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Abstract: In today�s modern conditions the small and medium sized enterprises (SMEs) 
face the constant necessity of having to adapt to the present and future market realities. 
The paper offers summarized results of the research done among SMEs from the Bulgarian 
and world practices. It presents the aspects, in which the enterprises see the possibility of 
planning their business, and also the managers� attitude towards the initiative of develop-
ment of their activities. 
Keywords: SMEs, entrepreneurship, business, management.

:            
        .   

     ,      
  .   ,     

        .
 : , , , .

. Introduction

Launching a business is usually accom-
panied by various obstacles and condi-
tionality. Most dif cult, however, is to 
 nd answers to questions related to spe-
ci c motives for starting the process, and 
those relating to the strategic dimension 
of the business. The study does not offer 
ready-made solutions, but rather analyses 
and synthesizes ideas that work, including 
good practices in the  eld of entrepreneur-
ship and strategic management.
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II. Main reasons for starting an own 
business 

Starting-up a new business can be pro-
voked by different circumstances1. Often 
the intention is to  nd out and implement 
speci c ideas connected with innovative 
technologies, new products or services. 
Such cases are presented in the theory as 
entrepreneurship by choice, willingness or 
attitude. It relies on the idea of ful lling 
the creative intention for  step-by-step 
construction of the enterprise in order to 
achieve long-term pro ts.

There are also options when a person be-
gins his or her business under pressure. 
Such a reason outlines another type of 
entrepreneurship. According to it those 
who start a business have knowledge and 
experience in certain areas, and are un-
employed (or have retired, but are  t for 
work and wish to increase their income). 
In this category fall even seasonal workers 
and young educated people, who want to 
receive income in a relatively short period 
of time. Entrepreneurship is most often 
associated with performance in services, 
because this type of activity does not re-
quire signi cant initial investment.

It is natural and reasonable for any new 
business that will grow to consider careful-
ly the risks involved and to compare them 
with the expected bene ts. Theoretically, 
one of the important characteristics of an 
entrepreneur highlights his or her tenden-
cy to take on a considered and weighted 
risk in its various forms � managerial,  -
nancial, and social2.

Entrepreneurs who start a business be-
cause of objective necessity adopt more 
easily some of its risks, because the situ-
ation in which they fall into does not of-
fer many choices. But they are extremely 
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1  For further details, see odorov, . (red.). 25 cas-
es for entrepreneurs and managers. Publ. �Next�, 
So a, 1997, p. 30 (in Bulgarian); Schreter, S., 
Inside Entrepreneurship: Strategies to speed 
startup income. http://mstblog.ohsu.edu/index.
php/2008/12/03 on 15.05.2009.

2 odorov, . olarov, . et al. Dynamic entrepre-
neurs in Bulgaria: current status, trends, needs, 
training. Publ. �Economy�, So a, 2004, p. 29. (in 
Bulgarian)

3  , . , . ( .). 25 
      

. . � �, ., 1997, . 30; 
Schreter, S., Inside Entrepreneurship: Strategies 
to speed startup income. http://mstblog.ohsu.
edu/index.php/2008/12/03  15.05.2009 .
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cautious of businesses that are associated 
with higher current costs, require substan-
tial assets or presume  exible payment 
schemes with clients.

In many countries, in support of potential 
entrepreneurs on business planning and 
implementation of business ideas, assist-
ance from experts representing organisa-
tions for helping small and medium en-
terprises (SMEs) is used. In the US, for 
example, operates the association SCORE 
(Counselors to America�s Small Business), 
which is an NGO partner of the US SBA 
(U.S. Agency for Small and Medium Enter-
prises)5. It provides free advice to entre-
preneurs in the startup and initial consoli-
dation phase of the business. In Australia, 
for example, CSIRO through the Small 
and Medium Enterprise Engagement Cen-
tre (SME-EC) is helping Australian small 
and medium enterprises (SMEs) to access 
science and technology6. Similar organisa-
tions exist in Europe. 

In Bulgaria different organisations like 
business centers, incubators, associations 
and other NGOs are operating to support 
SMEs. Valuable assistance through free 
training and published materials on issues 
related to business strategy of a small 
company or promoting exports is rendered 
also by the Executive Agency for Promo-
tion of SMEs (BSMEPA)7.

III. Strategic aspects and decisions

After clari cation of the motives for launch-
ing a business, entrepreneurs should de-
cide a number of substantial issues related 
to the development of the business idea. 
The main strategic guidelines for search 
and validation can be summarized in sev-
eral directions:

First, the business should be set up in 
compliance with the requirements of the 
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5 For further details, see the website 
http://www.score.org/index.html

6 For further details, see the website 
www.csiro.au/solutions/SMEEngagement.html  

7 Information about training programs can be 
found on the Agency�s website 
www.sme.government.bg 

8   ,   
http://www.score.org/index.html

9   ,   
www.csiro.au/solutions/SMEEngagement.html  
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clients. Starting entrepreneurs are doomed 
to failure if they do not attract enough sol-
vent customers, willing to buy the prod-
ucts or services of the company. Especially 
entrepreneurs who create their own busi-
ness under pressure.

