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Hayunu TpynoBe 3a yuacTue B KOHKypca 3a JOLEHT

I. Monorpadgust i paBHOCTOHHU MyOJaMKanuM — 1o 4. 62, 1. 3 ot ITYPIIHC3A/l B 1Y -

Bapna

3araBue

Pe3rome

Bpann nmozunronupane: nepcreKTUBH Ha Mmazapa Ha OMTOBH
yCIIyTH

N3cnenBane Ha TNO3MIMOHHPAHETO Ha
Fantastic Services Australia B KoHTEKCTa
Ha KOHKYpPEHTHaTa cpela Ha Ia3apa Ha
OutoBM ycmyru B ABCTpamus U
OTKpOsIBaHE HSIKOU TIPUIIOKHU
KOMYHUKAIIHOHHU acleKTH (KOWUTO Ja
MOCIY’KaT B MPAKTUKATa U HAa KOMIIAHUH
OT Apyru OpaHIIOBE), KakTo U Ja ce
dbopMynupaT W3BOAM ¥ HACOKH 3a
M3rpaXkJaaHe Ha MOIXOSIA TO3HIIHOHHA
CTpaTerus 3a KOMIAHMSITA.

II. Monorpadum u cryauu no 4wi. 62, 1. 4 or IYPIIHC3A/l B 1Y — Bapna

3arjiaBue

Pe3iome

Zhechev, V. and Yordanova, S. (2011) The importance of
cross-border cooperation for the growth of employment and
alternative job creation: the case of Dobrudzha region
(International University College, Bulgaria).

This report examines the possibilities for
uniting the efforts in the realm of

business and education in the Cross
border  Romanian-Bulgarian  region
through development and

implementation of new and innovative
approaches. The report provides
empirical evidence, the data for which
was gathered on the Bulgarian and
Romanian side of the Danube river and it
presents and compares the findings to
track down the potential positive
impacts.

Zhechev, V. (2011) General Motors Bulgaria Research
Paper: The penetration of the crisis and its impact on General
Motors Bulgaria, VDM, Germany

The purpose of this report is to assess the
business operations of the General
Motors Southeast Europe (GMSE)
Representative Office in Bulgaria by
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putting them into the framework of
contemporary economic circumstances
(2008-2009) and consequently-provide
strategic recommendations. Essentially,
given some facts such as the stable
growth the branch witnesses and its
current leading position on the Bulgarian
new cars market, present a sound reason
for the company to consolidate its
operations in order to strengthen its
competitive advantage.

Zhechev, V. And Ivanov, S. (2011) Critical review and
practical application of change management.// International
Journal of Professional Management, VVolume 5, Issue 4.

The chief objective of this study is to
critically review the underlying concepts
of different change  management
approaches, change manager roles and
provide a framework for understanding
their ~ impacts on  organisational
reformation in higher education. The
article includes observations of the
evolution of change management and the
shifting role of change managers. The
study also incorporates real life case
from Bulgaria highlighting important
aspects of the change management
process, which provides valuable
insights to identifying the principal
protrusions of change on the operations
of a Bulgarian higher education
institution. Finally, the paper provides
recommendations to practitioners as for
how to mitigate failure rates during the
process of implementing change.

Stanimirov, E. and Zhechev, V. (2012) The Impact of
Organisational Flexibility and Employee Commitment on
Customer Satisfaction.// International Journal of Professional
Management, VVolume 7, Issue 3.

This research paper strives to explore the
relationships  between  organisational
flexibility and employee commitment in
companies’ efforts to achieve customer
satisfaction within the contemporary
business environment in the service
sector in Bulgaria. Specific point in
measuring consumer satisfaction is the
fact that the paper takes into account and
compares views of managers and
employees, not customers. The
predominant share of managers and
employees with experience over two
years on the particular position at the
researched companies is considered an
important factor, which contributes to
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the reliability, relative validity and
objectivity of the estimates.

Craanmupos, E. u XKeues, B. (2013) I[Torpeburenckara
OpueHTaluss KaTo (akTop 3a  YJOBJIETBOPEHOCT Ha
KieHTute.// Uxonomuuecku uzcneosanus, ctp. 56-89; Kaura
3, BAH.

Cryauara € CTpyKTypHpaHa B HAKOJKO
qacCcTu. H'I)pBOHa'-Ia.HHO B TCOpCTI/I‘leH
IUIaH Ca M3SCHEHH CBIIHOCTTA Ha
nmorpeduTeNCKaTa  OpPHEHTAlus,  Ha
KJIMEHTCKAaTa yIOBIETBOPEHOCT, KAKTO M
Ha BPB3KUTE MEXAY TIX. B mociencTeue
e pa3paboTeHa  IOCTaHOBKa Ha
M3CIIEIBAHETO, KATO ca MPEIOKEHH U
000CHOBaHU KOHIICNITyaJlleH U
oreparyioHaJIeH MOJEIH 3a H3CIICJBaHEe
Ha BPB3KHATE MEXIy: MOTpeOUTeIcKara
OpI/IeHTaHI/IH Ha KOMITaHHUUTE,
notpeduTenckaTa OpHUCHTAIHS Ha
MeHI/I):[)K'I)pI/ITe n CHy)KI/ITeJH/ITe nu
VIOBIETBOPEHOCTTa HA KIHEHTHTE. B
Tperara dYacT Ha  CTyausATa  ca
[IPEACTABCHH M TUCKYyTHPAHH PE3yJITaTH
OT M3CIIEJBAHETO HA BPB3KUTE MEKIY
notpeduTenckaTa OpHCHTAIUS u
YIOBJICTBOPEHOCTTa Ha KIHMEHTHTE. B
3aKJIIOUYEHHETO  HA  CTyaumsATa  ca
HaHpaBCHI/I HSAKOU IIO-ChUICCTBCHHU
0000111eHHs], B3 OCHOBAa Ha HM3BOIMTE B
naparpad ,,Pesyntatu u auckycus ot
W3CIIEZIBAHETO HA BPB3KUTE MEXIY
notpeduTenckaTa OpHCHTAIUS U
YJIOBJICTBOPEHOCTTA HA KIIUCHTUTE™

Zhechev, V. and Stanimirov, E. (2013) The impact of
brand extensions on brand image dilution related to
nichemanship: an example from Porsche in Bulgaria./
International Journal of Professional Management, VVolume
8, Issue 6, November.

The purpose of this paper is to explore
the effect of brand extensions as a
forerunner to brand image dilution. This
determinant is discussed in the context of
the sports car manufacturer Porsche in
Bulgaria.  Porsche has  witnessed
profound transformation as it has
evolved from a single-product company
to a broad, market oriented sports car
manufacturer which targets a larger
customer base. This is an attention-
grabbing business transition as Porsche
is undergoing many changes in core
company values that have made it
successful in the past (a strong focus on
performance sports cars and sole control
over its operations). From a managerial
perspective, this paper supports the
concept that traditional niche marketers

3
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such as Porsche should capitalise on
consolidating their competencies and
enhancing their sales proposition rather
than seek a broader market outreach.
From an academic viewpoint the article
develops the concept that downward
brand extension may have a positive
financial effect, but it can also put the
brand image into risk from dilution and
repositioning into untypical categories.

