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Abstract: This paper discusses different concepts of consumer innovation. Four groups of
motivational factors are presented (social, psycho-emotional, and cognitive factors), which
encourage individuals to purchase innovative products. The characteristics of different cat-
egories of consumers are presented according to the model of Rogers. An empirical study
was made to clarify the degree of impact on different groups of motivational factors over
the consumer innovativeness. Based on the results of the research, a profile is formulated
for each category of consumers that is related to the ranking of motivational factors.
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Pe3rome: B paspaborkata ca pasrniefaHn pasimdyHu KOHUEruun 3a MHOBATMBHOCTTA Ha
norpebutenute. llpegcTaBeHn ca 4YETUPUTE rpyrnu MOTUBALMOHHU akTopu (coumasiHu,
rCMXo-eMOLMNOHATHHN, (YHKLMOHAIHU W MO3HABATE/IHN), KOUTO MOATUKBAT WUHANBUAUTE
KbM [1OKyrkara Ha WHOBaUWOHHUW rpoayKTtu. [lpeacTaBeHn ca XapakTePUCTUKUTE  Ha
OTAENTHUTE KaTeropumn rnoTpebutenn cropeg mogesna Ha Poaxbpc. poBegeHO € eMnupuyHo
mn3csieqBaHe 3a U3sICHSIBaHe CTEerNeHTa Ha Bb34eHCTBUE Ha OTAEJIHUTE rpynn MOTUBALMNOHHU
¢paKkTopu BbpXy noTpebutesckara MHOBaTUBHOCT. Bb3 OCHOBa Ha roJslyd4eHnuTe pe3yaraTtv e
dopmynmpaH npogus 3a BCsika OT KATeropunTe noTpebutesin, KONTo € 06Bbp3aH C Kaacauums
Ha MOTUBAaLMOHHUTE aKTopH.

KnroyoBn paymm: rotpebutesicka WMHOBATUBHOCT, COLUMAJIHW, [1CMXO-EMOLMOHAITHU,
GYHKLUMOHAIHN U M03HaBaTEe/IHW MOTUBALMOHHMN (haKTopu,; Moaesn Ha Poaxbpc, npogusa Ha
notpeburenunre.

JEL Classification: M31, 031

I. Introduction I. BbBegeHue

End consumers are individuals who use
goods and services to meet their own
needs. In some cases, certain products are
purchased because of their image and this
can be seen as a symbolic means of com-
munication with the surrounding world.
In order to realize how to satisfy the con-
sumers, business organizations need to

KpaniHnte noTtpebutenn ca dusnyecku
nvua, KOUMTO M3MNoA3BaT CTOKUTE U YCIyrn-
Te 3a yaoBfieTBOpsiBaHe Ha cBouTe cobcT-
BEHUW HYXAMW. B HAKOW cnyyaun onpeaenexHu
NPOAYKTW Ce 3aKynyBaT 3apagu TexXHus
UMUIX 1 TOBA MOXe Aa Ce pa3rnexaa KkaTto
CpeAcTBO 3@ CMMBOJIMYHA KOMYHMKaUMS C
OKOJIHUSA CBAT. 3a Aa YyCTaHoBAT 6u3Hec
OopraHusaummTe, KakKBO YAOBJIETBOpPSBa
notpebutenute, e Heobxoammo pga 6vaart
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analyse the main effects associated with
what, when and how the consumers buy.

On a daily basis consumers usually seek
to establish and maintain a wide variety
of goods and services that provide current
and future satisfaction. In the interest of
achieving this objective, people make dif-
ferent decisions about the purchase of a
particular product.

Whatever the consumer’s decision is when
purchasing (programmed or complex),
he would not do it if he did not need the
goods. Each action of the buyers is driven
by specific reasons, i.e. incurred by the
consumers’ needs and desires (Antonova,
Kirova and Ruskova, 2003).

Motivation is seen as the driving force
that causes the individual to take action
to meet specific needs. It is responsible
for directing the buyers to both approved
products and those that appear new, no
matter whether they are hitherto non-ex-
istent goods or services, or certain modifi-
cations, providing a higher degree of sat-
isfaction .

The purpose of this paper is to derive fac-
tors (functional, emotional, psychological,
social and cognitive) that have the strong-
est influence on the motivation of consum-
ers to purchase a new product (new gen-
eration mobile phones) according to the
categories in which they fall under adop-
tion of innovation in accordance with the
model of Rogers (In Rogers’s opinion the
customers are divided into groups of: “in-
novators”, “quick of apprehension”, “early
majority” people, “late majority” people
and “inert” people).

II. Consumer innovativeness and con-
sumer groups, according to Rogers

Over the years, many definitions have
been formulated that seek to clarify the
essence of “consumer innovativeness”. Af-
ter implementing a more profound inves-
tigation, it could be claimed that most of
these definitions cannot be regarded as
synonymous. Therefore, an attempt will
be made to present in chronological order
some of the most popular formulations of
this concept.

aHaln3npaHmn OCHOBHUTE BJ/INAHUA, CBbP-
3aHU C TOBa KaKBO, KOla N Kak KynyBaT Te.

B cBoeTto exegHeBne noTpebutenurte
06MKHOBEHO Ce CTpeMsAT Aa Cb3haaaTt u
noaabpXKaT ronsMo pasHoobpasune oT CTo-
KM W YyCNyrn, KOUTO UM MpefocTaBaT MU
Tekywo un 6baewo yaosneTBopeHue. 3a
MOCTMraHeTO Ha Tasu Len xopaTa B3emaT
pasnMyHM pelleHus 3a 3aKynyBaHeTO Ha
OafeH MpoAayKT.

HeszaBucMMO KkakBO pelleHune (nNporpaMu-
paHO MAW KOMMMEKCHO) 3a MOKyMnkKa B3e-
Ma notpebutenaTt. Tolh He 6u ro u3BbLP-
LKA aKo He Ce HyXXAae OT cTokaTta. Bcsko
e[HO JelicTBMe Ha KyrnyBauyuTe Ha nasapa
€ Npean3BUKAHO OT ONpeaesieHn NPUYKHHU,
T.€. OT Bb3HMKHaNUTe y TX NoTpebHoCTU n
xenaHua (Antonova, Kirova and Ruskova,
2003).

MoTuBauMaTa Ce pasrnexaa KaTto [Bu-
Xellata cuna, KosaTo Kapa uHaMBuaa Aa
npeanpueMa AencTBus 3a yOOB/IETBOPSiBa-
He Ha KOHKpeTHW notpe6bHocTu. Ta e npu-
ynMHaTa 3@ OpPUEHTMpPaAHe KbM MOKYIMKaTa,
KaKTO Ha YTBbPAEHWN Ha nasapa NpoayKTH,
Taka M Ha TakuBa, KOUTO Ce ABSABAT HOBMU,
He3aBMCMMO [anu CTaBa BbMNpOC 3@ Hecb-
LeCTByBalUM A0 TO3M MOMEHT CTOKM WK
yCcnyru, wunu 3a onpeaeneHu moauduka-
LMK, OCUTYpSABALLM MO-BMCOKA CTEMeH Ha
yOOBNETBOPEHUE.

Llenta Ha HacToswaTa pa3paboTka e Aa
ce usBenat dakrtopute (DYHKUMOHANMHH,
€MOLIMOHANIHO-NCUX0N0rMYeCcKn, counan-
HW N NO3HaBaTEs/IHN), KOUTO OKa3BaT HaW-
CUTHO B/IMSIHME BbBPXY MOTUBaUMSATA Ha
norpebutennute npm 3aKynyBaHeE Ha HOB
NpoAyKT (HOBO NOKoneHne TenedoHHN Mo-
6unHM anapaTtm) cnopep KaTeropuute, B
KOWTO Te nonazaT Nnpu Bb3NpMeMaHeTo Ha
MHOBaUMMUTE B CbOTBETCTBME C MOAENa Ha
Pomxbpc (cnopea Hero notpebutenute ce
pa3fensaTt Ha MHOBATOPW, PaHHO Bb3npue-
MallnM, paHHO MHO3MHCTBO, KbCHO MHO3UH-
CTBO U MHEPTHN)

II. MNoTpebutesnicka MHOBATUBHOCT M
rpynu notpebutenu cnopen Pomkbpc

Mpe3 roanHUTe ca GopMySIMpaHN MHOXe-
CTBO AedWHULMM, CTpPeMsalM ce aa u3-
ACHAT CbLIHOCTTA Ha ,NoTpebuTenckaTa
nHoBaTuBHOCT”. Cnen enHo no-3agbnibo-
UYEeHO MpOoyYBaHE MOXe [la Ce TBbpau, 4e
rosisMa 4acT OT TAX He MoraT Aa ce pas-
rnexaaT Kato eaHo3HauyHu. ETo 3auwo e
6bae HanpaBeH ONWUT Aa Cce NpPeaCTaBsT B
XPOHOJIOMMYEH pej HAKOW OT NMo-U3BECTHU-
Te POpPMYNIMPOBKKN Ha TOBa MOHSTHE.

Mpe3 1971 r. Poaxbpc n LWymakep onpe-
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In 1971, Rogers and Shoemaker define
consumer innovation as “the level to which
an individual of a particular social group is
willing to accept new ideas in comparison
with another representative of the same
social system”. It is clear that this defi-
nition focuses on the level of innovative-
ness which is observed in the behavior of
individual consumers (Rogers and Shoe-
maker, 1971).

In the late 70s researchers began to view
innovativeness as a personal characteris-
tic. Midgley and Dowling (1978) were the
first who noted that innovativeness is a
hypothetical definition. Therefore, they
directed their attention to the so called
instinctive (innate) innovativeness and
described the consumer innovativeness
as part of the instinctive innovativeness
that shows innovative consumer behavior
(Midgley and Dowling, 1978).

According to Schwartz (1992), “"Consumer
innovativeness could be defined as stimu-
lation because it focuses on the influence
over the senses. Besides the stimulation,
Schwartz considered other important ele-
ments that help to describe the innovative-
ness such as pleasure and joy. The main
source of innovativeness lies primarily in
the consumers’ aims and the important
factors are associated with power, social
impact and public image. In this case the
innovativeness is seen as originating from
the desire to stimulate the mind and in-
tellectual achievements, for example, in-
novative consumers are considered to be
intelligent and capable (Schwartz, 1992).

Folaks, Goldshmid and Brown (1998)
again placed at the forefront the physi-
ological origin of the innovativeness of
one consumer, considering it as innate
and believing it could be expressed by
his tendency to buy a new product from
a particular category faster than another
consumer who would purchase the same
product.

No matter how the different researchers
understand the consumer innovativeness,
the unifying element in their statements

AenaT MHOBATMBHOCTTa Ha noTpebutenute
KaTo ,CTeneHTa, A0 KOATO MHAMBUA OT On-
pefesieHa counasnHa rpyna e CK/OHeH Aa
npuema HOBUTE UAEU CMPSAMO ApYyr npea-
CTaBUTEN Ha CbllaTa couuanHaTta cucre-
Ma”. CtaBa §ICHO, 4ye TOBa onpeaesieHmne
ce @dokycupa BbPXY HMBOTO Ha WHOBa-
TUBHOCT, KOETO ce Habnwpasa B nosege-
HUETO Ha oTAenHuTe noTpebutenn (Rogers
and Shoemaker, 1971).

B kpas Ha 70-Te rogmHun nscnegosartenure
3anoyBaT Aa pasrnexaaT MHOBATMBHOCTTA
KaTo JIMYHOCTHa XapakTepuctmka. Muarnm
n JaynuHr (1978) ca nbpBUTE, KOUTO OTHE-
na3BaT, Ye MHOBATUBHOCTTA € XMNOoTeTuY-
HO onpegeneHune. ETo 3awo Te HacousaTt
CBOETO BHMMaHWE KbM T.H. MHCTUHKTUBHA
(BpoaeHa) MHOBATUBHOCT, a noTpebuten-
CKaTa MHOBATMBHOCT OMNMCBAT KaTo 4yacTTa
OT Hesl, KOATO MoKa3Ba HOBATOPCKOTO MO-
BedeHme Ha notpebutenute (Midgley and
Dowling, 1978).

Cnopepg UWBapy (Schwartz (1992) "mHo-
BaTMBHOCTTa Ha moTtpebutennte 6n Morna
[a Cce onpeaenn Kato cTuMmynauus, Tbh
KaTo ce (poKycuMpa BbPXY BIAUSHUMETO Had
cetuBaTta. OCBeH CTUMynaumsTa, KaTo Apy-
' Ba>XHW enemMeHTn, cnomMmarawim 3a onunc-
BaHe Ha WHOBATMBHOCTTA, TOW pasrnexaa
YAOBONCTBMETO W papoctta. OCHOBHUSAT
M3TOYHWMK 3@ MHOBATUBHOCTTaA Ce Kpue npe-
OV BCMYKO B LienmMTe Ha notpebutenute, a
BaXkHUTe (aKTopu ca CBbp3aHM C BacT-
Ta, CoOUumnasiHOTO BJINAHUNE U 06IJ.I,€CTB€HVI9I
nMUaX. TyK MHOBaAaTUBHOCTTA Ce pasrnex-
[a KaTo NMpom3xoxaalla OT XefaHMeTo 3a
CTUMY/IMPAHE Ha yMa M WHTeNeKTyanHuTe
NOCTMXXEHUS — HarnpuMmep MHOBATUBHUTE
noTpebutenn ce cuymTaTt 3a MHTEUrEHTHU
n cnocobHn (Schwartz, 1992).

®donakc, Nlonawmupa n BpayH (1998 r.)
OTHOBO Ha npeaeH njaH nocTaBaAT usun-
O/TOTMYHUS NPOU3X0A Ha MHOBATMBHOCTTA
Ha eanH noTpebuTen, KaTo S npuveMar 3a
BpoAeHa 1 cMsATaT, Ye Moxe aa 6bae mnspa-
3eHa 4pe3 HeroBaTa CKJIOHHOCT Aa 3aKynu
HOB MpPOAYKT OT OnpejesieHa KaTeropus
no-6bp30 B CpaBHEHME C Apyr noTpebuTen,
KOMTO 61 3aKynui CbLUMS TO3M NPOAYKT.

He3aBMCMMO OT TOBa, KakK pasfiM4yHUTE U3-
cneposatenn pasbupaTt noTpebuTtesickata
MHOBaTMBHOCT, 006EeAMHSABALUMAT e/leMeHT
B TEXHWUTE TBbPAEHUS € OonpeaenswoTo
3Ha4YeHMe Ha pasnMyHnTe BMAoBe hakTopmn
(M3TOYHMLM HA MHOBATMBHOCT) 3a MoTpe-
6utenute (Fishbein, 1967).

ABTOpM KaTo YencwbH, benbuH, HdapabH
n MpudumH (1994 r. - 2002 r.) rpynupart
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is the vital importance of the different fac-
tors (sources of innovativeness) for con-
sumers (Fishbein, 1967).

Authors such as Cheysan, Beybin, Dardan,
and Griffin (1994 - 2002) grouped the
factors, affecting the consumers innova-
tiveness into functional and emotionally-
sensory (hedonic), i.e. the desire to buy
an innovation, is caused either by a bet-
ter and easier practical application of the
new product, or by the sense of satisfac-
tion the consumers will achieve due to the
fact that they own a particular innovation
(Babin et al., 1994; Chesson, 2002).

