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Pesrome

IlenTa Ha MOHOTpaUUHOTO M3CIIEABAHE € A C€ YCTAHOBU MpaKTHKaTa Ha lIeHOOOpa3yBaHe
Ha ¢upmute, onepupam B bearapus, m ga ce M3roTBM Npoduia Ha (UPMUTE CHOpEN
BB3NPHUETATA [IEHOBA CTPATETHsl.

3a NOCTUTaHEeTO Ha LeJITa CE OCTaBAT CIEHUTE OCHOBHU 3a/1a4uH:

[TbpBO, 1@ ce mpoydaT M CHCTEMAaTU3MpaAT TEOPETUUYHUTE Pa3padOTKU U eMIIUPUYHHUTE
U3CIeIBaHMs, TPOBEIEHH 10 MOMEHTA, TOCBETEHH Ha IIEHOOOPa3yBaHETO.

Bropo, na ce pa3paboTu MeTo10JI0THsI Ha M3CJIEIBAHETO Ha IEHOOOpa3yBaHETO HA PUPMUTE,
onepupany B bearapus.

Tpeto, na ce mpeACTaBAT U aHAIM3UPAT PE3YyJITaTH OTHOCHO: 1) Hal-4ecTO M3IMOJI3BAHUTE
[ICHOBU LI€JIM, CTPATeTuH, METO/IU U TaKTHUKHU Ha IIeHOOOpazyBaHe OT (PMPMHUTE, ONEpUpaId B
Bearapus; 2) Bpb3KaTa MEXIy LIEHOBHTE I M IIEHOBUTE CTpaTeruu; 3) mpoduia Ha

dbupmure, onepupauiy B bbirapus, ciopesa Bp3npueTara lieHOBa CTpaTerusl.



3a mocTuraHe Ha IieJiTa ca MPOBEACHH KauyeCTBEHO U KOJIUYECTBEHO u3ciieBaHe. OOeKT u
Ha JIBeTE€ H3ClieABaHUsA ca (GUpMHU, omepupamid B bearapus, kakTo OBJTapcKu, Taka U
qyX/I€CTPaHHH, a IPEIMET Ha U3CIIEABAHE € MPOLECHT Ha LieHooOpa3yBaHe. OCHOBHMST METO]
3a cbOMpaHe Ha JIaHHU 3a KaueCTBEHOTO H3CIIE[IBAaHE € ABJIOOYMHHO HHTEPBIO, a 3a
KOJIMYECTBEHOTO M3CJIE/BaHE — CTPYKTypHUpaHa MepcoHaIHa OHJIAiH aHKeTa. J[bi10o4YnHHUTE
MHTEPBIOTa ca MpoBeAcHU npe3 toHu 2017 r., a onnaiiH aHkerara tonu — aBryct 2017 r.
KauectBenoro nuscnensane pxmousa 20 pupmu, a konmuectBenoto uscneasane — 200 pupmu,
MOJIyYEHUTE JIaHHU, OT KOUTO ca 0OEKT Ha aHAJIM3.

Paspaborena e Meronuka, KOSTO BKJIIOYBA JIBa H3cieqoBarelcku Ojoka. biok 1:
W3cnenBane Ha BpB3KUTE MKy LICHOBUTE LIEJIM U [IEHOBUTE CTPATETUH 32 TAXHOTO IIOCTUTAHE,
CE ChCTOM OT CJICJIHUTE eTamu: 1) ompenensHe Ha oOXBara Ha I[CHOBHTE IEJU U I[CHOBHUTE
CTpaTeruu, 00eKT Ha aHAK3; 2) MPOBEPKaA 33 HAIEKTHOCTTA U BATUAHOCTTA HA KOHCTPYKIIHSTA
Ha IICHOBHTE 11eNd; 3) (paKTOpeH aHa M3 U 4) yCTaHOBSBAaHE HA IICHOBHUTE CTPATEIHU CIIOPE.
NoCTaBeHHTE IIeHOBH 1eiu. biok 2: [Ipodunupane Ha pupMuTe, criopes Bb3MprUeTaTa eHOBa
CTpaTerusi, BKJIIOYBA €TanmuTe: 5) onpeneisHe Ha KpUTepuu 3a npoduirpane Ha Gupmure; 6)
U3rOTBsIHE Ha creruduyeH MUKporpodua Ha GUPMUTE B PAMKUTE Ha BCAKA CTPATETUS U 1)
ChCTaBsiHE Ha 0011 Ipodm1 Ha (pupmMHTe, BB3NPHETH ChOTBETHATA IIEHOBA CTPATETUsl.

HampaBenusT 0030p Ha eMIUPUYHNUTE U3CIIEIBAHUS IT0KA3Ba, Ye: 1) C BpeMETO ce IPOMEHST
MOCTaBSHUTE OT (UPMHUTE [EHOBM MEIM M Hail-BeYe M3IMON3BaHUTE CTpPATeTHH Ha
1IeHooOpa3yBaHe; 2) Haii-uecTo 0OEKT Ha U3CJIeIBaHe ca TPU BHJIA LIEHOBU CTpaTeruy — Ha 6a3a
pa3xonu, Ha 6a3a LleH! Ha KOHKYPEHTH M Ha 0a3a IIEeHHOCT Ha MPOJyKTa 3a KiueHTa. Jlokaro B
MO-paHHUTE MpPOYy4YBaHUsS IpeolnanaBa AeGUHUPAHETO HAa OPHUEHTUPAHHM KbM Pa3XOJAMTE,
nevandaTa 1 KOHKYPEHTHTE IICHOBH IIeTTM M M3II0JI3BAHETO HAa OPUEHTHUPAHU KBM Pa3XOJUTe U
KOHKYPEHLIUATA IIEHOBU CTpPAaTEerHH, B MO-KbCHUTE H3CIIEABaHUS ce OOpBIla BHUMaHHE Ha
KJIMEHTUTE, U B YACTHOCT HA LIEHHOCTTa Ha MPOJYKTa 32 KJIMEHTa KaKTO MO0 OTHOILIEHHWE Ha
[ICHOBUTE IIEJIM, TaKa U 10 OTHOIIEHHE Ha IICHOBUTE CTpaTerHu. JJopu B HIKOM H3CIICABAHUS
[IEHHOCTTa Ha MPOJIYKTH 3a KJIMEHTa CE M3IMO0JI3Ba KaTO CErMEHTAllMOHHA MPOMEHJIMBA MPHU
CTpaTerusiTa Ha IleHOOOpa3yBaHe IO CerMeHTH. ToBa mopaxjaa HEOOXOJUMOCTTa OT
IPEOCMHUCIISIHE Ha OCHOBHUTE NPUHIMIIM Ha I1I€HOOOpa3yBaHe M MPOBEKIAHETO HAa HOBU
LICHOBU M3CJICABAHUS.

Karo 1samo B ObarapckaTa JqurepaTypa OTChCTBAT MyOIUKaIMK, 0a3upaHd Ha eMIUPUYHU
U3CIIe/IBaHMsl, TOCBETEHHN Ha 1IeHOo00pa3yBaHeTo Ha pupmMuTe, onepupainy B beiarapus, kouto

Jla ouepTasT crenudrKaTa U TeHACHIUUTE IPU IeNIeNoIaraHeTo, peci. Mpu n3dopa Ha IIEHOBa



cTparerus. Jlumcara Ha 1OAOOHM WM3ClIEBAHUS 3aTPyAHSIBA MEHUDKBPUTE IPHU
pa3pabOTBaHETO Ha LIECHOBU CTPATErUU U IPU TAXHOTO IIPHIIaraHe y Hac.

C HacTOALIOTO U3CIIEBAHE, KOETO € MbPBOTO Y HAC, IOCBETEHO Ha LIEHOOOpa3yBaHETO Ha
dbupmure, onepupaiy B beiarapus, oT Ho3UIMUTE HA MAPKETUHTOBUS MOJIX0/], CE TIPAaBU OMUT
Jla ce 3aITbJIHU Ta3H MMPa3HOTA.

B®B BpB3Ka ¢ mporeca Ha IEHOOOpa3yBaHE PE3Y/ITaTUTE OT MPOYYBAHETO IOKA3BaT, 4ye
MIOBEYETO OT (PUPMUTE y HAC MTPOIYCKAT HAKOM OT ETANUTE Ha Mpolieca Ha IieHooOpa3yBaHe. B
4,0% ot ¢upmute neHooOpazyBaHEeTO € XaoTwueH mpoiec, 9,0% wusnon3ear codryepeH
MPOIYKT 3a U3UMCISIBAHE HA LIEHUTE U eaBa 35,7% oT pupmute pasmnoiaraT CbC CHEIUAINCTH,
KOUTO IIPUTEKABAT 3HAHUS U YMEHUS 3a pa3paboTBaHE U IpUJIaraHe Ha [IEHOBU CTPATETUH.

[To oTHOmIEHNE Ha IeHOOOpa3yBammTe (PaKTOPU Ce YCTAHOBH, Y€ TPUTE IIEHOOOpa3yBaIlu
dakTopa, OTYUTAHH MPUOPUTETHO MPU OMpEEISIHE HA [EHUTe Ha (PUpMEHUTEe MPOAYKTH, ca
pa3xoauTe 3a MPOU3BOJCTBO M pealiu3aliusg Ha MPOJYyKTa, [IEHUTEe Ha KOHKYPEHTUTE U Bb3-
IpUeMaHaTa [IEHHOCT Ha MPOJIyKTa 3a KJIMEHTA.

Haii-uecto mocTaBsiHHTE IIEHOBH LEIH OT (pUPMHTE ca yBEIMYaBaHE WM 3ala3BaHe Ha
obemMa Ha mpoAaXOUTe, pealu3upaHe Ha YIOBJIETBOpsBalla Iedanda, yBelUYaBaHE Ha
nevanbara B AJATOCPOUCH IJIaH, I[eJIeBa B3BPAIIaeMOCT HA MHBECTUIIUUTE, yBEINYaBaHEe UITU
3ara3BaHe Ha Ma3apHus Jsul.

[IpoyuBaHeTro mokas3Ba, 4e Hal-TolsiMa 4yacT oT (upmute, onepupamu B bbarapus,
U3II0JI3BaT 1IEHOBA CcTpaTerus Ha 0asza pas3xonu, a Hail-mManka — IleHOBaTa cTpaTerus Ha 6a3a
IIEHHOCT Ha NMpOJYyKTa 3a KJIMEeHTa. BeIpeku ye LeHOBaTa cTparerus Ha 0asza IIEHHOCT Ha
MPOJYKTa 3a KJIIMEHTA ce pUJlara oT Haii-MaJIko (PUPMH, TS C€ OIPEEIsl KaTo Hall-euenusiia
OT MoBeyeTo pecroHeHTH. OCHOBHUTE MPHUYMHU J1a HE C€ M3MO0J3Ba 1IEHOOOpa3yBaHETO Ha
0a3a IIEHHOCT Ha MPOAYKTAa 3a KIIMEHTA Ca: HEMIO3HABaHEe ChITHOCTTA HA Ta3u LIEHOBA CTpATerus,
TPYAHOCTH ITpH ChOMpaHe Ha JJAHHU 3a IPUJIATraHeTO M U He3HAHHE KaK Ja ce U3MEpU LIEHHOCTTa
Ha MPOAYKTA 32 KJIUEHTA.

Jpyra Ba)xHa KOHCTaTaIys €, 4Ye YHUBEPCAJIEH XapaKkTep UMaT MPeJUMHO KOJTNYECTBEHUTE
1eHoBH 1enu. Te ca ¢ mo-rojasiMo 3HayeHue 3a GUpMHUTE U 3a OCTUTAaHETO UM MOXKE Jia ce
U3II0JI3Ba BCSAKA €HAa OT TPUTE LIEHOBHM CTPAaTErnu — ILIEHOBA CTpaTerus Ha 0a3za pas3xo.w,
IIEHOBAa CTpaTerusi Ha 0a3a 1IeHM Ha KOHKYPEHTH M LIEHOBa CTpaTerus Ha 0asza IIEHHOCT Ha
MPOJYKTa 3a KJIIMEHTA. Y CTAaHOBH Ce, Ue CHelH(pUUeH XapakTep UMaT IPEIUMHO KaueCTBEHUTE
neHoBu nend. [Ipy TAX 1eHata ce M3MOJ3Ba MO pa3IM4YeH HAYUH KaTO MapKETHHIOB
MHCTPYMEHT M 32 MOCTUTAaHETO UM (UPMHUTE NpuiIaraT elHa OT IOCOYCHUTE TPU LEHOBU

CTpaTEruu.



