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1. 3ALLO AA NMPEAMNOYETETE BbJITAPCKUA NA3AP?

Bcekn HOB Masap Kpue npeam3BMKaTeNICTBA M Bb3MOXHOCTU. 3a MpeanpuemMunBmTe Tbprosum ot
norpaHuYHMTe panoHn mexagy bbnrapusa n Cbpbursa ToBa e Bb3MOXKHO Upe3 Cb3flaBaHe Ha HOBY KOHTAKTH,
AVPEKTEH AOCTBIM A0 KNVMEHTU 1 3aM03HaBaHe Ha BU3HEC 1 NOTpebuTenckuTe obLEeCTBa OT ABETE CTPaHW Ha
rpaHnLaTa C TEXHW KOJIEM U - MPOU3BOAUTENN U GMPMM, KOUTO TbPCAT EKCMOPTHO Pa3BUTUE Ha CBOSA OU3HEC.

ETo HAKONKO gobpn NpuuvHM 3aLlo fa npousBexgate U/unu peanusvpaTe CBOUTE CTOKM U YCIyrn B
bvnrapus:

1. Ynen Ha HATO n EC (01.01.2007 r.) - Kato uneH Ha EC, bbnrapua e Bb3npuena peanua AokasaHu
NPaKTUKN 1 NOIUTUKK, KaTO HEMpPeKbCHaTO NofobpsaBa CBOMTE 3aKOHU 1M BU3HEC NPaKTUKN B MOMOLL, Ha
yyxpgectpaHHUTe mHBecTUTOpU. Llenta e ga ce HacbpuaT MHBeCTMUMUTE B CTpaHaTa, Ja Ce yNlecHu
WHBECTMLMOHHUA NpoLeC 1 Aa UMa NnoBeye Npo3payHoCT Ha 613Hec NpoueaypuTe CBbp3aHu C LANOCTHUA
npouec.

2. Yacr ot EBponeiickna eanHeH nasap - PasnonaraHe Ha Npov3BOACTBEHN MOLHOCTY WU AUCTPU-
TybopcKa Mpexa B bbnrapus gaBa peaneH 4ocTbn 40 €BPONENCKNA Nasap U OCUrypsiBa MAEHTUYHOCT Ha
MapKaTa. B fonb/iHeHWe, eBPONeNnCcKNAT NPOom3Xo Ha CTOKMTE U yCyruTe No3BosisiBa Te Aa Ce 3aKynyBaT U
ypes eBponencknTe Nnporpamm 3a 6e3bamesgHo GrHaHCUpaHe.

3. MakpoukoHoMmun4yecka 1 puHaHcoBa CTabMNIHOCT — peasieH pbCT Ha BBI; MUHUMANHO roAnWHO
M3MeHeHMe Ha nHbnaunaTa; 6e3 BanyteH puck, BGN e ¢ drKcrpaH Kypc KbM eBPOTO; MONIOXKNUTENHA OLLEHKA
3a KpeaUTHUA PENTUHT N MHBECTULMOHHMA KNUMAaT Ha CTpaHaTa OT CBETOBHU PENTUHIOBYM areHU 1N,

4. Hain-usrogHurte gaubum B EC - 10% koprnopaTuBeH 1 faHbk 06wy goxod; 0% B 06/1aCTU C BUCOKa
6e3paboTrua; 10% nioChK JaHbK BbpXy AoxoauTe Ha ¢umsunyeckute nuua; OcsoboxpasaHe ot A4C 3a 2
rOAVHWN NPU BHOC Ha CbOPBKEHMA 33 MHBECTULNOHHU MPOEKTU Hafd 5 MIH. eBpo OTKpuMBaWwm noHe 50
PabOTHU MeCTa; Nb/IHA aMOPTU3ALMA Ha KOMMIOTPY U HOBU CbOPbXXEHUA 3a MPOUN3BOACTBO 2 rOAVHN cnef
3aKynyBaHeTo UM; Bb3MOXXHOCT 3a npucnagaHe Ha pa3xoamuTe 3a NPOoYyYBaHUA U Pa3BMUTUE HAa KOMMNAHMATA.

5. Bucoko Ka4yecTBO Ha pab6oTHata cuna - BucokokeBanuduuympaHa paboTHa cuna Bnageela no
HAKOJIKO €31Ka; Hal-KOHKYPEeHTHMTE HYBa Ha 3annaTy B Usna EBpona; yHBepcuTeTcko obpasoBaHue.

6. CTabuneH IKOHOMUYECKI pacTeX — MKOHOMVKaTa Ha bbnirapust pabotn nog BanyTHusa 6opg (1 eBpo
=1.95583 neBa), KOETO Cromara 3a efiHa CTabusiHa MaKpoMKOHOMUYeCKa cpefa. bnarogapeHne Ha MecTHU 1
yyaecTpaHHM UHBecTUUMN GMHAHCOBATA CUCTeMa e cTabuiiHa, a 6aHKoBaTa crcTeMa paslinpsBa onepa-
LMunTe CM B UANaTa cCTpaHa.

7. CTpaTernyecko mecrornorsnoKeHune — bbarapma uma oTMYHO cTpaTernyecko reorpadcko pasnosno-
XeHue KaTo mocT Mmexay EBponan Asns.

8. Hail-HuckuTe onepatvBHM pasxoau B EBpona — Hanpumep, MHOro Aobpu LIeHX 3a HaeMaHe Ha
0dU1C, KOHCYMATMBU U T.H.
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9. EBponeiicku ¢poHpoBe — 3a nepmoga 2014 - 2020 r. bBbarapua e nosyum okosno 8 MApA. eBpO 3a
npoekTtu, prHaHcupanm ot EC, B 0651acTTa Ha: MHGPaCTpyKTypa, TpaHcnopT, IT, Bb306HOBAEMY eHEPrNnHK
M3TOYHULM, OOyYeHUe 1 pa3BuTME, YNpPaBieHe Ha OTNagbUu M MHOrO Apyrv. A C BbBeXOAHETO Ha
ny6AMYHO-YaCTHUTE NAPTHLOPCTBA 1 COLMANTHOTO NpeanpueMayecTBo TEMNbPBA e ce NoABABaT M MHOFO
APYrv Bb3MOXKHOCTM 33 UHBECTULINW B TE3M 1 APYTX 0b6nacTu.

10. Yy»kpecTpaHHUTe MHBeCTUL N B Bbarapusa ca ce yBeNMYMAN 3HAYUTENTHO Crief NPUEMAHETO Ha
cTpaHata B EC. CBeTOBHO 13BeCcTHU MapKku KaTo Solvay, Umocore, Italcemente Group, Liebherr, Kraft, Nestle,
American Standard, Philip Morris, Metro, Lindner, Praktiker n SAP ce pagBaT Ha nubepanHaTa ¢puHaHCOBa
NOANTUKA N HempeKbCHAT MKOHOMUYECKM pacTexxk Ha bbnrapusa. OcBeH TOBa, UyKanUTe UHBECTUTOpUCE
pagBat Ha:

v' CBO6OAHO ABVIXKEHWE Ha KanuTanu;

v be3 orpaHunyeHns Bbpxy N3HACAHETO Ha nevanbaTa B AbpKaBaTa Ha MHBECTUTOPA Cfieq AaHbYHO
obnaraHe;

v'  Bb3cTaHOBABaHe Ha 3annaTtuTe (MMHMManHa), coumanHn u 34pPaBHN OCUTYPOBKK A0 1 rogunHa, ako
6'bﬂaT HaeTun Mlagn Xopa ninxopas HepaBHOCTOVI HO NOJIOXKEeHUe npes3 AreHumnATa No 3aeTocTTa;

v' ®uHaHCcoBa NoAKpena oT NPaBUTENCTBOTO 3a NPUOPUTETHN UHBECTULMOHHN NMPOEKTU.

11. OTAnYeH KNMMaT, NPUPOAA, XpaHa 1 rocTonpuemcreo — bbnraprTe ca N3BeCTHN CbC CBOETO
TPaANLMOHHO FOCTONPUEMCTBO.

12. BbnAnsocT B KynTypaTa, NOTPe6UTEeNCKUTe BKYCOBEe M HauMHa Ha XWBOT — Bbirapckuart u
CPBOCKMNAT HApOA MMaT 06O NCTOPUYECKO MUHAMO, CMOAENEHO KYNTYPHO HAaCIEACTBO 1 CXOAEH HAUMH Ha
)nBoT. ToBa Npefnosnara, Ye ycnewHnTe B eHaTa CTpaHa NPOAYKTA 1 YCIYrn NIECHO Le HaMepAT CBoUTe
noTpebuTeny oT Apyrata CTpaHa Ha rpaHuMuaTa.

Il. NIPEAVN HABJIU3AHE HA BbJITAPCKUA MNA3AP

KoraTto HaBnu3aTe Ha 6barapckrda nasap, 3anoyHeTe C ACHO onpefeneHa cTpaTerna n peasiHa oueHkKa Ha
BbH3MOXXHOCTWTE Ha CBOATA opraHu3auus. Cneagalla CTbrka € fa npoyunte 3aAb/I00YEHO TbPCEHETO U
KOHKYpeHLMATa 3a BalWA NPOAYKT AW yCnyra: Janu BalUAT NPOAYKT UMW NpeanoXKeHne ca YHUKanHu,
Janu noTpebutenuTe Beye No3HaBaT BalMA NPOAYKT (M Janu ca ro xapecanu), © ako UMa KOHKYpPEeHTH,
CbllecTBYBAT N1 MPEYKN 3a onpeaensaHe Ha noTpebutenute nunmn baprepu 3a HaBM3aHe Ha Nasapa u T.H.
OnvTanTe ce ga BUAMTe UAnaTa KapTyiHa 1 4a NOCTpouTe NpaBuiiHaTa cTpaTeris 3a Tosa.

Ha BTOpO MACTO, TpAGBa Aa HanpaBuTe OLEHKa Ha YMEHMATa U Bb3MOXHOCTUTE Ha CBOA eKun.
Pasnonarate nu ¢ npefuviieH onuT Ha MeXAyHapoaHu nasapu? Lobpe nu e npueT Bawma NPOAYKT B
Bbnrapua? CouiecTByBaT NI KYNnTYpHU UK 4pyrn bapuepur 3a HaBnM3aHe Ha nasapa?
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Mo TO3M HauvH We MoXeTe fAa pa3paboTnTe AeTalnHa cTpaTerusa 3a HaBAW3aHe Ha nasapa. Han-
BEPOATHO, MbPBOHAYASIHO, TOBa, NpeAnonara CbTPYAHNYECTBO C MECTEH MapTHbOP UAW ANCTpubyTop.
Bbnpeku ye e cnofenaTe NpyUxoanTe, TO3M BapuaHT € CBbp3aH C Hall-MambK pUCK. Bpb3kaTa MoxXe fa ce
paswupu UM ga ce MNpekpatu MonynApusMpaHeTo Ha BalMA MPOAYKT Ha MeCTHO HuBo. ToBa e
nNpaBuAHNOMOMN NPaBUAHUAT NOAXOA, aKO pa3nonarate C Manbk OloKeT. YBepeTe ce, ue HAKOM OT BawwuA
€KuMn No3HaBa Nnasapa u MoXe Aa yrnpasnifaBa NapTHbOPCKNTE BM B3aUMOOTHOLLIEHUS.

Ot gpyra CTpaHa, ako MMaTe YHUKaneH, BepOATHO MaTeHTOBaH NMPOAYKT, @ TbPCEHETO My HapacTBa,
MOXeTe Aa npeanpuemerte rno-arpecMBeH MHBECTULMOHEH MOAEN 3a 3alyMTa Ha CBOATa UHTeNeKTyaslHa
COOCTBEHOCT U fa YBENUUUTE NpUXouTe c1 (BBMPEKU Ye MbpBOHAYaIHWTE Pa3xoau Morat ga 6baar
BMCOKM). B TakmBa cniyyan OMPEKTHO pernctpupante MecTHa KOMMAHWA uin obpasyBalite CbBMECTHO
npeanpusaTne, KOETO BY JaBa KOHTPOJ BbPXY YNpaBneHneTo Ha busHeca.

