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PREFACE 

This Book is produced as a result of an in-depth wine industry 
oriented research project with the following formal details: 

 
Project Number: KP-06-М25/5/17.12.18 

  
Title of the Project: Conceptual Model for Introducing 

Innovation and Increasing the 
Competitiveness of Industrial Enterprises 

  
Project Period: December 2018 – December 2020 

  
Funding Bulgarian National Science Fund 

  
Organization: Ministry of Education and Science, 

BULGARIA 
  

Coordinator of the 
Research Team: 

Assoc. prof. Mina Angelova, PhD 

  
Members of the 
Research Team: 

Asst. prof. Daniela Pastarmadzhieva, PhD 
Asst. prof. Gergana Dimitrova, PhD 
Asst. prof. Penyo Georgiev, PhD 
Georgi Dimitrov, Bachelor Student 

  
Project web site: http://prowis.online  

  

http://prowis.online/
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This Book deems to summarize essential and critical statements 
from genuine publications of the Members of the Project. 

In fact, this Book shall be taken to stand as a Research 
Compendium – a special class of intellectual product that combines 
texts, references, and excerpts of selected project publications and 
professional expertise of the Members of the Research Team. 

Thus, this Research Compendium serves as the Final Reporting 
Product of the Research.  

The collection of concise but detailed information about 
innovation practices is aimed at private stakeholders to summarize and 
systematize the key points that are considered the product of the 
research study.  

 
The composite research material presented in this Book is based 

on the following extensive list of publications:  
 

1. Angelova, M. & Pastarmadzhieva, D. (2020) Development of 
Bio-Based Economy: Entrepreneurial Endeavors and Innovation across 
Bulgarian Wine Industry, Journal of International Studies (SCOPUS). 13 
(2): 149-162. doi:10.14254/2071-8330.2020/13-2/11, Scopus, SJR (2019) 
= 0.54, H index=9, ISSN 2071-8330, 2306-3483. 

 
2. Pastarmadzhieva, D. & Angelova, M. (2020) Information Society, 

Digitalization and Innovations: Bulgaria in the Context of The European 
Union, KNOWLEDGE – International Journal, 40 (1): 165-170, ISSN 
1857-923X (Printed), ISSN 2545-4439 (Online) 

 
3. Angelova, M. & Pastarmadzhieva, D. (2020) Attitudes Towards 

Innovations: Evidence from Wine Industry Enterprises. Trakia Journal of 
Sciences, 18 (1): 582-590, doi:10.15547/tjs.2020.s.01.093, ISSN 1313-
3551 (online). 
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4. Angelova, M. & Pastarmadzhieva, D. (2020) Conceptual Model 
for Investigating the Innovation Activity of Enterprises, International 
scientific journal Science. Business. Society. 5 (1): 17-19. (Print ISSN 2367-
8380, Web ISSN 2534-8485). Publisher: Scientific Technical Union of 
Mechanical Engineering “Industry-4.0” 

 
5. Angelova, M. & Pastarmadzhieva, D. (in press) Strategies for 

Implementation of Innovation by Wine Producers in Bulgaria: an Empirical 
Evidence, International conference on Creative Business for Smart and 
Sustainable Growth (CreBus 2020), Date of Conference: 09-12 June 2020, 
indexed by IEEE/SCOPUS, Publisher: IEEE. 

 
6. Pastarmadzhieva, D. & Angelova, M. (2020) Political Culture and 

Entrepreneurial Activity as Prerequisites for Positive Development in 
Bulgaria, Series “Leadership, Society, Strategic Visions”, 1, pp. 223-234, 
ISSN 2603-4905 (print), NBU, ISBN 978-619-233-131-3, indexed in 
CEEOL, SCOPUS. 

 
7. Pastarmadzhieva, D. & Angelova, M. (2020) Why do Bulgarian 

Wine Producers Innovate?, IOP Conf. Series: Materials Science and 
Engineering 878 (2020) 012074 doi:10.1088/1757-899X/878/1/012074, 
TechSys 2020, https://iopscience.iop.org/article/10.1088/1757-
899X/878/1/012074  

 
8. Pastarmadzhieva, D. & Angelova, M. (2020) Application of 

Management Innovations in the Bulgarian Wine Industry, IOP Conf. Series: 
Materials Science and Engineering 878 (2020) 012075, doi:10.1088/1757-
899X/878/1/012075, TechSys 2020, 
https://iopscience.iop.org/article/10.1088/1757-899X/878/1/012075   

 
9. Angelova, M. & Pastarmadzhieva, D. (2020) Innovation Activity 

of Wine Industry Enterprises, proceedings Vol. I Machines. Technologies. 

https://iopscience.iop.org/article/10.1088/1757-899X/878/1/012074
https://iopscience.iop.org/article/10.1088/1757-899X/878/1/012074
https://iopscience.iop.org/article/10.1088/1757-899X/878/1/012075
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Materials, 1(16): 94-97 (Print ISSN 2535-0021, online ISSN 2535-003X); 
XVII International Scientific Congress “Machines. Technologies. 
Materials 2020” Borovets, Publisher: Scientific Techn. Union of 
Mechanical Engineering “Industry-4.0” 

 
10. Angelova, M. & Pastarmadzhieva, D. (2019) Application of 

innovations in SMEs from wine industry in Bulgaria: the case of Plovdiv 
region, Published in: 2019 II International Conference on High Technology 
for Sustainable Development (HiTech), Date of Conference: 10 - 12 
October 2019, Conference Location: Sofia, Bulgaria, indexed by 
IEEE/SCOPUS, Publisher: IEEE, DOI: 
10.1109/HiTech48507.2019.9128278, 
https://ieeexplore.ieee.org/document/9128278  

 
11. Pastarmadzhieva, D. & Angelova, M. (2019) Optimization of 

Bulgarian Political Culture as a Prerequisite for Enhancement of the 
Entrepreneurship, International conference on Creative Business for Smart 
and Sustainable Growth (CreBus 2019), Date of Conference: 18-21 March 
2019, Conference Location: Sandanski, Bulgaria, indexed by 
IEEE/SCOPUS, Publisher: IEEE, Date Added to IEEE Xplore: 19 
September 2019, DOI: 10.1109/CREBUS.2019.8840081, 
https://ieeexplore.ieee.org/document/8840081   

 
12. Pastarmadzhieva, D., Angelova, M. & Georgiev, P. (2019) The 

Impact of Political (in)stability on the Innovation Performance: the Case 
of Bulgaria, International conference on Creative Business for Smart and 
Sustainable Growth (CreBus 2019), Date of Conference: 18-21 March 
2019, Date Added to IEEE Xplore: 19 September 2019, Conference 
Location: Sandanski, Bulgaria, indexed by IEEE/SCOPUS, Publisher: 
IEEE, DOI: 10.1109/CREBUS.2019.8840055, 
https://ieeexplore.ieee.org/document/8840055  
  

https://ieeexplore.ieee.org/document/9128278
https://ieeexplore.ieee.org/document/8840081
https://ieeexplore.ieee.org/document/8840055
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ORGANIZATION OF THE BOOK 

 
The organization of the first edition of Innovation Practices of 

Wine Industry Stakeholders /the case of Bulgaria/ follows the logic of 
the business research process.  

The book is structure in three chapters.  
 Following the introduction, in Chapter-I, are described 

and compared different theories, definitions and 
statements connected to innovations. In this chapter, it is 
carefully analyzed how various conceptualizations 
evolved and are applied in Bulgarian economy.  

 The theoretical discourse and its application paves the 
way for Chapter-II, which highlights the SMEs, operating 
in the wine industry in Bulgaria; thus, this part of the Book 
presents the methodological run of the investigation of 
innovation practices in the wine industry in Bulgaria. 

 Hence, Chapter-III forms the third part of this Book, 
presents summarized results of the in-depth interviews, 
empirical data analyses, findings based on the 
questionnaire, as well as discussion and 
recommendations.  

 
There is, also, a part of Appendices, which are deemed 

necessary for the sake of illustrating and supporting the central thesis 
of the research. 

The Book is a comprehensive, but practical, and easy-to-use 
presentation of an innovations business research. It emphasizes onto 
the applied approach to deliver to wine industry private stakeholders 
up-to-date understanding of the scope of innovation practices. 

Thus, the presented research study seeks to introduce to private 
stakeholders the basic tools of business innovations by using various 
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methods and techniques. The suggested model for introducing 
innovations and summarized results of the research under the project 
activities portray an actual know-how to innovative businesses. 

 
The authors’ intent is to provide practical and straightforward 

presentation of innovation practices and to illustrate why the need for 
applying innovative solutions in wine industry in Bulgaria is seemed 
necessary. The authors stream to present a balanced view between 
theory of innovations and its practical applications. Authors’ objective 
in writing this book is to provide a fundamental investigation of 
innovation businesses that focuses upon the importance of innovations 
in wine industry enterprises. 

 
In summation, in this Book the authors add to the research 

investigations of already published papers additional expert 
discussions, statistical analyses, conclusions, and recommendations 
for future research in this field.  
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EXECUTIVE SUMMARY 
 
This book explores innovation performance of the Bulgarian 

wine industry private stakeholders. The research study deals with an 
essential economic problem, related to whether innovation businesses 
may play key role in European and Bulgarian business practice. The 
study takes into consideration that Bulgaria is an emerging market 
economy, which transited from a centrally planned economy in the 
early 1990s to a social market economy since its accession to EU in 
2007. 

The aim of this milestone research for the wine industry sector 
of Bulgaria is to find dependencies among non-examined phenomena 
from the economic, social, and political spheres being not investigated 
up to this date. 

The expected effects of the research is to generate new 
knowledge about the investigated economic and socio-political 
phenomena as well as to explain the relations between the socio-
political environment, on the one hand, and the opportunities for 
innovation practices of SMEs, on the other. 

Human interrelations are the engine for application of 
innovations.  

Thus, this study is focused upon wine industry as a specific 
sector of the Bulgarian economy. 

Only SMEs positioned in Bulgaria are included in this research, 
as main limitation of the scope of the study. 

Wine industry is a traditional sector of Bulgaria’s economy, but 
the political processes in the late 1980s affected negatively every 
aspect of wine production in the country.  

The research methodology is of a survey-descriptive type. A 
wide range of research methods are used to successfully achieve the 
goals and tasks of the research.  
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The method of expert assessment is used, and it is conducted 
with the support of scholars from listed economic universities as 
consultants (see the Appendix List). 

There were conducted in-person verbal interviews with 
stakeholders of wine industry enterprises in Bulgaria to test the ideas, 
build knowledge, and gain insightful comments to the investigated 
research ideas.  

In addition, Two Focus Groups were held to produce a single 
agreed platform for communicating in an objective way how 
companies work. The focus groups were tested through in-depth 
interviews, as it follows: 

Focus Group I 
 In-depth Interviews with 5 CEOs, who participated in the 

Pilot Study.  
 In-depth Interviews with 25 professionals of the wine 

industry, who participated in the Pilot Study. 
Focus Group II 
 In-depth Interviews with 15 CEOs, who participated in the 

Final Research. 
 In-depth Interviews with 15 professionals of the wine 

industry, who participated in the Final Research. 
 

Based on the professional opinions collected, it was constructed 
within the research a conceptual model of how to establish an 
Innovative Enterprise. 

The survey used simple random sampling: 156 questionnaires 
were distributed, and 67 questionnaires were finally received.  

Analysis of collected data was made using the Statistical 
Package for the Social Sciences (SPSS). 

The goal of the study was achieved as the undertaken research 
of the wine industry enterprises and stakeholders, positioned in 
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Bulgaria, discovered new methodological approaches for studying the 
following three applicable business dimensions:  

- level of implementation of innovations by wine industry 
stakeholders; 

- innovation activities of the SMEs and  
- applied innovation strategies by the SMEs. 
 
In summation, this book shall be taken to stand as a basic up-

to-date study for further investigation of the innovation phenomena 
discussed. 

 
KEY WORDS 
Innovations, Competitiveness, Wine Industry, Bulgaria. 
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INTRODUCTION 

The book theme takes a central position in discussions, research 
and organizational activities connected to the process of creating 
innovative enterprises. This takes an essential role in the Bulgarian 
economic environment as well as the national strategies for economic 
growth. 

The actuality of the subject is argued in line with the current 
situation on the global market. The issue of innovation practices is 
permanently relevant nowadays, as processes of globalization, 
internationalization, development of information technologies, 
scientific and technological progress are intertwined.  

It is the dynamically changing macroeconomic environment, as 
well as the conditions of the ongoing economic crisis, that put 
businesses in the everyday necessity to “fight for survival”, to be 
flexible, to respond adequately to the newly created conditions and to 
constantly adapt to them. This in turn implies seeking new forms of 
competitive behavior strategically placed and helping not only to keep 
them on the market, but also to ensure their sustainable development. 
Leaders, who implement good practices and offer innovative solutions 
- are the ones who achievе innovations and delivering higher value to 
consumers; these are leaders, who might be called successful.  

In the context of the above mentioned - the issue of boosting 
competitiveness through innovations is becoming more apparent and 
becoming an imperative for both business units and the economy at 
national and global level.  

The development of markets and market relations lead to 
enhanced competition and increased consumer demands, making 
quality a factor for the success of organizations. 

The significance of the research is related to the aim of 
demonstratting how improving quality through introducing various 
innovation may bring successful business benefits.  
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To many companies, improving and increasing innovation 
practices and their abilities to develop innovations on their own – are 
the most important factors for business growth. Constantly 
introducing innovations is a business condition for ensuring a higher 
level of economic development. Innovation requires a specific 
approach depending on the industrial sector, because each industry 
and region have their own specificities. 

Some studies indicate that development of “radical 
innovations” requires completely different management approaches 
than those needed for further innovations. Other researchers prove that 
different innovation models are appropriate for different sectors, 
regardless of best practices in innovation management, and it all 
depends on the specificity of innovation and its relation to sector 
specificities. 

All these claims lead to the necessity to research innovation 
niches and opportunities in accordance with the individualism of 
each industrial sector.  

The present research investigates the wine industry, as a 
specific and traditionally strong sector for the Bulgarian economy, and 
innovation development is an important element for further 
development of the sector and for achieving competitiveness.  

The research object is the innovation behaviour of small and 
medium-sized enterprises (SMEs) from the wine industry, positioned 
in Bulgaria.  

The focus of the research is the economic, informational, and 
political dimension of the innovation performance of wine industry 
private stakeholders.  

The authors' research standpoint is that most of the Bulgarian 
wine producers implement innovations or plan to implement such. 
However, to precise the argument, we make the following lines of 
reasoning: 
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1) Most of the enterprises implement innovations, but very few 
create such. 

2) The most implemented types of innovations are marketing 
innovations, and product innovations. 

3) Wine producers implement innovations, because they expect 
mostly to enhance competitiveness of their enterprises and to increase 
their profits.  

Furthermore, optimization of the functioning and the 
opportunities to test a set of innovative solutions in SMEs is important 
for enhancing competitiveness of the corporate organizations; and 
hence – for inducing greater competitiveness of the Bulgarian 
economy. 

The interest of the authors to investigate this issue is also 
provoked by the opportunity of implementing innovative products to 
concentrate the focus of the organizations’ management on human 
resources, marketing, information technologies, information security, 
political, and cultural aspects of entrepreneurship.  

The study on "Innovation Practices of Wine Industry Private 
Stakeholders /The Case of Bulgaria/" has the potential to accrue 
scientific knowledge in the following three main directions: 

1) To address the challenges, which SMEs are facing in the 
Bulgarian context; as well as, to provide opportunities for increasing 
their competitiveness and sustainable development by introducing 
innovations and positioning them in the global market. 

2) Presentation in a systematic manner of the conceptual 
framework, concerning the interrelation and mutual influence of 
political instability on the one hand, and certain economic indicators 
concerning SMEs on the other. Besides, systematization of scientific 
knowledge on the subject is also planned to bring empirical evidence, 
based on the Bulgarian political process and economic development 
in the period since 2007. 
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3) Improving the knowledge on the capabilities of information 
and communication technologies (ICT) as innovations to enhance the 
competitiveness of SMEs. 

This book aims to analyze, systematize, and summarize the 
opportunities for innovations for the SMEs, operating in the wine 
industry.  

The objective of the study is in line with the objectives of the 
EU Europe 2020 Strategy for Sustainable Growth through the 
implementation of innovations and national strategies of Republic of 
Bulgaria (including the National Research Strategy) for Sustainable 
Development by Industry and Sectors. 

To accomplish the goal, the following research tasks will be 
carried out: 

1) Systematization of the theoretical formulations concerning 
the innovation activity, including definition, elements, prerequisites 
for its increase and others. 

2) Secondary processing of statistics from different sources 
concerning the innovation activity of SMEs in Bulgaria in the period 
2007-2018. 

3) Analysis of the socio-political environment in the period 
2007-2018 and identification of dependencies between the innovation 
activity and the political environment. 

4) Establishment of a system of indicators for the research of 
the innovation activity of SMEs in the wine sector. 

5) Carrying out a quantitative survey through a structured 
interview among SMEs in the wine production sector. 

6) Carrying out a qualitative survey through an unstructured 
interview (in-depth interviews) with a limited number of SME 
representatives in the wine-production sector. 

7) Systematizing and analyzing the results obtained and 
identifying key challenges for the innovation activity of SMEs in the 
wine sector. 
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8) Discussing opportunities to optimize innovation activity 
using information and communication technologies (ICT). 

The necessity for investigating the wine industry is provoked 
by the highly competitive environment, in which the wine industry 
enterprises operate. Thus, it is crucial for the wine producers to seek 
opportunities to develop their competitive advantages (their leading 
strengths), to overcome the weaknesses and to develop their own 
competitive potential. A condition for the realization of these goals is 
the development and test of innovations.  

The National Viticulture-Wine Support Program states that 
“One of the main state policies in the wine sector in Bulgaria is to 
enhance the competitiveness of the wine grape producers, restore the 
balance between supply and demand on the wine market, prevention 
of market crises” (Executive Agency on Vine and Wine /EAVW/, 
Report 2017). 

Such opportunities, corresponding to some of the goals set in 
the National Strategy for Development of Viticulture and Wine in the 
Republic of Bulgaria 2005-2025, should be sought in view of: 

• Building a modern structure of the sector and increasing its 
competitiveness through the implementation of technological 
(process), product, marketing, management, organizational and 
information innovations. 

• Stimulating SMEs in the industry to focus on concrete 
improvements and approbation of innovative solutions. 

• Establishing a methodical framework for investigating the 
innovation activities in the sector that will create opportunities for 
analyzing and bench-marking the applied innovation strategies. 

• Increasing the human resources capacity in the sector to 
explore and improve the innovation strategy of their enterprises. 

The research methodology is of a survey-descriptive type. A 
wide range of research methods was used to successfully achieve the 
goals and tasks, i.e. secondary analysis of empirical data, structured 
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interview, unstructured (in-depth) interviews, and triangulation. In-
person verbal interviews were conducted with managers and 
specialists of wine industry enterprises in Bulgaria as expert 
practitioners, to test the ideas, build knowledge, and gain insightful 
context and nuance to the ideas. The method of expert assessment is 
used, and it is conducted with the support of scholars from the 
economic universities as consultants. Two Focus Groups were held in 
order to produce a single agreed platform for communicating in an 
objective way the company works, i.e. in-depth interviews with the 
Chief executive officers (CEOs)/specialists and in-depth interviews 
with the experts. The constructive discussion and collaboration with 
experts in innovation, competitiveness, strategic management, 
marketing, PR, etc. gave great value to the results of this research. The 
survey used simple random sampling thus 156 questionnaires were 
distributed, and 67 questionnaires were finally received. Analysis of 
collected data was made using the SPSS software. 

The following limitations have been introduced in the 
research: 

• The scope of the enterprises in the preliminary (pilot) 
empirical study was narrowed about the adopted regional principle of 
their choice, respectively on the example of companies from Plovdiv 
region. The second part of the study includes companies from Bulgaria 
focused on expanding the research and testing the methodological 
framework. 

• This study is dedicated to a specific sector of the Bulgarian 
economy, i.e. wine industry. 

• In the research are included only SMEs, positioned in 
Bulgaria. According to the Commission Recommendation 
2003/361/EC, as published in the Official Journal of the European 
Union (L 124, p. 36 of 20 May 2003) “The category of micro, small 
and medium-sized enterprises (SMEs) is made up of enterprises which 
employ fewer than 250 persons and which have an annual turnover 



25 

not exceeding EUR 50 million, and/or an annual balance sheet total 
not exceeding EUR 43 million” (European Commission, 2015). This 
definition was transposed in Bulgarian legislation and in article 3 of 
Bulgarian Law on Small and Medium-Sized Enterprises. 

• The scope of human resources under study is narrowed to a 
survey of owners (managers) and wine specialists (technologists, 
oenologists) in enterprises. The composition studied below was 
investigated in terms of age structure, educational structure, 
professional field, gender. 

• The priority of the survey is the internal business factors that 
directly influence the readiness and motivation for innovation activity 
of the organizations, in parallel with them and the external factors of 
the business environment (in Bulgaria and in EU). 

• The environmental analyses are focused on the period 2007 - 
2018. 
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CHAPTER I. 
FRAMEWORK OF THE STUDY: 

THEORY AND ANALYSIS OF THE WINE 
INDUSTRY ENVIRONMENT 

1.1. INNOVATION: THEORY AND PRACTICE 

There are many scientific researches, which are dedicated to the 
general effect of innovations on growth, but less are focused on the 
role of innovations in certain sectors such as wine industry. The wine 
industry in Bulgaria has a long history, experience and has the 
potential for development. That is why we examine the scope of 
innovations that can be implemented in the wine industry and the 
potential of Bulgarian wine industry for growth.  

Last decades have been marked by the rapid development of 
innovations in various areas, namely industry, technology, 
communication, science, education, etc. It is indisputable that 
innovative practices can significantly improve the functioning of the 
area, in which they are implemented. Last thirty years Bulgaria 
succeeded in establishing democratic institutions and functioning 
market economy. However, the later need further development and 
Bulgarian economy has the potential for more growth. One of the 
factors for achieving such growth is providing a support for the 
entrepreneurs to enhance the competitiveness of their business. As the 
studies and empirical data indicate that innovations are a significant 
factor for improving competitiveness, we believe that scientific 
research in this area may provide support for those who seek to make 
their business more innovative. 

All human-made changes that the world witnesses are a result of 
the tendency to seek something new and different. The desire to try 
something different, new is a certain human trait. New ideas in the 
world do not end, but when these ideas create value, satisfy existing or 
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create new needs, innovation comes about. Good ideas are useless until 
they are realized. And in order to be realized, the entrepreneur must 
intervene, which through his/her vision, pro-activity and sense of 
measured risk can throw the good idea into a ready-made product. 

1.1.1. The innovation concepts. 
The term innovation stems from the Latin novatio, and translated 

verbatim ‘Innovatio’ means „in the direction of the change“. The very 
concept of innovation appeared for the first time in scientific research 
in the 19th century. The concept was gained in the early 20th century by 
Austrian scholar Joseph Schumpeter (1946), who described the new-
generation processes as „creating new combinations“ or changes in the 
development of market and production. According to Schumpeter, the 
term innovation means an amendment to introduce and use new types 
of consumer goods, new production and transport means, markets and 
forms of organization in production. The end result of the process is 
creating a new product, service, process, or form of organization. 

There is a difference in the notions of novelty and innovation. 
What is novelty? Novelty means a new order, a new custom, a new 
method, an invention, a new phenomenon. From the moment of 
switching to the spread of the ghost, novelty has acquired a new quality 
- it is becoming an innovation. What is innovation? Innovation is the 
introduction of a new or significantly improved product (product or 
service) or process, a new marketing method, or a new organizational 
method in business practices, workplace organization or external links. 

There are also differences between discovery and innovation. 
What is a discovery? Discovery is at a fundamental level, and 
innovation at an applied level. Discovery is most often done by one 
person, and innovation is developed by teams that involve 
professionals from different functional areas to form as an innovation 
project. The discovery is not aimed at gaining profit, while innovation 
aims at some benefit (increase in labor productivity, cost reduction, 
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etc.). Discoveries usually happen by accident, while innovation is 
always the result of targeted and planned activity. 

There is a difference between concepts of invention and 
innovation (Georgiev and Tzvetkov, 1997). What is an invention? The 
invention is a technical phenomenon that represents a practicable new 
knowledge or solution of a particular problem in the field of technology 
or object of patenting. The patentability conditions are the invention to 
be new; to be the result of a creative idea (innovative element); 
industrially applicable. The invention becomes innovation when it gets 
a market value, that is a value that someone is willing to pay. 

The role of innovations 
Some of the scholars focus on the role of the innovations for 

increasing the competitiveness of the enterprise. According to 
Ciocanel and Pavelescu (2015) “innovation, when defined as a process 
that allows companies to produce more with the same amount of 
resources or produce as much with a smaller amount of resources, 
leads to sustainable competitive advantage”. Furthermore, the focus 
on ICT innovations is one of the main prerequisites to the increase of 
competitiveness of the enterprises. Therefore, competitiveness of 
companies and countries depends on their capabilities to make 
innovations and their orientation to technology and information 
(Doğan, 2016). And the competitiveness produced by the innovations 
is relevant not only on the level of the company, but on national level 
as well. Innovation is a key condition in the context of the need to 
enhance the competitiveness of the Bulgarian economy (Yosifov, 
2019). 

Alongside, the innovations have the potential to increase 
efficiency (Kogabayev and Maziliauskas, 2016). Some authors even 
refer to the innovations as “fundamental to making sustainability 
possible and improving efficiency” (Schilirò, 2019). Scholars reach 
the conclusion that if entrepreneurs want to increase the efficiency of 
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their work and of the investments, they should search and implement 
innovative solutions (Sandal and Ejsmont, 2018). 

A significant area to which the innovations can contribute is the 
increasing of customer satisfaction. The latter is of essential 
importance for every organization and specific industry. Customers 
and the covering of their expectations is crucial for the survival and 
sustainability of the companies (Daragahi, 2017). The innovations are 
crucial for the satisfaction of the consumers especially in services 
(Diaw and Asare, 2018; Mahmoud, Hinson and Anim, 2017). 

Further positive effects of the innovation implementation are 
the increase of productivity (Woltjer, Galen and Logatcheva, 2019). 
According to an analysis of the World Bank, the “productivity growth 
is about innovation” (World Bank, 2017). 

The studies on the effects of innovations also show that 
sometimes they may lead to the increase in the employees’ 
satisfaction. However, the satisfaction of the employees is related to 
the types of innovations, which are implemented. The results show 
that “enterprises who introduced organizational innovation and no 
other innovation reported higher effects on employee satisfaction 
compared to enterprises that did marketing innovation and no 
organizational innovation” (Jiřinová and Vrbová, 2017). 

In addition to these widespread effects of the innovations, the 
latter may also cause reduction of the costs (Carlan, Sys and 
Vanelslander, 2019; Bertermann et al., 2016), better management 
(Tsonev and Kaleychev, 2018), higher profit (Ciocanel and Pavelescu, 
2015), environmentally friendly economy (Schilirò, 2019) and other. 

Types of Innovation 
Opportunities for using innovative products in enterprises 

depend on many factors such as the level of security of the company, 
credit, the ability of senior managers to develop and introduce new 
products and technologies and others. With the sustainable growth of 
the economy, the tendency of improving the environment for 
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entrepreneurship and business in Bulgaria continues. It is crucial to 
determine precisely the type of innovation that would lead to an 
increase in production or a decrease in the cost of production. The 
enterprise needs a specific innovation to meet the needs of employees 
and development opportunities. 

Sometimes it innovates by using an existing idea, concept or 
product and refining it. However, it is more remarkable to think beyond 
what already exists and come up with a whole new concept. 

The scientific literature is replete with definitions of innovation, 
but according to the Organization for Economic Co-operation and 
Development (OECD), (Oslo Manual, 3rd Ed.) “a process, a new 
marketing method, or a new organizational method in commercial 
practice, job organization or external relations that create market 
advantages while enhancing the competitiveness of firms. “ 

Innovation varies in scope, lead time, organizational and social 
impact. There is a variety of categorizations that include areas of 
duplication where the lines between each category overlap. The main 
types of innovation are presented with a simplified classification. It is 
important to note that categorizing innovation is not a science and any 
innovation can be placed in different categories by a particular 
company. 

We can distinguish several types of innovation depending on 
various criteria. 

(1) According to the object of innovation, innovations are 
product, process, marketing, and organizational management 
innovation. 

(2) According to the degree of radicalism, the depth of 
change and the time-lag between the idea and its practical application, 
innovations are basic, improved, and pseudo-innovation. 

(3) According to the source, innovation is innovation from 
research and development, own company innovation and innovation 
from other sources. 
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(4) According to the company strategy, innovation is open and 
closed innovation. 

(5) According to the field in which innovation is realized, they 
are industrial and managerial. 

(6) According to the material form, the innovations are 
material (represented as a material object - product or technology) and 
non-material (no substance form - legal innovations). 

(7) According to the source of ideas, the emergence of 
innovation can be triggered: by specific users; from a new discovery or 
from the company's own needs. 

(8) It is more important to classify innovations by signs related 
to the strategic goals and competitive position of the company 
(Cotler, Kartajaya and Setiawan, 2010). Such is the novelty of the 
company, the market and the particular consumer respectively. 
According to this feature, five types of products are distinguished 
(Cotler, Kartajaya and Setiawan, 2017): 

• new products globally; 
• a brand new product for the company with which it is 

entering a new market for it; 
• new product, which complements the existing product 

range of the company; 
• sophisticated company product; 
• re-positioned company product. 
(9) According to the impact of innovation on consumer habits, 

they are innovations, uninterrupted consumer habits; innovations, 
changing consumer habits and innovations, creating new consumer 
habits (Church, 1918). 

The classifications reviewed confirm the conclusion that the 
grouping of innovations is important only in the implementation of 
specific goals and activities related to the development of a company 
innovation strategy. The macro environment as well as the economic 
state of the company is essential for the types of innovation. 
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In the Oslo Manual 2018 (4th edition) OECD gave a new 
classification of innovations. There are two major groups - product 
innovation and business process innovation. Product innovations can 
be innovations of goods and of services. Business process innovations 
include innovations in production of goods or services, distribution and 
logistics, marketing and sales, information and communication 
systems, administration and management, and product and business 
process development (OECD, 2018). 

Innovation Strategy 
The innovations are object of number of studies and their 

relevance for the competitiveness of a company is inevitable (Angelova 
et al., 2019a). Recent years, the number of studies, which investigate 
the importance of implementing an innovation strategy, increases. In 
fact when we speak of innovation strategy this may include national 
(Jin and Qing-rui, 2000), sub-national (Regional Innovation Strategy 
Sachsen-Anhalt, 2014-2020), supranational (Lu, Sang and Peng, 2008) 
or of a company (Vanhaverbeke and Peeters, 2005). The focus of the 
current study is the essentials and the importance of the innovation 
strategy for a company. Furthermore, here we distinguish between 
companies, who create innovations (Peeters and Potterie, 2006), 
especially in the area of information and communication technologies, 
and those who implement innovations, developed by another company 
(Enz and Way, 2016). Thus, in the first case it is strategy for developing 
innovation and in the second - a strategy for implementation of 
innovations. In the current study we use the term “innovation strategy”, 
regarding the latter meaning. 

While defining the notion of innovation strategy, Sauber and 
Tschirky (2006) show why it is important. According to them, it 
represents a kind of guide, which sets the course of development, thus 
allowing the efforts to be focused. Alongside, it contributes to building 
the image of a company and ensures sustainability in the 
implementation of innovations. Furthermore, the innovation strategy 
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takes into account “integral innovations, innovation barriers, and the 
degree of newness of the innovation as well as the required innovation 
relevant knowledge.” 

Furthermore, Vanhaverbeke and Peeters (2005) also stress on 
the role of the strategy for giving a direction of companies’ innovation 
activity. However, they also draw the attention to the need of flexibility 
in order to enhance their current activity to cover the future 
development strategy of the company. 

Stankevice and Jucevicius (2010) performed a research in order 
to create a conceptual framework for the innovation strategy. They 
made a review of various works on the topic and suggested a 
conceptual model with several elements. According to them, an 
innovation strategy should consist of strategy’s objectives, 
arenas/objects, vehicles/resources, differentiators, speed/scope and 
general logic. 

Thus, the most important elements of strategy for implementing 
innovations should be aims, means and schedule. Alongside, it should 
be adapted to new realities as such occur. However, the studies focused 
on the implementation of innovations identify one significant factor, 
which should be taken into account by the companies, when they 
prepare their innovation strategies. 

Saleh and Wang (1993) warn that the strategy “does not operate 
in a vacuum”. The authors are talking about the role of the context in 
the company. According to them, the strategy should be adapted to the 
specific environment of the company, the values and practices of its 
staff. The strategy and the environment should be in line in order to 
ensure the efficiency of the implementation of the strategy. 

The specific organizational climate is a requirement not only for 
the companies, who develop innovations, but also for those who intend 
to implement such. 

Belasen and Luber (2017) shared similar ideas. They believe that 
the middle managers have a crucial role in the successful adoption of 
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new ideas as part of the strategy for implementing innovations. They 
can help these new ideas to be adapted and presented properly to the 
people working in the company in order the ideas to be accepted. The 
authors stress on the importance of the organization culture of the 
company and need for compliance between the strategy and the culture. 

In another studies similar results are acquired. Kim and Chung 
(2017) identify individual factors as rather significant for the success 
of implementing innovations in a company.  

Innovation activity 
Another concept related both to the study of innovations in 

general and to the current research is the innovation activity. It is the 
ability and dynamics of generating and implementing different types of 
innovation: technological innovation, product innovation, process 
innovation, organizational, marketing, and environmental innovations 
(Edwards-Schachter, 2018). 

Innovation can be characterized as an innovation process when 
viewed as a complex of interrelated but distinct phases. They have a 
certain degree of completion, which include duration, intermediate or 
final results. Despite the wide variety of these phases, the classic 
model of enterprise innovation activity includes the following main 
phases: 

 
Scheme 1.1. Classic Model of Innovation Practices 
Source: Own interpretation 

1) Building an idea, concept, conceptual design for innovation.

