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I. O0ma xapakTepuCTHKA HA HAYYHUTE TPY/I10Be

Hayunure TpynoBe 3a ydacTHMEe B KOHKypca Ha Iul.ac. A-p MHXK. Enena 3maranoBa-IIbxeBa
clle[l 3aeMaHe Ha akKaJeMH4YHaTa [UIBXKHOCT ,I[JIABEH AacHUCTeHT™ ca mpeacTtaBeHn B 1
moHorpaduuen Tpyn (lloxazamen B3), 1 nyOiukyBaHa KHUTa Ha Oa3aTa Ha 3alllUTCH
aucepranuoneH Tpyna 3a npuaoduBane vHa OHC ,noktop™ ([Toxkasamen I'6), 1 camoctositenHa
cratusi, nyOJIMKyBaHa B HAy4YyHO M3JIaHHE, peepupaHO U HHACKCHPAHO B CBETOBHOM3BECTHA
0asu nanHu ¢ HayuHa unpopmarys ([lokazamen I'7), 11 caMocToSITEIHA CTaTUH, yOINKYyBaHH
B Hepedepupanu criucanust ¢ Hayuna peuensus ([loxazamen I'S).

Benuknu IMPEACTAaBEHU TPYAOBE HE Ca YUAaCTBAJIU B IIPCAUIITHU TPOLCAYPH.

I1.  O0mo onucanue HA HAYYHHUTe TPYAOBe MO I'PYNHU NoKa3aTean, cbriaacHo 3PACPB u
ITYP3AA TY-Codusn

Iloxa3ares B3
XaouauranuoHned Tpya - Monorpagus

Touku

1. 3naranoBa-IIvxeBa, E., IlokoseHYeckM MapKETHUHT B
TUTHTaNHaTa epa, u3l. ,,Uurenexcrepr-94“ OO/, [lnosaus, 2024, 100
ISBN: 978-619-7220-95-7

IMoka3zarea I'6
IIy0imkyBaHa KHUTra Ha 0a3ara Ha 3alllUTEH JUCEPTALMOHEH TPY/ 32 NPUChKIAHE HA
OHC ,,nokTOp*

Touxku

1. 3nmaranoBa-IImxeBa, E., XpanutenHo TmoBejeHHWE Ha Jeua U
TUHHEeNKbpH, u3a. M utenexcnepr-94“ OO/, Ilnosmus, 2023, ISBN: 30
978-619-7220-94-0

Ilokaszaren I'7
CnuchbK HA CTATHH U OKJIAIH, NYOJMKYBAHN B HAYYHH M31aHHs, pe)epUPAHU H
HH/IEKCMPAHU B CBETOBHOM3BECTHHU 0a3M JaHHHU ¢ HAyYHA HHPOpPMALHSA

Crarus ABTOp HNupexcupano B Touxkn
0a3a 1aHHU
1. The application of game and Elena Scopus 40

psychological techniques when | Zlatanova-
surveying children’s opinion | Pazheva
IOP Conf. Ser.: Mater. Sci.
Eng. 618 (2019) 012077,
d0i:10.1088/1757-
899X/618/1/012077

IMoxka3zaren I'S
Cnncbk HA HAYYHM NYOJIMKAUMU B HepedepupaHHu CIMCAHUS C HAYYHO pelleH3HPaHe
WM B PeJaKTHPAHU KOJEKTHBHU TPY/I10Be
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Crarus

ABTOP

Touku

1. The digital generations Z and Alpha in Bulgaria, The
International Journal of Engineering and Science (IJES),
Volume 13, Issue 6, Pages PP 136-141, ISSN (e): 2319 —
1813 ISSN (p): 2319 — 1805, 2024

https://www.theijes.com/papers/vol13-
issue6/1306136141.pdf

Elena Zlatanova-
Pazheva

20

2. Generational Marketing: The Different Generations in
Bulgaria, International Multilingual Journal of Science
and Technology (IMJST), ISSN: 2528-9810, Vol. 9 Issue
6, June - 2024

https://www.imjst.org/wp-
content/uploads/2024/07/IMJSTP29121035.pdf

Elena Zlatanova-
Pazheva

20

3. Consumer behavior of children, The International
Journal of Engineering and Science (IJES), Volume 13,
Issue 4, Pages PP 34-38, ISSN (e): 2319 — 1813 ISSN (p):
2319 — 1805, 2024

https://www.theijes.com/papers/vol13-
issue4/13043438.pdf

Elena Zlatanova-
Pazheva

20

4. Being a consumer — one of the roles in a person's life,
KNOWLEDGE - International Journal, VVol.64.1, pp. 89-
93, 2024

https://ikm.mk/ojs/index.php/kij/article/view/6783/6564

FElena Zlatanova-
Pazheva

20

5. Consumer technologization - factor in the modern
learning of consumer  behavior by children,
KNOWLEDGE - International Journal, Vol.64.1, pp. 111-
116, 2024

https://ikm.mk/ojs/index.php/kij/article/view/6787/6568

Elena Zlatanova-
Pazheva

20

6. The importance of generational marketing in market
segmentation, International Journal of Business and
Management Invention (IJBMI), Volume 13, Issue 4, PP:
01-06, ISSN (Online): 2319 — 8028, ISSN (Print): 2319 —
801X, April, 2024

https://www.ijbmi.org/papers/\VVol(13)4/13040106.pdf

Elena Zlatanova-
Pazheva

20

7. Technology of augmented reality - the weapon of
mobile marketing to reach generation Z, KNOWLEDGE -
International Journal, Vol.62.1, pp. 27-31, 2024

Elena Zlatanova-
Pazheva

20
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https://ikm.mk/ojs/index.php/kij/article/view/6555/6362

8. Model of consumer behavior when applying Al at every | Elena Zlatanova- 20
point of consumer contact, International Journal of Pazheva
Engineering Technologies and Management Research,
11(3), 35-46, March 2024

https://www.granthaalayahpublication.org/ijetmr-
ojms/ijetmr/article/view/1433/1168

9. Use Of Al-Based Chatbot In Online Marketing | Elena Zlatanova- 20
Research Of Consumer Behavior Through A Pazheva
Questionnaire, [1OSR Journal of Business and
Management (IOSR-JBM), Volume 26, Issue 6. Ser. 5
(June. 2024), PP 71-77, e-ISSN:2278-487X, p-ISSN:
2319-7668, 2024

https://iosrjournals.org/iosr-jbm/papers/\VVol26-
issue6/Ser-5/1.2606057177.pdf

10. Tools for online consumer behaviour research as part | Elena Zlatanova- 20
of the data-based marketing, International Multilingual Pazheva
Journal of Science and Technology (IMJST), Vol. 9 Issue
3, ISSN: 2528-9810, March — 2024

https://www.imjst.org/wp-
content/uploads/2024/03/IMJSTP29121003.pdf

11. [lerero nmoTpeOuTeN KaTo aKTUBEH Na3apeH yyacTHHK, | Elena Zlatanova- 20
KNOWLEDGE - International Journal, VVol.30.1, pp. 213- Pazheva
217, I1SSN 1857-923X (for e-version), ISSN 2545 — 4439
(for printed version), March 2019

https://ikm.mk/ojs/index.php/kij/article/view/2342/2340

I1l.  Pe3lomera Ha Tpy10BeTe, NPeACTABEHU MO I'PYNH NMOKA3aTEJH

Xa0uauranuoHneH Tpya - Monorpadgus
1.3naranoBa-IIexeBa, E., TlokoneHueckn MapKeTHHT B JUTHTAIHATA e€pa, W3/
LAHTenekcnepr-94“ OO/, Ilnosaus, 2024, ISBN: 978-619-7220-95-7

Pe3rome. B sanporo Ha mpobieMaTHKaTra Ha ITOKOJIEHYECKMS MAapKeTHHI € Qurypara Ha
noTpeOuTeNsl Karo 4acT M ChCTaBHA €IUHMIIA OT JAJCHO IMOKoyieHHe. M3xoxmailku OoT ToBa

U3Cle/IBaHUATa B MOHOrpaduara ca KOHLIEHTPUPAHU BbPXYy IMPOyUYBAHE HA Pa3IMYHUTE
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MOKOJICHUS, KOUTO ChKUTeJICTBAT B bbirapust kbM 2024 roguHa U ChCTaBIABAT HACENIEHUETO HA
CTpaHara.

W3Bexpaiiky KOHIEMUHMATA 32 IOKOJIEHYECKHST MAapKETHUHI OT Jpyra OCHOBOIIoJaraia
KOHIICTIIUS B Ta3W OOJIACT — CETMEHTHPAHETO, Ca HW3CIEABAHU IJIABHUTEC B3aWMOCBBP3aHH
(dakropu, UMalllM 3HaYeHHE 3a HEMHOTO mpuiaraHe. B Ta3u Bpb3Ka akleHT B I'bpBa IVIaBa €
MIOCTaBEH BbPXY XapaKTEPU3UPAHETO HA BCSIKO MOKOJIEHHE OT IVIeJJHA TOYKA HAa Hal-3HAYMMHTE
HUCTOPUYECKU CHOUTHS, HA KOUTO BCSAKO OT TAX cTaBa cBujeren. Ha BTOpo MsCTO € 3acerHar
BBIPOCHT C BIMUSHHUETO HA MEIUATA, MPEAOCTABEHO OT KMHOTO W My3ukarta. Ha 0a3za kparbk
UCTOPUYECKH IMIperiie]] Ha HaW-MomynsapHUTEe (UIMH, CEpUaTd U My3HKa Ipe3 TOJUHUTE B
nepuona 1960-2020, e npeyiokeH apXeTHI, KOUTO € 3HAYUM U 3HAKOB 3a BCSIKO IOKOJIEHUE. 3a
MO-HATATBITHUS aHANK3 ca Ae()UHUPAHU MMOKOJICHUATA, KOUTO ca C Hal-AUTUTAIHA MPUPOJIA KATo
€ OTYeTeHa COoIMajHaTa poJisi, KOATO HM3MBIHSBAT B oOmecTtBoto. [IpomsTtuyamiara oT ToBa
cnenuduka e 0Tpa3eHa B Ipoiieca Ha u3cieiBane B MoHorpadusra.