BbB BCeukn cnyuyali, MO3HaBaHETO Ha MECTHUA Masap € HanoXuTenHo. ToBa BK/OUBA KyNTypa,
B3aMMOOTHOLLEHWA U NPOMULLIIEHOCT. Bbnpeku Ye npeaBapuTeNIHATE NHBECTULIMW Ha BPEME 1 YCUNKS, 3a
Aa ce pa3bepe MeCTHMA Nasap, Ha NPbB norned 3abaBAT npoueca, Te ce OTNNaLaT Hanpea BbB BpemeTo. He
rm cbKpawasanTe! MpenopbymMTeNnHO € fa Ha3HauUUTE HAKOWM, KOMTO MMa ONMUT U CbLUECTBYBALUN pPeasHu
6U3HEC KOHTAKTM Ha MECTHO HUBO.

Jpyr BaXKeH BbNPOC € Aa 0OMUCIUTE Bpb3KaTa MeXIY LLeHTPaNHUA 1 MecTHUA oduc. Hakon KomnaHmm
n36umpart fa paboTaT c uyxaeHuUW. ToBa ca Xopa: a) Ha KOMTO Ce NJlalla Ha MeCTHO HMBO Y XXMBEAT B CTPAHATa,
unu 6) KonTto paboTAT B LeHTpanHuA odunc Ha dMpmaTta U NbTYBAT AO CbOTBETHOTO MACTO HAa YA bIKEHU
KomMaHaMpoBKW. U nBaTa nogxona Mmat npearMMCcTBa M HefocTaTbLN.

Ako cnyxutenat paboTu B LeHTpanaTta, KOMMNaHWATa NpaBy 3HaYMTENIHM UHBECTULMN B Te€3M Na3apw.
Hal-BepoATHO He ncka To3mM YoBek fJa Obhe oTAaneyeH Ha XUnAaay KNNoMeTpy, KbAeTo ynpaBneHneTo 1
NMepcoHanbT He MOraT Aa Ce CpelHaT auue B Nnue, 3a fa o6CcbaaT 6U3Heca 1 BbNPOCUTE, KOUTO e
Bb3HMKBAT. [10 e41H unm gpyr HaurH, TO31 YOBEK NPeKapBa MHOMO BpeMe B LieHTpanHua opuc. M Bce nak e
Ce HanoXu 1a HaeMeTe MeCTEH NOCTOAHEH NePCOHar, KOWTO [ia U3BbPLUBA TEKYLLUTE AeNHOCTN.

MHOro KoMnaHMm TbPCAT NPUCHCTBUE HA PA3IMYHUN MeXAYHapoaHU nasapu. [peau aa ce BNycHeTe KbM
HOBa TepuTOpWA, € BaXKHO fa pa3bepeTe KynTypaTta, obuuyanTe, HyXOMTe U HenMcaHWTe NpaBunia Ha
KOHKpeTHaTa CTpaHa, KoUTo, B KpaliHa CMeTKa, LLie B MOMOrHaT no-aobpe Aa nspaboTmre KoHLeNUMA 1 3a
Ob/rapckumA nasap.

Korato pabotnte BbpXy U3rparkgaHeTo Ha MeXAYHAapPOAHOTO NMPUCHCTBME 1 Na3apHMA AR Ha BallaTa
MapKa, yBepeTe ce, Ye MnucnuTe rnobanHo 1 cbfgasaTe UANOCTHA CTpaTerus. 3agbnbo4eHOTO NO3HABAHE LWe
CMrHanu3vpa Ha BaWusA LeneBn nasap U NoTeHLMANTHUTE BU KIMEHTH, Ye "CTe CU Hanmucanm 4OMaLLHOTO".
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MPAKTUYECKU CbBETU

Bb3MOXHO e npunaraHeTo Ha pa3HOObpa3HY BapraHTU U NOAXOAM NMpuY pa3paboTBaHe Ha CTpaTeruns 3a
HaB/M3aHe Ha HOB Ma3ap. HdeTannute 3aBUCAT OT cneumduKata Ha NpPoAyKTa, OTpachia, KOHKpPeTHaTa
CTpaHa, B KOSITO Ce TbPCK NasapHa peanmsauus. M Bce nak, uma obLwm NpenopbKu, KOUTO BaXKaT 3a BCUYKN.
ETo HAKOM OT TAX:
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KakbB e nponsBoACTBEHMAT KanayuTeT Ha BaweTo npeanpuatne? — Hanpasete npeasapu-
TeflHa OUeHKa Ha MPOU3BOACTBEHUTE CU Bb3MOXHOCTY Y FPAHULUTE, B KOUTO TbProBCKUAT OTAEN
Moyke Aa odpepurpa Ha 6bArapcKkmMa KIMEHT, KaTo Ce rapaHTMpa U3MbJIHEHNETO Ha MOeTUTE aHraXu-
MEHTM, N He Ce HapyLlaBa PUTMUYHOCTTA Ha APYruTe JOCTaBKU (Ha HaUMOHanHMA nasap). Moxete ga
pa3paboTuTe T.Hap. NPO2HO3HU NPOU380OCMBEHU KApMU, KOUTO NMPOrHO3MPaT KONMYeCTBa B rpaHnLn
"om-00", no ceaMULIA N MeceL.

Kol e aHraXupaH ¢ HaB/IN3aHeTO BN Ha Gbarapckus nasap? - AKo HaAmaTe crneyuanunsmpaH
TbProBCKU UM MAaPKETUHIOB OTAEN, Hall-gobpaTa anTepHaTiBa € 13M0JI3BAHETO Ha BbHLUEH KOHCYJI-
TaHT conuT BTasn coepa.

lNMo3HaBaTe nn 3aKOHOAATENCTBOTO Ha bbarapma? - Bbnpekn ye bbnrapusa e unet Ha EC, Haumo-
HaJTHUAT Na3ap Ma CI'IELI,VI(I)I/ILIHVI XapaKTepUCTUKN, BKN. 3a0b/IXKUTEJTHO Hann4vne Ha d)I/ITocaHVITapHVI
ceptudukaTti, cepTndrkaTi 3a NPOU3XoA, TaKUBA CBbP3aHN C ekonormaTta u ap. Moxete fa yupe-
LAWTe MeCTHO NPeACTaBUTENCTBO, HAKOWN, KONTO MOXKe Aia BM MOMOTrHe [ia yrpaBnABaTe HeoYaKBaHuUTe
npean3BUKaTeNICTBa 1 Aa 06ACHABA "ManKkuaA WPUPT" Ha OroBOPUTE, KOUTO NPeACToM Aa NoanuLIeTe.

MmaTte nu paspaboTeHO MapKeTUHIoOBO NPOoyYBaHe Ha BaluuA Na3apeH cermeHT B bbarapua? -
BaxkHo e ga npoyunTe KakBO Npeanarat BawunTe KOHKYPeHTV B bbnrapua. Onutanu nn ca ce v gpyru
BaLUV KOHKYpPeHTW Aa BnA3aT Ha 6bnrapckma nasap? Kakeu npear3BrKaTencTBa ca CpelHanu 1 Kak
ca rm npeogonenu? Kakea e 6una TAxHaTa CTpaTerus 3a HaBnmM3aHe Ha Masapa? A Bue Kak Lie
noctbnute? OTHOCKUTENTHO €BTVH MNOAXOA Aa ce caobuete ¢ nogobHa MHPopMaLMA e fa NoTbpcuTe
OVPEKTEeH KOHTaKT ¢ noconctBoTo Ha Cbpbus B bbnrapus. B kpaa Ha HapbyHuKa UMa akTyanHm
KOHTAKTU 1 Ha TbProBCKMTE Kamapu, KoUTo obefnHABaT 6b/irapckute npeanpusaTus.

MosHaBaTe nu 6bnrapckua 6msHec eTuker? — [lpoyyeTe BHUMATENIHO HaBuUMTe U GU3HEC
noeepeHveTo B bbarapus. ToBa He e TPYAHO, 3aLW0TO 6BArapCKUAT 1 CPbOCKNAT Hapod Umat o610
MWHANo 1 CXofHa KynTypa. MoxeTe fja ce gonuTaTte 1 10 CBOV KONErv Ui NapTHbOPU, KOUTO BeYe
M3HACAT 3a Ta3n CTpaHa.

NmaTte nn Beve ocbLieCcTBEHN KOHTAKTV C NOTeHUanHn KnneHTn B bbarapua? - Ch3gaBaHeto
Ha NbpBUTE KOHTAKTU € KIIIDYOBO 3a CTapTMpaHe Ha TbProBCKM OTHOLLEeHMA. 3aToBa e Hali-gobpe
npeaBapuTenHo da paspabotute oblMTe OKYMEHTH, C KOUTO Lie OCbLUeCTBUTE MbpPBOHaYaneH
KOHTAKT C NOTEHLUMNANHWA CY KIWEHT nam NapTHbop. B ciyyan, ye HAKora cte nmanm napTHbOpU Uinm
YacTMYHM [OCTaBKU 3a ¢upmu oT bbnrapma, He nponyckanTe fga ro cnomeHete. BbB Bawerto
dMpMeHOo NpeacTaBsHe UM B TOBa Ha NPOAYKTUTE BU, MEHUAKbPUTE e ThPCAT HeLo NO3HaTo 3a
TAX - UMe Ha pUPMa, TEXHONOMNSA, TbProBCKM 3HaK. He nanpaltuante obemmncty npeseHtaumnm!
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v' TecTBaxTe nu CBOUTe NpOoAYyKTU/ycnyrv Ha 6bnrapcku notpeburtenu? - Hanpasete pokyc rpynu,
3a fia M3npobBaTe Bb3MOXKHUTE peakLyy Ha CBOMTe ObAeLLM KNMeHTH. Te MoraT Aa BKoUBaT KpanHu
noTpeobuTeny, NpeacTaBUTeNIV Ha MeCTHIA BU3HEC, XKYPHANUCTA U HAKOW OT JIMAEPUTE HA MHEHNe
B Bbnrapus. To3n noaxoa Moxe Aa M31CKBa MAKo NO-BMCOKa MbPBOHAYasIHAa UHBECTULUA, HO LLE BY
Aafie MHOTO AICHa NPeACTaBa 3a TOBA KaKBY LUe ca MbPBUTE peakuMmn Ha KITIMEHTUTE B CTPaHaTa v we
OTTpeHMpaTe CBOsATa Na3apHa peakuus.

lll. MOAEJIN 3A HABJIN3AHE B bbJITAPCKUA MNA3AP

PexxnmuTe 3a BNn3aHe BAN3aHe B 6bArapckusanasap ce pasnnyaeat no: 1/ cteneHTa Ha puUcka, KONTo
KpUWAT, 2/ KOHTPOMa M aHraXxmpaHocTTa Ha pecypcute, KOUTO U3NCKBaT, M 3/ Bb3BpPbLIaeMOCTTa Ha
VHBECTULIMUTE, KOATO obeLlaBaT.

Mma aBa OCHOBHU BMAa PeXnMMn: KanmntanoBm N HECBbP3aHU C ANOBO y4aCTne peXXnMn. KaTeropvaa
peXnmn, HeCBbP3aHM C AANOBO y4acCTune, BKIKOYBA U3HOC U AOTOBOPHN CNMOpa3yMeHUA. KaTEFOpVIFITa Ha
PeXrma Ha COOCTBEHNA KanuTasl BK/OUBA: CbBMECTHO npeanpuAaTne N AblepHU opyKeCTBa.

A. N3HOC - e npouec Ha npogax6a Ha CTOKW 1 YCnyrv, NPOU3BEeAEHN B eiHa CTpaHa KbM ApYrut
cTpanu. CbllecTByBaT ABa BUAA U3HOC: ANPEKTEH VI MHANPEKTEH.

