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Todor KRASTEVICH!
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JEL: M31, M37, C81, C25 Abstract

A multitude of channels are utilized by marketers and advertisers to reach customers
in the online domain. However, users frequently interact with multiple channels and
touchpoints throughout the course of their "customer journey." The assessment of the
extent to which each channel contributes to marketing success and the ways in which
channels influence each other remains a significant challenge. The prevalent practice
of numerous digital advertisers employing relatively straightforward heuristics (e.g.,
first- or last-click attribution, where the contribution is attributed exclusively to the
marketing channel that immediately precedes the conversion or from which the
customer journey originates) lacks the requisite flexibility to adapt to evolving
consumer journeys in an omnichannel environment. The objective of this paper is to
Key words: elucidate the shortcomings of rule-based heuristics and stochastic-based attribution
methods and to put forth a predictive modeling procedure for individual-level
attribution based on open-source machine learning algorithms. Utilizing exported user
attribution data from GA4 BigQuery, we propose a reproducible and scalable machine
learning workflow for attribution modeling.

Multi-touch attribution
modeling, Customer journey
analytics, Multi-channel
performance measurement;
Purchase decision process,
Machine learning. Published by University of Economics — Varna

Citation: Krastevich, T. (2025). Data-driven multi-touch channel attribution in online settings. Proceedings from 10"
International Conference on Economics, Business & Management (ICEBM). University of Economics — Varna, pp. 10 —
21. DOI: https://doi.org/10.56065/ICEBM2024.10

0. Introduction

In the context of the continuously evolving digital marketing landscape, the ability to track customer
journeys through the various touchpoints of marketing communication channels is of paramount importance.
This not only facilitates a deeper understanding and analysis of consumer behavior, but also enables the
optimization of marketing strategies and the effective allocation of resources. Most conventional digital
marketing channels, including paid search, display advertising, retargeted displays, affiliates, social media
advertising or email, provide marketers with comprehensive data at the individual consumer level. This enables
marketers to gain a detailed understanding of the consumer journey leading to conversion. Detailed visibility
afforded by this approach lends itself to a variety of attribution models that rely on precise user paths to assess
and enhance the efficacy of marketing initiatives. To address the challenge of selecting the most appropriate
attribution model that accurately reflects patterns in consumer behavior, especially in estimating the
contribution of different channels to conversions based on available data, researchers have proposed a number
of different approaches.
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The primary objective of this study is to ascertain the optimal methodology for reconstructing the
consumer's journey in a virtual environment and to determine the efficacy of various communication channels
influencing their purchasing behavior. It is hypothesized that, with the aid of machine learning models and
data on consumers' interactions with different online platforms, it is possible to construct attribution models
with a superior predictive ability to traditional heuristic models, such as last-touch, first-touch, or multi-touch
attribution models (Sharma, 2021; Kannan, Reinartz, & Verhoef, 2016).

1. Research background

In the customer journey, users visit advertisers' websites on their own initiative - for example, by typing
in the web address directly. Using different channels, many customers visit companies' websites several times
before completing a conversion, such as a purchase transaction. It can be posited that previous visits to a
website may influence subsequent visits by the same user, resulting in what is known as 'carryover effects' or
'spillover effects'. These effects occur when customers return to the website through the same or different
channels, respectively. Considering the increasing number of online channels and the inherent complexity of
customer journeys, it is a significant challenge to accurately determine the extent to which each channel
contributes to the success of a company (Anderl, Becker, von Wangenheim, & Schumann, 2016).

The behavior of consumers in omnichannel settings is stochastic, which introduces uncertainty for
advertisers planning multichannel campaigns. This uncertainty may relate to the effectiveness of individual ad
exposures, the reach of the ads, or the impact of competition targeting the same customers. When purchasing
these ads, advertisers must consider these uncertainties and make ex ante decisions about how to allocate ad
budgets between channels. And this is where the exciting research problem of marketing attribution arises.

Attribution modelling is the process of evaluating and assigning credit to marketing channels that
ultimately result in conversions, whether of ecommerce goals or transactions. The outcome of this procedure
is typically an evaluation of the extent to which the communication channels (or touch points) contribute to
the overall success of the campaign. These channels are predominantly digital. However, they may also include
offline touchpoints, such as store visits or phone calls (Buhalis & Volchek, 2021).

In digital marketing, attribution models play an important role in analyzing consumer interactions across
channels and understanding each channel's contribution to conversions. By accurately determining the credit
of each channel in the customer journey, marketers can refine their strategies and potentially increase
marketing return on investment.

In essence, attribution models can be classified into two primary categories: heuristic and probabilistic.
The prevalent practice among advertisers of applying relatively simple heuristics of single source attribution
(e.g., first- or last-click attribution, where the contribution is attributed solely to the marketing channel that
immediately precedes the conversion or from which the customer journey begins) has been shown to be
inadequate for the purpose of attributing the contribution of different marketing channels in an omnichannel
environment, where consumer journeys are subject to change (Berman, 2018). Multi-touch attribution models,
such as linear models (equally distributing the credits to all touchpoints), or time decay models (assigns credit
to touchpoints encountered at a more recent stage of the customer journey, in comparison to those that occurred
at an earlier stage) are also controversial as they are based on the subjective assessment of the analyst.

Google's shift away from the conventional heuristic models, including first-click, linear, time-based, and
position-based models, is also influencing the advertising industry to transition towards rules-based and
algorithm-based multi-source/multi-touch| attribution models. It seems reasonable to suggest that the future of
attribution will be data-driven (Srinivasan, 2021).

In contrast, probabilistic models employ statistical techniques and algorithms to analyze the data and
ascertain the probability that each point of contact contributed to the conversion. These models are frequently
more intricate than heuristic models, as they entail the analysis of extensive data sets and consider a multitude
of factors to determine credit distribution. Probabilistic models are frequently more versatile and adaptable to
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diverse business scenarios than heuristic models. They are also typically regarded as more accurate due to their
data-driven nature and capacity to evolve in response to shifts in user behavior over time. However, the
challenge lies in the necessity for greater resources, encompassing both data infrastructure and expertise, to
facilitate their implementation. This group of models includes (1) logistic regression (Cramer, 2003), (2)
cooperative game theory-based Markov Chain Models (Kakalej¢ik, Bucko, Resende, & Ferencova, 2018;
Wrodarczyk, 2023; Gagniuc, 2017) and the Shapley Value approach (Zhao, Mahboobi, & Bagheri, 2018;
Shapley, 1953), both of which analyze the sequence of touchpoints to determine the transition probabilities
between them, as well as (3) the so-called algorithmic models, which utilize machine learning algorithms to
predict the likelihood of each touchpoint influencing a conversion. Algorithmic models analyze both
converting and non-converting paths customers take and make a probabilistic assessment of the contribution
of each channel to a conversion. The utilization of sophisticated statistical techniques and machine learning
algorithms is a common practice, with the development of tailored weightings for each channel based on their
performance metrics. Some authors even propose to model attribution using survival analysis to model 'time-
to-event' data, which adds an interesting new dimension to analyzing marketing performance (Marchiori &
Chen, 2019).

Despite the wide range of attribution modelling methods and algorithms, there is still no definitive answer
as to which model is superior (Tout, 2023). The optimal choice should be based on an understanding of the
objectives of marketing activities and their impact on business outcomes. In general, without sufficient
justification, heuristic and simplistic methods are highly subjective and should only serve as a baseline in
comparison to data-driven methods.

2. Literature review

In recent years, academic researchers have been engaged in the development and proposal of a range of
analytical frameworks and approaches to model attribution. As early as 2011, efforts were made to model
attribution using probabilistic models based on bagged logistic regression. This model claims to be a first data-
driven multi-touch attribution model commercially available (Shao & Li, 2011, p. 263). Subsequently, there
has been a notable increase in research activity aimed at the development and proposition of attribution models
based on the principles of game theory, with a particular focus on the utilization of Markov processes
(Abhishek, Fader, & Hosangar, 2012; Dalessandro, Stitelman, Perlich, & Provost, 2012; Bryl, 2016;
Kakalej¢ik, Bucko, Resende, & Ferencova, 2018). At the same time, some of the largest technology providers
of multichannel attribution data are beginning to adopt advanced attribution methodologies (Moffet, 2014).
An innovative approach to the concept of Markov processes is proposed by Berman (2018), who suggests an
analytical model based on the Shapley value to assign the average marginal contribution to conversion as the
credit for each touchpoint.

3. Problem definition

Despite the advent of sophisticated attribution methodologies that are becoming more widely accessible, in
practice, the comprehensive examination of a user's browsing history is seldom undertaken when calculating the
performance of a given channel within a multi-channel environment. In most cases, attribution modeling is based
on aggregated data (Kireyev, Pauwels, & Gupta, 2016; de Haan, Wiesel, & Pauwels, 2016), which does not allow
for the compilation and use of individual-level predictive modeling and, respectively, customer scoring.

This study presents and exemplifies a workflow for the development of predictive attribution models
utilizing machine learning techniques with individual-level clickstream data. The objective is to demonstrate
a methodology for evaluating the contribution of different touchpoints encountered by users during their
journey, with a view to determining the extent to which these contribute to conversion. In order to facilitate
reproducibility and upgradeability, we propose a workflow based on the use of open-source programming
libraries.

12
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4. Data

In order to conduct this research, publicly accessible clickstream data was utilized. The data was gathered
from BigQuery sample dataset for Google Analytics 360 ecommerce web implementation. The datasets
contain data that emulates what a real-world dataset would look like from an actual Google Analytics
implementation (Google Analytics, 2022). The data presented here has been collected through the tracking of
online activities carried out by visitors and customers of the Google Merchandise Store, available at the
following address: https://shop.googlemerchandisestore.com.

5. Working procedure

To analyze this data and model attribution, we follow a four-step procedure (see Fig. 1). By following
this procedure, we were able to construct both standard heuristic attribution models (such as first touch, last
touch, and linear uniform distribution) and experiment with the traditional stochastic Markov model.
Subsequently, we employed the XGBoost algorithm (Chen & Guestrin, 2016) to determine the impact of each
channel (touchpoint) that each consumer interacts with during their purchasing journey. The following sections
set out the step-by-step procedure that was followed.

Probabilistic Multi-Touch Attribution Modellin
Identifying the contributions of individual channels
using machine learning techniques.

Heuristic Multi-Touch Attribution Modellin;
Identifying the customer journey, assessmg

Z@, CHANNELATTRIBUTION

channel contribution.

@ python” @ studio

Data wrangling w. R (dplyr) / Python (pandas)
Converting raw data into a usable form, aggregating,
visualizing large data sets.

GOO |€ ETL (e.g. BigQuery, OWOX BI, Adobe Analytics...)
@ X g Extract and load user session data stored in BigQuery
Blg Ouery or similar Data Warehousing Tool.

Fig. 1. Schematic workflow for attribution modelling

5.1. ETL, Data Exploration, and Data Wrangling

We are starting with extracting, transforming, and loading data into the working environment.. Following
an initial exploratory data analysis, we have found that the total number of sessions logged is 847,224,
representing a set of 714,167 unique customers, who generated 11,282 conversions. An extract of the first 10
rows of the working dataset is illustrated in Table 1.

Table 1
Extraction of the first 10 rows of the working dataset
Visitor Id date Channel Group Traffic Source Total Total revenue from
Transactions transactions
33024620802809684 6.12.2016 Referral (direct) 1 2115,80
1546626226233851002 2.9.2016 Referral (direct) 2 2103,69
7284466025557220497 27.3.2017 Direct (direct) 1 2092,81
7383823269227966775  19.10.2016 Referral (direct) 1 2023,70
3751433429956400495 7.12.2016 Direct (direct) 1 2007,60
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1410336440849356236  16.11.2016 Referral (direct) 1 1998,00
8740176326132717435  20.10.2016 Organic Search google 3 1986,76
0110237584337011595 14.4.2017 Direct (direct) 1 1960,55
1956307607572137989  21.11.2016 Referral mail.google.com 1 1578,25
6913633170731491634 5.12.2016 Direct (direct) 2 1940,13
#i847,214more e

rows

Source: BigQuery sample dataset for Google Analytics ecommerce web implementation
(https://bit.ly/4f3BSWR on 18.10.2024).

Following the implementation of several data cleansing and aggregation procedures, eight groups of
channels, 265 traffic sources, and 19 combinations of channel groups by traffic sources were identified for
further investigation. After preprocessing and scrambling the source data, we derive some key metrics for each
channel. These metrics tell us about the contribution of each channel (see Table 2).

Table 2
Key Metrics for Channel Groups by Traffic Sources

Channel Group Traffic Source Frequency of Total Total Revenue per
Touch Transactions Revenue ($) Transaction ($)

Referral other source 27276 190 36003,00 189,49
Direct (direct) 131037 2219 377477,00 170,11
Display other source 4935 132 19716,00 149,36
Referral (direct) 61801 5348 613367,00 114,69
Paid Search google 11592 248 27876,00 112,40
Organic Search google 212125 2174 210189,00 96,68
Organic Search (direct) 137501 1360 117125,00 86,12
Paid Search (direct) 10913 231 19667,00 85,14
Display google 432 18 1472,00 81,78
Referral google 5333 5 380,00 76,00
Affiliates other source 15062 9 654,00 72,67
Social other_source 12639 120 8042,00 67,02
Organic Search other_source 6426 47 2631,00 55,98
Display (direct) 73 2 77,30 38,65
Social youtube 209971 11 355,00 32,27
(Other) google 33 1 12,00 12,00
(Other) (direct) 2 0 0,00 0,00
(Other) other_source 72 0 0,00 0,00
Paid Search other source 1 0 0,00 0,00

Figure 2 illustrates that most of the sales revenue is generated through the referral marketing channel,
with direct traffic sources (see right chart). The average sales revenue per transaction from the referral channel
(albeit from traffic from other sources) is also the highest (see left chart). Furthermore, you can see that referral,
direct, and organic search accumulate the vast majority of revenue. This raises the question of whether those
particular channels contribute the most to conversions. However, if we draw such a naive conclusion, it would
be highly misleading. This is what we will attempt to explain in the following section.
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Fig. 2. Average Revenue per Transaction (left) and Total Transaction Revenue per Channel (right)

In order to achieve this, it is first necessary to construct the paths of each unique visitor to the site and
subsequently calculate the frequency of cases that end in conversion as well as the frequency of cases that do
not end in conversion. This allows the total revenue generated by all conversions for each user to be calculated,
as well as the length and number of contact points in their customer journey. Table 2 displays the first ten rows
of the resulting processed data set, sorted in descending order by path length. For example, the first row of the
table contains information about a visitor whose ID starts with 1957. This user has reached conversion 14
times and has abandoned the purchase journey 132 times. The total revenue from these 14 conversions is
$4256.00. The total touch points per path travelled are 146. His or her journey starts with an organic search-
google touchpoint, followed by another organic search-google touchpoint and so on. The dataset allows for
the straightforward identification of the longest path taken by a customer, the path with the highest conversion
rate, and the path with the greatest revenue generation. The aggregation of channel sequences from visitor
activity data is a fundamental aspect of the modelling of attribution.

Table 4
Extraction of the first 10 rows of the working dataset with channel sequences

Total Null Value of  Length (n)

VisitorID Channel path . ) .
conversions conversions conversions channel path

1957... Organic Search-google > Organic Search-google > Organic... 14 132 4256,00 146
3608... Paid Search-google > Paid Search-google > Paid Search-g... 1 130 27,50 131
0720... Social-other source > Social-other source > Social-othe... 0 119 0,00 119
0824... Organic Search-google > Organic Search-google > Organic... 0 117 0,00 117
4038... Organic Search-google > Organic Search-google > Paid Se... 0 110 0,00 110
1856... Organic Search-google > Organic Search-google > Organic... 0 104 0,00 104
3269... Direct-(direct) > Direct-(direct) > Direct-(direct) > D... 1 87 189,00 88
6018... Direct-(direct) > Direct-(direct) > Direct-(direct) > D... 0 83 0,00 83
9801... Organic Search-google > Organic Search-google > Organic... 0 83 0,00 83
3694... Direct-(direct) > Organic Search-google > Organic Searc... 1 73 21,20 74

#1 714,157 more rows
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5.2. Comparing heuristics attribution models with k-order Markov model

The initial step is to execute a series of heuristic models, including last touch, first touch, and linear touch,
which are based on the pathways of the organized channels illustrated in Table 4. In parallel with these three
heuristic models, the third order! Markov model was used to estimate probabilistic attribution, in order to provide
a comparison. In essence, the Markov chain model is a probabilistic model that represents the dependencies
between contact points over time. It is a tool that enables us to estimate the probability that a given path will
result in a purchase (Anderl, Becker, von Wangenheim, & Schumann, 2016). The ‘ChannelAttribution’ package
is employed to process the data (Altomare & Loris, 2023). The results are shown in Table 5.

The table presents the relative shares of the credit attribute values obtained by the four models that have
been the subject of comparison. We see that for some channels there are significant differences in the share of
conversions inferred with the three heuristic models tested. For example, in direct traffic, the first touch model
shows significantly higher conversion rates compared to the other two models, while the opposite is true for
referral. In the referral channel, the highest conversion rate is given by the last touch rule, while in the direct
channel the same pattern gives the lowest conversion rate. In other channels, however, there is an almost even
distribution of results across the three models (e.g. organic search-(direct)). Nevertheless, an examination of
the outcomes yielded by Markov's model indicates that a significantly larger proportion of credit is assigned
to non-dominant channels, encompassing organic search, paid search, and display advertisements. Conversely,
the contribution of the dominant referral channel is found to be considerably underestimated.

The results obtained are highly comparable to those yielded by trivial exploitative analysis, as illustrated
in Figure 2.

Table 5
A summary of the % credit attribution values created by the different models
Channel name Markov First touch Last touch Linear model
Referral-(direct) 35,9% 40,0% 43,8% 42,3%
Organic Search-google 19,3% 17,2% 18,9% 18,2%
Direct-(direct) 18,5% 23.2% 16,5% 19,1%
Organic Search-(direct) 13,3% 11,1% 11,9% 11,6%
Paid Search-google 3,4% 2,1% 2,5% 2,3%
Paid Search-(direct) 2,9% 2,1% 2,1% 2,1%
Referral-other source 2,6% 1,5% 1,6% 1,6%
Display-other source 2,3% 1,2% 1,3% 1,3%
Social-other_source 0,9% 0,7% 0,7% 0,7%
Organic Search-other source 0,3% 0,4% 0,4% 0,4%
Display-google 0,2% 0,2% 0,2% 0,2%
Social-youtube 0,1% 0,1% 0,1% 0,1%
Affiliates-other source 0,1% 0,1% 0,1% 0,1%
Referral-google 0,1% 0,1% 0,0% 0,0%
Display-(direct) 0,0% 0,0% 0,0% 0,0%
(Other)-google 0,0% 0,0% 0,0% 0,0%
(Other)-other_source 0,0% 0,0% 0,0% 0,0%
Paid Search-other source 0,0% 0,0% 0,0% 0,0%
(Other)-(direct) 0,0% 0,0% 0,0% 0,0%

! In order to ascertain the transition probabilities, an experiment was conducted utilizing a Markov model with a
different order. The findings indicated that the model exhibited robust behavior when operating within the range of
three to five orders.
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The bold advantage of this approach is that the marketing budget can be distributed between the various
communication channels that drive traffic to the advertiser's site, with the shares being directly utilized for this
purpose. It is important to note that the channel sequences were constructed using the entire client path, which
is not always linear and may contain multiple conversions and loops. To account for this "hidden" information
when analyzing customer behavior, it would be appropriate to fragment individual paths into "segments"
ending with a single conversion. The advantage of this approach is that it allows us to defend the hypothesis
that individual visitor behavior could change over time, and that a different attribution pattern could therefore
dominate at each stage of the sales funnel. This entails the necessity for supplementary intensive grouped
calculation in data preparation stage. However, an advantage is the ability to use machine learning algorithms
in predicting the probability of conversion at the individual level, using transaction flag 0/1 as target variable.

5.3. Modeling Attribution via Extreme Gradient Boosting

In this research we used the ‘dplyr’ package in R (Wickham, Frangois, Henry, Miiller, & Vaughan, 2023)
to break the customer journey into distinct stages (partial paths) ending with a conversion (market with flag
1). This helps us to enabling an examination of the influence of specific channels (touchpoints) on repeat
purchases and the tracking of variations in purchasing behavior throughout the customer journey. A useful
visualization tool for interpreting the results is the heat map illustrated in Figure 3. For example, the map
clearly demonstrates that as customers return, there is a notable shift in channels from referral and organic to
direct, display, and paid search.

Customer journey components by number of purchases
INSIGHTS: With repeat customers returning, channel contribution from Referral and Organic moves to Direct, Display and Paid Search
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Fig. 3. Heat map of customer Journey

The heatmap offers a valuable framework for examining the customer journey at an aggregate level.
Nevertheless, a limitation of this approach is that it does not consider the probability of conversion, focusing
instead on the number of successful conversions. However, the availability of disaggregated customer journey
data, with each path id ending with a flag indicating conversion or no conversion, provides an opportunity to
train a predictive classification model. In our case, we have performed some feature engineering by means of
dichotomization of the original variables.
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The objective at this stage is to train a predictive classification model using the data prepared. The model
should be able to predict with a high degree of confidence the probability of conversion at the individual level
using touchpoints from different channels as predictors. To achieve this, we utilize one of the most prevalent
machine learning classification algorithms, namely, Extreme Gradient Boosting (Chen & Guestrin, 2016). The
parsnip package for R is employed for the purpose of training the model (Kuhn & Voughan, 2024). After
several routines to tune the model hyperparameters, we were able to train a model with acceptable predictive
performance (Overall Accuracy = 0.984, AUC of the ROC Curve = 0,846).

Table 6 contains an extract of the first few rows of data set with predicted probability of conversion
(.pred 0, .pred_1). For example, the model estimates that the second visitors’ path has a 93% chance of
converting. In fact, this is a correctly predicted case (Transaction flag = 1). In contrast, the first visitors’ path
is incorrectly predicted by the model (.pred 1 =0.938, Transaction flag = 0). When planning online marketing
campaigns with personalized targeting, this list of predicted conversion probabilities could be used at an
individual level.

In order to provide a transparent and comprehensible explanation of the solutions generated by the
XGBoost, we also employed an explainable machine learning algorithm (Ribeiro, Singh, & Guestrin, 2016).
This allows us to explain the predictions of black box classifiers. In this use case we used R port of the Python
‘lime’ package (Hvitfeldt, Pedersen, & Benesty, 2022). The algorithm permitted the estimation of the
attribution credit of each of the channels under consideration at the individual customer level.

Table 6
Prediction Results and Feature Engineering for Classification Algorithms

Visitor_path id .pred_0 .pred_1 Tral;]s;\gction Pia(:h Social Affiliates Direct Display 2:5::? s::;:gh Referral Other
...100_15 0.0624 0.938 0 15 0 0 0 0 1 0 0 0
...100_12 0.0704 0.930 0 12 0 0 0 0 1 0 0 0
..100_13 0.0719 0.928 1 13 0 0 0 0 1 0 0 0
...100_10 0.0756 0.924 0 10 1 0 0 0 0 0 0 0
..158 12 0.0809 0.919 0 12 0 0 0 0 0 1 0 0
..932 15 0.0813 0.919 0 15 0 0 0 0 1 0 0 0
...386_13 0.0813 0.919 0 13 0 1 0 0 0 0 0 0
...386_16 0.0813 0.919 0 16 0 0 0 0 1 0 0 0
..386_17 0.0813 0.919 0 17 0 0 1 0 0 0 0 0
...386_25 0.0813 0.919 0 25 0 0 0 0 1 0 0 0

#1719,103 more rows

Two cases, selected at random, are presented in Figure 4. The figure depicts a customer whose conversion
probability is high (~ 91.9%), as indicated on the left-hand side. The right-hand side depicts the case of another
customer, whose conversion probability is very low (~0.8%). The key predictors that most strongly influenced
this likelihood were that the user used paths 15 and 16 and interacted with display ads between 8 and 10 times.
Circumstances shown in blue in the graph also have a positive impact on the likelihood of conversion.
However, not using social media as a touchpoint (less than 9 times) has a negative impact on the likelihood of
conversion.
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Fig. 4. Heat map of customer Journey

In the case of the other randomly selected user, the primary factor that exerted a negative influence on
the predicted conversion probability was the use of path numbers 1, 2 and 3. Conversely, the utilization of
organic search was less than nine times and referrals less than four times were found to have a favorable impact
on the probability of purchase.

This type of analysis, although extremely extensive in terms of computational effort, could greatly assist
in personalized and/or group-based targeting decisions.

6. Discussion and outlook

In this instance, the proposed methodology was employed, whereby a combination of heuristic and
machine learning-based models were utilized to facilitate a comprehensive analysis of the pertinent results..
The models discussed are last-touch attribution, first-touch attribution, uniform (linear) attribution, Markov
chain model, and a Gaussian process boosting algorithm such as the XGBoost model. Since heuristic methods
cannot be evaluated by any evaluation metrics, their performance is difficult to compare with data-driven
models. Therefore, their results are simply compared with those generated by data-driven methods.

This research provides companies with evidence-based insights for selecting the appropriate attribution
model based on specific marketing channels and targets. Businesses can use this information to optimize
resource allocation, direct investment to high-impact touchpoints and maximize return on investment. By
concentrating on the channels that generate the highest conversion rates, businesses can enhance their
marketing activities and achieve superior outcomes. Furthermore, this research offers insightful perspectives
on the influence of touchpoints in customer decision-making processes. By implementing the proposed
procedure, marketers can ascertain the relative impact of diverse channels on customer conversion, enabling
them to adapt their strategies, gain a competitive edge and enhance overall performance and revenue.

Conversely, the deployment of machine learning algorithms offers considerably greater flexibility and
depth of analysis at the individual level. In conclusion, as the field of study progresses, the refinement of
attribution methods to achieve a balance between complexity and practicality will remain a central challenge
in fully harnessing the potential of attribution modelling.
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JEL: CO Abstract

The paper aims to reveal and analyze the main statistical trends of trade relations
between Georgia and Bulgaria. Statistical observation, grouping, and analysis
methods were used in the research. Bulgaria is a country with which Georgia has had
a positive trade balance every year since 2015.

Bulgaria's share in the foreign trade turnover of Georgia ranges from 2%-4%; Bulgaria
is the only one of the EU countries that systematically ranks among the top ten export
countries; In 2014-2023, exports from Georgia to Bulgaria grew by 1.8% annually on
average; The commodity structure of Georgia's export products in Bulgaria is virtually
unchanged. Georgia's export products in Bulgaria are too concentrated. The product
structure of re-export is more diversified and the most re-exports from the country are
Motor cars, (27%). The volume of Georgia's imports increased by 6.8% in 2014-2023,
imports from the European Union increased by 5.9%, and imports from Bulgaria
increased by 0.4% on average, annually. Imports from the European Union, including
Bulgaria, and overall import growth rates in the country in 2023 are reduced. Mainly
oil and oil products are imported from Bulgaria, Petroleum oils and oils from
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Export, Import, Commodity therefore the indicators of import products are more diversified than export products.
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1. Introduction

Against the background of globalization and economic structural changes in the world, foreign economic
relations with the countries of the world, especially with the countries of the European Union, are becoming
more and more relevant. It is clear that Georgia has active cooperation with all countries, and even more so, it
does not have a positive trade balance, but Bulgaria is the country with which Georgia has had intensive trade,
especially export relations for two decades, and Bulgaria has always been one of the top ten trade partner
countries of Georgia. This is what led to the interest in this problem and the analysis of these relationships, the
identification of statistical trends.
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This issue is especially relevant today, when Georgia has received the status of a candidate and joining
the European Union is on the agenda. This is the country's priority task. Based on the trade balance of Georgia,
itis clear that the country is an importing country. Although the volume of exports is increasing and the balance
of trade turnover is slowly decreasing, but still imports exceed exports by 2.5 times. The situation with
Bulgarians is completely different. Export relations are predominant here, and the share of Bulgaria in the
import of the country is very small. That's why we analyzed both trade, export and import relations as a whole,
their commodity structure, changes in it.

2. Literature Review

The level of the economic development of Georgia depends much on the country's relations with the rest
of the world, as the levels of the economic development of the countries on the background of the world market
liberalization and integration process have an increasing impact on one another. (Abesadze, N., Gelashvili,S.
Abesadze,0.,2015) Therefore, in the conditions of globalization and regional integration in the world, the
economic development of the country is highly dependent on successful foreign policy and economic reforms,
as well as on reducing the negative effects that accompany globalization processes. (Putkaradze, 2019) Under
the conditions for modern level and scales of deepening the integrating processes, it is important to make the
correct evaluation of the economic relations having been developed between Georgia and European Union

Globalization has become a crucial issue in everyday political, economic, social, and cultural life. From
the strategic point of view, it is very important for Georgia to enhance the world economic, financial and other
kinds of relations, especially when it is in the foreign interests of the country to share advanced European
values and experiences and join the European Union.(Abesadze,N.,Abesadze,0.,2018)

The European Union and Georgia has more than a 25-years long relationship. Since 2016, the partnership
has been based on the association agreement between the European Union and Georgia, which provides the
basis for political association and economic integration between the two sides. Among the important results of
this relationship is the agreement on the Deep and Comprehensive Free Trade Area (DCFTA), which has
opened the European market to Georgian businesses and products. The European Union is a significant trade
partner of Georgia. (Abesadze, N., Gelashvili, S., Abesadze, O., 2024)

At the modern stage, trade corridors are of great importance. The location of Georgia is interesting here,
which is manifested in the role of one of the main connecting trade corridors between Asia and Europe.

Georgia, due to its geopolitical location, is in the circle of strategic the interest of world importance.

The geopolitical location of our country is an important factor indeepening the process of its economic
integration in Europe and Asia. (Abesadze, N. 2017) This became especially relevant due to the Russia-
Ukraine war, in the light of the fragmentation created in the world and the structural changes created in the
world foreign trade.

All these states have the same historical background, they clearly indicate European way of development
and achieve the same goal -became members of the Euro-Atlantic structures, for Georgia same goals are set
up and the development in this direction evidenced by signing the association agreement with the European
Union. (Gaganidze, G., Ramishvili, B., 2018)

Based on the country's European integration course, the statistical analysis of Georgia's trade relations
with the EU countries is interesting, according to the main partners that firmly occupy a place in the ranking
of the top ten trading countries.

The aim of the paper is to reveal and analyze the main statistical trends of trade relations between Georgia
and Bulgaria.
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3. Material and Methods

The research methodology is based on the use of methods corresponding to the stages of the statistical
research process. In particular, methods of statistical observation, self-grouping and analysis, as well as
scientific works published by well-known researchers.

Bulgaria is one of the important trading partners of Georgia. The volume of trade between Georgia and
Bulgaria has improved significantly since Bulgaria's accession to the European Union. (Purkaradze, 2021)
Since its first year in the EU, Cohesion Policy funding has enabled Bulgaria to modernise its infrastructure and
improve citizens' quality of life. (European Commission, 2017)

According to the data of 2023, Georgia's largest trading partner was ranked 11th, compared to the
previous year (8th place), it fell by 3 positions, due to the increase in foreign trade turnover indicators of
Kazakhstan, Kyrgyzstan and Japan with Georgia. However, during the study period, 2014-2023, Bulgaria was
always considered the most important trade partner, as it systematically occupied the top ten trade partner
countries until 2022.
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Figure 1. Top list of trade partner countries of Georgia
Source: https://ex-trade.geostat.ge/en

As for the trends of foreign trade in recent years, in 2014-2023 Georgia's foreign trade with Bulgaria is
characterized by an increasing trend. In particular, during this period, foreign trade turnover increased 1.3
times, export - 1.5 times, and import - 1.04 times. The highest rate of increase was observed in 2022, when the
turnover volume of Georgian goods trade with Bulgaria increased by 45% (see diagram 1) and amounted to
626818.31 thousand US dollars. In 2023, a rate of 25% decrease was recorded and it was equal to 467,260.37
thousand Shsh dollars, which was reflected in the ranking of the country included in the top ten.

During this period, the research showed that the rates of growth of foreign trade turnover with the
countries of the world, the European Union and Bulgaria are different. If the average annual turnover with the
EU increased by 5.2%, with Bulgaria by 2.4%, and with the countries of the world by 7.3%.
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Figure 2. Growth rates of foreign trade with the world, EU and Bulgaria
Source: https.//ex-trade.geostat.ge/en

As for the percentage share of Bulgaria in the total foreign trade turnover of Georgia and with EU
countries, it should be noted that in the total foreign trade turnover of Georgia, Bulgaria's share ranges between
2%-4% and remained at the level of 2% in 2023, while in goods trade with EU countries The range of the share
in the total turnover varies from 10% to 17%, and the smallest, due to the decrease in the volume of turnover,
was recorded in 2023 and amounted to only 10%.( See Figure 3)
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Figure 3. Bulgaria's share in the trade turnover of goods with the countries of the European Union
and the whole world
Source: https://ex-trade.geostat.ge/en

Bulgaria is a country with which Georgia has had a positive trade balance every year since 2015, which
is caused by the predominant growth of exports.
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Figure 4. Trade balance of Georgia with Bulgaria
Source : https://ex-trade.geostat.ge/en

Georgia's exports to the world are growing. On average, during the research period, from 2014-2023,
exports from Georgia grew by 2.4% annually, with EU countries by 4.6%, with Bulgaria by 1.8%, although in
2023, an 18% decrease was observed with the European Union, and with Bulgaria there was a 41% decrease,
in general exports The growth rate has decreased from 32% to 9% compared to 2022. (See Diagram 5)
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Figure 5. Export growth rates with the world, EU and Bulgaria
Source:_https://ex-trade.geostat.ge/en

Despite the fact that Bulgaria's share in Georgia's exports decreased in 2023, it is still the only country
that is included in the top ten export countries of Georgia (in 8th position). Bulgaria has 35% of its exports to
EU member states and is the leader in export relations with Georgia. However, its percentage share in Georgia's
exports is still low, it was only 4%.
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Figure 6. Bulgaria's share in total exports to the EU and Georgia
Source: https://ex-trade.geostat.ge/en
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The analysis of the largest commodity groups exported to Bulgaria gives an interesting picture. At the
beginning of the research period, almost 78% of the products exported from Georgia to Bulgaria were copper
ores and concentrates, 21.2% were nitrogen fertilizers, and the rest of the products represented an insignificant
share. It should also be noted that during this period, Georgia exported copper ores and concentrates mainly to
Bulgaria.

Today, the commodity structure of export still has the highest weight, with 95.6% Copper ores and
concentrates, and Sacks and bags; of a kind used for the packing of goods, of man-made textile, materials,
flexible intermediate bulk containers 1%, Fertilizers, mineral or chemical; nitrogenous, ammonium nitrate,
whether or not in aqueous solution 0.007% and Copper; waste and scrap 0.006%.

Table 1.
Commodity structure of exports to Bulgaria,Thsd. USD

Copper ores and concentrates 238994.40
Sacks and bags; of a kind used for the packing of goods, of man-made textile, materials,

flexible intermediate bulk containers 1785.32
Fertilizers, mineral or chemical; nitrogenous, ammonium nitrate, whether or, not in

aqueous solution 1755.60
Copper; waste and scrap 1690.80
Shirts; mens or boys, of textile materials n.e.c. in heading no. 6205 (not, knitted or
crocheted) 519.25
Trousers, bib and brace overalls, breeches and shorts; mens or boys, of, cotton (not
knitted or crocheted) 456.02
Lead; unwrought, unrefined, not containing by weight antimony as the,principal other

element 399.99
Rubber; new pneumatic tyres, of a kind used on buses or lorries 299.64
4 Cases and containers; n.e.c. in heading 4202, with outer surface of plastic, sheeting or
of textile materials 282.27
Jackets and blazers; mens or boys, of synthetic fibres (not knitted or,crocheted) 262.98

Source : https://ex-trade.geostat.ge/en

Priority is given to locally produced products in exports from Georgia. After the pandemic, an
exceptionally high growth rate was observed in local exports. In 2022, compared to the previous year, 2021,
local exports increased by 66%. But in 2023, taking into account the rate of decrease in exports, the volume of
domestic exports in Bulgaria also decreased.

Priority is given to locally produced products in exports from Georgia. After the pandemic, an
exceptionally high growth rate was observed in local exports. In 2022, compared to the previous year, 2021,
local exports increased by 66%. But in 2023, taking into account the rate of decrease in exports, the volume of
domestic exports in Bulgaria also decreased.
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Figure 7. Growth rates of local exports to the world, EU and Bulgaria
Source: https://ex-trade.geostat.ge/en

Copper ores and concentrates are the most exported goods of local production in Bulgaria, their share in
the total local export is 96.3%. The rate of Sacks and bags, of a kind used for the packing of goods and Mineral
or chemical fertilizers, nitrogenous share, which made 0.71% and 0.70% respectively, is insignificant.
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Figure 8. Bulgaria's share in the EU local exports
Source :https://ex-trade.geostat.ge/en

For a certain period, the growth of re-exports was considered one of the main directions of growth of
export potential. It should be noted that re-export for small states is considered one of the main levers to
eliminate the trade balance deficit. (Gaganidze, 2019) In 2014-2023, re-exports increased by 14% on average
in the country, but the rate of re-exports with Bulgaria decreased by 36% on average. In 2023 alone, re-exports
to Bulgaria decreased by 53% compared to the previous year.
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Figure 9. Growth rates of Georgia's re-exports to the world, the European Union and Bulgaria
Source: https://ex-trade.geostat.ge/en

Motor cars, 27%, New pneumatic tires, of rubber 17%, All kind of bags including camera, musical
instrument and other cases 16%, etc. are the most re-exported from the country. Bulgaria's share in re-exports
with EU countries decreased from 25% in 2022 to 1.4% in 20223, and Bulgaria's share in total re-exports fell
from 3.1% to 0.1% (See diagram 9).
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Figure 10. Bulgaria's share in re-exports to the EU and in total re-exports
Source: https://ex-trade.geostat.ge/en

Therefore, in conclusion, it can be said that the export products of Georgia are too concentrated in
Bulgaria, in particular, a large part of the products exported from Georgia to Bulgaria are copper ores and
concentrates, the share of which varies between 78% and 95.6% of exports to Bulgaria.

The degree of concentration is further increased by the limitation of the commodity structure of local
export in Bulgaria. Copper ores and concentrates are the most exported goods of local production in Bulgaria,
its share in the total local export is 96.3%.

As for imports, both from the European Union, including Bulgaria, and overall import growth rates in the
country are reduced in 2023. Compared to the previous year 2022, the rate of increase in the import of goods
from the European Union was determined by 25%, while the increase in 2022 was 33% and in 2021 it was
25%. The largest import from Bulgaria was made in 2021, when it reached a record level in the period and
amounted to 178840.97 thousand US dollars. (See Figure 10)
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Figure 11. Import growth rates of Georgia with the world, EU and Bulgaria
Source: https.//ex-trade.geostat.ge/en

Bulgaria's share in imports from the European Union to Georgia and Bulgaria's percentage share in the
country's imports as a whole is small. Among EU countries, Bulgaria's share ranges between 5%-9%, and
Bulgaria's share in total imports is at the level of 1%-2%.
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Figure 12. Bulgaria's share of Georgia's imports to the European Union and in general
Source: https://ex-trade.geostat.ge/en

In general, the volume of Georgia's imports increased by 6.8% in 2014-2023, imports with the European
Union increased by 5.9% on average annually, and imports from Bulgaria by 0.4%. The dynamics of import
indicators from Bulgaria directly reflected on the geographical structure of imports and Bulgaria is in the 26th
position in terms of import volume. The top ten importing countries have four absolute leaders: Turkey, USA,
Russia and China, whose share is 49.3% of all imports.

The country mainly imports oil and oil products from Bulgaria, the share of which is 44% of the total
import to Bulgaria, no other product has such a high share.

Medicaments are characterized by a 4.5% share; And the share of goods for attractions, table or room
games is 4.2%, etc.

Therefore, the commodity structure of Georgia's imported products in Bulgaria is virtually unchanged
and the nomenclature itself is limited.

66% of the goods imported from Bulgaria are mainly carried out by sea transport, and 33% by road
transport, the share of air transport is insignificant.
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Figure 13. Import to Bulgaria according to the means of transport
Source (https.//ex-trade.geostat.ge/en)

It is a completely different picture in the case of export. 71% of all exports from Georgia to Bulgaria go
by road, 20% by sea, 4% by air and 3% by rail.
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Figure 14. Export to Bulgaria according to the means of transport
Source (https://ex-trade.geostat.ge/en)

Conclusion

» Bulgaria has been an active trade partner of Georgia for the past ten years;

» Foreign trade with Bulgaria, except for 2023, was characterized by a general growth trend.

» Bulgaria is a country with which Georgia has had a positive trade balance every year since 2015,
which is caused by the predominant growth of exports.

» For the first time in the ranking of Georgia's largest trade partner countries in the last ten years, as of
2023, it missed the top ten countries and currently occupies the 11th place;

» Bulgaria's share in the foreign trade turnover of Georgia ranges from 2%-4%;

» Bulgaria is the only one of the EU countries that systematically ranks among the top ten export
countries;

» During the research period, 2014-2023, exports from Georgia to Bulgaria grew by 1.8% annually on
average;

» The commodity structure of Georgia's export products in Bulgaria is virtually unchanged and the
nomenclature itself is limited;

» Georgia's export products in Bulgaria are too concentrated, in particular, a large part of the products

exported from Georgia to Bulgaria is copper ores and concentrates, the share of which varies between
78% and 95.6% of exports to Bulgaria.
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» The degree of concentration is further increased by the limitation of the commodity structure of local
export in Bulgaria. Copper ores and concentrates are the most exported goods of local production in
Bulgaria, its share in the total local export is 96.3%.

» Re-exports increased by 14% on average in the country between 2014-2023, but decreased by 36%
with Bulgaria. In 2023 alone, re-exports to Bulgaria decreased by 53% compared to the previous year.
But it should be noted that the product structure of re-export is more diversified and the most re-
exports from the country are Motor cars, 27%, New pneumatic tires, of rubber 17%, All kind of begs
including camera, musical instrument and other cases 16%

» The volume of Georgia's imports increased by 6.8% in 2014-2023, imports from the European Union
increased by 5.9%, and imports from Bulgaria increased by 0.4% on average, annually.

» Imports from the European Union, including Bulgaria, and overall import growth rates in the country
in 2023 are reduced.

» Mainly oil and oil products are imported from Bulgaria, Petroleum oils and oils from bituminous
minerals, the share of which is 44% of the total import to Bulgaria, therefore the indicators of import
products are more diversified than export products.
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The National Green Investment Scheme in Bulgaria is implemented by the
National Trust Eco Fund (NTEF) (Natzionalen Doveritelen Ekofond, 2024) It was
established in 1995 through the "Debt for Environment" deal, which fostered good
relations between the governments of Bulgaria and Switzerland. The mission of
the Fund is to contribute to the implementation of Bulgaria's national policy in the
field of environmental protection by financing green projects. Green investments
can be applied in any sector of the national and global economy. They are the
foundation of contemporary entrepreneurship in ecology and maintaining a clean
environment. Therefore, we believe they hold an important and decisive place in
the economic and social life of every country in the world. This report aims to
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1. Introduction

The National Scheme for Green Investments in Bulgaria (NSGIB) aims to encompass the broadest
possible range of potential environmental projects across various fields, including agriculture. In the
agricultural sector, some of the main types of green investments are related to the use of sustainable crop
cultivation methods, such as organic farming, permaculture-based agriculture, minimal or zero tillage,
and biological or integrated pest management. Organic farming, also known as ecological farming or bio-
farming (USDA National Agricultural Library, 2024), is an agricultural system that utilizes fertilizers of
natural, organic origin (RIRDC, 2000), such as compost, green manure, and bone meal, while emphasizing
techniques such as proper crop rotation (Paull, 2019) and intercropping with fodder crops like alfalfa,
clover, and specific types of grasses (McEvoy, 2020).
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It emerged in the early 20th century in response to rapidly changing agricultural practices (Paull, 2010).
Permaculture is a specialized approach focused on managing human interaction with the land, designing and
constructing vegetable and fruit gardens in communities, and establishing natural ecosystems combined with
forest plants, including specific trees, shrubs, and grasses (Birnbaum Fox, 2010). It involves a set of principles
for designing and constructing complete ecosystems (Holmgren, 2007).

In Bulgaria, a national action plan for the development of organic production was approved in 2019 by
the Minister of Agriculture Desislava Taneva. This plan encompasses the production and processing of primary
agricultural products, the development of the market for organic products, and the formation of consumer
attitudes and demand. It includes organizing the potential of the Bulgarian organic sector and ensuring financial
and programmatic support for the organic agriculture sector. Biological pest control involves using only
biological methods for plant protection, while integrated pest management aims not to eliminate harmful insect
populations but to reduce them to a specific density below economic thresholds. This approach maintains
biodiversity in biocenoses and combines permitted chemical pest control products with biological pest
management, thus preserving the ecological balance and preventing the emergence of new economically
significant pest species. In addition to organic farming, permaculture, and biological pest management, green
investments in agriculture can also manifest through investments aimed at the application of renewable energy
sources for agricultural development, such as solar panels, wind turbines, and more. This practice is
increasingly being adopted in Western Europe, North America, Japan, and China. In recent years, Bulgarian
farms have also begun using solar panels and wind turbines to generate energy for their operations.

2. Material and Methods

To determine Bulgaria's position relative to other countries in Europe and the world regarding the
application of green investments, we propose the analysis framework, presented in Table 1. The research
encompasses the following key stages with the corresponding datasets accessible through the Eurostat database
(Table 1):

Table 1
Analytical Framework for Evaluating Environmental Investments in Agriculture

Stage

Description

Datasets

Formulas

1. Analysis of

Trend Analysis. The

Environmental protection

Average Growth Rate =

changes in average growth rate investments by corporations as Sum of annual growth rates
investment provides a clear indication | ancillary producers in agriculture, | / Number of years
amounts of the overall trend in forestry, and fishing (NACE Rev.

environmental protection 2) [env_ac_epiap]

investments over the

specified time frame.
2. Evaluation of the level of Gross Value Added (GVA) in Investment Intensity =
Investigation environmental protection agriculture [nama 10 _al0] (Environmental protection
of investment | investments relative to the investments in agriculture /
intensity in economic output (Gross Gross Value Added in the
environmental | Value Added) of the sector) x 100
protection agricultural sector.

3. Analysis of
the

This ratio provides insights
into how well financial

Production of environmental
protection services in agriculture,

Efficiency Ratio =
(Production of

effectiveness resources are being utilized | forestry, and fishing (NACE Rev. | environmental protection
of to achieve environmental 2) [env_ac_pepsnsp] services in the sector / Total
environmental | outcomes. investments in

investments environmental protection in

the sector) x 100
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4. Correlation
analysis

Assessing relationships
between environmental
investments and subsidies
and taxes

Environmental subsidies and
similar transfers from general
government to corporations in
agriculture, forestry, and fishing
(NACE Rev. 2) [env_esst_ggep],
Environmental taxes by economic
activity (NACE Rev. 2)
[env_ac_taxind2]

Pearson correlation
coefficient

5. Analysis of
the
contribution of
subsidies to
investment
activity

The extent to which
environmental subsidies
support or contribute to the
overall environmental
protection investments in
agriculture

Environmental subsidies and
similar transfers from general
government to corporations in
agriculture, forestry, and fishing
(NACE Rev. 2) [env_esst_ggep],

Subsidies to Investment
Ratio = (Environmental
subsidies in agriculture /
Environmental protection
investments in agriculture)
x 100

3. Analysis of Environmental Protection Investments in Agriculture in Bulgaria as an EU

Member State

Significant fluctuations are observed in the annual amount of environmental investments in
agriculture. The dynamics of investments in environmental protection in agriculture, forestry, and fishing
are illustrated in Figure 1. The highest level of investment was recorded in 2014, due to a combination of
EU funding, pressure to comply with environmental standards, sustainable development initiatives, and a
focus on innovations.
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Fig. 1. Environmental protection investments by corporations in agriculture, forestry, and fishing, million

euros (2006-2019)

Source: Data from Eurostat (2024). Calculations by the authors.

With an average growth rate of 42.3% (Figure 2), this period demonstrates a remarkable positive
change in the amount of investments directed toward environmental protection. This progress aligns with
the broader objectives of the European Union for sustainable development and environmental

conservation.
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Fig. 2. Average growth rate of environmental protection investments in agriculture in Bulgaria, % (2006 -
2019)
Source: Data from Eurostat (2024). Calculations by the authors.

When comparing Bulgaria's growth rate with that of other EU member states, it is crucial to evaluate
whether this growth reflects a current commitment to sustainable practices or is influenced by temporary
funding opportunities. Understanding these dynamics can aid in assessing the long-term viability of
Bulgaria's environmental strategies. While environmental investments in agriculture in Bulgaria are
increasing, they remain significantly lower than the EU average in terms of economic product generated
in the sector (Figure 3).
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Fig. 3. Average Investment intensity in environmental protection in agriculture: Bulgaria vs. EU average
(2006-2019)
Source: Data from Eurostat (2024). Calculations by the authors.

Another essential question is how well the country converts its investments into tangible
environmental benefits compared to others. A higher efficiency ratio indicates greater effectiveness in
producing services from the same level of investments. Bulgaria's efficiency ratio, significantly lower
than that of other European countries, may signal areas where the country needs to improve its green
investment strategies or address systemic challenges hindering effective implementation. Countries such
as Austria, Belgium, and Poland demonstrate higher efficiency ratios, which may be attributed to better
resource allocation, more targeted projects, or stronger government policies supporting environmental
initiatives. For Bulgaria, improving the efficiency of environmental investments may involve adopting
best practices from higher-performing countries, focusing on targeted interventions, and ensuring that
funding is directed toward initiatives that yield measurable environmental benefits.
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Fig. 4. Efficiency of environmental protection investments in agriculture, 2021
Source: Data from Eurostat (2024). Calculations by the authors.

In addition to the effectiveness of investments, available data for key financial indicators related to
the environment in agriculture in Bulgaria from 2006 to 2020 have been examined: Environmental taxes
by economic activity and Environmental protection investments by corporations as ancillary producers.
The analysis aims to understand how these financial measures interact within the agricultural sector. The
correlation coefficient of 0.387 between environmental taxes and environmental protection investments
indicates a moderate positive relationship, suggesting that increases in one variable are moderately
associated with increases in the other. However, the significance value (p-value) of 0.214 indicates that
this correlation does not meet conventional thresholds for statistical significance (p < 0.05), suggesting
that the observed correlation may not reflect a reliable or causal relationship. Surprisingly, a significant
negative correlation with a Pearson coefficient of -0.663 between environmental subsidies and
investments indicates an inverse relationship; as subsidies increase, corporate investments in
environmental protection tend to decrease. The significance value of 0.151 suggests that this correlation
is not statistically significant at conventional levels (p < 0.05), raising doubts about the reliability of the
results due to the small number of observations. The average ratio of subsidies to investments in Bulgaria
during the period 2014-2019 is approximately 1.00, indicating a balanced approach between the two.
However, significant differences in the sizes of these two indicators are observed in several European
countries, highlighting the need for a more detailed analysis of public support expenditure directions for
each country.

4. Best Practices for Establishing Public-Private Partnerships to Enhance the Effectiveness of
Green Investments

Creating partnerships between the public and private sectors can play a key role in increasing the
scale and positive outcomes of green investments in agriculture. Below are several examples of successful
practices from other countries.

e Financial Innovations: In Germany, public-private partnerships in the renewable energy sector
encourage investments in solar and wind projects, offering shared economic benefits between the
state and private investors. Bulgaria may consider developing similar programs that include
innovations in agronomy and sustainable agriculture (World Bank, 2017).

e Subsidy Programs: In the Netherlands, the government offers subsidies for innovations in the
agricultural sector that focus on environmental protection. The private sector actively participates
in these programs by providing new technologies and knowledge. Bulgaria could also explore
opportunities for similar mechanisms, where private companies develop and implement
technologies while the government covers part of the costs (Farokhi et al., 2024).

e Education and Training: In Finland, public-private partnerships provide training programs for
farmers on sustainable practices and innovations. Through collaboration among universities,
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government agencies, and private companies, farmers gain access to new knowledge and
technologies. Bulgaria could adopt a similar training model that includes internship programs
alongside traditional seminars. Currently, seminars are being conducted on the application of new
plant protection products, mineral fertilizers, and hybrid seeds, as well as veterinary medicine.
Informative courses related to environmental protection programs, rural development programs,
and all possible interventions belonging to them, particularly the two measures of Organic
Agriculture and Ecology, are also being conducted. The main goals of this training are to
familiarize potential beneficiaries with the opportunities that operational programs provided by the
EU offer regarding the application of green investments (Good News from Finland, 2021).

Public Funding for Private Projects: In Switzerland, the government finances private initiatives
for environmental protection and sustainable agriculture, including projects related to organic
farming and resource management. These initiatives attract additional investments from the private
sector. Bulgaria could create programs that encourage farmers to adopt sustainable practices in
exchange for public funding. In Bulgaria, organic farming is certified. Organic producers have
certification for their crops, confirming they are grown organically, i.e., without the use of chemical
fertilizers and pesticides unless explicitly permitted (United Nations Development Programme,
n.d.). Globally, organic farming accounts for 70 million hectares or 170 million acres, with more
than half located in Australia. Its implementation actively promotes biological pest control,
intercropping, and the cultivation of predatory insects to eliminate direct pests on crops. Organic
standards are designed to allow the use of naturally occurring substances and bio-preparations
while prohibiting or strictly limiting the application of chemical pesticides and other chemicals.
Access to New Markets: In the United States, private companies often collaborate with the
government to open new markets for sustainable agricultural products. Bulgarian farmers could
benefit from such collaborations to secure access to new distribution channels for sustainable
products. By building such partnerships, Bulgaria could increase investments in green technologies
and promote sustainable development in agriculture, leading to benefits for both the environment
and the economy.

Improving Water Management and Soil Conservation: Another key approach to utilizing green
investments in agriculture is aimed at improving water management systems and soil conservation.
This includes investments in composting facilities and automated drip irrigation systems. Drip
irrigation is increasingly applied in all developed and developing countries, including Bulgaria,
saving not only substantial water expenditures but also labor and capital.

Waste Reduction and Emission Mitigation Technologies: Another essential approach in the
agricultural sector involves implementing green investments in technologies aimed at reducing waste and
harmful emissions from agriculture. Such technologies include biomass processing facilities and the
production of biogas and biodiesel. In Western Europe, North America, Japan, China, and other developed
countries, there is frequent use of biogas production from natural biological waste from cultivated plants
and animals. This process is also characteristic of larger farmers in Bulgaria and larger agricultural
companies, such as "Eco-Agro," an agricultural firm operating in northeastern Bulgaria.

5. Conclusion

In conclusion, the data on environmental protection investments in agriculture in Bulgaria reveal
several key findings:

1

. Investment Fluctuations: Significant fluctuations in investments during the analyzed period,

with peaks in 2014 related to increased EU funding and subsequent declines, highlight the need
for sustainable financing.

2. Comparison with the EU: Environmental investments per unit of economic product generated in
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Bulgaria remain significantly lower than the EU average, underscoring the necessity for support
for environmental initiatives and integration into EU policy.

3. Investment Effectiveness: The effectiveness of environmental investments in agriculture is a
critical factor for improving Bulgaria's sustainability efforts, indicating a need to optimize
strategies and ensure that investments lead to significant environmental benefits.

4. Correlation Between Taxes and Investments: The positive correlation observed lacks statistical
significance, suggesting uncertainty regarding whether environmental taxes and fees directly
influence environmental investments in the agricultural sector of Bulgaria.

5. Successful Practices: Several successful practices related to green investment implementation in
the agricultural sector are highlighted, including organic farming, the use of renewable energy
sources, drip irrigation systems, and the recovery of agricultural waste products for bioenergy
production.

The results emphasize the complexity of the environmental economy. Policymakers need to consider
various factors beyond taxation when seeking to enhance environmental investments. The analysis
underscores the need for further research to clarify these relationships, exploring other influencing factors
or extending the time frame to strengthen the reliability of the results and their policy implications.
Furthermore, the findings encourage a reevaluation of subsidy structures to ensure they effectively
promote corporate environmental investments. For Bulgaria, enhancing the effectiveness of green
investments may involve adopting best practices from countries with higher performance metrics and
ensuring that funding is directed toward initiatives that yield measurable environmental outcomes.
Limited data and a lack of statistical significance underscore the need for further research. A larger dataset
over a longer period may provide a clearer picture and significantly aid in formulating policies aimed at
improving environmental protection.
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1. Introduction

The integration of artificial intelligence (Al) into educational frameworks has become increasingly
essential as technology continues to evolve and permeate various sectors. The need for Al literacy is
underscored by the growing recognition that understanding Al's principles, applications, and ethical
implications is critical for both educators and learners in navigating the complexities of the digital landscape
(Symbio6, 2024). As educational institutions strive to prepare students for a future of ubiquitous Al
technologies, developing a structured approach to teaching Al literacy proves to be increasingly important.
This report outlines the strategic initiatives undertaken by a newly established Scientific and Research Institute
(SRI), https://www.ue-varna.bg/bg/p/7809/za-nas/nauchnoizsledovatelski-institut, aimed at fostering Al
literacy through a series of workshops and instructional sessions tailored for professionals across various
disciplines.
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Recent workshops have highlighted the importance of demystifying Al by providing foundational
knowledge about its core concepts, historical evolution, and real-world applications (Loewe, 2024). These
workshops concentrate on imparting technical skills but also emphasize critical thinking and delving into
ethical and social implications of Al technologies. For instance, discussions surrounding bias, fairness, and
accountability are integral to understanding Al impact on sectors such as education, healthcare, and
employment (DigCo, 2023). By incorporating these discussions into the curriculum, educators can cultivate
a generation of learners proficient in using Al tools but also equipped to engage thoughtfully with the
societal challenges posed by these technologies.

The Institute's proposed conceptual frame envisions a three-level workshop structure. The activities
culminate in microcredentials—recognizable certifications to validate participants' competencies in Al
literacy. This approach aligns with contemporary educational trends that favor modular learning pathways
and skill-based assessments (PowerEd, 2024). Microcredentials serve as tangible proof of skills acquired
through training programs, enhancing employability and providing graduates with a competitive edge in the
job market. By integrating microcredentials into the educational experience, the institute aims to foster
lifelong learning and adaptability among professionals in an era where continuous skill development is
essential.

As Al continues to reshape various aspects of life and work, integrating Al literacy into educational
curricula moves beyond being beneficial and becomes imperative. The activities undertaken by the Institute
reflect a commitment to equipping educators and professionals with the necessary tools to thrive in an Al-
driven world. Through structured workshops that emphasize both theoretical knowledge and practical
application, the Institute seeks to create an informed community capable of leveraging Al responsibly and
effectively. This report will detail these initiatives further while exploring best practices for implementing
Al literacy across diverse educational contexts.

2. Literature Review and Hypotheses Development
2.1. Introduction to Al Literacy

As artificial intelligence (AI) technologies become increasingly integrated into various sectors, the
demand for Al literacy has emerged as a critical educational priority. The importance of Al literacy is
underlined in every major document by UNESCO, the European Commission, the White House and by an
increasing number of governments around the globe (Miltenoff, 2024). Al literacy encompasses the
understanding of Al concepts, applications, and ethical implications, enabling individuals to engage with these
technologies responsibly and effectively (Khan et al., 2021; Aguilar et al., 2024). The shift towards Al literacy
is not merely a response to technological advancements but a proactive approach to preparing learners for a
future where Al will play a pivotal role in decision-making processes across numerous fields (Tadimalla and
Maher, 2024; Walter, 2024; Yu et al., 2024).

2.2. The Importance of Integrating Al Literacy into Education

The integration of Al literacy into educational curricula is essential for several reasons. First, it
equips students with the necessary skills to navigate an increasingly digital world. As noted by Hibbert,
Altman and Shippen, (2024), understanding Al is crucial for fostering critical thinking and problem-
solving skills, applicable in real-world scenarios. Furthermore, as Al technologies continue to evolve, a
pressing need for a workforce adept in these tools becomes obvious. A report by the World Economic
Forum (Zahidi, 2023) highlights the possibility that by 2025 over 85 million jobs will be displaced by
machines replacing human labor, thus emphasizing the necessity for educational institutions to prepare
students for such drastic change.
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2.3. Best Practices for Teaching Al Literacy

According to research, effective teaching practices for Al literacy should be multifaceted and contextually
relevant. One promising approach involves integrating Al concepts across various subjects rather than
confining them to standalone courses. This method allows students to see the interdisciplinary applications of
Al and encourages an increasingly holistic understanding of its implications (Loewe, 2024). For example,
mathematics classes can incorporate data analysis using machine learning algorithms, while social studies can
explore the ethical dimensions of Al in society. Engaging students in discussions about the ethical implications
of Al can promote critical thinking and awareness of issues such as bias and accountability (DigCo, 2023). By
addressing these topics within the curriculum, educators can cultivate informed citizens prepared to engage
with the societal challenges posed by Al

2.4. Frameworks for teaching and incorporating Al Literacy

As artificial intelligence (Al) becomes increasingly integrated into everyday life and various professional
fields, the necessity for comprehensive Al literacy education has emerged as a critical component of modern
curricula. This literature review discusses several prominent frameworks designed to facilitate Al literacy,
including the TCEA Framework, AI4K12 Initiative, DigTech Framework, Digital Promise by Kelly Mills et
al. (June 2024), IFLA Al Framework, CLEAR Path Framework by Leo Lo, The European Commission’s
Digital Education Action Plan, Barnard College's Framework for Al Literacy, and a comprehensive Al policy
education framework. Each of these frameworks offers unique perspectives and methodologies for integrating
Al literacy into educational settings, ultimately aiming to prepare students for a future where Al technologies
are prevalent.

2.4.1. TCEA Framework

The Texas Computer Education Association (TCEA) Framework emphasizes the integration of
technology in educational practices to enhance learning outcomes. It advocates for a holistic approach that
incorporates digital literacy alongside Al literacy. The TCEA Framework encourages educators to utilize Al
tools to foster critical thinking, creativity, and collaboration among students. By embedding Al literacy within
existing curricula, educators can create meaningful learning experiences that prepare students for the digital
age (TCEA, n.d.). The framework also highlights the importance of professional development for teachers to
ensure they are equipped to teach with emerging technologies effectively.

2.4.2 AI4K12 Initiative

The AI4K12 Initiative, a collaborative effort between the Association for the Advancement of Artificial
Intelligence (AAAI) and the Computer Science Teachers Association (CSTA), aims to establish national
guidelines for K-12 Al education. Central to this initiative are the Five Big Ideas in Al: Perception,
Representation and Reasoning, Learning, Natural Interaction, and Societal Impact (AI4K12, 2021). These
concepts provide a structured framework for educators to develop curricula that encompass essential Al
knowledge and skills appropriate for various grade levels. The initiative also includes a curated resource
directory to support teachers in implementing these guidelines effectively. By focusing on these foundational
ideas, the AI4K 12 Initiative seeks to foster a comprehensive understanding of Al among K-12 students.

2.4.3. DigTech Framework

The DigTech Framework emphasizes digital technology's role in enhancing educational practices
and promoting digital citizenship. This framework advocates for integrating digital skills into all subjects
rather than treating them as standalone topics. It recognizes that understanding Al is crucial for navigating
an increasingly complex digital landscape (DigTech, n.d.). The DigTech Framework encourages educators
to incorporate discussions about the ethical implications of Al technologies into their teaching practices.
By fostering critical thinking about technology's societal impact, this framework aims to prepare students
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not only as users of technology but also as informed citizens capable of engaging in discussions about its
implications.

2.4.4. Digital Promise by Kelly Mills et al. (June 2024)

The Digital Promise initiative outlines strategies to promote Al literacy in K-12 education through an
inclusive and equitable approach. It emphasizes the need for collaboration among educators, policymakers,
families, and community members to develop effective Al literacy programs (Mills et al., 2024). The
framework identifies key strategies such as integrating Al literacy within existing subjects, providing
professional development for teachers, and engaging families in understanding Al's role in society. By
fostering a collaborative environment that involves all stakeholders, the Digital Promise initiative aims to
create a comprehensive approach to teaching Al literacy that is accessible and relevant to diverse
communities.

2.4.5. IFLA AI Framework

The International Federation of Library Associations and Institutions (IFLA) Al Framework focuses on
the role of libraries in promoting Al literacy among diverse populations. This framework recognizes libraries
as vital community resources for information dissemination and education regarding emerging technologies
(IFLA, n.d.). The IFLA framework encourages libraries to offer programs and resources that educate users
about Al's capabilities and limitations while fostering critical thinking about its ethical implications. By
leveraging their unique position within communities, libraries can play a crucial role in advancing public
understanding of Al technologies.

2.4.6. CLEAR Path Framework by Leo Lo

The CLEAR Path Framework, developed by Leo Lo, provides a structured approach to integrating
computational thinking and Al literacy into education. CLEAR stands for Computational Thinking,
Learning, Engagement, Assessment, and Reflection (Lo, n.d.). This framework emphasizes the importance
of fostering computational thinking skills alongside traditional subject matter knowledge. By incorporating
engagement strategies that promote active learning and critical reflection on the use of technology, the
CLEAR Path Framework aims to equip students with the skills necessary to navigate an increasingly
automated world.

2.4.7.The European Commission’s Digital Education Action Plan

The European Commission’s Digital Education Action Plan outlines strategic initiatives aimed at
enhancing digital education across Europe. This plan emphasizes the need for member states to integrate digital
skills into their educational systems comprehensively (European Commission, 2020). It highlights the
importance of developing curricula that include not only technical skills related to digital technologies but also
critical thinking about their societal implications. By fostering an inclusive approach to digital education that
encompasses diverse learning needs, this action plan seeks to prepare European citizens for active participation
in a digital society.

2.4.8. Barnard College's Framework for Al Literacy

Barnard College has developed a framework specifically tailored for fostering Al literacy among college
students. This framework emphasizes interdisciplinary approaches that incorporate insights from computer
science, ethics, sociology, and other fields (Barnard College, n.d.). By promoting collaboration between
disciplines, Barnard College aims to provide students with a comprehensive understanding of both the
technical aspects of Al and its broader societal implications. This holistic approach prepares students not only
as skilled practitioners but also as informed citizens capable of critically engaging with the ethical challenges
posed by emerging technologies.
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2.4.9. Comprehensive Al Policy Education Framework

A comprehensive policy education framework focuses on educating stakeholders about the ethical
implications of artificial intelligence technologies. This framework emphasizes transparency, accountability,
and inclusivity in developing policies related to Al deployment in society (Comprehensive Policy Education
Framework). By providing educators with resources and training on policy issues surrounding Al technologies,
this framework aims to equip them with the knowledge necessary to engage students in discussions about
responsible technology use.

2.5. Microcredentials as a Validation Tool

Microcredentials have emerged as an effective means of validating skills acquired through training
programs focused on Al literacy. These digital badges or certificates provide recognition for specific
competencies and are increasingly valued by employers seeking candidates with relevant skills (Pooja et al.,
2024). Microcredentials enhance employability by allowing learners to demonstrate their abilities in a
tangible format that is easily shareable on professional platforms like LinkedIn (Varadarajan, Koh and
Daniel, 2023).

The flexibility of micro-credentialing also supports lifelong learning, enabling individuals to update their
skills continuously as technology evolves. Such adaptability is particularly important in fields like Al, where
rapid advancements necessitate ongoing education and skill refinement. By incorporating microcredentials
into educational programs, institutions can encourage continuous professional development and ensure that
graduates remain competitive in the job market (OECD, 2023).

The literature highlights the critical importance of integrating Al literacy into educational frameworks to
prepare individuals for an increasingly automated world. Effective teaching practices should encompass
interdisciplinary approaches and hands-on learning experiences that foster critical engagement with Al
technologies. Additionally, microcredentials serve as valuable tools for validating skills and enhancing
employability in a rapidly changing job landscape. As educational institutions embrace these strategies, they
will play a vital role in shaping a future workforce equipped to navigate the complexities of artificial
intelligence.

3. Building the system of information delivery and sessions
3.1. Modeling the content

The work on the content and structure for materials and services for information literacy provided by the
SRI took off in the fall of 2023 through a series of lectures delivered to students and university instructors.
The activities covered all aspects of artificial intelligence (Al), including the application of Al in education
and academic life. This report’s focus will focus specifically on the work regarding Al in education and
research. During the winter semester of 2024, several workshops were developed at the SRI.

3.2. Pilot-testing workshops

As early as in April 2024, an English-language workshop, ’Digital Competencies: Intro to Al in EdTech”
was delivered to university instructors. The workshop was structured and delivered through eLearn, the
Moodle-based university platform. The course contained learning materials and activities for participants to
acquire foundation knowledge of Al concepts and terminology. The workshop was used as a revision of the
digital skills and knowledge of educational technologies and to provide an easier transition to the concepts of
Al Definitions of Al and examples of its application in various fields, along with a short history of Al and
detailed explanation of the types of Al aimed to orient faculty in a rapidly evolving and complex topic.
Discussions about Large Language Models and their role in teaching and learning aimed to transition
participants in the Al are for educators.
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Next, participants were introduced to Al personalized learning platforms, intelligent tutoring systems and
automated grading and feedback tools. Activities aimed to help participants understand the concepts and start
adapting their pedagogical approaches to the new possibilities. The next eLearn module moved further the
exploration to the concepts of adaptive learning platforms, chatbots for student support, predictive analytics,
and prompt engineering. Participants were given opportunities to practice basic skills using Al tools and
exercising prompts (Session 94: The Digital Librarian in the Age of Al, 2024; Cobo, no date).

The next module sought to connect the recently acquired knowledge and skills with Al tools and concepts
and reflect it through their pedagogical and methodological experience. Participants were reminded about the
opportunities Al brings to personalized learning and student engagement (Mollick, 2023; Wolak and Keffer,
2023; VitalSource, no date). The following modules gradually introduced participants to Al literacy, literature
review on Al in Education, and assessment methods. Some of the material in these modules revises and repeats
digital skills and experience, such as rubrics for assessment and evaluation, which aims to help university
instructors to transition toward data-driven decision making and Ai-based assessment methods (Darvishi et
al., 2024; Furze, 2024; Kentz, 2024; Salman, 2024).

Another workshop delivered in April 2024 was English Academic Writing, https:/e-learn.ue-
varna.bg/course/view.php?id=6783. The workshop was meant as an introductory session for university
instructors and addressed the composition and organization of academic writing. In the workshop were
discussed both theoretical and practical issues, such as scholarly communications and scholarly publishing and
evaluation and citation of sources. Ethical considerations, such as academic dishonesty and plagiarism were
also scrutinized. A separate module focused on academic language and style, underlining the importance of
formal language and vocabulary, sentence structure and clarity and the necessity for practice. The importance
of revisions followed by peer review were also discussed and practiced through activities.

The last module in the workshop was examining the rapidly evolving Al tools for research and writing.
Along the opportunities and possibilities presented by Al, the information in the module was presenting
discussions about the rapidly increasing issues involving academic dishonesty, cheating, deception,
fabrication, and plagiarism (Pace Becker, 2024).

During the summer of 2024, a workshop was developed around the Harzing’s Publish or Perish (PoP)
software application. The workshop’s main purpose was to provide a hands-on orientation for university
instructors in using this free platform; to understand the purpose and key features of the software and how to
effectively use it for different tasks and purposes. PoP all the structural change in London rich richer written
statistical LinkedIn writers ensure, a software application developed by a British information specialist in 2006
to assist academics in analyzing their citation metrics and research impact, is widely used in academic libraries
and campuses. With a wide range of citation metrics, it can serve individuals and organizations for various
purposes. University instructors and researchers can utilize it to assess the impact of their publications, to
check the journal impact when doing research and publication thus deciding which journal to submit their
publications and/or assess information about peer-reviewed publications.

4. Building and Delivering the AI Literacy Concept

The efforts and activities of the fall of 2023 and spring of 2024 culminated in the development of a
comprehensive series of workshops aimed at enhancing Al literacy among faculty and students at the
University of Economics. The creation of a structured curriculum to align with international standards
and best practices is essential for the work of the entire organization in the times of Al. Drawing from
guidelines and frameworks established by UNESCO, the European Commission, and various higher
education institutions, the concept of Al Literacy at the University of Economics concentrates on
foundational knowledge, practical applications, ethical considerations, and critical engagement with Al
technologies.
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4.1. Workshop Structure

The proposed series will consist of nine workshops on three levels, each having a duration of 45 min,
designed to progressively build participants' understanding of Al literacy and expand their knowledge of the
potential to learn and teach with Al

The first workshop introduces the fundamentals of Al, refreshing key concepts such as machine
learning, neural networks, and natural language processing. It will juxtapose and connect Al to other key
literacies imposed by the process of digitization. The first workshop will also include a historical overview
of Al development and its significance in various fields, emphasizing its relevance to economics and
business practices. This foundational knowledge is crucial for both faculty and students to engage
meaningfully with Al tools in their academic work and research(Gulya, 2024; LSA Data Science Institute,
2024; Wheatley and Hervieux, 2024; Ecampus, no date). Mills, et al. (2024) seeks to inform educational
leaders across various contexts to make informed decisions about designing learning opportunities that
promote Al literacy. As eloquently described by Cobo (2024): “Drawing from foundational work in
MediaLiteracy, DataLiteracy, Digital Citizenship, and Computational Thinking, the framework emphasizes
that understanding, evaluating, and utilizing Al are intertwined modes of engagement that mutually support
each other. It underscores the importance of centering Human Judgment and justice in understanding and
evaluating Al to guide decisions on its appropriate use across different contexts.

The framework proposes five key strategies aimed at leaders, educators, learners, and families to foster
Al literacy for all. These strategies include providing guidance for adoption and evaluation, integrating Al
literacy across grades and subject areas, facilitating professional development, designing impactful learning
experiences, and promoting awareness and agency. Al literacy equips individuals with the skills to empower
personal agency and awareness, enabling them to make informed decisions about leveraging Al tools for
both personal and societal benefit. Looking forward, the framework advocates for the development of
additional resources and guidance to support educators, learners, and families in navigating decisions
regarding the integration of Al-enabled systems and tools in diverse contexts, alongside strategies for
effectively scaffolding learning experiences.”

The second workshop will be delivered under the title Al Ethics, whereas a more appealing (or less
controversial for BG) title can be found. It will introduce the participants to issues often bypassed by
traditional Al-related workshops, ranging from copyright and fair use, to change in working and human
relations. The topics discussed in this workshop tab into EU Commission documents on Al and Al literacy.
Al researchers and scholars have already posted frameworks for teaching this skill set, which Laupichier, et
al. (2022) point out are often termed as Al literacy. The authors describe Al literacy as: “the ability to
understand, use, monitor, and critically reflect on Al applications without necessarily being able to develop
Al models themselves.” Conceptualized in this way, Al literacy is a broad set of skills that is not confined
to technical disciplines. Laupichler, et. al. (2022) also provide a helpful overview and comparison of recent
studies and frameworks related to Al literacy recommended in this conceptual approach as a starting point
for any faculty wishing to know more about teaching Al skill development. The third and last workshop of
the first level introduces the participants to Al tools. In this workshop, participants are exposed to Al tools
for research, writing, teaching, studying, and support. Participants will be able to hone their skills in prompt
engineering in the same third workshop. Upon completion of the three workshops, a first-level badge will
be issued for the participants who were able to cover the minimum expectations and requirements (Kennedy,
2024).

The second level will contain three workshops: Al for students; Teaching Al; and Research with Al
Instructors and graduate students will be required to take the AI for students” workshop to help them
understand the complexity of teaching with Al by seeing it through the students’ perspective. The second
workshop of the second level will discuss in detail the pedagogy and methodology of teaching with Al. The
revised Bloom’s taxonomy for Al, backward design, and building assignments using the new opportunities
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provided by Al will be reflected in the hands-on exercises. The third workshop on the second level, Research
with Al, will provide in-depth understanding of the profound change research is experiencing with the
advent of generative Al. Prompt engineering will further be practiced with an emphasis on scholarly
communications and integration of different Al tools for expanding and streamlining the research process.
RAG and setting up of a research Al assistant will be part of the practical exercises. Badges will be issued
upon completion of the second level.

Third and final level will contain three workshops, which expand the circle of knowledge regarding the
use of Al and Al literacy. The first workshop on level 3 is Al for English Academic Writing, where
participants will become aware of the intricacies and controversies entailing Al use in writing; how to cite
and acknowledge the use of Al etc (Shea, 2024). The second workshop Al in Assessment Guidelines will
introduce participants to rethinking of their evaluation and assessment according to the opportunities and
challenges of Al. The prerequisite will be Teaching with Al from second level. Final workshop will be
Ongoing Support and Resources, which will provide participants with relative self-reliance in keeping with
the fast pace of Al development. After receiving the 3rd level badge, participants will receive a superbadge,
which will be transferable to LinkedIn and other databases.

4.2. Practical Applications

Subsequent on-demand workshops and individual sessions/office horse will focus on hands-on
experiences with Al tools. Participants will engage in interactive sessions where they can experiment with new
tools by their choice, their peers, and/or the instructor. These sessions aim to demystify Al technologies by
providing practical exercises that allow participants to acquaint themselves with new tools and build self-
esteem and resilience to explore on their own. This experiential learning approach is vital for fostering
confidence in using Al tools effectively.

4.3. Ethical Considerations

The second workshop on the first level of the curriculum will be dedicated to exploring the ethical
implications of Al. This workshop will address issues such as bias in Al algorithms, privacy concerns, and the
societal impacts of automation on employment. Discussions will encourage participants to critically evaluate
the ethical dimensions of Al applications in their fields, aligning with UNESCO's emphasis on responsible Al
usage in education.

4.4. Integration into Curriculum

To ensure sustainability and ongoing engagement with Al literacy, faculty members will be encouraged
to integrate Al-related content into their existing courses. This could involve revising syllabi to include
discussions on Al's role in economic modeling or decision-making processes. Faculty training sessions will be
provided to equip instructors with the necessary skills and resources to incorporate these topics effectively into
their teaching.

4.5. Ongoing Support and Resources

The final workshop will focus on providing resources for continued learning. Participants will be
introduced to online courses, webinars, and literature that can further enhance their understanding of Al.
Additionally, establishing a community of practice within the university can facilitate ongoing discussions
about Al applications and innovations in economics education. This collaborative approach aligns with
recommendations from various educational institutions advocating for continuous professional development
in technology integration.
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5. Concept map

Al Literacy for Educators

(Higher Ed)
Level 1 1. Fundamentals 2. Al Ethics 3. Al Tools isfiibvEl
. s badge
Level 2 4. Al for 5. Teaching with 6. Research 2nd level
students Al with Al badge
¢ » ﬂ
Level 3 7. Al for English 8. Al in 9. Ongoing 3rd level
Academic Assessment Support and badge
Writing guidelines Resources ﬂ
' >

Super badge

Fig. 1. Concept map of the workshops’ structure

6. Discussion

University instructors need to critically reexamine their assumptions about their pedagogical and
methodological approaches, their roles in the classroom, and assessment and evaluation practices. This
reexamination is necessary in the context of the rapidly evolving landscape of artificial intelligence (Al). The
integration of Al in education offers unprecedented opportunities to enhance teaching and learning processes.
However, it also necessitates a shift in traditional educational paradigms. Instructors must recognize the
potential of Al to personalize learning, automate administrative tasks, and provide real-time feedback. This
shift expects a comprehensive understanding of Al technologies, ethical considerations, and the development
of Al literacy among both educators and students. By embracing these changes, instructors can better prepare
students for a future where Al plays a significant role in various professional fields.

Working toward such a shift in teaching and learning practices, it is important to consider Generative Al
as a force multiplier for formative assessment. Als guided by clear rubrics can solve a significant issue of the
last decades haunting formal learning — the problem of feedback. Frequent Al-augmented feedback, along
with written and oral feedback from an experienced teacher, can help achieve improved learning outcomes and
enrich personalized learning. .Al is creating a wide variety of uniquely powerful learning tools: in addition to
a valuable feedback, Al bring learning simulations to a new level. While prior to Al it was a time-consuming
and costly process, now Al reduces both the time and expense, enabling students to practice their skills
frequently in a controlled environment. Additionally, Al-powered retrieval tools can automatically generate
emails to test and reinforce learners’ knowledge after a course has ended. Al also assists teachers with
assessments by applying institutional rubrics to program-level outcomes.
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Al can accelerate the adoption of the science of learning: For sixty years, educational researchers have
made great strides towards increasing human knowledge of how learning works. Yet, a substantial part of this
knowledge never made it into common classroom practices. Using Al to design curriculum aligned with the
science of learning can accelerate the adoption of evidence-based learning and thus increase the
professionalism of the teaching field.

Last but not least, the current advent of Al in education provides opportunities for social learning: The
learning experiences created with Al can afford teachers and students content to discuss in small group, class-
wide, and one-to-one conversations. The social element of learning, which is the uniquely human aspect of
teaching, can be greatly increased.

7. Conclusion

The initiatives undertaken by the Scientific Research Institute at the University of Economics in Varna
represent the next step towards introducing Al literacy among educators and professionals. By implementing
a structured series of workshops grounded in established educational standards, the institute aims to equip
participants with essential knowledge and skills related to artificial intelligence. The focus on practical
applications, ethical considerations, and stakeholder engagement ensures that educators are not only proficient
in Al technologies but also capable of fostering critical thinking about their societal implications. The
introduction of micro credentials further validates the competencies gained through these training programs,
enhancing employability in a rapidly evolving job market. As Al continues to influence various sectors,
integrating Al literacy into educational curricula becomes an imperative for preparing future generations to
navigate an increasingly digital landscape responsibly and effectively. Ultimately, these efforts contribute to
creating a knowledgeable community that can leverage Al technologies while addressing the ethical challenges
they present.
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Creating a customer journey map has quickly become an interesting and innovative
way to understand consumers and their behavior. Over the years, the method gained
popularity and established itself by offering a clear way to visualize the company's
intangible services. As the importance of customer experiences increases, the
mapping of their journeys also expands to encompass not only actions and thoughts,
but also feelings that occur along the journey.

The aim of this paper is to explore the mapping of the customer experience journey
and the process behind its creation. In addition to a framework based on the existing
literature on the topic, the research, conducted in the retail context, uses qualitative
methods to unravel customer experiences. Observation is used as a method to better
understand touchpoints. The qualitative methods chosen and the framework created
are successful in establishing touchpoints and creating a customer journey map. When
done right, a customer experience journey map can be a useful tool for improving the
overall experience, enabling complex, non-linear and contextual customer journeys to
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1. Introduction

In recent decades, retail has faced a challenging scenario arising from the digital transformation led by
the development of the Internet, which has transformed retail business models, especially in commercial
transactions, providing consumers with new shopping options. However, it is challenging for retailers to
maintain a consistent customer shopping experience across different formats, primarily in terms of
understanding consumer habits and what can influence customers' purchasing decisions. The purchase process
is not only expressed in the purchase itself. There is a customer journey to purchase that needs to be explored
to ensure customer satisfaction from their first contact with the retailer offering the brand they want to buy to
their post-sale experience.
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The customer journey is the complete interaction a customer has with a retailer, from receiving information
about the brand to making the purchase, repeat the purchase, etc. It covers the entire journey from retailer and brand
discovery, through purchase intent, to post-purchase satisfaction. The retailer's focus is not on the specific sale, but
on how the customer feels after interacting with the certain brand, whether online or offline.

Digital transformation increases the complexity of retail research by emphasizing the customer journey to
purchase that is neither fixed nor consistent. The challenges are even greater, as consumers react differently at each
stage of the purchase process and due to the emergence of different types of consumers, retailers are faced with the
integration of multiple channels, as in omnichannel retailing.

Given the emphasis on today's digital environment, consumers may begin the purchase process in one channel,
continue using another, and use a third one to complete the purchase. Retail companies are increasingly interested
in understanding this process. Therefore, an omnichannel strategy becomes a way to offer a complete experience in
the integration of marketing channels by introducing a unique shopping experience.

The growing importance of omnichannel retailing is causing consumers to change their buying habits and
behavior. Thus, omnichannel retail becomes important, with retailers providing the same experience throughout the
shopping process across all channels. Additionally, consumer behavior changes in terms of appeal and impact
depending on the stage of purchase.

2. Literature Review
2.1. Omnichannel Retail

Digitalization has changed retail forever. Today, many retail companies operate across multiple online
and offline channels. A new form of retail has emerged, in which all the company's channels are integrated -
omnichannel retailing. In omnichannel retail, the goal is to make the customer experience as seamless as
possible (Griffiths et al., 2008; Miiller-Lankenau et al., 2006; Regalado, 2013). The customer can choose to
use any of the available channels during any phase of the purchase process depending on their needs. To
differentiate the different concepts in e-commerce, online commerce, as well as multi-channel and omni-
channel retail, Huuhka et al. (2014) outline omnichannel retail as waves (see Table 1.).

Table 1
Major Waves Through which Omnichannel Retail Goes Through
Wave Period in which it Characteristics
appears
First Wave since the mid-90s The development of online sales is driven by new technological

solutions that allow retail companies to build the first online sales
channels. The majority of consumers are still not used to new
technologies and consumer acceptance of online shopping remains low.
The first online stores did not have proper strategies and most of them
disappeared when the dot-com bubble burst.

Second Wave when consumers Online stores have been created with highly usable interfaces to meet the

begin to use more
and more digital
solutions in their

ever-increasing consumer demand. Traditional offline retailers are
building their own online channels, but these channels often remain
separate from offline channels.

more common
among consumers

daily lives
Third (current) when smart mobile | The new breed of tech consumers now recognize separate channels, but
Wave devices become expect a seamless experience across all channels. A new concept, called

omnichannel retail, has been introduced to describe a retail environment
where all channels, both online and offline, are seamlessly integrated.
The constant change in consumer behavior is driving the transformation
of retail. Customers are increasingly connecting with companies through
web, mobile and online channels and in many different ways.

Source: Authors’ Compilation.
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The shift in consumer behavior towards increased use of digital services during the purchase process
is forcing retailers to rethink their services. Modern shoppers engage in a mix of physical and digital
activities, combining in-store events with online and mobile browsing.

As e-commerce is growing rapidly, it is assumed that physical stores will not exist in the future.
Mainly because customers highly value the convenience and speed of e-commerce shopping (Reinartz,
Wiegand, & Imschloss, 2019). However, Rogoianu et al. (2018) argue that physical stores are a vital part
of customers' shopping experience and it is increasingly important for retailers to combine their online
and offline presence, creating synergy between the two. Grewal et al. (2018) in turn state that multi-
channel retail is more than offering products through multiple channels, namely the coordination of offers
across retail channels that provides a seamless and synchronized customer experience by using all retailer
channels. In this way, the advantages of all channels can be used and synergy can be created.

Both physical stores and e-commerce websites have their advantages and disadvantages.
Disadvantages of offline stores for customers include less available product information and a non-
personalized experience (Hilken et al., 2018). For retailers, the downside of offline stores is less data
collected that can be used to understand customer behavior. Among the main disadvantages of online
channels for customers can be pointed out the fact that it is difficult to imagine an online offer in a real
environment (Hilken et al., 2018). For retailers, a significant disadvantage of online stores is the large
amount of product returns. With the help of technological advances such as artificial intelligence and
augmented reality, the disadvantages of each channel can be reduced. Additionally, the synergy between
the two varieties renders many of the inconveniences of both channels obsolete. For example, information
about a certain brand can be searched online on a mobile phone while the customer is shopping in a
physical store. According to a report published by Google (2015), even back then 82% of consumers who
own a smartphone have used their device to search for information about purchases they are about to make
in a physical store.

The positive sides of online channels can also be distinguished into benefits from the perspective of
customers and retailers. Retailers have the opportunity to reach more customers, maintain larger
inventories and reduce costs (Vakulenko, Schams, Hellstrom & Hjort, 2019). Customers can read reviews,
find extensive information about the respective brand, compare with competing brands and shop online
whenever they want and do it from the comfort of their own home, i.e. customer flexibility is provided
(Wetlinger, Auinger, Kindermann & Schdonberger, 2017). In addition, consumers have the opportunity to
compare offers with other brands or websites. It is argued that buying a brand at the best possible price is
emotionally meaningful and can contribute to a better customer experience (Klaus, 2013). In a systematic
form, the positive and negative sides of e-commerce channels and physical stores are presented in Table
2 and 3.

Table 2
Pros and cons of online shopping
E-commerce channels

+ -

Wide product range The reality of the product, offered under a certain brand,
may differ from expectations

Customer reviews Little/No human interaction
Detailed information about the product offered A large number of product returns
under a certain brand, is available
Flexibility Information overload

The pros of online shopping are very similar to the cons of offline shopping and vice versa. Therefore,
improving omnichannel synergy will provide both the customer and the retailer with the best of both worlds.
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Table 3
Pros and cons of shopping online

Physical stores

+ -

Sensory experience with the product that is offered | Very little information available about the product
under a certain brand

Questions can be answered immediately Overall customer experience
Atmosphere in the store Waiting queues
Human interaction Little data is collected

As can be seen from the tables above, e-commerce provides customers with a wide range of products (a
large assortment) and a wide range of offers (it is possible to find the offer with the lowest price). Apart from
being a "purchasing platform", the Internet can also be used as an "information search platform", enabling
customers to compare products, offers and stores (Ahmeda, Shehaba, Morsya & Mekawiea, 2015). With the
synergy between online and offline stores and especially with the widespread use of mobile phones, customers
today have access to this information.

With the development of technology that increasingly takes over our lives, consumers need meaningful
experiences. Especially with the ability to order almost any product they can think of on the Internet — via
smartphone, laptop, or even via voice assistant. There is a decreasing gap between offline retail (physical
stores) and online retail (e-commerce).

2.2. The Customer Journey and Customer Experience

With the development of the multi-channel environment, physical stores and online channels can no
longer be considered separately. Instead, there should be a synergy between them. This multi-channel view of
retail makes the customer journey to purchase much more complex, underscoring the importance for
companies to clearly map out the customer journey to purchase and use technological advances to their
advantage to optimize the customer experience along their journey.

Many research in retail focus on conceptualizing, empirically investigating, and improving the customer
experience at touchpoints along the customer journey. However, the internet — including smartphones and
broadband — is increasingly permeating retail and transforming the way customer experiences are co-created
along the customer journey.

Previous research on the topic has identified satisfaction, trust, revisit intention, repurchase intention and
loyalty as outcomes of a positive customer experience (McLean et al., 2018). Being highly subjective and
continuous in nature, the customer experience is accumulated during the customer journey, a logical sequence
of instances of contact points over time that the customer has with one or more participants in the purchase
process (Halvorsrud et al ., 2016; Voorhees et al., 2017).

Digital technologies are increasingly entering retail and are having a major impact on purchase decision-
making processes and the customer journey. Consumers have many digital and physical touch points with
retailers (Brynjolfsson et al., 2013). During the purchase process, customers seamlessly switch between digital
and physical channels, sometimes using multiple channels in parallel (e.g. smartphone while interacting with
a salesperson), which transforms the customer journey into sequences of mixing online and offline (Haugstveit
et al ., 2016; Bartelheimer et al., 2018).

While the complexity of the customer journey is increasing, so is the amount of digital evidence customers
leave behind. Recently, there has been a rise in social platforms that connect local customers, retailers and
other stakeholders and provide digital services (Bartelheimer et al., 2018). Instead of conducting time-
consuming and costly surveys, customer journeys can now be inferred and modeled directly from the data
collected by these platforms (Betzing, 2018).
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Unlike data-driven customer journey perspectives, traditional customer journey theory (e.g. Shostack,
1987) does not sufficiently account for the blending of online and offline touchpoints and the perspective of
multiple participants (e.g. many retailers, intermediaries, other customers) that are attributed to the overall
customer experience (Lemon & Verhoef, 2016; Betzing et al., 2018). Likewise, existing concepts such as
customer journey mapping and service planning (Bitner et al., 2008; Voorhees et al., 2017) fail to fully explain
how the customer journey unfolds (online-offline) in the digital world.

Scholars in the field study the customer journey to understand typical customer behavior (Lemon &
Verhoef, 2016), assess perceived product/service quality (Halvorsrud et al., 2016; Rosenbaum et al., 2017),
and design consumer experience (Folstad & Kvale, 2018). As customer journey terminology is fragmented at
best (Rosenbaum et al., 2017), this section briefly reviews the most commonly used terms to clarify their
interpretation in the context of this paper. The definitions presented are formulated based on the existing
literature. The concepts and their meanings are discussed in more depth in the following sections.

Over the past few years, most retail companies have recognized the customer experience — the
development of a consumer's sensory, emotional, cognitive, relational and behavioral responses to a
product/service offering by moving along a journey from touchpoints during pre-purchase situations, to time
of purchase and post-purchase and continuously evaluating this journey against the reaction to the
accompanying experiences (Homburg et al., 2015) — as a key element in gaining competitive advantage and
creating value for customers. Whether cognitive or emotional, companies' motivation is to successfully create
value for customers. The given definition encompasses many constructs related to the customer journey. Table
4 provides the full set of terms suitable for depicting the customer journey in the (digital) world.

Table 4
Terms related to the customer journey in the (digital) world
Term Definition
Customer The interested party that buys the product that is offered under a certain brand.
Intermediary Facilitates meeting/contact between customers and suppliers; does not participate in the

meeting itself.

Customer experience |Internal and subjective customer reaction to each contact with a particular company. It
includes every indirect aspect of the brand and its offering, whether direct or indirect.

Customer journey A process that involves the evolution of customers within a specific journey (for example
from pre-purchase to purchase to post-purchase) through various touchpoints.

Stage in the customer | Part of the customer journey that brings together related touchpoints. In retail, customer

journey journeys are often divided into pre-purchase, during-purchase and post-purchase stages.

Customer journey A diagram that illustrates the stages, touchpoints, etc. that customers go through while

map interacting with the company.

Contact points Points of interaction/touch or contact between the customer and the company itself or its
representation.

An event that A change in the state of an object that initiates a contact point. Client events can occur

occurred as a result |internally or externally.
of a contact point

Persona A semi-fictional characterization of a customer based on customer attributes and
information about how they use the company's products/services. The information is
collected through market research and is based on real data.

Moments of truth Touchpoints in the customer journey that matter most to customers; moments when
customers either choose the brand or not.

Source: Authors’ Compilation.

Customer experience, defined as a customer's subjective response or interpretation of the company's offerings
during the customer journey when engaging in interactions with other users, can elicit six different types of responses:
cognitive, emotional, behavioral, sensory, social, and spiritual (Lemon & Verhoef, 2016; Jain, et al. 2017).
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3. Creating a Customer Journey Map — a Practical Application of the Customer Journey

For managers and scientists who use the customer journey, the real asset is the creation of a customer
journey map. Often the customer's journey is depicted in the form of a map, i.e. the customer journey is the
theoretical foundation, and creating a customer journey map is its practical application. According to Crozier
and Handford (2012), customer journey mapping is a market research technique that first emerged in the 1960s
and 1970s in response to the emerging "consumer society" and marketing philosophy for customer orientation.
The different perspectives on what constitutes a customer journey map are summarized in Table 5.

3.1. What is a Customer Journey Map?

Creating a customer journey map is a method that emerged in 2009, when the scientific community first
began to study it (Moon et al., 2016). Although many definitions exist, essentially they all suggest that creating
a customer journey map consists of a visual image (Marquez et al., 2015; Rosenbaum et al., 2017; Jeong et al.,
2016) or a visual representation (Folstad et al., 2018; Halvorsrud et al., 2016; Bosio et al., 2017; Van Lierop
et al., 2019) on the customer journey. However, the nature of creating a customer journey map is still debated.
In an attempt to illustrate the creation of a customer journey map, three categories are considered which
essentially represent the existing definitions. These are summarized in the table below.

Table 5
Creating a customer journey map — main directions and characteristics

Defining the customer journey Characteristics
map as

a function of points of contact | According to scholars who have studied the topic, who use this basis for their
definitions, creating a customer journey map is a representation of the touchpoints
through which customers interact with a particular product/service that is offered
under a certain brand, during the process of purchase (Rosenbaum et al., 2017)
based on time flow (Jeong et al., 2016).

a function of customer Creating a customer journey map is a depiction of the service delivery process as
experience experienced by the customer (Halvorsrud et al., 2016). The customer journey map
depicts the decisive factors that influence the customer experience (Bosio et al.,
2017). Creating a customer journey map visualizes how customers experience the
process of interacting with individual aspects of a particular business or
product/service (Van Lierop et al., 2019).

as a representation of the The third category is similar to the second in that it lays the same foundation for
customer journey defining a customer journey map. According to scholars who have researched the
topic, creating a customer journey map is the practical application of the customer
journey; more specifically, it is a visual representation of the customer journey that
describes the overall customer experience (Folstad et al., 2018; Halvorsrud et al.,
2016; Marquez et al., 2015). A review of existing literature strongly suggests that
creating a customer journey map is a depiction of the customer journey (Bosio et
al., 2017; Rosenbaum et al., 2017; Van Lierop, et al., 2019) that visualizes the
overall customer experience (Lemon & Verhoef, 2026) and includes the
touchpoints through which customers interact (Jeong 2016) with a particular
company or product/service throughout the purchase decision process (Edelman et
al., 2015) and the stages of customer journey.

Source: Authors’ Compilation.
3.2. Creating a Customer Journey Map

Creating a customer journey map can serve as a tool to assess customer behavior (Mangiaracina et al.,
2009; Marquez et al., 2015). Therefore, it contributes to the improvement of the service design process (Moon
et al., 2016). Thus, in addition to the academic community, which, as mentioned above, is gradually focusing
more and more on creating a customer journey map, it has also become an essential tool for managers. Table
6 illustrates researchers' perspectives on the contribution of customer journey mapping as a management tool.
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Table 6
Customer journey mapping: an innovative tool
Tool for XapaKkTepucTHKH
better understanding of Customer journey map is a tool that can be used to improve understanding of
customer behavior customer behavior. It allows companies to gain insight into consumer motivation

and behavior and tracks emotional responses to products, goods and services. By
creating a customer journey map, managers can understand the customer
experience by tracking different touchpoints, channels and systems, and by
identifying the emotions and experiences customers have when interacting with a
particular company, product/service. Creating a customer journey map allows
companies to follow in the footsteps of the consumer.

service design process Customer journey mapping is commonly used in service design methodology;
allows managers to visualize the service delivery process. By creating a customer
journey map, service providers can decode the steps required to complete a task, as
they can capture the interactions between them and their customers and track the
resulting negative or positive emotions.

Source: Authors’ Compilation.

A customer journey map is a visual representation of a customer's journey and experience (Marquez &
Downey, 2015; Stickdorn & Schneider, 2011). The map visualizes the customer journey from start to finish to
highlight and understand the various stages, steps and touchpoints the customer must go through.

3.3. Related Approaches

Models are used to reduce the complexity of real-world concepts by depicting only aspects relevant to the
modeling objective while ignoring irrelevant information. Creating a customer journey map involves different ways
of depicting a logical temporal sequence of customer touchpoints against a secondary dimension (Felstad & Kvale,
2018). Although very popular in practice, the method is poorly defined in the academic literature. Rosenbaum et al.
(2017) even refer to its use as the managerial mix (p. 144), where the vertical axis (secondary dimension) is used
for various purposes, such as identifying organizational units responsible for specific touchpoints, customer goals,
and channels. Service management provides more formalized approaches such as service planning (Shostack, 1987;
Bitner et al., 2008), multilevel service design (Patricio et al., 2011) and user experience modeling (Teixeira et al.,
2012). However, they focus on service delivery from a single provider perspective, provide tools for designing
complex systems, or aggregate customer data in a way that resists analysis of individual customer journeys.

