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PE3OME

Tponuyeckute KynTypu, Kato Mek-
CYKaHCKaTa KpacTtasuua, ropums nbnet un
kneaHo (Cucurbitaceae) ce kyntusmpar B
YMEPEHO KOHTUHEHTa/THUA cybcpenmsem-
HOMOPCKM KIuMmaTt Ha paiioH KouyaHu B
CeBepHa MakepnoHus. NpecHuTe naogose
6sxa TeCTBaHW 3a TeEXHUTE PU3UKOXUMUY-

SUMMARY

The tropical crops chayote, bitter
melon and kiwano (Cucurbitaceae) were
cultivated under the temperate continental
sub-Mediterranean climate of Kochani
region, North Macedonia. The fresh fruits
were tested for their physicochemical
characteristics (water content, total dry
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HWN XapakTepuUCTUKM (BOLHO CbObpXaHue,
00O CyxX0 CbAbpXaHue, o6Ll0 pa3TBoO-
pyuMn TBHPAU Bellectsa U pH) n Mukpo-
6100rMYHO KauecTBO, M3MNoN3Baliku ce-
nekTuBHM cpeam 3a Salmonella spp., L.
monocytogenes, E. coli/Enterobacteriaceae,
APOXAN 1 NSIECEHN 1 arap 3a 06Lmsa 6poii
MUKpPOOPraHusmn. Bcuukn xapakrepucTtu-
KW ca TecTtBaHW B 5 NoBTOpeHUA. PU3NKO-
XUMUYHMTE CBOICTBA Ha KMBaHO (06LLO
pasTBopuMM cyxu Bellecta 4.07% Brix u
pH 4.47) n ropumBms nbnew (06Wo pas-
TBOPUMM Cyxu BewlecTBa OT 3.77% Brix)
ca nogobHM Ha paHHM  OT  Apyru
paiioHn/abpXxaBKn, [OKATO MEKCMKaHcKaTa
KpacTaBuua MMa nogo6HO BOAHO CbAbP-
XaHue 1 pH, HO No-HMCKN 06O pasTBO-
pUMW CyXM BELLECTBA, MOJSTyYEHN B YCJIO-
BuAta Ha CesepHa MakefoHus. 1o OTHO-
LEeHNe Ha MUKPOBMONOTMYHOTO KavyecTBo,
L. monocytogenes, Salmonela spp. u E.
coli He ca OTKpUTK B HUTO eAdHa OT npobuTe.
EHTOGakTepmn Enterobacteriaceae  ca
OTKPUTW B KMBAHO M ropunB nbnew. Haii-
BMCOK CpefeH 6poii MUKpoopraHnsmu e
yCTaHOBEH B kuBaHo (3626 cfu/g), gokato
Han-ronam Opoli Apoxan M nfneceHn B
ropumsmsa nbnew (3084 cfu/g). Pesyntatute
npegnonaraT, Ye MeKCMKaHckaTa KpacTa-
BMLA, TFOpPYMBUS MbNEW U KUBAHOTO C
[06po KayecTBO Ha M/I0AOBETE MOXe ga
ce npousBexgaT B yMepeHuTe KaumaTtuy-
Hu ycnoBua Ha CesepHa MakefoHus. Bece
nak, MekcukaHckarta kpactasuua nMa no-
HWCKO KOJSIMYEeCTBO Ha 06LM pasTBoOpUMU
CYXW BellecTBa B CpaBHEHWE C pekonTa,
npoussefeHa B TPONUYECKN 1 CyoTponuny-
HW pernoHu. scnepBaHunsaTa BbpXy Tesu
KynTypy TpsbBa Aa npogbshkar no OTHO-
LWEeHNEe Ha MNpUrogHoOCTTa KbM pPas/vyHu
KAMMaTUYHN U MOYBEHW PETNOHU 3a THAX-
HOTO OTrnexgaHe u cneyuduyHuTe Tex-
HWKWN 3a Ky/TTUBMPaHE Ha BCEKW BUA MO OT-
HOLLEHWE Ha N0404AaBaHETO N Ka4yecTBOTO.
KntouoBn gymu: Sechium edule,
Momordica charantia, Cucumis
metuliferus, MMKPOBMONOTNYHN KpUTEPUN,
PU3MKOXMMUYHN CBOCTBA

content, total soluble solids and pH) and
microbiological quality using selective
media for  Salmonella  spp., L.
monocytogenes, E. coli/Enterobacteriaceae,
yeast and molds and plate count agar for
total number of bacteria.

All  parameters were tested in 5
replications. The physicochemical
properties of kiwano (total soluble solids
of 4.07 %Brix and pH of 4.47) and bitter
melon (total soluble solids of 3.77 %Brix)
were similar to reports from other
regions/countries, while the chayote had a
similar water content and pH but lower
total soluble solids obtained in our
conditions. Concerning the microbiological
quality, L. monocytogenes, Salmonela
spp. and E. coli were not detected in any
of the samples. Non-coli
Enterobacteriaceae were found in kiwano
and bitter melon.

The highest average plate count was
found in kiwano (3626 cfu/g), while the
highest number of yeasts and molds in
bitter melon (3084 cfu/g). The results
suggest that chayote, bitter melon and
kiwano crop with good fruit quality can be
produced under the temperate climate
conditions of North Macedonia.

Still, the chayote had inferior total soluble
solids as compared to the crop produced
in tropical and subtropical regions.

The research in these crops should
continue in regard to the suitability of the
different climate-vegetation-soil regions
for their cultivation, and specific cultivation
techniques in each species in relation to
fruit yield and quality.

Key words: Sechium edule,
Momordica charantia, Cucumis
metuliferus, microbiological criteria;

physicochemical properties
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YanotbT (Sechium edule (Jacq.
Sw.), kmBaHo (Cucumis metuliferus E.
Mey) wn ropumB nbnew (Momordica
charantia L.) ca KynTypu OT TpOMMYecku
npousxon, npuHagnexawmy kbm 60TaHu-
yeckoTo cemelictBo Cucurbitaceae (cem.
TukBOBM MmN KpaTyHKOBK), OTrNeXaaHu
npeaMMHO B TPONWMUMTE W CynTponuuuTe.
YanoTbT npomsxoxaa oT Mekcuko u Lien-
TpanHa Amepuka. Toli e Hali-nonysnsipeH B
NatnHcka Ameprka u ce oTIiiexja B
TPOMMYECKUTE U CYOTPOMMYHMNTE PETNOHM
(Newstrom, 1990; Newstrom, 1991). EcTec-
TBEHOTO 00MTaHMEe Ha KuBaHOTO (porar
nornew) e B Adpuka (palioHn Ha
Cy6caxapa) 1 torosanagna Asus (Memen)
(Kirkbride, 1993). 3a Tbproscku Lenu ce
otrnexpa B KeHusa, Hosa 3enaHgus,
®paHunsa n N3paen (Lim, 2012). Mopuwu-
BMAT mbhew (ropyvBa rpygka unm 6anca-
MOBa Kpylwia) npomsxoxpa oT Adpuka
(Schaefer and Renner, 2010). Kyntusupa-
HETO My e HesiCHO (Adbpuka unu NHansa) n
OHEeC ce Wu3Mnof3Ba Hal-lWMpoKo B
asunatckute KyxHu (Chomicki et al., 2019).

Hanocnenbk Te3u KynTypu nonyda-
BaT BCE MO-rO/IAIMO BHMMaHue nopagu oT-
yeTeHUTEe UM XpaHUTENHU U BUOGYHK-
unoHasHM cBoiictea (Wannang et al.,
2007; Kubola and Siriamornpun, 2008;
Joseph and Jini, 2013; Anyanwu et al.,
2014; Jia et al., 2017; Mzena et al., 2018;
Parra et al., 2018; Riviello-Flores et al.
2018; Vieira et al., 2019).

B CeBepHa Make[oHUA TpuTe Kyn-
Typu He ca p[ob6pe nosHatm M He ce
oTrexaar YecTo KaTto TbproBcka Kyntypa
WA TPafuUHCKO pacTeHue. OTrnexgaHeTo
UM € M30/IMpaHO M MECTHO, B MasTbk
Mallab oT onpegeneHun depmepmn 3a MecT-
HWUS nasap. HWTo eanH oT TpuTe Buga He
€ BK/HYEH B HaUMOHa/IHUS COPTOB CMu-
CbK, Nyb6/nMKyBaH OT MMHUCTEPCTBOTO Ha
3emefenvneTo, ropute n BOAHOTO CTONaH-
cTBO Ha Penybnuka CeBepHa MakefoHus
(2008). YaiioTbT € BHECeH B pervoHa B
Kpada Ha 90-Te roanHn Ha 20-Tu B., Korato
Ha c/lydaeH MpUHUMN ce oTriexaa kato
rpaguHckn (B 3agHUSA ABOP) eK3eMnasp

INTRODUCTION

Chayote (Sechium edule (Jacq.)
Sw.), kiwano (Cucumis metuliferus E.
Mey) and bitter melon (Momordica
charantia L.) are crops of tropical origin
belonging to the botanical family
Cucurbitaceae (cucurbits or gourd family)
predominantly grown in the tropics and
suptropics. The chayote (mirliton squash)
originates from Mexico and Central
America. It is most popular in Latin
America and grown in the tropical and
subtropical regions (Newstrom, 1990;
Newstrom, 1991). The kiwano (horned
melon) naturally occurs thru Africa (sub-
Saharan regions) and Southwest Asia
(Yemen) (Kirkbride, 1993). It is
commercially grown in Kenya, New
Zealand, France and Israel (Lim, 2012).
The bitter melon (bitter gourd or balsam
pear) originates from Africa (Schaefer and
Renner, 2010). Its domestication is
unclear (Africa or India) and today is most
extensively used in Asian cuisines
(Chomicki et al., 2019).

Recently, these crops are gaining
more attention due to their reported
nutritional and bio-functional properties
(Wannang et al, 2007; Kubola and
Siriamornpun, 2008; Joseph and Jini,
2013; Anyanwu et al., 2014; Jia et al.,
2017; Mzena et al., 2018; Parra et al.,
2018; Riviello-Flores et al. 2018; Vieira et
al., 2019).

In North Macedonia, these three
crops are not well known, and are not
commonly cultivated as a commercial
crop or a garden plant. Their cultivation is
isolated and local, on a small scale by
certain individuals/ farmers for the local
market. None of the three species is listed
in the National variety list published by the
Ministry of Agriculture, Forestry and Water
Economy of the Republic of North
Macedonia (2008). The chayote was
introduced in the region at the end of the
1990’s decade, when it was randomly
grown as a garden (backyard) specimen
(author’s notation), while the kiwano and
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(6enexka Ha aBTOpa), AOKATO KMBAHOTO U
rOpYMBUAT MbMNEL ca No3HaTU OT nocres-
HUTE HAKOJSIKO FOAMHW, OT OH-NaliH mare-
pvann. Tbid KaTo HAMA NoYTK HUKaKBa Hayuy-
Ha MHbopmMauus 3a Te3N HOBW EK30TUYHU
Buaose, otrnexaaHn B CesepHa Makepno-
HWs, Ce NpoBeje Nnpoy4yBaHe € uen ja ce
npoyyn 6e3onacHOCTTa Ha XpaHute (MUK-
POBMONOIMYHO KayecTBO) U (PU3NKO-XM-
MUYHUTE XapaKTepPUCTWKM Ha Te3n Kpa-
TYHKOBW pacTeHusi, NpoM3BeLeHN B KIMMa-
TUYHUTE yCroBUA Ha CeBepHa MakegoHus.

MATEPVAJT U METOOU

Martepuanute, n3non3saHun 3a ToBa
uscnefgaHe, ca naogose OT Tpute BuAa
KpaTyHKoBW: YaioT (Sechium edule (Jacq.
Sw.), kmBaHo (Cucumis metuliferus E.
Mey) wn ropumB nbnew (Momordica
charantia L.) nokasaHn Ha durypa 1.
OUBUKO-XMMUYHNUTE U MUKPOBUONOTNYHM-
Te aHanM3M Ha 4YalioT M KMBaHO ca
M3BbPLUEHN C y3penu nnogose. Tbii kaTo
rOpUMBMAT MbMEL Ce M3MNos3Ba Kato 3e-
JNIEHYYK, OOKaTO e olle 3eneH (Heyspsn),
aHa/m3nTe Npu TO3U BUJA ca U3BBPLUEHU
BBbPXY Hey3pesnu nnogose. NnogoseTe Ha
TpUTEe BMAa ca OTIIeXAaHu B yacTeH
MMOT Mnpe3 BereTaynoHHMA ce30H Ha 2019
r., pasnonoxeH B palioHa Ha KouaHw,
KONTO NpUHaAIeXn KbM YMEPEHO KOHTM-
HeHTa/HNA Cy6-cpeau3eMHOMOPCKN Ku-
MaTuuyeH nosc (Filipovski at al., 1996) nnn
BSk (cteneH, cyx, CTygeH) knumaTt cno-
pes HoBWTE rnobanHu kapTu Ha KivMma-
TUYHaTa Knacudukaums Ha KboneH-laiirep
(1980-2016 r.) c pesonouuma 1-km (Beck
et al., 2018). Mo Bpeme Ha oTrnexagaHeTo
He ca npuniaraHu nectmunan (QyHrmumam
N UHCEKTULMAN).

bitter melon are know from the past
several years, with some on-line popular
reports. Since little to no scientific
information on these new exotic species
cultivated in North Macedonia is available,

a study was conducted in order to
investigate the food safety
(microbiological quality) and

physicochemical characteristics of these
cucurbits  produced in the climatic
conditions of North Macedonia.

MATERIAL AND METHODS

The materials used for this study
were fruits of the three cucurbit species:
chayote (Sechium edule (Jacq.) Sw.),
kiwano (Cucumis metuliferus E. Mey) and
bitter melon (Momordica charantia L.)
shown on Figure 1. The physicochemical
and microbiological analyses of chayote
and kiwano were performed on ripen
fruits. Because the bitter melon is used as
a vegetable while still green (unripe), the
analyses in this species were performed
on unripe fruits. The fruits of the three
species were grown on a private property
during the vegetative season of 2019
located in the region of Kochani, which
belongs to the temperate continental sub-
Mediterranean climate belt (Filipovski at
al., 1996) or BSk (steppe, arid, cold)
climate according to the new global maps
of the Kdppen-Geiger climate classification
for the present-day (1980-2016) at 1-km
resolution (Beck et al., 2018). No
pesticides (fungicides and insecticides)
were applied during the cultivation.
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dur.l. NMopose Ha nscnegBaHUTe TPONMUYECKU KPaTyHKOBU BULOBeE

Fig. 1. Fruits of the examined tropical cucurbit species
A- vaiioT (Sechium edule (Jacg.) Sw.), B- kuBaHo (Cucumis metuliferus E. Mey) n C- ropuvB mbneLl

(Momordica charantia L.)

A- chayote (Sechium edule (Jacg.) Sw.), B- kiwano (Cucumis metuliferus E. Mey) and C- bitter melon

(Momordica charantia L.)

PU3NKOXMMUYHN aHasTU3K

W3cnepBaHun ca cnegHute (pm3snko-
XUMWYHW CBOICTBA: CbAbpXaHue Ha BO-
Ja, o0Wo cbObpXaHWe Ha Cyxo Bellec-
TBO, 06LLO Pa3TBOPMMUK CYXW BeLLECTBa U
pH. CbaobpxaHueTo Ha BoJa U 06LOTO
CbbpXaHMe Ha CyxO BellecTBO BbB
BCEkM BUJ ce onpefens ypes cylleHe Ha
5 npobu oT pasznuyHM nnofose BbB Bb3-
AyuwHa new, npu 105 °C pgo gocturaHe Ha
NMOCTOSAHHO TErno 1 ca uspaseHu kato %
OT Tern0To Ha npecHuTe nnogose. O6L0-
TO KO/IMYECTBO Ha pPasTBOPVMW CYXWM Be-
wecTtea U pH ce onpepensar B 5 TeyHu
npo6u oT BCEKU BUA, NPUTOTBEHM OT pas-
NNYHKU Nnogose, 0bpaboTeHn B 6rieHaep,
cnen koeto npobute ce npeuexaar wu
TeyHocTTa (M1040B COK) ce cbbupa.
OO6LLOTO KOMMYECTBO Ha pPa3TBOPUM CyxXu
BelwlecTBa (TSS) e BaxeH nokasartesn 3a
KayecTBOo, M3Mon3BaH 3a 0603HayaBaHe
cnagocTTa Ha npecHu u npepaboTeHn
rpaguHapcKky  XpaHuTesHM NPOAYKTW, B
nabopatopun 3a u3cnegBaHus U B
NPOMULLIZIEHN NPEeAnpUATUS 3a onpenens-

Physicochemical analyses

The following physicochemical
properties were investigated: water
content, total dry content, total soluble
solids and pH. The water content and total
dry content in each species were
determined by drying 5 fruit samples from
different fruits in air-oven at 105 °C to
constant weight and were expressed as %
of the fresh fruit weight.

The total soluble solids and pH were
determined in 5 liquid samples in each
species, prepared from different fruits
processed on a blender, after which the
samples were strained and the liquid (fruit
juice) collected.

The total soluble solids (TSS) are an
important quality parameter used to
indicate  sweetness of fresh and
processed horticultural food products, in
laboratories for research and by industry
to determine marketing standards
(Magwazaa and Opara, 2015).
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He Ha nmasapHuTe cTaHgapt (Magwazaa
and Opara, 2015). TSS B ToBa Npoy4BaHe
€ n3mepeHo B % Brix, upe3 uudpos ped-
paktomeTbp (Kruss). pH e onpegeneHo ¢
nomMoLyTa Ha UuMdpoB ypes 3a naMepBaHe
Ha pH (Testo).

MWKPOBMONOrMYHN aHa N3N

MnoposeTe, M3N0A3BaHN 3a MUKPO-
OG10/1I0TMYHM aHa/IM3K, ca 06paHn 1 3aHe-
CeHun B nabopatopusaTa, KbAETO ca N3Mu-
TW C YellMsiHa BoAa W crief, ToBa ca npo-
MUTW ABa NbTU C gecTunmpaHa soga. He
€ N3BbpLIEeHA NOBbPXHOCTHA Ae3UHEKLYSI.

AHanusnTe ca U3BbpLEHM C neT
npobu oT Bceku oT TpuTe Buga (obuLo 15).
Bcska oT neTTe npobu 4alioT, ropymB Nb-
new u KMBaHO ca NPUrOTBEHU OT pas/ny-
HM nnogoBe. M1ogoBeTe ca HapsA3aHu Ha
Ma/ikMu napyeta M ca U3MEpPEHW B CTe-
punHW ycnosus. 25 g OT Bcska npoba ca
noctaBeHn B 225 ml ctepuneH 6ydgepu-
paH NenTtoHOB pa3TBOpP W ca Xomore-
HU3MpaHu B xoMoreHusartop (Interscience,
mogen BagMixer). Cneasawute paspex-
JaHns ca HanpaBeHW upe3 CTepweH
6ychepupaH nentoHoOB pasTeop. O6WMAT
6poii aepobHN me3odunHN bGakTepun e
OTKpUT ¢ nomolta Ha arap (PCA) cnepg
24  vyaca  uWHKy6auua npu  37°C.
Enterobacteria u Escherichia coli ca
OTKPUTWU C MOMOLLTA Ha CeNeKkTUBHa Xpo-
MOreHHa cpefa 3a AVPEKTHO n3bposiBaHe
Ha Enterrobacteriaceae wn E. coli
(REBBECA arap) cnepf nHkybupaHe npu
37°C B npoAav/keHue Ha 24 ydaca.
MpoBepkaTa 3a ca/IMOHesNa ce NpoBexaa,
KaTo Ce Wu3non3Ba BUCOKOCE/IEKTMBHA
XPOMOreHHa cpefa 3a OTKpuBaHe Ha ca-
MoHena (24 vaca npu 37°C). Hannumneto
Ha Listeria monocitogenes e nscnegsaHo
ypes K3MNos3BaHe Ha CesIeKTUBHA X/10pO-
reHHa cpepa (arap) ALOA 3a Listeria
cnopep, Ottaviani n Agosti (24 yaca npwu
37°C). OpoxauTte n NaeceHnTe ca oTKpu-
TM 1 13BPOEHN 4Ype3 [/IHKO3eH XiopaM-
eHnkon (YCG) c ekcTpakT OT Apoxau
cneg 3-5 pgHU uHKy6auua npu  25°C.
Bcuukn 1M3N0n3BaHW XpaHWUTENHU Cpeam
ca rotoBum 3a ynotpeba (BioMérieux).

The TSS in this study was measured in
%Brix using digital refractometer (Kruss).
The pH was determined using digital pH-
measuring instrument (Testo).

Microbiological analyses

The fruits used for microbiological
analyses were harvested and taken to the
laboratory, where they were washed with
tap water and afterward washed twice
with  distiled water. No  surface
disinfection was performed.