Cranumupos, E. u XKeues, B. (2017) UmumxoBu epextu
OT €KCTCH3UPAHETO Ha HHITOBH aBTOMOOMWIM OT Kiac ,,F” B
boearapus.// Hxonomuuecku uzciedsanus, Kuaura 2, 132-171,
BAH.

B cBeroBHaTa mpakTuka Morat jaa ce
MoCcOYaT MHOTO TPUMEpPH 3a KOMITaHUH,
KOUTO C€ TIO3UIMOHUPAT B IMa3apHH
Humm. C nen na Obmat oOCHyXBaHH
MmoBeue  KIMEHTCKH  TPymH  Te3H
KOMIIAHMM BCE I0-4eCTO IpuiaraT
cTparernn Ha OpaHJ eKCTeH3HpaHe,
KOUTO 00aue 3aTpyIaHSIBAT €PEeKTUBHOTO
MPHUCIIOCO0sIBAaHE HAa MapKEeTWHTOBaTa
JMeHHOCT KBM KiIo4oBH mTazapu. Cpen
MPUYUHHUTE MHOKECTBO HUIIOBU
KOMTIaHUH hit:} mpenmnpueMaT
eKCTEH3WpaHe ca: HaMajsBaHe Ha
omepaTHBHHS W ()UHAHCOB  PUCK;
nogoOpsiBaHe Ha Opann
OCBEJIOMEHOCTTa;  BB3MOJI3BAaHE  OT
paslIMpPEeHO ThPCEHE; CTPEMEX 3a IO-
JISTaliTHO ~ oOXBalllaHe Ha  [a3apHU
cerMeHTH u jap. HaBnmzaHero B HOBHM
masapHd  CErMEHTH  4pe3  OpaHj
eKCTEH3UpPaHe MOXKE Ja  IOCTaBH
MPEeIU3BUKATEIICTBA  TNMPH  KOHTPOJA
BbPXY HMHU/KA Ha JaJicH HUIIBP. BbB
Bpb3Ka C TOBA € HANpaBEH OIMUT Ja Ce
NpeJICcTaBl  aBTOpCKa  paMKka  3a
u3cieBaHe Ha BITMSTHHETO Ha
HU3XOJSIIUTE ©KCTCH3UM BBPXY OpaH/
MMMKa Ha aBTOMOOMIM OT Kiac ,,F” B
bearapus. B mporieca Ha n3cieaBaHETO
ce OIEeHsABAaT pa3nuyHu  (aKTOpH,
LEJISIM J1a TIOCIyXar 3a CPaBHCHUE Ha
OCHOBHU IICHHOCTH Ha KJIMCHTHUTE,
CBBP3aHM C  CBOJIIOWpAIIus  OpaHn
AMUK HA TE3W aBTOMOOMIIH.
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ITI. Hay4nu cratnu no 4i. 62, 1. 4 ot IIYPITHC3A/l B 1Y - Bapna

3ariaBue Pe3rome
Humutpakues, JI. m JKeue, B. (2010) Bwucmmure | iMa MHOTO HM3TOYHHUIIM Ha JUTEPATypa,
yunnuimia B bearapus u oOmectBoro Ha 3HaHueTo.// | KOMTO — 0OCHXKIAT  3HAYCHHETO  Ha

Co6opuuk Hayunu Tpynose Ha PY | Anren Kvnues”, Tom 49,
Cepus 5.1, UIKOHOMHKA U MEHMJI)KMBHT.

YIIPABICHUETO HA 3HAHUATA U MPOLIECUTE,
oOXBamamu CHLOMpPAHETO HA 3HAHUA U
npeaaBaHeTo Ha 3HaHWA. llpu3HaBaHETO
Ha 3HAUEHUETO HA  HHTEJIEKTYaTHUS
KaIlMTaJl B MOMEHTa BOJIU JI0 CH3AaBAHETO
Ha HOBHU YIIPABJICHCKHU IIPAKTUKHU, KOUTO C€
OCHOBaBaT Ha 3HAHUETO.
CeinecTByBamara JmuTepaTrypa  obaue
oTHIeNs MaJKo BHUMAaHHE Ha
YOpaBJICHUCTO Ha 3HAHUATA BbB BUCILICTO
oOpa3oBaHue u COILMAIIHO-
HKOHOMHMYECKOTO MYy Bb3jeicTBHe. Tazu
CTaTUs UMa 3a 1IeJl Ja Npoy4u (QyHKIHITA
Ha YIOpaBJICHUETO Ha 3HAHUATA B
oprapckute BY w  ga  ompenmenu
OCHOBHHUTE Henoctarslm. [lo chIIecTBo
cTaTtusATa Mnpeaiara TCOPETUYCH MOIACI,
KOWTO MOXE Ja Cc€ BB3MIOJ3Ba OT
YIpaBICHUETO Ha 3HAHUETO B
Obirapckute BY u mo TO3m HauumH 1a
YBEJIMYM CTOHHOCTTa Ha OOpa30BaTEITHUS
MPOAYKT, KOWTO Mpesarar.

licheva, P. and Zhechev, V. (2010) Cruise Tourism in
Bulgaria.// International Journal of Hospitality Students:
http://www.sturesearch.ch/?cat=13.

The predominant rationale of this study
is to outline the chief prerequisites for the
development of cruise tourism in
Bulgaria. The paper not only reveals the
significance of the chosen type of
alternative tourism in Bulgaria, but it
also examines the foremost development
and demand factors that have
contributed to its current state in the
country. Finally, the study sheds a light
on the future growth of cruise tourism
and the concomitant alterations in the
tourism sector as a result of the former.

Todorov, A. and Zhechev, V. (2010) The impact of
overbooking on hotels” operations management.//
International ~ Journal  of  Hospitality  Students;
http://www.sturesearch.ch/?cat=13.

In order to optimize operational efficiency
and increase their profitability hotel
managers put emphasis on implementing
successful operational techniques.
Overbooking is seen as an important
revenue management tool in the hotels’
operation management and is one of the
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commonly used revenue strategies
implemented in the hotels’ management
practices.

In this regard, the current report aims to
discuss and  outline the  main
characteristics of overbooking and its
impact on the hotels’ operation
management. Moreover, it analyzes and
presents the consequences of successful or
inappropriate overbooking management
decisions because depending on the way
the overbooking is planned and managed it
can have positive (increased long-term
revenue, better management capacity, etc.)
and negative (loss of room revenue,
decreased customer loyalty, loss of hotel
reputation, etc.) influence over the hotel’s
profitability. The paper also evaluates
several publications as overbooking is a
commonly discussed topic in the academic
literature. In addition to the literature and
theoretical ~ background, the report
examines overbooking from practical
point of view and reviews its
implementation within the hotel industry.

