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Abstract: The case study "Bio food Harmonica” focuses on one of the most famous brands
of healthy food in Bulgaria. Its purpose is to illustrate practical applications of the concept
of corporate social responsibility (CSR) through the development and the specific features
of the surveyed company. In order to highlight the most important aspects of its activity, it
summarizes information about its philosophy and mission, its product portfolio, the way of
presenting information and interaction with potential consumers, the distribution channels
used, as well as some key indicators of the pace of its corporate development. As a result
of the review, based entirely on official sources and publications of the company, several
challenges have emerged in which alternative solutions can be formulated to improve the
performance of the business organization. The applicability of the case is expressed in the
possibility of adapting it to teaching activities about CSR and by formulating proposals on
the key issues defined, it stimulates the use of creative approach, innovation and critical
thinking in the synthesis of new ideas for enriching the practices of corporate social respon-
sibility in the company.
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Pe3rome: KazycwT Bio Food Harmonica ce ¢poKycupa Bbpxy €4Ha OT Har-u3BEeCTHUTE Map-
Kn 34paBoC/ioBHa xpaHa B bbiarapus. Llenta my € ga narcTpupa npakTMYeCcKUTe rpuso-
JKEHUSI Ha KOHLEenUmsaTa 3a KopropaTtuBHa couymasiHa otroBopHocT (KCO) upe3 pa3ButmeTo
n cneunpuyHNTe XapakTepuUCTUKMN Ha aHaavsvpaHata kKomnaHus. C orneg nogdYepraBa-
HETO Ha Hak-Ba)KHWUTE acrieKTv Ha AEeNHOCTTa Ha bu3Hec eguHuyata, KasycbT 0606LaBa
MHpopmauns 3a pupmeHara ¢uaocopuss u MUcus, NPoAyKTOBOTO MOpPT@OING, HAYUH Ha
rnpeacraBsiHe Ha nHGopmaunsiTa u B3anMoAeNCTBUETO C MOTEHUNATIHUTE NOTPpebUTenn, mn3-
r0/13BaHUTE KaHaan 3a pa3rpoCcTPaHEHNE, KaKTO U HSIKOW KJIKOYOBWU UHAMKATOPW 3a TeMra
Ha KopropaTtuBHOTO pasButue. B pe3yntat Ha o63opa, 6asnpaH n3Lsao Ha opuuynaaiHn m3-
TOYHULM M TyOmKaumm Ha KOMNaHusTa, ca A€@PUHNPaHN HSIKOJIKO MPeAN3BUKATE/CTBA, 3a
KOMUTO Morart Aa ce ¢popmynmpart aaTepHaTUBHU PELLEHUS 3a rnogobpsisaHe Ha paboTaTta Ha
busHec opraHnzaumsTa. [IpnaoXnMoCcTTa Ha Kalyca ce u3passiBa BbB Bb3MOXHOCTTa Aa Ce
agantupa KbM riperiogasatesickara 4eviHocT rno KCO n uype3 ¢popmympaHe Ha rpeaioxe-
HUS 110 ONpeaesIEHNTE K/IHOYOBU BbIPOCHU, CTUMY/IMPA M3IM0/I3BAHETO Ha TBOPYECKM 1104X04,
MHOBaUUN U KPUTUHYHO MUC/IEHE B CMHTE3a Ha HOBU uzeu 3a oboratsiBaHe Ha rnpakTUKNTeE
Ha KopriopatMBHata CcoumasiHa OTrOBOPHOCT B KOMIMaHUATA.

Knro4yoBun gymmu: kasyc, 6uo XpaHu, coymnasiHa OTroBOPHOCT.

JEL Classification: M140, 0130, Q570
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Bio food “Harmonica”

I. Introduction (Status Quo)

Philosophy and mission

Harmonica is the connection of the mod-
ern city man in Bulgaria with the real food
- the one that helps to maintain good
health and gives pleasure with its taste.
The process of its creation is distinguished
by attention and responsibility towards all.
The motto with which the founders of the
business identify the core value of their
activity is "Harmonica is the gateway to
a better future” (Harmonica, 2017).

The history of Harmonica begins with one
journey. In the summer of 2005, Maggie
(Maleeva, the tennis player) together with
three friends decided to personally verify
that two organic cattle farms appeared and
worked in the Troyan Balkan Mountains. In
such a short trip and meeting with farmers
the idea of Harmonica was born.

Maggie remembers: "We started Har-
monica first of all for our sake, and we
needed to rediscover the forgotten taste
of real yogurt, white brined cheese, tradi-
tional yellow cheese, and we wanted our
children to eat the most nutritious and
tasty food as it had been prepared over
the centuries, we wanted to make sure
there were only clean and nutritious ingre-
dients in it.”

Harmonica is a registered trademark of
Bio Bulgaria Ltd. All the products of the
brand have the BG-BIO-02 certificate, ac-
cording to EU Regulation 834/2007 and
889/2008.

I. BbBepgeHue

dunocodpua n Mmucus

Harmonica e Bpb3KaTa Ha CbBpPEMEHHMUS
rpaackm 4yoBek B Bbnrapus c¢ uctuHckarta
XpaHa — Ta3u, KoATO nomara 3a noaabp-
»KaHeTo Ha aobpo 3apaBe M AOCTaBs yAo-
BOJICTBME C BKyca cu. [lpouecbT Ha HeM-
HOTO Cb3AaBaHe ce OoT/iM4yaBa C BHMMaHue
N OTFOBOPHOCT KbM BCUMYKW. [eBU3bT, C
KOMTO ocHoBaTenute Ha 6u3Heca OTbX-
[ecTBsiBaT CMUCbSA Ha CBOSITA LAEWNHOCT e
,Harmonica e BpaTa kbM No-70bpo 6bae-
we” (Harmonica, 2017).

NcTopuata Ha Harmonica 3ano4yBa C eaHo
nbTyBaHe. lNpe3 natoto Ha 2005 Marm (Ma-
neeBa, TEHUCUCTKATA) 3aeHO C TpuMa npu-
ATeNn, pelwasa JIMYHO Aa ce ybeam, ye B
TposiHckust BankaH ca ce nosiBunun u pabo-
TAT ABe 6bmo kpaBedepmu. B TakoBa KpaTko
NbTyBaHe u cpellaTta c depmepuTe ce pax-
ha vaesaTa 3a Harmonica.

Maru cu cnomHs: ,3ano4yHaxme Harmonica
npean BCuMYKO 3apaau cebe cu. Vimaxme
Hy>aa Aa NpeoTkpueM 3abpaBeHusi BKYC
Ha MCTUHCKOTO Kucesio MJisiko, 6571010 ca-
J1aMypeHoO CUPEHE, TPaauLUMOHHMUS KallKa-
Ba/l. Vickaxme HawmTe geua [a ce XpaHsT
C Hay-riosie3Hata u BKyCHa xpaHa, Takasa,
KakBaTo ce e rpaBusia TyK Mpe3 BEKOBETE.
Uckaxme fga cMe CuUrypHu, 4e B Hes uma
Camo YNCTU M MOJIE3HN CbCTaBKM."
Harmonica e 3amaseHa TbproBcka Mapka
Ha buo bbvnrapua OO[. BCcuuKM NpoAYyKTH
Ha MapkaTa nputexasaTt cepTudukaTt BG-
BIO-02 cwrnacHo Hapepba EEC 834/2007
n 889/2008 Ha EBponenckms Ccbros.
[denHocTtTa ctaptupa npe3 2006 r., kora-
TO TpMMa CbAPYXHMUM obeanHsABaAT cBOUTE
cunn ga paboTaT 3aegHo: Marm - CBeTOB-

durypa 1. TpumaTa ocHOBaTen Ha KoMnaHusATa — Maru, Metoan m Jlio6o.
(Picture - https://harmonica.bg/za-harmonica/)
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The activity began in 2006, when three
partners joined forces to work together:
Maggie - a world-renowned tennis player,
Metodi - experienced in food production
and Lubo - working in the field of organic
farming. The business model of the com-
pany is based on a partnership with select-
ed bio certified manufacturers who deliver
the raw materials. Harmonica is a focal
point for recipes, processing and produc-
tion, distribution and marketing strategy.
The market segment in which the com-
pany operates is marked by rapid growth
- according to some studies, the number
of organic producers, processors and trad-
ers in Bulgaria has jumped 15 times in 10
years and the production growth in 2015
for one year compared to 2014 y was over
50% (Harmonica, 2017).