For example, a small catering company, 
created with the idea to organise parties, 
cocktails, formal and informal dinners, 
coffee breaks, birthdays, family holidays, 
children�s parties, has to operate its serv-
ices in compliance with customers prefer-
ences, without imposing what it considers 
best.

Second, the company should be focused. 
This requires concentrating on speci c ar-
eas in which the entrepreneur has exper-
tise and can attend a targeted customer 
group. Such a strategic move is deemed 
successful, since customers discover rel-
atively fast small  rms that are offering 
a product or service with high consumer 
value.

For example, an accounting  rm can em-
phasize its exclusive competence in the 
 eld of cost calculation and implementa-
tion of systems for calculating costs. Or, 
at the opening of a fast food restaurant, 
the technology for preparing food in front 
of the client, according to his or her tastes 
and preferences, can be stressed.

Following this strategy, companies can jus-
tify higher than the average product prices 
due to the speci c advantage they offer.

Third, it seems rational for the company 
to  nd its way to products or services to 
which larger companies show no interest.

In Bulgaria, for example, retailers are fac-
ing competition from hypermarkets such 
as Metro, Billa, Kau and, Fantastico, etc. 
One possible strategic move is to focus on 
products that are not offered by hyper-
markets. To conduct a similar strategy the 
entrepreneur has to have time to carefully 
study the activities of major competitors. 
A precondition for the success is  nding 
the market niche that is not or is only par-
tially covered by hypermarkets.
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Hypermarkets offer products for mass 
consumption, produced by larger compa-
nies. Small local suppliers are generally 
not contacted, so their chances to deliver 
products to stores like Metro and Billa are 
minimal. The main reason is that small 
manufacturing  rms do not have enough 
free resources to maintain adequate li-
quidity within forty- ve day or one month 
deferred payments. Such conditions are 
not favorable for companies that produce 
quality products in small series. On the 
other hand, all this creates a chance for 
small traders to seek such producers and 
to demand their products and services.

Fourth, in respect to marketing it is pref-
erable to use a direct message to the client 
instead of a specially organised advertis-
ing campaign. The latter requires resourc-
es that small businesses (especially those 
established by necessity) usually do not 
have.

The direct message from the small busi-
ness is one of the fastest and most reli-
able ways to attract new customers and 
to gather information about the products 
and services of interest. The advantages 
of such initiatives are associated with the 
signi cantly smaller size of the money in-
vested compared with an advertisement 
campaign. A study of small enterprises 
from the  eld of hairdressing and cosmetic 
services in a district town in Bulgaria indi-
cates that around 70 percent of them of-
fer their services through a direct invita-
tion to potential client groups, rather than 
through organising a special advertising 
campaign. It is acknowledged worldwide 
that if 10 percent of the messages return 
to new customers, the campaign should 
be perceived as successful.

Fifth, when conceptualizing the business 
one should bear in mind the options pro-
viding  exibility and additional job oppor-
tunities. At the start of an economic activ-
ity it is very dif cult to foresee the return 
from the initial investment funds and the 
scale of the value added. Therefore, to en-
sure minimum income, entrepreneurs can 
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start with  exible working hours, while the 
newly established business  nds its way to 
the market. A logical option is to use the 
free time to work for other companies (i.e. 
as an insurance agent, real estate broker, 
etc.). In Bulgaria in the early 90�s a great 
part of the owners of small companies di-
versi ed their activities by working at sev-
eral places simultaneously.

Sixth, after outlining the strategy the 
starting entrepreneur should concentrate 
on the tactical aspects of the business. In 
their work, people usually do not pay at-
tention to details. Often a way for small-
er companies to identify new opportuni-
ties and convert them into solutions is to 
gather information from the larger mar-
ket players. The accumulated informa-
tion � systematized, processed and ana-
lysed � reveals signi cant details that are 
overlooked by small businesses in their 
daily work.

For example, in 2004 one of the biggest 
Bulgarian companies for chemical prod-
ucts �Orgachim� announced a new serv-
ice � tinting of paints. This business initia-
tive was the result of a market research 
and, most importantly, of the desire to of-
fer the best and most actual paints to the 
customers. At the European markets the 
tinting is an essential element of supply 
and sale of paints.

The introduction of the tinting service 
in Bulgaria was a challenge: on the one 
hand � as a concept and realisation, and 
on the other � as a  nancial commitment 
and support available to SMEs. One phase 
of the new service is preparing attractive 
contracts to partners in order to purchase 
tinting machines and put them in the retail 
shop. An important detail the small  rms 
involved should pay attention to, is not the 
new service as such, but the opportunity 
offered by Orgachim to help maintain the 
tinting machines11.
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11 See http://download.bse-so a.bg on 
15.05.2009.

12    http://download.bse-so a.bg  
15.05.2009 .
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IV. Recommendations for practice

The worked out problems and solutions 
may seem common and universally appli-
cable. However, they should not be per-
ceived uncritically and used automatically. 
Speci c conditions can have a signi cant 
impact not only on the speci c scope of 
the strategy for the start-up business, but 
also on its content. 

Therefore, a thorough assessment of the 
situation is essential for the success of any 
entrepreneurial venture.
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