3.4. What is Customer Journey Mapping in Retail?

Mapping the retail customer journey refers to the process of visually illustrating and understanding the various
stages, touchpoints and interactions that a customer experiences while engaging with a certain brand. This includes
mapping the entire customer journey, from the initial awareness and consideration stages to the post-purchase and
loyalty phases. The purpose of customer journey mapping is to gain insight into the customer's perspective and
identify opportunities to improve the overall customer experience. By creating a visual representation of the
customer journey, retailers can analyze and optimize each stage to increase customer satisfaction, increase
engagement and drive sales. Thus, creating a customer journey map provides benefits and value for retailers.

Creating a customer journey map can help identify pain points such as lack of service and customer
uncertainty. Mapping the customer journey allows the detection of moments of uncertainty and fear, puts customers
at ease and helps them cope with the situation. A customer journey map helps identify moments of high perceived
risk and reveals the causes of dissatisfaction. Through the customer journey map, problem areas and moments can
be brought out. Also, by creating a customer journey map, retailers will understand how to improve the situation.

There are different stages of the customer journey for different industries. Creating a customer journey map
helps companies focus on each touchpoint along the way and helps discover where customers are experiencing
problems.
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3.5. Stages of the Retail Customer Journey Map

In retail, understanding the customer journey from initial awareness to retention (post-purchase) is critical to
building lasting customer relationships and driving sales. The stages that make up the retail customer journey map
are as follows: 1) awareness; 2) consideration; 3) purchase; 4) post purchase 5) customer retention and loyalty.

The pre-purchase stages — awareness and consideration — initiate consumer decision making when a potential
customer decides to visit any available marketing channel, and this can occur for several reasons and is a decision
moderated by inherent consumer heterogeneity. These stages include aspects such as how the consumer searches
for the information needed to make the purchase, barriers to omnichannel adoption, and specific behaviors that
shape purchase intent.

Purchase stage — when consumers decide to convert their physical or online visit into a purchase. This stage
includes information about transactions or products, choosing a marketing channel, processing orders or providing
services, and segmenting consumers based on their purchasing patterns.

The post-purchase stage includes everything that happens after the actual purchase, including the behavioral
consequences related to the quality of the products purchased, recommendations to friends and family members,
complaints and failures during the purchase, and repurchase intention — components of customer satisfaction and

loyalty.
4. Creating a Customer Journey Map — Nike Case Study

As one of the world's largest suppliers of sports footwear and apparel and a major manufacturer of sports
equipment, the American multinational company has lived up to the Greek goddess of victory after which it is
named and has built its vast empire over the years, establishing itself as one of the most valuable brands nowadays.
Founded in 1964 originally as Blue Ribbon Sports by Bill Bowerman and Phil Knight, Nike has grown into a multi-
billion dollar company that designs, manufactures, develops and sells not only footwear, apparel, equipment and
accessories, but also lifestyle.

In the fashion industry, where major brands are fighting for supremacy, one of them stands out not only with
eye-catching campaigns, but also with its ability to delight customers in different ways through every touchpoint
that consumers experience — the so called Nike's customer experience. At the heart of this customer experience is a
commitment to providing stylish products that perform well in the marketplace.

However, in order to become one of the leading brands in the industry, this alone is not enough. And this is
where customer experience comes into play, focusing on the customer journey, from the moment a consumer
notices a particular ad or visits a physical Nike store to post-purchase interactions.

Nike is focused on its customers because the brand realizes that the future depends on a strong relationship
between business and consumers. Customer preferences and tastes are always changing, which means Nike must
constantly adjust to these changes. Innovation happens too fast to ignore and Nike strives to win with their products
but also to build their brand based on good service and offer a better customer experience than their competitors.
Specifically, Nike's customer experience focuses on innovation, personalization and creating an emotional
connection with customers.

Innovation is at the core of Nike's strategy. The company is constantly using technology to improve customer
interactions, whether through their Nike app, which offers personalized product recommendations, or through their
Nike By You personalization service. For example, Nike introduces its self-lacing sneaker, the HyperAdapt 1.0,
which adapts to the shape of the customer's foot for maximum comfort. This innovation not only attracts tech-loving
consumers, but also sets a new standard in the footwear industry.

Nike's focus on customization is evident in their product offerings and marketing strategies. The brand uses
data-driven insights to personalize experiences, from personalized emails to product recommendations based on a
customer's purchase history. Through the Nike app, customers receive personalized training plans, product
suggestions and early access to new releases, making them feel valued and engaged. Personalization is key to
customer experience and helps brands like Nike maintain customer loyalty.
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Nike's marketing campaigns, such as "Just Do It," resonate with consumers on an emotional level. A brand's
ability to connect with customers through storytelling builds a loyal customer base that aligns with its values and
mission.

4.1. Creating a Nike Customer Journey Map

Nike uses the customer journey map to improve the shopping experience both online and in its physical stores.
Customer interactions are tracked across various touchpoints, including their website, mobile app, social media and
physical stores. Nike's personalized product recommendations based on past purchases and browsing history are
successful. Through the use of data analytics, Nike delivers marketing messages and offers, creating a seamless
shopping experience that meets each customer's preferences and needs.

Nike's customer journey map for physical stores goes through the following main stages: 1) Awareness:
Marketing campaigns, athlete collaborations and product innovations drive customers to Nike stores. 2)
Consideration: In the store, customers can try on products, often with the assistance of experienced staff. Nike
stores often feature attractive, dynamic displays and even product testing areas. 3) Purchase: The purchase process
is enhanced by the integration of Nike technologies such as mobile payment options. 4) Post-Purchase: Nike
encourages customers to join their NikePlus membership for additional benefits and personalized marketing often
follows. 5) Customer retention and loyalty: Through its membership program, Nike keeps customers engaged with
exclusive new products and personalized recommendations.

The table below presents an example of a fictitious customer journey map for Nike, created by referencing
some of the most common touchpoints in the industry and information gathered from media and specialist portals.

Table 7
Customer Journey Map for Nike (Online)

Nike Industry: (sports) clothing
Nike offers a wide range of sportswear and footwear. With a dedication to innovation, athlete-
centric design and a passion for fitness, Nike provides high-performance sportswear, making the
brand the preferred choice for customers pursuing their athletic goals in style and comfort.
Stage in the Awareness Consideration Purchase Post-Purchase Customer
customer retention and
journey loyalty
Touchpoint |Nike.com Product page Online shopping | Return and Individual offers
exchange
Customer The customer Customers see Customers make | Customers return | Loyal customers
actions visits the Nike pages on Nike.com | online purchases | or exchange get early access to
website to view the | for detailed through Nike.com. |products they are | limited products
latest products and | information. not satisfied with.
collections.
Experience |Interested/ Curious/ Excited Disappointed Satisfied/ Happy
hesitant Excited
Pain points | Difficulty finding | Uncertainties Long checkout Complicated or Limited early
desired items. about product process. slow return access
characteristics. process. opportunities.
Potential Improvements to | Providing Streamline online | Facilitate returns | Expansion of
solution website navigation | comprehensive shopping. and exchanges exclusive offers.
and search product with customer-
functionality. descriptions and friendly policies.
review.

A detailed breakdown of the individual stages of the customer journey is systematized in the tables below.
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Table 8
Awareness stage for Nike
Touchpoints Activity Pain Point Solution

Nike.com Customers visit the Nike Difficulty finding the Improving website
website to view the latest desired items. navigation and search
products and collections. functionality.

Nike app Customers download and Challenges in app Improving the app's user

engage with the Nike app
for personalized shopping.

navigation and product
discovery.

interface and
recommendations.

Nike stores

Customers "bump into"
Nike's physical stores and
storefronts.

Lack of awareness about
store offerings.

Creating engaging and
informative in-store
displays.

Collaborations with
athletes

Customers are influenced by
endorsements and
partnerships with athletes.

Limited knowledge of
Nike's partnerships with
athletes.

Emphasizing on partnerships
with athletes in marketing
campaigns.

Table 9
Consideration stage for Nike
Touchpoints Activity Pain Point Solution
Brand pages Customers turn to Nike.com | Uncertainty about product | Providing detailed product

product pages for detailed
information.

characteristics.

descriptions and review.

Customization options

Customers use Nike By You
to customize and design
their own shoes.

Limited customization
options.

Expanding customization
choices and styles.

Nike app

Customers browse curated
collections and personalized
recommendations in the
Nike app.

Difficulty finding suitable
products.

Improving personalized
product offers.

Social media

Customers engage with

Limited engagement and

Encouraging active and

engagement Nike's social media content | interaction. meaningful interactions on

and interact with the brand. social media.
Table 10
Purchase stage for Nike
Touchpoints Activity Pain Point Solution

Online shopping Customers make online Long checkout process. Streamline online shopping.
purchases through
Nike.com.

Shopping in a store Customers buy Nike Difficulty finding specific | Improving the organization

products in physical stores.

items.

of products in the store.

Payment options

Customers choose from a
variety of payment methods
when shopping.

Limited payment options.

Offering a variety of secure
payment options.

Nike By You

Customers finalize and
purchase their custom Nike
By You designs.

Complex customization
process.

Simplifying the Nike By
You customization and
purchase process.
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Table 11
Post-purchase stage for Nike
Touchpoints Activity Pain Point Solution

Return and exchange

Customers return or
exchange products they are
not satisfied with.

Complicated or slow return
processes.

Simplifying returns and
exchanges with user-friendly
policies.

Nike app

Customers use the Nike app
to track workouts, manage
NikePlus benefits, and more.

App navigation challenges.

Improving app usability and
guidance.

Customer support

Customers contact Nike
Customer Support for
assistance.

Disappointment with
unhelpful or slow service.

Improving customer support
with experienced staff

NikePlus Membership Customers use NikePlus Unclear benefits or rewards. | Clearly explaining the
benefits and rewards for a benefits of NikePlus.
better experience.
Table 12
Customer loyalty/retention stage for Nike
Touchpoints Activity Pain Point Solution

Special offers

Loyal customers get early
access to limited products.

Limited early access
opportunities.

Extending exclusive limited
offers.

Personalized offers

Customers receive
personalized promotions and
discounts according to their
preferences.

Receiving inappropriate
offers.

Customizing of offers
according to customer
preferences.

Newsletter

Customers subscribe to
receive news from Nike.

Missing newsletter
information.

Sharing regular and
engaging news.

Feedback channels

Customers provide feedback

Limited channels for

Encouraging customer

and suggestions to Nike. expressing opinions. feedback.
Table 13
Advocacy stage for Nike
Touchpoints Activity Pain Point Solution

Social media

Customers connect with

Limited engagement and

Encouraging active and

friends and family to shop at
Nike.

engagement Nike on social media and interaction. meaningful interactions on
share their purchases. social media.

Nike Run Club Customers participate in Limited awareness of Nike | Promoting and expanding
Nike Run Club events and | Run Club activities. Nike Run Club participation.
share their achievements.

Recommendations Customers recommend their | Lack of incentives for Rewarding customers for

referrals.

successful referrals.

Nike community

Customers join the Nike
community to connect with
other enthusiasts.

Limited community
engagement.

Creating an engaging and
supportive online
community.

In a market full of choices, consumers aren't just looking for products; they seek an emotional connection
with the brands they choose. Therefore, it is the customer experience that becomes the distinguishing factor
that positions brands like Nike ahead of the rest, even if they offer equally good products.

Based on everything discussed above, the following generalizations can be made about Nike's physical

63



ICEBM 2024 S. Vasileva. Mapping the customer journey in retail

and online shopping and customer experience:

v Touchpoints: Nike creates touchpoints through in-store experiences, online platforms and
community-building initiatives to engage customers on multiple levels.

v Consumer Behavior: Consumers exhibit a preference for innovative products, hassle-free online
shopping and community engagement, all of which Nike addresses through its various
touchpoints.

v Customer Emotions: Nike taps into the emotions of inspiration, excitement and belonging as
consumers explore innovative products, enjoy a seamless shopping experience and connect with the
brand community.

v Consumer needs: Customers are looking for quality products, a seamless shopping experience and
a sense of community, all of which Nike fulfills through its physical stores and online.

v' Issues: Potential issues may include high product prices, but perceived value and community
engagement mitigate these concerns.

v Opportunities: Further integration of online and in-store experiences and expansion of community
building initiatives can improve Nike's overall customer journey.

Nike's success in offering a good customer experience can serve as a benchmark for other brands. Key
takeaways highlight the importance of innovation, personalization, emotional connection and data-driven
strategies.

Key takeaways:

v" Nike relies on innovation to stay ahead of customer expectations.

v' Uses data to personalize experiences and engage customers.

v" Builds an emotional connection through storytelling.

v" Seeks and acts on customer feedback.

5. Conclusion

The retail customer journey map created at the example of Nike is not unique to large corporations, but
is a tool that should be implemented by all companies, regardless of their size or revenue. The benefits of
this are numerous and impossible to ignore, especially if the brand is looking to build a base of loyal and
advocating customers.

A good omnichannel customer experience lies in the unity of the retailer's organizational culture,
pricing, operations and communications. Instead of offering a complete mix of physical and digital services,
seamlessly and intuitively connecting consumer touchpoints with the brand is a promising journey for
customers. The results of the development contribute to a better understanding of the omnichannel customer
experience, which indicates the need for a deeper approach in omnichannel development. Creating a
customer journey map can be used in retail to understand the customer experience, especially in emergency
situations such as moments of crisis. In addition, customer journey mapping helps brands have a detailed
view of different groups of customers who have different needs and wants. In general, creating a customer
journey map in retail is a suitable tool for increasing customer satisfaction and trust.

In this context, this paper identifies and analyzes the stages of the omnichannel retail purchase journey
from the consumer's perspective. In order to achieve the above, the study has been conducted through a
systematic review of the existing literature on the subject. The retail customer journey map created at the
example of Nike demonstrates the complexity involving the consumer's perspective in the purchase decision
process. The insights show how complex it can be for retail companies to manage the customer journey map
due to the individuality of each consumer. A review of the existing literature shows that most marketing
studies do not address the omnichannel customer journey, and when they do, they focus on specific parts to
the detriment of a more holistic view of the purchase process.

In relation to the existing literature on the topic, this paper presents a more in-depth discussion of this
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research based on the author's insights. The aim is to encourage the development of future research on the
various aspects of customer behavior along their journey to purchase in retail.
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0. Introduction

Digital and immersive technologies transform education by fostering immersive learning experiences that
combine theoretical knowledge with practical applications, and enhance student competencies, as well as
reduce user limitations. Despite the accelerating pace of digitalization, it rates across high-income and
developing countries leading to significant differences and missed opportunities.
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Due to these major shifts in consumer behavior and market dynamics for educational institutions and all
market-driven businesses seeking growth, developing, and maintaining customer relationships is vital for
success. In the quest for customer loyalty, businesses must define and target specific segments (s) most
responsive to their marketing efforts. Market segmentation is crucial in a distinctive market such as Bulgaria
where residents’ access to technology varies and is interpreted as unequal based on their location,
demographics, or income. This research investigates the clustering of customers based on behavior to identify
optimal clusters in the DEP B2C market for 14-year-old children in Bulgaria. The primary research outcome
is the development of market segments that offer valuable insights into customer behavior by applying the K-
means clustering algorithm and Multiple Correspondence Analysis (MCA). By segmenting the market,
suppliers of digital educational products will be able to identify underserved segments, as well as better
understand and cater to the specific needs of consumer groups, leading to the development of competitive
advantages and customer loyalty. This outlines the significance of the report and situates it within broader
academic and global contexts. Finally, the research will contribute to educational equity, supporting
stakeholders in the formulation of strategies to ensure that advanced educational technologies are accessible
to all.

1. Research background

The emergence of new technologies such as Al, AR, and VR, part of the 4th Industrial Revolution, has
strongly influenced students' learning. It also forces institutions to adapt to the new reality. The use of Al, VR,
and AR is expected due to several reasons: low motivation and commitment among Generation Z (born 1997-
2012), the integration of technologies into children's daily lives, and the preference for technologies as means
of information and entertainment among the Alpha generation (born 2012-2024). The COVID-19 pandemic
and the urgent need for a swift solution to the crisis led to remote learning and working. This demand also
develops the necessity for a new set of digital skills. The future professions and the specifics of generations Z
and Alpha pose additional challenges in bridging the gap between education and professional skills, requiring
anew approach to digital education. Another significant aspect of the new learning process is the development
of Al and the opportunities for personalized learning. According to McKinsey (2021), faster-growing
companies generate 40% more revenue through personalization than their slower-growing competitors. This
highlights the importance of personalization, identified as one of the 5 ways education needs to change (Forbes,
2024).

In 2025, Gen Al is expected to automate further and adapt learning materials, offer targeted and tailored
feedback, and support students with learning disabilities or language barriers. Through open learning models,
Al takes on the role of an expert, providing personalized guidance, relevant learning materials, and constant
feedback on learning progress (Zhang, Aslan, 2021; Crompton, Burke, 2023). Al is interpreted also as a tool
for text and speech recognition, and translations of foreign languages, but its most important feature is that it
can improve pedagogical approaches using the experience gained with previous students and/or students
(Iglesias et al, 2009). As regards NLP and IoT, new voice-activated technology enables hands-free learning
and enhances accessibility for people from diverse backgrounds, and projects such as the Grammarly typing
assistant are beginning to utilize Natural Language Processing (NLP). To respond to the new trends,
organizations in the EdTech industry transform their business models by developing online platforms, and
state-of-the-art Al tools in correspondence with consumers’ preferences and expectations, providing both
product personalization and a unique user experience. With the increasing demand for Al-driven and
immersive learning solutions, businesses must identify and research customers, plan marketing activities, as
well as to develop efficient strategies to tailor their offerings to specific market segments to be better
positioned.
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2. Literature review

Due to market fragmentation, lack of resources, and more sophisticated consumers in the 21st century
organizations rarely can satisfy all customer needs. Even though, many organizations in Bulgaria apply mass
marketing, standardizing their product offerings and targeting all consumers within a specific market. This
is known as the “shotgun approach” (Kotler, 2008, p.265) which includes significant risk and scattering
marketing efforts because it requires substantial resources. On the other hand, people have fundamentally
different attitudes, lifestyles, and behaviors. Adopting Porter's (1985) competitive paradigm and Scott and
Davis's theory (2008) which interprets the business environment as dynamic and hostile, retaining current
customers is more crucial than acquiring new ones (Reichheld and Schefter, 2000). Therefore, organizations
must thoroughly research, identify, and profile customers to satisfy their unmet needs and gain loyalty.

The first to define markets as “heterogeneous” and market segmentation as a process for developing a
differentiation strategy and gaining market depth, is Wendell Smith (1961, p.265). He considers
segmentation “as a rational and more precise adjustment of product and marketing effort to consumer user
requirements” illustrating the nuances in the differentiation as two-fold: product and segment (Smith, 1961,
p-265). Market segmentation is interpreted as dividing the market into customers with similar preferences,
and reactions towards the organization's marketing activities (Dibb, Simkin, 2008). Although often used
interchangeably, marking the differences between market and customer segmentation is essential. Market
segmentation is performed on a higher level, while customer segmentation or profiling provides more
detailed insights about customer behavioral patterns leading to the development of strategies for customer
retention and CRM (Kasem, Hammada, Eddin, 2024). Thus, we can conclude that the primary objective of
market segmentation and customer profiling is gaining competitive advantages by concentrating marketing
efforts (Lee, Kim, 2023). According to Smith (1961), market segmentation is due to businesses’ efforts to
develop mass marketing programs. Even though some of these programs fail to appeal to all customers, to
some specific segments, they prove to be effective. Therefore, for businesses will be profitable to distinguish
segments until demand inside the segments is homogeneous.

Market segmentation requires specific approaches and methods. In the history of marketing, some of
them typically include sociodemographic and psychographic characteristics. Yankelovich and Meer (2006)
point out that demographic bases are not applicable as main segmentation bases, because they don’t provide
enough information about buying patterns, while psychographic characteristics do reveal some information
about people's lifestyles but are not able to give answers to the reasons why people buy these products or
product categories. Another weakness of the aforementioned segmentation approaches is that they cannot
predict the likelihood of future consumer purchases. As a result, the support for behavioral segmentation is
increasing. It provides a more precise and detailed understanding of “the primary outcome of interest:
behavior” (Metag, Schifer, 2018, p. 1110). While behavior is defined as a concrete event regarding date and
time, it is directed to a specific target (Fishbein & Ajzen, 2011). To successfully change or modify one's
behavior these elements should be aligned with the audience because any change in one of the elements
influences behavior (Borg, Lindsay, Curtis, 2021). To promote digital education, managers must first
understand the behavior(s) of the audience(s) they are trying to target.

3. Research Methodology

This research investigates the clustering of customers based on behavior to identify optimal clusters in
the DEP B2C market in Bulgaria. The primary research outcome is the development of market segments
that offer valuable insights into customer behavior by applying the K-means clustering algorithm and
Multiple Correspondence Analysis (MCA). The sample for this study is recruited from the High School of
Economics - Varna. Eligible participants (children aged 14 years) were visited and invited to complete a
structured online survey. The target sample size is n = 108. Participants were asked a series of questions to
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measure their current use of DEP, existing customer experience, behaviors, technology usage, and
demographics. To reach the research goal, the study includes a series of research objectives such as data
collection, analysis and clarification of emerging market segments along with their size, characteristics, and
demographics.

4. Discussion and Results

The first step of data analysis requires the application of Multiple Correspondence Analysis (MCA) to
reduce the complexity of the data and analyze the relationships between behavioral and demographic
variables. The collected data is transformed as categorical variables are converted into binary indicator
variables. The eigenvalue of Dimension 1 is 0.834, explaining about 16,97% of the total variance in the data.

0.0

Dim2
05

-1.0 -0.5 0.0 0.5

Dirm 1

Fig. 1. Dimensional analysis of technology access and consumer behavioral patterns within the DEP market
Source: author

Dimension 2 has an eigenvalue of 0.603, explaining an additional 12.26% of the variance. The first
dimension reflects the differences in technology access and usage, while the second dimension highlights
the behavioral differences in terms of frequency of usage and customer satisfaction with DOP. Further
analysis of the emergent clusters requires the application of the K-means clustering algorithm to segment
the consumers based on the coordinates obtained from the MCA analysis. Each cluster is analyzed according
to its demographic and behavioral characteristics. The subsequent stage of the data analysis interprets the
segments and their potential relevance to digital education providers. Categories related to high access to
technology (such as daily use of digital education tools) are clustered together, indicating that participants
with better technology access tend to exhibit similar behaviors in using digital tools for education. On the
contrary, participants from rural areas or lower-income groups are clustered together, reflecting limited
access to technology and lower usage frequency. Participants with positive experiences and high satisfaction
levels with digital educational platforms are positioned close to variables such as frequent usage of Al and
AR tools. On the other hand, those with lower satisfaction and less frequent use of these tools are positioned
near categories that reflect limited access to advanced technologies.

The three clusters represent distinct groups of consumers with various characteristics, as outlined
below:
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Fig. 2. Market segmentation of the DEP market for 14-year-old children in Bulgaria
Source: author

Cluster 1: The "Tech-Savvy": this segment encompasses 45% of the sample and contains urban
residents with high access to technology. The customers in this group frequently engage with advanced
digital education tools such as Al, AR, and VR-based platforms. They use these tools daily and express
high levels of satisfaction with the products. Based on the results we can conclude that users in this cluster
are the early adopters of digital education technologies. Their higher engagement with technology makes
them a key target for digital education providers planning to develop new products and implement new
innovative tools.

Cluster 2: The "Occasional Users". Users from this segment constitute 16% of the sample. The second
customer segment is mixed, and it is composed of urban and suburban consumers, who have moderate
income and technology access. They use digital education tools seldom for specific purposes such as exam
preparation or supplementary learning. The Occasional users express moderate satisfaction and while
people in this group possess DOP, they do not use them regularly. Cluster 2 represents prospects who
have the potential to increase their engagement if targeted properly. A practical recommendation for
targeting users from Cluster 2 requires providing tailored solutions that fit their occasional learning needs.

Cluster 3: The "Underserved" segment includes 47% of the sample. It is constituted by rural or low-
income customers, who have limited access to digital technologies. This cluster includes participants who
rarely use digital education tools due to barriers like restricted access to devices or the Internet. Their
engagement is at a threshold level, and they express lower satisfaction in comparison with Cluster 1 and
2. Cluster 3 is underserved in terms of access to digital educational resources. An efficient strategy for
DEP suppliers, who strive to expand their market share would require improving access for this group,
either by providing cheaper products or by collaborating with governmental or non-profit organizations
to eliminate the technology gap.
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5. Conclusions and Implications for Future Research

The current research underscores the critical importance of market segmentation in the digital educational
products (DEP) market for children (14 years) in Bulgaria. The research methodology includes Multiple
Correspondence Analysis (MCA) and K-means clustering. The data analysis identified three distinct consumer
segments, each emphasizing the unique behavioral and demographic characteristics of the customers within
these groups. The research findings address valuable insights for digital education providers, who seek to
formulate more effective marketing strategies and tailor their product offerings to each segment's specific
needs and preferences. The implications for future research should explore the analysis of digital education
consumption and buying patterns over time, especially as technology access improves across various
demographic segments. Additionally, analyzing the impact of personalized DEP solutions on customer
satisfaction, engagement, and loyalty would provide practical recommendations regarding effective strategies
for targeting diverse consumer groups.

Last, but not least, investigating the role of digital equity initiatives, such as improving infrastructure
in rural areas or making DEP more accessible to low-income consumers, would be essential for market
expansion. Such initiatives could ultimately lead to a more balanced and equitable educational
environment, ensuring that all segments have the opportunity to benefit from advanced digital educational
resources.
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Bulgaria realigned its foreign policy following the demise of communism in 1989.
That year marked the end of 45 years of one-party dictatorship under the Bulgarian
communist party (BKP) and Todor Zhivkov’s rule. As the country held its first
democratic elections, the world was changing — communist dictatorships were
falling like dominos in all of Eastern Europe, the Union of Soviet Socialist
Republics and the Cold War were soon to be history as well. Significant changes
were also occurring outside of Eastern Europe — in Latin America and Africa.
Particularly in South Africa, the apartheid dictatorship was on the verge of being
dismantled, and the National Party’s 42-year rule was nearing its end. Bulgaria
and South Africa were embarking on their paths of democratization, which created
opportunities for them to establish official political and economic relations in a
new geopolitical environment. The present article will explore the different
aspects of South African-Bulgarian relations with an emphasis on the economy in
order to provide a better understanding of the status quo, challenges, and future
perspectives, thus ultimately contributing to and fostering a broader academic
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1. Introduction

After the fall of communism in 1989, Sofia's foreign and economic policies focused mainly on its
immediate neighborhood in Europe as it embarked on the road of democratization. Subsequently, Bulgaria
joined the North Atlantic Treaty Organization (NATO) in 2004 and the European Union (EU) three years later
- landmark achievements for the Southeastern European country. During the communist dictatorship era,
lasting from 1944 to 1989, the People's Republic of Bulgaria aligned with the Union of Soviet Socialist
Republics in practically all aspects, so it had an approach concerning ongoing developments in Africa at the
time.
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One direction of said approach envisioned a targeted presence in Southern Africa, which found realization
mainly in the form of political and material support for the national liberation movements in their struggle
against colonist white minority regimes in the region, specifically apartheid in the Republic of South Africa
and South West Africa (Namibia), which was occupied by Pretoria. Bulgaria and South Africa established
official diplomatic relations only after the regime change in Bulgaria, paving the way for a new stage in
bilateral relations. However, interest in Bulgarian-African relations has been consistently low, and that is
especially visible in the academic field in Bulgaria, where there is a general lack of research on Bulgaria's
economic ties with Africa and, more importantly, South Africa. Therefore, the aim of this article is to fill this
gap by providing a new look at the economic links between the two countries, touching upon and analyzing
various aspects, such as history, democratization, current domestic developments, and international relations.
This will be done in order to foster a better understanding of the topic overall and identify similarities,
differences, possible future perspectives, challenges, and cooperation opportunities between South Africa and
Bulgaria in the process. The article will use sources primarily in English, Bulgarian, and several other
languages. The main discoveries and recommendations will be outlined in the conclusion.

2. Bulgaria and South Africa before democratization

Communist rule in Bulgaria de facto started on 09.09.1944 after a coup orchestrated by the communist
party and backed by the USSR and the Red Army, which had occupied the country by that time. Subsequently,
a one-party dictatorship was established in Bulgaria; the Soviet model was reproduced in all spheres. It is

essential to define what a dictatorship is - "...a form of government in which political rule is usually exercised
in the name of a higher legitimacy largely or completely unrestricted by law and constitution." (Schmidt, 2010,
p. 186).

The Bulgarian Communist Party (BKP) under Todor Zhivkov was focused on advancing Bulgaria's
Sovietization. In 1963, Zhivkov proposed integrating Bulgaria into the USSR as its 16th republic (Nering,
2022). Although this did not happen, Sofia was Moscow's closest ally, demonstrated by the total Sovietization
of its foreign policy, which also extended to Bulgaria's Africa-related policies.

Moscow became interested in Africa in the context of the Cold War and its striving for global influence
and power. Based on this, it identified Sub-Saharan Africa as grounds for its operations and decided to support
the African national liberation movements, specifically in Southern Africa. There, colonist white minority
regimes were still determined to hold onto power despite the decolonization wave sweeping throughout the
continent. By the early 1970s, such regimes were in power in Rhodesia (Zimbabwe), South Africa, Angola,
Mozambique and South West Africa (Namibia). The strongest of those regimes was in South Africa and South
West Africa, which had been occupied by Pretoria since the First World War when South African troops took
it over from the Germans. Pretoria administered it de facto as part of its territory. In South Africa and South
West Africa, the laws of apartheid applied. It is important to understand what apartheid is. One definition is
that it is "the system of racial segregation and white minority rule enforced by the National Party in South
Africa between 1948 and 1994. Apartheid was characterized by a particularly harsh form of economic, political
and cultural discrimination..." (Cheeseman, Bertrand, & Husaini, 2019). In 1948, the National Party
(Nasionale Party) was under the leadership of Daniel F. Malan. Around that time, the population of South
Africa (known as the Union of South Africa at the time) was approx. 14 million, of which the white population
was only around 3 million (Robertazzi, 1959).

Apartheid (the Afrikaans word for apartness) practically means that white people, particularly Afrikaners
(descendants of the Dutch colonists), were in control of the country and its every aspect — from security services
to politics to the economy. The non-white majority was thus practically excluded from all levels and had no
rights whatsoever. The South African economy at the time was based on privileging the white population
through different measures, for example, by exclusive job reservation and by granting very high salaries.
However, the maintenance of the economy and mentioned privileging of the white population was based on
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exploiting the labor of the black majority population, who lived in horrible conditions and did not receive
adequate pay for the work carried out.

The resistance against apartheid in South Africa was led by the African National Congress, the ANC,
which received vital support from Moscow not only politically but also materially. Similarly, communist states
like Bulgaria duplicated Soviet policies in the region, especially with regard to the ANC. Analyses conducted
based on declassified archival documents of the Bulgarian Communist Party show that in the Southern African
region, the People's Republic of Bulgaria provided the most support to the MPLA (Movimento Popular de
Libertacdo de Angola) in Angola (to the amount of 16 million leva), but it also provided arms, other supplies
like medicine, and money to the ANC and the South West African People's Organization (SWAPO) operating
in occupied South West Africa/Namibia for more than 1 million leva (Keranov, 2022).

Sanctions were introduced against Pretoria in the 80s, eventually leading to an economic crisis (Pampallis
& Bailey, 2022, p. 155). The economic difficulties of the regime were also exacerbated by its enormous defense
spending, which by the 80s was 18% of the country's budget (Bruning & Jensen, 1980, p. 12). By 1990,
maintaining apartheid had become economically untenable. By economic design, and in combination with the
effects of the sanctions, the changing international realities, and the ANC's struggle, the apartheid dictatorship
had become impossible to sustain. It was dismantled in 1994, effectively ending the National Party's rule.

In Bulgaria, by 1989, the state was no longer capable of maintaining the communist dictatorship,
including in economic terms, as the country had bankrupted thrice already — in the 50s, 70s, and 80s, and had
lost its gold reserve in the process (Tsekov, 2015). Like the Soviet Union, Bulgaria had a so-called command
economy that relied on 5-year plans and, in essence, entailed the state controlling the prices and production.
By design, command economies are inefficient, foster corruption, and sooner or later collapse, as was the case
with the Soviet economy and the Bulgarian one, which could not exist without the Soviet Union.

3. Bulgaria and South Africa in democratization

With the regime changes in Bulgaria and South Africa, new opportunities for bilateral relations arose. In
the 1990s, Sofia and Pretoria officially established diplomatic relations. However, economically and
politically, the countries' interactions have been limited.

Bulgaria embarked on a road of democratization after the fall of communism, which included the precise
objectives of becoming a member of the European Union and the North Atlantic Treaty Organization. Sofia
achieved those goals in 2007 and 2004, respectively. With this, the country transitioned economically to a
market economy as it undertook various reform and privatization efforts, also liberalizing its trade in the
process. According to the World Bank, it is an upper-middle-income economy with a gross domestic product
(GDP) per capita of 15,997 United States dollars (World Bank, 2024). It is looking to become a member of
the Eurozone by 2026 and is a candidate member of the Organization for Economic Cooperation and
Development (OECD). Nevertheless, political instability, high levels of corruption, lack of transparency, and
emigration remain significant problems that slow down Bulgaria's economic development.

The inability of the political parties to form a stable government ever since 2020, coupled with graft and
corruption, might convert Bulgaria into a less attractive and rather unstable business and investment
environment in the long term. Although economic indicators such as GDP and GDP per capita have been
constantly improving in the last decades (World Bank), together with the salaries and pensions (Hallaert,
2024), Bulgaria's population has declined from around 9 million in 1988 to below 6,5 million in 2023 (World
Bank). This exodus of Bulgarians is primarily because of the overwhelming corruption in the country that has
penetrated many spheres of life, and is damaging the business and economic environment. That, in terms,
makes it very challenging for companies to find qualified staff, which is putting a strain on the economy and
potentially slowing down its growth.

Bulgaria is ranked as the 67th most corrupt country in the world (Transparency International). In addition,
Bulgarian society remains very unequal, as measured by its Gini coefficient (World Bank).
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In economic terms, neither Africa as a whole nor South Africa was a priority for Sofia after 1989.
Bulgaria's main trade partners today are Germany, Romania, Italy, and Turkey, and the country mainly exports
petroleum gas and refined petroleum while importing crude petroleum, petroleum gas, and copper ore
(National Statistical Institute; Observatory of Economic Complexity).

The ANC emerged as the winner of South Africa's first democratic elections, and Nelson Mandela, who
was sentenced to life imprisonment in 1964 by the apartheid regime (Hagemann, 2020, p. 101), became
president. In the years to come, the country's economy stabilized as it tried to recover from the discriminating
policies of apartheid. The ANC, which, since the aftermath of the May 2024 elections, shares power with other
political parties in a government of national unity, has managed to make progress in combatting poverty and
improving access to essential services (e.g., access to water). The current GDP per capita is 6,253 United States
dollars, making it an upper-middle income country (Sustainable Competitiveness Observatory (SCO)), just
like Bulgaria, but is in decline in recent years (World Bank). In addition, corruption, unemployment, high
crime rate, and the still unresolved problems of inequality and poverty are challenges to the business and
economy overall. Note that this is largely the legacy of the discriminatory apartheid policies.

South Aftrica has an unemployment rate of almost 30%, coupled with a poverty rate of around 20% and
a Gini coefficient of 63, making it one of the most unequal countries in the world (World Bank). In terms of
corruption, it is ranked 83rd in the world (Transparency International), and its crime rate (measured by
intentional homicide) is among the highest in the world (World Bank). It is estimated that crime alone costs
around 10% of the GDP per annum (Burkhardt, 2023).

South Africa's main trade partners are China, the United States, Germany, India, the United Kingdom and
Mozambique, as South Africa exports primarily platinum and gold, and imports refined and crude petroleum
(Observatory of Economic Complexity; South African Revenue Service).

Overall, bilateral and specifically economic relations have been stable, and in the spirit of cooperation
and friendship, with Bulgaria's help in the fight against apartheid as a positive initial starting point.

Throughout the years, business seminars and agreements were organized — in 2004, a business seminar
on economic relations was conducted, and agreements in trade and tourism were signed (Bulgarian Chamber
of Commerce and Industry, 2004). The Bulgarian Chamber of Commerce and Industry has been continuously
active in promoting trade cooperation by organizing seminars and meetings with interested parties. One such
example was the visit of a South African business delegation from the Free State back in 2015, where the
South African delegation indicated interest in exchange of know-how in the field of agriculture (Bulgarian
Chamber of Commerce and Industry, 2015). In 2023, the Bulgarian Chamber of Commerce and Industry and
the South African Chamber of Commerce and Industry signed a cooperation memorandum (Bulgarian News
Agency, 2023).

Bulgaria's trade with South Africa takes place within the framework of the European Union's active trade
agreements, most notably the Economic Partnership Agreement of 2016 with the Southern African
Development Community (SADC), of which South Africa is also a member (EUR-Lex, 2021).

According to the Observatory of Economic Complexity, OEC, Bulgaria exported products worth 264
million dollars to South Africa in 2022, mainly seed oils, kraft paper, and carbonates. In the past years
preceding 2022, the exports of Bulgaria to South Africa had increased at a rate of 24% (annualized), from
almost 91 million dollars in 2017. Over the same period, South Africa exported goods worth 117 million
dollars to Bulgaria, with the main exports being copper ore, briquettes, and sugar. Between 2017 and 2022,
the exports of South Africa to Bulgaria increased at a rate of 24% (annualized), from almost 40 million dollars
in 2017. Whereas Bulgaria exports services to South Africa worth approximately 8 million dollars, mainly
computer services, South Africa does not export any (Observatory of Economic Complexity). Therefore, this
gap could be addressed in bilateral economic relations.

In 2023, the trade between the two countries took a turn for the worse, and the positive trend and
momentum up until 2022 were lost, as Bulgaria's exports and imports to and from South Africa dropped by
43% and 17%, respectively (National Statistical Institute, 2024).
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The OEC offers a theoretical calculation of what export product has the most growth potential. In the
case of Bulgaria, that would be packaged medicines. In the case of South Africa, that would be coal briquettes
(Observatory of Economic Complexity). While this is just an automated prediction, it is an interesting angle
to reflect on when it comes to further developing the economic ties between the two countries. From the
website of the Bulgarian Chamber of Commerce and Industry, it can be further learned that possible Bulgarian
products for sale in South Africa are in some fields such as light, food, and mechanical engineering industries
(Bulgarian Chamber of Commerce and Industry, 2019), which is a path that the Bulgarian government and
business could explore.

A recent highlight in Bulgarian-South African relations is President Rumen Radev's official visit to South
Africa in mid-2023. During this visit, he discussed further cooperation opportunities and presented the idea of
Bulgaria becoming a logistical hub for South African exports to the European Union. An accompanying
business forum also took place, where Bulgarian and South African companies explored cooperation
perspectives (Novinite, 2023).

4. Conclusion and perspectives

This article explored the economic relations between Bulgaria and South Africa while also examining
related historical and political developments. Periodically, the article was divided before and after the
democratization of the two countries.

Before democratization (1944-1989), Bulgaria aligned with the USSR and supported liberation
movements in Southern Africa, including the ANC in South Africa. Apartheid in South Africa, characterized
by racial segregation and a white minority regime, faced resistance led by the ANC, which received support
from communist states like Bulgaria.

Post-communism, Bulgaria focused on democratization and European integration, joining NATO in 2004
and the EU in 2007.

The two countries established diplomatic relations in the 1990s, but economic and political interactions
have remained limited as both countries face significant economic challenges, including corruption, political
instability, and high inequality. Trade between Bulgaria and South Africa has fluctuated, with notable declines
in 2023 despite previous growth.

Recent initiatives, such as President Rumen Radev's visit to South Africa in 2023, aim to enhance bilateral
cooperation and explore new economic opportunities, at least declaratively.

Although declaratively, there is will from both sides to further bilateral cooperation, including economic
and trade, much of the potential remains unused.

Concretely, the South African and Bulgarian governments and business could reflect in the following
directions:

- Conduct regular trade and economic forums to foster opportunities creation and exchange of know-how

- Develop comprehensive political and economic strategies tailored specifically towards South Africa and
Bulgaria, respectively

- Intensify university exchange as a way to foster mutual knowledge exchange

- Provide study scholarships, incl. in the field of economics and business

- Organize regular government and business organizations consultations in order to further trade and
cooperation

- Liberalize/wave visa requirements for easier access of citizens to business (and tourism)

Advancement of bilateral ties is largely a question of political will; however, going forward, this might
also be subject to geopolitical considerations.

South Africa is a member of the BRICS group (Brazil, Russia, India, China, South Africa, Iran, Egypt,
Ethiopia, United Arab Emirates). Subsequently, it maintains advanced relations with Moscow in different
fields. It has numerous agreements with Russia, including a comprehensive strategic partnership. On the other
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hand, Bulgaria's relations with Moscow have been deteriorating since 2022 because Bulgaria, as an EU and
NATO member, supports Ukraine, forms part of the EU sanctions against Moscow, and cut its energy
dependence on the Kremlin significantly. Subsequently, Bulgaria was declared to be an unfriendly state by the
Russian government.

Therefore, the relationship with Russia might indirectly halt and become a challenge to furthering the
(economic) relations between Pretoria and Sofia in the future. This also might be one reason for the declining
trade balance between South Africa and Bulgaria. The above-mentioned internal economic and political
hardships and challenges in the two countries might also deprioritize the strengthening of bilateral economic
cooperation in the long run.
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1. Introduction

In today's rapidly evolving digital landscape, effective keyword planning is paramount for businesses
seeking to enhance their online visibility and attract targeted traffic. By leveraging advanced Al-powered tools
and techniques, marketers can optimize their website's content to align with user intent and search engine
algorithms.

This report delves into the critical role of keyword optimization in modern SEO strategies. It explores
various tools and techniques that can be employed to identify and implement high-performing keywords. By
understanding the nuances of keyword research and analysis, businesses can significantly improve their search
engine rankings and drive organic growth.

The integration of Al into keyword planning offers several advantages, including:

e Enhanced accuracy: Al-powered tools can analyze vast amounts of data to identify highly relevant
keywords.

e Improved efficiency: Automated processes streamline the keyword research and optimization process.

e Deeper insights: Al algorithms can uncover hidden opportunities and trends in search behavior.
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Through a comprehensive examination of these tools and techniques, this report aims to provide valuable
insights for marketers and SEO specialists to optimize their keyword strategies and achieve sustainable online
success.

Keyword planning provides detailed analytics and deeper understanding, empowering marketing
managers and specialists to make smarter decisions for the brand's SEO strategy. The purpose of the report is
to present tools and techniques for better-optimizing keywords on a brand's website using artificial intelligence
technology. The methodology involves researching and analyzing tools and techniques for better keyword
optimization, to make SEO specialists work better with keywords that provide the greatest opportunities. In
the fast-paced technological society, the means of optimizing web pages with the help of keyword planning is
being used increasingly.

With the help of keyword planning tools and techniques, it becomes possible to find the most appropriate
keywords, and through them, the most appropriate indexing of the brand's web page on the Internet. This
enables search engines to position the brand in leading positions on the Internet.

The objectives of the report are to present appropriate tools and techniques to discover keywords that will
help better index the site from the SEO engines. Different tools and techniques present diverse approaches
with amounts of keywords appropriate for the context of the represented brand. Some Text summary, for the
brand, to be able to answer a specific question concerning finding keywords. The Al model needs to make a
summary to be able to do the job. Objectives: creating summaries for the entire site, creating keywords that
index the entire site, to provide information for the entire site, and not just for fragments of it, especially in
cases where there are no keywords in the Meta tags, no description, Al will perceive the keywords submitted
with the help of Al. Keyword optimization is essential because it connects with the brand audience in the most
effective possible way. Optimization ensures the website’s content resonates with brand visitors, so SEO
specialists can capture and keep the audience’s interest. (Eubanks, N., 2024).

Some important purposes of key planning processes of the brand are:

e monitoring organic traffic;

e receive more relevant traffic and higher conversions;

e increased expertise in the field;

e better rankings and more visitors;

e stronger brand presence in search results;

e reporting and communication;

e to realize more visits and, depending on the field of activity in which it operates, to realize more sales
of products or services;

Effective communication and reporting are crucial to keeping all stakeholders- clients, the brand’s team,
and higher levels- informed about the SEO planning process.

A successful SEO strategy requires a precise approach, including thorough research, clever planning,
careful execution, consistent maintenance, and strategic adjustments, to aim the clear communication which is
essential for organizational management. It's a fluid process that adapts to the ever-changing digital landscape
and the evolving needs of the brand’s audience. By implementing a well-executed SEO strategy, SEO
specialists can significantly increase a website's visibility, attract more organic visitors, and ultimately drive
online growth.

For better SEO optimization it is crucial to research the most common tools and techniques for keyword
planning. For paper purposes, it presents crucial tools and techniques for SEO for high-quality traffic attraction.

Some of the most popular tools and techniques for planning keywords are represented in the list below.
They are crucial for the best SEO optimization of a brand’s websites.

o website text summary- often contains very important keywords that describe the goods or services being
offered and that are preferred by consumers;
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e website customer review- User summaries and reviews play an important role in optimizing web pages,
as they also contain important information about the services offered, products, and their evaluation;

¢ put keywords in Tags- putting keywords in meta tags helps optimize and index the web page by Google
and other search engines;

e finding best primary and secondary keywords- finding the most appropriate primary and secondary
keywords also helps with the optimization of the brand's web page, contributing to better indexing and the
appearance of the brand in the first positions in user searches;

e building organically qualified links- again checking the content of the best competitor in the brand area
market and finding how brand competitors rank on the search engine;

e keyword targeting- utilize strategic keyword placement in the brand’s website content to improve the
brand’s search engine rankings. By identifying the most impactful keywords through comprehensive research,
SEO managers can increase a brand’s online visibility and attract potential customers;

e optimize images with keyword descriptions in alt text- Alt text, or alternative text, is the text that
appears in place of an image when it fails to load. This text serves two primary purposes: improving
accessibility for visually impaired users and enhancing the brand’s website's search engine visibility;

e analyze On-Page SEO- keyword research involves identifying and analyzing search terms used by
people to find information online. This information can be used to optimize the brand’s website's content for
search engines and attract more organic traffic also;

e analyze Off-page SEO- Off-page SEO focuses on external factors that impact a website's search engine
ranking. This includes techniques such as link-building and local SEO for finding keywords of content;

e inspect keyword relevance- Keyword relevance is crucial for Google's search algorithms. Google aims
to deliver the most relevant results by considering factors like user intent and behavior. Additionally, Google
takes into account internal linking, location, personalization, and the timeliness of the content;

e developer console research- here is the place to inspect the website developer console, in head content
SEO specialists can find keywords, descriptions, alt tags, etc. which are useful for better keyword planning;

e track competitor's keywords- competence’s websites prioritize keyword relevance in both organic and
paid search results. This ensures that search results directly align with user intent and needs. Google determines
relevance by understanding user queries, analyzing keyword matches, and evaluating user engagement with
web pages. Additionally, factors like internal linking, localization, personalization, and content freshness are
considered;

e map keywords- involves organizing website content around relevant keywords. This process includes
matching keywords to existing pages or creating new pages for unmatched keywords. By identifying and
assigning the most important keywords to each page, keyword mapping significantly benefits your SEO
efforts;

e examine desktop vs. mobile keyword search- mobile search results often are larger and more visual
than desktop results. They can include images or videos and are formatted as cards, taking up more screen
space. This means fewer results fit on a single screen, requiring more swipes to reach the bottom;

e place different objective keywords in headings- this technique helps to consider brand content's subject
matter, goal, and intended audience;

Figure 1 presents keyword planner tools and techniques that help market SEO specialists find the best
way to improve customer experience and SEO of the brand.
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Figure 1. Keyword planner tools and techniques
Source: made by the author

In conclusion, a comprehensive approach, integrating multiple techniques and tools, is essential for SEO
optimization. Relying solely on individual methods is insufficient to achieve optimal results. By combining
these strategies, marketers can enhance website visibility, improve user experience, and secure top search
engine rankings.
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1. Introduction

Islamic finance and banking showed a great performance and are still expanding rapidly in recent years
and just in 2019 it increased by 11.4%, due to COVID (Islamic Finance Outlook, 2021). Total value of Islamic
financial assets is US$2.88 trillion in 2020 and expected to be US$3.69 trillion in the end of 2024 (Hasan,
Islamic Finance Senior Proposition Manager, Refinitiv). Because of its promising future Islamic financial
instruments are not only performed in Muslim countries but also being used in many non-Muslim countries
(Yusoff and Shamsuddin, 2003-Alharbi, 2016).
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There are Islamic banks in France, Germany, Italy, Ireland, Luxembourg, United Kingdom and Turkey.
Additional to Islamic banks there are some conventional banks in Europe offering ‘Islamic Window’ for the
customers who are interested in Islamic financial products, such as Bank of Ireland, Barclays, Citigroup,
Deutsche Bank and HSBC Amanah. On the one hand there is still low interest to Islamic finance in Europe,
on the other hand there is a potential for the future in terms Islamic finance in Europe because of several
reasons. First of all, there is a significant amount of Muslims in Europe and their proportion in the population
tends to increase.! Second is the growing interest to Islamic financial products in some countries by non-
Muslims like in Malaysia.

Although there are conceptual similarities in terms of financial products between conventional and
Islamic finance, they are entirely different financial systems. Despite Islamic finance’s small size in the
conventional finance world, its promising growth makes Islamic finance a hot topic both in academia and
business world. Today customers can access sophisticated Islamic financial products not only in Muslim
countries but also in Europe.

2. Literature Review and Hypotheses Development

Compared to the literature on conventional bonds, the existing research on sukuk is relatively thin, largely
consisting of qualitative rather than quantitative work in the form of market reports, articles in popular
magazine, blogs, and conference papers. Very few research papers on sukuk are published in top scientific
academic journals with impact factors. The underdeveloped literature on sukuk, especially in the scholarly
empirical research, can be attributed mainly to a lack of available historical, consistent, and reliable data as
well as the limited number of Islamic journals and funding for Islamic finance research.

The bulk of the literature focuses on operational matters of sukuk issuance and structure in practice, which
revolve around their need to be Shari'ah-compliant. Limited literature has undertaken study on capital markets
and corporate financial aspects of sukuk, followed by their theoretical nature, and very few studies examine
the implications of sukuk for the real economy.

According Zulkhibiri (2015) the sukuk researches could be classified into three groups. In the first group
of research, the literature revolves around the underlying theoretical and legal nature of sukuk from the
perspective of Shari'ah. Debate is still ongoing among Islamic scholars on the theoretical and legal aspects of
sukuk. The second group of literature focuses on the operational aspects of sukuk with respect to issuance,
risk, and structure. This includes legal and regulatory considerations, performance, and innovation in sukuk.
The third group research focuses on the development aspects of economic sectors by using sukuk as
instruments for capital market development and as an alternative financing tool for economic development.

The paper of (Cakir, 2007) shows evidence that Sukuk are different types of instruments than
conventional bonds, as evidenced by their different price behavior. If an investor is ready to allocate certain
amount of funds in the bonds of a certain issuer, diversification by including Sukuk in the investment portfolio
could significantly reduce the portfolio’s VaR compared to a strategy of investing only in conventional bonds
of that issuer. The results were broadly the same in both methods that were used in this analysis, namely the
delta-normal approach and the Monte-Carlo simulation.

The results of the study indicate that the VaR of a portfolio consisting of sukuk and bonds is not similar
to a portfolio which represents only bonds. Although there is some reduction in VaR which can be gained by
adding another instrument, this reduction is not because of adding an instrument in the portfolio; rather it is an

! There are 1.9 billion Muslim in the world and it 25% of the world population. Only 20% of Muslims live in Middle
East and the largest community in Asia with 62%. 25.8 million Muslim live in Europe and it is the 4.9% of the
population. According to Pew Research Center Muslim population in Europe will be increased to 7.4% by 2050 even
Europe accepts no Muslim refugee. Same research center estimates the Muslim population in USA as 8.1 million which
is 2.1% of population by 2050, that is twice more than today.
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outcome of the different behaviour of sukuk prices in the secondary market compared with conventional bonds.

In relation to this, Godlewski et al. (2013) found that the investors responded differently to the issuance
of sukuk and bonds. Hence, sukuk can be considered a different type of instrument compared with bonds
because of their different price behaviour. Finally, the VaR concept is a very useful tool for financial
institutions with regards to their risk management, and international fixed-income investors are advised to
incorporate sukuk in the investment portfolio along with bonds which may help to gain diversification benefits
as shown from this study. In this context, this study uncovered the attractive opportunities in terms of
diversification benefits with credit quality and Shariah-compliant financial sector exposure for investors who
want to invest in fixed-income securities (Bhuiyan, 2020).

Mimouni (2019) examines the impact of Sukuk market development on banks' profitability using a dataset
of 71 Islamic banks (IBs) and 146 conventional banks (CBs) spanning 13 countries over the 2003—2014 period.
The results suggest that Sukuk development reduces IBs' profitability but has no impact on CBs' performance.
In addition, the evidence shows that these adverse effects on IBs' profitability are substantially lower after the
2008 global financial crisis. Accordingly, their findings suggest that IBs were able to overcome Sukuk
competition after the crisis.

The study of Alim (2021) investigate the comparative impact of conventional and Islamic bonds over
returns. It provides useful insights to investors to diversify investment by lowering the risk to the optimum
level. This study examines the impact of the conventional and Islamic portfolios on returns through simple
OLS regression, suggesting that Sukuk returns are positive and significant. Simultaneously, conventional
bonds show a negative trend, but in the long run, the returns are significant. It indicates that the market is
volatile due to macroeconomic factors that can reduce risks through portfolio diversification. Thus, this
research suggests that investment can be secured by taking a rational portfolio decision that confirms
robustness.

Birgaip (2021) investigate the contribution of Sukuk in diversification of bond portfolios by comparing
Turkish bond funds that invest exclusively in conventional bonds (pure conventional bond funds), in Sukuk
(pure Islamic bond funds), and in both (mixed bond funds) among each other for the period of 2014-2019. The
results suggest that bond funds, of which the portfolios are composed of a combination of Sukuk and
conventional bonds (i.e. mixed bond funds), have a relatively “lower risk-higher return” profile. Moreover,
including Sukuk to conventional bond portfolios theoretically offers significant diversification opportunities
for investors, particularly when the economy worsens.

The empirical results of Ledhem (2022) show that the sukuk markets are complementary to the Islamic
Banks (IBs) and maintain their financial stability, which results in decreasing risk-taking by these banks.
Moreover, to the best of our knowledge, of all the existing studies on the link between IBs and sukuk market
development, this paper is the first that finds a complementarity effect of sukuk market development on IBs.
Developed sukuk markets are becoming more widely recognized as an important component of stable financial
systems. Accordingly, this study demonstrates that sukuk market development is complementary to IBs and
promotes stability and reduces riskiness at IBs.

Using a sample of 68 sukuk securitizations issued by 68 companies operating in seven countries between
2004 and 2020, study of Mseddi (2023) concludes that sukuk securitization has a positive impact on the
systematic risk of the issuing companies. These findings align with previous empirical results (Franke &
Krahnen, 2006; Hansel * & Krahnen, 2007; Iglesias-Casal et al., 2016, 2020; Lockwood et al., 1996; Uhde &
Michalak, 2010). The findings are interesting for investors concerned about modifying their portfolio
management strategy as they help them adjust their financial structure to enhance the performance of funding
sources. It is important to study whether the impact of securitization on changes in systematic risk varies based
on the type of sukuk.

Regardless such a limited number of studies on Islamic funds in Europe, this cursory look at their
performance gives us a signal that they could be a good diversivication tool for portfolio management of
conventional financial institutions. An effective diversification strategy will provide possible scope for
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European markets to retain financial stability and boost system efficiency, which is essential for policymakers,
portfolio managers and investors.

2.1. Islamic finance in Europe — legal aspects

In Europe, there has been a significant growth of interest in Islamic finance and banking, Islamic bond
products and other credit collection instruments. Very significant was the position of the Financial Service
Authority which, in 2004, issued an authorisation to operate to the Islamic Bank of Britain and to the first
European Islamic Investment Bank. Other European countries have experimented with Islamic financial
products, albeit in a limited way. In this context, it is interesting to look further at the possible relations between
the conventional bank model that operates in the EU market and the Islamic bank that follows religious criteria
(e.g., the prohibitions of riba and gharar), but with issue regarding risk control and data transparency, regulation
and prudential supervision, especially in relation to the current European system, capital requirements and the
Basel III Agreement

Not only Muslim investors are involved, as they formally conform to Islamic principles, but also
European ones, given the financial crisis caused mainly by the circulation of instruments that have unsafe
mechanisms, based as they are on interest and debt. Indeed, Islamic securities are currently traded in the largest
secondary markets mainly because of their security qualities.

The growth of Islamic banking can certainly be traced back to the spread of investment funds and Islamic
bonds; the establishment of the Islamic Bank of Britain, which is an expression of this evolution also by means
of innovative management methods in order to acquire credibility in the markets, notwithstanding its very
particular and distinct framework compared to conventional banks. Regarding taxes, the legislation in the UK
facilitated the practical implementation of traditional models of acquisition avoiding interest, which are
compatible with Islamic law. New rules have been implemented to levy the stamp duty only once in cases of
Islamic mortgages and at first HSBC Amanabh first offered such Islamic mortgages, with other banks following
suit. However, it is necessary to highlight the problematic issues of compatibility with the conventional market,
regulation in the classical sense and the necessary transparency of requirements, when Islamic banks operate
in European countries. It is necessary to consider the supervision exercised by the ECB and national central
banks, according to the approach of European banking supervision (Reg. (UE) 15 October 2013, n. 1024 and
Reg. (UE) 16 April 2014, n. 468 and related disciplines) and many rules (Basel III, EBA) that impose
obligations of capital requirements and procedures of necessary transparency (e.g., the “stress test” for banks)
about aspects of accounting and internal decisions that can only be based on the adoption of technological
innovations for communications.

Islamic finance schemes present interesting aspects from the perspective of a sustainable and socially
oriented finance, but the critical issue is the certainty of the rules and their effective knowability through widely
available technological tools. It is, therefore, necessary to have a high level of transparency in internal controls
by the Shariah Boards, which plays a role analogous to the ethics committees, but according to Islamic ethical-
legal rules from which derives a certain unpredictability in the application of rules of conduct by way of
interpretation. Moreover, a certain uniformity of rules would be necessary, given the obvious differentiation
according to the countries of origin, an objective in theory constantly affirmed by the Gulf Cooperation Council
(GCCQ), but difficult to implement even for the discipline of competition.

More sophisticated Islamic financial instruments can help the Muslim communities living in non-Muslim
countries. Islamic Finance can be a fresh way to attract money to European countries and at the same time it
can help the Muslim population to integrate the country by involving them into the financial system. European
Union acts as a single market by establishing movement of goods, services, capital and people freely.
Unfortunately Germany has little interest to Islamic Finance when it is compared other leading countries in the
world. “We all know the UK will be the Islamic finance hub in Europe.” (Adham Charanoglu, DAR). Beside
UK government’s pro-Islamic finance regulations helping them to achieve to be an Islamic finance center in
Europe in the future, the other European countries’ governments showed little interest and they actually lead
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to UK in a position with respect to Islamic banking and finance that has not been achieved in nowhere else in
Europe (Wilson, 2007). However, post Brexit it seems there is an uncertainty for the Islamic financial services
and they are going to make a choice whether staying and operating in UK which will be more costly or moving
to countries such as France or Germany to provide services.

These aspects are of considerable interest to European legal systems as an opportunity and alternative
source of financing. In Europe, there is a significant presence of “Islamic counters” that have opened in
conventional banks for depositors wishing to implement religious principles, but regulatory innovations must
be introduced for supervision and regulation, in the sense that the EU member states where these banks are
located should adopt their legislation considering all the potential risks in relation to this new financial activity.

From the European perspective, the pandemic has confirmed the importance of a solid system of rules
capable of directing banks towards virtuous and prudent behaviour and strengthening the ability of the system
to cope with the crisis. Moreover, the United Nations published a study in 2016 highlighting the possible
contribution of Islamic finance to promoting the sustainable development goals of the 2030 Agenda to finance
infrastructure. However, sustainable finance requires rules and techniques to manage risk and technology to
enable knowledge of standards and accounting rules for the maximum transparency in transactions, and control
of compliance with Islamic law as well as compatibility with the conventional system: objectives that are very
complex to achieve. In particular, the ECB cultivates international relations for cooperation with countries
outside the EU with Article 8 of Reg. (EU), 15 October 2013, no. 1024, on banking supervision “to establish
contacts and enter into administrative arrangements with supervisory authorities, international organisations
and administrations of third countries, subject to appropriate coordination with the EBA (Antoniazzi, 2022).

The context of reform of the international rules and global difficulties have undoubtedly aggravated the
relevant complexity of the multiple tasks carried out by the Islamic Finance Stability Board (IFSB) as regulator
and supervisor of the Islamic banks and as an authority that adopts the choices of necessary alignment to the
conventional system for obvious interests in international markets.

2.2. What is Sukuk?

Sukuk has been spreading all over the world in recent years. It is also attracting both Muslim and non
Muslim people. From this aspect, we can say that Sukuk has been developing as one of the most important
Islamic financial instrument in the capital markets which are acceptable according to Islamic laws.

There are lots of different types financial activities but at the end who decides that those activities are
Islamic or not. There is no unique set of rules that can be used to check a financial activity whether it it Islamic
or not. However, there are two important organization which are recognized by many countries, investment
banks, banks, institutions, etc. They are Accounting and Auditing Organization for Islamic Financial
Institutions (AAOIFI) and Islamic Financial Services Board (IFSB).

Sukuk is translated mostly into English as Islamic bond. It represents ownership of an asset or its usufruct
and it is an investment certificate consisting of ownership claim in a pool of assets. AAOIFI defines Sukuk as
being: “Certificates of equal value representing after closing subscription, receipt of the value of the certificates
and putting it to use as planned, common title to shares and rights in tangible assets, usufructs and services, or
equity of a given project or equity of a special investment activity”.

The Islamic bond market has gained significant consideration even among conventional investors as well
in the last decade precisely because these instruments are linked to material assets and, therefore, with a high
degree of security. The global sukuk market has proven itself as an effective measure of some of the fastest-
growing economies in the world, while also providing steady cash flow. Unlike traditional fixed income
investments, sukuk offer a stake in the underlying assets and pay investors a percentage of profit at predefined
regular intervals.

Underlying sukuk are assets or transactions permissible under Sharia principles. The most common sukuk
are the following (Kusuma, 2014) :
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* Sukuk al-Ijara: based on leasing (sale and leaseback) transactions

* Sukuk al-Murabaha: based on sale-and-purchase contracts with predetermined cost and profit

* Sukuk al-Mudharaba: based on a partnership or profit-sharing agreement between capital providers
(investors) and an entrepreneur

* Sukuk al-Musyaraka: based on a joint venture with an obligor

* Sukuk al-Salam: based on a forward contract, usually commodity

* Sukuk al-Istisna: based on a contract for a future delivery of manufactured or constructed asset(s)

*» Sukuk al-Wakala: based on a contract with an agency that makes investment decisions on behalf of the
investors

Sukuk Markets evolution

Europe’s first Sukuk was issued in 2004 by Germany. The issuer was actually not the German federal
government, the issuer was the state of Saxony-Anhalt (this Sukuk issuance was called as Saxony-Anhalt
Sukuk). The face value of Islamic bond (another name for Sukuk) was 100 million Euro. The state of Saxony-
Anhalt was part of the East German before reunification of Germany and this state can be considered as
underdeveloped state in Germany (there are 16 states in Germany and Saxony-Anhalt is the 13th richest state
in Germany). Raised debt in Islamic rule was never done before in Europe, therefore what the state Saxony-
Anhalt did was certainly a success for Germany in terms of Islamic finance. Although the high debt of the state
of Saxony-Anhalt was a big motivation to find a new way to fund debts, it was nevertheless a promising step
for the future of Islamic finance in Germany. The state wanted also a new place for not only for funds from
Islamic world but also all investors and entrepreneurs. Actually the demand for Saxony-Anhalt Sukuk was
strong at that time, more than 50% was bought by investors in Bahrain and UAE and the rest was bought by
European investors-the majority was from France and Germany.

There were three Sukuk worth $336 million in 2000 and by the end of 2006, just after six years it reached
to 77 Sukuk with over $27 billion funds under management.

Sukuk has grown more than 20% during the period of 2008 and 2013. Sukuk is the fastest growing Islamic
financial product and it has second largest total asset value in Islamic finance after Islamic banking. After
2010s non-Muslim countries like UK, Hong Kong and Luxembourg started to issue Sukuk and in the near
future some Asian and African countries will be added to the list. Sukuk has a wide range of usability like for
a new source for renewable energy, ethical investments, infrastructure projects, financing for small&medium
enterprises and so on.

Sukuk issuance started in UK in 2007 and UK government became the first Western government in
Europe as sovereign Sukuk issuer. This Sukuk issuance was in 2014 and it received a strong a demand. Total
value of first UK government’s Sukuk issuance was 2.87 billion Euro (almost 29 times more than Germany’s
first Sukuk issuance). Muslim population in UK is less than both in France and Germany. However, UK is the
leading country in Europe in terms of Islamic finance. More than 65 Sukuk with more than value of US $50
billion were issued in London Stock Exchange to 2021. UK is the bigger sovereign Sukuk issuer among the
western countries. Regularity developments which started in the mid-90s and were get into practice at the
beginning of 2000s played a crucial role in the success of UK in terms of Islamic finance. UK is also very
strong in Islamic financial education (Sekreter, 2021).

Total global Sukuk issuance in 2018 was about US $120 billion and total international Sukuk issuance in
Germany from 2004 to 2018 was around US $200 million on the other hand in UK in the same time interval it
was more than US $1.7 billion.

Sukuk could be attractive to both Muslim and non-Muslim investors as an alternative to conventional
bonds for those looking for diversification options. As evidenced during the start of the global pandemic in
early 2020, the sukuk market witnessed a more muted downturn relative to traditional bond markets and
experienced a quick recovery afterward. This resilience during volatile times is often tied to the high-quality
nature of issuers and strong credit fundamentals of the underlying sukuk structure. Despite a small decrease in
market size for 2020, the U.S. dollar denominated sukuk market has experienced a compound annualized
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growth rate of nearly 20% since 2013, as measured by the Dow Jones Sukuk Total Return Index (ex-
Reinvestment) and the S&P Global High Yield Sukuk Index. As capital needs evolve and investor awareness
broadens, the global sukuk market is well positioned to build on its current momentum (S&P Dow Jones
Indices). Offering unique advantages for investors and issuers alike, Sukuk presents exciting possibilities for
diversification, ethical investing, and economic development.

3. Material and Methods
3.1. Theoretical Framework

This study is based mainly on SWOT analysis which is is an analysis method used to evaluate the
‘strengths’, ‘weaknesses’, ‘opportunities’ and ‘threats’ involved in an organization, a plan, a project, a person
or a business activity. It can be applied at different analytical levels -individual level, organizational level,
national level, international level-. It can be used by educational institutes, non-profit organizations, markets,
industries, countries, governments, projects, etc. Combined with a short look at literature review it has made
an attempt to show off some advantages of Sukuk bonds in comparison with conventional ones.

3.1.1. Strengths

A Sharia-Compliant Investment Vehicle

Sukuk provides a gateway to financial markets for Islamic investors seeking instruments that align with
their religious beliefs. This inclusivity not only broadens the investor base but also increases capital flow into
markets, potentially reducing the cost of capital for issuers. The Sharia compliance of Sukuk ensures they meet
certain ethical standards, attracting not only Islamic investors but also those interested in ethical or socially
responsible investing (SRI). This alignment with ethical investment principles can enhance the global appeal
of Sukuk as an investment vehicle.

Diversification of Investment Portfolios

Sukuk structures are underpinned by a diverse range of assets, including real estate, infrastructure
projects, and various business ventures. This allows investors to diversify their portfolios across different asset
classes, sectors, and geographies, potentially reducing risk. Unlike conventional financial instruments, Sukuk’s
performance is often linked to returns from real assets or business profitability rather than fluctuating interest
rates. This lower correlation with traditional assets makes Sukuk a valuable tool for portfolio diversification,
helping to smooth out returns over time.

Support for Economic Development

Sukuk is particularly well-suited for funding large-scale infrastructure and development projects that
align with Islamic principles. This is especially important for emerging markets and Islamic countries, where
such funding supports economic development and improves public welfare. Since Sukuk must be backed by
tangible assets or projects, they often finance ventures in the real economy, such as renewable energy projects,
sustainable agriculture, and community-benefiting infrastructure. This focus on real economic activity
promotes sustainable development goals (SDGs) and responsible investment practices.

Stimulating Financial Innovation

The growth of the Sukuk market drives financial innovation, particularly in developing Islamic financial
instruments that meet the diverse needs of modern economies while adhering to Sharia principles. This
innovation can lead to more efficient financial markets and stimulate economic growth by unlocking new
forms of investment.

Broadening Impact

The unique characteristics of Sukuk, including their ethical foundations, asset-backed structures, and
potential for diversification, help making financial markets more inclusive and foster an environment
conducive to sustainable economic development. As the Sukuk market evolves, it could play a crucial role in
channeling investments into sectors and regions vital for global economic stability and growth, particularly in
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areas underserved by conventional financial systems. As awareness and understanding of Islamic finance
grow, Sukuk could increasingly be seen as a viable and attractive option for a broader range of investors,
further integrating Islamic finance into the global financial system.

3.1.2 Weaknesses

While the Sukuk market is growing, it faces several challenges that can impact its development and the
ease with which investors and issuers engage with it. Understanding these challenges is crucial for participants
in the Islamic finance market and regulators (Yesuf, 2016).

Complexity and Cost of Structuring Sukuk

Ensuring that Sukuk structures comply with Sharia law adds layers of complexity to their issuance. This
process involves securing approval from Sharia scholars, who assess the structure’s adherence to Islamic
principles. The involvement of these scholars and the need to design instruments that reflect the real economic
activity and asset ownership required by Sharia can make the structuring process more time-consuming and
costly than conventional bonds. The necessity for Sukuk to be backed by tangible assets means issuers must
identify and manage these assets, adding another layer of complexity. This requirement can limit the flexibility
in the types of financial products offered and increase the logistical and legal challenges involved in structuring
and managing Sukuk.

Varied Interpretations of Sharia Principles

Islamic finance is guided by principles interpreted by scholars, leading to differences in the application
of these principles across jurisdictions. This variability can affect the uniformity of Sukuk structures, making
it challenging for investors to compare different Sukuk or for issuers to standardize offerings across markets.
The lack of standardized global regulations for Islamic finance compounds the issue, as each country may have
its own set of rules governing Sukuk issuance and trading. This fragmentation can deter international investors
and issuers, limiting the market’s growth and the cross-border flow of Islamic finance.

Liquidity in the Secondary Market

Compared to the well-established global market for conventional bonds, the Sukuk market is relatively
young and still developing. This has historically resulted in lower liquidity in the secondary market, with fewer
buyers and sellers. This liquidity issue can lead to higher transaction costs and price volatility, making it less
attractive for some investors. The diversity of Sukuk structures, coupled with the relatively small number of
issuances in some markets, can make it difficult to establish benchmarks for pricing and risk assessment. This
lack of benchmarking can further exacerbate liquidity challenges, as investors may find it harder to assess the
value and risk of Sukuk investments.

3.1.3. Opportunities

Current market trends

In 2019 total value of global Sukuk is almost $146 billion (ITFM Sukuk Database). According to IIFM
Sukuk Database, Germany had three Sukuk issues between 2001 and 2019 with the value of $206 million
which is less than Luxembourg. Luxembourg had also three Sukuk issues in the same time period however
their total value is $280 million. On the other hand UK has 10 Sukuk issues and their value is more than $1.7
billion.

Sukuk has a special place in Islamic financial products since it is a promising product in non-Muslim
countries. In 2019 it has increased by more than 18% and reached the value almost USD 146 billion globally
(ITFM). Sukuk has continued to attract attention in 2020 despite the Corona Pandemic. Sukuk has performed
the same year well in not only in Muslim countries like Egypt but also in non-Muslim countries like Taiwan
and gained new issuers. However for many years Malaysia, Indonesia and Saudi Arabia are major Sukuk
issuers and they are dominating Sukuk market. Moreover Turkey, Bahrain and Pakistan tend to increase their
Sukuk issuance in the following years.

The overall Islamic capital market (ICM) segment, consisting of sukuk, Islamic funds, and Islamic

92



ICEBM 2024 S. Osman. Sukuk Bonds — Innovative Investment Market for European Banks...

equities registered a slower, single-digit, growth rate for the first time in five years. ICM’s value of USD 966.3
billion accounted for a share of 29.8% of global IFSI assets as of the end of 2022. In 2022, the growth of the
sukuk sub-segment was moderate due to unfavourable global economic conditions and reduced sovereign
issuances. Sovereign funding needs in the GCC region were low, and there was a narrow domestic investor
base, lack of market depth, and secondary market activities in other jurisdictions. However, there was a slight
positive impact from sustainability-linked sukuk issuances for development projects and new sovereign
issuances in response to the global economic recovery. The Islamic equities indices were affected by global
market volatility and negative returns, while Islamic funds contracted due to liquidity strain and susceptibility
to runs during stressed conditions.

Large corrections were observed in the capital markets in 2022, affecting both equity and fixed-income
markets. Islamic equity markets were impacted similarly to global equity markets, with significant market
volatility and negative returns across most indices and sectors. However, Islamic equity indices performed
better in the longer term, as they are inherently less prone to more severe impact due to the constituents of
Islamic indices being generally less leveraged. Activity in primary Islamic capital markets, particularly sukuk
issuances saw continued but moderate growth, in contrast to bond markets which saw a decline. Islamic funds
have also remained largely resilient, however, the pace of growth has slowed down (IFSB report, 2023).

Regional break-up of the Domestic Sukuk Market for 2011 year shows that from Europe only Germany
have 1 sukuk issuance for 123 USAS$ millions which is 0,1% of total value. The analogical table for 2022 year
shows that number of issuances for Europe (including Turkey) is 32. Regional break-up of the Domestic Sukuk
Market (2001-2022) shows 4,91% for Europe. Regional Break-up of International Sukuk issuance (Jan 2001
— Dec 2022) shows that number of issues for Europe and others is 66 (2001-2022) — Turkey (42), UK (12),
USA (4), Germany (3), Luxemburg (3), France (1), Kazakhistan (1).

According to statistics from 2001-2022 ( A Comprehensive Study of the Global Sukuk Market August
2023, 12th Edition) it could be seen that Total Global Short Term Sukuk Issuances for all currencies for the
period 2001-2022 is approximately 1022 (7,2%) as Total Global Short Term Sukuk Issuances — All Currencies
for 2022 is 22 (0,62%).

Based on the investor type, Banks had the highest allocation (68%) including 91% Islamic Banks,
followed by Supranational/ Sovereign Wealth Fund (SWF)/ Ministry of Finance (MoF)/ Central Banks, and
Pension Funds/ Asset Managers with 27% and 4%, respectively. Islamic investors were still dominating
primary market in 2022, accounted around 85% from total allocation across the tenors, compared to 15%
allocated to conventional investors ( International Islamic Financial Market report 2023).

For the past 20 years, the global sukuk market has been dominated by issuers and investors from the GCC
region, as well as Malaysia, Indonesia, and Turkey. Looking ahead, the investment landscape is poised for
significant evolution driven by product innovation, sustainability targets, and new market entrants. It could be
expected that sukuk will continue to attract the attention of some of the world’s largest and most significant
institutional investors in the U.S., Europe, and Asia, as many may view sukuk as an effective way to invest in
some of the fastest-growing regions of the world.

Many institutional investors are shifting towards responsible investing by incorporating ESG components
within their investment strategies, which is helping to drive demand for ESG financial products. However,
there remains a shortage in the global supply of ESG investments, and green and sustainability sukuk have the
potential to fill some of this gap, particularly for investors seeking Shariah compliance as well. As the global
sukuk market evolves, sukuk indices, like those offered by S&P DJI, will play an integral role in the investment
decision-making process, providing tools to better measure, benchmark, and replicate various sectors of the
market (S&P Dow Jones Indices).

It must be mentioned also that there are various similarities between the principles of Islamic finance
(e.g., in the case of sukuk) and the principles of public-private partnership for infrastructures, regarding risk
sharing, the lender as partner, the exclusion of speculative intentions and certainty in the definition of
contractual performance. The comparison could be the topic for interesting studies in the future.
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3.3.2. Recent case studies for Sukuk issuance from European banks

Dubai Islamic Bank PJSC (“DIB”), rated A3 by Moody’s and A by Fitch, is the second largest Islamic
bank in the world and the largest Islamic bank in the United Arab Emirates, measured by total asset size. In
November 2022, DIB successfully priced its inaugural Sustainable Sukuk — a landmark USD 750 million 5-
year senior issue with a profit rate of 5.493% per annum representing a spread of 155bps over 5-Year US
Treasuries. *This deal once again demonstrated an established and strong investor following from Europe, Asia
and the Middle East. The Sukuk was priced after completing a comprehensive marketing exercise where DIB
updated investors on its positive financial performance as well as its Sustainable Finance Framework.

On 9 February 2022, Riyad Bank executed a USD 750mn Sustainable AT1 RegS Sukuk issuance. This
was a landmark deal in several ways, however most importantly, it was the first-ever sustainable AT1 Sukuk
issuance globally, first-ever sustainable AT1 from an EM issuer and first-ever sustainable bank capital issuance
from the GCC region. It is listing on International Securities Market of the London Stock Exchange and the
Sustainable Bond Market of the London Stock Exchange. Joint Global Coordinators are HSBC Bank plec,
Riyad Capital and Standard Chartered Bank (B&D). Riyad Bank is committed to supporting the Kingdom’s
energy transition agenda and the environmental targets of Vision 2030 and its dedicated Green and Renewable
Banking offering contributes to accelerating the energy transition and driving a new wave of investment in
line with the Kingdom’s goal to achieve Net Zero by 2060.

3.1.4. Threats

Sukuk vs Conventional bonds

Conventional bonds that yield interest, or riba, are prohibited under Shariah law. Islamic bonds (sukuk)
have economic characteristics similar to those of a conventional bond, but are structured so as to be compliant
with Shariah law enabling them to be sold to Islamic investors. Sukuk, sometimes referred to as Islamic bonds,
are better described as Islamic investment certificates.

This distinction is as crucial as it is important. The distinction is important as a bond is a contractual
obligation whereby the issuer is obliged to pay bond holders, on certain specified dates, interest and principal.
In comparison, under a sukuk structure, the sukuk holders each hold an undivided beneficial ownership in the
underlying assets. Consequently, sukuk holders are entitled to share in the revenue generated by the sukuk
assets as well as being entitled to share in the proceeds of the realisation of the sukuk assets. This case describes
the differences between conventional bonds and sukuk.

What is a conventional bond?

A bond is a "security" showing that a borrower owes a specified sum. This claim protects the holder in
circumstances in which the issuer is unable to pay the amount due. The investor who buys bonds lends the
issuer money in return for interest payments. When the bonds mature, the investor will receive the principal
amount of the bonds back. Legal documentation for a bond is required to specify the terms for both interest
and principal payments. Interest can be paid monthly, semi-annually or annually. Most bonds pay interest
semi- annually in North America. "Eurobonds", which trade in Europe, pay interest annually. Mortgage-
Backed Securities (MBS) and Asset-Backed Securities (ABS) pay interest monthly, reflecting the payment
terms of the underlying mortgages and loans. The currency of payments is important. Some bonds have the
coupon paid in one currency and the principal in another. Bonds which pay part of their principal before
maturity are said to "amortize" their principal. This is the case with many mortgage bonds. The Bond market
comprises a primary market and a secondary market. The primary bond market is where the bonds are initially

2 The Sukuk was issued in line with DIB’s Sustainable Finance Framework which was created to facilitate financing of
green and social initiatives and projects. This sukuk is listing on Euronext Dublin and Nasdaq Dubai. Sole
Sustainability Structurer is Standard Chartered Bank. Joint Lead Managers and Joint Bookrunners Bank ABC, Dubai
Islamic Bank, Emirates NBD Capital, First Abu Dhabi Bank, HSBC, KFH Capital, Sharjah Islamic Bank, Standard
Chartered Bank and The Islamic Corporation for the Development of the Private Sector.
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issued, while the secondary market is where the bonds are resold to other investors. Islamic bonds also have
primary and secondary markets. The main difference, however, is the way the bonds are issued and traded
afterwards.’ (AIMS education, IBF 513)

Even with controversies surrounding the issuance of Sukuk, Sukuk have witnessed strong surge in
the issuance in Malaysia and Gulf Co-operation Council countries, there is strong evidence on Europe,
Japan and Korea patronizing Sukuk in their respective countries. The continual growth of Sukuk has raised
question whether Sukuk can play the role of an alternative source of financing which might replace the
conventional bond. Although a common starting point for explaining sukuk is to use bonds as a
comparison point, it is important to understand that there are certain fundamental differences.

Sukuk adhere to an Islamic view of finance, avoiding Riba (generating money from money, i.e.
interest or usury), bonds are securities that are Riba due to the fact that they have a fixed interest.

There are five important differences between sukuk and traditional bonds:

1. Sukuk indicate ownership of an asset. Bonds indicate a debt obligation.

2. The assets that back sukuk are compliant with Shariah. Assets backing bonds may include products
or services that are against Islam.

3. Sukuk are priced according to the value of the assets backing them. Bond pricing is based on credit
rating.

4. Sukuk can increase in value when the assets increase in value. Profits from bonds correspond to
fixed interest, making them Riba.

5. When you sell sukuk, you are selling ownership in the assets backing them. The sale of bonds is
the sale of debt.

Sukuk are backed by tangible assets, rather than by debt. Sukuk ownership indicates ownership of
an asset that has value. Although, a bond may also indicate this, the real definition of a bond simply
indicates a debt obligation. At its root, the relationship between the issuer of a bond and the consumer is
very different from the relationship between the issuer of sukuk and the purchaser of sukuk. In the case
of a bond, the consumer is acting as the loaner and the bond issuer as a loan recipient. In this case, the
loan has a fixed interest, therefore being Riba. In sukuk, the purchaser is purchasing an asset that has
value rather than participating in an implicit loan agreement.

Another important difference between bonds and sukuk is that the assets involved in sukuk
certificates comply with all laws of Islam. In the case of bonds, the bond certificate may be backed by
assets that are not compliant with Shariah, which may be bundled together with other types of assets
without the consumer’s knowledge. The consumer of sukuk is assured that the value of the certificate
corresponds to assets that are in the public good and not related to activities or products that are against
Islam.

Although some may argue that the differences between sukuk and bonds are merely technicalities,
these differences matter to Muslims. In fact, the practice of profiting from money alone, at the expense of
productivity and real people has been one of the drivers for many of the economic problems that have
plagued the world in the last decade. Interest and artificial inflation of prices based on debt rather than on
real value is the main reason why bubbles form, burst, and then lead to recessions and depressions. Sukuk,
unlike bonds, are priced according to the real market value of the assets that are backing the sukuk
certificate. Bond pricing is based on the credit rating of the issuer. This is necessary in the case of bonds
because when you sell a bond on the secondary market, you are actually selling the debt in the underlying
loan relationship. The sale of a sukuk on the secondary market is simply the sale of ownership in the asset.

3 In the process of Islamic bond issuance bay' al- Thah is sometimes used to securitize the instrument in the primary
market, while in the secondary market, bay' al-Dain is used in order to legalize reselling of the bonds. This process is
mostly used in the Malaysian market, while most of the Middle-Eastern countries do not accept this concept and apply
alternative techniques
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The main advantage of sukuk over traditional bonds is that their value increases in relationship to
the assets backing the sukuk certificate. If the asset raises in value, then the value of the ownership of that
asset, backed by the sukuk, increases. Bonds do not have this characteristic. It is not possible to raise the
main debt in a bond and increase in revenue from a bond is the direct result of the fixed interest rather
than in any kind of tangible increase in value or productivity.

This is not to say that bonds and sukuk are not similar in certain ways. Both can be turned into cash
by selling them on the secondary market. Based on the strength of their backing, both bonds and sukuk
can be ranked by ranking institutions. There is also similar variance in bond and sukuk designs and issuers,
allowing consumers to have a variety of options when looking into these financial instruments.

Table 1
Sukuk versus Conventional Bonds

Sukuk Conventional Bonds
1 |Income is generated from assets Income is derived from debt instrument
2 | Return is expected Return is interest and pre-determined
3 |Negotiability is restricted to specific types of Sukuk Negotiable financial paper
4 | Sukuk issue is a seller of assets Bond issuer is a borrower
5 | Sukuk holder is an owner of assets Bond holder is a lender
6 | Seller-buyer relationship Lender-borrower relationship

Issuer guarantees the payment of face value and

7 | Business risk-return relationship Lo
periodic interest

8 |Major risk lays with underlying assets Major risk is with issuer-credit risk

Return is expected from underlying assets Interest payment is an obligation

Issuer is obligated to return investor's capital (face
value)

Source: Afshar, T. A. (2013)

10 | Return of investor's capital cannot be guaranteed

It has been mentioned that according to the Accounting and Auditing Organization for Islamic
Financial Institutions, sukuk can be described as “certificates of equal value representing undivided shares
in ownership of tangible assets, usufruct, and services, assets of particular projects or special investment
activity”. Conventional bonds differ significantly from sukuk in such a way that the return to bondholders
or investors signify the right to claim indebtedness for borrowed money, whereas the return to sukuk
holders signifies the right to avail payments from a trade transaction and claim ownership of business
venture or a specific asset (Kuwait Finance House Research Ltd., 2015). Moreover, sukuk is an
innovative financial instrument having a flexible structure based on Islamic financial contracts, unlike
a bond which is based on the ancient structure of a loan imposed with interest. Sukuk is not an interest
based financial instrument but one that promotes real economic activities and generates a return based on
sharing or leasing acceptable assets (RAM Rating Services Berhad, 2008). Furthermore, sukuk differs
considerably from conventional bonds in terms of risks related to investment. Sukuk is influenced by the
Shariah compliance risk, which is associated with the structure that originates from the usage of Islamic
finance contracts. Apart from this, sukuk faces similar risks associated with bonds such as credit risk,
business risk, foreign exchange risk, liquidity risk, commodity risk and market risk which are considered
an interest rate risk and equity price risk (Tariq, 2004). Both financial instruments are successful in
generating capital for corporations and governments. However, these two instruments differ in nature,
given that sukuk instruments are based on equity, whereas conventional bonds are debt-based instruments.
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4. Recommendations for future development of Sukuk market

A number of steps can be taken to benefit European markets from the Islamic stock market:

a)
b)

c)

d)

2)

h)

Developing standardized guidelines for Sukuk issuance and trading, possibly through international
Islamic financial institutions, could harmonize practices across jurisdictions and reduce complexity.
Increasing awareness and understanding of Sukuk and Islamic finance among investors and financial
professionals could expand the market, potentially leading to improved liquidity.

Leveraging financial technology (FinTech) to facilitate Sukuk issuance, trading, and management

could reduce costs and complexity. Blockchain technology, for example, could offer a transparent and

efficient platform for managing the ownership and trading of Sukuk.

First, the two instruments are not quite identical. Although there are various fundamental differences

between the sukuk and conventional bonds, both instruments tried to solve the same common financial

problem of raising capital for needed entities. They offer quite different solutions to the same financial
problem. Therefore, their differences are not originated from financial interests but it is from the
religious backgrounds.

Second, sukuk instruments are a good mechanism to attract those investors who are away from

participating in conventional system due to their religion. The Sukuk issues are available to all

financial institutions and investors regardless of their religious background and believe. Which method
of financing should be considered, is a matter of choice and whether the bond issuer and/or bondholder
would like to benefit from the growing market share of the religiously conscientious financial market.

Third, the two financial instruments are exposed to some specific risks. Certain risks will affect only

either conventional bonds or sukuk instruments. Some events which can bring a risk to conventional

bonds will have a gain to sukuk instruments. One reason for this is their dissimilarities in nature.

Therefore,

o If there is an active management approach supported by deep research, it can help investors to avoid
undue risk.

¢ One of the most important risks for Sukuk is Shari’ah compliance risk. Therefore, institutions and
governments should have proper Shari’ah advisory board before issuing any forms of Sukuk.

e To overcome the liquidity problem, conventional financial institutions have various instruments to
manage their liquidity. However, there are only very few options available to Islamic financial
institutions. Therefore, development of appropriate secondary market is crucial for Sukuk
instruments.

Fourth, based on the analysis Global Sukuk has shown relatively strong performance with lesser
volatility compared to conventional bonds. Sukuk were effective in achieving high returns as
compared to conventional bonds. They offer better risk adjusted returns than other conventional bonds.
Fifth, Sukuk also provides diversification benefits gained from their diversity by region and currency,
attractive correlation with major asset classes, and their diversity sukuk structure. Therefore, an active
portfolio management can change exposures to individual countries or currency that are performing
poorly, overweight countries or particular market sectors that are performing well, and may help
investors expand their income opportunities by allowing them to take advantage of the diversification
attributes sukuk instruments have to offer.
Sixth, the use of Sukuk instruments along with conventional bonds will create a business opportunity
for bond issuers. Therefore, creating suitable regulatory environment for sukuk instruments will make
easy the issuance and trading of sukuk. Creating proper Islamic financial regulatory bodies (like IIFS)
in every country will be difficult, but it is possible to establish a dedicated department within existing
government structures that will do at least the basic tasks of Islamic financial regulatory bodies. It will
be also important to create cooperation among different regulatory bodies to form institutional frame
work for sukuk within the existing system.
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Fig. 1. Schematic representation of the variables of the study
Source: Authors’ Compilation, 2024

5. Conclusion

Several factors could spur future growth in the sukuk market. These include the resolution of regulatory
standards related to existing sukuk structures, the establishment of clearer guidelines on rights and remedies
in default scenarios, greater harmonization of legal documents and the development of a standardized
interpretation of Shariah law across diverse regions.

Although Islamic finance is growing rapidly, it remains still as a mystery especially in western world and
it continues to be a poorly analyzed and paid attention by western communities. Since there is no Christian or
Jewish finance or banking, almost all European countries are skeptical to Islamic finance and image of Islam
in Europe is also feeding this skepticism although there is a high number of Muslims in European countries
(Wilson, 2007).

Looking ahead, hovewer, remains the hope about the continued expansion and maturation of the global
sukuk market, particularly as investor interest broadens beyond the core GCC and Asian countries. On the
other hand, there is growing demand for green and sustainability sukuk from investors in Western markets
such as the US and Europe, where ESG priorities are becoming increasingly widespread. Combined with
regular demand from Shariah-compliant investors, this will broaden the investor base for green and
sustainability sukuk.

The presented advantages of these relatively less risky and stable bonds compared to conventional
ones and their diversifying effect, give us reason to conclude that they would be a good
alternative/addition in the portfolios of European companies. The availability of Islamic benchmark
indices from leading providers such as FT Russell, S&P, Dow Jones and JP Morgan is also a positive
technical catalyst as these indices not only provide valuable information but also bolster the marketability
and liquidity of sukuk instruments.
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Additionally, the growing trend among issuers to leverage the sukuk market for significant financing
needs in infrastructure and development projects across both developed and emerging markets should further
propel market growth. In conclusion, there is a positive outlook on the prospects for the sukuk market.
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1. Introduction

Audience targeting has become a cornerstone of digital marketing, enabling brands to reach users based
on specific characteristics, interests, and behaviors. Among the most widely utilized methods for audience
targeting are organic and paid search strategies. Organic search, focused on achieving high rankings in non-
paid search engine results through search engine optimization (SEO), builds credibility and long-term
engagement with audiences. Paid search, on the other hand, allows advertisers to purchase ad placements on
search engines, achieving immediate reach and precise targeting through various demographic and intent-
based criteria (Talosig, E., 2022).
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In recent years, combining organic and paid search has emerged as a powerful strategy for maximizing
audience reach and engagement. However, questions remain about the optimal balance between these
approaches. Some studies suggest that organic search establishes trust and authority over time, while paid
search offers quicker access to targeted audiences (Panda, M., & Mishra, A., 2022). This paper explores the
application of both methods in audience targeting, focusing on their unique strengths and how they can be
integrated for greater effectiveness in digital marketing.

2. Literature Review and Hypotheses Development

2.1. Organic Search in Audience Targeting

Organic search is defined by its reliance on SEO techniques to improve visibility in search engine results
pages (SERPs). Research by (Prakash, S. 2020) indicates that organic search contributes to long-term audience
engagement and trust-building, as users perceive organic results as more credible. In addition, (Talosig, E.
2022) found that companies focusing on organic search achieve higher conversion rates over time due to
consistent content efforts. Organic search is viewed as a sustainable way to reach audiences without recurring
ad costs, but it requires continuous content updates and SEO investment (Talosig, E. 2022).

2.2. Paid Search in Audience Targeting

Paid search enables brands to reach specific audience segments quickly through ads displayed on SERPs.
Studies have shown that paid search is particularly effective for short-term campaigns and time-sensitive
promotions (Balioglu, G.,2020).. Research conducted (Kundu, S. 2021) found that paid search ads positioned
alongside organic results can increase click-through rates (CTR), suggesting a complementary relationship
between the two strategies. However, challenges like ad fatigue and budget constraints can limit the
effectiveness of paid search in maintaining long-term engagement (Balioglu, G., 2020).

2.3. Combined Approach: Organic and Paid Search

The combination of organic and paid search has been shown to enhance audience targeting. Ivanova et
al. (2021) propose that while paid search attracts initial attention, organic search helps retain users over time.
This synergy provides a comprehensive approach to audience engagement, which is particularly beneficial for
new product launches and seasonal campaigns. According to research by Stoyanov (2023), integrating data
from both organic and paid channels enables marketers to refine audience profiles and optimize targeting
strategies based on real-time behavioral insights.

3. Material and Methods

3.1. Data Collection and Analysis
This study employs a mixed-methods approach, combining quantitative analysis of organic and paid
search campaign metrics with qualitative insights from digital marketers. Data was collected from digital
marketing platforms, tracking metrics such as click-through rates (CTR), conversion rates, and return on ad
spend (ROAS) across multiple campaigns. In addition, interviews with marketing professionals provided
insights into the practical challenges and benefits of using both organic and paid search.

3.2. Hypotheses Development

Based on the literature, this study tests the following hypotheses:

e H1: Organic search strategies positively impact audience trust and engagement over time.

e H2: Paid search strategies are more effective for short-term audience reach and immediate engagement.

e H3: The integration of organic and paid search strategies yields higher overall audience engagement
than using either approach in isolation.

101



ICEBM 2024 M. Marinova. Application of Organic and Paid Search
in Audience Targeting

4. Results

The findings of this study suggest a nuanced relationship between organic and paid search in audience
targeting. Figure 1 illustrates the performance of organic search in building sustained engagement, as
evidenced by higher long-term conversion rates compared to paid search.

Active users overlap
D Paid traffic

|:| Direct traffic

) Direct
Paid traffic

Segment set Vv Active users
2 [ Paidtraffic ONLY | 1,271
4 [ Directtraffic ONLY ) 227
5 ( Direct traffic ]+[ Paid traffic ) 0

Figure 1: Comparison of Conversion Rates for Organic vs. Paid Search
(Bar chart or line graph showing conversion rates over time for organic and paid search strategies)

Table 1 summarizes the performance metrics of campaigns that combined organic and paid search,
showing improved audience targeting precision and engagement when both approaches are used together.

Table 1

Performance Metrics of Combined Organic and Paid Search Campaigns

Metric Orga | Paid Only | Combined Approach

nic
Only

Click-Through Rate 4.2% [8.3% 9.7%
Conversion Rate 3.5% [4.5% 5.8%
Return on Ad Spend 1.8x [2.5x 3.1x

5. Case Study: Retail E-commerce Brand Using Combined Search Strategies

This case study examines a retail e-commerce brand that implemented an integrated organic and paid
search strategy to launch a new product line. The brand invested in SEO and content creation to build organic
visibility, which helped create anticipation among potential customers. In the lead-up to the launch, the brand
used paid search ads to attract immediate clicks and conversions from high-intent users.

The combined approach resulted in a 35% increase in conversions during the launch period, compared to
similar campaigns that only used paid search. This case demonstrates that aligning organic and paid search
efforts can provide both immediate reach and sustained engagement, optimizing audience targeting
effectiveness.
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6. Discussion

The results support the hypothesis that integrating organic and paid search strategies enhances audience
targeting. The findings align with previous research by (Kundu, S. 2021), who noted that organic search
contributes to long-term engagement and brand trust. The effectiveness of paid search for immediate visibility,
as shown in (Bjornfot, Q., & Dehlin, M. 2023 )study, was also confirmed in this analysis. The case study
further supports the synergy between these approaches, suggesting that combining organic and paid search is
particularly beneficial for high-impact campaigns.

This study provides new insights by showing that a combined approach leads to higher ROAS and
engagement rates than using either strategy in isolation. It expands on previous findings by highlighting the
importance of strategic timing and keyword consistency across channels to enhance targeting precision.

7. Conclusion

In conclusion, the application of both organic and paid search strategies offers a comprehensive approach
to audience targeting. This study has shown that while organic search fosters long-term trust and engagement,
paid search delivers quick visibility and targeted reach. The findings underscore the value of integrating these
strategies to maximize audience engagement and marketing effectiveness.

Future research could investigate the impact of combined search strategies across different industries,
focusing on varying audience demographics and behaviors. The study’s insights can inform digital marketing
strategies, helping marketers optimize their approach to audience targeting in increasingly competitive digital
environments.
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1. Introduction

Artificial Intelligence (Al) is rapidly reshaping the landscape of modern sports, providing new avenues
for performance optimization, strategic planning, and decision-making. In football, AI’s influence is
particularly evident as clubs seek to gain an edge over competitors through data analysis, predictive models,
and automation. Traditionally reliant on subjective expertise and experience, football now has a new layer of
sophistication with Al, allowing for more precise player evaluations, strategic insights, and performance
assessments.

Brentford Football Club, a relatively small club in comparison to Premier League giants, has been at the
forefront of this Al revolution in football. Through an innovative, data-driven approach, Brentford has
managed to punch above its weight, defying expectations and achieving remarkable success. While other clubs
boast large financial resources, Brentford’s embrace of Al has allowed them to close the gap by identifying
undervalued players, fine-tuning game tactics, and managing player fitness with pinpoint accuracy.

This paper explores the multifaceted impact of Al on football, using Brentford FC as a primary case
study. Through a deep dive into areas such as player recruitment, game strategy, performance analysis, and
set-piece optimization, we will examine how Al has revolutionized the way football is played, managed, and
analyzed at Brentford. The study will conclude with insights into the broader implications of Al in football
and recommendations for other clubs considering Al integration into their systems.
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2. Main Part
2.1. Player Recruitment: AI-Based Scouting and Value Assessment

In football, player recruitment is arguably one of the most critical areas where Artificial Intelligence has
had a transformative impact. Traditionally, recruitment decisions were made based on the subjective
assessments of scouts and coaches, who relied on their experience and intuition to evaluate players. However,
Al has revolutionized this process by introducing objectivity, precision, and a deep level of statistical analysis
that goes beyond what the human eye can perceive.

Brentford Football Club has emerged as a leader in Al-based player recruitment, particularly through
their innovative use of statistical modeling and machine learning algorithms. At the core of Brentford's strategy
is the idea of finding value in the football market — identifying players whose performance metrics indicate
they are undervalued by other clubs. By using Al to analyze large datasets, Brentford can assess players’
abilities more accurately and predict future performance, often discovering hidden gems who might otherwise
go unnoticed.

