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EMINWPUYHO U3CNIEABAHE HA AN EMPIRICAL RESEARCH ON

NMA3APHATA PEAJIUSALUNA HA
MHOBAUUUTE B COPTYEPHATA
MHOYCTPUA

Katepuna WopaaHosa KoanyaxoBsa

Pe3rome: WHoBauumTe ca agsuraten Ha
OBbArocpoyeH MKOHOMMYECKN pactex "
CTPYKTYPHMU NPOMEHM 3a MKOHOMWNYECKMN

Hanpeabk. lNasapHata peanusauus e KpanHaTa
uen Ha edHa WHoBaUMA — TasW WHoOBaUMA Oa
6bae Bb3NpueTa OT nasapa, KoeTo € Mspka 3a

HeHaTa crnocobHoCT ga  yOoBneTBopsiBa
HerosuTe HYXXOu n aa nosuLLaBa
KOHKYPEHTOCMNOoCoBHOCTTa Ha dupmara.

CodbTyepHaTa uHOYCTpMS MMa BOAewa pons,
3al0TO NpuTexasa TEXHOMNorusTa M 3HaHWETo,
KOUTO Cca KN4YOoB EfleMeHT B npoueca Ha
cb3daBaHe Ha WHoBauuu. B cratuata ca
npegcrtaBeHn pesyntatute OT MNPOBEAEHOTO
€MMNUPUYHO n3crnenBaHe Ha nasapHara
peanu3aumsi Ha uHOBauuuMTe B codTyepHaTta
WHOYCTPUA, KOeTo uMa 3a uen fa nokaxe
aKTyarlHOTO CbCTOSlHME Ha MHOBaUMUTE B
codbTyepHata uMHAYCTPpUSS M Oa o4depTae
KIH04YoBUTE dakTopu B npoeca Ha
paspaboTBaHe Ha MHOBauUMsiTa M Nnocnegsailarta
" nasapHa peanusaumng. MN3cnegBaHeTo

obxBawa 33 MUKPO npeanpuaTvs, Mankm u
cpegHu npeanpuaTus, YneHyBaLLm B
Bbnrapckata acoumauua Ha codTyepHute

dupmn (BACKOM) B Bbnrapusa. EmnmpmnyHoTO
nacrniegBaHe e nposegeHo npes gekemspwu, 2017
r. U € YyacT OT AgMCepTauMoHeH Tpya Ha Tema
J[lasapHa peanusauma Ha wHOBaUMUTE B
copTyepHaTta nHaycTpus®. U3cneosaHuaT
nepuog e ¢ obxeat 2015 -2017 roanHa.

Kmo4yoeu Oymu: wHOBauuuTe, nasapHaTta
peanusaumus, codpTyepHaTa UHOYCTPUS, aHKETHO
nscnegsaHe, BACKOM

THE COMMERCIALIZATION OF

THE INNOVATIONS IN
SOFTWARE INDUSTRY

Katerina Yordanova Kozludzhova

Abstract. Innovation is a driver of a
long-term economic growth and structural
change for economic progress. The
commercialization is the final goal of the
innovation - this innovation to enter the
market, to be accepted by the market,
which is a measurement of its ability to
meet market's needs and requirement
and to increase the competitiveness of
the company. The software industry has
a leading role in that process because it
possesses the technology and knowledge
which are key elements in the innovation
process. This paper presents the results
of the empirical research on the
commercialization of the innovations in
the software industry, aims to show the
current state of innovation in the software
industry and outlines the key factors in
the process of innovation development
and its subsequent commercialization.
The survey covers 33 micro-enterprises,
small and medium-sized enterprises,
members of the Bulgarian Association of
Software Companies (BASSCOM) in
Bulgaria. The empirical study is
conducted in December 2017 and is part
of a dissertation on "Commercialization of
the Innovations in the Software Industry".
The survey period ranges from 2015 to
2017.

software
survey,
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1. BbBeaeHue

MHoBaumna B codpTyepHaTa MHOYCTpUA €
BHeOpsiIBAHETO Ha HOB wnu nogobpeH
copTyepeH NpoAyKT, KOUTO yaoBreTBOpsiBa
HyXauTe Ha knueHTa.! B npeanoxeHaTa
aedoHUUMA o NOHATMETO ,BHegpsiBaHe"
ce pasbupa ,BbBeXaaHeTo B ynoTpeba“ nnm
,N3MON3BaHEeTO" Ha pa3paboTeHns HOB UMK
nogobpeH copTyepeH NPOAYKT OT KIMEHTa;
a nog nOHATMETO LHOB wnNu nogobpeH
copTtyepeH npoayKT" ce pa3bupa
pa3paboTBaHETO Ha HOBa M pasfnuyHa
dYHKLMOHANMHOCT KbM CblLecTByBaLL
copTyepeH NpoayKT, UAM Cb3gaBaHETO Ha
HOB CO(pTyepeH MpoAyKT, unu nogobpeHue
Ha npeguwHa Bepcua Ha CcogpTyepHus
NPOAOYKT. [MoHaTneTo ,nasapHa
peanusauus® Ha nHoBaumuTe B
copTyepHaTta MHAYCTpUA ce onpenens Kato
npoLec Ha NpeacTaBsHE Ha MHOBaUMSATa Ha
nasapa, KOUTO Lenu aa nopoam xenaHue 3a
3aKkynyBaHe W M3Mon3BaHe Ha MHoBauuATa
OT nasapa, 1 peanuanpaHe Ha npogaxba ot
dumpmara. MasapHaTta peanusauma
npesBpbllia WHOBauMsaTa B ABuraten Ha
MKOHOMMYECKM pacTex. T4 ce pasrnexga
Kato nonoxuteneH pesyntat oT: (1)
N3BbpLUBaHE Ha 3aabnboYeH aHanM3 BbPXY
CbObPXXaHMETO Ha MNOHATMETO ,MHOBaLMS”;
(2) paskpuBaHe CbLUHOCTTa Ha NU3TOYHULUTE
Ha BBb3MOXHOCTM 3a Cb3JaBaHe Ha
nHoBauuu; (3) paskpuBaHe pasnNUYHUTE
noaxoau 3a crapTupaHe Ha mHoBauus; (4)
oyepTaBaHe Ha KMYoBU akTopu 3a
pa3paboTBaHe Ha MHOBaAUMSA W TAXHOTO
nacnegBaHe B KOHTEKCTa Ha codpTyepHarta
NHOYCTpUS, (5) n3BbpLLBaHE Ha
3a4bnboyeH aHanu3 BbpXy CbAbpXKaHWETO

1. Introduction

Innovation in the software industry
is the implementation of a new or
improved software product that meets
the needs of the customer.® In the
proposed  definition, the term
"implementation” means the
"exploitation" or the "usage" of the
developed new or improved software
product by the customer. The term
"new or improved software product"
means the development of a new and
different functionality to an existing
software product, or the creation of a
new software product, or the
improvement of a previous version of
the software product. The term of
"commercialization™ of innovation in
the software industry is defined as the
process of the introduction of the
innovation to the market that aims to
create a market desire to buy and use
the innovation and generate sales for
the company. The commercialization
makes the innovation an engine of
economic growth. It is researched as
a positive result of: (1) conducting an
in-depth analysis of the content of the
concept of "innovation"; (2) revealing
the essence of the sources of
innovation; (3) identifying different
approaches for starting innovations;
(4) identifying key factors for the
process of innovation development
and their research in the context of
the software industry; (5) conducting
an in-depth analysis of the content of
the concept of commercialization; (6)

' leduHMLMsTa 3a NOHATUETO ,MHOBALMA® B cOTyepHaTa MHAYCTPUSA e NpeanoXeHa oT aBTopa.
* [leduHMLUMATA 3a MOHATWETO ,NasapHa peanusauus” B copTyepHaTa WHAYCTPUS € NpeariokeHa oT

asTopa.

® The term of “innovation” is defined by the author.

* The term of “commercialization” is defined by the author.
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Ha MNOHATMETO ,nasapHa peanusauus”; (6)
n3bop Ha nNoOAXOASWM  MaPKETUHIOBU
AENHOCTN 3a OCbLUECTBABAHETO Ha npouec
Ha nasapHa peanuaauus; (7) odepTaBaHe Ha
Knto4oBuTe dakTopu 3a nasapHa
peanu3auma K“ TAXHOTO WU3cneaBaHe B
KOHTEKCTa Ha codpTyepHaTa MHAYCTPUS.

2. MeTogonorua Ha nscnegBaHeTo

EmMnvpnyHOTO mn3acnensaHe e nposeaeHo
OT aBTOpa 3a LenuTe Ha peanuanpaHeTo Ha
auceptauuoHeH Tpya Ha Tema [lasapHa
peanusauusa Ha MHoBauunTe B copTyepHaTta
nHaycTpusa“. 3a nposexaaHe Ha
eMNUPUYHOTO n3creaBaHe ce Un3nonsea
KomOuHMpaHa mnscnegosaTenicka crpaTerus,
KOATO BKMOYBA MpunaraHeTo, KakTo Ha
KONMMYECTBEHMS, Taka M Ha Ka4vyeCTBEHUs
MeTo4 3a wu3cnegBaHe Ha obekta w
npegmeTa Ha uscrnegBaHeTo. 3a uenute Ha
peann3npaHeTo Ha KONUYECTBEHUS MeTo[
ce npoBexJa aHKeTHO m3criegBaHe C nuua,
MEHNIXbpU Ha codpTyepHute dupmn. B
HacTosiwara Ccratua e  npeacTtaBeHo
USNOCTHOTO aHKETHO u3crneaBaHe BbpXy
nasapHata peanuMsauusi Ha uWHOBauuuTe,
pa3paboTteHn oOT codTyepHuTe uUpMn B

Bvnrapus.

