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XabunutaumoHeH Tpya (MoHorpadus)

B1 KpbcreBuu, T. (2022). LleHoBa aHanuTtuKa ¢ R (Bubnnoteka "CtonaHcku ceat", Tom 145).
Ceuwos: AU "UeHos", ISBN 978-954-23-1966-5, (200 c.)

Pe3wome

OnTUMM3aUMATA Ha LEeHUTE Ype3 KOIMYeCTBEHU METOAM 33 aHa/IM3 No3BO/AABa HAa dMpmuTe Aa B3emar
MHPOPMMpPAHU pelLeHns 3a epeKTMBHA LLeHOBA NOINTMKA. M3non3Banku 4aHHW, BMECTO NPeAnoNoXKeHUs,
B3EMaLLUTE peLleHns MmoraT fa onpegendaTt ,NpaBuMAHATa” LeHa Ha CBOS NPOAYKT WAM ycayra, 3a Aa
NPUBAEKAT K/JAMEHTW, KAaTO MO TO3M HauyuMH YBEAMYAT MPUXOAMTe OT npoaaxkbu, nedvanbata wam
peHTabuaHocTTa. Tasn mMoHorpaduma e noceeteHa Ha M3bpaHU NpakTUYeckute npobsemu, CBbP3aHu C
LEHOBM M3CNeABaHUA M ONTUMM3MPaAHE Ha UeHOoBWM pelleHuA. OTBbA TEOpPeTUYHUTE MNEepCrnekTUBY,
npegnaraHy OT NMOBEYETO HAay4yHU MybaMKaumun B 0b6nacTTa Ha MAPKETUHIOBOTO LLeHOObpa3yBaHeTo, B
HaCTOALWOTO U3C/iefBaHe ce CUCTEMATU3MPAT KOHLEMNUUKU, MeToan U MHCTPYMEHTM 3@ MPaKTUYECKOTO UM
npunaraHe B codTyepHa cpesa c OTBOPEH KOJ, 33 aHA/IM3 Ha LaHHU, CTaTUCTUYECKU U3UUCTEHUA U TpadUKK.
PasrnepaHu ca Temu, NpoM3TUYaLLLM OT GyHAAMEHTAHATa TeOPUs Ha LLeHOobpasyBaHETO, HO NOAAABALLM
Ce Ha eMMNUPUYHO OUEeHsABaHe, KaTo Hanpumep UeHOBA WMHPOPMMPAHOCT, LieHoBaTa €1acTUYHOCT,
FOTOBHOCTTA 3a N/allaHe 1 GyHKUMATA HA LLEHOBUA OTrOBOP, ONTUMM3ALMA HA LEHUTE, KaKTO U U3bpaHu
npobnemu Ha LeHoBaTa AndepeHuUMaLmMa U Ha NepCcoHaNN3NPaAHOTO LleHoobpasyBaHe. Hagasame ce, ye
npeanaraHuaT TEeKCT Wwe 6bae oT 0cobeHa BAa*KHOCT U 3@ NPAKTULM, KOUMTO TbPCAT AOCTbNHU METOAaM U
WHCTPYMEHTM, MOAMNOMAraliy B3eMaHEeTO Ha ONTUMAJIHU LeHOBM peLlleHua, Tbil KATO CTPEMEXBT Ha
aBTOpPA € 61N U3NOKEHUTE MOLENM U NPOLEAYPU fa Ce NOAAABA HAa HENOCPeACTBEHA Bb3MPOM3BOAUMOCT
M aganTUBHOCT.

KnouoBu gymu: ueHoobpasyBaHe, rOTOBHOCT 3a NJalaHe, LEHOBU MOAENN, EMIUPUYHM METOAM,
OnNTUMM3NpPaAHe.
Kopgose no JEL: M31, C2, C8, C9.

Abstract

Price optimization through quantitative methods of analysis allows companies to make informed decisions
about effective pricing policy. By using data instead of assumptions, decision makers can determine the
"right" price for their product or service in order to attract customers thus increasing sales revenue, profit
or profitability. This monograph focuses on certain practical problems related to pricing research and price
optimization solutions. Beyond the theoretical perspectives that are offered by a great number of scientific
publications in the field of marketing pricing, this study systematizes concepts, methods and tools for
practical implementation in an open source software environment for data analysis, statistical calculations
and graphs. The study covers issues related to the fundamental theory of pricing that can be empirically
evaluated, such as price awareness, price elasticity, willingness to pay and price response function, price
optimization as well as certain issues of price differentiation and customized pricing. Hopefully, the study
will be of particular importance to practitioners searching for affordable methods and tools to support
optimal pricing decisions, as the author's aspiration was that the models and procedures outlined would
lend themselves to immediate reproducibility and adaptability.

Keywords: pricing, willingness to pay, pricing models, empirical methods, optimization
JEL Codes: M31, C2, C8, C9.
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MoHorpadua, KoaTo He e NpeacTaBeHa KaTo
OCHOBEH XabuanTaumoHeH Tpya

ra KpbcreBuu, T. (2021). AHaam3 Ha nasapHaTa KowHuua c R (Bubanoteka "CronaHcku ceaT",
Tom 143). Ceuuwos: AU "UeHos", ISBN (117 c.)

Pe3wome

OurutanHata TpaHchopmaums Ha 6GU3Heca, HOBOBB3HWMKBALLUTE KAWEHTOLEHTPUYHM BU3HEC mogenw,
KaKTO M YCbBbPLUEHCTBAHUTE aHAMUTUYHU UHCTPYMEHTU W TEXHUKWU npeanosaraT HeobxoAumocT oT
MapKeTMHIoBa KyNTypa, HacoYyeHa KbM AaHHM U aHaM3u. B Tasnm moHorpadus ce uscneasaT v NpeacTaBaTt
noaxoau, anropmuTMu, TEXHUKM U NpoLeaypv 3a aHa/IM3 Ha NasapHaTa KoWHMLUA C AaHHW OT npoaarkbeHu
TpaHCaKuMn. Bbnpeku, ye U3NOXKEHUETo ce H6asupa Ha CONUAHU TEOPETUYHU U3TOUYHWULUM, OCHOBHUAT
aKLEHT e NOCTaBEeH BbPXY METOAO0/I0TMATA M NPaKTUYECKOTO U3B/IMYAHE HA 3aKOHOMEPHOCTM OT roJIEMMU
MacuBM OT Ai@aHHM C NOMOLLITA Ha acouMaTUBHM Npasuaa. Boaeiku ce ot pasbupaHeTo 3a BoaellaTa pons
Ha TPaHCaKLUMOHHMUTE AaHHM OT NpoAakbeHu TpaHCaKuMW NPU W3BJANYAHETO Ha MNepCoHanusnpaHa
MHbOpPMALMA M 3aKOHOMEPHOCTU B NOBEAEHNETO Ha K/IMEHTUTE, LLEATA HU € Aa NpeaoCcTaBUM Ha YMTaTens
KOHKPETHN MPaKTUYECKM HACOKM M Bb3NpoM3BOAMMM paboTHM npoueaypu 3a aHaAM3 Ha nasapHaTa
KOLUHMLA C MOMOLLTa Ha NporpamHua esuk R. LlanocTHUA noaxon Ha U3NoxeHue ce Kpenu Ha KOHKPeTHU
npumepu, PaboTHU WHCTPYKLMU, MPOrpaMeH Kog M HACOKM 3a MHTepnpeTupaHe Ha pesyntatute B
KOHTEKCTa Ha NnoArnomaraHeTo Ha MapKeTUHIOBUTE PeLleHMs B TbProBCKUTE NPeanpUATUS.

KniouoBu Aymu: aHanM3 Ha NasapHaTa KOWHKULA, NpoaaxbeHn TpaHCaKL MM, U3BAMYaHEe Ha aCOLMATUBHM
npaswuna, 4ECKPUNTUBHO MOAENINPAHE, KPBCTOCAHM NPoaaXKou.

Kopgose no JEL: M3, C8, C40.

Abstract

The digital transformation of business, the emerging customer-centric business models as well as
advanced tools and techniques for analysis imply the need for a marketing culture focused on data and
analysis. This monograph explores and presents approaches, algorithms, techniques and procedures for
analyzing the market basket with data from sales transactions. Although the statement is based on solid
theoretical sources, the main emphasis is placed on the methodology and extraction of patterns from large
datasets by using association rules. Guided by the understanding of the leading role of transactional data
from sales transactions in mining personalized information and patterns of customer behavior, our goal is
to provide the reader with specific practical guidelines and reproducible operating procedures for market
basket analysis with the R programming language. The overall approach of the study is based on specific
examples, work instructions, program code and guidelines for interpreting the results in the context of
supporting marketing decisions in commercial enterprises.

Keywords: market basket analysis, sales transactions, association rule mining, descriptive modelling,
cross-selling

JEL classification codes: M3, C8, C40
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CTyaumn, nyoNnMKyBaHW B Hay4YHW M3aaHMA, pedepupaHn N MHAEKCUPaHU
CBETOBHOWM3BECTHWM 6a3n AaHHM ¢ Hay4Ha nHGopmauma (SCOPUS)

rg-1 Krastevich, T. (2023). Retargeting Customers Using Uplift Modeling. Economic Studies
(Ikonomicheski Izsledvania), 32(2), 78-99.

Abstract

“Traditional” digital marketing campaigns are based primarily on a priori geotargeting, augmented with
profiling of potential consumers based on language, sociodemographics, interests and preferences. A step
ahead is when experimental results from A/B testing are used for more precise retargeting, in order to
prove in a statistically significant way the direction and size of the effect of a potential communication
marketing impact. Through the application of uplift modelling, it is possible to complement the
experimental data from A/B testing by identifying the effect of specific marketing treatments (e.g. a
specific message, alternative display ad design, web page layout and/or change in price offer) on specific
individuals as opposed to an overall increase or decrease in conversion rates caused by the impact. This
technique can help evaluate and predict their responses through supervised machine-learning
classification algorithms. This nuanced analysis allows for personalized targeting of marketing
communication to only leads who are likely to respond positively to an impact. This paper proposes and
demonstrates a prototype model for optimal retargeting of customers based on machine learning
algorithms and open-source programming.

Keywords: predictive modeling; retargeting; supervised machine learning; uplift models

Pe3ome

"TpagUUMOHHUTE" KaMMaHMM 3a AUTUTaNeH MapKETUHI Ce OCHOBaBaT MNPeAMMHO Ha anpuOpPHO
reoTapreTMpaHe, AOMNbAHEHO € NPoduaMpaHe Ha MOTEHLMANHUTE NOTPeObUTENN Bb3 OCHOBA Ha €3WK,
coumanHo-gemorpadCckM  AaHHM, WHTepecu W npegnoyuntaHmsa. CTbnKa Hanpeg e, Korato
eKcnepuMMeHTaNHMTe pesynTati oT A/B TecTBaHeTO ce M3N0/I3BaT 3a NO-NPeUn3HO peTapreTupaHe, 3a Aa
ce [OKaXe No CTaTUCTMYECKM 3HAUYMM HAUYMH MOCOKATa M pasMepdbT Ha edeKTa OT MOTEeHUUANHOTO
KOMYHMKaLMOHHO MapKeTUHIoBO Bb3aencreue. Ypes npunaraHeto Ha uplift modeling e BbamoxHo Aa ce
OOMbAHAT eKCNepuMeHTanHuTe AaHHW oT A/B TecTBaHeTO, KaTo ce YCTaHOBU edeKTbT OT KOHKPETHU
MapKeTMHIoBM Npoueaypy (Hanprmep KOHKPETHO cbobLieHWe, anTepHATUBEH AM3aliH Ha AUchelHaTa
peKknama, obopmsieHne Ha yebcTpaHuuaTta u/mam npomaHa B LeHoBaTa opepTa) BbPXy KOHKPETHM n1ua,
33 pas/iMKa OT OOWOTO yBe/MYEeHWE WAM HaMajNeHUMe Ha MPOLEHTAa Ha KOHBEPCUS, NPUYMHEHO OT
Bb3gencTBMeTo. Tasm TeXHMKA MOXKe [a MOMOTHe 3a OLEHABAHE W MPOrHO3MpaHe Ha TEXHWUTE peaKkumu
ypes KOHTPOAMPAHM anropuTMM 3a Kaacudukauma ¢ MallMHHO obydyeHue. To3M HIOAHCMpPaAH aHanu3
No3BOJIABA NEPCOHANIM3NMPAHO HACOYBaHE Ha MAPKETUMHroBaTa KOMYHWMKALMA CaMO KbM MOTEHLMANHU
K/IMEHTWN, KOUTO BEPOATHO LLE pearMpat NoNOoKUTEIHO Ha Bb3AelCcTBMeTO. B Tasu ctatua ce npegnara u
AEMOHCTPMpa NPOTOTUN Ha MOZEN 33 ONTUMANHO peTapreTMpaHe Ha KANeHTH, 6asnpaH Ha anropuTmM 3a
MaLIMHHO 0byYeHWe 1 NporpammpaHe ¢ OTBOPEH Koa,.

KntouyoBu Aymu: NporHo3HO MoaenvpaHe; petTapreTupaHe; KOHTPOMPAHO MaLWMHHO 0byueHue; uplift
moaenu
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r8-2 Krastevich, T., Smokova-Stefanova, M. (2021). Does the Degree of Urbanisation Affect
Sustainable Household Consumption? (Some Empirical Evidence). Management & Marketing.
Chalanges for the Knowledge Society, 16(3), 187-209. d0i:10.2478/mmcks-2021-0012

Abstract

This paper is aimed at identifying the factors that shape consumers' interest and propensity for sustainable
consumption. It is focused on the differentiation of households in regard to their stated willingness to
comply with the principles of sustainable consumption, as well as the identification of differences in the
forms of manifestation of sustainable consumer behavior among the households from different-sized
urban areas. To achieve these objectives, first, we have evaluated a second-order factor model of CSC. We
have also proposed a CSC Index model at an individual level. Second, we have conducted cluster analysis
using the factor scores of the CSC Index model while considering households' socio-demographics and the
size of the urban area. We have identified two segments, 'Sustainable conscious' versus 'Sustainable
unconscious'. Finally, we have identified the environmental dimension as the most significant predictor of
consciousness for sustainable consumption using a path model of CSC Index.

Keywords: clustering; conscious consumer behavior; consciousness for sustainable consumption index;
structural equation modelling; sustainable consumption

Pe3ome

Lenta Ha ctatvaTa e ga ce onpeaensat ¢akTopuTe, KOMTO GOPMUPAT UHTEpeca M CKAOHHOCTTA Ha
notpebutennMte Kbm yctohumBo noTpebneHne. Tolh e ¢OKycupaH Bbpxy andepeHumaumnaTa Ha
AOMAKMHCTBATA MO OTHOLWEHME Ha 3asBeHaTa OT TAX FOTOBHOCT Aa CMa3BaT NPUHUMNUTE HA YCTOMYMBOTO
notpebneHne, KakTo U BbPXY MAEHTUPUUMPAHETO Ha pas3nuusaTa BbB GOpPMUTE HA MPOABJEHME HA
YCTOMYMBOTO NOTPebUTENCKO noBefeHWe cpen AOMAKMHCTBATA OT Pas/IMYHM NO FOSIeMWUHA TPaLCKMU
palioHW. 3a ga MOCTUTHEM Te3u Lenu, NbpBo, oueHuxme dakTopeH mopen oT BTopu peg Ha YCK.
MNpepnoxuxme cblwo Taka mogen Ha nHaekca Ha KCK Ha mHausuayanHo HuBo. BTopo, npoBepoxme
KAbCTEPEH aHau3, KaTo n3nonssaxme GakTOPHUTE OLEHKM Ha mogena Ha CSC Index, KaTo cblyeBpeEMEHHO
B3eXMe NpesBua coumanHo-a4eMorpadpcknte XapakTepUCTUKM Ha JOMaKMHCTBATA M pasMepa Ha rpagcKus
panoH. UaeHTndmumpaxme aga cermeHTa: "YcTolumBo cb3HaTenHu" u "YcTtonumBo Hecb3HaTenHun". U
HaKpasn, MAeHTUOULMpPAXME EKONOTMYHOTO M3MEPEHME KaTO Hall-3HAUMMMA NPEANKTOP Ha Cb3HAHMETO 33
ycTomnumMBo notpebneHune, nsnonssankum path mogen Ha CSC Index.

KnoyoBu aymu: KnbCTepmsaums; Cb3HaTeNHO NOTpebuTencko noseaeHne; MHAEKC Ha YCTOMUYMBO
noTpebaeHne; .AMHENHO CTPYKTYPHO MOAE/IMPAHE; YCTOMUYMBO NoTpebaeHue.
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r8-3 Krastevich, T. (2013). [oBuwIaBaHe Ha eHEKTUBHOCTTA Ha AMPEKTHUSA MAPKETUHT Ype3
NpPeanKTUBHO MoaennpaHe. MKoHomunuyeckun nscneasanus (lkonomicheski lzsledvania), XXII(3),
25-55.

Abstract

Customer acquisition, retention, churns and wingbacks are not new marketing paradigms. Its
implementation in terms of FMCG markets and low brand switching barriers is still challenging. In many
economic sectors recording, storage and use of marketing data bases with records identifying market
players and their behavior is an essential and integral part of business operations. This study attempts to
provide a comparative analysis of classification models and predictive techniques for extracting knowledge
from customer databases and opportunities for planning direct marketing campaigns, in particular, by
selecting the "optimal" list of target customers based on direct marketing response models.

Keywords: uplift modeling, customer response modelling, decision tree, direct marketing.
Pe3wme

MOCTOSHHUAT CTPEMENK KbM MPUBANYAHETO Ha HOBU M 334bPKAHETO HA CbLLECTBYBALLUTE K/AUEHTU He e
HOBa MapKeTMHroBa napagurma. lNasapHaTta M peanusauma obadye B yC/IOBMSA Ha OTHOCUTENIHO BMCOKA
YyecToTa Ha KynyBaHe Ha MPOAYKTUM WM YCAYrMTe, KakTO M NpM OTHOCUTE/NIHO HUCKM bBapuepu npepq,
notpebuTtennTe 3a NPOMAHA Ha AOCTABYMK W NPOLYKTOBA MapKa € Cepuo3HO npenvsBuKaTesnctso. B
peanua CTOMaHCKU CEKTOPU PerucTtpupaHeTo, CbXpPaHABAaHETO M M3MO0/3BaHETO Ha WHGOPMALWOHHU
MacMBM CbC 3aMucu, UAEHTUOMUMPALLM Ma3apHUTE CyBeKTU U TAXHOTO NOBeAeHWEe e CblUecTBeHa U
HepasgesiHa YyacT oT 6BusHec onepaummTte. B M3cneaBaHeTo e HanpaBeH ONKUT 3a KOMNAPaTUBEH aHa/IM3 Ha
KnacMdUKaUNMOHHM MOLENN U TEXHUKWN 33 NPEAUKTUBHO U3BIMYAHE Ha 3HAHWUA OT KIUEHTCKM 6asn AaHHK
N Bb3MOMKHOCTUTE MM 33 MJIAaHUPAHETO HA AUPEKTHU MAPKETUHIOBM KaMMaHUW U MO-KOHKPETHO, Mpw
nsbupaHe Ha ,ONTUMANEH” CMNUCBK C LENEeBM K/JAMEHTU 33 HenocpeacTBeHO nepcoHMdUUMpPaHo
Bb3aencrame

CTyann, nybanKyBaHu B HepepepurpaHu CIMCAHMA C HAYYHO
peueH3npaHe Uan NybanKyBaHW B peAaKTUPaHN KOJIEKTUBHU TOMOBE

r9-1 KpbcreBuy, T. (2022). PaskprBaHe Ha 3aKOHOMEPHOCTU MPW NasapyBaHEe B cpeaa Ha ronemu
AaHHU. AamaHax "HayuHu nscnegsanHms”, 30, ctp. 138-180.