Products

At the beginning only one product was
available - yogurt, and for this purpose
Harmonca built its own dairy. As they ad-
mit, “yogurt is the baby of Harmonica. It
all started with yogurt, we have put in it
a lot of love and respect” (Capital, 2016).
The milk-processing enterprise is located
in Malo Buchino, Sofia region and started
its activity in 2008. It is the second dairy
in the country, certified for bio-production,
and the first, which offers organic prod-
ucts on the Bulgarian market (Capital,
2013). According to data from its owners
for 2012, they realized a turnover of BGN
2.5 million (EUR 1.28 million) and their
expectations at that point of time were for
an increase of 20% on average per year.

HOM3BECTEH CbCTe3aTesNl N0 TEHMUC Ha KOpT,
MeToan - npuTexasal, onuT B NPOU3BOA-
CTBOTO Ha xpaHu u Jltobo - paboTel B che-
paTa Ha eKONOorn4yHoTO 3eMenenmne. busHec
MoAenbT Ha KOMMNaHuUsITa ce OCHOBaBa Ha
NapTHbLOPCTBO C noabpaHn nNponssBoaAnTENM
c 6uo cepTndmkaT, KOUTO AOCTABAT CYpOBU-
HUTe. XapMOHMKa € KOHLeHTpMpaLla Touka,
KOSITO OTroBaps 3a peuenTtuTte, npepaboT-
KaTa W Npou3BOACTBOTO, AUCTpMbByuMATa
N MapKeTUHroeaTa cTpaTeruns. lasapHuart
CerMeHT, B KOWTO onepupa KoMNaHusaTa
ce oTnm4yasa ¢ 6ypHO pas3BuTUe — crniopej
HAKOW MpoyyBaHUsa 6poAT Ha Mpou3BOAU-
Tenute, npepaboTBaTtennTe M TbpProBuuTe
Ha 610 NpoayKTn B Bbnarapusa 6enexmn ckok
oT 15 nbTn 3a 10 roamMHM, a pbCTbLT B Mpo-
n3soacTesoTo npes3 2015 r. 3a egHa rogmHa
cnpsmo 2014 r. e Hag 50% (Harmonica,
2017 r.).

MpoaykTn

B HauanoTo ce npepnara camo eavH npo-
AYKT — KUCEeNo MASIKO, KaTo 3a uenta Xap-
MOHMKA MOCTposiBa CO6CTBEHa MaHApa.
KakTo npusHaBaT ,KMUCENoTo MNsKko e be-
6eto Ha Harmonica. Bcuyko 3anodHa oT
Hero, BJ/IOXKWAM CMe B Hero MHoro nwbos
n yeBaxeHme” (Capital, 2016). Mnekonpe-
paboTBaTe/IHOTO NMpeanpusaTMe e pasnoso-
XeHo B rp. Mano byuunHo, obnact Codus un
cTapTupa cBosiTa gerHocT npe3 2008 r. To
€ e BTopaTa MaHApa B CTpaHaTa, ceptudu-
uMpaHa 3a 6MoONpoM3BOACTBO, M MbpBaTa,
KoATO npensara 6uonpoayktn Ha 6barap-
ckmna nasap(Capital, 2013). Mo gaHHWM oOT
HelHnTe cobcTBeHMUM 3a 2012 r. peanmsn-
pat ob6opoT oT 2.5 MnH. neea (1.28 MnH.
€Bp0) M TEXHMUTE O4YaKBaHMSA Ca 3@ PbCT OT
cpegHo 20% roauLwHo.

3a fa ce rapaHTmpa 6Mo npomsxoaa Ha Ku-

Figure 2. The milk-processing enterprise in Malo Buchino
durypa 2. MnekonpepaboTBaTeNIHOTO Npeanpusatme B Mano byunHo
(Picture: Capital newspaper, Krasimir Yuskeseliev)
(CHumka: B-k Kanutan, Kpacumup fOckecenmes).
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In order to guarantee the bio-origin of the
yogurt, the company signs contracts for
delivery of raw cow’s milk from two certi-
fied organic livestock farms in the Troyan
Balkan. Cows are bred naturally - they
are taken out in open pasture during the
spring and summer months, and in win-
ter they are given feed produced on the
farms themselves. The milk is delivered by
specialized transport to the dairies in Malo
Buchino, whose team of technologists, mi-
crobiologists and operators use it for the
production of yogurt, ayran and pasteur-
ized fresh milk. The capacity of the dairy
is to process two tons of raw milk per day.

Gradually, Maggie and her two friends un-
derstand that they do not have to do eve-
rything by themselves. They can expand
the product range by working with care-
fully selected partners. In this way (2017)
the Harmonca brand brings together in
its portfolio over 60 food products pro-
duced by 20 production plants and many
bio farms. It is believed that the second-
ary effect of stimulating organic farming is
that 4 000 decares of land was cultivated
with care for soil, water and biodiversity,
and this in itself is a bright example of a
socially responsible business.

The principles that underlie the production
and supply of all products of the brand are:

e Minimal interference in processing;

e Soil, water and biodiversity care
through organic farming methods;

e Extreme attention to quality to pre-
serve the authentic taste;

e Created with great care and re-
spect.
The assortment consists of 18 product
groups, with 14% of the dairy products,
followed by vegetables (12%), jam and
marmalade (8%), cordials (syrups) - 8%,
tahini (7%). Each of the other groups oc-
cupies about 4-5% of the portfolio. Full
product information for product types is
shown in Fig. 1, and the composition of
each individual group is outlined in An-
nex 1.

Each of the company’s products is pre-
sented exhaustively on the company’s of-
ficial website with the following details:

CenioTo M/SKO, KOMMaHusTa CK/4YBa A0ro-
BOPM 3a AOCTaBKa Ha CypoBO KpaBe MJISKO
OT ABe cepTuduumpanm bnokpasedepmn B
TposHckua bankaH. KpaBute ce oTriexaat
No ecTeCTBEH HauWH — U3BEXAaT Ce Ha OT-
KpuUTa nawa npe3 rnposieTHUTE U JieTHUTe
Meceun, a npes 3umaTa UM ce npeaocra-
B ypax, npousBedeH B camMute depmu.
MnakoTo ce AoCTaBsa CbC CreunanmsanpaH
npeso3 A0 MaHApaTta B Mano byuuHo, 4yu-
WUTO eKWn OT TEXHONO03M, MUKPOOBMONOo3nN U
ornepaTopu W3MNos3Ba 3a MPOU3BOACTBOTO
Ha KMCeno MASKO, ahpaH M nactbopusnpa-
HO MNpPSACHO MASKO. KanauuteTbT Ha MaH-
ApaTa e npepaboTka Ha ABa TOHa CypOBO
MSISIKO Ha JEeH.

MNMocTteneHHO Marn n HeliHUTe ABaMa Npus-
Tenn pasbupat, ye He e Heo6X0ANMO BCUY-
KO Aa npassAT caMu, a MOXe Aa paswumpssaTt
NpOAYKTOBUSA aCOPTUMEHT 4Ype3 CbBMecCTHa
paboTa ¢ BHMMaTeNHO noabpaHu NapTHbO-
pu. M0 TO31 HaUMH KbM HACTOSALLMUSA MOMEHT
(2017 r.) mapkata XapMoHuka obeauHsiBa
B cBoeTo nopdonmo Hag 60 XpaHUTENHM
npoaykKTa, npomssexaaHu ot 20 npoussoa-
CTBEHWN NpeanpusaTna n MHoro 61o dpepmu.
CuuTa ce, Ye BTOPUYHUAT edeKT OT CTUMY-
nnpaHe Ha 6uozemegenueTto e, ye 4 000
Aekapa 3ems e 6una oTrnexaaHa c rpmxa
3a noysarTa, BogaTta 1 6buopasHoobpasmeTo,
a ToBa camo no cebe cn e ApbK NpMMep 3a
coumanHo oTroBopeH busHec.