BbB BpB3Ka ¢ mpoduiImpaHETO pe3ynTaTHTe OT IMPOYYBAHETO IOKa3BaT, 4e (HUPMHTE,
BB3IPUCIIU CHbOTBCTHATA ICHOBA CTPATCTHA, UMAT CXOACH MOACII Ha ITa3apHO MOBCACHUC (I/I npu
TPUTE IIEHOBH CTpaTeruu ce 000coOsiBa BOACI KIILCTEP, 0OXBamam 85 1 nmopeye MporeHTa oT
¢upmure). llenoBa crparermst Ha 0a3a pa3xoaum ce TMpuiara NPEeAUMHO OT (upmuy,
IPEIOCTaBSIIN MAaTePHAIHU MPOAYKTH, a [IEHOBAa CTpaTerus Ha 0a3a IeHU HAa KOHKYPEHTH U
IICHOBA CTpaTerusi Ha 0a3a LIEHHOCT Ha MPOJYKTa 3a KIMEHTa — OT (pUPMHU, MPEAOCTaBSIIN
yciayru. PBKOBOACTBOTO Ha (UPMHUTE, BB3IPHEIHA IICHOBA CTpAaTerdsi Ha 0a3a pa3xoiu HIIH
IICHOBA CTpaTerus Ha 0a3a IEHHOCT Ha MPOJIYKTa 33 KJIMEHTA, € MO-CKIOHHO Ja MpeanpueMa
PHCKOBE, CPaBHEHO C TOBa Ha (hUPMHUTE, BH3NPHUENN IIEHOBA CTpaTerus Ha 0a3a LEHH Ha
KOHKypeHTH. DupMuUTE ¢ IeHOBa cTpaTerus Ha 0a3a pa3xoM UMaT MO-BUCOK Ma3apeH Jsijl Ha
0aza o0eM mponaxOuW Ha OCHOBHHS IPOAYKT CPaBHEHO C (hUPMHTE, BB3IPHENU IIEHOBA
cTparerus Ha 6asa IIeHU Ha KOHKYPEHTH WJIM IIEHOBA CTpaTerus Ha 0a3a EHHOCT Ha MPOIyKTa
3a kimenTta. OT ¢pupmuTe, pean3nupainy nedyainda Ha PaBHUIIETO HAJ CPEJHOTO 3a OTpachia,
HAi-TOJISIM € OTHOCHTEJIHUST JISUT Ha TE3H, BH3IPUEIH IICHOBA cTpaTerus Ha 0a3a IIEHHOCT Ha
HpoayKTa 3a KiaueHTa. CTpaTernsaTa Ha IIEHHOCTHO IIEHOOOpa3yBaHe ce MpHiara IpeJiMHO OT
MHUKpO(UPMH, CTpaTerusiTa Ha Pa3XxOAHO IIeHOOOpa3yBaHEe ce MpHiiara MPeIUMHO OT MalIKu
¢bupmu, a cTparerusTa Ha KOHKYPEHTHO [IEHOOOpa3yBaHe ce Mpuiiara mpeIuMHO OT CPE/IHH I10
paszMep pupMHu.

HaHpaBCHI/ITC KOHCTAaTallUM HUMaT IMPAKTUYCCKO IMPUITIOKCHUC. Te JaBaT OPUCHTUP Ha
MEHUKBPHUTE, OTTOBOPHU 32 LIEHUTE U IIEHOOOPa3yBaHETO B TEXHHUTE (PMPMH, KAKBH [IEHOBU

CTPATCTUH Jia U3IIOJI3BAT CIIOPEC/ HpO(I)I/IJ'Ia Ha q)HpMaTa 1 IMOCTAaBCHUTC ICHOBU IICJIN.

Abstract

The aim of the monographic study is to establish the pricing practice of the companies
operating in Bulgaria and to prepare a profile of the companies according to the adopted pricing
strategy.

The following main tasks are set in order to achieve this goal:

First, to study and systematize the theoretical and empirical research focused on pricing and
conducted to date.

Second, to develop a methodology for the study of the pricing of the companies operating in
Bulgaria.

Third, to present and analyze results with regard to: 1) the most frequently used price
objectives, strategies, methods and tactics of pricing by the companies operating in Bulgaria;
2) the price objectives-price strategies relationship; 3) the profile of the companies operating in
Bulgaria according to the adopted price strategy.



To achieve the goal, qualitative and quantitative research was conducted. The object of both
studies was companies operating in Bulgaria, both Bulgarian and foreign, and the subject of
research was pricing process. The primary data collection method for qualitative research was
an in-depth interview, and for quantitative research — a structured personal online survey. The
in-depth interviews were conducted in June 2017 and the online survey — in the period July-
August 2017. The qualitative research included 20 companies and the quantitative research —
200 companies. The data obtained from the research were the subject of analysis.

A methodology was developed that includes two research blocks. Block 1: Study of the
relationships between price goals and the price strategies for their achievement. It consists of
the following stages: 1) defining the scope of the price goals and price strategies that were
object of analysis; 2) verification of the reliability and construct validity of price objectives; 3)
factor analysis and 4) establishment of price strategies according to set price objectives. Block
2: Profiling the companies, according to the adopted price strategy. It includes the following
stages: 5) determination of criteria for the companies profiling; 6) preparing a specific micro-
profile of the companies within each strategy and 7) compiling a general profile of the
companies that have adopted the relevant price strategy.

The survey of the empirical research shows that: 1) the price goals set by the companies and
especially the pricing strategies used change over time; 2) most often, the subject of research
are the following three pricing strategies — cost-based pricing, competition-based pricing and
value-based pricing. While in earlier studies dominated the definition of cost-, profit-, and
competitor-oriented pricing objectives and the use of cost- and competition-oriented pricing
strategies, later studies focused on customers, and in particular the product value to the customer
in terms of both price objectives and price strategies. What is more, in some studies product
value to the customer is used as a segmentation variable in segment pricing. This necessitates
the reconsideration of the basic principles of pricing and the conduction of new price studies.

In general, in Bulgarian literature there are no publications based on empirical research and
dedicated to the pricing of the companies operating in Bulgaria which could outline the specifics
and trends in goal setting, respectively when choosing a pricing strategy. The lack of such
research makes it difficult for managers to develop price strategies and their implementation in
our country.

The present study is the first one in the country dedicated to the pricing of the companies
operating in Bulgaria. The study is based on the marketing approach and is an attempt to foll

this gap.



With regard to the pricing process, the results of the survey show that most of the companies
in our country skip some of the stages of the pricing process. In 4.0% of the companies, pricing
Is a chaotic process, 9.0% use a software product to calculate prices and only 35.7% of the
companies have experts who have the knowledge and skills to develop and implement pricing
strategies.

With regard to pricing factors, it was found that the three pricing factors considered as a
priority when determining the prices of the company's products are the production and sale
costs of a product, competitor prices and the perceived value of the product for the customer.

The most common objectives set by companies are to increase or maintain sales volume, to
achieve a satisfactory profit, to increase profit in the long term, target return on investment, to
increase or maintain market share.

The study shows that the largest part of the companies operating in Bulgaria use cost-based
pricing and the smallest — value-based pricing. Although value-based pricing is a strategy used
by the fewest firms, it is rated as the most profitable by the majority of respondents The main
reasons to avoid using value-based pricing are: being unfamiliar with the essence of this pricing
strategy, difficulties in collecting data on its implementation and not knowing how to measure
the value of the product to the customer.

Another important finding is that mostly quantitative price objectives have a universal
character. They are of greater importance to companies, and to achieve them it is possible to
use of the three pricing strategies: cost-based pricing competitor-based pricing and value-based
pricing. It was established that mostly qualitative price objectives have a specific character. In
them, price is used in a different way as a marketing tool, and to achieve them, companies apply
one of the three price strategies mentioned.

With regard to profiling, survey results showed that the companies adopted a certain pricing
strategy have a similar model of market behaviour (with all three price strategies, a leading
cluster is identified, covering 85% and more of the companies). Cost-based pricing is applied
mostly by companies providing material products, while competitor-based and value-based
pricing are applied by companies providing services. The management of the companies
adopted cost-based or value-based pricing is more willing to take risks than the management of
the companies adopted competitor-based pricing. The companies adopted cost-based pricing
have higher market share based on sales volume compared to the companies applying
competitor-based or value-based pricing. Of the firms that realized profits above the industry

average, the largest relative share was of those that adopted value-based pricing. Value-based



pricing is mostly used by micro companies, cost-based pricing is preferred mostly by small

companies whereas competitor-based pricing is used mostly by medium-sized companies.
The findings have a practical application. They give guidance to the managers responsible

for prices and pricing in their companies with regard to the pricing strategies to use according

to the company's profile and the price objectives set.

Il. CraTuu u nokjaaau, ny0JIMKyBaHU B HAYYHU U31aHNs, pepepUpPaHu U HHIEKCHPAHH B

CBETOBHOM3BECTHHU 0a3M IaHHU ¢ Hay4YHa nHpopMmanus (Scopus u/uau Web of Science)

2. Netseva-Porcheva, T. and Bozev, V., Profiling Companies According to the Adopted
Pricing Strategy, Economic Studies, Economic Research Institute at the Bulgarian
Academy of Sciences, Volume 28, Issue 3, 2019, pp. 144-164, ISSN: 0205-3292.

Pe3rome

B cratusta ce mnpenactaBAT pe3yiaTaTUTE OT EMIHUPUYHO H3CIEABaHE, IMOCBETEHO Ha
npopwimpaneTo Ha (QHUPMHUTE, Omepupam B bbiarapus, cropen Bb3IpHETaTa IIEHOBA
ctparerus. [IpaBu ce nureparypeH 0030p Ha TEOPETHUYHUTE M EMITUPUYHUTE H3CIICIBAHUS,
IIOCBETEHU Ha LICHOBUTE CTPATEruH, U3CJIe/IBAa CE KOU €A HAN-4ECTO M3IOI3BAHUTE LIEHOBU
cTpareruu oT (upmuTe, onepupamu B bbarapus, U ce H3BEXAAT BOJCIIU KPUTEPHH, BH3
OCHOBa Ha KOUTO C€ M3TrOTBs Mpodui Ha pUPMHUTE, CHITIACHO BB3MpPHETATa OT TSIX LEHOBA

CTpaTerus.

Abstract

The study presents the results from empirical research on the profiling of the companies
operating in Bulgaria in terms of the pricing strategy adopted by them: cost-based pricing,
competition-based pricing and value-based pricing. It includes a literature review of the
theoretical and empirical research on pricing strategies, studies the most common pricing
strategies used by the companies operating in Bulgaria and suggests the main criteria used to

profile companies in terms of the pricing strategy adopted by them.

3. Netseva-Porcheva, T. and Bozev, V., Research on the Relation between Company
Pricing Objectives and Pricing Strategies, Economic Studies, Economic Research
Institute at the Bulgarian Academy of Sciences, Volume 29, Issue 5/2020, pp. 99-123,
ISSN: 0205-3292.



Pe3rome

Ilenta Ha craTusTa € Ja C€ M3CJIeIBAa KAKBU IICHOBU CTPATETMH HW3IOJ3BAT (PUPMUTE,
onepupaiy B bearapusi, ciopen AepuHUpaHUTE IICHOBHU 1. BBB Bpb3Ka ¢ TOBA B CTaTHATA
ce TIpaBy JUTEPATYPEH 0030p HA TEOPETUUHUTE PA3pabOTKH M HA EMITUPUYHUTE U3CIICIBAHMS,
MIOCBETEHW Ha IICHOBHUTE II€JIM M IICHOBHTE CTpaTerud Ha (QUPMHUTE U € MPOBEICHO
CaMOCTOSITEITHO EMITMPUYHO u3cienBane. Ha 6a3a maHHUTE OT M3CIEABAHETO ce 000CO0sIBAT
JBE TPYIU I[ICHOBU IIETM — C YHUBEPCAJICH M CHCHU(PHUYCH XapakTep. YCTaHOBsBA ce, 4e
YHUBEpCAJICH XapakTep MMAT MPEANMHO KOJUYECTBEHUTE IICNIM, a CIeU(PUICH XapakTep —
MpeAMMHO KadecTBeHHTE Ieiau. [lo oTHomeHWe Ha cnenu@UYHHUTE eI € W3BEICHO KO

LOCHOBHU CTPATCTHU CC ITpHJIarar 3a TAXHOTO IIOCTUT'aHC.

