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ABTOPBT € PeIOBEH JOKTOPAHT KbM KaTelpa ,,MapKeTHHT U CTPATETUIeCKO IIaHUpaHE’
cbriacHo 3anosen Ne 940/27.04.2020 r. va pexropa Ha YHCC. [lucepTailuoHHUAT TPYX € C
obem ot 169 craHmapTHU CTPaHUIIM OCHOBEH TEKCT U C€ ChCTOHM OT BHBEICHHE, TP IJIaBH,
3aKIIIOYEHUE, W3IOJI3BaHa JIUTeparypa W NMpHiokeHus. B nuceprarmsra ca u3non3Banu 31

Tabmuiy, 34 purypu u 13 npuwioxenus. Jlureparypaute u3todHuIm ca 118.

3anuTara Ha JUCEPTAMOHHUA TpyA e ce cbeTon Ha 25.09.2024 r. ot 10:00 yaca, B
3ana 2032A Ha YHHUBepCcUTETa 32 HAIIMOHATHO U CBETOBHO cTomaHcTBO, Codus Ha 3acenaHue
Ha HayuHo xypu. Matepuanure 1o 3ammurara ca Ha pasnosioxkenue B Jupekuus ,,Hayka* u

MHTEPHET CTpaHMIlaTa Ha YHHUBEPCUTETA 3a HAIMOHAJIHO M CBETOBHO cTonaHcTBO, Codus —

www.unwe.bg.
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I. OBIIA XAPAKTEPUCTHUKA HA TUCEPTAIIMOHHUSA TPY ]

AKTyaJ'IHOCT H 3HAYUMOCT

CGHSOpHI/IHT MAapKCTHUHT CC OCHOBABA Ha IIETTC YOBCIIKH CCTUBA — 3PpCHUC, 3BYK, MUPHUC,
BKYC U OOIHP M BJIIHAC HAa EMOLMOHAIHO HUBO KaTO LEJIN Ch3JaBaHE Ha CCH30pPHH CTUMYJIU U

IMPpCKHUBABAHUA, KOUTO J1a Cb3a/1aT TpaﬁHH BIICYATJIICHUA IIPpU HOTpe6I/ITeJ'II/ITe.

B CCH30pHHA MApPKCTHUHI TJIaBHATA BAXHOCT CC IIOCTaBsA Ha MNPCKUBSABAHUATA Ha
HOTpC6I/ITeHI/ITe U 4Y9yBCTBATa, KAKTO WM MHUCJIIOBHHA IIPOLCC IIPpU H360pa Ha OaacH 6paHI[,
MaTCpHaJICH MPOAYKT HUJIN YCIIyra. C ImoMoIITa Ha IIeTTC CETUBA, CCH30PpHATa I/IH(I)OpMaI_[I/ISI ce
npeaaBa 4pe3 TAJIOTO W IMPEMHUHABA KbM yMa Ha MHAWBHUIA IIO0L Q)OpMaTa Ha BBIIPUATHUA,
yceanusd U CCTUBHU IPCIKUBSABAHUA. Te3n MNPpCKUBsABAHUA UMAT CCH30PHHU, CMOLIMOHAIHH,
KOTHUTUBHH M IIOBCACHYCCKHN HU3MCPCHUSI. HpI/I CCH30PpHHA MAPKCTHUHI HOTpe6I/ITeJ'II/IT€

M3I0713BaT eMOIMUTE CH MU B3eMaHe Ha pemenus (Daucé, Rieunier; 2002)1.

B CbBPCMCHHUA CBAT BCC MMOBCYC KOMIIAHUHW NpuJiaraT MHCTPYMCHTUTE Ha CCH30PHUA
MAapKCTHHT. ToBa He € cnyqaﬁHo, ThH KaTo CCH3OPHUAT MAPKETUHI' cCIiOMara 3a
Ppa3snIO3HABAEMOCTTA Ha OAJICH 6paHz[ N Ha4YHHa, I10 KOHUTO HOTpe6I/ITeJ'II/ITe T'O Bb3lpHUEMar B
Cb3HAHHUCTO CH. HpnnomeH o TMpaBUJIHWUA HAYUH, CCH30PHUAT MAPKCTUHT IMPCAN3BUKBA
OIpeaciiCcHa IMOBCACHYCCKA pCaKluA, KOCTO IMpaBU TEMaTa 3a MU3IOJI3BAHCTO Ha CCH30PHUA

MapKeTHHT 3a Ch3JaBaHe Ha OpaH] AudepeHuaIms ocoOeHO aKTyaJHa.

3HauuMoCTTa Ha AUCEPTAIUOHHMA TPY/J CC€ U3pa3daBa B TOBA, Y€ IOKa3Ba Kak MOorart aa
CC HU3IMOJI3BAT YOBCIIKHUTEC CCTHUBA MW Ja CC IMPHIIOXKAT B IIpaKTUKaTa KaTo CCH3O0pHH
MpEKUBABAHUS, 34 1d CC ITIOCTUTHE 6paHI[ ,Z[I/I(I)CPCHI_II/IB.I_[I/IH B KOHTCKCTA Ha XUIICPMAPKCTUTCE 3a

OBP3000OPOTHH CTOKH.

Creneln Ha pa3padoTeHOCT HA npodJieMa

Boernpocute Ha CEH30pHUS MAapKETHHT Ca CPAaBHHUTEIHO HOBa 00JacT HA HAy4YHH
W3CIIe/IBAHUS B CBETOBEH Mailad, a ObiIrapcku HayqYHHU U3CIICABAHMSI, TOCBETCHH HA CEH30PHUS

MapKeTHHT, W3IS0 JumncBar. OTHOCHO M3cieBaHeTo Ha OpaHna u OpaHna AudepeHIranusaTa

! Daucé B., Rieunier S. Recherche et Applications en Marketing (French Edition), Vol. 17, Issue: 4: pp. 45-65.
2002.



nMma 6’BJIFapCKI/I Hay4YHH pa3pa60TKH, HO KbM MOMCHTA HsIMa TaKWBa OTHOCHO IIpHUJIaraHeToO Ha

CCH30pHUA MAPKECTHUHI OT KOMIIAHUUTEC, OIICpUpALIU B B’bJII‘apI/ISI.

JlutepatypHusit 0030p, CBbp3aH C TeMaTHKaTa Ha JUCEPTALMOHHUS TPYd HE OTKpU
MPEAXOJHU TPOYUYBAHUSI B CTpaHaTa, OTHOCHO WM3IMOJI3BAHETO HAa CEH30PHHUS MApKETHUHI 3a

MOCTHTaHe Ha OpaH. AuQepeHIuaIus.

O0eKT M npeMeT HAa U3CJIeIBAHETO

O0ekT Ha u3cinenBaHe ca OpaHAOBETE XHUIIEPMapKeTH 3a ObpP3000OPOTHU CTOKU B
boearapus u no-koHkpeTHO Ton 5 Bepurure xunepmapkeru Kaydmnann, Jlupi, bunna, Metpo u
®anractuko. Kpurepust, no koito ca n30paHu T€3u 5 BEPUTH, € MOKA3ATENST INPUXOAU OT
nponaxou 3a 2020 1. mo gaHHM OT Kiacanusra ,,Peran 100, HarpaBeHa 1Mo CrienUaNIeH MPOEKT

Ha ,,Kanuran“ 3a Hail-rojleMuTe ThProBIy Ha ApeOHO B bharapusi.

IIpeamer Ha u3cieqBaHE € PONIATA HA 3PEHUETO, 3BYKa, MUPHCA, BKyca U JIOTHpaA 32
pasrpaHMuYaBaHe Ha pa3IUYHUTE OpaHIOBE XHIIEpMApKeTH 3a OBP3000OPOTHH CTOKH B

boarapus.

Ien u 3a1aun HA TUCEPTALMOHHUS TPY/

Hesara Ha qucepTalMOHHMA TPYH € Ja CE€ M3CIIeABa NpAaKTHKaTa Ha MpUJIaraHe Ha
CEH30pHHS MapKETUHI BbB BEPUTUTE XHUIIEPMapKeTH 3a Obp30000POTHH CTOKM U Ja ce

YCTaHOBHU BJIUAAT JIM CCH30PHUTE CJICMCHTHU 3d Ch3/1dBAHC Ha 6paHI[ I[I/I(I)epeHLII/IaI_[I/IHTa.

3a p€aIu3upaHeTO Ha IMOCTaB€HATa LEJI CC IMOCTABAT CICIHUTEC M3CIACA0BATECIICKH

3agaum:

" Jla ce U3SICHU B TEOPETHYEH aCMEKT CBHIIHOCTTA Ha CEH30PHHUS MapKETHHT U OpaH
nudepeHInanusTa;

* Ja ce pa3paboTH METOJOJIOTHUS 32 KaYeCTBEHO M KOJIMYECTBEHO H3CJE/IBaHE OTHOCHO
MPHUJIATAaHETO Ha CEH30PEH MAPKETHHT B XUMIEPMAPKETUTE 32 ObP3000OPOTHH CTOKH 3a
ch3/1aBaHe Ha OpaHa qudepeHnanus;

" Jla c€ YCTAaHOBM KOW Ca Hal-4€CTO W3IMOJI3BAHUTE CEH30PHH €JIEMEHTH BHB BEPHUTUTE

XUTIEPMapKeTH 3a ObP30000POTHU CTOKH;



® J1a C€ U3CicaBa Bpb3Kara MEXKIY CCH30PHUTC CJICMCHTH M CTCIICHTA Ha ,Z[I/I(bepeHI_[I/IaL[I/IH

Ha OpaHJ0BeTe XUIIEPMAPKETH 32 ObP30000pOTHHU CTOKH B bharapus;

" J1a CC U3BCIAaT IPAKTUYCCKH HACOKH OTHOCHO IIPHJIaraHeTO Ha CCH30PCH MAapKCTHUHI B

MAapKCTUHI'a Ha XUTICPMAPKETUTC.

N3cnenoBartescka Te3a M XUNOTE3W HA JUCEPTALMOHHUS TPY/

H3caenoBaresnckara Te3a e, ye NpaBUIHATa KOMOMHAIMS OT MpUJaraHe Ha CEH30pPHU
MapKETUHIOBU €JIEMEHTH BbB BEPUTUTE XMUIIEPMAapKETH 3a Obp30000OPOTHH CTOKHU BOAM JI0
nocTurane Ha OpaHj JudepeHUManus B Cbh3HaAHMETO Ha mnorpedurens. OCHOBHUTE

N3CJIeA0BATCJICKH XUITOTE3W, KOUTO ITOJAJIC)KAT Ha MPOBEPKaA B AMCCPTAIMOHHUA TPy Ca:

H1: LiseroBere B MHTEpHOpA MUDEPEHIIUPAT pa3THIHUTE OpaHI0BE XUTIEPMApPKETH 32

OBP3000OPOTHH CTOKH.

H2: My3ukara qudepeHnupa pa3auaHATe OpaHI0Be XUTIEPMAPKETH 32 ObP30000POTHU

CTOKH.

H3: ApomatsT nudepenimpa pa3nuuyHuTe OpaH0Be XUTIEPMAPKETH 32 ObP30000POTHH

CTOKH.

H4: JlonupsT qudepeHurpa pazimyHuTe OpaHa0Be XUIIEpMapKeTH 3a 0bp30000pOTHU

CTOKH.

HN3cienoBaTeICKH MOIX0.

Hopazm JIMIicaTa Ha MU3CJIICABAHUA B CTpaHaTra Mo TEMaTa Ha CCH30pHHA MAapKCTUHI, U
IIO-TOYHO POJIATAa Ha CCH30PHUA MAPKETHUHT 3da ITIOCTUI'aHE Ha 6paH11 JII/I(i)epeHHI/IaHI/IH, " C Oeit
MOCTUTAHC Ha U3CJICAOBATCIICKUTC 3aJa4U IO TCMATa Ha AUCCPTAIUOHHUA TPy, € IIPOBCACHA
,Z[BY(I)EBHa H3CJICAOBATCIICKA IIporpamMa, KOATO BKJIKOYBA: IIbPBU CTall, KOMTO C€ ChCTOU OT
MMPOBECIKAAHEC HAa KAYCCTBCHO M3CJICABAHC WM BTOPH CTall, KOWTO C€ CHhCTOM OT KOJIHMYECTBEHO

W3CIEIBAHE.

OcHOBHHTE 3a/1a4u TIPH TBPBU €Tal OT U3CJIe0BaTeIcKaTa MporpaMa ca CBbp3aHH ChC
ChOMpaHe M aHAIM3WPaHe HAa MHEHUS Ha €KCIIEPTH, CIICIUAINCTH, aHAIN3aTOPU U MCHUDKBPU
B c(pepara Ha mapkeTuHra. Ha 6a3za Ha TIXHOTO €KCIIEPTHO MHEHHE C€ pa3paboTBa HHCTPYMEHT

3a chOupaHe Ha HHPOpMAIUs BbB BTOPHU €Tarl OT JBy(a3HaTa U3ciaeoBaTesicKa nporpama.



OcHoBHMTE 3a7a4ll BBbB BTOpHUSl €Tall OT H3CJeloBareiickaTa Iporpama ca IbpBO Ja ce
NOPOCIEASAT MOTPEOUTENCKUTE HABUIM OTHOCHO TI1a3apyBaHETO B XHUIEPMApKETH 3a
OBbp30000POTHU CTOKH U BTOPO J1a C€ M3CIeNBA Bpbh3KaTa MEXIy MPUIAraHUTEe €JIEeMEHTH Ha
CEH30pE€H MAapKEeTUHT B pAa3JIMYHUTE BEPUTU XHUIIEPMAPKETH 32 ObP3000OPOTHH CTOKH U

CTCIICHTA UM Ha OTJIMYaBaHC €Ha OT Apyra B Cb3HAHHUECTO HA HOTpe6I/ITeJ'IH.

N3ciieqoBaTe/ICKM METOIH

OCHOBHUSAT METOI 3a cnﬁupaﬂe Ha JAaHHMU 34 KAYCCTBCHOTO U3CJICIBAHC € ZI"I)JI60‘II/IHHO
HHTCPBIO, a4 34 KOJIMYCCTBCHOTO H3CJICABAHC € CTPYKTypHpPAHaA IICPCOHATIHA OHJIAliH aHKeTa.
HT::pBOHaHaJ'IHO CC IMPOBECKIAAT ,Z[’bJ'I60‘lI/IHHI/ITe HHTCPBIOTA, OT KOHUTO CC Q)opMmepaT
OKOHYATCIIHO M3CJICAOBATCICKUTE XUIIOTC3H, KOUTO CC IMOTBBPKAABAT WM OTXBBPJIAT HA 0a3a

Ha PE3YJITATUTEC OT KOJIMYCCTBCHOTO U3CJICABAHC.

Cratuctuueckara oOpaboTKa Ha JTaHHUTE € M3BbpIICHA Upe3 COPTYEepHUS MPOIYKT —
SPSS (Craructudecku makeT 3a COIMAIHUTE HAyKH) ¢ HeroBara Haii-HoBa Bepcus 29.0., a

rpadukure, purypute u Tadbnaunure ¢ nomoinra Ha Excel 2019.

Orpa}mqemm IPU NPOBEKIAHE HA U3CTICABAHETO!

= (OOeKT Ha U3CIeIBaHEe ca caMo 5 XUIepMapkeTa 3a 0bp30000poTHH cTokU — Kaydmans,
JIugn, bunna, Metpo u @aHTacTUKO.

®= PeCnOHJEHTHM 3a KAauyeCTBEHOTO M3CJIEBAaHE Ca CaMO EKCHEPTH, CIHEIHATUCTH,
AQHaM3aTOPU U MEHUDKBPU, KOUTO CAMOCTOSATENHO WM CHBMECTHO C JIPYTH JULA
OTTOBapsT 32 CEH30PHUS MAPKETUHT B CbOTBETHHS XUIIEPMAPKET.

* PecrnoHIeHTH 32 KOIMYECTBEHOTO HM3CIIEBaHE Ca CaMO KpailHH MOTPeOUTENH, KOUTO

masapyBaT B CbOTBCTHUTE XUIICPMApPKETH.

OcHoBHaTa TPYAHOCT HIPH IMPOBCIKIAHCTO HA KAYECCTBCHOTO U3CIICABAHC ITPOU3TUYA OT
KOH(I)I/IILCHI_[I/IaHHI/IH XapakKTCp Ha I/IH(I)OpMaI_[I/ISITa U pHUCKa OT KOIMPAHC Ha HU3IMOJ3BAHUTEC

HA4YWHU 3a Ipujiarane Ha CCH30PHUTE CIICMCHTH IIPH TAXHO pasriiacCaBaHC.



II. CTPYKTYPA U CbAbPKAHUE HA ITMCEPTALIMOHHUSA TPY |
Crpykrypa

JlucepTaunoHHUAT TPy € ¢ o0eM oT 169 crangapTHM CTpaHUIM OCHOBEH TEKCT U C€
CbCTOU OT BBbBEJICHHE, TPH IJIaBH, 3aKIIOYCHUE, MU3IOI3BaHa JINTEpaTypa U MPUIOKeHus. B
aucepranusaTa ca usnonsBanu 31 tabmuuwm, 34 ¢urypu u 13 npunoxenus. JlureparypHute

n3TouHum ca 118.
Cbabpikanue
BBBEJIEHUE

ITHPBA TJIABA: TEOPETUYHU ACTIEKTU HA CEH30PHISI MAPKETHHT Y BPAH/
TIMOEPEHIIMALISTA

1. CeH30peH MapKETHHT — CHIIHOCT, APUHUIIUSA, ETICMEHTH
1.1. CemHOCT ¥ neUHUIUSA HA CEH30PHUS MAPKETUHT

1.2. EnemeHTH Ha CCH30pPHUS MapKETHHT

1.3. MyntuceH30peH MapKeTUHT

2. Bbpann, Opann audepeHimanus, KOprnopaTuBeH OpaH/
2.1. bpann u OpanaupaHe — CHIIHOCT, 1e(DUHUIIUHU, ETIEMEHTH
2.2.  bpann nudepeHnuanus

2.3. KopmoparuBeH OpaH

3. ()630p Ha TCOPCTUYHUTC U CMIIMPUIYHUTC paBpaGOTKH, IOCBCTCHU Ha CCH3O0PHUA

MapKeTHHT U OpaH TudepeHInanmsaTa

4, [Ipunarane Ha CeH30pe€H MapKETHHT 3a Cbh3jJaBaHe Ha OpaHn audepeHIuaIus B

Cb3HAHUETO Ha NMOTpeduTeNs
4.1. IlpunoxeHue Ha CEH30PHHS MAPKETUHT 3a MIOCTUraHe Ha OpaH. AuQepeHnanus
4.2. IlpunaraHe Ha CEH30pPEH MapKETUHT B JIUTHTAIHA Cpe/ia

43. BnusHue Ha e€JIEMEHTUTE HA CEH30PHUS MAapPKETUHT BBPXY MOTPEOUTEICKOTO

BBIIPUATHUC



5. H3non3Bane Ha eJISMEHTUTE Ha CCH30pHHUA MApKETHUHI' OT TOII 5 BEPpUTUTE

XUIEPMapKeTH 3a Obp30000pOTHU CTOKH B bbirapus
5.1. BusyaneH ceH30peH €JIeMEHT

5.2.  CnyxoB CEH30pEH €IEeMEHT

5.3. OOoHsATEICH CEH30PEH €JIEMEHT

5.4. BKyCOB CEH30pEH €JIEMEHT

9.5, TaxTuiieH CeH30pEeH €IEeMEHT (JIOIHp)

BTOPA I''TABA: METO/0OJIOT' A HA N3CJIEJABAHETO OTHOCHO
N3IIOJI3BBAHETO HA CEH30OPEH MAPKETHMHI' 3A CB3JJABAHE HA BPAHJ
JUOEPEHIIMALIA OT TOII 5 BEPUIMTE 3A BHP3OOBOPOTHM CTOKU B
BBJITAPUSA

1. Mertom0i0THs Ha U3CIIEIBAHETO

1.1.  H3crnenoBaTeliCKu IPOIIEC U U3CIIEI0BATEIICKA Iporpama
1.2. Ilen u 3a1a4u Ha U3CIICIBAHETO

1.3. HMscnenmoparencka Te3a M XUIIOTE3U

14. OOocHoBKa 3a HEOOXOAWMOCTTa OT JBy(da3Ha WU3CIAeAOBaTelICKa MporpamMa Hu

pa3paboTBaHe Ha KOHLIENTYaJIEH MOJE Ha U3CIIEIBAaHETO
1.5. IIvpBu eram OT U3CIIEABAHETO: KAUECTBEHO U3CIIE/IBAHE
1.6. Bropu eran oT U3CIeBaHETO: KOJIUUYECTBEHO U3CIICABAHE

TPETA I'NTABA: PE3VJITATU OT U3CJIEABAHETO OTHOCHO U3ITOJI3BAHETO HA
CEH30PEH MAPKETHUHI" 3A Cb3JABAHE HA BPAH/I AM®EPEHIITUALINA OT TOIT
5 BEPUI'MTE 3A bbP300ObOPOTHHU CTOKH B BBJI'APUA

1. Pe3ynratu oT U3CieABaHETO
1.1.  Pe3ynTaTu OoT Ka4eCTBEHOTO U3CJIEIBAHE
1.2. U3Boau OT mpoBeneHUTE AI00YNHHE HHTEPBIOTA

1.3. Pesynraru OoT KOJIMYECTBEHOTO M3CJICABAHE



1.3.1. Hemorpadcku npodusr Ha pecCriOHICHTa

1.3.2. OOmm 1aHHM 3a HABUILIUTE HA TOTPEOUTEITUTE

1.3.3. Cen3zopHu eneMeHTH U Opana qudepeHnanus

2. [TpoBepka Ha U3CIENOBATEICKUTE XUIIOTE3H

2.1. IIbpBa xumoresa

2.2.  Bropa xunoresa

2.3. Tpera xunoresa

2.4. YerBbpra Xumnoresa

2.5. M3Boau oT mpoBepKaTa Ha U3CJICOBATEIICKUTE XUTIOTE3U

3. HpaKTI/I‘-IGCKI/I HAaCOKHM 3a MpuJiaraHe Ha CCH30PHU CJICMCHTU B XHUIICPMAPKETHUTC 34

OBP30000POTHH CTOKHU
3.1.  AHamu3 Ha BBIIPOCHTE, CBBP3aHH C MOTPEOUTEIKUTE MPEATOUUTAHHSI

3.2. H3BexxgaHe Ha HACOKH 3a [pUjlaraHe Ha CCH30pHU CICMCHTH B XUIICPMAPKCTUTC 34

OBP30000POTHH CTOKU M TECTBAHETO UM Ha MSICTO
3AKJIIOYEHUE
N3ITOJI3BAHA JIMTEPATYPA

IMTPUJIOXXEHUA

ITII. KPATKO NPEACTABAHE HA JMCEPTALIMOHHUA TPY ]

MBPBA IJIABA: TEOPETUYHU ACNEKTH HA CEH30PHMSI MAPKETHUHT U
BPAHJ] JMN®EPEHIIAALIASATA

[IbpBa r7aBa € NOCBETEHa HA CHIIHOCTTA HA CEH30PHHUA MAapKeTHHI M OpaHj
mudepeHnmanuaTa. B Hest ce mpeacTaBAT paznuyHu AeQUHUIMM 32 CEH30PEH MAapKETHHT U
Opana. U3sdcHaBaT ce XapakTepHCTUKUTE Ha OTIEIHUTE WM eleMeHTU. PaskpuBa ce
ChABPKAHUETO HA TOHATUETO MYJITHCEH30PEH MAPKETUHT U C€ U3BEXKAAT IIOJI3UTE OT HETOBOTO

npuiarade. [IpefcTaBsaT ce KOHUENIUUTE 32 OpaHa AuQEepeHIIuaus U KOpIopaTUBEH OpaHI.



HampaBen e cucremarnsupaH 0030p Ha TEOPETUYHUTE W EMIIMPUYHHU pa3pabOTKH B JIBETE
Hay4yHH O0O0JacTH — CEH30peH MapKeTHHr u Opana audepenuuanus. OOocHOBaHa €
BB3MOKHOCTTa 3a INpWIaraHe Ha CEH30PHHUS MAapKeTUHT 3a TIIOCTHraHe Ha OpaHn
mudepeHanys B T.4. B JUTHTANIHA cpeaa. Pasriexnar ce B cpaBHUTENCH IUTaH U3IOI3BAHETO

Ha IIeTTE CETHUBHU eJIEMEeHTa OT TOI 5 BCPUTUTE XUIICPMAPKETHU 3a 6’[>p30060p0THI/I CTOKH.

1. CeH30peH MAPKETHHT — ChIIHOCT, 1e()MHUIIHUS, eJIeMEeHTH
1.1. ChmHOCT ¥ JepUHULMS HA CEH30PHUS MAPKETHHI

B nocnenauTe roqMHM Bee MOBEUYE CE TOBOPH 3a BIMSHUETO HA ONPEICIICHN CUMBOJIH U
3BYLIM BbpPXY YOBEUIKMA MO3bK. Penuia aBTopu NpoydBar Kak Xxopara B3eMaT PELICHHs 3a
HOKynKa Ha 621321 TAXHOTO B"I>3HpI/I$ITI/Ie. HGCT)?,HaTeJIHI/ITe CTI/IMYJII/I ce npeBmeaT B OCHOBHAa
TeMa B MHOTO M3CJIe/IBaHUs, TTOpaIu crienudukara, Kosaro npeacranissar. [lorpedburenure ca
CKJIOHHU J1a OObpHAaT MHOTO MOBeY€ BHHUMAHHME HAa MPOAYKT, KOMTO UM € MPEJIOKEH IO
I/IHTepeCGH U BIHWATCIICH 3a TAX HA4YUH. EIIHO oT CpeILCTBaTa 3a HpI/IBJII/I'-IaHe Ha

HOTpe6I/ITC.HCKOTO BHUMAHHUC € CCH30PHUAT MAPKCTUHT .

