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Abstract: The outbreak of the COVID 19 pandemic in the last year and a half is the main
reason for the occurrence of a serious economic crisis, both in Bulgaria and worldwide. A
number of economic sectors have been drastically affected and continue to suffer negative
consequences. One of the most affected areas is retail: many outlets have been forced to
close for long periods of time, and those that have continued to operate in a state of
emergency have been severely hampered by the strict measures imposed in order to
prevent the spread of the infection. On the other hand, consumer behaviour has also
changed significantly - demand for food and basic necessities has increased significantly in
order to replenish basic stock. It turned out that in such conditions of isolation it is
necessary to look for alternatives for shopping related to online shopping and home
delivery. In the present study, an in-depth analysis of consumer resistance to the
perception of a new product (online shopping from hypermarkets, supermarkets and
neighbourhood stores with home delivery included) in the context of the COVID crisis will
be conducted.

Key words: consumer resistance, new product, retail, COVID-crisis.

Introduction BbBeaeHue
The crisis caused by the Covid pandemic Kpusata, nopoaeHa ot Covid naHaemwusTa
has affected all sectors of economic life. In 3acerHa BCHMYKKM CEKTOPU Ha MKOHOMUHECKNS
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order to maintain their market position and
cope with the harsh conditions of the
external environment, business
organizations need to focus on more
effective management, looking for new
ways and alternatives to solve problems.

Every crisis is a disaster for some and an
opportunity for others. In the current
environment, many trade organizations
had to close their doors and soon ceased
operations, while others faced many
difficulties caused by a significant drop in
customers, orders, late payments, which
led to a drastic reduction in staff and
revenue decline. In the retail trade of food
and non-food necessities, another trend is
observed - a significant increase in
demand in order for people to have
enough products for longer periods of
isolation. In this regard, the main goal of
this paper is to study the resistance of
consumers to a new product - shopping
from retail outlets offering food and non-
food essentials through online ordering
and home delivery.

Exposition

1. Online home delivery - an
innovation for retail outlets offering
food and non-food essentials in the
city of Ruse and the region

In modern conditions, innovation is a
major source of competitiveness for
organizations. Summarizing the
definitions of a large number of
established authors, innovations can be
presented as novel approaches in
processes, technologies, methods,
structures, actions, products that bring
development, usefulness and reveal new
ways to attract wealth for sustainable
business development (Ivanova, Popova,
2010; Porter, M., 1999; Rogers, E., 1995;
Drucker, P., 2002; Chang, H., Tsai, M., &
Tsai, C. 2011; Antonova, Kostadinova,
Todorova, 2020; Stoycheva, Antonova,
2018; Ministry of Economy,2021).

The creation of new product offers, as well
as the change in the methods of delivery
of the purchased goods to the customer
are among the most popular innovations
in the current conditions of COVID-
isolation. It is usually through this type of
innovation that the organizations in the
field of retail trade seek a solution to

XMBOT. 3a Aa 3anasAaT CBOWTE MO3MUMK Ha
nasapa u fia ycnesT Aa Ce CNpaBsaT C TEXKUTe
YyCNoBMA Ha BbHWHATaA cpeaa, 6u3Hec
opraHusauMuTe ce Hanara ga HabnerHart Ha
no-eeKTMBHOTO  YMpaBJfiEHWE, TbpCenku
HOBM  MbTWWA W anTepHaTMBM  3a
paspellaBaHe Ha Bb3HMKHaNUTe Npobnemu.

Bcska kpusa e 6eactBue 3a e€OHUM U
Bb3MOXHOCT 3a Apyrun. B Hactoawwnute
YyCNOBUSI Ha MHOMO opraHusauuu, paboTteLim
B cdepaTa Ha TbproBusiTa Ce HasloXW Aa
3aTBOPSAT BpaTu U He cnea AbJro npeycraHo-
BMXa CBOSITa AENHOCT, a Apyrun ce cbnbckaxa
MHOXeCTBO 3aTpyAHEHUs, Mpean3BUKaHu oT:
3HauUUTENeH crnaad Ha K/MEHTWU, MOpPbYKH,
3abaBeHn nnawaHusl, KOeTo JoBeae A0
APacTMYHO CbKpallaBaHe Ha MnepcoHan wu
cnag Ha npuxoaun. [lpu TbproBusiTa Ha
ApebHO C XpaHUTESTHW U HeXpaHUTEsTHU
CTOKM OT MbpBa HeobxoanMOCT ce Habnaa-
Ba W jApyra TeHAEHUMS — 3HaA4YUTESIHO
noBMIIaBaHe Ha TbPCEHETO C LUen 3anacs-
BaHe Ha HacesIeHNEeTO 3a NOo-AbJrn Nepnoam
Ha n3onauusi. B Tasn Bpb3ka OCHOBHAaTa Len
Ha HacToswaTa paspaboTka e Aa ce Npoyuu
pe3MCTEHTHOCTTA Ha noTpebutennute KbM
HOB MpOAYKT - MasapyBaHe OT TbProBCKU
obekTn, npeanarawim XpaHUTESTHU N Hexpa-
HUTEJTHN CTOKW OT MbpBa HEO6XOANMOCT Upe3
OHNaMH NopbykKa M AoCTaBka A0 AOMOBETE.

N3noxxeHune

1. OHNaH pocraBkaTa A[AO AoMa -
MHOBaLUMUA 3a TbproBCckute o06ekKkTH,
npepsaralim XpaHUTENIHU U HeXpaHM-
TeJIHN CTOKM OT NbpBa HE06X0ANMOCT Ha
TepuTopuaTa Ha rp. Pyce u permoHa

B cbBpeMeHHUTE YyCNOBWUSI MHOBauUuKTe ca
OCHOBEH W3TOYHWK HA KOHKYpPEHTOCMO-
CobHOCT 3a opraHusauunte. O6obwaBankm
AeduHMumMnTe Ha ronsam 6por yTBbpAeHU B
Hay4HaTa 06s1acT aBTopu, MHOBaUMUTE MoraT
Aa ce 6baat npeacTaBeHn KaTo
HOBOBbLBEAEHMS B MNPOLIECU, TEXHOMOrnM,
MeToaWn, CTPYKTYpu, AENCTBUSA, NPOAYKTH,
KOWTO HOCAT pa3BUTME, TOJIE3HOCT MU
pa3KkpuBaT HOBW HaYWHW 3@ MpUBANYAHE Ha
boratctBa 3a YCTOMYMBO pasBuUTUE Ha
6usHeca (Ivanova, Popova, 2010; Porter,
M., 1999; Rogers, E., 1995; Drucker, P.,
2002; Chang, H., Tsai, M., & Tsai, C. 2011;
Antonova, Kostadinova, Todorova, 2020;
Stoycheva, Antonova, 2018; Ministry of
Economy,2021).

Cb3paBaHeToO Ha HOBMW MPOAYKTOBWU nNpensno-
XXEHWA, KaKTo U MpoMsHaTa B HAYMHUTE Ha
[OCTaBKa Ha 3aKyneHoTO A0 K/IMeHTa ca cpej
Han-nonynsipHUTE HOBOBbBEAEHUS B
HacToswuTe ycnosusa Ha COVID-uzonauyms.
O6WKHOBEHO 4Ype3 TO3M BUA WMHOBaLUMMK
opraHmsaumuTe B cpepaTa Ha TbproemsTa Ha
ApebHO TbpcAT pelieHme Ha npobnemu KaTo:
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problems such as: unmet customer needs;
unused opportunities to sell products in
demand; overcoming the time and
territorial restrictions in making contact
between seller and buyer; improving the
quality of service in order to achieve a
higher level of customer satisfaction;
avoiding technical limitations caused by
environmental conditions.