KirouoBuAT BBIpPOC 3a MpHJaraHe Ha IOKOJICHYECKHs MapKeTHHI € IIOBEIEHUETO Ha
norpedurtens. M3Xoxmallki OT TOBa BTOpa M TPETa IIaBa OT MOHOTpadusaTa ce KOHIICHTPHPAT
BbPXY [BE€ H3CIEAOBATEJCKU 33Ja4d — BB3MOXKHOCTUTE 3a IPOyYBaHE Ha IMOTPEOUTEICKOTO
MOBE/ICHUE U [JIaBHUTE ChUTHOCTHU XapaKTEPUCTUKHU Ha MOTPEOUTEICKOTO OBEICHUE, HYKHH 32
HEroBOTO OIMO3HABaHE U pa3dupaHe.

3a ma ce pa3paloTiT edeKTUBHU MAPKETUHTOBU CTpPATETMH, KOUTO Jla JOCTHTHAT MO Haii-
no0pHsl HAYMH JI0 1eJIeBaTa Ipyna OT NOTPEOUTENH, OT ChILIECTBEHO 3HAUEHUE € MTOBEIEHUETO Ha
norpeburens na 6wpae nmpoydeHo. [lo Ta3u mpuyrHa HAa MBPBO MACTO € IeNechoOpa3Ho Ja ce
M3CcIe/IBaT Bh3MOKHOCTUTE 32 MPOyUYBaHe Ha MOTPEOUTEICKOTO oBeeHue. M3x0Kaaiku oT ToBa
BBB BTOpA IJIaBa € pasriiefaHa €aHa OT 0a30BUTE KOHIIEIIIUM 3a MAPKETUHTa — MAPKETUHTOBUTE
npoy4BaHusi. B KOHTEKCTa Ha TUTHUTAIHATa €pa, B KOSTO >KUBEEM M MPOU3THYAIIUTE OT TOBA
BB3MOXKHOCTH, Ca pa3lNieJlaHi OHJIAaifH KaHaJWTe 3a MoJlyuyaBaHEe Ha HH(OpPMaLHs, KaKTO U
WHCTpYMEHTapUyMa 3a ChOMpaHe Ha OHJIaH HH(pOpMAaITHs.

B Ttpera maBa ce pasmiexxiga NOTPEOUTEICKOTO IMOBEACHHE C TIIIABHUTE MY CHIIHOCTHH
XapaKTepucTUKU. ToBa e mpedyneHo mpe3 npu3Mara Ha nmokoyienust Z u Anda, neuHIpann Kato
Hali-TUTUTAIHU U TEXHOJIOTUYHO OpUEHTUpaHU U KbM 2024 roaumHa, HaMUpally ce B JETCKa U

THfIHCIZI[)K’prK& BBb3PacT. IIo Tasmu INpUYrHa Pas3nICKIAHCTO Ha HOTpC6I/ITeJ'ICKOTO IMOBCACHUC
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OTYMTa Ta3W cnenuduka U € ¢ HACOUYCHOCT KBbM MOTPEOUTENICKO MoBeneHue Ha nera. Omre
MoBeYe, Y€ BCSIKO CIIE/IBAIIO TTOKOJICHHUE OT TYK HATaThK ChHINO IIe OB/ AUTUTAITHO OPUEHTUPAHO.

JIeTCKOTO TOTPEOUTENCKO TMOBeACHNE ce (opMUpa MOJ BIHMSHHE HAa pa3nudHu (HaKTOpu U
MPEeMHUHABA MPE3 Pa3IMYHK €Talld, MPe3 KOUTO JETETO YCBOsIBA, CIEABA M MPOMEHS MOJACIH Ha
norpebiieHue. M3cnenBaHeTo v aHaIM3UPAHETO HA TE€3U aCHEKTH IIe TIOMOTHE Ha MapKETOJIO3UTE
Jla OTMO3HAAT MO-A00pe JETETO MOTPEOUTEN Ollle B Mpolleca Ha HErOBOTO M3rpaxkaane. Ha taszu
0a3a 1e Morar Jia ce Ch3/JaBar Mo-e(PeKTUBHU MAPKETUHTOBH TOCTaHUS.

B mporieca Ha moTpeduTeNcKa CONMANM3ANU JelaTa YCBOSBAT MOJAETU Ha MOTPEOUTEICKO
MOBEJICHHE M CE MHTErpUpar B oOmecTBOTO. ToBa ce HM3BBPINBA I0J] BIMSHUE HA Pa3IMYHU
COIMAJIM3MPAIIY areHTH, KOMTO MOorar Ja ce Kiacupuuupar B TpH TPYIU -KOTHHUTHUBHH,
conuanHu U nma3apau akropu. KeM TsX ciieiBa 1a ce J00aBAT ¥ TEXHOJIOTHYHUTE (PaKTOPH KaTo
TEXHOJIOTH3UPAI] areHT, BIHSCI] IPH HAy4aBaHETO HA IMOTPEOUTEIICKOTO TOBEJCHHUE OT Jierara.
Kato TexHoIOTM3MpaIy areHTy ca u3BeJeHH VIHTepHET U TEXHOJIOTUUTE OT HOBO TOKOJICHHUE C
aKICHT BBPXY JIBE KOHIICIIIMU, KOMTO CYMTaM, Y€ ca CpeJ Hal-NepCleKTUBHUTE B ObJelara
MapKeTHHIOBAa MTPAKTHKA — TEXHOJIOTHS Ha I00aBeHaTa peaHoCcT U MeTaBcelneHa.

[Ipwiaranero B MapKeTHHIoBaTa IPAKTHKA HAa TEXHOJIOTMHTE OT HOBO ITOKOJICHHE Ce
WIFOCTPUPA MOCPEACTBOM MOJIEN, OOCTUHSBAI] TEXHUTE BB3MOXKHOCTH 3a B3aMMOJICHCTBUE C
MOTpeOUTENsT B Mpolleca Ha B3€MaHE Ha pPElIeHHE 3a MOKYIKA, M ¢ HACOYEHOCT KbM MIIQJIUTE

MoKoJIeHUs Kato Z u Anda.

IMyonukyBaHa KHUTAa HA 0a3aTa HA 3alUTEH JUCEPTAIMOHEH TPY 32 NPUCHKIAHE HA
OHC ,,nokTOp*
1.3naranoBa-IIexeBa, E., XpanutenHo moBeieHHe Ha Jela W TUMHEHIKBPH, H3.
LAHTenekcnept-94“ OO/, ITnosaus, 2023, ISBN: 978-619-7220-94-0

Pe3rome. [1yOnukyBaHaTa KHUTA ,, X pAaHUTEITHO MOBEICHNE HA JIella U THHHEHDKbpU ™ € Oa3upaHa
Ha JUCEPTAllMOHEH TPy Ha aBTOpa 3a MPHUCHXKAaHEe Ha oOpa3oBaTeNlHa M HAay4YHa CTEIEH
,,JJOKTOp* B Hay4Ha oOiact 3. CornuaaHu ¥ CTOMMAHCKU HAayKH, TPO(ECHOHATHO HAapaBIeHHe 3.8.
HkoHnomuKka, Hay9Ha CIIEIUATHOCT VIKOHOMUKA U YIIpaBJICHHUE.

Hayden pbkoBoguTeNn Ha HW3CIEAOBaTENs MO BpeMe Ha JOKTOpaHTypara U paboTara mo
paspaborkara e npod. n-p Mopaan I'eoprues Mopmanos. Peuensentn ca npod. I.uK.H. AceH

NBanoB Konapes u gou. n1-p Atanacka Muxaiinosa Tenesa.
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Hucepranusita € 3ammMTeHa ycnemHo Ha 7 naekemBpu 2016 r. mpen HaydHO KypH C
npezacenaren aoi. a-p Aranacka MuxaitioBa TeHeBa u uineHoBe mpod. A.UK.H. AceH VBaHOB
Kownapes, npod. 1-p Mopman ['eoprues Mopnanos, npod. a-p Hemu Aunpeesa benuesa u jo1r. -
p Tonu borpanosa Muxosa.

Kuurarta e paspaborena B Tpu riaBu. B mbpBara ca nucKyTUpaHu 0a30BH MOHATUS NPU
omnpezensHe Ha (aKTOpW, OKa3Ballll BIMSHHE Ha MOTPEOUTENICKOTO MOBEACHHE Ha Jena u
TUWHEWJDKBPU 110 OTHOILICHHE HAa XpaHU. BBB BTOpa IaBa € IpeACcTaBeHa METOAUKAa Ha
M3Cclie/IBaHEe Ha MOTPEOUTEIICKOTO TIOBEICHUE Ha JIella M THIHEUHKBPHU. TpeTa riiaBa € mocBeTeHa
Ha aHaJIU3 W MHTEpPIpETalrs Ha IOJyYEHU pe3yJTaTH OT IPOBEJCHO EMIMPUYHO OHJIAWH
W3CIIE/IBAHE.