O6ekT Ha wu3cnegBaHETO ca  MUKPO
npeanpuaTMaTa, Mankute W - cpegHuTte
npegnpuaTma (MCn, yrieHyBsaLum B

Bbnrapckata acoumnaums Ha copTyepHuUTe
komnaumm  (BACKOM),  paspaboTsBalum
npoaykToBM  WHOBauun. [lpeameTr  Ha
n3cnegBaHeTo e nasapHaTta peanusauus Ha
MHoBaumnTe, pa3paboTeHn OT copTyepHUTe
dupmun, yneHysawm B BACKOM. LUenTta Ha
nscnegBaHeto e  paspaborBaHeTo U

npegnaraHeTo Ha MoZen 3a nasapHa
peanu3auua Ha wuHoBauuute (MIMPU) B
copTyepHata  UHAOYCTpUA, KOWTO  Aa

Hacbpun MCI1 B codTyepHata mHOycTpus
Aa cb3gaBaT MHOBALMOHHU NMPOAYKTU, KOUTO
yCnewlHo a peanuaupar Ha nasapa.
O6eKkTbT Ha M3cneaBaHeTo € NpeacTaBeH
oT 73 codpTyepHn uUpMKU, KoeTo e

selecting  appropriate  marketing
activites for the process of
commercialization; (7) identifying key
factors for the process  of
commercialization and their research
in the context of the software industry.

2. Methodology of the research
The empirical research is

conducted by the author for the
purposes of the dissertation thesis
"Commercialization of innovations in
the software industry". A combined
research strategy is used to conduct
the empirical research, which includes
the application of both the quantitative
and the qualitative method for
researching the object and the subject
of the study. For the purposes of the
quantitative method, a survey is
conducted with managers of the
software companies. This paper
presents an overall survey on the
commercialization  of innovations
developed by software companies in
Bulgaria.

The object of the survey is micro
enterprises, small and medium-sized
enterprises (SMEs), members of the
Bulgarian Association of Software
Companies (BASSCOM) that develop
product innovations. The subject of
the study is the commercialization of
the innovations developed by the
software companies, members of
BASSCOM. The aim of the study is to
develop and propose a model for
commercialization of the innovations
(MCI) in software industry that aims to
encourage SMEs in the software
industry to create innovative products
that they can successfully sell on the
market.

The object of the empirical research
is presented by 73 software
companies, which is the entire
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reHepanHarta CbBKYMHOCT. Mopaawn
HEBB3MOXHOCTTA Aa ce obOXBaHaT BCUYKU
eouHUUM 3a yyacTve B OONUTBaHeTo, 3a
uenuTe Ha  aHKeTHOTO  u3crnedBaHe,
AonuTBaHeTO € wmn3BagkoBo. 3a m3bop Ha
eovHMUM 3a yyacTue B OOMUTBaHETO, ce
N3non3Ba CTOXaCTU4YHUA MeTon Ha noabop,
NPy KONTO BCUYKM eQMHMLM OT reHeparnHaTta
CbBKYMHOCT MMaT paBeH LWaHC ga nonagHar
B M3BagkaTa Ha macnegsaHeTto. [eHepupa-
HaTa u3Bagka ce cbCToun oT 33 eanHMuK. 3a
LenMTe Ha aHKeTHOTO u3crnedBaHe ce
nsnonseat 25 BbNpoca OT 3aTBOPEH TuM.
AHkeTHaTa kapTa e yeb GasupaHa n ce
NpeaocTaBsa Ha PecrnoHAeHTUTe No MMenn ¢
npenpaTtka KbM aHkeTHaTa kapTta. bposaT Ha
pecnoHaeHTMTe ce  pasnpegens  no
npu3Haka ,YuMcneHocTt Ha nepcoHana“ B
onpeaeneHa nponopunda (Tabnuua 1).

Tabnwuua 1.
PasnpepeneHune Ha pecnoHgeHTUTe No
KBOTM 3a NpoBeXAaHe Ha aHKeTHOTOo

population. Due to the impossibility to
cover all the units for participation in
the consultation, for the purposes of
the survey, the consultation is a
sampling. For selecting the companies
to participate in the survey, the
stochastic selection method is used,
where all units in the entire population
have an equal chance to fall into the
sample of the survey. The generated
sample consists of 33 companies. For
the purposes of the survey, 25
closedended questions are used. The
questionnaire is web-based and is
provided to the respondents by email
with a reference to the questionnaire.
The number of respondents is broken
down by the "Personnel Number"
attribute in a given proportion (Table
1).

Table 1.
Distribution of the respondents in

uscrneaBaHe quotas for the conducting the survey
NPU3HAK
UNCJIEHOCT HA NMEPCOHAIJIA
MWKPO MAJTKW CPEOHU
O
THOCUTENEH A4 Ha C'bOTBeTHaTi rpyna 239, 329, 45%

B reHepariHata CbBKYIMNHOCT, %

bpon Ha npeacTaBuTenuTe Ha 7 9 17
CbOTBETHUTE Ipynn B n3BagKkarta, YoeekKa
3. [lNpeactraBaHe w  aHanuM3  Ha 3. Presentation and analysis of

nosiyyeHUTe pes3yntatu OT aHKeTHOTO
uscnenBaHe
Bbwnpoc 1:

onpepens Karo:

Bawarta ce

cdbumpma

[VALUE]

 45.5% %

[VALUE]
%

®ur. 1. OcHOBHa AeMHOCT Ha copTyepHUTe
t¢mpmu B Bbnrapus

the results of the survey

Question 1: Your company is
defined as:

B ]Ipoxykrosa
B AyTcopcUHT

B Cwmecena

Fig. 1. Types of software companies in
Bulgaria
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Ha &ur. 1 ce Bwkoa, 4e 75.8% ot

Figure 1 shows that 75.8% of the

aHkeTupaHute copTyepHn cupmmn ce software companies in Bulgaria develop
onpeaenaT kaTo npoaykrosu covpmu, koeto  products offered to market. That means
O3HayaBa, 4Ye Te3n cupmu ynpasnasat that these companies manage the
npouecute Ha paspaboTBaHe M MNasapHa Processes of development and
peanu3auunsa Ha NHOBALMOHHUTE NPOAYKTH. commercialization of the created product.

Bvnpoc 2: Koe ot cnegHute

Question 2: Which of the following

TBbpAeHUNA Han-TO4YHO onucBa statements most accurately describes
OTHoLweHneTo Bu Kkbm nHoBauunute? your attitude towards innovations?

®ur. 2. OTHoWweHMe Ha coPpTyepHUTe
¢mpmMu KbM MHOBaUUUTe

Ha dur. 2 ce Bmxaa, 4ye copTyepHute

B MHoBaMuTe Ca HaIll

OCHOBEH IIPHOPUTET

B MHOBaIIMUTE Ca €ANH OT

HAIUTE MIPUOPUTETU

Fig. 2. The attitude of software
companies towards innovation

Figure 2 shows that software

dupMn mmMaT noroXUTENHO OTHOWeHMe  companies have a positive attitude
KbM MHOBaUUUTE M FOTOBHOCT Aa cnegsaT  towards innovations and readiness to
paspaboteHnte nonutukn Ha EBpo-  follow the policies developed by the
nenckna cbio3 U bbnrapmsa, Haco4YeHn KbM European Union and Bulgaria that aim to
cTumMynumpaHe Ha nHoBaumuTe 3a stimulate the development of innovations
MKOHOMWYECKN pacTex 1 no-goodbp XKMBOT. for an economic growth and a better life.

Bbnpoc 3: MHoOBaunoHHaTa AEeUHOCT

Question 3: The innovation activity

Ha Bawara doupma e HacoyeHa KbM: of your company is focused on:
100,0%
80,0%
60,0%
0,
40,0% 30,1% 26.5% 26,5%
16,9%
o . I -
0,0%
HoBu u/nmu nonobpenn HoBu u/nmu nonobpenn PaszpaboTBane Ha OTKpHBaHETO Ha HOBH NA3apH,
copTyepHU IPOJYKTH HIIN HA4UHH, METOH WIN BUCOKOTEXHOJIOTHYHH Ppa3IINpSBaHETO HA
YCIIyTH, HOCEIIH [0JI3a 32 IPOIEAYPH 32 pa3pabOTBaHETO MPOMYKTH, IPEIH3BUKAHU OT CBILECTBYBAILHM ITa3apH,
KIINCHTHTE Ha cOPTYepHH MPOAYKTH WM PAa3BUTHUETO HA TEXHOJIOTUUTE  MPEACTaBSHETO Ha HOBU
YCIIYTH, UMY OTHOIIICHUE HPOJYKTH Ha M3ISI0 HOBH
KBM IOBHIIIABAHE KAYECTBOTO nasapu

®ur. 3. Tun Ha pa3paboTBaHUTe UHOBaLMK B
cocpTyepHaTa nHaycTpus

Fig. 3. Innovation types in the
software industry
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Ha ®ur. 3 ce Buxaa, 4e Han-BUCOK € AenbT
Ha codTyepHUTe UPMU, KOUTO Haco4sar
cBodTa WHOBALMOHHA AENHOCT KbM
pa3paboTBaHETO Ha HOBU W/MNn nogobpeHu
copTyepHM NPOAYKTU, KOUTO HOCAT nonsa 3a

knneHtnte (30.1%) - ToBa ca T,Hap.
NPOAYKTOBM MHOBALIMA®.

Bbnpoc 4: [lo oOTHOweHWe Ha
MHOBaLUMOHHATa cU pOenHocT, Bawara

c¢upma paspabortBa:

®dur. 4. Tun Ha UHOBaUMOHHaTa UM AEeNHOCT
Ha codpTyepHuTe hnupmu

Mo oOTHOWweHWe Ha WHOBaLMOHHAaTA
AenHoCcT Ha codpTyepHute doupmn (dur. 4),
Han-BMCOK e [JenbT Ha codTyepHUTe
dupmmn, Kouto paspaborBat cobCTBEHMU
nHosaumm (46.3%).” OT ToBa crnepgga, Ye
copTyepHuTe mnpmu B bvnrapua
nputexasaT 3HaHMETO W TexHonoruaTa 3a
pa3paboTBaHEeTO Ha MHoBauuwn. Tean pupmu
Ouxa Tbpcunu no-ePEeKTUBHU MeETOaN U
Moaenn B npoueca Ha paspaboTBaHe WU
nasapHa peanu3auus Ha Cb3gageHuTe
NMHOBaLMW.

Figure 3 shows that the highest
percentage of software companies
develops new and/or improved
software products that add value to
customers (30.1%) - these are the

so-called "product innovations™®.