Jepunnnumsra 3a CEH30pEH MAapKETHHI, KOSTO JlaBa HEroBaTa OTKpHBATelKa ApajaHa
KpumHa rmacu, 4ye CEeH30pHMAT MapKeTHHI € ,,MapKETHHI, KOMTO aHraxupa CETHUBaTa Ha

HOTpe6I/ITCHI/ITe U BJIUAC BbPXY TAXHOTO BB3IPUATUC, IPCIICHKA U HOBC,Z[CHI/IG“.

AMepI/IKaHCKaTa MAapKCTUHIOBa acoluanusd I[G(i)I/IHI/Ipa CCH30pHHUA MApKCTUHI KaTo
,,MAPKCTHUHT, KOATO UMa 3a OCJI Aa IIPHUBJICUC HOTpe6I/IT€J'I$[, KaTo HU3I10JI13Ba IIETTC CECTHUBA, KOUTO
Aa MOBJIHUAAT BBPXY UYYBCTBATA U ITOBECACHUCTO My“. B Tto3u KOHTCKCT, CCH30pHU CTUMYIIH,
HAaCOYCHHU KbM KOCTO U Ja € OT IIETTC CE€TUBA, 4 UMCHHO 3PCHUC, CIIYX, MUPUC, BKYC U OOIIHP,
uMar 3a 0Oeia Ja IIOBIMAAT Ha CMOIMOHAJIHUTEC M IIOBCACHYCCKHUTC CKJIOHHOCTH Ha

noTpebuTenuTe?.

ABTOPBT Ha AMCEPTALMOHHUS TPYH IpUeMa MpeICTaBeHUuTe Je(UHUIINU 32 CEH30pEH
MapKeTHHT, U3I0JI3Ba KaTO OCHOBA, 0OEIUHSBA T'M, U Ipeylara CBOs aBTOpoBa Je(UHUIUS.
CeH30pHUAT MapKETUHT C€ OCHOBaBa Ha METTE YOBEIIKH CETHBA — 3PEHHE, 3BYK, MUPHUC, BKYC
U JONHMp U BIUSAE HAa €MOLMOHAJIHO HMBO KAaTo IIEJIM Ch3JaBaHE Ha CEH30pPHU CTUMYJIU U

MPCKKUBSABAHUSA, KOUTO Ja Cb3AadaT TpaﬁHI/I BIICUATIICHUA TTPpHU HOTpGﬁI/ITCHI/ITe.

2 Journal of Administrative Sciences and Policy Studies, (2015) Volume 3, No.1, pp. 2, American Research
Institute for Policy Development.
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1.2. E1eMeHTH HA CEH30PHMSI MAPKETHUHT
CeH30pHUAT MApKETHUHT aKIEHTHUpa BBPXY IETT€ YOBEHIKU CETHBA. 3a IEJIUTE Ha
AUCCPTAIMOHHUA Tpyd € BaXXHO a CC HU3ACHU CBIIHOCTTA Ha OTACIHHUTC CICMCHTHUTC Ha

CCH3O0PHHA MAPKCTHUHI.

3penue

3peHI/I€TO € Hal-M3I0JI3BaHUSAT CCH30p B PCKIIaMHUA CBAT IIPE3 MMOCICAHOTO CTOJ'IeTI/Ies.

To e €IHO OT Hal-BaXXHUTE YOBEIIKHU CCTHUBA, 3alll0TO B OUYUTC CC CbAbpIKAT ABC TPETU OT
CCTUBHHUTC KJICTKHU B TAJIOTO. XopaTa H310JI3BaT 3pCHUCTO CH, 3a J1a BB3IPUCMAT KOHTPACTHU
WK Ja pasjimdaBaT IIPCAMCTUTC KAaTO IOJEMHU WK MAJIKU, CBCTJIM WM TbMHH, TBHKH HIIA
L[e6em/1. To3u CCH30PCH CJICMCHT IIOMara Ha HOTpC6I/ITeJ'II/ITe Ja 3a0ea3Bar IIPOMCHH B HOBa

OIIaKOBKA, HOB MHTCPHUOP HAa Mara3mH WJInM HOB IPOAYKTOB ﬂH3aﬁH.
3ByK

3BYKBT € ycellane, KOETO YeCTO CE MOALEHIBA B MAPKETHHTA, HO 3a€HO ChC 3PEHUETO
TOU npeacraBjsiBa OrpoOMHa 4acCcT OT OdAJIaTa KOMYHUKalOUA C 6paHI{a. 3BYK”I)T BJIMAC Ha
HACTPOEHHUETO U NICUXOJIOTHYECKOTO ChCTOSIHIE, HAChpYaBa CIIOKOMCTBUETO U MPEayNPEK/1aBa
3a onmacHocT. OT HavyanoTo Ha XX BEK 3BYKbT Ce€ Mpuiiara B TPaJIUIIMOHHHUS MapKETHHT, 32 Ja
ce ch3nane MHPOPMHUPAHOCT 3a (upMara M HEWHUTE MPOAYKTH, TJIABHO B TEJIEBU3HATA U
paaroTo. Xopara 4ecTo U3pa3siBaT CBOSITA HIICHTUIHOCT Ype3 3BYIH. V31on3Baiik 3ByK, MOTaT
Jla ce W3Narar apryMeHTH, MHEHHUs M YyBCTBa, [0 HAYHH, MO0 KOMTO caMO U3paXKEHHUETO Ha
TUIeTo He Moxe. M3mon3Ba ce u uAeHTHU(UIMpPAHE Ype3 U3IMOJI3BAHETO Ha 3BYIIH, TVIABHO
My3HKa, MOpaAd KOETO MHOro OpaHIOBE H3pa3XxoJBaT BpeMe M MapH, 3a Ja CBBbpXKAT
IMpaBHUJIHATA MICCECH WX MEJIOJUA C NPOAYKTAa CU W Aa U3rpaiadT IMMO-CHUJIHA HUACHTUYHOCT.
[TomynsipHa ¢opma Ha 3BYKOB MAPKETHHT € U3MOJI3BAHETO HA JIECHO 3aIIOMHSIIA CE METOIHS.
I'macoBete chII10 ce BB3MPUEMAT KaTO JINYHH, EMOLIMOHAIIHYU U MPUSTEIICKH HACTPOCHHU, TOPATU
KOETO C€ CMATAT 3a e(DEKTHUBHH 3a ONpeesieHn OpaHI0Be, HO TJIAChT TPSOBA Ja ce M3MOJ3Ba

HENPEeKbCHATO U MOCIEOBATEIHO, 3a 1a C€ M0100pH NIEHTUYHOCTTA Ha OpaHa.
Mupuc

OT BCHUYKHTE IET CETHBA MHpusMatra € CBbp3aHa C Hali-MHOTO ceMonud, Iopaau

CIIOCOOHOCTTAa HA MO3bKa Ja CBbp3Ba MHPU3MH CHC CIIOMCHHU. MHOro KOMIIaHUH C€

3 Lindstrom, M. "Broad sensory branding". Journal of Product & Brand Management. 2005. Volume: 14. Issue: 2,
pp. 84-87.
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MOCBEILABAT Jla MPO/aBaT apoMaTH Ha pa3Iu4HU OpaHaoBe U (GUPMHU, C L] 0A00psABaHe Ha

TAXHaTa UWACHTUYHOCT.

Crnopen Wuctutyta 3a 00OHsAHHME, Xopara ca B CBCTOSHHE Ja pas3loO3HAsT
npubmusurenno 10 000 pasnuunu mupuszMu. Te ca B CbCTOSHUE J1a CH CIIOMHST MHPH3MH C
65% TOYHOCT cieJ| eJHa OAMHA, 33 Pa3MKa OT BU3yaJHHUTE €JIEMEHTH, KOUTO MOrar Ja ce
npunoMHAT camo 50% u B epuoA 10 TpU Mecela ciiesl Bikaane. VzciaenBanus nokassar, 4ye

apoMaTbT MMa CICIAHUTC Cq)eKTI/I4

— IIpUBJIM4a HOBHU KIIMEHTH, YyBCJIM4YaBa HpOI[a)K6I/ITe;
IIoBHUIIaBa BBIIPUATHETO 3a LHECHHOCT, pasllrpsBa pPasllO3HAaBAHCTO Ha 6paHz[a; HO,Z[O6p$IBa

YAOBJICTBOPCHOCTTA HA KIIMCHTUTE; BJIUAC HA ITIOBECACHUECTO, IPCAU3BUKBA CIIOMCHHU.
Bkyc

VYcemanero 3a BKyC C€ CUMATA 3a HAW-MHTUMHO M MHAWBHUYAJHO, 3al10TO HHIIO HE
MOXKE Jia C€ BKYCH OT pa3CTOsIHME U BCEKHM YOBEK MMa pas3liMdeH BKyc. BKychT 3aBUCH OT
CIIFOHOOT/ICITHETO U CE pa3juyaBa IMPU BCEKH Pa3WdeH YOBEK. XOpara, KOUTO MPEIIOYUTAT
I10-COJICHHN XpaHI/I, Ca CBUKHAJIA C IIO-BHCOKaA KOHHCHTpaHI/Iﬂ Ha HanI/Iﬁ 1 CJIea0BaTCIIHO UMAT
no-cojieHa ciatonka. Hax 78% oT BKycOBHUTE NpEANnOYUTaHUS 3aBUCAT OT T€HUTE HAa YOBEKa.
BxychT uMa 1 colMalieH acleKT, MOHEXE XPAHEHETO YJIECHSBA COLIMAIIHOTO B3aUMOIEUCTBUE
MEXy Xoparta. Y CeIlIaHeTo 3a BKYC Ce pa3esisl Ha 1Ba eTana — BbTPELIeH BKyC, KOMTO ce ycela
Yype3 €3MKa U BBHIIEH BKYC, YCETEH Npe3 ounTe. BKyChT € Hall-MHAMBUAYATHUS €JIEMEHT CPENl
II€TTE, 3alI0TO TOﬁ c I/IHI[I/IBI/IZ[yaJ'IeH HpI/I BCCKHU YOBCK. Hopa)m Ta3u HpI/ILII/IHa, HOTpC6I/ITeHI/I

ycemar 1 Bb3lpruemMar pa3jimdHoO 110 OTHOICHUEC Ha TOBA CETUBO.

Momup

Upe3 monupa ce 3acuiBa NPEKHUBSIBAHETO HA KIMEHTAa IIPU B3aUMOJICHCTBHETO My C
npoaykra. /IokocBaHETO ce M3MOJ3Ba 3a M3pPa3siBaHE HA MJEHTUYHOCTTA U LIEHHOCTUTE Ha
OpaHja, KaTo ocurypsBa (hU3MYECKO B3aMMOJEUCTBUE, KOETO € TPYIHO Ja CE€ MOCTUTHE OT
pascrosiure. To Moke 1a ce OChIIECTBU Ype3 pa3jiMdyHh MaTepHalldi U TMOBBPXHOCTH,
Temreparypu, teria u gopmu. [1o Bpeme Ha MPUATEH AOIHP CE OTIAEINSI XOPMOHBT OKCUTOLIMH,
KONTO ch3JaBa ycelllaHe 3a CoKoiicTBue u Onarononyune. Komnanuure ciensa na Obaar
M3KJIIOUYUTETHO BHUMATEIHH, KOraTo MpuUjiaraT CeH30pHUS €JIEMEHT JONup, nopaau Qaxra, ue

JIOKOCBAHETO C€ BB3IIPUEMA IO Pa3JINUYEH HAYUH B PA3JTUYHUTE KYJITYpPH.

4 https://brandminds.com/the-power-of-smell-as-a-tool-in-the-marketing-strategy/
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1.3. MyJITHCeH30peH MApPKETHHT

MynTHCEH30pHUAT MapKETUHI IpEACTaBisiBa KOMOMHALMATA Ha JBE WM IOBEYE
CeTHBA M Ype3 HEeTo Ce IeIM MaKCUMATHO MOJI00psiBaHe HAa aTMOc(epara v U3KUBSIBAHETO HA
kiuentute (Hultén, 2015; Spence et al., 2014). KiimentuTe Morar ja pa3BusT IbJI00KH BPB3KU
¢ OpaHJ0BeTEe, KOraTO TEXHUTE MPEKUBIBAHUS ¢ OpaH/ia CTUMYJIUPAT U aHTaKUPAT MHOKECTBO
CeTHBa, KOETO BOJM JO MO-CHJIHM KOTHUTHBHH acOIMAIlMK 32 KOHKPETEeH OpaH], 3ama3eHu B
namerta uM (von Wallpach & Kreuzer, 2013). KaTto ce uma npenBua ToBa, MyJITHCEH30PHUSAT
MapKeTHHT JaBa MIaHC Ha OpaHIOBETEe Ja U3rPAIAT MO-IBJIOOKO HUBO HA AHTAXHPAHOCT C

KIIMCHTUTEC.

2. bpauna, 6pana 1udepeHnuanusi, KOPNOPaTUBEH OpaH/
2.1. bpana u 6panaupane — CbIIHOCT, JeUHULNS, eJIeMEHTH

B nnemno Bpeme moTpeOuTeNrTe UMAaT MoBevye HHGOpMAIUsI U MOBEYE Bb3MOXKHOCTHU
3a u360p OT Besikora. KoMmaHuuTe 4ecTo ce ChpeBHOBABAT MpHU IpejiaraHe Ha €IuH U ChI]
npoaykT. OOMKHOBEHO TOBA, KOSTO TH OTJIMYaBa M Kapa KIMCHTHUTE Ja m3bepar eqHa gupma
TpeJ ipyra, € eHara. Bernpeku ToBa, B lleHOBaTa BOMHA UMa OMPE/IEIICHH MPaBUIia U TUMUTH,
KOHWTO HE Morar fa Obaar npeckoueHu. CrnepoBaTenHo, TpsOBa Ja MMa Hello APYro, KOeTo 1a
OTKpPOsIBA MPOAYKTUTE U KOMIIAHMUTE, KOUTO CE€ MpeiaraT Ha maszapa. YCIEXbT Ha TOBa Ce

HU3MCEpPBa Yp€3 CMOLUOHATIHUTC BPb3KH, KOUTO HOTpe6I/ITeJ'II/ITe Cbh3aaBar C 6paHz[a.

BpaHI[’bT € CBBKYIIHOCT OT pa3jJdyHu CJICMCHTHU, KOUTO Cb34aBaT YHHKAJIHA

I/I,Z[GHTI/IIIHOCTS. B Ta3u BPB3Ka, 3a HEJIUTC HA U3CJIICABAHCTO, aBTOPHT CUCTECMATHU3HUPA B Ta6ﬂuua

1 eneMeHTHUTe, KOUTO UMa OpaHIbT, 3a€IHO ¢ ACHUHULIUUTE 32 Ts1x5.

5 What are Brand Elements? 10 Different Types of Brand Elements. December 17, 2019. Available at:
<https://www.marketing91.com/brand-elements/>.

5 Pearce, R. Beyond Name and Logo: Other Elements of Your Brand. // Merriam Associates. Archived from the
original on May 20, 2013.
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Taoauna 1. bpanna enemenT

Bpang enementn | Jdepunnuus

Nme Z[yMa WJIK HAKOJIKO JYMH, U3IIOJI3BAHU 3a pAa3lIO3HABAHCTO HAa KOMIIAHUA, TPOAYKT, yCJIyra

WA KOHLIETILHS

Jloro BI/I3yaJ'IHI/I$IT OTJIMYUTCIICH 3HaK, KOMWTO I/I,HeHTI/I(l)I/IHI/Ipa 6paHzLa

KutouoBa dpasa HW3peuenue, BOACLIO 0 aCOLMANKS C JaieH OpaHa

I'padpuxu I'paduuen oTnuanTeneH 3HaK Ha OpaHga

dusnyecka Besixa pa3nuuna gopMa e XapakTepeH OTIMYUTENEH 3HaK Ha OpaHa

¢dopma

I{BeroBe MHUTrHOBEHOTO pa3lio3HaBaHE Ha IIBETOBAaTa KOMOMHAILIMS Ha JaJieH OpaH]

3By1H YHHKaleH TOH WX KOMOMHAIMS OT 3BYIIH, KOUTO OTIMYaBaT OpaH/a BEAHAra oM
po3By4Yar

Apomatu Konkperen Mupuc, KOHTO HanmoMHs 3a OpaHa

Bkycose BkycoB oTnmunTeNneH XapakTep, KOHTO oTin4aBa OpaHia OT KOHKYPEHTHUTE

JBrKeHUS ®dusndecka OTIMIUTENTHA YePTa, KOSITO HAIOMHS 32 KOHKPETSH OpaH]

W3rounuk: Anantupano no Pearce, Robert. "Beyond Name and Logo: Other Elements of Your Brand". Merriam
Associates. 2013.

3a 1enuTe Ha M3CIEABAHETO, C€ MpeAcTaBs nepuHUIUATA Ha ,,O0panaupane. Tosa e
MpoIlec Ha MpHIaBaHEe Ha 3HAYCHHWE HA KOHKPETHA OpraHM3alus, KOMITAaHUS, MPOAYKT WIN
yciayra 4pe3 chb3/aBaHe M opopMsHe Ha OpaHsia B Ch3HAaHUETO Ha morpedutenute. Toa e
CTpaTerus, KoATo IoMara Ha KJIMeHTa Obp30 Aa uaeHtudunmpa u ycetu opannaa. Taka ce nasa
OCHOBaHHME 32 M300p HA €IHU MPOAYKTH MpPEI TEXHUTE KOHKYPEHTHH, Upe3 W3SICHSBaHE Ha
KauecTBara Ha maneHus Opann. C apyru mymu, OpaHIMpaHETO € MpoIlec Ha Ch3JaBaHe Ha
acolanys MeXIy CHMBOJI/OOEKT/eMOLUs/Bb3NPUATHE U MPOAYKT/yCIyra/KOMIAaHUS C el

CTUMYJIMPAHC HA JIOAJIHOCT U Ch3J1aBAHC Ha ,Z[I/I(I)epCHLII/IaI_II/ISI7.

2.2. Bpauna nudepeHuuanus

BpaH,Z[I/IpaHCTO CJIY?KM 3a IBC OCHOBHH LCIHU — I[I/I(I)CpeHLII/IpaHe n I/I,[[GHTI/I(I)I/IKEII_II/ISI8 9.

CJ'IC,Z[OB&TCJ'IHO 6paH,Z[I/IpaHCTO MOXE Ja C€ pasnickKaa OT [ABC MOCICAOBATCIIHU U

" Herbert Mark Cecilia and Schantz von Carolina, Communicating Corporate Social Responsibility- Brand
Management, Electronic Journal of Business Ethics and Organization Studies. 2007. pp. 6.

8 Hunt, S.D. 2018. The ethics of branding, customer-brand relationships, brand-equity strategy, and branding as a
societal institution. Journal of Business Research,VVolume: 95:Pp. 408-416.

% Moore, K. & Reid, S. 2008. The birth of brand: 4000 years of branding. Business History, 50(4):419-432.
[Internet: https://mpra.ub.uni-muenchen.de/10169/].
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B3aUMOCBbP3aHK IIeaHn Touku. dupmurte TpsAOBa Ja ce pasrpaHMyaT OT KOHKyPEHTHUTE, a
noTpeduTenuTe TPAOBA A2 MACHTHPHUIMPAT OpaHIOBETE 3a 330BOJISIBAHE HA TEXHUTE HYKIH U
norpe6uoctu’® 1. B pesynrar na ToBa, 6paHAMpPAHETO U NPAKTUKHUTE, U3IION3BAHM 3a Ta3apHa
OpHUEHTAIUs, Ca CHHXPOHU3HPAHH ¢ NU(EpPeHLMpPaHeTo U MAeHTH(UKAUUATA Ha OpaHia.

12

HI/I(bepeHHI/IaHI/IHTa CJI€ABa Aa C€ BB3IIPUEMA OT KIIMCHTHUTC KaTO HHOBATUBHOCT ™™ U TiA TpH6Ba

13 14 15

na ObJe OleHeHa Pa3nmnunero He € (u3MYecKa XapaKTEPUCTHKA, a MO-CKOpO €

CHMMBOJIMYHA U CEMOIIMOHAJIHA.

bpann nudepennmanusaTa ce ompenens KaTo ,,CTENEHTa, 10 KOSITO OpaHIBT ce

BB3IPUCMaA KAaTO Pa3IMYCH CIIPAMO CBOUTC KOHKYPCHTH B Cb3HAHUCTO Ha KJIMEeHTA.

Teopusara Ha Opana audepeHHHANUATa € MoJOoOHA Ha Mojena 3a KOHKYpPEHIUs B
KJIacuueckara UKOHOMHUKa. ChBBPIICH € B TOBA, Y€ TOW OMUCBA a0CTPaKTEH ,,UjcalieH CBSIT.
To3u Mozen € B OCHOBaTa Ha CepHsl OT IIMPOKO Pa3NpPOCTPAaHEHU pa30UpPaHUsl, KOUTO MOTaT Ja

Ob1aT 000OIIEHH 110 CIECIHUSA HAYNH

* Enun Opanpg TpsOBa 1a ce Bh3MpHUeMa KaTo pa3lInyeH, 3a J1a MOXKe Jla CIIeUelH Ma3apeH
Jsu1 (KIIMeHTUTE TpsiOBa Ja UMaT IMpUYHMHA J1a 3alI0YHAT Ja KyIlyBaT OpaHza).

* EnuH Opanj TpsaOBa a ce Bb3IpUeMa KaTo pa3inyeH, 3a 1a MOXe Ja MOIbpiKa MazapeH
I (KMeHTHTe TpsiOBa Ja MMar MpUYHMHA Jia MPOABIKABAT Ja MpeJnoyuTar OpaHia
IIpeJl JIMLIETO Ha KOHKYPEHLIMSI OT Ipyru OpaHI0BEe U HOBU YYaCTHHUIIN).

= Hsxou OpanmoBe ca MHOTO Mo-AudepeHIpalu oT IpyTrH, KOETO O3HayaBa, ye TsIXHaTa
KJIMEHTCKa 0a3a € NOo-JOosUIHA M I0-MajKo YyBCTBUTENHA KbM JIeHiCTBHATA Ha

KOHKYPCHTHUTC. ToBa Bogu 10 mo-roasMa peHTa6I/IJ'IHOCT16.

B o0600menue, 6pann audepeHIuanusaTa € KOHIEIHs, KOSTO € AbJIOOKO 3aJI0KEeHa B
CBIIHOCTTA Ha Ta3apa. 3a Ja uMa KakBO Ja ce Tmpejara, TpsOBa Ja uMmMa ThpceHe. B
CHhBPEMEHHOTO OOIIECTBO, KOTaTO UMa TBBP/IE TOJISIM U300p OT OpaHA0Be, CTpaTerusTa 3a OpaH

nudepenranus OuBa moje3Ha. 3a nenta, GupMuTe TPAOBA /1a MPEIOKAT HOBA €MOIIHS WIIN

10 Keller, K.L. 2013. Strategic brand management. London: Pearson.

11 Keller, K.L, & Swaminathan, V. 2020. Strategic brand management: building, measuring, and managing brand
equity. 5th ed. Harlow: Pearson.

12 Ries, A., Trout, J., 1986. Positioning: The Battle For Your Mind. McGraw-Hill Inc., New York.

BCarpenter, G.S., Glazer, R., Nakamoto K., 1994. Meaningful brands from meaningless differentiation: the

dependence on irrelevant attributes. Journal of Marketing Research 31 (August), 339-350.

14 Kotler, P, Ang, S.H., Leong, S.M., Tan, C.T., 1996. Marketing Management - An Asian Perspective.
PrenticeHall, Singapore

15 Reeves, R., 1961. Reality in advertising. Knopf, Alfred A Inc., New York

16 Romaniuk J., Sharp B., Ehrenberg A. Evidence concerning the importance of perceived brand differentiation.
Australasian Marketing Journal Volume:15 Issue:(2), 2007.
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IIPEKUBSABAHE HAa CBOATA ayJUTOPH. Beue ne e A0CTAaTbYHO KOMIIaHHATA Aa UMa MHTCPECHO

JIOro, ako HE CC Mmpeajara 1 J0IMbJIHUTCIIHA HCHHOCT 3a KIIMCHTUTC.

2.3. KopnopatuBen OpaHj

KopriopatuBausaT OpaHI NpeACTaBisiBa KOMIIAHUS, KOATO OOCOUHsBA Tpyna OT
IIPOAYKTH WJIM YCIYTH U CTaBa U3BECTHA HA CBETA Ype3 U3IOJI3BAHE HA JaJIEHO UME, BU3yalHa
UJEHTUYHOCT 1 0011 Habop oT cuMBoud. [IpoliechT Ha KOpIIOpaTUBHUS OPaHIUHT C€ ChCTOU OT
JNEHHOCTH, MPEANpUeTH OT KOMIAaHMATA, 3a M3TpakJaHe Ha OJaronpusTHU acoUUalUU U
MOJIOKUTETHA PEeMyTalusl, KAKTO C BbTPEILHHU, TaKa U C BbHIIHHU 3aMHTEepecoBaHU cTpaHu (Van

Riel, C., Fombrun, C., 2007)*’.

