YHUBEPCUTET 3A HAITMOHAJIHO 1 CBETOBHO CTOITAHCTBO

CTAHOBHUIIE

Or:  mou.a-p Haneskna Hopaanosa Tumosa, Hos 6barapcku yausepcurert, rp.Codus,
Hdenaprament ,Mxonomuka“, mnpodecuonanno nHanpasienue 3.8. ,,UxkoHommka“,
HAY4YHA CNeNNAJTHOCT ,,MapKeTHHI*

OTHoOCHO: KOHKYPC 32 JOIEHT 10 HaydyHa CHCHUATHOCT /Hay4yHO HaIpaBjeHUE, HaydHa

obmact/ B YHCC: 3.8. UkoHomuka ,,MapkeTHHT (MPOJaK0eHH MPOMOLMH)*

1. Undopmanus 3a KOHKypca
KonkypcbT e o00sdBeH 3a HyXAWTe Ha Kareapa ,,MapKeTHMHTH CTpPaTeruvyecKo
wianupane‘/paxynrer ,,Yupasienue u anmuauctpanus Ha YHCC coriacuo Pemenne na AC
Ne8 ot 15.05.2024 r. yyacTBam B ChCTaBa Ha HAYYHOTO >KypPH 10 KOHKYpCa ChIIaCHO 3aIl0Be]

Ne 2942/15.10.2024 r.na Pexropa na YHCC.

2. Kparka nundopmanus 3a KaHIMIaTUTE B KOHKYpca

I'm.ac.n-p Enena Kocragunosa e 3aBbpmimiia [IspBa aHrmiicka €3MKOBa TMMHA3Hs B
rpax Codus, OakanaBbp 1o ,JxoHomuka Ha wuHaycrtpusara“ YHCC, Maructep no
,»MEXIYHApOIHN HWKOHOMMYECKH OTHOUIEHMS CBbC CHEUaIn3alus ,,YIpaBICHHE Ha
MexayHapoaHu npoektu YHCC, Hokrop mo MapkeTHHr YHHBEPCHUTET 3a HAIlMOHATHO U

CBETOBHO cTOIaHcTBO — Codusl.
KbeMm momeHTa kanaunatsT Enena AntoHoBa KocTaanHOBa € TIJIaBEH acHCTEHT B
Karegpa ,,Mapketunr u crparernuecko mianupane” B YHCC. IlpenonaBa crnenHute
muciuminau: Consumer behavior, Marketing Research, Academic Ethics (Ha anrmuiicku

e3uK), ,,Mapketunr*, ,,[Ipogaxx6enu mpomonun*, ,,3eJIeH MApKETHHT**

3. M3mbiiHeHHMe HAa M3MCKBAHUATA 32 3aeMaHe Ha aKaJeMU4YHaTa JJdbKHOCT

Bb3 ocHOBa Ha mpeocTaBeHaTa HHGOPMAIS MOXKE J1a Ce HAIlPaBH CIICTHHS aHAIN3:



*[1o oTHOIIEHNE HA KOJIMYECTBEHUTE U3UCKBAHUS MOXE Jla ce Moayeprae, e ri1.ac.j-
p Enena KocTtannHoBa 3HaYUTENIHO HAAXBBPJIS U3UCKYEMUTE TOUKHM B HAIlMOHAJEH MaIad u
obmmaT uMm nocoueH opoit e 1090. ITo orHomenue Ha u3nckBanusata Ha YHCC ca mocodeHu
1351 toukm, a oOmuaT Opoit Touku e 2441, KoeTo € JOoCTa HaJa M3UCKBAHUTE TaKWBa 3a
3aeMaHeTO Ha aKaJeMUYHATa JIBXKHOCT ,,JJOIEHT".