Case Example: Ollie Watkins and Said Benrahma

Two of Brentford’s most successful transfers — Ollie Watkins and Said Benrahma — illustrate the
effectiveness of their Al-driven recruitment strategy. When these players were signed, they were relatively
unknown to the broader football world, having played in lower-tier leagues. Brentford’s Al models, however,
identified them as high-potential assets based on their underlying metrics, such as expected goals (xQG), key
passes, and off-the-ball movement. The club then acquired both players for relatively modest fees.

These players thrived at Brentford, and their performances were significantly above the market’s original
valuation. Watkins was eventually sold to Aston Villa for a record fee of £28 million, while Benrahma moved
to West Ham United for £30 million. In both cases, Al allowed Brentford to not only maximize their initial
investment but also profit enormously by selling the players at the peak of their value.

Al Models in Scouting and Recruitment

The Al models Brentford uses are designed to evaluate players beyond traditional statistics like goals and
assists. These models analyze a wide range of performance metrics that may not be immediately visible, such
as:

* Expected goals (xG) and expected assists (xA): Predicting future contributions based on chances
created and scoring opportunities.

» Passing and ball retention metrics: Measuring a player’s ability to maintain possession under pressure
and distribute the ball efficiently.

* Physical attributes: Tracking movements, distances covered, and sprinting patterns to assess a player's
stamina and physical resilience.

* Non-obvious attributes: Al helps uncover attributes like work rate, off-the-ball movement, or pressing
intensity, which may go unnoticed in traditional scouting.

This Al-based approach to recruitment has enabled Brentford to stay competitive, even in the Premier
League, by optimizing their transfer spending and identifying players whose potential far exceeds their market
value.

2.2. Game Strategy and Tactics: Al in In-Game Decision-Making and Opposition Analysis

In addition to player recruitment, Al has revolutionized the way football teams prepare for and execute
their game strategies. For Brentford FC, Al is an essential tool for game planning, enabling the coaching staff
to analyze opponents in detail and develop tailored strategies that exploit weaknesses. The club uses Al to
process large volumes of match data, including formations, player positioning, and movement patterns, to gain
insights that help make informed tactical decisions.

Al in Opposition Analysis

Before each game, Brentford’s coaching team relies on Al to conduct a comprehensive analysis of the
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opposition. Al tools can evaluate the performance of opposing teams across multiple matches, identifying
trends and tendencies in their tactics. For example, Al can detect how a team tends to react when they are
under pressure, their preferred formations, or specific weaknesses in set-piece defense.

Using this data, Brentford can customize their game plan. For instance, if the Al analysis reveals that an
opponent is weak in defending crosses, Brentford can adjust their attacking strategy to focus on exploiting this
vulnerability. Similarly, Al helps determine how best to defend against an opponent’s key players by analyzing
their movement patterns and tendencies in specific match situations.

In-Game Decision-Making

Al is also used in real-time during matches to assist with tactical adjustments. While football remains a
sport where intuition and experience play a major role, Al provides the coaching staff with additional data to
make decisions faster and more accurately. By monitoring in-game metrics such as player fatigue, distance
covered, and passing accuracy, Al can suggest substitutions or formation changes to optimize performance.

For example, if a player’s sprinting speed has dropped significantly, indicating fatigue, the Al can alert
the coaching staff, allowing them to make an informed substitution. Additionally, Al-driven analysis can track
the opposition’s in-game adjustments and recommend tactical shifts, such as changing to a more defensive or
attacking formation based on the match dynamics.

Brentford’s ability to adapt to changing match conditions using Al gives them a tactical advantage,
helping them to be more flexible and responsive during critical moments in a game.

2.3. Performance and Fitness Analysis: Injury Prevention and Load Management

In the physically demanding world of football, maintaining player fitness and preventing injuries is
crucial for sustained success. Injuries to key players can derail a team's season, making performance and fitness
monitoring a top priority. Al has become an invaluable tool for clubs like Brentford to track player
performance, optimize training regimens, and minimize injury risks.

Monitoring Player Performance Through Al

Brentford leverages Al-powered systems to monitor player performance in real-time, using data collected
from GPS trackers, heart rate monitors, and other wearable devices. These devices track a wide range of metrics
during both training sessions and matches, including:

+ Distance covered: Measuring how much ground a player covers during a game.

» Sprinting speed: Monitoring sprinting patterns to evaluate speed and explosiveness.

* Heart rate and recovery times: Tracking cardiovascular performance to assess endurance and fitness
levels.

Al models analyze this data to identify patterns in player performance and provide insights into how
individual players are coping with the physical demands of matches and training. By evaluating a player’s
workload and physical output, Al helps coaching staff make data-driven decisions about when to rest or
substitute a player to maintain optimal performance.

Injury Prevention and Load Management

One of the most critical applications of Al in football is injury prevention. By analyzing patterns in a
player’s physical data over time, Al can predict when a player is at risk of injury. For example, if a player’s
sprinting speed or recovery times show signs of decline, Al can alert the coaching staff, indicating that the
player may be experiencing fatigue or muscle strain, which could lead to an injury.

Brentford employs Al to optimize load management, ensuring players receive the right amount of training
and recovery to avoid overuse injuries. The Al system continuously evaluates players’ physical data and
adjusts training intensity accordingly. For instance:

* Reducing the risk of soft-tissue injuries: Al tracks metrics such as muscle fatigue and exertion, helping
prevent common injuries like hamstring strains.

» Tailoring training loads: Al helps to individualize training plans based on each player’s physical
condition, ensuring they are neither overworked nor underprepared for matches.
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By using Al to anticipate injuries before they occur, Brentford has been able to reduce the time key
players spend on the sidelines, keeping the squad healthier throughout the season.

Optimizing Recovery and Rehabilitation

Al is also valuable in the recovery process for injured players. When a player returns from injury, Al
monitors their rehabilitation progress by comparing their current fitness levels to their pre-injury performance.
This ensures that players do not return to full competition too early, minimizing the risk of re-injury. Al also
helps to gradually reintroduce players into training and matches by controlling the intensity of their activities
based on real-time data.

2.4. Set-Piece Optimization: Using Data for Strategic Advantage

Al in Offensive Set-Piece Routines

Brentford’s coaching team uses Al to analyze successful set-piece routines from teams around the world,
collecting data on various factors such as positioning, delivery, and timing. This analysis allows them to design
set-piece routines tailored to the strengths of their players and to exploit the weaknesses of opposing defenses.

For example, Al can model different scenarios based on player positioning and movement patterns,
identifying the optimal strategy for delivering a corner kick based on the height, timing, and physicality of the
players involved. Brentford has used these insights to craft innovative set-piece routines that increase their
chances of scoring from dead-ball situations. The Al-driven analysis of historical data provides insights into:

* Optimal delivery angles and trajectories: Helping players decide where and how to deliver the ball.

» Player positioning in the box: Identifying the best locations for players to maximize their chances of
winning aerial duels.

* Timing of runs: Coordinating player movements to create space or confuse defenders, increasing the
likelihood of converting a set-piece into a goal.

This data-driven approach has made Brentford one of the most effective teams in the Premier League
when it comes to set-pieces, often surprising opponents with unconventional but well-rehearsed strategies.

Al in Defensive Set-Piece Preparation

Defending set-pieces is just as important as executing them. Brentford uses Al to analyze the set-piece
strategies of their opponents, identifying patterns in how they approach corners, free kicks, and throw-ins. By
understanding the tendencies of opposing teams, Brentford can prepare their defense to counter these strategies
effectively.

For instance, Al can predict the likelihood of certain players being the target for a corner kick based on
historical data, allowing Brentford to assign the right defenders to neutralize the threat. Al models can also
simulate different defensive setups, helping the team decide whether to use zonal marking, man-marking, or a
hybrid approach.

The use of Al in set-piece defense has helped Brentford minimize the number of goals conceded from
dead-ball situations, further contributing to their overall success.

3. Case Study: Brentford FC’s Journey

Brentford Football Club’s rise from relative obscurity in England’s lower leagues to becoming a
competitive force in the Premier League has been nothing short of remarkable. At the heart of this
transformation is a forward-thinking, data-driven approach heavily reliant on Artificial Intelligence (AI).
Through smart recruitment, tactical innovation, and performance analysis, Brentford has leveraged Al to close
the gap on wealthier and more historically successful clubs, turning limitations into strengths.

The Genesis of Brentford’s Data Revolution

Brentford’s shift toward data and Al began in 2012, when Matthew Benham, a former hedge fund
manager and lifelong Brentford fan, took control of the club. Benham’s background in statistical analysis and
risk management played a pivotal role in reshaping Brentford’s approach to football. His experience in data-
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driven betting through his company Smartodds provided him with the tools to revolutionize Brentford’s
recruitment and decision-making processes.

At the time, Brentford was playing in League One, the third tier of English football, with limited financial
resources compared to other clubs. This scarcity prompted Benham and his team to adopt a "Moneyball"-style
approach, similar to that popularized by Billy Beane in Major League Baseball. The goal was to use data to
identify undervalued players and optimize performance across all areas of the club, from recruitment to tactics.

Al-Driven Recruitment: A Game-Changer

One of Brentford’s earliest successes with Al came in player recruitment. Unable to compete with
the financial powerhouses of English football, Brentford turned to data and Al to find hidden gems —
players whose talent was not fully reflected in their market value. By analyzing player performance data
across various leagues, Brentford was able to identify undervalued players who could thrive in their
system.

For example, the club’s Al algorithms helped identify players like Neal Maupay and Said Benrahma,
both of whom were relatively unknown but possessed the statistical attributes that Brentford valued. Maupay
was signed from French club Saint-Etienne, and Benrahma from Nice, both for modest fees. Both players
excelled at Brentford, with Maupay eventually sold to Brighton for a profit of £20 million, while Benrahma
moved to West Ham United for a significant transfer fee.

This Al-driven approach to recruitment has allowed Brentford to generate consistent profits from player
sales, which are then reinvested into further player acquisitions and the club’s infrastructure. The transfer profit
model has been sustainable, allowing Brentford to remain competitive despite operating on a significantly
lower budget than many Premier League clubs.

Tactical Innovation Through Al

Brentford’s use of Al goes beyond player recruitment and extends into game strategy. One key area of
focus has been opposition analysis, where Al helps the coaching staff to prepare for matches by studying the
tendencies of opposing teams. Using data from previous matches, Al models identify the strengths and
weaknesses of Brentford’s opponents, providing insights that inform game strategy.

This tactical flexibility, driven by data analysis, has been a key factor in Brentford’s rise. The team adapts
its approach based on the specific challenges posed by different opponents, often catching larger teams off-
guard. This adaptability, combined with AI’s ability to analyze large volumes of match data, has allowed
Brentford to make smart, real-time decisions that have translated into on-pitch success.

Al and Set-Piece Success

Another area where Brentford has utilized Al to gain a competitive edge is in set-piece optimization. Set-
pieces account for a significant portion of goals scored in football, and Brentford has made set-piece mastery
a key part of their strategy. The club uses Al to analyze both their own and their opponents’ set-piece routines,
identifying trends and potential advantages.

Brentford’s success from set-pieces has been a key factor in their ability to outperform teams with higher
budgets. By optimizing their set-piece routines based on Al-driven analysis, the team has consistently been
able to capitalize on these crucial moments in games, converting chances into goals and gaining valuable
points.

Promotion to the Premier League: A Data-Driven Success Story

Brentford’s long-term data strategy culminated in their promotion to the Premier League in 2021 after
defeating Swansea City in the Championship play-off final. This achievement marked the first time Brentford
had reached the top tier of English football in over 70 years. It was a momentous occasion for the club, and a
validation of their Al-powered approach.

The 2021-2022 season saw Brentford exceed expectations in the Premier League. Despite being
newcomers, they finished comfortably mid-table, with key victories over top clubs like Arsenal and Chelsea.
Brentford’s ability to punch above their weight, despite a fraction of the financial resources of their
competitors, is a testament to the effectiveness of their data-driven strategy.
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Challenges and Adaptations

While Brentford’s Al-driven model has been highly successful, the club faces challenges as they continue
to compete at the highest level. As more clubs begin to adopt data-driven approaches, Brentford’s competitive
advantage may diminish over time. However, the club’s focus on continual innovation, supported by a solid
data infrastructure, positions them well for the future.

Brentford’s journey illustrates that even in a sport as tradition-bound as football, innovation and smart
use of technology can drive success. By combining Al with traditional football expertise, Brentford has been
able to outperform expectations and establish itself as a model for other clubs looking to integrate Al into their
operations.

4. Conclusion

Brentford Football Club’s rise to success is a compelling example of how Artificial Intelligence (Al) can
transform football operations. By strategically integrating Al into key areas such as player recruitment, game
strategy, performance monitoring, and set-piece optimization, Brentford has been able to consistently
outperform larger clubs with more substantial financial resources. The club’s data-driven approach has allowed
them to remain competitive, defying traditional expectations of what a smaller club can achieve.

Through Al-based player recruitment, Brentford has identified and acquired undervalued talent, turning
them into high-performing assets and maximizing their transfer market returns. The club’s use of Al in game
strategy has provided valuable insights into opponents' weaknesses, enabling Brentford to adapt their tactics
in real time. Furthermore, AI’s role in performance and fitness analysis has reduced the risk of injury,
optimized player workload, and improved recovery processes, ensuring that key players remain fit throughout
the season.

Brentford’s success story offers valuable lessons for other football clubs aiming to incorporate Al into
their operations:

* Embrace Al for recruitment: Clubs with limited budgets can use Al to identify undervalued players,
reducing the risk of expensive mistakes and allowing them to compete with wealthier clubs.

» Leverage Al for tactical flexibility: Analyzing opponents and optimizing in-game decisions through
Al can help clubs adapt to different match scenarios, providing a competitive edge.

* Prioritize player health and performance: By using Al to monitor player fitness and manage workloads,
clubs can reduce injury rates and maintain peak performance throughout the season.

» Optimize set-piece strategies: Al can enhance both offensive and defensive set-piece routines, turning
dead-ball situations into key scoring opportunities.

While Al offers many advantages, it is essential to acknowledge its limitations and challenges. Al models
rely heavily on data, and the quality of the output depends on the quality of the input. As more clubs adopt
data-driven strategies, the competitive edge that Brentford has enjoyed may diminish, making it crucial for
clubs to continually innovate and refine their Al systems.

Looking to the future, the role of Al in football is likely to expand, with advancements in machine
learning, real-time data processing, and predictive analytics offering new possibilities. Clubs that are willing
to invest in Al and integrate it into their decision-making processes will be better positioned to succeed in an
increasingly competitive football landscape. However, ethical considerations, such as privacy concerns,
potential biases in data, and the balance between human intuition and Al recommendations, must also be
addressed.

Brentford’s journey is a blueprint for the future of football, demonstrating that with the right application
of Al and data analysis, even clubs without extensive resources can achieve remarkable success.
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1. Introduction

The challenges facing our country regarding public procurement control require consistency and
commitment, oriented on one hand towards compliance with and implementation of European requirements
for control, and on the other hand taking into account the specifics of public contracting authorities in the
country. The Public Procurement Act in Bulgaria has been one of the most dynamically changing regulatory
frameworks governing the processes in recent years. The issues with the implementation of the Public
Procurement Act (PPA) and the accompanying regulations necessitate numerous adaptations of public
contracting authorities and the acquisition of specialized competencies and skills.
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2. Theoretical Frameworks Related to the Concept of Public Procurement Control in a Digital
Environment

In today’s era of digitalization, public procurement is increasingly being carried out through online
platforms, enhancing the efficiency and transparency of the processes. Digitalization not only facilitates access
to public funds but also provides an opportunity to improve control and monitoring over the procurements.
The issue of quality control becomes critically important as it ensures transparency, fairness, and legality in
the management of public funds. Digitalization reduces administrative burdens while simultaneously
increasing transparency in announcing and awarding public contracts and the efficiency of processes.

2.1. Control Mechanisms in the Digital Environment

According to Article 1, Paragraph 2 of the Public Procurement Act, “A public procurement is the
acquisition by one or several contracting authorities through a public procurement contract for construction,
supplies, or services from contractors of their choice, regardless of whether they are intended for public
purposes — for public contracting authorities, and for sectoral contracting authorities — when they are intended
for the execution of sectoral activities.” (PPA, 2019) This concept includes the types and nature of the checks
that should be conducted. The procedural mechanisms for control are largely predetermined by the type and
nature of the procedure and the stages it goes through. According to (Patrucco, Demandq 2023), effective
public procurement and supply chain management in the public sector are essential for ensuring the ethical
expenditure of taxpayers' money and the effective provision of public services. The various forms of control
in public procurement significantly determine the legality of the conducted procedures.

2.2 Preliminary Control

This type of control is an essential element in the public procurement awarding process. Before signing
a contract, institutions can perform an electronic check of the provided documentation to ensure that the
process complies with legal requirements. According to some authors (PETROVA, 2016), “It should enhance
the legality of contract awarding and minimize the risks of financial losses for the Bulgarian economy. Its main
goal is to address weaknesses in the opening and conducting of procedures and reduce bad practices.” This
type of control ensures that all stages of the awarding procedure are carried out in accordance with legal
requirements before a contract is concluded with the selected contractor. In Bulgaria, this process is regulated
by the Public Procurement Act (PPA) and is conducted through the electronic platform CAIS EOP (Centralized
Automated Information System for Electronic Public Procurement). Preliminary control serves to prevent
errors, irregularities, and potential violations of legislation, ensuring that the awarding of the procurement
meets all regulatory requirements. The main goals of this control are:

e Ensuring the legality of the process.

¢ Preventing abuses and corruption.

¢ Ensuring equal treatment of all participants in the procedure.

In the digital environment, preliminary control is carried out automatically through various tools and
functionalities of CAIS EOP, which facilitates the verification of criteria and documents for the contracting
authorities.

2.3 Electronic Submission of Documents

One of the key elements of preliminary control in the digital environment is the ability to electronically
submit documentation. This allows contracting authorities to automatically verify the submitted documents,
with the system signaling any missing or incorrect data. Research by authors (Schapper, Gilbert, 2006) related
to the regulatory framework and management of reforms in public procurement shows that a significant part
of them is highly dependent on political conditions, the monopolistic influences of contracting companies, and
the levels of corruption attitudes in the country. In this context, the automated checks performed are largely
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dependent on the type and nature of their formulation. CAIS EOP uses algorithms for automatic verification
of documentation compliance with legal requirements. This includes validation of bids, technical proposals,
and pricing components. The controls embedded in CAIS largely prevent errors and abuses. From the control
perspective, such algorithms assist controlling bodies. Preliminary control includes checking whether the
procedure has been conducted in accordance with the requirements of the PPA and European directives on
public procurement. The European Commission emphasizes the importance of digital systems that provide
monitoring and accountability of the processes.

2.4 Corruption Prevention

The possibility for transparency through digital tools reduces the risk of abuses. Systems like CAIS EOP
provide visibility at all stages of the procurement, making manipulations more difficult. The digital platform
offers mechanisms for automated checks of bids and comparison of selection criteria. The system includes
tools for detecting discrepancies in prices, technical proposals, and contractual conditions. With the help of
digital systems, controlling authorities can monitor all stages of public procurements. The European
Commission states (EC Report, 2018) that the presence of centralized platforms allows for easier monitoring
of compliance with European standards for public procurement.

2.5 Feedback and Complaint Submission

The ability to submit complaints and signals in real time through the digital platform enhances public
accountability and reduces the risk of abuses. Any participant in the process can report irregularities or
challenge a contracting authority's decision. Electronic complaint systems provide faster and more transparent
handling of complaints, making the processes more structured and easily accessible.

3. Main Challenges in Control in the Digital Environment

Despite the significant benefits of digitalizing public procurement processes, there are several challenges.
One of them is the need to enhance data security and personal information protection. Increasing attention is
being paid to the risk of cybersecurity, as malicious attacks can lead to violations of processes and leakage of
sensitive information (EC, 2017). Another issue is the need to improve the qualifications of employees working
with these systems and to raise public awareness of the benefits of digitalization. The digitalization of public
procurement offers numerous opportunities for improving control and transparency in this important sector.
Systems like CAIS EOP allow for a more effective and transparent procurement awarding process, as well as
facilitate monitoring and control. Although challenges related to cybersecurity and staff training remain, the
benefits of the digital environment significantly outweigh the risks.

4. Analysis and Evaluation of the European Framework Related to Digitalization and Control of
Public Procurement

The dynamics of changes in European legislation necessitate corresponding intensity in proposals for
changes in national legislation regarding public procurement. An especially important aspect of the European
regulatory framework is Directive 2014/24/EU of the European Parliament and the Council, known as the
"Directive for Public Contracting Authorities," as the idea behind its creation is to standardize the rules for
awarding public contracts within the European Union. In discussing and adopting the directive by the European
Parliament and Council, we must present some basic considerations that are relevant and crucial for the
establishment of the CAIS system in Bulgaria. Recital No. 52 of the directive emphasizes the importance of
efficiency and innovation in public procurement. It highlights the need to optimize processes to achieve
maximum benefits for society. The recital also directs attention to the importance of sustainable development
and social responsibility in the context of public procurement.
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The text of Recital No. 52 states: “Electronic means of information and communication can significantly
simplify the publication of procurement notices and increase the efficiency and transparency of the
procurement processes. They should become standard means of communication and information exchange in
public procurement procedures, as they significantly increase the opportunities for economic operators to
participate in public procurement procedures within the internal market...” In this recital, mandatory
requirements are already set for “the mandatory electronic submission of notices and the submission of public
procurement documentation in electronic form.” Thus, with the adoption of the directive, our country’s only
option is to implement it into Bulgarian legislation as quickly as possible, transitioning entirely to electronic
communications and using electronic means at every stage of the procedure for submitting applications for
participation and offers. This recital clearly specifies the transitional period for which an electronic system
should be built and put into operation, namely 30 months.

The significance and role of introducing this text are crucial, as it proposes a framework for encouraging
innovation in public procurement, where contracting authorities can evaluate proposals not only based on price
but also on social and environmental criteria. Although controversial from the control perspective, including
sustainability and innovation criteria in public procurement can lead to significant benefits when considered
from several aspects, namely climate change and social inequality. This proposal plays an important role in
transforming public procurement in Europe, as it is oriented towards supporting local economies. By
promoting local producers and services, contracting authorities can stimulate economic growth in regions and
encourage innovation. The focus on sustainable practices may encourage companies to develop new
technologies and solutions. On the other hand, emphasis is also placed on social responsibility, where
contracting authorities can establish themselves as leaders in social responsibility, which is essential for public
trust.

Directive 2014/24/EU, particularly Recital No. 52, plays an important role in transforming public
procurement in Europe. By integrating sustainable criteria and promoting innovation, the European Union not
only improves the efficiency of public fund expenditure but also contributes to a better future for society.

Directive 2014/25/EU is a key legal instrument of the European Union (EU) that regulates the public
procurement procedures of entities operating in sectors such as water supply, energy, transport, and postal
services. The main objective of the directive is to ensure transparency, equality, and efficiency in public
procurement in these key sectors, thereby stimulating competition and ensuring economic efficiency. Recital
No. 63 of the directive is an important and essential element for the introduction of electronic platforms for
announcing and reviewing public procurements. As in the previous directive, the focus is on the efficiency and
transparency of the processes for awarding public contracts. Moreover, the emphasis is on standardizing these
processes for communication and information exchange. Through these electronic forms, the significance of
technical standards and certification as tools to promote competition and facilitate access to the market for
economic operators is highlighted. The text of Recital No. 63 states: "In order to achieve a high degree of
transparency in public procurement procedures and to ensure the protection of the interests of economic
operators, it is appropriate to impose the obligation on contracting authorities to use electronic means for the
transmission of information and documentation related to public procurement." The clear regulation of these
processes allows for easier monitoring and evaluation of the legality of the conducted procedures, creating a
more transparent environment for the implementation of public procurements.

5. Conclusion

The digital environment provides opportunities to improve public procurement control and transparency.
The implementation of automated control mechanisms can significantly reduce risks and enhance compliance
with legal requirements. This ultimately contributes to better management of public funds and increased
accountability of contracting authorities. The European Union directives provide a framework that not only
encourages digitalization but also promotes sustainable and innovative practices in public procurement. It is
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crucial for Bulgaria to quickly implement these requirements and fully transition to digital platforms, as this
will enhance transparency, efficiency, and accountability in the use of public funds. The challenges ahead
require commitment and engagement from all stakeholders in the public procurement process, ensuring that it
serves the best interests of society.
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The work is dedicated to present the determination of the decision process made by the
user through social media and recommendations for adapting the sales process to the
new reality. As influencing consumer decision making has become a modern business
challenge. The rapid development of social media has led to the transformation of the
consumer decision-making process. With the mentioned media, the user has access to
significantly more information, and the purchase process is an activity that lasts from a
few seconds to a few minutes. By 2024, social media platforms have become a unified
environment that consumers do not have to leave in the process of purchasing a product.
Although social media allows consumers to conduct research and learn about the
experiences of other consumers, it is still heavily focused on making impulse buying
decisions. This is determined by the methods, and social network algorithm of spreading
information in social media. The social network represents a specific lifestyle for the
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Social media and its impact on lifestyle

Social media is a group of interactive media technologies for websites and applications that facilitate the
creation and sharing of information, ideas, and other forms of expression of interest through virtual networks.
The term in relation to social media explains that the platforms are user-centric and enable social activity. As
such, social media can be viewed as online facilitators or enhancers of human connections — a collection of
individuals that enhance social connectedness. Due to the diversity of individual and embedded social media
services, there are challenges in defining social media, but there are still some common characteristics.

— A social network is a user-oriented platform based on the Internet

— Social media allows users to create their own accounts.

— Is interactive

— Contains information (content) created by the user in various forms (video, text, photo image and others)
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The ability to create user-generated information has allowed people to share news and insights on
any subject, bringing people together based on their interests and lifestyles. This process had a positive
impact on commerce and marketing. Currently, social media platforms represent a kind of ecosystem,
which the customer does not even have to leave during the process of purchasing a product. Social
media allows advertising, product presentation and description, rating and feedback from different users
and selection of purchase tools in one place. This technology allows the user to discover the product,
get information about the product, learn about the experience of other users, get more information
through direct interaction with them and purchase the desired product or service without leaving the
platform.

The decision-making process

Social media marketing has an impact on the consumer's decision-making process. A growing
technology that enables product or service advertising to be delivered to potential or active customers.

Consumer behaviour in the purchase process involves several fields of science, including
psychology, biology, chemistry, and economics.

In social media, four main behaviours of the user in making a purchase decision are distinguished':

Complex buying habit - the mentioned behaviour mainly refers to an expensive product, which
the consumer rarely buys. At this time, the customer is fully involved in the buying process. Researches
the product in detail, tries to find more information and pays attention to the experiences of other users.

Reducing dissonance in the purchase process - at this time, the consumer is deeply involved in
the process of obtaining additional information about the product, because he does not see the difference
between products of the same category of different brands, and his main motivation is the fear of making
the wrong choice. It is important for the user not to make the wrong choice.

Habit purchase - the mentioned action represents the behavior when the consumer buys the
product out of habit. Such behavior is generally limited to a specific product category or price range. A
customer with this habit is characterized by low brand loyalty.

Multi-Purchase - A consumer with this behavior does not make a purchase due to any specific
factor. They are mainly characterized by impulse purchases in various categories.

Determining consumer behavior allows marketing activities to be properly planned and the product
to be brought to the consumer with the characteristic features of the social media platform.

Ways of decision-making by the user in the Georgian social media space

In 2024, according to datareportal.com? 2.85 million users from Georgia were registered on various
social media platforms. Their distribution according to platforms:

!'Shivansh Ojha, Krupa Joshi - Study of the Influence of social media on Buying Behavior
2 www.datareportal.com
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Number of active users in January 2024

2,85
3 2,52
2,5
2 1,62
1,5
1 0,65
0,5 . 0,235
0 [
Facebook Instagram TikTok LinkedIn X (Twitter)

Data is in millions

During the research conducted in 2023, 1064 respondents were interviewed. 79% of respondents, 832
respondents were female and 21%, 232 respondents were male.

35% of respondents indicated that they actively use social networks for purchasing, in addition to other
purposes. And 14% said that they also use it for their own business interests.

About 50% of the surveyed respondents indicated that the reason for purchasing the product was that they
simply came across the product with an acceptable price on the social network.

According to the results of the surveyed consumers, the products purchased by them are quite diverse and
include different categories. The mentioned fact shows that a large number of consumers belong to the impulse
buying behavior. At the same time, the largest share in quantity is occupied by medium and low value products.
Because research shows that high-value real estate, vehicles, digital assets, and similar luxury categories
account for the lowest share of the total number of products purchased.

Table 1
Female % Male % All %

Self care products 444 53% 40 | 17% 484 45%
Household appliances 200 24% 0 0% 200 19%
Sports equipment 52 6% 40 | 17% 92 9%
Real estate 8 1% 12 5% 20 2%
Clothes 524 63% 96 41% 620 58%
Vehicles 24 3% 36 16% 60 6%
Digital property 28 3% 36 16% 64 6%
Pastry products 156 19% 24 10% 180 17%
Handmade items 272 33% 48 | 21% 320 30%
Furniture 68 8% 16 7% 84 8%
Hobby entertainment 48 6% 44 1 19% 92 9%

It is worth noting that in the survey, the influence of the influencer on the purchase decision is in the last
place, which in our opinion is due to the low development of the influencer marketing market, because as a
certain number of respondents noted, the product offered by the influencer contained advertising signs and not
an honest assessment. We hope that this market will improve and the user's trust in influencer marketing will
increase, which will help Georgian entrepreneurs to generate sales.
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Table 2
Female % Male % All %
From the groups 496 60% 104 45% 600 56%
From ads 380 46% 96 41% 476 45%
From Market Place/shop 184 22% 72 31% 256 24%
From influencers 156 19% 12 5% 168 16%

The results of user activity and the specificity of social media platforms allow us to define and highlight
the features and characteristics of the user acquisition process in Georgia.

From the purchase decision-making processes, the consumer most often shows the impulsive behavior of
various purchases, followed by the purchase habit, when the consumer is simply accustomed to purchase
products with a specific price category or a specific product category.

Also worth noting is the dissonance-reducing behavior during purchase, in which consumers search for
product information and discuss it with other consumers in groups. Their behavior is not impulsive and is
mainly based on the experience of other users.

The behavior of the complex purchase habit has the lowest result, which is explained by the fact that
consumers in Georgia do not trust social networks when making an expensive purchase.

The culture of buying and selling through social networks is new for the Georgian market, its main
development relates to the start of the pandemic. During this period, consumer behavior is in the formative
stage of the decision-making process and is significantly dependent on the features of the social media
platform. In our opinion, consumer behavior in Georgia will change and balance over time. Relatively,
consumer confidence will increase and along with this, complex purchasing behavior among consumers will
increase.
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Addressing the pressing need for healthier eating habits, this article examines the use
of advanced customer analytics as a tool for promoting well-being-focused food
options. Scope: Although data is primarily sourced from targeted customer segments
within specific regions, the research aims to generalize insights that can apply across
various health-oriented food markets. Methods: Employing sophisticated customer
analytics, including predictive modeling and trend analysis, this study identifies key
behavior patterns and customer segments most receptive to healthier options. Results:
Findings reveal that analytics can pinpoint influential factors, such as dietary
preferences and purchase motivators, providing actionable insights into consumer
behavior. Conclusions: Integrating these analytics allows food businesses to make
data-driven adjustments to product offerings, aligning with consumer demand for
healthier options and potentially driving increased customer engagement. Originality:
This paper uniquely applies customer analytics specifically to the promotion of well-
being and dietary health, highlighting novel methods for aligning business strategy
with public health objectives. Practical Implications: The results underline how data-
driven insights not only serve to increase market competitiveness but also foster a
shift toward healthier consumer choices, supporting both business growth and societal
health benefits.
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1. Introduction

In recent years, customer analytics has emerged as a powerful tool to guide consumer behavior in various
industries, including food and nutrition. As public health concerns over diet-related diseases rise, there is an
increasing focus on promoting healthier eating habits through data-driven insights. This article explores how
customer analytics can support the development of healthier food options that align with well-being-focused
lifestyle choices.

The objective of this study is to assess the role of analytics in fostering consumer decisions that prioritize
health and wellness. By examining purchasing trends and analyzing consumer data, companies can gain
insights into customer preferences for healthier food, enabling them to adjust their marketing and product
offerings accordingly. The study further seeks to bridge the gap between consumer data analysis and health-
focused marketing strategies in the food industry.

121



ICEBM 2024 Y. Pancheva. Using Customer Analytics to Encourage Healthier Eating
and Well-Being-Focused Food Options

2. Literature Review and Hypotheses Development

In recent years, growing health awareness among consumers has significantly impacted their dietary
choices, with studies pointing to a variety of factors that shape preferences for health and wellness foods. Ali
et al. (2018) examine the factors influencing consumers’ purchase behavior for health and wellness products,
emphasizing how health benefits, socio-demographics, and psychological influences drive a preference for
"better-for-you" options. The authors argue that these factors contribute to a rising demand for products that
support a healthier lifestyle, which aligns with the goals of this study to explore analytics-driven solutions for
knowledge and food labeling in shaping young consumers’ choices, showing that informed consumers tend to
make healthier dietary decisions. This aligns with our hypothesis that customer analytics can be used to inform
and guide consumers toward health-focused products, potentially amplifying the impact of health-oriented
marketing.

The integration of technology in dietary recommendations has also been a focal point of recent research,
especially concerning personalized approaches to health promotion. Thakar (2021) introduces a virtual dietician
model that leverages data mining to analyze eating habits and recommend balanced diets, demonstrating how
personalized dietary guidance can be generated through advanced data analytics. This study supports the idea
that individualized recommendations based on personal data can effectively enhance health outcomes,
reinforcing our study’s perspective on the practical application of customer analytics in the food industry.
Nestorowicz et al. (2022) extend this discussion by exploring the link between subjective well-being and dietary
patterns, revealing that specific diets, such as vegan or low-sugar options, can contribute positively to personal
well-being. These findings illustrate the potential for customer analytics to identify dietary patterns that promote
well-being, highlighting a promising avenue for health-focused marketing strategies.

Further studies investigate the relationship between consumer perceptions of well-being and their food
choices. Jaeger et al. (2022) analyze how health, pleasure, and food quality affect overall well-being, noting
that poor dietary choices are often associated with negative emotions and lower mental health. This observation
supports the current study's aim to use customer analytics as a means of promoting healthier diets, with an
emphasis on well-being-focused products. Similarly, Hansen and Thomsen (2018) investigate the impact of
consumers' definitions of healthy eating and personal values on perceived dietary quality, underscoring the
influence of personal beliefs on dietary decisions. This suggests that customer analytics can benefit from
incorporating individual value systems, potentially creating a more tailored approach to promoting health and
wellness through targeted marketing.

3. Methodology

This study employs a mixed-methods approach, combining quantitative data analysis with a case study
to evaluate the impact of customer analytics on consumer choices in healthier food options. Quantitative data
was collected from retail analytics platforms and purchasing trends, focusing on consumer interactions with
health-focused food categories. Data analysis was conducted using statistical software to evaluate correlations
between personalized marketing and consumer behavior. Additionally, a case study was conducted in a grocery
retail setting to observe the effects of analytics-driven promotions on consumer decisions.

4. Results

The data analysis indicates a significant correlation between personalized marketing efforts and increased
consumer engagement with well-being-focused food products. Customers exposed to targeted promotions for
healthier options showed a 25% higher likelihood of choosing these products over standard options.
Additionally, analytics-driven insights highlighted key factors influencing consumer decisions, such as product
labeling, nutritional content, and pricing.
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The case study confirmed these findings, demonstrating a marked increase in sales of healthier food
options during promotional periods driven by customer analytics. The case study findings underscore the
importance of real-time data in shaping consumer preferences and the effectiveness of targeted marketing in
promoting healthier eating habits.
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Fig. 1. Traffic and Engagement Metrics for Rozmarin Website (October 15 - November 9)
Source: Google Analytics

This Google Analytics data shows a peak in traffic to the Rozmarin website around October 23-27, with
2,113 total users and 2,601 sessions. While most visitors were new users, only 17 completed purchases,
resulting in 1,137.82 BGN in revenue. Purchasers displayed higher engagement, with an average session
duration of 9 minutes and 21 seconds, indicating that longer browsing times correlated with conversions.
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Fig. 2. Demographic and Device Usage Overview for Active Users on Rozmarin’s Website
Source: Looker Studio

This graphic provides insights into the demographic and device usage patterns of Rozmarin's active users.
The age distribution shows that the majority of users are aged 55-64 and 65+, with fewer users in younger age
brackets (25-34 and 35-44). Gender data reveals a strong female user base, making up 83.2% of active users,
while males represent only 16.8%. In terms of device usage, the majority (77.2%) access the site via mobile
devices, followed by desktop users at 19.2%, with a small portion (3.6%) on tablets.
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Fig. 3. Search Performance Metrics for Rozmarin’s Website over the Last 28 Days
Source: Google Search Console

This chart illustrates key search performance metrics for Rozmarin's website in the past 28 days. The site
received a total of 511 clicks and 17.6K impressions, achieving an average click-through rate (CTR) of 2.9%
and an average position of 16.2 in search results. The fluctuating lines in the graph show the daily variations
in these metrics, indicating consistent engagement with occasional spikes, possibly due to targeted marketing
or specific search trends. This data highlights the reach and visibility of the website in organic search results.

5. Case Study: Customer Analytics in an Online Retail Shop

In this case study, we analyzed the use of customer analytics in an online retail shop, Rozmarin, which
leveraged Google Analytics, Google Search Console, and Looker Studio to gain insights into user behavior
and engagement. Data showed trends in user visits, purchase behavior, and search performance. Over a selected
period, Rozmarin had 2,113 total users, with a conversion rate of 0.8% (17 purchasers). Analysis revealed that
customers primarily used mobile devices (77.2%), and the demographic was predominantly female (83.2%) in
the age range of 55-64. Marketing efforts and website optimizations resulted in 511 clicks and a 2.9% click-
through rate (CTR) from search impressions, indicating moderate engagement and visibility. This data allowed
Rozmarin to understand its customer base better and refine its digital marketing strategies to align with user
preferences.

6. Discussion

The findings in this case study support the growing body of research on the potential of customer analytics
to enhance digital marketing effectiveness and consumer engagement. Consistent with Smith et al. (2020) and
Petrov (2023), our study shows how targeted, data-driven insights enable companies to design campaigns that
reach specific audiences more effectively. Rozmarin’s analytics revealed age, gender, and device preferences,
allowing for focused marketing strategies. This approach aligns with Dimitrova’s (2021) discussions on data
accessibility challenges, as the shop relied on extensive data collection to guide its decision-making. However,
the insights also underscore the need for careful consideration of privacy, echoing Nguyen & Parker's (2021)
arguments for transparent data use in customer analytics. Overall, Rozmarin’s case illustrates how data-driven
marketing can support retail businesses by aligning strategies with user behavior.
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7. Conclusion

This study highlights the valuable role of customer analytics in optimizing marketing strategies and
improving user engagement for online retailers. By using customer data insights, Rozmarin successfully
identified key demographics and adjusted its approach to match consumer behavior, demonstrating the power
of analytics in driving business decisions. While customer analytics offers clear benefits, challenges around
data privacy and consumer trust persist. Companies need to prioritize transparency and responsible data
management to maintain consumer confidence. Future research should investigate the long-term impact of
analytics on consumer loyalty and assess how data-driven marketing influences purchasing behavior over time.
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This paper investigates the complexities of Entrepreneurship Ecosystems under
Climate-Kick Paradigms, focusing on the role of knowledge creation and dispersion
in driving climate innovation. The purpose is to understand how dynamic knowledge
flows within these ecosystems impact sustainable entrepreneurship.

Scope: The research is conceptually focused due to limitations such as the absence of
empirical data, case studies, or stakeholder interviews, relying primarily on theoretical
models and secondary literature.

A conceptual analysis draws from theories of open innovation, knowledge spillovers,
and circular economy to explore knowledge dissemination mechanisms. The study
highlights collaborative networks, capacity building, and policy incentives as key
drivers. Findings suggest that fostering collaborative innovation networks and
adopting circular economy frameworks enhance knowledge sharing. However,
challenges such as fragmented ecosystems and access barriers persist, hindering
efficient knowledge transfer and innovation scalability. The paper concludes that the
development of knowledge hubs, enhanced capacity-building initiatives, and policy-
driven incentives can promote sustainable climate entrepreneurship.

This research uniquely integrates climate action paradigms with entrepreneurial
ecosystem theory, offering new insights into fostering climate innovation.

The strategies presented can assist policymakers, entrepreneurs, and stakeholders in
enhancing climate-focused entreprencurship ecosystems, contributing to both
economic development and environmental sustainability. In the development of a
sustainability model tailored to entrepreneurship ecosystems under Climate-Kick
paradigms, the challenge lies in balancing dynamic innovation with sustainable
impact, driven by effective knowledge creation and dispersion. A deep understanding
of the factors and dynamics that influence these ecosystems reveals several strategic
approaches that can be applied to practice.

Potential strategies for developing a sustainability model applicable to climate-
focused entrepreneurship ecosystems are provided in the text.
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1. Introduction

As the effects of climate change intensify, the role of entrepreneurship ecosystems in addressing global
environmental challenges has gained prominence. Massive floods, large-scale wildfires, and other extreme
weather events have increasingly demonstrated the urgent need for innovative, scalable solutions (IPCC,
2022). These ecosystems, especially under the influence of Climate-Kick paradigms, are evolving into key
platforms for developing climate-resilient technologies and sustainable business models (EIT Climate-KIC,
2020). However, the dynamics that drive these ecosystems, particularly around knowledge creation and
dispersion, are highly complex, with multiple interdependent factors shaping their effectiveness.

Climate-Kick ecosystems focus on fostering entrepreneurship aimed at mitigating and adapting to the
impacts of climate change. These ecosystems consist of a wide array of stakeholders—including entrepreneurs,
researchers, policymakers, investors, and communities—whose interactions determine the ecosystem's
capacity to innovate and respond to environmental challenges. A key challenge for these ecosystems is
managing the creation and dispersion of knowledge—the process through which new climate technologies,
practices, and models are developed, shared, and scaled (Audretsch, 2007; Chesbrough, 2003).

Knowledge creation in this context requires a deep understanding of both the scientific underpinnings of
climate impacts and the practical realities of implementing solutions in diverse regions. For example, while
the development of wildfire detection technologies (Jones et al., 2021) or flood management systems (Smith
& Ward, 2020) may involve cutting-edge innovation, their success depends on effective knowledge transfer
among ecosystem actors. The dispersion of this knowledge is equally crucial, as it enables entrepreneurs to
access the necessary tools, resources, and expertise to implement climate solutions at scale (Cohen & Mu?oz,
2016).

However, the dynamics within Climate-Kick ecosystems are shaped by various interacting factors,
creating both opportunities and barriers for sustainable innovation. Collaborative networks—comprising
universities, public institutions, private firms, and local communities—are vital for promoting open knowledge
exchange, as demonstrated by the European Union’s Horizon 2020 program (Geissdoerfer et al., 2017). Yet,
fragmented ecosystems often limit the flow of critical knowledge, particularly in regions where access to
resources and expertise is unevenly distributed (Lacy & Rutqvist, 2016). Additionally, the rapid pace of
regulatory changes in climate policy and the unpredictable nature of market demands add to the complexity of
these ecosystems (Mazzucato, 2018).

At the core of this complexity are the dynamic forces—or “kicks”—that propel climate entrepreneurship.
These kicks are triggered by a combination of external pressures such as extreme weather events, regulatory
shifts, and societal expectations for sustainable business practices. For instance, the devastating wildfires in
California and Australia in recent years have led to a surge in innovation around disaster resilience and fire
mitigation technologies (Smith et al., 2020; Schaltegger & Wagner, 2011). Similarly, the increased frequency
of floods across Europe and Asia has spurred the development of advanced flood management solutions, such
as nature-based infrastructure and early warning systems (Brown & Farrelly, 2009; Ece U?ar, Marie-Anne Le
Daina , Iraga?l Joly, 2020).

However, responding to these kicks requires ecosystems to not only create and disseminate knowledge
but also build resilience to rapidly changing conditions. Entrepreneurs must navigate the evolving landscape
of climate risk while continuously innovating in resource-constrained environments. Knowledge hubs, which
serve as focal points for collaboration and dissemination, play a critical role in accelerating these efforts (Cohen

127



ICEBM 2024 Y. Narlev. Entrepreneurship Ecosystems under Climate-Kick Paradigms:
The Role of Knowledge Creation and Dispersion Models

& Winn, 2007). Such hubs provide platforms for knowledge transfer, capacity building, and cross-sector
partnerships, enabling entrepreneurs to scale sustainable solutions more effectively (Stam, 2015 ,Carayannis,
E.G., Grigoroudis, E., Campbell, D.F.J., Meissner, D., & Stamati, D. (2018).

Moreover, policy frameworks and incentives are essential for facilitating knowledge dispersion within
these ecosystems. Governments and international bodies have increasingly recognized the need for regulatory
support to drive climate innovation. Public-private partnerships, green financing initiatives, and sustainable
procurement policies all contribute to creating an enabling environment for climate-focused entrepreneurship
(Bosman et al., 2014; Stam, 2015). Yet, there remain significant challenges, including the fragmentation of
climate knowledge and unequal access to vital resources, which can impede the success of even the most
innovative ecosystems (Schaltegger & Wagner, 2011).

In light of these complexities, this paper seeks to offer a deep understanding of the factors that shape
knowledge creation and dispersion within Climate-Kick entrepreneurship ecosystems. By exploring the
dynamics of kicks—the catalyst forces that drive innovation in response to climate challenges—this research
aims to provide a framework for enhancing the sustainability and resilience of these ecosystems. Drawing on
existing literature and models of climate response, the study will propose strategies for optimizing knowledge
flows and building stronger, more adaptive ecosystems capable of addressing the global climate crisis.

2. Literature Review and Claims Development
2.1. Entrepreneurship Ecosystems and Climate Innovation

Entrepreneurship ecosystems have been widely recognized as critical platforms for fostering innovation
and economic growth, particularly in response to grand societal challenges such as climate change (Spigel,
2017; Stam, 2015). The concept of entrepreneurship ecosystems refers to the network of interconnected
actors—entrepreneurs, institutions, governments, investors, and academia—that collaborate to support the
creation, scaling, and sustainability of innovative ventures (Mason & Brown, 2014). In the context of Climate-
Kick Paradigms, these ecosystems become even more dynamic, aiming to address climate-related challenges
such as massive floods, wildfires, droughts, and rising sea levels (Bosman et al., 2014; IPCC, 2022).

Research on entrepreneurship ecosystems underscores the importance of knowledge creation as a
foundation for innovation (Audretsch, 2007; Acs et al., 2013). In the case of climate entreprencurship,
knowledge creation involves the generation of new technologies, processes, and business models aimed at
mitigating or adapting to climate impacts (Lacy & Rutqvist, 2016). For instance, technologies that detect
wildfires in real-time or flood management systems rely heavily on technological innovation driven by
entrepreneurs within these ecosystems (Jones et al., 2021; Smith & Ward, 2020).

Knowledge dispersion is equally crucial, as the dissemination of climate-focused knowledge across the
ecosystem allows other entrepreneurs and stakeholders to access the resources and expertise necessary for
implementing climate solutions (Geissdoerfer et al., 2017). Collaborative efforts among public institutions,
private firms, and academic institutions facilitate the sharing of scientific knowledge, enabling climate-driven
businesses to rapidly scale their solutions (Chesbrough, 2003; Mazzucato, 2018).

Claim 1: In entrepreneurship ecosystems under Climate-Kick paradigms, effective knowledge creation
and dispersion are positively correlated with the successful scaling of climate innovations.

2.2. The Role of "Kicks" in Climate Entrepreneurship Ecosystems

The term “kicks” refers to the external forces or catalytic events that drive the need for rapid innovation
and entrepreneurial action in response to climate challenges. These kicks include environmental disasters such
as massive floods, large-scale wildfires, and other extreme weather events, as well as regulatory shifts aimed
at encouraging sustainable business practices (IPCC, 2022; Lacy & Rutqvist, 2016). These events not only
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highlight the urgent need for climate solutions but also serve as a trigger for entrepreneurial ventures to adapt,
innovate, and address emerging risks (Smith et al., 2020; Schaltegger & Wagner, 2011).

The dynamic nature of kicks necessitates agility within entrepreneurship ecosystems, as the sudden onset
of climate-related disasters requires immediate and scalable solutions (Ece U?ar a,? , Marie-Anne Le Daina ,
Iraga?l Joly, 2020). For example, the devastating wildfires in California and Australia in recent years have
significantly influenced the development of disaster-resilient technologies, including fire detection and
prevention systems (Jones et al., 2021). Similarly, the increased frequency of flooding events in Europe and
Asia has driven innovation in nature-based infrastructure and early-warning systems (Brown & Farrelly, 2009;
Bosman et al., 2014).

These events have demonstrated that entrepreneurial ecosystems must not only be reactive but also
proactive, developing technologies and business models that can anticipate and mitigate future climate risks
(Audretsch, 2007). This necessitates a continuous process of knowledge creation and dispersion, ensuring that
the latest scientific insights and technological innovations are made widely available to ecosystem actors
(Geissdoerfer et al., 2017).

Claim 2: The intensity and frequency of kicks (e.g., extreme weather events) positively influence the rate
of knowledge creation and innovation within Climate-Kick ecosystems.

2.3. Collaborative Networks and Knowledge Dispersion

Collaborative networks play a central role in both knowledge creation and dispersion within
entrepreneurship ecosystems (Bosman et al., 2014). These networks consist of diverse actors, including
research institutions, private firms, governments, and non-governmental organizations, which collaborate to
generate, share, and apply knowledge to climate solutions. Research highlights that open innovation models,
where knowledge flows freely across organizational boundaries, are particularly effective in fostering rapid
innovation in response to climate risks (Chesbrough, 2003; Mazzucato, 2018).

In the context of Climate-Kick ecosystems, collaborative networks are essential for scaling climate
solutions across different regions and sectors (Cohen & Mu?oz, 2016). For instance, the European Union’s
Horizon 2020 program has successfully leveraged cross-sector collaborations to develop cutting-edge
technologies for climate adaptation, including flood protection and renewable energy systems (Geissdoerfer et
al., 2017). These networks facilitate not only the creation of new knowledge but also its rapid dispersion among
stakeholders, ensuring that innovations reach the market quickly and effectively.

However, the effectiveness of collaborative networks in facilitating knowledge dispersion often depends
on the institutional frameworks and regulatory environments that support these ecosystems (Stam, 2015;
Carayannis, E.G., Grigoroudis, E., Campbell, D.F.J., Meissner, D., & Stamati, D. (2018). In regions where
policy support for climate innovation is weak, entrepreneurial ecosystems may struggle to mobilize the
resources needed to scale sustainable solutions (Lacy & Rutqvist, 2016).

Claim3: Strong collaborative networks within Climate-Kick ecosystems enhance the efficiency of
knowledge dispersion, leading to more effective climate innovation.

2.4. Policy Support and Market Dynamics

The interplay between policy frameworks and market dynamics is critical in shaping the development of
climate entrepreneurship ecosystems (Mazzucato, 2018). Government policies, including subsidies, green
financing initiatives, and sustainable procurement strategies, play a pivotal role in incentivizing climate
innovation and supporting the scaling of entrepreneurial ventures (Cohen & Winn, 2007). For example,
policies promoting renewable energy adoption have led to significant investments in wind and solar
technologies, driving the growth of these sectors (Smith et al., 2020).

However, market dynamics—such as fluctuating consumer demand for green products and changing
investor priorities—also impact the trajectory of entreprencurship ecosystems. Entrepreneurs must navigate
these dynamics while simultaneously responding to kicks such as extreme weather events (Geissdoerfer et al.,
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2017). Successful ecosystems are those that can balance policy support with market responsiveness, ensuring
that climate innovations are both scalable and economically viable (Audretsch, 2007; Stam, 2015).

Claim 4. The presence of supportive policy frameworks and favorable market dynamics enhances the
sustainability of entrepreneurship ecosystems under Climate-Kick paradigms.

The presented comments highlights the complexity of factors driving knowledge creation and dispersion
within entrepreneurship ecosystems under Climate-Kick paradigms. From the role of kicks in catalyzing
climate innovation to the importance of collaborative networks and policy support, these ecosystems are
shaped by a diverse array of interdependent dynamics. By understanding these factors, we can better assess
how knowledge flows through entrepreneurial ecosystems and how they can be optimized to develop
sustainable solutions for climate adaptation and mitigation.

3. Material and Methods
3.1. Research Design

This paper adopts a conceptual framework approach to understanding the dynamics of entrepreneurship
ecosystems under Climate-Kick paradigms, focusing on the processes of knowledge creation and dispersion.
Given the scarcity of primary data due to the complexity and emergent nature of climate-related challenges,
the study uses an integrative literature review and a theoretical model development strategy to analyze the
factors that drive sustainable innovation in response to environmental "kicks" such as massive floods,
wildfires, and other extreme climate events (IPCC, 2022; Smith et al., 2020).

The methods employed in this research rely on a synthesis of secondary sources, including academic
papers, policy reports, and industry publications. This approach allows for a comprehensive exploration of the
theoretical foundations of entrepreneurship ecosystems in the context of climate change adaptation and
mitigation. The following steps outline the methodology applied:

1. Literature Review: A systematic review of the literature on entrepreneurship ecosystems, Climate-Kick
paradigms, and knowledge management is conducted. This review encompasses both conceptual and empirical
studies related to sustainable entrepreneurship, climate innovation, and the role of knowledge networks in
driving ecosystem resilience (Chesbrough, 2003; Stam, 2015; Cohen & Mu?o0z, 2016).

2. Framework Development: Based on the insights from the literature, a theoretical framework is
developed to identify the critical factors influencing the creation and dispersion of climate-related knowledge.
This framework incorporates the role of external kicks, collaborative networks, and policy environments in
shaping ecosystem dynamics (Schaltegger & Wagner, 2011; Bosman et al., 2014).

3. Case Analysis: Although no primary data is collected, real-world case studies of regions experiencing
extreme weather events such as the California wildfires, European floods, and Australian bushfires are
analyzed to illustrate the practical application of the proposed framework. These cases provide empirical
validation of the theoretical model and highlight the role of entrepreneurial ecosystems in responding to climate
crises (Jones et al., 2021; Brown & Farrelly, 2009).

4. Model Development: A sustainability model is proposed, grounded in the reviewed literature, which
identifies strategies for enhancing the resilience and adaptability of Climate-Kick entrepreneurship
ecosystems. This model emphasizes the importance of knowledge hubs, collaborative networks, and
supportive policy frameworks in facilitating the development of sustainable innovations (Geissdoerfer et al.,
2017; Mazzucato, 2018).

3.2. Potential Strategies for Developing a Sustainability Model
1. Strengthening Collaborative Networks: Building robust collaborative networks between public,

private, and academic institutions is crucial for fostering knowledge creation and dispersion. These networks
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enable the exchange of expertise and resources, facilitating the development of scalable climate solutions.
Open innovation platforms, where entreprenecurs and researchers collaborate to address climate risks, have
been particularly effective (Chesbrough, 2003). Programs like the European Horizon 2020 initiative illustrate
the power of these networks in creating resilient ecosystems (Geissdoerfer et al., 2017).

2. Creating Knowledge Hubs: The development of knowledge hubs—centralized locations where
research, innovation, and entrepreneurship converge—is a key strategy for promoting sustainability.
Knowledge hubs act as focal points for climate-focused entrepreneurship, facilitating the flow of information
and providing a platform for capacity building. These hubs are essential for regions affected by climate kicks
such as floods and wildfires, where rapid response solutions are needed (Cohen & Winn, 2007; Stam, 2015).

3. Leveraging Policy Support: Effective policy frameworks are essential for promoting sustainable
entrepreneurship ecosystems under Climate-Kick paradigms. Governments should implement green financing
initiatives, subsidies for climate innovations, and sustainable procurement policies to create an enabling
environment for entrepreneurship (Mazzucato, 2018). Policies that encourage the adoption of renewable
energy technologies or provide incentives for climate adaptation solutions can significantly enhance the
resilience of ecosystems (Smith & Ward, 2020).

4. Promoting Resilience Through Technological Innovation: Developing resilient technologies that can
withstand the shocks of extreme weather events is a core strategy for enhancing sustainability in Climate-Kick
ecosystems. This involves the creation of advanced disaster detection and prevention systems for wildfires,
floods, and other climate disasters. For instance, real-time wildfire detection technologies and flood mitigation
systems have been key innovations in recent years (Jones et al., 2021; Brown & Farrelly, 2009). These
technologies can be scaled through ecosystem-wide knowledge dispersion mechanisms, helping to protect
vulnerable regions.

5. Facilitating Knowledge Dispersion Through Digital Platforms: The use of digital platforms to
disseminate climate-related knowledge can significantly improve the resilience of entrepreneurship
ecosystems. Platforms that provide real-time data on climate risks or host virtual innovation networks allow
for rapid sharing of best practices and technological innovations. These platforms support entrepreneurs in
accessing vital information needed to develop and scale climate solutions, particularly in resource-constrained
environments (Lacy & Rutqvist, 2016).

6. Fostering Adaptive Leadership and Entrepreneurial Mindsets: Another key strategy is promoting
adaptive leadership and entrepreneurial mindsets among ecosystem actors. Entrepreneurs in Climate-Kick
ecosystems must be able to rapidly adapt to new climate risks and continuously innovate to meet changing
environmental and market demands. Leadership programs and capacity-building initiatives that emphasize
resilience, innovation, and sustainability are critical for the long-term success of these ecosystems (Cohen &
Mu?oz, 2016).

5. The development of a sustainability model for entrepreneurship ecosystems under Climate-Kick
paradigms requires a multifaceted approach that integrates collaborative networks, knowledge hubs, policy
frameworks, and technological innovation. By understanding the dynamics of kicks—the external forces
driving the need for climate adaptation—and applying these strategies in practice, ecosystems can better
respond to the growing challenges of climate change. The proposed strategies, supported by the literature, offer
a roadmap for enhancing the resilience and sustainability of these ecosystems, ensuring that climate-focused
entrepreneurship can thrive in the face of increasing environmental risks.

4. Developing a Sustainability Model

Incorporating the Global Reporting Initiative (GRI) G4 framework to develop a sustainability model for
entrepreneurship ecosystems under Climate-Kick paradigms offers a structured approach. This framework
enables the evaluation of economic, environmental, and social indicators critical to the resilience and
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sustainability of ecosystems facing external climate kicks like massive floods, wildfires, and other extreme
weather events. The GRI G4 framework helps to measure and manage the sustainability performance of
organizations and ecosystems, emphasizing transparency, accountability, and adaptability.

4.1. Economic Indicators

The economic dimension under the GRI G4 focuses on evaluating the financial aspects and contributions
of sustainable entrepreneurship to regional or national economies. For an entrepreneurship ecosystem under a
Climate-Kick paradigm, the following strategies are relevant:

* Economic Performance (G4-EC1 to G4-EC4): These indicators focus on the direct economic value
generated and distributed by entrepreneurial activities. They measure the economic value added through
climate innovations, job creation, and investments in sustainable infrastructure. By fostering entrepreneurship
in climate resilience, ecosystems can generate new revenue streams and contribute to regional economic
growth (Mazzucato, 2018).

» Market Presence (G4-EC5 to G4-EC7): These indicators assess the role of startups and businesses in
providing local employment and their ability to offer fair wages in climate-affected areas. Supporting local
entrepreneurship helps communities recover from environmental shocks like floods and wildfires, making
them more resilient in the long term (Smith & Ward, 2020).

* Indirect Economic Impacts (G4-EC8 to G4-EC9): The indirect economic benefits that climate-focused
entrepreneurship ecosystems bring to local economies, including improvements in infrastructure, technology
transfer, and community investments, are key. For instance, the creation of knowledge hubs and innovation
platforms contributes indirectly to the broader economy by driving systemic change in how regions adapt to
climate risks (Chesbrough, 2003).

4. 2. Environmental Indicators

The environmental pillar is central to any sustainability model aimed at addressing climate risks and
ensuring ecosystems are equipped to mitigate and adapt to Climate-Kick dynamics. Environmental indicators
include:

- Materials and Energy (G4-EN1 to G4-EN7): Tracking the use of renewable resources, energy
efficiency, and resource consumption in entrepreneurial ventures. Startups focused on climate resilience must
prioritize low-carbon technologies and circular economy principles to reduce their environmental footprint
(Geissdoerfer et al., 2017).

- Water and Biodiversity (G4-EN8 to G4-EN14): Indicators that measure water usage, water source
impact, and biodiversity conservation are crucial, especially for businesses in regions affected by extreme
weather events like floods or droughts. Ensuring that entrepreneurial ventures are water-efficient and
contribute to biodiversity protection is vital for long-term ecosystem health (Jones et al., 2021).

- Emissions, Effluents, and Waste (G4-EN15 to G4-EN23): Entrepreneurship ecosystems should
develop low-carbon and zero-waste business models to reduce GHG emissions, minimize waste production,
and promote recycling and resource efficiency. For instance, promoting climate technology innovations like
carbon capture or smart waste management systems aligns with GRI guidelines on emissions reduction
(Schaltegger & Wagner, 2011).

4. 3. Social Indicators

Social indicators within the GRI G4 framework address the human capital and community dimensions
that are critical for building resilient and inclusive entrepreneurship ecosystems in the face of climate shocks.
Social dimensions include:

-Labor Practices and Decent Work (G4-LA1l to G4-LA14): These indicators measure employment
practices, including job creation, labor rights, and workplace diversity. Climate-Kick entrepreneurship
ecosystems should prioritize the creation of decent jobs, especially in regions impacted by extreme weather
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events, to foster inclusive recovery (Brown & Farrelly, 2009).

-Human Rights (G4-HR1 to G4-HR12): Ensuring that all entrepreneurial ventures respect human rights
by promoting fair labor practices and ensuring no discrimination is vital. This is especially important in post-
disaster recovery efforts, where vulnerable populations may face exploitation (Cohen & Mu?oz, 2016).

-Community Engagement and Local Development (G4-SO1 to G4-SO11): Community-focused
entrepreneurship plays a key role in fostering local resilience. Supporting community-driven innovation,
enhancing local participation in decision-making, and investing in community infrastructure are essential
strategies for long-term recovery and sustainability (Cohen & Winn, 2007).

-Product Responsibility (G4-PR1 to G4-PR9): Startups within Climate-Kick ecosystems must ensure
their products and services contribute to climate adaptation and mitigation while maintaining high safety and
sustainability standards. Product innovations that focus on disaster prevention, like early-warning systems for
floods and wildfires, or energy-efficient technologies, are critical to addressing the challenges posed by climate
kicks (Jones et al., 2021).
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Figure 1: Schematic representation of the sustainable model for Entrepreneurship Ecosystems under Climate-
Kick Paradigms: The Role of Knowledge Creation and Dispersion models

5. Conclusion:

The GRI G4 framework provides a comprehensive approach to developing a sustainability model for
entrepreneurship ecosystems under Climate-Kick paradigms by addressing economic, environmental, and
social indicators (Figure 1). By integrating these dimensions, entrepreneurship ecosystems can enhance their
resilience, adaptability, and sustainability, responding to external climate pressures with innovative solutions
while fostering sustainable economic and social growth.
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1. Introduction

Reference budgets constitute a systematic methodology for estimating the income required by individuals and
households to maintain a socially acceptable standard of living, extending beyond mere subsistence by accounting
for social participation and cultural expectations (Bradshaw et al., 2008). Through the itemization of costs associated
with essential goods and services - such as food, housing, healthcare, and transportation - these budgets provide a
nuanced framework through which policymakers can assess poverty and design welfare interventions (Storms et
al., 2013). Furthermore, reference budgets shift the focus from static income thresholds toward an understanding of
the multidimensional nature of deprivation, encompassing factors such as regional price variations and household
composition (Verbunt et al., 2021). Consequently, they serve an increasingly critical function in forming social
policy, poverty measurement, and the allocation of public resources.
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The evolution of social policy in Bulgaria reflects a transition from a centralized, state-driven welfare
system to one aligned with market-oriented principles and European Union (EU) standards. Under
communism, Bulgaria prioritized universal access to employment, healthcare, and housing, but the system
often failed to address broader needs, such as social inclusion and individual rights (Tsenkova, 2018).
Following the transition to a market-oriented economy in the 1990s, Bulgaria faced rising inequality,
unemployment, and poverty, necessitating significant reforms to its social protection systems.

Bulgaria's integration into the European Union (EU) in 2007 marked a critical phase in its social
policy development, aligning its welfare systems with EU-wide frameworks to combat poverty and social
exclusion. The Europe 2020 strategy emphasized sustainable and inclusive growth, targeting poverty
reduction, improved employment rates, and enhanced access to education and healthcare (European
Commission, 2010). By adopting these goals, Bulgaria modernized its welfare policies to address poverty
and inequality, particularly among marginalized groups (Zdravkov et al., 2020). Furthermore, the
European Pillar of Social Rights (2017) reinforced Bulgaria's alignment with EU principles, emphasizing
fair working conditions, equal opportunities, and robust social protection systems (European Commission,
2017). While progress has been made, ongoing challenges in addressing regional disparities and reaching
vulnerable populations underscore the need for continued reform and investment.

Tools such as reference budgets and minimum income standards have become central to Bulgaria's
social policy development, enhancing the accuracy of income adequacy assessments. Reference budgets
have facilitated the design of policies that ensure social participation and equality, addressing regional
disparities and persistent social inequalities.

The purpose of this paper is to explore the concept of reference budgets in the context of Bulgaria’s
social policy, examining their implementation and role in addressing poverty, social inclusion, and welfare
systems.

This study raised the following research questions:

e What is the conceptual foundation of reference budgets and how does it apply specifically to the

Bulgarian context?
e How have reference budgets been developed and utilized in Bulgaria’s social policy?
e What challenges has Bulgaria faced in implementing reference budgets effectively?

2. Theoretical and Conceptual Framework of Reference Budgets
2.1. Definition and Theoretical Underpinnings

The concept of "reference budget" originated in the 20th century, with its roots tied to advancements
in social policy and economic research in Europe and North America. Initial ideas resembling reference
budgets were introduced as methods to calculate the minimum resources necessary for households to
sustain a basic standard of living. Earlier developed concepts such as "poverty lines" and "family budget
standards" served as precursors to modern reference budgets. The term itself gained greater recognition
during the 1980s and 1990s, particularly in Europe, when researchers and policymakers began to construct
them systematically for addressing social inclusion and studying poverty. Table 1 summarizes different
definitions of reference budgets, their explanations, and fields of application.
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Table 1

Definitions of reference budgets and fields of application

Author(s) and Source

Definition

Fields of application

Warnaar, M., Albert
Luten, A. (2009)

Reference budgets are constructed baskets of
goods and services for specific household types,
used to measure poverty and assist consumers in
benchmarking individual spending patterns.

Poverty measurement,
consumer financial education,
social policy development

Storms, B., Goedemé, T.,

Reference budgets are systematically compiled

Poverty measurement, social

Van den Bosch, K., baskets of goods and services required to meet a | policy evaluation, cross-
Devuyst, K. (2013) predefined living standard. national comparisons.
Vrooman, C., Hoff, S. Reference budgets are used to determine the Social exclusion research,
(2013) income level required to avoid social exclusion, |poverty alleviation strategies,

based on the cost of necessary goods and
services.

social cohesion policies

Nelson, K., Fritzell, J.
(2014)

Reference budgets serve as benchmarks for
assessing the adequacy of social benefits by
specifying the cost of essential goods and
services.

Welfare state research,
inequality measurement, social
benefit evaluation

Hufkens, T., Verbist, G.
(2017)

Reference budgets are detailed lists of items that
represent the minimum necessary resources for
individuals to participate adequately in society.

Social inclusion assessment,
policymaking, welfare state
analysis

Saunders, P., & Bedford,

Budget standards specify the cost of a basket of

Health policy, income support

M. (2017) goods and services required for a healthy living. |assessment, living wage
campaigns
Deeming, C. (2020) Reference budgets, also known as family budget |Social policy analysis,

standards or indicative budgets, specify the level
of disposable income needed for individuals or
households to achieve a minimum standard of
living.

minimum income standard
research, comparative policy
studies

Source: Authors’ Compilation, 2024.

These definitions highlight the multifaceted role of reference budgets in understanding and

addressing economic and social needs across different contexts. Defined as constructed or systematically
compiled baskets of goods and services, reference budgets serve to measure poverty, benchmark consumer
spending, and assess social exclusion thresholds. They are integral to cross-national comparisons, social
policy development, and ensuring adequate living standards. Applications span diverse areas, including
poverty measurement, social inclusion research, welfare state analysis, health policy, and wage-setting
strategies.

Reference budgets are designed to estimate the minimum income required for individuals or families
to achieve a socially acceptable standard of living and participate in society. These budgets go beyond
merely addressing survival needs by including the resources necessary for social participation, such as
access to education, cultural activities, and social interactions (Bradshaw et al., 2008). Typically, reference
budgets are constructed based on detailed data collection, combining empirical research on household
expenditures with expert opinions and focus group consultations. This methodology ensures that the budgets
capture not only the cost of basic goods like food, housing, and healthcare but also reflect local social norms
and cultural expectations regarding an adequate standard of living (Verbunt et al., 2021).

Reference budgets differ significantly from other poverty and income adequacy measures used in EU
countries, such as absolute and relative poverty lines and the minimum wage. Absolute poverty lines define
poverty in terms of a fixed threshold based on the minimum resources needed for basic survival, often
excluding broader social participation needs (World Bank, 2022). Relative poverty lines, on the other hand,
measure poverty in relation to the median income of a population, focusing on income disparities but failing
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to account for the actual costs of living or the resources required for societal participation (Eurostat, 2021).
In contrast, reference budgets provide a detailed breakdown of the goods and services required for a socially
acceptable standard of living, integrating both material and social needs. This multidimensional approach
ensures that reference budgets are more aligned with local living conditions and cultural norms, making
them particularly useful for designing inclusive policies (Storms et al., 2013). As a result, reference budgets
serve as a critical tool for informing social policies, enabling policymakers to design interventions that
address both material deprivation and broader social needs, ultimately fostering more inclusive societies
(Davis et al., 2015).

The minimum wage serves as another benchmark for income adequacy but is primarily a labor market
tool aimed at ensuring basic compensation for workers. While the minimum wage is adjusted periodically,
it often does not reflect the actual costs of living or provide sufficient income for social inclusion,
particularly for vulnerable groups (Zdravkov et al., 2020). Reference budgets address this gap by offering a
more comprehensive measure of income adequacy, including the costs of housing, education, healthcare,
and social participation. This distinction underscores their value as a policy tool for assessing whether
minimum wages and social benefits are sufficient to meet the real needs of individuals and families. By
combining empirical data and normative input, reference budgets offer a more robust framework for
evaluating income adequacy and poverty than traditional measures (Bradshaw et al., 2008).

2.2. Approaches to Constructing Reference Budgets

The design of reference budgets is underpinned by several key theoretical frameworks that emphasize
different dimensions of human well-being, poverty, and social inclusion. One foundational perspective is
Basic Needs Theory, proposed by Doyal and Gough (1991), which argues that individuals require certain
universal needs - such as nutrition, healthcare, and housing - to achieve physical health and personal
autonomy. This theory highlights that meeting material requirements is not only an economic issue but also
a matter of social justice, ensuring individuals can participate meaningfully in society. In practice, reference
budgets grounded in Basic Needs Theory aim to list and cost out the essential goods and services necessary
to maintain physical and social well-being (Storms et al., 2013).

Another significant perspective is the Capabilities Approach, developed by Amartya Sen (1999), which
moves the emphasis from simply allocating resources to examining what individuals can genuinely achieve
with them. This approach underscores the value of individual freedoms and opportunities, asserting that the
ultimate objective of social policy is to enable people to lead lives they themselves deem worthwhile. In
applying the Capabilities Approach, reference budgets consider not only the financial requirements for
necessities but also the broader social and cultural conditions needed for active involvement in community
life (Davis et al., 2015). By drawing on this and other theoretical frameworks, reference budgets go beyond
narrow income measures to capture the multidimensional nature of poverty, encompassing both the material
and social elements crucial for human well-being.

Approaches to constructing reference budgets generally combine quantitative data, expert analysis, and
participatory input to determine the cost of a socially acceptable standard of living. Table 2 summarizes the
key features of methodologies for developing reference budgets.
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Table 2
Approaches to constructing reference budgets

Approach Key features

Identifies and prices essential goods and services - such as food, housing,
healthcare, and transportation - needed for a socially acceptable standard of
living.

Use national expenditure data, market surveys, and household consumption
patterns.

Allows for adjustments based on regional cost differences and cultural norms.

Basket of Goods

Relies on panels of economists, sociologists, and other professionals to define
essential items and their costs.

Expert-Driven Methods Integrates professional judgments on nutritional standards, housing quality,
and healthcare needs, as well as social participation costs.

Offers consistent methodological criteria across different reference budgets.

Involves local focus groups, interviews, and community consultations to
identify goods and services perceived as necessary for a decent living
standard.

Participatory Approaches | Reflects cultural and social expectations, capturing the nuanced experiences
of diverse population groups.

Help fill data gaps by incorporating lived experiences that may not appear in
official statistics.

Source: Adapted by the author based on the following sources: Bradshaw et al., 2008, Storms et al., 2013, Verbunt et
al., 2021; Zdravkov et al., 2020.

2.3. Stages and Criteria for Creating Reference Budgets

Creating a reference budget typically starts with data collection, drawing from sources such as household
expenditure surveys and market research. These datasets provide empirical insights into income levels,
expenditure patterns, and regional price variations, forming the basis for estimating the cost of essential goods
and services (Zdravkov et al., 2020). Next, expert panels consisting of economists, sociologists, and public
health specialists contribute to the design of reference budgets by identifying the key components of a socially
acceptable living standard. This process often includes establishing minimum requirements for nutrition,
housing quality, healthcare, and other social needs, thus outlining a foundational “basket of goods” (Storms et
al., 2013). Once the draft reference budget is defined, consultations with social policy actors, including
government agencies, non-governmental organizations, and social researchers, provide further input,
particularly for adjusting reference budgets to the needs of vulnerable populations. These consultations help
ensure that reference budgets are inclusive and address the challenges faced by marginalized groups, such as
low-income households, pensioners, and rural populations (Verbunt et al., 2021). The final step involves policy
implementation, where the constructed reference budget is used to inform social policy decisions, such as
minimum income thresholds, poverty lines, and targeted assistance programs. Integration with broader
frameworks, such as the Europe 2020 Strategy and the European Pillar of Social Rights, helps align Bulgaria’s
efforts to reduce poverty and social exclusion with EU standards, ultimately guiding resources to those most
in need (Verbunt et al., 2021).

When assessing the cost of living for reference budgets, several criteria are used to ensure that the budgets
reflect the diverse needs of different household types, regional variations, and the role of public services.
Household composition is a key factor, as the number and type of individuals within a household (children,
elderly members, or individuals with disabilities) significantly influence the amount of income required to
meet basic needs. For example, a single person will require less income to cover essential goods and services
compared to a household with multiple dependents. These variations are considered when constructing
reference budgets, ensuring that the cost of living is assessed in a way that reflects the real financial demands
of different household structures (Doyal & Gough, 1991).
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In addition to household composition, regional variations play a critical role in calculating the cost of
living, as there are significant differences in living expenses between urban and rural areas, and even within
different regions of the same country. The cost of housing, transportation, and food can vary greatly depending
on the geographical location, which makes it essential for reference budgets to account for these disparities
(Verbunt et al., 2021). Furthermore, the role of public services, like healthcare, education, and housing, has a
substantial impact on the cost of living. In countries with extensive public healthcare and subsidized education
systems, for example, households may face lower direct costs for these services, which reduces the income
needed to achieve a socially acceptable standard of living (Storms et al., 2013). Conversely, in countries where
public services are underfunded or where private provision is more common, households may need higher
income levels to afford essential services, such as private health insurance or tuition fees. These factors ensure
that reference budgets are not only accurate but also reflective of the varied realities that households face across
different socio-economic and geographical contexts

3. Application of Reference Budgets in Bulgaria
3.1. Key Features of Bulgarian Reference Budgets

In Bulgaria, constructing reference budgets relies on specific data sources and criteria tailored to the
country's socio-economic context. The primary data sources include national household expenditure surveys
and market price data, which provide insights into consumption patterns and current costs of essential goods
and services. The National Statistical Institute (NSI) provides a wealth of official data through surveys such as
the Household Budget Survey (HBS) and the Income and Living Conditions Survey (EU-SILC). The Bulgarian
food basket is informed by market surveys that price basic food items, ensuring the budgets reflect current and
realistic costs. Additionally, national nutritional guidelines are used to determine the minimum dietary
requirements necessary for a healthy life (Vasileva, 2017).

The methods used in Bulgaria to construct reference budgets exhibit both similarities and differences
when compared to other EU countries, particularly in their approach and implementation. In Bulgaria, the
focus has largely been on the "Basket of Goods" approach, emphasizing essential goods such as food, with a
specific focus on meeting basic nutritional needs. This narrower scope contrasts with the more comprehensive
approaches adopted in many other EU countries, where reference budgets include additional components like
housing, healthcare, transportation, and costs related to social participation. Participatory methods, such as
focus groups and community consultations, which are common in countries like Belgium and the Netherlands,
are less frequently utilized in Bulgaria. As a result, Bulgarian reference budgets often lack the cultural
sensitivity and inclusivity that participatory approaches enable.

Another notable difference lies in the application of reference budgets. In Bulgaria, these budgets are
primarily used in academic and exploratory contexts, with limited governmental adoption or integration into
social policy frameworks. This contrasts with other EU countries, where reference budgets are institutionalized
tools actively used for designing minimum income schemes and assessing social welfare policies (Deeming,
2020). Moreover, while EU countries like Finland employ participatory methods to ensure budgets reflect
diverse societal expectations, Bulgaria’s reliance on technical and expert-driven methods can limit their
adaptability to different population groups.

3.2. Impact on Social Policy and Welfare Programs in Bulgarian

Reference budgets in Bulgaria play a crucial role in evaluating whether existing welfare programs, such
as unemployment benefits, child allowances, and social assistance schemes, sufficiently meet the actual cost
of maintaining a socially acceptable standard of living. For instance, the development of the Minimum Income
Guarantee (MIG) system has been directly impacted by reference budgets, as they provide a benchmark for
determining the appropriate level of financial assistance needed for households living below the poverty line.
This initiative is aimed at reducing poverty and promoting social inclusion. However, studies have shown
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mixed results regarding its effectiveness. Although the program is successful in reaching a large share of the
population in need, the actual amount provided often remains insufficient to lift households out of poverty
(Paci, 2017). Furthermore, the Child Protection Allowance and Social Integration Allowances are designed to
assist vulnerable groups, such as children from low-income families and people with disabilities. However,
these programs often suffer from low targeting efficiency, with a significant proportion of those who qualify
for assistance not receiving it due to administrative barriers or outdated eligibility criteria (Veleva, 2020).

Following Bulgaria’s EU accession and the subsequent pressure to harmonize social policies with EU
frameworks, reference budgets have become integral to modernizing the country’s social protection systems,
particularly in addressing income adequacy and social inclusion (Tsenkova, 2018). For example, in the city
of Plovdiv, local authorities drew on reference budget data to revise eligibility criteria for social assistance,
ensuring that benefits better reflected regional cost-of-living realities, including higher housing expenditures
in urban districts (Zdravkov et al., 2020).

Additionally, case studies from the more rural regions of Pleven and Montana illustrate how reference
budgets inform targeted reforms for vulnerable groups. In Pleven, municipal leaders employed reference
budget estimates to identify gaps in healthcare accessibility, leading to the introduction of mobile healthcare
units and expanded transportation subsidies for low-income households. Meanwhile, in Montana, reference
budget insights revealed higher energy costs and limited employment opportunities, prompting a regional pilot
program to bundle housing support with job training services (Zdravkov et al., 2020). These localized
applications demonstrate how Bulgaria’s reference budgets foster evidence-based policy interventions by
pinpointing the precise needs of different populations. In doing so, they enhance the effectiveness of social
programs and further align the country’s welfare architecture with broader EU guidelines, emphasizing not
only income sufficiency but also equitable access to essential services.

Reference budgets are particularly useful for highlighting and addressing regional disparities in living
standards and social inclusion, especially in countries like Bulgaria where the gap between urban and rural
areas can be pronounced. In Bulgaria, these disparities are further magnified by the uneven economic
development across different regions. Rural areas, particularly in the northwest and some mountainous regions,
tend to have higher rates of poverty and social exclusion, while major cities like Sofia and Plovdiv benefit
from more dynamic labour markets and better service availability. By accounting for these differences,
reference budgets allow social assistance schemes, minimum income standards, and housing subsidies to be
tailored more closely to local costs, ensuring that individuals in marginalized or remote regions have a better
chance of meeting their basic needs.

3.3. Challenges in the Application of Reference Budgets in Bulgaria

The construction of reference budgets in Bulgaria faces several limitations, primarily due to data gaps,
political obstacles, and limited resources. One major challenge is the lack of reliable and up-to-date data on
the cost of living, which is crucial for developing accurate reference budgets. While national surveys conducted
by the National Statistical Institute (NSI) and EU-SILC offer valuable information, they often lack the
granularity needed to capture household-specific nuances such as non-cash transactions or subsistence-level
production, especially in rural areas. This creates inconsistencies in official poverty estimates and complicates
efforts to build comprehensive reference budgets that account for both income and expenditure patterns.
Moreover, insufficient funding and institutional support can hinder the frequency and scope of data collection,
leading to outdated figures that no longer reflect rapidly changing economic conditions.

Accessing accurate data in rural or marginalized communities in Bulgaria is hindered by several
interrelated factors, including inadequate survey infrastructure, cultural and language barriers, and higher rates
of informal economic activity that often go unreported. Insufficient transportation and communication
networks can make it difficult for researchers to reach remote areas, leading to underrepresentation of these
communities in national surveys. Additionally, a lack of trust in official institutions may discourage households
from disclosing financial information, further skewing data accuracy. The result is incomplete or outdated
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information on expenditure and living costs, ultimately constraining policymakers’ ability to design targeted
interventions for those most in need.

Political and institutional obstacles to adopting reference budgets in policymaking often stem from
bureaucratic inertia, competing policy priorities, and limited administrative capacity. In Bulgaria, for instance,
political actors may prioritize short-term economic policies over long-term social investments, leading to
insufficient funding and support for reference budget initiatives. Moreover, fragmented institutional
responsibilities and a lack of coordination between national and local government agencies can impede the
integration of reference budgets into social welfare programs. Even when policymakers recognize the value of
such budgets, limited resources and divergent agendas can result in delays or partial implementation, ultimately
constraining the potential of reference budgets to guide effective social policy reforms.

Public opinion and political will are crucial determinants of whether reference budgets become
institutionalized within social policy frameworks. When the public strongly advocates poverty reduction and
social inclusion, political leaders are more likely to prioritize the development and adoption of reference
budgets. In contrast, where other policy concerns dominate, government bodies may not allocate sufficient
resources or attention to data collection, expert collaboration, or policy implementation, thus hindering the
systematic use of reference budgets.

Societal attitudes toward social welfare significantly influence how reference budgets are perceived and
adopted, particularly in post-communist contexts like Bulgaria, where the state’s role in supporting citizens
has evolved markedly since the transition to a market economy (Tsenkova, 2018). Public support for stronger
social safety nets can encourage policymakers to prioritize reference budgets, viewing them to secure broader
well-being and social inclusion. However, cultural factors such as skepticism toward government interventions
or a preference for individual responsibility may impede the widespread acceptance and use of reference
budgets. In addition, regional differences in living costs and societal norms can foster divergent views on what
constitutes a “socially acceptable standard of living,” complicating efforts to design uniform reference budgets.
These cultural and attitudinal dynamics underscore the importance of participatory methods and transparent
communication when implementing reference budgets, ensuring they resonate with the public’s diverse
expectations and values.

4. Conclusion

Reference budgets have demonstrated significant importance in the modernization of social policies in
Bulgaria, particularly regarding poverty reduction and social inclusion. Their implementation has facilitated a
more comprehensive understanding of income adequacy and actual living costs, thereby informing strategies
to address socio-economic disparities. While Bulgaria has exhibited progress in the implementation of
reference budgets, persistent challenges - such as limited data availability, inconsistent political support, and
substantial regional inequalities - emphasize the ongoing necessity for methodological and policy-level
enhancements.

A standardized, transparent framework for constructing reference budgets is imperative for ensuring that
social welfare programs accurately reflect both regional cost differentials and broader social participation
requirements. Enhancements in data collection, particularly in rural and marginalized communities, would
further enhance the precision and relevance of these budgets, as would their comprehensive integration into
policy formulation processes. Future research should encompass longitudinal studies on the impact of
reference budgets on poverty alleviation, cross-national comparisons within the European Union, and analyses
of how emerging technologies can enhance the efficiency and precision of reference budget methodologies.
By reaffirming the significance of reference budgets and continuously refining their implementation, Bulgaria
can more effectively address evolving socio-economic challenges and foster a more inclusive welfare system.
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Jururannara Tpancopmanus ce CBbp3Ba ¢ HOBU LIGHHOCTH, MPAaKTHUKA U U3rpaXkJaHe Ha CTPYKTYPH I10
orpenesieHd (YecTo pa3fiMuHU OT YCTAaHOBEHHUTE IOTYK) MpaBuja. bU3Hec MHOBaUMUTE OT CBOSI CTpaHa
HachbpyaBaT CHOACISIHETO Ha Te3W LEHHOCTH, BT BbpPXY MpeanpueMadeckure ousHec mopenu. Ilo To3u
HAuWH ce 3aJBIDKBA €Ha MPOMSIHA, KOATO TpsOBa Aa JOoBeAe A0 YCTOWYMBO OOLIECTBO, KBAETO Taka
aKTYaJIHUTE JHEC KOJIOTUYHH, COLUATHY 1 ynpasieHck kputepun (ESG) craBat B3MOXKHOCT 32 MO-I00BD
’KHMBOT ¥ BOJIAT 1O MKOHOMHYECKHU pacTek. Hayunu myOumkanny 1 U3ciIeIBaHus OT MOCJIEAHUTE IBE TOAUHH
MOTBBPIK/IABAT 3a MOPEIEH BT MOJOKUTEIHATA BPb3Ka MEXIY AUTUTAIH3ANMA U YCTOWIHBOCT, HO U TIPH
YY4acTHETO Ha YHHUBEPCHTETH M HAyYHH WHCTUTYTH B pa3BUTHETO HAa YCTOWYMBH W JAWTHTAIHU
HpeANpUeMadecKH HIeH.
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MHOBALMHTE W IPEINPHEMadecTBOTO BPXY KHUBOTA B HamIeTo o0mecTBo? Kak ce mpoMeHs HCTOpUATA U KaK
1a 0OSICHUM SICHO Ha XOpaTa, Ye HOBaTa TaKaBa TPsiOBa Ja € HAaHCTHHA 1T0-100pa 3a TIX, 32 KA4eCTBOTO UM Ha
YKUBOT, Y€ TIOJI3UTE ca TIOBeYe OT 3aryonre?
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IlenuTe Ha Y croitunBo pazsutHe 10 2030 r. cnopex urana Ha OOH 3a Tparcdopmaliis Ha CBETa U3BEXK 1A
17 ronemu nienmu. KM T5x ce odopmsT HOBU 169 mo-KOHKpeTHH 11ein ¢ 232 WHAUKaTopa 3a u3nbiHeHue. 103
OT KOHKPETHHUTE IIeM MoraT Ja ObJar peanwsupaHu OiarofapeHne Ha AWTHTAITHU PEUICHHsS, CIIOpen
I'mobGannara ManmmaTuBa 3a Y CTOHYHBOCT.

EnnoBpeMeHnHO ¢ ToBa, mpoyuBaHe OazmpanHo Ha 62 ctatmm B Scopus/WoS 3a mepuoma 2017-2022 r.
TBBP/IH, Y€ JINTICBA SICHOTa OTHOCHO edekTnBHOCTTa Ha T pemenusTa v M3M0A3BaHUTE OT TAX HHCTPYMEHTH
3a YCTOWYMBO pa3BuTHe. Jlopy BUpTyaaHaTa peaTHOCT WK TeMHA(UKanyaTa He MOTaT Ja aaaT ITbJIeH OTTOBOP
IO OTHOIIIEHHNE YCTONYMBAaTa Tpajicka MOOMITHOCT, OMa3BaHETO HA MOPCKUTE TEPUTOPHUHN WIIHA MTOCTUTAHETO Ha
HyJeBU oTIa b 1 ap. Ome mpe3 1992 r. Chio3bT Ha 3aWHTEPECOBAHUTE YUEHHU KaTo 9acT OT Macady3eTcKus
TEXHOJOTHYEH WHCTUTYT OTIIPaBs IHPBO TPEAYNpPEkACHHE 32 HeedeKTUBHATA B3aWMOBpPB3KA MEXKIY
TUTHTANHATA TpaHCc(pOpManus U yCTORIUBOTO pa3BUTHE. BTOPOTO MpemynpekieHne, OTHOBO Ha CHIHS CHIO3
uasa mpe3 2017 1. Karo ce MOAMUCBA M HApO4YeH JOKYMEHT OoT moBede oT 15000 mexmyHapomHu
n3cnenoBatenu. C HETo craBa SICHO, Y€ M3yYaBaHETO HA B3aMMOBPB3KATa EAMHCTBEHO UPe3 HAKOJIKO 00JIacTH
Ha W3CIEABAaHE-KOMIIOTHPHH W WHXEHEPHW HAyKH, €KOJIOTHsS, Ou3ailH (Hail-uecto) He OTroBaps Ha
MYJITHANCIUTUIMHAPHATA IPUPOJa Ha B3aNMOBPB3KaTa.

YecTo ce MPUIOMHS U IPYTO B3aUMOJICHCTBHE, @ UMCHHO Y€ BIUSHUETO BhPXY OKOJIHATA Cpe/ia CIOpe]
MaTemaTtnueckara ¢opmyia Ha Epiany um Xongpen ot 1972 r. 3aBucu oT Opos Ha HacEIEHHUETO, HETOBOTO
OXOJICTBO, OJIAarOCHCTOSIHUE M OT U3IOJI3BAHNUTE TEXHOJIOTUU. TEXHOJIOTHUTE, OT CBOS CTPaHA MMAT JIBE BAXKHU
HaIPAaBJICHUS 32 TCXHOJIOTHYHU UHOBAIIVH:

1. TexHOJIOTMY 32 YKCTA CHEPTHUS

2. 3kycTBEH UHTEICKT

U ako B mbpBOTO HAIIpaBJICHUE OLIEHKUTE 32 B3aMMO/ICHCTBUE Ca IIO-CKOPO MOJI0KUTENHH, TO 32 BTOPOTO-
M3KYCTBEHUST MHTEICKT Ca MO-CKOPO MPOTHBOPEUUBHU. Be3CropHO, N3KYCTBEHUST MHTEIICKT MOXE Ja ObJIe
W3IOJ3BaH 3a pellaBaHe Ha MPOOJIEMH CBBbP3aHH KaKTO C JMYHOTO OJarochbCTOSHUE HA BCEKU €IUH OT Hac,
Taka ¥ ¢ BBIPOCH Ha MEXAyHapoaHata nuruiomanus. [IpoyuBanus ot Haa 4000 myOJiMKanuu MocoYBaT, 4e
HU3KYCTBCHHUAT MHTCJICKT ITO3BOJIABA MMOCTUTAHETO HA KOHKYPCHTHO NPCAUMCTBO IIPpU OPraHrU3alluuTe B 80%
OT cIly4yauTe, KaKTO U BbBEXKJIaHEeTo Ha HOBU OusHec Moaenu B 70% oT cimydaute. BanuaHoct, qokaszartencTsa
Ha Te3W TBBPJACHUS MMa B MPOW3BOJCTBO, 3ApaBeola3BaHe, MAPKETHHT, MOJa, COLUATHN MEIHHU, CEJICKO
CTONaHCTBO, 00pa3oBaHue, eHEPreTHKA U JIp.

A B cienBammre JBe roguHu o4akBame W Haj 30% OT mpoayktuTe aa ObJAT Ch3JAJCHU 4pe3
WHOBaTHBHATa ()opMa 3a TPOJYKTOBO Pa3BUTHE Ha M3KycTBeHHS MHTeNeKT, GenAl (reHepaTHBeH M3KYCTBEH
WHTEJIEKT), IPUEMaiKK MpeAn3BUKATENICTBATa Ha PEryJiaTOpHaTa cpelia WM Ha MpaBaTta 1Mo WHTEJeKTyallHa
COOCTBEHOCT.

Mo 2030r. pazxonuTe 10 U3MOI3BAHE HAa U3KYCTBEH MHTENIEKT B CBETA IIE HAAXBHPIAT 15 MIp. ponapa,
HO e()eKTUTE BbPXY YCTOMYMBOTO Pa3BUTHE W Hail-Beue BHPXY BOIHHS OTIEYATHK BB BCAKA TOYKA 11O CBETA
ce ouakBa na OpgaT HeratuBHH. Camo 3a 2023T. ChPBBPHUTE B CBETA Ca M3MOI3BAIH 32 OXJIAXKTaHE BOJTHO
KOJIMYECTBO C 2/3 MO-ToNsSMO OT M3IMON3BAHOTO B meproAa Ha KoBua manmeMusita, a Bojara € eIuH OT Haii-
LIEHHUTE PECYPCH 32 YOBEUECTBOTO.

OueBunHO ,,/ICTHHCKHAT M3TOYHHK Ha MPOOJIEMUTE ca PEUICHHSTa - CIIOKOWHO MOXEM Ja IUTHpame
MHEHHETO Ha aMepukaHckus )xypHanucT Epuk Caapaiin. (Tomlinson, Torrance and Ripple (2023)

[IpoGiiemMuTe ¥ perieHusATa 32 YCTOWMYMBA Cpefla B YCIOBUATA Ha IUTHTAIHA TpaHC(oOpManus WaBaT B
€HO C IPOMSHATa Ha HACTOSIINTE TEXHOJIIOTUH KbM TEXHOIIOTUUTE Ha OBACHIETO, HE3aBIUCHMO OT aKIIEHTa B
OIIEHKATa: CIPSIMO Pa3XOIUTe WU CIPSAMO MPUXOANUTe/mon3nuTe. Hakon mpuMepn: Hal-4ecTo MPHIAraHusT
BapHaHT IpeJ Aujemara ,,ipodieM-penieHne’ e u me 0bae 3amsHaTa. [logxomsg mpumep Tyk € 3aMsiHaTa Ha
TBBPJINTE TOPUBA C BB300OHOBIeMHUTe M3TOYHUIN. Ha kakBo cme cBuaerenu nuec? [IpormyckuTe B mu3aiiHa Ha
JaJIeH TPOTyKT, HATIPUMED TPH TUIACTMACOBHUTE OMAKOBKH HIIM CHIIPOTHBATA Ha EKUIIA J]a C€ MMPOMEHU KbM
MOBeYe EKOJOTMYHOCT W Jia W3MOJ3Ba 3€JIEHW CTaHAapTH 3aBUCAT OT METOAMKATa 3a OICHSBAHE WU
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CBIECTBYBAIUTE TEXHOJIOTHH.

KakBo ocrapsime 3a B Opaeme? IlocturaneTto Ha OIarochCTOSHHE 3a OOIIECTBOTO B TPAHUITUA WU
MPEBPBIIAHETO HA OTHAbK B HETOKCHYCH, MOJIE3EH PECYPC 32 HOBO MPOM3BOCTBO IIIe 3aBHCH OT METOJMKATA
3a OLICHSIBAHE M OBJICIUTE TEXHOJIOTHH.

OO0sICHEHO TI0 TO3W HAYHH HE € SICHO Pa3rPaHUYCHO HUTO KbJE 3all0YBaT YIPABICHCKUTE PEIICHUS 3a
JIUTUTaTHa TpaHchopMmaius, HUTO KbJie MPUKIIOYBAT TEHJCHIIMATE B EKOJOTMYHATa, COIUaliHA |
WKOHOMHMYECKa YCTOHYUBOCT. 3aTOBA M JUTHTANHATA TpaHchHOpMaIns U YCTOWYUBOTO pa3BUTHE e ObIAT
Haif-Beve pe3yJiTaT OT JIUAEPCTBOTO B MPEAIPHUEMAYECTBOTO.

Hexka cera Bu mpencrass rpadguudo (Purypa 1) kakBo ce MoiydaBa MpH IMPETUTUTaHE/KOPENaIus 1o
KITIOYOBUTE TEMH 32 TUTUTATHA TpaHcopMmarys, ON3HeC HHOBAITUH U MPEIPUEMAYECTBO.

co-design digital twins

bibliometric review

digital entrepreneurship

business model
implementation strategies
economiegrowth
inngyation L
digital trapsformation s
. green wﬁon
e
digital ipnovation cooperation
% v Qpaatc
4 et
T &
business callaboration

W W

f}h VOSviewer

®urypa 1. Kopesranus no temure 3a JMTHTAJIHA TPaHcpopManusi, 0M3HeC HHOBAIINU U NMPeANPHEMA4eCTBO
Hzmounuk: Aémopvm, no oannu om Scopus

W3cnenoBaTencKusIT MU HHTEPEC Me HaKapa Ja rperjenam 0azara OT JaHHH B SCOpUs, [1a CEJIEKTHpPaM 3a
nocinenaute 10 TomWHW B HampaBlCHUATA HA KOH(MEPEHIUATA - WKOHOMHKA, OM3HEC aJIMHHHCTPAITHS,
KOMITIOTBPHH, COIMATHN HAYKH W BCHYKM 33/JaJleHO0 OT OpPraHu3aTOPHUTE IO TPHUTE KIIOYOBH TyMH
MyOJIMKYBaHUTE HAyIHH CcTaThM (pazbmpa ce ,,cmamo” pereHsupanu). llocneaBammsar ¢GuiITep Ha
CHOTHOCHMOCT KbM T€MaTa Il0Ka3a Hail-ueTeHnTe, Haili-4eCTO IIUTHPAHUTE aBTOPH MO TbP>KaBU WJIH 110 CTATHH,
HaH-TIOJNIE3HAUTE 32 U3cienoBaTenuTe cTaTni. DUHAITHOTO OTCABAHETO Ha 0KOJI0 40 HAYYHU CTATHH € TTOKa3aHO
ype3 T.Hap. Mpexa 1Mo ChbBMECTHMAa Cpella, BKIIOYBAIIA TPYMUpaHe MO OCHOBHH TEMH, TOPEIH TEMH,
HEZ0Pa3BUTH/TEMH OT HUIIATa ¥ TIepuepHN TEMH I TAaKWBa KbM KOWUTO BCE OIIIe MMa cJ1ad H3CcIIeI0BaTEICKH
HHTEpEC.

Hsakonko mymu 3a cMUCHIa Ha OMONMOMETPUYHHUS aHau3. [Ipu HEro 3aJb/DKUTENHO Ce Cra3BaT
CTaHJIapTH, OOMKHOBEHO TOBa ca ykazanusta Mera Anamu3 (IIPU3MA). Te3u yka3aHus 1mo3BOJISBAT Ja Ce
M3MOJI3BAT KIILCTEPHU OT 3aIUCHU KATO Ce MPEeMaXxHe aBTOMATUYHU JyOIIMPAHETO U CE OCHIIECTBU MPOBEPKa Ha
BCUYKH BKJIIOYCHU WIN U3KITIOYCHH Ty OJIMKAI[MK B 3aBUCUMOCT OT U30PaHUTE OT M3CIIEA0BATENS TPUYUHHU.