MpUHUMNUTE, KOUTO CTOAT B OCHOBATa Ha
NpOM3BOACTBOTO M MpeasaraHeTo Ha BCUY-
KW NpoAyKTM Ha MapkaTa ca:

e MWHMManHa Hameca B npepaboTka-
Ta,

e rpwxa 3a no4yearta, Bogata u 6u-
opa3HoobpasuneTo ype3 MetoauTe Ha 6uMO-
NOrM4YHOTO 3emMepenue,

®  U3K/OYUTEIHO BHMMaHWE KbM Ka-
4YecTBOTO, 3a Aa 3anasuM UCTUHCKUS BKYC,

e Cb3JajeHW ca C MHOMO rpuxa 1 yBa-

XeHue.
AcopTMMeHTHaTa CTpykTypa obxsawa 18
NpOAYKTOBW rpynun KaTo Hak-ronam Asn 3a-
eMaT mMneyHute npoayktm (14%), cnegga-
HU OT 3eneH4vykoBu (12%), cnagka n map-
mManag (8%), cuponu (8%), TaxaHu (7%).
Bcsika OT ocCTaHanuTe rpynu 3aema OKOJl0
4-5% o1 noptdonmoTo. MbnHa nHdbopma-
uMsa 3a AAn0BeTe Ha BWAOBE MPOAYKTM e
npeacraBeHa Ha ¢ur. 3., a CbCTaBbT Ha
BCsIKa OTAesHa rpyna e nsseaeH B AHekc 1.
Bcekn OoT dupMeHUTE NpOAYyKTU ce npea-
CTaBa u3yepnaTtenHo B oduunanHaTa WH-
TEepHET CTpaHuMLa Ha KOMMNaHMs CbC cnea-
HUTe AeTalnn:
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) FopcKku
Badau/ 61/ wild
Kopu/ phyllo :

PU/PIVIO v afers: Mushrooms;

pastry; 2%

5%
Bosa/ Boza; 4%

Aliua/ Eggs; 1% —
Kade/
Specialty
Coffee; 5%

4%

3eneH4yKosu/
Vegetables;
12%
Ouet/
Vinegar; Onuo/ Cooking
4% Qils; 4%

BpawHo/
Flour; 5%

Wokronaa/
Chocolate; 4%

Conetu/ Sticks;

MaedHu
npoayKktu/
Dairy; 14%

Cnaakou

Kedup/ \apmanan

Kefir; 5% Jams and

Marmalades
;8%

Taxanu/ Tahini;
7%

Mea/ Honey;
5%

Cuponu/

Cordials; 8%

5%

Figure 3. Product portfolio of different product types (%) of Harmonica brand.

durypa 3. NpoaykToBo NOpTdOAMO OT pasMyHUTE TMNoBe NpoaykTn (%) Ha MapkaTa
Harmonica

e Description and origin of the prod-
uct with a detailed picture

e Characteristics - flavor, color, taste,
appearance, storage, expiration period

e Content
Technology of its production
Nutritional value
Types of packaging
Suggestions for recipes containing
the product

Additionally, there are some advantages of
the product, but with possible obstacles.
For example, cow’s butter originates in
Germany because, according to the com-
pany, most of the other dairy products it
offers are full-fat and, therefore, there are
not enough supplies for cow’s butter. At
the same time, the company states that
a solution to this issue is being sought.
Another example is the use of bio palm
oil in some of the products and consumer
concerns expressed in comments on the
website that this deviates from the bio-
concept because palm oil has the reputa-
tion of unhealthy raw material.

Distribution

The initially used distribution channel is in-
direct - i.e. it relies on traders and distrib-
utors who offer the company’s products to
end-users through their sites. This gener-
ates about 85% of the brand’s sales. Both

e OnucaHune n Npousxoa Ha NpoAyKTa
CbC CHMMKa B eabp nnaH

e KauectBa - apomart, UBHAT, BKYC,
BbHLUEH BN, CbXpaHEHNe, CPOK Ha rogHOCT

e CbabpxaHue

e TexHoONornsa Ha NpouM3BoACTBOTO MY

e XpaHuTenHa CTOMHOCT

e BuaoBe 0NakoBKMU

o [lpensioxeHus 3a peuentun, CbAbp-
Xalm npoaykTa
B gonbiHEHMe MMa NOCOYeHU NpeamMCcTBa
Ha MpoAyKTa, HO 3aefHO C TAX U E€BEeHTY-
afrHM npedykn. Taka Hanpumep, KpaBeTo
Macsio e € npom3xoa OT FepMaHus, Tbii KaTo
cnopea KoMnaHusaTa NoBeYveTo Apyrn Msey-
HU MPOAYKTU, KOWUTO npeasara ca MbjHO-
MacfieHu 1 3aToBa He ocTaBa cBoboaHa cy-
poBMHa 3a KpaBe Macsio U B CbLLOTO BpeMe
Ce NMocoYBa, Ye ce TbpCU peLleHne Ha To3u
Bbnpoc. [pyr npuMep e M3rnoa3BaHeToO Ha
610 NanMoOBO MAcNO B HAKOW OT MPOAYKTU-
Teé N MNpUTECHeHusTa Ha noTpebutenuTte,
M3paseHn B KOMEHTapu Ha UHTEpHeT cTpa-
HMLAaTa, Ye ToBa Ce OTKIOHABA OT 6MO-KOH-
uenunsaTa, rnoHexe najMoBOTO Macso MMa
penyTtauusTa Ha He34paBOCNOBHa CypoOBU-
Ha.

AncTpmnbyuuns

MbpBOHa4YanHO M3MNON3BAHUAT ANCTPUOY-
LMOHEH KaHan € Henpsk — T.e. pasyuTa ce
Ha TbpProBUM N ANCTPUBYTOPU, KOUTO 4ype3
cBouTe obekTn npeanarat NMpoAyKTUTE Ha
KOMMNaHMATa Ha KpakhHute noTtpebutenu.
Taka ce reHepupat okosio 85% oT npoaax-
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famous supermarket chains and independ-
ent bio shops are used. The company also
has a chain of its own stores - Biomag,
located in Sofia. Customers who have al-
ready tried some of Harmonica’s sugges-
tions, however, have the opportunity to
share their impressions and recommen-
dations directly on the company’s web-
site. Some say they associate taste quali-
ties with something real and still vivid in
their childhood memories, others recom-
mend the bio-certified products to be also
bio-packaged, as this will establish Har-
monica as a fully-fledged environmental
company. Others are a little more critical
and challenge some authentic recipes for
products - for example, there should be no
added vanilla in a candy jam in a Sozopol
recipe and the figs should be softer.

Recently, the company has also started
to offer a new way of distribution - the
Kashon service (Kashonharmonica, 2017).
Customers have the opportunity to order a
set of several products packed in one ship-
ment directly from Harmonica.

61Te Ha MapkaTa. M3non3eaT ce KaKTo U3-
BECTHW BEpPUTrN CyrnepMapKeTu, Taka U He-
3aBUCMMKN 6MO MarasmHun. KoMnaHusaTa nma
W Bepura ot CBOW MarasmHm - bnomar, pas-
nonoxexHu B rp. Codpua. KnneHtmute, Komto
BeYe Cca OnuTasn HAKOW OT MpeasioXKeHUsTa
Ha XapMOHWKa, obaye, MMaT Bb3MOXHOCT
Aa cnoaenaT CBouTe BneYvaT/IeHMs 1 Npeno-
PbKN ANPEKTHO Ha MHTEPHET CTpaHuLaTa Ha
KOoMMnaHuaTa. Hakou cnogensaT, 4ye acoumn-
paT BKYCOBWUTE KayecTBa C HeLWO0 MCTUHCKO
N OCTaHasno B CMOMEHUTE UM OT AETCTBOTO,
ApYrn npenopbyBaT MNpoAyKTUTE, KOMUTO
Mo CbLecTBO ca 6bmo ceptudurumpaHu, aa
ce npeanarat n B 640 ONakoBKM, Tbil KAaTo
TOBa LWWe YyTBbpAM XapMOHWKA KaTo M3LAI0
3arpmxeHa KbM OKOJIHaTa cpeAa KOMMaHus.
Opyrn ca Masnko no-KpUTUYHM M OocropBaT
HAKOW 06SIBEHM 3a @aBTEHTMYHM peLenTn Ha
NPOAYKTN — HAaNnpuMep, 4Ye B C1aaKo OT CMO-
KWMHM MO CO30MoJicka peuenTta He 6uBa Aa
nma pobaBeHa BaHUINSA U CMOKUHUTE TPab-
Ba [a Ca Nno-MeKM.

