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1. NUndopmanus 3a KOHKypca

KonkypchT € 00sBeH 3a HyXIuTe Ha Kateapa ,,MapKeTUHr W
CTpaTeruvyecko IutaHupaHe®, ¢dakyinTeT ,,YNpapjiIeHHE M aJIMUHUCTpAIUS Ha
YHCC coriacuo Pemrenne na AC Ne 4/26.06.2024 r. YyacTBaM B chCTaBa Ha
HAyYHOTO XYpPH MO KOHKYypca chIiiacHo 3anoBes Pekropa Ha YHCC.

2. Undopmanus 3a kanauaaTa

EnuHcTBEH KaHaMmaar B KOHKypca € TJIaBeH acucTeHT n-p Enena
Kocragunona. I'n. ac. n-p KocraauHoBa 3aBbpiBa OakaiaBbpcKa CTENEH IO
,JIkoHomuka Ha muayctpusra™ (2005) u marucrparypa mo ,,MexayHapOIHU
nkoHomuueckn otHomeHus“ (2007) B YHCC. Ilpe3s 2013 r. 3amuraBa
nucepranus 3a npunoouBane Ha OHC , nokTop* Ha Tema ,,I1azapHa winm OpaHg
CEerMeHTalus .

ITpe3 ronunute Enena KoctaguHoBa € paboTuiia mo peavia MpUIOKHU
MPOEKTH, KOETO JIOMBJIBA U 00OTaTsBa akajeMUYHaTa M TMOJATOTOBKA, KAaTo ¥
MO3BOJISIBA JIa TIpUJIara HaAyYHUTE CH TO3HAHUS B MPaKTHUECKa Cpelia, KOeTo €
OT 3HAYCHHME 3a MpEeToaBaTecKaTa u HaydyHarta i padoTa.

3. HM3nbiaHeHHe Ha W3NCKBAHHATA 3a 3aeMaHe HAa AaKaJAeMHYHaATa
ITBKHOCT.
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INOCTHKCHUATA CHU, KOHUTO Ca B CBOTBCTCTBHUC C BHCOKHUTC CTAHAAPTH Ha
YHI/IBCpCI/ITeTa 3a HAIlMOHAJIHO W CBCTOBHO CTOIIAHCTBO M C HAIMOHAJTIHUTC
MUWHHUMAJIHU U3MCKBAaHU.

3.1. I3nbJHeHHue HA KOJHYEeCTBEHUTE U3NCKBAHUSA

Ot npusioxkeHaTa KapTa 3a U3MbJIHEHUE HA KOJIMYECTBEHUTE U3MCKBAHUS
e BuaHo, ue Enena KocragmHoBa 3HAQUWTEIHO HAJABHINIABA 33 bJLKUTCITHHUTE
takuBa chriiacHo 3PACPB (un.24) xaro npu MunumyM ot 400 Touku, TS €
nmocturHajga 1090. CwriacHo IONBIHMTEIHUTE HM3UCKBAHHMSA 3a 3acMaHE Ha
aKaJieMu4yHaTa JIbKHOCT ,,qolleHT B YHCC, kanauaaTute ciiesiBa 1a MOKPUSIT
320 Touku, nokaro ri. ac. A-p Enena KocraguHoBa chOupa HaJl YETUPHU HBTH
noBede wiM 1351 Touku. 3HAUMTEIHO HAABUIIABAaHE HA MUHHUMAJIHHUTE
KOJWYECTBEHN M3MCKBAHUS 3a 3a€MaHE Ha akaJeMHYHATa JUIBKHOCT ,, JOIICHT
ce€ MOCTHUra U MO OTHOUIEHUE Ha oOlusa Opod TOYKH, KaTo Ipu MUHUMYM 720
TOYKH, KaHAUAaTKaTa € nmocturuana 2441 Touku.

B3  ocHoBa Ha  MpeACTaBEHUTE  JIOKA3aTEJICTBA  OTHOCHO
nyOnukanonHata aeiHoct Ha Emena KocragmHoBa, MOke 1a ce HampaBu
CJIIEIHOTO 000O0IIeHNe: elHa CaMOCTOsITeNIHa XaOWIUTallMOHHA MOHOTrpadus;
elHa MyOJMKyBaHAa KHHWTa Ha 0a3aTa Ha 3allUTCH TUCEPTAIMOHECH TPYI; JBE
CTaTHH B HAYYHH W3HaHHs, pedepupaHd U WHIACKCHUPAHU B CBETOBHOM3BECTHH
0a3u ngaHHM Cc HayyHa uHopmarus (eIHaTa B ChaBTOPCTBO); €IHA CTaTHS,
WHJEKCHpaHa B Ipyra MEXayHapoHa 0a3a JaHHHW ¢ HaydyHa WHPOPMAIHS; TPU
JOKJIaa OT MEKIYHAPOAHN HayYHU KOH(EpEHIMH, ABE TJIABH OT KOJICKTHBHA
MoOHOTpadus; €IUH CaMOCTOsTeNIeH yueOHnK. KaHmuaaTkata nMa 3HAYATEICH
Opoit 1mTHpanus (45) B SCOpPUS, KoeTo ToaYepTaBa MEXKIYHAPOIHOTO
MIPU3HAHUE Ha HEWHUTE U3CIICIBAHMUS.