Question 4: Regarding your
innovation activities, your
company develops:

B Pa3paboTBa COOCTBEHU
HNHOBAaILUU

B Pa3pa®oTBa MHOBAIMH B
CHTPYJHUYECTBO C APYTH pupMu

[Tpuema nHOBaLIUY, pa3pabOTEHH
0T Apyru GupMu

Fig. 4. Types of innovation activities of
software companies

Regarding the innovation activities of
software companies (Figure 4), the
share of software companies that
develop innovations on their own
(46.3%) is the highest’. That means
that software companies in Bulgaria
have the knowledge and technology to
develop innovations. These companies
would look for more efficient methods
and models to use in the development
and commercialization process of the
created innovations.

> TlpoaykTOBMTE WHOBaLMM ca MNpedHasHadYeHyW 3a nasapa M uMmaT 3a Len Aa yoosneTsopsiBat

HeroBute Hyxau.

® Product innovations are offered to customers and aim to satisfy their needs.

" MiHoBaUMOHHU DUPMK Cce pasaensaT Ha upMMu, KOMTO pa3paboTeaT coBCTBEHU MHOBALMKM; bUpMMK,
KOUTO paspaboTBaT MHOBaLUMW B CbTPYAHUYECTBO C APYrK (bupMu U dUPMU, KOUTO MHOBUPAT KaTo
npuemar nHoBauum, paspadotenn ot apyru mpmum [Oslo Manual, 2005, p. 84].

® Innovative companies are divided into companies that develop innovation on their own; companies
that develop innovations in cooperation with other companies and companies that adopt innovation

created by other company. [Oslo Manual, 2005, p. 84].
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Bvunpoc 5: Mons, nocoyete WU3TOY-

Question 5: Please indicate the

HULUUTE, KOUTO MWHUUMMpPAT Cb3gaBaHeTo innovation sources in your
Ha uHoBauuu BbB Bawarta cpupma? company?
100,0%
80,0%
60,0%
40,0%
15,6% 0 164% e
20,0% 13,1% 11,5% 7 4% 9,8%
0,0% .
& S & & .
& & & s & & & & &
$ ¢ & & & S & K &
& «zt@ & (}6 6‘9 &Q o‘gb R
e © = > & &
A% ® N K
< & o
5®

®wur. 5. U3ToYyHMUM 3a cTapTUpaHe Ha
MHOBaUMA B copTyepHaTa MHAYCTpUA

Mo OTHOWEHME Ha M3TOYHMUMUTE, KOUTO
WHULUMMPAT Cb34aBaHETO Ha MHOBaAUUK B
coptyepHata uHayctpusa (dur. 5), npaswu
BneyaTrieHne, 4Ye M3TOYHMUMUTE ca pasnnu-
HW — BbTPEWHN M BbHWHKU. OTKposiBa ce
AenbT Ha coTyepHute UPMKU, KOUTO
nocoysar ,HOBUTE  TexHosmormm“  KaTto
M3TOYHUK Ha Bb3MOXHOCT 3a pa3paboTBaHe
Ha uHoBauusa (20.5%). o oTHoweHne Ha
KNnueHTa W HeroBuTe Hyxan, 15.6% ot
copTyepHuUTe UpPMM NocoyvBaT BOAELUUSA
KIMEeHT’ KaTO W3TOYHUK Ha WHOBaUWW, a
13.1% onpegenat OOMKHOBEHUSI KIMEHT.
Han-Hucbk e pgenbT Ha coTyepHuTe
dMpMK, KOUTO onpegensTt ,4ocTaBymumnTe”
KaTo U3ToYHMUM Ha nHoaumm (1.6%).

° KnueHT, KOWTO MMa LMpOK O6XBaT Ha [AENHOCT;

Fig. 5. Innovation sources in software
industry

Regarding the innovation sources in
the software industry (Figure 5), it is
noticeable that the sources in the
software industry are different
internal and external. The highest is
the share of software companies that
define the "new technologies" as a
source of opportunity for innovations
(20.5%). In terms of customer and
his/her needs, 15.6% of software
companies define the lead customer'®
as a source of innovation and 13.1%
define the non-lead customer. The
lowest is the share of software
companies that define "suppliers" as a
source of innovation (1.6%).

KnueHT, koMTO no3HaBa cnabwute MecTa Ha

CblLUeCTByBaLM COPTyepHM NPOAYKTU N MOXE Oa NMpensiokn Uaeun 3a TAXHOTO nogobpsiBaHe; KnuveHrT,
YNWTO TEKYLLW HYXOM Ce OonpeaensaT kato 6bAeLmn HyXan Ha nasapa.

' A customer with a wide range of business activities; A customer who knows the weaknesses of
existing software products and can suggest ideas for their improvement; A customer whose current

needs are identified as future market needs.
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Bbunpoc 6: B kakBa cteneH cTe
CbrnacHum c TBbLpPAEHUETO, ye
»MPOMsIHAaTa B HYXAUTe Ha BoAeLwums
KNWeHT e paBuraren 3a WHoBauun“ B
codpTyepHaTa uHAyCTpPUA?

dur. 6. BogewmaT KNUeHT KaTo ABUraren 3a
MHoBaUuUu

Cnopepn HayyHaTa nuTepaTtypa WHOBaLMMW,
pa3paboTeHn C yyacTMeTo Ha T.Hap. ,BoAeLll
KNUeHT* wumaT no-ronamMm noTeHunan 3a
nasapHa peanusaumda. [lo oOTHOWweEHWE Ha
CTeneHTa Ha cbrnacme Ha coTyepHuTe
dvpmMm Cc TBbPOAEHMETO, 4Ye ,NpoMsaHaTa B
HYXOUTE Ha BOAELWMS KINMEeHT € OCHOBEH
aBuraten 3a cb3gaBaHEeTO Ha WHoBauuun®,
HaW-BUCOK € AenbT Ha copTyepHUTe hupmu
(54.5%) kouTtO ca ,NO-CKOPO CbrMacHu“ c
nocoyeHoTo TBbpaeHue (Purypa 6).

Bbnpoc 7: KakbB € OTHOCUTENHUAT AAn
Ha Bawwute HOBM wu/unun nopooGpeHn
codpTyepHu NpoAayKTH, KOUTO ca
pa3paboTeHn OT NpoMsHa B HyXAuUTe Ha
BOAeL KNUeHT?

15.2% 24.29%

Question 6: To what extent do
you agree with the statement
"Change in lead customer’s needs
is a driver for innovations" in the
software industry?

E HamrpiHO ChITIaceH
B To-cxkopo chriaceH

B Huto chriiaceH, HUTO
HECBIJIACECH

B [To-ckopo HechIIaceH

Fig. 6. Lead customer as a driver for
innovations

According to the scientific
literature, innovations developed
with the involvement of the so-called
"Lead customer" have greater
market potential. Regarding the
degree of agreement of the software
companies with this statement, the
highest is the percentage of the
software companies (54.5%) who
"somewhat agree" (Figure 6).

Question 7: What is the relative
share of your new and/or
improved software products that
are developed by a change in lead
customer’s needs?

B JTo 10%

BOT 11 1o 30%
B0t 31 no 50%
®Han 50%

®dur. 7. UHoBauuun, paspaboTteHu ot Fig. 7. Share of software companies that

npomMsiHa B HyXKAUTe Ha BoAeLl KINTUeHT

develop lead customer’s need-driven
innovation
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Ha durypa 7 ce Buxaa, Ye Han-BUCOK €
NPOUEHTLT Ha coTyepHUTEe  OUPMU
(36.4%), kouto nocoysaT mexagy 11% wu
30% HoBuW/nogobpeHu copTyepHu
npoaykTn, paspaboTeHn OT npomMsiHa B
HyXguTe Ha Bogew, knueHT. 15.2% ot
coptyepHute cvpmmn — Hag 50%, koeto
npnbnuanTenHo cbBNaga ¢ pJerna Ha
dbupmMuTE, KOUTO HaNbLIHO Ce cbrnacasart
C TBbpPAEHMETO, Ye BOAELUMS KINEHT e
Asuraren 3a nHosauum (durypa 6).

Bbnpoc 8: KakbB € OTHOCUTENHUAT
aan Ha BawwuTte HoBM n/unu nopgo6peHun
copTyepHM NPOAYKTU, KOUTO He CTUraTt
[0 ycnewHo BHeapsiBaHe ?

dur. 8. HoBu copTyepHU NPoAyKTU, KOUTO He
cTuraT Ao BHeapsiBaHe

NHoBauuaTa e BHegpsiBaHETO Ha HOB UMK
nogobpeH codpTyepeH NPoAYKT, HO HE BMHArM
pa3paboTteHnte HOBM UNuM  nogobpeHn
copTyepHM NpoAyKTM cTurat A0 YCMewwHo

BHeapsBaHe. Haun-BMCok € pgenbT Ha
coptyepHute  cumpmmn  (48.5%), KouTo
noco4ysatr, 4e camMo 10 10% ot
paspaboTeHuTe nm HOBUW-NoAo6peHN

NPOAYKTW He CTUraT A0 YCMNeLIHO BHeapsiBaHe
(Purypa 8). Heobxogmmo e, obaye, ga ce

MOHWXN [JenbT Ha UPMUTE, KOUTO He
BHegpsasaT Hag 30% OT cBouTe HOBWU
npogyktn. Teaum  pesyntatm  nokassaT
Hanuuneto Ha npobnem, cBbp3aH C

npeBpbLUaHETO Ha HoBuTe / nogobpeHuTte
NpoAYKTN B MHOBaL M.

Figure 7 shows that the highest
percentage of software companies
(36.4%) indicate that between 11% and
30% of their new/improved software
products that are developed by a change
of a lead customer’s need. 15.2% of the
software companies - up to 50%, which
roughly coincides with the share of
companies that strongly agree with the
statement that the lead customer’s need
is an engine for innovation (Figure 6).

Question 8: What is the relative
share of your new and/or improved
software products that do not reach to
successful implementation?