3. O0630p Ha TeopeTHYHHTE M eMNHMPUYHHUTE Pa3pabOTKH, MOCBETEHH HA CEH30PHHUSA
MapKeTHHT ¥ OpaH] AudepeHuauaTa

HampaBen e nurteparypeH 0030p, MO BBIIPOCHTE 32 CEH30PHHUS MapKETHHI U OpaH
nudepeHranysITa, Ha HayYHU pa3pabOTKU OT rmocieaHuTe 12 roquHu. AHaIM3bT NOKA3Ba, ye
JIBETE TEMH YECTO CE CpeuiaT B OOIIM HM3CIEIBaHUS MOPaId CBOATA O0IIA MPHIOKHUMOCT.
Cnopen muoxectBo aBropu (Hultén, Moreira, Fortes, Santiago, Tarczydto u ip.) mpu npaBmiIHO
NpUJIaraHe Ha eJIEMCHTHTE Ha CEH30PHUS MApKETUHT 3a Ch3/[aBaHe Ha OpaH TuQepeHIrnanus

ce 3a0eIsI3Ba MOKaYBaHEe Ha HaMEpPCHUECTO 34 IMMOKYIIKAa U YBCIIMYCHUEC HA HpOI[a}I(6I/ITe.

4. IlpuiaraHe Ha CeH30pPeH MAPKeTHHI 3a Cbh3JaBaHe Ha OpaHa JudepeHUUANHs B
Ch3HAHHETO Ha NoTpeduTes s

4.1. Hpuﬂomeﬂue Ha CCH30PHUA MAPKETHUHI 34 MOCTUTAaHE HA 6paH)1 zm(])epemmauuﬂ

CeH30pHHUTE €JIEMEHTH HAMHUpAT pPa3IMuHM HAUYMHU Ha TNpuiioxeHue. Bcexku Opann
ciesBa J1a nu3depe Hal-MmoaXoAAIus HadkH, 32 J]a MPUI0KH CEH30PHUTE €JIEMEHTH KbM CBOUTE
MPOAYKTU U YCIyTu. IHIUBUYyaTHUSAT MOAXOJ € CHIIHO CBBP3aH C IOCThIa 10 nH(OpMaIus u
3HAHUSI, C HABJIM3aHETO Ha BCE MOBEYE TUTUTAIIHU TEXHOJOTHH KaTo BaXKHA JBHKEIA CHia. Te

PasKpHUBaT MHOTO HOBM KaHAJM 33 KOMyHHKaIus 1 ooMeH Ha nHpopmamms (Castells, 2010)™,

Haykara 3a ceH30pHUSI MapKeTHHI TBBPAM, Y€ XOpara, KaTo MOoTpeOuTenu, aAeiHcTBar
cnopenl eMouuoHanHUTe cu uMmityscu. Criopen ApanHa KpuiiHa, OTKprBaresn Ha CEH30pHMS
MapKeTHHI, B MMHAJIOTO Pa3rOBOPUTE C KIMEHTUTE ca OWIIM MPOCTO ,,MOHOJIO3U", KBIETO

KOMITAaHUUTE TOBOPAT HA LICJICBATA CU Ay AUTOPUH. Cera HOTpC6I/ITCJ'II/ITe HU3UCKBAT ABYIIOCOYCH

7 Rolando S., Corporate Brand, pp. 2, 2022.
18 Castells, M. (2010) The Information Age: Economy, Society, and Culture. Chichester: Wiley-Blackwell.
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pasroBop, a TOBa O3Ha4YaBa BB3INPHEMAHC Ha IIOTCHIMAIa Ha CCH30PHUA MAPKECTUHI U

IIpUJIAraHeTo My->.
4.2. Ilpunarade Ha CeH30peH MAPKETHHT B JIMTUTAJIHA cpeaa

Jururanuzanusata Habupa CKOPOCT B ChBPEMEHHOTO 00mecTBO. TOYHO mopaau Taszu
MPUYMHA, MHOXKECTBO KaMIIaHUM Ce MPOBEXIaT OHJIaiH. bbaeeTo Ha CeH30pHUS MapKETUHT
HaMUpa OTPa)KEHHUE B U3IMOJ3BAHETO HA JUTUTAIIHU CPEICTBA 3a KOMyHHUKAIUS U MpeJjiaraHe
HAa MaTepualHd TMpPOAYKTH U yciyru. bnaromapeHne Ha eNEeKTpOHHHTE KaHAIM 3a
pa3npocTpaHeHne, MHOTO MO-JIECHO C€ JIOCTHTA JI0 Mo-ToyisiMa aynutopus. CieaoBaTeIHo upe3

JUTrruTaJiIHaTa TCXHOJIOI'uA CC IIOBJIMABA HA HOTpe6I/ITeJ'II/ITC 10 €IMH HOB 1 HHOBATHBCH HAYUH.

4.3. BausiHue Ha eJIeMEHTHTE Ha CCH30PHHUA MAPKETHHI BbLPXY HOTpCﬁI/ITeHCKOTO

BB3IPUATHE

Pa3BuTHeTo Ha CEH30pHUS MapKETUHI C€ JABUXKH OT JBa OCHOBHU (akTopa. [IbpBusT €
Hay4yHUTE U3CJe/IBaHUs, 0coOOeHO B o0iacTra Ha HeBpoHayKkuTe. Te ca TICHO CBBp3aHU C
MapkeTuHra. Hesposorusita nomara ga ce pasrieaT MO3bUHUTE MPOLECH, KAaKTO U POJISITa,
KOSITO MIPasAT eMOIMATa U pa3yMbT. BropusaT dakrop e pazButueTo Ha mazapure. B qHemrHo
BpeMe Te€ ca BCe NO-KOHKYPEHTHH M Tio0aiHU. bpaHjgoBere M crmocoOHOCTTa MM Ja ce

pasrpaHMYaBar U JU(GEPEHIHpPAT ca BaXKHA YaCT OT BCAKA CTPATETHAZ,

Criopen aBTOpa Ha AUCEPTALMOHHUS TPYI, 3pEHUETO (BIKIAHETO), 3BYKBT (UyBaHETO),
MUPUCHT (TIOMUPHUCBAHETO), BKYCHT (JETyCTUPAHETO) M AOMUPBT (JIOKOCBAHETO) Ha JaJeH
MPOAYKT WIPasAT Ba)kHa poJisi BbB BB3MNPUATHETO My. CEH30pHHMTE €JIEeMEHTH NPUCHCTBAT B
YOBEIIKOTO €KEAHEBHE U UPE3 U3I0JI3BAHETO UM C€ 33/10BOJISIBAT MOTPEOHOCTUTE U JKEJIAHUATA.
CrenanucTy OTroBapsT Ha T€3U MOTPEOHOCTH Ype3 CEH30PEH MAPKETHHT, KOMTO 0OMKHOBEHO

CC CBbp3Ba C 6HaFOHpI/I}ITHa CMOIIMOHAJIHA pCaKIHd IIPU HOTpCGI/ITCHI/ITCZJ'.

5. H3noi3BaHe Ha eJeMEHTHTE Ha CEH30PHUS MApPKETHHI OT TOI S BepUruTe

XHIIepMapKeTH 32 0bP30000POTHH CTOKH B bhiarapus

Hp63 TOAMHUTE, MAPKETOJIO3UTE MTPABAT MHOKCCTBO aHAJIM3HU 3a TOBA KaK J1a CC IMTOBJINAC

HO'I[O6pC Ha HOTpC6I/ITCJ'ICKOTO MOBCACHUC U KCIIAHUCTO 3a IMOKYIIKA. Pazauunu nepuoaun ot

19 https://fabrikbrands.com/sensory-marketing/

2 Manzano, R., Serra, T., Gavilan, D. Sensory Marketing: Straight to the Emotions, 2019, URL:
https://www.ie.edu/insights/articles/sensory-marketing-straight-to-the-emotions/

21 Yoon S. J. and Park J. E. Do sensory ad appeals influence brand attitude?. Journal of Business Research. 2012.
Volume: 65. Issue: 11, pp. 1534-1542.
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BpeEMeE, HOCST ChC ce0e CU CTPATErnuecKy PELIeHUs Ha roJeMU KOMIIAHUHU, KOUTO ca CBbP3aHU
CbC CEH30PHMSI MApKETUHI. BbIpeku ToBa, O CKOPO IPOYUYBAHMATA B Ta3W IIOCOKAa HE ca
JOCTaThYHO H3YEpHATeTHH W TOBAa Hajllara HEOOXOJMMOCTTa OT HOBH U 3aJbJIOOYCHU

M3CIIeBAHUS B Ta3M MpolieMaTuka.
O0o0menne oT MbpBa rJaBa
OmHOCHO CeH30pHUA MAPKEMUHS

1.B MOCJICAHUTC 'OAVHHU BCC MMOBCYEC CC TOBOPH 3a BIIMAHHUCTO HA OIPECACIICHU CUMBOJIU
1 3BYLIU BBpPXY YOBCHIKUA MO3BK. Hecn3narennure CTUMYJIN CC MPEBPHIIAT B OCHOBHA TCMa B

MHOI'O U3CJICABaHM:A, ITOpaan CHCHH(bHKaTa, KOATO IIPCACTAaBJIsABAT.

2. CeH30pHUAT MapKETHHI C€ CbCTOM OT IET €JeMEHTa, a T€ OT CBOSl CTpaHa

MMpEeACTaBJIABAT IICTTC YOBCUIKU CETUBA — 3PEHUC, 3BYK, MUPHUC, BKYC U JOIIHNDP.

3. KoMOuHanusara Mexay eJIeMEHTHTE 3pEHHUE U 3BYK € Cpell Hall-4ecTO CPEIaHUuTe

ChUYETaHUsl, KOUTO CE€ M3IOJI3BAT B MYJITHCEH30PHUSI MAPKETHHT .
OmHocho bpanoa u opano oughepenyuayusma

4. B cbBpeMEHHOTO OOIIECTBO OpaHJOBETE€ WMIpasT BakHA pOJIsi, HABIM3aiKM BBHB

BCHYKH C(bepn Ha )XUBOTa: UKOHOMHUYCCKA, COLIMAaIHA, KYJITYypHa U pCIIUTHUO3HA.

5. BpaH,Z[I/IpaHeTO CC CUHTa 3a KIIFOYOB CTPATCTUYCCKU MHCTPYMCHT 3a IMOCTUT'aHC Ha

KOHKYPEHTHO IPeIMMCTBO B OU3HEC.

6. Hsixou oT KpuTepuuTe 3a Ch3/1aBaHe HA YCIIEIIEH AbJITOCpOUYeH OpaH ca Toi aa Obae
3allOMHSI C€, ]a UMa 3aJI0KEH CMUCHJI B HErO, Ja MMa BB3MOXKHOCT 3a pasllMpEeHue U Aa

MpUTEkKaBa CBOMCTBO Ha aJallTUBHOCT.
7. BpannupaHeTo ciTy>kKH 3a JIB€ OCHOBHH €N — AU EPEHITUPAHE U UICHTU(DUKAIIHS.

8. HpOI_[eC’bT Ha KOPIIOPATHBHUA 6paHI[I/IHT C€ CbCTOM OT HeﬁHOCTH, npeanpueTu OT
KOMITaHHATA, 3a U3IrpaXaIaHe HA 6HaFOHpI/I${THI/I acoyanuu U IMOJIOKUTECIHA PCITyTallus, KaKTO

C BbTPCIUIHU, TaKa U C BBHITHH 3aMHTCPCCOBAHU CTPAHU.

OmnocHo 0630[)61 HA meopemudHume u emnupudHume pa3pa6om7<u, noceemeHu Ha

CEeH30pHUS MapKemuHe u Opano ougepenyuayuama

9. TemuTe 3a CEH30PHMSI MAapKETHHT M OpaHI AudepeHnnanusaTa 4ecTo ce cpeuar B

001 HAayYBH M3CJICABAHUS TTOPAINA CBOSATA 00IIIA MPUIOKUMOCT.
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10. Cnopen penumna aBropu (Hultén, Moreira, Fortes, Santiago, Tarczydto u ap.) npu
MPaBUIHO TpWJIaraHe Ha €JEMEHTUTE Ha CEH30PHHS MapKEeTHHI 3a Cbh3/laBaHe Ha OpaHn
nudepeHnuanus ce 3abens3Ba MOBHUINIABAHE HA HAMEPEHHETO 3a MOKYIKAa M yBEJIMYCHHUE Ha

MpOTaKOUTE.

11. CeH30pHUAT MapKETUHI TIOMara 3a IMOCTUTaHETO Ha OpaHn audepeHIHanus,

MOJIOXKUTEJIEH OpaHl UMUK U OpaHI JIOSTHOCT.

Ommnocno NpUulooCerUuemo Ha CEeH30pPpHUA MapKemuHe 3d cv30asane Ha 6paH0

oughepenyuayus

12. I'maBHara poJist Ha CCH30PHUSA MAPKETUHT € U3IPAXKAAHCTO HAa CMOILIMOHAJIHA BPBb3Ka
MCKAY KOMIIaHUATA U KIIMCHTUTC, KaTO 110 TO3W HAYMH CC JOCTUTA OO Q)OpMHpaHCTO Ha sICCH

o0pa3 u Opana qudepeHIuanms.

13. CeH30pHUAT MAapKETHHT, PUJIOKEH 3a Ch3/laBaHe Ha OpaH AudepeHuanus, HoCH

B)KHU TI0JI3U KaTO IMO-BUCOKA Ievasida u 1mo-100b6p IMHDK Ha OpaH/a.

OmHocHo usnonzeane Ha elemenmume Ha CEH30pPHUA MAPDKEMUHS OMm mon 5 eepucume

Xunepmapkemu 3a 6vp30060pomuu cmoku 6 bvaeapus

14. LIepBGHI/IflT OBAT € CHJIHO IIPCAINIOYUTAaH OT BCPUTHUTC XUIICPMAPKCTU 34

OBP3000OPOTHH CTOKH.

15. ITo oTHOIIEHNE HA CITYXOBUSI CEH30PEH €JIEMEHT, NIETTE€ BEPUTH XUIIEPMAPKETH 3a

6T>p30060p0THI/I CTOKH, CC pa3jindaBaT B IrojisiMa CTCIICH.

16. OOOHATEIHUAT CEH30PEH CIIEMEHT € €JHO BaXXHO JOINBIHCHHWE B CEH30pHATa
CTpaTel"I/ISI nu C.]'IY)KI/I B Haﬁ-FOHHMa CTCIICH 3a Hpe)II/IBBI/IKBaHC Ha I/IMl'Iy.]'ICI/IBHI/I HOKYHKI/I, HO €
Hal-4ecTo MpeHeOPErBaHUSAT CEH30PEH EIEMEHT OT XUIIEPMAPKETHTE 32 OBP30000POTHU CTOKU

B CTpaHarta.
17. HpI/I XUMICPMAPKETUTC BKYCOBUAT CJIICMCHT € CJIOKCH U TPYAHOAOCTBIICH IIPOLCC.

18. Bcekn OoT meTTe XurnepMapKeTa M3I0J3Ba HUJCHTHUYHA CTPATErds MpH €JIEeMEHTa
LHaomup®. To3u CeH30peH eJeMEHT € Hal-psaaKo OTOems3BaH KaTo IeJeHAcOYeH HM300p, HO
CBIIEBPEMEHHO Ype3 HEro ce IMpeapas3nojiara MOBUIIABAHETO YAOBIETBOPEHOCTTa Ha

KIIMCHTUTC.
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BTOPA TJIABA: METOJOJIOI'UsA HA H3CJIEABAHETO OTHOCHO
N3I1IO0JI3BBAHETO HA CEH30PEH MAPKETHUHI' 3A CBb3IABAHE HA BPAH/{
JUOEPEHIIMALIUA OT TOII S BEPUTUTE 3A BbP30OBOPOTHHM CTOKU B
BBbJII'APUA

BbB BTOpa mIaBa Ce U3SACHSIBA METOMOJOTHATA HA H3CICIBAHETO OTHOCHO
MPHUIIOKCHUECTO HA CCH30PHUA MApPKECTUHI C ICJI NOCTUTIaHC HA 6paH):[ ,HI/I(i)epeHL[I/IaLII/I}I OT TOII
5 Bepurute 3a O0bp30000poTHH cTOKU B bbarapus. OO0ocHOBaBa ce HEOOXOAMMOCTTA OT

IIPOBECKAAHECTO HA z[By(ba3Ha H3CJICA0BATCIICKaA IIporpama.

1. MeToa0/0rus HA U3CJIEABAHETO

1.1. Hen u 3aqaum HA U3CJI€ABAHETO

IlesTa Ha KOHKPETHOTO M3CIIEABAHE € Ja CE M3CIe/Ba IPAKTUKaTa Ha IIpUJIaraHe Ha
CEH30pHHS MapKETUHI BbB BEPUTUTE XHUIIEpMAapKeTH 3a Obp3000OPOTHH CTOKM U Ja Cce

YCTaHOBHU BJIUAAT JIX CCH30PHUTE CJICMCHTH 34 Ch3/1dBAHC Ha 6paH,u I[I/I(I)epeHI_II/IaL[I/IHTa.
3a IMOCTUTraHeTO Ha IICJITa CC IMOCTABAT CICAHUTEC U3CJI€A0BATEJICKH 3aJa4YH.

" J]a C€ YCTaHOBU KOM Ca Hal-uyeCcTO M3IOJI3BAHUTE CEH30PHU EJIEMEHTH BbB BEPUTHTE
XHUIIEPMapKeTH 3a ObP3000OPOTHH CTOKH;

" 1a ce U3CJIe/iBa BPB3KaTa MEKIAY CEH30PHUTE €JIEMEHTH U CTENIEHTA Ha AU(epeHI ALy
Ha OpaHJ0BETE XUIIEPMAPKETH 3a OBP30000POTHHU CTOKU B bbiarapus;

" 51a ce pa3paboTAT M ampoOupar NMPaKTHMYECKH HACOKHM 3a NpUilaraHe Ha CEH30pHH
€JIEMEHTH B XUIIEpMapKeTHTE 32 ObP30000POTHHU CTOKH.

1.2. HN3caenoBaresicka Te3a U XUIOTE3N

H3caenoBaresickara te3a €, 4C IIpaBUJIHATa KOM6I/IHaLII/I}I OT IpuJIarane Ha CCH30pHU
MapKCTUHI'OBU CJIICMCHTU BBB BCPUIMTC XUIICPMAPKCTU 34 6’Bp30060pOTHI/I CTOKH BOAHU 0O

MoCcTUraHe Ha OpaH AudepeHuanus B Cb3HaHUETO Ha MOTPeOUTEs.

OCHOBHHUTE H3CICA0BATCJICKH XMIIOTE3H, KOUTO IIOJAJIC)KAT Ha IIPOBEpKa B

JTUCEPTAIMOHHUS TPY/ ca pecTaBeHu B Tadnwuma 2:
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Taoaumna 2. U3ciaenoBaTejiCKu XHIIOTE3H

Ne Xumnoresa

H1 | [iBetoBere B MHTEepuopa audepeHuupar pa3inyHuTe OpaHI0Be XUIEpMapKeTH 3a

OBP30000POTHH CTOKU

H2 | My3ukara nudepeniupa paznuuHute OpaHIoBe XUIepMapKeTy 3a 0bp30000pOTHH

CTOKH

H3 | ApomarsT audepeHuupa pa3muyHuTe OpaHI0BE XUIIEPMApKETH 3a ObP30000POTHH

CTOKH

H4 | lonupbst nudepenuupa pa3iuyHuTe OpaHIOBE XHUIIEpPMAapKeTH 3a Obp30000POTHU

CTOKH

Wzrounnk: ABTOpcKa Tabnuma

1.3. OdocHoBKa 3a He00X0AMMOCTTA OT leycl)asﬂa H3CJIeA0BaATE/ICKA MporpamMa u

pa3pa60TBaHe Ha KOHICINTYAJICH MOA€J HA U3CJICIBAHETO

Jlumicata Ha MpoBeXAaHU U3CIEABAHUS B CTpaHATa U TOTPEOHOCTTA OT CIIEIUAIIMCTH B
chepaTa Ha CEH30pHMSI MapKEeTUHT U OpaHj AudepeHImaInuara BoJId 10 HEOOXOIUMOCTTa

U3I0JI3BAHETO Ha JIBy(a3Ha n3cie0BaTelIcKa mporpama.
1.4. IIbpBH eTan oT U3CJIeIBAHETO: KAYeCTBEHO U3CJeIBaHe
1.4.1. Ilen Ha KAYECTBEHOTO M3CJIC/IBAHE

3a menuTe Ha JMCEPTAMOHHUS TPYJ IThbPBOHAYAIHO € IIPOBENEHO Ka4eCTBEHO
n3ciensane. OCHOBHATA 1€ HA TO3U ITBPBH €Tall € Ja ce chbOepe nH(opMaIus OT CIIEUATUCTH
B c(hepara Ha MapKETHHTa, pabOTEIH B IETTE HAali-0OOOPOTHH XUIlepMapKeTa 3a 0bp30000POTHH
CTOKA B CTpaHara, OTHOCHO BpB3KaTa MEXIy CEH30pDHHS MapKeTHHT U OpaHn

nudepeHIuanusTa.
1.4.2. Meron 3a crOupaHe Ha JaHHU

I/I36paHI/I$IT MCTOM 3a C’b6I/IpaHe Ha JaHHHM 3a KAYCCTBCHOTO U3CJICABAHC € JI’LJ'I60‘-II/IHHO

MHTEPBIO, KOWTO € OT rpynara Ha (popMyJIaTUBHUTE METOJIH.

Cnopen aBropa Ha JUCEPTAllMOHHUSA TPYH, OBIOOYUHHOMO UHMEPS0 € Haii-
MOAXOIAUIUAT METOJ OT TpyIara Ha gopmyramusHume METOAH 3a HACTOSIIOTO H3CIICIBAHE

nopaau (akra, ye ce ThPCAT U CHOMpAT MHEHHMS Ha CHEIMAIMCTH, paboTely B CHIHO
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KOHKYPCHTHU KOMIIAHWH. 3a C"b6I/IpaHeTO Ha ThbpCC€HaTa HH(bOpMaI_[I/IH cJIeaBa aa C€ mmpoBEaar
l['b.H60‘II/IHHI/I HHTCPBIOTA C BCCKU IMOOTACIIHO U Ja CC rapaHTHpa a0COJIFOTHA aHOHMMHOCT Ha

uHpOpMaNUATa, KOSATO € CIIOJIEJICHA.
1.4.3. MI360p HA PEeCTIOHACHTH

OCHOBHHAT KpUTEpHid, 3aJ0XKEH NMpU MOA00pa HA PECHOHJIEHTH 32 IBIOOYHHHOTO
UHTEPBIO, € PECIOHJCHTUTE J1a paboTAT B cdepara HA MApKETUHra B METTE XUIIEPMapPKeTa,
KOUTO ce HaOmonaBaT B wu3cienBanero. Cren BHUMATENHO NpOyYBaHE ca MOAOpaHu S
PECIIOHACHTH IO €IUH OT BCEKH OT XHIEPMAapKeTa, C KOUTO Jia C€ MPOBEAAT ABJIOOUMHHHUTE

MHTEPBIOTA.
1.4.4. PazpaboTBaHe Ha PHKOBOJICTBO 32 IPOBEKIAHE HA M3CIIEABAHETO

C pa3pa60TeHOTo PBKOBOACTBO 3a IIPOBCKIAHC HA KAYCCTBCHOTO MU3CJICABAHC CC LICIIN

Aa Cc€ IoJIyuunu PIH(bOpMaI_[I/ISI OTHOCHO:

" H3I0J3BAHCTO HA CCH30PCH MAPKCTHHI BBB BCPHUIHMTIC 34 6’bp30060p0THI/I CTOKH B

E’bﬂl"apI/IH U neJjira My,

" HMHBCCTHIMH M TCHACHIMA HA HMHBCCTHIIMUTC B CCH30PHUA MAaPKCTHUHI IIPE3 IIOCIICTHUTEC

5 TOAMHU OT BepuUrure 3a 0bp30000pOTHHU CTOKH B bbarapus;

" H3I0J3BAHCTO HA MYJITUCCH30PCH MAapKCTHUHI MJIM Ha OIIPCACIICH CCH30PCH CIICMCHT CC

MPEIIIOYNTA;

- Haﬁ'HpHHO)KHMHHT CJICMCHT Ha CCH3O0pPHHUA MAPKCTUHI KAaTO ISUJI0O BBB BCPUIUTC 3a

OBbpP30000POTHU CTOKH;

®  Hal-MaJIKO U3IOJI3BAaHUAT €JIEMEHT Ha CCH30pHHUA MAPKCTUHI KATO LAJIO BbB BCPUTUTC

3a ObP30000POTHH CTOKH;

" CTpareruv, CBbp3aHu CbC CCH30PHHA MApKETUHT, KOUTO CE IIpUJIarar 3a IPpUBJINYaHE Ha

KIIMCHTUTC,

" CTpareruu, CBbp3aHu CbC CCH30PHMA MAaPKCTHHI', KOUTO CC IpujIarar 3a OTJIMYaBaHe OT

KOHKYPCHTUTC,

"  CCH30pHHUI MApPKCTHUHI KAaTO IIOMOINHHUK 3a IIOCTUIaHC Ha 6paH11 zm(bepeﬂunaum[.

