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Abstract: The objective of the present paper is to examine the impact of culture on con-
sumer behavior through comparison between Bulgarian and Russian consumers and their
behavior, concerning a particular product group. According to this purpose, the main ac-
cents in the elaboration are related to: theoretical clarifying of the influence of culture on
consumer decisions; method of research that is focused on influence of culture on two con-
sumer groups (Bulgarian and Russian citizens) and a comparative analysis of the results;
profile formulations of both consumer groups that are studied and making conclusions and
suggestions for appropriate marketing tools. The final goal is to help and stimulate each of
these consumer groups in their purchase decision process regarding the particular prod-
ucts.

Key words: consumer behavior, culture, purchase decision, consumer cultural differences.

Pe3rome: Llen Ha Tasn paspaboTka e fga ce u3CieaBa BJ/IMSHUETO Ha Ky/Typara Bbpxy
noTpebuTesICKOTO rOBEAEHMNE, KATO CE€ CPaBHU [10BEAEHMNETO Ha ObArapcku v pycku
rnotpebutenun rnpy B3EMaHETO Ha PELUEHNE 38 MOKYNKa Ha KOHKPETHAa rpyna ripogyKtn. Bbs
Bpb3Ka C peaan3vpaHeTo Ha Taka rocrtaBeHata Lesl OCHOBHUTE aKLeHTu B pa3zpaboTkata
Ca Haco4yeHu KbM: TEOPETMYEH 00630p 3a W3SCHABaHE BJ/IMSSIHWETO Ha Ky/aTypara Bbpxy
noTpebuTesICKNTE peLueHus; NpeaCcTaBsHe Ha MEeToAnKa 3a rpoyyBaHe Ha B/IMSIHUETO Ha
KynTyparta BbpXy ABE rpynu notpebutenn (6barapCkm n pyCcku rpaxkgaHu) n cpaBHUTE/IEH
aHasin3 Ha rosiy4YeHnuTe pe3yatatn, popMupaHe Ha rnpoduan Ha ABeTe U3Cae[BaHu rpynm
norpebutenn n u3BexXgaHe Ha OCHOBHM HacOKM 3a rnoAxoAslyo Bb3AENCTBUE OT CTpaHa Ha
rnpogaBaynTe BbpXy BCSKa OT ABETE U3C/EABaHU rpynu C Les rnogriomaraHe B3eMaHeTo Ha
peLUeHne 3a MoKyrnKa Ha KOHKPETHU MPOAYKTH.

KnrouyoBu gymMu: rnotpebuTesiCKO oBEAEHUE, KY/ITypa, PELIEHNE 3a MOKYyrnKa, KyJATypHU
pPasnyms.

JEL Classification: M31
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I. Introduction

Dynamically developing business en-
vironment and intense competition make
organizations fight for each customer
through satisfying their needs and wants
to the highest possible extent. Culture is
one of the key factors influencing the con-
sumer’s choice and decision making pro-
cess. It comprises values and norms of
behavior, rituals, traditions and customs,
which have impact on the individual’s
thinking process and behavior. This is the
very reason to examine culture as a basic
determinant of consumer behavior. When
the offered products, the service atmos-
phere and methods comply with the cul-
tural values and specifics of the custom-
ers, they have the feeling of calmness and
safeness and get conductive to take a pur-
chase decision faster and to fulfill it. The
world experience shows that organizations
taking into consideration culture as a fac-
tor influencing consumers’ behavior, de-
velop much faster and have higher profits.
These facts give a reason to the authors
of this paper to make their aim studying
the impact of cultural characteristics on
consumers’ behavior of two nationalities -
Bulgarian and Russian, during the process
of buying a particular product - natural fur
coats.

In order to reach the defined objective
following tasks should be fulfilled:

- Examination of theoretical base re-
garding culture as a factor influenc-
ing on consumers’ behavior;

- Presenting and comparison of ear-
lier conducted researches about the
impact of culture on behavior of
Bulgarian and Russian consumers;

- Conducting an empirical study of
culture as a factor influencing con-
sumers of company “PATRIK-MAY”
Ltd;

- Formulation of ideas and sugges-
tions about marketing decisions
based on the results of the study.

Object of study in the present elabora-
tion is the shop chain “PATRIK-MAY"” Ltd,
selling natural fur coats.

Subject of the elaboration are the el-

I. BbBepgeHue

Bbp3opa3BuBallata ce 6usHec cpeaa u
rofisiMaTa KOHKYpeHUMsl npeansBuKBa Op-
raHusaummTe ga ce 60paT 3a BCEKUN KITMEHT,
YAOBETBOPSBAKM B MaKCMMasHa CTeneH
HeroBuTe notpebHoctn. KyntypaTta e dak-
TOp, MMaLl K/HYOBO 3HayeHue npu msbo-
pa, KOWTO NMpaBu BCEKWU eauH noTpebuten.
Ta BkatoyBa B cebe CM LEHHOCTU U HOPMU
Ha noseAeHue, puTyanu, Tpaguuum n obu-
yaun, KOUTO Ca Ba>XHU eNeMeHTU, BAMseLLmn
BbpXYy MWC/IOBHUS MPOLEC U MOBEAEHUETO
Ha nHaMBuAa. MIMeHHO Nopaan Ta3m NpuYun-
Ha KynTypaTa MOXe Aa ce pa3rfiexaa Kato
€[NH OT OCHOBHWUTE reHepaTopwu npwu ornpe-
AensiHe nocokaTta Ha noTpebuTenckoTo no-
BeaeHue. Korato npeanaraHuTe npoayktu,
obcTaHOBKaTa M MeToaMTe Ha 0b6CyXBaHe
Ca B CUMHXPOH C KYNTYPHWUTE LIEHHOCTU Ha
KNIMeHTa, Y Hero ce Cb3gaBa ycellaHe 3a
CUTYPHOCT 1 CNOKOMNCTBME, Npeapasnonara-
WO ro KbM MO-N€CHO B3eMaHe Ha pelleHune
3a NoKynKa v nocneasawoTo My peanusu-
paHe. CBeToOBHAaTa MNpakKTWKa MoKa3Ba, 4ye
opraHusauumTe, OTYMTALLN Bb3AENCTBUETO
Ha KYNTYpHUSA akTop BbpXy MOBEAEHMETO
Ha cBouTe notpebuTtenu ce passMBaT MHO-
ro no-6bLp30 M MMaT MO-BUCOKW nedvanbwu.
OcHoBaBalku ce Ha Te3n dakTu aBToOpUTe
Ha HacTosiwaTa pa3paboTka CU MocTaBAT
uenTta fa vmscaensaT BAUSHUETO Ha cneuu-
durYHUTE 0CcObeHOCTM Ha KynTypaTta BbpXy
noTpebuTenckoTo NoBeAeHMe Ha ABe rpynu
notpebutenu - 6bArapckm U pycku, npu 3a-
KynyBaHETO Ha KOHKpPeTeH BMA NMpoAyKT, a
MMEHO MasiTa OT eCTeCTBeHa KOXa.

3a peanusupaHe Ha Taka dopmynupa-
HaTa uen e Heobxoammo Aa 6baaTt M3nbi-
HEHW cnegHUTE 3ajaum:

- W3BexpaHe Ha TeOPETUYHU OCHOBM

Ha KynTypaTta, KaTo dakTop Baus-
el Bbpxy MOoTpebuTenckoTo rnose-
AeHue.

- [llpeacraBsiHe M CbnocTaBka Ha
npoBeaeHn MnpoyyYBaHUS OTHOCHO
BNMSAHMETO Ha KynTypata BbpXy
noBeAeHMETo Ha noTpebutenute B
Bvnrapusa n Pycusg.

- [lpoBexpaHe Ha eMNUPUYHO WU3-
cneaBaHe Ha Ky/nTypaTa KaTto dak-
TOp, BAUsiELY BbpXYy NOBEAEHMETO Ha
notpebutennte Ha ,PATRIK-MAY”
ooa.

- Bb3 ocHoBa pesyntatute OT npo-
yuBaHeTo ga ce dbopmynupaT naeu
N NpeasioXeHns 3a MapKETUHIOBMU
aencTems.

O6eKT Ha u3cneaBaHe B HacToswarta

pa3paboTka ca Bepura marasumHu ,PATRIK-
MAY” O0[], 3aHnMaBaLlm ce ¢ npoaaxba Ha
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ements of culture and their influence on
consumers’ behavior when purchasing fur
coats.

II. Culture as a factor, influencing
consumers’ behavior - theoretical as-
pects

Actions and deeds of market are an expres-
sion of consumer behavior. The strength of
this expression is determined by dominant
factors on the choice of a particular prod-
uct and next purchase decision. Each mar-
ket action connected with the satisfaction
of a certain human need is controlled and
assessed by the social environment. The
customer behavior regarding consumer
goods purchase has been formed by the
complex impact of a group of factors - cul-
tural, social, personal and psychological.
Human nature and his particular behavior
as a consumer (buyer) is built under the
influence first of all of cultural and social
factors.

UNESCO gives the following definition of
culture: “Culture is a diversity of distinc-
tive spiritual, material, intellectual and
emotional features of a particular society
or a social group. Except art and literature,
it includes also the way of living, forms of
living together, value systems, traditions
and believes."

Culture is an extensive concept. It is con-
nected with the main part of factors that
influence the thinking process and behav-
ior of the individuals. It is a whole of sus-
tainable forms of social interaction, bound
to values, norms and means of commu-
nication, given from generation to gen-
eration. In one society at the same time
human behavior is influenced by a variety
of cultures - economic, political, art, com-
municative and of course, culture of con-
sumption (Markova 20017, Shavitt 2016,
Solomon 2015, Yang 2015). The world
practice proves that business organiza-
tions functioning without paying attention
to culture impact is ineffective. The as-
sessment of culture impact allows the rev-
elation of two important advantages:

nanTa oT ecTecTBeHa KoXa.

MpeaMeT Ha M3CneABaHETO ca e/IEMEH-
TUTE Ha KyNTypaTta, BIUSIELLN BbPXYy MoBe-
OEHNETO Ha MNOTpedbUTENUTE MpU MOKYyMKa
Ha nanTta, u3paboTeHM OT ecTecTBEeHa Koxa.

II. KyntypaTta kato cdakrtop, Bausely
BbpXy noTpebutenckoro noseaeHue —
TeopeTUYHU acnekTmn

[enctBmsata M NOCTbMKMTE Ha Masapa ca
BbHLIHW MPOSIBNEHUS HA MOBeAEHMETO Ha
notpebutens. Cunata Ha Te3n npossne-
HMs ce obycnaeBs OT AOMUHMpalnTe dak-
TOpU MNPU KOHKPETHUSA M360p Ha MpoAyKT
W NOCNeABalWlOTO B3EMaHe Ha pelleHue
3a nokynka. Bcsika noctbnka Ha nasapa,
CBbp3aHa CbC 3a40B0OJISIBaHE Ha onpeaene-
Ha YyoBeLLKa NoTpebHOCT, ce n3BbpLUBa NOA
KOHTpO/la M oueHKkaTa Ha obuwecTBeHaTa
cpepa. lNoBeneHNeETo Ha Kyrnysayda Ha no-
TpebuTenckn CcTokmn ce dopMmpa noa KoM-
6MHMpPAHOTO BbL3AENCTBME Ha rpynn dak-
TOPU — KYATYPHU, COUMANHMU, JINYHOCTHN U
ncmxonormyeckn. CbLHOCTTa Ha 4oBeKa u
KOHKPETHOTO MYy NoBeAeHne KaTo noTpebu-
Ten-KynyBay ce uarpa)gaa Hanh-Hanpea noa
BNIMSSHWETO Ha KYJATYPHUTE W COouManHuTe
hakTopwm.

IOHECKO paBa cnepgHaTa ageduHMUMS Ha
KyntypaTta: “KynTypaTa € MHOXeCTBO OT
OT/INYUTENHU, AYXOBHU MaTepuanHn, nHte-
NeKTyasHM M eMOLMOHANHM 4YepTu Ha Aa-
AeHo obuecTBo unm obuecteseHa rpyna. T4
obxBalla 0CBEH M3KYCTBOTO M IuTepaTypa-
Ta, HauYMHa Ha XWBOT, GOPMUTE HA CbXMW-
TeNcTBO, LEHHOCTHUTE CUCTEMW, TPAANLMN-
Te n BspBaHudaTa."

Kyntypata e obwupHa koHuenuus. Ta e
CBbp3aHa c npeobnagasalla 4vact oT ¢ak-
TOpUTE, KOUTO B/IMASAT BbPXY MWUCIOBHMUSA
npouec Ha MHAMBMAA M HEroBoTO MoBeae-
Hme. Te ca CbBKYMHOCT OT yCTOMYmMBKU dop-
MW Ha couMnasiHO B3aMMOAeNCTBMUE, 3aKpe-
NeHM B LEHHOCTM, HOPMWU U CpeacTBa 3a
KOMYHMKaUMs, npegaBaHW OT TMOKOJIeHue
Ha nokoneHune. B eaHO 1 CbLLO 06LLECTBO U
No e4HO M CblLO BpeMe BbpXy noBeaeHune-
TO Ha 4oBeKa BAUSAAT pasfIYHU KynTypu-
WKOHOMWYECKN, MNOSIUTUYECKN, XYyAOXeCT-
BEHM, KyNTypa Ha obuyBaHeTo 1 pa3bupa
ce KynTypa Ha notpebnenueto (MapkoBa
2007, Shavitt 2016, Solomon 2015, Yang
2015). CeeToBHaTa npakTuKa AoKa3Ba, 4e
dYHKLUMOHNPAHETO Ha BuaHec opraHusaumn-
nte 6e3 oTunTaHe Bb3LENCTBUETO Ha KYJI-
TypaTta e HeedekTuBHO. OueHKaTa Ha TOBa,
KaK Bb3AelnCcTBa KynTypaTta, NMo3BosisiBa Aa
Ce pasKpuAT ABe 3HAUYMMK NpenMyLLecTBa:
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First, providing objective information
about the influence of culture on consum-
er behavior of different market segments;

Second, development of scenario for quick
reaction in situations that happen during
attendance of foreign customers with dif-
ferent cultural norms and stereotypes.