Originating from the works of Arnold
Fisher and Price (1989) as well as Simp-
son and Nowlis (2000) it turns out that
consumers are motivated to buy innova-
tions because they want to impress others
or to improve their own social status.

The research of Teen Bearden, and
Hunter McKenzie (2001) shows that
when purchasing innovations, consumers
think that they are building their identi-
ties. In 1990, Venkatraman and Price
noted that another category of factors af-
fecting the consumer innovativeness, are
those associated with the desire for new
experiences, with the purpose of stimu-
lating thinking (Venkatraman and Price,
1990).

In conclusion to all these developments, it
could be considered that consumer inno-
vativeness depends on four main types of
factors that encourage the purchase of a
new product (Vandecasteele and Geuens,
2010):

e psycho-emotional (hedonic) are
those factors that motivate the inno-
vativeness in the consumers, caus-
ing excitement among individuals and
making them experience feelings of
joy and satisfaction.

e cognitive factors are directed to
stimulating the thought process and
include striving to obtain new knowl-
edge, finding answers about the un-
known and challenging the personal
creativity in men.

dakTopuTe, Bb3AENCTBALIM BbPXY MHOBa-
TUBHOCTTA Ha NnoTpebutenunte, 40 GYHKUNO-
Ha/HX 1 EMOLIMOHANHO-CETUBHN (Xea0HUC-
TUYHMK), T.€. Bb3HMKBAHETO Ha NoTpebHOoCT
Yy MHAMBMAWTE Aa 3aKynsaT 4aLEHO HOBOBb-
BeeHMe, e NpeanM3BUKaHO MW OT Mo-A0-
6p0 1 NO-NeCHO MpPaKTUYECKO MPUIoXeHMe
Ha HOBMSA MPOAYKT MAM OT NOPOAUIIOTO Ce
y TSX XefaHue Aa CU OCUTYypsAT YyBCTBO Ha
HacnaxxaeHue B pe3ynTaTt Ha dakTa, ye we
npuTtexasaT AageHa uHoBauumsa (Babin et
al., 1994; Chesson, 2002).

OT paspaboTkute Ha ApHong, duwep un
Mpanc (Arnould, 1989 r., Fisher, Price,
1989 r.), kakto n Ha CuMcbH U Hoynuc
(,Simonson and Nowlis, 2000 r.) ctasa
SICHO, Ye noTpebutennte ce MoTMBMUpAT Aa
3aKynsaT HOBOBbLbBEAEHMS, 3auW0TO MCKaT
Aa Bne4yaTtnat apyrumte unm ga nosuwat
CBOS couManeH craTyc.

N3cneaBaHuaTa Ha TuiiH, BepabH, XbHTLP
n Mak KeH3u (Tian, Bearden,Hunter,
McKenzie, 2001 r.) noka3sBsaT, 4Ye 3aKy-
nyBalrku HOBOBbBeAeHUs noTpebutenute
CMSITaT, 4Ye um3rpaxgaT CBOSATa MAEHTUY-
HocT. Mpe3 1990 r. BeHkaTpaMaH u lMpalic
oTbenaseart, ye Apyra KaTteropus @axTo-
pu, Bb3AENCTBALLM BbpXy noTpebuten-
cKaTa MHOBATMHOCT, Ca OHe3n, KOWUTO ca
CBbpP3aHWN C XXENaHMETO 3a HOBU WU3XUBS-
BaHUSA, C LUeNn CTUMy/MpaHe Ha MUCIIEHETO
(Venkatraman and Price, 1990).

Bb3 ocHoBa Ha 0606WEHNETO HA BCUYKMU
Te3n pa3paboTkm MOXe Aa ce TBbpAu, ye
notpebutenckata WHOBATMBHOCT 3aBUCKU
OT YETMPU OCHOBHM BuAa dhakTopa, KOUTO
NoATUKBAT KbM 3aKyMnyBaHeTO Ha HOB Mpo-
AykT (Vandecasteele and Geuens, 2010):

* MCUxo-eMoUuMOHa/IHUTe (XepoHUucC-
TUYHK) chaKTOPMU Ca OHE3N, KOUTO MO-
TUBMpPAT MHOBATUBHOCTTA Ha NoTpebu-
TenuTte, KaTo Npeau3BUKBAT BbJIHEHNE
Yy UHOMBUAWTE M I'M KapaT Aa n3nuteaTt
YyBCTBa Ha pagocCT U YAOBNETBOPEHMUE.

e no3HaBaTesiHuTe (KOrHUTUBHUTE)
chakTOpmM Haco4yBaT KbM CTMMYynupa-
HEe Ha MWCNOBHWUS NMpouec 1 BKIYBaT
CTpeMex 3a nosiydaBaHe Ha HOBW 3Ha-
HUS, OTKpMBaHe Ha OTroBOpM 3@ Hemno-
3HATOTO M MPOBOKMPaHe Ha NIMYHOTO
TBOPYECTBO Yy YOBEKA.

o (yHKUMOHanNHuTe (aKTopmu nocra-
BAT yC/0BME npes HOBUTE MPOAYKTU
Aa OCUTrypsT ynecHeHue npu pabortaTa
C TSX, Aa NOBULIAT NMPOU3BOANTENHOC-
TTa, KaKTO U Aa rapaHTupat usbsrea-
HEeTO Ha >XWMBOTO 3acTpawasawm 06-
cTosiTencTBa.
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o functional factors require that new
products be easy to work with, en-
hance productivity and ensure avoid-
ance of life-threatening circumstances.

e social factors are those that generate
a desire in the consumer to impress
others, to raise their social status or
to be assighed to a particular social
group.

It should be noted that the various groups
of factors, influencing the consumer in-
novativeness, could be classified in differ-
ent ways depending on their importance.
The purpose of this paper is to determine
how to rank these four groups of factors
by their importance to the different cat-
egories of consumers, in accordance with
the timing and sources of information the
latter need in order to accept a new prod-
uct. That is the reason for considering the
model of Rogers.

Rogers has created the theory of social
diffusion. In his classification, he relies
on the assumption that the stages which
an innovation must pass through in order
to be socially accepted are: awareness
(people learn about innovation, but do not
have full information about it), creating
the interest (individuals are interested in
new ideas and seek additional information
about them), evaluation (indivyiduals im-
agine how the novelty would be applied
at a certain time) test - (limited testing
of the innovation, in order to assess the
degree of satisfaction with the new prod-
uct), complete utilization - full use of the
innovation.

Rogers and Shoemaker described the pro-
cess of realizing the innovation proposed
into four components:

- Knowledge of the existence of the
innovation itself and its signifi-
cance;

- Persuasion or forming a favorable
or unfavorable attitude towards the
innovation;

- Decision - action, leading to accept-
ance or rejection of the innovation;

- Confirmation - seeking further jus-
tification for the decision or its revi-
sion.

e counanHute @aKTopu ca OHe3u,
KOWTO MopaxaaT XXeslaHue y KOHCyMa-
Topa Aa BnevyaT/iv Apyrurte, Aa noBu-
LK CBOS couManeH cratyc uim ga 6bae
OTHECEeH KbM oOnpefeneHa couuanHa

rpyna.

Tyk cnefBa Aa ce ot6enexu,4ye npu pas-
JIMYHU Tpynu Xopa dakTopuTe, BIMSELLn
BbpXy noTpebutenckata WHOBATMBHOCT
MoraTt ga 6baaT KjacMpaHu Mo pas/ivyeH
HaYMH B 3aBMCMMOCT OT TsIXHaTa 3Hauu-
MOCT. MaesiTa B HacTosiwaTta pa3paboTka e
[la ce yCTaHOBMW KakK ce noapexaaT no cre-
MeH Ha BaXXHOCT Te3n 4YeTupu rpynu dak-
TOpY criopes KaTeropusita, KbM KOSITO ce
OTHacsAT NOTpebuTennTe, B CbOTBETCTBUE C
BPEMETO M M3TOUYHULUTE Ha MHGOpMaLms,
KOUTO Ca UM HeobXxoaMMU, 3a Aa Bb3npue-
MaT HOB NpoAayKT. ETo 3awo we 6bae pas-
rneaaH MoaenbT Ha Poaxbpc.

Poxabpc cb3gaBa TeopusTa 3a coumasiHa-
Ta audysma. B cBodATa knacudwukauuarta
TOM ce ocnaHs Ha pa3bupaHeTo, 4ye eTa-
nuTe, nNpe3 KOWUTO €4HO HOBOBbBeAEeHMue
TpsbBa Aa npemuHe, 3a Aa 6bae obuiect-
BEHO Bb3MNpMeTo, ca criegHUTe: OCb3HaBa-
He (xopaTa y3HaBaT 3a MHOBauMATa, HO He
pasnosiaraT Cc NbjHa MHdOopMaums 3a Hes);
nopaxzaaHe Ha WHTepec (MHAMBMAUTE ce
WHTepecyBaT OT HOBaTa Maes 1 TbpcAaT A0-
NbAHUTENHA MHQOPMaUUa 3a Hesl); OLeH-
Ka (MHAMBMAMTE CU NMpeacTaBaT Kak buxa
NPUIOXWUIN HOBOCTTA B HACTOSILL, MOMEHT);
n3npobeaHe - (n3npobsaHe Ha MHoBaLUS-
Ta B OrpaHWYEH pasMep, C Uen npeueHka
CTeneHTa Ha YAOBNETBOpeHMEe OT HOBMUS
NPOAYKT); HaMmb/IHO YCBOSIBaHe — LSIOCT-
HO M3Mosi3BaHe Ha HOBOBbBEAEHWNETO.

Popxbpc 1 LLlymakep onmuceaT npoueca Ha
B3eMaHe Ha peLleHMe OTHOCHO npeanara-
HOTO HOBOBbBEAEHNE B YETUPU KOMMOHEH-
Ta:

- 3HaHWe 3a CbllecTBYBaHETO Ha ca-
MaTa MHOBALMSA M 3a HelHaTa 3Ha-
YMMOCT;

- ybexpaBaHe wunuM dopMmpaHe Ha
6naronpusTHa mnu HebnaronpuaTt-
Ha Harnaca cnpsiMo MHOBaUMATa;

- peweHne - npeanpuveMaHe Ha
OeiCcTBMS, BoAELWM A0 NpUeMaHEeTo
WUIN OTXBbPNSIHETO Ha HOBOBbBeAE-
HUETO;

- MOTBbpPXAEHMEe — TbpCeHe Ha Ao-
NbJHUTENIHM OCHOBAHMS 3a NpPUETO-
TO pelleHne WM 3a HeroBoToO npe-
pasrnexaaHe.

Cnopen BpeMeTo, He06X0AMMO 3a couman-
HO yCBOSIBaHE Ha eAHa MHoBauus Poaxbpc
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According to the time required for assimi-
lation of a social innovation Rogers out-
lines five categories of consumers in the
innovation process. For a minimal basis
he accepts the standard statistical devia-
tion of 2.5%. Its graphical model is repre-
sented by the famous “bell-shape curve”
distribution, which reflects the following
five groups of participants (Godin, 2009;
Goranova, 2002; Ruskova and Todorova,
2011; Wright and Charlett, 1995):

e “innovators” (2.5%) - those are people
who like owning a product before the
others even if they do not need it. They
are eccentric, extravagant, bold, con-
fident, following fashion trends, willing
to risk. They are very active in seek-
ing and learning information provided
by organizations. Their goal is to stand
out and they are reluctant to share in-
formation with others. Therefore, they
cannot be regarded as a channel for
dissemination of reliable information
concerning the organization.

e "“quick of apprehension” (13.5%) are
people who want to try something new
and perceive themselves as “discover-
ers” of the new product. They assess
the risk of buying an innovation, but
they are worried about the possibility
of failure. They are those who derive
the advantages from the new product,
create an environment in which early
and late majority feel safe when buy-
ing a new product. Therefore, they
are considered as people with great
authority, very influential in social ref-
erence groups, good leaders. These
consumers are crucial to the dissemi-
nation of new products.

e “early majority” people (34%) - are
cautious and respective to innovations.
They ignore information coming from
the media but listen to more experi-
enced friends, relatives and partners
perceived as opinion leaders. They are
not interested in innovations, which
could benefit, but they tend to follow
the convincing recommendations of
those who they communicate with and
who they trust. Very often “early ma-
jority people” do not pay any attention
even to the “innovators”. As a result,

oyepTtaBa MneT KaTteropuu noTpedbutenn B

WHOBAUMOHHMSA npouec. 3a MWHMMalHa

OCHOBa TOWM npueMa CTaHAapTHOTO CTa-

TUCTUYECKO OTKJIOHEHMe OT 2,5 npoueHTa.

HeroBuaTt rpaduyeH Mozen ce npeacra-

B 4pe3 M3BECTHOTO ,KambaHoobpas3Ho”

(bell-shape curve) pasnpeaeneHue, KOeTo

oTpassiBa CleAHuTe MEeT rpynu ydacTHUUM

(Godin, 2009; Goranova, 2002; Ruskova

and Todorova, 2011; Wright and Charlett,

1995):

e ,mnHosatopun” (2.5%) — ToBa ca xopaTa,
KOMTO obuyaT pa npuTexaBaT Hewo
npean ocTtaHanuTe AOpUM M TO Aa He
MM € HYXHO. Te ca eKCLUEeHTUYHU, eKc-
TpaBaraHTHW, APb3KW, CaMOyBEPEHH,
cnepBalin MOAHUTE TeHAEHUWU, roTo-
BW @ pUCKyBaT. AKTUBHO TbPCS U Bb3-
npuemaTt nHdopMaums, npeanaraHa oTt
opraHmsaummuTe. TexXHUSIT CTpeMex e
[a ce OTKPOAT OT BCUYKM APYTU M He ca
CKJIOHHM Aa crnopensT MHdopMaums ¢
OoKONHMTe. ETO 3allo Te He MoraT aa ce
pa3rnexaaTt KaTo KaHas 3a pasnpoc-
TpaHeHMe Ha MoJoXuTenHa MHdopma-
LMS MO OTHOLLUEHWE OpraHusaumsTa.

e ,paHHO Bb3npuemawmn” (13,5%) ca
X0pa, KOMTO uUcKaT Aa nanpobsaT HeLwlo
HOBO M Cce Bb3npuemaT KaTo ,, 0TKpMBa-
Tenn” Ha HoOBMSA NpPoAyKT. [lpeueHs-
BaT pUCKa OT 3aKyMyBaHETO Ha HOBO-
BbBEAEHNETO, HO Ce MpPUTECHSBAT 40
M3BEeCTHa CTerneH OT Heycnexa. Te ca
OHe3n, KOWUTO W3BAMYAT MOJIE3HOCTTa
OT HOBMS MPOAYKT, Cb3AaBaT cpeaa, B
KOSITO PAHHOTO M KbCHOTO MHO3MHCTBO
Ce YyBCTBAT CUMIYpPHW, KOraTo 3aKyny-
BaT HOBMS NpoaykT. CnepgoBaTesiHO ce
Bb3NpueMaT KaTo xopa C rossiM aBToO-
PUTET, NpUTEXaBalM CUMHO BAUSIHUE
B cCoUManHUTE pedepeHTHU rpynu, B
KOUTO ce aBsaABaT smaepu. Tesm no-
Tpebutenn umaT onpenensawo 3Hade-
HMe 3a pa3npOCTPaHEHNETO Ha HOBUTE
NpoAayKTH.

e ,paHHO MHO3MHCTBO” (34%) - Mpea-
nasnMBM Ca M Ce OTHaCAT C PecnekT
KbM WHOBauuuTe. [NpeHebperBaT MH-
dopmaumsaTa, napawla oT MeammTe u ce
BCMyWBaT B MO-OMUTHUTE CU MpusaTe-
nn, 6NM3KN M NapTHbOPU, KOUTO Bb3-
npuemaTt KaTto nmaepu Ha MHeHue. Te
HEe M3NUTBaT BNE€YEHNE KbM HOBOCTU-
Te, OT KOUTO H6Mxa MOrn Aa nlBnekat
nosnsa, HO Ca CKJOHHM Ada nocneasat
ybeanTenHuTe Npenopbku Ha OHe3u, C
KoMTO obLlyBaT M Ha KOMTO MMaT AOBe-
pue. MHOro 4yecto He obpbLUaT HMKaK-
BO BHMMaHWe AOpW Ha MHoBaTopuTte. B
pe3ynTaT Ha BCMYKO TOBa M3pa3xoaBaT
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they spent more time deciding on a
purchase.

e “late majority” (34%) - They are skep-
tics and ignore the information sent by
organizations through various types of
media communication channels. They
are not willing to give their own time
for what the companies want to tell
them about new products. “Late ma-
jority” people adopt innovations under
the influence of social pressure or re-
ducing the fitness of the old product.
They are influenced by recommenda-
tions of peers from their social group.

e ‘“inert” people (16%) - They navigate
to the new product when it is already
being replaced by the next innovation.
They are traditionalists, tend to use
what they have until it is completely
old and outdated. “Inert” people rely
on the past and they often have low
social status.