22



1.4.5. [ToaroToBKa 3a MpoOBEXAaHE HA HU3CIICABAHETO

IHoaroroBkara 3a nmpoBe:kIaHe HA MHTEPBIOTATA CE CBEXJA JO YCTAHOBSIBAHETO HA
KOHTAKT C NOTEHIIMAIIHUTE PECIIOHICHTH. T03U MbPBU KOHTAKT C PECIIOHJAEHTUTE € HEJIMUEH —
OCBIIECTBABA CE€ 4Ype3 M3MIpallaHEe Ha INOKAaHa Mo HUMEn. B uMmeisia 10 moTeHuuaaHus
PECTIOHJICHT Ce ChABPKa HHPOPMAIKS OTHOCHO ITPOYYBAHETO, IEJITA M KpaTKa HHPOpMaIIHs 3a
nHTepBroupamus. 1o xenanve Ha pecrioOHAEHTUTE AHOHUMHOCTTA UM € HallbJIHO 3alla3eHa Ipu
KaTo B M3CJEJBAHETO C€ IMPEICTaBAT MOCPEICTBOM 3aeMaHa JIbXHOCT B XHUIIEPMapKeTa 3a

OBbpP3000OPOTHHU CTOKH, B KOUTO pabOTHT.
1.4.6. Bpeme Ha poBexk/1aHEe Ha U3CIICBAHETO

Wntepsrotara ca nposeaeHu B nepuoaa 01.06.2022 r. — 30.08.2022 r. cbc cpenHa
NPOABIDKUTENTHOCT MeXay 30 MunyTu 1 45 Munytu. [lopagu nannemMuuHara cutyamnus, Te ca
MIPOBEJICHU Ype3 OHJIAH Cpeld. 3a IeNTa ca U3MOJI3BaHU MPUIIOKEHUATA 32 KOMYHHKAIIHS:
Baiiosp (Viber) u Tenerpam (Telegram). Ilo Bpeme Ha BCSKO OT MHTEPBIOTaTa ca BOJICHU
MOJPOOHM 3aMCKH HAa OTTOBOPUTE OT PECIOHACHTHTE, KOUTO CIEJ TOBAa Ca BHUMATEIHO

CHCTEMaTU3NPaHH U aHATH3UPAHH.
1.4.7. HauuH 3a peructpupase u o0paboTka Ha JaHHUTE

Peructpupanero u obpaborkara Ha cbOpaHaTa MH(OpPMaLUs ca aHAIU3UPAHU I10

MeTona “ronsm nmct xapTus” (Large-sheet-of-papper)?2,

Undpopmanusara, cpOpaHa oOT AbJIOOYMHHUTE UWHTEPBIOTA, € aHaJU3UpaHa U
cucTeMaTU3MpaHa 1 crioMara 3a FeHepupaHeTo Ha UeH 3a pa3paboTBaHe Ha HHCTPYMEHTapuyM
/BBIIPOCHMK 3a CbOMpaHe Ha JaHHW/ 3a BTOpHs eTanm OT JABy(aszHaTa H3CIEI0BATENICKA
nporpama. Pesynrature, nojryueHu Ha OCHOBAaTa Ha KAUECTBEHOTO IIPOYUYBAHE, Ca IPE/ICTABEHU

Ha CTp. 25 B HacTOAIIUS aBTOpedepar.
1.5. Bropu etan ot u3c/ieIBaHETO — KOJIHYECTBEHO H3CJIeIBaHe
1.5.1. [len, u3ciaemoBaTeNICKH 3a1a4H M U3CJIEI0BATEIICKH BHIIPOCH

Ilesira Ha BTOpHS €Tal OT U3CJIEBAHETO € J1a CE IPOBEPHU AATIH MOTPEOUTETUTE IIPABAT
pasiuKa MeXAy MpUlaraHuTe CEH30PHU €JIEMEHTH B PAa3IMYHUTE BEPUTH XUIIEPMapKETH 3a

0Bp30000pOTHHU CTOKU B bharapus.

2Gordon, W. and R.Langmaid, Qualitative Market Research. A Practitioner’s and Buyer’s Guide, Gower
Publishing, Brookfield, 1988, p. 136
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3a MOCTHTaHETO Ha Ta3H 1ICJI C€ MOCTABAT CJICAHUTE U3CIICA0BATCICKU 3aJaYN.

" la ce MPOBEpAT HABUIUTE U NPEINOYUTAHMSITA 3a Ta3apyBaHE Ha KIHUEHTUTE B
XHUrepMapKeTuTe 3a 6bp30000pOTHU CTOKU B bbhiarapus;

" 1a ce ONpeAeiau CTEIEHTa Ha BaKHOCT INpU M300p Ha Bepura 3a IazapyBaHe IIO
MIPEIBAPUTEITHO 3343 JCHH KPUTEPHH;

" 51a ce MIpoBEepH JOKOJIKO TMOTpPeOUTENUTE paziudyaBaT CEH30PHUTE €JIIEMEHTH B
pa3IMYHUTE BEPUTH XUIIEPMAPKETH 32 ObP3000OPOTHU CTOKU;

" 51a ce pa3KpHe J0 KakBa CTENEH Ce XapecBaT MpUJaraHuTe CEH30PHU €JIEMEHTH B
XUIEpMapKeTUTe 32 ObP30000POTHHU CTOKH;

" Jla ceé YCTaHOBM JI0 KakBa CTENEH C€ OTIMYaBaT BEPUTUTE XUIEPMapKeTH 3a

OBbp30000POTHU CTOKH €IHA OT JIPYTa.
1.5.2. U3cnenoBareicku XUIoTe3n

W3cnenoBarenckure XUIOTE3H, KOUTO IIOJUIEKAT HA MPOBEpKAa 4Ype3 KOJUYECTBEHOTO
u3cieaBaHe, ca npeicraBeHuTe B Touka [. OOma xapakTepucTUKa Ha AUCEPTALUOHHUS TPY]
(ctp.5) u B Tabnuua 2 (ctp. 21).

1.5.3. IleneBa rpymna, BuJ 1 06eM Ha U3BajKaTa

HEHeBa rpyma, BbB BTOpHs €Tall OT U3CJI€ABAaHETO Ca 6I>J'IrapCKI/ITe TpaxaHu, KOUTO
nocemiaBaT XUIICPMApPKETUTC 3a 6’Lp30060pOTHI/I CTOKM Ha TCPUTOpHUATA HA PCHY6HI/IK8.

boarapus.

O06embT Ha n3BaJaKaTa BKJIIOYBa 220 PECIIOHACHTH. Toit e gocTaThYHO ToJIsIM, 3a Ja
MOXKE Ja 6’5)16 MOCOYCHO MHCHUC Ha MHO3UHCTBOTO KIIMCHTU HA XHUIICPMAPKETUTEC 34

O0BpP30000POTHHU CTOKHU B brarapus.
1.5.4. Meron 3a cbOupaHe Ha JaHHU

N30panusar meTon 3a chOMpaHe Ha JaHHHW 32 KOJMYECTBEHOTO W3CJIC/IBAHE € OHJIAlH

aHKeTa.
Amnketata ce cbeton oT 30 BBIIpOca, pa3esieHu B 3 pasjena:
= OOmu JaHHY 32 HABHUIIMTE Ha MOTpeduTenuTe — 4 BhIpoca
= CeH30pHU eNeMeHTH U Opaua nudepernuanus — 17 Bppoca

= Jlemorpadcku npodu Ha pecrioHIeHTa — 9 BhIIpoca
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1.5.5. Pa3paboTBaHe Ha HHCTPYMEHTApUYM 3a ChOMpaHe Ha TaHHH

B’prOCHI/IK’bT 3a KOJMYCCTBCHOTO MH3CJICABAHC € pa3pa60TeH CJICA BHHMATCIHHA
AHAJIN3 HAa OTroOBOPUTC HA CICHUAIMCTUTC MO MAPKCTHUHI, B3CJIM YYaCTUC B KaUCCTBCHOTO

H3CIIEIBAHE.
BpemeTo Ha npoBexiaHe Ha U3cieIBaHETO € B iepuoza 14 rouu — 19 Hoemspu 2022 r.
1.5.6. Metonu 3a cratucTrdecka oOpaboTKa Ha IAaHHUTE

B Hacrosiusi gucepTanMoHEeH TPy, 3a ompenessHe Ha jaeMorpadckus mpoui Ha
PECIOH/IEHTUTE U OOILMTE HABHUIIM HA MOTPEOUTETUTE 3a Ma3apyBaHE B XUIIEPMAPKETHUTE, Ce
W3MOJI3BA JIECKPUIITUBHA CTATUCTUKA HA €JHOMEPHH UECTOTHU pa3mpelesieHus, a 3a
YCTAHOBSIBAHE HA BIIMSHUETO HA EJIEMEHTHUTE Ha CEH30PHHUS MAapKETHUHT BBPXY OpaHn
nudepeHuanuaTa Ha XUIepPMapKeTUTE C€ M3MOJ3Ba CTAaTUCTHUYECKA MPOBEPKA HA XUIIOTE3H

ype3 XH-KBajpar aHaIH3.

TPETA I'JIABA: PE3YJITATH oT N3CJIEABAHETO OTHOCHO
MN3ITIOJI3BBAHETO HA CEH30PEH MAPKETHUHI' 3A CBb3IABAHE HA BPAH/
JUPEPEHIIMALIUA OT TOII S BEPUTUTE 3A BbP30OBOPOTHHM CTOKU B
BBJI'APUA

B Tpera maBa ce npaBu aHanau3 Ha PE3yJNTAaTUTE OT KAYECTBEHOTO U KOJIMYECTBEHOTO
u3cienBaHe U ce (GopMynupaT M3BOAM OT TAX. M3BBpIIBa ce cTaTHMCTHYECKa MPOBEpKa Ha
XUIIOTE3UTE, 3AJI0)KEHU B IUCEPTALMOHHUS TPYI, 34 CE€ YCTAHOBH TAXHOTO ITOTBBPKICHUE WIH
OTXBBPIIsAHE. M3BEXKIaT ce MPAaKTUYECKU HACOKM 3a IPUJIaraHe Ha €JIEMEHTHUTE Ha CEH30PHHUS

MapKETHHT BbB BEPUTUTE 32 ObP30000POTHU CTOKH.

1. Pe3yaraTH OT U3CJIeIBAHETO
1.1. U3Boau oT npoBeieHUTE AHJIO0OYMHHU HHTEPBIOTA

[Io Bpeme Ha JBJIOOYMHHUTE HUHTEPBIOTA, CbC CIEHHUATUCTHTE B cdepara Ha
MapKeTuHra, ce o0chanxa U copMupaxa OTTOBOPH HA OCEM Ba)KHU BBIIPOCA 32 HACTOSAIIOTO
uscnensane. [omyuyenara nHdopmaius e eHHa Mopaanu BCEKUAHEBHUS MPAKTUUECKU OIUT Ha
OTTOBOPWJIMTE CIELUAIUCTH M TEXHUTE HaOmoaeHus B paboTHus nporec. ETo n nu3Boaure ot

IMPOBCACHUTC I[’bJIGO‘-II/IHHI/I HHTCPBIOTA:
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]_IeJ'ITa 34 U3II0JI3BAHC Ha CCH30PCH MAapKETHUHI CIIOPC/ CKCIICPTUTE € 3a IIPUBJIMYAHE HA
BHUMAHHUECTO HA KIIMCHTUTC KbM IIPOMOLMOHAJIHN AKTUBHOCTHU WU HOB ACOPTUMCHT, 3a
Cb31aBaHC HA NPUATHA aTMOC(l)epa, 3a Ch3J1aBaHC HA MOJACIIU 3a TbPIrOBCKO MU3JIaraHC B

O6€KTI/ITC, 34 BJIIUAHUEC BBPXY HOTpe6I/IT€J'ICKOTO IIOBCIACHUC.

Benuku Bepuru xurmepmapkeTH 3a Obp3000OPOTHH CTOKHM TNPABAT HWHBECTULIMU B

CCH3O0PHHA MAPKCTUHTI IIPE3 MMOCICAHUTE 5 T'OJWHU.

[Ipu moBeueTo BepuUrH XUIEpPMapKeTH 3a OBP3000OPOTHH CTOKH C€ HabI0JaBa
TCHACHLUA Ha YBCIIMYAaBAHC HA MHBCCTUIHUUTC B CCH30PCH MApKCTHHI, a IIPpU €aHa OT

BCPUI'HMTEC CC 3alla3dBa €IMH U CbILI 61-0,[[)KeT B MOCJICTHUTE 5 TOJANHH.

My.HTI/ICGHSOpeH MAapKCTHUHT CC M3IIOJI3Ba BBB BCIKa €AHA OT M3CICABAHUTC BCPUIU

XUIEpMapKeTH 3a ObP30000POTHU CTOKH.

IToBeueTo BCPpUT'H OT66J’I${3B3T, 4cC 3ajlarat nmo-CHUJIHO Ha CTUMYJIMPAHETO Ha OIPCACICHA

CCH30pPHHU CIICMCHTH.

BbB BCHUUKH BC€pUI'H 3PCHUCTO € Haﬁ-HpHJ’IaFaHPIHT CICMCHT OT IICTTC CCH3O0PHHU

CJICMCHTA.

EnemMenTBhT 3pC€HHUEC CC€ BHCApPsABA 3a NPHUBINYAHC Ha IIOIJICAAa Ha KIIMCHTAa KbM
OIIPEACIICHAa CTOKa WJIH Ta6ena, 3a Oa Cb34adaT IpUATHA W HOpcApasliojiaraliia
aTMOC(l)epa M 34 3aIbpKaHC Ha BHUMAHWECTO Ha KIIMCHTA IPE3 MO-TrojigMara 4acT OT

MIPecTosl My B MarasuHa.

BHSyaﬂHI/ITe CJICMCHTU CC IIpujiarat Hali-Beue B PCKIIAaMHUTEC I1aHa, 6pomypHTe, B
0OCKTHUTE Ha JKUBO U B PEKIIaMUTE, KaTO Hal-U3I0JI3BaHN CTpaTCryu Ca IBETOBU CXCMU

U TAIATPH, WIpU(TOBE U IPOCTPAHCTBEHO OPUEHTHPAHE.

CrenpanucTuTe MO0 MapKETHHT BHB BEPUTUTE XUTIEPMapKETH 32 ObP30000POTHU CTOKH
Cce 3aTpyaHsBaT Ja JajaT KaTerOPHUYEeH OTrOBOpP Ha BBIpPOCAa KOM € Hal-Majako
W3TOJI3BAHUS €JIEMEHT Ha CEH30PHHS MApKETHHT, HO BCE TMaK B MO-TOJIsIMATa 4acT OT

OTTOBOPUTC UM NIPUCHCTBA CIICMCHTHT 3BYK.

Enna ot Bepurure xunepMapkeTu 3a 0bp30000pOTHH CTOKH OTOEINA3BA, Y€ HAITBIHO €

H3KJII0YnJIa CCH30pHUA CJICMCHT BKYC.

Enementure 3BYK, BKYC 1 MUPHC Ca IIO-MaJIKO M3ITOJI3BAHUTC CCH30PHU CICMCHTU BLB

BEPUTHUTE XUIIEPMAPKETH 32 ObP3000OPOTHH CTOKH.
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- BLHpeKI/I IIO-MAaJIKOTO M3ITOJI3BaHC Ha €JICMCHTUTE 3BYK, BKYC U MUPHUC, B HAKOU ClIydan

TOYHO TC3U CJIICMCHTHU CIiOMarar 3a UMITYJICUBHUTC ITOKYIIKH.

= (CrpaTeruure, CBbp3aHu CbC CEH30PHUSI MAPKETUHT 3a MIPUBJIMYAHE HA KIIMEHTH, KOUTO
ce Mpujiarat Hai-uyecTo ca JOMBIHUTEIHU MO3UIMOHUPAHUS, AUCIUICHHU U3JaraHus,
Yyela, KOUTO Ce OTJIMYaBaT C Pa3JIMYHU U300paKE€HUsI, LIBETOBE, HAIUCH, CICIIUATHI
OCBETJICHHS; M3IMOJI3BaHE HAa MOJAXOJIIAa CBETIMHA, €TUKETH C ONpeeNiCHU I[BETOBE,
yaeOeneHu mpu@ToBe, rojJeMH PeKJIaMHU MMaHa ¢ el (POKyC BbpPXy KadecTBOTO H
pPa3HoO0pa3ueTO HA MpeJIaraHusl aCOPTUMEHT U HUCKHUTE LIEHU; MUPUC Ha TOKY-IIO

IIPUTOTBEHA TOILIA XPaHa; FoJIIMO U 100pe OpraHU3UpaHO BU3YaIHO IPOCTPAHCTBO.

= CrpaTteruure, CBbp3aHy CbC CEH30PHMSI MApPKETHHT 33 OTJIMYaBaHE OT KOHKYpPEHIUATA
ca pa3JIMYHH OT JIPYTHTE BEPUTH KOMOMHAIIUH OT IIBETOBE, C KOMTO MOTPEOUTEIHNTE Aa
CBBP3BaT JaJcHaTa BEpUra, €JHAKBO OPraHU3UPAHO NPOCTPAHCTBO BBB BCHUKUTE
00EKTH Ha Bepurara; yroTHa aTMoc(epa upe3 MUPHUC Ha JIOMAIIHO [IPUTOTBEHA XPaHa;

yceliaHe 3a 1roJisiMo IIpOCTPAHCTBO,; I'OJIAMO ITPOCTPAHCTBO C JIECCHO OPUCHTHUPAHC.

- CTpaTeFI/II/ITC 34 MMPUBJIMYAHC HA KIIMCHTU U TC3U 3a OTJIIMYAaBAHC OT KOHKYPCHIUATA 10
roJjisiMa CTCIICH CC IIPUIIOKPUBAT, KOCTO BOAU 10 U3BOJA, UC CCH30PHUAT MAPKECTUHT CC
CIipaBsd C€OAHOBPCMCHHO C MABC 3aa4d — IIPUBJINYAHC Ha KIIMCHTU U sCHaA 6paH)1

nudepeHnranus B Cb3HaHUETO Ha IOTpeOUTeNnTe.

u Cnope):[ BCHYKHU PECIIOHACHTH, CCH3OPHUAT MAPKECTUHT TOMAra U UMa BOACIIA POJIA IIPpU

Ch3aBaHCTO Ha 6paH)1 ):[I/Iq)epeHLII/IaL[I/IH.

=  Upes cnenuduunusi CEH30pEH MOYEPK HA BCSKA €IHA OT BEPUTUTE XHIIEPMAPKETH 3a
OBP30000OPOTHH CTOKH C€ Ch3/IaBaT CEH30PHH TNPEKUBSBAHUA B CH3HAHUETO Ha

NOTPeOUTENN U MO TO3M HAUMH T€ SICHO Pa3rpaHU4aBaT OTAETHH OpaHI0Be.
1.2. Pe3yaraTu oT KOJH4eCTBEHOTO H3CJIe/IBaAHE
Pazpnea ,,Jlemorpagcxn npoduia‘

B Taﬁ.lmua 3e npeaACTaBCH JOMHUHAHTHUAT OTTOBOP IIPU BCCKU €AHWH OT BBIIPOCHUTC

OTHOCHO ,Z[CMOFpa(I)CKI/ISI HpO(I)I/IJ'I Ha PECIIOHACHTUTEC OT NPOBCACHOTO MPOYYBAHC.
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Tabauua 3. JloMUHAHTEH OTTOBOP NMPH JeMOorpa)CKUTe BHIPOCH

ITon Kena

Br3pact 26-35T.

Jymmm B JOMaKHHCTBOTO 2 mynmm

JInna nox 16 rogunu 0 nuia
IIpodecnonanuo paBHUIIE Cuayxuren
O6pa3oBaHue Bucmie o6pazoBanue
CeMeifHO TOJI0KEHNE CemeitHo
MecToxuBeeHe Cronuuara
MeceyeH TOMaKAHCKH TOXOI 1001-2000 nB.

N3toynuk: CI/ICTCMaTI/ISaHI/Iﬂ Ha aBTOpa 1O AaHHU OT aHKETHOTO IMMPOYYBAHC
Paznen ,,O01mu 1aHHU 32 HABMLMTE HA MOTPeOUTE IMTE:

1. TlotpeGutenure NpeAnovnUTaT Ja nazapyBar HSIKOJIKO ITbTU B CEIMUIIATa WM BCEKU JIEH

B XUIIEpMapKeTH 3a ObP3000OPOTHU CTOKH.

2. Ilpemnountana KOMOHWHAIMS XUIIEpMapKeTH 3a OBP300OOPOTHH CTOKH Ca W TIETTE
W3CleBaHN BEPUTH, HO aKo TpsOBa J1a ce OTJIMYM €HAa Hal-NpeArnovyuTaHa Bepura
XHUIIEPMAapKETH 3a Obp30000POTHH CTOKH, ToBa € Kaydnana, a Hali-nipeanoynrana 1yo

komOuHnanus e Kaydmann u Jlum.

3. Orinnuena e Hali-BHcOKa omeHka 4,15 mo ckama or 1 70 5 OTHOCHO BaXKHOCTTa Ha
KpUTEpUs — MpUsATHA aTMochepa, KOUTO KpUTEpUid € MPSKO CBbP3aH ChC CEH30PHHUS

MAapKCTHHT.

4. Kinuenture OMxa MOCETHJIM BEpHUTa XHIEPMAPKETH 3a OBP3000OPOTHU CTOKH CaMO

3apaJu npusiTHaTa i atmocdepa (Hazg 82,2%).
Pasnen ,,CeH3opHu ejieMeHTH M OpaHa qudepeHIuanmns“:

Ha 6a3a Ha naHHUTE OT U3CIIEIBAHETO MOXKE J1a c€ TBBP/IH, Ue ce Ha0It01aBa sicHa OpaH]l
nudepeHnranus B NOTPEOUTEICKOTO Ch3HAHHE TMPU BEPUTUTE XHUIEpPMapKeTH 3a

OBP30000POTHH CTOKH CHPSMO CCH30PHHS €IIEMEHT 3pEHUE B KaTteropus IBAT. ToBa moka3sa
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olle KJIFOUOBOTO 3HaUY€HHUE MpHU U300pa Ha LBST 32 BCEKU OpaH[ M BaXKHOCTTA Jla ce Mpuiiara
BbB BCHYKM OCTAHAIM €JIEMEHTH KaTO WHTEpHOp, Tabenu, Opourypw U ApPYyrH, 3a Jia MoraT

noTpeOuTEeNuTe Ja Ch3AaAaT ACHA U KaTETOpUYHA BPb3Ka MEX1y OpaH/a U IIBeTa My.
2. IlpoBepka Ha U3C/IeJOBATEICKUTE XHIIOTE3H
B nucepranmonHus TPy ca 3aJI0KEHU 4 XUITOTE3H.
2.1. IspBa xunore3a

3a nma ce mpoBepu mIbpBaTa xunote3a (L[BetoBere B uHTepuopa nudepeHIupaT
pasnuyHUTe OpaHI0BE XUIIEPMAapKETH 32 ObP30000POTHHU CTOKH) CE M3CIIE/IBA BPb3KATa MEXKILY
MIOJIy4E€HUTE OTTOBOpH OT BbIIpoc NelO OoT aHKETHOTO Mpoy4BaHe, KOWTO riacu: ,lIpaBure au
pa3iuKa MEeXy LIBETOBETE B MHTEPUOPA B PA3IIMUHUTE XUIIEPMapPKETU?‘, KAKTO U MOIyYEHUTE
oTroBopu OT BbOpoc Ne2l OT aHKETHOTO IpoydBaHe, KOMTO Iiacu: ,.B kakBa creneH
BB3IIpUEMaTe BEPUTHTE XUIIEPMAPKETH 3a 0bp30000poTHH cTokU — Kaydumnana, Jluan, bunna,

Mertpo u ®aHTacTUKO, KaTO OTJIMYABAIIM CE €IHA OT Apyra?®.

Ta6auuna 4. [IpoueHTHO pasnpenenenrue Mexry pasnukara B 1isetoere (Nel() u crenenrta Ha

BB3IpUEMaHe Ha BEPUTUTE KaTo OTJINYaBaIlU ce efHa oT apyra (Ne21)

B kakBa cTeneH Bb3npuemMare
BEePUTHTE XUNIEPMAPKETH 32 o
0bp30000poTHH cTokU — Kayduana, =
JInag, busuia, Merpo n @aHTacTnko, g
Nel0 KAaTO OTJMYaBaIlH Ce elHA OT Apyra?
Bucoka crenen Hucka crenen
IIpaBuTe 1 pasauka
MEKITy IBETOBETE B a 97,4% 2,6% 100%
UHTEpHOpa B
Pa3IHIHATE He 78,6% 21,4% 100%
Xunepmapkeru?

