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THE FUTURE OF FINANCE: NAVIGATING THE FINTECH
REVOLUTION

Ph.D. Ejona Dugi*
Ph.D. Eda Tabaku?

Abstract: This study aims to examine financial technology (FinTech) and explore its
definition, its transformative impact on the business landscape and its pervasiveness in
our national context. The analysis shows how FinTech has fundamentally changed the
financial ecosystem. In recent years, FinTech companies have introduced significant
innovations in both products and processes, prioritizing customer needs and experiences.

The 2008 financial crisis led to a shift in consumer perceptions of financial
management, particularly at traditional banking institutions. The crisis revealed
numerous shortcomings in the banking sector and led to a reassessment of its reliability
and services.

The main objectives of this study are as follows:

1. To investigate the underlying factors contributing to the rapid development of
FinTech.

2. Analyze the role of open innovation methods in the FinTech sector.

3.Assess the advantages and disadvantages faced by current operators and FinTech
companies.

4.Conduct a comprehensive review of the opportunities and threats inherent in the
FinTech landscape.

5.1dentify the risks and challenges that exist in this area.

Key words: Fintech, finance, technology, challenges, opportunities, risks, advantages,
disadvantages.

Introduction

FinTech, or financial technology, has revolutionized the financial sector by
improving and changing the way financial institutions operate and provide services. It
combines information and communication technology with financial services based
on software and algorithms to provide fast, efficient and accessible solutions to
consumers. Its innovations include the use of cryptocurrencies and contactless
payments, which are transforming the customer experience and reducing transaction
costs. Although FinTech has made great strides, it faces major challenges such as
cybersecurity, data protection and regulation. Key drivers for the rapid development
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of FinTech include the 2008 financial crisis, rising consumer demands, technological
advancements and the digital transformation of financial services. The 2008 crisis
exposed the weaknesses of the banking system and weakened public confidence,
spurring the creation of startups to meet the need for accessible credit and financial
services. Consumers are demanding fast and personalized services enabled by
advanced technologies such as artificial intelligence, blockchain and digital platforms.
In addition, digital banking services, online payments and cryptocurrency trading
platforms have transformed the way finances are managed, making them more
accessible and innovative for global users. These developments have challenged the
traditional model of financial institutions and provided great efficiency and flexibility.
Some of the most prominent companies in the FinTech sector include leaders in
areas such as electronic payments, financial management, robotics and lending. In the
area of payments, PayPal, Stripe, Square and Adyen stand out, offering advanced
solutions for global transactions and local businesses. In financial management,
Betterment and Acorns help individuals and businesses to automatically invest and
manage assets. Robotization includes solutions such as SuperFaktura for automating

The purpose of the research and its significance in the national
and international context.

The aim of the study is to analyze the impact of technological innovation in the
areas of accounting and corporate finance, to examine the development of these
disciplines and to identify the benefits and challenges associated with the introduction
of new technologies. It will also identify the current challenges organizations face in
integrating innovative technologies and suggest ways in which they can be better
prepared to optimize their performance and efficiency.

Its importance in the national and international context lies in the fact that
technology is a key factor influencing the way organizations operate and compete not
only locally but also globally. At a national level, the study helps to understand the
challenges and opportunities for the development of the accounting and finance
profession in an ever-evolving market. At the international level, it identifies global
trends and best strategies that can help Albanian and other countries to adopt modern
technologies and follow the most advanced practices. This helps to create a stronger
foundation for economic and sustainable development.



Study objectives

The objectives of this study focus on analyzing the impact of technological
innovations in accounting and corporate finance, examining the evolution of these
disciplines from their inception to recent developments. The study aims to identify the
benefits and challenges associated with the adoption of new technologies in finance
and accounting, focusing on the challenges that companies face in integrating these
innovations. Another important objective is to find out how to prepare future
professionals to develop modern practices so that they are able to cope with the
complexity of today's financial environment. The study also aims to provide practical
recommendations for organizations to improve their performance and efficiency in
adopting new technologies and maximizing their benefits. Through these analyzes,
the research contributes to improving academic understanding of the current
technological landscape and designing long-term strategies for financial growth and
sustainability.

Methodology

The methodology of this research is based on conducting a survey through a
structured questionnaire, which will be addressed to two different groups: Albanian
citizens over the age of 18 and employees of second-tier banks. This questionnaire
aims to collect detailed information on citizens' knowledge and experiences regarding
Financial Technology (FinTech) and Bitcoin, including their attitudes towards these
technologies, their level of knowledge about them, and the use or investments they
have made in Bitcoin. The questionnaire will also include questions on citizens'
possible concerns regarding the security and reliability of transactions carried out
through FinTech platforms and cryptocurrencies such as Bitcoin.

The research will be conducted through a sample selected in order to represent the
interested groups of the population: citizens who use advanced technology and online
financial services, as well as financial sector experts, such as bank employees. This
selection of the two groups is intended to provide a comparison between the
knowledge of ordinary consumers and financial professionals on these technologies.

The questionnaire will contain closed and open questions to enable the collection
of qualitative and quantitative data, enabling a broad analysis of the perceptions and
attitudes of the respondents. Participants will be invited to provide their opinions
regarding the use of FinTech platforms for conducting transactions, as well as the
opportunities and risks they see in investing in Bitcoin. The results of this research



will be analyzed to assess the level of knowledge and interest in these technologies, as
well as to identify the main concerns that citizens may have regarding the security
and regulation of these financial systems. The use of this data will help in the
development of recommendations for policies and strategies for the further
development of FinTech and Bitcoin in Albania.

1. Literature review

Financial Technology, or FinTech, has emerged as a transformative force in the
global financial ecosystem. Combining technology with financial services, FinTech
aims to enhance financial accessibility, reduce costs, and foster innovation. This
literature review explores the evolution, applications, benefits, challenges, and global
impact of FinTech, emphasizing key studies and theoretical insights from the field.

Evolution of FinTech

FinTech's origins date back to the late 20th century when technological advances
began automating financial processes. Arner, Barberis, and Buckley (2015) identify
three stages in FinTech's evolution: pre-digital finance (1866-1967), digital finance
(1967-2008), and FinTech (2008-present). The 2008 financial crisis acted as a
catalyst for innovation, enabling the rise of startups offering alternatives to traditional
banking. Puschmann (2017) further highlights that the proliferation of smartphones
and internet access has significantly expanded the reach of FinTech, particularly in
developing markets.

Applications of FinTech

FinTech encompasses various domains, including mobile payments, peer-to-peer
lending, blockchain technology, and robo-advisors.

Mobile Payments: Mobile payment platforms, such as Alipay and M-Pesa, have
revolutionized the way people transfer money and pay for services, particularly in
regions with limited access to traditional banking (Donovan, 2012).

Blockchain Technology: Blockchain, popularized by cryptocurrencies like Bitcoin,
has introduced transparency and decentralization in financial transactions. Nakamoto
(2008) describes blockchain as a secure, distributed ledger that eliminates
intermediaries, reducing costs and enhancing trust.

Peer-to-Peer Lending and Crowdfunding: These platforms democratize access to
capital, enabling individuals and businesses to secure funding directly from investors.
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Studies by Belleflamme, Lambert, and Schwienbacher (2014) emphasize the role of
crowdfunding in supporting startups and creative projects.

Robo-Advisors:  Utilizing Al and machine learning, robo-advisors offer
personalized investment strategies at lower costs compared to traditional wealth
management (Agnew & Szykman, 2011).

InsurTech: Innovations in the insurance sector include dynamic pricing models
and personalized policies driven by big data and 10T (Thakor, 2019).

Advantages of FinTech

The main benefit of FinTech lies in its ability to improve financial inclusion,
especially for underserved populations. According to Gomber et al. (2017), mobile
payment platforms and microfinance initiatives have significantly improved access to
financial services in regions such as Sub-Saharan Africa and South Asia.

FinTech also promotes operational efficiency by reducing transaction costs and
processing times. Philippon (2016) notes that competition from FinTech startups has
prompted traditional financial institutions to innovate, resulting in better services for
consumers. In addition, FinTech solutions enable real-time data analysis, which
improves decision-making and customer personalization.

Challenges with FinTech
Despite its potential, the FinTech industry faces some challenges:

Regulatory uncertainty: the lack of uniform regulations in different countries
makes it difficult for FinTech to operate globally. Zetzsche et al. (2017) emphasize
that balancing innovation and consumer protection remains a major challenge.

Cybersecurity risks: FinTech platforms are vulnerable to data breaches and fraud.
Kagan et al. (2020) emphasize the importance of robust cybersecurity measures to
strengthen user trust.

Digital divide: Not all population groups have access to the necessary
infrastructure to benefit from FinTech solutions. Studies by Demirgiic-Kunt et al.

(2018) show that financial inclusion remains patchy, especially in rural areas.

Trust deficit: As highlighted by Chen et al. (2019), skepticism towards digital
platforms can hinder adoption, especially in regions with low technological literacy.
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Global and Local Impact of FinTech

On a global scale, FinTech has transformed traditional banking models, enabling
cross-border transactions, decentralized finance (DeFi), and digital banking solutions.
Locally, FinTech's impact varies depending on technological infrastructure and
regulatory environments.

In emerging markets like India, FinTech has played a pivotal role in financial
inclusion through initiatives like India Stack and UPI (United Payments Interface)
(Arun, 2019). In contrast, countries like Albania face challenges related to digital
literacy and regulatory gaps, as noted by Hoxha and Prifti (2022). Despite these
challenges, the potential for growth remains significant, provided adequate
infrastructure and policies are implemented.

Emerging Trends in FinTech

Artificial Intelligence and Machine Learning: Al-driven solutions are enhancing
fraud detection, credit scoring, and customer service. Studies by Brynjolfsson and
McAfee (2017) predict that Al will increasingly shape FinTech’s future.

Green FinTech: With growing environmental concerns, FinTech is adopting
sustainable practices, such as carbon footprint tracking and green bonds (Caldecott et
al., 2014).

Embedded Finance: The integration of financial services into non-financial
platforms, such as e-commerce and ride-hailing apps, is expanding FinTech's reach
(Chishti & Barberis, 2016).

The literature on FinTech underscores its transformative impact on the global
financial landscape. While the sector has achieved remarkable progress in enhancing
accessibility, efficiency, and innovation, it also faces significant challenges, including
regulatory hurdles, cybersecurity risks, and the digital divide. Future research should
focus on addressing these challenges to ensure that FinTech can deliver on its promise
of a more inclusive and efficient financial ecosystem.

1.1. Fintech Technologies

Blockchain, a distributed ledger technology originally created for Bitcoin, is now
widely used beyond cryptocurrencies, providing security and transparency in the
storage and transfer of data. Cryptocurrencies, such as Bitcoin and Ethereum, use
blockchain to enable secure and independent transactions, reducing the need for
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intermediaries. Blockchain technology has led to innovations such as smart contracts
and decentralized applications (dApps), which help automate and improve financial
and technological processes. In addition, non-cryptocurrency-based blockchain is
used in areas such as inventory management, providing efficient and decentralized
solutions for complex data. This promising technology is transforming many sectors,
from finance to information technology, offering new opportunities for growth and
development. In 2022, fintech has experienced significant growth, with companies
applying modern technologies and customer-centric ideas to solve problems in
traditional financial systems. Blockchain and DeFi (Decentralized Finance) have
become part of this evolution, merging fintech with the opportunities offered by
blockchain, such as smart contracts and decentralization. This has helped create new
opportunities for finance, eliminating the need for intermediaries and providing a
secure and transparent system. However, the fintech industry faces challenges such as
dependence on central systems, low reliability and slow processes. Blockchain can
address these problems by providing a more decentralized, fast and reliable system.
The technology can reduce operational costs and speed up transactions, helping the
banking sector and others to move to a more efficient and bureaucracy-free system.
Furthermore, blockchain has enabled the development of decentralized payment
systems, providing a reliable and efficient alternative to traditional payments and
digital currency exchanges.

Fig. 2. Primary benefits of blockchain by technology usage

Primary benefits of blockchain according to Fis
Exploring or using the tech

66%

Payments Securities Fraud detection Trade
settlement and security Finance

Source:
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Today, there are three main financial services: Online payments, international
money transfers and banking for the unbanked. The credit card, which was invented
before the internet, has struggled with problems such as high fees, fraud and security,
but the blockchain could solve these issues. The international payments system is still
slow and fragmented, but blockchain could make it more efficient by reducing time
and making transactions more secure. The technology could also enable people who
do not have access to traditional banks to bank using smartphones and improve trade
and trade finance by speeding up processes and increasing the accuracy of
transactions.

1.2. Evolution of Fintech Companies in Albania.

In Albania, financial development was a passive response to economic growth,
focusing mainly on the construction sector and using traditional banking products.
This is partly due to the large savings losses following the collapse of pyramid
schemes in 1997. However, interest in FinTech has increased, leading to the
development of online payment platforms and mobile financial applications. Banks
dominate the market, while the capital markets are still in the early stages of
development. The financial sector comprises 11 banks, which control around 90% of
assets, and there are a total of 38 non-bank financial institutions.

EasyPay is a digital payment platform that enables payments and money transfers
that are convenient and save time and money. It was founded in 2010 to meet the
Albanian financial system's need for such a service at a time when online payments
were still unknown to the majority of the population. Linda Shomo was the pioneer
who launched this initiative and turned EasyPay into one of the leading FinTech
companies in Albania. In terms of fees, deposits and transfers between EasyPay
customers are free of charge, while certain service fees apply for transfers withdrawn
in cash.

Table 1. EasyPay service fee

EasyPay
Value With EasyPay account With other agents
0-20 Euro 0 Euro 50 cent
>20 Euro 0 Euro 3% of the value

Source:(easypay.com)
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PayPal is a payment platform that enables online money transfers via a website
and a mobile app. Users create an account and link it to a bank account or credit card.
The service offers four ways to send money: to a bank account, to debit cards, for
collection from partner companies or directly to the recipient's address. FinTech
companies such as PayPal offer the possibility of cheaper transfers and easy ways.

Table 2. PayPal Service fee

PayPal
Release from a personal Paypal account. 5.6 Euro
Exchange fee when you send or receive money. 4% of the value

Statement exchanges or transfers and payments

o . 3% of the value
receive in different currencies.

Source:(paypal.com)

1.3. E-banking services in Albania (payments)

Albania has made considerable progress in the banking sector, particularly in the
area of e-banking and electronic payments. Banks offer services such as QR code
payments, real-time transfers and personal finance management applications. E-
banking and mobile banking have made it easier to access banking services, enabling
transactions and account management from any device. The use of debit and credit
cards and mobile applications for online payments has increased, but there are still
problems with infrastructure and internet access in some areas of Albania.

Table 3. Revenues from Fees and commissions

BANKS 2023 2022
BKT 2.252.993 1.932.044
Intesa Sanpaolo Bank 1.284.068 1.092.457
Raiffeisen Bank 3.840.073 3.187.580

Source:(gkb.gov.al)®

3 Regjistri tregetar (gkb.gov.al)
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Table 4. Commissions and fees of Albanian Banks

Different Kind of
transactions

First Bank

Second Bank

Transfers inside bank from
individuals to customers.

0.5 cent from bank brunch
and 0 Euro from online.

1 Euro from Bank Brunch.

Transfers inside Bank from
business to customers.

1 euro from bank Brunch and
0 Euro from online banking.

Tansfers outside the bank from
individual customers.

0.033% Min. 5 Euro and -
Max. 1.5 euro & 0.17%
Min.10€ — Maks.150€ from
Bank Brunch / 50% discount
from the Brunch commission
for ALL and from 10% to
20% discount per Euro in
online banking.

For transfers in Euro + 6€
Swift commissions +
commissions are 10 € — 25 €

- 2 Euro for transactions to
3.000 Euro,

—3.000 - 14.999 Euro fee is
12 euro

- for values more than 15.000
Euro fees are 15 Euro/ for
other international currencies
are 0.15% of the fee (min 8
EUR — max 200 EUR) + Swift
commission 8 Euro or 10 euro

Source:(Resarchgate) 4

1.4. Swift transfer fees in Albania

In Albania, there are several major operators that offer money transfer services
within and outside the country. Some of them are:
1-Second-tier banks, such as: Raiffeisen Bank, Banka Credins, BKT, Credins

Bank, Alpha Bank, etc.
2-Western Union;
3-Money Gram;
4-PayPal,;
5-Transfer Wise, etc.

The following tables will present the transaction costs for each group of amounts
from MoneyGram and Western Union in Albania:

4 (Rovena Troplini Vangjel,Merjeme Zyko,lkbale Tota, 2021) (PDF) FinTech: Should We
Accelerate Their Development? (researchgate.net)
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Table 5. Western Union transaction fees

WESTERN UNION(EURO)

Transferred value (Euro)

Transfer fee ( Euro)

0.01-85.00 11.9
85.01-165.00 16.9
165.01-300.00 19.9
300.01-325.00 23.9
325.01-400.00 28.9
400.01-610.00 31.9
610.01-815.00 35.9

815.00-1 000.00 42.9
1 000.01-1 220.00 46.9
1220.01-1 435.00 59.9
1 435.01-1 625.00 65.9
1 625.01-2 030.00 70.9
2 030.01-2 530.00 84.9
2 530.01-3 000.00 99.9

Source:(westernunion.com)®

Table 6. Money Gram transaction fees

MONEY GRAM (EURO)
0.01-100 8
100.01-200 16
200.01-300 21
300.01-400 26
400.01-600 32
600.01-800 38
800.01-1 100 45
1100.01-1 400 52

5 feeTableRetailEN-ES.PDF (westernunion.com)
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1 400.01-1700 62
1700.01-2 100 77
2100.01-2 500 95
2 500.01-3 000 116

Source:(ak-invest.com/Researchgate.com)

MoneyGram and Western Union are the two most important providers in the
money transfer sector, with Western Union having 500,000 agencies and MoneyGram
350,000. According to the World Bank, it costs 9.39% to transfer 200 dollars to
Albania, which is above the global average of 7.25%. Other international providers
have started operating in Albania, using new technologies and innovative tools. When
comparing remittance rates and times, it is important to check the providers to get the
best deal.

Data analysis and its results

Fig. 1. Gender

B female B male

The gender distribution of respondents is 82% female and 18% male, showing a
significant skew toward female participation in the survey. This could suggest a
higher engagement with the topic of FinTech or financial technology among women.
The overrepresentation of females might also indicate that women are more interested
or more willing to participate in surveys about technological innovations in finance.
However, the gender imbalance in the sample should be considered when interpreting
the results, as it may not fully reflect the views or behaviors of the broader
population. Future studies could aim for a more balanced gender representation to
better understand gender-specific attitudes toward FinTech.
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Fig. 2. Age

H18-24 m25 -44 W over 45

The age group 18-24 makes up the largest proportion of respondents at 67%,
indicating that young adults are highly engaged with the topic of FinTech. This
demographic’s high representation is likely due to their greater familiarity with
technology and digital services. The 25-34 age group represents 13%, while the 35-
44 and 45+ groups each represent 10%. The low percentage in the older age groups
suggests that FinTech may not yet be as widely adopted or recognized among older
individuals, or they may be less likely to engage in surveys about financial
technology.

Fig. 3. Education

High School
Education
11%

Phd Diploma
22%

University
Diploma
66%

Regarding education, 66% of respondents hold a university diploma, while 22%
have a PhD and 11% have completed high school. Only 1% of the respondents hold
a post-PhD diploma. The high proportion of university-educated individuals suggests
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that the survey respondents are relatively well-educated and may have a higher degree
of familiarity with FinTech concepts. This could indicate that the respondents are
more likely to engage with financial technologies and services than the general
population, who may have lower educational qualifications.

Fig. 4. Emoployment Status

W Employed
B Unemployed

W Student

The survey data shows that 80% of respondents are employed, 18% are students,
and 2% are unemployed. This indicates that the majority of participants are likely to
have the financial resources and the digital literacy needed to engage with FinTech
services. Students also make up a notable portion, possibly indicating an interest in
the younger demographic’s exploration of financial technology. The very low
percentage of unemployed respondents suggests that those less financially active were
underrepresented in the study.

Fig. 5. Have you heard about the concept of Fintech or Financial Technology?

No
30%

Yes
70%

A significant 70% of respondents are aware of FinTech or Financial
Technology, while 30% have not heard of the term. This demonstrates that FinTech
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has gained substantial recognition among the survey participants. The 30% who are
unaware of FinTech may suggest an opportunity for further education and outreach to
raise awareness in sectors that are less familiar with digital financial services.

Fig.6. If Yes, what are some of experiences with Fintech Services?

