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menudxncmvum. Codus: Jlanuena Yoenona, 2023, ISBN: 978-954-791-333-2.

Obexm Ha pa3zenesxicoare 8 MOHOZpaus ca uHdycmpuaiHume gupmu, KaTo ce ImoCTaBs aKIEHT
BBPXY TAXHATa OM3HEC JEHHOCT. BhIpeKku ue ce Bh3NMpHeMaT KaTo CHHOHHMH, Ce TMprueMa 3a
1enecr00pa3Ho pasrpaHUYaBaHeTO (OpH M YCIOBHO) MEXAy ¢upmara ¥ Ou3Heca Karo
MOHATHE, 0COOEHO, KOraTo c€ pasriexiar auBepcudunupanure Gupmu. MHIycTpramHaTa
OM3HeC IEHHOCT ce onpeienst KaTo 00CKT Ha yIIPaBJICHUE, KOWTO CE XapaKTePU3UPa ChC CBOUTE
CHeM(pUIHA TPAAUIIMOHHN OCOOCHOCTH U POPMUPAIH C€ HOBHU TaKHBa. TSIXHOTO pasTieKIaHe
ce o0ycnaBs OT pa3bupaHeTo, 4ye OU3HeC MIaHUPAHETO MOXKe Aa Obae pa3OpaHo U OCMHUCIIECHO
caMo, KOraTo ce M3X0XK/Ia OT Te3H XapaKTEPUCTUKH.

Monoepagpuama nocmass 6v6 oxyca HaA c80emo GHUMAHUe OU3HeC NIAHUPAHEemO Kamo
UMAaHeHmHa yacm Ha cmpameudeckusi menudxcmwvum. Koraro OU3HECHT ce Bb3NpueMa
€IMHCTBEHO KaTo OOEKT Ha IUIaHMpaHe, ce Ae(QUHUpAT MO-TECHM TpaHUIM Ha OH3HeC
IiaHupaHe. B To3u cioyuail B HeroBusi o0OXBaT momnajar: JeUHUpaHEe Ha MUCHUSTA, BU3UATA;
dbopMynrpaHe Ba TIaBHUTE 1€ U OM3HEC CTPATErHHUTe; KOHCTPYHpPAHE HA €EMEHTUTE Ha
Ou3Hec Moziena 1 Ou3Heca KaTo cucTeMa, GMHAHCOBUTE 1IeNK; AePUHMpaHe Ha QYHKIIMOHATHU
MOJIUTUKH, OIOJDKETUpaHe M Mporpama 3a M3NbJIHEHHE; OM3HEC MJIaHMPAHETO Ce MPOBEXkIa
LEHTPATU3UPAHO U B epapXxuuHa (JIMHEWHA) CyOOpAUHAIMS: CTPATETHYECKO — TAKTUYECKO —
oneparuBHo. [lpu ,jnebatupanero Ha OW3Heca KaTo OOEKT Ha ylpaBieHue, OuzHec
IUIAaHUPAHETO pasllIupsiBa CBOSI 00XBAT, Karo c€ BKJIKOYBAT BBIPOCUTE, KOUTO KacasT U
OpraHM3alMOHHUS IU3aiiH. B TO3M ciydaii ce 1esm NOCTUTaHeTO Ha IMHAMUYHO ChbOTBETCTBUE
(eIMHCTBO, CTHKOBaHE, KOOPJIMHAIMS) MEX]y CTpaTeTHMYeCKH pellleHus, OM3Hec Monena u
CHCTEMaTa 3a yrnpasieHHUe. Bp3npuemaneTo Ha BTOPHS MTOAXO0/ € HE CaMO MPENOPBYUTEITHO, HO
€ ¥ 3a1bJKuTeNHO B ycioBusata Ha VUCA cpena u TMHAMUYHO pa3BHBAIM c€ KOMIaHuU. Toi
€ B OCHOBaTa Ha YTBBPXKJIABAHETO HA MHTETPUPAHOTO aTaNTHBHO OW3HEC MIIAHUPAHE KAaTo
MMaHEHTHa 4acT Ha CTpaTernyecKusi MEHUPKMBHT, Ype3 KOETO Cce OCUTypsiBa OalaHCUPaHO
pa3BuTHE Ha OM3HEca; yCTOMYMBOCT, I'bBKABOCT U aJalITUBHOCT.



Tezama, kosmo ce 3acmvnea 6 usnodcenuemo e, ye B ycnousta Ha VUCA cpena, OusHec
IUTAHUPAHETO TpAOBa Ja ce Bb3IpHUEMa KaTO XOJIUCTHYEH M HENpPEeKbCHAT MpoLec, KOWTO ce
ABsIBA MMaHEHTHA (YHKIUS Ha CTpAaTeTMYeCKHs MEHWIKMBHT, MHTErpupamia B cebe cu
IPUHLMIIATE U MOAXOJUTE HA CTPATETHYECKOTO IPEANPUEMAYECTBO; TO € B OCHOBAaTa Ha
aKTUBHOTO YIIpaBJIEHUE HA MPUXOAMTE KAaTO KIIOYOBAa PE3yATaTHBHA M (PAKTOPHA BEIWYHMHA.
B®B Bpb3Ka ¢ hopMynupaHaTa Te3a ce 000CHOBaBa 3HAYEHUETO Ha OM3HEC IIIAHUPAHETO, KOETO
HE HaMaJsiBa, a HApacTBa, KaTo ce MOAU(UIIUpPA MO0 HAYHUH, KOMTO CIIOCOOCTBA €HOBPEMEHHO
3a 3ala3BaHe Ha CTpaTerMueckusi OKyc Ha pa3BUTHE Ha OM3Heca, IOCTUraHe Ha (PMHAHCOBUTE
pe3ysiTaTd U aJanTUpaHe KbM HENPEKbCHATO IMPOMEHALIUTE ce ycinoBud. [naBHara nern,
IocTaBeHa IpU pa3paboTkaTa Ha MOHorpadusTa, € Ja ce 000CHOBE Ba)XKHOCTTAa Ha OM3HEC
IUTAHUPAHETO KaTO MHTErpajHa (MMaHEHTHA) (YHKUHUS Ha CTPATErHMYECKHs] MEHHJDKMBHT U
HEroBara poJii 3a aKTMBHO YIPaBJICHHE HA IPUXOAUTE B KOHTEKCTAa Ha CTPATETUYECKOTO
npeanpuemMadecTBo. BbB Bpb3Ka ¢ opMmysmpaHaTa Te3a U ¢ Orje]l MOCTUTaHEeTO Ha TilaBHaTa
L€ Ce U3IBJIHMXA peaulla OCHOBHM 3a/layd, KOUTO HAMHUpAT OTPAKEHUE B CTPYKTypara U
ChIBPKAHUETO HA MOHOTpapUUHUS TPYIL.

B nmwpBa riaBa ce mpeAcTaBsIT OCHOBHHUTE XapaKTEPUCTHUKU HA MHAYCTpUATHUS OM3HEC KaTo
00eKT Ha ympaBieHue (IUTaHupaHe). BB BTOpa riaBa ce M3BEXIAT XapaKTEPUCTHUKUTE Ha
Ou3HeC MIaHUPaHETO KaTo XOJUCTHUYEH mpoliec. B Tpera riaBa ce 000CHOBaBa IEHTPATHOTO
MSCTOTO Ha OM3HEC IUIAHUPAHETO KaTO MMAHEHTHA YacT OT CTPAaTEerMYecKUsi MEHUDKMBHT U
3HAYEHHUETO Ha CTPATETUYECKOTO MPEApUeMadecTBO; MPEACTaBs Ce 3HAUYCHUETO Ha TPUXOIUTE
KaTo OCHOBHA YIIpaBJiieMa pe3yiaTaTUBHA U (PaKTOpHA IPOMEHIINBA.

Business Planning as An Immanent Function of Strategic Management

The object of consideration in the monograph is the industrial firms, focusing on their business
activities. Although perceived as synonyms, it is considered appropriate to distinguish (even
conditionally) between the firm and the business as a concept, especially when considering
diversified firms. Industrial business activity is defined as an object of management that is
characterized by its specific traditional features and formed new ones. Their consideration is
conditioned by the understanding that business planning can only be understood and made sense
of when starting from these characteristics.

The monograph focuses on business planning as an immanent part of strategic management.
When the business is perceived solely as an object of planning, narrower boundaries of business
planning are defined. In this case, its scope includes: defining the mission, and vision;
formulating the main objectives and business strategies; constructing the elements of the
business model and the business as a system, and financial objectives; defining functional
policies, budgeting, and implementation program; business planning is conducted centrally and
in a hierarchical (linear) subordination: strategic - tactical - operational. In "debating™ the
business as an object of management, business planning broadens its scope to include issues
that concern organizational design. In this case, the aim is to achieve dynamic alignment (unity,
stacking, coordination) between strategic decisions, the business model, and the management
system. Adopting the second approach is not only advisable but also mandatory in the VUCA
environment and dynamically evolving companies. It is the basis for the establishment of
integrated adaptive business planning as an immanent part of strategic management, which
ensures balanced business development; sustainability, flexibility, and adaptability.

The thesis advocated in the paper is that in a VUCA environment, business planning should be
perceived as a holistic and continuous process that is an immanent function of strategic
management, integrating the principles and approaches of strategic entrepreneurship; it is the
basis of revenue active management. Concerning the formulated thesis, the importance of
business planning is substantiated; it is not decreasing, but increasing, being modified in a way
that facilitates both maintaining the strategic focus of business development, achieving



financial results, and adapting to constantly changing conditions. The main objective set in the
development of the monograph is to justify the importance of business planning as an integral
(immanent) function of strategic management and its role in revenue management in the context
of strategic entrepreneurship. In relation to the formulated thesis and in order to achieve the
main objective, several main tasks were performed, which are reflected in the structure and
content of the monographic work.

The first chapter presents the main characteristics of the industrial business as an object of
management (planning). Chapter two outlines the characteristics of business planning as a
holistic process. Chapter three argues for the centrality of business planning as an immanent
part of strategic management and the importance of strategic entrepreneurship; it presents the
importance of revenue as a key manageable outcome and factor variable.

['4. [TyOonukyBanu MoHorpaduu, KOUTO HE ca TPEICTAaBEHH KaTO OCHOBEH XaOWJIMTAIIMOHCH
Tpyn

I'. 4.1_PanesB, P., JlumutpoB, K. Momuseupanocm ma cmyoenmume 3a yueHe npe3 yeuus
acusom(YIPK). 3. xommuieke - YHCC, 2022. ISBN 978-619-232-607-4.

Pa3paboren Ha TeOpeTHMKO-eMIHUpPUYEH Mojed, KoWTo ce Oasupa Ha (1) TeopeTuko-
METOJOJIOTUYECKUTE aCleKTH Ha MOTHBAIMATA HA CTYJAEHTUTE U (2) HOpMaTUBHATA 0a3a Ha
KOHLEMIUATA ,,y4eHE Mpe3 Heus XuBoT . KbM IbpBHUTE ClIafaT: TEOPHUH, MOAXOAU U MOACTU
3a MOTHBAIUATA - ChIBPIKATEIHH, IPOIIECYaTHU, UHTErpaTUBHU Mojesu. KbMm BTOpHUTE criaaar:
Hammonanua crpaterust 3a ydyene mpe3 menust >kuBoT (2014 - 2020); 3akoH 3a BHCHIETO
obpasoBanue; CtpaTerus 3a pa3BUTHE Ha BUCIIETO 00pa3oBaHKe; 3aKOH 3a MPO(PECHOHATHOTO
oOpa3oBanue u oOydeHue; Hanumonamnata kBanu(pUKAIMOHHA paMKa; APYTd HOPMATHBHU
JIOKYMEHTH.

Obexm Hna eéHumaHue B MOHOTpadusiTa ca CTyACHTUTEe, oOydaBaliy ce B OakalaBbpCcKa U
Mmaructbepeka crerieH B Y HCC. YHuBepcuteTsT € 00pa3oBaresHa UHCTUTYLHS, KOSTO aKTUBHO
ydacTBa B Ipoueca 1o ¢opMHpaHe Ha 4YOBEUIKM KalWTajl B CHUCTeMaTa Ha BHUCIIETO
oOpa3oBanue B bwirapus. Ilpeomem na pasenesxcoane ca mMomueayuoHHume usmepeHus Ha
YyueHe npes yenus dcugom 3a cmyoenmume. B o0xBata Ha peMeTHa 00JIacT MMonaja: mbpBo -
MOTHBAIUATa HAa CTYJEHTHTE 32 O0y4YeHHE B KOHKPETHO BUCIIC YYHJIHIIE U B CHOTBETHOTO
npo¢eCHOHATHO HalpaBJeHNe; BTOPO — MOTUBAIUATA 32 00yUEHUE IO OTAETHUTE (aKyaTeTH
B paMKHUTE Ha YHUBEPCUTETCKATA CTPYKTYpa; TPETO — MOTHUBAIHATA 32 O0yUSHHE 110 OT/ICITHUTE
KypCOBe B paMKHUTE Ha y4yeOHHUTE IUIaHOBE; YETBHPTO — MOTHBALIUATA U MOCTUTHAT yCIlleX OT
ob0yuyennero. OcHosHama u3zciedogamencka me3a €, 4€ B KOHTEKCTAa Ha CHBPEMEHHHTE
JUHAMUYHUA OOpa30BaTeNHU YCIOBMs, KOUTO ce (opMUpaT B pe3yaTaT OT HapacTBallaTa
IUTUTATN3AIMS U JOCTBITHOCT Ha WH(OpMAIMs W 3HAHWE, YUEHETO Tpe3 LEJHs JKUBOT Ce
IIPEBPBIIA B KJIIIOYOB (DAKTOp B )KETAHUETO 32 JIMYEH U MPOPECHOHATICH YCIIeX Ha CTYACHTHUTE.
ETo 3amo, oT4nTaliKi TMYHOCTHUTE UM aKaJeMHYHH YOSKICHHS, € OT CHIIECTBEHA BaKHOCT
Ja ce OmpedensaT W HU3CIeaBaT 3HAUMMHU (DaKTOpH, KOMTO NpeAcKa3BaT M y4dacTBaT BbB
(dbopMHpaHETO U YIIPaBICHUETO HA MOTUBAIHMATA Y TSX 32 YU€He Ipe3 memust >kuBoT. OCHOBHATA
LeJ € Ja ce M3CJeABaT U CUCTeMaTH3UpaT (akTOpH, KOUTO ydacTBAaT B YIPABIECHUETO Ha
MOTHBAIlMOHHUSI MEXaHU3bM Ha CTYACHTUTE 3a MpHJIaraHe B JIMUYCH IUIAH HA KOHIEMIHSA ,,32
yUYeHe Mpe3 LeNus )KUBOT , OTYMTANKHU BIMSHUETO HA XapaKTEPHU aKaJIeMUYHU YOSKICHUS Ha
CTy/ICHTa, TIPEUYyIleHW Tpe3 Tpu3MaTa Ha aKaJAeMHUYHHS CTaTyT Ha OOy4aBallUTe Ce BHB
BucIiIeTo yuuiuile. ToBa Hamupa u3pa3 B pa3paboTBaHe HA MOJIXOASAI] HHCTPYMEHTAPHYM 32
M3cJeBaHe ¥ HETOBOTO KOHKPETHO MPUJIOKEHNE B 00EKTa Ha HACTOSIIOTO U3CIIEIBAHE.



Student motivation for lifelong learning (LLL)

A theoretical-empirical model has been developed, based on (1) the theoretical-methodological
aspects of student motivation and (2) the normative basis of the "lifelong learning” concept.
The theoretical-methodological aspects include theories, approaches, and models of motivation
- content, process, and integrative models. The normative basis: the National Strategy for
Lifelong Learning (2014-2020); the Higher Education Act; the Higher Education Development
Strategy; the Vocational Education and Training Act; the National Qualifications Framework;
and other normative documents.

