PELEH3UA

Ot: npod. Aa-p JinHa TleoprueBa AHactracoBa, byprackm CeBobogeH YHuBepcuTeT,
MpodecnoHanHo HanpasneHue 3.8. MIKOHOMMKa, HaydHa crneunanHocT ,,MapKeTuHr”

OTHOCHO: KOHKYPC 33 aKageMn4yHa SNbKHOCT ,, A0LEeHT” B NpodecnoHanHo HanpasaeHue 3.8.
MKoOHOMMKa, HayyHa crneumanHocT MapKeTuHr (npopaxkbeHu npomouum) nybanKysaH B
LAbprKaBeH BecTHUK” 6p. 69 oT oT 16.08. 2024 roguHa.

OcHoBaHMe 3a NpeacTaBAHEe Ha peLeH3uaTa

KoHKypcbT e o0bABeH 3a ,A0uUeHT” B 06sacT Ha BucweTto obpasosaHue 3. CoumanHuy,
CTOMNAHCKM M NpaBHU HayKu, npodecuoHanHo HanpasneHue, 3.8. MKOHOMMKaA, Hay4yHa
cneumanHoct MapkeTtuHr (MpoaarkbeHn npomoumn) U e 3a HyKAMTe Ha YHMBeEpcUTETa 3a
HAUMOHA/IHO M CBETOBHO CTOMAHCTBO- rp. CoduA. YyactBam B Hay4HOTO KYPM HA OCHOBA Ha
3anoBen Ne 2942 ot 15.10.2024 r. rognHa Ha 3am. PeKktopa no HUM Ha YHuBepcuTeT 3a
HALUMOHA/IHO M CBETOBHO CTOMAHCTBO.

1. Undopmauma 3a KaHgUZATUTE B KOHKYpCa

EAMHCTBEHUAT KaHAMAAT NO KOHKYypPCa 3a AOLUEHT B NpodecnoHanHo HanpasneHune 3.8.
MKOHOMMKA, Hay4YHa crneymanHocT MapKeTuHr (npoaaxbeHn npomounn) Ha YHCC e rn.ac. o-
p EneHa KocTagnHoBa, 3a KoaTo CbBETHT N0 Xxabuautauma aasa NONOKUTENHO CTAHOBULLE KaTo
noTeHUManeH KaHAMAaT B KOHKypca 3a M360p Ha ,A0UeHT” KbM KaTeapa ,MapKeTUHr u
CTpaTerMyecko nnaHupaHe“. CbrnacHo HOPMaTUBHUTE U3UCKBAHUA Ha 3aKOHA 3a pa3BUTUE Ha
aKaZleMnyHMA cbcTaB Ha P.Bbarapus, MpaBuMAHMKA Ha HEroBOTO MpuaaraHe, KakTto w
KauyeCTBEHUTE U KOIMYECTBEHU M3UCKBAHWUA 33 3aeMaHe Ha akaZeMUYHU anbKHocTu B YHCC,
[OKyMeHTaumMATa npeacraseHa oT A-p EneHa KocTagmHoBa, OTroBaps Hanmb/IHO MO BUA U
CbAbPXKaHME Ha U3NCKBAHUATA.

Cnep 3aBbpwBaHe Ha lMbpBa aHrAMMCKA e3MKoBa rMMMHasma — Codma KaHAMAATLT B
KOHKypca cnegga B YHCC u ce gunnomupa npes 2005 roamHa KaTo 6akanasbp no “MKoHommKa
Ha nHaycTpmaTa”, a npe3 2007 roanHa 3aBbpliBa maructpatypa 8 YHCC no MexayHapogHu
MKOHOMMYECKM OTHOLIEHMA” CbC cneumanunsauma ,YnpasneHne Ha MexayHapoaHW NPoeKkTn”.
MNo-kbcHO mexxay 2009 n 2013 roguHa a-p EneHa KoctaguHoBa 3almTaBa amceprauma B
o06nacTTa Ha MapKeTUHra, KOETO B roNAIMa CTEMNEH M AaBa NepcneKkTMBa 3a bbvaelaTta i pabota
M B NpPaKTMKaTa OCBEH B aKagemunyHaTa chepa. OT 2011 go 2012 roauHa a-p KoctagmHoBsa
pabotm B OpraHuzaumsata: EBPOMHOOPM OO/, Kato MeHUaKbp cxema Kbm [lpoekT
Uemploy. B nepuoga 2013-2014 r. KatanaaTbT B KOHKypca paboTu M KaTo eKcnepT B
HaumoHanHa d¢epepaumna Ha paboTogaTtennte Ha WHBAAMAM B NapTHbOPCTBO M BBRZ-
Osterreich, rp.Codua no npoekrt ,,E-YCMNEX: EBponeiickn nHosauumn - YcsoAsaHe Ha ONWT K
[06pun npakTnkmM ot CoumanHute MpeanpuATUA 33 €NEKTPOHHO BKAKOYBAHE U AUTUTANHU
KOMMEeTeHUMN 33 3aeTOCT Ha XopaTa ¢ yBpexkaaHua”. OT centemspum 2023 r. go siHyapu 2024
rogmHa a-p EneHa KoctaguHoBa e oTroBapana 3a aHaaAM3a Ha OaHHW OT MapPKETUHIOBM
n3cneaBaHMa Kbm KomnaHuaTta ,Mparmatnka” O04. CbuyeTaBaHETO Ha NpenogaBaTesiCKa U
eKcnepTHa NpakTUYecKa AeMHOCT ocurypsasa 6e3cnopHo ronama nossa v 3a npenoaasaTtena u



33 CTyAEeHTUTe, Tbil KaTo NpenoaaBaTenaT MMa Bb3MOXKHOCT Aa AaBa peasiHM npumepu 3a
npusaraHe Ha TeOpeTUYHUTE NOCTAHOBKU B peanHUsA MBOT- B BU3HEca M B HeCcTonaHcKaTa
AenHocT. OT MoA NpaKTUYecKM OonuT 7 TOAMHM C MAPKETUHIOBM u3cnepBaHua 3a 2
YYXKOECTPAHHU GUPMU- LWIBEMLAPCKA M aHIIMACKA 3HaAM, Ye peanHuTe M3CNef0BaTe/NCKM
Ka3ycu nomaraT NeKuuMmte U CeMUHApHWUTE 3aHATMA Ha KaHAuAaTa B KOHKypca Ada ca
NPaKTUYECKM HACOYEHMU, aKTyanHU U nonesHu 3a crygeHtute. Ot 2009 rogmHa po cera
KaHANAATBLT MO KOHKypca e bwuna Ha AJbXKHOCT ,I/1.aCUCTEHT” KaTto npe3 roguHute e
npenoasasia HAKOMKO ANCUMMNANMHW B BaKanaBbpCKMUTE NPOrpamm Ha KaTegparta U NO-TOYHO:
Consumer behavior, Marketing Research, Academic Ethics (Ha aHraMitckn esuk) wu
»MapketuHr”, ,Mpoaax6eHn npomounn“ u ,,3eseH MapKeTUHr” Ha 6b/IrapCcKn e3uk.

Mexxay 2015 1 2018 rogmHa a-p EneHa KoctagnHoBsa e yyactBana akTMBHO B Nporpamara
33 MeXXAyHapoAHa akafeMnyHa MobunHocT Epasmyc 1 e 6una ¢ Nekumnm B HAKOKO 3anaaHo-
n UeHTpanHo-EBnopenckn yHcmepcuteTa- B Magpua, J/incaboH, bepamH n BueHa, Koeto
MOKa3Ba, Ye TA MMa NpenogaBaTe/ICKM ONUT U B MeXXAYHapoaHa cpesa M No-ToYHO B paboTa ¢
YyXaecTpaHHU cTyaeHTU. o OTHOWeHMe Ha YyMEeHUATa, KOMTO KaHAMAATbT B KOHKypca
npuTerkasa TpAbBa Aa ce oTbenexun NoNoKUTeNnHUA Gakt, Ye TA Bnagee 2 3anafHu e3ukKa-
AHTIMACTU HA OT/IMYHO HMBO U PPEHCKM- MHOTO A06PO HMBO, KAKTO U Ye PaboTh C HAKONKO
cneunannsnpaHun coptyepHu NpoayKTa.