The main factors determining the success
of an innovation are its relevance and
usefulness, the company's ability to
quickly mobilize knowledge and skills for
its implementation, the ability to respond
more  quickly and adequately to
competitors, flexibility in modifying the
innovation for different markets and
customers. Successful management of
this type of change is essential to ensure
survival in a dynamic and unpredictable
environment such as the current one.

Following this logical pattern in choosing
the best alternative for survival, some
organizations engaged in the trade of food
and non-food products introduce parallel
offer of their services online and home
delivery by their employees or by
organizations offering courier services.
This solution generates positive benefits
for all stakeholders. For the trade
organizations themselves, these actions
provide an opportunity to maintain and
possibly expand their market positions.
Consumers can shop from home, whether
in quarantine or for health prevention,
avoiding real contact with potential
vectors of the infection, as well as taking
advantage of the possibility of using larger
time windows to make purchases
(although the service is not available 24
hours, as it must correspond to the
working hours of the respective
commercial site). Last but not least, the
organizations offering logistics services,
concluding contracts with traders, are also
expanding the share of their activity.

In the present study, the emphasis will be
on studying the resistance of consumers to
this new type of service for the market in
the city of Ruse. Looking at the product in
general, it is not new on a global scale, but
it is just beginning to emerge for the local
market. It is therefore necessary to clarify
what kind of innovation it can be classified
as (Slavova, M., Petrov, M., 1996; Taneva,
2007; Enimanev, K., 2018):

HEe3a40BONIEHN MOTPEBHOCTU Ha KIUEHTUTE;
HEW3MON3BaHN Bb3MOXHOCTM 3a npoaaxba
Ha TbpCeHW nNPOAYKTWU; MNpeoaoNsiBaHe
BPEMEBUTE U TEPUTOPMAIHU OrpaHUUYEHUS
MpU OCbLUECTBSBAHETO Ha KOHTAKT Mexay
npojaeBay W KynyBay; noBuLIaBaHe
KauyecTBOTO Ha 06CNyXBaHe C Len No-BUCOKO
HMBO Ha Y/[AOB/IETBOPEHOCT Ha KJ/MEHTA;
n3bsirBaHe Ha Bb3HWKHANM TEXHUUYECKU
OrpaHuyeHus, NpeavM3BUKaHW OT YCloBUATa
Ha cpegaTa.

OcHoBHW aKTopu, onpeaensawm ycnexa Ha
eHa WHOBaUMsA Ca HeWHaTa aKTyaJlHOCT M
NMosie3HoCT, cnocobHocTTa Ha dupMaTa Aa
Mobunmsanpa 6bp30 3HAHMS U YMEHUS 3a
peanusaunsiTa K, Bb3MOXHOCT 3a no-6bp3a n
afjeKkBaTHa peakuusi CrpsiMO KOHKYpPeHTUTe,
rMBKaBoOCT MNpu MoauMduuMpaHe Ha MHoBa-
uMaTa 3@ pas3MyHM Nasapu UM KIUEHTW.
YcnewHoTo ynpasfieHne Ha TO3U BUA NpoMs-
Ha e OT CbLUEeCTBEHO 3Ha4YeHMe, 3a Aa Ce OCu-
rypun ouensasaHe B AMHaAMW4YHa W HeNpea-
CcKasyeMa cpefia, KakBaTo € HacTosLwaTa.

NMeHHO crneaBalikm Tasw normyecka 3akoHo-
MepHOCT B n3bopa Ha Han-pobpa antepHa-
TMBa 3a oOuefisiBaHe HSAKOM OpraHusauumu,
3aHMMaBalLW Ce C TbProBMsa Ha XpaHUTENHMU
W HexpaHWUTEeNHM NpoAYKTU OT MbpBa Heob-
XOAMMOCT Ce Haco4yBaT KbM MapasiesHo
npegsiaraHe Ha CBOWTE YCAYrM B OHMAWH
cpena v AOCTaBKM MO AOMOBETE, OCbLLECTBS-
BaHW OT TEXHW CAYXWUTENU WAM OT OpraHu-
3auMn, npepnarawim  Kypuepcku  ycnyru.
ToBa pelweHne reHepupa MNONOXUTEHU
Non3M 3a BCUYKM 3aMHTEpPECOBaHW CTpaHu.
3a camuTe TbpProBuM Te3u AeNCTBUS
NnpefoCTaBAT Bb3MOXHOCT 3a 3ana3BaHe u
€BEeHTyasIHO paswunpsBaHe Ha MnasapHuTe
nosnumnmn. MNoTpebutenute morat nasapysaT
OT BKblUM, HE3ABMCUMO [anu Ca B KapaHTUHa
WM uenta MM e MpeBeHUMs Ha 34paBeTo,
n36sareakn peaneH KOHTaKT C NOTEHUMaNHK
pa3npoCcTpaHUTENM Ha 3apasarta, KakKTo wu
Bb3MOXHOCT 3@ W3MON3BaHE MO-rosieMm
BPEMEBM MpPO30pLUM 3@ OCbLIECTBABAHE Ha
NoKynku (BbMpeKn 4e ycayrata He e
AoCTbnNHa 24 4aca, Tbi KaTo Tpsabsa Aa
oTroBaps Ha paboTHOTO BpeMe Ha CbOTBET-
HMSA TbproeBcku o06ekT). He Ha nocnegHo
MSICTO OpraHusauumuTe, npeanarawu soruc-
TUYHW  YCAYTWU, CKJIOYBAWMKKM [0roBOpU C
TbProBUUTE CbLO paswupsasaT JAgefla Ha
CBOSATa AEeNHOCT.

B HacTosiwa pa3paboTka akUeHTbT Wwe 6bae
Haco4yeH KbM Mpoy4yBaHe pe3MCTEHTHOCTTA
Ha noTpebuTenuTe KbM TO3U HOB BMA yCyra
3a nasapa Ha TepuTopusiTa Ha rp. Pyce.
Pasrnexganku mno-obwo BBMNPOCHMS Npo-
AYKT, TOW He e HOB B rnobaneH mawab, Ho 3a
MEeCTHMsT nasap Ce oKasBa TOKY-Ll0
npoxoxaaw,. Eto 3awo e Heobxoammo aa ce
W3SCHWN, KaTO KaKbB BMA MHOBaLMS MOXe Aa
6bae knacuduumpaH Toi (Slavova, M.,
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e according to the site where the novelty
is realized, the considered innovation is a
market (marketing) innovation, as it
concerns a new form of purchase and sale
for food and non-food products, ordered
through an online store and delivered to
homes;

e according to the degree of novelty and
the lag between innovation and its
practical application, it is an improved
innovation of medium importance due to
the fact that there is currently a market
demand for this type of service, especially
given the current situation. On the other
hand, the trade organizations that apply it
increase the quality of service to their
customers;

e according to the criterion novelty for the
organization, market and consumers - this
is a new type of service for organizations
in the industry in Ruse and the region,
because for the first time this type of home
delivery is carried out by retail outlets
offering food and non-food necessities;

e according to the reason that gave
impetus to the process of creating and
implementing innovation, it can be
attributed to the pulled innovations, which
are caused by the need of both consumers
and traders to meet their needs;

e according to the degree of enforcement,
the innovation under study is optional
because the organizations themselves
decide to introduce the delivery service in
order to increase their competitive
advantages.