The object of attention in the monograph is the students studying at the bachelor and master
degrees at the UNWE. The University is an educational institution that actively participates in
the process of human capital formation in the system of higher education in Bulgaria. The
motivational dimensions of lifelong learning for students are the subject of the study. The scope
of the subject area includes: first - the motivation of students to study in a specific higher
education institution, in the relevant professional field; second - the motivation to study in
individual faculties within the university structure; third - the motivation to study in individual
courses within the curricula; fourth - the motivation and achieved success of training. The main
research thesis is that in the context of today's dynamic educational conditions in society, which
are being formed as a result of the increasing digitalization and accessibility of information and
knowledge, lifelong learning is becoming a key factor in students' desire for personal and
professional success. Therefore, taking into account their personal academic beliefs, it is
essential to identify and investigate significant factors that predict and participate in the
formation and management of their motivation for lifelong learning. The main objective is to
systematize factors involved in the management of the motivational mechanism of students for
the personal implementation of the concept of "lifelong learning”, taking into account the
influence of the student's characteristic academic beliefs, refracted through the prism of the
academic status of students in higher education. This finds expression in the development of an
appropriate research instrument and its concrete application to the object of this study.

I'. 4.2. Topmanos, 3., Paages, P., [lemeBa-I'opanosa, 1., Creanosa, K. ,,Opangait3unrsT kato
CTpaTerusi 3a pa3BUTHE Ha OuW3Heca. XapaKTEPUCTUKH Ha MPOJYKTOBO-TIA3apHHUTE OM3HEC
cTpareruu BbB (ppaHuaiizuHroBute OuszHec dhopmaru‘. B: JJocosop 3a ¢panuaiizune: JJobpu
NPAKMuKYU npu U320mesHemo, ckuouganemo u usnvinenuemo my. Cobus, 3. xomriekc -

YHCC,2020. ISBN 9786192323394.

B anBa rj1aBa CE€ OTACJIS CIICIIMAJIHO BHUMAHHNEC HA He(i)I/IHI/IIII/II/ITC, I/ICTOPI/I‘I@CKOTO paSBI/ITI/Ie n
Ha MPaBHUTE BBIIPOCH, KOUTO KacasaT Pppanyaiizunra. [loctass ce akieHT BpXY (hpaHuaif3uHra
KaTo MMOJIX0JT Ha pa3BUTHE Ha OM3HECA U CE M3BEXK AT XapaKTEPHHUTE 3a HEro OM3HEC CTPATEeTHH.
B Ta3u Bpb3ka mo3HATHUTE B TEOPUSTA U MPAKTUKATA BHIIPOCH, CBBP3aHU C OM3HEC CTPATETHHTE,
ce MHTEpIpeTHpaT OT IJIeHA TOYKAa Ha TAXHATa MPUIIOKUMOCT BHB (paHUali3UHI OM3HEC
dbopmatute. OTHETS Ce cTenaTHO BHUMaHKe Ha MTPOyKTOBO-TIa3apHUTe Ou3Hec cTpaTeruu. B
TO3U KOHTEKCT CE 3aCThIIBa Pa30MPAHETO, Y€ BHIIPOCUTE, CBBP3aHU C MPOTYKTOBO-TIA3apHUTE
CTpaTernu 3a pacTek oT marpunata Ha W. Ancodd u OazucHHUTE KOHKYpPEHTHU OM3HEC
cTpateruu - npemtokenn or M. IMoptep - TpsOBa &ma ce pas3riiekaar B €IWHCTBO, KaTo
CBILIEBPEMEHHO C€ MHTEPIPETUpAT OT TJIeJHA TOYKa Ha 0OCOOCHOCTHTE Ha (hpaHUal3MHTOBHS
MOAXO0J Ha pa3BUTHE Ha Om3Heca. [locoueHnTe aBa THUIA CTPATETUH CE OMPEAEIsAT 0000IMEeHO
KaTo MPOIyKTOBO-TIa3apHU OW3HEC CTpaTeruu, MpHIaraHu BbB (PpaHYai3MHTOBUTE OM3HEC
¢dopmatu. Upe3 mbpBHs TUI CTpaTerHu Ce ONpeneNs MpPOAYKTOBO-NA3apHUAT OOXBaT Ha
¢bpanuaiizuarosust 6msHec (opmar. Upes BTOpUTE ce H3BEXJAa OCHOBHHAT KOHKYPEHTEH
Imoaxona I10 OTACIIHHW OCHOBHU HpOJIYKTI/I 1 1OCJICBU nasapn, Ha KOUTO @pquaﬁsoglaTenﬂT
orepupa 4pe3 Uu3rpakJaHe Ha Mpeka oT (ppaHdal30MoTyIaTeH .
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Franchising as a business development strategy. Characteristics of product-market
business strategies in franchise business formats

The first chapter pays special attention to the definitions, historical development and legal
issues concerning franchising. It focuses on franchising as a business development approach
and outlines the business strategies that are characteristic of franchising. In this regard, the
issues known in theory and practice related to business strategies are interpreted in terms of
their applicability to franchising business formats. Special attention is paid to product-market
business strategies. In this context, the understanding is advocated that the issues related to
product-market growth strategies from the matrix of I. Ansoff and the basic competitive
business strategies - proposed by M. Porter - should be considered in unity, while being
interpreted in terms of the peculiarities of the franchise approach to business development. The
two types of strategies mentioned above are generically defined as product-market business
strategies applied in franchise business formats. The first type of strategy defines the product-
market scope of the franchise business format. The second one derives the main competitive
approach by individual core products and target markets in which the franchisor operates by
building a network of franchisees.

[.6. Cratuu u AokiIaau, NyONMKyBaHW B HAyYHU H3AaHUS, pedepupaHd U UHIECKCUPAHHU B
CBETOBHOM3BECTHU 0a3y JIaHHU ¢ Hay4HA HHPOPMAIUS

I'.6.1. Radev, R. “Revenue management during the COVIDization of the economy*“.
Transnational Marketing Journal. London, UK, 10(1), 2022, ISSN 20414684, 20414692.

The purpose of this article is to prove the need to perceive revenues as a manageable variable
by applying an active approach to companies’ management during the COVIDization of the
economy. In this regard, the article illustrates the role of revenues as a factor and as a result.
Revenues underlie the formation of all major financial indicators. They are key measures of a
company’s growth and performance. This dual nature of revenues is revealed in the context of
economics, accounting, and financial management. Their importance determines the need to
adopt an active approach to revenue management of the economy during the COVID-19
pandemic or other similar future occurrences. From a theoretical point of view, the active
approach has been justified in the context of the classical strategic management methods
emphasizing the leading role of marketing. The main research hypothesis tested is that in the
conditions of a sharp change in the economy during COVIDization, the importance of the active
approach of operating revenue management as the main variable (KPI) has to be accepted.

Ynpasaenue Ha npuxoaute npu COVIDization Ha nKOHOMHKATA

[lenta Ha HacToALIaTa CTAaTHS € ]a JOKaKe HEOOXOAMMOCTTa Ha Bb3IPUEMaHETO Ha IPUXOIUTE
KaTo ylpasJisseMa IPOMEHIIMBA YPE3 IIPUIaraHe Ha akTUBHUSA IIOAXO0J Ha TAXHOTO YIPABJICHUE
B ycinoBusita Ha COVIDu3anus Ha ukoHOMHKaTa. B Ta3u Bpb3Ka ce MpeACTaBs pojsiTa Ha
IpUXOJUTe KaTo (aKTOpHA M pe3yinTaTHBHa BeiauuuHa. Kato (akropHa BenMuMHa Te ca B
OCHOBaTa Ha (hOPMHUPAHETO Ha BCUUKH OCHOBHU (pMHAHCOBM Noka3atenu. Karo pesynraTuBHa
TE€ Ca OCHOBEH M3MEpUTEN Ha pacTexka Ha Gupmara. To3u JBOWCTBEH XapaKTep Ha MPUXOIUTE
C€ pa3KpuBa 4pe3 pA3MIIEKIAHETO MM B KOHTEKCTa Ha HMKOHOMMKCA, CUETOBOJCTBOTO H
(UHAHCOBUS MEHUKMBHT. TsIXHATa BaXKHOCT OMNpeAessi HEOOXOIUMOCTTA OT Bb3IIPHEMaHETO
Ha aKTMBHUS IIOAXOJ Ha YIpaBleHHEe Ha mnpuxonute B yciaoBus Ha COVIDwuszanusa Ha
nKoHOMHUKaTa. OT TeopeTHyHa IJIeJIHa TOUYKAa aKTUBHUAT MOJX0J] c€ 000CHOBaBa B KOHTEKCTA
Ha KJIJACUYECKUTE METOJIM Ha CTPATETMYECKUS MEHUDKMBHT, KaTO C€ MOoa4epTaBarT BoJeIaTa
poiis Ha MmapkeTuHra. OCHOBHATa M3CJIEJ0BATEICKA XUIIOTE3a, YUATO MPOBEPKA CE U3BBPIIH €,
4ye B YCJIOBHETO Ha psi3ka mpomsHa Ha ycioBusTa Ha COVIDuzauus Ha MKOHOMHKaTa, ce



MPOsIBSIBA 3HAYEHUETO HA aKTUBHUSA MOJX0JI HA yNPAaBICHHE HA ONEPATUBHUTE MPUXOIU KATO
OCHOBHa IpoMeHJinBa. HeliHata mpoBepkara ce M3BBpIIM Ha 0a3a ocwiecTBeHuTe or HUIJ
,2JAHoBauu u koHkypeHtocnocobHoct (U2B)" u3cnensanus. COVIDu3anus karo TepMuH
BKJIIOUBA KPATKOCPOYHOTO BH3/ICUCTBUE U ABITOCPOYHUTE IPEIU3BUKATEIICTBA, IPE]l KOUTO ca
M3MIPAaBEHU KOMIIAHUUTE B PE3yJITaT Ha MbpBaTa BbJHA U MOCIEABAIUTE JIBE€ HOBU B X0J1a Ha
MIPOYYBAHETO.

I'.6.2. Radev, R. “ldentifying Strategies as a Ploy for Overcoming Negative Effects of
COVIDization of Economy®“. Economic Alternatives, University of National and World
Economy, Sofia, Bulgaria, 2021, issue 4, ISSN of 23679409, 13127462

The main goal of this publication is to highlight the importance of the strategy as a ploy to
overcome the negative effects as a result of COVIDization of the economy. The term
COVIDization of the economy is the term that best describes the situation caused by COVID-
19 in the short term and the long-term consequences it will have for the business. The first wave
presented the companies the economic challenges that they had to deal with in the short term.
The subsequent two new waves also determined the need for strategic changes on the part of
companies. In these conditions, all five strategies derived by Mintzberg appear — plan, a pattern
of behavior, positioning, ploy, and perspective. The article substantiates from a theoretical point
of view the importance of strategy as a ploy through some of the most popular concepts used
in strategic management - McKinsey’s 7S, the Pyramid for organizational development;
through the Value-added chain, the Strategic map and Balance scorecard. Viewed in this way,
“strategy” means the definition (undertaking) of a set of actions to achieve a specific goal under
certain, set as a result of COVIDization, external conditions, and available internal
prerequisites.

HNnenTtuduuupane Ha crparermuTe KaTto Xod (CBBKYMHOCT OT JeiicTBHsI) 3a
npeoaoJisiBaHe Ha HeraTuBHUTE epekT 0T COVIDM3anus Ha MKOHOMHKATA

OcHOBHa 11eJ1 Ha HACTOAIIAaTa MyOJUKAIUs € Ja Ce M3BE/Ie 3HAUEHUETO Ha CTPATETHsITa KaTo
X0J (CHBKYITHOCT OT JACHCTBHSI) 3a MPEOJOJISIBAHE Ha HEraTHBHHUTE €()EKTH B PE3yNTaT OT
COVIDwu3anus na nkonomukara (COVIDization of the economy). IMonsituero ,,COVIDu3anus
Ha MKOHOMHKara"' € TepMUHBT, KOWTO Haii-noOpe omnucBa CUTyalusTa, NpeJu3BHKaHa OT
COVID -19 B kpaTKOCpOY€H IUIaH, U ABITOCPOYHHUTE MOCIECTUIH, KOUTO T€ UMAT 3a Ou3Heca.
Hactpnuiata mbpBa BbJIHA HOCTaBU KOMIIAHUMTE TPEJ UKOHOMUYECKH MPEIU3BUKATENICTBA, C
KOUTO Te TpsiOBamie Ja ce CrpaBsT B KpaTKocpodeH IuiaH. llocienBanuTe aBe HOBU BBIHH
00ycioBHXa U HEOOXOAUMOCTTA OT CTPATETHUYeCKH MPOMEHHU OT cTpaHa Ha (upmure. B Te3n
YCJIOBHSI C€ MPOSsIBSIBAT BCUYKH IIET CTpaTeruu u3BeeHu ot Mitzberg - plan, pattern of behavior,
positioning, ploy, perspective (rutaH, Moaen Ha TMOBEACHHUE, TO3UIIMOHUPAHE, XO/I,
nepcrekTBa). B crartusta ce 000OCHOBaBa OT TEOPETHUYHA TJeIHA TOYKAa 3HAYCHHUETO Ha
crpaterusta Kato ploy(Xom) 4pe3 HSKOM OT HA-TIOMYISPHUTE KOHILCMIUH, H3MOJI3BAaHU B
CTpaTernyeckus MeHUKMBHT - 7S Ha McKinsey, nupamuiaTta 3a OpraHu3allioOHHO Pa3BUTHE;
ype3 Bepura 3a J00aBssHEe Ha CTOMHOCT, cTpaTernyeckara KapTa U OajllaHCHpaHa CUCTEMa OT
MOKa3aTeM W pefanusara ,,opraHusanusa-ousHec cpepa“. Pasriemana mo To3u HauWH, TOJ
»CTparerus" ce pa3bupa ompenensHero (mpeanpueMaHeTo) Ha HaOop OT AEUCTBUS 3a
MOCTUTAHETO Ha OTpe/eieHa KOHKPETHA IeJI TPU OIpENeNIeHH, 3aJaJieHu B pe3yiTar OT
COVIDu3anusita BBHIIHM YCJIOBUS M HAJUYHU BBTPEIIHU HpeanocTaBku. IlpeacraBenure
EMIIMPUYHU JaHHU Ca Pe3yaTaT OT MPOBEJAEHO MpoydyBaHe B mepuona mapt-anpui, 2020
roauHa. Te ca moAKpeneHu U OT HOBO IpOy4BaHe, IpoBeieHo oT LleHThpa B iepuoa amnpui-
Maii, 2021.
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I'7. Cratun, nyOonukyBaHu B HepedepUpaHW CHOUCAHUS C HAYyYHO pEIeH3UpaHe WIN
ll}/6lll/leBalll/l B pCaAaKTUpaHU KOJICKTHBHU TOMOBC

I'.7.1. Kolyandov, S., Radev, R. “Internet Marketing: Modern Advertising Models For
Reaching New Customers”, Trakia Journal of Sciences, Vol. 19, Suppl. 1, 2021.

The establishment of the Internet has offered new models for the world economy. Web
advertising is destined to adjust to this fast improvement of online business. The web
showcasing is turning into a hotly debated issue in each business organization and progressively
assumes a genuinely significant part in any organization's multi-channel advertising
methodology. In any case, how to apply Internet promoting particularly how to use it to draw
in more guests to a specific site is as yet an unavoidable issue for various companies. The two
primary reasons for this examination are to bring an overall image of the Internet showcasing
of business to its per-users and delve into how to drive traffic to the site. The article utilizes a
subjective exploration strategy, in the meantime quantitative technique, is utilized to gather
significant information supporting the contextual investigation examination. The viability of
the securing cycle is tried in any case, all exercises of obtaining a cycle ought to be joined and
executed persistently to augment quality customers. The fundamental motivations behind this
publication are to secure new clients, convert them into purchasers, and cause them to become
ordinary clients.