Abstract

The aim of this article is to find out which are the pricing strategies used by the companies
operating in Bulgaria in terms of their pricing objectives. In this regard, the study provides a
literature review of the theoretical developments and empirical research on company objectives
and pricing strategies as well as an empirical survey. Based on the survey data, two groups of
pricing objectives were distinguished: of universal and of specific nature. It was found out that
universal nature is more typical of quantitative objectives whereas specific nature is more
typical of qualitative objectives. In terms of specific objectives, it was shown which pricing
strategies are used for their achievement.

I11. CraTuu u nokaaau, ny0JUMKYBaHU B HepedeprpaHu CIMCAHUS C HAYYHO pPelleH3upaHe

NN Hyﬁﬂl/leBaH]/l B peAaKTHPAHU KOJIEKTUBHU TOMOBE

4. Netseva-Porcheva, T., Application of the Price Discrimination in Marketing, Economic
Alternatives, Issues 3, 2013, pp. 51-63, ISSN (print): 1312-7462, ISSN (online): 2367-
9409.

Pe3rome

IlenTa Ha cTaTHsATa € Ja C€ pasKpHe MPHIOKEHHUETO HA IIEHOBAaTa TUCKPUMHHAIUS B
MapKeTHHra. 3allliuTaBa c€ MHEHHETO, Y€ LIEHOBATa IUCKPUMHUHAIUS MOXE JIa C€ U3I0JI3Ba HE
camo OT (pUPMHUTE MOHOMOJUCTH, HO U OT JPYTU — MAPKETUHIOBOTO OPUEHTUPaHH (HUpMU B
clyyall, ye He OrpaHHYaBa KOHKYPEHIUATAa Ha ChOTBETHHUs mazap. OTCTosiBa ce UleATa, 4e
MIPUJIOKEHNE B MapKETUHTA UMAT CaMO IIEHOBaTa TUCKPUMHHAIMS OT BTOPA U TpeTa CTEIEH,

3aI[0TO TOCTAaBSHETO Ha KyIlyBaua Ipej u300p ,,BCHUKO UM HUILO®, XapaKTEpPHO 3a LIeHOBaTa



JUCKpPUMHUHALIMA OT IIbpBa CTEIEH, € B IPOTUBOPEYUE C OCHOBHMS IIPUHIUIT HA MAPKETHHIa 3a
MaKCHUMAJIHO yJJOBJIETBOPSIBAHE HA HY)KJUTE U MOTPEOHOCTHTE Ha MOTPEOUTENTUTE.
[To-BaxkHUTE pe3ynTaTH OT CTATUATA ca: 00OOIEHM ca pe3yNTaTUTe OT Hal-3HAYMMUTE
U3CIIeBaHMsI, IIOCBETEHM Ha IIEHOBaTa JUCKPUMHMHALMA; BBIPOCHT 3a IIEHOBATa
JUCKpUMHUHALMA € pasriefaH  OT IO3MLUMUTE Ha MHUKPOUKOHOMHYECKaTa TEOpHs,
KOHKYPEHTHOTO TPaBO W MapKeTWHTa; OOOCHOBaHO € BW)KJIAHETO, Y€ IIeHOBaTa
JUCKPUMHMHALIMSL OT TpeTa CTENEH, CaMOCTOSATENIHO WJIM CbBMECTHO C II€HOBaTa
JUCKpPUMHUHALIMSA OT BTOPA CTENEH, MOKE Jla C€ M3I0J3Ba B MAPKETUHIOBOTO YIPABJICHUE HA
¢upMuTe, C 11e7 NOBUIIABAHE HA MPUXOJIUTE M Medandara UM; Bb3IIpHEMaHaTa LIEHHOCT Ha
IPOAYKTA 3a KJIMEHTA € M3BEACHA KaTO Ba)K€H KPUTEPUM 3a CETMEHTHpAaHE Ha Ia3apa Ipu
U3IMOJI3BAaHE Ha LIEHOBAa AMCKPUMMHALMSA OT TpETa CTEIEH; IMPEACTAaBEH € alrOpUThM 3a

CCIMCHTHPAHC Ha I1a3apa Ha 0aza BB3IIPUCMAHA HCHHOCT HA NPOAYKTA 3a KIIMCHTA.

Abstract

The article aims to show the application of price discrimination in marketing. The view is
supported that price discrimination can be used not only by the companies, what are
monopolists, but can be used as well from other — marketing oriented companies, in the event
that it does not restrict the competition in the relevant market. We are standing behind the idea
that only price discrimination of second and third degree have an application in the marketing,
because of the necessary choice for the buyer to choose ,,all or nothing®, typical for the price
discrimination of first degree, is contrary to the basic principle of marketing for maximum
satisfaction of the needs and necessities of the consumers.

The most important results of the study are as follows: that it summarizes the results of the
most significant studies, devoted to the price discrimination; the topic for the price
discrimination is analyzed from perspective of the microeconomic theory, competition law and
marketing; it justifies the view that the price discrimination of third degree, either alone or
jointly with price discrimination second-degree, can be used in the marketing management of
the companies, in order to increase their revenues and profits; the perceived value of the product
for the customer is displayed as important criteria for segmenting the market, using price
discrimination of third degree; in this article is presented an algorithm for market segmentation,

based on the perceived value of the product for the customer.

5. Heuena-IlopueBa, T., lleHoBu cTpaTeruu Ha GUPMUTE B YCJIOBHS HA HKOHOMHYECKA

Kpu3a, B: COopHuUK ¢ nokjgaan or HayyHa KoH(pepeHIHs ¢ MeKIYHAPOIHO y4yacTHe



»3IHAHHETO — TPAAMIMU, HHOBALMH, NepcriekTuBU, Byprac, 14-15 ronu 2013, Tom 111,

crp. 386-393, ISBN: 978-954-9370-97-3.

Pe3rome

IlenTa Ha Aokmama € Ja ce JajaT MPAaKTHYECKH ChBETH HAa MEHUDKBbpUTE Ha (pupmmuTe
OTHOCHO IIeHOOOpa3yBaHETO B YCIIOBHUS Ha KpH3a M MPEUIOKAT YCICIIHUA [IEHOBU CTPaTeTHH
npu u3Iu3aHe oT Kpusara. [IpeacraBsat ce 0000MIeHN Pe3yATaTh OT MPOYYBAHUS HA CBETOBHO
YTB'pr[eHI/I KOHCy.]ITaHTCKI/I KOMITIAaHUHU 3a HU3II0JI3BAHUTEC LICHOBHU CTpaTCFI/II/I B YCHOBI/HI Ha
KpH3a, KaKTO U PE3YJITATUTE OT HAYYHO-HU3CIICIOBATEIICKH MPOEKT ,,MapKETHHTOBH CTPATET N
Ha KOMIaHWH, omepupamid B bbiarapus, B ycnoBusTa Ha MKOHOMHUYECKAa Kpu3a’, B HacTTa
[IEHOBA TOJIMTHKA. 3alluTaBa ce HUesTa, Y€ B YCJIOBHS Ha Kpu3a, TpsOBa Jla ce Ch3laBa
JOOIIBbJIHUTCIIHA HCHHOCT KbM HpOILYKTa U ga c€ OTHpaBﬂT ,,HGHHOCTHI/I“ IIOCJIaHUS KBbM

KIIMCHTUTC, BMCCTO Ja CC ITIOHMXXaBaT LICHU.

Abstract

This report aims to offer firms’ managers a practical advice about pricing in crisis and an
offer of successful pricing strategies for overcoming the crisis. The report presents summarized
results of world’s famous consulting companies for the used pricing strategies in a crisis, and
the results of the research project ,,The marketing strategies of companies, operating in
Bulgaria, in times of economic crisis“ - in the part ,,Price policy”. We defend the idea that in
times of crisis, firms need to add value to product and communicate this ,,value* to customers,

rather than to reduce prices.

6. Henesa-IlopueBa, T., MHOBanuu B 1eHOOOpa3yBaHeTO - LeHOOOpa3dyBaHe Ha 0a3a
LeHHOCT, B: FOOnieen coopuuk ,,MapkeTHHIrOBM MeTaMOP(0O3M U NNPeAN3BHKATEJICTBA
B IMIUTAJHaTa epa®“ mo ciay4daid 15-rogmmHuHara Ha kareapa ,MapkeTuHr* B
LleHTbpa N0 NKOHOMUYECKH W ynpasijieHckH Hayku Ha BCY, 2013 r., cTp. 188-209,

ISBN: 978-954-9370-91-1.

Pe3rome

[leHOoOOpa3yBaHeTO MMa 3HAYUTEIIHO U TMPSIKO BIUSHHUE BHPXY MevanbaTta Ha ¢pupmute. B
MOBEUETO KOMIaHUK 00ayde, BCE OIIe CaMO Pa3X0JIUTe U IIEHUTE HAa KOHKYPEHTHUTE CE€ U3IOI3BaT
KaTo 0asu 3a ompeeNsTHeTo Ha IleHuTe. [[pruopuTter ca MHOBAIIMUTE B TPOIYKTOBU WM OM3HEC
MOJICJIM, & Ha MHOBAIIMHUTE B IIEHO00pPa3yBaHETO HE ce 0OpbhIIa WU ce 00pBIa HE3HAUYNTEITHO

BHUMAHUCE.
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Cratus e moOCBeTeHa HAa €Ha OT MWHOBAIlMMTE B IIEHOOOpa3yBaHETO, a HWMEHHO
LIeHoOOpa3yBaHeTO Ha 0a3a LIEHHOCT. B crartusita ce NmpeocMUCHAT HSAKOM NapagurMu B
KOHBEHIIMOHAJIHOTO IIeHOOOpa3yBaHe, M3BEKIAT C€ IMPEANOCTaBKUTE 3a NPEMHUHABaHE KbM
IIECHHOCTHO [IEeHO00pa3yBaHe, N3ACHIBAT C€ MKOHOMHUYECKUTE OCHOBH Ha IIEHOOOpa3yBaHETO Ha
0a3a IEHHOCT, TpaBH C€ CpPaBHEHHE MEXKIy pPa3XOJHO M IIEHHOCTHO ILIEHOOOpa3yBaHe,
npejyiarat ce JBa ajNTepHATHBHHU IOAXO0Ja 3a M3MEpBaHE M OTYUTAHE Ha IIEHHOCTTa IpHU

dbopMupaHe Ha IeHaTa.

Abstract

Pricing has significant and direct impact on the profits of companies. In most companies,
however, still only costs and competitors' prices are used as bases for pricing. Innovation in
product and business models has priority and innovation in pricing does not receive attention
or receive some.

This article is about one of the pricing’s innovation, i.e. value-based pricing. The article
reconsider some conventional paradigms pricing, displayed are prerequisites for the transition
to value-based pricing, clarify the economic fundamentals of value-based pricing, comparison
is made between the cost-based pricing and value-based pricing, offered two alternative

approaches to measuring and reporting on the value in the setting price.

7. HeueBa-IlopueBa, T., H3mos3Bane Ha TpaHcdepHUTEe IeHM BBB (PHPMEHOTO
ynpasjenue, B: COopHuk nokiaaam or Hayuna xondepenunus ,,CTparermieckoro
IVIAHMPAaHe U IporpamMupane: Hacrosme u 0baeme*, Copus, 13 nexkemspn 2013, UK-
YHCC, 2014, ctp. 363-374, ISBN: 978-954-644-694-7.

Pesrome

Ilenta Ha JOOKJIaAa € Aa M3ACHU BBIPOCA 3a H3IMOJ3BAaHE HAa TPAaHCEpHUTE IIEHU BbHB
¢upmeHoTO yripaBieHue. BbB Bpb3Kka ¢ TOBa B HETO ce JepUHUPa HKOHOMHUYECKATa KaTeropus
»~TpaHchepHa IieHA®, M3SICHSABAT CE€ NPEINOCTaBKUTE 3a BB3HUKBAHETO M, H3BEXKIAT cCe
0COOEHOCTUTE, MACTOTO ¥ 3HAUEHHUETO Ha TpaHc(]epHaTa 1eHa BbB GUPMEHOTO YIpaBJIECHUE.