*[1o oTHOIIEHHE HA KAUECTBEHUTE M3UCKBAHUS € HAINIIE XaOWIUTAMOHEH TPYA ChC
3ariaBue: ,MapKeTHHT B KOHTEKCTA HA OPraHU3alUNTe C HeCTOMAaHCKa e B bbarapus®
(2024), xoiTO 1O CBOSITa CHITHOCT MPEACTABIISIBA OPUTHHAIHO U MHTEPECHO M3CJICIBAHE 3a
MIPUJIOKEHUETO Ha

[Tocoyennte myOnMKAUMM U LSJIOCTHATA HM3CJENOBaTeNICKa ACHHOCT Ha TI.ac.Ja-p
Enena KocragnHoBa CBUIETEICTBAT 32 IEJICHACOUEH U OTTOBOPEH Y4€H, KOUTO HHTEPIIPETUPA
HAyYHUTE TIOCTAHOBKU B MHTEPECHH U 33IbJIO0YCHHU PAKTHYCCKU U3CIICIBAHMS.

B nokymeHTanusTa He KOHCTaTHpaM (paKTUIECKO HEU3ITbIHEHHE HA H3UCKBAHUATA TIO
KOHKYpca.

OT IbpBOCTENEHHO 3HAaYeHHE € cTaHOBHILETO Ha CbBera 1o xabunurauus Ha YHCC, a
UMEHHO: TJI. ac. 1-p Enena AntonoBa KocranmmHoBa € KaHIUAAT 3a ydacTue B KOHKYpC 3a
3aeMaHe Ha akKaJeMU4yHa [UTBKHOCT ,,JIOLGHT® B MNpoQecHoHANHO HampasieHue 3.8.
HNkoHomuKka, HayyHa CHENMATHOCT ,,MapKeTUHT (MpojaxOeHUu MPOMOIIMH)“, BKIHOYBAIIA
MOJIOKUTEITHO CTaHOBHIE Ha KoMucHATa MO KOJMYECTBEHUTE M3WCKBAaHUS 3a 3aeMaHE Ha
akagemMudHd JIHKHOCTH B YHCC. CbBeThT YCTAHOBH, Ye KAHAWAATHT OTroBapsi Ha
KOJIMYeCTBEHUTE U KaYeCcTBeHUTe U3UCKBaHusl, npuetu oT AC U nmopaau ta3u NnpuyUHa
ce MPUCTBIIN KbM IJIacyBaHe.

B pesyarar Ha riacyBaHero, CbBeTHT MO XaOWIUTalMs JaBa IOJOXKHUTEIHO
CTAaHOBHIIIE 32 MOTEHIIUATHUS KaHAUAaT B KOHKypca 3a u300p Ha ,,JJOLEHT" IJ1. ac. a1-p Enena
AnTtonoBa KocraguHoBa u mpennara Ha kateapa ,,MapKeTUHT U CTpaTeruuecko rniaHupaxe”
u Ha QakynreTHUs cbBeT Ha Dakynrer ,,YIpaBleHUE U AJAMUHUCTPAIUA J1a WHUIIUUPAT
00sSIBSIBAHETO Ha KOHKYpC 3a 3aeMaHe Ha akKaJeMU4yHaTa JUIBXHOCT ,JOIICHT B
npodecroHasiHo HampaBieHue 3.8. VKOHOMWKA, HaydHa CIEIUAIHOCT ,,MapKeTHHT

(mpomaxGeHu MPOMOITUH ).

4. OueHka Ha y4eOHO-NPENoJaBaTeICKATa IeHHOCT 32 BCEKH KAaHANIAT MOOTIETHO



Kangunatet rinac.n-p Enena KocranunoBa 6e3criopHo € 100bp NpodeCHOHATUCT BO
o0JlacTTa Ha MapKETHHTa, 32 KOETO CBUTEICJICTBAT CICTHUTE HAKOJIKO HEIla:

*ma moOpa cumOMO3a MEKIY MpaKTHUECKaTa M IperojaBaTeiicKaTa JCHHOCT Ha
KaH/I1/1aTa.

*[IpenoaBa KypcoBe OCBEH Ha OBJITapCKH U Ha aHTrIUiicku e3uk: Consumer behavior,
Marketing Research, Academic Ethics (Ha anrnuiicku e3uk), ,,Mapkerunr, ,IIpomgaxxOeHu
IIPOMOLIMU, ,,3€JIEH MapKETUHI .

*Mma penuna crieruaan3aiiy U Harpaju:

- Harpana 3a naii-uHoBaTtuBeH Nokjian che 3arnaBue “Solely loyal households” B
cbaBTOpcTBO ¢ mpod. Cumeon XKemeB ot koHpepenmusra International Conference on
Contemporary Marketing Issues (ICCMI), Kingston Business School , Jloamon, 2015.