M | have made online payments.

m | have made money transfers
within and outside the country.

m | have applied for online loans.

| have invested in
cryptocurrencies.

® | have no experience with FinTech
services

Among those familiar with FinTech, 54% have used it for online payments, 25%
have made money transfers internationally or domestically, and 11% have applied
for online loans. 5% have invested in cryptocurrencies, while another 5% report
having no experience with FinTech services. This breakdown suggests that FinTech
services are primarily used for online payments, a common application for many
individuals. The lower percentage of respondents engaging with cryptocurrencies or
online loans highlights that while FinTech is recognized, its more complex services
have yet to be widely adopted.

Fig. 7. How do you perform banking transactions?

Both
to
through
banking
application
in bank s
43% 49%
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When it comes to how respondents perform their banking transactions, 50% still
prefer to do so in the bank, while 43% use online banking applications, and 8%
use both methods. This suggests that while digital banking is gaining traction,
traditional banking remains the most popular method for transactions. The findings
indicate that FinTech adoption in banking transactions is significant but not universal,
with a substantial portion still relying on physical bank visits.

Fig. 8. If you have ever made money transfers within or outside the country,
which operator did you use for this transfer?

16%

25%
B Second-tier banks B Western Union B Money Gram
PayPal M | have not done it.

For money transfers, 35% use Western Union, 25% use MoneyGram, 22% use
second-tier banks, and 16% use PayPal. A small percentage, 2%, have not made
any transfers. These figures suggest that traditional money transfer services such as
Western Union and MoneyGram are still dominant, but the presence of PayPal
indicates growing awareness and use of digital payment platforms. The use of second-
tier banks could reflect preferences for local or smaller financial institutions that
provide cross-border transfer services.
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Fig. 9. Have you ever invested in Bitcoin or other cryptocurrencies?

Yes
0%

Only 10% of respondents have invested in Bitcoin or other cryptocurrencies,
while 90% have not. This indicates that cryptocurrency investment remains a niche
interest among the survey participants, despite its growing popularity in global
financial markets. The low participation in cryptocurrency investment could be due to
concerns about its volatility, lack of understanding, or limited accessibility.

Fig. 10. Do you have any concerns regarding the security of transactions
conducted throught Bitcoin or Fintech?

A significant 72% of respondents have concerns about the security of transactions
conducted through Bitcoin or FinTech, while 28% do not. This finding reflects a
common concern with digital financial transactions, particularly with newer and less
regulated services like cryptocurrency and some FinTech platforms. Security remains
a significant barrier to broader adoption, and addressing these concerns could be key
to increasing trust and engagement with FinTech services.
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4. Data Results

The findings of this research offer a comprehensive analysis of the awareness and
attitudes of Albanian citizens toward Financial Technology (FinTech) and Bitcoin.
The data reveals that the majority of participants are female, with the largest
proportion of respondents falling within the 18-35 age range. Furthermore, a
significant number of participants have attained higher education, including doctoral
qualifications. Additionally, a considerable proportion of respondents are employed,
providing a strong foundation for understanding the engagement with and knowledge
of these technological advancements.

The survey results indicate that 70% of respondents are familiar with the concept
of Financial Technology and the services it encompasses. Moreover, 54% of
participants have utilized FinTech platforms for online payments, while 25% have
used them for both domestic and international money transfers. This suggests a
notable increase in the adoption of e-banking services within Albania. Furthermore,
11% of respondents have applied for online loans, a service that allows individuals to
secure loans without the necessity of in-person visits to financial institutions. Despite
these positive trends, only 5% of participants have invested in cryptocurrencies,
underscoring the limited awareness and engagement with this emerging sector in
Albania.

In terms of banking transactions, a majority of participants still prefer traditional
banking methods; however, there is a noticeable rise in the use of online banking
applications, particularly among younger age groups. Over 45% of participants are
aged 45 or older, a demographic that appears to be less informed about the use of
these digital technologies. Regarding money transfers, Western Union remains the
dominant operator, used by 35% of respondents. Other notable players include
MoneyGram (25%) and second-tier banks (22.5%), while PayPal is also recognized
by 15% of respondents, mainly for online purchases and transactions.

When considering Bitcoin, only 10% of respondents have made investments in
this cryptocurrency. The predominant reason for non-investment is concerns
regarding the security of transactions. This suggests that while there is some interest
in cryptocurrencies, Albania's infrastructure may not yet be robust enough to ensure
the necessary security to support widespread adoption. Despite these concerns,
respondents express a general optimism regarding the future development of FinTech
and Bitcoin, with a belief that these technologies will enhance financial services and
transactions in Albania.
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5. Conclusions and Recommendation

5.1. Conclusions

The findings of this survey provide valuable insights into the knowledge and
attitudes of Albanian citizens regarding Financial Technology (FinTech) and Bitcoin.
The data reveals that the majority of participants are female, with a predominant age
group of 18-35 years. Furthermore, most respondents hold higher education
qualifications, including doctoral degrees, and a significant proportion are employed.
These characteristics enable a deeper understanding of the knowledge and usage
patterns of FinTech services in Albania.

The survey results indicate that 70% of Albanian citizens are familiar with
Financial Technology and its associated services. Moreover, 54% of participants
have engaged with FinTech platforms for online payments, while 25% have utilized
them for domestic and international money transfers, reflecting a growing trend
towards the adoption of e-banking services. Additionally, 11% of respondents have
applied for online loans, a feature that facilitates access to financial services without
the need for in-person visits to banks. However, despite these positive developments,
only 5% of participants have invested in cryptocurrencies, suggesting that the
cryptocurrency market remains underdeveloped and not widely understood in
Albania.

5.2. Recommendations

In order to foster the sustainable and successful development of the FinTech sector
in Albania, it is essential to prioritize investment in the technological infrastructure
and enhance internet connectivity. This will create opportunities for further growth
and the broader integration of FinTech services into the everyday financial activities
of individuals and businesses. However, the advancement of the FinTech sector must
overcome several challenges. Despite progress in the adoption of e-banking services,
Albania still faces gaps in key areas, such as the refinement of policies and
regulations governing FinTech, as well as the strengthening of data protection
measures. Addressing these challenges is crucial for increasing user trust in online
financial services and ensuring that these services are secure, transparent, and
reliable.

Moreover, it is critical for FinTech companies to enhance the user experience by
offering services that reduce costs and time and by providing innovative, personalized
solutions. By doing so, FinTech services can become more appealing to both
individual customers and small- and medium-sized enterprises (SMEs), enabling
access to financial opportunities at lower costs and with more efficient processes.
Consequently, it is imperative that FinTech companies continue to invest in robust
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data protection mechanisms and ensure full transparency in the handling of user data.
These measures will help establish a secure and trustworthy environment, ultimately
fostering greater user confidence in the FinTech ecosystem.

6. Aknowledgments

This conference participation was was evaluated and financially supported by the
University ,,Aleksandér Moisiu‘, Durrés, Albania. This support is greatly appreciated.

7. Bibliography

1. A Digestible Guide to Blockchain App Development. (2023, February).
Retrieved from Appinventiv: https://appinventiv.com/blog/blockchain-app-
development-guide/

2. Adam Hayes, Jefreda R. Brown, Suzanne Kvilhaug. (2023, April). Blockchain
Facts: What is it, how it works, and how it can be used. Retrieved from
Investopedia: https://www.investopedia.com/terms/b/blockchain.asp

3. Alyssa Schroer. (2023, June). Built in. Retrieved from 41 Top Payment
Processing Companies 2023.

4. Anna Oleksuik. (2023). FinTech Industry Trends in 2023: The Year of the
Connected Customer. Retrieved from Intellias Global Technology Partner:
https://intellias.com/fintech-in-the-year-of-the-connected-customer/#:~:text=
In%20a%20nutshell%2C%20connected%20customers%20want%20financial
%20products,accomplish%207%20Built%20around%20a%?20consistent%200
mnichannel%20experience

5. Arner, Douglas W., Barberis, Janos Nathan, and Buckley, Ross P. (2015). The
Evolution of Fintech: A New Post-Crisis Paradigm? (October 1, 2015).
University of Hong Kong Faculty of Law Research Paper No. 2015/047,
UNSW Law Research Paper No. 2016-62. Awvailable at SSRN:
https://ssrn.com/abstract=2676553 or http://dx.doi.org/10.2139/ ssrn.2676553

6. Barberis, J., Arner, D. W., & Buckley, R. P. (2019). The RegTech Book: The
Financial Technology Handbook for Investors, Entrepreneurs, and Visionaries
in Regulation. John Wiley & Sons.

7. Banka e Shgiperise. (2023). Subjekte te licensuara. Retrieved from Banka e
Shqiperise:
https://www.bankofalbania.org/Mbikeqyrja/Subjekte_te licencuara/Banka/

8. Belleflamme, P., Lambert, T., & Schwienbacher, A. (2014). Crowdfunding:
Tapping the Right Crowd. Journal of Business Venturing, 29(5), 585-609.

9. Brynjolfsson, E., & McAfee, A. (2014). The Second Machine Age: Work,
Progress, and Prosperity in a Time of Brilliant Technologies. WW Norton &
Company.

26


https://appinventiv.com/blog/blockchain-app-development-guide/
https://appinventiv.com/blog/blockchain-app-development-guide/
https://www.investopedia.com/terms/b/blockchain.asp
https://intellias.com/fintech-in-the-year-of-the-connected-customer/#:~:text= In%20a%20nutshell%2C%20connected%20customers%20want%20financial%20products,accomplish%207%20Built%20around%20a%20consistent%20omnichannel%20experience
https://intellias.com/fintech-in-the-year-of-the-connected-customer/#:~:text= In%20a%20nutshell%2C%20connected%20customers%20want%20financial%20products,accomplish%207%20Built%20around%20a%20consistent%20omnichannel%20experience
https://intellias.com/fintech-in-the-year-of-the-connected-customer/#:~:text= In%20a%20nutshell%2C%20connected%20customers%20want%20financial%20products,accomplish%207%20Built%20around%20a%20consistent%20omnichannel%20experience
https://intellias.com/fintech-in-the-year-of-the-connected-customer/#:~:text= In%20a%20nutshell%2C%20connected%20customers%20want%20financial%20products,accomplish%207%20Built%20around%20a%20consistent%20omnichannel%20experience
https://ssrn.com/abstract=2676553
http://dx.doi.org/10.2139/%20ssrn.2676553
https://www.bankofalbania.org/Mbikeqyrja/Subjekte_te_licencuara/Banka/

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.
23.

24.

25.

26.

27.

Caldecott, B. (2017). Introduction to Special Issue: Stranded Assets and the
Environment. Journal of Sustainable Finance & Investment, 7(1), 1-13.

Cag, D. (2022, January 18). FinTech. The Story of PayPal: The World's Most
Valuable Fintech Firm.

Demirgii¢c-Kunt, A., Klapper, L., Singer, D., Ansar, S., & Hess, J. (2020). The
Global Findex Database 2017: Measuring Financial Inclusion and
Opportunities to Expand Access to and Use of Financial Services. The World
Bank Economic Review, 34(Supplement_1), S2-S8.

Donovan, K. (2012). Mobile Money & Financial Inclusion: Growth, Impact &
Emerging Issues. In Information & Communication for Development 2012.
The World Bank.

E-banking. (n.d.). Retrieved from  Business Jargons:  https:/
businessjargons.com/e-banking.html

Eilene Zimmerman. (2016, April). The Evolution of Fintech. Retrieved from
The New York Times: https://www.nytimes.com/2016/04/07/business/
dealbook/the-evolution-of-fintech.html

Erik Feyen, H. N. (2023). FINTECH AND THE FUTURE OF FINANCE.
Fintech vs Blockchain: Key Differences. (2023). Retrieved from Digitaldefynd:
https://digitaldefynd.com/IQ/fintech-vs-blockchain-key-differences/

Gomber, P., Koch, J. A., & Siering, M. (2017). Digital Finance and FinTech:
Current Research and Future Research Directions. https://doi.
0rg/10.1016/j.jbusvent.2013.07.003

Guild, James. (2017). ,,Fintech and the Future of Finance.“ Asian Journal of
Public Affairs, 10(1): p. 52-65. http://dx.doi.org/10.18003/ajpa.201710
HARBOURFRONT TECHNOLOGIES. (2022). Practicing Quantitative
Finance.  Retrieved  from  https://harbourfronts.com/why-is-financial-
technology-important/

Hoxha, E., & Prifti, R. (2022). FinTech in Developing Markets: The Case of
Albania.

James Chen. (2020, August). Mobile Banking. Retrieved from Investopedia.
JULIA KAGAN. (2022). What Is PayPal and How Does it Work? Retrieved
from Investopedia: https://www.investopedia.com/terms/p/paypal.asp

Julia Kagan, Eric Estevez, Amanda Bellucco-Chatham. (n.d.). Investopedia.
Retrieved from  Investopedia:  https://www.investopedia.com/terms/f/
fintech.asp

Lucy Bennett. (2022, February). iLounge. Retrieved from The Pros and Cons
of FinTech: A Brief Guide: https://www.ilounge.com/articles/the-pros-and-
cons-of-fintech-a-brief-guide

Malliaris, A.G., Shaw, L., & Shefrin, H. (2016). The Global Financial Crisis
and Its Aftermath. In The Global Financial Crisis and Its Aftermath.

Merita Boka Toska. (2021). Fintech for Growth: The Case of Albania. Fintech
for Growth: The Case of Albania (pp. 11-12). Tirana, Albania: Research Gate.

27


https://www.nytimes.com/2016/04/07/business/%20dealbook/the-evolution-of-fintech.html
https://www.nytimes.com/2016/04/07/business/%20dealbook/the-evolution-of-fintech.html
https://digitaldefynd.com/IQ/fintech-vs-blockchain-key-differences/
http://dx.doi.org/10.18003/ajpa.201710
https://harbourfronts.com/why-is-financial-technology-important/
https://harbourfronts.com/why-is-financial-technology-important/
https://www.investopedia.com/terms/p/paypal.asp
https://www.investopedia.com/terms/f/%20fintech.asp
https://www.investopedia.com/terms/f/%20fintech.asp
https://www.ilounge.com/articles/the-pros-and-cons-of-fintech-a-brief-guide
https://www.ilounge.com/articles/the-pros-and-cons-of-fintech-a-brief-guide

28

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

Nakamoto, S. (2008). Bitcoin: A Peer-to-Peer Electronic Cash System.
Satoshi Nakamaoto.

Paolo Sironi. (2016). FinTech Innovation. In J. W. Sons, FinTech Innovation
From Robo-Advisors to Goal Based Investing and Gamification.

Philippon, T. (2016). The Fintech Opportunity (No. w22476). National
Bureau of Economic Research. http://dx.doi.org/10.3386/w22476

Padiya, J., Shah, J., & Wadia, A. Fintech Revolution: The Road Ahead.
Puschmann, Thomas. (2017). Fintech. Business & Information Systems
Engineering: Vol. 59, No. 1. Springer. PISSN: 1867-0202. pp. 69-76
https://doi.org/10.1007/s12599-017-0464-6

Ross Buckley, Douglas W. Arner, Janos Nathan Barberis. (2016, January).
The Evolution of Fintech: A New Post-Crisis Paradigm? 5. University of
Hong Kong, Australia.

Rovena Troplini Vangjel, Merjeme Zyko, lkbale Tota. (2021). FinTech:
Should We Accelerate Their Development? Research Gate, (p. Page 4).

Seven Latest Developments In Fintech. (2019). Retrieved from Imarticus
Learning: https://blog.imarticus.org/seven-latest-developments-in-fintech-blog/
Stephanie Walden. (n.d.). Forbes Advisor. Retrieved from https://www.
forbes.com/ advisor/banking/what-is-fintech/

The Bank for International Settlements and the World Bank Group. (2021,
July). Fintech and the Digital Transformation of Financial Services:
Implications for Market Structure and Public Policy.

The Difference Between Blockchain and Fintech. (2018, July). Retrieved
from ZIGURAT Institution of  Technology: https://www.e-
zigurat.com/en/blog/the-difference-between-blockchain-and-fintech/


http://dx.doi.org/10.3386/w22476
https://doi.org/10.1007/s12599-017-0464-6
https://blog.imarticus.org/seven-latest-developments-in-fintech-blog/
https://www.e-zigurat.com/en/blog/the-difference-between-blockchain-and-fintech/
https://www.e-zigurat.com/en/blog/the-difference-between-blockchain-and-fintech/

ANALYZING RISK MANAGEMENT AND ITS EFFECTS
ON INSURANCE COMPANY PERFORMANCE IN ALBANIA:
INSIGHTS FROM ALBSIG SH.A

Ph.D. Eda TABAKU!?
Prof. Asoc.Dr. Rovena VANGJEL?
Ph.D. Ejona DUCI®
MSc. Rexhina DEMOLLARI#

Abstract: The primary aim of this study is to explore the risk management strategies
employed by insurance companies in Albania, particularly in the major cities of Tirana and
Durrés. The study investigates how these companies manage and mitigate risks in response to
both internal and external factors, with a specific focus on the transformations in the
Albanian insurance sector over the past two decades. The research seeks to understand the
processes and practices involved in risk management, providing insights into their role in
supporting economic stability and growth within the insurance market.

The objectives of this study include:

1. To examine the risk management methods and strategies adopted by insurance
companies in Albania, especially in urban environments.

2. To evaluate the impact of the significant transformations in the Albanian
insurance sector over the past 20 years, such as market liberalization and the
development of insurance products.

3. To identify the types of risks faced by insurance companies, including financial
uncertainties, natural disasters, accidents, and strategic management errors.

4. To assess how risk management practices help in identifying, mitigating, and
controlling threats to an organization’s assets, such as proprietary data and customer
information.

5. To explore how insurance companies contribute to the broader economy by
transferring risk, encouraging savings, and stimulating investment activities.

The study concludes that effective risk management is essential for insurance
companies to navigate the complexities of the modern market. By identifying and
mitigating various risks, including those arising from natural disasters, financial
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instability, and operational errors, insurance companies in Albania play a critical role in
ensuring economic resilience. The transformations within the sector have enhanced risk
management practices, allowing companies to better safeguard their assets and clients.
Furthermore, the research highlights the importance of a comprehensive risk
management plan that includes proactive strategies for protecting sensitive data and
ensuring the sustainability of insurance operations. Ultimately, the findings suggest that
adopting robust risk management practices can help insurance companies reduce
external risks and contribute to the overall stability of the financial system in Albania.
Key words: Insurance, Companies, Risk, financial system, risk management.

Introduction

The significance of insurance has grown substantially in recent years, with
insurance companies continuously innovating and offering new products to meet the
evolving needs of customers. These products not only address specific customer
demands but also attract substantial capital, contributing to the overall growth of the
industry. In Albania, the insurance sector has experienced considerable
transformation over time, marked by central consolidation in various areas. Despite
these advancements, challenges remain, such as the regulatory limitation on foreign
investment, which restricted foreign ownership to 40% of an insurance company's
shares until 2000. This restriction hindered the full potential of the industry, resulting
in an underdeveloped insurance market in Albania during that period. However, as
the sector has gradually adapted and matured, there is significant potential for future
growth and development in the coming years.

The competitive landscape among insurance companies in Albania is also
intensifying, driven by innovation in new insurance products. This fosters a more
competitive environment, enhancing the prospects for the sector's long-term
sustainability. Currently, Albania is home to 12 insurance companies, with seven
focused on non-life insurance, two offering life insurance, and three providing both
life and non-life insurance. Despite challenges, the insurance industry is poised for
expansion, as companies strive to meet the diverse needs of their customers while
navigating the intricacies of risk management.

This paper's primary objective is to analyze the issues related to risk management
in the Albanian insurance market. A central focus of the study is to explore the
various methods employed by insurance companies to manage and mitigate risks
within this dynamic industry. Risk, an inherent aspect of both personal and
organizational life, presents challenges across all sectors, including the insurance
industry. Its definition varies depending on context, encompassing various factors
such as stakeholders, techniques, and causes. Effective risk management enables
companies to address uncertainties, mitigate associated risks, and seize opportunities,
thereby enhancing their ability to create value. The pursuit of value maximization is
realized through several key objectives:
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e Approximating risk strategy
e  Strengthening decision-making in risk response
e Reducing operational losses
e ldentifying and managing inter-enterprise risks
e Leveraging opportunities
e Enhancing capital growth
This paper is structured in four main sections:
1. The evolution of the insurance market in Albania
2. The role of the insurance industry in the Albanian economy
3. The methods employed by insurance companies to manage risks and their
impact on company performance
4. The challenges and opportunities in the Albanian insurance sector in the
context of risk management
By examining these areas, this study aims to provide a comprehensive analysis of
the state of risk management in Albania's insurance industry and its potential for
growth and development.

