € W3CIIEIBAHO 3a IIbPBU IBT, IO ONPEACIICHUATA, ChABPKAIU CE B IOCIECIHUTE
METAaaHAJIUTUYHY MPOYYBAHUA. Y CTAHOBEHO €, Y€ ChbBPEMEHHATAa KOHILECTIUS 33 IPEAUMCTBO
Ha MPOAYKTa UMa TPU ONOPHM TOYKH. [IbpBO, IPEIMMCTBOTO HA MPOAYKTA CE OCBHUIECTBSBA
Ipe3 IieHaTa TOUKa Ha MOTpeOuTes, KOATO IbK ce (opMHpa Ype3 HEroBOTO B3aUMOIeiiCTBHE
C IIpoayKTa. BTopo, NpeauMCcTBOTO Ha NPOAYKTA € pa3InyHa KOHILENIUA OT MHOBATUBHOCTTA
Ha mpoaykra. Tpero, paznuuHuTe NeUHUIMH, KOUTO C€ Mpelarar 3a MpeAUMCTBO Ha
IPOAYKTa, ChABPKAT o0IaTa TeMa 3a MOJI3UTE 3a MOTPEOUTENs, TPOU3TUYALIHN OT ONpeAeIeH
aCIIeKT Ha NPEBB3XOJCTBO Ha IPOAYKTAa U PEAIU3UPAHU B CPABHEHHUE C APYTM KOHKYPEHTHHU
MIPEAIOKEHUS

SUMMARY

Recent research reveals that product advantage is strongly related to the market
performance of the new products and plays a role of a critical success factor. The aim of this
paper is twofold: first, to clarify the concept of product advantage based on the relevant studies
in the field of new product development, and second, to explore and summarize the research on
the role of product advantage in the new product development process.

The analysis of studies on the product advantage made it clear that the understanding of
this concept is evolving - from the moment it was first investigated, to the definitions contained
in the recent meta-analytic studies. The modern concept of product advantage has the following
reference points. First, the product advantage is realized through the customer's perspective,
which is formed by his/her interaction with the product. Second, the product advantage is a
different concept from the product innovation. Third, the different definitions available for
product advantage contain the general topic for the advantages to the customer, provided by a
certain aspect of the product superiority, and realized in comparison with other competing
offerings.

19. Marinov, Krasimir, Defining product advantage as a new product success factor,
Science and innovation: Collection of scientific articles. Steyr, Austria, 2019, pp. 141-
144 (ISBN 978-3-953794-29-6).

PE3IOME

Ilenta Ha nmoknana € Ja MPEACTaBH KOHLEMIMATA 32 MPEJUMCTBO Ha MPOAYKTa BbH3
OCHOBa Ha MyOJMKYBaHHWTE MPOYYBaHHs B 00JIacTTa Ha pa3pabOTBAHETO HA HOBU MPOAYKTH,
KaKTO M Ja 0000IM pe3yiATaTUTE OT JIOCETAlllHUTE NPOYyYBAaHUS BBPXY poJisiTa Ha
MIPEIMMCTBOTO Ha NMPOAYKTa B MPOAYKTOBUTE MHOBALIUU.

3aKJ'IIO‘-IeHI/IeTO, J0 KOCTO C€ J0oCTUra, €, 4€ BBIIPCKU pa3jinduAaATa B OINPEACIICHUATA,
O6I_I_II/I TEMU B NIPOYUBAHUATA 3a MIPECANMCTBOTO HA MPOAYKTA Ca TE3U 3a NMPEBB3XOACTBOTO Ha
npoaykKra, HCroBOTO 3HAYCHHUC 3a KJIIMCHTA U MOJBUTC, MPOU3THUYAIINU OT B3aHMOI[€I>'ICTBHeTO
MCKAY MPOAYKTA U KIIMCHTA, U BB3NPUATHETO HA KIIMCHTA.

Pesynrarure or cratuara moka3Bar, ue Bpb3KaTa MEXIY IPEIUMCTBO HA MPOJYKTA U
Ma3apHo Mpe/CTaBsHE Ha MPOAYKTa HE € KaTeropuyHa - KaKTO IMPEeIUMCTBOTO Ha MPOAYKTa,
Taka W Jpyrure (akTopu, BIMSCIIM BBPXY HNpPEICTAaBIHETO Ha MPOJYKTa, HE MoraT Ja
rapaHTHpar ycrexa My Ha naszapa. Cie10BaTesIHO BBIIPOCHT 3a TOBA KaK TOYHO IPEIUMCTBOTO
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Ha IPOJYKTa BIUAE BBPXY Ia3apHOTO NPEACTAaBIHE HA U3ACIHMETO U3MCKBA JONBIHUTEIHU
IIPOYYBAHHS.

SUMMARY

The purpose of this paper is to present the concept of product advantage based on the
relevant studies in the field of new product development, and to explore results of the research
on the role that product advantage plays in the product innovations.

It has been concluded that despite differences in definitions, the common themes in the
studies on the product advantage are those of the product superiority, its importance to the
customer, and the benefits arising from the interaction between the product and customer, and
the customer's perception.

Results of the paper reveal that the relationship between the product advantage and
product market performance is not definitive - both the product advantage and the other factors
affecting the product performance cannot guarantee the product success on the market.
Therefore, the issue of how exactly the product advantage affects the product market
performance requires further research.

20. MapunoB, Kpacumup, Bb3aeiicTBue Ha BpeMeTo 3a pa3padoTBaHe HA HOBHS POIAYKT
BbPXy ycnexa My, B: Mexkaynapoana nayyHa kongepenuus ,,30 romunu: Ilpexon,
noykmu, nepcnektusu, YHCC, 2019, ctp. 442-454 (ISBN 978-619-232-256-4).