Pe3wome

B Tasu cTyamna npeacraBaAme Bb3MOXKHOCTUTE 3a NPUIOKEHWE HA U36paHKN anropuTMu 3a 6bP30 OTKpMBaHE
Ha 3aKOHOMEPHM, YeCTO CpeLLaHM 1 NOBTapALLM Ce MOAEAN Ha NOBEAEHME NPU NasapyBaHe Ha NPOAYKTH
WAM YCAYTU, KynyBaHU efHOBPEMEHHO U/WUAN B HAKAKBO MOC/ief0BaTe/IHOCT BbB BpemeTo. MMofo6HM
aHa/IM3M YeCTo NMbTU Ce ONPeaenaT C NOHATMETO ,,aHan3 Ha NasapHaTa KowHKULa". OBeKT Ha HAaCTOALLOTO
M3cnefBaHe € aHa/sM3bT Ha roieMM MacMBM OT AaHHM OT NPOAarKbGeHW TpaHcakuuu, HabalogaBaHu B
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MHOXeCTBO UHAUBUNAYA/THN aKTOBE Ha MOKYMNKa, a NnpeaMeTbT — pa3KkpuBaHe Ha Bb3MOXHOCTUTE Ha HAKOU
YMCNOBM aNrOpPUTMM OT 06/1aCTTa Ha MaLLMHHOTO 0byyeHne 3a OTKPUBAHE HA CKPUTU 3aKOHOMEPHOCTHU B
aKToBeTe Ha nasapyBsaHe 4pe3 06paboTKa Ha AaHHM OT UHAUBUAYANHUTE ,Na3aPHUN KOWHULM Ha KNUEHTHU.
Ll,enTa e fa ce y6e,c|,V| YUTATENIAT BbB Bb3MOXHOCTUTE Ha U3B/INYAHETO Ha aCOUNATUBHU NPaBn1a OT roiemu
AaHHU 4Ype3 AeMOHCTpauMM ¢ 06LLOAO0CTbNHN OTBOPEHW AaHHWU. M3noKeHueTo cneasa Norukata ,,0T
KOHUEMUMA KbM NPUAOXKEHNE" U NOoCNeA0BaTeNHOTO AaBa OTFOBOPY Ha BbMnpocuTte ,3alo” e HeobxoaumMo
Aa ce npasu, C ,KakBO” ce nNpaBu u ,Kak"” ce npasu. Ciies KpaTKo BbBeAEHME B /IOTMKaTa M cneundmkara
Ha HaW-NonynApHUTE anropuTMK 33 OTKPUBaHE Ha 3aKOHOMEPHOCTM Ype3 U3BANYAHE Ha acoLMaTUBHMU
npasusa OT roJIeMW MAcuBW OT AAHHM, Npegnarame AeTanHM paboTHM Npoueaypy U MHCTPYKLMK 33
dHan3 U nHTEepnpeTauma Ha aHaIMTUYHUTE PEe3yNTaTu. B KpaAa ce npaBn CMHOMNCUC U Ce OaBaT HAaCOKN U
npenopbKK 3a M3NoA3BaHe Ha aHaNUTUYHUTE NPoLLeayPU B MapPKETUHTOB KOHTEKCT.

Kniouosu AYMMU: aHA/IN3 Ha Na3apHaTa KOWHWULUA, U3BZINYaHE Ha aCcounaTtuBHU N CEKBEHTHWU NpasBuna,
I'IpO,EI,a)-K6EHM TPaHCaKunn, aHain3 Ha ronemun AaHHW, aHa/1In3 Ha NOBEAEHUNETO Ha KynyBavuTe

Abstract

In this study, we present the feasibility of applying selected algorithms to rapidly detect regular, common,
and recurring patterns of shopping behavior for products or services purchased simultaneously and/or in
some temporal sequence. Such analyses are often defined by the term ,market basket analysis“. The
object of the present study is the analysis of large data sets of sales transactions observed across multiple
individual acts of purchase, and the subject matter is the discovery of the capabilities of some numerical
algorithms from the field of machine learning to detect hidden patterns in acts of purchase by processing
data from individual customer ,market baskets”. The goal is to convince the reader of the possibilities of
extracting association rules from big data through demonstrations with publicly available open data. The
exposition follows a ,,concept-to-application” logic and consistently provides answers to the questions of
,why“ it is necessary to do it, ,what” it is done with, and ,,how" it is done. After a brief introduction to the
logic and specifics of the most popular algorithms for discovering patterns by extracting association rules
from large datasets, we provide detailed working procedures and instructions for analyzing and
interpreting the analytical results. Finally, we provide a synopsis and provide guidelines and
recommendations for using the analytical procedures in a marketing context.

Keywords: market basket analysis, association and sequence rule mining, sales transactions, big data
analysis, buyer behavior analysis

9-2 KpbcreBuy, T. (2021). MogenvpaHe Ha BEPOATHOCTHUS M300p Mpu NOKynKa. AAmaHax
"HayuHu nscneasaHua", 29, ctp. 7-47.

Pe3wome

B ToBa M3c/nepBaHe ce CUCTEMATU3MpPAT TEOPETUYHWUTE OCHOBM Ha MaTeMATUYECKOTO MOAEeAMpaHe Ha
noTpebuTenckoTo nosegeHne B NpoLLeca Ha M36op B KOHTEKCTa Ha TeopMATa Ha CAydyaliHaTa NoJ/esHOCT.
DOKYCbT € HacoyeH BbpXy HAKOM acCMeKTU Ha 3afBeHWA AMCKpeTeH M360p, KOMTO ce MoALaBaT Ha
MKOHOMETPUYHO oueHABaHe. OCHOBHATa aBTOPOBA Te3a €, Ye, U3XOXKAANKM OT TeopusaTa Ha cayyaliHaTa
MOAE3HOCT, € Bb3MOXHO 3 Ce Cb34aAe MHCTPYMEHTapMyMm 3a NPOrHOCTMYEH aHaAN3 Ha TbpceHeTo. LienTa
Ha M3caenBaHeTo e pa3paboTBaHe Ha NPO3paYHa M Npocieanma aHaNMTUYHA METO40/10TMA 32 aHaAU3 Ha
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eMMUPUYHU JaHHU OT 3aABEHU NPeanoYMTaHMsA, OCUTYPABALLA Bb3MOMXKHOCT 33 OLEHABaHe, aHa/M3npaHe
1 NpeficKasBaHe Ha noTpebuTenckus n3bop. 3a peannsmMpaHeTo Ha Tasu Lesl e HanpaBeH KpaTbK CUHOMNCUC
Ha TeopuATa Ha AUCKPETHUA M360pP, KaKTO M 0630p Ha MeTOAMTE 3a OLEHKA M aHAaNU3 Ha TPAAULMOHHUTE
MKOHOMETPUYHN MOAENN C OAUCKPETHW 3aBUCMMM npomeHmBU. OcobeHO BHMMaHME ce 0b6pblua Ha
npobnemuTe npu cneundUUNPaHETO Ha aAEKBATHU AUXOTOMHU U MYNTUHOMMUAHU IOTUT MOAENN, KOUTO
Ca CbpLEBMHATA HAa aHAIUTUYHUA UHCTPYMEHTAPUYM U YNETO OLEHABAHE M BaANAMPAHE € NMOCTUMKUMO C
nomolLTa Ha codTyep C OTBOPEH Ko, Ypes cuctemaTnsmMpaHe Ha NOCTUXKEHMATA B 0b1acTTa ce usBeKaaT
HaCOKM 3a M3MOA3BaHE Ha MOAeNUTe 3a LienTe Ha NPOrHOCTUYHMA aHa/IM3, CBBbP3aH C PeLlaBaHeTo Ha
MapKeTMHIroBu npobnemu. Mpeanarat ce TEXHUKKU 3a NPOrHOCTUYEH aHaNU3 Ha noTpebutenckma nsbop ¢
NMOMOLLTa Ha M3BOPHU MOAENU, B T.4. U3BEXKLAHE HA arpernpaHy NPOrHO3HW OLLEHKM, CbCTaBAHE Ha
nasapHU CMMYIATOPWU 33 NPESUKTUBHO MOALENMPAHE HA MasapHUA OAN, OLEHABAHe Ha rOTOBHOCTTA 3a
naawaHe n LeHoBaTa eNlacTUYHOCT Ha HUBO M3BOPHWN anTepHaTMBU.

Kntouoeu aymu: notpebutenckm nsbop, moaenu c AUCKpPeTHUA M3bop, Teopma Ha clyyainHaTa
MoOAE3HOCT, AUXOTOMEH WU MYyATUHOMMAIEH NIOTUT, MPOrHOCTUYEH aHaN3 Ha NOTPeBbMTEICKOTO ThpceHe.

Abstract

This study systematizes the theoretical foundations of mathematical modeling of consumer behavior in
the choice process in the context of random utility theory. The main attention is paid to some aspects of
econometric estimation of discrete choice models. The main thesis is that based on the theory of random
utility, you can create tools for predictive analytics of demand. The aim of the study is to develop a
transparent and traceable analytical methodology for analyzing empirical data from stated preferences,
providing opportunities for evaluating, analyzing and predicting consumer choice. To achieve this goal, a
brief synopsis of the discrete choice theory was made, as well as a review of methods for evaluating and
analyzing traditional econometric models with discrete dependent variables. Particular attention is drawn
to the problems in specifying adequate binary and multinomial regression models, which are the core of
analytical tools, and whose evaluation and verification is feasible with the help of open source software.
Systematizing achievements in the field, recommendations are given for using predictive models for
solving marketing problems. Methods for predictive analytics of consumer choice are proposed, including
output of aggregated forecast estimates, building of market simulators for predictive modeling of market
share, assessment of willingness-to-pay and price elasticity at the level of product alternatives.

Keywords: consumer choice behavior, stated choice models, random utility, binary and multinomial
logit, predictive analytics of customer demand.

r9-3 Kpnbcresuy, T., CmokoBa, M., PeweTkoBa, A., MNeTkoBa, B. (2016). BHeapasaHe Ha 6UsHec
MHTENIMTEHTHA CUCTEMA 38 MOHUTOPWUHT M KOHTPOJ1 BbB BUCLUE yuuamile. AimaHax "HayuHu
nscnegBanms", 23, ctp. 95-126.

Pe3wome

MpoeaTa Ha HaCTOALLOTO U3CNeaBaHe € MHCMIMPUPAHA OT OXKMBEHATa NOJIeMMKa 3@ Ka4eCTBOTO Ha BUCLLETO
o6pasoBaHme M HEe3a40BOJ/IUTE/THOTO MACTO, KOETO 6'bl1rapCKVITe BUCLWIN yYNUULLA 3aeMaT B CBETOBHUTE U
EBpOHGﬁCKMTe Knacaumu. Hanuue e obaye HeumsnonseaH noTeHyman 3a ﬂO-ﬂ,O6pO UHCTUTYUNOHANHO
ynpasaeHne Ha o6pa303aTenHMTe MHCTUTYLUUN B PaMKUTE Ha OCUTypeHaTa n ot 3aKoHOdaTenA
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aBTOHOMHOCT. TO3M MOTeHUMan ce OTKPMBA B HaAMUYMETO Ha OrPOMHM MacuMBM OT JaHHWU. 3a
CMCTEMATUYHOTO M aBTOMATU3UPAHO WMHTerpuMpaHe, obpaboTKka M aHanM3 Ha Te3n MHPOPMALMOHHMU
MacMBU € Bb3MOXKHO U HEOBXOAMMO MU3rParKAaHEeTO Ha MHTE/IUFEHTHU MHPOPMALMOHHU CUCTEMMU BbB
BMUcwMTEe yunmnmuwa. OCHOBHATA Uen Ha HacTosALWOTO M3c/ieBaHe e Aa ce NpeacTaBAT Bb3MOXHOCTUTE Ha
nsrpageHarta 3a Hyxaute Ha CA ,[O. A. LleHoB” — CBMLWOB MHTEAUTEHTHA MHGOPMALMOHHA cucTema 3a
MOHMUTOPUHT U KOHTpon. MogobHa cuctema e B CbCTOAHWE, APamMaTUYHO A3 YBE/AMYM KanauuteTa Ha
aKaAEMMYHOTO PHbKOBOACTBO NPW B3EMAHETO HAa HaBPEMEHHU, MHGOPMUPaHUM, 060CHOBAHM N NPOAKTUBHMU
YNPaB/IEHCKMN pelleHnss — afeKBaTHU KaKTo Ha BCe No-AMHAaMWM4YHaTA U KOHKypeHTHa obpasoBaTtesiHa
cpeaa, Taka M Ha 6bP30 NpomeHALWmnTe ce 0bpa3oBaTesIHM NOTPEOHOCTM Ha obyyaBaHUTe.

Knioyosu aymum: Buclie yunnuiie, GU3HeC MHTENMreHTHa cuctema, obpasoBaTtenHa cpesa
Abstract

The basic idea of the research is inspired by the vivid controversy about the quality of higher education
and the unsatisfying position of the Bulgarian higher educational institutions in the international and
European charts. However, there is free potential for better institutional management of the educational
institutions within the framework of the autonomy secured by law. This potential can be found in the
presence of large datasets. Intelligence systems need to be established in the universities in order to have
systematic and automatic integration, data processing and analysis of these large datasets. The objective
of the research is to present the capabilities of the business intelligence system that has been developed
and established at the D. A. Tsenov Academy of Economics, Svishtov. Such system would dramatically
increase the capacity of the academic leaderships for taking prompt, informed, well-grounded and
proactive governing decisions — to be more adequate regarding the more and more dynamic and rival
educational environment, as well as the rapidly changing learning needs of the students.

Keywords: higher educational institution, business intelligence system, educational environment

r9-4 KpbcereBuu, T., CmoKkoBa, M. (2015). [peAMKTUBEH aHaU3 Ha NOTPEOUTENCKUTE PeaKL MM Ypes
MHKPEMEHTaIHO MoaesinpaHe. AamaHax "Hayuyuun nscnegsanna”, 22, ctp. 352-385.

Pe3wome

TpaAMUMOHHUTE MOAENU 33 NPeACcKa3BaHe Ha NoTpebuTenckaTa peakuma U3XoKaaT oT Npe3ymnumaTa, 4e
epUKACHOCTTa Ha MAPKETMHIOBUTE KaMMaHWM MOXKe fga Obae M3MepeHa upe3 oOueHABaHe Ha
WUHOMBUAYaNHATa BEPOATHOCT 3a peakuus. To3M Noaxoa U3rnexna IorMyeH 1 B MoBeYeTo c/lyyan Boam 40
no-pobpun pesynTati oT CAy4amHOTO TapreTupaHe. dyHaameHTaneH npobnem npu Tesn moaenn obave e
HEBB3MOMKHOCTTA 43 Ce pPasrpaHMyn Bb3AENCTBMETO HA KaMMaHMATA OT BAUAHMETO HA APy,
HEKOHTPOJIMPYEMU CTUMYJIM, KaKTO M Bb3MOMKHOCTTA 33 Bb3HWKBAHETO Ha CMOHTAaHHM NOKYMKKU, TbiA KaTo
npeacKasBaT BEPOATHOCTUTE 33 Peakums, a He MPOMAHATa B Te3n BEPOATHOCTWU, MPOBOKUPAHM OT
KOHKpeTHaTa WHTepBeHuMs. MpuabpiKalikM ce Kbm pa3bupaHeTo, Ye TPagUUMOHHUTE MOAENM HaA
noTpebuTenckata peakums He BOAAT A0 ONTUMAJIHA MaPKETUHIOBUTE pELUeHWsi, OCHOBHATa Lesn Ha
HacTosLwaTa pa3paboTKa e Aa ce AedMHMPA, OLLEHU U NPUNOKM BbPXY peanHa b6asa JaHHU MHKpPeMeHTaneH
Mogen 3a npeackasBaHe Ha MPOMAHATa B MOBEAEHMETO HA KAMEHTUTE, Ab/Kalla ce Ha JageHa
MapKeTMHIroBa akuuMA. KOHKpeTHMTe 3aZauun ca CBbP3aHW C ob6ciesBaHE HA Bb3MOXKHOCTUTE Ha efHa
CPaBHWUTE/IHO HOBA M MAJIKO NO3HaTa METOA0/10MMA 33 MAEHTUdULMPAHE HA Konebaelm ce 1 NoaaaBaLm
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ce Ha ybexpgaBaHe KAMEHTW. B M3cienBaHETO ce UAOCTPUPA NPUIOKEHUETO Ha AUPEKTHUA Moaxon, 3a
WNHKPEMEHTA/IHO MOAE/IMPaHE U Ce AeMOHCTPUPAT 3HAUNTENTHUTE My NPeaMMCTBa Npes TapreTMpaHe Ha
6a3a TPaANLMOHHUN PEAKUMOHHN MOLENMN.

Kniouosu AYMU: NHKPEMEHTA/THO MOo4eNTNPaHe, MOo4e/INPaHE HA K/IMEHTCKATA peakyua, 4bpBO Ha
peweHnATa, AUPEKTEH MAPKETUHT

Abstract

Traditional customer response models are based on the understanding that marketing campaign
effectiveness could be measured by predicting response probabilities of each customer. Such approach
seems to be very reasonable and, in most cases, it gives better results than random targeting. A
fundamental problem of response modelling is that it does not separate the impact of a campaign from
other stimuli and spontaneous responses because response models predict the wrong thing. They model
and predict response probabilities, not the change in those probabilities as a result of the given marketing
intervention. Following the understanding that traditional response models do not give optimal marketing
decisions, the goal of this study is to define, estimate and apply on a real data base uplift model for
predicting the change in customer behavior resulting from marketing action. The specific tasks relate to
studying the opportunities of a relatively new and less familiar methodology for identifying hesitant and
persuadable customers. The study illustrates the application of the direct approach for uplift modeling and
demonstrates its significant advantages over targeting based on uplift models over traditional response
models.

Keywords: uplift modeling, customer response modelling, decision tree, direct marketing.

9-5 KpbcreBuu, T., CmoKkoBa, M. (2014). [porHo3supaHe Ha npoaaxbuTte Ha 6bP30060POTHM

I'IOTpE6VITe/'ICKVI CTOKM Ha Hbas3aTa Ha AadHHW OT I'IpOLI,a)-K6eHVI TPAHCaKL MW C BEPOATHOCTHHU

Mmozenn. AnmaHax "HayuHu uscneasanus”, 21, ctp. 89-116.

Pe3wome

NHTepecbT KbM MOe/IpaHe CTPYKTypaTa Ha NOTPebuTenckute npeanovymMtaHma U TAXHOTO NoBedeHue
npu nsbopa Ha CTOKWU C Len npefckasBaHe Ha HbaelnTe peleHus 3a MOKynKa Mma Aabara v borata
Tpaauuma B MapKeTUHra. TbpCeHeTo Ha Bb3MOMHOCTM 3a NMPaKTMYECKO pellaBaHe Ha To3n npobnem
HapacTBa C Pa3WMPABALLOTO Ce NoaAbpiKaHe Ha KANEHTCKM 6a3n gaHHM OT NpogarKbeHn TpaHCaKuMKn Ha
MHAMBMAYANHO paBHMULE. HacToAawoTo u3cneasaHe ce 6asmpa Ha NPUIOKEHMETO Ha cneunduUyeH Knac
BEPOATHOCTHM MOAENN, HANB/IHO CbOTBETCTBALLM Ha HOBUTE NpeAn3BUKATENCTBA, Npes KOMTO e U3npaseH
CbBPEMEHHUAT MApPKETUHIOB MeHUOXbP. Llenta e ga ce cbCTasu, OUEHM U AaNPUOPHO A ce Baanamnpa
arpermpaH nporHo3eH moaen 4pes obobuiaBaHe Ha MNPEAUKTUBHUTE OLLEHKM 33 WHAMBUMAYANHUTE
CTPYKTYPM HA NOKYNKUTE HA BCEKU OTAENEH KynyBay. Bb3 OCHOBA Ha AaHHM 3@ NOKynaTe/IHAaTa UCTOPUA Ha
KOXopTa OT HOBW KynyBauu, B W3CNeABaHETO Ce AeMOHCTpupa gobpaTa CXOAMMOCT M MNPOrHO3Ha
BanmaHocT Ha NDB 1 BG/NDB mogenuTte. Mo To31 HauMH ce NOTBbPXKAaBa Te3aTta 3a BUCoKaTa NpuUroaHocCT
Ha BEPOATHOCTHMUTE MOZE/IN 33 Pa3KpMBaHE U NpeacKa3BaHe Ha NOKynaTeNHOTO noseaeHne. Hannumnerto
Ha NpeuM3HM NPOrHO3M 3a MHAUBUAYANIHOTO NOBeAEHUE NPU KynyBaHe e HeobxoAnma npennocTaBKa 3a
CUCTEMATUYHOTO OLIEHABAHE Ha NOXM3HEHATa CTOMHOCT Ha KANEHTUTE.

Kntouosu gymu: BepoATHOCTHM MOAENN, aHANN3 HA KAMEHTCKaTa 6a3a, I'IpO,LI,a)K6EHVI TPpaHCaKuumn
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r9-6 KpbcreBuy, T., Cmokosa, M. (2013). [peAUKTUBEH aHaIM3 HA TbPCEHETO HA NAKETHM

TENEKOMYHUKALUMOHHM YCIYIU C ANCKPETHU M360pHU modenn. AnmaHax "HayuHu
nscnegsanms”, 19, ctp. 122-150.

Pe3ome

O6€eKT Ha HaCTOALLOTO M3c/ieABaHe e NOTPEeObUTENCKUAT M360P HA NAKETHU TENIEKOMYHUKALUMOHHW YCayTi,
a npeameT — Bb3MOXKHOCTUTE 33 HEroBoTo 0BACHABaHe W NpeacKa3BaHe Ha 6a3aTa Ha meHto 6asupaHu
n3bopHM mogenun. B ctyguaTa ce AEMOHCTPMPA KaK C NOMOLLTA Ha MHTepPaKTUBEH yeb 6a3npaH KOHAKOUHT
aNropuUTLM, YC/IOBEH MYJTUHOMMANEH SIOTUT MOAEN U MepapXxMyHa 6eincoBCcKa perpecusa morat aa 6bvaat
OLeHEeHM YaCTHUTE OLLEHKM 33 NONIe3HOCT Ha OCHOBHUTE KOMMOHEHTU Ha LMGPOBU TEIEKOMYHUKALNOHHM
ycnyrn 3a goma. Ha 6asata Ha eMnUpUYHMUTE OLLEHKM HA MpeanoyvyMTaHuATa Ce CbCTaBA aHaAUTUYEH
CUMYNAUMOHEH MOZEN 3a NPeAMKTMBEH aHa/M3 Ha CTPYKTypaTa Ha TbpCEHEeTO Mpu anTepHaTUBHM
cueHapuu. LlenTa e fa ce npeanoxaT u AeMOHCTPUPAT HAKOM Bb3MOXKHOCTM 32 ONTUMAJTHO NAaHMpPAHe Ha
NPOAYKTOBMA MUKC OT NAaKETHU NPeasIoKEeHUs, KOUTO Aa CbOTBETCTBAT HAa O4AKBAHMATA M HA FTOTOBHOCTTA
3a N/1alWaHe Ha peasiHUTe U NOTeHUMANHUTe noTpebuTtenu.