1. AAMpeKTeH N3HOC — Hal-YeCTo CPELLAHMAT PEXMM 3a U3HOC, NPY KOWTO Ce peanvsnpaT MKOHOMUW OT
Mawaba. NMpon3BoACTBOTO Ce KOHLUEHTPMPa B poAHATa CTpaHa 1 NPeaoCcTaBsa No-Ao6bp KOHTPO BbpXY
ANCTPUOYLMATA. [JUPEKTHUAT N3HOC paboT Haln-gobpe Npu Manku obemu. lonemute 06emn Ha N3HOC
MoraT ia 3aeicTBaT NPoTeKLMOHN3bM. OCHOBHATA XapaKTEPUCTKA €, Ye HAMA HAKAKBY MOCPEHNLM.

1.1. T'bpl'OBCKIlI npeacTaBnUTeNIN — TOBa Ca YyXAaeCTpaHHWU OOCTaBYMLUM / npouvssogunTenn B cBoute
MeCTHN Nna3apwn, KOUTO pa6OTFIT 3a YCTaHOBEHAa KOMWCUOHHaA BDbPXY npo,qa>K6V|Te. Te nognomarat
npomussoaunTenAa No OTHOWEHME Ha MeCTHaTa peKnamMa, MeCTHU npop,a>K6eH|/| npes3eHTaunn, ypexaart
MUTHUYeCKnTe d)opmanHocm 1 CNa3BaTMECTHOTO 3aKOHOoAaTeNncTBo. KomnaHumnte, KOUTO npenocTaBAT
BNCOKOTEXHONOIMMYHW yCnyrn Nnn NnpoayKTn (Hanp. npon3BoacCTBOTO Ha MalUWNHK), NeYenaT Haln-MHOro oT
TbProBCKO NpeacTaBUTENCTBO.

MOJENN 3A
HABJIU3AHE B
BbJIFAPCKUA NMA3AP
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1.2. QuctpubyTopm — Te KynyBaT NPOAYKTV CaMu W MM NpenpoAaBaT Ha CBOMTE MECTHM Masapu Ha
TbProBLUM Ha epo, TbProBuUy Ha ApebHo nnv 1 aeete. AuctpnbyTopuTe ca fobpa CTpaTervis 3a HaBNM3aHe
Ha nasapa, 3a NPOAYKTU, KOUTO MOraT fla CTOAT Ha CKnag (Urpayky, enekTpoypeam, npuroTeeHa xpaHa).

NMPEAMMCTBA HEAQOCTATHLUA

. KOHTpOJ’I BbpXy cenekumAata Ha 4yXOeCTPpaHHW | - nO-BI/ICOKI/IIprBOHaLIaJ'IHI/Ipa3X0,£lI/II/Ipl/ICKOBe

nasapw 1 M360p Ha NPeACTaBUTENHN APYXKECTBA + [Mo-BMCOKM VHBECTMLUMN HA BpPeMe, pecypcn u
« Jlobpa obpatHa UHPopMaLMA OT LeneBust nasap, NnepcoHarn, KaKTo 1 OpraHN3aLNOHHN MPOMEHMU
no-Ao6py OTHOLLEHMA CKyMyBaumMTe + [o-BUCOKM NHPOPMALIMOHHM N3NCKBAHUA

. I'Io—n06pa 3alinTa Ha TbProBCKNUTE MapKu, naTteH- | . Mo-gbnro BpeMe 3a foCTUraHe Ao nasapa
T, gobpata Bons 1 Apyra HemaTepunasHa cobcTBe-
HOCT

« [MoTeHUWanHo No-rofieMmn NPoaaxK6m

2. UHgMpeKTeH N3HOC - npouec Ha N3HOC Ypes 6a3npaHmn B CTpaHaTa Ha M3HOCUTENSA NOCPEaHMLN.
M3HOCKTENAT HAMa KOHTPOJ HaZ CBOMTE MPOAYKTU Ha BbHLUIHMSA Nasap.

2.1. TbproBCcKN KOMMNAHUM 3@ N3HOC— MPEAOCTABAT YC/yryi 3a NOAKPeNa Ha Lenus NpoLec 3a eAviH Ui
noseye goctaBunum. Moaxoaawm ca 3a 4OCTaBUNLM, KOUTO He No3HaBaT n3Hoca. O6MKHOBEHO Te BbpLuaT
uanata Heobxofarma paboTa: HAMUPaHe Ha 3aArPaHVYHN TbProBCKM MAPTHbOPW, NPeACTaBsAHE Ha Mpo-
AYKTa, OTrOBapPAHE Ha KOHKPETHY 3aNUTBAHVA U T.H.

2.2. KomnaHun 3a ynpaBneHne Ha U3HOCa — Te PAKO MOeMaT eKCMOPTHO-KPEAUTHM PUCKOBE U
paboTAT C HEKOHKYpUpaLLK ce NPoAyKTW. Hali-uecTo TbpryeaT 3a CMeTKa Ha CBOMTE JOCTaBUYMLN, KaTO TEXHU
eKCMopTHU OTaEeNN.

2.3. EKcnopTHU TbproBum — G1pmin 3a TbProBUs Ha eapo, KOUTO KynyBaT HEOMAKOBaHW NPOAYKTM OT
npovsBoanTeny 3a npenpogaxba B uy>k6vMHa, Noa CBOM COOCTBEHM TbPrOBCKM MAPK/ 1 HAMMEHOBaHUS.
MpeavMcTBOTO Ha EKCMOPTHUTE TbProBUM € NpomMouusTa. HegoctaTbK e, ue TAXHATa AEMHOCT MOXe Aa
[AoBefie 10 Hannuvie Ha MAEHTUYHM MPOAYKTU, MOA PA3/IMYHM TbProBCKN HAMMEHOBAHUA 1 LIeHOOOpa3yBaHe
Ha na3apa. Taka eKCNOPTHUTE TbProBLM MOraT ja Bb3NpPenATCTBaT yCUIMATA 3a U3HOC Ha MPOU3BOAUTENS.




NMPEANMCTBA HEAOCTATDHLM

bvp3pgocTbn gonasapa

KoHueHTpauma Ha pecypcu 3a Npon3BoACTBO
Manko nnun HMKakBoO GUHAHCOBO aHraXmnpaHe, Tbi
KaTo U3HOCHT 0O6MKHOBEHO 06XBalLa MOBEYETO pas-
XOAU, CBbP3aHN C MEXAYHAPOAHUTE Npoaaxou
HucbK pucK 3a KOMNaHUNTE, KOUTO CMATAT TEXHUA
BbTPELLEH Na3ap 3a No-BaXKeH 1 3a KOMMNaHUK, KOUTO
BCe OLLe pa3BMBaT CBOATA U3CnefoBaTesicka 1 pas-

Manko nnu HNKaKbB KOHTPOS Haf pa3npocTpaHe-
HMETO, NPOAAXKOUTE, MAPKETMHIa 1 T.H.

lpewHnAT 36op Ha ANCTPUBYTOP MOXe Aa aoBeae
[0 Nvnca Ha obpaTHa Bpb3Ka Ha Na3apa, 3acAraiia
MeXOyHapOAHMA ycrex Ha KoMNaHuATa
MoTeHUMaNHo No-HNCKM NPOLAAXOU B CPaBHEHUE C
AVNPEKTHUA U3HOC

KoMnaHnmTe, KOUTO CEPUO3HO OOMUCTAT MeXAY-

BOVHA AGNHOCT, MAPKETVHT 1 CTpaTernn sa npo- HapoaAHUTE Ma3apn KaTo BaXHa 4acCT OT TexXHUA

axom
A ycrex, BEPOATHO Lie n3bepaT NpeKns N3HOC, KakTo
+ YnpaBrieHVEeTo Ha M3HOCA € Bb3JIOXKEHO Ha BbHLIHK VMHCTPYMEHT 3a BNM3aHe Ha nasapa.
N3MbAHUTENN
B. TMLUEH3UPAHE

MexayHapoaHOTO criopa3yMeHVe 3a INLEeH3MpPaHe AaBa Ha Yy>KAeCTPaHHN GUPMMN N3KITIOUUTENHN UK
OrpaHUYeHy NpaBa Aa NPou3BeXaaT NPOAYKT 3a onpefeneH CPOK Ha JaaeH nasap. JlnyeHsogatenar aasa
OrpaHVyeHn MnpaBa WM OCUrypsBa Pecypcn Ha PasnosioKeHue 3a NMueH3ononyvatena B CTpaHaTa-
AOMaKMH. Te MoraT fa ca NaTeHT TbProBCKM MapKK, YNPaBEHCKN YMEHWS, TEXHONOMN U APYri, KOUTO
MO3BOMIABAT Ha NMLEH30MONyYaTens Aa NPOU3BOACTBEXAA U NPoJaBa B CTpaHaTa-fOMaKMH MofobeH
NPOAYKT Ha TO3M, KOMTO NMLEH30AATENAT Beue NpousBexaa v NpoaaBa B CBOATA CTpaHa, 6e3 aa U3nckea
NNUEeH304aTEeNAT ia OTBaps HOBO NPOV3BOACTBO B Uy»KOMHa. [Neyan6ata Ha niueH3o4aTeNnsa 06MKHOBEHO ce
dopmMrpa OT eaHOKPATHN MIALLAHMSA, TEXHUYECKU TaKCU U aBTOPCKU MpaBa, KOWUTO Ce M3UNCIABAT KaTo

NPOLEHT OT NpoJdaxxbuTe.

NMPEAUMCTBA HEOQOCTATHLA

JOMbAHUTENHN JOXOAM 3@ TEXHUYECKO HOY-Xay U
yanyru

/3na3 Ha HOBM Na3apw, HeLOCTBIMHU YpPe3 U3HOC OT
CbLUECTBYBALUM CbOPBKEHUA

Bbp30 cpaswmpsBaHe, 6€3 PUCKOBE U rofieMun
KanuTanoBm MHBECTULN

I'IporlpaBﬂ NbT3a 6'bJJ,EIJJ,VI NMHBECTUMN B Na3apa

3ana3Ba YCTaHOBEHW NMNa3apwu, 3aTBOPEHN C TbPros-
CKMorpaHmnyeHuaA

MuHUManeH nonnTNYeCKu pPUcCK

Mo-HncKu goxoan, B CpaBHEHUNE COPYTNTE PEXNMN

3ary6a Ha KOHTPOJ OT CTpaHa Ha nuueH3ofaTens,
BbpXYy onepauuute no NpPou3BOACTBOTO U
TbprosusTa

Puck MapKaTa 1 penyTaunATa Aa 6'b,£laT nopyraHun
OTHEKOMMNETEHTEH NMNAaPTHbOP

YyKgecTpaHHMAT NapTHbOP MOXKe fa Ce NPeBbPHe
B KOHKYPEHT upe3 npogax6a Ha Npon3BoACTBOTO
CV Ha MeCTa, KbAeTO KOMMaHWATa-n1LeH3oaaTen
Beue paboTu

Y

MOJENN 3A
HABNU3AHE B
BbJIFAPCKUA NMA3AP




MOJENN 3A
HABNU3AHE B
BbJFAPCKUA MA3AP

C. DPAHYAN3UHI

Cnctemata 3a PpaHuali3aMHr MoXe fa ce onpefenn KaTo: "Cuctema, B KOATO MOAy-HE3aBUCUMU
cobCTBeHNUM Ha Br3Hec (bpaHuyarizononyyaTenn) 3annawaT Takcu Y Bb3HarpaxaeHna Ha ApYy»KeCcTBOTO
MaliKa (ppaHuyaizogaTen), B 3aMsHa Ha NPaBOTO fa ce naeHTMdMLMPaT C HeroBaTa TbproBCcKa MapkKa, 3a fa
npoaaBaT HeroBuTe NPOAYKTU UK YCNyri, @ YecTo 1 Aa U3Non3eaT Heroeua 6msHec dopmat n cuctema'.
O61KHOBEHO cropa3ymeHunaTa 3a ppaHyUan3mHr ca 06emHmn n gbarocpouHun. PpaHyarzogatenaT npegnara
6orat nakeT OT NpaBa M pecypcun, KOUTo 0OMKHOBEHO BKOYBAT: 0b0opyABaHe, YNPaBNEHCKN CUCTEMMY,
PbKOBOACTBO 3a yrnpaBneHne, MbpBOHaYyanHo obyyeHune, ofobpeHne Ha MACTOTO, LANOCTHA NoAKpena 3a
ynpaBneHue Ha bu3Heca. 3a pa3nuka oT IMUMH3a ppaHYai3vHIbT Ce OrpaHMyaBa CaMo A0 TbProBCKM MapKu
M yrpaBfieHNETO Ha HOY-Xay-TO Ha bu3Heca.