PE3IOME

JloknagbT u3cieaBa Bb3/IEHCTBUETO HA BPEMETO 3a Pa3padOTBaHE HA HOBMSI MPOIYKT
BBpPXY ycnexa My. IlyOnuKkyBaHuTe 10 MOMEHTa IPOYUYBaHUS HE AaBaT €JHO3HAYEH OTIOBOp Ha
BBIIPOCA MMa JHM BpPb3Ka MEXKIY BPEMETO 3a pa3pabOTBaHE M yclieXa Ha HOBHS MPOIYKT.
[IpeoGnamaBa cxBamaneTo, 4e ObP30TO pa3paboTBaHe HA HOBHU IPOJYKTH HOCH Ha (upmara
IIpeJUMCTBaTa Ha IbPBHUs, HABJIA3bJI HA 11a3apa; T.e. Obp30TO pa3paboTBaHE ce pas3riekaa KaTo
IIPUYMHA 32 yCIleX Ha HOBUS NPOAYKT. B oKIana e npeaokeHa TUMOIOTUsl Ha TPOyYBaHUATA
BBPXY Pa3IMYHM AaCMEeKTH Ha BPEMETO B KOHTEKCTAa Ha MPOJYKTOBHTE WHOBALMH, KOSTO
pasrpaHMuaBa: bpPBO, U3CJIEIBAHHSI OTHOCHO Pa3ojaraHeTo Ha MHOBAllMOHHU JICHTHOCTH BBB
BPEMETO; BTOPO, IPOYUBaHUS HA CHHXPOHU3UPAHETO Ha NHOBAIIMOHHU ISHHOCTH BbB BPEMETO;
U TPETO, U3CJIEIBAHNS BbPXY Pa3NpEAesIEHUETO HA PECYPCH KbM MHOBALIMOHHUTE JEHHOCTH.
Bb3neiictBueTo Ha BpeMeTo 3a pa3paboOTBaHE Ha HOBUS MPOAYKT BBPXY Yclexa My B
Obnrapckute (UPMU € YCTaHOBEHO upe3 eMIMPHYHO HpoyuyBaHe. Pe3yiarature OT Hero
MOKa3BaT, Y€ UMa Bpbh3Ka MEXKIY BPEMETO 3a pa3paboTBaHe HA HOBHSI POIYKT U MOKA3aTEIUTE
3a U3MEpBAHE Ha yCIleXxa Ha HOBMsSI IPOJIYKT, HO HSIMa BpPbh3Ka MEXJ1y BpEMETO 3a pa3paboTBaHe
Ha HOBUS MPOJYKT U CTENIEHTA Ha HErOBUs yCIeX.

SUMMARY

This paper explores the impact of time-to-market on the new product’s success.
Published research doesn’t contain a definite answer to the question if there is a link between
the time-to-market and new product’s success. What prevails is the view that the rapid product
development brings the company an advantage of being earlier to the market, i.e. rapid
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development is considered to be a reason for the new product’s success. It has been developed
atypology of published research on the time aspects of product innovation, which distinguishes:
first, papers on the timing of innovation activities; second, research on the synchronization of
different innovation activities; and third, research on the allocation of resources to the
innovation activities. Empirical research in Bulgarian companies on the link between time-to-
market and the new product’s success has been presented. Results of this research support the
hypothesis that there is a link between the time for new product development and the indicators
for measurement of new product’s success, but there is no link between the time for new product
development and the magnitude of new product’s success.

21. Marinov, Krasimir, A study on the process formalization of product innovation,
Research and Innovation: Collection of scientific articles. - Yunona Publishing, New
York, USA, 2020, pp. 142-148 (ISBN 978-0-9988574-3-5).

PE3IOME

JloknaabT uMa 3a el Ja IpeIcTaBu Hall-3HAYUMHUTE BUKAAaHUA 32 (hOpMaTU3UPaAHETO
Ha Tpoleca Ha pa3pabOTBaHE HAa HOB NPOAYKT. Pasrmemanm ca penuua u3CieIBaHUS,
¢doxycupaHu BBpPXY TO3U BbOpoc. [IpeobianaBamoro MHEHHME €, Y€ MpUJIaraHeTo Ha
dbopManu3upaHu MpoLEIypH YBEIUYaBa IIAHCOBETE 3a YCIEX Ha HOBUTE MPOIYKTH.
HesaBucumo oT TOBa, MyOMMKyBAaHUTE TMPOYYBAHHS HE IIOCTHTaT ChIJIACHE OTHOCHO
pe3ysTaTUTe OT MpUJIaraHeTo Ha CTPYKTYPUPAHU IMOAXOMU KBbM Ipolleca Ha MPOAYKTOBA
MHOBALIMSL.

SUMMARY

The report aims to present the most significant views on the formalisation of the process
of development of a new product. A number of studies focused on this issue have been
considered. The prevailing view is that the implementation of formalised procedures increases
the chances for success of new products. Nevertheless, the published studies do not agree on
the results of the implementation of structured approaches to the process of product innovation.

22. MapunoB, Kpacumup, Buciiero ppbKoBOJCTBO Ha (pypMaTa - aKThOP HJIH PEKUCHOP
B IpoayKTOBHTEe HHOBanun?, B: MexxayHapoaHa Hay4yHa KOH(pepeHuus ,,/Iururaann
TpaHchopManun, MeIUN U 00LIECTBEHO BKJOYBaHe“, 5-6 onmu 2020 r., Bypracku
CB00O/IEH YHUBEPCHUTET, cTp. 216-221 (ISBN 978-619-7126-92-1).

PE3IOME

[IpoyuBaHusaTa MOKa3Bar, 4e MOJKpENara OT BUCIIETO PHKOBOACTBO Ha (upmata e
CBBbp3aHa C MMa3apHOTO MPEACTaBsIHE HA HOBUTE MPOIYKTH U MOPAIU TOBA MPEACTABISIBA €IUH
oT (pakTopuTe 3a TeXHUA ycrex. LlenTa Ha JokIaga e Ja ouepTae OCHOBHUTE MPOYUBAHUS BHPXY
MoJIKpenaTa OT CTpaHa Ha BHUCILIETO PHKOBOJACTBO Ha ¢upmara 3a MPOAYKTOBUTE MHOBAIIWU,
KaTO MPEAI0oKH TUITOJIOTU3AIMS HA T€3U NMPOYYBAHUS 10 ABA KPUTEPHUSI.
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Pesynrature, 10 KOUTO JOCTHUra JOKJIAbT, MOTaT Ja C€ CUCTEMATHU3UpPaT B JIBE€ OCHOBHU
HanpasieHus. [IbpBo, poisiTa Ha BHCIIETO PBHKOBOJACTBO HE € Ja y4yacTBa B €XKeIHEBHATa
paboTa Mo MPOEKTUTE M MOCTOSHHO J]a C& MECH B TAX, T.€. JIa TH YIPaBJsABa 0 TOCICIHHS
neraiin. [TocTOSITHHOTO HamecBaHe B NPOEKTa HE € MPOAYKTHBHO KaKTO 3alIOTO OTClIaOBa
IPaBOMOIIMATA HA Tpylara W Taka KOMIIPOMETHpa KOHIEMIMATA MO IMpoeKTa aa paboTu
OIIPAaBOMOIIIEHA TpyTa, Taka M 3aI0TO BHUCIIETO PBHKOBOJACTBO C€ OTKIOHSBA M HE MOXKE
I'BJIHOIICHHO Jla M3IBJHSABA OCTAHAJIHMTE 3aABJDKCHHUS, KOUTO MMa, B T.4. /Ia y4acTBa BbB
B3EMaHETO Ha OCHOBHHUTE PEIICHUS MO IBMKEHUETO Ha MpoeKTa. BTopo, BUCIIETO PHKOBOJICTBO
TpsiOBa /1a MPEAOCTaBH JOCTATHYHO IPABOMOINHUS HA TPYMHUTE MO MPOEKTUTE W J1a TIOJKPEris
JUIEpUTE HA TPYNMUTE KaTo IOEMEe pOJsTa Ha HACTaBHMK, IMOJIOMAraml W MOphYUTEN Ha
TsXHaTa padora.