B ocHoBara Ha mMpOBEACHOTO H3CJIECBAHE B KHUTaTa CTOM BBIPOCHT C XPAHUTEITHUTE
MPEAMOYUTAHUS U HABUIM HA OBJITAPCKHUTE Jela U TUHHEHKBPH, KOUTO € 0COOCHO aKTyalleH,
T KaTo IMpe3 IMOCJIEeIHUTE TOJAMHM MO JaHHM Ha CBeToBHaTa 3JpaBHA OpraHU3ALMS
OBATapCcKUTE Jela ca KJIACUpaHU Cpell IbPBHUTE MECTa MO CTENeH Ha 3aTIbCTsUIoCT B EBpoma.
To3u QakT w3uCKBa NpeanpueMaHe Ha CEPUO3HM MEPKH 3a W3yYaBaHE Ha XPAHUTEIHOTO
MOBE/ICHHE HA JIellaTa ¥ THHHEHDKBPHUTE U Ha PaKTOPUTE, KOUTO UM OKa3BaT BIUSHUE.

B cBeroBen wMmamal ce mpoBexaaT HU3CIEABaHHUS, B KOHTO Jellara ydacTBaT Karo
PECTIOHJICHTH U JaHHWUTE 32 TEXHUTE MHEHHs U HArjacu ce chbOupar TUPEKTHO OT TAX. ToBa ce
OTHAcs ¢ 0COOCHa cHJia 3a U3CJeIBaHus, CBbP3aHu C TPOYyYBaHE HA TOTPEOUTEIICKOTO MOBEICHNE
Ha Jiella KbM XpaHHU Ype3 WHTEPAUCIUIUIMHAPEH MOoaX0/1. Bbipeku ToBa npu3HaBaHe 3a MPaBOTO
Ha JleraTa Ha riac, KOWTo TpsoBa Aa Obae uyT U (OKYyCHpaHETO BBPXY TIX Jia € KaTo Ha Xopa ¢
paBHHU TpaBa, B bbirapus uzcineaBaHusaTa ¢ UEHTHP AETCKOTO MHEHHE, Ca OCKBIHU. Y CUIIMATA HA
YYEHUTE ca IEHTPUPAHU BHPXY H3ydaBaHE HA MOTPEOUTEICKOTO MOBEACHHUE OT MApKETHHTOBA
IJIelHa TOYKa C IIeJ1 pa3KpuBaHE HAa MOTHUBUTE Ha MOTPEOUTENTUTE 3a TMOKYNKa U OTTaM
oboratsiBaHe Ha MAPKETUHTOBHUTE MPAKTHKH.

Pesyntatutre oT um3cnenaBaHe Ha TOTPEOUTENICKOTO TMOBEAEHUE Ha OBITApCKUTE Jela U
TUHHEWDKBPU UMAT 3HAYUMOCT B TIPAKTUKO-TIPHIIOKEH U HAYUYHO-U3CIIEOBATEIICKH aCTIEKT.

[IpakTUKO-TIPUIIOKHUSAT aCHEKT € CBBP3aH ChC CICAHUTE XapaKTEePUCTHKW Ha Jerara-
MOTPEOUTENH: eraTa ca MpU3HATH IbPBO 32 BaXKEH Ma3ap OT MOTPeOUTENH, KOUTO U3Pa3X0o/IBaT
CBOHTE COOCTBEHH Tapy 3a CBOUTE COOCTBEHHU >KETaHUS M HYXIH, BTOPO 32 BB3/eHCTBAIl ma3ap,

Haco4YBalll MapuTe HA CBOUTE POJUTENHM 3a COOCTBEHa oOyiara, W TPETO 3a OBJCIl Ma3zap Ha
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BCUYKHU CTOKH M YCIYTH, KOWTO aKo ce KyJITHBHpa Cera 1ie NpeJocTaBu CTabuIIeH MOTOK OT HOBU
nmoTpeouTey.

IIpe3 nocneaHuTe AeceTHIETUSI AETCKUAT U TUMHEHDKBPCKU IMa3ap € CTaHaJl 3HAYMTEJIEH,
Thl KaTO MJIQJUTE XOpa MMAaT MO-TOJSM pPas3lojaraéM J0XOJ OT MNPEAUIIHUTE MOKOJIECHUS.
[Topanu dakra, ye nmokynaTenHaTa Cujia Ha MJIaJIUTE XOpa MPOIbJKaBa Jla pacTe, MapKeTOI03H,
MPOM3BOJIUTEIM M PEKJIAMOJATENId, Ca 3HAYMTEIHO 3aWHTEPECOBAaHM B H3paOOTBAHETO Ha
e(eKTUBHHU METOJIH, KOWTO JIa JOCTUTHAT J0 Mla3apa Ha MIIaJIUTE XOpa.

CraTnu v 10K, NYOJMKYBAHU B HAYYHU U31aHUsA, pepepupaHu U MHIEKCUPAHU B
CBETOBHOM3BECTHHU 0a3U JaHHU ¢ HAYYHA HH(OPMaALU

Crarus ABTOp HNuaexkcupano B
0a3a 1aHHHU
1. The application of game and Elena Zlatanova- Scopus
psychological techniques when surveying Pazheva
children’s opinion IOP Conf. Ser.: Mater.
Sci.  Eng. 618 (2019) 012077,
doi:10.1088/1757-899X/618/1/012077

Pe3ztome. CtaTusiTa pasriexia UrpoBUs MOJX0/1 KaTo METOA, KOMTO MOke Ja ObJie puiiarad npu
IIPOBEXKIAHE HA U3CIIEABAHNS HA MHEHUETO Ha JIe1a, U3II0JI3Ballki Bb3MOKHOCTUTE Ha VIHTEpHeT
no 3abaBeH HaunH. [IMCKyTHpaHU ca OTAEIHUTE pa3Jenu Ha ye0-0a3upaHo NMPUIOKEHHE B
KOHTEKCTa Ha pa3IMYHUTE BB3MOKHOCTH 3a BH3yallHa CTHUMYyJallus, KOWTO MoraT Ja ce
IpUIIOXKAT MpH pazpaboTBaHeTo My. Pasrienana e ncuxosorusita Ha IBETOBETE OT IJle/lHA TOUKA
Ha OpraHu3MpaHe Ha KIMEHTCKUs M3IJIe] NpU pa3paboTBaHe Ha yeO-0azupaHO NPUIIOKEHHE,

YUECTO IMpHJIaraHe MOXeE Ja IMOCIIYKH 3a HO)IO6p5[BaHe IMMPOBCIKAAHCTO HA OHJIAMiH n3CcjacaBaHusd.

Hay4ynn ny0aukanum B HepedeprpaHu CIMCAHUS ¢ HAYYHO PEeHeH3HPaHe WU B
PCAAKTHPAHHU KOJCKTUBHHU TPYAOBE
Crarus ABTOp
1. The digital generations Z and Alpha in Bulgaria, The Elena Zlatanova-Pazheva
International Journal of Engineering and Science (IJES),
Volume 13, Issue 6, Pages PP 136-141, ISSN (e): 2319 —
1813 ISSN (p): 2319 — 1805, 2024

https://www.theijes.com/papers/vol13-
issue6/1306136141.pdf
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Peztomema na nayunume mpyoose—Enena 3namanoea-Ilvorcesa

Pe3rome. Temata 3a IOKOJIEHUATA € BaKHA OT MAPKETUHIOBA TJIEIHA TOYKA, 3a1I[0TO BCEKH YOBEK
MIPUHAJUIE)KA KbM OIpeAeNieHO MokojieHue. [IpeacraBureny Ha €IHO MOKOJIEHUE Ca CBUAETENN
Ha OOIIM UCTOPUYECKU CHOWTHS, MIOBIUSHU Ca OT €HHU U CHIIH TCHICHIIMN B MOJaTa, KHHOTO U
My3uKaTta. Bcuuko ToBa MM OKa3Ba BIMsHUE. 103U BBIIPOC BUHATH TPsOBa Ja Ce pa3riexKa B
KOHTEKCTa Ha KOHKpEeTHa abpkaBa. ToBa mpou3tuua oT ¢akra, 4ye B pa3jIMUYHUTE CTPaHU
MPOTHYAT PA3JIMYHU MOJIUTUYECKH U UKOHOMUYECKH MPOLIECH, HAUUHBT HA )KUBOT U CTAHJIAPTHT
Ha JKMBOT ChINO ca pasnuuau. OT Apyra crpaHa, BCSAKAa Jbp)KaBa MMa CBOM CIEIU(UKHA TIO
OTHOIIICHHUE Ha TPAJUIIUU, OUT U KyITypa, KOUTO CHIIO MMAT MpsKa BPb3Ka ¢ (popMupaHeTo Ha
JUYHOCTTa Ha motpedurens. CTaTusrta onucBa HAKPaTKO AUTUTANIHUTE TOKoJeHus Z u Anda B
KOHTeKcTa Ha bwarapus. XapaktepusupaHero Ha nokosneHue Z B bbiarapus e HampaBeHO MO
OTHOIIIEHWE HAa KOHCYMHpPAaHE Ha OHJIAWH ChIbPKAHWE W M3II0JI3BAaHE HA COLIMAIIHA MPEXH OT
HeroBure npejacraButenn. [lopaau orpannyeHara 6a3a ot W3CJIeIBaHUs, IPOBECHU B bhirapus
¢ Anda mokosieHne Kato 0OEKT Ha M3CJIEBAHE, ca MPEACTABEHU PE3YyJATaTUTE OT M3CIICBAHUS,
MPOBEJCHU B CBETOBEH Mamad, KOWUTO JaBaT HH(poOpManus 3a Mo-Io0po pa3dupaHe Ha

MMpEACTABUTCIIUTC HA TOBA Hall-MJ1aJ10 IIOKOJICHHE.