B JTo 10%
BOT 11 10 30%
00T 31 1o 50%

B Hax 50%

Fig. 8. Unsuccessfully implemented
new software product

Innovation is the implementation of
a new or improved software product,
but not all the developed new or
improved  software products are
successfully implemented. The highest
share of the software companies
(48.5%) indicates that only up to 10%
of their newly-developed products are
successfully implemented (Figure 8).
However, the share of the companies
that do not implement more than 30%
of their new products is necessary to
be reduced. These results show an
existence of a problem regarding the
turning of the new/improved products
into innovations.
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Bvnpoc 9: Kowum

BHeApeH?

cnopes Bac ca
NPUYUHUTE HOBUAT W/MNKM NogoGpeHunaT
coTyepeH nNpPoOAyKT AaHe e YCMNewHo

Question 9: What do you think
are the reasons for the
implementation failures?

Henocrarpuen kanposu norernyan I 17,5%

Heno6pa opranusanust Ha mstocTHHS npornec Ha. . NN 23 8%

Hepeanuctinyunu cpokose 3a n3nbianeHne WM 9.5%

Jlurnica Ha ¢unaHcoBu cpeacTa N 19,0%

Hemnpasunno paz6bupane Ha HyxauTe Ha kaveHTa u. . N 30,2%

0,0%
®wur. 9. NMprMunHM 3a HEeyCNewWHO BHeApsABaHe

KaTo ocHOBHa npuvyMHa 3a HEYCMneLwHOTO
BHeApsiBaHe Ha paspaboTeHus
HoB/nogobpeH codTyepeH npoaykt (dwur.9),
copTyepHuTe drpmmn nocoysar
,HenpaBunHo pasbupaHe Ha HyXaguTe Ha
KnneHta u paspaboTBaHe Ha MNpPOAYKT,
KONTO He yOoBneTBopsiBa Te3n Hyxan“
(30.2%). Heobxoanmo e npeanaraHeTo Ha
noaxogsawn, nNpuNoXmMmm B codTyepHaTta
NHAYCTpUS, mMoaenmu 3a NpaBuUITHO
pasbupaHe Ha HyXxaguTe Ha KIneHTa W
opraHmsauusi Ha UAnoCTHMS mnpouec no
pa3paboTBaHe n BHeOpsiBaHe Ha
NHOBaUUSTA.

Bvnpoc 10: B KakBa cTeneH
M3NON3BaHEeTO Ha noaxopsul mertoa 3a
npaBuIIHO pa3bupaHe n aeduHUpaHe Ha
HY)XAUTE Ha KIMEeHT e BaXHoO 3a
cb3AaBaHeTo Ha MHOBaLUus B
codTyepHaTa uHgycTpua?

®dur. 10. MpaBunHoTo pazdbupaHe m
AeduHUpaHe Ha HYXXKAUTE Ha KNUeHTa

20,0% 40,0% 60,0% 80,0%

100,0%

Fig. 9. Reasons for implementation
failures

As a main reason for the
unsuccessful implementation of the
new/improved  software  products
(Figure 9), software companies define
the "Incorrect understanding of
customer needs” (30.2%). It is
necessary appropriate and applicable
in the software industry models for
understanding customer needs to be
offered, as well as appropriate models
for organizing the whole process of
development and implementation of
the innovations.

Question 10: To what extent the
application of an appropriate
method for properly understanding
and defining customer needs is
important for the development of
innovations in the software
industry?

B MBKIIOYUTETHO BAXKHO

B B u3BecTHA CTETCH € BAKHO

Fig. 10. Properly understanding and
defining customer needs
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Ha cwurypa 10 ce Bwxga, ye 72.2% ot
aHKeTupaHuTe coTyepHu UpPMKU CMATAaT,
Yye WU3NON3BaHETO Ha noaxodsu, mogen 3a
npaBunHoO pasbupaHe u geduHupaHe Ha
HYXOUTE Ha KIWEeHTa €  U3KIMYUTENHO
BaXXHO 3a Cb3gaBaHETO Ha MHOBauma B
copTyepHata uHAOycTpusa. Tesum pesyntaTtu
noTBbpXKAaBaT 3HAYEHMETO Ha MPaBUNHOTO
pa3bupaHe nU gedUHUPaHE Ha HyXOuTe Ha
KnueHTa 3a pa3paboTBaHETO Ha MHOBaLUN B
coptyepHata wmHOycTpusi. POKYyCbT BbBPXY
HY>XOUTE Ha KIMeHTa 3aemMa BOAELLO MSACTO.

Bbnpoc 11: B kakBa cTeneH ycnewHarta
nasapHa peanusauus Ha MHOBauusiTa MMa
Bpb3Ka C y4yacTUeTO Ha BoAelly KNUeHT B
npoueca no cb3gaBaHe Ha MHOBauusaTa?

dur. 11. Bpb3kaTta mexay nasapHara
peanusauus u BoaeLwus KIneHT

Mo oTHOWeEHNEe Ha nasapHaTa peanusauns
Ha paspaboteHaTa wuHoBaumsa (Purypa 11),
100% oT coTyepHuTe UMpMU cCMATaT, 4e
CbleCcTByBa Bpb3ka Mexay nasapHaTta
peanu3auus Ha paspaboTeHaTa MHOBaLUS U
yyacTMeto Ha Bogewl knueHTt. [MocodeHuTte
pe3yntaTu  NOTBbpXAaBaT  ponsTa  Ha
BOAELLMS KNMEHT 3a paspaboTBaHETO Ha
MHOBaUMS B codpTyepHaTa UHOYCTPUS.

Bbnpoc 12: Ko oOT nocoyeHuTe
nogxoAuM 3a CTapTMpaHe Ha WHOBauuA
npuemarte 3a no-ycneweH Mo OTHOLIeHue
Ha nasapHarta peanusauums Ha
MHoBauuAaTa?

Figure 10 shows that 72.2% of the
surveyed software companies believe
that using the right model for properly
understanding and defining customer
needs is critical for the creation of
innovations in software industry. These
results confirm the importance of
understanding customer needs for the
development of innovations in the
software industry. The focus on
customer needs takes the leading role.

Question 11: To what extent the
successful commercialization is
related to the involvement of the
lead customer in the innovation
process?

B lIma ro1sM0 3HaYCHHE

B [To-ckopo uMa 3HaYeHUE

Fig. 11. Commercialization — Lead
Customer Relationship

Regarding the commercialization
of the developed innovation (Figure
11), 100% of the software companies
believe that there is a relationship
between the commercialization and
the participation of a lead customer.
These results confirm the role of the
lead customer in the development of
innovations in the software industry.

Question 12: Which of the stated
approaches for starting
innovations do you consider more
successful in terms of the
commercialization process?
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L] I/IHOBaHHS{, INpean3BUKaHa
OT IPOMCHHU B I1a3apa

L] I/IHOBaHHS{, IHOATHUKHATa OT
Pa3BUTHUEC HA TEXHOJIOIMUTE

dur. 12. Moaxoaun no oTHoOLWEHUe Ha
nasapHaTa peanusauus Ha MHOBauUuATa

Cnopepn Hay4HaTa nuTepaTtypa WHOBaLMW,
npegusBMkaHnM OoT npoMeHn B nasapa (Market
pull) ce okasBaT No-ycrnewHo peanuampaHn Ha
nasapa. OT nocoyeHuTe pesynTtaTtu Ha cdurypa
12 npaBu BnevaTreHne, Yye no-BMCOK € AenbT
Ha codTyepHUTE OUPMU, KOUTO onpenenst
Market pull nogxoaa (MHoBauwN,
npegusBMKaHM OT MPOMeEHU B nasapa). 3a no-
ycneweH no OTHOLWEHWe Ha nasapHarta
peanunsauus Ha uHoBauuaTa (51.5%). 48.5%
OoT codTyepHute duUpMM  cMmATaT, Ye
Technology push nogxopa (MHoBauuuTe,
NOATUKHATM OT pPasBUTMETO Ha TEXHOMo-
rmuTe) e no-ycneweH Mo OTHOWeHue Ha
nasapHaTa peanusauusi Ha MHoBauuATa.

Bbnpoc 13: C uen ycnewHata nasapHa
peanu3sauusa Ha paspaboteHute oT Bac
MHOBaLUW, MoOnsA, MNoco4yeTe Kou OT
M30pOEHUTE  MapPKeTUHroBM  OENHOCTMU
ocbulecTBaABa Bawara ompma?

100,0%
80,0%
60,0%
40,0% 25.8%
20,0%

18,3%

Cermentupane Ha IIpomoronanna
nasapa JIEMHOCT 110
MpeJCcTaBsHE U
3aII03HABaHE
nasapa ¢
MHOBaLUATA

Fig. 12. Approaches for starting
innovation in term of the
commercialization

According to the scientific
literature, market pull innovations
prove to be more successful in the
market. From the results shown in
Figure 12, it is noticeable that the
share of software companies that
define the Market pull approach as
more successful in term of the
commercialization process is higher
(51.5%). 48.5% of software
companies believe that the
Technology push approach is more
successful in  terms of the
commercialization.

Question 13: For the purposes
of the successful
commercialization, please
indicate the marketing activities
that your company performs?

29,0%
14,0%

12,9%
0.0% B s e ==

IIpoBexnane Ha
MapKETHHIOBO
U3CIIEJBAHE C LeN IPEJIOKECHUE 32 JIeMOHCTpAIHs Ha
ToJIy4yaBaHe Ha
nHpOpMaIys 3a
IpeIIOYNTAHHUATA

PaspaborBane Ha  YroBapsHe Ha
U3KJIIOYUTENHO Cpella ¢ KIHEeHTa U

Hpoua){c6a HHOBaNusiTa

KbM HHOBaLuiATa

dur. 13. MapkeTMHroBu AeNHOCTHU 3a
nasapHa peanusauusa Ha MHOBaLUATaA

Fig. 13. Marketing activities for
Innovation Commercialization
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Cnen paspaborBaHeTo, UMHOBaUMATa
TpsbBa ga 6bae npencrtaBeHa Ha nasapa,
Aa nopoau MHTEpPEeC U enaHue 3a MoKynka.
B TO3M npouec ce BKM4YBa MapKETUHIO-
BaTa [evHOCT Ha MHOBaUWOHHaTa dupma.
Ha curypa 13 ce BmxgaT MapKeTUHroBUTE
AEenNHOCTU, KOUTO OCblUecTBABaT coTyep-
HUTe cbupmun. lNpaBu BnevaTneHne, Ye Hau-
HUCBbK € OenbT Ha codpTyepHuTe rpmMmm
(12.9%), kouTO M3BBPLUIBAT MapKETUHroBa
aenHoct no ,llpoBexgaHe Ha MapKeTUH-
roBO wu3criegBaHe C LUen nofyyaBaHe Ha
nHdopMauus 3a npegnoyuTaHusTa  Ha
nasapa KbM MHoBauUuATa“.