2. U3nbAHEHMEe HAa MUHUMANHUTE HAUMOHA/IHU U [ONBAHUTENIHU YHUBEPCUTETCKU
M3UCKBAHMA 33 3aeMaHe Ha aKageMMUUHaTa AJIbXHOCT “goueHTt”

KaHampaTteT No KOHKypca A-p E. KocTtagmMHoBa e npeacTtaBmaa Kaprta 3a M3nbAHEHUE HA
MWHUMANHUTE  HAUMOHANHU M3UCKBaHUA cbrnacHo 3PACPBE (un.26) u lMpaBuaHUKa 3a
npunoxeHuneto my (4n.la, an.1l). Cnopes npencTaBeHUs AOKYMEHT M [AOKas3aTencTBaTa Kbm
Hero no Pasgen | — 1. A6,B,IL,4 v E, rn.ac. g-p E. KoctagnHoBa Mma obwo 1090 1. npu
MWHUMANHO U3MCKBaAHe 3a 400 T., T.e. TA e HAABULWKWAA MUHUMYMA C NOBeYe OT 2 NbTU, KaTo
npu rpyna ,,40" (LWTMPaAHMA UK PELLEH3UWN B HAYYHWN U34aHUA pedepupaHn U n MHAEKCUPaAHU
B CBETOBHOM3BECTHW HayyHM 6asn AaHHW) HaABULIEHMETO e Hal- ronamo — 675 T. npu
n3nckeaHm 50.

Mo pasgen Il. JonbnHuTenHn nsncksaHma 3a YHCC cbrnacHo 3PACPB (4n.26, an.5) u
MpaBUNHMKaA 33 NPUNOXKEHUETO My (4n.1a, an.2-3) Ha OCHOBa Ha NpPeACTaBeHUTE AOKYMEHTH,
TA NOKPMBA HaMb/HO HOPMATUBHWUTE M3WUCKBAHMA, KaTto no 2 ot rpynute (,U“ n ,K“) e
HaABULWWANG 3HAYUTENHO MWUHUMANHWUTE WM3UCKBAHMA, KaKTo cneaga: npu rpyna ,U“ npu
n3ckBaHu 40 1. , TA e nocturHana 765 7., npu rpyna ,K“- npu nsckeaHusa 3a 100 TouKw,
KaHAWAATLT N0 KOHKypca e nocturHana 301 1., a npu rpyna “X“ nma nocturHati 165 TouKu.
CnpaBKaTa couu, Ye 06wo no pasgenu I nll, ra. ac. a-p EneHa KoctagnHoBa e nocturHana 2441
TOYKM NpU M3NCKBAHMA 33 720 TOYKWU, KOETO MOKaA3Ba, Ye TA e HaaBULIMAA MUHMMANHUTE
M3NCKBAHMSA Ha KOJIMYECTBEHMTE NMOKa3aTe M NoBeYe oT 3 NbTU. M3BOADBT €, Ye KaHANAATLT No
KOHKYpCa MMaA BMCOKA YCNEBAaeMOCT MO HAUMOHANHUTE U AONBJAHUTENIHM M3UCKBAHMA 3a
3aeMaHe Ha akaeMMUHaTa ANbKHOCT ,,0oueHm* B Hay4yHa obnact MapKeTuHr (npoaaxbeHu
npomouunn).




M3nbnHeHMe Ha KauyecTBEHMTe W3MCKBaHMA 3a 3aemaHe Ha aKagemuuyHaTta
BNbXKHOCT ,aoueHT” B YHCC

Cnopepg, npeacTtaBeHata CnpaBKa 3a M3NbJIHEHME HAa KayeCTBEHUTE W3MCKBaAHUA 3a
3aeMaHe Ha akageMMYHaTa ANbXKHOCT , A0LEHT” 1 A0Ka3aTeNCcTBEHUTE LOKYMEHTH, A-p EneHa
KocTagnHoBa MMa NOCTUXKEHUA U aKTUBHOCTU U MO 4Te KayeCcTBEHM NoKasaTend, a UMeHHo: 1.
YmevpdeH uscnedosamersn ¢ MPUHOCU 8 HAUUOHANHOMO/ mexdyHapoOHOmMo pa3sumue Ha
3HaHUemo: Harpaga 3a Hal-uHoBaTUBEH AOKANaA cbe 3arnasue “Solely loyal households” B
cboaBTOpcTBO € npod. CumeoH HeneB oT KoHbepeHumaTa International Conference on
Contemporary Marketing Issues (ICCMI), Kingston Business School , loHaoH, 2015. ; YneH Ha
pefaKuMOHHA Koslerma Ha HayyHo cnucaHune Cogent Business & Management, MHAeKCMpPaHO
B Scopus u Web of Science; YneH Ha Hay4yHaTa KOMUCUA Ha MeXKAyHapoaHaTa KoOHdepeHUMA
International Conference on Contemporary Marketing Issues n gp. KaHaMAaTLT NO KOHKypca
€ NIEKTOP C YHUBEPCUTETCKM HALLMOHANIEH N MEXKAYHAPOAEH NPMHOC B NPenosaBaTeCKoTo U
y4yebHOTO pa3BuTMe: [MoOKaHeHa 3a BbHLWEH HayyYeH PbKOBOAMTEN HA CTyAEeHTKaTa B
MarucTobpcKka nporpama Hape Asetucan ot Berlin School of Economics and Law, cnepn usHeceH
NEKUMOHEH KypC BbB BUCLLETO YYUIULLE M aKageMUYeH MEHTOP Ha 0TOOp, KnacupaH Ha BTOPO
MACTO B KOHKypca ,BAAwards’2018“, opraHusupaH oT bBbarapckata acoumauua Ha
peknamopatenute (BAP).

Cnopes npeacTaBeHUTE AOKYMEHTM KaHAMAATBT NO KOHKypca MMa MNOCTUXEHUA U
aKTMBHOCTU M MO ApyruTe 2 KaYecTBEHU KPUTEPUA U NO-TOYHO NO Nokasatenute “fMonyyeHo
06LLEeCTBEHO NPU3HAHME B NPaKTMKaTa Ha NpodecMoHaNHUTE NOCTUNKEHMA HA KaHANAATa U
,[IPUHOC KbM YyTBbp)KAABaHe Ha p[Aobpoto ume Ha YHCC, ¢akynteta, Kategpata“.
MpeacTaBeHaTa KapTa M BCUYKM 4,0Ka3aTe/ICTBEHM AOKYMEHTM 33 NOCTUXKEHUATA Ha 4-p EneHa
KocTagMHOBa MOKasBaT, Ye_TA € M3Mb/HMAA KayecTBEHMUTE M3UCKBAHMA 3a 3aeMaHe Ha
aKaZeMuyHaTa ANbKHOCT ,aoueHT” B YHCC n e yTBbpAEeH M3caeaoBaTten v npenogaBaten C
NPUHOCK B Pa3BUTMETO Ha 3HAHMETO U U3CNeaoBaTe/ICKaTa AeHOCT.

3. OueHKa Ha yuebHo-npenogaBaTe/icKaTa AeMHOCT HA KaHaMAaTa

OT npeacTaBeHaTa cnpaBka 3a yvyebHoO-NpenogasarenckaTa AeNHOCT 3a nocneaHute 7
y4yebHu roauHu e BuaHo, Ye a-p E. KoctagmHoBa npenogasa B Kategpa ,MapKeTUHr u
CTpaTerMyecko nnaaHupaHe” npu  @Pakynter ,YnpaBneHne U agMUHUCTpaumA“oT
akagemuyHata 2016/ 2017 roguHa M npe3 TO3W 7-roamilueH nepuwog TA € W3NbAHUANA
ayauTopHa 3aetocT oT 3156 yyebHM yaca o610 B HaKanaBbpCKa M MArMCTbpcKka Mporpamu.
CpeaHuAaT 6poii yuebHM YacoBe Ha roamwiHa 6asa e 450.8 yaca ¢ AUCUMNANHUTE Ha 6bATrapcKn
e3UK.