HHTepHeT MapKeTHHI: CbBPeMEHHH PeKJIaMHU MOJIeJIH 32 IOCTUTaHe /10 HOBH KJIHEHTH

VY CKOpPEHOTO pa3BUTHE HA MHTEPHET AOBEAE 10 HOBU PEKIAMHHU Mojeinu. YeO peknamara
croco0CTBa 3a ObP30TO YTBbp:KJIaBaHE Ha OHJAWH OuszHeca. I[IpuchCTBHETO B MpexaTa ce
IIPEBBPHA B rOpelo 0OCHkKAaH BBIIPOC 3a BCsKA OU3HEC OpraHu3alys 1 3aeMa BCe [10-3Haunuma
poJsi B MHOTOKaHaJIHaTa peKiIaMHa Merojaosiorus. PasriexnaT ce BBIPOCHTE Kak ja ce
IPUJIOKU MHTEPHET IPOMOTHPAHETO, 0COOCHO KaK Ja Ce M3IO0JI3Ba 3a MPHUBIMYAHE HAa TIOBEYE
IIOCETUTEIN KbM KOHKPETEH CalT, KOETO € BCe MO-HaJlexKalll TpodJieM 3a pa3InyHu KOMITAHUH.
W3cnensaHeTro pasriexja JBa OCHOBHU BBIIPOCA CBBP3BAHM C M3TPAXKAAHETO HA LSIOCTEH
o0pa3 B MHTEpPHET: Kak OM3HECHT MpescTaBs cebe cu IMpej MOTpeOUTeNInTe CH M Kak Jia ce
3a1bI00YM B IPUBIMYAHETO Ha MO-TOJISIM Tpapuk KbM caiita cu. Cratusita € cyOeKTUBHO
u3cienBaHe, 0a3upaHO Ha KOJMYECTBEHU JaHHM, KaTo ca M3IMOJI3BAaHM 3HA4YMTENEH Opoil
MH(OPMALIMOHHY HM3TOYHUIM B TOJAKpeNna Ha wu3cienBaHeTo. PasrimenaH € HMKBIBT Ha
ocurypsBase. Pasrienana e »H3HECIOCOOHOCTTA Ha IIMKBJIA Ha 3aIllMTa, BCUUKU CTBIKH 32
U3BbpPBABAHE Ha IUKbJIa TpsAOBa Ja ce€ U3MBIHSABAT IOCTOSIHHO, 3a Ja C€ YyBeJIU4yaT
KayecTBEHUTE KIMeHTH. OCHOBHMTE MOTHBHU 33J] Ta3W MYOJUKaIMs ca pa3KpuBaHEe Ha
MEPCIIEKTUBUTE 3a OCUTYpSBAHETO HAa HOBHM KJIMEHTH, NMPEBPBIIAHETO UM B KYyNyBaud M
IIOCTOSIHHYU KJIMEHTH.

I'.7.2. Radev, R.“The Students In The System Of Tertiary Education As A Main Factor For
HR Sustainable Capacity Evaluation—National And Regional Perspectives”. Trakia Journal of
Sciences, 17 (1), ISSN 1313-7069 (print) ISSN 1313-3551 (online)

The main goal of the current publication is to present the specific result from the analysis of the
most important PESTEL factors, identified as crucial for the HR Sustainable Capacity
evaluation. It examines the students enrolled in higher education. The methodological
framework, through which the goal is achieved, consists of four steps: first - the number and
the types of higher educational institutions accredited in Bulgaria are identified (there are four
types of 54 institutions); second - the gender structure of the students is analyzed, which testifies
to the fact that there is a domination of the female part of them (the number of the women
amounts to 130’803, which is 54.0% of the total of students, the male students amounting to
112’396 or 46%.); third - the number and structure of the students from different degrees is
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presented, as well as their geographical distribution of the higher degree students - there are
four main cities with more than 10’ 000 bachelor students (Sofia, Plovdiv, Varna, Veliko
Tarnovo), where 2/3 of all bachelor and master degree students are educated. The conclusion is
that the number of students (including graduating ones) studying at the different universities in
Bulgaria is a very important part of the HR sustainable capacity evaluation on national and
regional levels.

CTyneHTHTE B CHCTEMATA HA BUCLLIETO 00Pa30BaHUe KAaTO OCHOBEH (DAKTOP 32 onpeessiHe
HA KanmauurTeTa 3a o0e3leyaBaHe C YOBEHNIKH PeCYypCH 32 MKOHOMMKATA (AyTCOPCHUHT
CeKTOpPa) HAa HAIMOHAJIHO M PErHOHAJTHO HUBO

OcHoBHaTa L€ Ha HacTosllaTa NMyONMKanus € Ja NPEICTaBU KOHKPETHUTE pPE3YylTaTh OT
aHanu3a Ha Hail-BakHuTe ¢dakropu Ha PESTEL ananuza, omnpeneneHw KaTo peliaBamiyd 3a
OLIEHKAaTa HA YCTOMUYMBUS KallalUTeT 3a 00e3eyaBaHe ¢ YOBEUIKUTE pecypcu. Mertoanyeckara
pamKa, upe3 KOSITO Ce IMOCTHUTa IIeJITa, C€ ChCTOM OT YETUPH CTHIKU: IIBPBO - YCTAHOBSIBA C€
OpOST W BHUIOBETE BUCIIH YYHIIUIIA, aKpeIUTUPAaHU B bearapus (54 MHCTUTYIUH); BTOPO -
aHaJIM3Hpa ce M0JI0BaTa CTPYKTypa Ha CTYJACHTHUTE, KOETO CBUJICTEIICTBA 32 (paKTa, 4e € HATUIEe
JOMHUHHpaHEe Ha )KeHCKaTa 4yacT oT TAX (OposAT Ha »keHuTe Bb3in3a Ha 130'803, xoero e 54. 0%
oT o0mumst Opoii cTyaeHTH, a Mmbxkete ca 112'396 unu 46%); Tpeto - npeacTaBeHu ca OposT U
CTpyKTypaTa Ha CTyJEHTHTE OT pa3JIMYHUTE CTENEeHH, KAaKTO U reorpad)CKoTo WM
pasmpeneneHue - uma dyetupu ocHoBHH rpaga ¢ Hag 10 000 crymentu (Codus, [1noBnus,
Bapna, Benmnko TbpHOBO), KbAETO ce 00y4yaBar 2/3 OT BCHYKHM CTYIEHTH B OakamaBbpcKa U
MarucTbpcka crerneH. M3BoaAsT €, ue OposAT Ha CTYIEHTUTE (BKIIOYUTETHO 3aBBPILBALIUTE),
KOUTO ce o0ydaBaT B pa3jIMUHUTE yHUBEpCcUTETH B bbiarapus, ca MHOro Ba)kHa 4acT OT
OILICHKaTa Ha YCTOMYMBHUSA KalalUTET HA YOBEIIKUTE PECYpPCH HA HALIMOHAIHO M PETHOHAIIHO
paBHULIE.

I'.7.3. Radev, R. “Basic Characteristics Of Students In The System Of School Education On
National Level And By Main Regions And Cities In Bulgaria®“. Trakia Journal Of Sciences, 17
(1), ISSN 1313-7069 (print) ISSN 1313-3551 (online)

The main goal of the current publication is to present the specific characteristics of students in
the system of school education. The methodological framework through which the goal is
achieved consists of four steps: first — the total number of schools and their number by types
(general, vocational, and special) is identified; second - the number of students and their
structure in basic and high general schools is given; third - the number of vocational schools —
total and by types, as well as the students enrolled in them; fourth — languages learned in basic
and high schools in Bulgaria; also, the number of students graduating from general and
vocational schools on a national level and by main cities and regions. The conclusion from the
study is that identifying the number and characteristics of students enrolled in school education
is a very important part of the Human resource sustainable capacity evaluation on the national
level and by cities and regions. The HR sustainable capacity is evaluated from the point of the
number of graduating students and their technical and language skills. This analysis is also
important to the universities in Bulgaria and abroad because it helps to evaluate the number of
applying students in a short, middle, and long-term period.

OCHOBHU XapaKTepPUCTHKHM HA YYeHUIIMTE OT CMCTeMaTa Ha YYWJIMIIHO 00pa3oBaHue B
Bbarapusi v 1o oTAeIHM PerMOHU B CTPaHaTa

OcHoBHarTa 11eJ1 Ha HacTosALaTa MyOJuKalus € 1a MPeACTaBU creu(pUIHUTE XapaKTePUCTUKU
Ha yYEHMIIUTE B CHCTEMaTa Ha YUMJIMIIHOTO 00Opa3oBaHHe. MeTojoJorHueckara pamMmKa, 4pe3


javascript:void(0)
javascript:void(0)

KOSITO C€ TIOCTHUTA IIeJITa, C€ ChCTOM OT YETHUPH CTHIIKH: IIBPBO - YCTAHOBSIBA C€ OOIUAT Opoi
Ha Yy4YWIMIIATa W TEXHUIAT Opod 1o BuOBe (00I000pa3oBaTelHH, NPOPECHOHATHA |
CHEIMAlIHN); BTOPO - JlaBa c€ OpOST Ha YUYCHHIIMTE U TAXHATA CTPYKTYpa B OCHOBHUTE U
CpeaHHuTe 00m000pa30BATEIHN YUYMIIHINA; TPETO - OpOSAT Ha MPOPECHOHATHUTE y4YHIIUIIA -
0010 U MO BUAOBE, KAKTO U YYEHUIUTE, 3aMUCAHU B TSAX; YETBHPTO - €3UIUTE, N3y4yaBaHU B
OCHOBHHTE U CPEIHUTE y4Yriuia B beiarapus; cbino Taka OposT Ha YYCHUITUTE, 3aBbPIIBAIIN
0011000pa3oBaTEIHUTE U MPOPECHOHATHUTE YYUIIUINA HA HAIIMOHAIHO HUBO U MO OCHOBHU
rpagoBe W oOmactd. M3BombT OT H3CIENBAHETO €, Y€ ONpeAeisHeTOo Ha Opos Hu
XapaKTePUCTUKUTE HA YICHUIINTE, 3aIMCAHU B YIHIIMIITHOTO 00pa30BaHKE, € MHOTO BaYKHA YaCT
OT OIIEHKaTa Ha YCTOWYHMBHS KallallMTET HA YOBEIIKUTE PECYpPCH HA HAIMOHAIHO HUBO U 1O
IpajoBe ¥ PETUOHU. Y CTOWYMBUSAT KAMAIUTET HA YOBEIIKUTE PECYPCH CE€ OIEHSBA OT IJIeTHA
TOUYKa Ha OpOsi Ha 3aBBPIIBAIINTE YUCHUIIM ¥ TEXHUTE TEXHUYSCKH M €3UKOBU yMeHUs. To3u
aHaJIM3 € BAKCH U 32 BUCIINTE yuwinina B beiarapus u B aykOnHa, Thi KaTO TIOMara 3a OIjeHKa
Ha Oposi Ha KaHAMIATCTBAIIMTE CTYACHTH B KPAaTKOCPOYEH, CPEIHOCPOUYCH U JBITOCPOYCH
MEPUO/I.

I'.7.4. Radev, R. “Strategic Grouping In Ito Services As A Mean Of Identifying The Main
Competitors For Human Resources®. Trakia Journal of Sciences, Vol. 18, Suppl, 2020, ISSN
1313-7069 (print) ISSN 1313-3551 (online).

This publication aims to present the strategic groups of competitors in the outsourcing sector in
Bulgaria. In the core of strategic grouping presented here is the identification of the product-
market profile of a sample of 35 main competitors. It is a part of the research of the HR capacity
sustainability of Bulgaria as one of the leading destinations for providing outsourcing services.
The methodology for the identification of the strategic groups consists of three main steps. The
first step purpose is to identify the population of the main competitors. The vital part of this
step is the definition of BPO and ITO services, which are of interest to the research. The second
step refers to identifying individual companies, supplying one or another BPO/ITO service. For
amore detailed assessment, it is also essential to define the depth of BPO/ITO services provided
by every competitor. This profiling helps to determine the intensity of competition for each
service category. The third step goal is to identify strategic groups of competitors that employ
human resources with similar technical and language skills. This grouping helps companies
define appropriate human resources policies to make them more competitive in attracting and
retaining the desired human resources.

Crparernuyeckoro rpynupasne B ITO yciayrure karo cpeacrsBo 3a naeHTH(PMIHMPAHe HA
OCHOBHHTE KOHKYPEHTH B 00/1aCTTAa HA YOBELIKHUTE pecypcu

Hacrosimara my6aukamus uMa 3a el Ja MpeJCcTaBu CTPaTerMyecKUTe Ipynu KOHKYPEHTH B
ayTCOPCUHT ceKkTopa B bwirapus. B ocHOBaTa Ha CTpaTErMuecKOTO IPyNHUPAHE, IPEICTABEHO
TYK, € WICHTU(QHUIMPAHETO Ha MPOAYKTOBO-TA3apHUs Mpoduia Ha u3BajgKa OT 35 OCHOBHHU
KOHKYpeHTU. Ts € 4acT OT M3CJIEBAHETO HAa YCTOMYMBOCTTA Ha KaJIpOBHs IMOTEHIMAN Ha
boearapus xato efHa OT BOJECLIUTE ACCTUHALMUU 3@ IPENOCTaBsHE HAa AYyTCOPCHHI YCIYTH.
Metoauyeckara paMka 3a HACHTU(UIUpPAHE HA CTPATETMYECKUTE I'PYNH CE€ CbCTOM OT TPU
OCHOBHM cTBNKH. LlenTa Ha mbpBaTa CTHIOKA € Aa c€ WIACHTU(UIMpPA CHBKYITHOCTTa OT
OCHOBHHTE KOHKYpeHTH. CBhIIECTBEHA YaCT OT Ta3U CThIIKA € ONpeeNssHeTo Ha yeiayrute BPO
n ITO, xouto mpencTaBisiBAaT MHTEpPEC 3a M3CIEABAHETO. BropaTta cThIKa ce OTHAcsA 10
UICHTU(QUIMPAHETO HA OTAETHU JIPYXKECTBA, KOUTO MPENOCTaBAT €Ha WU Jpyra yciayra oT
tuna BPO/ITO. 3a ga ce HampaBu Mo-1mojipoOHA OIEHKa, € He0OXOAUMO J1a Ce OINpeNeNu U
nwinoounHaTa Ha yeayrute BPO/ITO, mpenocraBsiau oT Bceku KOHKypeHT. ToBa mpodumnpane
rmoMmara J1a ce OIpeesId UHTCH3UBHOCTTa HAa KOHKYPEHLMSATA 3a BCSKAa KaTEropus YCIIYIH.
[lenTa Ha Tperata CThIIKA € JJa CE€ ONPEAENAT CTPATETUYECKH TPYNH OT KOHKYPEHTH, KOUTO
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M3I0J13BaT YOBELIKU PECYPCU CbC CXOJHU TEXHUYECKU U €3UKOBU yMEHHs. ToBa rpynupaHe
IoMara Ha KOMIIAHUMTE Jla ONpeessT MOAXOIAIM IOJUTHKM B 00JacTTa Ha YOBEIIKHUTE
pecypcH, 3a Ja CTaHaT IO-KOHKYPEHTOCHOCOOHM IpU IPHUBIMYAHETO U 3aIbP’KAHETO Ha
JKEJTAHUTE YOBELIKHU PECYPCH.