NMPEANMCTBA HEAOCTATDHLM

+ HucbK nonuTuyeckn puck + OpaHuaiizononyyatenute moraT fa ce NpeBbpHaT
+ HwuckaueHa B6'b,E|,eLIJ,I/I KOHKYPEHTN
» [lo3BonsABa egHOBpEMEHHA eKCNaH3MA B Pa3inyHuy | ° MNoTeHumanHa NUNCa Ha MHTEPEC OT CTPaHa Ha
pernoHun Ha ceeta $paHuarnsononyyatenn
- Jlobpe noa6paHUTe NapTHLOPU HOCAT prHaHcoBa | * CKTloUBaHe Ha CMopasymMeHUs C Hemoaxoaawy
WHBECTULMA, KaKTO U YNPaBieHCKN CNoco6HOCTU KaHAnMAaTK, KOUTO fAa NOpyraatT MMETO n peny-
Ha 6u3Heca TaUunATa Ha KOMMNaHWATa
+ 13nckBa ce no-ronama ¢prHaHCOBa UHBECTULMA, 33 Ad
ce cb3gagat, noaabp)kaT M ynpasnaBaT ¢opaH-
yarisononyyartenu

D. AbLLEPHU APYKECTBA

AbluepHOTO ApY>KeCTBO Npeanonara ABa Buga cTpaTerum:

1. MHBecTuuusa "Ha 3eneHo" e n3rpakaaHeTo Ha HOBO AbLUEPHO APYXKECTBO, C Mb/IHa COOCTBEHOCT. TA e
CNOXHa N NOoTeHUMaNTHO CKblla, HO € B CbCTOAHWE Aa OCI/IprI/I Nb/1eH KOHTPOJ1 Ha d)vlpmaTa M UIMa Han-ronam
noTeHUMan fa npefocTaBy Hag cpefHaTa Bb3BPbLLAEMOCT.

2. MNMpupo6uBaHeTo npegara Han-6bP30TO 1 HAN-TONSMO MbPBOHAYANTHO MEXAYHAPOAHO pa3Lwnps-
BaHe. To M3UCKBaA 3aKynyBaHe Ha KOHKYPEHT, OCTaBYMK, AUCTPUBYTOP UK NpeanpuUATAe B CUIIHO CBbP3aHa
WHAYCTPUA, 3a Aa NO3BOMU yrNpakHABaHe Ha OCHOBHAa KOMMETEHTHOCT uin aa npuaobrie KOHKYpPeHTHO
npeavMcTBO Ha Nasapa.

Y

10




E. CbBMECTHO NMPELANPUATUE (AXKOWUHT BEHYDP)

B I>KOMHT BeHYBbPaA Ma NeT o6LW LieNIn: HaBMM3aHe Ha Nnas3apa, CNojesiAHe Ha puUcka / Bb3Harpaxie-
HMETO, CrofeNAHe Ha TEeXHONOorMuTe U CbBMECTHa pa3paboTka Ha MNpPOAYKTW, U OTroBapsAHe Ha
V3UCKBAHUATA Ha AbpKaBHUTE perynauuu. Jpyru nonsuv BKAOYBAT: NOANTMYECKN BPbH3KU 1 JOCTbMN A0
anctpunbytopckn KaHanu. OCHOBHUTE BbMPOCK, KOUTO TpAGBa Aa ce B3emaT NpeaBua NpPu CbBMECTHO
npeanpuATe ca: COH6CTBEHOCT, KOHTPOM, NMPOABIIKUTENHOCT Ha Cropa3yMeHueTo, LeHoobpa3yBaHe,
TpaHCPep Ha TEXHONOIMUTE, CMOCOOHOCTUTE U PEeCcYypCUTE Ha MeCTHUTE GMPMKM U HaMepeHMATa Ha
npaeuTencTeoTo. [loTeHunanHu npobnemu:

v KOH)NMKT OTHOCHO aCUMETPUYHM HOBM MHBECTULINN;

Heposepure B naTeHTOBaHW 3HAHUS;

JBycMurcnve B U3MbIIHEHNETO — KakK Aa ce ,pa3genu baHuuata”;
JInnca Ha nogkpena oT CTpaHa Ha KOMMNaHWNA-MalnKa;

KyntypHu npoTusopeuns;

AKoO, KaK 1 Kora a ce NnpeKpaTAT OTHOLWeHUATa.

KakBaTo 1 cTpaTerus gansbepeTte, He 3abpaBsalTe, ue CpbOCKNAT BU3HEC MMa CBOeTo MACTO B bbnirapuan
EBpona. B rno6annsmpalyma ce eBponencky nasap BCEKU, KOWTO 3Hae KakBo, KakK 1 3aLLo ce NpaBu, € N3Mu-
HaJl NoJsI0BMHATA OT MbTA KbM yCrexa.

AN N NN

IV. MIPAKTUYECKA UHOOPMALNA

CNNUCHK C TBProBCKN N3N0XKEHNA
MexpyHapopaeH naHaup lNnosaus
A: 4003 Mnospaws, 6yn. Llap bopuc Il O6eanHuTen 37

HAK - Konrpecen uentop Copun EALL T: +35932902311,+35932902 115

A: 1463 Codus, nn. bvnarapus 1 ®: +359 32 902 432’

T: +359291663 00, +359 2 916 6400 AP . . . .

E: info@ndk.bg E: fairinfo@fair.bg W: http://www.fair.bg

W: http://www.ndk.bg (decTnBaneH v KOHrpeceH LeHTbp - BapHa
A: BapHa 9000, 6yn. CnusHuua 2

NnTtep Ekcno Llentbp Copusa EAJ] T: +35952685214

Coodus, 6yn. Lapurpagcko woce 147 ®: +359 52 608-446
+359 29655 281, +359 2 4013 281 E: fk@mail.orbitelbg W: http://www.fccvarna.bg

A:
T:
:ED.: +359 29655 231,+5924013 231 [o6puUKM naHaup
w:

exhlblt.lons@lec.bg A: 9300 lo6pwny, yn. HezaBucmmocT 7, eT. 3
http://iecbg T: +359 58603 152

E: dobrich_fair@abv.bg

W: http://www.dobrich-fair.com
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NOJNIE3HU AAOPECU

MNoconcreo Ha P Cbp6us B bbnrapua

A: 1504 Codus, yn. Benuko TbpHOBO 3

T: +3592946 1635; +3592 946 1633

®: +359 946

E: sofia@emb-serbia.com W: http://www.sofia.mfa.gov.rs

MuHMCcTepCcTBO Ha BbHIWIHUTE pa6oTu Ha P Bbarapus
A: 1113 Codusa, yn. AnekcaHabp XeHaos 2
T: +35929482999 W: http://www.mfa.bg

MuHMCTEepCTBO Ha NKOHOMIKaTa 1 eHepreTuKa
Ha P bbarapua

A: 1000 Codus, yn. CnaBAHCKa 8

T: +3592 9407001

®: +3592 987 2190; +359 2 981 9970

E: e-docs@mee.government.bg

W: http://www.mi.government.bg

MuHMNCTEpPCTBO Ha NHBECTULIMOHHOTO NpoeKTupaHe Ha P
bvnrapua

A: 1000 Codusa, yn. Cbb6opHa 1

®: +359 2 896, +359 2 9046 804

W: http://www.mip.government.bg/

M3nbnHUTeNHa areHUA 3a HacbpUyaBaHe Ha MankKuTe u
cpefHU NpegnpuATAA

A: 1000 Codus, yn. Jlere 2-4

T: +35927940

E: officec@sme.government.bg

W: http://.sme.government.bg

BbArapcku MHCTUTYT 3a CTaHAApTU3aLusA
A: 1797 Codusa, yn. Jlbuesap CtaHues 13

T: +35928174504

W: http://www.bds-bg.org

®oHgaums , Kaysn”

A: 1324 Codus, yn. Gunmnoscko woce 38

T: +3592925 1460

®: +3592927 7328

E: fondacia_kauzi@abv.bg W:://www.kauzi.org

anrapcxa CTONaHcKa Kamapa
1000 Codus, yn. AnabuH 16-20
+359293209 11
: +359 2987 26 04
office@bia-bg.com

med>»

W: ://www.bia-bg.com

Y ¥ .

Bbbnrapcka Toproscko-lpomuwunexa Manata
A: 1058 Codua, yn. Uckbp 9

T: +35928117 400, +359 2 987 26 31

®: +35929873209

E: bcci@bcci.bg W: http://www.bcci.bg/

KoHdepnepauunsa Ha paboTopaTenute nHAyCcTpranum B
Bbbvnrapus
1463 Codusa, yn. XaH Acnapyx 8
+3592981 9169
: +3592988 6776
office@ceibg.bg
: http://www.ceibg.bg

smed>»

Acoumauvs Ha MUHAYCTPMANHUA Kanutan B bbnarapus
A: 1113 Codusa, yn. ®p. XK. Kiopm 20, eTax 8

T: +35929633752,+3592963 3756

E: bica@bica-bg.org

W: http://www.bica-bg.org

Cbl03 3a cTONaHCKa MHULMaTMBa

A: 1784 Codua, yn. Mnxann TeHeB N2 12,
BusHec-ueHTbP "EBPOTYP"

T: +35924840

®: +359297048 00

E: office@ssi-bg.net

W: http://www.ssi-bg.net

HauvnoHanHo capyxeHue Ha ManKknua u cpepeH 6usHec
A: 1421 Codwusa, yn. Hukonan loron 14A
W: http://nasmb-bg.org

HauumoHanHo capyxeHune Ha o6wmHNTe B Peny6nuka
Bbbvnrapus

A: 1111 Codus, yn. lonaw 23

T: +3592943 4467, +359 02 943 4468

®: +359 2943 4431

E: namrb@namrb.org W:http://nasmb-bg.org

Bbnrapcku ukoHomuuecku popym

A: 1463 Coodus, 6yn. Butowwa 86, etax 4
+3592951 5259, +359 2951 5759
+35929532924
info@biforum.org

: http://www.biforum.org

smmd
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I. ZASTO JE BOLJE IZABRATI BUGARSKO TRZISTE?

Svako novo trziste krije izazove i mogic¢nosti. Za preduzetne trgovce iz pograni¢nih regiona izmedu
Bugarske i Srbije ovo je moguée stvaranjem novih kontakata, direktnim pristupom klijentima i
upoznavanjem biznis i korisnickih drustva na obe strane granice sa njihovim kolegama, proizvodaci i firme,
koji traze ekspertnirazvoj svog biznisa.

Evo nekoliko dobrih razlogazasto da proizvodite i/ili realizujete svoju robu | usluge u Bugarskoj:

1. Clan NATO-alEU (01.01.2007.) - Kao clan EU, Bugarska je prihvatila niz dokazanih praksii politika tako
da neprekidno boboljSava svoje zakone i biznis prakse a time pomaze strane investitorime. Cilj je da se
podstaknu investicije u zemlji, da se olak3a investicioni proces i da biznis procedure, povezane sa
celukupnim procesom budu providnije.