KnouoBu aymu: KOHAXKOMHT aHaM3 Ha 6asaTa Ha MeHto, MyATUHOMMANEH NOTUT MOAES, NepapxmnyHa
6eMcoBCKa perpecus, NakeTHU TENEKOMYHUKALMOHHW YCAYTU, NPeANKTUBEH aHau3

Abstract

This study explores consumer choice of bundled telecommunications services and empirically investigates
some new possibilities of menu-based choice models for explaining and predicting the share of
preferences. It demonstrates how to use menu-based conjoint analysis, aggregate multinomial logit and
hierarchical Bayes models in order to estimate part-worth utilities of attributes and price levels of digital
telecommunications services for home users. A spreadsheet-based analytical simulation model for
predictive analysis of the demand structure for alternative scenarios is composed based on empirical
estimates of preferences. Our research purpose is to offer and demonstrate opportunities for optimal
planning of product bundles that match the actual and potential customers’ expectations and willingness
to pay.

Keywords: menu-based conjoint analysis, multinomial logit model, hierarchical Bayes model, bundled
telecommunications services, predictive analysis.

r9-7 Kpuwcreunu, T., Cmokosa, M. (2012). OueHsiBaHe Ha rOTOBHOCTTA 3a NJallaHe U Ha LeHoBaTa

YYBCTBMTE/IHOCT Ha NOTpebuTenmTe Ha 06pPa3oBaATENHMN YCAYTU YPEe3 U3OOPHU EKCNEPUMEHTH.
Anmanax "HayyHu uscnegsanua", 17, ctp. 584-614.

Pe3ome

C HacToAWOTO M3C/neABaHe ce AEMOHCTpMpa eMnupuyeH MoAxo4, 3a M3MepBaHe Ha roTOBHOCTTA 3a
nnalwaHe Ha noTpebutenute Ha obpasoBaTeNHUTE yCAyrK, nNpegiaraHn B Cy6CTUTYLMOHEH KOHTEKCT U
cpeaa Ha HMCKa NPOo3PadYHOCT Ha AeilCTBUTENHATa NOTpebuTenHa CToMHOCT. FOTOBHOCTTA 3a NAallaHe ce
OLEHABA Ha MHAMBUAYAHO PaBHMLLE C MOMOLLTA HA afanTMeeH U36opeH KOHAMKOMHT aHanus. LleHosaTa
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YYBCTBUTENHOCT 1 NCUXO/IOMMYECKMTE LIEHOBW NParoBe ce OLLeHABAT Ha arpernpaHo pasHulle. CbCcraBeH e
,Ma3apeH cMmynaTop”, Yypes KOMTO e YyCTaHOBEH ,,ONTUMAJIHUAT NPOAYKT, MakCMManusupall aena Ha
npeanoYyMTaHMATa Ha notpebuTtenute. YctaHoBABa ce, Ye npeanaraHuTe obpasosBaTesiHM NpPorpammn He
CbOTBETCTBAT Ha CTPYKTypaTa Ha npeAnoyntaHusaTa Ha obyyaemute. PaskpuBa ce Ha/iMuMeTo Ha
noteHUMan 3a ONTMMU3MPAHE Ha MapuyHUTE noTouM Ha ob6pasoBaTeNHUTE WHCTUTYUUWU uUpe3
NPeocMUCAAHE U NPOMAHA Ha NOAUTMKaTa Ha LeHoobpasyBaHe — OT eAMHHM TaKcu 3a obydyeHue no
Pa3INYHUTE MarMCTbPCKU NPOrpamMm B paMKUTE Ha eaHa UHCTUTYLMA, KbM HENMHENHO LieHooBpa3yBaHe.

KniouoBu aymun: rotoBHOCT 3a Mn/allaHe, pe3epBunpaHa LeHa, LeHoBa YyBCTBUTENHOCT, afdanTuseH
M360peH KOHOXKOMHT aHanM3, obpasoBaTtesiHa ycayra

Abstract

In this study, we present and prove an empirical approach for measuring willingness-to-pay and price
sensitivity for educational services (master's programs in economics and management) offered in
substitution setting with low visibility of the actual consumer value. Our experiments are based on
adaptive choice-based conjoint analysis. We estimate willingness-to-pay on an individual level, based on
part-worth utility estimates derived using hierarchical Bayesian approach. At the aggregate level, we
specify and derive market response functions and thresholds at which price sensitivity changes
dramatically. Based on part-worth estimations we build a ,market simulator”, based on optimization
gradient method. Based on it we found the ,optimal” product bundle that maximizes the share of
consumers' preferences in two dimensions — institutional and competitive. We found that the present
supply of integrated educational services is not relevant to the structure of preferences of the potential
students. In terms of financial management of educational institutions, there is considerable potential for
optimizing cash flows by rethinking and changing their price policies — from uniform charges for different
master’s programs towards nonlinear pricing.

Keywords: willingness to pay, reservation price, price sensitiveness, adaptive choice-based conjoint
analysis, educational service.

r9-8 Kpuwcresuu, T., Cmokosa, M., bawes, K. (2011). AHaan3 Ha COLMANHM MPEKM BbB BUPTYaIHA

konabopaTtmeHa y4yebHa cpeaa. AnmaHax "HayuyHu nscnegsaHua", 15, ctp. 413-453.

Pe3wome

N3cnepgaHeTo e POKyCMpPaHO BbPXY METOAMTE 33 aHANN3 Ha COLMANHUTE MPEXKM U Bb3MOMKHOCTUTE UM 33
NOoeHTUOULMpPAHE W M3y4aBaHe Ha COLMANHWM CTPYKTYypu B obpasosatenHusa npouec. Ha 6asata Ha
eMNUPUYHN AaHHWU OT OHNAlH B3aMmoaencTeumATa (AMYHK CbobuleHUs M NybaMKyBaHM CbobLIEHNA BbB
dopymuTe Ha yuebHuTe ancumnanHm) mexgy 901 aktbopa (14 npenogasaTenu, 2 agMUHUCTPaTopK U 885
CTYAEHTU-MarncTpun) no Bpeme Ha yeb-6asmpaHo ¢akynTaTMBHO 0byYeHUe e u3cnenBaH COUMANHUA CBAT
M Ca OLEHEHW OTHOCUTENHUTE MO3ULMM Ha OTAENHUTE YNEHOBE U KNABCTEPU B PaMKUTE Ha BMPTyanHaTa
Mpexka. PesyntaTute OT aHanAM3a Ha COLMANHATA Mperka b6uxa Moram ga noanomorHat no-gobpoto
pa3bupaHe 1 ynpasaeHue Ha noBeaeHneTo obyyaemuTe B Npouec Ha KonabopaTMBHO yyeHe.
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Abstract

The present study is focused on the social network analysis and its opportunities for identification and
analysis of virtual social structures that emerge in the process of education. The social world and the
relative position of the individual members and cliques within the social network is investigated and
described, based on empirical data for online interactions (private messages and postings in course
forums) between 901 actors (including 14 teachers, 2 administrators and 885 students) emerging in the
learning environment of the elective course “Business communications in foreign language”. This can help
in better understanding and managing of their behavior in the process of collaborative learning.

r9-9 Kpuwcresunu, T., Cmokosa, M. (2011). OnTummnsmnpaHe eheKTMBHOCTTa Ha NPOrpamuTe 3a
OVPEKTEH MAapPKETUHT Ype3 aHANUTUYHO M3BIMYAHE HA 3HAHWUSA OT AaHHU. AnmaHax "HayyHu
nscnegsanus”, 14, ctp. 559-601.

Pe3ome

B HacToAWOTO n3cnenBaHe, Hapen ¢ KOHBeHUMOHaNHNA RFM moaen, ca cbCTaBeHU U NPUNOKEHN HAKONKO
anTepHaTMBHU Mogena 3a ONTMMMU3MpPaHe Ha ePeKTUBHOCTTA Ha MPOrpamu 3a AMPEKTEH MAPKETUHT,
6asnMpaHM Ha TEXHUKM 33 aHaA/JIUTUYHO M3B/AMYAHE Ha 3HAHWMA OT AaHHWU. Bb3 OCHOBa Ha AaHHM 3a
roAULWHUTE aKTUBHOCTU HA e/IEKTPOHEH MarasuH, npeagsaraly, HAKOIKO NPOAYKTOBM KAaTeropmmn TEXHMKA U
e/leKTpoHMKa 3a buTa, e pgoKasaHo, Ye RFM aHanuM3bT, BbNpeKku LWKupoKaTa CM MOMyAAPHOCT KaTo
WMHCTPYMEHT 3a reHepupaHe Ha “onTumanHn” cnucbum 3a n3bop Ha UENeBuM KAMEHTW, e Adaned oT
M3NCKBAHETO 3a ONTMMANHOCT. Ha npakTMKa BCUYKU EKCNEePUMEHTUPAHM NPEAUKTUBHM TEXHUKM 3a
aHa/IMTUYHO M3BJINYAHE HA 3HAHWSA OT KIMEHTCKN 6a3n AaHHU ro NPeBb3X0OXKAAT.

Abstract

In this article several data mining models, together with the conventional RFM model, are designed and
applied for optimizing the effectiveness of direct marketing campaigns. Regardless of its popularity as a
means for generating “optimal” target lists, RFM analysis is far from optimal solution. Applied on empirical
data for one-year activities of an e-shop of electronic and home appliance technique, all data mining
models surpass RFM model in predictive performance.

9-10 KpbcreBuu, T., CmoKoea, M. (2010). AHann3 Ha NOTPebUTENCKUTE MNPEeANOYMTaHMA C U3PA3EHMU
n36opHN metoam. AnmaHax "HayyHu nscneasanma", 11, ctp. 324-387.

Pe3ome

AHann3bT Ha W36OPHOTO NoBeAeHWe Ha noTpebutenMTe Ha nasapa e ¢yHAaMeHTalHa Tema B
MapKeTMHIroBUTE M3cneaBaHua. 3a cbyKaneHue obaye, BbNpekM boratata NaavTpa OT UHCTPYMEHTM 33
M3y4yaBaHe Ha NOTPEOUTENCKUTE NpeanoyYuMTaHus, B HayyHaTa JiMTepaTypa BCe owe /AuUncea 3psana
MEeTOZ0/10TMA 33 aHAa/N3 Ha M3BOPHM AaHHWU C JIOHTUTIOAEH npousxod. B HacToswoTo m3cneasaHe ce
npeacTassa M anpobupa afekBaTHa METOLONO0MUA 33 NOHTUTIOAEH aHANN3 HA U3PA3eHM MHAMBUAYANHU
n3b0pPHM OAHHW M TPEKUHT Ha CTPYKTypaTa Ha MOTpebuTenckute npepnounTaHus, peanvsupaHu uypes
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Cb4€TaHOTO NMpunoXeHme Ha MHCTPYMEHTU 3a U3yYaBaHe Ha AUCKPETHU VI360pHVI OaHHU N KNaCUYECKU
MKOHOMETPUYHN MeTOoAu 3a NaHe/sIeH aHan3.

Abstract

Choice behavior analysis of customers is a fundamental domain in marketing research. Unfortunately,
regardless of the rich palette of methods for customer preferences analysis in the scientific literature,
there is yet a lack of mature methodology for longitudinal analysis of discrete choice data. In this research
we present and approbate an adequate methodology for longitudinal analysis of stated choice data and
tracking in customer preferences structure, which is realized by combined application of methods for
discrete choice analysis and methods for econometric analysis of panel data.

r9-11 Kpwcresuy, T., CmokoBsa, M., KysHeuos, t0., bawes, K. (2009). [poeKTUpaHe 1 usrpaxaaHe Ha
CMCTEeMa 33 U3MePBaHE N MOHUTOPUHT Ha UHAMBUAYANAHUA KBaaUPUKALMOHEH NPodUa Ha
cryaeHTta (KBABAP-C). Anmanax "HayuyHu nscnegsaHuma", 10, ctp. 304-337.

Pe3wome

MonyyaBaHeTO Ha BMCOKa NpodecuoHanHa KBaAudUKauMATa M MOBULWIABAHETO Ha LUAHCOBETe 3a
npodecnoHanHo peanusauma Ha CTyAeHTMTe ca cped NPUOPUTETHUTE LLean B yrnpasBaeHUeTO Ha BCAKO
CbBpPeEMEHHOTO BUCLLE y4yunaulle. ﬂ,VICKyCVIVITe 3ad a1EKBATHOCTTA Ha NOAroToBKaTa Ha BUNYCKHULUUTE Ha
MKOHOMMYECKMUTE BUCLIM YYUAMLLA, CA MHOTOMNAACTOBM M C UMMAMUMTHO MPUCHLLM NPOTUBOPEUYMNA Ha
NHTepecn. EANH OT OCHOBHUTE MPUYMHK 33 Te3M NPOTMBOPEYMA Ce KOPEHM B IMNCaTa Ha afeKBaTHU U
HaBPEMEHHU U3MepUTenn 3a ,ycnewen” KeasinpukaumoHeH Npodma Ha HMBO Ooby4Yaem, KOETO OT CBOA
CTpaHa BoAM A0 ,pa3smuTa”’ nepcnekTvBa 3a WaHcoBeTe B NpodecMoHanHaTta peanmnsaums. HacrtoswaTta
CTYAUS € C UHCTUTYUMOHaneH GoKyc 1 npeactaBa MeToA010MMA U BHeAPEeHa MeTOANKA 32 U3IMepPBaHe U
MOHUTOPUHT HAa UHAUBUAYANHUA KBaAUPUKaALMOHEH Npodua Ha CTYAEHTa.

Abstract

Among the priority management goals of any higher education institution are to obtain higher professional
gualification and to enhance the possibilities for students’ professional realization. The discussions about
the adequacy of the training which the graduates of economic higher education institutions receive are
multilayer and they are characterized by inherent contradictions in interests. One of the major reasons for
these contradictions is founded on the lack of adequate and timely measures for “successful” student
qualification profile. This causes a “fuzzy” perspective for a good professional realization. The focus of the
study is in the institutional research area. It describes the process of designing, developing and deploying
a methodology for measurement and monitoring of student’ qualification profile.

r9-12 Kpwcresuu, T., Cmokosa, M., KysHeuos, 0. (2008). AHaIMTUYHO yripaBaeHue Ha
B3aMMOOTHOLIEHMATA C NOTpebuTeIM Ha 06pa3oBaTENHM YCAYIN Ype3 NPEeAUKTUBHM MOAENN.

AnmaHax "HayyHu nscnegsanua", 8, ctp. 80-124.

Pe3wome

OcHoBHa Len Ha BcAKa obpasoBaTeiHa MHCTUMTYLMA B chepaTta Ha BUCLIETO 0bpa3oBaHue e
OCUrypsABaHETO Ha KayecTBeHo obydyeHune. EANH OT HaUMHWTE 3a NOCTUraHE U OCUTypABaHE Ha KayecTBEHO
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obyueHue e ypes nogobpasaHe Ha NpoueaypuUTe 3a B3eMaHe Ha pelleHnsa Ha 6a3aTta Ha NPeAMKTUBHM
MOZENN, KOUTO AaBaT 3HaHUSA 33 Pa3/IUYHUTE aMUHUCTPATUBHU M 06pa3oBaTeHM npouecu. MoaobHu
3HaHMA 0BMKHOBEHO Ca Ha/IMYHK B MHOOPMALMOHHMUTE MacMBM Ha BUCLLUTE YYNAULLE, HO Ca TPYAHO
0603pnmun. HacToAawoTo nscneasaHe e GoKkycnpaHo Bbpxy M3yyaBaHETO Ha Bb3MOMKHOCTUTE 3a
aganTupaHe Ha UHAYCTPUANHUTE CUCTEMMU 33 U3B/IMYAHE HA AAaHHW KbM HYXKANUTE HA aAMUHUCTPUpPAHETO
M yrnpaB/ieHMeTo Ha B3aMMOOTHOLLEHUATA C KAMEHTU Ha 0bpa3oBaTeiHM NPOAYKTU B CEKTOPa Ha BUCLLETO
obpasoBaHue. Pa3paboTeH e 1 e anpobupaH B peanHa obpasosaTenHa cuctema (CTonaHcKa akagemums
“0. A. LleHoB”) moaen 3a aHaAUTUYHO yNpaBAeHNe Ha B3aMMOOTHOLLEHUATA CbC CTYAEHTU Ypes
n3B/IM4aHE Ha AaHHU C NOMOLWTAa Ha aBTOMaTU3NPaHN NPEANUKTUBHUN a/ITOPUTMU

Kntoyosu gymu: nssamyaHe Ha 3HaHUA OT AaHHU, NPeAUKTUBHO MoZeIMpaHe, aHa/IMTUYHO ynpasiaeHue
Ha B3aMMOOTHOLLUEHUNATA CbC CTYAEHTU

Abstract

The goal of all higher educational institutions is quality assurance in education. One way to reach this goal
is by improving the decision-making procedures on the basis of predictive models that give knowledge and
understanding of the various administrative and educational processes. Usually this meaningful
knowledge is hidden among the educational database. The current research is focused on the examination
of the possibilities to adapt the industrial data mining technology to customer relationship management
and administration in higher education. Based on data mining predictive algorithms, a model for analytical
student relationship management is designed and implemented in real world higher educational
institution.

Keywords: data mining, predictive modeling, analytical student relationship management

r9-13 KpbcreBuu, T., CmoKkoBa, M. (2007). MpegMKTMBHO MoZennpaHe Ha NoTpebutesnckma nsbop
(cpaBHeHMe Ha arpermpaH fIoruT MOAEN C MOAENMN OT IAaTEHTEH Kac U iepapxnyeH belicos
aHanu3 Ha 6a3aTta Ha ANCKPETHU KOHAXKOMHT AaHHW OT CeKTopa Ha 6bP30060pOTHUTE
noTpebuTenckn ctokun). Anmanax "HayuHu nscneasanma', 7, ctp. 165-203.

Pe3wome

KOHAKOMHT aHaN3bT € e4uH OT BarKHUTE MapKeTUHIOBU MHCTPYMEHTU, NoAnomaraly npolecuTe no
Pa3BMTUETO HAa HOBU MPOAYKTU, LLEHOBUTE U NO3ULMOHHUTE peLleHMA B MAapKeTUHIoBaTa NpakTuka. MNpes
nocneaHute 20 roauMHW ca pa3paboTBaHW M npeasiaraHU PasAVYHU MOLENWN 33 aHa/M3MPaHe Ha
KOHAMKOWMHT AaHHW. B HayYHUTE AMCKYCUM NOYTU HEABYCMUCIEHO CE NPUEMA, YE MOLENU, KOUTO OTYMTaT
XeTepOreHHOCTTa Ha noTpebuTennTe, NPEBL3XOXKAAT arperMpaHuTe MoLenn no OTHOLWEHWe Ha
npeauvKTMBHa BaNMAHOCT Ha pesyntatute. Llenta Ha HacTtoAwaTa cTyauAa e Aa ce uscneaBa emnupuyHo
OaNV NPOrHO3HUTE Pe3yATaTH, LOCTUTHATHU C ANCKPETHU KOHAKOMHT MOZENN, BKAOYBALLM XETEPOreHHOCT,
MoraT ycrnewHo Aa 6baaT reHepannsnpaHm 3a uan nasap. Kbm momMeHTa CbLLLECTBYBAT MHOTO MasbK 6poit
CPaBHUTENIHU U3CNeABaHUA, HACOYEHW KbM aHaNM3MPAHETO Ha KOHAXKOMHT AaHHM eAHOBPEMEHHO C
MOZAENN OT NaTEHTEH Knac u moaenn, basnpaHu Ha epapxmnyHa belicoBcka perpecus. AHaAn3bT ce 6asnpa
Ha HaLMOHa/HO NPoy4YBaHe OT peaseH BU3HEC Bb3NOKMUTEN B CeKTOpa Ha 6bP30060POTHU NaKeTUpaHu
XPaHUTE/IHU CTOKWU. M3BagkaTa HabpoaBa 619 BanngHu (oT 783) oTroBopa. Kato 6eHUMapKuHr 3a
YCTAHOBAIBAHE HA CPABHUTE/IHUTE MPeaMMCTBA Ha TECTBAHMUTE MEeTOAM WM3MNON3Bame arpervpaH aorut
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mogaen. EMNMpUYHMAT aHanM3 NoKasa, Yye Npu eKCNAULUTHO OTYMTaHE HA XeTepPOreHHOCTTa € MOMOLLTA Ha
mogaenu, 6asnpaHun Ha repapxuyeH 6eicoB aHann3 U MOLENN OT SIATEHTEH Kfac, ce MNOCTUra Nno-BMCOKa
NPeaVKTUBHA BAJIMAHOCT B CPaBHEHME C arperMpaHuna norut. He 6axa yCTaHOBEHW 3HAYMMM Pas3ANYUA
mexay HB n LC no oTHOWeHMe HA KOHBEepreHTHaTa MM BangHOCT.