Culture is a complex entity including al-
most all phenomena that regulate consum-
ers’ behavior. Through it interpersonal re-
lations behavioral models can be defined,
as well as models for behavior in regard
with attitude to labor, family life and mar-
riage, style of consumption. In this aspect,
the choice of particular goods is not deter-
mined only by their functional characteris-
tics and comfort, but also by moral norms,
aesthetic adjustment and dominant so-
cial opinions. The complex character of
contemporary society means that culture
rarely gives detailed directions for appro-
priate behavior. It rather gives the limits in
which society members accomplish their
behavior (Wanke 2009, Aleshina 2015).

Culture functions and influences through
setting limitations of the individual behav-
ior, i.e. provides the frames in which the
personal and domestic (family) life style
realize and develop. These limitations are
called norms, treated as rules, which set
or forbid certain actions in given situations
on market. The content of these norms
is a reflection of trends in cultural devel-
opment, in relationships and interactions
among people. They are a tool for various
regulative and determinative influences.
Culture is not static, it changes and de-
velops slowly. For realization of effective
management of the organization it is nec-
essary to know the existing and new ap-
pearing cultural values in a society as well
as the impact of foreign cultural values
(Antonova 2005, Aleshina 2015).

The assessment of culture provides advan-
tages for business in terms of comprehen-
sion of trends in consumers’ and potential
customers’ behavior. Cultural values influ-
ence as exactly determined rules for ac-
tion in certain situations. There are many
values that distinguish one culture from

MbpBo: OcurypsiBaHe Ha 0BEKTUBHA WH-
dopmMauma 3a BAMSAHMETO Ha KynaTypaTa
BbpPXY NOTPebutenckoTo noBeaeHMe Ha OT-
AeNnHUTE NasapHU CerMeHTu.

BTopo: PaspaboTrBaHe Ha cueHapuu 3a 6bp-
30 pearvpaHe B CUTyauumu, Bb3HUKBALLU
npu obcnyxBaHe Ha Yy>XAEeCTPaHHU KINeH-
1 (NnoTpebutenn) c pasnnums B KyaTypHU-
Te HOPMU U CTEPEOTUMN.

KynTypaTa e CnoxHa CbBKYMHOCT, BKJHOY-
Balla MOYTM BCUYKM (PEHOMEHW, perynu-
pawu noseaeHneTo Ha notpebutensa. Ypes
Hesa ce onpenensat obpasum Ha noBeaeHue
BbB B3aMMOOTHOLLEHUATaA Mexay XopaTa,
OTHOLWIEHMATA KbM TpyAda, CEMEMHUS XU-
BOT, CTMNa Ha noTtpebneHue. B 1031 CMU-
CbN M360pbLT Ha onpeaeneHu CTOKM He ce
OCHOBaBa €ANHCTBEHO Ha PYHKLUMOHANHOCT
n ygobcTtBo, a U Ha TakmBa CbobpaxkeHus,
KaTo MOpasHM HOPMW, eCTETUYECKM Ha-
rnacu, OMUHMpALLNM OBLLECTBEHU MHEHUS.
CnoXHOCTTa Ha CbBpPEMEHHOTO 06LlWecTBo
€ TakaBa, Ye KynTypaTa psaKko AaBa Ae-
TanmMsmMpaHu npeanmcaHms 3a NoaxoAsio
nosegeHune. Mo-ckopo T4 ,ouyepTtaBa" rpa-
HUUMTE, B KOUTO YsieHoBeTe Ha obLliecTBo-
TO nposiBsABaT cBoeTo noseaeHune (Wanke
2009, AnewwuHa 2015).

Kyntypata @yHKUMOHMPA W BbB3AENCTBA
ypes nocraBsHe Ha onpeAeneHn rpaHuum
Ha MHAMBMAYANHOTO NoBeAeHune, T.e. OCU-
rypsiea pamMmKmTe, B KOUTO MHANBUAYANHUAT
N CeEMENHUAT (AOMAaKUHCKUSAT) XU3HEH CTUJI
ce pas3BuBaT. Te3n rpaHuuM ce HapuyaTt
HOPMU, pasrfexaaHn KaTo npaswia, Kou-
TO yCTaHoBsBaT wian 3abpaHsaBaTt onpeje-
NeHn JencTemsa B crneumduuyHn cuTyauum
Ha nasapa. CbAbp>XXaHMETO Ha Te3n HOpMU
OoTpa3sBa TeHAEHUUUTE B KYNTYPHOTO pas-
BUTUE, BbB B3aMMOOTHOLLEHNATA N B3aUMO-
AencTeuaTa mexnay xoparta. Te ca cpeacTtBo
3a pa3HoobpasHu peryampawim n getepMmm-
HMpaLwu Bb3aencTeus. Kyntyparta He e cTa-
TWYHa, NPOMEHS ce 1 ce pa3Bmea 6aBHO. 3a
peanusvpaHe Ha e(deKTMBHO YyrpasfieHne
Ha opraHusaumsTa e HeobxoaMMo Aa ce no-
3HABAaT KaKTO CbLLECTBYBaLUUTE N NOsSBSBA-
LNTE Ce KYNTYPHU LLEHHOCTWN B eAHO obuie-
CTBO, Taka M BAIMSHMETO Ha YyXAECTPaHHU
TakmBa (AHToHOBa 2005, AnewnHa 2015).
OueHkaTa Ha KynTypaTa ocurypsisa npe-
AauMmcTBa B 6M3Heca B CMUCbLN Ha pas3bu-
paHe TeHAeHuMsTa B MNOTPebUTENCKOTO
noseAeHne Ha MnOoTEeHUMaNHUTE KANEHTW.
KynTypHuTe UEHHOCTWM Bb3AEeWCTBAT KaTo
TOYHO YCTaHOBEHW NMpaBuia 3a AencTBme B
cneundunyHm cntyaumnm. ColuecTsyBaT MHO-
XECTBO LIEHHOCTM, KOWTO OT/iM4yaBaT efHa
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another and have impact on consumption
(Avramov 2001, Goranova 2002, Ruskova
2012).

Culture impact is a determinant variable of
consumer behavior. Members of one cul-
ture are inclined to solve their problems in
a similar way. At the same time different
cultures change and develop although it
happens slowly. This leads to the neces-
sity of continuous observation and exami-
nation of these changes in culture in order
to adapt business organizations strategies
to identifying new trends in consumers’
behavior (Armstrong 2012, Kehaiova-Sto-
icheva 2009, Romanovich 2014).

III. Characteristics of Bulgarians’
consumer behavior

Plenty of studies have been made about
Bulgarian consumption culture. Bulgarians
are classified in different groups and cate-
gories according to their interests, knowl-
edge, believes, financial abilities, moral
values and norms of behavior as all these
points determine their purchase choices.

According to one of these studies published
in journal *“NTERPRISE” (2013) Bulgarians’
consumer behavior has been influenced by
three leading factors. Expectedly the first
place is for the social status as a big part
of the Bulgarian consumers are with low
disposable income (the money that are
left after covering the fundamental human
needs). The second important factor is the
attitude of Bulgarians towards the new
technologies and the world as a whole. It
defines the extent to which people feel like
a part of the world and change their way
of life in accordance not only to the new
technologies but to the changes in the re-
lationships on their working place, in their
families and in the society as a whole. The
third factor concerns the feeling of belong-
ing to some family values. It gives a view
over the family traditions and the self-con-
fidence of the separate people as well.

On the basis of these tree factors consum-
ers are divided in seven groups of con-
sumers according to their way of living.
These seven groups are separated in two
categories - with higher and lower social
status. The category of the consumers

KynTypa OT Apyra v Bb3AelcTBaT BbpXy
notpebnenmnerto( Aspamos 2001, NopaHoBa
2002, PyckoBa 2012).

BnnsHMeTo Ha KynTypaTa e onpejensiia
NpoOMeH/IMBa Ha nNoTpebuTenckoTo nose-
AeHune. YneHoBeTe Ha JafdeHa KynTypa ca
CK/IOHHM Ja pelsaBaT npobnemMmte cu no
CXOAEH HaymH. CblieBpPEMEHHO OTAENHUTE
KynTypu ce pa3BuMBaT M MPOMEHAT, Makap
n 6aBHO. ToBa Hanara HeobxoaMMoCTTa OT
HenpekbCHATo HabnwaeHue n nscneaBaHe
Ha HacTbMBalUTE MPOMEHU B KynTypaTa C
uen aganTupaHe cTpaTermmTe Ha OusHec
opraHusauumTe KbM WAEHTUIULMPAHUTE
HOBW TEHAEHUMW B MNOBEAEHWETO Ha no-
Tpebutenute (ApMcTpoHr 2012, KaxaroBa-
CronueBa 2009, PomaHoBu4 2014).

ocobeHocTM B
nosegeHue Ha

III. CneumdpunyHmn
norpeéburenckorto
6bnrapure

3a 6bnarapckata KynTypa Ha notpebne-
HME Ca MpaBEeHM MHOXECTBO MpOy4BaHus.
BbnrapnHbT € knacndbuumpaH B passiMyHu
rpynu u Kateropmm cbobpaseHun C HeroBuTe
WHTEpecu, 3HaHuS, BsipBaHUs, GUHAHCOBMU
Bb3MOXXHOCTM, MOPas/IHM LLEHHOCTN N HOPMU
Ha NoBeAeHW, BCUUKKN TE3N eNleMEHTH onpe-
AensaT u3bopbT My MpU NOKYIKa.

Cnopen efHO OT Te3u u3cnenBaHus, nyb-
nukyesaHo B cn. ,ENTERPRISE" (2013) ce
yCTaHOBsBa, Ye NoTpebuTenckoTo nosese-
Hue Ha 6bnrapuTe, NOBAMSHO OT KynTypaTta
ce npegonpeaens oT Tpu BoAewm dakTopa.
OyakBaHO, Ha MbPBO MSICTO MO Bb3AENCT-
BME Ce HapexXaa COLMANHOTO MOJIOXKEHMUE,
TbWA KaTo rossiMa 4act oT 6barapuTte ca C
HUCbK pa3nonaraem aoxos (napurte, KOUTO
oCTaBaT cnej nokpuvBaHe Ha dyHAaMeH-
TanHUTE HyXAan). BTopmnaTt dakTop, € OTHO-
LUEHNETO KbM CBETa M HOBUTE TEXHOJIOMMN.
Tol onpenens A0 KakBa CTeMneH xopaTa ce
YyBCTBaAT 4acCT OT CBETaA U NMPOMEHAT Ha4yun-
Ha CM Ha XMBOT B CbOTBETCTBUE HE CaMO C
HOBUTE TEXHOMOIMN, HO U B 3aBMCUMOCT OT
N3MEHEHMSATa, HacTbMNBallM BbB B3aMMOOT-
HOLWEeHMsATa Ha paboTHOTO MSACTO, B CEMEN-
CTBO M B OOLLECTBOTO KaTo UsI0. Tpetusat
daKkTop, € 4YyBCTBOTO 3@ MNPMHAANEXHOCT
KbM CEMENHO-pPOAOBUTE LIEHHOCTU. TOM
AaBa nornes KakTto KbM TpagumummuTe B ce-
MENCTBOTO, Taka W BbpXYy CaMO4YyBCTBUETO,
C KOETO XWUBESAT pas3/IMYyHUTE Xopa.

Ha 6aszata Ha T1e3mn Tpu dakTopa ca obo-
cobeHn cepem rpynu notpebutenn cnopej
HauMHa Ha MM Ha XMBOT. Te ca pasgeneHu
B ABe KaTeropuu - notpebutenn c no-su-
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with high social status is led by the Ac-
tive who work hard for their success and
have achievements. They are about 9 % of
all consumers and are well educated, they
have formed their welfare during the pe-
riod of Transition, living in the capital and
other big towns in Bulgaria. This group of
consumers (the Active) has the highest
incomes and the biggest costs. They are
open to new technologies, have modern
and progressive thinking and high ambi-
tions. The group of the Satisfied (23%)
is very much like the one of the Active
but the difference is that they are well-
balanced and steady and do not strive
for continuous growth and development.
Their motivation to choose a product is led
by the desire to do themselves well and try
new things. The Rebels are with no strong
family belonging, cosmopolitan “citizens
of world”, extremely connected with the
new technologies, they are not influenced
by the stagnation as the financial and so-
cial status is not important for them, they
live in the present and for the moment.
The Passive consumers are with medium
social status, neutral position and imita-
tive consumer behavior. In the category of
consumers with lower social status there
are three groups - the Positive, the Closed
and the Non-accepting. The Positive are
more open to the world than the other
two groups. They are more optimistic and
looking for innovative technologies, find-
ing more opportunities and using a variety
of products and services in spite of their
limited budget. Although they have much
lower incomes than the Rebels, the Non-
accepting have a similar consumer behav-
ior. The Closed limit their communication
with the world to the possible minimum.
They are extremely conservative towards
the offered innovations on the market and
are attached to firm consumer habits at
buying well-known products with low price
and low quality. The lack of self-confidence
and proud has led them to a passive at-
titude and resignation with their life, with-
out undertaking any actions to change it.