2. Deo zajednickog Evropskog trzista — Razpolaganje proizvodnih snaga ili distribucioni mreza u
Bugarskoj daje mogucnost realanog pristupa evropskom trzistu i obezbeduje identi¢nost trgovacke marke.
U dopuni, evropsko poreklo robe i usluga dozvoljava da se ta robai usluge kupuju i kroz evropske programe
zanepovratnofinansiranje.

3. Makroekonomska | finansijska stabilnost - realan rast BND-a (brutni nacionalni dohodak);
minimalna godi$nja promena influacije; nulti valutni rizik — BGN (bugarski lev) je fiksiran ka EUR (euro);
pozitivna ocena kreditnog rejtingaiinvesticione klime u bugarskoj od strane svetskih rejting agencija.

4. Najnizi porezi u EU - 10% su korporativni porez i porez na dobit; 0% je u oblastima visoke
nezaposlenosti; 10% je ravni porez na prihode fizickih lica; oslobadanje od PDV-a za 2 godine pri uvozu
opreme za investicione projekte preko 5 mil. eura koji obezbeduju barem 50 radnih mesta; podpuna
amortizacija kompjuterainove opreme za proizvodnju 2 godine nakon kupovine; mogu¢nost razhodovanja
sredstavazaiztrazivanjairazvojkompanije.

5. Visoki nivo radne snage - visokokvalifikovana radna snaga vladajuca nekoliko stranih jezika; naj
konkurentniji nivoi plata u celoj Evropi; univerzitetsko obrazovanije.

6. Stabilan ekonomski rast — ekonimija Bugarske radi pod valutnim bordom ( 1 euro =1.95583 leva) 3to
pomaze stabilnosti makroekonomske sredine. Zahvaljujuci lokalnim i stranim investicijama, finansijski
sistem je stabilan a bancani sistem 3iri svoje operacije u celoj zemlji.

7. Strateskipolozaj-Bugarskaima odli¢an stratesko-geografski poloZaj kao mostizmedu Evrope | Azije.

8. Najnizi operativni troskovi u Evropi — naprimer, vrlo povoljne cene za iznajmljivanje poslovnog
prostora, kancelarijski materiali t.d.

9. Evropski fondovi — za period 2014 — 2020 g. Bugarska ¢e dobiti oko 8 miliarda eura za projekte
finansirane od strane EU u oblastima infrastrukture, transporta, IT, obnovljivih izvora energije, obrazovanja i
razvoja, upravljanje odpada i mnogim drugim oblastima. Uvodenjem javno-privatnog partnerstva i
socijalnog preduzetniStva ¢e se tek pojaviti i puno drugih mogucnosti investiranja u ovim i drugim
oblastima.

ZASTO JE BOLJE IZABRATI
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10. U Bugarskoj su se strane investicije znacajno povecale nakon ulazka Bugarske u EU. U svetu
poznate marke kaoSolvay, Umocore, Italcemente Group, Liebherr, Kraft, Nestle, American Standard, Philip
Morris, Metro, Lindner, Praktiker i SAP se raduju liberalnoj finansijskoj politici | neprekidnom ekonomskom
rastu Bugarske. Osim toga strain investitoriraduju i:

v Slobodnom kretanju kapitala;

v" Neograni¢enom iznosu zarade u zemljama investitora nakon oporezivanja;

v" Obnovi plata (mimimalnih), socijalnog i zdravstvenog osiguranja do godinu dana, ako budu
zaposleni mladiljudilliljudu sainvaliditeto preko agencije zazaposljavanje;

v' Finansovoj podrscivlade za prioritetne investicione projekte.

11. Odliéna klima, priroda, hrana i gostoprimstvo - su poznati po svom tradicionalnom

gostoprimstvu.
12. Sli¢nost kultura, korisnickog ukusa i nacina zivota - Bugarski i srpski narod imaju istu istorijsku

proslost, kulturno naslede i slican nacin zZivota. To predpostavlja, da ¢e uspesna roba i usluge u jednoj zemlji
lako nacisvoje potrosace sadruge strane granice.

Il. PRE ULAZKA NA BUGARSKO TRZISTE

Kada ulazite na Bugarskom trziste trebate poceti sa jasno odredenom strategijom i realnom i
objektivnom ocenom vasih organizacionih sposobnosti. Bez toga svaki korak nadalje se pod sumnjom.
Sledeci korak je da briZljivo procenite i proucite potraznju i konkurentnu sredinu za vas proizvod ili uslugu.
Dali je proiuvod unikalan na neki nacin, dali si potrosaci ve¢ informisani za vas proizvod (i daliim se dopada) i
ako imate konkurenciju dali postoje barijere za razmenu potrosacaili barijere za ulazak na trziste i sl.? Slika ¢e
vam bitijasnijaadrvo reSenja ¢e nastaviti.

Drugo, kada ulazite na bugarsko trZiste uradite ocenu vestina i sposobnosti sa kojima raspolaze vasa
organizacija. Dali imate predhodno iskusvo ulaska na medunarodna trzista? Dali prihvataju vas proizvod u
Bugarskojidaliima kulturnihilidrugih barijeraya ulazak na trziste?

Na bazi toga ¢e te imati moguénost da razadite detaljnu strategiju za ulazak. Naj verovatnije ¢e to dovesti
(barem za pocekatak) do odnosa sa lokalnim partnerom ili distributerom. I makar to da znaci da Ce te deliti
prihode, to je povezano sa najminimalnijim rizikom. Ta veza moze da bude i prosirena ili prekinute sa
razvojem vaseg proizvoda na lokalnom nivou. Ako raspolazete sa malim budzetom to je pravilni pristup.
Samo se uverite da u ekipiimate nekog ko poznaje trziste i moZe da upravlja te veze.

S druge strane ako imate unikalan i mozda patentovan proizvod i potrznja je znatna, onda mozete da
pokusate sa agresivnijim investicionim modelom kako bi zastitili svoj IP i povecali prihode (i pored toga Sto

Y
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troskovi u startu mogu biti znatniji). U takvom sluc¢aju mozete da organizujete lokalnu biznis grupu direktno
ili daformirate PointVencer $to vam uizvesnom smislu daje kontrolu nad upravljanjem biznisa

U svim tim slucajevima poznavanje lokalnog trzista je obavezno. To uklju¢uje poznavanje kulturu, vezai
industrije. Dok upocetku avansne investicije i napor da upoznate prziste mogu da ostave utisak da koce
proces, navasem putu kasnije ¢e donece dividente. Ali ovaj proces netrebate zaobilaziti ili menjati.

Isto tako morate biti ubedeni da je izvor vase pronicljivosti na vasem racunu ne na tudem. U takvom
slucaju koristiti usluge nekog ko je bio tamo, radio to i ima postojece veze je jedini nacin da nastavite.

Drugo vazno pitanje nad kojim treba da se zamislite je veza SEDISTE - LOKALNA KANCELARIJA. Neke
kompanije biraju da rade sa,strancima“. To su ljudi koji su:

A) placeninalokalnom nivoui zive u zemlji

i

B) baziraninalokalitetu-sedistu ali posecuju trzista dugoro¢nim putovanjem

Koristio sam oba pristupa u proslostiiod oba se mogu izvudi plusevii minusi.

Druga korist od tga da si baziran u sedistu je, da prihvatanjem toga da kompanija znacajno investira u ta
trzista, naj verovatnije ne Zelite da taj covek bude daleko od vas, gde se sa ekipama menadzmenta i
odrzavanja ne mozete sastajati lice u lice za diskutiranje biznisa i eventualnih problema koji ¢e se pojaviti. |
tako i tako taj ¢ovek ¢e provoditi dosta vremena u sedistu. | pored toga na kraju krajeva zaposljavanje
lokalnog personala ¢e biti neminovno da zbog vodenja procedura ulaska na trziste i upravljanje jednog
radno sposobnog i talentovanog personala e biti isto toliko vazno za dobro formiranu dugoro¢nu
strategiju.

Vetina kompanija Zele da razrade prisustvo na razli¢itim spoljnim trziStima. Vazno je, da pre nego udete
na novu teritoriju razumete specifiku te zemlje — kultura, obicaji, potrebe i nepisana pravila, $to ¢e van na
kraju krajeva pomociboljem prilagodavanju vase koncepcije Bugarskom trzistu.

Od znacajne vaznostu je da pre ulaska na strano trziste jasno odredite motivaciju koja stoji iza vaseg
reSenja da proucite ulazak na medunarodno trziste. Istrazite kakva je bila strategija vaseg unutrasnjeg
marketinga i kako unutrasnji plan usvojen u vasoj kompaniji na lokalnom nivou treba da se kotira da bi bio
pozitivno prihvacen na bugarskoj teritoriji.

Kadaradite naizgradnji medunarodnog uticaja na vas brend i njegovog trziSnog udela, uverite se prvoda
virazmisljate globalnoistvarate detaljnu strategiju. Dopunska doza pronicljivostii razumevanja, koju e te vi
postaviti na sto, ¢e signalizirati vasem ciljnom trzistu i vasim potencijalnim klijentima da sta uradili DOMACI.
Udite ispod koze bugarskog trziSta. Rezultati ¢e biti: intuitivni nacin razmisljanja i ponasanje koje ce te
pokazatina spoljnom trziStuito, daznate kako da prisposobite i aklimatizujete sebe isvoju kompaniju novoj
kulturi.
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PRAKTICNI SAVETI

Moguce je koris¢enje raznovrnih varijantii pristupa kod razrade strategije za ulazak na novo trziste. Detalji su
u zavisnosti od specifike proizvoda, grane, konkretne zemlje u kojoj se trazi trzisna realizacija. | pored toga
ima opstih preporuka koje vaze za svakoga. Evo nekih od njih:
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Kakav je proizvodni kapacitet vaseg preduzeca? - Procenite unapred svoje proizvodne
mogucnostiigranica do kojih vase trgovacko odeljenje moZze da predlaze bugarskom klijentu a da se
pri tome garantuje ispunjenje prihvaéenih obaveza i se ne krsi ritmika drugih dostava (na
nacionalnom trzistu). Mozete da razradite takozvane prognozne proizvodne karte koje prognoziraju
koli¢ine "od -do" po nedeljamaimesecima.

Ko je angazovan vasim ulaskom na bugarsko trziste? - Ako nemate specijalizovano trgovacko ili
marketinsko odeljenje, najboljaalternative je dakoristite vanjskog konsultanta saiskustvom u tojoblasti.

Dali poznajete zakonodavstvo Bugarske? - | pored toga $to je Bugarska clan EU, nacionalno trziste
ima specifi¢ne karakteristike kao npr. Da treba da imate obavezni fito sanitarni sertifikat, sertifikat
porekla, takve u vezi sa ekologijom | dr. mozete da osnujete lokalno predstavnistvo, neko ko moze da
vam pomogne upravljate neocekivane izazove i da objasnjava “sitna slova” u ugovorima koje vam
predstoji da podpisete.

Dali imate razradeno marketinsko istrazivanje vaseg trziSnog segmenta u Bugarskoj? - Vazno
je da saznate $ta predlazu vasi konkurenti u Bugarskoj. Dali su pokusavali i drugi vasi konkurenti da
udu na bugarsko trziste? Sa kakvim su se izazovima sreli | kako sui h prevazisli? Kakva je bila njihova
strategija za ulazak na trziste? A kako ¢e te vi postupiti? Dosta je jeftin pristup da si obezbedite sli¢nu
informaciju | da potrazite direktan kontakt sa ambasadom Srbije u Bugarskoj. Na kraju priru¢nika
mozete naci aktialne kontakte i trgovackih komora koje ujedinjuju bugarska preduzeca.

Dali poznajete karakteristicnost bugarskog biznisa? - Proucite paZljivo navike | biznis ponasanje
u Bugarskoj. To nije tesko jer bugarski | srpski narod imaju zajedni¢ku proslost I sli¢nu kulturu. Mozete
dapitatel svoje partnere | kolege koji ve¢ izvoze za ovu zemlju.