OTCKOpPO KOMMaHusATa npegsara M HOB Ha-
UMH 3a AaucTpmbyumss — ycnyrata KaluoH
(Kashonharmonica, 2017). KnueHTtute
MMaT Bb3MOXHOCT CpeaHO MO BEAHDbX cen-
MWYHO Aa NopbyBaT AUPEKTHO OT XapMOHMU-
Ka Habop OT HAKOSIKO MpoAyKTa, onakoBa-
HM B eQHa npaTka.

ka -
WIOH

Figure 4. Logo of the Kashon service
durypa 4. Jloro Ha ycnyraTa ,KawoH oT XapMoHuka”
(Source - http://kashonharmonica.bg/bg)

The sets are available as ready-made Box-
es - Mix, Fruits and Vegetables, Snack,
and individual combinations made by each
customer. The delivery is free of charge for
Sofia at a purchase of at least BGN 30, and
for delivery in the country a courier service
is used at standard prices and terms. Pay-
ment can be made by cash, via the inter-
net or by card. The service also has its own

Mpepgnarat ce kakto rotoBu KawoHm -
Mwukc, NMnoaoBe u 3eneH4yyum, Snack, Taka
N MHAMBUAYANHU KOMOBUHALMKN, CbCTaBEHU
OT BCeKkW KnumeHT. [octaBkaTta e 6e3nnar-
Ha 3a rp. Codwus Npu NoKynkKa Ha CTOMHOCT
noHe 30 nB., a 3a 4OCTaBKM B CTpaHaTa ce
M3MNoA3Ba Kypuepcka yciyra no craHaapT-
HW UeHM M cpokoBe. [MnawaHeTo e Bb3-
MOXHO Aa Ce M3BbPLUM C HANOXEH MnnaTex,
npes MHTEpPHET Wan C KapTa. Ycayrata umMa
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social side - Harmonica uses it to bring
its clients to different causes. This is done
in an easily accessible way - if you wish,
you can put the donation in the empty box
and hand it over to the courier when you
receive your new delivery. Each month,
the company selects various causes. For
example, for August 2017, two causes
have been proposed: (1) Giving brush and
toothpaste to disadvantaged children; and
(2) Donating clothing and packed food to
homeless and dependent people. Donation
campaigns are run jointly with Timeheroes
Microfund. And in addition, the social ele-
ment is also reinforced by the fact that the
packaging itself (the carton) is returned
for reuse or recycling.

The “Kashon from Harmonica” service is
an example of a new trend in marketing
and distribution that is gaining popularity
around the world - so-called shopping in
a box. The first examples are from 2010
with cosmetics - such as www.birchbox.
com, ,the easiest and funniest way to buy
cosmetics” (Birchbox, 2017). The new
business model was applied for the first
time by two Harvard students - Katya
Boshan and Haley Barna - who found that
beauty cosmetics in the internet is largely
unexplored territory, both decided to cre-
ate a model to transform e-commerce
from a dull routine into a thrilling box of
carefully selected cosmetic products en-
joyed by their fans every month for a $
10 subscription. Success is unparallelled
(Capital, 2017). This is due to several rea-
sons: the opportunity to try new products
delivered at home; a pleasant surprise ex-
perience when you get a subscription box
without knowing the exact content that’s
been selected for you; the feeling that you
get a gift; testing and getting acquainted
with products that might otherwise not be
noticed in the store; saving money, as it
is more profitable to try a new product in
a small package; social interaction - some
users use Internet and electronic channels
to share their impressions and even the
moment of opening the box, which makes
them the leaders of opinion among their
audience of contacts.

N CBOsSITa couManHa cTpaHa — XapMOHMKa
s M3Mnon3Bea, 3a Aa npuoblim ceouTe Ku-
€HTW KbM pasnumyHu Kaysu. ToBa cTaBa no
NIeCHOAOCTBLIMEH HAYMH — ako Xefnae, Ku-
€HTbT MOXe Aa MOCTaBW B Mpa3HMS KalLOH
JapeHune n ga ro npegaze Ha Kypuvepa, Ko-
rato nosy4vyaBa HOBaTa CW AocTaBka. Bce-
KW Mecel, KoMnaHuaTa noabupa passivudHu
kay3n. Hanpumep, 3a M. asryct 2017 ca
npeanoxexn ase kaysu: (1) Nogapun vetka
M nacTta 3a 3bbn Ha Aeua B HEPABHOCTOMHO
nonoxenHuve u (2) Japn npeBbp304YHM MaTe-
puann 1 NaketTupaHu XpaHum Ha 6e340MHN 1
3aBUCMMK xopa. JapuTtenckmte KamnaHuu
Cce oCblLecTBABaT CbBMECTHO ¢ Timeheroes
MukpodoHa. A B AONbJIHEHNE COLMANHUAT
efieMeHT ce 3acunBa u oT dakTa, 4Ye camaTa
onakoBKa (KalIOHbBbT) Ce Bpblla 3a NOBTOP-
Ha ynoTtpeba nan peumknmpaHe.

YcnyraTta ,KawoH oT XapMoHuKa” e npumep
3a efHa HOoBa TeHAEHUWUS B MapKeTWUHra wu
anctpubyumsaTta, Habupawa nonynspHOCT
no uss CBAT — T. Hap. NasapyBaHe B KyTusl.
MbpBUTE NposiBneHusa ca ot 2010 r. ¢ KO3-
MeTMKa — nMpuMepbT Ha www.birchbox.com,
,Han-necHnaT n 3abaBeH HayMH Aa nasa-
pyBaTe ko3meTmka” (Birchbox, 2017). Hos
6u3Hec mMoaen, NpuoXeH 3a NpbB MbT OT
ABe cTyaeHTkn oT Xapsapa - KaTta BbowaH
n Xennn bapHa, KOWTO yCTaHOBSIBAT, 4ye
KpacoTaTta Ha ApebHO B MHTEpHET A0 rons-
Ma CTeneH e HeuscneaBaHa Teputopus, u
[BeTe pellaBaT ga Cb3gajaT MoAes, KOUTo
Aa TpaHCchopMMpa enekTpoHHAaTa TbproeBus
OT CKy4YHa pyTMHa BbB BbJIHYBalla KyTus C
BHMMaTenHO noabpaHu KO3METUMYHW Mpo-
AYKTW, KOUTO Aa pajBaT nonydaTtenkurte
Cn BCekn Mecel, cpewly aboHameHT oT 10
ponapa. YcnexbT e HeBwxgaH (Capital,
2017). ToBa ce ABb/MKN Ha HAKONKO MpUYn-
HM: Bb3MOXHOCT Aa Ce OnuTaT HOBW MNpo-
AYKTW, OOCTaBEHW BKbLUM; MPUSTHO M3XKKU-
BSIBaHE OT M3HeHazaTa, KoraTo nosjy4vasall
KyTuss no aboHameHT 6e3 ga 3Haew Tou-
HOTO CbAbpXaHWEe, KOeTo e noabpaHo 3a
Teb; ycewaHeTo, 4Ye nonyyasaw NoAapbk;
TecTBaHe M 3ano3HaBaHe C NMPoAYKTU, KOW-
TO MHa4ye MOXe Aa He 6baaT 3abensasaHu B
MarasuHa; crnecTtsiBaHe Ha napu, TbM KaTto
€ No-n3roAHo Aa ce nsnpobsa HOB NPOAYKT
B Masjika ONakoBKa; couManHa MHTepakuus
— HSKOM NoTpebuTenn n3non3esaTt UHTEpPHET
N eNeKTPOHHM KaHaau aa cnogensaT ceouTe
BNeYyaT/IeHns U AOPU MOMEHTBT Ha OTBaps-
He Ha KyTusTa, KOEeTO rv mpesBpblia B U-
AEepu Ha MHeHue cpea CBOS ayauTopus oT
KOHTaKTK.
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Interaction with the consumers

According to Harmonica’s own research
it turns out that the consumption of or-
ganic products offered by the brand is not
related to income or age but mainly to
the fact that buyers are mostly educated
and curious people who are informed and
have studied the specifics of bio food from
different sources. An interesting fact, ac-
cording to one of the managers of Har-
monica - Lyubomir Nokov, is that among
the consumers there is a large share of
young parents, but they are relatively un-
fair and, when their child grows, switch to
conventional products and other brands
(Capital, 2017a).

Some customers prefer branded products
for health reasons. According to Nokov,
"more and more people are concerned
about food for a variety of reasons. More
and more people are talking about a food
culture and more and more people are
looking for quality and delicious food. This
change in the user profile is global and the
focus on the origin and quality of the food
is very strong. Now the theme of food is
among the main topics for teenagers.”