OTKpoeHH ca MO-Ba)XHWUTE HANpaBJIEHUS Ha M3MOJI3BAaHETO HAa TpPaHC(HEPHUTE IIEHU BbB
¢upMeHOTO yrpaBlieHHE, KOUTO BOAAT JI0 MOBHIIABaHE Ha medanlaTa: 3aBja/isiBaHe Ha HOBU
ma3apu, 3a CMeTKa Ha MO-HUCKH BBTPEIIHO(PUPMEHHU LIEHH Ha MPOJYKTUTE HA TE3W Ma3apu;
pasnpezensHe Ha Na3apHU JsJI0BE, MPUXOAM U c(epd Ha BIMSHUE MEXIy IOJCNICHUATA;
IPEXBBPIISIHE Ha o0JlaraeM J0XOJ OT CTPaHH C BUCOKU JAHBYHU CTaBKH, KbM TaKHUBa C IO-

HUCKH; aKyMyJIupaHe Ha mnedanba BbB (GUPMHU OT cepara Ha peanusanys, peTUCTPUPAHU B
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30HU C JaHbYHU NpedepeHnnn; n30areane Ha MalaHeTo Ha MUTa, 3a00UKaJISIHE HA BATYTHHS
PHCK U Jp.; U3HACAHE HA MedanOu, MOJYyYeHU OT JbLICPHU MPEIIPUSTHS B IbPKABH, KBIETO
JefiCTBaT OrpaHUYEHMsI 32 U3HOC HA KalMTajl, B AbP)KaBH, B KOUTO TaKMBA OTPAaHUUYEHUS HE
ChIIIECTBYBAT.

TpanchepHuTe IeHH MOTaT /1a ce U3MOI3BaT BbB (PUPMEHOTO YIpPaBICHUE U 3a: U3MEPBaHe
Ha IIPUHOCA Ha BCSIKO MO/ICJICHNE B OOLIUTE Pe3yITaTH HAa KOMITAHUATA; OLIEHKATa Ha JISHHOCTTa
Ha TMOJICJICHUATA; IOBHUIIABAHETO HA €(EKTHMBHOCTTA HA MOJCICHUATA; pa3peliaBaHe Ha
MKOHOMHMYECKUTE TPOTUBOPEUUs MEXKIYy IMOJEJEHUsATa; KOOpAMHUpaHEe Ha paboTrara Ha
MOJICJICHUATA C OTJIe/] IOCTUTaHE HA ONTUMAJIHA UKOHOMUYECKU PE3YIITATH 32 MPEAIPUATUETO
KaTo 1LI5J10; ONTUMAJIHO pa3lpesielieHue Ha PECYPCUTE Ha KOMIIAHUTA U Ap.

C KOHKpETHH MPUMEPH CE€ WIIOCTPHpA OTPAKEHUETO Ha BHTPEIIHOPHPMEHHUTE TpaHchepH
BbPXY UKOHOMUYECKUTE PE3YITATH HA MPEAIPUATUETO MaiKa U NOJEJICHUATA H.

JoxnaabT 3aBbplIBAa C Bb3[VIEAUTE Ha akal. EBreHn MareeB 3a OTHOILLIECHUSTA MEXKIY
MOJIEJICHUSTA B €/lHA KOPIOpalus U LIEHUTE, [0 KOUTO CE€ M3BBpIIBA MOKYIKO-IIpogax0ara
Mexay Tax. IlpernensT Ha HaydHOTO TBOpPUECTBO Ha akal. EBrenn MateeB 1o BIpOCUTE Ha
[EHUTE U 1EeHOOOpa3yBaHETO II0Ka3a, Y€ CHBPEMEHHHUTE MpoOJeMH Ha TpaHC(HEpHOTO
1IeHOOOpa3yBaHe MPUCHCTBAT B HEr0, KOETO 3a MOPEACH IbT MOTBBPXKIaBa MSICTOTO MYy Ha

IMPO30PJIMB U3CIICAOBATEI U BEJIMK YUCH B obnacrtra Ha HNKOHOMHKATa, B HaCTHOCT Ha IICHUTC.

Abstract

The objective of this paper is to clarify the issue of the use of transfer pricing in company
management. In this connection is defined what is ,,transfer price®, is clarified which are the
prerequisites of the occurrence to this economic category, the place and importance of transfer
pricing in business management.

The more important directions in the application of transfer pricing in company management
are outlined with regard to the increase in company profits: conquest of new markets at the
expense of lower internal company prices of products in these markets; distribution of market
shares, revenues and spheres of influence between divisions; transfer of taxable income from
countries with high tax rates to those with lower ones; accumulation of profit in companies
from the sphere of realization registered in zones with tax preferences; avoiding the payment
of customs duties, circumventing the currency risk, etc.; export of profits received by
subsidiaries in countries where capital export restrictions apply to countries where such
restrictions do not exist.

In addition, transfer prices can be used in company management to: measure the contribution
of each division to the overall company performance; assess division activity; resolve economic
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conflicts between divisions; coordinate the work of the divisions with a view to achieving
optimal economic results for the enterprise as a whole; optimise the distribution of the
company's resources, etc.

Specific examples are given to illustrate the impact of intercompany transfers on economic
performance of the parent and subsidiaries her.

The review of Acad. Evgeni Mateev’s work on the issues of prices and pricing showed that
he took the contemporary problems of transfer pricing into account, which once again
underlines Acad. Mateev’s position of a far-sighted researcher and an outstanding sciholar in

the field of economics and prices, in particular.

8. Henena-IlopueBa, T., IleHooOpa3yBaHe HA MHBECTHIHOHHU MPOAYKTH - OIle €IUH
NpoYNT ¢ morjex B Obaemero, cn. busHec mocoku, M3ganme Ha uHeHTHpa mo

HKOHOMHUYECKHU U YIPABJIEHCKH HAYKH, Op. 2, 2014, cTp. 67-76, ISSN: 1312-6016.

Pe3rome

B craTrusTa ce HpaBI/I OIIUT Oa CC n3BcAaT HIAIKOHW OCHOBHHU HACOKHU 3a yC”bB’prHeHCTBaHe Ha
[IEHOOOpa3yBaHETO Ha HMHBECTHIIMOHHU TPOAYKTH. BBB Bpbh3ka ¢ TOBa c€ AUCKYTUpPA
BIUSHUETO HA OCOOCHOCTUTE Ha MHBECTUIIMOHHHUTE MPOJIYKTH M XapakTepuctukute Ha B2B
nazapure BBPXY IleHOOOpa3zyBaHeTO. Pasriexiaar ce OCHOBHHMTE TMOAXOAM M METOIU Ha
1eHooOpa3yBaHe W C€ OTCTOSIBA BHXKJIAHETO, Y€ MO OTHOIIEHWE Ha WHBECTHUI[MOHHHTE
MPOAYKTHU, OBJEHIETO € B H3MOJ3BAaHETO Ha IICHHOCTHHUS MOAXOJA Ha IleHooOpa3yBaHe. B
MOJKpena Ha Ta3W Te3a CE€ LUTUpPAT NPOyYBaHUS HA ABTOPUTETHH YYEHH U BOJICIIH

KOHCYJITAHTCKH (pUpPMH, KOUTO MPO(PECHOHAIHO €€ 3aHUMaBaT C LICHU U [IEeHOOOpa3yBaHe.

Abstract

In this paper an attempt is made to bring out some guidelines for improving the pricing of
industrial products. In this respect, it discusses the impact of the characteristics of industrial
products and the characteristics of B2B markets on the pricing. In the article are examined the
basic approaches and methods of pricing and is defended the view that in terms of industrial
products, the future is in favour of the value-based pricing. In support of this view the author
considers studies of authoritative scholars and leading consulting companies that are

professionally engaged in prices and pricing.

9. Heuena-IlopueBa, T., [lenHooOpa3yBaHe HA yCJIYT'H — 0COOEHOCTH, ONTUT U NMEPCNEKTHBH,

B: COopHHK ¢ AoKIaaM 0T MekAyHapoAHa Hay4YHa KOH(epeHIHs, nocBeTeHa Ha 20
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roJAUHU OT Ch3/1aBaHeTO Ha KaTeApa MapkeTuHr npu UKoHOMUYeCKH YHUBEpPCHTET-

Bapna, Bapua, 29-30 ronu 2017, ctp. 289-300, ISBN: 978-954-21-0931-0.

Pe3rome

B nokmama ce paskpuBaT OCOOCHOCTHTE, TMPEACTaBs CE JOCeramrHaTa IMpakTHKa U Cce
odepTaBar MEePCIeKTUBUTE MPHU IIEHOOOpa3yBaHeTo Ha yciyrure. OTCTOsIBa C€ BHKJIAHETO, Y€
0COOCHOCTUTE Ha IICHOOOpa3yBaHETO HA YCIYTUTE MPOU3TUYAT OT TEXHUTE XapPAKTEPUCTUKH,
cnenuduKaTa Ha ThPCEHETO UM, TPYAHOCTUTE IIPH OIIPeIeITHE HAa KAUeCTBOTO UM, COI[MAITHATA
3HAYUMOCT Ha HSIKOW YCIyTd W Ap. AKICHTHpa C€ BBPXY MPUOPUTETHOTO H3IIOJI3BAHE B
MpakTHUKaTa Ha pPa3XOJHOTO U KOHKYPEHTHOTO IeHooOpa3yBane. (OocHOBaBa ce
H€06XOI[I/IMOCTTa n C¢E HpenoquBa B 6’I)II€HI€ (1)I/IpMI/ITC II0-aKTUBHO Ja H3I10JI3BAT

1eHoo0pazyBaHeTo Ha 6a3a IEHHOCT Ha yciyrara 3a KJIHeHTa.

Abstract

In the report are revealed the specific characteristics of the services, presenting the current
practice and outlining the new perspectives in service pricing. It stands on the position that the
specific of service pricing is result from their characteristics, the specificity of their demand,
the difficulty in determining their quality, the social importance of certain services and etc. It
emphasizes on the mainly used in the practice of the service companies cost-based pricing and
competition-based pricing. It justifies the necessity for the companies in the service sector to

use more actively in the future customer value-based pricing.

10. Heuena-IlopueBa, T. u Ypyuesna, /I., [lenooOpa3yBaHe Ha oTnagbuyu Ha 0a3a pa3xoau,
Hayunu tpynose Ha YHCC, Tom 5/2018, UK-YHCC, ctp. 139-149, ISSN (print): 0861-
9344, ISSN (online): 2534-8957.

Pesrome

IlenTa Ha cTatuATa € Ja ce MPEACTaBU MOJEN 3a OTYMTAHE Ha Pa3XOHUTEe, CBbP3aHH C
YIIPaBJIICHUETO HA OTIABIIA KaTO XapTHsl, TTacTMaca, JbPBO U CTHKJIIO, KOWTO J1a CE U3IOJI3Ba
IpU TAXHOTO LieHOOOpazyBaHe. B paspaboTkara ce m3sicHsBa crenu¢ukara Ha Impoleca Ha
1IeHOOOpa3yBaHe Ha OTIAIbIIM, Pa3KpHUBA CE€ 3HAUMMOCTTA HA aHAJIN3a Ha ITbJIHUTE Pa3X01u IpU
[IEHOOOpa3yBaHETO Ha OTHAIBIIH, IPEICTABS Ce MOJIEN 32 U3BbPILBAaHE HA aHATIHU3 Ha Pa3XOIUTe

" MOJCJI 3a TPYIIUPAHEC HA HeﬁHOCTHTC, CBBpP3aHU C IMpOoNECCa Ha YIIPABJIICHUC HA OTIIaABLUTC.

Abstract
The aim of the article is to present a cost accounting model related to the management of

wastes such as paper, plastic, wood and glass, which model to be used in their pricing. The
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paper clarifies the specificity of the waste pricing process, reveals the significance of the full
cost analysis in waste pricing, presents a model of how to perform cost analysis and a model of
grouping the activities in stages with regards to the waste management process.

11. Netseva-Porcheva, T., Price Changes: Practices of the Companies Operating in
Bulgaria, Economics & Management, Vol. XV, Ne 2, 2019, SWU Neofit Rilski,
Blagoevgrad, pp. 131-140, ISSN (print): 1312-594X, ISSN (online): 2367-7600.