Dali ve¢ imate ostvarene kontakte s potencijalnim klijentima u Bugarskoj? - Stvaranje prvih
kontakata je klju¢no za startovanje trgovackih odnosa. Zato je najbolje da unapred razradite opsta
dokumenta sa kojima ¢e te ostvariti pocetne kontakte sa svojim potencijalnim klijentom ili
partnerom. U sluc¢aju da ste nekad vec imali partnere ili dostavu za firme u Bugarskoj, nemojte
propustiti da to spomenete. U prezentaciji vase firme ili proizvoda menaderi ¢e traziti nesto njima
poznato -ime firme, tehnologiju, trgovacki znak. Ne Saljite opsirne prezentacije!

Dali ste testirali svoje proizvode/usluge bugarskim potrosac¢ima? - Formirajte focus grupe da bi
isprobali moguce reakcije svojih buducih klijenata. Oni mogu da ukljué¢e krajnje potrosace,
predstavnike lokalnog biznisa, novinare ili neke od lidera misljenja u Bugarskoj. Ovakav pristup bi
mozda zahtevao malo vecCu pocetnuinvesticiju ali ¢e vam zato dativrlo jasnu predstavu o tome kakve
Ce biti prve reakcije klijenata u zemlji tako ¢e odtrenirati vasu reakciju na trzistu.

¥
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I1l. MODELI ZA ULAZAK NA BUGARSKO TRZISTE

Modeli za ulazak na spoljno trziste se razlikuju po nivou rizika koji nose kontrola i poveravanje resursa,
koji zahtevaju obecani povratakinvesticija.

Postoje dve osnovne vrste ulaska na trziste: povezani i ne povezani sa delovnim u¢e$¢em. Oni koji nisu
povezani sa delovnim uces¢em ukljucuju eksportni i dogovorni sporazum dok oni koji su povezani sa
delovnimuce$¢em uklju¢uju dzoint venceridrustva ¢erke u potpunom vlasnistvu.

A. EXPORTOVANJE - je proces prodaje robe i usluga, proizvedenih u jednoj drzavi, drugim
drZzavama. Postoje dve vrste eksporta — direktan lindirektan.

1. DIREKTAN IZVOZ - to je naj osnovnija metoda izvoza koji vrsi jedna kompanija kapitalizacijom
ekonomije obimima svoje proizvodnje koncentrisane u mati¢noj zemlji i tako vrsi bolju kontrolu nad
distribucijom. Direktan izvoz funkcionise najbolje ako su koli¢ine male. Velike koli¢ine izvoza mogu da
izazovu protekcionizam. Osnovna karakteristika modela ulaska na trzista direktnim izvozom je to 3to ne
postoje posrednici.

1.1. Trgovacki predstavnici - to su spoljni dobavljaci/proizvodaci na njihovim lokalnim trziStima za
uspostavljanje komisinazarade od prodaje. Dostavljaju proizvodacu uslugu podrske u pogledu oglasavanja,
prodajne prezentacije, carinskih formalnosti | zakonskih zahteva. Proizvodaci visoko tehnoloskih proizvoda
iliusluga kao naprimer masina za proizvodniju, naj vise koriste formu trgovackih predstavnika.

1.2. Uvozni distributeri - oni kupuju proizvode za svoj racun i ih preprodaju na lakalnom trzistu

trgovcima na veliko i malo. Uvozni distributeri su dobra strategija za ulazak na trziste za proizvode koji se
koriste u domacinstvu i/ili kao iventar — de¢je igracke, aparati, gotova hranaii t.d.

PREDNOSTI NEDOSTACI

« Kontrola izbora sranih trzista i kompanija -| « Nizipocetni/starttroskoviirizici

predstavnika - Zahteva vece investicije vremena, resursa i
- Dobar fid bek ciljnog trzista koji razvija bolje personalaaisto tako i promene u organizaciji
odnose sakupcima + Vedizahtevizainformaciju

- Bolja zastita registrovanih marki, patenata,| . Viievremenazadostizanjedotrziita
klijenataidruge ne materijalneimovine

+ Potencijalnovece prodaje
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2. Indirektni izvozi - to je proces izvoza koris¢enjem posrednika sa unutradnjeg trzista. Izvoznik nema
kontrolu nad svojim proizvodima na spoljnom trzistu.

2.1. Izvozna trgovacka drustva - dostavljaju podrsku celog izvoznog procesa za jednog ili vise
dobavljaca. Primamljivi za dobavljaée koji nisu upoznati sa izvozom tako $to ITD-a obi¢no obavljaju celo-
kupniposao: nalaze strane trgovacke partnere, predstavljaju proizvod, odgovaraju na konkretne upiteit.d.

2.2, Izvozna menadzerska drustva - slicni su ITD-ima po nacinu na koji izvoze za proizvodace. Za
razliku od ITD-a oni retko preuzimaju izvozno kreditne rizike, uzimaju samo jednu vrstu proizvoda i ne
predsavljaju konkurentne. Obi¢no IMD-a trguju na ra¢un svojih dobavljasa | njihovaizvozna drustva.

2.3. lzvozni trgovci - to su firme za veletgovinu koji kupuju ne upakovane proizvode od dobavljaca/
proizvodaca za preprodaju u inostranstvu pod svojim brendovima. Prednost izvoznih trgovaca su
promocije. Jedan od nedostataka kod koris¢enja Izvoznih trgovaca je $to oni rade identi¢ne proizvode
razlicitih trgovackih brendova i razli¢ito formiranje cena $to znaci da aktivnost Izvoznih trgovaca moze da
poremeti napore proizvodacazaizvoz.

PREDNOSTI NEDOSTACI

+ Brzpristuptrzistu « Mala ili nikakva kontrola nad distributerima,

+ Koncentrisanje resursaza proizvodnju prodajom, marketingomit.d.

- Male ili nikakve finansijske obaveze jer klijentsi | * Pogresan ibor distributera a time i trZista, moze
izvoz obi¢no pokriva vecinu troskova povezanih sa dovesti do neadekvatnog fid beka sto Ce se odraziti
medunarodnom prodajom na medunarodniuspeh kompanije.

- Minimalan je rizik za kompanije koje su resile da je | * Potencijalno nize prodaje u poredenju sa sa
lokalno trziste vaznije kao i za kompanije koje jos f:hrektmm Izvozom. |ZVQ.Zvn| partneri, koji pogréno
razraduju P &R (proucavanje i razvoj), marketing izaberu distributera/trziste, mogu da poremete
strategije prodaje funkcionalnu sposobnost firme.

- Upravljanje izvoza je povereno spoljnom izvoda¢u | * Kompanije koje prihvate medunarodna trzista kao
—izbegavajucitako pritisak menadzerske ekipe vazan deo njihovog uspeh,verovatno ce smatrati

. Odsustvo direktnog upravljanjaizvoznim procesima direktniizvozkaoinstrumentza ulazak na trZiste.
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B. LICENZIRANJE

Medunarodni sporazum za licenziranje dozvoljava stranim firmama (kako ekskluzivho tako i
neekskluzivno) da proizvode proizvode vlasnika za fiksirani period i na odredenom trzistu. Licenzijant s
druge strane daje ogranic¢ena prava ili resurse licenziranom predstavnicke strane. Prava i resursi mogu da
obuhvataju patente, registrovane marke, menadzerske sposobnosti, tehnologije i drugo koje daje
mogucnost licenziranom da proizvodi i prodaje u zemlji-predstavniku proizvod slican proizvodu koji
Licenzijant ve¢ proizvodiiprodaje u ,rodenoj” zemlji a da pritome ne zahteva od Licenzijanta da otvara nove
operacijeuinostranstvu.

PREDNOSTI NEDOSTACI

+ Dobijanje dopunskih prihoda za tehni¢ki nou-haui | « NiZiprihod zarazliku od drugih metoda

usluge + Gubitak kontrole nad proizvodnjo i marketing
« Dostizanje do novih trzista, inace nedostupnih operacijama licenziranog $to vodi do gubitka na
zbog postojecih postrojenja kod izvoza kvalitetu
« Brzo prosiravanje uz minimalni rizik i investicije | «+ Rizik da bude uniStena registrovana marka i
kapitala reputacijazbog nekompetentnih partnera
« Trasiranje novih puteva za buduce investicije na| « Strain partner isto mozZe postati konkurent |
trzistu prodajom svoje proiyvodnje na mestima gde je ]
- Stitiuspostavljenatrzista od trgovackih ogranicenja kompanija majka vec usla

« Politicki rizik je sveden na minimum, jer je
licenziraniobi¢no 100% vlasnik lokalnog vlasnistva

+ lzuzetno atraktivnije za kompanije koje su nove u
medunarodnom poslovanju

BUGARSKO TRZISTE
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C.FRANCAJZ

Francajz sistem moze se opredeliti kao: ,Sistem, u kome polu nezavisni vlasnici biznisa (fran¢ajz primaoci)
placaju takse i autorska prava kompaniji majci (francajzer) u zamenu za to da postanu raspoznatljivi sa
svojom registrovanom markom, da prodaju svoje proizvode i usluge i ¢esto da koriste biznis forme i sisteme
francajzera”. Francajz sporazumi imaju tendenciju da budu duzi i frn¢ajzer predlaze Sirok paket prava i
resursa koji obi¢no obuhvataju: opremu, sisteme upravljanja, VODIC UPRAVLJANJA, pocetnu obuku,
otorizaciju za sajt i celokupnu podrsku potrebna francajz primaocu kako bi vodio svoj biznis na isti nacin
nakoji ga vodi i francajzer. U dopuni, dok sporazum za lizing obuhvata stvari kao intelektualno vlasnistvo,
proizvodne tajneidrugo, ufrancajzu se sve svodi na registrovanu marku i operativni nou-hau biznisa.

I -
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PREDNOSTI NEDOSTACI

Nizak politi¢kirizik
Malitroskoviiniske cene

Dozvoljava istovremeno prosirenje u razli¢itim
regionimausvetu

Dobro izabrani partneri nose finansijsku investiciju

Francajz primalac moze postati buduci konkurent
Potraznja/zahtevanje francajz primaoca moze biti
nedovoljno kada se startuje frn¢ajz kompanije sto
moze dovesti do zakljucivanja saglasnosti sa
pogresnim kandidatima

BUGARSKO TRZISTE

A §

Pogrsan francajz primalac moze da unisti ime
kompanije injenu reputaciju na trzistu

« Zahteva vecu finansijsku investicijuza privlacenje
perspektiva i odrzavanjei i upravljanje franc¢ajz
primalaca

kaoiupravne sposobnistioperisanja .

D. DRUSTVO CERKA U POTPUNOM VLASNISTVU

Drustvo ¢erka u potunom vlasnistvu, obuhvata dve vrste strategija:

1. Investicije na zeleno - to je formiranje novog, u potpunom vlasnistvu, drustva ¢erke. To je Cesto
komplikovano | skupo ali moze dovesti do potpune kontrole firme | ima potencijal da obezbedi povratnost
vise od srednjeg povracaja.

2, Kupovina/prodaja - predlaze naj brze i naj opSirnije po¢etno medunarodno prosiravanje svake od
alternative. To zahteva kupovinu konkurenata, dostavljaca, distributera ili biznisa u vrlo tesno povezanoj
industriji da bi se dozvolilo vréenje osnovne kompetencije i da se uslovi konkurentna prednos na trzistu.

E. DZOIN VENCER

Kod dzoint invencer-a ima pet opstih ciljeva: ulazak na trziste, odnos rizik/nagrada, odnos tehnologija i
razrada dzoint proizvoda i prisosobljavanje vladinim regulacija. Druge koristi su politicke veze i pristup
distribucionom kanalu $to je u zavisnosti od veza. Klju¢na pitanja, da bi se opredelio za dZoint vencer su
vlasnistvo, kontrola, rok uspostavljanja, formirenje cena, transfer tehnologija, sposobnosti i resursi lokalne
firme vladine namere. Kao potencijalne probleme odredujemo:

Konflikt novih asimetri¢nih investicija
Nepoverenje patentovanih znanja

Nejasnoca ispunjenja — kako podeliti kola¢
Nedostatak posrednistva i podrske firme majke
Kulturne suprotnosti

Dali, kako i kada da se prekinu uzajamni odnosi.