3.2. I3nbJIHEeHHEe HA KAYeCTBeHUTE U3UCKBAHUS

I'm. ac. g-p KocramnHoBa € yTBBPAEH WU3CIEAOBAaTEl M 4WIEH Ha
penakironHaTa koyierusi Ha crimcanue Cogent Business & Management, koeTo
€ WHJIEKCUpAaHO B MexayHapomHutTe 0asu manHu Scopus u Web of Science.
Enena KocramuHoBa € yacT OT HayyHara KOMHUCHUS Ha MEXIyHapoaHaTa
koHdepennus International Conference on Contemporary Marketing Issues u
ydacTBa aKTUBHO B HAy4YHM M MPOrpaMHU KOMHUTETH Ha HAIIMOHAIHHU H
MEXTyHAPOIHU aKaJeMUYHH (POPYMH.

I'n. ac. a-p KocraguHoBa € yBakaBaH JIEKTOP C JOKa3aH MPEnoaaBaTesiCKu



ONHUT M YTBBPJEHO KAayeCTBO Ha IpENoJaBaHeTo. buiia € kaHeHa KaTo rocT-
MpEenojaBaresl B NPECTHXKHH UYYXAECTPAaHHH YHUBEPCUTETH M € Ouna
aKaJleMHMYE€H MEHTOp Ha CTYACHTH, KOUTO Yy4YacTBaT B HAIMOHAIHU H
MEXIYHAPOJIHH KOHKYPCH.

Ts e pa3paboTwiia HOBM KypcOBE M y4eOHM MaTepHalM, BKIIOYUTEIHO
nbpBUsS yueOHUK B bbirapus B cepara Ha mpogaxkOCHUTE MPOMOIUHU, KOWTO
3HAUUTENTHO oOoraTsiBa ydyeOHaTa Imporpama. YdyacTBa Karo MpernojaBaTen Io
aucnuminHaTa ,,Consumer Behavior” B moxyna “Marketing in the age of
sustainability” na 3maunmus mexaynapozaen npoekr ENGAGE.EU.

Enena KocramuHoBa Mma ydyacTHsl KaTro €KCHEPT W MpENnoAaBaresl IIo
MapkeTUHr B HanuoHanuute teneBusun bHT m BTB, koero yrBBpxkIaBa
HEWHUA NPOPECUOHAIIEH aBTOPUTET.

I'n. ac. n-p KoctaguHoBa nonpuHacs 3a yTBbpK/JIaBaHe Ha I0OpOTO UME Ha
YHCC uype3 BceoTmaliHata cu paboTa KaTo IpenojaBaTtesl M HeWHara
CBIIPUYACTHOCT KBbM Kay3aTa 3a nmoBumaBaHeTo Ha kadectBoto B YHCC. Tsa e
cepTU(PUUUPAH BBTPEIIECH OJUTOP MO CUCTEMH 3a YIPABJIECHUE HAa KAYECTBOTO B
YHCC.

Te3n manHM cBuuerencrBaT, 4e . ac. A-p KocragnHoBa mnokpuBa
HaIl'bJIHO KAYECTBEHHUTE M3UCKBAHMS 3a aKaJeMU4HaTa JJIBXHOCT ,JOLIEHT B
YHCC, karo neMoHCTpupa akaJeMHUYHO U OOLIECTBEHO MPU3HAHUE U MPUHOCU
KbM Pa3BUTHETO HA YHUBEPCUTETA.