MNpenopasaHute oT pAa-p EneHa KocTagMHoOBa AMCUMNAMHW Ca, KaKTO cnenBa:
MoTpebutencko nosepeHne, MapKeTuHrosn u3scnegBaHua, [MpogaxkbeHn npomoumuy,
MpoparkbeHn npomounm u 6paHaAnHr, MapKeTuHr, 3eneH MapKeTUHr, MpPOoMOoLMOHANHK
nporpamu n KamnaHmmn n HayyHa etmka. KaHAMAATbT NO KOHKypCca Npenogasa MAapKeTUHIOBU
ONCUMNONHM M HA aHIMUMACKM  e3uMK  aucumnnamHute [MoTpebutencko noeeaeHwue,
MapKeTUHIrosm nscneasaHma u HayyHa eTmka, KaTo npes3 nocieaHUTe HAKOIKO aKadeMUYHU
roAuHU cpeaHuAaT 6pon yuebHM YacoBe Ha roguiliHa 6asa e HapacTHan M B MmomeHTa e 150



yaca. He nosHaBam nuuyHO rn.ac. a-p EneHa KoctagmHoBa, HO cnopep HedopmanHa
MHbOPMAUMA OT Pa3roBOpM C KoerM u CTyAeHTU OT KaTegpaTa, 4-p EneHa KoctagmHoBa e
yBakaBaH YHMBEPCUTETCKM MpenogasBaTen M Kosiera, KOMTO MoKas3ea B pabotata cu
npodecnoHasHa KOMNETEHTHOCT U aKaZeMUYHa eTHKa.

4. OueHKa Ha Hay4yHUTE TPYA0BE U HAYYHO-U3C/Ie40BaTe/ICKaTa aKTUBHOCT Ha KaHAUAaTa
4.1. O6Lwa XxapaKTepUCTUKa Ha Hay4YHUTe TpyaoBe

CbLyecTBeHa 4acT OT akageMU4yHaTa AeMHOCT Ha BCEKM YHUBEPCUTETCKU NpenogasaTten e
HerosaTa Hay4yHa W NybUNKALUMOHHA aKTUBHOCT, YpPe3 KOUTO TOM MNpeacTaBA Ha HayyHaTta
06LWHOCT B CBOATA TeMATMYHA 061aCcT pe3ynTaTuTe oT u3cnenBaHUAaTa CUM U M NpaBu Ny6anyHu
33 Hay4yHW AUCKYCuM M obydyeHue no csouTe aucumnavuu. [O-p EneHa KoctagmHoBsa e
npeacTaBuia 3a peLeH3npaHe CNUCbK Ha cBouTe NybanKauum u cammrte nybamkaumm — 9 Ha
6poi, KOMTO ca KaKTo cnejiBa:

-MoHorpadua- xabunutaumoHeH Tpya (#3): ,MapKeTUHr B KOHTEKCTA Ha opraHu3auuuTe C
HecTonaHcka uen B bbarapua“ (2024). MoHorpaduaTa cbabprKa eMNUPUYHO U3CNeaBaHe
BbpXYy MNPUIOXKEHMETO Ha MapKeTUHroBaTa KOHLEeNuMA 33 Hy)KAMTe Ha opraHusaumute C
HeCcToNaHCKa Len 1 e oueHeHa OTAEe/IHO NO-HAaA0NY B PeLeH3NATa. 3a4bNb604eHO n3cnenBaHe
BbpXYy NPUIOXKEHMETO Ha MApPKeTUHroBaTa KOHLEeNUMA 33 HYXAMTe Ha opraHusaumuTe C
HEeCTOMaHCKa Uea U € OLUEeHeHa OTAENHO MO-HaZoNy B peueH3snAaTa. MoHOrpaduUHUAT Tpys,,
npeacTaBa pesyatatute oT MyATU-METO4HO M3CneaBaHe, KOeTo MMa 3a LUen Aa YCTAaHOBMU
OCHOBHMTE W3MEPEHUS HA MAPKETMHrOBaTa OpPMEHTAUMs B KOHTEKCTa Ha Obarapckus
HeCcTonaHCKKM cekTop. bMx nocounna camo, ye pesynTtaTuTe oT UscneaBaHeTo buxa 6unm c owe
NO-ronsiMa TEXKeCT, aKo M3BagKaTa NPoyYeHM opraHM3aumnm bele No-ronama, 3aLL0To cnopes,
OaHHM Ha AreHumATa No BAMCBAHMA B bbarapua nma geicrealum okono 13 736 HecTonaHcKm
OpraHM3auunm, HO TOBa HE OMAJI0BarXKaBa pe3ynTaTuTe n N3BoAUTE OT U3CaeaBaHeTo.

-KHura Ha 6asaTta Ha auceptaumoHHua Tpya: KoctagmHoBa, E., MasapHa wam 6paHpg
cermeHTauus, Uspgatenckn komnnekc YHCC, 2024 (# 2)

-npe,CI'CTaBeHM 3a peueH3npaHe Cca “ 2 cTatum mn 2 AOKNnaAa Ha MeXAYHapOoAHWU HAy4YHU
KOHd)epeHLI'MM B E'bl'lrapMﬂ, KaTO ABETE CTAaTUWN Ca Ha AHTIMNCKM €3MK UM Cca

- Ny6/IMKYBaHM B HAyYHWU U3[aHUA, pedepupaHm U MHAEKCUPAHU B CBETOBHOM3BECTHU 6asu
[AHHW C HayyHa WMHPOpMaums, eaAVHUAT OOKNAL € HA aHMIMIACKM e3UK U eAUMHUAT- Ha
ObArapCKU e3ukK:

1. Kostadinova, E., Hristov, E. Marketing in the Context of Small Non-profit Organizations.
Economic Alternatives. 2023 (#4)

2. Kostadinova, E. Price promotions — the problematic child of marketing, Economic
Alternatives. 2022 (# 6)

3. 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 (# 5)



4. KoctagnHosa. E. “3eneHo notpebutencko noseaeHmne B bbarapus — pasgenHo U3xBbp/iaHe
Ha oTnagbumte”. TpUHaZeceTa MeXAyHapoAHa HayyHa KoHdepeHUMs Ha MnaguTe yyYeHwu
»MIKOHOMMKaTa Ha bbarapua n EBponerickmna cbtos B rnobanHuma ceat”. YHCC, 2017 (#9)

- MnaBa MNbpBa B KONEKTMBHA MOHOrpadua Ha Tema ,,3eN1eHOoTo NoTpebieHMe y Hac: Harnacw,
HamepeHua n gencTeuTeiHo noseaeHue”; MUspatenckm komnnekc — YHCC; 2018, ctp.11-61 (#
7)

- ThaBa YeTBbpTa B KONEKTUMBHA MOHOrpadus Ha Tema ,3eneHoTo nortpebsieHue y Hac:
Harnacu, HamepeHua u gencteutenHo noseaeHune”; Uspatenckm komnnekc — YHCC; 2018,
cTp.109-131 (# 8)

- CamocToaTeneH y4yebHuk: KoctagmHosa, E., ,[IpoMoUMOHaNHM NpOrpamu U KamnaHun”,
N3patenckm komnnekc — YHCC, 2024, ISBN 978-619-232-853-5 (# 1)

Mpn BHUMATENIHUA NPOYUT Ha NyBAMKaLMUTE NPaBM MNONOXKMUTENHO BrevaTieHne GpaKkTbT,
ye noseye OT NONOBMHATA Hay4yHa NPOAYKLMA € CAMOCTOSATENHM TPYA0BE XapaKTepusmpallm
ce C HayyeH noaxoa, nobpe GopmynmpaHun nscnenoBaTesICKM Lenu, 3aabnbo4eHa TeopeTuyHa
OCHOBA W MOAXOAALL M3CNeAO0BATENCKM AM3aH U MHCTPYMEHTapUyM Mpu NpoBeXKAaHe Ha
eMMUPUYHUTE U3CNeABaHUA NPeACTaBEHM B HayYHUTe nybankaumu. A-p E. KoctagmuHoBa nma
n Harpaga 3a Hali-MHOBaTMBEH A0KAaj cbe 3arnasue “Solely loyal households” B cbaBTOpcTBO
c npod. CumeoH Henes oT KoHpepeHumAaTa ,International Conference on Contemporary
Marketing Issues (ICCMI)“, Kingston Business School , JloHaoH, 2015.

4.2. TemaTUYHU HanpaB/ieHUA B Hay4YHUTe Ny6MKaLMK U U3cNeaBaHUA HA KaHAMAATa

MPoYnTHLT M NperneabT Ha HayyHUTe pa3paboTku Ha a-p EneHa KocTagmHoBa nokassa, ye
MOKeM Za rm 0606wmm B 4 no-arpernpaHn rpynu no TemaTuyHa o61acT, a UMEHHO.