Another research (conducted for Henkel)
and published in journal “Management”
(2012), including 600 respondents, divides
the Bulgarian consumers in the following
groups according to the cultural specifics:

COKO M C MO-HWUCKO COLMAnHO MOJSIOXeHMe,
Haueno Ha kaTeropusta noTpebutenn c
BMCOK obulecTBeH cTaTyCc 3acTtaBaT AkK-
TUBHUTE, KOUTO paboTAT yCM/IEHO 3a@ CBOS
ycnex m ro nocrurat. Te ca okono 9% ot
BCUYKM noTpebutenn n ca BMCOKOOOpa3o-
BaHu, popMmmpann 61arocbCTOSHNETO CU NO
BpeEMe Ha npexoaa, XuBeelwn B cToauuaTta
n apyrmte obnactHu rpagose. Tasu rpyna
pa3nonara C Han-BMCOKM AOXOAM W npa-
BW Hal-ronemum pasxoam. Te ca OTBOpPEHU
KbM CBETa WU HOBUTE TEXHONOIMM, MMaT MO-
AEPHO M MPOrpecMBHO MUC/IEHE N BUCOKMU
ambuumn. pynata Ha JososiHute (23%)
npunmMya Ha Tasn Ha AKTUBHUTE, HO 3a pas-
JINKa OT TAX Ca MO-CMOKOWHMU, YferHanm u
He ce CTpeMsIT KbM HenpeKkbCHAT pacTex.
MoTmBaumaTa mMm 3a n3bop Ha gageH npo-
AYKT ce npeponpenens oT XefaHWeTo UM
[a Cn yraxgaT v Aa onuTBaT HOBM Hella.
byHTapute ca 6e3 cunHa cemeliHa NpuHaa-
JIEXXHOCT, KOCMOMOJIUTHU ,rpaxaaHn Ha
cBeTa", U3KJIKYUTENIHO CBbP3aHM C HOBUTE
TEXHOJIOMMN, HE Ce BAUAAT OT CTarHaumaTa,
3a TaxX UHAHCOBOTO M COUMANHO MOJSoXe-
Hue ca 6e3 3HayeHue, XXMBeAT 3a MOMEH-
Ta. llacuBHMTE Cca noTpebuTenn cbC cpeaHo
couMasniHo NoNoXeHne, HeyTpasiHa No3nums
N MMUTMPALLO NOoTpebuTencko noseaeHue.
B kateropuaTta Ha noTtpebutenute C no-
HMCKO COLManHO MOJIOXKEeHMe ca BKloYe-
HWU Tpu rpynn — MNO3UTUBHKU, 3aTBOPEHU U
Henpuemawu. No3mtuBHMUTE Ca C NO-BUCO-
Ka CTeneH Ha OTBOPEHOCT KbM CBeTa, KaTo
Cce XapaKTepusupaTt C No-ONTUMWUCTUYEH W
Tbpcelw, Mories KbM HOBUTE TEXHOSIOMUW.
Te BmxAaT NoBeYve Bb3MOXXHOCTM U N3MON3-
BaT MO-LUIMpPOKa rama oT NPOAYKTU U yCny-
M, BbNPEKM OorpaHnyeHuns cun broaxet. Bb-
NpeKku, 4e ca C MHOIo NMo-pasnN4YyHK AO0XO0AM
W cTaTtyc Hernpuemalymte nmat MHoOro obuo
B NoTpebuTenckoTto cu noBedeHu C ByH-
TapuTe. 3arBopeHuTE Ce orpaHuyaBsaT Ao
MUHUMYM MPU KOMYHUKAUMATA C BbHLUHUSA
CBAT. Te ca U3K/I0UYMUTETHO KOHCEPBATUBHM
KbM npeanaraHuTe HOBOBbBeAeHMsTa Ha
nasapa M ca OpMEeHTUPaHW KbM YTBbPAEH
noTpebuTenckn HaBmMuM NpU 3aKynyBaHETO
Ha fobpe No3HaTK NPOAYKTM C HUCKA LeHa
N Ka4yecTBO. Jluncata Ha camMo4yBCTBME U
ropaocT nMpu TSX BOAM AO MAcuBHO M MpU-
MWUPEHYECKO OTHOLUEHME KbM XWBOTA, HO
He npeanpueMaT HULWO, 3a Aa o NMPOMEHST.
Cnopen apyro mscnegsaHe (nNpoBefeHo 3a
Henkel) n nybnunkysaHo B cn. MEHUXXbP.
News (2012), sknatoyBaLo 600 pecnoHAeH-
Ta, cnopea KynTypHuTte ocobeHoctn B bbn-
rapus ce oopMAT CredHn rpynu KynyBsa-
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- Economizers - the leading motiva-
tion in their consumer behavior is
to find the lowest price. They are
25% of the Bulgarian customers at
the age of 30-39, mainly with sec-
ondary education, living in the big-
ger towns. The factor determining
their purchase choices is the at-
tractive price and the clearly indi-
cated values. They often plan their
buying behavior through brochures
with sales promotions of certain
products, preferring the marks of
the market chains as well as the big
packages, true to the belief that the
higher quantity is related to lower
unit price.

- Value Seekers - these are 27% of
the Bulgarian consumers for which
the priority is the optimal propor-
tion price-quality. Their age varies
from 40 to 60 years and they look
for the best offer. They are inter-
ested in sales promotions, recom-
mendations and samples. They live
mainly in Sofia and the biggest Bul-
garian towns.

- Carefrees — comprise 18% of the
Bulgarian buyers. This group con-
sists of people who are mainly 50-
60 years old and have low incomes.
They perceive buying as a necessary
evil and buy mainly things connect-
ed with fundamental human needs.
They live in smaller towns and vil-
lages. It is of high importance for
them to have small quantity pack-
ages when taking purchase deci-
sion although they know at the end
of the day this is more expensive.

- Curious Innovators - this group
consists of about 30% of the Bul-
garian consumers at the age of 20-
39. They live in Sofia and bigger
towns. The purchase motives for
them are finding something new,
promotions with added value, loy-
alty programs and pleasant buying
atmosphere.

According to another research, made by
the Center for research of democracy
(1995) another specific feature of the
Bulgarian consumers, coming from their
phycology as a nation, is the orientation

um:

- WkoHoMmnyHu notpebutenn (Econo-
mizers) - 3a TAX BoAel, MOTUB e
TbpCEHETO Ha HWUCKa ueHa. Te ca
25% oT 6barapckuTe KJAMEHTU BbB
Bb3pactoBmsa AumanasoH 30-39 ro-
OVHWN, NpeauMHO ca CbC CpeaHo 06-
pa3oBaHue, XuBeewm B obnacTHu-
Te rpagose. Onpenenswo BAMSHME
BbpXy M360pa Ha MoKyrnka okassaT
aTpaKTUBHUTE LIeHn U AcHO o06o3Ha-
YyeHuTe CTOMHOCTU. MNnaHmpaT nasa-
pyBaHeTO Cu 4yecTo 4upe3 6powypu
C NMPOMOLMOHaNHN NPOAYKTU, Npea-
noymTaTt CobCTBEHMUTE MapKW Ha ro-
NleMuTe BEpUru, Kakto M ronemuTte
OMaKOBKMW, BOAEHM Ca OT Cbobpaxe-
HMeTOo, Ye NO-rosiIMO KOJSIMYECTBO e
06Bbp3aHO C MO-HMUCKA LEHa.

- Tbpcaum Ha ogpepTu (Value Seekers)
- ToBa ca 27% oT 6barapckuTe no-
TpebuTtenn, 3a KOUTO npuopuTeT
€ ONTMManHOTO CbOTHOLIEHME Le-
Ha-ka4yecTBo. Ha Bb3pacT BapupaTt
mexay 40 no 60 roanHn. Te TbpcaT
Han-gobpata odepTa, WHTepecy-
Balikm ce oT 6polwypun, nMpenopbku
n mocTtpu. Xneeat npeanmHo B Co-
dunsa n obnactHuTe rpagose.

- lNacuBHu notpebutenn (Carefrees)-
npeacrtasnssaTt 18% oT KynyBauuTe
B bbnrapusa. B Tasu rpyna npeob-
NagaBaT XxopaTa BbB Bb3pacToBuUS
aAnanasoH 50-60 r., ¢ HUCKM O0XO-
OW. 3a TAX nasapyBaHeTo e Heob-
xoauMMo 3n0. KynyBaT camMO TOBa,
OT KoeTo nmat 6asncHa Hyxaa. Xu-
BeAT HaW-Beye B MasiKu rpagose u
cena. 3a TAX OT CbLLECTBEHO 3Ha-
yeHue NMpu B3eMaHe Ha pelleHue 3a
NMOKyMnKa € CTOKMUTe Aa Ca B MaJsiku
pa3dacoBku, Makap 1 Aa 3HasaT, ve
TO3M TWUM NasapyBaHe € NO-CKbro.

- JlwobonutHn  Hosatopu  (Curious
Innovators) - Bb3nuzat Ha 30% oT
6bnrapckmute notpebuten Ha Bb3-
pact Mmexay 20 n 39 roanHu. Xuse-
aT npegumHo B Codus n obnactHu-
Te rpagose. Onpegenswm MOTUBMU
3a NOKymnKa ca ,TbpCeHe Ha HOBOTO"
n npoMouunu ¢ gobaBeHa CTOMHOCT,
nporpamm 3a NOSJIHOCT U MPUATHA
aTmocdepa 3a nasapyBsaHe.

Cnopen npoy4yBaHe, npoBeAeHo oT LleHTb-
pa 3a n3cnegBaHe Ha geMmokpauumaTa (1995)
Apyra xapaktepHa ocobeHoOCT, npousTnya-
La OT HapoAOMNCMXOoorusaTa, € CBbp3aHa C
opueHTauusTa Ha 6bnrapckuTte noTpebuTe-
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to purchase of certain brands that have
turned into a symbol of success and wel-
fare. This choice is a result of the desire to
create a particular positive image among
others and to be accepted as a part of the
people with higher social status.

In conclusion we could define that culture
influences consumer behavior of Bulgar-
ians in different ways. In spite of the lim-
ited paying abilities of most of them, the
price is not the only factor that determines
their purchase choices. They are willing to
accept the innovations according to their
conception and nature.

IV. Characteristics of Russians’ con-
sumer behavior

A deep quantitative study of consumer
behavior in Russia has revealed that cul-
ture has a significant impact on purchase
choice. Important elements showing the
influence of culture on consumers’ behav-
ior in Russia are (Marinova 2007):

- time - in regard with the time of
remuneration payment that forms
a cyclic recurrence of the Russia
trade objects’ turnover.

- space - distances and measures
are accepted in a different way by
Russian consumers. According to
Russian culture always the bigger
is preferred to smaller things and
is considered to be better and with
priority.

- social class - in the country there
is a two-level separation of the so-
ciety in two classes - a low number
of well-off people - “new Russians”
and the numerous class with sharp-
ly different low living standard.

- referent groups - there is conform-
ism towards the social surrounding
at taking a purchase decision. It
takes the following forms: imitative
(imitation of the consumer behavior
of the referent group), estimative
(a desire to receive a good estima-
tion of the consumer behavior from
the referent group) and informative
(the highest level of consumer be-
havior dependence upon the social

N KbM 3aKynyBaHETO KOHKPETHM MapkKM,
npeBbpHaan ce B CUMBOJIN Ha ycnexa. Tex-
HUAT N360p e CreacTBME OT CTpeMeXxa Aa ce
Cb3aaje onpeaernieHa nNpeacraBa Yy OKOJIHU-
Te, Aa 6bae OoTHECEeH KbM KaTeropusita Ha
xopaTa C Nno-BUCOK ColMasieH craTyc.

B o6obuieHne mMoxe ga ce geduHupa, ye
KynTypaTa Bb34ENCTBA BbpXy notpebuten-
CKOTO MnoBefeHWe Ha Obrrapute No pas-
JINYHN Ha4YMHWN. BbNpekn orpaHnYeHunTe Cu
6l00KETHM Bb3MOXHOCTWU Ha MOBeYeTo OT
TAX, LeHaTa He € eAUHCTBEHMS onpeaensiy
dakTop npu nsbopa. Te ce CTpeMAT A4a Bb3-
npvemaT HOBOTO, MPEMMHaBAaLLO NMpe3 npu-
3MaTa Ha TexHuTe pa3bupaHus U HpaBswu.

ocobeHocTM B
noseaeHue Ha

IV. CneundunuHmn
norpeéburenckorto
PYCKUTE KynyBaiu

3aabn604YeHO KONMYECTBEHO M3CNeABaHe
Ha MoTpebuTenckoTo noBeaeHne B Pycus
YyCTaHOBSABa, Ye Ky/TypaTta BAusie CbLLeCT-
BEHO BbpxXy M36opa npu nokynka. BaxHu
e/leMeHTW, NoKasBally BAUSHWUETO Ha KyJi-
TypaTta Bbpxy NOTPebUTENCKOTO NOBeAeHMEe
B Pycus ca (MapuHosa 2007, ):

- BpeMeTo - TYK Ca OTHeceHu ocobe-
HOCTW, CBbpP3aHM CbC CPOKOBETE 3a
n3nnawaHe Ha TPyAOBUTE Bb3Ha-
rpaxkaeHus, koeto dopMmupa uUu-
KJIMYHOCT B 060poTa Ha TbProBCKM-
Te obekTun B Pycus.

- [IPOCTPaHCTBOTO - PA3CTOSIHUSATA U
pa3MepuTe ce Bb3npueMar Mo pas-
JIMYEH HA4YUH OT pyckuTe noTpebu-
Tenute. Cnopea pyckaTta KynTypa
BMHArnM ronsMoTO Haj MasikoTo e
NMPUOPUTETHO M NO-A06po0.

- obujecTBeHara KJslaca - B CTpaHaTta
ce HabnwaaBa ABYCTEMNEHHO aene-
HMe Ha ManobporHa knaca OT CbC-
TOSATENIHM XOpa - ,HOBM pycHauu” u
PA3KO OT/IMYaBaLlM ce OT TAX Mo Ha-
UMH Ha XMBOT, CbCTaBNsBaLM MNpe-
obnagasawaTta obuwa knaca.

- pegepeHTHUTE rpynu - Npu B3eMma-
HETO Ha pelleHMe 3a MOKyrnka ce
nposiesiBa KOH(MOPMU3BM MO OTHO-
LUEHWE Ha couManHOTO ObKpbXxe-
HMe, KOMTO Ce NposiBsiBa B ClieAHUTE
dopMu: mMmuTaumoHeH (MMUTaums
Ha noTpebuTenckoTo MnoBeAeHne
Ha pedepeHTHaTa rpyna), OueHb-
yeH (CcTpeMeXx 3a Mosy4Yu MOJSIOXMU-
TefiHa oueHKa 3a NoTpebuTenckoTo
noBeAeHne OT NMpeacTaBUTENNTE Ha
pedepeHTHaTa rpyna) u uHdboOp-
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surrounding).

- family impact - the traditional type
of family in Russia is presented
through narrow relations between
the different generations. These re-
lations take form of collective deci-
sions making as well as collective
usage of some classes of products
from several families connected in
the specific for Russia big family.

- physical surroundings - the combi-
nation of many and brilliant colors,
the sparkling elements and extreme
luxuriance favors a considered de-
cision and allow the Russian buyer
to focus on the product searched
by him. An important point that
should be taken into consideration
is the excessive splendor and luxu-
ry frighten the main part of the so
called “traditionalists”.

Considering the collective impact of the
above factors on the consumer behavior
of the Russian consumers at taking a pur-
chase decision, three groups can be distin-
guished as follows (Marinova 2007):

Innovators (15%) - they are creative and
active citizens who can be met mostly in
Moscow and cities in Russia. They do not
disturb about the next day, their priority is
today, the present time. They are interest-
ed in innovative and expensive products
that are symbol of high social status.