Dimitrakiev, D. and Zhechev, V. (2011) Bulgarian
Higher Education and the knowledge society.// Journal of
Entrepreneurship and Innovation, 3 (3), November.

There are multiple literature sources
discussing the importance of knowledge
management and the processes
encompassing knowledge gathering and
transfer of knowledge. The
acknowledgement of the significance of
intellectual capital at present leads to the
establishment of new management
practices, which are based on knowledge.
However, the existing literature has
devoted limited attention to knowledge
management in higher education and its
socio economic impacts. This article aims
at exploring the function of knowledge
management in Bulgarian institutions of
higher education and identifies major
shortcomings. It also emphasizes on the
decreasing quality of higher education in
the country and the restricted resources
available for research and science, which
puts a damper on possible developments in
this realm. This paper also puts the fact
that Bulgarian undergraduates do not
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engage in scientific undertakings into
critical discussion. Essentially, the article
proposes a theoretical model that can
leverage the management of knowledge in
Bulgarian higher education institutions
and by virtue of this — enhance the value
of the educational product they offer.

Zhechev, V. and Ivanov, S. (2011) Critical Review and
Practical Application of Change Management: The Case of
a Higher Education Institution.// International Journal of
Professional Management, Volume 5, Issue 4.

The chief objective of this study is to
critically review the underlying concepts
of  different change  management
approaches, change manager roles and
provide a framework for understanding

their impacts on organisational
reformation in higher education. The
article includes observations of the

evolution of change management and the
shifting role of change managers. The
study also incorporates real life case from
Bulgaria highlighting important aspects of
the change management process, which
provides valuable insights to identifying
the principal protrusions of change on the
operations of a Bulgarian higher education
institution. Finally, the paper provides
recommendations to practitioners as for
how to mitigate failure rates during the
process of implementing change.

Ivanov, S., V. Zhechev (2012) Hotel revenue
management — a critical literature review.// Tourism, 60 (2),
pp. 175-197.

The paper presents a critical literature
review of the main concepts of hotel
revenue management (RM) and current
state of theoretical research. It emphasizes
on the different directions of hotel RM
research and focuses comprehensively on
the elements of the hotel RM system and
the stages of RM process. Special attention
is paid to the different hotel RM centres,
the pricing and non-pricing RM tools,
forecasting methods, the RM software,
RM team and ethical considerations as
they play a central role in the RM practice.
Finally, the article outlines future research
perspectives and discloses potential
evolution of RM in future.

Zhechev, V. (2016). Image Effects Resulting From
Brand Extensions Of Niche Automobiles. // lzvestiya, (2),
230-235.

ToBa npoyuBane Ha OpaHIOBETE OT Kiac
I’ Ha TIOTPEOUTENICKM Ta3ap Ha HOBH
aBToMoOMnM B bbarapus ce 0Oa3upa Ha
GdakTOpH, CBBpP3aHH C EKCTEH3MATa Ha
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Opanna wu edexkture OT Hed BBPXY
nvumka.  KoMmeHTupanuaTr Qokyc Ha
NPOYYBAaHETO TO pa3rpaHUuaBa IEJEBO U
reorpa)CKu OT TPEIMIIHU H3CIICIABAHMS.
CpllecTBEH MOMEHT € HE  €aMo
MPOYYBAHETO HA XapaKTepa Ha BIUSHHUETO,
HO u uAeHTH(QUIPAHETO u
Oopa3MepsiBaHEeTO Ha e(EKTHTE B UMHUIKOB
wiad. Ta3W TeXHOJNOTMYHA W HMMHJKOBA
€BOJIIOIMS TPEACTaBIIsIBA OT €JHa CTpaHa
NpaKkTHYECKHd MpobjeM, a OT apyra -
MHTEpECEeH 3a MApKETHHIOBaTa TEOPHS H
NpakTUKa OM3HEC MPEXOo/I, MPOU3THYAI] OT
npoleca Ha €KCTEH3UpaHe B pe3ysTar oOT
JICTAHIHOTO CETMEHTHpaHe Ha mas3apa.

Stanimirov, E. P., Zhechev, V. S., & Stanimirova, M. R.
(2017). Strategic Readiness for CRM Process Management:
the Case of Business Service Companies in Bulgaria. //
Inquiry, 2(1).

The article explores the individual
components of the CRM process, the latter
being a premise on which adequate
management of customer relationships is
built. The paper proposes a methodology
for assessment of the different components
of the CRM process. It looks at the results
from a study on the strategic readiness of
companies, engaged in business services
from four different sectors in Bulgaria, to
manage their customer relationships. The
empirical  research is limited to
investigation of the CRM vision and CRM
base of the aforementioned companies.
For the purposes of the study the
researchers have collected and processed
data in corporate areas as: management
principles; practices for analysis and
assessment of clients; corporate and
organizational culture; customer databases
management. The results serve as basis for
inferences in the context of development
of CRM practices for the business services
sector.

Zhechev, V. S., & Stanimirov, E. (2017). Factors
Shaping Attitudes towards Niche Luxury Cars Resulting
from Brand Extensions. // Inquiry, 2(1).

This article delves into the factors that
shape consumer attitudes towards niche
car brands of class “F” on the Bulgarian
new cars market. It makes reference to
some critical aspects that can steer change
in the way these brands market themselves
and attempts to identify the shifting nature
of consumer attitudes related to niche
luxury car purchase and ownership. The
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main objective of the paper is to present
part of the findings of a broader study on
the image effects from downward brand
extensions by putting a special emphasis
on the variables, shaping the attitudes
towards niche car brands. It also presents
some conceptual and methodological
aspects that can be used for studies in
other industries (e.g. consumer electronics,
luxury apparel, etc.). The article holds
practical value for market players as it
tries to classify multipliers of success for
companies practicing nichemanship.

Zhechev, V. S., & Stanimirov, E. (2018). Brand
positioning of domestic services in Australia. // Global
Journal of Business, Economics and Management: Current
Issues, 8 (1), 20-29.

The purpose of this article (as part of a
larger study) is to develop and apply a
methodology for analysing and assessing
the competitive position of the Fantastic
Services Australia (FSA) brand in the
surveyed country (and the major regional
domestic services markets—Melbourne
and Sydney). Based on scientifically
grounded analysis, theoretical ideas and
exploration of FSA markets, the paper
highlights some marketing prospects for
the company and draws conclusions and
guidelines for building an appropriate
positioning strategy for the respective
regions and types of services (end of lease
cleaning, carpet cleaning and one-off
cleaning). FSA is one of the largest market
players, both in terms of scale and network
of franchisees, and this coupled with the
intensive rivalry it faces further elucidates
the need for carefully calibrated brand
positioning to maintain competitive edge.

IV. Hayunu gokaaam mo 4. 62, 1. 4 ot IYPIIHC3Al B 1Y - Bapua

3ariaaBue

Pe3rome

Zhechev, V. and Stoyanova, E. (2011) Management of
Knowledge as a link between higher education and
businesses in Bulgaria.// Proceedings of the International
scientific conference “Key competences in education —
strategies and practices”.