- W3cnegBaHe Ha eBOMOUMATA Ha MapPKETMHIoOBaTa KOHUENUMA  npocieasBaHe Ha
NPUIIOXKEHNETO M pPasWMpPABAaHETO M [0 OpraHus3auMmMTe, UYMUTO OCHOBEH MOTMB 3a
CblLLECTBYBAHE He e NOCTUraHe Ha puHaHCoBM uenu (# 3 n # 4);

- M3cnepBaHe Ha CbWHOCTTA, TUMONOIUATA, NOA3UTE OT NPOoAAKOEHUTEe NPOMOLMM, KAaKTO U
nNaHWpaHe Ha npojaxkbeHuTe npomouuMu. ABTOpKaTa MNoasiara Ha aHaAu3 U LeHoBuTe
NMPOMOLMM OT rNeAHa TOYKA Ha MapKeTMHra KaTo nasapHa ¢punocoduma n npakTuka (1 n #6);

- MpoyyBaHe Ha BaA)KHW BbBNPOCU CBbP3aHM C OpaH[ MEHUAXKMDBHTA NO BpPeMe Ha
MKOHOMWYECKU TPYAHOCTU, OrPaHUYEHU MAPKETUHIOBM OHOAXKETM U NOTpebuTencku
npeau3BMKaTeNcTsa, NpousTnyawm ot naHaemuata Covid-19 u nocnepsanute rnobanHm
MKOHOMMYECKN U NOTPEBUTENCKM NpoMeHU. Ype3 AbAOOYMHHM MHTEPBIOTA C eKCnepTu oT
MHAYCTPUATA, B NyBAMKauumMTe ce NpoyyBaT KAOYOBU BbNPOCK, BKIOYMTENHO a4anTUPAHETO
Ha MAPKETUHroBMTE CTPaTernmmn B OTFTOBOP Ha MPOMEHALLOTO ce NoTPebuTencko nosegeHme 1
noBuMLWaBaHe Ha LieHWUTe C ornea NoAnomMaraHe Ha KMeHTUTE B U3rpaXKaaHeTo Ha yCTOMYMBOCT
Ha MapKaTa No Bpeme Ha KPU3UCHU cuTyaumm (#2 n #5);

- 3agbnboyeHo u3cnegBaHe Ha 3eneHOTO noTpebneHne B bbarapua KaTo Harnacu,
HamMepeHusa, HO U AEeNCTBUTENIHO NMoBeAeHWEe U Nno Te3n Bbnpocn A-p KoctagnmHoBa mMma
HAKOIKO Ny6AMKauum npes nocneaHute 5 roanuu (#7, #8 n #9);



Kato o606uieHa oueHKa bux nckana ga nogyepran, ye NpobiemuTe, KOUTO ce 3acaraT B
nyb6AMKaLMUTE Ca aKTya/IHU U BaXKHU, KAKTO 3@ MapKeTUHra U HEroBOTO NpunaraHe B 6GusHec
NpaKTUKaTa M NO-KOHKPETHO B 06/1acTTa Ha NpodaskbeHuTe npomounn, Taka U B chepaTa Ha
HECTOMAHCKUS MapKeTUMHI, KbAEeTO BCe Ole He CMe AOCTUrHaAW HanpegHanuTe B TOBa
OTHOLUEHMe cTpaHu. MoHorpaduAaTa, cTaTUMTe U ABETe TNaBu OT KHUTUTE 3a 3e/IeHOTO
notpebneHune ca npoBepeHn ypes codptyepHusa npoayKT Grammarly 3a niarmaTcTeo u Tpsibea
Aa ce otbenexun, ye HAMa yCTaHOBEHO TAKOBa.

4.3. OueHKa Ha moHorpaduaTa KaTo camocToAaTesieH 06eKT Ha peLeH3upaHe

MNpeacrtaBeHaTa 3a peleH3uMpaHe MmoHorpadua ,MapKeTUHr B KOHTEKCTa Ha
opraHMsaLumnTe C HeCTonaHcKa uen B bbarapua“ (2024)“e c obem ot 145 cTpaHnum, usaaaeHa
ot UK ,YHCC”, ISBN 978-619-232-799-6. B cbabp:KaHUETO Ha MOHOrpadusaTa e npeacTaBeHo
3a4bN60YEHO M3C/IeABaHE BbPXY MPUNOKEHNETO Ha MAaPKETUHIOBATA KOHLEMNLNSA 3@ HYXKAUTE
Ha OpraHu3auMmMTe C HecTonaHcka uen. To ce oT/M4YaBa OT NPeAXOAHU M3C/eABaHUA B
06n1acTTa, Tbil KAaTO pasrnerkaa NPUIONKEHNETO Ha HECTONAHCKMA MapKeTUHI nNpe3 Np1M3maTa
Ha OpraHuM3aLMnTe C OrpaHMYeEH KanauuTeT U pecypcu, KakBMUTO ca NnpeobaaaaBalata YacT oT
HeCToMaHCKUTe opraHmsaumun B LleHTpanHa, N3TouHa EBpona BKA. 1 B bbvarapua. B Nbpea
rnaBa ce pasrnexaaT TeopeTMYHMTE OCHOBM Ha HECTOMAHCKUA MAPKETUHI- CbLLHOCT, OCHOBHM
HanpaB/ieHuA, KaTeropumute Ny6AMKKN, BpaHa U penyTauma Ha HECTOMAHCKUTE OpraHM3auuu,
npuBAMYaHe Ha AobpoBoaun n nobupaHe. B Tasn rnaBa KaHAMAATHT NO KOHKYpPCa e Nokasana
OT/IMYHO MO3HABAaHE Ha KOHUENTya/JIHUTe OCHOBM Ha HECTOMAaHCKMA MapKEeTUHI, KaTo e
M3Mo0a3Basia MHOFO ronfAMo pa3Hoobpasme OT aBTOpPM M U3CAe[BaHMA KaTo e npocaeguna
€BOJIIOLMATA Ha HECTONAHCKMA MAapPKeTUHT M aganTaunATa Ha CKaMTe 3a Na3apHa OpMeHTaLms
Ha HecTonmaHCKM cybeKkTu. MpaBu MNONOKMTENHO BMe4vaT/ieHne 3aabnb04YeHUs aHanM3 Ha
pasfINYHUTE CXBalAHMA W HaArpaxK4aHeTo KbM KOHLLENTya/lHUTE OCHOBM Ha TO3M BUA,
MAPKETUHT OT OTAENHUTE aBTOPW.

BTopa rnasa onvceBa MeTo4,010rMATa Ha U3Ce[,BaHETO BKAOUMTENHO M pa3paboTBaHeTo
Ha MHCTPYMEHTa 33 cbbupaHe Ha NbpBMYHATA MHPopMaLma. B rnasa TpeTa ca npeacraBeHU
pe3ynTaTuTe OT M3C/e[BaHETO, aHa/M3 Ha CbAbPKAHMETO Ha WHTepBIOTATa, KaKTo W
CPaBHEHWETO MeXAyY 5Te NPOyYEHM M aHANM3UPAHM OPraHU3auMKM OTHOCHO GUHAHCUPAHETO
MM, MapKeTUHIa, YOBELKLINTE UM PEecypcu, KOMyHUKALMOHHATa UM NoAUTUKA M paboTaTa ¢
fo06posonuun. Mo To3M HaYMH U3CNeLBaHETO NPaBM CPAaBHEHME MO BCUYKM BaXKHW NOKasaTenn
3a NpuaaraHeTo Ha MapKeTUHra U paboTaTa Ha Te3n OpraHU3aLUM.

