PE3IOMETA
HA HAYYHUTE TPYJOBE

(KOI/ITO HE€ MOBTAPAT NPEACTABCHUTE 3a l'[pI/IL[OGI/IBaHe Ha 06pa30BaTeJ’lHa H HAYYHA CTEICH

»10KTOP“ 1 32 3aeMaHe HA aKAJIeMHUYHA b KHOCT ,,[JIABEH aCUCTEHT*)

BBB BPB3Ka C KOHKYPC 3a aKaJeMUYHaTa JUIbXHOCT ,,JOIIEHT * 110 HarpasieHnue 3.8. FikoHomuka,
Hay4YHa CIHenuamHoCcT MapkeTuHr (mpojakOeHu mpomouuu), mybnukysan B [IB, Op. 69 ot

16.08.2024 .

l. XaOwIMTanMoHeH Tpyx — MOHorpagus.

Kocranunosa, E. (2024). ,,Cnienuukn Ha MAPKETHUHIa HA OPraHU3AIMNTE C HECTOMAHCKA e B

Bbouarapus“, U3narencku kommiexke YHCC, 2024, ISBN - 978-619-232-799-6.

Mouorpadusra, mnpeacTaBeHa KaTo XaOWIMTAIMOHEH TpPYA MPEACTaBIsIBa MHOTOMETOIHO
U3cleIBaHe BbPXY MPUIOKEHUETO Ha MApKETHUHIOBaTa KOHIIETIUS OT aKTUBHUTE OPTaHU3aIUH C
HecTomnaHncka 1en B bearapus. B mppBara wact Ha MoHOTpadusaTa € pa3rieaHo € pa3mupsIBaHETO
Ha MapKETHMHTOBaTa KOHIICMIUS KbM HECTOMAHCKUTE OpPTaHHM3AIH, YAHTO OCHOBEH MOTHUB 3a
CHILIECTBYBaHEe HE € TeHepupaHeTo Ha meuanba. [loctaBeH € akleHT BbpPXY ajanTanusTa Ha
MapKETUHTOBUTE MPUHIIUITH U MOHATHS (KaTo MPOIYKTH, IIeJIeBU Ma3apH) 3a HECTOMAHCKH 1enu. B
Ta3W 4acT Ha MOHOTpaUIHUS TPY]I Ca ONMMCAHU TIOJIEMUKUTE OKOJIO pa3liupeHaTa qehuHUINS Ha
MapKEeTHHTa, BKIIOYUTEITHO apTyMEHTUTE 32 M IPOTUB BKIIOYBAHETO HA COIIMAITHU M HECTOMIAHCKU
ACTeKTH B MapKETHHTOBUTE JEHHOCTU. 3acThIIBa C€ T€3aTa, Y€ CUCTEMHOTO MPEeKCIIOHUPaHe Ha
KIIMEHTCKUTE HYKIM KaTO OCHOBHA OpraHU3allMOHHA IIeNl, YTBBPJACHO B aKaJeMHUYHOTO H
VIIPABJIEHCKOTO MHUCJICHE, € HEYMECTHO B HECTOIAHCKH KOHTEKCT M 4€ UCTHMHCKHA MapKETHHTOBO
OPUEHTHUPAHUTE OpraHU3aIlMU OaJaHCHpaT MEXIy W3HCKBAHUATA HAa KIIMCHTUTE W IICJUTE Ha
opranm3zanusaTa. BbB BropaTa yacT Ha MOHOTpaduaTa € OMUcaHa U 00OCHOBaHA METOIOJIOTHUSTA
Ha U3CJICJIBAHETO, MPEACTABEHU Ca OCHOBHUTE U3CIEA0BATEIICKU BBIIPOCH, IehUHUpaHH ca 00eKTa
U TIpeJiMeTa Ha M3clieiBaHeTO. B mbpBara (aza Ha M3CIEIBAHETO ca TMPOBENCHH IHIOOYHHHU
WHTEPBIOTAa MEHU/DKBPU Ha HECTOIIAHCKU OpTaHW3aIiY OT pa3iIndHu chepy, a BbB BTopata (asa e
MPOBEJICHO TMPEACTABUTETHO KOJIUYECTBEHO JOINUTBAHE Cpel AaKTHUBHUTE OpraHu3alud ¢

HCCTOIIaHCKa IICJI B B’bJIFapI/I}I, PEruCTprupaHu B O6H.ICCTBCH8. moa3a. B Ta3u yacT Ha MOHOTpa(I)I/IHTa



ca ONHWCaHU W MPEAU3BHKATENICTBATa Mpel] ChCTABIHETO HAa OCHOBAaTa Ha H3BaJKaTra 4pe3
OTCSIBAHETO HAa AKTUBHUTE OPraHU3allud C HECTONAHCKa UEN Cpel JECETKUTE XWJISIU
peructpupanu takuBa. [IpencraBeHa e ajantupaHa cKajla 3a U3CJICABAHETO HA MAPKETUHIOBATA
OpHMEHTALIMS Ha OPTaHU3AlMU C HECTOMAHCKa 1]l U € ONKcaHa MpolieaypaTa o U3JIbYBaHETO Ha
cly4yaiiHaTa W3BajKa. TperaTa 4acT Ha Tpyda IPEACTaBIsiBA MOAPOOCH aHAIM3 Ha ChOpaHUTE
JJAHHU OT U3CJICIBAHETO HA MAapPKETUHTOBUTE MPAKTUKM HA OPraHU3alUHUTE C HECTOIIAHCKA LET B
beirapus. WutepBroTaTta paskpuBaT, 4Y€ IMPUIAraHETO HAa MApPKETUHIOBaTa KOHLENUUA €
MPEM3BUKATEIICTBO, Thil KAaTO MOBEYETO OpPTaHU3AIMU Ca M3ISUIO0 3aBUCMMH OT IPOEKTHO
(¢buHaHCUpaHe, KOETO UJBa ChC CTPOT'HM KOMYHUKAIIMOHHH PaMKH, & MapKETUHTOBUTE Pa3XOau
OOWMKHOBEHO CE€ CTUTMATU3HUPAT U HE CE CYUTAT JIOIYCTUMU 32 GUHAHCHPAHE, KOETO € SICHO U3Pa3cH
W3TOYHUK HA HEYJOBJIETBOPEHOCT CpEl MEHH/KBPUTE HA HECTONAHCKU OpraHU3aldH.
TengeHuMsATa aa c€ MPEANOYUTAT OPTraHU3alMH, KOUTO MOJAbPKAT HUCKH aJIMUHUCTPATUBHU
pasxoaM, € WACHTH(HUIMpaHa KaTO CEepHO3HA Mpedyka IMpea INMPUIaraHeTo Ha IOCieIoBaTeIHa
MapKETUHIOBa CTPATEeTUs U M3TPAXIAHETO HAa HOY-Xay B Ta3W oOsact. B Ta3u wact Ha Tpyna ce
BBBEXK1a, 000OCHOBABA M OTECPAIlMOHATIU3NPA ITOHATHETO ,,0PHCHTAIUS KbM BB3JICHCTBUE, KOCTO
MojyepTaBa 4Y€ HECTONAHCKUTE OpraHv3alMyd HMMaT 3a CBOSI OCHOBHA 1€ Jla MPOMEHST
3a00MKasIaTa cpeaa, 3a pa3jiuka OT OM3HEC OPTaHU3alUNUTEe, KOUTO LIETAT J1a ce aAanTupaT KbM
Hes. C momorrra Ha (aKTOpPEeH aHaJIN3, OPUEHTALUATA KbM BB3ICUCTBHUE € HACHTU(PHUIIUPaHA KaToO
OCHOBHO M3MEPEHUE HAa MAPKETUHIOBATA OPUEHTAIIMSI HA OPraHU3alMUTE C HECTOMAHCKA LIEJ U €
dbopMynupaHa XHUIOTE3aTa, Y€ HECTOMAHCKUTE OpPTraHMU3allMH, KOUTO HMAT OpPUEHTAIUS KbM

BB3ICHCTBUE € IMO-BCPOATHO a UMAT U MAPKETUHI'OBA OpUCHTALUS.