The analyses were performed on
five samples of each of the three species
(15 in total). Each of the five samples of
chayote, bitter gourd and kiwano were
prepared from different fruit. The fruits
were cut in small species and measured
under sterile conditions. 25 g of each
sample was put in a 225 ml sterile

buffered peptone solution and
homogenized in a stomacher
(Interscience, model BagMixer). The

subsequent dilutions were made by using
the sterile buffered peptone solution. The

total number of aerobic mesophilic
bacteria was detected using the plate
count agar (PCA) after 24 hours

incubation at 37 °C. Enterobacteria and
Escherichia coli were detected using
selective chromogenic medium for direct
enumeration of Enterrobacteriaceae and
E. coli (REBBECA agar) after incubation
at 37 °C for 24 hours. Salmonella
screening was performed using highly
selective  chromogenic  medium  for
Salmonella detection (24 hours at 37 °C).
The presence of Listeria monocitogenes
was examined by using ALOA- selective
chorogenic medium (agar)
for Listeria according to Ottaviani and
Agosti (24 hours at 37 °C). Yeasts and
molds were detected and enumerated by
using yeast extract glucose
chloramphenicol (YCG) plate after 3-5
days of incubation at 25 °C. All media
used were ready-to-use plates
(BioMérieux). An overview of the media
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CbcTaBbT Ha cpegata, m3nonseaHa 3a | used for detection and enumeration of the

OTKpMBaHe 1 U3GposiBaHe Ha U3C/eABaHN-

studied microorganisms is presented in

Te MUKpOoOpraHusmu, e npeactaBeHa B | Table 1.

Ta6nmya 1.

Ta6nuua 1. XpaHUTesiHU cpeam 3a OTKpMBaHe Ha MUKPOOPraHn3Mu
Table 1. Overview of the mediums used for detection of the specific

microorganisms

MNpeanonaraem nonoxuresieH

MapameTsbp Cpegpa MeTog 3a oTkpuBaHe peaynTar
Parameter Medium Method of detection Presumptive positive result
HecenektunBHa cpeaa, 6
06w, 6poii bakTepun No3Bo/IsSiBa pacTex Ha 6akTepum PacTex Ha KonoHuy ot GakTepun
PCA . . : Growth of bacterial colony
Total plate count Non selective medium which formi .
f orming units
enables bacterial growth
. [ob6aska REBECCA KonoHun ¢ po3oB [0 yepBeH
Enterobacteria REBECCA REBECCA EB suplement uBaT/Pink to red colonies
[ -D-rntokypoHuaasHa KonoHum cbe cuH LBsaT c/6e3
Escherichia coli REBECCA aKTUBHOCT CUHbLO xas10/Blue colonies with or
- D-glucuronidase activity without blue halo
Salmonella C8-ecTepasHa aKTMBHOCT Konokm ¢ 61€/10p0308 LBSAT A0

Salmonela spp. -
PP chromogenic agar|

C8-esterase activity

6nenomopas
Pale pink to mauve colonies

aKTUBHOCT Ha B-rntoko3ngasa u
hochaTnanIMHO3NTOTON

KOs1I0HUM CBbC CUH A0 CUHBO-
3e/1eH LUBAT € Xaso

Listeria monocytogenes ALOA cpoccponmnasg C_/B—g_lucosma_s_e Blue to blue-green colonies with
and phosphatidylinositol-specific halo
phospholipase C activity
CenekTnBHa cpefia 3a rbom
(APOXaAM 1 nneceHy) PacTex Ha KOJIOHIM OT NneceHn
MneceHn/Molds YGC agar . . . Growth of mold colony forming
Selective medium for fungi .
units
(yeasts and molds)
CEQEKLV;EH; ﬁ;@i;ﬁ.ﬁ 6u PacTex Ha KONoHWUM OT ApOoXAn
Opoxan/Yeast YGC agar APOX, Growth of yeast colony forming

Selective medium for fungi
(yeasts and molds)

units

PE3YJITATU N OBCBXXOJAHE
B Tabnuuya 2 ca nokasaHW HSAKOW
(PU3NKOXMMUYHM CBOICTBA Ha M3cieaBa-
HUTE KynTypu. YailoTbT MMa Hali-BUCOKO
BOJHO CbabpxaHue (94,76%), Hail-HUCKO
06LO CbAbpXaHME Ha CYX0 BELLEeCTBO
(5,24%) wn Hai-HUcko TSS (2,10% Brix).
Haii-Hucko BogHO cbabpxaHue (88,67%),
Hali-BMCOKO 06LLO CbAbPXaHWe Ha Cyxo
BewectBo (11,33%) w1 Hai-BMcOKaTa
CTOlMHOCT Ha pH (6,45) ca oTkpuTu B rop-
YMBUSA NbMeLl, A0KaTO KUBAHOTO CbAbpxa
Han-BMCOK CTOMHOCT TSS (4,07% Brix) n
Hai-HUCKa CToMHOCT Ha pH (4,47) ).
Jlokato cbabpXaHueto Ha Boga U
pH B yaiioT, Nnpon3BeAeH B ycnoBuATa Ha
CeBepHa MakenoHua, ca CXogHU C
JaHHUTE OT [Jpyrn pPeruoHun, oblmTe

RESULTS AND DISCUSSION

Some physicochemical properties
of the examined crops are shown on
Table 2. The chayote had the highest
water content (94.76%), the lowest total
dry content (5.24%) and the lowest TSS
(2.10%Brix). The lowest water content
(88.67%), the highest total dry content
(11.33%) and the highest pH value (6.45)
were found in bitter melon, while the
kiwano contained the highest TSS (4.07%
Brix) and lowest pH value (4.47).

While the water content and the pH
of chayote produced in the conditions of
North Macedonia were similar to the
reports from other regions, the total
soluble solids obtained in our conditions
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pasTBOPMMM CYXW BeLLecTBa, NoMyvyeHn B
HalumTe ycnoBus ca no-Huckn (Ekanayake
et al., 2007; Mishra and Das, 2015; Oloan
and Jose, 2017). U Bce nak TpsibBa ga ce
oT6enexu, ye NOBEYETO OT MarepunanuTe
3a yalioT He BK/lOYBAT COpPTa, MU3NUTaH B
TOBa Mpoy4BaHe - XbAT 604IMB 4alioT
(var. albus spinosum). ®U3NKO-XUMUYHUTE
cBoiicTBa Ha kmBaHo (TSS m pH) ca no-
[OGHM Ha Te3n, AoknagBaHu oT Souza et
al. (2006) n Antunes et al. (2014). No nogo-
6eH HauuH, cnopep Benzioni et al. (1993)
pH B kmMBaHO Bapupa oT 4,06 go 4,89,
pokato TSS Bapupa ot 4,02% npu 3penu
3e/1eHn Ha uBAT nsogose o 6,19% npwu
3penn XbATO-OpaHXxesBu nnogose. Cno-
pepn Bharati et al. (2018) TSS B ropumsus
nbnew Bapupa ot 3,64 o 5,58 ° Brix B
3aBMCMMOCT OT SIMCTHOTO NoAxpaHBaHe. B
HacTOALWOTO Npoy4yBaHe, TSS B ropumsus
nbnew (3,77% Brix) e B 06xBaT, goknag-
BaH oT Mallikarjunarao et al. (2018) - 2.27
°Brix Ao 4.75°Brix cbC cpegHa CTOMHOCT
3.54°Brix, HO MO-HWCKa B CpaBHEHWE C
pesyntatute ot Kumari et al. (2018) -
4.450% po 6.100%. PH Ha ropuvBua nbneLw
B HacCTOSLLETO uscnenBaHe e no-BMCOKO B
cpaBHeHne ¢ Aminah and Anna (2011).

were lower (Ekanayake et al., 2007,
Mishra and Das, 2015; Oloan and Jose,
2017). still, it should be noted that most of
the reports on chayote do not involve the
variety tested in this study - the yellow
spiny chayote (var. albus spinosum).

The physicochemical properties of kiwano
(TSS and pH) were similar to those
reported by Souza et al. (2006) and
Antunes et al. (2014). Similarly, according
to Benzioni et al. (1993) the pH in kiwano
ranged from 4.06 to 4.89, while the TSS
ranged from 4.02% in mature green fruits
to 6.19% in mature yellow-orange fruits.

According to Bharati et al. (2018) the TSS
in bitter melon ranged from 3.64 to
5.58°Brix depending on the foliar feeding.
In this study, TSS in bitter melon
(3.77%Brix) was in the range reported by
Mallikarjunarao et al. (2018) — 2.27° Brix
to 4.75°Brix with a mean of 3.54°Brix,
but lower compared to the results by
Kumari et al. (2018) - 4.450% to 6.100%.
The pH of bitter melon in this study was
higher in comparison to Aminah and Anna
(2011).

Tabnuua 2. PUIMKO-XUMUYECKN XapaKTEPUCTUKN Ha Wn3criegBaHuUTe Mao40Be:
BOAHO CbAbpXaHue, 06LO cbabpXaHWe Ha cyxo BeuwectBo (TDC), obuo
CbAbpXaHue Ha pa3TBoOpMM cyxu BewecTBa (TSS) n pH cToMHoCT

Table 2. Physicochemical properties of the examined fruits: water content, TDC
(total dry content), TSS (total soluble solids) and pH value

B\;’vg*t'grcc‘;ﬂz’:t‘?%e TDC (%) TSS (%Brix) pH
UaiioT/Chayote 94.7620.32 5.24+0.32 2.10+0.44 6.40+0.06
Topune mbnew/Bitter melon 88.67+1.55 11.33£1.55 3.77%0.38 6.45:0.13
KusaHo/Kiwano 91.98+0.49 8.02+0.49 4.07+1.00 4.47+0.20

PesyntaTute OT MUKPOGUOJIOTMYHNS
aHanu3 ca npeactaseHn B Tabnvua 3.
Escherichia coli, Salmonella spp. u
Listeria monocytogenes He ca OTKpUTK B
HATO eguH OT u3crefBaHuTe M0LO0BE.
Crnopes, MMpaBunHuka 3a cneunduyHn
N3NCKBAHMA 3a 6e30MacHOCT Ha XpaHute
No OTHOLIEHWE Ha MWUKPOOUONIOTUYHUTE
Kputepun  (OdhmumaneH BECTHUK Ha
Penybnuka CeBepHa MakegoHus, 2008),
Salmonella spp. u Listeria monocytogenes

The results of the microbiological

analysis are presented at Table 3.
Escherichia coli, Salmonella spp. and
Listeria  monocytogenes were  not

detected in any of the examined fruits.
According to the Rulebook for specific
food safety requirements regarding the
microbiological criteria (Official gazette of
the Republic of North Macedonia, 2008),
no Salmonella spp. and Listeria
monocytogenes should be found in fresh
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He TpsbBa ga NnpucbCTBaT B N1040BETE U
3eneHyyuuTe, NycHaTn Ha nasapa. Jonyc-
TMMuUTE rpaHuum 3a E. coli ca ot 100 go
1000 cfu/g (n3cnepBaHn B npoueca Ha
Npou3BOACTBO). Apyrute asa Kputepus ¢
fednHupaHy  rpaHMuM B eTana  Ha
NMpoM3BOACTBO Cca Koarynasa MO3UTUBHU
ctagmnokokn n Clostridium perfringens -
Te3an fgBa KpuTepus He ca OLEHEeHM B
HaCTOSLLETO MPOy4YBaHe.

3acera He ca yCTaHOBEHMW OrpaHu-
yeHus 3a Enterobacteriaceae (c uskniouve-
Hue Ha E.coli n Salmonella), o6wusaT 6poii
aepobHn mesothuaHn GakTepum 1 rbLoU
(ogpoxagn wn nnecexHn), npucbcTBalM B
npecHn nnogose (OdwmumnaneH BECTHUK
Ha Penybnuka CeBepHa MakegoHus,
2008). Enterobacteriaceae, kouTo He ca
KoM 6akTepum, ca C HUCBbK Bpoil B uM3-
cnefBaHnTe MN040BE B HaCTOAWETO W3-
cnepBaHe. B vaiiota, Enterobacteriaceae
He ca OTKPWUTK, J0KaTO B KMBAHO U rop-
umeuA nbnew Enterobacteriaceae ca oTkpu-
TV B 2 0T 5-Te npo6wu - 10 cfu/g B kmBaHO 1
15 cfu/g B ropumBua nbnew (cpegHo OT
[BaTa MosIoKUTENHN pe3ynTaTa npu BCEKM
BUA).

Hali-HncKknsaT 6poit aepobHN Me30-
ounHN HGakTepun e OTKPUT B ropumBUs
nbrnew (84 cfu/g). MnogoseTe KuBaHoO,
KbAEeTO € OTKPUT Hai-BUCOKUAT cpeneH
6poii aepobHn Me3ounHN bGakTepun
(3626 cfu/g), cbwWoO wumat Hai-ronama
pasnvka B OTAENHATE NOBTOPEHMS 1 Haii-
BMCOKOTO CTaHAAPTHO OTK/IOHEHNE.

LUlo ce oTHacs A0 CbAbPXaHWETO
Ha rbOMYKM, HaAN-BUCOKM CpedHn CTOM-
HOCTU 3a 06N 6POI MbOMYKK (APOXAN U
nneceHn - 3084 cfu/g), gpoxgn (2766
cfu/g) n nnecenn (318 cfu/g) ca oTkpuTK
npy ropumBma nbnew. Hai-manbk o6Ly
6poin rbouukmn (100 cfu/g) n nnecexn (40
cfu/g) ca oTkpuTM B uyaiioTa, AokaTo
naoAbT Ha KMBAHO CbAbpXa Hai-HUCKO
cbAbpxaHue Ha apoxan (16 cfu/g).

fruits and vegetables placed on the
market. The limits for E. coli are set at 100
to 1000 cfu/g (examined in the process of
production). The other two criteria with
defined limits at the production stage are
coagulase positive staphylococci and
Clostridium perfringens - these two criteria
were not evaluated in this study.

So far, no limits are set for the
Enterobacteriaceae (excluding E.coli and
Salmonella), the total number of aerobic
mesophilic bacteria and fungi (yeasts and
molds) present in fresh fruit (Official
gazette of the Republic of North
Macedonia, 2008).

The non-coli Enterobacteriaceae in the
species examined in this trial were low. In
chayote Enterobacteriaceae were not
detected, while in kiwano and bitter
mellon Enterobacteriaceae were detected
in 2 out of the 5 samples - 10 cfu/g in
kiwvano and 15 cfu/g in bitter melon
(average of the two positive results in
each species).

The lowest number of aerobic
mesophilic bacteria was found in bitter
melon (84 cfu/g). The kiwano fruits, where
the highest average number of aerobic
mesophilic bacteria was found (3626
cfu/g), also had the highest difference
within individual replications and the
highest standard deviation.

Regarding the fungal content, the
highest average values for the total fungal
count (yeast and molds - 3084 cfu/g),
yeasts (2766 cfu/g) and molds (318 cfu/g)
were detected in bitter melon. The lowest
total fungal count (100 cfu/g) and molds
(40 cfu/g) were found in chayote, while
the kiwano fruit contained the lowest
yeasts number (16 cfu/g).

242



Ta6nvua 3. Pe3yntaT OT MUKPOGMO/IOTMYEH aHa/IM3 Ha MPO6U OT YalioT, FropyrB

nbrew v kmeaHo (cfu/g)

Table 3. Results from the microbiological analysis of the chayote, bitter melon

and kiwano samples (cfu/g)

Yaiot/Chayote | Nopums nbnew/Bitter melon | Kusano/Kiwano
06wy, 6poii bakTepuu/Total plate count 155+171.10 84+73.01 3626+3787.13
Enterobacteriaceae n.d 15+7.07* 10+0.00**

E. coli n.d. n.d. n.d.

Salmonella spp. n.d. n.d. n.d.

L. monocytogenes n.d. n.d. n.d.
poxzau n naeceHw/Yeast and molds 100+100.00 3084+1250.91 118+75.30
poxaun/Yeasts 60+89.44 2766+1179.61 16+23.02

Mnecenn/Molds 40+89.44 318+133.30 102+83.49

PesynTtaTute ca cpefHu 3a 5 NOBTOPEHNS +CbC CTaHAAPTHO OTK/IOHEHUE; N.d.- HEe € OTKPUT B HATO efHa oT
5-Te npobu; Enterobacteriaceae ca oTkputu B ropuus nbnew (*) u kmBaHo (**) B 2 oT 5 npobu. CpegHaTta
CTONHOCT 3a BCEKW M/10J, Ce U34NCNSABA OT ABETE MOMOXKUTENTHW NPO6K.

Results are average of 5 replications + standard deviation; n.d.- not detected in any of the 5 samples;
Enterobacteriaceae were detected in bitter melon (*) and kiwano (**) in 2 out of 5 samples. The average in

each fruit was calculated from the two positive samples.

MpOLEHTBLT Ha APOXAM U MSIECEHU
B rbbuyHaTa ¢osiopa Ha wuscnegBaHuTe
nnogoBe e nokasaH Ha durypa 2. Yaiio-
TbT W FOPYMBUAT NbMEW UMaT NO-BUCOK
MPOLEHT Ha [ApOXAN B CpPaBHEHME C
nneceHuTe B obuwiara rbbuyHa dnopa,
Jokato rebuyHata dpsiopa Ha nIo4oBeTe
K/BaHO CbAbpXa MO-BUCOKO CbOTHOLLE-
HMe nneceH-gpoxan. B npoyyBaHe Ha
Tournas (2005), koiWiTo wn3cnegga pas-
NPOCTPaHEHNETO Ha NEeCeHn U APOXan B
NPECHN N MUHUMaNIHO 06paboTEHN 3e/EH-
yyuu, ApOXOUTE ca Hai-pasnpocTpaHe-
HUTE opraHu3mMmn, OTKPUTKN B NpobuTe, nNpu
HWBa, Bapupawm oT no-manko ot 100 go
4.0x10° cfu /g. MneceHute 06MKHOBEHO
BapupaT oT no-masiko ot 100 go 4.0x10*
cfu/g, pokaTto NO-BMCOKM CTOMHOCTM ca
OTKPUTU B HSKOWM OT MpobuTe OT M3LbH-
knute. Cnopepn Jeddi et al. (2014) no-
rofisiMaTta 4act OT U3C/neABaHNTe MPSCHO
Hapsa3aHW 3eneHYyL 06UKHOBEHO CbhAbP-
xat gpoxau oT <10° cfu /g, pokato
nfeceHnTe Hali-Beue ca B HMBaTa Mexay
10% n 10* cfu/g.

The yeasts and molds percentage
in the fungal flora of the examined fruits is
shown on Figure 2. The chayote and bitter
melon had higher percentage of yeasts
compared to molds in the total fungal
flora, while the fungal flora of the kiwano
fruit contained higher mold-yeasts ratio. In
a study by Tournas (2005), who studied
the prevalence of molds and yeasts in
fresh and minimally processed
vegetables, the yeasts were the most
prevalent organisms found in the
samples, at levels ranging from less than
100 to 4.0x10° cfu/g.

Molds generally ranged from less than
100 to 4.0x10* cfu/g, while higher values
were found in some of the sprout
samples. According to Jeddi et al. (2014),
the majority of the examined fresh-cut
vegetables generally contained yeasts
counts of <10° cfu/g, while mold were
mostly in the levels between 10° and 10*
cfulg.
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B C
M Yeasts ™ Molds

dur. 2. CbabpXaHue Ha APOXAW W NJeceHU Mpu rbbuyHata diopa Ha
n3cnegBaHnTe nnogose (%): A- vaiioT, B- ropumB nbnew, C- kmBaHo, D- pactex
Ha rb6u (4poXau N NneceHn) B CeNeKTUBHa cpeja

Fig. 2. The content of yeast and molds in the fungal flora of the examined fruits
(%): A- chayote, B- bitter gourd, C- kiwano, D- growth of fungi (yeasts and molds)

A

on selective media

N3BOM

HacTtosawoTo mnscnensaHe nokassa
Bb3MOXHOCTTA 3a OTI/IeXJaHe Ha Tponu-
yeckusi Bug vanot (Sechium edule (Jacq.
Sw.), kmBaHo (Cucumis metuliferus E.
Mey) wn ropumB nbnew (Momordica
charantia L.) B ymepeHuTe KaMMaTU4HU
ycnosusa Ha CesepHa MakegoHus. [no-
[JoBeTe, MoJlyYeHU B HACTOSLLETO Npoyy-
BaHe, nokassat 3a[0BOJIUTESIHU pe3ynTa-
TN NO OTHOLUEHWE HA MUKPOBMONOrMYHOTO
KayecTBO Ha KpaliHusi NpoAyKT, roToB 3a
KOoHcymaums. o oTHoweHne Ha (huU3nko-
XUMWYHWTE CBOWCTBa, KMBAHO W ropyu-
BMAT NbMew ummar nogobHO KayecTBO B
CpaBHeHWe c pekonTara, NpousBefeHa B
ApYyrv CTpaHu, AoKaTo 4ainoTbT MMma Mas-
KO MO-HUCKO CbAbpXaHue Ha o6Lo pas-
TBOPUMM CyXM BellecTBa. Tpsbsa ga ce
HanpaBAT AOMb/IHUTESNIHU U3CfeBaHus,
3a [a ce NpoyyM Bb3MOXHOCTTa Ha pas-
NIMYHUTE KNUMATUUYHO-PACTUTETHO-MOYBEHM
paiioHn Ha CeBepHa Make[oHUS 3a OTI/IEX-
[aHeTo Ha Te3n TPonuyecku/cyeTponuyHn
KynTypy 1 fa ce oueHu 1 onpegenn Haim-
noaxoAaLmnTe nNpPOuU3BOACTBEHN TEXHUKN
3a BCeKku BUf N0 OTHOLWIEHWE Ha Ao6uB n
KauyecTBo.