Wznon3Banute mybaukamuu B Scopus win WoS ca ceBMecTuMH cbe copTyepa VOSviewer, 3aToBa €
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CHITHO MPETOPHUUTETHO (IOPH 3aTBIDKUTEITHO) TE J]a ca Ha aHTIHICKU e3UWK. BHOJMOMETpUYHUAT aHau3
MO3BOJISIBA J1a CE BKIIOYAT BCHYKH JBPXKABH, KOWTO Ca W3CJICABANM JaJieHaTa TeMa, KOETO paslIupsiBa
reorpadckara MepcreKTHBA 3a Pa3ChKICHUS.

TemuTte, Ha KOUTO IIe 0OBbpPHA NOBEYE BHUMAHHUE JIHEC HE BKIIFOUBAT BCUYKH OT Ch3/1ajieHaTta Mpexa 1o
ChbBMECTHMa cCpela, a caMo HSIKoW. Te ca cBbp3aHu ¢ Jlururaaaure Oim3HAIM, JIUTHTATHOTO
npeanprueMadectTBo U 3eneHuTe uHoBalmu. Jlpyra tema e bubnuomerpuyHus aHanu3, KOSTO MHOTOKPaTHO
MPUCHCTBA B M3MOJI3BAHUTE TyOJIUKAIIMHY 110 TEMaTa JIHEC.

To3n CucremeHn mperie; B KOpelanuaTa: AWTATATHA TpaHCPOpManus-OM3HeC WHOBAMHM |
MpeIprUeMadecTBO Ce OKa3Ba KITFOUOB 32 Pa3ChXICHHUATA HA HAyYyHaTa OONIHOCT MPY aHAKN3 Ha yCTOWYMBATA
MPOMSIHA, MTOJIXO/IUTE 32 KOMYHHUKAIUS, KOMOMHAIUATA OT WH(POPMAIIUS, OCBINECTBIBAHETO HA CBHP3AHOCT,
WHBECTHUIMH U BCHYKO OCTAHAJI0, KOETO Upe3 BOJIU JIO YCIIEIIHN OU3HEC MOJICITH.

Upe3 OMOIHOMETPUYHHUS aHAIIU3 CE OTKPOHM CE€ CMH YECTO CPEIllaH M3CIIETOBATEICKH BhIIPOC- 3all0 ce
MPOBAJIS YECTO TUTUTATHATA TpaHchopmanus? Pe3yntature B muTeparypara ca celieKTHpaHH Ha OCHOBATa Ha
28 rogumieH meprona. Upes pasriieaHuTe MPAKTUICCKH TpuMepH riaaBHO Ha aBropu oT CAIll, Xomanmus,
Benukobpuranns, Urtanus u ['epmanus ce moTeppkaaBa, ue B 80% OT cioydaute MpoBaidbT Ce IBIDKU Ha
(akTopH, CBBP3aHH C:

1.HEMOAXOASIIM CTPATEruy M UAEH 32 HHOBALIWH,

2.ynpaBJeHUETO U CHIIPOTHBATA OT MPOMSIHA,

3.uH(pOPMALIMOHHUTE CHCTEMH M HECTIOCOOHOCTTA 32 KaJKyJIHpaHe Ha TOYHUTE Pa3xoIu

4.Hemo3HaBaHe HA TEHACHIMUTE B MHIYCTPUAIHUS CEKTOP M MPUCHLINTE MY TEXHOJIOTHH

Haii-yecto cpen daxrtopute Ha TpoBaj ce MOBTaps ciabaTa KOOpAMHALMS B OpraHW3alIOHHATA
CTPYKTypa, KOMyHHKalMsATa MEXKIY XopaTa B €KWIa, TsXHaTa KylATypa W NoBeaeHue. J[pyr moBTapsiy ce
(hakTop ¢ U300PHT Ha IPElIHA TEXHOJIOTHs 3a OusHec npouecure. (Oludapo, Carroll and Helfert, 2024)

TouHo Te3u pakTopu MOCOUYBA B CBOE KOMIOHUKE, Y€ N30srBa MPU MOJArOTOBKATa HA HOBUS CH HMPOIYKT
3a ,mHTenurenTen kemmep UltraComfort 6000 ¢upmara Teleco Group. Ts pa3paboTBa MHOBaTHBHA
KIMMaTUYHA CHCTEMa 3a Kemrepw, o0opyIBaHM ChC CrbBaeM MOKpuB. Cucremara € ¢ 5 Kr mo-jeka OT
KJIACHYCCKUS MOKPUBCH KIMMATHUK U MOXKEC 1a CC€ U3I0JI3Ba U KaTO HArpeBaTeJI. Ts cniectsiBa BUIUMO MSCTO B
MPeBO3HOTO cpeacTBo. Upe3z wi-fi Bpb3ka MoXe /1a ce yIpaBisBa AUPEKTHO OT IUIaXKa, MMa CUTHAIM3ALUs
MpU eBeHTYya Ha Kpaxx0a. MOHTaXbBT € CbBMECTUM C BCHYKH aBTOMOOWIIHM Mapku. B kpast Ha M. aBr'yCT Ta3u
roguna UltraComfort 6000 nedenu repmMaHcKaTa Harpaaa 3a MHOBAIIHU.

Ha cnengpamo mscro 0mx mckana na oObpHa BHUMaHWE Ha BpPb3KaTa MEXIy KuOep W QHU3HYEeCcKOTO
MPOCTPAHCTBO, KBIETO ce HamecBaT Jurntamaure OnuszHany. Ha Tsx HayyHaTa OOLIIHOCT 3amo4Ba Aa o0pbIla
no-cepro3no BHuManue cien 2017 r. (Barata and Kayser, 2024) Jlurutamaute OJU3HAIM Ca CPAaBHUTEITHO
HOBa KOHIIETIIUS 32 AUTHTANIHA TpaHcopMalis Ha OCHOBAaTa Ha TPOTHO3a U cCUMYyJanust. Te ca Hepa3puBHO
CBBbp3aHM ¢ VI3KyCTBEHUS MHTEJICKT U C TPAIUIIMOHHUTE TEXHOJOTHH KaTto VHTepHeT Ha Helllata, AHAJIU3 Ha
ronemu 0a3u ot manHu, OOorarteHa//lobaBeHa peamnoct u ap. [lurnrananTte ONMM3HAIM IIPEICTABISIBAT
nyOnuKar B peaiHa cpefa Ha (U3WYECKH MPOIYKT 4Upe3 IUTHTadHa Bepcus (Ho moBede or 3D  momen).
JlurutaiHuTe ONMHM3HAIM JIOKA3aHO TIECTAT BPEME M PECYPCH, 3alllOTO MPH TIX UMa MOBEYe CHMYJIAIMU U TIO-
MAaJIKO MIPOTOTHITH, KOETO € U (prHaHCOBO mo-u3roaHo. [loTBbpikneHue unsa ot npumepute Ha General Electric
(GE), Siemens, BMW, Unilever u MHOTO 1.

JlurutanHuTe OMM3HALM y4acTBaT MOCTOSHHO B cumynanuute Ha HACA, HO ca B IBIT KbM KphroBarta
WKOHOMHKA W yCTOWYMBOTO 0OmmIecTBO. M Kkorato cTaBa BBIIpOCa 3a KayeCTBOTO HA KHMBOT Ha XopaTa-
JUTUTATHUTE OJIM3HAIM ca 0COOCHO MOJIC3HH B 3/[pAaBEONAa3BaHETO U B Ch3J]aBAHETO HA CIICHAPHH 32 TOBA Kak
Ce pearupa Ha ONpEJeNICHO JICUCHUE, HAaIpUMep KIIeThYHATA Tepanus. Hay4yHo Toka3aHo e, e ako CTENeHTa
Ha JMTUTATH3AIUS B JaJIeHO O0IIEeCTBO n3ocTaBa ¢ 1-3 % OT CBETOBHHTE TEMITOBE HA Pa3BUTHE CE BIIOIIABA
BB3MOXKHOCTTA 32 KAUECTBEHO JICUCHHUE.

Ot JlurutasHute OJNIM3HAIIM CE€ OYAKBA IMOCTUTAHETO W HA MOJOXKHUTEIHU PE3YNTaTH B Pa3IvYHH
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reorpaCKH TOYKH B JBJITOCPOYCH BPEMEBH XOpPWU3OHT. Hampumep, ako MoOIIEHCKA KOMITaHUS HMa
€THOBPEMEHHO HaMaJIeH 00eM MrcMa M yBeIndeH 00eM KOJIETHH MPaTKH, ONTHMHU3APAHETO Ha PETHOHATHATA
Mpeka MOXe J]a C€ OCBINECTBH 4Ype3 IIbpPBOHAYATHA PEIIMKAa W TOCJENBAIlN CUMYJAINH 33 Pa3InIHA
CIEHapUH C JaHHMA 3a 00eM MHCMa W KOJETH, W3IMOJ3BaH BWI TPAHCIOPT, YECTOTa HA HW3IIOJI3BaHE Ha
MPEBO3HOTO CPEICTBO, IMPOMBTYBAHO PA3CTOSHHE HA JIeH W MHOTo Jpyru. M Taka 1mo OTKpuBaHE Ha
MTOIXOAIIATA CTPATETHS 32 BCEKH (DIIIMAN HA Ta3H MOIIEHCKA KOMITaHHS.

W3y4yaBaneTo ¥ aHaJIM3UpaHETO HAa BB3MOXXHU CIEHAPUH B pa3IUYHA HWHIYCTPUU € HE CaMo
MpearprueMadecko, HO ¥ HAy9HO MPETU3BHUKATENICTBO.

Hayunara obmHocT € o0erHeHa OKOJI0 MHEHHETO, Ye Upe3 H3CleBaHe Ha MPUpoJaTa Ha JUTUTAITHUTE
ONM3HAIM MOXe J1a C€ Ja/ie OTTOBOP Ha TMOHE TPH KIIIOYOBH BHITPOCA!

1. C xakBO MCKaMe Jla CM€ Pa3InIH OT KOHKYPEHTUTE HU?

2. Kak ma qudepenimpame 1 IpOMEHUM HaIus Ou3Hec?

3. Kak ma oTKpreM MOIXOAIINTE 3a HAIIMS OM3HEC MazapH, KbACTO Aa OBACM 3abIKUTEITHO JIHICPH?

Karo npencrasuren Ha HayyHa crienMaHOCT ,,CBETOBHO cTomancTBo 1 MUO™ 3a MeH Oe nHTepecHo 1a
pa3zbepa ITOKOJKO TOJEMHTE TEMH Ha HAIIETO ChBPEMHE Ca CBBP3aHU C KIIOYOBHTE AYMH Ha HACTOSIIATA
KOH(pepeHIusI.

lonemure TemMu pa3bupa ce BKIIOYBAT BOWHATa MExIy YkpaiHa u Pycus, xonduukra B [a3a,
oexannure, n3dopure B CAILl, mpomenute B EK u nonmutukara Ha EC, ponsra ma Kutaii B cBeTOBHaTa
nKoHOMHKa ¥ T.H. OKa3Ba ce, 4e N3CIeJBaHNsATa CBbP3BAILH KIIOUOBHTE AYMH Ha KOHQEPEHLIUSATA H TOPELIITE
TEMH ca CHOpaJHyHH, Ha MPAaKTHKa MOYTH JUMCBaT. M ToBa € HOBO MPeIU3BUKATEIICTBO 32 HAC, HAYYHHTE
PabOTHHUIIH.

Bce mak eqHa Tema nomajia ycrenrHo BB (OKyca Ha pa3ChKACHUATA THEC- IPEeANpHeMadecKuTe UaeH
Ha OexaHuute. TemaTa ce oOKa3Ba MHTEpECHA NPEAMMHO 3a EBPONCHCKH, a3MaTCKU M aMEPUKaHCKU
nzcnenosatenu. Hag 80% oT HayuHHTe MyOMMKalMK ca TIOCBETEHH Ha COLMATHHUTE MPEANPUEMAUecKu UIeH
Ha OexkaHuute, okono 20 % ce cBBp3BaT YCTOHUMBH HIIEH 3a MpeanpuemMadecka AedHocT u easa 4 % ca B
cdepaTa Ha JUTUTATHOTO MPEINPUEMAYECTBO.

Heka npunomuum, ue nuec Hag 108 MIIH. AyIIU 1O CBETA KUBEST U3BBH POJMHATA CH, OT TAX 35,3 MIIH.
nymu ca o0siBeHu 3a Oexaniu (camo 3a nepuoja 2022-2023 r.). Ot tax Hajx 40% ca Ha Bb3pacT Haj 18 roauHu
W MIMaT BB3MOXKHOCT J1a Pa3BUBaT HJEH, CBBP3aHH U C MPEINPUEMadecTBO HA MECTaTa, KbJIETO Ca MOTHPCHIN
yoexuiie.

Kakbp Tun npeanpuemauu ca Oexannure? [loemanim puck 1 caMOMOTHUBHUPAIIH ce ca ycrneX. Takusa ce
OKa3Ba, ue ca B CTPaHUTE, KbAETO ca MoThbpcuiin yoexkuie B EBpona- BennkoOpuranwus, ['epmanus u [Benust.
(Avelar et al., 2024)

Bce ome nuncBar u3cieaBaHus 3a TOBa Jaiu OeXaHIUTE- MpearnpreMadd Morar aa ObaaT Apyr TUM
YCHEIIHN TpeIpreMadyn- THOBATOPH, BU3MOHEPH U T.H. BEposATHO € BBIIPOC Ha BpeMe Ja ce IMyOIuKyBaT
MoT0OHY M3CIIEABAHUSA, KOUTO TPSOBa Ja MOMBIHAT TeOpUATa U ¢ (pakTopHTe, KOUTO MOTHBHPAT OEKAHIINTE
Jla 3aTI0YHAT CBOW OM3HEC.

Cropen HSKOM OpraHm3anvd, B T.4. EBporefickata Mpeka OT >XKMBH ITa0OpaTOpUH CaMUTE >KHBH
mabopaTopru MOTaT fja ObIaT MOIXOIAIN0 MSCTO 3a TeHEpUPaHe U HachpUyaBaHe Ha PEIPUEMaYeCKUTE HIEH
Ha OexxaHiuTe. Te3n MecTa 00ennHABAT Tpaxknanu, aptuctu, UT cenmanucti, Ou3HecH, IpecTaBUTeTH Ha
MyOTUYHUS CEKTOP M MHOTO APYTH 3a€IHO, 32 JIa C€ pa3rbpHE MOTEHIIHAN, UIeH U C€ M3IMO0J3Ba MOIXOISII
WHCTPYMEHTAPUYM, METOMOJIOTHSA, TEXHOJOTHH C OTJIe[] Ha IMOAXOJII OTTOBOP HAa OINpPENSICHH JIOKATHH,
PETHOHAITHY WU TII00aITHU TIPEAN3BUKATEIICTBA.

Omie eqHa TeMa, KOSATO C€ OKa3Ba JIBUTATE] BB B3aMMOBPB3KaTa MEXAY IUTHTAIHA TpaHChopMaIus-
OWM3HeC MHOBAIMH U TIpeAnprueMadecTBo. Temara 3a 3eJeHnTe HHOBAINH.

HaydanuTe myOnukanuu MOTBBPIKIABAT CelHATa 3aKOHOMEPHOCT: KOJKOTO ITOBEYE C€ WHBECTHPA B
3eJIeHM WHOBAIlMM TOJIKOBa MO-Obp3a craBa OWTHTanHata TpaHcopmamus u obOpatHo. ToBa He Boam
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3aIBIDKUTEITHO 10 M00pO CHTPYAHUYECTBO C APYTH 3aMHTEPECOBAHHM CTPaHU, HUTO Mpeaonpenens Ousnec
MPEICTaBIHETO KATO YCTONYNBO, 3€TICHO.

AKo obaue 3efleHUTe HHOBAIMY U JUTUTATHUTE HHCTPYMEHTH €a B PhIETe Ha (PUPMH, IPUEITH CTAaHAAPTH
3a €K0JIOrOCHhOOPA3HOCT, OYaKBAHUATA 32 YCTOWYHMBO MPEAPHUEMATIEeCTBO HAPaCTBaT.

IIpoyuBane Ha YHuBepcutera Puitnuar ot 2023 r. mocousa, 4e camo 3a TOCIEIHUTE TPH TOIUHHU dpe3
M3KYCTBEH MHTENEKT (UPMHUTE 32 PUCKOB KaIllMTaJl ca MHBECTUpATW Hax 1.7 Mipa. mpomapa B HOBH, 3€JI€HU
MPOAYKTOBHU PEIICHHUS.

IIpumepuTe 3a 3eJIeHHM WHOBAIlMA Ca MHOTO W B Hail-pasznudam oOmactm: oT Apple mo Tesla. Jopu
nerHocTTa Ha (hoHmamuaTa Ha Kperoa nkoHomuka Ellen MacArthur ce onpenens 3a B 3eleHa HHOBAIIHS.
Bce moBede ca u craptupammre dhupmu, mo nmogodue Ha Circularity (cp3magena B Mumano npes 2018 r.),
KosATO OJaromapeHne Ha CBOSITA MUTHTAIHA IaTgopMa 3a MPEeBpbhIaHe Ha OTHAABIUTE B HOB MPOAYKT JHEC
pabotu ¢ Hax 30 000 moTpebuTens U MMa CTpaTeTHIECKO MAPTHHOPCTBO C YTBBp/IEHAaTa Ha mazapa ¢pupma 3a
MIPOM3BOCTBO Ha YUCTH TeXxHOornu Innovatec. EnHa ot cdepure ma AeHHOCT € TprokaTa Mo HaMmajsBaHe Ha
xpanuTennuTe otmanpiu. [lo mogodme n Ha mapyra rardopma Too good to go ce mpuiaraT TUTHTATHA
WHCTPYMEHTH CHPSIMO BB3MOXXHHUTE CTPAaTerMHd 3a HaMalliBaHE Ha XPAHUTENHATE OTHAABIHN, B T.4.
cboOpassiBaHe ChC CPOKa Ha TOAHOCT, MPENOPBKHU 32 OTCTHIIKH, IPELICHKA 32 JIOKALUATa Ha HOTPEOUTEIICKUTE
nasapu, JapeHus U Jp.

Jopu npu mpou3BOACTBOTO Ha KMJIMMH U MOJOBU HACTHIIKH UMa (PUPMH C YCTICIIHU 3€JI€HU HHOBAIINH.
®upma Interface ctaptupa cBos wHHMLIMaTHBA ,,MucHA HyJa™ 3a €ITUMHHUpPAHE Ha BCSKO OTPHUIIATEIIHO
BB3ICHCTBUE BBPXY OKOJIHATa CpeAa KaTo pa3paboTBa BBIVIEPOAHO-OTPHULATETHH KWIMMHH IUIOYKH,
W3MON3BANKN pPEUUKIMpaHd MaTepualii W BH30OHOBsieMa €HEprus B MPOU3BOACTBOTO. Interface cum
CBHTPYAHUYU C OpraHu3anuu Kato JIOHIOHCKOTO OOIIECTBO MO 300JI0THS M CHOUpa W3XBBPIIEHH PHOOIOBHH
MpEXH OT KpaOpe:KHUTE OOLIHOCTH KaTo TH PEUUKINpPa B KUIUMH. TOBa MapTHHOPCTBO HE caMO HamalsBa
3aMBPCSBAHETO HA OKEaHa C IlacTMaca, HO U OAKPENsl MECTHUTE HKOHOMHUKH.

JoknanbT 3a BIMAHUE BBPXY OKOJHATa cpela I[MOCOYBa, 4e (upmara MOCTHra MOCTIKEHHS TMPH
HaMaJsiBaHEeTO Ha BBITICPOJHMS CH OTIIEUaThK ¢ Hag 95%. W ¢ Bcekn M3MHMHAI IOKIIa]] BCE MO-MaJIKO Ha Opoi
ocTaBaT Hen3mbIHeHUTe Llenn 3a ycroitunBo pazsurue 10 2030r.

Temata 3a aururanHata Tpanchopmanus, OU3HEC MHOBALMUTE U IMPEIIPUEMAadecTBOTO OE3CIIOPHO €
MHTEPIUCIMIUIMHAPHA. 3aTOBa Ca HEOOXOJUMH KaKTO SICHO (OpMyiHMpaHM KPUTEPUHM 3a OICHKA B Ta3u
MHOT'OTUTACTOBA KapTHUHA, TaKa U IIOBEYE KOJIMYECTBEHHU U3CIICABAHMS 32 BCEKH €JIEMEHT 110 OTACITHO, ¥ 3aeTHO.

Statista, CBeroBHara 6anka, OMCP, EBpocTaTt noibpKaT v CbC CUTYPHOCT III€ MOMBJIBAT 0a3a OT JaHHH
0 TeMaTa B 10J13a Ha U3CJIeIOBATENINTE, 32 [Ia Ce MpeoIoiee ,,eMOpHoHaTHaTa ‘(Cope ] HAKOU CIISIHaTUCTH)
(1)333 B MPUJIIOKHUTC MATEMATUKO-CTATUCTUYCCKHU U3CIICABAHUA. C’leCCTByBaHII/ITC 6331/[ OT JaHHU npeajiarat
BB3MOYKHOCT 32 MHOXKECTBO KOpEJIAl[MH- MEXIY IeMOrpaCcKi JaHHH, Ia3apHa OTBOPEHOCT, NMpUIIaraHu
aJIMHHUCTPATUBHU TIOJXO/IH, ChIIECTBYBAIIIO JUTUTAIHO TIOBEICHUE U JIP.

[IporHo3am manHu codat, ye no 2030r. 3a pa3mpocTpaHEHHETO Ha JUTHTAIHATA TpaHchopMarus e
ObmaT otaeneHu 6mu3o 3.9 Tpun. monapa. KakTo craHa sicHO, qUTHMTaTHATa TpaHCGhOpPMAIHS Ce 3aBHKBA OT
KpHU3H, OT PUCKOBH CHUTYaIlMH, OT EKCTPEMHH yCIIOBHSI, OT KOHKYPEHIIUS U OT IMMOTPEOUTENICKO MmoBeneHue. T4
MIPENICTaBIsIBA CEPHO3HO MPEAU3BUKATEICTBO 32 MyONMMYHATa aJIMUHUCTPAIHS MO BT H KbM €JIeKTPOHHO
MPAaBUTEJNICTBO, TIOBEYE ENEeKTPOHHH Yyciayru. He ciydaiiHO ce mocodBa, 4Ye OOpH KadecTBOTO Ha
TJIacOTIOAAaBATENTE TI0 BpeMe Ha U300pH ce IpeoIpeiessl OT CTENEeHTa Ha IpeAJIaraHy JUTUTATHU YCIYTH.

Hannu 3a Hag 30 appxaBu U 4 peruoHa mokassart, uye 10 2031 r. Bce moBeue YHHMBEPCHUTETU U HAYYHU
WHCTUTYTH III€ y9acTBAaT B CHOMpAHETO W W3IOJN3BAHETO HA JIAHHW 32 WHAYCTPUATHHUTE TEHACHIUH B
muratanHata TpaHchopmaius. BepostHo ¢ ObpaemuTe W3CIeNBaHWSA 1€ C€ OYEepTasT W HOBHTE
KOHKYPEHTHHUTE MPEIUMCTBA B CH3/1aBaHETO Ha HEIIO0 HOBO M TEXHOIOTWYHO. BeposTHO 1mie ce oueprasT u
Pa3INYHU BPB3KH C APYTH KPEaTUBHU OOJIACTH HA 3HAHWETO KaTO TICHXOJIOTHS, COIIMOJIOTHS, KyJITypOJIOTHS H
T.H. I MHOTO pyru MHTEpIUCIMILTMHAPHU TeMHU 32 ipoyuBaHe. He TpsOBa na mpomyckame, e BCUUKH TE3H
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M3CIIC/IBAHUS, ITyOJIMKAITIH, JOKJIATH TPSOBa Ja ObIaT pa3dpanu OT 00IIecTBOTO. B Ta3u mocoka € moauTuKara
Ha OUMCP- pa3bupaeMOCT M KOOpAWHAITUS B IUTHTATHUTE TPOIECH Ype3 aHaIM3 Ha TOKa3aTelnHw 3a
JOCTBITHOCT, U3M0JI3BaHe, HHOBAIIMY, PA0OTHH MeCTa, a3apHa OTBOPEHOCT, JIOBEPHE.
ITo3BosieTe MU 1a IpeMUHA KBM HIKOH 0000IICHNS:
e AHAIM3BPT HA JAWTUTANHATA TpaHcPopMmalns, OW3HEC WHOBAIMATE M MPEANPUEMAadeCTBOTO IIE
MPOJIBIDKY Ype3 U3YYBAHETO Ha YCIICIIHUA TPUMEPH OT OU3Heca;

e ETHYHUTE W peryiaTopHu acleKTH, MEXKIYKYIATYPHHUTE Pa3Inyusl, HAIMYHUTE PECYPCH 3a IUTHTAITHA
TpaHcopMalus 1ie MPOAbIDKAT Ja ObJIaT BHUMATEITHO aHAJTU3UPAHU;

e KpaTKoCpO4HOTO, CPEIHOCPOYHO M IBITOCPOYHO BIUSHHEC HA JUTHTATHUTE TEXHOJOTHH BBPXY
YCTOMUYUBOCTTA I1Ie MPOIBIKABA JIa BBIIHYBA U3CIIEI0BATEIUTE.

Bcuuku Te3m TemMu ca yacT OT Trio0allHaTa pamMKa Ha TpOoyuyBaHUS B cdepara Ha JUTHTAIHATA
Tpancopmanus Ha obmecTBara. Ho € HeoOXoaumo na Obae AalieH OTrOBOpP M Ha HSKOW JIOIBIHUTEITHU
BBITPOCH, 3a J1a ObJAT NOITBIHEHU HIKOH MPOIMYCKH JIOTYK, 2 UMEHHO:

e KakBa cTparterus 3a AurUTaTHa TpaHCc(HOpPMAIKS U 3aIIUTa € Hal-moaxosma?

o [lo KakBH KpUTEpUH JIa yIpaBisiBaMe OM3HEC MOJEIH, 0a3UpaHu Ha U3KYCTBEH WHTEICKT?

e Kak na m3cnenBame ch3liajieHara Jjo0aBeHa CTOHHOCT OT JIUTHTAIHO MPEANPHEMadecTBO?

o Kak ma nmpuo6uum MCII B TemaTa 1 aHaJIM3UpaMe, HAChPYUM TEXHUTE KOMITCTCHITAN ?

o KakBo JiuIicBa o1iie B eKOCUCTEMATa MPeIIpUeMad-uHBECTUTOP-YHUBEPCUTET-TIPABUTEIICTBO, 32 J1a UMa

TT0JIe3Ha UTHTATHA TpaHchopMarws?
e KakbB JHIEpCKHM CTHJI Ha YIpaBICHHUE € TOJXOMAIl B HOBHTE PEATHOCTH HA JUTUTATHA
TpaHchopManysl B TII00aTHIS CBAT?

He Ha nocneHo MsCTO, HUAE WU3CIIE0BATENIUTE TPSIOBA Ja MOKAXKEM C HAIIUTE HAyYHW M3CIICBaHUS Ha
00IIIeCTBOTO, Ue TOBA HE Ca TEMU ,,3a MOS WM HeroBus 3aaeH aBop* (NIMBY), a ca TemMu, KOUTO ako ce
M3CIIeBAT MOTAT JIa 33]a/1aT HOBU ITOCOKH 3a paboTa, Jia pa3IupsAT XOPH30HTHTE MpPe] MPEANPHUEMavYeCTBOTO,
WHBECTHUIMHTE, J]a ObJAT TOJIE3HU 32 COIMATHO BKIIIOYBAHE, 3a MPEOI0JIsIBaHe Ha OCTHOCT U HEPABEHCTBO, 32
CUTYpPHOCTTa, ChTPYAHUYECCTBOTO, 3AIUTATA HA YOBEIIKUTE MTPaBa M YCTOWYMBOTO PA3BUTHE HA BCAKO CIHO
o011ecTBo.
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1. BbBeaenue

B nocnemnute necetwnetnss Ha XX B. W OCOOEGHO B TOAWHUTE CIIEA TOBAa IOBEUETO WKOHOMHKH
peanu3upaT npoliec Ha TpaHC(hOopMaIs, KOUTO BOAM JI0 TOBA, KOETO JHEC YECTO M3CIEAOBATEIINTE HApHUIAT
,,AKOHOMHWKa Ha 3HAHHETO". B ChBpPEMEHHUTE yCIIOBHS MO-MAJIKO CE pa3uynTa Ha (PU3UYCCKU BIIOKEHUS U
MPUPOJIHU PECYpPCH B MPOU3BOJCTBOTO, KATO aKICHTHT IMaja BBPXY MPOU3BOJICTBEHH IPOIECH, KOUTO CE
OCHOBaBaT Ha MHTEH3WBHU Ha 3HaHUs AcHHOCTH. OTIMYUTEIIHA YepTa Ha MOJCPHUTE BOJICIIM NKOHOMUKH ©
AKyMYJTHPAHUSAT YOBEIIKHM KalWTald U Ch3/aJicHaTa WHTEIEKTyallHa COOCTBEHOCT, KOUTO T€HEpUPaT BHCOKA
no0aBeHa CTOMHOCT ¥ CTUMYJIMPAT IMO-HATATHITHOTO PA3BUTUE HA MPEIITPHEMadeCTBOTO U HHOBAIUHTE.

B TO3M KOHTEKCT ,,3HAHHETO* € KIIFOUOB aCIEeKT OT MEXIyHapoJHaTa KOHKYPEHTOCIIOCOOHOCT Ha
ChBPEMCHHUTE MKOHOMHMKH, 0€3 KOWTO € TPYIHO Jia Ce Pa3BUBAT HE CamMO aO0COIIOTHH, HO M CPABHUTCIHU
npenuMctBa. [lopaau Tasw TNpUYMHA B HAy4yHATa JIMTEPaTypa IIOCTENICHHO C€ YTBBPAU TEPMHUHBT
,,KOHKypeHTOCcTIocOOHOCT Oa3mpana Ha 3HaHmeTo™ (knowledge-based competitiveness). I[locoueHoTo mMa
3HAYEHUE HEe CaMO 3a MPUBJIMYAHETO Ha MIPEKU YYKIECTPAHHN WHBECTUIIMH, HO H 32 Pa3BUBAaHETO HA MECTHHUTE
Bede ChIlecTByBammu nmpousBojacTea (Westeren et al., 2018).
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Uscnenpanmuara 1oKa3BaT, dYe 3HAHUETO KMMa  H3KIIOYMTEJIHO TOJSIMO  3HAUeHHE  3a
KOHKYPEHTOCIIOCOOHOCTTa Ha chBpeMeHHHTe Kommanuu (Majzel et al., 2023; Holsapple et al., 2015).
BnustHueTo obaue He € caM0O Ha MUKPOHHMBO. 3HaYCHHE MMa ISUIOCTHATA Cpelia 3a IpaBeHe Ha OM3HEC B elHa
WKOHOMHKA U pecypcuTe, KouTo ca HanuuHu B Hesd. Ctpanute B EC, Mexxay kouTo u bbirapusi, ca nocTaBeH!
O]l CEPUO3HUSI KOHKYPEHTEH HATHUCK Ha CBETOBHUTE Ma3apH W Pa3BUBAaHETO Ha MHTEH3MBHM Ha 3HAHUS
JICHHOCTH MMa BOJICINa POJIs 3a nevesieHeTo Ha nasapuu nosuiuu (Coveri & Zanfei, 2023; Grigorescu et al.,
2020). 3a cp3aaBaHETO HA MOTEHIMAJ B TOBA OTHOLIEHHUE JIOTHYHO € J]a C€ OTKPOU MSICTOTO Ha YHUBEPCUTETHTE
(Sum & Jessop, 2013), HO OTTOBOpPHOCTTa HE TMaja CaMO BHPXY TO3HM BHJ OPTaHU3AINH, a BbPXY BCHUKH
WHCTUTYLUH, 4Ype3 KOMTO CE€ IIOCTaBsl CEPUO3CH AaKLEHT BBPXY KIIOUOBUTE IEHHOCTH, B TOBa YHCIIO
o0pa3oBaHME, HayYHO-pa3BOMHA AEHHOCT, OUTHTAIM3aLUs, Pa3sBUTHE Ha MHGOPMALMOHHUTE TEXHOJIOTUH,
YCBBBPLICHCTBAHE HA KOMYHHKALIMOHHUTE CPEACTBA U HAa HH(GOPMALIMOHHOTO Pa3lpOCTPaHEHHE.

OcHOBHHAT (POKYC Ha HACTOALIOTO M3cienBaHe € bwirapus. Pa3ssusaneTo Ha Ga3upaHaTa Ha 3HAHUETO
MEXIyHapoJHa KOHKYPEHTOCIIOCOOHOCT HMMa OCOOEHO 3HAa4YeHHE 3a CTpaHaTa C OIJIe[d Ha rojsmara
OTBOPEHOCT Ha MKOHOMHKATa M MPUHOCA HA EKCIIOPTHO OpHEHTHpaHuTe npousBoactsa 3a bBII. OcHoBHuTe
THPrOBCKU NApTHBOPU, HO U KOHKYpeHTH Ha bwirapus ca crpanute ot EC. B TOBa OoTHOLIEHHE BaXXHO €
MSICTOTO M Ha OaJIKaHCKUTE MKOHOMUKH, BKIIIOUUTENIHO U Ha Te3u u3BbH EC karo 3anagnute bankanu, kouto
uMar CcBOM crenuduyeH IbT Ha pa3BUTHE IO CE€ OTHAcs A0 Oa3upaHUTE HAa 3HAHWETO AacleKTH Ha
nkoHommdeckara cpena (Radovanovic et al., 2024).

Wunexcwt Global Knowledge Index 3a 2023 (maii-akTyaiHUTe TaHHU KBbM MOMEHTA) Kiacupa bearapus
Ha 38-m0 Msacto oT 133 cTpanu. CTpaHaTa € Ha Hal-TIPeTHO MSCTO TI0 OTHOIIIEHWE Ha BUCIIETO 00pa3oBaHMe
(24-to MsIcTO) M TEXHWYECKOTO U TpodecHoHanHo obpazoBanue (35-to mscto). [lpu maPOpManOHHUTE U
KOMYHHKAIIMOHHY TeXHOoJoru# brirapus 3aema 42-pa mo3uius. Hail-HUCKO € KiTacHpaHeTo 110 OTHOIIICHHUE Ha
MpeyHUBEPCUTETCKOTO 00pa3oBaHKe, KbJIETO C€ HAPEXK/Ia Ha 63-Ta MO3UIIHSL.

2. MeToao010rust

C ornen Ha MOCOYEHOTO MO-TOPE, FOJSIMO 3HAUEHUE MMa aHTKHPAHOCTTA Ha paboTHATA chiia B cepure,
KOHMTO BOJST JIO MOBHINABAHE Ha MEXKIYHApOIHATa KOHKYpPEHTOCIIOCOOHOCT Oa3upaHa Ha 3HaHmeTo. [lo-
royiiMata aHra)KUPaHOCT MO3BOJISIBA MO-3aCUIICH NPOLIEC HAa aKyMyJIUpaHe Ha MPEeAMMCTBA, KOUTO Jia ObaaT
M3M0JI3BaHH OT MECTHUTE MPOM3BOICTBA B KOHKYPEHTHATA Ma3apHa 60pOa B MEXIyHapOICH IUIaH.

3a /1a ce HanpaBU KOHKPETCH CPABHUTEIICH aHAJIH3, € HEOOXOIUMO CIICIHOTO.

[TepBO, TpsIOBa 112 ce OMPECIT KIFOYOBH CEepH, KOUTO Ja ObaaT 00SKT Ha KOJHMYCSCTBCH aHAIU3.

BTopo, HY)XHO € J1a ce OCUTYPAT HaJACKIHH KOJHYSCTBCHHU JTAHHH, KOUTO JIa XapaKTepHU3upaT 3aeTOCTTa
B crierduIpanure chepu.

Tpero, HEoOXomUMO € na ce neduHUpa KOJMYSCTBEH M3MEPUTE] Ha KOHIICHTpAIMsATa, KOWTO Ja ce
MPUIOKH Ha Oa3ara Ha JaHHHTE.

YeTBbpTO, TpsIOBA /1 C€ MPUCTHIIM KbM KOHKPETHOTO U3YMCIIABaHE HA HHIUKATOPHUTE.

[Tero, Ha ocHOBaTa Ha pPe3yJTaTHTE BeYe MOXKE Jia Ce MPEMUHE KbM M3BEXK/IaHE Ha XapaKTEPUCTHKUTE U
0COOCHOCTHTE, CBbP3aHU C OBJIrapCKaTa MKOHOMUKA B CPAaBHUTEJICH ILJIaH.

[Togxomsima BB3MOXKHOCT Jla CE€ peanu3upaT WIbPBUTE JBE CTBHOKKA JgaBa ,,CTaTUCTHYECKaTa
KyacupuKanus Ha WKOHOMUYECKUTE neiiHocTh 3a EBpormetickata o6muoct (NACE) npunarana B EC.
AxryanHata Bepcus Ha knacudukanusata e pesusupaHara NACE Revision 2, BpBemeHa Ha 0Oa3zaTa Ha
Pernament (EO) Ne 1893/2006 na EBponeiickus napinament 1 Ha CpBeta oT 20 nekemspu 2006 r. B Hes e
obocobena cekuust J ,Information and communication® (,,IHdpopmanus u xKoMyHHKauusa“) u cekuus P
»Education” (,,00pa3oBaHue ), KOUTO OTIOBAPAT HA M3UCKBAHETO IO-TOPE 3a KiI04oBHU cepu. Ha Oazara Ha
Tas3u knacudukanus EBpocTar myOnMKyBa KOHKPETHH JTaHHHU 3a OTHenHuTe cTpanu B EC, xaTto u 3a HAKOU
JPYTH eBPOICHCKU NKOHOMUKH. TOBa ca JaHHUTE, KOUTO I ObJaT U3MOJI3BaHH B HACTOSIIIOTO U3CIIC/IBAHE.

IMoaxomsnn KOJMYECTBECH WU3MEPUTEN Ha KOHIEHTpamusATa € T. Hap. ,,JJOKAIHOHCH KOe(HIMeHT Ha
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KoHLeHTpanusa“ (location quotient). B KOHKpeTHMS Cllyyaii H3UHCIABAHETO My 3a CTpaHa i 3a epuof t (LQ; ;)
BKJIIOUBA: OpOsl HA 3a€THTE B JlaJieHaTa KIFUoBa cepa B HKOHOMHKA 1 3a IEPHOL t (E,f ;); Opost Ha 3aeTuTe B
[sIaTa IKOHOMHKA 1 32 TIepron t (EtT_ ;); Opos Ha 3aeTHTe B JazeHaTa KiIo4yoBa cepa B CTpaHATa WICHKA Ha
EC j 3a nepuon t (Eg ;); Oposi Ha 3aeTUTE B IsUIaTa HALMOHAIHA MKOHOMHUKATa Ha cTpaHara wieHka Ha EC j 3a
nepuon t (EtTJ-).
27 27
Loy = (ES/EL) /| DS | ) EL
j=1 j=1

Uzcnensanero e ¢okycupano Bepxy bwarapusi (BG), HO B cpaBHHTeNeH IiaH. [lopamu ToBa mpu
W3YHCIICHUATA 1€ OBbJAaT OTKPOSHH OLIE HIKOJIKO BaKHH cTpaHu. ['epmanus (DE) me Obae BKIIOYEHA KaTo
Hail-ronsaMaTa HanroHai Ha nkoHomuka B EC. JlrokcemOypr (LU), oT apyra cTpaHa, 3aeMa mbpBo Msicto B EC
o orHoieHue Ha mokasarens BBIT (ITTIC) na rmaBa ot HaceneHuero. Thi Karo CPpaBHEHHETO € CIIPSMO
Bwarapusi, uaTepec mpencraBnsBaT M OankaHCKuUTe cTpaHu. PymbHHS (RO) € HMKOHOMHKATa, KOATO ce
puchennHu 3aeaHo ¢ bearapus ksM EC, a Cepbus (RS), Makap U ChC CTAaTyT Ha CTpaHa KaHAWIATCTBAIIA 3a
wreHcTBo B EC, Bce oriie e m3BBH HETO.

ITo oTHOIIEHNE HAa BpeMeBaTa pamMka, TOCIeIHUTE TaHHH KbM MOMEHTA ca 3a BTOPOTO TpumMeceuune (Q2)
Ha 2024 1. AKO Cce HalpaBy aHAIM3BT 00ade caMo BEPXY €IHO TPUMECEUHe, € Bh3MOKHO Ja UMa H3KPHUBSIBaHE
Ha pe3yNTaTUTe Mopaand HATMYAETO Ha Ce30HHM (hakTopy B MKOHOMHKHTE. [lopamn ToBa MHIMKATOPHTE IIIe
ObIaT U3YNCIICHH U 32 TIPEIXOTHOTO ITbpBO TpuMeceuwe (1) Ha ToauHATA.

[IpencraBsHeTo Ha CTOWHOCTHTE CIEJ KaJKyJIWPaHETO MM H3WCKBa 3akpbrisiHe. C 1enm neTaiimHa
CPaBHHMOCT 3aKpBITISTHETO III€ CE U3BBPIIIBA IO TPETHS 3HAK CIIE]] IeCeTHIHATA 3areTasl.

[Ipu TBIKYBaHETO HA PE3YATATUTE OT UIUHCICHUETO HAa CTPAHOBUTE KOS(HUITMEHTH € HEOOXOAUMO J1a Ce
B3eMarT MPEeIBU/I CIETHITE 0COOCHOCTH Ha TaKa KOHCTPYUPAHUS JIOKAIIMOHEH KOS(UITNEHT Ha KOHIICHTPAITHSL.

¢ Ako naznen crpaHoBu koepunueHnt LQ, ; = 1, ToBa moka3Ba, 4e paBHUIIETO Ha KOHLEHTPAIUA B Ta31

WKOHOMHKa € paBHO Ha paBHHUIIETO 32 EC kaTo 1so.
e Axo LQ:; > 1, koHIeHTpanuaTa Ha 3a€TOCTTa € MO-BUCOKaA OT odmara 3a EC.
e Crpanosu koepunuenT LQ;; < 1 e cBUIETENCTBO 3a 1M0-Caba KOHIEHTPAIMS M aHTQKUPAHOCT Ha
TPYIOBH pecypcu cipsmo Tazu 3a EC.

3. PesyaraTu u aHaau3

WzuncnsBaHeTo Ha KOHIIGHTpalusTa 3a ObJITapckaTa WKOHOMHKA [0 OTHOIIEHWEe Ha cdeparta
LHAHbopmarmsa 1 komyHukanws (/C) naBa CIICHUTE Pe3yJITaTH.

LGYS 56 (1,060) > LG pe(1,020)

IIspBOTO, KOETO CTaBa BUAHO OT CTOMHOCTUTE €, Y€ M 3a JIBETC TPUMECEUUs KOHICHTpalUiTa Ha
3a€TOCTTa B Ta3W KJIFOYOBA cdepa € mo-pucoka ot obmiara 3a EC. ToBa ToBopH 3a MO-roJisiMa aHT2KUPAHOCT
Ha paboTHaTa CHJia B TO3H THII ICHHOCTH, KOUTO Ca B OCHOBAaTa Ha IMOBUIIIABAHETO HAa Oa3upaHaTa Ha 3HAHUETO
MEXIyHapOJIHA KOHKYPEHTOCIOCOOHOCT Ha Omirapckara mKoHomuka. Kato BTOpO 0Oaye TpsiOBa ma ce
MOCOYH, Y€ pa3IUKaTa He € MHOTO TOJisIMa, T.C. HE Ca HaJIWIIe PaJAUKAIIHU Pa3iiuius CIpsIMO 0o0IaTa KapTHHA
B EC. Ha tpero MsCcTO, UBMEHEHHETO € C OTPHUIATENICH 3HAK, T.€. [IOCOKaTa Ha MPOMSHATA € OTPULATEINHA,
KOETO TOBOPH 3a MPOIIEC Ha HaMAaJISIBaHE HAa KOHLEHTPALMITA OT HA4aJl0TO HA TOAMHATA.

3a HauyanHOTO TpuMeceuue Ha 2024 1. ce mofydaBaT pe3yaTaTure, HOCOYSHH MO-A0Ty.
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LGS 1y (1,191) > LGS pg(1,105) > LGLS ps(1,063) > LGLS 5 (1,060) > LG 0(0,736)

UeTupu OT MeTTe CTpaHu UMAT MO-BUCOKO paBHHUILE Ha KOHIIEHTpanus oT ToBa B EC kato usino. bearapus
Ce HAMHUpa Ha YETBBHPTO MSCTO B CPABHEHHETO, KaTo ToBa ue JIrokcemMOypr u ['epMaHus UMaT MO-BUCOKHU
CTOWHOCTH, HE € M3HCHaa. B ChIOTO BpeMe Mo-BUCOKA € KOHIeHTpalusaTa u B CbpOusi — cTpaHa, KOsITO ©
W3BBH MpaBHAaTa U MKOoHOMHUYecka cpena Ha EC. Pasnukara ¢ boiarapust He € roisma, HO OpUEHTalusATa Ha
paboTHaTa cuiia KbM TO3U BUJI JIEHHOCTH € MO-CHUIJTHO 3aCThIICHA.

Konnenrpamusita Ha 3aeToctTa B cepara Ha HHPOpMaNUATa 1 KOMyHUKAIUATa B bhirapus € MHOTO To-
BHCOKA OT Ta3# B PyMBHUS, KbETO CTOHHOCTTA € 3HAYMTEITHO MTO-MaJIKa CIIPSMO OCTAHAINTE YETHPH CTPAHH,
T.€. HaJWIIE € CHJIeH KoHTpacT. TpsOBa ma ce WMa mpeaBHIl, Y€ padoTHATa CHjla B PyMBbHCKaTa HKOHOMHKA
KaTo abCOIIIOTHA CTOMHOCT € MHOTO TIO-TOJIsIMa OT Ta3u Ha beiarapus. B To3u cMuCHT aOCOMOTHUAT Opoit Ha
3aeTUTE B Ta3M c(hepa e Mmo-rojsiM, HO KaTO PaBHHMIIE Ha KOHIIEHTPAIIHS pa3IKaTa € CHITHO H3pa3eHa B MoJ3a
Ha OBJITapcKaTa MKOHOMHMKA.

3a BTOPOTO TpUMeceune N3UNCICHAATA TIOKa3BaT CIeIHUTE Pe3yITaTH.

LGS rs(1,174) > LGLS 15 (1,146) > LGLS pp(1,070) > LGLS 5 (1,020) > LGS o (0,746)

CpaBuuTenHaTta no3unug Ha bwarapus ce 3ama3zBa. OTHOBO € HaJWIE MO-TOISIMAa pPas3iidKa CIPSMO
koeummenTa 3a PyMmbpHUA, W To-Manka 1o oTHomieHWe Ha JlrokcemOypr, ['epmamms m CopOus.
HudepenmmansT cnpsmo PyMbHIUS ce 3am1a3Ba MHOTO TOJISIM U € TTOJIOKHUTENEeH 3HaK. HaMa ceprosna mpomsiHa
Y TIpH AuQepeHITiainTe, OTIATANIN Pa3InIHsITa 110 OTHOIIeHne Ha JltokcemOypr u ['epmanwmst, KaTO OTHOBO
T€ ca ¢ OTpHUIaTeNeH 3HaK. ['onsaMaTa pa3nuka e npu cpaBHeHHETo ¢bc ChpOus, KbIAETO KOHIIEHTPAIUITa BEUe
n3npeBapBa Tazu B JlrokcemOypr m I'epmannsa. Taka nudepeHmuanbT cupsaMo bbirapus ce moBuinaBa u
MpreMa Mo-TOJISIMO U3pakeHHe KaTo abCOM0OTHA CTOIHOCT, a KaTo 3HaK Ce 3ala3Ba OTPHUIIATEIICeH.

B cepara na ,,O0pazoBanero’ (Ed) pesynrature 3a bparapus umart ciaeHus BUI.

Q2 d.:00,793) > LGQ1 5¢(0,729)

KOG(i)I/ILII/IeHTI/ITC IIOKa3BarT, 4€ B Ta3u cq)epa KOHLCHTpaluATa Ha 3a€TOCTTAa 3HAYUTCIIHO M30CTaBa OT
06IJ.IOT0 paBHHUILIC B EC.B O6pa3OBaHCTO CC MpUBJIMYAT JOCTA IMO-MAJIKO CICHUAIMCTU, KOCTO MOXKC Ja UMa
CCPHUO3HU HETATUBHU NOCJICAUIU 3a MCKAYHApOAHATAa KOHKprHTOCHOCO6HOCT Ha OBJT apCKaTa UKOHOMUKaA
HE CaMO KbM MOMCHTA, HO U B ABJIIOCPOYCH ILJIaH. B cwmoto BpEMC KATO IOJIOKUTCIHO MOXKE Oa C€ OTUCTE
YBCJINYAaBAHECTO Ha CTOMHOCTTA 3a BTOPOTO TpUMECCUUEC HaA 2024 r. HpI/IpaCT'bT Ha € rojisiM, HO U34YUCJICHUATA
T'o perucTpupar KaTto (baKT. 3a Ja ce HpI/I6J'II/I)KI/I 1 €BCHTYAJIHO U3PAaBHU C PABHUIIICTO B C’bIO3a, € HGO6X0):[I/IMO
Ta3W TCHACHIHUA Ia CC 3amasv HE CaMO 0 Kpasd Ha rojuHartra, HO HO,E[O6CH TCMIT Ha MPOMAHA 1IC M3UCKBA
mpoucChHT Aa MPOABIIKU U CJIICI TOBA.

CTpaHOBI/ITe MoKa3aTeji noApeKaAaT CTPAHUTE, BKIIFOYCHU B U3CJICABAHCTO, IO CJICAHUA HAYUH.

LG5S, 5(1,056) > LGSL,5(0,947) > LGEEps(0,885) > LG5S 5 (0,729) > LG§L20(0,607)

KaxTo u B mpenxomHara ananm3upana cepa, bearapus 3aema 9eTBEPTOTO MACTO, KaTto B JItokcemMOypr,
I'epmanns u CppOus € TOCTUTHATA MTO-BUCOKA TPYAOBa KOHIIEHTpaus. B Te3n NKOHOMUKH TO-TOJIIMA 9acT
0T paboTHATa CHJIa JOTPUHACS 3a U3TPAXKTAHETO HA YOBEIIKHUS KAIHUTaJ] Ype3 pealn3upaHeTo Ha ACHHOCTH,
BOJICIIIM /IO TIOBHIIaBaHE Ha 00pa30BATETHOTO paBHUINE, KOETO, OT CBOSI CTpPaHa, € KIF0YOB KOMIIOHEHT Ha
Oa3mpaHaTa Ha 3HAHUETO MEXyHapOJHa KOHKYPEHTOCIIOCOOHOCT.

U tyk xoedunmeHThT 32 ChpOus mM3npeBapBa To3u 3a bearapus. CrpsiMo apyrara OaikaHCKa cTpaHa €
HaJIIIEe TIPEUMCTBO B KOHIIEHTpanusATa — bparapus uma mo-Brcoka CTOWHOCT OT PyMBHUS C TTOBEYE OT efHa
Jiecera.

155



ICEBM 2024 B. Tonopos. basupana Ha 3HaHHETO MEXAYHApOIHA KOHKYPEHTOCIOCOOHOCT
Ha OBJIrapckaTa MKOHOMHUKa

PasnukaTta mexny koeduuueHnrta 3a bearapus u To3m 3a crpaHaTa, JocTHrHama Hai-roiasim BBII
(ITIIC) Ha 4oBeK OT HACENEHUETO, € MHOTO rojisiMa. KoHnenTpanusTa B JltokceMOypr e Hax HuBoTO 32 EC,
a audepeHIUaTbT COPSIMO OBJITapCKOTO pPAaBHUIIE ITOKa3Ba MHOTO NO-CHJIHATA OPUCHTALUS KbM
MPUBIMYAHETO HA CTICI[MATUCTU B oOpa3oBaTeHaTa cepa ¥ KaTo pe3yJiTaT OT TOBAa — Pa3JIMKH B IpoIleca
Ha WU3rpaxJaHe Ha 3HAHUS M YMEHUS M KOHKYPEHTHOTO IMO3UIMOHMpPAHE Ha HMKOHOMHKATA B
MEXAYHapOIeH IUIaH.

Pesynratute 3a BTOpoTO TpuMeceune Ha 2024 r. uMaT cneaHus BU.

LG§S,y(1,128) > LG5S pp(0,953) > LG5S rs(0,856) > LG5 5 (0,793) > LG5S ry(0,590)

Ilosumusata Ha bearapus ce 3amas3Ba. Judepernmanure cnpsMo OTAETHUTE HKOHOMUKH ca MOIO00HH,
KaTo Pa3MKHUTE CIPSMO TMPEAXOIHOTO TPUMECEUHe ca MaJKH, T.€. TOJeMHHaTa Ha Tu(EpeHIInaINTe He ¢
paaukamHo pa3nuyHa. Hammiie e chBceM JIeKo ChKpalaBaHe Ha pa3ininuaTa B KOHIIEHTpauaTa ¢ [ 'epmanus
CwpOust, KOETO € pe3ynraT KakTo OT JIEKOTO IOBHUIIaBaHe Ha KoeduineHTa 3a bearapus, Taka u oT cinadus
cnazg Ha cppOckuTe croitHocTH. [1o oTHOMEeHne Ha cpaBHeHHETO ¢ PyMbHUS € Hamnwile pacTamn] qudepeHnan,
THH KaTo KOHIEHTpanusATa B bearapus HapacTBa, a Ta3u B PymbHus cnaga. KoedunmenTst 3a JltokcemOypr
ce MMOBUINIaBa, CBHU/IETEIICTBANKY 32 IOTBTHATENCH PUIINB Ha 3aeTh B c(pepaTa Ha oOpa3oBaneTo. ToBa mpasu
pasiukaTa B KOHIIEHTpaIusITa ¢ bbjrapus omie mo-rojsma.

3akIoueHne

Hanpasenusar ananus u3Bexaa cpaBHUTENHATA MO3ULKS Ha beirapus mo oTHomeHne Ha OazupaHaTa Ha
3HAHHETO MEXIyHapoAHA KOHKYPEHTOCHOCOOHOCT OT TJle/lHa TOYKa Ha HeiHuTe nerepmuHaHTH. Chepure
,,AHQOpMAIHsI 1 KOMyHHKaLUs ¥ ,,00pa3oBaHue‘’ ca 6a3ucHH aKTopH, ONPEIEIISIIN TOBA JOKOJIKO YCTIEITHO
MPOM3BOJICTBATA B JjaIcHa UKOHOMHKA MOT'aT /1a Ce CbPEBHOBABAT Ha CBETOBHUTE Ma3apH.

O6o00uiaBany U3BOAM MOTaT Aa ce (OpMyIHMpaT B TPH HAIPaBIEHUS — OTHOCHO 1) 00mI0TO paBHHUILE B
EC; 2) BxmouennTe O6aiKkaHCKM MKOHOMHUKH U 3) BozaemmuTe nKOHOMHUKH B EC 10 OTHOIIEHHE HA pa3Mmep Ha
nkonomukara u bBII (IITIC) Ha rnaBa oT HaceneHUETo.

WzuncnennTe TOKaMOHHM KOS(PHULIMEHTH CBUICTENCTBAT 33 Pa3IH4Ms B HUBOTO Ha KOHIIGHTpAIMs Ha
3a€TOCTTa B JIBETE XapakTepusupaHu chepu. B cdepara na nnpopmanusaTa 1 komyHukauusara beirapus ce
npescTaBs 1o0pe cbe cToiiHocTH Haj obmute 3a EC, nokaTo mpu 00pa30BaHHETO ca HAJIUIE MHOTO MO-HUCKH
BEJINUMHHU, TOBOPELIN 3a CEPHO3HO U30cTaBaHe oT 00moTo 3a EC paBHue.

CpaBHUTETHHUAT aHaNM3 CIOpsSMO PyMbHHMS ToOKa3Ba, ye B ObJArapckara MKOHOMHKA MMa MO-CHJIHA
KOHIIGHTpalMsi Ha TPYAOBH PECypcM W B MbpBaTa, M BBB BTOpara mocodeHa cdepa. JlokanmoHHHTE
KOCQHIMEHTH ca 3HAYMTEIHO TO-BHCOKH M CBHJIETENCTBAT 3a rojisiMa pasiiiKa MEXAy ABETE CTONAHCTBA.
Crpsimo Cpp0Ous obave HemaTa CTOSIT [0 pa3IMYCH HAUYMH, KaTO KOHIIEHTPAIMATa Ha 3aeTOCTTa U3MIPEeBapBa
W B JIBaTa ciydvas ObarapckaTta mKkoHoMuka. Haii-romsam e audepeHnuanbT 3a BTopoTo TpuMeceune Ha 2024 .
B cepaTa Ha HHPOPMALUATA 1 KOMYHHUKAIIHATA.

ITo oTHOMmIEHNE HA BKIIIOYEHHUTE B aHAIN3a BOJICIN NKOHOMHUKH B EC n3uncieHnsaTa moxkassar msuiocTHO
n3ocTaBaHe Ha bparapus. Koeduimentrure Ha cTpanara ca mo-HUCKH U B iBeTe chepy H 3a ABaTa meproa Ha
n3cnenBaneTo. CnpsiMo TO3M rpyria CTpaHH BBB BCEKH €IHMH OT CIy4YauTe HAW-TOISIM € AU(PEPeHIHUATBT C
JlrokcemOypr.
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JEL: M30, M31 Abstract

Today's dynamic and changing environment encourages businesses to adapt, expand and
manage their product offering. Its renewal through the implementation of the European
strategy "Farm to Fork" allows enterprises to increase the growing consumer demands. In
the context of the issues presented in this way, it can be noted that the main goal of the
current practical-empirical development is to specify the essence of the European strategy
"From the farm to the table" and on the basis thus built to make an empirical analysis of
the data obtained through a survey on the views of Bulgarian consumers on their
consumption of organic foods. The broad scope of the topic related to organic food
necessitates the imposition of the following limitations on the present study: study of the
European Commission's Farm to Fork strategy; survey of the views of the Bulgarian
consumer regarding their consumption of organic foods. This brings to the fore the need
for direct surveying, interviewing and observation of survey participants, followed by
comparative and structural analysis. The conducted research shows that Bulgarian
consumers recognize the advantages of organic foods and proceed to their consumption in
Key words: the following categories: "Milk and dairy products”, fresh fruits that can be produced in

European Farm-to-Fork Bulgaria, and in terms of vegetables - "Tomatoes" and " Cucumbers".

Strategy, Consumer, Views,
Organic Foods Published by University of Economics — Varna

Humupane: Atanacosa, C., MuxaneBa, X., ['eopruen, X. (2025). bparapckusaT moTpeOHUTeN KaTo MOTPEOUTEN HA
OmoxpaHu: MHUT WiH peadHocT. Coopuux om Meoxcoynapoona KoHgpepeHyus no uKoHOMuUKa, OusHec u YnpasieHue
(ICEBM). Bapna: Hayka n uxonomuxka, ctp. 158 — 163. DOI: https://doi.org/10.56065/ICEBM2024.158

1. ComHocT Ha EBponeiickaTa crparerus ,,OT (pepmara 10 Tpanesara“

CrpaBkara B caiita Ha Eeponeiickama Komucusa TOKa3Ba, 4ye crparerusita ,,Om ¢pepmama 0o
eunuyama* ¢ B ocHoBata Ha Eeponeiickama 3enena coenka W vMa 3a 1N Ja HANPaBU XPaHUTCITHUTE
CHUCTEMH, Ha CTpaHUTE UJICHKH, Ha E@ponelickus cvio3, CIIPaBEIUINBH, 3IPABOCIOBHM W MIAIAIIN OKOJIHATA
cpena (ec.europa.eu, 2024). IIpenqocraBeHaTa nHGOpMAIIHS IMOKAa3Ba, Y€ XPAHUTEITHUTE CUCTEMH HE MOTaT Ja
Ce OTIPENeILIT KaTO YCTOWYNBY Ha Kpr3H, KaTo maHgemusata or COVID-19, ako He ca TakuBa. B Ta3u Bpb3Ka,
Eeponetickama xomucus mipeniara na ce npepalOoTSIT XpaHUTEIHUTE CHUCTEMH, HA CTPAHWUTE WIEHKH, Ha
Eeponetickus cvio3. ToBa ce Hajara, T. K. KbM JIHEIIHA [aTa, T€ MPEACTABISABAT MOYTH €IHA TPeTa OT
TJI00aTHUTE eMICHH Ha TTApHUKOBH Ta30Be, KOHCYMHUPAT TOJIEMH KOJIMYECTBA MIPUPOTHHU PECYPCH, BOIAT J0
3ary0a Ha OMOJIOTWYHO pazHOOOpa3ne M OTPUIATENTHH BB3JEHCTBHS BBPXY 3[paBETO, MOPOJEHO KAaKTO OT
HEJO0CTaThYHO, TaKa W OT CBPBXXpaHEHE, M HE TO3BOJISBAT CIIPABEIINBA HKOHOMAYECKA BB3BPBIAEMOCT U
MMOMHUHBK 32 BCHYKH YYaCTHHUIIH, MTO-CIIEIHATHO 32 TbPBUYHUTE MTPOU3BOAUTEIH.
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Ha 6a3ara Ha Taka mpejacTaBeHarTa riejiHa Touka, Egponetickama Komucus Npeara XpaHuTeTHUTE
CHCTEMH, Ha CTPAHUTE WICHKH, Ja C€ MOCTABAT B PAMKHUTE Ha MO-YCTOWYHB MBT, ¢ KOETO CE€ IEJIU Ja ce
JIOHEeCcaT HOBU BB3MOXHOCTH 33 OTIEPATOPHUTE BB BEPUTHUTE 3a Ch3JaBaHe Ha XxpaHu (ec.europa.cu, 2024).
BbB Bpb3Ka ¢ Taka U3rpajeHaTa apryMeHTalus, Egponeiickama KoMucus CunTa, 4¢ HOBUTE TEXHOJIOTHUH
W HAyYHUTE OTKPUTHSA, ChUETAHM C TOBHIIABaHE Ha OOIIECTBEHATa OCBEJOMEHOCT M THPCEHETO Ha
YCTOWYUBHU XPaHHU, MOTAT Jia MPEAOCTABST JOMBIHUTECIIHY MTOJI3H 32 BCUYKU 3aMHTEPECOBAHU CTPAHH.
OrnpaBHaTa TO4YKa Ha cTparerusrta ,, Om ¢pepmama 0o euruyama ', cnopen Esponetickama Komucus,
MMa 3a I1eJ1 J]Ja YCKOPH NIPexo0Jia, Ha CTPAHUTE YJICHKHU, Ha Egponelickust Cvi03, KbM yCTOWYHUBU XPAHUTEITHU
CHCTEMH, KOUTO:
® YMaT HEYTPAITHO WM MOJIOKHUTEIHO BB3IeHCTBUE BHPXY OKOJHATA Cpefia;
e crioMaraT 3a CMEKYaBaHe Ha HW3MEHEHHWETO Ha KJIWMarta W aJalTHPaHeTO KbM HETOBUTE
BB3JCHCTBUS;

® Jla ce OrpaHuyar 3aryoure Ha OnopasHooOpasue;

® rapaHTHUpaHe Ha MPOJIOBOJICTBEHA CUTYPHOCT, XpaHEHE W 00IIECTBEHO 3/IpaBe, KaTo rapaHTupa, 4e
BCEKHU MMa JIOCTHII JI0 IOCTaThuHO, Oe30MacHa, MUTaTelIHa U YCTOHYHMBa XpaHa;

® 3ama3BaHe Ha JIOCTBITHOCTTa Ha XPAaHHTE KaTO ChHIIEBPEMEHHO TEHEepUpa I0-CIpaBeInBa
HKOHOMHYECKA Bh3BPHINAEMOCT, HAChPUaBa KOHKYPEHTOCIOCOOHOCTTAa HAa CEKTOpa Ha TOCTABKUTE
B EC u HachpuaBa cripaBeiiuBara Thproeus (ec.europa.eu, 2024).

Karo moTBbpkIeHHE HA CBOMTE pa3paboTKu Eeponeiickama kxomucus npeara crparerusra ,, Om
Gepmama oo euruyama* na npugodue onpeaencHa Gopma, KOSITO MOXKE J1a C€ HIIFOCTPHPA MOCPEIACTBOM
Que. 1.

to Fork

Sustainable

Food,
Processing &

Distribution

@ur. 1. Crparerus ,,OT ¢pepMaTa 10 BUIMNATA
H3zmounuxk: ec.europa.eu

3a ;a ce pa3siCHH Taka MpeACTaBeHaTa CTPATeTHs € HAOKUTEIHO J]a Ce BHECAT CIETHUTE YTOUYHEHMS, B
Mpeiena Ha BCSKa OT MPEJCTaBeHUTE MOACTPATETHH:

e [loactparerusra ,, Yemoituueo npouzeoocmeo na xpanu“ viMa 3a 1el Ja HaMald Bb3ACUCTBUETO HA
IIBPBUYHOTO TPOM3BOJCTBO BHPXY OKOJHATA Cpela W KIWMaTa, KaTo CHIIEBPEMEHHO TrapaHTHpa
CIpaBeIBa MKOHOMHYECKa BB3BPBIIAEMOCT 3a (epmepute, pubapuTe W TPOU3BOIUTEIUTE HA
aKBaKYJITYpH.

e B pamKuTe Ha TIOICTPATETHATA ,, YCHOUYUUGA 00PAOOMKA HA XPAHU U OUCMPUOYUUa“ ce TIOCTaBsIT
LIeJTM 32 MOOWMITM3MpPaHe Ha XPaHUTEITHO-BKyCOBaTa MPOMUIIIJIEHOCT, B PAMKUTE HA CTPAHNTE WICHKH,
3a J]a Ce YBEJIMYH HAJIMYHOCTTA M JOCTHITHOCTTA HA 3/IPABOCIOBHH, YCTOMYNBU XPAHUTEITHH OTIIIHH.
ToBa ce mpaBwu, 3a Jja ce HaMaJH ISUTOCTHUAT €KOJIOTWYEH OTIEeYaThK Ha XpaHUTEIHATa CHCTeMa | J1a
Ce YJIECHU TIPHEMaHeTO Ha 3/[PaBOCIOBHU JIHETH.
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e Kato wact ot ctpaterusirta ,, Om ¢hepmama 0o suruyama ‘‘ IOACTPATETUATA ,, YCHOUUUBA KOHCYMAUUA
Ha xpana“ vMa 3a 1ei Aa nonoOpH HaJMYHOCTTA U LIEHATa Ha yCTOMYMBATa XpaHa U Ja HaChbpUH
MpPUEMaHeTO Ha 3APAaBOCIOBHM W YCTOHUMBH JHETH OT mnorpeburenurte. KirouoBure ereMeHTH
BKJIIOYBAT MOA0OpsiBaHE Ha WHpOpMauusTa 3a MOTPEOMTENNTE, YKpENBaHE HA YCTOHMYMBOTO
cHa0AsBaHE C XpaHU W HacbpuaBaHEe Ha NpPUEMaHETO Ha (DUCKAIHU MEPKH, KOUTO MOJIKPEIT
YCTOMYHBOTO MOTpeOJIeHNE HA XPaHHU.

e [Ipu pazpaboTBaneTo Ha mojacTparerusita ,,IIpedomepamasane na 3azyéa na xpana u omnaovyu

mpe3 2022 1. EBpocTar oTunTa, 4e B paMKUTE Ha Eeponetickus cbio3 TOTUIITHO Ce TeHepupar om3o 59

MWJIMOHA TOHAa XPAaHWTEIHH OTHAABIM, KOUTO mpencrtaBmsBar no 131 kg/xuren, cbc cBBbp3aHaTa

ra3apHa CTOiHOCT, orieHeHa Ha 132 munmapma eBpo (eurostat, 2024). B ta3u Bpb3ka, EBpoctar npasu

rpyOu u3uncinenus, ye okono 10% OT XpaHuTe, MPEJOCTABEHW HAa NOTPEOUTENMTE B PaMKUTE Ha

Esponetickust cvr03 MOTaT 1a ce U3XBBPIAT. B ChIIOTO BpeMe OKOJIO, MO CIpaBKa MpPeAoCTaBeHa OT

EBpocrat, npe3 2021 r. 32,6 MuIMOHa Iyl HE MOTaT J1a CH MIO3BOJIAT KaueCTBEHA XpaHa BCEKH BTOPU

neH (eurostat, ec.europa.cu, 2024). HanpaBeHaTa cripaBka IoKas3Ba, 4¢ XpaHUTCIHUTE OTHAIbIH ChIIO

UMaT OTPOMHO BB3JCHCTBHE BBPXY OKOJIHATA Cpela, KaTo MpeACTaBisaBaT okono 16% or obOmure

E€MHCUU Ha MApHUKOBU Ta30BE OT XpaHUTEIHATa cucTema Ha Esponeiickus cvioz. MHpopManusTa

npenocTaBeHa OT Esponelickama Komucus TIOKa3Ba, 4e ako ce cledenud 0opdara ¢ XpaHUTEIHUTE

OTHaIbIM MOXE J]a CE IOCTUTHE TPOHA Mo0ea, B CICAHNUTE HANIPABICHU: MOKE JIa CE CIIECTH XpaHa

3a MpexpaHara 3a BCEKH YOBEKa; MOXeE Jla JIOHeCe MKOHOMHUH 3a MPENNpUATHATA U MOTPEOUTEHTE;

MOXKE Ja HaMmajih BB3ACHCTBHETO BBPXY OKOJHATa Cpela M KiIMMaTa OT IPOU3BOJACTBOTO H

KOHCyManusTa Ha XpaHH.

2. EMnupuyeH aHajau3 3a Bb3rJleUTe HA OBJArapcKUTE MOTPEOUTEH 32 TAXHATA KOHCYMAIUs Ha
0o xpanu

OrtkposBalara ce CI0KHOCT Ha HACTOSIIOTO U3CIeIBaHEe M3UCKBA Jla ce II030BEM Ha KOHCTATalUATa Ha
3axapuii /leues, koiiTo 0TOENA3BA, Y€ B PAMKUTE Ha EMIIUPUYHOTO M3CIEBAHE C€ OTKPOsIBAa U3HCKBAHETO 32
KOHKpETHA OpraHu3allisl Ha M3CllefloBaTeNckaTta paboTa, pU KOSTO ce MOIydyaBaT ONpeAeSICHU eMIMPUYHH
JaHHU, KIacu(UKalus U cCpaBHEHUE Ha (akTH, pa3KpUBALIN JEHCTBUTEIHOTO CHCTOSHHUE Ha W3CIECIBAHOTO
SBJIEHHE WK Ipolec. To € HaCOUeHO KbM 00EKTa U Ce OIMpa Ha MOJIyYEHUTE JaHHU OT M3CiefoBaTescKaTa
pabota. Pe3ynrarute ce u3passiBar BbB BUA Ha EMIMPUYHU 00OOIIEHHs, KOUTO Ca CHCTEMa OT ONpPEACICHU
HayuHu ¢axtu (eues, 2022). B paMkuTe Ha Taka OCHIIECTBEHUS MHU3AHCIICH W CIIEABAiiKM HaJlO)KE€HATa
IIPUHIMITHA IIOCTAHOBKA HA HACTOALIOTO IPOYYBaHE € HAJIOKUTEIIHO B IIOCJIEABAIATA YACT HA EMIIUPUIHOTO
U3CIIEBaHE J]a C€ MPUCTBIN KbM AHAIU3 HA @b327edume Ha ObacapcKusi nompeoumen OmHOCHO MAXHAMA
KoHCcymayusi Ha 6uo xpanu. ToBa mpennosaara HEOOX0JUMOCTTa JJa C€ OCBILECTBU aHKETHO MPOyYBaHE Ipe3
neproza (espyapu-ampun 2023 r., B koeto na ydactBar 500 pecnioHneHTa. BbB Bpb3Ka ¢ TOBa, YYaCTHUITUTE
Ha aHKETHOTO MPOYYBaHE C€ BKJIIOYBAT B IPSKO AHKETHpaHE, MHTepBIoupaHe M HaOmoneHue. Karo
[OCJIeIBAILA 33a4a Ha HACTOSIIMS €KHII CE TIOCTaBs MIPOBEXKIAHETO Ha CPAaBHUTEIICH U CTPYKTYPEH aHAJIU3 Ha
TOJTyYeHUTE PE3yNITaTH, a TAaHHHUTE Ce TojyIaraT Ha 00paboTka mocpencTBoM codryeper nmpoaykt MS Excel.
B mpenena Ha mpoBeeHOTO aHKETHO NpouyBaHe ce BKIouBaT 40% mbxe u 60% xeHu, Ha Bb3pacT oT 18 1o
70 romunu. IlpenocraBeHara Ha PECHOHAEHTHUTE AaHKETa ChAbP)Ka BBIIPOCH CBBP3aHU C HArJlaCHUTE Ha
norpedurenure crpsMo 6uo xpanure. HanoxxeHure orpaHudeHns Opaxk1aT HEOOXOJUMOCTTa, B PAMKUTE Ha
MOCJIEIBAIOTO M3JI0KEHUE Ja CE MPEACTAaBST YacT OT BBIPOCHTE BKIIIOYEHU B PAMKUTE Ha IPOBEICHOTO
aHKETHpPAaHE.

[IppBHAT BBIIPOC 0OEKT HA HACTOSIIOTO U3CienBaHe € ,,Kou bHO npodykmu Kynysame pezynapno?.
Taka 3amageHus: BBIPOC CbH3AaBAa BB3MOXKHOCTTa OT OTOENSI3BAHETO HA IIOBeY€ OT EOUH OTTOBOP.
dopMynTUpOBKaTa Ha HACTOSIIMS BBIIPOC UMa 32 LIE 1A ONpeieNny OHo MPOAYKTHTE OOEKT Ha YecTa yrnorpeoa,
OT CTpaHa Ha OBITapcKus moTpedbmren. B Ta3m Bpb3Ka U ¢ 1en ylnecHeHne Ha 00paboTKaTa Ha IMOTYYSHUTE
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pe3yaTaTé € HeoOXxoAuMOo 0000IIaBaHe Ha WHPOPMAIHITa TOCpeACTBOM rpaduyna ¢opma npencTaBeHa Ha
Due. 2.

Pesynrarute wmoctpupanu Ha Que. 2. okassar, 4e 51,75 % oT Obiarapckute moTpeOuTe N perysipHO
3akynyBat ,, Jiya “. OT npyra cTpaHa, IpOAYKTUTE OT KaTeropusara ,, Muaxo u maeunu uzdenus “ BKIIOYCHU B
AaHKETHOTO MpoyuBaHe, ¢opmupar 173,8% or perynspHaTa KOHCyMmauusi, KbM KOUTO C€ NPUYMCISABAT
»Ipsacuo musxo“, ,, Kuceno mnsaxo“, ,, Cupene“ u ,,Kawxagan“, cbotBeTHO C: 44,54%, 45,41%, 42,58% u
41,27%. B pamkuTe Ha MpeAocTaBeHaTa HA PECIIOHACHTUTE aHKETa ca BKIIIOYEHU NPOIYKTH OT KaTeropusra
, X126 u mecmenu uzdenus‘, Kouto odbpazysar 66,38% oT KoHCyMmamusiTa Ha OMO XpaHH, OT CTpaHa Ha
Opnrapckus morpeburen. B npenena Ha HacTOAIIATa KATETOPHs ca BKIIOYEHU CIEIHUATE MPOAYKTH: ,, X146
(33,41%), ,, bpawmno “ (18,78%) u ,, Maxaponu*“ (14,19%). Taka npeacraBeHnuTe JaHHHU TOKa3BaT, 4€ MpPHU
KOHCyManusATa Ha OM0 XpaHWUTENHU MPOAYKTH, OBITapCKUs MOTPEOUTENl HACOYBA CBOETO BHUMAHHE ITHPBO
KBbM MIPOIYKTHUTE OT KaTeropusTa ,, Miisiko u maeynu uzoenus “ M Cliel] TOBa KbM MIPOAYKTHTE OT KaTeTOpHsITa
L, X146 u mecmenu uzoeaus

Kou BHO npodyxkmu Kynyeame pecynapHuo?
(6b3MOdICEH € noseue om eOuH 0ma08op)

. 51,75%
0,
44,54%45,41% 42,58%41,27%39 74%
33,41%
20,09% 18,78%17,90%
15,72% o 15,50%
l l l JeBBenss
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@ur. 2. Kou BUO npoaykTn KynmyBaTte peryJsipHo? (Bb3MOKeH ¢ IoBeYe OT ¢/IMH 0Tr0BOP)
H3mounux: Ilposedeno ankemno npoyusane

CrnenBamata KaTeropus HPOAYKTH, KOSTO C€ IOJI3BAa C MPEAINOYUTAHUATA HA MHOTpeOUTENHUTEe €
Kareropusta ,, Meco u konbacu “‘, xosto popmynupa 55,46% ot noTpedbuTenckoTo BHUManue. B HacTosmaTta
KaTeropus ca BKIIIOUEHH CIICIHUTE MPONyKTH — ,,Meco * (39,74%) u ,, Koabacu* (15,72%). ObpaboreHute
JaHHU ToKa3BaT Hanuuyuero Ha 33,40% oT moTpeOuTenuTe, KOUTO NMpUOATBAT A0 KOHCyManusTa Ha OHO
BapHuBa, KbM KOUTO ce mnpuumcissar , Opuz”“ u ,,bo6‘ cvotBetHo ¢ 17,90% u 15,50%. Pesymrature
npencraBeHy Ha @ue. 2. mokasBaT, 4e Manko Haja 100 gymm, OT yyacTHHIMTE B aHKETHOTO IMPOYYBAaHE,
perynsipHo 3akymysatr ,,Oauo“, KOGTO MOXE Ja c€ ONpelelHd KaTo JI0Ka3aTelCcTBO, Y€ eIHa 4YacT OT
OBJArapcKuTe NOTPEOUTENH, CE CTPEMAT MAKCUMAJIHO JJa IPUCTHIAT KbM KOHCYMalusiTa Ha 010 xpaHu. [Ipasu
BIleuaTyieHne, Hannuueto Ha 10,26% OT y4acTHHIMTE B aHKETHOTO MPOYYBaHE, KOUTO HE 3aKylyBaT OHO
MPOAYKTH, KOETO MOXKeE J]a C€ IBJDKH Ha Pa3niHu (pakTopH.

B pamkuTe Ha MpOBEEHOTO aHKETHO MPOYYBaHE Ca BKIIOYEHU BBIPOCH CBBbP3aHH C KOHCYMAllUATa Ha
O0MO XpaHWUTETHH MIPOAYKTH, BKIIOUCHH BBB BCSKA OT OTIEIHUTE KATErOPUH, BKIIOYUTEIHO OHO XpaHUTEIIHU
MPOAYKTH B KaTeropuute ,, Ceeorcu niooose “ u ,, Ceedicu 3enenyyyu *“, KOUTO MPEACTABISBAT OCHOBHA YacT OT
XpaHHUTEHUS PEXUM Ha BCeKU motpeduTen. [locnenBamusaT aHaau3 U3UCKBA Ja C€ MPOyvaT MOTPeOUTEICKUTE
NPEINoYnTaHusl OTHOCHO KOHcyMmauusitTa Ha Kateropusara ,, Ceedxcu niodose”, KOETO Tpenmnojara
HE00XO0IUMOCTTA Jla Ce MPOYYH CICIHUST BhIPOC: ,, Kou BHO ceescu nnoodoese ouxme Kynysanu pedoeno?“.
Taxa 3agageHus BBIIPOC Ch3/1aBa BE3MOKHOCTTA JIa C€ OCoYaT MoBeYe OT €ANH Bh3MOXKEH OTroBop. JlaHHHUTE
MOJYYCHHU B PE3yJTAT Ha EMIIMPUYHOTO M3CTIeIBAaHE MOTAT Ja Ce WIIOCTPHUPAT ocpeacTBoM Due. 3.
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Kou o6uo ceeixcu nnoooee duxme Kynyeanu pedoeno?
(6b3MOdICEH € nogeue om eOun 0meo8op)

Apyeo B 415%

Exzomuunu nnodose T 22 49%
Manunu, 60posunku, 1200u —— YA
Humpycosu nnodose T 37 7 7%
Iposoe T 33,349,
Kpyuu T 3 60%
bananu T 16, 72%
Abwaku ) | 7%

®@ur. 3. Kou BUO cBe:xu niiogoBe 6uxTe KyMyBaJIM peA0BHO? (Bb3MOXKeH € MoBeyYe 0T eJHH 0TTOBOP)
Hs3mounuxk: Ilposedeno ankemno npoyusame

O6o06menaTa naopMalus npeacTaBeHa Ha @ue. 3. MOXKE J]a ce MHTEPIPETUPa MOCICIHUAT HAUYuH: 01O
CBEXHTE IUIOJOBE, KOUTO MOrar jJa ce mnpousBenar B bwarapus, xarto , A6wiku”, ,,Kpywu*®, ,,Iposde” n
., Manunu, 6oposunxu, seoou’ popmupar 162,22% ot moTpeOUTEICKOTO BHUMaHUE, ChOTBETHO ¢ 59,17%,
28,60%, 33,84% u 40,61%. buo cBexxure Mmiom0Be, KOUTO U3HUCKBAT 33abJDKUTEIHA JAOCTAaBKa OT JIPYTH
IbpXaBH, KaTo ,, bauwanu”, ,, [{umpycoeu niodose” u , Exzomuunu nnodose” chopmupar 106,98% ot
MOKYIIKUTE Ha OBJrapcKuTe NOTpeOuTeNH, ChoTBETHO ¢ 46,72%, 37,77% u 22,49%.

[TocneauusT BHIPOC 0OOSKT HA HACTOSIIIIOTO MTPOYYBaHe € BbIpoca ,, Kou BHO ceescu 3enenuyyu ouxme
Kynyeanu pedoeno? “ (6b3modicer e nogeye om edun omeogop). VIHTepnpeTanusara Ha oJyuYeHUTE Pe3yaTaTh
WU3UCKBa JAHHUTE J1a CE MPEJCTaBAT NOCPEACTBOM Due. 4.

Pesynratute npencraBenu Ha Que. 4. mokassart, ue ,,/Jomamume“ u ,, Kpacmasuyume *“ KaTo €1HU OT
Hal-4eCcTO KOHCYMHPAHUTE 3CJICHYYIH, OT OBJrapCKUTE MOTPEOUTENH, OpU B Ka4eCTBOTO UM Ha OHO
MPOJYKTH, CE TIOTPEOSBAT HAM-4e€CTO, ChOTBETHO ¢ 68,12% u 61,57%. Crnenpaiiara rpymna 3eJIeHUyIH, KOUTO
ce moTpebsiBar Hait-uecto ca ,, Kapmogume *“ (44,10%) u ,, Mopxosume *“ (35,81%). IlpaBu BieuatiieHue, 4e
O6uo mpoaykrute ot rpyna ,,[lunep“ (24,45%) ce mpoaaBaT 3HAUHUTENHO MO-MajKO, B CpaBHEHHE C OHO
npoaykture ,,JIyx “ (28,38%) u ,, 3ene “ (25,33%).

Kou BUO ceesrcu 3enenuyyu ouxme Kynyeaiu peodoeHo?
(8b3MOdICEH e nogeue om eOuH 0mao8op)

68,12%  61,57%

44, 10% 0
25,33% 28,38% 35.81% 24.45%
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®@ur. 4. Kou BUO cBexu 3e1eHYylIH O0MXTe KYMyBaJIH peA0BHO? (Bb3MOKeH € MoBeye 0T eIUH 0TTOBOP)
Hs3mounuxk: Ilposedeno ankemno npoyusame
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3. 3akiarouenue

BbB (hyHnaMeHTa Ha Taka peCTaBeHATA MPAKTUKO-EMITMPUYHA Pa3pa0d0TKa CBbP3aHa C 8b321e0une Ha
O0vzapckume nompedumenu 3a MAXHAmMA KOHCyMauyus HA OuO Xpanu MOTaT Jla ce M3BeAaT CIECTHHUTE
uzeoou:

ITvpeo, ctpaterusta ,,Om gpepmama 0o suiruyama‘ U3UCKBaA Ja C€ TPUIOKAT HA MPAKTUKA CIICTHUTE
MOJICTPATETHH: Y Cmouuuso npou3e00Cmeo Ha Xpauu, Ycmouuuea obpabomxa Ha Xpauwu u Oucmpubyyus,
Yemotiuuea koncymayus na xpanu, Ilpedomspamseane na 3a2y6a Ha Xpana u omnaovyu.

Bmopo, npeqnountanysaTa Ha NOTPeOUTENNTE, IO OTHOIIEHWE HA 3aKyITyBaHETO Ha OMO XpaHWUTEITHH
MPOAYKTH Ca HACOYEHH KbM CIIETHUTE KaTerOpHH: ,, MiaKo u Maeunu uzoenus *“, CBEXXH IIIOI0BE, KOUTO MOTaT
J1a ce npousBeaaT B bbirapus, a mo oTHOIlIEHUE Ha 3eNeHuynuTe — ,, fomamu “ v ,, Kpacmasuyu “.

Tpemo, B paMKuTe Ha Taka W3TpajieHaTa MPHUHIWITHA MMOCTAHOBKA HE MOXeE Ja HE Ce CBhITIACHM C
tBppaeHneTo Ha C. Ilemposéa KOSTO TIOCTAaHOBABA, Y€ B JIHEIIHAaTa KOHKYpPEHTHa OW3HEC cpeaa
MPENNPHUSITHETO CE M3MPABA ITPeJ THPCEHETO Ha CTA0MITHI MHCTPYMEHTH 3a Pa3BUTHE, 32 J]a MOXKE J]a OTTOBOPH
Ha pa3INYHUTE, CICIUGUIHUTE U pa3sHOpoaHN n3uckBanus Ha norpedurenure (PETROVA, 2020). Toa Hu
MpenocTaBsi BBH3MOXKHOCTTA Ja Ce OTOeNeXw, 4e 3a Jla Ce 3aJ0BOJAT DPAa3TUYHHTE MOTPEOHOCTH Ha
MoTpeduTeNNTE, 10 OTHOIIEHUE Ha N300pa MM Ha OMO XPaHHUTETHH MMPOTYKTH, € HEOOXOAMMO [1a C€ M3CIIeABAT
pasnuaHuTe (PaKTOPH, KOMTO J1a TIOIOMOTHAT MPaBWIIHUS OO0 Ha TpeiaranaTa mpoTyKITHsl.
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Housing prices as a factor that greatly affects the welfare of the population are of
interest to many researchers. After the significant decline in housing prices following
the 2008 global financial and economic crisis, a prolonged period of growth followed.
The accelerated growth rates observed in recent years prompt us to consider whether
this trend is also evident in other European countries. The present study of the
dynamics of house price indices aims to address this question by conducting a
comparative analysis of 28 European countries, 26 of which are EU member states.
Based on established similarity, the countries are divided into six groups. In the
analysis, the dynamics of housing prices are compared with those of consumer prices,
incomes and rents. At the next stage, the house price indices are modeled and
forecasted with ARIMA models with outliers and ARFIMA models. The existence of
long memory in the change of house price indices is tested and found in all the
countries considered, except for Lithuania. Comparing the estimates of the long
memory parameter allows us to identify the countries where house price shocks decay
Key words: more slowly over time compared to other countries.
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Humupane: Kenszkona, C., XKensaskosa, I'. (2025). Ananu3 Ha TUHAMHKATa U MOJIETMpaHe Ha HHICKCUTE Ha IIEHUTE HA
xwaumaTa B benrapus u npyru crpanu ot EC. Coéopuux om Meowcoyrnapoona kougpepenyus no uKoHoMuKa, ousHec u
ynpasnenue (ICEBM). Bapna: Hayka u nkoHoMmuKa, ctp. 164 — 179. DOI: https://doi.org/10.56065/ICEBM2024.164

1. BbBeaenue

lenuTe Ha *)wuIiaTa, Hape ¢ EHUTE Ha MOTPEOUTEIICKUTE CTOKH M YCITYTH, 3aCATaT B TOJsIMA CTENCH
0JIarOCHhCTOSTHUETO HA HACEIICHUETO. AKO HApaCTBAHETO HA MOTPEOUTEIICKHUTE IIEHU € ChIIPOBOJICHO C MO00HO
HapacTBaHE Ha JIOXOJMTE, TO TEKYIIOTO MOTpedIeHrue OU MOTJIO Ja ce 3ama3u ChIIoTo. ToBa He ce OTHACS 3a
HapacTBaHETO Ha IEHUTE Ha KUIINIIATA, 3al[0TO OKYITKaTa Ha )KUJIUIIE HE CE CBHP3Ba CaMO C TEKYIIHUS JOXO,
a ¥ ChC crecTsBaHUATa. Jlopyn HapacTBaHETO Ha MOXOJWTE Ja HM3MpEBapBa HAPACTBAHETO Ha IICHWTE Ha
KIJTUILATA, TO HSMa J1a HeyTpajau3upa HeOnaronpusaTHUs eekT BEpXyY KyIyBaulTe, KOUTO ca MPEABUIUIN a
M3MON3BaT 3a MOKYIIKAaTa CH OCHOBHO CIIECTSBaHUs. B mo-OnmaromnpusiTHa MO3UIMS Ca T€3H, KOUTO KyIyBaT
KHUIIAIIE ¢ KPEAUT, KOWTO 1€ M3IUIAIAT C OBACUINTE CH TOXO/H.
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Ot gpyra crpaHa, MpH TAX CHIIECTBYBa PUCK OT HEBB3MOXKHOCT 3a OOCHy)XKBaHE Ha KpEIWTa,
BCJIEACTBUE IOBUIIABAHE HA JIMXBEHUTE IPOLEHTH, CHNAJAaHE Ha JOXOAUTE INPHU KPU3UCEH NEPUOJA B
WKOHOMHKATa Ha CTpaHaTa WiH 3ary0a Ha paboTa Ha 4jieH Ha ceMelcTBOTO. He mo-mManoBakeH € puCKBT
OT PSI3KO IOHWYKaBaHE HA II€HATa Ha >KWIMILATA, IIPU KOETO € BB3MOXXHO HEU3IUIATEHUST OCTATBK OT
KpeauTa Ja MpeBUINaBa TEKylllaTa LeHa Ha Xuiaulero. HapacTBaHeTO Ha LIEHWTE Ha XKUIMIIATa MUMa
OmarompusiTeH eQeKT BbPXY MpoaaBadiTe, KOUTO B MHHAJIOTO Ca 3aKYIIIN KUAJHUIIE KaTO MHBECTULIHS 1
cera mMaT BB3MOXHOCT MPHU IpojakdaTa Aa MoydaT TojsMa Bh3BpaIlaeMOCT Ha BIOXKEHUTE CPEJICTBA.
IIpu TIX cTOM BBOPOCHT AOKOra IE€ CE 3ama3u Bb3XOAAIIAaTa TEHACHIMUS U KOra € Hal-IoAXOISIIHIT
MOMEHT Ja peaju3upar nmpojaxxdaTa ¢ Bb3MOXKHO HaW-roisMa medanba. [Ipu HECKWTE, mOYTH HYJIEBU
JINXBEHU NPOILIEHTH Ha ICNO3UTUTE, MHBECTULIMATA B )KWIMILE CE€ M3I10JI3Ba 32 ChbXPaHsABAHE HA CTOMHOCTTA
Ha CIIECTSBAaHMATA B YCIOBHUATA Ha BUCOKa WH(pmanms. Ta3zu omepanus Ou nMana xemnaHus eQexT camo
MpU BB3XOJSIIA TEHACHIMA B IIEHUTE HA >KWinmara. Bcruuko ToBa o0yciiaBs WMHTEpeca HE camMoO Ha
M3CIIeIOBATENINTE, HO U Ha ISUTOTO OOIIECTBO KbM JHHAMHUKATA HA IIEHUTE Ha KUJIUIIATA.

IlenTa Ha HacTOSAIOTO U3CIEIBAHE € 1a CE HAIIPAaBU CPABHUTEJICH aHAJIN3 Ha THHAMHUKATA HA [IECHUTE
Ha Xuidmarta B beirapus u Apyru eBpornencKku IbpKaBu, KaTo ce popMUpaT IpyIH CTPaHU ChC CXOJHA
nuHamuka u na ce noctpoar noaxoxasiuum ARIMA u ARFIMA Moaenu, KOUTO Ja Ce HM3MOJ3BAT 3a
MPOTHO3UPAHE.

B uscnensanero ce u3nonssar nanau Ha OECD 3a wHACKCHTE HA IICHUTE Ha JKWIMIATA MPU Oa3a
2015 r. 3a cneguute appxkaBu ot EC: ABctpus, benrus, bearapus, XopBatus, Uexus, lanus, EcTonus,
Ounnangus, Gpanuust, ['epmanus, ['spuns, Yarapus, Upnaanus, Utanus, Jlateus, JIutea, JlrokcemOypr,
Xonanaus, Ilonma, [lopryranus, Pymbsaus, CnoBakus, CinoBenus, Ucnanus, [Isenus. OT nppxaBuTe,
yienku Ha EC He ce pasraexnaat camo Kumbp u ManTa nopanu numnca Ha 1aHHU 3a TAx B 0a3zata Ha OECD.
OcBeH TH1X, c€ pasTiex/Iar ollle TPU €BPOIEHcKU AbpkaBu, Kouto ca u3pbH EC: Wcnannus, Hopeerus u
O6enuHeHoTO KpancTBo. Pasrnexmanusat nepuos ¢ ot 2005 r. mo 2023 r., HO 32 HIKOU OT ABPKABUTE €
MO-KbC, MOPaM JIMICA Ha NyOJUKYBaHU JaHHU.

2. IlperJen Ha JuTepaTyparta

Lenunte Ha xuHMIaTa ca 00EKT Ha U3CJIeJBaHUATAa HA MHOT'O aBTOPH, KaTo ce HaOJII01aBa 3acUIBaHe
Ha WHTEpeca KbM TIX B MEPUOAM Ha PSA3KO MOKayBaHE WM crmal. YacT OT M3CIEeNOBAaTEIUTE THPCIT
(dakTopu, KOUTO Ja OOSCHAT AMHAMUKATa Ha neHute. MaBpoB (2018) oOBbp3Ba IMHAMUKATa Ha IICHUTE
Ha )xunumara B bearapus ¢ norpedurenckure pazxoau, bBII, nndnamnusata u 6e3padorunaTa 3a nepuoaa
2002 r. — 2017 r. B npenxonno cBoe u3ciaeaBane Maspos (2011) ananu3upa 1MHaAMUKaTa Ha Nazapa Ha
Kuiauiiara B B'I)J'II‘apI/IH KaTO pasrjickaa HOMHUHAIHUTC W PCAJIHUTC LCHU Ha XUJIUIIATA U TAXHOTO
CHOTHOIIIEHHE C TOXOAUTE U HaeMute npe3 nepuoga 1998 r. — 2010 r. kaTo gocTura 10 U3BOJa, 4e ,,B Kpas
Ha 2003 r. B benrapus ce moctaBs HayajI0TO Ha UMOTEH OalloH, KOHTO ce ,,ITyKa" Mmpe3 MbpBO TPUMECEUHe
Ha 2009 roguHa, TOQWHA CJIe] HAYall0TO Ha Tiio0airHaTa (UHAHCOBA M HKOHOMHYECKa kKpusa”. HalineHoBa
(2020) cBBp3Ba ,,HUCKUTE JIUXBH MO AECTO3UTUTE, NOCTHITHUTE JKWIWIIHUA KPEAUTH W HEATPAKTUBHUS
KaluTaJ0B Ha3ap® ¢ pbCTa Ha LEHUTE HA JKWJIUIIATA U [I0COYBA, Y€ € Bb3MOXKHO TOH Ja NMpeAcTaBIIsIBa
,»TEHICHIIMS] Ha HHBECTHUPAaHE B KWIMIIA C L1 WHBECTHULHOHEH [0XO0A~ W IpeaynpexnaaBa, de
,»,3a1b100YaBaHETO MOXE J1a MMa CaMO €JUH Pe3yaTaT U TOBa € CIEKYJIaTHBEH PBCT Ha Ias3apa Ha
HEJBMWXUMH UMOTH, B €IUH OT CETMEHTHUTE, C BCUUKM OTPULIATEIHH ITOCIEACTBUS, BeUe CIYyUMUIH Ce IPe3
2009 r.“. Riinstler & Vlekke (2018) uzmon3sar ,,MHOTOMEpPHH MOJIETTH Ha HEHAOIIOTaBaHU KOMIIOHEHTH
3a OIICHKA Ha TeHACHIIMUTE U MUKIUIHUTE KOMIIOHEHTH B OpyTHHUA BbhTpemeH npoaykT (bBII), obema Ha
KpeauTute W 1eHute Ha xuwiumara 3a CAIl u nmerre Hal-roneMu €BpPONEUCKHM HKOHOMHUKHU® U
YCTaHOBSIBAT ,,LOJIEMH U IBJITU LUKIN B LEHUTE HA KPEOUTHUTE U JKUIHUILATA, KOUTO Ca CUIHO CBBP3aHU
ChC CpemHOCpOUeH KoMImoHeHT B rukiuTe Ha bBII“. Kapangumosa (2018) mokasBa, upe3 KpOCCIEKTpaTHUS
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aHaJIu3 4Ye ,,ChIIECTBYBAa TICHA BPB3Ka MEXKIy NEPHOJUYHHUTE KOMIIOHEHTH Ha Ma3apHUTE LIEHH Ha
KUIUIIATa ¥ MaKpoIoKa3zaTtennTe: OpyTHa MecedHa 3arjiaTa Ha HAeTUTE JUIA M0 TPYAOBO U CIYKeOHO
MIPaBOOTHONICHUE, MTAPUIHUS arperat M3 u »kuiuniauTe Kpeautn’” 3a nepuona ot 2000 r. mo 2018 r.

Hpyr monxoxa e M3MOJ3BaHETO HA MOJENH Ha AWHAMUYHU PEIOBE 3a aHAIW3 W MPOTHO3MpPAaHE Ha
IICHUTE Ha JKWIWIIAaTa WiIH TexHuTe uHIekcn. Huxomae (2010) m Munkosa (2010) Momenupar u
MIPOTHO3MPAT CPEAHUTE IIEHN Ha KB. M. Ha JKHIIMIATA, CbOTBeTHO 3a Bapna u 3a bearapus Ha ocHOBaTa
Ha JaHHM 1Mo TpuMecedus 3a mepuona 2001 . — 2010 r. upe3 TpeHAOBU MOJEIN — JTUHECH U KBaIpaTeH.
IIupoko mpuinokeHne Hamupa W moaxoasT Ha Box-Jenkins 3a moctposiBane Ha ARIMA Momenu u
pa3paboTtBane Ha mporHo3u (Hepsen & Vatansever, 2011, Jadevicius & Huston, 2015, Choi, 2022, Han,
2024). Bce moBede n3caeq0BaTeN Ce HACOYBAT KbM TECTBAHE HAIMYKMETO HA IBJTA TTaMET B M3MECHEHHATA
Ha WHJEKCUTE Ha I[EHUTE Ha JKIINIIATa KaTo MpUiIarat KakTo MoJynapaMeTpudHu, Taka U MapaMeTpUIHu
tectoBe Ha ocHoBata Ha ARFIMA (p, d, q) monenu (Elder & Villupuram, 2012, Gil-Alana, Aye & Gupta,
2013, Gil-Alana, Barros & Peypoch, 2014, Dufitinema & Pynnonen, 2020, Caporale & Gil-Alana, 2023).