1. I[My6aukyBana kHUTra Ha 06a3aTa Ha 3alllUTEH JUCEPTALMOHEH TPY/I.

KocranunoBa, E., "Ilazapua uim opana cermentamus” (2024). 3parencku KOMIUIEKC —

YHCC; 2024, ISBN - 978-619-232-805 4

Knaurara ananusupa nmpo0iaema 3a HATUIUETO Ha OpaH/I CETMEHTAIIHS Ha Ma3apa Ha MOTPEOUTEIICKT
MPOAYKTH. B Hes ca M3BeICHH TEOPETUIHUTE OCHOBU M €BOJIIOIMSATA HAa KOHIICIIIUATA 32 TTa3apHa
CerMeHTaIus - OT O6a3upaHe Ha JeMorpadCcKu XapaKTePUCTHKHU O ChbBPEMEHHHUTE TICHXOTpad)CKu
Y TIOBEJIEHYECKH MOAXO0AU. B M3cnenBaHeTo € MPHUIIOKEH MOIX0/1a, KOMTO BKIIOYBA U3MOI3BAHETO

Ha MHOXecTBO Habopu or manHm (MSoD — many sets of data), koiito KoHTpacTupa cC



TPaIUITMOHHUS TTOJXO0]] 32 U3I0JI3BaHe Ha eauH Ha0op ot manHM (SSoD — single set of data), Bb3
OCHOBATa, Ha KOUTO ce MPaBAT MO-IIUPOKH U3BOAM OTHOCHO M3CIIEABAHMS MPOOJIEM U MPU KOUTO
pe3ynTaTuTe pSAAKO WMAT TpaliHa o0oOmaBama crmocoOHocT. lleHTpannara xumore3a Ha
M3CIICBAHETO TJIaCH, Y€ HsIMa CErMCHTAIlMsS Ha pPaBHHMINE OTIACIHM MapKd M OWBa TECTBaHA
EMIIMPUYHO YPe3 aHAJIU3 Ha MICHXOrpadCKuTe U aeMorpadckuTe Npodrin Ha MOTPeOUTEIUTE Ha
YETHPU KATErOpuH OBP3000OPOTHH MPOIYKTH K TPH KATETOPUU IBITOTPARHU TPOIYKTH.
OCHOBHHTE 3aKJIIOYCHHS OT W3CIEABAHETO Ca, Y€ KaTO MPABWIIO JIMIICBA YIPABJICHCKH 3HAYMMA
OpaHji cerMeHTalus M 4Ye €(PEeKTUBHOTO M3IMOJI3BaHE HA TOJIXOIWTE 3a CErMCHTAIMS HW3HCKBA
M03HABaHE HA OCHOBHHTE XapaKTEPUCTHUKU Ha KIMEHTCKaTta 0a3a, a HE Ha Pa3lIU4usATa MEXKIY
Mapkute. KHurara o0o01aBa 3HaYCHHETO HA PEATMCTUYHOTO Pa3riICKIaHEe HA CETMEHTAIIUATA,

KaTo ce (oKycupa BbpXy HEHHOTO MPAKTUUYECKO MPHIIOKEHUE B MAPKETHHTA.

I11. Ily0nukyBanu aBe IJ1aBH OT KOJeKTHBHA MOHOrpadusi.

XKenes, C., Mnanenosa, I'., Kocragunosa, E. u Cronmenosa, b. (2018). I'naBa mepBa u riaBa
4eTBHPTa OT MOHOTPa(dUsi ChC 3arjiaBUe ,,3eJI€HOTO MOTPedIeHne y HAC: HATJIACH, HAMepeHUsI
U aeiicrBuTeIHO moBeaeHue; Vznarencku komruieke — YHCC; b, ctp.11-61, ISBN: 978-619-

232-698-2

KonexktuBHata moHorpadus € mocBereHa Ha mpobjemMa Ha T. Hap. ,,3€JIEHO" TOTpeOIeHue, KaTo
moJz ,,3eNIeH0” TMOTpedieHne ce pa3dupa TakoBa, MPH KOETO KYIyBaHETO, CBHXPAHEHHUETO,
M3MOI3BaHETO U OCBOOOXKIABAaHETO OT M3IOJI3BaHHS MPOAYKT € ChOOpa3eHO ¢ OMa3BaHETO Ha
OKONTHATa cpena. B kHurara ca aHajgu3WpaHH HarllacUTe, HAMEPEHHUATa U JIEHCTBUTEIHOTO

ITOBCACHHC Ha HOTpe6I/ITeHI/ITe B B’bﬂl"apl/lﬂ.

1. T'maBa mbpBa € o3ariaBeHa ,,0030p Ha TEOPETUYHU U3TOUYHUIIN U MPEIXOAHH EMIHUPUIHU
W3CIeABAaHMUS BBPXY 3€JICHOTO MOTpeONieHHe W pas3riiexk/a KOHIEMIIMUTE EKOJIOTHYHO
MOBEJICHNE U 3€JICHO MOTpeOIeHNe, KIIFOYOBH aCIeKTH KaTo MHGOPMHUPAHOCT, HATJIacu U
neicTBus. B chiara rimaBa ce pasriexaar OCHOBHUTE 00JIaCTH Ha yCTOMYMBO MOBEEHUE
KaTo MpHJIBIKBaHE, KIIUIIE, 00JIEKII0, XpaHa, 3/jpaBeona3BaHe, 00pa3oBaHUe U OTIUX,
KaTo BCEKH OT TE3H aCMEKTH € 00BbP3aH C KOHKPETHH eKOJOTHYHU pobiemu. HampaseH e
0030p Ha OCHOBHHUTE MOJEIM U TEOpPHUH B 00JacTTa Ha YCTOMYMBOTO MOTPEOUTENICKO

MMOBEACHUEC, MPEACTABCHHU Ca OCHOBHHUTC (i)aKTOPI/I, KOWUTO BJIUAAT BBPXY HArjlaCuTe u



JEUCTBUTETHOTO 3€JIEHO MOTPEOUTENICKO TOBEICHUE U Cca pa3IiielaHd PAa3JIMYHU CKaJM 3a
OLICHKA HA €KOJIOTUYHUTE HAIJIaCu U NOBEJCHUE.