I'.7.5. Radev, R. “Product-Market Profile Of The Main Competitors In The Outsourcing Sector
In Bulgaria As A Key Strategic Instrument®. Trakia Journal of Sciences, 2020, Vol. 18, Suppl,
ISSN 1313-7069 (print) ISSN 1313-3551 (online)

The main goal of the current publication is to represent a product-market profile as an essential
strategic instrument in the companies from the outsourcing sector in Bulgaria. In this article,
we use the product-market profile to identify competitors' profiles and to define the intensity of
competition in the outsourcing sector in Bulgaria. There is a specific methodological framework
that helps to complete this goal. It consists of three main steps. Firstly, thirty-five competitors
fell within the sample of research. Secondly - based on the preliminary study, different
categories” and subcategories of BPO and ITO services were defined. After that, we determine
the competitors' portfolios and the depth of BPO and ITO services they provide in Bulgaria.
Thirdly - we identify aggregate service profiles for the outsourcing sector as a whole, which
helps determine the intensity of competition for each service category. The intensity is a result
of the number of companies offering one or another outsourcing service.

IIpoaykroBo-na3zapes npoguj Ha OCHOBHHTE KOHKYPEHTH B AayTCOPCHHI CeKTOpa B
Bbiarapus KaTo KJIl040B CTPATErH4eCKH HHCTPYMEHT

OcHoBHaTa 11e7 Ha Ta3u NMyOJiMKalnMs € Aa MpeAcTaBd MPOAYKTOBO-Na3zapHUs npodui karo
OCHOBEH CTPAaTErM4eCKM MHCTPYMEHT B KOMIIAHMMTE OT ayTCOPCHUHI ceKkTopa B bearapus. B
HacTosIlaTa CTaTUs C€ M3MOJI3Ba IMPOJYKTOBO-Ta3apHUs Npodui 3a UAECHTUPHLMpaHE Ha
npodmIMTe Ha KOHKYPEHTHTE W 3a ONpeNesiHe Ha MHTEH3WBHOCTTA HAa KOHKYPEHIIHATA B
ayTCOpCcHHTI cekTopa B brirapus. M3nonssa ce cnenupuyna MeTo00ruyecka paMka, Kosito
romMara 3a M3IIBJIHEHHWETO Ha Ta3u Lel. Tsd ce CbCTOM OT TpU OCHOBHM etamna. IIepBo,
OINPEJEICHU Ca TPUIECET U MET KOHKYPEHTH, KOUTO IONANaT B U3BaJKaTa Ha U3CIECABAHETO.
Btopo - Bb3 0CHOBa Ha MpeABapUTEIHOTO MPOyUBaHE Os1Xa ONpPEIETIeHN Pa3IuYHU KaTeropuu
u noxakareropun BPO u ITO ycnyru. Cnen toBa Oemie onpeneneHo MOPTPOIMOTO Ha
KOHKYpeHTuTe U abiabounHara Ha ycayrure BPO u ITO, xouto te npengocrasar B bearapus.
Tpeto — onpenenuxa ce 06001eHUTE TPOGUIN HA YCIYTUTE 32 AyTCOPCUHT CEKTOpa KaTo 115110,
KOETO [ToMara Jia ce ONpe/IeId NHTEH3UBHOCTTA HA KOHKYPEHIUATA 32 BCSIKA KaTEropus yCIyTH.

I'.7.6. Radev R. and Deyanov,Y. ”Changing In Revenue Models In VUCA Environment”.
Trakia Journal of Sciences, Vol. 21, Suppl. 1, 2023. ISSN 1313-3551 (online).

The purpose of this article is to preset the changes that are being undertaken in the revenue
models by companies in response to the conditions formed by the VUCA environment.
Depending on product variety, used distribution channels, pricing policy, and the speed of
conversion of resources and costs into income (receipt), different revenue models are
determined. Key concepts that are referred here directly to the revenue models are segmentation
strategy, revenue sources, and revenue streams. The report presents the impact that a VUCA
environment during the period of successive COVID waves had on the companies’ revenue
models and their ability to generate profitable income. It also examines the actions companies
undertook to exploit the opportunities and minimize threats in the short-term period and to face
challenges in the medium and long term. The empirical results presented in the report are based
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on two studies carried out by SRC "Innovations and Competitiveness™ (U2B) at UNWE in the
period March 2020-March 2021.

IIpomenu B Mojesia Ha npuxoaute B ycjaoBusata Ha VUCA cpena

Lenta Ha craTusita € Aa MPEACTaBU MPOMEHUTE, KOUTO CE MpeArnpueMar B MOJEIUTE Ha
MPUXOJIUTE OT KOMIIAHUUTE B OTroBOp Ha ycinosusaTa, popmupanu or VUCA cpenara. B
3aBUCHUMOCT OT HPOAYKTOBOTO pa3HOOOpa3ue, HU3MOJI3BAHUTE KaHAJIM 3a JUCTpUOYLuS,
LIEHOBATa IMOJHUTHKA M CKOPOCTTAa Ha IMPEBPBIIAHE HAa PECypCUTE U PAa3XOAMUTE B MPUXOIU
(mOCTBILIEHUS) C€ OMPENETAT Pa3TuYHU MOJENU Ha npuxoau. KirouoBuTe NOHSTHS, KOUTO C€
OTHACSAT MPSIKO 10 MOJICTIUTE HA MPUXOAUTE, Ca CTPATErHsTa 32 CErMEHTUPAHE, ONPEIEIISTHETO
Ha U3TOYHUIIM HA TPUXOIU U IPUXOJHUTE MOTOIM. B cTaTusTa € npeacraBeHo Bb3AeHCTBUETO,
koero VUCA cpenara (mipe3 nepuoaa Ha tpute nocieaoBareasnn COVID BwiaHUN) € okazana
BBPXY MOJICIIHTE HA IPUXOUTE HA KOMIIAHUHUTE U CIIOCOOHOCTTA UM J1a TeHepUPAT PEHTAOMITHU
npuxoau. B Hes ce pasriexnar u AeMCTBUITA, KOUTO IpYKecTBaTa ca MpeaIpHuenu, 3a Ja ce
BB3I0JI3BAT OT Bb3MOKHOCTHUTE U JIa CBEJIAT 10 MUHUMYM 3aIlJIaXUTE B KPATKOCPOUHHUS IEPHO/I,
KaKTO U Ja Ce CIpaBAT C MPEIU3BUKATEIICTBATA B CPEIHOCPOUYEH U JBJITOCPOYEH ILIAH.
EmMnupuynuTe pesynrtaTd, NpENCTaBEHH B JIOKJIaJa, C€ OCHOBaBaT Ha JBE MPOyYBAHUS,
npoBenenu ot HUILL "NnoBamnuu u konkypentocnocooHoct" (U2B) B YHCC B nepuoga mapt
2020 r. - mapt 2021 .

I'.7.7. Kolyandov, S. and Radev, R. ”Internet Marketing Based on A Data Ecosystem®. Trakia
Journal of Sciences, Vol. 21, Suppl. 1, 2023, ISSN 1313-3551 (online).

This report examines the first step towards the implementation of Marketing 5.0, namely the
use of data sets for informed decision-making by business organizations. The goal is to be able
to predict the type of next product that their users will be interested in purchasing. Geographic,
demographic, psychographic, and behavioral segmentation methods are applied to build a
picture of the next buyer and what they will buy. Based on the analysis, guidelines are prepared
for what and how to offer, ideas for new products and services are highlighted, user experience
is personalized, and a reasonable price for new products is calculated through dynamic pricing.
The problem facing modern marketers of management and effective use of the analyzed data is
considered, and for this purpose, one must start with narrowly defined goals and use only the
data relevant to their achievement.

HNHTepHeT MApPKeTHHT 6a3MpPaH HA eKOCHCTEeMAa 32 JaHHU

Ta3u cratus pasriaexia mbpBara CThIIKAa KbM BHeApsiBaHeTo Ha Marketing 5.0, a numeHHO
U3MOI3BaHEeTO Ha 0a3W JaHHM 3a B3€MaHe Ha UWH(OpPMHUpAHH pelIeHus OoT Ou3Hec
opranusanuure. LlenTta e na ce npenBuAM BHJA Ha CIEABALIUSA MPOLYKT, OT KOWTO TEXHUTE
MOTpEeOUTENN Ille Ce MHTepecyBaT C Led nokynka. [Ipumarat ce meronu 3a reorpadceko,
nemorpadcko, ncuxorpadcko U MOBEAEHYECKO CETMEHTHpaHe, 3a Jla ce U3rpajau o0Opasza Ha
ObJemus KynyBad U KakBO TOH 1e 3akynu. Ha 0azara Ha M3BBPIICHUS aHAIU3 CE U3TOTBAT
HAaCOKM KakBO M Kak Ja ce Ipejjiara, OTKpOsBaT Ce€ UAECH 33 HOBH NPOAYKTH M YCIYTH,
MEPCOHANN3UPA CE€ TOTPEOUTENICKOTO H3KMBSBAHE Ype3 OUHAMHUYHO II€HOOOpa3yBaHE ce
M3YHCIABA pa3yMHAaTa LieHa 32 HOBH NMPOJYKTU. Pasriienan e npobieMbT npejl ChbBpEMEHHHUTE
MapKeTOJI03U 32 YNPaBICHUETO M €PEKTUBHOTO H3IMOJI3BaHE HAa aHAJIU3UPAHUTE NaHHU. 3a
nenra TpsiOBa /a ce 3amoyHe OT TACHO JeHHUPAHU IIeTH U Ja Ce M3IOJI3BAaT caMo JaHHUTE,
PEJIEeBAHTHU 3a TAXHOTO MMOCTUTaHE.
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I'7.8. Radev, R. ,Baxuu ocoOeHOoCTH Ha (QpaHyaii3uHrOBUTE OU3HEC (opmaTu’.
Hnoycmpuanen menuodsxcmoum, Cromnanku dakynret, TY-Codus, 2020, ISSN 1312-793

B HacTosimaTa cratus ce mpeacTaBiaT OCHOBHH 0COOEGHOCTH, XapaKTEePHHU 3a (paHUali3uHT OBUTE
o6usHec ¢popmaTt. Ha mbpBO MACTO ce MpeACcTaBsIT B3aMMOOTHOILIEHUATA MEX/y CTPAHUTE BbB
¢panuaiizuara. Ha cnenmBamo wmscTto ce  o0oOmaBaT  B3aMMOOTHOIICHHSTa  BBB
(bpanuaiizuHroBus popmar B 3aBUCUMOCT OT TOJIeMHHATa Ha (ppaHuaii30aTesNsl U U3TPaieHuTe
OT Hero (paHyYaii3WMHTOBH MpEkU. He Tpero MICTO B cTartusaTa ce M3BEXKIAT OCHOBHUTE
MPUHLIMITHYA NIPEAUMCTBA U HEJJOCTAThIM 3a (hpaHuaiizofarens u ¢ppanyaitzononyyarens. [Ipu
U3BEX/1aHe Ha 0cOOEHOCTHTE Ha (ppaHUaii3MHra ce M3X0XKIa OT pa3dupaHeTo, ye TOH He ce
pasriexaa caM 1o cede cH, a kato noaxon (ousHec mojen, Gopmar) Ha pa3BuTHE Ha Ou3Hec. B
CTaTHUSITA HE C€ OT/IEIIS CIICIMATHO BHUMAHKE Ha JEPUHUIIMUTE, HCTOPHUECKOTO pa3BUTHE U HA
MpaBHUTE BBIPOCH, KOUTO KacasAT (paHUal3MHra, Thil KaTO T€ C€ MPEJICTaBAT B JIPYrd
nyonmkanuu. [IpencraBeHuTe 0COOCHOCTH MPECTABISABAT YacT OT M3BBPIICHO JUTEPATYPHO
npoyuBaHe Ha ¢ppaHUali3UHra KaTO OCHOBEH IOJX0]1 Ha pa3BUTHE Ha Ou3Heca. [IpoyuBanero e
YacT U3ITBJIHEHUETO Ha IIPOEKTa Ha TeMa ,,M3cinenBane u nmpeacTaBsHe Ha 100pH MPAaKTUKH MIPH
M3TOTBSIHETO, CKJIIOUBAHETO M M3IIBIHCHUETO Ha J0roBop 3a (pandaitzunr (JJorosop Ne HUJ]
HU-19/2016 1.).

Important Features of Franchising Business Formats

This article presents the main features of franchising business formats. In the first place, the
relationship between the parties in the franchise is presented. Next, the franchise format
relationships are summarized depending on the size of the franchisor and the franchise networks
built by him. The third principal advantages and disadvantages for the franchisor and the
franchisee are presented. In deriving franchising's peculiarities, one starts from the
understanding that it is not considered in itself, but as an approach (business model, format) of
business development. The article does not pay special attention to the definitions, historical
development and legal issues concerning franchising, as they are presented in other
publications. The presented features are part of a literary study of franchising as a basic
approach to business development. The study is part of the project on "Research and
presentation of good practices in the preparation, conclusion and implementation of a franchise
agreement".

I'.7.9. Radev, R. , EBosOIIMOHHO pa3BUTHE Ha (ppaHYali3WHTa M BUAOBE (paHUYaii3UHTOBU
ousznec opmatu‘. Mnayctpuanes MeHUIKMbBHT, Cmonanuku ¢axyrmem, TY-Codus, 2020.
ISSN 1312-793

B cratusTta ce mpencTaBAT pe3yiTaTHTE OT TEOPETUYHOTO NMPOYYBAaHE HA BH3HHKBAHETO U
pa3BUTHETO Ha (PpaHUYa3MHTa KATO OCHOBEH MOJXO0/ 32 Pa3BUTHE Ha OM3Heca. To € U3BBPIICHO
BbB BpB3Ka C M3IBIHEHHETO Ha IEIWTE Ha HaydeH NpOeKT Ha Tema ,l3cnensane u
NpeJCTaBsIHE Ha NOOpU MPaKTUKU MPU M3TOTBSHETO, CKIIOYBAHETO M M3IBIHEHHETO Ha
JOTOBOD 3a (paHUa3uHT. EBONIOIIMOHHOTO pa3BUTH Ha (hpaHUyali3MHTa ce€ MPOCesBa KaTo
ce MpEACTaBAT TPU OCHOBHM IOKOJIEHMs (paHuUail3uHroBu OusHec (opMmaTh: NMPOJYKTOB
¢panuaiizunr (Product&Service Franchising); nsnocren ¢ppanyaiizunr 6usnec gopmar (Entire
Business Franchising); u mactep ¢panuaiisaura (Master Franchising). OcBeH, ue ce
MPECTaBAT NePUHHUINK 32 TE€3W TPU PA3JIMYHM TOKOJIEHWE (paHYal3WHT, ce H3BEKIAT
XapakTepHaTa 3a TAX HKOHOMHYECKAa M CTpaTeruuecka oOOBBpP3aHOCT. I[IpoayKTOBHST
(hpaHYa3uHT € MpeCTaBeH KaTo (GpaHYai3uHT OT ITBPBO MOKOJEHUE, 32 KOUTO € XapaKTepeH
Hall-HUCKa cTermeH Ha OOBBP3aHOCT M HaW-TpocTa CTPYKTypa HAa OTHOILEHUATa MEXITY
cyoektuTe Ha (¢paHUaiiduHra — (QpaHuaizomatens u (ppanuanzomondyyatens. Karo
¢bpaH4Yali3UHI OT BTOPO TMOKOJIEHHe, Npu (¢paHyaii3uHra Ha uenus OwusHec Qopmar



13

cyOopauHaNMsITa OTCTHIIBA MSACTO HA KOOpIMHAIMATA HA JIEHHOCTTA HAa KOHTPAreHTHUTE.
OpaHyaif3omoayyarensT Beue He ce OrpaHHyaBa B MPOU3BOJCTBO/INIACMEHTA HA CTOKA WIIU
MPEJOCTaBIHETO Ha YCIIyra MoJ YyX/1a ThProBCKa MapKa, a Bb3IPOU3BEkKIa OuzHec hopmara
Ha ¢panuaiizogarens. Kato Haii-oOxBaTeH ce ompejens TPETOTO MOKoJeHHe (paHuyal3uHT
(MacTbp (paHYAM3HHT): XapaKTEpHO 332 HEro €, ue NpU CKIYBaHE Ha (paHYAN3HHTOBHS
JOTOBOP, (hpaHUaii301aTeIAT NPeOCTaBs Ha (ppaHUaif30moIydaTesns U MpaBoTO CaMUAT TOH /1a
CKJIIOYBA (ppaHUYal3MHTOBHU JIOTOBOPH C APYTH (hpaHUaif30moryyaTesy.