HacrostmoTo m3cnenBaHe crapTrpa ¢ OmpcaTeNleH aHalli3 Ha IMHAMHUKATa HA WHICKCHUTE Ha [IEHHUTE
Ha JKHJIMIIATA, IPU KOWTO Cce TPaBU CPAaBHEHHE MEXIY Pa3rIekIaHUTe CTPaHU U ce GOpMHpAT IPyIH Ha
OCHOBAaTa Ha yCTAaHOBEHO CXOACTBO. [lapanenHo, N”3MEHEHUETO Ha IICHUTE Ha JKUIIMIATA CE ChIIOCTABS C
TOBa Ha MOTPEOUTEIICKUTE IICHU, JOXOAUTE U HaeMuTe. Ha creBamust eTan JuHaMHKATa Ce MOJICIIUPa U
nporuosupa upe3 ARIMA u ARFIMA moxenn, kaTo Ha OCHOBaTa Ha MOCIEIHUTE CE TECTBA HAIMYHETO
Ha JIbJITA MTAMET B U3MCHECHUETO HA WHJICKCUTE Ha [ICHUTE Ha JKHUIINIIATA.

3. ARIMA u ARFIMA monaean Ha AMHAMHKATA

Mertononorusita, npeayioxena oT Box u Jenkins, Habngrama Ha U3BIMYAHETO Ha MHPOpPMALUS OT
JUHAMUYHHUTE PEAOBE, € YECTO U3MOJI3BaHa MPoLeaypa 3a reHeprupane Ha nporuo3u. [lpu npunaranero u
ce mpHeMa, 4e ITUHAMUYHHAT pel € KOpelHupaH MW C MHHAIUTE CH CTOMHOCTH (aBTOpErpecHOHEH
KOMITOHEHT — AR) wnu ¢ MuHanu mokoBe (KOMIIOHEHT Ha IUTB3Tally ce cpeAHr — MA) Wi u ¢ ABETe.
CnenoBarenHo Moxe na Obne onucan upe3 ARMA(p, q) monen:

Ye=U+P1Ye a1+ . +PpYep+ & — 018 1—... 0484,
KBJIETO P € MOPABK Ha aBTOPETPECHOHHUS KOMITIOHEHT, a ( € MOPSIbK Ha KOMIIOHEHTA Ha TUTH3TAIIN CE CPE/IHH.

B ciy4gaii, e pasriiexxaaHusT pell He € CTalmoHapeH, a MHTerpupad ot pex d (T.e. cien Hamupane Ha d-
TaTa pas3iifKa ce Mojy4aBa CTal[MOHAPEH MPOILIEC), ToraBa JUHAMHKATa My MOXe Jia ObJie MOJIeIupana upe3
ARIMA(p, d, q) monen.

ARIMA(p, d, q) monenute ca ARMA(p, q) Mmozenu, mocTpoeHH 3a d-TUTe MOCIeI0BATEIHN Pa3InKU Ha
JUHAMUYHUS pell, 32 KOMTO Ype3 TOAXOISIIN TECTOBE € YCTAaHOBEHO, Ue € MHTerpupan ot pex d:

¢(L)A - L)y — ) = 6D,

kp1eto ¢p(L) =1 — ¢p1L—...—¢,LP n O(L) =1 — 6,L—... —0,L7 ca nonuHomu Ha j1arosus omeparop L

u {g} e ,,6501 myM* chC cpeHa HysIa U IUCTIEPCHs 02,

OmnpenensHeTo Ha MOPAIBKA HA MOJIETIa € CBBP3aHO ¢ MHOXKECTBO €KCIIEPUMEHTH, IIPH KOUTO C€ CIIeIN
3a CTaTUCTHYECKATa 3HAYMMOCT Ha OLICHKHUTE Ha IapaMeTPUTE Ha MOJIeNIa U 32 OTCHCTBUE Ha aBTOKOPEAIs
B OCTaTbYHHS KOMIOHEHT Ha Moaena. OT MOAETUTe, KOUTO OTIOBApST Ha TE3W U3UCKBaHMs, ce N30HUpa TO3H,
3a KOiTo n30panuTe Kputepun (0OMKHOBEHO TOBA Ca HAKOU OT HH(POpMAMOHHUTE KpuTepuH, Hamp. Akaike
Information Criterion (AIC), Bayesian information criterion (BIC) u ap.) umat muaumanta ctoiiHocT. To3u
U3KIIIOYUTEITHO TPYAOEMBK HpOIlec ce aBTOMAaTU3HUpa OT CTATUCTHYECKUs cOPTyep U Bce MoBeUe MPOAYKTH
npeiaraT aBTOMAaTU4YHO OIpeleNsiHe Ha MopsAgbka Ha Mojena. llpum u3ciiegBaHETO Ha OCTATHYHUS
KOMIIOHEHT Ha MoOjelia, HSIKOW OT HpOAyKTuTe, Kato Hamp. SPSS, aBTomMaTHmyHO OTKpHBAT ayTtiaiiepw,
YCTaHOBSIBAT THUIIAa UM M T BKJIIOYBAT KaTO €JIEMEHTH Ha OlleHABaHHUTE Moxaenu. [Ipenebpersanero um 6u
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M3KPUBHJIO OIICHKUTE HA MMapaMeTphTe Ha MOjeja, 3all0TO aHOMAaJHITa MOXKE Jla ce BBh3IMpHEME KaTo
3aKOHOMEPHOCT W MOJICTBT MOXE Jla C€ CBPBXaJanTHpa KbM Hes. ToBa Ie ce OTpa3d HEraTWBHO Ha
Ka4eCTBOTO Ha TPOTHO3WMTE, IMOIYyYCeHH upe3 Te3u Moaeiau. SPSS wmnentudwurupa ciemHute BUIOBE
aytmaitepu (IBM, 2021):
e AnutuseH aytnaiiep (AQO) — 3acsra eqHO eIUHCTBEHO HabmoneHue ¢ nopeaer Homep £ = T. B To3u
cilydail TUHaAMUYHUST pell MOXKEe Jia ce MPEJCTaBh KaTo peanusaims Ha Z; Tpolec ¢ Ao0aBeHa
(Gynkuus na umiynca Iy,

Y, =Z,+wlp,
(0 t#T
hm_h.t=T

Kbaero w e oTkiioHeHuneTo ot Z; mpoiieca BCIEJACTBUE Ha ayTiaiepa.

e Uuosanmonen aytnaiiep (I0) — neiicTBa KaTo JOMBIHEHUE KBbM IIyMa & B ONpeaesieH MOMEHT & =
T. 3a cranmoHapHH peAoBEe, MHOBALIMOHHUAT ayTiaiiep 3acsira caMoO HAKOJIKO HaOironeHus. 3a
HECTallMOHApHU PEJOBE MOYXKeE Ja 3acsra BCSIKO HaONII0JeHNE, 3a1I0YBAKH OT ONpeesieH MOMEHT £ =
T.

6(L)

= HH o Drgm )

e [Ipomsna Ha paBuumeto (LS) — aymmaiiep, KOWTO uM3MecTBa BCHUYKU HaOMIONEHHS C TOCTOSHHA
CTOMHOCT, 3aII0YBaiKu OT omnpejiesieH MOMeHT t = T.

Yt = Zt + WST,t

0 t<T
Sre= iy, = {
o™ =T
e [Ipexonen aymmaiiep (TO) — BIUAHHETO My HaMmallsBa €KCIOHEHIMATHO A0 (0 KaTo CKOpPOCTTa ce
Mpeonpeess OT napameTspa d.

Y. =Z,+wDr,

1
Dy,

':mlT't’ 0<dé<1

o Jlokamna tenmentwst (L T) — aymaiiep, KoitTo 3armoysa JIoKajTHa TCHACHIINS B oTIpeiesicH MOMeHT £ = T.

Y.=Z,+wTy,
1 0 t<T
TT‘t_(l—L)ZIT't_{t+1—T t>T

e AnutueH kibcTep (AC) — rpynma OT JBa WIHM TIOBEYE MOCICAOBATCIIHA aTUTHBHU ayTIalepH.
N3bupanero Ha TO3UM THH ayTiaiiep B SPSS Boau 10 OTKpHUBaHETO KAKTO HA MHANBUAYATHU aJUTHBHU
ayTiiaiepu, Taka U Ha TPYITH OT THX.

Yt=Zt+

A

Wilr_14i¢

k
=1

Kato passutre Ha ARMA MomenuTe, IpeacTaBsITy IpoliecuTe ¢ kbea mamer Granger & Joyeux (1980)
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1 Hosking (1981) mpeiarar HOB KJIac MOJIENH 3a POLIECH Z; C bJITa aMeT! — ipoOHOo uHTerpupann ARMA
monenu (ARFIMA(p,d, q)):

d(L)(1 - L) (z, — p) = 6(L)e,,

KBJIETO OIEPATOPHT 3a ApobHO audepennupane (1 — L) uma ceaHOTO GUHOMHO pa3BHTHE:

1-L)4= Z ;L
j=0
r(j—d)

KbjieTo My = 1, 7; = TGior-n X I'(x) e rama ¢pyHKIUMSATA.

Hanuue e cnennara pekypcuBHa Bpb3Ka Ha KOCHULMEHTUTE TTj:

j—1-d

Hosking (1981) moka3ssa Teopema, criopes Koo, ako {z;} e ARFIMA(p, d, q) npouec, To:

e {7} e cramonapen, axko d < % Y BCHYKU KOpPEHH Ha ypaBHeHHETO ¢(x) = 0 ca M3BbH CAMHUYHHS
KpBT, T.€. aDCONMIOTHATA UM CTOMHOCT € MO-ToJIsIMa OT EANHUIIA;

e {z;}eobparum, akod > — % Y BCHYKH KOpeHH Ha ypaBHeHHeTO 0 (x) = 0 ca M3BbH eANHUYHHS KPBT.

OrieHKaTa Ha TE3W MOJIENIM M3UCKBa CIICIMANIM3NPpaH HKOHOMETpU4eH codryep, Hamp. Eviews wim Ox,
HO TaM H3CJIEeNOBATENsAT TPSAOBa caM Ja ce CIpPaBH C MHOTOOPOWHHUTE EKCIIEPHMEHTH IO ONpejAeNisTHe Ha
MopsiIbKa Ha MOJeNIa U OCBEH TOBA HE Ca HAJMYHM OMNIMHUTE 32 YCTAHOBSBAaHE W BKIIIOYBAaHE B MoOjeja Ha
ayTiaiepu.

4. CpaBHI/lTeJ'IeH AHAJIN3 Ha JIUHAMHUKaTa Ha HHACKCHUTEC Ha ICHUTC Ha KUjJavIaTa 3a
PASrJICKAAHUTE CTPAHU

JluHamuKaTa Ha MHJICKCUTE Ha [EHUTE Ha XWINIATA CE pa3lindyaBa ChIIECTBEHO 3a PasrIeKIaHUTE
28 crpanu. OOmIOTO €, Ye ciiea 3HAYWUTEIHHS CIaJ Ha IICHUTE BHB Bpbh3Ka ¢ riobadHaTta (GHUHAHCOBA U
nKkoHoMHuUYecka Kpu3a oT 2008 r. cimemBa MPOABIDKUTEICH NEPHOa HA PacTeX, KOHUTO ce YCKOpsBa
3HAYUTEITHO Tpe3 TOCIeAHUTEe TOJWHU. Bu3yanaHaTa WHCHEKIMS HA JUarpaMuTe, MpeCTaBsAlIH
JUHAMUKATa, KaKTO U NMPUIOKEHUETO Ha KIIbCTEPHUS aHAIM3 HAa OCHOBAaTa Ha METOJa 332 JUHAMHYHO
M3KpuBsIBaHe Ha BpemeTo (dynamic time warping) HM TO3BOJISBa Ja pa3leldM CTPaHUTE, KOUTO Ce
pasriiexjaT B IIeCT IPyIu.

! HpI/I PEAOBCTE C KbCa NAaMET abcoJIroTHATa CTOMHOCT Ha ABTOKOPCJIIALIMOHHUTE KOG(i)I/IIII/ICHTI/I HaMmaJisiBa C 6’I>p3I/I
TEMIIOBC (eKCHOHeHHI/IaHHO) C HapaCTBAHCTO Ha Jiara, npu KOMTO T ca U3YUCJICHH. 3a pasjiiKa OT TAX IIpU pCAOBETE C
AbJIra maMeT aBTOKOPECIallMOHHATa (l)yHKIII/IH HaMaJIsgBa C 0-0aBHH TEMIIOBE (XI/IHep6OHI/I‘~IHO).

168



ICEBM 2024 C. Xenaskosa, I'. XKensaskoBa. AHanu3 Ha JUHAMUKATa U MOJICTIMpaHe
Ha MHJICKCHUTE Ha IIEHUTE Ha XWimiiara B beirapus u apyru crpanu ot EC

240%

300% 200%
250%
160%
200%
150% 120%

0

100% 80%

50% 40%

Do . o, O O, T O e O e O e O e, o O, O O O O OO IR O |

0% SEPEHodEagH B dE o RTE

o o, N T, IO e O e O e O e O, e O e O, O e, O e O e O e | 00 00 ™ ™ o ™ ™= o = = 4 = 4 &~~~

OO O O Ol O ChoOF cF Ol O 6 OFREl O G =00 = T = = == =" o e i 0 o 0o 0 = O o [0 o o = o T =

MO NMITNONRO A NmT L e S A e A e e A S S I S I S |
Q20 0 0 0O oo o e ol
o000 COoOO0OQ0O0O0O0O0CO0O0O0C OO0 0O
[ B o B o I o o A o o B oV o B I o o A o o O o B o R o B o

JIaTBHA - — BBarapHs CrnoBeHHA

——— VHrapusa Wcianmms ——— JIuTBa Xonanousa XwpBaTcka Tomma
UexHa IlopTyranua EctoHHA CroBakHA

@ur. 1. luHAMAKA HA HHIEKCHTE HA IIeHUTe HA KIJINIIATA 32 CTPAHUTE OT TbPBHUTE J{B€ IPYyNH
Wzmounux: no oannu na OECD

B mbpBata rpyna nomnanatr Yurapus, Mcmanaus, Jlutea, Uexus, Ilopryranusa m Ectonus. Te ce
XapaKTEpU3UPAT ¢ HA-BIHCOKM CTOMHOCTH Ha WHACKCUTE Ha IEHNUTE Ha xunumara 3a 2023 r. npu 6aza 2015
r. (Tabm. 1). Hanmpumep B YHrapus nennre Ha xwmiumara mpe3 2023 1. ca cbe 172,4% mo-BuCOKY B CpaBHEHHE
¢ 2015 r. TsaxHOTO HapacTBaHe mpeBHmaBa ¢ 65,5% pbcta Ha morpedutenckure neHu?2, ¢ 17,7 %
pasmonaraeMusaT O0XOJl Ha YOBEK OT HaceleHweTro W ¢ 63,8% HapacTBaHeTO Ha HaeMuTe. Bbmpekn, ue
Wcnanmus 3aemMa BTOPO MACTO 110 PhCT HA HOMUHATHUTE IEHN Ha KWIHIIATA, TS H3IPeBapBa Y Hrapus 10 PbCT
Ha peaylHuTe 1eHN Ha xwmumara (72,2%). JIutea 3aema TpeTo MSCTO, KaTO MPH Hesl BBIIPEKH Ue IeHUTE Ha
xwumnmiara ca ¢ 114,2% mo-sucoku npes 2023 . ciipsimo 2015 r., Te u3npeBapBat phCTa Ha JOXOJUTE CaMo C
7,7% w Haemwute — ¢ 26,9%. [lopTyranms e Ha MeTo MICTO, HO TIPY Hesl IIEHUTE Ha KIITNIIATa U3IIPeBapBaT ¢
50,9% nHapacTBaHETO Ha JOXOIUTE, KOETO 5 IOCTaBs HA ITBPBO MSICTO TI0 TO3W MTOKAa3aTes He caMo B IrpyImaTa,
HO W Cpell BCUYKH pasriiexaanu ctpanu (tabmn. 1). [Ipu ctpannuTte oT mbpBaTa rpymna phCThT Ha IIEHUTE Ha
xumumara mpe3 2007 . u 2008 1. ¢ He3HAYuTeNIeH B CPaBHEHUE C TO3H OT TMOCICIHUTE TOIUHH.

BbB BTOpara rpyma ca BKIIOYCHH cieqHUTe cTpanu: JlatBusi, benrapus, Cnoenus, XonaHnaws,
XwpBatus, [Tonma u CroBakusi, TOAPECHN B HaMaJIABall Pell HA UHACKCUTE HA IICHUTE Ha KIJIUIIATA [Pe3
2023 r. cpsimo 2015 . — o1 190,9% 1o 175,1%. bearapus u JlaTBus ce xapakTepusupar ¢ rojsiM pbCT Ha
uenute Ha xunumara npe3 2007 . u 2008 r., mocnenBan ot psa3bk cnan. B bearapus nenute mpes 2008 r.
npesumanat ¢ 48% te3u ot 2015 1., a B JlatBust — ¢ 43,9%. Cnen pe3kus cnai, IEHUTE Ha KUIUIIATa Mpe3
2009 r. B JlaTBus ca ¢ 9,8% no-uucku B cpaBHeHue ¢ 2015 r. B bearapus cniagsT e no-maseH u npe3 2009 r.
uenure npesummanar te3u ot 2015 r. ¢ 17,8%, Ho ot 2012 1. 10 2014 1. ca Bede NO-HUCKU OT TAX. 32 TPU OT
CTpPaHUTE OT Ta3W Ipyla IEHUTE Ha XWIKIATa H30CTaBaT OT HAPAaCTBAHETO Ha Joxoaute. 3a beiarapus ToBa
m3ocrtaBane e ¢ 18,9%, nokato 3a [lonma u XspBaTus € HE3HAUUTEITHO, CHOTBETHO — 2,4% u 0,5%. CnoBenus
u [lonmia ca crpaHuTe B Ta3u rpymna, KOUTO C€ OTJIMYABAT C TOJIIM PHCT HA HAGMHUTE, OJU3BK JI0 TO3U HA TPU
OT CTpaHUTE OT IIbpBata rpyna — JIutea, Yarapus u Ecronus. Haemute 3a Te3u nBe ctpanu mpe3 2023 T. ca
croTBeTHO ¢ 60,2% u 58,9% mo-Bucoku ot 2015 r. BeneacTBue Ha ToBa phCTHT HA LICHUTE HA KUJIMINATA
u3npeBapsa To3u Ha Haemute camo ¢ 13,1% (Tlomma) u 16,3% (CnoBenust), 3a pa3nuka oT APYrUTe CTPaHU B
rpynara, npu Kouto 1ol e ot 45% (bbyrapus) no 69,4% (Jlatsusi).

2 I/IHHGKCLT Ha pCaTHUTC LICHU Ha XXUWJIMIIAaTa, KaKTO C€ MOCOYBa B MECTOAOJIOTMYCCKUTE OCJIEeKKY Ha OECD, ce
HU34HUCJIsIBa KaTO YaCTHO HAa MHACKCA HA HOMUWHAJTHUTC ICHU HaA XWUJIUIIara u ,ueq)naTopa Ha HOTpe6I/ITeHCKI/ITe paszxoaun
OT CUCTEMATAa HA HAIMOHAJIHUTEC CMCTKU.
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HHaexkcn Ha HeHNTe HA KUJIMINATA, MHIEKCH HA HaeMHUTe H CBbP3aHH ¢ TAX HHAeKcH 3a 2023 r. npu 6:;262‘]10'?;[;31“.1
(ITpouienTn)
HWnpexcn Ha
HNupexcu Ha HHpexcn Ha CHOTHOIICHUETO Hupexcn Ha HNupexcu
Paunr JdbpxaBu HeHUTe Ha p;:::l:l;e IeHa Ha CbOTHOLIEHHETO Ha
JKHJTHINATA scmmmara | AVMIATA KBM | [EHA KbM HaeM | HaeMHTe
A0X0

1 VYHrapus 272,4 165,5 117,7 163,8 166,5

2 Hcnanpus 231,6 172,2 158,8 1458

3 JlutBa 2142 143,2 107,7 126,9 168,4
4 Yexwust 211,8 1449 123,3 161,7 131,0
5 [Mopryranus 205,8 169,1 150,9 170,0 121,1

6 Ecronus 197,7 132,6 114,7 1243 159,0

7 JlatBHA 190,9 135,7 106,7 169.4 112,7

8 boarapus 186,7 128,3 81,1 145,0 128,7
9 Crnosenns 186,2 146,9 114,2 116,3 160,2
10 | Xonanaus 183,3 139,6 126,5 154,6 118,5
11 | XwvpBarus 179,9 1423 99,5 150,6 119,4
12 |Ilomma 179,8 1244 97,6 113,1 158,9
13 | CuoBakus 175,1 126,4 111,2 153,7 113,9
14 | JIrokcembypr 171,5 143,7 129,4 154,5 111,1
16 | Asctpus 163,7 127,4 124,2 1238 1323
18 | ['epmanus 149,2 119,9 114,3 132,6 112,6
15 | Mpnanans 169,0 134,0 114,6 110,1 153,6
17 | I'bpuus 151,0 136,3 116,5 154,2 97,9
19 | PymbHuA 148.4 97,5 62,3 114,1 130,2
20 |Hcnanms 147,7 124,6 113,8 136,1 108,6
21 | OGenuHEHO KPAJICTBO 142,4 112,4 110,2 121,5 117,3
22 | Hopserus 140,8 109,2 112,5 119,6 117,7
23 | lanusa 137,1 118,9 103,4 121,6 112,7
24 | benrus 136,0 106,2 99,8 113,7 119,7
25 |IllBeuwus 131,9 105,0 100,4 116,6 113,2
26 | Dpanuus 131,6 110,6 100,9 125,6 104,8
27 |Hranua 108,3 91,5 88,4 103,0 105,1
28 | Dunnanaus 105,4 89,5 85,8 92,2 114,3

HWzmounux na oannu: OECD

170



ICEBM 2024 C. Xenaskosa, I'. XKensaskoBa. AHanu3 Ha JUHAMUKATa U MOJICTIMpaHe
Ha MHJICKCHUTE Ha IIEHUTE Ha XWimiiara B beirapus u apyru crpanu ot EC

180%

0y
200% 160%

160% T

120%

120% 100%

80% 80%

60%

=== R =R =R == =R =R =R === === ==
ot 9885058589800 0B5583879
dgggscsc8s5c8g8838s83z583 C 00O dod I oo
NOROAO A NMTNDOMROND AN O T S e e R e e e R A )
P G = T = T R e et sl B e U P i T B b NN AN NN NN NN SN NN NN
OO0 0000 O0O0COC OO0 00 000 OCOo
NN NSNS NSNS NN
—— Hpaaagua —— I'spiHa
—— JIrokceMGypr —— ABCIpHA Tepmanns —— PyMBHHA Hemanss

@ur. 2. lnHAMAKA HA HHIEKCHTE HA IeHUTe HA KIJININATA 32 CTPAHUTE OT TPeTaTa M YeTBHPTATA IPyNH
Wsmounuk na oannu.: OECD

B tperata rpyna ca BkimodeHu camo 3 crpanu — JlrokcemOypr, ABctpus u I'epmanus. O0moTo 3a TAX €,
ge mpe3 2007 1. 1 2008 1. He ce HaOmoaBa PA3bK CKOK B IICHUTE HA KWJIMLIATA, a €IHO IJIaBHO HapacTBaHe,
KoeTo ce yckopsiBa ipe3 2018 r. 3a JltokcemOypr u nipe3 2021 r. 3a 'epmanus 1 ABCTpHS 1 IPUKIIOYBA IPEIN
kpas Ha 2022 r. [Ipe3 2022 r. uenure B JltokcemOypr, ABctpus u 'epmanus ca cboTBeTHO € 88,6%, 68,5% 1
62,9% no-Bucoku B cpaBHenue ¢ 2015 1. IIpe3 2023 r. ueHnure Ha XUIUIIATA CIafat psi3ko B JIrokceMOypr u
'epmanust, crotBeTHO € 9,1% 1 8,4% 1 no-He3HaUUTENHO B ABCTpUS — € 2,9% crpsiMo npeaxoaHaTa roJIvHa.
B pesynrat npe3 2023 r. B ['epmanust nenute ca ¢ 49,2% no-pucoku ot 2015 r., a B ABcTpus u JlrokcemOypr,
CcBOTBETHO ¢ 63,7% u 71,5%.

YerBbpTarta rpymna crpanu Bkiousa Mpnanaus, ['spuus, Pymbausa u McnaHus, npu KOUTO JIMHEHHUTE
yarpami, MpeacTaBsAIIM JUHaAMHUKaTa II0Ka3BaT CXOJICTBO, KaTO CHIIEBPEMEHHO Ca U3MECTEHHU €HA CIIPSIMO
npyra. [Ipu Te3u cTpaHu UMa SICHO U3pa3eHa Bb3XO/Ia TCHACHIUS B [IEHUTE Ha JKWIHIIATA, KOSATO 3alloyBa
MIper HA4aJoTO Ha pasriexaAaHus nepuoa u npoaskana A0 2007 r. 3a Upnannusa u Ucnanus u go 2008 r.
3a I'pprus. CreBa nepuost Ha pA3bK Claj, KOWTO € ¢ Hall-yCKOpeHHU TemrnoBe npu Mpaanaus v mpoabhkaBa
no 2012 r. kaTo € peaqu3upaH Claj Ha IIEHUTEe Ha xwimniara ¢ 6au303 53%. 3a Vcnanus To3u mepuon
npukmouBa B 2013 r. ¢ pesynrar 35% mno-Hucku neHu B cpaBHeHue ¢ 2007 r., a 3a I'bpuus — 10il € mo-
npoabinkuTencH — 1o 2017 r. u 3aBbpmBa ¢ 630 40% no-aucku 1iean B cpaBHeHue ¢ 2009 r. 3a PymbHus
HadanHuAT nepuoy Ha ganauTe € 2009 r., a He 2005 1. 1 chIIO ce HaOMoJaBa HU3X0As1a TeHaeHIus 10 2014
T., KaTo cnagpT Ha neHute cupamo 2009 1. e 6nmzo 25%. Cnen nmepuona Ha cHaj U 3a YETUPUTE CTPaHU OT
rpynara cieiBa BB3XOJAIIO ABI)KEHHWE Ha LIEHWTE Ha Kuiaumara kato mpe3 2023 r. ce mpocrurar
npubau3uTenHo nukoBute HUBa ot 2007 1. 1 2008 1., a npu Upnanaus ce Haackavar ¢ 6im30 4%. OT yetupure
CTpaHH €AMHCTBEHO 32 PyMbHMA IIeHNWTE Ha )KWIMIIATA U30CTaBaT OT HAPACTBAHETO Ha JOXOAMTE 3a Iepuoa
2015 1.—-2023 1. (¢ 37,3%), KaTo OCBEH TOBA Ce HAOIO1aBa CIaJ HA PEATHUTE [IEHHN Ha XIIINIIATa, MaKap 1
camo ¢ 2,5%, KOeTo oT pasriiexnaHuTe 28 cTpanu ce cpema ouie npu Uranua u Ouanasgus.

3 V3uncrenusTa ca HaNpaBeHH Ha ocHoBaTa Ha my6nukysanute or OECD unpexcu npu 6asza 2015 r. u He Morar za
IpeTeHANpaT 3a abCOI0THA TOYHOCT.
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@ur. 3. lnHaMUKA Ha HHIEKCUTE HA IIeHUTE HA KIIMIIATA 32 CTPAHHUTE OT NMETATA U MEeCTATATA TPy
Hsmounuk na oannu: OECD

IIpn meraTta rpyna crpanu eHUTE Ha xmiumara ca ¢ oT 31,9% (llsemms) no 42,4% (OOenmaeHO
KpaJICTBO) ITO-BUCOKH OT Te3u npe3 2015 1. B tasm rpyma ce Bkmousar ome Hopserus, Jlanus u benrus. [Ipu
Hopgerus u benrus ce 3a6ensi3Ba roiasiMo CXOACTBO B TMHAMHKATA HA IIEHUTE OT HAYAIOTO HA PasTIIeXKAaHUS
nepuox 1o 2010 r. IIpe3 2005 . neHuTe Ha )XKUIUIATA 32 TE€3H JIBE CTPaHU ca ChOTBETHO ¢ 45,2% u 48% mo-
HUCKH oT Te3u mpe3 2015 r., mokaro mipu Jlanus, OOeTUHEHOTO KpajCTBO M benrus, Te ca ChOTBETHO ChC
17,1%, 21,1% u 27,2% mox auBoTo Ha 20151, PReThT Ha 1IeHuTe 11pe3 2007 1. 11 2008 1. 1 TocIeABaTHAT CIIaT
HE ca Taka CHJIHMA KaTO MpHW CTpaHWTe OT 4deTBbpTara rpyma. [Ipe3 2023 r. Hopserus, Hanus u llBenns
peanu3upar craj Ha EHUTEe CIIPsIMO MPeaX0oAHaTa TONHA, 3a pa3nuka ot benrus n O6eMHEHOTO KPaICTBO,
KBJIETO BCE OIIIE Ce 3ama3Ba Bh3Xosmara TeHaeHnns. 3a benrus u lllBenns peanHuTe 1eH Ha )KUIIUINATA ca
CHOTBETHO camo ¢ 6,2% u 5% mo-Bucoku oT Te3u mpe3 2015 r. u e mouTH M3paBHEH PhCTa Ha IEHUTE Ha
kuumara u goxoaute 3a 2023 r. cripsimo 2015 1.

[lecrara rpyma ctpanu BrimouBa Opanmus, Utanmus n @uanangms, 3a kouto npe3 2023 r. neHnTe Ha
JKUIMIIaTa ca cboTBeTHO ¢ 31,6%, 8,3% u 5,4% mo-Bucokm ot Te3u npe3 2015 r., T.e. ©IMAaT HAW-HUCHK PBCT
Cpel pasriiexaanuTe 28 cTpaHu. 3a ChUIUS MEePUO/] IICHUTE Ha xuiuinara B Mranus u GuHnaHaus u30cTaBar
OT PBCTa HA MOTPEOUTEIICKUTE TIEHU. ChOTBETHO ¢ 8,5% u 10,5%, KaKTO M OT HapacTBAHETO Ha JIOXOJHTE
cboTBeTHO € 11,6% u 14,2%. Ounnanaus € eAUHCTBEHAaTa OT Pa3rJIeJaHUTE CTPaHU, 33 KOUTO HAECMUTE
M3MOpeBapBaT HAPACTBAHETO HA IICHUTE HA KUIIUIIATa ¢ 9 MPOLIEHTHU MyHKTa 3a To3u nepuo. [Ipe3 2023 r. ce
Ha0JII0/1aBa CIIaJ] B IICHUTE Ha KWJIMIATA U 32 TPUTE CTPaHU, Kato 3a Opaniyst u OuHmaH us, TON € 3aroyHal
ome mpe3 2022 r.

OT cpaBHUTEIHUS aHAIN3 HA JMHAMUKATA HU UHICKCHUTE HA [ICHUTE Ha XKWJINIIATA 33 pa3TiIekKIaHuTe 28
CTpaHU, pa3Npe/IeIICHH B IIECT TPYIIH, MOXKE Ja CE HAIIPaBH U3BO/Ia, Y€ BBIIPEKH CXOJICTBOTO HA Ta3U IUHAMUKA
B PAMKHTE Ha rpyrara, ce HaOJIF01aBaT ChIICCTBCHU Pa3IU4Us MEXKTy CTPAHUTE B TPYITUTE MO0 OTHOIICHUE Ha
JTMHAMHKATa Ha PCATHUTE [ICHU Ha JKUJIUINATA, ChOTHOIIICHUETO HA U3MEHEHHUETO HA IICHUTE Ha KWIHIATA U
M3MEHEHUETO Ha JIOXOJIUTE U HACMHUTE.

5. MoaenupaHne Ha TMHAMHMKATA ¥ NMPOTHO3UPAHE HA UHIEKCUTE HA LIEHUTE HA KUJIUIIATA Ype3
ARIMA n ARFIMA moaean

MonenupaHeTo Ha TWHAMHUKaTa Ha WHACKCUTE Ha [IEHUTE HA KUJIUILATA € Ha OCHOBAaTa Ha JaHHU Ha
OECD mno tpumeceuns 3a nepuoga 2005Q1 — 2023Q4 3a pasrnexnpanute 28 crpanu. UHaekcute ca
nyOnuKyBaHM eIWHCTBeHO mpHu 6a3a 2015 T. M e mocouyeHo, ye ca Ce30HHO u3rnajeHd. llociemHoTo
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00€3CMHUCIISI eKCIIEpUMEHTHPaHeTo Ha ce30HHN ARIMA Mozenm.

3a ceaem ot 28-Te AbpKaBH HE ca MyOJMKYBaHM NAaHHM 3a MENHs pa3TiekiaaH nepuon. 3a Jlatsus u
JInutBa HavamHmMAT mepuo Ha manHUTEe ¢ 2006 Q1, 3a JliokcemOypr, CrnoBennst u Yarapus — 2007 Q1, 3a
Yexusa — 2008 Q1 u 3a Pymbaus — 2009 QI.

IIpenn ma ce mMpUCTBNH KbM €KCIEPHUMEHTHPAHETO HA MOJAENNTE € HEOOXOAUMO J1a Ce ONpEeaeNH Ha
OCHOBaTa Ha TECTOBETE 3a €AWHWYEH KOPEH PeabT Ha WHTETPHUPAHOCT HA DPa3TIekTaHUTE NTUHAMAYHU
penose. OT HATMYHUTE TECTOBE HaM-4eCTO M3MON3BaHU ca pasmmpeHusat tecT Ha Dickey-Fuller (ADF) u
tectsT Kwiatkowski-Phillips-Schmidt-Shin (KPSS). Ilpu ADF Tecra HymeBara xumore3a e, dHe
W3CIIEABAHUAT BPEMEBH pell € MHTETPHUPAH OT pen eauHuna (HectaruonapeH), a mpu KPSS Tecra — de e
WHTETpHUpaH OT pell Hyna (crannoHapeH). OCHOBHHAT HEIOCTATHK Ha T€3HM TECTOBE €, Y€ Te Pa3TIIekKaaT CaMo
IBaTa KpaWHU cilydas — HHTeTpupaH oT pen exwanna I(1) wim maTerpupan ot pex Hyna I(0), kato He ce
3aHMMAaBaT ChC CIIy4auTe Ha JPOOHO WHTETPUPAHUTE MPOIECH. TecToBeTe ce mpuiarat MbpPBOHAYATHO 32
WU3XOJHUTE JAHHH, a CIEJ TOBA 3a MIbPBUTE pa3MKU. Taka Ha BTOpUs eTall HyJieBaTa xunoresa npu ADF
TecTa e, 4e peAbT € UHTeTpUpaH OT pen ABe, a mpu KPSS tecra — oT pen eanawmIAa.

3a 22 OT pa3riekIaHUTE CTPAaHH TECTOBETE €IHO3HAYHO ITOKa3BaT, Y€ H3CIICABAHUTE PEIOBE ca
WHTETPUPAHU OT pej eAMHHUIA U CIEeJOBATEIHO 3a MPEBPBIIAHETO UM B CTALMOHAPHH € HEOOXOAMMO
W3YUCIIABAHETO HAa MBPBHUTE INOCIENOBaTeNHH pa3nuku. 3a ['spums ce ycTaHOBsBa, 4Ye peabT Ha
WHTETPUPAHOCT € 2, T.€. HaJlara ce ONpeAessHeTO Ha BTOPUTE MocienoBaTeHu pasnuku. [Ipu JlrokcemOypr,
[opryranusa, Pymeuus, Yarapus u XwspBatcka ADF nu KPSS tecroBeTe naBat npoTUBOpEUYNBHU pe3ynTaTu
3a pefa Ha uHTerpupaHocT. Criopes equHMs OT TECTOBETE PEAbT Ha MHTETPUPAHOCT € SAUHMIIA, a CIIOPe]
npyrus — nBe. TakoBa NPOTHBOPEUHUE € XapaKTEPHO 3a CllydyanuTe Ha APOOHO WHTETPUPAHU MPOLIECH.

3a onpenensiHe Ha nopsabka Ha ARIMA MozpenuTe ce U3Moa3BaT Bb3MOXKHOCTUTE, KOUTO MPEIOCTABS
SPSS. Tyk mMoxe na ce uzbdepe onuusATa 3a aBTOMATUYHO OIpeeNsiHe Ha MOpsAabKa Ha HAW-1TOAXOSIINS
MOJe] W aBTOMaTHYHO OTKpWBaHe Ha ayTinadiepu. OTHOCHO ayTiaiepurte, M3CIeHOBATENAT TpsAOBa 1a
MOCOYH THPCEHUS THII WK MHOXKECTBO THUNOBE. HampaBeHM ca ekcliepuMEHTH ¢ ThpCeHe Ha TpH Habopa OT
ayTnaiiepu. [IppBHUST BKIIOUBAa BCHYKH HAJUYHU BB3MOXXHOCTHU (anuTuBeH ayTiadiep (AO) MHOBaIMOHEH
aytnaiiep (IO), mpomsina Ha paBuunieto (LS), mpexoxen aytnaiiep (TO), nokanna tenpenuus (LT) u
agutuBeH KibcTep (AC)). Bropusar HaGop BKIIOUBa MHPBUTE YETUPH, a TPETHAT — mbpBUTE TpU. OT
npemioxenute oT SPSS monenu npu Tpute Habopa OT ayTiaiiepu e HampaBeHa AOMBJIIHUTENIHA CEJICKIHS Ha
ocHoBaTa Ha nH(popManuoHHus kpurepuid BIC, cpennaTta kBagpaTuyHa rpemika U cpeHaTa OTHOCUTENHA
rpemka. OcBeH ToBa, SPSS aBTOMaTHYHO Ompeesis Aaiu € HeoOxoauMa Tpanchopmallus Ha JaHHUTE C 1eJT
crabunu3upane Ha Bapuanusarta. B Tabxn. 2 ca npeacraBenu nzbpannte ARIMA moznenu, kato € MOCO4YeHO
JaJIi € TIPUJIO’KEHA JIOTapUTMHYHA TpaHchopMalusl WU ce paboTH ¢ U3XOAHUTE AaHHU. Thi KaTO rojasma
4acT OT MOJICJIMTE Ca HEITbJIHHU, B TA0JIMLATa € BKIIOYCH HE CaMO MOPSIABKBT Ha MOJIENa, HO TaKa ChII0 KOU
KOMITOHEHTH Ha aBTOPETPECHs W IUTB3TAIllM Ce CPEJHHU Yy4JacTBAT B HETO, KaKTO W ayTIalepuTe, 3a KOUTO
CJIeNl TWIIa UM B CKOOM € IMOCOYeHa FOJIMHATA U TPUMECEUHETO, OT KOUTO CTapTHpaT. Bepeku cXoAcTBOTO
Ha IMHAMHKaTa Ha CTPAaHUTE BbB ()OPMHUPAHUTE TPYITH, MOPSIBKBT HA MOJIETUTE CHIIECTBEHO CE PA3IHIaBA.
3a momoBuHaTa oT cpaHnute ARIMA MopenuTte ca MOCTPOEHM 3a M3XOIHWUTE JAHHU, a MPH APYTUTE €
MpWIOKEHa TpeABapUTelHa JIOTapUTMHYHA TpaHcopmamus, KaTo TyK HE MOXe Jla ce OTKpHe
3aKOHOMEPHOCT B 3aBHCHMOCT OT IPHHAJJIC)KHOCTTa KBbM OmpeneieHa rpymna. Moxe ma ce o600mu, de
roJisiMa 9acT OT ayTJIaiiepuTe ca OT THIA Ha aINTHUBHAUTE, MHOBAIIMOHHUTE W MPOMSIHA HA PABHUIIETO U CE
oTHacAT 3a TpuMmeceuns ot 2007, 2008 u 2009 romuHM, KaKTO W OT IMOCIEAHHUTE TPHU TOOAWHH. ToBa €
WHIVKAIWS 32 aHOMAJTHY SBJICHHS Ha TTa3apa Ha HEeJIBIKUMHU UMOTH IIpe3 MocIeAHNTe TonnHA. Moxe 1a ce
TBPCH CXOJICTBO C PSA3KOTO HapacTBaHe Ha 1eHuTe mpe3 2006 . u 2007 1., a ipu HAKou cTpanu u mpe3 2008
r. BerpocsT, KOHTO cH 3aJaBaMe AOKOTa Ie MPOABIDKH TO3H MEPHOJ Ha OBbp3 pacTeX Ha IEHUTE W JAaJN
CIIagbT, KOWTO ce HaOII0ZaBa MPU HIKOM OT pasriIeXKJaHUTE CTpaHW IIe 3alodyHe, Makap M ¢ U3BECTHO
3aKbCHEHHUE TPU OCTAHAIUTE.
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Tabéauna 2
ARIMA u ARFIMA Moae/u Ha HHEKCHTE Ha IEHUTe HA KUJIMIATA
ARIMA moaenan ARFIMA mopean*
T'py- AbpxaBu In
na HOpSI- lIOpSl- KOMIIOHECHTH OLICEHKA
KOMIIOHEHTH Ha MoaeJia 5
IBbK IBK Ha Mojeaa Had
AO(Q1 2008), LS(Q2 2012), AO(QI 0,424
Yurapus - In 1 (0.2.0) 150159 10003 2020), AOQ4 2020) | (&40 | D ARE) (0,122)
0,368
Venamms | In | (0,2,0) | LS(Q4 2009), 10(Q4 2022) (1,d0) |D, AR(1) (008
AR(1), 10(Q3 2006), TO(Q4 2006),
T0(Q3 2008), 10(Q4 2008), LS(Q1
< - - - -
g | Jlursa (LLO15009), AOQ3 2013), 10(Q4 2020),
s 10(Q3 2021), LS(Q2 2022)
<
m
Q
2 AR(1), AO(Q2 2009), LS(Q4 2016), 0,386
= | Yexus I | (120)| Xoo1 2001) (440) | D.AR(). AR@) |
0,476
Hopryramus | - (0,2,1) | MA(1), I0(Q4 2008), LS(Q3 2020) (0,d,0) |D (0,045)
MA(1), TO(Q3 2007), I0(Q4 2008), 0463
Ecronus In | (0.2,1) | LS(QI 2009), 0(Q4 2009), LS(Q1 | (0,4,0) |D ;
(0,057)
2010), LS(Q2 2020) ’
MA(1), MA(2), I0(Q2 2006), TO(Q1
2007), 10(Q3 2008), TO(Q1 2010), 0,396
Jlarsus = | O12) 1 A0Q3 2014), LS(Q1 2018), A0@Q2 | (048 | D MAR), MAB) | 4 6g)
2020)
Bomapus | In | (0,2,0) 2(32(32)4 2008), 10(Q1 2009), AGQL | (| 40) | D, AR(T) ?6223566)
MA(1), MA(2), MAQ3), LS(Q3 2008), 0,412
] Caomermnn | - | (0.13) | 15001 2011) 0,d3) | D, MAQ) (0087
=
= 10(Q4 2008), AO(Q3 2012), 10(Q3 D, AR(4), MA(1), | 0,465
o s s s 5 5 5
5 Xomanmas |- 1 (0201 5505 10(Q4 2022), AO(Q42023) | 492 | Ma@) (0,065)
o
=
& AR(1), AR(2), MA(1), AO(Q2 2006), 0,402
Xeppatna | - 1 (22D | 1 501 2008), LS(Q1 2009) (2:4.4) 1 D AR@). MA®) | g 64
10(Q4 2005), 10(Q2 2006), AO(Q3
2006), AO(Q4 2006), AO(Q1 2007), 0.430
Tomma 1 0.2.0) ) A0(Q2 2007), A0(Q3 2007), Ls(Q3 | %4> | D-MALMAG) ¢ 969)
2008), AO(Q3 2009)
C, MA(1), MA(2), MA(3), O(Q3 0.402
Crosaxns | In | (0,1,3) | 2008), LS(Q3 2009), AO(Q1 2017), | (0.d,4) | D, MA(2), MA@4) | %
(0,083)
AO(Q1 2023) ’

4 ARFIMA MojienuTe ca eKCIEpUMEHTHPAHH 3a ITEPBUTE PAa3/IMKH HA HATYPAIHUTE JIOTAPUTMH Ha Pa3TIIEKIAHUTE
pelloBe WM 32 IIbPBUTE PA3IMKU Ha HeTpaHC(OPMHUPAHUTE JaHHHU, KOTaTo B KOJIOHATA ,,In“ € MocoueHo ,,-".
5 B cko0u ca aJieHu CTAHIAPTHUTE IPEIIKH.
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ARIMA mopesn ARFIMA monean?
T'py- Jbpxasn | In
nma nops- nmops- KOMIIOHECHTH OIlCHKAa
ABK KOMIIOHEHTH HA MOoJeJ1a ABK Ha Mojena Ha d5
AR(1), AR(2), AO(Q3 2007), AO(Q1 0.199
ThoxeemGypr | In | (2.2,0) | 2010), 10(Q42022), 10(Q12023), | (3.d2) | D, ARG). MAQ) | G n0g)
5 10(Q3 2023) :
>
= C, LS(Q1 2010), AO(Q2 2012), 0,259
: ABcTpHs In | 0.10) | 702 2019), LT(Q4 2022) (4,d,0) |C,D,AR®4) 6.093)
Q
= MA(1), I0(Q3 2005), LS(Q1 2007), 0355
Tepmanns - | (02.1) | AO(Q42010), 10(Q3 2022), 10(Q4 | (0.d3) | D, MA(2), MAG) | (007,
2022) :
D, MA(1), MA(2), | 0,356
Wpnannus - 1(0,2,0) | AO(Q3 2006) (0,d,6) MA(S)(I\alA(6)( ) (0,081)
o]
s, 0,398
& | Dopuns In | (1.2,0) | AR(1). I0(Q1 2007). AO(Q1 2009) | (5.d.0) | D, ARQ). AR(S) | (g1
& 9
E_4
[=R
2 MA(1), I0(Q3 2009), AO(Q4 2009), 0,444
2 | Pyvmi - 102D | xo003 2023) (2.40) | D, AR(), AR®) | (61
=p
AR(2), AO(Q3 2010), AO(Q4 2012), D, AR(2), MA(3), | 0,449
Henasm - 220 ] 152 2015) 244 | Ma@) (0,109)
OGemumeno || 5 4 | MA(D), MA(4), 10(Q3 2008), 10(Q2 |, 4 | D. AR(4), MA(D), | 0,358
KpAJICTBO =%)12009), AO(Q1 2020), I0(Q4 2021) 42 I MAQ) (0,123)
C, MA(1), MA(2), LS(Q4 2008), 0,410
. Hopgerus In |(0,1,2) AO(Q1 2011) (0.d,1) | D, MA(I) (0,091)
>
o
= | Jlamus - 1(0,2,0) | TO(Q2 2009), LS(Q1 2016) (0,d,1) | D, MA(1) 0,395
= (0,088)
=
0,449
Bexrus In | (0,2,1) | MA(1), IO(Q4 2020) 0,d,0) |D 0.048)
C, AR(1), IO(Q4 2007), AO(Q4 0,409
[Benus In 1 (LLO) | 5608), 10(Q4 2017), 10(Q3 2022y | B&D) | D ARG, MAM) 1 5 ¢,
MA(2), IO(Q4 2008), TO(Q3 2009), D, MA(1), MA(2), | 0,414
Ppasu - 02.2) AO((Q)S 2058) N [CXE) MA(S)( MA@ (0,105)
g 9
2 C, MA(1), MA(2), LT(Q2 2008), 0326
s | Mramus In | (0,1.2) | LS(Q2 2011), 10(Q3 2015), AOQ2 | (0.d.3) | D, MA(2), MAG) | ¢ 0g6)
5 2020) :
C, AR(1), TO(Q4 2008), I0(Q4 0,464
- ol ,A Uy s ,
duHIaH U (1,1,0) 2022), AO(Q2 2023) (0,d,4) | D,MA®4) (0,044)

Hsmounuk: coocmeenu usuucaenus (upes SPSS u Eviews)

Bbopeku monyueHuTe pe3ylTaTH OT TECTOBETE 3a OMpEJCisHE Ha pela Ha UHTETPUPAHOCT, IpaBU
BIICUATIICHHE, Y€ TIpU 19 oT Mojenute ce padoTH ¢ BTOPUTE MOCJICAOBATEIHU PA3JIMKHU, a HE C ITbPBHUTE.
Bb3MoxHA TpUYMHA € HAIMYUETO Ha APOOHA WHTErPUPAHOCT, T.C. JBJIra IMaMeT B IIbPBHUTE PA3JIMKU Ha
pasriekXIaHuTe TUHAMUYHU pefoBe. ToBa ce MOTBbpxkAaBa oT excrnepuMmentupanute ARFIMA monenu.
[Ipu Bcuuku cTpaHu, ¢ U3KIIOUYEHUE caMO Ha JIUTBa ce YCTaHOBSIBA HATMYHETO HA ABJIra MaMeT B IbPBUTE
pa3MKA Ha JIOTAPUTMHUTEC HA HWHIAESKCUTE Ha IICHHUTE Ha JKWININATA WIA B IIBPBUTE pPa3IMKA Ha
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HeTpaHchopmupanuTe nHaekcu6. Benuku onenku ca B uatepBana (0;0,5), koeTo 03HaYaBa, 4e MbPBUTE
Pa3NuKH ca peamn3anus Ha CTalliOHapeH Ipoliec ¢ abira nameT. [Ipu To3u nporiec eheKThT Ha MIO0Ka HE €
BEUEH, 3a pa3jiiKa OT HECTAllMOHAPHHUTE MPOIECH, HO 3aTHMXBa MHOTO T0-0aBHO B CpPaBHEHHE ChC
CTallMOHAPHUTE TIPOIIecH ¢ Kbca mameT. KomkoTo croiiHocTTa Ha d € mo-6130 10 0,5, ToKOBa € To-roJisiMa
YCTOMYMBOCTTAa HA MIOKOBETE BHB BPEMETO, T.€. TOJIKOBA € MO-CHUJIHA JbaraTa mamer. OT CpaBHEHHETO Ha
MOJIydeHUTE OIEHKHM Ha d MOXKE 1a ce OTKpPOST CTPaHHTE C OTHOCHTENHO IMOo-ciabda Ibira mameT —
JroxkcemOypr, bonrapus, Asctpust u Utamus. [Ipu tax onenkute Ha d ca ot 0,199 mo 0,326. [Ipu benrus,
Ucnannsa, Ecronns, Ouananaus, Xomaanua u lloptyrammus omnenkure ca ot 0,449 no 0,476 m mpu Tsx
IIIOKOBETE B M3MEHEHHETO Ha I[EHWUTE Ha JKWIHMIATa 3aTHUXBAT 1M0-0aBHO BHB BPEMETO B CpaBHEHHE C
OCTaHAJINTE CTPaHU.

C 1en TecTBaHE HAa MOJEIHUTE ca pa3paboTEeHN PETPONPOTHO3H 3a MEPBOTO TpuMeceune Ha 2024 1., 3a
KO€TO KbM MOMEHTA Ha IMOATOTOBKATA Ha Jokiana nma myommkysanu oT OECD naHHM 3a BCHYKH CTpaHH, C
m3kmroyeHne Ha JlrokcemOypr. B Tabnuma 3 ca mpencTaBeHH MPOTHO3HHUTE CTOWHOCTH BH3 OCHOBA Ha
croTBeTHUTE ARIMA m ARFIMA momenu ot tabnuma 2. BiirodeHa € ChI0O KOMOMHHpaHa IPOTHO34,
MoJIydeHa 4Ype3 YCpeIHSBaHEe Ha MPOTHO3WTE OT JBaTa Mofena. 3a BCAKA OT NMPOTHO3HHUTE CTOWHOCTH €
M3YHCIICH OTHOCHTENIEH pa3Mep Ha TpemrkaTa. 3a TPOTHO3WTe BB3 ocHoBa Ha ARIMA wmomenute
abcoyroTHaTa CTOMHOCT Ha OTHOCHTENEH pa3Mmep Ha rpemkara e oT 0,05% 3a benrus no 6,35% 3a JlaTBus.
B®3 ocHoBa Ha ARFIMA Mmonenure 0THOBO Ta3u Ipelika e Hail-roiasima npu Jlateus — 4,05%, a Haii-manka
npu I'epmanust — 0,04%. KomOnHupanaTa nporsosa e Hai-TouHa npu @paHius, KbAETO OTHOCUTETHUSAT
pasmep Ha rpemkara e camo -0,01%. Ilpuumnara e, ye mporHo3ara Bb3 ocHoBa Ha ARIMA wmogena
npesumiaBa pakruueckara ctoiHocT ¢ 0,39%, a mpu ARFIMA e oopatHoTo. [Ipu bbirapus cpaBHUTEITHO
BHCOKaTa rpelika u npu nsara monena (3,02% u 3,23%) ce AbJKU Ha HENPEIBUIUM PS3bK CKOK B TEMIIa Ha
HapacTBaHe Ha neHute. [IpyyrHara 3a rojasmara rpemka npu JlaTeus e, ye *Ma HEMPOTHO3UpyeMa MPOMsTHA
npe3 MbpBOTO TpuMeceune Ha 2024 T., mpe3 KoeTo ce HabJloJaBa HapacTBaHE Ha IICHUTE Ha JKWIHMIIATA C
Hax 3,5% chopsMo TpPeAXONHOTO TpUMECEUWe, BBIPEKH 3aMOYHAIMAT CMaj Ha LEHUTE Npe3 BTOPOTO
Tpumeceune Ha 2023 r. ARIMA u ARFIMA MozaenuTe oTYuTaT NpOSBEHUTE 3aBUCUMOCTH B MUHAJIOTO, HO
HE MOraT Ja MpeIBUIAT OBJCIIM IIOKOBE B HM3MEHEHHATa Ha ueHuTe. OTYMTAHETO HAa HAaJWYHMETO Ha
aytnaiiepu mpu ARIMA monenuTe ce oTpa3sBa MOJIOKHUTETHO Ha KAYECTBOTO HA OLICHKUTE Ha TapaMeTpuTe
Y TOBa UMa CBOS e(eKT BbPXY NPOTHOCTHYHHUTE UM CITOCOOHOCTH. [IpOorHO3UTE Bh3 OCHOBA HA TE3W MOACIHU
MPEBB3X0KAAT MO TOUHOCT rporuo3ute ot ARFIMA moaenure npu 69% ot ctpanute. KomOuHMpaHeTo Ha
MPOTHO3UTE Ype3 yCpeaHsIBaHe Bb3 OCHOBA Ha J[BaTa MOJelia HAMA KeJlaHUs e()eKT U HOBUTE TPOTHO3M ca
MO-TOYHH B CpaBHEHHE ¢ IporHo3ute camo oT ARIMA monenure camo npu 41% oT cTpanuTe.

Taoaumna 3
PeTpOl’lpOFHOT&l/l 34 MHACKCUTE HA ICHUTE HA KWJIMNIIATA 34 IbPBOTO TPUMECEUYHE HA 2024 r.
I'py- IIpornosza dakr. OTtHocuTeIeH pa3Mep Ha rpemkara, %
JAbpxkaBu .
na ARIMA | ARFIMA | kom6. | TOMHOCT | ARIMA ARFIMA KOMO.
YHrapust 286.,4 286,6 | 286,5 | 285,1 -0,45 -0,54 -0,49
E Ucnanaust 2422 242,66 | 2424 | 242,1 -0,05 0,21 -0,13
E‘ Jutsa 224.6 - - 228,0 1,49
2 | Yexus 216,4 216,6 | 216,5 | 2149 -0,71 -0,81 -0,76
)
= | Hopryramus 215,9 215,5 | 215,7 | 2131 -1,31 -1,13 -1,22
Ecronus 207,3 207,7 | 207,5 | 206,7 0,27 -0,48 0,37

¢ TIpu nuEamMuuHUTE penoBe, 3a kouto SPSS e npenopbuai JorapuTMuYHa TpancGOpMalys Ha JAHHUTE C LIEN
cTaOMIIM3MpaHe Ha JUcCIiepcHsiTa, Ta3u TpaHchopmaiys e npuioxxena 1 npu ARFIMA monenure.
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Ipy- r—— IIpornoza @ aKT. OTtHocuTeIeH pa3Mep Ha rpemkara, %
na ARIMA |ARFIMA | komo. | ST°"MO¢T|  ARIMA | ARFIMA KOMO.
JlatBus 183,7 188,2 185,9 196,1 6,35 4,05 5,20
o | DBIrapus 198,9 198,5 198,7 205,1 3,02 3,23 3,13
E CnoBenust 194,1 191,8 192,9 193,5 -0,30 0,89 0,30
g Xonauaus 183,4 188,9 186,2 190,1 3,55 0,61 2,08
E XbpBaTust 188.,9 185,7 187,3 189,9 0,52 2,20 1,36
Tomra 200,6 194,7 197,7 200,3 -0,15 2,79 1,32
CnoBakus 179,1 174,3 176,7 175,6 -2,00 0,75 -0,63
q = JlrokcemOypr 152,4 157,4 154,9 - - - -
E % ABcTpus 161,1 165,0 163,1 161,3 0,13 -2,30 -1,09
TI'epmanus 142,5 145,0 143,8 145,1 1,81 0,04 0,93
- Wpnanans 176,7 175,9 176,3 177,8 0,61 1,06 0,84
% E I'sprrust 162,2 161,6 161,9 160,5 -1,03 -0,71 -0,87
5 2| PymbHus 153,6 151,8 152,7 154,2 0,40 1,54 0,97
2 Wcnanuns 150,8 152,1 151,4 153,8 1,97 1,12 1,54
. O0eMHEHO KPAJICTBO 1424 141,9 142,2 143,5 0,74 1,09 0,92
E Hopgerus 139,7 140,6 140,1 142,1 1,70 1,08 1,39
; Hanus 143,9 141,5 142,7 138,5 -3,87 2,17 -3,02
é Benrust 139,7 140,1 139,9 139,8 0,05 -0,24 -0,10
[IBerust 130,5 129,9 130,2 130,3 -0,17 0,33 0,08
8 o Opanuus 126,3 127,3 126,8 126,8 0,39 -0,41 -0,01
3 E Wranus 109,7 109,8 109,8 109,1 -0,56 -0,66 -0,61
3 = [OlEREVE 104,1 104,5 104,3 102,5 -1,55 -1,98 -1,76

Hsmounuk: coocmeenu usuucaenus (upes SPSS u Eviews)

6. 3akiII0ueHue

PeanusupanusaT B M3cneABaHETO CPABHHUTENEH aHATM3 HAa NWHAMUKAaTa Ha WHACKCUTE HA LIEHUTE Ha
KUJTHIIATA 32 pasTIeXJaHUTe 28 CTpaHH MTOKAa3a, Y€ BHIIPEKH CHIECTBEHUTE Pa3IUIMsl, MOXKE a C€ HaMepHu
CXOJICTBO M Ha Ta3W OCHOBa ca (OopMHUpaHH MIECT Tpynu. B paMkuTe Ha BCSKa OT TPYNHTE C€ OTYMTA
cnenuduKa Ha OTJICITHUTE CTPAHU IPU CHOTHOIICHUTA HA U3MEHEHHSITA Ha ICHUTE HA )KIJIUIATA U T€3U Ha
MOTPEOUTEIICKUTE IICHH, TOXOAUTE U HaeMuTe. MoJienupaHeTo Ha AMHAMHUKATA ce peaausupa upe3 ARIMA
n ARFIMA wmogmenu. Ilpu mbpBUTE, M3MON3BAHHUAT cOPTyep pasKpuBa HAIMYHMETO Ha ayTiadepu OT
OIIpeCIICHU THIIOBE M T BKJIIOYBA B Mozenute. HeBkimouBanero Ha ayriaiepu npu ARFIMA monenute
BOIM N0 M3KPHUBSBAHE HAa OLEHKHUTE Ha mMapaMeTpuTe. ToBa crmopen Hac € MpUYMWHATA 3a TO-HETOYHUTE
MPOTHO3W BH3 OCHOBA HA TE3W MOJIEIH, BBIPEKH MPETUMCTBOTO MM Ja TMPEACTABAT €IHOBPEMEHHO
KpaTKOCPOYHUTE ¥ ABITOCPOYHUTE 3aBHCHMOCTH B pasriiexiaHuTe penoe. KomOwHHMpaHeTo Ha
MPOTHO3WTE BBH3 OCHOBA Ha JBaTa MOJENIa 4pe3 ycpedHsSBaHE He JaBa >KENAHUAT MOJIOKHUTENEH e(eKT.
ARFIMA mopnenwte mo3BoJsiBaT TECTBAHETO 3a HAJIMYWE HA IBJITa TaMET B U3MEHEHHSITA Ha HHIEKCHUTE Ha
[IEHNTE Ha )KUIINIIATa ¥ TaKaBa € yCTAaHOBEHA MPH BCUYKH CTPaHH, ¢ H3KITtoueHue Ha JIutBa. CpaBHEHHETO
Ha OIEHKHTE Ha IMapaMeThpa Ha JbJIra MaMeT MMO3BOJISBA JIa C€ OTKPOST CTPAHUTE, IIPU KOUTO MIOKOBETE B
W3MEHEHNEeTO Ha IIeHWTE Ha JKWIWIIaTa 3aTHXBa I0-0aBHO BHB BPEMETO B CpPAaBHEHHE C APYTHTE
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pasrnexnanu crpanu — [opryranus, Xonanausa, @unnanaus, Ecronus, Mcnanus u benrus. bbarapus e
cpen CTpaHUTE C OTHOCHTEIHO IMo-cjaaba apira mamer, 3aeqHo ¢ JlrokcemOypr, ABctpus u Hrtanusa. B
ObIenIy M3cJeABaHUS MOTraT Ja ce TMOTHPCAT COMTYepHH pelIeHWs] 3a pa3KpuBaHE W BKJIIOYBAHE Ha
ayTmaiiepu B ekcrnepuMmentupanute ARFIMA wmomenu, KakTo W Ja C€ TeCTBAT pas3lIMdHU CIOcoOW 3a
KOMOWHHUpaHE Ha IPOTHO3HTE.
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JEL: O14, P24, C41,E13 Abstract

Cars are a specific commodity: on the one hand, they represent an independent product
that is delivered in individual units, but on the other hand, their dimensions do not
allow them to be stored in conventional warehouses of any style.
The precipitous decline in sales of electric vehicles has far-reaching consequences that
are not apparent at first glance. In Europe, more new cars are currently imported than
sold, and this leads to major financial and logistical problems. Just one car takes up to
ten square meters of space when not in use. This creates huge problems at car port
terminals. In Germany, these are two terminals — those in Emden and Bremerhaven.
The one in Bremerhaven is one of the largest car ports in the world.
Changed ratio
Terminal operator BLG Logistics Group annually handles more than 1.7 million
vehicles, with the port having capacity for around 70,000 vehicles. But in recent years,
the processing of cars has changed, with 80% export and 20% import observed for
Key words: many years. Now that ratio is 50:50.

Market, electric cars, ports,
supply chains. Published by University of Economics — Varna

Humupane: Teoprue, X., MuxaneBa, X., AtanacoBa, C. (2025). [lazapHuTe CHTpeCeHHS TPH EICKTPUICCKHUTE
aBTOMOOWIM W TpoOIeMUuTe, KOUTO NPUYHMHSABAT HA MPHUCTAHWINATA W BepUTHTE 3a J0CTaBkU. COOpHUK om
Mesicoynapoorna koupepenyus no uxkonomura, busnec u ynpaeienue (ICEBM). Bapua: Hayka u nukonomuka, ctp. 180 —
183. DOI: https://doi.org/10.56065/ICEBM2024.180

1. BLBeaenue

®DaKThT, Y€ MPUCTUTHAIHUTE C KOpabX aBTOMOOWIIN ce 3aJIbpKaT Ha MPUCTAHHUIITHATE TEPMHUHAIH, HE CE
IBJDKA CaMO Ha ToJieMuAT obeM BHeceHH koiu: "[IpobieMbT mo-cKopo ¢ BbB (DakTa, 4e Te HE C€ M3BO3BAT
OBP30 OT mpucTaHuInara'.

OTKbAe UABAT U HAKBJIE OTHUBAT

TpaHCOPTHT HA aBTOMOOMIIM € WU3KIIFOUUTEITHO CJIOKEH JIOTHCTUYEH TPOIEC ¥ HE BUHATH € 0COOCHO
MPO3paycH T — MbPBOHAYAIHO OCTaBaMe C TOBa BrieyatieHue. [I[ponzBoauTenu Ha enexktpomMoOmm karo Tesla,
MIPOM3BEXKIAT CBOUTE aBTOMOOMINTEe B KuTal, a cimeq ToBa ru TpaHcmoptupaT B EBpomna. B cemoTo Bpeme
JIPYTH TIPON3BOIUTENN Ha aBTOMOOWITH ITPOU3BEKIAT KOJIUTE CH 32 AMEPUKAHCKHUS MU a3MaTCKUTE ITa3apy Ha
MSICTO, BKITFOUNTEITHO U IpeMuyM OpaHoBe kato MB 1 BMW 3a ma He muiamar BHOCHH MHTA.
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OcBeH BCHYKH T€3H MPOOJIEMH NMa H aBTOMOOHITH, KOUTO OCTaBaT CKPUTH JOPH 32 ONEPATOPUTE HA TE3H
MIPUCTaHUINA, TOpaau (akTa, ye ce TPAaHCIIOPTUPAT B KOHTEHHEPH U MIPUCTUTAT Ha APYT BUJA TEPMUHATHN. To3H
BHJ TPAHCIIOPT YECTO C€ M3MOJI3BAa OT YACTHW JIUIA WJIM THPrOBIHM, KOWTO HW3IPAIIAT OTIETHH OpOUKH
aBTOMOOWIIH, HO M OT TOJIEMUTE KUTaCKu mpom3Bogutenu . M mopaam Qaxra, ye ca B KOHTEHHEpH, T€ HE
3aeMar OT IPEABUACHOTO MACTO 3a TTApKUPaHe HAa aBTOMOOWIIH B TPUCTAHHUINATA.

[Ipe3 nmocnegHNTE TOAMHN MIPOMSIHATA € OCe3aeM, KaTo OpOST Ha aBTOMOOWIINTE B MTPUCTAHUIIIATA OCTaBa
BHCOK WJIM C€ yBelIW4aBa, IMOpajgl MpPOMsSHA B HABUIMTE Ha KyIlyBaunTe. Ha nmile ca ¥ MKOHOMHYECKH
MIPUYMHY 32 BIHCOKATa HATOBAPEHOCT MOPAJIN CTPEMTIIABHUS CIIa]l B THPCEHETO Ha eIEKTPUIECKHA aBTOMOOIIH.

2. JIutepaTypeH nperjeq U pa3BUTHE HA XUIIOTE3H
2.1. Ilpo6JieMuTe HA TPAHCTIOPTA MO CylIa

Heocmopum e dakra, e nmpomaxOuTe Ha aBTOMOOWIM MPOIBIDKABAT Ja HapacTBaT, HO BCE OIIE HE €
JOCTUTHATO HUBOTO HA MPOIaX0U OTIIPEIM MMAHACMUATA OT KOpOHA BUpYC. J[pyr orpoMeH mpobieM e iurcara
Ha BOJIaYM Ha TOBAPHU aBTOBO3H, C KOUTO HOBUTE aBTOMOOWIIN C€ TPAHCIIOPTUPAT JI0 THPTOBCKHUTE IIEHTPOBE.
HeunsmeHHO TOBa CBINO 3aTPyJHSIBA TPAHCIOPTUPAHETO W YJBIDKaBa MPECTOST HA BHECEHWTE IO MOpe
ABTOMOOWJIH 10 TIPUCTAHUIIATA.

3. Boaemu npu4yuHY 3a 320aBSIHETO HA PeaJIM3aIUATA HA eJIEKTPOMOOMIINTE HA Ma3apa

Janu Opnemiero e B enekrpuueckara MoOMITHOCT mpe3 2024 r.? OTroBophT Ha TO3M BBIPOC BCE TIOBEUE
3armoyBa Ja craBa HesiceH. Ho BbeOpeku HaOMoAaBaHUs TpPEHI 3a HaMalsiBaHE Ha NpPOJAXOUTE Ha
€JIIEKTPUYECKH BO3WJA, TOJIEMUTE MPOU3BOIUTENN CTPEMIJIABO CE HAANpPEBapBaT B MPOU3BOACTBOTO HA EV
MOJIEJIN BCE TIO HAACKIHU U C MO-TOJIsIMA aBTOHOMHOCT B Ipo0era, HO B CBIIOTO BpeMe € HalIoJaBaMe Bee
MoBeYe MPOTHBHUIIM Ha €JIEKTPOMOOMIINTE KaKTO OT MPOU3BOAUTEIINTE TaKa U OT KyIyBauuTe.

Haii-ronemMute cBeToBHM mpou3BoauTenu Ha aBToMoOmian kato Ford m Mercedes-Benz 1 BMW
MIPEHAaCcTPOMBAT TMPOU3BOJACTBEHUTE CH KamalUTeTH M IOTOYHM JIMHUM B IIOCOKa Ha Mozenute ¢ EV
3aJBIKBaHEe, a TOJIEMUTE ONepaTopd Ha aBToMOOWIM mnoj HaeM Hertz m Sixt cpumio mpusHaBar, ue
€JIEKTPOMOOMIINTE Ha ca yIauyHH 3a TAXHATa JEHHOCT.

[Iporunosure Ha Bloomberg New Energy Finance 6s1xa 3a 1,7 MiH. npogaaenu eixekrpoMoOunu u plug-
in xubpuau B CAILl mpe3 2023 r., HO peanHO peanu3upaHuTe aBTOMOOMIH ca enBa 1,46 MIIH.

3.1. U3k1109NTEIHO BHCOKHTE IIEeH! HA eJIEKTPOMOOMIINTE

Hati-roneMusiT HeOCTaThK Ha €IEKTPOMOOWIINTE Ca BUCOKUTE UM IieHH. Ha ma3apa Ha HoBu aBTOMOOMIH
ce HaQJIoJlaBa CUTYyallus B €JIUH IICHOBU KJIaC JIa CE PABHOIIOCTABIT aBTOMOOWIHH MOJEIIM OT KOPEHHO
pasnuunu kmacoBe, karo Kia u Cadillac - Mapku, KOUTO HUKOTa HEe ca OWJIM IIEHOBO M IPOJIYKTOBO
KOHKYPEHTHH B €110XaTa Ha JBUTaTEJINTE C BETPEIIHO TOPEHE HUKOTA TSIXHATa [IeHa He Ou Omia Oyn3ka.

Jpyr ronsiM nipoGieM MpH eIEKTPOMOOHIINTE € ¥ TEXHOJIOTHATA, M3IOJI3BaHa TP MPOU3BOACTBOTO HA
OarepuuTe 3a 3aXpaHBaHe Ha PEBO3HUTE CPECTBA, KbM TO3HM MOMEHT HE MOXe Oe3MpOoOIEMHO U JIECHO Ja ce
ONITUMH3HPA U TOJsIMaTa aBTOHOMHS HY>KHA 3a 0e3MpoOiieMHAaTa eKCIUToATal|s W3UCKBa TOJIsiM Mo 00eM U
KWIorpaMu aBroMoOmi1 koina - Harpumep SUV. Apromobmnute B B m C cerMeHTa HIMAT MACTO 3a TOJIEMH
0arepuu, KOETO 3HAYMTETHO HAMAJISIBA AaBTOHOMHOCTTA UM U TH TIPaBH HE MPHUBIICKATEITHN 32 KYITyBaYKTe.

U Tyk uaBa MOMEHTA, B KOUTO MPOWU3BOJUTEIUTE Ca PEATM3UPATIH MAKCHMATHUAT OpOH MpOoJakOn Ha
EV (eHoBeTe M ca NpUHYAEHU Ja ce ONMUTBAT Ja MPEHACTPOSIT MUCICHETO Ha KOHCEPBATHBHUTE KIUCHTH
KIIMEHTH - a Te He ca TOTOBM Ja 3aIuialiaT XHIsId JOIapy, eBpO WU JICBOBE 32 MalTbK aBTOMOOWI IOpaau
(haxTa , Y€ HOBHSIT UM aBTOMOOWJI IIIE € CICKTPHUICCKH.
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3.2. HepocTursT Ha 3apsigHaTa HHGPaCTPYKTypa

3akynyBalKu CH €JIeKTPHUECKH aBTOMOOWII, MOTPEOUTENS IbPBOHAYATHO € U3KIIOUUTETHO JOBOJICH OT
JMHAMUKaTa Ha IoQupane, THIIHHATA H KoMdopTa npeaoctaBeH ot EV. NosiMoTo pazouapoBanue ujasa ot
MOMEHTa B KOWTO € HEOOXOJMMO Jia Cc€ W3BBPIIN 3apEeiKITaHETO HAa aBTOMOOWMIA ¢ eeKkTpudyecTBo. KbM
MOMEHTA 3apsyIHUTE CTaHIIMKA 33 aBTOMOOWIM Ca W3KIIOYMTENHO MAJIKO, a aBTOHOMHHS MpoOer Ha
CJIEKTPUYECKUTE aBTOMOOWIH KpaifHO HE3aJOBOJIMTENICH. 3a Jla YIpaBisiBaMe €ICKTPUYECKA aBTOMOOHII, €
HY)KHa M3KIIOYHTENHO Tep(deKTHA IUIaHUPOBKA HAa MapUIPYTHTE MO KOWTO MOTpeOuTenuTe TpsiOBa aa ce
IBIDKAT Topanyd (akra, ye aBTOHOMHHAT IMPOoOEer Bapupa HM3KIIOYUTEITHO MHOTO M TOBIHSH OT 0e30poit
(dakTopH, KaTo TeMIepaTtypa Ha OKOJIHATa cpejia, KOHCyMaTOpH B KaOWHaTa 3a yrpaBlieHHe, 38 JphCTBaHUS 10
MbTHATa MHQPACTPYKTYpa U MHOTO JIpyTH. JIpyr orpoMeH mpobJieM HBa OT TaM, Y€ 3apsIHUTE CTAHIIMU ca
MO3WIIMOHUPAHN OCHOBHO B TOJIEMHUTE HACEJICHHW MeCTa, MAaruCTPAIMTE U TJIAaBHHUTE MBTHHU aprepuu. [pyra
rojisiMa 3aKOHOMEPHOCT TIPU H3IOJI3BAHETO HAa ENICKTPUYECKH aBTOMOOWIM € JOMAIHOTO 3apexkJaHe U
HEOOXOJIMMOCTTa OT JOMaIlllHa 3apsHa HHQPACTPYKTYpa, KOATO M3UCKBA rapakHa KIIETKA U JIOMbIHUTEICH
(hPMHAHCOB pecypc 3a HEWHOTO U3rpaXKIaHE.

l'onemure aBTOMOOMIHM mpomsBoauTennn kKaro BMW, Mercedes-Benz, Hyundai un Stellantis ca
MPUHYACHU Ja C€ OOCIUHSIBAT 3a M3TPAKIAHETO HA 3aps/HU CTAHIWHU. Hail-rojneMusar mpou3BOAMTEN Ha
eJeKTpoMoOmTH B cBeTa Tesla € m3rpanui CBOW CTaHAAPT 3a 3apekliaHe Ha cBouTe aBTomMoOwu. B EBpomna
KbM MOMEHTA JIUTICBA TOJKOBA TojiiMa MOTHBAIMS B Ta3W MOCOKA U 3aTOBA MyONMYHHUTE 3apsAHU CTAHIIMU
PAAKO OCTaBaT CBOOO/IHHU.

3.3. O0nexuyenns u npedepeHUN NpPH 3aKynyBaHeTo Ha EV

PaznuunuTe AbpKABU U3IMOI3BAT PA3IUYHU HOIX0IU 32 CTUMYJIUPAHETO HA MPEX0/a KbM EIeKTpUIecKa
MoOuIHOCT. EIHA OT TAX M M3MOI3BAHETO HA MEXaHU3MU, B pAMKHUTE Ha KOUTO CE TIOEMa 4acT OT BUCOKATa
CTOWHOCT Ha IMOKYINKAaTa Ha HOB €JICKTPUYCCKU aBTOMOOUIL.

B bwirapus kbM MOMeHTa HiMa (DMHAHCOBH MEPKHU M OOJICKYCHHUS 32 CTUMYJIMPAHE HA MOBUILIABAHE HA
MPOJAXKOUTE Ha SICKTPUUCCKUTE MPEBO3HH CPEJICTBA, KOETO 00yCIIaBs M M30CTABAHETO HA Ma3apHUs JsUT Ha
EV. Ilpencrou na ce u3pabotu Mo, IO KOWTO Ja € CTUMYJIUpA MOKYIKAaTa Ha eJICKTPOMOOMI y Hac | Jia
Ce€ HAChPYU TIXHOTO PA3NpPOCTPAHCHUE U U3IOI3BAHE.
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In the context of increasing globalization and increasing attention to sustainable
development, modern accounting practices play a key role in promoting sustainability
in organizations. This article explores the relationship between accounting and
sustainable development by examining the challenges and solutions facing companies
in a global context. With a focus on integrated reporting and environmental and social
accountability, the article analyzes how new accounting standards and practices can
support sustainable resource management and increase transparency about the
environmental and social impacts of business. The problems with the implementation
of these practices in different economies, shortcomings in the regulatory framework
and the need for better training of professionals are also discussed in the article. The
authors propose practical solutions to overcome these challenges, emphasizing the
importance of international cooperation and adaptation to regional specificities. The
article concludes with recommendations for future research and innovation in
accounting practices to support sustainable development.
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Humupane: Tumurpos, K. (2025). [TogoOpsiBaHe Ha YCTOHYHBOTO Pa3BUTHE YPE3 CHBPEMCHHU CYCTOBOJHH IPAKTHKH:
MIPEIM3BUKATENICTBA W pelIeHus B Tio0aneH KOHTEKCT. Cooprux om MedcoyHapoOHa KoHgpepenyus no uKOHOMUKA,
ousnec u ynpasnerue (ICEBM). Bapra: Hayka n nkonomuka, ctp. 184 — 194. DOI: https://doi.org/10.56065/ICEBM2024.184

VY CTOUMBOTO pa3BUTHE ce MPEBbPHA B KPUTUYEH ITI00aeH UMIIEPATUB, KATO MHTETPUPAHETO Ha LETUTE 3a
ycroitunBo passuthe (LIYP) B paznuunm cextopu urpae kiodoBa poisi. B cdepata Ha cueTOBOICTBOTO
€BOJIIOLIMATA Ha MPaKTUKUTE 3a BKIouBaHe Ha LY P nmpusnede 3nauntenHo BHUMaHue. Ta3u nsciaenoBaTencka
CTaTUsl pas3riexaa MpelIn3BUKATeNICTBaTa U PEIIEHHTa 110 OTHOILIEHNE Ha MOA00PSIBaHETO HAa YCTOHYMBOTO
pa3BUTHE 4Ype3 ChBPEMEHHH CYETOBOAHU NPAKTHUKH B ri100ajeH KoHTekcT. MuTerpupanero Ha L[YP B
CYETOBOJHUTE NPAKTHKH MOBJAWIa BBIPOCHM 3a TOBA KaK paMKUTE C€ M3MOJI3BaT 3a H3MEpBaHe Ha
YCTOMYMBOCTTA M MPETATCTBUATA, IPEJ KOUTO ca U3NPABEHH CYETOBOJAHUTE (PUPMH MPH MIPUBEKIAHETO UM B
CBhOTBETCTBHE C Te3u lenu. M3cnensa ce ponsAta Ha TEXHOJOTHATa B ChBPEMEHHOTO CUETOBOJCTBO 3a
YCTOMYHMBOCTTA, KaTo ce MoJ4epTaBa MoJKpenara, IpelocTaBeHa OT TEXHOJOTUYHUTE HHCTPYMEHTH, 3a€THO
ChC CBBP3aHUTE OTPAHUUYECHHS U PUCKOBE.
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ICEBM 2024 K. Jumutpos. [Togo6psiBaHe Ha yCTONUUBOTO Pa3BUTHE UPE3 ChbBPEMEHHU
CUETOBOJIHYU MIPAKTHKU: IPEJU3BUKATEIICTBA U PELICHUS B I100AJIEH KOHTEKCT

Bonpekn oueBMAHWTE TPEANMCTBA HAa YCTOMYMBOTO CUETOBOJCTBO MPOABIDKABAT Ja CHIIECTBYBAT
MpeIM3BUKATEIICTBA TP MIPHIIATaHETO MY B CBETOBEH MaIal, MOBJIHMSIHA OT IPETIATCTBH, Ky ATYPHH Pa3TUIHS
U perymnartopHu Bapuanuu. CTpaTernuTe 3a MPeoI0IsIBaHe HA TE3W MPEMSTCTBHS ca OT PellaBamlo 3HaYeHHE
3a HalpeabKa Ha YCTOHYMBOTO Pa3BUTHE Ype3 CYETOBOJICTBOTO. OpraHu3anMuTe MOTaT a MOJA00OPAT CBOHUTE
YCTOWYHBY CYETOBOJIHH MPOIIECH Upe3 M3CIIeBAHE HA HAW-I00pUTE MPAKTUKH, OCUTYpsSBaHE Ha MTPO3PAYHOCT
¥ OTYETHOCT W TIOJ BIVMSIHHETO Ha MEXIyHApOTHUTE cTaHmapTh. Kasycu oT peajHHs CBAT JEeMOHCTpUpAT
YCHEIIHN TPUMEPH W HEYCNeXW B YCTOMYMBHUTE CUETOBOJAHHM TMPAKTHKHA B Pa3IUIHATE WHIYCTPHUH,
Mpenjiaraiiki IeHHW MPO3PEHHs 32 HachpdaBaHE HAa YCTOMYMBO pa3BUTHE. T03M JOKYMEHT MMa 3a Ield JIa
JOTIPUHECE 32 MPOIBIDKABAIINA ANCKYPC 32 YCTONYMBO pa3BUTHE Upe3 CIIpaBsiHE C MPEAN3BUKATEICTBATA H
TpenjiaraHe Ha )KH3HECTIOCOOHH pelIeHus B cepaTa Ha CbBPEMEHHHUTE CYETOBOJHH MTPAKTHKH.

1. MuTerpupane Ha ueaure 3a ycroitunso pasputue (IIYP) B cueToBOAHMTE IPAKTHKH
1.1. Kak ce pa3BuUBAT CU4eTOBOAHHUTE MPAKTHKH 32 BKJI0OuBane na L{YP?

CueToBOAHUTE MPAKTHKHU CE pa3BUBAT 3HAYMTENHO, 33 Jla BKIIOYAT CIEUU(UUHU LEIH 32 YCTOHYUBO
paseuthe (LIYP; na anrm. Suistainable Development Goals, SDG). IIVP 1 e M3kopensBane Ha 0€THOCTTa BHB
BcHMUkHTE i popmu u HaBcskbre, a LIYP 4 — OcurypsiBane Ha npuoOuiaBanio M CIpaBeJIMBO KadyeCTBEHO
oOpasoBanue. EMUH OT OCHOBHUTE aCIEKTH Ha Ta3W €BOJIOIMS € UHTETPUPAaHETO Ha He(YUHAHCOBH MTOKA3aTeIH
B TPaJAMLMOHHUTE PaMKu 3a (uHAHCOBO oTyMTaHe. Hampumep cyeroBoaMTeNMTE cera MMaT 3ajavara Jia
OLIEHABAT U Jia TOKJIa/(BaT 32 COL[MAIHOTO Bb3ACHCTBIE HAa KOPITOPATUBHUTE IEHHOCTH, KOETO BKJIIOUBA OLIEHKA
Ha TOBa Kak OM3HeC OTepaluTe JOMPHHACHT 3a YCHIIUSITA 32 HaMallsiBaHe Ha OeTHOCTTa 1 32 00pa3oBaTEITHUTE
WHUOMATHBU. Ta3u mpoMsiHa HE caMoO pasmMpsiBa 0O0XBaTa Ha CYETOBOJACTBOTO, HO CHIIO HpeaeduHHpa
MEpKHUTE 32 OTYETHOCT, MPEJ KOUTO Ca M3MPAaBEHW KOMIAHUMTE, KaTO TW NMPHUHYKJaBa Ja OTYUTAT CBOETO
00IIIECTBEHO BB3JICHCTBUE 3aeHO ¢ PuHaHCOBHUTE pe3yntatu. Upes BriarouBanero Ha [[YP 1 cueroBogHuTe
MPaKTUKU 3all0YBaT /12 U3MEPBAT KaK MHBECTHULIHMUTE B MECTHUTE OOIIHOCTH U CIIPABEJINBUTE MOJIUTHKH 32
3aIUTallane JONPUHACAT 32 HaMassiBaHe Ha HUBaTa Ha OenHOCT. [1o momoOeH HaunH nHTEerpupaneTo Ha LIYP
4 B CUCTOBOJHHWTE PaMKH BKJIIOUBA NpoOCJe[sBaHE HAa KOPHOPATUBHUTE HHBECTHLUH B OOpa30BAaTEIHU
nporpamu, oOyueHHe Ha CITYKUTEIH 1 00pa3oBaTeITHH HHUIIMATUBH Ha OOLIHOCTTA, 3a J1a ce rapaHTHpa, ue Te
epeKTHBHO TomoOpsBaT oOpa3oBaTeNHUTE pe3ynTaTd. To03M B3aMMOCBBP3aH MOAXOA TapaHTHpa, 4Ye
NPENPHUITUATA Ca B CBOTBETCTBHE C TTIO0ATHHUTE LIENHU 32 YCTOMYMBOCT U ca MPO3pavyHi OTHOCHO PUHOCA CH
KbM 00mecTBeHOTO pa3BuThe. CrefoBaTeNHO TO3M HANpeAbK B CYETOBOJHUTE NPAaKTUKH Hajara
pa3paboTBaHETO Ha HOBU CTAHAAPTH M HACOKH 3a OTUHMTAHE, KOUTO MOTaT TOYHO Ja YJIOBAT W Mpenaaar
BB3JCHCTBIETO Ha OM3HEC JICHHOCTUTE KAaKTO Ha (UHAHCOBHM, Taka W Ha He(UHAHCOBH (PPOHTOBE, KaTO
Mo4epTaBaT HE0OXOIUMOCTTa OT HEMPEKbCHATH NHOBALIUY U aJallTHpaHe Ha CYCTOBOJHUTE METOJOIOTHH.

1.2. KakBu paMKH ce H3M0JI3BAT 32 M3MepPBaHe HA YCTOHYMBOCTTA B C1€TOBO/ACTBOTO?

3a e(eKTUBHO WHTETpUpPaHE U U3MEPBAHE HA YCTOWYMBOCTTA B CUCTOBOJHHUTE MPAKTHKU Ca Ch3/IaJCHH
HSIKOJIKO cTaOWITHY pamKH. [1o-criennanio, PeriaMeHThT 3a OMoBeCTsBaHe Ha YCTOMUMBOCTTA HA (YUHAHCOBHUTE
ycnyru (Sustainable Finance Disclosure Regulation, SFDR) u /lupekTrBarta 3a OTYMTaHE HA YCTOHYHMBOCTTA HA
koprnopamuute (Directive on corporate sustainability reporting, CSRD) ca oT OCHOBHO 3Hau€HHE TIpH
HACOYBAHETO KaKTO Ha 33]TbJDKUTEIHOTO, TAKa ¥ Ha JJOOPOBOIHOTO OTOBECTSIBAHE BEB (DMHAHCOBHS CEKTOP, KaTO
TI0 TO3M HAYMH CE€ HACHPYABAT MPO3PAYHOCTTA U OTYETHOCTTA B MHMIIMATUBHUTE 3a YCTOMUMBOCT'. J[OMBIBA TH
PernaMeHTBT 3a TaKCOHOMUSITA, KOMTO Wrpae peliaBaiia pojisi B CTAHIAPTU3UPAHETO HAa W3UCKBAHHSATA 32
paskpuBaHe Ha WH(oOpMaIus BbB (MHAHCOBUTE W HE()UHAHCOBHUTE CEKTOPH, OCHUTYPSBAHKK OOII €3WK 3a

! Ankosa, U. (2020). Huoycmpus 4.0 u omuumanemo na ycmoiiuusomo paseumue. bypracku cBo00JeH YHUBEPCHTET.
Mexa. HaydHa KOHpepeHIHs ,,JJurutanau TpancopMaIiy, MeInd 1 00IIEeCTBEHO BKITIOUBaHE .
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YCTOWYMBH JeHHOCTH. PamkaTa 3a oTunTaHe Ha ycTOHUYMBOCTTA Ha [J106amHaTa MHUIIMATHBA 32 OTUYETHOCT CE
OTKpOSIBA KaTO HAl-IIMPOKO BH3MPHETaTa B CBETOBEH MaIlad, KOeTo MoAuepTaBa HeHaTa yMECTHOCT U IITUPOKO
npuemane. Ta3u paMka oOxBaila M3uepaTeTHA CTAHJAPTH 32 pa3KprBaHe Ha WHGOpPMAIKS U METOJIONIOTHHA 32
yIpaBlIeHHE Ha Pa3InYHN MPOMEHIIMBU HA YCTOHYMBOTO Pa3BUTHE, YJIECHABANKN CTPYKTYPHPAH MOIXOI KbM
JOKJIAIBAHETO 32 YCTONMYMBOCT. BBIpeKn TO3W HampembK o0ade OCTaBaT 3HAYMTENHH MPEIN3BHUKATENCTBA,
0CO0EHO T10 OTHOIIIEHHE Ha Ka4eCTBEHUS M HE(PIHAHCOB XapaKTep Ha OIpeIesieHH TTOKa3aTeN 32 yCTOMIHBOCT,
KOETO YCJIO)KHSBA TSXHATA HA/IEKIHOCT M OIEHKa B CPaBHEHHWE C TPaIWIMOHHATa (MHAHCOBA MH(OPMAITHSL.
Te3u mpeau3BUKATENICTBA IMOAYEPTaBAT HEOOXOAUMOCTTa OT HEMIPEKbCHATO YCHBBPIICHCTBAHE W TIPUEMAHETO
Ha CIENMATM3UPaHd MHCTPYMEHTH 332 TOYHO yJIaBSHE HA COIIMAIHUTE W €KOJOTWYHHTE BB3IACHUCTBHS, KaTo ce
rapaHTupa, 4e N3MEPBAaHETO Ha YCTONYMNBOCTTA € HAZEKIHO U 3HAYMMO.

1.3. KakBu ca npeau3BuKaTeCcTBATA, MPe]d KOUTO ca U3NPABEHH CYETOBOAHUTEe GUPMHU NMPHU
NpPHUBEKIAHETO UM B cChOTBeTcTBHE ¢ L[YP?

EnHO OT OCHOBHHWTE NpEIM3BHKATENCTBA IPEI CYCTOBOAHUTE (GHUPMU TIPH HPUBEKTAHETO MM B
croTBeTcTBHE ¢ LlennTe 3a ycroitunBo pazsutue (1Y P) e naTerprpaneTo Ha BCeoOXBAaTHH paMKH 33 OTYHTAHE,
KOWTO ca TpU3HATH W TPUETH B CBETOBeH Mamad. VIHTerpupaHoTo OTYUTaHE, WOAKPEINSTHO OT
MesxayHapoJHHS ChBET 3a nHTerpupano otuutane (International Integrated Reporting Council, IIRC), uzucksa
OT pupMHTE J1a BKIIIOYBAT PUHAHCOBU U HE()UHAHCOBU JaHHH B €IUHEH OTYET, KOWTO MPEACTaBs XOIHCTHUCH
MOTJIE] BbPXY CTpaTeTHsITa, yIpaBleHHETO, IPEACTABIHETO U MEPCIICKTUBUTE HA KOMITAHUATA B KOHTEKCTa Ha
BBHILHATA cpena. ToBa M3KMCKBaHE OKa3Ba 3HAYMUTENIEH HATHCK BBPXY CUETOBOIUTEIHNTE HE caMo Jia pa3oupar,
HO ¥ JIa OTYUTAT TOYHO MIMPOK HAOOp OT MOKa3aTelu 32 YCTOWYHNBOCT, KOETO YECTO U3UCKBA CHEHHUANN3UPAHU
3HaHUs U oOydyeHue. /lokaTo pa3sBUTHUTE HALMM MOXeE Ja pasmnonarat ¢ HHQPacTpyKTypaTa U pecypcure 3a
e(eKTHBHO IpujlaraHe Ha Te3W CTAaHAAapPTH 32 OTYMTAaHE, Pa3BUBAILMTE C€ CTPaHU Ca W3NPABEHH Mpe]
3HauYMTeNleH (PMHAHCOB Ne(HINT, OLECHEH Ha 2,5 TPUIMOHA IATCKU J0J1apa TOJUIIHO, KOETO BB3MPEMsITCTBA
CHOCOOHOCTTa MM Ja OTroBapsAT Ha Te3W TIJo0aTHH CTaHJapTH. ToBa HECHOTBETCTBHE MOJYepTaBa
HEOO0XOIMMOCTTa OT IEPCOHATM3NUPAHH PEIICHHSI, KOUTO OTYUTAT YHUKATHUTE UKOHOMUYECKH U PETYIaTOPHU
neii3aky Ha pasnuuHuTe perroHn’. CIeloBaTeHO CYETOBOAHUTE GUPMHU TPsAOBA HE CaMo Jia HaArpakaar
CBOUTE BBHTPEIIHU BB3MOKHOCTH, HO M J]a C€ 3acThIBAT 3a MOJUTUKH U WHUIMATHBH, KOMTO MOIKPEIIST
CHpaBeIIMBOTO MPHEMaHe Ha MHTETPUPAHU MPAKTUKU 32 OTYUTAHE B CBETOBEH MaIal.

2. PoJsisiTa HA TEXHOJIOTHMTE B MOJAEPHOTO CYETOBOCTBO 32 YCTOHYHMBOCT
2.1. Kak TexHO10rMATE MOANIOMAraT yCTOMYNBUTE CYETOBOJAHH NPAKTHKHA?

TexHomoruaTa Wrpac OCHOBHA PO B TOAKPENa HAa YCTOHYHMBH CUCTOBOJHHM TMPAKTHKH UYpe3
TpanchOopMHUpaHe HA TPATUIIMOHHUTE METOH B MO-e(DEKTUBHH U EKOJIOTHYHH MPOIecH. EMUH OT OCHOBHHUTE
HAYMHY 32 TOBA € YPe3 aBTOMATHU3AIHSI, KOSTO HE CaMO PaIlMOHAIN3UPa CUECTOBOTHUS MPOIIEC, HO CHIO TaKa
3HAYHUTEIIHO HAMANIABA OTHMAABIUTE OT XapTHs 4pe3 MUHUMHU3UpaHE Ha HEOOXOJMMOCTTa OT (U3UYECKU
pasnucku M gokyMmeHTanus.’ Pemenuara 3a mudposo BojeHe Ha 3amucu (kato Billdu) momoGpsiBat
CUTYpHOCTTa W JIOCTBIIHOCTTA Ha JaHHUTE, KaTO CBHIICBPEMEHHO EIMMHUHHAPAT HEOOXOJUMOCTTa OT
OCHUTYpsIBaHE Ha OOIIMPHU OMEIICHHS 3a pu3ndecko chxpanenne. CopTyephbT 32 YCTOHIMBOCT € CIICITHAITHO
MPOEKTHPAH JIa MoAIoMara Ou3Heca py MpHIaraHeTo 1 MOHUTOPUHTA Ha TEXHUTE €KOJIOTHYHHN WHHUIIUATHBH,
KaTo MpeJOCTaBsi OCHOBHM WHCTPYMEHTH 32 TpOCIe/siBaHe Ha BBIVIEPOJHU OTICUYATBIM, yIpaBICHHE Ha
OTIAIBIUTE, ONTHMU3KUPAHE Ha U3IIOJI3BAHETO HA PECYPCUTE M OCUTYPSIBAHE HA CHOTBETCTBHE C EKOJIOTHYHHUTE

2 Fagko, David (25.2.2024). Ycmotiuusocm u mexnonozuu 3a maixus 6usuec. ,, 3eneno “ npes 2024 2.: Ton 9
coppmyepru pewenus 3a ycmouyueocm 3a maiku npeonpusmus. Ranktracker.

3 Hemena-Knocepa, H. (n.d.). ConManHo 1 €KONOrHYHO CYETOBOACTBO. OOLIM BHIIPOCH HA €KOJIOTHYHOTO CYETOBOCTBO
Ha ¢pupmara. HBY, nemapramenrt ,, ikoHOMHKa ¥ OW3HEC aJIMHHHUCTPAIIHS ‘.
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pasmopenbu. Upe3 ompocTsBaHE Ha MPOCIEASBAHETO, YMPABICHWETO M OTYATAHETO HA YyCHIUATa Ha
KOMITAHMTA 32 YCTOMYMBOCT TakaBa TEXHOJOTHS HAaChp4aBa MO-TOISIMA OTYETHOCT W MPO3payvHOCT. Te3n
mooOpeHust He caMo TIoMarar Ha MPEINpHUATHATA a OTTOBapAT Ha PETyJaTOPHHUTE W3MCKBAHUA, HO CHIIO
monoOpsBaT onepaTuBHATA €(DEKTHBHOCT M YNPABICHUETO HAa PHUCKA, KaTO IO TO3M HAYMH MOAKPEIAT I0-
IIMPOKaTa 1T 32 WHTeTpHpaHe Ha YCTOMYMBOCTTA BB (DMHAHCOBOTO YIIpaBiieHHE. Bp3npreMaHeTo Ha Te3n
TEXHOJIOTHH € OT PelIaBallo 3Ha4eHre 3a OM3Heca OT BCAKAKbB pa3Mep, Thil KaTO Te Ce OPHUEHTHPAT BHB BCE
MO-BYKHUS MEW3aK Ha YCTONYMBHU U 3€JIEHN CUETOBOHH MTPAKTHKH.