CONCLUSIONS

The current study demonstrates the
potential for cultivation of the tropical
cucurbit species chayote (Sechium edule
(Jacg.) Sw.), kiwano (Cucumis metuliferus
E. Mey) and bitter melon (Momordica
charantia L.) under the temperate climate
conditions of North Macedonia. The fruits
produced in this study showed
satisfactory  results concerning the
microbiological quality of the final product
ready for consumption. Regarding the
physicochemical properties, the kiwano
and bitter melon had similar quality as
compared to the crop produced in other
countries, while the chayote had a
somewhat inferior content of total soluble
solids. Further studies should be
performed in order to investigate the
suitability of the different climate-
vegetation-soll regions of North
Macedonia for the cultivation of these
tropical/ subtropical crops, and to evaluate
and determine the most suitable
production techniques in each species in
relation to fruit yield and quality.
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PE3IOME

Ha nasapa ce npegnaraT MHOrO
BWLOBE OpraHWyHW U MUHepasHu Ccyo6-
cTpatu, KOUTO ce passimyasart No MexaHu-
YeH U XUMUYeH cbeTaB. OCHOBHUAT KOM-
NMOHEHT B cybcTpatuTe e Topha. Toin mo-
Xe pa 6bae camocTOATENIHO U3MOM3BaH
WU AONMBHUTENHO 06oraTteH ¢ oTnagby-
HM MPOAYKTM OT XpaHUTEe/IHOBKycOBaTta
NMPOMMLUIEHOCT WM CEJICKOTO CTOMaH-
CTBO. 3a YCMELWHOTO OTI/IeX/AaHeTo Ha Cak-
CUHUTE LBETHM KYNTYpWU rONSIMO 3Haue-
HVe uma nog6opa Ha noaxoasiy, cybeTpar.

3a npoy4yBaHe BMUSIHMETO Ha pas-
JINYHM MOYBEHU CcybCcTpaTu € NpoBedeH
CbA0B ONWUT NPV OpaHXEPWIHN YCMOBMS:
KOHTpO#a - rpaguHckn cybetpart, Jé Fold,
Fioriplus-20 u Fioriplus-50 Bbpxy pactexa
N passuTMeTo Ha Impatiens-New Guinea -
copt Paris (4epBeH) u copT Orestes (65n).
W3cnepBaHeTo e npoBedeHo B VHCTUtyTa
no AekopaTtvBHW W ne4yebHM pacTeHus -
Cocpus.

MonyyeHnTe pesynTatyM nokaseart,
ye OT M3NUTaHUTE cybcTpaTn Hail-goobLP
M 3a [Barta copTa MMnaTMeHC ce oka3Ba
cybcTpaTa Ha yHrapckata pmpma Jo Fold.
OT4UeTeHVAT 06LL, NPUPAcT Ha pacTeHuaTa
3a copt Paris e BucounHa - 11,29 cm u

SUMMARY

Many types of organic and mineral
substrates are available on the market,
which differ in mechanical and chemical
composition. The main component in the
substrates is peat. It can be used
individually or additionally enriched with
waste products from the food industry or
agriculture.  Successful cultivation of
potted flower crops is of great importance
in selecting the right substrate.

Pot experiments were carried out in
greenhouse conditions to study the
influence of different soil substrates:
control - garden substrate, substrate - J6
Fold, substrate - Fioriplus-20 and
substrate - Fioriplus-50 on the growth and
development of Impatiens-New Guinea —
cv. Paris (red) and cv. Orestes (white).
The present research was conducted at
the Institute of Ornamental and medicinal
plants - Sofia.

The results showed that from the
tested substrates the best for both
varieties Impatiens proved to be the
substrate of the Hungarian company Jo
Fold. The reported total growth of plants
for the variety Paris is height - 11.29 cm
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Anametsbp - 21,04 cm, a 3a copt Orestes
€ CbOTBETHO - 12,82 cm 1 17,95 cm.

YcTaHOBEHO €, 4Ye cybceTpatbT He
B/IMsie Ha pa3mepa Ha uBeToBeTe. [lpu
BCWYKM BapuaHTu CTOWHOCTTa My € 5-6
cm.

BnabT Ha cybcTpata okasBa BAuS-
HMEe BBPXY Cpoka Ha OyToHM3auus u
ubtex. MNbpBOHaYaNHO GyTOHM3aUUSA B
Kpas Ha aBrycT M UbQTEX cpejaTa Ha
M.CENTEMBPWU € YCTaHOBEHa B KOHTPOSI-
HUs cybcTpat m cybetpata JO Fold npwu
copt Paris. Mpu copt Orestes ToBa 6e
HabngaBaHO eAMHCTBEHO NMpu cybCcTpa-
Ta Jo Fold.

Mpn cy6ecTpatute Fioriplus-20 wu
Fioriplus-50 6yToHM3auuaTa npu ggarta
copTa u npu KoHTponata Ha copT Orestes
3anoyHa KpasT Ha M.OKTOMBpPW.

KntouoBn paymu: Impatiens-New
Guinea, cybcTpaty, 6rnomeTpus,
6yTOHU3aUNS, LbdTEX

yBO/[,

CakcuitHuTe UBETHU KynTypu Nposi-
BSIBAT MO-rO/IEMW N3MNCKBAHUS KbM MOYBE-
HWUTE YC/I0BUS, OTKOJIKOTO LiBETHUTE BMAO-
BE OTIeXAdaHn Ha oTkpuTo. lMpuumHarta
3a TOBa €, Ye KopeHoBaTa UM CUcTeEMa ce
pasBuBa B Ma/Tbk M0 06em noysa, nopaau
KoeTo Ts TpsibBa ga 6bae Aobpe aepwu-
paHa u 6oraTa Ha XpaHuUTeIHW BeLLecTsa.

MoyBeHWUTE CMECKM UMAT KI4oBa
pons B MPOWM3BOACTBOTO Ha cakcuiiHute
pacTeHus. NouyBaTa M TOPPbLT ca Hai-
N3MoN3BaHNTE KOMMOHEHTU B cybcTpatu
3a KOHTENHepHO NPOM3BOACTBO Ha efHo-
rOAVWHA U MHOTOrOAMLIHU [EKOPAaTUBHU
pacteHunsa (Tarig et al.,, 2012; Nencheva
and Atanassova, 2018).

CamMOoCTOAATE/THOTO M3MOJ3BaHE Ha
rpaguHckata noysa He e A06BP M360pP 3a
pacTeHusiTa OTrexaaHn B KOHTelHepy, 3a-
LLLOTO YECTUTE MOJSIMBKW, U3UCKBAHW OT THX,
e HakapaTt NMoBeyeTo MOYBK Ja ce YnibT-
HAT B TBbpAa maca (Tariq et al., 2012).

TophbT € Hal-lMpOoKO M3Non3Ba-
HUAT MaTtepuas, U3noa3BaH B NoYBEHUTE
CMeCKM 3a OTIieXaaHe Ha CcakCuiHuTe
pactennsa (Marfa et al.,, 2002; Ribeiro et

and diameter - 21.04 cm, and for the
variety Orestes is - 12.82 cm and 17.95
cm respectively.

It has been found that substrate
does not affect the size of blossoms. In all
variants, its value is 5-6 cm.

The type of substrate influences the
duration of buttonization and flowering.
Initially budding in late August and
flowering in mid-September  was
established in the control substrate and
the JO Fold substrate in the Paris variety.
In the Orestes variety, this was only
observed with the J6 Fdld substrate.

In the Fioriplus-20 and Fioriplus-50
substrates, budding for both varieties and
cv. Orestes control began in late October.

Key words:
Guinea, substrates,
budding, flowering

Impatiens-New
biometric indices,

INTRODUCTION

Potted flower crops have higher
requirements for soil conditions than
flower species grown outdoors. The
reason for this is that their root system
develops in a small volume of soll,
wherefore it must be well aerated and rich
in nutrients.

Soil mixtures have a key role in the
production of potted plants. Soil and peat
are the most widely used substrates for
container production of annual and
perennial ornamental plants (Tariq et al.,
2012, Nencheva and Atanassova 2018).

However, the use of garden soil
alone is not a good choice for container
plants, because the frequent watering
required of them will cause most of the
soil to compact into a solid mass (Tariq et
al., 2012).

Peat is the most widely used
material in soil mixtures for growing potted
plants (Marfa et al., 2002, Ribeiro et al.,
2007). The advantages of quality peat
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al., 2007). MNMpegnmcTBaTta Ha KavecTBe-
HWS TOP( ca: CTEePWUTHOCT, CbAbpXaHue
Ha OpraHWyHW BELLEeCTBa, 3adbpXaHe Ha
Boga okosio 60% wu kKanauuTeT Ha
aepauus okosio 30% (Ayan, 1998)

OT pgpyra cTpaHa, M3nos3BaHeTo
camMo Ha Topdh, Kato cpefa 3a OTI/IEX-
JaHe e orpaHu4yeHo, nopaau TpygHocTTa
[Ja ce Hamepu kayecTBeH Topgy 1 nopagm
BMcokata My LieHa (Tariqg et al., 2012).

3a ycnewHoTo OTIIEXAAHETO Ha
[eKopaTUBHUTE CaKCUiHW BUOOBE Ce pas-
paboTBaT No4YBEHM CybCTpaTy, CbabpXa-
WM pasHoobpasHM KOMMOHEHTU: 4YMMOBa
noysa, JIMCTOBKA, TOpd, KOKOCOBM BakHa,
peueH nsacuk, nepaut n ap. (Treder, 2008).

Mpu wu3non3saHe Ha KOKOCOBU
BflakHa € o0cobeHO BaxHO Te pja ca
MUHaNM Npes Npouec Ha KOMNocTupaHe ¢
NPOABL/KNTENIHOCT OKO/Io 4 meceua. o
TO31 Ha4YVH PUTOTOKCUYHUTE CbEeAVHEHNS
B MpEecHuss maTepuan ce efneMuHupar
(Verdonck et al., 1982).

Ha nasapa ce npegnaraT MHOrO
BWAOBE OpraHW4YHM W MUHEpasIHU Cy6-
cTpatu, KOUTO Ce pas/imyaBaTt Mo MexaHu-
YeH U XUMUYeH cbeTaB. OCHOBHUAT KOM-
NMOHEHT B cybcTpaTuTe e Topda, KOoTo e
OOMb/IHUTENHO oOb6orateH Cc [Aob6aBeHK
oTnaAbyHU MPOAYKTU OT  XPaHWUTESTHO
BKycOBaTa NpPOMULLNEHOCT W/ CEJCKOCTO
ctonaHcTBo (Ribeiro et al., 2007).

Mpe3 nocnegHuTe rognMHN n3cnemo-
BaTeNUTE NpPosiBSBaT MHTEPEC KbM Hama-
iiBaHe U3N0N3BaHETO Ha Topcha KaTo
KOMMOHEHT B MPOU3BOACTBOTO Ha KOHTENA-
HepHu pacTeHus (Abad et al., 2001; Guerin
et al., 2001; Hicklenton et al., 2001; Garcia
Gomez et al., 2002; Younis et al., 2007).

M360pbT Ha noaxogsuy cyocTpar e
OT rOMIAMO 3Ha4YeHWe 3a YCMNewHOTo OT-
rnexaaHe Ha CakCUHW LBETHU KyNTypW.
3a npaBuMHMWS pacTex cpeparta Tpsiba
Ja n3nbiHABa 4 (UYHKUMM: noaabpxa
Bnarata; OocurypsiBa XpaHUTEsIHW BeLyec-
TBa; NO3BO/IIBa OOMEH Ha rasoBe KbM U
OT KOPEHUTE; N Ocurypsia onopa 3a pac-
TeHusTa.

Impatiens New Guinea e KOHTeli-
HEpPHO pacTeHve, C AbAbl Nepuoj Ha

are: sterility, organic matter content, water
retention about 60% and aeration capacity
about 30% (Ayan, 1998).

On the other hand, the use of peat
only as a growing medium is limited due
to the difficulty of finding quality peat and
its high price. (Tariq et al. 2012).

For the successful cultivation of
ornamental potted species develop soil
substrates containing a variety of
components: turf soil, leaflet, peat, coir,
river sand, perlite, etc. (Treder, 2008).

When using coconut fiber, it is
especially important that they have gone
through a composting process lasting
about 4 months. Thus, phytotoxic
compounds in fresh material are
eliminated (Verdonck et al., 1982).

Many types of organic and mineral
substrates are available on the market,
which differ in mechanical and chemical
composition. The main component in the
substrates is peat, which is further
enriched with added waste products from
the food industry or agriculture (Ribeiro et
al., 2007).

In recent years, researchers are
interested in reducing the use of peat as a
component in the production of container
plants (Abad et al., 2001; Guerin et al.,
2001; Hicklenton et al.,, 2001; Garcia
Gomez et al., 2002, Younis et al., 2007).

The choice of a suitable substrate
is of great importance for the successful
cultivation of potted flower crops. For
proper growth, the environment must
perform 4 functions: maintaining moisture;
provide nutrients; allow the exchange of
gases to and from the roots; and provides
plant maintenance.

Impatiens New Guinea is a
container plant with a long flowering
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ubTex. OT TbProBCKOTO CU BbBEXJaHe B
HayasioTo Ha 70-Te roAvHU MMNATUEHC
New Guinea ce npesbplla BbB BaxHa
OopaHXepuiliHa cakcuiiHa Kyntypa. MHoro
npovn3BOAMTENIN Ha xubpuaHu Impatiens
New Guinea ca HabnogaBsanu cnab pac-
TeX Ha BKOPEHEeHWTe pe3H1LM CKOopo creq
3acaxgaHeTo. PacTeHuaTta wmsrnexaart
HOpMaJIHM, HO pas3BUTMETO UM € MHOr0
6aBHO. B Te3u criyyam /IOWUAT pacTex He
MOXe fAa ce 06siCHM C pa3BuTMETO Ha
naToreHn unm ¢ HeobuyaiiHW ycnoBus Ha
oKoMHaTa cpeja, Ho ce Habnwogasa yme-
peHa [0 BMCOKa efiekTpuyecka npoBoau-
mocT (EC) Ha nouBeHusa cybctpaT (Judd
and Cox, 1992).

Llenta Ha n3cnegBaHeTo e ga ce
Npoyyn BAVAHWETO Ha pas/IMyHN NOYBEHU
cybCcTpaTn BbPXy pactexa u passuTneTo
Ha Impatiens-New Guinea.

MATEPVAJT N METOOU

M3cnegBaHeTto e npoBefeHO B
WHcTuTyTa 3a pgekopaTvBHU U fievebHu
pacteHns - Codwmsa. N3BeneH e cbaos
ONMUT MpU OpaHXepuiiHn ycnosua 3a
npoyysaHe B/IMAHMETO Ha  pas/NyHU
MOYBEHN CybCTpaTh BBPXY pacTexa u
pa3BuTMeTo Ha Impatiens- New Guinea.

M3nonseaHuTe cybCcTpaTty ca cbe
C/IeHUTE XapaKTepUCTUKN:

MouBeHa Cmecka — KoHTpona —
cybCcTpaT NpUroTBeH OT Topd)-noysa-nep-
T B CbOTHoLWeHne 2:1:0,5. TopdbT € €
TEXHUYeCKa XapakTepucTuka: esieKTponp-
ogogumoct 1,6-1,9 mS/cm, Bnara pgo
65%, oBnaxhutenn 0,1 I/m®, PG MIX —
1kg/m3q3paKu,m=| 0-20 mm, pH 5,5-6,2.
MouyBarta e anyBuanHO-/IMBaAHA C XYMYHO
cbabpxaHune 1,9% un pH-6,5 oT paiioHa Ha
nanp - Cocpus.

MouseHa Cmecka J6 Fold -
cybecTpaT cneymanmavpaH 3a OGasIKOHCKM
ugeTs. B cbcTaBa My ca BK/IOYeHW: 6an-
Tuiicka Topdy, KOKOCOBO Bf1akHO, BY/KaHU-
YeH KaMbK, MUHEepasiH/ TOpoBe C perynu-
paHn pasTBOpMMMN XpPaHUTENHW BellecTBa
"Basacote Plus - Marathon ot dwmpma
COMPO. CbabpxaHMeTo Ha conute
Bapupa ot 0,3-3 g/l, pH 5,5-6,5.

period. Impatiens has become an
important greenhouse pot crop since its
commercial introduction in the early
1970s. Many producers of New Guinea
hybrid impatiens have experienced poor
growth of rooted cuttings soon after
planting. The plants appear normal but
their development is very slow.

In these cases, poor growth cannot be
explained by the development of
pathogens or by unusual environmental
conditions, but moderate to high electrical
conductivity (EU) of the soil substrate is
observed Judd, & Cox (1992).

The aim of the study was to
investigate the influence of different soil
substrates on the growth and
development of Impatiens-New Guinea.

MATERIAL AND METHODS

The research was conducted at the
Institute of Ornamental and Medicinal
Plants - Sofia. A pots experience was
made in greenhouse conditions to study
the influence of various soil substrates on
the growth and development of Impatiens-
New Guinea

The substrates used have
following characteristics:

Soil Mixture - Control - substrate
prepared from peat-soil-perlite in a ratio of
2:1:0.5. Peat has technical characteristics:
electrical conductivity 1.6-1.9 mS/cm,
humidity up to 65%, humidifiers 0.1 I/m?,
PG MIX -1 kg/m3 fraction 0-20 mm, pH
5.5-6.2. The soil is alluvial-meadow with
humus content 1.9% and pH-6.5 from the
area of IOMP - Sofia.

the

Soil Mixture J6 Fo6ld - substrate
specializing in balcony flowers. Its
composition includes: Baltic peat, coconut
fiber, volcanic stone, mineral fertilizers
with regulated soluble nutrients "Basacote
Plus - Marathon from COMPO. The salt
content varies from 0.3-3 g/l, pH 5.5-6.5.
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MouseHa Cmecka Fioriplus-20 —
yHMBEpCasieH cybeTpar, € TexHuyecka
XapaktepucTtuka: EnektponpoBoaMMoCT
40mS/m (+/-25%), opraHM4HO BELLECTBO —
80% cyxa TexecT, TopdheHa cMmec (CBeTb/1 U
yepeH Topc) - 90-95%, nepant — 5-10%,
KOKOCcOBM BfiakHa - 20%, Kanuuves
kap6oHaT (CaCO3) - 3-5 kg/m® , Bnara -
60-70%, pH 5,5-6,5.

MouBeHa Cmecka Fioriplus-50 —
yHUBepcasieH cy6cTpar, € TexHuyecka
Xapakrepuctuka: EnexktponposogumocT
40mS/m (+/-25%), opraHM4yHO BeLLECTBO —
80% cyxa TexecT, TopheHa CMecC (CBETH/1 U
yepeH Topd) 90-95%, nepsmt — 5-10%,
KOokocoBW BnakHa-50%, KanuneB kap6oHat
(CaCO3) - 3-5 kg/m®, Bnara - 60-70%, pH
5,5-6,5.

OnuTbLT € NpoBeAeH NpU opaHxe-
puiAiHK yCrI0BMA B 4 BapuaHTa KaTo BCEKM
BapuaHT e B 10 noBTOpEHUSA:

BapwuaHT | (koHTpona) - K
BapwuaHT Il (J6 Fold)

BapwuaHT Il (Fioriplus-20)
BapwuaHT IV (Fioriplus- 50)

M3non3saH e pascag ot Impatiens-
New Guinea — copt Paris (4epBeH) n copT
Orestes (65an). PacTeHusaTa ca 3acafeHu
no eAvHNYHO B Cakcuu, ¢ aunameTsbp @ -
15 cm (o6em 1,51).

Mecey, cnep 3acaxpaHeTo Ha
pacTeHusiTa € W3BBbPLUEHO efHOKPaTHO
TOpeHe Ha no4yBaTa CbC C/NOXEH Top
Masterblend 20-20-20.

3a npoy4ysaHe BNUSAHWETO Ha pas-
NINYHUTE MOYBEHU CMECKW BBLPXY passu-
TMeTo Ha Impatiens ca HanpaBeHW OT4YU-
TaHnsa npe3 20 AHW Ha nokasaTesnvre
BMCOYMHA U JMaMETbp Ha pPacTeHMEeTo ”
pasmep Ha uBeTa.

MpocneneH e 3apaBHUAT cTatyc Ha
pacTeHusiTa 3a nosieata Ha (YUTOTOKCUY-
HOCT M HacTbnBaHe Ha oeHochasunTe.

[JaHHuTe 6sxa aHanusupaHu upes
t-Tecta Ha codtyepa GraphPad Prism.
Pe3yntatute ca ctaTUCTUYECK/ OKa3aHu
npu P <0.05 (*), P <0.01 (**), P <0.0001
(***), CbOTBETHO, B CpaBHeEHME C
KOHTpo/arta.

Soil  Mixture Fioriplus-20 -
universal  substrate, with  technical
characteristics:  Electrical conductivity

40mS / m (+/- 25%), organic matter - 80%
dry weight, peat mixture (light and black
peat) - 90-95%, perlite - 5-10%, coconut
fiber - 20%, Calcium carbonate (CaCO3) -
3-5 kg/m?®, humidity - 60-70%, pH 5.5-6.5.

Soil  Mixture Fioriplus-50 -
universal  substrate, with  technical
characteristics:  Electrical  conductivity

40mS/m (+/- 25%), organic matter - 80%
dry weight, peat mixture (light and black
peat) 90-95%, perlite - 5-10%, coconut
fiber-50%, Calcium carbonate (CaCO3) -
3-5 kg/m®, humidity - 60-70%, pH 5.5-6.5.

The experiment was conducted in
greenhouse conditions in 4 variants and
each variant is in 10 repetitions:

Variant | (control) - K
Variant Il (J6 Fold)
Variant Il (Fioriplus-20)
Variant IV (Fioriplus- 50)

Impatiens-New Guinea seedlings
were used - Paris variety (red) and
Orestes variety (white). The plants were
planted singly in pots with a diameter of g -
15 cm (contents 1.5 ).

One month after planting, the plants
were fertilized once with Masterblend 20-
20-20 complex fertilizer.

To study the influence of different
soil mixtures on the development of
Impatiens, readings were made every 20
days on the height and diameter of the
plant and the size of the flower.