The Evolutionary Development of Franchising And Types Of Franchising Business
Formats

This article presents the results of the theoretical study of the origin and development of
franchising as an approach to business development. It was carried out in connection with
implementing the objectives of a research project on "Research and presentation of good
practices in the preparation, conclusion, and implementation of a franchise agreement.” The
evolutionary development of franchising is traced by presenting three main generations of
franchising business formats: Product Franchising, Entire Business Franchising and Master
Franchising. In addition to providing definitions of these three different franchising formats,
their characteristic economic and strategic commitment is derived. Product franchising is
presented as a first-generation franchise characterized by the lowest degree of commitment and
the simplest structure of the relationship between the franchise's subjects - the franchisor and
the franchisee. As a second-generation franchise, in the franchising of the entire business form,
subordination gives way to the coordination of counterparties’ activities. The franchisee is no
longer limited to the production/sale of goods or providing a service under a foreign trademark
but reproduces the franchisor's business form. The third generation of franchising (master
franchising) is defined as the most comprehensive: It is characteristic that when concluding the
franchise agreement, the franchisor gives the franchisee the right to conclude franchise
agreements with other franchisees.

I'.7.10. Panes, P. ,,IIpenopbku 3a mpeo1oisiBaHe Ha IPOOJIEMHUTE 00IaCTH CBbP3aHU C OU3HEC
IUTAHUPAHETO B MHAycTpuaiaute Gpupmu B bwarapus“. Yemotiuuso passumue, JITY, 1(80),
2019, ISSN 1311-4506

[IpemioskenuTe B HacTosIlaTa MyOJIMKAIMsl OCHOBHHM HAaCOKM M KOHKPETHU IpPENOpPBKH 3a
nofo0psiBaHE Ha MPHIOKEHHETO Ha OW3HEC IUIaHMPAHETO ca pe3ylTaT OT IPOBEACHO
EeMIIUPUYHO H3CJe/IBaHE M M3BEIEHUTE BBB Bpb3Ka C ToBa NpobiemMHu obmactu. KbMm
WACHTUQUIMpPAHUTE TpoOJeMHHM o0O0JacTH cHajaT TakuBa, KOMTO C€ OTHAcAT JO
XapaKTepUCTUKUTE Ha caMuTe (UPMU OT IJIEJHA TOYKa Ha M30paHUs OT TAX MOAXOJ Ha
yIpaBlieHUE U TaKMBa, KOUTO Ca CBBP3aHH MPSKO C MPUIIOKEHUETO Ha OM3HEC MIIaHUPAHETO.
IIpu ¢opmynupaHeTo Ha HACOKUTE U MPENOPBKUTE CE€ M3XO0XKIa OT pazOUpaHEeTo, e
IIPEOJIOJIIBAHETO HA HMACHTH(QHMLIMPAHUTE IPOIMYCKH OCBEH Karo ciabocT, cieaBa Ja ce
pasriexia ¥ Karo Bb3MOXHOCT 32 110/100psiBaHe Ha MPUIIOKEHUETO Ha OM3HEC IUIaHUPAHETO,
KaTo OCHOBEH YIpaBJeHCKa (YHKIIMs, OCHOBaBallla C€ MapKETHMHroBaTa KOHUEMNIMS U Ha
CTpaTeTHUYEeCcKus MOJIX0J] Ha yrpaBiieHHe. B o0xBara Ha u3cieaBaHe MomnajaT NeTAECeT U JIBe
UHYCTPUATTHU (UPMHU, KOUTO OCHILIECTBSIBAT CBOATA MTPOU3BOJICTBEHA AeHHOCT B bbarapusi.

Recommendations For Overcoming Problem Areas Related To The Application Of
Business Planning In Industrial Companies In Bulgaria

The main guidelines and specific recommendations for improving business-planning
applications in industrial companies in Bulgaria are proposed in the current publication. They
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are the results of an empirical study among 52 industrial companies, producers of consumer
goods, and the following analysis. The main and additional recommendations are addressed to
overcome the weaknesses in the implementation of business planning which were identified.
Problem areas identified include those relating to the characteristics of the firms themselves in
terms of their management approach and those directly related to the application of business
planning. The guidelines and recommendations are based on the understanding that overcoming
identified gaps, apart from weaknesses, should also be seen as an opportunity to improve the
business planning application as a key management function based on the marketing concept
and the strategic management approach

I'.7.11. PageB, P. ,, Tpu OoCHOBHM NIOJIXOJa Ha pasriekiaHe Ha OWU3HEC CTPATETMUTE OT
u3cjeaoBareicka rieana Touka. Yemouuuso pazsumue, JITY, 1(80), 2020, ISSN 1311-4506

Hacrosmara my6nukarus pasriexia Tpu OCHOBHU IOJIX0/1a Ha Bb3IPHUEMaHe Ha CTpaTerunuTe
OT M3CJeNOBaTeNICKa TJleAHa Touka. Upe3 Hes ce NpPEeJCTaBAT pe3ysTaTUTE OT IMPOBENEHO
MPOYyYBaHe, CBBP3aHO C MOAXO0/a, Ype3 KOWTO YyUEHHU U U3CIIeI0BATEIN HHTEPIPETUpaT OM3HEC
cTpareruute. Llenra e ga ce oueprasT pa3iMUHUTE MEPCIEKTHUBU Ha M3CIEeABaHE Ha OM3HEC
ctpateruute. [Ipu mbpBHUs BapuaHT, KOWTO ce ompezens KaTo KiacudukaiioHeH, OM3HeC
CTpaTeruuTe ce BB3IPHUEMAT KaTro pe3yaTar. ToBa MO3BOJSBAa Ja CE€ H3BBPLIM MNPELU3HO
TUIIOJIOTU3UPAHE HAa CTpaTerMUTE Ha OCHOBHHU BHUJOBE: MPOIYKTOBO-TIA3apHHU CTPATETHUHU 32
orpezessiHe Ha 00XBaTa Ha IEHHOCTTAa; KOHKYPEHTHHU CTPATErHH 3a OINPEIEISHE Ha JKEJIaHOTO
MO3UIMOHHUPAHE; CTPAaTEerMd B 3aBHCUMOCT OT 3aeMaHara Ia3apHa MO3UIUsS; CTpaTerus Ha
WHTEPHAIIMOHATIM3AIMS;, CTPATErus Ha WHTETPalUs W HM3TPOKIaHEe HA MPEXKH, AUTHUTAITHA
cTpaterust U Apyru. [lo To3M HauMH ce pasKpuBa ChIbpXKaTelHATa CTpaHa Ha OTACITHUTE
BUJIOBE CTPATETUU U TEXHUTE 0COOEHOCTH. Bb3npuemaneTo Ha OM3HEC CTpAaTErMUTE IO TO3U
HA4YMH CTeCHsABa (OKyca Ha M3CJe/IBaHe, Thil KATO Ype3 HEro CTPATErHuTe Ce M3CIEBAT KaTo
KOHKpETEH pe3yiTar, 0e3 /Ja ce pa3KpuBa HAYMHBT IO KOWTO ce cTura o Hero. [Ipu BTopus
BapHMaHT Ha BB3MPHUEMaHE CE€ I[IOCTaBsl AaKIEHT BBPXY H3CIEIBAHE HA IMOAXOJIUTE Ha
dbopmynHupaHe Ha CTpaTerusATa, KOWTO HAi-o0mI0 ce ompenensT Karo (opMalu3UpaHU
(mpeanucarenHu) u HeopMaTu3upaHu (pas3riekaaiiy poista Ha YoBenikus gaxtop). Tpetust
MO/IXOJl Ha BB3MPHEMaHE Ha CTpAaTETMUTE € Hail-00XBAaTEH: 4pe3 HEro CTPAaTEerHuuTe Cce
pasraexaarT B KOHTEKCTa Ha CTpaTeTMYecKus MEHUDKMBHT. Tyk ce OTKposiBa pojsTa Ha
CTpaTerusira Ha ,,TPaHCMHUCHA" MEXJy HACTOALIETO U OBAEHUIO0 OT €JHa CTpaHa U MEXIy
OBJEIIETO U HACTOSIETO OT JIpyTra; pasriex/a ce MsCTOTO Ha OM3HEC CTpaTeTHUTE B CUCTEMAaTa
3a ympasieHue. [IpencraBenuTe Tpu BapuaHTa Ha pasriiekIaHe Ha CTpPATErMUTE UMAT CBOUTE
MpPeIMMCTBA U HEJOCTaThIIM, Thi KAaTO pa3KpUBaT OW3HEC CTpaTerusiTa OT pa3iIUvHa TJeTHA
TOYKa.

Three Main Approaches Of Examining Business Strategies From A Research Point Of
View

This publication examines the three main options of perception of the strategies from a
theoretical and research perspective. It presents the results of an academic study related to the
approach by which scientists and researchers interpret business strategies. The three options for
examining the strategies presented here have their advantages and disadvantages as they
consider the business strategy from a different perspective. The aim is to outline the various
aspects of examining and examining the strategies. In the first option, strategies are perceived
as a final result. This perception narrows the understanding of the strategies: through it, they
are perceived as a concrete result, without revealing how it is reached. This approach allows
their precise classification of the main types: product-market strategies for determining the
scope of the activity, competitive strategies for determining the desired positioning; strategies
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according to the market position taken; Internationalization strategy, integration and
networking strategies, digital strategy, and others. In this way, the content of the different types
of strategies and their peculiarities is revealed. The second option emphasizes the strategy
formulation approach, highlighting two basic approaches — formalized and informal. This way
of perception is the most complex of the three ones. The examination in this way helps to reveal
the place of strategy as one of the main elements of strategic management. It stands out the role
of the "transmission™ strategy. On the one hand, between the present and the future and the
other — between the future and the present.

I'.7.12. Papes, P. ,,lInTepnperupane Ha OM3HEC CTPATETUHUTE OT IJIEIHA TOYKA HA CTPATETHUTE
BBB BOCHHOTO J1e510°. Yemotiuuso pazeumue, JITY, 5(84), 2020. ISSN 1311-4506

B ocHoBara Ha B3eMaHETO Ha PEIICHUETO 3a HAIMCBAHETO HA HACTOSIIATA MyOIMKAIHS JIeKN
3aMMCTBAHETO B JIMTEpaTypara W H3CJIEIBaHMATA B OOjacTTa Ha OHW3HEC CTpaTeTHMHMTE Ha
XapaKTCPHUTC 3a BOCHHOTO ACJIO0 TCPMHHHU, KOHLUCILWH, IMOAXOAU, NPUHIOUIIKX U MCTOOU. B
CTaTHsTa Ce Mpejylara MHTepIpeTanys Ha Ou3HeC CTpaTeruuTe Ha 0a3a Ha XapaKTEePUCTHKHUTE
Ha CTpaTETUUTE BBB BOCHHOTO €0, u3BeneHu ot Clausewitz. [Ipennoxennre ot Clausewitz
XapaKTEPUCTHKH, CBBP3aHH ChC CTPATETUUTE BHB BOGHHOTO JIEJI0, TI03BOJISIBAT YPE3 METO/Ia Ha
AHAJIOTHATA Oa CC U3BBPIIM IMPEXOA KbM TAXHOTO KOHKPETHO HMHTCPIPECTUPAHC B ousHec
OpraHM3alUKTe: W3BBPIIBA CE AHAIOTUS MEXIY OOWHOTO IOJIe W Ta3apa, KaTo 1a3apbT ce
ompezens Ha 0a3a 3a0BOJISIBAHU NMOTPEOHOCTUTE, a HE HA (PU3UYECKUTE XapaKTEPHCTUKU Ha
NPOIYKTUTE; MPOIYKTUTE M W30paHHUAT KOHKYPEHTEH ITOJXOJ CE ONpPENeNsAT KaTO OCHOBHO
OpbXKue Ha (upMaTa; KOHKYpEHTHTE(IIPEKH M KOCBEHH) CE€ pasriiekJaT Karo ,,BparoBe,
KOMTO (upMaTa ce KOHKypUpa WJIM KaTO BB3MOXHHU ,,CHIO3HHIHU', KOraTo ca HaJHIe
NPEANOCTAaBKU 3a TOBa. Bu3uWpaHaTa aHaloOrWs c€ W3BBPIIBA, KAaTO CE HMHTEPIPETUPAT
NOMYJISIPHA  KOHIICTIIIMM, CBBp3aHW C OusHec crpareruute. llpenmersT Ha Hacrosimara
nyOJMKalKs € MPOJUKTYBaH B PE3yJTaT OT NpOQECHOHATHHS MHTEPEC Ha aBTOpa, OT YeCTO
CpelllaHa aHaJOTHsl MEX/ly BOCHHUTE U OM3HEC CTPATErnUTe U HErOBOTO XKEJTaHUE J]a CIIOJICIIH
CBOSATA IJIE{HA TOYKA.

Three Main Approaches of Examining Business Strategies From A Research Point of
View

This paper offers an interpretation of business strategies based on the characteristics of military
strategies derived from Kluzowitz. In connection with their nature, “offensive” and “defensive”
military strategies are identified, which are listed in this series, and news-specific news is
written. Suggest from the clause characteristics, connecting with the strategies in military
affairs, use the method of analysis to understand that you need to try a specific interpretation in
business organizations: you need to analyze between the battlefield and try because the market
must answer based on satisfactory requirements and not on physical characteristics of products;
products and selection of competitors, which are defined as the main products of the company;
competitors (direct and space) are marked as "enemies” with which the company competes or
as such "allies" who have available offers for goods. A similar analogy can be drawn with
regard to the principle that Clausewitz proposes. This offers sixteen principles to follow. The
first principle gave the main goals of the actions that must be followed to win. Consider the
principles that you need to determine the right thing to follow to be sure of the main goals, and
then the main ones that are specific to the war or specifically to the operation. Visualize the
analogy used to interpret popular concepts, and connect with business strategies. This
publication's subject is dictated by the author's professional interest and by meeting an analogy
between military and business strategies.
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[.7.]loknagn, myOnuKyBaHM B HepedepUpaHW CHUCAHUS C HAyYHO pEICH3UpaHe WU
nyOJUKYBaHH B peIaKTHPAHU KOJEKTHBHU TOMOBE

I'.7. 14. (1) Panes, P. [Ipunosicenue na buznec nianuparnemo 8 uHOycmpuaiHume gupmu 6
bwvneapus. 15-tata MexIyHapoaHa HaydHO-TIpHIOXKHA KoH(pepeHuus ,,IlpenusBukarencrsa
npe] MHIyCTpuaHus pactex B bearapus™, 2018.

HacrosmusaT noknaa uMa 3a 1ei 1a pa3kpue HSIKOU CHelU(pUUHHN acleKTH Ha IPUII0KEHUETO
Ha Tporeca Ha OM3HEeC IUIaHUpaHe B MHAYCTPUAIHUTE TpeanpusTie B beirapus, cBbp3anHu C
HEroBusi 00XBAaT M KOHKPETHH eTamu. JlOKnagbT, CHLIO Taka, pas3liiexkJa BaXXHOCTTAa Ha
TaKTHYECKOTO OM3HEC IUIaHMpaHe U BPB3KaTa My ChC CTPATErHUECKOTO TakoBa. HakpaTko e
IIpeICTaBEHa METOI0JIOTUYHATA PaMKa Ha EMIIMPUYHOTO U3CIIEABAHE, IPOBEICHO CPEXl U3BAAKA
OT GUPMHU OT HHIYCTPUATHUSA CEKTOp B brirapus.