Consumers aiming to get higher in the so-
ciety (10%) - these are people who change
their consumer habits very rapidly. They
are extremely “spontaneous” in making
their decisions and imitate the innova-
tors’ market consumer behavior, but they
are not enough competent and informed
about their purchase choices. This leads to
unsuccessful decisions to be taken some-
times (Demidov 2003).

Consumers - traditionalists (70% of the
Russians) are characterized with lower
level of incomes compared to the middle
class of the industrial developed countries.
It is specific for them that when planning
a purchase the time scope varies from one
week for short-term purchase to two-three

MauuoHeH (Han-BMCOKOTO HMBO Ha
3aBMCMMOCT Ha noTpebuTenckoTo
noeseaeHne OT COLManHOTO O6KpbL-
XKeHune).
- B/IMSIHME Ha CEMENCTBOTO - Tpaau-
LMOHHUMAT TUN CceMencTBo B Pycus
Ce npeacrtaBsi, 4pe3 TeCHW Bpb3-
KW MexXay pasfiM4yHuUTE NMOKONEHUS,
KOUTO Ce u3pa3saBaT KaKTo B KO-
NIeKTUBHO B3€MaHe Ha MHOro no-
TpebuUTenCckn pelleHns, Taka M B
KONEKTUBHOTO MOSI3BaHE Ha HSAKOWU
Knacose MpPOAYKTU OT HSKOJIKO ce-
Mencrtea, obeaMHEHM B XapaKTep-
HOTO 3a Pycusa ronsiMo CEMencTBo.
- @usnyecko 0b6KpwbXEHME - KOMOU-
HaumMsaTa OT MHOIO U SIPKU LIBETOBE,
bnecrawmnTe enemMeHTU M npekane-
HaTa NULWHOCT Npeapasnosiara KbM
B3€MaHeTo Ha 06MUCNEHO pelleHune
N NO3BOJSIBAT Ha PYCKUS KyrnyBau
[a ce CbCpefoTo4Yn HenocpeacTse-
HO Haj TbpCEHMUS OT Hero NpoayKT.
Ba)xeH MOMeHT, KOMTO cneaBa Aa ce
OTpasun TyK €, Ye npeKaneHusaT pas-
KOLW nJiam no-rossiMata vacTt OT T.
Hap. ,noTpebutenn TpaguunoHa-
nmcrtun®.
AHanmsnpankm CbBKYMNHOTO B/WUSIHME Ha
no-rope npeacTtaBeHUTE efleMeHTU, Bb3-
AEeNCTBalUM BbpPXYy MNOBEAEHNETO PpYyCKUTE
notpebutenu, nNpu B3EeMaHe Ha pelleHue
3a MOKYrKa, Ce pasrpaHuyasaTt B cnegHuTe
Tpu rpynu (MapuHoBa 2007):
lMoTpebutenn HoaTopu (15%) - Te ca Kpe-
aTMBHM U aKTUBHW Tpa)aaHW, KOUTO ce
cpewlaT Han-4yecto B MockBa u rpagoBseTe
C MWIMOHHO HacesneHue. Te He MUCAAT 3a
YTPELWHUA AeH, 3a TIX NMPpUOPUTET e AHeLl-
HUAT ycnex. VHTepecyBaT ce OT MHOBATUB-
HM U CKbMNU MPOAYKTU, KOUTO Ca CMMBOJ Ha
BWCOK couManeH craTyc.
Motpebutenn, crpemswmuTe ce Harope
(10%) - ToBa ca Xxopa pPs3KO MPOMEHSLLN
cBOMTE MOTpebuTenckn Haesmuun. Te ca us-
K/IIOUUTENHO ,,CNOHTAHHMN" B CBOUTE peLle-
HUS N Ce CTPeMAT Aa UMUTMpaT noTtpebu-
TENCKOTO MnoBeAeHMe Ha HoBaTopuTe Ha
nasapa, HO He ca AOCTaTb4YHO KOMMETEHTHMU
W apryMeHTupaHu npu ceBos m3bop, KOeTo
BOAWN cnep cebe cv B3eMaHe Ha HAKOU He-
ycnewHu pewenus (Jemuaos 2003).
lMoTpebutenu TpaanUnMoHaInCcT1 - Te Bb3-
nmsat Ha 70% oT HaceneHmeto Ha Pycu
N ce xapakTtepusmpaT C NO-HUCKO HMBO Ha
[oXoAuTe B CpaBHEHWE CbC CpejHaTa K/aca
B MPOMULLSIEHO Pa3BUTUTE CTPaHMU. 3a THAX
€ XapaKTepHO, 4Ye Mpu niaHMpaHe Ha no-
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years for long-term ones. According time
they build their idea about the product and
its actuality or if itis a part of an old collec-
tion. They are searching for a big amount
of information when making a decision to
choose an alternative, as they want to be
sure that the choice is right.

V. Comparison of consumer behavior
of Bulgarian to Russian buyers ac-
cording to Hofstede’s model

Leading position in researches of the dif-
ferent cultures and their comparison is
hold by the Holland scientist H. Hofstede,
who is the founder of the contemporary
method for studying the intercultural dif-
ferences. According to him a basic prob-
lem in the relationships (interpersonal or
between whole nations) is the misunder-
standing and unacceptance of “The Other
one”. For this reason he invents a model
including six cultural dimensions, through
which he describes and measures the cul-
tural frame of a nation and it can be eas-
ily compared to other nations (Hofstede
2010, Riemer 2014).

The conducted research through the Hof-
stede’'s model concerning the cultural
differences in the consumer behavior of
Bulgarians and Russians reveals the fol-
lowing results regarding the mentioned
six dimensions: (Petrova 2012, Hofstede
2013):

- Power Distance (PDI) - it is consid-
ered that in one society there are
different types of inequality that
determine the different social sta-
tuses of tits individuals. According
this indicator Bulgarians have rela-
tively high score (70 points) which
means that they accept the hierar-
chy and their own place in it without
the need of additional explanations.
Russia shows even high score (93
points) which means higher level
of centralization. This is a nation
where the distance between the
power (government) and society is
very big. The status level influences

KynKa BpeMeBus AMana3oH Bapupa OT ea4Ha
ceaMuMLa 3a KpaTKOCPOYHU NEPCNEKTUBU 40
ABe-Tpu roauHu 3a gbnrocpoyHu. Cnopepg
BpPEMETO Te m3rpaxaaTt npeacrasaTta cu Ao
KOJIKO rpennaraHms NpoayKT e aKTyasieH
WM e oT mo-crtapa konekums. Mpu nsbopa
Ha €aHa unu apyra npoaykKrtoBa ajTepHa-
TUBA TbPCAT roASMO KOSIMYECTBO MHbopMa-
LuMs, 3a Aa ca CUrypHW 3a NpaBUIHOCTTA Ha
B3E€TOTO OT TSX peLleHune.

V. CpaBHeHue noTpeburesnckoTo nose-
AeHUue Ha 6bNrapckus n pyckusi Kyny-
Bau4 no mopaena Ha Xodcrene

Bopelo MSACTO B u3cneaBaHUsTa Ha pas-
JNYHUTE KYNTYPU U CPaABHEHMETO Mexay
TAX 3aeMa xonaHackms ydeH X. Xodcreae,
KONTO € OCHOBOMOMOXHMK Ha CbBPEMEHHUS
MeToZ 3a U3cneaBaHe Ha MexayKynTypHuTe
pa3nnumnsg. Cnopen Hero OCHOBHa Mnpeyka B
OTHoWweHusTa (buno To MEeXAY/TMUYHOCTHMU,
MEeXAYrpyrnoBm WAW MeXAy LenuM Haumun)
ce siBsiBa Hepa3bmpaHeTO U HenpueMaHeTo
Ha ,Adpyrus®. ETo 3awo Ton Cb3gaBa MoO-
Aen, BK/IYBaW, 6 KyITypHU mapaMeTbpa,
upe3 KoMTO ce obpucyBa KynTypHaTa pam-
Ka Ha JajeHa Hauumsa M TS MOXe CroKoWn-
HO Aa 6bAe cbnocTaBsHa C APYrn HauUW.
(Hofstede 2010, Riemer 2014).

MpoBeaeHO npoyyBaHe MO MoAena Ha
Xodcreae OTHOCHO KYNTYpPHUTE pasnmyuuns
B NOTPebMTENCKOTO noBeaeHne Ha 6bnrap-
CKUTE N pYCKUTE KyMnyBauu NokasBa cnen-
HUTe pe3ynTaTh No u3cneaBaHuTe 6 napa-
meTtbpa (MeTtpoBa 2012, Hofstede 2013):

- Pa3zcrosiHue ot Baactra (PDI)- us-
X0XJa ce OT unaesTa, Ye B eAHO 06-
LLLeCTBO CbLLECTBYBAT pPa3/IMYHUN He-
paBeHCTBa, KOWTO npegonpeaensT
CbOTBETHO M pa3/INYHUTE COLMAITHMU
cTaTycun Ha uHamenamTe B Hero. Mo
TO3M usmeputen 6bvnrapmTe ca c oT-
HOCUTENHO BMCOKa oueHka (70 T1.),
KOeTo 03HayaBa, ye Te npuemar ne-
papXn4yHUs pea, B KOUTO BCEKM MMaA
CBOETO MSCTO M He Ce HyXAasaT oT
Aonb/HUTENHN 06aCHeHKUs. o To3un
nokasaten Pycusa (93 T.) nokas-
Ba OlLe MNo-CUJIHA LeHTpanusauus.
ToBa e Hauus, B KOATO BfacTta e
MHOro gasnedye oT ob6wecTBoTo. YcC-
TaHOBSIBa Ce, 4e KakTo npu 6bara-
puTe, Taka M MNpu pycHauuTe BWU-
COYMHATa Ha cTaTyca CWIHO BAuse
BbpXYy HamnpaBeHUS OT KIMEHTUTE
n360op 3a NOKynka, KaTo Te ce Cb-
obpasgBaT C HaNOXXeHUTe HOPMKU OT
NO-BMCOKO pa3mnosioXXeHnTe B 06-
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strongly the purchase choices made
by Bulgarians and Russians as they
comply with the norms defined by
the higher levels of the social hier-
archy.

Individualism/collectivism (IDV)
- it reveals the dependence of the
separate individual upon the other
members of the group (Triandis
1995, Oishi 1998). According this
indicator Bulgarians (30 p.) are
united not because of their attach-
ment but because of the unwilling-
ness to have personal responsibil-
ity and to initiative at their choice
of certain goods or services. For
Russians this indicator is higher
(39 p.) and shows stronger feel-
ing of belonging to the group. Fam-
ily, friends and often neighbors are
an important factor influencing the
consumer’s choice.

Masculinity (MAS) - in manly na-
tions the view that the final result
is the most important thing pre-
vails, while in womanly nations the
individual focuses on the purpose
“working to live”. For the Bulgarian
and Russian consumers the wom-
anliness is leading - respectively 40
and 36 points. Regarding consumer
behavior this criteria is connected
with the fact that people like to
shop in their free time, take emo-
tional buying decisions and they are
ready to make compromises if any
conflicts arise in the trade premis-
es.

Uncertainty Avoidance (UA) - this
dimension measures the way a so-
ciety deals with the fact that the fu-
ture is unknown and unpredictable:
if we believe we must try to control
future or just let it happen? This
ambiguity is connected with anxiety
and different cultures deal with it in
different ways. The score on Uncer-
tainty Avoidance show the extent
to which the members of a culture
feel threatened by unknown situa-
tions and have created believes and
institutions trying to avoid these.

LecTBeHaTa nepapxumsaTa.
NHANBUAYyaan3oM/KOIEKTUBN3IBM
(IDV)- npeactaBs 3aBMCMMOCTTa Ha
OTAENHUS MHAMBMA OT OCTaHanuTe
yneHoBe Ha rpynarta (Triandis 1995,
Oishi 1998). Cnopea 1031 UHAMKA-
TOop 6bnrapute (30T.) ca CnNIOTEHMU
He Ha 6as3a nNpuBbLP3AHOCT, a nopa-
AN HeXenaHMeTo Aa HOCSAT nepco-
Ha/Ha OTrOBOPHOCT M Aa NposBsiBaT
NIMYHa MHMUMaTMBa npu nsbopa Ha
pas3fiIM4yHM CTOKM 1 ycnyrn. Mo To3mn
nokasaten pycHauute (39 T1.) no-
Ka3BaT MNO-CUJTHO U3pa3eHa NpuHaa-
NexXHocT kbM rpynata. CemMeicTso,
NpUaTENN MU He psSIAKO CbCeauTe ca
U3KJIIOYNTENHO BaxeH (akTop npwu
notpebutenckmsa nsbop.
MuxectBeHocT/)xeHcTBeHOCT (MAS)
- NPV MbXEeCTBEHUTE HauMun npeob-
nagaBa Bb3MNpUATUETO, Ye e BaXKeH
KpaHUAT pe3ynTaTt, AOoKaTo npwu
XXEeHCTBeHMTe oblecTBa MHANBUADBT
ce dokycmupa e Bbpxy uenta ,pabo-
T, 3a ga xusee". Kakto npu 6bnra-
pute (40 T.), Taka v Npu pycHauuTe
(36 T.) ,)KeHCTBeHOCTTa" e BoAeLla.
Mo oTHOWweHMe Ha noTpebuTencko-
TO NnoBeAeHMe TO3M KpUTepuin ce
CBbp3Ba C TOBa, 4Ye xopaTa obuuatr
Aa nasapysaT B cB0604HOTO BpeMe,
B3eMaT eMOLMOHaNHN pelleHns 3a
NMOKYyMnKa 1 ca roToBM Ha KOMMNPOMMW-
CW NPpU Bb3HMKBAHE Ha KOHMANKTHMU
CUTyauun B TbproBCckute obekTun.
n36sreaHe Ha HeusBecTHoTo (UA)
- Ta3nm AMMEHCUA ce oTHaca Ao
HayMHa, NO KOMTO 06WecTBOTO ce
crnpass ¢ akTa, ye 6baeLLeTo e He-
N3BECTHO M He MoXxe Aa 6bae npea-
CKasaHo: Janu cmaTaMe, 4ye Tpsibea
[a ce onuTaMe Aa KOHTpoaupame
6baeweTo MaAM NpoCTo ro ocraBs-
Me fa ce cnydysa? Ta3um gunema e
CBbp3aHa C TPEBOXHOCT U pasnmy-
HUTE KYNTYypW Ca Ce Hay4unum aa ce
CNpaBsAT C Hesl MO pa3/INYeH Ha4nH.
CteneHTa, B KOATO 4sieHOBeTE Ha
eflHa KynTypa ce 4yBCTBaT 3acTpa-
LWEeHW OT CTpaHa Ha HEN3BECTHOTO U
HEeno3HaToTO U ca Cb3aan BsSpBa-
HUS U WMHCTUTYUWMU, ONUTBAMKKN Ce
Aa u3berHat Ta3m HeCUrypHocT, ce
n3MepBa C pesyntata nNo AMMeEHCU-
ata ,N36areaHe Ha HensBecTHOTO".
6bnrapute otbensassat 85 ToUkM No
TO3M noKasaTes, KOeTO O03HauyaBsa,
ye CUHO npeanoyunTaT aa usbsareatr
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Bulgarians (85 p.) have a very high
preference for avoiding uncertainty.
This result is valid also for with 95
points. In cultures with high score
of this dimension there is an emo-
tional need for rules (even if the
rules seem that never work), peo-
ple have an inner urge to be busy
and work hard, precision and punc-
tuality are norms, innovation may
be resisted, security is an important
element in individual motivation for
making a purchase decision.