MoHorpaduata nma cobcTBeH HayyeH MPUHOC, 3aWO0TO BCbLWHOCT € MbPBOTO HAy4YHO
nscnenBaHe, KOETO Ha MbPBO MACTO M3BEXJa Ha NpefeH MnaaH passinkata mexay nasapHa
OpMEeHTaLMA U MapKETUHIOBa OpUEHTaLMA, 060CHOBaHa OT Yaimep 1 Kon. (2015). OcseH ToBa
aBTOpKaTa npunara W HagrpageHa/oboraTeHa CKana 3a HeCTOMaHCKa MapKeTUHroBa
opueHTauma Ha Yanmep u Kon. (2015), KaTo NpaBM CEPUO3EH OMUT 3a NPeoAoNABaHEe Ha
HegoCTaTbUUTe Ha NpeauwHuTe nogobHM CKanu, KOUTO ca pa3paboTeHn npeguMmHO 3a
uenute Ha ronemmte BUsHec opraHM3aLMn, a He 33 NPaAKTMKATa Ha MAJKUTE HECTOMAHCKMU
opraHusauuu (c.45-46). O-p KoctagnHoBa gobaBs 3a BTOpUA eTan Ha U3cneaBaHeTo CM HOBO
n3MepeHne KbM OpUrMHanHaTa cKana, HapedeHo ,OpueHTaunsa KbmM Bb3AeNCTBUE”, KOETO e
61MNno ngeHTUPMLUMPaHO KaTo NOTEHLUNANHO U3MEPEHNE HA MAapPKETUHIOBaTa OpMEHTaLMA No
Bpeme Ha nbpsBaTa ¢asa Ha u3cnegBaHeto. CKanaTa, M3MepBalla OpPUEHTaUMATa KbM



Bb3ENCTBUE CE CbCTOM OT 3 NPOMEH/IMBU, @ UMEHHO: ,Llennm aa Bansem Bbpxy NOAUTUKUTE
B CbOTBETHaTa obnact”, ,Lennm aa sBanaem Bbpxy obuiectseHute Harnacn” un ,,Hawute

OeMHOCTM BOAAT A0 YCTOMYMBM NPOMEHM B MNOBEAEeHWETO Ha uenesute rpynu”, a
OKOHYaTesiHaTa ceneKkuua e 61i1a HanpaBeHa oT 32 NPOMEH/INBU, USMEPEHM Ype3 5-CTeneHHa
JNlukepTtoBa cKana (c.43-44). Ha 6a3arta Ha aganTtMpaHaTta U HaAarpageHa ckana Ha Yalimep e
pa3paboTeH BBLMNPOCHUKBLT 33 CTPYKTYPUPAHO [AOMUTBAHE [0 aKTUBHUTE HECTOMaHCKK
opraHusaummu.

MoHorpapuyHmUAT Tpya nNpeactaBa cObBCTBEHU eMNUPUYHU Pe3yITaTh, OCHOBaBallW ce
Ha 6oraT MeTOAMYECKM WHCTPYMEHTAPUYM, BKAOYBALL, AbAOGOYMHHU WHTEPBIOTA U
NPeACTaBUTENIHO KOIMYECTBEHO AonuTBaHe. Hamb/AHO CbM CbriacHa C KOHCTaTauuAta u
M3BOOA Ha aBTOpPKaTa OT MPOBEAEHOTO M3C/NeABaHe, 4ye ,CblLecTByBa CTUIMA OTHOCHO
NPUIOKEHNETO Ha MapKeTMHroBaTa KOHLENUMA 3a uaeanHu Uenn” u ye Bce ole He e
[OCTaTb4YHO BbB3NPUEMAHETO HA MAPKETUHIOBA OPMEHTaUMs OT oOpraHuM3auuuTe B
HeCcTonaHCKKUA cekTop. Ha Tasm Tema e nocBeTeHa M cTaTuATa cbe 3arnasue ,Marketing in the
Context of Small Non- Profit Organisations” (2023) B cnucaHue ,, Economic Alernatives”.

4.4. YyacTve B Hay4yHU U 06pa3oBaTeIHN NPOEKTH

Mpe3 nocneaHUTe HAKONKO roguHu rn.ac. EneHa KoctagnHoBa e 611a A0CTa akTMBHA B
€KMMU Ha PasInYyHKn 0ByYMTEeNHM U eKCNEePTHM NPOEKTH 3a pa3paboTBaHe HA y4ebHU moaynu
(kaTo moayna Marketing in the Age of Sustainability Ha npoekta ENGAGE.EU), uneH Ha
PaboTHa rpyna 3a pa3paboTBaHe Ha EKCnopTHa MapKeTUHroBa CTpaTerua 3a 40CTbN 40 Nasapu
M pekfama Ha 6bArapckoTo BUMHO- KbM MWHUCTEPCTBO Ha 3emegenueTo (anpun 2023 ) u
aKTMBEH Y/ieH Ha OHNalH yyebHaTta obwHocT Developing skills for leading in a digital world, no
npoekta ENGAGE.EU, KosaTo e cbuecTtByBana B nepmoaa 2022 — 2023 r. lMNpe3 2018 rognHa
KaHOMAATbT MO KOHKypca e 6una W nektop B obyynteneH npoekt no ,,MapKeTuHr
MEHUIMKMDBHT", KOETO Ce yA0CTOBEPABA C MEXAYHAPOAHO NPU3HAT cepTUdUKaT.

5. HayyHu npyMHOCK Ha KaHAMAaTa No KOHKypca

Cnep W34MTaHETO M nperfiefa Ha NpoyeTeHaTa HayyYHa NPOAYKLMA Ha KaHAMAaTa no
KOHKypca 6ux nogyeptana, ye npuemam GopMyanpaHUTe OT Hes NPUHOCKM, HO BHACAM
Pa3AensHeTo UM MO CbAbPMKAHME HA 2 HAYYHU U 3 HAYYHO-NPWUIOXKHWN NPUHOCA, KOUTO CYMTaM
3a 6e3CcnopHMu.

l. Hay4yHu npuHoOCH

1. OcHOBeH Hay4yeH npuHoc: BbBegaHeTo Ha MNOHATMETO ,0pUEeHTaALMA  KbM
Bb34eNCTBME” KaTO U3MEPEHNE HA MAapKETMHIOBaTa OPMEHTALMA HA OpraHM3auunTe ¢
HeCTOoNaHCKa uen, 4oNpPUHAcA 3a KOHLUEeNTyaAn3aumaTa Ha HECTONAHCKUA MapKETUHT U
HerosaTa eBO/IIOLMA U 33 M3TrpaXKgaHe Ha NOAXO04ALL NOHATMEH anapaTt ocsoboaeH oT
H6M3HecC normkata U eTMkaTa Ha MapKeTUHra Ha 6u3Hec opaHusauuuTe. BoBeageHa U
NPUOXKEeHa 32 NbpPBM NbT € AOMbJHEHaTa WU afanTMPAHA CKasla Ha Yarimep u Kon.
(2015) 3a n3smepBaHe Ha HecTonaHCKaTa MapKeTUHIOBa OpUeHTaLmA.

2. CuctematmsmpaHe Ha TeOPeTUYHUTE 3HAHWA OTHOCHO CbLLHOCTTA U YNPABNEHMETO HA
npoaaxkbeHuTe npomoumn 1 3aabN604YEHO pa3brpaHe M onNMcaHMe Ha MexaHMKaTa Ha
npoaaxkbeHuTe npomoumn M edekTuTe MM BbPXy Npogaxbute m ocobeHo BbPXyY
KanuTana Ha MmapKuTe.




Il Hay4yHO-NpuAoOXHU NpUHOCH

1. NMpoBeaeHo 3agbN60YEHO M3CNeABaHE BbPXY Bpb3KaTa Mexay npoMmouunTe 1 asa ot
Hal-CblLeCcTBEHUTE nNpobsieMn B CbBPEMEHHUA MNOTPEOUTENCKM MAPKETUHT —
KPaTKOCPOUHUMA POKYC M InncaTa Ha U3MEPUMOCT Ha Pe3yNTaTUTe OT MapKETUHTOBUTE
NHTEepBEHUMU. Pe3ynTatuTe oT M3ciesBaHeTo 6e3CnopHO NOKas3BaT, Ye peleHunsTa 3a
LEeHOBM MPOMOLMKM Ca B roNsAaMa CTeneH MHEpPTHW, He Ce OCHOBaBaT HAa CEPUO3HMU
APryMeHTM M A0CTaTbyHO ronam obem MHbOpMaUMA U Ce M3M0/3BaT OCHOBHO 33
noagbpyKaHe Ha NasapHo IMAEPCTBO B obem.