LITERATURE REVIEW

The history of insurance goes back to antiquity. Historically, insurance was mainly
about protection against theft during the transportation of goods. Today, modern
insurance offers several complex products designed to protect income and assets.

The development of the insurance market in Albania

Insurance in Albania has existed for a long time, although it started very late
compared to other developed countries (Zyka & Stringa, 2010). So the origin of
insurance companies is early. They have been in ascending and descending stages as
well. The insurance market in Albania has been assessed in several locations.

First phase: Before 1944, insurance activities in Albania were covered by foreign
insurance companies such as Assicurazione General, Reunion Adriatica, Sicureta, and
Assicurazione Industrial Soccieta Tirana. Unfortunately, they were nationalized not in
a good way in 1946. According to the book written by an Englishman in 1904, since
1900, LLOYD'S had its branches in Shengjin, Durres, and Vlora.

The second phase extended from 1948 to 1991. During this period, Albania was a
country with a centralized government. All property belonged to the state, and the
only insurance company was the State Insurance Institute operating in the state
insurance market.

The third phase was from 1991 onwards. After 1991, the Albanian Insurance
Institute (INSIG) was created. This Company had a state capital and maintained the
monopoly of the insurance market in Albania until 1998. In 1996 the liberalization of
the market made the conditions for the establishment of private insurance companies.
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At the beginning of 1999, three companies were operating in the Albanian insurance
market: INSIG (a state-owned company), Sigal Sh.a, and Sigma.

1992-1998. The insurance market has been a state monopoly. On 31.07.1991, the
Parliament approved the law for the establishment of INSIG. Until 1989, there was
only one Insurance Company with 100% state capital in Albania. In 1998 the
Insurance Supervision Commission was established to supervise the insurance
market. The gross written premium until the end of 1998 was about 1.5 billion.

1999-2003 The insurance market shifted from a monopoly structure to an
oligopoly. As a result, we significantly improve indicators in favor of competition. In
1999 this institution (AFSA) licensed the first private companies with 100% Albanian
capital. It was authorized to SIGMA Vienna Insurance Group, SIGAL Uniga Group
Austria in the same year. In 2001 it was assigned to ATLANTIK and INTERSIG
Vienna Insurance Group.

During this period, the following have occurred:

- Privatization of securities of the Albanian public Company

- Development of other insurance companies

- Introduction of the Albanian insurance market towards internationalization.

The achievements of the insurance market have made in Albania

As a young industry, the insurance sector has made great progress in the Albanian
economy, so this market is very important with its products.

Some of the achievements are:

1. 80% of insurance products are sold online since 2006. This initiative comes
from and is invested by the industry.

2. All insurance products currently offered are approved and reviewed by the
Financial Supervisory Authority. In this institution, online sales of compulsory motor
products are reported online and regularly for other products.

3. All insurance activity transactions are processed through commercial banks.

4. The insurance market has adapted its activities to national accounting standards.

5. The insurance market is audited by international auditing firms.

6. The insurance market and the Financial Supervisory Authority have also set up
an electronic claims register for compulsory insurance.

7. Compulsory insurance contracts are approved and recognized as tax invoices.

Theoretical and organizational foundations of insurance

Insurance is a contract, represented by a policy, under which a person or business
receives financial protection or reimbursement for losses from an insurance
company (Kagan, 2021).

The importance of insurance
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The importance of insurance in relation to supply was presented in:
e Number and size of insurance companies.

e Capital of the insurance companies.

e Organization and supervision.

e The efficiency of corporate management and various investments.
The importance of the insurance sector in terms of demand was represented by:
® The demand for insurance products.

e The size of industrial and commercial activity in the economy.

e The geographical distribution of economic activity.

e Government spending.

e Regulations, laws and economic openness.

The importance of insurance for employment was presented in:

e Distribution of company positions.

e The number of employed persons working directly in the insurance sector.
e Employees of the insurance company.

e General agents, intermediaries, experts.

The importance of insurance in terms of business figures was presented in:

e Total insurance business abroad.

e Total insurance business in Germany.

e Reinsurance companies abroad and locally.

Meaning of the risk

The insurance industry has had to deal with drastic, sometimes unexpected
changes in regulations, government policies and the risks associated with natural
catastrophes. Predictive models, often referred to as zed linear models (GLMs), have
become the standard for insurance companies worldwide. GLMs have been used to
predict the potential risks of a particular industry by calculating the various problems
that can occur in a particular area of the insurance industry. The problem is the
possibility of losing economic security. Some techniques used to determine the
negative impact are stochastic modeling, value at risk, financial capital calculations
and stress testing.

Risks at the insurance companies in Albania

1. Credit risk
The exposure results from financial transactions with another party, including the
issuer, debtor, borrower, broker, policyholder, reinsurer, or guarantor.
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2. Market risk

is the risk associated with interest rate movements, forcing exchange rates or asset
prices to lead to adverse action in asset values? Exposure to this risk may result from
trading and positioning in markets such as interest rates, foreign currency, capital,
commodities, and real estate.

3. Insurance risk

Is a signature of the risk associated with business insecurity in the future.

4. Operational risk

can result from deficiencies or breakdowns in internal controls or processes,
technology failures, human error, dishonesty, and natural disasters. It is the risk of
direct or indirect loss resulting from inadequate or failed internal processes, people,
systems, or external events.

5. Liquidity risk

arises from the inability of a company to acquire or otherwise obtain the necessary
funds, from an increase in liabilities or the conversion of assets, to meet its liabilities
on the balance sheet without incurring unacceptable losses.

6. Legal and regulatory risk

results from a company not complying with the laws, rules, regulations,
prescribed practices, or ethical standards in the Company's jurisdiction.

7. Strategic risk

stems from a company's inability to implement appropriate business plans,
strategies, decision-making, resource allocation, and failure to adapt to changes in its
business environment.

Risk management in General Insurance

Risk management processes:

Risk management in the insurance industry is essential for success in competitive
markets. The process of risk management is a cyclical process that begins with the
identification of one risk and can lead to the identification of another new risk. The
company must have a risk management strategy (or methods) in place to be effective.
Here are five steps a company can take to manage risk:

(1) Identification of risks

(2) Risk assessment and analysis

(3) Planning of measures

(4) Monitoring and implementation of measures

(5) Measuring the effectiveness and monitoring the impact of the risk
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Risk management as a system of insurer management risks

Measures aimed at limiting or minimizing risk in economic relationships are risk
management. An insurance company's risk management is the management process
associated with identifying, analyzing and financially controlling risks that may
threaten assets or earnings. The risk management of an insurance company differs
from other risk management systems in business areas due to the special nature of the
insurance industry. Risk management as an insurer's risk management system
comprises four phases:

1) Preparation

2) Risk analysis

3) Selection of risk management methods

4) Risk control

The risk analysis process includes:

a) Diagnosis or identification of risks

b) Quantitative methods of risk assessment

c) Determining the sequence of further actions based on the overall risk
assessment in that particular situation.

Methods of quantitative risk analysis in insurance activities include:

(a) analyzing observations of the process of creating and implementing security
services

b) Analysis of evidence from the insurer's employees

¢) Documentary analysis of economic activities

d) Analysis of the organization of the insurance company's movements

e) Analysis of the individual controls

The first two phases of risk management provide the information needed to
complete the third phase — the strategic decision on risk management techniques. In
this case, the methods of risk management in insurance activities are the most
important. Often this method leads to the abandonment of certain activities, so we
need to consider a few points:

(a) prevention of potential risks that may jeopardize civil liability

b) Prevention of a type of danger that could lead to other dangers

¢) Any gains from certain activities may outweigh the potential losses in case of
risk situations related to the specified activity
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Fig.1 Risk management related activities
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DATA ANALYSIS

About Albsig. Sh.a society

Albsig sh. a. ,,Company* was created in 2004 as an insurance company located in
Albania. The Company is a joint-stock company with joint capital. Principal business
activities include providing insurance services for motor vehicles, property, health,
and other non-life insurance products. The Company has 25 branches in total. Albsig
is the Company that paid the saltiest bill from last year's last earthquake. The data of
the Financial Supervision Authority show that the earthquake has brought a threefold
increase in the value of claims paid to insurance from natural disasters. For eight
months, insurance companies have paid ALL 2.44 billion in damages. Almost 39% of
them, about 946 million Albanian leks, have been produced by Albsig, the Company
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that has recorded the most substantial increase in claims, with nearly 50 times more
than in 2019. Given Albania's low culture of voluntary insurance, most of the
damages related to the earthquake of November 2019 were associated with the
provision of collateral in favor of lending institutions. Consequently, the high part of
Albsig in damages is mainly due to the dominance that this Company has had in the
property insurance policies sold through commercial banks. Referring to the AFSA, it
is estimated that only 2.5% of the total number of dwellings in Albania are insured.
After Albsig, the highest share of disaster insurance claims for the first eight months
was recorded by Sigal Uniga Group Austria, with 25.7%, and Sigma Interalbanian
Vienna Insurance Group, with 12.4%. Albsig, Siga,l, and SIVIG have paid together
about 77% of the total damages related to the earthquake. According to the AFSA, the
entire damages claim from the earthquake reached nearly 4.1 billion or approximately
33 million euros. For the eight months of 2020 and for December of 2019, insurance
companies have paid about 22.5 million euros in the disaster insurance class. It is
believed that the vast majority of them are related to the earthquake of November
2019. However, according to AFSA, about 90% of the total value of claims are
liabilities of reinsurers.

Fig. 2. Damage to disaster insurance/ in thousands All
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The company's activities in 2020 are assessed as positive, even though it was a
pandemic year. The company's balance sheet is positive.

e The company Albsig sh. a is in second place in the non-life insurance market in
2020.

e In 2020, the company ranked first in the insurance market for Casco products
and liability and guarantees, and second for voluntary insurance with the highest rate
on the market, 53.14%. For compulsory motor insurance, the market presence for
2020 is 11.88% compared to 11.58% in 2019. For voluntary insurance, the market

0
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Source: Albsig
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presence for 2020 is 29.55% compared to 20.88% in 2019, placing it in second place
and increasing its sensitivity compared to 2019.

e Despite the impact of the pandemic, Albsig has increased by 13.51% for 2020,
while the non-life insurance market has decreased by 5.53%.

e Voluntary insurance accounts for 53.14 of total insurance revenue in Albsig's
operations for 2020, while compulsory motor insurance (TPL, green card and frontier
insurance) accounts for approximately 46.86% of premium revenue.

e Compensation paid amounted to 1,752,028 thousand ALL for 2020 compared to
769,218 thousand ALL for 2019, which is 127.77% more or 982,810 thousand more,
taking first place in the market and accounting for 25.27%. Albsig also ranks first in
the market for paid earthquake claims. For 2020, 1,095,421 thousand ALL were paid,
compared to 307,148 thousand ALL for 2019. The company has a 36.23% share of
paid claims in the market. A significant part of the claims is the compensation paid
for car insurance in the amount of 586,823 thousand Albanian Leks for 2020
compared to 374,730 thousand ALL for 2019.

e Compensation payments for accidents and health amounted to 66,522 thousand
ALL in 2020 compared to 85,748 thousand ALL in 2019.

Covid 19 and general overview

f COVID-19 has been among the most significant since the pandemic began in
2006. The pandemic has radically changed the global risk map. Existing inequalities
and social risks in terms of health outcomes, technology and employment
opportunities have intensified. The challenges of 2020 show that it is more important
than ever to create a fairer and more resilient society. The COVID-19 global economy
has led to the sharpest and deepest decline in economic activity since the Great
Depression of the 1930s. To mitigate the impact of the pandemic, fiscal and monetary
policy measures have been taken around the world and will continue to be adjusted to
take into account the impact of the pandemic on the economy.

The tendencies of the risk in 2021

In 2021 we had the five most essential risks from the possibilities of occurrence as
listed below:

Environment — Extreme weather conditions

Environment — Failure of climate action

Environment — Human Damage Caused Social

Environment — Infectious Diseases

Environment — Loss of biodiversity

The Albsig company controls ways risks.

Albsig, Risk Management Framework ensures that the identification, assessment,
monitoring and management of all material risks affecting the organization is
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continuous. The framework sets out how much trouble is acceptable and what action
should be taken if appetite is exceeded. The framework starts with the goal of Albsig.
Risk sharing to create a braver world is achieved by increasing the awareness of
Albsig sh. A. employees on risk management issues. Dealing with disaster situations,
Covid-19 accepts this risk and in such situations is guided by the approved disaster
contingency plan for business continuity and better management of the problem.

Fig. 3. Main risks in 2021

Subject

Risk strategy

The governing structure of the risk
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Identification of risks

Reporting of the risk

The action plan

Source: Albsig

Identify risk areas, assess the risk and eliminate or reduce the risk to an acceptable
level by limiting the financial costs to the necessary minimum. Risk management
refers to the risks and opportunities that affect the creation or preservation of value as
defined below:

Fig. 4. Specific factors and weight in risk assessment,
Resource Albsig report 2020

NR The factors of the risk Specific weight for each factor
1 | Reputation(R) 30%
2 | Compliance (C) 30%
3 | Operational (O) 20%
4 | Financial(F) 20%

Source: Albsig

Risk management strategy

The risk assessment includes a classification of risks, starting with the greatest
hazards that can have a significant impact on society and jeopardize its efficiency and
reputation, down to the lowest risks that may not require any action. Nevertheless, it
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is sufficient to monitor them continuously. After determining the probability of risk
occurrence and the risk consequences that have occurred, the final risk level is
determined according to the risk matrix in the form of a combination of possibility
and development (1 and 2 low, 3 and 4 medium and 6 and 9 high)

Fig. 5. Risk intensity evaluation, Resource Albsig report 2020
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Albsig focuses on critical risks that hinder the achievement of strategic goals.
These risks are part of the risk management process. The risks associated with day-to-
day operations are part of the risk management process. The company has identified
significant risks and aligned the stress scenarios as follows:

* Insurance risk

» Creditrisk

» Market risk

+ Liquidity risk

+ Operational risk

« Strategic risk
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Company management framework

Albsig Sh.a is supervised and controlled by the Annual General Meeting and the
Supervisory Board in order to manage risk; the processes must ultimately be included
in the relevant structures. Risk is the uncertainty of the outcome, and sound risk
management enables:

e increase confidence in achieving desired outcomes

e cffectively counter threats at an acceptable level

e make informed decisions about the exploitation of opportunities

Good risk management enables stakeholders to increase confidence in the
company's management and its ability to achieve its objectives. A ,three lines of
defense* model has been created as a structure that commonly refers to.

Three-line defense model

The first line of controls:

Policy, Regulation, Procedure (Preventive — Manual)

Organizational structure (hierarchy, reporting lines, centralization of decision-
making)

Division of tasks (preventive — manual)

The integrity of the systems on which the activity is based and the continuity
controls

Physical protection and access restrictions to human, financial, physical and
electronic assets (Preventive — Documentation)

The second set of rules:

e Effective processes for signaling and reporting unacceptable behavior or
violations of the Code of Ethics (Preventive — Documentation)

e Subject to second level authorities (inventory committees, supervisory
controllers, interdepartmental controls, process risk assessments) — (Disclosure —
Documentation)

The third level of controls:

e Subject matter of third level controls (internal audit, external audit, AFSA)
(disclosure — documentation)

e Comparative analysis of achievements against plans and budget (disclosure —
reports)

e Reconciliation of interface values from one system to another when the output of
one system is entered into the other system (Detective — Automated)

® Checks of online access to systems and transaction logs (Detective —
Automated)

Report on the valuation of risks for 2021, SIGAL UNIQA GROUP AUSTRIA
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SIGAL Life UNIQA Group AUSTRIA has been operating an insurance business
in the Albanian life insurance market for over 15 years. In 2020, the company
collected ALL 624,968 million in insurance premiums for 41,370 policies sold. The
number of insurance contracts in force on 31/12/2020 amounted to 69,279. The
average sum insured of the contracts is 1.42 million ALL.

Insurance products

quirements of the Albanian market, the needs of similar countries in the region and
the experience and expertise of UNIQA Group International. In general, the products
offered by the Company are relatively simple given the current conditions in the
investment market. Moreover, they include guarantees that are fully implemented
with the Company's financial and managerial capabilities.

The main products are:

e Life insurance of the borrower

e Endowment life insurance

e Combined life insurance

e Life insurance for loans

The risk management system comprises all of the company's structures organized
according to responsibilities: Board of Directors, Internal Audit, Insurance Statistics
Department, Operational Risk Responsibility, 1T Department, Human Resources
Department, Legal and Compliance Department, AML, Finance Department, Risk
Management Department, Underwriting Department. The type of insurance contracts
concluded also includes the insurance risk. In this respect, the company has, as
always, taken out the necessary reinsurance policies to reduce this potential risk of
loss as a result of possible events or disasters. The reinsurance policies are linked to
well-known and certified reinsurers or, in many cases, to Uniga Reinsurance.
Companies, firms or institutions with a high risk situation must take measures to
avoid losses. If these measures are not implemented, they are not included in the
insurance. The same strategies are also pursued in financial risk management. The
company's cash is balanced in Lek, Euro and USD, which reduces the risk of
exchange rate fluctuations. One element of security is that the company has never
entered into contracts for various financial transactions, but uses its cash in the form
of bank deposits in all three currencies, Lek, Euro and USD, in secure banks audited
and recommended by Uniga Group Austria.

Reporting framework

The approved methodology for assessing and classifying risks and conducting
resistance tests is: Calculation of the need for additional capital if all foreseen
scenarios of catastrophic epidemic and financial crises occur in the following year.
The risk management system in the company SIGAL LIFE UNIQA Group AUSTRIA
sh. a is focused on the following main risks:
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1. Market risk

2. Risk of taking out insurance policies

The risk of taking out insurance includes the following elements:

e Mortality risk

® The risk of longevity

e Risk of disability and illness

e Risk of lapses

e Costs for expenses

e (Catastrophe risk

3. Operational risk

is the loss due to inadequate or failed internal processes or errors caused by
systems, human resources or external events.

4. Legal risk

results from uncertainty due to legal action or delays in the applicability or
interpretation of contracts, laws and regulations.

5. Strategic risk

Strategic risk refers to the risk resulting from business decisions made by the
management bodies or their inappropriate implementation of business decisions that
affect the current or future solvency situation. It includes an increased risk due to
incorrect business decisions.

6. Reputational risk

Reputational risk is the risk of loss due to damage caused to the company's
reputation as a result of a deterioration in its name due to a negative perception by
customers, business partners, shareholders or supervisory authorities. According to
the data in the financial report for 2020, the estimates in the audit report above and
the forecasts for 2021, the company has all the necessary financial resources and
structures in place to counter potential risks and work towards achieving the targets
for the 2021 financial year.

CONCLUSIONS

Risk management plays a pivotal role in identifying, measuring, and mitigating
risks within an organization. By offering a structured and systematic approach, risk
management enables companies to clearly understand the risks they face, prioritize
them, and implement actions that effectively reduce potential losses. Beyond simply
addressing immediate risks, risk management provides additional organizational
benefits. These include saving valuable resources such as time, assets, income,
property, and human capital, which can be preserved through the reduction of claims.
Additionally, effective risk management protects the organization's reputation,
mitigates legal liabilities, and ensures operational sustainability. Furthermore, it
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safeguards people from harm, contributes to environmental protection, and enhances
the organization’s ability to prepare for unforeseen circumstances.

A well-designed risk management strategy enables organizations to anticipate
events that may disrupt operations or hinder their ability to exploit existing potential.
By proactively addressing these risks, organizations can redirect necessary
investments toward regenerating products and services, ensuring their long-term
survival, growth, and achievement of strategic goals. This foresight supports the
vision of the company over an extended time horizon, often exceeding three, six, or
twelve months, and ensures that it remains adaptable to changing circumstances.

It is essential for every organization to implement a risk management strategy,
particularly in today’s climate where the likelihood of legal claims has increased.
Courts tend to favor claimants, and organizations are often held responsible for the
actions of their employees. Given these circumstances, it is crucial for organizations
to adopt measures that reduce the risk of injuries and liability. Additionally,
individuals and organizations must maintain high standards of care, as people are
increasingly aware of the level of service they should expect and the recourse
available if they are wronged. Organizations are also perceived as having substantial
assets and high insurance coverage, further emphasizing the need for comprehensive
risk management.