The main reason that guided trade
organizations offering food and non-food
essentials in the city of Ruse to the
innovation in question was the Covid-19
pandemic. Anti-epidemic measures
imposed by the state, the inability of
quarantined people to leave their homes
within certain number of days, the
restriction of shopping at any time and in
safe conditions, waiting in long queues in
front of stores, avoiding contact with a
large number of potential carriers of
infections are factors that make many
consumers choose to stay in their homes
and look for more adequate alternative
solutions to meet their basic consumer
needs.

The advantages of online shopping are:
saving time from the trip to the store and
walking around it; maintaining health;

Petrov, M., 1996;
Enimaneyv, K., 2018):

e crnopes obekTa, B KOWTO Ce peanusupa
HOBOCTTa, pasrnexzaaHata WHoBauus e
nasapHa (MapKeTUHroBa) MWHOBaUWUS, TbM
KaTo Kacae HoBa @QopMa Ha MOKYMNKo-
npodaxba 3a XpaHUTENHU U HeXpaHUTENHU
npoAyKTU, NOpbYBaHM Npe3 OHMIaH MarasuH
M 0OCTaBsAHM 4O AOMOBETE.

e criopes CTeneHTa Ha HOBOCT W nlara mexay
MHOBaUMATa M MPaKTUUYECKOTO W Mpusoxe-
HWe e nogobpeHa MWHOBaUMS CbC cpefHa
Ba)XHOCT, nopaau ¢akTa 4ye B HacToAms
MOMEHT MMa TbpCeHe Ha nasapa 3a TOo3M BuA
ycnyrn, ocobeHo npeaBua Cb3ganata ce
obcrtaHoBka. OT Apyra cTpaHa TbprosuuTe,
KOWUTO 5 MpuaaraTt NoBMLaBaT Ka4yeCcTBOTO Ha

O6CJ1Y)KBaHe Ha CBOUTE KJIMEHTW.

e criopej KpUTepus HOBOCT 3a OpraHu3auus-
Ta, nasapa u noTpebuTennTe — TOBa € HOB
BUA yCnyra 3a opraHusauumte oT 6paHlia B
rp. Pyce n pervoHa, 3all0To 3a MbpBM MbT Cce
ocbllecTBABAaT TO3M BWUA AOCTaBKM MO
[IOMOBETE OT CTpaHa Ha 06eKTu, npeanaraiim
XPaHUTENHU U HEeXpaHUTENHU NpoayKTU OT
nMbpBa HEO6XOANMOCT.

e crniopes npuyuHaTa, NOATUKHaNa npoueca
Ha Cb3ZaBaHe M BHeApsiBaHe Ha MHOBaUMATa,
TS MoXe Aa 6bae OTHece KbM TerneHuTte
MHOBaLMU, KOUTO Ca NOPOAEHN OT HyXaaTa u
Ha noTpebuTtenM M Ha TbLProBuu, 3a Ja
3a40BOIAT NOTPeBHOCTUTE CU.

e criopes CTeneHTa Ha NpuHyAa 3a M3BbpLU-
BaHeETO, Tasn MHoBauUUA e n3bopHa, noHexe
opraHuMsauuuTe caMmu B3eMaT pelleHMeTo Aa
BbBeaT ycayrata 3a /[AoCTaBka, 3a J4a
YyBEMYAT KOHKYPEHTHUTE CU NpeanMCcTBa.

OcHOBHaTa npu4YKHa, OpUEHTMpana Tbp-
rOBCKW OpraHusauum, npegnarawm xpaHu-
TEeNHU U HeXpaHUTeNHW NpPoAYKT OT nbpBa
HeobxoAMMOCT Ha TepuTopusaTa Ha rp. Pyce
KbM pa3rfexgaHaTta MHOBauUWUs, € pa3pasu-
nata ce naHaemums ot KosBua-19. Hano-
XXEHUTE OT AbpxKaBaTa MpOTUBOENUAEMUYHUN
MEpPKKW, HEBBL3MOXHOCTTA Ha XopaTa noAa
KapaHTMHa Aa m3nusaT OT AOMOBeTe CU 3a
AagneH 6pon AHM, orpaHM4YeHOCTTa 3a nasa-
pyBaHe Mo BCAKO BpeMe M npu 6e3onacHu
YCNOBUS, YaKaHeTO Ha AbJrM onawku npeng
TbproBckute o6ektn, wunsbarsaHeTo Ha
KOHTaKT C ronsam 6por noTeHuuanHu npeHo-
cuTenun Ha 3apasaTta ca dakTopu, Kapawm
MHOro notpebutenn ga mnsbupat ga ocrtaHaTt
rno AOMOBETE CU M Aa TbpCAT NO-afAeKBaTHO
anTepHaTMBHO pPELLEHMS 3a 3a40BO/IIBAHE Ha
CBOMTE MNOTPEOUTENCKM HYXAM OT NbpBa
Heo6x0AMMOCT.

MNpeanmcTBaTa OT OHJIAMH MasapyBaHeTOo ca:
crnecrdBaHe BpemMe OT NbTA A0 MarasnHa u“
obukansaHeTo BbTPEe B HEro; 3arnas3BaHe Ha
34paBeTo; HaMansiBa UMNYACUBHUTE MOKYM-
KM, KOWTO M3KylaBaT C HUCKa UeHa unu

Taneva, 2007;

56



Modern Approaches for Bank Distribution

reduces impulsive purchases that tempt at
a low price or momentary needs (such as
hunger). We should not neglect the efforts
made by consumers to carry the
purchased goods, as well as the
compliance of purchases with specific
working hours, which are largely avoided
when shopping electronically.

The innovation in question also has some
specific shortcomings, which, in turn,
make consumers consider whether to use
this new service. Online purchases are
convenient when you need to save time
from walking to the store, but you cannot
rely on them at the last minute, as a pre-
order is required, a few hours before the
products are delivered. There is also a
difference in the prices of some products,
as the low prices offered in the physical
retail outlet don't always correspond to
those in the electronic one. The variety
and range of products offered is
significantly smaller compared to physical
retail outlets. Delivery is often free for the
customer, provided the order is over a
certain amount. Otherwise, the buyer pays
the amount for the transportation of the
shipment. Last but not least, it should be
borne in mind that not all foodstuffs and
beverages are suitable for long-distance
transport, as there is a risk of deterioration
in the quality and condition of the goods
on delivery. All these weaknesses can lead
to non-acceptance of the innovation we
are analysing. The following paragraphs
will present the results of an empirical
study, the idea of which is to establish the
resistance of consumers to this innovation
in the local, regional market.