2) Searching for and establishment of fundamental and applied 
scientific solutions.

3) Finding a technical solution (applied idea development, R&D)

4) Implementation of the technology or product in the 
organization.

5) Diffusion of a new technology or product.
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Innovations in Wine Industry 
As the scholars pay more and more attention on the general 

effect of innovations on growth, there are some more focused studies, 
which aim at examining the role of innovations in certain sectors. Such 
sector is the wine industry and many authors seek to find the role of 
innovations on its development. 

Bortoluzzi et al. (2015) study the innovations performance of 
wine makers in Friuli Wine Cluster in Italy as their focus is mainly on 
small and medium enterprises (SMEs). The authors focus their research 
both on firm level and cluster level. Their results indicate that the 
success of entrepreneurs in this area depends on more market-oriented 
and “experience-related” use of innovations. They pay attention on the 
fact that nowadays the consumers are more demanding and thus the 
producers and dealers should overcome some outdated views about the 
product and its distribution. Moreover, their success is connected not 
only to the foreign market openness, but also to “more intimate 
relationships with other firms and public and private institutions inside 
the cluster”. 

Rebelo and Muhr (2012) also examine the innovation 
performance of wine producers, which are SMEs. However, the scope 
of their study is rather different. On first place, they examine the wine 
industry in another national context – Portugal and more specifically 
Douro Demarcated Region (DDR). Moreover, they focused only on 
“wine regions characterized by a terroir model”, where the production 
costs are higher. According to the authors for such regions, the 
international competitiveness is possible only by close relations 
between tradition and innovation. Furthermore, they discuss an 
instrument, which can be a “winning strategy in a globalized wine 
market”. This winning strategy is the creation of networks. 
Nevertheless, authors pay attention on the fact that it depends on 
various factors: 1) to what extent the collective interest coincides with 
the individual; 2) what is the legal basis of the network (formal or 
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informal); 3) possible conflicts, regarding the “allocation of benefits, 
costs and risks among the partners”; 4) adaptation of networks to 
external and internal environment (Rebelo and Muhr, 2012). 

As regards the networks, we should note that Cafaggi and 
Iamiceli (2010) in their study of networks in wine industry identify that 
the most of the networks are so called “productions networks”, i.e. 
between those who grows the grape and those who make the wine. In 
the seven studied regions almost 71% of the networks are production 
networks. The others are distribution networks and networks for supply 
of services. 

The innovations in wine industry undoubtedly lead to positive 
results, but they depend on various factors. Remaud and Couderc 
(2006) believe that the success of SMEs wine producers depend on the 
specific attitudes and behavior, which characterize the enterprises. 
They use the classification of strategic types of organizations proposed 
by Miles et al. (1978), who discuss four types, namely defenders, 
analyzers, prospectors and reactors. Remaud and Couderc (2006) 
conclude that those producers with prospector behavior have the 
strongest export orientation, they are more innovative and with 
increasing revenue. Such study is rather significant as it focuses the 
attention on a factor, which sometimes is underestimated. The 
attitudes, believes, traditions in a company leads to a certain behavior 
and all these taken together form the organizational culture. Moreover, 
as the authors identify this organizational culture is relevant for the 
functioning of the company. 

In their research Wood and Kaplan (2005) identify four groups 
of wine producers in South African wine industry depending on their 
structure and focus. The authors state that these characteristics are 
rather important for the innovation performance of the enterprise. The 
four groups are as follows: wholesalers, new producers, cooperatives 
and established producers. 
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Another perspective on innovations in wine industry is given by 
Kunc and Bas (2009). The authors study the innovations in wine 
industry in Chile. The latter is presented as a country from the New 
World of Wine, alongside with Australia and South Africa. The 
specificity of this study is rooted in its focus, namely the impact of 
foreign direct investments (FDI) and entrepreneurship. The authors 
find direct connection between FDI and process and product 
innovations. In the area of entrepreneurship, the authors identify the 
attempts of the authorities to transform the wine industry into a 
knowledge-based cluster. The latter is in line with the most 
contemporary views of the innovations. 

Hisano (2017) examines a whole transformation of wine 
industry in the USA. This transformation is related to creation of a very 
new view on what wine is and how people should think about it. 
According to the author, the wine became a symbol of social status. 
Such dramatic shift in the public opinion is possible only through a 
marketing strategy leading to innovative identification of the product. 
As this strategy covers the whole industry of wine production, we 
believe that it can be defined as a wide-range marketing innovation. 

Moreno et al. (2011) stress on the importance of developing 
formal innovation strategy. According to them “activities based on 
technological innovation fundamentally contribute to improving the 
quality of wines by enabling wineries to create distinct and unique 
wines, ultimately catering for the new demands of the market”. The 
results of their research prove that such strategy boosts the 
competitiveness of the enterprises. Moreover, authors identify that 
process and product innovations have considerable effect on business 
performance. 

There are number of factors, which determine the ability of wine 
producers to utilize various innovations in accordance with the 
development of bio-based economy. One of the conclusions of the 
report of Intergovernmental Panel on Climate Change (2014) is that the 
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climate change has its social-economic aspects, which need to be 
assessed. Furthermore, there are some specific aspects, which should 
be considered, namely the sustainable development, the effects on the 
different regions, risk management, and ability for adaptation. 

An example for novelty practice in wine production is the 
segment of organic wines. Although it is still a small sector, it is 
growing rapidly (Arthur, 2019). Wine producers are motivated to 
produce such wines as they possess higher quality, because of the 
chemicals free land, and because the consumers demand for such 
products. Among the EU countries, which are the biggest producers of 
organic wines are Italy, France, and Spain. This good practice requires 
efforts by Bulgarian wine producers to implement such innovations and 
to become part of the global trends. 

Veissiere (2015) gathered data from online media websites and 
individual wine company websites. Such approach provides the 
opportunity to have a clearer vision of the overall innovations. 
Furthermore, it gives information on where the enterprises are in the 
wine industry value chain according to the innovation tendencies that 
occur in the global wine market. Thus, it designs the adequacy between 
them, and the existing wine business strategies followed in the industry. 
The author reaches the conclusion that the marketing strategies of the 
wine producers does not correspond to the views and expectations of 
the consumers. The author believes that the growth of such wine 
companies is undermined by insufficient knowledge of the 
entrepreneurs on what marketing strategies they should implement. 

Types of Innovations in Wine Industry 
We already discussed the general classification of innovations as 

given by Oslo Manual 2018. Nevertheless, every sector has its specifics 
and that’s why we tried to identify what types of innovations can be 
applied in wine making. 

Bortoluzzi et al. (2015) suggest twelve-dimensional scope of 
innovation activity, which they call “innovation scope of the firm”. We 
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structured their suggestions according to the notion of business 
innovation as defined in Oslo Manual 2018. Nevertheless, it should be 
noted that such structuring is not entirely correct because some of the 
innovation may suit in more than one category. We tried to classify 
each innovation in the category, which is the closest according to the 
OECD definition of the categories. 

(1) Innovation of goods: introduction of new varieties of grapes; 
introduction/creation of new types of wines; 

(2) Innovation of services: introduction of new services such as 
tourist and restorative services;  

(3) Production of goods or services: refinement in production 
process; acquisition of new equipment and machines; use of alternative 
power sources, such as solar, photo-voltaic, geothermic and Aeolian; 

(4) Distribution and logistics: none; 
(5) Marketing and sales: expansion to new foreign markets; 

increase the number of distributors in foreign markets; increase the 
number of distributors in the domestic market; new market promotions, 
new strategic agreements, new  merchandising, inbound marketing 
activities, etc.; introduction of new/additional product-related benefits 
such as new quality certifications, the adoption of new packaging 
and/or new labels, the use of new types of bottles and/or corks, etc. 

(6) Information and communication systems: none; 
(7) Administration and management: revision of the 

organizational routines; 
(8) Product and business process development: none. 
The classification indicate that according to the study of 

Bortoluzzi et al. (2015) the most applicable innovations in wine 
industry are those related to 1) marketing and sales, followed by 
innovations in the 2) production of the goods and on the next place is 
the 3) introduction of new products. 

In their research Wood and Kaplan (2005) study two main 
groups of innovations among the wine producing SMEs – 1) product 
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and production innovations and 2) marketing innovations. In the first 
group are: innovations in the area of viticulture, new plantings, re-
plantings (motivated by local terroir and the demand for more quality 
wine), improvement of varieties by limiting them to small number of 
noble varieties, exchanging production knowledge, research initiatives, 
engagement of private consultants, quality and distinction of top wines, 
utilization of wild yeast, extensive use of technology transfer, training 
activities of the organizations, raising grape quality by contractual 
changes and viticulture expertise, new products in the super-premium 
and ultra-premium price segments, managing relationships with 
suppliers, increasing the number of suppliers. The second group 
includes focus on limited number of geographical markets and clearly 
defined market segments (foreign market, which value wines with 
South African origin), increase of brand awareness, seek to have rating 
in expert wine guides and to win awards, brand development, 
mastering the supermarket channel, investments in advertising. 

Recent decades there is a specific group of innovations that can 
be identified in many industries. These are the Eco-innovations. They 
have become very popular in the wine industry as well. 

Muscio, Nardone and Stasi (2013) focus their work on the study 
of introduction of Eco-innovations in the Italian wine industry. The 
first rather interesting point in their work is their proposal for indicators 
of Eco-innovations. They define two groups – input indicators and 
output indicators. Input indicators consist of improvement of resource 
efficiency, reduction of water consumption, reduction of energy 
consumption. The suggested output indicators include waste 
management (incl. Waste-water management) and gas emissions. 
Moreover, the results of their empirical analysis give evidence about 
the characteristics of wine producers, who are more likely to introduce 
Eco-innovations. According to the results of Muscio, Nardone and 
Stasi (2013), these are larger wine producers (manufactories), which 
are limited companies or cooperatives (not a sole proprietorship). 
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These are also producers who are more committed to process and 
organizational innovations.  

Pickering et al. (2012) aims at providing response to the need of 
grape and wine industry in Ontario. They seek answers to the following 
questions: 1) how to manage current and future weather events, 2) how 
to understand and optimize cold hardiness in vines, 3) how to develop 
ultimately cold tolerant varietals, and 4) how to develop processes that 
optimize and diversify the use of cool climate grapes for new wine 
products that can compete on the international market. As their 
research is something like a starting point, they identify the need for 
trans-disciplinary approach in order to find solutions for the problems 
mentioned above. We believe that this is a significant conclusion as the 
authors point out the need for scientific cooperation in order to achieve 
practical results for solving a given problem. In their case it is a 
problem related to the economy branch – the wine industry, which is 
also focus of our study. We are also convinced that mutual work of 
scientists from different area provides more sophisticated results, 
which can be implemented in the practice.  

Karagiannis and Metaxas (2017) hypothesize that the 
innovations are “an essential factor for economic competitiveness and 
success for food and wine tourism related enterprises”. The object of 
their study is a certain winery, namely Brintzikis. The authors use the 
2005 OECD definition of innovations with the four categories. The 
authors identify various innovations, which can be implemented in the 
wine industry: market research within the wine industry, patents and 
intellectual property from the supply-side perspective, improved wine 
production techniques, knowledge sharing which exist between wine 
producers, implementation of organizational, production or process 
changes, collaboration and co-operation between wine clusters and 
networks, etc.  

King and Forbes (2013) focus their research on just one type of 
innovations – the marketing ones. The object of their work is the wine 
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producers in New Zealand. The authors study the innovative product, 
promotion, pricing and distribution strategies. Their results indicate 
that product and promotion innovations are most prevalent, followed 
by use of collaborative strategies. Moreover, they identify the drivers 
of innovations, namely: “cost reduction, to respond to changes in the 
external environment, to capture the imagination of consumers with 
fresh and exciting products, to provide solutions to particular consumer 
problems, and to attract new consumers who haven’t previously 
engaged with a product”.  

Marketing innovations are the focus of De Luca and Penco’s 
(2006) research. They specify their research even more as they 
examine the role of packaging as a marketing tool in the Italian wine 
industry. The authors share the opinion that in wine production 
“marketing knowledge is imperative”. Besides, they suggest a detailed 
description of each element of the packaging – package and labeling 
clothing. The approach and the results of this research are very 
interesting and can be implemented in our future research. De Luca 
and Penco studied what were producers intentions when creating the 
packaging and what did the consumers expected. The results indicated 
that the packaging is important only for uninformed consumers, 
because the informed ones know what they are looking for. 

Although there are innovations, which can be implemented in 
every area of production, there are also specific sector innovations. 
Angelova et. al (2019c) suggest a classification of innovations in wine 
industry, based on the approach of Oslo Manual 2018 and previous 
studies, focused on the investigation of innovation in the wine industry. 
As innovations of goods, they include introduction of new varieties of 
grapes and introduction/creation of new types of wines and the new 
services may be tourist and restorative services. The production of 
goods or services includes refinement in production process, 
acquisition of new equipment and machines, use of alternative power 
sources, such as solar, photo-voltaic, geothermic, and Aeolian. The 
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biggest group of innovations implemented in the production of wine 
seems to be the marketing and sales innovations. It consists of 
expansion to new foreign markets; increase the number of distributors 
in foreign markets; increase the number of distributors in the domestic 
market; new market promotions, new strategic agreements, new 
merchandising, marketing activities, etc.; introduction of 
new/additional product-related benefits such as new quality 
certifications, the adoption of new packaging and/or new labels, the use 
of new types of bottles and/or corks, etc. Revision of the organizational 
routines is the only innovation, identified in the group of administration 
and management innovations. In the group of innovations “Distribution 
and logistics” the authors didn’t identify any innovations, which can be 
defined as specific for the wine industry. The same is valid for the 
innovations in information and communication systems and for 
product and business process development. 

This classification became a basis for the examined innovations 
across the SMEs wine producers in Bulgaria. Nevertheless, we have 
in mind that innovation varies in scope and time and are object of 
organizational and social impact. Categorizations of any kind usually 
include areas of duplication where the lines between each category 
overlap. The main types of innovation are discussed here, and the 
classification is simplified. It can be noted that categorizing 
innovations is not strongly scientific and any innovation can be placed 
in different categories by a particular company. 

Patents in Wine Industry 
Many authors investigate the patents established in wine 

industry based on the specifics of the product focusing on the 
essentials that different varieties of grapes, strains of yeasts, and 
technologies produce different types of wine. The well-known 
variations result from the very complex interactions between the 
biochemical development of the fruit, reactions involved in 
fermentation, and human intervention in the overall process. The 
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researchers state that the final product may contain tens of thousands 
of chemical compounds in amounts varying from a few percent to a 
few parts per billion.   

Baiano et al. (2013) report a detailed description of patents 
dealing with vine, microorganisms, additive, methods and apparatus, 
sensors usable to monitor the process, serving of wine, packaging, 
storage, and preservation. The review presents a summary of the main 
European, United States and International patents available on wine 
production and preservation. They describe the purpose of patents in 
wine industry and different patents varieties, i.e. patents in vine like 
Chardonnay I10V1-S, etc.; in microorganisms - for instance the 
European Patent EP 0226328 A3, WO 175774 A1, etc.; additive - the 
patent WO 119572 A2, EP 1964913 A1, WO 172147 A1, etc. In this 
context, their conclusion states that to obtain and to keep the highest 
censorial properties by the exploitation of the potential characteristics 
of grapes must be achieved by combining innovative producing and 
aging technologies. In fact, it is possible to modify the grape 
expression by applying different wine-making procedures.  

Another lesson that can be learned from the patent explosion is 
the rise of patent warfare. The question is basic in discussions and 
research in USA stated that after the law changed on business-method 
patents, financial companies had to start dealing with patent-
enforcement entities and numerous and continual threat letters of 
patent infringement, continually obtaining advice from counsel in 
order to deflect a finding of willful patent infringement if the 
companies were ultimately sued. Furthermore, and most relevant to 
wine, many of the larger patent-enforcement entities are universities. 
Universities are seeking to make money from their novel research and 
have not been hesitant to sue for patent infringement. In the wine 
industry, one of the largest U.S. patent holders is the University of 
California, Davis, which holds patents in many aspects of wine 
production, including patents on unique types of grapes themselves. 
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The University of California and UC Board of Regents are no 
strangers to patent infringement cases in federal court in other 
technologies.  

A main challenge for Bulgaria is to achieve the goals set by the 
adopted in 2011 National strategy for development of scientific 
research 2020, which aim is to “enhance the development of science 
in Bulgaria so as to convert this experience into a factor for the 
development of the economy, based on knowledge and innovation 
activity”. The aim is at encouraging the interaction of the “triangle of 
knowledge”, which includes an interconnected system “science-
business-education”. The latter corresponds to the idea of approbation 
of the scientific research and realization of the educational product in 
the practical activity with intent to form a unified scientific-
manufacturing process and a competitive economy. The “triangle of 
knowledge” is accepted as a “main constructive element, which 
creates, generates and transforms knowledge from science to the 
business and its use in the real economy.” (Dimitrova and Dakova, 
2016). 

When most people think of patents, they think of new machines, 
new medicines, or improved manufacturing processes.  Based upon 
the report of Brian Kaider who is a principal of an intellectual property 
law firm (called Kaider Law), these inventions are protected by 
“utility patents.” Some people may also be familiar with “design 
patents”, which protect a novel ornamental design. But there is a third 
class of patents with which most people are unfamiliar, “plant 
patents”. As the name suggests, plant patents protect new plant 
varieties, such as a new strain of wine grape vine. Plant patents are a 
useful tool to protect new varieties of grape vines. 

Growers should be aware not only of the ability to protect their 
discoveries, but of the basic requirements to obtain patent protection 
and the actions that may potentially jeopardize their opportunities to 
seek protection. A knowledgeable patent attorney, engaged early in 
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the process, can help to identify those new varieties that are eligible 
for a plant patent and to avoid waiving potential patent rights. 

In this sense, the collaboration between experts from science 
and representatives of the business sphere corresponds to improving 
the innovation activity, approbation of innovative solutions, 
opportunities for patent-enforcement, etc. 

1.1.2. Implementation of Specific Socially Responsible 
Activities in Wine Industry  

This exploratory approach presents opportunities to enrich 
company’s innovation strategies with a view to increase the share of 
social enterprises and the motivation of employees and owners to 
implement “good practices” for social entrepreneurship.  

This research focuses the attention to implementing social 
activities, social mission and social responsibility into innovation 
programs and strategies in wine industry enterprises. Studying the 
wine industry and the challenges it faces in Portugal, Figueiredoa and 
Franco (2018) discuss the possibility wine cooperatives to serve as 
social enterprises. One of their conclusions is that “wine cooperatives 
are regarded as viable forms of alliance, principally in uncertain, 
complex and competitive markets, but it was also demonstrated that 
this type of rural cooperative is crucial for investment and social 
entrepreneurship”. 

Activities related to social responsiveness can be classified 
differently. Donali, Gibson and Ivancevic (1997) point eight 
categories of social responsibility: 

1. Socially responsible actions in connection with the 
production line, safe, reliable and high quality products. Such actions 
can be taken by any wine producer and it is absolutely applicable in 
the sector. 

2. Socially responsible actions in marketing practices, i.e. 
plausible and full information in advertising. This one is also universal 
and can be applied in any sector, including the wine industry. 
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3. Social responsibility in employee training (retraining instead 
of exemption as a result of introducing new technology). According to 
various discussions on media in Bulgaria with employers’ 
organizations, most of them provide additional training for their 
employees. The same is valid for wine sector so the third category of 
actions also represent an option to be implemented in the wine 
industry. 

4. With regard to environmental control, socially responsible 
behavior requires the introduction of a production technology that 
reduces the level of pollution. Such activity is really significant and it 
corresponds the topic of innovations in the wine sector. There is 
variety of new technologies, allowing wine producers to decrease the 
pollution levels. 

5. Attitude towards employees, remuneration and job 
satisfaction, and providing  additional benefits such as day care 
facilities in the enterprise and others. There is no limitation such 
measures to be implemented in the wine industry as well. 

6. Hiring and/or raising women or minority persons. Wine 
production doesn’t require only men for the production. It is an 
industry, in which women can take part. Also there is a possibility for 
inclusion of more people from Roma minority. 

7. Socially responsible actions in the field of health and safety 
of employees. This category of social responsibility can be fully 
applied to wine sector. 

8. Corporate philanthropy - donations to universities, 
foundations, and other organizations in the arts and culture, aid to the 
poor, financing of municipal development projects, as well as other 
groups and causes in society. Companies are increasingly interested in 
making donations that ultimately contribute to greater profits. 
Recently popular is the causation-marketing, exploring the 
relationship between the organization's profits and the cost of 
implementing activities that are included in the notion of corporate 
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philanthropy. Such kind of activity doesn’t depend on the sector at all. 
It can be done by companies from all industries, including the wine 
production. 

Additional service benefits include pension funds, health and 
hospitalization insurance, accident insurance, etc. In some cases, this 
practice is in response to concerted pressures on the part of employees, 
usually through trade unions.  

Other socially responsible activities are extensive employee 
training programs, mentoring, employee assistance programs, and 
various forms of childcare assistance and care for the elderly. 

A good example is the IBM program to assist employees who 
care for elderly relatives (30% of employees have had such problems). 

Activities that are undertaken in the interests of the employees 
of an organization actually benefit the organization itself. For 
example, day care centers for children increase employee productivity, 
improve discipline. 

External specific beneficiaries are minority groups, ethnic 
groups, women, disabled people, elderly. They influence companies 
through political and public opinion. For example, women claim equal 
rights and pay. The social obligation is in response to anti-
discrimination laws and regulations. Social reaction is the company's 
behavior outside the law, implementing positive programs. 

In the case of socially responsive behavior, the company not 
only seeks solutions to current problems but tries to get to their point 
of view. For example, developing training programs for long-term 
unemployed, implementing programs to promote woman's 
professional careers. The most important feature of these actions is 
that the economic, social and political situation of a particular group 
of people is improving as a result of the company's efforts. 

Management can implement specific activities to increase the 
social value of the company. Social entrepreneurship presents an 
intriguing and fertile ground for organizational research. 
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Entrepreneurial social attitude is an exciting phenomenon with broad 
implications on strategy, innovation, and workplace environment. 
Furthermore, all the socially responsible activities can be applied in 
the wine production sector. In fact the enterprises from this industry 
can contribute to the social entrepreneurship without being social 
enterprises as defined in the Bulgarian trade law. Besides, using the 
Portuguese experience, Bulgarian wine cooperatives can also serve as 
social entrepreneurs.  

1.1.3.  Entrepreneurship in Wine Industry and Bio-
entrepreneurship 

We live in a time, when the population of the Earth increases 
and the available resources decrease. The latter requires the 
establishment of a smart and sustainable bio-based economy and the 
creation of such economy is tightly associated with the 
implementation of innovations. Bulgarian wine industry is a sector, 
where possibilities of innovations, related to bio-economy are 
possible. Thus, the current study aims at identifying the 
entrepreneurial endeavors and the innovation involvement of wine 
industry as a specific sector of the bio-based economy in Bulgaria. The 
results indicate that there is a potential for the introduction of bio 
innovations in the wine industry as the producers are willing to 
implement such. However, currently there are almost no innovations, 
related to the bio-economy and the prevailing innovations in the 
Bulgarian wine industry are the marketing ones. 

Biological resources and ecosystems in the world are limited 
and such constellation requires efforts and an innovative approach in 
order to feed the population and provide clean water and energy. Bio-
economy can turn algae into fuel, recycle plastics, produce furniture 
from garbage or waste, and create organic fertilizers from industrial 
waste.  

The topic of the research corresponds to the contemporary 
issues. The increase of material wealth and of the consumption, led to 
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the need for transformation of the practices related to the utilization of 
resources in the production, consummation and of waste treatment. 
Furthermore, the resources of the planet are limited and the population 
of the Earth is increasing., which have led to more consumption and 
more waste. Thus, every scientific research, which can contribute to 
the topic is rather significant and up-to-date. 

Over the past decades, the global wine production has 
undergone fundamental changes, characterized by the new shape of 
competition that has pushed towards the application of strict rules and 
techniques for wine standardization, processes optimization, 
certifications and cost reduction in order to increase the international 
competitiveness. As a result, “big players have been obliged to leave 
non-core businesses and run business unit disposals, reinforcing their 
attention exclusively on premium brands” (Veissiere, 2015) while 
many small wine business owners are questioning about the usefulness 
of innovating. In many cases, the small growers have been growing 
grapes and making wine for years and passed down for generations in 
the family. Fortunately, young producers are aware that innovation 
creates value but in line with this statement, efforts need to be made 
towards new ways of entrepreneurship. 

A recent study of the Bulgarian entrepreneurial ecosystem 
shows that besides the challenges, that the ecosystems possesses, it has 
become more and more dynamic one. It is mostly valid for the start-
up ecosystem that is emerging an increasingly dynamic, active and 
open-minded community with a strong taste for innovation in the ICT 
industry (Hadjitchoneva, 2018). Furthermore, Bulgaria has better 
performance than Romania in the area of innovations, technology 
readiness and macroeconomic environment. (Hadjitchoneva, 2017) 

A definition of Bio-entrepreneurship (Brenner and Patzelt, 
2008) states that it is the integration of two different disciplines: 
science (bio) and entrepreneurship. Actually, it is the smoothest 
sailing of innovation from academia to industry. Unlike other 
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businesses, Bio-entrepreneurship is entirely academia-powered. 
According the statement of Brenner and Patzelt (2008, p.34), it can 
also be defined as “the use of biological entities or any idea, related to 
sciences for purpose of acquiring profit and establishing a business”. 
Bio-entrepreneurship is the sum of all activities necessary to build an 
enterprise that creates, build and commercialize the biotech products.  

In the bio-based economy lays a big opportunity for Europe. 
Locally produced bio-based feed-stocks rather than imported fossil 
resources are used to produce materials, chemicals, energy, creating a 
new knowledge and technology intensive economy with high 
employment potential and with reduced environmental impact. A 
rather significant aspect of the topic is that the national policies about 
the natural resources may affect in various ways the standard of living 
of the countries’ residents (Sakal, 2015). A study by Urban et. al. 
(2018) takes a closer look at the global market for bio-based products 
and resources and its interactions with agricultural and food markets. 
In particular, it describes the effect of increasing demand for bio-based 
products on market prices and thus the quantity of agricultural 
resources demanded and supplied. The OECD (2012) defines bio-
based products as goods excluding food and feed that are “composed 
in whole or in significant parts of biological products, forestry 
materials, or renewable domestic agricultural materials, including 
plant, animal or marine materials”. They recommend that members 
should “develop and implement national frameworks for assessing the 
sustainability of bio-based products that take into consideration their 
environmental, economic and social impacts throughout the whole life 
cycle of bio-based products”. 
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1.2. PESTEL ANALYSIS OF BULGARIAN 

ENVIRONMENT (2007-2018) 

1.2.1.  Political Environment - Dynamics and Impact on the 
Innovation Performance 

There is no doubt that exploring different aspects of innovation 
performance is extremely relevant. The knowledge society (or the 
information society) provides numerous and diverse information and 
educational resources, accessible at any time and in any place. This 
leads to a radical change in the environment, habits and expectations 
of the business and the consumers. The science faces the challenge to 
be up to date with this progress and to search for ways to support the 
innovativeness in every social area. 

The innovations are something that have the potential to support 
the growth of the enterprises and it is suggested that every 
entrepreneur would invest in innovations. Nevertheless, not everyone 
does so because there are many factors that influence the innovation 
performance. One of these factors is the political environment. The 
government can promote and support innovations in private sector by 
various kinds of policies. In order to do so a certain kind of stability 
and succession is required, a certain level of political stability is 
needed. 

There are various works which examine the political stability 
and the overall economic performance, while there are few analyses 
focused on specific segment such as innovation activity. Nevertheless, 
there are works, which hypothesize the association between these two 
indicators. Testing such hypothesis in the context of Bulgaria can give 
further evidence on the conclusions already made. Furthermore, we 
study the period from 2007 to 2018, which gives us a more detailed 
overview. 

In the current paragraph we are aiming at identifying the effect 
of the political stability on the level of innovation performance in 
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Bulgaria. Thus, we analyse the innovation performance of Bulgarian 
business enterprises in the period 2007-2018. The focus is a set of 
characteristics regarding the political stability and the innovation 
performance in the studied period. 

Political Stability and Instability 
Many authors contribute to the development of the concept of 

political stability. For a democratic political system to be stable, a set 
of factors, which are also interrelated, is needed. Some of the main 
factors determining the stability of a political system are: 1) the absence 
of violence; 2) the duration (stability) of governments; 3) the 
legitimacy of the political regime; 4) absence of structural changes; 5) 
the existence of multiple social components (Hurwitz, 1973).  

According to North (1981) the stability depends on the type of 
the regime – whether it is democratic or authoritarian. He suggests that 
democracies are more stable, because “autocrat has the power to make 
abrupt changes and the economic interests of the autocrat are not 
necessarily aligned with the rest of society”. We believe that such 
theory is disputable, because according to the critics of democracy, a 
significant weakness of the latter is that they are indecisive. In 
democracies governments change periodically and political parties 
with opposing ideas may come to power. Thus, the policy of one 
government may be interrupted by the next, the strategic goals may be 
transformed and changes in the legislation can be made. Therefore, we 
believe that among the democracies there is a variety. In the more 
established democracies, where the political culture of elites is more 
deliberative the continuity in the politics is more possible.  

Alesina et al. (1996) who study the effect of political instability 
on economic growth define it as “propensity of government changes”. 
According to Jong-A-Pin (2009) the dimensions of political instability 
might be political motivated violence, mass civil protest, instability 
within the political regime, and instability of the political regime.In the 
current research we understand the notion of political instability as 
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frequent change of governments as was the situation in Bulgaria in the 
period 2007-2018. The same approach is accepted by Gurgul and Lach 
(2013). 

Political Stability/Instability and Innovation Performance 
According to a research on the world’s most innovative 

countries in 2015 the preconditions that can stimulate the innovation 
process are (GII, 2015): 

• political stability and supportive institutions; 
• good and widespread technical and tertiary education to 

enhance absorptive capacity; 
• reliable and widespread basic infrastructure; 
• provision of information and communication technology 

(ICT); 
• property rights;  
• stronger links and interaction between publicly funded 

research institutes and private companies. 
OECD (2011) also highlights the importance of the political 

environment on innovation performance. In the review of innovation 
policy in the Russian federation, the authors point out that the 
innovations require “medium- or long-term horizon and a sufficiently 
stable environment”. Norway was mentioned as a positive example in 
terms of a favorable environment for the development of innovation. 
The authors state that “political commitment and institutional 
capabilities to foster science, technology and innovation had been a 
priority of successive governments”(OECD, 2017). The latter example 
demonstrates the importance of continuity of governmental policies. 
Unfortunately, Bulgarian political elites still are not capable of 
reaching agreement on important national issues and such commitment 
is hard to be achieved. 

Krammer (2016) studied the relationship between political 
stability and innovations in the firms in fifteen countries from Sub-
Saharan Africa. The author found strong correlation between these two 
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variables. He also identified that the innovations not only depend on 
political stability but they decreased as the political instability 
increased. The more aggressive forms of political instability lead to 
more significant decrease in innovation performance of the firms.  

Feng and Johansson (2017) studied the relations between as they 
call it “political uncertainty” and innovation in China. They found that 
R&D expenditure decrease when there is a change in the political 
leadership. But it is not the change on national level that they studied. 
Their results indicate that the change of local political leader leads to 
lower levels of investments in innovation in that specific region. 

Bellettini, Creroni and Prarolo (2013) reach the opposite 
conclusion. In general, they also believe that the impact of political and 
economic environment is crucial for innovation performance. The 
authors study whether the duration of governance of certain politicians 
(they call it “political persistence”) affect the innovation activity on 
local level. They reach some very interesting findings. Authors support 
the opinion that “stable political environment may reduce uncertainty 
regarding future policy choices thereby increasing the expected return 
from long-term investment and innovation”. However, their empirical 
research show that political persistence allow local entrepreneurs to 
create close relations with the local politicians. Such closeness may 
lead to “preferential treatment in domains of economic activity 
controlled by local administrators”. The latter creates an undisturbed 
environment and companies are not forced to seek for new ways to 
develop their business and to implement innovations. Thus, on local 
level political stability may have a reverse effect and decrease the 
innovation performance. 

Bulgaria: 2007-2018 
The results regarding the political environment and the 

innovation activity are based on data from Worldwide Governance 
Indicators (WGI), Global Innovation Index (GII) reports and data from 
National Statistical Institute (NSI) of Bulgaria. 
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WGI provides data since 1996 for over 200 countries and 
territories. It is a project of the World Bank and the methodology is 
developed by Kaufman, Kraay and Matruzzi (2010). They provide 
report on the governance of the studied countries and territories on six 
groups of indicators, namely Voice and Accountability, Political 
Stability and Absence of Violence, Government Effectiveness, 
Regulatory Quality, Rule of Law, Control of Corruption. Each of these 
groups is partially relevant to our work, but the closest one is Political 
Stability and Absence of Violence. Thus, here we present the results for 
the latter indicator. The value of the indicator can range approximately 
from -2.5 to 2.5 as -2.5 means bad performance and 2.5 is for the good 
performance. 

The GII studies the innovation performance of 126 countries on 
a selection of indicators since 2007. From 2007-2010 the value of the 
index may be between 1 and 7 as 1 is poor performance and 7 is 
excellent innovation performance. Since 2010 the values of the index 
ranges from 0 to 100 with higher scores, representing better outcomes. 
The structure of the index is presented on Scheme 1.2. 

 
Scheme 1.2. Structure of the Global Innovation Index 
Source: Based on information from Global Innovation Index website 
 
In order to follow the dynamics of innovation performance in 

Bulgaria we also used data from the NSI. We present data for the 
expenditure of business enterprises for R&D during the studied period, 
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the expenditure of business enterprises with up to 250 employed for 
R&D during the studied period and expenditure of business enterprises 
for R&D during the studied period in South Central Region of Bulgaria 
as territorial unit of Plovdiv is situated there. 