The risk management system employed by Albsig is designed to address these
challenges. It includes robust reporting processes and procedures necessary to
identify, measure, manage, and continuously report risks to the relevant stakeholders,
ensuring that interdependencies are carefully considered. Moreover, the system is
integrated into the company’s organizational structure and decision-making
processes. Albsig employs a systematic approach to risk management, which involves
the identification, analysis, evaluation, monitoring, and communication of key risks.
This method ensures the company is able to minimize unforeseen adverse events
while maximizing potential opportunities for growth and development.

This study employed a qualitative research methodology, which is particularly
suited for exploring how Albsig manages risk within its organizational context.
Secondary data were gathered through literature reviews, industry reports, and an
analysis of relevant studies, providing insights into risk assessment and management
strategies. Official sources such as INSTAT, AMF, Albsig, and the Albanian
Insurance Association contributed valuable data for the analysis. The qualitative
approach enabled the exploration of complex risk management practices in the
Albanian insurance sector, specifically within the context of Albsig. As such, this
methodology was well-suited to the study’s objectives, providing a comprehensive
understanding of the relationship between risk management and the performance of
insurance companies in Albania.
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RECOMMENDATIONS

Information Symmetry: Insurance companies should ensure transparent and
balanced information sharing with customers to maintain an equitable
premium-to-benefit ratio, benefiting both parties.

Raising Awareness: Increasing awareness of insurance at both institutional and
customer levels is vital, particularly in Albania, where interest in insurance is
currently low.

Risk Management: Insurance companies should avoid taking excessive risks,
ensuring that their risk exposure aligns with their capacity for managing
potential losses.

Responsible Project Selection: High-risk policies or projects should not be
encouraged, as they can lead to financial losses and undermine the company’s
stability.

Investment Diversification: Companies should diversify investments and
secure appropriate insurance to effectively manage and mitigate risks.
Standardization of Insurance Laws: A well-regulated and standardized legal
framework is necessary to minimize losses and meet social obligations tied to
asset accumulation.

Customer Risk Profiling: Insurance companies must gather detailed
information on the risk levels of both institutional and individual customers to
tailor policies more effectively.

Regular Risk Management Review: Risk management plans should be
continually monitored and updated to adapt to changing circumstances and new
objectives.
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ASSESSMENT OF JOB SATISFACTION AMONG ALBANIAN
NURSES USING AN ONLINE QUESTIONNAIRE
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Abstract: Professional and personal variables are linked to job satisfaction. To
improve the quality of healthcare patients in all medical facilities, it is crucial to have
their input on this element of the job.

The purpose of the paper is to determine the level of job satisfaction among Albanian
nurses in terms of personal and professional factors, and the written feedback from them
in different healthcare facilities. It appears that they are dissatisfied or seem hopeless
about what they can do to improve their workplace. Another indication from nurses is
that they require additional training. They require unity, a nice work atmosphere, and
more wages. Our results show that the nursing profession is still preferred by women, as
the majority of the very young nurses are female. The nurses have over 7 years of
experience. Many of their opinions are focused on more courteous professions, pay,
training, and working circumstances. Each of these factors contributes to their increased
level of job satisfaction.

Key words: hospital, feedback, nurse, job satisfaction

JEL: 11,110, 111, J28

Introduction

Professional and personal variables are linked to job happiness. To improve the
quality of healthcare patients in all medical facilities, it is crucial to have their input
on this element of the job.

Purpose of the paper is to determine the level of job satisfaction among Albanian
nurses in terms of personal and professional factors, and the written feedback from
them in different healthcare facilities.

1, Aleksandér Moisiu“ University, UAMD, Durrés, Albania
2 _Queen Geraldine“ Maternity. Albania

3 Alma Mater Europaea Campus Rezonanca. Kosova.

4 Eqerem Cabej University, Gjirokastér. Albania
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Materials and methodology

The scientific research is qualitative and cross-sectional. Data collection was
conducted through a questionnaire online containing 24 main questions/issues and
with sub-questions for each main question/issue. The questionnaire used is the
Healthcare Environment Survey (HES)(Nelson, 2013). The data collection process
was conducted during the period of January-November 2024. The answers range from
1-7, where 1 is ,,Strongly disagree®, 2 is ,,Disagree*, 3 is ,,Slightly disagree*, 4 is
»Neutral“, 5 is ,,Slightly agree®, 6 is ,,Agree*, 7 is ,,Strongly agree*.

The study includes these questions:

ql-You are male/female:

g2- What is your age? years

g3- How do you assess the financial situation of your household?

g4- What is your current marital status?

g5- How long have you been working as a licensed nurse?

g6- In what type of hospital are you working in?

g7- What is the full name of the hospital/PHC and department you are working in?
g8- The city/district you live in is:

q18.1. Generally speaking, | am very satisfied with my current job.

g18.2- If there is some aspect of your current job that adds to your job satisfaction
and it has not been addressed in the above items, please identify in the space
provided below.

g18.3- If there is something missing in your current job or something you feel
could be better in your current job as you feel it would increase your job
satisfaction, please identify that in the space below.

Results and discussions

1. Overall job satisfaction and reliability of the study

Table 1: q18.1. Generally | N | Mi | Ma | Mea | SD Following Table
speaking, | am very n X n 1:Distinguishes the answer
satisfied with my current gl8.1- = 575 + 1.4e.
job. Results show Agree= 23/

731 1 7 1575 | 1.4 | 31.5%, Neutral= 4/ 5.5%,

6 Partly agree= 10/ 13.7%,

Strongly agree= 35/ 47.9%,

Strongly disagree= 1/ 1.4%.
Cronbach's alpha =0.982. Unfortunately, the science of nursing education is
probably being undermined by Cronbach's alpha restrictions and unreliable reporting
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standards(Taylor, 2021). Analysts typically benchmark Cronbach's alpha at 0.7, and
items are sufficiently constant at this level and beyond to demonstrate the measure's
reliability (Frost, 2024). Researchers are urged to use increasingly reliable methods to
measure reliability using their own data. Taylor (2021)

2. Personal and professional factors of nursing job satisfaction.

Distinguishes the answer gl about Gender. Results show Female= 55/ 75.3%,
Male= 18/ 24.7%. The number of men working as nurses has been steadily rising, but
the number of men in specialty sectors where women predominate has remained
unchanged, according to Bordelon et al. (2023). Male nurses and nursing students
encounter discrimination and gender bias in certain specialty nursing settings, which
has an impact on job satisfaction, parental participation, and the quality of care
provided (Bordelon et al., 2023). According to our survey, at least two-thirds of the
nurses interviewed were female.

Distinguishes the answer q8_The city/district you live in is: Results show < 25 000
inhabitants= 20/ 27.4%, > 100 000 inhabitants= 11/ 15.1%, Capital city= 7/ 9.6%,
Population 25 000-50 000 inhabitants= 15/ 20.5%, Population 50 000-100 000
inhabitants= 20/ 27.4%. Most nurses are living in cities. Distinguishes the answer
Q3_How do you assess the financial situation of your household? Results show Bad=
3/ 4.1%, Good= 56/ 76.7%, Very bad= 1/ 1.4%, Very good= 13/ 17.8%. According to
Medeni et al. (2025), there is a significant, positive, and moderate correlation between
job and life happiness, suggesting that they are interdependent. Our poll indicates that
nurses are generally leading good lives.

Distinguishes the answer g4_What is your current marital status?. Results show;
Living with partner= 3/ 4.1%, Divorced= 2/ 2.7% Married= 52/ 71.2% Single= 16/
21.9%. Most of the nurses. Nonetheless, divorce increased Compassion Satisfaction,
burnout was only affected by the work shift, and nursing professionals face a variety
of situations that may impair their quality of life in the workplace (Ruiz-Fernandez et
al., 2020). According to the findings, nurses who were male, single or divorced, and
childless had the highest levels of burnout (La Fuente et al., 2018). Seo et al. (2016)
found that the four index scales were related to self-rated health, hospital type,
number of coworkers, nursing position, marital status, and the average number of
days of overtime work per month.
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Table 2: g7 What is the name of the
hospital/PHC and the ward where
you work?

Regional Hospital of Gjirokaster,
Albania

17

Regional Hospital of Vushtrri, Kosova

14

Regional Hospital of Durres, Albania

Maternity ,,Queen Geraldina”Tirana,
Albania

University Hospital of Trauma, Tirana,
Albania

o

Regional Hospital of Kukes, Albania

Regional Hospital of Mitrovica, Kosova

Regional Hospital of Dibra, Albania

District Hospital of Mat, Albania.

District Hospital of Saranda, Albania

District Hospital of Permet, Albania

PHC Kukes, Albania

PHC Kelcyre — Deshnice

PHC Mitrovicé, Kosova

PHC Luftinje, Albania

PHC Vushtrri, Kosova

PHC Maxhunaj, Kosova

Army Ward 1032 Gjirokaster, PHC,
Albania

RPIRPWERLINIFEPININIEFPOINIWIN

PHC Libohove, Albania

1

According to the  findings,
nationality, and age both significantly
impacted total job  satisfaction
(Magbali, 2015).

Distinguishes the answer g5_How
long have you been working as a
licensed nurse?: Results show <1 year=
10/ 13.7%, >7 year= 41/ 56.2%, 1-3
years= 11/ 15.1%, 3-5 years= 7/ 9.6%,
5-7 years= 4/ 5.5%. Quesada-Puga et
al. (2024) claim that inexperience is the

main cause of ICU nurses' job
dissatisfaction.  Mid-career  nurses
exhibited the highest levels of

happiness, with experience having a
substantial impact (Kurtovi¢ & Strus,

2023).
Distinguishes the answer g 23
Position. Results show

Hospital/Clinic/Centre's head nurse= 1/
1.4%, Nurse= 60/ 82.2%, Other= 7/
9.6%, Ward's head nurse= 5/ 6.8%.
Distinguishes the answer q24_Level
of Education. Results show Bachelor=
39/ 53.4%, Master= 30/ 41.1%, Other=
4/ 5.5%. We see that there are a lot of
nurses who have master's degrees.

Education on the notion at the individual and organizational levels helps prevent
compassion fatigue (Peters, 2018). According to Kenny et al. (2015), funding new
graduate transition programs might have the biggest effect on retention. More access to
educational opportunities might increase Saudi nurses' job satisfaction (Alotaibi et al.,

2015).

Distinguishes the answer g6_In what type of hospital are you working in? Results
show Family Medicine Centre (FMC)= 12/ 16.4%, Public hospital= 61/ 83.6%. Mostly

they are working in hospital facilities.
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3. Nurses' written comments.

Table 3: g18.2- If there is some aspect of your current job that adds to your

job satisfaction and it has not been addressed in the above items, please N
identify in the space provided below.

No, | dont have 52
Professional and personal growth in the work environment usually motivates us 1
Skill and appropriate care to the patients despite the kind of disease 1
Nothing more than the sincere thanks of patients, | think is the greatest pleasure. 1
This aspect of my current job does not add any satisfaction to my work, not even 1
with the head nurse

Team cooperation for patient care 2
Continuing education 1
The education of the staff who conduct training is not valued enough in this 1
hospital.

Harmony and Calmness at work 2
Understanding between patients and their families 1
Working conditions are important to me. 1
Working conditions: we are not offered any optimal working conditions. Our 1
nursing service is violated by doctors.

Positive work environment 1
Salary 2
Psychological problems 1
Security in the work environment 1
To be appreciated 2
Job evaluation based on postgraduate studies or graduations from other faculties 1
should be done

Total 73

52




TABLE 4: q18.3- If there is something missing in your current job or N
something you feel could be better in your current job as you feel it would

increase your job satisfaction, please identify that in the space below.

Cooperation of all levels of the hierarchy and payment for work done 3
Each link in the hierarchy must carry out the tasks defined in the labor code and 1
according to the work contract.

We need to have meetings with staff as often as possible to talk about the 2
problems we encounter and have ongoing training.

Documentation 1
No, we don't lack anything. 32
Communication with the head nurse, she doesn't know how to communicate at 2
all, and only gives orders.

There are some aspects of the work that need to be corrected. 1
Nursing job sharing and teamwork 1
In general, working conditions, accountability and responsibilities! 1
At least 2 nurses must work at shift night. 1
Neutral 1
Salaries and better work conditions 16
PHC doesn't function 1
Increase workforce 1
A lot of things are lacking 1
Security 1
To appreciate us more for the difficulties of working in the ward 1
Training offered by the hospital to help with our professional growth and 5
development

Performance evaluation by patients 1
Total 73
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The majority of nurses responded, ,,No, | don't have.“ It appears that they are
dissatisfied or that there is nothing they can do to improve their workplace. We are
often motivated by our professional and personal development in the workplace,
which is another indication from nurses that they require additional training. They
require unity, a nice work atmosphere, and more wages. Cooperation with their unit
manager is another crucial element, which is sometimes insufficient.

Tables 2 and 3 contain all of these comments.

4. Conclusions and recommendations

Our results show that the nursing profession is still preferred by women, as the
majority of the very young nurses are female. The nurses have over 7 years of
experience. Many of their opinions are focused on more courteous professions, pay,
training, and working circumstances. Each of these factors contributes to their
increased level of job satisfaction.
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USING ARTIFICIAL INTELLIGENCE IN MARKETING:
OPPORTUNITIES AND CHALLENGES OF DIGITAL
TRANSFORMATION

Prof Asoc. Dr. Shkelgim Xeka*
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Abstract: In recent years, artificial intelligence (Al) has transformed the way
businesses create and implement marketing strategies. The purpose of this study is to
examine the impact of Al on marketing, focusing on the opportunities and challenges it
brings to organizations, as well as the consequences for the consumer experience. Using
machine learning algorithms, advanced analytics, and automation in creating
personalization campaigns has helped brands reach the right audience at the right time,
maximizing ROI (Return on Investment) and improving engagement. The objectives of the
study offer us an overview of current practices and trends in the use of Artificial
Intelligence in marketing. However, the integration of Al in marketing faces challenges
such as data protection, ethics in the use of algorithms and maintaining transparency in
customer relations. This paper will provide an overview of the current uses of Al in the
field of marketing, as well as discuss its possibilities and limitations in the context of
rapid technological developments. In conclusion, the importance of using Al in a
sustainable and ethical manner to ensure long-term benefits for businesses and
consumers will be highlighted.

Keywords: Artificial intelligence, digital marketing, personalization, ethics, machine
learning, analytics, digital transformation.

Introduction

Artificial intelligence (Al) has become a powerful tool for businesses, especially in
the field of marketing. It enables mass customization of the customer experience,
optimization of campaigns and increased efficiency of data analytics. The article aims
to examine the opportunities and challenges accompanying the implementation of Al
in marketing, drawing on current literature and recent practices. By examining best
practices and technological innovations, the article provides an overview of the uses
of Al in marketing and discusses its impact on digital business transformation.
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Artificial Intelligence in Marketing: Opportunities and Benefits

The use of Al in marketing is a phenomenon that has gained more and more
importance in the last decade. Al enables the use of advanced technologies such as
machine learning, deep learning and big data analysis to create more personalized and
effective marketing campaigns. According to Chaffey (2019), personalization is one
of the most popular uses of Al in marketing, as it allows the creation of consumer
experiences for each individual based on their purchase history and online behavior.
Through machine learning algorithms, Al can analyze consumer data and create
personalized recommendations, as is evident in the use of Al by companies such as
Amazon and Netflix.

Another important opportunity that Al offers is the automation of marketing
campaigns. This includes the use of chatbots and automated marketing systems to
improve interaction with consumers and maximize their engagement. Kumar & Shah
(2020) discuss that Al can be used to automate responses to customer requests in real
time, thereby improving the customer experience and saving time and resources for
the company.

Additionally, Al can help optimize marketing strategies through deep data
analysis. By using Al to analyze consumer behavior and preferences, businesses can
more accurately target the right audiences and create messages that resonate with
individuals' needs. According to Davenport & Ronanki (2018), the use of Al for data
analysis can significantly increase the accuracy and efficiency of digital marketing
strategies.

Challenges of Using Artificial Intelligence in Marketing

While the possibilities of Al are many, its use in marketing also faces some
significant challenges. Joubert et al. (2021) highlight one of the main challenges as
ethical and transparency issues in the use of Al algorithms. For example, when
algorithms are used to personalize offers and for advertising, consumers are often
unclear about how their data is collected and used. This can cause a lack of trust and
affect customer engagement. Ethical problems are also related to the possibility of
discriminating against certain groups of consumers, as mentioned in the study of
O'Neil (2016), where it is emphasized that algorithms can reinforce existing biases if
they are trained with inaccurate or incorrect data. dishonest.

Another big challenge is data protection and privacy. Martin & Murphy (2017)
discuss the risk posed to consumers when sensitive data is used without their full
consent. Legislation such as GDPR (European Union General Data Protection
Regulation) has imposed strict rules on data protection, which can complicate the use
of Al in marketing.
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In addition, implementing Al in marketing requires a significant investment in
technology infrastructure and staff training. As highlighted by Binns (2018),
companies need to have advanced capabilities to analyze and interpret data, as well as
ensure that marketing teams are able to use Al tools efficiently.

Artificial Intelligence and Digital Transformation of Businesses

The use of Al is a key element in the digital transformation of business. It helps
organizations develop more advanced and sustainable strategies to stay competitive in
an increasingly digitized world. Westermann et al. (2014) argue that Al and other
digital technologies can transform every aspect of a business's operations, including
marketing, customer service and internal operations.

A good example is the use of Al to improve marketing through real-time consumer
behavior analysis. Brynjolfsson & McAfee (2014) argue that companies that adopt Al
to analyze consumer behavior in real time can take advantage of new opportunities to
increase profits and maintain a competitive edge in the market.

Conclusion

The use of artificial intelligence in marketing offers tremendous opportunities for
personalization, optimization of campaigns and increased efficiency. However,
challenges such as ethics, data protection and implementation complexity remain
obstacles that need to be addressed to fully exploit the potential of Al. To adapt to
rapid technological change and take advantage of the opportunities that Al offers,
companies must take a balanced approach, integrating Al ethically and sustainably
into their marketing strategies.
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THE SATISFACTION OF PATIENTS WITH THE QUALITY
OF NURSING CARE. A LITERATURE REVIEW ABOUT
MEASUREMENT INSTRUMENTS.

PhD. Indrit Bimi?,
PhD.c Daniela Bimi?

Abstract: Nowadays, one accepted indicator of the efficiency and caliber of the
healthcare system is patient happiness. It is a vital instrument for improving the
quality of care. The purpose of this study was to investigate how many studies were
made through questionnaires. Nowadays, one accepted indicator of the efficiency and
caliber of the healthcare system is patient happiness. It is a vital instrument for
improving the quality of care. The purpose of this article is to analyze papers using
an online questionnaire to gauge patient satisfaction. A combination of search
phrases was used to access studies from PubMed, the Cochrane Library, Google
Scholar, Embase, PsycINFO, and CINAHL utilizing an electronic web-based search
technique.

A lot of articles regarding patient care satisfaction with nursing care were written
and mostly used the PSNCQQ questionnaire, but others were like (MPSS), CUCACE,
etc. It is important to keep measuring patient satisfaction so that comparisons and
assessments of the effects of different interventions. Nurses must keep delivering high-
guality, inclusive care in which caregivers are valued as important healthcare
contributors

Keywords: hospital, PSNCQQ, nurse, patient satisfaction

JEL: 114, 131, M31

Introduction

Nowadays, one accepted indicator of the efficiency and caliber of the healthcare
system is patient happiness. It is a vital instrument for improving the quality of care.
The purpose of this study was to investigate how many studies were made through
guestionnaires. Nowadays, one accepted indicator of the efficiency and caliber of the
healthcare system is patient happiness. It is a vital instrument for improving the
quality of care.

Methodology: A combination of search phrases was used to access studies from
PubMed, the Cochrane Library, Google Scholar, Embase, PsycINFO, and CINAHL
utilizing an electronic web-based search technique.
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The PSNCQQ consists of 19 items plus 3 extra questions intended to gauge patient
satisfaction with the overall standard of nursing care, overall hospital stay quality, and
intention to refer family and friends to the hospital. Every PSNCQQ item starts with a
phrase known as the ,,sign-post* that indicates the question's subject, followed by a
more in-depth question known as the ,,descriptor.« For instance, the descriptor ,,How
clear and complete the nurses’ explanations were about tests, treatments, and what to
expect™ is used as a signpost for the first item on the instrument, ,,information you
were given.“.

Results and discussions.

After the search in pubmed were chosen some articles that are published using
PSNCQQ and for other questionnaires we used Cochrane Library, Google Scholar,
Embase, PsycINFO, and CINAHL (Https://pubmed.ncbi.nim.nih.gov/?term=
PSNCQQ, n.d.)

