Ralitsa Zlateva

Electronic Word-of-Mouth Factors
Influencing the Customer Behaviour
and Buyer Decision Process in
Bulgaria

Ralitsa Lyubomirova Zlateva, PhD

Faculty of Business,

University of National and World Economy, Sofia
E-mail: ralitsa_z@mail.bg

daKTOpU Ha €JIeKTPOHHOTO

npenaBaHe OT yCTa Ha yCTa, BJiMsielum
BbpXy nNoBeAeHUETOo Ha noTpeburtensn
M pewieHMeTOo 3a NoKynka B bbnrapus

Panunua Jlio6omupoBa 3nareBa, OKTOPAHT

BbusHec dakynTeT,YHUBEPCUTET 3a HALUMOHANIHO U CBETOBHO
ctonaHcTtBo, rp. Codusa

E-mail: ralitsa_z@mail.bg

Abstract: The aim of the study is to examine the behaviour of consumers in emerging
markets such as the Bulgarian market, where the impact of social media and electronic
Word-of-Mouth is constantly growing. The results of this study should give general guide-
lines for developing and improving marketing strategies, which will allow Bulgarian compa-
nies to gain additional profit through usage of social media popularity and influence.
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Pes3rome: LleniTa Ha HacTosilyata CTatus € Aa M3C/1edBa MOBEAEHNETO Ha roTpebutenute
B pa3BuBaLUTE Ce Malapuv Kato O6bJrapCkus, KbAETO BJ/IMSHUETO Ha COLMAIHUTE MEAUM
M e/1IeKTPOHHOTO rfpeAaBaHe OT yCTa Ha yCTa HENpeKbCHAaTo ce pa3pactBa. Pesyntatute
OT TOBa rpoy4YBaHe AaBaTt o6LyM HAaCOKW 3a pasBuUTHE U MoA06psSBaHE Ha MapKETUHIOBU
cTpateruun, KOUTo Lje Mo3BOJIST Ha 6b/irapcknTe hupmm Aa rnosayydat AoMbIAHUTENIHA nevyasiba
upes U3rosI3BaHeTo Ha rornyaspHOCTTa U BINSIHUETO Ha COLUMATHUTE MEAUM.

KnroyoBun gymMun: eieKTpoOHHO rpegaBaHe OT yCTa Ha ycra, COLUMaIHn MEANUN, MAPKETUHI
Ha couyunasiHnte Mmeagnu, I'IOTpe6MT6ﬂCKO rnoBegeHne

JEL koposerte ca: L14, [21, M21, M31, M37.

I. Introduction I. BbBeaeHue

TpaanumoHHoTo (odnaiH) npenaBaHe oOT
yCTa Ha yCTa e Agokasaso, 4ye MMa 3Hauu-
Ma pofs Mpu pelleHMsaATa 3a MOoKynka Ha
KIMEeHTUTE. HaBiM3aHEeTO Ha pas/nMdHuTE
UHTEPHET CTPaHUUN N NPUNOXKEHUA Ha CO-
umanHuTe Meamu yBenuyasaT OnuMUTE Ha
notpebutenute 3a 6e3MpucTpacTtHO CMno-
aensHe Ha wuHdopMauus 3a npoayKTuTe
M CBbp3aHW C MNON3BAHETO MM CbBETU, aH-
raXXvpamkn rm B eNeKTPOHHOTO npenaBa-

Traditional (offline) word-of-mouth has
proven that it has a meaningful role for
customers’ buying decisions. The advent
of the different social media websites and
applications have extended consumers’
options for unbiased sharing of product
information with other consumers and
their own consumption-related advice
by engaging in electronic word-of-mouth

(eWOM). Considering the characteristics
of Internet communication (e.g., directed
to multiple individuals, available to other
consumers for an indefinite period of time

He OT ycTa Ha ycta (eWOM). C orneg Ha
crneunduKnTe Ha UHTEPHET KOMYHUKaLMS-
Ta (Hanp., ToBa, Ye € HacoYeHa KbM rosisiM
6poi xopa, AOCTbMHA € 3a Apyru noTpebu-
TeNn 3a HeonpeaesneH nepuos OT BpeMe U
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etc.), eWOM deserves the serious atten-
tion of marketing researchers and manag-
ers.

II1. Literature review

Recently, enormous number of articles
about electronic Word-of-Mouth (eWoM)
is published because of the growing inter-
est in social media and eWoM. The most
of them are based on several prominent
studies in the field of traditional Word-of-
Mouth (tWoM) and eWoM such as WOM
communication motives by Dichter, who
identified four main motivational catego-
ries of positive WoM communication; the
study of Engel, Blackwell and Miniard who
modified Dichter’s typology, renaming the
categories and introducing an additional
motive; the study of Sundaram et al. who
identified eight motives for consumer WoM
communication, several of which corre-
spond with categories originally suggested
by Dichter (1966) and Engel (1993) et al.

The following article leans on the classi-
fication of Andrea Krier and Dr. Johannes
Schmidt (2011) about determinants in-
fluencing on eWoM and Buyer decision
process as the specifics of the Bulgar-
ian market are taken into consideration.
The above mentioned determinants are
sorted according to their relevance for
the achievement of enterprises’ market-
ing objectives and are arranged in an as-
sessment scale. The very well organized
determinants classification and practical
approach are the reason their study to be
chosen as a theoretical basis of this article.

Aim of the following article is to explain
how the firms can effectively use social
media tools in a context of good knowl-
edge about Web-based opinion-platforms,
consumer-to-consumer communication,
determinants influencing these informa-
tion streams and instruments to guide
them in a direction desired by the compa-
ny. Main task is considering the compli-
cated economic conditions in Bulgaria and
the financial difficulties, which many com-
panies are experiencing, to formulate tools
for efficient using of social media because
this could be of great importance for their
existence and successful development.