It is noteworthy that Harmonica com-
municates directly with its customers and
potential users, mostly through comments
on its website. Both positive and some
critical consumer statements are published
there. The company responds to some of
the comments, but the other feedback is
not visible or if it exists, it is not listed on
the site.

The website is the main communication
tool. It features a very simple, clear de-
sign, easy navigation and orderly informa-
tion. The photos of all products are of high
quality, in most cases they use a close
view or combination with a suitable back-
ground to provoke a sense of openness,
sharing, direct contact with nature and
the natural origin of the products. The text
explanations are short and clear, even in
places with a slight sense of humour and
self-irony, helping to shorten the distance
between the company and its audience
and to impose a friendly, informal style of
communication.

B3saunmogeicTBue c norpeéburtens

Mo AaHHM oT cobCTBEHO NpoyyBaHe Ha Xap-
MOHMKA Ce OKa3Ba, 4e noTpebneHneTo Ha
npeanaraHvTe oT Mapkata 6uo npoaykTtu
He e CBbpP3aHO C AOX0AUTE WM Bb3pacTTa,
@ OCHOBHO C TOBa, Ye KynyBauyu Han-4ecTto
ca obpasoBaHu n NHBONUTHM XOpa, KOUTO
ca nHdopMmpaHu 1 ca npoydunnm cneumdbu-
KaTa Ha 6Mo XpaHuUTe OT pas3/INYHU U3TOY-
HMuM. NHTepeceH dakT, crnopen eavH oOT
ynpasutennTte Ha XapMoHuka - Jllo6boMup
HokoB, e, ye cpen notpebutennte uma ro-
n8M A4S0 Ha MAaguTe poauTenu, Ho Te ca
CpaBHUTENHO HENOoSSIHM M KOoraTo AEeTeTo
MM nopacHe, NnpemMmHaBaT KbM KOHBEHLNO-
HasHWM NpoAYyKTM u apyru mapku (Capital,
2017 r.). Hakon OT KAMeHTUTe npeanoyn-
TaT NpoAYyKTUTE Ha MapkaTa nopaawu 3apa-
BOC/IOBHKU npuunHn. Criopes HokoB ,Bce
rioBeye u roBeye xopa mMMat OTHOLUEHMue
KbM XpaHata ropaauv Haun-pas/imyHu rpu-
4YuHU. Bce noseuye ce rosopu 3a KynATypa
Ha XpaHeHe v BCe roBeYe xopa TbPCST Ka-
YecTBeHa M BKYCHa xpaHa. Ta3u rpomsiHa
B ripoguia Ha notpebutenute e riio0basiHa,
a @oKyCbT BbpXy rpon3xoaa n Ka4ecTtsoTo
Ha xpaHaTta e MHoro cuieH. Cera Temarta 3a
XpaHaTta € Cpea OCHOBHUTE 3a MHOro Tuii-
Henaxkbpn.”

lMpaBu BreyaTneHue, 4ye XapMOHMKA KOMY-
HMKMpa MNPSKO CbC CBOUTE KAMEHTU U NO-
TeHumanHu notpebutenn, Han-sede uypes
KOMEHTapWu Ha WHTEpHEeT CTpaHuuaTta cu.
Tam ce nybnmMKyBaT KaKTO MOJSIOXUTENHN,
Taka M HAKOW KPUTUYHW M3KA3BaHUA Ha No-
Tpebutenn. KomMnaHuaTa OTroBapsi Ha Hs-
KOW OT KOMEHTapuUTe, HO Ha Apyru obpaTHa-
Ta peakuus He e BMAMMa UM ako S uma, T4
He e NoMecTeHa B cauTa.

WHTEpHET CcTpaHuuata € OCHOBHUAT WH-
CTPYMEHT 3a KOoMyHukauus. OTtnuyaBa ce
C MHOro M34uCTeH, CeMnbjl AW3alH, nec-
Ha HaBMraumsa M noapeaeHocT Ha mHdbop-
Maumsi. CHUMKUTE Ha BCMYKM MPOAYKTM Ca
C BMCOKO KayecTBO, B MOBEYETO Ciy4vyaun e
M3MNon3BaH eabp MniaaH Man KoMbuHauunsa C
noaxoasiw, oH, Taka 4ye Aa MpoBOKMpa Yy
notpebutens ycewaHe 3a OTKPUTOCT, CMNO-
AENeHOCT, AMpeKTeH gocer Ao npupoaaTa u
HaTypaJsieH Npom3xo Ha npoayktTute. Tek-
CTOBETE Ca KpaTKM M SCHW KaTo Ha MecTa
[0pwn ca C NeKo YyBCTBO 3a XYMOp U aBTOU-
pOHUS, KaTo TOBa nogrnomara CKbCsBaHeETO
Ha AUCTaHUMATa Mexay KOMNnaHuaTa 1 Hei-
HaTa ayauTopus M HanaraHe Ha npuaTen-
CKU, HedopManeH CTUA Ha KOMYHUKaums.
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Corporate development

According to data from the Commercial
Register in Bulgaria, the parent company,
“Bio Bulgaria” Ltd. was registered in 2013
and since then has unified its Harmonica
brands and the new initiative - ,,Kashon
from Harmonica”. It is assumed that in the
years before 2013 the activity was organ-
ized in another form or legal registration
because previous registrations date back
to 2008.

At present (August 2017), available for
consideration and analysis are the finan-
cial statements of the company’s activities
by the end of 2014. It appears that the
2015 and 2016 information was also sub-
mitted on time but is being processed by
the state institution (Commercial Register,
2017).

Based on the separate annual financial
statements, it is possible to analyze the
company’s corporate development. In Ta-
ble 1 in Annex 2 a selection of some finan-
cial indicators from the balance sheet and
the profit and loss account of the business
unit is presented and calculations of sec-
ondary indicators characterizing its devel-
opment are made.

KoprnopaTuBHO pasButue

Mo faHHW OT TbproBckmsa perncrTop B bbuira-
pus Apy>XecTBOTO-Malka, ,bno Bbnrapusa”
00/ e peructpupano npe3 2013 r. n oTTO-
raBa HacaMm obeanHsBa B CBOSITa CTPYKTypa
MapKkuTe XapMOHMKa M HOBaTa MHULMATMBA
- KawoH ot XapmoHuka. lpeanonara ce,
ye B rogMHuTe npeau 2013 r. genHocTTa €
6una opraHusmpaHa nog apyra gopma wunim
npaBHa perncrpaums, 3awoTo NpeauLlHu
peructpaumu gatupat ot 2008 r.

KbM Hactosawmsa MoMeHT (aBryct 2017 r.)
OOCTbMHW 3@ pa3srnexaaHe M aHaamM3 ca
dbUHaHCOBUTE OTUETU 3@ AENHOCTTa Ha ApY-
XKeCTBOTO A0 Kpas Ha 2014 r. Usrnexaa,
ye nHdopmaumaTa 3a 2015 n 2016 r. cbLuwo
€ CBOEBpeMeHHO nojajeHa, Ho e B npouec
Ha 06paboTka OT AbpXaBHaTa MHCTUTYLUS
(Commercial Register, 2017).

Bb3 OCHOBa Ha OTAENHUTE ToAULWHKN du-
HaHCOBM OTUETU € Bb3MOXHO Ja ce aHau-
3Mpa KOpPropaTUBHOTO pasBUTUE HA ApYyXKe-
cTBOTO. B Tabn. 1 B AHeKC 2 e npeAcTaBeHa
n3BagkKa oT HAKOM (DMHAHCOBW MoKasaTenu
oT 6anaHca n oTyeTa 3a nNpuMxoauTe U pas-
X0AMTe Ha CTonaHcKaTa eaMHuua M ca Ha-
npaBeHU U34YNCSIEHNS HA BTOPUYHM NoKa3a-
Tenu, XxapakTepusnpalium pasBuTneTo i.
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Figure 5. Total sales, thousand BGN
durypa 5. lNpogax6bun obwio, xun. nB.
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Sales revenue increased significantly from

the start of the activity (2007) to 2014 -
over 8 times. The growth rate is the high-
est in 2008 and 2009, and the only year
with negligible negative rates is 2011. Al-
most all of the revenue comes from the
sale of goods, but sales of services are
also reported in some years.

The net financial result of the company
fluctuates broadly: being negative at the
beginning with the lowest value in 2008
(-132 000 BGN), stabilizing in 2009-2011]
a sharp drop in profits happens in 2012 (8
000 BGN); and in 2013-2014 it is again
growing.