In 1989 Bulgaria started to transform its political system and 
economy. In 2002 the European commission declared that Bulgaria has 
a functioning market economy. As concerns the political system 
according to EIU Democracy Index Bulgaria is among the democratic 
countries (flawed democracy) although it needs an improvement (The 
Economist Intelligence Unit Limited, 2019). 

By 2008 Bulgaria reached a decade of unprecedented economic 
growth in the country (Institute for Market Economics, 2017). 
Nevertheless, like other European countries since the economic and 
financial crisis from 2008-2009, Bulgaria started to face challenges. 
The high level of unemployment and the budget tightening at that time 
created social tension and made the political environment significantly 
more unstable. 

For a period of 14 years (since 2007) Bulgaria have had eight 
governments (Scheme 1.3).  

 

 
 
Scheme 1.3 Dynamics in the governments change in Bulgaria, 

2007-2019 
Source: Own scheme 
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Because of the available data in our work, we study twelve years 
period (2007-2018). The dynamics of the political process in this 
period is presented as a picture on Scheme 1.3. Each of the 
governments is described bellow and the paragraphs are numbered as 
on the Scheme 1.3. 

(1) In the parliamentary term 2005-2009 in office was the 
government of so called “triple coalition”. It consisted of three political 
parties – Bulgarian Socialist Party (BSP), National Movement Simeon 
II and Movement for Rights and Freedoms (MRF). Its prime minister 
was Sergey Stanishev, who is the current leader of the Party of 
European Socialist. During its term there was dissatisfaction among the 
citizens and mass protests in the winter of 2008-2009, which were 
suppressed by police violence (Mediapool, 2009). Nevertheless, this 
government benefited from the favourable economic environment in 
Europe and during their term Bulgaria had very good macroeconomic 
results. 

(2) These good results did not contribute for a success in the 
2009 Parliamentary elections. The center-right political party GERB 
won them. Its leader Boyko Borisov became a prime minister. At that 
time, it was a new political party, which had no political experience. 
Their focus was building new and repairing the old infrastructure in 
Bulgaria. Such politics was supported by some parts of the society 
while others were dissatisfied with the lack of focus on social policies. 
Thus, in 2013, some months before the end of its term, the government 
resigned during mass protest against it, because of high electricity bills. 
In fact the latter was the initial reason to start the protests and 
afterwards this demand transformed into call for resignation (BTV 
News, 2013). After mass protests and clashes with the gendarmerie, on 
20 February 2013 the government resigned (Mediapool, 2013). 

(3) The parliament was dissolved and a caretaker government 
was appointed with Prime Minister Marin Raykov, which functioned 
in the period 13 March 2013 – 29 May 2013. 
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(4) The parliamentary elections which took place on 12 May 
2013 were marked by suspicion of electoral fraud or media deception, 
which undermined their legitimacy. GERB, which got the most seats 
in the Parliament (Central Election Commission, 2013) didn’t manage 
to make a government, because it didn’t have majority. A coalition 
government was formed by the second and third political parties – BSP 
and MRF, with Prime Minister Plamen Oresharski. 

From the very beginning of its term the government had a low 
level of approval and legitimacy, as its initial decisions caused social 
discontent. The culmination was on 14 June 2013 when Delyan Peevski 
was appointed as principal of the State Agency for National Security. 
He was known in the society with his dubious reputation of a media 
oligarch. After this, the whole summer of 2013 was marked by daily 
mass protests and processions in the capital city Sofia and around the 
country, a constant police siege of the Parliament and police violence 
against citizens (Vesti, 2013). 

The protests were described as awakening of the civil society in 
Bulgaria, because the civic energy was stimulated by the common wish 
for protection of fundamental democratic values and these protests are 
often described as the strongest movement against corruption in 
Bulgaria. 

At that time the instability of political environment was 
commented by expert from economy and business. Nikola Stoyanov, 
the executive director of the Bulgarian Small and Medium Enterprises 
Promotion Agency, warns that the situation of political instability is 
dangerous for the economy (Bulgarian Small and Medium Enterprises 
Promotion Agency, 2013). 

(5) The government of Plamen Oresharski resigned after a year, 
on 23 July 2014 and caretaker government was appointed with Prime 
Minister Georgi Bliznashki, which governed from 6 August 2014 to 7 
November 2014. In a report of the European Commission from 2015, 
regarding the macroeconomic imbalances of the Bulgarian Economy it 
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is noted that “Bulgaria’s economic performance has remained subdued 
during the post-crisis period” and that “political instability and banking 
sector turbulence had a negative impact on confidence in the second 
half of 2014” (European Commission, 2015). 

(6) On 5 October 2014 parliamentary elections took place and 
political party GERB again got the most seats (Central Election 
Commission, 2014). It made a coalition government together with 
Reformist Block (center-right alliance) and the government also was 
supported by political alliance ABV (center-left) and the alliance of 
Patriotic Front (nationalists). This government faced various 
challenges, made several mistakes on important issues and lost social 
trust.  

(7) After the lost in presidential elections in November 2016, 
political party GERB resigned at the end of 2016 and the newly elected 
president appointed the new government at the beginning of 2017. Its 
Prime Minister was Ognyan Gerdzhikov and it functioned in the period 
27 January 2017 – 4 May 2017.  

(8) On 26 March 2017 new parliamentary elections took place 
and GERB received the most parliamentary seats, but not enough to 
govern alone. A coalition government with alliance United Patriots 
(expanded Patriotic Front) was formed, which entered office on 4 May 
2017. The new government had an ambitious programme and potential 
to make its full term. The fact that it is a coalition have caused 
prerequisites for instability and early termination of its mandate. 
However, the current situatiom in the last months of 2020 doesn’t give 
ground to suggest that the government will resign before the end of its 
term. 

The description of political process in Bulgaria in the period 
2007-2020 shows that there was frequent change of governments. But 
does every of these governmental changes lead to some kind of 
instability? Does each of the changes affect the innovation performance 
and the expenditure of innovations? 
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Empirical Evidence 
As Fig. 1.1 indicates that the most unstable period was from 

2013 to 2015 and after that a process of normalization is observed. 
Indeed, the resignation of Boyko Borisov at the beginning of 2013 
caused instability, because the last three governments made their full 
terms. Moreover, the new government (of Plamen Oresharski) didn’t 
succeed in stabilizing the political environment and caused even more 
instability. As mentioned above, it didn’t have legitimacy and as the 
figure indicated the index continued to decrease. 

 

 
Figure 1.1 Political Stability and Absence of 

Violence/Terrorism in Bulgaria 
Source: Based on data from the Worldwide Governance Indicators (WGI) 

project 
 
Although in 2014 there were new elections, the new government 

was very unstable, because it was a coalition, supported by two other 
political parties. In 2015 it wasn’t clear what society can expect from 
the governing coalition. In 2016 the political process wasn’t very stable 
but the government was functioning. In 2017 GERB again won the 
elections and this created some kind of predictability and stability in 
the political environment. The results from 2018 confirm the increase 
in stability index. 
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But how this instability affected the index of innovations? In 
2018 Bulgaria was on 37th place out of 126 countries, which is rather 
good result for the country. Fig. 1.2 shows that its innovation 
performance is not affected by the period of political instability. There 
is only a slightly decrease in 2014 and 2016, when the governments of 
Plamen Oresharski and Boyko Borisov resigned.  

 
Figure 1.2 The dynamics of Bulgaria’s innovation 

performance, 2007-2018 
Source: Based on data from Global Innovation Index reports 
 
As concerns the overall expenditure of business enterprises for 

R&D, the Fig. 1.3 shows that the frequent change of governments did 
not have direct effect on them. Although from 2007 to 2018 eight 
governments were in office, there was a constant increase in the 
spending of firms for R&D. Although in 2016 and 2017 there was a 
slight decline, in 2018 the expenditure almost reached the highest level, 
registered in 2015. 
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Figure 1.3 Expenditure of business enterprises in R&D in 

Bulgaria, thousand leva, 2007-2018 
Source: Based on data from the National Statistical Institute 
 
As the focus of our research are the SMEs from wine industry 

we wanted to identify how the frequent change of governments affect 
the innovation performance of SMEs. The results show that the SMEs 
and micro enterprises also demonstrate an increasing trend in their 
expenditure for R&D despite the political instability. (Fig. 1.4) 

 
Figure 1.4 Expenditure for R&D of the business enterprises 

with under 250 employed, thousand leva 
Source: Based on data from the National Statistical Institute 
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instability as regards the R&D expenditures. Fig. 1.5 represents very 
interesting dependency. In 2009 when a new political party came to 
office on national level, the expenditure of business enterprises for 
R&D decreased on the level of South Central Region. Then they again 
started to increase until 2013, when the government resigned. In 2013 
there is a slight declined and after that a new growth is observed. 

 
Figure 1.5 Expenditure for R&D of the business enterprises in 

South Central Region, thousand leva 
Source: Based on data from the National Statistical Institute 
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entrepreneurship than are observed in most developed and developing 
market economies (Estrin and Mickiewicz, 2010).  

Scase (1997; 2003, p.67) has contributed to the debate about the 
role of entrepreneurship under transition conditions by distinguishing 
between entrepreneurship and proprietorship, based on ‘contrasting 
psychologies of business founders; their attitudes towards trading; and 
their orientation towards capital accumulation’. For example, in early-
stage transition countries, where progress with market reforms has 
been slow or stalled, Welter and Smallbone (2003) observe a 
persistent type of behaviour that may be characterized as ‘muddling 
through’ and ‘rule avoiding’, but which nevertheless represents a 
learned response to a particular set of external environmental 
conditions. 

Bulgaria started the transition process in 1989 and was one of 
the first transition countries to adopt a new constitution. The 
preparation of the accession of Bulgaria to the European Union 
exercised a positive influence on the environment for enterprise 
development (Davidkov and Yordanova, 2015). In 2007, after 
fulfilling economic and political criteria, Bulgaria joined the European 
Union.  

The transition created many opportunities for entrepreneurship 
in transition countries and entrepreneurship became an important 
factor for the transition from centrally planned to market economy 
(McMillan and Woodruff, 2002). New venture creation must be 
viewed as a process, which means that the aims and motivations of 
(potential) entrepreneurs can operate at different levels, taking into 
account deep-seated antecedent influences as well as immediate 
triggers. The entrepreneurship literature contains numerous models 
and frameworks developed to analyse the process of starting a 
business (Alexieva, 2013), most of which have been based on research 
undertaken in market economies. In the context of a transition 
environment, such frameworks are potentially useful for analyzing the 



66 

barriers faced by entrepreneurs and potential entrepreneurs, since it is 
likely that these barriers will vary at different stages of market 
development. At the same time, the distinctiveness of transition 
conditions raises the question of whether these models can fully 
capture the entrepreneurial process in post-socialist countries 
(Smallbone and Welter, 2006) as the evidence of Bulgaria. 

The innovation performance of the firms depends on various 
factors and one of them is political stability. Bulgaria needs rapid 
economic growth, and the innovations can support such growth. Since 
2007 the political process in the country is marked by frequent change 
of governments, which hampers the political stability. The results of 
WGI show that this frequent change of governments led to political 
instability in Bulgaria. The good news is that in 2017 the index returns 
to its value before the political crisis from 2013-2014. The data of GII 
show that the latter did not affect the overall innovation performance 
of the country. Moreover, the innovation performance continues to 
improve. The business enterprises, including SMEs, continue to invest 
in R&D despite the frequent change of governments. Only the 
enterprises from the studied region – South Central – reacted more 
cautiously to the changing environment. 

1.2.3. Social and Entrepreneurial Culture as Drivers for 
Innovation Activities  

The environment in which the market economy operates has a 
significant impact on the economic performance. The democratic 
political system has the potential to create favorable conditions both for 
the functioning of the market economy and for entrepreneurial activity. 
However, the democratic political system does not function identically 
in each national context and the role of citizens is crucial for this 
variety. Since 1989 Bulgaria has made a significant progress towards 
more democratic development and market economy, and in October 
2002 the European Commission recognized Bulgaria as a functioning 
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market economy (Commission of the European Communities, 2002, p. 
46). 

At present, the development of entrepreneurship and 
entrepreneurial culture are among the main priorities of the European 
Union. Some of the main factors determining the efficiency of 
entrepreneurship in each country are the political and cultural factors 
(Thurik and Dejardin, 2012). 

In the context of the current research, it is important to examine 
the extent to which in Bulgaria there are factors that favor the 
development and promotion of entrepreneurial culture in the society. 
Thus, we analyze the political and cultural environment in Bulgaria, 
and in particular some characteristics, corresponding to the democratic 
political system. 

To identify the state of Bulgarian political and entrepreneurial 
culture in Bulgaria we use various source of data, such as EIU 
Democracy Index 2018, European Social Survey (Round 9) and Global 
Enterpreneurial Monitor 2018/2019. 

Political Culture in Bulgaria 
Political culture is the environment in which the political system 

operates. According to Gabriel Almond and Sidney Verba (1963) a 
corresponding type of political culture is needed for the stability of the 
democratic political system. However, we need to know to what extend 
the attitudes in Bulgaria correspond with the democracy. According to 
the researchers of the Bulgarian political culture at the beginning of the 
transition, it was a parochial type, but is in a process of transformation 
into a participatory one. Parochial means that citizens have interest and 
attitudes towards the political system as a whole and towards the 
decisions of the politicians. Nevertheless, they do not recognize 
themselves as someone who can affect the system. The participatory 
type of culture is characterized by high level of interest and attitudes 
both towards the results of the system and its input. This means that 
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citizens have active role and are ready to put their demands before the 
politicians. (Almond and Verba, 1963) 

Although such classification is rather simple and the conclusions 
are more based on the observations of the scholars rather than on 
empirical data, it is confirmed by significant activity of citizen recent 
years.  

Nevertheless, the totalitarian period undoubtedly had a negative 
influence, both on political culture and on entrepreneurial activity. 
According to Robson (2009) the communist political culture had an 
unfavorable influence because of its hostile attitude towards self-
employment and entrepreneurship. 

Bulgaria has been transformed in various aspects since the fall 
of the Berlin wall. The change in the political system from totalitarian 
into a democratic one happened through the adoption of the new 
constitution. The economic transformation took longer but in 2002 
Bulgaria was officially recognized by the European commission as a 
functioning market economy. We are convinced that the adoption of 
the new constitution and the establishment of a market economy are 
the basic requirement for a positive development of Bulgaria. They 
provided the framework in which all the following actions had to be 
taken. These actions were supposed to improve the life in the country 
in material and non-material dimensions. 

Nevertheless, there is another significant factor – the social 
environment. The set of attitudes that defines the character of a nation 
or the variety of existing characters determines the way in which the 
democratic political system and the market economy are functioning. 
We can’t renounce the progress that has been made during the last 30 
years, but there is still a lot of work to be done. Such work has many 
dimensions as the functioning of a country depends on many factors. 
For the purposes of the current research two of them are rather 
significant, namely the political culture and the entrepreneurial 
activity. Political culture is relevant for the stability of the political 



69 

system and the entrepreneurial activity – for the functioning of the 
market economy. 

The stability and the functioning of a given political systems 
depends on its consistency with the political culture of the society 
(Yankov, 2006, p. 22; Almond and Verba, 1989, p. 3). The countries, 
which made transformation from totalitarian into a democratic form 
of government are characterized with dissonance between the 
institutional and cultural change (Allaste and Cairns, 2016, p. 3). 
Bulgaria as such country has democratic political institutions and a 
deficit of the required corresponding political culture (Mitev, 1996, p. 
11). The latter is those aspect of the transition, which may take decades 
in order to be supportive for the institutional change (Dahrendorf, 
2005, p. 100). In 2018 the EIU Democracy Index puts Bulgaria on 
46th out of 167 countries. The country’s overall result is 7.03 (as 10 is 
the highest possible). The index consists of five sub-indicators and one 
of them is the political culture. On this sub-indicator Bulgaria has its 
lowest score – 4.38. We should note that Syria, which is on 166th place 
has the same result (The Economist Intelligence Unit, 2019, p. 37). 

In the present study we stick to the understanding of Gabriel 
Almond and Sydney Verba (1989, p.12) about the political culture as 
a set of attitudes towards the political system, its input and output, and 
towards the role of the individual in it. They distinguish three types of 
orientations – cognitive, affective and evaluational (Almond and 
Verba, 1989, p. 14). Thus, the structure of political culture consists of 
models of political behavior, political values and, finally, political 
knowledge (Blagoeva, 2014, p. 131). It should be noted that the 
available sources, containing data on political culture, do not provide 
information about the cognitive aspect. In our opinion that is an 
essential challenge, because the cognitive element is the one, which 
can be enhanced by practical efforts. As a result of the optimized 
knowledge the values may also change, but we believe that the direct 
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attempt to change the values of the individuals does not correspond 
with the democratic political system. 

As concern Bulgaria there isn’t empirical data about the level 
of political knowledge or civic competence. The latter is generally 
defined as insufficient, which is among the reasons for the 
inconsistency of the civic participation and for the weak civil society 
(Georgiev, 2000, p. 319). Such situation leads to chaotic civic 
demands and unreasonable insistence on resignations, which can be 
defined as civil irresponsibility, because impedes the solution of socio-
political and economic problems (Todorov 2011, p. 25). The 
integration of citizens into the political life has the potential to lead to 
democratic stability and social cohesion, but only if the individuals 
have a certain level of civic competence (Education, Audiovisual and 
Culture Executive Agency, 2012, p. 3). The latter is believed to be 
vital for democracy in Europe (Hoskins, Villalba and Saisana, 2012), 
but it can be achieved through civic and citizenship education 
(International Association for the Evaluation of Educational 
Achievement, 2008). 

Entrepreneurship and Entrepreneurial Activity 
According to Prats and Kislenko (2015, p. 68) the 

entrepreneurial activity “comes up against elements of ambiguity, 
uncertainty and complexity that appear in varying degrees when 
working on something new and without a proven process”. The 
authors suggest that it requires commitment and knowledge. The latter 
can be regarded as a part of the entrepreneurial culture of the state.  

According to a survey conducted by Industry Watch on the 
problem areas in the Bulgarian entrepreneurial ecosystem, “Bulgaria is 
generally lacking an entrepreneurial culture”. There is no clear 
evidence that the availability of governmental and EU support for the 
entrepreneurs has a significant positive effect on entrepreneurial 
activity. The survey data noted the following: a relatively few course 
for entrepreneurial culture development, innovation, creativity; lack of 



71 

financial resources for the phases after start-up support; the poorly 
developed culture of business angels (individuals who provide capital 
to start a business, most often in exchange for a stake in it). It is 
necessary to work to motivate entrepreneurs in other cities, not just in 
the capital; to work actively with universities through the creation of 
entrepreneurship centers and others. 

The Global Entrepreneurship Monitor provides an overall 
description of the entrepreneurial environment in the studied countries. 
In the 2018/2019 Global report there are 49 economies, which are 
object of analysis. The evaluation of cultural and social norms, which 
can support the entrepreneurship put Bulgaria on 46th place of 49 
countries. The latter shows that the social environment is not 
supportive enough for new initiatives. (Bosma and Kelley, 2018) 

The discussions on the establishment and development of an 
active entrepreneurial culture focus on 7 key elements for achieving 
sustainable growth and development: finance, markets, human capital, 
culture, policies, supporting industries, and synergy in communicating 
between them. On November 11th, 2015, the Council of Ministers 
adopted the Action Plan “Entrepreneurship 2020 – Bulgaria” with a list 
of 31 specific measures in line with the Commission's Action Plan 
“Entrepreneurship 2020 - Entrepreneurship Revival in Europe” (COM 
/ 2012 / 0795 final). With the adoption of the Action Plan and the 
proposed measures to implement the EC's recommendations by 2020, 
our country is committed to the long-term policy of encouraging and 
creating new businesses. 

With Protocol No. 33 of August 10th, 2016, the Council of 
Ministers adopted an Action Plan with a new measure “National 
Network of Local Centers and Business Development Incubators” to 
Area of Action No 2 “Creating a Favorable Environment for Growth 
and Enterprise Development”. These and a number of other measures 
are actively scrutinized in the state to motivate entrepreneurship. 
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According to data of National Statistical Institute of Bulgaria, 
entrepreneurial activity, and start-ups by 2016 are 3.3% more than in 
2015, and investment growth for the same year is also reported. On the 
basis of a survey (Angelova, 2017), related to entrepreneurship 
prospects, with students in Economics, Bachelor degree, the results 
point to a realistic picture of the problems faced by Bulgarian 
entrepreneurs. The negative impact of the crisis can be summarized in 
several main directions: 

1) a conservative policy of the banking sector. 
2) shrinking markets because of the crisis. 
3) the presence of uncertainty of the environment and uncertain 

prospects for a positive development of the economy. 
4) lack of qualified workforce, as many competent personnel are 

looking for realization in other countries. 
Bulgarian entrepreneurs are poorly aware of the established 

European funding programs such as COSME, InnovFin and others and 
it is objectively necessary to focus efforts on their popularization 
(Angelova, 2017). 

Bulgarian attitudes towards political environment and 
entrepreneurship in 2018 

For the purposes of our work, we selected the following 
indicators: 

1) Interest in politics. This indicator is relevant for the 
development of political culture. It represents the overall orientation 
of the citizens towards the political system and the identification of 
politics as an important factor for the life of the individual. Such 
believe has the potential to motivate the citizens to play an active role 
in the politics. 

2) Participation in political action. It directly shows the share 
of citizens, who perform political activity. 

3) Confidence in institutions. This indicator, together with the 
next one is rather significant both for the political participation and for 
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the entrepreneurial activity (Welter, 2012). Through this and the next 
indicator we present the two most important aspects of the trust – 
institutional and personal. 

4) Interpersonal trust. In addition to what we already mentioned 
above about the confidence, the level of interpersonal trust influences 
the functioning of civil society and the overall entrepreneurial activity. 
The civil society can be more effective if the citizens come together 
themselves in formal or non-formal organizations. One of the 
important factors for their effectiveness and for the success of their 
causes is the interpersonal trust. The same is also valid in 
entrepreneurship (Höhmann and Welter, 2005).  

5) The role of government for income levels and personal role. 
The totalitarian social-political environment is based on paternalistic 
view of the state. The democratic political system gives the individuals 
the right to choose their way of living and follow it. However, such 
right require taking responsibility for your choices and to carry the 
consequences of it. The belief that government should reduce 
differences in income levels is not a prerequisite to more active 
behavior in politics and economy. Alongside we examine if people 
would plan for their future as much as possible. 

6) Self-Perceptions about Entrepreneurship. Market economy 
and entrepreneurship are based on competition. Thus, a basic 
requirement for the enhancement of entrepreneurial activity is self-
confidence. 

7) Societal Value about Entrepreneurship. It is important to 
identify the perceptions of the society on the entrepreneurship, namely 
how they evaluate the people, whose occupation is to be entrepreneurs. 

 
Interest in politics 
The beginning of the democratic transition in Bulgaria was 

characterized by high civic activity (Pastarmadzhieva, 2013). The latter 
was due to the enthusiasm with the introduction of new political 
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system, which was expected to create a better political and social 
environment. However, during the next years there was a decline in the 
civic participation. 

It is noticeable that only 1/3 of the Bulgarians (30%) are 
interested in politics, which is lower than the avarege for the examined 
EU member states (42%) (Fig. 1.6). Bulgaria’s result is the same as the 
result for Italy and there are three-member states with lower share, 
namely Cyprus (25%), Hungary (25%) and Czechia (18%). 

 
Figure 1.6 Interest in politics, 2018 
Source: Based on data from ESS Round 9 
 
Nevertheless, the democracy requires not only interest but also 

the transformation of the latter into an active civic participation. 
 
Participation in political action 
As we already mentioned, democratic political culture is also 

associated with active citizen participation. The basic form of 
participation is voting in elections. On this indicator Bulgaria has very 
good result as in 2018 77% of the people declared that they voted in 
last national elections. Such result is higher than the average for the 
studied countries (71%) and is very close to the highest result, which is 
80% in Austria (Fig. 1.7). 
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Figure 1.7 Declared voting in last national elections, 2018 
Source: Based on data from ESS Round 9 
 
Other forms of civic participation, measured by ESS, are signing 
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the average for both. In 2018, only 4% of Bulgarians say that they have 
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of protests against his politics. During this period in Bulgaria there have 
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the Bulgarian society participates in such events. As an example, we 
can mention the civil protests from 2013, which represented a major 
civil mobilization. 
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Figure 1.8 Political activity last 12 months, 2018 
Source: Based on data from ESS Round 9 
 
Confidence in institutions 
One of the reasons for the partial alienation that has occurred is 

the low level of confidence in the politics as a whole and in the 
institutions. Although ESS provides data on the confidence in various 
political institution, in our analysis we present the result for the 
parliament as the institution meant to represent the voice of the people 
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as well. According to the public opinion that has been imposed in 
recent years, the low trust in the judiciary is one of the reasons for the 
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average is 11%. This means that everywhere the parliamentary 
institution has challenges with gaining public confidence. (Fig. 1.9) 
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Figure 1.9 Trust in country’s parliament, 2018 
Source: Based on data from ESS Round 9 
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24%. This may lead to a decrease in the entrepreneurial activity, 
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we can talk about a lack of trust in the rule of law. (Fig. 1.10) 

 
Figure 1.10 Trust in country’s legal system, 2018 
Source: Based on data from ESS Round 9 
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In 2018, the confidence in politicians in Bulgaria is 3%, but it 
should be noted that in the other studied member states this figure is 
also quite low. The average number is 5% and the highest is 9% in 
Austria (Fig. 1.11). 

 
Figure 1.11 Trust in politicians, 2018 
Source: Based on data from ESS Round 9 
 
The trust in political parties is even lower. In 2018 3% of 

Bulgarians declare such attitudes and the average is as low as 4%. The 
highest trust is in Finland (8%). (Fig. 1.12) 

 
Figure 1.12 Trust in political parties, 2018 
Source: Based on data from ESS Round 9 
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The confidence in institutions can also be measured by the 

assessment of the people for the transparency of the decisions. The 
confidence again is highest in Finland (22%) and Bulgaria is among 
the last member states with its 5% of the people believing that the 
politics of the country is transparent enough. However, it should be 
noted that this level is close to the United Kingdom (6%), France (7%) 
and Cyprus (3%). The situation in Italy is even worse with only 1% of 
the people viewing the politics as transparent. (Fig. 1.13) 

 

 
Figure 1.13 Decisions in country politics are rather 

transparent, 2018 
Source: Based on data from ESS Round 9 
 
Rather significant indicator for measuring the political situation 

in a country is the assessment for the functioning of the democracy in 
the country. As low as 2% of the Bulgarians regard themselves as 
rather satisfied with the functioning of the democracy. Bulgaria is the 
country with the poorest result and is 8 points lower than the next one, 
namely Cyprus (10%). Bulgaria is also far from the average, which is 

22
%

18
%

13
%

12
%

11
%

11
%

10
%

10
%

10
%

9% 9% 8% 7% 6% 5%

3% 1%

0%

5%

10%

15%

20%

25%



80 

23%. Austria is the country; which citizens are rather satisfied with 
the functioning of the democracy in their country. (Fig. 1.14) 

 
Figure 1.14 Satisfaction with the functioning of democracy in 

own country, 2018 
Source: Based on data from ESS Round 9 
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Figure 1.15 Interpersonal trust, 2018 
Source: Based on data from ESS Round 9 
 
The way people see the role of the government may impact their 

entrepreneurial activity. Bulgaria (88%) is on the top of the list with 
the countries as concerns the believe that the government has a role to 
reduce the differences in income levels. (Fig. 1.16) 

 
Figure 1.16 Government should reduce differences in income 

levels, 2018 
Source: Based on data from ESS Round 9 
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In fact, in all the studied countries more than the half of their 
citizens share such opinion, but the share in Bulgaria is the highest 
one. Such believe may be based on the idea of solidarity, but it can 
also be rooted in the opinion that the state is responsible for the 
personal well-being. The later is related to the way people used to live 
under the totalitarian regime. (Fig. 1.16) 

However, the data shows that as concerns the plans, the 
Bulgarians would make such, which is a good indicator. In fact, the 
result of Bulgaria (21%) is almost as the average (22%) and it 
performs better than countries like the UK, France, the Netherlands, 
Belgium, etc. (Fig. 1.17) 

 

 
Figure 1.17 I would rather plan for my future as much as 

possible, 2018 
Source: Based on data from ESS Round 9 
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Figure 1.18 Perceived opportunities for entrepreneurship 

(ages 18-64), 2018 
Source: Based on data from GEM, 2018 
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highest result is Slovakia and it is only 16 points higher (53.3%) than 
Bulgaria. (Fig. 1.19) 
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Figure 1.19 Perceived capabilities for entrepreneurship (ages 

18-64), 2018 
Source: Based on data from GEM, 2018 
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of the people fear of failure. (Fig. 1.20) 
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Figure 1.20 Fear of failure (% of 18-64 seeing opportunities), 

2018 
Source: Based on data from GEM, 2018 
 
Only 3.9% of the Bulgarian non-entrepreneurs have intentions 

to start a business. Such result is far from the average, namely 11.2%. 
The country with the most entrepreneur initiative is France (18.6%). 
(Fig. 1.21) 

 
Figure 1.21 Entrepreneurial intentions (% of 18-64, non-

entrepreneurs), 2018 
Source: Based on data from GEM, 2018 
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The image of the entrepreneur is an important factor for this 

activity to be desired by the people. Almost 70% of the Bulgarians 
give high status to the successful entrepreneurs. This is a little bit 
higher than the average. This share is lowest in Croatia (43%) and 
highest in Ireland (84%). (Fig. 1.22) 

 
Figure 1.22 High status to successful entrepreneurs (% of 18-

64), 2018 
Source: Based on data from GEM, 2018 
 
Another positive indicator is that a lot of Bulgarians (almost 

63%) believe that to be an entrepreneur is a good career choice. This 
may serve as a motivation for the people to start their own business. 
(Fig. 1.23) 
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Figure 1.23 Entrepreneurship as a good career choice (% of 

18-64), 2018 
Source: Based on data from GEM, 2018 
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in accordance with the new conditions. Organizations face the 
challenge to “fight for survival” in a rapidly changing and uncertain 
environment. This process is enhanced in terms of the continuing 
economic crisis. 

Optimizing the performance and opportunities for flexible 
financing of SMEs is extremely important to increase the 
competitiveness of the organizations and hence to the Bulgarian 
economy (Angelova and Pastarmadzhieva, 2017). According to 
Bulgarian National Strategy for Small and Medium-sized Enterprises 
2014-2020 the focus is entrepreneurship and founding SMEs which 
are the basis (the spine) of the national economy.  

At European level SMEs are drivers of growth, employment, 
and innovation. According to European Investment Bank, they 
represent over 90% of businesses in the EU and two thirds of the active 
working population is employed in them.  

SMEs play an essential role in economic processes and 
therefore optimization of their operation is extremely important to 
enhance their competitiveness and sustainable development. They are 
not only the backbone, but they are nearly the entire economy of 
Bulgaria, as according to NSI data for 2016 they represent 92.4% of 
all business organizations (NSI). SMEs are a major source of added 
value and the largest employer in the country, but at the same time are 
experiencing serious difficulties in many areas. Undoubtedly, 
management must focus on the opportunities for social initiatives, and 
access to various financial instruments that could help to overcome the 
main difficulties and discover horizon for innovation and investment.  

According to a recent analysis in the opinion to the companies 
worldwide there are five main obstacles of their growth: access to 
finance, electricity, political instability, competition, and tax rate 
(Wang, 2016; Pastarmadzhieva, 2015b). The relationship between 
political instability and economic growth has been examined in 
numerous scientific studies over a long period of time. This correlation 
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is bilateral. If an economy works poorly this may cause “government 
collapse and political unrest”. And when political environment is 
unstable usually this leads to decrease of “investments and the speed 
of economic development” (Alesina et al, 1996). Some major factors 
of political instability are “political motivated violence”, “mass civil 
protest”, “instability within the political regime”, and “instability of 
the political regime” (Jong-A-Pin, 2008).  

Nevertheless, it may be caused by various factors but Alesina et 
al. (1996) measure political instability as “propensity of government 
changes”. The latter is a major factor of political instability in Bulgaria 
in recent years. In the period January 2013 – March 2017 there have 
been six governments, three of which were caretaker governments. 
The frequent change of governments has affected the economic 
environment and caused difficulties in financing and development of 
the SME’s. 

According to many research and evaluations of the Bulgarian 
economic development, it may be observed a positive tendency after 
participation of the country in EU. Many investigations determine the 
competitiveness of the 28 Bulgarian Nomenclatures of Territorial 
Units for Statistics (NUTS1) 3 regions and how it has changed in the 
years of European Union membership (Zhelev, 2015). Determining 
the relative competitive positions of the Bulgarian regions allows an 
evaluation of their current socioeconomic situation, their strengths, 
and weaknesses, and consequently extending recommendations for 
improvement of the country’s regional policy. 

For 2017 Bulgaria takes 5th place in economic development 
from the EU countries and that is a positive result for the country. The 
unemployment rate is about 6 % for 2017 and can be noticed a strong 
investor interest toward Bulgaria. The country follows a common 
vision for transforming the economy, bench-marking models, 

 
1 NUTS - Nomenclature of Territorial Units for Statistics 
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cohesion policies, good European practices, and models, and thus 
contributes to the introduction of social policies. 

The highest unemployment registered in Bulgaria for the period 
2008-2018 is in 2013 - almost 13%, then the trends are to reduce the 
number of unemployed people, decreasing to 7.6% in 2016. It is 
worrying that approximately one-third of them are unemployed for a 
period more than two years. An increasing number of young people 
cannot find a job or do not look for one, as a major problem can be the 
lack of commitment between the business sector and the education 
system. The fact is that the business sector prefers to hire staffs who 
have already acquired the required internship, which further 
demotivates young people. (Fig. 1.24) 

 
Figure 1.24 Unemployment rate of age 20-64 in percent; 

Bulgaria 2008-2018 
Source: Eurostat 
 
The coefficient of unemployment in the years before the World 

Economic Crisis decreases reaching the lowest value of 5.4% in 2008, 
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should be noted that high levels of unemployment are associated with 
deterioration the living standard and the high degree of migration.  