However, they could be also a very good

T. H.), eWOM 3acnyxaBa CEPMO3HO BHUMa-
HMe OT CTpaHa Ha MapKeTUHroBuTe u3cne-
[OoBaTenn n MEHNOXbPMW.

I1. Npernen Ha nuTepartypara

B nocnegHo BpeMe ce nybnnkyBa OrpoMeH
Opoli cTaTUM OTHOCHO EeJIEKTPOHHOTO Npeaa-
BaHe OT yCTa Ha yCTa nopaawn HapacTealms
WHTepec KbM coumanHuTe meamu. NMoeseyeTto
OT TaX ca 6asMpaHn Ha HAKONKO BUAHWN U3-
cneaBaHus B obnactrta Ha TpaAWMUMOHHOTO
N eNneKTPOHHOTO npefaBaHe OT yCTa KaTo
KOMYHMKaUMOHHNTE MOTUBM Ha NnpefaBaHe-
TO OT yCTa Ha yCTa Ha [luxtep, KOUTO naeH-
Tndnumpa 4eTmMpym OCHOBHU MOTMBALMOHHMU
KaTeropum Ha MoJIOXWUTENHOTO npeaaBaHe
OT yCTa Ha ycTa; Tpyaa Ha EHren, bnekyen
n ManHbpa, KOMTO MoanduuMpaT TUMNONO-
rmaTa Ha [uxTtep, NpeMMeHyBamku Katero-
punTEe N BbBEXAANKM AOMbJHUTENIEH MO-
TUB; mnscnegBaHeTo Ha CbHAapaM M ekuna
My, KOeTO AeduHMpa OCEM MOTMBA 3a KO-
MYHMKaUMsTa OT YCTa Ha yCTa Ha noTpebu-
TenuTe, HAKOM OT KOUTO KopecnoHAupaT C
KaTeropum, NbpeBoHa4vasHO NMpeanoXxeHn ot
Onxtep (1966) n Exren (1993) u ap.
Hactoswarta cratus ce onupa Ha Knacu-
dukaumaTa Ha AHapea Kpuep n MoxaHec
Wmmua (2011) OTHOCHO AeTepMUHAHTUTE,
BNMSIEWM BbpXYy MpoLeca Ha eNeKTPOHHO-
TO nNpefaBaHe OT yCTa Ha ycTa M npoueca
Ha B3eMaHe Ha pelleHue 3a NOKynkKa, Kato
Ca B3eTM MOoA BHMMaHMe crneundunkuTe Ha
6barapckna nasap. [pyynHaTa THAXHOTO
n3cneasaHe aa 6bae n3bpaHo 3a TeopeTny-
Ha OCHOBa e MHOro aobpe opraHmM3aupaHaTta
Knacmdukaums Ha AeTeEPMUHAHTUTE U Npak-
TUYHMSA NOAX0A Ha TAXHOTO NMpOy4YBaHe.
Llen Ha HacToswaTa cTatus e aa ce 065CHu
Kak dmpMmTe MoraT Aa npunarat edekTuBs-
HO WMHCTPYMEHTUTE Ha couunanHuTe Meaunu
B KOHTEeKCTa Ha fobpo nosHaBaHe Ha yeb-
6asnpaHnTe nnathopMm 3a M3passBaHe Ha
MHEHWEe, KOMYHMKauusaTa mexay notpebu-
TenuTte, AETEPMUHAHTUTE, BAUSIEWLN BbpPXY
Te3n MHQOPMALMOHHM MNOTOUM WU WHCTPY-
MEHTMTE, HanpaBisBallM r'm B Nocoka, xe-
NlaHa oT KoMnaHusaTa. OCHOBHAa 3agava e,
UMakn npeaBus C0XHUTE MKOHOMUYECKMU
ycnosust B bbarapma n duHaHcoBuTe 3a-
TPYOHEHUS, KOUTO MHOro drpMn n3nuTear,
na 6baat dopMynmpaHm Mepknm 3a edek-
TUBHOTO M3MOJSI3BAaHE Ha couManHuTe Me-
aun, T. K. ToBa 6u mMorno ga 6bae ot rons-
MO 3Ha4yeHMe 3a TAXHOTO CblUecTByBaHe U
yCMNeLwlHO pa3BuTHe.

OcBeH TOBa Te MoraTt ga 6baat MHOro Ao-
6pa 6a3a n 3a epeKTMBHOTO NpuaaraHe Ha
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base for efficient application of permission
marketing. This is the privilege and ability
of delivering personal and relevant mes-
sages to people who actually want them
(Mokreva & Antonova, 2009). The major-
ity of the Bulgarian companies do not have
good understanding what is important or
relevant for their clients and social media
gives them another option to improve in
this area.

III. Methodology

In order to be formulated successful tools
for efficient using of social media by busi-
ness organazations was developed a ques-
tionnaire asking consumers about their
opinion and behaviour. The questionnaire
contains eighteen closed questions and
the average time for their completing was
just under 15 min. After excluding eight
cases containing missing or inconsistent
information, the final sample consisted
of 106 successful fulfilled questionnaires.
The participation in the survey was com-
pletely voluntary so that the results could
be defined as impartial.

Target group of the practical study
whose results are used in the present ar-
ticle are young people between 20 and 35
years with university degree in their early
professional career. Currently all live in the
capital city, the majority holds administra-
tive positions and 64,3% of the respodents
are women. Taking into consideration the
current situation on the Bulgarian labour
market and the official national statistics
they can be described as the most prom-
ising i. e. solvent current and future con-
sumers.

The empirical results and assessments
of consumer’s activity in social media
are based on data given by 106 people, so
they do not claim to be unarguable, but
they certainly can be used as a basis for
further studies of hypotheses and trends
in the development of Bulgarian consum-
ers’ behaviour.

The review of the foreign literature has
led to the suggestion that there are cer-
tain social media tools i. e. platforms
which are used frequently by the consum-
ers for expressing their opinion (Safko &

MapKeTMHra Ha No3BoJieHMeTo. ToBa e npu-
BUNErnsaTa U Bb3MOXHOCTTA 3a MNpeaocTa-
BSIHE Ha JIMYHM U peneBaHTHU CbobLleHUs
Ha Xopa, KOWTO AENCTBUTENHO M ucKaT
(MokpeBa & AHTOHOBa, 2009). MMo-rons-
MaTa yacT oT 6barapckute dupmu BCe oue
HSMaT AOCTaTbyHO f06pOo pa3zbupaHe KakBoO
€ BaXXHO WJ/IM 3HAYMMO 3@ TEXHUTE KITMEHTU
N couMasnHMTe Meauu UM AaBaT owe efHa
Bb3MOXHOCT [a Ce YCbBbpPLUIEHCTBAT B Ta3u
Hacoka.