JeTannHmat aHanm3 no KOHKPEeTHW nokasa-
Tenu usBexxaa Ha npeaeH rnjaaH cnegHoTo:
Mpuxoante oT npoaa)kbu HapacTBaT 3Ha4Yn-
TeNHO OT Ha4anoTo Ha AerHocTTa (2007 r.)
0o 2014 r. - Haa 8 nbTK. Hal-ronsam e tem-
NbT Ha HapacTBaHe npe3 2008 1 2009 ., a
eMHCTBEHaTa roAmMHa C He3HaynTeneH oT-
pvuateneH temn e 2011 r. Mo4yTtn usnaTta
CTOMHOCT Ha npuxoauTe € oT npogaxba Ha
CTOKM, HO B HSIKOW FOANHU Ca AeKNnapupaHu
W npuxoamn ot npogaxba Ha ycnyru.
HeTHMAT dUHAHCOB pe3ynTaT Ha ApyXe-
CTBOTO Ce ABMXW B LUMPOKM FPaHULM KaTo
B HayanoTo e oTpuuaTesnieH C Hal-HuCKa
cTonHocT npe3 2008 r. (-132 xwun. nB.),
npe3 nepuoaa 2009-2011 ce crabunusnpa,
npes 2012 nma pa3bK cnag Ao nedanba oT
camo 8 xun. n.., a npe3 2013-2014 r. OTHO-
BO 3ano4yBa Aa pacTe.
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Figure 6. Financial result (net), thousand BGN
durypa 6. PnHaHcoB pe3ynTaT (HeTeH), Xui. NB.

While the rate of change in sales since
2010 has been a positive figure and it is
slightly increasing, the fluctuations in the
amount of the financial result are quite
sharp. It is only after 2012 that the profit
has grown and its size has returned to ap-
proximately its usual values. The reasons
for the sharp fluctuations may vary, but
the more careful analysis of 2012's offi-
cially published balance sheet and income
statement of Bio Bulgaria Ltd. highlights a
number of findings that have an impact on

JlokaTo TeMNbT Ha U3MEHEeHMe Ha NpoJaXx-
6ute cnen 2010 r. e MONOXUTENHA CTOMHOCT
M ce HabnwaaBa nek pbCT, TO GAyKTyauu-
nTe npu pasmepa Ha (PUHAHCOBUSA pe3ys-
TaT ca pocTta pesku. Egsa cneg 2012 r.
neyanbata HapacTBa U HEMHUAT pa3Mmep ce
3aBpblla OKOJI0 0OMUYANHUTE I CTOMHOCTM.
MpuunHUTE 3a pe3kuTe KonebaHusa moraT
[a Ca Hanl-pas/iM4yHM, HO MO-BHUMATEHUNAT
aHanm3 Ha odumumanHo nybnvkyeaHute 6a-
JIAHC M OTYEeT 3a NpuxoamTe U pasxoguTte
Ha ,bwo Bvnrapusa” 00 3a 2012 r. nseex-
[a Ha npefeH nJjaH HAKOMKO KOoHCTaTauum,
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the financial result. More specifically:

e The Company increases the avail-
able equipment by about 11% (from 48
000 to 53 000 BGN); money is invested in
this;

e The value of inventories increased
by almost 33% (from 174 000 to 231 000
BGN);

e Receivables from customers and
suppliers have almost doubled (from 244
000 to 429 000 BGN), which could be due
to increased sales of consignments, de-
layed payments by traders, increased de-
ferred payment, etc., and this affects the
financial result;

e There is a significant increase in
cash money - a growth of 2.4 times (from
150 000 to BGN 362 000).

KOWTO n3passasaT Bausewm dhakTtopm Bbpxy
dunHaHcoBmA pesynTaT. [10-KOHKPETHO:

e [Ipy>XecTBOTO yBefnM4yaBa C OKOMO
11% HannuyHuTe CbopbXeHus u obopyasa-
He (oT 48 Ha 53 xun. nB.), T.e. MHBECTUPAH
€ napu4yeH pecypc 3a ToBa;

e C 61m30 33% ce yBenm4yaBa CTOM-
HOCTTa Ha cTokoBuTe 3anacu (OT 174 Ha
231 xwun. nB.);

e T[loyTn ABOMHO Ce yBenM4yaBaT B3e-
MaHUATa OT KJIMEHTU U gocTaBumum (oT 244
Ha 429 xwun. nB.), Koeto 6M Morno ga ce
Ob/DKN Ha yBenu4yeHu npoaaxbum Ha KOH-
CurHaums, 3abaBeHn nnawaHuMsa OT Tbpro-
BUM, YBEIMYEH CPOK Ha OT/I0XEHO nnawa-
He n Ap., a ToBa BNUsie BbpXy (PUHAHCOBUS
pe3ynTar;

e 3HauuTesIHO Ce yBenuyasaT napuy-
HUTe cpeactBa B 6poin — pbCT OT 2.4 NbTH
(ot 150 Ha 362 xun. nB.).

4.00

3.00

2.00

Temn Ha U3MEHeHue

1.00

0.00

-1.00

220132014

Ha npoaaxbure/
Rate of change of
sales

e TE M HA U3MEHEHUE

-2.00

Ha ¢uHaHCOB

-3.00

pesynartar (HeTeH)/
Rate of change of net

financial result

-4.00

-5.00

Figure 7. Changes in sales and in the financial result of the company
durypa 7. JuHaMunka B npogaxxburte n drnHaHCOBMS pe3ynTaT Ha KOMNaHusTa

Overall, in 2012, the company’s short-
term assets increased by 60% (from 790
to 1267 thousand), but at the same time
the sales growth was much lower (8%),
thus reducing the positive financial result.

KaTto usno npes3 2012 r. KpaTKpoOCpoO4HUTE
aKTMBM Ha KoMnaHusaTa HapacteaT ¢ 60%
(o1t 790 Ha 1267 xwun. nB.), HO Tb KaTo B
CbLOTO BpeMe pbCTbT Ha npoaaxbute e
AocTta no-mansbk (8%) TOBa Hamansea no-
NOXUTENHUA GUHaHCOB pe3ynTarT.
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Figure 8. Profit margin of earnings, Gross profit/ Sales revenue
durypa 8. Mapx Ha nevanbata npun npmuxoaute, bpyTHa nevanba / Mpoaaxoéu

The ratio between gross profit and sales
revenue shows the extent to which the
company’s business activity is profitable.
Excluding the first years after the start of
the activity (2007-2008), profitability over
the rest of the years was positive with the
best values in the 2009-2011 period, a
significant decline in 2012 and a tendency
to move closer to the usual levels in 2013
and 2014.

II. The problem

Harmonica’s past activity lacks informa-
tion on major issues that might affect its
performance, but several challenges can
be drawn from the review that can be con-
sidered for future decisions:

e Shortage of organic fresh milk as a
raw material for the dairy products of the
company, which calls for import of bio but-
ter from abroad;

e Consumer opinion that products of-
fered by regional recipes from Bulgaria

e (eg. Sozopol jam recipe) deviate
from the recipes used by people in these
regions;

e Subjective opinion of some con-
sumers on varying flavour characteristics
between different batches of the same

CroTHOWweHneTo Mexay 6pyTHa nedanba
M npuMxoau OT npoaa)kbu nokasea AOKOI-
KO TbproBCKaTa AEMHOCT Ha APYXXeCTBOTO
e peHTabunHa. KaTto M3KAYMM MbpBUTE
roavHn cnep CcrtapTUpaHeTo Ha AenHOCT-
Ta (2007-2008 r.), TO mMpe3 ocCTaHanoTo
BpeMe peHTabunHOCTTa e MNosoXuTenHa ¢
Ha-gobpu cToHoCTM npe3 nepuoaa 2009
- 2011 r., 3HaumnTeneH cnag npes 2012 r.
N HapacTBaHe C TeHAeHUMs KbM gobnnxa-
BaHe A0 obuyalHuTe HMBa npe3 2013 wu
2014 .