SUMMARY

Research show that support from the senior management is linked to the market
performance of new products and is therefore one of the factors for their success. The purpose
of the report is to outline the main studies on the support of the senior management to the
product innovations by proposing a typology of these studies on two criteria.

The results of the report can be systematized in two main directions. First, the role of
senior management is not to participate in the day-to-day work of projects and to constantly
interfere in them, ie. manage them to the last detail. Constant interference in the project is not
productive both because it weakens the powers of the group and thus compromises the concept
of the project to work an authorized group, and because senior management deviates and can
not fully perform the other duties it has, incl. to participate in making the main decisions on the
project progress. Second, senior management must give sufficient power to project groups and
support group leaders by taking on the role of mentor, facilitator and guarantor of their work.

23. Marinov, Krasimir, Senior management support for new products: Empirical findings
from Bulgaria, B: 6th International Scientific Conference “Knowledge Based
Sustainable Development”, ERAZ 2020, May 21, 2020, pp. 193-201.

PE3IOME

IlenTa Ha noknajga € Aa MPEACTaBU PE3YNTATUTE OT EMIMPUYHO IPOYYBAHE Ha
BB3/ICHCTBUETO Ha MOJAKpenara OT BUCIIETO PhKOBOJICTBO Ha (pUpMaTa BbPXY pe3yITaTHTE Ha
HOBHTE MPOAYKTH B ObJrapckul pupmu. [IpoyuBaHusTa MOKa3BaT, Ye MOAKPENaTa OT BUCIIETO
PBHKOBOJICTBO Ha (upmara € CBbp3aHa C Ma3apHOTO MPEJCTaBsSHE HAa HOBUTE MPOIYKTH U
1opajii TOBa MPEJCTaBIsABAa €IUH OT (aKkTOpUTE 3a TEeXHUA ycmex. JlokimaapT ouepraBa
OCHOBHHTE TPOYYBAaHHUS BBPXY IMOAKpEnara Ha BUCIIETO PBKOBOACTBO Ha (upmara, KaTo
mpejiara TUIOJIOTH3allks Ha Te3H MPOy4BaHMs 10 [Ba KpuTepus. B crartusita e o6ocHOBaHa
METOJI0JIOTUYECKA paMKa 3a U3CIIEABAaHE HA MTOJKPEIaTa OT BUCIIETO PbKOBOJICTBO.

PGSYJ'ITaTI/ITe OT CMIIMPUYHOTO IMPOYYBAHC IIOKAa3BAT, Y€ HMMa BPb3KAa KAKTO MCIKIY
CTCIICHTA HA NOAKPCIIa OT BUCHICTO PbKOBOJACTBO Ha (I)I/IpMaTa " CTCIICHTA HA YCIICX Ha HOBUA
MNPOAYKT, TaKa W MCXKIAY CTCIICHTA Ha IMOAKPEIIa OT BHUCIICTO PBKOBOJACTBO Ha q)HpMaTa n
MMOKAa3aTCIINTC 3a UBMCPBAHC HA PE3YJITATUTC OT HOBUA IMPOAYKT. TGOPCTI/I‘IHOTO " IIPAKTHUKO-
MMPUIIOKHO 3HAUYCHUC HA JOKJIaJla € CBBbP3daHO C 000CHOBaBaHe Ha MCTOHOJIOTHYCCKA paMKa 3a
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H3CJICABAHC Ha IOAKpPCIIaTa OT BHUCIICTO PBHKOBOACTBO HaA Q)HpMaTa U C IIOJIY4YaBaHC Ha
KOHKPCTHH PE3YJITAaTH 3a BPb3KATa MCKAY IMOAKPEIIaTa OT BUCHICTO PBbKOBOACTBO U PCIYJITATH
Ha HOBUTC MMPOAYKTH.

SUMMARY

The purpose of this paper is to present the findings from an empirical study on the impact
of company senior management support on the performance of the new products of Bulgarian
companies. The paper considers the major studies on company senior management support and
suggests a typology of these studies based on two criteria. A methodological framework for the
research on company senior management support has also been substantiated.

The empirical study results show that there is a relation between the degree of company
senior management support and the degree of new product success as well as between the
degree of company senior management support and the indicators measuring new products’
performance. The theoretical and practical contribution of the paper is related to the justification
of the methodological framework for the research on company senior management support as
well as to the results concerning the relation between senior management support and the
success of new products.

V. YHUBepPCUTETCKH y4eOHU I

24. MapuunoB, Kpacumup, [Ipoaykroa moautuka, YHCC, IIJ10, 2014, ISBN 978-954-
644-648-0.

PE3IOME

Y4eOuuksT ,, [ I[poaykToBa mommMTHKA” € IpeTHa3HAYCH 3a CTYICHTH, KOUTO CE 00y4yaBar
B nuctannuonHa ¢popma Ha o0yuenue B YHCC — kakto B OKC ,,bakanaBwp* mo cnenuamrHoct
,2Mapxketunr, Taka u B OKC ,,Maructsp* o cnenuaiHocts ,,MapkeTuar*, ,,MapKeTHHT ChC
cnennanu3anusi PexkiiamMeH MEHWIKMBHT®, ,MapkeTHHr cbCc crneunanusanusi bpanpg
MEHUKMBHT .

Y4eOHUKBT € pa3paboTeH B MyJITHUMEIUEH (opMmar, ChIVIACHO H3MCKBAHUATA HA
Llentnpa 3a qucrannronHo oOyuenune Ha YHCC. KbM Besika riaBa ca npecTaBeHH YUeOHHUTe
LIeJIM, BBIPOCH/ 3a/1aun/ Ka3yCH M CIIUCHK Ha MPEHNOPBUYUTEIHUTE JIUTEPATYPHU U3TOUHUIIM.
MynaTuMeauHHUAT y4eOHUK € 000TaTeH ¢ MHOXKECTBO aHUMUPAaHU TpaUKH, JINHKOBE, CHUMKH
U Bujeomarepuain. KbM Hero ce npeyiara 1 KOMILIEKT Ipe3eHTauu BB popmar PowerPoint,
KOUTO OHArjensBaT U JOI'BJIHUTEIHO Pa3siCHABAT KIIOYOBUTE MOMEHTH OT MaTepuaa.