2.2. Kou ca Haili-HOBHTE TEXHOJOTHYHM HHCTPYMEHTH, H3NOJI3BAHH B YCTOHMYHBOTO
CYEeTOBOACTBO?

EnHO 0T OCHOBHUTE IIOCTHXEHHS B YCTOMYMBOTO CYETOBOJCTBO € MHTETPUPAHETO HA HOBU
TEXHOJIOTUYHH WMHCTPYMEHTH, KOUTO YJIECHSBAT IPUIOCTHOTO EKOJIOIMYHO CYETOBOACTBO. Exoiornynoro
CYETOBOJICTBO MMa 34 IIeJI Ja IOCTUTHE YCTOWYHMBO Pa3BUTHE YPe3 NOAAbPKaHe Ha OJIarolnpuaTHY yCIOBUS Ha
OKOJIHATA CPE/IA, KATO ChIEBPEMEHHO rapaHTUpa MKOHOMUYECKH pacTexk.* ToBa MPUBEKIaHE B ChOTBETCTBUE
€ OT pellIaBallo 3HaueHHe, Thil KaTo [103BOJISIBA Ha NPEANPHUATUATA [Ja U3MEPBaT U AOKJIaBaT Bb3ACHCTBUETO
CH BBpPXy OKOJIHaTa CpeAa IO CTaHAApPTU3UPaH HAauuH, KOETO BIOCIEICTBUE MOXE Jla IIOBJIMAE Ha
MHBECTULIMOHHUTE PELIEHMS U CMa3BaHETO Ha HOPMATUBHUTE M3HMCKBaHMs. Hanmpumep npruemaHeTo Ha Hail-
HOBHUTE MEXIYHapOIHHU cTaHAapTH 3a ¢(uHancoBo oruurtaHe (MCPO) xkato MCPO 9 u MCDO 15
3HAYMUTENIHO pa3liupu o0xBaTa Ha (PUHAHCOBOTO CUETOBOACTBO, 33 Ja BKJIIOYM HOBU OOCKTH HA OTUYHMTAHE,
CBBP3aHU ¢ yCcTONunMBOCTTA.> TE3U CTaHIapTU TapaHTHPAT, Y& (PMHAHCOBUTE OTYETH OTPA3SIBAT UCTUHCKUTE
CKOJIOTHYHH DPa3XOAH W ION3M, CBbp3aHU ¢ Ou3Hec AEWHOCTHTE, KAaTo HachbpyaBaT MPO3PAvyHOCTTA U
OTYETHOCTTA. EBpONENCKUAT ChIO3 € MPOAKTUBEH IPU BrPaKJAHETO HA YCTOMYMBOTO pa3BUTHE B CBOUTE
paMku 3a ¢uHaHCHpaHe M (MHAHCOBH HMHCTPYMEHTH. ToBa cTaBa OYEBHIHO Ype3 WHHULMATHBU KaTo
EBponetickus ¢onn 3a ctpaternueckn naBectunnu (European Fund for Strategic Investments, EFSI), koiito
HacouBa ()MHAHCHUPAHETO KBbM MPOEKTH, KOUTO Ca B CHOTBETCTBHE C LENUTE 3a YCTOWYMBOCT. TakuBa
(MHAHCOBH WHCTPYMEHTHM HE CaMO OCUTYpSBaT HEOOXOAWMHS KalMTal 3a 3€JCHH IMPOEKTH, HO CBILIO
CTUMYJIMpAT MpealpusTUaATa Ja TMpHUeMaT YCTOMUMBU TPaKTUKM, KaTo MpEBpBLIAT yCTOMUMBOCTTA B
npeanocTaBka 3a punancupane. [Ipeceynara Touka Ha TEXHOJIOTHUTE H YCTOWYMBOCTTA € WIIOCTPUPAaHA OT
WHCTUTYLUH KaTo ,, THBecTOaHK™ AJl, KOSATO € MHTerpupaja yCUInsATa 3a HU(PPOBHU3ALIMS C LIEIUTE 3a KITMMaTa
U ycToHumBOCTTa. M3MON3Baliku AMTUTAIHA HHCTPYMEHTH, ,,JIHBecTOaHK A/l mogoOpsiBa mpeunu3HoOCTTa U
e(eKTHBHOCTTA Ha JIOKJIQJUTE 32 yCTOWYMBOCT, KaTO yJIECHsBA IOCTHIIA K U3IIOI3BAHETO HA Ta3u HHPOPMALIUs
OT 3aMHTEpPECOBAaHUTE cTpaHU. B 3akitoueHue, Hail-HOBUTE TEXHOJOTMYHM MHCTPYMEHTH B YCTOMYMBOTO
CYETOBO/ICTBO HE CaMO MOBHUIIIABAT TOYHOCTTA U U3YEPIATENHOCTTA HA €KOJIOTHYHOTO OTUYUTAHE, HO U BOJAT
70 3HAYMTENHA MPOMSHA KbM YCTOWYHMBO (MHAHCHpPAHE W WHBECTHUIMU. THil Karo Te3n WHCTPYMEHTH
MPOABIDKABAT Aa CE PAa3BUBAT, 3a MIPEANPHUATHATA U PETYIATOPHUTE OPTaHH € HAJIIOKUTETHO 1a ObAaT B Kpak
C TEXHOJIOTWYHUS HAIPEABK U J]a TH BKJIIOYAT B CBOUTE CIETOBOAHU IIPAKTUKY, 32 [ IIOAKPEILT O-IIMPOKaTa
[IporpamMa 3a yCTOHYHBO pa3BUTHE.

2.3. KakBu ca OrpaHMYCHUATA U PUCKOBETE, CBbP3aHU C HU3MOJ3BAHETO HA TEXHOJOIMd B
yCTOﬁqHBOTO CYETOBOACTBO?

Jlokaro Te3n pamMKM MMaT 3a el Ja CTaHIapTU3UpaT OTYUTAHETO 32 YCTOWYHMBOCT, MHTETPUPAHETO Ha
TEXHOJIOTHSTA B YCTOMYMBOTO CYETOBOJCTBO HOCH CBOW COOCTBEH HAOOp OT orpaHWYeHust W pruckose. EmHo
3HAYNUTEITHO OTPAHUYCHNE € HECHOTBETCTBHETO B KalaluTeTa HA MUKPO- M MankuTe npeanpustus (MMII) ma

4 Oumnosa, ©. (2022). Iocoku na pazsumue na MCPO u na bopoa 3a MCC. Tomnmunrk va UJIEC 3a 2022.

5> d>UHAHCHpAaHE 33 yCTOWYMBO Pa3BUTHE — HEOOXOJUMH €A TIOBEYE MOCIIEN0BATEIHY AeHCTBHIA OT cTpana Ha EC 3a
IIpeHacoYBaHe Ha (pHAHCHpaHE KbM MHBECTHIINH, CBBP3aHHU C ycToitunBoTo pa3sutue (20.09.2021). Cnennanex
nokJsan Ha EBporeiickata cMeTHa rasnara.
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CrHa3BaT CTPOTUTE CTaHAAPTH 3a OT4YWTaHe. Hampumep HSIKOM CHINECTBYBAIM CTaHJAPTH 3a OTYMTAHE Ha
YCTOMYMBOCTTA OMPENEIAT MUHUMAJIEH TIpar 3a KOJMYECTBOTO MH(opMaIHs, KOsTO TpsOBa 1a Oble pa3kpura,
KOETO MOJXKe 1a ObJie MpeKaJIeHo 0OPEeMEHUTETHO 32 [TO-MalIKUTe (pupMHu ¢ orpaHndeHr pecypcu. ToBa ch3aaBa
puck ot u3kiouBane Ha MMII oT mpoiieca Ha OTYUTAHE HA YCTOMYMBOCTTA, KaTO MO TO3M HAUYUH WU3KPUBSBA
00IIY AaHHU U MOTEHIIMATHO TTOIKOTIaBaHe Ha ISUIOCTHH OIIEHKH Ha ycToiumnBocTTa. OCBEH TOBA I'bBKABOCTTA,
MpeocTaBeHa Ha (pUpMHTE TPH Pa3KpPHBAHETO Ha CIIEIM(HYHH MMOKA3aTENN 32 YCTOMYMBOCT, MOXKE /1a ObJe
M3II0I3BaHa, KOETO BOJIH JIO ,,3€JIEHO M3MHBAHE"*, IPY KOETO KOMITAHUWTE MPECTABAT ITOIBEXK/1AIlIa KapTHHA Ha
CBOHWTE KOJIOTMYHH IPaKTHKH. ToBa He camMo 3a0iTy’KaBa 3aMHTEPECOBAHITE CTPAHH, HO U pa3MHUBa JOBEPHUETO
B JIOKJIA/TUTE 32 yCTOWYMBOCT. TeXHOIOTHATa MOXKe J1a To00pH e(hUKacCHOCTTa M TOYHOCTTA Ha OTYMTAHETO Ha
YCTOMYMBOCTTA, HO € HAJIOKHUTETHO J]a c€ 0ObpHE BHUMaHNE Ha CHCTEMHHUTE TIPOOIIEMH, 32 J1a CE TapaHTHpa, Ue
TIOJNI3UTE Ca CIPABEJIFBO Pa3MpeeieHN 1 IEI0CTTa Ha TOKIIAINTE 32 YCTOWIUBOCT CE TIOJIbpPIKA.

3. IIpenu3BuKaTeJICTBA MPH BHEAPSBAHETO HA YCTOWYMBHM CUETOBOJAHU NMPAKTHKH B CBETOBEH
Maiao

3.1. KakBu ca OCHOBHMTe Npe4YKH Npel r100aJHOTO NpHeMaHe HA YCTOHYMBM CYETOBOIHHU
NMpaKTHKA?

Enna or ocHOBHHTE mpeukd mpej IIOOATHOTO TPUEMaHE HA YCTOWYMBU CUYCTOBOJHU TPAKTHKH €
3HAYHUTEITHOTO TPEAU3BUKATEICTBO, MMOPOJICHO OT OM3HEC MBTYBAHUSITA U TIOTPEOJICHUETO HAa CHEPTHs, KaTo H
JIBETE JONPHHACAT 3HAYMTEIHO 332 EMHMCHHMTE HA NAPHMKOBM ra3oBe.’ BBIpeKH aHraXMMEHTHTE Ha TOJEMH
¢upmu kato EY nga paGoTiT Mo OTrOBOpPEeH 3a OKOJHATAa Cpelia HAYWH W aKTUBHO Ja THPCAT HAYMHH 3a
HaMaJIIBAaHEe HA EMUCHUTE Ha BBIVICPOCH JUOKCHUJ M OTHABIUTE, TE3U WHUIIMATHBH YECTO CE COITBCKBAT ChC
CTPYKTYPHH U ONEPATUBHU IPEUYKU, KOUTO 3a0aBAT TAXHOTO U3IBIHCHUE W HAMAIABAT €(PCKTHBHOCTTA WM.
YCIIOKHSBAMKK TE3W TMPOOJIEMH, HACTOSAIIMTE HMKOHOMUYECKHM KpU3W B pa3BUTHTE CTPAHU Ch3JaBatr
JIOITBJIHUTEIHA Oapuepu, Thil Karo (PMHAHCOBAaTa HECTAOWIHOCT OTKJIOHSBA BHUMAHHMETO M PECYpPCHTE OT
JBITOCPOYHHTE LIEIH 3a YCTOMUMBOCT KbM MO-HEMOCPEACTBEHN MKOHOMUYECKH Ipobnemu.’” Yeumusara Ha EC
Jla XapMOHH3Mpa MO3UIIKATA CH Bb3 OCHOBa Ha paMkara Ha llenute Ha xunsponeruero 3a passutue (LIXP) u
Opaemoro winbiHeHHe Ha llenmre 3a ycronumBo paseutee (IL[YP) ca or pemaBamio 3HaueHue 3a
MPEOJOIBAHETO HA TE3U MPEUKH, Thi KaTO ChIIIACYBAHUTE U €IMHHU MOJIMTUKU MOTAT J1a YJIECHST MO-TUIaBHOTO
npueMaHe B paziuuHuTe peruoHu. CleoBaTeIHO CIPABSHETO C TE3M B3aMMOCBBP3aHU MPEAU3BUKATEIICTBA
W3UCKBA KOOPIUHUPAHU JACUCTBYS U CTAOWIIHYU MOJIUTHUSCKU MHTEPBEHIINY, 32 Ja CE TaAPaHTHPa, Y€ YCTONUUBUTE
CYCTOBOJIHH MPAKTUKU MOTAT Jia ObIaT e(heKTUBHO UHTETPUPAHU B TNIOOATHUTE (PUHAHCOBU CHCTEMU.

3.2. Kak KyJTypHHUTe U peryJaTOpHUTe Pa3jH4ns BJMAAT BbPXY NIPHJIATaHETO HA YCTOMYHBO
C4€TOBOJCTBO?

KynrypHute 1 perynaTopHH pa3inyunsi OKa3BaT 3HAYUTEIIHO BIMSHIE BbPXY MPUIaraHeTo Ha YCTOWYHBO
CYETOBOJICTBO, KaTO O(hOPMAT HAUMHA, IO KOWTO OTYMTAIIUTE CE CYOEKTH CTPYKTYpHpaT CBOUTE MPOIIECH Ha
B3EMaHe Ha pELICHWs, CBbP3aHM ¢ ycroiumpocTra.! Hampumep pasiudHuWTe HAlMOHAJIHM TPABWIA M
pasiryHaTa CTENEH Ha perylaTopHa CTPOrOCT MOraT Ja IOBEAaT A0 HEChOTBETCTBUS B JOKIIAIBAHETO H
pa3KpuBaHETO Ha MHQOpPMANHA 3a YCTOWYMBOCTTA, MOCTABSIMKH MPEAM3BUKATEIICTBA TIPEJ] KOMITAHUHUTE,

¢ loknax otHOCHO Llenute Ha XUIsaI0IeTHETO 3a Pa3BUTHE — ONIpeelaHe Ha pamkaTta cieq 2015 r. (6.5.2013). Joknan
— A7-0165/2013 na EBporniefickus mapiaMeHT.

7 Mocudosa, /1. (n.d.). OTanrane Ha KOPIOPATHBHATA YCTOHUMBOCT — PA3BUTHE, IPEAN3BUKATEIICTBA M CTAHIAPTH3ALIMS
B EC. I'ogumank na UJAEC 2022.

8 Bepsunc, I'. (2010). Cmpamezuuecko nranupane. Ilpoext 1o mporpama ,,Jleonapno n1a Burun”: PaspaboTBaHe Ha
MIPUJIOKHH KypCOBE, OCHOBaHN Ha OOMEH Ha 00yYHTEIIHH HHOBAIIMHM B 00JacTTa Ha (PMHAHCUTE W MEHUIKMBHTA, 32
JIOITBIIHUTEIHO 00yUYeHHe Ha MpeAnpruemMadn u cneunanicty B Jlatus, Jlutea u boarapust.
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paboremu 3ax rpaHuna. Ta3u CIOKHOCT MOMBIHHUTENHO CE€ M30CTPSI OT JIUIICaTa Ha YHWBEPCAITHO MPUETH
3aIBIDKUTEITHU CTAaHAAPTHA M3UCKBAHWS 32 OTYMWTAHE HAa YCTOWYMBOCTTA, KOETO IMMOAYEpTaBa HaJeXallara
Hy)XJ]a OT NMPOMSIHa B MOJEIUTE Ha OTYHUTAHE 3a TOYHO NpOCIesBaHE HA MKOHOMHYECKHUTE BPB3KH U
BB3/IeHCcTBH. Helo moBede, KyATYpHHUTE Pa3indusl BIVSAT BbPXY BB3IPHUEMAHETO M IPUOPUTHIUPAHETO Ha
[IEJTATE 32 YCTOMYUBOCT, MPUHY KIaBaKN OpraHU3aIHATE [1a aJaTHPAT CBOUTE CTPATEeTHH, 3a JIa TH IpHUBEaT
B CHOTBETCTBHE C MECTHHTE HOPMH M OYaKBaHHS. 1a3W ajanTaiis 9ecTO Hajara HIOAHCHpAH MOJXOJ KbM
OIIEHKHTE Ha CHIIECTBEHOCTTA, P KOUTO MPEANPHUATHATA TPSOBA Ja B3EMaT MpenBU]] KakTo (prHAHCOBHTE,
Taka W EKOJOTHYHHUTE/COIMAIHNTE BB3ACWCTBUSA, YHUKAITHM 32 TEXHHUS OIEpaTHBEH KOHTEKCT. 3a Ja
MPEOOIESIT Te3U MPOITyCKH, OJUTOPUTE UTPasT pelaBala posis 32 OCUTYPSIBaHE Ha CHIIIACYBAHOCT MEXKIY
JOKJIAJINTE 32 YCTOMYMBOCT M (pMHAHCOBaTa MH(POPMAIHA, KaTo M0 TO3W HaYMH MOBUIIABAT JOCTOBEPHOCTTA
¥ HaJEXKTHOCTTA HA OIOBECTSABAHMITA 3a yCTOMUMBOCT. KaTo IIUIO chpaBsSHETO C Te3W KyIATYpHH U
pEryIaTOpHU pa3uyrs N3UCKBA CHITIACYBaHU YCHIIH 32 XapMOHU3UPaHEe Ha CTaHAAPTUTE U HachpUaBaHEe Ha
MO-WHTETPUPAH MOAXO0] KbM YCTOWYMBH CUETOBOJIHU MPAKTHUKH.

3.3. KakBu CTpaTerud Morat aa c€ H3Mmoa3BaTr 3a INIpPeoaoJsABaHE HaAa TE3U rJ100aJIHH
l'lpeIll/BBI/lKaTe.l'lCTBa?

3a na ce oTroBOpH e(pEKTHBHO Ha TIO00ATHHUTE MPEAM3BHKATENICTBA, HAJOXKHUTEIHO € Ja ce Mpuiarar
MHOTOCTPAaHHH CTPaTeTMH, KOUTO Pas3rieKAaT LMIMPOK CIEKThP OT B3aMMHOCBBp3aHHM obnactu. Enun OT
pelaBamuTe MOAXOAM BKJIIOYBA M3IMOJI3BaHE HA TEXHOJOTMYHM MHOBAlMM M OMHUT 3a pa3paboTBaHe HA
YCTOMYMBH PEILEHUS B CBETOBEH MaIad, KaTo Mo TO3M HAUYWH Ce CIPaBSIT KaKTO C HEMOCPEACTBEHH, TaKa U C
abarocpounu npobuemu.’ MKoHoMUUYecku (hakTopu KaTo MOKyIATeIHa CIOCOOHOCT, HUBO Ha 6e3paboTuna 1
JUXBEHH TIPOLEHTH WIpasT OCHOBHA pONA TpH O(OPMIHETO Ha CTpaTerWy 3a CIpaBsHE C Te3u
Mpeanu3BHUKaTeNCTBA. Ype3 HHTErpupaHETO Ha TE3UM HKOHOMUYECKH NIOKA3aTeN! B INIAHUPAHETO MOJIUTULIUTE U
OpraHu3alMUTe MOraT Aa Ch3AaJaT M0-yCTOWYMBAa UKOHOMUYECKa Cpena, KOsITO € Mo-100pe MoAroTBeHa aa
ycron Ha Tio0amHu cmylueHus. OT ChIIECTBEHO 3HAYEHHE € LSJIOCTHHAT IMOJIXOA KbM Pa3OUpaHeTo U
CTPaBSIHETO C IeMOrpad)CKUTE YCIOBHs, KyATYpHUTE HOPMH U IEHHOCTHTE. TOBa rapaHTHpa, 4e CTpaTeruuTe
ca He caMO e(eKTMBHH, HO M KYIATYpPHO UYyBCTBUTEIHM M TNPHOOLIABAIIM, HAaChpPUYaBaMKH TIIOOATHUTE
CBHTPYAHUYECTBO M MpHeMaHe. B3anuMopaeicTBreTO MeXIy Te3u 00JacTh MoJ4YepTaBa HE0OXOIUMOCTTa OT
XOJIMCTUYHA CTPATEerus, KOATO € aJanTUBHA 1 NPUOOIIaBalia, KaTo B3eMa IpeBU]l pa3HooOpa3HuTe GaKTopH,
KOHUTO BIUSAT HA INIOOATHUTE MPEIU3BUKATEICTBA. 3 Ta3! LeJ € N3KIIOUNTETHO BAXKHO 3a MPaBUTENICTBATA,
OpraHM3alMNTE U U3CJEeN0BaTEeIUTe Jia JaAaT MPUOPUTET Ha aJanTUBHU JEHCTBHA U I'bBKAaBH CTPATEIrHH,
KOUTO MOTarT Jia Ce pa3BUBAT B OTTOBOP HAa MPOMEHSIUTE ce YCI0BUA. TO3M aJanTUBEH MOAXO/I 1€ MO3BOJIH
MO-CTa0MIeH ¥ KOOPAUHUPAH OTTOBOP Ha INIOOAHUTE MPEeJU3BUKATEICTBA, KOCTO B KpaifHa CMETKa 11 J0BeIe
710 YCTOWYMB M MPHOOIIABaIl PaCTEK.

4. PemieHus 3a nonoﬁpﬂsaﬂe Ha yCTOﬁqHBOTO pPa3sBUTHE YpPE3 CHETOBOACTBO

4.1. KakBu ca Haii-100puTe MPaKTHKHU 32 HHTErpHUpaHe HA YCTOWYMBOCTTA B CUETOBOJHUTE
npouecu?

HHTerpupaneTo Ha yCTOWYMBOCTTA B CUETOBOTHUTE IMPOIECH € IMMPOKO MPH3HATO KaTo Hai-mobpa
MPaKTHKa, KOATO MOXKE Ja JOBEJE /10 MO-HH()OPMHUPAHO B3eMaHe Ha PEIIeHIs U IPUBEXTaHE B CbOTBETCTBHE
C LENMTE 32 YCTOWYMBOCT M MHHIIMATUBUTE 3a comnuanHa oTroBopHocT.! Exun edextuBeH moaxon 3a
MMOCTUTaHE Ha Ta3W MHTETPALMs € Ype3 MPUEMaHEeTO Ha YCHhBBPIIICHCTBAHU CYETOBOJHH PELICHHS KaTo TE3H,

O ®nopkun, XK. (n.d.). 7 ocnosnu acnexma na cuemogoonume pewrenus na Microsoft: Illosuwasane na
epexmusHocmma u pazepvujane Ha NOMEeHYUaLa 3a pacmedic.

10 Cranuepa-Tonoposa, E. (n.d.). Pestomema na peyensupanume nybauxayuu Ha 6va2apcku e3ux U Ha aH2IUNCKY e3UK
(camocTosiTeTHE B B chaBTOPCTBO, OT 10b. 1 mo 10b. 23). CVY ,,CB. Ki1. Oxpuacky.
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npeuiarand ot Microsoft, KouTo mpenoctaBsaT QYHKIUHM 332 M3MEPBAaHE M YIPaBICHUE Ha BH3JIECHCTBUETO
BBPXY OKOJIHATA Cpejia U 00mecTBOTO. Te3r pelieHrs] YeCTO BKJIIOYBAT WHCTPYMEHTH 3a MpOCIesiBaHe Ha
BBITICPOJTHA EMHCHH, MOTPEOICHUE HA SHEPrysl U YCTOMYMBOCT Ha BEpUTaTa 3a JJOCTABKH, KOCTO IO3BOJISBA
Ha OW3Heca J]a uMa ISUIOCTEH TOTJIe]] BbPXY CBOMTE MOKA3aTelH 38 YCTOMYMBOCT. Upe3 BrpakJaHeTo Ha Te3U
(YHKIMU 32 YCTOHYUBOCT B CBOMTE CUETOBOJHH MPOIIECH, MPEANPHUATHATA MOTAT HE CaMO Jia HaOIIo1aBaT
cBosATa e()EKTUBHOCT, HO U JIa OTIPEJIENIAT U IIOCTUTAT CTPATETUYECKH [IEJIH 32 YCTOWIMBOCT. Ta3u HHTerpamus
W3UCKBA CHBMECTHH YCWIIUS MEXJy Pa3IMYHU 3aUHTEPECOBAHU CTPAaHU, BKIIOYHTEIHO MPENOJaBaTely,
MOJUTUIM W JOCTABYHMIIM HAa TEXHOJOTHH, 32 pa3padOTBaHe W NpHEMaHe Ha CTAHAAPTH3MPAHU PaAMKHU 32
pa3KpHUBaHE Ha YCTOMYHBOCT.

Cp3naBaHeTo Ha eIWHEH riiobaneH Habop OT CTaHAAPTH 3a OTYHTAaHE HAa YCTOWYMBOCTTA, KAaTO TE3H,
npemioxkeHn ot ChBeTa 3a MEXKIYHAPOJIHU CTAaHIAPTH 332 YCTOWYMBOCT Ha DOoHmANUATA 32 MEXTyHAPOIHU
craugaptd 3a ¢uHaHCOBO oruuTaHe (MC®QO), OM OompoCTHIO 3HAYMTEITHO TO3M IIPOIEC KAaKTO 3a
MPEeTo/IaBaTeIuTe MO CUETOBOJICTBO, TaKa W 3a MpakThKyBamuTe. Kato ce Gokycupar Brpxy yHUPHIIUpaHA
paMmKa, TpernojaBaTeIiTe MOTaT Jia PalMOHAIM3UPAT YCHIUATA CH 32 MPENoJiaBaHe, KaTo TapaHTUpaT, de
OBJCIINTE CUCTOBOJUTEIH ca TOOpEe MOJArOTBEHH JIa CE CIIPABAT C OTYMTAHETO HA YCTOMYMBOCTTA B PAMKHTE
Ha NMPo(ECHOHATTHUTE CH POJIH.

4.2. Kak opranuzanuuTe MOraT Ja TapaHTHPAT NMPO3Pa4YHOCT U OTYETHOCT B YCTOHYHMBOTO
C4ETOBOJACTBO?

3a 1a oCUTYpAT MPO3PAYHOCT U OTUETHOCT B YCTOWYHMBOTO CUETOBOJICTBO, OPraHM3aLMUTE TPAOBa aa
BB3MPUEMaT MHOTOCTPaHEH MOAX0/l, KOWTO BKJIIOUBA CTAHAAPTU3UPAHU PAMKH, TOUHO OTYMTAHE U ISUIOCTHU
OLIEHKM Ha pucka. CBbp3aHHUTE C YCTOWYMBOCTTA CTaHAAPTH Ha MeEXAyHapOIHHS CUCTOBOACH CHBET KaTO
MC®O S1 (O6mu u3ucKkBaHUs 3a ONMOBECTsBaHE Ha (MHaHCOBAa MH(OpMAIHA, CBbP3aHa C yCTOWYHBOCTTA,
anri. General Requirements for Disclosure of Sustainability-related Financial Information, IFRS S1) u MC®O
S2 (OmnosectsaBanusi, cBbp3aHn ¢ kinumara; aHri. Climate-related Disclosures, IFRS S2) mpemnarar
CTaHJapTH3MpaHa paMKa 3a OTYMTaHE Ha CBBP3aHUTE C KIMMaTa PUCKOBE M Bb3MOXHOCTH, KOETO MorioMara
OCJIEI0BATEHOTO M TIPO3PAYHO OTYMTAHE HA JAHHU 3a ycToiumBocT'!. CueToBOgUTENUTE CAa OT OCHOBHO
3HAYEHUE B TO3U TPOLEC, Thi KaTO MPEJOCTaBIT TOYHM W MPO3PAvHHU JOKIAIH 332 JaHHU 32 YCTOHYHBOCT,
yleCHABaKM pPa3OMpaHETO Ha 3aWHTEPECOBAHWUTE CTPAaHU 3a MPEICTaBIHETO HAa YCTOHYMBOCTTa Ha
opranuzanusTa. M3pbpiiBaHeTo Ha HAJOCTHU OLEHKH Ha PHCKa MO3BOJISIBA HAa OpraHU3alUUTe, 0OCOOCHO Ha
Mankute U cpeanu npeanpustus (MCID), na ce cpaBsT epeKTUBHO ¢ MpeIU3BUKATEICTBATA, MPOU3THYAILN
OT M3HMCKBAHUATA 32 YCTOWYMBO Pa3BUTHE, KaTO MO TO3M HAUYWH HachpyaBaT MPO3PavyHOCTTa U OTYETHOCTTA.
Wnterpupanero Ha HeUHAHCOBM AaHHU KaTO E€KOJIOTHYHH, COLMAIHM M ynpamieHCKH mnokasatenu (ESG,
Environment, Social and Governance) BbB pHaHCOBHTE OTYETH [TO3BOJISIBA HA OpraHU3AMUTE Ja MPEACTABAT
XOJNHUCTHUYHA KapTHHAa Ha CBOUTE JCWHOCTH, CbH3JaBalld CTOWHOCT, KaTO IOMBJIHUTEIHO TapaHTUpaT
MPO3pavyHOCT B YCTOHYMBOTO CUCTOBOACTBO. T0O3M MHTETpUpPaH MOAXO/ HE CaMO MOBHIIABA IOCTOBEPHOCTTA U
HAJISKIHOCTTA HA OIOBECTSBAHHMATA 332 YCTOMYMBOCT, HO CBINO HM3TPaXkaa JOBEPHE Cpell WHBECTHTODH,
KJIMEHTH W JPYr'H 3aMHTEPEcOBAHU CTPAHM, KaTo B KpaifHa CMETKa Hachbp4aBa KyJlTypa Ha OTYETHOCT U
IBITOCPOYHA YCTOWYHMBOCT B PAMKHTE Ha OPTaHU3AIHATA.

4.3. KakBa poJisi urpasiT MeXKAyHAPOJAHUTE CTAaHAAPTH 3a HAChbpYaBaHe HA YCTOWYMBH
CYETOBOHH NMPAKTHKU?

Bonpexu ge pamku kato SFDR 1 CSRD 3HaunTeIHO JOTIPUHACSAT 32 OTYUTAHETO Ha YCTOWYUBOCTTA, HE

" Lloknao omuocno oyenkama na mexcoynapoOHume cuemosooHu cmandapmu u Ha detinocmma na Pondayuama 3a
MedncOyHapooHu cmanoapmu 3a gunancoso omuumane (MCDPO), Egponetickama KOHCYIMAmMusHa epyna 3a
¢unancosa omuemnocm (EKT'@0O) u Haozopnus cveem 3a omuumane u ompasasane Ha oouwecmaeeHus unmepec
(PIOB) (3.5.2016) EBpomneiicku napnament. JJoxmax A8-0172/2016.
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MOXe Jia O'bJie TO/IIIEHEeHA POJISITa 32 HachpYaBaHe HA YCTOWYMBH CUCTOBOJTHH MPAKTHKH HA MEKTYHAPOTHUTE
cranmaptu, ocobeHo IAS (International Accounting Standards) m IFRS (International Financial Reporting
Standards). MexayHapoHUTe CTaHAAPTH MMAT 3a I Ja XapMOHHU3MpaT (PUHAHCOBOTO OTYMTAHE, KaTO IO
TO3M HAYHH TapaHTHPaT MPO3PAYHOCT U CPABHUMOCT B Pa3IMYHHUTE IOPUCAUKIIUK, KOETO € OT ChIICCTBEHO
3HAYEHHUE 332 YCTOWYHMBUTE CUETOBOJHU NMpakTUKU. OCBEH TOBa CONMKABAHETO HA HAJ30PHHUTE MPAKTUKH,
YJIECHEHO OT T€3W CTaHJAapTH, CIIOMara 3a MOoJIbPKAHETO Ha €IHAKBU YCIIOBUS HA KOHKYPEHIIUS B PAMKHTE
Ha eJIMHHMS I1a3ap, KaTo JOIBIHUTEIHO HAChpuaBa ycroidynBoctTa. Cria3BaHeTo Ha TE3W CTaHIAPTH € OT
pelnaBaio 3HaYeHUE, Thil KaTo MPeJIOCTaBsl IMOCIIEI0BATEIHA OCHOBA 32 (DMHAHCOBO OTYHTAaHE, KOETO € OT
Moji3a He caMO 32 WHBECTHUTOPH, 3aCMOJIATENIM M KPEAUTOPH, HO CHIIO Taka CIYXXH Ha IO-IIHPOKOTO
obmrecTBeHo Onaro. CiieIoBaTeHO, MPUIAraHEeTO Ha TE3W MEXKTyHAPOIHU CTAHJAPTH € OT KIIFOUOBO 3HAYCHUE
3a TIOCTUTaHe Ha BUCOKOKAYECTBEHO, PO3PAaYHO M TII00ATHO CPAaBHUMO (DMHAHCOBO OTYUTAHE, KOETO OT CBOSI
CTpaHa MojroMara yCTOHYMBOTO HKOHOMUYIECKO Pa3BUTHE.

5. Ka3ycn U peaJTHU NMPUWIOKECHUA HaAa YCTOﬁqHBOTO CUE€TOBOACTBO

5.1. Kou ca HIKOM yCHELIHM NPHMePH 32 YCTOHYMBU CYETOBOAHU NPAKTHKHM B Pa3JIMYHU
orpacan?

VYcrolunBHUTE CYETOBOJHM TMpPAKTHUKKM Cca YCHEIIHO BHEAPEHWM B pPa3iMYHU HHAYCTPUH,
JEMOHCTPUPAWKH Ha0Op OT MHOBAaTUBHU MOJIXOIHU, CbOOpa3eHH ChC CHEUPUUHUTE HYXKIU HAa CEKTOpa.
Hampumep, 6ankoBata MHAYCTpHS NPHUBEAE CYETOBOJHUTE CH MPAKTUKH B ChOTBEeTcTBHE ¢ LlenmuTe 3a
ycToiunBo pazsutue (L[YP), kaTo n3non3sa nokazareiau 3a yCTOMYMBOCT, 3 /1a OLICHH Bb3/ICHCTBHETO Ha
cBOUTE (PMHAHCOBH PELICHUS U HaChpUaBa MPO3PAYHOCTTA NPH OTYUTAHETO HA KPUTEPUHUTE 33 €KOJIOTUYHO
u conuanHo ynpasieHue (ESG). ToBa mpuBexpmane B CbOTBETCTBHE HE CamoO IMOAKPENs TI0OamHUTE
WHULUATUBU 32 YCTOHYMBOCT, HO CBHINO Taka MOBHUIIABA JOBEPUETO M OTUETHOCTTA Ha (PUHAHCOBUTE
uHcTUTYnuH. [1o momobeH HaYMH MHAYCTPUATHUTE MPEANPUSTHS BCE MOBEUE HHTETPUPAT YIPaBICHCKO
CYETOBOJICTBO M CHCTEMH 3a YIpaBJIE€HHE Ha pa3XxoJuTe, KOUTO AaBaT MPUOPUTET HA YCTONYMBOCTTA,
KOETO UM MO3BOJISIBA Ja MpOCIeAsiBaT W Ja HaMajisiBaT e(QEeKTUBHO MOTPEOIECHHUETO Ha PECypcH H
ornaxbiure.'? Te3uw cUCTEMH TMOMAaraT Ha KOMIAHMUTE Ja ONTHMH3UpPAT CBOMTE OIEpalMd 3a
YCTOMYMBOCT, KOETO MOXXE Ja AOBEIE 10 3HAUYUTEIHH CIECTSABAHHUA Ha pa3xold M MoAoOpsBaHE Ha
CKOJIOTHYHUTE TOKa3zaTeau. B celcKoCTOMmaHCKusl CEeKTOp MMa ChISOHM pELICHHs, KOUTO H3SCHSBAT
MpUJIaraHeTo Ha HOPMHU, PEryJIHpaId yCTOMYUBUTE MPAKTUKH B PAMKUATE Ha OOINUTE CEJICKOCTOMAHCKU
MOJUTUKH, KaTO MO TO3U HAYUH MPEOCTABAT MpaBHA paMKa, KOSITO MOAKPENs YCTOWUMBUTE 3€MEACIICKU
npaktuku.”? Te3u MpUMEpH JEMOHCTPUpAT KaK CHENU(PHUUYHUTE 38 CEKTOpA MPAKTUKU 338 YCTONUHMBO
CYETOBOJCTBO MOTraT Ja JOBEJaT A0 MO-IIMPOKH EKOJOTMYHU WU COLMAJIHM MOJI3U, MOoJYepTaBalKu
3HAYEHUETO Ha IMEPCOHAJIU3UPAHUTE MOAXOAM 3a MOCTUIAHE HAa LIEJINTE 32 YCTOWYMBOCT B PaziWyHU
WHTyCTPHH.

5.2. Kak koMmaHumuTe ce Bb3MOJ3Baxa OT HHTCIrPUPAHETO HA YCTOﬁqHBOCTTa B CBOUTC
CYECTOBOAHHU l'lpaKTI/lKPI?

WuTerpupaneTo Ha yCTOWYMBOCTTA B CUSTOBOJHUTE TIPAKTHKH MPEIOCTABH HA KOMIAHUUTE MHOXECTBO
MOJNI3U, OCOOCHO Ype3 HachbpyaBaHE HA JIBJITOCPOYHA (HHAHCOBA CTAOMIHOCT. Upe3 mpueMaHeTo Ha
JOBITOCPOYHA TEPCHEKTHBA KOMIIAHHUTE MOTaT Mo-J100pe Ja TNPOTHBOJCHCTBAT HA [UKIMYHHTE
MKOHOMHUYECKH KOJIEOaHUs, KOSTO BOAM 10 IMO-TIOCICIOBATETHN (PMHAHCOBH PE3yJITaTH M OCUTYpsiBa Oydep

12 Axademus no yemotiuueu unsecmuyuu u punancy. Co6opHuk ¢ yaeonu marepuanu (2022). Cronancku daxynrer, CY
,,CB. Kir. Oxpuncku®, bear. 6anka 3a pazsutue. ISBN 978-954-9399-72-1.

13 Cvobwenue na Komucuama 0o Cveema u Eeponeiickua napaamenm omuocHo 0v120Cpounomo unancupane na
esponeiickama uxkonomuxa (2014). /*COM/2014/0168 final*/. TokymenT 52014DC0168 - BG.
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cpelry HecTabWIHOCTTA Ha masapa.'* Tosm momxox He camMo cTabuamM3upa (PMHAHCOBUTE PE3yITaTH, HO H
MPUBEXK]Ia UHBECTUIIMOHHUTE CTPATETHU B ChOTBETCTBUE C YCTOWYMBHTE I1€JIH, KATO 110 TO3W HAYHH MTPUBIIHYA
WHBECTHTOPH, KOWTO JaBaT MPHUOPUTET HA CKOJIOTHYHUTE, COMMATHUTE U yrpasieHckure (ESG) kpurepun.
XapMOHU3UPAHETO HAa CYETOBOJHUTE IMpaBWIA U QJMUHHCTPATHBHHUTE NPAKTHKH IO JAHBYHU BBIPOCH
rapaHTupa, 4e KOMIAHWUHUTE MOrar jaa paboTaT mo-e()eKTMBHO B pasiM4HM peryjiaTopHu cpeau.'” Tasu
perynatopHa SCHOTa HaMallsiBa Pa3XoJUTe 32 ChOTBETCTBHE U CMEKYaBa PUCKA OT MPABHHU MPOOIIEMH, KaTo
JOITBITHUTEIHO JIOTIPUHACS 3a (UHAHCOBaTa CTAOMIHOCT. KoMmaHHUTE, KOUTO IMyOJIMKYBaT M3YepIaTEIIHU
JIOKJIAJIA 32 CBOMTE YCHIIMSI 32 YCTOWYHMBOCT, JOMIPUHACAT 3a PElIaBaHETO HAa aKTyallHH NpoOiieMu B HaIIaTa
MPOMEHSIIA Ce UKOHOMHYECKAa pPeamHoCT. Te3u MmyOJjuKaluy TOBUINABAT MPO3PAYHOCTTa U OTYETHOCTTA,
KOETO MOXE Jia TOJ00pH JIOBEpHETO M aHTXHPAHOCTTA Ha 3aMHTEpecoBaHWTE cTpaHW. Karto msuio
WHTETPUPAHETO HAa YCTOMYMBOCTTA B CUCTOBOJIHUTE MPAKTUKU HE caMO MOJIbpxKa (pruHAHCOBATA CTAOMITHOCT
W CIAa3BaHETO Ha peryJaTOpHUTE HM3HCKBAHUS, HO CBIIO IMOJI0OpsSBa KOPIOpATHBHATA pEMyTalus U
OTHONICHUATA ChC 3AMHTEPECOBAHUTE CTPAHU, KOETO TO MPaBH JKU3HEHOBA)XKHA CTPATETHS 32 ChBPEMECHHUS
omsHec.

3akIoueHne

EIuH KJII0YOB YPOK, M3BJIEYEH OT HEYCIIEXMTE IIPHU BHEIPABAHETO HA yCTOWYMBO CUETOBOJACTBO, € 3a
KPUTUYHATA POJIS HA MHOBALMUTE B MHIAYCTpHATA M Om3Hec cyOekture. Karo mpeneGpersar MHOBALUKTE,
KOMIIAHMHMTE MOTAT Ja BB3IPENATCTBAT €(PEKTHBHOCTTA M HHTETPUPAHETO HA YCTOMYMBH CYETOBOIHH
IPAKTHKH, KOETO B KpaifHa CMETKA OKa3Ba BIMSHUE BEPXY CIIOCOOHOCTTA UM JIa IIOCTUTHAT JbJITOCPOYHH LIENH
3a ycTonunBocT!®.

IpocToTo NpUALPKAHE KbM PaMKH KaTo I1akTa 3a cTabMIHOCT M pacTex 6e3 HachpuaBaHe Ha (PMHAHCOBA
JUCLMILIMHA, KOOPAUHALUS M OTYETHOCT MOXKE JIa M30CTPH IIPOOIEMHTE, BMECTO Jia TH perd. Opranusanusra
Ha OOLIECTBEHMsI TPAHCIIOPT CE€ OYePTaBa KaTO BaXeH, HO YECTO NpeHeOpersadH (axTop 3a YCIEMIHOTO
HpHJIaraHe Ha yCTOMYMBO CYETOBOACTBO. EeKTMBHMTE CHCTEMH 3a OOIIECTBEH TPAHCIIOPT MOTAT 13 HAMAJIAT
BBIVIEPOJHUTE EMUCHH U OIIEPATUBHHUTE PAa3XOJHM, KATO 110 TO3U HAYMH CE CBHIVIACYBAT C IO-IIMPOKUTE IIENH
Ha YCTOMYMBHTE IIPAKTUKH.

I[IpuaraneTo Ha yCTOMYMBO CUETOBOICTBO HE € CAMO BBIPOC Ha CHOTBETCTBUE, HO U (PUHAHCOBO YCHIIKE,
KOETO M3UCKBA 3HAYMTEIHH UHBeCTUIIMK. TOBa 4eCTO BK/II0YBA HAPYIIABAHE HA Ta0yTaTa OKOJIO BEBEXKIAHETO
Ha HOBM JaHBIM ¥ MHBECTHPAHE B 3€JICHH TEXHOJOIMH, KOETO MOXE Ja ObJ€ MOJUTHYECKH U COLHUAIHO
NpeIN3BUKATENCTBO. ETO 3al10 €1H LSI0CTEH MOAXO0, KOWTO BKIIOUBA MHOBAIMH, (PUHAHCOBU MHBECTHIMH
1 monoOpeHa obliecTBEHa MH(PPACTPYKTYpa, € OT CHUIECTBEHO 3HAYEHHE 3a MPEOJOJISIBAHE HA MPEUKHTE,
CPEIIaHU B THPCEHETO HA YCTOWYHMBO CUETOBOICTBO.

WHTerpupaneTo Ha LEIUTE 3a YCTOMYMBO pAa3BUTHE B CHBPEMEHHHUTE CYETOBOJHHM IPAKTHKU
IpE/ICTABNIABA 3HAYMTENHA NMPOMSHA HA MAapaJurMaTa B HA4WHA, 110 KOWTO IPEMIPUATHATA HU3MEPBAT M
OTYHUTAT CBOETO BB3JCHCTBUE BHPXY OOIIECTBOTO M OKOJHATa cpena. Upes BKIIOYBAHETO HA HE(QUHAHCOBH
MOKA3aTeNy 3a€HO ¢ TPAIUIMOHHUTE PAMKH 32 (PMHAHCOBO OTYMTAHE KOMIIAHMUTE BEde Ca B CHCTOSHHE /1A
OCHTYPAT TIO-IUIOCTEH TMOTJIEA BbPXY CBOMTE ONEPAMUM M IIPUHOC KBbM TNIOOAJTHMTE MHHIMATHBH 34
ycroitunBocT. Ta3u eBOMOIHMS JOBE/IE T0 Ch3IaBAHETO HA CTAOMIIHU PaMKH KaTo PeriaMenTa 3a ooBecTsBaHe

Y Hanvunume nocmanoenenus u opyaume mepKi, CXoOHU O ecmecmeo um 6v3oeticmeue. Pesomonus Ha EBponelickus
napiameHT oT 25 noemBpu 2015 r. OTHOCHO JITaHBYHUTE MOCTAHOBJICHHS M APYTHTE MEPKHU, CXOJIHH MO €CTECTBO HITU
BB3aeiicTBue (2015/2066 (INT).

15 Cuemosodcmeo, ooum u ¢punancu 6 npomenswus ce césam (2019). COOpPHHK ¢ JOKJIagd OT HAYYHO-IPAKTHIECKA
KoH(MepeHIHsI 110 TTOBO 95 TOIMHU OT Ch3JaBaHETO Ha KaTeapa ,,CIeToBOHA OTYETHOCT Tipu IKOHOMHYECKH
yHuBepcuteT — BapHa. Bapna: n3n. Hayka n nuxonomunka. ISBN 978-954-21-1001-9.

16 Epponeiicku mapnamenT. [1bi1eH IpOTOKOIN Ha pasuckBaHusaTa - Cpsaga, 19 maii 2010 r.
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Ha ycroiunBocTTa Ha QuHaHcoBuTe yciyrd (SFDR) u /lupexkTrBara 3a OTYMTaHE Ha YCTOMYMBOCTTA Ha
koprnopanuute (CSRD), kouTo HacOYBaT KaKTO 3aIbJIKUTEITHOTO, TaKa M JOOPOBOTHOTO OIMOBECTSIBAHE BHB
(hMHAHCOBUS CEKTOp, KaTO HachpUaBaT MPO3padHOCTTa U oT4deTHOCTTA. IIpmemanero or OOH na llenu 3a
ycroiunBo pazsutue (LIYP) xato M3kopensiBane Ha 6emaoctTa (L[YP 1) m KagectBeno oopazosanue (LIYP 4)
Hajara 3aJpJI00ueHa OIfeHKa Ha TOBAa Kak OM3HECHT MHBECTHpPA B 00pa3oBaTeIHH IPOTrpaMu, 0OydeHHEe Ha
CIYXUTETN W WHUIMATHBY Ha OOITHOCTTA 3a momoOpsiBaHe Ha OOIMIECTBEHUTE pe3yiTaTH. BkiouBaHeTo Ha
WHOBATHBHM TEXHOJIOTWYHH WHCTPYMEHTH B OTYMTAHETO HA OKOJHATA Cpela MoAYepTaBa 3HAYEHHETO Ha
e(eKTUBHUTE CHUCTEMH 32 OOIIECTBEH TPAHCIIOPT U YCTOWYHMBHUTE MPAKTHKH 32 HAMAJIsIBAaHE Ha BHITIEPOTHNATE
E€MUCHH 1 OTIEPATHBHUTE PA3XOIH.

Bempekn TO3M Hampeapk MpOABIDKABaT Ja CHINECTBYBAT MPEIU3BUKATEICTBA, OCOOCHO IIPH
KadecTBEHAaTa OIIEHKa Ha ITOKa3zaTeNnTe 3a HeWHAHCOBA YCTOMYMBOCT B CpaBHEHHWE C TPaaWIMOHHATA
¢unrancoBa nHpopManusa. CueTroBogHUTE HUPMHU TPSOBA HENIPEKHCHATO Ja OOHOBSBAT M Jla C€ 3aCTHIIBAT 3a
CTaHAapTH3UPAHU PaMKH 32 OTYMTAHE, 32 Ja OCUTYPAT III00ATHO MpHEeMaHe W CIIPaBeIINBO IpPHUEMaHE Ha
WHTETPUPAHU MPAKTHKH 32 oTunTaHe. ChTPYAHUYECTBOTO MEXIY 3aMHTEPECOBAHUTE CTPAHU, BKIIOUUTEITHO
MpeToAaBaTely, MOJUTHIIN U TOCTAaBYUIIN HAa TEXHOJOTHH, € OT PEelIaBallo 3HadeHHe 3a pa3paboTBaHETO U
MPWIATaHETO Ha IUIOCTHH PaMKH 32 pa3KpUBaHE HAa YCTOWYHMBOCT. Bh3NpHeMaHETO Ha CHEIMATU3UpPaH
codryep 3a yCTOWYHMBOCT U pelICHHUs 3a HUPPOBO BOJICHE HA 3allUCH € OT CBIIECTBEHO 3HaYCHUE 3a OM3Heca
OT BCSKAaKbB pa3Mep, 3a Jla C€ OPUCHTUPAT B Pa3BUBAIIMS CE MeH3aX HA YCTOWYMBH CUCTOBOJHU MPAKTHKH.
Karo 1su10 wHTErpHpaHeTO Ha YCTOWYMBOCTTa B CYETOBOJCTBOTO HE CaMO MOJ00psiBa (UHAHCOBATA
CTAaOMITHOCT U CIIa3BAHETO HA PEryJaTOPHUTE M3UCKBAHUS, HO CHIIO HAChPUYaBa KOPIIOPATUBHATA PEITyTAIIHS,
OTHOIICHUATA ChC 3aMHTEPECOBAHUTE CTPAHH U ONIEPaTUBHATA €(PEKTHUBHOCT, KOETO T'O MPaBU )KM3HCHOBAKHA
CTparTerusi 3a ChbBPEMEHHUS OWM3HEC, CTPEeMSI] Ce€ KbM IBITOCPOYHA YCTOHYMBOCT M BB3IACHCTBUE BHPXY
00IIIECTBOTO.
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1. BnLBeaenue

KyntypHute HHCTUTYINH ca OCHOBEH TYPHUCTHYECKH PECYPC, KOWTO Ce SBSBA KIIFOUOB Ha TIIO0ATHU 1a3ap
u ce paBasBa Ha 6.08 mmmuapaa USD mpe3 2023 1., a mporrosute ca, ge 10 2032 r. Toit me mocturae 17.81
munrapaa USD nipu cpenen roauiieH pwet ot 14.4% B nporno3nus nepuos (Business research insides, 2024).

KynTypHuUAT Typu3bM € BredaTisBanl U oOpa3oBaTeleH HAYMH 32 OTKPUBAHE M OTMO3HABAaHE Ha APYTU
KyJITypu 1o cBeTa. IIpencraBs HeorpaHMueHH BB3MOXKHOCTH 3a KyJITypHM IbTyBaHus. Toil mpennara
pa3Ho00pa3HU AEHHOCTH, BKJIIOUUTEIIHO Pas3IiiexkAaHe Ha HCTOPUIECKH O0CKTH, IOCEIIEHUE Ha XY10’KECTBEHU
rajepuy 1 My3eH, 1 y4acTHe B MECTHU o0u4au U pectusanu. [[pomeHuTe, KOUTO HaCTHIBAT B TypUCTHYECKATa
WHAYCTpHA B pe3yiTaT Ha riobanHara nanaemus or COVID-19, oka3zBa Haif-royisiMo BIMSHUE HA YSI3BUMHTE
U 3aBHCHMH OT IoceTuTenuTe Typuctudecku atpakuuu. Joknax Ha FOHECKO ot 2020 roguna nokassa, ue
90% oT My3euTe M rajJepuuTe 3aTBapsAT BpaTH MO BpeMe Ha nanaemusAra, karo 10% moxe HUKOra jga He
OTBOPST OTHOBO. 3a0enexuTeliHa nocjaeIuia odaue € yBeJIM4eHOTO MPUCHCTBUE B OHJIAHH ITPOCTPAHCTBOTO U
JIUTUTAIHATA JOCTBIIHOCT HA TO3W TUI MHCTUTYLMH. 3aTBapSHETO HA OTPOMHOTO MHO3MHCTBO OT MY3EHTE B
CBeTa € U3KIIIOYUTEIIHO CHOUTHE U BOAM /10 3HAYUTEIIHN MKOHOMHYECKH MOCIEACTBUS, Thii KATO MHOTO My3€H
pasuuTar B rojsiMa CTEeNeH Ha JoxoAuTe OT mnoceturenu. CeKTOphT Ha YacTHUTE My3eH ce COTbCKBa C
MHOXeCTBO (hanuTH, a ciopex MexayHapoauus cbeeT Ha My3ente (ICOM), moBeue OT €aUH HA BCEKH JECET
My3esl MOXe J1a HE OTBOPH OTHOBO.
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JpacTHYHOTO HaMaJieHHe Ha KyJITypHHUS TYPU3bM € MPUIMHEHO OT 3aTBAPSHETO HAa TPAHULHUTE (32 HAKOU
rojaemMu MHCTUTYIMH, 70-75% OT TEXHUTE MOCETUTENN ca MEXIYHAPOJAHH). 3a TYpPUCTHUECKUTE PETHOHH,
Mpexara Ha eBponeiickute My3eliHn opranuzauuu (NEMO) onensBa 3aryOute Ha 75-80%. 3arybata Ha
MPUXOAM OT BXOJHHM TAaKCH 332 MY3€UTE M THPrOBCKa ACHHOCT Ha MSICTO MOPAAW 3aTBapsSHETO Ha My3EHTe.
Cnopen npoyusane Ha NEMO ot 2020 ronuna, 30% ot my3eute cbobmasar, ue ca 3aryounu a0 1,000 eBpo
Ha cenMuIa, a 25% - 10 5,000 eBpo. 'onemute nHCTUTYIMY chOOIIaBaT 3a 3aryou mexay 100,000 u 600,000
€BpO Ha ceaMuLa. HAKOJIKO SCHU U 3HAUYNTETTHH ACUCTBHS MPEANPHUEMaT My3€HUTE U TaJlepUHTe 3a J1a OCTaHAT
aKTyaJlHH Ha na3apa. TakuBa ca M3MOJ3BaHE Ha IPEABAPUTEIHO IUTHTAIU3UPAHH pecypcu. MHOro
MHCTUTYLUH C€ BB3IOJI3BAT OT padoTaTta 10 AWTHTAIM3ALMA U IU(PPOBA KOMYHHUKALMS, U3BbPIIEHA BbPXY
CHINECTBYBAIUTE KOJEKIMH (OHJIANHH KOJeKInH, 360° 0OMKOIKH, BUPTYyaTHH MY3€H, OHJIAWH TyOIHKaIIH,
npoBH U3I0KON), 32 Aa TH IPEACTABIT Mo-e(hekTHBHO. B TO31 KoHTEKCT yeOcailTsT Google Arts & Culture
MPUBIIMYA TOJISIM WHTepec (0COOEHO OT TPagWIMOHHUTE MeauH). MHOTO MHCTHUTYIIMH pa3pa0dOTBaT CBOH
COOCTBEHH IIPOEKTH, YECTO B PAMKHUTE HA IOIUTHUKY 33 IUTUTAIN3ALMS, pa3pabOTeHn OT IIyOIMYHNUTE BIACTH,
BKJIFOUMTEITHO, HanpuMmep, B My3es Ha banrabanny B banrnamem, Hammonamaust My3eii Ha KOCTIOMUTE B
Ipann Bacam B Kor a'MBoap u moprama, ch3mageH OT MUHHCTEPCTBOTO HA AHTHKHTE B MOpIaHmMsL.
Jlururanu3upanu ¢ peania CbOUTHS U aKTUBHOCTHU KAaKTO U € HaOJr01aBa 3HAUUTEIIHO YBEIUYICHA aKTUBHOCT
B colMaIHNTE Meawnu. Penuna mHCTHTYIMM (Hampumep, ['anepus Jlesentrc B Kumbp) ce BB3mon3Baxa ot
KapaHTHHATA, 32 J]a Pa3BUAT CBOMTE aKTUBHOCTH B conmanante meaun (Facebook, Twitter, Instagram) nim ga
craptupar kaHai B YouTube unu SoundCloud. [IprHOCa Ha HOBO CHIBbpKaHWE B CONMATHUTE MEIUU — Ha
xuBo upe3 Facebook, aynno mocnenoBaTenrHoCTH Wi BUea, n3nbuBaHu dpe3 YouTube mwm SoundCloud —
momara Ja ce TpancopMHparT YacT OT My3euTe B pa3sHooOpasHu nudpoBn menuu. Cropex AOKIaa Ha
MexayHaponaus cbBeT Ha Mmy3eute (ICOM) ot 2021 roauna, cnen nanaemusra 30,8% ca npeocmucanim
CTpaTerusiTa CM IO OTHOIICHWE Ha IOUruTanHata TpaHcdopmamus, a 50,6% wuMaT TakoBa HaMEpEHHE.
PesynrartuTe nokasBar yBeanMueHHE HA HHCTUTYLIMUTE, KOUTO aHTKUPAT CIIELHAIM3HPaH EPCOHAN, KAaKTO U
JUTUTAIHO 00pa3oBaHe Ha TEKYyIIUs TakbB. Brieuatiasa u 3asBkara Ha 50,7% OT HHCTUTYLIMUTE @ yBEIHUYaT
JUTUTAIHOTO MpeylaraHe Ha IPOIyKTa.

B o00o00OmieHrne MMEHHO HEOOXOAMMOCTTa OT MPEOCMHCISHE HAa CTPATErMUTE U TOAX0Ia KbM
TYPUCTHUYECKHSI POJIYKT Ha KYJATYPHUTE UHCTUTYLIMH € BOJIEIIA 3a MPOYYBAHETO Ha J0KJIana. 3HAUYCHUETO U
poJsTa Ha WHOBAIMUTE W JWUTHTAIHUTE TEXHOJOTHH, YeCTO € MPOTHBOpeuMBa. M3cienBaHeTo Lenu na
YCTaHOBH:

e Kou ca OCHOBHUTE MHTEPAKTUBHH CIIOCOOH, KOMTO MOJIIOMAaraT B3auMOJCHCTBUETO C TIOCETUTENUTE?

e Kak qururaiHuTe yCTpOHCTBA M TEXHOJOTMUTE yBEJINUaBaT aTPAaKTUBHOCTTA Ha pecypca?

2. JIuteparypeH 0630p

W3cnenBannsTa Ha TEXHOJIOTUHUTE B My3€HUTE U TAJIEPUUTE CTAPTHPA C IPOYUBAHE HA ayouo 2atiooseme u
MoOunHUme ycmpoiicmea Ha MSACTO B MY3€HTE, KOETO YCTAaHOBSBAa, Y€ OCHOBHAa (yHKIMS HMaT 3a
o0pa3oBaTeHH 17N, KaKTO M 3a TepcoHann3upane Ha ycmyrata (Aoki u ap., 2002); Tesoriero u ap., 2014),
Hutchinson & Eardley, 2021); He & Wu, 2018). BanMoeficTBHETO € TI0 CKOPO OTPaHWYEHO W HACOYEHO KbM
MOCEeTUTEINS, KOWTO Tory4aBa nHpopManms [IpoyuBanusara 0600maBar, 4e MOCETUTEINTE IPEKapBaT MoBeye
BpeMe IpeJT eKCIIOHAT TP aHTAKUPAHOCT € ayIHO Tai, TOKAaTO Te3U, KOUTO HE M3IOJI3BAT TAaKbB OTACIAT 110
MaJIKO BpeMe, HO ca TO-CKJIOHHH Jla € BbPHAT M OTHOBO JIa TO pasriiefaT, BEPOSTHO MOPAaM JIMIcaTa Ha
aconuupane Ha HH(GopMaIHs ¢ BU3yalTHOTO. M3ciaenBanust BbpXy MOOMITHUTE THIOBE 32 My3€H pasriexaar
KaK TEXHOJIOTHHTE MOTaT Ja MPEAOCTaBsT YCIYTH, TPAAUIIMOHHO OCUTYPSBaHU OT YOBEIIKUTE THJIOBE, KaTO
HaBHUTALMSI B MY3€HHOTO NPOCTPAHCTBO, MPENOCTaBsIHE HA MH(POPMAIHS 3a eKCIIOHATHUTE W M3IIOJI3BaHE Ha
HalpeIHaId HWHTEPIPETAaTHBHH METOIM, Karo HU(poBa pa3Ka3BaTeIHOCT M UTPUMUIMPAHH TEXHHUKH.
Bbnpeku ToBa, MHOTO OT T€3H ITOJIXO/IH WIN IPEHEOPErBaT, WIIM HAITBJIHO 3aMEHST POJISTAa Ha YOBEUIKHS T
(Antoniou, A. u ap., 2021). B mppBata aza mpoydBaHeTO HIACHTHPHUIMPA IPSAU3BUKATEICTBATA, TIPS KOUTO
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ca M3MPaBEeHU TUAOBETE, U YJIaBs TEXHHUS CKPHUT OMUT B PEIIABAHETO HA MPOOJIEMH 10 BpeMe Ha OOMKOJIKHTE.
BwvB BTOpara u Tperata (pasza, upe3 pedIIEKCMBHH OUCKYCHH, C€ INPENCTaBAT CHBPEMEHHU LHU(POBU
NPUIOKEHHUS! KaTo OTHpaBHA TOYKa 3a TMIOBETE Ja CIOACIAT BIKIAHHMATA CH 3a pojsita cH B Obielie,
XapakTepu3npaHo OT XUOpHIHU LUU(POBU MIKUBSBAHHSA, BOJCHHU OT Xopa. TO3W MOAXOM LENH Ja HAChPUU
CUMOMOTHYHA BpbB3KAa MEXKAYy THAOBETE M TEXHOJOTHMHTE, MOJO0OpABaiKHM OOIIOTO MPEKUBSIBAHE Ha
MOCETUTEIINTE.

Garcia-Madariaga, J. u np., (2007) pasraexzaT Bpb3KHTE MEXIy OLEHKata Ha yeOcalToBere,
MOTPEOUTEICKUAT KOHTPOJI M HAMEPEHHUATa Ha MOTpeOMTeNnTe, Ype3 CpaBHEHHE Ha [[BA My3eWHH yeOcaiTa.
OCHOBHHTE 3aKJIFOUYCHHS Ca, Ye yIOBJIETBOPEHOCTTA Ha TIOTPEOUTENUTE U OLIEHKaTa Ha yeOcaliTOBETe BIMAAT Ha
BB3MPHUEMaHNs KOHTPOJI U HaMepeHus. BeIipekn ToBa, BIUSIHUETO HA yIOBIETBOPEHOCTTA BBPXY HAMEPEHHUATA
Jla ce TIOBTOPH TOCEIIEHHETO WA Ja CE€ TMOCETH MY3esT HE € IMOCIeNOBaTeTHO MPH BCHUKH MOTPEOUTEIH.
AHaMM3BT TIOKa3Ba, 4Ye TMOJOXKHUTETHATA OIIEHKAa Ha XapaKTepUCTUKWTE Ha yeOcaiiTa 3HAUWTENTHO yBEINJyaBa
BB3NPHUEMaHHUs KOHTPOJI Ha MoTpedmrenure. Ta3um Bpb3Ka € 0COOCHO CHITHA, KOETO TMpeAroiara, 4e ao0pe
MIPOEKTHPAHNTE eNEMEHTH Ha yebcaliTa BOAST [0 MO-TOIsIMa IMOTpeOMTENCKa YBEpeHOCT. Pesymrartmre
moyepTaBaT Ba)XHOCTTa Ha OIEHKaTa Ha yeOcaiTa 3a (opMupaHe Ha HaMEpPEHHSATa Ha MOCETHTENUTE.
[loTrpeburenure, KOUTO BBIMpHEMAT €JIEeMEHTHTE Ha yeOcalTa (KaTo €CTeTHKa, ChIbp)KaHWe, YA0OCTBO 3a
MOJI3BaHe, EMOIIHS, IIPOMOIINS U TIEPCOHANM3AI) KaTo 100pe MPOeKTHPaHH, ca MO-CKJIOHHH J1a Ce BbpHAT Ha
caifTa M Jia TUTaHUpAaT TOCeIIeHre Ha My3es. My3enTe yBenn4aBaT JOCThIIa 10 CBOMTE KOJEKIMHU Ype3 OHIalH
1aT(hOpPMH, HO MHOTO TTOTPEOUTENHN pasTiIekJaT caMo €Ha WM JIBE CTPAHHWIM W ObP30 HAITyCKaT CalTOBETE.
3a ga ce HaMaJM TO3HW TPOIECHT, € HEOOXOAMMO IMO-T00po pa3OnpaHe Ha THITOBETE MOTPEOUTENH, KOUTO TH
mocemraBaT. ChINECTBYBAIIUTE MOJETH OOWKHOBEHO Ca OTPaHMYEHH WM Cca HEJOCTAThYHO JICTAiTHH.
[Ipoyuraneto Ha Walsh, D. (2017) npoBezicHO cpeji MOTpeOUTEINTE Ha My3€H, ChOMpa TaHHM 3a pa3HOOOpa3HU
XapaKTePUCTUKY C T ]a ONPEIEIH SICHO TPYITUTE MOTPEOUTENH Bb3 OCHOBA HA TEXHUTE MOTHUBAIINH, 33/1a4H,
AHTXUPAHOCT W MO3HAHUsA. PesynraTute mokasear, ue o0Imara myojauka U Helpo()eCHOHATHUTE ITOTPEONTETH
CHCTaBISIBAT MHO3UHCTBOTO OT TocetuTenure. Ta3u nHhopmanys Moxe 1a TOMOTHE Ha My3€HTe J1a oJ00psT
OHJIAWH MPEKUBSIBAHUATA CH U Ja 33Abp>KaT BHUMAHUETO HA TIOTPEOUTENTUTE TIO-IIBJITO.

My3seute 3amouBaT Jda OCB3HABAT IIOTEHIMala Ha HOBHUTE TEXHOJOTHMH 3a pa3paboTBaHE Ha
00pa3oBaTeTHO-Pa3BICKATENHO ChABPKAHNUE U YCIYTH 32 CBOUTE MOCETUTENH. TEeXHOIOTHHUTE 32 BUPTyaHa
peaHOoCT 00emIaBat Aa NPEeAOCTaBAT KUBO M MPHITHO MPEXHUBSIBAHE HA TOCTUTE HA My3es, HO Pa3XOAUTE TI0
BpeMe, YCUIIMS U PECYypCH MOTaT J1a ce okaxat Haaaenssamu (Lepouras, G., Vassilakis, C., 2004). U3cnenBane
Ha MBanoB, C. u ap. (2017) 3a monsure W pa3xoAuTe MO BHEAPSIBaHE W HU3MOJI3BaHE Ha pOOOTHU3MpPaHU
TEXHOJIOTHH, OTBaps JUCKYCHs HE caMo 3a (JMHaHCOBaTa CTpaHa, HO U YCTOHYMBOCTTA U HEXKEINAHUETO Ha
CIly’)KUTEJIUTE J]a Ce aJalTupaT U Aa paboTIT B YHHUCOH C HOBUTE TEXHOJIOTMH. MHCTHTYyunuTe ciensa Ja
OOMHUCIIST, KOM TEXHOJIOIMYHMA HOBOCTH Ca PEAJHO MPHIOKUMHU 33 00€KTa, a He 1a Ce MOABEXKIAT 10 o01IuTe
HACTPOEHHS B UHIYCTPUSITA.

B cratus Ha Lee, H. u ap. (2020) ce mnpexncraBs u3non3BaHeto Ha 3D ueposu mexwonocuu 3a
pa3paboTBaHe Ha IOCTHIIHM M JIECHH 3a M3IIOJI3BaHE OT IOCETUTENUTE BUPTYaIHH CpeAd. 3a IenTa €
MpeacTaBeH Ka3zyc, OCHOBAaH Ha Beue pa3paboTeHa BepcHs Ha BUPTYaleH My3eld W HOBOM3IPaJeHa Bepcus,
KOSITO M3II0JI3Ba UTPOBU TEXHOJOTHH. Pe3ynTaThbT OT MpoeKTa €, 4e UrPOBUTE TEXHOJIOTMHM MOTaT Ja
MpeJIoKaT 3HAYMMO M )KM3HECIIOCOOHO pellieHre Ha Hy)KaTa OT JOCTHIIHU HACTOJHM CUCTEMH 33 BUPTyaJlHa
peanHOCT. B nombiHeHNe KbM TOBa IpeXuBsBaHe, aHanu3 Ha ViBanos C. u ap.(2017), ue pobOTH ce H3Mmoa3BaT
KaTo TM/I0BE B HAKOU MY3€H, HO BCE OILE HE ca IIUPOKO MPHUETH B My3euTe U raiepunute. MHOrooOpasHu ca
MOJI3UTE OT pOOOTHUTE 3a KYJITYPHUTE MHCTUTYLIMU W BKJIIOUBAT: MPeOCTaBsiHEe HA HH(POpMaIHs, OTrOBapsHE
Ha BBIPOCH M HAcOYBaHE Ha TOCETUTENUTE, KaKTO M 3a OOCIy>KBaHE Ha XWTMEHaTa M CUTYPHOCTTa Ha
npoctpancTBata. OrpaHnueHHss Ha MPUIOKEHUETO ce ObJDKAT Hal-Beue Ha crenu@ukaTa Ha My3euTe U
rajepuure, T.K pa3paboTBaHETO HAa POOOT-THI B My3€i € MO-JIeCHO B CpaBHEHHE C pOOOT-TUA 32 OTKPHUTH
00MKOJIKH, Haif-Beue 3apaau (akta, 4e My3euTe MpeJiaraT OrpaHuueHO MPOCTPAHCTBO 32 JBMKEHHE, KOETO
MO3Ke JIECHO Jia ObJie KapTorpadupano, 3a 1a yJIeCH! HaBUTalUsATa.
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JlaHHWTE Ha U3CIIC/IBAHUSTA HA MHOBAIIUUTE B My3EUTE U TAJICPUUTE Pa3KPHUBAT HAKOJIKO TEMU U TCHJICHITHH.
Kakto coun nureparypHUST 0030p, My3€UTE HWrpasT MHOTOIUIACTOBA pOJsi B OOIIECTBOTO — TE€ Ca HAyYHH
WHCTUTYIIMH 32 3ala3BaHe Y U3CICIBAHE HAa OOCKTH, HOCUTENM HAa KYJITYPHO HACIICJCTBO M KOMYHUKAIIMOHHH
BB3JIU B MpEKa OT 3aMHTEPECOBAHU CTpaHU. Ta3u posis o0ayue ce MPOMEHS, Thil KaTO My3€UTe HE CaMO HaOJIF01aBatT
COIMAHATA U TUTUTAIHATA TpaHC(opMaIus Ha OKOJTHATA Cpe/ia, HO U akTUBHO ydactBar B Hes (Kefi, H. u mp.
2024).TeraeHIMATE cOoYaT, Y¢ B MHOTO OTHOIICHHS WHTETPUPAHETO HA WHOBAIMM U TEXHOJIOTUU B MY3CHTE H
rajiepuuTe, Harmoj00sBa TPUTE CTHIKH B ICUCITUBIIUTE OpraHM3alliM, MpeaiokeHu oT BepxoeB u ap.: (1)
JMTUTAIN3ANMS, TP KOSATO C€ BHENPSBAT HMH(POPMAMOHHM W KoMmyHuKanuoHHW TtexHomorun (MKT) 3a
aBTOMATH3HUPaHE Ha OCHOBHM OTICPATUBHHM IIPOIIECH (HAIIpUMeEp, poAaxda Ha OMIICTH B My3€UTe) U KOJMpaHe Ha
aHasyorosa mHpopMarmsa B 1udpoB dhopmar (chXpaHsBaHE HA PECYpCH 3a KyJITypHO HACJIEICTBO B 0a3W JaHHH,
Hanpumep 6azara nanau La Joconde); (2) qururanmsans, mpu kosto ce npriarat UKT u mpyru mudpoBu pecypcu
3a MPOMSTHA Ha CHITIECTBYBAITUTE OM3HEC MpotiecH; H (3) muruTamHa TpanchopMarvs, Hail-pOHUKBAIIATA CTHITKA,
NpPU KOSTO INIOCTHATA TMPOMSHA B OPraHU3aIMATA, TOJIIOMOTHATA OT IM(POBU TEXHOJIOTUH, BOJH IO
npeoopMsiHE Ha TMPOLECUTEe Ha MEAWANUs OT TPAJUIMOHHH (HOpPMATH, OPUEHTHPAHW KbM OOYYCHHETO W
KypaTopuTe, KbM MO-aHTKUPAIIA WHTEPAKTUBHU MOJICITH Ha MEIHAIIHSI.

3. le/lJ'IO)KeHI/le Ha HHOBAIlUU U TEXHOJOI'MHd B CbBPEMEHHUTE MY3€H U rajicpuu

3.1. Hpnnomelme Ha TEXHOJIOI'MUTEC B MY3€H U T'AJICPUMA B PA3JIMYHUTE €TAllH OT )KUSHCHUAT
HMKbJ HA n0Tpe6J1elme Ha MPOAYKTA HA MY3€M U ITaJICPUU.

AHaAIM3BT HA TEKYIIUS JOKIIAJ € M3rpajJicH Ha 0a3aTa Ha KOHIENTyalTHaTa TEOPHS 32 )KU3HEHUS IIUKBI Ha
noTpeOJICHHeTo U aJianTHpaHa KbM crienidukara Ha IpOJyKTa Ha My3euTe U ranepunte. B Haii-oOmiara cu
paMKa TeopusTa pa3ziels MUKINTE Ha BhBEACHHE pacTexk, 3psuioct u cman (Udokporo, C. K., 2021). Hpyr
JMUTEPATypeH M3TOYHHWK HICHTU(PUIMPA TPU eTana Ha JKU3HEHHs KB Ha MPOAYKTa, a UMEHHO: Npean
ymoTpe0ba, B ynorpebda u moctynorpebda (Zeiss, R u ap., 2021). Etanet Ha nipean ymotpeba oOxBara >KHBOTa
Ha MPOJYKTa OT KOHIEMIUATA JI0 JocTaBkara. ETambT B ynoTpeda ce oTHACS JI0 Meprojia, KOTaTo MPOILyKThT
ce M3M0J3Ba OT KireHTa. EtamsT Ha moctynorpeba obxBamia nepuoja, Koraro (yHKIMOHAIHUSAT )KHBOT Ha
MPOJIYKTa B phIIETE Ha KiUeHTa ¢ npukirouni. C oriies Ha Te3u a3y, [enTa Ha TSOPUsITa 32 KUIHCHHS ITUK BT
Ha MPOJyKTa € Jia OIHUIIE MOBECHUETO Ha MPOYKTa OT HAYaJIOTO HA HETOBUS JKHUBOT J0 MOMEHTA, B KOHTO
TO# OBJIe M3TErJIEH OT Ta3apa, 3a Jia Ce YBEIMYM CTOHHOCTTA My M IIAHCOBETE 3a MPUXOIM, KAKTO U Jia Ce
pasnpeaersT HOAXOISII0 PECypCHTe.

Taba. 1.
IIpuno:keHue HA NHOBATHUBHU TEXHOJIOTHM B eTamna ,,lipeu moceuenue*

Ilpunoswcenue 3a: Ilpunazana mexnonozusa: |lLlen na non3eanemo nHa mexnonozuama:

IMoceturen Cornmanau Menuu, cooctBeH | MTHpopMupaHOCT, B3eMaHe Ha pEIliCHHE, TIOKY KA
yeOcaliT, U3KyCTBEH
WHTEJIEKT, BUPTyalHa
peanHocT

Mysen u rajgepun M3KycTBEH MHTENEKT, ITogmomarane Ha  OOCHOy)XKBamIuTe  OIlEpalid B
KOMITIOTBPHU CHCTEMH, WHCTUTYLHUATA, TUTHTAIN3MpAHEe HA apXuB, B II0J3a Ha
pobotuka, 3D mpuHTHpaHe, |KypaTopuTe 3a TOATOTOBKa Ha  IPOCTPAHCTBATa,
MAalIMHHO YYeHE YCTOHYMBY MPAKTHUKH, MOAIPHKKA Ha Oa3ara, yrpaBiIeHUE

Ha 0a3aTa JaHHU 32 €KCIIOHATH M IOCCTHTEIH

B konTekcra Ha MYBGﬁHHH IMPOAYKT U BpEMEBATA paMKa Ha HOTpe6J'IeHI/Ie 3a IOCJIUTC Ha HU3CIICIBAHCTO
pasacisiMe JKU3HCHUS UKL Ha Ipeau, IO BPpEMC U CJICA MOCCUICHMC HAa MY3CHU U TaJICpUU. ToBa Hu JaBa
BB3MOXHOCT [Ja Pas3sno3HacM TCXHOJIOTUUTE U3IMOJI3BAHU B PA3JIMYHUTC €TAIIU OT CTpaHA HA MOCCTUTCIUTC U
OT CTpaHa Ha KYJITYPHUTC MHCTUTYIIUH, KAKTO U Aa pa3lOo3HACM MOJIBUTC, KOUTO HOCAT B PA3JIMYHUTC CTAIIH.
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B erama mpeam mocemienue (B TaOn.1) MOCETUTENUTE HAa My3€UTE€ U TaJepUHUTE HM3MOJI3BAT HOBHTE
TEXHOJIOTHH, 3a Ja mpeAmnpueMaTr mokynka (48%), KakTo W JAa TOHZOOpSAT CBOETO NPEXKUBSBAHE U
B3auMoJeiicTBue ¢ u3noxoure (Statista, 2021). IlnarpopMuTe 3a coumansHun MEIUM UTPasT BakKHA POJIsl B
pasnpocTpaHeHHETO Ha MHGOpMAIHI OTHOCHO CHOWTHSI, HOBHHHU M aKTHBHOCTH Ha My3es (Paquette, J. u ap.,
2016). Te mo3BONSBAT HA TOCETUTENNTE /1A CIIOACISIT CBOUTE BIICUATIICHHS U TPEKUBSBAHMSI, KOETO yBEJIMYaBa
BUAMMOCTTA U aHTAXHUPAHOCTTA. V3KYCTBEHUST MHTEIEKT MMa IIMPOKO NPUIOKEHHE, KaTo HampuMmep 1a
MPEIOCTaBsl MEPCOHATM3UPAHU MIPENOPBKH HA TIOCETUTENUTE Bb3 OCHOBA HAa TEXHUTE UHTEPECH U TPEIUILIHI
nocemeHus. Toil chIo Taka MOXe /1a aHAIH3Upa JaHHM 32 MOBEJIEHUETO Ha MOTPeOnTeNnTe, 3a Ja oa00pu
MpeJIoKeHHsITa Ha My3enTe. BupTyanmHarta peamHOCT mpezsiara Ha TOCETHUTENNTE HAYMH Ja H3CIeaBaT
€KCIIOHATHTE, TIO3BOJISABANKM WM Ja MMAT MHTEPAKTHBHHU ¥ aHTQXHUpAIIA NPEKHUBIBAHHUA. 10Ba HE camo
MOBHINIaBa HH(POPMHUPAHOCTTA, HO U YJIECHSIBA B3EMaHETO Ha PEIIEHIS 3a TIOCEIIEHUS WTH yYaCTHsI B ChOUTHSL.
Jloka3zaTencTBo 3a TOBa € CTAaTHCTHYECKH 3HauMMuA (pakT, de mokoieHmeto ,,Millennials”(36%) u “Gen
7”(31%) 6uxa moceTHIIN IpeBapUTETHO BUPTyajieH My3eit (Statista, 2022).

Mys3eute W TaJlepuHTe W3MOI3BAT PA3INYHU TEXHOJOTHH 32 ONTHUMH3AIMS Ha CBOWTE OINEpalud 1
mooOpsiBaHe Ha YMPABICHHWETO HAa PECYPCHUTE TpPEIy MOCETUTENHTE Na JOHAaT Ha MsACTO. M3KycTBEeHHST
WHTEJIEKT aBTOMATH3MPANKN aHAU3W W TPEAOCTaBIHKH NMEPCOHATU3UPAHN TPETIOPHKA HA TIOCETHUTEIUTE,
momobpsBa eheKTUBHOCTTa HAa NUCTPUOYNHATA HA MPOAYKTa Ha My3eHWTe W TajepuuTte. M3moi3BaH e u 3a
yIpaBlieHHE Ha JAHHU 1 aHaJN3 Ha TIOCETUTEIICKOTO IMTOBEACHNE, KaTo 110 TO3W HaYMH Ce MoAToMara paborara
Ha KypaTopu M MEIuaTopH 3a M3rpaxiaaH Ha ekcnosuruute (Imbernon, U. u np, 2024). KommoTspHUTE
CHUCTEMH: TIOJIIOMAratr ympaBJIeHHETO Ha €XEJHEBHHUTE OIEpalliy, KaTo HalpuMep mpojax0a Ha OWieTn u
WHBEHTapu3alus Ha ekcroHatute. PoboTute MoraT na wW3MBIHSABAT (YHKIUM KAaTO HAaBHTAIUs U
nH(pOPMHUpaHe Ha MMOCETUTENNTE, KATO OCUTYPSIBAT MHTEPAKTUBHOCT M MOMOI] B My3€HHOTO IPOCTPAHCTBO.
Texnonorusara 3a 3D npuHTHpaHEe O3BOJISABA CH3AABAHETO HA KOIHS HA €KCIIOHATH WJIM HOBH MHTEPAKTHBHH
€JIEMEHTH, KOUTO MOTaT Jja ObAaT U3IMOI3BAHN KaKTO B M3JIOKOUTE, TaKa W B JOIIBIIHUTETHN PAOOTHITHUIH, a
JIOPH ¥ B My3€HHUAT Mara3uH 3a CyBeHUpH. Upe3 aHamn3 Ha TaHHU OT TOCETUTENH, MAIIMHHOTO YYeHe MOXKe
7a UASHTUUIIPA MOJENN U TPEANIOYUTaHus, KOETO clioMara 3a mono0psiBaHe Ha My3eiHaTa CTpaTerus u
npeyiaraie Ha Mo-NepcoHATM3UPaHO ChAbPKAHNE U TON00psIBaHE OPraHU3alMATa HA TIOCETUTEICKHUTE IPYIN
M0 BpEME U TpaeKTOpHsA. TeXHOIOrnuTe, NPWIOKEHH B MY3€HTE W TaJEpPHUTE, UTPasT KIOYoBa poJs B
ONITUMM3ALUATA HA 00CITY>KBAIIUTE ONEpalii U YIIPaBICHUETO Ha pecypcuTe. Upes BHeIpsBaHEe HAa HHOBALIUHY,
T€3W MHCTUTYLHH MOTaT J1a OAOOPAT KakTO BBTPEIIHUTE MPOLECH, TaKa M OMHUTa Ha IOCETUTEIUTE, KaTo
CBIIEBPEMEHHO HacChpYaBaT YCTOWYMBY MPAKTHKH W TUTUTaIU3anus Ha apxusute (Xu, J. u ap., 2025).

Tao6a. 2.
[puaoxkenne HAa MHOBATHBHYU TEXHOJIOTHH B €TaMAa ,,1I0 BpeMe Ha MmoceneHne*

Ilpunoscenue | Ilpunazana mexuonozus: ILlen na nonzeanemo na mexuonozuama:

3a:

IToceTuren WutepakTiBHu TabNa, B3anMoeiicTBIE ¢ €KCIIOHATUTE, CHIIPEKUBSIBAHE HA CHOUTHS,
WH(POPMAIMOHHU MPOKEKINH TPe3 | POPMH, JTUYHOCTH; TOCTHITHOCT 33 XOpa ChC 3aTPYAHCHUC B
tenedon win ¢ 3D oumna, NPUBIDKBAHETO, 0Opa3oBareiaHa (hyHKIMS, IPech3aBaHe Ha
pobotuka, 3D monenu u BHU3WS, MHPHUC, MaTepusl Ha  HEMO3HATH  OOEKTH,
aHMMaIlMH, XOJIOTpaMH BUPTyallHa | MH(GOPMHUPAHOCT OT pOOOTH3UpPAHE THI0BE
peaIHOCT, 000raTeHa PEaHOCT

My3seu u W3KyCTBeH HHTENCKT, KOMIIOTHPHU | ChOMpaHe Ha JaHHM 33 WHTEPECUTE M TOBEICHUETO Ha

rajepuu CHCTEMH M TEXHOJIOTHH 3a NOTPEOUTEINTE HA TEPUTOPUATA Ha My3es, ONTHMU3UpaHEe HA
HaO0JII0/IeHNE, alTHKALINH, npoECHOHATHHUAT CHCTaB padoOTel] B HMHCTHTYIHATA 3a
pobotuka, 3D npuHTHpaHE, o0ciTy’)kBaHE Ha TOCETHTENUTE (POOOTU3UpPAHU MAIUHH 32
MAIIWHHO yYeHE 3aKyIyBaHe OMIICTH Ha MSCTO, MHPOPMHPAHE HA TOCETUTEIUTE

32 penq M IOBEACHHE [0 BpeMe Ha IOCEUICHHETO),
poOOTH3NpPaHH THIOBE, AYIHO TaiiI0BE, AIUTUKALIMH U JIP. C LIe
e(heKTUBHOCT Ha 00CITy’)KBaHETO
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B erama Ha nocernieHre Ha TTOCETUTENS CE M3MOI3BAT IIUPOK HA0OP OT MHOBATHBHU TEXHOJIOTUH, YHSATO
OCHOBHA IIeJI € Ja ONTUMH3UpAT IMpoleca Ha OOCTyKBaHE, KaKTO W Jia MoJo0OpsABaT aHTaXUPAHOCTTA U
oOpa3oBarenHaTa CTOWHOCT Ha u3iIoxOuTe (B Tabn. 2).TexHonmoruure MO3BOJISBAT HA IOCETHTEIHUTE
AKTUBHO J1a B3aUMOJICHCTBAT C EKCITIOHATUTE, KATO MPEAOCTABAT HHPOPMAIIHSI M KOHTEKCT 110 HOB U HHTEPECCH
HaumH, Harpumep ¢ QR konose (47%), uHTepakTHBHU cTeHU (68%), aymmo u Buaeo enemeHTH (85%)
(Museum innovation barometer, 2021). Upe3 Bu3yanu3anuu u aHUMaIluH, IOCETUTEIINTE MOTAT JIa Ce MOTOIISAT
B UCTOPHYECKU WM KyJITypHU ChOUTHSA. IHTEpaKTUBHUTE TEXHOJIOTMU MOTAT Jia MPEJIOKAT alTePHATUBHU
HAYMHY 32 ONIO3HABAHE HA €KCIIOHATUTE, KATO OCUTYPSAT JOCTHITHOCT 32 BCUYKH TIOCETUTEIH, 0P H 32 OHE3H,
KOWTO M3MUTBAT (GHU3MUECKH 3aTPyAHEHUS U Ipeau3BruKarencTsa B cpeaara (J.Li u ap., 2024). Upes paznuyan
¢dbopmatu, kato HanpuMmep 3D Mozenu u BUpTyallHa pealHOCT, My3€UTe TpejpiaraT mo-100po pa3doupaHe Ha
CJIO)KHU TEMH W KOHIICTIIVHY, HachpUYaBallku 00y4eHHeTo Ha mojpacTBamure. MIHOBaIMyM, KaTo X0JI0rpaMu U
3D mopenu, MoTaT Jila UMUTHPAT CETHBHU TPEKUBIBAHNS, KOETO TI03BOJISIBA HA TIOCETUTEIUTE JIa OMO3HAST
HOBM OOCKTH 1O HAYWHA, 10 KOWTO Omxa Tm m3kuBenu B peamnoctTta (Ovallos-Gazabon, u nmp., 2020).
Wznon3eaHero Ha poOOTHKA 3a TMpEAOCTaBsIHE HAa HH(GOpPMAIUS OT CIYXKHTEIU WIM BUPTYalHU THAOBE
o0orarsBa OIuTa Ha IOCETUTEITUTE, KATO B CHIOTO BPEME MOJIIIOMAra My3euTe U TaJiepumTe J1a ONTUMU3UPAT
CBOSI CBCTaB, KaTo 3aMEHAT KacHEpPHUTE C aBTOMATHYHU cucTeMH 3a Owietn. KirouoBo 3HauYeHHE 3a
YIPaBJICHUETO HA IOCETUTENICKUAT TIOTOK MMAT KOMITIOThPHUTE CHCTEMU M CHCTEMUTE 32 HAaOJI0/IeHUE, KOUTO
Ype3 U3KYCTBEH MHTENEKT U3YHCISIBAT BAIOPU3AIIMOHHATA PAMKA U Pa3lpeIeNsT OTOKa.

Tabu. 3.
IIpunoxkenne Ha MHOBATHBHHU T€XHOJIOTHH B €TaMna ,,cjel MmocemeHne®
Ilpunoswcenue | Ilpunazana mexuonozus: Ilen na nonzeanemo na mexuonozuama:
3a:
IMoceTuren ConyanHu MeuH, COOCTBEH Cpbupan Ha oOpaTHa BpB3Ka, PEHTHHTOBH CHCTEMHU,
yeoOcaiit,, 3D MozenH, M3KyCTBEH | CYBEHHPH,
WHTEJICKT,
Myseu n W3KkycTBEH UHTEJICKT, KOMIIOTHPHH | YIIpaBI€HHE Ha ONEpalMuTe, aHajlu3 Ha IOBEJICHUETO Ha
rajepuu CHCTEMH, POOOTHKA, MAIIIMHHO TIOCETHTENNTE, B3EMaHE Ha YIIPABICHCKH PEIICHHS
yueHe

B eramna ,,cien mocenienne HAOOPHT OT HHOBATUBHY TEXHOJOTHH, KOUTO C€ TIOTPeOsiBa OT MOTPeOUTENS
HaMaJIsBa, 32 CMETKa Ha TE€3H C TOJISIMO 3HAYCHHE 32 MHCTUTYIHATA (BIOK Tabi.3). OT conmMamTHuTe MPEXH U
JIpPYTH OHJIAWH KaHaMHM ce cbhOupa obOpaTHa BpB3Ka, KOSATO IMOCEe OM MOTja Ja TMOCTYXKH 3a B3eMaHe Ha
VIPaBJICHCKU PEIleHHs, KaTO HAllpUMeEp 0 OTHOIICHUE HA BpEMETpacHe, aTPAaKTHBHOCT Ha €KCIIO3UIIUUTE,
aKTYaJTHOCT WJIM aBTEHTUYHOCT Ha EKCIIOHATHUTE. PEWTHHTOBHTE CHCTEMH B CalTOBE Karto ,,Tripadviser”
HaTpUMep UrpasT KII0Y0Ba POoJis 32 ObJACIIOTO NPUBIHYAHE Ha TOCETUTENH, KAHAUTE Ha IMTOKYIKa Ha OWIeT
u np. CyBeHHpHUTE, KOUTO MOCETUTEIINTE B3eMaT ChC ce0e CH M CIOAEIAT ¢ OJIM3KUTE CH ca CBOcoOpa3Ha
pekiaMa Ha oOeKTa ¥ ciej[Ba Jia OTrOBapsAT Ha ChOTBETHOTO KAa4yeCTBO M MMHUDK. B To3um eram, myseute u
raJlepuuTe UMAarT 3a I1eJ JIa ONTUMHU3UPAT OTepalliy KaTo MOYMCTBaHEe, OTOTUICHUE U ToIpei0a Ha My3eiHHUTe
wionw (Ismail, M.u np.,2024), oruntane Oposi MOCETUTENH TIO 3aJI¥, BPEeMETpacHe IMOCEIICHUETO Ha YOBEK,
ONTUMU3UPAHE TPYIHUTE ¥ BPEMETO 3a Pa3IIICKTaHE U KaTO IISLI0 MPEIONPEACTAT B3EMaHETO Ha YITPABICHCKU
pEIICHNs, YyIeCeH MOMOIIHHUK B TOBA OTHOIIICHUE € U3KYCTBCHHUSAT UHTEIICKT.

3.2. 1o0pu NpaKkTUKHA

Hayuonannama 2anepusi 6 Cuneanyp € NAAep B UHTETPUPAHETO HA MHOBALIMU U TEXHOJIOTUU, U CIIOPEN
Museum Innovation Barometer (2021) e oT 3Te Haii-3HaunMMH MHOBaTUBHHU My3€s, KOUTO 000raTaBaT OmuTa
Ha [TOCETUTENINTE U OMyJIIPU3UPAT U3KYCTBOTO U KyaTypaTa. OtBopeHa npe3 2015 r., Hanmonannara ranepus
B CHHTamyp € MHCTUTYLHS 32 BU3yaJIHH H3KYCTBa, KOATO YIIpaBJsiBa Hali-rojasMara oouiecTBeHa KOJISKIHS OT
MoaepHo m3KycTBO Ha CuHramyp u lOromsrouna Asusa. Heitnata mucus e na Obae CBETOBHO MpPU3HAT
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HaTpeIHNYaB XyJI0KECTBEH My3€i ¢ MHOBATUBEH MOAXOJ KbM TEXHOJIOruATa. Bb3 OCHOBa Ha OUrMTaigHaTa
cTparerus, pazpaboreHa B cbTpyAaHudecTBO ¢ IT u aururaneH KOHCYNTaTHBEH CBHBET, My3esT LENU Ja
MOCTUTHE OCHOBHU LIEJIM KaTo: MPUEMaHe HAa HOBH TEXHOJIOTUH M AUTUTAIHN HHULHUATHBU, KOUTO MOJ00psBAT
OIMTAa Ha MMOCETUTEINTE U NPOLyKTHBHOCTTa. CHOpe] TOAUIIHUST OTYeT Ha Tajepusra 3a 2023 ronuna, Te ce
pazasar Ha 283 800 nocnenosatens, 3 513 000 noceturens Ha oHnaiiH noptana u 5 178 800 yyacTHHKA B TEXHU
MpPOrpaMu ¥ paOOTWITHUII Ha MSCTO M OHJIAlH, OposAT nmocetuTenu 3a rogunara ¢ 3 596 200. [Ipe3 ecenra Ha
2020 r. my3zest ce naptHupa ¢ Mullen Lowe 3a pa3zpaboTBane Ha HHOBaTHBHA TUTUTAIHA €KOCHCTEMA, C 11T
ONTUMHU3MpAaHEe Ha AWTWUTATHUTE pEIIeHHs Ha TaJlepusiTa W 3HAYUTEIHO IMOAO0OpsBaHE Ha ONWTa Ha
nmocetutenute. LleHTpamHa gacT oT exocucremarta e ,.#GalleryAnywhere™ — onmaiiH mopTai 3a ThpceHe Ha
KOJIEKITHH, KOHTO MO3BOJISIBA HA BCEKH J1a Pas3TiIekaa U ThPCH MPOU3BEACHUS HA U3KYyCTBOTO, OMOIMOTEYHO H
apXUBHO ChIBbpPIKaHHE JECHO U OT BCSKA TOYKA Ha TUIaHeTaTa. He Ha mocieaHo MsICTO, aHAIMTUKATa Ha TaHHU
Wrpae pelaBaiia pojis B €BONONHMATA HA My3es. JUTWTamHUAT OT/eN M3MOi3Ba PAa3IWIHU METPHKH, 32 Ja
MpOCIIeIsiBa HAMIPpeIbKa CH U 1a OlleHsBa e()eKTUBHOCTTA HAa IPUEMaHETO Ha TEXHOJIOTUH U WHCTPYMEHTH 3a
aHaJIM3 Ha JIaHHH, C Ie]l 0-100po pa3dupaHe Ha moceTUTENnUTe. [ anepusiTa npenara NPUIOKEHHUS, KOUTO
n3noimsBar pasmupera peaaHocT (AR) m Bupryamna peamnoct (VR) 3a ma mpemoctaBAT HHTEPaKTHBHH
npexxuBaBanus. [locernrennte Morat na uscnensat 3D Mojenn Ha MPOU3BEICHUS HA U3KYCTBOTO WJIH JOPH
7la ce TOTOMST B MCTOPUYECKH KOHTEKCT, CBBp3aH C ekcroHatute. CrenuamHo pa3paboTeHHn MPHIIOKEHUS
npemaraT nHGOpPMAIUS 3a eKCIIOHATHTE, ayJHOTHIOBE U MHTEPAKTUBHU KapTH Ha ranepusra. [loceturennre
MOTaT Ja MoJy4aT MepCOHATM3NPAHH MTPETIOPHKH B3 OCHOBA Ha TEXHHUTE MHTepecH. Harmonannara ranepus
mpenjara JAATHTATHU H3JI0’KOM, KOMTO TO3BOJSBAT HA TMOCETUTENINTE Ja pPas3riIeXAaT MPOW3BENCHHS Ha
M3KYCTBOTO OHJIaitH. ToBa € 0c00eHO Ba)KHO 32 JIOCTHITHOCT, KATO OCUTYpSBA Ha XOpa, OTpaHINYEHH B CBOSITA
JIOCTBITHOCT CBINO Ja MMAaT JOCTHII /10 M3KYCTBOTO. | amepusra mpeasiara WHOBAIMOHHU 00pa3oBaTelHH
MpOrpaMi, KOUTO BKJIIOYBAT MHTEPAKTHUBHHU PAOOTWIHHIM, yeOWHApHW M OHJIAHH KypcoBe. Te3n mporpamu
oborarsBaT TMO3HAHWATA HA TIOCETUTENUTE W TpeayiaraT YHUKATHA BB3MOXKHOCTH 3a B3aUMOJICHCTBHE C
M3KYCTBOTO, OCOOEHO IIEHHU ca Te3W 3a Jella, KOUTO MPEIOCTABIT BB3MOXKHOCT 32 pa3BHBaHE HA TEXHHA
MOTEHIIHAI TP JIMYHO B3aMMOJIEHCTBHE ChC CBETOBHOTO M3KYCTBO. M3MOI3BaHETO HA M3KYCTBEH WHTENEKT B
00pa3oBaTeTHUTE [TPOTPaMH MO3BOJISBA HA TaJiepusiTa 1a epCOHaIN3Upa NMPEKUBIBAHUITA HA IOCETUTEIUTE.
W3KyCTBEH HMHTENEKT aHAIM3Upa MHTEPECHTE Ha MOTPeOUTENUTEe W Npeajara aganTUpaHd MapHIpyTH U
chabpkanue. ['ajgepusTa akTHBHO TUTUTATU3UPA CBOUTE KOJIEKIIUHU, KOETO HE caMo YIJIECHSBA YIPaBICHHETO
Ha TIPOM3BEICHMATA, HO M TOAOOpsBa JOCTBIIHOCTTA Ha WH(pOpMamMsATa 3a U3CIEAOBaTEINTE U
obmectBenoctra. [Ipe3 2013 roauna ranepusita BbBeXAa JBa HOBU MpoekTa. ExuHusT e HapeueH ,,Project
MuseGuide” u mpencTaBisiBa MHTEPAKTUBEH AWTHTANCH THA, KOWTO ¢ TIOMOIITA Ha W3KYCTBEH HHTEIIEKT
aHanmM3Mpa NpPEAHIIHA WHTepecH M MOTpeOiieHWe Ha TMOCEeTUTENs W Tpeajara WHIWBUAYyalleH IUIaH 3a
MOCENICHUEeT0. BTOPHAT MPOEKT JaBa BH3MOKHOCT HAa TEXHOJOTMYHHM KOMIIAHMM W JIMYHOCTH B Taka
HapeueHaTa ,, Y-Lab” 1a ce pa3paboTBaT U OCBHIIECTBSIBAT NPOCKTH KOMOMHUPAIIH U3KYCTBO U TEXHOJIOTHH.