As seen from the above, Rogers has de-
veloped a detailed profile of each consum-
er group, describing their demographic,
socioeconomic and personal character-
istics and relationship with the response
time to the new product. In the following
statement the dependence between each
of these categories and factors affecting
their consumer innovativeness will be re-
ported.

III. Empirical study of innovation mo-
tivating factors in individual groups
according to Rogers

Business companies regularly face fierce
competition, which in recent years is asso-
ciated with the globalization process and
many other circumstances. The study of
people’s preferences is necessary so that
the organizations can determine wheth-
er their products and services match the
needs of their potential consumers. These
studies also help for reducing the risk as-
sociated with the launch of new products,
although it cannot be offset one hundred
percent.

The methodology of the research aims
to clarify the strength of the effect of the
individual motivational factors in differ-
ent groups of consumers according to the

noseye BpeMe 3a B3eMaHe Ha pelleHue
3a nokynka.

e ,KbCHO MHO3MHCTBO” (34%) - Te ca
CKenTuuM u urHopupat wuHdbopmaum-
ATa, wu3npawaHa OoT oOopraHusauuuTe,
nocpeAcTBOM pas3/iIMyHUTE BUAOBE Me-
AWAHN KOMYHUKAUMOHHW KaHanu. He
Ca CKJIOHHW Ja oTAenaT OoT BpeMeTo
CWM 3a TOBa, KOETO UCKaT Aa UM KaxkaTt
KOMMaHUUTE OTHOCHO HOBWUTE CU MpO-
AYKTW. Bb3npuemaTt MHOBauusaATa noj
Bb34ENCTBMETO Ha COLUMaNHUA HaTUCK
WIn HaMmansiBaHe rogHoCTTa Ha cTapus
npoAaykT. MNoenusBaT ce OT Npenopb-
KWUTE Ha paBHOMOCTaBEHUTE OT TAXHaTa
coumanHa rpyna.

e ,UHepTHU"” (16%) - opneHTUpaT ce KbM
HOBUS MPOAYKT, KOrato TOW Be4ye ce
M3MecCTBa OT CNeABaloTo HOBOBbLBeAe-
Hue. Te ca TpaAWLUMOHANNCTU, CKIIOH-
HW [a M3Mon3BaT OHOBa, KOETO mMmaT
AOKaTO He CTaHe AOCTaTbYHO CTapo u
oTKMBAMO. OCNaHAT ce Ha MUHaNoTo U
YecTo ca C HUCBbK coumaneH craTyc.

KakTo ce Bmxaa OoT No-rope CroMeHaToTo,
Poopxbpc passuBa noapobeH npodwun Ha
BCAKa eAHa OT rpynute notpebutenu, on-
nceal, TexHuTe gemorpadcku, coumnanHo-
WKOHOMUYECKN U JIMYHOCTHU XapaKTepuc-
TUKWN N B3auMOBpb3KaTa UM C BPEMETO Ha
peakuus CnpsMo HOBMSA NpoaykT. B noc-
nefBalloTo M3oXeHue Wwe 6bae Hanpa-
BEH OMWUT Aa ce n3sene 3aBUCMMOCT Mexay
BCSKa eAHa OT Te3n KaTeropum u daxkTo-
puTe, OKa3BallM BJIMAHME BbPXY TexHaTta
norpebutencka NHOBaATUBHOCT.

III. EMNMpUYHO uscneaBaHe Ha cbakTo-
puTe, MOTUBMPALLN KbM MHOBaTUBHOCT
npuM oTaesiHUTEe rpynu nortpebutenu
cnopen Popgxbpc

B cBosATa AeMHOCT CbBpPEMEHHUTE KoMMa-
HUM ce CHMBbCKBAT C XKECTOKa KOHKYpEH-
una, KOATO npe3 nocnegHunte roamHum e€
CBbp3aHa C npoueca Ha rnobanusaums u
MHOXeCTBO Apyru obcrtodatencrsa. poyu-
BaHETO Ha MpeanoynTaHusTa Ha XxopaTa e
Heob6xoAMMO, 3a Aa MoraT opraHusaumm-
Te Aa YCTaHOBAT [anv NPou3BexaaHuTe u
npegnaraHnUTe OT TAX CTOKM U yCnyrn Cb-
OTBETCTBAT Ha TOBa, OT KOETO Ce HyxAaAaT
TEXHUTE MOoTeHUManHu notpebutenn. Tesm
n3creaBaHusa nomMaraT U 3a HaMansiBaHe Ha
pUcKa, CBbp3aH C NMyCKaHEeTo Ha HOBU MNpo-
OYKTW Ha nasapa, BbNpeku Ye Toi He MOoXe
Aa 6bAe HeyTpanu3MpaH Ha CTO MpOoLEeHTa.

MeToaukaTa Ha u3cneaBaHeETO Uenu Aa
CE U3SACHM cuiaTa Ha Bb3AencTBue Ha oT-
AESTHUTE MOTMBALMOHHUTE GaKTopu npwu
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model of Rogers when making a decision
to buy a new generation of mobile phones,
It includes eight stages, which will be pre-
sented below. Some of them are:

e clarifying the structure of the ques-
tionnaire used for conducting the re-
search;

e defining the population size;

e determining the sample size;

e clarifying the specifications of the
method used to conduct the research;

e presenting the model, which processes
the incoming research data in order to
sort by importance the individual moti-
vational factors for groups of “innova-
tors”, “quick of apprehension”, “early
majority” people, “late majority” peo-
ple and “inert” people;

e analyzing the results.

3.1. The structure of the questionnaire
used when conducting the research

The questions in the questionnaire are di-
vided into three blocks (Table 1), each of
which aims to provide certain information
essential to achieve the purpose of the re-
search.

e The Questions from the first block in
the research concern the sources of
information that the respondents from
households use to learn about the new
product as well as the time neces-
sary for making a decision related to
purchasing a new product. Thanks to
these questions the respondents can
successfully be classified according to
the five groups of Rogers’ model.

e With the assistance of the questions
from Block 2 is determined how to rank
the four groups of motivational factors
related to choosing a new product by
the individual respondents. It includes
forty questions divided into two sub-
groups. The first subgroup defines the
importance of a factor and the second
- the evaluation, which the respondent
gives to this factor. The answers are
presented in the form of seven point
differential scale, which is a signifi-
cant impact on the quality of analysis
and level of reliability. What is specific
here is that issues related to different

pasfiMyHUTE rpynu noTpebutenn crnopes

MoZesnia Ha PooXbpc Npy B3eMaHETO Ha pe-

LLUEeHWNE 3a NOKYMNKa Ha HOBO MOKOJIEHNE MO-

6MNHK TenedoHHM anapaTu, BKIOUYBa OCEM

eTana, KouTo no-fZony uwe 6baaT npeacra-

BeHWN. KbM TsIX ce oTHacaT:

® U3sICHSABaAHE CTpyKTypaTa Ha BbMpoc-
HMKA, M3MOJI3BaH 3@ MpOBEXAAHETO
@HKETHOTO NpoyyBaHe;

e neduHMpaHe Ha reHepasiHaTa CbBKYyM-
HOCT;
onpepensiHe pasMepa Ha U3BaakaTa;
N3sCHsIBaHe Ha 0COBEeHOCTUTE Ha Me-
TOAa, N3MON3BaH 3a NPOBEXAAHETO Ha
Npoy4YBaHeTo;

e peAcTaBsHE Ha Mojena, 4Ype3 KOWTOo
ce npaBu obpaboTkaTa Ha NonyyeHuTe
AaHHW, 3a Aa MoraT Aa ce paHxupat
Mo Ba)HOCT OTAENIHUTE MOTUBALMNOHHU
akTOopn 3a rpynute Ha MHOBATOPU-
Te, pPaHHO Bb3MNpMeMalmTe, pPaHHOTO
MHO3MHCTBO, KbCHOTO MHO3MHCTBO MU
WHEPTHUTE noTpebutenu;

e aHaaAM3 Ha MoJSlyYeHUTE pe3ynTaTu.

3.1. Crpyktypata Ha BbMPOCHMKA,
M3Mnosi3BaH 3a NpoBeXAaHe Ha aHKETHO
npoy4yBaHe

BbnpocuTe BbB BbMNPOCHMKA Ca pa3aesieHun

Ha Tpu 6noka (tabn. 1), BCeKM OT KOUTO

MMa 3a 3agada Aa ocurypm onpegeneHa

nHdopMaums, BaxHa 3a MocTuraHe uenta

Ha NMpoy4BaHeTo.

e BbnpocuTe oT NbpBU 610K B aHKeTaTa
KacasaT U3TOYHMUMTE Ha MHGOpMaums,
KOWUTO pecrnoHAeHTUTe OT AOMaKWH-
cTBaTa Nos3BaT, 3a Aa Hay4aT 3@ HOBMUS
NpoOAYKT, KakTo M HeobxoanMMoTO Bpe-
Me 3a B3eMaHe Ha pelleHne, CBbp3a-
HO CbC 3aKynyBaHeTO Ha HOB MPOAYKT.
BbnarogapeHune Ha TAX ce npeaocTaBs
Bb3MOXHOCT, pecnoHAeHTuTe Aa 6baat
pasrpaHMyaBaHu crnopej netre rpynu
rno mogena Ha Poaxepc.

e C nomowTa Ha BbMPOCUTE OT BTOPMU
670K ce ycTaHOBSIBa Kak ce Knacu-
paT 4YeTupuTe Trpynnm MOTUBALMOHHMU
¢dakTopmn, cBbp3aHmM c nsbopa Ha HOB
NPOAYKT NpW OTAENTHUTE PECMOHAEHTH.
Tol BKKOYBA 4YeTUpAeceT BbMPOCA,
pasgenieHn B aBe noarpynu. MNbpeaTa
noarpyna onpegenst 3Ha4YMMOCTTa Ha
fageHnsa @akTtop, a BTOpaTa oLueHKa-
Ta, KOATO peCcrnoHAEHTbLT AaBa Ha TO3M
dakTop. OTroBopuTe ca npeacTaBeHu
noa cgopmaTta Ha ceAemMm TO4YKOBa AMU-
depeHumnHa ckana, KOeTo e OT Cb-
LLLeCTBEHO B/IMSIHME 3a Ka4yeCTBOTO Ha
nocneaBalimMsa aHanms M HUBOTO Ha Ha-
AexaHoct. CneumduyHOTO TYK €, 4ye
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groups of factors are not going con-
sistently. The aim is to avoid automatic
filling, one-way thinking and to obtain
objective information from each re-

BbMNPOCUTE, Kacaelun OTAENHUTE rpynu
hakTopu, He BLPBAT Noc/enoBaTeNHO.
Llenta e oa ce nsberHe aBToMaTU4YHOTO
nomnbaBaHe, €4HOMOCOYHOTO MUC/IEHE

spondent.

e The last block of questions aims to
form a demographic profile of the re-

MU pa ce nonyum obekTuBHa nHdbopma-
LMS OT BCEKM aHKETMpPaH.

e [ocneaHmsaT 6N10K C BbMPOCK MMa 3a
uen ga dopmupa gemorpadckm npo-

spondents. dwun Ha pecnoHaeHTuTe.
Tab. 1. Structure of the questionnaire
Tabn. 1. CTpyKkTypa Ha aHKeTHUSA NnCT
Block Purpose Topics of questions
Bnok Len TeMaTuka Ha BbnpocuTte

Categories of
consumers ac-
cording to Rogers
Kateropum no-
Tpebutenun cno-
pean Popxbpc

Differentiation of
respondents accord-
ing to the model of
Rogers

PasrpaHuyaBaHe Ha
pecnoHAeHTne cnopej
Moaena Ha Poaxbpc

1. Communication channels used to gather information when
deciding to purchase a new product

2. Necessary time for making a decision to buy the innova-
tion

1./13non3BaHM KOMYHMKALMOHHW KaHanu 3a HabupaHe Ha
MHpOpMaLMa NMpy B3EMaHe Ha pelleHue 3a MOKynka Ha HOoB
NpoAayKT.

2. Heobxo4mMMo BpeMe 3a B3eMaHe Ha pelleHune 3a 3aKynyBsa-
He Ha uHoBauwmsTa

Motivational
factors

MoTuMBaALUMNOHHMU
cdhakTopu

Ranking by impor-
tance of motivational
factors in different
categories-consum-
ers, according to
Rogers

KnacvpaHe no Bax-
HOCT Ha MOTMBALMOH-
HUTe (akTopu npwm
OTAeNHUTE KaTeropum
noTpebu-tTenn cnopeg
Pomxbpc

Social factors:

Purchasing a new product with the purpose of: impressing
the others; building an opinion in friends and relatives, be-
ing with an advantage compared to the others; prominence.

Coumanuu dakTopm:

3aKkynyBaHe Ha HOB MPOAYKT C Les: BneyaT/issiBaHe Ha OKOJI-
HUTe; U3rpaxaaHe Ha MHeHue y 67M3KU U npuaTenu; npe-
AVMCTBO Mnpej ocTaHanute; 3abenexuTenHocT.

Functional factors:

Purchasing a new product with the purpose of: saving time;
higher functionality compared to the previous product;
greater convenience; easier operation.