III. MeTtoponorus.

3a ga 6baaT GopMynmMpaHu yCcrnewHu Mepkm
3a edeKTMBHO M3MNOSIBaHe Ha couuanHuTte
mMeanun ot 6bmsHec opraHmsauunnTe be cb3na-
A€eHa aHKeTa, MHTepecyBalla ce OT MHeHKe-
TO U noBeAeHMeTo Ha notpebutennte. AH-
KeTaTa CbAbpXa 18 3aTBOpeHM Bbnpoca u
CpeaHoTO BpeMe 3a MOoMb/IBAaHETO UM e MNoj,
15 MuH. Cnen u3KkNYBaHETO Ha 8 aHKeTu
C nMnNcBalla uan HepeneeaHTHa WHdoOpMa-
LMs, OKOH4YaTeHaTa n3Baaka cbabpxxa 106
yCMNEewWwHOo NoMb/IHEHM aHKETU. YyacTmeTo B
n3cneaBaHeTo e Hamb/HO A0O6pPOBOHO U
nopaaw ToBa pesynTtatute moraTt ga 6vaart
onpeaeneHn Kato 6e3npucTpacTHu.
LleneBa rpyna Ha npakTUYEeCKOTO W3-
cnepBaHe, 4YMUTO pe3ynTaTtM ce WU3MNon3-
BaT B HacTosiLlaTa CTaTus, ca MNagaum xopa
Ha Bb3pacT Mexay 20 u 35 roguMHuM C BU-
Cclwe obpasoBaHMe B Ha4yasloTo Ha THAXHATa
npodecmoHanHa kapuepa. KbM MoMeHTa
BCUYKWN XMBEAT B CTO/MLATA, MHO3MHCTBO-
TO 3aeMa agMUHUCTPATUBHU OJTbXHOCTU U
64,3% oT y4yacTBawuTe ca xeHu. Nmarikn
npeaBna HacToswaTa cuTyaums Ha 6barap-
CKMs nasap Ha Tpyaa n oduumanHuTe Ha-
LMOHA/IHW CTaTUCTUYECKM AaHHW, MOoraT Aa
6baaT onucaHM KaTo Han-obellaBawmTe,
T. €. cpef Han-nnaTexocnocobHMUTe HacTo-
awm 1 6baewmn notpeburtenu.
EMNupuyHMUTE pe3ysiTaTu U OLl€HKM OT-
HOCHO aKTMBHOCTTa Ha noTtpebutenute B
coumanHuTe Meauum ce OCHOBaBaT Ha AaH-
HW, gageHn ot 106 aywu, v nopaau ToBa
He ce TBbpAM, Ye ca 6e3cnopHM, HO Te CbC
CUTYPHOCT MOraT Aa Cce M3Mnos3BaT KaTo ocC-
HOBa 3a MO-HaTaTblUHM M3CNeaBaHUs Ha
XMMNOTE3N U TEHAEHUMM B PasBUTMETO Ha
noBeaeHNETO Ha b6barapckute noTpebute-
.

MpernenbT Ha YyXAaecTpaHHaTa nuTepaTypa
BOAM A0 NpeanofioXXeHNEeTo, Ye CbLLecTBY-
BaT onpejeneHun cpeacTBa Ha couumanHuTte
Meaumn, T. e. nnathopMm, KOUTO Ce M3Non3-
BaT 4yecTo OT noTpebutenuTte 3a M3passsa-
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Brake2009; West & Turner 2009; Kozi-
nets, Valck, Wojnicki & Wilner, 2010). To
determine the specific preferences of the
Bulgarian consumers they were asked to
check which are the most used and popu-
lar social media types according to their
opinion and which of them they personally
use. The results are shown on the table
below.

He Ha MHeHue (Safko & Brake, 2009; West
& Turner 2009; Kozinets, Valck, Wojnicki &
Wilner, 2010). 3a onpegensHe Ha cneuu-
dUyHNTE NpeanoYnTaHmns Ha Gbarapckute
notpebutenn, Te 6g9xa NoOMoNeHn ga map-
KupaT KOu cnopeg TaX ca Han-n3non3BaHu-
TE 1 MONynsipHU BUAOBE COLMANTHU MEANN U
KOM OT TAX Te NIMYHO nonseaTt. Pesyntatute
ca npeactaBeHW Ha TabnuuaTa no-zony.

Table 1. Ranking of social media according its popularity
Tabnuua 1. PaHXupaHe Ha counanHMTe Meamn no nonynspHoOCT

Number of respond- Ranking media accord- Percentage of re-
ents who believe the . . h spondents who believe
Social Media media is popular ing to its popularity the media is popular
CounanHa meaus Bpoi aHkeTUpaHy, M:l":::'gi:i::ﬂ MpoueHT aHKeTUpaHK,
cuuTallm MeamaTa 3a nonynApHocTTa cyuMTalm MeausTa sa
nonynsipHa nonynsipHa
Blogs / bnorose 28 9,30% 26,50%
Microblogs / Mukpobnorose 32 10,63% 29,60%
Social Networks
103 34,22% 97,40%
CouuanHu Mpexwu
Data Sharing Media
Meauu 3a criofensiHe Ha 90 29,90% 85,20%
AaHHU
Social Bookmarkin
9 8 2,66% 7,80%
CoumaneH 6yKMapKuHr
Forums / ®opymu 40 13,29% 37,80%

Source: Own calculations using information from a survey among 106 people
N3TouHMK: COOCTBEHM U3YMC/IEHNS M0 MHGOPMaLMs OT NMPoBeAEHa aHKeTa cpes 106 gyium

Around 85% of the respondents have an-
swered that they know different websites
from the group of data sharing social me-
dia as YouTube and SlideShare and think
they are popular. Possible reason for these
results is that this type of media provides
useful information such as advices in vari-
ous areas, video manuals for installation,
troubleshooting guides etc.

In relation to this it is not surprising that
the most popular answer among the re-
spondents with about 97% is social net-
works as Facebook, Google+ etc. They
are also frequently used by consumers
for finding help or advice, but their main
strength is their social function - people
find friends from their past, stay in contact
with people who are far away and join dif-
ferent societies and groups, which people
feel they belong to.

To a certain extent the above mentioned
assumptions are confirmed by the answers
to the second question from the survey

Okono 85% OT aHKeTMpaHUTE Ca OTroBO-
punun, 4ye no3HaeaT pasfiIMYHM CanUToBE OT
rpynata Ha couuvanHuTe Meamn 3a obMmeH
Ha gaHHuM kato YouTube u SlideShare u
CMATaT, 4e Te ca nonynsapHu. Bb3MoxHa
npuyMHa 3a Te3un pes3ysTaTv e, Ye TO3U T1n
Meaun npefocTtaBs nonesHa MHdopmaums,
KaToO Hanp. CbBETM B pasinMyHu obnactuy,
BUAEO PbKOBOACTBA 3a MOHTaX, yNbTBaHUS
3a OTCTpaHsBaHe Ha NpobnemMu u T. H.