The health status of the plants for
the occurrence of phytotoxicity and the
occurrence of phenophases was monitored.

Data were processed statistically
and presented as an average value SE.
They were analyzed for significance by
means of t-test of GraphPad Prism
software. The significant differences
between the control and variants were
presented as *(P<0.05), ** (P<0.01), ***
(P<0.0001) and the non-significant — ns.
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PE3SYNTATUN N OBCBbXOAHE

MonyueHuTe pesynratu nokassar,
ye OT M3NUTaHuUTe cybcTpatu Haii-goobp
M 3a [Barta copta uMnaTtuMeHc ce okKasBa
cybcTpaTa Ha yHrapckata ¢gmpma J6 Foéld
(Tabnuua 1 u 2).

Mpu cy6eTpatute Fioriplus-20 wu
Fioriplus-50 ce Habnogasa no-cnab
pacTex OT KOHTpOSiHUS cybcTpar, kaTo
Tasn TeHAeHUMs e MO-CWHO u3paseHa
npwu copt Paris (Tabnuua 1).

PasButneto Ha wumnatneHca ce
Xapakrepusupa C HapacTBaHe Ha pacTe-
HUATa B AMameTbp, KOeTo ce obycnass oT
hopmMmMpaHeTO Ha MHOXECTBO pask/IoHe-
Hus (Tabnuua 2).

OTyeTeHnaT o06uW, npupacT Ha
pacTeHusiTa 3a copT Paris e BucouuHa -
11,29 cm un gnametsp - 21,04 cm, a 3a
copt Orestes e cbOTBETHO - 12,82 cm u
17,95 cm.

RESULTS AND DISCUSSION

The obtained results show that the
substrate of the Hungarian company Jo
Fold turned out to be the best of both
tested impatiences for the tested
substrates (Tables 1 and 2).

In the substrates Fioriplus-20 and
Fioriplus-50, weaker growth was observed
than in the Control substrate, and this
tendency is more pronounced in the Paris
variety (Table 1).

The development of impatience is
characterized by an increase in the
diameter of the plants, which is
determined by the formation of multiple
branches (Table 2).

The reported total growth of plants
for the variety Paris is height - 11.29 cm
and diameter - 21.04 cm, and for the
variety Orestes is - 12.82 cm and 17.95
cm, respectively

Tabnumua 1. BucoumHa Ha pacteHust oT Impatiens-New Guinea (cm)
Table 1. Plant height of Impatiens-New Guinea (cm)

1 "*°oTuntaHe 27° oTuntaHe 37° oTuntaHe 47" oTunTaHe 06,
1st reporting 2nd reading 3rd reading 4th reporting npupact
BapuaHT | (17.07.2019) (2.08.2019) (20.08.2019) (5.09.2019r.) Total
Variants Hau. BMCOYMHA, [NPUpacT,| BWUCOYMHA, | NPUPACT, | BUCOYMHA, |MpMpacT, grgr\:\]/th
BMCOYMHA height growth height growth height growth
Initial height cm cm cm cm cm cm
cm
PARIS

| - Control 6,19 0,13 (7,86 £0,21 |[1,67 12,29+0,35 4,43 16,40+0,4 4,12 10,21
(K)
Il-J6Fold 6,31 £0,16  [7,42+0,2 1,11 12,9+0,26 ns [5,48 17,6 +0,48 |4,70 11,29

ns ns ns
- 6,29 +0,28 ns 6,73+0,26 0,44 9,82+0,31 3,09 13,8+0,35 (3,98 7,51
Fioriplus 20 > rxx [rrx
V- 6,25 +0,24 ns [7,07+0,27 (0,82 7,87+0,27 0,80 13,4 +0,48 [5,53 7,15
Fioriplus50 * v [r+*

ORESTES

| - Control |6,71+0,08 7,36+0,32 |0,65 12,64+0,27 [5,93 16,2+0,48 (3,56 9,49
(K)
Il -J6 Fold [5,88+0,26 7,65+0,28 |1,77 14,99+0,32 [9,11 18,7+0,65 (3,71 12,82

k% ns k% k%
- 6,57+0,2 7,18+0,2 ns 0,61 9,5+0,36 2,32 15,9+0,48 6,4 9,33
Fioriplus 20 |ns rxx ns
V- 5,8+0,18 6,44+0,2 0,64 8,83+0,23 2,39 14,3+0,3 5,47 8,5
Fioriplus 50 [*** * il >
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Tabnuua 2. AnameTbp Ha pacTeHus ot Impatiens-New Guinea (cm)
Table 2. Plant diameter of Impatiens-New Guinea (cm)

1 *oruntane| 27 otuntaHe 37° oTuntaHe 47° oTumTaHe o6y
1st reporting 2nd reading 3rd reading 4th reporting npupact
BapuaHt (17.07.2019) (2.08.2019) (20.08.2019) (5.09.2019r.) Total
Variants Hau. [AmameTbp, NpupacT,| AvaMeTbp, |NpupacT, | AMaMeTbp, [npupacT, gr((:);/th
avamveTtbp | diameter | growth | diameter | growth diameter | growth
Initial cm cm cm cm cm cm
diameter
cm
PARIS

| - Control 12,42 +0,24 (14,96 +0,4 2,54 [21,07+0,82 (6,11 27+0,81 5,93 14,58
(K)
Il - J6 Fold 11,16+0,4 14,54+0,4 (3,38 |25,05+0,59 |10,51 32,2+1,1 7,15 21,04

* ns k% *x
- 11,12 +0,35 [13,06+0,3 (1,94 |13,74x0,5 10,68 19,5+0,5 5,76 8,38
Fioriplus20 p* i ¥ o
IV - 12,17+0,35 [13,9+0,3 1,73 [14,24+0,3 (0,34 18,1+1,1 3,86 5,93
Fioriplus50 ** * [r* pr*

ORESTES

| - Control 10,91+0,3 13,5+0,5 2,59 [18,61+0,65 5,11 23,6+0,7 0,32 8,02
(K)
Il - 36 Fold 10,35+0,18 [14,24+0,3 (3,89 [21,55+0,8 (7,31 28,3+0,7 6,75 17,95

ns ns Ix kK
- 10,53+0,3 12,12+0,36 |1,59 [13,14%0,3 (1,02 22,1+0,5 8,96 11,57
Fioriplus20 ns * [rrx ns
V- 10,43+0,4 11,91+0,37 |1,48 [12,33+0,3 (0,42 21,3+0,7 8,97 10,87
Fioriplus50 ns * [Frx *

Cnopeg Judd and Cox (1992)
HMBOTO Ha efiekTpuyeckatTa NpoBogNMOCT
(EC) Ha nouBeHMA cybCcTpaT BAMsie BbpPXY
pasBuTMeTo Ha pacTeHuaATa. Te ca
ycTaHoBuAu, 4ye EC <1,5 dS « m-1 paBsa
Hali-0o6bp pacTex Ha nvnaTnaHca.

Zawadzinska et al. (2013) Habnto0-
JaBart, 4ye Ha/IM4ymeTo Ha KOKOCOBM Biak-
Ha B MOYBEHUSI CyGCTpaT oKa3Ba BUSHUE
BbpPXY pacTtexa u pasmepa Ha LBeToBeTe
npu Pelargonium. Mogo6Hu pesyntatn ca
oTyeTeHn n ot Awang et al. (2010) npwu
Celosia cristata.

B HaweTo npoyyBaHe 6e ycCTaHO-
BEHO, ye cybcTpaTta He B/vsie Ha pasme-
pa Ha LBeTOBETE N NPW BCUYKN BapuUaHTu
TOI ce ABWXU mexay 5-6 cm.

BuabT Ha cybeTpaTa B TO3M ekcne-
PUMEHT OKa3Ba B/IMSIHME BLPXY Cpoka Ha
O6yTOoHM3auMs 1 LbMTEX Ha ABaTa copTta
umnatueHc (dPurypal).

According to Judd and Cox (1992)
the level of electrical conductivity (EC) of
the soil substrate affects plant
development. They found that EU <1.5
dS ¢« m-1 gave the best growth of
impatience.

Zawadzinska et al (2013) observed
that the presence of coconut fibers in the
soil substrate affects the growth and size
of flowers in pelargonium. Similar results
were reported by Awang et al (2010) in
Celosia cristata.

In our study it was found that the
substrate does not affect the size of the

flowers and in all variants it ranges
between 5-6 cm.
The type of substrate in this

experiment affects the time of budding
and flowering, which prove to be a specific
varietal trait for impatience (Figure 1).
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Parls

" Orestes -

dur. 1. BansHue Ha pasnmyHm cybecTpatnm BbpxXy pas3BuTUETO Ha Impatiens-New

Guinea

Fig. 1. Influence of different substrates on the development of Impatiens-New Guinea

MbpBOHaYaNHO  GyTOHM3AUUSA B
Kpas Ha aBryct M Ub(Tex cpegara Ha
M.CENTEMBPU € YCTaHOBEHA B KOHTPOJI-
Husa cybecTpat u cybcTtpara Jé Foéld npu
copt Paris. 3a copt Orestes TOBa 6€
HabnogaBaHo e€AWHCTBEHO nMpu  Cyb6-
cTpata JO Fold.

Mo-kbCcHa 6yTOHM3auus (kpas Ha M.
OKTOMBpK) 6e oT4yeTeHa npu cybcTpaTute
Fioriplus-20 n Fioriplus-50 3a gBarta copta
UMnaTMeHc W MpyW KOHToNata Ha copT
Orestes.

N3BOAN

HanpaBeHus eKcnepuMeHT mnokas-
Ba, 4Ye wu3bopbT Ha cybeTpar 3a
Impatiens-New Guinea uma rosisiMo 3Ha-
YeHue KakTo 3a pacrexa v pa3ButmeTo Ha
Ky/iTypara, Taka v 3a CTUMY/IMpaHeTo Ha
no-paH UubTex.

Kato Hall-nogxopsw, ce okasBa
cybcTpaTa Ha yHrapckata dmpma J6 Fold.
Mpy Hero e oTyeTeH Hai-ronsAM npupact
npu odopmMsaHe Ha pacTuTenHata Tyda
KaKTo Ha BMCOYMHA, Taka W Ha LIMpUHa U
3a fgBata usnuTtaHn copTta Impatiens -
Paris n Orestes. PacTeHuATa ca XU3HeHu
M 3aubTaABaT C Mecel Mo-paHo B
CpaBHeHWe C Jpyrute fBa M3NuTaHu
cybcTpata Fioriplus-20 n Fioriplus-50

Initial budding in late August and
flowering in mid-September was found in
the control substrate and the substrate JO
Fold in the variety Paris. In the Orestes
variety, this was observed only in the J6
Fold substrate

Later budding (end of October) was
reported for the substrates Fioriplus-20 and
Fioriplus-50 for both varieties of impatiens
and for the control of the variety Orestes.

CONCLUSIONS

The experiment shows that the
choice of substrate for Impatiens-New
Guinea is of great importance for the
growth and development of the culture, as
well as for the stimulation of earlier
flowering.

The substrate of the Hungarian
company Jo Fold turned out to be the
most suitable. It reported the largest
increase in the formation of the plant tuft
both in height and width for both tested
varieties Impatiens - Paris and Orestes.
The plants are viable and bloom a month
earlier than the other two tested
substrates Fioriplus-20 and Fioriplus-50.
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PE3IOME

MapkeTuHr cTpaterumre UHTerpu-
paTt geliHoCcTWTe MO NPoy4YBaHEeTo, Cb3fa-
BaHETO, 3anas3BaHeTo W [0CTaBAHETO Ha
CTOMHOCT Ha kaveHTa. Kato domnococms
Ha 6M3Heca Ha TAX ca NOAYMHEHW BCUYKM
nonuTUkN. Te yBenuyaeaT K/IMEHTUTE,
NOANHOCTTA N TAXHATa MOXM3HEeHa CTOol-
HOCT, OCurypsiBailkm Ha cTonaHcTBaTa
OBb/ITOCPOYHN KOHKYPEHTHU npeumcTBa.
Knacuuecknte MapkeTvHI NoauTUKK (Npo-
OyKTOBa, AUCTPUBYLIMOHHA, KOMYHUKALIMOH-
Ha, ueHoBa) TpsAbBa Aa 6bAAT MoAMdu-
UMpaHn U AONBbAHEHWN C APYTA NONUTUKU —
WHTErpaLMoHHN, TEeXHOJIOTUYHU, NOo3u-
LUMOHHM 1 ap., cbobpasHo cneuudmkara
Ha LenesmTe nasapu n 06eKTMBHO NPOTU-
YyalmMte npomeHn B 6U3HeC cpepara.
ArpapHuTe NonMTUKM TpeTUpaT MapKeTuHra
OCHOBHO KaTo (DyHKUMSA, a He KaTo
dounocodgusa Ha arpobmusHeca. OCHoBHaTa
4yacT OT TexHUTe WHCTPYMEHTU He ca
HacoyeHW KbM arpornasapute u umart
npeaMMHO (PYHKUMOHAIEH U TakTUYecKu
XapakTep Nno OTHOLLUEHMEe Ha MapKeTuHra.
B pesyntar Ha 06GEKTMBHO HacCTbMBalm
NPOMEHN BbB BCUYKM CPepun Ha XMBOTa U
TEXHOMOrMUTE, PECNEKTUBHO U B MapPKETUHT
cTpateruute, uma TEHAEHLMU KbM [AUrU-
Ta/In3mpaHe Ha TEXHUTE NOSIUTUKN.

Kntouosu gymn: 6usHec cmnocodus,
WHCTPYMEHTU, AurnTanmsaums

SUMMARY

Marketing strategies integrate the
activities  of  researching, creating,
maintaining and delivering value to the
customer. As a business philosophy, all
policies are subordinated to them. By
proving long-term competitive advantages
they increase customers’, loyalty and their
lifelong values.

Classic marketing policies (product,
distribution, communication, pricing) must
be modified and supplemented with other
policies - integration, technology, position,
etc., according to the specifics of the
target markets and the objective changes
in the business environment.

Agricultural  policies treat marketing
primarily as a function, not as an
agribusiness philosophy. Most of their
tools do not aim at the agricultural
markets and they are mainly functional
and tactical features in terms of
marketing. As a result of objectively
occurring changes in all life spheres and
technologies, respectively in marketing
strategies, there are tendencies to
digitalizing of their policies.

Key words: business philosophy,
tools, digitalization
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yBO/[,

CTpaterusita e reHepasHa nporpa-
Ma (MbTHa kapTa) 3a pa3BUTME Ha CTOMNaH-
CTBOTO, OTHOCHO cpeAcTBaTa (pecypcu,
WHCTPYMEHTM K Ap.) 3a nocTuraHe Ha
AbarocpoyHmTe uenu. Bcuukn  6usHec
cTparerMm ca OpUeHTVpaHW KbM nasapu-
Te, T.e. TEXHUTE [ABJTOCPOYHU Lenn ca
nasapHu, nopagn Koeto MapkeTuHr cTpa-
Termute ca cbpuesBuHaTa Ha 6u3Hec cTpa-
Ternute. MonnTukara e pbKOBOLEH OpPUEH-
TUP BK/IHOYBALL, CbBKYMHOCT OT MPUHLMMK,
npasuna, npoueaypu, KbM KOUTO ce npu-
ObpxaT cTonaHcTBarta npv B3eMaHeTo Ha
peLleHns — TaKTUYeCcKn U cTpaTernyecku.
TS MOXe Aa Kacae KakTo Us/10TO cTonaH-
CTBO, Taka W HEroBM OTAE/IHW 4acTu,
dyHkuMm n gp. CrpaTteruute morat ga
6bAaT eNneMeHT Ha NOJIUTUKUTE, KakTo U
06paTHOTO — MNOMIUTUKUTE MOXEe Ja ca
efleMeHT Ha cTpareruute. Te ca
B3aVMOCBbP3aHu 1 B3aMMHO3aMeHAEMM B
N3BECTHA CTEMeH.

OcHoBHaTa 4acT OT [OXOAuTe Ha
3eMejefnickuTe cTonaHcTBa wuagaT oT
nasapute, a gpyra 4yact oT cybcugumTe.
ObpxaBHUTE arpapHu noauTukn  ca
NPOTEKUMOHUCTUYHY 1 BB3NPUEMaHN KaTo
ounocogua Ha arpobusHeca, HO Te ce
NPOMEHAT NOJ HaTucka Ha rnobanunsa-
unaTa u ceobogHaTa MexayHapoaHa Tbp-
roeus. CtonaHcTeaTa 3acussart nasapHa-
Ta CY OpueHTauus, pecnekTMBHO N MapKe-
TUHra KaTto TaxHa dmnocodmst Ha 6usHe-
ca. MapkeTuHr cTparermmrte ca OCHOBHO
CPeACTBO 3a MOCTUFaHE Ha KOHKYpPEHTO-
CMOCOBHOCT M peHTabuIHOCT Ha arpobus-
Heca, a pas3/IMyHNTE MapKeTUHT, arpapHu v
Ap. NONUTUKM MMAaT NPeaMMHO TakTuyec-
Kn xapakrep.

Llenta Ha npoy4yBaHeTo e u3crneg-
BaHe Ha cTparterumTe W MNOMUTUKATE Ha
arpobusHeca, B KOHTEKCTa Ha MapKeTuHra
Kato dmnocodus Ha 6usHeca. Cbobpas-
HO MocTaBeHarta Len 3agaumTe obxsawar
aHa/IM3 Ha MapKeTuHr cTpaTerunte W
TaKTUYECKUTE WHCTPYMEHTM 3a TAXHOTO
peanunsmpaHe.

INTRODUCTION

The strategy is a general program
(road map) for the development of the
economy, regarding the means
(resources, tools, etc.) for achieving the
long-term goals. All business strategies
are market-oriented, i.e. their long-term
goals are market-based, which meant that
the marketing strategies are the center of
the business strategies.

The policy is the main guideline which
includes set of principles, rules and
procedures that farms use while they
make their own decisions - tactical and
strategic. It can concern the economy as
a whole and as its individual parts,
functions, etc. The strategies can be
element of policies, and vice versa -
policies can be an element of strategies.
At some point they are interconnected
and interchangeable.

The main part of the income of
agricultural holdings comes from the
markets, and another part from the
subsidies. State agricultural policies are
protectionist and perceived as a
philosophy of agribusiness, but they
change under the  pressure of
globalization and free international trade.
Farms are strengthening their market
orientation and respectively the marketing
as their business philosophy. Marketing
strategies are the main tool for achieving
the competitiveness and profitability of
agribusiness, and the various marketing,
agricultural and others policies which
have mainly tactical in nature.

The aim of the research is to study

the  strategies and policies of
agribusiness, in the context of the
marketing as business philosophy.

According to the main goal, the tasks
include analysis of the marketing
strategies and tactical tools for their
implementation.
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MATEPWNAN N METO4WA

MapKeTVHIbT BCE OLLE He e YTBbP-
AeHa dwmnocodhua Ha Gbarapckus arpo-
6u3Hec, a MapKeTUHr cTpaTterniTe B TO3u
KOHTEKCT, KaTO OCHOBHO CpefcTBO 3a
nocTUraHe Ha [AbJITOCPOYHA KOHKYPEHTO-
CNOCOGHOCT M PEHTabUNHOCT Ha HerosuTe
oTpac/n, HamupaT HULOXHO MNPUIoXe-
Hue. N3cnegeaHusTa no To3u npobnem ca
MaJIKo, a 3Ha4YeHWeTo My 3a cTonaHckaTa
npakTuka Ha Obarapckus arpobusHec e
ronamo. MeTtoaute Ha  u3cnejgaHe
BK/IIOYBAT KOMIM/IEKCHOTO CbyeTaBaHe Ha
WHAYKUWA, OefyKuus, rpynupoBka, cpas-
HeHue, aHanm3, CMHTEe3, abCcTpakums, KOH-
KpeTu3auus, aHanorus, mogenuvpaHe,
hopmanimzaumns, HabnwoaeHue, OrnuTHYU,
MaremaTnyecku, rpamuHu.

PE3YJITATN N OBCbXXAAHE

Cbob6pasHo nocTaBeHaTa LUen W3-
creflBaHeTo e (POKYCMpaHo BbpXy aHan3
Ha 3ajaunTe, C NOMOLLTA Ha KOUTO TS We
6bae nocturHata. Cbo6Gpa3HO ToBa W3-
crnefiBaHeTO € CTPYKTYPUPaHO B HSIKOMKO
yacTu — nMbpBaTta Kacae MapKeTUHr
cTpaternute, BTopata NnofMTUKUTE C TaKTU-
UECKM XapakTep, Ype3 KoWTO Lie ce peanu-
3vpar, a TpeTaTta TaxHaTta gurutanmsauys.

MapkeTuHr cTparterum

MapkeTuHr cTtpaTterusata npeacras-
NsiBa KOMIMJIEKC OT KOHUENTYasHU pamKu,
KOITO opraHun3mpa MapkeTMHIoB1TEe Hame-
peHunsl, ocurypsieaiikm CTpykKTypa 3a pas-
6upaHe 1 aHa/IM3 Ha MapKeTUHIoBUTe NPo6-
nemn n pewenuns — durypa 1 (Alvin et al.,
2008). CbpueBMHaTa Ha MapKeTUHI cTpaTe-
rmsaTa e nasapHara cermeHTaums n msbo-
pbT Ha Lenesu nasapu, NO3MLVOHMPAHETO U
MapKeTVHI  MOMUTUKUTE — MPOAYKTOBA,
ONCTPUBYLMOHHA, KOMYHUKALMOHHA U Lie-
HoBa. OTuMTalikM LUMPOKOTO TpeTupaHe Ha
MapKeTuHra, kato cmnocodums n yHKUus
Ha 6u3Heca, cTparterus, TakTuka u gp., we
aHanusupame NpeaumMHoO ponATa My Kato
dounocodgusa Ha 6usHeca, koraTo e Bojell,
WU BCUYKM OPYTU MOSUTUKN (UIHCTPYMEHTM)
uMaT TakTUyeckum xapakrep. MHoro Abp-

MATERIAL AND METHODS

The marketing is not still an
established philosophy of the Bulgarian
agribusiness, and the marketing
strategies in this context, as main tool of
achieving long-term competitiveness and
profitability ~of its industries, find
insignificant application. There are not
many researches on this problem, and its
importance for the economic practice of
the Bulgarian agribusiness is huge. The
research methods include the complex
combination of induction, deduction,
grouping, comparison, analysis, synthesis,
abstraction,  concretization,  analogy,
modeling, formalization, observation,
experimental, mathematical, graphical.