- Erasmus+ cTumenaus 3a npernojaBaTesicka MOOMITHOCT 3a M3HACSHE Ha JICKIIMOHCH
kypc, CEU Sao Pablo University, Madrid Erasmus+ crumenaus 3a mnpernojaBaTeicKa
MOOHMIJIHOCT 3a W3HAcsiHe Ha JiekuuoneH Kypc, ISEG - Lisbon School of Economics &
Management, 2018.

- Erasmus+ cTumenaus 3a npernojaBaTesicka MOOMITHOCT 3a M3HACSHE Ha JICKIIMOHCH
kypc, Berlin School of Economics and Law, 2017.

- Erasmus+ cTumenaus 3a nmpernojaBaTescka MOOMITHOCT 3a M3HACSHE Ha JICKIIMOHCH

Kypc, Vienna University of Economics, Institute for Marketing and Consumer Research, 2016

5. KpaTka xapakTepucTHKa HA NPeICTABeHNUTe HAYYHH TPyA0Be/My0IuKal UK

[IpenocraBeHuTe 3a M3rOTBSHE HA CTAHOBUIIE MOHOrpadus M MyOJUKaLUU ca C
pa3ianyHa TeMaTHKa, HO OCHOBHO B CIIETHUTE JIBE€ HAIPABJICHUS: HECTOMAHCKU MAPKETHHT 1
npoaa:xoeHu npomMouuu. [I6pBoTO HampaBIeHNUE € J0CTa MO-CIEUU(PUIHO OT BTOPOTO, HO U
JIBETE Cca OTIMYHO PA3T'bPHATH U U3CJIEIBAHU OT KaHIUaTa.

WuTepec npeacraBisiBa aKUEHTHT B MOHOTpadUYHUSA TPy Ha Tema: ,,MapKeTHHI B
KOHTEKCTAa Ha OpraHM3anMuTe ¢ Hecromancka mnea B Bwarapus® (2024), xoiito B
JEHCTBUTENTHOCT € B TOBAa, Y€ B HEr0 CE€ YCTAHOBSIBA CHIIECTBYBalla CTHIMa OTHOCHO

MNPUIIOKCHUCTO HA MAPKCTHHIOBATAa KOHLCIIHIHA 3a HWACAJIHU LCIIH. Ilocnennoto e



I/II[eHTI/I(bI/II_[I/IpaHO KaTO CbhIICCTBCHA IIPEUYKa IIpEd BB3INPHEMAaHCTO Ha MApPKETUHI'OBA
OpHUCHTAlMA OT HECTOIIAHCKUTE OpraHU3aluu.

Ocrananure HY6JII/IKaI_[I/II/I ca C Hu3CICAOBATCIICKa HACOYCHOCT KbM HpO[[a)KGGHI/ITe
IIpoOMOIIMKU U 3CJICHOTO HOTpCG.HeHI/Ie. Te cpIIO ca ¢ BHCOKA aKaJeMH4YHA CTOMHOCT H

663CHOpH0 AOKa3BaT KauC€CTBATa Ha KaHAKWJaTa I10 KOHKYpCa.

6. CuHTe3UpaHA OLEHKA HA OCHOBHHTE HAYYHHM M HAYYHO-NPUJIOKHU NPUHOCH HA
KAHAUJIATUTe

OO6oOuieHara olleHKa HA HAyYHUTE W HAYyYHO — IPUJIOKHUTE IPUHOCH HAa KaHAMJATa
nac.1-p Enena KocrangmHoBa € m3nsio nosioxkurenHa. M3cimenoBaTenckuTe ThpPCEHUS U
HECTaHJapTEeH MOJXO/]l 3acily’KaBaT aAMHpalui, 0COOEHO IPU MapKETHHIa B OpraHU3allu C
HECTONIAHCKA LIEJL.