B Tasu Bpb3Ka He e U3HeHaABallo, Yye Hal-
nonynsipHUAT OTrOBOp cCpea 3anuTaHuTe,
C OoKosio 97%, e couuanHu Mpexu KaTo
Facebook, Google+ 1 T. H. Te CcbLW,0 ca Yec-
TO M3MNoN3BaHW OT noTpebutennte 3a Ha-
MMUpaHe Ha MoMOoL WM CbBET, HO TAXHaTa
OCHOBHa cunia e coumanHata um dyHKUMSA
- XOpa HaMupaT NpUsaTenn oT MMHANoOTO CH,
noaabpXKaT KOHTAKT C XOpa, KOUTO ca Aa-
nedy, n ce npucbeamHaBaTt KbM pa3/iMyHU
obuiectBa M rpynm, KbM KOWTO 4YyBCTBaT,
ye NpuHagiexar.

B u3BecTHa cTeneH Mno-rope u3BeaeHuTe
npeanosioXXeHns ce noTebpXaasaT M oOT
OTroBOpuUTE Ha BTOPWUS BbMPOC OT M3CNea-
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where respondents give information about
their personal use of social media. Almost
99% from them use social media for shar-
ing data. However, only 84% consider
themselves as active users of social net-
work sites. The main reasons for that are
usually lack of time and demand for more
privacy.

Besides popularity of different social me-
dia types, another very important issue
that concerns the firms is user’s consump-
tion which can be measured trough fre-
quency and duration of social media usage
(Bansal & Voyer, 2000; Chevalier & Mayz-
lin, 2006). Following two figures illustrate
very well Bulgarian consumers’ opinion
and behavior.

BaHETO, KbAETO 3anuTaHuTe aasat nHdbop-
Mauusa 3a nnyHaTa ynotpeba Ha coumasnHu
mMeamun. Moyt 99% OT TAX M3Mon3eaTt co-
uManHMTe Meamu 3a CnoAensiHe Ha AaHHW.
Bbnpekn ToBa camo 84% ce onpegenar
KaTo aKTMBHM noTpebutenu B coumanHuTte
Mpexun. OCHOBHUTE NPUYMHM 3a TOBa 06UMK-
HOBEHO Ca /iMnca Ha BpeMe U XenaHue 3a
3anasBaHe Ha IMYHOTO NPOCTPaHCTBO.
OcBeH NonynspHOCTTa Ha pasMYHUTE BU-
[0Be couManHu Meaumun, Apyr MHOro BaKeH
BbMNPOC, KOMTO MHTepecyBa dupmuTe, e no-
TpebneHnerto, Koeto Moxe ga 6bvae mame-
peHo 4pe3 yecTtoTaTa M NPOABLIKUTENHOCT-
Ta Ha W3MNoJ3BaHe Ha couManHUTe Meaunu
(Bansal & Voyer, 2000; Chevalier & Mayzlin,
2006). CnegHuTe aABe purypu oHarneaasaTt
MHOro gobpe MHEHMETO U NOBEeAEHWETO Ha
6barapckuTe notpebutenn.

96,50%
100,00%
80,00%
60,00%
40,00%
20,00% 2,60% 0,90% 0%
SEEED A A
0,00%
Evetyday 2—3timesa 4—-5timesa 1 time per
Bcexkn peH week month month or less
2—-3nbTH 4—-5nbTH 1 NbT MeceyHo
ceaMWUYHO Mece4yHo WK NO-ManKo

Figure 1. Frequency of use of social media
durypa 1. YectoTa Ha U3MNoN3BaHe Ha CoLUManHUTE Meaumn

Source: Own calculations using information from a survey among 106 people

N3TouHMK: CO6CTBEHM M3UMCIeHns No nHgopmMaLums oT NpoBedeHa aHkeTa cpea 106 aywmn

The survey results are unambiguous -
96,5% of the respondents use social media
sites every day while around 48% of them
spend more than 10 hours online. Indeed
they are not always active, but are reach-
able and technically their behavior in the
social media space (and not only there)
can be traced almost constantly. It is also
interesting that none of the respondents
has stated that he or she uses social media
less than 2-3 hours a week. This practical-
ly means that everybody from the above

Pesyntatute OT npoy4yBaHeTo ca HeaBY-
cMucneHn — 96,5% oT aHKeTupaHuTe U3s-
nonsBaT coumanHn Meamm BCEKU AEH, KaTo
okono 48% OT TaAx npekapsaT rnoseve OT
10 yaca oHnanH. B AelCTBUTENHOCT Te He
BMHArM ca akTUMBHW, HO MOXe Aa ce OCb-
LLLEeCTBM KOHTAKT C TAX U TEXHUYECKM MNoBe-
OEHWETO UM B MPOCTPAHCTBOTO Ha couman-
HUTe Meaun (M He caMo TaM) MOXe Aa ce
npocneam NoYTu NOCTOSAHHO. NHTepecHo e
CbLUO Taka, Ye HUTO eauH OT aHKeTUpaHu-
Te He e 3asBW/l, Ye U3Noa3Ba coumanHuTe
Meaun Mo-Masko oT 2-3 4yaca CeaMWYHO.
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100,00% -
80,00% -
60,00% -
47,80%
40,00% -
18,70% 20,40%
20,00% - 13,00%
, (0]
0,00%
Wi
0,00% T T T T T
Do not use Upto2-3 3—-6 hours 7—9 hours Over 10
social media hours 3—-6uyaca 7—9y4aca hours
He nonszsam [Jo2-34aca Hag 104aca
COLMANHM
e

Figure 2. Time spent on social media
durypa 2. Bpeme, npekapaHo B couuanHuTe Mmegmu

Source: Own calculations using information from a survey among 106 people
U3TOuHMK: COBCTBEHN M3UMCNEHNS MO MHpOPMaLMs OT NpoBeAdeHa aHkeTa cpes 106 aywn

mentioned target group can be reached by
firms through social media as long as they
have common approach to these people.

After collection, systematization and anal-
ysis of general information about the use
of social media, it is definitely clear that
it has a direct impact on a certain part of
Bulgarian consumers and rather indirect -
on companies’ marketing and sales. In this
context, the next part of this study focuses
on the main determinants presenting the
impact of social media on consumers and
in particular their decision to purchase a
certain product.