®YHKUUOHANHU paKTopu:

3aKynyBaHe Ha HOB MPOAYKT C LIE/: CMEeCTsiBaHe Ha BpeMe;
Nno-BMCOKa (DYHKUMOHANHOCT CNPAMO MPEeAXOAHUS MPOAYKT;
no-ronsiMo yao6CTBO; Mo-siecHa ekcrnsoaTauus.

Psycho-emotional factors

Purchasing a new product with the purpose of: personal sat-
isfaction; more exciting life experience, creating a sense of
happiness, a cheerful and playful life.

Mcuxo-eMounoHanHu dakTopu:

3aKkynyBaHe Ha HOB MPOAYKT C LeN: JIMYHO YAOBIETBOPEHUE;
NMo-BbJIHYBALLM W3XWUBSABAHWSA; MopaxAaHe Ha YyBCTBO 3a
LacTue; no-Beces 1M 3aKaumns XMBOT.

Cognitive factors:

Purchasing a new product with the purpose of: conformity of
the product with the analytical mind of the consumer, stimu-
lating mental activity, identifying the strengths and weak-
nesses in terms of intellectual capacity of the consumer.

MNosHaBaTtenHu chakropm:

3aKyrnyBaHe Ha HOB MNPOAYKT C Lefl: CbOTBETCTBUE Ha NpPOAY-
KTa C aHanUTUYHWUA YM Ha noTpebutens; CTMMyanpaHe Ha MU-
C/I0OBHaTa AEWHOCT; MAeHTUdULUMpaHe Ha CUIHUTE 1 cnabute
CTpPaHM MO OTHOLUEHME Ha MHTENEKTYalHUTE Bb3MOXHOCTU Ha
notpeburtens.

Demographic
factors

Oemorpadckn

Common profile of the
respondent

06w, npodwun Ha pec-
noHAeHTa

Mon

O6pasoBaHue

CeMelnHOo nosioXxeHune
MpodecroHaneH craTtyc
Jdoxoan

Gender

Education

Marital status
Professional status
Income
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3.2. Defining the population size

For population size of this research have
been selected the households having ac-
cess to the internet in the North-Central
region Bulgaria. According to the data pre-
sented by The National Statistics Institute
these households amounted to 128.799
in 2011. The reasons why this population
size was selected are that households are
the main output unit to all end consumers,
and the North Central region is one of the
six regions which the country is divided
into. It is large in territory and population
of administrative-territorial units, which
are concentrated in major natural, human
and financial resources (NSI, 2011). That
makes the North-Central region of Bulgar-
ia appropriate for conducting the research.

3.3. Determination of sample size:

The calculation of the number of sample
units can be accomplished using the fol-
lowing formulas (Arkadiev, 1999; Zheley,
2002):

S
J;I
where 5[}] evaluates the standard error of

the average value s - standard deviation
of the sample - n sample size.

n= P-qH , (2)

where 7 is the sample size, p is a part
of the aggregation, ¢ is the part of the
aggregation which is a non-attribute p;
z is the value of the attitude ratio for a
particular guarantee probability; e - mar-
gin of error.

slx]= (1)

With the assistance of a statistical elec-
tronic calculator, (Raosoft, Inc., 2004) the
sample size of this research amounts to
120 respondents, margin of error - 8%
and 92% confidence level.

3.4. Method of the research

One of the methods to study the consum-
ers’ behavior is conducting a research. It
may take place in various forms (personal
interview, telephone interview, online poll-

3.2. [OdedumHupaHe Ha reHepanHarta
CbBKYMHOCT

3a reHepasiHa CbBKYMHOCT Ha HacToAL,O-
TO n3cneaBaHe ca nsbpaHu AOMaKMHCTBA-
Ta, MMaWmM A0CTbN A0 VIHTEpHET Ha Tepwu-
TOopusTa Ha CeBepeH LEeHTpaneH pernoH
B Bbbnarapusa. lNo gaHHW oT HauuoHanHusA
CTAaTUCTUYECKM WHCTUTYT Te Bb3M3aT Ha
128 799 3a 2011 r. MoTusuTe 3a M360p Ha
Ta3u reHepasiHa CbBKYMHOCT ca, 4ye AoMa-
KMHCTBaTa Ca OCHOBHA mM3xogHa eanHuua
Ha BCMYKM KpalHu noTpebutenn, a Cesep-
HUSAT LeHTpasieH pernoH e eamH OT WecTTe
pervoHa, Ha KOUTO e pa3aenieHa cTpaHaTa.
Tolh e OT roneMmnTe NO TeEpPUTOPMUS U Hace-
neHne  aaMUHUCTPATUBHO-TEPUTOPUATHU
eANHNLKM, B KOMTO Ca CbCpeaoTOYeHMU 3Ha-
YMTENHW NPUPOAHM, YOBELLKN U (DUHAHCO-
B pecypcu (NSI, 2011). ToBa ro npasu
NoAXoAsiL 3a MOBEXAAHeTO Ha KOHKpeT-
HOTO Npoy4BaHe.

3.3. OnpenensiHe pa3Mepa Ha n3Bagka

N3uncnsisaHeTo Ha 6posi M3BaAKOBU ean-
HMLUM MOXe Ja Ce OCbLIeCTBM C MOMOLUTA
Ha cnegHute dopmynm (Arkadiev, 1999;
Zhelev, 2002):

o=, (1)

KbOETO 5[}] € OUeHKaTa Ha CTaHAapTHa-

Ta IrpewKa Ha CcpeaHaTta BEJIM4YUNHa, § -
CTaHOAPTHOTO OTKJ/IOHEHUWE Ha U3BagKaTa,

n - o6bem Ha n3BaakaTa.

n= p-q{ﬂ , (2)

KbAETO 7 e 06beM Ha n3BagkaTa; p € 4acT-
Ta OT CbBKYMHOCTTa, NpUTEXaBalla Aaje-

HUs aTpubyT p; g € 4acTTa OT CbBKYyM-

HOCTTa, HernpuTexasalwa aTpubyTta p; z
€ CTOMHOCTTa Ha rapaHuMoHHUsA Koedbuum-
€HT Npu JajeHaTa rapaHuuoHHa BepOsT-

HOCT; e - npeaesHo AonycTUMaTa rpeLuKa.

C nomowTa Ha eneKTpPoHHUSA CTaTUCTU-
yeckm kankynatop (Raosoft, Inc., 2004),
06eMbT Ha npeacTaBuMTeNnHaTa M3BagkKa Ha
HacToAWOTO npoyyBaHe Bb3M3a Ha 120
pecrnoHAeHTa npu npeaesiHo Aonycrtmma
rpewka 8% u poBepuTenHa BEpPOSTHOCT
92 %.

3.4. MeTopa 3a NnpoBe)xaaHe Ha uscnepq-
BaHeTo

EovH OoT MeToaMTe 3a Npoy4dBaHe Ha rno-
Tpe6VITeJ'ICKOTO nopeaeHne € aHKETHOTO
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ing). To achieve the objectives of this study
the online poll was selected. The reasons
are as follows:

e Nowadays, in the modern world the
Internet is seen as a quick, easy and
affordable way for communication be-
tween people;

e Household Internet consumers can be
regarded as seeking and being inter-
ested in a lot of information and are
oriented to innovations;

e A large number of likely respondents
can be reached via an online poll at
relatively low cost;

e With this method of interviewing is
used the so called “conditional branch-
ing” which allows the respondent to
move directly to the next question, re-
lated to a specific answer of the previ-
ous question;

e Consumers can participate in the re-
search at a convenient time;

e Participants see the questions and an-
swers and can read them again if nec-
essary.

e Before they answer any question they
may think, until they decide what an-
swer to give.

e The questionnaire may include imag-
es, sound and video.

Despite many advantages, there are some
online poll disadvantages that must be
considered:

e Not every household has access to the
Internet.

e Most consumers of the Internet are
constantly online and have other ob-
ligations in parallel. This prevents full
engagement with the issues and can
put in doubt the objectivity of the re-
search results.

In this study an optimal number of ques-
tions has been developed in order to over-
come these weaknesses, formulated so
as to facilitate their comprehension and
to stimulate the rapid identification of the
response corresponding to the perspective
of the respondent.

3.5. Method for processing the infor-
mation received from the research

In order to sort by importance the differ-
ent motivational factors (functional, emo-

npoy4ysaHe. To MOXe Aa ce nMpoBeae noj

pasnunyHu dopMn (JIMYHO MHTEpPBIO, Tene-

(OHHO NHTEPBIO, OHNAMH aHKeTupaHe). 3a

NOCTUraHe LesinTe Ha HacTosLWOTO nlcnea-

BaHe e u3bpaHO OHNAMH aHKeTMpaHeTo.

MpuynHuTE Ca, Je:

e B CbBPEMEHHUTE YCNOBMS 00LLYyBaHETO
B VIHTepHeT MpoCTpaHCTBOTO ce pas-
rnexaa kKato 6bp3, neceH U AOCTbMeH
HaUYMH 3@ OCbLLECTBSBAHE Ha KOMYHWU-
Kauma Mexay xopaTta;

e JOMaKMHCTBaTa, noTpebutenn Ha WH-
TEPHET, MOXe Aa Ce pasrnexpaaT KaTo
TbpCelm U nHTepecyBaLlm ce OT roasam
ob6eM MHPOpMaLMsa U ca OpUeHTUpPaHU
KbM HOBOCTUTE;

e ype3 OHJIaliH aHKeTUpaHEeToO MoXe Aa
ce OOCTUrHe A0 rosisiM 6poli BEpPOSATHU
peCcnoHAEHTU, MPU OTHOCUTESTHO MO-
HUCKM pa3xoau;

e [pu TO3U METOA Ha aHKeTUpaHe ce n3-
nonsea T. Hap. ,YC/IOBHO pPa3KJ/IOHSBa-
He"”, KOeTO NMo3BosIiBa Ha pecrnoHAeHTa
Aa NpeMMHEe AMPEKTHO KbM creaBalms
BbMpPOC, 06Bbp3aH C KOHKPETEH OTro-
BOp Ha NpeaxoaHus;

e noTpebutennTte MoraT Aa B3eMmaT y4ac-
TWe B MpOoy4YBaHETo B YAOOHO 3a TaX
BpeMe;

® yyacTHUUWTE BMXKAAT BbMNPOCUTE U OT-
roBOpwUTE M MoraT Aa rv npo4yeTaT nos-
TOPHO, aKo € Heob6xoanMmo.

e npeau Aa OTroBOpPST Ha BCEKW BbMPOC
MoraT Aa MUCNAT, A0KaTOo pewaT KakbB
OTroBOp Aa Aaaar.

e BbB BbMPOCHMKA € Bb3MOXHO Aa ce
BKJItOUAT M306paxeHuns, 3ByK 1 BMAEO.

He3aBMCMMO OT MHOXECTBOTO NPeAnMCTBa,

OHNIAMH aHKEeTMpaHeTO Kpue HAKOM onac-

HOCTU, KouTO TpsibBa Aa ce umat npeasua:

e He BCAKO AOMAKMHCTBO MMa AOCTbI A0
MHTepHeT.

e roBeyeTo oT notpebutenute B NHTep-
HET NPOCTPaHCTBOTO HEMpPeKbCHaTO ca
OHNaMH, KaTo napasnenHo C ToBa MMmaTt
U Apyrn 3agb/hkeHusa. ToBa Bb3npe-
NATCTBA MbJIHOTO aHraXxvpaHe C Bb-
rnpocuTe M MoXe Aa MNoASIoXKM Ha CbM-
HeHne 06eKTUBHOCTTa Ha pe3ynTaTuTe,
NnoJlydyeHn OT aHKeTaTa.

3a npeogonsaBaHe Ha Te3n crabocTtn B Ha-
CTOSILWLOTO Wu3cneaBaHe ca pa3paboTeHu
onTumaneH 6poi Bbnpocun. ®opMynmpanm,
Taka 4ye [a YNeCHST TAXHOTO Bb3npuemMaHe
N Aa CTMMynupaT KbM 6bp30 MaeHTUGULUN-
paHe Ha OTroBoOpa, CbOTBETCTBALLY Ha rnea-
HaTa TO4YKa Ha pecrnoHAeHTa.

3.5. MeTopa 3a o6paboTka Ha nony4e-
HaTa OoT npoy4yBaHeTo MHdopMmauuma

3a fa Morat ga 6baaT paHXupaHu oTaen-
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tional, psychological, social and cogni-
tive), that influence the consumers when
buying a new generation mobile phones,
according to the categories in which they
fall in perception of the innovations in line
with the model of Rogers, the widely ap-
plied Fishbein model is selected. Its math-
ematical expression is as follows (Meliki-
an, 2011):

A, =D b.e, (3)
i=1

A, - the attitude to the new product;

b, -Significance of the determinate (cogni-
tive, psycho-emotional, functional and so-
cial) factor;

e, - Value of the determinate (cognitive,
psycho-emotional, functional and social)
factor;

n - Number of the important motivational
factors (key indicators);

i - Serial number of the motivational fac-
tor.

According to this model, the attitude of the
consumer to the product is obtained as a
sum of the products, the significance of
different motivational factors multiplied by
the value of the determinate of each indi-
vidual factor (Fishbein, 1967). The advan-
tage of its use is associated with the ability
to get an overview of the reasons moti-
vating the consumers to purchase a new
generation of mobile phones. With the as-
sistance of this model can also be derived
priority motivational factors on which the
manufacturing companies should focus, in
order to attract representatives of the “in-
novators”, “*quick of apprehension”, “early
majority” people, “late majority” people
and “inert” people and to stimulate their
purchasing activity.

The disadvantages of the Fishbayn model
are associated with the exposure to un-
controllable external factors that are ob-
stacles of the full objectivity in predicting
the consumer’s behavior. These include:

e the opinions formed by the consum-
ers about similar products having the
same functional use;

e social pressure, i.e. the extent to

HUTE MOTUBAUMOHHK dakTopn (PyHKUMO-
Ha/lHKW,  E€MOLMOHAIHO-MCUXOSIOTNYECKMN,
coumasHM U Mo3HaBaTe/HU), KOUTO Bb3-
AencTBaT Bbpxy noTpebutenute npu 3a-
KyrnyBaHe Ha HOBO MoKoseHune TenedoHHU
MOOGUTHM anapaTu crnopes KaTeropuuTte, B
KOWTO Te nonagaT NMpu Bb3NpMeMaHEeTo Ha
MHOBaUMMUTE B CbOTBETCTBME C MoAesna Ha
Pompxbpc, e nsbpaH 3a npuioxeHume, Wn-
pPOKO M3MON3BaHMsA B MpaKTMKaTa Moaen
Ha @®uwbanH. HeroBusaT MaTeMaTU4ecKku
n3pas e cnegHusa (Melikian, 2011):

A, = ibi-ei ’ (3)
i1

KbAETO A - OTHOLIEHME KbM HOBWUS MPO-
AYKT;

b,. —3HAYMMOCT Ha Ii-TUS MOTMBALMOHEH
dakTop;

€, — OLIEHKa Ha i-TUs MOTMBALMOHEH (daK-
TOp;

n - 6pol Ha 3HauMMMUTE MOTMBALMOHHMU
dakTopn (OCHOBHM NMoOKasaTesnn);

i - nopeaeH HOMep Ha MOTUBALIMOHUS aKTop.