Haii-BaxxHuTe Hay4YHU U HAYYHO — MPUIIOKHU PE3YJITATU OT MyOJMKALMUTE HA II1.aC.J1-P
Enena KoctannHoBa mMorat J1a ce IPEACTaBAT 10 CICAHNS HAUUH:

*[IpunokeHne Ha HECTOMAHCKHA MAapKETHHI Npe3 MpU3MaTa Ha OpPraHU3alUuTe C
OrpaHMYEH KalalUuTeT U PECYPCH, KAKBUTO ca JOMUHUPALIUAT A1 HECTOIAHCKU OpraHU3aIuu
B LlenTpanna u M3rouna EBporia u € mbpBOTO Hay4HO M3CIIeABaHE, KOETO Ipuiara 1 oborarsia
CKaJlaTa HeCTOIIaHCKa MapKETHHIOBAa OpHEHTalMs Ha Yaiimep u kodi. (2015).

OcHOBEH NpPUHOC KBbM pazOMpaHETO HAa MapKeTHMHIa B HECTONAHCKU KOHTEKCT, €
BBBEXKJIAHETO Ha TMOHATHETO ,,OPUEHTAllMsI KbM BB3JACHCTBHE, KOETO IOJ4epTaBa
OpUEHTALMATA KbM JBJITOCPOYHATA COLMAIHA IPOMSHA B AEWHOCTTA HA TE3U OpraHHU3alUH.
WnenTudunypaHeTo Ha OpUeHTALKATA KbM Bb3ACHCTBUE KaTO U3MEPEHNE HA MAPKETHHIOBATa
OpHUEHTAIlMsI Ha OpraHU3alMuTe C HECTOMAaHCKa 1€ AOMpPHUHACS 3a KOHIENTyaln3alusTa Ha
HECTOMAHCKMsSI MapKeTHMHI M 3a U3rpaXJAaHe Ha MOAXOJAIl MOHSATHEH amapar, 4pes3
IIPEOJI0JIIBAHETO Ha MPUCHILATa OM3HEC JIOTMKA U €THKA HAa CTONAHCKHS MapKETHHT.

*N3cnenBaHe W ThpCEHE Ha B3aMMOBPB3KAa MEXAy NPOMOIMHMTE W JiBa OT Haid-
CHILIECTBEHUTE MPOOJIEMU B CHbBPEMEHHUSI MAPKETHUHT — KPaTKOCPOUYHUS (HOKYC U JIUTIcaTa Ha
M3MEpPUMOCT Ha Pe3yJITaTUTe OT MAPKETUHTOBUTE UHTEPBEHIUH.

*3aqpn00ueH mperjen Ha MPeIxOAHUTE H3CIEABAHUSA MO NpoljieMa 3a 3eJIeHOTO

HOTpC6HCHI/IC MN3BCACH aHAJINM3 Ha np06neMa C YIIPpaBJICHUCTO HA JOMAKHUHCKUTEC OTIIAAbIIH.



*[IpencraBeHu NMEPCIEKTUBU OTHOCHO €(EeKTUTE Ha MaHIEMUATA HA IPECTaBUTEIINTE
Ha TPHU LEJIEBU IPYNU — BOJCIIM KOMIIAHUM 3a NOTPEOUTENICKU CTOKH, FOJEMU BEpUTH 32
THProBUs Ha APEOHO U KOMYHHUKAIIHOHHH ar eHIUH.

*HampaBeHo e u3cienBaHe u € chOpaHa ChbOTBETHATa eMIUPUYHA WHPOPMALIKs, KOSATO
MOJIKpEIsl CXBAILlAaHETO, Ye peKjiamaTra MOKe Ja CMEKYM HEraTHBHUTE €(pEKTH OT LIEHOBHUTE
IIPOMOLIMH, KaTO ChILEBPEMEHHO HaMaJli UyBCTBUTEIIHOCTTA KbM LICHUTE.

*Unentuduuupann ca Karo OCHOBHH TNPEYKH 32 €()EeKTUBHOCTTA Ha IPOMOIUHTE
OrpaHUYEHATa MPO3PAYHOCT U ChTPYAHUYECTBO MEXKIY MPOU3BOAUTENN U TOJIEMUTE THPTOBLU
B bbarapus.

7. OCHOBHM KPUTHYHHU 0eJIe;KKHM M IPeNOPbKH KbM BCEKH KaAHAMIAT MOOTAETHO

Hsmam xputnyHm O€leXKM M TPENoOpbKH KbM KaHaugata. bux mpemopbuama na
MPOABIDKU Ja pabOTH U JIOpa3BHBAa CBOWTE HAYYHHM WHTEPECH B OOJACTUTE OT MApKETHHTa,
KOHUTO € BU3HMpaJla B CBOUTE JJOKYMEHTH.