KniouoBu aymu: AMCKpeTeH KOHAMKOWHT aHanus, nepapxmndieH 6eMcos KOHAMKOWHT aHann3, Moaenu ot
NaTEHTEH KNac, XeTepPOreHHOCT Ha NoTpebuTesIcKUTe NpeanoYmuTaHns, ceKTop 6bp30060pOTHU
NoTpPebuUTeNcKU CTOKK

Abstract

Conjoint analysis is one of the important marketing tools supporting the processes of new product
development, pricing and positioning decisions in marketing practice. Over the past 20 years, various
models have been developed and proposed for analyzing conjoint data. In scientific discussions, it is almost
unambiguously accepted that models that account for consumer heterogeneity outperform aggregate
models in terms of predictive validity of results. The purpose of this study is to empirically investigate
whether the predictive performance achieved with discrete conjoint models incorporating heterogeneity
can be successfully generalized to an entire market. Currently, there are very few comparative studies that
focus on analyzing conjoint data with both latent class models and models based on hierarchical Bayesian
regression. The analysis is based on a national survey from a real business contracting company in the fast-
moving packaged food sector. The sample counts 619 valid (out of 783) responses. We use an aggregate
logit model as a benchmark to establish the comparative advantages of the tested methods. The empirical
analysis showed that explicitly accounting for heterogeneity using hierarchical Bayesian and latent class
models resulted in higher predictive validity compared to aggregate logit. No significant differences were
found between HB and LC in terms of their convergent validity.

Keywords: discrete conjoint analysis, hierarchical Bayesian conjoint analysis, latent class models,
consumer preference heterogeneity, FMCG sector

r9-14 Kpwbcresuu, T., Feopruesa, T., MopgaHos, P., & Cmokosa, M. (2005). U3rpaxaaHe Ha yeb-
6a3npaHa cMcTema 3a NaHesHM M3cnenBaHuMA Ha TeHA4eHUMUTEe B NoTpebHoCcTMTe oT
cneaaunioMHo obydeHue no MKoOHoMKWKa. AimaHax "HayuHu nscneasanua', 3, ctp. 134-172.

Pe3wome

OWUHaMUYHMTE NPOMEHM B MKOHOMMUYEcKaTa, TexHO/MorMyHaTa M couManHata cpeda nopakaaT
HeobXxoA4MMOCTTa OT NOCTOAHHO afanTupaHe Ha KBanuduKauuAaTa Ha 3aetute B Ny6AMYHMA U BU3Hec
cekTopa. Habnoaasa ce AMHamuMKa B Npoduia Ha NoTpebHOCTUTE OT pasNMYyHK 06pa30BaTENHU YCAYTU MO
cneumanHocT U HanpasneHua. Cb3gaBaHETO Ha OPraHM3auMOHHU, METOAONOTMUYHU U TEXHONOTUUYHM
npeAanocTaBKyM 3a NPOAKTUBHO OLIEHABaHE Ha NOTPeBHOCTUTE OT NepMaHeHTHO obyuyeHne n npuaobrsaHe
Ha KBa/MdUKaLMA Cb3haBa Bb3MOXKHOCT 3a GopMMpPaHe Ha afeKBaTeH KOMMIEKC OT YCAyru, npegnaraHu
OoT o06pa3oBaTeNHUTE MHCTUTYUMKU. [onAma 4acT OT MOTeHUMaNHWUTE KAMEHTM Ha nasapa Ha
KBaNMPUKALMOHHO HOY-Xay M 06pa3oBaTeNHM YCAYTN N3MON3BAT Bb3MOXKHOCTUTE Ha MHPOPMALIMOHHUTE
TexHonoruu. Hapea ¢ ToBa, NpucblLymMTe Ha yeb basmMpaHuTe U3cneaBaHMA NPeaUMCTBO (HUCKM pa3xoam u
6bp3nHa Ha HabupaHe Ha AaHHM) M NPaBAT NOAXOAALLO CPEACTBO 3a U3CNeABaHe Ha TeHAeHUuuTe Ha
nasapa Ha Tpyaa. Lleante Ha HacToAWOTO M3cneABaHe MMAT aHA/IMTUKO-METOAONOTMYEH U NPUIOXKEH
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XapakTep. YCuMamnaTa ca HacouyeHM KbM M3rpaxgaHe Ha 6a3n AaHHM oT 6u3HecopraHn3aumm u UHCTUTYLMM
B OT NybO/JINYHUA CEKTOP, KOATO Aa CAYXM KaTo OCHOBa 3a "MHcTanupaHe" Ha yeb-6a3upaH naHen.
MapanenHo CbC CaMOTO M3rpaxkJaHe Ha MaHena e npeaso’keHa MeTOA0/0rUA, BKAOYBALLA OHAAMH
OHEBHUK 32 naeHTMdMKaLMA U NnaHUpPaHe Ha NnoTpebHoCTUTe OT 06yyYeHMe B OpraHU3aLUmnaTa-pecnoHAeHT,
codpTyepHO nnatopma 3a CbLMHCKOTO PeKpyTUPaHe 1 nocaeasallo HamupaHe Ha MHGopMaLmMATa Ypes
camocToaTeneH yeb nopran, Ha KOWTO ce Ny6ANKyBaT pe3yaTaTute OT OTAENHUTE Bb/HW Ha A0NUTBAHETO.

Abstract

Dynamic changes in the economic, technological and social environment give rise to the need to constantly
adapt the qualifications of employees in the public and business sectors. There are dynamics in the profile
of needs for different educational services by specialties and fields. The creation of organizational,
methodological and technological prerequisites for the proactive assessment of the needs for permanent
training and qualification creates the possibility of forming an adequate set of services offered by
educational institutions. A large part of potential customers in the market of qualification know-how and
educational services use the possibilities of information technologies. Furthermore, the inherent
advantages of web-based research (low cost and speed of data acquisition) make it an approachable tool
for researching labor market trends. The objectives of this study are analytical-methodological and applied
in nature. The effort is aimed at building a database of business organizations and institutions in the public
sector to serve as a basis for "installing" a web-based panel. Parallel to the actual construction of the panel,
a methodology has been proposed including an online log for identifying and planning training needs in
the respondent organization, a software platform for the actual recruitment, and a sub-search engine for
finding the information through a stand-alone web portal where the results of the different waves of the
survey are published.

r9-15 KpbcreBuy, T. (2003). MsmepBaHe ya0BNETBOPEHOCTTA OT 06pa3oBaTeHNSA NPOAYKT C
MOMOLLTA Ha Kay3a/HX MOAENN C NATEHTHM NPOMeEHANBU. AnmaHax "HayuyHu uscneagsanHua”, 1,
cTp. 243-288.

Pe3wome

Llenta Ha ToBa M3cneaBaHe e fa ce pa3paboTn M BanMAMpa eMnuMpuYeH MoLen 3a M3mepBaHe Ha
yA0BNETBOPEHOCTTA OT 06pasoBaTeNHUA NPOAYKT B CUCTEMATa HA BMCLLIETO 0O6pa3oBaHMe ¢ NOMOLLTA Ha
JNIMHEWHO CTPYKTYPHO mogaenupaHe. [lpeanoXeH e KOHUenTyaneH moaen Ha (OpMMpPaHEeTo Ha
yA0BNETBOPEHOCTTA OT 0b6pa3oBaTesieH NPOAYKT, KOMTO € OLeHeH C MeTOA010rMA, OCHOBABaLlLa Ce Ha
KOHOMPMATOpPEH Kay3aneH aHa/in3 C N1aTEHTHU NPOMEHANBU. TEOPETUYHUAT MOAEN € OLEHEH C JAaHHU OT
ponuteaHe (n = 218 pecnoHaeHTa) ¢ nomollTa Ha nporpamuTe PRELIS2 u LISREL 8. UaeHTudMUmMpaHu ca
BanMgHU GaKToOpU Ha yAOBNETBOPEHOCT, KAaKTO U OTHOCUTE/IHOTO UM BAUAHWE Npu GOPMUPAHETO Ha
061wWmA KaysaneH epeKT BbpXy NaTEHTHUA KOHCTPYKT ,,yA0BAETBOPEHOCT”.

KniouoBu aymu: KNMEHTCKA yA0BAETBOPEHOCT, 06pa3oBaTesieH NPOAYKT, KOHPUPMaTOpeH paKkTopeH
aHaNn3, IMHENHO CTPYKTYPHO mogenunpaHe, LISREL
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Summary

The purpose of this study is to develop and validate an empirical model to measure satisfaction with the
educational product in higher education using linear structural equation modeling. A conceptual model
of the formation of satisfaction with an educational product is proposed and evaluated with a
methodology based on confirmatory causal analysis with latent variables. The theoretical model was
estimated with survey data (n = 218 respondents) using the PRELIS2 and LISREL 8 programs. Valid factors
of satisfaction were identified, as well as their relative influence in shaping the total causal effect on the
latent construct of satisfaction.

Keywords: customer satisfaction, educational product, confirmatory factor analysis, linear structural
modeling, LISREL

CTaTnmn n goknaam, nybamnkyBaHun B HepedepmpaHm CNMCaHNA C Hay4YHO
peueH3npaHe nam NybanKyBaHN B PeAaKTUPAHN KOJIEKTUBHU TOMOBE

7-1 KpbcreBuy, T. (2023). PeTapretTupaHe Ha €KOJI0MMYHO OPUEHTUPAHN NOTPebuTenmn ypes
WHKPEMEHTa/IHO MmoaenupaHe. B PemapkemuHa Ha peasHocmma. C6OpHUK € AoKNaamu ot
MeayHapogHa Hay4yHa KOHpepeHUmMs, NocBeTeHa Ha 25 rogMHM OT Cb34aBaHeTO Ha KaTegpa
»MapKeTUHr npn MKkoHomuYeckn yHusepcutet — BapHa, BapHa: M3aaTencTtso ,HayKka u
MKOHOMMKaA", cTp. 94-107.

Pe3wome

MoBeyeTo , TPaAULUMOHHU" AUTUTaNHN KaMNaHWM Ce OCHOBAaBaT Ha anpMOpPHO reoTapreTupaHe, A0MNbAHEHO
c npodunnpaHe Ha noTeHuUManHUTe notpebutenn aa 6asata Ha e3unK, coumomemorpadCcku NpusHaum,
3aABeHM MHTepecu M npegnoymtaHusa. CTbNKa Ha MNpes e, Korato 3a Mo-npeumsHoO TapretMpaHe ce
M3MON3BaT eKCNepuMeHTaNHU pe3yaTaTn oT A/B TecTBaHe, C Len Aa ce AO0KasKe No CTaTUCTUYECKU 3HaYUM
HauMH MocoKaTta U pa3mepa Ha edeKTa OT NOTEHLMAIHO KOMYHUKALMOHHO MapKeTMHIOBO Bb3AencTBME.
Ypes npunaraHeTo Ha MHKpemeHTanHo mogenupaHe (uplift modeling) e Bb3MOMKHO Aa ce AOMBAHAT
eKcnepumeHTanHUTe AaHHM oT A/B TectBaHe, KaTto ce wuaeHTMdMUMpa edeKTa Ha KOHKpeTHa
MapKeTUHIoBa MHTEpBeHUMA (Hamp. cneunduyHO nocnaHMe, anTepHaTMBEH AM3alH Ha AucnaeinHa
peKknama, Bu3ua Ha yeb cTpaHuua n/uam npomsHa B LieHoBaTa odepTa) BbpXy KOHKPETHU NLaA, 33 pa3nuKa
OT UANOCTHOTO MNOBMLWIABaHE WAM HamanABaHe Ha MPOLUEHTa Ha KOHBEpCUUTe, MPUUYUHEHM OT
Bb34eNCcTBMEeTO. TO3M HI0aHCMPaH aHaM3 NO3BO/ISIBa NEPCOHAIM3UMPaHO TapreTupaHe Ha MapKeTMHroBaTa
KOMYHMKaLMA CaMO KbM MOTEHLMANAHN NOTPebuTenn, KoMTo e BepoATHO Aa pearnpaT NofoXKUTENHO Ha
JafjeHo Bb3aeicTeuve. B HacToAwma AOKAad ce npea fara U AeMOHCTpMpa MPOTOTUN Ha MoAen 3a
ONTUMa/HO peTapreTMpaHe Ha eKON0rMUYHO OPUEHTUPAHK NOTpebutenn, basnpaH Ha OTBOPEH NpPOrpameH
Koz (R n Python). .

Kniouosu AymMmu: MHerMEHTaﬂHM moaenun, , npeankTMBHO MmogennpaHe, KOHTPO/IMPaHO MallMHHO
o6yqume, CTpaTternAa 3a petapreTpaHe Ha AUTUTAIHU KaMnaHUK
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I7-2 KpbcreBuy, T. (2020). Mogen 3a onTMmasiHO LleHoobpasyBaHe B B2B KOHTEKCT. B
VIkoHoMu4YecKka HayKka, 06pa308aHUE U peasHa UKOHOMUKA: pa3sumue u 83aumodelicmeus 8
duzumanaHama ernoxd. Tom 3, cTp. 114-122. BapHa: Usgatenctso "HayKka n nkoHomuka" - Ny
BapHa.

Pe3wome

MpeAacTaBeH e NPOTOTUMN Ha AMHAMUYEH MOAEN 33 ONTUMU3NPAHE HA LieHUTe Bb3 OCHOBA Ha TEKyLLU
AaHHUW OT UHAMBUAYAAHWN CAeNKM 3a npoaarkba B KOHTeKcTa Ha B2B. Llenta Ha mogena e aa ce
onTMMU3NPaT odepTHUTE LLeHU (Ha HUBO UCKaHe 3a odepTa), KaTo ce B3emaT Npeasns 3asseHuTe
KOZIMYeCTBa, NPOABL/XKUTENHOCTTA Ha Noc/eHaTa NOKYMNKa, BAMAHMETO Ha pedepeHTHUTE LEeHN U1
edpeKTuTe Ha HexenaHue 3a 3aryba. MoaensbT ce 0CHOBaBa Ha NIOTUCTUYHA perpecus 1 No3BosBa
paswunpsaBaHe U aganTupaHe Ypes BKAOUYBAHE Ha APYTY KOHTPOMPYEMU HELEeHOBU GpaKTopuU, KOUTO
BEPOATHO BAUAAT BbPXY PeLleHMeTo 3a NOKynKa.

KnouoBu aymu: mapKeTuHr mexxay npeanpuatusa (B2B); ueHoobpasyBaHe; ynpaBieHue Ha
OTHOLLIEHUATA C KANEHTUTE, NOTUCTUYHA perpecusa.

Abstract

A prototype of a dynamic price optimization model based on current data from individual sales
transactions in a B2B context is presented. The purpose of the model is to optimize bid prices (at the level
of the request for quotation), considering the quantities requested, the duration of the last purchase, the
influence of the reference prices and loss aversion effects. The model is based on logistic regression and
allows for expansion and customization by including other controllable non-price factors that presumably
influence the purchase decision.

Keywords: business-to-business marketing; pricing; customer relationship management, logistic
regression.

[7-3 KpbcreBuy, T. (2017). AHanum3 Ha noTpebuTenckus usbop c R. B MapkemuHabm - onum u
nepcriekmusu, 29-30 toHu (cTp. 24-40). BapHa: UsgaTtenctso "Hayka n MKoHoMUKa".

Pe3ome

MpeacKkasBaHETO HA K/AMEHTCKMA u3bop uYpe3 KM3mMepBaHe U OLUEHABa-He Ha noTpebutenckute
npeanoYMTaHUsa e eAHO OT BaXKHWUTe TeMaTUYHM HanpasieHMA B MapKeTUMHrosuTe u3acneasaHusa. C
MOMOLLTA Ha CTaTUCTUYECKU METOAM, U MPU HaZnune Ha AaHHW OT 3aABeHW npeanoyntaHua u/mam ot
nposBeHO M36OpPHO MOBeAEHMEe, Ha Teopua € Bb3MOMKHO A3 Ce CbCTaBAT KOAMYECTBEHW MOAENU 3a
NPeAVKTUBEH aHan3 NoBeAeHMUETO Ha KAneHTUTe. Ha npakTuka obaye, eMNMPUUYHOTO NpuaaraHe Ha Tesu
MO/Ze/IM 3aBMCU M e OrpaHNYeHo OT A0CTbMa A0 cneunduyeH KomnioTbpeH codTyep. B HacToAwums aoknaa,
ce ONuCBa BbB3MOMKHOCTTA 3a CbCTaBAHE W MpunaraHe Ha W3bopHO MogenupaHe C Nomoll-Ta Ha
nporpamHusa e3uk R B nporpamHa cpefa C OTBOPEH KO, 3a CTaTUCTUYECKU N MKOHOMETPUYEH aHaNn3 Ha
AaHHU. LenTa Ha goknaga e (1) aa ce npeactaBaT HeobxoAMMMUTE NPOrpPaMHM NakeTu B R 33 eMnupuyeH
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aHanM3 Ha notpebuTenckua msbop u (2) Aa ce AeMOHCTpupaT npoueaypu, PaboTHU MHCTPYKUMU U
nporpameH Ko, 3a CbCTaBAHE M MpuaaraHe Ha CUMyNAUMOHHW M3BOPHM MOAENnN C AaHHW OT 3afBEHU
npeanoYynTaHums.

Kniouosu AymMmu: I'IOTpE6MT€J'ICKM npeanovynTaHuAa, ﬂOTpEﬁMTEﬂCKM M360p, npeaukTnBHO MmoaennpaHe,
ANCKPETHHU M360pHVI moaenun, nporpameH e3mk R, MapKeTUHroBm uscaeaBaHna n aHaansu.

Abstract

Predicting customer choice by measuring and evaluating user preferences is still one of the hot topics in
marketing research. It is possible to draw up quantitative models for analyzing and predicting customer
behavior by using preference and choice data. In practice, however, the empirical application of these
models depends on access to specific computer software. This paper describes the capabilities of
compiling and implementing choice modeling using the programming language R in an open source
environment for statistical and econometric data analysis. The purpose of the report is to (1) present the
R software packages required for the empirical analysis of customer choices and to (2) demonstrate
procedures, operating instructions and programming code for building and implementing choice models
with preference data for marketing simulations.

Keywords: consumer preferences, customer choice, predictive modeling, discrete choice models, R
(programming language), marketing research and analytics.

I7-4 KpbcreBuy, T., Cmokosa, M. (2016). OnTMmMaaHO NepcoHaNAU3NPaHe Ha AUPEKTHU

MapPKETUHIOBU MHTEPBEHLMM Ype3 MHKPEMEHTA/IHO MoaenupaHe. B MkoHomuyecKko

b61a20cbCcmosHue Ype3 criodesiiHe Ha 3HAHUA: MeXOyHapoOHa Hay4YHa KoHgpepeHuus, 9-10
HoemBpWU. 3 (BU3HEC, MEHUOXKMBHT U MapKeTuHr), Cemwos, AN "LleHoB", cTp. 60-66.

Pe3wome

B AoKknaga ce AeMOHCTPUPAT Bb3MOXHOCTMTE Ha MHOBATMBHA METOA0N0MMA 3a NpefcKasBaHe Ha
NHOMBUAYANHUTE peaKkuMM Ha KAMEHTM Mpu anTepHaTUBHU MapKeTUHIOBM Bb3AENCTBMA, HapuyaHa
MHKPEeMEHTaNHO mogenvpaHe. MeToaonoruATa Mo3Bo/ABAa M3MEPBAHETO Ha ,HeTHUA” edeKT BbpXy
noseAeHMeTo Ha OTAeNHNA NOTpebuTen B pesynTaTt Ha NepcoHUPULMPaHOTO MaPKETUHIOBO Bb3AencTBme.
Ta3un TexHWKa e cpaBHUTEIHO HOBa M c1abo no3HaTta B 061acTTa Ha aHa/IMTUYHOTO U3B/IMYAHE Ha 3HaHUA
oT gaHHW. OCHOBHUTE 1 chepu Ha NPUIOKEHME Ca CBBP3aHM He TOIKOBA C NpeAcKka3BaHeTo Ha 6baeLwoTo
nosefeHMe Ha KANEHTa, KOJIKOTO C oLeHABaHe (M3mepBaHe) Ha AeNCTBUTENHNA edeKT B NOBEAEHNETO MY,
[Ab/XKall, Ce HAa KOHKPETHO MapKeTUHIOBO Bb3aeincTeme.

KniouoBu Aymu: MHKpeMeHTaIHO MOAEIMPAHEe, aHAaIMTUYHO U3BMYAHE Ha 3HAHWUS OT AAHHU, KANEHTCKU
peaKkunn, AMPEKTEH MapPKETUHT.