Application of Business Planning In Industrial Companies In Bulgaria

This report aims to reveal some specific aspects of the business planning process in the
companies from the industrial sector in Bulgaria. Regarding that, its scope and specific stages
are defined. The report also examines the importance of tactical business planning and its
relationship with strategic one. A methodological framework of inherent stages and their
sequence is presented in summary. The current report demonstrates the main results of a survey
examining the implementation of business planning, conducted among a sample of firms from
the industrial sector in Bulgaria.

I.7.15. (2) PaneB, P. Xapaxmepucmuxu na Ousnec nianupanemo 8 3ABUCUMOCH OM
2onemMuHama Ha uHoycmpuaniume gupmu. MexayHapoaHa HayqHO-TIPUII0KHA KOH(pEpeHIIHs
no nosoa 70 - roguIIHMHATA OT Ch3/laBaHE Ha cleuuanHocT ,,MHaycrpuanen busznec U
[IpennpuemauectBo”: ,,IuaycTpuanen OusHec U NpeANprUeMadyecTBO - MHOBAIIMM B HayKaTa U
npaktukara“, 16 Hoemspu, 2018. COOpHU C TOKIAaAA OT MEXKAYHAPOIHA HAYIHO-TIPAKTHYECKA
koHpepennus, Bapaa, UY-Bapna, 2018.

HacrosmusT nokmnan € TpeTu oT nopeauiara 0KiIau, NpeICTaBeHn 0T aBTOpa, KOMTO UMa 3a
Len Ja MPEACTaBAT OTIAEJIHU acCleKTH OT INPOBEIEHOTO NPOYYBAHE HA MPUIIOKEHUETO HA
mpoleca Ha Ou3HeC IJIaHMpaHe B MHAYCTpUAIHMUTE npennpustus B bearapus. KonkperHnara
HEeroBa L€ € Jla MPEeACTaBU PEe3IOMUPAHO XapaKTEPUCTHKUTE Ha OW3HEC IUIAHUPAHETO B
3aBUCHUMOCT OT TrojieMHHaTa Ha uHAycTpuanHute ¢upmu. HakpaTko e mnpeacraBeHa
METOJIOJIOTUYHATA paMKa Ha EMIIMPUYHOTO W3CIEABaHE, IPOBEIEHO Cpel M3Bagka OT
UHIYCTPUATHU (PUPMHU, IPOU3BOJUTENIN HA MOTPEOUTENICKH CTOKH.

Characteristics Of Business Planning According To The Size Of The Industrial
Companies

This report is the third one of a series of reports presented by the author. Their aim is to present
individual aspects of the survey on the implementation of the business planning process in
industrial companies in Bulgaria. The specific objective of the current report is to summarize
the characteristics of business planning according to the size of the industrial companies. The
methodological framework of the empirical study, which was carried out among a sample of
industrial companies, is presented In brief. The companies from the sample are producers of
consumer goods.


https://www.ceeol.com/search/book-detail?id=727829
https://www.ceeol.com/search/book-detail?id=727829
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I'.7.16.(3) Panes, P. Ilpunooscenue na npodykmoso-nazapHume cmpamezuu 3a pacmedic b6
@panuatizuneoeume ousnec popmamu. XVII mexaynapoana kondepeHus ,,MeHUIHKMBHT U
umxerepunr “, Cozonon, 25-27 touu, TY- Codus, 2019, Coopuuk ¢ qoxnanu, Tom 1.

B HacTosus ToKiIa He ce OTIeNs CIeIMaTHO BHUMaHKUe Ha Ae(UHUIIMUTE, UCTOPUYECKOTO
pa3BUTHE M Ha TPAaBHUTE BBIIPOCH, KOUTO KacasT (paHyaii3uHra W OWU3HEC CTpaTErHuTe.
[Tocrass ce akIeHT BbPXY (paHUYali3MHTa KaTO ITOAX0]l Ha pa3BUTHE Ha OM3HECA U ce M3BEKIAT
XapaKTepHUTE 32 HETO MPOAYKTOBO-TIA3apHU OM3HEC cTpaTeruu. B Ta3u Bpb3Ka MO3HATUTE B
TEOpUATa U TPAKTUKATa BBIIPOCH, CBBP3aHU C OW3HEC CTPATErHMUTE, C€ MHTEPIPETHpPAT OT
TJIe/IHA TOYKA Ha TSXHATA MPUIOKUMOCT BbB (hpaHdaii3uHT OusHec popmaTure.

Application of Productmarket Growth Strategies Into Franchising Business Formats
This report focuses on franchising as an approach to business development. It also examines
the product-market business strategies which are typical for this approach. In this regard,
business strategy issues, known in theory and practice, are interpreted in terms of their relevance
to franchising business formats. The report presents the results of the literary study, part of the
research project made by the author. The outcomes serve as a base for developing a
methodological framework for the empirical research of the application of product-market
business strategies in a franchise business. Keywords: business strategies, franchising,
franchising format.

I.7.17.(4) PaneB, P. [lpunooxcenue na KOHKypeHmHume Ou3Hec cmpamecuu 6v6
@panuatizuneosume ousznec popmamu. XVII mexyrnaponna koapepeHius ,, MeHUKMBHT U
unxenepunr “, Cozonon, TY-Codus, 2020.

HaCTOﬂH_IaTa HY6JII/IKaIII/I$I € IMOCBCTCHA HA BBIIPOCUTC, KOUTO KacCasdT KOHKYPCHTHUTC 6I/I3H€C
CTpaTEeTHH U TSAXHATA MPUIIOKUMOCT BbB (hpaHdaii3uHroButTe Ousnec Gopmaru. Karo nmpuynna
3a n300pa Ha TeMa Ha HACTOSIIUS JOKJIAJ MOXKE JIa Ce TIOCOYHM BaKHOCTTA, KOSITO CE OTPEXk/Ia
Ha BBIPOCHUTE 32 OM3HEC CTPATETUUTE, KOraTo Te Ce OTHACAT 3a hupmu ppanvanizonarenu. B
TO3U cllydyall M300pbT M NPWIOKEHUETO Ha YCIHEIIHa KOHKYpEHTHa OW3HEC CTpaTerus ce
orpeneNs U OT U300pa Ha MOJIXOsIa Mpexa OT (paHyai30IoaydaTen U GpaHIai3uHTOB
ousHec Gpopmar. B nonbiiHEHHE clie/iBa 1a ce MPOSKTHpa CUCTEMa Ha yIIpaBlIeHHE, TIOAXO0ISIIIA
3a (paHyaiisuHroBus Qopmar, QppaHyaii3uHrBaTa Mpexa M crHenudukarta Ha IpeaMeTa Ha
netHocT. ToBa e Taka, 3a1moTo ppaHdai30/1aTesAT ce KOHKYpUpa B ©30paHaTa OT HEero Ou3Hec
chepa uype3 wu3bpaHuss OT Hero ¢paHyail3uHr Qopmar u U3rpajgeHa Mpexa oT
(dbpanyaiizononydareny.

Applicability of Competitive Business Strategies Into Franchising Business Formats

The current report discusses some essential issues about competitive business strategies offered
by Michael Porter and the way they refer to franchising business formats. A significant reason
for choosing this report's subject is the importance of this problem for companies that take place
as franchisors. In this case, the choice and application of a successful competitive business
strategy depend on choosing an appropriate network of franchisees and franchise business
format. Besides, a management system suitable for the franchise format, the franchise network,
and the specifics of the activity should be designed. This relationship determines the need for
interpreted business strategies, taking into account the franchise business format's peculiarities.
Their applicability is interpreted by synthesizing the theoretical formulations for franchising
business formats and the competitive business strategies proposed by M. Porter.
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I'.7.18.(5) PaneB, P. Bwsnpuemane nma konyenyusama 3a yueHne npe3 yeius HCUBOM OmM
ooyuasawume ce 8 6aKaIA8vLPCKA U mazucmvpcka cmenen Ha ooyuenue, X VIII Mmexxaynapoana
KoHpepeHnus ,,MeHuHKMBHT U nHkenepuHr “, Cozomnon, TY-Codus, 2020, cc. 428-437

B Hacrosimata myGnukaius ce pasriiexaar OCHOBHUTE XapaKTePUCTUKH HAa KOHLEMIUATA 3a
yud€He Ipe3 1eNIns )KUBOT, KaTo ce MpaBu Mpenparka KbM HauMHa, 110 KOMTO T4 ce OTHACA /10
CTYJICHTCKUTE TOJUHU OT >XUBOTA Ha 4YOBEeK. B Ta3u Bpb3Ka ce MpencTaBs CHIIHOCTTA U
Pa3BUTHETO HA KOHLEMIUATA, KATO CE€ M3BEXKJAT JIBE OCHOBHHM TEOPHUHU, CBHP3aHU C YUEHETO
npe3 uenus kuBoT. O00co0sBaT ce ABE OCHOBHU I'PYIH YYacTBAIU B [Ipolieca Ha yueHe Ipe3
LEIHsI KUBOT, KaToO C€ OIpPENeNsl pojsiTa U MSICTOTO Ha YHUBEPCUTETUTE, KaTO oOydaBallu
OpraHu3aliy ¥ Ha CTYJEHTUTE KaTo o0y4yaBaHu juna. OcHOBHATA Te3a, KOSITO Ce 3acThIIBa €,
4ye B CbBPEMEHHUTE yCIOBUS Ha IMTUTAIIHA CPEZla U HENPEKBbCHATO IPOMEHSIIN CE N3UCKBAHUS
Ha raszapa Ha TpyJa, CTYACHTUTE ClIe[[Ba J1a Bh3IpHUeMaT KOHIEHIUATA 3a YUeHe Ipe3 Leaus
KUBOT KaTO IOAXOJ, Ype3 KONTO Ja pa3BUBAT HENPBCHATO CBOUTE KOMIIETEHTHOCTH. Ta3u
Heo0X0IMMOCT ce 000CHOBaBa OT TeOpeTHYHA IiieqHa Touka. [IpencraBenure pe3ynrtaTu ca
4acT OT TEOPETUYHO MPOYUBAHE, OCHLIECTBEHO BbB BPb3Ka C UIIBIHEHUETO HA IIPOEKT HAa TEMa
,»,MOTHBHUPAHOCT Ha CTYACHTUTE 3a y4eHe Mpe3 lenus kuBoT*, ¢punancupan no HUJI Ha
YHCC.

Perception Of The Concept Of Lifelong Learning For Bachelor And Master Degree
Students

This publication examines the main features of the concept of lifelong learning (LLL), referring
to how it relates to the student years of a person's life. In this regard, the concept's essence and
development are considered, deriving two main theories related to lifelong learning. There are
two main groups involved in the process of lifelong learning -, universities as training
organizations and students as trainees. The central thesis is that in today's digital environment
and continually changing labor market requirements, students should perceive the concept of
lifelong learning as an approach through which to develop their competencies. This need is
justified from a theoretical point of view. The presented results are part of a project on
"Motivation of students for lifelong learning”, developed and funded by the University of
National and World Economy

I'.7.19.(6) Radev, R., Socio-Demographic Characteristics As A Base Of Defining HR Capacity
Sustainability For Outsourcing Companies In Bulgaria. Fourth International Scientific
Conference: “Regional Development And Cross-Border Cooperation”, 2020.

This report presents the population's socio-demographic characteristics in Bulgaria regarding
the company's needs for operations in the country. It also presents data on the study results,
which assesses the sustainability of human capacity and business growth opportunities in
outsourcing companies in Bulgaria. The study covers four target groups: working young people
- people aged 15-39; groups engaged in activities close to outsourcing; current employees
working in other outsourcing companies; students graduating from high schools and those
enrolled in higher education. The report aims to present the study results of the number and
distribution of the age group 15-39 years in a particular region in the country. The data presented
here is a good base for more detailed research and precise analysis of their language and
technical competencies.
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CouuanHo-neMorpa)cKuTe XapaKTepUCTHKH KaTo 0a3a 3a  ompeneissHe Ha
YCTOHYHBOCTTA HA KAPOBHUS KaNAIUTET HA ayTCOPCUHT KoMnaHnuuTe B bbiarapus

HacrosmusaT qoKiIan npeacTaBsi COIUATHO-IeMOrpa)CKUTE XapaKTePUCTUKH Ha HACETICHHETO
B bbirapus BbB Bpb3Ka ¢ HYXAWTE HA Ha ayTCOPCHUHI KOMIAHUHUTE B cTpaHara. B Hero ca
MPEACTaBEHU M JJAaHHU 32 PE3yJTaTUTE OT MPOYYBAHETO, KOETO OIEHSBA YCTOMYMBOCTTA HA
YOBEILIKUS KauTall U Bb3MOXKHOCTUTE 32 pa3BUTHE HA OU3HECA HA ayTCOPCHHI KOMITAHUUTE B
bearapus. I[IpoyduBaneTo oOxBaIia 4YeTHpHU IEJIEBH TPYIH: pabOTENIN MIAIH XOpa - XOpa Ha
BB3pacT 15-39 roguHu; rpymu, aHraXupaHu ¢ IEWHOCTH, OJM3KH JI0 ayTCOPCUHTA; HACTOSIIIN
CIIy>)KHTETH, padoTelX B JAPYTd ayTCOPCUHT KOMIIAHWH, CTYACHTH, 3aBBPIIBAIIU CPEIHU
yUWJIMILA, W TaKuBa, 3alMCaHU BBbB BUCUIM y4yeOHM 3aBefeHHs. J(oKIaabT MMa 3a men Ja
MPEJCTaBU PE3YNITATUTE OT MIPOYYBAHETO HA OPOS U Pa3Npe/ieIeHUEeTO Ha Bh3pacToBara rpymna
15-39 roaunu B onpeiesieHd peTHOHU B cTpaHata. [IpeacTaBeHuTe TyK 1aHHU ca 100pa OCHOBa
3a TO-TOAPOOHU H3CIIEABAHUS M TPEUU3CH aHAM3 Ha TEXHHUTE €3UKOBU M TEXHUYCCKHU
KOMIIETCHITUH.

I'7.20.(7) Radev, R. Defining Of HR Capacity Sustainability for Companies from The
Outsourcing Sector In Bulgaria. Fourth International Scientific Conference: “Regional
Development And Cross-Border Cooperation®, 2020.

The current report presents the result from analyzing the most critical PESTEL factors,
identified as crucial. The HR Sustainable Capacity evaluation. The two main characteristics fall
within the scope of the report. The first one is the Socio-demographic factors: population,
natural growth, net migration, population density, age structure, ethnic structure, and age
structure. The second one refers to the educational system within the scope of which falls: 1)
Secondary education — number and structure of secondary schools according to their type and
number of students, and graduates in 2018; 2) Higher education — number and structure of
universities according to their type, location, number of students studying. In conclusion, the
three groups of people forming the HR sustainable capacity are presented: the first one is the
graduating students from secondary schools; the second group includes students studying at
different degrees of higher education; the last contains people aged between 15-39.