4. OueHka Ha y4eOHO-NIPenoAaBaTeJICKATA IeHHOCT

I'n. ac. n-p Enena KocragrHoBa nMa 3Ha4MTEIIEH NPETIOJABATEIICKA OIUAT
Y € yBa)kaBaH M BHCOKO 1ieHeH npenoaaBaren B Y HCC. [IpenomaBarenckusT u
CTUJ BKJIFOYBA H3IOJI3BAHETO HA HMHTEPAKTUBHU METOAM Ha OOy4YeHHE H
aKTUBHOTO HAachbpyaBaHE Ha CTYJICHTUTE Ja Yyd4yacTBaT B JHUCKYCUU U
MPAKTUYECKU 3aHWMaHus. Ts BOAM OCHOBHU KypcoBe kato ,IloTpedurerncko
noBejacHue U ,,MapKETUHIOBU M3CJICABAHMSA HA AHIJIMHCKU €3UK, KaKTO W
L [pOJIaxXKOEHN MPOMOIIMHU U ,,3€7IeH MapKETUHT* Ha OBJATAPCKH €3UK, KOUTO
MPUBINYAT TOJSIM OpOM CTYJEHTH BCSKa TOJWHA, JTOKAa3BAWKH YCTOWYHUBUS
MHTEpEC KbM NPENoJiaBaHUTE OT Hesl JucuuiuinHu. Kanaunatkara € aBTop Ha
MHOKECTBO Y4YE€OHU MaTepHaH, BKIIOUUTEIHO ydeOHHKa ,,IIpomornronamHn
MpOrpaMu U KaMIaHUU‘, KOWUTO € MBbPBUST IO poJa cu B bbarapus.

OcBen aktuBHata cu aerHoct B YHCC, rn. ac. n-p Kocragunosa e
W3HacsIa JICKIMU B PeAulla YY>KICCTPaHHH YHHUBEPCUTETU BBPXY IMOKpPUBAT
IIUPOK CIEKTHhP OT MAPKETUHTOBU TEMH, KOETO MOKa3Ba BUCOKOTO M PAaBHUIIE
Ha KOMIIETEHTHOCT U aJIallTUBHOCT KbM aKaJeMUYHHUTE CTAHJIAPTH Ha Pa3IMYHU



AKaaACMHWYHN MHCTUTYLHNH.

5. O0ma xapakTepUCTHKAa Ha MNpeACTABEHUTe HAayYHH TPyAOBe U
nyoaMKanuu

Hayunute unTepecu Ha ri. ac. A-p KocragmHoBa ca HAaco4yeHU B JBE
[JIaBHU 00JIACTH: MPOAAKOEHUTE MPOMOLIMM M MAapPKETUHTa Ha HECTOMAHCKUTE
opranuzanuu. [IpuBUIHO TPOTHUBOIONOKHU, TE3U 00JACTH HA MApKETHHIa ca
o0eMHEHN OT pa30MpaHeTO Ha KaHauaTa 32 MHOTOJUKHS MY XapakTep - TOU
MOJKE J1a CITY’HU KaKTO Ha WJCATHH, Taka U HA KOMEPCHUAIIHU EIH.

B mepBata obnact 1. ac. KocraguHoBa He caMoO LI€JIA Ja IMOMOTHE Ha
KOMITAHHHTE J1a ONTUMHU3HPAT TO3M MAPKCTHHTOB MHCTPYMEHT, HO U XBBPIIS
CBETJINHA BBPXY PHUCKOBETE, CBBP3aHU C MPEKOMEPHOTO My H3moi3BaHe. Ha
TO3HW Mpo0JeM € TMocBeTeHa cratusarta u ,,Price Promotions — the Problematic
Child of Marketing* (2023), xosTO TpencTaBs pe3yaTaTHTE OT H3CIICIBaHE
BBPXY PEIICHUATA 33 [IEHOBHU MPOMOIIUH B TOJISIMAa KOMITAHUS 332 IOTPEOUTEIICKU
ctoku B bwarapus. B ToBa uscienBane ce aHaiu3upar (HaKTOPUTE, KOUTO
JIOTIPUHACAT 33 TOBA MPOMOIMUTE J1a ObJIaT BB3IPUEMaHU KaTo ,,IPOOIEMHOTO
JieTe* Ha MapKETHUHTa U YCTAHOBSIBA, Ye PEIICHUATA 32 IIEHOBU MTPOMOILIMHU Ca JI0
rojisiMa CTETIeH MHEPTHU, OCHOBABaT C€ Ha CUJIHO OTrpaHUYeHa MH(pOpMaLUs U
Ce WU3IMOJ3BAaT 3a MOAIbPKAHE HA JIMIAEPCTBO IO TMAa3apeH 571 B 00eM.
N3cnensanero e eqHO OT MAIKOTO B bhirapusi, KOUTo XBBPJIST CBETIIMHA BHPXY
Bpb3KaTa MEXIAY NPOMOIMUTE U JBa OT HAW-CBHIIECTBEHUTE MpoOIeMU B
ChBPEMEHHUS MAPKETHHT — KPAaTKOCPOUHHUS (POKYC M JIMICATa HA U3MEPUMOCT
HAa pe3yNTaTHUTe OT WHBECTUIMUTE B MapkeTwHr. [IpenmocTtaBkute 3a
eCKaJalusITa Ha [IEHOBUTE U OCHOBHUTE KPATKOCPOYHH M IBIATOCPOYHH €PEKTH
OT TAX ca pa3riieflaHd W B AOKIaaa ,lleHoBuTe MpOMOIMH — KPaTKOCPOYHO
pelieHre wWiM JbiarocpodeH npooOiem? (2018). 3a pasnmmka oT ApyrH
HAIpPAaBIICHUSI B MAPKETHHTa, KbJIETO MMa M300UIIME OT YTBHPCHA JTUTEpaTypa,
o0OyacTTa Ha MPOMOIMUTE CTpajia OT JIMICAa Ha CUCTEMATU3MPAHO 3HAHUE U
KauecTBeHU y4deOHHIM. ToBa ce AbkM oTyacTy Ha (pakrta, ye mHbopMaIlusITa
3a MPOMOIIMUTE CE€ BB3NpPHUEMa KaTo BHTPEITHOPUPMEHA U UyBCTBUTEIIHA, KOETO
orpaHMYaBa BB3MOXKHOCTHTE 3a W3CJIEIBAHUS ¥ 3aJbJ0OYEH aHaIu3.
Y4eouuksT ,,IIpomormonanuu nporpamu U kKammanuu“ (2024) e mbpBUAT 1O
pona cu B bbarapus, mTocBeTEHM HaA TeOopusTa M YNPABICHUETO Ha
npojaxxoeHuTe mpomoru. HamwcBaneto My € pe3yiaTaT OT IBJITOTOIUIIHH
HAyYHU TBPCEHUS W BHUMATEIHO CHCTEMATH3UPAHE Ha CBIICCTBYBAIUTE
3HaHWA B Tasu cdepa W TPEACTaBIsIBA ILIEHEH pecypc 3a 3aablI00YeHO
M3ydaBaHe Ha TO3W MHCTPYMEHT C HapacTBaIlo 3HAUYCHHUE.