2. Empirical study of consumer
resistance to a new product in the city
of Ruse

2.1. Methodology of the conducted
research

The empirical study on the forms of
resistance shown by consumers in the
perception of the new product - home
delivery by physical retail outlets offering
food and non-food essentials, is based on
the results of an online survey. The
method of electronic surveying was
chosen to: minimize the risks of infection
arising from the current pandemic
conditions; reach in a short time a larger
number of respondents who can provide

MOMEHTHO, Bb3HUKHanNu noTpebHoCTH
(Hanpumep 4yBCTBOTO Ha rnaa). He Tpsbea
ha ce npeHebpereaT M ycunuata, KOUTO
notpebutenute npaBAT 3a NpeHacsiHe Ha
3aKyneHoTO, KaKTo M cbobpassiBaHeToO Ha
MOKYMKUTE C KOHKpeTHOo paboTHO BpeMme,
KOUTO B rofsiMa crteneH ce wusbarsat npu
nasapyBaHeTO Mo efleKTPOHEH MbT.

PasrnexaaHaTa MHOBaUMS MMa U XapaKTepHU
HepoCTaTbLUM, KOMTO OT CBOS CTpaHa Kapat
notpebutenute pa ce 3aMucnAaT, danum Aaa
nu3nonseat Ta3u HoBa ycayra. OHnaiH
NMoKynkuTte ca yaobHu, korato TpsibBa aa ce
CrecTM BpeMe OT XOAEeHe A0 TbproBCKUSA
06eKT, HO He MOXe Aa Ce pa3yuTa Ha TaX B
nocrefHUs MOMEHT, Tb/ KaTo e HeobxoanMa
npeaBapuTesiHa 3asBKa, HSAKOJKO yaca
npeau pna 6baat [oCTaBeHM MpoAyKTUTE.
Cbluo Taka ce HabnogaBa pasnunka B LeHUTe
Ha HSIKOM MPOAYKTW, TbM KaTo He BMHarm,
npeafiaraHUTE HUCKK LEeHU BbB U3nMyeckus
06€eKT CbOTBETCTBAT Ha T€3M B €/IEKTPOHHMUS.
PaszHoO6pa3neTo u acopTUMeHTa OT npeana-
raHn nNpoaAyKTn € 3Ha4YnTesIHO MNo-MalbK B
CpaBHeHWe ¢ (du3MYeckuTe TbProBCKM
obekTn. YecTo AocTaBkaTa 3a KJMEHTa €
6e3nnaTHa, Npu ycrioBWe, 4Ye nopbykaTta e
Hag onpefeneHa cyMma. B npoTtmBeH cnyuai
KynyBaybT 3anfawa cyMata 3a TpaHc-
nopTMpaHeTo  Ha npatkata. W He Ha
nocneAHo MsICTO cnejisa Aa ce MMa npeasua,
ye He BCUYKM XPaHUTESTHWU CTOKM U HamUTKM
ca noAxXoAsiM 3a TpaHCnopTupaHe Ha no-
AaneyHn pasCTossHUSA, TbA KaTO UMa pUCK OT
BoLWaBaHe Ha KayeCTBOTO U CbCTOAHMETO Ha
cTokaTa npu poctaBkaTa. Bcuukm  Te3m
cnabocTn MoraT Aa AoBeAaT A0 HerpueMaHe
Ha pasrnexjaHata MHoBauus. B nocneasa-
LWOTO M3M0XKeHMe LWe 6baaT npeacTtaBeHU
pesyntatute OT nMpoBeAeHO eMMNUPUYHO
npoy4yBaHe, 4YUATO Uaed € p[Ja YCTaHOBU
pPE3UCTEHTHOCTTA Ha MoOTpPebuUTenMTe KbM
ToBa HOBOBbBEAEHUNE Ha MecCTeH,
pervoHasneH nasap.

2. EMNUpUYHO npoy4yBaHEe pe3nUCTEeHT-
HOCTTa Ha noTpebutesiMmTe KbM HOB
NPOAYKT Ha TepuTOopusiTa Ha rp. Pyce

2.1. MeToauka Ha npoy4yBaHeTo

EMNMPMYHOTO nNpoyyBaHe OTHOCHO opMuTe
Ha Pe3nCTEHTHOCT NposiBSBaHU OT noTpebu-
Tenute nNpuv Bb3NPUEMAHETO Ha HOBMUSA
NpOAYKT - AOCTaBkKa Mo AOMOBeTe OT CTpaHa
Ha U3nYecKn Tbproecku obekTn, npeanara-
WKW XpPaHUTESTHU U HeXpaHWUTEsSTHW CTOKW OT
nbpBa HeobxoauMoCT, CTbnBa Ha
pe3yntatuTe OT NpoBeJeHa OHJSIAlH aHKeTa.
MeToabT Ha €/IeKTPOHHOTO aHKeTMpaHe e
n3bpaH, 3a ga: ce MMHUMU3MpAT pUCKOBeTE
OT 3apa3siBaHe, NPOM3TMYALLM OT HacToALWM-
Te naHAeMU4YHU YCNoBuUSA; Ce AOCTUrHe 3a
KpaTKO BpeMe A0 no-rofasm 6poin pecnoHaeH-
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their answers at any time of the day; allow
for easier processing of the received data.
The survey form was developed using the
online software Google Formst™,

The questionnaire consists of questions
aimed at establishing: the level of
consumer awareness of the new product,
the degree of consumer innovativeness;
type of consumer resistance to innovation;
demographic details. The questions have
closed answers, some of which provide an
opportunity to evaluate the individual
alternatives using a five-point Likert scale
(from most important to least important).

The object of study are the residents of
Ruse aged 18 and over. The sample size is
384 respondents and is calculated using
an electronic calculator Raosoft (Raosoft,
2021) for target respondents 212729
(National Statistical Institute, 2021), 95%
confidence interval, 50% distribution of
answers and 5% margin of error.

The survey was conducted between
15.03.2021 and 10.04.2021. The
questionnaires were distributed through
social networks (groups and Facebook
pages for the city of Ruse) and via e-mail.

2.2. Analysis of the obtained results

After processing the obtained data, we can
proceed to their analysis. Regarding the
level of consumer awareness of the new
product (home delivery by physical retail
outlets for food and non-food items after
an online order) 34.7% of respondents
identify themselves as "sufficiently
familiar" with it. The remaining more than
60% of respondents do not know in detail
this type of service. This is an indication
that a large proportion of end-users are
still not seeking information on this type of
product and can be considered as
potentially resistant to its perception and
distribution.

Sources of information are an important
indicator of the degree of consumer
innovation (Rodgers' model for the
diffusion of innovation). In connection with
this issue, it is found that the relative
share of users who receive information
from posts on social networks is the
largest - 87%. They are followed by:
information received from relatives,
friends or colleagues (16.4%), as well as

TW, KOUTO MoraT MO BCSIKO BpeMe OT [eHOo-
HOLWIMETO Aa MpeaoCTaBAT CBOWUTE OTroBOpHU;
ce Aaae Bb3MOXHOCT 3a No-necHa o6paboTka
Ha nosydyeHuTe JaHHW. OOPMYNApPLT Ha
aHkeTaTa e paspaboTeH C rMomowTa Ha
GoogleFormst™,

Bbnpocnte BBB (dopmMynspa uenar Aa
YCT@HOBSIT: HMBOTO Ha 3amno3HaToCT Ha
notpebutennTe C HOBMS MPOAYKT, CTEMNEH Ha
WHOBATUBHOCT Ha noTpebutenute; BUA
pPE3UCTEHTHOCT Ha noTpebutenute, Nposss-
BaHa KbM WHOBauudaTa; Aemorpadcku
BbMpoCcu. Bbnpocute ca CbC 3aTBOPEHMU
OTroBOpW, 4acT OT KOUTO AaBaT Bb3MOXHOCT
3@ OueHKa Ha OTAesHUTE anTepHaTuBu C
noMoLuTa neTcrTeneHHa nukeptosa ckana (oT
Hal-Ba>HO A0 Hal-MasiOBaXHO).