Onpene/nsiHe HA YCTOHYHMBOCTTA HA KANALUTETA HA YOBEWIKUTE PeCYPCH 3a KOMIIAHMHUTE
OT ayTCOPCUHTI cekTOpa B bbarapus

HacrosmusaTt 1okmnaj mpeacTaBs pe3yiaTaTUTe OT aHajdu3a Ha Hal-KpUTUYHHUTE (PAKTOpHU Ha
PESTEL ananm3a, ompeneneHn KaTo peliaBally 3a OIeHKaTa Ha YCTOWYHMBHS KaraluTeT Ha
YOBEIIKKs Kanutana B bearapus. J[Bere OCHOBHM XapaKTEpPHCTUKU MoMagaT B oOXBaTa Ha
nokiana. IIepBara ot Tiax e ComnumanHo-meMorpadckure (QakTopu: HACEICHHE, €CTECTBEH
IpUpacT, HeTHa MHIrpalus, I'bCTOTAa HAa HACEJIEHHMETO, BB3pacToBa CTPYKTypa, €THHYECKa
CTPYKTYpa, Bb3pacToBa CTpyKTypa. BropaTa ce oTHacs 10 oOpa3zoBareiqHara CHCTEMA, B YUHTO
obxaar nonazar: 1) CpeaHo obpazoBaHue - Opoii U CTPYKTYpa Ha CPEJHUTE YUMIIUINA CIIOPEN
BHUJA UM U Opost Ha ydeHHuuTe, 3aBbpiimin npe3 2018 r.; 2) Buciie ob6pazoBanue - O6poil u
CTPYKTypa Ha YHHUBEPCUTETUTE CIIOPE]] BUAA UM, MECTOIOJIOKEHHETO, Oposi Ha oOyyaBaIiuTe
ce CTyIeHTH. B 3akiodeHne ca mpeicTaBeHH TPUTE TPYIH JIHIa, GOPMHUPAIIH YCTONIUBHS
KalayuTeT Ha YOBEIIKUTE PECYpCH: IIbpBaTa € 3aBbpIIBALINTE CPETHO 0Opa3oBaHue; BTopaTa
rpyla BKJIFOYBA CTYACHTHTE, O0YJaBalll C€ B PA3IMYHH CTEIIEHH Ha BHCIIETO 0Opa3oBaHUE;
MOCJEHATa ChIbPXKA JIUIATa Ha BB3pacT MexAy 15 u 39 rogunm.

r.7.21.(8) Panpes, P. Ipunosxcenue Ha cmpamezuyeckomo Ou3HeC NIAHUPAHE 8
unoycmpuannume upmu 8 bvneapusa. XVII mexaynapoana konpepeHuus ,,MeHHKMBHT H
umxenepunr*, Cozomnoi, 25-28 ouu, TY- Codus, 2017, Coopuuk ¢ noknaau, Tom 1.
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HacrosmusaT nokman uMa 3a el Ja pa3Kpue HAKOM CIelU(HUYHM acleKTH Ha Impoleca Ha
CTpaTernyecko OM3HeC MIaHupaHe B KOMIAHUUTE OT MHAYCTpUanHus cekTop B buarapus. Bos
Bpb3Ka C TOBA Ca ONpEENICHH HETOBUAT 00XBAT M KOHKPETHHU eTanu. JJOKJIaabT CHIIO TaKa
pasriiexaa 3Ha4YeHUETO Ha CTPATErnYecKOTO OM3HEC INTaHUPAHE U Bpb3KaTa My ¢ TAKTUYECKOTO
ianupane. B 06o0mienure e npeacTaBeHa MeToJMUecKa paMKa Ha IPUCHIIUTE €TalH U TSIXHATA
MOCNIeZIOBaTEIHOCT. B 1okiama JeMOHCTpUpAaT OCHOBHUTE pE3yATaTd OT MPOy4YBaHe,
M3CJIEBAIO NPUJIaraHeToO Ha CTPATErHYecKoTO OU3HEC IIaHUpaHe, MPOBEACHO CPe U3BaAKa
0T (hUpMU OT UHAYCTPUAIHUS CeKTOp B bbarapusi.

Application of Strategic Business Planning in Industrial Firms in Bulgaria

This report aims to reveal some specific aspects of the strategic business planning process in
the companies from the industrial sector in Bulgaria. Regarding that, its scope and specific
stages are defined. The report also examines the importance of strategic business planning and
its relationship with tactical one. A methodological framework of inherent stages and their
sequence is presented in summary. The current report demonstrates the main results of a survey
examining the implementation of strategic business planning, conducted among a sample of
firms from the industrial sector in Bulgaria.

I'.7.22.(9) PaneB, P. [Ipobiemuu obnracmu npu npuiodceHuemo Ha MapKemuHe080mo
naanupame 8  uHOycmpuaiHume  Qupmu. »MeXIyHapo/JHa Hay4YHO-TIPaAKTUYECKa
koHpepennusa . Cumos: AU Ilenos, Tom I, 2018.

Hacrosmusar nokiajx MpeacTaBs OCHOBHUTE DE3yATaTH OT IPOYYBaHE, NPOBENEHO Cpen
U3BaJIka OT (QUPMH OT CEKTopa Ha OBp30000poTHHTE cTOKW. Llenta Ha TO3M mOKIam € na
pasKpre OCHOBHUTE M CIICHHU(PUYHH MPOOIEMH, CBbP3aHH C MPHJIAraHETO HAa MAPKETHHTOBOTO
IUTaHUpaHEe BB UPMHTE OT CEKTOpa Ha Obp30000poTHUTE cTOKH B bbarapus. [Ipeacraseno e
rpyNUupaHeTo Ha GUPMUTE CIIOpE/ CTETICHTA Ha MpHJaraHe Ha MapKETHHTOBOTO TUIAHHpAHE.
Pasrnenanu ca cnennuyHUTe MPOOIEMHU IPU MPUIATaHETO HA MAPKETUHTOBOTO IUTAHUPAHE,
KaKTO ¥ OCHOBHHTE (PaKTOPH, KOUTO T O0YCIIaBSAT.

Problem areas in the application of marketing planning in industrial companies

The current report demonstrates the main results of a survey examined among a sample of firms
from the FMCG sector. This report aims to reveal the main and specific problems connecting
with marketing planning applications in the companies from FMCG sector in Bulgaria. The
grouping of companies according to the degree of implementation of marketing planning is
presented. Specific problems in the application of marketing planning as well as the main
factors determining them are examined.

I'.7.23.(10) Pages, P. u Haiinenos, A., [lnanupane na npuxooume 6 yciroeusma na VUCA
cpeda. YerBbpTu HauumoHaseH HayueH ¢opym busnecst B XXI-BM Bexk Ha Tema:
,,BB3CTaHOBsIBaHE M YCTOWUYUBOCT ciea kpusara“. Coopuuk ¢ poknaau, Copus: YHCC, 2022.

IMenTa Ha goknana € Ja MpeacTaByu MOAXOAUTE HA IUIAHMPAHE Ha IIPUXOJUTE B YCIOBHUATA HA
VUCA cpena, uneatuduiupanau no speme Ha COVIDuzanusara Ha uKoHOMHKaTa. B Tazu
Bpb3Ka KaTO TEOPETHYHA IIOCTAHOBKA CE€ M3BEXIA AKTUBHMAT IIOAXOJ Ha YIIPABICHHUE Ha
MIPUXOJUTE; KOMIIOHEHTUTE Ha NPUXOJHUS MOJEN M C€ OTKPOSBA 3HAYEHUETO 3a TIAXHOTO
AKTUBHO YIIPAaBJICHUE 4Ype3 KIACUYECKH KOHLECNIUU Ha CTPATETMYECKUS MEHUDKMBHT.
[ToctaBs ce akLIeHT BbpXY posisiTa Ha MapkeTuHrosute ¢pyukiuu. COVIDu3zanus ce Bb3npuema
KaTo IIpoLec, KOUTO U3IPaBU KOMIIAHUUTE IIPE]] HOBU U HEOYAaKBaHU Ipeanu3BUKarescTsa. [Ipu
Bcaka HoBa COVID BbaHa Te TpsbBalie 1la HaMUpPAT PElIeHUs] CBbP3aHU C OCUTYpsIBaHE Ha


https://www.ceeol.com/search/book-detail?id=1107185
https://www.ceeol.com/search/book-detail?id=1107185
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PEHTAOMIHM TPUXOAM B KpPAaTKOCPOUEH IUIAH M OTIOBOPU Ha TPEAU3BUKATEICTBATA B
CPeAHOCPOUEH U ABIrocpodeH. [IpencraBenu ca pe3yinraTuTe OT aHaJIU3a Ha POBECHUTE JIBE
npoyuBanus ot HULL ,,MMnoBanuu u koukypentocnocobHoct(U2B)“ kbM YHCC B nepuona Ha
nbpsute Tpu COVID BeauM(2020-2021 roguna).

Revenue Planning In Vuca Environment

The report's goal is to present the approaches to revenue planning in a VUCA environment
observed during the time of COVIDization of the economy. In this regard, the active revenue
management approach is identified from the theoretical point of view. Some important
components of the revenue model are derived; the importance of their active management and
classical concepts of strategic management is highlighted. Special emphasis is placed on the
marketing functions role. COVIDization is perceived as a process that confronts companies
with new and unexpected challenges. With each new wave of COVID, they had to find an
answer related to providing profitable revenue in the short term and the medium and long term
challenges. The results of the analysis of the two studies conducted by the NIC "Innovations
and Competitiveness (U2B)" at the UMWE in the period of the first three COVID waves (the
period 2020-2021) are presented.

I'.7.24.(11) Panes, P. u Haiinenos, A., Cmpamezuueckomo npeonpuemaiecmaeo 8 ycio8uama
Ha VUCA cpeda. ,,YetBbpTH HanmoHasieH HaydeH ¢opyM busznecst B XXI-Bu Bek Ha Tema:
,,BB3CTaHOBSIBaHE M YCTOWUYUBOCT cien kpusara“. Coopruk ¢ moxnanu, Copusi: YHCC, 2022.

OcHoBHaTa L€l Ha JOKJIaJa € Ja Ce M3BeAE KIYOBOTO 3HAUEHHE Ha CTPATETHYECKOTO
MPEIIpUEeMadecTBO KaTO OCHOBEH MOJXO0/, Ype3 KOUTO (UPMUTE MUHHUMHU3HUPAT 3AIUIAXHUTE U
OTOI30TBOPSIBAT BBh3MOkHOCTUTE B ycioBusita Ha VUCA cpema. B oO6xBara Ha BHUMaHUE
ronazja mposiBJICHUETO Ha CTPATETUYECKO npeanpruemMadecto o Bpeme Ha COVIDunuzamusra
Ha HMKOHOMHUKaTa. MHTepechT KbM Ta3u OOJACT € NPOAMKTYBaH OT pa3dHpaHETo, ue B
ycinoBusita Ha VUCA cpena cneaBa Jla ce chyeTaBaT IPEAMMCTBAaTa Ha CTPaTErMUYECKUs
MEHHJDKMBHT, 4Ype3 KOMTO ce ocurypssa (opMHpaHETO Ha YCTOHUHMBH KOHKYPEHTHH
MIPEeIMMCTBA, U Ha IPEIIPUEMAaYeCTBOTO, KOETO CIOCOOCTBA 33 TMHAMUYHOTO a/1allTUPaHe KbM
HENPEKbCHATO IIPOMEHSIINTE ce ycaoBus. IIpencTtaBeHnTe eMIUpUYHNA JaHHU ca Pe3ynTar OT
m3Bbpiienute or HULL ,,MnoBanuu u koukypenrocrnocodHocT(U2B)*“ kbm YHCC 1o Bpeme Ha
nbpButTe Tpu COVID BBiHM (2020-2021 r.) mpoy4yBaHMs 3a BIUSHUETO UM BbpPXY QUPMUTE U
MPEANPUETUTE OT TAX IECHCTBUS.

The Strategic Entrepreneurship In Vuca Environment

The report's main goal is to highlight the key importance of strategic entrepreneurship for
minimizing threats and exploiting opportunities in a VUCA environment. Special attention is
paid to its manifestations during the COVIDiidification of the economy. The understanding
dictates the interest in this field that in the conditions of VUCA environment, the advantages of
both strategic management, which ensures the formation of sustainable competitive advantages,
and entrepreneurship, which contributes to the dynamic adapting to ever-changing conditions,
are important. The empirical data presented here is a result of the research carried out by the
Research Center "Innovations and Competitiveness (U2B)" at UNSS during the first three
COVID waves (2020-2021) on their impact on companies and the actions taken by them.


https://www.ceeol.com/search/book-detail?id=1107185
https://www.ceeol.com/search/book-detail?id=1107185
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I'.7.25.(12) Radev, R. and Naidenov, A. AD HOC approach of cost management during the
time of COVIDization of the economy, SHS Web Conf. Volume 120, Sixth International
Scientific Conference, Trakia University, 2021, “Business and Regional Development”.

This article aims to present the ad hoc approach of cost management taken by the companies
under the conditions formed due to the COVIDIzation of the economy. Considering the
uniqueness of the situation caused by COVID-19, the term COVIDization of the economy is
interpreted. In general, it means complex changes in the PESTEL environment, conditioned by
the global health crisis. For the majority of companies, these changes had an adverse effect.
For others, it was neutral or favorable. The onset of the first wave of COVID-19 found most
companies unprepared, with planned revenue, cost, and profit levels. In the face of a sharp
change in revenue levels, firms had to respond ad hoc to meet these challenges. The publication
brings out the ad hoc approach of cost management as a theoretical statement. It presents the
effects on the revenues of the first wave of COVIDization and the companies' ad hoc actions
about their costs. Two studies conducted by the SRC Innovation and Competitiveness (U2B)
were used in the current publication. They were conducted during the locked-down in 2020 and
April-May 2021.

AD HOC mnoaxox 3a ynpasieHue Ha pasxoaure mo Bpeme Ha COVIDu3anus Ha
HKOHOMHKATA

HactosaumsaT nokian uma 3a uen na npeactasu ad hoc moaxonaa 3a ynpasieHUe Ha pa3XxoauTe,
MPHUJIaraH OT KOMITAHUUTE B ycioBusTa, popmupanu ot COVIDuzanus na nkonomukara. Karo
ce MMa NpeABHJ YHHUKAJIHOCTTa Ha cuTyauuara, npenusBukana ot COVID-19, ce
untepnperupa TepmuabT COVIDization of the economy. Haii-o6mio ka3ano, Toi o3HayaBa
komruiekcHu mpomenu B PESTEL cpenara, o6ycioBeHu oT riiobanHaTa 31paBHa Kpusa. 3a mo-
rojisiMaTa 49acT oT GUpMHUTE Te3H MPOMEHH UMaxa HeOiaronpusareH edekt. 3a npyru e Osxa
HeyTpaJiHU unu OnaronpustTHU. HactenBanerto Ha mbpBata BhiaHa Ha COVID-19 namepu
MIOBEYETO KOMIIAHMM HEMOJArOTBEHM C IUIAHMPAHU HUBA HA MPUXOAMUTE, PA3XOJUTE U
nevyanbara. B ycnoBusita Ha ps3ka mpoMsiHa B HUBAaTa HA MPUXOAUTE PpupMuTe TpsiOBamie aa
pearupar ad hoc, 3a 1a nmocpemHar Te3u npeauszBukaTencTsa. [lyonukamnusra n3sexaa ad hoc
MOJIX0/ia Ha YIpaBJeHUE Ha Pa3XOJUTE KaTO TEOPETHUYHO TBBpJICHUE. B Hes ca mpeacTaBeHn
edekTuTe BHpXy MpuxoauTe oT mbpBara BbaHa Ha COVIDwuzanusa u ad hoc geiictBusita Ha
(dbupMUTE OTHOCHO TEXHUTE pa3xoau. B HacTosmiaTa myOauKkamus ca u3noyi3BaHu JaHHU OT 1B
npoyuBanus, nposeaenu ot HUIL ,,noBanuu u koukyperrocmocooHoct™ (U2B).

I'.7.2.26.(13) Dimitrov, D., Radev., R., How Data Analytics Helps Management In Global
Pandemic Situation, Fourth International Scientific Conference on Recent Advances in
Information Technology, Tourism, Economics, Management and Agriculturep, ITEMA 2020.

The ongoing COVID-19 pandemic is having a tremendous impact on business organizations,
governments, and people around the Globe. No matter if it is a public, or private organization,
the leaders and management have changed their approaches, standard operations, the way they
communicate, processes, and procedures. This paper analyzes the impact of Data Analytics on
two main management pillars more specifically: Business Operations and Human Resources
Management; and more precisely, how they are impacted and changed during the pandemic.
We analyzed how Global IT Companies are reacting and using analytics as a tool that helps
them in their day-to-day operations, representing some used models and patterns.