The decade in Bulgaria after its entry into the European Union 
in 2007 can be described in a few words: more stability, better 
financial results and more optimism. Gross domestic product is 
increasing over the past ten years, with real growth of 3.4% in 2016. 
(Fig. 1.25) There is also a wage growth. In Bulgaria, the minimum 
wage increases from 180 BGN in 2008 to 560 BGN in 2019. The 
average wage at the end of 2017 is 1092 BGN, for comparison in 2007 
the average wage in the country is about 400 BGN. 

Gross domestic product (GDP) is one of the most important 
indicators in the world, which determines the growth of an economy 
and represents the total quantity of goods and services produced in a 
given country for a certain period of time. By analyzing real GDP 
growth can be established the nowadays economic situation of the 
country. 

 
Figure 1.25 GDP of Bulgaria in current prices, euro per capita 
Source: NSI 
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Romania. Having in mind the trend of GDP, they state that the largest 
growth of gross domestic product is reported in 2007 - in Bulgaria 
7.3% and in Romania 6.9%. In 2009 it is reported a negative growth, 
which is due to the influence of the World economic crisis, as in 
Bulgaria (-3.6%), while in Romania it is (-7%). In the coming years 
there is a minimum increase in gross domestic product, which is 
different significantly from the same indicator before 2007. It can be 
concluded that the effects of the negative impact of the World 
Economic Crisis have been overcome completely. Such conclusion is 
based on the relatively slow but real GDP growth after 2012. Romania 
ranks first in 2016 with the highest growth of gross domestic product 
4.8% of all EU member states. 

As shown in World competitiveness ranking (2017) Bulgaria is 
on 49th place and the country show better results than in 2016 (50th 
place). In 2014 Bulgaria was positioned on 56th place and in 
comparison, with the demographic and economic data of the Balkan 
countries, it is on a second place in the Balkans after Slovenia (Širec 
and Močnik, 2017).  

The World Bank Group report “Doing Business 2018” 
compares business regulation for domestic firms in 190 countries. The 
Doing Business project provides objective measures of business 
regulations and their enforcement across 190 economies and selected 
cities at the sub-national and regional level. In the report it is given the 
economy profile of Bulgaria and the Doing business rank 2018 gives 
rank 50 of the country. The indicator Doing Business 2018 Distance 
to Frontier (DTF) shows that Bulgaria is on 71.91 positions and it is 
more than the regional average for Europe and Central Asia, which is 
71.33. The distance to frontier (DTF) measure shows the distance of 
each economy to the “frontier”, which represents the best performance 
observed on each of the indicators across all economies in the Doing 
Business sample since 2005. An economy’s distance to frontier is 
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reflected on a scale from 0 to 100, where 0 represents the lowest 
performance and 100 represent the frontier.  

According to the number of micro, small, medium size 
enterprises per 1,000 people (2000‐2005 average) Bulgaria takes 4th 
position after Slovenia, Poland and Kyrgyz Republic and this is 
computed on the basis of World Bank, World Development Indicators 
(Estrin and Mickiewicz, 2010, fig.1). The National statistical institute 
reports the number of these enterprises - 404 209 (NSI, 30.11.2017). 
In the annual European Commission Report (2017) Bulgaria takes 
place around the average for the EU countries that is a positive 
evaluation of the entrepreneurship development in the country.  

The data of Eurostat, National Statistical Offices and DIW Econ 
shows that the annual growth in SME employment in 2016 for 
Bulgaria is 2.3% that is more than the average in EU-28 (1.6%). The 
number of enterprises in Bulgaria in 2016 is 1.19% more than the level 
in 2008 and proves the extent to which the SME sector has recovered 
in 2016 from the economic and financial crisis of 2008/2009.  

Steady growth is projected for EU-28 SMEs in 2017 and 2018. 
EU-28 SME employment is forecast to grow by 1.0 % and 0.9 % 
respectively in 2017 and 2018. EU-28 SME value added is expected 
to rise by 2.5% in 2017 and 3.8% in 2018.  

The acceleration of growth in EU-28 SME value added reflects 
a combination of continued moderate increases in GDP at constant 
prices along with higher inflation (Annual EU report, 2016/2017, Fig. 
30, p.42). Overall, SMEs are predicted to perform marginally better 
than large corporations in the non-financial business sector in 2017 
and 2018. 

Bulgaria provides good opportunities for making business and 
this reflects over the entrepreneurial activity. In summary, the ease of 
doing business can be presented on table 1.1. 
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Table 1.1 Rankings on “Doing Business” topics - Bulgaria 

Topics DB 2018 
Rank 

DB 2018 
DTF 

DB 2017 
DTF 

info_outline 

Change in 
DTF 

(% points) 
Overall 50 71.91 71.81 +0.10 
Starting a business 95 85.37 85.35 +0.02 
Dealing with 
construction permits 

51 73.35 72.75 +0.60 

Getting electricity 141 54.80 55.10 -0.30 
Registering property 67 69.30 69.23 +0.07 
Getting credit 42 70.00 70.00 .. 
Protecting minority 
investors 

24 70.00 70.00 .. 

Paying taxes 90 71.78 71.81 -0.03 
Trading across 
borders 

21 97.41 97.41 .. 

Enforcing contracts 40 67.04 67.04 .. 
Resolving 
insolvency 

50 60.02 59.38 +0.64 

Source: Doing business 2018 – Bulgaria 
 
There is a positive trend regarding the change in the set 

parameters. Some of the metrics are improved, such as business start-
ups (+ 0.02%), property registration (+ 0.07%), resolving insolvency 
(+0.64), and more. The absence of negative mark changes is also a 
prerequisite for favorable environmental conditions. 

Walter Radermacher (2012), Chief Statistician of the European 
Union, summarizes the results and lessons learn from work done so 
far by the joint Organization for Economic Co-operation and 
Development (OECD) Eurostat Entrepreneurship Indicators 
Programme, which aims to develop a comprehensive framework for 
measurement of entrepreneurial activity. It focuses on determinants of 
entrepreneurship, such as entrepreneurial culture, education and skills 
level of labor force that can be of benefit to a region or a country. The 

http://www.doingbusiness.org/data/exploreeconomies/bulgaria#starting-a-business
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#dealing-with-construction-permits
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#dealing-with-construction-permits
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#getting-electricity
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#registering-property
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#getting-credit
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#protecting-minority-investors
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#protecting-minority-investors
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#paying-taxes
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#trading-across-borders
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#trading-across-borders
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#enforcing-contracts
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#resolving-insolvency
http://www.doingbusiness.org/data/exploreeconomies/bulgaria#resolving-insolvency
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views of experts from around the world were gathered during several 
workshops and studies.  

Margareta Högberg (2012) identifies the three different 
components of entrepreneurship for Söderhamn, a city in the middle 
of Sweden. The first component in entrepreneurial learning is the base 
for developing an entrepreneurial culture. It is a matter of how students 
can be supported to develop ideas and believe in themselves. The 
second component is how to develop cooperation between schools and 
companies by work experience training/learning. The third component 
is entrepreneurial training. 

Many investigations realize the importance of measuring 
entrepreneurial activities and its necessity for taking right decisions to 
achieve success in their actions focused on entrepreneurial support 
(Stawińska, 2014). The joint OECD – Eurostat Entrepreneurship 
Indicators Programme (EIP) is a good example of successful efforts 
made at international level to develop the common framework of 
indicators, as a tool, which allows recognizing a global picture of the 
phenomenon as well as also making the comparisons and bench-
marking possible. The EIP consists of three pillars, measuring various 
determinants, entrepreneurial performance, and its impact on 
economy. Culture is recognized as an important factor, which 
influences entrepreneurial behaviors and can be affected by decision 
makers at all levels (Nikolova-Alexieva and Angelova, 2018). 

Regarding the internet access of SMEs, the results show that 
almost in every member state over 90% of SMEs have internet access. 
Romania has the lowest share with 82% of the SMEs having internet 
access. In Bulgaria SMEs, which have access to internet are 94%. (Fig. 
1.26) 
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Figure 1.26 SMEs with internet access, 2010-2019, % of all 

enterprises  
Source: Based on data from Eurostat 
 
Another significant issue is whether the SMEs use innovative 

software, which can enhance the procedures in the company. 9Fig. 
1.27) 

 
Figure 1.27 SMEs who have enterprise resource planning 

(ERP) software package to share information between different 
functional areas, 2010-2019, % of all enterprises 

Source: Based on data from Eurostat 
 

85
87 87

89
91 91 91

94 94 94

75

80

85

90

95

100

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

EU (28 countries) Bulgaria

10

19 19

26 24 22 22

0
5

10
15
20
25
30
35
40

2010 2012 2013 2014 2015 2017 2019

EU (28 countries) Bulgaria



97 

Across the EU less than 50% of the SMEs use software for 
enterprise resource planning (ERP). Only in Belgium their share is 
51%. In Hungary, these SMEs are as low as 13%. The share of 
Bulgarian SMEs who use ERP are 22%, which is below the EU 
average (33%). (Fig. 1.27) 

The Netherlands has the highest share of SMEs who implement 
software for Customer Relationship Management (CRM). Their share 
is 55%. As concerns the other member states, in all of them their share 
is under 50%. The last place again is for Hungary with 11%. In 
Bulgaria 17% of the SMEs implement CRM. The average for EU is 
32%. (Fig. 1.28). 
 

 
Figure 1.28 SMEs using software solutions like Customer 

Relationship Management (CRM), 2010-2019, % of all enterprises 
Source: Based on data from Eurostat 
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The EU and Bulgarian legal framework, regarding the growing 
of vines and production of wine, and the support of the sector consist 
of the following key legislation: 

• EU REGULATION 1308/2013 – establishing a common 
organisation of the markets in agricultural products. 

• EU REGULATION 1306/2013 – on the financing, 
management and monitoring of the common agricultural policy. 

• EU DELEGATED REGULATION 2019/934 – as 
regards wine-growing areas where the alcoholic strength may be 
increased, authorised oenological practices and restrictions applicable 
to the production and conservation of grapevine products, the 
minimum percentage of alcohol for by-products and their disposal, 
and publication of OIV files. 

• EU DELEGATED REGULATION 2019/33 – as regards 
applications for protection of designations of origin, geographical 
indications and traditional terms in the wine sector. 

• EU DELEGATED REGULATION 2018/273 – as 
regards the scheme of authorisations for vine plantings, the vineyard 
register, accompanying documents and certification, the inward and 
outward register, compulsory declarations, notifications and 
publication of notified information, relevant checks and penalties. 

• EU DELEGATED REGULATION 2016/1149 – as 
regards the national support programmes in the wine sector. 

• EU IMPLEMENTING REGULATION 2019/935 – as 
regards analysis methods for determining the physical, chemical and 
organoleptic characteristics of grapevine products and notifications of 
EU countries decisions concerning increases in natural alcoholic 
strength. 

• EU IMPLEMENTING REGULATION 2019/34 – laying 
down rules for the application of EU regulation 1308/2013 as regards 
applications for protection of designations of origin, geographical 
indications, and traditional terms in the wine sector. 
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• EU IMPLEMENTING REGULATION 2018/274 – as 
regards the scheme of authorisations for vine plantings, certification, 
the inward and outward register, compulsory declarations and 
notifications, and relevant checks. 

• EU IMPLEMENTING REGULATION 2017/256 – 
laying down rules for the application of EU regulation 1308/2013 of 
the European Parliament and of the Council as regards the national 
support programmes in the wine sector. 

• EU IMPLEMENTING REGULATION 2016/1150 – 
laying down rules for the application of EU regulation 1308/2013 as 
regards the national support programmes. 

• National Programme for Support of the Viticulture and 
Wine Sector in Bulgaria for the period 2019-2023 

• LAW on wine and spirits 
• LAW on the implementation of the common organization 

of agricultural markets of the European Union. 
• REGULATION № 6 of 26.10.2018 on the terms and 

procedure for granting financial aid under the National Programme for 
Support of the Viticulture and Wine Sector in Bulgaria for the period 
2019-2023. 

• REGULATION on the conditions for new planting, 
replanting and uprooting of vines, completion and management of the 
national reserve of rights of planting wine grape varieties. 

• SPECIFICATIONS of wines with a protected 
designation of origin (PDO) and a protected geographical indication 
(PGI). 

• ACTS for the validation of wines with a protected 
designation of origin (PDO) and a protected geographical indication 
(PGI) 

 
On October 21, 2020, the National Assembly adopted at first 

reading a new law on wine and spirits, which regulates the conditions, 
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order and trade of grapes, intended. The law regulates the status of 
persons who produce and offer wine grapes, wine products, as well as 
fruit wines and vinegar. 

The expectations from the new normative act are transparency 
and competition on the market in the production of spirits and wine 
drinks and the end of implementation of unfair practices. The concerns 
of private stakeholders are connected with the necessity of broad 
social discussion according to the new law. 

The wine industry as part of the food industry must focus on the 
transition to a sustainable food system. Putting our food systems on a 
sustainable path also brings new opportunities for operators in the food 
value chain. New technologies and scientific discoveries, combined 
with increasing public awareness and demand for sustainable food, 
will benefit all stakeholders. 

To enable and accelerate the transition to a fair, healthy and 
environmentally-friendly food system, advisory services, financial 
instruments, but also research and innovation are instrumental as they 
can help resolve tensions, develop and test solutions, overcome 
barriers and uncover new market opportunities.  

The “Farm to Fork Strategy” is at the heart of the European 
Green Deal aiming to make food systems fair, healthy and 
environmentally-friendly.  

The EU will support the global transition to sustainable agri-
food systems through its trade policies and international cooperation 
instruments (European Commission). 

1.3. POTENTIAL OF BULGARIAN WINE 

INDUSTRY FOR INNOVATIVE GROWTH 

The development of wine industry in Bulgaria starts after the 
Liberation in 1878. The presence of 15 soil types in the country favors 
the cultivation of different varieties of wine. Among the positive 
factors, which create the favorable environment are the geographic 
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location and soil, climatе conditions. After the First World War, the 
cooperative business developed, as about 10% of the wine was 
produced by cooperatives. In 1934, 433 000 people were engaged in 
wine production. As of September 9, 1944, the wine producers were 
450 000, and 98% of them owned vineyards under 1 hectare. The 
technology is primitive and the wine produced is of low quality 
(Vladikov, 2020). 

After the Second World War there was collectivization and the 
construction of labor cooperatives. The investments are public based 
on five-year plans. A state alcohol monopoly was established in 1952 
as the State Economic Organization - Vinprom. In the next 15 years, 
95% of the vineyards were renewed and 580 vineyards were created 
with a total area of 860 thousand decares of new vineyards. The varietal 
structure had been renewed, specialization and professionalization in 
the sector had been developing. 

In the period 1979-1989, with the support of the Institute of 
Wine - Sofia, 23 brands of wine with a controlled designation of origin 
were regulated (Vladikov, 2020). For the period 1983-1989 Bulgaria 
exported an average quantity for the members of the Council for 
Mutual Economic Assistance 300 000 tons of wine per year. 

Wine industry is a traditional sub-sector in Bulgaria but the 
political processes in the late 1980s caused decrease in every aspect of 
wine production. During the 1980s Bulgaria was one of the leading 
actors in consumption and export of wine, but the next decade was 
marked by a significant decrease in sales. Among the factors for the 
latter were the intensified global competition, the process of 
privatization of wine-making in Bulgaria and the land reform, which 
started in 1991 in the country. 

After the economic transformation in the 1990s, the sector was 
privatized and nowadays is 100% private. There is fragmentation, a 
large number of “small” wine cellars, and the total number of wine 
cellars by 2019 is about 360. The fragmentation of land, import of 
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planting material, small scale of production describe the wine industry 
at the moment. The technological equipment in some places has been 
updated, but the technologies have been adapted to target products in 
the low price segment. The next summarized data presents the 
development of the sector:  

 
1980 1 518 million decares of 

vineyards 
745 thousand tons of wine grape 

2012 770 thousand decares of 
vineyards 

250 thousand tons of wine grapes 
8.7 thousand tons of table grapes 

2019 640 thousand decares of 
vineyards 

165 thousand tons of wine grapes 
12,8 housand tons of table grapes 

Source: Ministry of Agriculture, Food and Forestry, Agrostatistics Department, 
reports on wine and grape production 

 
In the International Organization of Viticulture and Wine (OIV) 

Statistical Report on World Vitiviniculture in 2018, Bulgaria was 
ranked 21st in the world, regarding wine production, and 24th as for the 
area of vineyards. 

However, the situation has changed substantially since those 
days. There have been a shift in the focus of production – from quantity 
to quality. Currently wine producers put emphasis on production in 
small series, offering wines of higher quality. There is a product 
differentiation, with a wide variety of wines available on the market: 
bio and bio-dynamic wines, various wine modifications, namely blue 
wine, orange wine, fruit wine, wine with rose added, etc. Such trends 
give us reason to believe that Bulgarian wine producers are open for 
new ideas and would go further with the innovations if only they have 
the needed knowledge what they can do and how to do it. Thus, 
introducing innovations can lead to the enhancement of the 
competitiveness of the wine sector. 

The wine industry in Bulgaria produces wide variety of white 
and red wines,wines with protected trademarks that compete on the 
domestic and foreign markets. The sector regulation corresponds to the 
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European one so that Bulgarian wine products can compete with other 
EU countries. As Bulgaria is EU member state European funds are 
available, thus providing financial resources to maintain a competitive 
level and competitive development. However, still the access to these 
funds is difficult, which demands the creation of opportunities to 
facilitate access to the necessary information, and hence the 
implementation, management and accountability of the financing itself. 

The SMEs are the engine of the European economies and the 
same is valid for Bulgaria. The implementation of innovations in such 
enterprises has the potential to enhance their function in many areas. 
The wine industry is one of the main sectors of Bulgarian economy and 
that is why the improvement of its functioning is rather significant. The 
last 15-20 years are a period of enormous investments in the Bulgarian 
wine sector, which has become the most competitive one from the 
Bulgarian food industry. It consists of more than 50 cellars. A research 
of Georgiev (2019) states that the wine production sector is more than 
80 % export oriented and is a food industry leader with its 30 % share 
of export revenues from EU market. The Europe has 60 % of world 
vineyards measured by the area of the vineyards. EU has 45 %, while 
Bulgaria and Chile jointly share 17th world position. 

The opportunities to export the Bulgarian national vine sorts like 
Mavrud, Merlot, Dimyat, Pamid, Gamza, Melnik, etc. recently are used 
to very limited extent. The vineyard renovation with unique and quality 
Bulgarian vine sorts should become a priority for wine industry private 
stakeholders.  

A significant part of Bulgarian wine producers is also focusing 
on differentiation and diversification strategies, seeking ways to 
promote their business, expanding their markets and increasing their 
sales. They are offering uniqueness to achieve and develop competitive 
advantages. 

The wine industry, as a sub-sector, significant and distinct for 
the Bulgarian economy on a global scale, has a competitive potential, 
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which, if properly identified and successfully developed, would 
enhance the competitiveness on international markets’ level.  

In order to describe the state of the wine industry in Bulgaria we 
present data for the last ten years on five main indicators for the sector: 
production, sales, consumption, import and export of wine. 

 

Wine Production 
The main indicator for the development of the wine industry are 

the quantities of wine produced for a given period. 
On Fig. 1.29 are presented the produced quantities in hectoliters 

of wines of following groups: wines with protected designation of 
origin (PDO), wines with protected geographical indication (PGI), 
varietal wines without PDO/PGI and table wines without PDO/PGI. 
The data indicate that the most produced wines during almost the whole 
period are the table wines. This leads us to conclusion that the 
orientations of Bulgarian wine producers are still dominated by lower-
priced wines. 

 

 
Figure 1.29 Dynamics of wine production in Bulgaria, 2008-

2017, hl 
Source: Based on data of EAVW 
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According to the data, the least produced wines are those with 
PDO and during the studied 10-years period their share has decreased. 
Thus, Bulgarian wine producers are not competitive in market 
segments with higher added value. 

The rises and falls of the wine production during the years 
depend on various factors. In 2014 due to degraded climatic conditions 
and extremely poor harvest, the production decreased not only in 
Bulgaria, but also globally. In Bulgaria this influenced mainly the 
production of table wines.  

Regardless of this tendency in the production of wines with PDO 
and PGI, a good prospect exists for the imposition of quality wines. 
There are two main reasons - the rising demand for such wines and the 
small production capacity of the wine cellars, which are mostly micro 
and small enterprises and whose focus is increasingly oriented 
precisely on the production of small series of quality wines. 

Another classification of wines is as follows: still wines, 
sparkling wines and special wines. (Fig. 1.30)  

 

 
Figure 1.30 Proportion in the production of still, sparkling, and 

special wines in Bulgaria, 2017, % 
Source: Based on data of National Statistical Institute, 2017 
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Still wines are all wines, made of fresh grapes, excluding the 

sparkling wines and grape must. The category special wines includes 
liqueur, vermouth and aromatized wines. The data definitely shows that 
Bulgarian wine industry is generally focused on still wines. (Fig. 1.30) 

Fig 1.31 shows that the dynamic has a decreasing trend for 
sparkling and special wines, which is very obvious as concerns the 
sparkling wines. From 11 437 hl in 2008 it went down 3 846 hl in 2017, 
which is 66% decrease. In the special wines there is also a significant 
reduction (49%) from 15 230 hl to 7 816 hl. 

 
Figure 1.31 Dynamics of sparkling and special wines 

production in Bulgaria, 2008-2017, hl 
Source: Based on data of National Statistical Institute, 2008-2017 
 
The trend in the dynamics of still wines production in the studied 

period is different as it varies over the years. The results, presented in 
Fig. 1.32, show that the best result was achieved in 2008 when the 
production was 1 973 286 hl and the lowest result was in 2014 – 
1 037 375 hl, which is 47% decrease. The average of the period is 
1 479 342 hl and the production of still wines in 2017 is very close to 
this amount. 
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Figure 1.32 Dynamics of still wines production in Bulgaria, 

2008-2017, hl 
Source: Based on data of National Statistical Institute, 2008-2017 
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Figure 1.33 Share of each NUTS 2 region in total wine 

production in Bulgaria, 2017, % 
Source: Based on data from Annual report on the situation and development of 

agriculture, 2018 
 

Wine Sales 
Generally, the sales of sparkling and special wines is lower than 

the sales of still wines (see Fig. 1.34 and Fig. 1.35). During the studied 
period generally it is under 15 000 hl with the only exclusion of 2012 
and 2013, when the sales of special wines is over 20 000 hl. 

 
Figure 1.34 Sales of sparkling and special wines in Bulgaria, 

2008-2017, hl 
Source: Based on data of National Statistical Institute, 2008-2017 
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The most significant decrease in the sales of still wines is 

observed in 2009 compared to 2008, when it is 25%. The lowest result 
level of sales of still wines is in 2014, when it felt under the 1 000 000 
hl barrier and reached 930 633 hl. Since this year an upward trend has 
been observed. The average annual sales of still wines during this 
period is 1 192 238 hl. (Fig. 1.35) 

 

 
Figure 1.35 Sales of still wines in Bulgaria, 2008-2017, hl 
Source: Based on data of National Statistical Institute, 2008-2017 
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Figure 1.36 Average annual consumption of wine per person of 

a household in Bulgaria 2010-2017, l 
Source: Based on data of National Statistical Institute, 2010-2017 
 

Wine Export 
The data on Fig. 1.37 shows a very negative trend in the export 

of bottled wines. The quantity of exported bottled wines decreased in 
2016 in comparison to 2008 with more than 72%. Such tendency 
requires in-depth study of the process and strategy for the improvement 
of the situation. Although the export of bulk wines also varies, there 
isn’t such decrease. 

 
Figure 1.37 Export of bottled and bulk wines, Bulgaria, 2008-

2016, hl 
Source: Based on data from Annual reports on the situation and development 

of agriculture, 2009-2017 
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Wine Import 
The export of bottled wine decreased and alongside the import 

of the same increased during the studied period as shown on Fig. 1.38. 
As concerns the bulk wine there is a period from 2010-2014 with 
constant decrease. 

 
Figure 1.38 Import of bottled and bulk wines, Bulgaria, 2008-

2016, hl 
Source: Based on data from Annual reports on the situation and development 

of agriculture, 2009-2017 
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required to improve the performance of the sector. National strategies 
regarding the wine industry provide support in various ways but for 
some reasons the indicators show that there are issues to be solved.  

Regarding the production, sales, consumption, import and 
export in the studied period indicate that there is a necessity of 
imposing a policy for promotion and realization of the Bulgarian 
wines on more foreign wine markets. Given that there is a need to limit 
production capacity and the need for technical and technological 
upgrading for most producers of goods, given the availability of more 
funds. Thus, the sector requires more efforts regarding the marketing, 
product, and production innovations. 

We also identified that the implementation of innovations in 
wine industry in Bulgaria needs further study. In our view empirical 
study is required and this is what is scheduled as a next step in our 
research regarding the Bulgarian wine industry. Such empirical data 
has the potential to point out the specific issues and then a strategy for 
overcoming them can be developed. We believe that in this area the 
cooperation between the producers and the researchers is rather 
significant.  

That is why our research team is aiming at increasing the 
knowledge, which can be supportive for the SMEs wine producers. 
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CHAPTER II. 
RESEARCH METHODOLOGY  

2.1.  RESEARCH METHODS 

2.1.1. Conceptual Model: Research Methodology and 
Techniques 

The activity of each organization is a chain of interrelated 
processes - from marketing and planning to sales and after-sales. The 
desired outcome is achieved more efficiently when the activity and 
relevant resources are managed as a process. It is because management 
is a continuous series of interrelated actions or functions that are 
presented as processes. The development of methodological situations 
is based on the process approach, i.e. integrating the key conditions 
and processes in the work of the specialists, defining competencies for 
re-engineering the business processes, and a diagnostic analysis of 
their condition. The use of retrospective analysis over the last almost 
30 years (the transition period in Bulgaria started in 1989) of the 
development of economic and political processes and laws that 
directly affect the innovation activity of organizations helps to analyse 
and establish trends and regularities. It also includes a secondary 
processing of quantitative data concerning certain economic indicators 
during the period under review.  

The research method uses a quantitative method, namely a 
structured interview - an inquiry card, which aims at obtaining 
feedback from the company's specialists on the innovative solutions in 
the organizations. The method of expert assessment is used, and it is 
conducted with the support of scholars from the economic universities 
as consultants. The processing of the information should be done with 
a specialized software product. 
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Scheme 2.1 Model for investigating the innovation activity of 

enterprises. 
Source: Own scheme 

 
To implement a more organized approach and to achieve the 

goals set and to solve the tasks that arise from them, the following 
basic hypotheses have been formulated: 

First hypothesis. The dynamics in the economic and political 
environment as well as the changing global market conditions make 
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the period of political instability in Bulgaria, the innovation activity of 
SMEs is decreasing. 

Second hypothesis. Small and medium-sized enterprises in the 
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Third hypothesis. Main reasons for the low innovation 
performance of SMEs in the sphere of wine production are the low 
awareness of the possibilities for financing the innovations and the 
lack of trust in the institutions of central and local government. 

2.1.2. Research Scope, Research Design and Data Collection 
The Research Design method is deemed to employ direct 

interviews and focus-groups as tools for investigating the Research 
Problem. These interviews and focus-groups are planned to be based 
on open-question sessions with fixed timing for 1 hour. Questionnaires 
shall be online (using Lime Survey) and will be attached to the 
Research Paper as Appendices. The advantages of using direct 
interviews and focus-groups are related to the in-depth information, 
openness in discussions, and direct hands-on approach when research 
such kind of sensitive corporate issues. The information provided by 
the company will support the analysis of its internal environment. This 
will define the current innovation performance status and the current 
positioning of the wine industry enterprises. 

The research methodology is of а survey-descriptive type. A 
wide range of research methods are used to successfully achieve the 
goals and tasks. The investigation was held in the period December 
2019 – March 2020. The population surveyed includes managers and 
specialists of wine industry enterprises, experts and academicians 
aged between 20 and 65 years old from Bulgaria. In the research are 
included only active small and medium-sized enterprises.  

It is also performed secondary processing of quantitative data 
concerning certain economic indicators during the period under 
review (the Bulgarian transition economy as a whole and the period 
2007-2017 in particular). The research method uses a quantitative 
method, namely a structured interview - an inquiry card, which aims 
at obtaining feedback from the company's specialists on the innovation 
practice in the organizations. The method of expert assessment is used 
and it is conducted with the support of scholars from the economic 
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universities as consultants. The processing of the information is done 
with a specialized software product. 

Data Collection will be based on interview replies and focus-
group statements. They were our primary source of information. In 
addition to this, we used information from other company, which is 
relevant to the issue investigated. Based on data gathering, analytical 
information was synthesized and produced for the purposes of the 
research. 

In fact, in the Research data gathering as a technique was 
formalized through our direct interaction in discussion format with the 
Top Executives and the CEO. Thus, we got consistent information on 
the problem under scrutiny. In addition, to the interview sessions and 
focus-group sessions, desk research was conducted, to countercheck 
the information against inconsistencies and to build correct and up-to-
date logical model of reasoning. 

Furthermore, to get more insights on the innovation problems 
in Bulgaria, the Research utilized relevant secondary, qualitative, and 
quantitative data, as well. The external analysis of the company was 
done based on the findings from Desk Research.  

 

Secondary analysis of empirical data  
Empirical data collected from national and international 

quantitative studies conducted by private and state sociological 
agencies, as well as authors' teams of scientific and educational 
institutions, are the arrays on which secondary data processing 
(Atanasov, 2004, p.33) can be done. For this investigation, several 
information arrays have been selected. NSI and Eurostat (NSI) data 
are used for the overall innovation activity of Bulgaria during the 
period under review, as is also true for the Global Innovation Index. 

Research Papers and Specialized Literature on innovation 
supported the process of identification of the main factors that are 
influencing wine industry enterprises. Practical theories supported the 
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analysis through a step-by-step approach of the transition economy 
situation. The aim of the Desk Research is to define a certain 
consistence in the innovation practices and make a difference with the 
current methods used by SMEs. It will also point out their common 
communication tools as well as their weak spots in terms of 
representation. 

 

Structured interview 
Regardless of the specific technique used for registering the 

information – a questionnaire 2  or an interview 3 , the structured 
interview allows the accumulation of massive data sets. Regarding the 
persons included in the survey, it may be exhaustive (when all units of 
the population are included) or a sample (when units of the population 
are selected) (Nonchev, 2009, p.64). In the specific case, after 
identifying the units of the general population (wine specialists and 
enterprise managers), the sample was determined and a specific 
method for implementing the structured interviews was selected. It is 
elaborated a specific method for implementing the structured 
interviews using an online questionnaire. 

The initial data was collected by questionnaire. To measure the 
dimensions of innovation concept, own questionnaire was used. The 
main purpose was to identify the challenges that they face, connected 
to ensuring financial funds, the government support and public 
cooperation. We used simple random sampling, 156 questionnaires 
were distributed, and 67 questionnaires were finally received.  

 

 
2 In the survey the respondent himself completes the questionnaire 

drawn up by the researcher. 
3  In the interview, the interviewer's questionnaire is filled in not 

directly by the respondent, but by the interviewer who asks the questions and 
notes the respondent's answers. 
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Unstructured (in-depth) interviews.  
The type and content of the in-depth interview toolkit may vary 

depending on the following four factors: (1) the person who conducts 
the survey; (2) the subject of the study (it is important whether facts, 
assessments, opinions, ideas will be studied about a particular political 
or social phenomenon); (3) the subject of the survey; (4) the selection 
of respondents. 

A major advantage of in-depth interviews is the opportunity 
they provide to analyse unexplored facts and events. In literature, in-
depth interviews are referred to as pilot studies. Therefore, the 
researcher is interested to meet with as many people as possible in 
order to maximize his/her understanding of the subject of analysis and 
to get an immediate impression of how the different actors interpret 
the studied events. 

In the current research, conducting in-depth interviews with 
some wine growers in SMEs would give a more in-depth and specific 
picture of the nature of their innovation challenges and provide 
additional explanations for some of the responses to the structured 
interview. 

Alongside in-depth interviews helped us to understand better 
the situation behind a specific answer from the survey. We conducted 
in-person verbal interviews with managers and specialists of wine 
industry enterprises in Bulgaria as expert practitioners, to test the 
ideas, build knowledge, and gain insightful context and nuance to the 
ideas. The method of expert assessment is used and it is conducted 
with the support of scholars from the economic universities as 
consultants. Two Focus Groups were held in order to produce a single 
agreed platform for communicating in an objective way the company 
works, i.e. in-depth interviews with the Chief executive officers 
(CEO)/specialists and in-depth interviews with the experts. 
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Triangulation: combining quantitative and qualitative 
research methods 

Various variants and approaches for combining quantitative and 
qualitative research methods are presented in the scientific literature. 
In combining, it is important to answer to the following questions: 
whether it is a combination of methods, data or results (Punch, 2005, 
p.241); is equal weight attributed to both approaches; will the results 
of the two approaches be compared or will they be presented 
separately; in what sequence will they be used. 

This conceptual model combines the results of the quantitative 
and qualitative method used, giving them equal weights. The methods 
will be applied independently from each other by first processing the 
quantitative empirical information, then structuring interviews, and 
then performing in-depth interviews. In this way, combining 
quantitative and qualitative research presents in more detail the subject 
of research through complementarity and triangulation. The principle 
of triangulation is that the results of one study can be verified and 
validated by the other (Simeonova, 2010).  

These activities and the subsequent analysis of the data 
accomplished the goal of testing the Bulgarian construct's 
conceptualization and its attendant measurement instrument. This 
included utilizing multilevel modeling techniques to analyze data 
collected at the individual and firm level. 