Nutepecst Ha 1. ac. KocHagMHOBa KbM HECTOINAHCKUS MapKETHHT



JEMOHCTpHpA aHTAXKUPAHOCTTA M C UACSITa, Y€ MAPKETUHT'BT MOXKE U TPsIOBa 1a
CIIY’KH B TI0J132 Ha OOIIECTBOTO. Ta3u 4acT OT U3CIICIBAHMSTA M € HACOYCHA KBM
MpOyYBaHE Ha MAapKETUHra KaTo CPEACTBO 3a COIMAIHO BB3ACHCTBHE U
MMOCTUTAHEe Ha WICATHH IIEIH, KOUTO HAAXBBPIAT CTpeMeka KbM Iedanoa.
Helinatra w™onorpaduss cbc 3arnaBue ,,Crnenudukd Ha MapKeTHHra Ha
OpraHu3alluuTe C HecTromaHcka I1en B bwarapus®™ (2023) npeacrasisBa
3a1bJI00YEHO M3CIIe/IBaHE Ha MPUJIOKEHUETO Ha MapKETUHIOBaTa KOHIICTIIIUS B
HECTOMAHCKUsA CceKTop. M3cinenBaHeTo € MpeACcTaBUTETHO 3a AKTHUBHUTE
HECTOMAHCKU OpraHu3alui B bbiarapusi, KO€To M3UCKBAa CEPUO3HO YCHIIUE 3a
OTCSIBAaHE Ha JICMCTBAIIMTE OpraHU3alUU CPell XWISAUTE peructpupanu. Tosa
JOMPUHACS 332 PEAUTUCTUYHO M aKTyaJdHO MPEACTaBSIHE HA CEKTOpa M MOXKE Ja
MOCTYKM KaTo CTaOWiIHa OCHOBa 3a aHAIW3 Ha CHEHU(UUHUTE HYXKIU U
MpeU3BUKATEICTBA Ha TE3W OpraHu3anuu. Upe3 u3cieoBaTeNICKU MOIXO/,
ChYeTaBalll KOJUYECTBEHW W KaueCTBEHHW MeToau, KocTaauHoBa mpenocTaBs
Oorata u JeraiinHa UWHGOpMAaMs 33 MApPKETUHTOBUTE MPAKTUKA H
MpeU3BUKATEIICTBA HA HECTOMAHCKUTE OpraHu3aluy B beiarapus, pa3kpuBaku
KJIIIOYOBU TMPEUKH U JAePUIMTH B MApKETUHroBaTa JEHHOCT Ha Te3H
OpraHM3alliy, KaTo JIIcaTa Ha OMUTHU KaJpu, MPeapa3ChIblHd OT CTpaHa HA
JOHOPUTE W HAa CaMUTE OpPraHU3alliHd, OTPAHUYCHUS BBPXY pPa3XOAUTE 3a
MapKeTUHT U Jp. OneHkara Ha Te3U MPEYKU € Ba)KEH MPUHOC KbM pa30oUpaHeTo
Ha TPYAHOCTHUTE, MPE] KOUTO € U3MPABEH CEKTOPHT M MOXKE /1a CIIYXKH KaTo
OCHOBA 32 HACOYBAaHE HAa PECYpCH W MOJKpena OT JOHOPCKU W Ibp>KaBHU
CTPYKTYpH.