Intellectual capital and knowledge are
emerging as a significant competitive
advantage in contemporary business as
they directly influence a company’s
efficiency. The role of institutions of
higher education in the context of the
modern information society requires a new
approach to the improvement of
knowledge management, which shall be
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put forward to the business world. This
article reviews the role of knowledge
management as a tool that links business
and higher education in Bulgaria.
Knowledge management is viewed from
several perspectives: (1) knowledge as a
catalyst of organizational development, (2)
knowledge as a social resource, (3) fields
of knowledge management and (4)
knowledge  management in  higher
education. It also presents critical analysis
of the problems of higher education in the
country and capitalizes on intellectual
capital as an instrument for achieving
competitive advantage. The main objective
of the article is to provide clearly defined
recommendations for optimization of the
higher education system in Bulgaria
through  implementation of effective
management “at the entry” and throughout
the educational process to ensure the
graduates are finally ready to meet the
changing demands on the business side by
using the knowledge  management
principles. The article emphasizes that
effective knowledge management and
intellectual capital have the potential to
enhance a firm’s competitiveness.

Stoyanova, E. and Zhechev, V. (2011) Higher education in
Republic of Bulgaria — critical analysis and common
guidelines for change.// Proceedings of the International
scientific conference “Key competences in education —
strategies and practices”.

This article aims at identifying major
problems of Bulgarian state higher
education. It provides critical analysis of
government  education  policy and
evaluation of current state of higher
education institutions in Republic of
Bulgaria. Analysis starts from the
viewpoint that each market oriented
educational system must always set at least
two primary objectives: 1/Providing high
quality of students’ training and 2/Meeting
the demands of business without
“overproduction” of students.The review
of the problem points out two key
prerequisites for effective higher state
education provision, namely: 1/Funding of
universities should be based on quality, not
guantity. Universities must be given rights
to work out their own systems for objective
assessment of students’ knowledge. This

10
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will prompt competition among students
and will lead to a higher quality of
education.  New  characteristics  of
educational programs have to take place to
encourage knowledge building — giving
priority to practical training and
development of professional and personal
skills, instead of memorizing theoretical
facts and thus being awarded a diploma
without any conscious efforts. 2/Huge
amount of the government quota in higher
education has to be cut down or, at least,
become an object of stringent control and
planning. The common guidelines for
change offered by this article can be
enforced according to the current objective

possibilities of Bulgarian educational
system.
JKeuen, B. (2012) MapkeTHHT OTHOIICHWH B WHAYCTPUH | B maHHOW cTratbe paccMaTpHUBacTCs

TOCTHHUYHOTO Om3Heca.// TypuUCTHYECKHM H XOTEICKO-
pEeCTOpaHTHOPCKM OM3HEC B YKpaiiHa [Ipobnemu B
PasBUTHETO U PETYIMpPaHeTO :@: MeXIyHap. Hayd.-IIPakT.
KoH(., okT. 2012 : T. 1. - Uepka3cku AbpK. TEXHONI. YHUB.,
2012, c. 226 - 232.

XapaKTep MapKETUHI OTHOLIEHWH, a TaKke
pa3iuyHble WHCTPYMEHTHI M TOAXOJBI,
WCIONB3yeMblE B €ro peann3alud B
TOCTUHUYHOM ouzHece. Marepuan
nu3jaaracrt Pa3IMYHbIC MpeuMylICcCTBa
MapKeTHUHTa OTHOLICHU, ero
aKTyallbHOCTh,  JBIDKYIIWE  CHJIBI U
(haKTOphI, U OTIUYUTEIILHBIC OCOOCHHOCTH
[0 CPaBHEHUI0O C  TPaH3aKIHOHHBIM
MapKeTHHIOM. B caMoM KOHIlE cCTaThs
O6’b$ICHSIeT, Koraa IIPUMCHCHUEC
MapKETHUHT'a OTHOIIIECHUM ABJISICTCA
HanboJee MOIXOISIINM.

XKeues, B. (2012) 'mobanuzanusra ¥ nma3apHATE TPOMEHH
KaTo (dakrop 3a WHTEePHAIMOHAIN3ALIUS Ha
¢upmure.//MexnyHapoana Hay4YHO-MIPaKTHUYECKa
koH(pepeHus 20 roquHn nHBEeCTUIHS B Ob1eniero”, BTY.

Hoxmagbr pasrnmexna (Qakropure Ha
rrodanu3anyara, KOHTO MNPEAOTPEACIAT
WHTCpHAI[MOHAIM3AIUATA HAa  (UPMHUTE
KaTto oOpbIja BHUMaHNE U HA aKTUBHUTE U
IIaCHBHU CIIEMCHTHU BBTPEC u U3BBH
KOMITAHUUTEC, KOUTO BJIMAAT HA PECIICHUCTO
3a excraH3us. Hamupanero Ha moaxopsia
HUIIa, KOATO Ja € JOXOJOHOCHAa B
ryio0ajaHaTa UHIYCTPHs, OOMKHOBEHO BOJU
cbc cebe cu paslHMpeH Mpouec Ha
npecTpykTypupane. MHOro KOMITaHUH
IOpH C€ OTKa3BaT OT OW3HEC CIWHMUIIH,
KOUTO HE MOraT Ja ObJaT MOAIbPKAHU Ha
rnobanHo paBHHMIlE. B Ta3sm Hacoka,
MOKJIagbT  odepTaBa W KPUTHIHO
pasriexa  OCHOBHHTE  MOJENIH 32
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HaBJIM3aHE Ha 4y)XI Ia3ap M ONHCBa
OpeauMcTBaTa M HEJNOCTAThLUTE  Ha
CTpaTEeTHHTE UM B II100aeH KOPIIOPaTHBEH
KOHTEKCT.  JlokmagpT  3aBppmiBAa €
OTIMYaBaHETO Ha A00pe MNPUIOKUMUTE
CTpaTeryy 3a HaBJIU3aHE U 3alla3BaHETO Ha
KOHKYpEHTHaTa MO3UIMS Ha KOMIaHHHTE
Ha MEXIYHapOJHHTE Ia3apu Kato oOphIua
BHMMaHHe Ha miobagHUTe (QAKTOPH U
YCHEIIHUTE HHAYCTPUATHHA IPUMEPH.

Zhechev, V. (2012) The role of nichemanship as opposed to
mass marketing within the context of contemporary
globalization.// MexnyHapoana HaydHa KOH(EpEHIHs Ha
NY — Bapua: TeHmeHUMM U TpPEIU3BUKATEICTBA B
WKOHOMUYECKOTO pa3Butue, Tom 1, c. 479-487, Mait, 2012.

This articles aims at reviewing the
contemporary impacts of globalization on
niche strategy of companies. In particular,
it identifies the chief premises on which
globalization lies and uses them as basis
for explaining the practice of “narrow”
companies going beyond the scope of their
niche. The paper further analyses
nichemanship and drivers for it as well as
it sheds a light on the factors affecting it
and the two most common approaches to
niche strategy. Alternatively, the article
views extending the niche width from the
perspective of brand extension and
evaluates the potential threats deriving
from this action. Finally, it explores the
different circumstances under which
nichers should remain in their respective
niche or diversify.