O6eKT Ha u3cnedBaHe ca XWUTenuTe Ha rp.
Pyce Ha 18 n noBeye roanHun. M3BagkaTa e
oT 384 paywun, cbobpaseHa C €eNeKTPOHEH
kankynatop Raosoft (Raosoft, 2021),
ueneea rpyna 212729 aywwu (National
Statistical Institute, 2021), gosepuTenHa
BeposATHOCT 95%, 50% pasnpeaeneHue Ha
otroopute U 5% npegenHo p[onyctuma
rpeLika.

AHKeTMpaHeTO € MnpoBeAeHO B WHTepBasa
15.03 - 10.04.2021 r. AHKETHUTe KapTu ca
pa3npoCTpaHEHW Mpe3 couuanHUTe MpPEeXxwu
(rpynn un cTtpaHuun BBB Facebook 3a rp.
Pyce) n npe3 enekTpoHHaTa nouwia.

2.2. AHanM3 Ha NoJlydyeHUTe pesynTaTtm

Cnep obpaboTkaTa Ha noJyyYyeHUTe [AaHHMU
MOXe [la Ce NpeMUHE KbM TexHMs aHanus. Mo
OTHOLWIEHMEe HMBOTO Ha 3ano3HaToOCT Ha
notpebutenute ¢ HOBUSA NpoAayKT (AOCTaBKa
no AoMoBeTe OT CTpaHa Ha Gusnyeckn
TbpProBCKkn 06eKTU 3a TbproBMsS Ha XpaHu-
TE/ITHW W HeXpaHUTENTHW CTOKW OT MbpBa
Heob6xoaoMMOCT criead HarnpaBeHa OHNaWH
nopvyka) 34,7 % OT pecnoHAeHTUTe ce
onpenensar Kato ,A0CTaTb4HO 3ano3HaTtu" C
Hero. OcTtaHanuTe noseve oT 60% OT oOTro-
BOpUIIMTE He MO3HaBaT B AeTaln To3u BuA
ycnyra. ToBa e uWHAMKauus, 4e BCe oue
ronsM pasan ot KpanHuTe notpebutenn He
TbPCAT MHPOPMaUUs 3a TaKbB BUA NPOAYKTU
M MoraT Aa ce pa3rfexaaT KaTto noteHuman-
HO PE3UCTEHTHU KbM TAXHOTO Bb3MpuemaHe
M pasnpocTpaHeHue.

N3TouHMuMTE Ha wHbOpMauus ca BaxeH
WHAMKATOpP 3a CTeMNeHTa Ha MHOBATUBHOCT Ha
notpebutenute (Moamen Ha Pomxbpc 3a
andysmara Ha uHoBaumuTe). BbB Bpb3Ka C
TO3M BBMPOC Ce YCTAaHOBSABA, Y€ Hal-ronsm e
OTHOCUTENHUS A8 Ha noTpebutenute, KOUTO
nony4asaTt umHdopMmauus oT nybamkaumm B
coumanHm wmpexm - 87%. Cnep Tax ce
HapexaaT: MHdopMaumaTa, MnoaydeHa oT
6nun3kn, npustenn unmn konern (16,4%),
KaKTo U UHTepHeT peknamu (13,1%). Hain-
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Internet ads (13.1%). The smallest
percentage of respondents use a mobile
application of the retail outlet (1.5%) or
obtain the information they need from
print media (1.5%). From this, it can be
concluded that the dominant part of the
respondents can be attributed to the
groups of early and late majority, as they
are characterized by susceptibility to social
pressure, strong influence of publications
on the Internet when deciding to buy a
new product.

Among the factors that have the highest
influence on the choice of a trader from
which to buy food and non-food essentials
are good quality, rated (on a 5-point scale)
with 4.79 and the price with 3,48. The
good image of the organization, the
variety of products offered, the active
promotions and the fast delivery are
evaluated in the range of 2.89-2.93. The
factor of "high level of service" has the
lowest degree of importance with a score
of 1.94. Given the current economic and
social situation, dictated by the impact of
the pandemic, it is understandable that
the first two factors are decisive, due to
the fact that they reduce the degree of
economic and functional risk.

In order to establish the predisposition of
potential consumers to the perception of
the studied innovation, they were asked
how often they would benefit from it.
69.4% of them answered that they would
not use it at this stage, which means that
they show some form of resistance.
Respondents rank the factors that underlie
resistance to the new product as follows.
In the first place is the lack of a full range
of goods that chains offer through their
online stores (3.63), followed by factors
such as delivery time (3.52) and the
inability to see and touch the goods
(3.42). These are economic and functional
risks (Ram, Sheth, 1988) that consumers
are clearly reluctant to take in perceiving
innovation. If the organizations manage to
take measures to minimize these risks
through concrete actions, it is possible for
the users in question to rethink their
attitude to the new service and to orient
themselves towards it. The last places in
the ranking are occupied by the factors:

ManbK MNpPOLUEHT OT 3anuTaHuTe U3non3saT
MOBMMIHO NPUNOXEHNE Ha TbProBckusa obekT
(1,5%) nnu HabaBAT HyXXHaTa UM MHbOpMa-
umMs oT nedaTHu wusgaHua (1,5%). OTTyK
MOXe fAa Ce 3aKk/luyu, 4Ye AOMMHMpallaTa
YacT OT aHKeTupaHuTe MoraT ga 6baar
OTHECEHW KbM rpynuTe Ha pPaHHO U KbCHO
MHO3WHCTBO, Tb/ KaTO Te Ce XapaKkTepusmpaT
C NOAAT/IMBOCT Ha CoUManeH HAaTUCK, CUITHO
BnsHME Ha nybnukaumMm B MHTEpPHET npwu
B3eMaHe Ha pelleHne 3a MOoKynKa Ha HOB
NpoAYyKT.

OT dakTopuUTEe, KOUTO B Hal-BUCOKA CTerneH
OKa3BaT B/MsSIHME Npu M3bopa Ha Tbprosey,
OT KOWTO Ja Ce 3aKymnyBaT XpPaHUTENIHU W
HEXpaHUTENHM NPOAYKTU OT NMbpBa Heobxo-
AMMOCT, ca Ao6poTo KayecTBo, oueHeHOo (no
5-cTteneHHa ckana) ¢ 4,79 n ueHata c 3,48.
0o6puaT nmmaxx Ha opraHmsaumsita, pasHo-
obpas3uneTo OT npeanaraHn NpPoayKTU, akTUB-
HMUTE npoMouMm UK 6bp3aTta AoCTaBKa ca
OuEeHeHn B AMana3soHa 2,89-2,93. Hali-Hucka
CTerneH Ha BaXXHOCT MMa (paKTopbT ,,BUCOKOTO
HMBO Ha obcnyxBaHe™ ¢ oueHka 1,94.
MpenoBng HacToslWwaTa WMKOHOMMYECKaA WU
coumanHa o6cTaHOBKa, MpoAMKTyBaHa oOT
B/IMSSHMETO Ha NaHAemusaATa, e pasbupaemo
nbpBUTE ABa (akTopa Aa ca onpegenawm -
Te HamangBaT CTeneHTa Ha MoemaH
MKOHOMUYECKN U PYHKLUMOHANEH PUCK.