HEU3BECTHN CUTyauun, CBbpP3aHu C
HECUrypHOCT. To3u pe3ynTaT € Ba-
nnaeH v 3a pycHauuTe, KOUTO OT-
unmTaT Ole noBeye TOUYKU MO Tasu
AnmeHcus - 95. B KynTypu € BUCOKMU
CTOMHOCTM MO TO3M NOKasaTen e Ha-
nvue eMouuoHanHa Hyxzaa oT npa-
Buna (4opw ako Te usrnexaa, ye He
paboTAT), xopaTa MMaT BbTpELUEH
NOATMK Aa Ca 3aeTu U Aa pabortar
34paBo, Npeun3HOoCTTa U TOYHOCTTA
ca HOpMa, MOXe Ja ce CbMNpoTUBNSA-
BaT Ha HOBOCTUTE, CUFypHOCTTa e
BaXXeH efieMeHT B MHAMBUAYasiHaTa
MOTUBaLMSA NpU B3eMaHe Ha pelue-
Hue.

Comparison of Bulgaria to Russian consumers according the
ciltural dimensions of Hofstede’s model
CpaBHeHMe Ha 6bNrapckUTE U pyckuTe notpebutenn no
KYNTYpHUTE ANMEHCUMN crioped Moaena Ha X. XodcTteae
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Figure 1. Comparison of Bulgarian to Russian consumers according the cultural dimen-
sions of Hofstede’s model

durypa 1. CpaBHeHMe Ha 6bArapckuTe U pyckute noTpebuTenn no KynTypHUTE AUMEHCUN
cnopea mozena Ha X. Xodcreae.

Long-term orientation (LTO) - this
dimension is closely related to the
search of social virtues which will
be developed in future and would
contribute to the improvement of
social future perspectives. Bul-
garian consumers (69 p.) believe
that the truth depends much on
the situation, its context and time.
They show the ability to adapt very
quickly and easily to the changing
conditions and are highly inclined to
save money and invest with the aim
to buy the wanted goods “symbols
of success”. Russians (81 p.) are
defined as more economical and
abstemious in their consumption.
The respect to traditions and per-
sonal stability are oriented mostly

- AwvnarocpoyHa opueHtaums (LTO) -

TO3U KPUTEPUA € TACHO CBbp3aH C
TbpCeHeTo Ha obuiecTBeHn aob6po-
AeTenn, KouTo Aa ce pa3BuBaT 3a-
Hanpea M KOWTO Aa CroMorHaTt 3a
nopgobpsiBaHe Ha nepcrnekTusuTe
Ha obwecTBoTO B 6bAewe. bbarap-
ckute noTtpebutenun (69 T.) BApBAT,
ye MUCTMHaATa 3aBWUCUM MHOMO OT CU-
TyaumsaTa, KOHTEKCTa 1 BpeMeTo. Te
nokaseaT crnocobHOCT ga ce agan-
TUpPAT MHOr0 JIeCHO KbM MPOMEHS-
LWNTE ce YCnoBUSl, MMAT CUTHO U3-
pa3eHa CKOHHOCT KbM CrecTsBaHe
N WHBECTUpaHe C uen 3aKynyBaHe
Ha HabenasaHuTe CTOKM U YCAyrn
~,CMMBOIM Ha ycnexa“. PycHauwuTe
(81 T.) ce onpenenaT KaTo no-nec-
TeNNBU U Bb3AbPXaHM B noTpebne-
HMETO. 3auMTaHeTo Ha TpaauuuaTa
N nn4yHaTa CcTabuiHOCT ca Hacode-
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towards keeping the social status,
putting short-term objectives and
reaching quick results.

- Indulgence (IVR) - according this
dimension Bulgarians (16 p.) and
Russians (20 p.) are defined as
strongly reserved people, pessi-
mistic, inclined to deny all ideals.
They do not appreciate their free
time and do not use it to full extent.
That is why Bulgarian and Russian
consumers often have the feeling
that their market actions are lim-
ited by social norms and this makes
them feel moody and unhappy. The
negativity and insecurity are often
the reason for feeling unsatisfied
by the made purchase decisions as
they are prejudiced against the in-
novations in market.

VI. Research of culture influence upon
consumers of firm “"PATRIK-MAY"” Ltd

“PATRIK-MAY" Ltd is specialized in produc-
tion and sale of woman coats made from
natural fur from mink, beaver, fox, lynx
and chinchilla. Its three representative
shops in Bulgaria are situated as follows:
one in Varna and two in Nessebar.

The main purpose market of the firm in-
cludes Russian and Bulgarian tourists.
The trade premises of “PATRIK-MAY” of-
fer a diversity of sports-elegant, classical
and exclusive models that are suitable for
women of different ages and styles. The
active sales period of the shops in Bulgaria
is from May to September. In winter the
firm counts mainly on the Bulgarian con-
sumers.

The prices of coats made from fur pieces
of minks and beaver vary from 350 Euro
to 750 Euro and the prices of coats made
from whole furs of mink vary from 1000 to
4500 Euro. The most expensive coats are
made from chinchilla - their prices vary
from 10 000 to 20 000 Euro.

On the basis of their long-term experience
on the market of fur coats for Bulgarian
and Russian consumers, the employees
of the “"PATRIK-MAY"” chain of shops have
identified some specific features of their
cultural values and norms. A research

HM Npeau BCUMYKO KbM 3anasBaHe
Ha cTaTyca, MoCTaBsiHE Ha KpaTKo-
CPOYHM LENN N NMOCTUraHe Ha 6bp3u
pe3ynTaTu.

- CHusxoxgeHme (IVR) - no To3u
nameputen mn 6vnrapute (16 1.) un
pycHaumte (20 T.) ce oueHsiBaT
KaTo CUJIHO CAbPXaHW Xopa, necu-
MWUCTW, CKJIOHHW Aa OTpuyaTt BCUY-
KW ungeann. Te He LEHAT CBOETO
CcBOH6OAHO BpeMe W pecneKkTUBHO
He ro mM3non3eaTt NbJIHOUEHHO. ETo
3auWo 4yecTto 6barapckuTe n pycku-
Te noTpebutenn mmaT ycelaHeTo,
ye [encTBMsaiTa MM Ha nasapa ca
OrpaHM4yeHn OT CcouMasiHUTE HOop-
MW, KOETO ' Kapa Aa ce 4yBcCTBaT
NOATUCHATM WM HewacTHW. Heratu-
BM3MbT M HECUIypPHOCTTa 4ecTo ca
npuyYMHa Aa He ca YAOBNETBOPEHU
OT HanpaBeHUTE NOKYMNKW 1 aa umat
cepuo3Hun npeaybexaeHns KbM HO-
BOBbBeAeHUATa Ha nasapa.

VI. NMpoyyBaHe BJIMAHMUETO Ha KYANTY-
paTta Bbpxy norpeburenute Ha mpma
~PATRIK-MAY” 00

®dupma ,PATRIK-MAY" OO/ e cneunanunsn-
paHa B NpOM3BOACTBO M nNpoaaxba Ha gam-
CKWM ManTa OT eCTecTBEeHa KOXa OT HOpKa,
606bp, nMcuua, puc, umHuuna. Npeacrasu-
TeNHUTE 1 Mara3mHu B Bbnrapus ca pasno-
JNIOXXEHWN KaKTO cfieABa eanH B rp. BapHa u
ABa B rp. Hecebwbp.

OCHOBHMAT LEeNeBn Masap, KbM KOWTO e
Haco4deHa ,PATRIK-MAY", ca pyckun n 6bn-
rapckm Typuctn. OUPMEHUTE TbProBCKU
obektTn npepnarat 6orato pa3Hoobpa-
3Me OT CMOPTHO-ENEraHTHU, Kacnudeckmn m
E€KCKJTY3MBHU MOAENN, NOAXOASALLN 33 KEHU
Ha pasfiMyHa Bb3pPacT M C pasIMYeH CTU.
AKTUBHUSAT npoda)xxbeH nepunoa Ha Marasu-
HuUTe B Bbnrapus e ot Meceu Mali 4o Mecel
cenTemMBpu, KaTo Npes 3MMHUTE Meceum ce
pasunTa NMpUOPUTETHO Ha B6BbArApCKMU KIn-
EHTN.

ManTtata n3paboteHn ot 606bLP M NapyeTa
Ha Hopka ca Ha ueHu oT 350 eBpo o 750
€eBpo, a nanTtaTta OT LeNn KOXW Ha HopKa
BapupaT Mexay 1000 espo mn 4500 espo,
Hal-CKbMM Ca ManTa OT UYMHYMIA, YNUTO
LeHn B ananasoHa 10 000 espo o 20 000
eBpo.

OcHoBaBalikM Cce Ha CBOSl AbJIroroAuLleH
onnUT KakTo C 6barapcku, Taka U C pycku
KJIMEHTU, CNYXUTENUTE BbB BepuraTa Ma-
rasmum ,PATRIK-MAY" ca naeHtuduumpanm
HAKOW cneunduUHMTE 0COBEHOCTM Ha ABe-
Te rpynn notpebutenun, npeaonpeneneHu
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have been conducted in order to create a
whole vision and better understanding of
the cuture influence on consumers’ behav-
ior. The final aim of the researchers is to
suggest to the owners of the mentioned
shops some useful directions for market-
ing actions. The results will be revealed in
the following exposition.

Method of research

For the purpose of the research enquiry
method has been applied. In this regard
a questionnaire has been developed as it
includes twenty four closed questions with
several alternative answers to choose one.
It has been printed in Bulgarian and Rus-
sian language. The questions concerning
price and incomes are given in Euro for
easier comparison and analysis of results
afterwards.

The enquiry has been conducted during
the period of time from 01.05.2015 to
31.10.2015. The number of the enquired
respondents is 150 visitors of “PATRIK-
MAY” shops in Varna and Nessebar. 75 of
them are Bulgarians and 75 are Russians.
The sample size has been calculated as
the number of sales for the same period
in the previous year has been taken into
consideration. This number is 500 and the
sample size is about 30% of it.

The enquiry has been made personally
and the purpose of the researchers was
to reach equal number of respondents
from the two nationalities — Bulgarian and
Russian, so that there is a fundament for
comparison of answers given from both
of them. The enquired respondents from
each group had equal chance to be cho-
sen. The sample is stratified but it cannot
pretend for representativeness because
of the number of the units in it. It is not
big enough which can be seen at http://
www.raosoft.com/samplesize.html - the
used tool for calculating it, at 5% margin
of statistical error, confidence level of 95%
and population size 500 buyers, in order
to have a representative sample its size
should include 218 units (buyers) but in
the real case it include 68 units less.

Research results

849% of the respondents are women and
the rest 16% - men. The reason for this is

OT TEXHUTE KYNTYpPHU LIEHHOCTU U HOPMM.
C uen fa ce cb3gane eaHa UsioCTHa BU3US
OTHOCHO BJIMSIHUETO Ha KyNnTypaTa BbpXy
noBeAeHMETO Ha NoTpebuTenuTe B No-rope
NMOCOYEHNTE TbProBCKM 06eKTN 1 Aa ce Aa-
JaT KOHKPETHM Hacoku 3a npeanpuemaHe
Ha MoAXoAslM MAapKeTMHIOBM AEUCTBUS €
NpoBeAeHO aHKETHO Mpoy4BaHe. Pesynta-
TWUTE OT Hero we 6baaT NnpeacTaBeHn B Noc-
NneABaLloTo U3/0XEHMe.

MeToauka Ha nNpoy4YyBaHeTO

3a uenute Ha Mpoy4vYBaHETO € M3MNOoS3BaH
MeToAa Ha aHKeTaTa M e pa3paboTeHa aH-
KeTHa KapTa, BK/O4YBalla ABajeceT U ye-
TUPW BbMNpPOCa OT 3aTBOPEH TUM C MO HAKON-
KO anTepHaTuBHWM OTroBopa, oTnevyaTtaHa
Ha 6barapckm M pycku esmk. Bbnpocute,
CBbpP3aHM C LieHa M A0X0AM Ca MOCOYEHUN B
€BpO 3a No-/iecHa CbMNocTaBKa Npu aHanmsa
Ha Nosly4YeHUTe pesynTaTu.

AHKeTUpaHeTo Ha pecnoHAEeHTUTEe e Mnpo-
BegeHo B nepuoga ot 01.05.2015 r. po
31.10.2015 r. 3anutaHu ca 150 noTtpebu-
Tens Ha TbproeckmuTe 06ekTn PATRIK-MA B
rpagoseTte BapHa n Hecebbp, oT Kouto 75
6barapckm 1 owe TONIKOBa PYCKU rpaxaa-
HU. Pa3MepbT Ha M3BagKaTa € onpeaesneH
Ha 6a3a 6pos Ha npogaxbuTe Ha Marasu-
HUTEe 3a Nepuoa OT CbluMTe 6 Meceua Ha
npeaxoaHata roanHa (500 6p.) n Bb3NM3a
Ha 30% oT Tax.