2. M3BbpleH OT KaHAMAaTa Mo KOHKypca 3aabnboyeH npernes v cuctematmsauma Ha
NpeaxoAHUTe M3cnenBaHus no TemaTta ,3eneHoto” notpebsieHve y Hac: Harnacw,
HamepeHua W aencteutenHo noseaeHne” (rnasa [lbpBa Ha KOJEKTMBHaTa
MoHorpadms). M3cnepBaHu ca BaxkHM 061aCTM KaTo NoTpebaeHneTo Ha 6MonpoayKTH,
M3MON3BAHETO HA EHeprocnecTaBallyM ypeau U TpeTupaHe Ha oTnagbuuTte (rnasa
YeTBbTa Ha cCbliata moHorpadwms). U3segeHM M 0BOCHOBAHM Ca Pa3INKU MeEXKAY
3aABEHUTE HArnacu U peasHoTo NOBEAEHME HA NOTpPebUTeNNUTE, KaTo TOBa NoAanomara
pa3paboTBaHe Ha No-ePEKTUBHU MAPKETUHIOBU CTPATErMM, HACOYEHWN KbM YCTOMUYNBO
notpebnexue.

3. HanpaBeH e NpUMHOC KbM NPUIOXKHUTE acNeKTM Ha MapKETUHIa 3a Pa3/InYyHM Nasapu u

B Pas/IM4YHM CUTyauum upe3 obobuweHne Ha eMnNUpPUYHMTE TreHepanumsauuu B
MapKeTUHra, KOeTo NoAnomara B M3BeCTHa CTeNeH YHUBEPCANIHUA U3CNea0BaTeCKuA
WHCTPYMEHTApUYyM, 3aWoTO BbMpeku rnobanmsaumata nasapute UMaT CBOMUTE
cneunduKmn- KynTypHU, coumanHm, ncuxorpadckm n reorpadpeku.

4. MocneaHUAT NOCOYEH OT KaHAMAATA MO KOHKYPCA HayyeH MPUHOC MO OTHOLEHME Ha
NnepcrneKkTMBUTE OTHOCHO edeKTUTe Ha NaHAEMMATA BbPXY TPU LEeNeBu rpynu- BOLELM
KOMNaHMM 3a NOTPEeOUTENCKM CTOKM, FONemMM Bepurn 3a TbprosuMa Ha ApebHo u
KOMYHMKAUMOHHM areHuMu, Makap W CBbp3aH C BaKeH npobnem, npuemam € ManKo
pe3epBu, TblM KaTo MMa MHOro nybivMKauum no Temata, ocobeHO B MeXAyHapoaHaTa
NUTepaTypa, OTHOCHO epeKTUTe OT NaHgemuaTa Kosng, 19.

6. KputnuHM 6enexxkun u npenopbKu KbM KaHauAaaTa

Cnen cnopensHe no-rope Ha OUWEHKAaTa MM OTHOCHO UAMOCTHAaTa Hay4yHo-
naneposaTesicka M nybAMKAUMOHHA aKTMBHOCT Ha A-p EneHa KocTaguHoBa, HAMam
CNeLManHU KPUTUYHWN Benexxkn, Ho BUx oTnpasmna 2 NPenopbKkM KbM bbaeLlaTa M HayyHo-
n3cnenoBaTeNicka AeNHOCT:

- Tbi KaTo TemaTa 3a creundunKaTa U NPUNOKEHMETO Ha HECTONAHCKUA MapKEeTUHT B Bbarapuma
€ 3HaYMMa M BaXKHa 3a HEMpPaBUTENCTBEHMUTE OpraHu3aLumn B bbarapusa, 6ux npenopbyana npu
cnepBallo M3cnenBaHe CbC CbLMA M3CNeA0BaTe/NICKM MHCTPYMEHTapUym 3a cbbupaHe Ha
[aHHUTE, [a Ce M3MNON3Ba BEPOATHOCTHA M3BagKa C Heobxoaumua obem, 3a Aa ce Noayyu
npeacTaBUTeNHA MHPOPMALMA, KOETO e NO3BOIN BaIMAN3ALMNA HA PE3YNTaTUTE;

- MNpenopbyBam Ha 6bAEWMA [OLEHT A3 HanpaBuM e4HO MapKETMHIOBO M3c/ieaBaHe Mo
npobnema ,Bpb3Ka Me)Ay nasapHa cermeHTauua Ha 6asa pasxogu (expenditure-based
segmentation) 1 oTHoWeEHWe Ha NOTPEOUTENUTE KbM HAaCbPUYEHUATA Ha NpoaaxKbute”, Koeto



6u oboratuno mscnepoBaTenckaTa NpakTMka B bbarapua n 61 6uno oT ronsma nonsa 3a
NPOU3BOAUTENUTE U TbProBLIUTE;

3AK/TIOYEHUE

B 3aKkntoueHMe, KaHANAATLT N0 KOHKYpCca 4-p EneHa KocTtagmMHoBa NoKpuMBa C NpeBULLIEHNE
MWHUMAZIHUTE  HAUMOHA/IHW M3UCKBaHMA cbrnacHo 3PACPB (un.26) w lMpaBunHuKa 3a
npunoxeHneto my (4n.la, an.l), KAKTo U AONBAHUTENHUTE M3NCKBaHMA Ha YHCC cbrnacHo
3PACPB (u4n.26, an.5) n MNpaBuaHKKa 3a npunoxeHmneTo my (4n.1a, an.2-3) n otroBapa HanbJHO
Ha yCnoBMATa M peaa 3a 3aemMaHe Ha akageMuyHaTa ANbXKHOCT ,A0ueHT”. MNpeacTaBeHaTa U
oLeHeHa oT MeH y4yebHo-NpenoaaBaTeiCKa, M3cnenoBaTesicka u nybankaumoHHa A4eMHOCT Ha
KaHguAaaTta u npodpecMoHanHaTa 1 KOMNETEHTHOCHT B Hay4yHaTa 06.1acT, B KOATO Npenoaasa,
nscneasa u nybankyea, MM AaBaT OCHOBaHME Aa M3pa3sA CBOATA MNOJIOKMUTEIHA OLEHKA U Aa
rnacyBam C NbAHO ybexaeHue 3a n3bopa Ha rn.ac. a-p EneHa KoctaguHoBa Ha akagemunyHa
ANBXKHOCT ,,A0UEHT” B npodecnoHanHo HanpasneHne 3.8. UKOHOMUKAQ, Hay4yHa
cneyuanHocm MapkemuHz (lpodaxc6eHu npomoyuu).

11.12.2024 .

byprac

Mpod.a-p /inHa AHacTacoBa



REVIEW

From: prof. Dr. Lina Georgieva Anastassova, Burgas Free University, Professional field 3.8.
Economics, scientific specialty "Marketing"

Regarding: competition for the academic position of "associate professor" in professional
direction 3.8. Economics, scientific Specialty Marketing (Sales Promotions), published in the
"State Gazette" no. 69 of 16.08. 2024 year.

Reason for presenting the review: The competition is announced for "Associate professor" in
the field of higher education 3. Social, economic and legal sciences, professional direction, 3.8.
Economics, scientific specialty Marketing (Sales Promotions) and is for the needs of the
University of National and World Economy - Sofia. | participate in the scientific jury based on
Order No. 2942 of 10/15/2024 of the Deputy Rector of the National and World Economy
University.

1. Information about the candidates in the competition

The only candidate in the competition for an Associate professor in a professional direction
3.8. Economics, scientific specialty Marketing (sales promotions) of the UNSS is chief assistant.
Dr. Elena Kostadinova. According to the normative requirements of the Law on the
Development of the Academic Staff of the Republic of Bulgaria, the Regulations for its
Implementation, as well as the qualitative and quantitative requirements for occupying
academic positions at the UNSS, the documentation presented by Dr. Elena Kostadinova fully
corresponds in terms of type and content to the requirements.

After graduating from the First English Language High School - Sofia, the candidate in the
competition studied at UNSS and graduated in 2005 with a bachelor's degree in "Industrial
Economics", and in 2007 he graduated from UNSS with a master's degree in "International
Economic Relations" with a specialization in "Management of International Projects" ". Later,
between 2009 and 2013, Dr. Elena Kostadinova defended her dissertation in the field of
marketing, which greatly gives her perspective for her future work and in practice in addition
to academia.

