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1. '['opiem$ity 
m$ t$re pnr:hten-l

-tr.t^ i-^,.^ *f --t-:- r I
I fie t$su* m{ mnhi*vinp *untminabie emmp*tltive m*vantag*x in m*dern

*nturpriseu thr*ugh th* **v*!*ili.n*nt anci rnplernantatinn *f ad*quate strategiesl,ih
mf pmrtinuiar r*lsvan** in ih* ih**ry xnd pra*tlce rf mnnngement" n strate$lh
npp:rrmuh tn unt*rg:ris* manxgn'ment i* crueial f*r itg *u**e,*xfil[ dev*l*prnent, Yg$
subiutt *f r*s*ar*h in il"l* tjis**r"lmtiufi is th* strategic rnenasement of th* markutfng
**tivitlsc mf mnt*rpnlsms, .*n;i thm nhj*ct is mntmrprixms for ih* Br*ductirn,*$
prmpatait*ns fur ih* n***s af ,*grimuiturn{ pr*ducers. In this sens*, the presented
r**e*rcli ir riisilngr.rixh*d hy u rriph tJegree nf disxertability.

ff,Wwrpmsffi,t&ffiks,hypmtk*m*sffi$i.dr*s#ffin"ffir}r,wmth*dm
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thesis present*ei ir:i r'*vimw examines the hyp*tl-l*uix that the rnark*ting
mftnfrS*n"l*ni *f tlrrs nh*rrricni *ntmrprism determin*n the level of competitiveness of
its *ml**. Thm i*edin6 suh-hyp*th*m*n are relmt*d t* cmpital emn*entr*ti*n; thm
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impf*mmntatimn *f ffi ffifiil*S*]ir*fit epproe0h bnsed on ffiarketins and th*,,
imf leypntation n{ xtrxt*gir n'iar}rmting activiti*s ,,, I

it , . $q , 
matn *hje*tiv* nf the study in tn Setsrmin* ths ii'lfluence of tfiq

$nter$${ry:s mmrk*ting unit nncl it* str"xt*gie marketing m*tlvitiqs on the tev,$tiiig$:,
*a1es,i; { :: i.ii ,

,i.i F:brn'tne fulfillmmnt uf ilr* E*ul thu* sst, the fuli*win6 ru***reh tasks w*tm,,
$nive$j li'clarificatimn *f th* e*s*mn* *f stnnt*gi* husln*xs planning ss an object$ii
thri s$fategic n'lanagement of the cirenrical enterprise; ?) applicaiion of a conceptuaF
frmkx*w*rk fr:n bullding fi ni;**mxsfui busine ss xtrat*gy fur bstter salss sf
5:repmrxli*ns {*r f&rfficrs' r;m**s; 3) *pplication uf s ron*eptual framewurk for
*e,u*inping a rnarketlng, pr*cfu*ti*n and linanctai pl*n *f a *hsrniexl entsrprise;
4):uPpfieati*n rf & cmn**ptu*i frmni*wcrk f*r *rra|uating ihe effestiveness ol
nrarketing mtrat*gi*u *f *hemi*ml *nterprises; S) mnalysis of straiegic marketing
acfrvrtres of chernlcal *nt*rpriu*$ ffi$ ffi key *uppiier" rf *hsrnical producis fo;

f . 
vHPrilvi er ,*, r ilusr

agi'icultural produrerm; S) iriur:ti{iq:nti*n *f griidmlinex fnr imprnving strateglc
rndrlfetr,ng manas*m*nt el* a f**1*r fnr high*r sales in th* m**tor. ,' i i;l

_,, _ ltl- rnethodm!*gy of tit* r*s*rlr*h me*ts the s*t tunk* and in*lud*u; u,y,&idrf*',

ffllllt sil3alronal *nalysi*, il*rnp&rstive analy*is, dlagn*stic anatysis, etc.;,'n**
iff 

;,;reyarcn 
is diutinguiun*fl *.v * skilifui uppll*atinn nf statisticat nreth#s iitt

cnt}n*nti*n vuitlr m lvm{i-gr*und** nurvmy and wor}q with rmtevant documentetionl, r : ,: i
ri

l

,,, s w{sutm*lnm{[mrl mmd pr*wmntmt]*m *f thw mfutm$med re$ult$

, ,.' 
I"fi* disss{-tmtiun is pr***n{*d in 158 p&g*$, in whi*h ther* arc eight main

seciions.