2. Generational Marketing: The Different Generations in Elena Zlatanova-
Bulgaria, International Multilingual Journal of Science and Pazheva
Technology (IMJST), ISSN: 2528-9810, Vol. 9 Issue 6, June -

2024

https://www.imjst.org/wp-
content/uploads/2024/07/IMJSTP29121035.pdf

Pe3ztome. VI3yyaBaneTo Ha MOTPEOUTENS], HETOBOTO MOBEACHUE M HABULIM € €/lHA OT Hal-BayKHUTE
3a/layd Ha MAapKeTUHIa. BCeKW 4OBEK € 4acT OT JaJeHO MOKOJIeHUE. BCsAKo MoKoIeHHe crioaens
o011 JKU3HEH MEPHUO/I, B KOMTO MpeKUBsBa 001N HCTOPUUECKH CHOUTHS U € MOBIUSHO OT €IHU U
ChILIM MOJHM TEHJEHIMH. B TO3M CMHUCHI, KOrato ce m3ydaBa IMOTPEOUTEICKOTO MOBEACHUE, €
BaXXHO J1a C€ MMa MpeABHU KbM KO€ MOKOJEHHE MPUHAIIECKH LEJIEBUAT NOTPeOUTEN U KaKBO €
XapaKkTepHO 3a TOBa MOKoJeHHe. To3M BhIPOC BUHArM TpsiOBa /1a ce pasriiex/ia B KOHTEKCTa Ha
JNaZieHa Jbp)KaBa, IMOPaaAM pPA3JIUYHUTE TIOJUTHYECKH M HMKOHOMHMYECKH MPOLECH, KOUTO
MpOTUYAT B HEs, KAKTO W pa3jMyHaTa KyJITypa, TPaJuLUu U 00UYau, KOMTO ca XapaKTepHH 3a

HECA. HCHTa Ha CTAaTHATA € Jd XapaKTCPU3npa pa3jIMYHUTC MMOKOJICHUA B KOHTCKCTA Ha B’LJ’IFapI/ISI.
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XapaKTepmeaHeTo Ha IIOKOJICHUATA € BAXHO 3a HO-HeTaﬁHHO U3CJIeABAHEC Ha HOTpe6I/ITeJ'I}I,
KOCTO € Hpe,I[HOCTaBKa 3a Cb34aBaHC Ha HO-C(beKTI/IBHI/I MapKCTI/IHFOBI/I CTpaTCFI/II/I.
3. Consumer behavior of children, The International Journal of Elena Zlatanova-

Engineering and Science (IJES), Volume 13, Issue 4, Pages PP Pazheva
34-38, ISSN (e): 2319 — 1813 ISSN (p): 2319 — 1805, 2024

https://www.theijes.com/papers/vol13-issue4/13043438.pdf

Pe3zrome. Tlpes 2024 1. mpenctaBUTeNUTe Ha TOKOJIeHME Asda M MajlKa 4acT OT TE3W Ha
nokosieHue Z QopmupaT cerMeHTa Ha Jiela. 3a MapKeTOJO3UTe € BaXHO Ja pasz0upar
MOTPEOUTENCKOTO TOBEIEHUE Ha Jelara M Kak ce GopMmMupa TO, 3a J1a Cb3AagaT aJeKBaTHU
MOJIXOAM 32 33/I0BOJISIBAHE HAa TeXHUTE MoTpeOHOcTH. CTaTHsTa pasriiexnia HIKOJIKO OCHOBHH
acreKTa, CBbpP3aHU C M3CJIE/IBAHETO Ha MOTPEOMTENCKOTO IMOBEACHHE Ha jaeuara. [IbpBusar ce
KOHIIEHTpUpa BBPXY BBIpoca Koe mokojeHue mpe3 2024 r. ¢opmupa cerMeHta Ha Jerara.
BropusT acniekT € CBbp3aH C eTaluTe Ha pa3BUTHE HA MOTPEOUTEIICKOTO MOBEICHUE Ha Jelara.
Ha tpero msicro e mpeacTaBeH MpOIECHT Ha B3eMaHE Ha pElICHUE 3a MOKyNKa. YeTBBPTUST

aCTIeKT, pasriieJ]laH B CTaTUATA, € CBBP3aH C (AKTOPHUTE, BIMSCIIA BBPXY MOTPEOUTEIICKOTO

IIOBCACHMUC.

4. Being a consumer — one of the roles in a person's life, Elena Zlatanova-
KNOWLEDGE - International Journal, Vol.64.1, pp. 89-93, Pazheva
2024

https://ikm.mk/ojs/index.php/kij/article/view/6783/6564

Pe3rome. B CcBOs )XKMBOT YOBEK M3IIBJIHSIBA MHOTO M Pa3jIMYHU POJIA B OTHEIIHUTE COLIMAIHHU
rpynu. B Hali-3Haunmata pedepeHTHa rpyna, KOATO o ChI'BTCTBA Mpe3 LEIUs MY XHUBOT —
CeMeicTBOTO, TOBa Morar Ja ca: Maika, Oaia, cuH, Ablieps U Apyru. lIpomenure, KOUTO
HACTBIIBAT BBB BPEMETO Ca CBBbP3aHU CHC CMAHA HA POJIATA U HAa YJICHOBCTEC 1. BB Bcska €Ha
OT JApPYruTe 3HAYUMH peQepeHTHU I'pyNU KaTo MpHATEICcKaTa rpyna, HUe U3IbJIHABAME JaJeHa
poJIsi, KOSTO ChbBMECTSIBAME C OCTaHaiIMTe cH ponu. Hapen ¢ TsIX uMa omie eqHa posisl, KOATO €
MHOTO pa3fiM4yHa MO MPHUPOJAA, @ M KAaTo CHIIHOCT U MpeJHa3HAueHHE OT ocTaHaiuTe. ToBa e
poisTa Ha norpeburen. I'7TaBHOTO mMpenHa3HAYeHUWE Ha poJsATa Ha MOTPEOUTEN B YOBEIIKHS
KHMBOT € J1a 33J0BOJIUM CBOUTE HYXJHU M MOTPEOHOCTH KAaTO ydyacTBaMe B MpOLEC Ha pa3MsHa.

]_IeJ'I Ha HACTOAIIaTa CTaTUA € Aa CC HAIllpaBU KPATHK HNPCrJICA Ha TCOPCTUUHUTC CXBAIllaHUA 3a
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nmoTpeduTess, MpedyyneH npe3 npu3MaTa Ha pa3JIMuyHUd HAYYHU O00JIACTH, KOETO J1a TIOCITYXXKH 3a
HU3rpaXxxJgaH€ Ha I10-MHOI'OIjiaCTOB 00JIMK Ha TOBa IIOHATHE. HpOCJ‘ICI{CHa € €EBoJLusiTa B
pa3bupaHuiTa 3a TOHATHETO MOTPeOUTeN, MpeACTaBeHa 4Ype3 HCTOPUYECKH Nperiea Ha
TCOPCTUYHHN CXBalllaHWA W U3CIICABAHUA. OGC’bI[eHI/I Ca CbBPECMCHHHUTC TPAKTOBKHU 3a POJIATA HaA
HOTpC6I/ITeJ'I$I B YCJIOBHATA Ha IIa3apHa HWKOHOMMKA. HanpaBeH € mIperica Ha TCOPCTUUHHTC
IIOCTAaHOBKH 34 IIOHSATUECTO HOTpe6I/ITeJ'I OT IMO3UIUHUTEC HA UHTCPAUCHUIIIMHAPEH IMTOAXOI.

5. Consumer technologization - factor in the modern learning of Elena Zlatanova-

consumer behavior by children, KNOWLEDGE - International Pazheva
Journal, Vol.64.1, pp. 111-116, 2024

https://ikm.mk/ojs/index.php/kij/article/view/6787/6568

Pe3rome. BpIipochT ¢ HayyaBaHe Ha MOTPEOUTEIICKO MOBEACHHE OT JIellaTa € OT BaXKHO 3HAUCHUE
3a MapKeTOJIO3UTE, 3a Ja MoraT Ja pa3Oupar MOBEACHHETO UM MO-A00pe W Ha Ta3u 0asza 1a
pa3paboTBaT mo-e()eKTHUBHA MAapKETUHTOBA CTpaTerus. B cTaTwsiTa ce pasriiexkaar TPH acleKTa
OT Hay4yaBaHETO Ha MOTPEOHUTENCKO MOBeJAeHHE OT jerara. [IbpBUAT € CBbp3aH ¢ Mpoleca Ha
norpeduTencka couuanuzanus. Ha BTopo MsICTO ca mpeacTaBeHH OCHOBHHUTE COLMATU3UPAIIN
areHTH. PasriexmaHero Ha TpeTUs acleKT € TMpe3 Npu3Mara Ha MHEHUETO, Y€ KbM
COLMATIM3UPAIIUTE areHTH CIIeABA Ja Ce JOOABAT M TEXHOJIOTH3UPAIIN areHTH, KOUTO BKIIFOUBAT
WHTepHeT U TEXHOJOTHUUTE OT HOBO MOKOJEHHE KaTo (PAKTOPU ChC CHIHO BB3JACHCTBHE MpHU
HayyaBaHE Ha TOTPeOUTENCKOTO MOBeAeHHe OT aenara. [loTpeOuTenckara TEXHOIOTHU3AIMS
MOJKE J1a c€ OIpeNieH KaTo Mpolieca Ha Hay4aBaHe Ha MOTPEOUTEICKO MOBEEHUE TOCPEACTBOM
TeXHOJIOTHU. B kMBOTa Ha jemnarta Haill-3HAYUMHUTE TEXHOJOTHM3HMpAIIX areHTH ca VHTepHeT u
HOBUTE TEXHOJOTMU. VIHTEpHET HEe € eJAMHCTBEHaTa ChBPEMEHHA TEXHOJIOTHs, BIUsACIA Ha
MOBEICHUETO Ha jaenata. HoBUTE TEXHOIOTHMU KAaTO M3KYCTBEH MHTENEKT, pOOOTHKA, CEH30pHHU
TEXHOJIOTHH, CMECEHAa PEaTHOCT M JIPYTH 3alo4yBaT BCE MO-YE€CTO Ja HaMUpaT MPUIIOKCHHE B

CXKCIAHCBHUA XUBOT.