2. YerbprTa I11aBa OT KOJIEKTHBHAaTa MOHOTpadus € o3ariiaBeHa ,,/JloMaknHCKUTE OTHaIbIH
U Tpejsara rnories Bbpxy HoTpeOUTEICKUTE HaBULIM U NIPEIN3BUKATEICTBATa, CBBP3AaHU C
YIPaBJIEHUETO HAa JOMAaKUHCKUTE OTHAABIH, KaTO [IOCTaBs aKLIEHT BbPXY HEOOXOAMMOCTTA
OT TOBEJEHYECKHM IPOMEHU U MNOAXOASIIM CTUMYJM 32 HachbpyaBaHE Ha ,,3€JIEHO
noBefeHune. [1aBaTa oOxBala MOTPEOUTEICKUTE IPAKTUKHU, CBBP3aHU C U3I0JI3BAHETO HA
IUIACTMACOBH TOPOMYKM M BB3MOKHOCTUTE 3a 3aMsHA C YCTOMYMBHU alITEPHATUBH;
U3cIeaABaT ce€ METOJUTE, KOMTO JOMAKMHCTBATa U3I0JI3BAT 3a CIIPaBsSHE C OTHAIbLH KaTO
crapu MeOenu, OaTepuy, JOMaKUHCKU YpPEeOu M JIEKapCTBa, aHAIU3Upa C€ CTENEHTa Ha
WH(GOPMHUPAHOCT, HATJIACUTE M TOBEJACHUETO Ha JOMAaKHMHCTBATa CHPSMO Pa3JeHOTO
U3XBBPIIIHE Ha OTHaabUM. B chllara riiaBa ce aHanu3upa U TEHACHLUATA 32 U3XBBPIISIHE
Ha XpaHa M IPUYMHUTE 3a TOBA, KAaKTO M BB3MOXXHUTE HAUYMHU 3a HaMaJsBaHE Ha
pasxuuieHreTo. Tyk ce 00ChXKJa U HATPYNBAaHETO HA BELU, KOMTO HE CE WM3IOI3BAT U
HarjlacuTe Ha NOTpPeOUTENUTE KbM JapsABaHe, NMpEenpoaakda WiIM U3XBBPJSHE Ha TE3U
Bemd. OCHOBHUTE U3BOJIM €4, Ye TIOBEJICHUETO HA MOTPEOUTEINTE YECTO € B IPOTUBOpEUNE
C HarjacuTe UM — BBIIPEKH OCH3HABAHETO Ha HEOOXOIUMOCTTA OT YCTOHUMBU NMPAKTHKH,
peaylHuTe NeUCTBUS YECTO Ca HEMOCE0BATEIHN, & KOHTEKCTYaIHHU (DaKTOPH KaTo JOCTHII
10 UHPPACTPyKTypa 3a pa3/eNHO ChOMpaHe M COLMAIHATA Cpela OKa3BaT 3HAYMTEIHO

BJIMAHHUC BbPXY NOBCACHUCTO Ha HOTpe6I/ITeJ'H/ITC.

IV. Ily0iauKkyBaH YHMBepPCHUTETCKH YUYeOHHUK.

Kocraaunosa, E., ,,IIpoMmounona nu nporpamu u kammnanuu” (2024). U3patencku KOMILIEKC

- YHCC; 2024, ISBN 978-619-232-853-5

Y4eOHUKBT ChC 3ariaBue ,,JI[poOMOLMOHATHM TPOrpaMu U KaMIaHUU® € MBPBHUAT y4eOHUK B
Bbwarapusi, nocBeTeH Ha TeMaTa Ha MPOJaKOCHUTE TPOMOLIMH U €JHA OT MAJIKOTO CIIEIIMATU3UPaHU
KHUTY [0 TeMaTa B CBETOBEH Mamad. Y4YeOHUKBT € MOCBETeH Ha TeopusiTa, MeXaHWKaTa U
YIPABJIEHUETO Ha MPOAAKOEHUTE NPOMOLMH, 3a KOUTO C€ M3pa3Xo[Ba HAW-TOJIIMA 4YacT OT
MapKEeTUHTOBUTE OrojkeTH Ha ¢Gupmurte. [IbpBara riaBa Ha yueOHHMKA H3CJe/BAa IPOMEHHUTE B

nmasapa, ONpCAU3BUKAHHU OT JOMHHAIHATA Ha TOJCMUTC THPIrOBCKHU BCPUIH. B Ta3u yact ca



AHAJIM3UPAHU MOCIEAULUTE OT HAPACTBALLOTO BJIUSHHUE HAa TOJEMUTE THPrOBCKH BEPUTH 3a
JOCTaBYMUIIUTE, CPEJl KOUTO HATHCK BbpPXY LIEHUTE, HApacCTBaHE Ha pa3XoJUTe 3a MPOMOLUU U
yBEJIMYEHATa 3aBUCUMOCT OT KJIFOYOBU THPrOBCKU MAPTHHOPU. J{MCKyTHpaT ce U NOCIEAULIUTE 3a
MOTpEOUTENUTE, 32 KOUTO MOJEPHUTE THPrOBIM MPEIOCTABAT BCEe MOBeue yA00CTBa U M300p, HO
CHILIEBPEMEHHO OMXa MOTJM U Ja OrpaHHyaT Pa3zHOOOPa3UETO OT MpeAsiaraHd MPOAYKTH, KaTo
MapruHAJIU3UPAT MO-MAJKUTE MMPOU3BOANUTENIN. BB BTOpaTa rinaBa Ha ydeOHUKA ca pasrielaHH
ponute W (QYHKUMUTE Ha NPONAKOCHHTE NPOMOLMHU, TAXHATA THUIOJOTUS M CIEUU(PUIHU
MOTHBAIIMM U HYXKIH, KOUTO OOCIIY)KBaT CIOpe] IiejieBaTa cu ayautopus. Tperata riaBa e
[IOCBETEHA HA IUIAHMPAHETO HA MPOMOLMOHAIHUTE KaMIIaHWU, ONMCAHU Ca LIeJIUTEe, CBbP3aHU C
IIPUBJIMYAHE HA HOBU KJIMEHTH, 3aJbpKaHe Ha ChIIECTBYBAIUTE U YBEJIMYaBaHE HAa YECTOTaTa Ha
MOKyNKuTe. YeTBbpTaTa IJIaBa pas3riex]a LIEHOBUTE IMPOMOIMHM KAaTO MOILEH MHCTPYMEHT 3a
CTUMYJIMpaHe Ha KPaTKOCPOYHHUTE MPOAaKOM, HO M KAaTO HOCUTEN Ha PUCK 3a ABITOCPOYHATA
LIEHHOCT Ha Mapkara. Pa3rienanu ca OCHOBHM TUIIOBE LIEHOBU IIPOMOLIUU KaTO JUPEKTHU LIEHOBU
HaMaJICHHsI, KYIIOHH 32 OTCTBIIKA, pabaTH U Ap., KAKTO U €(PEKTUTE OT PAMKHPAHETO Ha LICHUTE
BbpXY IOBEJCHUETO Ha MoTpeduTenuTe. B Tasu riaBa ca MOCOYEHHM OCHOBHUTE METPUKU U
MOJIXO/IU 32 OIIEHKA Ha Pe3yJATaTHTE OT LIEHOBUTE MPOMOLIMHU U TSIXHOTO MO-100po yrpasieHue. B
meTa riaBa ce AWCKYTUpAT pa3IuvHu (opMaTh Ha HEIEHOBU MPOMOILIMK KaTo MPOTpamH 3a
JIOSUTHOCT, MOCTpPH, O€3IJIaTHU MTOapblIY, JIOTapuu U p. Pasriexaar ce ycioBusTa 3a yCleuHoTo
UM pealu3upaHe, BKIIOYUTENHO OlO/pKeTupaHe, H300p Ha Harpaad U H3MOJ3BaHE Ha
reiimu¢ukarus. [llecra riaBa e mocBereHa Ha ThPrOBCKUTE MPOMOILIMU KAaTO OTCTBIKH, O0yUeHHS
Ha THPTOBCKUS MIEPCOHAI, POMOILIMOHAIIHY MaTepUalld Ha MecTaTa 3a nmpojaxoa u ap. Tas3u riasa
pasmiexaa B AbJOOYMHA UYYBCTBUTEJIHATA TeMa 3a CIOKHUTE B3aMMOOTHOUICHHSI MEXIY
MIPOU3BOJIUTENINTE U THPrOBLIUTE, B KOUTO THPrOBCKUTE MPOMOLMU YECTO CE€ pa3riIekAaT KaTo
,»lleHaTa Ha TOBa Jia mpaBuIl OusHec*. [IpeanoxeHn ca moaxo 1 3a MOCTUTaHEe Ha B3aMMHOU3TO/THH
YCJIOBHS B MPETOBOPUTE MEXKAY ThProBIM M npousBoautenu. IlocieqHara yact Ha yueOHHKaA €
MIOCBETEHAa Ha pEryJaluuTe, KOUTO KOHTPOJUPAT H3I0JI3BAHETO HA MPOMOLMHU M 3aIUTaBaT