; rf he pr*s*nted dis$*datinn shrws the eN*elient thenretrcal preparaiion of the
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h, the ability to selecf and
e use of statistical too$*;, ,rorm *#lli#
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cal sequence: 
'1"1

mnd n'l*thcdx f*1" hu$il\e$$
mml f*r *trat*gic busine*sl

l

and external, as a eriticai

; strategy

;nin*u* plmn in the sal*s

lE
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ctohtoral ,student in the fi*id *{ th* roneJuct*d re*e&roh,
app{y t{d r*levant m*lh*cix fnr s*i*ntifiu res*ar*h *nd the u
.l iili : r*,{lresurts ar* pr*$*ni** ii'} nn epproprieto tebutar f*lii '. 1;i' ,'
ri "', 4;i ffiimmuxmimut wf rffi${,.i*t* mmd $.*f*r*ffiffi#s
i The prght seoti*rus *f rh* *i*s*rtation f*llow th* lugi*ml

rl. -, ^t,, t" rJ$arrfrcation uf thu. flxnj* principl**, apprCImchmu mr
p{anning; tbusiness ni*d*l *naiyris &$ fffi *gsential tmml
ptranning rtnd appli*ci hu*ins*s rrrategies snd tactlrs"

fl'mttmr in the pr*fle$$ *f ej*v*i*pirup * su*eessful husinsxs xt
i, *. *Jmriti*nti*n mf th* n*t;rrm nnd r*le o{ the hunir

TlanfiUen"lent nf ilre ent*r'prise.,irl! 
;ri;l I



4. Developin*n{ *f x mar[mtiuig plan - g*al uetting in the management *f'
rnariceting activrties, anatysrs o; the marketing envirorrrnent; market segmentation' Y 

n'linn 
' ---.'s -'

and prudf:ct positioning , ,

5 :Qevelopnr*nt mt n pr**uctl*n pian xnd d*t*rrninmtinn nf its rnle in the sal$*Si1,: -;l;tiIll
Irlanafif$rent nf lh* *ntmrprim*, **t*hlishing & *onnosti*n h*tween rnarketing ES,#i

Pr*duu$un pinr:ning, il" ii$f;
. 1,. r ' .i:,:..

fi,.;&nmfysir of ths i"r:lc *{ finan*e in the ent*rprio*'w sales nTarkefirfp
-: '.1

m&nfiS*rrient - cash flmlv rnnn;*g*nr*nt, meth*dm mnd wppruseh** f*r *ptimixatip*ltr:
,1.. ,. .

and s*ltisvinE finmnciml st*bility in mml*r rxfififrSsment, etc. : :; '

7. ilenvin6 the n:*in api";r,*mrh*r f*r deveinping su*cessful policies in the
d*uel*pn:*nt *f a sperifir marlt*ling mix to achiev* high [*veis nf sa]ms.

S A nnlt,*ie n4 4Lr^ ;*,.L'*..,,,*",.*;** ^6 ^l-*r^-l- *s, F,'n#rysrs cf {hm irnpl*nr*nt*ti*n cf strat*61* nlffirket$rx$ astivlti*s ifi shsmica}
*nterprixes mec*rcling t* *n ntialpt** rx*thrdulnsy fmr the analysis and evaluation of
the mark*lin6 m*tiviti*$ nt rh*mical *nt*rprism* and conclusions regarding

rnfi ['k*tiilS rilailfi Ssr**nt l1r ,1
$p*nial rncntlun sh*uki b* nrad* nf the m*rits *t tlr* applied statistical ntppetl

thrnurgh 'whi*h it in *h*rkrrj r,vh*th*r th*rs ls s reiwtion*hip netweerfi*tl"rf
inrpl*menited strmtspi* nrarkmtir:g mrtlvrti*n and th* lev*i *f sales *ornpetitiv*fi*iti
p*sessed'valth th* lndi**tnrs *f m*rkct share, pr*fiiability *f asnets and return hlt
sales.

Th* $int mf i;msd litmrery s#ur**$ inriudes I$ tifl*m. 
u t 

i

S. #*rttr"frhutlmms mf tlr* Phi) thmsis
l"rnnnn* *tr-.ni iirjilepl lne *nntribilti*n$ inrm*lated in th* ah*trs*{ a* ailth*ntlc and personal

work of the authtr, ailow,ng rnys,r{f to reformulate ihem and supplement as follows:

, I S*l*ntlfi* *mrttrihffit$mmm , r; i

1 I-inri{ir'ry'tirrr. r.;{'orilru$il$fi *f ih* *$$iljr'tt* *f strategin business pianning a$ an rbjh#l&{'1
strategic lryranager"n*nt r:f th* rh*nriral ent*r;:rism and bringing nut tir* ffi$ffi*'
approacirqfs {nr riewelmpin[J $i.]c*n$$fut poiicies in the dsv*lopment of a spud$fiff
marketing;tmix to aclrieve higlr lrvels nf sales. L i

fr A$plicatinn mrimtysis nnri ad*ptati*n *f * **nceptual frarnework for huildih{$
& $uss*$$ful husin*xm rlrmt*gy fmr hettcr saies *f rhen'lieals for farmers' needs, d