Jlpyr npuHOC KBM pa30upaHETO Ha MapKETUHIra B HECTOIMAHCKU
KOHTEKCT, € BBBEXKIAHETO Ha TMOHSATHETO ,,OPUEHTALUSI KbM BB3JICUCTBUE,
KOETO MoJuepTaBa OpUEHTAIMATA KbM IBJITOCPOYHATA COIMATHA MPOMsHA B
JNEeWHOCTTa Ha Te3u opraHuzaiuu. MaentuduinmpaneTo Ha opUeHTAIUATa KbM
BB3/ICICTBUE KAaTO MW3MEPEHHWE Ha MapKETHHIOBaTa OpHUEHTAIUS Ha
OpraHu3allUUTe C HECTOMAHCKa IeJl JONMpPUHACA 3a KOHIENTyalu3alusra Ha
HECTOIMAHCKUSA MAPKETUHT M 3a M3TPaKJaHE Ha MOIXOJAI MOHATHEH amnapar,
KOWTO Ja JMOTPUHECE 3a MPEOJI0JIIBAHETO Ha MpUCHINaTa OW3HEC JIOTMKa Ha
CTOTIAHCKHSI MapKeTUHT. B crarusTa cu cbe 3armasue ,,Marketing in the Context
of Small Non-Profit Organisations* (2023) ru. ac. n-p Enena Kocraaunosa
MOCTaBs BHIIPOCA 32 MPUIIOKEHUETO HA MAPKETUHIOBUTE KOHIIENIIUUA B MAJIKUTE
HECTOIAHCKW OpPraHu3allui, KOUTO JOMUHUPAT B AbpKaBU KaTo bbarapus. Ts
MOA4YepTaBa, Y€ ChIICCTBYBAIIUTE TEOPUHM 3a MApPKETUHIOBAa OpHUEHTALIMS,
pa3paboTeHH Ha OCHOBAaTa HAa KOMEPCHAHUS MApKETHHT, 4YECTO HE OTrOBapsT
Ha HYXXJHUTE W PEATHOCTUTE HA MAJIKUTE HECTOMAHCKU OpTraHu3aliu, KOUTO
OOMKHOBEHO pasrojiarar ¢ OrpaHUYCHH pecypcu W cTpykTypu. KocraanHora
nojJiara Ha ChbMHEHHE MPWIOKHUMOCTTa Ha TPAAUIIMOHHUTE KOHIICHIUU 34



MapKeTHHT, KaTro TO0COYBa, Y€ T€ ca NO-TIOAXOAIIM 3a TOJeMU U
Mpo()eCHOHATTHA OpPTaHU3AIMA ChC CHINECTBEHU PEeCypcH W (popMamuzupaHu
CTPYKTYPH, JOKAaTO MAaJKWATE HECTOIAHCKH OpraHMu3allii WMaT pPa3IndHA
M3UCKBAaHMS W HyXJa OT aJanTHpaHe Ha MAapKETHHTOBaTa KOHIICTIIUS 3a
TEXHUTE TIEJIH.

Hayuen uHTEpec, Makap M HE OT OCHOBHO 3HA4YCHHE, Ca U EMITUPUYHUTE
TeHEepaTH3aIii B MapKEeTUHTA — MOJXO0/1, KOWTO C€ OCHOBaBa Ha JO0Ka3aTeJICTBA
W TI03BOJIsIBA J1a Cc€ IpaBiAT OOOCHOBAaHM OO0OOIICHHS, KOUTO Ja OBaaT
NPUIIOKUMU 32 PA3IMYHU Ta3apH, TPOAYKTOBH KaTETOPUH U BPEMEBHU MEPUOIU
¥ KOWTO CTOM B OCHOBaTa Ha HayuyHus muporien Ha Enena Kocragmnosa. B
CTaTusTa CU ,,3a HY)KJaTa OT €MIUPHYHU TEHEpAIU3allMd B MapKETHHTA B
bearapus® (2017) 14 pasrimexnaa npwiokeHUEeTo Ha Mozena [upuxie 3a
M3CIIC/IBAaHE Ha 3PEN M CTAIlMOHAPHM Ta3apy, KAKBUTO Ca IMOBEUYETO Ia3apy Ha
MOTPEOUTEIICKHA CTOKH.