N3tounnk: CructemaTH3aius Ha aBTopa

Tabnuya 4 mnpencraBnsBa Kpoctabnuia (IByMEPHOTO paslpeleieHHe) MEXIy IBETe
H3CJICABAHNU ITPOMCHIIMBH. Ot Hes ce BMXKJIA, Y€ XOpaTa, KOUTO IIPAaBAT pa3jilvKa MCEKIY
[IBETOBETE (B3MMAT MPEIBHJ TO3U CEH30peH enemeHT) mmar 97,4% npudepeHnuanus Ha
paznuuHuTe OpaHmoBe XxurnepMapkeTn. KoraTo moTpeOMTENsT He MpaBU pa3iuka MEKIY

1BeTOBeTe, Opan] AudepeHunanusaTa ce moHmkansa ¢ moutu 19%. ToBa nmokassa, ue Moxe Ou
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HMa BPB3Ka MCXKIAY LBETOBATa pasjiMKa B HMHTCPUOpPA U CTCIICHTA Ha I[I/I(bepeHquaHe Ha

BCPUT'UTC. I[aJII/I TOBA € Taka, CC IMPOBEPABA CbC CTATUCTUYCCKATA ITPOBCPKA HA XUIIOTE3aTa.

v’ Jle¢hunupane na nyneea u anmepHamusHa Xunomesa
Ho — Mexny uBeToBeT€ B HHTEpUOpAa HA DPAIMYHUTE BEPUTH XUIEPMapKeTH 3a
OBp30000POTHH CTOKM W CTENEHTa MM Ha OTIMYaBaHE €JHa OT Jpyra He ChIIECTBYyBa

CTAaTUCTUYCCKHU 3HAUUMa BPb3KaA.

Hi — Mexny nBeToBeTe B HHTEpUOpAa HA pPAJIMYHUTE BEPUTM XUIEPMapKeTH 3a
OBp30000POTHH CTOKM M CTENEHTa MM Ha OTJIMYaBaHE €IHAa OT JApyra ChIIECTBYyBa

CTaTUCTUYCCKHU 3HAaUUMa BPb3KaA.

v’ Onpedensne na pucka 3a 2pewxa

I'pemikara na npoBepkara € 5%.

v U360p na memoo (cmamucmuyecku Kpumepuii)

Twit kato nBeToBaTa pasnuka (/la/He) u crenenra Ha Bp3npuemane (Bucoka/Hucka) ca
pa3MnoJI0XKeH! Ha ci1ada CKalia, 3a MPOBepKa Ha Bpbh3KaTa € MOIXOAI] XH-KBaIpaT aHaJIN3, KaTo
CCH3OPHUSAT EJIEMEHT ,,IIBAT " IIe UTpac poJisita Ha GakTop, a TuEepPeHIIMANNATA KbM BEPUTUTE

— HETOB pe3yJTar.

v’ U3uucisieane na pasnuwje na snayumocm (p-value)
Tabauna 5. Pesynratu or mpoBepkaTa Ha Bpb3Kara Mexay pasiukara B 1seronere (Nel() u

CTCIICHTA HA BB3IIPUCMAHEC Ha BEPUTUTEC KATO OTJIMYaBallX C€ €IHAa OT Apyra (NQZI)

Bp’BSKa MCKAY: PaBHI/IH.[C Ha 3HAYUMOCT

Nel0 u Ne2l p-value < 0.001

H3touHuK: CI/ICTeMaTI/ISaHI/Iﬂ Ha aBTOpa

v’ Bsemane na pewenue

Ot mabnuya 5 ce BWXa, ue paBHUIIETO Ha 3HaunMocT p-value < 0,001 e mo-manko ot
rpemkara o (0=0,05), koeTo O3Ha4aBa, Y€ ce OTXBbpJIA HyJleBaTa XHUIOTe3a B IOJ3a Ha
anrepHaruBHara (H1), xosfTo racu, ye chlecTByBa CTAaTUCTHUYECKH 3HAUMMa BPbB3Ka MEXIY
LIBETOBETE B MHTEPHOpPA HA Pa3IMUHUTE XUIIEPMapKeTH 32 ObP3000OPOTHU CTOKU U CTENEHTA
UM Ha OTiIM4aBaHe eiHa oT Apyra. C Ipyru JyMH CEH30pPHUST €JIEeMEHT ,,I[BAT MOBUIIABa
mudepeHnranusaTa KbM pa3IU4HuTe Bepuru xumnepmapketu ¢ 18,8%. Tos3m mpoueHT e

HU3YUCIICH IIPU paBHU APYTU YCJIOBUA U HC B3CMaA IPCABU BIIMAHUCTO HA OCTAHAJIIUTC CCH30PH.

WsneiaHeHu ca TPUTEC YCIOBHUA KbM IMPUITOKCHUETO HA XU-KBaJApaT aHajInu3, a UMCHHO!
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- Jla Hama noseue oT 20% TEOPETUYHH CTOMHOCTH MO-MaJIKK OT 5 — TOBa YCIIOBUE €
YaCTUYHO M3IBIHEHO, THH Karo mpoueHTa € 25%, HO CTOMHOCTTa My € J10cTa O1n30
JI0 TPaHUYHATa CTOMHOCT.

- Jla HIMa TeOpEeTUYHH YECTOTH MO-MAJIKH OT | — MUHMMAaJIHATa TEOPETUYHA CTOUHOCT
TyK € 1,40.

- HM3Bagxara na vagsumasa 50 citydas — u3BajkaTa IIpHU Ta3u MPOBEPKA CE ChCTOU OT
220 nuna.

B 0000mienne Moxe J1a ce Kaxke, 4ye yCIOBHUSATA KAaTO LSJIO ca MU3IIBJIHEHU U MOXE Jla ce

IIpUEME, Y€ IOJYUCHUTE PE3YJITATU OT aHaJIN3a Ca HAACKIHU.

Cnen karo Oe Joka3zaHa Bpb3Ka, MOXKE Jia CE€ aHAJIM3HMpa KOJKO CHIIHA € Ts. ToBa ce

ochlecTBsiBa ¢ koedunuenta Ha Kpamep.

Ta6auna 6. Pesynraru ot mpoBepkaTa Ha CuiiaTa Ha Bpbh3KaTa MEXKIy pas3iiMKaTa B IIBETOBETE

(Nel0) u crenenTa Ha Bb3MpUEMaHe Ha BEPUTHTE KaTO OTJIMYABAIIM ce eHa OT apyra (Ne21)

Cuna Ha Bpb3KaTa MCIKAY: TeOpeTI/I‘IHa CTOMHOCT PaBHI/H.He Ha 3HAYUMOCT

Nel0 u Ne21 0,288 p-value < 0.001

N3touynnk: CructemaTu3aius Ha aBTopa

Ot mabauya 6 craBa sicHO, 4e paBHMILETO Ha koepuimeHnTa Ha Kpamep (p-value <0,001)
e mo-manko ot rpemkara o (0=0,05), OTKBAETO cieaBa, Y€ KOCPHUIUMEHTHT € 3HAYUM.
CroitHoctTa Ha Koeduuuenta e (0,288, koeTo ompenensi Bpb3Kara Karo ciada, Thil KaTto

CTOMHOCTTa ce Hamupa B rpanunute ot 0,0 u 0,3.
B 3axitoueHue Moe J1a ce HalpaBy CIEIHUS U3BO/.

H3Boa: C rapaniirioHHa BEpOATHOCT 0T 95% Moske J1a ce TBbpPAH, Y€ NMa 3HauuMa Bpb3Ka
MEXJy IIBETOBETE€ B MHTEpPHOpa Ha Pa3jIMYHUTE BEPUTH XUIIEPMApKETH 3a OBbp30000POTHU

CTOKH ¥ CTEIICHTa M Ha OTJINYaBaHE e[Ha OT JpyTa.
2.2. Bropa xumore3a

3a ;ma ce mpoBepH BTopara xumnore3a (My3ukara audepeHuupa pa3IndHuTe OpaHIoBe
XHUIIEPMapKETH 3a Obp30000POTHHU CTOKH) C€ U3CIIE/IBA BPh3KaTa MEXK/y MOJIYyYEHUTE OTTOBOPH
ot BbOpoc Nell OT aHKETHOTO mHpoydBaHE, KOMTO riacu: ,llpaBure M paszmmka MexIy
IIyCKaIllaTa ce My3HKaTa B Pa3JINYHUTE XUIEPMapKeTH?‘, KAKTO M IMOJy4EHHUTE OTTOBOPHU OT

BbIpoc No21 0T aHKETHOTO TPOyUYBaHe, KOMTO riacu: ,,B KakBa CTENeH Bb3NpUeMaTe BEPUTUTE

31



XUnepMapkeTu 3a 0bp30000potHH ctoku — Kaydmnana, Jlumi, bumia, Merpo u daHTacTuko,

KaTo OTJIMYABAILU CE€ €Ha OT Apyra?‘.

Tabauua 7. [IporieHTHO pa3npenencHne MeXy pa3iiukara B myckamiara ce Mmy3uka (Nell) u

CTENEHTa Ha Bb3IIPUEMaHE Ha BEPUTUTE KaTO OTIMYABALIM ce eHa oT apyra (Ne21)

B xakBa cTeneH Bb3npuemMare
BEPHUTHTE XHIIEPMAPKeETH 32 o
0bp30000opoTHH cToku — Kayduana, =
JIupa, Buiia, Merpo u ®@anTacTuko, g
Nell KAaTO OTJIMYABAIIM Ce eHA OT Apyra?
Bucoka crenen Hucka crenen
IIpaBuTe M pasauka
MeKITy MyCKAMIATA ce Ha 98,5% 1,5% 100%
MY3HKaTa B
Pa3IMIHHUTE He 69,2% 30,8% 100%
Xunepmapkeru?

M3tounuk: CructemaTu3aius Ha aBTopa

Tabnuya 7 npencramisBa KpocTaOnuua (JBYMEPHOTO DPAa3MpENeICHUE) MEXIY JBETEe
H3CJICABAaHNU ITPOMCHIJIMBU. Ot Hes ce BMXKJA, Y€ XOpaTa, KOUTO IIPaBAT pa3jivKa MCEKAY
My3HKaTa (B3UMAT TPEABUJ TO3M CEH30pPEeH eiieMeHT) umar 98,5% nudepenumanus Ha
paznuuHuTe OpaHmoBe XxurnepMapkeTH. KoraTo moTpeOMTEeNsIT HEe MpaBU pa3iuKa MEXKIY
My3uKaTa, OpaHn audepeHmanusaTa ce moHmwkana ¢ moutu 29%. ToBa moka3pa, ye Moxe Ou
“Ma Bpb3Ka MEX]y pa3jiMyHaTa My3uKa U CTENeHTa Ha AudepeHuupaHe Ha Bepurure. Jlamm

TOBA € Taka, CC MPOBEPsABA CbC CTATUCTUYCCKATA ITPOBEPKA HA XUIIOTEC3aTa.

v’ Jlepunupane na nynesa u aimepHamudHa Xunomesa
Ho — Mexnay myckamara ce My3MKa B pPa3jIM4YHUTE BEPUTH XHUIIEPMAPKETH 3a
Obp30000POTHH CTOKM M CTEMEHTa UM Ha OTJIMYaBaHE €JHa OT Jpyra He ChLIECTBYBa

CTATUCTUYCCKU 3HAYUMA BPpb3Ka

Hi — Mexny myckamara ce My3uKa B Pa3IMYHUTE BEPUTH XHUIIEPMAPKETH 3a
OBp3000OPOTHM CTOKM W CTENEHTA WM Ha OTJIWYaBaHE €JHa OT Jpyra ChIIeCTBYBa

CTATUCTUYCCKU 3HAYUMA BPpb3Ka

v’ Onpedensne na pucka 3a 2pewika

I'pemikara Ha npoBepkara € 5%.

v’ Usz60p na memood (cmamucmuyecku Kpumepuii)
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Twit kato myckamiara ce my3uka ([a/He) u crenenTa Ha Bp3npuemane (Bucoka/Hucka)

ca pasIoJIoKEHH Ha ciaba cKaia, 32 IpOoBepKa Ha Bpb3KaTa € MoX0 1 X1U-KBaApaT aHaIu3.

v’ Uzuucnaeane na pasnuwe na snavumocm (p-value)
Ta0auna 8. Pesynraru ot npoBepkara Ha Bpb3KaTa MEXAY pas3jidKa B IyCKallara ce€ My3HKa

(Nell) u cTeneHTa Ha BB3IIPUEMAaHE HA BEPUTUTE KAaTO OTIMYABAILU c€ eHa OT Apyra (Ne2l)

Bp’L3Ka MCKIY: PapHuIe Ha 3HaYUMOCT

Nell i Ne21 p-value < 0.001

H3touHuk: CI/ICTeMaTI/ISaL[I/Iﬂ Ha aBTOpa

v’ Bszemane na peuienue

Ot mabnuya 8 ce BIKaa, 4e paBHUIIETO HA 3HaunMocT p-value < 0,001 e mo-manko ot
rpemkara o (0=0,05), KkoeTo o3Ha4aBa, 4e c€ OTXBBHPIS HyJeBara XWIOTe3a B I0J3a Ha
antepuaruBHara (H1), xosTo mmacu, ye ChlecTByBa CTAaTUCTUYECKHU 3HAUMMA BPb3Ka MEKITY
MyCKaIlara ce My3uKa B pa3INIHUTE XUTIEPMAPKETH 32 ObP3000OPOTHU CTOKH M CTCIICHTA UM

Ha OTJIN4YaBaHC €1Ha OT Apyra.
W3neaHeHu ca TPUTEC YCJIOBHA KbM IMPUITOKCHUETO HA XN-KBaJApaT aHajin3, a UMCHHO:

- Jla vama noeue oT 20% TEOPETUYHH CTOMHOCTH MO-MaJIKK OT 5 — TOBa YCIIOBUE €
YaCTUYHO U3I'BJIHEHO, ThH KaTo MpoleHTa € 25%, HO CTOMHOCTTa My € J1I0cTa OJu30
JI0 TPaHUYHAaTa CTOMHOCT.

- Jla HAMa TEOPETHUYHM YECTOTH MO-MAJIKU OT | — MUHUMaJIHaTa TEOPETUYHA CTOWHOCT
Tyk € 1,30.

- M3Baakara na Hagsumasa 50 ciiydas — M3BaJKara Npy Ta3u MPOBEPKA C€ CbCTOU OT
220 nuna.

B 00001menne Moxe 1a ce Kaxke, 4e yCIOBUATA ca U3ITBIHEHH U MOXKE J1a Ce prueMe, 4e

MOJIYUCHHUTC PC3yJITaTh OT aHaJIn3a Ca HaAJACKIHU.

Cnep xaro Oe moka3zaHa BPB3Ka CE€ aHAJIM3WPpa KOJIKO CHUJIHA € TA. ToBa ce OCBIIECTBSIBA C

koeduuuenta Ha Kpamep.
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Tabauna 9. Pesynrtartu or npoBepkaTa Ha cuilaTa Ha Bpb3KaTa MKy pa3jMKa B IIycKallara ce
My3uka (Nell) u crenenTa Ha Bb3IIpUEMAHE HA BEPUTHTE KAaTO OTJIMYABAIIM CE €1HA OT JIpyra

(Ne21)

Cuia Ha BpB3KaTa MEXIY: TeopeTudHa CTOHHOCT PaBHuie Ha 3HAUUMOCT

Nell u Ne21 0,433 p-value < 0.001

W3TounuK: CI/ICTeMaTI/IBaHI/IH Ha aBTOpa

Ot mabauya 9 crasa sicHO, Ye paBHHINETO Ha Koedunmenta Ha Kpamep (p-value <0,001)
e mo-manko or rpemkara o (0=0,05), OTKBAETO clieBa, Y€ KOCPHUIMEHTHT € 3HAYUM.
CroiiHocTTa Ha KoedunuenTta ¢ 0,433, KoeTo ompenens Bpb3Kara Karo CpeoHd, Thil KaTo

CcToHOCTTA ce Hamupa B rpanurute ot 0,3 u 0,7.
B 3akirouenue Moxe Jja ce HalpaBH CJIEIHUS U3BOI.

H3Boa: C rapanuimoHHa BEposITHOCT OT 95% Moxke 1a ce TBbpAM, Y€ UMa 3HaunMMa Bpb3Ka
MeXJ1ly ITycKalllaTta ce€ My3uKa B pa3JIMYHUTE BEPUTH XUIIEPMAPKETHU 3a ObP3000OPOTHU CTOKHU

Y CTETNIEHTa UM Ha OTJIIMYaBaHE €/IHA OT JIpyTa.
2.3. Tpera xunoresa

3a ;a ce mpoBepu TpeTaTa xumnoTe3a (ApomarsT audepeHIpa pa3InyHuTe OpaHa0Be
XHUIepMapKeTH 3a O0bp30000POTHH CTOKH) Ce U3CIIEABa BPh3KaTa MEKIY OTyUYEHUTE OTTOBOPHU
oT BbIpoc Nel4 OT aHKETHOTO MPOyYBaHe, KOWTO TJIacu: ,,Pa3nuuaBare g HAJIOCTHUS apoMar
10 BpEME Ha Ia3apyBaHe B PA3IUYHUTE XUIIEPMAPKETH?*, KAKTO U TMOJYYEHUTE OTTOBOPHU OT
BBIIpoc Ne21 oT aHKETHOTO MPOYyUYBaHE, KOWTO IJ1acH: ,,B kakBa cTereH Bh3MpUeMaTe BEPUTUTE
XUIepMapkeTH 3a 0bp30000poTHH cToku — Kaydmann, Jluan, bunna, Metpo u ®@aHTacTuko,

KaTo OTJIMYABAILM CE€ €Ha OT Apyra?‘.
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Tabauua 10. IIporienTHO pasnpeneneHne Mexay sutocTHUs apomat (Nel4) u cremeHTa Ha

BB3IIpUEMAHE Ha BEPUTUTE KAaTO OTJIMYABAIIHU ce eHa oT apyra (Ne21)

B xakBa cTeneH Bb3npuemMare
BepUIHTEe XHIIEPMAapKeTH 3a o
0bp30000opoTHH cToku — Kayduana, =
JIupa, Buiia, Merpo u ®@anTacTuko, g
Nel4 KaTO OTJINYABAIIY Ce eHa OT aApyra?
Bucoka crernen Hucka crenen
PaznnuyaBare Jmn
ISUTIOCTHHS APOMAT T10 Ha 95,9% 4.1% 100%
BpeMe HA ma3apyBaHe
B Pa3jIM'IHUTE He 88,5% 11,5% 100%
Xunepmapkeru?

N3tounuk: CructemaTu3aius Ha aBTopa

Tabnuya 10 npencraBnsBa KpocTabnuia (IBYMEPHOTO pa3MpelesieHrue) MEXIy IBETe
u3cienBanu npomeHianBu. OT Hesl ce BUK/Ia, Y€ XopaTa, KOUTO MPAaBsT pa3inka MEXy apoMara
(B3UMAaT TMpENBHJ TO3M CEH30PEH eneMeHT) mmar 95,9% nudepeHnmanus Ha pa3IHdIHUTE
OpangoBe xumnepmapkeTu. Koraro morpedburtensT He MpaBH pa3livKa MEXIy apomara, OpaH]
nudepeHnranusaTa ce moHmxana ¢ moutu 7%. ToBa mokasBa, ye Moke OU UMa BpB3Ka MEXIY
pa3IMyHUs apoMar U CTeNeHTa Ha JudepeHnuanus Ha Bepurure. Jlanm ToBa € Taka, ce

IMPOBEpsABA CbC CTATUCTHYCCKATA ITPOBCPKA HAa XUIIOTE3aTa.

v’ Jlepunupane na nynesa u anmepHamusHa Xunomesa
Ho — Mexay 1s710CTHHS apoMaT B Pa3TuYHUTE BEPUTH XUIIEPMAPKETH 32 ObP30000POTHH
CTOKHU U CTETICHTa UM Ha OTJIMYaBaHE €Ha OT Jpyra He ChIIECTBYBa CTATUCTHYECKH 3HAUUMA

Bpb3Ka

Hi1i—Mexay Hsu10CcTHHS apoMarT B pa3IMuyHUTE BEPUTH XUTIEPMapPKETH 3a Obp30000pOTHH
CTOKHM U CTENIEHTa UM Ha OTJIMYaBaHE €]IHA OT Jpyra ChILIECTBYBa CTAaTUCTHMUYECKH 3HAYMMa

Bpb3Ka

v’ Onpedensne na pucka 3a 2pewika

I'pemikara Ha nmposepkara € 5%.

v’ Usz60p na memood (cmamucmuyecku Kpumepuii)
Toit kato msmoctHuAT apoMmar ([la/He) u crenenTa Ha Be3npuemane (Bucoka/Hucka) ca

pa3mnoJIoXKeH! Ha ci1ada cKaja, 3a MpOBEpKa Ha Bph3KaTa € MOIXOAsM] XHU-KBapaT aHaJIH3.
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v’ Uzuucaseane na pasnuuje na snavumocm (p-value)
Tabauna 11. Pesyntaru ot nmpoBepkara Ha Bpb3Kara MEXIy LsuIoCcTHHs apoMaT (Nel4) u

CTENEHTAa Ha Bb3IIPHUEMAHE HAa BEPUTUTE KaTO OTINYABAIIM ce eqHa oT aApyra (Ne21)

Bp’L3Ka MCKIY: PapHuie Ha 3HaYUMOCT

Neld u Ne21 p-value > 0.127

W3TounuK: CI/ICTeMaTI/IBaHI/IH Ha aBTOpa

v’ Bzemane na peuienue

Ot mabauya 11 ce BWKa, 4e paBHUINETO HA 3HAYUMOCT p-value > 0,127 e mo-roysimMo ot
rpeuikara o (0=0,05), koeTo o3Ha4aBa, ue ce OTXBbPJI aAJITEPHATUBHATA XUIIOTE3a B 110J13a Ha
nyneBara (Ho), kosiTo miacu, 4e HE ChHIIECTBYBAa CTAaTUCTUYECKH 3HAYMMa BPb3KAa MEXKIY
ISUTOCTHHUSL apoMaT B Pa3IMYHUTE XUIIEPMApPKETH 32 ObP3000OPOTHH CTOKH U CTEIICHTAa UM Ha

OTJIMYaBaHC €IHa OT Apyra.
W3neaHeHu ca TPUTEC YCJIOBHA KbM IIPUITOKCHUCTO HA XM-KBaJApaT aHajiu3, a UMCHHO:

- Jla vama noseye ot 20% TEOPEeTUYHH CTOMHOCTH MO-MAJKU OT 5 — TOBA yCJIOBHUE €
YaCTUYHO U3I'BJIHEHO, ThH KaTo MpoleHTa € 25%, HO CTOMHOCTTa My € J1I0cTa OJu30
JI0 TPaHUYHAaTa CTOMHOCT.

- Jla HAMa TEOPETUYHH YECTOTHU MO-MAJIKU OT | — MUHUMaJIHaTa TEOPETUYHA CTOMHOCT
Tyk € 1,30.

- W3Bagkara ma magBumasa 50 cirydas — U3BajKara MmpH Ta3u MPOBEPKa C€ ChCTOU OT
220 nuua.

B 0600mienne moxe 1a ce Kaxke, e YCIOBUATA ca U3ITBJIIHEHH U MOJKE J1a ce IpUeMe, ue

MOJIYUCHHUTC PE3yJITaTh OT aHaJIn3a Ca HaAJACKIHU.
B 3akmroueHne Mmoxxe Ja C€ HallpaBH CIICAHHA U3BO.

H3Box: C rapanimorHa BEpOSTHOCT OT 95% Moxke nma ce TBBpIW, Y€ HAMA 3HAYMMa
Bpb3Ka MEXIY ISUIOCTHHUS apoMaT B Pa3IMuYHUTE BEPUTH XHUIEpMapKeTH 3a Obp30000pPOTHU

CTOKHU U CTEIIeHTa UM Ha OTJINYaBaHe eJ{Ha OT JIpyra.
2.4. YeTBBpTaA XHTIOTE32

3a 5a ce mpoBepu YeTBbpTaTa Xunotesa (JonupsbT nudepeHnupa pazmuyHuTe OpaHIoBe
XHUIepMapKeTH 3a Obp30000POTHH CTOKH ) CE U3CIIEABA BPHh3KATa MEKY TIOTyUYEHUTE OTTOBOPHU
oT BbIpoc Ne2(0 OT aHKETHOTO MpOy4YBaHe, KOUTO Tiacu: ,,II[paBute 1 pazinuka npu gonupa

Ma3apCKY KOJIMYKU U KOUTHHUIIM B Pa3IMYHUTE XUIepMapKeTn?*, KaKTo U MOJIy4eHUTE OTTOBOPU
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oT BbIpoc No2l OT aHKETHOTO MpoydBaHE, KOMTO rjacu: ,.B kakBa CTeleH Bb3lpueMare
BEpPUTUTE XUIEpMapKeTH 3a Obp30obopoTHH cToku — Kaydumana, Jlumn, bumta, Metpo u

DaHTaCTUKO, KaTO OTJIMYABAIIM CE €/IHA OT Apyra?®.

Ta6auna 12. [IpouenTHO pa3npenencHre Mexay pasnukara B gonupa (Ne20) u cremnenra Ha

BB3IIpUEMAHE Ha BEPUTUTE KaTO OTJIMYABAIIHU ce eHa oT apyra (Ne21)

B xakBa cTeneH Bb3npuemMare
BEPHUIHTE XHIIEPMapPKeTH 3a o
0bp30000opoTHH cToku — Kayduann, =
JInag, buiia, Merpo n @aHTacTHKO, g
No20 KATO OTJIMYABALIM Ce eJHA OT Apyra?
Bucoka crenen Hucka crenen
IIpaBuTe Ju pa3inka
NpH JT0MHpa ¢ Ha 97,2% 2,8% 100%
Na3apCcKH KOJUYKH U
KOIIHHUIM B
pasIMuHATE He 85,7% 14,3% 100%
Xxunepmapkeru?