Graphic 1- Papers using PSNCQQ
guestionnaire. Count
35
3
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2
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(Source PubMed- (Https://pubmed.ncbi.nlm.nih.gov/?term=PSNCQQ, n.d.)

According to Mamié et al.2024, the findings supported the questionnaire's one-
factor structure and demonstrated strong internal consistency (Cronbach's o = 0.977),
accounting for 70.64% of the variation. With strong fit indices (¥2 = 583.047, df =
149, p < 0.001, GFI = 0.861, AGFI = 0.818, NFI = 0.936, TLI = 0.946, CFI = 0.955,
RMSEA = 0.080, PCLOSE < 0.001), confirmatory component analysis validated the
unidimensional model (Mamié et al.2024). We see from this study that the
questionnaire produces Cronbach's a reliability and for that is useful.
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The quality of nursing care and transformational leadership, outcomes were found
to be positively correlated (r=0.811**, 0.759**, 0.789**, and 0.877** for additional
effort, work satisfaction, leader effectiveness, and quality, respectively), according to
Alloubani et al. (2019).

According to Alhowaymel et al. (2022), the evaluation of nursing care services
was influenced by personal traits and qualities. Assessing the quality of nursing care
made clear how important nurses were throughout the COVID-19 pandemic. This
study offers useful data that may be used to pinpoint nursing care's shortcomings and
strengthen its advantages in order to be completely ready for pandemics and other
future medical emergencies and crises.

According to Alharbi et al. (2022), the overall quality of nursing care varied
significantly between Saudi provinces (M = 4.65, p < 0.001). Sociodemographic
characteristics, such as age (p = 0.002), education level (p = 0.047), marital status (p
= 0.017), employment status (p = 0.038), urban versus suburban residence (p =
0.006), length of hospitalization (p = 0.001), and family member accompaniment (p =
0.014), were found to have mean significant differences with regard to patient
satisfaction with nursing care. It is necessary to regularly assess the quality of nursing
care services in order to improve the inpatient experience for patients.

With a one-factor structure and an excellent Cronbach's alpha reliability
coefficient of 0.94, the Serbian version of the Patient Satisfaction Nursing Care
Quality Questionnaire (PSNCQQ) was comparable across hospital categories. With a
range of 0.56 to 0.76, the correlation coefficient between the 19 items and the overall
scale was high and important variables influencing patients' satisfaction with nursing
treatment included their age, educational background, and length of stay in the
hospital (Milutinovi¢ et al., 2012). In order to help nursing care managers enhance the
nursing care process, the study offers a novel instrument for gauging patient
satisfaction with nursing care in Serbia(Milutinovi¢ et al., 2012).

According to Amiri et al., 2019, The characteristics of ,,autonomy*“ and
»experiencing moral conflicts“ had the lowest ratings, while ,,relational orientation*
and ,,following the rules* had the greatest values. In terms of patient satisfaction,
»nurses' professional performance* had the highest rating of 3.98 (1.09), while
,nurses' routine work® received the lowest rating of 2.69 (1.22). The mean patient
satisfaction score and nurses' moral sensitivity did not significantly correlate (Amiri et
al., 2019).

Even while caregivers' opinions of the overall quality of nursing care were
mediocre, more work should be done to improve the fair aspects, such as concern and
care, civility, friendliness, and kindness—all of which are essential to nursing's role as
a caring profession (Ojewale et al., 2022)

. A positive opinion of high-quality nursing care is mostly influenced by positive
interpersonal interactions and the recognition of caregivers as healthcare decision-
makers, both of which were shown to be insufficient in this study. Nurses must keep
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delivering high-quality, inclusive care in which caregivers are valued as important
healthcare contributors (Ojewale et al., 2022).

According to Qirko et al., 2024, patient satisfaction was higher among females,
younger patients (ages 20-49), and those with more socioeconomic position and
education. Medical history also had an impact; patients who had regular checkups
expressed higher levels of satisfaction than those who had long-term illnesses(Qirko
et al., 2024). Compared to younger patients, older individuals typically express less
satisfaction with the care they receive (Qirko et al., 2024)

In medical wards, patients expressed the highest level of satisfaction with the
quality of nursing care they got. The findings indicated that the communication
element may be enhanced. Background characteristics did not significantly correlate
with patient satisfaction with the quality of nursing treatment(Kannan et al., 2020).

According to this interventional study, it is possible to launch a workable, low-cost
intervention without significantly increasing the financial or logistical inputs into the
current health care systems, particularly in settings with limited resources (Zhianfar et
al., 2020). The results of this study may shed light on the scientific foundation of
evidence-based health care delivery methods(Zhianfar et al., 2020).

In addition to a questionnaire with sociodemographic data, the Scale of
Measurement of Patient Satisfaction about Nursing Care (MPSS) was employed as a
research tool. Overall, the General Hospital of Sparta has a very good picture, even
though the study has identified some issues and areas that require
development(Giannakopoulou et al., 2012). This is because the majority of patients
were satisfied with the treatments they received. Given that patients have a significant
moral and legal right to information, the procedure appears to have been improved. It
is important to keep measuring patient satisfaction so that comparisons and
assessments of the effects of different interventions on its modulation can be
made(Giannakopoulou et al., 2012).

According to Mobolaji-Olajide et al., 2020, the current study's findings, the
majority of patients expressed high levels of satisfaction with nursing care, and
variables such as personalized attention, patient acceptance, and the nurse's assurance
had a large impact on patient satisfaction. Patients' degree of satisfaction was found to
be significantly influenced by their educational attainment; thus, educating patients
about their diseases can help them better comprehend their medical demands and
value the nursing care they receive Mobolaji-Olajide et al., 2020, .

According to Abril et al., 2021), in a Colombian hospital, the construct validity
and content validity of the care scales, nursing care attention, and care perception
were validated. Its reliability is acknowledged in the context, and Cronbach's alpha
was greater than 0.7. For gauging patient satisfaction and experience with nursing
care in Colombia, the CUCACE is a suitable tool. The two-scale questionnaire is a
practical, accurate, valid, and reliable way to assess the quality of nursing care.

62



Conclusion.

A lot of articles regarding patient care satisfaction with nursing care were written
and mostly used the PSNCQQ questionnaire, but others were like (MPSS),
CUCACE, etc. It is important to keep measuring patient satisfaction so that
comparisons and assessments of the effects of different interventions. Nurses must
keep delivering high-quality, inclusive care in which caregivers are valued as
important healthcare contributors
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DIGITAL TWINS IN MARKETING - ADVANTAGES
AND CHALLENGES

Mapus ApmsiHoBa !

Abstract: The development of digital twins is due to the development of loT
technology, combined with the growing capabilities of Al and augmented reality. They
can be applied in a variety of industries and are valuable for improving productivity,
reducing downtime and improving overall efficiency. In the marketing, Digital Twins are
most often used to predict customer behavior, improve user experience. Against this
background, some challenges related to cybersecurity and interoperability, data
protection and malicious, responsibility for data quality, reliability, governance and trust
in technology use also stand out. The report shows the peculiarities of modeling and some
challenges to technology.
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BnBenenue

Pa3BuTHeTo Ha quruTanHUTE OJM3HALM CE€ IBJIKU Ha PA3BUTUETO HA TEXHOJIOTHITA
IoT (MHTepHeT Ha HemiaTa), ChUE€TaHO C HApACTBAIIUTE Bb3MOXXHOCTH Ha UMW mn
nobaBeHata peanHoct. Jururanaute 6musHany ([b) ca monenu, 6azupanu Ha MHOTO
roJsIMO KOJIMYECTBO JAaHHHM 3a PEeaHM OOEKTH M Ce M3IOJI3BaT 3a JUCTAHIIMOHHO
NoJIbpKaHe, HaONIOJCHUE, MOJEIHMPAaHEe M MPOTHO3MpPAHE Ha IMOBEICHHETO Ha
peanHusi obext. B oOnactra Ha Mapkerunra JIb Haii-uecTo ce wu3mos3Ba 3a
NPOTHO3MpaHE HAa IOBEJCHUETO Ha KIMEHTHUTE, MOA00psBaHE Ha IMOTPEOHUTEIICKOTO
n3xuBsBaHe. Ha To3u (oH ce OTKposBaT M HAKOM IPEAU3BHKATEICTBA, CBBP3AHU C
KUOEpCUTYpHOCTTa M ONepaTUBHATa CBBMECTHUMOCT, 3alllUTaTa Ha JaHHUTE,
OTTOBOPHOCTTA 3a KayeCTBOTO HA JaHHWTE, HAACKIHOCTTA, YIPABICHUETO U
JIOBEPHETO B M3IOJI3BAHETO HA TeXHOsoruuTe. JlOKIaabT ce OCHOBaBa Ha OOIIMpPEH
aHamu3 Ha JUTepaTypara M moka3Ba ocobeHocture Ha JIb, ¢daszute n HaumHHMTE 32
U3IMOJI3BAHETO MM B JKM3HEHUS LHMKBJI Ha TOTPEOUTENCKUTE CTOKM M HSIKOU
IIPEeIU3BUKATEIICTBA MIPEJ U3I0JI3BaHETO UM. Bee ome mmpokoro usnonassane Ha b
32 MapKeTHHIa Ha MOTPEOHMTEICKM CTOKM € BBIIPOC Ha u3ciensaHe. Kommanuwnte
morar n1a cb3aangar Jb, Ho Te TpsOBa na ca choOpa3eHn ¢ yMEHHATA HA KIUEHTUTE U
TOBa MOJCKa3Ba CEPUO3€H MpoOieM 3a Bb3MOXkHOCTUTE Ha JIb B 3aBHUcHMOCT OT
KJIMEHTCKUSI CETMEHT.

! e-mail: armianova@ue-varna.bg
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BBb3MOKHOCTH HA TUTHUTAJTHUTE 6.]'[I/I3Halll/l B MapKe€THUHIa

Ocobenocmu u euooee OUZUMAIHU OIU3HAUU

JIb e BupTyasieH MoJie] Ha peaaHo ChIIECTBYBaN] (pU3NYecKu 00EKT, CHCTeMa WK
npoIec, Ch3/aZeH C MOMOIITA HAa AAaHHU U MH(OpMaIus, ChOpaHH OT CEH30pH H
OpYyTd M3TOYHMIM. TEXHOJOTHsTa C€ OCHOBaBa Ha wuuesATa, d4e nudposa
MH(pOPMaILMOHHA KOHCTPYKIHMA 3a (hpu3nMdecKka cucreMa Moxe Ja Ob/e H3MO0JI3BaHa
KaTO CaMOCTOSITEIHA €IUHMIIA, YECTO ITbTU HE3aBUCUMO OT peayiHaTa. Ta3u nudposa
uHopmanus ce onpenens karo JAb Ha mHdopmanmara, KoATO € BrpajeHa B camara
¢u3nuecka cucteMa M € CBbp3aHa C Ta3u (U3MYECKa CHUCTEeMa Ipe3 LEeNus KU3HEH
KB Ha aurutanaus ommsHak (Grieves & Vickers, 2017).

ITpu n3rpaxxnanero Ha JIb ce u3nonssar asa noaxoza. /1b e ynpasiisiBaH OT MOZEI
WIW € yIpaBisBaH oT AaHHH. [Ipu moaxox 3a pa3paboTka, ynpasisBaH OT JaHHH, CE€
pa3zunra Ha BB3MOXKHOCTHTE 32 MO (MammHHO OOyueHHE) W ce ChOUpar rojeMu
KOJINYECTBA IAaHHU, KOMTO OTpPa3siBaT CBCTOSHHETO HAa pEAJHUTE CHCTEMHU BBHB
BpeMeTo. JIb 4ecTo m3moi3BaT JAaHHU B PEaJHO BpeMe, ChbOpPaHU OT CEH30pH U WU
UHTEPHET W3TOYHUIM. JIb W3MBJIHSABAT TPU OCHOBHH  (YHK-IIMH, KaTo
IPOTOTUIIUPAHE, MOHUTOPUHT U KOHTPOJI HAa peasHusl O0EKT.

B npou3BoACcTBOTO M Ch37aBAHETO WM ONTHUMHU3MpaHe Ha npoayktu b momarar
Ha OpraHu3aluuTe JAa Uu30erHaT NOTeHUUAJIHU TMpoOJeMH, Ja ONTUMH3HpAT
MPOU3BOJCTBEHUTE U TEXHUYECKHU MPOEKTHU U J1a HaMaJAT pazxoaute. M3non3sar ce u
3a yHpaBJICHUETO HAa BEPUTUTE 3a JOCTaBKa U clied MpoJaxOeHOTO 00CIy:KBaHE.
[Tpunaranero Ha MaTeMaTHYECKH MOJEIM HAa TPAHCIOPTHHU 3aJaydl OCUTypsiBa II0-
HUCKM oOmu TpaHcnoptHu pasxomu (Vasilev etal, 2023). 3a Hyxaute Ha
cTpoutenHus 6usHec ce m3nonssa loT u ce cb3maBar /Ib, kouTo mo3BossBaT aa ce
B3eMarT pereHus B peaano Bpeme (Sulova, 2023). Ce3gaBanero Ha [Ib u npunaranetro
Ha MO 3a cpOpaHuTe AaHHM BOAM 10 NMOAOOpsIBaHE HAa CTAOMIIHOCTTA M KPEAUTHHS
noptdeiin BpB punancosus cextop (Aleksandrova & Parusheva, 2021).

TexHOJOrHN HA AUTUTAJIEH 0JIM3HAK

b wm3momBat loT ycrpoiicTBa 3a chOWpaHe Ha WHPOpPMAIHS OT CEH30pH 3a
peasHust 00eKT U KpaliHuTe ycTpoiicta (dur. 1). 3a ma Moxke aa ce crOepaT JaHHUTE
U J1a UMa CHOTBETCTBUE C peasHUsi OOCKT € Heo0X0arMa BUCOKOCKOPOCTHA BPbH3Ka,
KOSITO J1a TIO3BOJIM BKJIFOUBaHe Ha ycrpoiictBara B [oT. Pa3uuTa ce Ha TexHONMOrHUTE
3a chXpaHeHHe W 00paboTKa Ha TOJEMHTE JaHHH, 3a Ja ce chOepar manHutTe oT loT
YCTpOMCTBaTa, KOUTO C€ MpeaocTaBsAT Ha cucremara 3a MO. MO ce u3non3Ba 3a
NpOTHO3M M O0paTHAa BpPB3Ka M 32 OTKPHBAHE HA CTPATETMH 3a CMEKYaBaHE Ha
HEXXEeJIaHuTe pe3yiaratu. TpsoOBa Ja ce rapaHTUpa CUTYPHOCTTA Ha JAHHUTE, KOUTO ca
cbOpaHu, KaKTO W CHUTYpHOCTTa HAa MPEHOCA UM MEXAY pa3INYHUTE KOMIIOHEHTH.
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Pa3uura ce Ha MPOTOKOJIM 32 CUTYPHOCT MPU CIOACIISTHE U MEXaHU3MH 32 OTOPU3ALUS
U YIOCTOBEPSIBAHE.

[IpoGileM ca BHCOKWTE HM3HMCKBAaHHS KbM KOMYHUKAIIMOHHUTEC W W3YHCIUTEITHUTE
peCcypcH M UCKBaHETO 3a ¢()eKTUBHOCT M MamabupaHe Ha oOpaboTkuTe. B omuT na ce
pemm To3u mpoOiieM ce BBbBEXKIA HAEATa 3a paslpelcieHa, a He LCHTpaIu3upaHa
00paboTKa Ha TAHHUTE U JIeTleHTpaTu3upano ooyueHune. deneparuBHoTO 00ydeHue (FL)
e pasHoBHgHOCT Ha MO, KOETO WH3IOJ3Ba MOJOOPSABANINTE C€ BB3MOXKHOCTH Ha
yCcTpoicTBara, karo Mojenute 3a MO ce oOydaBaT ¢ pecypcuTe Ha yCTpoicTBaTa, 0e3 Jia
Ce Hajlara JIaHHUTe ChOpPaHH OT TSX Jla Ce U3MpaIIaT Ha IEeHTpaITu3upaHo Msicto. Taka ce
rapaHTHpa TOBEPUTEIIHOCTTa W CHTYPHOCTTa Ha JAHHUTE, KOWUTO HE HaIycKar
YCTpOMCTBAaTa B CYpOB BHJ] WJIM JIOPH HM300III0 HE CE MPEXBHPIAT KbM ICHTPATUZUPAHO
xpanwmiie. Ype3 HamaisBaHe HAa HEOOXOIUMOCTTA OT NpeMecTBaHe Ha naHHHW, FL
nomara Jia ce M30erHaT 3a0aBsHUSI U HaMaJlsiBa ThPCEHETO B MPEXKHUTE, KOETO TPaBU
BBH3MO)KHO aHAIM3UPAHETO Ha JaHHHUTE Obp30 U JiokamHo. FL momara Ha IoT cucremure
Ja ce Mamadbupar e(eKTHBHO, KaTo ChHIICBPEMEHHO 3ama3Ba HH(popManusITa 3a
noTtpeduTenurTe nopepurenHa u 3ammrena (Yadav et.al, 2022).

o () O
<<((E>)>> | <3 -

[fo6aseHa
CeHsopyn peanHocTt

MporHosum
aHanusn

ycTpoiicTBa
®urypa 1: OCHOBHH TeXHOJIOTHH W3MOJI3BAHU B TMTHTATHUTE OJM3HALHM

Bw3moorrcnu npeoumcmea om uznonzeanemo na /[b ¢ mapxemunca

WaTerpupaneto Ha HOBUTE TexHosoruu, kato l[oT, MM, Bb3MOXKHOCTUTE 3a
crOupane n oOpaboTka Ha ToJeMu KonwdecTBa JaHHU B J[b, m1aBa BB3MOXKHOCT 3a
Ch3/laBaHE HA MOIIHM WHCTPYMEHTH 3a JurhtanHus wmapketunr. J[b naBa
BB3MOXKHOCT 32 pa3paboTBaHe, TECTBaHE W BHEIPSIBAaHE HA MAPKETHHTOBH CTpATETHH,
KOUTO 00paboTBaT akTyaimHa WHGOpPMAIHI ¥ MOTaT Ja HajlaraT IPOMEHU B OTACITHU
MEpKH B peaqHO Bpeme. Taka Te ca mo-e¢eKTHBHHM, HO MOTaT Ja OTpassiBaT H
aKTyaJTHU JKeJIaHHUs Ha TIOTPEOUTENHTE, KAaTO EHEPTOCIIeCTIBAHE.
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JAb HamupaT NOpWIOKEHHWE B MapKeTHHra B MHOIO €Tan, He camMo TNpu
npoaaxxOaTa, HO OIIe MPH pa3pabOTBAHETO W IYCKaHETO Ha HOB MPOIYKT HA Masapa
JI0 TIOCTICIBAIIOTO 0OCTy)KBaHE HA MPOJAYKTUTE U PEMOHTA, KAKTO U OTKPUBAHETO Ha
HyXJaTa oT ObJe1o nogoopenue Ha npoaykrure. OcBeH qurutansy konus Ha [oT 3a
IEJIUTE Ha MapKeTWHra ce paspaborBar /Ib, koWTo ca komws Ha KIWEHTUTE WIIH
TEXHHTE TPYNMH W CIy)KaT 3a MPOTHO3MpaHE Ha ObIenioTo uM mnoBemeHue. Ho B
MapKETHHIOBATa IMOJIUTHKA C€ B3€MAaT MHOTO PEIICHHUS, KOUTO LT IMO00psBaHe Ha
NOTPEOUTEICKOTO U3KHUBSIBAHE MPHU 3aKYITyBAHETO MPOAYKTAa U HETOBOTO M3MOJI3BaHE,
BKJIFOYMTEIIHO OTTOBOPHO  OTHOIIEHWE KbM OKojiHata cpega (ur. 2).
MapKkeTHHrOBUTE pelmieHHs ca B O00JacTTa Ha MPOIYKTOBA  IOJHUTHKA,
KOMYHHKAIIMOHHA ITOJIUTHKA, TTOJUTHKA Ha TUCTPUOYIUS U IICHOBA ITOJTMTHKA.