8. 3akuouenme

Bb3 ocHOBa Ha M3rOTBEHOTO CTAaHOBHINE, MOTa C IIbJIHA yOEJIEHOCT Ja JlaM CBOETO
MOJIOKUTEITHO CTAaHOBHILE IJ1. ac. A-p Ejena AutonoBa KocranunoBa na O0b1e n3bpana 3a
3aeMaHe Ha aKaJeMU4HaTa IJIBXKHOCT ,JOHeHT* B MpOopecHOHATHO HampaBieHue 3.8.

HNxonomuka, Hay4Ha CENHMAJIHOCT ,,MapKeTHHT (Ipoaax0eHu MPOMOLNH)“.

Jara:15.11.2024r. HMommme: ...,

rp.Codust /mou.a-p Hanexxna lumosa/



UNIVERSITY OF NATIONAL AND WORLD ECONOMY

STATEMENT

From: Assoc.Prof.Dr. Nadezhda Yordanova Dimova, Department of Economics, New
Bulgarian University - Sofia, professional direction 3.8. "Economics” Scientific specialty

"Marketing"

Regarding: competition for an associate professor in a scientific specialty /scientific direction,

scientific field/ at UNSS: 3.8. Economics "Marketing (Sales Promotions)"

1. Information about the contest

The competition has been announced for the needs of the Department of "Marketing
Strategic Planning"/Faculty of "Management and Administration” of UNSS according to
Decision of the AC No. 8 of 15.05.2024. | participate in the composition of the scientific jury
for the competition according to Order No. 2942/15.10.2024 of the Rector of the UNSS.

2. Brief information about the candidates in the competition

Elena Kostadinova, PhD, graduated from the First English Language High School in the
city of Sofia, BA in "Industrial Economics” UNSS, Master's in "International Economic
Relations” with specialization in "International Project Management” UNSS, PhD in
Marketing University of national and world economy - Sofia.

At the moment, the candidate Elena Antonova Kostadinova is the main assistant in the
Department of "Marketing and Strategic Planning” at UNSS. Teaches the following
disciplines: Consumer behavior, Marketing Research, Academic Ethics (in English),

"Marketing", "Sales Promotions", "Green Marketing".

3. Fulfillment of the requirements for occupying the academic position



Based on the information provided, the following analysis can be made:

*Regarding the quantitative requirements, it can be emphasized that Elena Kostadinova,
PhD, significantly exceeds the required points on a national scale and their total number
indicated is 1090. Regarding the requirements of the UNSS, 1351 points are indicated, and the
total number points is 2441, which is well above those required for holding the academic
position of "associate professor".

*Regarding the quality requirements, there is a habilitation thesis with the title:
"Marketing in the context of non-profit organizations in Bulgaria" (2024), which in its essence
represents an original and interesting study on the application of

The mentioned publications and the overall research activity of Dr. Elena Kostadinova
testify to a goal-oriented and responsible scientist who interprets scientific statements in
interesting and in-depth practical studies.

In the documentation, | do not find any actual non-fulfillment of the requirements of the
competition.

Of primary importance is the opinion of the UNSS Habilitation Council, namely: Ch.
assistant Dr. Elena Antonova Kostadinova is a candidate for participation in a competition for
the academic position of "docent" in professional direction 3.8. Economics, scientific specialty
"Marketing (sales promotions)”, including a positive opinion of the Commission on the
quantitative requirements for occupying academic positions at UNSS. The Council found that
the candidate met the quantitative and qualitative requirements accepted by the AC and
therefore proceeded to vote.

As aresult of the voting, the Habilitation Council gives a positive opinion on the potential
candidate in the competition for the selection of "associate professor"” ch. assistant Dr. Elena
Antonova Kostadinova and proposes to the Department of "Marketing and Strategic Planning”
and the Faculty Council of the Faculty of "Management and Administration” to initiate the
announcement of a competition for the academic position of "associate professor” in
professional direction 3.8. Economics, scientific specialty " Marketing (Sales Promotions)'.