II. Mpo6nemMbT:

B pocerawHaTa AerHOCT Ha XapMOHMKa
nuncea nHdbopMaunsa 3a CbLLECTBEHM Mpo-
6nemu, Komto 6Mxa NOBAUSAN HA HEMHOTO
npeactaBsHe, HO OT HanpaseHus o0630p
MoraT Aa ce n3BefaT HSKOIKO Npeam3BuKa-
TencTBa, 3a KOUTO Aa Ce NOTbPCAT peLleHns
3aHanpea:

e Hepoctur Ha 6MO MNpPSCHO MASAKO
KaTo CYypOBMHA 3a MJIEYHUTE MPOAYKTU Ha
KOMMaHuaTa M TOBa Hajara B MOMeHTa Ada
ce BHacs 6no KpaBe Mac/io OT YyXbuHa;

e lI3pa3eHo MHeHue Ha noTpebutenwu,
ye npegnaraHuMTe NpPOAYKTWM MO pervoHan-
HM peuenTu oT Bbarapmsa (Hanp. cnagko ot
CMOKWMHM MO CO30MOJICKa peuenTa) ce oT-
KNIOHSIBAT OT M3MOSI3BaHMTE OT XopaTa pe-
LenTn B TE3M palioHu;

e (Cyb6eKTMBHO MHEHMEe Ha HAKOW Mo-
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product - mostly boza. According to Har-
monica, this is due to supplier switching,
but such deviations may bring uncertainty
to some potential customers;

e The growing popularity of organic
food and healthy eating also leads to in-
creasing competition from domestic and
foreign players on the market. This forces
Harmonica to adapt and change its strat-
egy if it wants to maintain leadership in
this segment;

e Among many people there is bias
and distrust of organic food, whether it
is really organic or just a new approach
to selling products at higher prices. This
could affect potential users of Harmonica.

III1. Key questions:

1. What examples of corporate social re-
sponsibility would you highlight in the
activities of the Harmonica brand?

2. In your opinion, in what thematic
areas can the CSR practices of Har-
monica be classified?

3. What other CSR practices do you con-
sider to be applicable in the work of
Harmonica? Suggest concrete ideas.

IV. Some tips/recommendations for
resolving the problem

Detailed suggestions for future activities
for improving the CSR performance of
Harmonica are expected to be defined by
the students (learners) after reading the
case study.

Nevertheless, it is possible to formulate
some general guidelines for action, for ex-
ample:

e Improving dialogue and commu-
nication with customers: the supply of
organic food is intensively influenced by
attitudes, opinions, expectations, and
subjective judgment on the quality of the
products, and it is therefore necessary for
the company to answer clearly and ex-
haustively questions, opinions, remarks
from customers and clients. This enables
them to study directly and in depth the
needs of potential customers and to keep
track of changes in demand.

e Identify the benefits of organic food
for consumers: health care and the sup-
port of local suppliers of quality products

TpebuTtenn OTHOCHO MPOMEHSIMBU BKYCOBM
XapaKTEPUCTUKN MeXAY pasNnuyHu napTuam
OT eAVH U Cbl NpPOAYKT — Hal-yecto 603a.
Cnopen XapMOHMKa ToBa ce Ab/IXW Ha CMS-
Ha Ha AOCTaBuYMKa, HO MOAOOHW OTKOHE-
HMS MoraT Ada pa3konebasaT HaKou noTpebu-
Tenu;

e HapactBawaTta nONyNsApHOCT Ha
610 XpaHuTe M 34paBOC/IOBHOTO XpaHeHe
BbobLLle BOAM M A0 yBenuuyasalla ce KOH-
KYPeHLMNs OT MECTHU W YyXXAEeCTPaHHW Ur-
payuu Ha nasapa. ToBa Hanara XapMoOHWKa
[a ajanTupa v NpoMeHs cBosiTa cTpaTerus,
aKO MCKa Aa 3anasuv Maepcku nosvumu B
TO3UM CErMeHT;

e Cpea MHOro xopa CblecTByBa npe-
aybeneHoct U Hegosepue KbM 61O XpaHu-
Te, Aann Te HaucTuHa ca 610 mnu NpocTo
TOBa e HOB NoAxo4 Aa ce npoaasaTt Npoay-
KTW Ha NMO-BUCOKWM LeHW. Toea 6 mMorno aa
noBsnsie BbpXy MNOTeHUManHuTe notpebu-
Tenn Ha XapMoHMKa.

III. OCHOBHM BBMNPOCHK:

1. KakBu nposiBNeHMs Ha KoprnopaTMBHa
coumanHa OTroBOPHOCT buxTte OTKpO-
WKW B AENHOCTTa Ha MapkaTa XapMo-
HUKa?

2. Cnopeg Bac, B KakBM TeMaATUYHU
Hanpas/eHns MoraT ga ce oTHecaTt
npaktnkmnte no KCO Ha XapMoHuka?

3. Kaksu apyru npaktukm no KCO cmg-
TaTe, ye ca NpPUIOXMMU B AEMHOCT-
Ta Ha XapMoHuKa? [anTe KOHKPETHMU
naeu.

IV. Bb3MO>XHM HACOKM M CbBEeTU 3a
paspewiaBaHe Ha npobnema

[eTtannHu npennoxeHns 3a 6baewnre aen-
HOCTM 3a nofobpsiBaHe Ha MpeacTaBsSHETO
no KCO Ha Harmonica ce oyakBa ga 6bvaat
paspaboTeHun oT cTyaeHTuTe (0byyaemute)
cnef aHanM3MpaHEeTo Ha Kasyca.
HesaBncMmMo OT TOBa € Bb3MOXHO Aa ce
dopmMynmpat HAKouM 06LWmM HAaCOKU 3a AENCT-
BME KaTO Hanpumep:

e [opobpsiBaHe gmnanora u KOMyHUKa-
uMsTa C notpebutenuTe: npeanaraHeTo Ha
610 XpaHu ce BNUAE UIKITOUYUTENHO MHOMO
OT Harnacu, MHEeHUs, O4aKBaHWS, KaKTO U
OT CybeKTUBHa NpeLeHKa Ha KayecTBaTa Ha
NpoOAYKTUTE M 3aToBa € HeobxoAMMO KOM-
naHusTa Aa OTroBaps SICHO U U34yepnaTenHo
Ha BbMPOCKU, MHEHUS, 3abenexKn oT noTpe-
6uTenn 1 KNMeHTU. ToBa AaBa Bb3MOXHOCT
Aa ce M3y4aBaT MpsKo M 3aab/604YeHO no-
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are among the main factors that would
motivate the consumer to choose organic
food even if it is more expensive than con-
ventional foods.

e Standardization and testing: pub-
lishing results of laboratory tests by inde-
pendent institutions (laboratories) of the
proposed foods in support of Harmonica’s
already protected organic certificate; en-
suring that sub-suppliers of the brand also
meet bio-requirements, etc.

TPebHOCTUTE Ha NOTEHUMATHUTE KITMEHTU U
Aa ce cnepsaT NpoMeHUTe B TbpCEHETO.

e (OTKpoOsiBaHE Ha Mon3uTe 3a noTpe-
butennte OT 6MO XpaHuTe: rpuxarta 3a
34paBeTO W noakpenaTta Ha MeCTHM [ocC-
TaBuYMUM Ha KayeCTBEHW MPOAYKTU Ca Cpej
OCHOBHUTE daKTopu, KouTto buxa MOTUBMU-
pann notpebutens ga mlbepe 6mo xpaHa,
AOpU 1 TS Aa e C No-BMCOoKa LieHa CrpsiMo
KOHBEHLMOHATHUTE XpaHu.

e CraHpapTuaMpaHe u TecTBaHe: nyb-

NMKyBaHe Ha pe3ynTaTu OT nabopaTopHwu
TECTOBE OT HE3aBUCMMW MHCTUTYuuu (na-
bopaTopun) Ha npegnaraHUTe XpaHu B
noakpena Ha 3aluMTeHuAT Beye 6uo cep-
TUdMKaT Ha XapMOHMKa; rapaHTUpaHe, 4ye
noaAoCTaByYMLMTE Ha MapKaTa CbLO OTro-
BapsT Ha 61O M3NCKBaHUATA U Ap.
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AHekc 1 / Annex 1

CbCTaB Ha NpOAYKTOBUTE Fpynu OT acopTMMeHTa Ha Harmonica:
Composition of the product groups of the assortment of Harmonica:

Mneunu npogyktm / Dairy . Kuceno mnsiko / Yogurt 3,6%

. Kuceno mnsiko / Yogurt 2%

. Knceno kpase masiko (nmbiHomacneHo) / Yogurt (full fat)
. lpsicHo masiko / Milk