Bbnpoc 14: B kakBa cTeneH e BaXeH
eTanbT Ha NbPBOHa4YasiHO 3ano3HaBaHe
Ha nasapa c paspaboTteHaTa UHOBaLusA 3a
ycnelwHaTa nasapHa peanusauua?

®dur. 14. CteneH Ha BaXXHOCT Ha eTana Ha
»3afno3HaBaHe Ha nasapa ¢ MHoBauuATa“

Mo OTHOWEHWE Ha 3HA4YeHMEeTO Ha eTana
Ha ,3ano3HaBaHe Ha nasapa ¢ MHoBauusTa“
(Purypa 14), 81.8% o1 codpTyepHute hrpmu
onpeaenaT To3uM eTtan KaTo ,U3KIYUTENHO
BaXeH“. AkO ce BbpHEM KbM durypa 13,
npasu BrieyaTneHne, 4Ye camo 18.3% ot
copTyepHuTe durpmu n3BbpLUBaT
.l ]pPOMOLMOHaNHa OenHOCT No npeacraBsiHe
MW 3ano3HaBaHe Ha nasapa C MHoBauuaTa“.
M3BoabT, KONTO MOXe [da ce Harnpasu TyK e,
ye peructpuvpaHata CTeneH Ha BaXKHOCT Ha
eTana Ha MbpBOHAYarHO 3ano3HaBaHe Ha
nasapa C WHoOBauUMATa W3UCKBa npegnara-
HETO Ha nNOAXOAAWM MoLenu 3a MNbpBO-

After the development process is
completed, innovation has to be
introduced to the market, to generate
interest and desire to be bought. This
involve the marketing activities of the
innovative company. Figure 13 shows
the marketing activities performed by
software companies. It is noticeable
that the share of software companies
(12.9%), which perform the marketing
activities "Marketing Research for
obtaining information about the market
preferences towards the innovation", is
the lowest.

Question 14: To what extent the
initial introduction of the innovation
to the market is important for the
successful commercialization?

B V3KIF0YUTEITHO BaXKeH

B OTYacTH € BaXKEH

Fig. 14. Importance of the Initial Intro-

duction of the innovation to the market

Regarding the importance of this
stage (Figure 14), 81.8% of software
companies define it as "extremely
important". If we go back to figure 13,
it is noticeable that only 18.3% of
software companies perform
"Promotion activities for introducing
the innovation to the market". The
conclusion here is that the registered
level of importance of this stage of
the commercialization process
requires the provision of appropriate
models for initially introducing the
innovation to the market and
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Ha4YanHo npeacTaBsiHE Ha MHOBaumMATa Ha
nasapa v nMOBMWABAHETO Ha pfdena Ha
copTyepHUTE (PUpMU, KOUTO OCbLLECTBABAT
Tasn MapKeTUHroBa 4ENHOCT.

Bbnpoc 15: YHuKanHocTTa Ha UHOBaUUA
MOXe fila ce TbPCU B N3bpoeHnTe no-gony
HanpaBneHusa. Mons, nocoyeTe KOu OT TAX
ca BanugHu 3a Bawara ¢ompma?

100,0%
80,0%
60,0%

40,0% 28,6%

7’8% .
[

[Ipennarane Ha Haii-
HHCKa LICHa

20,0%

0,0%
IIpennarane Ha Haii-
I00pO Ka4ecTBO

®ur. 15. HanpaBneHus 3a yHUKanHoOCT Ha
MHoOBaUuATa

3a Oga nopoau WMHTepec M XenaHwe 3a
NoKyrnka e Heobxoanmo NHoBaumsTa aa Mma
HAKaKBa YHUKanHoCT. CobLluecTtByBaT
pasfiMyHM HanpasfieHUs 3a YHWKANHOCT Ha
nHoBaumuaTa. OT nocovyeHnTe pesynTtatu Ha
durypa 15 npaBu BRneyaTreHwe, 4ye Hau-
BUCOK € MPOLUEHTBLT Ha COPTYepHUTE PUPMU
(35.1%), kouTto onpegendar ,[lpeanaraHe Ha
Han-NoAXOoAALWNA UHOBALMOHEH NPOAYKT 3a
KOHKpEeTHUA KNNeHT" KaTo  OCHOBHO
HanpasrieHve 3a YHUKanHocT Ha
MHOBaUMATa B codTyepHaTa WHAYCTPUS.
Han-Hucbk e penbT Ha copTyepHUTe
dupmm (7.8%), cnopen, KOUTO YHUKANHOCTTA
Ha uHOBaumATa TpsibBa fa ce Tbpcu B
JJlpeanaraHeTto Ha HaW-Hucka ueHa“. OT
nocoyeHuTe pes3ynrtatu MoOXe jJda ce
HanpaBu M3BOAbLT, Y€ KINEHTbT U HerosuTte
HY>XOW 3aemMaT LeHTpanHo MACTO B npoueca
Ha paspaboTrBaHe W npeanaraHe Ha
nHoBaumaTa. Heobxognmo e
WHOBaUMOHHATa dupmMa Qa npuTexasa

increasing the share of software
companies that perform  this
marketing activity.

Question 15: The uniqueness of
innovation can be found in one of
the following ways. Please indicate
which of them are valid for your
company?

35,1%
28,6%

IIpennarane Ha Haii-
no6po obciry)BaHe

IIpennarane Ha Haii-
IO IXOSIIUS
HWHOBAIIMOHEH MPOJYKT
WIN yCIyra 3a
KOHKPETHHS KJINEHT

Fig. 15. Innovation Uniqueness

In order to generate interest and
desire to be bought, the innovation
must be distinguished. There are
different ways of innovation
uniqueness. From the results shown in
Figure 15, it is noticeable that the
percentage of software companies
(35.1%) that define the "Offering the
right product for the right customer" as
a main way of innovation uniqueness
is the highest. The lowest is the share
of software companies (7.8%),
according to which the uniqueness of
innovation should be sought in
"Offering the lowest price". From these
results, it can be concluded that the
customer and his/her needs take a
central place in the processes of
development and commercialization. It
is necessary for the innovation
company to have knowledge of the
innovative product, knowledge of
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3HaHWe 3a NPOAYKTa, 3HAHME 3a HYXAUTe U
npegnouYnTaHMaTa Ha Nasapa, 3a p[da
pa3paboTn CBOETO YHUKANHO NpeanoXeHue.
3HadeHneTo Ha ,[lpoBexgaHeTo Ha Mapke-
TMHIOBO M3cnegBaHe 3a npegnoyYnTaHusTa
Ha nasapa KbM MHOBaUMATA“ e KIto40BO.

Bbnpoc 16: B ocblecTBsABaHETO Ha
KOU OT M3GpOoeHNTe eTann Ha npoueca Ha
nasapHa peanusauuMs Ha MWHoOBauusATa
u3nuTBarte 3aTpyaHeHunA?

100,0%
80,0%
60,0%
40,0%

20,0% 16,7%

T’prCHe Ha KJIIMCHTHU
Ha nHOBanusiTa

13,6%

3amo3HaBaHE
KJIHCHTHUTE C
HHOBAIUATA U
nopakJaHe Ha
HHTEpec

®dur. 16. 3aTpyAHeHMA B eTanuTe Ha
npoueca Ha nasapHa peanusauus

Mo OTHOLLEHNe Ha nasapHara
peanunsauus Ha wnHoBauuata (Purypa 16),
Han-BMCOK € MPOLEHTbT Ha codTyepHUTe
dUpMKn, KOUTO Wu3NUTBAT 3aTpyaHEHUA B
eTana Ha ,Peanu3supaHe Ha npogaxbara“
(25.8%). Cnepgeat codTyepHuTe upmm
(24.2%), kouTO WM3NUTBaT 3aTpygHEHUA B
eTana Ha ,[lonyyaBaHe Ha MHpopmMauma 3a
npeanoyYnTaHmsaTa Ha  KIUMEHTUTE  KbM
nHosauuaTa“. lNocodyeHnTe etann, B KOUTO
copTyepHuTe drpmmn n3nuTeat
3aTpygHeHus, ca KIN4oBun 3a
OCbLLECTBABAHETO Ha Mpouec Ha nasapHa
peanu3auus Ha WHoBauusTa. Heobxoaumo
e npegnaraHeTo Ha pelleHue, KoeTo aa
YyNecH N3BbPLLBAHETO Ha Te3n eTanu.

24,2%

ITony4yaBane Ha
nHpoOpMaIys 3a
MpeNIOYNTaHNATA Ha
KIUEHTHUTE KbM
HWHOBANMATA

market needs and preferences in order
to develop its unique selling proposal.
The importance of conducting market
research for obtaining information
about the market preferences towards
the innovation takes the key role.

Question 16: In which of the
stages of the commercialization
process do you experience
difficulties?

25,8%
19,7%

IIpenyarane Ha Haii-
MOAX O IsIIaTa
KOMOWHAIUS OT
aTpuOyTH Ha
MHOBALUATA 32
KOHKPETEH KIHEHT

Peanusupane Ha
npoaaxoa

Fig. 16. Difficulties in the
Commercialization process stages

Concerning the commercialization
process (Figure 16), the percentage of
software companies that experience
difficulties in “Selling the innovation”
stage (25.8%) is the highest. The
software companies that follow
(24.2%) experience difficulties in the
stage of "Obtaining information about
the customer preferences towards the
innovation". The above mentioned
stages in which software companies
experience difficulties are key to the
commercialization process of the
innovations. It is necessary a solution
that facilitates those stages to be
proposed.
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Bbwnpoc 17: Monsa otbenexere Kou oT
n3bpoeHuTe TBBLPAEHUMA ca ,,0CHOBEH
npob6nem“, ,,MMHUManeH npoo6nem*“ nnu
»HecbllecTByBaLy npobnem“ no
OTHOLUEeHMEe Ha MnasapHaTta peanusauus
Ha MHoBauuuTte?