Bilo kakvu strategiju da izaberete, nemojte zaboraviti da srpski biznis ima svoje mesto u Bugarskoj i Evropi.
Na globaliziraju¢em evropskom trzistu svako ko zna $ta, kako i zasto se radi je prosao pola puta ka uspehu.

AN N NN YN
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IV. PRAKTICNA INFORMACIJA
Spisak trgovackih izlozbi

NDK - Kongresni centar Sofia EAD
A: 1463 Sofia, trg Bugarska 1

T: +3592916 63 00, +359 2 916 6400
E: info@ndk.bg

W: http://www.ndk.bg

Inter Expo Centar Sofia EAD

A: Sofia, bul. Carigradsko 3ose 147

T: +35929655 281, + 35924013 281
®: + 35929655231, + 35924013 231

E: exhibitions@iec.bg
W: http://iec.bg

Medunarodni sajam Plovdiv

A: 4003 Plovdiv, bul. Car Boris lll Obedinitel 37
T: +35932902311,+35932902 115

@: + 35932902 432

E: fairinfo@fair.bg

W: http://www.fair.bg

FestivalskiikongresnicentarVarna
A: Varna 9000, bul. Slivnica 2

T: +35952 685214

®: +359 52 608-446

E: fk@mail.orbitel.og

W: http://www.fccvarna.bg

Dobricki sajam

A: 9300 Dobri¢, ul. Nezavisnost 7, sp. 3
T:+35958 603 152

E: dobrich_fair@abv.bg

W: http://www.dobrich-fair.com
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KORISNE ADRESE

Ambasada R. Srbije u Bugarskoj

A: 1504 Sofia, ul. Veliko Trnovo 3

T: +3592946 1635; +3592 946 1633
®: +3592 946 1059

E: sofia@emb-serbia.com  W: http://www.sofia.mfa.gov.rs

Ministarstvo spoljnih poslova R. Bugarske
A: 1113 Sofia, ul. Aleksandar Zendov 2

T: +35929482999

W: http://www.mfa.bg

Ministarstvo ekonomije i energetike R. Bugarske

1000 Sofia, ul. Slavjanska 8

+359 2 9407001

: +359 2987 2190; +359 2 981 9970
e-docs@mee.government.bg

: http://www.mi.government.bg

smed>

Ministarstvo investicionog projektovanja R. Bugarske
A: 1000 Sofia, ul. Saborna 1

®: +359 2896, +359 2 9046 804

W: http://www.mip.government.bg/

Izvr$na agencija za podsticaj malih | srednjih preduzeca
A: 1000 Sofia, ul. Lege 2-4

T: +35927940

E: officec@sme.government.bg

W: http://.sme.government.bg

Bugarski institute za standardizaciju
A: 1797 Sofia, ul. La¢ezar Stan¢ev 13
T: +35928174504

W: http://www.bds-bg.org

Fondacija ,Kauzi”
A: 1324 Sofia, ul. Filipovsko Sose 38
T: +3592925 1460
®: +35929277328

E: fondacia_kauzi@abv.bg  W:://www.kauzi.org

Bugarska privredna komora
1000 Sofia, ul. Alabin 16-20
+359293209 11

: +359 2987 26 04
office@bia-bg.com

megd>»

W: ://www.bia-bg.com
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Bugarska Trgovacko-Industrijska Palata
1058 Sofia, ul. Iskar 9
+3592 8117 400, +359 2 987 26 31
¢ +3592987 3209
bcci@bcci.bg
: http://www.bcci.bg/

smed»

Konfederacija poslodavaca industijalaca u Bugarskoj
A: 1463 Sofia, ul. Han Asparuh 8

T: +3592981 9169

®: +3592988 6776

E: office@ceibg.bg

W: http://www.ceibg.bg

Asocijacija industrijskog kapitala u Bugarskoj
A: 1113 Sofia, ul. Fr. Z. Kiri 20, sp. 8

T: +35929633752,+3592963 3756

E: bica@bica-bg.org

W: http://www.bica-bg.org

Savez za privrednu inicijativu

A: 1784 Sofia, ul. Mihail Tanev N2 12,
Biznis centar "Eurotur"
+359248 40

: +35924800
office@ssi-bg.net

med

W: http://www.ssi-bg.net

Nacionalno udruzenje malog | srednjeg biznisa
A: 1421 Sofia, ul. Nikolaj Gogolj 14A
W: http://bg.org

Nacionalno udruzenje opstina u Republici Bugarskoj
A: 1111 Sofia, ul. Golas 23

T: +3592943 4467, +359 02 943 4468

®: +359 2943 4431

E: namrb@namrb.org

W: http://nasmb-bg.org

Bugarski ekonomski forum

A: 1463 Sofia, bul. Vitosa 86, sp. 4
+359 29515259, +359 2951 5759
+3592953 2924
info@biforum.org

: http://www.biforum.org

smTd
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. WHY CHOOSING BULGARIAN MARKET?

Every new market offers challenges and opportunities. For the enterprising merchants from the border-
regions between Bulgaria and Serbia this is possible by creating new contacts, direct access to clients and
introducing business and customer-societies from both sides of the border with their colleagues -
producers and companies, which search for export development. Why to produce and/or realise your goods
orservicesin Bulgaria?

1. Member of NATO and EU (01.01.2007) — As a member of EU, Bulgaria is continuously improving its
legislation and business practises to ease foreign investors.

2. Part of the Single European market — The production or distribution infrastructure in Bulgaria
ensures a real access to the European market and provides brand identification. In addition, the European
origin of goods and services allows their successful realization through European grants’procurement.

3. Macroeconomic and financial stability - real growth of GDP; minimal annual change in inflation; no
currency risk, BGN is with fixed rate to the EURO; positive assessment of the credit rating and investment
climate of the country by global rating agencies.

4.Mostadvantageoustax in EU-10% corporate and income tax; 0% in areas with high unemployment;
10% flat tax on personal income; Possibility for deduction of companies’ expenses on research and
development.

5. High quality workforce - Highly qualified workforce, multilingual; the most competitive rates of
salaryin Europe; university education.

6. Stable economic growth — Bulgaria's economy operates under exchange (1 EUR = 1.95583 BGN),
which contributes to a stable macroeconomic environment. Due to local and foreign investment, the
financial systemis stable, and the banking system expands its operations nationwide.

7. Strategic location - Bulgaria has an excellent strategic geographic location as a bridge between
Europe and Asia.

8.European funds - For the period 2014 - 2020 r. Bulgaria will receive about 8 billion EUR for EU projects,
in the area of: infrastructure, transport, IT, renewable energy, training and development, waste
management, others.

9.Foreigninvestmentsin Bulgaria have increased significantly sinceits accession to EU.

10. Similarities in culture, consumer tastes and lifestyle — Bulgarian and Serbian people have a
common historical past, shared cultural heritage and similar lifestyle. That is why successful products and
services from Serbia can easily find their clients in Bulgaria, vice versa.
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Il. BEFORE ENTERING BULGARIAN MARKET

When entering Bulgarian market you have to start with a clearly defined strategy and an honest
assessment of your organization's capabilities. Without this, any path forward is flawed. The next step is to
thoroughly assess the demand and competitive landscape for your product or service; is the product or
offering thatyou have unique in some way, are consumers already aware of your product (and do they like it),
and if there are competitors, are there barriers to consumers switching or barriers to entry, etc.?

You will begin to see the picture, and the decision tree continues.

The second important consideration when entering Bulgarian market is to complete an assessment of
the skills and capabilities available to your organization. Do you have experience of moving into
international markets previously, is your product accepted in Bulgaria or are there cultural or other barriers
toentry?

From this you will then be able to develop a detailed entry strategy. Most likely this will, at least initially,
entail working with alocal partner or distributor. While this means sharing in the revenue, itinvolves the least
risk. The relationship can be expanded or terminated as you develop your product locally. This is the right
approach ifyou have a small budget. Just make sure you have someone on your team who knows the market
and can manage therelationships.

At the other extreme, if you have some unique, possibly patented product, and the demand is significant,
then you may go with a more aggressive investment model to protect your IP and maximize earnings
(though the start-up costs can be high). In such cases you may set up a local business unit directly, or form a
JointVenture which gives you some control over the direction of the business.

In all these cases, local knowledge is imperative. This means culture, relationships and industry. The
upfrontinvestmentin time and effort to understand the marketplace, while it may seem to slow the process
down, will pay big dividends down the road.This process should not be circumvented or short changed.

Equally, you need to make sure that the source of this insight is on your payroll and not someone else’s. In
thatregard, bringing in the services of someone who has been there, done that (if it does not exist internally)
and has existing relationshipsis the only way to go.

Anotherimportantissue to consider is the relations headquarter-local office. Some companies choose to
work with expats. They are people who are a) paid locally as locals and are living in the country, or b) are
based in HQ and then travel to the markets on extended trips. Having followed both approaches in my past,
there are prosand consto both.

Another benefit to being based in HQ, is that assuming the company is making a significantinvestmentin
these markets, you probably don't want this person sitting thousands of miles away where management

Y
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and support staff can't meet face to face to discuss the business and issues that will arise. One way or another,
this person will spend alot of time in HQ.

However, eventually it will be imperative to hire local permanent staff to run operations following initial
entry,and managing the talent pipeline will become equally important to a well formed long-term strategy.

Many companies want to develop a presence in various international markets. Before embarking on new
territory it'simportant to understand the specific country’s culture, customs, needs, and unspoken rules that
will ultimately help you better tailor your concept for Bulgarian market.

Itis essential, before entering a foreign market to clearly identify the motivations behind your decision to
explore entering the international marketplace. Examine what your domestic marketing strategy has been
and how the domestic plan employed by your company on a local level needs to be tailored to be positively
received in the Bulgarian territory.

When working on building your brand’s international presence and market-share make sure that you're
thinking globally and creating a comprehensive strategy. The extra level of insight and understanding you
bring to the table will signal to your target market and potential clients that you've done your homework. Put
yourselfin the shoes of Bulgarian market. The results will be an intuitive mindset and behavior that will show
the foreign marketplace thatyou know how to acclimate yourself and your company to their culture.
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PRACTICAL ADVICES

You can try various approaches to develop a strategy for entering a new market. The specifics depend onthe
product,industry, particular country. Here are some of them:

v

What is the production capacity of your enterprise? - Estimate the production capacity and
limitations under which your commercial department can offer to the Bulgarian client, ensuring the
implementation of commitments and does not violate the rhythm of other supplies (domestic). You
can develop the so-called prognostic- production maps that predict volumes ranging "from - to", by
weeks ormonths.

Who is involved in your entry on Bulgarian market? - If you do not have specialized commercial or
marketing department, the best alternative is to use an external consultant with experience in the
field.

Are you aware of Bulgarian legislation? — Although Bulgaria is an EU member, the national market
has specific characteristics, incl. mandatory phytosanitary certificates, certificates of origin, environ-
mental and others. You may establish a local representative, someone who can help you to manage
unexpected challenges and explains the "small print" of contracts, thatare yet to be signed.

Have you performed a marketing research in Bulgaria? - It is important to know what your
competitors doin Bulgaria. Have other competitors already tried to enter the Bulgarian market? What
challenges have they encountered and how did they manage? What was their entering strategy? And
how would you proceed? Relatively inexpensive approach to obtain such information is to seek direct
contact with the Embassy of Serbia in Bulgaria. At the end of the Handbook there are some reliable
contactsand chambers of commerce to start with.

Are you familiar with the Bulgarian business etiquette? - Check carefully the business habits and
behavior. This is not difficult, because the Bulgarian and Serbian people have a common past and
close culture.You can alsoask colleagues or partners who already export to that country.