From 2011 to 2012 Chief assistant Dr. Kostadinova works in the Organization: EUROINFORM
00D, as a scheme manager for the Uemploy Project. In the period 2013-2014 the candidate
in the competition also works as an expert in the National Federation of Employers of the
Disabled in partnership with BBRZ-Osterreich, Sofia under the project "E-SUCCESS: European
Innovations - Adoption of experience and good practices from Social Enterprises for E-
inclusion and digital competences for employment of people with disabilities". From
September 2023 until January 2024, Dr. Elena Kostadinova was responsible for the analysis of
data from marketing research at the company "Pragmatica" OOD. The combination of
teaching and expert practical activity undoubtedly provides a great benefit for both the
teacher and the students, since the teacher has the opportunity to give real examples of the



application of the theoretical statements in real life - in business and non-profit activities.
From my practical experience of 7 years with marketing research for 2 foreign companies -
Swiss and English, | know that these circumstances help the candidate's lectures and seminars
in the competition to be practically focused, relevant and useful for students.

Between 2015 and 2018 Dr. Elena Kostadinova has actively participated in the international
academic activity program Erasmus and has lectured in several Western and Central European
universities - in Madrid, Lisbon, Berlin and Vienna, which shows that she has teaching
experience in an international environment and more right in working with foreign students.
Regarding the skills that the candidate in the competition possesses, it should be noted the
positive fact that she that she speaks 2 Western languages - English at an excellent level and
French at a very good level, and that she works with several specialised software products.

2. Fulfillment of the minimum national and additional university requirements of the UNSS
for occupying the academic position "Associate professor"

The candidate for the competition, Dr. E. Kostadinova has presented a Map for the fulfillment
of the minimum national requirements according to the RASRD (Art. 2b) and the Regulations
for its application (art. 1a, paragraph 1). According to the submitted document and the
evidence to it under Section | - item A, B, C, G, D and E, chief assistant. Dr. E. Kostadinova has
a total of 1090 points. with a minimum requirement of 400 points, i.e. it exceeded the
minimum by more than 2 times, and in group "D" (citations or reviews in scientific publications
referenced and indexed in world-renowned scientific databases) the excess was the largest -
675 points. with 50 required.

According to section Il. Additional requirements for the UNSS according to the ZRASRB (art.
2b, para. 5) and the Regulations for its application (art. 1a, paras. 2-3) based on the presented
documents, it fully covers the regulatory requirements, as per 2 of the groups ("I" and "K") has
significantly exceeded the minimum requirements as follows: for group "I" at 40 points. , she
achieved 765 points, in group "K" - with requests for 100 points, the candidate in the
competition achieved 301 points and in group "G" 165 points were achieved. The report
indicates that, in general, according to sections | and Il, Chief assistant Dr. Elena Kostadinova
achieved 2441 points out of a requirement of 720 points, indicating that she exceeded the
minimum requirements more than 3 times. The conclusion is that the candidate in the
competition has a high success rate according to the national and additional requirements for
occupying the academic position "associate professor" in the scientific field of Marketing
(sales promotions).

Fulfillment of the quality requirements for holding the academic position "Associate
Professor" at UNSS

According to the presented Report on the fulfillment of the qualitative requirements for
holding the academic position of "associate professor" and the supporting documents, Dr.
Elena Kostadinova has achievements and activities in all 4 qualitative indicators, namely: 1.
Established researcher with contributions to the national/international development of
knowledge: Reward for the most innovative paper entitled "Solely loyal households" co-
authored with prof. Simeon Zhelev from the International Conference on Contemporary



Marketing Issues (ICCMI), Kingston Business School, London, 2015. ; Member of the editorial
board of scientific journal Cogent Business & Management, indexed in Scopus and Web of
Science; Member of the scientific commission of the International Conference on
Contemporary Marketing Issues, etc. The candidate for the position is a lecturer with a
university national and international contribution to teaching and learning development:
Invited as an external supervisor of Master's student Nare Avetisyan from the Berlin School of
Economics and Law, after a lecture course at the graduate school and academic mentor of a
team ranked second place in the competition "BAAwards'2018", organized by the Bulgarian
Association of Advertisers (BAR).

According to the presented documents, the candidate for the competition has achievements
and activities according to the other 2 qualitative criteria, and more precisely according to the
indicators "Received public recognition in the practice of the professional achievements of the
candidate" and "Contribution to strengthening the good name of UNSS, the faculty, the
department”. The presented card and all the supporting documents for the achievements of
Dr. Elena Kostadinova show that she has fulfilled the quality requirements for holding the
academic position of "Associate professor” at UNSS and is an established researcher and
teacher with contributions to the development of knowledge and research activity.

3. Evaluation of the candidate's educational and teaching activities

It is clear from the presented report on the educational and teaching activities for the last 7
academic years that Dr. E. Kostadinova has been teaching in the Department of Marketing and
Strategic Planning at the Faculty of Management and Administration since the academic year
2016/2017, and during this 7-year period, she completed a total of 3,156 hours of classroom
work in bachelor's and master's programs. The average number of study hours per year is
450.8 hours with the disciplines in Bulgarian.

The subjects taught are as follows: Consumer Behavior, Marketing Research, Sales
Promotions, Sales Promotions and Branding, Marketing, Green Marketing, Promotional
Programs and Campaigns and Scientific Ethics. The candidate for the competition teaches
marketing disciplines and in English the disciplines Consumer Behavior, Marketing Research
and Scientific Ethics, and in the last few academic years the average number of study hours
on an annual basis has increased and is currently 150 hours. According to informal information
from conversations with colleagues and students from the department, Dr. Elena Kostadinova
is a respected university professor and colleague who demonstrates professional competence,
responsibility and academic ethics in her work.

4. Evaluation of the candidate's scientific works and research activity
4.1. General characteristics of scientific works

An essential part of the academic activity of every university professor is his scientific and
publishing activity, through which he presents the results of his research to the scientific
community in his thematic area and makes them public for scientific discussions and training
in his disciplines. Dr. Elena Kostadinova has submitted for review a list of its publications and
files - 9 numbers, which are as follows:



- Monograph - habilitation thesis (#3): "Marketing in the context of non-profit organizations
in Bulgaria" (2024). The monograph contains empirical research on the application of the
marketing concept to the needs of nonprofit organizations and is evaluated separately below
in the review. in-depth research on the application of the marketing concept to the needs of
non-profit organizations and is evaluated separately further down in the review. in-depth
research on the application of the marketing concept to the needs of non-profit organizations
and is assessed separately further down in the review. The monographic work presents the
results of a multi-method research, which aims to establish the main dimensions of marketing
orientation in the context of the Bulgarian non-profit sector. | would only point out that the
results of the study would be of even greater weight if the sample of studied organizations
was larger, because according to data from the Registration Agency in Bulgaria there are about
13,736 non-profit organizations operating, but this does not detract from the results and
conclusions.

- Book based on the dissertation work: Kostadinova, E., Market or brand segmentation,
Publishing complex - UNSS; 2024, ISBN - 978-619-232-805 4

- 2 articles and 2 research papers from international scientific conferences in Bulgaria were
submitted for review. Both articles are in English and are published in scientific publications,
referenced and indexed in world-famous databases with scientific information.

1. Kostadinova, E., Hristov, E. Marketing in the Context of Small Non-profit Organizations.
Economic Alternatives. 2023 (#4)

2. Kostadinova, E. Price promotions — the problematic child of marketing, Economic
Alternatives. 2022 (#6)

One of the conference papers is in English and one in Bulgarian.

3. 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 (#5)

4. Kostadinova. Well. "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". UNSS, 2017 (#9)

- Chapter One in a collective monograph on "Green consumption in our country: attitudes,
intentions and actual behavior"; Publishing complex - UNSS; 2018, p.11-61 (#7)

- Chapter Four in a collective monograph on "Green consumption in our country: attitudes,
intentions and actual behavior"; Publishing complex - UNSS; 2018, p.109-131 (#8)

- Independent textbook: Kostadinova, E., "Promotional programs and campaigns", Publishing
complex - UNSS, 2024, ISBN 978-619-232-853-5 (# 1)

Upon careful reading of the publications, a positive impression is made by the fact that the
majority of scientific production is independent work characterized by a scientific approach,
well-formulated research objectives, a deep theoretical basis and appropriate research design



and tools when conducting empirical studies presented in scientific publications. Dr. E.
Kostadinova also received the 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.