100,0

80,0

66,7

60,0
40,0
20,0

0,0

® 0CHOBEH Ipo0iieM

®dwur. 17. ,Jiuncara Ha duHaHCcoOBM cpeacTBa“

CobuwectByBaT pasnuyHm Gapuepun npeg
OCbLUECTBABAHETO Ha Mpoueca Ha nasapHa
peanu3auua Ha uHoBauuata (o1 Purypa 17
no durypa 23). Mo oTHoweHne Ha Jlnncata
Ha uHaHCOBM cpeacTea“, HaW-BUCOK €
AenbT Ha cotyepHute dupmn (66.7%),
KOUTO cCMmATaT, 4Ye ToBa € ,MWHMMAreH

npobnem*, kato 6.1% OT codTyepHUTe
dupmn B bbrrapust He oT4YUTAT HaNMMYMETO
Ha npobnem no OTHOLIEHue Ha
dunHaHcoBUTE cpeacTBa 3a paspaboTBaHe u
nasapHa peanu3aumMss Ha  uMHOBauuuTe
(Purypa 20).

100,0

80,0

60,0

45,5
40,0
21,2
- -
0,0

OCHOBEH MpooieM

®dur. 18. ,ADMUHUCTPATUBHUTE NPEYKN‘

B MUHHMAJICH IpobiaeM

MHHHMAaJIeH pobieM

Question 17: Please indicate
which of the below statements are a
"major problem”, a "minimum
problem™ or a no problem"
regarding the commercialization
process?

6,1

HECBHLIECTBYBAII IPOOIeM

Fig. 17. ,,Lack of Financial resources*

There are different barriers to
commercialization of the developed
innovation (Figure 17 to Figure 23). In

terms of "Lack of Financial
resources", the highest share of
software companies (66.7%)

considered this "a minor problem",
6.1% of software companies in
Bulgaria do not report any problem
with the financial resources for the
development and the
commercialization of the innovations
(Figure 20).

HECBIECTBYBAIL IpodsIeM

Fig. 18. ,,Administrative barriers “
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OTHOCHO ,AOMUHUCTPATUBHUTE NPEYKN®,
Han-BUCOK € JenbT Ha codpTyepHUTe
dupmmn (45.5%), KOUTO cmsaTaT, Ye ToBa €
,MUHMManeH npobnem*, a 33.3% oT TAX
onpeaenaTt ,AOMUHUCTPATUBHUTE Npeydkn”

Concerning "Administrative
barriers", the highest percentage of
software companies (45.5%)
considered this to be a "minor
problem", and 33.3% of them identified

Kato ,HecbllecTByBal, npobrnem* (dwr. "Administrative barriers" as a "no
18). problem" (Figure 18).
100,0%
80,0%
60,6%
60,0%
40,0% 36,4%
0,0%
OCHOBCH npo6neM MHUHHUMAJICH HpO6J’IeM HECHUICCTBYBAIIl
npobiieM
®dur. 19. ,Jluncata Ha MapKeTUHIroBu crneynanucTun Fig. 19. ,,Lack of marketing
3a nasapHa peanusauua” experts”

Mo oTHoweHne Ha ,Jluncata Ha pobpe Regarding the "Lack of
oby4yeHun MapKeTUHroBM  crneuuanucTu no marketing experts", the share of
OCblLLUECTBABAHE Ha npoueca Ha nasapHa software companies (60.6%),
peanusauyus’, OTKpOsiBa ce oenbT Ha that define this barrier as a
coptyepHute dumpmn (60.6%), kKouto cmaTaT, ve "major problem" stands out
TOBa € ,0CHOBeH npobrnem* (dur. 19). Figure 19).

100,0%
80,0%

60,0%

48,5%

40,0%

20,0%

0,0%
OCHOBEH IpobieM

®dwur. 20. ,Jiuncata Ha 3HaHuUA 3a npeanoyun-
TaHUATa Ha KNMEeHTa KbM UHOBauuaTa“

Mo oTHOWweHMe Ha ,JlvncaTa Ha 3HaHWUA Ha
WHOBaLMOHHATa dupmMa 3a npeanoynTa-
HUATA Ha KIMEHTUTE KbM MHOBaUMATa,
WHTEPECHOTO €, 4Ye copTyepHuTe pupmun He
naBaTt kateropunyeH oTrosop. 48.5% ot
coptyepHute uUpMKM cmdaTaT, Ye ToBa €
,OCHOBeH npobnem®, a gpyrn 48.5% oT Tax —
,MUHUManeH npobnem* (Gurypa 20).

MUHUMAaJCH IpooiieM

48,5%

3,0%

HECBHUICCTBYBAIIL HpO6IIeM

Fig. 20. ,,Lack of knowledge of market
preferences*

Regarding the "Lack of knowledge
of market preferences” towards he
innovation it is interesting that
software companies do not give a
definite answer. 48.5% of software
companies believe that this is a
"major problem", and 48.5% of them -
"a minor problem" (Figure 20).
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100,0
80,0
60,6
60,0
40,0
21,2 18,2
0,0
OCHOBCH np06neM MHUHHUMAJICH npo6neM HECBHUICCTBYBAIIl
npobGieM

®dur. 21. ,HUckoTo TbpceHe Ha
MHOBaLMOHHUA NPOAYKT*

Mo oTHoweHne Ha ,HUCKOTO TbpceHe
Ha WMHOBaLMOHHMA npoaykT‘ (Purypa 21),
OTKpOsiBAa Ce [f[enbT Ha codTyepHuTe
dupmn (60.6%), KouTo onpenendat Tasu
Gapuepa kato ,MvHMManeH npobnem®, a
18.2% - kaTo ,HecbLecTBYyBaLL Npobnem®.

Fig. 21. ,,Low demand for the innovative
product*

Concerning the "Low demand for the
innovative product" (Figure 21), the share
of software companies (60.6%), which
identifies this barrier as a “minor problem*
stands out. Other 18.2% of software
companies define it as a “no problem”.

100,0

80,0 66,7

60,0

40,0

18,2
20,0 15,2
oo — NN
OCHOBEH Npobiem MHHHUMaJIeH npobiemM HECBILECTBYBAIL
npo0baem

dwur. 22. ,Ma3apbT ce Bnagee ot No-curneH

Fig. 22. ,,The market is dominated by

KOHKYpPeHT" a stronger competitor*

Mo oTHoweHne Ha gpyra Gapuepa npen Regarding another barrier to
nasapHarta peanus3auma Ha UWHOBauusdTa innovation commercialization, "The
,[lazapbT ce Bragee OT  MO-CUNEH market is dominated by a stronger
KOHKYPEeHT®, OTKposiBaT ce codTyepHuTe competitor," the highest share of
dupmn  (66.7%), cnopen Kouto TOBa € software companies see a “minor

,MUHUMarneH npodbnem".
100.0%
80.0%
60.0%
40.0%

20.0%

0.0%
OCHOBEH NpodieM

®dwur. 23. ,JiunceaTa Ha KOHKpeTeH moaen 3a

nasapHa peanusauusi Ha UHoBauusaTa”

MHHHMAICH I'Ipl.’}l?).l'lt!!\-l

problem” (66.7%).

33.3%
18.2%

HeCbUECTBYBALLL I'lpOGJ'I M

Fig. 23. ,,Lack of a model for innovation
commercialization”
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Ha dwmrypa 23 ce oTKkposBa pfena Ha
coptyepHute  mpmmn  (48.5%), kouToO
cmdarart, 4e ,0CHOBeH npobrnem‘ npea
nasapHaTta peanu3auuMsi Ha WHOBaUMUTE B
copTyepHata wuHgyctpua e Jluncata Ha
KOHKpeTEH MoAeN&1 3a OCbllecTBsiBaHEe Ha
npoueca Ha nNasapHa peanu3aumsa Ha
nHoBaumute“. N13BoabT, KOMTO MOXe Aa ce
Hanpasu €, Ye nNpeanaraHeTo Ha NOAXOAsLLM
MapKETMHIOBM OENHOCTM U pa3paboTBaHETO
Ha  UANOCTEH  Mogen  3a  nasapHa
peanu3auua Ha uHOBauus B codpTyepHaTta
WHOYCTPUS UMaT BOAELLO 3HAYEHME.

Bbnpoc 18: Monsa mn3bepere creneHTta
Ha 3HAa4YUMOCT Ha M306poeHuTe hakTOopMU
3a ychnewHa nasapHa peanusauua Ha
MHOBauuATa BbB Bawarta ¢oupma?

dwur. 24. ,MHoBauusa, npeagusBuUKaHa ot nasapa
u 6asupaHa Ha Hyxpa“

Mo oTHoweHve Ha  geduHUpaHuTe
KN4YoBM (pakTopu 3a nasapHa peanusaums
Ha uHoBauusaTa (o1 dur. 24 go dur. 31), He
cbllecTByBaT coTyepHn UPMU, KOUTO
oTtumnTaTt (paktopa ,MHOBauua, npeamnsBukaHa
OT nasapa un 6asupaHa Ha Hyxga“ kaTto
,ManoBaxeH“ 3a nasapHata peanusauua
(Pur. 27). Heobxogumo e codpTyepHute
dupmm pa paspaborBaT MHOBaUUKM, KOWUTO
yOoBreTBopsaBaT HYXauTe Ha nasapa.

Figure 23 highlights the share of
software companies (48.5%) who
believe that the “major problem" with
the innovation commercialization in
the software industry is the ,Lack of a
concrete  model for innovation
commercialization". The conclusion
that can be made is that the proposal
of appropriate marketing activities and
the development of a holistic model for
innovation commercialization in the
software industry have a leading role.

Question 18: Please select the
degree of importance of the listed
key factors for the successful
innovation commercialization in
your company?