6. The importance of generational marketing in market segmentation,  Elena Zlatanova-
International Journal of Business and Management Invention Pazheva
(IBMI), Volume 13, Issue 4, PP: 01-06, ISSN (Online): 2319 —

8028, ISSN (Print): 2319 — 801X, April, 2024

https://www.ijbmi.org/papers/\VVol(13)4/13040106.pdf
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Peszrome. MapKeTonomre CC CTpEMAT da NOCTUTHAT OO0 CBOATA LCJICBaA rpyla l'IOTpe6I/ITeJ'II/I. 3a
Tasyu OCJI TC H3IOJ3BAT PA3JIMYHKU KPUTCPHUMU 3a CCTMCHTHUpPAHE, KOUTO INEC MM IIO3BOJIAT HOa
npodmIMpar Hall-TOYHO CBOs LieeBH moTpeduten. CraTusTa pasriiexaa e€AuH OT Hai-yecTo
MPUJIATAaHUTE KPUTEPUH B IMPAKTUKATa, a UMEHHO JeMorpadCKus KpUTepuil ,,Bb3pact™. Tosm
KpUTEpUH € MPEeJICTaBEeH Ipe3 MpU3MaTa Ha TPH B3aUMOCBBHP3aHU (DaKTOpa, KOUTO TPsOBa Ja ce
MMaT MPEJBUJl MPU NpHIaraHero My. [IBpBUAT € CBBbpP3aH C BB3pACTTa HA MOTPEOUTENS WM
KoXopTaTa, KosITo (popMupar xopata, poJieHH B €IHA roJuHA. BTOPHAT (akTop € MOKOJIECHHETO,
KBM KOETO MIPHHAJICKAT XOpaTa, pOJICH! B IaJicH BpEMEBU UHTEPBAIL. TPEeTHUIT € 0OBBP3BAHETO
C q)a3aTa OT YOBCUIKMA )XKN3HCH HUKBJI, B KOJATO C€ HaMHpa BCAKO ITOKOJICHHUC.

7. Technology of augmented reality - the weapon of mobile Elena Zlatanova-

marketing to reach generation Z, KNOWLEDGE - International Pazheva
Journal, Vol.62.1, pp. 27-31, 2024

https://ikm.mk/ojs/index.php/kij/article/view/6555/6362

Pe3tome. B CbBpeMEHHUTE YCJIOBHS HAa 3aCWJICHA KOHKYPEHLHsS MAapKETOJIO3UTE Ca M3IPABEHHU
npej NPeau3BUKATEICTBOTO Ja aHTaXUpaT BHUMAHUETO HA MOTPEOUTENS M Jla My MpeaioxkaT
BUCOKO HHMBO Ha IepcoHann3auus. POKyCchT HA BHUMAaHUE HA MApKETOJO3UTE CE€ U3MECTBA BCE
MoBeYE KbM MOKOJIEHHE Z, KOeTo ce o4yakBa 10 2025 r. 1a ce mpeBbpHE B Hali-Ba)KHUS Ma3apeH
CErMEHT 3a MoTpebiieHne Ha MPOAYKTH U yciuyru. [lokonenunero Z ca mo npupoaa TUTHUTATHA U
ca CBUKHAJIM Jia KUBEST C TEXHOJOTUHUTE OT Hal-paHHUTE cu MHU. OUyaKkBaHUTA 32 €MOIIMHTE,
KOMTO MCKAT J1a U3IMUTAT, Ca BUCOKH Ipe3 LN BT HA B3€MaHE HA PEIICHUE 3a NOKYyIKa. ToBa
Ch3aBa ToJIIMO MPEIU3BUKATENICTBO MpEA MapKETONO3UTE KakK Ja JOCTHTHAT MO Hail-1o0pus
HAa4uH 10 TAX. B cratusTa ce pasriexaa eqHa OT CbBPEMEHHUTE Bb3MOKHOCTH 3a IMTOCTUTAHE Ha
Ta3u 1€, a UMEHHO IUTUTAIHUAT MapKeTuHr. I[lo-creruanHo BHUMaHHE C€ OTIENS BBPXY
MOOUITHUS MapKeTHHI W TEXHOJOTHSATa Ha J100aBeHaTa PEeallHOCT, KOATO MOXKE Ja Ch3Aale
BHCOKO HHMBO Ha HW3KUBSBaHE 3a MOTpeOuTens. MOOWIHUAT MapKeTHHI Ch3JaBa 4yAECHU
BB3MOXKHOCTH 32 TBHPTOBIUTE J1a HM3TPXKIAT B3aUMOOTHOIIEHHUS C KJIMEHTHUTE U OCOOCHO ¢
TEXHOJIOTUYHO OPHUEHTUPAHOTO mTokojieHne Z. OOCHXKIaT ce OCHOBHUTE MPUYMHU 3a TOBA,
MOJKpeTNeHu ¢ JaHHW. EnuH oT Hali-oOeliaBaliuTe HAYWMHHU 32 CH3JaBaHE HA MOTPEOUTEICKO

HN3KHUBABAHC € TCXHOJOTHUATaA Ha z[o6aBeHaTa PCATHOCT. Hpe)lCTaBCHI/I Ca TaHHU 3a MHTCpECa Ha
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MMOKOJICHHETO 7 KBM Ima3apyBaHCTO C z[o6aBeHa PE€AIHOCT B IIOAKPEIIa Ha IOTCHIHMAJIA, KOHTO

Ta3W TCXHOJIOIruA NpeaocTaBsd 3a JOCTUTI'aHE HA TCXHOJIOIT'MYHO OPUECHTUPAHOTO ITOKOJICHUEC Z.

8. Model of consumer behavior when applying Al at every point Elena Zlatanova-
of consumer contact, International Journal of Engineering Pazheva
Technologies and Management Research, 11(3), 35-46, March

2024

https://www.granthaalayahpublication.org/ijetmr-
ojms/ijetmr/article/view/1433/1168

Peszrome. Cratuara oyepraBa OCHOBHHUTC AaCIICKTH, HGO6XOI[I/IMI/I 3a H3y4YaBaH€ Ha
HOTpGGI/ITCJICKOTO IIOBCACHUC. H"prI/ISIT OT T4X € CBbp3aH CbC ChIICCTBYBAIIUTC U3TOYHHUIHN Ha
I/IH(i)OpMaIII/IFI 3a IMOBCACHUCTO HaA HOTp€6I/ITeJII/ITC, KOWUTO M3IOJI3BAT CbBPCMCHHHU TCXHOJIOTHH.
3a Tasu el ca HnpcaCTaB€HU KaKTO OHHaﬁH, Taka Hu 0(1)J'IaI71H HW3TOYHULIIKM Ha I/IH(bOpMaI_II/ISI,
H3I0JI3BAlIN U3KYCTBCH UHTCJICKT. BTOpI/I}IT ACIICKT C€ OTHACsA A0 Q)aKTOpHTe, KOHUTO BJIUAAT Ha
HOTpe6I/ITeJ'ICKOTO IIOBCACHUC. TpeTI/IHT BBIIPOC € CBBP3aH C pOJIATa Ha TCXHOJIOIrMATa Ha
HU3KYCTBCHUSA HHTCJICKT 3a HOTpe6I/ITeJICKOTO H3KMBABAHC B IIPpOLCCa HA IIOKYIIKaA. Tes3n TpUu
ACIICKTa Ca OIpPCACIICHU KAaTO paMKa, H€O6XOI[I/IMa IIpU U3rpaXXaaHe Ha NPCACTABCHUA B CTaTUATA
MOACI Ha HOTpe6I/ITCHCKO MOBCACHUC IIPU MPHUJIAraHC HAa M3KYCTBCH HHTCJICKT BbB BCSIKA TOYKaA
Ha HOTpe6I/ITeJ'ICKI/I KOHTAaKT. HBBGI{GHI/I}IT MOJCI Ha HOTpe6I/ITeJ'ICKO IMOBCJACHHEC B IIpOLECCa Ha
B3€MAaHC Ha pCHICHUC 3a IMOKYIIKA, € pa3sACiIiCH Ha TpH €Talla KaTO 3a BCCKH OT TAX € HallpaBCHO
O606H1€HI/I€ Ha TOYKUTC 3a KOHTAKT C HOTp€6I/IT€J'II/I, H310J3Balln U3KYCTBCH MHTCJICKT.

9. Use Of Al-Based Chatbot In Online Marketing Research Of Elena Zlatanova-
Consumer Behavior Through A Questionnaire, IOSR Journal of Pazheva

Business and Management (IOSR-JBM), Volume 26, Issue 6. Ser.