 

2.1.3. Questionnaires Modelling 
The digital era brings all kinds of information thanks to the 

centralization and accessibility of data. For example, people now rely 
heavily on computers and mobile phones with internet, which gives an 
immediate answer to any questions they might have. Online surveys 
are a great way to reach and engage with the target audience. The 
benefits that they provide are: (1) Increase response rates by reaching 
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the target audience fast; (2) Conduct market research at a fraction of 
the usual cost; (3) Get real-time results for quick and easy analysis. 
The time span needed to complete an online survey is on average two-
thirds shorter than that of traditional research methods. Because 
information is being gathered automatically, there is no necessity to 
wait for paper questionnaires to come back - response time is almost 
instant. Online marketing experts say that more than half of responses 
are received within the first three days of the research project. 

To sum up, online surveys are a great option for people and 
organizations who would like to conduct their own research – they are 
less time consuming, they are cheaper, you get the results faster, and 
you can transfer and use the data in various applications to answer 
important questions. Our team of researchers apply an online inquiry 
card using free software (for instance: Lime Survey, Google Forms, 
etc.).  

The questionnaire starts with introduction of the research 
purposes, presents the basic aims and instructions in line with 
fulfilling the card anonymously. Followed by the first section that 
includes information about the respondents in accordance with gender, 
age, education, and length of service. 

The second section includes enterprise data in connection with 
the number of employees; a field of production/service; import/export 
orientation; a form of ownership; funding sources; sources of 
materials; diversification of products and services; types of wine. 

The third section starts with next questions (close type of 
question with multiple answers): “Do you implement innovative 
strategies in your enterprise? At what stage is the implementation of 
innovation strategies in the enterprise? What result do you expect from 
the implementation of innovation?” After that the respondents must 
indicate what kind of innovation they are applying in the enterprise, 
selecting among the following options: 1 - Not applicable to us; 2 - 
We know about this opportunity but we would not apply it; 3 - We 
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know about this opportunity and we would apply it; 4 - We are 
currently applying it; 5 - We have applied it in the past. The next table 
presents next six questions that are grouped according to the kind of 
innovation and multiple answers according to different opportunities 
that can be applied. 

 
Table 2.1 List of the studied innovations 

Raw Material Innovation 
Introduction of new grapes varieties – Organic production 
Production of new types of wine, incl. BIO 
New plantations (in view of local conditions) 
New plantations (with a higher wine class) 
Improvement of varieties 
Limiting varieties to more noble ones 
Use of wiled yeast 
Improving the quality of vineyards using vineyard experts 
 

Product Innovation 
Production of products in price segments of super premium and 
ultra premium 
Introducing new services such as tourism and recreation 
New packaging, incl. organic packaging 
New labeling 
New types of bottles 
New caps 
 

Process/Production Innovation 
Improvement of the production process 
Acquisition of new equipment 
Acquisition of new machines 
Broad use of technology transfer 
Utilization of alternative energy sources (solar) 
Utilization of alternative energy sources (photovoltaic) 
Utilization of alternative energy sources (geothermal) 
Reduce water use 
Reduce energy consumption 
Production waste management 
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Market Innovation 
Export orientation to new foreign markets 
Increasing the number of distributors in foreign markets 
Increasing the number of distributors in the internal markets 
A new form of product promotion on the market 
New strategic agreements 
A new form of merchandising 
Acquisition of new quality certificates 
Focus on a specific geographic market 
Focus on a specific market segment 
Increasing brand popularity 
Striving for inclusion in expert wine charts 
Participation in contests for winning prizes 
Brand development 
More successful use of ratilers as distribution channel 
Online distribution (online sales) 
Investment in advertising 
Investment in packaging 
Investment in labeling 
 

Management Innovation 
Review of organizational procedures 
Further training and advanced training of employees 
Optimization of business processes 
Exchange of knowledge regarding production 
Research initiatives 
Use of private consultants 
More efficient use of resources 
 

IT Innovation 
Increasing cyber security 
Introducing GDPR 
New software for managing different processes 

Source: Own data 
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2.1.4. Limitations. Time Span. 
A potential limitation was with this group of 

managers/specialists and more precisely they were a convenience 
sample, identified by a shared personal connection via the Facebook, 
personal contacts, professional wine industry catalogue and the 
Confederation of Employers and Industrialists in Bulgaria. As a result, 
in this kind of interview there is a distinct possibility of the 
respondents providing answers they might expect us to want to hear 
or perceive as most helpful to the research. To mitigate these concerns 
the questions were structured to be suitably open-ended for the 
respondents to provide as much of their own thoughts as possible. 
Additional prompts typically asked if they could provide more 
information and avoided leading the response. 

As an important limitation of this particular finding was the fact 
that with a different set of indicators and/or with a different set of data, 
a different result may have been produced. This is because a unique 
solution for the provided paths is derived from the data (i.e., model 
identification) and thus, the results are data driven (Khine, 2005). 

In addition, sample of firms chosen was a convenience sample 
of wine producers. These firms were largely targeted for their 
expectation in possessing an observable (measurable) entrepreneurial 
attitude. Due to this potentially based selection, the resultant 
innovation behaviour and activity scores are likely positively skewed 
(i.e., higher than what would be observed in a general population of 
firms). 

An additional limitation is that innovation attitude (motivation) 
was only measured at a single time interval. Motivation measured at a 
single time interval runs the risk of catching respondents on an unusual 
day (e.g., just after a good/bad workplace experience) or other 
workplace stresses that may unduly influence responses (Judge and 
Cable, 1997). Future research would benefit from assessing the 
motivation for innovation activities at multiple time intervals to 
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establish test-retest reliability of the measures. Testing at multiple 
intervals would also help empirically support the expected stability of 
innovation attitudes, entrepreneurial and management culture noted in 
the literature. 

There are clear prospects for the wine industry, as this is a sub-
sector, significant and distinct for the Bulgarian economy on a global 
scale - a fact that has been proven over the years. Many authors and 
researchers claim that wine will become one of the symbols of 
Bulgaria. There is a competitive potential in this industry, which, if 
properly identified and successfully developed, would enhance the 
competitiveness on international markets’ level. 

The current conceptual model for investigating the innovation 
activity of enterprises from wine industry can be enriched in the 
context of competitiveness. Because the implementation of innovation 
provides an up-to-date competitive advantage for enterprises, the 
methodology can be supplemented by issues related to the 
competitiveness and competitive positioning of the company. 
Moreover, it is an opportunity for future research in the field of 
innovation and competitiveness of the wine sector. 

2.2. PILOT STUDY: DISCUSSION AND RESULTS 

2.2.1. Bulgarian Wine Industry in a Bio-Based Economy: The 
Case of Plovdiv Region 

The economic development of a country, a region or an 
economic sector is associated with the introduction of innovations. 
The sector of wine production is traditional for the Bulgarian economy 
and thus the innovation activity in the sector can contribute to the 
overall development of the economic processes. The current research 
presents the results of a pilot study. Through it we tested the 
questionnaire, which we are going to use in the final field work. 
Furthermore, it provides some preliminary results on what innovations 
have been applied in SMEs from wine industry, located in Plovdiv 
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region. Thus, the questionnaire was sent to a selection of 
representatives of the sector.  

While during the 1980s Bulgaria was among the leading 
countries as regards the consumption and export of wine, in the 1990s 
it was a significant decrease in the sale. This is a result both increased 
competitions worldwide and the transformations inside the country, 
including the privatization. Nowadays, despite the established 
traditions, the variety of wines and the affordable prices, offered by the 
Bulgarian wine industry, it faces a market reality, which implies 
different strategic orientation. The old strategy used to emphasis on the 
quantity of wines sold, while the new requirements are for small series 
of boutique wines, with an emphasis on the higher quality. In fact, the 
sector has been transformed as the producers have started to offer a 
wide variety of wines: organic and bio modified wines, including the 
so-called “blue wines” and “orange wines”, fruit wines (with added 
fruit flavors); wine with rose flavor added; wine aged in cherry barrels, 
wine with natural flavors, bulk, and bottled wines, etc. Thus, although 
the sector is rather traditional, wine SMEs are open to offer new and 
interesting products and provoke the interest of customers with them 
(Dimitrova, G, 2020). Thus, it looks like that the environment in the 
industry is favorable for the introduction and application of 
innovations. 

For the data collection we used structured interview. Its online 
version was made through Google Forms. Then it was sent to some 
representatives of SMEs from the wine industry, with whom we made 
preliminary conversation and received their agreement to participate in 
the testing of the questionnaire. Alongside, as this is a pilot study, we 
aim at testing the questionnaire, prepared for the final fieldwork.  

The main goal of the current study is to identify the 
entrepreneurial endeavors and the innovation involvement of wine 
industry as a specific sector of the bio-based economy in Bulgaria. The 
research is focused on the attitudes of the managers in accordance with 
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their position as change-driven persons. The data concerning the use of 
innovations and specific entrepreneur activities in Bulgarian 
companies from the wine sector were collected through an online 
survey and in-depth interviews conducted from February to May 2019. 
The object of the research is the management of SMEs wine producers, 
located in the Plovdiv Territorial Unit, Bulgaria. The subject of the 
study is the innovative practices applied by Bulgarian wine producers 
and opportunity recognition for development of bio economy.  

To accomplish the goal, the following research tasks were 
carried out: 

1) A review of the existing theoretical concepts and studies, 
regarding the studied topic. 

2) Clarification of the concepts and notions. 
3) A qualitative survey through an unstructured interview (in-

depth interviews) with a limited number of SME representatives in the 
Wine-production sector. 

4) Systematizing and analyzing the results obtained and 
identifying key challenges for the innovation activity of SMEs in the 
wine sector. 

5) Discussing opportunities to optimize innovation activity using 
bio technologies. 

The hypotheses of the research are as follows: 
1) The Bulgarian wine producers are open to implement 

innovations. 
2) The most preferred innovations are the product and marketing 

ones. 
3) The main reason for implementing innovations is the increase 

of profit. 
 

2.2.2. Methodology Framework of the Pilot Study 
The current research presents the results of the pilot study, 

consisted of three phases. The results of the first two phases were meant 
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to lead to methodological clarification and provide some indicative 
data. 

The conceptual framework from interviews to surveys is bridged 
by pre-testing the various concepts with expert advisers (incl. 
university professors, PhD students, wine technologists, etc.). This 
creates a three-phase data collection process that spans the different 
ideas, different methods, and different samples of respondents to create 
a unified picture of Innovation and Entrepreneur endeavors for Bio-
entrepreneurship development. 

Based on data of the National Statistical Institute of Bulgaria as 
of April 28, 2019 in the Plovdiv Territorial Unit operates 36 SMEs in 
wine industry. Of them 25 are micro with up to 9 employees; 10 are 
small (from 10 to 49 employees) and there is one medium-sized 
enterprise (from 50 to 249 employees). (Fig. 2.1) 

 
Figure 2.1 SMEs wine producers in Plovdiv region, April 2019 
Source: Based on data from NSI 
 

Phase One: Concepts Refinement 
The first phase of data collection was a content validity 

assessment exercise undertaken by professors and PhD students from 
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Medium (50 to 249
employees)
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Bulgarian universities (i.e. University of Food Technologies, Plovdiv; 
University of Plovdiv Paisii Hilendarski; University of National and 
World Economy, Sofia; University of Ruse Angel Kanchev, etc.). This 
exercise was described by Hinkin and Tracey (1999) and was used to 
help determine the appropriate structure and wording of the Innovation 
and Bio-entrepreneurship concepts. After examining where potential 
item confusion might exist and discussing this subset of items with 
faculty advisers, the subset of items was re-evaluated. This refining 
step produced the finalized questionnaire next employed in the third 
phase. 

For this exercise, professors and doctoral students were selected 
to participate. Previous researchers have indicated that professors and 
students are acceptable for this kind of exercise because of their 
expected intellectual capability to distinguish between items and 
various theoretical construct definitions (Hinkin & Tracey, 1999; 
Schriesheim, Powers, Scandura, Gardiner, & Lankau, 1993). 

An email requesting participation in the exercise was sent out to 
the professors and doctoral students. The email list consisted of 
approximately 10 PhD students at various stages in the doctoral 
program and 15 professors of Economic disciplines. The rating 
exercise consisted of displaying a single questionnaire item along the 
top of the page with all of the dimensional definitions arrayed in rows. 
The respondents were asked to rate on a scale from 1 to 5 how much 
each item was captured by or associated with each dimensional 
definition. The preliminary survey given to the professors and PhD 
students for the exercise contained 14 questions. The exercise was 
administered entirely online and was developed using the online survey 
software. The respondents were presented with a randomized ordering 
of the items to avoid order effects. 

MacKenzie et al. (2011) suggest that in addition to the 
dimensions of interest, the rating exercise could include the definitions 
of related constructs/dimensions to help evaluate the discriminant 
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validity of the items. In other words, the rating exercise provides an 
opportunity to evaluate whether the questionnaire items unintentionally 
overlap with existing constructs. As a result, there were a total of eight 
dimensional definitions provided in the exercise to distinguish between 
over 20 items. 17 responses (almost 75% response rate) were acquired 
over a 13-day period. All the respondents answered all the questions. 

Phase Two: In-depth Interviews 
We selected a potential pool of 10 managers to contact for 

interviews based on our strongest personal relationships. All the 
managers were contacted throughout April 2019, of which 5 agreed to 
be interviewed. These managers included a diverse collection of men 
and women from the wine industry. These managers are stakeholders 
leading SMEs from 5 to 250 employees. The managers in this phase 
were selected for their expertise and knowledge to explore the 
motivation for Bio-entrepreneurship domain in-depth. 

The data collected in this phase consisted of in-person verbal 
interviews that lasted an average of 1 hour. All but one of the interviews 
was conducted at the offices of the companies. One interview was 
conducted via Internet-enabled video chat (the manager was in her 
office) due to scheduling reasons. These interviews generated 
numerous nuanced and insightful opinions into applied innovation 
strategies and entrepreneurial endeavors for Bio-entrepreneurship 
development. 

Thus, we asked the managers about the proposed model with a 
focus on innovation and entrepreneurial knowledge and we got their 
overall feedback and insights into the concept of Innovation and Bio-
entrepreneurship. Managers were asked a series of questions to 
establish the type and origin of their business, their personal 
background and experience with management and entrepreneurship, 
and then questions dealing more specifically with applying Innovation 
and motivation for Bio-entrepreneurship. We asked a broad range of 
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innovation questions and used these data to both compare the 
fundamental concepts of the proposed innovation performance model. 

Each of the managers was interviewed using semi-structured 
interview techniques where a series of questions were developed in 
advance. Follow-up prompts or questions were asked where there 
appeared to be more insights to gain. The interview questions began 
with “grand tour” type questions about the origin of the business, the 
respondent’s involvement, and the original opportunity. 

Questions about the hiring of early-stage employees and the 
development of innovation at the organization were also asked. The 
interview then focused on general questions about the proposed 
conceptual dimensions (e.g. Type of innovation, Entrepreneurship 
endeavors etc.). It finished with a discussion of any final thoughts the 
respondent might have on the innovation performance in general, such 
as how it had changed over time and what future innovation concerns, 
he or she might have. 

Phase Three: Structured Interviews 
The third and final phase consists of the deployment of a 

questionnaire to several organizations to survey Innovation 
performance and Entrepreneurial endeavors more broadly. As 
mentioned above the current research presents the results of a pilot 
study. We decided to make such pilot study before our final fieldwork, 
because through it we can test our questionnaire and furthermore we 
can receive an indicative data (Teijlingen and Hundley, 2019). Since 
the results we intend to make refinements in the questionnaires to 
receive detailed information in the full-scale survey. On the other hand, 
thus we tested the research process, including the survey approach, its 
distribution and data collection. 

Then we had to test the questionnaire using the method of 
structured interview, because it allows the accumulation of massive 
data sets and we intended in our further research to go beyond Plovdiv 
region and make a research on national level. On theoretical 
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perspective in view of the persons included in the survey, it may be 
exhaustive (when all units of the population are included) or a sample 
(when units of the population are selected) (Nonchev, 2009). In the 
specific case, after identifying the units of the general population (SME 
of the Wine Production Sector), the sample will be determined and a 
specific method for implementing the structured interviews will be 
selected. Nevertheless, at this stage we just selected some of the SMEs. 

The survey consisted of some three groups of questions: 
1) Demographic data: sex, age. education, marital status. 
2) Data, concerning the enterprise: position in the company, total 

work years, years of experience on managerial position, years in the 
organization, managerial levels above, managerial levels bellow, 
number of the people working in the company, activities of the 
organization, etc. 

3) Innovations – the third section is the most important and it 
consists of list of fifty (50) innovations. For each of them the 
respondents are invited to select one of the following answers: Not 
applicable to us, We know about this opportunity, but we would not 
apply it, We know about this opportunity and we would apply it, We 
apply it now, We applied it in the past 

Then we contacted managers of ten of the SMEs wine producers 
from Plovdiv region. We asked them to participate in the pilot study by 
filling the online questionnaire. We explained them the purpose of the 
research and why we need their expertise. Five of them confirmed, but 
finally only three of them filled the survey. Nevertheless, as this is pilot 
research, the data gathered helped us to understand some strengths and 
weaknesses of the questionnaire and of course to receive an indicative 
data. 

The participants are high-level stakeholders leading SMEs from 
5 employees to 250 (according to the definition of small and medium-
size enterprises in Bulgaria). All the managers are experienced leaders; 
individuals who have helped companies develop and grow. These 
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individuals are considered experts in entrepreneurship and innovation 
in their organizations through their leadership and long tenure at their 
firms. The managers in this phase were selected for their expertise and 
knowledge to explore the innovation activity. Thus, the data collected 
in this phase consisted of surveys, filled online by the respondents. The 
surveys generated numerous nuanced and insightful positions into 
applied innovation strategies and entrepreneurial endeavors. 

 

2.2.3. Results and Discussion 

Results from Phase One 
The questionnaire about the concept’s clarification consisted of 

6 general questions, regarding the sex, age, education, area of 
research, scientific interests, and years of research activity. The 
respondents were also asked to evaluate on the scale from 1 to 5 to 
what extent a suggested definition corresponds to a certain concept as 
1 means “it doesn’t correspond at all” and 5 is “it totally corresponds”. 

Among the scholars, there were 11 women and 6 men. Most of 
the respondents were between 31 and 40 years (10). There were also 
3 respondents between 41 and 50, followed by 2, who are under 30 
years. There were two respondents over 50 years. Six of the 
respondents were doctoral students and the others were university 
professors. Eleven of the group have research experience under 10 
years. There were two, whose experience is between 11 and 15 years, 
two with scientific experience from 16 to 20 years and two of them 
have been doing scientific research for over 20 years. 

In our questionnaire we studied eight concepts – innovation 
enthusiasm, adaptability to innovative practices, cohesion, support for 
training and development, promoting innovation/change, support 
from management, working discretion/autonomy, boundaries of bio-
entrepreneurship. 
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Figure 2.2 Opinions on the studied concepts 
Source: Own data 
 
On the basis of the received opinions, we believe that the 

definitions can be grouped in three groups – 1) definitions with no 
refinements; 2) definitions, which need slight refinement; 3) 
definitions, which need to be reworked to some degree. 

In the first group, we have two concepts with their definitions. 
The definition for the concept support from management is the most 
approved one. This definition is “the willingness of senior 
management to facilitate and encourage entrepreneurial behaviour, 
including supporting innovative ideas and providing the resources 
needed for employees to start entrepreneurial action”. Over 50% of the 
respondents agreed that the definition provided for the notion of 
cohesion is the right one, namely “a model of values, perceptions and 
practices for connecting and engaging members of the organization 
with each other and with the organization, regardless of the 
circumstances”, is acceptable for the experts. 
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There are three concepts and their relevant definitions, which 
have rather close results. We put them in the second group – 
definitions, which need slight refinement: innovation enthusiasm, 
working discretion/autonomy and support for training and 
development,  

The third group consists of definitions, for which the answers 
are to some extent controversial and we believe that it is better to 
rework them slightly. These are promoting innovation/change, 
adaptability to innovative practices and boundaries of bio-
entrepreneurship. 

After consulting with faculty advisers and several PhD students 
who provided feedback on the exercise, we decided to seek additional 
resources on survey design as well as innovation questionnaires. This 
consultation was motivated by the results of Phase Two, namely the 
observed confusion between items and their resultant ratings, 
compared to their expected ratings. We were directed towards classic 
questionnaire item development resources (e.g., Converse & Presser, 
1986; Spector, 1992) for tried-and-true guidance on structuring clear, 
unambiguous, items that conceptually accessible for a varied 
respondent audience. 

The purpose of revisiting and revising the items was to retain 
the same meaning and intent as the original iterations but with 
enhanced clarity and conciseness. This process was also guided by 
patterning the structure of the items after a different and far more 
coherent set of published innovation items. 

 

Results from Phase Two 
The next phase of our empirical study, namely in-depth 

interviews among SMEs wine producers from Plovdiv region gave 
us very interesting data. Furthermore, it gave us some valuable ideas 
on the improvement of our methodology. As we have only 5 
respondents, we will not focus on the demographic data, but only 
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summarize it. Among the interviewed managers, there were three 
women and two men. They were from different age groups, namely 
up to 30 years, 31-40 years, and 51-60 years. All the respondents have 
the same educational degree - master’s degree. Nevertheless, they 
have different number of years of experience – 1-5 years, 11-15 years 
and one of them has over 20 years of experience. They all belong to 
small or medium-sized enterprises, who work in wine production or 
vine growing, wine making and distribution. All the enterprises work 
on national and European markets and two of them declare that they 
operate on world markets. All the enterprises are with private 
ownership. 

As concerns the innovation activity, four of the enterprises 
declared that they implement innovations and the fifth plans to start. 
We asked the entrepreneurs if they are planning a transformation in 
the way they do the business as part of the innovation strategy. Only 
one selected answer “No”. The others plan to make social 
entrepreneurship, digital entrepreneurship, and Bio-entrepreneurship. 
Such results can serve as evidence for the proclivity of Bulgarian wine 
producers towards introducing innovation. On one hand, the latter has 
the potential to enhance the functioning of each enterprise and make 
it competitive to other EU wine producers. On the other, as the SMEs 
wine producers introduce innovations on various levels of their 
companies this can meliorate the results in the whole wine sector in 
Bulgaria. 

Furthermore, the above-mentioned answers give ground to 
assume that wine industry in Bulgaria indeed has the potential for 
developing bioeconomy as most of the respondents declared readiness 
to develop bio entrepreneurship. Thus, SMEs wine producers can 
transform their sector into a key sector for introduction of bio-based 
innovations.  

However, as the level to which the innovation strategies have 
been implemented in the enterprises there is a variety in the answers. 
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Although there are 2 enterprises, which do not work on the 
documenting of business processes, the others currently work on the 
implementation of such system or they describe the processes one by 
one, when they have time to do it. Such approach is not an effective 
one and for sure the wine producers need support and, in some cases, 
more information and education on the way they have to manage the 
process. As previous studies identify, the companies need an 
organizational agility to answer the changing business environment 
(Ilieva, Anguelov and Nikolov, 2018). On this topic, a more detailed 
data is required so that we can first identify the real obstacles and 
second, to propose the best solution for the problems they have in 
implementing innovations on various levels. 

 

Results from Phase Three 
The indicative data provided very interesting results, which can 

lead to some refinements of the questionnaire and directions for in-
depth interview, which are meant to be used for triangulation at later 
stage. 

 
Figure 2.3 Share of each answers in the total number for all the 

innovations 
Source: Calculations based on own data 
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The results presented on Fig. 2.3 show a significant share of 
positive answers on the application of innovations by SMEs wine 
producers. 55% of all the answers are “we apply it now”, which means 
that most of the innovations are applied now. Among the total number 
of answers 27% are “we know about this opportunity and we would 
apply it”. The share of the answer, which demonstrate the lack of 
willingness for application of a certain innovation is as low as 12% and 
only 6% of the answers are about the impossibility of application of a 
given innovation in a certain enterprise. 

 
Figure 2.4 Distribution of answer “We apply it now” across 

the innovations. 
Source: Calculations based on own data 
 
The two extremes in the current research are the innovations, 

which are currently applied by all the respondents and the innovations, 
which currently no of the respondents applies. Fig. 2.4 presents the 
number of innovations, which received 0, 1, 2 or 3 answers “We apply 
it now”. The largest share belongs to the innovations, which received 2 
of this answer and they are 25 or 50% of all the proposed innovations. 
This group is followed by the group of innovations with only one 
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answer “We apply it now”, which are 12. The most applied innovations 
are 5 and the least applied are 8. (Fig. 2.4) 

 
Figure 2.5 The most applied innovations 
Source: Calculations based on own data 
 
As it is seen on Fig. 2.5 there are five innovations, for which all 

the respondents confirmed that they apply it. These are Production of 
products in price segments of super-premium and ultra-premium, 
Refinement the production process, Increase of brand awareness, 
Investments in advertising, Exchanging production knowledge. In the 
results on the Fig. 2.5 we added two more innovations. They got two 
answers “we apply it now”, but the third is “we applied it in the past”. 
These are new equipment and new machinery. As we do not know 
exactly when the respondent applied these in the past, we accept them 
as still functioning equipment and machinery. 

0 1 2 3

New equipment

New machineries

Production of products in price segments
of superpremium and ultrapremium

Refinement the production process

Increase of brand awareness

Investments in advertising

Exchanging production knowledge



139 

 
Figure 2.6 Least applied innovations 
Source: Calculations based on own data 
 
The last figure presents the least applied innovations. The list 

consists of Introduction of new varieties of grapes - BIO production 
Production of new types of wine, incl. BIO, Alternative energy sources 
(solar), Alternative energy sources (geothermic), New merchandising, 
Clearly defined market segments, Engagement of private consultants, 
Utilization of wild yeast. Nevertheless, about some of the innovations 
the respondents declare that they would apply them. (Fig. 2.6) 

The elaboration of an innovation program in enterprises starts 
with the way of thinking and believes of the high-level managers. 
Furthermore, they should be convinced that this relates to the positive 
development of the company. Thus, one of the most significant 
questions in our survey was about the expected results from the 
implementation of innovations. This question is rather important as it 
show the motivation of the wine producers. To high extent, their 
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of the innovations in the improvement of their business. The results 
show that according to the respondents the three most expected 
benefits of the introduction of innovations are increased satisfaction 
of the employees, increased efficiency, and the enhancement of the 
competitiveness of the enterprise. The latter are followed by the 
expectancy for increased satisfaction of the customers (Fig. 2.7).  

 
Figure 2.7 Expected results from the implementation of 

innovations 
Source: Own data 
 
We believe that this selection of results demonstrate that the 

focus of entrepreneurs is not just to maximize their profits, but it is in 
three dimensions. One is the enterprise itself and the increase of its 
efficiency and competitiveness. The next dimensions are the 
employees in the enterprise and their satisfaction. The third dimension 
is the consumers of the products and their contentment with the 
product. Such results indicate that the wine producers are responsible 
and reasonable in introducing innovations with care for the future of 
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the business, of their employees and of the end customers - wine 
consumers. 

Another significant element of our research was to identify how 
the wine producers understand the notion of entrepreneurial culture. 
Thus, we asked them how they would describe the essence of the 
entrepreneurial culture of their business. There are five answers, 
which according to the respondents are the most relevant. The latter 
consists of the common traditions, values, sense of community, the 
social-psychological environment, etc. (Fig. 2.8) Such results show 
that the entrepreneurs wine producers from Plovdiv region view the 
entrepreneurial culture of their business as composed of unwritten 
rules rather than the formal procedures and the formal regulation of 
the relations in the company. In fact, the prevalence of the informal 
norms is rather typical for the Bulgarian culture in every area – 
economic, social, and political.  

 

 
Figure 2.8 Essence of the entrepreneurial culture of the own 

business 
Source: Own data 
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Another important issue in our research is the understanding of 
entrepreneurs of innovation strategy. Thus, we gave them some 
options and asked them to select those, which according to them 
correspond to the innovation strategy and culture. There are five 
answers among eight options, which are mostly selected. Three of 
them are directly related to the development of the enterprise itself, 
namely: 

 Willingness for better position on the market. 
 Increased income. 
 Ensuring higher status and competitiveness. 
Nevertheless, the entrepreneurs also believe that the innovation 

strategy is related to a contribution to the overall entrepreneur 
environment in the country. The selection of this answer indicates the 
understanding of the wine producers that their efforts in innovation 
activity may go beyond their own prosperity and can contribute for the 
development on national level. Furthermore, according to them such 
strategy includes providing jobs for knowledgeable, capable, and 
motivated specialists from different fields. In fact, currently in 
Bulgaria the employers have challenges in finding such employees 
and this constellation may be the reason why the wine producers 
selected this answer as a possible effect of the implementation of an 
innovation strategy (Fig. 2.9) 
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Figure 2.9 Understanding of innovation strategy. 
Source: Own data 
 
In our research on the topic, made by now, we have identified 

the most implemented innovations in the wine industry. With the last 
question we wanted to find whether the wine producers from Plovdiv 
region know about them, implement them or are willing to implement 
them. Thus, we made a list with 50 possible innovations and asked the 
respondents to select one of the following answers for each of the 
innovations: 

1) Not applicable to us; 
2) We know about this opportunity, but we would not apply it; 
3) We know about this opportunity and we would apply it; 
4) We apply it now; 
5) We applied it in the past. 
The results show that there is a group of innovations applied by 

all the respondents, namely: 
 production of products in price segments of super-

premium and ultra-premium; 
 refinement of production process, 
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 increase of brand awareness; 
 investment in advertising; 
 exchanging production knowledge. 
Furthermore, all of them are informed about the option to 

improve their merchandising and declare readiness to make it. 
We also identified another group of innovations, which is 

widely implemented by wine producers. For these innovations they 
gave answer “we apply it” or “we know about this opportunity and we 
would apply it”. These are: improvement of varieties, alternative 
energy sources (photo voltaics), managing relations with suppliers, 
expansion to new foreign markets, increase the number of distributors 
in foreign markets, new market promotions, new strategic agreements, 
new labeling, seek to have rating in expert wine guides, seek to win 
awards, revision of the organizational routines, extensive use of 
technology transfer, training activities of the organization, 
improvement of resource efficiency, reduction of energy 
consumption, waste management and reduction of gas emissions. 

 

2.2.4. Conclusions of the Pilot Study 
In the context of bio innovations, the Bulgarian wine industry 

make efforts according to correspond consumers’ demands for top 
quality wines and food safety, providing eco-friendly production 
methods and winegrowers technical needs in a climate change 
background. Furthermore, the endeavors are forced on the next three 
levels: 

 At the plant level, to improve and design agricultural 
practices (canopy management, irrigation, fertilization, training 
systems, and pest and disease control) with the aim of maximizing 
berry quality, durable resistance to pests and diseases, and adaptation 
to climate change. 

 At the vineyard level, to design, develop and test 
innovative agronomic systems integrating new agricultural practices 
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and considering the variability of constraints met by European 
vineyards grown under a wide range of environments. 

 At the breeding level, to diversify grapevine varieties 
about desirable adaptive traits building on tools and knowledge 
developed through international breeding genomic initiatives. 

The process of restitution of the land must be significantly 
accelerated and functioning land market developed to open the way of 
planting new vineyards and provide necessarily quantities of grape for 
wine. State must accelerate land restitution and creation of land market. 
Practical facilitation of export procedures and trademarks issues is of 
great importance for wine producers. 

The results of our survey with experts helped us to refine the 
meaning of some of the concepts that we use. Such refinement will help 
us to increase the scientific quality of the formulation of the final 
version of the questionnaire for the wine producers in Bulgaria. 

The in-depth interviews gave us valuable information and 
helped us to understand better the replies of our respondents. These 
interviews are the ones, which gave us the direction for improvement 
of some questions and some of the suggested answers. We found out 
that our survey gave the respondents ideas for new innovations in their 
enterprises. In line with this, we decided in the final version of the 
questionnaire to include question if the suggested innovations gave 
them an idea what they might implement in their enterprise. The results 
of in-depth interviews proved the first hypothesis based on the clear 
understanding of high-level managers that the use of innovation in 
wine production, its management and marketing is a key factor in 
achieving competitiveness and an instrument for the 
internationalization of the sector. 

The results of our research indicate that wine producers in 
Bulgaria invest or are ready to invest in product, marketing and to some 
extent in bio innovations. To high extent this proves the second 
hypothesis stated that Bulgarian SMEs from wine industry are more 
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likely to implement product and marketing innovations. However, we 
also identified that the focus is also on the process of production and 
some market innovations. 

The third hypothesis is partially confirmed as the wine producers 
see the aim of the innovations not only as a tool for increase of the 
profits, but also the increase of its efficiency and competitiveness, 
employees’ satisfaction, and the consumers’ contentment with the 
product. 

As the main goal of our research was to identify the 
entrepreneurial endeavors and the innovation involvement in wine 
industry as a specific sector of the bio-based economy in Bulgaria, we 
can make some specific conclusions. Currently, none of the 
respondents produces Bio grapes or wines and only one of them intents 
to do so. Nevertheless, some of them declared readiness to implement 
solar and photo-voltaic energy sources. As concerns the bio packaging, 
it seems like that this is innovation that can be implemented, because 
respondents implement or are ready to implement such innovation, and 
there is only one wine producer, who says that he/she would not apply 
it. A positive indication is their readiness to improve resource 
efficiency as all of them apply or are willing to apply such innovations. 
Thus, Bulgarian wine production can be more bio oriented as concern 
the will and efforts of the entrepreneurs. 

As a conclusion, this pilot study discusses the initial steps to 
develop a valid and reliable instrument to assess innovation 
performance and entrepreneurial endeavors. Although the results that 
were reported here should be regarded as a preliminary step in 
developing an instrument to assess motivation for Innovation and Bio-
entrepreneurship development, the results are encouraging. 
Nevertheless, this effort sets the stage for a considerable research 
agenda. It provided a framework for further exploration of the specific 
factors that influence innovation strategies and a basis to build reliable 
and valid scales to measure those factors. 
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The collected initial data to high extent proves the main 
hypothesis of the authors, namely the main innovations, implemented 
by wine producers are product and marketing innovations, but 
alongside with production and market ones. The production of wines 
in price segments of super-premium and ultra-premium is an 
innovation, which corresponds to the requirements of the market as was 
mentioned at the beginning of the current study. Of course, the 
refinement of production process and exchange of knowledge are 
another significant innovation, which are factors for enhancement of 
the competitiveness of the enterprises. Furthermore, the efforts for the 
increase of brand awareness alongside with the investments in 
advertisement provide even more opportunities for competitive 
development. 