Keue, B. m MHsano, C. (2013) Crnenudmka Ha
MPOEKIMUTE HA MJICHTUYHOCTTA Ha OpaHIa BbPXY WMHIDKA
Ha CHOPTHM aBTOMOOWNIM Ha npumepa Ha llopme B
bearapus.// MapkeTHHrOBH MeTamMopQo3u u
npeu3BUKATEICTBA B  JUrHTaiHata epa: HOOuneeH
coopuuk: 15 roaunu kareapa Mapkerunr - Byprac, roHu
2013 .

Tennennuure Ha  CBETOBHHS  Iasap,
CBBP3aHM C HABJIM3aHETO HA EKCITy3WBHHU
CHOPTHH  aBTOMOOMIM B  HOBH H
HETUIIMYHU 3@ TAX Ia3apHU CErMEHTH
MPEIU3BUKBAT MHOXECTBO JUCKYCHHM B
Hay4yHaTa JUTepaTypa M IPaKTHKATa,
MOPOJICHU OT PA3IUKUTE MEXAY IJICIHUTE
TOYHU Ha MapKETUHTOBUTE MEHUKBPU OT
€lHa CTpaHa W Ha KJIMEHTUTE OT JApyra.
[IbpBUTE pasrmexgar mpoueca  Karo
€CTECTBEHA E€BOJIOIHS, JOKATO BTOPUTE TO
npremMar Kato Oejer 3a MOHW)KaBaHE Ha
LIEHHOCTTa 3a KiueHTta. B Bbwarapus mno
knacuduranuata Ha AITA exckiTy3uBHHTE
CIIOPTHHU aBTOMOOWJIM ITOTa/aT B CErMEHT
“H” or mnasapa Ha HOBH aBTOMOOWJIH.
OO0n4aiiHO NPOLYKTUTE B TO3HM CETMEHT Ce
BB3IpUEMAT OT MOTPEOUTENUTE KaTo
uMuKoBU. llenTta Ha m3cinenBaHETO € Ja
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CBIIOCTaBH TJIEHUTE TOYKH Ha JIBETE
CTpaHW B KOMYHHUKAIlMOHHHS TIPOIIEC,
CBBbp3aHH C HAaBJIM3aHETO Ha OpaHIOBETE B
HETUIMYHY 33 TSAX CETMEHTH U edekture,
MOPOJIEHH OT TOBAa pa3MHUHABaHe.

CrannmmupoB, E. u JKeweB, B. (2013) Brusaue Ha
JIOSUTHOCTTA BBPXY PEHTAOMIIHOCTTA HA  KIMEHTCKUS
noptdeiin.// COOpHUK MaTepHaid OT MEXKIyHapoaHaTa
Hay9IHO-TIPAKTHIECKa ro0ueitna KoH(pepeHIrs
,,PETHOHAJIHU U TJIO0ATHU U3MEPEeHUs Ha Thproeusta”, 60
TOJMHM OT Ch3JaBaHe Ha Kareapa ,JIKOHOMHKa W
yIpaBlieHHe Ha ThproBusTa, M1Y-Bapha, 2013.

BaxxHOCTTa Ha KIIMEHTUTE C€ CBBHP3Ba C
MPUHOCA HAa BCEKHU OT TAX 3a (hopMUpaHE
Ha TMApUYHUS TOTOK HA TPEUIOKUTEIHTE.
VenexsT Ha KOMIAHMHUTE 3aBHCH 10
rojsiMa CTEIEH OT CIIOCOOHOCTTa MM Ja
YIpaBIsBaT CBOHTE KINEHTCKHA
mopTdeiii, KaTo MoAIbPKAT TUHAMUYCH
OaslaHc MEXITY HOBOTIPHBJICUCHH,
pa3BI/IBaHII/I CC, JIOAJIHU U peaKTI/IBI/IpaHI/I
KIUEHTH,  MEXAy  KJIHEHTH,  KOHUTO
reHepI/IpaT MaJIKH IIOJOXUTCIIHU HapI/I‘IHI/I
IOTOIIH, HO CBIIICBPEMEHHO ca
MEPCIIEKTUBHU M TaKHBa, KOUTO FeHEPUPAT
BHCOKa jJo0aBeHa CcTOHMHOCT. Ilonesen
I/IHCTp}IMeHT 34 IMOCTUTraHC U HOI[)Z[’I)p)KaHe
Ha OaJaHC B paMKHUTE Ha KIMEHTCKUS
ropTdeitn e CHCTEMaTUIHOTO
pocresBaHe u yIIpaBJICHHE Ha
KIMEHTCKaTa JOsJIHOCT. B gokmaga ¢
OCBILIECTBEH aHAIN3 Ha HIKOM IOBAXKHU
aCIIEKTH OT BJIMSHUETO HA JIOSUTHOCTTA U B
YaCTHOCT — Ha paBHHUINATA Ha 3a7bpKaHE
Ha KJIMCHTHUTE, BbPXY PEHTAOMIHOCTTAa Ha
KITMEHTCKYsI TOpThei.

XKeues, B. u Msanos, C. (2013) EdexTn ot ekcTeH3MpaHETO
Ha Opanma Hokma BBpXY NOTPEOUTENCKUTE OLECHKH.//
COopHHMK Marepuany OT MEXKAyHapoIHaTa Hay4HO-
HpaKkTHYecKa KoH(epeHus: 3HaHUETO-TPAIUIINH,
WHOBaIUH, niepcrekTrsy, Tom 3, c. 546-553.

JluHamukata Ha Tazapa Ha MOOHIIHH
tenepoHn W ycnyru B mnepuoga 2008 —
2013 r. IpPEAU3BUKA  MHOXECTBO
TpaHchopMaLuy B MO3ULMUTE  Ha
OCHOBHUTE KOHKYPEHTH, B CIICACTBHE Ha
KOETO TpaJAuUMOHHMAT Juaep Hoxwua
3aryou BOJICILIATA cu podsi.
Tpancdopmaruara Hamepu H3paKeHUE,
OCBEH B JpAacTUYHOTO HaMallsiBaHE Ha
masapHust ¥ UL, U B IIOHM)XKaBaHE Ha
nMumka Ha  Opamma. Ilocmemsanoro
SKCTEH3UpaHe Ha OpaHja KbM CErMEHTa Ha
cMapTQOHHUTE MOXKeE J1a Ce BB3IPHEME KaTo
CTBIIKA KbM BB3BpPbBILAHE Ha 3aryOcHUTE
nasapHu no3unuu. llenra Ha HacToOsIIHA
JOKJIax € Ja TPEACTaBH pPe3ydTaTH OT
U3CIeBaHe Ha HOTPEOUTEIICKUTE
BB3NPUATHS B CETMEHTAa Ha cMapThOHUTE
Ha nasapa B bwirapus, cBbp3aHu C TOBa
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Zhechev, V. and Stanimirov, E. (2013) Loyalty programs —
specifics, types, and benefits for market players.// CoopHuk
MaTepuaid OT MEXKAyHapoJHaTa Hay4yHO-TIpaKTHYecKa
koH(pepentnss ChBpEeMEHHH NIPOOJIEeMH Ha MapKETHHTA B
pasnugHu oTpaciu u chepu Ha neitHoct, Jlarectan, Pycus,
Uznarencku gom — Hayka mumtoc, c. 28-32.