3a [aa ce yCTaHOBMW NpeapasnofioXXeHNETo Ha
noTeHuuanHuTe notpebutenn KbM Bb3Npue-
MaHETO Ha WU3CNeABaHOTO HOBOBbBEAEHME Te
Cca 3anuTaHW, KOJIKO 4ecTo buxa ce Bb3-
rnos3esanu oT Hero. 69,4% oTroBapsT, 4Ye Ha
TO3M eTan He 6uxa ro u3non3esanun, KOETO
nokasea, 4ye nNposBsABaT HAKakBa ¢dopMma Ha
pPe3NCTEHTHOCT. PecnoHAeHTUTe paHxupaT
dakTopuTe, KOMTO Ca B OCHOBATa Ha pe3uc-
TEHTHOCTTA KbM HOBUS MPOAYKT MO CleAHus
HauMH. Ha NMbpBO MACTO Ce MO3MUMOHMPpA
nvncata Ha MbJ/ieH acopTUMEHT OT CTOKMH,
KOWTO Bepurute npeanarat npes3 oOHNaWH
MarasuHute cu (3,63), cneaBaH OT akTo-
puTe BpeMe Ha poctaBka (3,52) n HeBb3-
MOXHOCT CTOoKaTa Jda Ce BUMAW W [OKOCHe
(3,42). ToBa ca WKOHOMMYECKM WU OYHK-
umoHanHu puckose (Ram, Sheth, 1988),
KOUTO noTpebutennte O4YeBUAHO He ca
CK/IOHHW Aa noemaT Npu Bb3fNpueMaHeTo Ha
wHoBaumsaTa. B cnydyan, de opraHmsauyumTe
ycneat pa npegnpueMar  Mepku  3a
MUHUMM3MPAHE Ha Te3M PUCKOBE Upe3 KOH-
KpeTHW [encTBus OT CBOA CTpaHa e
Bb3MOXHO BbNpPOCHUTE noTpebutenun aa npe-
OCMUCNAT CBOETO OTHOLWIEHME KbM HOBaTa
ycnyra m pga Cce OpueHTuMpaT KbM Hes.
MNocnegHnTe MecTa B KiacauusTa ce 3aeMart
OT (pakTOpUTE: NponycKkaHe Ha ,TpbnkaTa oT
nasapysaHeTto" BbB (U3NYECKUA MarasuH
(3,25) u nputecHeHue, Ye 06LLECTBOTO LWe
CMeTHe 3a KapaHTUMHUpaAHW, ako nopbuyaT
npes OHJIANH MarasuH XpaHUTENTHU CTOKMU
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missing the "shopping thrill" in the
physical store (3.25) and worrying that the
public will consider them quarantined if
they order groceries through the online
store (2.87). The risk associated with
these factors can be categorized as
functional and social.

It is also important to identify the reasons
that would encourage consumers to use
shopping through online ordering and
home delivery. The analysis shows that
the leading restrictions are in relation to
the Covid virus, namely: compliance with
social distancing - 4.02; restrictions on
leaving home - 3.65; avoiding contact with
many people waiting in front of shops or in
queues at checkouts (3.53). From this, it
can be concluded that the advantages and
characteristics of the new product studied
should positively affect its perception and
distribution in a longer, future period,
especially if it is not clear when the
emergency caused by the pandemic will be
finally terminated.

The results of the survey show that at this
stage the majority (53.2%) of resistant
consumers refrain from online shopping
and receiving home delivery, as they need
more time to be convinced of the quality
of the new service, but they would soon
take advantage of it if its price matched
quality. This places them in the group of
procrastinators who have the lowest
degree of resistance. At this stage, they
simply wait for more favourable
conditions, but do not give up the
opportunity to try it. For them, the
economic risk they take in the eventual
perception of the innovation is decisive.
These answers direct the management of
trade organizations to the decision of
concentrating more power and energy on
online sales in future periods because they
can be a good investment for their
successful future existence.

It is necessary to pay attention to those
consumers who reject the product -
46.8%. They do not accept the innovation
offered on the market, are extremely
sceptical about its qualities and do not
want to change their established habits
and lifestyle.

(2,87). PuckbT, cBbp3aH C Te3n aa dakTopa
MOXe na 6bae OTHECEeH KbM KaTeropumurte
dyHKUMOHANEH N coumaneH.

BaxHo e ga ce naseaaTt v NpUYNHUTE, KOUTO
6buxa noATWUKHann  noTpebutennte Aa
M3non3BaT nasapyBaHeETO 4pe3 OHMaiH
rnopbyka n gocTtaBka No goMmoBeTe. AHANMU3bT
rnokasBa, 4Ye BOJEWM Cca HanoXeHute
orpaHMyeHus BbB Bpb3ka ¢ KopoHa Bupyca,
a WMEeHHO: cnasBaHeTO Ha couManHa
anctaHuma 4,02; orpaHuyeHusiTa B W3NU-
3aHeTo OT JaoMa 3,65; wun3bsarBaHeTo Ha
KOHTaKT C MHOro Xopa, Yakaliun npea Tbpros-
CKNTE O06EeKTM WAM MO OMalKKM Ha Kacute
(3,53). OT TYyK MOXe pa ce 0606wy, 4e
npegMMmcTeBaTa M XapakKTepucTUKUTE Ha MU3-
cneaBaHMs HOB NpoaykT 6m cnegBano Aa
MOBNMSAAT MONIOXKUTENHO BbPXY HEroBOTO
Bb3MpueMaHe M pas3npocTpaHeHne B eauH
no-avnser, 6baew nepuos ocobeHo, ako
M3BbHPEAHOTO MOJIOXKEeHne, MNopoaeHo oT
naHgeMusaTa He e SACHO Kora uwe 6bae
rnpekpaTeHo OKOH4YaTesHO.

Pesyntatute OT aHKeTaTa Mnoka3BaT, Ye Ha
TOo3M eTan no-ronsmarta 4act (53,2%) ot
pe3nCTeHTHUTe noTpebuTtenu ce Bb3AbPXKAT
OT OHMaMH nasapyBaHe W noJjlydaBaHe Ha
AOCTaBKa A0 AOMa, Tbi KaTo UM € HYXHO
noeseve BpeMe aa ce ybeaaT B Ka4eCcTBOTO Ha
HOoBaTa yc/nyra, HO He cnej Abaro 6uxa ce
Bb3MoJa3BaJM OT MpeauMMmcTBaTa W, ako
HerHaTa UeHa CbOTBETCTBA Ha KayecTso.
ToBa rM npuumcnsaeBa KbM rpynata Ha
oTnarawmte, KOUTO Ca C Hal-HWUCKa CTeneH
Ha pe3MCTeHTHOCT 1. Ha To3u eTan Te NpocCTo
n3yakBaT No-6s1aronpusaTHU YCNOBUS, HO He
Cce OoTKa3BaT KaTEeropuyHo OT Bb3MOXHOCTTa
fa A wusnpobsat. 3a TAX onpejensw e
WKOHOMUYECKUS PUCK, KOUTO MnoemaTt npwu
€BEeHTyasIHO Bb3MNpMeMaHe Ha HOBOBb-
BeaeHMeTo. Te3nM  OTroBOpM  HacouyBaT
MEHWIXMBbHTa Ha TbProBCKUTE OpraHmn3aumu
B MOCOKa KOHLEHTpMpaHe Ha MnoBeye CUIn U
eHeprmsa B OHNalH npoaaxbute B 6baewm
nepuoamn, 3awWoTo Te MOXe Aa Ce oKaxaT
eaAHa pobpa uMHBECTUUMS 3@ THAXHOTO
ycnewHo 6baeLo cbllecTByBaHe.