[Ipe3 mocneanute ronuHwM 171. ac. A-p KocrannHoBa HacoYBa BHUMAHHUETO
cu U kpM edexture ot kpuzara ¢ COVID-19 BBpXy mNOTPEOUTEICKOTO
MOBEJICHUE M peaklMUTe Ha Bojeumure Mapku. B nmokmana ,Navigating the
consumer crisis: brand management perspectives® (2023), na xoiito Enena
KocragunoBa e Bojemr aBTOp, ca MPEACTaBEHU PE3yJTaTd OT KauyeCTBEHO
U3CIIe/IBaHE BBPXY MEPCHEKTUBUTE HA MPEACTABUTEIN OT TPU KIIOUYOBH I1IEJICBU
Ipynu — KOMIIAHWU 32 TOTPEOUTENICKHM CTOKH, TOJEMHU THPIOBCKU BEPUTH U
KOMYHUKAIIMOHHU areHIUU, MPEIOCTaBIUKU IIEHHU 3HaHUS 32 €(PEeKTUTe OT
MaHJEMUSATA U CTPATETUUTE 32 ajjanTalis Ha MapKUTE B YCIOBUS HA KpU3a.

6. OCHOBHU HAYYHH M HAYYHO-NPUJIOKHH Pe3yaTaTH

[Ipuemam 3asBeHUTE OT KaHAWAATa IPUHOCH, CHIBPXKAILU CE B
NpEACTAaBEHUTE 33 y4acTUE B KOHKypca TpynoBe. CrpaBkaTa Chabp>Ka HAyUYHH
W HAay4YHO-TIPUJIOKHUA MPUHOCH, KOUTO KOPECHOHAWPAT HA NPEACTABCHUTE 3a
peneH3upane MyOJuKalMK U ca U3JI0KEHU KaKTO CJe/IBa:

e (CucremaTu3MpaHu ca OCHOBHUTE MPUUYMHHU 32 €CKAJIAIMATA HA
poIaKOCHUTE MPOMOLIMH U 3a TOBA T€ Jia ObJaT BH3NPUEMaHU KaTo
,,[IPOOJIEMHOTO JIe€Te Ha MapKETUHTa™.

e Hampageno e u3cnenBane u € cbOpaHa ChOTBETHATA EMITUPUIHA
nH(}OpMaIs, KOUTO MOJKPEIAT CXBAIaHETO, Y€ peKIaMaTa MOXe Ja
CMEKYM HEraTUBHUTE €(EKTH OT IICHOBUTE ITPOMOIINH, KaTO
CBHIUIEBPEMEHHO HAMAJIM YYBCTBUTEIHOCTTA KbM IICHUTE.



e Hpaentuduuupanu ca KaTo OCHOBHH MPEYKH 32 €(PeKTUBHOCTTA Ha
MIPOMOIIMHTE OTpaHHUEHATa MPO3PAYHOCT U CHTPYTHUIECTBO MEXKTY
POU3BOIUTENHN U TOJIEMUTE THProBLU B bbarapusi.

e BnbBeneHo, 000CHOBAHO U ONEPAMOHAIU3UPAHO € TOHATUETO
,,OPHEHTAIIHSI KbM BB3ACHCTBUE ' KATO OCHOBEH THUIl OPHUEHTAIHS TIPH
HECTOIMAaHCKUTE OpTaHU3aI|H.

e OpueHTanusATa KbM BB3HCTBUE € UICHTU(UIIUPAaHA KATO OCHOBHO
M3MEpEeHNe Ha MapKETUHIOBaTa OPUEHTALIMS HA HECTOMAHCKUTE
OpraHu3aluy.

e Hpentuduuupanu ca HOBU BUA0BE IPEUKH MPel MPUIOKEHUETO Ha
MapKETHUHTa B HECTOMAHCKHA KOHTEKCT.

7. KpuTruHHU 0eJIe’KKU U NPenopbKu

Kputnunute mu 6enexku 1 NpenopbKy ca B JIBE MOCOKU: GoKycupane Ha
HAy4YHUTE YCWIHS, HO-UHMEH3U8HOMO W3MOJ3BaHE HA  CMIMpHUYHATA
MapKeTHHToBa MH(GOPMAIHS B U3CISABAHUATA U ITyOJTUKAITUHUTE.

CtpyBa MU ce 3a JIOHEHIEe €CTEeCTBEHO, Makap Ja He ro oa00psiBam
0Cco0€HO, B HAYaJIHWTE TOJWHM HA €JIHA HayYHa Kapwepa Ja MMa H3BECTHO
JyTaHe, ThpCeHEe, ONMMMTBAHE HAa PA3JIMYHM HEIla B HayKaTa W MpernoiaBaneTo. B
TrOJIMHUTE, KOTaTO YOBEK € MOJIyduJI TUTJIaTa JOIEHT, oOade, Ou TpsiOBaso aa ce
3amMuciH 32 (pokycupaHe Ha HaydHHTE cH ycuiusi. OcoOeHO ToBa ce OTHACS B
ciiydasi, KbJIETO €HAa TEeOpeTHYecKa W EMUCTEMOJIOTMYecKa, a 3ali0 U He U
¢dunocodcka, aMOMBATICHTHOCT € HAJMIIE: TPYJHO MOTaT Jla C€ ChbBMECTSBAT
KOMEPCHAJICH C HEKOMEpPCHaJIeH MapPKETHHT.