Abstract

This paper demonstrates the capabilities of an innovative methodology for predicting individual customer
responses to alternative marketing influences, referred to as incremental modeling. The methodology
allows the measurement of the 'net' effect on individual consumer behavior as a result of a personalized
marketing impact. This technique is relatively new and little known in the field of analytical knowledge
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extraction from data. Its main areas of application are not so much related to the prediction of future
customer behavior, but to the evaluation (measurement) of the actual effect in customer behaviour due
to a specific marketing impact.

Keywords: incremental modelling, analytical data mining, customer responses, direct marketing.

[7-5 KpbcreBuu, T. (2016). Harnacu Ha paboTogaTeIMTe M O4aKBaHUA Ha MAAAUTE CNELUaANINCTU B
Ebarapua. KNOWLEDGE — International Journal, Vol. 15.1, pp. 23-32.

Pe3ome

HactoawmaT poknag 3acara npobsiemaTuKaTta, Kacaella HeCcbOTBETCTBUATA MeEXAy Harnacute u
M3NCKBaHMATA Ha paboToaaTennTe U HarnacuTe U OYaKBaHMATA HA MAAAUTE CNEUNaNUCTU, Ha KOUTO UM
npeacTou BKAOYBAHE B TPYA0BUA Nasap M CTapT B KapuepaTa. M3HacaT ce 0606LWeHN OLEHKN M aHaIn3 Ha
CbOTBETCTBUATA (pecn. HeCbOTBETCTBMATA) MeXAy TbPCEHETO Ha MAaaM Cneumanmncti oT CTpaHa Ha
Y/sieHOBe Ha Hali-ronsimata paboTogartesnicka opraHM3auua B bbarapma v 3aBbpluBalLUTe 06pa3oBaTENHU
WHCTUTYUMW B CTPaHaTa Maagm CneumnanmncT cbe cpeaHo 1 Buclle obpasoBaHme. AHaAU3bT ce 6a3mpa Ha
eMNUPUYHN JaHHW OT ABe NapanesHu npoy4ysaHus: (1) NpoyysaHe Ha NoTpebHOCTUTE Ha paboToaaTeny,
CBbP3aHM CbC CTPYKTYypaTa, cneundurKaTa Ha CNeumanHocTM U KOMNeTeHLUMN 1 IoKaumsaTa Ha obydaemuTe,
Ha KOUTO MM e NpPeacToA/Io B HENOCPEACTBEH BPEMEBU XOPU3OHT Aa Ce BNEeAT B Nasapa Ha Tpyda v (2)
MpoyyBaHe Ha Bb3MOXKHOCTUTE U BapuepuTe 3a 6bP30 M yCNELHO peasn3npaHe Ha 3aBbpLUBaLLUTE MAaaAN
cneumanmncTym ¢ Bucle 1 cpeaHo npodecnoHanHo obpasoBaHMe B cTpaHaTta npes 2015 roanHa, Ha KoUTo
MM NpPeacToM TbpCeHe Ha nogxogAawo paboTHo maActo. OcHoBHaTa uen Ha aHanumsa e (1) ga ce
NAeHTUPULUMPAT CbOTBETCTBMATA, PeECN. HEeCbOTBETCTBUATA MeXAYy TbpPCEeHeTO Ha KBaauduumpaH
nepcoHan 6e3 TpygoB ONUT, HENOCPeACTBEHO C/en 3aBbpliBaHeTO Ha obpasoBatenHa W
KBaMPMKALMOHHA CTENeH WAM HernocpeacTBEHO cnen npuaobuBaHeTo Ha npodecroHanHa
KBaNIMPUKaLMA N O4YaKBAHUATA U Harnacute Ha 3aBbpluBawmTe npes 2015 rogmMHa mnagm cneumnannctm un
Ha Tasu 6asa (2) ga ce cbCTaBM CMHOMCUC HA CbCTOSHMETO. AHANM3BT MMA NPOMU3BOLEH XapaKTep U ce
6a3npa Ha KOHCONMANPAHN EMNUPUYHUTE AaHHM OT ABe MapanesHn gonuTeaHuaA. NbpBoTO AoNUTBaHe
obcnensa 6bAEWOTO ThbPCEHE Ha MIaAM cneymanuctn 6e3 onuT oT cTpaHa Ha paboToaaTtenute. BropoTto
JonuteaHe obcnenBa 6bAeLLOTO NpeasiaraHe Ha HOBM KaZpw M e NPoBeAEeHO Cpes, 3aBbpLUBaALLM CTYAEHTH
OT BMCWUM YYMAULWA M YYEHUUM OT NpPOodecMoHaNHM TMMHa3MM B CTpaHata. Mpu U3roTBAHETO MYy Ca
M3NON3BaHW Pa3/INYHU aHAMTUYHU TEXHWKM 33 aHaAM3 U UHTepnpeTaums Ha eMNUPUYHU AaHHW,
nognomaralim oTKpMBaHETO Ha NpobsiemMHUTe NoneTa, Bb3NPEenATCTBALLM NMOKPMBAHETO Ha HarnacuTte u
OYyaKBaHMATa Ha 6bgewmTe MaaaM CNeuuannctu oT efHa CcTpaHa, M OT Apyr — noTpebHocTUTE U
OYaKBaHWATa Ha paboTozaTenuTe.

KnouoBu aymu: nasap Ha TpyAda, 3aeTocT, obpa3oBaHMe U KBaAnbMKaLMa Ha Miaam CneunanmcTy,
paboTogatenu, Bb3HarparkgeHua, MoTMsaLums.

Abstract

This paper covers issues concerning discrepancies between the attitudes and requirements of employers
and the attitudes and expectations of young professionals, who are about to enter the labor market and
start their career. An analysis and summarized assessments of the discrepancies between the largest
Bulgarian employers' organization members’ demand for young professionals and preparatory vocational
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and higher education graduates in the country are made. The analysis is based on empirical data from two
field research surveys. The first one explores employers’ needs in regard to the structure, the specificity
of the degree, competencies and location of students, who are entering the labor market. The second one
explores opportunities and barriers for rapid and successful career start of young specialists with
vocational and higher education degree, acquired in Bulgaria in 2015, who are at the beginning of their
search for a suitable job position. The main objective of the analysis is to (1) identify the extent to which
the demand for qualified employees without work experience, who are presently completing their
vocational or university degree, matches the expectations and attitudes of young professionals graduating
in 2015, and on this basis (2) to draw up a synopsis of the current state. The analysis is based on empirical
data consolidated from two parallel surveys. The first one examines employers’ demand for young
professionals without experience. The second one examines the future supply of new staff and is
conducted among last year undergraduate students and students from vocational educational training
schools in the country. The data is analyzed and interpretations are made through the use of various
analytical techniques that help detecting the problematic areas in both the confirmation of the young
specialists’ expectations and the satisfaction of employers’ need for qualified stuff.

Keywords: youth labor market, labor market, employment, education and training of young
professionals, employers, wages, motivation.

r7-6 Krastevich, T. (2013). Predicting Consumer Choices Through Analysis of Interactions in Social
Networks. Economic alternatives (3), 24-40.

Summary:

Analysis of interactions in social networks has emerged as a new research paradigm in modern marketing.
It focuses not on modeling behavior of the individual but rather than on the measurement and analysis of
its relationships and interactions with other users within the network. Measurement and analysis of these
interactions can help understand the structure and dynamics of social networks and their impact on
consumer choice. In this paper we present a data mining approach to measure and analyze the interactions
in social networks between clients of mobile telecommunication networks. Our goal is to demonstrate
how to use Call Data Records (CDR) to build predictive choice models (e.g. to predict customer churn). The
approach and methodology can be applied to analyze the customer choice behavior in other markets
where customer interactions are tracked automatically and saved electronically.

Keywords: social network analysis, churn management, direct marketing, predictive analytics and
modeling, data mining, knowledge discovery.

Pe3ome

AHaANU3bT Ha B3aMMOAENCTBMATA B COLMANHUTE MPEKM Ce NPEeBbPHA B HOBA M3CNeA0BaTe/ICKa Napaamrma
B CbBPEMEHHMA MApPKeTUHT. Ta ce GOKycnpa He BbPXY MOAENNPaHETO HA NOBEAEHMETO Ha MHAMBUAA, A
BbPXY MU3MEPBAHETO W aHa/IN3a HA HEFOBUTE B3aMMOOTHOLLEHWUS U B3aUMOLENCTBUA C 4PpYrK NoTpebutenn
B MpeXKaTa. M13mepBaHETO M aHA/M3bT Ha TE3M B3aMMOAENCTBUSA MOraT Aa NOMOrHaT 3a pa3bupaHeTo Ha
CTPYKTypaTa W [AMHaMWKaTa Ha COUMAJHUTE MPEeXM W TAXHOTO Bb3AENCTBME BbPXy M3bopa Ha
notpebutenunte. B Tasu cTaTma npeacTtaBame Nnoaxos, 3a U3BAMYaAHE HA AaHHUW 32 U3SMepPBaHe U aHaN3 Ha
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B3aMMOJENCTBMATA B COLMANHUTE MPEXKN MEXKAY KANEHTUTE HA MOBUNHU TENEKOMYHUKALMOHHU MPEXKN.
HawaTa uen e ga NoKaxKem Kak 4a U3nosi3Bame 3anucu Ha AaHHK 3a nosmKBaHua (CDR) 3a usrpaxgaHe Ha
MPOrHO3HU Moaenu Ha u3bop (Hanpumep 3a NPOrHo3MpaHe Ha OTNagaHeTo Ha KaAneHTu). MNoaxoabT U
METOA0/1I0rMATa MoraT fia 6bAaT NPUAOXKEHU 33 aHaAU3 Ha MOBEAEHMETO Ha KAWeHTUTE npu usbop Ha
APYrV Nasapu, KbAeTo B3aMMOAENCTBMATA Ha KAUMEHTUTE ce NpociaeansaT aBTOMATUYHO M ce 3anuceart B
eNleKTPOoHEeH BuA.

Kniouosu AYMMU: aHaNN3 Ha COUNANTHN MPEXKMU, yNpaBaEHNE Ha OTNAAAHETO HA K/IMEHTU, AUPEKTEH
MapPKeTUHr, NPOrHocTn4eH aHaans n moaennpaHe, aHaIMTU4HO U3BIM4aHE Ha 3HAHUA OT AaHHU

I7-7 Kpbcresuy, T. (2012). UsmepBaHe Ha NOTpebUTeNCKUTE NPeanoUYnTaHmA C afanTUBeH
n360peH KOHAXKOMHT aHanus. B MapkemuHabm - peaanHocm u npoeKkyuu 8 bvoeuwemo. BapHa:
U3paTtenctso "Hayka u MKoHomMKa" - UY BapHa, cTp. 35-48.

Pe3wome

B HacToAwMA p[oKNag ce npeactaBaT NPeaMMCTBATAa M OrpPaHMYEeHMATa Ha aJanTuMBHWUA M3bopeH
KOHOXOMHT aHanu3, M3BedeHW Ha 6asata Ha emMnUPUYHMTE pPe3yaTaTu OT NpPoBeAEeHO AONUTBaHe B
YCNOBMA Ha afanTUBHA eKCNepMMeHTaNHa cpena. PopmanHuTe Leam Ha eMAMPUYHOTO U3cnenBaHe ca: (1)
2 ce pasKpuAT K4voBUTe GaKTOpK, BAMAELLM BbPXy M3bopa Ha obpasoBaTesnHa ycayra u (2) ga ce
N3Mepu U OLEeHN rOTOBHOCTTA 33 NJawaHe Ha noTpebuTtennTe Ha obpasosaTenHu ycayru, npeanaraHu B
CYyOCTUTYUMOHEH KOHTEKCT M (3) Aa ce mMoAenupa M OUEHW CTPyKTypaTa Ha npeanovyuMTaHuATa Ha
arpernpaHo, nasapHoO paBHMULLE, C LN NpeacKasBaHe Ha MasapHUA AAn Ha M3bpaH npensioxKuTen.
N3cnenoBaTenckMAT HTEPEC e HAacoYeH KbM [l0Ka3BaHe U AEeMOHCTPMpPAHE KaK C MOMOLLTA Ha M3paseHu
M3bOpHM [aHHM e BbB3MOXKHO Ja ce njaaHupa “onTumaneH” NPOAYKTOB MMKC B KOHTEKCTA Ha
obpasoBaTtenHaTta ycayra. C nomowTa Ha MyATUHOMMANEH NOTUT MOAEN U C MepapxuyHa GencoBcka
perpecus ca U3BeAeHU Nocief0BaTeNIHO arperMpaHn U MHAMBUAYANAHM YAaCTHW OLEHKM 3@ NOSE3HOCT Ha
OTAENHUTE aTPUOYTMBHM pPaBHMLLA, KAKTO M YCTAaHOBEHA OTHOCUTE/IHATa BaXHOCT Ha OTAEeNHUTe
NPOAYKTOBW aTpnbyTK.

Abstract

This paper presents the advantages and limitations of adaptive choice based conjoint analysis derived from
empirical results of a survey conducted in an adaptive experimental setting. The formal objectives of the
empirical study are (1) to uncover the key factors influencing the choice of an educational service and (2)
to measure and assess the willingness to pay of consumers of educational services offered in a substitution
context and (3) to model and assess the structure of preferences at an aggregate, market level in order to
predict the market share of a selected provider. The research interest focuses on proving and
demonstrating how, using expressed choice data, it is possible to plan an "optimal" product mix in the
context of an educational service. Using a multinomial logit model and hierarchical Bayesian regression,
the aggregate and individual private utility scores of individual attribute levels were derived consistently,
and the relative importance of individual product attributes was established.
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I7-8 KpbcreBuny, T. (2012). FloTOBHOCTTa 3a NJallaHe KbM AUCTAHUMOHHO 0byYeHMEe NO MKOHOMMUKa.
B YeTBbpTa HaLMOHaAHA KOHDEPEHLIMA C MEKAYHAPOAHO Y4acTMe N0 eNEKTPOHHO 0byyeHue
BbB BUCLLIETO 0bpasoBaHue, 11-13 mai 2012, Ceuwos: AU "LieHos", cTp. 261-268.

Pe3wome

B HacToAWwMA AOKAAL ce NPeacTaBaT YacT OT pe3yaTaTuTe oT EMNUPUYHO U3CNeBaHe Ha rOTOBHOCTTA 33
naawaHe KbM AUCTAHUMOHHM Nporpamm 3a obyyeHne No marncTpaTypa No MKOHOMMKA. EKcnepumeHTMpa
ce CbC CpaBHUTE/IHO HOBa M3C/efoBaTesICKa MEeTOZO/IoTUS, W3BEeCTHa KaTo ajanTuBeH wusbopeH
KOHOXKOMHT aHanus. Mo eMnMpuYeH NbT ce YCTaHOBABAT OCHOBHU HAKTOPU, BAMAELLN BbPXY M3BOPHOTO
noBefAeHUTEe MpU MOKYNKa Ha obpa3oBaTesiHa yC/yra, OUEHABAT Ce OTHOCUTE/IHaTa BA*KHOCT Ha Tesw
baKTOpU NpW B3eMaHETO Ha pelleHMe 33 MOKYMKa U Ce U3BEKAAT arpermpaHu OUEHKM Ha uUeHoBaTa
YyBCTBUTENIHOCT Ype3 U3mepBaHe Ha LLleHOBaTa rOTOBHOCT Ha 0byyaemuTe Ha UHAMBUAYANHO PaBHULLE.
Pa3paboTeH e U Moaen 3a ONTUMU3NPAHE HA CEMECTPUAIHUTE TaKCK 3a 0by4yeHue.

Abstract

This paper presents some of the results of an empirical study of willingness to pay towards distance
learning programs for a master's degree in economics. It experiments with a relatively new research
methodology known as adaptive choice based conjoint analysis. It empirically identifies key factors
influencing choice behavior in the purchase of an educational service, estimates the relative importance
of these factors in the purchase decision, and derives aggregate estimates of price sensitivity by measuring
learners' price willingness at the individual level. A model is also developed to optimize semester tuition
fees.

I7-9 KpbcreBuy, T., CmokoBsa, M. (aBryct 2012 r.). MU3mepBaHe Ha rOTOBHOCTTA 3a NJallaHe Ha

notpebutennte Ha 0bpasoBaTeNHM YCIYIK Ype3 aAanTUBeH M300PeH KOHAMKOMHT aHanuns.
Ownanor, UHWU, N3BbHpeneH TematnyeH Il, 33-48.

Pe3ome

B pamKuTe Ha HaCTOALLOTO M3CNedBaHe ce MpeacTaBA M TecTBa eMnupuyeH Noaxosd 3a M3mepsaHe Ha
rOTOBHOCTTA 3a NJlallaHe Ha NoTpebuTenute Ha obpasoBaTesIHUTE YCYTY, NPeanaraHu B CybCcTUTYLMOHEH
KOHTEKCT, C HXCKA NPO3PaYyHOCT Ha AeWNCTBUTENHATA NOTPebuTeNnHa CTOMHOCT. EKCnepMmeHTMpa ce ¢ HoBa
n3cneaoBaTesICka METOA0/I0MUA, OCHOBAHA Ha adanTueBeH M360peH KOHAXOWHT aHanu3. B pesynTat Ha
NpoBeAEeHOTO M3c/efBaHe ce YCTaHOBABA, Ye NpeaaraHeTo Ha KomriekcHM o6pa3oBaTenHn ycayrm He
CbOTBETCTBA B 3HAUUTE/IHA CTEMEH Ha CTPYKTypaTa Ha NpeAno4YnTaHMATa Ha NoTeHuManH1Te obydaemu. OT
rnefHa TouKa Ha GUHAHCOBOTO yrnpas/ieHne Ha 0bpa3oBaTe/IHUTE MHCTUTYLMM CbLLECTBYBA 3HAYUTE/IEH
noTeHuMan 3a ONTUMM3NPaAHE HA NAaPUYHUTE NOTOLM, YPE3 MPEOCMUCIAHE U NPOMAHA Ha NONNTMKATA Ha
LeHoobpa3yBaHe — OT eAUHHWN TaKCK 33 0bydYeHne No Pas3IMYHUTE MArMCTbPCKU NPOrpamm B paMKUTE Ha
efHa NHCTUTYLMA, KbM HEJIMHEMHO LeHO0bpa3yBaHe.

KniouoBu aymu: rotoBHOCT 3a nallaHe, agantnseH U3bopeH KOHAXOMHT aHanns, obpasosaTesiHa
ycayra
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Abstract

This study presents and tests an empirical approach for measuring the willingness to pay of consumers of
educational services offered in substitution contexts with low transparency of actual use value. A novel
research methodology based on adaptive choice based conjoint is experimented. As a result of the
research, it is found that the supply of complex educational services does not significantly match the
preference structure of potential learners. From the perspective of financial management of educational
institutions, there is significant potential to optimize cash flows by rethinking and changing pricing
policies from uniform tuition fees for different masters programs within an institution, to non-linear
pricing.

Keywords: willingness to pay, adaptive choice conjoint analysis, educational service

I7-10 KpbcreBuy, T., CmokoBa, M., bawes, K. (2009). UsmepBaHe U MOHUTOPUHI Ha UHAVBUAYANHWUSA
KBanubuUKauMOHEH Npodua Ha cTyaeHTa. Aunanor(2), 95-111.

Pe3wome

MonyyaBaHeTo Ha BMCOKA nNpodecroHaNHa KBanudMKaumaTa M NOBUIIABAHETO Ha LWAHCOBeTe 3a
npodecnoHanHO peannsauma Ha CTyAEeHTUTE ca cpes, NPUOPUTETHU- Te LeM B YNPaBAEHMETO Ha BCAKO
CbBPEMEHHOTO BMCLWE yumauuie. JUCKycunTe 3a aeKBAaTHOCTTa Ha MOArOTOBKaTa, KOATO MNoJsyvyasaT
BUMNYCKHULMTE Ha MKOHOMMYECKUTE BUCLIM YYM/IMLLA, CA MHOFOMAACTOBM M C MMMANUUTHO MPUCHLUM
NpoOTMBOPEUNA Ha MHTepecK. EAMH OT OCHOBHUTE MPUYMHM 33 TE3UN MPOTUBOPEUNA CE KOPEHU B INMCaTa Ha
afeKBaTHU M HaBpPeMeHHW M3mepuTenn 3a ,ycrneweH” KBannduKaumoHeH Npodua Ha HMBO obyyaem,
KOETO OT CBOA CTpaHa BOAM A0 ,pa3MuTa” nepcnekT1Ba 3a WaHcoBeTe B NpodecMoHanHaTa peaamsaums.
HactoAwaTa cTatMs npeAactaBa pesynTatute oT malwabeH M3cief0BaTeNCKM MPOEKT, peanvanpaH B
o6/1acTTa Ha UHCTUTYUMOHANHWTe u3cneaBaHus. NpeacTassa ce LANOCTHA METOAO0/10MMA 32 MU3MEpPBaHe U
cnegeHe Ha MHAMBMAYaNHUA KBanudUKaumMoHeH npodun Ha cTyaeHTa ypes yeb- 6asmpaHa cuctema oT
MHOTOMEPHM MNPOMEHAMBU. KnouoBM Aymu: BuUClie o0b6pa3oBaHWe, KBanubUKaUMOHeH npodun,
NPOLEHTU/IEH PaHT, EKBUBANIEHT HAa HOPMasiHaTa KpWBa

KniouoBu aymum: Bucle obpasoBaHue, KBaANPUKauMoHeH Npodur, NPOLEHTUIEH PaHF, EKBUBAJIEHT Ha
HOPMa/iHaTa KpuBa

Abstract

Among the priority management goals of any higher education institution are to obtain higher professional
qualification and to enhance the possibilities for students’ professional realization. The discussions about
the adequacy of the training which the graduates of economic higher education institutions receive are
multilayer and they are characterized by inherent contradictions in interests. One of the major reasons for
these contradictions is founded on the lack of adequate and timely measures for “successful” student
qualification profile. This causes a “fuzzy” perspective for a good professional realization. The focus of this
article is in the institutional research area. Its basic goal is to design a methodology and to develop and
adopt a methodology for measurement and monitoring of student’s personal qualification profile through
a web-based system with multivariate variables.