HOTpe6I/ITeJ'II/ITe OT HCJIOAJIHU ThPTrOBCKHU ITPAKTHKH.

V. Cratum, ny0JIMKYBaHH B HAYYHH CIIUCAHMS, pe)epUPAHU M HHAEKCUPAHU B IPYTH

MesKIYHAPOAHHU 0a3M JaHHU ¢ HAYYHA HH(OPMALUS.



1. Kostadinova, E. Price promotions — the problematic child of marketing, Economic
Alternatives. 2022.

https://www.unwe.bg/eajournal/en/journalissues/article/24302

Crarusra pasriex/a HeHOBUTE MPOMOIIMHU KaTO Ba)XKeH, HO YeCTO Hee()eKTUBEH MHCTPYMEHT B
MapKETHHIoBaTa MPAaKTHKA, MIPEICTABANKHN pe3yJaTaTUTe OT U3CIe/IBaHE BbPXY pPEIICHUATA 32
[ICHOBU MIPOMOIIMH B TOJISIMA KOMITaHUS 332 OTPEOUTENICKU CTOKU B bbarapus, koaTo e muuep
110 I1a3apeH 1571 B 00eM B 0ceM MPOAYKTOBU KaTeropuu. Llenra e ga ce pazdepar MOTUBUTE 331
peIlIeHUsATa 32 IEHOBU MMPOMOIIMHU U KaK T€ C€ ChOTHACAT C MAPKETUHTOBUTE U (PUHAHCOBUTE
[[eJIM Ha KoMITaHuATa. MI3BoiuTe MOKa3BaT, Ye PelIeHusTa 3a IPOMOIIUH YeCTO ca Oa3upaHu Ha
uHepIys U orpaHndeHa wH(opmarus. OCHOBHATA e HA MPOMOLMHUTE € TOCTHTaHeTO Ha
KpPaTKOCPOYHO YBEJIMYCHHE Ha MPOAAKOWTE, [OKATO IBJITOCPOYHHTE €(EeKTH, KaTo
HamalsgBaHe Ha 0a30BHUTE MPOAaKOM M OTClaOBaHE HA KalHWTajla Ha MapKaTa, YeCTO OCTaBaT
u3BbH (hoKyca Ha aHanu3a. Pe3ynTaTute OT M3CiEIBaHETO MOKa3BaT, Ye KOMOMHUPAHETO Ha
LIEHOBH MPOMOLIMU C aKTUBHA PEKJIaMHA KaMIIaHWs BOJU A0 MO-100pu pe3ynraru. JlaHHuTe
JEMOHCTPUPAT 3HAUUTENHHU CIaJI0BE B MPOAAXKOUTE cliel Kpasi Ha MPOMOLMOHAIIHUS TIEPUO],
JIOKATO MPOAYKTUTE, KOUTO ca OMIM aKTUBHO PEKJIaMHUpaHM, YCISBAT Jja 3arassiT MO-BUCOKH
HUBa Ha MPOAAXOU B CpaBHEHHUE C Te3U, KOUTO HE ca pekiaMupanu. M3crneaBaHeTro XBbpIIs
CBETJIMHA BBPXY Bpb3KaTa MEXAY NMPOMOIMHUTE M JIBa OT Hail-ChIIECTBEHUTE MpPOOJIEMU B
ChbBPEMEHHHUS MapKETHHT — KPaTKOCPOUHHUS (DOKYC U JIMIICAaTa Ha U3MEPUMOCT Ha pe3ysITaTuTe

OT MApKCTUHTOBUTC HeﬁHOCTH.

2. Kostadinova, E., Hristov, E. Marketing in the Context of Small Non-profit
Organizations (2023). Economic Alternatives.

https://www.unwe.bg/eajournal/en/journalissues/article/28888

CratusaTa € HOCBETEHAa Ha MNPUIIOKCHUCTO HA KOHICHIOHATA 3a MAPKETUHI' OT MAJIKUTC
HCECTOIIAHCKU OpTraHU3allli, KaKBUTO AJOMHWHHPAT B ABPIKABUTC OT I_ICHTpaJ'IHa u M3rouna
EBpona M Ha TOBA KaK TC aJallTUPAT MAPKCTUHTOBUTC HHCTPYMEHTU KbM CBOUTC CHCHI/I(i)I/IIIHI/I

HY)XKIU. ABTOpPHUTE pas3riexaaT NpeIu3BUKaTeNICTBaTa, CBbpP3aHU C MpUJIaraHeTo Ha


https://www.unwe.bg/eajournal/en/journalissues/article/24302
https://www.unwe.bg/eajournal/en/journalissues/article/28888