Ilenta Ha y4yeOHUKA € IO CHBPEMEHEH, aTPAKTHBCH M €(DEKTUBCH HAYHMH J]a 3al03Hac
CTYJICHTUTE ChC CHITHOCTTA HA PEIICHUSITAa B 00J1aCTTa HA MPOAYKTA. Y UYeOHHUKBT ,,[[poaykToBa
MoJIUTUKA™ € B 00eM 0kouio 340 cTaHAapTHU MAITUHOMUCHU CTPAHUIIH.

Y4eOHUKBT MPEeNoCTaBsl 3HAHUA 3a MPOJAYKTa KaTo OCHOBOIMOJArail MapKETHHTOB
WHCTPpYMEHT Ha ¢upmara. Pemenusta 3a mpoayKTUTE ca MPEICTaBeHH KaTo ,,ChPIICBHHA Ha
MapKeTHHroBaTa crparerus Ha ¢upmara™. B yd4eOHHKA € 3alIUTCHO CXBAIIaHETO, Y& MEKIY
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MMpOAYKTA U OCTAHAJIUTEC MAPKCTUHI'OBU HHCTPYMCECHTH, KaKTO U MCKAY IIPOAYKTA U OCTAHAJIIUTC
CJICMCHTHU Ha YIPABJICHUCTO Ha (1)I/IpMaTa, CbIICCTBYBAT CJIOKHHU, MMO-JICCHO HJIKM ITO-TPYIAHO
J0JIOBUMH BPB3KH HA 3aBUCUMOCT U B3aUMHO 06ycnaB>1He. PaSKpI/IBaHeTO Ha TaXHaTa CbIIIHOCT
U IIPOABJICHUEC € ITPCAIIOCTABKA 3a e(i)eKTI/IBHOTO UM YIPABJICHUC.

ABTOpPBT IpUeMa, Y€ YJOBIECTBOPSIBAHETO HA MOTPEOHOCTUTE U MPEANOYUTAHUATA HA
MOTpeOUTENS € Bb3MOXKHO CaMO Ype3 YMHO 3aMHCIICHHU, TIPABHITHO Pa3pabOTeHU U TOIXOISII0
MOJTHECEHH MPOAYKTH. [IpOyKTHT € MaTepualim3upanata opepra Ha GpupmMara, 9pe3 KoATo ce
3aJI0BOJISIBAT M3MCKBAHUSTA HA TIOTPEOUTENHTE.

[lenra, K0SATO aBTOPBHT CH MOCTaBs, U KOSITO MOCTUra B yueOHMKa, € Ja pa3Kpue u
u3cieBa NPUHIUINTE MPU B3E€MAHETO HAa PELICHHMs] OTHOCHO NMPOJYKTa KAaTo €JNEeMEHT Ha
MapKETHHI MUKca. VI3I'bJIHEHNETO Ha Ta3M 3a/a4a € Bb3MOXKHO ITOCPEACTBOM CTPYKTYpHpaHE
Ha y4yeOHUKa B TP YaCTH.

B mwpBara vacrt - ,,JlepuHupane Ha MpoayKTa™ - ca MPEACTABEHU CHABPKAHUETO Ha
IIPOJIYKTOBAaTa NOJINTHKA M HEWHHUTE POJS M 3HAUYECHHWE 33 MApKETMHIOBaTa JIEWHOCT W 3a
yIpaBJICHUETO Ha pUpMaTa. 3HAUUTEIIHO BHUMAHUE € OT/IeIEHO Ha IIPOAYKTa KaTo IpeIMET Ha
HacTosmaTa ydyeOHa MAWCIUIUIMHA: HETOBOTO OINpENENsHEe; paBHUINATA My W BHJIOBETE
MIPOJIYKTH I10 PA3IUYHHU KPUTEPUH.

Bropara ygact — ,, XapakTepUCTUKU Ha MPOAYKTA* — M3CJIEIBA OCHOBHUTE PEILICHHS,
KOMTO MpHUAaBaT 00JMKa Ha MPOAYKTa: TE3H 32 HErOBOTO KAYECTBO M KOHKYPEHTOCIIOCOOHOCT;
3a THProBCKaTa My MapKa, OIIAKOBKAa U MapKUPOBKA; 3a AON'BJIHUTEIHUTE YCIyTH, KOUTO IO
CBIIPOBOK/AT; KAKTO U 3@ CTBIIKUTE U MOJIXOJUTE, OCUTypsBallld HETOBOTO BB3IIPUEMAHE OT
MOTpeOUTEIS IO JKeJaHus OT (pupMaTa HaurH.

Tperara vact — ,,YnpaBieHue Ha MpOyKTa* — € MMOCBETeHA Ha HETOBOTO ,,0MTHE®, T.€.
Ha BCUYKH JICHHOCTH OT 3apayKJaHETO Ha UJIesATa 3a HEro, IPe3 pa3pad0TBAaHETO M BHBEIKIAHETO
My Ha Ma3apa, o BpeMe Ha BCUYKU ITPOMEHHU B HETO, IOKATO ce Mpeajiara Ha MmoTpeOuTennre,
qakK a0 cnnpaHeTo Ha HCETroBOTO HpOI/ISBOIlCTBO nu HpOIIa)KGI/I nu HpeMaXBaHeTO My oT
acopTMMEHTa Ha (hupMmara.

Y4eOHUKBT OTpa3siBa CHBPEMEHHUTE TEOPETUYHH W TPAKTHYECKH AacCTeKTH Ha
MPOJIYKTOBaTa MOJMTUKA Ha QupmuTe. Hammcan e AOCTBIHO 3a ayauTopusTa M JaBa
BB3MOKHOCT 332 CAMOCTOSITETHA padoTa ¥ IPOBEPKa Ha CTEMICHTA Ha YCBOSBAaHE Ha MaTepuaia
OT cTyJeHTuTe. M3roTBeH € B ChOTBETCTBHE C M3UCKBAHMITA HA METOJIMKATa 3a pa3paboTBaHe
Ha o¢)-J1aiiH ¥ OH-JIallH MYJITUMEIUIUHN KypcoBe. M3non3BanuTe MyITHMEIUIMHN KOMITIOHEHTH
ca B ChOTBETCTBHE ChC ChABPIKAHUETO Ha Kypca U ca ChbBMECTHMH €JIHU C JIPYTH. Y UeOHUKHT
€ MPUTOJICH 3a TUCTAHIIMOHHO U €JIEKTPOHHO 00y4EeHUE.

SUMMARY

The textbook called “Product Policy” was written for students of distance learning at
UNWE doing their bachelor’s degree in marketing or master’s in the specialties of “Marketing”,
“Marketing with a specialisation in advertising management” and “Marketing with a
specialisation in brand management”.