**fi**ptux} {rmrnewtrk fnr c}*u*l*prnE n marketing, pr*ductirn and financial plan of
n uhmmi*al enterprire *ne.i m **ilfl*flitual framewnrk for *ve]uetin$ th* effectiveness
mf nrxrlcmting mtrmteEies *f uh*rnl*ml mnterprin**,
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', , S*$mmtlf{* mrte$ mpp$i** c*sx$rihl&tlmns
-'l

; 3. Adaptatton and *ppiic:ett,:n *f * msthnd*lc#y f*r r*s*fir*hing th* influenn*
df'mtrx{*gifl rnffirk*tirig x*tiviii*r *n th* *unrBetiiiw*fi#$$ of sales in enterprises iror:r

tfie uirprlical industry r*ct*r" mn'$ appii*trtl*n of a *tati*timl modsl to veri8-j tf'#
nelatisnship betw*mn the impl*r:rented rtraiegic nrark*tin6 x*tivitiss and the teilgt:dU

ecrnpetitiveness nf s*i*p, nsxe*r*d with market in*icmtmrs $hsre, return on *set*l
1 ,. i:

dnd tretfurn 0n $ales. I

i 4, fimrrying *ut nn anaiymr* *f ths strat*gl* rxmrketin6 activities ef sh*ffii;ei'
*ntmrpri**$ tr$ & k*y *uppli*r"*i *h*nii*al prnductr tr agri*uitural prnducers,

$. ilcriving mmln r*sulfs xi:*u{ marketing strategi*m ior managing the sales *f
*h*rni*m! pr*pmnatlnnx fnr th* nmedp *f fxrmerx *nd directlnns f*r improving
*tr*tegi* mark*ting mffine$enlent *s n fm*t*r f*r Frigh*r sales in the seet*r"

7" Fr*hiishmd mrt**!mm mr:q$ *[tmtlmns
Th* pr*mented list r:l f,:ur pilhilcmtinns in tf"r* mt:xtrmnt ssvsr$ the nuient*metric

incii**t*rs fCIr th* **quisiti*r *f ih* FhD elegr*e"

Tn* pr*rented m[:rtrnci rmt]*cts the structure and the c*nt*nt

ffi,. ffir$t$rml rmrwmrks ;xmd qm*sti*r'rs
i'*f{sr the f*ll*uuin6; n*tex n{ *n *dvisory nfftur*, incl. for futulre resqqrch:

:ieving & m*rs **rr**t citxti,:n *{ th* u*ed iit*rs}y $fillrc&s, increasins the ldfbf Ot
rir relsvmn*m, grmxt*r nlmrity *r*unci the nr.trv*y turls us*d {with appendices pt tfh
$*rterisn u,r*i"ki mn* xilmpin6 er:ei highiightinE th* fnrmulat*d r&*orfim*ndations;[,

,ffitaring in mind ihm indisput*bls mcrits *f th* di*sertuiion, hoth theoretiedify
3'pra*ti*miiy, i r*cmn:nl*nci th* mi;tlror tn think mbout more publicatlons'iri
entifi* puhiirati*rrm, pmrtir:ipati*n in scientific and sprcialiaed frrurns, as weli as
th* *restiun *f m t*xth*nk in ti:* fi*ld *f tho stildisd i*suen.
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d{xm*rtatixn., ,ii
,l''ilii ffiffi,ru#L{Jffi$ffiF4: l: .r: i

ffinpmd *n th* di{f*r*nt r*s*mr*h nreth*ds learn*d mnd appli*d by th* d*ntormi
stl"Jdent ths c*rr**tly p*r{*rru** *xp*riments, th* nun"lmxries mnd *onclllsiong
ffi&ele, { b*li*ve thml th* preserll*d elissertatirn me*ts the req1;ir*rnsntu of Law for
developftlent *fl th* m*a*mn:i* rtaff [r"r th* ffi*puhli* uf Butgaria and the Kulss *f th*
Agri*uiturmi {-intv*r*ity fmr its appli**tion, which giv*n ms }i*B$sn t* evaluat* it
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i tmke the liherty of prnp*xini"1 t* thm *rteemed $*i*ntifi* J*ry that it also v*t* in favmr,
:

einc3imwmr* WLffiffi& l-lfiWefq{ i"{eJruL,$ru} the *du*ationm$ and s*i*ntiti* degree ., i

."SS*.'*mr:" in the *r:i*ntifi* sp*ci*lty "*rganixation arrd Management of Produetiom
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