B VBKIIOYUTETHO Ba)KEH

B Baxxen

Fig. 24. ,,Market pull and Need-driven
Innovation*

Regarding the defined key factors
for the commercialization of the
innovation (Figure 24 to Figure 31),
there are no software companies
that define the above mentioned key
factor as ‘"unimportant" for the
commercialization process (Figure
27). Software companies need to
develop innovations that meet
market needs.
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B VI3KII0YUTEIHO Ba)KeH

B Baxxen
O MaioBakeH
ur.25. ,,Yyactue Ha BogeLy KINNeHT ig. 25. u involv
dur.25. ,YyacTtne Ha Bogel KNMeHT 3a Fig. 25. “Lead customer involvement
pa3paboTBaHeTO Ha MHOBaUUA“ in the innovation development

process*
Mo oTHoOweHWe Ha ,Y4yacTue Ha BoaeL

KNMeHT 3a paspaboTBaHeTO Ha WMHOBaLMS®, Regarding the "Lead customer
camMo 91% oT CquTyepHMTe CbMpMM InVOlvement", Only 9.1 % of the

nocoyBaT To3u aktop kato ,manosaxeH‘ Software companies define this factor
(Purypa 25). as a “unimportant” (Figure 25).

B M3KII09YATETHO BaXKEH

B BaxxeH
O MaioBaxkeH
®dur. 26. ,[TbpBOHaAYaNHO 3ano3HaBaHe Fig. 26. “Initial Introduction of the
Ha nasapa ¢ MHoBauusaTa“ innovation to the market*

Mo OTHOLLEHNe Ha In terms of the "Initial Innovation
,l IbpBOHAYanHoOTO 3ano3HaBaHe Ha introduction”, only 12.1% identify this factor
nasapa ¢ wHoBauuaTa“ camo 12.1% as "unimportant" (Figure 26) for the
onpegenaT  TO3M  pakTop  KaTo successful execution of the
.,ManoBaxeH" (durypa 26). commercialization process.

B M3KIIIOUUTETHO BaXKEH

B BaxxeH
O MatoBaxkeH
®dur. 27. ,360p Ha noaxoasLy, meTon 3a Fig. 27. “Choosing the right method of
cermMeHTMpaHe Ha nasapa“ market segmentation®
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Mo oTHoweHne Ha ,MN36opa Ha
noaxogsw, MeTO4 3a CerMeHTUpaHe Ha
nasapa“, genbT Ha coTyepHuUTEe rpmu,
KOUTO cMmsATa, 4Ye TO3nm (akKto e
,MaroBaxeH“ e no-encok (27.3%) (durypa
27).

dur. 28. ,360p Ha MeTOoA 3a NpoBeXaaHe Ha
MapKeTUHIroBO uscrnegBaHe 3a
npeanoYMTaHUA Ha Nasapa KbM MHOBaUuMATaA“

Mo oTHoweHne Ha ,MN300pbT Ha noaxoasiy
MeTo4 3a npoBeXgaHe Ha MapKeTUHroBO
nscnegsaHe 3a npegnovnTaHuATa Ha nasapa
KbM WHOBauUuATa®, paBeH € [JenbT Ha
copTyepHuUTE (PrpmMuU, KOUTO onpenendat To3n
daktop 3a ,MBKIKOYUTENHO BaXKeH" n
,manosaxeH"“ (no 27.3%) (dwvr.28).

' '3.0%

N 45.5%

51.5%

dur. 29. ,PaspaboTBaHe Ha U3KITOUYMTESTHO
npeanoxeHwe 3a npogaxoba“

Mo oTHoweHune ,MN360pbT Ha NOAXOAsALLO
HanpasneHue 3a YHWKanHOCT Ha WHoBauusaTa
n pa3spaboTBaHe Ha N3KNIOYNTESTHO
npeanoxeHue 3a npogaxba“ camo 3.0% ot
coptyepHute  dupmMn  onpegenaTt  TO3u
dakTop kaTo ,manosaxeH” (dPurypa 29).

Regarding the "Choosing the right
method of market segmentation," the
share of the software companies that
define this fact as “important" (72.7%) is
higher than the ones that define it as
“‘unimportant” (27.3%) (Figure 27).

' U3KkmrounTeHO BaXkeH
B BaxkeH

O ManoBaxkeH

Fig. 28. ,,Choosing a right method for
conducting a marketing research for
market preferences towards the
innovation”

Regarding the above key factor for
the commercialization process, the
share of software companies that
determine this factor as "extremely
important" and "unimportant" is equal
(27.3%) (Figure 28).

B V3KIF0YUTEIIHO BajkKeH
B Baxxen

0 MaitoBaxkeH

Fig. 29. “Developing a Unique selling
proposal“

Regarding the different ways of
uniqueness of the developed
proposal, only 3.0% of software
companies define this factor as
"unimportant" (Figure 29).
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15.2%
N 424%

42.4%

®dur. 30. ,,KoHTaKT ¢ KNUeHTa U yroBapsiHe Ha
cpewa“

Mo oTHoweHne Ha ,KOHTakTa C KnMeHTa
M yroBapsiHETO Ha cpeLla 3a AeMOHCTpaums
Ha wmHoBauuaTa“, 15.2% o1 codpTyepHuTe
dvpMmn  cmataT  TO3M  dpakTop  3a
,ManoBaxeH“ (durypa 30).

21.2% 27.3%

®dur. 31. ,A360p Ha nogxoaALM TEXHUKM 3a
3aTBapsiHe Ha caenkarta“

Mo oTHoweHne Ha ,M3b60pa Ha TexHuka 3a
3aTBapsiHe Ha caernkara“, npasu Bne4yaTtneHue,
ye 21.2% oT codpTyepHuTe cbmpmmn onpenensart
TO3U (pakTop KaTo ,ManoBaxeH" (dPurypa 31).

Bbwnpoc 19: Monsa, noapepetre no
BaxHocT (oT 1 oo 5) chakTopuTte, BNusewwm
BbpXy B3eMaHeTOo Ha pelleHMe 3a
3aKynyBaHe Ha MHOBaLMATa OT CTpaHa Ha
BawwuTte knueHTU. (1 — Han-manoBaxeH, 5 —
Han-BaXkeH)

B VI3KIIOYMTEIHO Ba)KeH
B Baxxen

ManoBaxeH

Fig. 30. “Contact the customer and
arrange a meeting“

In terms of "Contact the customer
and arrange a meeting” for the
innovation demonstration, 15.2% of
software companies consider this
factor as an "unimportant" (Figure 30).

B V3KIIIOUYUTETHO BaXKEH
B BaxxeH

O ManoBaxeH

Fig. 31. “Choosing the right
technique for closing the deal”

Regarding the choice of closure
technique, 21.2% of software
companies define this factor as
"unimportant" (Figure 31).

Question 19: Please rank (1 to
5) the factors that influence the
decision of your customer to buy
the innovation. (1 - least
important, 5 - most important)
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100,0

80,0

60,0 51,5

40,0

21,2
20,0
g 12,1
]
00 [ ] —
OYHKIMOHATHOCTH  BB3MOXKHOCTH 3a KauectBo Ha Ilena na nnoBauusita Twproscka mapka
Ha MHOBaNuATa NOoAAPBIKKaA OﬁCIIy)KBaHeTO
dur. 32. dakTopm 3a NOKYNKa Ha MHOBaLMATA Fig. 32. Purchasing factors for
B copTyepHaTa MHAYCTPUA CHC CTEMNeH Ha innovations with a degree of
3HA4YUMOCT 5 importance 5

Mo oTHOWweHWe Ha dakTopuTe, KOUTO Regarding the factors influencing

okasBaT BIMSHME BbpXy peweHneto Ha  the customer’s decision to buy and
KNueHTa 3a 3akynyBaHe M u3nomnssaHe Ha use the innovation (Figure 32), the
nHoBsauusTa (dur. 32), Han-Bucok e genbvT Ha  highest share of software companies
coptyepHute  dupmn  (51.5%), «kouto  (51.5%) indicate the "Commercial
nocoysat akrtopa ,IbproBckata Mapka“ mark" as the most influential factor
KaTo Ham-3HauyuMm 1 okaseal, BnNusHMe Bbpxy on the customer's purchasing

peLleHneTo 3a NoKyrka. decision.
100,0
80,0
60,0
39,4
40,0
27,3
21,2
20,0
9,1
3,0
0,0 ]
OYHKIMOHATHOCTH BB3MOXKHOCTH 3a KauectBo Ha Ilena Ha Tbproecka mapka
Ha MHOBanyATa NOoAAPBIKKaA O6CIIy)KBaHeTO HHOBaLUsATa
®ur. 33. PakTopu 3a NOKymNKa Ha Fig. 33. Purchasing factors for
MHOBaUuATa B copTyepHaTa uHgycTpus innovations with a degree of importance
CbC CTeneH Ha 3HaYMmocT 4 4
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Mo OTHOLWEHNE Ha CTENEH HA 3HAYMMOCT
4 (durypa 33), Han-BUCOK € AenbT Ha
coptyepHute  dupmm  (39.4%), kouTo
nocoysat daktopa ,Bb3MOXHOCTM 3a
noagpbXka“, kato BTOPU MO CTEMEH Ha
3HAYMMOCT W OKasBall BIUSHWE BbPXY
peLleHneTo 3a NoKyrnka Ha nHoBaumdara.

Bbunpoc 20: Kou ot nuameputenurte 3a
nasapHa peanusauuMa Ha MWHoOBauusATa
n3nonsBarte BbB Bawarta ¢oupma?

100,0%
80,0%
60,0%

40,0%

18,3% 19,4%

CreneH Ha
noTpeduTeNncKa
YIOBJIETBOPEHOCT

20,0% 9,7%

[Tazapen nsn

0,0%

®dur. 34. Usmeputenu 3a nasapHa peanu3auus
Ha MHOBauuuTe

OTHOCHO wm3mepuTeENUTE 3a nasapHa
peanusauus Ha WHoBauuuTe B codpTyepHaTta
WHOYCTPUS,, HaW-BUCOK € OenbT Ha
copTyepHuTEe hupmmn, KOUTO nocoysat ,6pon
HOBM KMMEHTU" 3a Han-U3non3saH U3MepuTen
3a ycrewHa nasapHa peanu3a-uus Ha
paspaboTeHata u npeacraBeHaTa Ha nasapa
nHoBaums (25.8%). bnusbk e pgenbT Ha
copTyepHute  uMpMM, KOUTO noco4sart
,HapacTBaHETO Ha npuxoauTe OT npoaaxoun”
Kato Han-usnonssaH wuameputen (23.7%).
Camo 3.2% oT codTyepHute dupMU He
N3nosi3BaT U3MepuTenu.