MapKETUHIOBU NPAKTUKU B KOHTEKCTa HA OIPAaHUYEHU PECYPCH M 3aBUCHUMOCT OT IPOEKTHO
¢uHaHCHpaHe, XapaKTepHU 3a OBITapCKUTE HECTONAHCKM OpraHu3auuu. M3cienBaHeTo
YCTAaHOBSABA, Y€ MAapKETUHI'BT B T€3U OPraHU3allu OOMKHOBEHO C€ CBBHpP3Ba C M3rpaKJaHe Ha
OpaHx, nyOnMyHa KOMYHHMKAIMsl W Ch3JaBaHe Ha IIO3UTUBEH OOLIECTBEH MMHU/DK, a
OpPHEHTALUATA KbM JBJITOCPOYHU IPOMEHU B 3200MKaISIIIATA CPeJja € OCHOBHO U3MEPEHUE Ha
MapKeTUHroBata UM opueHtauusa. Cpex yCTaHOBEHMTE OCHOBHM Oapuepu Ipen
BB3IIPUEMAHETO HA MAapKETUHIOBaTa OPUEHTALIMS Ca JIUIIcCaTa Ha PECYPCH U Bb3MOKHOCTH 32
KapHepHO pa3BUTHE B HECTONAHCKUS CEKTOP, KAKTO M HEIOBEpUE KbM MapKETHUHIA MOpPaau
BB3IPUATUETO, Y€ TOM MOXKE JJa KOMepCHaIM3upa ACHHOCTTAa Ha OpraHU3alMHUTE C UICaTHA
nen. B cratusta ce auckytupa mpobiema ¢ GopManrHHTE OrpaHHUYEHHS BBPXY Pa3XOIUTe,
HaJaraHu OT JOHOPUTE, KOUTO AOI'BJIHUTEIHO HaMaIsiBaT Bb3MOXHOCTUTE 3a CTPATErMYECKO
IUTAHUPAHE U [IpUJIaraHe Ha MapKeTUHIOBU UHCTPYMEHTU. ABTOPUTE MOAYEpTaBaT BaXKHOCTTA
Ha JIeCTUIMaTH3alusATa Ha MAapKeTHMHra B HECTONAHCKUS KOHTEKCT M HacTosBaT 3a
pa3paboTBaHe Ha KOHILIENTYaJIHA PaMKa, KOSITO OTpa3sBa CICHU(PUIHUATE HYKIU U PEATHOCTH

Ha HCCTOIIAHCKUA CCKTOP.

VI. Cratum u J0KJaau, NyOJMKYBAaHH B HepedepupaHu CHHCAHUS € HAY4YHO

peueH3nupane i nyﬁJmeBa}m B p¢AAKTHPAHU KOJEKTUBHU TOMOBE

1. Kostadinova, E. & Hristov, A. (2023). Navigating the consumer crisis: brand
management perspectives. Proceedings from the 11th International Conference on
Contemporary Marketing Issues, Corfu, Greece, 12-14 July 2023, pp. 72-79, co-
Organized by Department of Business Administration, School of Economics, Aristotle
University of Thessaloniki, Greece and Chair of International Business, Department of
Marketing and International Business, University of Vienna, Austria, ISBN: 978-960-243-
740-7

I[OKJ'IE[,Z[T;T OpeaACTaBAa PE3yJITATUTEC OT KAYCCTBCHO HU3CJICABAHC BBHPXY TOBA KaK 6paH,Z[0BCTC,
TBPrOBCKHUTC BCPUIM W KOMYHHUKAIHUOHHUTC arcHOHUU B B’BJ’IFapI/ISI ca CC€ anmanTupain KbM

Npeau3BUKaTeNCTBaTa, mnopoaeHu oT mnaHgemusta oT COVID-19 wu nocnenBamure



MKOHOMHMYECKHU chTpeceHus. JloxkiaabT e 0a3upaH Ha AbIOOYMHHU MHTEPBIOTA C TPHU TPYIH
eKCHEepTH. MAapKETUHI MEHHUKbPU Ha BOJACUIM KOMIIAHMUHM 32 MOTPEOUTENICKH CTOKH;
IIPEJICTAaBUTENIN HA FOJIEMU THPrOBCKU BEPUTM U MEHUKbPU HA KOMYHUKALMOHHU areHLUU,
KaTo ca U3CJIeIBAHN EPCIEKTUBUTE UM OTHOCHO ITPOMEHMUTE B IOTPEOUTEICKOTO [TOBE/ICHHE,
MapKETUHTOBUTE WM CTpaTerMM II0 BpeMe€ Ha KpHu3aTa U IPOMEHUTE B IOAXOJUTE 32
KOMYHHUKauus. Pesyiararure ot u3ciaenBaHeTo 0Ka3BaT, 4 OCHOBHUTE IIPEU3BUKATENICTBA 32
OpaHJ0oBETE ca BKIIOYBAIM IPEKbCBAHUS BBB BEPUIUTE HA JOCTaBKU, 3HAYUTEIIHUS
UH(IIAMOHHN HATUCK M IPOMEHUTE B MOTpeOMUTENCKOTO noBeneHue. [IpekbcBaHUATa BBB
BEPUTHTE Ha JOCTABKH Ca 3aTPYAHMUIM OCUTYpPSIBAHETO Ha CYpOBMHM, HO Ca JOBEIU U J0
MOJICpHU3AIUATA Ha TPOU3BOICTBEHUTE TMHNU. VH(IanmonHaTa Kpu3a € ch3aia TPYAHOCTH
IIpU MPEABMKIAHETO HA PAa3XOAUTE U HATHCK OT ThPrOBLMTE Ha APEOHO 3a MOAIbpPKAHE Ha
HUCKM IleHU. Bopemmre OpaHzoBe uecto € TpsOBalno Ja HoemMaT HMHHULMATHBATa IpU
yBeJIM4aBaHE Ha LIEHUTE, JOKATO CHIIEBPEMEHHO CE CTPEeMST JAa 3ama3siT CTaOMIHOCTTa Ha
LeNIMsl [1a3ap Ha KaTeropusiTa, KOETO € HAChPUMUJIO OTTOBOPHO U JIMJEPCKO MOBEJIEHUE Y TSIX.
ABTOpUTE YCTAHOBSBAT, Y€ KOMIIAHUUTE, KOUTO Ca OCTAaHAIM aKTHBHH W I1OCJIEIOBATEIHU B

CBOUTC KOMYHUKAIIMOHHU YCUIIN, Ca YCIICIN [Ja U3JIA3aT OT Kpu3ara ¢ YKPCIICHU ITO3UIHNU.

2. Kocragunosa. E., (2018). 3a Hy:kaaTa oT eMIMPUYHYU FeHePAJM3alMH B MAPKeTHHIa

B brarapus”, “Ynpasnenue u oopazosanue’. Tom 14, 6poii 2, ctp. 133 - 1309.

https://openurl.ebsco.com/EPDB%3Agcd%3A11%3A3714795/detailv2?sid=ebsco%3Aplink%3Asc
holar&id=ebsco%3Agcd%3A146036369&crl|=f

CrartusTa uscienBa 3Ha4EHUETO HAa EMIIMPUYHHUTE IEHEpalIU3alMi B MAapKETHHIa U TAXHATa
MPUJIOKUMOCT B aHaJIM3a Ha na3apa B beiarapus. ABTOpbT aklIEeHTHpPa BbpXY HEOOX0JUMOCTTa
OT NO-HAy4YeH IOAXOJ B MapKETHMHIrOBaTa IPaKTHKa, KaTO MOJYEpTaBa, 4€ ChbBPEMEHHUSAT
MapKEeTUHT 4YecTO ce 0a3upa Ha MHIUBHIYaJHH 3HAHUS W WHTYHUIMS, BMECTO Ha HAay4HHU
NpUHIMIIM M JokaszarenctBa. Crmopen aBTopa, HENO3HAaBAaHETO Ha  EMIIMPUYHUTE
TeHepaIn3aly, KOUTO ca M3BaJIeHH Ha 0a3a Ha aHaJW3a Ha pa3iM4yHM Ma3apH, MNPOAYKTOBH
KaTeropuud U BPEMEBU IMEPHUOJM, 3aTPyAHSBA B3€MAaHETO Ha MH(OpMHpaHU MapKETHHTOBU
pemenust. CtaTtusta AeMOHCTpHpa NpUIokUMocTTa Ha Mojiena NBD-Dirichlet, enun ot Haii-