5 (June. 2024), PP 71-77, e-ISSN:2278-487X, p-ISSN: 2319-
7668, 2024

https://iosrjournals.org/iosr-jbm/papers/\Vol26-issue6/Ser-
5/L2606057177.pdf

Pe3tome. ChbBpEMEHHUTE TEXHOJIOTHH MPEIOCTABAT PA3IUYHN BH3MOXKHOCTH 3a MPOBEKIAaHE Ha
OHJIAH MapKEeTHHTOBH TmpoyuBaHus. OOEKT Ha pasriekJaaHe B CTaTHsATa ca OHJAWH
BBIIPOCHUIIUTE, KOUTO HAMHpAT HANW-IIMPOKO MPHIOKEHHE B MpakTukara. OmnucaHu ca Haii-
4ecTO M3MOJN3BaHUTE yeO-0azupaHW WHCTPYMEHTH 3a MPOBEXKIAHE HAa OHJIAWH MapKETHUHTOBO

[IpOyYBaHe 4pe3 BBIPOCHUK. [10-mofpoOHO BHMMaHHE € OTAENEHO Ha 4aTdoTa KaTo MOJAEPEH

13


https://www.granthaalayahpublication.org/ijetmr-ojms/ijetmr/article/view/1433/1168
https://www.granthaalayahpublication.org/ijetmr-ojms/ijetmr/article/view/1433/1168
https://iosrjournals.org/iosr-jbm/papers/Vol26-issue6/Ser-5/L2606057177.pdf
https://iosrjournals.org/iosr-jbm/papers/Vol26-issue6/Ser-5/L2606057177.pdf

Peztomema na nayunume mpyoose—Enena 3namanoea-Ilvorcesa

MHCTPYMEHT C TMOTEHIHaJl 3a MpuiaraHe 3a MapKeTUHTOBU LEIM U IO-KOHKPETHO IMpH
MapKeTHUHTOBU MpoyuBaHus. [IpeacraBeHu ca pe3ynraTuTe OT OHJIAWH MPOyYBaHEe Ha 4aTOOT
MPWIOKEHUs, Oa3WpaHd Ha W3KYCTBEH WHTEIEKT, KOUTO MoOraT Ja c€ W3I0J3Bar 3a

MAapKCTHHI'OBU NPOYYBAHUA U € HAIIPABCH aHAJIM3 HAa Bb3MOXKXHOCTUTE, KOUTO MpcJiarar.

10. Tools for online consumer behaviour research as part of the Elena Zlatanova-
data-based marketing, International Multilingual Journal of Pazheva
Science and Technology (IMJST), Vol. 9 Issue 3, ISSN: 2528-

9810, March — 2024

https://www.imjst.org/wp-
content/uploads/2024/03/IMJSTP29121003.pdf

Pe3rome. OcHoBHATA Lie HA CTATUATA € Ja NPEACTAaBU 1Ba OCHOBHU BBIIPOCA 32 KOHLENLMATA HA
0a3upaHus Ha JaHHU MapKeTHHT. [IbpBUST € CBBbpP3aH C MOTOKA OT OHJIAHH MH(pOpMAaIHs, Ype3
KOHUTO MOXE Ja ce H3clleiBa IOTPEOUTEICKOTO MOBEIeHHE. BTOpUAT € HacodeH KbM
MHCTPYMEHTHTE 3a MOoJyyaBaHe Ha Ta3u WHGopmanus. OOCHKIAHETO Ha BTOPUS BBIIPOC CE
U3BBPILUBA [IPE3 IPU3MaTa Ha JaHHUTE, IIOJIy4YeHH OT CpeAcTBaTa 3a KomyHuKauus. [Ipencrasenu
ca Hali-M3MOJI3BaHUTE B MIPAKTUKATAa HHCTPYMEHTH 3a aHAJIW3 Ha NoTpeOuTencku faHHu. Ha ta3u
0aza ce ouepTraBaT HAKOM OBJCNIM TEHACHIMHU. Te3M BBIOPOCH ca OT KIIOYOBO 3HAUYEHHE 3a
MpUJIaraHeTo Ha MapKeTUHT, 0a3upaH Ha JaHHM Ha MPaKTHKA, 33 J1a MOXKEM J1a OCUTYPHUM IO-

BHCOKO HHUBO Ha IIEpCOHAIN3alUd U YAOBJICTBOPECHOCT HAa KIIMCHTUTE.

11. Jlerero moTpeOWTEN KaTO aKTUBEH Ia3apeH YYacTHUK, Elena Zlatanova-
KNOWLEDGE - International Journal, Vol.30.1, pp. 213-217, Pazheva
ISSN 1857-923X (for e-version), ISSN 2545 — 4439 (for printed

version), March 2019

https://ikm.mk/ojs/index.php/kij/article/view/2342/2340

Peztome. llen Ha HacTosIIaTa CTaTHs € Ja C€ HAMpPaBU KpaTbK Iperyie]] Ha TEOPETUYHUTE
CXBalllaHUS 3a JETETO MOTpeOuTelN, MpeyyneH Mpe3 Npu3Mara Ha Pa3InyHU Hay4HH OOJacTH,
KOETO Jla MOCIYKU 3a M3TrpakJaHe Ha MO-MHOTOIUIACTOB OOJIMK Ha pasMIekAAHOTO TOHSTHE.
[Ipocnenena e eBomonusTa B pa3OupaHusITa 3a JAETETO MOTPEOUTEN, MpelCcTaBeHa Ype3
MCTOPUYECKH Tperyie/l Ha TEOPETUYHH CXBalllaHus U u3cneaBaHus. OOCheHH ca ChbBPEMEHHUTE
TPAKTOBKM 3a pOJIsATa M 3HAYMMOCTTa Ha JIETETO KaTo MOTpeOUTEeN B YCIOBUATA Ha Ia3apHa
MKOHOMHKA. ToBa € M3BBPIIEHO B Ka4eCTBOTO MM Ha BakHa Jemorpadcka rpyna M CerMeHT.

3acersar e BBIIPOCHT C POJIATA, KOATO UI'paiAT IIPU CEMEMHOTO B3eMaHe Ha PEIICHUC 3a MOKYIIKA.
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Tosa BIusHHE € HE caMO 10 OTHOIICHHUE Ha MMPOAYKTH, NPECAHA3HAYCHU 3a TAX CaMUTEC, HO U IIO

OTHOIICHUC Ha IMPOAYKTH 34 CEMEHCTBOTO.
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ABSTRACTS OF SCIENTIFIC WORKS

of Assist. Prof. Eng. Elena Vasileva Zlatanova-Pazheva, PhD,

presented for participation in a competition for the occupation of an
academic position
"associate professor"
in the field of higher education
5. Technical sciences,
professional direction
5.13. General Engineering,
specialty
"Industrial Management"*
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l. General characteristics of scientific works

Scientific works for participation in the competition of Assist. Prof. Eng. Elena Zlatanova-
Pazheva, PhD after acquiring the academic position "Assistant Professor” are presented in 1
monographic work (Indicator V3), 1 published book based on the doctoral dissertation for the
acquisition of a PhD degree (Indicator G6), 1 article with one author published in a scientific
journal, referenced and indexed in world-famous databases with scientific information (Indicator
G7), 11 articles with one author published in non-refereed journals with scientific review
(Indicator G8).

All submitted works have not participated in previous procedures.

1. General description of scientific works by groups of indicators

Indicator V3
Monographic work

Points
1. Zlatanova-Pazheva, E., Generational Marketing in the Digital
Era, ed. "Intelexpert-94" Ltd., Plovdiv, 2024, ISBN: 978-619- 100
7220-95-7
Published book based on the doctoral dissertation for the acquisition of a PhD degree
Points
1. Zlatanova-Pazheva, E., Nutritional behavior of children and
teenagers, ed. "Intelexpert-94" Ltd., Plovdiv, 2023, ISBN: 978-619- 30
7220-94-0

Indicator G7
List of articles published in a scientific journal, referenced and indexed in world-
famous databases with scientific information

Article Author Indexed Points

1. The application of game and Elena Scopus 40
psychological techniques when | Zlatanova-
surveying children’s opinion | Pazheva
IOP Conf. Ser.: Mater. Sci.
Eng. 618 (2019) 012077,
doi:10.1088/1757-

899X/618/1/012077

Indicator G8
List of articles published in non-refereed journals with scientific review

Article Author Points

1. The digital generations Z and Alpha in Bulgaria, The | Elena Zlatanova- 20
International Journal of Engineering and Science (IJES), Pazheva
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Volume 13, Issue 6, Pages PP 136-141, ISSN (e): 2319 —
1813 ISSN (p): 2319 — 1805, 2024

https://www.theijes.com/papers/vol13-
issue6/1306136141.pdf

2. Generational Marketing: The Different Generations in
Bulgaria, International Multilingual Journal of Science
and Technology (IMJST), ISSN: 2528-9810, Vol. 9 Issue
6, June - 2024

https://www.imjst.org/wp-
content/uploads/2024/07/IMJSTP29121035.pdf

Elena Zlatanova-
Pazheva

20

3. Consumer behavior of children, The International
Journal of Engineering and Science (IJES), Volume 13,
Issue 4, Pages PP 34-38, ISSN (e): 2319 — 1813 ISSN (p):
2319 — 1805, 2024

https://www.theijes.com/papers/vol13-
issue4/13043438.pdf

FElena Zlatanova-
Pazheva

20

4. Being a consumer — one of the roles in a person’'s life,
KNOWLEDGE - International Journal, VVol.64.1, pp. 89-
93, 2024

https://ikm.mk/ojs/index.php/kij/article/view/6783/6564

Elena Zlatanova-
Pazheva

20

5. Consumer technologization - factor in the modern
learning of consumer  behavior by children,
KNOWLEDGE - International Journal, VVol.64.1, pp. 111-
116, 2024

https://ikm.mk/ojs/index.php/kij/article/view/6787/6568

Elena Zlatanova-
Pazheva

20

6. The importance of generational marketing in market
segmentation, International Journal of Business and
Management Invention (IJBMI), Volume 13, Issue 4, PP:
01-06, ISSN (Online): 2319 — 8028, ISSN (Print): 2319 —
801X, April, 2024

https://www.ijbmi.org/papers/\VVol(13)4/13040106.pdf

Elena Zlatanova-
Pazheva

20

7. Technology of augmented reality - the weapon of
mobile marketing to reach generation Z, KNOWLEDGE —
International Journal, Vol.62.1, pp. 27-31, 2024

https://ikm.mk/ojs/index.php/kij/article/view/6555/6362

Elena Zlatanova-
Pazheva

20

8. Model of consumer behavior when applying Al at every

Elena Zlatanova-

20
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point of consumer contact, International Journal of Pazheva
Engineering Technologies and Management Research,
11(3), 35-46, March 2024

https://www.granthaalayahpublication.org/ijetmr-
ojms/ijetmr/article/view/1433/1168