As it already has been mentioned the fol-
lowing study leans on the classification of
Krier and Schmidt who divides the deter-
minants influencing communication in the
online space into two groups - those which
were transferred from traditional Word-
of-Mouth to electronic Word-of-Mouth and
those which are related to the commitment
of the various parties involved in the pro-

ToBa Ha MpakTUkKa O3Ha4yaBa, 4Ye BCEKM OT
LuenesaTa rpyna moxe ga 6bae AOCTUrHaT
oT (hMpMUTE NOCPEACTBOM COLMANTHUTE Me-
AWW, CTUra Te Ja MMaT MpaBuIeH Noaxon
KbM Te3n xopa.

Cnen cbbupaHe, cucTemMaTUsMpaHe U aHa-
M3 Ha uanata uHdopMaumns 3a nsnonsea-
HETO Ha couunanHWUTe Meann, KaTeropuyHo
CTaBa SICHO, Ye TO UMa MpPSIKO Bb3AeNCTBUE
BbpXy OnpeaenieHa 4acT oT 6barapckute
NoTpebuTeNN N NO-CKOPO HEMPSIKO - BbPXY
MapKeTUHra n npoaax6uTte Ha dupmuTe. B
TO3M KOHTEKCT, cniefiBallaTa 4acT oT cTaTu-
AaTa ce poKycMpa BbpXy OCHOBHUTE AeTep-
MWHAHTW, NpeacTaBsilWM BAUSIHUETO Ha CO-
unanHuTe MeauMu BbpXy MOTpebuTenuTte u
no-crneumanHo BbpxXy TAXHOTO pelleHune 3a
NMOKymnKa Ha onpeaeneH npoaykKT.

KakTo Beye 6e cnoMeHaTo HacTosaTa CTa-
TUS Ce OCHOBaBa Ha knacudukauusta Ha
Kpuep v WMKAa, KOUTO paspensaT AeTepMu-
HaHTUTe, BNMSIELWM BbpPXYy KOMYHMKauUUsTa
B OHJIAaMH MPOCTPaAHCTBOTO, Ha ABE rpynu
— MPEexBbp/IeHN OT TPaAULMOHHOTO KbM
€IeKTPOHHOTO NpeZlaBaHe OT yCTa Ha ycTa,
W ApYru, KOUTO Ca CBbP3aHM C pasINyHu-
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cess of eWoM. The same logic is followed
in the formulation of the survey questions
as the respondents answered according
to their impressions about their behavior
without having a clue what it could mean
and that it is an indicator related to the
above mentioned determinants.

Homogeneity, source reliability and expert-
level of message’s recipient are distin-
guished as determinants with the biggest
influence from the first group (Fitzpatrick,
2007; Rauschnabel, Ivens & Mau, 2012).

Homogeneity describes subjectively per-
ceived similarity between parties (persons
or companies) sending and receiving mes-
sages in the frames of the communication
process. In connection with the defini-
tion of this concept, it is concluded that
the main part of communication between
people takes place between resembling
personalities. The survey results confirm
this statement - the subjective sense of
resemblance to the image and the mes-
sage of certain social media or website in
general is determining whether they will
be visited by the users. About 74% of the
respondents support this assertion with
their answers saying that they would pre-
fer to visit social media websites which are
similar to their interests and have attrac-
tive interface.

The source reliability is also often given as
an important factor which is decisive for
Bulgarian user whether she or he will trust
the respective media. 65% of the answers
illustrate this opinion. In this context it is
important to define the meaning of this
determinant. It is referred as a level of
expertise of the sending eWoM messages
party and describes its ability of present-
ing infor mation on a certain topic in order
to achieve its goals. This finding suggests
that companies should pay attention not
only to the themes and vision of their pro-
files in social media, but should take time
to build trust and a closer relationship with
their target groups. Obviously the world
trend toward more personal B2C relations
is also observed in Bulgaria.

Another very important factor for determi-
nation of Bulgarian consumers’ behavior is
expert-level of message’s recipient. About

Te CTpaHu, yyacTBallM B Nnpoueca Ha enek-
TPOHHO NpejaBaHe OT ycTa Ha ycTta. Cbua-
Ta noruka ce cneasa npu GopMynnMpaHeTo
Ha BbMpoOCUTE B U3C/NeABaHETO, KaTo aHKe-
TUpaHUTE OTroBOPAT criopes BneyaT/eHns -
Ta 3a nosefeHneTo cu, 6e3 ga 3HaAT KakBo
O3HayaBa TO M 4Ye e rnokasaTen, CBbp3aH C
NOCOYEHUTE MO-rope AETEPMUHAHTU.
XOMOreHHOCT, HageXAHOCT Ha M3TOoYHMKa
N eKCNepTHO HMBO Ha nosiyyaTtens Ha no-
C/IaHMETO Ca OT/IMYEHU KaTo AETEPMUHAHTH
C Han-ronsamMo BAUSHWE OT MbpBaTa rpyna
(Fitzpatrick, 2007; Rauschnabel, Ivens &
Mau, 2012).

XOoMOreHHocTTa onucea CybeKTUBHO Bb3-
NpMeMaHoOTO CXOACTBO MeXAy CTpaHuTe
(nuua vnu dupmm) Npu usnpawlaHe n no-
NydyaBaHe Ha cbobleHns B paMKuTe Ha
npoueca Ha KOMyHuKauums. BbB Bpb3ka C
AedUHUPaAHETO Ha TOBa MOHATUE MOXe Aa
Cce 3aKJ1loun, Yye OCHOBHAaTa 4acT OT KOMYy-
HUKauMSaTa Mexay xopaTta ce OCbLLecTBsBa
Mexay npuavyalim cu nMyHocTu. Pesyn-
TatuTe OT W3CNeABaHeTo MoTBbpXKAABaT
TOBa TBbpAeHWe - CyBeKTUBHOTO ycellaHe
3a npunuvka c obpasa 1 NOCNaHMETO Ha HS-
KOS coumanHa mMeamsl Uan camT KaTo usanio
onpenenar ganuv Te we 6baat noceteHn ot
notpebutenute. Okono 74% oOT aHKkeTupa-
HUTE MOAKPENSAT TOBA TBbPAEHNE C OTrOBO-
puTe cu, Ye 6Mxa npeanoyeny aa noceTar
coumanHn Meamm, KouTo ca nopobHu Ha
TEXHUTE MHTEPECUM U MMAT aTPaKTUBEH UH-
Tepdelic.