Etan Ha
Etan Ha ETan Ha Etan Ha Etan Ha

npopaxbaun
cHabaasane NoAABpHaHe peumMkaMpate

NpOEKTHpaHe NpoW3BOACTBO

®urypa 2: ETanu Ha )XU3HEHUS IIUKbBJ Ha MpoaykTa 3a JIb B MapkeTuHra

IIpu erama Ha npoektupane ce usnonssar [Ib. Te ce usnonssar, 3a pa3auyHU
cUMyJaluM 3a KadectBara Ha Opaemus npoaykt (Morandotti & Pelosi, 2018). 3a
cb3maBaHe Ha napyru nonoOHu mponykrtu (Grieves & Vickers, 2017) moxe nma ce
U3M0J3Ba chOpaHaTta MH(OPMAIHS 32 4eCTO W3MON3BaHM (PYHKIMM M HAYMHUTE Ha
W3BUKBAHETO UM, YECTH NMPOOJIEMH, HYKIU OT pEMOHT U T.H. B Ta3u eran ce uznonssa
u JIb Ha KIMEHTHTE 32 OTKpPHBAHE Ha Hali-7o0paTa cTpaTerys 3a MPOMOTHUPAHETO Ha
Obaenus MpoAyKT. B Hero morar na ce HampaBsT pa3iUYHUA CHUMYJAIMH, KAaTO Ce
W3M0J3BaT JaHHU 3a KJIMEHTCKOTO ThpceHe. Hampumep morar na ce cpaBHSIBAT
pasxoauTe 3a J00aBsSHE HAa XapaKTEPHUCTUKUM KbM HPOJYKTa M CKIOHHOCTTa Ha
KJIMEHTUTE J1a IJIATAT 32 HOBUTE BB3MOXKHOCTU. MoXe Ja ce OTKpHe ONTHMallHaTa
(YHKIMOHAIHOCT Ha MPOAYKTAa OT TIJIeJHAa TOYKAa Ha BB3BPAIAEMOCTTA MU
MOCTUTaHe Ha TO-IBJTOCPOYHH TMOJUTHKH HA OPraHM3alusATa, KaTo €KOJOTHYHOCT,
eHeprocrecTsiBane W Jap. B Ta3sm ¢aza moxe ma ce peanusupa NpPOAYyKTOBATa
MOJUTHKA HA MApKETHHIOBUsI MUKC. T 00XBala BCHUKN OM3HEC PELICHUs, CBbP3aHU
C OpPUEHTHPAH KbM KIHEHTA MPOAYKT, KaTO Ce B3eMaT MPEIBUJ MPEANPHEMAUYCCKUTE
LIEJIY, 3aTOBa MapKETUHIOBA 3a/1a4a € /1a Ce U3CJIe/IBa Bb3MOXKHOCTUTE 3a MPOJYKTOBU
WHOBAIIMM W TIOJIBPKAHETO HA YCHEIHO ycTaHoBeHHW mpoxayktu (Homburg, 2020).
N3znon3Banero Ha /Ib Ha KimMeHTHTE MO3BOJSABA Jla C€ CHOMpAT HE caMO JaHHU 3a
(YHKIMOHUPAHETO W CHCTOSIHUETO HA WHTEIMICHTHHS TMPOAYKT, HO M JaHHHU 3a
HYXXJIUTE HA KIIMEHTHUTE, TOBEJICHUETO U ThPCEHETO HA KIIMEHTHTE.

IIppu erama Ha mNpoM3BOACTBO ce cCb3maBar JIb Ha DpogykTUTE WIH
npousBoacTBernTe MomtHOCTH (Luo et al., 2018). Taka moxe mga ce onmTHMH3Hpa
IPOU3BOJCTBOTO, /1a CE IPOTHO3UPAT IPEIIKH IIPYU IPOU3BOJICTBOTO U J1a CE BbBEXKIAT
INPOMEHHU, 3a Ja ce IOoJ00pM KayecTBOTO Ha 0a3a Ha JaHHMUTE 3a paboraTa Ha
NpPOM3BEICHUTE TNPOAYKTH. MapKEeTHHIOBUTE BB3MOXXHOCTH Ca CBBP3aHH C IIO-
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TOYHUTE JAHHMA 3a TpeleHKa Ha CTOMHOCTTa Ha MPOIyKTa M peJaKkTUpaHe Ha
[IeHOBaTa NOJHMTHKA. Morar na ce H3cleABaT W HarjacUTe Ha KIMEHTHTE 3a
M3I0JI3BAHETO HA PA3JIMYHH OIMIAKOBKH 32 MPOIYKTA.

Ha eranma nmponaxOute u cHaOJsSBaHETO ca BKIIOYEHH JEHHOCTH, CBBP3aHU C
JIOTUCTHKAaTa M OOCIy)XBaHETO Ha KiueHTuTe. Moxe na ce cw3gane JIb Ha
noructruyHata Bepura (Lim et al.,, 2020) u T4 ma ce onTumm3upa. Morar ma ce
NPOMEHAT MapIIPYTH B PEaJTHO BpeMe, BbB BPb3Ka C TaHHU 32 TpaduKa, OrpaHUICHUS
3a ABWKEHUE U ap. Moxe J1a ce MpOMEHH JOTUCTUYHATa BEpUra 4pe3 HOBU CKJIAZ0BE
1 moAoOpsBaHe Ha 3amacuTe W curypHoctTa uM (Canorea, 2024). 3a na ce moBHIIN
JOBEPHETO HAa KJIMEHTHUTE ce MpeaocTtaBs MHpopMauus u Ha kiueHta ot Jb Ha
Bepurara 3a J0cTaBka. Hampumep KIMEHTHT MOXKe J1a HaOIIoAaBa B PEeaHO BpeMe
JBMKCHHETO Ha MOKYIIKATa CH, J1a BUAM KaK C€ MaKeTUpa, ChbXpaHsBa U T.H.

MapkeTHHrOBHTE 3a/ladyll ca CBBbP3aHU C OOCITY)KBAaHETO HAa KJIMEHTUTE U TIO-
n00poTo UM u3KuBsiBaHe. KOMYHMKAallMOHHUTE 3a7auydl HAa MapKeTHHTa BKIIOYBAT
M3M0JI3BAHETO HA peKiiaMa 3a HachpyaBaHE HAa MPOJAKOUTE, AUTHTAJICH MapKETHHT,
UHQIYSHChD MapKETHHT, IUIaTGOPMEH MAapKETUHT WM JIUPEKTCH MAapKETHHT
(Homburg, 2020). imenHo 3a Ta3u 3ajada MMa Hai-rOJISIMO 3HAYEHHE CH3IaBAHETO
Ha JIb Ha kimentute. Upe3 aHanW3 Ha MOBEJCHHETO MM MOTaT Jla C€ MPEIOCTaBsT
WHIMBUAyallHA peKJaMa WM NpocTO MH(OpMAalus 3a HMHTEpEeCyBallUTe KIMEHTa
NPOAYKTH M YCJIYTHM WIH TPENOPhKUA Ja JONBIBAIIM NpoaAyKTH u yciyru. JIb Ha
NPOAYKTUTE M KIMEHTHTE MOraT Jia Ce ChUeTasT 3a Ch3/laBaHE HAa JEMOHCTpAIMS 3a
npoaykTa. I[lo To3um HaumH ce HacbpuaBaT npoaaxOute. KnmeHture pazuurar Ha
WH/IMBUIYaJTHO OTHOIICHHUE U JIUIICaTa My, MOXKE Jia JOBE/e J0 pa30uapoBaHue KbM
mapkata. CpOupaHeTo Ha JaHHM 3a TOBeACHHMETO Ha kiumeHTute B JIb nama
BB3MOKHOCT M 3a IO-TOYHA IIEHOBA AU(epeHITaIis Ha KIIMSHTHTE.

B erama Ha mommbpxkaneto /Ib Morar na ce u3mon3BaT 3a moaoOpsiBaHE Ha
paborata, KOHpHUTrypauusiTa W TOAIPHKKATA HA MPOAYKTHTE, KATO IPEIOCTABAT
JOIBJIHUTENHA (YHKIMOHAIHOCT. Upe3 aHAINTHYHM MOJENN 3a H3IOJI3BAaHETO Ha
MPOAYKTUTE MOTAT Ja Ce€ MpeACKakaT ObAemuTe MpoOJieMu, HYKIUTE OT PEMOHTH
(Lim et al., 2020) u pe3epBHH YaCTH ¥ J]a CE OPraHM3UPAT JIOTHCTUYHH KAHAIH 32 THX.
OcBeH TOBa MoOraT Ja ce MpemIokaT Ha KIMEHTUTE ONTHMAaJlHM HAuuHH 34
M3I0JI3BAHETO HAa MPOAYKTHTE, KOMTO Ja YABDKAT IEepHoJa Ha M3IOJI3BaHE WM A
M3II0JI3BAT TO-E(PEKTUBHO TMPOIYKTHTE, KATO CE€ CIIECTH EJICKTPOCHEPTHs WU JPYT
pecypc. Cp3naBaneto Ha /Ib, mo3BoiisiBa fa ce OTKPUAT Bb3HUKHAIUTE MPOOJIEMHU B
yCTpOMCTBaTa M Ja C€ B3eMaT CBOEBPEMEHHHM MepKu. MoraT Ja ce MpenocTaBsT
npeKoHpUrypHupaHe, akTyaaTHH cOPTYSpHH U XaplyepHH NMOJT00PEHNUS 33 MPOJYKTUTE
(Aivaliotis et al., 2019). U3nomsaneto Ha JIb Ha KIMEHTUTE MOXE Ja OTKpHE
HYXJaTa OT pa3pabOTBAaHETO W MPEIOCTaBSHETO HAa JOMBJIHUTENHU ycinyrd. Ha
KJIMCHTUTE MOXE Jia Ce MpenocTaBd HMH(pOpMAlMs 32 HAUYMHHUTE 3a CIOOMBaHE C
PE3epBHU YaCTH WM 32 BB3MOXKHOCTUTE 32 PEMOHT Ha 3aKYIEHUS MPOIYKT.

B erana na penmximpane JIb Morar ma mpemocTaBAT akTyanHa WHGOpPMAIUS 3a
NPOAYKTUTE, KOUTO C€ U3XBBPILT U TaKa Jia Ce CIIECTH BPEME M YCUIIUS 38 THarHOCTHKA
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Ha TIOTCHIIMAIHO TOJHUTE 3a MOBTOPHO M3moy3BaHe eneMeHnTn (Wang & Wang, 2019).
OcBeH ToBa Ha 0a3a JIaHHHWTE 3a MECTOHAXOXIICHHETO M CHCTOSHHETO UM MOXKE Jia ce
OpraHM3upa JIOTUCTUYHA BepuTra 3a ChOMpaHe Ha W3XBBPJICHUTE IMPOMYKTH, KOETO €
0COOEHO aKTYyaJIHO, KO ChIbPKAT MOTEHIIMAIHO OTIACHU BEIECTBA.

Cob3naBanero Ha /b Ha KJIMEHTUTE € BaXKHO 3a IEJIUTE Ha MapKETHHTa, 3aIl0TO
chyeTaBa NPOCIECASBAHETO HA TMOBEJACHHUETO HA KIWMEHTAa B PEATHO BpEME H
W3BBPIIBAHETO HA PA3IMYHU aHAIM3HM U MPOrHO3upaneTo. [lon3a uMart u KIMEeHTUTE,
3aI10TO JUTHUTATHUAT Mara3uH MOJXKE Jla € HACTPOWBa CIIOPE] NPEANOYUTAHHUITA UM
B peajiHO BpeMe W Taka Ja oao0pu uzxuBsaBaHeTo uM. Upes /b Moxke na ce momyuun
3a1bpI004YeHa MpeCcTaBa 3a MOBEJCHUETO Ha IOTPEOUTENNTE, MPOIYKTa U IMa3apHUATE
TeHJieHIIM. Taka MapKEeTMHTOBUTE CTPATETMH MOTaT Ja OTTOBOPST Ha IIENIUTE 3a
yCTOfI‘lI/IBOCT Ha opraHu3anusdaTa U Aa pE€30HHUpPAT C HEHHOCTUTC W OYAKBAHUATA HA
kuenture (Kim & Lee, 2020).

Ilpeouseuxkamencmea nped oucumannume O1UHAUU

3a 1a uma cMuchI obade oT paborara Ha JIb, mpexBbpiisiHEeTO U 00paboTkaTa Ha
JaHHUTE TpsIOBa J1a CTaBa B PeajHO BpeMe U Ja € TouHO. M Tyk Bb3HHKBa BBIIpOCa 3a
e(eKTHBHO H3MOJI3BAaHE HAa M3YHCIUTEIHH PECypcH, MPEXKOBHTE pECypcH U
pecypcure 3a  CbXpaHEHHE. TeXHOJNOTWsATa C€ W3MpaBs MpeA  peauna
NpeIN3BUKATEIICTBA:

Ta6auna 1: [Ipequ3BrkarencTsa mpe IUTUTATHUTE OIU3HAIN

IIpenn3BuUKaTeJCTBA Bb3mo:kHOCTH
HanexxaHa cuHXpOHM3aIUs OTtunTaHe Ha XapaKTEPUCTUKNTE
C peasiHus 00EKT Ha MHQPACTPYKTypaTa U ONTHMAIHOTO M U3IOJI3BaHE
WuTerpanus cbC ChIIECTRY- OTKpHBaHe Ha ONITUMAIHU BH3MOKHOCTH
BaluTe cOPTyepHH CHCTEMH 3a MHTerpanus

CpOupane Ha MUHUMYM JIaHHHU C Pa3InIHO KayecTBO,
0e3 3HAYUTENHO U OTPULATEHO BB3JCHCTBUE BHPXY
eukacHoctTa upe3 FL wiu ch3naBaHe Ha TOIIBIHATE-
JIEH ChPBBPEH CJIOH
W3non3BaHe Ha pa3InYHU MEXaHU3MH, KaTO Xelll
(YHKLIMH M CUTYPHO arperupase

T'onemu pazxonu
H Bb3MOXKHOCTH
3a Mamabupane

Kubepcurypnoct

HanexxHa 00Bbp3aHOCT

Ha ycTpoiicTBara B 10T
JloBepHue B TEXHOJIOTHUSITA H3sicHsIBaHE HA OTTOBOPHOCTTA

Karto Bcsika TexHosorus U JIb umar mpeauMcTBa M HSKOHM MPEIU3BUKATEIICTBA,

cBbp3aHu ¢ usnomBaHeTo UM (Tabmmma 1). OcHOBHUTE TpeaU3BUKATEICTBA TP

Ch3/IaBAaHETO HA IUTUTAIHUTE OJIM3HALM Ca 32 CBOEBPEMEHHATAa CHHXPOHU3ALUATA C

peanHus OOCKT. 32 CHHXpPOHHM3alMiITa C JAaHHUTE HAa MHOTO KJIIMEHTH CE W3UCKBA

FL u BHCOKOCKOpOCTHA Bpb3Ka
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BHCOKOCKOpPOCTHa Bpb3Ka, KOATO J1a TMO3BOJIM BKIIIOUBaHe Ha ycrpoiicrBata B loT
(Schleich et.al, 2017; Tao et.al, 2018). Korato ce cb3maBar AWUTHTATHH OJIM3HAIIH,
cbOMpaHeTo Ha TIOBeYe JaHHM HE € onThuManHa cTpaterus. [lo-BaxkHO e
npeaBapuTenHata oOpaboTka Ha JaHHMTE Ja OTYMTAa KauyecTBOTO Ha JIaHHHUTE,
YeCTOTHATA JIEHTa Ha MpeXkaTa, U3YMCIMTEeIHAaTa MOIHOCT Ha MH(QPACTPYKTypara U
W3MCKBaHMATA 3a KAa4eCTBO Ha ycCiIyraTa Ha KOHKPETHOTO NpuiioxeHue. Taka ce
peanu3upa U 3almTa Ha JaHHUTE, KOeTO € 0co0eHo BakHO 3a /b, kouTo chxpaHsBar
JVYHY JAHHU Ha KJIMEHTUTE.

[Tpu TOBa Morar Aa BB3HMKHAT IpOOJEMHU C XapAyepa WIN MpEXOBU MOBpPEIH,
KOMTO Jla HaMalAT HaJdeKHOCTTa. BkitouBaHeTo Ha roisiM Opoil morpeOuTenu
npezrnoiara Bb3HUKBaHE Ha MPOOJIEMHU C MPETOBAPBAHETO HA MPEXKHUTE M BHCOKATa
CJIO)KHOCT Ha @JIrOpPUTBhMA 3a YIpaBjieHHe. BB3MOXKHO pellleHHe € W3I0J3BaHe Ha
mexaHu3smMu 3a FL, kakro u ocurypsiBaHe Ha HaJeKJaHa KOMYHUKAIUS MEXIy
Pa3IUYHUATE CUCTEMHU.

pyr npoGiem e HeoOXoauMocTTa OT 00Bbp3BaHe Ha /Ib chc chlecTByBammTe
codpryepuu cucremu (Grieves, 2019). Yecto ce u3non3pa pasnoobOpaszeH codryep 3a
peanuzanyaTa Ha OM3HEC MPOLECUTE M € TPYIHO J1a Ce IMOCTUIHE ChIVIACYBAaHOCT C
BCUYKHM CHUCTEMU. BB3MOXKHO pelieHue e na ce usnoaspar texHosnoruure Ha MU, 3a
Ja ce Ccbh3hane Mojed, KOWTO Ja OTKpUE ONTUMAJIHUTE BB3MOXKHOCTH 3a
B3aUMO/ICIICTBHE CBHC CHIUIECTBYBAILIUTE CUCTEMH, KOETO 00aye mocTaBs mpobieMa 3a
BHCOKHTE HaYaJlHU Pa3Xo.iu.

[Tpu pazpaborBanero Ha /b popMaThT, MbIHOTATa U KaYECTBOTO HA CHOpaHUTE
JTAHHM PSAJIKO ca €IHAKBH. 3aTOBa € HEOOXOMMa TOMbIHUTEIHA 00paboTKa, KOATO J1a
HOJTrOTBU JaHHUTE 3a m3mnoi3BaHe. ChbXpaHEHHETO, MpeJaBaHeTo U oOpaboTkara Ha
rojJeMH KOJIMYECTBO JIaHHM, CbH3/1aBa 3HAUYUTEIHU Pa3XodHM 3a KOMITIOThpHATa
UH(PACTPYKTypa, 3a Ja Ce MOCTUTHE BHCOKA MPOU3BOAUTEIIHOCT. 3aTOBa C€ THPCHU
METOJl 3a ChOMpaHe Ha MUHUMYM JaHHM IpPU TOBA C PA3IUYHO KadyecTBO, 0Oe3
3HAQUUTEJIHO W OTPULATETHO BB3ACHCTBHE BBPXY €(QHUKACHOCTTa, HaNpUMep
pasunTaiiki Ha FL. MapKkeTHHroBUTE CTpaTeruy LEJST MOBUIIABAHETO HAa Opost Ha
KJIMEHTH, HO TOBa IIOCTaBs M3MCKBAHE 32 BB3MOXKHOCTU 3a Mamadupane Ha /Ib.
[ToBuimaBar ce HyXIUTE OT PECYPCHU ChC BCEKH HOB KJIMEHT. 3aTOBA Bb3MOKHOCTH 3a
Mamabupane ca OT M3KIIIOYMTEIHO 3HAYCHHE M CTPATETHATa 3a MECTeHE Ha PEeCypCH
M3UCKaBa akTuBHpaHe Ha J[b camo Ha akTUBHUTE B 1aJICH IEPUO/] KIIUCHTH.

Karo BcsAka TexHomorus paboremia ¢ rojleMH AaHHU BaXKEH € BBIPOCHT 3a
KHOEPCHUTYPHOCTTA 3a rapaHTUPAaHE Ha CUTYPHOCTTA Ha JAaHHUTE IpPU IPEHOCa,
ChOMPAHETO M ChXPAHEHUETO HA JAHHUTE. ATaKUTE MOraT Jia ca JUPeKTHO BbpXy 10T
YCTPOMCTBA WIH KOMYHMKAlHOHHUSA CJIOM, HAIIpUMEP 4Ype3 IUIr03a, Ipe3 kouto [oT
yCTpOICTBa KayBaT JaHHH U MOJy4aBaT yNpaBisBalld CUTHAIU. ATakaTa MOXe Ja €
U B ClEJBAalllUTEe CJIOEBE, KaTo ce arakyBa. Ilpum 3amumrara Ha ycTpoiicTBaTta
OCHOBHOTO IIPEIU3BHUKATEJICTBO € CBBP3aHO C HAYMHMUTE 3a BHEAPSBAHE Ha CUTYpHU
MEXaHHU3MH 3a yJOCTOBEPABAHE, KOUTO Jla ca C HUCHK pa3xoJ Ha €Heprusd. 3a Ja ce
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rapaHTipa CcUrypHocTTta ¢ BaxHo J[b nma cwrOupar u chxpaHsSBaT JaHHH B
CHOTBETCTBHUE C 3aKOHOBUTE U HOPMATHBHHU Pa3Nopea0H 3a 3aliTa Ha JaHHUTE.