Loyalty programs are among the most
popular marketing strategies developed by
companies in a wide array of industries.
They are deemed very prospective for
maintaining a constant flow of customers.
Therefore, the aim of this article is through
presentation of the objectives and most
common types of loyalty programs to
disclose their major benefits both for
companies and customers.

Zhechev, V. and lIvanov, S. (2013) Perspectives for the
development of bio products market in Bulgaria.// Coopuuk
MarepuaJii OT MeXayHapoaHaTa HAay4YHO-IIPAKTUYECKA
koH(epeHuuss CHBpEMEHHH NpOOJeMH HAa MapKeTHHIa B
pasITuIHN oTpaciu u chepu Ha neitHoct, Jlarectan, Pycus,
Wznatencku nom — Hayka mitoc, ¢. 69-72.

The market for bio-products in Bulgaria is
comparatively new, but it is developing at
a very fast pace. Although the first
attempts to grow and market bio-products
have been made in the late 90’s the
development of this market can be
practically traced in the early 2000. At that
time the first specialty stores (including
specialized bio product stands) could be
found in major retail chains. Although the
production and sales volumes of bio
products represent a very tiny portion of
both gross national product as well as the
overall consumption in Bulgaria, the
importance of this market, especially with
regards to the prospects for the
development of SMEs in the regions with
uncultivated farmland and lack of
industrial infrastructure, is high. The aim
of this article is to reveal some of the
perspectives for the development of this
market in Bulgaria in the context of
sustainable development and provide
practical recommendations.

XKeueB, B. u Usanos, C. (2014) IlpunoxHu acmekTa Ha
W3CIIEJIBAHETO Ha eEeKTUTE OT OpaH]| eKCTCH3MHTE BHPXY
neiHocTTa Ha opranuzaruure. // CO. TOKJI. OT MEXIyHap.
Hayd. koH(¢. ILlenecroOpazHocT u pHCK B OH3HEC
npoekrtute. byprac, BCVY, 2014, c. 140-152.

OcHOBHa LieJ1 Ha TO3H JIOKJIaJ € 1a ouepTae
BB3MO)KHOCTHTE 3a MIPAKTHYECKO
MpUJIO)KEHHEe  Ha  HW3CJIEeNBAaHETO  Ha
epexTuTe Ha OpaHA EKCTCH3MUTE BBPXY
JIeiHocTTa Ha cromaHckure cybektn. C
orjeJl Ha HalpaBEeHUs KPUTHUYEH aHAJU3 Ha
W3BBPUICHUTE IMPOYYBaHMS B 00NacTra B
HacTosimara paspaboTka ce Ipemarar
MPaKTHYECKH HACOKA 33  BB3MOXKHO
MpUJIO)KEHHEe  Ha  HW3CJEeNBAaHETO  Ha
edexTutTe OT OpaHa eKCTCH3UPAHETO BBPXY
JEHHOCTTa Ha CTONAHCKUTE CYOEKTH ¢
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oryes Ha crerudukara Ha pa3BUTHETO Ha
OBITapCKUS ma3ap.

Zhechev, V. (2015) Stealth marketing strategy — origins,
manifestations, and practical application.// Co6opuux
Marepuaid OT MeXIyHapoJHaTa Hay4dHO-TIPaKTHYecKa
KoH(pepeHInss XOPH30HTH B Pa3BUTHUETO HAa YOBEIIKUTE
pecypcH ¥ 3HaHHUETO.

Stealth marketing has been witnessing
growing recognition during the last decade.
However, the results from its application
remain a daunting task for marketers as
they cannot be measured accurately given
that such campaigns are very rarely
disclosed. The aim of this article is to
present the contemporary manifestations of
stealth marketing strategies by also
contrasting them to its predecessor — viral
marketing. The paper presents an original
author model of stealth marketing and
distinguishes it from other forms of
surreptitious marketing strategies. At the
end of the paper a new understanding of
the traditional marketing mix is presented
taking the stealth marketing perspective.

CranumupoB, E. u JXXeuwes, B. (2016) CrpykrypHa
CBIJIACYBAaHOCT Ha  KOHUENIWUTE  ,MapKeTHHT  Ha
B3aMMOOTHOILLICHHATA" u ,,yIIpaBJeHHUE Ha
B3aMMOOTHOIICHHUTA ¢ KiaueHTH ./ FOOwmeliHata HaydHa
KoHQepeHLus ¢ MexxayHapoaHo yuactue "Hosara wmaest B
obpaszoBanueto”, Tom 1, 257-264.

UYecTo B mpakTUKaTa, a U B HIKOW HAYYHHU
MyONUKaINK, PETAlMOHHUTE KOHIIETIUU
,MapKETUHI Ha B3aHUMOOTHOLIEHUATA" U
,,YIIPaBIICHHEe HA B3aWMOOTHOIINEHUATA C
KJIMEHTH " ce BB3IIpUEMAT KaTo
B3aUMHO3aMeHsieMd. B nmokmama e
HampaBeH  ONWUT 32  OIGHKa  Ha
CTPYKTypHaTa CBIIIaCyBaHOCT Ha
nocoyeHuTe KoHuenuuu. ChlocTaBkara Ha
pENTallMOHHUTE KOHIETIIHN € OChIIIeCTBeHA
M0 JBa KPUTEPHS: >KU3HCH IHMKBJI Ha
B3aUMOOTHOIIICHHUATA W  CHCTaBJISBAIIU
KOMITOHECHTH Ha KOHILICTILIUUTE.
HezaBucnMo OT HSKOM pa3siuvds MEXIY
W3CIICIBAHUTE  KOHIICTIIIMH,  aBTOPUTE
JIOCTUraT OO0 M3BOJ 32 BHCOKA CTENEH Ha
CXOJICTBO Ha M3CJIEIBAHUTE CTPYKTYPH.

XKeues, B. (2017) [lo3nnmoHHUTE KapTH KaTO HHCTPYMEHT
3a ompesieNsiHe Ha KOHKYpPEHTHATa MO3UIMS U M3TpakIaHe
Ha TIO3MLIUOHHHM CTPAaTEerdd - NPAKTHUYECKH €PEKTH H
BB3MOXHM Hponycku.// Mapxemunevm - onum u
nepcnexmusu, 1Y -Bapna, Tom 1, 499-509.