HazexaHoCTTa Ha M3TOYHMKAa CbLUO YecTo
ce paBa KaTo BaxeH dakTop, KOWUTO e oT
pewasawo 3HayeHne 3a Hbarapckus no-
TpebuTten 3a ToBa Aanu TOW LWe ce AoBe-
pn Ha CboTBeTHaTa Meams. 65% ot oTro-
BOpUTE MOTBbPXAaBaT ToBa CTaHoBMLe. B
TO3M KOHTEKCT € BaXKHO Ja ce AeduHupa
3HAYEHMETO Ha Ta3Wn AeTepMMHaHTa. T4 ce
CBbp3Ba C HWMBOTO Ha eKCrnepTHU Mo3Ha-
HMUSA Ha mM3npalaliata nocsiaHusa cTpaHa u
onucea cnocobHocTTa M 3a npeacTaBsiHe
Ha nHdopMaumna nNo gageHa Tema, Taka Je
Aa rnocTurHe uenute cu. ToBa rMokassa, ye
KoMnaHuuTe TpsbBa aa o6bpHaT BHUMAHME
HEe CaMO Ha TeMUTE U BU3NATA HA TEXHU-
Te npodunu B coumanHuTe Meamun, Ho 1 Aa
OTAENAT BpEME 3a u3rpaxzgaHe Ha fosepue
N N0-6/1M3KM OTHOLUEHUSA C TEXHUTE LIeNIEBU
rpynu. O4yeBMAHO CBeTOBHAaTa TeHAEHLUMUSA
KbM MO-IMYHU OTHOLLIEHUS Mexay busHeca
N KIneHTUTe ce Habnogasa n B bbarapus.
Opyr MHOro BaxkeH hakTop 3a onpeaensHe
Ha noBeAeHWeTo Ha noTtpebutennte B Bbn-
rapus € eKCcnepTHOTO HMBO Ha nosy4vaTtens
Ha nocnaHudata. Okono 78% oT aHkeTupa-
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78% of the respondents said they very
rarely seek information in social media
when they feel they have enough knowl-
edge on certain topic.

In this context a study from 1991 of Dr.
Herr and his team arouses interest for this
research and the analysis of its results.
Their experimental study shows that the
impact of Word-of-Mouth decreases as
much as more information the user has
received previously (Herr, Kardes & Kim,
1991). Therefore, it can be made a con-
clusion that the impact of Word-of-Mouth
weakens, the higher the level of expert-
level of message’s recipient is. This state-
ment allows to be concluded that in this
aspect the Bulgarian consumer does not
differ significantly from the statistical av-
erage westerner.

There are also significant determinants
from the second group influencing factors
for creation and distribution of electronic
Word-of-Mouth. They are summarized as
the so called “commitment”. For the pur-
pose of this article it will be used the defi-
nition of Zaychkovski. According to him
the commitment represents the adopted
by an individual relevance of a fact on the
basis of its subjective needs, perspective
and interests (Zaichkovsky, 1985). Bulgar-
ian consumer’s opinion shows that in this
group there are basically two major de-
terminants with significant influence and
more specifically - the social media’s com-
mitment and consumer’s commitment.

Social media’s commitment describes how
a user is activated by contact with certain
media. Consequently Internet is domi-
nated by those social media websites that
managed to offer useful and easily acces-
sible information in an attractive way for
users. Important condition is the data to
be purposefully managed and well struc-
tured. This will increase websites’ popular-
ity, create better consumers’ experience
and make such social media websites more
preferred than others (Oetting, 2009; Ka-
plan & Haenlein 2010). The data gained
in the research show that about 61% of
the respondents share this opinion. Pos-
sible reason for that percentage not being
higher is that working people are also in-
terested in specific topics. Therefore, at-

HUTE Ca 3asBW/IN, Ye MHOr0 psSAKOo TbpCAT
nHdbopMauus B coumanHUTe Meamun, Korato
YyBCTBaT, Y€ MMaT AOCTAaTb4YHO MO3HaHUS
no onpejenieHa Tema.

B TO3M KOHTEKCT eAHO NpoyyBaHe oT 1991 r.
Ha A-p Xep M ekuna My nNpeacTaBnsiBa MH-
Tepec 3a HacToswaTa CTaTmMs 1 3a aHanusa
Ha pe3ynTaTuTe OT u3cneaBaHeTo. TAXHOTO
eKCnepuMeHTasHO Ku3cneaBaHe MOKa3Ba,
ye BANSHMETO Ha NpefaBaHETO OT yCcTa Ha
yCTa HaMasnsiBa TO/IKOBa, KOSIKOTO noBeuve
MHdopMaumsa noTpebuTenaTt e noayymn no-
paHo (Herr, Kardes & Kim, 1991). OT ToBa
MOXe [fAa Ce HanpaBu 3aKJ/IlDYEeHWETOo, 4e
Bb34ENCTBMETO Ha NpeAaBaHETo OT yCTa Ha
ycTa otcnabsa, KOMKOTO MO-BMCOKO € eKC-
NepTHOTO HMBO Ha MNojslyyaTens Ha nocna-
HusaTa. ToBa TBbpAEHME MO3BOMSBA Aa ce
3aK/Iloun, Yye B TO3M acCnekT GbarapckusT
notpebuten He ce pasnmMyaBa 3Ha4YUTENHO
OT CpeaHO CTaTUCTUYECKMsl 3anagHOoeBpo-
neeu.

MMa 1 3HaUMMKU OeTepMUHAHTM OT BTOpaTta
rpyna Bnvsieln akTopu 3a Cb34aBaHETO U
pa3npoCTpaHEHMETO Ha €/IEKTPOHHOTO npe-
JaBaHe OT yCTa Ha ycTa. Te ca 0606LeHu
noA MOHSATUETO ,aHraXupaHocT". 3a uenu-
Te Ha HaHacToswaTta CTaTus Ce M3Mos3Ba
onpegeneHMeTo Ha 3anydkoBcku. Cropea
HEero aHraxxmpaHocTTa npeacTaBnsBa Bb3-
NpuMeToTO OT NHAUBMAA 3HAYEHME Ha AaLEeH
@daKT Bb3 OCHOBa Ha HeroBuTe CybeKTUBHMU
HY>XAW, Bb3rnean n nutepecu (Zaichkovsky,
1985). MHeHMeTO Ha 6barapckus noTpebu-
Ten nokasea, Ye B Ta3u rpyna KaTto ussio
MMa ABE OCHOBHWU AETEPMUHAHTU CbC 3Ha-
UMMO BJSINSIHME N MO-KOHKPETHO - aHraxwu-
PaHOCT Ha COUMANTHUTE MeaAnn N aHraxxmpa-
HOCT Ha noTpebutens.