4.2. Thematic directions in the candidate's scientific publications and research

The reading and review of the scientific works of Dr. Elena Kostadinova shows that we can
summarize them in 4 more aggregated groups by thematic area, namely.

- Study of the evolution of the marketing concept tracing its application and extension to
organizations whose main motive for existence is not the achievement of financial goals (# 3
and # 4);

- Study of the essence, typology, benefits of sales promotions, as well as planning of sales
promotions. The author also analyses price promotions from the perspective of marketing as
market philosophy and practice (#1 and #6);

- Exploring important brand management issues in times of economic hardship, limited
marketing budgets and consumer challenges resulting from the pandemic and the following
economic and consumer changes. Through in-depth interviews with industry experts, the
publications explore key issues, including adapting marketing strategies in response to
changing consumer behavior and raising prices to help customers build brand resilience during
crisis situations (#2 and #5);

- An in-depth study of green consumption in Bulgaria as attitudes, intentions, but also actual
behavior and on these issues Dr. Kostadinova has several publications in the last 5 years (#7,
#8, #9).

As a general assessment, | would like to emphasize that the issues addressed in the
publications are current and important, both for marketing and its application in business
practice, and more specifically in the field of sales promotions, and in the field of non-profit
marketing, where all we have not yet reached the advanced countries in this respect.

4.3. Evaluation of the monograph as an independent object of review

The monograph submitted for review "Marketing in the context of non-profit
organizations in Bulgaria" (2024)" has a volume of 145 pages, published by IC "UNSS", ISBN
978-619-232-799-6. The content of the monograph presents an in-depth study of the
application of the marketing concept to the needs of non-profit organizations. It differs from
previous research in the field, as it examines the application of non-profit marketing through
the lens of organizations with limited capacity and resources, such as the majority of non-
profit organizations in Central and Eastern Europe, incl. and in Bulgaria. The first chapter
examines the theoretical foundations of non-profit marketing - essence, main directions,
audience categories, brand and reputation of non-profit organizations, recruitment of
volunteers and lobbying. In this chapter, the competition candidate has demonstrated an
excellent understanding of the conceptual foundations of non-profit marketing, using a wide
variety of authors and studies. The second chapter describes the research methodology,



including the development of the primary data collection tool. Chapter Three presents the
research results, analysis of the content of the interviews, as well as the comparison between
the 5 organizations studied and analyzed regarding their funding, marketing, human
resources, communication policy and work with volunteers. In this way, the study compares
all important indicators of marketing implementation and performance of these
organizations.

Dr. Kostadinova adds for the second phase of her research a new dimension to the original
scale called "Impact Orientation", which was identified as a potential dimension of marketing
orientation during the first phase of the research. The scale measuring impact orientation
consists of 3 variables, namely: "We aim to influence policies in a relevant field","We aim to
influence public attitudes" and "Our activities lead to sustainable changes in the behavior of
target groups', and the final selection is made of 32 variables measured by a 5-point Likert
scale (c.43-44). Based on the adapted and upgraded scale of Weimer, the questionnaire was
developed for a structured survey of active non-profit organizations.

The monograph has its own scientific contribution because it is actually the first scientific
study that applies and enriches the non-profit marketing orientation scale of Weimer et al.
(2015) and makes a serious attempt to overcome the shortcomings of previous similar scales,
which were developed for the purposes of large business organizations and, therefore, are
not relevant for the practice of small non-profit organizations. The monographic work
presents its own empirical results based on a rich methodological toolkit, including in-depth
interviews and a representative quantitative survey. | fully agree with the author's finding and
conclusion from the research conducted that "there is a stigma about the application of the
marketing concept for ideal purposes" and that it is still not enough to adopt a marketing
orientation. The article entitled "Marketing in the Context of Small Non-Profit Organizations"
(2023) in the journal "Economic Alternatives" is also devoted to this topic.

The monograph, articles, and two book chapters on green consumption have been checked
by the software product Grammarly for plagiarism, and it should be noted that none was
found.

4.4, Participation in scientific and educational projects

In the last few years, Chief Assistant Elena Kostadinova has been quite active in teams of
various training and expert projects for the development of learning modules (such as the
Marketing in the Age of Sustainability module of the ENGAGE.EU project), a member of the
Working Group for the development of an Export Marketing Strategy for access to markets
and advertisement of Bulgarian wine - to the Ministry of Agriculture (April 2023) and an active
member of the online learning community Developing skills for leading in a digital world,
under the project ENGAGE.EU, which existed in the period 2022-2023. In 2018, the candidate
for the competition was also a lecturer in a training project on "Marketing Management",
which is certified by an internationally recognized certificate.

5. Scientific contributions of the candidate to the competition



After reading and reviewing the scientific output of the candidate for the competition, | would
emphasize that | accept the contributions formulated by her, but | submit their division by
content into 2 scientific and 4 scientific-applied contributions, which | consider indisputable.

I. Scientific contributions

1. Main scientific contribution: by introducing the concept of "impact orientation" as a
dimension of marketing orientation of non-profit organizations, contributes to the
conceptualization of non-profit marketing and to the construction of an appropriate
conceptual apparatus freed from the business logic and ethics of the marketing of business
organizations;

2. Systematization of theoretical knowledge about the nature and management of sales
promotions and a thorough understanding and description of the mechanics of sales
promotions and their effects on sales and especially on brand equity.

1. Scientific and applied contributions

1. Conducted in-depth research on the relationship between promotions and two of the most
significant problems in modern consumer marketing - the short-term focus and the lack of
measurability of the results of marketing interventions. The results of the research clearly
show that decisions on price promotions are largely inert, not based on serious arguments
and sufficiently large volume of information and are primarily used to maintain market
leadership in volume.

2. A thorough review and systematization of previous research on the subject of "Green
consumption in our country: attitudes, intentions and actual behavior" (Chapter One of the
collective monograph) carried out by the candidate in the competition. Important areas such
as the consumption of organic products, the use of energy-saving products have been
investigated and waste treatment (Chapter Four of the same monograph). Differences
between stated attitudes and actual consumer behavior are derived and substantiated, and
this supports the development of more effective marketing strategies aimed at sustainable
consumption.

3. Empirical generalizations in marketing that can be applied to different markets, product
categories, and time are summarized which are part of the so-called evidence-based
marketing. This is an important contribution to the applied aspects of marketing in different
markets and in different situations, because despite globalization, markets have their
specificities - cultural, social, psychographic and geographical.

4. The last scientific applied contribution mentioned by the candidate in the competition
regarding the perspectives on the effects of the pandemic on three target groups - leading
consumer goods companies, large retail chains and communication agencies, although related
to an important problem, | accept with some reservations, as there are many publications on
the subject, especially in the international literature, regarding the effects of the Covid 19
pandemic.

6. Critical notes and recommendations to the candidate



After sharing above my assessment of Dr. Elena Kostadinova's overall research and publication
activity, | have no particular critical remarks, but | would make 2 recommendations for her
future research activity:

- Because the topic of the specifics and application of non-profit marketing in Bulgaria is
significant and important for non-governmental organizations in Bulgaria, | would recommend
that in the next study with the same research tools for data collection, a random sample with
the necessary volume should be used to obtain representative information, which will allow
validation of the results;

- | recommend the future docent to do marketing research on the problem "relationship
between expenditure-based segmentation" and consumer attitudes towards sales
promotions", which would enrich the research practice in Bulgaria and would be of great
benefit to producers and traders;

CONCLUSION

In conclusion, the candidate for the competition, Dr. Elena Kostadinova, more than meets the
minimum national requirements according to ZRASRB (art. 2b) and the Regulations for its
application (art. 1a, para. 1), as well as the additional requirements of the UNSS according to
ZRASRB (art. 2b, para. 5) and the Regulations for its application (art. 1a, paras. 2-3) and fully
meets the conditions and procedures for occupying the academic position "associate
professor".

The teaching, teaching, research and publication activities of the candidate presented and
evaluated by me and her professional competence in the scientific field in which she teaches,
researches and publishes give me the reason to express my positive assessment and to vote
with full conviction for the election of Chief Assistant Dr. Elena Kostadinova on the academic
position of "Associate professor" in professional direction 3.8. Economics, scientific speciality
Marketing (Sales promotions).

11.12.2024 .

Prof. Lina Anastassova PhD