The textbook is developed in a multimedia format in line with the requirements of the
Centre for Distance Learning at UNWE. Each chapter presents its learning objectives,
questions/tasks/case studies and a list of the corresponding recommended literature. The
multimedia textbook is enriched with a variety of animated graphs, links, pirctures and video
materials. It comes with a set of Power Point presentations that illustrate and further explain the
key point in the learning content.
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The textbook aims to familiarise students with the nature of product-related decisions
in a modern, attractive and effective way. The Product Policy textbook has a volume of 340
standard pages.

The textbook provides knowledge of the product as a fundamental marketing tool of a
company. Product decisions are presented as the core of company marketing strategy. It
supports the view that there are complex, easier or harder to detect, relations of dependence and
correlations between a product and the other elements of company management Revealing their
nature and manifestation is a prerequisite for their effective management.

The author assumes that the satisfaction of consumer needs and preferences is only
possible by offering smartly designed, properly developed and appropriately marketed
products. A product is the materialised company offer used to satisfy consumer requirements.

The aim that the author sets and achieves with the textbook is to reveal and investigate
the principles applied to product decision-making as an element of the marketing mix. The
performance of this task is only possible by structuring the textbook in three parts.

Part one, “Defining a product”, presents the content of product policy and its role and
significance for marketing activity and company management. Special attention is paid to the
product as the subject of this discipline: its definition, levels and the types of products according
to different criteria.

The second part, “Product characteristics”, examines the major decisions that give the
appearance of a product: those related to its quality and competitiveness; related to its trade
mark, packaging and labelling; related to the accompanying additional services; as well as the
steps and approaches ensuring its perception by the consumer in the way desired by the
company.

The third part, “Product management”, is devoted to product “being”, i.e. to all activities
from its conception, through its development and introduction to the market, during all changes
in it while it is offered to consumers and till the cessation of its production and sales and its
removal from company assortment.

The textbook presents modern theoretical and practical aspects of company product
policy. It is easily comprehensible to the audience and provides the possibility for individual
work and check of the extent of subject matter acquisition by students. It is prepared in line
with the requirements of the methodology for development of offline and online multimedia
courses. The multimedia components are relevant and in line with the course syllabus. The
textbook can be used for both distance and online learning.

25. MapunoB, Kpacumup, Iupexren mapkerunr, YHCC, II/10, 2015, ISBN 978-954-644-
798-2.

PE3IOME

Y4eOHUKBT ,,JIUPEKTEH MApKETUHT € MPETHA3HAUCH 3a CTYJACHTH, KOUTO ce 00yJaBar
B nuctaHnuonHa ¢opma Ha oOyuenue B YHCC B OKC ,bakanaBbp™ Mo CHEIUATHOCT
»MapkeTunr*.

Y4eOHUKBT € pa3paboTeH B MynTUMenueH (opMaT, ChIVIACHO HM3UCKBAHUSATA HA
IlenTbpa 3a qucranunoHHo ooydyenune Ha YHCC. KbM Besika riaBa ca npecTaBeHu y4eOHUTe
L[eH, BBIIPOCH/ 3a7aun/ Ka3yCu U CIHUCHK Ha MPENOPBUUTETHUTE JIUTEPATYPHU U3TOUHUIIH.
MynTumMeTMiHUAT y4eOHUK € 000TaTeH ¢ MHOXKECTBO aHUMHUPAaHU I'padUuKH, THHKOBE, CHUMKHU
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U BUjeomarepuain. KbM Hero ce npejyiara 1 KOMIIJIEKT pe3eHTaluu BB popmar PowerPoint,
KOUTO OHArjeAsBaT U JOI'BJIHUTEIHO Pa3sICHABAT KIFOUOBUTE MOMEHTH OT MaTepuasa.

Ilenta ©Ha yueOHuka ,JIMpeKTeH MapKETUHT, TpeJHa3HAYeH 3a CTYACHTU B
JMUCTaHIIMOHHA (popma Ha oOydeHHE, € Ja MPEJOCTaBU 3HAHUS 32 OCHOBHHUTE KOHIIETIIUU Ha
JUPEKTHUSI MAPKETHHT — €IMH PA3JIMYEH OT TPAJAULIMOHHUS MAPKETHHT TIOJXO0/ 32 IPUBIINYAHE
U 3aIbpKaHe Ha MOTPEOMTENUTE — C TOMOINTAa Ha IUPEKTHO B3aWMOOTHOIIEHUE C THX.
Y4eOHuKbT ,,JlupekreH MapkeTuHr ¢ B 00eM okojo 290 CTaHJapTHH MAITUHOIMCHU
CTpaHUIIH.

B ydeOHuMKa € 3aIMTeHO CXBAIaHETO, Y€ B HAIlIaTa CTPaHa MPAKTUKATa Ha TUPEKTHUS
MapKeTHHT, M0I00HO Ha Ta3W B OCTaHAINTE 00JIACTH Ha HayKaTa 3a yIpaBJICHUE Ha ThPCEHETO,
Beye HaOpa 3HauMTeNHa CKOpOCT. ToBa mopaxjga HyXkJa OT KOMIIETCHTHH CHEIHMAINCTH —
HpO(beCI/IOHaJ'II/ICTI/I, KOMTO IIO3HABAaT KOHLCIIHWUTEC Ha JUPCKTHUA MAPKETHUHI W YMEAT
TBOPYECKH J1a TH ITpUJIaraT B pa3indHu oTpaciu, Gupmu u cutyanuu. [IpenogaBanero Ha Ta3u
CpaBHUTENTHO HOBa 3a bbirapus Hayka u yueOHa aucuuruinHa B LleHTBpa 3a AUCTaHIIMOHHO
obyuyenne Ha YHCC cu mocraBs 3a 11e1 Ja MOATIOMOTHE H3TPaKIaHeTO Ha HE0OXOAMMHUTE Ha
IpaKTHKaTa CHeNHAINCTH. 3a/1auaTa Ha HACTOSIIHS yU4eOHHK € Aa JOIpUHECE 3a MoJ00psiBaHe
Ha pa30MpaHeTo U BH3MOXKHOCTHUTE 32 MpUJIaraHe Ha KOHIENIIUUTE Ha IUPEKTHUS MapKETHHT.