RESULTS AND DISCUSSION
According to the set goal, the
research is focused on the analysis of the
tasks with the help of which it will be

achieved. Accordingly, the study is
structured in several parts - the first one
concerns marketing strategies, the

second one policies of a tactical nature,
through which they will be implemented,
and the third their digitalization.

Marketing strategy

The marketing strategy consists of
conceptual frameworks that organizes
marketing intentions, providing structure
for  understanding and analyzing
marketing problems and solutions - Figure
1 (Alvin et al., 2008).

The core of the marketing strategy is
market segmentation and the choice of
target markets, positioning and marketing
policies - product, distribution,
communication and pricing. Taking into
consideration the broad treatment of
marketing, as a philosophy and function of
business, strategy, tactics, etc., we will
analyze mainly its role as a philosophy of
business, when it is leading and all other
policies (instruments) have tactical feature.
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XXaBHU MOMAUTMKM K BusHe-cu obaue,
TpeTMpaT MapKeTUHra npeauM-HO Kato
PYHKUMA Ha BusHeca — TUMMYEH Npumep
B TOBa OTHOLWUEHUE Ca arpapHuUTe NnoJINTUKN.

Many government policies and businesses,
however, treat marketing primarily as a
function of the business - typical examples
are the agricultural policies.

p
4 MapkeTuHro aHanus (nette K-ta)/ Marketing analysis (five Cs)\
1
< KnveHTtu KomnaHusA KoHKypeHTH KoHTpareHTtu KoHTekcT
Customers Company Competitors Counterparties Context
. Y
((; B\
MapkeTuHrosa 360p Ha Lenesun n
cerMeHraums nasap O3VILOHIPAHE HA
Marketing Selection of target npoaykta
market Product positioning

Segmentation
\L g

Y

MapkeTuHros Mukc (YetupuTe M-Ta)/ Marketing mix (the four P’s)

Mpoaykt
\ Product

[poAyKTOBO MACTO
Product place

MNpomoumsa
Promotion

Y

v |

| MpoaykToBo LeHoobpasysaHe/ Product pricing

Y

MNpuBAnyaHe Ha

v

3aabpXaHe Ha

KNNEHTU
Attraction customers

4 \

- K/TNEHTH
Customer retention

Y

| Meyan6u/ Profits |

Nerenpal/ Legend: 1. MiscneagaHe Ha ctoiiHocTTa/ Value study (ao6aseHo ot aBTopa/ added by the author),
2. Cb3paBaHe Ha cToiiHocT/ Creating value, 3. MonyyaBaHe Ha cToiiHocT/ Receiving value, 4. 3ana3BaHe Ha

cToiHocT/ Saving value.

dur. 1. Cxema Ha MapKeTUHroBusa npouec
Fig. 1. Diagram of the marketing process

MasapuTe ce NPOMEHAT HenpekbC-
HaTo, KaKkTo W efleMeHTUuTe Ha 6u3Hec
cpepgata  (noTpebuTenu, CTOMAHCTBA,
CbTPYAHWLM, TEXHOMoMM U Ap.), KOeTo
B/ISie BbPXY CTOWHOCTTA W BHACH CbLLECT-
BEHW MPOMEHN N B MapKeTWHI cTpaTernm-
Te (Kotler et al., 2003). Te npugobusar
BCE NO-rO/IAIMO B/IMSIHUE BbPXY pasButme-
TO Ha BCUYKM GU3HECH, 3alL0TO MHTErpu-
pat geiiHocTMTe NO NPoyyBaHeTo, Cb3aa-
BaHETO M [0CTaBAHETO Ha CTOMHOCT 3a

Markets are constantly changing,
as are the elements of the business
environment (consumers, farms, associates,
technology, etc.), which affects the value
and introduces significant changes in
marketing strategies (Kotler et al., 2003).
They are gaining more and more influence
over the development of all businesses
because they integrate research, creation
and delivery of value to customers.
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KnneHTUTE." PesynTtatute OT MapKeTUHT
cTparermute umart BaxHa pons 3a 3agbp-
X@HeTO Ha KUEHTU U M3rpaxjaHeTo Ha
NOANHOCT, KakTo W crneyenBaHe Ha
[OXMBOTHaTa CTOMHOCT Ha Hai-gobpute
KNneHTn — durypa 1. MapkeTuHr cTpare-
rnTe ocurypsisat nepcnekTuBuTe, MPWH-
uunuTe 1 NpPakTUKUTE, KOMTO MpeBpbLiAT
CTOMHOCTTa Ha K/IMeHTa u Heroearta y[oB-
NIETBOPEHOCT B 3afb/DKEHME 3a BCSHKO
cTtonaHcTBo. Pasxogute 3a TAX wumart
NpeaMMHO MHBECTULMOHEH XapakTep.
CToilHOCTTa ce cb3faBa He camo
OT cTonaHcTBarta, HO U OT NapTHboOpUTE Y
notpebutenute. CTonaHcTBara cbhb3gasar
HOBW MPOAYKTM W YCNYyrn, HO W noTpe-
6uTenuTe CbLLO AedNHMPAT XenaHute ot
TAX NpoaykTu. NHTerpaumaTa ¢ notpebu-
TenuTe M NapTHbOpPUTE CbLO dopMupa
CTOMHOCT — cb3gaBaT ce NPOAYKTW C Mo-
[obpa cebecToMHOCT M KOHKYpeHTOoCMo-
co6HocT. CTOMHOCTTa Bb3HMKBA M Ce pas-
npegens BbTpe W Mexpy OTaesiHuTe
nasapwv n naptTHbopu. PaspaboTBaHeTo Ha
MapKeTUHr cTpaTerns no3BosisiBa Cb3fa-
BaHe Ha CTOIHOCT 3a noTpeéuTtenuTe wu
nojslydaBaHe Ha CTOMHOCT OT HeilHuTe
cb3garenun. Ta cnocobcTBa 3anasBaHeTo
Ha CTOMHOCTTa W peasM3npaHeTo Ha ne-
yasiba, yYpe3 npuBanyaHe n dpopmMupaHe
Ha NOSSIHN KNMeHTuTe. MapkeTuHr cTpa-
TerMiTe npoyysart, cb3gaBaT, pasnpege-
NAT, MHTerpvpar 1 3ana3saT CTOMHOCTTa.
KoHKypeHTHUTE npeguMcTBa MNpo-
n3nn3aT BCE MOBeYe OT CTOMHOCTTa Ha
KNVeHTa U BCe MO-Masko OT TpaguLMOH-
HUA dmsmyeckn kanutan. CrtonaHcTeBaTa
TpAbBa fa oCb3HaAT, Yye € Mo-LeHHo Ja
npuTexasar KMEHTW, OTKOJSIKOTO Mpo-
OyKTW, NPOU3BOACTBA WM 06opyaBaHe.
CbBpeMEHHUTE MapKeTUHI cTpaTernm ca
OPWMEHTUPAHN KbM K/IMEHTa U HeroBaTa
CcTolHOCT. Te cb3gaBar CTOMHOCT 3a K/IMEeH-
Ta ypes npegnaraHe Ha 6paHampaHu, YHU-
KaJIHW N KauyeCTBEHM NPOAYKTW, 3a40BO-

The results of marketing strategies
play an important role in retaining
customers and building loyalty, as well as
gaining the lifetime value of the best
customers - Figure 1.

Marketing strategies provide perspectives,
principles and practices that make
customer's value and satisfaction a
commitment for each holding. The costs
for them are mainly of an investment nature.

Value is created not only by farms,
but also by partners and consumers.
Farms create new products and services,
but consumers also define the products
they want. Integration with consumers and
partners also creates value - creating
products  with better cost and
competitiveness.

Value arises and is distributed within and
between the individual markets and
partners. Developing a marketing strategy
allows you to create value for consumers
and get value from its creators.

It helps maintain value and make a profit
by attracting and forming loyal customers.

Marketing strategies explore, create,
distribute, integrate and preserve value.

Competitive advantages derive
more and more from customer value and
less and less from traditional physical
capital. Farms need to realize that it is
more valuable to have customers than
products, production or equipment.

Modern  marketing  strategies  are
customer and value oriented. They create
value for the customer by offering
branded, unique and quality products that
meet his needs to the fullest.

! CroliHocTTa Ha KMeHTa e pas/ivkata Mex/ay MoM3nTe OT 3af0BOJSiIBAHE Ha HeroBuTe Hyaw/

NoTPeGHOCTM 1 pasxoauTe My — napu, BpeMe 1 ap.

2 BrompxeTsT Ha doHa 3emesenvie 3a 2020 r. npeaswkaa 3a lMporpamarta 3a pa3BuUTUE Ha CEICKUTE painoHn
(MPCP) 0,92 mnpa. NB., 3a AMPeKTHN nnawauusa 1,5 mnapa. ne., u apyrv Hag 0,41 mapa. NB. 3a AbpKaBHU

MOMOLLM 1 KpeauTu, 1nm o6Lo Hag 2,8 Mnpa. ne./rof,.

260



NsBalM HeroBuTe MNOTPEOHOCTM B HaWi-
nb/iHa cTeneH. dopmupart AMCTPUOYLMOH-
HW KaHau Cnopej HerosuTe npegnoynTta-
Hus. MpefocTaBAT CTOMHOCT Ha CTONaH-
cTBaTa upe3 hopmupaHe Ha KOHKYPEHTO-
CMOCOGHM 1N PeHTabWUNIHN LLEHN Ha CBOUTE
npoayktn. OcurypsieaT nedyanba oT no-
XM3HEHaTa CTOMHOCT Ha AbAroTpaiiHuTe
KMEHTW, Ype3 NpefocTaBsiHE Ha MnoBeve
[AbroCpPoYHa CTOMHOCT.

Bcsiko cTOnaHCTBO, KOETO CE KOH-
Kypupa Ha CbBPeEMEHHUTE nasapw, ynpas-
NAABaHW OT K/IMEHTUTE W 3a4BWXBaHW OT
TexHonornute, TpsibBa fa npeocMucun
CBOsAITA MapKeTuHr cTpaTerus. TS Tpsi6ea
Ja no3Bo/isiBa HeMpeKbCHaTO ga ce Cb3-
JaBa 1 npepocTaBs U3KMUUTENIHA CTOW-
HOCT Ha K/MeHTa Ha nasapa. Tosa gecu-
HMpa MapKeTWHT cTpaTermsta kato nuaep
npn ogPOpPMSHETO M NpunaraHeTo Ha BCSK-
a 6usHec cTpaterms. MapkeTuHr ctpare-
rmata obeguHsiea paboTtata no cb3gasa-
HETO M [AOCTaBSHETO Ha CTOWHOCT Ha
KIMeHTa, nopagn koeto uma hyHaameH-
Ta/IHO BMUSIHNE BbPXY BCEKU GU3HeC. TS
paskpuBa Bb3MOXHOCTW 3a gobaBsHe Ha
HOBa CTOMHOCT, e(eKTMBHO Cb3gaBaHe
Ha no-obellaBaliy NpessiokeHns ¢ HoBa
CTOMHOCT W U3NON3BaHe Ha COOCTBEHU
arponasapu, guctpubyuma n ap. NHdpa-
CTPYKTypa 3a eqMKacHO AOoCTaBsiHE Ha
npeaoxXeHns ¢ HoBa CTOMHOCT.

MapkeTuHr cTtpaTternuTte ocurypsisat
Ha CToMaHcTBaTa AbJ/ITOCPOYHN  KOHKY-
PEHTHM NPeAUMCTBa, 3aLL0TO No3BOSBAT
HaMansiBaHe Ha pasxoguTe u audepet-
unaumsi Ha npoayktTute. Upes Tax Moxe
[Ja ce nnaHMpa HamassBaHe Ha pasxo-
AnTe ¢ noaxofsiia MHTerpaumsi, KoHUEeH-
Tpauusi, cneynanmsauymst 1 TEXHOMNOMMN —
KOHBEHUMOHaUTHK, 6uonormyun n gp. Moxe
Ja ce chopmumpat MHOBaTMBHM NPOAYKTMW C
BMCOKa Aob6aBeHa CTOMHOCT, KOMTO MO3BO-
naBaT nocTuraHeTo Ha AuglepeHumaums
Ha LueneBnTe Nasapu No KOHKPETHM Kpute-
pun 3a NoTpebuTenuTe — KayecTBo, LieHa
n ap. MapkeTuHr cTpaTerMute Mo3BoSs-
BaT Ha cTonaHcTBaTta ga ce chokycupar
BbpPXY OnpeaesieHn nasapHu CErmMeHTu
(ueneBn naszapu), Ha KoOuTO MoraT pa

They form distribution channels according
to his preferences. They provide value to
farms by forming competitive and
profitable prices for their products.

They provide a profit on the lifetime value
of long-term customers by providing more
long-term value.

Any economy that competes in
today's customer-driven and technology-

driven markets needs to rethink its
marketing strategy. It needs to allow
continuous creation and provide

exceptional value to the customer in the
market. This defines the marketing
strategy as a leader in the designing and
implementing of any business strategy.

The marketing strategy combines the
work of creating and delivering value to
the customer, which is why it has a
fundamental impact on any business.

It reveals opportunities for adding new
value, effectively creating more promising
proposals with new value and using its
own agricultural markets, distribution and
more. Infrastructure for efficient delivery of
new value proposals.

Marketing strategies provide farms
with long-term competitive advantages
because they allow cost reduction and
product differentiation.

They can be used to reduce costs with
appropriate  integration, concentration,
specialization and  technologies -
conventional, biological and others.
Innovative products with high added value
can be formed, which allow the
achievement of differentiation of the target
markets according to specific criteria for
the consumers - quality, price, etc.

Marketing strategies allow farms to focus
on specific market segments (target
markets) where they can achieve long-
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NOCTUrHAT Ab/TOCPOYHM KOHKYPEHTHM Mpe-
AMMCTBa upe3 eAHOBPEMEHHO HaMaslsiBa-He
Ha cebecToiiHoCTTa U AndiepeHLmpaHe.

MapKeTUHT NOSINTUKN (MHCTPYMEHTN)
MapKeTuHr cTpaTernmTe Ha cTonaH-
cTBata Cce peanusmpar TakTUYecKn 4ypes
onpegesieH MapKeTUHT  UHCTPYMEHTapUyM.
Hail-n3BeCTHUSAT MapKEeTUHT WHCTPYMEH-
Tapuym € KI1acMYeckusitT — Mo3HaT oue
nog HaMMeHOBaHUETO 4P OT aHrnuiickuTe
aymu product (npoaykT), price (ueHa),
place (msicto) n promotion (npomouus).
Toil e pas3paboTeH 3a WHAYCTpUaHUTE
NPOAYKTN Npeau noseyve OT NOJSIOBUH BeK,
Korato MapkeTuHr cpepata e 6wuna
pasfMyHa OT AHewHaTa U He e uMmaso
WHTepHeT u oHNaiiH nasapu. OCBEH TOBA,
TO MHOro TPyAHO MOXe Aa npeacTtasu
BCEOOXBATHO M MbJIHOLEHHO 6oratara u
MHOroacnekTHaTa MaTepvasiHa U gyxoBHa
CBbLWHOCT Ha arpapHute npogyktn. OT
Apyra cTpaHa K1acuyeckusT WHCTPYMEH-
Tapuym 4P e 6a3a, Ha KOITO Ce OCHOBaBa
BCSAKA MapKeTUHr cTpaTterns. 3artoBa e
HeobxoAMMo Toil aa 6bae moamduLmpaH
N OOMbJIHEH C APYTN UHCTPYMEHTN.
KnacuuecknaT MapKeTUHr WHCTpY-
MeHTapuym 4P ce sBsiBa u3xogHa 6asa
Ha MapKeTUHI MOJIMTUKMTE, 3all0TO Mbp-
BaTa MapKeTWHr MofMTVKa e NpoAyKToBaTta,
a BCUYKU OCTaHa/I! ca HeilHW Npou3BoaHN —
ONCTPUBYLMOHHA, KOMYHMVKaLMOHHa,
ueHosa un gp. MNpogykrtoBara noanTUKa
o6xBalla BbApocuTe 3a bGpaHaMpaHeTo,
onakoBaHeTo, WHoBauuiTe u gp. Anctpu-
OyuMoHHaTa MNoOAWTMKA € CBbp3aHa C
paspaboTBaHETO Ha AUCTPUOYLIMOHHU Ka-
Ha/IM 1 MapKeTUHT fiornctrka. KomyHuka-
UMOHHaTa NonuTrka Kacae U3nosi3BaHeTo
Ha pas/IMyHM CpeAcTBa 3a KOMYyHMKaLus
(BPB3KM C 06LWECTBEHOCTTa, peknama,
HacbpyaBaHe Ha npojaxoéute, MYHM
npoaakobun, AMPEeKTEeH MapKeTWHr) C uen
NPOHWKBaHe M 3ana3BaHe Ha nasapure.
Te3n nonutrkn Tpsibea Aa ocUrypaT KOH-
KYPEHTOCMNOCOBHOCT, a ueHoBarta noanTu-
Ka TpsibBa Aa ocurypu u peHTabuHocCT.
KnacuuecknaT MapKeTUHTr WHCTpY-
MeHTapuym 4P Tps6bBa ga 6bae ajan-

term competitive advantages by
simultaneously reducing costs and
differentiating.

Marketing policy (tools)

The marketing strategies of the
farms are realized tactically through
certain marketing tools. The most famous
marketing tool is the classic one - also
known as the 4Ps from the English words
for product, price, place and promotion.

It was developed for industrial products
more than half a century ago, when the
marketing environment was different from
today and there were no Internet and
online markets. In addition, it is very
difficult to present comprehensively and
fully the rich and multifaceted material and
spiritual essence of agricultural products.

On the other hand, the classic 4Ps toolkit
is the basis on which any marketing
strategy is based. Therefore, it needs to
be modified and supplemented with other
tools.

The classic marketing toolkit 4Ps is
the starting point of marketing policies,
because the first marketing policy is the
product, and all the others are its
derivatives - distribution, communication,
pricing and others.

Product policy covers issues of branding,
packaging, innovation and more. The
distribution policy is related to the
development of the distribution channels
and marketing logistics. Communication
policy concerns the use of various means

of communication (public relations,
advertising, sales promotion, personal
sales, direct marketing) in order to

penetrate and preserve markets. These
policies need to ensure competitiveness,
and the pricing policy needs also to
ensure profitability.

The classic 4Ps marketing tools
need to be adapted according to the
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TUpaH Crnopef KOHKPETHWTE nasapy Ha
KOUTO LLe ce peanusnpar npogyktute. Ha
opraHv3auMoHHUTE nasapu, WHCTPYMEH-
TbHT NPOMOLMA, UMa HECBLLECTBEHO B/US-
HVe, nopagmn KoeTo Moxe fJa 6bae 3ame-
HEH C MNPOU3BOAMTENIHOCT W KayecTBO
(productivity and quality), Tbii kato Te
Mo3BONSABAT Ha CTONaHcTBaTa Aa nocTur-
HaT no-roNisM nasapeH A1 U ga craHar
No peHTabuiHM WM KOHKYPEHTOCMNOCOGHW.
MpomouusaTa wmMa BaxHa pons  3a
noTpebutenckiTe nasapuM Ha BCUYKK
NnpoAyKTW, B pe3ynTar Ha KoeTo Tpsbsa
Ja ce 13nonssa NpPeaMMHO Ha THAX, KaTto
00bpHE BHMMaHMe Ha crneuuduyHuTe UM
csolicTa. [pu Typusma BaxkHa posis uma
nepcoHansT (people), npn 6uonornyHuTE,
KOHBEHLMOHANHUTE W Ap. NPOAYKTUM —
npouecuTe (processes), a nNpu HoOBUTE
NpoAYyKTU HOBaUMMUTE.

B kauecTBOTO CU Ha HETPaAULMOH-
H/ efleMEeHTN Ha MapKeTUHI WHCTPYMEH-
Tapuyma ca ce [OoKasasin pas/iMYHu UH-
ctpymeHTn (Karakasheva and Markova,
2005), KaTo egHN OT Hal-yTBbpPAEHUTE U
C Hai-ronigmMa Bb3MOXHOCT 3a MNpusoxe-
Hue n B arpocekTopa ca 4l (Investigation —
nscneasaHe, Information — nHdhopmauus,
Integration — wHTerpauus, Innovation —
uWHoBauusa), 4P (process — npouecu,
performance — usnb/iHeHUe, personality —
WHOUBWAYATHOCT, positioning — no3uyuo-
HupaHe), 4R (Relationships — B3aumoo-
THoweHus,, Retention — 3agbpxaHe Ha
KnneHta, Referrals — nocnanusa, Recovery —
Bb3CTaHOBsIBaHe). Cnopepj cneundmkara
Ha 6u3Hec cpefaTa, npodykTute (Cbxpa-
HAEeMOCT, oce3aemocT, aobaBeHa CTOii-
HOCT) ¥ gp., Morat ja ce U3non3eart u gp.
MapKeTUHT WHCTPYMEHTU —  husmyecku
pokasatenctsa (Physical evidence) 1 T.H.