I-p KocranuHoBa camo 1i1e crieuesnu, ako B HAYYHUTE CH U3CIJIC/IBAHMS,
HAyYHUTE MyONHMKAllMM | TIPEMOJaBaHETO W3MOJ3Ba IOBEYE EMITUPUYHA
uHdopmaIus, B T.4. U TaKaBa, KOSTO TS € MPOMU3BENa — IEJICHACOYEHO WU TI0
JUHUS HAa JAPYTH HAyYHW WM TPUIOKHUA TPOSKTH. TS MMa Karanurera —
AQHAJTMTHYCH U JUAAKTHYCH — J]a TIPaBH TOBA.

8. 3akaouenune
JIOKyMEHTHUTE IO KOHKYpCa CBHJICTEJICTBAT, Y€ Ca M3IIBJIHEHU BCUYKHU

HallMOHAJIHKW HW3HCKBAHUWA, B T.4. MW JOIBJIHHUTCIHHUTC KOJMYCCTBCHH U
Ka4YCCTBCHHU N3UCKBAaHM Ha YHCC, 3a 3a€MAaHCTO Ha aKaaCMHU4YHaTa JIBbXKHOCT



,,JJOIICHT . Bb3 OocHOBa Ha BCHYKO TOBA JIaBaM IOJIOKHTEIIHATA CH OIICHKa 3a
MPUCHKIAHE HA aKaJeMUYHaTa IBXKHOCT ,,JIOLIEHT Ha TI. ac. A-p Enena
KocragunoBa B mpodecnonanno Hampasieane Mapkerunr ([Ipomax6Genn
MIPOMOITUN).

14 noemBpu 2024 t.
Codus

Penen3enr:
[Ipod. n.1. Cumeon Jlenes XKenen



UNIVERSITY OF NATIONAL AND WORLD ECONOMY

REVIEW

From:
Prof. D.Sc. Simeon Denev Jelev, Department of Marketing and Strategic Planning, UNWE,
scientific specialty “Marketing”

Re:
Competition for Associate Professor in the scientific field "Marketing (Sales Promotions)"

1. Information about the Competition

The competition has been announced to meet the needs of the Department of Marketing and
Strategic Planning, Faculty of Management and Administration at UNWE, according to
Decision No. 4/26.06.2024 by the Academic Council. | am participating in the academic review
panel for this competition as appointed by the Rector of UNWE.

2. Candidate Information

The sole candidate in this competition is Senior Assistant Professor Dr. Elena Kostadinova. Dr.
Kostadinova holds a Bachelor's degree in "Industrial Economics” (2005) and a Master's degree
in "International Economic Relations™ (2007) from UNWE. In 2013, she defended her doctoral
dissertation on the topic “Market or Brand Segmentation.” Over the years, Dr. Kostadinova has
worked on numerous applied projects, which have enriched her academic preparation by
allowing her to apply her scientific knowledge in practical contexts—beneficial to her teaching
and research work.

3. Fulfillment of Requirements for the Academic Position

Dr. Kostadinova has provided extensive evidence of her achievements, which align with the
high standards of the University of National and World Economy and meet national minimum
requirements.

3.1 Fulfillment of Quantitative Requirements

According to the attached quantitative performance chart, Dr. Kostadinova significantly
exceeds the mandatory requirements as per the National Development of Academic Staff Act
(Article 24), with a minimum requirement of 400 points, and she has achieved 1,090 points.
Additionally, she meets the specific UNWE requirement of 320 points for the associate
professor position with 1,351 points. For the overall minimum requirement of 720 points, she
has achieved a total of 2,441 points.



Based on the presented evidence of Dr. Kostadinova's publications, the following summary can
be made: one independent habilitation monograph, one book based on her doctoral dissertation,
two articles in scientific journals indexed in globally recognized databases (one co-authored),
one article indexed in another international database, three papers presented at international
scientific conferences, two chapters in a collective monograph, and one independently authored
textbook. She has also been cited 45 times in Scopus, highlighting the international recognition
of her research.

3.2 Fulfillment of Qualitative Requirements

Dr. Kostadinova is an established researcher and a member of the editorial board of the journal
Cogent Business & Management, indexed in Scopus and Web of Science. She is on the
scientific committee of the International Conference on Contemporary Marketing Issues and is
actively involved in the academic and program committees of national and international
academic forums. She is a respected lecturer with proven teaching experience and quality. She
has been invited as a guest lecturer at prestigious foreign universities and has mentored students
participating in national and international competitions. She has developed new courses and
study materials, including Bulgaria's first textbook in sales promotions, enhancing the
curriculum. She teaches “Consumer Behavior” in the module “Marketing in the Age of
Sustainability” for the ENGAGE.EU international project. Dr. Kostadinova has also appeared
on national TV as a marketing expert, which solidifies her professional authority.