CbrnacHo TO3M MoAes, OTHOWEHMETO Ha
notpebutens KbM NpoayKTa ce nonydasa
KaTo CyMa OT npou3BeaeHusiTa OT 3Ha-
YMMOCTUTE HA OTAENHUTE MOTUBALMOH-
HM paKTopM MO oueHKaTa Ha BCeKU eauH
otaeneH daktop (Fishbein, 1967). MMpe-
AVMCTBOTO OT HEroBOTO MPWUJIOXKEHUE €
CBbp3aHO C BbB3MOXHOCTTa Aa Ce Moay4mn
LUS/I0OCTHA NpeactaBa 3a MNpPUYMHUTE, MO-
TUBMpaLWLM noTpebuTennte npu 3akyny-
BaHETO Ha HOBO MOKOJIEHNE MOOUIHU Te-
necdoHHn amnapatn. C noMowita Ha TO3Mu
MOoAEeNn CbLOo Taka MoraT ga 6baaT m3Be-
AEHWN MPUOPUTETHUTE MOTMBALMOHHMK dak-
TOpKW, BbpXy KOUTO TpsibBa Aa akueHTupart
OopraHusauumTe npou3BOAUTENN, 3a [Aa
npuenekart I'IOTpeﬁl/ITeJ'IVI npeacrtraBuTenn
Ha MHOBATOPMTE, PaHHO Bb3MNpueMalyuTe,
PaHHOTO MHO3WMHCTBO, KbCHOTO MHO3MUH-
CTBO U MHEPTHUTE N Aa CTUMYIMPaT TAXHa-
Ta NoKynaTesiHa akTUBHOCT.

Hepoctatbumte Ha Mozena Ha PuwbanH
Ca CBbp3aHM C Bb3AENCTBUETO Ha BbHLUHMU
HEKOHTpONMpyeMun @dakTtopu, KOWUTO npe-
yaT Ha NbJIHaTa 06EKTUBHOCT NMpPU NPOrHO-
3UpaHe Ha NOoTPebuTenckoTo noBeAeHue.
KbM TSX ce oTHacAaT:

e dopmMmmpaHuTe ybexaeHus Ha noTpe-
6uTenNnTe KbM aHaNOrM4HM MpPoAYyKTH,
MMaLUW CbLOTO PYHKLMOHAMHO MpUIo-
KEHUe;

e COUMANHUAT HATUCK, T.e. A0 KakBa
cTeneH nNybsIMYHMUTE Harfacu Ha Xopa-
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which public perceptions of people dif-
fer from what a single consumer thinks
or wants to do;

e theindividual’s expectations of success
or failure after purchasing the product;

e Influence of past experience;

e degree of commitment to the product.

Regarding the last two factors mentioned,
their effects in this research are minimal,
because the research is related to the in-
fluence of the motivational factors when
making the decision to purchase a new
generation of a product. This is the reason
why in this situation an initial opinion for
the particular product is not formed yet.

3.6. Analysis of the resuits

The research took place in the interval be-
tween 04.15.2012 and 05.15.2012, and
was sent to 200 randomly selected house-
holds using home internet in the North
Central region. The number of question-
naires sent exceeds the volume of the
sample, as the expected number of re-
sponses was significantly smaller. The fi-
nal completed electronic questionnaires
amounted to 127 sheets. It turned out
that 93 of the respondents are women and
only 34 are men. This is an indication that
the women are more likely to participate
in such research and are ready to devote
their time to present their views on vari-
ous topics of research. Evidence suggests
that such a trend is observed in other Eu-
ropean countries and the USA.

Based on the first block of questions from
the research, respondents are classified in
different categories after Rogers’ model:

- “Innovators” 16 respondents (13%) -
these are respondents who are will-
ing to take risks and take advan-
tage of the information provided by
various media outlets and buy the
product immediately. Most of them
are women (63%), with secondary
(26%) or higher Education (30%).
Most are married or live in cohab-
itation. 60% do not work as they
are housewives, dependent on their
husbands or their current status is
maternity.

With respect to men “innovators” (37%),

Ta ce pasfnunyaBaT OT TOBa, KOETO Aa-
[leHVS NoTpebuTen MUCIN UM UCKa Aa
Hanpaeu;

e OYakKBaHMATA Ha MHAMBUAA 3a ycnex
WM NpoBan B CIe[ICTBME Ha 3aKynyBa-
HEeTO Ha NpoAyKTa;

* TEXEeCTTa Ha MUHaNUs onuT;

e CTeneHTa Ha OTAAAEHOCT Ha NMpoayKTa.

Lo ce kacae oo nocrnegHuUTe ABa croMme-
HaTu dakTopa, TAXHOTO Bb3AENCTBME B
HacTOALWOTO M3cneaBaHe € MWHUMasHO,
TbW KaTO NPOyYBaHETO € CBbpP3aHO C BNU-
AHWETO Ha MOTUBALIMOHHUTE (haKToOpU Bbp-
Xy PELIeHMETO 3a MOKYMnKa Ha HOBO MOKO-
neHve npoaykT. Mopaau Tasu npuyvHa B
KOHKpeTHaTa CUTyauusl Bce olle He e ¢dop-
MUPaHO MbpBOHA4YasHO Yyb6exaeHMe KbM
[aZleHOTO HOBOBbBEAEHME.

3.6. AHanus3 Ha pesyaTaTuTe

AHKeTaTa ce npoBeae B MWHTepBana
15.04.2012 r. - 15.05.2012 r. n 6e pas-
npateHa ao 200 cny4ariHo n3bpaHu goma-
KWHCTBa, non3eawm gomaweH WHTepHeT
Ha TepuTopuaTa Ha CeBepeH LeHTpaneH
pervoH. YncnoTo Ha nanpaTteHuTe BbNpPOC-
HMUM HaaBuwaBa obemMa Ha npeacraBu-
TenHaTa M3BaAKa, Tbil KAaTO Ce o4vyakBalle
6posAT Ha OTroBOpUTE Aa € 3HAYUTESTHO MNo-
Manbk. OKOHYATENHUTE MOMbJIHEHN enek-
TPOHHM AHKETHU JINCTU Bb3NM3aT Ha 127.
YcTtaHoBsBa ce, ye 93 OT pecrnoHAeHTUuTe
ca XeHu n easa 34 ca Mbxe. ToBa e no-
Ka3aTes, Ye NpeacTaBUTENKNUTE Ha HEXHUS
Mo/ ca MO-CK/JOHHM Aa y4yacTBaT B TaKbB
BMA NpPOy4YBaHWUSA U Ca roToBM Aa OTAENAT
OT BPEMETO CW, 3a Aa NpeacTaBAT CBOsATa
rnegHa TOo4YkKa MO pPas/IMYHU NPOy4YBaHU
Temu. [JaHHUTe coyaT, yYe TakaBa TeHAEH-
ums ce HabnogaBa n B Apyrn eBponencku
CTpaHu, kakto n B CALL.

Bb3 ocHoBa Ha MbpBus 610K BbNPOCK OT
aHKeTHaTa KapTa pecrnoHAeHTUTe ce pas-
rpaHM4yaBaT B OTAE/NIHUTE KaTeropuvm no
MoAaena Ha Poaxepc:
,nHoBaTtopun” 16 pecrnoHaeHTa
(13%)- TOBa Ca Te3n pecrnoHAeH-
TN, KOUTO Ca CK/IOHHM Aa PUCKYBaT,
Bb3M0N3BaT ce oT MHdbopMaumaTa,
npegocTaBeHa OT pas/IMyHUTE cpea-
CTBa 3a MacoBa MHdopMaumsa M aa
3aKynaT npoaykTta BegHara. MNpeob-
NagaBaulata 4yacT OT TAX Ca XeHu
(63%), KOUTO ca CbC cpeaHo (26%)
nnn Bucwe (30%) obpasoBaHue.
Mo-ronsiMaTa 4YacT Ca OMbXEHU UIn
XUBEAT Ha ceMelHM Hadana. 60%
He paboTAT, TbM KaTo ca AOMaKUHM,
N3abpXaHW OT CbMNpy3uTe CU UK B
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most of them have higher education, are
unmarried and work. Those who do not
work are students with higher income in
comparison with the parents. Represent-
atives of this group have approximate
monthly incomes above 690 levs.

- “Quick of apprehension”, 28 re-
spondents (22%) - they are in-
formed by media, they are interest-
ed in emerging innovations, They
assess the risk of buying an innova-
tion, but they are worried about the
possibility of failure in their use and
that is why they are seeking infor-
mation from various sources. 93%
representatives of this category are
women. They have secondary or
higher educations, mostly not en-
gaged and working, providing in-
comes between 450 and 690 levs
per month.

- “Early majority” 66 respondents
(52%) - ready to buy a new prod-
uct when they get well informed
by relatives and friends about its
qualities. The ratio between men
and women here is 35% to 65%,
respondents from both groups are
with higher level of education than
basic. A larger number of them are
unmarried and working with in-
comes between 290 and 500 levs.

- “Late majority” 17 respondents
(13%) - do not like to take risks and
are willing to buy the new product
only after it has been recommend-
ed by their friends and family who
are convinced of its quality. Men in
this category amounted to 18%.
They predominantly have primary
or secondary education, married or
cohabiting. The respondents in this
group are working, but with low
monthly income.

The share of women in the category of
“late majority” is again quite large - 82%.
Half of them are university graduates and
50% have secondary or primary educa-
tion. Most of them are family engaged,
related by marriage or not. They receive
incomes between 290 and 450 levs.

MOMEHTa ca Mo Mam4nHCTBO.

Mo oTHOWweHWe Ha MbXxeTe ,MHoBaTopn”
(37%) cbwo no-rossgMaTa 4vact ca C BU-
cwe obpaszoBaHue, HeceMenHu ca n pabo-
TaT. OHe3un, KoMTO He paboTaT ca yyawum, C
OCUTYPEHU BUCOKM AOXOAN OT poauTenuTe.
MpeacraBuTennTe Ha Tasu rpyna notpebu-
Tenn umat NpubIN3NTENHN MEeCEeYHU Mpu-
xoam Hag 690 n..

- ,PpaHHO Bb3nNpumemMalmn” 28 pecroH-
aeHta (22%)- Te ce uHQopMmupaT
OT MeaunTe, WHTepecyBaT ce OT
nosiBBalWlMTEe Ce HOBOBbBEAEHMUS,
CKJIOHHM Ca Aa ' KynsT, HO ce npu-
TeCHsIBAT OT Heycrnexa npu TsXHaTa
ynotpeba v 3a ToBa TbpCAT MHDOP-
Maumsa OT pa3Hoobpa3HM M3TOYHMU-
un. 93% npeacraBuTeNINTE Ha Tasu
KaTeropus ca OT HeXHua non. Te ca
CbC CcpefHo unu Bucwe obpasosa-
HUS, NPeANMHO CEMENHO HeaHraxm-
paHu 1 paboTelun, ocurypsiBaLim cu
aoxoanm mexay 450 ne. n 690 nB. Ha
Mecel.

-  ,PaHHO MHO3MHCTBO” 66 pecrnoH-
peHta (52%) - rotoBu ga 3akynaTr
HOBMAT NpPOAYKT, e4Ba KoraTo ca
nobpe nHdopMupaHm OT 6IN3KKN U
No3HaTW 3a KavectBaTta My. CbOTHO-
LEHMETO MEeXAYy MbXeTe U XeHuTe
TYK € 35% KbM 65%), KaTO pecrnoH-
OEeHTUTe N OT ABETe rpynu ca c 06-
pasoBaHMe Haj OCHOBHOTO. [lo-ro-
neMmaT 6pol OT TAX Ca HEeCEMEMHMU
n pabotewm, c goxoam mexay 290
ns. n 500 n..

- ,KbCHO MHO3UHCTBO” 17 pecnoH-
aeHTta (13%)- He obuyaT aa noemat
PUCK M Ca CKJIOHHM Aa 3aKynsT Ho-
BUS NPOAYKT eABa cnej KaTto To UM
€ npenopbyaH oT 6/IN3KN N NpusaTe-
N1, KouTo ca ce ybeamnum B HeEroBo-
To 4O6po KayecTBo. MbXeTe OT Tasu
KaTeropus Bb3nusaT Ha 18%. Te ca
npeaMMHO C OCHOBHO W/N CpeaHo
obpasoBaHue, ceMenHn Unn xmeee-
LM Ha ceMelHn Hadvana. PaboTtewwm
Ca, HO C HUCKW MEeCeYHU OOXOAMN.

OTHOCUTENHUAT 4SS HA XEeHUTe OT KaTero-
pusTa Ha ,,KbCHOTO MHO3MHCTBO"”OTHOBO €
pocta ronam - 82%. lMonoBuHaTa OT THX
ca c Bucwe obpasosaHue, a apyrute 50%
ca C cpegHoO WAKM OCHOBHO obpa3oBaHue.
MpeaMMHO ca CeMerHO aHraxupaHu, He-
3aBMCUMO ganun ca obBbp3aHu ¢ bpak mnum
He. lMony4dasat goxoan Mmexay 290 nB. u
450 ns..

MHepTHN” 0 pecnoHgeHTa (0%) -
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- “Inert” 0 respondents (0%) - ac-
cording to the results of the re-
search none of the respondents met
the characteristics of this group.

Table 2 presents a demographic profile of
respondents in the category to which they
relate, in accordance with the model of

Rogers.

cnopej pesynrtatuTe

OT Npoy4BaHe-

TO HWUTO €AMH OT PEeCcrnoHAEHTUTE He
0TroBaps Ha XapaKTEPUCTUKUTE Ha
Tasu rpyna notpeburtenwu.

B Ttabn. 2 e npeacraseH gemorpadckumaT
npodunn Ha aHKeTMpaHuUTe, cropes KaTe-
ropusta, KbM KOSATO C€ OTHacsAT, B CbOT-
BETCTBME C MoZena Ha Poaxbpc.