Have you already made contacts with potential customers in Bulgaria? — The first contacts are
crucial to start trade relations. Therefore, it is important to carefully prepare the introductory
documents, which will make initial contact with a potential client or partner. In case you ever had
partners or partial deliveries for companies from Bulgaria, be sure to mention it. In your company
and/or product presentation managers will seek something familiar - company name, technology,
trade mark. Do not send extensive presentations!

Did you test your products / services on Bulgarian consumers? - Make focus groups to test the
possible reactions of your future clients. These may include end users, local business representatives,
journalists and some opinion leaders in Bulgaria. This approach may require a slightly higher initial
investment, but will give you a very clear idea of what will be the first local customers feedback and
you will be aware of the market reaction.

Y
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1ll. HOW TO ENTER BULGARIAN MARKET

Foreign market entry modes differin degree of risk they present, the control and commitment of resources
they require and the return oninvestment they promise.”

There are two major types of entry modes: equity and non-equity modes. The non-equity modes category
includes export and contractual agreements. The equity modes category includes: joint venture and wholly
owned subsidiaries.

A. EXPORTING - is the process of selling of goods and services produced in one country to other
countries.There are two types of exporting: direct and indirect.

1. Direct Exports — they represent the most basic mode of exporting made by a company, capitalizing
on economies of scale in production concentrated in the home country and affording better control over
distribution. Direct export works the best if the volumes are small. Large volumes of export may trigger
protectionism.The main characteristic of direct exports entry model is that there are no intermediaries.

1.1.Sales representatives — these are foreign suppliers/manufacturers in their local markets for an
established commission on sales. Provide support services to a manufacturer regarding local advertising,
local sales presentations, customs clearance formalities, legal requirements. Manufacturers of highly
technical services or products such as production machinery, benefit the most form sales representation.

1.2.Importing distributors - they purchase product in their own right and resell it in their local markets
to wholesalers, retailers, or both. Importing distributors are a good market entry strategy for products that
are carried ininventory, such as toys, appliances, prepared food.

ADVANTAGES DISADVANTAGES

« Control over selection of foreign markets and | - Higherstart-up costsandrisks

choice of representative companies + Requires higher investments of time, resources and
« Good information feedback from target market, personneland also organisational changes
developing better relationships with the buyers . Greater information requirements

- Better protection of trademarks, patents, goodwill, | . Longer time-to-market
and otherintangible property

+ Potentially greatersales
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2. Indirect exports - is the process of exporting through domestically based exportintermediaries. The
exporter has no control overits products in the foreign market.

2.1. Export trading companies - provide support services of the entire export process for one or more
suppliers. Attractive to suppliers that are not familiar with exporting as ETCs usually perform all the
necessary work:locate overseas trading partners, present the product, quote on specificenquiries, etc.

2.2. Export management companies - are similar to ETCs in the way that they usually export for
producers. Unlike ETCs, they rarely take on export credit risks and carry one type of product, not representing
competing ones. Usually, EMCs trade on behalf of their suppliers as their export departments.

2.3. Export merchants - are wholesale companies that buy unpackaged products from suppliers/
manufacturers for resale overseas under their own brand names. The advantage of export merchants is
promotion. One of the disadvantages for using export merchants result in presence of identical products
under different brand names and pricing on the market, meaning that export merchant’s activities may
hinder manufacturer’s exporting efforts.

ADVANTAGES DISADVANTAGES

+ Fastmarketaccess . Little or no control over distribution, sales,

« Concentration of resources towards production marketing, etc.

. Little or no financial commitment as the clients' | © Wrong choiqe of distributor, and by effect, marlfet,
exports usually covers most expenses associated may lead to inadequate market feedback affecting
withinternational sales. theinternational success of the company

+ Low risk exists for companies who consider their | * Poten.tially lower sales as cqmpared to direct
domestic market to be more important and for exporting. Export partners that incorrectly select a
companies that are still developing their R&D, SPEC'f'C dlstr!t_)utor/ market may hinder a firm's
marketing, and sales strategies. functional ability.

. Export management is outsourced, alleviating | + Those companies that seriously consider
pressure from managementteam international markets as a crucial part of their

. Nodirecthandle of export processes success would likely consider direct exporting as

' the market entry tool.
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B. LICENSING

An international licensing agreement allows foreign firms, either exclusively or non-exclusively to
manufacture a proprietor’s product for a fixed term in a specific market. A licensor in the home country
makes limited rights or resources available to the licensee in the host country. The rights or resources may
include patents, trademarks, managerial skills, technology, and others that can make it possible for the
licensee to manufacture and sell in the host country a similar product to the one the licensor has already
been producing and selling in the home country without requiring the licensor to open a new operation
overseas. The licensor earnings usually take forms of one time payments, technical fees and royalty
payments usually calculated as a percentage of sales.

ADVANTAGES DISADVANTAGES

« Obtain extra income for technical know-how and | «+ Lowerincomethaninotherentry modes

services + Loss of control of the licensee manufacture and
« Reach new markets not accessible by export from marketing operations and practices leading to loss
existing facilities of quality
+ Quickly expand without much risk and large capital | « Risk of having the trademark and reputation ruined
investment by anincompetentpartner

« Pavethe way forfutureinvestmentsin the market + The foreign partner can also become a competitor

. Retain established markets closed by trade| by selling its production in places where the
restrictions parental company isalreadyin.

« Political risk is minimized as the licensee is usually
100% locally owned

« Is highly attractive for companies that are new in
international business.

C. FRANCHISING

The franchising system can be defined as: “A system in which semi-independent business owners
(franchisees) pay fees and royalties to a parent company (franchiser) in return for the right to become identified
with its trademark, to sell its products or services, and often to use its business format and system.”
Franchising agreements tends to be longer and the franchisor offers a broader package of rights and resources
which usually includes: equipment, managerial systems, operation manual, initial trainings, site approval
and all the support necessary for the franchisee to runiits businessin the same way itis done by the franchisor. In
addition to that, while a licensing agreement involves things such as intellectual property, trade secrets and
otherswhileinfranchisingitis limited to trademarks and operating know-how of the business.
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ADVANTAGES DISADVANTAGES

+ Low politicalrisk + Franchisees may turninto future competitors
+ Lowcost « Demand of franchisees may be scarce when
. Allows simultaneous expansion into different starting to franchise a company, which can lead to
regions of the world making agreements with the wrong candidates
- Well selected partners bring financial investment | * A wrong franchisee may ruin the company’s name
aswell as managerial capabilities to the operation and reputationin the market
« It requires a greater financial investment to attract
prospects and supportand manage franchisees

D. WHOLLY OWNED SUBSIDIARIES (WOS)
Awholly owned subsidiary includes two types of strategies:

1. Greenfield investment is the establishment of a new owned subsidiary. It is often complex and
potentially costly, butitis able to provide full control to the firm and has the most potential to provide above
averagereturn.

2. Acquisition offers the fastest, and the largest, initial international expansion of any of the alternative.
It requires buying a competitor, a supplier, a distributor, or a business in highly related industry to allow
exercise of acore competency and capture competitive advantage in the market.

E. JOINT VENTURE

There are five common objectives in a joint venture: market entry, risk/reward sharing, technology
sharing and joint product development, and conforming to government regulations. Other benefits include
political connections and distribution channel access that may depend on relationships. The key issues to
consider in a joint venture are ownership, control, length of agreement, pricing, technology transfer, local
firm capabilities and resources, and governmentintentions. Potential problemsinclude:

Conflict overasymmetric new investments
Mistrust over proprietary knowledge
Performance ambiguity - how to split the pie
Lack of parent firm support

Cultural clashes

If, how, and when to terminate the relationship.

AN NI NN

Whatever strategy you choose, remember that the Serbian business has its place in Bulgaria and
Europe. In a globalizing European market anyone who knows what, how and why it is done, has gone half
of the distance to success.
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IV. PRACTICAL INFORMATION

Trade fairs list

National Palace of Culture (NDK) - Congress Centre Sofia EAD

A: 1463 Sofia, 1 Bulgaria Square

T: +3592916 63 00,+3592 916 6400
E: info@ndk.bg

W: http://www.ndk.bg

Inter Expo Center Sofia EAD

A: Sofia, 147 Tsarigradsko Shosse

T: +359 29655 281, +359 2 4013 281
F: +3592 9655 231, +359 2 4013 231
E: exhibitions@iec.bg

W: http://iec.bg

International Fair Plovdiv

A: 4003 Plovdiv, Tsar Boris Il 37

T: +35932902311,+35932902 115
F: +359 32902432

E: fairinfo@fair.bg

W: http://www.fair.bg

Festival and Congress Center-Varna
A: Varna 9000, Blvd. Slivnitza 2

T: +35952685214

F: +359 52 608-446

E: fk@mail.orbitel.og

W: http://www.fccvarna.bg

Dobrich Fair

A: 9300 Dobrich, 7 Nezavisimost Str., 3rd floor
T: +35958 603 152

E: dobrich_fair@abv.bg

W: http://www.dobrich-fair.com
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USEFUL LISTS

Embassy of the Republic of Serbia in Bulgaria
A: 1504 Sofia, 3 Veliko Tarnovo Str.

T: +3592946 1635; +3592 946 1633

F: +3592946 1059

E: sofia@emb-serbia.com W: http://www.sofia.mfa.gov.rs

Ministry of Foreign Affairs of the Republic of Bulgaria
A: 1113 Sofia, 2 Alexander Zhendov Str.

T: +3592948 2999

W: http://www.mfa.bg

Ministry of Economy and Energy of Bulgaria
A: 1000, 8 Slavianska Str

T: +35929407001 F:+3592987 2190; +359 2981 9970

E: e-docs@mee.government.bg
W: http://www.mi.government.bg

Ministry of Investment of Bulgaria
A: 1000 Sofia, 1 Saborna Str.

F: 43592896, 4359 29046 804

W: http://www.mip.government.bg/

Executive Agency for Promotion of
Small and Medium Enterprises

A: 1000 Sofia 2-4 Lege Str

T: +35927940

E: officc@sme.government.bg

W: http://sme.government.bg

Bulgarian Standardization Institute
A: 1797 Sofia, 13 L. Stanchev Str.

T: +35928174504

W: http://www.bds-bg.org

Kauzi Foundation

A: 1324 Sofia, 38 Filipovsko Shosse Str.

T: +3592925 1460 F:+3592927 7328
E: fondacia_kauzi@abv.bg W:://www.kauzi.org

Bulgarian Industrial Association

A: 1000 Sofia, 16-20 Alabin Str.

T: +359293209 11 F: +359 2 987 26 04

E: office@bia-bg.com W: ://www.bia-bg.com

Y
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Bulgarian Chamber of Commerce
: 1058 Sofia, 9 Iskar Str.
+3592 8117 400, +359 2 987 26 31
+3592987 3209
bcci@bcci.bg
: http://www.bcci.bg/

>

smod

Confederation of Employers Industrialists in
Bulgaria
: 1463 Sofia, 8 Han Asparuh Str.
+35929819169
+3592988 6776
office@ceibg.bg
: http://www.ceibg.bg

smonAazr

Bulgarian Industrial Capital Association

A: 1113 Sofia, 20 Fr. J. Curie Str.

T: +35929633752,+3592963 3756

E: bica@bica-bg.org W:http://www.bica-bg.org

Union for Economic Initiative

A: 1784 Sofia, 12 Michael Tenev Str.,
Business Center "Eurotour"

+359 2 48 40
+359 24800
office@ssi-bg.net

mmnd

W: http://www.ssi-bg.net

National Association of Small and Medium Business
A: 1421 Sofia, 14A Nikolai Gogol Str.
W: http://bg.org

National Association of Municipalities in the
Republic of Bulgaria

A: 1111 Sofia, 23 Golash Str.

T: +3592943 4467, +359 02 943 4468

F: 435929434431

E: namrb@namrb.org  W: http://nasmb-bg.org

Bulgarian Economic Forum

A: 1463 Sofia, 86 Vitosha Blvd., floor 4
T: +35929515259,+35929515759
F: +35929532924

E: info@biforum.org W: http://www.biforum.org
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