MapkeTuHr MHCTpymeHTapuyma 4l
obxBalla u3cnegoBaresickata [enHoCT,
nHopmMauuaTa, MHTerpauusTa u nHosa-
unaTa. bes Te3n UHCTPYMEHTUN HUTO efHO
CbBPEMEHHO CTOMaHCTBO W NpeAnpusatne
He MoXe @ NOCTUIHE KOHKYPEeHTOCNOoCo6-
HOCT W peHTaburHOCT, He caMO0 Ha
OHNaWiH, HO 1 Ha odhnaiii nasapuTe. [Hec
BCEKM OW3HEC, BK/IOUMTESIHO W arpapHusT,

specific markets in which the products will
be sold. In organizational markets, the
promotion tool has an insignificant impact,
which is why it can be replaced by
productivity and quality, as they allow
farms to achieve a larger market share
and become more profitable and
competitive.

Promotion has an important role for the
consumer markets of all products, as a
result of which it should be used primarily
on them, paying attention to their specific
properties.

In tourism the staff has an important role,
in biological, conventional and others
products - processes, and for new
products innovations.

Various tools have proven to be
non-traditional elements of marketing
tools (Karakasheva and Markova, 2005),
as one of the most established and with
the greatest possibility of application in
the  agricultural sector are 4ls
(Investigation, Information, Integration,
Innovation), 4Ps (Process, Performance,
Personality, Positioning), 4Rs
(Relationships,  Retention,  Referrals,
Recovery). According to the specifics of
the business environment, the products
(storage, tangibility, added value, etc.)
can be used, etc. marketing tools -
Physical evidence, etc.

The 4Is Marketing Toolkit covers
investigation, information, integration and
innovation. Without these tools, no
modern economy and enterprise can
achieve competitiveness and profitability,
not only in the online but also in offline the
markets.

Today, every business, including
agriculture, could not survive if it does not
study the markets and does not have up-
to-date and adequate information about
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He 6V MOrb/ fa ouesiee, ako He npoyysa
nasapute 1 He pasnosiara C aktyanHa u
ajiekBaTHa WHopmauuss 3a nasapure,
6u3Hec cpegaTta M TeHAeHUUWTe Ha pasBu-
Tne. Heobxoguma e nonuTvKa Ha MHTerpa-
LUMs 3a nocTuraHe Ha KOHUEHTpauus u
peHTabusHO NPOW3BOACTBO U peasnm3auys.
WHoBaumoHHaTa nonutuka Tpsbea  gda
dhopMupa  pervoHasH1 NPOAYKTU C BUCOKA
fobaBeHa CTOMHOCT, KOMTO ca pasno3Ha-
BaEMW 1N KOHKYPEHTOCNOCOOHM Ha nasapure.
CnocobHocTTa Ha cTonaHcTeaTa
CUCTEMHO fa ocurypssar onpefesieHo
KO/IMYECTBO U Ka4yeCTBO Ha NPOAYKTUTE ca
OCHOBHW CpefCcTBa 3a 3aBOloBaHe Ha CTa-
OUMHN W NeYyenuBLUM NasapHU MO3ULUN.
ToBa Hanara fa W3Mnon3satr MapKeTUHT
WHCTpPyMeHTapuym OT Tuna HoB 4P,
BK/IIOYBALL, NPOLECH, U3MBb/IHEHWE, UHAWBK-
JyasniHoCT 1 nosuuuoHupaHe. lNpouecuTe
ca nocsiefoBare/IHoCcT OT AeHOCTU, Kou-
TO ocurypsisat TEXHO/IOTMNTE, a Te rapaH-
TMpart onpegesieHo KOMMYecTBO N Kadec-
TBO Ha npoAaykTute. V3nb/iHeHNeTo nsunc-
KBa [a Ce OCUTypu enaHoto u obella-
HOTO KayecTBO Ha KaveHTuTe. UHAWMBK-
JyanHocTTa Mo3Bo/sisiBa pasrpaHnyaBaHe
Ha pervoHanHWTe MPOAYKTU  CNpPsIMO
KOHKYPEHTH/UTE Ha OCHOBaTta Ha PEervoH,
TexHonorum n ap. NpopykTute, KOUTO ca
No3nLUNOHMPaHU B Cb3HAHNETO Ha K/IUEH-
T™MTe, ca AudepeHuupaHn 1 pasnosHa-
BaeMu CNpsiMO KOHKYPEHTHUTE.
YTBbpXAaBaHETO Ha MpPoAyKTUTE
Ha pernoHasH1Te, HauMoHaNIHUTE U MeX-
JyHapogHuWTe nasapu Hasara usrpaxga-
HEeTO Ha TpaiHM B3aUMOOTHOLIEHWA C
KnveHTUTEe. ToBa MOXe Ja CTaHe upes
MapKeTUHr NOAWUTUKM OT Tuna 4R, KoiTo
MOCTaBAT aKLEHT Ha B3aVMOOTHOLIEHMATa
C KNNEHTUTE N TAXHOTO 3afbpXaHeTo,
KakTo 1 OTNpaBsiHETO Ha SACHW MOC/aHnsA
KbM OOLLECTBOTO W KIMEHTUTE U Bb3CTa-
HOBsIBaHe, T.e. NpeoTKpMBaHe Ha u3rybe-
HUTE KNNEHTU. Becekn 6rusHec 6e3 KNneHTu
e ob6peyeH Ha nposasl, nopagy KoeTo
TpAbBa ga ce 6opu 3a TAXHOTO 3anas-
BaHe. 3aroBa CToMaHcTBaTa TpyAHO buxa
ouenenn 6e3 ACHW NocnaHna KbM KNeH-
TMTe, 6e3 m3rpaxjaHe Ha B3aMMOBPBH3KM

the markets, the business environment
and development trends.

Integration policy is needed to achieve
concentration and cost-effective
production and sales. Innovation policy
needs to form high value-added regional
products that are recognizable and
competitive in the markets.

The ability of farms to
systematically provide a certain quantity
and quality of products are the main
means of gaining stable and profitable
market positions.

This necessitates the use of new 4Ps
marketing tools, including processes,
execution, individuality and positioning.
Processes are a sequence of activities
that provide technology, and they
guarantee a certain quantity and quality of
products. Implementation requires
ensuring the desired and promised quality

of  customers. Individuality allows
differentiating regional products from
competitors on the basis of region,

technology and more. The products that
are positioned in the minds of customers
are differentiated and recognizable from
competitors.

The establishment of the products
on the regional, national and international
markets requires the building of lasting
relationships with the customers. This can
be done through 4Rs-type marketing
policies which emphasize on customer
relationships and retention, as well as
sending clear messages to society and
customers and recovery, ie.
rediscovering lost customers.

Every business without customers is
doomed to failure, so you have to fight for
their preservation. Therefore, farms would
find it difficult to survive without clear
messages to customers, without building
relationships with them and without
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C TAX 1 6e3 Bb3CTaHOBSIBaHE Ha um3ryoe-
HWTE KIMEHTU. Te3n NOAUTUKM OT CBOS
CTpaHa ca CBbp3aHM C KOMyHMKauuute,
WHTEerpaumsaTa u MHoOro gp.

MonuTukata Ha MHTerpayus € MHo-
roacriekTHa 1 obxsalia He camo opraHu-
3aUMOHHUTE N NOTPeBUTENCKUTE Nasapw,
HO W Lenun oTpacsim — XpaHUTesTHO BKYCO-
Ba W npepaboTBaTesiHa NPOMULLIEHOCT,
Tbprosust 1 gp. Hanpumep B cekTtopa Ha
nyenapcTBoTo € HeobxogMma He camo
WHTErpaums ¢ pacTeHneBbACTBOTO U Ty-
pusma, HO 1 C BM3HEeC 1 KpaiHW KNNEHTH,
3awoTo ce hopMmpart SoKaIHM nasapu u
KbCW BEPUTM 3a AOCTaBKM Ha pernoHasHu
nyYesHW NPOAYKTU W YCAYrM C BUCOKA
pobaBeHa CTOMHOCT. MIHOBaLMOHHaTa no-
IMTVKA CbLO € MHOroacrnektHa u KOM-
naekcHa, 3aWoTo U3NCKBA MHTEerpaumus Ha
cTonaHcTBaTa C MHAYCTpUATa U yCnyrute,
3a pga MoraT jga ce cb3gaBaT HOBU
NpPoAYKTU N TEXHU MUKCOBE C BMCOKA [A0-
6aBeHa CTOHOCT, KOMTO ca peHTabu/Hw,
anhepeHumpaHn U KOHKYPEHTOCNOCOGHM
Ha pervoHasHWTe, HauWOHa/IHUTE W
rnobasHMTe nasapu.

ArpapHu NONINTUKN

ArpocekTopbT B UCTOPUYECKU 1
CBeTOBeH Mawab ce xapakrepusupa c
Hali-B/COKa CTEMNEH Ha [AbpXaBHa Hame-
ca, nopagy MHOIO HeCbBbpPLIEHCTBA B
arponasapute M NpPoM3BOACTBOTO Ha 3e-
MeaesnCKn NPoayKTM — AeddulumnTn, CBPbX-
Nnpoun3BO/ACTBA, HEPABHOMEPHO pasnpeje-
NeHVe Ha pecypcu 1 Joxoan, MOHOMO/N U
Ap. ArpapHarta nonuMTuka ce cTpemn ga
oTCTpaHu Tesn cnaboctn U ga cb3gage
ycnoBus 3a no-epekTMBHO M3MN0J/13BaHe
Ha orpaHuW4yeHWTe pecypcu u cTabunmnsu-
paHe Ha arponasapute u hepmepckuTe
poxoan. Ha cCbBpeEMeHHMs eTan pelle-
HMATa B o6n1acTTa Ha HauuoHanHuTe
arpapHu NosiMTUKM MMaT He camo Hauwmo-
Ha/lHO W pPErnoHasIHO 3HayeHue, HO U
MeXAyHapoAHo, B pe3ynTaT Ha KOeTo ce
dhopmupaT peguua OT MNOCOYEHWUTE Mo-
rope npobsaemun Ha rnobanHuTe arponasa-
pu, KOUTO ca nasapu 3a MUINapAK, CPaBHU-
MW C Te3M Ha NeTposa u eHepreTukaTta.

rebuilding lost customers. These policies,
in turn, are related to communications,
integration and much more.

The integration policy is
multifaceted and covers not only the
organizational and consumer markets, but
also entire industries - food and
processing industry, trade and others.

For example, in the beekeeping sector,
not only integration with the crop
production and tourism is needed, but
also with business and end customers,
because local markets and short supply
chains for regional bee products and high
value-added services are being formed.

Innovation policy is also multifaceted and
complex, as it requires the integration of
farms with industry and services in order
to create new products and their high
value-added mixes that are cost-effective,
differentiated and competitive in regional,
national and global markets.

Agricultural policies

Historically and globally, the
agricultural sector is characterized by the
highest degree of state intervention due to
many imperfections in agricultural markets
and agricultural production - deficits,
overproductions, uneven distribution of
resources and income, monopolies and
others. Agricultural policy is trying to
address these weaknesses and create
conditions for more efficient use of limited
resources and stabilization of agricultural
markets and farmers’ incomes. In the
stage we are at the moment, decisions in
the field of national agricultural policies
have not only national and regional
significance, but also international, as a
result of which a number of the above-
mentioned problems of the global
agricultural markets are formed, which are
markets for billions comparable to oil. and
energy.
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ArpapHaTa nonutuka obxsalia CbB-
KYMHOCT OT PBLKOBOAHW MPUHLMMK, MeXxa-
HU3MU 1 HAUYMHW Ha [eicTBue 3a peryniu-
paHe Ha OTHOLUeHusATa B 3emMefesimeTo.
Mpunara ce OT OTAesHa AbpXasa Wau
MKOHOMUWYECKN OOLLHOCTU, Ype3 Abpxas-
HW, MNPaBUTE/ICTBEHN WU  OBLLHOCTHU
WHCTUTYLMU N HOpMaTuBHa 6a3a. Obwara
arpapHa nonutuka (OAI) Ha EC e Haco-
YyeHa KbM YyBe/nuyaBaHe [JoxoguTe Ha
hepmepute OT 06LWHOCTTa, 4pe3 obuia
opraHusauua Ha nasapure, cyécumaun 3a
NMpOu3BOACTBO Ha 3eMefesiCKM MPOAYKTH,
JIMLEH3MM 3a BHOC U M3HOC, 06LLa MUTHU-
yecka Tapuda u gp. Ta uenm ocuryps-
BaHe Ha KayeCTBEHW XpaHu 3a noTpebu-
TeNMTe Ha pasymMHW LeHW, 3ana3BaHe Ha
€BpONeickoTo HacneAcTBO B CefickuTe
palioHn 1 onasBaHe Ha OKofiHaTa cpeja
(Lyubenov, 2013). O6xsawa Hag 0,5
M/IPA,. NoTpebutenu u perynvpa egHn ot
Hali-ronemmTe arponasapu B CBeTa.

OAlN Ha EC uma pgBa cTbniba —
MbPBUAT € AVPEKTHU NiallaHusa 1 nasap-
Ha nogkpena, a BTOPWSA pas3BUTUE Ha
cenckuTe paiioHn. bbarapus pasnonara ¢
(ouHaHCOB pecypc OT 7,7 MpA. €BpO 3a
nepuoga 2014-2020 roa. Hap 60% ot
Te3n cpefcTBa ca 3a NMbpBUs CTbNO, a 3a
BTOPUA O0KOJI0 38%, Kato umMa Bb3MOX-
HocT Ao 15% ot cpeacTtBara 3a nasapHa
noJkpena ga ce npPexsbp/sT KbM BTOPUSA
cTbn16 (Lyubenov and Lyubenova, 2017).
OcHoBHaTa 4acT OT cpeacteara no
nbpBua CcTbnba ce uM3pasxogsar 3a
OVIPEKTHU NiiallaHnsa Ha Xekrap, KouTo ca
C 060pOTEH XxapakTep, a yCBOSBAHETO Ha
cpefcTeara no BTOpuss CTbA6 M3MCKBA
paspaboTBaHe Ha npoekTn. Pa3suTneTo
Ha CcesickuTe paioHM ce OocCbLiecTBsBa
ype3 nporpama (Kanutan 10-16 siHyapwu
2020),2 KOATO BK/IIOUBA Pa3/IMYHN MSAPKK
3a MHOBAaLUMKW, MasIkKM CTOMAHCTBA, CXEMU
3a KayecTBO, KbCW BEPUrM Ha [OCTaBKW,
opraHusaumm Ha npoun3BoauTenNy,
AviBepcudnkanmsa u ap.

Ma3apHaTa nogkpena ce OCHOBaBa
Ha o6La opraHusaums Ha nasapa, KosTo
BK/1I0YBa BbTPELLHA YacT, BbHLUHA YacT U
0o6wWwyu pasnopeabu 3a N3BbHPEAHN MEPKU.

Agricultural policy covers set of
guiding principles, mechanisms and ways
of action to regulate relations in
agriculture. It is applied by an individual
state or economic communities, through
state, governmental or community
institutions and regulatory framework.

The EU's Common Agricultural Policy
(CAP) aims to increase farmers’ incomes
from the community through common
market  organization, subsidies for
agricultural production, import and export
licenses, a common customs tariff and
more. It aims to provide quality food to
consumers at reasonable prices, preserve
the European heritage in rural areas and
protect the environment (Lyubenov,
2013). It covers over 0.5 billion
consumers and regulates some of the
largest agricultural markets in the world.

The EU CAP has two poles - the
first is direct payments and market
support, and the second s rural
development. Bulgaria has a financial
resource of 7.7 billion euros for the period
2014-2020. Over 60% of these funds are
for the first pole, and for the second about
38%, with the possibility of up to 15% of
market support funds to be transferred to
the second pole (Lyubenov and Lyubenova,
2017). The main part of the funds under
the first pole is spent on direct payments
per hectare, which are of a revolving
nature, and the absorption of funds under
the second pole requires the development
of projects.

Rural development is implemented
through a program (Capital 10-16 January
2020),2 which includes various measures
for innovation, small farms, quality
schemes, short supply chains, producer
organizations, diversification and more.

Market support is based on a
common market organization, which
includes an internal part, an external part
and general provisions for emergency
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BbTpewHara yacT e 3a MHTepPBEHUUN Ha
nasapa, nasapHu npasusia 1 opraHnsaunm
Ha npou3BoauTenuTe. BbHLWHATA YacT ce
OoTHacsa [0 obmeHa C TpeTu [AbpXasu
(cepTndhmkat 3a BHOC U WU3HOC, BHOCHMU
MUTa, ynpasfeHue Ha TapuHuTe KBoTW,
Bb3CTAHOBSABAHWUSA MpuW M3HOCA M T.H.) U 10
npaswarta 3a KOHKypeHUuUsTa U Abpxas-
HuTe nomown. O6WMTe pasnopendu 3a
U3BBHPEOHN MEepKWN kacasaT npenoTspars-
BaHe CMYyLleHUA Ha nasapa, NpUYUHEHU
OT HecTabWuNHOCT Ha LeHuTe unu apyru
cbOuTKHA; noagkpena B cny4van Ha 6onecTtu
Nno >XMBOTHUTE ” 3aryba Ha [osepue;
MEpPKN OTHOCHO CbrnacyBaHUTE MPaKTUKM
npu TeXkn nepuogn Ha pgucbanaHc Ha
nasapure, KakTo 1 U3nos3BaHe Ha pe3eps
B C/lyyail Ha Kpu3mn B arpocekTopa.

Pasnopenbute OTHOCHO opraHu3a-
uMuTe Ha npousBoauTenuTe, acouuauun-
Te Ha opraHusauuuTe Ha npoussoauTe-
nite 1 Mexay 6paHLoBuTe opraHusaumu
ca pasLllMpeHn No OTHOLLUEHME Ha BCUYKM
cekTopu 3a 2014-2020 rog. Te ce mHaH-
cuypat oT GromkeTa Ha BTOpMA CTb/ib. B
onpeeneHn crny4vau npusHaTuTe opraHu-
3auuM Ha npousBoauTenuTe, TEXHUTE aco-
unaumm n npusHatute mexay bpaHLioBu
opraHusaumuM morat fa nosnydat paspe-
weHne oT EBponeiickata komucusa 3a
BPEMEHHW MepKku no ctabunusvpaHe Ha
nasapure — u3TernsgHe Ha MpoaykTu oT
nasapa wnu cknagupaHe OT 4YacTHW one-
patopu. MNMpu noakpenara ype3 Hameca B
LeHoBaTa NoMuTUKa ca 3anaseHun efuH-
CTBEHO VHTEPBEHLMOHHUTE LIeHM N KaTo
LAN0 MHTEPBEHLMATA € 3HaYMTeNHOo orpa-
HuuyeHa. lNMocteneHHo OAI Ha EC Hama-
nsaBa o6xBata Ha WHCTPYMEHTUTE 3a
OMpeKkTHa nasapHa Hameca.

Yact oT mMsApkuTe no BTOpUS CTbO
BK/1HOYBAT [EMNHOCTU, KOMTO ca CBbp3aHu
C MapKeTuHra Ha 3emefesiCKM MPOoAYKTU.
Msapka 4. WHBecTMuMn B MaTepuasiHu
aKkTuBM c noamsapka 4.2 ViHBecTuumu B
npepaboTka/MapKeTUHI Ha 3eMefesnicku
npoayktn. Msapka 9. Cbv3gasaHe Ha rpynm
W opraHusauuu Ha npoussogutenuTe. Msp-
ka 16. CbTpyAHMYECTBO C TpU MOAMAPKU
(16.1, 16.2 un 16.4), kouto ob6XBaWAT

measures. The internal part is for market
interventions, market rules and producer
organizations. The external part concerns
trade with third countries (import and
export certificates, import duties, manage-
ment of tariff quotas, export refunds, etc.)
and competition and state aid rules.

The general provisions for emergency
measures concern the prevention of
market disturbances caused by price
volatility or other events; support in case
of animal diseases and loss of confidence;
measures on concerted practices in
difficult periods of market imbalances, as
well as the use of a reserve in case of
crises in the agricultural sector.

The provisions on  producer
organizations, associations of producer
organizations and inter-branch organizations
have been extended to all sectors for
2014-2020. They are financed from the
budget of the second pole.

In certain cases, recognized producer
organizations, their associations and
recognized inter-branch  organizations
may obtain permission from the European
Commission for temporary measures to
stabilize the markets - withdrawal of
products from the market or storage by
private operators. In the case of support
through intervention in the pricing policy,
only the intervention prices are preserved
and in general the intervention is
significantly limited. The EU CAP is
gradually reducing the range of direct
market intervention instruments.

Some of the measures under the
second pole include activities related to
the marketing of agricultural products.
Measure 4. Investments in tangible assets
with sub-measure 4.2 Investments in
processing/marketing of  agricultural
products. Measure 9. Establishment of
producer groups and organizations.
Measure 16. Cooperation with three sub-
measures (16.1, 16.2 and 16.4), which
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€BpOonelricko NapTHLOPCTBO 3a MHOBaL MW,
pa3BuMTME Ha HOBW NPOAYKTW, MPAKTUKM,
npoLecun, TEXHOMOMUN U KbCU BEPUTU Ha
[OCTaBKM M MecTHM nasapu. Msapka 19.
NMAEP ¢ yetnpu noamsipku (19.1, 19.2,
19.3 1 19.4), KouTO BKNKOYBAT MNOArOTBU-
TeNIHN JENHOCTU, CTpaTernmn 3a BOAEHO OT
0o6LWHOCTUTE MECTHO pasBuTue, CbTpya-
HUYECTBO HA MECTHU UHULMATUBHU Tpynu,
TeKywun pasxoauM WM nonynspusmpaHe Ha
oblWHOCTHaTa cTpaTerns 3a MeCTHO
pasBuTue.