Y4eOHUKBT € CTPYKTYpPUPAH B JIeceT riaBu. B mbpBara ca nmpeactaBeHu AeUHULIUNUTE
32 JUPEKTEH MAapKETUHI M Ca M3BEJCHU HETOBUTE NPEIUMCTBA IpEl TpaIULMOHHUS
MapKEeTHHI'OB 110X0/1. BbB BTOpa, TpeTa 1 4eTBbpTa I1aBa ca IUCKYTUPAHU KOHIIETIIINH, KOUTO
ca crieun(UUHU 3a JUPEKTHUSI MAPKETUHT U OYepTaBaT OCOOCHOCTUTE MY KaTO MOJXOJA KbM
NoTpeOUTENNTE: BPb3KaTa My C MAapKETHMHIOBHUTE L€ M CTPATerus; KOHCTPYHUPAHETO M
U3MOJI3BAaHETO HAa MAapKETUHIOBUTE 0a3u JaHHU; pa3pabOTBAHETO Ha MPEMJIOKEHUE KbM
noTeHuManHus kiueHt. Ilera, mecra, ceqMa M ocMa IJlaBa ca MOCBETEHM HAa HAUMHUTE 3a
JOCTUTaHe J0 MOTPeOUTeNs — MEeYaTHUTE U3JaHMs, eEKTPOHHUTE CPECTBa 3a UH(OpMAaIus,
TeneoHa M MHTEPHET KaTO MEJMH Ha JUPEKTHHS MapKeTHHT. [locieHuTe BE T1aBu — IeBeTa
M Jecera — 3alo03HaBaT C JIBa BAXKHM TBOPYECKU AacCIeKTa HA JUPEKTHUS MapKETUHI —
CH3/1aBAHETO HA MAKET 3a JUPEKTHA NOIA U Kape 3a IeyaTHa MeJusl.

B yueOHuka ca ThpceHM U OOOCHOBAaHU BPB3KUTE HA AMCLUILIMHATA ,,J(UpeKTeH
MapKeTHHI C OCTAHAJIWTE NUCIUIUINHY, BKIIOYCHH B Y4YeOHHS IUIaH HAa CTYIACHTHTE OT
CHeIuaIHoCT ,,MapKeTUHT’, KaTo MO TO3W HAa4yWH C€ 3ama3Ba Jorhkata B OOy4YEHHETO Ha
CTYJICHTHUTE.

TekchbT Ha yueOHUKA ChIbpPXkKa MHOKECTBO NMPUMEPU U Ka3yCcH, KOUTO UMaT 3a Led Ja
CTUMYJIUPAT UHTEpEca Ha CTYJEHTA U Jla My TloMaraT Jia HaMepH MPaKTUYECKOTO MPUIIOKEHHE
Ha U3JI0)KEHUTE TeopHH U KoHIenuu. OcobeHo BHUMaHKE € OTJEJICHO Ha pa3paboTBaHETO HA
BBIIPOCH, 3aJaud W YHOPaKHEHUS IO TEMHUTE, IO3BOJSBALIM Ha CTYyJAEHTa HE  Camo
caMmocTosTenHa paboTa ¢ yueOHHKa, HO M OTKpUBaHE Ha Bpb3KaTa MEXJly TEOPHsI U IPAKTUKA.

SUMMARY

The textbook called “Direct Marketing” is intended for distance learning students at
UNWE who are doing their bachelor’s degree in marketing.

The textbook is developed in a multimedia format in line with the requirements of the
Centre for Distance Learning at UNWE. Each chapter presents its learning objectives,
questions/tasks/case studies and a list of the corresponding recommended literature. The
multimedia textbook is enriched with a variety of animated graphs, links, pirctures and video
materials. It comes with a set of Power Point presentations that illustrate and further explain the
key point in the learning content.
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The textbook “Direct Marketing” is for distance learning students and aims to provide
knowledge of the basic concepts of direct marketing — an approach that differs from traditional
marketing approach for attracting and retaining consumers and that relies on the direct relations
with consumers. The textbook has a volume of 290 standard pages.

The textbook supports the view that in our country the practice of direct marketing has
gained considerable momentum, similarly to the practice in other areas of the science of demand
management. This creates a need for competent specialists — professionals who are familiar
with the concepts of direct marketing and are able to apply them creatively in different
industries, companies and situations. The teaching of this relatively new discipline for Bulgaria
and for Centre for the Distance Learning at UNWE aims to facilitate the preparation of
specialists needed fot the practice. The task of the textbook is to contribute to the enhanced
understanding and possibilities for the implementation of the concepts of direct marketing.

The textbook is structured in ten chapters. The first one presents the definitions of direct
marketing and outlines the advantages of direct marketing over the traditional marketing
approach. Chapters two, three and four discuss concepts that are typical of direct marketing and
outline its specifics as an approach to consumers: its relation to marketing objectives and
strategy; the building and use of marketing databases; the development of a proposal to the
potential customer. Chapters five, six, seven and eight are devoted to the ways to reach
consumers — print media, electronic media, the telephone and the Internet as direct marketing
media. The last two chapters, nine and ten, introduce two important creative aspects of direct
marketing — the creation of a direct mail package and of a square for print media.

The textbook searches and substantiates the relations of the discipline “Direct
Marketing” with the other disciplines in the curriculum of the students majoring in marketing,
thus following the logic in the education of the students.

The textbook includes a lot of examples and case studies aimed at encouraging students’
interest and help them find the practical application of the theories and concepts considered.
Special attention is paid to the preparation of topic-related questions, tasks and exercises
allowing students not only to work on their own, but also to find the connection between theory
and practice.

26. Beiuna BbaneBa, Upena KyneBa, Kpacumup MapunoB, CtokoBa noauruka, YU
»Cronmancrso®, 2000, ISBN 954-494-397-8.

PE3IOME

,CTOKOBa TMOJMTUKA® € MbPBUAT OBJIrapCKM YHHUBEPCUTETCKM YYEOHHMK IO Ta3u
qucuuiuiiHa. B to3u tpya non. Kpacumup MapuHOB € aBTOp Ha JB€ IVIaBU: LIEeCTa IJIaBa
,OOCTy’)KBaHEe Ha KIMEHTUTE M Jecera riaBa ,llo3uimoHHMpaHe U PENno3ULHUOHHpAaHE Ha
CTOKHTE".