Table 2. Data on demographic characteristics of respondents presented
in categories according to the model of Roger

Ta6n. 2. [laHHKU 3a aeMorpadCcKkuTe XapakTePUCTUKM Ha PECMOHAEHTUTE
npeacTtaBeHu No KaTeropumn cnopea mMoaena Ha Poaxbpc

Professional
Category of = Education Family status status
the consum- g Num- O6pasoBaHue CeM. nosioXxeHue MNodecnoHaneH
ers according ber, craTyc
to Rogers a.; (%) Cohabi-
Kateropus no- [ B | Bpoii, | Basic Sec- . Mar- | tating | single Em- | Unem-
_ o ondary | Higher ried ployed | ployed
pe6buten cno [7] (%) Oc- M-y Hece-
pea Popwupe | © HosHo | CPeA- | Bucwe | Ceme- | oF | Meen | Pa6O- | Hepa-
HO €H Hauana Tew, 6oTeLy
“Innovators” m, 6 0 o 4 3 o 5 4 2
(16 resps.) M| (37%) | 1 (6%) [ 1(6%) | o60ny | (18%) |2 (13%) | (3200) | (26%) | (13%)
NHoBaTopm 10 o 4 5 3 o 2 4 6
(16 pec-Ta) Xl 630%) | 1 6% | (26%) | (30%) | (18%) | 1 (®%) | (13%) | (26%) | (35%)
“Quick of ap- m, o o o o o o o o
prehension” M 2 (7%)| 0(0%) ]| 1(3%) | 1(3%) | 0(0%) | 1(3%) |1(3%)| 2(7%) | 0 (0%)
(28 resps.)
PaHHO Bb3- 26 o 15 11 o o 20 18 8
npuemam foxt 9306) | 0 (O%) | (54%) | (a0%) | 2 7%) [4 (14%) | (7300) | (64%) | (29%)
(28 pec-Ta)
“Early majority” | m, 23 7 16 20 14 9
66 resps. m | 35%) | OO | (1106) | (24%) | 2 B%) [ 1 (2%) | (3000) | (21%) | (14%)
( ps.) (35%)
PaHHO MHO-
43 16 24 29 33 10
3UNHCTBO f, x 3 (5% 6 (9% 8 (12%
66 pecra) 65%) | 3 O%) | (2a%) | 36%) | © (O%) |8 (12%) | (4406) | (50%) | (15%)
“Late majority” | m, 3 3 3 o o o o 2 o
(17 resps.) M| (18%) | (18%) | (18%) |1 (%) | 1(5%) [2(12%) 0 (0%) | (1504 | 1 (5%)
KbCcHO MHO-
14 2 3 5 9 10 4
3UHCTBO f, x 4 (24%) | 1 (5%
1 eera) (82%) | (12%) | (18%) | (20%) | (54%) |# (24%) | 1 5%) | 5904y | (24%)
Inert people M 10 (0%) [ 0 (0%) | 0 (0%) | 0(0%) | 0(0%) | 0(0%) |0 (0%) | 0 (0%) |0 (0%)
(0 resps.) M
ViHepTHy f, % | 0 (0%) | 0 (0%) | 0 (0%) | 0(0%) | 0(0%) | 0(0%) | 0(0%)]| 0(0%) |0 (0%)
(0 pec-Ta)
Sz s s
£53 S ak ax U0 %
£25 W oo 0%
Sez <5z
scs M / 16,0% A / \“‘“""
fre 1354 3 zzo £
EEE 10% L Sst 0% L N
L‘Egg O ﬁ Quick of Early Lat " Eg o 4 Panro Panro Kucto
- . .| “Quick of " "Late "ine =5
IOV porehensio| majority | majority | people o= HHOBTOP | cnpuenaw uvoamicrao | wwomecrao | P
[—seriest| 25 | 1350% | 3e % 16% [—seriest| 250 | 135 | 3 % 16%
Time Bpewe
Fig. 1. Model of Rogers ®wur. 1. Mogen Ha Poaxbpc
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“Innovators" Quick of Earry X Laie . 'inert'
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QOTHOCHTENE AAN Ha
aHKeTHpaHWTe norpeBuTennTe
roTOBM A2 3aKYNAT HOB NPOAYKT
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PaHho PaHHo KncHo
Whosatopu WHeprhu
BLINPHEMAL| MHOSMHETBO | MHOIMHCTBO
— Series! 13% 2% 2% 13% 0%

Bpewme

Fig. 2. Distribution of the respondents according to the model of Rogers
dur. 2. PasnpegeneHne Ha pecnoHAeHTUTe cnope moaena Ha Poaxbpc

Comparing the graphs from fig.1 and fig.
2, a certain deviation in the relevant shares
of consumer categories, according to Rog-
ers’ classical model and the given results
of empirical tests is noticeable. This may
be due to a number of factors, more spe-
cifically and above all, social and cultural
peculiarities of the subject under study.

In the following analysis are given the
ways in which the respondents, related to
Rogers’ different categories, grade the four
motivational factors (psycho-emotional,
functional, cognitive, social), affecting
the purchase of a new generation mobile
phone. As noted before, the results from
the research have been processed accord-
ing to Fishbein’s model in table form. The
respondents’ answers have been classi-
fied according to the relation between the
question asked and the motivational factor
in mind. Every motivational factor has 5
basic and 5 complementary questions (the
latter not presented in table 3).

The following example may be given to
further clarify the processing of this data.
The question “*Would you buy a new prod-
uct, which would help you save time?”
refers to the group of functional factors.
According to Fishbein’s model, subject
one’s grade is assighed to “ail” and the
answer to the question of the second sub-
group helps in determining the probability
of purchasing such a product, which is as-
signed to “bj1”. The values for the answers
of all questions, with respect to each of
the four groups of motivational factors,
are assigned in a similar manner.

The first category of consumers which was
analyzed was that of the “innovators”, the
results from which can be seen in fig. 3.

Mpw cpaBHsiBaHeTO Ha rpadukuTe oT ur.1
n dur.2 ce 3abenassa N3BECTHO OTK/IOHE-
HUe B OTHOCUTENIHUTE ASA/I0BE Ha KaTero-
punte noTpebutenu, cnopes Kinacmyeckus
MoAes Ha PoaXbp M nonyyvyeHuTe pesynTa-
TN OT EMNUPUYHOTO MU3cneaBaHe. Te MoraT
Aa ce AbnxXaT Ha peauua akTtopu, mexay
KOUTO Ce HapexaaT npeau BCUYKO COLMO-
KynTypHUTE 0COB6EHOCTU Ha M3CneaBaHus
obekT.

B nocnepBawms aHanm3 we 6baaTt npea-
CTaBEHW HAYMHWUTE, NO KOUTO pPecrnoHAeH-
TUTE, OTHECEHM KbM PpasINYHUTE KaTe-
ropum Ha PoaXxbpc, KnacmpaTt 4deTupute
MOTMBALUMOHHU dakTopa (NCcMxo-emMoumno-
HasHK, GYHKUMOHANHK, MO3HaBaTeNHu,
coumasnHu), Bb3aencTBallm npy nokynkaTa
Ha HOBO MOKoOJieHNne MobuneH TenedoHeH
anapat. Kakto 6e otbenasaHo no-rope B
N3N0XXEHWETO pe3yaTaTuTe OT NpoBeAeHa-
Ta aHKeTa ca obpaboTeHn no mMozena Ha
OuwbanH BbB BUA Ha €/1eKTPOHHU Tabnn-
UM Ha nporpamaTta Microsoft excel. B Tab-
MuuTEe OTrOBOPUTE Ha pecrnoHAeHTUTE ca
pa3feneHn B 3aBUCMMOCT OT TOBa, KON Bb-
NMpocC KbM KOS rpyna MOTMBALMOHEH dak-
TOp ce oTHacs. KbM BCEKM MOTUBALMOHEH
dakTop cnagaTt 5 ocHOBHM 1 5 gonbnsawm
Bbnpoca (Te He ca npeacTaBeHn B Tabn.3).

HaunHbT Ha obpaboTka Ha AaHHUTE MOXe
[a Ce U3HACHW CbC cnegHma npumep. Bb-
npocwbT: ,BuxTe Nn 3akynuan HOB NPOAYKT,
C KOMTO LWle crnectuTe Bpeme?” ce oTHacs
KbM rpynata Ha yHKuUMOHanHuTe dakTo-
pu. Cnopea mogena Ha ®unwbaiH oueHkaTa
Ha JafeH aHkeTupaH ,1” ce otbenssBa C
»ail”, a oTroBOpbT Ha BbMpPOCA OT BTOpaTa
noarpyrna nomara fa ce onpeaesnu Kaksa €
BEPOSATHOCTTA Aa Ce 3aKynun TakbB MpoAyKT
n ce otebenssea c ,bjl”. Mo aHanornyeH
HauMH ce BbBEXAAT CTOMHOCTUTE OT OTro-
BOPUTE Ha BCUYKM BBMNPOCK, OTHECEHM KbM
yeTMpuTe rpynn MOTUBALMOHHM daKTopa.

MbpBaTa kaTeropus notTpebutenu, Ha Kos-
To 6e HanpaBeH aHanuM3, e Tasu Ha ,UHO-
BaTopute”. O606LLEHNTE pe3ynTaT 3a Hes
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The group of factors, which has the most ca npeactaBeHu Ha ¢wur.3. Hal-Bucoka e
effect on the motivation of the respectful CTOMHOCTTA Ha Tasu rpyna MOTUBALMOHHM

Table 3. Groups of questions, formulated according to the motivational factors
Ta6n. 3. 'pynu BbNpocKu, hopMuUpaHu cnopes oTAeNHUTE MOTMBALMOHHUTE (haKTopu

Motivational factors which
stimulate innovational activity
MoTtuBauMoHHM akTOopHU, CTU-
MynupallM MHOBaLMOHHAaTa ak-
TUBHOCT

Groups of basic questions according to motivational factors

Fpynu OCHOBHM BBMNPOCU B aHKeTata cnopes MOTUBaLMOHHUTE
cdhaxkTopm

Functional
®DyHKUMOHaNHN chaKkTopU

1. Would you buy a new generation mobile phone, which would help you
to save time?

1. BuxTe nun 3akynuam HOBO MoOKoJieHne MobuneH TenedoHeH anapart, C
NnoMoLLTa Ha KONTO Le cnecTute Bpeme?

2. Would you buy a new generation mobile phone, if it had a convenient
shape and size, from your point of view?

2. buxTe N1 3aKynuamn HOBO MokosieHne MobuneH TenedoHeH anapart, ako
TOW e ¢ yaobHa dopma n pasmep oT Bawa rnegHa Touka?

3. Would you buy a new generation mobile phone, if it made your work
easier, compared to the one you had been using up until that moment?
3. CmaTaTe n, 4Ye We 3aKynute HOBO MOKOSeHne MobuneH TenedoHeH
anapaT, ako Tol ynecHsaBsa paboTtaTa Bu B cpaBHeHWe CbC CTapusi, KOMTO
CTe nonseanm Ao cera?

4. Would you buy a new generation mobile phone if and only if it made
you feel more comfortable than the others?

4. BuxTe N 3aKynuam HOBO MoOkKoneHue MobuneH TenedoHeH anapar,
caMo aKko ToM we Bu ocurypsisa noseye KOM@OpPT, OTKONIKOTO OCTaHanute?
5. Would you buy a new generation mobile phone, if and only if it is a lot
more functional than the others?

5. BuxTe nu 3akynunum HOBO MNoKoseHWe MobuneH TenedoHeH anapart,
CaMO ako TOM e MHOro no-dyHKUNOHAaNeH OT ocTaHanuTe?

Psycho-emotional
NMcuxo-emoumMoHanHU pakTopUn

1. If you used a new generation mobile phone, would you feel pleasure
from the fact you are using it?

1. AKo n3nonsBaTe HOBO MokosieHMe MobuneH TenedoHeH anapart, buxTe
S U3NUTBANN YLOBOJICTBUE OT TO3M hakT?

2. Do you feel better, when you are buying an innovative product?

2. YyBscTBaTe nun ce no-gobpe, KoraTo 3akynyBaTe MHOBATUBEH MPOAYKT?
3. Would you feel happier if you bought a new generation mobile phone?
3. BuxTe nv ce NoYyBCTBaAM MO-LACT/AMB NPWU 3aKynyBaHETO Ha HOBO MO-
KosnieHne mobuneH TenedoHeH anapaTt?

4. Do you feel more enthusiastic and upbeat, when you find out there is a
new generation mobile phone on the market?

4. CtaBaTe 1 No-eHTycMasupaH 1 Becesn, Korato OTKpueTe, Ye Ha nasapa
ce npeafnara HOBO MoKosieHne MobuneH TenedoHeH anapaT?

5. Would you purchase a new generation mobile phone, only because it
makes your life more exciting and dynamic?

5. BuxTe NN 3aKynuau HOBO MoKoneHue MobuneH TenedoHeH anapar,
CaMo 3alloTo TOBa Lie Hanpasu XuBoTa Bu no-sbaHyBal, U AMHAMUYEH?

Social
CoumanHu cpakTopm

1. Would you buy a new generation mobile phone only to induce respect
in everyone else who did not own it?

1. buxTe Nu 3aKynuam HOBO MOKoneHue MobuneH TenedoHeH anapaT
caMmo, 3a a BAbXHETe pecCneKkT y OoCTaHaauTe, KOUTO He ro nputexasat?
2. Are you inclined to buy a new generation mobile phone for the sole
purpose of making a good impression on your friends and neighbors?

2. CK/IOHHM N1 CTe pa KynyBaTe HOBO MOKOsieHWe MobuneH TenedoHeH
anaparT, 3a Aa cb3zaBaTe fo6po BrneyaTnieHne npea cbCceam u npustenn?
3. Are you likely to use a new generation mobile phone, only to impress
everyone else around you?

3. CKNIOHHM NK CTe Aa 3aKynuTe U n3nonissaTe HOBO MokKosieHne MobuneH
TenedoHeH anapaT, Tbi1 KaTo MO TO3X HaYMH e BreyaTinTe oKONHUTE?
4. Do you like owning a new generation mobile phone, because it differ-
entiates you from everyone else?

4. XapecBanu Bu na nputexasaTe HOBO MoOKoseHne MobuneH TenedoHeH
anapaT, Tbli KaTo ToBa Bu oTnnyaBa oT ocTaHanute?

5. Would you buy a new generation mobile phone, only because you feel
pleasure from the fact that you are ahead of your friends and acquaint-
ances ?

5. BuxTe nu 3akynuaun nuM HOBO NokosieHne MobuneH TenedoHeH anapar,
Tbi KaTo LWe ce no4yyBcTBaTe No-Aobpe OT akTa, Ye Mo TO3U HAUMH Lue
n3npeBapuTe CBOUTE NPUATENN U NO3HATU?
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Cognitive

MosHaBaTenHun

1. Would you buy a new generation mobile phone, which would stimulate
you on an intellectual level?

1. BuxTe 3aKynuan HOBO NoKoJieHne MobuneH TenedoHeH anapaTt, KOMTO
6u npoBokunpan Bawunte nHTenekTyaaHn yMeHnsa?

2. Are you likely to buy a new generation mobile phone, because you con-
sider yourself an intellectual and a thinker, therefore your purchase would
further stimulate your mental capacity?

2. CKJIOHHM NN CTe Aa 3aKkynyBaTe HOBO NMokosieHne mobuneH TenedoHeH
anapaT, Tb/ KaTo Ce Bb3fnpuvemaTe KaTo MHTeNeKTyanew u Mucauten, u
nokynkarta 6u cTumynupana fonbiaHUTENHO BawaTa ymcTBeHa paboTta?

3. Would you buy a new generation mobile phone, because it satisfies the
needs of your analytical mind?

3. BuxTe nun 3akynuam HOBO MOKoJsieHne MobuneH TenedoHeH anaparT, 3a-
LOTO OTroBaps Ha noTpebHocTUTe Ha Bawwnsa aHanuTuyeH ym?

4. Do you often buy innovative products because they stimulate your
logical thinking?

4. KynyBaTe 1M 4eCcTo MHOBAaTUBHU NMPOAYKTKU, nopaan ¢dakTa, ye Bu ctu-
MynupaT Aa MUCAUTE NNIOTMYHO?

5. Would you purchase a new generation mobile phone, if its use required
a lot of thought and that made you consider it an intellectual challenge?