N3tounuk: CructemaTu3aius Ha aBTopa

Tabnuya 12 npencraBisBa KpocTabiuua (JIByMEpPHOTO pasIpelesieHHe) MEXIy JBETe
u3cieaBaH npoMeHInBH. OT Hesl ce BIK/a, 4e Xopara, KOMTO MPaBsT pa3uKa MEXy JOMupa
(B3UMaT TIpeABHU TO3U CEH30peH eneMeHT) umar 97,2% nudepeHnuanus Ha Pa3TUIHUTE
OpanmoBe xurepMapkeTd. Koraro morpeOUTensT He MpaBH pas3iiiKa MEXAy IOmupa, OpaHn
audepeHnranuaTa ce noHmwkana ¢ nout 12%. ToBa nokaspa, ue Moxxe OM MMa Bpb3Ka MEKIY
pasNUYHMS JOTUp M CTeNeHTa Ha audepeHIurpaHe Ha Bepurure. Jlaau ToBa e Taka, ce

MMPOBEpsABA CbC CTATUCTHYCCKATA ITPOBEPKA HAa XUIIOTE3aTa.

V' Jle¢hunupane na Hyneea u anmepHamueHa Xunomesa
Ho — Mexay nonupa B pa3lTU4HUTE BEPUTH XUIIEPMApKETH 3a ObP3000OPOTHU CTOKH U

CTCIICHTA UM Ha OTIIMYaBaHC €1HA OT JpyTra HC CbIICCTBYBA CTATUCTUYCCKHU 3HAYUMa BPbH3Ka

Hi — Mexay nonupa B pa3lTUUHUTE BEPUTH XUIIEPMApKETH 3a ObP3000OPOTHU CTOKH U

CTCIICHTA UM Ha OTJIIMYaBaHC €AHA OT ApyTra CbIICCTBYBAa CTATUCTUUCCKH 3HAYMMa BPBb3Ka

v’ Onpedensine na pucka 3a 2pewra

I'pemikara Ha nmposepkara € 5%.

v’ U360p na memood (cmamucmuyecku Kpumepuit)
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Teit kato nmomupbT (Jla/He) m cremenra Ha BB3mpuemane (Bucoka/Hwucka) ca

pasrolioKeHu Ha ciiaba cKaja, 3a IPOBepKa Ha Bpbh3KaTa € MOIXO/Is1] XH-KBaApaT aHaJIH3.

v’ Uzuucaseane na pasnuwje na snayumocm (p-value)
Tabauna 13. Pesynratu oT npoBepkara Ha Bpb3kara Mexay aonupa (Ne20) u cremeHTa Ha

BB3IIpUEMAHE Ha BEPUTUTE KAaTO OTJIMYABAIIHU ce €1Ha oT apyra (Ne21)

Bp’L3Ka MCKIY: PapHuIe Ha 3HaYUMOCT

Ne20 u Ne21 p-value < 0.01

H3touHuk: CI/ICTeMaTI/BaHI/Iﬂ Ha aBTOpa

v’ Bszemane na peuienue

Ot mabauya 13 ce BWXKaa, 4e PaBHUIIETO Ha 3HAYUMOCT p-value < 0,01 e mo-manko ot
rpemkara o (0=0,05), KkoeTo o3Ha4aBa, 4e c€ OTXBBHPIS HyJeBara XWIOTe3a B I0J3a Ha
antepuaruBHara (H1), xosTo mmacu, ye ChlecTByBa CTAaTUCTUYECKHU 3HAUMMA BPb3Ka MEKITY
JIOTIHApa B Pa3IMYHUTE XUTIEPMAPKETH 32 ObP30000POTHU CTOKH U CTEIICHTA UM Ha OTIMYaBaHE

€/IHa OT JIpyra.
W3nbiHenn ca TpuTe yCIOBUS KbM MPHIIOKEHUETO Ha XU-KBAJpaT aHaIu3, & UMEHHO:

- Jla vama noeue oT 20% TEOPETUYHH CTOMHOCTH MO-MaJIKK OT 5 — TOBa YCIIOBUE €
YaCTUYHO U3I'BJIHEHO, ThH KaTo MpoleHTa € 25%, HO CTOMHOCTTa My € J1I0cTa OJu30
JI0 TPaHUYHAaTa CTOMHOCT.

- Jla HAMa TEOPETHUYHM YECTOTH MO-MAJIKU OT | — MUHUMaJIHaTa TEOPETUYHA CTOWHOCT
Tyk € 2,10.

- M3Baakara na Hagsumasa 50 ciiydas — M3BaJKara Npy Ta3u MPOBEPKA C€ CbCTOU OT
220 nuna.

B 00001menne Moxe 1a ce Kaxke, 4e yCIOBUATA ca U3ITBIHEHH U MOXKE J1a Ce prueMe, 4e

MOJIYUCHHUTC PC3yJITaTh OT aHaJIn3a Ca HaAJACKIHU.

Cnep xaro Oe moka3zaHa BPB3Ka CE€ aHAJIM3WPpa KOJIKO CHUJIHA € TA. Toma ce ochIIecTBsIBa C

koeduuuenta Ha Kpamep.

Ta6auna 14. Pesyntatu oT mpoBepkaTa Ha cujara Ha Bpb3kara Mexay gomnupa (Ne20) u

CTENEeHTa Ha Bbh3IPHUEMaHe Ha BEPUTUTE KaTo OTINYABAIM ce eqHa oT apyra (Ne21)

Cuna Ha Bpb3KaTa MCIKAY: TCOpGTI/ILIHa CTOMHOCT PaBHI/IHIC Ha 3HAYUMOCT

Ne20 u Ne21 0,207 p-value < 0.01

W3tounmk: CructemMaTH3aIus Ha aBTopa
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Ot mabauya 14 craa sicHO, 4ye paBHUIIETO Ha Koeduimenta Ha Kpamep (p-value <0,01)
e mo-manko or rpemkara o (0=0,05), OTKBAETO clieABa, Y€ KOCPHUIMEHTHT € 3HAYUM.
Croiinoctra Ha koeduimenta ¢ 0,207, xkoeto ompezens Bpb3KaTa Karo cilada, ThA KaTto

cToitHOCTTa ce Hamupa B rpanurmte ot 0,0 u 0,3.
B 3axirouenue Moxe Jja ce HalpaBH CJIEIHUS U3BOL.

H3Box: C rapaniimoHHa BEpOSITHOCT OT 95% Moke /1a ce TBbpAM, Y€ MMa 3HauMMa Bpb3Ka
MEXJTy JIONTUpPA B PA3IMYHUTE BEPUTH XUTIEPMAPKETH 33 ObP30000POTHU CTOKH U CTEIICHTA UM

Ha OTJIMYaBaHE €/IHA OT JIpyTa.
2.5. I3Boau Ha pe3yJITATUTE OT U3CJIeI0BATEJICKUTE XHUIIOTE3U

Tpu oT 00110 YETUPUTE XUIIOTE3H, 3AI0KEHU B HACTOSIIMS JUCEPTALMOHEH TPYJ Ce

MOTBBPAMXA IIPU CTATUCTHYECKATA MM IIPOBEPKa, a eaHa ce oTxBbpiau (Tabauma 15).
Ta6auuna 15. Pe3yaraTtu ot u3cie10BaTecCKUTe XHIOTE3U
Ne Xumnoresa Pesyarar

H1 IIBeToBeTe B wuHTepuopa audepeHuupar paznuuaure | [loTBbpaena

OpaHJ0Be XUIEpMapKeTH 3a ObP3000OPOTHU CTOKH

H2 Mysukara  audepeHuupa  pa3iIHMUHUATE opannose  IlorBbpaena

XUIepMapKeTH 3a Obp30000POTHU CTOKH

H3 ApomareT  audepeHuupa  pazauuHuTe — OpaHjgose | OTXBbpJeHa

XHUIIEPMAPKETH 32 Obp30000POTHU CTOKU

H4 HonupsT nudepeHmpa pa3IM4YHUTE opannose  IlorBbpaena

XHUIIEPMAPKETH 32 Obp30000POTHU CTOKU

H3touHuK: CI/ICTCMaTI/BaIII/IH Ha aBTOpa

B 3axmouenne Moxe n1a ce 000011H, 4e Cropest 3aJI0KEHUTE W U3CIIeIBaHU XUTIOTE3H Ce
JI0Ka3a, 4e IBETOBETE B HMHTEPHOpA, My3HMKaTa M JONUPHT AudepeHuupar OpaHIOBeTe
XHUIIepMapKeTH 3a Obp30000poTHU cTOKU. J[okaza ce omie, 4e apoMaThT He AudepeHuupa
OpaHII0BeTE XUIIEpMapKeTH 32 ObP30000POTHH CTOKHU. TOBa 1MoKa3a, ue TpH OT 0OII0 YETUPUTE,
3aJI0’KEHH 32 U3CJIeIBAaHE CETHBA, OKA3BaT BIUSHUE OTHOCHO OpaH/ qu(epeHIIHAIUATA CIIPSIMO
pasMYHUTE XUIEepMapKeTH 3a Obp30000pOTHHM CTOKH. LIBeToBeTe B HMHTEpUOpa WIH
CEH30PHHAT €JIEMEHT ,,3peHHe’ mokauBa Opana nudepeHuanusata ¢ okono 19%. Mysukara

WJIM CEH30PHMSIT €JIeMEHT ,,3BYK'* ToKauBa OpaH AudepeHuuaiusata ¢ okoio 29%. Jlonupst ¢
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Ma3apcKu KOJWYKH M KOIIHUIIM WM CEH30PHUSAT EJIEMEHT ,,JOMUP™ TOoKa4yBa OpaH.
mudepeHnuanuaTa ¢ okoio 12%. [lpu msimocTHUS apoMaT WM CEH30PHUS €NIEMEHT ,,MUPHC
Opana mudepeHnuanusaTa ce mokausa camo ¢ okoio 7%. Ot koedunuenra ma Kpamep, ce
JI0Ka3a, KOH CEH30pPeH EJEeMECHT MMa Hal-CHJIHA BPbB3Ka, OTHOCHO MU(EpEHIMANUATa Ha
XHIIEPMAPKETHTE 32 OBP3000OPOTHH CTOKH, M TOBA CE HAOJIO/IaBa NIPU CEH3OPHUS CIIEMEHT
,»My3uka“. ToBa kopecroHaupa 1 ¢ Hali-BUCOK €PEeKT Ha YBETUYCHA AU(EPECHIIUAINS, HMCHHO

OT TO3U CEH30PEH E€JIEMEHT, KOATO B TOYHO IIPOLIEHTHOTO U3paK€HHUE ce paBHsBa Ha +29,2%.

CrnenoBarenHO MMa CMHUCBHJI BEPUTHTE XMIIEPMApKeTH 3a Obp3000OpPOTHH CTOKH Ja
3ajaraT Ha Pa3JM4YHU CTPATETMM OTHOCHO CEH30PHHS MAapKETHHI, 3all0TO TOH J0Ka3aHO
nonpuHacs 3a Opann audepeHumanmara. Upe3 CEH30pHUS MapKETHHI BEPHUTHTE ca IIo-
pa3IMYMMHU 32 CBOUTE KIIMEHTH U TakKa MOTPEOUTENINTE MPaBsT M0-SICHA Pa3iKa B Cb3HAHHETO
CH OTHOCHO CBOMTE IPEANOYUTAHMA 3a MACTO 3a [a3apyBaHE CIPSIMO CETHUBHHTE

MMPpCKUBABAHUS.

3. Pa3paboTBaHe Ha NMPAKTHYECKH HACOKH 32 NMPWJAraHe HAa CEH30PHH e€JeMeHTH B

XunepMapkeTuTe 3a 0bp30000POTHH CTOKH
3.1. AHa/IM3 HA BBIIPOCHTE, CBbP3aHH C OTPeOUTEICKHUTE NMPeN0oYUTAHUA

I/I3BOIII/ITO, KOUTO MoOratr Jaa c¢€¢ HalnpaBiAT OTHOCHO IIPEANOYHTAHMATA HA

norpeduTesuTe Ca:

1. HOTpe6I/ITeJ'II/ITC XapecBar Ha CC€ IIyCKa IIO-ThuxXa H CIOKOIHA MYy3HUKa HOOKaTo

nas3apyBar.

2. Kiumenrture He XapecBaT 3BYKOBUTC C’LO6H.[CHI/ISI, ITyCKaHH 110 BpEMC Ha Ia3apyBaHC

0e3 3HadeHure Ha CHOOIIEHUETO.

3. ApOMaTT:T OT MNCKAPHUTC € CUJIIHO XapCCBaH W IMPUBJIHAYAIL, KOCTO YCCTO BOAU 0O

HMITYJICUBHHU IIOKYTIKH B TO3U CEKTOP.
4. JlerycranuuTe ca MpearnoYuTaHu OT MOTPEOUTETUTE.

5. JlomupbsT WMa MHOTO TOJSIMO 3HA4Y€HHE, KaTO HAIpHMEpP B CEKTOpa 3a IJI0JI0BE U

3eJICHUYYIH YeCTO € ONpeaessn (akTop 3a HalpaBarta Ha MOKYIIKa.
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3.2. IlpakTHYeCKM HACOKHM 3a MNpuJjaraHe Ha CEH30PHU eJIleMeHTH B

XHIIEPMapKeTHTE 32 0bP3000OPOTHH CTOKH

B mnacrosmms maparpad ce mOpeacTaBAT MPAKTHUECKH HACOKM 3a MpHiiaraHe Ha
CCH30pHU E€JIEMEHTH B XUIIEPMAPKETUTE 32 OBP3000OPOTHU CTOKH CIPSIMO MOTPEOUTEIICKUTE

MMpCaAIOUYUTAHUA.

Tabdauma 16. IlpakTHyeckm HACOKH 3a MPWIaraHe Ha CEH30PHH eJeMeHTH B

XHIePMapKeTHTe 32 0bP30000POTHH CTOKH

IIpakTHYecKH HACOKM 32 NMpHJIaraHe Ha CEH30PHU eJIEMEHTH B XHIIEPMapKeTHUTe 32

0BbP30000POTHU CTOKH

Cen3zopen KoHKpeTeH ceH30peH MeTO IMoTpeduTECKO TPEANMOYHTAHNE
eJIeMEeHT 10 BpeMe Ha Mma3apyBaHe

3ByK Mys3suxka Tuxa u ciokoifHa

3ByK 3BYKOBH CHOOIIICHIS HukakBu nim cBeieHH 10 MUHAMYM
Mupuc ApomMar oT nekapHa [lpuBnuuair apomMar OT MPSICHO

H3IICYCHN TCCTCHU U3 ACIINA

Bkyc Herycrauuu IToBeue nerycranuu
Jomup Ouznueckn  gonmp (Bemuku | IlpusitHa TekcTypa/maTepus
MPOIYKTH) TToaxosio TErJIo, dhopma,
TeMmIeparypa

Bucoko kauecTBo/m3padboTKa

Homup Omsuuecku gomup (B cexrtopa ¢ Jlobpa popma
IDIOZOBE M 3EJICHIYIIH)
Caexect
Jo6pa Tekcrypa

H3touHuK: CI/ICTeMaTI/BaHHH Ha aBTOpa

B Tabauna 16 ce mpeincTaBsT NMpakTHMYECKHM HACOKW 3a NpHJIaraHe Ha CEH30pHUTE
€JIEMEHTH B XHUIIEPMApPKETUTE 32 OBbP3000OPOTHU CTOKH CIIOPE] OTKPOSHHUTE MPEANOUYUTAHUS
Ha NOTpeOUTENUTEe, aHATM3UPAHU BBB BBIIPOCUTE OT BTOPU pasziesl Ha aHKETHOTO MPOYyUYBaHe.
W3BeneHure NpakTUYECKHM HACOKM MMAT 3a L€l Ja IOMOTHaT Ha XHUIIEPMAapKETHTE 3a
OBP30000POTHU CTOKH J1a C€ OPUEHTUPAT M J1a 3aJI0KaT HAa Hall-TOYHUTE €JIEMEHTH U METOAU

OT CCH30PHUA MAPKCTHHT, KOUTO CC NPCAINIOYUTAT U XapCCBAT Hali-MHOTO OT HOTpCGI/ITCJII/ITC,
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3a Ja MOXEC TIAXHOTO H3XKHUBABAHC I10 BpPEMC Ha IIa3apyBaHC [a 6’5,[[6 BB3MOKHO Hal-

YAOBJICTBOPABAIIO U B CbIIOTO BPEMC Ja HOCH MAKCUMAJIHU IMTPHUXOAW HA BEpUTraTa.

Cnen oO6paboTBaHe Ha JAaHHUTE OT BBIPOCUTE B AHKETHOTO MTPOYYBAHE U JJOCTUT'AHETO
70 TPAaKTUYECKH HACOKH 3a IpUJaraHe Ha CEH30PHHU EJIEMEHTH B XHUIEPMapKETHUTE 3a
OBP3000OPOTHHU CTOKH CHIPSIMO moTpeduTenckute npeanountanus (Tadmuua 16), Hacokute ce
TECTBAT Ha MACTO B IIETTE BEPUTH XUIIEPMapKeTH 3a Obp30odopothu ctoku (Kaydmana, Jlnm,

BI/IJ'IJ'Ia, MeTpo u CDaHTaCTI/IKO) upe3 Ha6J'II-OI[eHI/I${ 1 JOIMUTBAHC N0 KIIMCHTUTC.

Ha6JIIOI[€HI/I$ITa " JOIMUTBAaHUATA 10 KIIMCHTHU Ca U3BBPIICHU B IICPUO] OT €AHA pa60THa
CeIMHIIa KaTo 3a BCSKa BEpHUra € OTJENIeH M0 equH padOTeH JIeH, 3a Aa MoraT HaOIoJeHusITa
Jla ca MaKCUMaIHO OOCTOIHM M Ja 00XBaHAT BCEKH YaCOBHU JHAMAa30H M PA3IUYHUTE TPYIU
kineHtu. [lonutanure xkiauentu ca 100 gymm 3a BCEKM OTIENEH BBIPOC M ca M30paHU Ha

CIIy4YacH IPHUHLIUII.

B 3axkimroyeHue, TECTBAHETO IIOTBBPKIAaBa TOYHOCTTA HA H3BEIACHUTE IPAKTUYECKU
HACOKH U I10J13aTa OT TAX IPU MPUIAraHETO UM OT XUIIEPMAPKETUTE 3a ObP3000OPOTHU CTOKHU
32 MAakKCUMaJHO TIIOJOKUTEIHO CTHUMYJIHMPAaHE U YAOBJIECTBOPSBAHE Ha CCH30PHUTE

MPECKUBSAABAHUSA Ha KIIMCHTUTE 110 BPEMC Ha I1a3apyBaHC.

IV. CITPABKA 3A HAYYHUTE TIPUHOCH

1. Pa3umpeH0 H 000raTeHo e pa36upaHeT0 3a H3NO0J3BAHETO HAa CCEH30PHHU

eJIEMEeHTH 32 Chb3/laBaHe HAa OpaHa audepeHumanus.
2. Pa3pa0oreH u anpoOMpaH € MeTOAMYECKH MHCTPYMEHTAPUYM 32 KAa4eCTBEHO M
KOJIMYECTBEHO M3c/IeBaHe HAa BpPb3KaTa ,,CEH30PEH MapKeTHMHr — OpaHj

AudepeHINANNA B KOHTEKCTa HA XHIIEPMapKeTUTe 32 0bP30000POTHH CTOKH.

3. @opMmy/JHpaHH ca NPAKTHYECKH HACOKH 3a NPHJIAraHeT0 HAa CEH30peH

MApKeTHHT OT XUIlepMapKeTUTe 32 0bP30000POTHH CTOKH.
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I. GENERAL CHARACTERISTICS OF THE DISSERTATION

Relevance and significance

Sensory marketing is based on the five human senses — sight, sound, smell, taste and
touch and affects on an emotional level, aiming to create sensory stimuli and experiences that

create lasting impressions on consumers.

In sensory marketing, the main importance is placed on consumer experiences and
feelings, as well as the thought process when choosing a given brand, tangible product or
service. Using the five senses, sensory information is transmitted through the body and into the
mind of the individual in the form of perceptions, sensations and sensory experiences. These
experiences have sensory, emotional, cognitive and behavioral dimensions. In sensory

marketing, consumers use their emotions when making decisions (Daucé¢, Rieunier; 2002)3,

In today's world, more and more companies are applying the tools of sensory marketing.
This is no coincidence, as sensory marketing helps with the recognition of a brand and the way
consumers perceive it in their minds. Applied in the right way, sensory marketing causes a
certain behavioral response, which makes the topic of using sensory marketing to create brand

differentiation particularly relevant .

The significance of the dissertation lies in the fact that it shows how human senses can
be used and put into practice as sensory experiences to achieve brand differentiation in the

context of FMCG (fast-moving consumer goods) hypermarkets.

Degree of problem elaboration

Sensory marketing issues are a relatively new field of scientific research worldwide, and
Bulgarian research dedicated to sensory marketing is completely absent. Regarding the study
of the brand and brand differentiation, there are Bulgarian scientific studies, but at the moment
there are none regarding the application of sensory marketing by the companies operating in

Bulgaria.

2 Daucé B., Rieunier S. Recherche et Applications en Marketing ( French Edition ), Vol . 17, Issue : 4: pp . 45-
65. 2002.
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The literature review related to the dissertation topic found no previous studies in the

country regarding the use of sensory marketing to achieve brand differentiation.

Object and subject of the study

The object of research are the fast-moving consumer goods (FMCG) hypermarket
brands in Bulgaria and more specifically the top 5 hypermarket chains Kaufland, Lidl, Billa,
Metro and Fantastico. The criterion used to select these 5 chains is the sales revenue indicator
for 2020 according to data from the "Regal 100" ranking, made according to a special project

of "Capital" for the largest retailers in Bulgaria.

The subject of the study is the role of sight, sound, smell, taste and touch in
distinguishing the different brands of fast-moving consumer goods (FMCG) hypermarkets in

Bulgaria.

Aim and objectives of the thesis

The aim of the dissertation is to investigate the practice of implementing sensory
marketing in fast-moving consumer goods (FMCG) hypermarket chains and to determine

whether sensory elements influence brand differentiation.
To realize the set goal, the following research tasks are set:

= to clarify in a theoretical aspect the essence of sensory marketing and brand
differentiation;

= to develop a methodology for qualitative and quantitative research on the application of
sensory marketing in FMCG hypermarkets to create brand differentiation;

= to find out which are the most frequently used sensory elements in FMCG hypermarket
chains;

= to investigate the relationship between the sensory elements and the degree of

differentiation of hypermarket brands for FMCG in Bulgaria;

= to derive practical guidelines on the application of sensory marketing in hypermarket

marketing.
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Research thesis and hypotheses of the dissertation

The research thesis is that the right combination of applying sensory marketing
elements in fast-moving consumer goods (FMCG) hypermarket chains leads to the achievement
of brand differentiation in the mind of the consumer. The main research hypotheses that are

subject to verification in the dissertation work are:
H1: Colors in the interior differentiate the different brands of FMCG hypermarkets.
H2: Music differentiates the different brands of FMCG hypermarkets.
H3: Aroma differentiates the different brands of FMCG hypermarkets.

H4: Touch differentiates the different brands of FMCG hypermarkets.

Research approach

Due to the lack of research in the country on the topic of sensory marketing, and more
precisely the role of sensory marketing in achieving brand differentiation, and in order to
achieve the research tasks on the topic of the dissertation work, a two-phase research program
was conducted, which included: a first phase, which consists of conducting qualitative research

and a second phase, which consists of quantitative research.

The main tasks in the first phase of the research program are related to collecting and
analyzing opinions of experts, specialists, analysts and managers in the field of marketing.
Based on their expert opinion, an information gathering tool is being developed in the second

phase of the two-phase research program.

The main tasks in the second stage of the research program are firstly to track consumer
shopping habits in FMCG hypermarkets and secondly to investigate the relationship between
applied elements of sensory marketing in different FMCG hypermarket chains and their degree

of differentiation from each other in the mind of the consumer.

Research methods

The primary data collection method for the qualitative research is an in-depth

interview, and for the quantitative research, a structured personal online survey. Initially, the in-
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depth interviews are conducted, from which the research hypotheses are finally formulated,

which are confirmed or rejected based on the results of the quantitative research.

The statistical processing of the data was carried out using the software product - SPSS
(Statistical Package for the Social Sciences) with its latest version 29.0., and the graphs, figures

and tables using Excel 2019.

Study limitations:

=  Only 5 hypermarkets for FMCG are the subject of research — Kaufland, Lidl, Billa,
Metro and Fantastico.

= Respondents for the qualitative research are only experts, specialists, analysts and
managers, who alone or jointly with other persons are responsible for sensory marketing
in the respective hypermarket.

= Respondents for the quantitative research are only end users who shop in the respective

hypermarkets.

The main difficulty in conducting qualitative research stems from the confidential nature
of the information and the risk of copying the used ways of applying the sensory elements when

they are disclosed.