9. Use Of Al-Based Chatbot In Online Marketing | Elena Zlatanova- 20
Research Of Consumer Behavior Through A Pazheva
Questionnaire, [1OSR Journal of Business and
Management (IOSR-JBM), Volume 26, Issue 6. Ser. 5
(June. 2024), PP 71-77, e-ISSN:2278-487X, p-ISSN:
2319-7668, 2024

https://iosrjournals.org/iosr-jbm/papers/\VVol26-
issue6/Ser-5/1.2606057177.pdf

10. Tools for online consumer behaviour research as part | Elena Zlatanova- 20
of the data-based marketing, International Multilingual Pazheva
Journal of Science and Technology (IMJST), Vol. 9 Issue
3, ISSN: 2528-9810, March — 2024

https://www.imjst.org/wp-
content/uploads/2024/03/IMJSTP29121003.pdf

11. The child consumer as an active market participant, | Elena Zlatanova- 20
KNOWLEDGE - International Journal, VVol.30.1, pp. 213- Pazheva
217, I1SSN 1857-923X (for e-version), ISSN 2545 — 4439
(for printed version), March 2019

https://ikm.mk/ojs/index.php/kij/article/view/2342/2340

I11.  Abstracts of the works, presented by group of indicators

Indicator V3

Monographic work
1. Zlatanova-Pazheva, E., Generational Marketing in the Digital Era, ed. "Intelexpert-
94" Ltd., Plovdiv, 2024, ISBN: 978-619-7220-95-7

Abstract. At the core of the generational marketing problem is the figure of the consumer as
part and component of a given generation. Based on this, the research in the monograph is
focused on studying the different generations that coexist in Bulgaria by 2024 and form the

population of the country.
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Deriving the concept of generational marketing from another fundamental concept in this
field — segmentation, the main interrelated factors relevant to its implementation are examined.
In this regard, the first chapter focuses on the characterization of each generation in terms of the
most significant historical events that each of them witnessed. Secondly, the issue of the
influence of the media, provided by cinema and music, is addressed. Based on a brief historical
overview of the most popular films, series and music over the years in the period 1960-2020, an
archetype is proposed that is significant and emblematic for each generation. For further
analysis, the generations that are most digital in nature are defined, taking into account the social
role they play in society. The resulting specificity is reflected in the research process in the
monograph.

The key issue for implementing generational marketing is consumer behavior. Based on this,
the second and third chapters of the monograph focus on two research tasks - the possibilities for
studying consumer behavior and the main essential characteristics of consumer behavior
necessary for its recognition and understanding.

In order to develop effective marketing strategies that best reach the target group of
consumers, it is essential that consumer behaviour is studied. It is therefore appropriate, in the
first place, to explore the possibilities of examining consumer behaviour. Starting from this, the
second chapter discusses one of the basic concepts of Marketing — Marketing Research. In the
context of the digital age in which we live and the resulting opportunities, online channels for
obtaining information as well as tools for collecting online information are considered.

The third chapter discusses consumer behavior with its main essential characteristics. This is
refracted through the prism of generation Z and Alpha, defined as the most digital and
technologically oriented and by 2024 being in childhood and adolescence. For this reason, the
examination of consumer behavior takes into account this specificity and is aimed at consumer
behavior of children. Moreover, every generation from now on will also be digitally oriented.

Children's consumer behavior is shaped by various factors and goes through different stages,
during which the child learns, follows and changes consumption patterns. Researching and
analyzing these aspects will help marketers to better understand the child consumer in the
process of his development. On this basis, more effective marketing messages can be created.

In the process of consumer socialization, children learn consumer behavior patterns and

integrate into society. This is done under the influence of various socializing agents, which can
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be classified into three groups - cognitive, social and market factors. To these should be added
technological factors as a technologizing agent, influencing the learning of consumer behavior
by children. The Internet and new generation technologies are identified as technologizing
agents, with an emphasis on two concepts that I believe are among the most promising in future
marketing practice - augmented reality technology and the Metaverse.

The application of new generation technologies in marketing practice is illustrated through a
model that combines their capabilities for interaction with the consumer in the purchasing

decision-making process, and is aimed at young generations such as Z and Alpha.

Indicator G6

Published book based on the doctoral dissertation for the acquisition of a PhD degree

1. Zlatanova-Pazheva, E., Nutritional behavior of children and teenagers, ed.
"Intelexpert-94" Ltd., Plovdiv, 2023, ISBN: 978-619-7220-94-0

Abstract. The published book "Nutritional Behavior of Children and Teenagers" is based on
the author's dissertation for the educational and scientific degree "Doctor" in the scientific field
3. Social and Economic Sciences, professional field 3.8. Economics, scientific specialty
Economics and Management.

The researcher’s scientific supervisor during the doctoral studies and the development work is
Prof. Yordan Georgiev Yordanov, PhD. Reviewers are Prof. D.Sc. (Econ.) Asen Ivanov Konarev
and Assoc. Prof. Atanaska Mihaylova Teneva, PhD.

The dissertation was successfully defended on December 7, 2016 before a scientific jury
chaired by Assoc. Prof. Atanaska Mihaylova Teneva, PhD and members Prof. D.Sc. (Econ.)
Asen Ivanov Konarev, Prof. Yordan Georgiev Yordanov, PhD, Prof. Neli Andreeva Bencheva,
PhD and Assoc. Prof. Toni Bogdanova Mihova, PhD.

The book is developed in three chapters. The first discusses basic concepts in determining
factors influencing the consumer behavior of children and teenagers with regard to food. The
second chapter presents a methodology for researching the consumer behavior of children and
teenagers. The third chapter is devoted to the analysis and interpretation of the results obtained
from an empirical online study.

At the heart of the research in the book is the issue of food preferences and habits of
Bulgarian children and teenagers, which is particularly relevant because in recent years,

according to data from the World Health Organization, Bulgarian children are ranked among the
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first places in terms of obesity in Europe. This fact requires serious measures to study the
nutritional behavior of children and adolescents and the factors that influence them.

Worldwide, studies are conducted in which children participate as respondents and data on
their opinions and attitudes are collected directly from them. This applies with particular force to
studies related to the study of children's consumer behavior towards food through an
interdisciplinary approach. Despite this recognition of the right of children to a voice that should
be heard and the focus on them as people with equal rights, in Bulgaria studies focusing on
children's opinions are scarce. The efforts of scientists are focused on studying consumer
behavior from a marketing perspective in order to reveal consumers' motives for purchase and
thereby enrich marketing practices.

The results of the study of consumer behavior of Bulgarian children and teenagers have
significance in practical and scientific research aspects.

The practical aspect is related to the following characteristics of child consumers: children
are recognized first as an important market of consumers who spend their own money on their
own desires and needs, second as an influential market, directing their parents' money for their
own benefit, and third as a future market for all goods and services, which if cultivated now will
provide a stable flow of new consumers.

In recent decades, the children's and teen market has become significant as young people
have greater disposable income than previous generations. Due to the fact that the purchasing
power of young people continues to grow, marketers, manufacturers, and advertisers are
significantly interested in developing effective methods to reach the youth market.

Indicator G7

Articles published in a scientific journal, referenced and indexed in world-famous
databases with scientific information

Article Author Indexed
1. The application of game and Elena Zlatanova- Scopus
psychological techniques when surveying Pazheva
children’s opinion IOP Conf. Ser.: Mater.
Sci.  Eng. 618 (2019) 012077,
doi:10.1088/1757-899X/618/1/012077

Abstract. The article examines the game approach as a method that can be applied when

conducting surveys of children, using the possibilities of the Internet in an entertainment way.
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The individual sections of a web-based application are discussed in the context of the various
options for visual stimulation that can be applied in its development. The psychology of colors is
examined from the point of view of organizing the client view when developing a web-based

application, the implementation of which can serve to improve the conduct of online surveys.

Articles published in non-refereed journals with scientific review
Article Author
1. The digital generations Z and Alpha in Bulgaria, The Elena Zlatanova-Pazheva
International Journal of Engineering and Science (IJES),
Volume 13, Issue 6, Pages PP 136-141, ISSN (e): 2319 —
1813 ISSN (p): 2319 — 1805, 2024

https://www.theijes.com/papers/vol13-
issue6/1306136141.pdf

Abstract. The topic of generations is important from a marketing point of view, because each
person belongs to a certain generation. Representatives of one generation witness common
historical events, are influenced by the same trends in fashion, cinema and music. All this affects
them. This issue should always be considered in the context of a specific country. This stems
from the fact that different political and economic processes take place in different countries, the
way of life and the standard of living are also different. On the other hand, each country has its
own specifics in terms of traditions, lifestyle and culture, which also have a direct connection
with the formation of the consumer's personality. The article briefly describes the digital
generations Z and Alpha in the context of Bulgaria. The characterization of generation Z in
Bulgaria is made in terms of consumption of online content and use of social networks by its
representatives. Due to the limited base of research conducted in Bulgaria with the Alpha
generation as the object of research, the results of research conducted worldwide are presented,

which provide information for a better understanding of the representatives of this youngest

generation.