Pesrome

LlenTa Ha craTusTa € Aa ce MPEACTaBAT MPAKTUKUTE HA PUPMHTE, oriepupaniy B brirapus,
npy TpeArnpueMane Ha W3MEHEHHs Ha IeHuTe. B craTwsita ce M3sCHABAT OCHOBAHHWATA HA
dupMuTe 3a MpeAnprueMaHe Ha IEHOBH W3MEHEHHS; AUCKYTHPAT C€ Bb3MOXKHUTE MOCIIEANIN
OT TSIX M C€ MPEJICTABAT PE3yATaTUTE OT EMITUPUIHO U3CIIEABAHE, TOCBETEHO HA H3MEHEHNUETO
Ha (UPMEHUTE LIEHH BHB BpeMeTO. M3Moi3BaHUAT MeTOJ 3a ChOMpaHe Ha JIaHHH € OHJIAiH
aHKeTa, IIpOBE/ICHA cpen 200 W3I'BJIHUTEIIHU JTUPEKTOPH/MapKETHHT OBH
JTMPEKTOPU/MEHUDKBPU Ha upMu, onepupany B bearapus npe3 nepuoaa ronu-asryct 2017
I. YCTaHOBEHO €, ye Hali-uecTaTa IpHMYMHa 3a NOBHIIaBaHe Ha oOnYaiiHaTa 1leHa Ha pupMeHuTe
NPOAYKTH € TMOKayBaHE Ha LleHaTa Ha OCHOBHA CYpOBMHA, a Haii-yecTaTa INpHYMHA 32
NOHI>KaBaHe Ha oOnYaiiHaTa 1ieHa (1o [IeHOBa JINCTA) € HeOJIaronpusTHA Ma3apHa KOHIOHKTYpA.
bnu3o monoBuHaTa OT UpPMUTE B M3BaJKATa M3IIOJ3BAT MPOTPAMU 32 JIOSIHH KIMEHTH, Ha
KOHMTO IPEIOCTaBAT CHEIMaTHU LIEHOBU O(epTH, a Hal-pa3lpoCTpaHeHaTa LEHOBA TAKTHKa
cpen pupmuTe, onepupany B beiarapus, e U3non3BaHeTo Ha IIEHOBU HaMaJICHUsI/OTCTBIIKH MO

pasznuuHa opma.

Abstract

The aim of this article is to present the practices of the companies operating in Bulgaria in
terms of making price changes. The article considers the reasons that make companies change
prices. It also discusses the possible consequences of these changes and presents the results
from an empirical study on the changes of company prices over time. The method used for data
collection is an online survey carried out with 200 CEOs/marketing directors/managers of
companies operating in Bulgaria for the period July — August 2017. It has been established that
the most common reason for an increase in the usual price (by price list) of company products
is the increase in the price of a basic raw material, whereas the most common reason for a
reduction of the usual price is an unfavourable market situation. Almost half of the sample

companies have programmes for loyal customers with special price offers and the most
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common price tactic among the companies operating in Bulgaria is the use of price

reductions/discounts in different forms.

12. Netseva-Porcheva, T., Price Adjustment Strategies Applied by the Companies
Operating in Bulgaria, International Scientific-Practical Conference: Science and
Practice, Thessaloniki, Greece, 28 June 2019, pp. 87-91, ISBN 978-960-568-803-9.

Pesrome

LlenTa Ha MOKIA/1a € J1a ce N3ACHH KaKBU CTPATErHH 3a MOAM(UIpaHe Ha IEHUTE MTPpUIarat
¢upmure, onepupanu B bearapus. BeB Bpb3Ka ¢ TOBa ce MpeCcTaBAT Pe3y/ITaTUTE OT OHJIAWH
u3cnensane, nposeraeHo  cpen 200  M3UBAHHUTENHWM — JAMPEKTOPH/MApPKETHHTOBU
JTMPEKTOPU/MEHUDKBPU HA GUPMH Tpe3 nepruoa roiau-aryct 2017 r. YcraHoBeHo e, 4e Haii-
4eCcTO MOAU(DUIIMPAHETO Ha IEHUTE € Ha 0a3a OTCTHIIKW/HAMAJICHHSI OT LIeHATa [P OIpeeICHN
ycioBus. Hax momoBuHaTa oT pupmMuTe B M3BaaKaTa MpuiaraT AMHAMUYHO IIEHOOOpa3yBaHe.
Haii-pasmpoctpanenara opma 3a 1ieH00Opa3yBaHe 10 CETMEHTH € CIIOPE]] XapaKTEePUCTUKUTE
Ha MOTpeOWTeNnTe, a HaW-pAIKO H3IMOJI3BaHaTa — cropex Bpemero. OT Qupmure, KOUTO
U3M0JI3BaT reorpa)Ccko IeHO0Opa3yBaHe Hai-4ecTo ce Mpujara 30HAJHO IIeHOOOpa3yBaHe.
Haii-pa3npoctpanenarta ¢opMara Ha TICHXOJIOTHYECKO [IEHOOOpa3yBaHe € CpaBHEHHE Ha IICHA

PN U 110 BpeMe Ha TPOMOITHSI.

Abstract

The aim of this report is to find out which strategies for price adjustment are applied by the
companies operating in Bulgaria. With this regard it presents the results from an online survey
carried out with 200 CEOs/marketing directors/managers of companies for the period July-
August 2017. It was found out that most often price adjustment is based on discounts/reductions
under certain conditions. Over half of the companies in the sample apply dynamic pricing. The
most common kind of segmented pricing is the one based on customer segment, whereas the
least common is the one based on time. The companies applying geographical pricing prefer
zone pricing. The most common kind of psychological pricing is the price comparison before

and after a promotion.

13. Netseva-Porcheva, T., Price-Setting Strategies: Survey Results from Bulgaria, 50th
International Scientific Conference Contemporary Economic Trends: Technological
Development and Challenges of Competitiveness, 18 October 2019, University of Nis -
Faculty of Economics, Republic of Serbia, pp. 111-118, ISBN: 978-86-6139-193-4.
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Pe3rome

[lenTa Ha HACTOALIMSA JOKJIA] € 1a U3SICHU KaKBU IICHOBU CTPATErMH HAW-4€CTO U3MOJI3BAT
dbupmure, onepupainy B beirapus. BeB Bph3ka ¢ TOBa ca MpeACTaBeHH PE3yJITATUTE OT OHJIAH
MpOy4YBaHe, npoBeneHo  cpexn 200  M3OBIAHUTENIHM — JUPEKTOPU/MAPKETHHTOBH
JTUPEKTOPH/MEHUDKBPU HAa KOMIIAHUH TIpe3 nepuoja rnu-aBryct 2017 r. YcraHoBeHO e, 4e OT
TpuTe Oa3MCHU IICHOBU CTPATETHUHU — [IEHOBA CTpATerus Ha 0a3a pa3Xo/au, IICHOBA CTpaTErHsl Ha
0a3a 11eHU Ha KOHKYPEHTH U [IEHOBA CTpaTerust Ha 0a3a IEHHOCT Ha MPOJyKTa 3a KIIMEeHTa, Hail-
yecTo npuiaraHa oT ¢upmute B bbarapus, e neHoBara crpaterus Ha 6a3a pasxoau. Ot
[IEHOBUTE CTPATErHH 32 BHBEXKJAaHE HAa HOBHU MPOAYKTH — 32 HSIKOM MPOAYKTH (pupmMute
npuwiarat crparerds Ha "oOupaHe Ha KaiMaka', a 3a Jpyrd — CTpaTerusi Ha Ia3apHO
MIPOHHUKBAHE, HO KATO LISJIO MO-YECTO C€ M3IMOJI3Ba CTpaTerusTa Ha Ma3apHo mpoHukBaHe. Ot
[IEHOBUTE CTPATETUU 3a MPOJYKTOB MHKC Hail-pa3mpOCTpaHEHH ca IIEHOBaTa CTpaTerus 3a
MPOJYKTOBA JIMHUS M IIEHOBaTa CTpaTerus 3a makeT oT mpoaykTu. [loutu Bcuuku dupmu
M3MOJ3BaT HAMaJICHUsI WJIM OTCTBIIKH OT I[€HATa MPHU OMPEACIICHH YCIOBUS WIIM ITPOMOIIMH 32

HaCcbp4YaBaHC Ha HOTpe6I/ITeJII/ITe.

Abstract

The aim of this report is to find out which are the pricing strategies most commonly used
by the companies operating in Bulgaria. With this regard it presents the results from an online
survey carried out with 200 CEOs/marketing directors/managers of companies for the period
July-August 2017. It has been established that of the three major pricing strategies — cost-based
pricing, competition-based pricing and value-based pricing — the one used most commonly by
the companies in Bulgaria is cost-based pricing. Of the pricing strategies for product
introduction companies choose skimming for some products and a strategy for market
penetration for other products. Generally, a strategy for market penetration is most common.
The most popular product mix price strategies are product line pricing and bundle pricing.
Almost all companies use price reductions or discounts on certain conditions or promotions to

encourage consumers.

14. HeueBa-IlopueBa, T., IleHoBa cTparerusi Ha 6a3a eHHOCT HA MPOJAYKTA 32 KJIHEHTA:
pe3yJaTaTu OT eMNMPHUYHO H3ciaeaBaHe 3a bbarapus, UkoHoMHYecKH W COLMAJIHU
aarepuarusu, UK-YHCC, 6p.1/2020, ctp. 71-82, ISSN (print): 1314-6556, ISSN
(online): 2534-8965.
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Pesrome

LlenTa Ha cTraTHATa € J]a C€ MPEICTABSIT PE3YITATUTE OT EMIIMPUYHO H3CIICABAHE OTHOCHO
U3II0JI3BaHETO HA IICHOBAaTa CTparerus Ha 0a3a EHHOCT Ha MPOJYKTa 3a KIUEeHTa OT (pupmu,
ornepupamy B bbarapus. 3a mocTuraneTo Ha Ta3u LEl € U3CIEBAHO KAKBU IICHOBH CTPATErHu
u3nomBar GupmuTe, onepupamy B bearapus, xaro akIEeHTHT € MOCTaBEeH BBPXY IIEHOBATa
cTpaTerus Ha 60a3a LEHHOCT Ha MPOAYKTA 32 KIIMEHTa; MPOYYEHO € MHEHUETO Ha U3IbIHUTEITHA
JUPEKTOPU/MAPKETHHIOBH  TUPEKTOPH/MEHUIKBPU M JIp. OTHOCHO OapuepuTe mpen
U3M0JI3BAHETO Ha Ta3U LIEHOBA CTPATErys U HAarJlaCHTE UM 3a IPEMHUHABaHEe KbM Hesl B Obele.

Pesynrature OT NMpOBEAEHOTO W3CIIEABAHETO IIOKAa3BaT, Y€ TroJsIMa 4YacT OT JIMIATa,
OTroBapsIid 3a IICHUTE W LEeHOOoOpa3yBaHEeTO, BBB (upmmure, omnepupaun B boearapus,
OCB3HABAT, Y€ IICHOBATa CTpaTerus Ha 06a3a IEHHOCT Ha MPOAYKTA 3a KIIMEHTa MOXKE /1a JIOBE/IC
70 TO-100pu (UHAHCOBH PE3yATAaTH, CPAaBHEHO C IIGHOBATa CTpaTerus Ha 0a3a pasxoau U
[IEHOBaTa CTpaTerus Ha 06a3a 1eHH Ha KOHKypeHTH. OCHOBHATA NMPUYMHA, IOpaJU KOSTO BbB
dupmuTe, onepupamu B bearapus, He ce mpuiara IeHoBaTa cTpaTerds Ha 0a3a HEeHHOCT Ha
NPOAYKTa 3a KIMEHTa € TPYAHOCTTa Ja C€ M3MEPH IICHHOCTTa Ha (UPMEHHs MPOIYKT 3a
KIreHTa. Bee nmoBede MeHHDKbpUTE HA GUPMUTE, Onlepupaliy B bbiarapus, ce 3aMUCIIAT BPXY
BBH3MOKHOCTTA 3a IIpUjIaraHe B ObJellle Ha [IeHOBaTa CTpaTerus Ha 6a3a LIeHHOCT Ha MPOAYKTa

3a KJIMCHTA.

Abstract

The aim of this article is to present the results from an empirical study on the use of value-
based pricing strategy by companies operating in Bulgaria. To achieve this aim, research has
been done regarding the pricing strategies used by the companies operating in Bulgaria with a
focus on value-based pricing strategy; the opinion of CEOs/marketing directors/managers, etc.
has been surveyed concerning the barriers to the use of value-based strategy and their attitudes
regarding the use of this strategy in the future.

The results of the conducted research revealed that a great number of the employees in
charge of prices and pricing in the companies operating in Bulgaria realise the fact that value-
based pricing can lead to improved financial results compared to cost-based and competitor-
based pricing. The major reason why value-based pricing is not applied by the companies
operating in Bulgaria is the difficulty in measuring the value of a company product to the
customer. More and more managers of companies operating in Bulgaria are considering the

possibility to apply value-based pricing in the future.
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15. HeueBa-IlopueBa, T., IlpakTuku Ha neHooOpa3yBane Ha ¢upmutre B bnarapus,
Me:xkayHapoaHa Hay4YHa KOH(epeHIus: ,,30 roqTuHu: MPexo/l, MOYKH U NMepCcneKTuBU®,
27 noemBpu 2019 r., UK-YHCC, 2019, ctp. 227-237, ISBN (print): 978-619-232-255-7,
ISBN (online): 978-619-232-256-4.