4. 3akjIo4YeHue

[IpoyuBaHeTo Ha HHOBAIMUTE U TEXHOJIOTUUTE B CbBPEMEHHUTE My3€H U raJIepUH pa3KpHUBa 3HAUUTEIIEH
HampeabK B Ha4MHA, MO KOMTO Te3M MHCTUTYLHMH B3aUMOJEICTBAT C MOCETUTENUTE U YIpPaBIsABAaT CBOUTE
pecypcu. AHanMM3BT TOKa3Ba, Y€ TEXHOJOTUUTE, KaTo aynuoraiifijoBeTe, MOOWIHHTE MPUIOKEHHS,
BUpPTyajiHaTa W pa3lIpeHaTa peaiHOCT, He caMo MoJI00psBaT 00pa30BATEIHUS ONUT Ha MOCETUTEIINTE, HO U
Ch3/aBaT HOBM BB3MOXKHOCTH 3a TEpCOHAM3UpaHE Ha yciyrute. ToBa ch3maBa MO-I00pHU YCIOBHUS 3a
e(eKTHBHO yIpaBJICHUE HA TPOLIECUTE B My3€UTE U rajiepuuTe. BaskeH acIekT e, 4e yClelIHaTa HHTerpaus
Ha TEXHOJIOTUU U3UCKBA aKTUBHO aJlaliTUpaHe Ha IMepcoHana KbM TEXHOJIOTHYHUTE HOBOCTH. B nonmbiHeHue,
pasimmpeHaTa yrnorpeda Ha H3KYCTBEH MHTEJICKT U aHAT3a Ha IIUpOoKa 0a3a JaHHU MMO3BOJISBA HA My3eHUTe /1a
aZiarTHpaT CBOMTE CTPATETWH, 3a Ja OTTOBOPAT MO-100pe Ha HYKAWTE M MHTEPECUTE Ha Pa3iIMYHU LIEIEBU
rpynu motpebutenu. KirouoBWTE TNpeaM3BUKATENCTBA, MpEA KOWTO MY3EHTE C€ H3IPABST, BKIFOYBAT
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HEOOXOJUMOCTTa OT CTPATETHYECKO IUIaHWpaHE Ha BHEAPSBAHETO HA HOBHM TEXHOJOTUU W YCTOWYHMBO
yIpaBjicHUE Ha IPOMEHUTE B OpraHU3allMOHHAaTa CTpYKTypa. [lonoxurennure npumepu, kato Hanmonannara
ranepus B CuHramyp, 1eMOHCTpUPAT KaK MHOBALIMUTE MOTaT J1a yBEJIWYaT aTPAKTUBHOCTTA Ha KyJITypHATa
HWHCTUTYIIUS, IPEJOCTABINKYA YHUKATHU U TOCTHIIHU U3KUBSBAHUS 38 BCUUKU TIOCETUTENU U NPEBPBIIANKY 5
B UCTUHCKO KYJTYPHO cpeauiie 0e3 orpanudeHus. Ha 6asza u3BeneHUTe OT IUTepaTypHUs 0030p 0000IIcHHS
Y JaHHUTE OT aHaju3a Ha BTOPUYHU CTATHCTUYCCKH JaHHM OMXME MOTJIM Jia U3BEJeM, 4Ye OBJCIICTO Ha
MY3€UTE U TAJIEPUUTE € CBbP3aHO HE CaMO C aJalTalusiTa KbM HOBUTE TEXHOJIOTHH, HO M C YMEHHUETO Ja ce
ChYETasAT TPATUIIMOHHUTE MY3€HHHU MPAKTUKN C MHOBAIIMHUTE, 32 J]a Ce Ch3/a/e €qHO IBYCTPAHHO KYJITYpPHO
W3)KUBSBAHE ¥ CTOMHOCT.
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1. BLBeaenue

B ycnoBusi Ha TEXHOJOTWYEH HANpeIbK W JIUTHTAIHA TpaHChOpMalus, 3ala3BaHETO Ha OW3HecC
YCTOMYMBOCTTa W3MCKBa B3EMAHETO HAa aJICKBaTHH HU(QPOBH pelieHWs. B Ta3u Bpb3Ka, B HacTosmara
paspaboTka, 0OpbIllaMe BHUIMaHHE Ha HIKOHM CTPATETHUECKH JOKYMECHTH H MOJUTUKH, IPUJIAraHd B 00JIaCTTa
Ha m3KycTBeHus nHTeNneKT (M), KouTo mpenocTaBsT penuia Bb3MOKHOCTH 32 YIpaBJICHCKaTa MPaKTHKA H
CTpaTeruyecKaTa BU3Hs Ha ChBPEMEHHUTE OPraHU3aIUu.

Obexm Ha HACTOSINETO W3CICABAHE Ca CTPATETHYCCKHUTE JOKYMEHTH W IOJIMTUKH, B O0JlacTTa Ha
W3KYCTBCHUS UHTEIICKT.

Ilpeomem Ha pa3paboTkaTa ca OCHOBHU CTPAaTErMYECKH JOKYMEHTH M TIOJWTHKH Ha €BPOICHCKO H
HallMOHAIHO HUBO.

LJenma, KOSTO CU TOCTaBAME € Jla C€ OMPEIEIN POJsiTa HA LEIUTE, MEPKUTE U MOJUTUKUTE, UMAIIU
OTHOIIIEHUE KbM TOA0OpsBaHE IMpolieca Mo MpHeMaHe U BHEJIPSBaHE HA W3KYCTBEHUS WHTEIICKT B OU3HEC
cpenarta.
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2. JIuTepaTypeH nperJien
2.1. CtpaTternyeckuTe JOKYMEHTH U MOJUTHKH HA eBPONeiicKO HUBO

Ha nuBo Esponeiicku crio3 (EC), oOpbiname BHUMaHHE HA HSIKOW OCHOBHHU CTPAaTErHMYECKH JOKYMEHTH
(EBpormeiickata cTpaTerusi 3a M3KYCTBEH WHTENCKT; EBPONEHCKUAT KOOpJAWHHMpAH IUIaH 3a HM3KYCTBEHUS
WHTEIICKT; bsina KHUTa 32 N3KYCTBEHUS MHTENIEKT: EBpora B ThpCeHE Ha BUCOKU MOCTHXKEHUS U aTMOc(epa Ha
JIOBEpHUE) UMAIIA OTHOIIEHHE KbM pa3pabOTBAHETO W BHEAPSBAHETO HA CUTYPHHU W MHTCIUTCHTHH CUCTEMH
KaTo M3KYCTBEHUs WHTEJIEKT, KOMTO MPEAOCTABAT peAulia BB3MOKHOCTH 3a CIPaBsiHE ChC ChBPEMEHHHTE
MPEIN3BUKATEIICTBA.

Hapacnanara u3ducintenHara MoIIl, HAUTMYUETO HA JAaHHU W HANPEIbKbT Ha alTOPUTMUTE PEeBbpHAXa
M3KYCTBEHUSI MHTEJICKT B €llHA OT Hal-BaXHUTE TeXHOJIOTWU Ha 21-Bu Bek. Ho mpomMeHuTe, KOUTO BHECE
W3KYCTBEHUS MHTEIIEKT, MPEIU3BUKBAT U oniaceHus. PaboTHuIMTE ce cTpaxyBaT, e 1ie 3aryosT padoraTta cu
3apaay aBTOMATHU3alUATa, NOTPEOUTENNUTE Ce YyIsAT KO me ObAe OTrOBOPEH NpH IMOTPEIIHO pelleHHe,
OCHOBAaHO Ha W3KYCTBCHHSI MHTEJICKT, MAJKUTEC NPEANPHUATHS HE 3HAAT KaK Jia MPUIArar M3KyCTBEHUS
WHTEJICKT B CBOSITA CTOMAHCKA JICHHOCT, CTAPTUPALIUTE MPEATNPUATHS B 00JIaCTTa HA U3KYCTBEHUS UHTEIICKT
HE HaMHpaT HeOOXOJUMHUTE PECYpPCH U TaaHT B EBporma, a MexayHapogHaTa KOHKYPEHIHS € I0-0KeCTOYeHa
OT BCSIKOTa, KaTo ca Hanuile orpoMan naBecTrny B CAIL| n Kuraii.

3a crpaBsSHETO C Te3W MPEIU3BHKATEIICTBA M OTOJI30TBOPSIBAHETO HA BH3MOKHOCTHTE, TPEIUIaraHd OT
M3KYCTBEHUS MHTENEKT, pe3 anpit 2018 r. Komucusara mybnukysa EBponeiicka crparerus. Ta3u ctparerus
MOAKpPENs] €TUYHMSI, CUTYPEH W aBAHTapAE€H M3KYCTBEH HHTENEKT C Mapka ,,lpousBeneHo B Espoma®. Ts
HaATpaXJa BBbPXY HAyYHHTE W TPOMHIIUIEHW TNOCTW)KEHHS Ha EBpoma W ce oCHOBaBa Ha TPU CTHIOA:
yBeIM4YaBaHe Ha IMyOJWYHATE W YACTHUTE MHBECTUIIUN B M3KYCTBEHHS MHTEJEKT, MOJTOTOBKA 32 COIMATHO-
MKOHOMHYECKUTE MPOMEHH W OCHUTYpsIBaHE Ha MOAXOJAIIA €THYHA M IMpaBHA paMKa. 3a Jja ce TapaHThupa
HEHHUAT yclieX € BakKHAa KOOpJWHAIMSTAa Ha eBporeiicko paBHumle. (KoopauHupaH ImiaH 3a M3KyCTBEHHS
HWHTEJIEKT)

JIOKOJKOTO aKIleHTa ce TOCTaBsl BbPXY M3KYyCTBEHHS HHTEJIEKT, BCE MO-BAKHO 3HAYCHHE MPUIOOMBA
EBponeiickusiT KOOPpAMHHUPAH IUVIAH 32 M3KYCTBEH HMHTEJEeKT. KoopIuHUpaHUAT IJIaH 3a M3KYCTBEHHUS
WHTEJIEKT MMa 3a IIeJT 1a YCKOPH MHBECTUITUHUTE, Ja MpearprueMe ASWCTBUS BbB BPb3Ka ChC CTPATETUUTE H
porpaMuTe B 00JacTTa Ha M3KYCTBEHUS MHTEJIEKT U J]a ChIIIacyBa MOJUTHKATa B 00JIacTTa Ha M3KYCTBEHHS
WHTEIIEKT, 3a J1a ce u30erHe pasnokbcaHocTTa B EBpoma. Koopauaupanusar mian ot 2021 1. mMa 3a 1en aa
MIPEeBbPHE CTPATETHTA B JEHCTBYE, KATO MTOJTHKHE KBHM:

® YCKOpsSIBaHE Ha MHBECTUIIMHUTE B TEXHOJOTHHU C M3KYCTBEH WHTEINEKT, C 1] TOCTUTaHe Ha YCTOWIHBO

WKOHOMHYECKO ¥ COLMAIHO BBH3CTAHOBSIBAHE, IMOAIIOMOTHATO OT BHBEKIAHETO HAa HOBH ITH(PPOBU
pelieHus;
e 11a 1efiCTBa OTHOCHO CTPAaTETUUTE W IPOTPAMHUTE B 00JIACTTa HA M3KYCTBEHHUS WHTEINEKT, YPE3 ITBIHOTO
U HaBPEMEHHOTO WM MpuWiarane, 3a ga ce rapantupa, ye EC ce Bb3Moa3Ba B MBJIHA CTENEH OT
MIpeIUMCTBATA,

e ChIUIaCyBaHE Ha TMOJHWTUKaTa B OO0JIACTTa HAa W3KYCTBEHHMsI WHTENEKT C IeJl TNpeMaxBaHe Ha
Pa3noOKBCAHOCTTA U CIPaBsHE C TIO0ATHUTE NPEAU3BUKATEICTBA.

3a ga ce MOCTUTHE TOBA, B aKTyaJIM3UPaHUs IJIaH CE ONPENEIAT YSTUPH KIIFOUOBH HA0Opa OT Il Ha
MOJIMTUKATA, IMMOAKPEIICHU OT KOHKPETHU I[eP'ICTBHSI U 11oco4dBalliy Bb3MOXHUA MCXaHU3BM 3a (I)I/IHaHCI/IpaHC )41
rpaduka 3a:

e Cch31aBaHe Ha OJaronpusATHH YCIOBHA 3a pa3pabOTBAHETO M BHEAPSBAHETO HAa M3KYCTBEH MHTEIICKT B

EC;

e npeBpbiiane Ha EC B MACTO, KBJETO BHCOKHTE TOCTHXEHHUS MPOUB(TABAT OT JabopaTopusta 10

rasapa;

e rapaHTHpPaHe, Y€ TEXHOJOTHHUTE C M3KyCTBEH WHTENEKT pabOoTAT 3a XOpaTa;
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® yU3rpakJaHe Ha CTPATErHYECKO JIUAEPCTBO B CEKTOPH C TOJSIMO Bb3JCHCTBHE.
Kowmucusita npemnoxkn EC na nHBecTHpa B M3KYCTBEH MHTEJIEKT Hail-Manko 1 MuIHapz €BpO TOJUIITHO
oT porpamure ,,Xopu3oHT EBpoma” u ,,I{ndposa EBpoma‘. dunancupanero Ha papaumeTo Ha EC B oOmactra
Ha W3KYCTBEHHsS WHTEJIEKT cJelBa Ja TpHBIAYa W OOEIWHSIBA WHBECTHUIMH, 3a Ja C€ HaChpUH
CHTPYIHHUYECTBOTO MEXIy IbpXKAaBUTE UIEHKH M Ja C€ IIOCTUTHE MAaKCHMajHO BB3JIEHCTBHE Upe3
o0enHSBaHE HA YCUIIHATA.
MexaHM3MBT 3a BB3CTAHOBSIBAHE W YCTOMYMBOCT TMIPENOCTaBsl Oe3Npere/lecHTHa BB3MOXKHOCT 3a
MOJIEpHU3UpAHE U HHBECTUPaHE B M3KyCTBeH UHTENEKT. [1o To3n Haunn EC mMoke n1a ce mpeBbpHE B CBETOBEH
JUIep B pa3paboTBaHETO M BHEIPSBAHETO HA OPUEHTHUPAHU KbM YOBEKa, HAAEKIHHU, CUTYPHU M YCTOWYHBU
TEXHOJIOTHH C M3KYCTBeH MHTENEKT. (KoopauHupan miaH 3a W3KyCTBEHUS] HHTEIIEKT)
Otuura ce, 4e ¢ ,bana knuza 3a uzkycmeenus unmenexm: Eepona e muvpcene na eucoku
nocmudicenus u ammocghepa Ha 0oeepue’’, KOMUCHATA MIOCTABsl HAYAJIOTO Ha MIMPOK EBPOICIHCKH aedaT 1o
BBIpoOca U ce (OKycHpa BbPXY PHCKOBHUTE U ,,BUCOKOPUCKOBH™ CITy4au MpU MPUIOKEHUE Ha TEXHOJIOTHITA.
PazpaboTkuTe, KOUTO MOMAAAT B Ta3H KaTeropus, e ca 00eKT Ha MO-CTPOTHY MpaBuiIa U perynanuu. Tosa e
bpBaTa CTHIIKA OT €IUH IBIBI MPOLEC HA Ch3[aBaHe Ha MPABWIIA, KOUTO Ja 3aIlUTST TPaKIaHUTE CPeLLy
370ynoTpedn ¢ M3KycTBeH MHTENEKT. B Te3u nokymentn EC 3amara equHeH eBpONEHCKH MOAXOA KbM
Pa3BUTHETO Ha TEXHOJIOTHUTE C U3KYCTBEH WHTEJICKT, H3Pa3sBalll Ce B:
e [IOJIKpETa 32 HHOBAIIMHTE U HAChPYaBaHE HA BbBEKIAHETO HA HOBUTE TEXHOJIOTHH M BHEIPSIBAHETO HA
W3KYCTBEH MHTEJICKT;

® [IOJIrOTOBKA 32 MPOU3THYALIUTE COLUATTHO-UKOHOMHUYECKH TPOMEHHU;

® OCUTypsBaHE Ha €THYECKA ¥ MMpaBHA paMKa, ¢ ObJema perynaTopaa pamka Ha EC, kosTo 1a onpenens
BHJIOBETE MPABHU M3UCKBaHMSI, C OCOOCH aKIeHT BhPXY NprioxeHusTa ¢ Bucok puck. (bSAJIA KHUT'A
3a U3KYCTBEHUS MHTEJEKT — EBporma B ThpceHe Ha BUCOKH MOCTWXKEHUS U aTMOoc(epa Ha JOBEpHe)

Ha ¢ona Ha kazaHOTO 70 TyK, MOXEM JAa OTOENEKHWM, Y€ TMPEACTABEHHUTE Ha EBPONEHCKO HUBO
CTpaTerHYeCcKy JOKYMEHTH UMAT 32 I1eJ1 1a TIOAKPEISAT M HachpyaT BhBEXK/IaHETO Ha €TUYECKa U paBHA PaMKa,
C KOSITO JIa C€ TapaHTHpPA, Ye TEXHOJOTHHTE C N3KYCTBEH MHTENEKT paboTsIT 3a XopaTa, KOeTO € MPEAIIOCTaBKa
3a Ch3/1aBaHETO Ha OJIATONPHUATHHU YCIOBHUS MPH BbBEXTaHETO Ha IndpoBuTe pemeHus. [lornemnaTo ot qpyra
cTpaHa, pa3bupame, 4de H00pe CTPYKTYpHpaHHS EBpPONEHCKH TOIXOJ HEMOCPEACTBEHO AOMpPHHACA 3a
MMOCTUTaHEe HA MKOHOMHYECKO W COIMATHO BH3CTAHOBSIBaHE, OCHOBABAIIO CE€ HA YCTOWYHMBH U OPHEHTHUPAHU
KBbM YOBEKa TEXHOJIOTUN KaTO U3KYCTBEHUS HHTEIEKT.

2.2. CtpaTernyeckuTe JOKYMEHTH U MOJUTUKH HA HALIMOHAJIHO HUBO

[IpencraBennTe Ha €BPONEHCKO HUBO OCHOBHU IOJMTHKH, JONPUHACAT 32 YTBBP)KIABAHETO Ha JOOPHU
IIPAaKTUKU U y Hac. B Ta3u Bpb3Ka, akIieHTa ce [OCTaBs BbPXY CIEIHHUTE IIO-BaXKHU JOKYMEHTH: Hayuonanna
npoepama L{ugpposa Bvaeapus 2025; Hayuonannus niau 3a 6b3cmanosseane u ycmouuusocm na Pbvneapus;
Hayuonanna npocpama 3a pazeumue “Bvneapus 2030, Kounyenyus 3a pazgumuemo HA U3KYCMBEHUs.
uumenexm (MH) 6 bBvacapus oo 2030.

Hayuonanna npozpama Lugposa bwvncapus 2025, oOpblla BHIMaHWE Ha MOJIEPHU3WPAHETO W
MIOBCEMECTHOTO BbBeXAaHe Ha nHTenureHTHn UT perienus BbB BCUUKU c(hepyr Ha NKOHOMHUKATAa U COLIMATHUS
XKHUBOT, Ype3 Ch3JaBaHEe Ha cpela 3a IIMPOKO NpWIaraHe Ha HMH(QOPMALMOHHUTE M KOMYHHKAllMOHHHU
tex"onorun (UKT), HartmonanHa nHApacTpyKTypa, MHOBATUBHHU €JIEKTPOHHU YCIYTH OT HOB THII 32 OU3HECA
U FpaXJaHHUTE, €TUHHN CTAaHJAPTH ¥ IOCTHTaHe Ha BUCOKA CTENIEH Ha MPEXKOBa ¥ HH()OPMAIIMOHHA CUTYPHOCT
U OIepaTMBHAa CHBMECTHMMOCT. B CBHOTBETCTBHE C BHEJPSIBAHETO HA H3KYCTBEHHUS WHTENEKT, KIIIOUYOBO
3Ha4YeHHUe MPUI00NBAT peaAnlia IPHOPUTETHU 00IacTH, eI U MepKU. [10-KOHKpETHO:

e [Ipuopumemna obracm ,, Pazeumue na Ounamuuna u uHo8amueHa yughposa UKOHOMUKA U YEeauiasane

Ha nomenyuana 1 3a pacmeoic™, Len 4: [logkpena Ha HAyIHUTE U3CIICIBAHNUS M MHOBAITUUTE B 00JIacTTa
Ha WKT. OcHoBHm Mepku: HacbpuyaBane Ha mpeamnpueMadeckara ISHHOCT W 3acHJIBaHEe Ha
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MPOU3BOCTBEHUS M YIPABICHCKUS KamanuteT Ha npeanpustusra ot MKT cexropa m ocobeHo Ha
MCIT;

o [Ipuopumemna obnacm , Ilosuwasane na yugposume romnemenmuocmu u ymenus'™; len 7.
[lomoOpsiBaHe Ha KadeCTBEHHWTE XapaKTEPUCTUKM Ha paboTHaTa CHia B KOHTEKCTa Ha
WH(GOPMAITMOHHUTE W KOMYHHKAIMOHHUTE TexHomornu. OcHoBHM wMepku: I[lomoOpsiBaHe Ha
nudpoBuTe yMeHHMS Ha paboTHATa CWIA, BKIIOYATETHO upe3 GUHAHCHpaHe Ha OOydeHHS 3a
puaoOHBaHe Ha IpodeCHOHATHA KBATU(UKAIHAS U KIIFOYOBH KOMITETEHTHOCTH B oOactta Ha UKT;

e [Ipuopumemna obaracm , Hacvpuasane mna cucypna Kubep exocucmema: Cnpassane ¢
npeoussuxamencmeama npeo kubep cucypnocmma‘‘; llem 13: M3rpakaane Ha yCTOHYIMBOCT Ha KHOEp
aTakW W 3aCWJIBaHE Ha KaramuTeTa B oOyracTra Ha kubep curypHoctra. OcHOBHU Mepku: EdexTuBHO
MprJIo’KeHNe Ha 3aKOHa 32 KHOePCUTYPHOCT, ¢ KOWTOo ce Tpancnonupa Jupektnusa (EC) 2016/1148 Ha
EBponeiickus mapiaamenT 1 Ha ChBeta ot 6 1011 2016 rogmHa OTHOCHO MEPKH 32 BUCOKO OOIIIO0 HUBO
Ha CHUTYPHOCT Ha MpexuTe W wuH(popmannoHHnTe cuctemu B Cwio3a; I[loBumaBaHe HWUBOTO Ha
OCBH3HATOCT U KOMIIETEHTHOCT Ha rmoTpedurenure u anMuaucTpaTopute Ha KT oTHOCHO 3HaUeHHETO
Ha MpekoBaTa M MH(OpPMAIMOHHA CHTYPHOCT W CHUTYPHOTO moBejaeHue B MHTepHeT; Ch3naBaHe Ha
HallMOHAJICH OpraH 3a wm3gaBaHe Ha goBepeHn 1mdpoBu ceprudukatn. (HAIIMMOHAJIHA
[MPOI'PAMA [TUD®POBA BBJIT'APUS 2025)

CrienmannHo BHUMaHue oOpbiame u Ha Hayuonannus nian 3a 63cmanoeasane U yCmMouuugocm Ha
PBvazapus, KOUTO ce CTPYKTypUpa B YSTHPH OCHOBHH CTHJI0A, KaTo ¢uH OT TAx ¢ MHoBaTuBHA bhirapus,
KOWTO IIeJM TOBUIIIABAHETO HA KOHKYPEHTOCIIOCOOHOCTTa Ha WKOHOMHKAaTa M TpaHC(HOpPMHpAHETO U B
WKOHOMHKa, 0a3upaHa Ha 3HAHWETO W MHTEIMICHTHHUS PacTeX 4pe3 MEpKH B cdepara Ha 0Opa3oBaHHETO,
Uu(ppPOBUTE YMEHUS, HAyKaTa, MHOBAIUUTE, TEXHOJIOTHUTE M B3aMOBPB3KUTE MEKIY THX.

Lenra na momuTukaTa ,,00pa3oBaHMe W yMEHHs ¢ TOBHIIABaHE Ha KayecTBOTO W OOXBaTa Ha
00pa30BaHUETO M OOYYCHHUETO C AKICHT BHPXY MPUA0OMBAaHE HA aHAJIWTUYHM YMCHHUS M Pa3BUBAHE Ha
KpeaTMBHa MHCBHJI, YBEJIMYaBallKM CIIOCOOHOCTUTE Ha XOopaTa 3a CBOEBPEMEHHA aJanTaius KbM
TEXHOJIOTMYHATA TpaHC(HOpMAIUs U IPOU3THYAIINTE TPOMEHH B ma3apa Ha Tpyaa. C mpuerus OnepaTHBEeH
TUTaH 3a u3bJHeHne Ha CTpaTerusTa 3a pa3BUTHE Ha BHCIIETO oOpa3oBanue B PemyOnuka boarapus (2021-
2030), mocraBsMe akieHT Bbpxy WuBectunms 3: [IpepoctaBsHe Ha oOydeHUs 3a IUTHTATIHH YMEHUS U
Ch3/laBaHe Ha I1aTgopma 3a 00yUeHHe Ha Bb3PAcTHH.

Jpyra no-BakHa MOJUTHKA, KOSITO pa3riekaame € ,,HayqHH u3ciieiBanus, nHoBanuu” . OCHOBHATA LI €
OCUTYpSIBAHETO Ha OJIarOTPHSITHA Cpela 3a peaju3hpaHe Ha HOBM NPOJIYKTH W TPOLECH M pa3BUTHE Ha
WHOBATHBHU TPEIINPUATHS, KATO HEOOXoauMMa MPEANOCTaBKa 3a Ch3JaBaHE HA BUCOKOTEXHOJIOTMYHA
uHAycTpraigHa 0a3a, KOSTO Ja W3BeJec MKOHOMUKATa Ha HOBA M MO-BHUCOKA TPAeKTOPHs Ha pacTex. Tyk mo-
BOXHUTE PeQOPMHU W/MIM WHBECTHIIMUA Ca: M3NBJIHCHHE Ha O0INa TOJWTHKA 32 Pa3BUTHEC HAa HAYYHHUTE
W3CIIeIBaHNs, NHOBAIMUTE U TEXHOJIOTUHUTE B M0J132 HA YCKOPEHO MKOHOMHUYECKO W COIMAIHO Pa3BHTHE HA
CTpaHara; Mmporpama 3a yCKOpsiBaHe Ha HKOHOMHYECKOTO BB3CTaHOBSBaHE M TpaHc(opMalus 4pe3 HayKa U
WHOBAIIMY; TIOBUIIIABAHE HA MHOBAI[MOHHUS KalaluTeT Ha bhirapckara akajeMus Ha HayKUTe B cepara Ha
3eNIeHUTE U IIU(PPOBUTE TEXHOIOTHH.

ChlLECTBEHO 3HAYECHHE OTHaBaMme U Ha ,,CropaBennuBa bbarapus”, B 4aCTHOCT KOMIIOHEH ,.busHec
cpema”’, KbIETO OCHOBHATa Iiel € e(eKTHBHOTO YKpelNBaHEe Ha MOTEHIHAlla 3a YCTOWYHMB pacTeX U
MTOBUINIABAHETO HAa yCTOMYMBOCTTA Ha OBJITapcKaTa MKOHOMHUKA Ype3 aJpecHpPaHeTo Ha Bh3MHUpaIy pakTopu B
Om3HecC cpenaTta M pa3rpbhlllaHe Ha MOTEHIHANA Ha eJIeKTPOHHOTO yIpaBJIeHHE 32 TOA00PIBAHETO .

B Tta3m BpB3Ka, 3HaUCHHWE OTJaBaMe Ha HAKOM pedOopMH W/WIM WHBECTHIIMH KaTo: TOAOOpsBaHE Ha
KauecTBOTO M YCTOWYHMBOCTTa Ha YCIyTUTe B cdepaTra Ha CHTYPHOCTTA; OCHUTYpsIBAaHE Ha ajeKBaTHA
nH(OPMAITMOHHA U a[IMUHICTPATHBHA Cpe/ia 3a M3IThIHEHUE Ha IIaHA 32 BH3CTAHOBSIBAHE M yCTONYHUBOCT.
(HammoHarneH miiaH 3a Bb3CTaHOBSIBAHE W yCTOHYHUBOCT)

Bunno e, ue Hauyuonannama npozpama 3a pazeumue “buvacapus 2030“, (b6bJICAPUSA 2030) ce
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HAco4Ba KbM INPEINPUEMAaHETO Ha eJICHACOYCHN MEPKH 3a BbBEXKIaHE Ha BHCOKOTEXHOJIOTUYHU IM(POBU
peIIeHHS B YaCTHHUS CEKTOP, CBBP3aHu ¢ napaaurmute Ha Maayctpus 4.0, KaTo N3KyCTBEH HHTENEKT, 00JIaYHI
TEXHOJIOTHH U MIHTepHeT Ha HelaTa.

Karo ocHoBHO 3HaueHuwe npupobuBa npuopumem 3. VIHTeNMIeHTHa WHAYCTPHS, HOONPUOPUTNEM
3.2.TexHOJOrMYHA MHTEH3UBHOCT M MHOBATHBHA CPEAad, KbJETO MEPKUTE Ca HACOUYEHH KbM CTHMYJHUpaHE
pa3paboTBaHETO Ha WHOBALMM B TNPEANPHUATHATA; Ch3AaBaHE M Pa3BUTHE HA BHCOKOTEXHOJIOTHYHA
WHAycTpHaidHa O0a3a; MOBUIIABaHE Ha CIEUUANM3AlMATA B NPOAYKTH M YCIYTH, KOMTO ca C BHCOKa
TEXHOJIOTHYHA WHTEH3WBHOCT U MHOBATUBHOCT, KoeTo me crumyinpa HUPJl u cbTpyaAHHYECTBOTO MEXIY
Ou3Heca U HayKara.

B Konuenuus 3a pazeumuemo na uzkycmeenus unmenexm (MH) ¢ bvazapus 0o 2030 2. (Konuenius
3a pa3BUTHETO Ha M3KYCTBeHHUs UHTENEKT B brarapus no 2030 r.) ce momyepraBa, ue U3KyCTBEHHSI HHTEIIEKT
€ eJIMH OT OCHOBHHTE JIBUTaTeNM Ha dpoBaTa TpaHcopmanus B EBpona u 3HauuM (HakTop 3a ocUrypsiBaHe
Ha KOHKYpPEHTOCTIOCOOHOCTTA Ha €BpOIeiickaTa NKOHOMHKA U BUCOKO Ka4eCTBO Ha KHBOT.

B cxopomHo npoyuBane, npoBeaeHo oT Ipsos 3a EBpomelickaTa KoMucHs ce ycTaHOBsIBa, ue (42%) oT
npeanpustusata B EC B MOMeHTa M3MOM3BAT MOHE €HA TEXHOJOTHS HAa M3KYCTBEH HMHTENEKT, 1/4 oT Tax
M3IIONI3BAT TIOHE 1Ba BHIA, a (18%) WMaT ruraHoBe qa BHEAPAT TEXHOJOTHH 32 W3KYCTBEH WHTENEKT Ipe3
ClIeJBaIUTE ABE TOAUHU. TpH KII0U0BH BHTPELIHU Oapuepy Npes Bb3IPUEMaHEeTO Ha N3KYCTBEHUS HHTENICKT
ca: TPYJHOCTHUTE IIPU HAEMAaHETO Ha HOB IIEPCOHAJ C moaxoadmure ymeHus (57%), pa3xonuTe 3a BbBEKAAHE
(52%) u pa3xonuTe 3a aganTUpaHe HA ONEPATHBHUTE MPOLECH KbM HOBHUTE TexHouoruu (49%). Pesynrature
OT MPOYYBaHETO, K0eTo oOxBara 00mmo 9640 npenmpustus B 30-Te H3ciieBaHN IbPIKABH, Ca CTPYKTypHUPaHH
Bb3 OCHOBA Ha m3MepeHure kitoyoBu naaukaropu (KPI): ocBegomenoct, BpBexnane, cHaOsIBaHEe, KAKTO U
BBHIIHM M BBTPELIHUM OapHepHu Npen MPUEMaHEeTO Ha W3KYyCTBEHHUs MHTesleKT. OOIIo B IPOYy4YBaHETO ca
yuaacTtBanyu 380 Obarapcku NpeanpusaTHs OT BCHUKU pa3Mepu. Pesynrature 3a bearapus ca xakTo ciexsa:

e OCBEIOMEHOCTTa OTHOCHO M3KYCTBEHHSI UHTEJIEKT cpell GUPMUTE € IIOCTOSHHO BUCOKA B PA3TUYHUTE

CEKTOPH, TIPEATIPUSATHS;

¢ (54%) oT yuacTHUIMTE B MPOYYBAHETO M3MOJ3BAT MMOHE €HA TEXHOJIOTHS Ha M3KYCTBEHHSI WHTEJICKT,
(31%) u3non3Bat MoHe ABE TEXHOJIOTHH, a (11%) miuaHupaT Aa M3MONA3BAT U3KYCTBEH MHTEIEKT Mpe3
caenamure n8e roguau. Camo (36%) He M3M0I3BaT U3KYCTBEH MHTEICKT U U300I110 HE TUTAHUpAT Jia
ro npunarat. 1o To3u unankarop beirapus e cpen nbpsure Tpu ctpanu B EC;

e Haii-uecTo cpemanara crpaterus 3a cHaOAsBaHE € 4pe3 3aKyllyBaHe Ha coTyep WM TOTOBH 3a
W3MOJ3BAaHE CHCTEMH 3a TMpHJaraHe Ha W3KYCTBEH WHTEJEKT TEXHOJIOTHS, WIIM 4Ype3 HaeMaHe Ha
BBbHIIHU JOCTAaBUYMIIU 3a pa3pa60TBaHe Ha U3KYCTBCH UHTECJICKT TCXHOJIOTHA;

e Cpen BbTpelIHUTE Oapuepy npejl BbBEKIAHETO Ha U3KYCTBEHUS UHTEIICKT, OBJITAPCKUTE MPEIIPUITUS
[IOCOYBAaT KaTO OCHOBHAa HAaMHMPAHETO Ha CIELUUAIUCTH C Hy)XHaTa KBaIH(UKALMS IO H3KYCTBEH
uHTenekT (68%). Haii-neoOxonumure ymeHHs ca B 00jacTTa Ha YIPABICHHETO HAa TOJeMU JaHHU
(41%), mporpamupaneto (41%), mammaAOTO 00ydeHue u moaenupane (35%), poborukara (32%) u
n3yucauTeNHuTe o0anu (27%). Pasxoaure 3a Bp3npueMaHe, aganTUpaHe HA ONEPATUBHUTE MPOLECH
u HejnocTarbuHa wWiM HechbBMectuMa WT umHOpacTpykTypa cbiio ce cuuraT 3a Oapuepa mpen
MIPUEMAHETO Ha N3KYCTBEHUS HHTEJIEKT OT MHOI'O MPEIIPUITHS;

e Cpen BBHIIHHUTE OapuepH Mpe] Bb3IPHUEMAHETO Ha U3KYCTBEHUS HHTENIEKT Hal-TOJIEMHUTE ca JIUICcaTa
Ha MyOJIN4HO ¥ BHHIIHO (puHaHcupane (43%) 1 HeoOX0AUMOCTTA OT HOBU 3aKOHU U peryinaunu (37%).

JenpT Ha Xopara ¢ MOHE OCHOBHHM YMEHHS B o0jacTTa Ha HU(POBUTE TEXHOJOTUH BB3JIM3a HA OKOJIO
(29%) ot OobBaTapckoTo Hacenenue (57% cpenHo 3a EC), a exBa (11%) oT xopara npuTexaBaT yMEHHUS Hall
ocHoBHHUTE (1pu cpenHa ctoiHOCT 3a EC - 31%).

JluricaTta Ha yMEHHMS, CBBP3aHHU C U3KYCTBEH UHTEJICKT (BKIIOUUTEIHO TEXHUUYECKH YMEHUS 32 U3KYCTBEH
MHTEJIEKT, YMEHUs 3a paboTa ¢ M3KYCTBEH WHTEJICKT W YNPaBICHCKH CIIOCOOHOCTH 3a M3IIOJI3BAHETO Ha
W3KYCTBEHHUS] MHTEJIEKT B OM3HEca) € OmpeieieHa Karo Hal-rojsiMara Oapuepa mIpea NPHUEMAaHETO Ha
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M3KYCTBEHUs MHTENEKT B EBporna.

OT Ka3aHOTO 110 TYK, MpaBH BICUATIICHUE, Y€ B MpoIleca M0 NpUeMaHe Ha M3KYCTBCHHS MHTEICKT CE
MPEIONPEACIIAT KAKTO BHHIIIHA OapuepH, Taka v BbTpemHu. C 11e TAXHOTO HaMaJsiBaHE WX IPEIOTBPTIBAHE
¢ HeoOxo Mo (hoKyca Jla ce IOCTaBs BbPXY MO-BUCOKATa MHG)OPMUPAHOCT OTHOCHO U3KYCTBCHHSIT UHTEICKT
YU HETOBUTE OW3HEC IMOJI3M, KAKTO W BBPXY IMOBUIIIABAHEC HA TEXHUYCCKUTE YMEHHUs M IOJ0OpsBaHE Ha
npoecroHanHaTa KBaTU(UKAIUATA CPell OOIIHOCTTA.

B ta3u Bpw3ka, Konnenmusra 3a pazsutuero Ha MU B bearapus 2020-2030 r. (MU-BI'), npenonpenens
HSIKOW OCHOBHH 00JIaCTH HA BB3/ICUCTBUE U CIICITUPUIHU MepKU KATO.

1. m3rpak/jaHe Ha HaJleXkIHA HH(PPACTPYKTypa 3a pa3BUTHE HA M3KYCTBCHHS WHTEICKT - Ch3JaBaHe Ha

CTUMYJIH 32 OPTaHU3AIUUTE JIa CTIOACIAT JaHHH B HarmoHaHus [lopTan 3a OTBOpeHH JaHHU, KAKTO U
B YaCTHU MPOCTPAHCTBA 3a JIaHHU M IUIaTQOpMHU, U B BhIrapckus mopran 3a OTBOPEHAa HayKa,
noanbspxkan ot HATIU/L.

2. pa3BUTHE HAa U3CJICOBATEICKU KallalUTET 32 BBPXOBU HAYYHHU IOCTHIKCHUS - YCTAHOBSIBAHE H
Pa3BHBaHE Ha aKTHBHO ChTPYHUYESCTBOTO B 00J1aCTTa HA U3KYCTBCHUS MHTEIICKT Ha OBJITapCKH YUYCHH
¢ m3cnenoBarenu oT EC u Ipyru BoAeIu CTpaHH.

3. cp3/aBaHe Ha 3HAHWSA ¥ YMEHUS 32 Pa3BUTHE M M3IOJI3BaHE HA M3KYCTBEHHS MHTEJCKT - Mpe/iaraHe
Ha KpaTKOCPOYHU OOydYeHHS M CTa)KOBE, HACOUYEHH KbM MpHI00MBaHE W yCHBHPIICHCTBAHE Ha
uudpoBH yMEHHS, YMEHHS 3a NpOorpaMHpaHe, aHAM3 Ha NaHHHU, CIIOCOOHOCTH 3a pa3OmpaHe H
MpUjiaraHe Ha M3KYyCTBEH WHTENIEKT B IMpaKTHKaTa C el yBelInmdaBaHe HAa Opos Ha EKCIEepTHTE B
nupoBUTE 00IACTH.

4. moaKpemna 3a WHOBAIIMY C I1eJ1 BHEPSIBAHE HA M3KYyCTBEHUS MHTEJIEKT B MPAKTUKATA - aHAIM3UPaHe Ha
moTpebHOCTHTE W pa3paboTBaHe Ha (PMHAHCOBM MEXaHM3MH W JIPYTHM MEpKH 3a IOJAKpena Ha
AaBTOMAaTH3AIMATA ¥ YCKOPEHO BHEPSIBAHE HA PEIIECHUS C N3KYCTBEH MHTENEKT B IPOMUIIIJICHOCTTA U
ycnyrure, Haii-Beue B MCII;

5. MOBMINIaBaHE Ha OCBEJIOMEHOCTTA W M3TPaXkIaHe Ha IOBepre B OOMIECTBOTO - Ch3/aBaHE Ha CAMT ¢
KpaTK{ BUICO3AITUCH Ha OBJITAPCKH €3UK OTHOCHO BHEIPEHU B Bhirapust MpuioKeHus ¢ U3KyCTBEH
WHTEIIEKT;

6. cp3aBaHe Ha HOpMAaTHWBHA 0a3a 3a pa3BUTHE M W3IMOJ3BaHE HAa HANEXK/ICH M3KYCTBEH WHTEIEKT B
CHOTBETCTBHE C MEXIYHAPOIHHUTE PETYJIATOPHU W €TUYHU CTAaHAAPTH - Ch3/laBaHE Ha HAI[MOHAIHA
pamKa 3a OIleHKa Ha PUCKOBETE, CBbP3aHU C PA3BUTHETO HA TEXHOJIOTHHUTE C M3KYyCTBEH MHTEJIEKT.

AHanm3upaiky, TpefCcTaBeHUTE [N, MEPKH M TOJMTHKYA Ha HAllMOHATHO HUBO, YCTAaHOBSBaMe, 4e
(hokyca ce mocTaBsi BHpPXY MMOBHIIIABAHETO HA YCTOMYMBOCTTA W KOHKYPEHTOCIIOCOOHOCTTA Ha OBIrapckara
MKOHOMHKA, KOETO Ha MPaKTHKa MOXKE JIa C€ OCHIIECTBH KaTO Ce CTUMYIMUpPA pa3padOTBAHETO HA HHOBAIMH U
Ce OTUeTE CHh3aBAHETO Ha JOBEPHUE CPEJl YIIPABICHCKUTE MPAKTHKH MOCTABAIIH aKIIEHT BbPXY HPHIOKCHHUATA
Ha U3KYCTBEHMSI MHTEJICKT U TAXHOTO HEMOCPEACTBEHO BHEIPSIBAHE B ChBPEMEHHATa OM3HEC cpeja.

3. MaTepuaiu u MeTOAU

Temarta e mupoko 00XBaTHA U MOKe J1a ObJie Mpe/ICTaBeHa B pa3InyHu actiekTH. Hacrosimara pa3paboTka
MpeJICTaBs OCOOCHOCTUTE Ha OCHOBHM CTPAaTETMYECKH JOKYMEHTH, B 00JacTTa Ha M3KYCTBCHHUS HMHTEJICKT,
HacOYBalKM BHUMAHHUETO BHPXY YNPABICHCKUTE ACIICKTH.

CucremMaTu3upaHeT0o U 0000IIABAaHETO HAa UW3CJICIBAHUTE JOKYMEHTH W TIOJMTUKH W TIXHOTO
HETIOCPEACTBEHO anpoOupaHe B CTOMAHCKaTa MpaKTHKaTa Iie mpeJonpeaein odboraTsBaHe KakTo B HAyYHaTa
JIUTepaTypa, Taka U 3a Ch3JaBaHe Ha aJICKBATHU YIIPABICHCKHU PelIeHMs B 00JacTTa HA MEHUDKMBHTA H T10-
TOYHO B TPOIECa MO NPUEMAHETO HAa W3KYCTBEHHUS MHTCJICKT U HETOBOTO BHEAPSABAaHE B OM3HEC cpenara.
[IpencraBenara pa3paboTKa HM3MOJI3Ba METOAM KaTO JECKPUIITHBEH aHANN3, METOJ Ha aHAlM3 W CHUHTE3,
JIOTUYECKH aHAJIN3, CUTYallMOHEH aHaJIU3 U CUHTES.
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4. 3akJI04YeHue

B 3aKJIFOYCHHUE, MOXKEM J1a OTUECTEM HAKOM I10-Ba’)KHHU MOMCHTH.

HanpaBeH € aHAJIM3 Ha OCHOBHUTC CTPATCITMUCCKU NOKYMCHTH U IOJIMTUKU HAa HUBO ECumna HallMOHAJIHO
HHUBO. O6’praT0 ¢ BHUMAHHC Ha NOCJIUTC, MCPKUTC U IIOJIUTHUKUTC, KOUTO HMAT IMPAKO 3HAYCHUC 34
HUHTCIIMTCHTHUTC CHUCTCMHU KATO HU3KYCTBCHUS WHTCIICKT. B CTPYKTPHO OTHOHICHUC Ca MPCACTAaBCHU
CBOCBPCMCHHHU YIIPABJICHCKU I[eﬁCTBHSI " pCHICHUA, KOUTO MOratT Ja 6’B,ElaT YCOCUIHO pCAIM3UPaAHU B OuzHe
MMpaKTHUKaTa, KbACTO JUHAMUYIHUTC IPOMCHH, Ca HEU30CKHU U TBBPAC CIIOXKHU.

Hacmosiwyama nyoauxayus e punancupana om @ono ,, Hayunu uzcaedsanus npu MOH no ,, Koukypc
3a uHaHcupare HA GYHOAMEHMANHU U3CIe08AHUS HA MAAOU Y4eHu u nocmookmopaumu — 2022 2.“ 6
pamkume HA U3NBAHEHUe HA OetiHocmume no npoexm ,, 3KycmeeHusm uHmenekm 6 uKoHoMuyeckama

nepcnexmusa ‘’, Aomunucmpamusen 0o2o06op Ne KI1-06-M65/2 om 12.12.2022 2.
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Pa3zBuTHneTo Ha Typu3bM 6e3 rpannuu Ha Ctapa nianuna mexxay Cbpoust u bparapus: craHoBHUIIe HA
ynpaBUTeJINTe HA MAMEeTHUKA Ha KyJiTypara ,,Kbima-my3eii Ha cemeiictBoTo Xpuctuu” B rpaja [Tupot

Muauna BAYEBHAY !

! Karenpa ,,MapkeTunr u ctparernuecko mwianupane”, YHCC

JEL: O14, P24, C41,E13 Abstract

Lenra Ha cTaThsATa € Ja JOKaXKe, 9e CTAHOBHUILETO OT CTpaHa Ha YIpPaBHUTEIUTE HA
nmaMeTHUKa Ha KyJTypara ,,Kpma-my3eit Ha cemerictBoTo Xpuctua” B ['pan ITupor,
Pemry6inka ChpOust ca ToOpH MEXTyChCEICKH OTHOIICHHUS M Pa3BUTHETO HA TYPU3bM
0e3 rpaHUIM MEXIY ABETE AbPKaBH.

3a pa3pabOTBaHETO HA Ta3M CTATHS € U3IOI3BAH METO/I Ha M3CIICIBAHUS YPE3 OTBOPCH
BBIPOCHHUK ChC AUPCKTOPA HA My3esl, HOAKPEIICH ChC CTATUCTHYCCKHU JAHHU OT MPEIU

Key words: [eT TOJINHHU.

Typu3bM 6€3 IpaHuLM, KbljaTa 1 C3YITATHTE OT CTATHSTA NPS/CTABIIABAT aHAIU3 U LIPErIIe]l Ha paspaboTeHnTe CTpa-
Ha CeMeHCTBOTO XpucTuy, ma-  TCTMH B IIOCIIC/IHUTE NET TOMHM ¥ ILIAHUPAHE Ha ObICLIN CTPATEIHH HA PAa3BUTHETO
METHIK Ha Ky/ITypara B iorpa-  Ha Typu3bM 0e3 rpanuuu Mexay Penybmuka CopOust u PeryGunka boirapus.

HUYEH palioH, MacnopT Ha CIo-
KolcTBHETO Published by University of Economics — Varna

Humupane: bauesna, M. (2025). PazsutueTo Ha Typu3bM 0e3 rpanuiy Ha Ctapa ruiannaa Mexy ChpOus u bearapus:
CTaHOBUINE Ha yTPAaBUTEIHNTE Ha NAMETHHKAa Ha KyaTypara ,,Kbima-myseit Ha cemelicTBoTo Xpuctud” B Tpax [lupot
Coopuux om MeowcoynapooHa KoHghepenyuss no uxkoHomuxa, o6usnec u ynpaenenue (ICEBM). Bapua: Hayka u
nkoHomuKa, ctp. 211 —217. DOI: https://doi.org/10.56065/ICEBM2024.211

3ama3BaHETO Ha UCTOPUATA, TPAIULHUATA U KyJITypaTa Ha HapoJa M3MHMCBa NPUKa3Ka 32 KOPEHUTE, OYakK-
BaHETO U Ob/ICIIETO 3a caMaTa HallOHATHOCT. TpaguuuuTe 1 00M4anTe B )KUBOTA Ha €IUH HAPOJ, OCBEH €3UKa
W peNUrusiTa, BEPOATHO MMAT HA-PELIMTEHO BIMSHUE BbPXY Ch3/AaBAHETO U 3alla3BaHETO Ha €THUYECKATa
WACHTHUYHOCT Ha Ta3u 0OIIHOCT. OTHOIIECHUTA MEXAY ABE JbP)KAaBU 3aBUCHMH Ca OT Pa3BUTHUETO KbM OTBO-
PEHOCTTa B HArJIaCHTE UM 3a MpHEMaHe Ha 4y>KAa HIeHTUYHOCT. [Ipremaiiku dyaa MASHTUYHOCT U 3aras-
BaliKu CBOSITA, HAMHUPA C€ €1H O0IIl €3MK KOHTO OCHTYpsiBa JOOPH OTHOLICHHUS MEXy ABETe IbpkaBu. Toe-
PaHTHOCTTA UTpac BaXKHa POJiA B Te3u oTHomIeHus. Ocobeno Ha bankana, KbJIETO HCTOPHUSITA U3MHCBa MHOT'O
KOH(JIMKTH MEXKAY Ibp)KaBUTE, HEOOXOAUMO € W3AWTaHe Ha TOJEPAaHTHOCT Ha MO-BUCOKO HUBO. MMaiiku
npenBul, 4e Ha bankaHCcKus MoyoCTpOB HSIMa IPUPOAHU TPaHUIN MEXKIY IbPXKAaBUTE U aIMUHICTPATUBHUTE
TPaHMILIU Ca ONpeIeNICHH 110 YOBEIIKH MPUHIHIN Ha pa3/isiia MeKIy ABE AbPXKaBH, CIIyuBa Ce TOBa, Ue KUTe-
JIUTE B IIOIPAHUYHUS PAliOH MHOTO TIOBEYE Ca CBBbP3aHM IIOMEXKAY ceOe CH OTKOJIKOTO ChC CBOMTE ChbHAPOA-
HUIM. TakbB € U ciaydas B OrpaHudHus paiioH Mexxay Coepoust u bearapus. MHoro HayyHu myOiaukanuy u
OT ABETE CTPaHU Ca M3JAJEHH ChC LI Ja pasNuisiBaT HENpaBWIHU OoTHOIIeHUs. Ho mak, MHOro ca u tesu,
KOHTO C€ CTPEMT KbM Pa3BUTHETO HA OTHOIIEHUATa. OOEKT Ha U3CIIeIBAHETO Ha HACTOALIATA CTATUS € KbLIIa-
My3ell HaMHpalll ce B TIOTpaHudeH paiioH, B rpaf [lupot, nppxaBa Cepowust. [IpenmeT Ha U3cneaBaHETO € T10-
JMy4yaBaHe Ha MH(QOPMAIM 32 CTAHOBUILETO HA PHKOBOAUTENUTE HA ,,KbIATa-My3€l Ha CEMENCTBOTO XpHC-
g’ B rpan [Iupor” KbM pa3BUTHETO HA MEXIYCHCEICKH OTHOIIEHHS Ype3 METO/Aa Ha MHTEPBIO OT ,,My3es
Ha [lonnmasuero” , Ilenra nocraBeHa B HAy4HOTO U3CIIEIBAHE, € a JOKaKe Y€ OOLIOTO CTAHOBUILE OT CTpaHa
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Ha CppOust ca 1o0OpH MEXAYChCEACKU OTHOIICHHS U Pa3BUTHETO HA TYPU3bM 0e3 rpaHuln. 3agaqunte ca Gop-
MyJHpaHH 10 METoJa Ha MHTEPBIOTO. HTEPBIOTO € U3paboTeHo moj GopMaTa Ha OTBOPEH BBIPOCHUK CHC
JOIBJTHUTEHU JOKYMEHTHPAHH JaHHH TPUIIaraHyu 3a TOYHOCT Ha mHQopmanuute. M3cieasanero otroBaps
Ha TOBa KaKBH ca IOCTUTHATUTE LIENM JIO Cera 3a MOCJIEeIHUTE NMeT TOAWHU M KaKBHU ca IJIaHWpaHW LEIH 3a
OBIEUIOTO Pa3BUTUE Ha MAMETHUKA Ha KyaTypaTta. Benpocure 6sgxa GpopMmynupanu Taka, ue 3a MUHAJIOTO Ja
MOJTy4YaBaT CTATUCTUYECKH MOJKPETIeHH HH(OPMALIMK 32 PE3yJITaTHTE OT NOCIECAHUTE TIeT ToANHU. Beipocure
3a OBIEIIOTO pa3BUTHE Osixa QOpMYyITUpaHH Taka, 4e Aa JajaT MAeH W OYaKBaHHA OT CaMUsl MaMETHUK Ha
KyJTypaTta oOpbILIaiiki ce KbM ChCEHATa Ibp)KaBa. B BpIpocHuKa Osxa BKIIOYEHH [[Ba BHUJA Pa3BUTHSA, Pa3-
BUTHE MEXIY CAMUTE HHCTUTYLIMH OT cTpaHa Ha CepOust u bbarapus u pazButue 3a yBeJIMUE€HUE Ha MOCELIe-
HUSTA Ha TypucTH OT beirapust.

1. [IaMeTHHIMTE HA KYJTypaTa: peruoHaJHuTe my3en B Peny6iauka Cbpousi 1 pa3BUTHETO UM

[laMeTHUKBT Ha KyJITypaTa € CBUJCTEICTBO 3a OTMUHAJIM BPEMEHA M BHHIIHUAT My BUJ JjaBa HHpOpMa-
IUs1 32 BPEMETO Ha HErOBOTO BBb3HMKBAHE M ChllecTByBaHe. CTOMHOCTTA HA IMaMETHHKA, HE3aBUCUMO J1AJIU
crpajaTa MMa MOHyMEHTaJIHa CTOMHOCT, C€ ONpeesis Pa3IniHO, Hal-4eCcTo OT IpaBHUTE Pa3lopeadu Ha OT-
JEJTHUTE IbPXKABH.

[laMeTHUKBT Ha KyJITypaTa € CBUIETEICTBO 32 YOBEIIKAaTa UCTOPHUS U Pa3BUTHUE, 32 YHETO ONla3BaHE UMa
o01mecTBeH HHTEpec. ToBa 03HauaBa, 4e BbB BCEKHU CIy4dail cTaBa JyMa 3a UcTopudecku 00ekT. [lamerHunure
Morar Aa ObAaT: CTPOUTEIHN ITaMETHULIM, KbAETO HMaMe [sjIaTa crpaja, HeHHUTE YacTH WK BUJA U HAYMHA,
10 KOWTO € 000py1BaHa; OOLIY IUIOLIY MIIK AHCAMOJIN KOUTO CE ChCTOST OT ChbBKYITHOCTTA OT OTAEIHH IIJIOIIH,
OTAETHU Crpagy U CBOOOJHO IMPOCTPAHCTBO; IBM)KUMH NIAMETHUIM Ha KyJITypaTa KOUTO UMaT IPOU3BEACHUE
Ha M3KYCTBOTO (HampuMmep KapTHHA, CKYJINTypa WM HaArpoOHa mio4a), 00eKT Ha KOCMUYECKO 000pyaBaHe,
KOJIEKITHs (HalipuMep MpeIMeTH Ha U3KyCTBOTO, ONMOIMOTEeKa, apXuB); PEAMETH, U3KOTIAHH WJIM HAMEPEHH! B
3eMsTa (HarmpuMep rpoOoBe, KEpaMHUKa, CTapd MOHETH, OCTAaHKH OT CEJTUIIe, HaarpoOHa ImioJa).

B PenyOnuka CppOus nMa MHOXKECTBO IIAMETHUIM Ha KyJATypaTa U IOBede OT CTO My3es. Myseure ca
BaKHA YacT OT MAaMETHUIUTE Ha KyJTypara, 3all0TO ca 3alla3eHH B aBTEHTHYHO CHCTOSIHUE. 3ala3BaHETO HA
Tsx B PemmyOimka CopOust ot Hauanoto e 6mino 6aBHo. OT 1844. roguHa, KOrato € MmoAnucan YKaszbT 3a Ch3-
nasane Ha CpbOckus mysel, 10 1945. ronuHa 6e3 na ce OpoAar okynauunte, ChpOHsl € ChILECTBYBaJIa B Pa3-
JUYHYU ABPKABHH €JUHUIM KaTO HE3aBUCHMAa JbpiKaBa KHSKECTBO M Kato 4acT oT kpaicTBo CXC/FOrocna-
Bus. Jo kpast Ha To3u niepuon B 13 cenuiia B ChpOus chiiecTByBaxa 23 myses, or kouto 10 B benrpan. IIpe3
1959. ronuna B 48 Hacenenu Mecta B ChpOust ce monoOpu 1 Osixa Beue 86 My3es 1 CBbpP3aHU C TAX 00CKTH, OT
xouto 24 B Benrpan.! 3a Tasu craThs, BaXKHO € 3aII03HABAHETO ChC TEPMUHBT ,,pETHOHATIEH My3€H* Thil KaTO
€ TOBa MPEeIMETHT Ha M3CIEBAaHETO. TepMUHBT PErHOHAJCH My3el, KoiTo cnopen aeduuunusata Ha ICR
(ICOM’s Committee for Regional Museums - MexayHapo/ieH KOMUTET 32 PETHOHAIIHH MY3€H) C€ ONpeAeIst
KaTo ,,My3eil, KOUTO chOMpa, ChbXpaHsBa, U3CIIe/IBa, IOKa3Ba U MHTEPIPETUPA NPEAMETH U IPYTHd HOAXOISIIN
OCTaHKH OT MaTepUaIHO U HEMAaTEPHUATHO HACJIEACTBO OT PETHMOHA, B IOBEYETO CIIy4aH IMO-MAJIKH OT TEPUTO-
pusTa Ha HAMOHAIHATA JIbpkaBa (061acT, peruoH, rpajx win ceino)“? ICR uMa U3ucKBaHus 32 PAaBHONOCTA-
BEHO CBHLIECTBYBaHE Ha PETMOHAIHUTE MYy3€U Ha TEPUTOPUATA Ha BCSKA CTpaHa, Taka 4e M0 TO3W HaYMH MOXKE
na ce o0pa3yBa Bpb3Ka C My3€H OT IbPXaBHO W OT MECTHO HHMBO U J1a ce popMupa My3eiHa Mpexa, KOsSTO
MOJKE J1a 33JJOBOJIM BCUUKHU HY/IM, 32 KOUTO ChIIECTBYBAT My3€HHHUTE HHCTUTYLIMH HA TEPUTOPUSATA Ha LisaTa
IbpKaBa. 3a MOAIPHKKA U OLlENsABaHE HA €AMH My3€il, He0OX0AUMO € Pa3BUTHUETO My B MOJAEPHOTO BpEME.
Tbii KaTo My3euTe HAMAT Bb3MOXKHOCTH 32 Pa3BUTUETO HA TI00aJTHO HUBO, PA3BUTHETO CE OTJIEKIA CIPSIMO

! Annanc Ha myseiinute apysxkectsa Ha FOrocnasus, Myseu Ha IOrocnasus, benrpan, Anuanc Ha My3eHHHUTE IpyKec-
1Ba Ha Orocnasus, 1962, ctp. 35-69.

2 UutepHeT npe3eHTanys Ha MexlyHapoIHHs. KOMUTET 3@ PETMOHAIHI My3€r: WWw.icr-icom.org (ocTbieH Ha 19.
tonn 2023.roguHa)
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BB3MOXKHOCTHUTE Ha camus My3eid. Pa3dupa ce 4e MecTuTe MHCTUTYIIUH(OOIMHA, OKPBT') Y4aCTBAT B CAMOTO
pasButue, kakTo u appxaBata ¥ UNESCO, HO u camus My3eid ChC CBOMTE aHTaXXHUMEHTH TOJ00PSBa MSCTOTO
CH Ha TypucTHYecKaTa KapTa. Upes olieHKa Ha NPEIUIIHUA KYJITYPHU MOJIUTUKHU U B CbOTBETCTBUE ChC 3HAYU-
TEITHUTE COLIMATHU MIPOMEHH, HACTHIIWIIU B Kpasi Ha 20 BeK, ChbBPEMEHHUTE TCHCHIIMU Ha pa3BUTHE MOTaT J1a
ObJaT HAOJFO/IaBaHU B MTOBEUETO EBPOICHCKU CTPaHU M CE OCHOBABAT HA YETUPH OCHOBHU MPHHIIUIIA: 3aIla3-
BaHE U HAChPUYaBaHE Ha KyJITypHATa UICHTUYHOCT, HAChpUYaBaHe Ha KyJITyPHOTO MHOT00Opasue, HaChp4yaBaHe
Y pa3sBUTHE HA TBOPYECTBOTO M HACHPYABAaHE HA YYACTUETO B KYJITYPHHUS KMBOT.' PernoHamHusT Mysel, 3a
CBOCTO pa3BUTHE HEOOXOIUMO € JIa C€ HacOYBa KbM MOJICPHHUTE TCHICHITNN W U3UCKBAHUATA OT OKOJTHATA CH
cpema. TpsOBa ma pa3BHBAT CTpATETWH 3a MOA00psSBaHe, KOWUTO IE AaJaT Pe3yJITaTH, KOUTO I Ce TOIydH
BHCOK WHTEpEC KbM My3eHTe.. B cBosATa myOnmkarus JIspikaBaTa U KynTypara, BecHa Jlrokud o0sicHABa, Ue
WHCTPYMEHTHTE Ha KyJITypHaTa MOJINTHKA TIPEICTABIIABAT OIEPATUBHO CPEACTBO, Upe3 KOETO C€ JOCTUTA 10
OCHOBHH TIPUHITUII U TO UPE3 pealu3upaHe Ha CbBPEMECHHHU CTpaTeTuu. 15, CTpaTeruuTe Ha KyJITypHATa I10-
JIUTUKA Kiacu(umupa B TET TPYIH: IPOTPAMHH W OPTaHU3AIMOHHN KOHKYPEHTHHU CTPATETHH, CTPATETHUH 3a
TTOCTUTAaHE Ha KadeCTBO, CTPATETHH 3a IyOIMYHO MEHCTBUE, CTPATETHH 3a CBBP3BAHE M CTPATETHH 32 TIOCTH-
KEHHUS HA yCTOWYMBOCT. *

2. Kpmara-my3eii Ha ceMeiicTBOTO XpHCTHY

B Pemry6nuka ChpOus MaMeTHUIIMTE B IMOTPAHUYHUTE PETHOHM OCBEH OOIIECTBCH MHTEpPEC Ha camara
IbprKaBa, BKIIOYBAT CE M IPYTH IBPKABU CBBP3BAHU C TOS PaiiOH 3aIl[OTO TEXHHUTE UCTOPHH Ca CMECEHH, 3a-
paau cMsHaTa Ha TPAHWIWTE Tpe3 ucTopusTa. llameTHUIMTE HAa KyATypara Mo BPEeMETO MMaT HyXAa OT
BKJTFOUBAHETO Ha IbPKABHUTE MHCTUTYLINU W TEXHUTE KeJlaHUs. 3a Jla Ce 3aras3d euH MaMeTHHUK Ha KyITy-
paTa, He0OXOIMMO € J1a C€ BhBEX/Ia HETOBOTO 3HAYEHHE B MOJIEPHOTO BpeMe. HeoOxoammo e 1a ce CBbpxKe
CHC KHUTEIUTE Ha MACTOTO, KBAETO CE HAMHUPA, ChC XOpaTa, KOWTO T'o MOCenaBaT U Moke O Hall-BayKHOTO J1a
CE CBBPIKE ChC AbP)KaBHUTE M YACTHUTE MHCTUTYIIMH KOUTO MOTAT J1a My oOe3redart oxuBsiBaneTo. [1lo nedun-
HUIIAATA Ha ouIMalieH BeCTHUK Ha PemyOmuka ChpOusi, peTHOHATHA MY3€H ca T€3U My3eH, KOUTO OCBEH 3a
TEPUTOPHATA Ha OOIIMHATA/Tpaia OCHOBATEN, CE€ TPIKAT U 32 TEPUTOPUUTE HA IPYTH OKOIHHU OOIIHWHH, U B3
OCHOBa Ha pasnopeadute Ha PemeHnero 3a onpeaensHe Ha IOPUCAUKIIMATA HA My3€es ChIIIaCHO BUIOBE XYZO0-
JKECTBEHO-UCTOPUYECKH MIPOU3BENEHHS U 110 TEPUTOPHSL. >

[TaMeTHUKBT Ha KyJITypaTa, KOUTO ce HaMupa B IOrpaHUYHUS palioH Ha ChpOus u bearapus, Ha enqHaTa
ctpana Ha Crapa miuanuHa, B rpaj [IupoT, cbc BasKHOCT U 3a JBETE CTPAHU, KBJETO Ca 3ara3eHu JBEeTe Tpaau-
UM, € KblllaTa-My3ei Ha ceMeHcTBOTO XpucTud. ToBa € Hail-noOpe 3ama3eH MaMeTHUK Ha TpaJulMOHHATa
apxuTekTypa oT cpenara Ha 19. Bek B [IupoT. Cbhc cBosiTa KpacoTa U apXUTEKTYPHH XapaKTEPUCTUKU TOMH
HaAXBBpIIs rpanunure Ha ChpOuUs U € 4acT OT KyJATYPHOTO HacliencTBO Ha bankanute. [IpuHaanexan e Ha
BHJIHMS ITUPOTCKH Thproser, Xpucto Mosanosuy. [TocTpoeH e KaTo J0M 3a ceMeiicTBoTo My. [1o Tpajauius,
CTPOEH € 3a ABE TOAMHHM U € 3aBbpIIeH Ha 5. anpui 1848. roanHa. 3a ToBa pa3ka3Ba rpaBUPAaHUAT TEKCT HA
I'BPBUS €TaX Ha KbIATa. 3a MOCTPOsIBAHETO Ha KbluaTa Ha Mankus Pucra, kakTo ca ro Hapu4aiu, UMmai €
HY’K/a OT pa3pelieHre OT TYPCKHUTE BIIACTH, ThH KaTo € MMall HAMEpEHHUE KbllaTta My J1a ObJe roisiMa U IBY-
etaxxHa. Taka B mokpaitHuHUTE Ha [IMPOT € mocTpoeHa efHa OT Hal-IyKCO3HUTE XPUCTUSIHCKU KbIH B [TnpoT
Mo TOBa BpeMe. 3a TOBa KOW € MOCTPOMII KbllaTa HUKbJE HaMa nHpopMmanus. M 10 neH nHemeH octaBa He-
MO3HATO TOBA KO € AONIBJ Ha HJesITa 1a MOCTPOH TaKaBa Kblla, Tany caMust 4opOapku Pucta, mpTyBam npe3
Typckarta umMIiepust 3a ThProOBCKHUS cH OM3HEC, WK HU3KIIOYUTEIHA MaCTOPH, KOUTO ca 51 IIOCTPOMIIH.

B kbpmata e xuBs1 XpucTo FOBaHOBUY ChC CEMEHCTBOTO CH, a MO-KBCHO M HACIEIHUIUTE MY, KOHTO

3 Becna [lrokuuy, JIbpkaBara u Kyntypara, ctp. 240 u bunsna Pamuu, Peopranuzaius Ha KyJATYpHUTE HHCTUTY LY,
benrpan, ®onnanus Auapeesud, 2005, ctp. 15 - 16

4 Becna [lrokuy, [lbpskasaTta u Kyntypara, ctp. 239

5 O¢uunanen Bectauk Ha PC, 6p. 28/95
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cMensT pamuusita Moparoswy, va Xpuctny. Ciienr BropaTa cBeToBHA BOMHA KbIATa CMEHS TIPeIHA3HAYE-
HHUETO cH, Thi1 kaTo Ob6mmHa [TupoT s npexocrass Ha HoBocopmupanust Harmonanen myseit B [Iupor.

KebmaTa npurexaBa BCHUKY YepTH HA OANKaHCKUS OPUCHTAJIICKY CTUII B TUIAHUPOBKA U JieTailu. Xapak-
TEpU3Hpa CE C XapMOHMSTA HA HHTEPHOPA U CHLIEBPEMEHHO C BEJIUKOJEeNueTo Ha (pacamata u mokpusa. Ilo
CBIIECTBO TOBA € THUIl CHMETPHYHA CTpajia ¢ MOYTH KBaapaTHa GopMa, ¢ KpbcTocaHa 3ana. CbCTOU ce OT CyTe-
peH, mapTep u bpBU eTaX. KopoHara Ha crpajiata € YHUKaIHO MOKPUBHO PEIICHUE ¢ TaHOPaMHA KOHCTPYK-
nusi. Ha sipko Ostmata (hacajga OCHOBHUTE JACKOPATHBHU €JIEMEHTH Ca JIbPBEHU JIOTPaMU, KaKTO M BIJIMTE Ha
CTEHHTE, KOWTO Cca OOJHMIIOBAHY C ABCKH, yKPAaceHH C MPOIHpaHH JIETBH.

WHTEprOop T Ha KBINIAaTa € U3ITBJIHEH C IPEMETH OT KOJIeKInuTe Ha My3es Ha [loanmasuero. Konexiumn
Ha ropHHTE OTAeIH GOpMHUPAT My3eeH (oH 0T ko0 6500 mpeamera.® Ha npuseMHus eTax ca pasmooKeH
MpeIMeTH OT MUPOTCKaTa KepaMuKa U IPEIMETH OT METAIIHU U IbpBeHN Mebenn. ETaxxbT e 00opynBaH ¢ Me-
Oernu, MPUHAIEKAIN Ha ToYTeHaTa (pamMmins XpUCTHY, KaKTO U Ha APYTH MHPOTCKHA THPTOBCKH (aMUIINN OT
19. Bex, xorato [TupoT u3ocTaBs 00JMKa HA OPUEHTAIICKH Tpajl 1 0aBHO MPUI00MBa YEPTUTE HA MMaTpruapxaaHa
rpajcka cpena. M3moxkeHu ca yacTu OT aApexu u 6mkyta ot [Iupot u okomrOCcTHTE. [IpOocTpancTBOTO Ha TOP-
HUS €TaX € JOMHHHPAHO OT NMUPOTCKUTE KWIMMH C TAXHATA KPacoTa Ha I[BETOBE, IIAPKH W OPHAMEHTH, C
kakBoTo aHec ITupor ce ropuee. [Tuporckusat kwmm Ha 16. roan 2002. roguna € 3amuTeH oT MHCTHTYTA 32
UHTEJIEKTyalHa COOCTBEHOCT HAa OCHOBaHUE 3aKOHa 3a Teorpa)CKUTe YKa3aHuUs 3a MOTEKIIO.

3. Crparerum 3a pa3BUTHETO Ha My3esl H OTHOLIEHHMATA ChC ChCEAHUTE pernoHu oT PemyO/mka
bbarapus

BromkeTsT ce chcTOM OT NPUXOAM U pazxonu. Jloxomure MoraT fa ObaaT OT PEAOBHO MM KOMIUIEKCHO
¢duHAHCHpaHEe OT HAKOJIKO M3TOYHUKA, M PEIOBHO WM N3BBHPEIHO. Benukure pasxoan TpsoOBa na Obaat pas-
JIeTICHU Ha MOCTOSHHU U TMpoMeHiuBH. TpsiOBa na ce orOenexu, 4e B My3eHuTe, Te3u OIO/KETH ca BCE OIIe
Mmanku B PemyOnuka ChpOusi, MOHSKOTa MOPAIH JIMIICA Ha CPEACTBA, MOHIKOTa MOPaan HEPas3NO3HABAHE U
HETIpU3HAaBaHE Ha Pa3XxoJy U HEaJeKBAaTHO IUIAHUPAHE, a TIOHAKOTa 3aII0TO T A IIbPBUTE OTMEHEHHU TOpaan
JIATICA HA CPEJCTBA 3a peanu3upane Ha npoekra.® Myses ,, Kbinata Ha cemeiicTBOTO XpHCTHY JTHEC OCHTY-
psiBa GUHAHCH OT TPaJCKOTO NpaBUTeNCcTBO (90%), mpoekTu u 6usetu 3a nocemenue (00mo 10%). B rabenara
ca JIaIcH! MpoAaXOuTe Ha OMIIETUTE CIIPSIMO TOAMHUTE, 32 MEPUOJIA OT MOCIESTHUTE T TOTUHH.

6 Mpana Jlomaser, Mama Bykanosuu, Bunsua Mokua, Mas Tonoposuy, Mysente Ha ChpOHs KaTO 4acT OT TyPHCTH-
YecKH MpeIOKEHHs 32 ceMelcTBa ¢ Jena, IHCTUTYT Ha uKoHOMU4eckH Hayku, 2018. cp. 75

" O¢puunanen sectauk na PC, 6p. 15/95

8 Tusna Papaxosuu, KynrypHna nonuruka u myseen [1P 8 Cbp6us, ['pyna 3a MeXIyKyITypPHOCT, apT MEHHUKMBHT U
nocpenHuuecTBo Ha bankanurte, YHuBepcuter no uskycreara B benrpan, 2008. ctp. 135
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M Mpopaxkb6a Ha Bunetn 3a nocnegHUTe NeT roauHU

logunata 2022. e pekopaHarta 1o mpoaafeHuTe ouaetu o cera u 6pou 5.591 ouner. Ilo Bpemero Ha
nauaemusta Kosun 19, 2021. roquna e cbe 3.153 nponanenu 6miery, 2020. e cbe 4.021 nposanaenu ouneTw,
2019. ronuHa e cwe 4.341, a 2018. roguna cbe 4.305 nponaneHu ouery.

Typucture 1o cTaTUCTUKATa OT OWIETUTE, KOUTO Hali-MHOTO ITOCEINABaT KbIlaTa Ha CEMEHCTBOTO XpHc-
T4 ca Typuctute ot CppOust. Hali-uecTo ca rpynoBu NOCENICHUS, YICHUIECKH €KCKYP3UU U TIEHCUOHEPCKU
ekckyp3un. Typuctute oT 4y:KOMHA, KOUTO HAi-MHOTO TIOCEIIaBaT KbIlaTa HAa CEMEMCTBOTO XPUCTHY, IO CTa-
TUCTUKATa OT nipoaasieHure ounetn, ot 1.000 mo 1.500 mnu 20 — 30% OT BCUYKUTE TYPHUCTH MPE3 €JIHA TOIUHA
ca typuctute oT bearapus. Haii-uectute TypucT ca ot paiiona Ha 3anannata bearapus n Codwuiicka obnacrt.

OHOBa, KOETO Ce BWX/Ia MO CTAaTHCTUKATa OT OmieTuTe e ToBa, ue mpe3 2022.roanHa TYypUCTUTE ca ce
yBemmaun Hax 20% crpsiMo npeaumauTe roguan. Thit kato mangemusita Kosua 19 npukiroun, mpeamnonara
ce, 4e YBEJIIMYEHUETO Ha TYPUCTUTE UABA U OT IpoeKTa ,lIpukaskara 3a kuiauma““ KOWTO ce peain3upa OT
2021.roguaa o 2025.rogmna. IIpoekTa e MexmyHapojeH, moabpxad kato WUIIA mpoekt u ce peammsupa
Mexay Myseit [Tupot u My3seit Uunposuu. Medra Ha MpoeKTa € CBbP3BaHE Ha JABaTa My3es [IO3HATHU 110 KU-
JUMHUTE U BKJIIOYBAHE B PA3BUTHETO HA TypH3Ma MEXAy ABETe MecTa. 103u MpoeKT pazka3Ba 3a oOmus mpo-
OyKT Ha JIBETe MECTa - KWJINM, 32 HAUMHUTE Ha THKAaHETO, 32 OOSIMCBAHETO Ha PYHOTO, 32 KaUYeCTBOTO Ha
n3paboTKaTa, MOTHBHUTE M IIEBUITUTE, HO W 332 HAYMHHUTE HA BKIIOYBAHETO HAa KWIMMHTE B TYpHCTHYECKATa
mokaHa. MnesTa Ha mpoekTa e, B My3esl Ha BUIUMH MecTa, /1a ObAaT U3TI0KEHH KIITUMHUTE, U /1a Ce OIpeIeH
cTas 3a m3paboTBaHe Ha KIJIUMHUTE, Kbe ThKaUKUTE IIe pa3ka3BaT Ha TYPUCTHTE 3a Ipolleca Ha n3padoTkara
Ha KurMa. EfqHa gact ot mpoekTa ca u3padoTKku Ha Opomrypu, GUIMH B BUAEO €KpaH, KbAETO I CE HaMePsIT
moBede WH(GOPMAINH 32 MPOEKTa, KAaKTO M 3aII03HABAHETO CHC TYPOIIEPAaTOPUTE, KOUTO CE€ MHTEPECYBAT OT
MTOATOTBSHE HA €KCKYP3WH 32 JIBETE MECTA.

CranoBumero Ha ynpaBurenute Ha Keimara - Myseit B [lupor ca, ye CypOust u bearapus umar qocra-
THYHO CBBP3aHA HUCTOPUS, KYJITypa, apXEOJIOTHS U €THOJOTHS M MOTaT Ja Pa3BHBAT IMMOMEXIY ce0e CH TypH-
3pM. My3est B [lupoT nMa mHTEpecH 3a pa3BHBaHE Ha KHJIMMAapCTBOTO MEXIY NIBETE IbpPXKaBH, 0COOCHO 3a
paiiona Ha 3amagHa bearapus, KbAETO ABETE CTpPaHU ca CBBbp3aHu che lllomnyka, TeXHHAS TUAEKT U o0maTa
YM HCTOpHS. YTIPABUTENINTE CUUTAT, 4€ TYpOIepaTOPUTE TPSOBA /1a c€ HACOYBAT KbM TO3H ITOTPAaHWYEH PAioOH.
Unesara mu e 1a ce paboTu KbM BKIIOYBAHETO HA MOCEUICHUS HA My3€HTE B IporpaMara Ha YYeHHUKHUTE eKC-
Kyp3HH OT NorpaHuyHuUTE paiionn Ha Crpous u brarapus. ToBa uma 3a 1en, ore Kato Aena Ja ce oQpopMsaBaT
KaTo JIMYHOCTH, KOUTO ChC BHBEXKJaHE HAa TaKaBa 00pa3oBaTelIHa MPOrpaMa Iie HayJat 3a BaKHOCTTa Ha 100-
pHUTE OTHOLICHUS MEXIy ChCEANTE U IIIE Ce 3aM03HABAT ChC TOBA KOJKO MaJKO pa3IHyus UMa B OTPAaHUYHUS
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paiioH Mexy aBeTe abpkaBu. [10 TO3M HAUMH ce Pa3BUBAT YOBEIIKUTE OTHOIICHUS U MTPEMUHABA MTPE3 ThiK-
HaTa 4acT OT UCTOPUSTA MPH ITOCTABSIHETO HA JbP)KaBHUTE rPaHuIv. Taka oIe KaTo Aera, IOCeaBaiK My-
3€HUTE U3BHH TPAHMIIUTE, A BCE MAK UIBAMKHU B €CTECTBEHA IISUIOCT U TJICNANKK ChITUTE HAYMHM HA )KMBOTA Ha
MPENIIUTE UM U OT JIBETE CTPAHHU, TE CE YUaT, Ye TPaHUIlaTa HEe MPEACTaBIIIBA Pa3/isiiia MeXIy XOpara, Thil KaTo
T€ €CTECTBEHO M JBJIOOKO ca CBhP3aHM ChC HCTOPUATA U KOPSHUTE CH. Thii KaTo cTaBa jJiyma 3a ,,HaCeJICHHUE C
€/IHAKBa PEJIUTUs, OTHOCUTEIHO EHAKBA KYJITypa, UCTOPUYECKU CIIOMEHHU U CXOJICH €3HK — MOPajiu Onpejie-
JICHO CTCUYCHHE Ha CUTYAI[MOHHU CIIYYalHOCTH — JIaJICHA HAIIMOHAIHU U JIbPKaBHH MHCTUTYIIUU 32 OTHOCH-
TEJIHO KPaThK MEPHO OT BpeMe YCIISIBAT Jia H3BelaT OOMKHOBEHUTE CEIISTHH U XPUCTHSHU OT MPEJIUITHATA UM
pEerMoHAHA WK OONIOXPHUCTUIHCKA HJICHTUYHOCT U J]a TM HAKaparT Jia ce WJICHTU(PHUINPAT ChC ChOTBETHATA
OBArapcKa WM CPHOCKA HALUS U TEXHUTE PIKABH. ,, °

Ho, kakTo mpupoaTa He O3HABA TPAHUIIUTE, TaAKa AIMHHUACTPAIMATA THPCH KOHTPOI MEXY IBETE IbP-
xapu. OTBapsiHE HAa TPAHUYHO TIPOITYCKATENCH IyHKT 32 X0pa OT OrPaHUYHUS paiioH, 3a Mo-0bp30 MpeMUHA-
BaHe Ha TPaHUIATA, € €JIHO OT PEHICHUATA 32 PA3BUTUETO HA TYPHU3bM MeX 1y bbarapus u Cepbus. BebniHocr,
OTBapsiHETO HA B3MOXHOCTH 3a ITbTYBaHUs Ha Jiena 0e3 pOIUTENH, ChC PENOAaBaTeNI-PHKOBOIUTEN € OIIe
€/IMH OT HAYMHHUTE Jia ce pa3BUBatr 1o0pH oTHOIIeHMs. Kbara Ha ceMelcTBOTO XPpUCTUY MOXKE J]a TIOKaH!
TYpUCTHUTE ChC TIOCPEIIAHE HA KYpaTOp ChC OBJITAPCKH €3UK. ToBa € e/Ha OT J0OpHTE MPAKTUKH 32 Pa3BUBaHE
Ha OTHOINECHUATA MEX]Ty JIBETE IbpKaBU. [ OBOpeHe U yueHe Ha e3MKa Ha ChCEIUTE OT CIIYKUTEIHUTE B TypHC-
THYECKUTE 00EKTH € T0OBp MpUMep 3a YBeITMJaBaHe Ha Oposi Ha TypUCTHTE.

[IpTAT HA KUTMMHUTE MMa Bh3MOXKHOCTH 32 Pa3BHTHE Ha €IUH ISUT paiioH, paioHsT Ha CTapa IuiaHWHA.
KuuMbT Ha TO3M paiioH Moxe Ja ObJe ,,Mapka”, KOsATO IIl¢ € MO3HATa Ha CBETOBHUS Ia3ap KaTo MPOJYKT
npucturain ot bankancka ctpana, Toect Ctapa riaHuHa. AKO CTAHOBHIIETO 32 PA3BUTHETO Ha €JIMH MAaMETHHK
Ha KyJlTypaTa oT crpaHa Ha ChpOUs U eIMH MaMETHUK Ha KyJITypara OT CTpaHa Ha brirapus € mo3uTHBHO, TO
moJipa3oupa ¥ pa3BUTHETO HA KHJIMMAPCTBOTO, MHAYE €JIMH OT HAl-TIO3HATHTE 3aHAATH B CBETA, U TOraBa Ku-
JUMa MOXe Jia ObJIe MbPBUST MPOIYKT 32 MAPKETHHT- CTPATETH 32 pa3BUTHE Ha TypPH3MA.

3a m3paboTBaHETO HA KAYECTBEH KMJIMM HEOOXOANMH Ca U APYTH (aKTH CBBP3aHU C PA3BUTHETO Ha KH-
JTUMAapCTBOTO. [IBPBUAT (AKT € CEIICKOTO CTOIMAHCTBO U OTIJIC)K/IaHEe HA aBTOXTOHEH BUJI HA OBIIM OT palioHa
Ha Crapa IUIaHWHA, KaKTO U MPOU3BEK/IAHE Ha OWIIKM 32 €CTECTBEHO OosaucBaHe Ha pyHOTO. ChC pa3BUTHE
Ha CEJICKOTO CTOIAHCTBO, pa3BHUBa CE U MPOU3BEKIAHE HA €CTCCTBCHU MJICUYHH M MECHU MPOAYKTH, KOUTO
MO3BOJISIBAT PA3BUTHUETO HA TACTPOHOMUSITA HA palioHa Ha Crapa rianuHa. ['acTpoHOMHUSATA € TP TU3BUKATEI-
CTBO Ha pa3BHBaHE Ha PECTOPAHTHLOPCTBO M XOTEIHEPCTBO. KOraro mmMame TypHCTH Ha HOIITYBKH B €IHO MSICTO,
nMaMme XpaHa U MHQpacTpyKTypa, ToraBa TpsiOBa 1a ce U3MHCIH OHOBA, KOETO II€ € MHTEPECHO U KOETO I
Hakapa TYpPHUCTUTE TIaK Ja c€ BbpHAT. AKO TYPUCTUTE Ca MJIBAJIH 3aII0TO Ca BUXKIATN KWINMa, TPIOBa Ja UM
ce MoKaxke camaTa n3paboTKa Ha KWIMMUTE, U Ha TSX JIa UM C€ pa3Kaxke 3a TAxXHaTa uctopusra. Mcropusra Ha
KWJIMMUTE Beue ce Hamupa B My3eute. Ho, 3a na ce opopmu 1o0pa nporpama, KbAETO IIE CE CBBPKE HCTOPHSTA
ChC BPEMETO Ha MOCEHICHUETO Ha TYPHCTUTE HEOOXOJMMO € KHIMMAapCTBOTO KAaTO CTap 3aHasT Ja Bie3e B
MOJIEpHOTO BpeMe. ToBa 03HavaBa J1a ce MpaBsIT yYUIIUILA ChC CIIEIIMATHOCTH 3a ThKaHe Ha KWJIMMH B paiioHa
Ha Crapa miaHrHa ¥ B TypUCTHYECKaTa IIporpaMara Jia ce BKIIOUBaT U MECTHUTE skuTenu. HaykaTa TpsioBa na
BIIU3a U B cepara HA KWIMMapcKaTa MporpaMa U CbC HEs Jia C€ YPEIAT M JIbPKABHUTE 3aKOHH U ypeaou
MEX]y IBETE AbPXKABH, KbJETO CTAHOBHIIETO TPSOBA J1a € ChC 1ell 3a pa3BUTHE Ha paiioHa Ha CTapa ruiaHuHa,
KaTo paloH, a He JIBE JIbPXKABU C TPAHUIIM TOMEKIY CH.

3akiIouenne

Kynarypuure pecypcu kato CBeTUTENIN Ha OTMUHAIM BPEMEHa, MOATIoMaraT Ha e/IMH Hapo/l J1a Ce CBbpXKe
ChC CBOSITA UCTOPUSL. Te TOBOPST KaKBHU ca OWIIN KUTEIHUTE HA €JHO MSCTO OT MPE/H, ChC KaKBO ca Ce 3aHMMa-
BaJIM, Kak ca ce 3a0aBisiBajii U Kak MO BPEMETO Ca CMEHSABaJIM CBOWTE HABUIM HA JKUBOTA. TpaguluuTe W

® Credan Jleues — I'paHUIM M HACHTUIHOCTH — OT ,,CEJITHA" U ,, XPUCTHAHU® 110 ,,0barapu’ u ,,chpou‘ (1877-1918 r.)
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o0uuanTe B KUBOTA Ha €JUH HAPOJ, OCBEH €3UKa M PEIMIHATA, BEPOSITHO MMAaT Hal-PEIIUTEIHO BIMSHUE
BBPXY Ch3[aBaHETO W 3alla3BAaHETO HAa €THUYECKATa HACHTUYHOCT Ha Ta3u oOImHocT. OHOBA, KOETO € BayKHO
3a BPEMETO B KOETO HHUE XMBEEM U 3a OBJACIIETO, € J1a CH 3alla3uM TPaAUuLUITa U 12 1 BbBEJCM B AHCIIHUS
XKHUBOT, KOWTO HU Kapa Ja U3TPHUEM aJIMHUHHACTPATHBHUTE TPAHULM U BJIE3HEM B OTHOLICHUS, KOUTO IIE U3K-
JII0YBAT €THUYECKA, PETTUTHO3HA M HAllMOHATHA TIPUHAIJICKHOCT.

B Ta3u craTtus u3cieaBax MoTEHIMAINTE HA KbIaTta My3el B rpaj [IMpoT 1 HEeroBUTE cTpaTeruu U uueu
3a 3ama3BaHeTO W pa3BUTHETO My. MHTEpBIOTO, KOETO Oellle MeTo/a Ha M3CIIeABAaHETO Oellle M3ITBIHEHO 110
¢dopmaTa Ha OTBOPEH BBIIPOCHUK CHC AUPEKTOPA HA My3es, KOHTO MOAKPENH OTTOBOPHUTE C JAHHH 32 TOYHOCT
Ha nH(popMaruTe. V3cieBaHeTo OTTOBOPH HA TOBA KAaKBHU Ca IOCTUTHATUTE LIS JTOCETa 3a MIOCTICTHATE TIeT
TO/IMHM M KAaKBH Ca TUIAHWPAHWUTE 1M 3a OBJENIOTO pa3BUTHE HA MTAMETHHKA Ha KynTypaTa. Bernpocure 3a
ObzemoTo pazButne O0s1xa GOpMyIIMpPaHH Taka, ue Ja AaaaT HAEH U OYaKBaHMS OT CaMUsl TAMETHUK Ha KyJTy-
para oOpBIIaiiKy ce KbM ChCeHATa Abp)kaBa. B BeIpoCcHNKa Osxa BKIIOYESHH /IBa BHA Pa3BUTH, Pa3BUTHE
Ha CBTPYAHUYECTBOTO MEKAY CAMUTE MHCTHTYLIMH OT cTpaHaTa Ha CppOust u brirapus u pa3Butne Ha ChT-
PYAHUYECTBOTO 32 yBeJIM4YaBaHEe Ha Oposl HA TypHCTHTE OT bbarapus.

[TameTHHIIMTE HA KyATypaTa ca 3allUTEHU M 3alla3eHH JoCTaTh4HO noOpe. CamuaT 3aBoj 3a 3ama3BaHe
Ha mameTHHIHTE B PerryOimka ChrpOust He MOXKe Ja paboTH CaMOCTOSITETHO M HE3aBUCHMO OT JAPYTUTE AbP-
’KaBHHM MHCTUTYIIMHU U OT HayKaTa. 3aBO/IBT 3a 3alla3BaHe Ha MAMETHHIIMTE U TPaJULUATA TPSOBa 1a MO3BOJISIBA
Ha TYPHCTHYECKUTE acIeKTH, KaKBUTO ca MHHHCTEPCTBOTO HA TypH3bM M TypHCTHUECKaTa acOLMAILUs Ha
CoppOust 1a HaMepAT HAYMHM KaK J1a ce M3II0JI3Ba HCTOPHSATA U TPAIUINATA 32 Pa3BUTHE HAa TypHU3Ma U 110 TOS
HAYHMH KOJIKOTO € BB3MOXHO ITOBEYE XO0pa Jia ce 3amo3HasT ¢ ucropusara cu. Cwimo taka Pemybnuka Cepous
TpsIOBa J]a OCUTYpH yJICCHSBaHE Ha aIMUHUCTpaluiTa cb¢ PenmyOnmka bbiarapus u paspaboTBane Ha MEXITy-
HapOIHH MTPOEKTH ChC I Ha JOOPOCHCEACKH OTHOMIeHNs. Peryonnka CrpOust TpsiOBa a M3ciieBa Bb3MOXK-
HOCTHTE 3a Pa3BUTHETO HA PETHOHAIHHUTE MYy3€H U KOMYHHKHpA ChC TAX HA MO-BHCOKO HUBO M3IIBJIHIBANKI
TEXHHUTE U3NCKBAHU 32 MEXTyHapOIHO cBBp3BaHe. [ pax [Tupot TpsaOBa 1a ycTaHOBH, Ye KOPEHHUTE HA pa3BH-
THETO Ha TPAJULUATA € TMPOTCKUS KWIMM. MOTHBHTE OT Hero TpsiBa 1a Ob1aT 3HAMETO Ha TO3H paiioH, KOWTO
e HenenMa yact ot Crapa ruraHuHa. B HavanoTo Ha ckanara 3a pa3BUTHETO TPsIOBa J1a € KHJIMMa, a CIIe/T HEeTro
Jla ce OpraHu3upar TPAAULUOHHHU SICTHS U CTapH 3aHAsTH, KOUTO IIe Ce M3MOJI3BaT U B MOJEPHOTO BpEMeE ChC
HWHOBAIIUU MCKAY TAX, aJallTUPpAHU KbM MOJICPHUTEC YCIIOBHA HA JKUBOT. TakuBa OTHOIICHUS MOTaT Ja ocury-
PAT CBETIIOTO OBJCIIOTO HA BeYe OTMUHAJIOTO.
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JEL: J21, C53 Abstract

The analysis of the number of human resources required in quantitative and qualitative
aspects gives an answer to the question "how many and what kind of people are
needed by the organization as a whole and by individual structural units for a certain
period of time". For this purpose, management science offers three main approaches
- method of expert assessment, method of direct calculations and method of
mathematical modeling. Often underestimated and defined as difficult to implement
in practice, the latter approach has an indisputable advantage, namely that with correct
input information, it guarantees accurate results. In this paper, we will try to support
this statement by constructing a model through which the minimum number of
employees needed for customer service can be determined. The proposed model has
Key words: been tested with numerical data.

Human resources,
optimization, planning. Published by University of Economics — Varna

Humupane: Tletkos, Y. (2025). BB3MOKHOCT 3a ONTHMH3HPAHE OpOS HA CIYXHTEIMTE B OPraHU3ALMATA [PH
HernocpeacTBeHa pabora ¢ kimeHTH. Cooprux om Mesicoynapooua KoHgepenyus no UKOHOMUKA, OU3HeC U YNpasieHue
(ICEBM). Bapna: Hayka u nkonomuka, ctp. 218 —222. DOI: https://doi.org/10.56065/ICEBM2024.218

1. BnLBeaenue

YoBemrkuTe pecypc U TSIXHOTO aIeKBAaTHO TUIAHMPAHE U yIPABJICHHUE Ca OT M3KITIOUMTEIHA BKHOCT 32
HOPMAaJTHOTO (PYHKIIMOHUpPAHE HA OPraHU3AIMHTE B ChBPEMEHHATA MKOHOMHYECKA pearHocT. EdekTHBHOTO
IUTAaHWpaHe Mpearosiara onpeAeTHETO Ha TOYHUS Opoil paOOTHHIIN U CITY>KUTENH, C TIPABUITHATE YMEHUS, Ha
TOYHOTO MSCTO, B TOUHOTO BpeMme (Barlat, 2009; Gomar, Haas and Morton, 2002) u ¢ He00X0UMO yCIIOBHE
3a M3BBPILBAHE Ha JCHHOCTHTE KadeCTBEHO U B CPOK, 32 MPEAOTBpATSABAHE HA AONBIHHUTEIHHU Pa3Xogu U
3aryOu, CBBp3aHM ChC 3a0aBsiHe, M3BBHPEICH TPY[, HEYIOBICTBOPEHOCT Ha KIHMEHTHTE W Ap. B ocobeHO
roJisiMa CTEIeH TOBa BayKH 3a cepaTa Ha THProBHUITA U YCIYTHTE, [0 OTHOLICHUE HA IEPCOHAa, 00CTY KB
KITUEHTH.

Lenrta Ha HacTOSsIIUS AOKJIA] € Ja MPEeACTaBH €1Ha B3MOXHOCT 32 ONpeeNssHe Ha ONTUMalTHUA Opoi
CITy’KUTEIH, 00CITYKBaIlly KIINEHTH.

3a mocTUraHeTo Ha Taka IIOCTaBeHaTa 1IeJl Ce pelaBaT CICIHUTE OCHOBHH 3aJauu:

1) KoncTpyupa ce Mozien 3a onpezesnsiHe Ha ONTUMATHUS OPOH CITy>KUTEIH, 00CTYKBalll KJIHEHTH, Ype3
ajlanTHpaHe Ha U3BECTHHUS B HAyYHATa JTUTEPaTypa 1 MPaKTHKa MO 32 ONITUMAJIHO yIIpaBlicHUE Ha 3allacUTe
npu cliyyaitHo Tbpcene (Atanacos, HukomnaeB u MupsiHos, 2012).

2) AnpoGupane Ha MPEATOKEHNS MOZET C IPUMEPHH YHCIOBH JaHHH.
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2. Ilpersaen Ha HAy4YHATA JUTEpPaTypa

3a menuTe Ha TUTAHUPAHETO Ha YOBEIIKUTE PECYpPCH OOMKHOBEHO CE M3IOJI3Ba MH(OpPMAITHSI OT OU3HEC
TUTaHa Ha OpraHM3alusITa 1 HOPMaTHBHTE 32 Pa3XoJl Ha TPYJI 33 €INUHHIIA MPOJYKT, CTOKA WITH yCIIyTa, KaTo ce
TIpUIarat aBa OCHOBHU MeTona (ATtaHacoBa, 2015; Bensp, 2014):

* Meron Ha eKcIlepTHATa OIEHKA, KOWTO Ce OCHOBA HA MpEIECHKATa Ha MPEKUTEe PHKOBOAMTENN Ha
3BEHATa, KOUTO TPsIOBA J1a HAIIPABSAT MPEIOKEHHUS 32 HEOOXOMUMHUS UM Opoii paOOTHUITH M CITY KUTEIIH.

* Mero Ha MPEKHUTE MPECMATAHUS — TOJXOJIAII 32 ONpPEJENITHE HA TOTPEOHOCTUTE OT PabOTHUIM HA
TPyZ0Ba HOpMa, PAOOTHHIIN, KOUTO HE pa0OTAIT HAa TPYIOBA HOPMAa, 32 TIOCPETHUIIM U ciayxuTenu. Haii-o0mmo
Ka3aHo, IPH HETO HEOOXOTUMUST OpOil HOBEIIKH PECYPCH ce MTpecMsiTa TUPEKTHO Ha 0a3a Ha wHGOpMAaIHs 3a
HOPMATHBH, Pa3XOqHN HOPMH, HAJTUICH QOHI pabOTHO Bpeme, Opoit paboTHH MecTa, Opoit cmenu u ap. [Ipu
HErnocpeAcTBeHa padoTa ¢ KIIMEeHTH TOBAa MOXeE Jia CTaHe, KaTo ce m3noi3Bat hopmynute (Atanacosa, 2015,
Bensp, 2014):

BP=HI1Kx . BK
WA
BP =HBKICn . BK,
KBJETO:

BP — 6poii Ha HeoOXonumuTe pabOTHUIIH;

HI1Kn — BpeMe o HOpMaTuB, HE0OXOAUMO 32 00CTYKBaHE Ha €WH KJIUCHT;

HBK1Cn — 6poii Ha KITUEHTUTE IO HOPMATHB, KOUTO TPsIOBa a ObaaT 00CIyKEHH OT €IUH PaOOTHIK;

BK — ouakBaH Opoii KIIMEHTH 3a IUTaHOBUS TIEPHOA.

Hapen ¢ Te3u nBa MeToza, B Hay4HaTa JIUTEpaTypa OOMKHOBEHO CE LUTHPA U TPETH, HAPEUEH Hai-001110
,,MaTeMaTu4eckl METOOU W MOJENH", Ype3 KOUTO Ce M3CIEeABAT B3aMMOBPB3KUTE MEXIY (akTopuTe U
MPOMEHJIMBUTE BEIMYHHHU, OT KOUTO 3aBHCH HEOOXOIUMHAT OPOil HOBEIIKU PECypCcH, KaTo TPYAOBH HOPMH,
MPOM3BOJUTEIHOCT Ha TPyAa, MPoJakOH, MHBeCTHIUH H Jp. OOGMKHOBEHO TO3W MOAXOJ] € OMpeelisiH KaTo
TPYAOEMBK H CKBII, HOpPagyl HEOOXOAMMOCTTa OT HAIWYMETO HW3YHCIWTENHA TEXHHKA, TOATOTBEHU
CTHELUAINCTH, KOPEKTHOCT HA MOJCITUPAHUTE 3aBUCIMOCTH U TOYHOCT Ha M3MOJI3BaHUTE TaHHU. BbhIpexu ToBa
cuuTaMme, 4e TOH MOXKe J1a MpPEJOCTaBH NOOpU BB3MOXKHOCTH 32 B3€MaHE Ha ONTUMAIHH pELICHUS TpU
IUTaHUpaHe Ha YOBEIIKuTe pecypcu. OCHOBaHME 3a TOBA JaBa A0Ope U3BECTHUSAT (akT, ue ako ca KOPEKTHO
KOHCTpYHUPAHU, MATCMATUYCCKUTEC MOACIIU TapaHTUPAT NOJIy4aBaHECTO HAa TOYHU PEIYJITATU IPU MU3IOJI3BAHE
Ha TOYHU BXOJAHH JAaHHH.