Dr. Kostadinova’s commitment and contributions to UNWE’s reputation are reflected in her
teaching dedication and her involvement in quality improvement initiatives at the university.
She is a certified internal quality management auditor at UNWE. These achievements
demonstrate her complete fulfillment of qualitative requirements for the academic position of
Associate Professor at UNWE and her academic and public recognition, along with her
contributions to the university's development.

4. Evaluation of Teaching Activity

Dr. Kostadinova has extensive teaching experience and is a highly valued lecturer at UNWE.
Her teaching style incorporates interactive methods and actively encourages students to
participate in discussions and practical exercises. She teaches major courses such as “Consumer
Behavior” and “Marketing Research” in English, as well as “Sales Promotions” and “Green
Marketing” in Bulgarian, which attract a large number of students annually, demonstrating
consistent interest in her courses. She has authored numerous teaching materials, including the
textbook “Promotional Programs and Campaigns,” the first of its kind in Bulgaria.

In addition to her activities at UNWE, Dr. Kostadinova has lectured at various foreign
universities, covering a wide range of marketing topics, showcasing her high level of
competence and adaptability to academic standards across institutions.

5. Overall Assessment of the Presented Scientific Works and Publications
Dr. Kostadinova's research focuses on two main areas: sales promotions and marketing for non-

profit organizations. Though seemingly opposite, these areas are united by her understanding
of marketing as a versatile field that serves both idealistic and commercial purposes.



In sales promotions, her research aims to help companies optimize this marketing tool while
highlighting risks associated with its excessive use. Her article "Price Promotions — the
Problematic Child of Marketing" (2023) presents research on price promotion decisions in a
major consumer goods company in Bulgaria, addressing factors contributing to promotions
being viewed as "the problematic child" of marketing. The article discusses the inertia of price
promotion decisions, based on limited information, as a means to maintain market share. Her
textbook “Promotional Programs and Campaigns” (2024) is the first in Bulgaria on the theory
and management of sales promotions, filling a gap in educational resources for this significant
marketing tool.

Her interest in non-profit marketing demonstrates her belief in marketing’s potential for social
good. Her monograph Specifics of Non-Profit Marketing in Bulgaria (2023) explores the
application of marketing concepts in the non-profit sector, addressing challenges these
organizations face. She introduces the concept of “impact orientation,” highlighting the
emphasis on long-term social change. In her article “Marketing in the Context of Small Non-
Profit Organizations” (2023), Dr. Kostadinova examines the applicability of marketing
concepts in small non-profit organizations, suggesting that traditional theories may not suit
small, resource-limited entities.

Though not her primary focus, Dr. Kostadinova has shown interest in empirical generalizations
in marketing. In her article On the Need for Empirical Generalizations in Marketing in Bulgaria
(2017), she examines the application of the Dirichlet model on mature markets, typical for
consumer goods in Bulgaria.

In recent years, Dr. Kostadinova has also focused on the effects of the COVID-19 crisis on
consumer behavior and brand responses. Her study “Navigating the Consumer Crisis: Brand
Management Perspectives” (2023) provides insights into strategies for brand adaptation during
crises.

6. Main Scientific and Applied Contributions

| accept the contributions declared by the candidate, which align with the presented
publications. The contributions include:

o Systematizing the main causes of sales promotion escalation and why it is perceived as
the “problem child of marketing.”

« Conducting research and collecting empirical data supporting the view that advertising
can mitigate the negative effects of price promotions.

« ldentifying major barriers to promotional effectiveness, including limited transparency
and collaboration between producers and large retailers in Bulgaria.

e Introducing and operationalizing the concept of "impact orientation™ as a primary
orientation type for non-profit organizations.

« ldentifying new barriers to the application of marketing in a non-profit context.

7. Critical Remarks and Recommendations
My critical remarks and recommendations fall into two areas: focusing research efforts and

using empirical marketing data more extensively. While some initial exploration in a research
career is natural, it is advisable for an associate professor to focus their efforts. Additionally,



increased use of empirical data—whether self-produced or gathered through various projects—
will enhance the robustness of her research.

8. Conclusion

The documents submitted for the competition indicate that all national requirements, including
additional quantitative and qualitative criteria of UNWE, for the position of Associate Professor
have been met. Based on all of this, | give my positive assessment for awarding the academic
position of Associate Professor to Dr. Elena Kostadinova in the field of Marketing (Sales
Promotions).

November 14, 2024, Sofia

Reviewer:
Prof. D.Sc. Simeon Denev Jelev