Pe3rome

[lenta Ha nmoKJiama € Ja ce MPEACTaBIT MPAKTHKUTE Ha I[eHOOOpazyBaHe Ha (upMure,
onepupamy B benarapus. BeB Bpb3ka ¢ ToBa 00EKT Ha aHAJIU3 ca PE3YJTATH OT EMITUPHYHO
u3cJe/IBaHe, IOCBETEHO Ha IIEHOOOpa3yBaHeTo B cTpaHaTa. B mokmana ce ThpcsT U ce JaBaT
OTTOBOPH Ha BbIIpocH KaTo: Kou ca Hali-uecTo M3MOI3BaHUTE [IEHOBH CTPATETUU U METOAH Ha
rienooOpasyBane B boirapus? Moske 1 1a ce TOBOPH 3a NapaloKCH P IIEHOOOpa3yBaHETO B
bearapus u B kakBo ce u3passBaT Te? HacTbemBa Jin Kpast Ha pa3XxoJHOTO [IEHOOOpa3yBaHe B

bbirapusa? u ap.

Abstract

The aim of this report is to present the pricing practices of the companies operating in
Bulgaria. In this regard, the object of analysis is the results from an empirical study on the
pricing practices in Bulgaria. The report suggests answers to key questions such as: Which are
the most common pricing strategies and methods in Bulgaria? Is it possible to talk about pricing

paradoxes in Bulgaria and what are they? Is cost-based pricing coming to an end?, etc.

16. Heuena-IlopueBa, T. u Ypyuena, /l., [IpoyuBane Ha npoueca Ha 1eHOOOpa3yBaHe Ha
otnaxbuu B bouarapusi, cn. Ynpasienue u ycroiiuuBo passutue, UK mnpu

Jlecorexunyecku yHuBepcurert, op. 4, 2020 (83), crp. 88-93, ISBN (print): 1311-4506.

Pe3rome

[lenta Ha craTusTa € Ja ce MPEJCTaBM MpakTUKaTta Ha pupMuTe, onepupamiy B bbirapus
OTHOCHO TIpoIleca Ha IIEHO00pa3yBaHe Ha OTMAIBIM KaTO XapTHsl U KapTOH, TTacTMaca, IbpPBo,
CTBKJIO M M€Tall. BB Bpb3Ka C TOBAa C€ MPEACTABAT PE3yJTaTH OT MPOBEACHO KAaYeCTBEHO
W3CIIeJIBAHE KAaTO C€ TMpaBH OIUT Ja C€ M3BEJAT OCHOBHM XapaKTEPUCTUKU Ha Ta3zapa Ha
BTOPUYHU MaTepHaad, MOCOYBAT CE€ pEIICHUATa, KOUTO (UPMHUTE NpUIIaraT OTHOCHO
TeHEpUPAHHUTE OT TAX OTMAIbIIM, U3SICHIBA CE CHIIHOCTTA HA MpoIleca Ha IIeHooOpa3yBaHe Ha
OTMAgBI M C€ THhPCH OTTOBOp HA BBIpOca Kak (UPMHUTE H3MEpBAT PE3yATATHTE OT
nponaxxoaTa Ha OTHaIbIM. M3BEeXIaT ce M3CIEAOBATENICKH XHUIIOTE3HM, KOUTO TOJJIekaT Ha

MPOBEPKa B OBJICIIO KOJIMUYESCTBEHO HU3CIIC/IBAHE.
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Abstract

The aim of the paper is to present the practice of the companies operating in Bulgaria
regarding the process of pricing of waste such as paper and cardboard, plastic, wood, glass and
metal. In this regard, the results of a qualitative research are presented in an attempt to identify
the main characteristics of the secondary materials market indicating the solutions that
companies apply to the waste they generate, clarifying the nature of the waste pricing process
and trying to find an answer to the question how companies measure the results of waste sales.
Testable research hypotheses are developed that are subject to verification in future a

quantitative research.

17. HeuneBa-IlopueBa, T., LlenooOpa3yBane Ha B2B komnanum B yc10BHsl HA MaHIeMHusl,
Hayuen BekTop Ha Baiakaunute, Tom 4, Ne 3(9), 2020, cTp. 85-90, ISSN (print): 2603-
4840, ISSN (online): 2683-1104.

Pe3rome

[lenta Ha cratuaTa € Ja ce NaaaT HACOKM 3a LeHooOpasyBaHe Ha B2B kommnanunte B
yCIIOBHS HA MKOHOMHMYECKaTa KpH3a, MpeI3BUKaHa OT NaHAeMusTa oT kopoHasupyc (COVID-
19). 3a mocturaHeTo Ha Ta3W I B CTATHATA CE THPCH OTTOBOp Ha CiieAHHTE BbIpocu: I1o
KaKBO HacTOsIIIaTa Kpr3a Ce pa3indaBa OT MPeIX0JHH HKOHOMUYecKr kpu3u? Kak mannemusita
ot COVID-19 ce otpa3u na 6uszneca? IlpaBunHo 1u e B ycinoBus Ha kpusza B2B komnanuute
Jla IoHMkaBaT 1eHuTe? KakBo o3HauaBa Jja ce cra3Ba [IeHOBa AUCLUILIMHA 110 BpeMe Ha Kpu3a?
KakBu apyru MapKkeTHHTOBH U NpPOJaKOCHHM TEXHMKHM MOraTr Jia M3MO0J3BaT KOMIIAHUUTE 3a
Ch)KMBSIBaHE Ha MpojaxouTe? 3a 1a ce naje OTroBOp Ha T€3U M Ha IPYTU BBIIPOCH B CTAaTHATA
CC TMpPEACTABAT PpE3yJaTAaTH OT IMPOBECACHHW CMIHMPHUYHU U3CJICABAHUA Ha AaBTOPUTCTHU
KOHCYJITAHTCKHM KOMITaHUH 3a LIeHooOpa3yBaHe Ha B2B komnanuu, npuMepu 3a 100pH 1IeHOBU
NPaKTUKA Ha OBIATapCKH M YYKJECTPaHHW KOMIIAHMHU 3a YCHELIHO M3JU3aHe OT MPEeIXOJHU

KpHU3W W HACOKHU 3a BH3CTAHOBSABAHEC Ha OusHeca CJICO Kpasd Ha Kpusarta, NpC€Iu3BUKaHa OT

COVID-19.

Abstract

The article aims to provide guidance on the pricing of B2B companies in the economic crisis
caused by the COVID-19 pandemic. To achieve this goal, the article seeks to answer the
following questions: How does the current crisis differ from previous economic crises? How
will the COVID-19 pandemic affect business? Is it right for B2B companies to lower prices in

times of crises? What does it mean to observe price discipline in times of a crisis? What other
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marketing and sales techniques can companies use to revive sales? To answer these as well as
other questions, the article presents the results from empirical research conducted by reputable
consulting companies for pricing of B2B companies, examples of good pricing practices of
Bulgarian and foreign companies for successful recovery from previous crises and guidelines

for recovery of a business after the end of the COVID-19 crisis.

18. Netseva-Porcheva, T., Factors Affecting Pricing Decisions, 11th International Scientific
Conference of Business Faculty “Economic Policy and EU Integration”, Faculty of
Business University “Aleksandér Moisiu” Durrés, 27-29 May 2021, Durrés, Albania,
pp. 498-503, ISBN: 978-9928-4674-1-6.

Pesrome

Ilenta Ha foKNaga € Ja ce U3ACHU Kou (aKTOpH OTYMTAT NPUOPUTETHO (GUPMUTE,
onepupaiy B beiarapus, npu onpenenasHETO Ha LIEHUTE Ha MPOLYKTHUTE. 3a MOCTUTAHETO Ha
Ta3M 1l B JOKJIa/la Ce M3sICHABA KaKBO MPECTABIABAT LIEHOOOpa3yBanuTe (hakTopH, KakBo €
XapaKTEpHO 3a TAX U KOE 3aTPYyJHABA TAXHOTO OTUMTAHE; pa3KpUBa CE 3HAUMMOCTTA HA aHATIN3a
Ha [IeHooOpa3yBaluTe (hakTopu MpH pa3pabOTBaHETO HA IIEHOBATa IOJIMTHKA Ha (upmara u ce
IPEICTaBAT PE3YJNTATUTE OT OHJANH u3cienBaHe, nposeneHo cpel 200 M3MbIHUTETHU
JTUPEKTOPH/MapKETUHTOBH JUPEKTOPU/MEHUKbPHU Ha PUPMU Ipe3 nepruoja ronu-asryct 2017
r. OrcTosiBa ce BMXKJAaHETO, Y€ IMPH ONpPEIEISIHETO Ha ILEHUTE Cie/Ba Ja ce B3UMa IOJ
BHUMaHME BIUSHUETO Ha BCHYKUM (PakTOpH, HO TMOpagu TIXHOTO MHOroodpasue u
MHOECTBEHOCT, B IPaKTHKaTa pUPMHUTE OT/1aBaT IPUOPUTET HA HAKOH OT TAX. Y CTAHOBSIBA C€,
ye TPUTE Hal-4ecTo OTYUTAHM LIEHOOOpa3yBally (akTOpU ca pa3XoJUTEe 3a MPOU3BOJCTBO U
peanu3anys Ha IPOJYyKTa, IEHUTE Ha KOHKYPEHTUTE U Bb3IPUEMaHaTa IEHHOCT Ha MPOIYKTa

3a KJIIMCHTA.

Abstract

The paper aims to establish which key factors are taken into account by the companies
operating in Bulgaria when determining product prices. To achieve this goal, the report elicits
the nature of pricing factors as well as what makes them difficult to account for; it reveals the
significance of pricing factors analysis for the development of company pricing policy and
presents the results from an online survey conducted with 200 CEOs/marketing
directors/managers of companies in July and August 2017. It is posited that when determining
product price, the impact of all factors should be taken into account, although due to their

variety, companies often give priority to some of them. It is found out that the three most
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common pricing factors are production and sale costs, competitor prices and consumer-

perceived product value.

19. HeueBa-IlopueBa, T., IllenooOpa3yBane Ha yciayrm B bwarapusi, cn. CouuaJjino-
HKOHOMMYECKHM aHaJM3M, ToM 13, kH. 2, 2021, BTY "Cs. CB. Kupua n Meroauii" —

YU, cp. 222 -232, ISSN (print): 1313-6909, ISSN (online): 2367-9379.

Pe3rome

IlenTa Ha craTusTa € Ja ce U3ACHU Kak (upmure, onepupamiy B bbiarapus, onpenemsrt
LIECHUTE Ha YCIyruTe. BB Bpb3Ka ¢ TOBa € HaIpaBEH JIMTEPATypeH 0030p Ha eMIIUPUYHHUTE
U3CcJe/IBaHMsI IOCBETEHU Ha 1IEHOOOpa3yBaHETO Ha YCIYTMTE U C€ IPEIACTaBAT pe3yiTaTh OT
OHJIAH wu3cieaBane, mnpoBeneHO cpex 100 W3MBIHUTETHH IUPEKTOPH/MAPKETHHTOBU
JUPEKTOPU/MEHUDKBPU Ha GUPMU, IPEJOCTABSIIN PEAUMHO YCIyTU. M35CHEHO € BIUSHUETO
Ha KO IIeHOOOpazyBaly (akTOpH MPUOPUTETHO OTUUTAT (PUPMHUTE B CEKTOpA HA YCIYTUTE;
KaKBHU LICHOBU LICJIN Hal-4eCcTo CH IMOCTaBAT, KaKBU LCHOBU CTPATCIUN, MCTOAU N TAKTUKH HA
1IeHoOoOpa3yBaHe npuiiarar. 3BeseHu ca Hail-uecTUTE MPUUMHY 3a IOBUILIABAHE U HAMaJIsIBaHE

Ha OCHUTC HA YCIIYTUTC.

Abstract

The article aims to find out how the companies operating in Bulgaria determine the prices
of their services. In this regard, a literature review is done of the empirical research on service
pricing and the results are presented from an online survey with 100 CEOs/marketing
directors/managers of companies operating in Bulgaria and offering services. The article
establishes the pricing factors of substantial impact for the companies in the sector of services;
what the most common pricing objectives are; which pricing strategies, methods and tactics are

applied. In addition, the most common reasons for price increase or reduction are considered.

20. HeneBa-IlopueBa, T., lleHoBH cTpaTermu B JUTHTAJIHA Ccpeda clopea Mojejda Ha
miamane, MexayHapoaHa HayyHa KoHdepenuusi: ,,CTpaTernyecko IJIAaHUpPaHe M
MAPKEeTHHI B IUTHTAJTHHA CBAT - 26 HoemBpHu 2021 r., UK-YHCC, 2022 r., cTp. 229-
237, ISSN (print): 2815-3812, ISSN (online): 2815-3820.