AHraxmpaHocTTa Ha counasHuTe Meauu
OonuncBa Kak gaaeH notpebuTten ce akTuempa
NP KOHTaKT C HAKou Meaun. CneposaTen-
HO MHTEPHET € AOMUHMPAH OT Te3u couman-
HM Meaun, KOUTO ycnsaBaT Aa NpeaocTaBsAT
nosesHa M NecHo AO0CTbMHa MHdopMaums
No aTpakTMBEH 3a noTpebuTennTe HauuH.
BaxxHO ycnoBue e gaHHuTe Aa 6baaT uene-
Haco4eHOo ynpaBnsiBaHW W fobpe CTPyKTy-
puvpaHu. ToBa yBenn4yaBa MNOMyAsApHOCTTA
Ha WMHTEPHET CTpaHMuuTe, Cb3aaBa Mo-4o-
6po BneyaTsieHMe y noTpebutennte mn npa-
BW Te3U coumanHn Meanm rno-rnpeanoyvymTaHm
cnpsimo octaHanuTte (Oetting, 2009; Kaplan
& Haenlein, 2010). AaHHuTe, NnpnaobuTtn ot
n3cnenBaHeTo, MoKasBaT, 4e okoso 61%
OT aHKEeTMpaHuTe CNoAEeNSAT TOBa MHEHMe.
Bb3MOXHa NMpuYMHa TO3M MPOLEHT Aa He e
no-Bucok e, ye paboTtewmTe Xopa ce WH-
TepecyBaT OT no-cneundunyHn Temum. ETO
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tractiveness of data presentation or web-
site’s popularity is not so important for
them. 39% of the respondents agree with
that statement.

Consumer’s commitment describes the
natural tendency of users to give their
opinion about new or already known prod-
ucts. Users who are active in social media
believe that in this way they demonstrate
their awareness and/or emphasize their
social status (Brown, Lee & Broderick,
2007). Since most of those people do not
have any commercial interest when shar-
ing and commenting, it is most likely that
other users believe them (Sen & Lerman,
2007). So it is not surprising the survey’s
results show that over than 55% of the
respondents have marked this factor as
a determinant forming their opinion on a
certain topic or product.

IV. Conclusions and recommendations

Based on the presented survey’s results
can be summarized in conclusion that:

1) Understanding how consumers are
using social media, especially for
their buyer decisions, social and ca-
reer related activities like network-
ing, information sharing and profes-
sional development, is critical when
creating a successful social media
strategy and plan.

2) Good knowledge about the above ex-
plained determinants indicating the
strength and direction of the impact
of electronic Word-of-Mouth, is a pre-
requisite for the successful formula-
tion of eWoM-messages and achieve-
ment of the desired results through
them (West & Turner, 2009; Hristov,
2006; Brown & Hayes, 2008).

3) Influencing determinants can be ar-
ranged logically depending on the
stage they occur. They can be pre-
dicted to a certain extent and there-
fore can be influenced by the firms.

Based on the discussed results of the con-
ducted empirical study could be made the
following basic recommendations to Bul-
garian business organizations:

e Strong consumers’ interest in social

3allo npmBneKkaTenHocTTa Ha npeacTaBsiHe
Ha AaHHUTE WMAW NOMYNSpPHOCTTa Ha caunTa
He ca TOJIKOBA BaXXHU 3a TAX. 39% OT aHke-
TUPaHUTE Ca CbI1aCHU C TOBa TBbpAEHME.
AHraXxupaHocTTa Ha noTpebutenute onuc-
Ba ecTecTBeHaTa CKJIOHHOCT Ha xopaTta Aa
[aBaT MHEHMETO CM 3a HOBU WM BeYe no-
3HaTW NpPOAYKTW. MNMoTpebutennte, KOUTO ca
aKTUBHM B couManHUTe Meauu, CMATaT, ye
Mo TO3M HAUMH Te NokaseaT cBosTa MHdoOp-
MWUPAHOCT M/MAN OEMOHCTpPMpAT coumaneH
ctratyc (Brown, Lee & Broderick, 2007).
Tb KaTO MOBEYETO OT Te3n Xopa HAMaT
HUKaKBW TbpProBCKW WHTEpecu OT crnoje-
NIIHETO N KOMEHTMPAHETO, € MO-BEeposTHO
Apyrv notpebutenn ga mMm nossipeaT (Sen
& Lerman, 2007). Nopaan ToBa He e U3He-
HaABallo, yYe pe3ynTaTtuTe OT NPOoyYBaHETO
nokassar, ye Haj 55% oT aHkeTupaHuTe ca
MapKupanu To3m hakTop KaTto onpeaensiy
3a ¢opMMpaHe Ha CBOETO MHEHME OTHOCHO
AajeHa TeMa Win NpoayKT.

IV. U3Boau M nNpenopbku

Bb3 OCHOBa Ha pe3ynTaTuTe OT npeacTaBe-
HOTO MPOY4YBAHETO B 3aKJIIOYEHME MOXe Aa
ce 0606w, ye:

1) Pa3bupaHeTo Ha ToBa Kak notpebute-
nTe U3MonseBaT couuasHuTe Meauw,
0COb6€eHO Npn TEXHUTE peLLeHns 3a no-
Kyrnka, 4eMHOCTH, CBbp3aHN CbC COLM-
a/lHN KOHTaKTUK 1 Kapuepa, CnoaensHe
Ha wuHdopmaums 1 npodecrMoHanHo
pa3BUTME, € OT pellaBallo 3HayeHue
npu Cb34aBaHETO Ha yCnelHa cTpaTte-
rmsi U NJaH B COUMANHUTE Meann.

2) [OobpoTo no3HaBaHe Ha Mno-rope pas-
rnegaHuTe AeTepMUHaAHTM, MNOKa3Ba-
WM cunaTa M nocokata Ha Bb3OENCT-
BMETO Ha e/IEKTPOHHOTO NpefaBaHe oT
yCTa Ha yCTa, € npeanocraBka 3a yc-
NewHoTo GopMynMpaHe Ha NOCAaHUs
M MOCTUraHETO Ha XXenaHuTe pesys-
Tath ype3 Tax (West & Turner, 2009;
Hristov, 2006; Brown & Hayes, 2008).

3) Bnusewute getepMuHaHTM  MoraT
fa 6baat opraHusMpaHu norM4vecku
B 3aBMCMMOCT OT €Tana Ha TSXHO-
TO Bb3HMKBaHe. Te Morat ga 6baat
npeaBuaeHn B W3BECTHa CTeneH u
crnefoBaTenHo Morat Aa 6baaT nosm-
SHWN OT dupmuTe.