BI/I)KJIaHI/ISITa Ha MCHUIIKBPUTE 3a
WJCHTUYHOCTTa Ha OpaHla ca BaXKHH 3a
MPOCKTHPAHETO Ha MO3UIMOHHA
CTpaTerusi, HO TE HE MO3BOJSIBAT Ja Ce
OLICHM, C IIOMOINTa HAa OOEKTUBHU
MoKa3areNin, BB3MPUATHETO 3a OpaHaa B
CpaBHEHHE C TPEKUTEC KOHKYpeHTH. EnuH
OT Hall-4yecTo U3MOJ3BAHUTE UHCTPYMEHTH
3a rpaduyHO MPEJICTaBSIHE Ha
KOHKYPEHTHATa TMO3UIIHs Ha ajieH OpaH/ e
no3unuonHara kapta.Tasu  paspaborka
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nMa 3a LeJ Ja IPEeICTaBU HIKOU aclleKTH U
TEXHHUKH 33 KOHCTPYyHpaHE Ha MO3UIMOHHU
KapTH M YeCTO TMpWIAraHW TO3UIUOHHU
CTpaTerMH C aKLUEHT BBbPXY cdepara Ha
yenyrure. Unentudunupar ce Bb3MOXKHU
MpEeIU3BUKATENICTBA W CE€  pasliexaar
MIpeJUI0KEeHH 32 PETIO3ULIMOHUPAHE.

V. YueOHuum u yyeOHu nomaraja no wi. 71, an 5, 1 , oyksa ,,6” or IYPIIHC3A/l B 1Y —

Bapna

3arjaBue

Pe3rome

UpanoB, C. u XKeue, B. (2011) Mapremune 6
Xomenuepcmeomo, 3aHrasiop, bearapus

»VIapKETUHI B XOTEIMEpPCTBOTO” € IUIOA Ha
HEOOXOIUMOCTTA OT CIELHAIH3UPaH Y4YEeOHHK,
KONTO Ja oTpaszsiBa cnenu(puyHUTE 0COOCHOCTH
Ha MapKeTHHIa Ha 3aBe/ICHUs 3a NpeOUBaBaHe
(xorenmu, MoTenu, BaKaHIMOHHU  CEJHIIA,
ceMeiiHn xotemu W 1ap.). ChabpkaHHETO Ha
y4ueOHNKa € pa3zneieHo Ha 14 riaBu, BCSAKa OT
KOHUTO NPEACTaBsl pa3IMYHUTE OCHOBOIIOJIATAIIN
KOHIIETILIH oT YIPaBJICHUETO Ha
MapKETHHIOBaTa JEHHOCT Ha 3aBelleHHATa 3a
npeObuBaBaHe — €JIEMEHTHUTE Ha MapKETHHT
MHUKCa  (TIPOAYKT, LeHa,  KaHalmd  3a
pasmpeneneHue, KOMyHHKalus), eTanure Ha
MapKETHHT nporeca (uH(pOpPMALIMOHHO
OcUTypsiIBaHe, aHaJM3, CETMEHTHpaHe, U300p Ha
nasapeH CETMEHT, MO3ULIMOHUPAHE),
XapaKTepHUTE 0COOEHOCTH Ha MOTPEOHUTEICKOTO
IMOBCACHUE Ha TYPUCTUTC U KOPIIOPATUBHUTC
kiaueHTH. OcoOeHO BHHUMAaHHME € OTHAENEHO Ha
CBBPpEMCHHU MAPKETHUHIOBHU KOHLCIIIIUHU KaToO
yIpaBIIeHHETO Ha KayecTBOTO, yNpaBleHHE Ha
NPUXOAUTE M MAPKETUHI Ha OTHOILEHHATA B
XOTENUEePCTBOTO. TeOpeTHYHNUTE OCTAHOBKH Ca
JIOU3SICHEHU B crernuanHa pyopuka OT Teopus
KbM MpaKkTHKa, B KOSTO ca MPEACTAaBCHH W
NPAaKTHYECKH NPUMEPH 32 XOTEIH/XOTEJICKU
BEpUTH oT CB€TOBHATa TYpUCTHUYECKA
WHIYCTPHSL. Y4eOHUKBT IO3BOJIABA Ha
YUTATENUTE Aa aHATU3UPAT, U30MpaT U OLECHIBAT
MMOAXOIAIINTE CIIOCOOM 3a yHpaBieHHe Ha
MapKETHHIOBaTa JEHHOCT Ha 3aBelicHHATa 32
npebuBaBaHe, KaKTO U Ja pa3dupar METOJHTE 32
NOCTUTaHe Ha KOHKYPEHTOCIIOCOOHOCT —dpe3
pa3zpaboTBaHe W OCBHIIECTBSIBAaHE Ha Ma3apHO
OpPHEHTHPAHH MapKETHHIOBU MPOTPaMH.
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CraaumupoB, E. u XKeues, B. (2013) Twpeoscka
mapka u Opano menuddxcmoum, Y4eOHO TOCOOHeE,
Hayka u ukonomuka, 1Y -Bapna.

B yueOHOTO mocoOue Bpb3KaTa MEXIy TECOPHs U
MpakTHKa €  peau3upaHo  IOCPEICTBOM
MHOKECTBO TECTOBHU BBIIPOCH, TPAKTUUYECKU
3agaHus U Kasycu. ToBa mocoOue mpeacTaBisiBa
BTOPO TpepadOTEeHO W MONMBIHEHO u3naHue. B
HETO Ca OTYETeHH MHOXXECTBO aCHeKTH OT
mporeca Ha OOy4YeHHME Ha CTYACHTUTE B
CHEeNMaIHOCT ,,MapkeTunr npu MxoHomudecku
yHHBepcuTeT — Bapna, karo pe3ynrar oT
MIPOBEJCHUTE JIEKIIMOHHN KypCOBE U CEMHUHApHHU
3aHATHA.

Y4ebHoTO nocobue CBHOTBETCTBA Ha
yTBBbpACHATA TporpamMa IO JAUCHUIUIMHATA
“TpproBcka Mapka HW OpaHI MEHHIKMBHT,
n3ydJaBaHa B OKC “OakanaBwp” B
WkoHomuyeckn  yHUBepcuTeT —  BapHha.
ITocobuero e mnpeaHa3sHaueHO 3a CTYAEHTH,
H3y4YaBallly I0COYEHATa AUCLUIINHA, KAKTO U 32
BCHYKH, KOUTO JKEJasT Ja 3aabJI00YaT CBOWTE
MO3HAaHUA B 00JIacTTa Ha OpaH]l MEHUKMBHTA U
HHTEJeKTyanHata coocTBeHocT. CTyaeHTHTE ce
3armo3HaBaT C MpoIlexypaTa 3a PerucTparus Ha
TM B IlatentHOo BegomcTBO. OcHrypsiBaT ce
3HAHUSA U YMEHHS Ha CTYJSHTHUTE [0 OTHOIIEHHUE
Ha OCHOBHHUTE METOJIM, TEXHUKH U MPOIIeTypH 32
ynpasienne Ha Opangose. KmrouoBure temu B
JUCHMITIMHATA ca CBBP3aHH C H3y4yaBaHE Ha
OpaHJia KaT0o MApPKETUHIOB HHCTPYMEHT.