Pe3rome
IlenTa Ha MOKJIaa € J1a c€ pa3Kpre pa3HOOOPA3UETO OT IICHOBH CTPATETUH, KOUTO M3ITOJI3BAT
KOMITAHWHTE B TUTHTAIHA CPE/Ia, CIIOpe]l MoJiesia Ha IianaHe. BsB Bpb3ka ¢ TOBa ce U3SICHSBA

KaK JUruTtajiu3anusaTa BJIUAC BBPXY HOTpCGI/ITCJII/ITe u HGHOOGpaSyBaHCTO Ha KOMIIAHHUUTC,
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MMpeacTaBs CC ChIIHOCTTA HA Hal-4eCTO M3II0JI3BAHUTE IOEHOBHU CTPATCIruu B JUI'UTaJIHA CpEaa
Criopc] MOACjia Ha IJIalllaHC, 000CHOBaBa CE B KOH ClIydau € MpUujI0XuMa BCIKa €JHa OT TC3U
CTPATCrur,; H3BCXKIAAT CC€ NPCIUMCTBATA WU HCAOCTATBLUUTC MM H CC OaBaT IMPUMCPU OT
IMpaKTHUKaTa C 6Lnrap01<1/1 N 9y>XKACCTPAaHHU KOMIIAHWH, KOUTO YCIICHUIHO ITpUjaraT pa3jindHuTe

LHCHOBHU CTpPaTCTHH.

Abstract

The paper aims to reveal the variety of pricing strategies used in the digital world according
to the payment model. In this regard, the impact of digitalisation is discussed in terms of
consumers and company pricing; the nature of the most common pricing strategies in the digital
world according to the payment model is considered; the cases in which each of these strategies
is applicable are reasoned; their advantages and disadvantages are given as well as examples
from the practice of Bulgarian and foreign companies who apply successfully these different

pricing strategies.

21. HeuneBa-IlopueBa, T., lleHoBu cTpaTeruu 3a MPoAYKTOB MHKC B JIMIUTAJIHA cpeja,
IO0uneiina Hayyna kKoHpepenuus Ha Tema ,YinencrBoro Ha bbarapus B
EBponeiickusi cb103: neTHajaeceT roAuHu Mo-KbCHO” Mo ciay4yai 70-TaTa roaiMIHMHA
Ha kareapa ,MUO u 6usnec* - YHCC, 6-7 oktomBpu 2022 r., UK-YHCC, 2023, cTp.
172-180, ISSN (online): 2815-2719.

Pe3rome

IlenTa Ha mokJama € 1a ce pa3kpue pasHOOOPa3HETO OT IIEHOBH CTPATETHH 3a MPOJYKTOB
MHKC, KOUTO H3IIOJI3BAaT KOMIIAaHHHUTC B JUT'HTAJIHA cpez[a. BB Bpmxa C TOBa C€ HpGI[CTaBH
CBIIHOCTTA Ha HAal-YECTO M3IMOI3BAHUTE LIEHOBU CTPATErHH 3a MPOJYKTOB MUKC B JIUTUTATIHA
cpena; 000CHOBaBa C€ B KOU CIy4au € MPHJIOKHMa BCSKa €THA OT TE3U CTPATETUH; U3BEXKIAT
ce HpeJIHMCTBaTa 1 HEOAOCTAThIIUTEC UM U C€ OaBaT HpI/IMepI/I oT HpaKTI/IKaTa C 61>nrap01<1/1 158
HY)K}IeCTpaHHH KOMIIaHHUH, KOHUTO YCHeH_IHO HpI/IJ'IaFaT paSJ'II/I'-IHI/ITe IICHOBU CTpaTeFI/II/I. Ha
0azaTa Ha pe3yiTaTtd OoT mpoBeaeHo mpe3 2022 r. eMIUPUYHO U3CIEBAHE, € YCTAHOBEHO, Ue
Hali-4ecTo M3MO0JI3BaHATa LIEHOBA CTpATErusi 3a MPOJYKTOB MUKC B JIMTUTAlHa Cpela € Ha

MaKeTHO IIEHO00pa3yBaHe.

Abstract

This paper aims at revealing the variety of product mix pricing strategies used by companies
in a digital environment. With this regard, it examines the essence of the most common product
mix pricing strategies in a digital environment; provides reasons for the applicability of each
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strategy with relation to particular cases; considers the advantages and disadvantages of these
pricing strategies and gives examples from the practice of Bulgarian and foreign companies
successfully implementing them. Based on empirical research conducted in 2022, it has been
established that the most frequently used product mix pricing strategy in a digital environment

is bundle pricing.

22. Netseva-Porcheva, T., Pricing strategies in a Digital Environment, 11" International
Scientific Conference: Strategic Planning and Marketing in a Digital World, 11th
November 2022, Sofia, Publishing Complex — UNWE, 2023, pp. 134-143, ISSN:
(Online): 2815-3820.

Pesrome

[lenure Ha HacToAIIATa CTATUA Ca 1a CE YCTAHOBU Pa3jIMyaBar JIU C€ LIEHOBUTE CTPATErvu
Ha (GUpPMUTE B OHJIAMH K OQUIaliH cpela U Ja CE YCTAHOBU KOU ca Hal-4yecTO M3IOJI3BAHUTE
LIEHOBH CTpaTeruu oT (pUpMUTE B TUTHTAIHA cpela. BB Bpb3Ka ¢ TOBa € MPOBEIEHO OHJIANH
poy4BaHe, Cpell U3IIBIHUTEIHU AUPEKTOPH/MEHUIKbpU/ekcnepTy Ha 150 koMmaHuM, KOUTO
NPEOCTAaBAT NMPOAYKTH B TPU IMPOJYKTOBH KATETOPUM: LU(PPOBH MPOAYKTH; HEIHUPPOBU
MPOJIYKTH, KOUTO C€ TpoJaBaT KakTo oduaiiH, Taka W OHJAWH WKW CaMO OHJIAWH; H
JUTUTATIM3UPAHU YCIIYIrd, KaTO JOIMMBJIHCHUE KbM TPAAUIIUOHHU O(l)epTI/I. YcraHnoBeHO €, Uu€ 3a
npeoOagaBaila 4acT oT (UPMUTE, KOUTO MPOAaBaT KaKTO OHJIAIH, Taka U o¢uiaiiH, IIEHOBUTE
CTpaTeruy He ce pasnuuasaT. Hail-uecTo u3non3BaHara IEHOBA CTPATETUs B IUTUTAIIHA CIIOPE]
BB3NPUETHS IPUXOJIEH MOJIEI € — TMHAMUYHO [IeHooOpa3yBaHe, OT LIEHOBU CTPAaTErny CIOpe]
HauMHa Ha IUIalllaHe — Ma3apyBaHe C OTCTHIIKY, a OT EHOBUTE CTPATETUH 3a IPOAYKTOB MHUKC

— TIAKETHO 1IeHO00pa3yBaHe.

Abstract

The article aims to find out if there is a difference in the pricing strategies in online and
offline environment as well as to establish the most common pricing strategies used by
companies in a digital environment. With this regard, online research has been carried out of
executive directors/managers/experts in 150 companies that provide products in three product
categories: digital products; non-digital products sold both offline and online or online only;
and digitalised services in addition to traditional offers. It is established that for the majority of
the companies that sell both offline and online there is no difference in the pricing strategies
used. The most common pricing strategy applied in a digital environment according to the
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adopted revenue model is dynamic pricing, according to the payment method — rebate systems,

and of the product mix pricing strategies — bundle pricing.

IV. I'nmaBa oT KoJIeKTUBHA MOHOTpadusi

23. HeueBa-IlopueBa, T., UerBbpTa 4act: AJanTHpaHe HAa I[€HOBHTE CTpPaTermd Ha
¢pupmu, omepupamm B bbiarapus B ycJ0BHATA HAa HMKOHOMHYECKAa KpH3a, B:
MunanenoBa, I'. U koJs., MapkeTHHroBuTe cTrparerud Ha ¢upmu, omepupaimy B
bbarapus B ycjoBusita Ha ukoHomudecka kpusa, UK-YHCC, Codmus, 2015, cTp. 79-

99, ISBN: 978-954-644-735-7.

Pe3rome

KonexktuBnata MoHOrpadus ,,MapKeTHHrOBUTE CTpaTrerud Ha (UPMH, ONEpHpaIly B
bearapusi, B yclloBUATa Ha HMKOHOMHYECKA KpU3a“ ChIbpKA PE3YNTATH OT H3CJIECABAHE,
dbunancupano cwe cpeactsa ot ¢hona HUJ/ na YHCC no mpoekt ¢ pbkoBoauten npod. a-p
['asmaa Mnanenosa.

[lenta Ha M3caeABaHETO € HA OCHOBATa Ha MPOYYBAHE U aHAJIM3 Ha [1a3apHOTO MOBEICHUE
Ha ¢upmute B bparapus B ycioBusTa Ha ukoHomuueckata kpusza 2008-2010 r. ga ce uzsicHu
KaK MapKETMHTOBUTE CTPATErMM Ha KOMIIAHUUTE ca MOBJIMSHM OT KpHU3aTa U Jja C€ U3CIeaABaT
OCHOBHHUTE MOJXOJM HA TAXHOTO aJaTHpaHe KbM MPOMEHEHATa Cpe/a.

B KkonexTuBHUA TPy aBTOPOBOTO y4acTHE CE U3pa3siBa B TpeTaTa yacT Ha MOHorpadusTa —
»AanTHpaHe Ha LIEHOBUTE CTpaTeruu Ha (UpMH, onepupaiy B bearapus B ycinoBusTa Ha
UKOHOMHUECKa Kpu3a“, cTp. 79-99. B Hes ce pa3kprBa BIMSHUETO Ha MKOHOMHYECKATa KpU3a
BbPXY LICHOBUTE MHUIMATUBH Ha (UPMUTE B CBETOBEH Mamlad M KOHKpPETHO B bwarapus.
W3BbpiiBa ce 0030p Ha Hail-3HAUMMUTE pa3pabOTKH, U3CIEABAIlM IIEHOBOTO MOBEJCHUE Ha
dupMuTe, OT HaYaJIOTO Ha MKOHOMMYeckaTa kpuza mpe3 2007 r. IIpenctaBsr ce o6oOuieHn
pe3yaTaTH OT U3CIICBAHUS, IPOBEICHHU OT CBETOBHO YTBBPJEHU KOHCYITAHTCKU KOMIIAaHUU B
obiacTTa Ha IIEHWTE W IeHOoOOpasyBaHero — Strategic Pricing Management Group (2010),
Accenture (2007), Monitor Group (2008) u np. ®opmynupar ce H3BOAU OT IMPOBEIACHO
uscinensade cpea 300 MapKeTUHIOBU TUPEKTOPH W/WIIM JIMIIA, U3ITBJIHSABAIIN Ta3U (QYHKIUS B
KOMIIaHUM, KOUTO onepupaT B bbirapus. Bpemero Ha mpoBekaaHe Ha U3CIEABAHETO € aBIyCT
- centemBpu 2011 r. Ilo-BaxkHUTE pe3ynTaTH OT KOHKPETHOTO HM3CJIEJBAHE Ca. B MOBEYETO
(65,3%) ot uzcnenBanute GupMu B bbiarapus uma crnenuagucTd B o0jacTTa Ha LIEHUTE U
[IEHOOOpa3yBaHETO; MKOHOMHYECKaTa KpH3a HE € TMOBIUsIa 3HAUYUTEIHO BBpPXY Oposi Ha

CIEUATIICTUTE, 3aHUMAaBAIIIX CE C [ICHN U [IeHOOOpa3yBaHe (Cliel Ha4ajJoTo Ha KpHu3ara OposT
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Ha 3aeTUTe B o0JlacTTa Ha LIEHUTE U IIeHOOOpa3yBaHETO € ocTaHan cbhuis B 73,5% ot
u3clieIBaHUTe (PUPMH); CIIE] HAYAJIOTO HA Kpu3aTra OBIrapCKUSAT MOTPEOUTEN € CTaHal Io-
YYBCTBUTEJIEH KbM LIEHUTE, CIIPSIMO TFOJMHUTE IPEIU KpU3ara, U HE camo, Y€ KyIlyBa, HO U
OYaKBa Mpe3 CJe/IBalIUTE T'OAUHU J1a KYITyBa 0 €BTHUHU MPOIYKTH U MApKU MPOIYKTH, KaTo U
Jla Ma3apyBa Ha MPOMOIMH; HaJ MOJOBUHATA OT W3CIEABAHUTE OBJIrapCKUTE KOMIAHUM ca
3araswiyd paBHUILETO HA IEHUTE Ha IIPeJJIaraHuTe CTOKU U YCIYTH OT IPEIU KpU3aTa, BMECTO
Ja TpeanpueMar IIeHOBH WHUIMATUBU MEHWDKBPUTE ca NPEANoYeNad Aa MOAU(pHIUpAT
MPOJYKTa KAaTO BKIIOYAT AOMBIHUTEIHH YCIYyTd KbM HEro UM J1a TO OMPOCTSAT; MOBEYETO OT
KOMIIAaHUHUTE, KOUTO Ca WHUIMHPAIH I[EHOBHM HW3MEHEHHUs ca aJalTUpalld ILEHUTE KbM
HaMaJIsjiaTa IaTexocnocoOHOCT Ha KiueHTuTe. PopMysipaHu ca U KOHKPETHU NPENopbKU

3a 11eHoo0pa3yBaHe B YCIOBHSI HA KPH3a.