HaaCKJIHUTC MOJACIIM 3a aHaJIu3 Ha HOTpe6I/ITeHCKOTO MOBCACHUC HAa CTALlMOHAPHH IIa3apu,


https://openurl.ebsco.com/EPDB%3Agcd%3A11%3A3714795/detailv2?sid=ebsco%3Aplink%3Ascholar&id=ebsco%3Agcd%3A146036369&crl=f
https://openurl.ebsco.com/EPDB%3Agcd%3A11%3A3714795/detailv2?sid=ebsco%3Aplink%3Ascholar&id=ebsco%3Agcd%3A146036369&crl=f

ype3 aHaNM3a Ha JAaHHU oT norpedutenckus nanen Ha GfK bwarapus. ABTopbT noaueprana
B2XHOCTTA HA MapKETUHTA, 0a3MpaH Ha JIOKA3aTeJICTBa, 3a IOBHUINIABaHEe HA €(PEKTUBHOCTTA HA

MAapKCTHHI'OBUTC CTPATCIUU U NOAAbPIKAHC HAa HAYyYHATA OCHOBA HAa JUCHUIIJIMHATA.

3. Kocragunoa. E. “3esreno morpeduTesicko moBeaeHue B bbjiarapusi — pasneiHo
H3XBBPJIsiHe HA oTHaabuuTe”. TpHHameceTa MEXIyHApOIHA HaydyHA KOH(EpPEHIUs Ha

MIIaUTe yueHH ,,IkoHoMukarta Ha beiarapus u EBpomneiickusi cbio3 B II100aqHUS CBAT .

YHCC, 2017, ctp. 242-249; ISBN: 978-954-8590-45-7

JloknanbT aHaIM3Upa MPAKTUKHUTE, CBBP3aHU C PEUUKIMpPAHE M Pa3JelHO M3XBBPJSHE Ha
oTIaabUu Cpca 6”I)JIFapCKI/ITe rpaxJiaHu. ABTOp’I)T nmoaducpraBa Ba)KHOCTTAa HA HAJIMYHUECTO HaA
noxoAasma nHpacTpykTypa, KaTo KOHTEHHEpPH 3a pa3[esHo chOUpaHe, KOUTO 3HAYUTEIHO
yBEIIMYaBaT BEPOSTHOCTTA JOMAKWHCTBATa Jia peuukiupar. HabmogaBa ce Bpb3Ka MEKIY
00pa30BaHMETO M CKIOHHOCTTA KbM PEIMKIUPAHE, HO BBIIPEKU TOBA, HE € HIeHTH(UIIUpaH
SICHO HM3pa3eH jneMorpadcku mpodun Ha ,,3elIeHUTe MOTpeOuTeNH, KOSTO Mperoiara, 4e
CKOJIOTUYHHUTC HNpPaKTHUKKW MOrat mga 6”I)I[aT BB3MNPUCTU OT HIMPOKA rama OT XOpa, ako cCa
Ch3Ja/IeHN TOAXOMAAIIM YCIOBHUS. 3aKIIOYEHHETO Ha JOKJIaga e, 4e MpeMaxBaHETO Ha
Oapuepute mpeja 3eJIeHOTO MOBEASHHE — KaTO OCUTYpsIBAaHE Ha JOCTHI A0 KOHTEHHEpHU U
MPEONIONIIBaHE HA TOTPEOUTENCKHUS CKENTHIU3BM — € OT CBIIECTBEHO 3HAUEHHE 32

HaCcbpYaBaHC HA YCTOﬁqHBOTO YIIpaBJICHUEC HAa OTHAAbIHUTC B B’I)J'Il"apl/lfi.

4. Kocranunosa. E. ,,IleHoBMTE NIPOMOLMH — KPATKOCPOYHO pellieHHe WU AbJIT0CpoYeH
npodaem?*, koHpepeHnus ,MapkeTUHI'BT — ONUT M HepcrnekTuBu', BapHeHCKH

MKOHOMHUUCKH yHUBepcuteT, 2017, ctp. 390-396; ISBN 978-954-21-0931-0

JIoknaabsT pasriiexkaa NpearoCTaBKUTE 3a €CKAJALUATA HA LICHOBUTE IIPOMOLIMM U OCHOBHUTE
KpPaTKOCPOYHHU U IBJITOCPOYHH epeKTH oT Tax. Cpel MpUUMHUTE 3a yBelInYeHaTa ynorpeda Ha
[IEHOBUTE IIPOMOLIMM Ca HACHUINAHETO HA 3pEJIMTE Ma3apH, pacTAIlaTa CHJIa Ha ThPrOBCKUTE
BEpPUTH U HaMassiBalaTa e(peKTUBHOCT Ha TPaJUIIMOHHATA pekyiama. ABTOPBT Ipujara JaHHU
OT M3CJEIBaHMs, KOUTO cOYaT, 4e MOBEUeTO MOTPeOUTENH, KOUTO KyIlyBaT Ha IMPOMOLHUS, ca
HACTOAIIM KIMEHTH Ha MapKaTa U 4e [IEHOBUTE IPOMOLIMH BOJST J0 ,,eeKTa Ha pepepeHTHUTE

I.[GHI/I“, npu KOKTO HOTpe6I/ITeJ'II/ITe 3aro4yBaT Jia O4akBaT MPOMOIMOHATIHN ICHU U OTKAa3BaT J1a



KyIyBaT Ha pefioBHA IieHa. M3BoauTe OT JOKiIaja ca, ue mpeKkoMepHara yrnorpeda Ha [EHOBH
MPOMOIIMKM BOJU JO TOBHINEHA I[EHOBA YYBCTBUTEIHOCT Ha MOTPEOUTEIUTE M PHUCK OT
,,CTOKOBH3AIIHS — MPEBPBIIAHETO HA OpaHIUPAHUTE MPOAYKTH B CTOKH, HEPA3TUIUMHU €IHA OT
Jpyra, KOeTO MpaBy IIeHaTa OCHOBHO CPEICTBO 3a udepeHranus u 1eMOTUBUPA KOMIIAHUHUTE

Jla UHBECTUPAT B MHOBALMH.
SUMMARIES
OF SCIENTIFIC WORKS

(which do not repeat those submitted for the acquisition of the educational and scientific

degree ""doctor’ and for the holding of the academic position "*chief assistant')

in connection with participation in the competition for the academic position of associate professor,
professional field 3.8. Economics, scientific specialty Marketing (sales promotions), published in
the State Gazette, issue 69 of 16.08.2024.

VII.  Habilitation monograph.

Kostadinova, E. (2024). " Specifics of Marketing of Non-Profit Organizations in Bulgaria™ ,
UNWE Publishing Complex, 2024, ISBN - 978-619-232-799-6.