Nevertheless, it is also evident that wine producers still don’t 
implement many innovations as regards the bio production. Of the 
eight least implemented innovations half of them are related to bio 
production. Thus, this may be defined as an area, where more efforts 
and investments are needed. 

2.3. CHARACTERISTICS OF THE SPSS DATABASE 

Variables 
The SPSS database consists of 196 variables, which can be 

grouped in the following sections: 
1) System variables. 
These are nine variables, which are related to the fact that the 

survey is performed online. These are the ID number of the respondent, 
language, date and time of start and finish of the survey, etc. 

2) Respondent variables 
This section consists of four variables, namely sex, age, 

education, and total years of experience of the respondent. 
3) Enterprise variables 
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They cover some general characteristics of the enterprise. These 
are 34 variables, which cover the following: 

• years of functioning of the enterprise; 
• number of employees; 
• additional activities; 
• markets for production realization; 
• ownership 
• sources of financing; 
• sources of raw material; 
• types of produced wine. 

4) Innovations section 
It consists of 64 variables, which are grouped as follows: 

• implementation of innovation strategies; 
• the stage of realization of the innovation strategies 
• expected results of innovations application; 
• application of specific innovations 

5) Competitiveness section4 
It is composed of 85 variables, concerning the following: 

• factors, contributing to the competitiveness; 
• competitiveness strategies 
• methods for selecting competitiveness strategy 
• evaluation of the competitiveness of the own firm and 

product 
• evaluation of the competitive status of the own 

enterprise in the sub sector 
• evaluation of the contribution of various elements of 

product, price, distribution, promotion, management as 
factors for competitiveness 
 

 
4 The current study doesn’t cover the latter section as it is examined in 

another monographic research, made under this project. 
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General Characteristics of the data set 

Respondents 
The performed analysis shows that in the survey took part a little 

bit more men than women. The latter represent 43%, which is 14 points 
lower that the share of men, which is 57%. (Fig. 2.10) 

 

 
Figure 2.10 Distribution of respondents by sex 
Source: Own data 
 
As concerns the age most of the respondents are from 41 to 50 

years old (37%). However, they are almost as the group of respondents, 
which are from 31 to 40 years old. Thus, all the surveyed are people 
from 31 to 50 years old. On one hand these are young and energetic 
people, but on the other they are experienced enough. (Fig. 2.11) 
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Figure 2.11 Distribution of respondents by age 
Source: Own data 
The majority of respondents have higher education, Bachelor's 

(34%) or Master's Degree (55%) and they represent 89% of the 
respondents. Such result indicate that the sample consists of people 
with high level of knowledge and competence. Such result is rather 
important as for the implementation of innovation and the adoption of 
innovative practices, the level of education is a key condition. It is 
important because people with a motive to increase their educational 
level are directed to the new, innovative, which will also increase the 
competitiveness of their organizations. (Fig. 2.12) 
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Figure 2.12 Distribution of respondents by education 
Source: Own data 
 
Furthermore, the data, presented on figure 2.13 show that most 

of the respondents have long professional experience. Most of them 
(60%) have more than 15 years experience as 45% are with over 20 
years and 15% between 16 and 20 years. On one hand this can lead to 
more adequate decisions as regards the implementation of innovation, 
but in can also contribute to a more conservative approach and lower 
level of initiative. (Fig. 2.13). 

 
Figure 2.13 Distribution of respondents by years of experience 
Source: Own data 
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Enterprises 
Most of the enterprises in the sample are with more than 16 years 

of functioning (37%). The group that follows are those enterprises, 
which have between 11 and 15 years behind them (28%). The 
enterprises with up to 10 years of experience are 35% of the sample. 
(Fig. 2.14) 

 
Figure 2.14 Distribution of enterprises by years of functioning 
Source: Own data 
 
As concerns the size of the enterprise, most of them are micro 

(41%) or small (39%) enterprises and only 20% are mediud-sized. (Fig. 
2.15) 
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Figure 2.15 Distribution of enterprises by number of employees 
Source: Own data 
 
In addition to making wine 77% of the wine producers also trade 

with wine, namely sell their production. Furthermore, it is interesting 
that 68% of them declared that they also grow vines. It can be presumed 
that these producers predominantly use their own raw material, if not 
only own. The least implemented additional activity suggested in the 
survey is wine tourism as less than a half of them perform such (45%). 

 

 
Figure 2.16 Distribution of enterprises by additional activies 
Source: Own data 
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The respondents were also given the opportunity to provide their 
own answer. Table 2.2 presents some additional answers, given by the 
respondents. 

 
Table 2.2 Information on more additional activites, provided by 

the respondents 
Additional activity Respondents 

Agriculture 1 
Trade in wine consumables 1 

Trade in materials for wine production, machines, 
and design in the food industry 1 

Farm 1 
Source: own data 
 
As low as 13% of the respondents do not sell their production on 

internal (Bulgarian) market and almost most of them (87%) realize 
their production in Bulgaria. The next most popular market for the 
realization of the wine production is Europe as 62% of the respondents 
do so. Only 37% of the surveyed declared that they sell their wine 
worldwide. (Fig. 2.17) 

 
Figure 2.17 Distribution of enterprises by market for the 

realization of production 
Source: Own data 
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As figure 2.18 show all the studied enterprises in the sample are 
with private ownership. (Fig. 2.18) 

 
Figure 2.18 Distribution of enterprises by ownership 
Source: Own data 
For the financing of their enterprise most of the wine producers 

rely on their own funds (81%). They also refer to European funds ad 
50% of them provided such answer. Almost the same is the share of 
those enterpreneurs, who use bank credit to finance their business 
(48%). Only 19% of the wine producers rely on national programs. 
(Fig. 2.19) 

The respondents were also given the opportunity to provide their 
own answer. One respondent wrote that the enterprise relies on loans 
from companies and related parties. 
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Figure 2.19 Distribution of enterprises by sources of financing 
Source: Own data 
 
The results show that the enterpreneurs use predominantly raw 

material, which comes from their own vineyards (62%). However, they 
also rely on grape from suppliers, which is grown in Bulgaria (53%). 
As low as 9% of the wine producers use raw material, which is 
imported. (Fig. 2.20) 

 
Figure 2.20 Distribution of enterprises by sources of raw 

material 
Source: Own data 
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The companies indicate that their product range includes all 

types of wine. Certainly the wine cellar assortment specializes in the 
production of Protected Geographical Names (regional) wines, 
boutique wines in small series and aged wines. The data of fig. 2.21 
shows that there are niches that are not sufficiently developed, i.e., the 
item of the product. 

 
Figure 2.21 Produced types of wine 
Source: own data 
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2.4. RESULTS PROLIFERATION AND FEEDBACK 

A significant element of the methodology, which we implement 
in our scientific work is to make its results visible to the wide audience 
and to receive feedback, where applicable. 

In this regard many researchers, including some of the most 
popular as Grunig and Hunt (1984, p.6), regard PR as a communication 
management, but there are a number of differences between 
communication management and public relations, summarized by 
Stoychev and Stanev (2017). In the environment of harsh business 
competition, the organizations should comprehend and use with 
synergy advertising, public relations (PR), direct marketing, personal 
sales, stimulating sales (sales promotion), internet marketing and social 
media marketing to realize a successful communication campaign as 
the frame of a pre-planned communication strategy. Stoychev, 
Dimitrova & Desev (2019) for instance state that the goal of it all is 
presenting a stable and convincing image before stakeholders (all 
interested parties) and target markets. Furthermore, they pay attention 
on the fact that the managerial accents in this effort should be planning 
and communication (developing a communication strategy) as well as 
evaluation of marketing communication effectiveness. This would play 
a control and corrective role and it should be necessary re-evaluating 
communication objectives (Stoychev et al, 2019).  

The current paragfraph present the methodology for gaining 
publicity of a scientific project, namely “Conceptual Model for 
Introducing Innovation and Increasing the Competitiveness of 
Industrial Enterprises”, financed by the Bulgarian National Science 
Fund (BNSF) under a competition for financial support for projects of 
junior researchers and postdocs. We focus on the utilization of the 
principles and instruments with a view to establish the scientific results 
and the opportunities to find better public recognition.  

We hope that the good practices in gaining publicity, which we 
present here, will increase the motivation of young people and 
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researchers to elaborate projects, participate in teamwork and public 
recognition of their actions. 

By publicity we mean the attempts for a two-way dissemination 
of information through different communication channels in general, 
not only via mass media, but also special events, direct communication, 
etc. The paper presents the communication management of the team 
creating a scientific web site, the impact of social media activities using 
digital marketing campaigns, and organization of events such as a 
scientific forum. It includes modern methods for validation of scientific 
achievements, recognition by related parties, and high assessment of 
teamwork, which is a prerequisite for developing a model for public 
recognition of scientific projects. 

 

2.4.1. Principles and Conditionality for a Successful Project 
PR 

Lately, the science communication or communicating science is 
a topic, which draws the attention of scholars and institutions, which 
are involved in supporting scientific research (European Commission, 
2014). However, the idea that science should be communicated with 
the public can be traced back to early years. Anne Roe very often is 
referred to with her statement that “nothing in science has any value to 
society if it is not communicated, and scientists are beginning to learn 
their social obligations” (Roe, 1953, p.17). Nowadays there are 
numerous studies (Treise and Wigold, 2002; Burns, O’Conner & 
Stocklmayer, 2003; Jucan and Jucan, 2014; Little, 2019) and guides 
(Bowater & Yeoman, 2012; Jensen, 2016; Cormick, 2019), which 
address this issue and discuss the opportunities for enhancement of the 
science communication. 

However, communication managers work on two levels - 
strategic and tactical. One deals with the organization's trends, policies, 
potential threats, and opportunities, while others are responsible for 
making specific decisions in line with the strategic plan: for example, 
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selecting the appropriate media and content for a message, organizing 
a special event or distributing a promotional message (Stoychev & 
Stanev, 2017, p.75). According to the research of Stoychev et al (2019), 
creating a communication strategy goes through the following stages: 

Stage 1. Analysis of the micro- and macro-environment and 
choice of target market - the concrete market opportunity or problem is 
the scientific project and the communication policy taking up the 
differentiation and positioning of the project results, by comparing to 
the competition. The elaboration of a scientific web site is not a regular 
practice in Bulgaria, but the efforts of BNSF staff are related to more 
public recognition and dissemination of the results. 

Stage 2. Placing communication objectives - the correct 
formulation and observing project team objectives guarantees that the 
communication policy is not discerning but is synchronized with the 
development of the project itself. Moreover, the current team relies 
basically on the specific implementation of the research results and the 
harmonization with the necessities of the business environment 
especially for the wine industry. 

Stage 3. Developing key messages depending on the target 
groups or stakeholders - the message must be accessible, clear, and 
concrete but with a different emphasis in relation to the different 
groups. Target groups of people that can gather a positive result from 
the messages are students, young researchers, postdocs, academic staff, 
business consultants, etc. All of them can reach the publications related 
to the project free of charge using different opportunities like the web 
site of the project, the Research Gate web site, social media channels, 
etc. Furthermore, the project team uses direct marketing by sending 
regular e-mails to stakeholders, i.e. invitations for the scientific forum, 
an inquiry card according participation in the online survey of the team, 
information about recent publications, etc. 

Stage 4. Planning and applying communication activities and 
tools depending on the goals, messages, and target groups. This stage 
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is fully in connection with the official page of the project in a social 
media like Facebook. This is an appropriate channel to reach young 
people, i.e. students and young researchers that spend a lot of time 
using this network. The number of followers of the project’s Facebook 
page proves the active interest and participation of the connected 
parties. 

Stage 5. Planning time schedules, media planning, budgeting, 
and engaging man resources. On this stage of the project’s 
communication strategy, the project team manages the activities in 
accordance with the different scientific fields that they are specialists. 
The team specialist in political sciences makes the digital marketing 
and creates messages in the social media. The IT specialist oversees the 
special features and installation of different platforms, for instance the 
specialized platform for project management and for organization of 
the scientific forum. The economist is responsible for budgeting and 
managing the finances received to finance the project activities 
(Коstovа-Pickett,2017). 

Stage 6. Measuring results/evaluation of effectiveness is a 
complex process at different levels for the different communication 
instruments with corrective function. The high level attained is the 
recognition of the researchers involved in the project, as well as the 
quotation of their publications, that indicates the level of efficiency and 
dissemination of the results. 

The basic aim in elaboration of a project web site is the 
dissemination of the scientific results and a public profile of the 
scientists who are involved in the project. It is structured in seven 
categories incl. Beginning, About us, Portfolio, Results, Calendar, 
Gallery, and Contacts. It has its own logo, slogan and corporate vision 
of the project that is unified and used in all publications. This 
uniqueness supports better public recognition and evaluation of the 
teamwork.   
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The social media used by the team is Facebook. They make 
massive marketing campaigns that are focused on dissemination of the 
research results, participation in scientific conferences, etc. Using the 
opportunities of digital marketing, the project team gathers more and 
more followers. All publications are branded with the project logo and 
specific vision, incl. colors, style, etc. 

The implementation of the project supports the view of the 
National Research Development Strategy 2020 that “education, 
research, technological development and innovation are the basis for 
achieving dynamic and sustainable economic growth”. Based on this, 
the project team organizes an event, namely a scientific forum that 
includes a round table and a conference. The interdisciplinary of the 
research team gives an opportunity the IT specialist to elaborate a web 
site of the event that presents in a high manner the purpose and more 
information for the audience. The round table aims at discussing the 
possibilities of optimizing the wine sector through innovation. In this 
event are invited business representatives, academic staff, researchers, 
and young scientists. On the next day will be held the First National 
Scientific Conference for Students, PhD Students and Young Scientists 
“Innovation and Competitiveness”. The conference is focused 
specifically on young people in science and their interpretations of 
current social, economic, and political problems. It includes five 
thematic fields, namely: 

1) Digital transformation of management. 
2) Innovation and economic development. 
3) Political environment and innovation. 
4) Innovation management of national security and cyber 

security.  
5) Competitiveness. The event is being promoted through a 

website and a Facebook campaign. 
The active participation of the project team in International 

conferences provides good opportunities for gaining publicity. The 



163 

presentations and research in accordance with the project aims are 
discussed with scientists from different parts of the world. The overall 
conclusion is that the motivation, creativity, and hard work of the 
research team are highly evaluated by the scientific community. 

 

2.4.2 Significance of the Research project 
The current EU and Bulgarian strategies are related to the 

coherence of research in line with European, national, and regional 
priorities related to socioeconomic development. In this sense, on 7 
June 2017, the National Assembly of the Republic of Bulgaria adopted 
the updated National Strategy for the Development of Scientific 
Research (NSDSR) in Bulgaria 2017-2030. The current research 
project is in line with the priorities set out in the European and national 
research development strategy and its realization contributes to the 
achievement of the objectives set out in the above-mentioned strategic 
documents as the arguments for this are contained in following 
subsections. 

 
Compliance with the national research priorities according to 

the updated National Strategy for the Development of Research in 
Bulgaria 2017-2030 

The business-science link 
Among the main weaknesses of research in Bulgaria, the 

strategy identifies “weak links between the research organizations and 
the business”, but this is also seen as an opportunity to “strengthen the 
role of the triangle knowledge - education, research and innovation” 
and “science-business links strengthening and stimulating innovation 
based on scientific results” (NSDSR, p.22). 

In this context, the strategy also notes the importance of those 
fundamental research that can contribute to the development of “both 
applied research and pure fundamental research”. According to the 
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definition, they are “inspired by the clear expectation of benefit and 
possible long-term applications”. One of the objectives of this type of 
research is “to enhance the competitiveness and productivity of the 
economy in line with the ISIS (NSDSR, p.27) thematic areas”. 

The results of the implementation of this project for fundamental 
research is the enhancement of the competitiveness of small and 
medium-sized enterprises (SMEs) in the winе sector. The identification 
of the challenges for SMEs in the research sector and the research 
expertise of the team members makes it possible to offer solutions to 
the identified problems. A research of Angelova, Georgiev, Dimitrova, 
& Pastarmadzhieva (2019a) states that optimization of the 
collaboration “business-science-education” is a prerequisite for the 
increase of the competitiveness of the enterprises. In the paper they 
introduce a scientific solution of a practical problem through the 
creation of a model for informal education of specialists in the wine 
industry. The suggested model for informal education represents a 
specific innovation, which implements the known “good practices” in 
the strategy “Lifelong Learning”. 

 
Integrating Innovation to Improve Business Competitiveness 
The National Research Development Strategy for 2020 states 

that “the government is aware of the need for a long-term and coherent 
policy in the field of research and innovation to overcome the 
significant lagging behind the developed European countries”. Low 
innovation activity of SMEs has been identified, with only 0.04% of 
them participating in the competitions of the National Innovation Fund 
(NSDSR, p.9). The low innovation activity is also pointed out as a 
weakness in the updated National Strategy for the Development of 
Research in Bulgaria 2017-2030. It shows that Bulgaria is last 
regarding the “index of innovation among the Member States and 
candidates for EU membership (also after Serbia and Turkey)” 
(NSDSR, p.20). 
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The presented project focuses on SMEs in the wine production 
and, on the one hand, aims to establish the extent to which innovations 
in this sector are applied, but on the other, to offer opportunities for 
increasing the innovation activity of the enterprises from the researched 
sector. A research of Dimitrova, Angelova & Pastarmadzhieva (2019) 
states that one of the directions that can contribute to increasing the 
competitiveness of an enterprise is increasing the innovation activity of 
the wine producers. In this sense, they conceptualize the role of 
innovation activity as an element of competitiveness, and in particular 
its role in improving the competitiveness of the wine industry. 
Furthermore, the paper of Angelova, Pastarmadzhieva, Dimitrova, & 
Georgiev (2019c) presents innovative practices in wine industry and 
the opportunities that they provide for competitiveness enhancement in 
Bulgaria. 

 
ICT capabilities 
Among the priorities of the Innovation Strategy for Intelligent 

Specialization (ISIS) of the Republic of Bulgaria 2014-2020 are 
information and communication technologies (ICT). The 
implementation of the current research project will also contribute to 
the enriching of scientific knowledge in the field of ICTs, while at the 
same time aims at identifying how they could be used to innovate and 
increase the innovation activity of SMEs in the field of wine 
production. The ICT capabilities are enriched with the proposed model 
for informal learning of specialized employee from wine industry, 
elaborated by Angelova, Georgiev, Pastarmadzhieva & Dimitrova 
(2019b). In essence, the model represents innovation, according to the 
lack of a specialized educational and training model. Increasing the 
human resource quality through using and applying appropriate 
methods and techniques (Life-Long Learning, etc.) contributes to the 
organization stability. 
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Interdisciplinary 
The NSDR in Bulgaria 2017-2030 considers interdisciplinary as 

a “prerequisite for the development of all the major scientific areas in 
which Bulgaria can build the necessary scientific capacity” (NSDR, 
p.27). 

The project team consists of researchers from three scientific 
fields - 3.8. Economics, 3.3. Political sciences, and 4.6. Informatics and 
Computer Science. The research team is thus designed to cover the 
different aspects of the researched scientific problem: on the one hand, 
the sociopolitical environment in which the economic subjects operate 
and, accordingly, the opportunities they provide; on the other hand, the 
SMEs themselves and their innovation activity, and thirdly the 
possibility of applying ICT to innovation activity. The universality 
under consideration allows for the combination of scientific expertise 
and the achievement of high results both in the field of scientific 
knowledge and those that could be the basis for concrete practical 
actions. 

 
Supporting research conducted by PhD students 
One of the specific activities to be implemented under the 

strategy is “substantial expansion of PhD as a first step in the scientific 
career”. As a measure, it refers to “supporting research carried out by 
PhD students and the dissemination of scientific results” (NSDR, p.43). 
This project includes a PhD student, as the subject of the project fully 
corresponds to the subject of the dissertation, namely: 
“Competitiveness of micro and small enterprises from the Wine 
Industry in Plovdiv region”. The work on the project already 
contributed both to supporting the research of the PhD student on the 
dissertation topic and to popularizing the scientific results and their 
appraisal in the subject of the research. 
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Publication in Impact Factor/Rank Journals 
The publication in a journal with an impact factor/rank also 

corresponds to the National Strategy for Research Development in 
Bulgaria 2017-2030, which considers the need to increase the 
publications in authoritative international journals with an impact 
factor/rank and to increase the visibility of the published results and 
publications in internationally referenced scientific journals (NSDR, 
p.51). The team efforts are focused on high quality research that are 
published in world data sources with scientific information. In this 
sense, connected to the realization and dissemination of the scientific 
contributions, the scientific publications that result from the 
completing of the project are published in Scopus and journals with 
impact factor. All of them are available online and a positive estimation 
for their quality is the high rate of citation from scientists abroad. 

 
Promoting the research interest of pupils and students 
To strengthen science's links with education and the need to raise 

the interest of young people in science, the updated NSDR in Bulgaria 
2017-2030 encourages the “promotion of science and research by 
young scientists to pupils and students” (NSDR, p.58). This 
corresponds to the actions of the young scientists from the present 
project, namely the inclusion in the team of a student (subject Business 
management at the University of Plovdiv Paisii Hilendarski). The 
active participation of the student corresponds with gathering 
knowledge in accordance with scientific papers (Dimitrov & Angelova, 
2020) and increasing “soft skills” level based upon participation in 
presentations, events management, etc. 

 
Regional balance 
The NSDR in Bulgaria 2017-2030 states that “the regional 

balance of science will contribute to a balance in the development of 
the regions in accordance with the national interests of the country and 
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with the vision of the EU” (NSDR, p.27). The current research project 
is in line with the ISIS of the Republic of Bulgaria 2014-2020, which 
outlines the regional priorities of Bulgaria in the sphere of research. 
This compliance is addressed in detail in the next subsection. 

 
Compliance with regional priorities in the field of scientific 

research 

A key document defining the regional priorities in the field of 
research in Bulgaria is ISIS. According to it, in Plovdiv the capacity for 
intelligent specialization of the field is concentrated in the thematic 
area “Informatics and ICT” and “Industry for healthy life and bio 
technologies”. It is stated that “the sector of the food industry is 
determinant for the development of the region” (ISIS, p.36). 

According to the strategy, ICT Cluster Plovdiv is among the 
well-established ICT clusters in Bulgaria. Its scope of activity is “to 
encourage, support and develop the cooperation between all 
companies, educational institutions and state institutions in the field of 
ICT, to create favorable conditions for their development, to enhanced 
their competitiveness at national and international level” (ISIS, p.69). 
The stated potential of the ICT Cluster Plovdiv is used in the realization 
of the objectives of this project. As for the food industry, part of which 
is the wine production, it is no surprise that in 2012 exactly Plovdiv 
was chosen for the place of discussion on this topic. During this period, 
meetings with focus groups were held jointly with World Bank experts 
and topics related to the “human factor were discussed (the lack of a 
workforce tailored to the needs of the economy), as well as the links 
between science and business, the challenges facing the sectors of the 
economy” (ISIS, p.128). This project addresses the problems of one of 
the foods industries segments, namely wine production. 
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Compliance with European priorities in the field of scientific 
research 

This project is fully in line with the European priorities, in 
particular Europe 2020: A strategy for smart, sustainable, and inclusive 
growth and the EU Framework Program for Research and Innovation 
Horizon 2020. 

According to the Europe 2020 strategy, “sustainable growth” 
means “creating a sustainable and competitive resource-efficient 
economy where Europe's leadership contributes to the process of 
developing new processes and technologies, incorporating Eco-
technologies and speeding up the deployment of smart grids, using 
ICT, turns into account the networks at EU level and strengthens the 
competitive advantages of our business activities, especially in the 
production and within our SMEs, as well as, by supporting users to 
value resource efficiency” (Europe 2020, p.17). 

The results of the current scientific research project lead to the 
optimization of SMEs' activities in the sphere of wine production, 
focusing on innovation in these enterprises and in particular using ICT. 
Optimizing the activity of the researched SMEs would contribute to a 
more sustainable and competitive economy. 

Europe 2020, like the national strategy, emphasizes the need for 
science and business cooperation to “maintain a strong industrial and 
knowledge base and enable the EU to lead global sustainable 
development”. This cooperation is also a priority of the EU Framework 
Program for Research and Innovation, Horizon 2020, where one of the 
priorities is “Science with and for society” (Horizon 2020, p.17). 
Among the key priorities of the work program for 2016/2017 are SMEs 
and their innovation activity (Horizon 2020 Work Programme 2016-
2017, p. 7). 

Generally, the project “Conceptual Model for Introducing 
Innovation and Increasing the Competitiveness of Industrial 



170 

Enterprises” corresponds to the regional, national, and European 
research priorities set out in the strategy papers.   

  

CHAPTER II IN SUMMARY 

The research is based on wide range of quantitative and 
qualitative methods. This approach allows triangulations and 
verification of the obtained results. Thus, it is a prerequisite of a study 
with a high level of originality and reliability. Furthermore, there are 
enough cases to analyses, although some of the respondents did not 
answer some of the question. However, such situation is not an 
obstacle, but it just to some extent limits the available statistical 
method. 

The pilot study was a very successful tool in this research for 
two reasons. First, it provided some initial insights and focused our 
attention on certain areas and issues. Second, it was a test for the 
methodology of the research, and we identified some points, which 
need to be improved. 

The expert assessments provided valuable opinions on the 
conceptual apparatus. We found that some of the notions needed to be 
revised, thus, the research became more precise and adequate to the 
specific scientific definitions. 

Furthermore, the aggregated data represent the variety of the 
pool. It consists of respondents from both sex, different age groups, 
education, etc. The enterprises also vary in years of functioning, size, 
activity, wines, that produce, etc. The only variable, which 
homogenous is about the type of ownership of the enterprise, namely 
all of them are private. 

Gaining publicity for a scientific project corresponds to the 
strategies elaborated on National and European level to strengthen the 
relation of the so called “triangle of knowledge” - science-business-
education. According to the statement that nothing in science has any 
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value to society if it is not communicated, the paper discusses the 
opportunities for enhancement of the science communication and the 
idea that science should be communicated with the public. 
Furthermore, the interdisciplinary of the current project team is a 
precondition for more opportunities for public relations that relates to 
the main purposes laid in the Innovation Strategy for Intelligent 
Specialization of the Republic of Bulgaria 2014-2020. The paper 
introduces the importance of the current scientific project and 
compliance with the European, national, and regional research 
priorities. The results gathered by the statements of stakeholders (i.e. 
professors, students, young researchers, representatives by the National 
science fund of Bulgaria, etc.) indicate that the teamwork and efforts 
are highly appreciated. This is a “good practice” in the field of science 
and can be elaborated as a model for dissemination of the results 
gathered by the researchers. 

Such methodology and dataset are prerequisite for acquisition of 
valuable data, which analysis is presented in Chapter III. 
  



172 

CHAPTER III.  
APPLICATION OF INNOVATIONS BY SMALL 
AND MEDIUM-SIZED WINE PRODUCERS: AN 

EMPIRICAL EVIDENCE 

3.1. QUALITATIVE RESULTS: PHASE ONE 

(INTERVIEWS) 

3.1.1. Overview, Sample Selection, and Interview Approach  
The objective of this phase of data collection was to ask the 

managers and specialists about the proposed conceptual model for 
investigating the innovation activity of enterprises and get their overall 
feedback and insights into the concept of innovations. The results of 
the pilot study and more precisely from Phase Two, namely in-depth 
interviews among SMEs wine producers from Plovdiv region, gave us 
very interesting data. Furthermore, it gave us some valuable ideas on 
the improvement of our methodology. In addition, we included in the 
research representatives of wine industry enterprises located in 
different wine regions in Bulgaria that gave us the opportunity for 
benchmarking. Respondents were asked a series of questions to 
establish the type and origin of their business, their personal 
background and experience with management, and then questions 
dealing more specifically with implementation of innovations. We 
asked a broad range of questions focused on their understanding about 
the necessity and specificity of innovations and implementation of 
innovation strategies. 

While the interviews sought confirmation of the proposed ideas, 
so too were modifications and emergent concepts that might influence 
the development of the construct. Essentially, this phase of the 
research was designed to compare the largely theory and literature-
based conceptualization of innovations and innovation strategies with 
the practical experience and knowledge of managers.  
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Phase One consisted of interviewing 15 managers and 
specialists who were picked from a convenience sample of SMEs from 
wine industry located in Bulgaria. As no such Research was conducted 
in the companies before, it took some months to make the Top 
Management and Wine Specialist (oenologist, technologist, etc) 
willing to cooperate and finish the research. We selected a potential 
pool of 20 wine producers to contact for interviews based on our 
strongest personal relations (given the time and effort commitment 
necessary for the interview phase). All the respondents were contacted 
throughout January 2020 to April 2020, of which 15 agreed to be 
interviewed. The enterprises are in Sofia, Plovdiv, Asenovgrad, 
Harmaly, Panagyurishte, Sandanski, Stara Zagora, Veliko Tarnovo. In 
this sense we included representatives of the two wine regions in 
Bulgaria - Danubian Plain and Thracian valley (according to data of 
the State Gazette, issue 67/16.08.2005 there are 2 wine regions for 
production of regional wines in Bulgaria). The selection consists of of 
men and women from the wine industry. Table 3.1 summarizes the 
characteristics of the participants and their organizations. 

 
Table 3.1 List of Interview Participants 
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ID:1 1999 44 4 President F F, OM S 38:00 
ID:2 1999 44 4 Technologist M S S 55:00 
ID:3 2001 55 1 CEO F M MS 1:54:02 
ID:4 2005 38 1 CEO F F, OM S 1:24:05 
ID:5 1995 8 0.26 Pres&CEO M F, OM M 48:15 

 
5 The Revenue data is based upon official documents published in the web site of 

Ministry of Justice Registry Agency in Bulgaria, Commercial Register, online available on: 
https://public.brra.bg/CheckUps/Verifications/VerificationPersonOrg.ra [accessed on 5 April  
2020] 

https://public.brra.bg/CheckUps/Verifications/VerificationPersonOrg.ra
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ID:6 1999 134 15 Technologist M S MS 1:12:00 
ID:7 1947 212 19 Pres&CEO M OM MS 1:01:00 
ID:8 2014 6 0.45 CEO M Co-F OM M 49:25 
ID:9 2005 15 0.66 Technologist M S S 31:03 

ID:10 2005 15 0.66 President M F, OM S 42:03 
ID:11 2017 7 0.92 Pres&CEO M F, OM M 39:10 
ID:12 2005 48 0,79 Pres&CEO M F, OM S 43:04 
ID:13 2001 65 1.1 CEO F M MS 35:00 
ID:14 2003 35 0.45 Technologist M S MS 25:00 
ID:15 2009 25 0.25 Oenologist M S S 45:00 

* Sex: F=Female, M=Male; Origin in company: F=Founder (co-founder), 
OM=Owner-Manager, M=Manager, S=Specialist; Size of the enterprise: M=Micro, 
S=Small, MS - Medium-sized enterprise. 

Source: Own data 
 
Each of the managers/specialists was interviewed using semi-

structured interview techniques where a series of questions were 
developed in advance (see Appendix A, Interview Guide). Follow-up 
prompts or questions were asked where there appeared to be more 
insights to gain. The interview questions began with “grand tour” type 
questions about the origin of the business, the respondent’s 
involvement, and the original opportunity. 

Questions about the hiring of early-stage employees and the 
development of innovation strategy at the organization were also 
asked. The interview then focused on general questions about the 
proposed conceptual dimensions (e.g., Approbation of Innovation, 
Effectiveness, Innovation Strategy, Innovation culture and Change 
culture etc.). The interview concluded with a discussion of any final 
thoughts the respondent might have on the innovations and innovation 
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strategies in general, such as how it had changed over time and what 
future innovation activity concerns, he or she might have. 

Twelve of the interviews were conducted at the manager’s 
place of business while three were conducted via Internet video 
chat. 

In addition to its importance in evaluating the Innovation 
activity, the interview data helped to provide much needed context, 
nuance, and clarity to the broader innovation picture. In addition to 
specific thoughts and insights around the conceptual issues (i.e. the 
innovation dimensions and the concept of innovation strategy 
implementation), the participants discussed their perceptions of how 
and why their innovative cultures developed as they did, the salient 
features of their particular cultures, and the importance of core values 
in the organization. Innovation strategy and implementation of 
innovations were clearly an issue that the participants thought about, 
were concerned about, and had put a great of effort into shaping or 
managing, as best they could. 

The following subsections explore the managers’ thoughts 
about implementation of innovation with respect to the proposed 
conceptual model and their overall insights into innovation concept. 

 

3.1.2. Stakeholders’ Attitudes towards the Nature of 
Innovations and Innovation Strategy  

To begin the interviews, the managers/specialists were asked a 
series of broad questions about their definition of innovation and what 
they think the innovation strategy of their organization was like. 
Managers were also asked if an “innovation strategy” meant anything 
to them and what that might be. The purpose of these general questions 
was to get a sense of what the respondents think about innovations and 
how innovations were perceived by them and by extension, their 
organization. When asked these questions the respondents reported a 
variety of ideas and opinions. For example, innovation was the 
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“future” of the company, “how we plan to do things”, an “extension 
of the founder/CEO”, how people “behave inside and outside the 
organization”, and “how people think and act in future perspective.” 
Although not expressed in the same words, collectively these ideas 
describe a central sense of innovation that closely matches the 
Schumpeter’s (1946) view of innovation. 

Overall, the data presents several key insights into the nature of 
Innovations. Innovation Strategy was thought to represent the 
values and beliefs which underlie actions and behaviors in the firm, or 
colloquially, “the way we plan to do things” and the reasons behind 
them. An Innovation Strategy, echoing the core attributes of 
innovations, incorporate notions of risk taking and flexibility, among 
others, in the service of opportunities. Finally, Innovation Strategy 
is a group endeavour which may be hard to come by, even in firms 
where such a culture would be expected to be found. These sentiments, 
taken as a whole, align with the proposed conceptualization of 
Innovation Strategy. 