Bb3 oCcHOBa Ha AWCKYTUPAHUTE pe3ysTaTu
OT MpOBEAEHOTO EMMUPUYHO TMpoy4dBaHE
MoraTt Aa ce u3BedaT cnegHuTe OCHOBOMO-
narawm npenopbku KbM 6barapckute 6mus-
Hec opraHmMsauuu:

e  CUNHMAT MHTepec Ha notpebutenn-
Te KbM COUMANHUTE MeaANU N NO-KOHKPETHO
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media and in particular in social networks
and data sharing media requires the crea-
tion and maintenance of company profiles
in these types of media, at least to main-
tain the corporate image;

e It should be paid special attention
to blogs and forums since the tendency is
to increase their attendance. They are also
preferred by people with specific interests
which is an opportunity for companies of-
fering products suitable for them;

e Consumers’ daily active use of so-
cial media requires constant commitment
of the company in the online space, which
means provoking the interest of the peo-
ple at least once a week through interest-
ing video or pictures, new product, special
activity etc.;

e Companies should be focused on
creating an attractive vision for the pages
that they maintain and publishing relevant
for the audience materials. Only in this
way they could sustainedly attract the at-
tention of their target group;

e It is necessary to take time to
build trust and a closer relationship with
consumers. The results of the conducted
questionnaire prove beyond doubt that the
world trend toward more personal B2C re-
lations is also observed in Bulgaria. This
can be achieved through timely respond to
users' inquiries, by solving their problems
etc.;

e The activity in social media must
be carefully considered and consistent
with the pursued objectives, for example
- Facebook is appropriate to maintain the
corporate image and to create close rela-
tionships with consumers, Twitter is suit-
able for making short, impactful messages
to people, but not for permanent and per-
sonal contact with them etc.

This article gives a better understand-
ing of how Bulgarians are using social me-
dia so that companies can create more
successful business strategies in this area.
The business in Bulgaria is still not so ac-
tive in using social media (according to a
survey of National Statistical Institute only
40% of the Bulgarian companies use social
media), so this could be a great advantage
against competitors.

KbM coUManHUTE Mpexu U Meauu 3a Cno-
JensiHe Ha JaHHM Hanara Cb3aBaHEeTO U
noaabpxaHe Ha dmMpMeHu Npoduamn B TO3M
BUA Meauu, AOpYM U CaMO 3a noaabpXkaHe
Ha UMUOX;

e CnegBa pa ce oTaenu cneuman Ho
BHMMaHMe Ha 6noroBete un dopymute, T.
K. TeHAEHUMSATa € KbM YyBenM4yaBaHe Ha
TAXHaTa nocewaeMocTt. OcBeH ToOBa Te ca
npeanoYmMTaHnM OT Xopa CbC cneumduyuHmn
WHTEpEeCU, KOETO € Bb3MOXHOCT 3a dhupmu,
npeanarallim noaxXoAsim 3a TaX NPOAYKTU;

e PEXeAHEeBHOTO aKTUMBHOTO MOJS3BaHe
Ha coumnanHuTe Meamm oT CTpaHa Ha noTpe-
6uTenuTe Hanara NOCTOsIHHA aHraXXMpPaHoCT
Ha ¢dupMaTa B OHMIAMH MpPOCTPaAHCTBOTO,
KOeTO 03HayaBa NPOBOKMPAHe Ha MHTepeca
Ha xopaTa NoHe BeAHbX CeAMUYHO nocpea-
CTBOM WHTEPECHO BUAEO WUAN CHUMKMK, HOB
NPOAYKT, creunanHa akTUBHOCT U T. H.;

e KoMnaHumnTe TpsibBa ga ce ¢oky-
cupaT OCHOBHO BbPXY Cb34aBaHETO Ha
aTpakTMBHa BU3WA Ha CTpaHMUMUTE, KOWUTO
noaabpXat, U Aa nybnvMkKyBaT peneBaHTHU
3a ayautopusaTa matepmanu. Camo no To3u
HauWH MoraT Aa npuenekaTt TpanHO BHUMaA-
HMeTO Ha LenesaTta cu rpyna;

e HeobxoaMMo e fa ce oTAenn Bpeme
3a u3rpaxzaaHe Ha gosepue n no-61mskn
OTHOLWEeHUS € noTpebutenute. Pesyntatute
OT NpoBeAeHaTa aHKeTa AoKa3BeaT 6e3cnop-
HO, Ye CBeTOBHaTa TEHAEHUMS KbM MNO-/NY-
HM OTHOLUEHUS Mexay busHeca N KIMEeHTU-
Te ce Habnogaea n B bbnarapusa. Tosa Moxe
[a ce MNoCTUrHe 4ype3 HaBpeMEeHHO OTroBsa-
psiHE Ha 3anuTBaHWS OT CTpaHa Ha noTpe-
buTtenuTe, upes paspellaBaHe Ha TexHuUTe
npo6semMm n T. H.;

e AKTMBHOCTTa B COUMasHUTE Meauu

Tpsbsa Aa € BHMMaATeNnHO obMUCeHa U Cb-
obpaseHa c npecneaBaHuUTe Uenn, Hanpu-
mMep — Facebook e noaxoasiy 3a nogabpxka-
He Ha KOpropaTMBHUSA MMUAX U Cb34aBaHe
Ha 6/IM3KM OTHOLWEHMS C noTpebutenute,
Twitter e noaxoasLy 3a oTnpasBsiHe Ha KpaT-
KW, Bb34ENCTBaLLM MOCAaHMS KbM XopaTa,
HO He 1 3a TPanHO M NIMYHO NOAAbPXAHE Ha
KOHTAKT C TSX U T. H.
Hactosiwata cratus pasa no-gobpo pas-
6upaHe 3a ToBa Kak 6barapuTe M3nonseaTt
coumanHuTe Meamun, Taka ye dupmute aa
MoraT Ada Cb34agaT no-ycrnewHn 6usHec
cTpateruu B Tasu obnact. busHecsT B bbii-
rapus BCe Olle He e TOJSIKOBa aKTUBEH B
M3MoA3BaHeTO Ha couumanHuTe meamm (cno-
pea npoyyBaHe Ha HaunoHanHmsa ctatucTu-
yeckn MHCTUTYT easa 40% oT 6barapckute
KOMMaHWM U3MNoN3BaT CouMasHUTE Meann),
Taka 4ye TOBa MOXe Aa 6bae ronsaMo npe-
OVMCTBO CMNpsSIMO KOHKYpPEHTUTE.
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