Heobxoanmo e aa ce 06bpHe BHUMaHME N Ha
OHe3n noTpebuTenn, KoUTo OTXBLPAAT MNpo-
AykTta - 46,8%. Te He npuemaT npeanara-
HaTa Ha nasapa WHOBaUMS, U3KIKUYUTEHO
CKEeNnTUYHM Ca NO OTHOWEHWE Ha HEeNHUTe
KayecTBa M He Xenadat ga NpOMEeHsT cBouTe
YTBbPAEHM HaBULM U HAYMH HA XMBOT.

OTXB'pr'IFlHeTO Ha HOBOBBBEAEHUETO MOXe
Ja p[osede [0 nocnenBalln AeACTBUS OT
CTpaHa Ha Taka pearvpanuTte notpebutenu.
3a ToBa KbM THAX € 3ajajeH BbMNpoC, KakBo
6buxa HanpaBuNM, aKO KaTeropuMyHo He
ofobpsBaT  OHNAWH  MasapyBaHeTo  OT
TbpProBCKu 066KTI/I, npegnarawin XpaHUTeHn
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Rejection of the innovation may lead to
follow-up actions by consumers who react
in this way. Therefore, they were asked
what they would do if they did not strongly
approve of online shopping from retail
outlets offering essential and non-
essential food. The respondents who
would not pay more attention to the
innovation are 41.7%, because they
believe that they cannot get the necessary
benefit from it. They do not pose a danger
to the organization. The remaining 58.3%
of those who reject the innovation say that
they would share their negative attitude
with relatives and acquaintances,
emphasizing that its possible use could
lead to disappointment, financial losses,
the likelihood of health problems. It is they
who show the strongest form of negative
attitude, i.e. full resistance, and can be
seen as a channel for the dissemination of
negative information, which is extremely
powerful as a force of influence and has a
high speed of dissemination. A more
detailed study needs to be carried out on
them, as their identification will help to
reveal the main shortcomings of the new
product and their timely elimination.

The study also looked at the question of
whether consumers know which physical
food and non-food organizations offer
online shopping and home delivery!. It is
established that 44% of the respondents
are not aware of which retail outlets on the
territory of Ruse offer and perform the new
service. However, the remaining 56% say
they know the service and know who
offers it, but 79.2% of them indicate other
chains that do not actually offer such a
service in the region. These are consumers
who have intuitively answered the
question without being competent enough
to do so, as they predominantly mark Lidl,
Metro, Kaufland, SBA, Billa and Patsoni -
retail chains that do not offer such a
service at all or at least do not offer it for
the city of Ruse. Therefore, only 11.8% of
respondents actually know the innovation
in question, which is evidence of the high

M HEXpaHWUTENHMN CTOKM OT MbpBa Heobxoamn-
MOCT. PecnoHpeHTMTE, KOMUTO He 6uxa
obbpHanM BHMMaHWE nMoOBeYe Ha HOBO-
BbBeAeHueTo ca 41,7%, 3aloTo CMATaT, 4e
He MoraT fAa nosyyaT HyXHaTa nonsa oT
Hero. Te He npeacTaBngBaT OMNACHOCT 3a
opranmsauugara. OcrtaHanute 58.3% ot
OTXBbpNAWNTE MHOBauuaTa otbensssaT, ye
6uxa cnogennnmn HeraTMBHOTO CK OTHOLLEHMNE
Cc 6/M3KM M MO3HATM, KaTo aKUeHTUpaT Ha
TOBa, Ye €BEHTYyaJIHOTO M M3MNOoN3BaHE MOXe
Aa [Josefe A0 pasovapoBaHue, (MHaAHCOBMU
3arybn, BepOATHOCT OT Bb3HWKBAHE Ha
30paBoCcnoBHM  npobnemMn. WMMeHHO Te
nposBsiBaT HaW-cunHaTa ¢opMa Ha pesuc-
TEHTHOCT, T.e. CbMNpoTMBa, W MoraT ga ce
pasrnexgar KaTo KaHana 3a pasnpocT-
paHeHMe Ha HeraTuBHa MH@OPMaUNS, KOMUTO
€ MU3KAKYUTENHO MOWeH KaTo CUJ/la Ha
BSIUAHME U C ronsgMa CKOPOCT Ha pasnpocCT-
paHeHue. Mo OTHOWEHNE Ha TAX Ce Hanara
Ja ce nposBeae eAHO No-AeTanaHO Npoyuy-
BaHe, TblM KaTo maeHTUdULUMpaHEeTO MM Le
noAnoMorHe pasKpMBaAHETO Ha OCHOBHMUTE
HeaAoCTaTbuun Ha HOBUA npoAayKT n
CBOEBPEMEHHOTO MM OTCTpaHsBaHe.

B npoydBaHeTO e NOTbPCEH OTrOBOP W Ha
BbMpoca, Aanun noTpebutenute 3HaAT, KOwU
du3nyeckn opraHusaumm 3a Tbproeus ¢
XPaHUTENHN U HEeXPaHUTENHU  CTOKMW,
npeanaraT Bb3MOXHOCT 3a OHfalH nasapy-
BaHe M JocTaBka Ao Aomal. YcTaHoBsiBa ce,
ye 44% OT 3anuUTaHUTE He Ca 3ano3HaTu, Kou
TbproBCckn o6eKkTM Ha TepuTopusaTa Ha rp.
Pyce npepnaraT ©“ wu3BbpwBaT HoOBaTa
ycnyrata. OctaHanute 56% obaue TBbpAST,
ye no3HaBaT ycnyrata W 3HaAT KOW 4
npegnara. OT Tax 79,2% o6a4de nocoyBaTt
ApYyry Bepuru, KOUTO BCBHLIHOCT Ha TepuUTo-
puata Ha rp. Pyce He npepnaraT Takasa
ycnyra. ToBa ca noTpebutenun, KOUTo UHTYU-
TUBHO Ca Aanu OTroBop Ha BbNpoca, 6e3 aa
Ca [OCTaTb4yHO KOMMETEHTHW MO HEero, TbW
KaTo npeobnapgasawo MapkupaT Jlvan,
MeTtpo, KaydnaHg, CBA, buna wn lMayoHu -
TbproBCKWM Bepurn, Kouto u306wWwo He
npeanaraT Takaea ycnyra WM rnoHe He 4
npeanarat 3a rp. Pyce. CnegoBaTtenHo eaBa
11,8% OT pecnoHAeHTUTe peanHo no3HasaT
pa3srnexjaHaTa WHoBaLKs, KOETO e AoKasa-
TeNICTBO 3a BUCOKOTO HMBO HA PE3NCTEHTHOCT
KbM Hes B MOMEHTa Ha npoBexXJaHe Ha
npoy4BaHeTo.

1 As of the date of the survey in the city of Ruse, online shopping and home delivery are offered by the
supermarket chain Fast Market (FM) and the Karagyozov mini-market. Large chains such as Metro and Kaufland
also have such a service, but only for the territory of Sofia and Plovdiv.