These ideas appear to support the view of Innovations as an 
organizational culture focused on opportunities and the things that are 
necessary to identify/develop them and ultimately act on them. Table 
3.2 presents a selection of the evidence from the data that supports this 
position. 

 
Table 3.2 The nature of Innovations and Innovation Strategy 

Micro Wine Producer 
• “the first word that comes to mind is ‘opportunity’…it’s dynamic, 
changing, it’s risky – not quite – but thrilling for the manager. Developing the 
innovation strategy for the people it’s hard, it’s uncertain let’s say, there is 
uncertainty involved and flexibility is required to not get too attached to a routine 
way of doing things.”  
• “the innovation strategy…it’s about having ideas and understanding how 
to execute the ideas…” 
• “innovation to me is a whole range of things, because you can be 
innovative in how you deliver services, how you take care of customers, how you 
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handle your own team members, that sort of thing. Pretty broad and in just 
thinking differently than the norm…” 

Small Wine Producer 
• “It’s the ability as an entrepreneur to see opportunities combined with the 
resourcefulness of a farmer who has just lived his life dealing with what is. Taking 
advantage of whatever opportunities come his way…” 
• “we are building something from scratch, … we innovate focused on new 
machines and equipment … replacing the human labor as much as possible” 
• “[innovation strategy] would be outside-the-box, freedom, willing to take 
risk.” 
• “[it is] a culture of empowerment and we want people to make decisions 
and if they make a mistake then let’s just talk about how we are going to solve it 
or fix it or make it so it doesn’t happen again.” 
• “the implementation of innovation strategy gives you a bit of the license 
to not miss out or look at what’s been done before or slot yourself into best practice 
precedent – I think every decision we make, we look at it with the lens of do we 
want to follow or do we want to lead.  Sometimes you want to follow, there is 
nothing inherently bad about that, but it’s just that the rules aren’t as tight when 
you have a clear and prospective innovation strategy.” 

Medium-sized wine producer 
• “The implementation of innovations first and foremost is to impress. It is 
the lifeblood of our organization. They have to have the can-do attitude to solve 
the problem for a customer in the fastest and most convenient, most value added 
way…” 
• “it is a certain passion, excitement, and nimbleness that you bring to a 
situation. … that’s the nature of playing a game, that is the nature of a season, 
there is the odd challenge, but here is what we have to do and here is the tweak up 
of how we are going to make it if we just keep going forward.” 

Source: Own data 
 

3.1.3. Analysis and Results  
The respondents were asked to describe a successful innovation 

program according to their own point of view. In most cases through 
this technique, they make a projection of their own problems and give 
solutions through creating the “ideal type” Innovative Enterprise. The 
model of a successful innovation program can relate to the 
development stage of every enterprise. For example, in the cases 
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where the enterprise is a start-up the successful enterprise is imagined 
in the most ideal picture with minimum concrete data - the vision of 
the respondents is abstract following the line that all the employees are 
motivated and dedicated to the special cause in a sustainable 
enterprise. Correspondingly, the backbone is the enterprises with 
experience and history behind them that really work successfully - 
there is usually a successful enterprise, which is considered “more 
than the same”, staff growth, investment, geographic expansion in 
other regions. 

Another distinguishing feature of a successful enterprise is self-
sufficiency, especially in financial aspect. There are many examples 
of where operating businesses have certain financial dependencies - 
from municipal budgets (in the case of enterprises that are part of 
municipal structures), from project funding that is unsustainable to the 
extent unpredictable by donors who would also end funding. Wine 
producers declare that they had received funds by numerous programs 
such as “Special Accession Programme for Agriculture and Rural 
Development" - SAPARD, The Phare Programme, Programme for 
Development of Villages 2014-2020, Measure 126 - Equipment, etc. 

 The answers of the respondents in some enterprises are 
inconsistent. On the one hand, they claim that they are not innovative 
(3 companies), do not implement innovative strategies, but at the same 
time offer interesting new services, such as the opportunity for 
customers to make their own batch of 300 bottles of wine, their own 
blend, wine tourism with different wine packages. They do not 
understand the nature and types of innovations and at the same time 
they do not realize that their actions are innovative.  

There are conflicting sentiments regarding the production of 
new wines. 3 of the enterprises have included in their assortment 
orange wine, blue wine, wine with roses, white wine from red grapes, 
green wine, etc., while others rely on traditional Bulgarian varieties. 
More than half of the organizations are focused over the concept of 
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returning traditions 100 years ago, before modernization. 1 of the 
wineries wants to produce handmade boutique wine and pure wines. 
But most of participants claim that “wine is fashion, but the customer 
should not be snobbish, i.e. he/she should consume wine that he/she 
personally likes, not what others direct him to buy”. 

All respondents are adamant about the introduction of new 
machinery, equipment, and technology, and are participating in 
various funding programs. New enzyme preparations and application 
of drones to reduce the consumption of preparations are introduced to 
improve quality and yield. They are introducing a winery (wine 
combine) and other equipment to reduce the human factor. The 
winemakers are of the opinion regarding the lack of quality specialists 
who have the experience and knowledge to develop the enterprise. 
Affidavit of support of the above mentioned, none of the enterprises 
had introduced organizational-managerial innovations. They are 
focused on product, process, and technological innovations.  

82% of the respondents have implemented ancillary services, 
believing that "the money is in the services, not in the product", incl. 
wine tourism, wine packages, sale of local products. They possess a 
hotel or guest house, restaurant, degustation room where they can 
develop wine tourism by themselves. Working with partner 
organizations and tourist agencies in Bulgaria and abroad, for 2019 
they have guests from more than 50 countries. One of the cellars 
develops a fishery and a farm for the production of specialized goat 
meat in addition to the accompanying activities.  

Most wine producers participate in different competitions and 
have various rewards. 53% of them have export in EU and other 
countries like Vietnam, Russia, etc. All but one of the enterprises are 
focused in production of boutique wines with high quality, not 
commercialized product, based on the statement that they are trying 
“to produce good wine at a reasonable price with high quality”. 
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The leading weakness for the development of the sector is the 
lack of a strong branch organization, the inability to create clusters at 
the moment, the insufficient advertising on international markets. 
They exemplify France (Bordeaux and Marceille region), Italy, Spain 
and Portugal and the way in which their wines are promoted. Till now, 
there are some examples of regional grouping experiences in Bulgaria 
such as the Veliko Turnovo Wine Destination and Southern Sakar. 
Many investigations are focused on the necessity to develop wine 
clusters (Dimitrova, 2018) but respondents state that the Bulgarian 
wine growers need more time to mature for the idea. 

A huge problem for wine producers is the 50% reduction of the 
raw material in Bulgaria, and as a result in 2019 the vineyards are 
twice less than in 2006. This is the reason for the inability of Bulgarian 
producers to respond to the quantities demanded from the foreign 
markets. They are directing funds to increase their own vineyards. One 
of the cellars is opening two new production bases in 2020, which is 
using the Charmat method to produce sparkling wine, making them 
unique for Bulgaria. None of the managers and technologists are 
focused on the production of BIO, Organic and Eco wine because of 
the specific requirements and procedures in these types of wine.  

In Chapter One - Literature review we distinguished several 
types of innovations. The results of in-depth interviews according to 
the implementation of innovations can be summarized as follows: 

 
Table 3.3 Types of implemented innovations by wine producers 

According to the object of innovation 

product process Marketing 
organizational 
management 

100% 60% 33% 0 
According to the degree of radicalism, the depth of change and the time-lag 

between the idea and its practical application 
basic Improved pseudo-innovation 

13% 66% 
6.66% 
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According to the source 
innovation from research and 

development 
own company innovation 

innovation from 
other sources 

80% 60% 33% 
According to the company strategy 

open innovation closed innovation 
13% 80% 

According to the field in which innovation is realized 
industrial managerial 

100% 6.66% 
According to the material form 

material (represented as a material object - 
product or technology) 

non-material (no substance form - 
legal innovations) 

20% 13% (2 enterprises) 
According to the source of ideas, the emergence of innovation can be triggered 

by specific users from a new discovery 
from the company's 

own needs 
27% 20% 66% 

According the novelty of the company, the market and the particular 
consumer respectively 

new 
products 
globally 

a brand-new 
product for the 
company with 

which it is entering 
a new market for it 

new product, which 
complements the 
existing product 

range of the 
company 

sophisticated 
company 
product 

reposit
ioned 
compa

ny 
produc

t 
0 6.66% 93.3% 66% 33.3% 

According to the impact of innovation on consumer habits 

innovations, uninterrupted 
consumer habits 

innovations, changing 
consumer habits 

innovation, creating 
new consumer 

habits 
53.3% 20% 6.66% 

Source: Own data 
 
Most answers to the question “How do you measure 

innovation?” are incomplete or contradictory. One of the reasons that 
very small sample of all companies in the world have formal 
innovation metrics is because this simple question does not have a 
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simple answer. Metrics can be important levers of innovation – for 
driving behavior, as well as evaluating the results of specific 
initiatives. Defining the right metrics for wine industry business can 
be tricky. There is generally no one right answer and agreeing on what 
to measure can feel more like art than science. 

The heart of the problem is that today’s competitive 
environment is radically different from the industrial environment in 
which traditional innovation metrics were born. Because most metrics 
programs begin with benchmarks of established companies that have 
been successful with new products, metrics tend to revert to traditional 
measures of R&D or technology investment and effectiveness. If we 
focus on these two parameters 14 of the companies apply innovations 
in R&D and new technologies. In line with this, it can be made a 
conclusion that wine producers possess high innovation index. Across 
the Fortune 10006 that do possess innovation metrics, for example, the 
most prevalent metrics include: 

 Annual R&D budget as a percentage of annual sales. 
 Number of patents filed in the past year. 
 Total R&D headcount or budget as a percentage of sales. 
 Number of active projects. 
 Number of ideas submitted by employees. 
 Percentage of sales from products introduced in the past 

X year(s). 
The participants do not implement these metrics, do not have 

patents, and cannot evaluate whether or not have active projects, R&D 
budget as a percentage of sales, etc. While some of these metrics are 
valuable for driving investment in innovation and evaluating results, 
they provide a limited view. In today’s environment in which “open 
innovation” (13% of respondents apply) can create differentiation and 
competitive advantage, for example, some of these metrics inhibit 
strategic innovation. And in an environment in which disruptive 

 
6 https://www.innovation-point.com/innovationmetrics.htm [accessed April, 07th 2020] 

https://www.innovation-point.com/innovationmetrics.htm
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innovation must be wholeheartedly embraced as a core strategy, 
fundamentally new types of behaviors are required, and subsequently 
new structures and related metrics to drive these behaviors. 
Furthermore, it is not possible to calculate the Innovation Index for the 
wine industry enterprises which participated in the interview. 

All the participants state that the regulatory mechanisms of the 
institutions are not well developed and “Bulgarian institutions are an 
obstacle not supporter for the development of the industry and 
business initiatives”. 

Many surveys assess the impact of entrepreneurial skills to 
launch managerial initiatives in the sphere of innovation activities. At 
most valuable level is the communication skills, the initiative, the 
ability to work in a team and managerial skills and abilities of the 
manager. The lack of organizational-management innovations is an 
issue that must be checked with the results from the inquiry card. It’s 
a possible limitation that at the time of the interview the respondents 
emphasize only toward the product and its quality and as a 
consequence all the efforts are focused on this field. 

After all, if a generalized model of a successful Innovative 
Enterprise from the wine industry in Bulgaria must be drawn, it may 
look like this:  

 
A successful Innovative Enterprise is a functioning enterprise 

with a clear vision and practice of identifying significant, positive 
change and introducing it in the enterprise environment. It is focused 
on improving or replacing business processes to increase efficiency 
and productivity, and on producing good wine at a reasonable price 
with high quality. 

 
According to the in-depth interview results, when people 

evaluate the service as good, and use it more than ones, that means 
that the enterprise reaches its goals. 
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The dominant qualities of interviewed wine growers are: 
 
Communication skills,  
Activity and Initiative, 
Ability to work in a team, 
Pro-activeness, and  
Strategic planning capabilities.  
 
What became apparent when reviewing the questionnaire items 

considering the interview results was that some of the questionnaire 
items did not appear to sufficiently capture the concepts intended in 
the development of the innovations. After the interviews were 
conducted and we had an opportunity to think through and review the 
transcripts, there was a sense of disconnection between some of the 
items and the sentiments expressed by the respondents. While some of 
the ideas seemed to be relatively well captured, others did not. This 
perhaps should have been expected that not all the concepts would be 
considered highly relevant by the respondents; this might have been 
exacerbated by items which may ultimately have been conceptually 
unrelated.  

However, the results from the interviews including notions of 
strategic planning, shared struggle, and motivated representatives 
(managers and specialists) seemed to describe different concepts than 
work expectations and job responsibilities. Instead, the desired focus 
was more about teamwork and mutual support. Accessing cohesion 
through work expectations and job responsibility may be too indirect 
compared to more direct questions such as “I feel like I can count on 
others in the organization for support”.  

Several questions were oriented more towards generalized risk-
taking and innovation rather than changing to pursue or develop new 
opportunities. These risk-taking and innovation items seemed too 
abstract and removed from the intended notion of innovation and 
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change for or because of opportunities. For example, the original items 
included statements like “the term 'risk-taker' is considered a positive 
attribute for people in our business” and “in my organization I am 
afraid to share new ideas for fear of criticism.” While these might be 
related to innovation and change, conceptually these might be 
reflecting different ideas, for example, fear of sharing ideas might be 
more related to workplace bullying. Different items such as “our 
organization moves quickly to go after new opportunities” and “more 
experienced employees encourage new people to experiment with new 
ideas or ways of doing things” were generated as replacements 
instead. These items seemed to reflect the intended concepts much 
better in this dimension.  

The final items used from this process are listed in Appendix A. 
 

3.1.4. Conclusions of Phase One 
This section outlined the objective, procedure, sample, 

selection, and analysis and results of Phase One of the monograph data 
collection, which was based on interviews with practicing managers. 
The purpose of this phase was to explore the domain of Innovation 
and compare the proposed conceptual model against the experiences, 
expertise, and insights of managers and specialists. The intention was 
to evaluate the real-world fidelity of the model and to compare our 
conceptual thinking and interpretation against practitioner-described 
reality. 

The 15 interviews with managers/specialists produced a wealth 
of data which largely supported the conceptual thinking of the model 
while also providing important context, nuance, and explanation to the 
respondent’s perspectives on Innovation Strategy. This rich 
qualitative data helped to ground the model and provide evidence for 
the veracity of the proposed dimensions. This data also provided 
important foundational evidence for future innovation work which 



186 

might explore the formation of innovation strategy and its change in 
organizations.  

Lastly, this phase also described the rating exercise the experts 
participated in which provided the basis for the second phase of data 
collection.  

3.2. QUANTITATIVE OUTPUT  

3.2.1. Overview, Sample Selection and Data Collection  
The second phase of data collection consisted of assembling and 

deploying the Innovation survey developed in the previous phase, i.e. 
in-depth interviews with managers/specialists and interviews with 
experts. This phase constitutes one of the central elements of the 
research as the new conceptual ideas were put to the test across a 
selection of organizations. 

Next, the factor analytic procedures, including exploratory and 
confirmatory factor analysis, are described in detail.  

After the extensive analysis and review described in the pilot 
study and the results of the in-depth interviews, we concluded that the 
formative innovation conceptualization was not strongly supported by 
the empirical evidence. This necessitated some fundamental re-
thinking of the underlying conceptual model. As a result, we present a 
different theoretical argument for considering innovations 
implementation that instead describes a higher-order reflective model. 
This model exhibits much stronger empirical support and 
psychometric properties, including discriminant and criterion-related 
validity. The analysis in this phase is rounded out by an examination 
of within-firm agreement among respondents. This subsection 
addresses issues of single versus multiple respondents when assessing 
innovation. 

The survey is obtained in the period December 2019 - March 
2020. In this phase, we utilize a broad pool of wine producers 
positioned in Bulgaria. An introductory email was drafted outlining 
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the purpose of the study and our interests (i.e., to survey the managers 
or wine specialists), along with a letter of information detailing the 
study’s ethical guidelines.  

This letter was e-mailed to 127 companies and several weeks 
later an additional 50 wine growers were contacted7. Of these 177 e-
mails, 21 were undelivered, representing a total pool of 156 possible 
participating firms. 67 firms responded affirmatively to our requests 
to participate which represents 43% response rate, thus the collected 
data provides relevant results. 

The pool consists of firms, established from 1 to 5 years to such, 
which have more than 16 years of experience. The surveyed 
enterprises are range in number of employees as 41 % are micro 
enterprises (up to 10 employees), 39% are small (range from 11 to 49 
employees) and 20 % are medium-sized enterprises (range from 50 to 
250 employees). The gender distribution shows that more than half of 
the respondents are male (57%). The majority of respondents hold a 
Bachelor's Degree (34%) and a Master's Degree (55%), which is a sign 
that the sample has a high level of knowledge and competence. For 
the implementation of innovation and the adoption of innovative 
practices, the level of education is a key condition, as people with a 
motive to increase their educational level are directed to the new, 
innovative, which will increase the competitiveness of their 
organizations.   

45% of the respondents have more than 21 years of work 
experience and only 2% are with 1 to 5 years of experience. All 
organizations are privately owned, with 87% of them declaring that 
they operate on the Bulgarian market, 62% of the respondents 
participating in the European market, and only 37% of them marketing 
their products on the world market. For the production of products, 
62% of respondents use raw materials from their own vineyards, and 
53% rely on grapes from suppliers. 

 
7 We used a contact list from the online catalogue: http://kata.bg/index.php/bg/ 

http://kata.bg/index.php/bg/
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3.2.2. Analysis and Results 
The current paragraph presents the processed data with 

statistical software SPSS as frequencies and crosstabs are made. The 
methods used are in line with the collected data. The limitation of the 
analysis comes from the fact that some of the respondents did not 
provide answers to all the questions, which does not allow us to use 
more sophisticated statistical methods. However, the performed 
analysis provide very important insights as regards the implementation 
of innovations by wine producers, which allow us to make conclusions 
on the purpose of the current research. 

Frequencies 
For the nominal variables we presented the results based only 

on frequencies tables. As concerns the ordinal and scale, we also 
provide analysis, based on data for the centally related indicators, 
scatter related indicators and distribution and performance related 
features. The results from the Innovation section are presented by 
centrally related indicators that show the distribution of respondents, 
a scatter related characteristic that characterize the differences 
between the entities, distribution and performance related features, 
and crosstabs. 

The centrally related indicators and features that show the 
location of the distribution along the axis of the two-dimensional 
coordinate system and represent a generalized numerical expression 
of the general, typical, and normal for the whole, include the indicators 
Mean, Median and Mode. 

The scatter related characteristics and indicators that 
characterize the differences between the entities in the aggregate of 
the meanings of the attribute and which, contrary to the central trend 
measures that are accurate, the scattering measures are intervals or 
distances on the scale that indicate how the measurements are 
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measured or concentrated, namely Std. deviation, 
Minimum/Maximum and the standard error. 

Distribution and performance related features include 
Skewness and Kurtosis. 
 

Source of raw material 
The data on figure 2.20 shows that 62% of the wine producers 

use wine from their own vineyards, 53% purchase grape from 
suppliers and only 9% use imported raw material. We lso asked them 
to provide additional information about: 

 the specific area of their vineyards (in decares) if they use 
grape from their own vineyards. 

 the quantity of raw, purchased from Bulgarian suppliers 
during last years (in tons) if they use grape from suppliers. 

 the quantity of raw material purchased from abroad (in tons) 
if they use imported raw material. 

The results are presented in Table 3.4 
 
Table. 3.4 Statistical data on the sources of raw material 

  Decares of 
own vineyards  

Tons of grape 
from suppliers 

Tons of imported 
raw material 

Mean 1125,36 282,29 15,00 
Std. Error of Mean 579,109 189,612 2,887 
Median 400,00 40,00 15,00 
Mode 400 10a 10a 
Std. Deviation 3064,358 868,912 5,000 
Skewness 4,600 4,319 0,000 
Kurtosis 22,393 19,142   
Minimum 30 10 10 
Maximum 16000 4000 20 
a. Multiple modes exist. The smallest value is shown 

Source: own data 
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The centrally related indicators 
• Mean – The result show that as concerns the area of own 

vineyards the average value is 1125,36. Thus, the average area, which 
SMEs wine producers use to grow their own vineyards to produce 
wine is a little bit over 1000 decares. Those, who use grape from 
suppliers, annualy buy avarage about 280 tons of grape. Significantly 
lower is the quantity of imported material – only 15 tons per year. 

• Median – The middle values of the area, used to grow 
own vineyards is 400 dca. As concerns the tons of grape from suppliers 
it is 40 and the median tons of imported raw material is 15. 

• Mode – The most common answer about the decares with 
own vineyards is also 400. As concerns the tons of grape from 
suppliers and of imported material there are multiple modes, and we 
will not interpret the result. 

 
The scatter related characteristics and indicators 
• Std. deviation – in the case of decares of own vineyards 

it is 3064,358. Using the standart deviation and the mean we can 
measure the spread using the formula 𝑉𝑉𝜎𝜎% = 𝜎𝜎

�̅�𝑥
. 100, where σ is the 

Std. Deviation and �̅�𝑥 is the mean. Thus, the spread in the current case 
is 272,3%, which is more than 50%. Such result indicates that the 
spread is significant and the decares, which wine producers use to 
grow their own vineyards vary significantly. 

As concerns the tons the grape from suppliers, the std. deviation 
is 868,912. Thus, the spread is 307,8%, which led us to the conclusion 
that the spread is significant and the quantity of grape from suppliers, 
purchased by wine producers vary significantly. 

The std. deviation for the imported raw material is 5,000. The 
percentage of spread is 33,3%. The result is under 50% and thus we 
can conclude that the quantity of imported raw material doesn’t vary 
significantly across wine producers. 
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• Minimum /Maximum – the minimum area of own 
vineyards is 30 decares and the maxium is 16000 decares. The 
minimum declared quantity of grape from suppliers is 10 and the 
maximum is 4000. As concerns the quantity of imported raw material 
it varies from 10 tons to 20 tons.  

• The standard error (Std.error of Mean). We decided not 
to measure the confidence interval for these indicators, because the 
result is not relevant. 

Distribution and performance related features: 
• Skewness and Kurtosis – they are postitive for the 

decares of own vineyards and the tons of grape from suppliers. Thus, 
means that the histogram will be with right extended shoulder and 
kurtosis peak above the normal distribution. As concerns the tons of 
imported raw material the skewness is 0 and thus it will coincide with 
the normal distribution. There is no value dfor the kurtosis. 

 
Table 3.5 Statistical data on the innovations  
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Raw Material Innovation 

Introduction of new 
grapes varieties – 

Organic production 
2,92 0,23 3,00 3 1,20 -0,14 -0,80 1 5 

Production of new 
types of wine, incl. BIO 3,14 0,20 3,00 3 1,08 -0,11 -0,29 1 5 

New plantations (in 
view of local 
conditions) 

3,31 0,24 4,00 4 1,31 -0,62 -0,54 1 5 

New plantations (with a 
higher wine class) 3,33 0,22 4,00 4 1,18 -1,11 0,26 1 5 

Improvement of 
varieties 3,23 0,20 3,00 4 1,12 -0,79 0,00 1 5 

Limiting varieties to 
more noble ones 2,96 0,24 3,00 4 1,21 -0,54 -0,81 1 5 
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Use of wiled yeast 2,83 0,26 3,00 1 1,42 0,00 -1,30 1 5 
Improving the quality 

of vineyards using 
vineyard experts 

3,84 0,08 4,00 4 0,45 -0,71 1,26 3 5 

Product Innovation 
Production of products 

in price segments of 
super premium and 

ultra premium 

3,28 0,18 3,00 3 0,99 -0,83 0,93 1 5 

Introducing new 
services such as 

tourism and recreation 
3,25 0,17 3,00 4 0,98 -0,98 0,68 1 5 

New packaging, incl. 
organic packaging 3,03 0,16 3,00 3 0,93 -1,08 0,72 1 4 

New labeling 3,27 0,19 3,00 4 1,05 -0,77 0,38 1 5 

New types of bottles 3,53 0,17 4,00 4 0,95 -1,30 1,68 1 5 

New caps 3,55 0,17 4,00 4 0,91 -1,39 2,79 1 5 

Process/Production Innovation 
Improvement of the 
production process 3,73 0,11 4,00 4 0,63 0,26 -0,52 3 5 

Acquisition of new 
equipment 3,79 0,10 4,00 4 0,59 0,07 -0,22 3 5 

Acquisition of new 
machines 3,85 0,11 4,00 4 0,62 0,10 -0,29 3 5 

Broad use of 
technology transfer 3,10 0,19 3,00 3 1,03 -0,82 0,40 1 5 

Utilization of 
alternative energy 

sources (solar) 
3,04 0,17 3,00 3 0,88 -1,12 1,21 1 4 

Utilization of 
alternative energy 

sources (photovoltaic) 
2,85 0,20 3,00 3 1,06 -0,51 0,00 1 5 

Utilization of 
alternative energy 

sources (geothermal) 
2,17 0,24 2,00 1 1,17 0,54 -0,43 1 5 

Reduce water use 2,83 0,17 3,00 3 0,93 -0,78 0,07 1 4 
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Reduce energy 
consumption 3,26 0,18 3,00 4 0,94 -1,46 1,62 1 4 

Production waste 
management 3,31 0,17 3,00 3 0,89 -1,01 1,64 1 5 

Production emission 
management 2,96 0,23 3,00 3 1,15 -0,43 -0,05 1 5 

Market Innovation 
Export orientation to 
new foreign markets 3,57 0,09 4,00 4 0,50 -0,28 -2,06 3 4 

Increasing the number 
of distributors in 
foreign markets 

3,23 0,08 3,00 3 0,43 1,33 -0,26 3 4 

Increasing the number 
of distributors in the 

internal markets 
3,40 0,15 3,00 3 0,81 -0,48 1,69 1 5 

A new form of product 
promotion on the 

market 
3,34 0,15 3,00 4 0,81 -1,59 3,02 1 4 

New strategic 
agreements 3,00 0,17 3,00 3 0,85 -1,28 1,90 1 4 

A new form of 
merchandising 2,96 0,20 3,00 3 0,98 -1,08 0,52 1 4 

Acquisition of new 
quality certificates 2,88 0,18 3,00 3 0,88 -0,94 0,72 1 4 

Focus on a specific 
geographic market 3,29 0,19 3,00 3 0,91 -1,03 2,05 1 5 

Focus on a specific 
market segment 3,46 0,19 4,00 4 0,95 -1,10 2,03 1 5 

Increasing brand 
popularity 3,83 0,11 4,00 4 0,60 0,07 -0,16 3 5 

Striving for inclusion in 
expert wine charts 3,63 0,15 4,00 4 0,79 -1,72 3,98 1 5 

Participation in contests 
for winning prizes 3,74 0,13 4,00 4 0,66 -0,56 0,91 2 5 

Brand development 3,79 0,16 4,00 4 0,86 -1,37 3,23 1 5 
More successful use of 
ratilers as distribution 

channel 
3,59 0,16 4,00 4 0,87 -1,88 4,09 1 5 
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Online distribution 
(online sales) 3,72 0,13 4,00 4 0,70 -0,22 0,18 2 5 

Investment in 
advertising 3,44 0,22 4,00 4 1,12 -1,00 0,63 1 5 

Investment in 
packaging 3,63 0,19 4,00 4 1,01 -1,36 2,04 1 5 

Investment in labeling 3,78 0,17 4,00 4 0,89 -1,29 2,78 1 5 

Management Innovation 
Review of 

organizational 
procedures 

3,00 0,19 3,00 3a 1,00 -0,75 -0,38 1 4 

Further training and 
advanced training of 

employees 
3,62 0,12 4,00 4 0,62 0,46 -0,55 3 5 

Optimization of 
business processes 3,50 0,09 3,50 3a 0,51 0,00 -2,15 3 4 

Exchange of knowledge 
regarding production 3,57 0,14 4,00 4 0,74 -1,44 4,20 1 5 

Research initiatives 3,29 0,16 3,00 4 0,81 -1,15 1,37 1 4 
Use of private 

consultants 3,04 0,23 3,00 4 1,14 -0,45 -0,81 1 5 

More efficient use of 
resources 3,59 0,11 4,00 4 0,57 -1,05 0,24 2 4 

IT Innovation 
Increasing cyber 

security 2,78 0,20 3,00 3 1,05 -0,60 -0,72 1 4 

Introducing GDPR 3,04 0,20 3,00 4 1,02 -0,85 -0,25 1 4 
New software for 

managing different 
processes 

3,00 0,18 3,00 3 0,98 -0,93 0,12 1 4 

a. Multiple modes exist. The smallest value is shown 
Source: own data 
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The centrally related indicators  
• Mean - For all the innovations it varies between 2,17 and 

3,5. However, in the 83% of the cases the result is between 3 and 3,5. 
This mean the averagely, the wine producers know about the 
mentioned innovations and would apply it or are currently applying it. 

• Median - The most common median for the implemented 
innovations is 3. We know about this opportunity and we would apply 
it as this is the median for 55% of the innovations. The next one is 4. 
We are currently applying it with 42% 

• Mode - the most common answer for 62% of the 
innovations is 4. We are currently applying it with. Thus, this indicates 
that most of the wine producers implement innovations.  

The scatter related characteristics and indicators  
• Std. deviation – We will not present the result for all the 

innovations. However, it helped us to calculate the innovation with the 
lowest and highest value of spread. 

Improving the quality of vineyards through the use of vineyard 
experts is the innovation with the lowest spread, namely 11,84%. The 
result is under 50% and thus we can conclude that the answers of the 
respondent don’t vary significantly. 

The innovation with the highest value of spread is Utilization of 
alternative energy sources (geothermal) and it is 53,87%. It is more 
than 50% and such result indicates that the spread is significant, and 
the answers vary significantly. 

• Minimum /Maximum - show the minimum and 
maximum value, in which case it is the smallest and highest score for 
the level of implementation of innovations. In this case it is from 1 to 
5. 
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• The standard error8 (Std.error of Mean) – based on the 
std error we calculated the confidence interval for each of the 
innovations. (Table 3.6).  

 
Table 3.6 Confidence interval for all the innovations 

  
Confidence interval 

Min Max 
Raw Material Innovation 

Introduction of new grapes varieties – Organic 
d i  

2,46 3,38 
Production of new types of wine, incl. BIO 2,74 3,54 

New plantations (in view of local conditions) 2,83 3,79 
New plantations (with a higher wine class) 2,91 3,76 

Improvement of varieties 2,83 3,62 
Limiting varieties to more noble ones 2,49 3,43 

Use of wiled yeast 2,33 3,34 

Improving the quality of vineyards using vineyard 
experts 3,68 4,00 

Product Innovation 

Production of products in price segments of super 
premium and ultra premium 2,94 3,62 

Introducing new services such as tourism and recreation 2,91 3,59 
New packaging, incl. organic packaging 2,71 3,35 

New labeling 2,89 3,64 
New types of bottles 3,20 3,86 

New caps 3,22 3,88 
Process/Production Innovation 

Improvement of the production process 3,51 3,94 
Acquisition of new equipment 3,60 3,99 
Acquisition of new machines 3,64 4,06 

Broad use of technology transfer 2,73 3,47 

 
8 The maximum permissible error is the product of the standard error and the selected 

warranty factor. The value of the warranty multiplier depends on the warranty probability with 
which we want to guarantee the conclusions reached. A guarantee probability of 95% is most 
often used, where the warranty factor is 1.96. 
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Confidence interval 

Min Max 
Utilization of alternative energy sources (solar) 2,71 3,36 

Utilization of alternative energy sources (photovoltaic) 2,45 3,25 
Utilization of alternative energy sources (geothermal) 1,70 2,63 

Reduce water use 2,49 3,17 
Reduce energy consumption 2,90 3,62 

Production waste management 2,99 3,63 
Production emission management 2,52 3,40 

Market Innovation 
Export orientation to new foreign markets 3,39 3,75 

Increasing the number of distributors in foreign markets 3,08 3,39 
Increasing the number of distributors in the internal 

k t  
3,11 3,69 

A new form of product promotion on the market 3,05 3,64 
New strategic agreements 2,67 3,33 

A new form of merchandising 2,58 3,34 
Acquisition of new quality certificates 2,53 3,23 
Focus on a specific geographic market 2,93 3,65 

Focus on a specific market segment 3,10 3,83 
Increasing brand popularity 3,61 4,05 

Striving for inclusion in expert wine charts 3,33 3,93 
Participation in contests for winning prizes 3,49 3,99 

Brand development 3,48 4,11 
More successful use of ratilers as distribution channel 3,27 3,90 

Online distribution (online sales) 3,47 3,98 
Investment in advertising 3,02 3,87 
Investment in packaging 3,25 4,01 
Investment in labeling 3,44 4,11 

Management Innovation 
Review of organizational procedures 2,62 3,38 

Further training and advanced training of employees 3,39 3,85 
Optimization of business processes 3,32 3,68 

Exchange of knowledge regarding production 3,30 3,85 
Research initiatives 2,97 3,61 
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Confidence interval 

Min Max 
Use of private consultants 2,59 3,49 

More efficient use of resources 3,38 3,81 
IT Innovation 

Increasing cyber security 2,38 3,17 
Introducing GDPR 2,64 3,44 

New software for managing different processes 2,65 3,35 
a. Multiple modes exist. The smallest value is shown 

Source: own data 
 
Then we calculated the average of the minimum and maximum 

value for all the innovations. The results show that on average basis 
with 95% probability it can be argued that the average rating of all 
respondents for the implementation of innovations lies in the 
confidence interval between 2,97 and 3,64. Such result shows that 
most of the wine producers know about the opportunities for 
innovations and we would apply them. 

 
Distribution and performance related features: 
• Skewness – In 83% of the cases the skewness is negative 

and thus the most common asymetry is left extended shoulder. 
• Kurtosis – In 64% of the cases the kurtosis has a positive 

value. Such result indicates that most of the histograms the peak will 
be above the normal distribution. 