5. BuxTe nu 3akynuamn HOBO MoKoJsieHne MobueH TenedoHeH anapaT, ako
HeroBoTO M3MOJ3BaHe M3UCKBa MoBeye MuUC/eHe n ToBa Bu kapa aa ro

Bb3npunemaTte, KaTo MHTENEKTYaIHO I'IpeLI,VIBBVIKaTe.FICTBO?

2470 pt

m Psycho-emotional factors
Functional factors
Cognitive factors

w Social factors

24707T.
222571,
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M NCUX0-e MOLMOHaHW haKkTopH
(hyHKUWOHANHW hakTopn
noszHaBaTeiHu

W coumnantm akTopm

Fig. 3. Ranking of the motivational factors of the “innovators”group
®wur. 3. Knacauusa Ha MOTUBaUMOHHUTE pakTopu OT rpynaTa Ha ,uHoBaTpute”

category of consumers for buying a new
product, has the highest value. As it has
been made clear, “innovators” point out
social factors, followed by functional, psy-
cho-emotional and cognitive ones as most
important for them.

This order confirms Rogers’ ideas of the
group’s characteristics, connected to the
strife of its members to differentiate them-
selves from everyone else around them.
They prove to be looking for new products
not so much for their functional benefits,
or flair for knowledge or personal gratifica-
tion, but because of an incessant need to
be impressive and unique, seen and no-
ticed by all other social groups. In support
of these claims, it has to be noted that
the question, which has accumulated the
most points for this group is No. 4, which
has to do with the desire to own a new
generation mobile phone, just to be dif-
ferent from everybody else around them.

daKkTopn, KOMTO OKasBaT HaM-CUMHO BNU-
SAHWE BbPXY Harjlacata Ha CbOTBETHaTa
KaTeropmsa notpebutenu npu 3akynysaHe
Ha HOB MpoayKT. KakTo cTaBa SICHO KaTo
MbpPBU MO BAXHOCT, ,MHOBaTOpUTE” NOCOY-
BaT coumanHuTe dakTopu, crenBaHu oOT
(dYHKLUMOHANHUTE, MCUXO-EMOLMOHANHNTE
N No3HaBaTesIHuTe.

Tasu nocnenoBaTENHOCT  NOTBbLPXKAaBa
npeacrtaBeHnTe oT Poaxbp Xxapaktepuc-
TUKW Ha rpynarta, CBbp3aHu CbC CTpeEMEXKa
Ha npeacTaBUTENUTE 1 Aa ce oTnM4yaBar
OT BCMYKM OCTaHaIM U Aa ce OTKPOST OT
oKkonHute. Te TbPCAT HOBUTE NPOAYKTUN HE
TONIKOBa, 3apaAn TeEXHUTE NOo-A06pu PyHK-
LMOHaNIHN KayecTBa MM MOPMB KbM HOBM
3HaHUA N HYXAa OT NoCTuraHe Ha JN4YHO
yAOBJIETBOPEHME, @ MOpaAn Hernpeoaonm-
MOTO XeJjlaHMe Aa ca BrnedaTnsiBalin U C
HeNoBTOpMMa WUAUHTUYHOCT, 3abenexumm
OT BCMYKW OCTaHaaW couumasnHu rpynu. B
noakpena Ha Te3n TBbpAeHUs cneasBa Aa
ce otbenexmu, ye BbLMPOCHLT OT Ta3u rpyna,
cbbpan Han-ronsam cbop oT Toukm e N4,
KOMTO e CBbp3aH C XeflaHWeTo 3a npute-
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Innovators are consumers with a higher
social status, which makes them well-bal-
anced and likely to take risks. Even if the
purchase proved not to be lucrative, this
would not affect their lifestyle to a great
extent. The group of functional factors is
placed second, as it is easier to under-
stand them and in most cases they per-
tain to some sort of convenience in the use
of the product, compared to the previous
one, which is another reason why cogni-
tive factors, having to do with a strained
mental process, take last place.

The next group under scrutiny will be that
of the “quick of apprehension”. Here, the
distribution of motivational factors can be
seen in fig. 4, where cognitive factors lead
the way.

The reasons for this may be that consum-
ers view themselves as experts, who, af-
ter having gathered a sufficient volume of

m Psycho-emotional factors
Functional factors
Cognitive factors

n Social factors

information, start processing, evaluating
and analyzing. They increase their intellec-
tual load, not only to decrease their risk-
taking (as their income is not that large),
but to gain new knowledge, which they
would then share with everyone else. It's
not a coincidence that it is this group that
has been referred to as “stool pigeons”
by some authors. They spread the word
of the innovation among their friends and
colleagues, as they consider themselves
trustworthy among each other. This is con-
firmed by their significant result in social

XXaHue Ha HOBO nokoneHne MobwuneH Te-
nedoHeH anapaT, C uen oOTAMYaBaHe OT
ocTtaHanuTte. MIHoBaTopuTe ca notpebute-
1N C MO-BUCOK CoLManeH crtatyc, KOeTo
npaBu NO-CNOKOMWHW U CK/IOHHU Aa noeMart
puck. [lopu 1 NOKynKaTa Aa Ce OKaxe He-
yCnelwHa, ToBa He ce oTpa3siBa CEPUO3HO
Ha TeXHWS HayuMH Ha XMBOT. [pynata Ha
dYHKUMOHaNHUTe ¢haKTopu e MnocTaBeHa
Ha BTOPO MSICTO, Tbl KaTO Te€ Hal-JIeCHO ce
Bb3NpMeMaT 1M B NOBEYETO Cllyvyan KacadaTt
HSKaKBO YNleCHEHMEe Mpu ekcrnjaoaTtauudara
Ha npoAayKTa CrpsMo NpeaxoAHus. Tosa e
owe eaHa npuyMHa ga ce pasbepe, 3awo
nosHaBaTenHuTe QaKTopun, HaToBapsalim
MWC/IOBHUS NpoLec, ca No3uuMoHMpaHn Ha
nocneaHo MACTO.

CnepBawarta rpyna, KoaTto we 6bae pas-
rnefaHa, e Ta3u Ha ,paHHO Bb3npMeMalln-
Te”. MNpn Hes pa3no0XXEHMETO MO BaXXHOCT
Ha MOTUBAUMOHHUTE haKTOpU Cce BMXKAA Ha
dbwur. 4.

Tyk KknacaumsaTa BOAAT MO3HaBaTesSIHUTE
dakTopn. ObocHoBKaTa 3a Ta3u MNO3nuUUS

B NCHXO-eMOLMOHAHU G aKTOPU
¢ YHKUUOHANHK P aKTopH
NO3HABaTENHM
[ coUManHK haKkTopu
Fig. 4. Ranking of the motivational factors of the “quick of apprehension”group
®dwur. 4. Knacauua Ha MOTUBAUMOHHUTE PaKTopu OT rpynarta Ha ,paHHO Bb3npueMawuTe”

MOXe Aa ce TbpCu B TOBa, 4e notpebuTte-
NnTe ce pasrfiexaaTt KaTo eKcrnepTn, Kou-
TO cfep KaTo cbbepaT AOCTaTbYHO rOMAsSM
ob6em nHdbopmaumsa, 3anoysaT ga s npepa-
6oTBaT cpaBHSABAT W aHanu3mpart. Te yBe-
NM4yaBaT MHTENIeKTYyasHOTO CM HaToBapBa-
He He caMo, 3a Aa HaManaT NnoeMaHus puck
(ThbM KaToO TEXHUTE AOXOAM He Ca TONIKOBAa
BMCOKW), HO M 3@ Aa HaTpynaT HOBW 3Ha-
HUS, KOWMTO Aa crnoAensT C ocCTaHanuTe.
He cnyyaliHO MMeEHHO Ta3u rpyna ca Ha-
pYYaHM OT HSKOM aBTOpu ,CHacsawm”. Te
pa3npocTpaHsaBaT MbJsiBaTa 3a HOBOBbBE-
OEHNETO MeXAy CBOWUTEe Kofieru u npuste-
M, TbA KaTO Ce Mosi3BaT ¢ HeobxoaMMOoTO
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factors. This group is made up of seekers,
so to speak, sometimes going as far as to
view themselves as explorers. They easily
succumb to pressure from functional fac-
tors, which contribute to faster decision-
making, because of their visibility.

The “early majority” group gives priority
to the motivational factors in the following
way: functional, psycho-emotional, cogni-
tive, social. Respondents from this group
are practical and trust advice from friends
and relatives. To them, most importantly,
the new generation mobile phone must
have a more convenient shape and size.
Using them must be time-saving. Products
should also ensure comfort and reliability,
or be some sort of prevention against life-
threatening circumstances.

Because the “early majority” of people
are not the first to find their way to in-

m Psycho-emotional factors
Functional factors
Cognitive factors

m Social factors

noBepme Mexay TaX. TaBa e dakT, KOWTo
ce noTBbpXAaBa OT He Maskusa pesyaTaT
Ha coumanHuTe dakTopu. Tasm rpyna ca
HernpeKbCHaTO TbpPCeLlM, Bb3NpuemMallm ce
B HAKOW Cfly4aun KaTo oTkpuBaTtenu. Te ca
noaaT/IMBM Ha BIMSHUETO Ha YHKUMO-
HasHUTE akTopu, KOMTO nognomaraTt no-
6bp30TO B3EMaHe Ha pelleHue 3a Nokymn-
Ka, 3alloTo ca BMAUMMW.

FpynaTta Ha , paHHOTO MHO3WHCTBO"” KNacu-
pa MOTMBALWOHHMTE (haKTOPU MO CleAHUS
Ha4ynH: QYHKUMOHANMHM, MCMXO0-eMOLMO-
HanHW, MNO3HaBaTenHW, coumanHu. Pec-
NMOHAEHTUTE OT Ta3W rpyna ca NMpakTUYHMK,
yrnoBaBallM ce Ha npenopbku OT 65n3Kmn
M No3HaTU. 3@ TIX Hal-BaXXHO € HOBOTO
nokoneHne mobuneH TenedoHeH anapaTt
Aa e c no-ygobHa dopma m pasmep, u3-
non3BaHEeTo My Aa CnecTu Bpeme, Aa yne-
CHM npoueca Ha paboTa, Aa ocurypu no-
Beye KOM@OpT U HaAeXAHOCT, Aa YBenuu
Npou3BOAMUTENHOCTTA UM Aa € NpearnasHo
CpeAcCTBO Cpelly >XMBOTO 3acTpaluaBalim
obcTosTencraa.

H NCUX0-eMOLIMOHaHK (haKTopK
thyHKuMoHanHu chakropu
nosHaBaTenHn

W couManiu akropm

Fig. 5. Ranking of the motivational factors of the “early majority”group
®ur. 5. Knacaumns Ha MOTUBaLMOHHUTE QaKTOpM OT rpynaTta Ha ,pPaHHOTO MHO3MHCTBO”

novations springing up in the market, they
make their decision based on excitement

about owning a new generation mobile
phones, which causes them to feel hap-
piness and gratification, makes their life
more eventful and diverse. By increasing
their level of knowledge and defending
their intellect, respondents from this cat-
egory convince themselves of the innova-
tion’s qualities, which have already been
proven.

The last category in this empirical study
is the so called “late majority”. To them,
as was to the last group, social factors are
least important. Reasons for these results
may stem from the fact that they have a

Tbl KaToO ,paHHOTO MHO3MHCTBO” He ca OT
NbpBUTE, KOUTO CE€ OPUEHTUPAT KbM Mos-
BSIBalLMTE Ce Ha nasapa HOBO MOKOJIeHMEe
MOBUNHM TenedoHHW anapaTu, Npu B3e-
MaHeTO Ha pelleHne 3a MoKyrnka, Te ca
NOATMKBAHW OT BbJIHEHWETO, Ye Lie Npwu-
TexaBaT HOBUS NMPOAYKT U TOBa M Kapa Aa
n3NUTBaT YyBCTBa Ha pagoCcT U yAOBNETBO-
peHue, NpaBu XWBOTa UM MO-BbJIHYBaLL U
pasHoobpa3eH. Ype3 nosuliaBaHe HMBOTO
Ha CBOUTE 3HAHWUA U 3aLLlVITaBal7IKVI CBOATa
WHTENTUFEHTHOCT, PeCcrnoHAEHTUTE OT Tasu
Kkateropusa ce ybexaaBaT BbB Beuye AoKa-
3aHNTe KayeCcTBaTa Ha MHOBaAUUNATA.

MocnepHaTta popMMpaHa KaTeropus oT aH-
KeTUpaHUTE B HAaCTOSLLOTO EMMUPUYHO U3-
cnepBaHe e Ha ,KbCHOTO MHO3MHCTBO”. 3a
TAX, KaKTO W 3a npeaxogHarta rpyna no-
TpebuTenn Han-mMasnoBaXHO € Bb3AENCTBU-
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lower social status and take into consider-
ation opinions from their closest environ-
ment. They tend to follow general opin-
ions, not lead them.

Similarly to the “early majority”, the “late
majority” is pushed by functional motiva-
tional factors. Because this category of
consumers is skeptical towards new gen-
eration mobile phones, they tend to pur-
chase them only when the said products
have become trivial to the rest of society.
Cognitive factors take the second place
here, the reason for this being that these
people seek to justify their decision with
proof, which comes in hand with a con-
tinuous logical contemplation and seri-
ous mental strain. Insecurity and delay of
the decision to make a purchase of a new
product with this category of consumers
may explain the fact that it has the great-
est number of respondents, who have a
family, or a family-like status. This would
mean a more precise distribution of re-
sources with the sole purpose of guaran-
teeing a normal living for everyone in the
household.

2683 pt

m Psycho-emotional factors
Functional factors
Cognitive factors

m Social factors

€T0 Ha coumanHute dakTopu. MpUunHUTE
3a Te3n pe3yaTaTu MoraT Aa Ce TbpCAT B
TOBa, Ye Te ca xopa C Mo-HUCbK coumaneH
cTaTyc, cbobpa3siBalll ce C MHEHMETO Ha
NMpsSIKOTO CM OBKpbXKeHMe. Te ca CKJIOHHMU
Aa noapa)kaeaT, a He Aa 6baaTt nnaepm Ha
o6LIecTBEHO MHEHME.

Mo aHanormsa Ha ,paHHOTO MHO3MHCTBO” 3a
,KbCHOTO MHO3MHCTBO” BOAEeLlIN ca (PYyHK-
LMOHaNHNUTE  MOTUBALMOHHU  (aKTopW.
MoHexe Ta3u kaTeropmsa notTpebutenn ca
CKenTMYHW MO OTHOLIEeHMEe Ha HOBOTO MOo-
KonleHne MobumnHu TenedoHHW anapatu u
Ce HacouyBaT KbM 3aKynyBaHETO MM efBa,
KoraTo Te ce npeBbpHaT B TPUBMANHU 3a
OoCTaHanaTta 4yacTt oT obuecTBoTo. [Mo3Ha-
BaTeNHMTe (haKTopu Ca Ha BTOPO MACTO 3a
Tax. MpuunHaTta e, ye Te TbpCAT AoKa3aTen-
CTBa 3a MpaBoTaTa Ha B3ETOTO pelleHue.
ToBa ce CbMpoBOXAA OT MPOABLIIKUTENHO,
NIOrMYHO nocnepoBaTtenHo 6MUCsHe U ce-
PMO3HO MHTENEKTya/IHO HaToBapBaHe. He-
CUTypHOCTTa U 3abaBSHETO BbB BPEMETO
Ha B3eMaHEeTO Ha pellueHue 3a MOKynkKa Ha
HOB MpPOAYKT Mpu Tasu KaTteropus notpe-
butenn Moxe ga ce o06sicHu mn dakTta, ye
MMEHHO B Hesd 6posT Ha pecrnoHAeHTUTE,
KOMUTO Ca CEMENHWN UM XUBEAT Ha CeMeNn-
HM Hayana e Han-rossiM. ToBa M3UCKBaA MNo-
ronsMa npeumsHocT npu pasxoiBaHe Ha
pasnosiaraeMuTe AOXO0AW, C LUes rapaHTu-
paHe HOPMaJIHOTO CbLUECTBYBAHE Ha BCUY-
KW npeacraBuTeny Ha AOMaKMHCTBOTO.