KbM gaTaTa Ha npoBexAaHe Ha aHKETHOTO NPoyYBaHe Ha TepuTopusaTa Ha rp. Pyce oHNawH nasapyBaHe 1 AOCTaBKa
00 AoMa npeanaraT Bepurata cynepmapketn ®act Mapket (®PM) n MuHumapkeT Kaparbo3os. Fonemute Bepurm
kaTto MeTpo u KaydnaHa cblo nMmaT TakaBa ycyra, Ho camo 3a TeputopusaTa rp. Codus u rp. MNnosams.
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level of resistance to it at the time of the
survey.

CONCLUSIONS

The changes caused by the Covid
pandemic are directing trade organizations
to seek new opportunities for survival and
development through the introduction of
innovative management solutions. One
possible opportunity to which the retail
outlets for food and non-food goods of
basic necessity can be oriented is the
offering of online orders and delivery to
the customer's home. It is important to
study the degree and form of resistance of
potential consumers to the new offer.
Based on an empirical study on the
territory of Ruse, the following conclusions
can be formulated on the researched
issues:

Almost 70% of potential consumers are
resistant to the new product. However, it
is important to clarify what the share of
the individual forms of resistance in the
total population is.

Slightly more than half of consumers
(53.2%) who show resistance fall into its
mildest form of "delay". They are
characterized by the fact that they
consider the new product as acceptable
and over time tend to decide to buy it. In
order to shorten this period, it is necessary
to reduce the level of economic risk
perceived by them, by focusing on the
characteristics that lead to saving time
and money.

Less than one fifth (18.72%) of resistant
users react by postponing the adoption of
the innovation. They have actively
evaluated it, but do not accept it because
they do not believe that its benefits can be
proven over time. The actions that should
be taken in relation to these consumers
are related to the use of marketing tools
that can change the already created
negative stereotypes in the way of
thinking about the new  product
researched.

One third (28.8%) of resistant users show
"full resistance", i.e. opposition. They
assume that the use of innovation will
pose a serious risk to their health, financial

n3soaun

NpomeHuTe, npeanssmkaHn ot Covid
naHaemMuMsaTa HacouBaT opraHumsaumute OT
chepaTa Ha TbproBusitTa KbM TbpCEHEe Ha
HOBM BbB3MOXHOCTWM 3a ouensBaHe w
pa3BuUTUE Ype3 BbBEXAAHETO HA MHOBaTUBHU
yrnpaBneHcKkn pelweHus. EaHa eBeHTyanHa
Bb3MOXHOCT, KbM KOSATO MoraTt Jga ce
OpUEeHTUpaT TbProBckMTe 06EKTU 3@ XpaHu-
TEeNIHW W HEeXpaHUTENHW CTOKM OT MbpBa
HeobXoAMMOCT e npeanaraHeTo Ha OHNalH
NOpBYKM M AOCTaBka A0 AOMAa Ha K/IMEHTa.
BaxHo e pa ce npoyuu cteneHta u dopmaTta
Ha pPe3UCTEeHTHOCT Ha NOTeHLManHUTe noTpe-
6utenn KbM HOBMS NPOAYKT. Bb3 OCHOBa Ha
npoBeAeHO eMNUPUYHO TMpoydBaHe Ha
TeputopusTa Ha rp. Pyce morat ga 6bvaart
dopmynmpaHm cnegHuTe n3Boam no
nscneaBaHaTa npobnemartumka:

KbM HOBUS MPOAYKT PE3UCTEHTHOCT NpPOsiBSi-
BaT noytn 70% OT MoTeHUMaNHUTE noTpe-
6uTenu. BaxHo e aa ce ussicHn o6aye, KakbB
e JenbT Ha oTtaenHute  GopMu  Ha
pPe3nCTEHTHOCT B obLiaTa CbBKYMHOCT.

Manko noseye OT NOJIOBUHATa noTpebutenu
(53,2%), nposiBsiBaLn pe3nCTeHTHOCT
nonagat B HeWHaTa Halh-neka @opMa
,O0TnaraHe". 3a TaX e XapaKTepHO, ye pas-
rnexnat HOBMS MPOAYKT KaTo MPUEMSIMB U
cnej BpeMe ca CK/IOHHW Aa B3eMaT pelueHune
3@ HeroBOTO 3aKynyBaHe. 3a [a ce CbKpaTu
TO3M Nepuos € HYXHO Aa Ce NMOHWMXU HUBOTO
Ha BbB3MPUEMaHUA OT TAX WKOHOMWUYECKMU
pUCK, 4pe3 akueHTUpaHe BbpXy XapakTe-
PUCTUKNTE, KOUTO BOAAT A0 CNecTsBaHe Ha
BpeMe U PMHAHCOBMK CpeacTBa.

Mo-manko oT eagHa neta (18.72%) oT pe3nc-
TEHTHUTE noTpebutenn pearmpaT KaTo
oTnaraTt Bb3fnpMeMaHeTo Ha HOBOBbBeAeHNe-
To. Te aKTMBHO Ca ro OUEHWIU, HO HEe o
npvemaTt, TbW KaToO He cMmATaT, 4e npe-
AuMcTBaTa My moraT fa 6baaT AoKa3aHW BbB
BpeMeTOo. [lencTBuATa, KOMTO crlejBa Aa ce
B3eMaT Mo OTHOLWEeHMe Ha Te3n noTpebutenu
Ca CBbp3aHW C M3MON3BaHETO Ha MapKeTUH-
rOBM WMHCTPYMEHTM, KOMTO MoraT Aa npoMe-
HAT Be4ye Cb34afeHWUTE HeraTMBHU CTepeo-
TUMW B HAYMHA Ha MUC/IEHE MO OTHOLLEHWE Ha
n3cneiBaHus HOB MPOAYKT.

EoHa Tpeta (28,8%) OT pe3nCTEHTHUTE
notpebutenn, nposBsBaTt ,CbnpoTmea". Te
npuemaT, 4e M3MNOoSI3BaHEeTO Ha MHOBauMATa
e foBene A0 CEPUO3eH PUCK MO OTHOLWIEHUE
340paBeTo, (MMHAHCOBOTO CbCTOSIHME U
ybexaeHunaTa uM. Ha ta3m rpyna notpebure-
n e HeobxoaAMMO ga ce ob6bpHe crneuymanHo
BHMMaHue, nopagu akta, 4ye Te ca onaceH
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situation and beliefs. This group of users
needs special attention due to the fact that

KaHan 3a pasnpocTpaHeHMe Ha HeraTuBHa
MHbOpMauus 3a opraHusaumaTa. MIMeHHo 3a

they are a dangerous channel for TOBa BbMpOCHaTa rpyna notpebutenu Tpsibea

disseminating negative information about Aa 6baat  obekT Ha no-3aAbnbGoueHU
the Organﬁaﬂon. That is Why the npoy4yBaHunda, KOUTO Aa mM3BeAaT NMPpUYNHUTE

. . 3a nposaBeHaTa CbnpoTuBa U a a3KpuaT
consumer group in question must be the P P Aa paskp
. . . €EBEHTYA/ITHNTE WHCTPYMEHTM 3a HEWUHOTO
subject of more in-depth studies to

npeoaonsBaHe.
identify the causes of their resistance and peoA
to identify possible tools for overcoming it.
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