B mecra rnaBa - ,,O0cay’kBaHe Ha KIMEHTHTE - ca MPEJACTABEHU PEIICHUATA, KOUTO
U3TpaXKIAT CepBU3HATA MONMUTHKA Ha ¢upmara. CTaBa Ayma 3a pelIeHHUsATa, OTHACAIIN ce J0
CBhBKYIHOCTTA OT JOIBJIHUTEHU YCIYTH (TPETO paBHULIE HAa IPOAYKTA), KOUTO MPUIpPYKaBaT
MaTepUaTHOTO W3JelHe, U KOUTO ca HeoOXOoJuMa IMPEArocTaBKa 3a TOBa MOTPEOUTENAT Ja
MOJIyYd B MBJIHA Mspa TMOJIE3HHS €(PEeKT OT MaTepHalHOTO u3Jenue (BTOPO paBHUINE Ha
MPOJIYKTA).
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B Ta3u rmaBa ot yyeOHUKa € JJOKa3aHO, Y€ 32 MHOI'O KaTerOpuH MPOJIYKTH, OCBEH OT
3aKyINeHUs MaTepUaICH MPOIYKT, MOTPEOUTENAT ce HYXKAae U OT MHOKECTBO JIOIBIHUTEIHU
ycayru. Te, oT eiHa cTpaHa, IpUTEkaBaT BCUYKH OCOOEHOCTH Ha YCIIyTUTE BBOOIIE, a, OT Ipyra
CTpaHa, ca He0OXOIUMH, 3a Ja ce€ MOJIyYH I0J13aTa OT 3aKyIleHHsI MaTepualeH MpoayKT. Te3u
YCIIYT'M Ca pa3rpaHU4YEHU B [BA THUIIA. YCIYTH II0 NPUBEKIAHE HA U3JIEIUETO B CbCTOSHUE 1A
M3NbIHSABA (QYHKIUUTE cU (HampuMep JIEMOHCTpalus, TECTBaHE, KOHCEpPBUPAHE U
pasKoHCepBHpaHe, TPAaHCIIOPTUPAHE, MOHTAX, ITyCK, HACTPOHKA); M YCIYT'H [0 NOUIbpKaHe Ha
U3JCIHETO B CBHCTOSHHME Ja WM3NbIHABA (yHKHMUTE cU (IpeHacTpoiKa, MpOQHIAKTHYCH
PEMOHT, TEKYIIl PEMOHT, OCHOBEH PEMOHT, IOCTaBKa Ha PE3ePBHH YaCTH U KOHCYMAaTHUBH ).

B rnasata e pasrienaHa u poisita Ha 0OCITy)KBaHETO B MOAEPHHUTE KOMITAHHH, KaTo ca
pasrpaHUYeHH TPH ITOCOKH, B KOUTO Ta3W POJIsi HAMUPA IPOSIBIICHHE: ITbPBO, OOCITYKBAHETO €
M3TOYHUK Ha redanoda, T.e. TO JOIpUHACs 3a yBeIUYaBaHe Ha IPUXOIUTE U PEHTAOMITHOCTTA Ha
¢upmaTa; BTOpO, OOCITY)KBaHETO € YCIOBHE 3a HapacTBaHE Ha TNPOJAKOHUTE, T.e.
YCBBBPUICHCTBAHETO MY MOXKE Ja II03BOJIM Ha (prMaTa Ja YBCIHWYHM 3HAYUTCIIHO
HPUBJIICKATETHOCTTa HAa MpeJUlaraHaTa MPOAYKIHUs; TPETO, 0OCIYKBAHETO € KaTalu3aTrop 3a
HU3TpAXKIAHC Ha MAPTHBOPCKU OTHOMICHHA MCKAY KIUMCHTA W OOCTaBYMKa, T.C. 00eMBT U
Ka4yeCTBOTO Ha TEXHHNYECKOTO O6CJ'Iy>KBaHe OKa3BaT BJIMAHUC KAKTO IpU ITbpBOHAYaIHATa
HOKYIIKA, HO CBIO M IPU OOHOBSIBAHETO HA 000PYIBAHETO.

B yueOHuka e pazpaboTeHa u TUIOJIOTHsI Ha BUJIOBETE 0OCITYKBaHE CIIOPE]T BPEMETO Ha
U3BBPIIBAHE HAa CHOTBETHATA ACWHOCT: MPEANPOIaKOEHO, TapaHIIMOHHO U U3BBHHTaPAHIIMOHHO
o0cCITyKXBaHe.

B Ttasu riaBa e o6ocHOBaHA M AepUHUIMS 3a CEpBU3HA MOJUTHKA HAa (upmara u ca
dbopMynupaHu mpaBuiaTa 3a pa3paboTBaHe Ha CEpBH3HA MOJIUTHKA. BHIMaHME € OTIeNneHo U
Ha EBOJIIOIMATA HA CEPBU3HATA CIIyK0a B OpraHU3anusiTa.

B necera rnasa - ,,Ilo3unnonnpane u peno3uIMOHMPAHE HA CTOKUTE — C€ pa3riaexaaT
MOCINEACTBUSTA OT €JMH OT Ba)KHUTE (JEHOMEHHU B MapKETHHTA - Ye MOTPEOUTENNTE OL[EHIBAT
Ipe/UlaraHuTe UM TNPOAYKTH HE CIOpe] NPUTEKABAaHUTE OT TAX OOEKTUBHU CBOWCTBA, a
HU3rpaXxXgatr CBOUTEC MNOpPCANOYHMTAaHHA B 3aBUCUMOCT OT Cy6eKTI/IBHOTO BB3IMPUCMAHE
(cyOEeKTHBHOTO OLIEHsIBaHE Ha MOJIE3HOCTTA) Ha MPOIYKTOBUTE XapakTepucTHku. M3rpagenara
CyOeKTHMBHA TpeJCTaBa CIYXKH Ha Xopara Aa Kiacupuuupar M Ja Ce OpPUCHTUpAT B
MHOXCECTBOTO OT HNpCjlaraHute WM CTOKH. OTunTaHETO HaA TO3H q)aKT mopaxnaa
HEO0OXOJMMOCTTa OT Bb3MOKHO HAW-TOUHO NedUHUpPaHE Ha MPEACTAaBUTE HA MOTpedUTens 3a
CyOSKTUBHO BB3MPHEMAaHUTE ¥ TMPEUYyNeHH TMpe3 Npu3Mara Ha HETOBOTO Ch3HAHHE
HOTpC6HOCTI/I N BB3 OCHOBA HAa TOBa - OT HACOYBAHC HA MAPKCTHHIOBUTC YCHIIMA KbM
3aJI0BOJISIBaHE TOYHO Ha TE3H ,,BB3IPHUEMaHN’ MOTPEOHOCTH.

[IpencraBeHa € KOHLIENIUATA 3a HO3ULIMOHNPAHE KATO 32 ChbBKYITHOCT OT MAPKETUHI OBH
JEMHOCTH, YUATO LEJI € U3TPAXKTaHeTO Y HOTpeOUTENs Ha ONpeiesieHa MpeicTaBa 3a IPOAyKTa
U Pa3sTPaHUYaBAHETO MY OT AHAJIOTUYHUTE IPONYKTH HAa KOHKypeHTUTE. Ilo3uninonupanero Ha
OPOAYKTa € PAa3riIefaH0 B KOHTEKCTA Ha BPb3KAaTa My C OCTAHAJIUTE CTPATErMYECKU
MapKETHUHIOBH PELIEHUs - CSTMEHTUPAHETO Ha Ma3apa u n3bopa Ha 1eneBu nasap. [locinennute
ca MpeJCTaBeHU KaTo HEOOXO0MMa MPEANOCTaBKa Ha MO3UIIMOHUPAHETO.