AHKeTUpaHeTo € MNpOBEeAEHO JINYHO, KaTo
LenTa Ha aHKeTupawmTe € Ja ce OCury-
pAaT egHakbB 6poOM pecrnoHAEeHTU OT ABeTe
HaunmoHanHocTn — 6barapcka M pycka, 3a
Aa vMa 6a3a 3a cbrnocTaBka Ha pesynaraTu-
Te, noay4yeHwn ot agsete rpynu (ctpatn). OT
BCAKA rpyna aHKeTupaHuTe ca noabpaHu
Ha cnyyaeH npuHuun. W3BagkaTta e cTpa-
TudunumpaHa, HoO He MoOXe Aa npeteHaupa
3a NpeacTtaBUTENHOCT, NOpaau HeaoCTaThb-
yeH o6eM Ha eaMHUUUTE, NONaaHann B Hes.
Cnopea VHCTpYMeHTa 3a usuymcnsisaHe obe-
Ma Ha m3BagkaTa http://www.raosoft.com/
samplesize.html npwm pgonyctuma rpewka
5%, nosepuTtenHa BeposaTHOCT 95% u re-
HepanHa cbBKynHocT 500 noTpebutenu, 3a
na 6bae npeacrasuTenHa ulBaakarta cnea-
Ba Aa e c obeM 218 eamHuumM, a aHKeTMpa-
HUTe B Cny4yas ca cbC 68 no-Masnko.

Pe3yntatu OT Nnpoy4yBaHeTo

84% OT aHKeTUpaHUTE Ca XXEHU, a OCTaHa-
nnte Mbxe. lNMpuymHaTa 3a TOBa € AOMU-
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that the shops are visited mainly by wom-
en. Regarding age, incomes and education
of the respondents should be taken into
consideration. The biggest share is taken
from people with higher education (72%
of Bulgarian and 48% of Russian buyers).

Bulgarian customers who visit the shops
of "PATRIK-MAY" are between 35 and 55
years old, while the Russian buyers are
in a broader range - between 20 and 60
years and above. The month incomes of
the Bulgarian respondents are from 400
to 900 Euro and those of the Russian re-
spondents is between 500 and 800 Euro.

In regard with the frequency of purchas-
ing fur coats the results show that in com-
parison to the Russian buyers (64%), the
Bulgarian ones buy this type of product
much rarely (30%). The reason for this is
connected not only with the low incomes
of Bulgarians but also with the fact that in
Bulgaria the climate in winter months is
not as severe as in Russia. It is the main
reason Russians need more fur coats as a
whole. The analysis of this answers of this
question shows that this type of coats are
bought from Bulgarians rather as a symbol
of success and welfare than for their func-
tional purpose.

The dominant stimuli for purchase deci-
sion for Russian buyers include the brand
(36%) and the fact that they seek for va-
riety and attractive design (40%). For Bul-
garian buyers the brand is not that impor-
tant (32%) as their requirement about the
price of the purchased good (56%).

Regarding the risk taken with the purchase
of the particular product, the research re-
sults show that as far as the Bulgarian cus-
tomer gives a big part of his incomes for
this purchase, it if very important to him to
receive a good quality and to have positive
reactions from his relatives and friends to
the bought product (84%). Besides these
criteria that are important for 64% of the
Russian consumers, for 36% of them it is
acceptable to undertake considerable risk
to buy a fur coat not for personal usage
but as a present for somebody else.

In connection with the information sought
and influencing the decision to purchase a
fur coat, the research shows that for 40%
of the Russian buyers the most important

HMpallaTa MocewaemMoCcT Ha MpoydBaHuTe
TbproBckmn 06eKkTn OT NpeacTaBUTeENUTE Ha
HeXHWAa non. Han-ronsam e gensbT Ha aHKe-
TUpaHuTe u c ,Bucwe obpasosaHne” (72 %
oT 6bnrapcknte n 48% OT pyckuTe Kyny-
Baun).

Crnopen Bb3pacTTa 6bArapckuTe KIMEHTH,
rnocewasawm wmarasuvHute Ha  ,PATRIK-
MAY" ca B gmanasoHa 35 u 55 roanHu, a
pyckute ot 20 go 60 u Harope roauviiHa
Bb3pacTt. MeceuHuTe goxoam Ha 6barap-
CKUTE pecrnoHaeHTn Bb3nmsart Ha 400 eBpo
00 900 eBpo, a Ha pyckuTe ot 500 eBpo A0
800 eBpo.

Mo OTHOWeHMe yecToTaTa Ha 3aKynyBaHe
Ha KOXEeHW nanTa C ecTeCTBeH KOCbM ce
yCTaHOBSIBa, Ye B CpaBHEHME C pyCcKuTe
(64%) noTtpebutenn 6bnrapckute (30%)
[OCTa MO psSAKO KynyBaT KOXEHW nanTta.
TyK NpMynHaTa He e CBbp3aHa eaUHCTBEHO
C MNO-HWUCKUTE AOXOAW Ha MeCTHUTe Kyny-
Bauu, a U ¢ akTa, ye B bbnrapus knnma-
TUYHUTE YCNOBUSA Mpe3 CTyAeHUTE CE30HU
Ha Ca TOJIKOBa TEXKMW, KOETO He Hanarat
YeCcTOTO HOCEHe Ha TakbB BMA BPbXHO 06-
nekno. AHanM3bT Ha TO3M BbMNPOC MOKa3Ba,
ye y Hac To3M TMN NanTa ce KynyBaT KaTo
CUMBOJT Ha 61aroCcbCTOsHNE N yCNex, a He
TONIKOBA Mopaau TAXHOTO (YHKLMOHANHO
npeaHasHa4deHue.

KaTo OCHOBHM CTUMYNM, BAMSIELLN BbpXY
B3eMaHe Ha pelleHue 3a NoKynka, pyckuTte
pecrnoHAeHTX NOCOYBaT TbproBCcKaTa Mapka
(36%) wn ToBa, 4Ye TbpcCAT pasHoobpasne u
aTtpakTtmeeH ausaiiH (40%). MNpw 3anuTtaHn-
Te 6bArapu BoAella € He TOSIKOBa Tbpros-
ckaTa Mapka (32%), KONIKOTO M3NCKBAHETO
3aKyrneHaTa CToKa Aa € Ha aobpa (oT TaxHa
rnegHa Touka) ueHa (56%).

Mo OTHOLWEeHMe Ha noeMaHus PpUCK npu
3aKynyBaHETO Ha M3cneABaHWs MpPOAYKT,
pe3ynTaTtute OT NoJlydeHuTe OTroBOpWU Mo-
Ka3BaT, yYe TbM KaTo OBbArapCKUAT KIMEHT
oTaens ronsMa 4acT oT AoxoauTe CU 3a
Ta3u NOKYMKa, 3@ HEro € MHOro BaXHOo Ka-
YecTBOTO Ha W3AENUEeTO U peakumsiTa Ha
6/1M3KMUTE MY MO OTHOLLUEHWE HA 3aKyneHo-
T0 (84%). OCBEH Te3n KpUTEPUU, KOUTO Ca
BaXkHU 1 3a 64% OT pyckute notpeburtenu,
36% OT TsIX OTpa3sBaT, Ye ca roToBu Aa no-
eMaT CbLLeCTBEH PUCK, KaTO 3aKynaT nanTto
He 3a MYHO MoJsi3BaHe, a 3a NoAapbK.

BbB Bpb3ka C TbpceHaTa WHdOpMauus,
OKasBalla Bb3AeNCTBME BbpPXYy B3eMaHETO
Ha pelleHne 3a NoKynKa Ha KOXeHO nasnTo
C eCTeCTBEH KOCbM, MpOy4YBaHETO NOKa3Ba,
ye 3a 40% OT pyCKUTE KJIMEHTU Ca BaXKHMU
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points are the origin of the product and
the certificate that it is made by a proved
on the market producer. Other 40% of
Russian customers look for information
that confirm the compliance of the model
with the recent fashion trends. It can be
stated that this considerable part of the
Russian respondents are inclined to impul-
sive consumer behavior which is charac-
terized with unpredictable and impetuous
purchase decisions. Regarding this ques-
tion 72% of the Bulgarian respondents tell
that before they buy a fur coat they look
for detailed information about the differ-
ent features of the product, they are inter-
ested in the prices of this type of products
offered by the competitive organizations,
they gather data about current sales pro-
motions and price reductions. In conclu-
sion about this matter it could be accepted
that for the Bulgarian buyer the purchase
of a coat from natural fur is a complex de-
cision.

The type of the shop is another criteria
determining the final purchase decision of
this kind of product. 52% of the enquired
Russians insist on buying from expensive
and famous shops in the central parts
of the town, that offer elite and proved
brands believing that they are equivalent
to first-class quality. The atmosphere that
is attractive for them is magnificent and
brilliant. It is accepted as a symbol of lux-
ury and a sign for high social status. Unlike
Russians, 84 % of the Bulgarian buyers do
not insist the shops to be outstanding and
with high image. The trade premises they
chose should offer affordable goods with
satisfying proportion between price and
quality.

The requirements of both groups of cus-
tomers towards their communication with
the consultant are connected with this
information they need to be shared in a
calm manner with gentle tone. For 44%
of Russians however, the speech should
not be demandable. Unlike them, 38% of
Bulgarians want to receive big amount of
information in short time. Afterwards they
would find additional information about
competitors and their offers so that they
can be sure that the final decision enough
well-grounded and lead to minimum finan-
cial and psychological risk.

NpomM3xXoAbT Ha MpoAyKTa W rapaHumsaTa,
ye e NMpom3BedeH OT KOHKpeTeH YTBbpAeH
Ha nasapa npoussoauten. Apyru 40% ot
TAX TbPCAT MOTBbpXAaBalwa MHdopMaums
OTHOCHO CbOTBETCTBMETO Ha Mozena C no-
cnegHUTE MOAHW TeHAEHUMM. 3a TO3M He
ManbK OTHOCUTENEH ASi1 OT PYCKUTE KJK-
€HTW MOXe Aa ce TBbpAaM, 4ye Te ca npea-
pa3nofioXXeHN KbM MNposiBBaHe Ha MMMyI-
CMBHO NOTpPebUTENCKO NOBEAEHWE, KOETO
Ce XxapakTrepum3supa C HenpeaBnavMocT W
HeobMUCeHO B3eMaHe Ha peleHus 3a
NOKYMNKW. Mo OTHOWEHMEe Ha TO3M BbMpPOC
72% OT aHKeTMpaHuTe 6barapn NOCoOYBarT,
ye npeau Aa 3aKynsaT KOXeHOo naaTo TbpcaT
noapobHa nHdopmMauus, cebp3aHa C BCUY-
KW XapaKTepUCTUKM Ha CToKaTa, MHTepecy-
BaT Ce 3a UeHWUTe Ha TO3W BUA NPOAYKTH,
npeanaraHn OT KOHKYPEHTHW opraHm3a-
LMKN, HabmpaT AaHHKM 3@ TEKYLM NPOMOLINMK
N HaMmaneHus. B obobuleHne Ha ToBa MoXxe
[a ce npueMme, ye 3a 6barapckmsa Kynysau
NpnaobmBaHETO Ha KOXXEHO MasTo C ecTecT-
BEH KOCbM € KOMMJIEKCHO peLLeHune.

BuabT Ha TbproBCckmnsa obeKkT e Apyr Kpute-
puii, KOUTO MOXeE Aa u3nrpae onpegensuwa
poSisi BbpXY KpanHOTO peLleHne 3a NoKymnka
Ha TakbB BuUA NanTto. 52% oT 3anuTaHuTe
pyCHauM Abp)KaT Aa nasapyBaT OT CKbMNU U
peHOMMPaHN MarasmHW B LIeHTbpa Ha rpa-
A3, KOUTO npeanarat eIMTHU U YTBbpPAEHMU
MapKu, NpuveMamKku, 4ye Te ca eKBWUBASIEHT
Ha BMCOKO kayecTBo. O6CcTaHOBKaTa, KOSITO
M npmenuMya e nuwHa mn 6nackasa. Ta ce
Bb3MNpMeMa KaTo CMMBOJT Ha JIYKC U BUCOK
coumaneH cratyc. 3a pasnumka oT Tax 84 %
6barapuTe He AbpXXaT TOSIKOBa Ha MMUAXA
N M3BECTHOCTTa Ha TbproBckms obekT. UN3-
6upaHuTe OT TAX TbProBckM 06ekTn Tpsibea
Aa npegnaraT AOCTbIMHU CTOKK, C YAOBMET-
BOPSIBALLO CbOTHOLUEHME LieHa-Ka4yecTBo.
M3nckBaHeTo, KOETO MNOCTaBAT W JABeTe
Npoy4YBaHW rpynu KJIMEHTU MO OTHOLLUEHMEe
Ha KOMYHMKaLMUATa UM C NpoAaBay KOHCYI-
TaHTMTE Ce cBeXxAaaT A0 ToBa MHMOpMaLU-
STa, KOSITO MM MHTepecyBa JAa ce noaHacs
CMOKOWMHO 1 C yMepeH ToH. Npu 44 % pyc-
HauuTe obaue peuta Tpsbsa ga e HeaHra-
Xumpalwa. 3a pasnuka ot Tax 38% 6bara-
puTe XenasT 3a KpaTKo BpeMe Aa nonaydart
ronsM obem OT KOHKpeTHa WHdopMauus,
KOSITO B MOCNeACTBMe Aa AOMbAHAT U OT
APYrM  KOHKYPEHTHW TbproBckun o06ekTn,
Taka 4ye OKOHYaTesIHOTO pelleHue 3a no-
Kynka ga € AOCTaTb4YyHO apryMeHTUMpaHO M
CBbpP3aHO C MWUHMManeH GUHAHCOB U MNCu-
XOJIOrMYECKU PUCK.
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In terms of reliable communication chan-
nels influencing their purchase decision of
this type of product, both groups of re-
spondents point out friends and relatives.
For the Russian group internet forums is
also a preferable source of information.

The influence of referent groups should
not be ignored too. Leading role have the
primary referent groups like family, col-
leagues and friends, which opinion is of
dominant significance for 84% of the Bul-
garian and for 88% of the Russian buyers.
It should be mentioned that the family
members have different strength of influ-
ence on the final purchase decision. Deter-
mining role plays the husband for Russian
women and the mother, sister or other
close relatives - for the Bulgarian buyers.