Il. STRUCTURE AND CONTENT OF THE DISSERTATION

Structure

The dissertation is 169 standard pages of main text and consists of an introduction, three
chapters, a conclusion, references and appendices. In the dissertation are used 31 tables, 34

figures and 13 appendices. There are 118 references.
Content
INTRODUCTION

CHAPTER ONE: THEORETICAL ASPECTS OF SENSORY MARKETING AND BRAND
DIFFERENTIATION

1. Sensory marketing — essence, definition, elements
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1.1.  Essence and definition of sensory marketing

1.2.  Elements of sensory marketing

1.3.  Multi-sensory marketing

2. Brand, brand differentiation, corporate brand

2.1.  Brand and branding — essence, definitions, elements
2.2.  Brand differentiation

2.3.  Corporate brand

3. Overview of theoretical and empirical developments dedicated to sensory marketing and

brand differentiation

4. Application of sensory marketing to create brand differentiation in the mind of the

consumer

4.1.  Application of sensory marketing to achieve brand differentiation
4.2.  Applying sensory marketing in a digital environment

4.3.  Impact of sensory marketing elements on consumer perception

5. Using the elements of sensory marketing by the top 5 FMCG hypermarket chains in

Bulgaria

5.1.  Visual sensory element

5.2.  Auditory sensory element
5.3.  Olfactory sensory element
5.4. Taste sensory element

5.5.  Tactile sensor element (touch)

CHAPTER TWO: RESEARCH METHODOLOGY REGARDING THE USE OF SENSORY
MARKETING TO CREATE BRAND DIFFERENTIATION FROM THE TOP 5 FMCG
CHAINS IN BULGARIA

1. Research methodology

1.1. Research process and research program
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1.2.  Aim and objectives of the study
1.3.  Research thesis and hypotheses

1.4. Rationale for the need for a two-phase research program and development of a

conceptual model of the study
1.5.  First phase of the research: qualitative research
1.6.  Second phase of research: quantitative research

CHAPTER THREE: RESULTS OF THE RESEARCH ON THE USE OF SENSORY
MARKETING TO CREATE BRAND DIFFERENTIATION FROM THE TOP 5 FMCG
CHAINS IN BULGARIA

1. Research results

1.1.  Results of qualitative research

1.2.  Findings from the conducted in-depth interviews

1.3.  Results of the quantitative study

1.3.1. Demographic profile of the respondent

1.3.2. General data about user habits

1.3.3. Sensory elements and brand differentiation

2. Testing the research hypotheses

2.1.  First hypothesis

2.2.  Second hypothesis

2.3.  Third hypothesis

2.4.  Fourth hypothesis

2.5.  Conclusions from the testing of the research hypotheses
3. Practical guidelines for implementing sensory elements in FMCG hypermarkets
3.1.  Analysis of consumer preferences

3.2.  Deriving guidelines for implementing sensory elements in FMCG hypermarkets and
their field testing
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CONCLUSION
REFERENCES

APPLICATIONS

1. BRIEF PRESENTATION OF THE DISSERTATION

CHAPTER ONE: THEORETICAL ASPECTS OF SENSORY MARKETING AND
BRAND DIFFERENTIATION

The first chapter is devoted to the essence of sensory marketing and brand differentiation.
It presents various definitions of sensory marketing and branding. The characteristics of their
individual elements are clarified. The content of the concept of multisensory marketing is
revealed and the benefits of its application are shown. The concepts of brand differentiation and
corporate branding are introduced. A systematic overview of the theoretical and empirical
developments in the two scientific fields — sensory marketing and brand differentiation has been
made. The possibility of applying sensory marketing to achieve brand differentiation in a digital
environment is justified. The use of the five sensory elements of the top 5 FMCG hypermarket

chains is examined in a comparative plan.

1. Sensory marketing — essence, definition, elements
1.1. Essence and definition of sensory marketing

In recent years, there has been more and more talk about the influence of certain symbols
and sounds on the human brain. A number of authors study how people make purchasing
decisions based on their perception. Unconscious stimuli have become a major topic in many
studies because of the specificity they represent. Consumers tend to pay much more attention
to a product that is presented to them in an interesting and influential way. One of the means of

attracting consumer attention is sensory marketing.

The definition of sensory marketing given by its discoverer Aradna Krishna states that
sensory marketing is "marketing that engages consumers' senses and influences their

perception, judgment and behavior".

The American Marketing Association defines sensory marketing as "marketing that

aims to engage the consumer by using the five senses to influence their feelings and behavior."

52



In this context, sensory stimuli targeting any of the five senses, namely sight, hearing, smell,

taste and touch, aim to influence consumers' emotional and behavioral tendencies?®*.

The author of the dissertation takes the presented definitions of sensory marketing, uses
them as a basis, integrates them, and proposes his own definition. Sensory marketing is based
on the five human senses — sight, sound, smell, taste and touch and affects on an emotional
level, aiming to create sensory stimuli and experiences that create lasting impressions on

consumers.

1.2. Elements of sensory marketing
Sensory marketing focuses on the five human senses. For the purpose of this
dissertation, it is important to clarify the essence of the individual elements of sensory

marketing.
Sight

Sight has been the most used sensor in the advertising world over the last century?®. It
is one of the most important human senses, because the eyes contain two-thirds of the sensory
cells in the body. Humans use their vision to perceive contrasts or distinguish objects as large
or small, light or dark, thin or thick. This sensory element helps consumers notice changes in

new packaging, new store interior or new product design.
Sound

Sound is a sense that is often underestimated in marketing, but along with sight, it
represents a huge part of all brand communication. Sound affects mood and psychological state,
promotes calmness and warns of danger. Since the beginning of the twentieth century, sound
has been used in traditional marketing to create awareness of a company and its products,
mainly on television and radio. People often express their identity through sounds. Using sound,
arguments, opinions and feelings can be expressed in a way that facial expression alone cannot.
Identification through the use of sounds, mainly music, is also used, which is why many brands
spend time and money to associate the right song or tune with their product and build a stronger

identity. A popular form of sound marketing is the use of a catchy tune. Voices are also

24 Journal of Administrative Sciences and Policy Studies , (2015) Volume 3, No.1, pp . 2, American Research
Institute for Policy Development .

% Lindstrom , M. " Broad sensory branding ". Journal of Product & Brand Management . 2005. Volume : 14. Issue
:2,pp . 84-87.
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perceived as personal, emotional and friendly, which is why they are considered effective for

certain brands, but voice must be used continuously and consistently to enhance brand identity.
Smell

Of all the five senses, smell is associated with the most emotion because of the brain's
ability to associate smells with memories. Many companies dedicate themselves to selling

fragrances to different brands and companies in order to enhance their identity.

According to the Institute of Olfaction, humans are able to recognize approximately
10,000 different smells. They are able to recall smells with 65% accuracy after one year, in
contrast to visuals, which can only be recalled 50% and up to three months after seeing.
Research shows that fragrance has the following effects?® - attracts new customers; increases
sales; increases the perception of value; expands brand recognition; improves customer

satisfaction; influences behavior; evokes memories.
Taste

The sense of taste is considered the most intimate and individual because nothing can
be tasted from a distance and each person has a different taste. Taste depends on salivation and
differs from person to person. People who prefer saltier foods are used to a higher concentration
of sodium and therefore have saltier saliva. Over 78% of taste preferences depend on a person's
genes. Taste also has a social aspect, because eating facilitates social interaction between
people. The sense of taste is divided into two stages — internal taste, which is felt through the
tongue, and external taste, which is felt through the eyes. Taste is the most individual element
among the five because it is individual for each person. For this reason, users feel and perceive

differently with respect to this sense.
Touch

Touch enhances the customer's experience of interacting with the product. Touch is used
to express a brand's identity and values by providing a physical interaction that is difficult to
achieve from a distance. It can be realized through different materials and surfaces,
temperatures, weights and shapes. During a pleasant touch, the hormone oxytocin is released,

which creates a feeling of calmness and well-being. Companies should be extremely careful

26 https://brandminds.com/the-power-of-smell-as-a-tool-in-the-marketing-strategy/
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when implementing the sensory element of touch due to the fact that touch is perceived

differently in different cultures.

1.3. Multi-sensory marketing

Multisensory marketing represents the combination of two or more senses and aims to
maximize the atmosphere and customer experience (Hultén, 2015; Spence et et al., 2014).
Customers can develop deep connections with brands when their experiences with the brand
stimulate and engage multiple senses, resulting in stronger cognitive associations for a
particular brand stored in their memory (von Wallpach & Kreuzer, 2013). That being said,
multisensory marketing gives brands a chance to build a deeper level of engagement with

customers.

2. Brand, brand differentiation, corporate brand
2.1. Brand and branding — essence, definition, elements

Today, consumers have more information and more choices than ever before.
Companies often compete in offering the same product. Usually what sets them apart and makes
customers choose one company over another is price. However, in a price war there are certain
rules and limits that cannot be crossed. Therefore, there must be something else that makes the
products and companies that are marketed stand out. The success of this is measured by the

emotional connections consumers create with the brand.

Abrand is a collection of different elements that create a unique identity?’. In this regard,

for the purposes of the study, the author systematizes in Table 1 the elements that the brand has,

along with their definitions?,

27 What are Brand Elements? 10 Different Types of Brand Elements. December 17, 2019. Available at: <
https://www.marketing91.com/brand-elements/ >.

28 Pearce , R. Beyond Name and Logo : Other Elements of Your Brand . // Merriam Associates. Archived from the
original on May 20, 2013 .
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Table 1. Brand elements

Brand elements Definition

Name A word or several words used to identify a company, product, service or concept

Logo The visual hallmark that identifies the brand

Key phrase A sentence leading to an association with a given brand

Charts Graphic brand hallmark

Physical form Each different shape is a characteristic hallmark of the brand

Colors The instant recognition of the color combination of a given brand

Sounds A unique tone or combination of sounds that distinguish the brand as soon as they are
heard

Fragrances A specific smell that reminds of the brand

Flavours A distinctive taste character that distinguishes the brand from its competitors

Movements A physical distinctive feature that reminds one of a particular brand

Source: Adapted from Pearce, Robert. Beyond Name and Logo: Other Elements of Your Brand". Merriam
Associates. 2013.

For the purpose of the study, the definition of "branding" is presented. It is the process
of giving meaning to a particular organization, company, product or service by creating and
shaping the brand in the minds of consumers. It is a strategy that helps the customer quickly
identify and feel the brand. This gives a reason for choosing certain products over their
competitors, by clarifying the qualities of the given brand. In other words, branding is the
process of creating an association between a symbol/object/emotion/perception and a

product/service/company in order to drive loyalty and create differentiation?.

2.2. Brand differentiation
Branding serves two main purposes — differentiation and identification®® 3. Branding
can therefore be viewed from two consistent and interrelated perspectives. Businesses need to

differentiate themselves from competitors and consumers need to identify brands to meet their

2 Herbert Mark Cecilia and Schantz von Carolina , Communicating Corporate Social Responsibility - Brand
Management , Electronic Journal of Business Ethics and Organization Studies . 2007 . pp 6.

30Hunt, SD 2018. The ethics of branding , customer-brand relationships , brand-equity strategy , and branding as
a societal institution . Journal of Business Research , VVolume: 95: Pp. 408-416.

31 Moore , K. & Reid , S. 2008. The birth of brand : 4000 years of branding . Business History , 50(4):419-432.
[Internet: https://mpra.ub.uni-muenchen.de/10169/ ] .
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needs and wants®® 3. As a result, branding and practices used for market orientation are
synchronized with brand differentiation and identification. Differentiation should be perceived
by customers as innovation®* and should be valued® % %', Differentiation is not a physical

characteristic, but rather a symbolic and emotional one.

Brand differentiation is defined as "the extent to which the brand is perceived as

different from its competitors in the mind of the customer".

The theory of brand differentiation is similar to the competition model in classical
economics. It is perfect in that it describes an abstract "ideal" world. This model underlies a

series of widely held understandings that can be summarized as follows:

= A brand must be perceived as different in order to gain market share (customers must
have a reason to start buying the brand).

= A brand must be perceived as different in order to maintain market share (customers
must have a reason to continue to prefer the brand in the face of competition from other
brands and new entrants).

= Some brands are much more differentiated than others, meaning their customer base is
more loyal and less sensitive to the actions of competitors. This leads to greater

profitability®.

In summary, brand differentiation is a concept that is deeply embedded in the essence
of the market. In order to have something to offer, there must be demand. In today's society,
when there is too much choice of brands, a brand differentiation strategy comes in handy. For
this purpose, companies must offer a new emotion or experience to their audience. It is no
longer enough for a company to have an interesting logo if it does not also offer additional value

to customers.

32Keller, KL 2013. Strategic brand management . London : Pearson .

3Keller, KL, & Swaminathan , V. 2020. Strategic brand management : building , measuring , and managing brand
equity . 5th ed . Harlow : Pearson .

% Ries, A., Trout, J., 1986. Positioning : The Battle For Your Mind . McGraw -Hill Inc. , New York .
SCarpenter, GS, Glazer , R., Nakamoto K., 1994. Meaningful brands from meaningless differentiation : the

dependency on irrelevant attributes . Journal of Marketing Research 31 ( August ), 339-350.

3% Kotler , P., Ang , SH, Leong , SM, Tan , CT, 1996. Marketing Management - An Asian Perspective . Prentice
Hall , Singapore

37 Reeves , R., 1961. Reality in advertising . Knopf, Alfred A Inc. , New York

38 Romaniuk J. , Sharp B., Ehrenberg A. Evidence concerning the importance of perceived brand differentiation .
Australasian Marketing Journal Volume: 15 Issue: (2), 2007 .
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2.3. Corporate brand

A corporate brand is a company that unites a group of products or services and becomes
known to the world through the use of a given name, visual identity and a common set of
symbols. The corporate branding process consists of activities undertaken by the company to
build favorable associations and a positive reputation with both internal and external
stakeholders (Van Riel, C., Fombrun, C., 2007)%.

3. Overview of theoretical and empirical developments dedicated to sensory marketing
and brand differentiation

A literature review on sensory marketing and brand differentiation has been conducted
on research papers from the last 12 years. The analysis shows that the two themes often appear
in common research because of their general applicability. According to numerous authors
(Hultén, Moreira, Fortes, Santiago, Tarczydto etc.) when the elements of sensory marketing are
properly applied to create brand differentiation, an increase in purchase intention and an

increase in sales are noticed.

4. Application of sensory marketing to create brand differentiation in the mind of the
consumer

4.1. Application of sensory marketing to achieve brand differentiation

Sensory elements find different ways of application. Each brand should choose the most
appropriate way to apply the sensory elements to its products and services. The individual
approach is strongly related to access to information and knowledge, with the entry of more and
more digital technologies as an important driving force. They reveal many new channels for

communication and information exchange (Castells, 2010).

The science of sensory marketing states that people, as consumers, act on their
emotional impulses. According to Aradna Krishna, the discoverer of sensory marketing, in the
past customer conversations were simply "monologues™ where companies spoke to their target
audience. Consumers now demand a two-way conversation, and that means embracing the

potential of sensory marketing and implementing it*.

%9 Rolando S., Corporate Brand, pp. 2, 2022.
40 Castells , M. (2010) The Information Age : Economy , Society , and Culture . Chichester : Wiley-Blackwell .
“https://fabrikbrands.com/sensory-marketing/
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4.2. Applying sensory marketing in a digital environment

Digitization is gaining momentum in modern society. For this very reason, many
campaigns are conducted online. The future of sensory marketing is reflected in the use of
digital means to communicate and offer tangible products and services. Thanks to electronic
distribution channels, it is much easier to reach a larger audience. Therefore, through digital

technology, consumers are affected in a new and innovative way.
4.3. Impact of sensory marketing elements on consumer perception

The development of sensory marketing is driven by two main factors. The first is
scientific research, especially in the field of neuroscience. These are closely related to
marketing. Neuroscience helps to look at brain processes as well as the role that emotion and
reason play. The second factor is the development of markets. Nowadays, they are increasingly
competitive and global. Brands and their ability to distinguish and differentiate are an important

part of any strategy*?.

According to the author of the thesis, sight (seeing), sound (hearing), smell (smelling),
taste (tasting) and touch (touching) of a product play an important role in its perception. Sensory
elements are present in human daily life and through their use needs and desires are satisfied.
Specialists respond to these needs through sensory marketing, which is usually associated with

a favorable emotional response in consumers*.

5. Using the elements of sensory marketing from the top 5 FMCG hypermarket chains in

Bulgaria

Over the years, marketers have done a lot of analysis on how to better influence
consumer behavior and purchase intent. Different periods of time bring with them strategic
decisions of large companies that are related to sensory marketing. However, until recently,
studies in this direction are not comprehensive enough, and this necessitates the need for new

and in-depth research in this issue.

42 Manzano , R., Serra , T., Gavilan , D. Sensory Marketing : Straight that the Emotions , 2019, URL:
https://www.ie.edu/insights/articles/sensory-marketing-straight-to-the-emotions/

4 Yoon SJ and Park JE Do sensory ad appeals influence brand attitude ?. Journal of Business Research . 2012.
Volume : 65. Issue : 11, pp . 1534-1542.
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Summary of chapter one
About sensory marketing

1. In recent years there has been more and more talk about the influence of certain
symbols and sounds on the human brain. Unconscious stimuli become a major topic in many

studies because of the specificity they represent.

2. Sensory marketing consists of five elements, which in turn represent the five human

senses — sight, sound, smell, taste and touch.

3. The combination of sight and sound is among the most common combinations used

in multisensory marketing.
About the brand and brand differentiation

4. In modern society, brands play an important role, entering all spheres of life:

economic, social, cultural and religious.

5. Branding is considered a key strategic tool for achieving competitive advantage in

business.

6. Some of the criteria for creating a successful long-term brand are for it to be
memorable, meaningful, expandable and adaptable.

7. Branding serves two main purposes - differentiation and identification.

8. The corporate branding process consists of activities undertaken by the company to
build favorable associations and positive reputation with both internal and external

stakeholders.

On the overview of theoretical and empirical developments devoted to sensory

marketing and brand differentiation

9. The topics of sensory marketing and brand differentiation are often found in general

academic research due to their general applicability.

10. According to a number of authors (Hultén, Moreira, Fortes, Santiago, Tarczydto,
etc.), when the elements of sensory marketing are correctly applied to create brand

differentiation, an increase in purchase intention and an increase in sales are noticed.
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11. Sensory marketing helps to achieve brand differentiation, positive brand image and

brand loyalty.
On the application of sensory marketing to create brand differentiation

12. The main role of sensory marketing is to build an emotional connection between the
company and the customers, thereby reaching the formation of a clear image and brand

differentiation.

13. Sensory marketing applied to create brand differentiation brings important benefits

such as higher profit and better brand image.

Regarding the use of elements of sensory marketing by the top 5 FMCG hypermarket

chains in Bulgaria
14. The red color is strongly preferred by FMCG hypermarkets

15. In term of the auditory sensory element, the five FMCG hypermarket chains differ

greatly.

16. The olfactory sensory element is an important addition in the sensory strategy and
serves to the greatest extent to induce impulse purchases, but it is the most often neglected

sensory element of the FMCG hypermarkets.
17. In FMCG hypermarkets, the taste element is a complex and difficult process.

18. Each of the five hypermarkets uses an identical strategy for the touch element. This
sensory element is the least marked as a purposeful choice, but at the same time it is predisposed

to increase customer satisfaction.

CHAPTER TWO: RESEARCH METHODOLOGY REGARDING THE USE OF
SENSORY MARKETING TO CREATE BRAND DIFFERENTIATION FROM THE
TOP 5 FMCG HYPERMARKET CHAINS IN BULGARIA

The second chapter clarifies the research methodology regarding the application of
sensory marketing in order to achieve brand differentiation from the top 5 FMCG chains in

Bulgaria. The need to conduct a two-phase research program is justified.
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1. Research methodology
1.1.Aim and objectives of the study

The aim of the specific research is to investigate the practice of implementing sensory
marketing in fast-moving consumer goods (FMCG) hypermarket chains and to determine

whether sensory elements influence the creation of brand differentiation.
To achieve the goal, the following research tasks are set :

= to find out which are the most frequently used sensory elements in FMCG hypermarket
chains;

= to investigate the relationship between the sensory elements and the degree of
differentiation of hypermarket brands for FMCG in Bulgaria;

= to develop and test practical guidelines for the implementation of sensory elements in

FMCG hypermarkets.
1.2.Research thesis and hypotheses

The research thesis is that the right combination of applying sensory marketing
elements in FMCG hypermarket chains leads to the achievement of brand differentiation in the

mind of the consumer.

The main research hypotheses that are subject to verification in the dissertation work

are presented in Table 2:

Table 2. Research hypotheses

Ne Hypothesis

H1 | Colors in the interior differentiate the different brands of FMCG hypermarkets

H2 | Music differentiates the different brands of FMCG hypermarkets

H3 | Aroma differentiates the different brands of FMCG hypermarkets

H4 | Touch differentiates the different brands of FMCG hypermarkets

Source: Author table
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1.3.Rationale for the need for a two-phase research program and development of a

conceptual model of the study

The lack of conducted research in the country and the need for specialists in the field of
sensory marketing and brand differentiation necessitate the use of a two-phase research

program.
1.4.First phase of the research: qualitative research
1.4.1. Purpose of the qualitative research

For the purposes of the dissertation initially a qualitative study was conducted. The main
goal of this first stage is to gather information from marketing specialists working in the five
fastest-growing FMCG hypermarkets in the country about the relationship between sensory

marketing and brand differentiation.
1.4.2. Data collection method

The chosen method of data collection for the qualitative research is an in-depth

interview, which is from the group of formative methods.

According to the author of the dissertation, the in-depth interview is the most appropriate
method from the group of formative methods for the present study due to the fact that it seeks
and collects the opinions of specialists working in highly competitive companies. In order to
collect the information sought, in-depth interviews should be conducted with each individual

and absolute anonymity of the information shared should be guaranteed.
1.4.3. Selection of respondents

The main criterion laid down in the selection of respondents for the in-depth interview
is that the respondents work in the field of marketing in the five FMCG hypermarkets observed
in the study. After careful research, 5 respondents were selected, one from each of the

hypermarkets, with whom to conduct the in-depth interviews.
1.4.4. Development of a guide for conducting the research

The developed guide for conducting the qualitative research aims to obtain information

about:

= the use of sensory marketing in FMCG hypermarket chains in Bulgaria and its purpose;
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= investments and trend of investments in sensory marketing in the last 5 years by FMCG

hypermarket chains in Bulgaria;
= the use of multi-sensory marketing or a specific sensory element is preferred,;

= the most applicable element of sensory marketing in general in FMCG hypermarket

chains;
= the least used element of sensory marketing overall in FMCG hypermarket chains;
= sensory marketing strategies that are used to attract customers;
= sensory marketing strategies that are used to differentiate from competitors;

= sensory marketing as an assistant to achieve brand differentiation.

1.4.5. Preparation for conducting the research

The preparation for conducting the interviews comes down to establishing contact
with the potential respondents. This first contact with respondents is impersonal — it is done by
sending an email invitation. The email to the potential respondent contains information about
the study, the purpose and a brief information about the interviewer. At the request of the
respondents, their anonymity is completely preserved, as they present themselves in the

research through the position they hold in the FMCG hypermarket where they work.
1.4.6. Time of conducting the research

The interviews were conducted in the period 01.06.2022 — 30.08.2022 with an average
duration between 30 minutes and 45 minutes. Due to the pandemic situation, they were held
through online meetings. For this purpose, the communication applications Viber and Telegram
were used. During each of the interviews, detailed notes were taken of the responses from the

respondents, which were then carefully systematized and analyzed.
1.4.7. Way of registering and processing the data

The registration and processing of the collected information were analyzed using the
"Large -sheet-of-papper" method**.

“Gordon, W. and R. Langmaid , Qualitative Market Research . A Practitioner's and Buyer's Guide , Gower
Publishing , Brookfield , 1988, p. 136
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The information gathered from the in-depth interviews has been analyzed and
systematized and is helping to generate ideas for the development of a toolkit/data collection
questionnaire for the second phase of the two-phase research program. The results obtained on

the basis of the qualitative study are presented on page 66.
1.5.Second phase of the research — quantitative research
1.5.1. Aim, research objectives and research questions

The aim of the second phase of the research is to check whether consumers differentiate

between the applied sensory elements in the different FMCG hypermarket chains in Bulgaria.
To achieve this goal, the following research tasks are set:

= to check the shopping habits and preferences of customers in FMCG hypermarkets in
Bulgaria;

= to determine the degree of importance when choosing a shopping chain according to
predefined criteria;

= to test how well consumers differentiate sensory elements in different FMCG
hypermarket chains;

= to reveal to what extent the applied sensory elements in FMCG hypermarkets are liked;

= to find out to what extent FMCG hypermarket chains differ from each other.
1.5.2. Research hypotheses

The research hypotheses that are subject to verification through quantitative research

are those presented in General characteristics of the dissertation work (page 48) and in Table 2
(page 62).
1.5.3. Target group, type and size of the sample

The target group, in the second phase of the research, are the bulgarian citizens who
visit the FMCG hypermarkets on the territory of the Republic of Bulgaria.