B Ta3m wact Ha yyeOHMKa € TOKa3aHO, 4e WH(GOPMAIMOHHOTO OCUTYpsIBaHE Ha
MO3UIIMOHUPAHETO 3aro4Ba ¢ JePUHUPAHETO HA TEXHHUTE MOKYIKO-ONPEACIAIN aTpuOyTH.
ToBa ca Hali-BaxHUTE aTpUOYTH Ha MPOIYKTA; OHE3U HIKOJIKO HETOBH XapaKTEPUCTUKH, KOUTO
OKa3BaT Hal-CUJIHO BIMSHHME BBPXY HOTpeOMTENs Npu H300pa Ha CHOTBETHOTO OJaro.
CrenpammaTa CThIIKa € CBbp3aHa C ONpe/eisiHe Ha W/eaHaTa MpeIcTaBa Ha NOTPeOUTENnTe 3a
npepiaraHuTe UM npoayktu. [IpeanountanoTo paBHuile Ha atpulyTa € JeUHUPAHO KaTo
,»AJIeaTHO paBHMILE, a MPOIYKT, KOHNTO € KOMOMHAIMs caMO OT HJACAIHM paBHHILA Ha
aTpuOyTHUTE CH, TIPEICTaBIIsIBA ,,AeaTHaTa" MpeacTaBa Ha nmotpedburens. [locneanara crpnka
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oT I/IHq)OpMaI_[I/IOHHOTO OCUT'YpABAHC HA IMMO3UIUOHHUPAHETO € da CC YCTAHOBU KOHKYPCHTHATA
CUTyalusd, T.C. Ia CC OIPCACIIN KaK HOTpC6I/ITeJII/ITC BBIIPUCMAT NPCJIaraHuTe Ha Iasapa
AHAJIOTUYHHU IMPOAYKTH OT I'I€AHA TOYKA HAa TOKYIIKOOIIPCACIIAIINTE UM anI/I6YTI/I.

B y4yeOHMKa ca mpencTaBeHH OlIe CTPATETHHUTE 32 MO3UITMOHUPAHE - KOHBEPTEHTHO U
JMBEPreHTHO, KAKTO ¥ KOHKYPEHTHO U HEKOHKYPEHTHO MO3UIMOHKMpaHe. Pasrpannyenu ca u
JIeBET Pa3IMyHU MOJIX0/a 32 MO3UIUOHUPAHE, KaTo N300pbT UM 3aBUCH OT 0COOEHOCTHTE Ha
¢dbupmaTa, IpoayKTa, Masapa U 0OKpHKaBalara cpeaia.

B kpas Ha riiaBara e 3J105keHa M KOHIIETIIHATA 32 PEIO3UIIMOHUPAaHE Ha IPOIYKTa KaTo

CHBKYITHOCT OT MapKETHHTOBHU JEHHOCTH, YMATO LIEJ € J]a IPOMEHST ChIlleCTBYBaIlarTa u Ja
dbopMupar y noTpeOuTels HoBa, Mo-6JaronpusaTHa 3a pupMara rmpecraBa 3a HeHHUS TPOAYKT.

SUMMARY

”Goods Policy” is the first Bulgarian academic textbook on this subject. In it, Associate
Professor Krassimir Marinov authors two chapters: Chapter 6 “Customer service” and Chapter
10 “Goods positioning and repositioning”.

Chapter 6 “Customer service” presents the decisions that make up company service
policy. These are the decisions related to the set of additional services (third product level), that
come with the material article and are a necessary precondition that makes it possible for a
consumer to fully avail of the beneficial effect of the material article (second product level).

This chapter of the textbook proves that for a lot of product categories a consumer needs
not only the material product bought, but also a number of additional services. On the one hand,
they have all features of services in general and, on the other, they are necessary to provide the
benefit of the material product bought. These services are of two types: services related to the
enabling of the article to perform its functions (for example, demonstrations, tests, conservation
and deconservation, transportation, installation, start, adjustments); and services related to
product maintenance (readjustments, preventive repairs, current repairs, major overhaul,
delivery of supplies and spare parts).

The chapter also deals with the role of servicing in modern companies, with three
directions of this role manifestation being distinguished: first, servicing is a source of profit,
i.e. it contributes to the increase in company revenue and profitability; second, servicing is a
provision for sales increase, i.e. its improvement can allow a company to increase significantly
the attractiveness of its production on offer; third, servicing is a catalyst for building partnership
relations between a customer and a supplier, i.e. the volume and quality of the maintenance
affect both the initial purchase and equipment upgrade.

The textbook offers a typology of the types of servicing in terms of the time of the
respective activity: pre-sales, warranty, out-of-warranty services.

This chapter justifies a definition of company servicing policy and formulates the rules
for the development of servicing policy. Attention is paid to the evolution of a company
servicing unit.

Chapter 10, “Goods positioning and repositioning”, considers the consequences of one
of the most important marketing phenomena — that consumers evaluate the products on offer
not according to product objective qualities, but according to consumers’ own subjective
perceptions (subjective evaluation of usefulness) of product characteristics. The subjective
image built this way is used by people to classify and orient in the multitude of goods on offer.
Taking this fact into account raises the need to define as accurately as possible consumer ideas
of the subjectively perceived and refracted through the prism of consumer consciousness needs
— from the direction of the marketing efforts to the satisfaction of these perceived needs.
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The concept of positioning is presented as a set of marketing activities whose purpose
is to build in the consumer a particular idea of a product and its distinction from similar
competitor products. Product positioning is considered in the context of its relation to the other
strategic marketing decisions — market segmentation and the choice of target market. These two
decisions are seen as a prerequisite for positioning.

In this part of the textbook, it is showed that the information provision of positioning
begins with the definition of product purchase-determining attributes. These are the most
important features of a product; the several product characteristics that influence consumer the
most in the choice of the respective good. The next step is related to the definition of the ideal
consumer perception of the products on offer. The preferred level of the attribute is defined as
the “ideal” level, and a product that is a combination only of the ideal levels of its attributes is
the “ideal” consumer perception. The last step of the information provision of positioning is to
establish the competitive situation, i.e. to define how consumers perceive the similar products
offered on the market in terms of product purchase-determining attributes.

Furthermore, the textbook presents positioning strategies — convergent and divergent as
well as competitive and non-competitive positioning. Nine different approaches to positioning
are distinguished with the approach choice depending on the specifics of the company, product,
market and environment.

At the end of the chapter, the concept of repositioning is presented as a set of marketing
activities whose purpose is to change the existing consumer idea of a company product and to
create a new one which is more favourable to the company.
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