VII. Conclusion

In result of the research of culture influ-
ence on Bulgarian and Russian consumers’
decisions for natural fur coats purchase
profiles of the both respondent groups
have been formulated.

e Consumer profile of the Bulgar-
ian buyer of natural fur coats
Bulgarians who buy fur coats are mainly
women between 35 and 55 years old, and
the bigger part of them has higher educa-
tion degree and month incomes between
400 and 900 Euro.

Bulgarian customers of , PATRIK-MAY"Ltd
often learn about the firm’s shops from
friends or by themselves while going for a
walk in their free time. A small part of them
are regular customers who purchase every
year on once in 2 or 3 three years because
of the high prices of this type of product.
In most cases these are people who buy
a fur coat for the first time. They visit dif-
ferent shops comparing item models and
prices and after that they take a purchase
decision. In very rare occasions there are
spontaneous purchases of so expensive
product without thinking out in advance,
asking friends or sellers and visiting more
than one shop. The proven quality of the
product is extremely important for them
as they give a considerable part of their in-
comes for it. The information they ask first

KaTto AocToBepHM KOMYHWKAUMOHHM KaHa-
N, Haco4yBallM KbM B3eMaHe Ha pelleHue
3a NOKyMnkKa v ABeTe rpynu aHKeTMpaHu no-
Tpebutenn noco4ysaTt NPMOPUTETHO NpusTe-
nnTte, 6NU3KNTE U POAHUMHUTE. 3a pycKkuTe
pecrnoHAeHTN NHTepPHET hopyMuTe CbLLO ce
cMaTaT 4o6bp U3TOYHUK Ha MHMopMauus.
BnusHueto Ha pedepeHTHM rpynu CbLuo
He 6uBa aa ce npeHebpersa. Boaewo msc-
TO 3aeMaT MbpBUYHUTE pedepeHTHU rpy-
nn (CeMencTBo NpUATENN, KOJEern), YmeTo
MHeHMe e onpefenswo 3a 84% ot 6barap-
cknTte n 88% OT pyckuTe KynyBauun. Tyk e
HY>XHO Aa ce oTtbenexu, ye Wo ce oTHacs
[0 CEMENCTBOTO OTAENHUTE HEroBW YeHo-
BE B/IMSAST C pasfiMyHa cuna BbpXy KpamHo-
TO pelleHue. 3a pyCHaumTe CbNpyrbT MMa
BoJella pons, AoKaTo npu 6barapckurte
KJIMEHTU TOBa Ca MawkaTa, cecTpata Wnau
Apyry 61M3K1 poaHUHN.

VII. 3aknouyeHume

OT Taka NpoBeAeHOTO Npoy4yBaHe Ha BAU-
SAHMETO Ha KynTypaTta KaTto ¢dakTop Bb3-
AEeNCTBall BbpXy peleHMeTo 3a MOKymnka
Ha KOXXeHM manTa OT eCTeCTBEH KOCbM MNpu
6barapckute M pyckmte notpebutenn ca
dopMynmpaHn npodunum Ha ABeTe U3Cnea-
BaHW rpynun pecnoHaeHTn. Te ca npeacra-
BEHM B NOCIe[BaLLOTO U3JTOXKEHME.,

e [pocdun Ha 6baArapckus nortpe-
6uTen Ha KOXKEeHM nasTa OT ecTecTBeHa
KO>a
Bbnrapckute notpebutenn, Kynysawm Ko-
XEHW ManTa C eCcTeCTBEH KOCbM, ca rpe-
AOVMHO >XeHW, OCHOBHaTa 4acT OT KOUTO ca
Ha Bb3pacT Mexay 35 n 55 rogmuHun. Mpeob-
najasallaTa 4acT oT TsX ca ¢ Bucwe obpa-
30BaHWe, a Crnopej MeceyHuTe [0XoAuTe,
KOMUTO MofslyyaBaT nonajaT B MHTepBana oT
400 eBpo go 900 espo.

Bbarapckute KIMeHTU Han-4ecTo Hay4vasaTt
3a MarasuHuTte Ha ,PATRIK-MAY" oT npus-
Tenu unau camm rm OTKpPMBAT, PasXxoXaanku
ce B cBO60AHOTO BpeMe. Manka 4acT oT Tax
Ca MOCTOSIHHWU KJIMEHTWU, KOUTO nasapyBsaTt
BCSIKa roavHa wnu npes 2-3 roguHu, Tbi
KaTo TO3M BMA CTOKW Ca CKbnu. B noBeveTo
c/lyyaum ToBa Cca xopa, KOMTO Cu KyrnyBaT 3a
NbpBW NbT ManTo. Te nocewasaT pas/iMyHU
MarasuHu, CpaBHSBaMKM MOAENNTE U LIEHWN-
Te 1 eBa TOoraea B3eMaT pelleHue 3a no-
Kynka. PSaKo KynyBaT TOJIKOBa CKbMa Bell
CNOHTaHHO 6e3 Aa NoOMUCAAT, Aa Ce KOHCY/I-
TUpaT Wan Aa pasrneaart U Ha Apyru mMecTa.
[Obp>xaT Ha AO0Ka3aHOTO KavyecTBO, Tbi KaTo
OTAEendaT ronsiMa 4act oT AOoXoAuTe CU 3a
3aKyrnyBaHe Ha Ta3W JSIyKCco3Ha cToka. lpu
B/iM3aHe B MarasmHa Hawm-BakHaTa MHGOp-
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when enter the shop is about prices and
designs of the coats. For Bulgarian con-
sumers the famous brand name is not that
important when they choose a fur coat but
they demand guaranteed and satisfying
quality and price proportion.

Bulgarian customers show higher inter-
est in shops situated in the malls because
in this way they can combine purchases
of several wanted goods. They like shops
with pleasant and not demanding atmos-
phere that is not outstanding with too much
luxury and glamour. They expect from the
consultants in the shops to acquaint them
with the offered products in a calm, com-
posed and kind manner although some-
times they like quick speech and getting
more information in a short time.

The basic sources of information or advice
used in the process of choosing a coat in-
clude family, colleagues and friends (with
the leading role) and often the opinion of
the consultant in the shop if they trust
him. For Bulgarian consumers the approv-
al of close people is very important. Bul-
garians buy natural fur coats because they
consider this  piece of clothing as a sym-
bol of high quality and image, belonging
to a certain group of society with high so-
cial status. In this way they try to express
their own individuality and demonstrate a
particular style of life.

When a new design or color appears Bul-
garian customers would not like to be the
first to buy the new items. Their consumer
behavior is imitative. They prefer the new
product to be tried t first by another whose
competence and taste they trust and af-
ter that they will be inclined to repeat the
same choice. Bulgarians accept the prod-
uct natural fur coat as a luxury one which
are rarely bought and that is why they
are not informed in details about the last
fashion trends in this type of clothing. In
some rare occasions Bulgarian consumer
is inclined to take the risk and buy imme-
diately the new product, he likes the tradi-
tional designs that are always fashionable.
Bulgarians buy natural fur coat mainly for
personal usage and vary rarely for a pre-

Maums, KOSTO TbPCAT € CBbp3aHa C LeHaTa
W NpeacTaBsiHE Ha MoAenuTe nanTta. 3a Tax
He e OT MbpPBOCTENEHHO 3HayeHue, 3aKy-
NyBaHOTO KOXEHO ManTo Aa € OT M3BEeCTHa
TbproBCKa MapKa, HO M3UCKBAT rapaHTupa-
HO CbOTHOLUEHME MeXAy LieHa M Ka4yecTBo
Ha NpoaykTa.

Bbnrapckute KAMEHTUM MposiBaBaT MOBU-
LWeH NHTepeC KbM MarasmHuTe, pa3nosoxe-
HW B roJleMuUTe TbproBCKUTE LEHTPOBE, Tbii
KaTo MO-TO3M Ha4YMH MOraT Aa CbyeTasaT na-
3apyBaHETO Ha HSAKONKO HabensizaHwu CTo-
Kn. XapecBaHUTE OT TAX TbProBCKM 06eKTU
ca C NpuaTHa M HeaHraxupawa ob6CTaHoB-
Ka, KOATO He ce OTKposiBa C npekaneHo
ronsiMm 6n5acbk 1 nykc. OyakBaT NpoaaBayd-
KOHCY/ITAHTMTE Aa I'M 3arno3HaBaT C npea-
naraHuMTe MNpoAyKTWU CrMOKOMHO, CAbPXaHO
N C YMEpEH TOH, BbMNPEKN Ye MOHSKOra UMM
aonaga pedrta ga 6bae 6bp3a M 3a KpaTko
BpeMe Aa nosydaT nosede nHpopmaums.
KaTo OCHOBHWM M3TOYHUUM Ha MHDOpMaLms
WIn CbBET npu m3bop Ha nanTo, BOAELLO
MSICTO 3aeMaT CEMENCTBOTO, KOJernTe unm
NPUSTENNUTE, HO YECTO Ce TbPCU MHEHUETO
N Ha NpoAaBay-KOHCY/TaHTa ako TOW e ycC-
naa Aa cneyenu AoBepumeTo Ha KJMeHTa. 3a
6barapckms notpebuten e BaXxxHo opobpe-
HMeTo Ha 6nu3kuTe xopa. bBbnrapute Ky-
nyBaT nasTa OT eCTeCTBEHa KOXa, 3all0To
CMATaAT, Ye Ta3n Agpexa € CUMBOJT Ha BUCO-
KO KauyecTBO, aBTOPUTET U MPUHAAIEXHOCT
KbM rpynu OT 06wecTBOTO C NO-BMCOK CO-
umaneH cratyc. o To3M HauuH Te ce on-
WTBAT Aa WU3pasaT cobcTBeHaTa CM MHAUBU-
AYanHOCT U Aa AEeMOHCTpUpaT onpeaeneH
CTWJ1 Ha XWBOT.

Mpu nosiBaTa Ha HOB MOoAeN UKW UBAT nan-
TO Mo-ckopo 6uxa npeanodeny ga He ca
NbpBUTE, KOUTO NPaBSAT NMOKYMKa Ha HOBMUS
npoaykT. TAXHOTO MoBegeHWE € WMUTa-
LMOHHO. Te nmpeanoynTaT HOBUAT apTUKYJ
Aa 6bae 3aKyrneH MbpBO OT YOBEK, HA YNUTO
BKYC M KOMIMETEHTHOCT MoraT Aa ce AoBe-
pAT U eABa c/ej ToBa Ca CK/IOHHM Aa OCb-
LLEeCTBAT CblUna n3bop. bbarapnHbT oTHaCA
KOXEeHUTe nanaTta C eCTeCTBEH KOCbM KbM
KaTteropusTa Ha JIYyKCO3HUTE CTOKM, KOUTO
psSAKO KyrnyBa, Nopaau Tasu MpuunHa TOM
He e 3ano3HaT B AeTaliin C nocnegHuTe
MOAHW TeHAeHUuM npu T03M Bua obnekna.
B peaku cnydaum e CKIOHEH Aa pUCKyBa u
BeJHara Aa B3eMe pelleHue 3a NoKynka Ha
HOBOTO. OpMEHTUPaH € KbM KJlaCMYeCcKuTe
MoZeNIn, KOUTO BMHaru ca akTyasHu.
PooHuST noTpebuten KynyBa KOXEHO nan-
TO C eCTecTBeH KOCbM MPeaAnMHO 3a JINYHO
Nnon3BaHe M MHOMo psAKO 3a NofapbK, Tbi
KaTo CTokaTa e crneumduyHa, CKbMNoCTpy-
Balla WU e M3KJTIYUTENIHO Ba)XHO MHOro Aa
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sent as it is an expensive good and it is
very important that the person who wears
it likes it.

e Consumer profile of the Rus-
sian buyer of natural fur coats
The bigger part of Russian customers of
“"PATRIK-MAY"”’s shops are women but
there are also men who buy natural fur
coats as a present. Russian buyers are in
a very wide age range - from 20 to 60
years ole and more. For this group of con-
sumers wearing of this type of clothing is
traditional and to some extent it is a result
of the climate conditions in Russia. The
prevailing part of the customers have sec-
ondary and higher education and the in-
comes they receive are between 500 and
800 Euro.

Russian buyers learn about the shops of
“PATRIK-MAY” from their friends and rela-
tives who have already visited them and
are satisfied by their purchases. Internet
websites and forums are another source
for information about the organizations
offering fur coats in Bulgaria. Through it
they learn about the experience and opin-
ion of other Russians regarding the goods
and services offered by "PATRIK-MAY” and
its competitors. When choosing a fur coat
Russian consumers care very much about
the producer, the trade mark, the quality
and in the same time the price influence
is not belittled. Other priorities for them
are desire for variety in their outfit and
acquiring the most fashionable new de-
signs. They are inclined to visit competi-
tors’ shops but in most cases if they are
impressed by the design of a certain coat,
they buy it in the very moment impulsively
without thinking about the purchase risk.
In cases when they buy a fur coat for pre-
sent, Russian buyers also undertake a risk
if the color, size and design will comply
with the view of the person for whom the
present is bought.