Bbwnpoc 21: 3awo, cnopen Bac, egHa
MHOBaLUA He NOCTUra ycnewHa nasapHa
peanunsauua?

In terms of a degree of importance 4

(Figure 33), the highest share

of

software companies (39.4%) indicate

»~oupport Capabilities”

as the most

influential factor regarding the client’s

purchasing decision.

Question 20: Which
measurements of the
commercialization do you use
your company?

of

23,7% 25.8%

3,2%

Hernu npuxonun HapactBane Ha bpoii Ha HoBuTe He usnonssame

HPUXOJUTE OT
npoaaxoun

KIIMCHTHU U3MEPUTEIIN

the

innovation

in

Fig. 34. Measurements of the
Innovation Commercialization

Regarding the above mentioned
measurements, the highest share of
software companies indicate the
“‘Number of new customers” as the
most used measurement for the
successful market realization of the
developed innovation (25.8%). The
share of software companies that
refer to "Revenue growth from
sales" comes second with 23.7% of
the software companies. Only 3.2%
of software companies do not use
any measurements.

Question 21: Why do you think
innovation does not achieve
successful commercialization?
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®ur. 35. MMpnynHM 3a HeycnelwHa nasapHa
peanusauus Ha UHOBauuuTe B copTyepHaTta

nHaycTpus
OTHOCHO OCHOBHUTE NPU4NHN 3a
HeycnewHaTta nna3apHa peanm3auma Ha

WHOBaLMMTE B CcoTyepHata WHAYCTPUS,
nosilyyeHuTe pesyntatm ca MHOro 6nm3sku
(Pur. 35). OTkposiBa ce nMpPOUEHTBLT Ha
coptyepHute  oupMn,  cnopeq  KOUTO
OCHOBHaTa npuymHa e ,MHoBauuaTa He
OTroBapsi Ha HyxauTte Ha nasapa“ (20.5%).
Heobxogumo e uHoBauUMOHHUTE OUpMK Oa
Haco4aT CBOMTE YyCUNUSA KbM MosfyvYaBaHe Ha
MHopMauus 3a HyXguTe n
npegnoyYnTaHmsTa Ha nasapa KbM
nMHoBaumsaTa. o TO3n HauYuH Te We morar ga
pa3paboTar npennoxeHne 3a npoaaxoa,
KOETO KMMEHTBLT Lie uUcka M We Moxe Aa
3akynu. DOKYyCbT BbPXY HyXaute #u
npeanoynMTaHuaTa Ha Nasapa 3aemMa BOAELLO
MSICTO.

Bvnpoc 22: Ako TpsbBa pa
nopo6bpute cBouTe pe3ynTtatM  no
OTHOLWIEeHMEe Ha nasapHaTta peanusauus
Ha WHOBaUuUTe, MONA, nogpegeTre no
BaXXHOCT HamnpaBneHuATa, B KOWUTO
ouxte nHBecTupanu? (1 — Han-BaxHo, 5
— Han-MarnoBaxHO)

13,4%

npeanovYruTaHuATa Ha

0.8 15,2% 13,4%
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Fig. 35. Reason for the unsuccessful
innovation commercialization

Regarding the main reasons for the
unsuccessful commercialization of the
innovations in the software industry,
the results shown are very close
(Figure 35). The percentage of
software companies, according to
which the main reason is "Innovation
does not meet the needs of the

market" (20.5%), is highest.
Innovative companies need to direct
their efforts towards obtaining

information about the needs and
preferences of the market. In this way,
they will be able to develop a sell
proposal that the customer will want
and will be able to buy. It is obvious
that the focus on market needs and
preferences takes the leading role.

Question 22: If you need to
improve your performance with
regard to the commercialization
process, please give priority to the
fields in which you would invest? (1
- most important, 5 - least
important)

150



Innovation and entrepreneurship, ISSN 1314-9253

Volume VI, number 3, 2018

100,0%

80,0%

60,0%

40,0% 36.4%

20,0%
6,1%

0.0% [

3ano3HaBaHe Ha
nasapa 1 nopaxiaaHe
Ha UHTEpec

[o-edexTnBHN
HOJIXOH 32

nasapa

®dur. 36. HanpaBneHus 3a MHBeCTUpPaHe CbC
cTeneH Ha 3Ha4YuMmocT 1 (Han-BaxHo)

C uen nogobpsiaHe Ha pesynTtaTtute no
OTHOLUEHME Ha nasapHaTta peanusaums Ha
nHoBaumuTte (dur. 36), HAN-BMCOK € OenbT
Ha codTyepHute dupmn (36.4%), kouTo
cMmsATaT, Ye Han-BakHO € Ja Ce UHBecTMpa
B HanpasreHune ,3ano3HaBaHe Ha nasapa C
MHOBaUMATA M NopaxgaHe Ha uHTepec.
MonyyeHute pes3yntatM nOTBbpPXAaBaT
HeobxoaQuMMoCTTa OT npeafiaraHeTo Ha no-
edeKTUBHM MeToaM 3a NbpBOHAYarnHo
3ano3HaBaHe Ha nasapa C MHOBauuAaTa,
KouTo wumMat 3a Uuen jga cb3gagar
NOJTIOXXUTENTHO OTHOLUEHME Ha nasapa KbM
nHoBauusTa. lNogveprtaBa ce M BOOELWOTO
3Ha4yeHue Ha pa3paboTBaHeTO Ha
N3KIHYNTENHO npeanoxeHue 3a
npogaxba, koeto Aa 6bae yHuKanHo n ga
npeavsBMka B3eMaHETO Ha pelleHue 3a
MoKyrka.

nasapa

21,2%

18,2% 18,2%

MapkeTuHrosu PazpabotBane Ha TexHuku 3a
U3CIeBaHMs 3a U3KIIIOUUTENHO peanusupaHe Ha
CerMEHTHpaHe Ha TPENOYUTAHUITA HA MPEATOKEHHUE 3a npoaaxo6ara

npojaxoa

Fig. 36. Investment fields with
degree of significance 1 (most
important)

In order to improve the market
outcomes of the developed
innovative products (Figure 36), the
highest percentage of the software
companies (36.4%) consider to
invest in “Introducing the innovation
to the market and generating
interest”. The results shown confirm
the need to provide more effective
methods for innovation awareness
and interest that aim to create a
positive  attitude towards the
innovation. Emphasis is also placed
on the development of a selling
proposal that is unique and
influence the decision to buy.
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100,0%
80,0%
60,0%
40,0%

18,2%
20,0%

9’1% .
ooe R

[o-edexTnBHI
HO/IXO/IM 32

3amno3HaBaHe Ha
nasapa u nopaxuaHe
Ha UHTEpec

®dur. 37. HanpaBneHus 3a MHBECTUPaHe CbC
cTeneH Ha 3Ha4YUMMocCT 2

Apyro, koeTo Npasu BreyaTneHne e, 4ye
no BTOpa CTeneH Ha BaxHocT (dur. 37),
Han-BMCOK € MPOUEHTbT Ha coTyepHuTe

dupmun (30.3%), KOUTO noco4sar
.,MapkeTuHrosute n3cnegBaHus 3a
npegnoynMTaHuaTa  Ha  nasapa  KbM
nHosauma“ KaTo HanpaBneHue 3a

WHBECTUpaHe C Uen nogobpsieaHe Ha
pe3yntatuTe No OTHOLWEHWEe Ha nasapHaTa
peanusauus Ha UHoBaLuumsTa.

4. 3aknto4yeHune

EBpoOnenckmaT Cbio3 OTyMTa HanmMyneTo
Ha npobnem NO  OTHOWeEHMEe  Ha
Cb3aBaHETO Ha WHOBaAUUM W TAXHaTa
nasapHa peanusauus. CTpaHuTe YneHkn Ha
EBponenckns cbio3  dokycupar CBOETO
BHMMaHWe  BbpXy  WHOBaUMUTE  KaTo
UeHTpaneH enemeHT B MOMUTUKATE UM 3a
cb3faBaHe Ha nosevye paboTHM MecTa M

noctmraHe Ha WMKOHOMUYECKN pPacTeX.
npOBeﬂ,eHOTO eMnMpmn4Ho n3cneagBaHe
MOXe Oa Cce onpegenn Karto eaHo
npoabINKeHne Ha MHOBALUMOHHOTO

npeacrasaHe Ha Bbnrapus, MamMepeHo Ypes

30,3%

MapxkeTuHroBu
U3CIIeBaHMs 3a
CeTMEHTUpAHE HAa MPEINOYUTAHUATa HA  TPEJIOKEHHE 3a

nasapa nasapa

21,2% 21,2%

PazpabotrBane Ha
U3KIIIOYHUTEITHO

Texuuku 3a
peanu3upane Ha
npopaxobara

npogax06a

Fig. 37. Investment fields with
degree of significance 2

Another thing that is important to
be mentioned here is the fact that at
the second level of importance
(Figure 37), the highest percentage
of software companies (30.3%),
define the "Marketing research on
market preferences" as an
investment field for the improvement
of the results of the
commercialization process.

4. Conclusion

The European Union recognizes
the existence of a problem
regarding the creation of
innovations and their
commercialization. European Union
Member States focus their attention
on innovation as a central element
in their policies to create more jobs
and achieve economic growth. The
empirical study can be defined as a
continuation of Bulgaria's
innovation performance, measured
by the three European Union
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Tpute uHcTpymenTa'! Ha  EBponeiicku
Cbl03, C (oKyc BbBpPXY dupmute OT
copTyepHata wuHOycTpua. To oyepTtasa
OCHOBHWUTE nNpoGnemMn U Bb3MOXHOCTU
npeg  uvHoBauumte B copTyepHaTa
nHaycTpus B bbnrapums.

instruments'?, focusing on
companies from the software
industry. It outlines the main

problems and opportunities for
innovations in the software industry
in Bulgaria.
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