Keywords: higher education, qualification profile, percentile rank, normal curve equivalent
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I7-11 KpbcreBuu, T. (2009). AHann3 Ha coumanHU MPEKN NPU KONabopPaTUBHOTO e/IeKTPOHHO
obyyeHue . B Tpema HaYUOHAMHA KOHGepeHYUA ¢ MexOyHapPOOHO yYacmue o eseKmMpPoHHO
obyyeHue 8be sucwemo obpazosaHue, 15-17 mait 2009, Cenwos: AU "LleHos", cTp. 319-330.

Pe3wome

PasrnexaaT ce BbBb3MOXHOCTATE 3a MpWAaraHe Ha TEXHUKM 3@ aHa/M3 Ha COUMANHW MPEXM npwu
ynpas/ieHMe Ha efIeKTPOHHOTO 0byyeHuMe B KonabopaTmuBHa cpeda. Maeata e, ye naeHTMbMUMpPAHETO U
aHa/M3bT Ha CTPYKTypaTa Ha B3aMMOAENCTBMATA U CNOAENAHETO Ha 3HaHUA MexXay o0byyaBalmTe ce BbB
BMpPTYyasHa cpega buxa moriv fa AosenaT A0 PasKpuBaHE Ha K/AOYOBM NoJsieTa 33 KOMYHUKALMOHHO U
aAMUHUCTPATMBHO Bb34ENCTBUE BbPXY KAY4ecTBOTO M edUKACHOCTTA Ha y4ebHMA npouec.

Abstract

This paper explores the application of social network analysis techniques to the management of e-learning
in collaborative environments. The idea is that the identification and analysis of the structure of
interactions and knowledge sharing between learners in a virtual environment could lead to the discovery
of key fields for communication and administrative impact on the quality and efficiency of the learning
process.

I7-12 Krastevich, T., Smokova, M. (2009). Using TURF analysis for product line optimization. Trendy
a aktualne vyzvy teorie a praxe v obchode, marketingu a medzinarodnych podnikatel'skych
aktivitach v podmienkach globalnej konkurencie: Zbornik z medzinarodnej vedeckej
konferencie - Mojmirovce, 15-16. 10. 2009 r., Vol. 1, (pp. 213-220). Mojmirovce.

Abstract

A well-known problem in marketing research is how to find the best combination of products or brands
for a fixed number of products that maximize total sales or profit for the whole product line. One technique
that can successfully be used in solving such a problem is TURF analysis. This paper briefly presents the
research methodology of TURF analysis and some of research findings from its application on survey data
from costumer choices toward long-term plans/contracts of training services.

Keywords: Product line optimization, TURF analysis, preference data analysis
Pe3omMme

[o6pe nosHat npobaem B MapKeTUHIOBUTE U3C/eABaHUA € KaK Aa ce Hamepw Hali-gobpaTta KombuHauma
OT NPOAYKTU NN MAPKKM 3a onpeaeneH 6poii NPoAyKTH, KOATO Aa MaKCMMM3npa obwmTte npoaakbum nam
nevyanbara 3a UAanaTa NPOAYKTOBa NMHUA. EAHA OT TEXHUKUTE, KOUTO YCMEeLHO MoraT A4a Ce U3M0a3BaT Npu
pelaBaHeTo Ha TakbB npobnem, e T. Hap.TURF aHanu3bT (aHanv3 Ha obwma HeaybavpaH ob6xBaT u
yecToTa). B HacToAwaTa cTaTMA e NpeacTaBeHa HAKpaTKo M3c/iegoBaTesickaTa metogonorusa Ha TURF
aHafNM3a M HAKOW OT pe3yaTaTUTe OT HeroBOTO Mpu/araHe BbpPXy AaHHW OT Mpoy4BaHe Ha usbopa Ha
noTpebuTennTe Ha AbArOCPOYHU NNAHOBE/AOrOBOPYM 3a yCyru 3a obyyeHue.

Knouosu gymu: ontummnsaumna Ha npogykrosa amHma, TURF aHaaus, aHanus Ha AaHHU 3a
npeanoYnTaHmA
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I7-13 Krastevich, T., Ivanova, M. (2008). Data mining for analytical student relationship
management: a case study from Bulgarian higher education institution. In Kitu, J.
Informatizacia spoloc¢nosti a jej interakcia so vzdelavacim systémom. Zbornik medzinarodnej
vedeckej konferencie. Bratislave, pp. 101-110.

Abstract

The main objective of any higher education institution is to provide quality education. One way to reach
and provide a high quality of education is by improving the decision-making based on knowledge about
various administrative and educational processes. This valuable knowledge is usually hidden among the
education database, but it is invisible and it is used only for univariate and indicative analysis. This paper
is focused on the capabilities for adaptation of the industrial DM systems to meet the needs of student
relationship management. After a discussion of the concept of SRM and DM applications in the area of
higher education, it presents a CHAID model that predicts student dropouts.

Keywords: data mining, analytical student relationship management, student life cycle, CHAID model
Pesome

OcHoBHaTa Uen Ha BCAKO Buclle yyebHO 3aBeAeHMe e Aa OCUTypu KadecTBeHo obpasoBaHue. EauH oT
HauYMHMTE 3a MOCTUraHe U OCUTypsBaHE HAa BMCOKO KayecTBO Ha 0b6pasoBaHMETO e noaobpsaBaHeTo Ha
npoueca Ha B3emMaHe Ha pelleHUs Bb3 OCHOBA HA 3HaHMA 3a PaA3/IMYHU AOMWUHUCTPATUBHU U
obpasoBatenHu npouecu. ToBa UEHHO 3HaHWMe OOWMKHOBEHO € CKpUTo cpen 6asata AaHHM 3a
06pa3oBaHNETO, HO € HEBMAMMO M Ce M3MO0/J3Ba CaMO 33 e4HOBAapPWMaHTEH M MHAMKATMBEH aHaNM3.
HacToswaTa crtatua e ¢oKycupaHa BbpXy Bb3MOXHOCTUTE 3a aganTupaHe Ha uMHAycTpuanHute DM
CUCTEMM KbM HYXAUTE HA YMNPaB/EHMETO Ha B3aMMOOTHOLIEHUATa ¢ yyeHuuuTe. Cnen obcbkaaHe Ha
KOHLeNuMATa 3a ynpasaeHne Ha B3aMMOOTHOLLEHUATA CbC CTYAEHTUTE U NPUNOKEHUATA Ha MeToauTe 3a
aHa/IMTUYHO U3B/IMYAHE Ha 3HAHWUA OT AaHHM B 061aCTTa Ha BUCLLIETO obpa3oBaHMe, TOM NpeacTaBs MOAEN
CHAID, KoiTo nporHo3npa oTnagaHeTo Ha CTyAeHTu.

KnouoBu gymu: aHanMTUYHO M3BAMYAHE HA 3HAHMA OT AAHHU, AaHA/IMTUYHO yNpaBAEeHUE Ha
B3aMMOOTHOLLEHUATA CbC CTYAEHTH, XKU3HEH LUMKDBA Ha cTyaeHTa, CHAID mogen

I7-14 KpbcreBuu, T. (2007). AHann3 Ha SUCKPETHUA M360OP C OTYMTAHE Ha XETEPOreHHOCTTa Ha
notpebuTtenckuTe npegnounTtaHuna. B MapkemuHaom 8 21-s8u gek: napaduemu, cmpamezuu,
makmuku. BapHa: U3paTenctso "HayKa n nkoHomuKa" - UY BapHa, cTp. 96-107.

Pe3ome

MoTpebutennte ca YHMKaNHM Ha UHAMBMAYANHO paBHuWe. MeToauTe Ha CTAaTUCTMYECKU 0606LLeHUs,
KOWTO MasIko UM MHOTO Ca 3aCTbMEHW NPK aHaAM3a Ha AAHHWUTE NP ,Kaacuyeckna” aHanus Ha u3bopHu
KOHAMKOMHT [aHHM BOAAT HEMMHYEMO 40 KOMMPOMWC C BaAMOHOCTTAa Ha M3mepBaHeTo (pecn.
npeackassaHeTo) Ha noTpebuTtenckua nsbop. PeanHuTe nasapm He ce CbCTOAT OT MPELU3HO pa3rpaHuuYnmm
nasapHM CErmMeHTU W arpermpaHuTe MOAe/M, KOMTO B onpedenieHa CTeneH ,Hernmxupar’ pasauuumaTa
MeXAay PecnoHAeHTUTE, He MmoraT Aa 6bAaTt onTMManHu. MpunaraHeTo Ha anTePHaTUBHU Ha KNAacUYeCcKus
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KAbCTepeH aHaAn3 aHaIMTUYHU aArfoOpuUTMU, HapedeHn ,Mmoaesin OT NaTeHTEH KANac ", KOUTO MoraTt Aa
6'bﬂ,aT M3non3BaHM 3a NO-Npeyn3HO pa3no3HaBaHe Ha I'IOTpeﬁVITeI'ICKaTa XeTeporeHHoOCT U No-aAeKBaTHO
npeankKTMBHO MmoaesimpaHe Ha I'IOTpe6MTe/'ICKMFI M360p.

Abstract

Consumers are unique at the individual level. The methods of statistical generalization that are more or
less advocated in the data analysis of "classical" choice conjoint data analysis inevitably lead to a
compromise with the validity of the measurement (or prediction) of consumer choice. Real markets do
not consist of precisely identifiable market segments, and aggregate models that to some extent 'neglect'
differences between respondents cannot be optimal. The application of alternative analytical algorithms
to classical cluster analysis, called 'latent class models', can be used to more accurately recognise
consumer heterogeneity and more adequately model consumer choice predictively.

I7-15 KpbcreBuy, T., MBaHoBa, M. (2005). U3KycTBEHUTE HEBPOHHU MPEXN B MapPKETUHIOBMA
MEHUOXMBHT: NPUNOXKHM NepcnekTuBn. B B Kpusa nu e naaHupaHemo? HObuneeH anamaHax.
Csuuwos: AU "LleHoB", cTp. 36-43.

Pe3wome

B HacToAWwMA AOKNA4 NpaBUM pparmeHTapHO BbBeAeHME B CbLLHOCTTA Ha U3KYCTBEHUTE HEBPOHHU MPEKU
(MHM), KoMeHTMpPamMe BB3IMOXKHOCTUTE MM 3a MPUIOXKEHWE B MapKeTUHra U oyepTaBame TUMOBETE
npobnemu, pelwasaHW C TAXHA Nomol,. 3a [a BbBAEYEM 4yuTaTens B NoN3ata WM NpegMmcTeaTta oT
npunaraHeto Ha MHM B MapKeTMHroBMAa MEHUIXKMBHT, AEeMOHCTPUPaMe anTepHATUBHO peluaBaHe Ha
KNbCTEPU3ALUMOHHM NpobsiemMmn 4Ypes npunaraHe Ha eguH OT HaM-nonynaapHute moaenn Ha UHM -
camoopraHusmpalwmTte ce Kaptm Ha KoxoHeH. M3nonssame MbpBUYHU JAHHWU OT TUMOAOTNMYHA U3BaAKa,
M3BNEYEHW C MeToAa Ha QaJANTUBHUA KOHAMKOWHT aHanu3. C nomowTa Ha [ABe pPasanyHu
KNbCTEPU3ALMOHHMU TEXHUKU - CaMOOPraHu3Mpalin ce KaptTu Ha KoxoHeH u meTofa Ha K-cpegHute
noeHTUGULMpame Ha/JMYMETO Ha BajAWAHA XeTeporeHHa CTPYKTypa Ha nNpegnovymTaHuATa  Ha
notpebuTenmMte noKasBame CpaBHUTENHUTe npeamMmcTea Ha MHM npu cermeHTMpaHe Ha 6asa Ha
TbpCceHaTa MNONe3HOCT. B Kpasa KOMeHTMpame HAKOM OrpaHUYEHWA, KAaKTO WM HACcoKM 3a Obaewm
nscnenBaHmA.

Abstract

In this paper, we provide a fragmentary introduction to the nature of artificial neural networks (ANNs),
comment on their potential applications in marketing, and outline the types of problems solved using
them. To engage the reader in the usefulness and advantages of applying ANNs in marketing management,
we demonstrate an alternative solution to clustering problems by applying one of the most popular ANN
models, Kohonen's self-organizing maps. We use primary data from a typological sample extracted using
the adaptive conjoint analysis method. Using two different clustering techniques, Kohonen's self-
organizing maps and the k-means method, we identify the existence of a valid heterogeneous structure of
consumer preferences and show the comparative advantages of ANNs in segmentation based on utility
sought. Finally, we comment on some limitations as well as directions for future research.
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[yb6AMKyBaHa rnaBu OT KOIEKTUBHN MOHOTpadumu

r10-1 Krastevich, T., & Reshetkova, A. (2021). Structural equation modeling in sustainable
development research. In I. Olejnik, Qualitative and guantitative methods in sustainable
development (pp. 117-178). Poznan: Pueb Press. doi:10.18559/978-83-8211-072-2

Abstract

This chapter is dedicated to the structural equation modelling methods applied to solve sustainable
development research problems. A structural equation model is an abstraction of reality, and the
researcher’s job is to build a model that approximates that reality as closely as possible. This task can be
difficult if we do not have a clear understanding of what the reality of the studied phenomena is.
Sometimes there is a sound theory behind the studied phenomena, and we can use variables that other
researchers have already pointed out as valid indicators. In other situations, we have to start with a set of
variables and test many hypothetical relationships based only on theoretical work. In this chapter, we
focus on providing researchers with the knowledge needed to specify, evaluate, and interpret structural
equation models (SEMs) in any field of social sciences, but most and foremost—in research related to the
concept of sustainable development.

Keywords: CB-SEM, PLS-SEM, structural equation modelling, sustainable development.
Pe3womMme

Tasu rnaBa e NOCBETEHA HA METOAUTE 33 JIMHEWHO CTPYKTYPHO MOAeAnpaHe, NpuiaraHn 3a peluasaHe Ha
M3CNenoBaTeNckn npobnemm Ha yCTOMYMBOTO pasBuTME. JIMHEWHO CTPYKTYPHUTE MOAeAnpaHe
npeactaBAsBa ONMT 3a abCTpakumMa Ha peanHOCTTa, a 3a4a4YaTta Ha u3ciegoBaTtenn e Aa M3rpagan moaen,
KOWTO Aa ce f,06/1MKaBa Bb3MOXKHO Hall-MHOI0 A,0 Ta3n peanHocT. Tasu 3aZa4a MOXKe [1a Ce OKaXKe TpyAHa,
aKo HAMame AiCHa Npe/ACTaBa 33 TOBA KaKBa e peasiHOCTTa Ha u3c/iegBaHuTe ABneHus. MNoHaKora 3ag
M3yyaBaHUTE fIBNIEHWUA CTOM COIMAHA TEOPUA U MOXKEM Aa W3NO0/A3Bame MPOMEHINBKU, KOUTO Apyru
M3cnen0BaTeNN BEYE Ca NOCOYMAN KaTo BasMAHM NoKasaTenn. B apyru cutyauum Tpsabsa Aa 3anoyHem ¢
Habop OT NPOMEHAMBM M O3 MNPOBEPUM MHOFO XMMOTETUUYHM BPB3KWU, OCHOBAHM CamMoO Ha TeopeTuyHa
paboTta. B Tasu rnasa ce ¢oKycMpame BbpXy MNPeAOCTaBAHETO Ha M3c/iedoBaTeMTe Ha 3HAHWATA,
Heobxo4MMM 3a onpeaenaHe, OLueHABaHe U MHTePNpPeTUPaHe Ha IMHENHO CTPYKTYPHU mogenu (SEM) BbB
BCAKA 06/1aCT Ha COLMANHUTE HayKWM, HO Hal-Beye B M3C/AeABaHMATA, CBbP3aHM C KOHLUeNuuAta 3a
YCTOMUYMBO pasBuUTHE.

Kntouosu aymu: CB-SEM, PLS-SEM, nMHENHN CTPYKTYPHU MOAENN, YCTONYMBO Pas3BuUTHE.

r10-2 KpbcreBuu, T. (2018). M3yuaBaHe Ha noTpebuTenckoTo noBeaeHWe: napagurmm u mogenu. Ot
C. Kenes, NoTpebutencko noseaeHune (ctp. 13-109). Codua: Uspatenckn komnnekc - YHCC.

Pe3ome

B Tasu rnaBa ce pasrnekaat OCHOBHWUTE TEOPeTMYHM MOAXOAM MPU M3yyaBaHe Ha NoBedeHMeTOo Ha
notpebuTtenute, obsacHABaT ce 6a30BM MOHATUA, CBbP3aHM C MOAENUTE Ha NoBeAeHWEeTO Ha KynyBaua,
NpeAcTaBAT ce pPasNMYHM TUNOBE MOAENM Ha NoTpebuTencko noseaeHne, obcaiensaT ce NPoLECcUTe, KOUTO
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npoTMYaT B Cb3HAaHMETO Ha noTpebuTena npeau, MO BPEME U CAef PeleHMeTo 3a MOKyMnKa U ce
CMCTEeMaTM3npaT NPoLLeCUTe Ha OPraHM3aLMoHHO NoBeaeHMe NPU KynyBaHe.

Kniouosu aymu: noaxoam 3a nsyyaBaHe Ha noseaeHMeTo HO noTpeburtennte, Moaenm Ha
notpebuTencko noseaeHue, NoTpebuUTeNCKO NoBeaeHMe Ha KpaiHU noTpebutenn,
noTpebuTencko noseaeHMe Ha opraHM3aunn.

Abstract

This chapter discusses the main theoretical approaches to the study of consumer behavior, explains basic
concepts related to buyer behavior models, presents different types of consumer behavior models,
examines the processes that take place in the consumer's mind before, during and after the purchase
decision and systematizes the processes of organizational buying behavior.

Keywords: approaches to the study of consumer behavior, consumer behavior models, consumer
behavior of end users, consumer behavior of organizations.

r10-3 Kpbcresuy, T. (2018). MoTpebuTencko noseaeHne Npu HOBU M pacTawm nasapu. Ot C. Kenes,
MoTpebuTencko noseaeHue (ctp. 322-351). Codusa: Uspatenckn komnnekc - YHCC.

Pe3wome

B Tasu rnaBa ce pasrnexaaT MoAenn Ha NoBeAeHMe Ha NoTpebuTennTe Npu NOKynKa Ha HOBWU MPOAYKTH,
NpeAacTaBAT ce NPUHLMNUTE Ha TeopuMATa 3a NasapHaTa AMdy3na, KOMEHTMpPa ce JIornKaTa U CTPyKTypaTa
Ha ANPY3NOHHUTE MOAENN Ha MHOBATOPWU M MMMUTATOPM U Ce NPaBu MHTYUTUBHO METOANYECKO BbBeaeHue
B MpUAaraHeTo Ha MHTerpaTUBHM MOZENN 3a aHa/IM3 M NPOrHo3upaHe Ha NoBeAeHUETo Ha noTpebutennte
Npu KynyBaHe Ha HOBM NPOAYKTY.

Kntouosu aymu: andysma Ha MHOBaLMMTE, NA3apPHO NPOHUKBAHE, MHOBATOPU U UMUTATOPW, BEPOATHOCT
3a MNOKynKa

Abstract

This chapter examines models of consumer buying behavior for new products, presents the principles of
market diffusion theory, comments on the logic and structure of diffusion models of innovators and
imitators, and provides an intuitive methodological introduction to the application of integrative models
for analyzing and predicting consumer buying behavior for new products.

Keywords: diffusion of innovations, market penetration, innovators and imitators, purchase probability

r10-4 KpbcreBuy, T. (2003). UHTepakTnBEeH MapKeTuHr. OT M. baHuyeB, EBONOLMA HAa CbBPEMEHHUSA
MapKeTUHr (cTp. 158-179). Ceunwios: AkagemuyHo nsaatencreo "LleHos".