Abstract

The collective monograph “Marketing strategies of companies operating in Bulgaria in the
conditions of an economic crisis” contains the results of a study financed by UNWE Research
and Development funds under a project headed by Prof. Dr. Galina Mladenova.

The purpose of the research is based on a study and analysis of the market behaviour of
companies in Bulgaria in the conditions of the economic crisis of 2008-2010 to find out how
the marketing strategies of the companies were affected by the crisis and to examine the main
approaches of their adaptation to the changed environment.

In the collective monograph, the author participated in its third part — “Adjusting the pricing
strategies of companies operating in Bulgaria in the conditions of an economic crisis” p. 79-99.
It reveals the impact of the economic crisis on the price initiatives of companies worldwide and
in Bulgaria, in particular. A review is made of the most significant developments investigating
company pricing behaviour since the beginning of the economic crisis in 2007. The summarised
results are presented of research conducted by globally established consulting companies in the
field of prices and pricing — Strategic Pricing Management Group (2010), Accenture (2007),
Monitor Group (2008), etc. Conclusions are formulated from a study conducted among 300
marketing directors and/or persons performing this function in companies operating in
Bulgaria. The time of conducting the research is August - September 2011. The more important
results of the specific research are as follows: in most (65.3%) of the studied companies in
Bulgaria there are experts in the field of prices and pricing; the economic crisis has not affected
significantly the number of experts in prices and pricing (after the crisis started, the number of
experts in prices and pricing employed remained the same in 73.5% of the surveyed
companies); after the crisis started, Bulgarian consumers became more price-sensitive
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compared to pre-crisis years and not only buy, but also expect that in the years to come they
will buy cheaper products and product brands, as well as to buy at promotional prices; more
than a half of the surveyed companies have kept the pre-crisis level of their products and
services; instead of taking price initiatives, managers have opted for modifications of a product
by including additional services to it or by simplifying it; most of the companies that have
initiated price changes have adapted their prices to the reduced customer solvency. Specific

recommendations for pricing in crisis conditions have also been formulated.

V. YHUBePCUTETCKH Y4eOHHUK

24. HeuneBa-IlopueBa, T., IlenoBa monuruka, Codus, UK-YHCC, 2023, ISBN: 978-619-
232-716-3, 208 crp.

Pe3rome

IleHnara e 3a0€IeKUTEITHO HKOHOMHYECKO SIBJICHHE, CII0’KHA HKOHOMUYECKA KaTeropus, a 3a
HayyHaTa JUCHUILIMHA ,lleHOBa mMONMTHKA“ — OCHOBHO TIOHATHE C OOraTo W CIIO)KHO
ChIbPKaHUE.

B yueOHMKa aKIIEHTHT € TOCTaBEH BbpPXY IIEHOOOpa3yBaHETO OT MO3UIIMUTE Ha MAPKETHHTa,
KaTo y4eOHUST MaTepHall € MpeICTaBeH CHHTE3UPaHO, CUCTEMATU3UPAHO, HA IOCTHIICH €3HUK, C
MIPUMEPHU OT MPAKTUKATA U PEIICHU 3a/1a4H.

[IepBa Tema € MoCBETEHAa HAa CHIIHOCTTA W ChCTaBa Ha II€HATa — OMNPENEIICHHS 3a 1EHA,
CHhCTaB M CTPYKTYypa Ha IIeHaTa M IIeHOBa perieTrka. HecmyuaitHO y4eOHUKBT 3alI0YBa UMEHHO
¢ Ta3u TeMa. He Moxke J1a ce TOBOpHU 3a HEIllo, KOETO He ce pa3dupa, He ce 3Hae KOU €IIEeMEHTH
BJIM3aT B ChCTaBA MY, KaK C€ ONpPEAENsl TEXHUAT pa3Mep M KakBa € CTpykTypara My. B Tazu
I'bPBa TEMA CE€ U3ACHSIBAT OCHOBHH MOCTAHOBKHU M TEXHUKH, KOUTO C€ U3MOI3BAT B yUeOHUKA.

Bropa Tema naBa oTroBop Ha BbIpoca ,,KakBo 03Ha4aBa Ja ce pa3pabdoTH IIEHOBA MOJUTHKA
Ha (upmaTa“? Pa3zpaboTBaHETO Ha IIEHOBaTa MOJUTHUKAa Ha (QuUpMara € MPEACTaBeHO Karo
MPOIIeC, B KOMTO CTHITKA MO CTHIIKA CE TIPEMHHABA OT PEIICHUETO 3a IeHa 10 (OpPMHUPAHETO Ha
HEMHOTO paBHUIIIE.

Temu OT Tpera Mo JeBeTa ca MOCBETEHW HA OTJCIHUTE €TalM MpU pa3pabOTBaHETO Ha
[[IEHOBAaTa IMOJIUTUKA Ha UpMaTa — aHalM3 Ha IIeHooOpasyBammTe (HakToOpH, ONpeeNsiHe Ha
[IEHOBUTE I1IelH, M300p Ha IIEHOBa CTpaTerus, u300p Ha METOA Ha IEHOOOpa3yBaHE U

aZalTupaHe Ha HCHUTE BEB BPEMETO.
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Jlecera Tema pasriexaa Apyry BaKHU BIIPOCH Ha 1IIEHOBATa MOJUTHKA KaToO YeCTO CPeLaHu
TPEUIKY TIPH 1IEHO00pa3yBaHEeTO, TPABHU M €TUYHH BHIIPOCH HA IICHOBATA MOJUTHKA U [ICHOBU
MOXBATH 33 IPOTUBOICHUCTBUE TIPU KPHU3H.

Enunanecera u 1BaHajeceTa TemMa ca OCBETEHHU Ha [IEHOOOpa3yBaHeTo Ha 0a3a LIEHHOCT Ha
MNPOJYKTa 3a KIHMEHTA — WKOHOMHMYECKHTE OCHOBM Ha ILIEHHOCTHOTO LEHOOOpa3yBaHE U
MONXOJIUTE 3a W3MEpBaHE M OTYMTAHE Ha IIEHHOCTTa MNpH (OPMHUPAHETO HA IIeHATa.
LlerHOCTHOTO TIeHOOOpa3yBaHe MPHUI00MBa 0COOCHA TIOMYIIIPHOCT TPE3 MOCIEAHUTE TOANHHA U
HAl-TOYHO OTpa3sBa MapKETHMHIOBHUS IMOAXOJA MpHU OMpeieNsHeTo Ha IeHara. HoBocT B
HACTOALIUS Y4eOHUK € U Temara 3a [IEHOBUTE CTPATeruu Ha (pUpMUTE B TUTHTAIIHA CpEAa.

[IpakTrkaTa MM KaToO MpENoaBaTes no JMCHUIIMHATA ,,[[eHOBa MoauTHKA® MOKa3Ba, 4ye B
mpoiieca Ha 00y4eHUEe CTYIACHTUTE CpeIlaT TPYAHOCTH C PEIIaBaHETO Ha 3aJavyd. A KaKBO €
[IEHOOOpa3yBaHETO, aKo HE Ja Ce ONpeAeNu ,,pa3yMHa’ 3a MOTPEOUTENUTe U ONTHMAalHA 3a
dupmara nena? BbB Bpb3ka ¢ TOBa B yueOHUKA HE CaMO Ca PEIICHH YHUCIOBH IMPUMEPH, HO U
MOJIPOOHO € pa3siCHEHa MKOHOMHUYECKaTa JIOTUKA, KOSTO CTOU 331 pelIeHHeTo uM. YucioBure
MIPUMEPH Ca CBBP3aHU C TEMUTE 3a ChCTAaB M CTPYKTypa Ha II€HAaTa, TEXHUKATa Ha IIEHOBaTa
pelieTka U METOUTE Ha [IEHOOOpa3yBaHe.

3a ;ma ce MpeACTaBH MO-HArjeIHO MaTepUaNbT, Ca H3MOJI3BaHU MHOTO TPUMEPH OT
mpakTukata. ToBa ce OTHacs 3a TEMHUTE, TOCBETEHHM Ha BIUSHUETO HA PA3JIUYHHUTE
neHooOpasyBaiu (akTopu mpu (GOpPMHUpPAHETO HA II€HATa, MU3SICHABAHE HAa CHITHOCTTA HA
pa3MYHUTE BHUJIOBE IIEHOBM CTpaTerwy, B T.4. B JUTUTaJIHAa Cpelda, W H3BEXKIaHE Ha
0co0eHOCTUTE Ha 1IeHO0Opa3yBaHeTo Ha 0a3a IIEHHOCT.

3a 1a ce yJecHHW MocieaBaliara moAroTOBKa Ha CTYIEHTUTE O AUCIUIUIMHATA ,,lleHoBa
MOJINTHKA™, BCSAKA TEMa 3aBBPIIIBA ChC 3aJa4M WM BBIIPOCH 32 CAMOTIOITOTOBKA.

Cuutam, ye HaAH-MONE3HO 3a CTYACHTUTE OM OWUIIO, aKO EJHOBPEMEHHO 4YeTaT KaKTo
HACTOALIUS y4eOHHK, Taka M MoHorpadwusta ,lleHooOpazyBane B bwarapus: MapKeTHHTOB

HOIXOI "

Abstract

Price is a remarkable economic phenomenon, a complex economic category, and a basic
concept with a rich and complex content for scientific discipline “Pricing Policy*.

In the textbook, the emphasis is placed on pricing from a marketing point of view, and the
educational content is presented in a synthesized, systematized, understandable way, with
examples from practice and problems solved.

The first topic is focused on the essence and composition of price - definitions of price, price
composition and structure, and price grid. It is not by chance that the textbook begins with this
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topic. One cannot talk about something that is not understood, one does not know which
elements are included in its composition, how their size is determined and what its structure is.
This first topic explains basic concepts and techniques used in the textbook.

The second topic answers the question ,,What does it mean to develop company pricing
policy?* The development of company pricing policy is presented as a step-by-step process
from the price decision to the formation of its level.

Topics three to nine are dedicated to the different stages in the development of company
pricing policy — analysis of pricing factors, setting of price objectives, selection of pricing
strategy, selection of pricing method and price adjustment over time.

Topic ten considers other important issues of pricing policy such as common mistakes in
pricing, legal and ethical problems related to pricing policy, and pricing techniques for response
in a crisis.

Topics eleven and twelve focus om value-based pricing — the economic foundations of value-
based pricing and the approaches to measuring and accounting for value in price formation.
Value-based pricing has become more popular in recent years and most accurately reflects the
marketing approach to price determination. What is new in the presented textbook is the topic
on the company pricing strategies in a digital environment.

My practice as a lecturer teaching pricing policy has shown that in the learning process
students have difficulties solving problems. And is what is pricing if not to determine a price
that is ,,reasonable‘ for consumers and optimal for the company? In this regard, the textbook
not only solves numerical examples, but also explains in detail the economic logic behind their
solution. Numerical examples are related to the topics of price composition and structure, price
grid technique and pricing methods.

In order to present the material more clearly, the author used a lot of examples from practice.
This applies to the topics dedicated to the influence of different pricing factors on price
formation, elucidating the essence of different types of pricing strategies, including in a digital
environment, and bringing out the peculiarities of value-based pricing.

In order to facilitate the subsequent preparation of the students doing a course in ,,pricing
policy*, each topic ends with problems or questions for self-study.

In my view, it would be most useful for students to read both the textbook and the monograph

,»Pricing in Bulgaria: A marketing approach®.
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