Sample size includes 220 respondents. It is large enough to indicate the opinion of the

majority of customers of the FMCG hypermarkets in Bulgaria.
1.5.4. Data collection method

The chosen method of data collection for the quantitative research is an online survey.
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The survey consists of 30 questions divided into 3 sections:
= General data on user habits — 4 questions
= Sensory elements and brand differentiation — 17 questions

= Demographic profile of the respondent — 9 questions

1.5.5. Development of a data collection toolkit

The questionnaire for the quantitative study was developed after careful analysis of the

responses of the marketers who took part in the qualitative study.
The time period of the research is June 14 — November 19, 2022.
1.5.6. Methods for statistical data processing

In this dissertation, descriptive statistics of one-dimensional frequency distributions are
used to determine the demographic profile of the respondents and the general shopping habits
of consumers in hypermarkets, and statistical hypothesis testing through Chi-square analysis is
used to establish the influence of sensory marketing elements on the brand differentiation of

hypermarkets.

CHAPTER THREE: RESULTS OF THE RESEARCH ON THE USE OF SENSORY
MARKETING TO CREATE BRAND DIFFERENTIATION FROM THE TOP 5 FMCG
HYPERMARKET CHAINS IN BULGARIA

The third chapter analyzes the results of the qualitative and quantitative research and
formulates conclusions from them. A statistical check of the hypotheses set out in the
dissertation is carried out in order to determine their confirmation or rejection. Practical
guidelines for implementing the elements of sensory marketing in FMCG hypermarket chains

are derived.
1. Research results
1.1. Findings from the conducted in-depth interviews
During the in-depth interviews, with the specialists in the field of marketing, eight

important questions for the present study were discussed and formed. The information obtained
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is valuable due to the everyday practical experience of the responding specialists and their
observations in the work process. Here are the conclusions from the conducted in-depth

interviews:

= The purpose of using sensory marketing, according to experts, is to attract the attention
of customers to promotional activities and new assortment, to create a pleasant
atmosphere, to create models for commercial exposure in the objects, to influence

consumer behavior.

= All FMCG hypermarket chains have been investing in sensory marketing for the past 5

years.

= Most of the FMCG hypermarket chains have a trend of increasing investment in sensory
marketing, and one of the chains has kept the same budget in the last 5 years.

= Multi-sensory marketing is used in each of the studied FMCG hypermarket chains.

» Most FMCG hypermarket chains note that they place greater emphasis on stimulating

certain sensory elements.

= Inall FMCG hypermarket chains, vision is the most applied element of the five sensory

elements.

= The sight element is implemented to draw the customer's eye to a particular product or
sign, to create a pleasant and inviting atmosphere and to hold the customer's attention

for the majority of their stay in the store.

= Visual elements are mostly applied in billboards, brochures and advertisements, with
the most used strategies being color schemes and palettes, fonts and spatial orientation.

= Marketing specialists in FMCG hypermarket chains find it difficult to give a definite
answer to the question of which is the least used element of sensory marketing, but still

the element of sound is present in the majority of their answers.

= One of the FMCG hypermarket chains notes that it has completely excluded the sensory
element of taste.

= Sound, taste and smell are the less used sensory elements in FMCG hypermarket chains.

= Despite the lesser use of the elements of sound, taste and smell, in some cases it is
precisely these elements that contribute to impulse purchases.
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= The strategies related to sensory marketing to attract customers that are most often
applied are additional positioning, display exposures, fronts that are distinguished by
different images, colors, inscriptions, special lighting; use of appropriate light, labels
with certain colors, bold fonts, large advertising panels in order to focus on the quality
and variety of the offered assortment and low prices; smell of freshly cooked hot food:;

a large and well-organized visual space.

= Strategies related to sensory marketing to differentiate from the competition are
different from other chains combinations of colors with which consumers associate the
given chain, equally organized space in all the chain's objects; cozy atmosphere through
the smell of home-cooked food; feeling of a large space; large space with easy

orientation.

= The strategies for attracting customers and those for distinguishing from the competition
largely overlap, which leads to the conclusion that sensory marketing simultaneously
copes with two tasks — attracting customers and clear brand differentiation in the minds

of consumers.

= According to all respondents, sensory marketing helps and has a leading role in creating

brand differentiation.

= Through the specific sensory signature of each of the FMCG hypermarket chains,
sensory experiences are created in the minds of consumers and in this way, they clearly

distinguish individual brands.
1.2. Results of the quantitative study
“Demographic Profile” Section

In Table 3 the dominant answer for each of the questions regarding the demographic

profile of the respondents from the conducted survey is presented.

68



Table 3. Dominant response to demographic questions

Gender Woman

Age 26-35 years
People in the household 2 people

Persons under 16 years of age 0 persons
Professional level Employee
Education Higher education
Marital status Married
Residence The capital
Monthly household income BGN 1001-2000

Source: Author's systematization of survey data

“General data on user habits” section:

1. Consumers prefer to shop several times a week or every day in FMCG hypermarkets.

2. A preferred combination of FMCG hypermarket chains are all five investigated
chains, but if one most preferred FMCG hypermarket chain has to be singled out, it is
Kaufland, and the most preferred duo combination is Kaufland and Lidl.

3. The highest score of 4.15 on a scale of 1 to 5 was awarded on the importance of the
criterion — pleasant atmosphere, which criterion is directly related to sensory
marketing.

4. Customers would visit a FMCG hypermarket chain just for its pleasant atmosphere
(over 82.2%).

Sensory elements and brand differentiation section:

Based on the research data, it can be claimed that a clear brand differentiation is
observed in the consumer awareness of the FMCG hypermarket chains compared to the sensory
element vision in the color category. This further shows the key importance in the choice of
color for any brand and the importance of applying it to all other elements such as interiors,
signage, brochures, etc. so that consumers can create a clear and definite connection between

the brand and its color.
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2. Testing the research hypotheses
In the dissertation there are laid down four hypotheses.
2.1. First hypothesis

In order to test the first hypothesis (Colors in the interior differentiate the different brands
of FMCG hypermarkets), the relationship between the answers obtained from question Ne10 of
the survey, which reads: "Do you differentiate between the colors in the interior in the different
hypermarkets?" and the responses received from question Ne21 of the survey, which reads: "To
what extent do you perceive the FMCG hypermarket chains — Kaufland, Lidl, Billa, Metro and

Fantastico as different from each other?".

Table 4. Percentage distribution between the difference in colors (Nel0) and the degree of

perception of the chains as different from each other (Ne21)

To what extent do you perceive the
FMCG hypermarket chains — e
Kaufland, Lidl, Billa, Metro and ;f
Fantastico as different from each S
NelO other?
High degree Low grade
Do you differentiate
between interior Yes 97.4% 2.6% 100%
colors in different
hypermarkets? No 78.6% 21.4% 100%

Source: Systematization of the author

Table 4 presents a cross-tabulation (the bivariate distribution) between the two studied
variables. It shows that people who distinguish between colors (take this sensory element into
account) have a 97.4% differentiation of the different hypermarket brands. When the consumer
does not differentiate between colors, brand differentiation drops by almost 19%. This indicates
that perhaps there is a relationship between the color difference in the interior and the degree

of chain differentiation. Whether this is the case is checked with statistical hypothesis testing.

v' Defining null and alternative hypothesis
Ho - There is no statistically significant relationship between the colors in the interior of

the different FMCG hypermarket chains and their degree of distinction from each other.

H1 - There is a statistically significant relationship between the colors in the interior of
the different FMCG hypermarket chains and their degree of distinction from each other.
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v' Determining the risk of error

The error of verification is 5%.

v Method selection (statistical criterion)
Since the color difference (Yes/No) and the degree of perception (High/Low) are located
on a weak scale, a Chi-square analysis is appropriate to test the relationship , with the sensory

element "color" playing the role of a factor, and the differentiation to the chains — its result.

v' Calculation of significance level (p- value )
Table 5. Results of the examination of the relationship between the difference in colors (Ne10)

and the degree of perception of the chains as distinct from each other (Ne21)

Connection between: Significance level

Nel0 and Ne21 p- value < 0.001

Source: Systematization of the author

v/ Making a decision

Table 5 shows that the level of significance p-value < 0.001 is less than the error a
(0=0.05), which means that the null hypothesis is rejected in favor of the alternative (H1) which
states that there is a statistically significant relationship between the interior colors of the
different FMCG hypermarkets and their degree of distinction from each other. In other words,
the sensory element "color" increases the differentiation towards different hypermarket chains
by 18.8%. This percentage is calculated other things being equal and does not take into account

the influence of other sensors.
The three conditions for the application of Chi-square analysis are met, namely:

- No more than 20% theoretical values less than 5 — this condition is partially met, as
the percentage is 25%, but its value is quite close to the limit value.

- No theoretical frequencies less than 1 — the minimum theoretical value here is 1.40.

- The sample should exceed 50 cases — the sample for this check consists of 220
persons.

In summary, it can be said that the conditions are generally met and it can be assumed

that the obtained results of the analysis are reliable.

Once a link has been proven, one can analyze how strong it is. This is accomplished with

the Kramer coefficient.
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Table 6. Results of the examination of the strength of the relationship between the difference

in colors (Ne10) and the degree of perception of the chains as distinct from each other (Ne21)

Strength of the relationship Theoretical value Significance level
between:
Nel0 and Ne21 0.288 p- value < 0.001

Source: Systematization of the author

From Table 6 , it is clear that the level of Cramer's coefficient (p-value < 0.001) is less
than the error a (0=0.05), from which it follows that the coefficient is significant. The value of

the coefficient is 0.288, which defines the relationship as weak , since the value lies between

0.0 and 0.3.
In conclusion, the following conclusion can be drawn.

Conclusion: With a guaranteed probability of 95%, it can be argued that there is a
significant relationship between the colors in the interior of the different FMCG hypermarket

chains and their degree of distinction from each other.
2.2. Second hypothesis

In order to test the second hypothesis (Music differentiates the different brands of FMCG
hypermarkets), the relationship between the answers received from question Nel1l of the survey,
which reads: " Do you differentiate between the music played in the different hypermarkets?",
as well as the answers received from question Ne21 of the survey, which reads: "To what extent
do you perceive the FMCG hypermarket chains — Kaufland, Lidl, Billa, Metro and Fantastico,
as different from each other?".
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Table 7. Percentage distribution between the difference in the music played (Nell) and the

degree of perception of the chains as different from each other (Ne21)

To what extent do you perceive the
FMCG hypermarket chains — e
Kaufland, Lidl, Billa, Metro and ﬁ
Fantastico as different from each 8
Nell other?
High degree Low grade
Do you differentiate
between the music Yes 98.5% 1.5% 100%
played in different
hypermarkets? No 69.2% 30.8% 100%

Source: Systematization of the author

Table 7 presents a cross-tabulation (the bivariate distribution) between the two studied
variables. It shows that people who differentiate between music (taking this sensory element
into account) have a 98.5% differentiation of different hypermarket brands. When the consumer
does not differentiate between music, brand differentiation drops by almost 29%. This suggests
that perhaps there is a relationship between different music and the degree of circuit

differentiation. Whether this is the case is checked with statistical hypothesis testing.

v" Defining null and alternative hypothesis
Ho - There is no statistically significant relationship between the music played in the

different FMCG hypermarket chains and their degree of differentiation from each other

Hi — There is a statistically significant relationship between the music played in the
different FMCG hypermarket chains and their degree of differentiation from each other

v' Determining the risk of error

The error of verification is 5%.

v Method selection (statistical criterion)
Since the music played (Yes/No) and the degree of acceptance (High/Low) are on a weak

scale, a Chi-square analysis is appropriate to test the relationship.

v’ Calculation of significance level (p- value )
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Table 8. Results of the examination of the relationship between the difference in the music

played (Nel1) and the degree of perception of the chains as different from each other (Ne21)

Connection between: Significance level

Nell and Ne2l p- value < 0.001

Source: Systematization of the author

v/ Making a decision

Table 8 shows that the level of significance p-value < 0.001 is less than the error a
(0=0.05), which means that the null hypothesis is rejected in favor of the alternative (H1) which
states that there is a statistically significant relationship between the music played in the
different FMCG hypermarkets and their degree of distinction from each other.

The three conditions for the application of Chi-square analysis are met, namely:

- No more than 20% theoretical values less than 5 — this condition is partially met, as
the percentage is 25%, but its value is quite close to the limit value.

- No theoretical frequencies less than 1 — the minimum theoretical value here is 1.30.

- The sample should exceed 50 cases — the sample for this check consists of 220
persons.

In summary, it can be said that the conditions are met and it can be assumed that the

obtained results of the analysis are reliable.

Once a link has been proven, it is analyzed how strong it is. This is accomplished with

the Kramer coefficient.

Table 9. Results of testing the strength of the relationship between difference in music played

(Nel1) and degree of perception of circuits as distinct from each other (Ne21)

Strength of the relationship Theoretical value Significance level
between:
Nell and Ne2l 0.433 p- value < 0.001

Source: Systematization of the author

From fable 9 it is clear that the level of Cramer's coefficient (p-value < 0.001) is less than
the error a (0=0.05), from which it follows that the coefficient is significant. The value of the
coefficient is 0.433, which defines the relationship as medium , since the value lies between 0.3

and 0.7.
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In conclusion, the following conclusion can be drawn.

Conclusion: With a guaranteed probability of 95%, it can be argued that there is a
significant relationship between the music played in the different FMCG hypermarket chains

and their degree of distinction from each other.
2.3. Third hypothesis

In order to test the third hypothesis (Scent differentiates different brands of FMCG
hypermarkets), the relationship between the answers to question Nel4 of the survey, which
reads: “Do you differentiate the overall aroma while shopping in different hypermarkets?”” as
well as the answers received from question Ne21 of the survey, which reads: “To what extent
do you perceive the FMCG hypermarket chains — Kaufland, Lidl, Billa, Metro and Fantastico,
as different from each other?”.

Table 10. Percentage distribution between the overall aroma (Nel4) and the degree of

perception of the chains as distinct from each other (Ne21)

To what extent do you perceive the
FMCG hypermarket chains — e
Kaufland, Lidl, Billa, Metro and ;ﬂ
Fantastico as different from each E
Neld other?
High degree Low grade
Do you differentiate
the overall aroma Yes 95.9% 4.1% 100%
while shopping in
different No 88.5% 11.5% 100%
hypermarkets?

Source: Systematization of the author

Table 10 represents a cross-tabulation (the bivariate distribution) between the two studied
variables. From it, it can be seen that people who differentiate between the aroma (taking this
sensory element into account) have a 95.9% differentiation of the different hypermarket brands.
When the consumer does not differentiate between the fragrances, brand differentiation drops
by almost 7%. This indicates that there may be a relationship between the different aroma and
the degree of differentiation of the chains. Whether this is the case is checked with statistical

hypothesis testing.

v" Defining null and alternative hypothesis
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Ho - There is no statistically significant relationship between the overall aroma in the

different FMCG hypermarket chains and their degree of differentiation from each other

Hi - There is a statistically significant relationship between the overall aroma in the

different FMCG hypermarket chains and their degree of differentiation from each other

v' Determining the risk of error

The error of verification is 5%.

v Method selection (statistical criterion)
Since overall scent (Yes/No) and degree of perception (High/Low) are on a weak scale, a

Chi-square analysis is appropriate to test the relationship .

v' Calculation of significance level (p-value )
Table 11. Results of the examination of the relationship between the overall aroma (Ne14) and

the extent to which chains are perceived as distinct from each other (Ne21)

Connection between: Significance level

Neld and Ne21 p- value > 0.127

Source: Systematization of the author

v/ Making a decision

Table 11 shows that the level of significance p-value > 0.127 is greater than the error a
(0=0.05), which means that the alternative hypothesis is rejected in favor of the null (Ho ), which
states that there is no statistically significant relationship between the overall aroma in the

different FMCG hypermarkets and their degree of differentiation from each other.
The three conditions for the application of Chi-square analysis are met, namely:

- No more than 20% theoretical values less than 5 — this condition is partially met, as
the percentage is 25%, but its value is quite close to the limit value.

- No theoretical frequencies less than 1 — the minimum theoretical value here is 1.30.

- The sample should exceed 50 cases — the sample for this check consists of 220
persons.

In summary, it can be said that the conditions are met and it can be assumed that the

obtained results of the analysis are reliable.

In conclusion, the following conclusion can be drawn.
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Conclusion: With a guaranteed probability of 95%, it can be argued that there is no
significant relationship between the overall aroma in the different FMCG hypermarket chains
and their degree of distinction from each other.

2.4. Fourth hypothesis

In order to test the fourth hypothesis (Touch differentiates the different brands of FMCG
hypermarkets), the relationship between the answers received from question Ne20 of the survey,
which reads: "Do you differentiate when touching shopping carts and baskets in different
hypermarkets?", as well as the answers received from question Ne21 of the survey, which reads:
"To what extent do you perceive the FMCG hypermarket chains — Kaufland, Lidl, Billa, Metro

and Fantastico, as different from each other?".

Table 12. Percentage distribution between the difference in touch (Ne20) and the degree of

perception of the chains as different from each other (Ne21)

To what extent do you perceive the
FMCG hypermarket chains — e
Kaufland, Lidl, Billa, Metro and g
Fantastico as different from each S
Ne20 other?
High degree Low grade
Do you differentiate
when touching Yes 97.2% 2.8% 100%
shopping carts and
baskets in different No 85.7% 14.3% 100%
hypermarkets?

Source: Systematization of the author

Table 12 represents a cross-tabulation (the bivariate distribution) between the two studied
variables. It shows that people who differentiate between touch (taking this sensory element
into account) have a 97.2% differentiation of the different hypermarket brands. When the user
does not differentiate between touch, brand differentiation drops by almost 12%. This indicates
that there may be a relationship between the different touch and the degree of differentiation of

the circuits. Whether this is the case is checked with statistical hypothesis testing.

v" Defining null and alternative hypothesis
Ho - There is no statistically significant relationship between the touch in the different

FMCG hypermarket chains and their degree of differentiation from each other
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Hi— There is a statistically significant relationship between the touch in the different

FMCG hypermarket chains and their degree of differentiation from each other

v' Determining the risk of error

The error of verification is 5%.

v Method selection (statistical criterion)
Since touch (Yes/No) and degree of perception (High/Low) are on a loose scale, Chi-

square analysis is appropriate to test the relationship .

v' Calculation of significance level (p-value )
Table 13. Results of the examination of the relationship between the touch (Ne20) and the

degree of perception of the chains as different from each other (Ne21)

Connection between: Significance level

Ne20 and Ne21 p-value < 0.01

Source: Systematization of the author

v Making a decision

Table 13 shows that the level of significance p-value < 0.01 is less than the error a
(0=0.05), which means that the null hypothesis is rejected in favor of the alternative (H1), which
states that there is a statistically significant relationship between the touch in different FMCG

hypermarkets and their degree of distinction from one another.
The three conditions for the application of Chi-square analysis are met, namely:

- No more than 20% theoretical values less than 5 — this condition is partially met, as
the percentage is 25%, but its value is quite close to the limit value.

- No theoretical frequencies less than 1 — the minimum theoretical value here is 2.10.

- The sample should exceed 50 cases — the sample for this check consists of 220
persons.

In summary, it can be said that the conditions are met and it can be assumed that the

obtained results of the analysis are reliable.

Once a link has been proven, it is analyzed how strong it is. This is accomplished with

the Kramer coefficient.
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Table 14. Results of the test of the strength of the connection between the touch (Ne20) and the

extent to which chains are perceived as distinct from each other (Ne21)

Strength of the relationship Theoretical value Significance level
between:
Ne20 and Ne21 0.207 p-value < 0.01

Source: Systematization of the author

From table 14 it is clear that the level of Kramer's coefficient (p-value <0.01) is less than
the error a (0=0.05), hence the coefficient is significant. The value of the coefficient is 0.207,

which defines the relationship as weak , since the value lies between 0.0 and 0.3.
In conclusion, the following conclusion can be drawn.

Conclusion: With a guaranteed probability of 95%, it can be argued that there is a
significant relationship between the touch in the different chains of FMCG hypermarkets and

their degree of distinction from each other.
2.5. Conclusions of the results of the research hypotheses

Three out of a total of four hypotheses set forth in this dissertation were confirmed during

their statistical verification, and one was rejected (Table 15).
Table 15. Results of the research hypotheses
Ne Hypothesis Result

H1 Colors in the interior differentiate the different brands of | Confirmed
FMCG hypermarkets
H2 Music differentiates the different brands of FMCG | Confirmed
hypermarkets
H3 The aroma differentiates the different brands of FMCG | Rejected

hypermarkets
H4 The touch differentiates the different brands of FMCG | Confirmed

hypermarkets

Source: Systematization of the author

In conclusion, it can be summarized that according to the hypotheses that were set and

tested, it was proved that colors in the interior, music and touch differentiate the FMCG
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hypermarkets. It was also proven that the aroma does not differentiate the FMCG hypermarkets.
This showed that three out of the four senses that were investigated had an impact on brand
differentiation for different FMCG hypermarkets. Colors in the interior or the sensory element
"sight” increases brand differentiation around 19%. Music or the sensory element "sound"
increases brand differentiation around 29%. Touch of the shopping carts and baskets or the
sensory element "touch" increases brand differentiation around 12%. For overall aroma or the
sensory element "smell”, brand differentiation only rises around 7%. From the Kramer
coefficient, it was proved which sensory element has the strongest relationship regarding the
differentiation of FMCG hypermarkets, and this is observed for the sensory element "sound".
This also corresponds to the highest effect of increased differentiation, precisely from this
sensory element, which in exact percentage terms equals +29.2%.

Therefore, it makes sense for FMCG hypermarket chains to bet on different strategies
regarding sensory marketing because it has been proven to contribute to brand differentiation.
Through sensory marketing, chains are more distinguishable to their customers and so
consumers make a clearer difference in their minds about their preferences for a place to shop

relative to sensory experiences.

3. Development of practical guidelines for the application of sensory elements in FMCG

hypermarkets
3.1. Analysis of consumer preferences
The conclusions that can be drawn about consumer preferences are:

1. Consumers like to be played quieter and more relaxing music while they shop.

2. Customers don't like audio messages played while shopping regardless of the
message.

3. The aroma from the bakery is highly liked and attractive, which often leads to impulse
purchases in this sector.

4. Tastings are preferred by consumers.

5. Touch is very important, for example in the fruit and vegetable sector it is often a

determining factor in making a purchase.
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3.2. Practical guidelines for the application of sensory elements in FMCG

hypermarkets

This paragraph presents practical guidelines for the implementation of sensory elements

in FMCG hypermarkets in relation to consumer preferences.

Table 16. Practical guidelines for the application of sensory elements in FMCG

hypermarkets

Practical guidelines for the application of sensory elements in FMCG hypermarkets

~ Sensory element  Specific sensory method ~ User preference while shopping
Sound Music Quiet and peaceful
Sound Sound messages None or minimized
Smell A bakery aroma Enticing aroma of freshly baked pasta
Taste Tastings More tastings
Touch Physical Touch (all products) Nice texture/fabric

Appropriate weight, shape,

temperature

High quality

Touch Physical touch (in the fruit and Good shape
vegetable sector) Freshness

Good texture
Source: Systematization of the author

Table 16 presents practical guidelines for the implementation of sensory elements in
FMCG hypermarkets according to the revealed consumer preferences analyzed in the questions
of the second section of the survey. The practical guidelines set out are intended to help FMCG
hypermarkets to navigate and focus on the most precise elements and methods of sensory
marketing that are most preferred and liked by consumers, so that their experience during
shopping to be as satisfying as possible and at the same time bring maximum revenue to the

chain.

After processing the data from the survey questions and arriving at practical guidelines
for the implementation of sensory elements in FMCG hypermarkets in relation to consumer
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preferences (Table 16), the guidelines are tested on site in five FMCG hypermarket chains

(Kaufland, Lidl, Billa, Metro and Fantastico) through observations and customer surveys.

Observations and surveys of customers were carried out over a period of one working
week, with one working day set aside for each chain, so that the observations could be as
thorough as possible and cover each time range and the different groups of customers. The

interviewed clients are 100 people for each individual question and are randomly selected.

In conclusion, the testing confirms the accuracy of the derived practical guidelines and
their usefulness in their application by FMCG hypermarkets to maximize positive stimulation

and satisfaction of customers' sensory experiences during shopping.
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V. PUBLICATIONS ON THE TOPIC OF THE DISSERTATION
Articles

1. Evtimova, P. (2020). Impact of Sensory Marketing Elements on Consumer Behavior.
Scientific vector of the Balkans, VVolume 4, No. 4(10), 2020, pp. 85-90, ISSN (print):
2603-4840, ISSN (online): 2683-1104, DOI: 10.34671/SCH.SVB.2020.0404.0013

<https://www.elibrary.ru/item.asp?id=44315992>

82



2. Evtimova, P. (2021). Applying emotional branding to create brand trust and brand
loyalty. Balkan Scientific Review, Volume 5, No. 1(11), pp. 55-58, ISSN (print):
2603-4867, ISSN (online): 2683-1082, DOI: 10.34671/SCH.BSR.2021.0501.0009

<https://www.elibrary.ru/item.asp?id=44951382>

Scientific reports

1. Evtimova, P. (2022). Sensory marketing in the digital world. International scientific
conference "Strategic planning and marketing in the digital world", PC — UNSS, pp.
324-330, ISSN (print): 2815-3812, ISSN (online): 2815-3820.

2. Evtimova, P., (2023). Study of the popularity of the sensory digital technology
"virtual try-on" in Bulgaria. International Scientific Conference "Strategic Planning
and Marketing in the Digital World", PC — UNSS, pp. 168-176, ISBN 978-619-232-
725-5

VI. DECLARATION OF ORIGINALITY

| declare that the dissertation research is my own and that I have in good faith indicated

the used literary sources.

83