OcurypsiBaHeTO Ha HeMpeKbCcHaTaTa cBbp3anocT Ha [oT ycrpoiicTBaTa € BaxXHO 3a
paborara Ha/lb. Bp3amoxHO e 00aye 1a ce n30erHar NpeKbCBaHUITA MOPaIU CIIHpPaHE
Ha 3axpaHBaHETO, COQTYEpHU MPOOJIEMH WIHM APYTH HENPEIBHICHU OOCTOSITEIICTBA.
[lpu mpenaBaHeTo Ha MaHHWTE, TPsIOBa @ ce OT4YETAaT HE CaMO OCOOCHOCTHUTE Ha
TeKylllaTa KOMyHHUKAllMOHHA Cpefia, HO ¥ MPOCTPAHCTBOTO 3a ChbXPAHEHUE HA JAaHHU
Ha yCTPOMCTBOTO.

Wznon3BaneTo Ha TexHosorusTa 3a JIb u3nucksa q1o6pe MOAroTBEHU CIEUUATUCTH
U ToJIeMH HayaiHu pa3xoau. OCBEH TOBa, 3a /J1a 0bJe MKOHOMHYECKH €(EKTUBEH €
HEOOXOUM MO-IBJIBI NEepuoja Ha u3nonsBaHeTo Ha J[b. A ToBa e pasBuBama ce
TEXHOJOTHsI M TS W3MCKBA HEMPEeKbCHAaTa aKTyalu3alus, KOeTO O3HauaBa
HENPEeKbCHATH JIONBIHUTEIHU pa3XoIud 3a ONTUMHU3MpAaHE M OCHUIypsiBaHE Ha
CBBMECTUMOCTTa MEXIy Pa3IMYHUTE KOMIIOHEHTH M MHCTpyMeHTH. TpsbBa na ce
NPEIBUIAT U Pa3XxOoAH 3a TEKYIIO yNpaBlIeHHUE, aIMUHUCTPUPAHE U NOJAPBKKA U T
4eCTO MPEACTaBIABAT Hal-rosiMaTa 4yacT OT OOIIUTE Pa3Xo/Iu.

Baxxno e na ce cp3mazne nosepue B paborata Ha JIb. Tps6Ba na muma npornenypu u
MEXaHHU3MH, KOUTO Ja rapaHtupart, ye /Ib pabotu mo nmpenHazHaueHue U T€ Ja ce
nomnysispusupar. [IpaBuiia, KOUTO Aa ONpeensT, poJIuTe U OTTOBOPHOCTA 3a paboTarta
Ha /Ib, Tps6Ba na cs sicHo nmoctaBeHu. [1o To3M HayMH HsAMA J1a ce OTONILCHAT HAKOU
KITUEHTCKH TPYTIH.

Twit xkato JIb ce 6asupa Ha MM mMa u mpeausBukaTeicTBa cBoiicTBeHU 3a WM.
Hanpumep xauectBotro Ha WU 3aBucu OT pa3HOOOpa3uMeTo Ha JAHHHUTE, C KOUTO €
oOydeH. AKO JaHHUTE UMAT HETOYHOCTH WJIM B TAX Ca 3aJ0XKEHH MPUCTPACTUS U
AUCKPUMHMHAIMM, TO T€ CE MPEHACAT B MOJEa U C€ MYJITUIUTMIHMpAT B OJM3HAKA.
[IpobnembT ¢ auckpumuHanmsata Ha MM moxe na ce cMekuyd, ako ce moadupa
JOCTaThYHO pa3zHooOpa3eH HAbOp OT JaHHU 3a OOYYEHHUE M CE CIIeAU HEeNPEeKbCHATO
3a pe3yaTature Ha Mozena. TpsOBa ma ce pa3paloTAT M TEXHHWKH 32 KOPEKIUS Ha
MoJieJ1a MPH MO00HN OTKIIOHEHWS.

[Ipenu3BUKaTEICTBO € U ONPEIEISIHETO HA OTTOBOPHOCTTA 3a PE3YNTAaTUTE OT
paborara Ha JIb. Korato Te ce m3momn3BaT 3a Chb3/laBaHE Ha JABOWHUIM Ha peallHU
JUYHOCTH W TPsOBa Ja C€ TapaHTHpa, Y€ TECTOBETE HE HapyIlaBaT IMPaBHU WU
€TUYHM HOPMHU. 3a Ja ce TMpUeMaT pe3yiTaTUTe OT TECTBAHETO Ha TPOMYKTH U
CUCTEMH, BCSIKa CUMYJIallMs WJIM TECTBaHE TPsOBa Jja ce MPOBEXKJIA B CbOTBETCTBUE C
3aKOHMUTE W paznopenoure. TpsOBa na € SICHO ompeneseH CyOeKThT, KOMTO moema
OTTOBOPHOCTTa 3a CIA3BAaHETO HAa TMpaBWJIaTa W TOYHOCTTA HA pPE3yATaTHTE OT
CUMYJIAIIMHTE HA TUTUTAITHUS OJIM3HAK.

Jb HOCAT MHOTO MOJ3U, HO T€ CBHIIO MOraT Jia C€ M3MOJ3BaT U 32 3J10HAMEPEeHH
1eJIM, 0COOCHO aKo JOCTBIIBT A0 TAX € MyOinyeH. Morar jga ce HW3Moj3Bar 3a
IUTAHMPaHe Ha XaKepcKa WK JOPH TEPOPUCTHYHA aTaKa.
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3akja4eHue

CrpiiecTByBaT pa3HOOOpa3HU Bb3MOXKHOCTUTE 3a Mpuiarane Ha /b B MapkeTuHra
1pe3 pas3jMyHUTE €Tanu OT >KM3HEHUs LHKBJI Ha NPOAYKTa, HO MMa M HSIKOU
npenusBukarencTBata npen Jb. Te ce apmkar Ha HEOOXOIUMOCT OT MHTETpaLus Ha
MHOT'O TEXHOJIOTHH 32 PEeATN3aLusATa UM U MIPEHACAT MPOOIIEMUTE OT pa3HOOOpa3HUTE
TEXHOJIOTHH.

[IpeononsiBane Ha Te3W NPEIU3BUKATENICTBATa CTaBa C BBBEXKAAHETO Ha
HNOAXOJAIIM MEPKH. Bee olie He e HalpaBeH TOYEH aHajIu3 3a CTOMHOCTUTE, C KOUTO
ce yBesJMYaBaT NPHUXOIUTE ¢ M3Moja3BaHe Ha J|b B MapkeTuHra u kora rojieMure
pa3xoau 3a BbBexnIaHeTo Ha JIb ce BB3BpbmIaT. ToBa € BakKeH acleKT 3a Obael
aHaJu3, HO HE U OCHOBEH, Thi KaTo OCBEH (prHAHCOBaTa CTpaHa U3MoJ3BaHeTo Ha JIb
UMa U JAPYr'M NpeluMCTBa, KaTo CJeABaHE Ha LIEHHOCTUTE M OYaKBaHUSTA Ha
KJIMCHTHTE.
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BIRTHDAY GREETING AS A SUCCESSFUL BRANDING
STRATEGY IN THE HOTEL INDUSTRY

Svetoslav Kaleychev!

Abstract: It is an indisputable fact that every hotel is looking for the most effective
marketing methods and strategies, through which it can successfully promote itself,
increase the number of its loyal customers and take a larger market share. Because of
that, branding is probably the most effective tool that can form the necessary market
advantage and accordingly successfully position the hotel in the minds of its real and
potential customers. In this regard, the personal attitude of the hotel expressed in a
birthday greeting to one or several of its customers is probably one of the most successful
branding strategies in the conditions of a highly competitive tourist environment. It's no
coincidence that Experian research data shows that , birthday greeting marketing
campaigns bring in 342% more revenue than traditional promotional activities “ (Kumar,
2022). A fact that is also confirmed by the data obtained during a survey conducted
among tourists who visited and celebrated their birthday at the Siena Palace Hotel,
Bulgaria.

Key words: branding, birthday, hotel industry, successful strategy

JEL: Z33

Introduction

In the period between 2020 and 2022, due to the global pandemic of COVID 19,
the European tourism industry and in particular the hotel industry suffered huge
financial losses. The Covid-19 pandemic cost the European accommodation industry
EUR115bn in lost turnover in 2020 (Allianz-trade.com, 2021). These new realities
have defined the need to develop and implement new and sustainable marketing
strategies to support the hotel industry on its way back to 2019 business and revenue
levels. It is for this reason that a large number of hotels adopted branding as the main
,weapon“ to fight the competition and preserve the existing market share, due to the
fact that the sustainable development of any tourism organization in crisis conditions
is based on its loyal customers and consumers. Despite the period of distance in
relationships and business defined by COVID 19, much of the hotel industry has been
able to survive precisely because of the support, understanding and affection of its
loyal customers. As Harvard Business Review (HBR) has reported, ,,companies with
high scores on two often-overlooked (and closely related) market research metrics—
brand loyalty and customer loyalty—not only grow revenues 2.5 times faster than

Chief assistant, PhD, Economics of tourism/ Faculty of Infrastructure, University of National and
World Economy, ORCID 0000-0001-6162-8051, e-mail: skaleychev@unwe.bg
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industry peers, but also deliver two to five times the returns to shareholders over 10-
year time frames“ (Hbr.org, 2020). In this regard, most hotels marketing managers
develop branding strategies to focus the organization's attention on its loyal customers
by creating and delivering personalized services combined with personal attention
and satisfying experiences. It is for this reason that real business practice shows that
,»a 7% increase in brand loyalty increases the customer lifetime value (CLV) of each
client by 85%*“ (Microsoft.com, 2022).

As already stated above, personal attention and the provision of personalized
service is the key to the success of modern hotel organizations. The return to normal
conditions for communication and business after the end of the global pandemic of
COVID 19, lead to the offer of an even more personalized attitude to hotel customers.
As the main goal is the creation of unique experiences that form positive associations
in their minds, making the hotel brand an integral part of their image of an
unforgettable and satisfying tourism experience. In this regard, one of the most
successful branding strategies of the hotel industry is the creation of an unforgettable
experience, through a personal greeting from the organization on the birthday of each
of its guests who have identified their personal celebration with a stay at the particular
hotel brand. The hotel's birthday greeting can be defined as a successful marketing
strategy aimed at maintaining and strengthening customer relationships. In most
cases, the greeting is a verbal message in a combination with a free gift, which can be
a bottle of wine, a bowl of fruit, a cake, a free dinner or free use of a service provided
by the hotel. It is these gestures on the part of the hotel brand that provide a unique
and satisfying experience, creating positive associations in the mind of the guest and
at the same time strengthening his relationship with the organization. It can be
reasonably argued that the birthday greeting from the hotel ,.it's really a unique way
of marketing that enables your business to become the talk of the town. It's also one
of the best ways to build your business with predictability and consistency*
(Gcamwil.medium.com, 2022). Perhaps this is the place to express a sentence from
business circles in tourism: Happy people — better business.

Literature review

A review of the literature on the subject shows that there are various studies
focused on the so-called ,,Birthday marketing”, but they can only be found on
specialized websites. In terms of in-depth scientific research at this stage, it can be
argued that such is lacking. In this regard, it can be reasonably argued that the present
study will be one of the first to present data from a survey on the customers attitude of
the specific hotel actions that turn their birthday celebration into an unforgettable
experience. Making it a successful branding strategy of the modern hotel industry.
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Methodology

The methodological approaches used in the creation of scientific research in the
field of marketing are extremely diverse, which greatly complicates the selection of
an appropriate set of methods based on the specifics of the current research. To
achieve the objectives of the present study, a methodological apparatus was used,
including a set of methods such as: customer research, observation, analogy,
comparative analysis and synthesis, and survey research. In their entirety, they are the
subject of an inductive-deductive and systematic approach to the problems related to
tourism marketing and, in particular, its impact on tourism branding in the hospitality
industry.

Results and discussion

The present study aims to present data from a survey conducted showing the attitude
of customers towards a hotel organization based on the branding strategy used by it to
treat hotel guests in a personalized way by greeting them on their birthday at the time of
their stay.

The research was carried out in the months of June, July and August of 2023. and
was held at the Siena Palace Hotel (https://sienapalace.bg/). The hotel is located in
Bulgaria in the city of Primorsko. Hotel ,,Siena Palace* is categorized with 4* and has
77 rooms, a restaurant, a lobby bar, a spa facility, a summer garden and two
swimming pools.

Research covers 60 guests of the hotel who chose it for their summer vacation as a
place to celebrate their birthday. Twenty tourists from three countries — Bulgaria,
Poland and Slovakia — participated in the study. They were each given a five-question
survey to complete. The purpose of the survey is to obtain information about the
client's personal satisfaction with the specific actions of the hotel in relation to his
personal holiday.

The survey includes 5 closed-ended questions, using a Likert scale to determine
research opinion on the question asked. The questions that are included in the thus
formulated survey are the following:

1. Were you surprised by the fact that the hotel congratulates you on your

birthday?

2. Do you think that with this action the hotel shows a high level of service to its

guests?

3. Did you feel more special after the greeting from the hotel for your birthday?

4. Did the greeting from the hotel for your birthday change your attitude towards

it?

5. Could the greeting from the hotel for your birthday be a reason to come back

again as a customer?

After processing the data obtained from the survey, the following results are
presented.
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Question 1

B Yes
B NO
B Maybe

Source: Author research

Figure 1: First question: Were you surprised by the fact that the hotel
congratulates you on your birthday?

The data obtained from the answers of the surveyed tourists regarding the first
question (Fig.1), express their unanimous agreement that they were surprised by the
hotel's action towards them during their birthday.

Question 2

M Yes
mNO
m Maybe

Source: Author research

Figure 2: Second question: Do you think that with this action the hotel
shows a high level of service to its guests?

Regarding the second question (Fig. 2) of the survey, it is impressive that 81% of
the respondents perceive the hotel's action regarding their birthday as an expression of
a high level of service. While the remaining 19% choose the answer maybe. The fact
that the answer NO is missing in the given answers it can be a reason to state that in a
very large number of cases the birthday greeting is perceived as a high level of
service by the hotel guests.
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Question 3

B Yes
HNO
® Maybe

Source: Author research

Figure 3: Third question: Did you feel more special after the greeting
from the hotel for your birthday?

The third of the questions asked (Fig.3) reveals the personal self-perception of the
tourists regarding the concrete actions of the hotel. 83% of them agree that they felt
more special after receiving a personal greeting from the hotel for their birthday.
While 17% of them choose the neutral answer Maybe. The absence of negative
responses allows us to state that a very large proportion of tourists experience
satisfaction and a positive self-perception because of the greeting received by the
hotel.

Question 4

B Yes
HNO
= Maybe

Source: Author research

Figure 4: Fourth question: Did the greeting from the hotel for your birthday
change attitude towards it?
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The fourth of the questions asked (fig. 4) reveals the changes in the attitude of
tourists towards the hotel, a consequence of its specific actions towards them.
Regarding the data obtained from the research, it gives the impression that this
question contains all three possible forms of answer. The leading answer is YES with
40%, followed by the answer NO with 34%, in third place is the answer Maybe,
chosen by 26% of the tourists surveyed. Analyzing the data obtained from the
question and based on the previous answers of the surveyed tourists, it can be
reasonably claimed that the following statement can be made regarding the leading
two choices. For 40% of tourists, the answer YES is related to a change in tourists’
positive attitude towards the hotel. On the other hand, regarding the answer NO, it can
be reasonably assumed that the action of the hotel did not cause a different attitude of
tourists towards it, since they already formed a positive impression towards it.

Question 5

H Yes
NO
Maybe

Source: Author research

Figure 5: Fifth question: Could the greeting from the hotel for your birthday
be a reason to come back again as a customer?

The fifth of the questions asked (Fig. 5) also presents data containing the three
possible answers, but here the advantage of the YES answer, chosen in 77% of the
surveys, is impressive. Second place is taken by the answer Maybe, chosen in 16% of the
surveys, followed by the answer NO, which is indicated in only 7% of the answers given
in the survey. The fact that 77% of tourists choose the answer YES, and another 16%
indicate the answer Maybe, makes it possible to state that the hotel's greetings on the
birthdays of its guests is an extremely important branding strategy that will generate
customers who will return to the hotel again as loyal customers of the brand and the
tourist organization.
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H Male

B Female

Source: Author research
Figure 6: Gender structure

Regarding the survey conducted, it is noticeable that 57% of the respondents are
women, while 43% are men (Fig. 6). Based on the data obtained from the 5 questions
asked to the surveyed tourists, it can be reasonably claimed that regardless of gender,
the hotel's positive and personal attitude towards its tourists is a prerequisite for
successful branding, creating lasting memorable and satisfying experiences.

As a result of the data obtained from the conducted research, several
recommendations can be made to hotel organizations with the aim of more effective
branding, which will allow the creation of a competitive advantage and the
occupation of a larger market share of the modern tourism industry.

Recommendations:

1. To be used digital hotel platforms, allowing the management staff to be quickly
informed about the birthdays of their guests.

2. Greetings on the birthday of tourists should not be the only reason for which the
hotel should perform specific actions. To expand the list of celebrations such as
wedding anniversary, wedding, engagement, etc.

3. To create a special festive menu from which the management staff (knowing the
preferences of their guests) can choose when determining the way, they will greet
them.

Conclusion

The present study shows the important role of personalized branding strategies in
the development of the modern hotel industry. The obtained data from the research
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confirm the need for a targeted branding and organizational policy of hotels to
achieve and offer satisfying and memorable tourist experiences. It is an undeniable
fact that despite the digital age in which we live, tourists (people) need personal
attention and personalized treatment. There is also no doubt about the fact that for
many of the potential and actual tourists, the birthday is one of the most important
personal celebrations. For this reason, in many cases the choice of a hotel is also
directed to a certain extent with its image, which is associated with specific actions in
relation to its guests during their personal celebrations. It is no accident that branding
is perceived as a process that creates specific associations in the minds of consumers,
which in turn form motivation, preferences and loyalty to a specific tourist
organization. In this regard, in conditions of strong competition and ubiquitous
digitalization, the human touch will make the difference between hotels, creating the
much-needed sustainable market share. Today's successful tourism branding can be
defined as a personal touch, memorable experiences and maximum personal
satisfaction. Their achievement will make any hotel a desirable and preferred choice
in the dynamic competitive tourism industry.
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POJIAATA HA CEH30PHUA MAPKETHUHI'
ITPU TIPUJIAT'AHETO HA HOBH IIOAXO/IHU 3A BPAH/I
KOMYHUMKALMA YPE3 ITUTUTAJIHO PABKA3BAHE
HA UCTOPUM

[MaBmuna Kupuosa [Nonemeyenat

Pesztome: llenma na 0oxnada e 0a npedcmasu porsima Ha CeH30PHUSL MAPKEMUHE Npu
NpULacaHemo Ha HOBU NOOX0OU 3 OPAHO KOMYHUKAYUS Ype3 OUSUMATHO PA3KA36aHe HA
ucmopuu. 3a nocmueanemo Ha masu yen 8 00KIA0A ce 0ePHUHUPAM NOHAMUSIMA CEH30PEH
Mapkemune u OUSUMANIHO PA3KA36AHe HA UCMOPUU, NPeOCmAassim ce eleMeHmume Ha
CEH30pHUSL MAPKemuHe, Kakmo u me3u Ha OUSUMAIHOMO PA3KA36aAHe HA UCMOPUU U Ce
NOKA36a CUHEP2USIMA MeAHCOY 8eme U3CAeO8AHU NOHAMUSL.