2. Generational Marketing: The Different Generations in Elena Zlatanova-
Bulgaria, International Multilingual Journal of Science and Pazheva
Technology (IMJST), ISSN: 2528-9810, Vol. 9 Issue 6, June -

2024

https://www.imjst.org/wp-
content/uploads/2024/07/IMJSTP29121035.pdf

23


https://www.theijes.com/papers/vol13-issue6/1306136141.pdf
https://www.theijes.com/papers/vol13-issue6/1306136141.pdf
https://www.imjst.org/wp-content/uploads/2024/07/IMJSTP29121035.pdf
https://www.imjst.org/wp-content/uploads/2024/07/IMJSTP29121035.pdf

Peztomema na nayunume mpyoose—Enena 3namanoea-Ilvorcesa

Abstract. Studying the consumer, his behavior and habits is one of the most important tasks of
marketing. Every person is part of a given generation. Each generation shares a common life
period in which it experiences common historical events and is influenced by the same fashion
trends. In this sense, when studying consumer behavior, it is important to consider which
generation the target consumer belongs to and what is characteristic for this generation. This
issue should always be considered in the context of a given country, due to the different political
and economic processes that take place in it, as well as the different culture, traditions and
customs that are characteristic of it. The aim of the article is to characterize the different
generations in the context of Bulgaria. Characterizing generations is important for a more
detailed study of the consumer, which is a prerequisite for creating more effective marketing

strategies.
3. Consumer behavior of children, The International Journal of Elena Zlatanova-
Engineering and Science (IJES), Volume 13, Issue 4, Pages PP Pazheva

34-38, ISSN (e): 2319 — 1813 ISSN (p): 2319 — 1805, 2024
https://www.theijes.com/papers/vol13-issue4/13043438.pdf

Abstract. In 2024, representatives of Generation Alpha and a small part of Generation Z form the
children's segment. It is important for marketers to understand the consumer behavior of children
and how it is formed in order to create adequate approaches to meet their needs. The article
examines several main aspects related to the study of children's consumer behavior. The first
focuses on the question of which generation in 2024 will form the children's segment. The
second aspect is related to the stages of development of children's consumer behavior. The third
aspect presents the process of making a purchase decision. The fourth aspect discussed in the

article is related to the factors influencing consumer behavior.

4. Being a consumer — one of the roles in a person's life, Elena Zlatanova-
KNOWLEDGE - International Journal, Vol.64.1, pp. 89-93, Pazheva
2024

https://ikm.mk/ojs/index.php/kij/article/view/6783/6564

Abstract. In his life, a person performs many and different roles in different social groups. In the

most significant reference group that accompanies him throughout his life - the family, these can
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be: mother, father, son, daughter and others. The changes that occur over time are associated
with a change in the role and its members. In each of the other significant reference groups, such
as the friend group, we perform a certain role, which we combine with our other roles. Along
with them, there is another role that is very different in nature, as well as in essence and purpose
from the others. This is the role of a consumer. The main purpose of the role of a consumer in
human life is to satisfy our needs and wants by participating in a process of exchange.

The aim of this article is to provide a brief overview of theoretical concepts about the consumer,
refracted through the prism of various scientific fields, which will serve to build a more multi-
layered appearance of this concept. The evolution of understandings of the concept of consumer
is traced, presented through a historical review of theoretical concepts and research.
Contemporary interpretations of the role of the consumer in the conditions of a market economy
are discussed. The theoretical statements about the concept of consumer are reviewed from the
standpoint of an interdisciplinary approach.

5. Consumer technologization - factor in the modern learning of Elena Zlatanova-

consumer behavior by children, KNOWLEDGE - International Pazheva
Journal, VVol.64.1, pp. 111-116, 2024

https://ikm.mk/ojs/index.php/kij/article/view/6787/6568

Abstract. The issue of learning consumer behavior from children is of great importance for
marketers, in order to better understand their behavior and, on this basis, develop a more
effective marketing strategy. The article examines three aspects of learning consumer behavior
from children. The first is related to the process of consumer socialization. Second, the main
socializing agents are presented. The third aspect is considered through the prism of the opinion
that to socializing agents, technologizing agents should be added, which include the Internet and
new generation technologies as factors with a strong impact on learning consumer behavior from
children. Consumer technologization can be defined as the process of learning consumer
behavior through technology. In children’s lives, the most significant technologizing agents are
the Internet and new technologies. The Internet is not the only modern technology influencing
children's behavior. New technologies such as artificial intelligence, robotics, sensor
technologies, mixed reality and others are increasingly beginning to find application in everyday
life.
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6. The importance of generational marketing in market segmentation,  Elena Zlatanova-
International Journal of Business and Management Invention Pazheva
(1JBMI), Volume 13, Issue 4, PP: 01-06, ISSN (Online): 2319 —

8028, ISSN (Print): 2319 — 801X, April, 2024

https://www.ijbmi.org/papers/\VVol(13)4/13040106.pdf

Abstract. Marketers strive to reach their target group of consumers. For this purpose, they use
different segmentation criteria that will allow them to profile their target consumer most
accurately. The article discusses one of the most commonly applied criteria in practice, namely
the demographic criterion "age". This criterion is presented through the prism of three
interrelated factors that must be taken into account when applying it. The first is related to the
age of the consumer or the cohort formed by people born in a year. The second factor is the
generation to which people born in a given time interval belong. The third is the commitment to
the phase of the human life cycle in which each generation is located.

7. Technology of augmented reality - the weapon of mobile Elena Zlatanova-

marketing to reach generation Z, KNOWLEDGE - International Pazheva
Journal, Vol.62.1, pp. 27-31, 2024

https://ikm.mk/ojs/index.php/kij/article/view/6555/6362

Abstract. In today's conditions of increased competition, marketers face the challenge of
engaging the consumer's attention and offering him a high level of personalization. The focus of
marketers ' attention is increasingly shifting to generation Z expected by 2025. to become the
most important market segment for the consumption of products and services. This generation is
digital by nature and has been used to living with technology since its earliest days. Expectations
for the emotions they want to experience are high all the way through the purchase decision. This
creates a big challenge for marketers how to reach them in the best way. The article discusses
one of the modern possibilities for achieving this goal, namely digital marketing. Particular
attention is paid to mobile marketing and augmented reality technology, which can create a high
level of consumer experience. Mobile marketing creates great opportunities for marketers to
build relationships with customers and especially with the technology-oriented generation Z. The
main reasons for this are discussed, supported by data. One of the most promising ways to create

a consumer experience is augmented reality technology. Data is presented on the interest of
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generation Z in augmented reality shopping in support of the potential that this technology

provides to reach the technology-oriented generation Z.

8. Model of consumer behavior when applying Al at every point Elena Zlatanova-
of consumer contact, International Journal of Engineering Pazheva
Technologies and Management Research, 11(3), 35-46, March

2024

https://www.granthaalayahpublication.org/ijetmr-
ojms/ijetmr/article/view/1433/1168

Abstract. The article outlines the main aspects needed to study consumer behavior. The first of
these is related to existing sources of information about the behavior of consumers using modern
technologies. For this purpose, both online and offline sources of information using artificial
intelligence are presented. The second aspect concerns the factors that influence consumer
behavior. The third question concerns the role of artificial intelligence technology in the
consumer experience in the purchase process. These three aspects are defined as a framework
necessary for building the model of consumer behavior presented in the article when applying
artificial intelligence to each point of consumer contact. The derived model of consumer
behavior in the purchase decision process is divided into three stages, for each of which a
summary of the contact points with users using artificial intelligence is made.

9. Use Of Al-Based Chatbot In Online Marketing Research Of Elena Zlatanova-
Consumer Behavior Through A Questionnaire, IOSR Journal of Pazheva

Business and Management (IOSR-JBM), Volume 26, Issue 6. Ser.

5 (June. 2024), PP 71-77, e-ISSN:2278-487X, p-ISSN: 2319-
7668, 2024

https://iosrjournals.org/iosr-jbm/papers/\Vol26-issue6/Ser-
5/L2606057177.pdf

Abstract. Modern technologies provide various opportunities for conducting online marketing
studies. The subject of consideration in the article are online questionnaires, which find the most
widespread application in practice. The most commonly used web-based tools for conducting
online marketing research through a questionnaire are described. More detailed attention is paid
to chatbot as a modern tool with potential for application for marketing purposes and in
particular for marketing research. The results of an online survey of chatbot applications based
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on artificial intelligence that can be used for marketing research are presented and an analysis is

made of the opportunities they offer.

10. Tools for online consumer behaviour research as part of the Elena Zlatanova-
data-based marketing, International Multilingual Journal of Pazheva
Science and Technology (IMJST), Vol. 9 Issue 3, ISSN: 2528-

9810, March — 2024

https://www.imjst.org/wp-
content/uploads/2024/03/1MJSTP29121003.pdf

Abstract. The main purpose of the article is to present two main questions about the concept of
data-based marketing. The first is related to the flow of online information through which
consumer behavior can be studied. The second is aimed at the tools for obtaining this
information. The discussion of the second question is carried out through the prism of the data
obtained from the means of communication. The most used in practice tools for analysis of
consumer data are presented. On this basis, some future trends are outlined. These questions are
key to putting data-based marketing into practice so that we can provide a higher level of

personalization and customer satisfaction.

11. The child consumer as an active market participant, Elena Zlatanova-
KNOWLEDGE - International Journal, Vol.30.1, pp. 213-217, Pazheva
ISSN 1857-923X (for e-version), ISSN 2545 — 4439 (for printed

version), March 2019

https://ikm.mk/ojs/index.php/kij/article/view/2342/2340

Abstract. The purpose of this article is to make a brief overview of the theoretical concepts of the
child consumer, refracted through the prism of different scientific fields, which will serve to
build a more multilayered image of the concept under consideration. The evolution in the
understanding of the consumer child is followed, presented through a historical overview of
theoretical concepts and research. Contemporary interpretations of the role and importance of the
child as a consumer in the conditions of a market economy are discussed. This is done as an
important demographic group and segment. The role they play in family purchasing decisions is
discussed. This influence is not only in relation to products intended for themselves, but also in

relation to products for the family.
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