 
Innovations 
The results on Fig. 3.1 show that most of the wine producers 

(62%) already have innovation strategy in their company, which is 
rather positive indicator. Furthermore, when we add those who plan to 
do it, it is obvious that as much as ¾ of the studied wine producers 
implement or plan to implement innovation strategy, which for the 
purposes of our study we will refer to as strategic innovators. Based 
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upon an official definition, a Strategic Innovation is a future-focused 
business development framework that identifies breakthrough growth 
opportunities, accelerates business decisions and creates near-term, 
measurable impact within the context of a longer-term vision for 
sustainable competitive advantage (Strategic Innovation Group, 
2002). The obtained results confirm that wine producers can be 
referenced as above mentioned. (Fig. 3.1). 

 
Figure 3.1 Implementation of innovation strategy 
Source: own data 
 
However, the stage of the development of the innovation 

strategy varies significatntly. Only 12% of the wine producers 
implement all innovation strategies. The highest share is of those 
enterprises, in which the innovation strategy is being developed (52%) 
(Fig. 3.2). 
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Figure 3.2 Stage of development of the innovation strategy 
Source: own data 
 
The SMEs wine producers believe that the innovations are 

mostly relevant for the competitiveness (20%) and efficiency (19%) 
of their enterprise. These are related to the enterprise. They are 
followed by the expectations for rise in the customers’ satisfaction 
(16%) and in the productivity (16%). The first of them indicates the 
focus of the wine producers on the customer and its needs and 
expectations. Furthermore, the second one draws the attention on the 
importance of the production process. The next one is related to the 
employees and the rise in their satisfaction, but the share of 
respondents, who believe that innovations will have contribution to it 
is only 11%. The least expected result is the clear allocation of 
responsibilities and duties between management and executive staff 
(4%). Respondents indicate their positive attitude towards the 
expected results from the implementation of innovation. The analysis 
of Fig. 3.3 focuses the attention to the high motivation and the search 
for opportunities for innovation in the enterprises by the top 
management and the specialists employed in them. (Fig. 3.3) 
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Figure 3.3 Expected results from the implementation of 

innovations 
Source: own data 
 
The figures that follow present the results for the six groups of 

innovations, presented in Table 2.1. It gives indication on the attitudes 
of the wine producers toward various kinds of innovations and their 
implementation. 

 
Raw Material Innovation 
The innovation, which is mostly applied by wine producers is 

the improving the quality of vineyards through the use of vineyard 
experts as 77% of the answers on this innovation are, we are currently 
applying it. Use of wild yeasts is the least currently implemented 
innovation as only 23% of the answers regarding this innovation are 
such. For this innovation, the share of the respondents, who believe 
that it is not applicable to them is the highest compared to the other 
innovations in this group, namely 27%. (Fig. 3.4) 
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Figure 3.4 Implementation of raw material innovation 
Source: own data 
 
Product Innovation 
As concerns the product innovation the wine producers mostly 

make new types of bottles (59%) and new caps (55%). A lot of them 
are convinced that new packaging, including organic, is not applicable 
to them (13%) and 7% of the respondents woldn’t apply new labeling. 
(Fig. 3.5) 

0%
10%
20%
30%
40%
50%
60%
70%
80%
90%

100%

In
tro

du
ct

io
n 

of
 n

ew
 

gr
ap

es
 v

ar
ie

tie
s –

O
rg

an
ic

 p
ro

du
ct

io
n

Pr
od

uc
tio

n 
of

 n
ew

 ty
pe

s
of

 w
in

e,
 in

cl
. B

IO

N
ew

 p
la

nt
at

io
ns

 (i
n

vi
ew

 o
f l

oc
al

co
nd

iti
on

s)

N
ew

 p
la

nt
at

io
ns

 (w
ith

 a
hi

gh
er

 w
in

e 
cl

as
s)

Im
pr

ov
em

en
t o

f
va

rie
tie

s

Li
m

iti
ng

 v
ar

ie
tie

s t
o

m
or

e 
no

bl
e 

on
es

U
se

 o
f w

ile
d 

ye
as

t

Im
pr

ov
in

g 
th

e 
qu

al
ity

 o
f

vi
ne

ya
rd

s t
hr

ou
gh

 th
e

us
e 

of
 v

in
ey

ar
d 

ex
pe

rts

We applied it in the past

We are currently applying it

We know about this opportunity and we would apply it

We know about this opportunity but we would not apply it

Not applicable to us



203 

 
Figure 3.5 Implementation of product innovation 
Source: own data 
 
Process/Production Innovation 
Acquisition of new equipment (62%) and of new machines 

(61%) are the most applied innovations in the group of 
process/production innovation. The innovation, which most of the 
wine producers think is not applicable to them is the utilization of 
geothermal energy sources (42% of them think so) and also 13% of 
them wouldn’t apply it. (Fig.3.6) 
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Figure 3.6 Implementation of process/production innovation 
Source: own data 
 
Market Innovation 
It is quite interesting that most applied market innovation is 

striving for inclusion in expert wine charts (67%), which is followed 
by more successful use of ratilers as distribution channel (66%). For 
16% of the wine producers new form of merchandising is not 
applicable to them and 8% of them would not strive for new quality 
certificates. (Fig. 3.7) 
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Figure 3.7 Implementation of market innovation 
Source: own data 
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Management Innovation 
A significant share of the wine producers apply or would apply 

some kind of management innovations. The most applied innovations 
are more efficient use of resources (63%), exchange of knowledge 
regarding production (57%) and optimization of business processes 
(50%). They are followed by further training and advanced training of 
employees (48%). Thus, the priorities of the wine producers are 
processes and resources, the employees and the knowledge. The least 
preferred management innovation is the review of organizational 
procedures as 37% apply it. For 12% of the wine producers the use of 
private consultants is not applicable to to them and as much as 20% 
would not apply it. (Fig. 3.8) 

 
Figure 3.8 Implementation of management innovation 
Source: own data 
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IT Innovation 
In the current research we examined three innovations, related 

to information and communication technologies. These are increasing 
the cyber security, introduction of GDPR, software for managing 
different processes. 40% of the wine producers already implement 
GDPR and 12% of them declare that they woldn’t apply it. 19% of the 
respondents believe that the improvement of company’s cyber security 
is not applicable to them. (Fig. 3.9) 

 
Figure 3.9 Implementation of IT innovation 
Source: own data 
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indicator. Then, we can make two-dimensional distributions, 
represented by crosstabs. The examined factors are: 

• years of functioning of the enterprise; 
• size of enterprise; 
• additional activities; 
• markets for production realization; 
• sources of financing; 
• sources of raw material; 
• types of produced wine. 

 
Thus, we aimed at identifying if there is an association between 

these factors and the following: 
• implementation of innovation strategies; 
• expected results of innovations application; 
• application of specific innovations. 

 
We limited the identification of associations only to crosstabs 

as some of the respondents didn’t provide answers to all of the 
questions, which doesn’t allow us to use more sophisticated statistical 
methods. 

 
Implementation of Innovation Strategy 
The crosstabs were used to identify if there is an association 

between the existence of innovation strategy in the company plus the 
readiness to implement such and the various factor. The innovation 
strategies are the basis of the innovation activity. Thus, we aimed at 
identifying if there is an association between number of factors and the 
implementation of innovation strategies. 

Such strategic innovators are found mostly in the newest 
companies, which are between 1 and 5 years old. The share of those 
who has or intend to have innovation strategy in this group of 
companies is 75%. It decreases in the companies with more years of 
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functioning, but the lowest level is identified among companies 
functioning between 11 and 15 years (58%). (Fig. 3.10) 

 
Figure 3.10 Years of functioning of the enterprise and 

implementation of innovation strategies 
Source: Own data 
 
As concerns the size of the enterprises the smallest wine 

producers, with up to 10 people in their company have the largest share 
of strategic innovators and they represent 68% of the group of such 
size. (Fig. 3.11)  

 
Figure 3.11 Size of the enterprise and implementation of 

innovation strategies 
Source: Own data 
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Similar is the result with the biggest enterprises, where 67% of 
them are strategic innovators. In the group of enterprises with 11-49 
people the share of such innovatiors is 61%. Such results show that 
there isn’t a significant difference in the implementation of innovation 
based on the size of the enterprise. (Fig. 3.11) 

As we asked the respondents what other activities do they have 
in addition to the wine production, we wanted to identify if the these 
activities are related to the share of strategic innovators. Figure 3.12 
shows that they are distributed quite evenly across the groups, namely 
about 77%. There is almost no difference in the share of strategic 
innovators across the groups.  

 

 
Figure 3.12 Additional activities and implementation of 

innovation strategies 
Source: Own data 
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Figure 3.13 Markets for product realization and 

implementation of innovation strategies 
Source: Own data 
 
To some extent there is an association between the sources of 

financing and the implementation or readiness for implementation of 
innovation strategy. The strategic innovators are most among the wine 
producers, whose source of financing are national programs, namely 
100% of them. The group of those who use their own funds and bank 
credit (81%) follows them. Their share is lowest among those, who use 
European Funds (76%). (Fig. 3.14) 

 

 
Figure 3.14 Sources of financing and implementation of 

innovation strategies 
Source: Own data 
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The results, displayed on figure 3.15 illustrate an interesting 
association. 79% of those, who use raw material (grape) from 
Bulgarian suppliers and 75% of those who have their own vine yards 
are strategic innovators. Their share in these groups is significantly 
higher than the share among the wine producers, who use imported raw 
material (50%). 

 
Figure 3.15 Sources of raw material and implementation of 

innovation strategies 
Source: Own data 
 
Figure 3.16 shows how the type of produced wine is associated 

to the implementation and readiness to implement innovation 
strategies. There are certain types of produced wine, for which all of 
the respondents, who produce them are strategic innovators (100%). 
These are the producers of wines with PDO, special wines and fruit 
wines. Sparkling wines and organic (bio) wines are produced 
respectively by 89% and 80% strategic innovators. The lowest share of 
strategic innovators can be found among those, who produce still wines 
(63%). 
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Figure 3.16 Types of produced wines and implementation of 

innovation strategies 
Source: Own data 
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The results on figure 3.17 show that the years of the functioning 

of the enterprise is relevant for some of the results. The oldest 
enterprises (over 16 years) mostly expect the innovations to increase 
the efficiency of their enterprise (20%). The next expected results, 
with 15% each, are increasing customer satisfaction, increase 
productivity and increasing the competitiveness of the enterprise. The 
least expected result by the oldest enterprises is the clear allocation of 
responsibilities and duties between management and executive staff. 
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competitiveness (27%) and efficiency (19%) of their enterprise. 
Similarly, to the oldest enterprises, none of them believe that the 
introduction of innovations can contribute to the clear allocation of 
responsibilities and duties between management and executive staff. 

The SMEs wine producers, working for 6-10 years expected the 
innovations to increasing customer satisfaction (20%) and the 
competitiveness of the enterprise (20%). Only 5% of them think that 
the innovations can lead to better interpretation of the activities and 
more transparency of information flows and clear allocation of 
responsibilities and duties between management and executive staff. 

The newest enterprises (1-5 years), similarly to those with 11-
15 years of experience, mostly expect the innovations will increase the 
competitiveness (22%) and efficiency (22%) of their enterprise. As 
low as 4% of them think that the innovations can lead to better 
interpretation of the activities and more transparency of information 
flows and clear allocation of responsibilities and duties between 
management and executive staff. 

Overall, there is a relatively even distribution of attitudes on this 
indicator. 
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Figure 3.17 Years of functioning of the enterprise and expected 

results of innovations application 
Source: Own data 
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innovations to increasing customer satisfaction (19%). The least 
expected result by them is Better interpretation of the activities and 
more trans-parency of information flows. 

 
Figure 3.18 Size of the enterprise and expected results of 

innovations application 
Source: Own data 
The most expected result by the small enterprises (11-49 

people) is increasing the competitiveness of the enterprise (20%). As 

0% 20% 40% 60% 80% 100%

Up to 10 people

11-49 people

50-250 people

Up to 10 people 11-49 people 50-250 people
Increasing customer

satisfaction 13% 16% 19%

Increasing employee
satisfaction 10% 9% 16%

Reduce costs, shorten
product lifecycle at the

expense of more efficient
use of resources

6% 13% 6%

Better interpretation of the
activities and more trans-
parency of information

flows

6% 7% 3%

Clear allocation of
responsibilities and duties
between management and

executive staff

3% 4% 6%

Increasing efficiency 23% 16% 16%
Increase productivity 16% 15% 16%

Increasing the
competitiveness of the

enterprise
23% 20% 16%



217 

low as 4% of them think that application of innovations can cause clear 
allocation of responsibilities and duties between management and 
executive staff. 

The similar is result for the micro enterprises (up to 10 people), 
where 23% expect the innovations to increase the competitiveness and 
efficiency of their enterprise. Only 3% of them believe that they can 
lead to clear allocation of responsibilities and duties between 
management and executive staff. 

As concerns the size of the enterprise the results show that there 
is a little variety on the expected results. (Fig. 3.18) 

It seems that additional activities, performed by the wine 
producers, are not very relevant for their expectations about the results 
of innovations. Such statement is because there is a relatively even 
distribution of attitudes on this indicator. The most expected result by 
all the groups is increasing the competitiveness of the enterprise 
(20%), followed by the increasing of efficiency (17%-18%). The least 
expected by all of them is clear allocation of responsibilities and duties 
between management and executive staff, only 4%-5%. (Fig. 3.19) 
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Figure 3.19 Additional activities and expected results of 

innovations application 
Source: Own data 
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the same - increasing the competitiveness of the enterprise (19-20%), 
followed by the increasing of efficiency (17%-19%). (Fig. 3.20) 

 
Figure 3.20 Markets for product realization and expected 

results of innovations application 
Source: Own data 
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The least expected result also does not vary across the groups 
and it is clear allocation of responsibilities and duties between 
management and executive staff, only (4%-5%). (Fig. 3.20) 

There is a little variety as concerns the sources of funding. (Fig. 
3.21) 

 
Figure 3.21 Sources of financing and expected results of 

innovations application 
Source: Own data 
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Increasing the competitiveness of the enterprise is the most 
common expected result as concerns the enterprises, who use their 
own funds (20%), national programs (19%) and European funds as 
sources of financing (18%). The latter also believe that innovations 
can increase the efficiency of their enterprise (18%). This result is 
expected by most of the enterprises, who rely on bank credits (18%). 
(Fig. 3.21) 

There is no variety across groups regarding the least expected 
result, namely clear allocation of responsibilities and duties between 
management and executive staff. Only the share of those who 
expected such result vary – from 3% to 6%. (Fig. 3.21) 

The distribution of opinions as concerns the source of raw 
material also corresponds to the share of the latter in the sample. 
Furthermore, the distribution is quite even across the groups as the 
figure indicates. Only the wine producers, who use imported material 
to produce wine are more likely to expect that innovations will educe 
costs, shorten product lifecycle at the expense of more efficient use of 
resources (14%) compared to the other two groups, where the 
percentage is 8-9%. (Fig. 3.22) 
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Figure 3.22 Sources of raw material and expected results of 

innovations application 
Source: Own data 
 
Application of management innovations 
 
The most applied management innovations are more efficient 

use of resources (63%), exchange of knowledge regarding production 

0% 20% 40% 60% 80% 100%

Own vineyards

Grape from suppliers

Imported material

Own vineyards Grape from
suppliers

Imported
material

Increasing customer
satisfaction 16% 16% 14%

Increasing employee
satisfaction 11% 13% 14%

Reduce costs, shorten
product lifecycle at the

expense of more efficient
use of resources

9% 8% 14%

Better interpretation of the
activities and more trans-
parency of information

flows

7% 5% 5%

Clear allocation of
responsi-bilities and duties
between management and

exec. staff

4% 4% 5%

Increasing efficiency 19% 18% 18%
Increase productivity 15% 16% 14%

Increasing the
competitiveness of the

enterprise
20% 20% 18%



223 

(57%) and optimization of business processes (50%) (Fig. 3.8). As 
concerns the revision of organizational procedures, they are applied 
mostly by the oldest enterprises, who are medium-sized (50-250 
employees), who use finances mostly by National programs and use 
imported material for their production. The SMEs, who have been 
working for 11-15 years are least likely to implement revision of 
organizational procedures (50% of them). (Fig. 3.23) 

 
Figure 3.23 Revision of organizational procedures and a 

selection of factors 
Source: Own data 
 
The further education and advanced training of employees as 

management innovation is applied predominantly by medium-sized 
enterprises (50-250 employees), which have functioned between 6-15 
years. They are implemented by wine producers, who rely on national 
programs for financial resources and use imported material for their 
production. The newest enterprises are less ready to make further 
education and training for their employees (83%). 
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However, it should be noted that in almost every of the 
examined groups the share of those who implement or would 
implement such innovations is over 90%. (Fig. 3.24)  

 
Figure 3.24 Further education and advanced training of 

employees and a selection of factors 
Source: Own data 
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produce wine with imported material is the most innovative as regards 
the exchange of knowledge, regarding the production. The SMEs, who 
are least ready to apply the latter are the ones, which function for 6-10 
years (67%). (Fig. 3.25) 

 
Figure 3.25 Еxchange of knowledge regarding production and 

a selection of factors 
Source: Own data 
 
All the medium-sized enterprises (50-250 people), who 

function for over 15 years and sell their production worldwide, make 
research initiatives as part of their management innovations. The same 
is also valid for those, which use grape from suppliers and imported 
material. Those SMEs, who rely on National programs for financing 
are least likely to implement such innovations (75%). (Fig. 3.26) 
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Figure 3.26 Research initiatives and a selection of factors 
Source: Own data 
 
The use of private consultants is the least applied innovation. 

However, 100% of the medium-sized enterprises implement such. The 
wine producers, who have been working for 6-10 years are least likely 
to use private conslutants as an innovation. (Fig. 3.27) 
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Figure 3.27 Use of private consultants and a selection of factors 
Source: Own data 
 
More efficient use of resources is one of the most preferred 

innovations. It is applied by all micro (up to 10 people) and medium-
sized (50-250 people) enterprises, alongside with those, which have 
functioned for over 5 years. 100% of the wine producers, who sell their 
production worldwide also apply them. The same is valid for the ones, 
who use imported material and grape from suppliers. The SMEs, who 
rely on national programs are least likely to think about more efficient 
use of resources. 
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Figure 3.28 More efficient use of resources and a selection of 

factors 
Source: Own data 
 

3.2.3. Conclusions of Phase Two 
The innovations are crucial for the competitiveness of a 

company and the innovation strategy can make the implementation of 
innovations successful. The most important requisites of the strategy 
are its goals, means and schedule. Furthermore, the innovation 
strategy should be in line with the culture of the company to be 
accepted and implemented by the employee. 

Bulgarian wine producers tend to implement innovations, and 
these are mostly marketing and product innovations. However, it is 
important also to know if they have strategies for the implementation 
of innovations and if the existence of strategy is associated to some 
factors. What we identified is that the newest company mostly 
implement innovations, alongside with the smallest ones. 
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Furthermore, there are more strategic innovators among the 
companies, who work on world markets and use financing from 
national funds. And as concern the types of produced wines all of those 
who produce fruit wines, special wines, and wines with PDO are 
strategic innovators. 

Application of innovations can lead to numerous contributions 
and the wine producers believe that the innovations are mostly 
relevant for the competitiveness and efficiency of their enterprise. The 
empirical results show that only two of the examined factors are extent 
relevant for the results expected by the wine producers, namely the 
years of functioning of the enterprise and its size. The newest and the 
smallest enterprises are more likely to expect increasing the 
competitiveness and efficiency compared to the other groups. 

The most applied management innovations are more efficient 
use of resources, exchange of knowledge regarding production and 
optimization of business processes. There is absolutely no variety as 
concerns the optimization of business process as all the wine 
producers apply or would apply such innovation. 

On the exchange of knowledge regarding the production there 
is not a significant variety depending on various factors. The group, 
which is least ready to implement such innovation are the enterprises 
who have been functioning for 6-10 years (67%). 

Similarly, the distribution of the answers for the result more 
efficient use of resources is also quite even across groups. However, 
the lowest share is observed among the wine producers, who use 
national programs as source of funding (80%). 

CHAPTER III IN SUMMARY 
The chapter presents the results of the in-depth interviews and 

qualitative data analysis. To large extent these results coincide. 
The participants in the in-depth interviews have a significant 

position in company in which they work. These are technologists, 
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oenologiests, presidents and CEOs. Such group allows us to receive 
an adequate and expert information on the topic of the study. Thus, the 
results of the qualitative phase of the study are reliable. The purpose 
of this phase was to explore the domain of Innovation and compare 
the proposed conceptual model against the experiences, expertise, and 
insights of managers and specialists. The intention was to evaluate the 
real-world fidelity of the model and to compare our conceptual 
thinking and interpretation against practitioner-described reality. 

The 15 interviews with managers/specialists produced a wealth 
of data which largely supported the conceptual thinking of the model 
while also providing important context, nuance, and explanation to the 
respondent’s perspectives on Innovation Strategy.  

We identified that the most common mode of respondent for 
each type of proposed innovation in the list is between 3 and 4, i.e. 
they are of the opinion that they are aware of the innovation and would 
apply or currently apply it within the organization. It is obvious that 
generally the attitude towards the innovations across the wine 
producers is positive and they are ready to introduce innovations. 

However, we identified a gap in their understanding as regards 
the scope of the innovations. It seems that the wine producers don’t 
recognize innovations as something that might improve the 
organization of their work. Their expectations are more focused 
towards the introduction of some technological innovations that will 
increase the efficiency and competitiveness of the enterprise. These 
are mostly innovations, regarding the way the wine is produced, 
alongside with the promotion of the product. 

This is the reason why we paid a special attention on the 
management innovations. We are convinced that they are as important 
as production and marketing innovations. However, obviously the 
wine producers need to get acquainted with the opportunities as 
concerns the organizational, management and ICT innovations, and 
the evaluation of the positive results, which they may produce. 
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CONCLUSIONS 
Innovations and innovation practices are a booster of the 

competitiveness of a company. Bulgarian wine industry as a 
significant sector in the economy needs to enhance its performance.  

The generated new knowledge about the investigated economic 
and socio-political phenomena based on the in-depth research 
summarizes following recommendations for implementation of 
successful and “working” good practices on a national scale: 

1) the trend of bio wines. 
2) the successfully developing wine tourism in Bulgaria. 
3) periodically organized wine forums. 
4) wine tasting. 
5) realization of cross-border projects for cooperation and 

exchange of experience in the sphere of wine production. 
6) tools for the internationalization of Bulgarian products and 

the entering of new markets. 
The obtained results indicate that a significant part of the 

Bulgarian SMEs wine producers implement or are ready to implement 
management innovations. The latter is a positive indication and can 
lead to the improvement of the competitiveness of the sector.  

The most applied management innovations are the optimization 
of business processes, more efficient use of resources, further 
education and advanced training of employees and exchange of 
knowledge regarding production.  

The least preferred management innovation is the use of private 
consultants. The implementation of management innovation is mostly 
spread among the SMEs, who are medium-sized and work for over 15 
years. Alongside, an interesting result is that almost all these type of 
innovations are applied by all the wine producers, who rely on national 
programs for funding, who sell their production on world markets, and 
who use imported raw material for the production of wines. However, 
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these findings require further investigation and more efforts in order 
to identify the reasons for the results.  

The research achieved the established goals set and solved the 
tasks that arise from them through an organized qualitative and 
quantitative approach. The formulated basic hypotheses have been 
proved in accordance with the empirical evidence. 

The PESTEL analyses of wine industry in Bulgaria provide 
evidence that the innovation practice of SMEs is decreasing that 
proves the first hypothesis. 

Similarly, to the wine producers all over the world, SMEs in the 
wine sector in Bulgaria are likely to implement product and marketing 
innovation. Nevertheless, they are also focused on production and 
market innovations, which to high extent confirms the second 
hypothesis. 

The third hypothesis states that main reasons for the low 
innovation activity of SMEs in the sphere of wine production are the 
low awareness of the possibilities for financing the innovations and 
the lack of trust in the institutions of central and local government. The 
in-depth interviews with CEOs and specialists provide evidence that 
the regulatory mechanisms of the institutions are not well developed 
and “Bulgarian institutions are an obstacle not supporter for the 
development of the industry and business initiatives”. The leading 
weakness for the development of the sector is the lack of a strong 
branch organization, the inability to create clusters at the moment, the 
insufficient advertising on international markets. 

Another measure to encourage innovation activity in Bulgaria 
would be further research into existing organizations and encouraging 
them to be part of this phenomenon and to label themselves as 
innovative. EU policies make it more and more possible to find such 
organizations, they could have the opportunity to grow and make a 
larger contribution to Bulgaria’s competitive development and wealth. 
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To establish an authentic recipe and structured 
recommendations to the wine industry private stakeholders, we focus 
our expertise on the following statements: 

1. Investments in growing vines, as a useful direction is to 
reorganize the main growing regions: Veliko Tarnovo, Stara Zagora, 
Shumen, Plovdiv, Varna and others. 

2. Investments in irrigation facilities - the lack of water is 
starting to become a chronic problem not only for winemakers but also 
for farmers in general; the need for a extensive dialogue and large-
scale investments based on public-private partnerships for regular 
watering with clean water. 

3. Investments in the use of bio fertilizers and compliance with 
European directives (Commission Regulation (EU) № 203/2012 of 
March 8, 2012 in connection with detailed rules concerning organic 
wine) on the quantity and composition of chemicals in one hectare. 

4. Investments in human resources and opportunities for their 
transformation into human capital in the field of economics and 
management sciences. 

5. Investments in “responsible” and “fair” wine production, 
according to the new EU strategy, which is the basis of the EU “Green 
Deal”: Farm to Fork Strategy - for a Fair, Healthy and 
Environmentally-Friendly Food System. 

6. Investments in new quality standards with a view to moving 
to prices from “middle” and “high” class of the final products. The 
SMEs wine producers have the potential to compete with quality on 
international markets, not with price. 

7. Investments for transition to the production of bio wine. 
8. Investments in new technologies for non-waste production - 

utilization of “waste” such as husks, bunches and seeds to create a 
“new class” of products that can enter the cosmetics or pharmaceutical 
sector. 
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9. Investments in marketing strategies and advertising for the 
export of wines and “new class” products to EU countries and third 
countries to the EU. 

From a marketing point of view, the wine market under the 
classical economic scheme has reached its limit and modern trends are 
to implement the bio economic paradigm. 

The process of establishing and implementing innovation 
presents an intriguing and fertile ground for organizational research. 
Entrepreneurial innovative attitude is an exciting phenomenon with 
broad implications on strategy, innovation, and the workplace 
environment.  

Although the research is at an early stage, this work has made 
important strides towards comprehensively identifying the 
foundational conceptual issues of innovation activities and to correct 
incomplete and missing aspects of the construct.  

In the future, this study can be built with a focus on creating a 
model of influencing factors on innovation performance in Bulgaria, 
measuring the risks and the effects of its development. 

The result of these efforts is an opportunity for interesting future 
scholarship. The research can be enriched cross-sectorally with the 
inclusion of interdisciplinary teams and specialists in biotechnology, 
chemists, specialists in wine technology, oenologists and others. It can 
serve as a benchmark study to provoke a broad public debate on 
innovation issues.  

А number of potential new research streams can be identified 
that arise from a more comprehensive understanding of innovation. 
These streams will provide significant scholarly contributions to 
entrepreneurial culture as a theoretical construct and to the innovation 
field at large.   
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APPENDICES 
APPENDIX-A: IN-DEPTH INTERVIEW GUIDE  
1. Have you implemented innovations in the last 5 years? If so, 

what are they? 
2. To what extent do you think that the implementation of 

innovations has improved your activity? How do you think it affects 
customer demand? 

3. Do you have any plans in the future that you can improve in 
the company as concerns the application of innovation? 

4. Do you think your company is innovative? Who or what is 
the driving force for this? 

5. What do you think is the culture of your organization in terms 
of innovation and change? How do your employees perceive the 
change? 

6. Does your company participate in marketing systems 
(associations, cooperatives, in contractual relations, etc.) in 
connection with the implementation of joint activities for product 
implementation and increasing competitiveness? 

7. What joint/related activities with other organizations do you 
implement? Is your partnership effective? 

8. Do you practice wine tourism and do you think that it is a 
prerequisite for the formation of local/national? 

9. Are you familiar with good practices (national and global) for 
the implementation of wine tourism? 

10. Do you export to the European market? Is it related to the 
implementation of any regulations, advertisements, directives? How 
do you document and implement the specifications?  

APPENDIX-B: QUESTIONNAIRE: INVESTIGATION 
OF THE INNOVATION ACTIVITY (ONLINE QUESTIONNAIRE 
USING LIME SURVEY) 

 



236 

Dear Madam / Sir, 
Thank you for having responded to the invitation to participate 

in this study. Completing the Questionnaire will take you up to 10 
minutes. We will be grateful to answer all questions consistently and 
without omissions. 

 

Section 1: Characteristics of the respondents 

1.1. Gender 
□ male 
□ female 

1.2. Age 
□ up to 30 
□ 31-40 
□ 41-50 
□ 51-60 
□ over 61 

1.3. What is your education level? 
□ Primary school 
□ High school 
□ Bachelor degree 
□ Master degree 
□ Other 

1.4. What is your working experience? 
□ up to 1 year 
□ 1 - 5 years 
□ 6 - 10 years 
□ 11 - 15 years 
□ 16 - 20 years 
□ over 21 years 
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Section 2: Enterprise data 

2.1. How long your business has been operating? 
□ up to 1 year 
□ 1 - 5 years 
□ 6 - 10 years 
□ 11 - 15 years 
□ over 16 years 

2.2. What is the number of employees in the organization? 
□ up to10 employees 
□ 11 - 49 employees 
□ 50 - 250 employees 

2.3. In addition to wine-making, does your organization work 
in the field of: (Please indicate any correct answer) 

□ Growing vines 
□ Wine tourism 
□ Trade with wine 
□ Other: ……………………….. 

2.4. In which markets does your company operate? 
□ Bulgarian 
□ European 
□ World 

2.5. A form of ownership: (Please select only one answer) 
□ Private 
□ Government 
□ Cooperative 
□-Other (Please specify) ………………. 

2.6. What sources of funding do you use? (Please indicate any 
correct answer) 

□ Own funds 
□ Bank credit 
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□ National programs 
□ European funds 
□ Other………………………… 

2.7. For the production of your products you use raw materials 
from: (More than one answer is possible) 

□ own vineyards - …… decares (How many decares do you 
cultivate?) 

□ grapes from suppliers - …… tons (On average, how many 
tons of grapes did you buy in the past year?) 

□ imported raw material -….. tons (On average, how many tons 
of grapes did you buy in the past year?) 

2.8. What wines do you produce? (More than one answer is 
possible) 

□ Wines with PGI 
□ Wines with PDO 
□ Still wines 
□ Sparkling wines 
□ Special wines (liqueurs, fragranced, noble sweet wines) 
□ Organic (bio) wines 
□ Boutique wines (small series) 
□ Bulk wines 
□ Fruit wines 
□ Young wines 
□ Aged wines 
□ Wine of mass production 
□ Other ……………………. 
 

Section 3: Innovations 

3.1. Do you implement innovation strategies in your enterprise? 
□ yes 
□ no 
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□ I don’t know 
□ we plan to start 

3.2. At what stage is the implementation of innovation strategies 
in the company where you work? 

□ All innovation strategies are being implemented 
□ We are currently working on the introduction of a system for 

documenting the processes related to the introduction of innovations 
□ Innovation strategies are being developed 
□ There is no work on documenting business processes related 

to innovation 

3.3. What result do you expect from the implementation of 
innovations? (Please indicate any correct answer) 

□ Increasing customer satisfaction 
□ Increasing employee satisfaction 
□ Reduce costs, shorten product life cycle at the expense of 

more efficient use of resources 
□ Better interpretation of the activities and more transparency 

of the information flows 
□ Clear allocation of responsibilities and duties between 

management and exec. staff 
□ Increasing efficiency 
□ Increasing productivity 
□ Increasing competitiveness of the enterprise 

3.4. What types of Innovations apply in your enterprise? 
 



240 
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Raw material innovation 
Introduction of new grape varieties - Organic 

d i  
     

Production of new types of wine, incl. BIO      

New plantations (in view of local conditions)      

New plantations (with a higher wine class)      

Improvement of varieties      

Limiting varieties to more noble ones      

Use of wild yeast      
Improving the quality of vineyards through the 

use of vineyard experts      

Product innovation 
Production of products in price segments of 

super premium and ultra premium 
     

 Introducing new services such as tourism and 
i  

     

New packaging, incl. organic packaging      

New labeling      

New types of bottles      

New caps      

Process/Production innovation 
Improvement of the production process      

Acquisition of new equipment      

Acquisition of new machines      

Broad use of technology transfer      

Utilization of alternative energy sources (solar)      
Utilization of alternative energy sources (photo 

l i ) 
     

Utilization of alternative energy sources 
( h l) 

     

Reduce water use      

Reduce energy consumption      
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Types of Innovations 
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Production waste management      

Production emissions management      

Market Innovation 
Export orientation to new foreign markets      

Increasing the number of distributors in foreign 
k  

     

Increasing the number of distributors in the 
internal market      

A new form of product promotion on the market      

New strategic agreements      

A new form of merchandising      

Acquisition of new quality certificates      

Focus on a specific geographic market      

Focus on a specific market segment      

Increasing brand popularity      

Striving for inclusion in expert wine charts      

Participation in contests for winning prizes      

Brand development      

More successful use of retailers as a distribution 
channel for online distribution (online sales)      

Investment in advertising      

Investment in packaging      

Investment in labeling      

Management innovation 
Review of organizational procedures      

Further training and advanced training of 
l  

     

Optimization of business processes      

Exchange of knowledge regarding production      
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Types of Innovations 
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Research initiatives      

Use of private consultants      

More efficient use of resources      

IT Innovation 
Increasing cyber security      

Introducing GDPR      

New software for managing different processes      
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