Russian customers prefer buying from
specialized shops, located in the central
parts of towns as they are perceived as a
warrantee for origin and quality. They also
visit the malls but have prejudices toward

XapecBa Ha TO3M, KOWTO e S HOCW.

e [Mpocdwun Ha pyckusa norpebuten
Ha KO>XEeHM MnaJitTa OT eCTeCTBeHa KoXa
Mo-ronamaTa 4acT OT PYCKUTE KJIMEHTU Ha
marasmHute ,PATRIK-MAY" ca »eHu, Ho
MMa MbXe, KOUTO KynyBaT nanta 3a no-
hapbuun. Pyckmute notpebutenu obxsawat
MHOro obwurpeH Bb3pacToB AManasoH - OT
20 po Hag 60 rogmwHa Bb3pacT. HoceHeTo
Ha KOXEHW MnanTa C eCcTecTBEH KOCbM cpej
Tasu rpyna KyrnyBayu e Tpaanums, npenon-
peneneHa oT KAMMATUYHUTE YCI0BUSA, Npu
KouTo xwuBesT. NpeobnagasawaTa vacTt ot
KJIMEHTUTE Ca CbC CpedHO M BuUCle obpa-
3oBaHue. Crnopes 0OX0AUTE CM OCHOBHATa
YacT OT K/MEHTUTe nonagaT B AManasoHa
oT 500 eBpo o 800 eBpo.
Pycknte notpebutenun Han-4yecTto Hay4aBsaT
3a TbproBckmute obektn Ha ,PATRIK-MAY"
OT cBou 6/M3KM, KOUTO Beye ca rv noce-
LaBanum 1 ca yaoBaeTBOpPEHM OT CBOUTE MNO-
Kynku. [pyr U3TOYHMK Ha MHpOpMauns ca
WHTEPHET POopyMUTE N CalnToBETE, OT KOU-
TO Te y3HaBaT 3a opraHmsaumuTe, npeana-
rawim KOXeHW Mnanta Ha TepuTopudaTa Ha
Bbarapmsa u ce 3ano3HasBaT C BNeYaT/I€HU-
STa Ha Apyru pycku notpebutenn oTHOCHO
npeanaraHuMTe CTOKM U yC/yrn, KakTo B Ma-
rasmHute Ha ,PATRIK-MAY" Taka u Ha Te-
XHW KOHKYPEHTMW.
Mpn n3bopa Ha KOXEHO NanTo pycHauuTte
N3KIIOYMTENTHO MHOMO AbpXXaT Ha NPOU3BO-
AVTens, TbproBckaTa Mapka, KadecTBoToO,
KaTo B/IMSIHMETO Ha LEeHaTa He ce oMmano-
BaXxkaBa. [lpyrn npmopuTeTn 3a TaX ca OCU-
rypsiBaHe Ha pa3Hoobpasne BbB BbHLUHUSA
BUA N CTPEMEX KbM MpUTEXAHWE Ha Hain-
akTyanHute mogenn. CKIOHHK ca ga noce-
LWaBaT KOHKYPEHTHW MarasmHu, HO B NnoBse-
YeTo CiyyYyaum Npu ycroBue, 4ye BU3MUATa WU
MoAesia Ha AaAeHOo NanTo ca v Breyatniu,
Te ro KynysaT UMMYJICUBHO Ha MOMeHTa 6e3
[a ce 3aMUCAAT 3a noeMaHus puck. B cny-
yauTe, KOraTto KynyBaT KOXEHO ManTo 3a
nodapbK, pyckuTe noTpebutenn cbllo no-
eMaT HeManbK pUCK, CBbp3aH C TOBa Aanu
LBETbLT, MOAENDBT U pa3MepbT We CbOTBET-
CTBaT Ha BMXXAaHWATa HA 4OBeEKa, 3a KOro-
TO € NpeAHa3HavyeH NoAapbKbT.
PyckuTe KIneHTV npegnounTaT Aa nasapy-
BaT OT crneumanusnpaHn MmarasmHu, pasno-
JIOXXEHM B LIeHTPasIHUTE YacTu Ha rpagose-
Te, TblA KaTO MM NpMeMaT KaTo rapaHums 3a
NpomM3xoa 1 Kayectso. lNocewasaT n rone-
MUTE TbProBCKMUTE LIEHTPOBE, HO Ca C W3-
BECTHO npeaybexaeHne KbM npegnaraHute
B TsIX CTOKM. XapecBaT JlyKca M 3aToBa ce
npuBnAMYaT OT TbProBCKN 06EKTU, KOUTO ce
OTKposiBaT C 611sickaBa M WapMaHTHa obcTa-
HoBKa. B npoueca Ha nasapyBaHe nsnckeaTt
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the goods offered in them. Russians like
luxury and that is why they are attracted
by shops outstanding with brilliant and
splendid atmosphere. In the buying pro-
cess they demand to receive attention and
the information to be given by the consult-
ant in a calm and slow temper. In the pro-
cess of choosing a coat they like to receive
personal and special attention and care.

A small part of the Russian consumers take
a decision to purchase a fur coat without
asking for the opinion of their friends and
relatives. Family has a leading role in the
choice as well does the husband’s opinion.

e Suggestions

According to the formulated profiles some
suggestion for influencing Bulgarian and
Russian consumers’ decision making pro-
cess regarding fur coats purchases could
be defined. The aim is to reach higher lev-
el of satisfaction of the purchase and thus
make more loyal customers who will act
as a successful communication channel for
the business organization.

Firstly, it is necessary to emphasize the
information sources through which the po-
tential customers could learn about the or-
ganization, its shops and products charac-
teristics. Regarding Bulgarian consumers
tools for influence could advertising bill-
boards and publications in fashion mag-
azines as the research shows that these
buyers learn about shops during their
free time. Regarding Russian consum-
ers this information could be better to be
published in brochures, offered by tourist
consultants who work mainly for Russian
guests. Other communication channels for
both groups of consumers could be Face-
book page of the organization or web-blog
with consumers’ comments in the respec-
tive languages. Posts in them should be
directed toward representing:

- The main advantages of the offered
goods - proven producers and
brands, proportion price - quality;

- Periodical information bulletin in-
cluding the latest fashion designs
and fur coats collections that are
in the assortment line of “PATRIK-

Aa UM ce obpblia crneumanHo BHMMaHWE,
KaToO M3UCKBAT MoAHacsiHaTa OT nMpoAaBay-
KOHCyNTaHTMTe MHdOopMaums aa ce msnara
6aBHO K C yMepeH TOH. B npoueca Ha n3bu-
paHe Ha nanto obwuyaTt ga uMm 6bae 06pb-
LLI@HO MepCoHanHo, cneunanHo BHUMAHME.
Manka 4yacT OT pyckuTe notpebutenu B3e-
MaT peLleHMe 3a NOKYyMKa Ha KOXeHU nanTta
camocToaTenHo 6e3 Aa TbpCAT MHEHMETO Ha
6113kn nnm npuatenmte. CeMencTBoTo nMa
Bodela pons npu nsbopa, KaTo MHEHUETO
Ha Cbnpyra e onpeaensuio.

e [penopbku

Bb3 ocHoBa Ha Taka dopMynupaHuTe Npo-
dunn moraTt ga ce AagaT HAKOM HACOKM 3a
Bb34eNCTBME BbpXy ObJrapckuTe M pycku
notpebutenn No BpeMe Ha B3EMAHETO Ha
pelleHne 3a MOoKynKa Ha KOXeHW manTta C
ecTecTBeH KocbM. NpesdTa e ga ce nmoctur-
He Mo-BMCOKa CTEMEH Ha YAOB/IETBOPEHOCT
OT ocCblUecTBeHaTa MoKynka, a Taka BMo-
cnencTeMe fa ce Cb3aanaT no-ronsM 6pon
NIOSINHWN KJIMEHTWU, KOUTO OT CBOS CTpaHa Aa
Ce NpeBbpPHAT B YCMneweH KOMyHUKaLuMoHeH
KaHan 3a opraHusaumsTa.

Ha nbpBO MsicTO, HEO6XOANMO € Aa Cce aK-
LEeHTUPa Ha U3TOYHMLUMTE Ha MHDOPMaUnS,
ypes KOUTO MOTeHuManHuTe notpeburtenn
MoraT Aa Hay4yaT 3a opraHmM3aumsaTa U xa-
PaKTEPUCTUKUTE Ha MPOAYKTUTE, KOUTO TS
npegnara. OTHOCHO 6barapckuTe NoTpebu-
TeNN KaTo MHCTPYMEHT MOraT Aa ce MU3Mosns-
BaT peknamHm 6unboppose 1 nybnukauunm
B MOAHM CMNWCaAHMS, Tbi KAaToO OT NpoyuyBa-
HETO CTaBa SICHO, Ye Te3u KynyBauu Hay-
yaBaT 3a TbProBCKUTE 06eKTN, HaMMpanKu
pa3nIMYyHN anTepHaTMBM 3a NMpeKapBaHe Ha
CcBOOOAHOTO CU BpeMe. 3a PYCKUTE KIIMEHTHU
Tasn nHdbopmMauus Moxe ga 6bae BrAOYe-
Ha B 6powypu, npeanaraHn oT Typ onepa-
TOopckuTe umpmu, paboTelmn NpUOPUTETHO
C roctun oT Pycmsa. [pyrn ycnewHn KOMyHU-
KauWOHHW KaHasiM, HaCoOYeHU M KbM [ABETE
rpynu notpebutenu, Komto bmuxa mMornu aa
ce nsnonseat, ca ®encbyk cTtpaHmua Ha op-
raHusaumsaTa u yeb 6nor c notpebutencku
KOMEHTapu Ha CbOTBETHUTE e3num. Mybnu-
KauuuTe B TAX cnefBa Aa ca HaCOYeHM KbM
npeacraBsiHE Ha:

- OCHOBHMTE MNpeaMMcTBa Ha npea-
naraHuTe CTOKM - YTBbpAEHW Mpo-
N3BOAUTENN, WU3BECTHM TbProBCKMU
Mapku, [obpo CbOTHOLWIEHMe Ka-
YecTBO-LEHa;

- nepuoamyeH mHdoOpMauMOHeH 6to-
NleTUH, npeacTaBsilw, MocaeaHuTe
MOAHW KOJMIeKUMM KOXEeHW nan-
Ta, BKJ/IIOYEHW B aCOpPTMMEHTHaTa
CTPYKTYypa Ha TbproBckuTe 06eKkTu
Ha OpraHusauusaTa;
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MAY” shops.

- The possibility for consumers to ask
questions about the additional ser-
vices (for example a payment in
instalments) which could be used if
they buy a fur coat;

- Publications of positive reactions
and opinions of buyers regarding
quality and price, as well as
regarding the service level.

Secondly, in compliance with the re-
search results that the bigger part of the
customers take a decision to buy a fur coat
in the presence of friends and relatives, it
is possible to offer to Russians a present
for the husband (the main companion) a
leather belt or gloves and to Bulgarians — a
present for their friends - a luxury box of
chocolates or a bottle of wine. This could
help the organization to build a positive
attitude toward itself through giving the
customer a feeling of whole satisfaction.

Thirdly, in order the sale-consultants to
be able to answer in due course to the
needs and wants of the both groups of
buyers, to represent an adapted to their
needs and wants fast, reliable and actual
information, it is needed to pass an intro-
ductory and periodical training courses.
Knowledge, skills and competencies that
they have to acquire should be directed to
knowing well the following:

- The diversity of the offered fur coats
designs in the shops;

- The features of the different types
of furs and specific processing they
have passed;

- The right way for usage and stor-
age of the different kinds of coats
depending on the fur types.

- The specific cultural characteris-
tics influencing the decision making
process of the Bulgarian and Rus-
sian consumers and using the suit-
able approach for service.

- MpenoctaBsHe Ha Bb3MOXHOCT 3a
3alaBaHe Ha BbMPOCKU OTHOCHO
npeanaraHuUTe AOMbAHUTENHU YC-
nyru (HanpuMmep pas3CpoyYeHOo u3-
niawlaHe npu eBeHTyasiHa MoKyn-
Ka), KOWTO MoraT ga Ww3nonsear
notpebutennTe nNpu 3aKkynyBaHe;

- nyb6ankyBaHe Ha MOJIOXUTENTHU OT-
3UBM Ha AOBOJIHU KJIMEHTU OTHOCHO
KayecTBOTO W LieHaTa Ha 3aKyneHu-
Te NpoAYKTU, KaKTO U BbB Bpb3Ka C
HMBOTO Ha ob6cnyxxBaHe.

Ha BTOpOo MsICTO, B CHLOTBETCTBME C pe-

3ynATaTa OT MpPOYyYBaHETO, 4Ye Mo-ronasiMaTa

4acT OT KJ/IMEHTUTE Ha OpraHu3auusTa B3e-

MaT peleHne 3a NoKynkKa Ha KOXeHo nan-

TO B NMPUCLCTBMETO Ha B6JIM3KM M MO3HATW,

€ Bb3MOXHO 3a pyCKuTe noTpebuTtenm KaTo

nodapbk 3a cbnpyra (KOMTO € OCHOBEH

NPUAPYXUTEN) Aa Ce NMPeanoxun AOMb/HN-

TeNIeH CTUMY/ KaTO KOXEH KOsaH Uan ungT

pbKaBULUM, @ Ha 6NU3KUTE U NPUSTENUTE

Ha 6bhrapkuTe KIAWMEHTU - JIYyKCO3Ha Ky-

M 60H60HK Mnm ByTunka BuHO. ToBa 6u

NoAMOMOrHaN0 U3rpaXxaaHeTo Ha MOJIOXN-

TE/IHO OTHOLUEHME KbM OpraHusaumsTa u

LSSIOCTHO YYBCTBO Ha YAOB/IETBOPEHOCT Yy

KynyBaya.

Tpero, 3a na MoraT NpoAaBay-KOHCYJ/ITaH-

TUTe Aa OTroBapsAT CBOEBPEMEHHO Ha Mo-

TpebHOCTUTE Ha ABETe rpynun KINEHTU 1 Aa

npeacTaBaT adanTupaHa Ccropeg HyxXauTte

UM 6bp3a, apryMeHTMpaHa M akTyanHa WH-

dopmauums, e HeobxoamMMO aoa NpemMmHaBaT

npes BbBeXAallM M MEpPUOANYHM 0byuye-

HUS. 3HaHUATA, YMEHUATA M KOMMNETEHLMN-

Te, KOUTO cneaBa Aa npuaobmeat npogasay

KOHCYyNTaHTUTE TpsibBa Aa ca HACOUYEHMU KbM

nobpo no3HaBaHe Ha:

- pas3HoobpasneTo OT npeanaraHu B
TbproBckute o06ekTM Moaenu nan-
Ta;

- KAYeCTBEHWUTE XapaKTepUCTUKM Ha
OTAE/THUTE BMAOBE KOXMW U Creuu-
durYHNTE 06paboTKM, Npe3 KOMUTO ca
NpeMuUHanu Te;

- MpaBWIHUSA HAUYMH 3a ekcnjioaTaums
N CbXpaHeHWe Ha oTAeNHUTEe BUAO-
Be MajsTa Cnopej Ko)aTa, OT KOATO
ca nspaboTteHu;

- cneumMduYHUTE KYNTYpHU ocobe-
HOCTW, OKasBalll BJIUSIHUE BbPXY
B3EMaHETO Ha peleHne 3a NoKymnka
npu 6bArapckmMTe U pyckuTe noTpe-
6uTenn n yceosiBaHe Ha CbOTBETHMUS
noaxoz4 npu o6cny>XBaHETO UM.
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