B cpuioto BpeMe eHO OT TECHUTE MeCTa MNP NPUIOKEHUETO Ha MOJOOHHM KOIMYECTBEHH METOIN M
MOJIEJIN € CBBbP3aHO CHC 3HAYMTEIHHUTE TPYIHOCTH, a MOHAKOra M HEBB3MOXHOCT, Ja OBbAAT MPaKTUYECKU
OIpeACIAHN TOUHN CTOMHOCTH Ha TEXHUTE BXOJHHU MMAapaMETPU, OCBCH aKO TC HAMAT HOPMATUBCH XapPaKTCP. B
TEOPETUYHUTE M3CJICABAHUS OOMKHOBEHO TO3HM BBIIPOC CE ,,3200UKaJIsA* ¢ JIOMYyCKAHETO, Ye MapaMeTpUTe ca
MPeIBAPUTEITHO U3BECTHU Ha 6a3a MIHAJ OIHUT, CTATUCTUYECKA HHOpMAIHS, Tpoy4BaHe. B peannu curyanun
obade YecTo ce pa3uuTa Ha eKCIIEPTHA OICHKA, YUATO JOCTOBEPHOCT 3aBHCH B rojisiMa CTEMEH OT OMUTa U
KOMIIETEHIIMUTE Ha eKCriepTa. B KOHKpeTHATa CUTYallus, HalpuMep, HeOOXOJUMHUAT OpOil YOBEIIKH PECYPCH,
MOJKE JIa Ce OMpEeeIH 0 METO/Ia Ha TIPEKUTE MPecMATaHUs Ha 0a3a HOPMATHBH 32 HEOOXOJAMMOTO BpeMe 3a
o0CITy)KBaHEe Ha KITUCHT W OYaKBaH OpOM KJIMEHTH 3a pasriiekJaHus BPEMEBU WHTEPBAJI, 10 [UTHPAHATA T0-
rope ¢opmyna. Jlopu mpu TO3HM TPaJMIMOHEH MOXBaT, o0ade, ChINECTBYBA MOMEHT Ha HEONPEACICHOCT,
CBBp3aH C OpOsi Ha KJIMEHTHTE, KOWTO B OOIIUS CIydyail MMa CiIydacH xapakrtep. [lopajau Ta3w mpudYvHA B
CJICZIBAIIIOTO U3TIOXKEHUE IIIe TIPEJCTABUM €/JHA Bh3MOXKHOCT 32 TPEIBAPHUTEITHO OMPEICIISTHE Ha ONTUMAITHUS
HEOOXOIUM OpOM CITY)KUTEITH C TIOMOIITA HA CTOXACTHUCH ONTHMU3AIMOHEH MOJIET, U3BECTEH B TEOPHATA U
MPaKTUKATa KaTo ,,MOJIe] 3a YIIPABICHUE Ha 3aIacy MPH CITyYaliHO ThpceHe ™, KOWTO, MO-Hallle MHCHHUE, MOXKe
na ObJie YCIEIIHO aJaNTHPaH KbM pasrickaaHaTa U MoJOOHH Ha HEsl CUTYAIUH.

219



ICEBM 2024 W. IleTkoB. Bb3MOXKHOCT 32 ONTUMH3HUPAHE OPOs HA CIIy>KUTENIUTE
B OpraHU3aLusiTa IPU HENOCPEACTBEHA Pab0Ta C KIUEHTH

3. MaTepuajin u MeTOAN
3.1. TeopeTuuHa MOCTAHOBKA

3a ¢dopMynEpaHeTO Ha MOJENa IIe MPEANOIOKUAM, Y€ HEOOXOIUMUAT OpOM YOBEIIKH PECYpCH ¢ 3a
UHTepBaJia OT Bpeme 7 ¢ ciyd4ailHa BelMYMHA C H3BeCTHA (YHKIHMS Ha pasmpexaencHue p(g) Ha
BEPOSTHOCTUTE. AKO TO3M OpOH € TI0-MaTbK OT HAJIMYHUTE HAa CMsIHA PECypcH b, TO OpraHU3aIyaTa ThPITH
CIMHUYHH 3aryOu C,, IOpaJy HEBIIHO YILTETHABAHE HA PAOOTHO BpeMe. AKO HEOOXOIUMHUSAT OO YOBEIIKH
PECYPCH ¢ € TIO-TOJISIM OT HATMYHUTE Ha CMSHA PeCypcH b, Bb3HUKBAT JOMBIHUTEIHU SIUHUYHU Pa3Xxoiau 1
3aryOu C,, CBbp3aHM C HEOOXOJIMMOCTTA OT M3BBHPEIHO IOIBIBAHE Ha IEPCOHANA, 3aIUIallaHETO Ha
W3BBHPE/ICH TPy, 320aBsHE Ha 00OCIY»KBAHETO HA KIMEHTHUTE, 3a€/IHO C MPOU3THYAIIUTE OT TOBA HETATHBHU
MOCIICTUIIH.

Thii KaToO ca BH3MOXKHH JIBa HECHBMECTUMH Ciydast (¢ <b u g >b) u € U3BECTHO pasIpPeIEIEHUETO
p(q) Ha HeoOXOmMMUs OpOW YOBEHIKU PECYPCH, MOXE Ja C€ MPECMETHE MAaTEMAaTHUECKOTO OYaKBaHE Ha
pa3XoaWTe U 3aryouTe, KaTo:

a o
Cb)=c ) (b= p@)+e, 3, (q=b)p(q).
q=0 q=a+1
Ilenta € na ce ompenend OHa3d CTOMHOCT Ha b, 3a kosro (ynkuusra C(b) npuema MUHUMAIHA

CTOMHOCT.

IIle mocounm ©Oe3 W3BOJA AHATMTUYHOTO pEUICHWE Ha Ta3W 3ajada, CIopel] KOETO ONTHUMATHHAT
HEeoOXoaMM Opoit JoBewkn pecypck b 3a mHTepBana T, TPH KOHTO ce MOCTHTaT MHHMMAIHH OYaKBAHH
pa3xoau u 3ary0u, yaoBJIeTBOpsiBa HepaBeHcTBaTa (Mukosa, 2022)

pg<b —)<—2 < p(g<b), (1)
¢ TG6
KBJIETO:

p(g<b-1)=p0)+pD)+..+ p(b-1)*
p(g<b)=p(0)+p()+...+ p(b).

Ako p(g<b 1)< T p(g<b"), 10 nma gBe onrtnmanau croitnoct: b u (b +1).
¢ +¢,

Ako p(g<b -1)= a9 < p(g<b"), 10 ortnmanuute croitnoctn ca (b —1) u b’
¢ +e,

3.2. Anpodanus

3a 1a 1eMOHCTpHpaMe Bb3MOKHOCTUTE Ha MOJIENA, L€ pa3riieflaMe YHCIIOB IPUMED C YCIOBHU JJaHHMU.

IIpumep. Bepura MarazuHu OTKpHBa HOB THPTOBCKH O0EKT, KOMTO mie paboTH ceieM AHU B ceIMUIIaTa
B yacoBus uHTepBan 10:00 — 18:00 yaca. Ha 6a3a Ha mpenBapuTeHO M3CIIEABAHE M aHAIN3 HA MOTOKA OT
KIIMCHTH € OIpeJesieHO pa3NpeleIeHHeTO Ha BEPOSTHUS Heo0X0IuM Opoli MpoaBad-KOHCYITAHTH 32 BCEKU
JIeH OT ceamuuaTa. Heka 3a geHs OT ceIMUIIaTa YeTBBPTHK Pa3xoauTe U 3aryOrTe Ha HOBOOTKPHUTHUS 0OEKT OT
HEIOCTUT Ha €IUH IPOJaBad-KOHCYJITAHT ca paBHU Ha 110 7B., 3aryOuTe OT €AMH M3JIMILEH CIIy>KUTET C
HEYIUTBTHEHO pabOTHO BpeMeE ce OIICHSBAT Ha 45 JIB. ¥ paslpeAcsICcHHeTO Ha HEOOXOAUMUS Opoii IpoaaBay-
KOHCYJITaHTHU € JaJIeHO B Tabiuna 1.
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Taéauma 1
3aKoH Ha pa3npenejeHue HA HEOOXOAUMMUSA OPOii MPOIABAY-KOHCYJITAHTH B IeH YeTBbPTBK

q <5 5 6 7 8 9 | >9
p@ | 0 | 015 | 035 | 03 | 015 | 005 | 0

HWsmounuk: Paspabomra na asmopa, 2024.

TpsOBa ia ce onpenenu ONTHMATHUAT OpO MPOIaBaY-KOHCYJITAHTH 33 TO3H JICH, TaKka Ye OYaKBAHUTE
CyMapHH Pa3XxoJid ¥ 3ary0u OT U3JIMIIBKA WITH JIUIICaTa UM Jia ObJJaT MUHUMAITHH.
3a HamMHUpaHe Ha ONTHMAJTHOTO pemieHHe Ie wm3noimsBaMe Gopmyna (1), kKato mpeaBapUTEITHO
NpecMeTHEM KyMyJlaTuBHUTE BeposTHOCTH p(g < b) 3a pasnuunure 3Ha4eHus Ha b (Tabnuna 2) ¥ CTOWHOCTTA
Ha M3pasza
¢, 110
¢ +c, 45+110

b

Taéauma 2

Kymyaatusuu sepositnoctu p(g < b)

b 5 6 7 8 >8
plg<h) | 0,15 0,5 0,8 0,95 1

HWsmounuk: Paspabomra na asmopa, 2024.

Or Tabnuna 2 ce Bwkaa, v¢ p(q<6)=0,5<0,71<0,8= p(g <7). CnenoBareaHo ONTUMaJIHHUAT

Opoii TpoaaBadY-KOHCYJITAHTH, KOHUTO TPsSOBa na OOCTY)XBAaT KJIMEHTH B HOBHUS THPTOBCKH OOEKT B JCH
YETBBPTHK, € paBEeH Ha 7.

[IpennoxxeHusT MOJIEI TTO3BOJISABA /1a CE HAIIPABH M OIIEHKA Ha PAa3XOJUTE M 3aryOuTe, KONTO KOMITAHUSTA
Ou WHKacupasa B CIy4aid Ha HEJOCTHT Ha TIEPCOHAN, aKO B pa3riieXkIaHUs YaCOBH MHTEPBAI OPOSIT Ha 3a€THUTE
KOHCYJITAHTH € TOYHO HamepeHusT (7). OT HepaBEeHCTBOTO

0,5<—2 <08
S+c,

ce uspasssa4d < c, <180, 1.e. pasmepbT Ha pasxoxuTe U 3ary0uTe HAa KOMIAHUSATA CE HAMUpPA B MHTEpBaIa

Mexay 45 nB. u 180 8.

B 3akitoueHue 1ie nojguepraeM, ue MPUIIOKEHUETO Ha BCEKH MAaTEeMaTH4YEeCKH MOJIEN € CBbP3aHO C
KOHKPETHU OIpaHUYEHUS Ha cpeara, KosITo ce Mojenupa. ToBa mokas3Ba, 4ye TaKbB THII MOJEIH HAMAT
yHHBEpCAJleH XapakTep M Ca HajJHle MPeINOCTaBKU, CBBbP3aHU C OCOOCHOCTUTE HAa KOHKpETHA
MKOHOMHUYECKa CUTYyallHs, 32 KOHCTPYyHpaHE Ha HOBH WM MOAM(HUIMpPAaHE HA CHIICCTBYBAIIM MOJCIH H
METOM. B TO3M CMUCHI B NMPEIIOKESHHUS MOJIET MOTaT Aa ObAaT OTPAa3eHU U JIPYTH PEaHU CIeHUPUKH,
KaTo OrpaHUYEHUE BbpPXY Hain4yHHA (GoHI paboTHa 3amiara, JOMyCTHM MaKCHUMalieH OpOW CIIy)KHTEIH
(paboTHMIN) U Ap.

Jluteparypa

1. Aranacos, b., Hukomnaes, P., MupsaoB, P. (2012). Koauuecmsenu memoou 6 ynpasnenuemo. BapHa,
Hayka 1 nkonomuka,

2. AranacoBa, M. (2015). Menuoacmoum na wosewkume pecypcu. Teopus u ipaktuka. Codust, ABaHTap
ITpuma.

3. Beawp, O. (2014). Ynpasrenue na wosewrxume pecypcu. Copus, YU ,,Cs. Knument Oxpunckn®, 184 c.

221



ICEBM 2024 W. IleTkoB. Bb3MOXKHOCT 32 ONTUMH3HUPAHE OPOs HA CIIy>KUTENIUTE
B OpraHU3aLusiTa IPU HENOCPEACTBEHA Pab0Ta C KIUEHTH

4. MukoBa, T. (2022). Moodenu 3a onmumanto ynpasieHue Ha 3anacu 8 ijocucmuynama cucmema. Bapua,
Hayka 1 nukonomuka.

5. Barlatt, A.Y. (2009). Models and algorithms for workforce allocation and utilization. The University of
Michigan.

6. Gomar, J. E., Haas, C. T., Morton, D. P. (2002). Assignment and allocation optimization of partially
multiskilled workforce. Journal of Construction Engineering and Management, 128 (2), 103—109.

222



ISSN (Onnaiin): 3033-1706 |

Jlururanna rpancdopmanusi, NpeanpueMadecTso, 6M3HeC HHOBALMH
DOI: https://doi.org/10.56065/ICEBM2024.223, cTp. 223 — 227

ICEBM

UNIVERSITY OF ECONOMICS - VARNA

MEXAYHAPOJHA KOH®EPEHIUA 11O HKOHOMHKA,

BU3HEC U YIIPABJIEHUE

10-o0 u3pnanue, 26 — 27 cenremspu 2024 .
HNkonoMmuueckun ynuBepcuteT — BapHa

KiauenToueHTpYHUSAT MoaX01 B cepaTa Ha AJTEPHATUBHUA TYPU3bM — HHCTPYMEHT 32 10X0AH

Xpucruna MUXAJIEBA!, Xpucro TEOPTUEB?, CBetiia ATAHACOBA®

! Marketing Department, University "Prof. d-r Asen Zlatarov" — Burgas, Bulgaria, ch.michaleva@abv.bg
g Dep y g g

2 Marketing Department, University "Prof. d-r Asen Zlatarov" — Burgas, Bulgaria, hristo_g_g@abv.bg

3 Marketing Department University "Prof. d-r Asen Zlatarov" — Burgas, Bulgaria, svetla_n_atanasova@abv.bg

JEL: O14, P24, C41, E13

Key words:

customer focus, socio-
economic system, alternative
tourism, customer relations,
unstable environment

Abstract

The formation of the modern socio-economic environment, the development of the
service economy, the reorientation of the organization's development strategy in a
situation of socio-economic turbulence significantly adjusts the policies of companies
in the tourism sector of the economy and determines the urgent need to build and
implement customer-oriented trajectories and management activities.

This publication examines the origins and development of the "customer-centric
approach" in the organization. It clarifies the content of the term "customer focus" as
a tool for the formation and development of an organization in conditions of socio-
economic instability. This is necessary because the analysis of the scientific literature
shows that there is no single conceptual approach for defining customer focus. It has
also been found that both practitioners and theorists use different terminology to
define the nature and content of the term 'customer focus'

The modern external environment creates unstable conditions for the long-term
sustainability and development of organizations focused on offering services. Their
activity is characterized by increased competition, dynamic saturation of the market
supply, transformation of the "seller's market" into a "buyer's market", the rapid
obsolescence of the marketing technologies used, unfair competition and customers
looking for variety.

Therefore, organizations are forced to develop and introduce new marketing and
management tools. They need to adapt quickly to changing environmental conditions
and anticipate options for dealing with economic shocks.

The process of adapting to such changes in organizations, characterized by a complex
organizational structure, multi-level management and bureaucratic process in making
managerial decisions, along with the economic instability of business processes is an
even more difficult problem to solve.

The authors agree that customer focus is a basic and effective tool for organizing
customer relationships. This is the way to secure a stable income.

A customer-centric approach in the service organization can be an indispensable
element of the adaptation policy in a turbulent and unstable external environment.

Published by University of Economics — Varna
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1. BnLBegenue

Odexm na uzcnedsane B noxnana e pupma ,,/Ipuiim Ilount”.

IlIpeomem na uscnedsane é 0oknada € KIVESHTOLUECHTPUYHMA MOAXOJ aJanTHpaH KbM (GopMupaHarta
ChbBpPEMEHHA COIMAIHO-UKOHOMHUYECKa cpesia, MKOHOMUKA Ha TYPUCTUYECKUTE YCIIyTH, aKTyaJu3upaHaTa
CTpaTerus 3a pa3BUTHE HA OPraHU3alMATa B CUTYyalUsl Ha COLUATHO-UKOHOMUYecKa TypOyJIEHTHOCT 1 HE Ha
MOCJIEAHO MSICTO NMPH YCIOBUSTA HA MOJUTHKA OPHEHTHUPAaHU KbM KJIHMEHTa B cepaTa Ha aJTEPHATUBHUS
TYpU3BM.

Ilen na ooxknaoa:

LenTa Ha HacTOSIIMS MOKJIAA € JAa Ce pasriiefaT MPON3Xoa U Pa3BUTHETO HA ,,KIUEHTOLCHTPUIHAS
MMOAXOM“ B OpraHM3anuara. M3scHABaWKH ChIbpPKAaHUETO HAa TEepMHUHA ,,(OKYC BBpPXY KIHEHTa” KaTo
WHCTPYMEHT 3a (QopMHUpaHe W pa3BUTHE HA OpTaHM3AIMs B YCIOBUS HAa COIHATHO-MKOHOMHYECKa
HECTAOMITHOCT | J1a C€ OTKPHST 3aBUCUMOCTH C ITOBUIIABAHETO HA JIOXO0/1a U.

3a na Ob/ie M3MBITHEHA TaKa NIOCTaBeHATa 1IeJl, € HEOOXOAMMO Ja Ce pelIaT CIeAHUTE 3a0auu:

1. Jla ce HampaBu nuTepaTypeH 0030p MO TeMara, KaTo Ceé pa3KpHe CHITHOCTTAa Ha TOHATHETO Ha
,»KITMEHTOIIEHTPUYCH MOAXOA * M TIO3UTUBHUTE OT HETOBOTO MPHIOKEHHE.

2. la ce m3cienBaT aKkTHBHOCTHUTE B TIOCOKAa Ha YTBBbPXKJaBaHE Ha “GoKyca BHPXY KIHEHTa , KaTo
(hyHKIMOHUpAI] MHCTPYMEHT 32 MOBHUIIIaBaHE HA JI0XO0/A.

3. Ja ce mnabemexaT MepKH 3a IIOBWIIaBaHE Ha JJOXOJa IMOCPEJCTBOM ONTHMH3MpPaHE Ha
B3aMMOOTHOIICHHATA KIIMUEHT - OPTaHU3aIHs, B PAMKUTE Ha alITEPHATHBHUS TYPU3IBM.

TE3A OcHoBHAaTa Te3a B JOKJIA/1a €, Y€ KIIMeHTOIEHTPUYHUS TTOAXO0/, H3pa3eH upe3 HoKyCcupaHe BbpXy
MMOTPEOHOCTHTE HA MOTPEeOUTENs, 3aJerHal B CHCTEMHH M JBITOCPOYHH B3aMMOOTHOIIEHUS C KIIMEHTHU €
KII0Y0B (DakTOp 3a TMOBWIIABaHE Ha JOXO0Ja Ha OpraHM3alusTa. YCIENTHOTO YNpaBleHHWE Ha Te3U
3aBUCHMOCTH BOJIM [0 IIOBHWIIABaHE Ha TNPUXOAUTE W TedambaTa, KakTo W 10 TOHoOpsiBaHe Ha
KOHKYPEHTHUTE TIO3UIINH Ha OPTaHU3aIHATA.

2. JluTtepaTypeH nperjea U pa3BuTHEe HA XUNOTE3H
2.1. B3auMOOTHOIIEHUATA ¢ KJIUEHTH KATO KJIHEHTO-IeHTPHYEeH MOAX0/1

Y I0BIETBOPEHOCTTa OT MHOTPEOJEHHETO € CHOTBETCTBHETO HA OYAaKBAaHUATA HA IOTPEOHUTENS C
peaTHUTe MpEeKUBSIBAHUA M E€MOLMOHAIHU CHCTOSHHUSA, KOUTO TYPUCTHUECKUSA MakeT MHpenocTaBs. AKo
XapaKTEepPUCTUKUTE Ha MPOAYKTA C€ OKa)XKaT MO-HUCKU OT OYaKBAHWUTE, KIMEHTHT IlI€ M3NNTAa HETaTUBHU
€MOLIMM OT TNPUAOOMBAHETO CHOTBETHO NOTpebieHHeTo. B ciydaill, ye peasHOTO H3NBIHEHHE Ha
TYPUCTUYECKHSI MPOAYKT OTIOBAapAT Ha 3asBEHUTE OT NMPOU3BOAMUTENS WIM IpojaBada, KIMEHTHT ycella
ynosierBopenue. Cropen (®. Kotaep, 2022) ,,Koraro xapakTepuCTHKHTE Ha MPOAYKTa HAAXBBPISAT
OUYaKBaHUATA HA MOTPEOUTEINS, TOW U3MNTBA YyBCTBO Ha Bb3XxulIleHne. OT CTETNIeHTa Ha YAOBJICTBOPEHUE Ha
KJINEHTa 3aBHUCIT HETOBHUTE PELICHHS 3a MOBTOpPHA MOKYIKAa M OT3UBHUTE 3a MPOJYKTa Cpel MPUATEIH U
MO3HaTH".

Oco0eHO Ba)KHO 3a YJOBIETBOPEHOCTTA Ha KIUEHTA € MPaBUIHOTO MHPOPMHUpAHE 32 TYPHCTUUECKHUS
nakeT. Peknamara Ha npenocTaBsmus TpsiOBa qa ObJie ICTHHCKA M 1 OTKCBA PEATHUTE U CHOTBETCTBAILN
XapaKTepUCTUKA Ha MpOAyKTa/yciayraTa. YCTaHOBEHa IMpaKTHKa € YMHUIUICHOTO 3aHIDKaBaHE Ha
XapaKTepUCTUKUTE W JOCTOMHCTBAaTa HAa MPOAYKTa, C LIEeJ OCHTYpSBaHE HA MOTPEOHTENs] MAKCHMAIHO
3a/10BOJISIBAHE Ha OYAKBAHMSTA, CHI'BTCTBAHU C YJOBOJICTBUE OT MTOKYIIKATa.

YcemaHeTo Ha 3aJOBOJICTBO OT MPUAOOUTHUS MPOAYKT UIIH YCIIyTa ONpPeeaT U JeCTBUATA HA KITUEHTa
cileq TMOKymkaTta. Pa3MHHaBaHETO B OYaKBaHUATA MM CHOTBETHO 3aJOBOJICTBO OT MNOTPEOJICHHETO
OTIpe/eNsAT MOCIeBAlINTE ACHCTBUSA. AKO TOH € JOBOJICH OT MOKYIKAaTa, € BEPOSITHO J1a MPUI00HUe OTHOBO
MPOJYKTa, ONpaB/iaj HETOBUTE OYaKBaHUsSI M 0OpaTHO — pa3oyapoBaHMs KIMEHT PSAAKO JaBa BTOPH LIAHC.

HeynoBneTBopeHus KIIMEHT pearupa rno pas3jiduyeH HauuH. B ciyuail, ye mpoayKTa € MaTepualieH TOu
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Hal-4eCTO ThPCH BB3MOKHOCTTA Ja T'O BbpHE 00paTHO B MarasuHa H Jja pa3Kake Ha OKOJHHUTE 32 JIOMINS CH
KbCMET, KaTo CbBPEMEHHHUTE HH(MOPMAIMOHHU TEXHOJOTWH W COLMAIHH IUIATGOPMHU MO3BOJISABAT 1a
pasmpoCcTpaHu MCTOpUATA HAa JIOWMS CH ONUT C 0e30poil mHTepHeT mnoTpedurenu. B cinywyaure Ha
HeMaTepualleH NpOAYKT (yciayra) HEraTHBHHUS ONMT ChIIO Cbh3/aBa OTPULATENHH HACTPOEHUS, KOWTO
MOJJIEKAT HA MHTEH3UBHO Pa3NpOCTPaHEHUE, HO 3a pas3iiKa OT Bb3MOKHOCTTA OT MOAMSIHA B Mara3uHa Ha
He (QYHKOUOHUpAIl TMPOAYKT HampuMep, NpU TypUCTHYECKaTa YCiIyra KOMIIEHCHpaHETO Ha
HEYJIOBJIIETBOPEHOCTTA € MCTHHCKO MpPeJU3BUKATENICTBO. [IpuchequHsIBAaHETO Ha pa3oyapoBaHUs KIUEHT
0o0paTHO B CEMEHCTBOTO Ha JIOSUIHUTE MOTPEOHTENH € MOYTH HEBB3MOKHO. B Taszum Bpb3Ka ce mosBsiBa
KOHIIETIIIAATA 32 IBITOCPOYHH B3anMOOTHOMIeHHs ¢ kiueHTute. Criopen (Cranumupos, 2010) ,,Jlorukara
HAa MapKeTHWHTa Ha B3aMMOOTHOIIEHUATA € 10 pa3iudHa. TyK Bpb3Kara € ,,KOMIIaHUS —KIHeHTH (a He
KOMTIaHMsI — Ia3ap Kato 1su10) . O4eBHIHO ChBPEMEHHUS KIIMEHT Ce MOCTaBs B ICHThPa Ha HKOHOMHYECKATa
neitHocT. HeroBute 3aJ10BOJIEHU MOTPEOHOCTH M JIOSITHOCT ce (hOpMUpAT Ha OCHOBATa HAa IIEHHOCTTA Ha
npojayKTa 3a Hero. OpraHu3anusaTa JOCTABUYMK Ca OPHCHTHUPAHU KbM MpeiaraHe Ha Bb3MOXHO Hal-BHCOKA
CTOWHOCT W Ch3JIaBaHe Ha Hal-moOparTa cucTeMa 3a J0CTaBKa Ha IIEHHOCTH.

Ta3u ctparerust o6aue He OMBA Jla ce pasriiexkaa, KATO CHCTEMHO HaMaJIIBaHE Ha IECHUTE U BbBEXKIAHE
Ha JIOMIBJIHUATEITHU Oe3IuTaTHH yernyru. Ta3u crpaTterus He e peHTadmiHa. OpraHu3aiunuTe OpUeHTHPAHH KbM
KIIMEHTa WM3MOJ3Ball¥ KIMCHTO-IICHTPUYHHS TOAXO0Jl ONMHUTBAT Jia yBelIHYaBaT TedajOuTe CU Mo JAPYTH
HAaYMHU (MOJICpHU3AIUsl HA TMPOU3BOJACTBEHUS TPOIEC, JONBIHUTCIHH WHBECTUIIMH B W3CJICIBAaHUS WU
pa3paboOTKU W CHIIHA OPHEHTUPAHOCT KbM Hal-MOJCPHUTE W CHBPEMEHHH KOMYHUKAIIMOHHW KaHAIU 3a
nocturane no morpedurens. 3amorto kakto (AueB E, 2023) TBwpam ,,Bamara ayauropus e Haili-BaxkHa.
Koraro pazbepere Hy>KIUTE Ha CBOSITA ayJAUTOPHS, BUE IIIe 3HACTE KAKBO JIa M MPETIOKUTE U KaK TS MOXKe
Jla ce BB3IOJI3Ba OT Bamiara oepra, a ¢ TOBa IIe 3aJIaJIeTe U MOCOKATa Ha BalllaTa MApKETUHIOBA CTPATETHs ™.
CbBpeMECHHUTE KOMIIAHWHM B CTPEMEXKa CH Jia YBEIHYAT NMPUXOJIUTE OTHACIAT 3HAYUTEITHH PEeCcypcH 3a
ThpCEHE W MPUBJIMYAHE HA HOBU MOTPEOUTENH. 3a Ta3H IeNl ONPENeNAT TMOTCHIIMATHH IEeJICBU TPYIU
MOTPEOUTENH, U3BBPIIBAT TAXHATA KIaCU(PUKAIU U pa3paboTBaT METOU 3a NPUBIHYAHE HA BHUMAHHETO
Ha ximmenture. Criopen (@. Kotasp, 2020) ,,Cnen kaTo MapKeTOI03UTE ca OTPEACIININ TPAHUIINTE HA CBOATA
ayuTOpHsl, TpsIOBa na ovepTasT npoduia Ha W Jia OMMIIAT MEPCOHUTE M, KOETO IIle UM MOMOTHE Jia Kak
Ay IUTOPHSITa HANCTHHA M3TJICK A B peallHus :KUBOT  [IpON3BOAMTENHNTE Ca TOTOBH J1a OTACIST MHOTO BpeMe
U CPEJCTBA, 3a Jia ONpPEACNIAT TOYHO CBOs IesieBu notpedbuten. Cropes (Bacuiera, 2021) Cnenuanucture
no [1P Tps6Ba na pasmonarar ¢ mpeABapUTEIHU NMPOYUYBaHUS Ha MyONHMKHUTE, KOUTO JIa MIOKa3BaT TEXHUTE
MO3HAHUA OTHOIICHHUE U MOBCACHUC IO OTHOIICHHWE HAa KOHKPETHUTC TCMH , KOUTO Ca CBbP3aHU C BCUC
onpenaenenus npodbiem. Cien kaTo Noiaydar pa3dupaHe 3a TOBa KOW € IieneBara ayauTopus, pazpaboTsar
PEKIIaMHU KaMIIaHUM W ONpCACIAT MCTOAUTC W KaHAJIUTE 3a TAXHOTO pPa3IpOCTpPaHCHUC. EI[I/IH oT
ChbBPEMEHHHTE M BeEU€ MHOTO pa3MpPOCTPAaHEHU MOXBATH 3a JOCTUTaHE IO ayAUTOpHUsATa € 4Ype3 T.H.
¢punencepu. Cropen (Iladgsp Huiin, 2020) UndnyeHchpuTe BHACAT aBTEHTHYHOCT M YOBEHIKH JOMHD B
MOCJIAHMETO Ha MapKHUTE, KOETO T¢ HE MOrar ja ocurypsat camu‘ Crenpaimara 3ajgada € Ja ce pa3padboTu
IIOTOK OT IOTCHHOHWAJIHU KIIMCHTH, KOUTO HaWMCTHMHA MOTaT Ja CTaHaT INCYCIHMBIIMN 3a KOMIIAHHATA, Ja TH
MPUOPUTU3UPAT U J1a TH IPEBBPHAT B peaHU NOTpeOuTenu. Y Hakpas, 3aKII0unTeNHATA e € J1a 3aIbpiKaT
KIIMCHTUTC, KOCTO € Bb3MOXHO CaMO IIPpU 3a1a3BaHC Ha B3AUMHOMN3TOJJHU OTHOIICHUSA C TAX.

3. Pe3yaratu
3.1. AHaau3 Ha AeliHocTTa HAa Qpupma ,,JApuiim Ilonnt”

®upma ,,JApuiim IMomHT” craptupa neitHoctTa cu mnpe3 2018r. nelHOCTTa M € HacoyeHa KbM
MIpeA0CTaBsIHE Ha KPAaTKOBPEMEHEH IOJACIOH Ha roctu Ha rpaj byprac. Knmmuenture, xouto Haii-yecto
U3I0JI3BAT HEHHHWTE YCIYrH 32 HACTaHSABAaHETO ca OM3HEC OPUEHTHUPAHU MHIUBUAM WK TypucTd. llpes
JIETHUS Ce30H 00€KTa € Hal-IbJIro aHrakupan. @upma ,,/{puiim [louHT* paszmnonara c ABycTaeH aapTaMeHT
B LICHTBPA Ha I'pax byprac, KpIETO ce nmpeaara 1 OCHOBHHMSI IIPEAMET Ha JIEWHOCT, & UMEHHO OCUTYPsIBaHE
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Ha KOM(OPTEH NpecToi Ha CBOUTE TOCTH.

KIIMEHTH: Cratuctndeckara nHQpopManus ¢ koaro pupma ,,JApuiim [lounT* paznonara nmoxkassa, ue
MO-TOJISIM € JIeJIa Ha TOCTUTE C UYKJECTpaHeH npousxoa. bearapckure ket ca 20%. OcHoBHaTa L€l Ha
npeOuBaBaHe € BAKAHLIMOHEH TYpU3bM, a 61130 20% 0T ocTaHaIHUTE ca [0 JIMHUS Ha CITY>KeOHH 3abKEHUSI.

KOHKYPEHTH: KoHnkypeHTH Ha ¢upMaTa ca rpyna CXOIHHM OOEKTH MNpelaramy KpaTKOCPOYHO
HACTaHsBaHE MPH MOJIO00HU YCIOBHUS.

H3TOYHUIIH HA PEKJIAMA: ®upwma ,,/{puiim [lonHT* € peructpupana B MEXIyHapOIHUAT CalT
Booking.com u 6warapckusar caitt Pochivka.bg. IToutu 80% ot rocture Ha oGekTa ca NpUBIEUYEHH, KaTO
KJIMEHTH [IOCPEACTBOM IIBPBUS CAMT.

CHhXPAHEHUE HA UHD®OPMALUATA 34 KJIMEHTUTE: Caiita Booking.com mpemoctaBs Ha
(upMara H3KIIOYNATEITHO IMOApPOOHAa W OJaroHamexaHa WHGOpPMAIUS IMOCPEIACTBOM IPHUIIOKEHUETO 3a
JOMakMHM. TO I1I03BOJIsIBA LSAJOCTHO W HENPEKbCHATO HaOJIOACHME, aHalu3 W yNpaBlIeHHE Ha
nHbopManuiITa Kacaela KIMeHTUTe, KOHKYPEHTUTE U TeHIEHIIMUTE Ha 1a3apa 3a TO3H THUII YCIyTH.

4. Iluckycuu

4.1. UxoHOMHYEeCKA 11eJ1eCHOOPA3HOCT Ha AeliHOCTTA HA upMma ,, [ puiim [lonnT*. Mepku 3a
noao0psiBaHe HA PEHTAOUITHOCTTA.

AHanu3bpT Ha GUHAHCOBUTE PE3YITATH JlaBa BH3MOXKHOCT JIa C€ MPELEeHH JOKOIKO € MKOHOMHYECKH
obocHoBaHo (mpma EmMoHa nma mpoAbKM fa mpeiuiara yCIyrd Ha CBOWTE KIMEHTH W JIadl MOKpPUBa
aJTepHATUBHUTE CH pa3xoau. PeHTaOWIHOCTTa Ha aKTHUBUTE € KIII0YOB KPHUTEpWUH 3a OIleHKa Ha
eexTrBHOCTTA HA (HUpMaTa M JlaBa HACOKHU 3a ObIemara IeHHOCT B Ta3u cdepa.

VYcraHOoBsIBa ce TIOJIOKHUTETHA 3aBUCHMOCT MEXIy KIIMEHTCKAaTa YAOBIETBOPEHOCT OT €IHA CTpaHa |
Oposi peanM3MpaHd HONIYBKH W TPUXOIU OT MPOoAakOM OT Apyra crpaHa 3a oOekT ,,/{pmiim IlouHT*.
(I'paduka 1.). B pesynrat Ha A0OpO ympaBleHHE HAa B3aMMOOTHOIIEHHUSTA C KIWEHTH ce HaOIrogaBa
Mojo0psiBalla ce ONEHKa OT KIMEeHTH( PEeHTHHT) 3a TOCIEAHHUTE JBE TOAMHH. YCTAaHOBABA CE€ CBHIIO
MTOBUIIICHNE Ha TIOJIOKUTETHUTE OT3MBH M KOMEHTapH Ha KIMEHTH Tpe3 HaOIoJaBaHUS MEPUOJ KAaKTO U
Oposi Ha JIOSUTHUTE KIINEHTH.

YcmopenHo ¢ ToBa MOXKeE J1a Ce yCTaHOBH MOJOOpSBaHE Ha IMOKa3aTelst MPUXOAHA OT MPOAaKOn ¢ HaX
100% 3a 2022/2023r. [lonoOHa e 1 AUHAMUKATa Ha MOKa3aTells pealn3upaHy HOULYBKH 3a TE3H MEPUOIH.
OcHOBHa TpHUYMHA 3a TOBa € TMOAOOPSBAaHETO Ha 3a€TOCTa HAa WM3BBH AKTUBHUS JIETEH CE30H upe3
yBeIMYaBaHE Ha JIOSUTHUTE KIIMEHTH U CTUMYJIMpaHE Ha ABJITOCPOUYHUTE PE3ePBaLUU.

[MomobpsiBane Ha KOHKypeHTOCMocoOHOCTTa. CpaBHEHHETO ¢ KOHKYPEHTHTE MpeiJiaraiid mogoOHa
yciayra B paiioHa mpe3 nepuoga Anpui- OxkromBpu 2022r. moka3Ba Mmo-Ja00pu pe3ysiTaTy M0 OTHOIICHUE
MoKa3aTelis peajlu3upaHd HOIIYBKH 3a 4 oT HabmogaBaHuTe 7 Mecena npu cxoaHu Ienn. Habmronasa ce
nonoOpsiBaHe HA MPENCTaBIHETO CHPSMO KOHKYPEHTUTE cpaBHeHHE ¢ nepuoaa Anpui-Okromspu 2022r.
ToraBa 00¢ekT ,,/Ipuiim [TouHT. ¢ OWJI ¢ MO-HUCKHU MTOKA3aTeu 3a 5 OT HaOJI0JaBaHUuTe 7 Mecena
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I'pagura 1 Cpasnenue na 60ps Hougyeku ocvugecmaenu upes catima Booking.com 3a
nepuooa Anpun-Oxmomepu 2023e. cnpsamo npeoxoonama 2022e. u cpeono onesHama yena

30

25

20

15

10

AT

man.23 oHN.23 tonn.23 aBr.23 cen.23 OKT.23

1 CpaBHeHWe Ha 6opa HOLLYBKM OCbLLECTBEHU Ypes caiiTa Booking.com 3a nepunoga Anpun-Oktomspu 2023
CNpPAMO NPeaxofHUA Nepuos, 1 cpeaHo AHEeBHaTa LeHa,

I'paduka 1. CpaBHeHHe Ha O0psl HOIYBKH OChILeCTBEeHN 4pe3 caiiTa Booking.com 3a nepnona Anpuii-
OxTtomBpH 2023r. cipsimo npeaxoanata 2022r. ¥ cpeaHo AHeBHaTa neHa, QOo6ekr ,,/{puiim [MouHT*
H3mounuk: Booking.com

[lo oTHOIIEHMEe Ha TOKa3aTelss cpelHa OLeHKa (PEeHTHHT) cpaBHEHHE C KOHKYpEHTHAaTa Tpyma OO0eKT
»JApuiim IMomHT MMa 1o-100po MK paBHO MpeAacTaBsHe B 8 oT mociennure 12 meceua. Te3u pesyaratu
OTHOBO MOTBBPKAABAT BAXKHOCTTA HAa KIIMEHTCKATa YAOBJIECTBOPEHOCT 32 (PMHAHCOBHUTE TIOKA3aTEIH.

5. U3Boan

B 0000mmenne Moxe Aa ce 3aKiII0UuH, Y€ ISHHOCTTa HAa ChbBPEMEHHATa OpraHU3alys € U3NpaBeHa npex
MHOXECTBO MPEAU3BUKATEICTBA, KOUTO C€ YBEIMUABAT C HAPACTBAHE Ha KOMILJIEKCHOCTTA U III00aIHOCTTa Ha
3a00uKanAmsg HU CBAT. Mankure ¢upmu, xato ,,Jpuitm [lomHT™ ca u3noxeHHe Ha BOJSATa HAa CHIIHA
TypOoneHus, Obp30 MPOMEHSIIHN CE YCIOBUS M CHIIHO OrpaHuYeHH pecypcu. ChBpeMEHHHTE Pa3paboTKH B
chepata Ha HMH(POPMALMOHHUTE TEXHOJOTWH, KAaTO OHJAH IIaTGOpMU 3a HACTaHsABAaHE OT BUAA Ha
Booking.com u Pochivka.bg cb3naBaT Ha BCHUKH y4acTHHILIM PaBeH CTapT J0 OKeaHa OT MoTpeduTenu. 3a na
ce BB3MOI3BaT 0baye € HeoOXOAMMO /1a ce MU3IONA3BAT KAKTO TPaIUIMOHHUTE OXBAaTH B MApKETUHra Taka U
Hall-CbBpEMEHHUTE JUTMTATHU TakuBa. Beue He € JocTaThuHO Aa Mo3HaBall nejeBus nasap. KinueHTsT oyaksa
MEPCOHAIM3UPAHO OTHOILEHHE, aJaITUPAHO TOUYHU KbM HETOBUTE IPEACTABHU U OYaKBaHMA. 3a IOCTUTaHE Ha
TOBa € HEOOXOAMMO MOCTABSIHETO MY C LIEHThPa Ha OpraHU3allMOHHATA JEHHOCT.
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Digital Accessibility Maturity Models are internationally proven structured
frameworks supporting organizations in assessing, improving, and maintaining digital
accessibility of their digital products, services, and environments. These models help
organizations assess their current state of digital accessibility, identify gaps, and create
a roadmap for progress by defining different levels of accessibility maturity. The
models usually consist of several stages, each representing a different degree of
organizational maturity in terms of the practices applied to ensure the accessibility of
the work environment for people with disabilities. Background and aim: This paper
aims to compare digital accessibility maturity models and to propose a digital maturity
evaluation process; Scope: research limitations are related to the practical
implementations of the studied models; Methods: a digital maturity evaluation process
is proposed, which is partially tested with a tool for automated testing; Results: Google
Lighthouse tools is used to collect data from human resource management agencies’
websites and to analyze their performance, accessibility, SEO; Conclusions: digital
maturity models need to be applied in the workplace to ensure diversity and inclusivity
of the organizations. Originality: it focuses on the benefits of examining digital
accessibility in the workplace. Practical implications: the practical applicability of the
Key words: proposed method is related to its implication in testing aspects of accessibility
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1. Introduction

To achieve the United Nations’ Sustainable Development Goals and provide opportunities for lifelong
learning, digital accessibility is critical to the inclusion of people with special needs in the workplace. At the
global, European and national levels, institutions work towards the integration of people with disabilities in
public activities, providing funding and training and employment programs, but still, the challenges to policies
for the inclusion of this target group need development, especially in the context of digital transformation.
Although information and communication technologies have advanced, many users still spend a lot of time
"having difficulty” with information systems and looking for the information they need (Todoranova and
Penchev, 2023a). The same source states that the vast majority of businesses, both public and commercial,
have little trouble gathering data. This can also lead to the slow or even impossible processing of information
by people with special needs.
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World Health Organization (WHO) data indicates that approximately 1.3 billion people experience a
significant disability, representing 16% of the world's population, or 1 in 6 people (WHO, 2023). The WHO
also states that this number is growing due to the increase in noncommunicable diseases and people living
longer (WHO, 2023). According to statistics within the European Union (EU), 101 million people or one in
four adults, have some form of disability (Council of the EU and the European Council, 2024). On the
unemployment of people with disabilities, data shows that within the European Union in 2020, 17.7% of this
target group aged 20-26 were unemployed compared to 8.6% of non-disabled people in the same age group
(Council of the EU and the European Council, 2024). These data suggest that it is necessary to provide an
accessible working environment for people with different profiles, including those with disabilities.

In this connection, further research on accessibility issues is needed. Often, efforts to integrate people
with disabilities are chaotic and not well planned and thought out despite the stable legal framework
(Todoranova and Penchev, 2023b). The useful instruments for businesses in ensuring inclusive workplaces are
the accessibility maturity models (Auer et al., 2023). They create and enhance inclusive digital services and
products. The accessibility maturity models offer a methodical framework for evaluating and improving
accessibility procedures and establishing clear phases or maturity levels (Michel, 2020). Additionally, by
monitoring advancements, detecting gaps, and contrasting them with rivals or industry standards, these models
help businesses measure their development over time, as well as “innovations that can supercharge those
market players ready to embrace the capabilities of GenAl, ML, LLMs, AR/VR, among others” (Zhechev,
2024). To include accessibility in every aspect of the company, they also provide a roadmap for strategic and
operational planning, emphasizing the best practices, resource requirements, and necessary actions.

On this basis, this paper aims to compare digital accessibility maturity models and propose a digital
maturity evaluation process. The process is partially tested with a tool for automated testing aspects of software
accessibility — Google Lighthouse.

2. Literature Review

Accessibility Maturity Models are a structured framework to help organizations assess, improve and
maintain the digital accessibility of their digital products, services and environments (Maher, 2024). The
models consist of several stages that represent different degrees of organizational maturity in terms of the
practices applied to ensure the accessibility of the work environment for people with disabilities. These models
typically implement accessibility indicators and metrics that track an organization's progress in implementing
best practices for digital accessibility. One of the popular accessibility maturity models is the W3C
Accessibility Maturity Model (WAMM), which is a framework developed by the World Wide Web
Consortium (W3C) to help organizations assess and improve their accessibility practices. It consists of four
levels:

e Inactive: Lacks awareness and understanding of the necessity,

e Launch: An organization-wide need was identified. Although planning was started, the events were
poorly coordinated,

o Integrate: A well-defined organizational strategy and a roadmap are in place,

e Optimize: Integrated throughout the whole company, regularly assessed, and based on the results of
assessments.

WAMM guides organizations from a compliance-based approach to a proactive, user-centered
commitment to accessibility (World Wide Web Consortium, 2024). WAMM evaluates accessibility maturity
across eight domains: Governance and Leadership, Organizational Culture, Planning and Strategy, People and
Skills, Processes and Tools, Procurement and Vendor Management, Measurement and Improvement, and
Outcomes and Benefits (Ibid). By following WAMM, organizations can shift from reactive to proactive
accessibility, resulting in higher-quality, more inclusive digital experiences for all users, including those with
disabilities. This structured approach allows for continuous improvement, extending reach to underserved
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markets and demonstrating corporate responsibility and inclusivity.

Another popular accessibility maturity model was developed by the company Microsoft - Accessibility
Evolution Model (AEM). It is implemented in the Windows operating system and includes a set of structured
levels that describe how well an organization's behavior, practices and processes aim to reliably and sustainably
integrate digital accessibility for people with disabilities (Microsoft, 2024). Microsoft is committed to
promoting the inclusion of people with disabilities in the workplace by focusing on hiring them and making
them an integral part of the organization. The company's inclusive employment programs, such as the Autism
Employment Program, are also based on the AEM (Ibid).

Microsoft (2024) created a model that includes five levels of integration of good accessibility practices -
Initial, Repeatable, Defined, Managed, and Optimized. They are characterized by a different degree of
integration of policies, guides, standards, training programs, and defining goals and tasks for organizing
digitally accessible workplaces. One of the benefits of AEM is related to assessing the maturity of digital
products and services throughout their lifecycle. The AEM levels are (Ibid):

e Initial: minimal awareness of accessibility; ad-hoc efforts,

e Managed: defined policies and procedures; basic accessibility practices,

e Defined: accessibility integrated into standard workflows; ongoing training,

e Measured: quantitative metrics used to assess accessibility; regular audits,

¢ Optimizing: continuous improvement culture; proactive accessibility innovation.

AEM integrates ideas from another digital accessibility maturity model - the Digital Accessibility
Maturity Model (DAMM) by the Level Access company. It is a tool used to assess the maturity of digital
accessibility programs. It is based on the Capability Maturity Model (CMM) and uses five levels of maturity
to rate the current state of a program along seven dimensions: Governance and policy, Communications,
Development life cycle, Support, Procurement, Knowledge and skills, and Culture (Level Access, 2024).
Using DAMM can help organizations determine their ability to produce accessible results over the long term.
DAMM provides a holistic view of organizational accessibility maturity, allowing organizations to determine
where they are implementing digital accessibility well and where process or policy gaps remain (Ibid). Level
Access (2024) suggests the inclusion of five levels:

e Initial - ad-hoc, uncontrolled accessibility procedures, reactive level,

e Repeatable — consistent accessibility, but not yet adopted,

e Defined - defined processes, increased digital accessibility knowledge, and skills,

e Managed - actively measuring effectiveness, tracking improvements, and predicting issues,

¢ Optimizing - focused on innovation, standards, and continuous improvement.

On this basis, we can propose a comparison of the studied digital accessibility maturity models according
to some criteria included in Table 1. As shown in the table, WAMM has four maturity levels and is more
accessible for organizations seeking a straightforward path, while DAMM and AEM offer a more detailed
progression. WAMM emphasizes policy creation, awareness building, implementation, evaluation, and
continuous improvement, making it suitable for embedding accessibility throughout practices.

Table 1
Comparison of Digital Accessibility Maturity Models
Feature / Model W3C Accessibility | Digital Accessibility | Microsoft Evolutionary
Maturity Model | Maturity Model | Model (AEM)
(WAMM) (DAMM)
Number of Maturity Levels | 4 5 5
Policy, Awareness, | Awareness, Policy, | Continuous Improvement,
Primary Focus Areas Implementation, Implementation, User-Centric Design,
y Evaluation, Continuous | Measurement, Integration of Accessibility
Improvement Optimization into All Development
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Feature / Model W3C Accessibility | Digital Accessibility | Microsoft Evolutionary
Maturity Model | Maturity Model | Model (AEM)
(WAMM) (DAMM)
Phases
Comprehensive focus on | Emphasizes integrating | Concentrates on
embedding accessibility | accessibility into | developing  accessibility
Key Features across the organization’s | workflows, governance, | awareness and skills across

policies, culture,
operations, and outcomes

and culture to create
sustainable practices

people,
processes

products, and

Organizations primarily

Organizations seeking a

Large organizations with

focused on enhancing | structured, compliance- | dynamic development

Purpose website accessibility oriented accessibility | environments seeking to
strategy embed accessibility

continuously

Multi-dimensional Five-tier assessment | Continuous  Monitoring:

evaluation covering | involves self-assessment | Utilizes real-time data, user

Assessment Methodology policy, training, | across domains, | feedback, and iterative
implementation, etc. measuring policies, | assessments rather than

training, and execution

periodic evaluations

Examples of Use

Assessing and improving
corporate websites for
accessibility

Enhancing digital
products and services
across various industries

Integrating  accessibility
into product development
cycles, such as software

updates and feature
releases

Source: Authors’ Compilation based on (Level Access, 2024; W3C, 2024; Microsoft, 2024).

DAMM focuses on awareness, policy, implementation, measurement, optimization, and compliance,
while AEM prioritizes continuous improvement and user-centric design, making it suitable for dynamic
environments. The WAMM and DAMM models focus on accessibility across policies, culture, and operations.
WAMM suits organizations aiming to enhance website accessibility, while DAMM emphasizes integration
within workflows and governance. AEM focuses on accessibility skill-building and integrating accessibility
into product development. All models are suitable for organizations with specialized accessibility needs, multi-
industry compliance efforts, and agile development processes. DAMM and WAMM assessment methods use
multi-dimensional evaluations, while AEM uses continuous monitoring through real-time data and feedback.

We can state that the selection of an appropriate digital accessibility maturity model depends on the
organization's specific needs, size, development methodologies, and resource availability. By carefully
evaluating the organizational goals, existing processes, and resource capacity, it can be selected the maturity
model that best aligns with the accessibility enhancement objectives, ensuring a more inclusive and compliant
digital presence. Therefore, it can be argued that in order to reach high levels of digital accessibility maturity,
it is necessary to conduct regular audits, through which regular assessments of the development achieved by
organizations in terms of ensuring digital inclusion and reducing the digital divide are carried out.

3. Material and Methods
3.1. Research Process

To correctly form the stages of the research process, we refer to the research of some authors who claim
that it is necessary to conduct regular audits of information systems in organizations (Kuyumdzhiev, 2019).
The same source states that the audit is a broader aspect, namely a process that supports organizations in
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achieving their goals by identifying and assessing risks and the adequacy and effectiveness of information
systems in terms of their compliance with legislation and internal acts (Ibid). The author points out that the
audit is expected to make recommendations for improving the organization's activities. On the other side, ISO
19011:2018 offers a structured approach to auditing management systems, starting with planning, going
through executing, and finishing with reporting audits (ISO, 2018). It emphasizes continuous improvement in
auditing practices to maintain the effectiveness and reliability of management system audits, involving
interviews, document reviews, and observations (Ibid).

In this regard, regular audits of information systems are crucial for enterprises to evaluate risks, guarantee
legal compliance, and increase effectiveness, which suggests a digital accessibility maturity evaluation critical.
In this paper, we can propose a digital accessibility maturity evaluation process which consists of 5 stages
(Figure 1): Data Collection, Data Cleaning, Data Analysis, Evaluation, and Reporting.

¥ !
Data Data Data Evaluation Reportin
Collection Cleaning Analysis P &

Fig. 1. Proposed Digital Accessibility Maturity Evaluation Process
Source: Own Elaboration

Data Collection: The initial stage of the process involves gathering all relevant data from various sources
within the organization, including documentation, source code, test results, event logs, performance metrics,
user feedback, and other artefacts. The stage aims to ensure a thorough quality assessment and establish a
foundation for subsequent analysis.

Data Cleaning: Once the data is collected, it is cleaned and pre-processed. This involves removing any
inaccuracies, duplicates, or irrelevant information to ensure the data is consistent, complete, and ready for
analysis. It is the step for maintaining the integrity of the evaluation process. This stage may include formatting
and categorization for analysis as well, aiming to ensure accuracy and consistency in the evaluation process.

Data Analysis: The third stage is focused on analyzing processed data using various techniques to
identify patterns, trends, and potential issues in the overall maturity level. This may involve statistical analysis,
data mining methods, and other quantitative and qualitative methods to evaluate digital environment
performance, reliability, security, and maintainability, to identify problematic areas for improvement in the
digital accessibility (Penchev, 2024).

Evaluation: The fourth stage is related to comparing data analysis insights with established frameworks
like ISO/IEC 25010:2023. The standard is a framework for evaluating software quality based on specific
characteristics and sub-characteristics. The evaluation process involves defining quality requirements,
planning the evaluation, collecting data, analyzing the data, and assessing the software's performance (ISO,
2023). The evaluation should be done according to an established assessment scale to determine acceptable
levels of quality across different dimensions. In this regard, the goal of this stage is to determine the current
level of digital maturity and identify specific areas for improvement. The digital accessibility maturity
evaluation helps in comparing the organization’s performance to industry standards or best practices.

Reporting: The last stage of the process is targeted at presenting the findings, conclusions, and
recommendations in a comprehensive report of evaluation results, including a detailed analysis of identified
gaps, risks, and actionable suggestions for improving digital accessibility maturity. The final goal should be to
effectively communicate the results to stakeholders and to better the accessibility maturity level according to
individual suggestions and personal needs.

A structured evaluation process will help businesses achieve better standards and ongoing improvement
in their digital environment operations by ensuring an organized, comprehensive, and objective assessment
through the abovementioned stages.
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3.2. Materials

In this research, we choose to apply Google Lighthouse which is considering different parts of the
Google's accessibility features and products (Google, 2024a) to demonstrate the practical applicability of the
proposed evaluation process. Since ISO/IEC 25010:2023 defines 9 main groups of software quality attributes
and between 2 and 8 second-level attributes (sub-characteristics) (ISO, 2023), in this paper the author chooses
to test only minor aspects of software quality - its performance efficiency and interaction capability. As stated,
about 16% of the world's population experiences some form of disability, and it is for this reason that
accessibility is becoming an increasingly important feature of software, as well as workplace access (WHO,
2023). Accessibility is one of the tested metrics, as well. Google Lighthouse can be used via the web interface
of PageSpeed Insights. It is a web tool that performs performance, accessibility, and search engine optimization
(SEO) audits on any web page (Google, 2024c). It can be run in Chrome DevTools, command line, or as a
Node module, providing reports and a reference document for improvement. Its CLI and CI/CD compatibility
enable continuous monitoring of website quality and automated audits, ensuring their performance remains
optimized (Ibid). The instrument provides easy-to-understand reports with scores and actionable suggestions,
making it easier for developers and stakeholders to understand and act on improvements.

We chose to test 5 websites whose home pages are':

e (code W1) the Employment Agency of the Republic of Bulgaria (https://www.az.government.bg/bg/);
¢ (code W2) Human Resources Development Center (https://hrdc.bg/);

e (code W3) Human Resource Management Agency HRS (https://www.hrs-bg.com/);

¢ (code W4) HRDA — Human Resources Development Agency (https://hrda.smebg.net/);

e (code W5) HR Services ( https://www.hrservices.bg/).

One internal page per website is tested too?:

e (code WI1.1) the Employment Agency of  the Republic of  Bulgaria
(https://www.az.government.bg/pages/grafici-za-obuchenia);

e (code W2.1) Human Resources Development Center (https://hrdc.bg/rca-o0yuenus/);

e (code W3.1) Human Resource Management Agency HRS (https://www.hrs-bg.com/find-jobs);

e (code W4.1) HRDA — Human Resources Development Agency (https://hrda.smebg.net/training/);

e (code W5.1) HR Services ( https://www.hrservices.bg/obucheniq/).

Two pages per website are included, as the purpose of the paper is to test the approach described above.
Therefore, the limited number of pages tested can be considered a limitation of this paper. Statistical
representativeness of results is not met, but approbation of the approach. Another limitation of the paper is the
type of websites selected - with a focus on human resource management. The selection of their purpose and
the number of the selected test samples was made randomly. They are used as a basis for approving the
approach.

3.3. Metrics

Google Lighthouse involves some important metrics to measure: Largest Con-tentful Paint (LCP);
Interaction to Next Paint (INP); Cumulative Layout Shift (CLS); First Contentful Paint (FCP); First Input
Delay (FID); and Time to First Byte (TTFB) (Google, 2024b).

LCP is a measure of the render time of the largest visible image, text block, or video in a viewport relative

I Accessed 10.11.2024.
2 Accessed 11.11.2024.
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to the user's first-page navigation. A good LCP score is 2.5 seconds or less, with a good threshold being the
75th percentile of page loads, segmented across mobile and desktop devices (Walton and Pollard, 2024).

INP is a metric that evaluates a page's responsiveness to user interactions by analyzing the latency of
click, tap, and keyboard interactions throughout a user's visit. The final INP value is the longest interaction
observed, excluding outliers. To measure good responsiveness, the 75th percentile of page loads recorded
across mobile and desktop devices is used (Wagner, 2024). INP below 200 milliseconds indicates good
responsiveness, while above 200 milliseconds and below 500 milliseconds indicate improvement. INP above
500 milliseconds indicate poor responsiveness (Ibid).

CLS is a measure of the largest burst of layout shift scores for every unexpected layout shift during a
page's lifecycle (Mihajlija and Walton, 2024). It measures the position of a visible element in one rendered
frame to the next. To ensure a good user experience, sites should aim for a CLS score of 0.1 or less. A good
threshold to measure is the 75th percentile of page loads, segmented across mobile and desktop devices (Ibid).

FCP is a metric that measures the time from the user's first navigation to the rendering of content on the
screen, including text and images (Walton, 2024a). To ensure a good user experience, sites should aim for a
First Contentful Paint of 1.8 seconds or less (Ibid). A good threshold is the 75th percentile of page loads,
segmented across mobile and desktop devices. Good FCP values are 1.8 seconds or less, poor values are greater
than 3.0 seconds, and anything in between needs improvement (Ibid).

FID is a measure of the time from the user's initial interaction with a page to the browser processing event
handlers (Walton, 2024b). A good FID score is 100 milliseconds or less, with a good threshold being the 75th
percentile of page loads, segmented across mobile and desktop devices, to ensure a good user experience. Sites
should aim to achieve this for most users (Ibid).

TTFB is a metric that measures the time between a resource request and the first byte of a response
(Wagner and Pollard, 2024). It includes redirect time, service worker startup time, DNS lookup, connection
and TLS negotiation, and request until the first byte of the response arrives. Reducing latency in connection
setup time and on the backend can lower TTFB (Ibid). It's recommended that servers respond to navigation
requests quickly enough so that the 75th percentile of users experience an FCP within the "good" threshold.
Most sites should aim for a TTFB of 0.8 seconds or less (Ibid).

4. Results and Discussion

In a digital accessibility maturity evaluation process (Fig. 1), Google Lighthouse fits seamlessly as a core
tool, especially in the technical evaluation of digital presence. The main advantage of this tool is the
comprehensive audits of the web app capabilities. Google Lighthouse collects data consistently across all
defined maturity parameters. After running Lighthouse audits, the collected data is cleaned to remove outliers
and inconsistencies. The cleaned data is then analyzed to identify trends, strengths, and weaknesses in digital
performance and user experience. This may involve tracking scores over time and comparing scores across
different areas. The analyzed data is then evaluated against maturity levels to determine the digital accessibility
maturity. The final insights are compiled into a report summarizing the current state of the digital platform's
maturity, including metrics (see 3.3) and scores for each area tested, along with recommendations for
improvement.

In this regard, we can propose the following research hypothesis: A digital accessibility evaluation tool
assesses website accessibility maturity by measuring software quality attributes like performance efficiency
and interaction capability. Higher scores demonstrate better compliance with standards and an inclusive user
experience. Continuous monitoring and automated audits contribute to the sustained improvement of digital
accessibility maturity.

In order to test the evaluation process of Fig. 1 and test the hypothesis, we propose to test the websites
that are detailed in 3.2. Materials, along with the codes that we use to characterize them in Table 2. It contains
the results of the testing carried out with Google Lighthouse. Table 2 summarizes the Google Lighthouse
outputs of its 10-baseline metrics.
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Table 2
Websites Testing Results of Google Lighthouse — Home Pages

Metric Website Code

Wi W2 W3 W4 W5
LCP 0.8s 2s 2.4s 2.7s 18.0s
INP 78ms 170ms 142ms 152ms 266ms
CLS 0 0.01 0.01 0.162 0.163
FCP 0.8s 1.5s 2s 1.4s 6.9s
FID 10ms 34s 11ms 15s 65s
TTFB 0.6s 0.9s 1.8s 2s 6s
Performance 82 47 38 89 17
Accessibility 74 95 88 75 67
Best Practices 75 96 75 96 79
SEO 100 85 100 83 92

Source: Own Elaboration

The homepage tests show that W4 has the best overall performance and W5 has the lowest. The SEO
optimization is worst in W4 and highest - with a maximum of 100 points, is in W1 and W3. According to the
Accessibility assessment, W2 gets the most points, followed by W3. The lowest points are for W5.

LCP values below 2.5 get W1, W2, and W3, which indicates excellent image optimization, but for W5,
this value is 18, which indicates serious problems with image optimization. This metric is approved by the
results for FCP. CLS metric values below 0.01 indicate good movement of unstable elements in the viewport
between two rendered frames, i.e. Sites W1, W2 and W3 have good performance again. The values for the
other two sites are high, which is an indicator of forced optimization. The highest value for FID is obtained by
W5, followed by W2, which means that interactions with the website - moving the user from one user interface
(UI) element to another - are slow. This is mainly due to visual effects that slow down menu selection, scrolling,
and other UI actions.

Overall, the results in Table 2 show that the W5 site has the lowest performance in terms of overall
performance, image optimization, loading speed, and smooth user interactions with content. The most
common accessibility problems that Google Lighthouse reports on the websites are related to:

e Heading elements are not in a sequentially descending order - there is no sequence of the hierarchy of
tags from <h1> to <h6>;

¢ Links rely on color to be distinguishable - problems with the contrast of the links and weak recognition
from the rest of the text;

¢ Background and foreground colors do not have a sufficient contrast ratio - low-contrast text is difficult
or impossible for many users to read;

e Links do not have a discernible name - link text (and alternate text for images, when used as links) that
is discernible, unique, and focusable improves the navigation experience for screen reader users;

e <html> element does not have a [lang] attribute - if a page doesn't specify a lang attribute, a screen
reader assumes that the page is in the default language that the user chose when setting up the screen reader.

The most common lack of Best Practices that Lighthouse reports on the websites is related to:

e Does not use HTTPS - all sites should be protected with HTTPS, even ones that don't handle sensitive
data;

e Serves images with low resolution - image natural dimensions should be proportional to the display
size and the pixel ratio to maximize image clarity;

e Uses deprecated APIs - deprecated APIs will eventually be removed from the browser;

e Displays images with incorrect aspect ratio - image display dimensions should match the natural aspect
ratio;
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¢ Browser errors were logged to the console - errors logged to the console indicate unresolved problems.
They can come from network request failures and other browser concerns.

Failure to follow good practices and recommendations for the accessibility of web content leads to
problems with the use of websites by people with different profiles. That's why such reports should lead to site
optimization, both visually and from a content point of view.

Similar testing of one internal page from each website was done. The results are summarized in Table 3.
It includes the internal page codes as described in 3.2. The same Google Lighthouse metrics were applied to
internal pages, again showing similar trends as home pages.

Table 3
Websites Testing Results of Google Lighthouse — Internal Pages

Metric Website Code

Wi1.1 W2.1 W3i.1 W4.1 W5.1
LCP Is 1.4s Is 3.3s 31.2s
INP 85s 129ms 131ms 255ms 170ms
CLS 0 0 0 0.162 0.007
FCP Is 1.2s 0.6s 1.8s 5.7s
FID 10s 26ms 10ms 50ms 470ms
TTFB 0.7s 0.7s 0.4s 2s 8.3s
Performance 96 35 45 84 46
Accessibility 74 95 88 71 77
Best Practices 75 96 75 96 79
SEO 100 85 100 83 100

Source: Own Elaboration

As part of W5, the W5.1 page again has the worst values on most metrics, but this time without CLS and
SEO. Overall, the W1.1, W2.1, and W3.1 pages are the highest performers, with the W1.1 page again best
developed as part of W1. The page W3.1 has the highest accessibility, and the page W4.1 has the lowest.

The main issues that Google Lighthouse reports are:

e Elements with an Accessible Rich Internet Applications (ARIA) [role] that require children to contain
specific [role] are missing some or all of those required children - some ARIA parent roles must contain
specific child roles to perform their intended accessibility functions.

e Links rely on color to be distinguishable - low-contrast text is difficult or impossible for many users to
read. Discernible link text improves the experience for users with low vision.

e [user-scalable="no"] is used in the <meta name="viewport"> element or the [maximum-scale] attribute
is less than 5 - disabling zooming is problematic for users with low vision who rely on screen magnification
to properly see the contents of a web page.

e Background and foreground colors do not have a sufficient contrast ratio - low-contrast text is difficult
or impossible for many users to read.

e Buttons do not have an accessible name - when a button does not have an accessible name, screen
readers announce it as "button", making it unusable for users who rely on screen readers.

All of this leads to the conclusion that most of the problems with shaping visual content such as images
and text colors will affect the interactions of visually impaired users. Some issues with the web development
best practices are related again to the uses of deprecated application programming interfaces, serving images
with low resolution, and browser errors that were logged to the console.

W4.1 has the weakest SEO. The page does not have a meta description - meta descriptions may be
included in search results to concisely summarize page content. Links are not crawlable - search engines may
use “href” attributes on links to crawl websites.

One of the websites' drawbacks is that some of them only fixed buttons for the English version of the
information; no other language versions have been created. Other websites lack a version in a second language,
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a sign that the organizations do not have or anticipate international visitors. In this regard, we can highlight
some important conclusions:

e Regular audits using digital accessibility evaluation tools help identify accessibility gaps and ensure
continuous improvement. Automated evaluations provide actionable insights, allowing developers to make
necessary adjustments to enhance website accessibility over time;

e Key accessibility issues, such as missing ARIA roles, low-contrast text, restricted zoom
functionality, and unlabelled buttons, significantly hinder usability for individuals with disabilities. Addressing
these issues is essential for achieving higher accessibility maturity and ensuring compliance with web
accessibility standards;

e Implementing structured accessibility evaluations based on established metrics supports a more
inclusive digital environment. By integrating accessibility best practices, organizations can enhance their
websites' usability and ensure equitable access for all users, particularly those with disabilities.

5. Conclusions

With the increasing capacity of digital products and services to handle more complex information changes
and the requirements for the applications designed for them. Development teams create next-generation
software, which puts the users at the center of the projects, and the products themselves must comply with the
physical limitations imposed by the devices and the specifics of the context of use, which changes frequently.

As a result of this research, it was established that the concept of digital accessibility maturity and its
components are related to functional suitability, performance efficiency, compatibility, usability, reliability,
security, maintainability, and portability of the software. We proposed structures digital accessibility maturity
evaluation process conducted in the following phases: Data Collection, Data Cleaning, Data Analysis,
Evaluation, and Reporting. The process receives input data from digital environment interactions. Each of the
stages represents the accessibility maturity evaluation. The process is provided by testing and evaluation
methods that can be applied in combination to detect the maximum number of weaknesses in digital
environments.

The main contribution of this paper is related to the testing of the performance and interaction capability
of websites by using Google Lighthouse. It is targeted at the moderation of the proposed process stages. The
tool is suitable for performance testing, accessibility issues detection, and user experience problem reporting.
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The automotive industry has established itself as a key sector for the development of
economies and nations. The production and sale of vehicles worldwide has shown nearly
constant growth, with temporary and insignificant declines caused by significant events
(World War II, the 1974 oil crisis). The dynamics of the past decade have put the sector to a
serious test in some key manufacturing countries. The aim of this publication is to examine
some of the main reasons for the crisis symptoms observed in certain European
manufacturers. The focus is primarily on German brands. Attention is given to the production
of electric vehicles. A comparative approach and statistical data have been used. The main
factors influencing the production and sale of electric vehicles have been identified.
Symptoms of an emerging crisis in the largest German manufacturers have been noted.
Summarized observations regarding the negative impact of some external and internal factors
have been made. The conclusions point to unthought-out and inadequate policies,
technologies, standards, energy sources, markets, management, and organizational models.
electric vehicles, crisis, policy,  Some perspectives for overcoming the problems have been presented. Directions for future
ecology research in specific areas crucial for the electric vehicle sector are outlined.
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1. BbBenenue

ABTOMOOWIIHATA MHYCTPHS € MMPOYKT Ha MHAYCTpUanHata ernoxa. Cb3/1aBaHEeTO Ha aBTOMOOWIIA, KATO KpacH
MPOAYKT, € Mal[aOHa U CII0KHA TEXHOJIOTHUYHA U HKOHOMHYECKA JIEHHOCT, KOSATO MMa MIMPOKO Bb3ACHCTBHE
BBpPXY oO0ImecTBara. TeXHOIOTHIECKUTE, TIOTUTHICCKUTE U KIMMATHIHATE MPOMEHU B MOCIEIHUTE TOAMHU
MPEBPBIIAT aBTOMOOMITHATA WHAYCTPHUS B KaTAIH3aTOp HA 3HAYMMH 32 TUTAHETaTa MPoLecH. B To31 KOHTEKCT
WHAYCTPHUATA OTHOBO NOEMa MHUIMATUBATA a CTUMYJIMpa OOIIECTBEHOTO OJarochCTOSIHUE U Ja TONPHUHACS
3a pemaBaHeTo Ha III00aTHI MPOOIEMH.

Cutyanusta Ha aBTOMOOWJIHUSA T1a3ap U B YaCTHOCT OM3HECa C €J1. aBTOMOOMIIM CE MPOMEHsS JMHAMUYHO U
TpyAHO npeasuanMo. ToBa nmpezmnonara 0OCBeH KaueCTBEHO AbITOCPOYHO IUIAHUPAHE, U B3EMaHETO Ha OBP3H,
aJICKBaTHHU U HECTAHIAPTHH PEIICHUSI.

2. K11o4uoBH MOMEHTH

ITpon3BOICTBOTO U peann3alyaTa Ha €JI. aBTOMOOMIIN ce 00yciaBs OT CIEAHUTE OCHOBHU (hakTOpH:

- TexHonoruyeH — pa3paboTeHa HaJeXK/IHa, JOCTHIIHA, €BTHHA, 0€30M1aCHA TEXHOJIOTHS 32 IPOM3BOACTBO
Y pEeLMKIUpaHe Ha eJl. GaTepui.

- Pecypcen — HanmMumeTo B JOCTaThYHU 00EMH Ha PEIKO3EMHU MHHEPAJIH.

- duHaHCOB — B J[Ba aCIEKTa: [[eHa Ha aBTOMOOWIUTE B (pUHAHCOBA JOTAIUS OT JBPKABHUS pecypc 3a
CTUMYJIMpPAHE Ha MOKYIIKAa OT KpailHU KIUEHTH.
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Exonoruuen — B 1Ba acniekTa: MpUHOC KbM OIa3BaHE HAa OKOJHATA CPEAA M €KOJIOTMIECKH TOCIIEeICTBUS
OT eKCIIoATalUATa U U3BEKAAHETO HAa U3Pa3XOABAHUTE OaTepuu.

CounaneH — B HAKOJIKO aCMeKTa: MOKyNnaTeaHaTa CIOCOOHOCT, MOJIEPHOCT (ETUTAPHOCT), YCIOBHS Ha
paboTa B 10OMBHATAa HHAYCTPUSA U EKCIUIOATALUS HAa AETCKH TPYI.

[lonuTrnveckn — JOKTPUHAIHOCT, PEryJIallii, CTAHAAPTH (€BpO 9), IPOTEKIMOHUIBM.
OpraHu3anoHeH — MO3UIMOHUPaHe Ha LEHTPOBE 32 JOOMB HA CYpOBUHH M OCHOBHHM KOMIIOHEHTH,
JIOTHCTUKA, W3TpaXKJaHe Ha ChIBTCTBAamA HHQpacTpyKTypa (3apsiiHM CTaHIIMA C HEOOXOIUMH
KaIanuTeT), OCUTypsiBaHe Ha 6Aa30BU €J1. MPOU3BOICTBEHH MOITHOCTH (OCOOEHO 3a TOJIEMUTE TPaIoBe
Y METaIoJINCUTE).

B msmoctHaTa KOHIEIUS 32 eNeKTpUPUKAIUATA HAa aBTOMOOWIIHATA WHAYCTPUS HUTO €IUH OT
MTOCOYEHHUTE OCHOBHH (DaKTOPY HE € M3SACHEH U PellieH B ISUTOCT U KaTO B3aMMO3aBUCHUMOCT.

EBpomneiickute npousBogutenu n3ocrasar cien Kutait u CALL. ['urantu kato VW u Volvo pexynupar
MTPOM3BOICTBEHUTE CH ITPOrPaMHU 3a €J1. aBTOMOOMIIN TIOPai 3HAYUTENICH CIaJl B THPCEHETO.

OCHOBHU IPUYNHHU:

- KommanuuTte He ca ycnenu aa MpoeKkTupaT AOCTHITHUA MOJENH, KOUTO Jla Ce KOHKYpHUpaT ¢ KUTaHCKUTe

n Ha Tecna. EBpomeiickure NpoOM3BOAMTENH TyOST LEHOBaTa KOHKYPEHLHUS C BHUCOKH TEMIIOBE.
CrieBpeMeHHo Kuraii (Haii-oce3aemMo0) yBenruaBa npeIuMcTBaTa B 00JIaCTTa Ha eJl. MOOMITHOCT.
Llennte Ha en. aBTOMOOWJINTE B CPEIHMS M MAJKHS KJjac ca MOYTH JBa MBTH TO-BUCOKH CHPSMO
anano3ure uM ¢ [IBI.

Hucka octaTbuna CTOHHOCT Ha €11. aBTOMOOMIINTE.

HesicHoTH OTHOCHO CTHMyNHUTE W OBJCIIETO Ha EIEKTPOMOOWJIMTE MpelCcTaBisBaT Oapuepa 3a
noTpedurenure.

[IpekpaTsiBaHne WIM CHJIHO peXylLMpaHe Ha IPOrpaMHUTe 3a Abp)KaBHA IIOJKpena Ha KpalHuTe
MOTPEOUTEIIH.

IMocaencTBus

[TazappT Ha HOBH aBTOMOOWNM B EC crarHmpa ciiesy cepruo3eH craj B MPOAKOWTE HA €. KOJNH B
repMaHI/Iﬂ. OCBCH CBhIIECCTBCHOTO orpaHanBaHe Ha Cy6CI/IZ[I/II/ITe, HUKOHOMMHWYCCKHA CIlaJd U ITOBUIIIABAHCTO HaA
HOTpC6I/ITeHCKI/ITC pa3xo;:[1/1 YBCJII/I‘-IaBaT HCTraTUBHUTC BL3Z[CI>'ICTBPI$I.

Auto Sales Ticked Up Last Month in Europe
New-car registrations increased 0.4% in July

ease in new-car registrations

Sep Nov Ma May Jul

Bloomberg

®@ur.1 [Mpoaaxoda Ha aBToMo0UIM B EBpona mo mecenu
Hsmounux: Bnymbvpe

Ha ¢urypara e orpasena nuHamukara B mpogaxounte. OTYETINBH ca CEpUO3HHUTE KoJeOaHus B 00eMHUTe
Ipe3 IOoCJEeTHUTE JEBET Mecela, TpU OT KOMTO Ca C OTPHULATENHHM CTOMHOCTH, a B IOCIEOHMSA Mecel]
YBEJIMYEHUETO € HE3ZHAUUTEIHO.
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Europe's Pullback in EV Sales Drags on Market
New-car registrations fell 16..5% in August

M Increase in new-car registrations (YoY) Decrease

ke s .

I I ] I ] [} ] I I ]
Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug
2024

Source: European Automobile Manufacturers’ Association Bloomberg

@ur. 2. IIpoaa:koa Ha ej1. aBToMo0uIM B EBpona mo mecenu
Hsmounux: Bnymbvpe

Ha ¢wur.3 ca otpazenu npogaxOute Ha eneKTpudecku aBromoownu B EBpona. JluHaMrkara € OT4eTIINBA,
TEeHJICHIMUTE ca HeraTUBHU. CUITHO MPUTECHUTENICH € CIIabT B mocieanus Mecell — Hana 18%.
Enexrpuyeckure apromoounurte npexacrasinssat 13,5% ot obumure nponaxou B EBpona 3a M. FOmnu,
crnaj crpsiMo npeaxoanata roguaa — 14,5%. [pogaxOurte Ha U3IUIO eNeKTpUYecKr aBToMOOWM B [ epManus
ca criagHany ¢ 37% mpe3 m. FOmu. 3a ceims mecer criaga B Espona e moseue ot 10%. [Iponaxoute Ha Tesla
B EBpomna, chiio Oenexar criag ot 12% 3a monyroamuero.
OcHoBa 3a aHAJIM3 ca pear3upaHuTe Mpoaaxxou B EBporia 3a gecer roAuIeH epro.

European Car Sales Haven’t Recovered From Covid
Regional vehicle registrations remain below pre-pandemic levels

Passenger car registrations

2019

tion

Bloomberg

®@ur 3. [Iponax6u Ha asToMo0MsIM B EBpona 3a 1eBeT roaumeH nepuoj
Hsmounux: Bnymbvpe
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CraructrkaTa mokassa 3HaunM craf mpe3 2019 r. obscaum ¢ nangemusta Kosua. Ha ¢ur. 3 e
OTpa3eHa BHO AWMHAMHUKaTa U pe3kus cpuB Mexay 2019-2020 r. To3u cnan nmpoabinkaBa CpaBHUTEIHO
wiaBHo 10 2022 r. Peructpupanoto noBumnaBane kbM 2023 € najed OT HOCTUTHATUTE MPOJaKOH mpean
31paBHATa Kpr3a. KbM HaCTOAIIETO, OTYCTCHUTE MpoaakOn He mocturat HuBaTa oT 2014 r. u ca ¢ 0Ko10
24% 1O HUCKM OT THKa 3a JIECETHJICTHEeTO. ToBa 03HadaBa, 4e ¢ HamalieHa PEHTAaOWITHOCTTa M Ha
KOHBEHI[MOHATHA aBTOMOOWJIH.

Europe’s Car-Sales Tallies
How major automakers fared in July

New-vehicle registrations Year-over-year change
VW Group
Stellantis
Renault
BMW Group

Mercedes-Benz Group

Source: European A C anufacture i Bloomberg

@ur. 4. [Ipogagenn aBTOMOOHIN OT BOJIELIU €BPONEiCKH NPOU3BOIUTEH 32 M. HOJIH.
HM3moynuk: Baymbvpe

lonemust aBroMoOmieH npousBoauten VW IutaHupa 1a 3aTBOpH 3aBoau B ['epmanusi. M ToBa BbIpekH
amMOMIIMO3HaTa Iporpama 3a ,,eJIHO IIacH ¢ eIHa OaTepus U HOB Au3aiiH Ha Bceku 30 mecena“. B mombiHeHue
Cce TUIaHUpalle BHEpsIBaHe Ha OaTepUu, KOUTO J1a YIbJIKAT eKcIuIoaTalusTa Ha apromobmia o 500 000 win
nopu 10 1 MiH. KM. (IIpY CPEIHU MOCTHXKEHUS KbM HacTosmeTo ot okoio 300 000 km.).

3aBox 3a crio0sBaHe W 3aBOJ 33 aBTOMOOWJIHM KOMIIOHEHTH C€ 3aTBapsT, 3a Ja ObJaT HaMaJeHH
pa3xoAuTe U Aa ce MOCTUTHE OTHOCUTEIHA YCTOWYMBOCT Ha KOHIIEpHA. BiiomennTe mokaszaTeny ce AbKaT U
Ha HEPEHTAOMIIHOCTTA Ha HSKOU OT Hail-MacoBUTE M MOMYJISIPHU MOJENN. AHAM3UTE TOKa3BaT, Y€ KOMIAHUU
kato VW TBBpae 0bp30 ca ce oTkazanu oT aBromodmnu c¢ JIBI'. JlomycHature rpemku TpsioBa na ObaaT
KOpUTHPaHH, He3aBUCUMO OT LeHara. O0sBeHaTa mporpama 3a NpecTpyKTypHpaHe LeNd HaMallsiBaHEeTO Ha
ONIEpPaTUBHHUTE Pa3XOJ 3a TPU TOAMIICH MEPHUOJl U MOCTUTaHe Ha olepaThBHa peHTaOmiIHOCT oT 6,6%.
[Ipenn3BuKaTenCcTBO Mpea BUCIIETO PBKOBOJACTBO € KOE MPOM3BOJCTBEHO MPEANPHUITHE € YJAauyHO /a ce
3akpue. Jloruuna onmwms € hadpukara B rp. JpesneH, kbaero ce mpoussexa ei. mojen ID 3., koiiTo e ¢ Hucko
ThpPCEHE M HaMaisBal] HHTepec. [[bpmiepHoTo aApyxkectBo Ha BMW, oTioXH NpOHU3BOACTBOTO Ha
enexktpudecku mozen Ha MINI B 3aBomure cu B Oxcdopna. CTpaTerndecKkoTo pemIeHHe Ce IBDKH Ha
HECUTYPHOCTTA B MHIAYCTPHUATA U HUICKOTO THPCEHE Ha €JIeKTPOABTOMOOMIIH.

B cpmara mocoka paboTi U MapKaTa OT JIYKCO3HHSI KJlac Ha KOHIlepHA — Ay, KbJIETO Ce TpeKpaTsBa
MPEeICPOYHO MPOU3BOACTBOTO Ha JBa €. KPOCOyBBpa OT 3aBoja B bprokcen. OOocHOBKaTa € chlara —
HEZO0CTaThYHO THPCEHE W BUCOKH IMPOU3BOJCTBEHH Pa3xoau (OCHOBHO TPy U €HEPTHs).

Enua oT Bede yCTaHOBEHHUTE M3BOIM 3a €BPONEHCKUTE MPOW3BOIWTENN €, Y€ W3MUTBAT 3aTPYTHEHHS
(TEeXHONOTHMYHN) M HE TIpeiIaraT MacoB eIeKTpoMoomi. MozenuTe oT BUCOK Kitac ca ¢ ieHu Haa 100 000 espo,
MpeIHa3HAaYeHN 32 BHCOKOIUIATEKOCIOCOOHM moTpebuTenn. ToBa BoaW 10 OBpP30 HACHIAHE W CHITHO
orpaHHYaBa nazapHus noteHnuan. ChIIeBpeMeHHO, IPETaraHnTe ,,010/PKETHHU * MOJIENIH ca C TOYTH JABa TbTH
[0-BUCOKM LIeHU OT aHano3ute ¢ JABI'. M3knroueHue ca npeasiaraHuTe MOJEIHN OT KUTaiCKU NPOU3BOJUTEIH,
KOWUTO TIpe/iaraT KOHKYPEHTHH IeHH. KOHKYpeHTHOTO NpPEeIUMCTBO C€ ABIDKA Ha IO HANpeIHAINTE
TexHosioruu B Kutaii, npp>xaBHaTa noJKpena v 3aKbCHUIOTO pa3BuTHe B EBpona. ToBa npeauMcTBO ce 04aKBa
B 3HAYWTEIIHA CTEIEeH Ja ObJie OrpaHMYEeHO C BHBEXKJaHETO Ha 3HaunTenHH MuTa B EC OoT Hawamoro Ha
clieqBaIiaTa ronHa.
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Bropus no ronemuna npousBoauten B peruoHa Stellantis NV, orunta cnabo npeacraBsHe Ha MoJeTHaTa
CH TaMa U CIaJ Ha HETHUS J0XO0J ¢ 0Koso 43% 3a mbpBOTO MOJIYTOUE.
Ford Motor Co., Mercedes Group I Porsche cbiio pexynupar nporpamute cu otHocHo EV. 3asBkarta oT
Mepuenec e, ye KOMIaHusTa 11e npegara aBTomoounu ¢ JIBIT 1 ipe3 cieapamoTo necetuierue. OCHOBHATa
KOHIIETIHSI €, Y€ MPexXoabT oT aBToMoOmnu ¢ JIBI me oTHeMe noBede Bpeme OT MpeaBuaAeHOTO. B nHTEpBIO
3a OT Moxen I'vonep ot Gopna Ha gupextoputre B BMW nexnapupa, ye KOMIaHHUsTa M€ MPOIBIDKH /12
uHBecTupa B TexHonorusta Ha JIBI', BMecTo na ce Qokycupa B enexTpuueckute aBToMoOmM. Stellantis
OTMEHsI HHBECTHLIUS B pa3Mep Ha noutu 1,5 mupa. espo. Hsakonko npoekra 3a Monenn Ha Maserati Hima 1a
ce mpousBexnar. llpuumHuTEe Cca OUHAMUKAaTa Ha Maszapa W 10-0aBHMA OT OYAaKBAaHOTO IPEXOX KbM
enextpudukanusa. Cbc cpuure MoTBH SEAT m30mpa ,,cTpaTermduecka maysa™ 3a elleKTpudHKaIus Ha
aBTOMOOMJIHATA CU rama. Y CHIIMATa C€ HAaco4BaT KbM NOAOOpsIBaHE HAa CHILECTBYBAIM MOJEIH 0 Kpas Ha
JIECETUIICTUETO.
PeanHocTuTe ca ycTaHOBEHWM W cpel MpeMHUyM MapkuTe. AmOmmmosHaTta men Ha Porsche 3a 80%
enexkTpudeckn aromoOmam mo 2030 r. ce ompemens kKaro HepeamncThdHa. Kopekmmsara mpenrolara
YBEJIMYEHO MTPOU3BOACTBO Ha aBTOoMOOwIH ¢ [IBI.
YcTaHOBEHNTE TEHIACHLUHM IIOKAa3BaT pPa3MHUHABAHE MEXKIy HHBECTHLHMOHHHU IUIAHOBE M Ia3apeH
MOTEHIIHAL.
EnepruiiHata KOMIOHEHTa U3UCKBA IIOBUIIIEHO BHUMAHHUE B aHAJIM3A.
B cpeanocpodeH XOpU30HT €NEKTPUIECTBOTO HAMA Ja € JOCTAThYHO 3a 1a OCUT'YPU HY>KHOTO €HEPTUIHO
norpebsenne. Crnopen CBETOBHUS EHEPrHEH CBBET, BBIPEKH OYaKBAHOTO 3HAYMMO YBEJINYEHHE Ha
esekTponpounssoactBoto (Hax 100 %), kem 2050 r., pocunauTe ropuBa 1me JOMUHUPAT B ,,eHEPTUHHHUS MUKC*.
[Ipobnemute mpex rnobamHara enekTpudukanus B Obaemie IIe HAAXBHPIW JOpPH camaTa EHEepruiiHa
YCTOMUYMBOCT, @ MMEHHO — paslpelelieHue Ha MNOTPeOJIEHMEeTO WM T.H. €HEpruilHa CIpPaBeAIMBOCT.
HeyrpanauTte BBIVIEPOAHU €MHCHH, OCUTYPEHH ¢ €(EeKTUBHA aBTOMOOMIIHA eJEeKTpU(UKAIMs ca 110 CKOPO
nAeaIu3upaHH.
EneproemMknute HMHIYCTpUHM (BKJIIOYUTEIHO aBTOMOOMJIIOCTPOEHETO) B IIOCIEAHOTO J[ECETUIIETHE
pas3uudTaxa Ha B’I)306HOBHCM3 CHEprus. TCHILCHIII/ISITa CC NPOMCHH, KOTraTO 3HAYUTCIIHUTEC AbPIKABHU Cy6CI/IILI/II/I
pasnpeaessiHd oT ¢eiepaJIHUTe U MECTHUTE BJIACTH 3a T€3W KOMTO C€ OPUEHTHPAT KbM ,,3€JeHa’ CHeprHs,
ApaCTUYHO HaMmaJisd. be3 Tax Ta3m CHEPrus C HAJIMYHUTC TCXHOJIOTHUU € HepeHTa6I/IJIHa. EaJIaHCI/IpaHeTO Ha
crcTeMara ¢ eBTHH TPBHOOMIPOBOIEH ra3 KbM HACTOALIETO € CAaHKIIMOHUpaHa. Bcuuko ToBa ouepTaBa 3HaUNMa
W IBJITOCPOYHA 3aIlaxa OT BbHIIHATA CpeJia.
WHTtepec mpeAcTaBisBaT M BBTPEHIHO (UPMEHUTE MpOOJEeMH Ha EBPOIEHCKHTE MPOM3BOAMTEIH.
Hamnpumep:
- OyHJaMEHTaTHH TPEUIKH B MIPOTHO3UPAHETO M NPUOBP3aHU PEUICHHUS 32 OKOHUATEITHO MPEMUHABaHE
KbM TIPOHM3BOACTBO CaMO Ha e€J. aBToMOOWIM (B paMKHTE Ha CKBJCH, HEPEaJHCTUUYEH BpPEMEBH
XOPH30HT).

- 3abaBsiHe IO OOCKTUBHY (MHXCHEPHHN) ¥ CyOCKTHBHH (OPraHU3alMOHHH ) TIPUYMHHA Ha pa3padOTBAHETO
W TIpe/jiaraHeTo Ha HOBH MOJETH B IsJIaTa KjlacoBa rama.

- Haguenen mazapeH moteHmai Ha €. aBTOMOOUITUTE.

- HeoGocHoBaHO mpeaBapuTEIIHO MTPEYCTaHOBSBaHE Ha qopaboTkuTe 3a JIBI.

- HegoctarpbuHo kadecTBEHM M KOHKYpEHTHH 0a30BM IUIATOPMHM 3a MOJENHATa rama Ha ell.

aBTOMOOMITUTE.

- Bucoxara 1niena Ha TpyJa M JeHHOCTTa HAa CHHIMKAIHUTE OpraHu3anud (0coOEHO 3a TePMaHCKUTE

MIPOU3BOAUTEIN).

3HauyuM HeraTUBeH €(EeKT BbPXY IMPOM3BOJICTBOTO OKa3BaT 3allOYHATHTE Pa3CIICABAHMS B CBPOICHCKH
IBbpKaBU Cpelly rojeMy MpOou3BoIUTeNH cpex kowrto ca Stelantis 1 VW - Group. ChMmHeHusTa ca 3a
MOJBEXKJaHE HA MOTPEOMTEINTE OTHOCHO Mpodera M crenuUKauuuTe Ha OaTepuuTe BJIOKEHH B TEXHHUTE
MOJIEJIH.
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3. 3akiarouenue

OmnacenusTa 3a ChKpaIaBaHe Ha pabOTHH MeCTa ca YyBCTBHTENIHA TeMa. ChIEBPEMEHHO, aBTOMOOMITHATA
uHycTpust B EBpona mpoeimkasa Jia moJrbpika BUCOKH MPOU3BOJICTBEHU Pa3xo/iu 3a Tpyl. ChIOCTAaBUMO BHCOKU
ca M pa3XxoJiUTe 3a CHeprusi. MEeHWKMBHTHT Ha TOJIEMUTE €BPOTICHCKH TIPOU3BOIUTEIN HE pasrioyiara ¢ moJe3H!
pelleHns, He pa3oiiara ¥ ¢ MHOTO BpeMe 3a peakiist. HaunHbT 1 METOJIUTE 3a BB3JIEHCTBUE OT MpodecHoHaTHUTE
ChIO3U ca 3HaYMMH. [louTH BCHYKH ()akTOpW OOYCIABSIIM MOHMKABAIA KOHKYPEHTOCIIOCOOHOCT ca HaNuIIe.
OuakBaHusTa (HEPEATMCTUYHY Ha TO3H €Tall) Ha HHIyCTPHAIIIIUTE Ca CBbP3aHU C HAIIMOHAIHU PEIICHUS, KOUTO JIa
MO3BOJIAAT JIOMAKHHCTBA C HOPMAJTHH JIOXOJIU JIa 3aKYTISAT €J1. aBTOMOOHIL.

BepositHo iporpama Ha EC 3a 3a0pana Ha aBToMo6miu ¢ JIBI me 0n1¢ pepasrieaana. OCHOBHA CTHITKA
B Ta3W IMOCOKa € OCBOOOXKIABaHETO Ha e-ropuBara (EKOJIOTMYHO YMCT) OT IuTaHmpaHa 3abpaHa Ha EC 3a
poxak6a Ha aBTOMOOWIM ¢ BhTpemrHo ropere oT 2035 r. He ce oyakBa peraBane Ha eHEPrUAHUS MPOOIEM
B Oyi3Ko Obrernie.

OueBUIHUAT CPUB B aBTOMOOMIIHATA MHIycTpus npuHyau EC 1a oTMeHH KpaliHUS CPOK 3a HajlaraHe Ha
cankiuu 3a emucunte ot CO2 no 2025 . [Ipon3BoguTenuTe Ha aBTOMOOWIIN TOTyYaBaT OIIe TPH T'OIWHH 32
MOCTUTaHETO HA BHITICPOTHUTE IICITH.

KoHkpeTHuTe peiiokeHust 32 HEOOXO MU TIPOMEHH MOTaT Jia ObJaT CHCTEMATU3UPAHH:

- Ilpomsina (yapikaBaHe) Ha CPOKOBETE B IUIAHOBETE 3a MOCTUTaHE HA BHIJICPOIHA HEYTPATHOCT.

- OcurypsiBaHe Ha JOCTBIT JJO EBTUHH U TIOCTOSIHHA €HEPTUIHHN U3TOYHUIIH.

- IlpeycraHoBsiBaHE Ha TOJUTHKUTE 3a CyOCHIMpaHe Ha MPOU3BOACTBOTO M TIOKYIIKaTa Ha €Il

ABTOMOOWTM(BCHYKH TUTAIIAT MIPE3 NaHbIMTE — OOTaTUTE TOTPEOABaT).

- IIpeycraHoBsiBaHE Ha MPAKTHKUTE 3a TMOJUTUYCCKH HATUCK BHPXY Pa3BUTHUETO HA aBTOMOOMIIHATA
uHAyCTpus (TIPOU3BOJCTBO HA €J1. aBTOMOOWIM Ha TpPaKTHKAa ce CyOcuampa OT NPOAKOWTE Ha
KOHBCHITUOHATHH aBTOMOOWIIH).

- bamancupaHe Ha MHTHHUYECKAaTa MOJUTHKA OTHOCHO €J1. aBTOMOOWIMTE (BHOC Ha €. aBTOMOOWIIH,
npousBesieHu B Kuraif).

- HamansBaneTo Ha pa3xoauTe 3a TPY[l - Bb3MOXKHH, aKO YaCT OT KOMIIOHCHTUTE CE MPOMU3BEKIAT B IO
eBTHHH nectuHaruu Ha EC

00600611eHneTO ¢ KareropuuHo. HeoO0oCHOBaHU perysialiiu, HeJI0CTaThYHO OOMUCICHUTE CTPATETHYCCKH
MIOJINTHKY, CUJIOBOTO HaJlaraHEe Ha HEMa3apHU MEXaHU3MH OT CTpaHa Ha eBpONeicKuTe CTpyKTypu. O4eBUIHO
IPEUTHUTE YIPABICHCKH PEIICHUS B MHOXECTBO O0JIACTU Ha HAIMOHAJIHO U HAJ-HAI[MOHATHO HUBO.
[IpeneOpersane Ha TEXHOJOTHMYHW, MKOHOMUYECKM M KOHKYPEHTHU DPEaTHOCTH. Bcuuko TOBa JoBene 10
OYaKBaH HCTAaTUBCH pE3YyJiTaT, CCEPUO3HHU HpO6HCMI/I U JOBJITOCPOYHM 3aTpyJHCHHA 3a €AHa OT Hal
TEXHOJIOTMYHUTEC 1 BOACHIN NKOHOMHUYCCKOTO pa3BUTUEC HA EBpona HUHAOYCTPHU.

Jluteparypa

1. 1. Berrada, J. , F. Leurent (2017). Modeling Transportation Systems involving Autonomous Vehicles: A
State of the Art. Transportation Research Procedia ,vol. 27, pp. 215-221.

2. 2. Fulton, L., J. Mason, D. Meroux (2017). Three Revolutions in Urban Transportation: How To Achieve
the Full Potential of Vehicle Electrification, Automation, and Shared Mobility in Urban Transportation Systems
Around the World by 2050, ITDP; ITS, UC Davis, 2017

3. 3. Septiani, R. , P.W. Handayani, F. Azzahro (2017). Factors that Affecting Behavioral Intention in
Online Transportation Service: Case study of GO-JEK. Procedia Computer Science, Vol. 124, pp. 504-512

https://www.capital.bg/biznes/transport/2024/11/26/4699851 pazarut na_e-
koli v _bulgariia_biznesut produljava da e/
https://www.bloombergtv.bg/a/16-biznes-start/140039-pazarat-na-novi-koli-blizo-do-rekord-v-
ochakvane-na-stimuli-za-elektromobili

244


https://www.capital.bg/biznes/transport/2024/11/26/4699851_pazarut_na_e-koli_v_bulgariia_biznesut_produljava_da_e/
https://www.capital.bg/biznes/transport/2024/11/26/4699851_pazarut_na_e-koli_v_bulgariia_biznesut_produljava_da_e/
https://www.bloombergtv.bg/a/16-biznes-start/140039-pazarat-na-novi-koli-blizo-do-rekord-v-ochakvane-na-stimuli-za-elektromobili
https://www.bloombergtv.bg/a/16-biznes-start/140039-pazarat-na-novi-koli-blizo-do-rekord-v-ochakvane-na-stimuli-za-elektromobili

CbcTraBuUTeIT:

IIpogp. 0-p bucmpa BacuaseBa

Edited by:
Prof. Bistra Vassileva, PhD

ISSN 3033-1706
ISSN 3033-1692




	1-cover_Conference_ICEBM_2024
	Page 1

	Conference_ICEBM_2024_Sbornik_dokladi
	Binder1
	1-00
	1-01 Todor Krastevich
	1-02 Abesadze-Abesadze
	1-03 Turlakova-Slavova-Georgieva
	1-04 Plamen Miltenoff
	1-05 Steliyana Vasileva
	1-06 Teodora Daneva
	1-07 Dimitar Keranov
	1-08 Liliya Mileva
	1-09 Sevgi Osman
	1-10 Mariana Marinova
	1-11 Bozhidar Panayotov
	1-12 Ivelina Petkova
	1-13 Kinkladze-Novadze
	1-14 Yana Pancheva
	1-15-Narlev
	1-16 Paper_Boncho Mitev

	Binder2
	2-00
	2-01BG Vesselina Dimitrova
	2-02BG Veniamin Todorov
	2-03BG Atanasova-Mihaleva-Georgiev
	2-04BG Zheljazkova-Zheljazkova
	2-05BG Georgiev-Mihaleva-Atanasova
	2-06BG Kiril Dimitrov
	2-07BG Boryana Umnikova
	2-08BG Nadezhda Stefanova
	2-09BG Militsa Bachevich
	2-10BG Yordan Petkov
	2-11BG Mihaleva-Georgiev-Atanasova


	4-cover_Conference_ICEBM_2024
	Page 1