. AiipaH / Ayran

. CupeHe ot kpase masiko / white brined cow’s cheese

. 3akBaceHa cmetaHa / Sour cream

N O L1 A W IN K~

. [lpobnoTnyHa mieyHo-Kucesna HanuTka Kavicusi / Probiotic
yogurt drink apricot

9. [pobuoTnyHa MAe4YHO-Kucena Hanutka maamHa / Probiotic
yogurt drink raspberry

10. MpobuoTnyHO MISKO C MHY/IMH OT arase / Biotic+ yogurt
drink with agave inulin

11. KawkaBan ot Kpase msisiko/cow’s yellow cheese

Kegpup / Kefir 1. Kegpup / Kefir 3,6%

2. Kegppup c mopkos / Kefir with carrot

3. Kegpup / Kefir 1%

4. Kegup c yepseHo ysekso / Kefir with red beet

1. Payen ot tnkBa / Pumpkin rachel
2. UnnkoB mapmanas 6e3 3axap / Rosehip Marmalade, no
added sugar

3. Mapmanasa ot cuHm camBu 6e3 3axap / Plum Jam, no added
sugar

. KoHgpuTiop ot mannHu / Raspberry Jam

. Mapmanaa ot rnor / Hawthorn Marmalade

SA6wakoBo nirope 6e3 3axap / Apple puree, no added sugar

NG oA

Cnaako ot 3eneHn cMokuHu / Green fig jam

TaxaHwu / Tahini . MbnHo3bpHecT cycamoB TaxaH / Wholegrain Tahini
. ban taxaH / White Sesame Tahini

. JlewHukoB TaxaH / Hazelnut tahini

-

hagmeonica . CnvHYornegoB taxaH / Sunflower Tahini

. ®bcTBYEHO Macso / Peanut Butter

MoanozupHecm mox
Whol Zm tahini
“

A Ll A W N K

. ObCcTBYEHO Macso ¢ napyeHya / Crunchy Peanut Butter

Mea / Honey . bunkos men / Wildflower honey
. MaHoB meg / Honeydew honey

. AkauyuneB meg / Acacia honey

fir|
A W N R~

. JlunoB meg / Linden honey

H
§

i

ir
1
Tg
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Cuponu / Cordials

N O L A WIN R

. Cupon ot meHTa / Mint cordial

. Cupon ot po3un / Rose cordial

. Cupon ot maaunHn / Raspberry Cordial

. Cupon ot sarogu / Strawberry Cordial

. Cupon ot nsiog Ha 6v3 / Elderberry Cordial

. Cupon ot uBsiT Ha 6v3 / Elderflower Cordial

. Cupon ot Mypcasicku 4av / Mountain tea cordial

AN W N K

. Conetn / Sticks

. MbaHo3vpHecTu conetn / Wholegrain wheat sticks
. lNpetyenn / Wheat pretzels

. Conetu ot numew / Einkorn wheat sticks

Lllokonaza / Chocolate

| hapmeonica

Lliokoaag

1.
2.
3.

MneueH wokonaa / Milk chocolate
bsn wokonan / White chocolate
Yepen wokonan / Dark chocolate

1.
2. JleHeHo oo / Flaxseed oil
3.

CnbHYyornegoso oimno / Sunflower oil

CycamoBo osmo / Sesame oil

Ouyert / Vinegar

1. A6wakoB ouet / Apple cider vinegar
2. BuHeH ouet / Red wine vinegar
3. bancamos ouyet / Balsamic vinegar
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3eneHuykosu / Vegetables

hagmonicd

Aomameno nlope
Tomato puree
Bu0./ Organke

1.
. Haxyt / Chick peas
. Kambuykn cbc cupeHe / Pepper hearts

JomateHo ntope / [JomaTteHo rwope

. TukBuukn Ha rpun / Grilled zucchini
. 3psan 606 / White beans

. Yapcka typums / Royal Pickle

. JlloteHuya N°1 / Lyutenitsa N°1

. JlloteHuya N°2 / Lyutenitsa N°2

. Jllotneka / Lyutivka spicy dip

0. JlroteHnya N°3 / Lyutenitsa N°3

AN W N K

. CneuymanHo kage ecripeco / Specialty Coffee Espresso

. CneymanHo kagpe puntbp / Specialty Coffee Filter

. CneymnanHo kage Ha 3bpHa / Specialty Coffee Whole Beans
. CneuymnanHo 6e3kogpenHoBo ecripeco / Specialty decaffein-

ated espresso

OT kokowku / Hen eggs

bosa / Boza

. boza ot nmmew / Einkorn wheat boza
. bo3a ot pvx / Rye boza
. bo3a ot npoco / Millet boza

Kopwu / phyllo pastry

. Kopu 3a 6aHuya / phyllo pastry
. MMTbHo3bpHECTU KOpu 3a baHuuya / Whole-grain phyllo pas-

try

A W N R

. MpobuotnyHa Baghna / Biotic+ wafer

. Knacnuecka Bagpna / Crispy Wafer

. Bagpna c 6onmsuiicka maka / Bolivian Maca Wafer
. BeraH Bagpna c kokoc / Vegan coconut wafer

lopcku rv6u / Wild Mushrooms

hagmonica
Maramapku

o o

2596

. Manatapkwu / Porcini Mushrooms
. lMaun kpak / Chanterelles
. F'opcku re6bu mukc / Mushroom mix
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BbpaiuHo/ Flour

1. lweHn4HO nb/IHO3BLPHECTO bpaiwHo/ Whole-grain wheat

flour

2. MweHn4yHo 6510 6pawHo/ Wheat flour

3. [Mb/1IHO3bPHECTO pbXXeHo bpawiHo/ Whole-grain rye flour
4. Jinmeyoso 6pawHo/ Einkorn wheat flour

* CHumku/Pictures - https://harmonica.bg
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AHekc 2 / Annex 2

Ta6bn. 1. QuHaHcoBM nnokasatesnu 3a AenHocTTa Ha ,,buo bvarapmus"” 004
3a nepuoga 2007 - 2014 r., no AaHHW OT TbproBCKUs perucTbp?

Table 1. Financial indicators for the operations of ,Bio Bulgaria” Ltd.
For the period 2007 - 2014, data from Commercial register

®duHaHCOB nNoka3sarTe’n
Financial indicator

2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014

Co6cTBEH KanuTan, Xui. nB..
Equity, thousands BGN
KpaTKOCpOYHU aKTUBM, XWUI. NB.
Short-term assets, thousands BGN
Mpoaax6u obwo, xmun. n..

Total sales, thousands BGN

-1 -132 -64 -9 65 73 107 152

116 373 560 711 790 1267 | 1592 1877

403 928 1878 | 2252 | 2084 | 2242 | 2697 | 3400

B T.4. OT npoaaxba Ha CToKu
) 309 928 1877 | 2251 | 2083 | 2241 | 2696 | 3383
inc. sales of goods

TeKkyWwm 3aab/KEHNS, XU, NB.

o 41 139 169 500 403 706 829 930
Current obligations, thousands BGN
BpyTHa nevanba, xvun. ns.
. -27 -132 68 55 79 9 38 50
Gross profit, thousands BGN
DUHaHCOB pe3ynTaT (HeTeH), Xun. nB..
-27 -132 68 55 74 8 34 44

Net financial result, thousands BGN

Koed. obwa nukBnaHocCT

Kpatkocp. aktuBu / Tekylum 3a4-5
General liquidity ratio

Short-term assets / Current obligations

2.83 2.68 3.31 1.42 1.96 1.79 1.92 2.02

Map> Ha neyanbaTta npu NpuxoamTe
bpyTHa neyanb6a / lNpogaxé6u

Profit margin in sales

Gross profit / Sales

-0.067 | -0.142 | 0.036 | 0.024 | 0.038 | 0.004 | 0.014 | 0.015

Bb3BpblLAEMOCT Ha COB6CTB. KanuTan
HetHa neyanba / CK

. 27.00 1.00 -1.06 | -6.11 | 1.14 0.11 0.32 0.29
Equity Returns

Net profit / Equity

TeMn Ha n3MeHeHue Ha npojaxoébute
Rate of change of sales

0.00 1.30 1.02 | 0.20 | -0.07 | 0.08 0.20 0.26

TeMmn Ha n3MeHeHne Ha PUHaAHCOB
pesynTat (HeTeH) 0.00 -3.89 1.52 | -0.19 | 0.35 | -0.89 | 3.25 0.29
Rate of change of financial result (net)

1. https://public.brra.bg/CheckUps/Verifications/VerificationPersonOrg.ra
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