The monograph represents a multi-method study on the application of the marketing concept by
active non-profit organizations in Bulgaria. The first part of the monograph examines the extension
of the marketing concept to non-profit organizations, whose main motive for existence is not to
generate profit. Emphasis is placed on the adaptation of marketing principles and concepts (such
as products, target markets) for non-profit purposes. This part of the monograph describes the
controversies surrounding the expanded definition of marketing, including the arguments for and
against the inclusion of social and non-profit aspects in marketing activities. The author claims that
the systematic overemphasis of customer needs as the main organizational goal, established in
academic and managerial thinking, is inappropriate in a non-profit context and that truly marketing-
oriented organizations balance between customer requirements and organizational goals. The
second part of the monograph describes and justifies the methodology of the study, presents the

main research questions, defines the object and subject of the study. In the first phase of the study,



in-depth interviews were conducted with managers of non-profit organizations from various fields,
and in the second phase, a representative quantitative survey was conducted among active non-
profit organizations in Bulgaria, registered for public benefit. This part of the monograph also
describes the challenges of compiling the sample base by screening out active non-profit
organizations among the tens of thousands of registered ones. An adapted scale for the study of the
marketing orientation of non-profit organizations is presented and the procedure for drawing the
random sample is described. The third part of the work is a detailed analysis of the data collected
from the study of the marketing practices of non-profit organizations in Bulgaria. The interviews
reveal that implementing the marketing concept is challenging, as most organizations are entirely
dependent on project funding, which comes with strict communication frameworks, and marketing
costs are usually not considered eligible for funding, which is a clear source of pronounced
dissatisfaction among managers of nonprofit organizations. The tendency to prefer organizations
that maintain low administrative costs is identified as a serious obstacle to implementing a
consistent marketing strategy and building know-how in this area. This part of the monograph
introduces, justifies and operationalizes the concept of “impact orientation”, which emphasizes that
nonprofit organizations aim to change the environment, unlike business organizations that aim to
adapt to it. Using factor analysis, impact orientation is identified as a key dimension of the
marketing orientation of nonprofit organizations and the hypothesis is formulated that nonprofit

organizations that have an impact orientation are more likely to have a marketing orientation.

VIIl. Book based on the candidate‘s PhD dissertation.

Kostadinova, E., ""Market or Brand Segmentation™ (2024). Publishing Complex — UNWE;
2024, ISBN - 978-619-232-805 4

The book analyzes the problem of brand segmentation in the consumer goods market. It outlines
the theoretical foundations and evolution of the concept of market segmentation - from
demographic characteristics to modern psychographic and behavioral approaches. The study uses
an approach that involves the use of multiple sets of data ( MSoD — many set of data ), which
contrasts with the traditional approach of using a single set of data ( SSoD - single set of data ), on
the basis of which broader conclusions are drawn about the research problem and in which the
results rarely have a lasting generalizability. The central hypothesis of the study states that there is

no segmentation at the level of individual brands and the hypothesis is tested empirically by



analyzing the psychographic and demographic profiles of consumers of four categories of fast-
moving products and three categories of durable products. The main conclusions of the study are
that, as a rule, there is no managerially significant brand segmentation and that the effective use of
segmentation approaches requires knowledge of the main characteristics of the customer base, not
the differences between brands. The book summarizes the importance of a realistic consideration

of segmentation, focusing on its practical application in marketing.

IX.  Chapters published in a collective monograph.

Jelev, S., Mladenova, G., Kostadinova, E. and Stoimenova, B. (2018). Chapter one and chapter
four of a monograph entitled *"Green Consumption in Bulgaria: Attitudes, Intentions and
Actual Behavior' ; Publishing Complex - UNWE; pp.11-61, ISBN: 978-619-232-698-2

The collective monograph is dedicated to the problem of the so-called "green” consumption, where
"green™ consumption is understood as one in which the purchase, storage, use and disposal of the
used product is in line with environmental protection. The book analyzes the attitudes, intentions

and actual behavior of consumers in Bulgaria.

3. Chapter one is entitled “Review of theoretical sources and previous empirical studies on
green consumption” and examines the concepts of environmental behavior and green
consumption, key aspects such as awareness, attitudes and actions. The same chapter
examines the main areas of sustainable behavior such as transportation, housing, clothing,
food, health, education and recreation, each of these aspects being linked to specific
environmental problems. An overview of the main models and theories in the field of
sustainable consumer behavior is provided, the main factors that influence attitudes and
actual green consumer behavior are presented, and various scales for assessing
environmental attitudes and behavior are examined.

4. The fourth chapter of the collective monograph is entitled “Household Waste” and offers
an insight into consumer habits and challenges related to household waste management,
emphasizing the need for behavioral changes and appropriate incentives to promote “green”
behavior. The chapter covers consumer practices related to the use of plastic bags and the
possibilities for replacement with sustainable alternatives; it examines the methods that

households use to deal with waste such as old furniture, batteries, household appliances and



medicines, and analyzes the level of awareness, attitudes and behavior of households
towards separate waste disposal. The same chapter also analyzes the trend of food waste
and the reasons for this, as well as possible ways to reduce waste. It also discusses the
accumulation of unused items and consumers’ attitudes towards donating, reselling or
disposing of these items. The main conclusions are that consumer behavior is often at odds
with consumer attitudes — despite awareness of the need for sustainable practices, actual
actions are often inconsistent, and contextual factors such as access to separate collection

infrastructure and the social environment have a significant impact on consumer behavior.

X. Published university textbook.

Kostadinova, E., ""Promotional Programs and Campaigns'* (2024). Publishing Complex -
UNWE; 2024, ISBN 978-619-232-853-5

The textbook titled "Promotional Programs and Campaigns” is the first textbook in Bulgaria
dedicated to the topic of sales promotions and one of the few specialized books on the subject
worldwide. The textbook is dedicated to the theory, mechanics and management of sales
promotions, which account for the largest share of companies' marketing budgets. The first chapter
of the textbook examines the changes in the market caused by the dominance of large retail chains.
This part analyzes the consequences of the growing influence of large retail chains on suppliers,
including price pressure, increased promotional spending and increased dependence on key trading
partners. The consequences for consumers, for whom modern retailers provide more and more
convenience and choice, but at the same time could also limit the variety of products offered,
marginalizing smaller producers, are also discussed. The second chapter of the textbook examines
the roles and functions of sales promotions, their typology and specific motivations and needs that
they serve according to their target audience. The third chapter is dedicated to the planning of
promotional campaigns, describing the goals related to attracting new customers, retaining existing
ones and increasing the frequency of purchases. The fourth chapter examines price promotions as
a powerful tool for stimulating short-term sales, but also as a risk factor for the long-term value of
the brand. The main types of price promotions are examined, such as direct price reductions,
discount coupons, rebates, etc., as well as the effects of price framing on consumer behavior. This
chapter outlines the main metrics and approaches for evaluating the results of price promotions and

their better management. The fifth chapter discusses various formats of non-price promotions such



as loyalty programs, samples, free gifts, lotteries, etc. The conditions for their successful
implementation are examined, including budgeting, selection of prizes and use of gamification.
The sixth chapter is devoted to sales promotions such as discounts, training of sales staff,
promotional materials at points of sale, etc. This chapter examines in depth the sensitive topic of
the complex relationships between manufacturers and retailers, in which trade promotions are often
viewed as “the cost of doing business.” Approaches are suggested for achieving mutually beneficial
terms in negotiations between retailers and manufacturers. The final part of the textbook is devoted
to regulations that control the use of promotions and protect consumers from unfair commercial

practices.

XI.  Articles published in scientific journals, referenced and indexed in other

international databases of scientific information.