2683 T.

H ncuxo-emoumoHaHn dakTopm
chyHKUMOHanHu g akTopu
nozHaBaTenHu

m coumanHin chakTopmn

Fig. 6. Ranking of the motivational factors of the “late majority”group
®dur. 6. Knacaumsi Ha MOTMBaUMOHHUTE aKTOpKU OT rpyrnaTta Ha ,,KbCHO MHO3UHCTBO”

IV. Conclusion

The work on the current publication has
come down to the following conclusions
and recommendations:

1. Results, coming from the current em-
pirical studies, indicate that none of the
respondents, who took part in the re-
search, have described themselves as “in-

IV. N3Boamn

B oboweHne pabotata no HactosawaTa
nybnnkauma moxe na 6bae cBedgeHa a0
cnegHUTe M3BOAW U MPENOPbKK:

1. Pe3yntaTbT, MOJiyd4eH OT HACTOAWOTO
eMMNUPUYHO Kn3CneaBaHe €, 4Ye HUKON OoT
pecnoHAeHTUTe, y4acTBaIM B aHKETUpaHe-
TO He ce e caMmoonpenenunn KaTo ,MHepTeH
TMN” noTpebuten No OTHOLWEHME Bb3MNpU-
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ert”, with respect to the type of consumer
they are in getting accustomed to new
products. The reasons for this may stem
from the methods of conducting it - an
online research. This is why it may be as-
sumed that the inert group of consumers
is still not familiar with using the internet,
and thus has been excluded from the vol-
ume of this study. This may be viewed as
a weakness, which should be eliminated in
further similar studies.

2. In relation to achieving the purpose of
the present research, it may be noted that
the data from the empirical study provides
a common vision for the ranking:

e “innovators” - they are young peo-
ple with high school or post grad di-
plomas, high social status, constantly
seeking information about a new gen-
eration mobile phones. They tend to
take risks and to purchase such new
products. They need to be noticed and
differentiate themselves from their en-
vironment, which is the reason why
social and psycho-emotional factors
are fundamental for them.

e "Quick of apprehension” - consum-
ers, mainly interested in innovations,
but taking their time in order to gather
enough information from various me-
dia and communication sources. Their
primary goal is to guarantee to a higher
extent that the investment connected
to purchasing a new generation mo-
bile phone. They are highly educated,
mostly non-married, employed, with
good income. The fundamental factors
for them are cognitive and functional.

Companies should pay special attention to
this particular category of consumers and
focus their campaigns mainly on them, as
they are the ones which help new products
spread out in the early and late majority.

e “Early majority” - the largest relative
share of all consumer categories (more
than half surveyed). For the most part,
they are young, single, employed, but
with average income. This slows down
theirinnovation and drives them to rely
on information about the new genera-
tion mobile phones coming from their

€MaHeTo Ha HOBW npoaykTtu. lMpuunHute
3a TOBa MoraT Aa Ce KpUAT B MeToda Ha
npoBeXxaaHe Ha MNpoy4yBaHETO - OHJIaiH
aHkeTuMpaHe. ETo 3awo0 Moxe Aa ce npea-
NO0XW, Y€ MMEHHO rpyrnata Ha ,UHepT-
HUTE"” NoTpebuTenmn BCe OLLE HE Ce e OpU-
eHTUpana KyM M3Mnon3BaHETO Ha MHTEpHET
YyCNyruTe 1 e U3K/t4YeHa oT u3cneaBaHaTa
CbBKYMNHOCT. TOBa MOXe Aa ce pa3sriexaa
KaTo cnaboCT Ha Npoy4YBaHETO, KOATO Lie
6bae KopurnpaHa npu cnegsawim Nnogo6Hm
HabnoaeHus.

2. BbB Bpb3Ka C U3MNbJHEHMETO Ha LenTa

Ha HacTosllwaTta pa3paboTka MOXe Aa ce

oTbenexmn, 4ye AaHHUTE OT MNPOBEAEHOTO

eMNUpUYHM n3cneaBaHe gasat obwarta Bu-

318 33 PaHXWUPAHETO Ha MOTUBALMOHHUTE

dakTopn npu n3bopa Ha HOBO MOKOJIEHME

MobuneH TenedoHeH anapaT, 3a noTpebu-

TenuTe OoT pa3InyHUTe KaTeropmm, GopMn-

pawu ce cnopes mMoaena Ha Poaxbpc. Ha-

KpaTKo Te MoraT Aa 6baaT npeacrtaBeHn no

CNefHUS HauuH:

e ,MHOBaTopm” - TOBa Ca MaAM xopa
CbC CpeAHo uau Bucwe obpasoBaHue,
NO-BMCOK coOUManeH caTtyc, TbpceLu
MOCTOSIHHO MHMOpMauMsa 3a MnosBsA-
BallMTe Ce HOBM MNOKoNeHus mMobun-
HM TenedoHHM anapatn. CKNOHHM ca
Aa pUCKYBaT M Aa 3aKynsaT TakbB HOB
NpoaykKT. TsXHaTa uen e ga ca Ha ,rpe-
6eHa Ha BbsHaTa”. ObpxaT Aa 6baat
3abenszaHn 1 pa ce OTKposiBaT OT
oKosnHuTe. ToBa e npuymnHaTa, onpege-
NAWM MOTUBaUMOHHM haKkTopu 3a TaX-
HaTa MHOBATMBHOCT Aa Ca couuanHuTe
N NMCUXO0-eMOLMOHAHUTE.

e ,paHHO Bb3npuemalln” — ToBa ca noTpe-
6uTenn mMHTEpecyBaliM Ce OT HOBOCTU-
Te, HO M3pa3xoABallM NnoBeye BpeMe 3a
HabupaHe Ha AOCTaTb4yHO MHGOpPMaLKS
OT pasNyHM MeANNHN KOMYHUKALMOH-
HU M3TOYHUUM. LlenTa uM e ga rapaHTu-
paT B NO-BMCOKa CTeMneH MHBECTULMNTE,
BJIOXXEHM MpWU 3aKynyBaHe Ha HOBOTO
nokoneHne mobuneH TenedoHeH ana-
paT. Te ca BMcoko obpa3oBaHu, noseye-
TO CEMENHO HeaHraxwupaHu, pabortewm,
c nobpu goxoaun. Onpepenswm MoTMBa-
LMOHHM (aKTopu npu B3eMaHe Ha pe-
LeHMe 3a NOKYyMKa ca Nno3HaBaTesHUTe
N OYHKLUMOHaNHUTe.

KoMnaHuuTe cneasa Aa o6pbliaT CEPMO3HO
BHMMaHWe Ha Ta3u Kateropusa notpebure-
7Y U Aa OTNpaBAT CBOWUTE NOCNAHUS UMEH-
HO KbM TAX, Tbil KaTO TOUYHO Te Ca OHE3W,
6narogapeHve Ha KOMTO HOBUTE MpPOAYKTM
npoAb/XaBaT CBOETO Pas3npoCTpaHeHUEe
cpen paHHOTO M KbCHOTO MHO3MHCTBO.
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friends and relatives - the so called
“opinion leaders”. The most important
motivational factors for them are func-
tional and psycho-emotional.

e “late majority” - most of them have
post grad diplomas, married with/
without children, middle-aged, below
average income. They are not likely to
take risks and wait a prolonged period
of time for the new generation mobile
phones to prove itself. They only trust
their inner circle. Due to the peculiari-
ties of their profile, the motivational
factors which are most powerful with
their innovational activity are usually
functional and cognitive.

3. The group of functional factors could be
viewed as the most influential in making
a decision for a purchase in all consum-
er categories, defined by Rogers’ mod-
el. These factors are characterized with
higher visibility and differentiability, which
makes it easier for buyers to accept them.
This should not be overlooked by organi-
zations, manufacturing mobile phones
whose strategies emphasize on innovative
activity.

In conclusion it may be noted that this
research outlines only the main contours
of the degree of influence of various mo-
tivational factors on consumer innovative-
ness. To get a clearer picture representing
the situation in a particular economic area,
similar research related to other new prod-
ucts needs to be conducted. It is possible
that in these cases there are discrepan-
cies between the present and the results
thereof.

Another point which should be addressed
in future similar studies is the inclusion
of “The theory of rational action” and the
"ABC-method” as tools helping to over-
come the shortcomings of the Fishbein
model when sorting the motivational
factors in accordance with the different
groups of consumers adopting the new
product according to the Rogers’ model.
Thanks to these methods, the organiza-
tions can obtain much more objective in-
formation. This will identify opportunities
to develop the right combinations of mo-
tivational factors impacting on individual

e ,pPaHHO MHO3MHCTBO"” — OTHOCUTESTHUSAT
OSIN Ha Tasn KaTteropus noTpebutenu
e Hanm-ronam (nose4ye OT MoOJIOBMHATa
aHkeTupaHun). MNpeobnagasawiarta yYact
OT T9X Ca Mnagu, HecemenHun, paboTte-
LM, HO C AOXOAM OKOMO CpefHuTe 3a
CTpaHaTa. ToBa 3abaBsl TAXHaTa MHO-
BaTMBHOCT BbB BPEMETO M I'M NOATUKBA
[a Ce OCNaHAT OCHOBHO Ha MHdOpMa-
LMsSTa 3a HOBOTO MOKOJIEHMe Mobwun-
HM TenedoHHW anapaTu, cnoaeneHa c
TeXHW 6JM3KM M No3HaTU- ,JINGEPU Ha
MHeHue"”. Hain-Ba>xHNUTEe MOTUBALMOHHM
dakTopun 3a TAX ca GYHKLUMOHANHUTE U
NCUXO-EMOLIMOHATHUTE.

e ,KbCHO MHO3MHCTBO” - mMo-ronsMaTa
yacT OT TSX ca C Bucwe obpa3oBaHue,
CEMENHO aHraXxupaHu, Ha cpefHa Bb3-
pacT, [OXOAMUTE UM Ca MNoj CpeaHuTe.
Te He ca CKJIOHHM Aa noeMaTt pPUCK U
ObJIr0 U34yakBaT HOBOTO NMOKOJIEHNE MO-
6unHM TenedoHHM anapaTtn Aa AoKaxe
KayecTBaTa cu. [loBepsaBaT ce Ha Hal-
6nn3koTo cuM 0bkpbxkeHue. [lopagum
cneumnduyHmnTe 0CoO6EHOCTM Ha TEXHMUS
npodun, MOTUBALMOHHUTE daKTopy,
BNMSELWM Hall-CUTHO Ha MHOBALIMOHHA-
Ta UM aKTMBHOCT ca (PYHKLMOHANHUTE
N No3HaBaTenHuTe.

3. 'pynaTta Ha PyHKUMOHANHUTE daKTopu
MOXe Ja Ce pasrnexga KaTto Ham-CUSIHO
Bb3JeNCcTBala Npu B3eMaHeTo Ha pelle-
HME 3a MOKYnKa BbpXYy BCUYKM KaTeropmu
notpebutenu, pasrpaHnyasalym ce cnopen
moaena Ha Popxbpc. Tesu dakTopu ce
XapakTepusmpaT C No-BMCOKa BUAUMOCT U
OTFPaHMYMMOCT, KOETO M1 npasu No-aecHo
npueMawim ce ot Kynysauute. MIHpopma-
ums, KosiTo He 6uBa ga ce npeHebpersa
OT OpraHusaumu, 3aHMMaBaliM ce MNpowus3-
BOACTBO Ha MO6UAHU TenedoHHM anapaTu,
B UMUTO CTpaTermu ce 3ajara Ha MHoBa-
LMOHHATa AEMNHOCT.

B 3ak/loueHne MoXe Aa ce OoTHenexmu, ye
TOBa MpoyYBaHe o4yepTaBa CaMO OCHOBHU-
T€ KOHTYpM MO OTHOLWIEHWE CTEMeHTa Ha
Bb3[IEACTBME Ha OTAE/THUTE MOTUBALIMOH-
HW haKTopu BbpXy noTpebuTtenckata UHo-
BATUBHOCT. 3a Aa Ce NoJlyuu eaHa no-scHa
KapTuHa, NpeAcTaBALla CUTYaLMATa B KOH-
KpeTHa MKOHOMMYecka 061acT, € HyXHO
[Aa 6baaT npoBeAeHW aHaNorM4yHK Mpoyuy-
BaHWS, CBbpP3aHU C APYrM HOBW MPOAYKTU.
Bb3MOXHO € B Te3u cnydaum ga ce Habro-
[laBaT pa3MUHaBaHUA MexXAy HacTosAluTe
N MONYYEHUTE OT TAX pe3ynTaTu.

Opyr MOMeHT, Ha KOWTO creiBa Aa ce o6bp-
He BHMMaHue Npu 6baewm aHanormyHu mns-
cneaBaHus e BKtOYBaAHETO Ha ,TeopusaTa
3a pa3yMHoTo aencteue” u ,,ABC-metona”,
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consumer groups according to the model
of Rogers, which will reduce the level of
resistance to their new products and boost
the purchasing activity.

KaTo cpeAacTBa, nmoanomarawim npeoaons-
BaHETO Ha HepocCcTaTbLMTE Ha MoAesna Ha
OnwbanH, NpuM paHXWUpPaHETO Ha MOTUBa-
UMHHUTE aKTopu, NO OTHOLIEHWE Ha OT-
AenHuUTe rpynu notpebutenu, Bb3Npue-
MallM HOBWUSA MPOAYKT criopen mMoaena Ha
Popxbpc. bnarogapeHue Ha Te3n MeToaum
OpraHusauumTe Wwe MoraT Aa nosjy4yaT 3Ha-
ynTenHo no-obekTnBHa MHpopmauuns. Mo
TO3M Ha4YUH Le ce OTKPUAT Bb3MOXHOCTU
3a pa3paboTBaHe npaBUIIHU KOMBUHaLMK
OT Bb34eNCcTBaWM MOTUBALUMOHHM haKkTopu
BbpXy OTAENHUTE rpynute notpebutenu
cnopea Mogena Ha PoaXbpc, 4pe3 KoeTo
e HaManum cTerneHTa Ha pe3nCTeHTHOCT
KbM TEXHUTE HOBM MPOAYKTU U LLE CTUMY-
nvMpa nokynaTtenHaTta akTUBHOCT.
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