Mogmsapka 4.2 WHBectnuumn B
npepaboTka/MapKeTVHI Ha 3eMefesicku
npoaykTn ob6xBalja npepabdboTkaTa, Cbx-
paHeHVeTo, TpaHcnopTa, Npov3BOACTBOTO
Ha HOBM W KayeCTBEHW MPOAYKTW, BKN. Y
CBbpP3aHNTE C KbCU BEPUT! Ha JOCTaBka,
BHepsiBAHETO Ha [06pu  Npov3BOA-
CTBEHW MpakTUKW, CUCTEMU 3a ynpasrie-
HMEe Ha Ka4yecTBOTO W MOAroTOBKA 3a
cepTudukaums, nocTturaHe CbOTBETCTBUE
CbC craHpgaptute Ha EC, noemaHe Ha
pasxoan 3a peructpauus Ha TbProBCKu
Mapku. Mapka 9. Cb3gaBaHe Ha rpynu u
opraHusauumm Ha npoussoguTennuTe usuc-
KBa GU3HEC N/aH, B KOWTO 3a4b/HKUTETHO
TpsAbBa fa ce nnaHvpa efHa uan noseve
OT cnepHvUTe AEeNHOCTW — ajanTupaHe Ha
npoaykunsita KbM nasapHUTE W3UCKBa-
HUA, CbBMeCTHU npofaxbu Ha nasapa,
ycTaHOoBfiBaHe Ha o06wuM npaBuna 3a
WHhopMaLms 3a NPoayKUNATa, YMEHNS 3a
CTOMaHcKa 1 TbproBcka AenHoCT.

Moamspka 16.1 MNogkpena 3a cdop-
MupaHe U OYHKUMOHUPpaHe Ha onepaTuB-
HA TPynn B paMKWTe Ha €BpOMeiickoTo
napTHLOPCTBO 3@ MHOBAaLMK, € 3a MHOBAa-
TUBHW NPOEKTUN, KOUTO ca CBbP3aHu € Npo-
W3BOACTBOTO, npepaboTkata n/mnn map-
KeTVHra Ha 3emMeesiCKu NPOoAYKTH.

Mogmsapka 16.2 lNoakpena 3a nu-
NOTHM NPOEKTM N 3a pas3BUTME Ha HOBU
NPOAYKTW, NPaKTUKW, MPOLECU U TeXHO-
nornn, Kacae HOBOCBH3JaZleHN KTbCTepw,
B KOWUTO ca rpynupaHu HesaBucumMmu
NpeanpuaTUs, BKIOUYNTENIHO HOBOCHL3Aa-
OEeHV Mankn, cpefHu 1 ronemu npeanpus-
TUSA, KAKTO U KOHCY/TTATUBHU OpraHun u/unu
Hay4HOM3Ce0BaTesICKM opraHn3aLuu.

cover a European partnership for
innovation, development of new products,
practices, processes, technologies and
short supply chains and local markets.
Measure 19. LEADER with four sub-
measures (19.1, 19.2, 19.3 and 19.4),
which includes preparatory activities,
community-led local development strategies,
cooperation of local action groups,
running costs and promotion of the
community local development strategy.

Sub-measure 4.2 Investments in
processing/marketing of  agricultural
products which covers the processing,
storage, transport, production of new and
quality products, incl. and related to short
supply chains, the implementation of good
manufacturing practices, quality
management systems and preparation for
certification, achieving compliance with
EU standards, bearing the costs of
trademark registration.

Measure 9. Establishment of producer
groups and organizations requires a
business plan in which one or more of the
following activities must be planned -
adaptation of production to market
requirements, joint sales on the market,
establishment of common rules for
production information, skills for economic
and commercial activity.

Sub-measure 16.1 Support for the
formation and functioning of operational
groups within the European Innovation
Partnership is for innovative projects
related to the production, processing
and/or marketing of agricultural products.

Sub-measure 16.2 Support for pilot
projects and for the development of new
products, practices, processes and
technologies, concerns newly established
clusters in which independent enterprises
are grouped, including newly established
small, medium and large enterprises, as
well as advisory bodies and/or research
organizations.
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Mogmsapka 16.4 MNoakpena 3a xopu-
30HTA/IHO N BEPTUKASIHO CBbTPYLHNYECTBO
Mexay yyacTHUUUTE BbB Bepurara Ha
JOCTaBkM e 3a dhopMmupaHe Ha obeauHe-
HMA 3a KbCW Bepurm Ha [JOCTaBku W
06efMHeHus 3a MECTHM Na3apu.

Msapka 19. IMOEP e 3a BofgeHO OT
06LHOCTUTE MECTHO pa3BuTue. HeiHute
noamsipks ca 3a chopmMmupaHe M yupens-
BaHe Ha Ny6/IMYHO-4aCTHO NapTHLOPCTBO,
0byyeHUss 3a MeCTHM 3aMHTepecoBaHu
CTpaHu, NpoyyBaHua Ha TepuTopusaTa u
KOHCyNTMpaHe ¢ MecTHaTa O6LWHOCT BbB
Bpb3Ka C MNOArOTOBKa Ha crpareruarta.
dopmupaHe Ha MeCTHU WHULMATUBHU
rpynn (MWUI), noarotoBka U M3NbJIHEHME
Ha [fgeliHoCcTUTe 3a BbLTPELWHO TepuTo-
puanHO N TPaHCHALMOHA/IHO CbTPYLHU-
yectBO Ha MUl — mexay Teputopun B
ABe UNun rnoseye AbpXaBU UYNEHKU UMKN C
Teputopun B TpeTu AObpxasu. Tekyliu
pasxogn 3a ynpassieHve Ha MWL npwu
npunaraHeTo Ha cTpaTerusita 3a BOAEHO
OT 06LWHOCTUTE MECTHO pa3BuTUE, CBbP-
3aHNW C MOHMWTOPWHT W OLIEHKA, KaKTo "
nonynapusvMpaHeTo # 3a nognomaraHe
obMeHa Ha MHdopmauus mMexay 3avHTe-
pecoBaHuTe CTpaHM.

PasrnepaHvnte mepku noowpssaT
KoonepupaHeTo W UWHTErpupaHeTo Ha
MaUsikuTe nyesiapcku u Ap. cTonaHcTsa B
cesficKkocTonaHckaTa WM XpaHuTesiHaTta
Bepura. HacbpuaBaT opraHuszaumsta Ha
XpaHuTesiHaTa Bepura, nofoobpasaTt KOH-
KYPEHTOCMOCOBHOCTTa UM KaTo NbpPBUYHU
npou3BoauTeNn Ypes no-gobpo MHTerpu-
paHe B cefickocTonaHckata v XpaHutenHa-
Ta Bepura nocpescTBom cxemu 3a 6e30-
NacHOCT M Ka4yecTBO, MHOBaUWK 1 fobass-
He Ha CTOMHOCT KbM 3eMefesickuTe Mpo-
OYKTW, nonynapusnpaHe Ha MecTHuTe na-
3apu 1 KbCU BEPUTA Ha [OCTaBKU, rpynu n
opraHu3aumn Ha npoussogutenute. OAll
Ha EC npepoctaBs 1 Bb3MOXHOCTM 3a No-
[06po MHGOpPMALMOHHO ocurypsiBaHe Ha
cTonaHcTeara, uHaHcupaHe Ha Mallab-
HN KOMYHWKaLMOHHW KamnaHuu, LeHOBU
WHTEPBEHUUN, HamanaBaHe BONaTUIHOCT-
Ta Ha arponasapute, amBepcudmkaums
Ha cTonaHcTBaTta.

Sub-measure 16.4 Support for
horizontal and vertical cooperation between
the actors in the supply chain is for the
formation of associations for short supply
chains and associations for local markets.

Measure 19. LEADER is for
community-led local development. Its sub-
measures are for the formation and
establishment of public-private partner-
ships, trainings for local stakeholders, site
studies and consultation with the local
community in  connection with the
preparation of the strategy.

Establishment of Local Initiative Groups
(LIGS), preparation and implementation of
activities for internal territorial and trans-
national cooperation of LIGs - between
territories in two or more Member States
or with territories in third countries.
Ongoing costs for LIG management in the
implementation of the community-led local
development strategy related to
monitoring and evaluation, as well as its
promotion to support the exchange of
information between stakeholders.

The considered measures encourage
the cooperation and integration of the
small beekeeping and other farms in the
agricultural and food chain.

Encourage the organization of the food
chain, improve their competitiveness as
primary  producers  through  better
integration into the agricultural and food
chain through safety and quality schemes,
innovation and added value to agricultural
products, promotion of local markets and
short supply chains, groups and producer
organizations.

The EU CAP also provides opportunities
for better information provision of farms,
financing of large-scale communication
campaigns, price interventions, reducing
the volatility of agricultural markets,
diversification of farms.
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OcTaHanara 4act OT MepKute Mo
MPCP ca Haco4yeHn KbM nognomaraHe Ha
MafikuTe cTonaHcTBa, cybcuanpaHe npo-
N3BOACTBOTO HA KOHBEHLMOHa/IHU 1 6u1o-
NOTVYHN 3eMefefiCKM NPOoAYKTU, onassa-
He Ha okofiHaTa cpefa M Ha 6uonoruny-
HUTE pecypcyu CbC CTOMAHCKO 3Ha4eHwue,
nogo6psieaHe Ha eHepruiiHata edekTuB-
HOCT, pa3BuTue Ha Cenckn TypusbM U1 3a-
HasATW, nofobpsaBaHe Ha UHGpacTpyKTypata
N YCNOBMATA Ha XUBOT B CesiCKMTe paiio-
HW, yBe/iMyaBaHe [OXoAMTe Ha CcTonaH-
cTBata u ap. Bunpekn ye obxsaliaT pas-
HOPOAHW CeKTopu, U peanusnpart UKOHO-
MUYECKN, COLMAITHU, EKONOTUYHU 1 ApYrn
e)ekTu, Te He ca Haco4YeHU KbM KOHKpEeT-
HW arpornasapu, nopagm Koeto uMmar cna-
60 M KOCBEHO OTHOLIEHWE KbM Mapke-
TUHra Ha 3eMefencku NpoaykTu. Hakou ot
MepK/TEe M3UCKBAT paspaboTBaHETO Ha 6U13-
HecC naH, HO He 1 Ha MapKeTUHr cTpaTernu.

Bbnpekn cTpaTernyeckoto 3Haue-
HMe Ha arpocekTopa 3a BCSKa CTpaHa,
BK/I1. M 3a YOBELIKOTO CbLUeCTByBaHe,
npes nocnegHUTe TpWU  [eceTuneTus
Bbarapusa He npoBexaa akTuBHa arpapHa
nonnTMka, a camo cnefga pas/ivyHn
MOZenn HanaraHn OTBbH U 06BBbP3aHU C
onpegneneHn pecgopmn N puHaHcKpaHe.
Mpu npnemaHeTo HKY B EC 6elle konupaH
MoZena Ha obliarta arpapHa nonuMTuka Ha
EC, pa3paboTeH 3a ycnoBusTa Ha Tpagu-
LUMOHHOTO €BpOMeiicko CEMEHO 3emMeje-
ve, KOWTO € MHOTO pas/inyeH oT CTPYKTY-
patra Ha HaweTo 3emenenue. Bcuuyko
TOBa [j0Befe 0O HEPABHOMEPHO pas3BuUTue
Ha arpocekTtopa B bbarapusa n dopmupa
TEXKU ancbanaHcum — 6ym B pas3BUTUETO
Ha 3bPHO-NPOU3BOACTBOTO W KaTacTpo-
(hasHO CbCTOSAHWE Ha OTAEsSIHWM CEeKTopwu
Ha XXMBOTHOBBL/ACTBOTO, MPOM3BOACTBOTO
Ha 3eneH4yyun, niogose, obesnoassaHe
Ha CesiCKMTe paiioHu 1 gp.

Bbnpekn uye ocHOBHaTa u4acT OT
JoxoouTe Ha 3emefersickute npousBoau-
Tenu ce nosydyaear OT arponasapure,
BGONLUMHCTBOTO OT THAX Ce OPUEHTUPAT KbM
yCcBOsSIBaHe Ha nose4ye cybcuammn, a He
KbM no-fob6pa nasapHa peanmsauus Ha
npoaykuusata. EgHa OT npuumMHUTE 3a

The rest of the RDP measures are
aimed at supporting small farms,
subsidizing the production of conventional
and organic agricultural  products,
protecting the environment and biological
resources of economic importance,
improving energy efficiency, developing
rural tourism and crafts, improving
infrastructure and living conditions in rural
areas, increasing farm incomes, etc.

Although they cover diverse sectors and
have economic, social, environmental and
other effects, they are not targeted at
specific agricultural markets and therefore
have a weak and indirect relationship to
the marketing of agricultural products.
Some of the measures require the
development of a business plan, but not
marketing strategies.

Despite the strategic importance of
the agricultural sector for each country
and also for human existence, in the last
three decades Bulgaria has not pursued
an active agrarian policy, but only follows
various models imposed from outside and
tied to certain reforms and funding. Upon
our entering to the EU, the model of the
common agricultural policy of the EU was
copied, it is developed for the conditions
of traditional European family farming,
which is very different from the structure
of our agriculture. All this has led to
uneven development of the agricultural
sector in Bulgaria and forms severe
imbalances - a boom in the development
of grain production and a catastrophic
state of certain sectors of animal
husbandry, production of vegetables,
fruits, depopulation of rural areas and
others.

Although the main part of farmers’
incomes comes from agricultural markets,
most of them are focusing on absorbing
more subsidies rather than better market
sales.

One of the reasons for this is that the
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TOBa €, Ye OCHOBHAaTa 4acT OT 3emefer-
CKMUTE CTOMaHCTBa Ca MWKPO, T.e. MHOro
no-cnabw ot npepaboTBaTesIHUTE U Tbp-
rOBCKWUTE NPeAnpuaTUA, nopaau Koeto He
Morat fa nocTUrHaT peHTabu/iHOCT U KOH-
KYPEHTOCMOCOBHOCT Npu peanunsaumaTta.
[pyra npuunHa e, 4Ye B KOHLENTyasiHO
oTHoweHne OAIT Ha EC u HauuoHanHute
arpapHv NoUTUKN TpeTUpaT MapKeTUHIbT
OCHOBHO KaTo (pyHKLMSA, a He KaTto douso-
cothua Ha arpobusHeca. TexHuTe Lenu ca
MHOFOGpPOHM, Pa3HOPOAHM U LOMUHUpPA-
L0 HenasapHW, a U3non3BaHuTe WHCTPY-
MEHTM ca Haco4YeHn kbM 06xBaLlaHeTo Ha
MHOTIO CEKTOpPM.

Ourntannsauma Ha NOJIUTUKUTE
(MHCTpyMeHTapuyma)

BypHOTO pa3sutve Ha aurutasHuTe
TEXHO/MOMMM MNpe3 HOBOTO Xunagonetve
AVHaMu3vpa pasBUTMETO Ha OHNaliH
nasapute. To M3UCKBa M3rpaxgaHeTo Ha
HOBa AurutanHa uHdppactpyktypa (codpryep
N xapayep) 3a TpaHcdep Ha MHdopma-
uusa, pasnnawadus, cbbupaHe, cuctema-
TU3MpaHe W aHanu3upaHe Ha Big Data.
Cbo6pasHo ToBa MspKa 7. OCHOBHU yCny-
M 1 obHOBSIBAHe Ha cenara B CeJickute
paionn no TPCP 2014-2020 rog.
npefocTaBa Bb3MOXHOCTU 3a WMHBECTUL-
un no nogmsipka 7.3. Cb3gaBaHe, Nogo6-
psiBaHe W paswvpaBaHe Ha LUMPOKOJIEH-
TOBa MHppacTpykTypa. Ta no3gosnssa OT
efiHa CTpaHa Ha OOlWWHUTE B CefickuTe
palioHn pa gurMtanu3vpar  vact  oT
cBouTe ycnyru, a OT gpyra npegocrass
TakvMBa BBb3MOXHOCTM W Ha camuTe
3emegesnicku crtonaHcTea. MNogobpssa ce
JOCTBMBT 40 NasapuTe N Bb3MOXHOCTUTE
3a Nno-peHTabuiHa peanmsauus.

Bbnpekn TeHAeHUMWUTE Ha pasmu-
BaHe Mexay odnaiii U OHMaiH nasapuTe,
nocnefHuTe W3UCKBAT HOB MapKeTUHT
WHCTPYMEHTapuyMm. VIHTepHeT u agururan-
HUTE TEeXHOJIOTMN Harnpasuxa MapKeTuHra
oule no-yckopeH u cokycupaH. PR cTaHa
no-pasHoobpaseH 1 npegnara no-ronsama
ny6anYHOCT ype3 MHTepHeT. B pesynrar
Ha AurMTanHuTe TpaHcdopMauun Komy-
HYKauMoHHaTa MoAWTUKA W HelHuTe

main part of agricultural holdings are
micro, i.e. much weaker than processing
and trading companies, which is why they
cannot achieve profitability and
competitiveness in sales.

Another reason is that, conceptually, the
EU CAP and national agricultural policies
treat marketing primarily as a function and
not as an agribusiness philosophy.

Their objectives are numerous, diverse
and predominantly non-market, and the
instruments used are aimed at covering
many sectors.

Digitalization of the
(tools)

The rapid development of the digital
technologies in the new millennium is
dynamizing the development of online
markets. It requires the construction of a
new digital infrastructure (software and
hardware) for information transfer,
payments, collection, systematization and
analysis of Big Data. Accordingly,
measure 7. Basic services and renewal of
villages in rural areas under the RDP
2014-2020 provides investment
opportunities under sub-measure 7.3.

policies

Creation, improvement and expansion of
broadband infrastructure. It allows, on the
one hand, municipalities in rural areas to
digitize some of their services, and on the
other hand, it provides such opportunities
to the farms themselves. Access to
markets and opportunities for more cost-
effective sales is improving.

Despite the blurring trends between
offine and online markets, the latter
require new marketing tools. The Internet
and digital technologies have made
marketing even faster and more focused.

PR has become more diverse and offers
more publicity through the Internet. As a
result of digital transformations,
communication policy and its main tools
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OCHOBHM uHCTpyMeHTH (PR, peknama,
HacbpyaBaHe Ha npopjaxbuTte, OUPEKTEH
MapKeTVHr U JINYHKU NpoJax6Kn) cTaBar
BCE MO-pasHoobpasHM M YCKOpeHwu, Mno-
nepcoHanusvpaHn 1 okycmpaHm BbpXy
onpefeneHn CerMeHTn, pecnekTMBHO no-
eheKTUBHN 1 NO-NEPCMNEKTUBHU. Bb3MOX-
HOCTUTE 3a 6BbP3N LEHOBU NPOYYBAHUS U
LEHOBW CpaBHEHUS Ha OHMaliH 1 odynaiiH
nasapute, u3Bexgar LEeHUTe KaTo OCHOBEH
WHCTPYMEHT  3a  HacbpyaBaHe  Ha
npogaxounre.

AvrutanHute TEXHONOMUN U UHTEp-
HEeT MPOMeHMXa /orucTrkaTa 1 noBansixa
CbLLECTBEHO Ha TbproBusTa Ha ApeGHo.
OHnaiiH nasapuTe Mo3BOsiABAT No-6bp3a
N VHTEpPaKTVBHA KOMYHWKaUUS U AUCTPU-
OyuMs, KaKTO 1 HamaisiBaHe Ha pa3Xxogu-
Te 3a noructuka. [Mpepgnarat paBeH
[OCTbMN A0 rNo6anHUAT OHMaH nasap 3a
BCEKN OW3HEC — MUKPO, MabK, CpefeH
unu ronsam. MNossonasaTr popMupaHe Ha
CO6CTBEHM ANCTPUOYLUMOHHU KaHan 6e3
nocpegHULM 1N HamansasaTt MHBeCcTULuuTe
3a usrpaxgaHe Ha CKbnu uanyeckn
MarasvHu. JaBaT Bb3MOXHOCT 3a r/106an-
HU npofax6u c no-ronam ms3bop Ha no-
TpebuTenuTe Npu Mo-HUCKW LeHn. B pesyn-
TaT Ha HOBWTE TEXHOAOMUN ANCTPUOY-
UMOHHaTa MosuMTUKa cTaBa MO-HMCKopas-
XO[Ha 1 ¢ No-Manko nocpeaHuun, cnego-
BaTesIHO MO-Npsika 1 no-nepcoHanusupa-
Ha, PecrnekTMBHO Mo-TapretTMpaHa u no-
edoeKkTMBHa.