1. Kostadinova , E. Price promotions — the problematic child of marketing , Economics
Alternatives . 2022.

https://www.unwe.bg/eajournal/en/journalissues/article/24302

The article examines price promotions as an important but often ineffective tool in marketing
practice, presenting the results of a study on price promotion decisions at a large consumer
goods company in Bulgaria, which is a leader in volume market share in eight product
categories. The aim is to understand the motivations behind price promotion decisions and how
they relate to the marketing and financial objectives of the company. The findings show that
promotion decisions are often based on inertia and limited information. The main goal of
promotions is to achieve a short-term increase in sales, while long-term effects, such as a
decrease in base sales and a weakening of brand equity, often remain outside the focus of the
analysis. The results of the study show that combining price promotions with an active
advertising campaign leads to better results. The data demonstrate significant declines in sales
after the end of the promotional period, while products that were actively advertised managed
to maintain higher sales levels compared to those that were not advertised. The study sheds
light on the relationship between promotions and two of the most significant problems in

modern marketing — short-term focus and lack of measurability of marketing results.


https://www.unwe.bg/eajournal/en/journalissues/article/24302

2. Kostadinova , E. , Hristov , E. Marketing in the Context of Small Non-profit
Organizations ( 2023). Economic Alternatives .

https://www.unwe.bg/eajournal/en/journalissues/article/28888

The article is devoted to the application of the marketing concept by small non-profit
organizations, which dominate the non-profit landscape Central and Eastern Europe, and to
how they adapt marketing tools to their specific needs. The authors examine the challenges
associated with the implementation of marketing practices in the context of limited resources
and dependence on project funding, typical of Bulgarian non-profit organizations. The study
finds that marketing in these organizations is usually associated with brand building, public
communication and creating a positive public image, and the orientation towards long-term
changes in the environment is a key dimension of their marketing orientation. Among the
identified main barriers to the adoption of a marketing orientation are the lack of resources and
opportunities for career development in the non-profit sector, as well as distrust of marketing
due to the perception that it can commercialize the activities of non-profit organizations. The
article discusses the problem of formal restrictions on spending imposed by donors, which
further reduce the possibilities for strategic planning and implementation of marketing tools.
The authors emphasize the importance of destigmatizing marketing in the nonprofit context
and urge the development of a conceptual framework that reflects the specific needs and

realities of the nonprofit sector.

XII. Articles and reports published in non-refereed peer-reviewed journals or
published in edited collective volumes

1. Kostadinova, E. & Hristov , A. (2023). Navigating the consumer crisis : brand
management perspectives . Proceedings from the 11th International Conference him/her
Contemporary Marketing Issues , Corfu , Greece , 12-14 July 2023, pp . 72-79, co-
Organized by Department of Business Administration , School of Economics , Aristotle
University of Thessaloniki , Greece and Chair of International Business , Department of
Marketing and International Business , University of Vienna , Austria , ISBN: 978-960-
243-740-7


https://www.unwe.bg/eajournal/en/journalissues/article/28888

The paper presents the results of a qualitative study on how brands, retail chains and
communication agencies in Bulgaria have adapted to the challenges posed by the COVID-19
pandemic and the subsequent economic shocks. The paper is based on in-depth interviews with
three groups of experts: marketing managers of leading consumer goods companies;
representatives of large retail chains and managers of communication agencies, and their
perspectives on the changes in consumer behavior, their marketing strategies during the crisis
and changes in communication approaches were investigated. The research findings show that
the main challenges for brands have included disruptions in supply chains, significant
inflationary pressures and changes in consumer behaviour. Disruptions in supply chains have
made it difficult to secure raw materials, but have also led to the modernization of production
lines. The inflationary crisis has created difficulties in predicting costs and pressure on retailers
to keep prices low. The leading brands have often had to take the initiative in increasing prices
while at the same time striving to maintain the stability of the entire market of the category,
which has encouraged responsible and leadership behavior among them. The authors found that
companies that remained active and consistent in their communication efforts were able to

emerge from the crisis with stronger positions.

2. Kostadinova. E., On the need for empirical generalizations in marketing in Bulgaria”,
“Management and Education”, 2018; volume 14, issue 2, pp. 133 - 1309.

https://openurl.ebsco.com/EPDB%3Agcd%3A11%3A3714795/detailv2?sid=ebsco%3Aplink%3Asc
holar&id=ebsco%3Agcd%3A146036369&crl=f

The article explores the importance of empirical generalizations in marketing and their
applicability in market analysis in Bulgaria. The author emphasizes the need for a more
scientific approach in marketing practice, emphasizing that modern marketing is often based
on individual knowledge and intuition, instead of scientific principles and evidence. According
to the author, lack of knowledge of empirical generalizations, which are drawn from the
analysis of different markets, product categories and time periods, makes it difficult to make
informed marketing decisions. The article demonstrates the applicability of the NBD- Dirichlet
model , one of the most reliable models for analyzing consumer behavior in stationary markets,
through the analysis of data from the GfK Bulgaria consumer panel. The author emphasizes the
importance of evidence-based marketing for increasing the effectiveness of marketing
strategies and maintaining the scientific basis of the discipline.


https://openurl.ebsco.com/EPDB%3Agcd%3A11%3A3714795/detailv2?sid=ebsco%3Aplink%3Ascholar&id=ebsco%3Agcd%3A146036369&crl=f
https://openurl.ebsco.com/EPDB%3Agcd%3A11%3A3714795/detailv2?sid=ebsco%3Aplink%3Ascholar&id=ebsco%3Agcd%3A146036369&crl=f

3. Kostadinova. E. “ Green consumer behavior in Bulgaria — separate waste disposal” .
Thirteenth International Scientific Conference of Young Scientists “The Economy of
Bulgaria and the European Union in the Global World”. UNWE, 2017, pp. 242-249; ISBN:
978-954-8590-45-7

The paper analyses recycling and waste separation practices among Bulgarian citizens. The
author highlights the importance of having appropriate infrastructure, such as separate
collection containers, which significantly increase the likelihood of households recycling. A
relationship between education and the willingness to recycle is observed, but despite this, no
clear demographic profile of “green” consumers has been identified, suggesting that
environmental practices can be adopted by a wide range of people if the right conditions are
created. The report concludes that removing barriers to green behavior — such as providing
access to containers and overcoming consumer skepticism — is essential to promote sustainable

waste management in Bulgaria.

4. Kostadinova. E. ""Price promotions - short-term solution or long-term problem?",
conference "Marketing - experience and prospects”, Varna University of Economics , 2017,
pp. 390-396; ISBN 978-954-21-0931-0

The paper examines the prerequisites for the escalation of price promotions and their main short-
term and long-term effects. Among the reasons for the increased use of price promotions are the
saturation of mature markets, the growing power of retail chains and the decreasing
effectiveness of traditional advertising. The author provides findings from previous research
showing that most consumers who buy on a promotion are current customers of the brand and
that price promotions lead to the “reference price effect”, in which consumers come to expect
promotional prices and refuse to buy at the regular price. The paper concludes that the excessive
use of price promotions leads to increased price sensitivity of consumers and the risk of “
commodification ” — the transformation of branded products into goods, indistinguishable from
each other, which makes price the main means of differentiation and discourages companies

from investing in innovation.