Pe3ome

B Ta3n rnasa ce npasu BbBeAeHNE B CbLLHOCTTA HAa MHTEPAKTUBHUA MAapKeTUHT, pa3riexaaH Kato npouec
Ha Cb34aBaHE U NogAbpKaHe Ha B3aMMOOTHOLWEHUNATA C KZIMEHTUTE NOCPEACTBOM OHMalH KOMYHUKaUnn
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C LUen ycKopsABaHe M yNecHABaHe Ha npouecuTe Ha 06MeH Ha naeu, NPOAYKTU U YCAYTU, YA0BAETBOPABALLM
noTpebHOCTMTE M Ha ABaTa cybeKTa Ha pasmsAHa — NoTpebuTenuTe U NpeanoxRutenute. Pasrnexaa ce
BAUAHME Ha MHTepHEeT KaTo naatdopma 3a eNeKTpoHeH BM3HEeC M HapacTBAHETO HA CBETOBHATa OHAAMH
nonysnauma B HayanoTo Ha 21 Bek. MNoayeprasa ce Heob6xoAMMOCTTa OT pa3paboTeaHe Ha cTpaTernu 3a
WHTEPAKTMBEH MAPKETUHI, Ce OYepTaBaT HOBUTE BbB3MOXKHOCTM 33 MHTEPAKTUBHW MapPKETUHIOBM
nscneaBaHua WM NJaHUPaAHE W Ce W3BEXKAAT CNeunduKUTE Ha MaPKETUHFOBUTE WMHCTPYMEHTU W
MapKeTMHIOBM MWKC B WMHTEPaKTMBHA cpega. Pasrne)kgaT ce M HAKOM paHHM OrpaHMYeHue Ha
eeKTMBHOCTTa Ha UHTEPHET MapKeTUHIa, TMNMWYHM 32 HAYaI0TO Ha BEKa.

Kniouosu AYMU: NHTEPAKTUBHU MmeaNN, UHTEPHET MaPKEeTUHT, UHTEPaKTUBEH MapPKeTUHI, NHTePaKTUBEH
MapKEeTUHIoB MUKC

Abstract

This chapter introduces the nature of interactive marketing, seen as a process of creating and maintaining
customer relationships through online communications in order to accelerate and facilitate the processes
of exchanging ideas, products and services that meet the needs of both exchange subjects - consumers
and proposers. The impact of the Internet as a platform for e-business and the growth of the global online
population in the early 21st century is examined. The need to develop interactive marketing strategies is
emphasized, new opportunities for interactive marketing research and planning are outlined, and the
specifics of marketing tools and marketing mix in an interactive environment are highlighted. Some early
limitations on the effectiveness of Internet marketing typical of the turn of the century are also examined.

Keywords: interactive media, internet marketing, interactive marketing, interactive marketing mix

YHNUBEPCUTETCKM y4ebHMLM

E20-1 KpbereBuu, T. (2022). LieHosa nosivTtuka. Ceumwos: AU "LieHos". (181 c.)

Pe3wome

LlenTa Ha To3M y4ebHUK e ga NPOMEHU HauyMHa, Mo KOMTO MapKeToA03UTe MUCAAT 3a LLleHoobpa3yBaHeTo.
3acTbnBa ce uaenaTa, Ye BMECTO Aa Ce pa3yMTa Ha UHCTUHKT, A0ragKu UM HaUBHU UHTYUTUBHU MOAENMN,
MapKeTMHIOBOTO LLeHoOobpa3yBaHe TpAbBa Aa ce OCHOBaBa Ha AAaHHW U HayYyHM NPOrHO3U. M3N0KeHUeTo
M M3UANO NPAKTUYECKM OPUEHTUPAHO WM OCUTypsABa 3HaHUA, YMEHMA U yBepeHoCT, Heobxoaumu 3a
aprymeHTMpaHe Ha LUEHOBUTE pelleHus U M3bopa Ha MpaBuAHaA CcTpaTerns 3a LeHoobpasyBaHe B
6usHecopraHumsaumaTa. MNpeacTaBaT ce B AeTalIM UHCTPYMEHTU U TEXHUKU, OCHOBAHM Ha Hal-HOBUTE
MOCTUMKEHUA Ha akageMunyHaTa Teopua, noTpebuTesickaTa NCMX0A0MMA N U3CAeABaHUATA B PeaHUA CBAT,
6e3 ga e HeobxoAMMO Aa M3NON3BaTe CBPBXC/NOXKHA MaTemMaTMKa M UMKOHOMETpWA. PasrnexkgaHute
MeTOoAMN N TEXHNKM 3a 06paboTKa Ha AaHHW, CTaTUCTUUECKM aHaAn3K U rpadmKK ce UaCcTpupaT c noMmoLlTa
Ha nNporpamHuaA e3nk R n enekTpoHHN Tabaunum. Taka ce ocurypasa NpocaeanmocT U Bb3nNponssoammocT
Ha UACTPUPaHUTE NPOBAEMU U TAXHOTO pellaBaHe C MOMOLLTa Ha PeanHn AaHHMU.

Cnep “3y4yaBaHETO M OCMMUCIAHETO Ha CbAbPXKAHMETO HA HACTOAWMSA YYeOHUK 3aMHTEPECOBAHUTE CTPaHM
e ca B CbCTOAHWE Aa Bb3NPUEMAT XO/IMCTUYHO NpobiemnTe Ha LeHoobpasyBaHETo, Aa OTKPMBAT HOBU U
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NMPOMEHSALLN Ce MPAKTUKM 3a LeHoobpasyBaHe, BKAOYMTENHO HOBM MOAXOAM KbM KOHKypeHuusaTa, Aa
HacouyBaT pelleHMATa 33 MOKYMKa U Aa pa3bupaTte roToBHOCTTa 3a MJallaHe Bb3 OCHOBa HA Hali-HOBUTE
nosHaHua B obnactTa Ha notpebuTesnckata NCUXONOrMA, Aa ONPenenAaT LEeHM, KOMTO MaKCUmusmupat
neqan6aTa, d He CaMO MapXa WAn nasapHuAa AAan, Aa MU3N0oN3BaT UEeHWUTE KaTO MHCTPYMEHT 3a
KOMYHUKMpPAHE C K/JWEHTUTE CM CTOMHOCTTa Ha Bawarta odepta, KakTo M Aa 0bOCHOBaBaT LEHOBM
npeasioXKeHns, KOMTO Aa NoAy4YaBaT OpraHM3auMOHHA MOAKPena 3a pelleHuATa 3a LeHoobpasyBaHe B
6u13HecopraHmMsaummTe.

Y4ebHUKBT ce cbeTom OT 181 HecTaHAAPTHU CTPAHULUM, CbAbPrKa 68 durypun 1 ronam 6poi npenpaTkm Kbm
Habopu OT AaHHU U daliNoBe, KOUTO Ca U3MOA3BAHWN B UAKOCTPATUBHUTE Npumepu. CbCTaBEH € OT ocem
rnasu mM obxBalla TeMM KaTO LLEHOBW Bb3NpUATME U LieHOBA MHPOPMMPAHOCT, LLEHOBA €1aCTUYHOCT,
OLleHABAHE HA Na3apHaTa peaKkuus, onNTMMM3MpPAHEe Ha LLeHaTa, NepcoHanM3vMpaHo ueHoobpaslyBaHe,
ueHoBa AaubepeHUMaUMA, LEHOBM CTPYKTYPW, HEAWHeWHO LueHoobpasyBaHe, B T.4. NaKeTHO
LeHoobpasyBaHe, LLEHOBM OTCTBMKM M ABOMHU Tapudu, cTpaTermm M TakKTUKM Ha LeHoobpasyBaHe u
OVNHAMMYHO LeHoobpasyBaHe. KaTo NpuaoXKeHMe e BKIIOYEHO PbKOBOACTBO 3a BbBEAEHME B NPOrpamMHums
e3nK R.

Abstract

This textbook aims to change the way marketers think about pricing. It advocates that instead of relying
on instinct, guesswork, or naive intuitive models, marketing pricing should be based on data and scientific
predictions. The exposition and is entirely practically oriented and provides the knowledge, skills and
confidence needed to justify pricing decisions and select the right pricing strategy in a business
organization. Tools and techniques based on the latest advances in academic theory, consumer
psychology, and real-world research are presented in detail without the need to use overly complex
mathematics and econometrics. The methods and techniques discussed for data processing, statistical
analysis, and graphing are illustrated using the R programming language and spreadsheets. This ensures
traceability and reproducibility of the problems illustrated and their solution using real data.

After studying and understanding the content of this textbook, stakeholders will be able to holistically
perceive pricing issues, discover new and changing pricing practices including new approaches to
competition, guide purchasing decisions and understand willingness to pay based on the latest insights in
consumer psychology, set prices that maximize profit, not just margin or market share, use prices as a tool
to communicate

The textbook consists of 181 non-standard pages, contains 68 figures and a large number of references to
data sets and files that are used in the illustrative examples. It consists of eight chapters and covers topics
such as price perception and price awareness, price elasticity, estimating market response, price
optimization, custom pricing, price differentiation, pricing structures, nonlinear pricing, including bundled
pricing, price discounts and dual pricing, pricing strategies and tactics, and dynamic pricing. An
introduction to the R programming language is included as an appendix.
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E20-2 KpbcteBunu, T. (2018). MapKeTUHIOB UHXKeHEePUHT (2. npepab. n aon. nsa.). Ceunwos: AU
"LleHos". (234 c.)

Pe3ome

YUYebHUKBT “MapKETUHIOB WHXEHEPUHr” e npeaHasHayeH 3a CTYAEHTUM-MarncTpu, npuTexKasallm
CONUAHWN N 3a4bN60YEeHN 3HAHUA (KenaTesHo U onuT) B 061acTTa Ha MapKETUHIOBUTE M3C/1eABaHNA U
MapKeTUHIOBUA MEHUAMKMBHT. TO3M y4yebHMK e OCHOBHOTO y4ebHO nocobue B Kypca ,MapKeTUHros
WHXEHEPUHT” 1 uenta my e Aa BbBeae 0OyyaBaHUTE B TEOPUATA M MPAKTUKATA Ha U3rparkAaHeTo u
npuaaraHeTo Ha KOJIMYECTBEHM OMNTUMM3AUMOHHM MOALENN, NOAAbPXKAWM B3EMAHETO Ha pelleHusA B
pasnndyHUTEe chepn Ha MapKeTuHra. CobabpKaHMETO My MOKPUBA LIMPOK CMEKTbP OT npobnemwu: ot
TEOPETUYHUTE MPUHUMNM HA MAPKETUHIOBOTO MOZLENMpaHe, npe3 U3MepBaHe W MPOrHo3MpaHe Ha
nasapHUTe peakuuun, Ao pa3paboTBaHETO M MNPWUAAraHETO Ha KOHKPETHU aHAIMTUYHM TEXHWUKKU 3a
cermeHTUpaHe, NO3ULMOHEH aHaNM3, TECTBAHE HA NPOAYKTOBM KOHLEMNLUKN, ONTUMMU3IMPAHE Ha NPOrpamm
33 OMpPEeKTEeH MapPKeTUHI, MpOorHos3MpaHe Ha nasapHata Audysus, ONTUMANHO MAAHMPaHE MU
pasnpegesieHre Ha MapPKETUHIOB U pPeKNamMeH BIoAMKET, LEHOBO ONTUMM3IMPAHE, KaKTO U NAaHMpPaHe Ha
onTMManeH MApPKETMHIOB MMUKC. YCBOABAHETO Ha y4ebHOTO CbAbp)KaHWE e CBbP3aHO C NpuaaraHe Ha
WKMPOK CMEeKTbp OT COPTyepHU MNPUIONKEHUA, KATO 33 KOHKPETHWUTE npobiemu ce M3NON3BaT KaKTo
CTAaHAAPTHWU, KOMEPCUANHO NpeasiaraHn coPTyepHU NAKEeTH, TaKa U KOHKPETHO pa3paboTeHn MaKpocu ¢
MOMOLLTA Ha eNeKTPOHHU Tabanun. Cbabp)KaHneTo € B 06em Ha 234 cTpaHMUM M MOKPMBA BBMAPOCH,
CBbP3aHM C MeToaMUTe 33 MOoAe/IMPaHe Ha MasapHaTa peaKkumsa, CErMeHTMPAHeTo Ha Nasapa U n3bop Ha
LeneBn nasap, onNTMMASHOTO NO3ULMOHUPAHE HAa TbPrOBCKUTE MAapPKW, MHCTPYMEHTU 3a CTpaTermvyecku
MApPKETUHIOB aHaNn3, 38 ONTUMM3IMPAHE Ha NPOAYKTOBM, KOMYHUKALUMOHHU, ANCTPUOYLMOHHMU U LLEHOBU
peLeHns, KaKTo U 0COBEHOCTUTE Ha ANTUTANTHUA MAaPKETUHT U AUTMTasiHaTa MAapPKETUHIOBA aHA/IMTMKA

Abstract

The textbook "Marketing Engineering" is intended for master's students who have a solid and in-depth
knowledge (preferably also experience) in the field of marketing research and marketing management.
This textbook is the core textbook in the Marketing Engineering course and its aim is to introduce students
to the theory and practice of building and applying quantitative optimization models that support decision
making in different areas of marketing. Its content covers a wide range of issues: from the theoretical
principles of marketing modelling, through the measurement and prediction of market responses, to the
development and application of specific analytical techniques for segmentation, positional analysis,
product concept testing, optimization of direct marketing programs, prediction of market diffusion,
optimal planning and allocation of marketing and advertising budgets, price optimization, and optimal
marketing mix planning. Mastery of the course content involves the application of a wide range of software
applications, using both standard, commercially available software packages and specifically designed
macros using spreadsheets for specific problems. The content is 234 pages and covers issues related to
market response modeling methods, market segmentation and target market selection, optimal brand
positioning, strategic marketing analysis tools for optimizing product, communication, distribution, and
pricing decisions, as well as features of digital marketing and digital marketing analytics.
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E20-3 KpbcreBuy, T., Cmokosa, M. (2017). AHaIMTUYHO M3BAMYAHE HA 3HAHMA OT AaHHWU. CBULLIOB:
AU "LeHos". (280 c.)

Pe3wome

HacTtoawoto u3gaHvMe e npegHasHayeHo 3a CTYAEHTU B AMCTAaHUMOHHA ¢opma Ha obyyeHue no
MarMcTbpckM nporpamu. MpeactaBnasa MHTErpupaHa 4acT oT obyuymTenHusa npouec v cnegga fa ce
M3MN0N3Ba €4HOBPEMEHHO C UHTEPHET BasnpaHaTa cMcTeMa 3a ANCTaHLMOHHO 0byyeHne. ObxBaLLa Temu,
CBbP3aHM C NpUaaraHeTo Ha MeTOAM 33 MALIMHHO 0OyYeHUe U CTaTUCTUYECKM MOLENN 33 NpPeACcKa3BaHe
Ha NOBEeLEHMETO Ha KJAMEHTUTE B MAPKETUHIOB KOHTEKCT. M3/10XKEeHNETO e CbCTaBEHO OT OCEM OTAE/HMU
4yacTu, cpen, KOUTO BbBeAeHWEe B aHa/IMTUYHOTO WM3BJMYAHE HA 3HAHMA OT AaHHM, NPUIOXKEHWEe Ha
METOANTE HA KAACMPUKALMOHHU U PErpecMoOHHU AbPBETA 33 CbCTaBAHE HA MPEAUMKTUBHU MOLENM,
BbBeZeHNe B MeToAa Ha k-Tute Hal-6/1M3KM cbcean U HamBHUA BencoB KnacudpuKaTop, N3nNon3BaHe Ha
anNropuTMK 3a M3BJIMYMaHE Ha ACOUMATMBHWM NpaBuaa OT FOJIEMU MACMBM OT AaHHM, NMPUJIONKEHME Ha
NIMHelHaTa U NIOTUCTMYHaTa perpecusa 3a CbCTaBAHE HA MPEAMKTUBHU MOZENW, KAKTO M BbBeAeHue B
aHa/M3a Ha B3aMMOLEMNCTBMATA B COLMAZHU MPEXU. BCUUKM MpuUmMepu U UNOCTPATUBHM NPOBAEMHMU
CMTyaLUMKN ca 4eMOHCTPUMpaHKU ¢ nomoluTa Ha IBM SPSS Statistics, IBM SPSS Modeler n XLMiner (Analytic

solver data mining add-in for excel).

Abstract

This edition is intended for students in distance learning master's programmes. It is an integrated part of
the learning process and should be used in conjunction with the internet-based distance learning system.
It covers topics related to the application of machine learning methods and statistical models for predicting
customer behaviour in a marketing context. The presentation is composed of eight distinct parts, including
an introduction to analytical knowledge extraction from data, application of classification and regression
tree methods for building predictive models, introduction to the k-nearest neighbors method and naive
Bayes classifier, use of algorithms to extract association rules from large data sets, application of linear
and logistic regression for building predictive models, and introduction to social network interaction
analysis. All examples and illustrative problem situations are demonstrated using IBM SPSS Statistics, IBM
SPSS Modeler and XLMiner (Analytic solver data mining add-in for excel).

E20-4 KpbcreBuy, T., CMoKoBa, M. (2017). Meaus nnaHupaHe. Ceuwos: AU "LleHos". (220 c.)

Pe3ome

ToBa M3gaHWe Ha y4ebHMKA CbabpPXKa BbBeAeHNe B NPUHUMNUTE U MHCTPYMEHTUTE 33 MeAna NAaHUpaHe,
KaTo GOKYCHT e HaCOYeH BbpXy 3ano3HaBaHe Ha obyyaBaHUTe C KaTeropunTe Meauun 1 NpoLeca Ha meama
nAaHWpaHeTo. PasrnexaaT ce OCHOBHUTE M CroMaraTesIHM UHOMKATOPU HA MeANMHUA NNaH, CXEMUTE Ha
NMOKPUTUE Ha pPEeKNaMHaTa KaMnaHWA, aHan3bT Ha ePpeKkTUBHA YecToTa M obwmna HeaybampaH ob6xBaT Ha
KamMmnaHMWATa, NPOLLECHT Ha CbCTaBAHE M ONTUMMU3UPAHE Ha MeaneH NnaH-rpaduk. CnewmanHo BHUMaHUe
€ OTAeNeHO Ha OLEeHSABAHETO M M3OMPAHETO Ha OHMAMH MeauKu, NOAXOAWUTE 33 OH/MAMH TapreTupaHe,
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cneunduKnTe Ha AMcnaeHaTa peknama, CNoHCOPUPaHUTE BPB3KM M M3MEpBaHe Ha MpeacTaBAHETO Ha
OH/MalH KamnaHwuuTe. B oTaeneH pasgen ca nNpeactaBeHM HAKOM cOPTyepHW pelleHua 3a meaus
nnaHupaHe (Media Mania u Mediator), KakTo M NPaKTUYECKU WAOCTPALMM M HACOKM 3a TAXHOTO
npunaraHe.

Abstract

This edition of the textbook introduces the principles and tools of media planning, with a focus on
introducing learners to media categories and the media planning process. It discusses the basic and
auxiliary indicators of a media plan, the coverage patterns of an advertising campaign, the analysis of
effective frequency and total unduplicated reach of a campaign, and the process of creating and optimizing
a media plan schedule. Special attention is given to online media evaluation and selection, online targeting
approaches, display advertising specifics, sponsored links, and online campaign performance
measurement. Some media planning software solutions (Media Mania and Mediator) are presented in a
separate section, as well as practical illustrations and guidelines for their implementation.

E20-5 KpbcteBuy, T., Cmokosa, M. (2017). EMNMPUYHN MaPKETUHIOBU uscneasaHuns. Camnuios: AU
"Llenos". (245 c.)

Pe3wome

B TO31 y4ebHMK, NpegHa3HayYeH 3a CTYAEHTU-MarncTpm No MKOHOMMKA, AAMUHUCTPALMA U yNpaBaeHWe, ca
OMUCaHM NPUHUMMAUTE U CUCTEMATMKATA Ha eMMNUPUYHUTE MaAPKETUHIOBU m3cneadsaHuA. Cnep, KpaTko
BbBeAEeHWE B KOHUENUMATA Ha Kay3a/HUA aHanu3, YnTaTenuTe HaBAM3aT B TbHKOCTUTE Ha JIMHEWHO
CTPYKTYPHOTO MoZennpaHe, NpUNaraHeTo Ha IMHEHa perpecus ¢ Habntogasaemun NPOMEH/IMBU, KAKTO U
Ha Kay3a/nHOTO MoJenupaHe ¢ NaTeHTHU npomeHansn. CneunanHo MACTO € OTAEeNeHO Ha NornKaTa u
NPUNOXKEHNATA HA NPEAUMKTUMBHO MOAeNnpaHe 3a B3eMaHe Ha MapKeTUHIOBW pelueHWA MOMOLUTA Ha
KNnacudMKauMOHHM U perpecuoHHn abpseta, metoga CHAID, CART u QUEST. B oTaenHa 4yacTt e
npeacTaBeHa MeToL40N0rUATa U NPOoLEeAypPUTE Ha MbAHONPOPUIHNA KOHOMKONHT aHaM3 3@ U3yYaBaHe Ha
noTpebuTenckuTe npeanoynTaHma. MPaKTMYECKOTO NpuaaraHe Ha U3BPOEHUTE METOLM M ANTOPUTMU €
WAOCTPUpPaHoO ¢ nomouyra Ha IBM SPSS Amos u IBM SPSS Statistics.