4. Assessment of teaching and learning activities for each candidate separately

Candidate Elena Kostadinova, Ph.D., is undoubtedly a good professional in the field of

marketing, which is evidenced by the following several things:



*There is a good symbiosis between the candidate's practical and teaching activities.

*He teaches courses in addition to Bulgarian and English: Consumer behavior,
Marketing Research, Academic Ethics (in English), "Marketing", ""Sales Promotions", "Green
Marketing".

*There are a number of specializations and awards:

- Award for the most innovative report entitled "Solely loyal households™ co-authored
with prof. Simeon Zhelev from the International Conference on Contemporary Marketing
Issues (ICCMI), Kingston Business School, London, 2015.

- Erasmus+ Scholarship for teaching mobility to deliver a lecture course, CEU Sao Pablo
University, Madrid Erasmus+ Scholarship for teaching mobility to deliver a lecture course,
ISEG - Lisbon School of Economics & Management, 2018.

- Erasmus+ teaching mobility grant to deliver a lecture course, Berlin School of
Economics and Law, 2017.

- Erasmus+ scholarship for teaching mobility to deliver a lecture course, Vienna

University of Economics, Institute for Marketing and Consumer Research, 2016

5. Brief description of the presented scientific works/publications

The monographs and publications provided for the preparation of an opinion are of
different topics, but mainly in the following two directions: non-profit marketing and sales
promotions. The first direction is much more specific than the second, but both are excellently
developed and explored by the candidate.

The emphasis in the monographic work on the topic: "Marketing in the context of non-
profit organizations in Bulgaria” (2024) is of interest, which in reality is that it establishes an
existing stigma regarding the application of the marketing concept for ideal purposes. The
latter has been identified as a significant obstacle to the adoption of a marketing orientation by
non-profit organizations.

The remaining publications have a research focus on sales promotions and green
consumption. They are also of high academic value and indisputably prove the qualities of the
candidate in the competition.

6. Synthesized evaluation of the main scientific and scientific-applied contributions of the

candidates



The general assessment of the scientific and scientific-applied contributions of the
candidate, Chief Assistant Professor Elena Kostadinova, PhD, is entirely positive. Research
searches and an unconventional approach deserve admiration, especially in marketing in non-
profit organizations.

The most important scientific and scientific-applied results of the publications of Dr.
Elena Kostadinova can be presented as follows:

*Application of non-profit marketing through the prism of organizations with limited
capacity and resources, such as the dominant share of non-profit organizations in Central and
Eastern Europe, and is the first scientific study to apply and enrich the non-profit marketing
orientation scale of Weimer et al. (2015).

A major contribution to the understanding of marketing in a non-profit context is the
introduction of the concept of "impact orientation"”, which emphasizes the orientation towards
long-term social change in the activities of these organizations. The identification of impact
orientation as a dimension of the marketing orientation of non-profit organizations contributes
to the conceptualization of non-profit marketing and to the construction of an appropriate
conceptual apparatus, by overcoming the inherent business logic and ethics of business
marketing.

*Research and search for a relationship between promotions and two of the most
significant problems in modern marketing - the short-term focus and the lack of measurability
of the results of marketing interventions.

*In-depth review of previous research on the problem of green consumption derived
analysis of the problem of household waste management.

*Presented perspectives on the effects of the pandemic from representatives of three
target groups — leading consumer goods companies, major retail chains and communications
agencies.

*Research has been conducted and relevant empirical information has been collected to
support the notion that advertising can moderate the negative effects of price promotions while
reducing price sensitivity.

*Limited transparency and cooperation between manufacturers and large retailers in
Bulgaria have been identified as the main obstacles to the effectiveness of promotions.

7. Main critical remarks and recommendations to each candidate individually



I have no critical notes and recommendations for the candidate. | would recommend that she
continue to work and further develop her research interests in the areas of marketing that she
has addressed in her papers.
8. Conclusion

Based on the prepared opinion, I can with full conviction give my positive opinion ch.
assistant Dr. Elena Antonova Kostadinova to be selected for the academic position "docent” in

professional direction 3.8. Economics, scientific specialty "Marketing (sales promotions)".

Date: 15.11.2024 Signature: ...
City of Sofia /Assoc. Prof.PhD Nadezhda Dimova/
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