Peknamata murpupa BCce MoBeye
KbM MHTEPHET, 3all0T0O TaM € nepcoHasu-
3upaHa 1 u3Mepuma. YCWIMeTo ga ce
CTUIHe 4O JajeH nasap BCe noseue Lie
6bae 3ameHeHo oT ye6 6asvpaHu nnat-
hopmu ¢ MOBUNHWN Bepcuu, KOUTO obpa-
60TBaT ¥ aHa/IM3MpaT aBTOMaTU4YHO AaHHW-
Te. Te npegnarat 6bP30 M ONPOCTEHO MOJI-
BaHe B TPV OCHOBHW CTbIKK (NOpbUBaHE —
nnawaHe — gocTtaeka), C Bb3MOXHOCT 3a
WHTErpMpaHe M Ha ocdnaiiH Tbprosuw.
KnneHTbT MOXe fda nopbya upes anam-
Kaumsa oT cmMapTgioH OT BUTpUHATa Ha
MarasvH B W3BbH paboTHO Bpeme, upes
CKaHWpaHe Ha cTokaTa W cnef kaTo
nnartu, T Aa My ce A0CTaBu Ha MocoYeH

(PR, advertising, sales promotion, direct
marketing and personal sales) are
becoming more diverse and accelerated,
more personalized and focused on certain
segments, respectively more effective and
more promising.

Opportunities for quick price research and
price comparisons in online and offline
markets, bring prices as a major tool for
sales promotion.

Digital technologies and the
Internet have changed logistics and
significantly affected retail. Online markets
allow faster and more interactive
communication and distribution, as well as
reduced logistics costs.

They offer equal access to the global
online market for every business - micro,
small, medium or large. They allow the
formation of their own distribution
channels without intermediaries and
reduce investments in the construction of
expensive physical stores. They enable
global sales with more consumer choice
at lower prices.

As a result of new technologies, the
distribution policy becomes lower-cost
and with fewer intermediaries, therefore
more direct and more personalized,
respectively more targeted and more
efficient.

Advertising is increasingly migrating
to the Internet because it is personalized
and measurable. Efforts to reach a market
will increasingly be replaced by web-
based platforms with mobile versions that
automatically process and analyze data.

They offer quick and easy use in three
main steps (order - payment - delivery),
with the ability to integrate offline
merchants. The customer can order
through an application from a smartphone
from the shop window outside working
hours, by scanning the goods and after
paying, it will be delivered to the specified
address. There are already applications
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agpec. Beue wuma npuIoXeHWs, KOUTO
no3songBar 3annawiaHe [UMPEKTHO OT
Mo6GuneH TenedoH, 4pe3 T.Hap. AUru-
TanleH nopTdhenn, KOeTo 3HAYUTEsTHO
obnekyaBa OHMalH TpaH3akuuute w
pasBUTMETO Ha OHNAlH UHCTPYMEHTUTE.

NHbopMaLMOHHITE, KOMYHUKALMOH-
HUTE, 06/1a4YHMTE U APYrM TEXHOIO0MMKM Mo-
BULUMXa NPOM3BOAMTENHOCTTA Ha Tpyaa U
Hamasimxa cebecTonHOCTTa Ha yCcnyrute u
CcTOoKMTEe. B cbueTaHne ¢ Bb3MOXHOCTUTE,
KOMTO npegnarat OHNaliH nasapute 3a
6BbP3N LEHOBU CpaBHEHWs, Te foBefoxa
[0 HamansiBaHe Ha LEeHUTE U U30CTPSIHE
Ha UeHoBaTa KOHKypeHuus. VIHTepHeT Ha
HOBU MPOAYKTM U NPefocTaBy Bb3MOX-
HOCTM 3a MO-TO/ISIMO y4yacTue Ha noTtpe-
6uTenIMTe B Mpoueca Ha Cb3faBaHe YCb-
BbPLUEHCTBAHE Ha CTapu CTOKW W YCAYTW.
JurutanHute TeXHosorMyM Hampasmxa npo-
eKTMpaHeTo, MPOTONUTUPAHETO U MPOU3-
BOACTBOTO Ha MNpOAyKTU 6BbP30 U nep-
COHanM3MpaHo. VHoBauumTe B Am3aiiHa
Ha NPOAYKTUTE, MapKiTe W OMNakoBKUTE
CTaHaxa no-guHaMu4yHW. VIHTepHeT no3sonu
no-6bP30 cbhb3haBaHe U yTBbpXAaBaHe Ha
6paHgoBeTe.

VHTEpHET € BWCOKOTEXHO/IOTUYHA
cpepa, KoATo ce pas/simyaBa CbLECTBEHO
OT ochilaiiH cpepata, 3a KOSATO e Cb3fa-
[OEH KNacn4ecknaT MapKeTUHT UHCTPYMEH-
Tapuym 4P. Bbrpeku ToBa UHTEPHET Ha-
npaBy HErOBUTE UHCTPYMEHTU MO Mepco-
HaM3MpaHu N YCKOPEHW, MNO-€BTUHU U
nsMepumMmn. KnacumyeckuaT MHCTPYMeEHTa-
puym 4P e npunoxumm uU B AurMrasnHa
cpepa, nopaam HeroBuAT 6a30B xapakrep,
HO BBMNPEKN TOBa ca Heobxogumu un cre-
unannampaHn MapkeTVHT MHCTPYMEHTM 3a
OHNavH nasapute, KOWUTO ca Mo-npodm-
JIMpaHn 1 cneuuannsupaHu, pecrnekTBHO U
no-npuioXumn Ha TAX. B Tasum Bpb3-Ka
Eduardo Conrado (https://hbr.org/2013/01...),
npegnara mogena SAVE (Solution —
peweHne, Access — pgoctbn, Value —
cToliHocT, Education — obpasoBaHue), a
Edtumnyc KoHcTaHTUHuAnC
(http://www.free-management-
ebooks.com...) npepnara mogena 4S
(Scope — obxBat, Site — caliT/msACTO,

that allow payment directly from a mobile
phone, through the so-called. digital
portfolio, which greatly facilitates online
transactions and the development of
online tools.

Information, communication, cloud
and other technologies have increased
labour productivity and reduced the cost
of services and goods. Combined with the
opportunities offered by online markets for
quick price comparisons, they have led to
lower prices and intensified price
competition.

The Internet has provided opportunities
for greater consumer participation in the
process of creating new products and
improving old goods and services. Digital
technologies have made the design,
prototyping and production of products
fast and personalized. Innovations in
product, brand and packaging design
have become more dynamic. The Internet
has allowed faster creation and validation
of brands.

The Internet is a high-tech
environment that differs significantly from
the offline environment for which the
classic marketing toolkit 4P was created.

However, the Internet has made its tools
more personalized and faster, cheaper
and more measurable. The classic 4P
toolkit is also applicable in the digital
environment, due to its basic nature, but
nevertheless specialized marketing tools
are needed for the online markets, which
are more profled and specialized,
respectively more applicable to them. In
this regard, Eduardo Conrado
(https://hbr.org, 2013), offers the model
SAVE (Solution, Access, Value,
Education), and Eftimius Konstantinidis
(http://www.free-management-

ebooks.com) offers the 4S model (Scope,
Site - place, Synergy, System).
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Synergy — cuHeprus, System — cuctema).

®okycbT TpsAbBa fa e BbpXy peLue-
Hneto (Solution), BmMecTo npoaykta. Ha
NMbpPBO MACTO € NOTPpebuTensaT 3aefHo ¢
HEroBuUTE HYXAMW W NOTPEOHOCTM, a He
npoaykTta. ToBa, KOETO MMa 3HavYeHune 3a
noTpebutenMTe e ganu NpoaykTbT npeg-
nara pelweHne Ha TexHuTe npobremm.
3atoBa npu paspaboTkaTa Ha HOB MpoO-
OYKT, MbPBUAT BBMAPOC, HA KOUTO € Heob-
XOAMM OTIOBOpP € KakBM Ca HYXAuTe U
npo6siemnTe Ha NOTpebuTennTe N kak ga
6baat 3agoBonieHn? OTKpue nNn ce pelle-
Hue, noTpebuTenute we 6bAAT AOBOJIHN.
He3aBMCMMO OT CBOETO MECTOMOJIOXEHME
notpebutenuTe moraTr ga AOCTUrHaT A0
npoaykTuTe ¢ eauH ,click". MacToTo Beue
He e OT 3HauyeHue, a AocTbnbT (Access),
KOIiTO Te nmart. He cTaBa BbNpoc camo 3a
OHNaWvH MarasuH, a 3a KaHaJun 3a KOMyHU-
Kaums n obpaTHa Bpb3Ka, 4Ype3 KouTo
noTpebuTenAT Aa KOHTaKTyBa ANPEKTHO U
[Aa n3rpagmn gosepue.

Heobxoanm e akueHT BbpXy CTOW-
HocTTa (Value), Bmecto ueHaTa. Korato
NpoAyKTa nma BUCOKa CTOMHOCT 3a noTpe-
6utenuTe, Te ca CKIOHHW Aa NnataT MHO-
ro no-BMCOKa LieHa 3a Hero. TpaguunoH-
HUAT MapKeTUHI MUKC 3a/1ara Ha LeHara,
a He Ha CTOIHOCTTa, BbMNPEeKn Ye nocnes-
HaTa e HeliHa OcHoBa. Ha BMCOKO KOHKy-
PEHTUTE OHMalH nasapu, LeHaTa e npoc-
TO dhopMasieH N3MepuTes, u e gasned He-
poctatbyHa. [locpeAcTBOM pasMyHUTE
KOMYHVKAUMOHHN KaHann — yebcair,
65101, coumasHu mMpexu u ap., hupmuite
nosyyaesaT vHdopmMaums 3a noTpeéute-
nite cu, n obpartHo. lMoTpebutenute ce
MHGOPMUPAT OTHOCHO BCUYKO, KOETO ce
c/lyuBa ¢ nNpoAykKTa — bnaenTn, HOBOBbLBE-
[eHuns, HOBWM MOZEeNN v Ap., B pesyntar Ha
KOeTo Te usrpaxgar gosepve ¢ GpaHga.
®okycbT TpaAbBa fa e Bbpxy obpasoBaHue-
7o (Education), BMmecTo npomoumsTa.

Mawab6bT (Scope) onpegensi 0OCHOB-
HUTE CcTpaTerMyecku BbNpocu 3a yeb
NPUCBLCTBMETO W CTpaTermyeckara pons
Ha caliTa, 06xBaTbT Ha OHNaliH Nnasapure,
NMoBeAEHNETO Ha MOTEHUWa/THUTE K/IUEH-
M. CuHepruata (Synergy) ocurypsiea

The focus should be on the
Solution, instead of the product. In the first
place is the consumer along with his
needs and requirements, not the product.

What matters to consumers is whether the
product offers a solution to their problems.

Therefore, when developing a new
product, the first question that needs to be
answered is what are the needs and
problems of consumers and how to meet
them? If a solution is found, consumers
will be satisfied.

Regardless of their location, consumers
can reach their products with a single
click. Location no longer matters, but the
Access they have. It is not just about an
online store, but about communication
and feedback channels through which the
user can contact directly and build trust.

An emphasis is on Value instead of
price. When a product has high value for
consumers, they tend to pay a much
higher price for it.

The traditional marketing mix relies on
price, not value, although the latter is its
basis. In highly competitive online
markets, price is simply a formal measure,
and is far from sufficient.

Through various communication channels -
website, blog, social networks, etc.,
companies receive information about their
users, and vice versa. Consumers are
informed about everything that happens
with the product - updates, innovations, new
models, etc., as a result of which they
build trust with the brand. The focus should
be on Education, instead of promotion.

The Scope determines the main
strategic issues for the web presence and
the strategic role of the site, the scope of
online markets, the behaviour of potential
customers. Synergy provides integration
of Internet activities with marketing
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WHTErpauma Ha WHTepHeT paeliHocTute ¢
MapKeTUHr AeNHOCTUTEe, MHTerpauus Ha
caliTa ¢ BbHLWHW Meauun, NapTHbOpU 1 ap.,
B LiA/I0CTHA MapkeTuHr ctpaterus. Cucte-
MaTa (System) BkHOUBa KOMYHUKALMOHHN
TEXHOMOrMK, Xapayep, codpTyep, Mpexo-
Ba MHPaCTPYKTYpa, afMUHUCTPMpPaHe Ha
caiiTa, nnarexHa CuUcTeMa, MOHUTOPUWHT
Ha yeb Tpadumka U NpuUcbCTBUE Ha GpaH-
fa. CuHeprusita Mexay BCUYKN eNIEMEHTU
N MHTEerpaumsta Ha OGU3HeC npouecuTe,
TEXHOMOIMMTE U MeaunTe B USIOCTHA
MapkeTUHr cTpaTerns € K/il4voBa 3a
NoCTUraHe Ha KOHKYPEHTOCMNOCO6HOCT.

Yeb6 cainTbT (Site) moxe ga 6bae
KoprnopaTuBeH yeb caiiT, VIHTepHeT mara-
3uMH, OHnaliH nnaTdopma, arpervpaia
YCNYrn UM CTOKKU, KaKTO U CaMocToATe -
Ha Mo6WNHa annukaumsa 3a  YChAyru.
CaliTbT e rnobasieH Noc/IaHUK Ha CTOKN U
YCNyrn B OHMaiH NPOCTPaHCTBOTO. TOi ce
Brpaxga MHOro gobpe B KlacMyeckuaTt
MapKeTUHI NHCTpyMeHTapuym 4P Tlpo-
AykTbT (Product) moxe ga e yeb canTbT,
a mscto (Place) kopecnoHgmpa ¢ gobpe
Cb3gafeHunTe BPb3KMN U NapTHLOPCKN Mpe-
XW, KbOETO yeb caliTa cBbp3Ba npegnara-
HWUTE B HEro NPOAYKTU 1 YCNyru, ¢ AOMbI-
HWUTeNHa ayauTopusl. Yeb caiiTbT ocbLyecT-
BsiBa [N106a/iHa KOMyHMKauus, npeacTa-
BAWKN LeHUTe 1 npomoumpalikm (Promotion)
ohepTn KbM K/IMEHTUTE, MO3BONSABAlKA
LeHoBu cpaBHeHus (Price), MHTepakTMBHA
1 NepcoHaManpaHa KOMyHuKauus.

N3BOAN

B pesyntar Ha npoBeAeHOTO
npoyYyBaHe Ha MapKeTWHr cTpaTerunte u
NOSIMTUKNTE Ha arpocekTopa, Morat ga ce
HanpasAT cllefHUTe N3BOAM:

- MapKeTUHr cTpaTternmte ca Xosuc-
TUYHW, 3alLOTO WHTEerpupar feilHocTuTe
no NpoyyBaHeTo, Cb3jasBaHeTo, 3ana3sa-
HEeTO M [J0CTaBAHETO Ha CTOMHOCT Ha
K/IMEHTAa, BK/1. U Ha UHAMBUAYASTHU NOM3N.
Kato dmnocousa Ha 6usHeca Ha TaX ca
NOAYMHEHN BCUYKM MONUTUKM. Te Mno3Bo-
nABaT peHTabuHO U AbAroTpaHo HacTa-
HAABaHe Ha nasapuTe 3all0To yBenuyasar
KMEHTUTE, NOANHOCTTA U TAXHATa NOXN3-

activities, integration of the site with
external media, partners, etc., in a
comprehensive marketing strategy.

The system includes communication
technologies, hardware, software, network
infrastructure, site administration,
payment system, web traffic monitoring
and brand presence. The synergy
between all elements and the integration
of business processes, technologies and
media into an overall marketing strategy is
key to achieving competitiveness.

The Website can be a corporate
website, an Internet store, an online
platform aggregating services or goods,
as well as a standalone mobile application
for services. The site is a global
ambassador of goods and services in the
online space. It fits very well into the
classic 4P marketing tools.

The Product can be the website, and the
Place corresponds to the well-established
links and partner networks, where the
website connects the products and
services offered in it, with an additional
audience. The website communicates
globally, presenting prices and promoting
promotions to customers, allowing price
comparisons, interactive and personalized
communication.

CONCLUSIONS

As a result of the study of
marketing strategies and policies of the
agricultural sector, the following
conclusions can be drawn:

- marketing strategies are holistic
because they integrate the activities of
researching, creating, maintaining and
delivering value to the customer, incl. and
individual benefits. As a business
philosophy, all policies are subordinated
to them. They allow cost-effective and
long-lasting accommodation in the
markets because they increase
customers, loyalty and their lifetime value.
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HeHa cTolHoCT. OcurypsiBat Ha CTonaHcTBa-
Ta Ab/ITOCPOYHN KOHKYPEHTHU NPEAUMCTBA.

- K/TACUYECKUSAT MapPKETUHT MHCTPY-
MeHTapuym 4P TpsibBa ga 6bae mogndn-
uMpaH 1 AONb/IHEH C APYIN UHCTPYMEHTU
kato 41 (Investigation, Information,
Integration, Innovation), 4P (process,
performance, personality, positioning), 4R
(Relationships, Retention, Referrals,
Recovery) n gp., CbobpasHo cneymdukara
Ha LeneBuTe nasapu n 06eKTUBHO NPOTK-
yalmTe NpomMeHu B GU3HeC cpegara.

- arpapHvTe NoOsMTUKM npecnensar
MHOro6poiHM, pa3HoOpoAHM U B OCHOBHA-
Ta CM 4acT HenasapHW uUenu, KouTo no-
paxaaTr MHOXeCTBO LesieBM KOHMIUKTW.
Te TpeTnpatr MapKeTUHrbT OCHOBHO KaTto
yHKUMSA, a He kaTto dwmnocodma Ha
arpobusHeca. 3atoBa 4acT OT TexHuTe
WHCTPYMEHTN UMAT MpeauMHO dOYyHKUMO-
Ha/leH M TaKTMYecKu xapaktep Mo OTHO-
LUEeHMe Ha MapKeTUHra Ha arpo NpPoAyKTw.
OcHoBHaTa 4acT OT MHCTPYMEHTUTE He ca
HacouyeHn KbM arponasapute, nopagu
KOeTo nmaT cn1abo M KOCBEHO OTHOLUEHUE
KbM MapKeTUHI cTpaTernnte Ha KOHKpeT-
HY ceKTopwm.

- B pes3yntar Ha TexHOMormyHute
TpaHcdopmaummn, MHCTPYMEHTUTE Ha Kna-
CUYECKNA MapKeTUHr MuKc 4P ctasart Bce
Mo-MHOBATVBHW, MNO-AVHAMUYHW, MO-PasHo-
06pa3Hn 1 YCKOPEHWU, N0 HUCKO pas3XxofHu,
no-nepcoHanu3npaHy 1 TapreTnpaHu, no-
npeLun3sHn, PecrnekTMBHO 1 No-eheKkTUBHWN.
WHTepHeT yckopsaBa v pa3slmpssa obxsa-
Ta Ha TPAAULMOHHUAT MapKeTUHI UHCTPY-
MeHTapuym 4P. Vima TeHOeHUMM KbM
avrntanu3mpade Ha NoAWTUKUTE (MHCTPY-
MeHTapuyma) Ha MapkeTuHr cTpaTermure.

- OHNaNH nasapuTe HanaraT U3nos-
3BaHETO Ha HOB MapKeTWHI WHCTPYMEH-
Tapuym kato SAVE (Solution, Access,
Value, Education), 4S (Scope, Site,
Synergy, System) u gp. Toli ocurypsisa
CUHeprna 1 UHTerpaums Ha BCUYKM Oun3-
Hec npouecu ¢ KnueHTute. AurntanHure
WHCTPYMEHTN Ca NO-MHTEpPaKTUBHW, MO-
nepcoHann3nMpaHn, no-tapreTmpaHun, no-
NPeumsHn, MNO-UKOHOMMWYHKM, NO-U3MepUMU,
T.e. N0-ePEKTUBHY U MNO-NEPCNEKTUBHM.

They provide farms with
competitive advantages.

- the classic marketing toolkit 4P
should be modified and supplemented
with other tools such as 4l (Investigation,

Information, Integration, Innovation), 4P

long-term

(process, performance, personality,
positioning), 4R (Relationships, Retention,
Referrals, Recovery) and  others,

according to the specifics of the target
markets and the objectively occurring
changes in the business environment.

- agrarian policies pursue
numerous, diverse and largely non-market
goals, which give rise to many targeted
conflicts. They treat marketing primarily as
a function, not as an agribusiness
philosophy. Therefore, some of their tools
are mainly functional and tactical in terms
of marketing agro products. Most of the
instruments are not aimed at agricultural
markets, which is why they have a weak
and indirect relationship to the marketing
strategies of specific sectors.

-as a result of technological
transformations, the tools of the classic
marketing mix 4P become more
innovative, more dynamic, more diverse
and accelerated, less expensive, more
personalized and targeted, more precise,
respectively and more effective. The
Internet is accelerating and expanding the
scope of traditional 4P marketing tools.
There are tendencies to digitize the
policies (tools) of marketing strategies.

- online markets require the use of
new marketing tools such as SAVE
(Solution, Access, Value, Education), 4S
(Scope, Site, Synergy, System) and
others. It provides synergy and integration
of all business processes with customers.
Digital tools are more interactive, more
personalized, more targeted, more
accurate, more economical, more
measurable, i.e. more efficient and more
promising.
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- pasBUTMETO Ha Haykarta WU TEXHO-
norumTe BOAM A0 0B6EKTMBHO HaCTbNBaLLM
NPOMEHN BbB BCUYKM CCHEPU HA XUBOTA,
PEcnekTMBHO 1 B MapKeTWHI cTpaTternmre
W TEXHUTE MOSIMTUKU. B pe3ynTaT Ha ToBa
nocrnefHuTe Lie pa3BuBaTt, oboraTaBat u
npocpuampar CcBOUTE MWHCTPYMEHTU 3a
opaiiH 1 OHMalH nasapuTe, KaKTo U 3a
pa3/IMYHUTE CEKTOPU HA UKOHOMUKATA —
3emMefenue, NHAYCTPUS 1 YCITyTu.

- The development of science and
technology leads to objectively occurring
changes in all spheres of life, respectively
in marketing strategies and their policies.
As a result, the latter will develop, enrich
and profile their tools for offline and online
markets, as well as for various sectors of
the economy - agriculture, industry and
services.
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