Abstract

This textbook, intended for graduate students in economics, administration and management, describes
the principles and systematics of empirical marketing research. After a brief introduction to the concept
of causal analysis, readers are introduced to the intricacies of linear structural modeling, the application
of linear regression with observable variables, and causal modeling with latent variables. Special attention
is given to the logic and applications of predictive modeling for marketing decision making using
classification and regression trees, the CHAID method, CART, and QUEST. In a separate section, the
methodology and procedures of full conjoint analysis for studying consumer preferences are presented.
The practical application of the listed methods and algorithms is illustrated using IBM SPSS Amos and IBM
SPSS Statistics.
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YHUBEPCUTETCKM y4ebHM nocobus

E21-1 KpbcreBuu, T. (2018). MapkeTuHros TpeHuHr (MARKSTRAT 3). CBuwos: AU "LleHos". (188 c.)

Pe3ome

ToBa yyebHO nocobue npeacTaBAABa HaPbYHUK 33 CTYAEHTM OT MarMCTbPCKU NPOTrPaMmn MO MaPKETUHT,
noAnomarall, y4acTMeTo MM B CTpaTerMyeckaTa MapKeTuHroBa cumynaums MARKSTRAT 3 Ha ¢upma
Strat*X. CUMyNaUMOHHMAT MEeTOoA, U3N0A3BaH NPU TO3U TUM eKUMNHK 0bydeHnsa, GOKyCcMpa MUCIEHETO Ha
CTYAEHTUTE BbPXY AeNCTBUTENHU BusHec-npobaemun. NMoaxoabT € A0 rofsama CTeneH CbLMAT KaTo TO3U B
peanHn ycnoeus. Habnara ce BbPXy OCHOBHO BbPXY BHWKBAHETO B MapPKETMHIOBUTE Mpobsiemu,
aHaNM3NPaHeTO MM, TbPCEHETO Ha BapuaHTM 3a paspellaBaHe, AaBaHe Ha NPEnopPbKW, NAaHUpaHe Ha
Pa3NNYHK gencTBua. CUMYNAUMOHHUAT MeTo4 Hanara pasndyeH TUN B3aMMOOTHOLIEHWUA MeXAy CTyAeHT
M NpenoaasaTten B CpaBHEHME C TE3N NPU TPAANLMOHHMA MeTog, Ha 0byyeHmne. CTyAeHTbT Urpae akTUBHA,
a He MacuBHa pPons. YYEHETO Ypes CAyLlaHe M YeTeHe ce 3aMeHA OT yYyeHe ypes npaBeHe, KoeTo e no-
edeKTMBHMAT nogxod. Mo To3n HauuH ce goctura Ao GopmupaHe Ha ymeHusa, 6asMpaHu Ha NpuaobuTn
3HaHKUA. CUMYNAUMOHHMAT meToa Ha bm3Hec obyyeHne npeanonara, Ye € MHOro No-BepoATHO XopaTa Aa
3aMOMHAT M a3 U3M0A3BaT TOBA, KOETO Ca HAay4YnIu Ypes NpaBeHe, OTKOJIKOTO TOBa, KOETO Ca Hayuyniv Ypes
yeTeHe, CywaHe n obcbKaaHe. Mpu Hero oT CTyAEHTUTE Ce U3MCKBA A4a NOeMaT PMUCKoBe, Aa u3paboTeaT
pelleHuns B HecurypHa (HegoctaTbuyHo 406pe onpeaeneHa) cpeaa, Aa npeanarat M M36MpaT OT MHOXKECTBO
Bb3MOXKHM aNTePHATUBM.

MpeaHasHayeHNeTo Ha busHec urpuTe e obyyaBaHe Ype3 UHTEPAKTUBHO MNPaKTUKyBaHeE Ha KOHLEeNuuwu,
TEXHUKKM, M3paboTBaHe Ha peleHua. M3nonseaHuTe B OWU3HEC UrpUTe CTUMYNALMOHHU MOZENU
NpeacTaBAT CTOMAHCKUTE MPOLECUTE MO HayuH, NO3BO/IABALL MPEHACAHETO Ha YCBOEHMTE KOHLEMUMM,
TEXHWKWU U NpoLeaypy 3a M3paboTBaHe Ha peleHus B peasHu busHec cutyauuun. Urpute no npuHLMN He
ce 6asupaT Ha emMnUpUYHM AaHHU. Te OBMKHOBEHO cUMyauMpaT GUKTMBHM 6GpaHLWoBEe U KM3NOA3BAT
CUHTETUYHM A3aHHWU. YYeBHOTO nocobue CbAbpKa BCUUKU HEOBXOAMMU ANAAKTUUYECKM N TEXHUYECKU
MHCTPYKLMM U YKa3aHWA 3a yCMewHoTo anpobupaHe Ha cTpaTermyecka MapKeTUHroBa KOHUENUMUs Ypes
B3eMaHe Ha CTpaTermyeckM MapKeTUHIOBM pelleHns OTHOCHO NpoyyBaHe, NaaHupaHe, paspaboTeaHe U
BbBEXLAHE Ha HOBM MPOAYKTM, Ma3apHO CEerMeHTUpaHe W NPOAYKTOBO MO3ULMOHUPaHe,
LueHoobpasyBaHe, peknamupaHe, ynpasjaeHne Ha AUCTPUBYUMATA, pasnpesesieHne Ha MApPKeTUHIoBUA
6104KET M KOHTPOJIMHT Ha MaPKETUHTOBUTE aKTUBHOCTY.

Abstract

This tutorial is a handbook for students in marketing master's programs, supporting their participation in
the strategic marketing simulation MARKSTRAT3 by Strat*X. The simulation method used in this type of
team-based training focuses students' thinking on actual business problems. The approach is much the
same as in real-world settings. The focus is mainly on gaining insight into marketing problems, analyzing
them, looking for options to solve them, making recommendations, and planning different actions. The
simulation method imposes a different type of student-teacher relationship than the traditional method
of training. The student plays an active rather than a passive role. Learning by listening and reading is
replaced by learning by doing, which is the more effective approach. In this way, skill formation based on
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acquired knowledge is achieved. The simulation method of business learning suggests that people are
much more likely to remember and use what they have learned by doing than what they have learned by
reading, listening and discussing. It requires students to take risks, to work out solutions in an uncertain
(poorly defined) environment, and to propose and choose from a range of possible alternatives.

The purpose of business games is learning through interactive practice of concepts, techniques, and
working out solutions. The stimulation models used in business games represent business processes in a
way that allows the transfer of learned concepts, techniques and decision-making procedures to real
business situations. Games are generally not based on empirical data. They usually simulate fictitious
industries and use synthetic data. The textbook contains all the necessary didactic and technical
instructions and guidelines for successfully testing a strategic marketing concept by making strategic
marketing decisions regarding research, planning, new product development and introduction, market
segmentation and product positioning, pricing, advertising, distribution, marketing budget allocation, and
controlling marketing activities.

E21-2 KpbcreBuy, T., Cmokosa, M. (2010). BbeeaeHue B SAS 1 SPSS. Cemuios: CA "A. A. LleHos"
(LLCPO). (306 c.)

Pe3wome

ToBa yyebHO nocobue e npegHasHayeHa Aa NOANOMOTHE CTYAEHTM M AOKTOPaHTM Aa HanpasAaTt
CaMOCTOATE/IHO MbPBMUTE CTBLMKWU B aHANU3UPAHETO U UHTEPNpPETUPaAHeTO Ha OAaHHW OT MU3CnefBaHuA C
NMOMOLLHA Ha CTAaTUCTUYECKM MeToAM, Npuaaraiku codptyepHute nporpamu IBM SPSS Statistics n SAS
Enterprise Guide. MpeaHasHayeHo e Aa 6bae AONBAHUTENEH TEKCT (NOMarano, HapbUYHUK) B KYpCOBe Mo
MAPKETUHIOBM U3CNeABaHMA, EMNUPUYHM METOAM MU NO CTaTUCTUKA 3@ HauyMHAeLlLm nscaenoBatenun B
obnacTta Ha NoBeAeHYECKUTE HAyKW, MapKeTMHra u/mam 6usHec agMuMHMCTpauuAaTa Kato usano. OT
obyyaemuTe He ce 04YaKBa HAKAKBA CONMAHA TEOPETUYHA UAN TEXHMYECKA NOATOTOBKA.

Abstract

This manual is designed to help undergraduate and graduate students take the first steps in analyzing and
interpreting research data using statistical methods, using the IBM SPSS Statistics and SAS Enterprise Guide
software programs. It is intended to be a supplemental text (handbook, manual) in courses in marketing
research, empirical methods, or statistics for beginning researchers in the behavioral sciences, marketing,
and/or business administration in general. Students are not expected to have any solid theoretical or
technical background.

E21-3 KpbcreBuy, T., CmokoBa, M. (2010). SAS 1 SPSS 3a HayMHaelm: NoAroToBKa, BU3yaan3aums 1
aHanu3 Ha aaHHK. Cemwos: CA"A. A. LleHos" (LLC®O). (435 c.)

Pe3wome

ToBa y4ebHO Momarano ce CbCTOM OT PaboTHM Mpouenypu U BU3YasHW MHCTPYKLMM 33 MOAFOTOBKA,
BM3yaHa MHCNEKLMA N eKCNNOPATUBEH aHANM3 HAa EMMUPUYHM JAaHHWM C nOMoLTa Ha IBM SPSS Statistics n
SAS Enterprise Guide. Pasrnexkgat ce npMmepu u npoueaypw 3a NoAroToBKa U U3YMCTBAHE Ha MbPBUYHU
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M3BaZKOBM AaHHM, 33 NPOBEMXKAAHE HA AECKPUNTUBEH CTAaTUCTUYECKM aHA/IU3, 33 CTaTUCTUYECKA MPOBEPKA
Ha xunoteswu, 3a rpaduyHo obcnesBaHe M aHAM3 HA €AHOMEPHU YU MHOTOMEPHMU AaHHM, 3@ aHa/n3 Ha
BPb3KM M 33aBUCUMMOCTU MEXAY HEMETPUYHU MPOMEH/IMBU, KAKTO M OLEHsIBaHE Ha HAAEeKAHOCTTa U
BA/IMAHOCTTA Ha Pa3/IMYHM TUMNOBE CKaW. BKAOYEHU ca NoApPO6OHM MHCTPYKLMM 33 Bb3MNPOU3BEXKAAHETO
Ha WAOCTPUPAHUTE NPOBAEMHMN CUTYaL MM,

Abstract

This tutorial consists of working procedures and visual instructions for the preparation, visual inspection,
and exploratory analysis of empirical data using IBM SPSS Statistics and SAS Enterprise Guide. Examples
and procedures are discussed for preparing and cleaning primary sample data, for conducting descriptive
statistical analysis, for statistical hypothesis testing, for graphical inspection and analysis of univariate and
multivariate data, for analyzing relationships and dependencies among nonmetric variables, and for
assessing the reliability and validity of various types of scales. Detailed instructions for reproducing the
illustrated problem situations are included.

E21-4 KpbcteBuu, T., CmoKoBa, M. (2010). SAS n SPSS 3a HanpeaHanu. Cemuwos: CA "A. A. LleHoB"
(LCPO). (354 c.)

Pe3ome

ToBa e HapbYHUK 3a NpuaaraHe Ha OCHOBHM METOAM 38 MHOTOMEpPEH CTAaTUCTMYECKM aHaNM3 Ha AAHHU C
nomoluta Ha IBM SPSS Statistics and SAS Enterprise Guide. MpegHa3HayeH e 3a CTYAEHTU U JAOKTOPaHTY,
KOMTO MMaT Hag, cpeaHUTe TeOPEeTUYHW MNO3HAHWUS MO CTaTUCTMKA U MKOHOMETpUA M ce COAbCKBaT C
pellaBaHeTo C NOMOLLTa Ha AAaHHM Ha C/I0XHM U3C/1Ie0BaTe/ICKK Npobsiemun B ob6a1acTTa Ha MKOHOMMKaATA,
agMUHUCTpaLmMATa U ynpasaeHuneto. Cheg BbBeaeHUe U 0630p Ha HAKOW OT HAU-NONYNAPHUTE METOAM 33
MHOromepeH aHanu3, noapobHo ce onuceaT npoueaypu u paboTHM MHCTPYKUMW 3a MNpunaraHe Ha
MeToAUTE Ha MHOMXECTBEHUA pPerpecuoHeH aHanui, AUCNEPCUOHHMA W KOBAPMALMOHEH aHanus,
NIOTUCTUYHATa perpecus, ANCKPUMMUHAHTHUA aHAIN3, eKCNI0PATUBHMA GaKTOPEH aHaNM3, KaKTo N MeToaa
Ha KNbCTEPHUA aHANU3.

Abstract

This is a tutorial on applying basic multivariate statistical data analysis methods using IBM SPSS Statistics
and SAS Enterprise Guide. It is intended for undergraduate and graduate students who have above-
average theoretical knowledge of statistics and econometrics and are faced with solving complex
research problems in economics, administration, and management using data. After an introduction and
overview of some of the most popular multivariate analysis methods, procedures and work instructions
for applying the methods of multiple regression analysis, analysis of variance and covariance, logistic
regression, discriminant analysis, exploitative factor analysis, and the cluster analysis method are
detailed.
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E21-5 KpbcteBuy, T. (2010). M3BnnyaHe Ha 3HaHWUA OT 6a3um gaHHM cbe SAS 1 SPSS. Ceuwos: CA "A.
A. UeHos" (LLCDO). (180 c.)

Pe3ome

HacToswaTa yyebHo nocobue e npegHasHayeHO 3a LOKTOPAHTM M MAAAM YYEHU, KOUTO MpuUTEXKaBaT
6a3MCcHM NO3HAHWUA 33 NPUAAraHeTo Ha e4HOMEPHU U MHOTOMEPHM CTaTUCTUYECKM METOAM 33 aHaNM3 U
WMHTepnpeTauma Ha gaHHU. C HEroBOTO CbCTaBAHE Ce Lean noArnomaraHe Ha NpoLechT Ha camoobyyeHue
B PaMKuUTe Ha egHOMMEHHUA ydebeH moayn. Ypes Hero ce HagABamMe Aa OpMEHTMPAMeE U MOTUMBMpPame
MAaanTe M3CcnenoBaTeIM Kbm MO-6bp30TO HaB/AM3aHe B /IOTMKaTa M aganTMpaHe Ha MpUHUMNUTE Ha
npunaraHe Ha HAKOW OT Hal-MOMNYNAPHUTE METOAN 32 aHa/IMTUUYHO M3B/IMYAHE Ha 3HaHMA OT AaHHu (data
mining) B TeXHWUTE Hay4yHWU AMpPEeHUs. 3a No-ronsma ACHOTa M NPOCAeaMMOCT, NpeacTaBaAHUTE METOAN U
aNropuTMK ca AeMOHCTPUPAHM C MOMOLLTA Ha NPUMEPHU AaHHN U GUKTMBHO AeduHUpaHn (Ho 61N3KK Ao
peanHocTTa) M3cneaoBaTencku u busHec npobnemu. C uUen nNo NecHOTo M 6bP30 HaBAM3aHe B
npobaemaTtrKaTa, Ha MecTa ca ONMCaHW NoAPOBHO UAKOCTPATUBHU NpuMepu, peannsyemn ¢ MS Excel n
XLMiner. OCHOBHMAT POKyC obaye e Haco4yeH KbM M3Moa3BaHeTo Ha SAS Enterprise Miner u IBM SPSS
Statistics KaTo egHM OT Hali-pasnpocTpaHeHuTe coPTyepHU aHAMTUYHKN NAaTGOPMU, Npeanaralluy rbBKas
N UHTYUTUBEH MHTepdenc 3a peanusmMpaHeTo Ha MawabHW U3CNefoBaTe/ICKM U MPUIONKHU NMPOEKTW.
Mocobueto cbabpkKa NoapobHU paboTHM MHCTPYKUMM (1) 3a NpunaraHe Ha meToaAUTe 33 KOHTPOAUPAHO
MaLWKnHHO obyyeHne, kato CHAID, CARD n QUEST 1 cbcTaBAHe € TAXHA NOMOL, Ha KNacMPUKALNOHHU U
perpecuoHHu AbpBeTa, (2) 3a U3NON3BAHETO HA ABOMYHM KNacMPUKaALMOHHN CUCTEMU C meToaa Ha k-Tus
Hali-6/IM3bK cbces U HauBHMA BelicoB KnacudumKaTop, (3) 3a cbCTaBsAHE U OLLEHABaHE Ha MPEeAUKTUBHMU
MOZENN C NIOTUCTUYHA perpecus, Kakto M (4) 3a npunaraHe Ha HAKOWM METOAM 338 HEKOHTPOJIMPYEMO
MALIMHHO Oby4yeHWe, KaTo Hanp. U3BAWYAHETO Ha acouMaTUBHM MpaBMaa OT AAHHM 3a NpodaKbeHu
TPaHCaKLMW.

Abstract

This tutorial is intended for graduate students and young scientists who have a basic understanding of the
application of univariate and multivariate statistical methods for data analysis and interpretation. Its
compilation is intended to support the process of self-study within the module of the same name. Through
it, we hope to guide and motivate young researchers to more quickly enter the logic and adapt the
principles of applying some of the most popular methods for analytically extracting knowledge from data
(data mining) in their scientific directories. For clarity and traceability, the methods and algorithms
presented are demonstrated using example data and fictitiously defined (but close to reality) research and
business problems. In order to get into the issues more easily and quickly, illustrative examples
implementable with MS Excel and XLMiner are described in detail in places. However, the main focus is on
the use of SAS Enterprise Miner and IBM SPSS Statistics as some of the most common software analytical
platforms offering a flexible and intuitive interface for the implementation of large-scale research and
application projects. The manual contains detailed working instructions (1) for applying supervised
machine learning methods such as CHAID, CARD and QUEST and building classification and regression trees
with their help, (2) for using binary classification systems with the k-nearest neighbor method and the
naive Bayes classifier, (3) for building and estimating predictive models with logistic regression, and (4) for
applying some unsupervised machine learning methods, e.g., association rules mining from sales
transactions data.
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E21-6 KpbcreBuy, T., MBaHoBa, M. (2008). HacbpyaBaHe Ha npogaxkbute. Cemwos: AU "LleHoB".

Pe3wome

ToBa yyebHO nocobure cbabprKa A0MbABALWO YYeOHO ChbAbpPKaHME KbM ANCUMNAMHATA ,HacbpyaBaHe Ha
npoaaxkbute”, npenoaasaHa npea, CTyAeHTU-MarucTpu, NpuUTeKaBaluy WNPOKM No3HaHUA B obnactra Ha
MapPKETUHIa, MaPKETUHTOBUA MEHUAKMBHT U MapPKETUHIOBUTE n3cnedsaHus. Llenta Ha Kypca e ga BbBeae
obyyaemuTe B Npupogata, ponsta n GyHKLMUTE Ha HaCbpPyeHMATa Ha NpoAaxKbuTe B MapKETUHroBuA
npouec. O6xBalla TEOPETUYHM MPUHLUMUNKU W MPaAKTUYECKM HACOKU 3a NJaHMpaHe, peanusvpaHe u
OLLEeHsIBAHE Ha Pe3ynTaTUTe OT NPOMOLMOHAJIHN CTPATErMM N KaMnaHuu. M310XKeHMETO CbAbprKa KPaTbK
0630p Ha MIKOHOMUWYECKUTE U NOBEAEHYECKUTE TEOPUM 33 HACbpUYaBaHETO Ha NpoaaXKbute, NnpegMmMCTBaTa
M HeAOCTaTblUMTE HA KOHKPETHM WMHCTPYMEHTM 3a HacbpyaBaHe Ha npogdaxkbute, npoueaypwu 3a
NnAaHMpaHe W NPWAAraHeTo Ha KOHKPETHU MHCTPYMEHTU 3a HacbpyaBaHe Ha npoaaxkbute c orneg
NOCTUraHeTo Ha AaAeHa MapKeTMHroBa uesn, obcnegBaHe Ha TEXHONOTUATA Ha BAUSAHUE U M3MEpPBaHe Ha
e(deKTMBHOCTTa Ha NPOrpamuTe HacbpyaBaHe Ha NpodaxkbuTte n epeKTUTe UM NasapHUa 4Aa M nedvanbara,
KaKTO M HSIKOWM acrneKTu Ha NpaBHaTa ypeaba Ha NpoMouMoHa HaTa 4eMHOCT Ha BusHec opraHMsaumuTe.

Abstract

This coursebook contains supplementary learning content to the Sales Promotion course taught to
undergraduate students with a broad knowledge of marketing, marketing management and marketing
research. The aim of the course is to introduce students to the nature, role and functions of sales
promotions in the marketing process. It covers theoretical principles and practical guidelines for planning,
implementing and evaluating the results of promotional strategies and campaigns. Includes a brief
overview of economic and behavioral theories of sales promotion, the advantages and disadvantages of
specific sales promotion tools, procedures for planning and implementing specific sales promotion tools
to achieve a marketing objective, an examination of the technology of influencing and measuring the
effectiveness of sales promotion programs and their market share and profit effects, and some aspects of
the legal regulation of the promotional activities of business organizations.
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