Kak aHaau3bT HAa JaHHU MOMAra Ha YNPaBJeHNHeTO B CUTYallMsl HA IJ100a/1HA MaH1eMUs
[TponpmxaBamara mangemuss COVID-19 oka3za orpoMHO BB3JCHCTBHE BBpPXY OH3HEC
OpraHu3aIMUTe, TPABUTEICTBATA U XOpaTa 1o Ieus CBAT. be3 3HaueHne gaiu cTaBa BBIIPOC
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3a myOnMYHa MM YacTHAa OpraHW3alysl, PHKOBOAUTEIUTE M MEHHIKBPUTE MPOMEHHXA
HOJXO/IUTE Ha yIIpaBlIeHUE, CTAHJApPTHUTE ONEepaLlii, HAYMHA HA KOMYHUKAIU, IPOLECUTE U
npoueaypure. B tazu ctaTus € aHanu3upaHo Bb3ACHCTBUETO HA aHAJIM3a HA JIaHHU BHPXY JBa
OCHOBHH CTbHJI0A Ha YIIPaBJIEHUETO, U II0-KOHKPETHO: OU3HEC ONEpallMUTe U YIPABICHUETO Ha
YOBEUIKUTE pecypcH. AHanu3upa ce Kak riaodannure UT koMnanuu pearupar v U3M0J3Bar
aHaJIu3a Ha JAHHU KaTO MHCTPYMEHT, KOWTO UM IOMara B €KEJHEBHUTE OIepaluu, KaTo ce
IpeJCTaBUXa HAKOM U3IMOJI3BAaHU MOJIENIN ¥ 3aKOHOMEPHOCTH.

['8. Crymuu, nyOnMKyBaHM B HAy4dyHU WU3JaHus, pedepupaHd U HUHIACKCUPAHU B
CBETOBHOM3BECTHU 0a3u JaHHU C HayyHa UH(OpMaIus

I'.8.1 Radev, R. “Strategic Entrepreneurship as a Main Factor for the Development of
Economic Zones in Bulgaria”. Economic Studies Journal, 2022, issue 5.

Although the field of strategic entrepreneurship in business organizations is well-established, it
is relatively understudied in government organizations and NGOs. It is even more understudied
as regards economic zones. The main goal of this article is to prove the leading role of strategic
entrepreneurship in developing economic zones. In view of achieving this goal, the article
presents the main types of economic zones and the factors for developing their competitiveness.
Three main stakeholder organizations related to the economic zones are set forth, considering
their characteristic Entrepreneurship-Strategic Management Interface — ESMI. A theoretical
framework of strategic entrepreneurship in economic zones is proposed, and qualitative
research is carried out by considering two case studies in Bulgaria. These two cases differ in
ownership (public and private), goals, strategies, and management. The research results show
the importance of strategic entrepreneurship as a factor in the development of economic zones
in Bulgaria. This significance is manifested in both surveyed organizations.

Crparernueckoro npeanpuemMadyecTsa Kato GakTop 3a pa3BUTHETO HA HKOHOMHYECKUTe
3004 B buarapus

Brrpeku ue TeMata 3a CTpaTernuecKoTo MpeanprueMayecTBO B OM3HEC OpraHu3aluuTe e 100pe
M03HATA, T4 € CPABHUTEIHO cJ1a0bo nmpoyueHa B npaButencTBeHuTe opranusanuu u HITO. Ts e
olIe Mo-cj1abo MPOyYEHO MO OTHOLIEHHE Ha MKOHOMMYEeCKUTe 30HU. OCHOBHATA LIeJ Ha Ta3u
CTaTHs € J1a JOKaXke BOJEIIATa PO Ha CTPATErM4eCKOTO IPEANPUEMAYECTBO B PA3BUTHETO HA
MKOHOMMUECKUTE 30HU. C orjex Ha MOCTUTaHETO Ha Ta3W LNl B CTyQuATa ca MPEICTaBEHU
OCHOBHHUTE BHJIOB€ HWKOHOMHYECKH 30HH H (1)aKTOpI/ITC 3a Ppa3sBUTUC Ha TIXHATa
KOHKYPEHTOCIIOCOOHOCT. I3BeeHM ca TpM OCHOBHM OpraHu3alid (3auHTEPECOBAHUTE
CTpaHu), CBbP3aHU C UKOHOMHYECKHUTE 30HU, KaTO CE OTUUTA XapaKTEPHUST 3a TAX UHTepdeiic
,IIpeanpuemMadecTBo-cTparernyecko ynpanienue — ESMI“. TIpennoxena e reopeTuHa pamka
Ha CTPATCTUYCCKOTO NMpCANIPUEMAYCCTBO B MKOHOMHUYCCKUTE 30HU U € IPOBCACHO KAYECCTBCHO
n3cieaBaHe, KaTo ca pasriieJaHu JBa Ka3yca B beirapus. Te3u n1Ba ciydas ce pazindasar 1o
OTHOIIEHHE Ha cOOCTBEHOCTTA (IMyOJIMYHA U YacTHA), HEJINUTEe, CTPATETUUTE U YIIPABICHHUETO.
Pesynrarure OT uU3CneABaHETO CBUJETEICTBAT 3a 3HAUYEHUETO HA CTPATETHYECKOTO
MpearprueMadyecTBo KaTo (GakTop 3a pa3BUTUETO HA UKOHOMUYECKUTE 30HU B bbarapus. Tazu
3HAYUMOCT C€ MPOSBSABA B Pa3jIM4Ha CTEIECH U B JBETE U3CIEABAaHU OPraHU3aLINN.

E.20. [IyOonukyBaH yHUBEPCUTETCKU YI€OHUIIH

E.20.1. Panes, P., brnaroes, /1., [lumutpos, K. u xonektuB. Mxonomuxa Ha npednpusmuemo,
Asanrapn npuHT, 2023, [ISBN 978-619-239-858-3, 14 craBTOpa: naBa 1; rmasa 6; rmasa 16 (0e3
T.4); TaBa 22; riasa 24.

B nvpeama enasa npeaAnpuATHETO e NPEACTABS KaTO OCHOBHA CTPYKTYpHA U MKOHOMHYECKA
equHuna. B Tasum BpB3ka ce nedpuHMpar oOXBara HA AUCHHUIUIMHATA ,,JIKOHOMHKA Ha
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MPEANPHUATHETO , KaTO Ce M3BEXKIAT HEHHHUAT OOCKT W mpeamMer. M3scHsABaT ce MOHSATHUATA
¢dbupma, Ou3HEC M MpEANpuUATHE, KaTO C€ OTKPOsSBa OOIIOTO U PA3TUYHOTO MEXIY THAX.
[IpencraBs ce cucteMHaTa XapakTEpUCTUKA Ha MIPEAIIPUATHETO U HA HETOBaTa MKOHOMUYECKA
neitHoct. B wecma 2naséa ce uaeHTU(UUUpaT (QakTOpuTe HaA BBHIIHATA Cpela Ha
NPEANPUITUETO, KOUTO OKa3BaT BIMSHUE BBPXY HEroBara JEWHOCT M HKOHOMHUYECKHU
pesynratu. [llecmuaiicema 2nasa € MOCBETEHA HA JIOTUCTUYHUTE MPOLECH B MPEIIPUITUETO.
Heaticem u emopa 2nasa nNpeacTaBs 0COOEHOCTUTE M BaKHOCTTA Ha IMPOJYKTOBO-TIA3apHUS
npodun U mpousBojACTBEeHaTa IMporpaMa. M3Bexa ce KIIYOBOTO MSCTO Ha IMPOJIYKTOBO-
naszapHusi Npogui B MKOHOMHYECKaTa NEHHOCT Ha MPeNnpusTHETO. /[aticem u uemsvbpma
2nasa MPEACTaBsi Bb3MOXKHHUTE BapUaHTH, Ype3 KOUTO MPEANPHUSATHETO MOKE Ja MOCTUTHE
MKOHOMHYECKHU PACTEX, U3pa3eH B HApaCTBaHE Ha MPUXOAUTE U mevandara. B Ta3u Bpb3ka ce
pasriiexaar 4yerupute 0a30BM BapHaHTa Ha MPOAYKTOBO-TA3apHU CTPATETUU, Ype3 KOUTO
MPEANPUATUETO MOXKE 1O IOCTUTHE pacTeX — Ia3apHO IPOHUKBAHE, I1a3apHO Pa3BUTHE,
MIPOJYKTOBO Pa3BUTHE U AUBEpCUDUKAIIHSL.

Economics of the enterprise

In the first chapter, the enterprise is presented as a basic structural and economic unit. In this
connection, the scope of the discipline "Economics of the Enterprise™ is defined, outlining its
object and subject. The concepts of firm, business and enterprise are clarified, highlighting the
commonalities and differences between them. The systematic characteristics of the enterprise
and its economic activity are presented. Chapter six identifies the factors of the enterprise's
external environment that influence its activities and economic performance. The twenty-second
chapter presents the characteristics and importance of the product-market profile and the
production program. The key place of the product-market profile in the economic activity of
the enterprise is highlighted. The twenty-fourth chapter presents the possible options through
which the enterprise can achieve economic growth in terms of revenue and profit growth. In
this regard, the four basic options of product-market strategies through which the enterprise can
achieve growth - market penetration, market development, product development, and
diversification - are examined.

E.20.2. Panes, P., bnaroes, /l., lumutpos, K. Hxonomuxa na npeonpusmuemo, yaeOHUK 32
nucTaHroHHa hopma Ha oOyuenue, Mznatencku komruiekc YHCC, 2023, ISBN, 14 craBTopa:
naBa 1; riaBa 6; rinaBa 16 (6e3 1.4); rnasa 21; riasa 23.

Ilvpsa 2onasa npedcmass TPEANPUATHETO KAaTO OCHOBHA CTPYKTYpHa M HKOHOMMYECKA
eIMHUIIA; AeQUHUPAT C€ TMOHATHETO MPEANPHUATUS U HETOBUTE POJIOBHU MOHSATHUS - ThPrOBEIl,
(bupma OU3HEC U IPEANPUITHE; TTPEICTABIT C€ 0COOCHOCTUTE Ha (PYHKITMOHATHUS U TIPOLIECHHUS
nmoaxon; o0OCHOBaBa ce HEOOXOIMMOCTTa OT MPUEMAHETO Ha CHCTEMHHUS TMOJAXOJ Ha
pasriiexaaHe Ha mnpennpustuero. [llecma enaséa pasriexna npoOieMHuTe, KOUTO Kacast
(dakTopuTe HAa MUKPO U MAaKpO cpeiaTa, KaTo ce OMpeielis BIUSHUETO, KOETO T€ OKa3BaT BHPXY
NeHOCTTa HA MPEANpUATHITA U TEXHUTE pe3ynTatu. B wecmnaiicema 2nasa ca pazeneoanu
JIOTUCTUYHHUTE TPOLIECH B IPEANPUITHETO. /[6aticem u nvpsa 21asa onpeoeis BaXXHOCTTA Ha
MPOYKTOBO-TIa3apHUs TTPO(IIT ¥ IPOU3BOICTBEHATA MMPOTpaMa KaTo KIIOYOBH TOHSTHS U Ce
pasriaexaar TEXHUTE OCHOBHU XapaKTEPUCTHKU. /Jleaticem u mpema e2naea 3ano3Hasd
cmyoenmume U3MEPUTEIINTE HA PACTEXa U HETOBUTE OCHOBHU ACTIEKTH.

Economics of the enterprise

The first chapter introduces the enterprise as a basic structural and economic unit; defines the
concept of enterprises and its generic concepts - trader, business firm and enterprise; presents
the features of the functional and process approach; justifies the need to adopt a systematic
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approach to the consideration of the enterprise. The sixth chapter deals with the problems
concerning the factors of micro and macro environment, determining the influence they have
on the activity of enterprises and their results. Chapter twenty-one identifies the importance of
the product-market profile and the production program as a key concept and discusses their
main characteristics. The twenty-third chapter introduces students to the measures of growth
and its main aspects.

E.20.3. Panes, P. busnec cmpameeuu — yuebnux 3a oucmanyuonna goopma Ha ooyuerue (BTOpo
npepaboTeHo u TonbJIHeHO u3nanue), M3narencku komruiekc YHCC, ISBN 2024.

I'maBHaTa men Ha y4eOHHMKA € J1a MIOMOTHE CTYJCHTUTE OT CIEHHAIHOCT ,,JIkoHOMHKA” ma
NPUIOOHAT 3316I00UEHH TEOPETHYHH TO3HAHUS U MTPAKTUYECKH yMEHHI B 00J1acTTa Ha OM3HEC
crparerud. B Ta3um BpB3Ka Te MMaT BB3MOXKHOCT: Jla pa30Oupar OM3HEC CTpaTerusra Karo
KOMILIEKCHO TIOHSITHE; J1a TO3HABAT CJIEMEHTUTE, XapaKTEPUCTHKUTE U KPUTEPHHTE 32 OL[CHKA
Ha OM3HEC CTpAaTeruUTe, KaKTO U Jia WACHTH()UIMPAT KIFOUYOBUTE Py HHTEPECH CBBP3aHHU C
TAX; Ja TpuUjaraT CTPaTeTHYecKusi OW3HEC MEHW/IKMBHT, KaTO MOJEN Ha ThpCEHE Ha
CHBBPIICHCTBO Ha OM3HECA; Ja MOTaT Jla yCTAHOBSBAT CTpaTernyeckaTa rmo3unus Ha OM3Heca;
na neUHUpAT HEroBaTa IOCOKAa Ha pa3BHUTHE; Ja (HOpPMyIUpaT KOHKYPEHTHHTE OHM3HEC
CTpaTeruv M MPOJYKTOBO-TIA3aPHUTE CTPATETMU 33 PACTEekK, KATO OTYATAT KOHKYpPEHTHATa
no3unus Ha OW3HeEca; Ja MO3HAaBaT BapHaHTHUTE HA TPAJAWLIMOHHHTE M OcoOeHH (opmu Ha
UHTEerpanus; 1a pasoupar cpabpxkanuero Ha Mumycrpus 4.0 u Unaycrpus 5.0 m kakBa e
BpB3KaTa UM C OM3HEC CTpATETUUTE.

Y4eOHUKBT € CTPYKTYpUpaH B OCeM IJlaBU (C €1Ha MOBeYe B CPABHEHHE C MPEAMUIIHOTO
U3JIaHUE), KaTo C BCSKA €IHA OT TAX C€ M3IBJIHABA ONpeAeieHa crnenuduyHa 3a1ada, KosSTo
CIIOCOOCTBA 32 M3ITBJIHEHUETO Ha TJIaBHATA IIeJl, KOATO CH IOCTaBsi. Mex 1y JBeTe U3AaHUus €
HAJIMIE CEepPHO3HA pa3iMKa IO OTHOUICHHATAa W CTPYKTypaTa UM, KOSTO CE€ U3pa3siBa BbHB
BBBEJICHU HOBH IJIaBU, QUTYpU TaOJIMIM, IIOAXOAN, METOIU U noBede OT 150 cTpaHuIM HOBO
ChIbpIKAHUE.

Business strategies

The main objective of the textbook is to help students of Economics acquire in-depth theoretical
knowledge and practical skills in the field of business strategies. In this regard, they will be able
to: understand business strategy as a complex concept; know the elements, characteristics and
evaluation criteria of business strategies, as well as identify the key interest groups associated
with them; apply strategic business management as a model for searching business excellence;
be able to establish the strategic position of a business; define its direction of development;
formulate competitive strategies and product-market growth strategies, taking into account the
competitive position of the business.

The textbook is structured in eight chapters (one more than the previous edition), with each
chapter fulfilling a specific task that contributes to completing the main objective. There is a
significant difference between the two editions (first and second ones) in their structuring,
introduction of new chapters, figures tables, approaches, methods, and more than 150 pages of
new content.