CranumupoB, E. um XKeuwes, B. (2013) CRM
(Menuosxcmvum), Vuebno mocobme, Hayka wu
uKoHoMuKa, 1Y-BapHa

Lenrta Ha TOBa yuyeOHO mocoOue e aa JonpuHece
3a pa30MpaHETO OT CTpaHa Ha CTYIEHTHTE Ha
CRM Kkaro ChIIHOCT, MPHUIOKEHHE, KOHIIETINS
M cTpareruss M Ja U3rpagd IO3HaHMSA 32
MpaBIJIHUS W300p HA METOOM W TOAXOAHM 3a
ycnemHo BHejpsiane Ha CRM cucremu u
OLICHKa Ha HeWHaTa e(eKTUBHOCT. Y4eOHOTO
nocobue mo ,,CRM MeHHIDKMBHT OCUTypsBa
0a3oBM  TO3HAaHUS  3a  yIpaBleHHE  Ha
B3aHMOOTHOILLIEHUSITA c KIIUEHTHUTE B
TpaguLMOHHA W e-Om3Hec cpena. Beska Ttema
CHIBpPKA: KIFOUYOBH AYMH, KPaTKO MpPEICTaBSIHE
Ha OCHOBHM TEOPETHYHU IOCTAHOBKH, TECT HU
3aJ1a4M 32 MOJIOTOBKA M JUCKYCHSI.

Cranumupos, E. u XKeues, B. (2015) Maprxemune na
ousznec opeanuzayuume. Hayka m mkoHommka, Y-
Bapna

B yueOHMKa B TEOpPETHYEH AacleKT ca
npeacTaBCHU OCHOBHHU TCMH, KOHUTO
NpEICTaBIABAT 00CKT HA WHTEPEC OT CTpaHa Ha
MCHU/DKBPUTE Ha OHM3HEC OpraHu3aluuTe.
Pasrienanu ca ocoOCHOCTUTE MPH YIpPaBIICHHUE
Ha MAapKETHHIOBAaTa I[eﬁHOCT U TO-KOHKPCTHO
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CBBp3aHM C: pa3paboTBaHe Ha  Tasapa,
KITUCHTCKUSI M TPOJYKTOBUS TOpTeinn Ha
KOMITaHMHUTe, (OPMHpPAHETO Ha  IICHUTE,
TUCTPUOYITMOHHUTE PEIICHHS, WHTETPUPAHUTE
MapKeTUHTOBH  KoMyHuKanuu. llenra  Ha
yueOHWKa € Ja CBh3laJe IPEeaNnoCTaBKH 3a
yCBOSIBAaHE Ha 3HAHWA U (HOpMHpaHE HA YMEHHS
HA  CTyIEHTUTE TMpHU  YNOpaBlICHHE  Ha
MapKeTHHTOBaTa JEHHOCT Ha Ou3Hec
opraHuzanuuTe (3a pa3iuKa OT HECTONAHCKHUTE
OpraHM3allii, KOUTO He ca 00EKT Ha BHUMAHHE B
TO3W YYEOHHK, TPEIBHI HIKOM OCOOCHOCTH B
TAXHATAa MAPKETHHTOBA JCHHOCT).

Zhechev, V. (2016). Integrated  marketing
communications of hotel chains. The Routledge
Handbook of Hotel Chain Management, 274.

The chapter encompasses the most essential
concepts related to IMC of hotel chains and
delivers contemporary examples of their
manifestations. It provides an original
conceptual model exhibiting not only the design
of IMC for hotel chains, but also putting the
various communication tools into critical
discussion. The chapter also highlights vital
metrics for assessing the efficiency and
effectiveness of hotel chains’ online presence as
it is critically important for any promotional
undertaking. It also presents the steps for
effective  marketing communications and
addresses  fundamental issues related to
positioning/repositioning and levels of IMC
design for hotel chains.

CramnmmupoB, E., Keues, B., IlaBmoma, [l
[Tanamapoga, I1. (2018) bpano menudscmwvrum. Hayka
1 ukoHomuka, 1Y-BapHa.

BaxxHocTTa Ha BBIPOCHTE 32 YNPaBICHHETO HA
Opanga  oOyciiaBs  HEOOXOAMMOCTTa  OT
CHUCTEMaTU3UpaHe Ha OCHOBHUTE TEOPETUYHU
MOCTAHOBKM W OOBBP3BAaHETO WM  C
NpakTHYeCKaTa peaju3alusi Ha JICHHOCTHUTE,
KOMTO  TpsOBa  Ja  W3BBpLIBAT  OpaH-
MEHHUDKBPUTE pu MOJITOTOBKATa 3a
peructpanusi, ¢akTHyeckata perucTpamus Ha
TM, NO3UIIMOHUPAHETO U MPEMO3ULIMOHUPAHETO
Ha OpaHn. B yueOHWKa Bpb3KaTa MEXKAY TEOPHS
U TpakTUKa € peali3hpaHa IOCPEICTBOM
MHOKECTBO ~ MPHUMEPU  OT  JAEHHOCTTa U
YIpPaBJICHCKUTE PELICHUs] Ha Yy)KIECTPaHHH H
Opnrapckd  (UpPMH,  KOWTO  OHArJIeASBaT
HEOOXOIUMOCTTA oT CH3JIaBaHOTO u
yhpaBlieHHeTO Ha OpaHja. ABTOPUTE TMOAKPEIST
TEOPETHYHUTE BB3TIEAM U 0000mEeHus cC
aHAJIM3W Ha JAaHHUW, MMPOYYBAHUS M MPHUMEPH OT
NpakTHUKaTa Ha TI00alHW M PErHOHAIHH
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YHUBEPCUTET —
BAPHA

CUCTEMA 3A YMNPABJIEHUE HA KAYECTBOTO
ISO 9001: 2008

OpanmoBe karto ,Gap“, ,Zara“, ,Starbucks®,
,Coca-Cola*“, ,Nestle”, ,,Vivacom®, ,,bemna®,
LDell“,  Kapacoepr  bwearapus™ wu  1p.

JIombIHHUTENHO ca  pa3pabOTeHH  TECTOBE,
MpaKTHYECKU 3adaHus M Kaszycw. Kasycute ca
W3TOTBEHH BH3 OCHOBA Ha pEaiH¥ CHUTYAIlMHd U
NpakTHKKM B o0nactra Ha OpaHauHra Ha
JCWCTBAIM  KOMITAHWK HAa  OBJArapcKkus W
MEKIyHapoaHus Tasap. Paborara mo Tax menn
na QopMupa ymMeHus 3a ChOHMpaHe, aHAU3 U
HHTEpIpeTalsl Ha Ma3apHa WHQOpMAIHs,
Pa3BUTHE HA KPEATHBHH CIIOCOOHOCTH U YMEHHS
3a paspeliaBaHe Ha NOPOOJEMH, CBBP3aHU C
yIpaBlIeHUETO Ha OpaHa.
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