Ki11040BHM IyMH: CCH30PCH MapKETHHT, OpaH KOMYHHKAIIUs, TUTHTATHO pa3Ka3BaHe
Ha UCTOPHH

JEL: D49, M31

BnBenenue

JurutanHoTo paska3BaHe Ha HCTOPUM C€ OCHOBaBa Ha CHOCOOHOCTTa Ja ce
KOMOMHHpAT pa3iuyHUd MYJITUMEIAWHHA €JIEMEHTH, KaTro ayauo, BHIEO U
n300paKeHUs, 3a J]a ce Ch3JajJe ChIVIACYBAaH M 3aBiajsdBall paska3. JlururamHute
UCTOPHUH, 32 pa3jivKa OT TPAAUIMOHHOTO pPa3Ka3BaHE HA HCTOPHUM, KOETO pas3uuTa
NperMHO Ha BepOaliHa M MUCMEHA KOMYHHKAIMs, MOTAT Jia M3MOJ3BaT CETUBHOTO
BB3JCHCTBUE, OCUTYpPEHO OT BHU3YyaJHH €JIEMEHTH M 3BYIHM, 3a Ja Ch3JanaT
YBIIEKAaTEJIHO HM3KUBSABAaHE. MHOIOM3MEPHOTO pa3Ka3BaHE HAa MCTOPUH II03BOJISBA
eMOlLIMOHAJIHA Bpb3Ka ¢ myoOnukara. ToBa mnpaBu MCTOPUUTE TMO-CBBP3aHH.
WHTepakTUBHUAT XapakTep HAa JUTUTATHUTE MIaTGOpPMH MO3BOJISBA HA pa3Ka3BaunTe
Ha MCTOPWH Jla aHTAXHpAT CBOSITA ayIUTOpHs, MOOABSIMKU MOIMBIHUTEIHO HUBO Ha
AQHTKUPAHOCT U MEPCOHAIN3AINS, KOETO TPAIUITMOHHUTE (POpPMATH 3a pa3Ka3BaHe Ha
UCTOPUM HE MOrar Ja ocurypsar. EnHo OT cpeincTBaTa 3a NpUBIMYAHE Ha
NOTPEOUTEICKOTO BHUMAHUE € CEH30pHUAT MapkeTHHr. Hamocnenbsk Bce moBeye ce
TOBOPH 3a BIIMSIHUETO HA OTPEICIICHH CHMBOJHM U 3BYIM BBPXY YOBEUIKUS MO3BK.
Hecp3natenmauTe CTUMyNH ce MpEeBpHIIAT B OCHOBHA TeéMa B MHOTO H3CJICIBaHUS,
nopaau crneuudukara, KoaTo mpenactaBisBar. [loTpebuTenuTe ca CKIOHHU Ja

! Jloxtop, karenpa ,,MapKETMHI M CTpaTerMd4ecko IUIaHUpaHe®, (aKynTeT ,,YIpaBieHHe U
aIMUHHUCTpAIUA, YHUBEPCHUTET 32 HAIMOHATHO M CBETOBHO cromaHcTBo, Codwus, bwiarapws,
ORCID ID 0000-0002-0952-4324
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0o0BbpHAT MHOrO TMOBEYE BHUMAHHE HA NPOAYKT WIM YyCIyra, KOUTO ca UM
IIPEIIOKEHU 110 UHTEPECEH U BIUATEIIECH 3 TAX HA4HH.

CeH30peH MAPKeTHHT — Ie(pUHULMS U eJIEeMEHTH

Jlepununusara 3a CEH30peH MAapKeTHHI, KOSATO JaBa HEroBaTa OTKpHMBAaTEJIKa
Apamna Kpuiina riacu, ye CEeH30pHUST MAapKETUHT € ,,MapKETHHT, KOHTO aHTaKupa
ceTHBaTa Ha MOTPEOUTEIMTE W BIHUSEC BBPXY TAXHOTO BB3NPHUATHE, NpEIeHKa MU
MoBEJEHUE ",

AMepuKaHCKaTa MapKeTHHIOBa acolMalys 1e(puHUpa CEH30PHUS MapKETHHI KaTo
,»MapKETHHT, KOATO MMa 3a ILIeJ Ja MpuBJede NOTPEeOHTEeNsl, KaTO HM3MOJ3Ba IETTe
CETHBa, KOUTO Ja TIOBJIUSAT BbPXY YyBCTBATa M MOBEACHUETO My“‘. B TO3M KOHTEKCT,
CEH30PHM CTUMYJIM, HACOYEHU KbM KOETO U JIa € OT IeTTe CEeTHBAa, a UMEHHO 3pEHUeE,
CIIlyX, MHpHUC, BKYC M JONHUp, MUMAT 3a LeJd Jia HOBIMSAT HAa E€MOLMOHAIHUTE U
TIOBeIeHUEeCKHTE CKIIOHHOCTH Ha MOTpeOuTenure?,

B ceH30pHMs MapKeTHHI IJIaBHaTa BAKHOCT C€ TOCTaBs HA IPEKUBSIBAHHATA Ha
NOTpeOUTENUTE M YyBCTBATa, KAKTO U MHCIJIOBHUSI TIpoliec pu u300pa Ha AajeH OpaHn,
MarepuaseH NpoayKT wiu yciayra. C momolra Ha HETT€ CeTHBa, CEH30pHATa
uH(OpMAaIMS ce MpeaBa Ype3 TSUIO0TO U MPEMHUHABa KbM yMa Ha UHAMBHUA 0] hopmaTta
Ha BB3NPUATUS, YCCIIAHUS W CETUBHHM NPESKUBSBAHUS. Te3M TNPEKUBSBAHUS WMaT
CEH30pHH, €MOIIMOHAIHH, KOTHUTUBHU U TOBEJIeHYEeCKH u3MepeHus. [Ipu ceHzopHus
MapKETHHT TTOTPEOUTENNTE M3MOJI3BAT ITBPBO EMOLIMHUTE CH, a Tiociie pasyma cu (Dauceé,
Rieunier; 2002)°.

CeH30pHUAT MapKETUHT aKIIEHTUPA BbPXY METTE YOBEIIKH CETHBA (3peHHE, 3BYK,
MHPUC, BKYC U JIOTIHD).

e 3peHue

3peHreTo € HaN-M3MON3BAHUAT CEH30pP B PEKIAMHHS CBST Mpe3 IOCIEIHOTO
cronetne®. To € eHO OT Hali-BaKHUTE YOBEIIKH CETHBA, 3alIOTO B OUHTE CE ChIBPIKAT
JIBE TPETH OT CETUBHUTE KJIETKHU B TAJIOTO. J[M3aliHBT € €IMH OT Hali-Ba)KHUTE aCIEKTH Ha
JIaZieH MPOAYKT Wi ycayra. @upmure u OpaHIOBETE MOTAT JIa N3Pa3sT UHAUBUIYTHOCT
upe3 Au3aiiHa, ¢ KOHTO NOTPeOUTENHTE TH HACHTHHIMPaT®.

e 3ByK

2 Journal of Administrative Sciences and Policy Studies, (2015) Volume 3, No.1, pp. 2, American
Research Institute for Policy Development.

3 Daucé B., Rieunier S. Recherche et Applications en Marketing (French Edition), Vol. 17, Issue:
4: pp. 45-65. 2002.

4 Lindstrom, M. ,,Broad sensory branding”. Journal of Product & Brand Management. 2005.
Volume: 14. Issue: 2, pp. 84 — 87.

5> Gobe, M. Emotional Branding: The New Paradigm for Connecting Brands to People. Allworth
Press, New York. 2001.
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3BYKBT € YCEllaHe, KOETO YeCTO CE MOJUECHSIBA B MAPKETUHIA, HO 3a€JHO ChC
3pEHHeTO TOH NpeACTaBIsBa OIPOMHA YacT OT IsIaTa KOMYHHKalus ¢ Opanja.
3BYKbT BIJIMAE€ HAa HACTPOCHHETO M IICUXOJIOIMYECKOTO CBCTOSHHME, HachpyaBa
CIOKOMCTBHETO U IPENyNpexkaaBa 3a ONACHOCT. Pa3dnuuHuTe 3ByLH IIPENOCTABAT HA
XOoparta CeH30pHa MH(OopMaIMs 32 TOBA KaKBO CE CIy4Ba B OJU3KOTO UM OOKPBKEHHE.
3BYKBT CE€ CbCTOM OT TPH Pa3IMUHU €JIEMEHTA: OKOJIHU 3BYLH, [NIACOBE U MY3HUKA.

e Mupuc

Ot BcHUKHTE €T CETHBA MUPU3MATa € CBbP3aHa C HAW-MHOIO €MOLMs, IIOpaau
CHOCOOHOCTTAa Ha MO3bKa Ja CBbP3Ba MUPH3MH ChC CIIOMEHU. MHOr0 KOMIIAHUU Ce
MOCBEIIAaBaT Ja MpOAaBaT apoMaTH Ha pa3IUYHU OpaHmoBe W Qupmu, ¢ 1en
noJ100psiBaHe Ha TAXHATa UAECHTUYHOCT.

e Bkyc

BKychT € CTpOrOMHAMBHIYyalleH M 3aBUCH OT T'€HHUTE HAa YOBEKA. YCEIIAHETO 3a
BKYC C€ pa3zelisi Ha JBa erana — BbTPEIIHHUA BKYC, KOWTO C€ ycellla 4pe3 €3uKa U

BBHIIHUA BKYC, YCCTCH IIPE3 OLII/ITes.

e Jlonup
JlonupbT ce U3M0I3Ba 3a U3pa3sBaHe HAa WAEHTHYHOCTTA U LIECHHOCTUTE Ha OpaH/a,
KaTO OCUT'ypsiBa (pU3MUECKOTO B3aUMO/eIiCTBHE MEX 1y NoTpeduTens u Opanaa.

JINTUTAJHO pa3Ka3BaHe HA HCTOPHH

MapKeTHHIOBHTE CTpAaTeTWy 3a pa3Ka3BaHE HA MCTOPUH MPHUBJIMYAT 3HAYUTEIICH
Hay4YeH MHTEpPeC KbM KOMOWHHUpPAHETO Ha €JEMEHTH 3a pa3Ka3BaHe Ha UCTOPUH H
JUTUTATHA TEXHOJOTHH B TOTpeOMTENICKH KoHTekcT (Sung et al, 2022) 7. B
JTUTHUTATHATa epa OpaHIIOBETE BCE MOBEYE Pa3uMTaT HA pa3Ka3BaHETO HAa MCTOPHH, 3a
Jla Ch3/IamaT AWTHTaHA aHraxkupaHocT (Arora et al., 2020; Hutchinson et al., 2024;
Tosun et al., 2024)8 ° 1°. Tururannoto paskassane Ha uctopuu (Digital Storytelling)
chueTaBa B ceOe cH: cTapara ujes 3a pa3ka3BaHe Ha UCTOPUHU U OTKPUBAILIUTE CE€ HOBU

® Hultén, B., Broweus, N., and Van Dijk, M. ,,What is Sensory Marketing?.* Sensory Marketing.
Palgrave Macmillan UK. 2009.

" Sung, E. C, Han, D. I. D.,, Bae, S.,, & Kwon, O. (2022). What drives technology-
enhancedstorytelling immersion? The role of digital humans. Computers in Human Behavior,132,
107246.

8 Arora, R., Kaur, J., & Duggal, V. (2020). To study the impact of social media marketingon the
buying behavior of the millennial parents. Journal of Asia Entrepreneurship andSustainability, 16,
57 — 95.

® Hutchinson, W., Djafarova, E., Liu, S., & Abdelrahman, M. (2024). Investigating the im-pact of
food tourism vlogger entrepreneurs’ language characteristics on audiences’ at-titude and
behaviours. International Journal of Entrepreneurial Behavior & Research, 30(2/3), 735-772.

0 Tosun, P., Uslu, A., & Erul, E. (2024). Connecting through chatbots: Residents’ insightson
digital storytelling, place attachment, and value co-creation. Current Issues in Tourism,1-24.
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BB3MOKHOCTH Ha JUIHTAJIHUTC MCIOHWU. I[I/IFI/IT&J'IHOTO pa3Kka3BaHE Ha HCTOpPUU €
MapKeTHHIOBa CTpaTerHs, 4Ype3 KOsTO OpaHIOBeTe JHEC MOoraT Ja YBeJIWYaT
MaKCHMAaJTHO BUAMMOCTTA U Tipoaaxoute cu (Aicha & Bouzaabia, 2023).
JIuruTaqHoOTO pa3ka3BaHe Ha KMCTOPUHM € 3aBjajsdBallla IpeceyHa TOYKa Ha
TPAOAUIUOHHHUTEC pas3Kasu W AUTHTAJIHHUTC TCXHOJIOTHH. Paska3BaneTro Ha HCTOPHUHU
BUHATH € OMJIO YacT OT YOBEIIKaTa KynTypa. M3KycTBOTO Ha pa3ka3BaHEe Ha HCTOPUH

NpeThpIsiBa CBOATA HAW-TONsIMa TpaHC(HOpPMALUS C HABIM3AHETO Ha IUTHUTAIHHUTE
TEXHOJIOTHH.

EnemMeHTH Ha AUTHTAJIHOTO Pa3dKkadBaH¢ HaAa UCTOPUH

JurutanHoTo paskasBane Ha uctopum (Digital Storytelling) e mapkernHroBa
cTparerusi, 4pe3 KosTo OpaHmoBeTe MJHEC MOrar Ja YBEJIMYaT MaKCHMAaJHO
BUJIMMOCTTA | NpoJakouTe cu. B qururanHara epa OpaHIoBeTe BCe IMOBEYE pa3uuTaT
Ha pa3Ka3BaHETO HA WCTOPUHU, 3a Ja Cbh3JagaT JAWTHTATHA AHTKHUPAHOCT.
JIMTUTATHOTO pa3Kka3BaHe Ha MCTOPHU CE€ OCHOBaBa HA CEJIEM KIIFOUOBH CIICMEHTA,
BCEKH OT KOUTO MTpae BaKHA PoJisi MpH 0(hOPMSIHETO Ha pa3Kasa.

BbB @urypa | ce mpexncraBaT celeMTe €JIEMEHTa, a I0-HAJOJy C€ pa3Ka3Ba 3a
CBIIHOCTTA Ha BCCKH S/IUH OT TSIX.

Paskasearemna
CTPYETYPa

IMaatdopmena
MHTETPaIs

Passnrie Ha
TepoirTe

JuruaTanso
pa3KaiBaHe
HA HCTOPHH

Bisyanen
it

Tenmo u purTeM

HarepaxTEEROCT 3BYIH B MY3IKA

Hsmounux: CI/ICTeMaTI/I?:aHI/IS[ Ha aBTOpa

(I)urypa 1: Cez]eM KJIIY0BH €¢JICMCHTA [IPU IUT'HTAJTHO pa3KadBaHE HA HCTOPUU

e PaszkasBaTenHa CTpykTypa

Pa3ka3zBarennara CTpykTypa € IpbOHAKBT Ha BCSKa HUCTOpHs. [lUruTanHoTo
pa3ka3BaHE Ha HCTOPUU YECTO MMpHEMa HEIMHEWHH WIM HHTEPAKTHUBHH (DOPMH.
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[TocnenoBareHOCTTa OT CHOMTHS WIM TPEKUBABAHMSA Ha pa3ka3Baua MOXe Ja
BapHupa OT MPOCTU U JIMHEHHU [0 CJI0KHHU U Pa3KJIOHEHU MCTOPUH, YECTO CPEIIAHU B
WHTEPAaKTUBHUTE ME/IHU.

e Pa3BuTue Ha repoute

JlururanHuTe MCTOPUU HE OTpaHMYaBAT IEPOUTE CAMO 0 TEKCTOBH OIKCAHUS.
Busyannure u300paxkeHus, IJIacOBET€ M WHTEPAKTHBHUTE €JIEMEHTH MoraT Ja
noJ00pAT MCTOpUATA, 32 Ja Ch3/AaAaT MO-CHIHA BpB3Ka C myOmmkara. Te3um repou
4ecTO ca JBMKEIlaTa CWiIa 3a] pa3ka3a M IomaraT 3a Cb34ABaHETO Ha I10-
3aBJIaJABallA HCTOPUSL.

e Busyanen nuzaiin

To3u enemMeHT U3MONI3Ba TpapyKH, BUIACOKINIIOBE M U300paKEHHUs, 3a Ja Ch3ale
aTMocdepa, KOSTO JIOMbJIBA pa3kaza. BuzyamHuar nuszailH He e caMo 3a €CTeTHKa B
JUTUTAJIHOTO pa3Ka3BaHE Ha MUCTOpuM. ToH ce M3I0a3Ba 3a 3aJaBaHe HA TOH U
NPEIN3BUKBAHE HA EMOIIMSL.

e 3BYK M My3HKa

3BykoBHUTE e€(eKTH M My3HMKaTa ca OT ChLIECTBEHO 3HA4YEHHE 3a Ch3JaBaHE Ha
HACTPOEHHE M 3a MNOJOOpsBaHE HAa WM3IKUBABAHETO IPHU pa3Ka3BaHE HA HCTOPHU.
[IpomeHs ce B 3aBUCUMOCT OT CJIyYBal[OTO CE€ B UCTOPUSATA.

e llHTEepakTUBHOCT

WNHTepakTUBHOCTTA € €/IMH OT KJIFOUOBUTE €JIEMEHTH Ha JUTMTAIHOTO pa3Ka3BaHe
Ha uctopuu. [ly6nnkara Moke J1a B3aMMOJIEHCTBA C UCTOPHUATA U JIa S HAIPaBH OLIE
M0-3HaYMMa U YeCTO J1a MOBJIMsE Ha pe3yJiTaTa UM MOCOoKaTa Ha pa3Kasa.

e Temno u puTbEM

Temnoro onpenens CKOPOCTTa, ¢ KOSATO C€ pa3BUBa MCTOpUATA. ToBa € BaXHO 3a
noJibpkKaHe Ha MHTepeca Ha myOsunkara. [lorpedurenckure B3auMoOIEHCTBUSL MOTaT
Jla TOBIMSSAT Ha pUTbMA Ha €IHA HUCTOPHUS, KOETO € JMHAMUYEH €JEMEHT B
JUTUTATHOTO pa3Ka3BaHe HAa UCTOPHH.

e [Inardopmena unrerpamys

Jururanaurte raThopMH ca YyJeceH Ha4MH 3a pa3Ka3BaHe Ha MUCTOpuH. Bceku
¥Ma CBOU COOCTBEHU MHCTPYMEHTH U MyOsHKa.

IIpuMepu HA IUTUTAIHO Pa3Ka3aHU HCTOPUHU

JlururaaHoOTO pa3ka3zBaHe HAa HCTOPUH € YyAeceH u300p 3a OpaHI0Be, KOUTO UCKAT
Jla IycHAT Ha ma3apa CBOMTE MPOAYKTH 0e3 Ja ce HaTpamBart.

bpanovm 3a ousxcyma — ,,Spor“

BbpanasT 3a OmxyTa ,,SPOr moka3Ba cBOMTE OFMIKYTa, KaTo pa3ka3Ba UCTOPHSTA Ha
depmep, KOHTO mpousBexna siObJIKU. [IU3aiiHbT € U3IIBIHEH C BU3YAIU3aI[H, KOUTO
yIaBsAT apTUCTUYHOCTTa Ha Owxyrara Ha ,,SPOr Mo HAuWH, KOWTO IIOKa3Ba
CBBP3aHOCT C TMpupojaaTa. B jmururanHata WM HCTOpUS ce HaOmomaBaT —
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BHCOKOKA4e€CTBEHO M300pa)Ke€HHE, BIPaIeHO BUEO U CIOKHU aHuManu. Hapeuen Ha
HOpBEXKaTa Jyma 3a ,,clean’, ,,SPOre depnu BIHXHOBEHHE OT HE)KHUTE CICAH Ha
npupojara.

Hownuam eénax om Ocno

Homausat Bnak or Ocno pemaBa Ja pa3Kake 4ype3 JIUTUTAIHA UCTOPHUS KAKBO
npeacraBjsiBa IbTCHICCTBUETO B HETO. KOM6HHHpaﬁKH Brpai€Hu BUIACOKIIMIIOBE U
crenyaieH (OH Ha BHAEO, CKPOJIBAaHE, CTaTHYHH CHUMKH M aHUMHpPaH TEKCT,
peKIaMHUAT Marepual ¢ abira (gopma KOMOWHUpa HSAKOJIKO ceTruBa. M30OpaHa e
JUruTajiHa UCTOopHd, B KOATO CC IMOKa3Ba LidjlaTa UCTOPHUA HAa IIbTHUK BHB BJIdKa, OT
HETrOBOTO Ka4yBaHE /10 HETOBOTO CIIM3aHE, KaTO TOBA € IMOCTHUTHATO Ype3 UCTOPHUS OT
JHEBHUK ChC CHHMKHU M 3alIMCKU OT HM3KHBSBaHETO. [10 TO3M HAYUH AMTHTATHOTO
UKUBSIBAHE KAHU YUTATEIMTE HA OOp/Ia J1a MbTYBAT TUPEKTHO PEIOM C IHCATEIS.

HOpuii I'acapun

Hcrtopusta Ha IOpuii ['arapuH, NOBpPBUAT CBBETCKM KOCMOHABT, CBILO €
IIpeJCTaBeHa U 4pe3 JUTHTAJHO pa3ka3BaHe Ha ucropuu. Hapen ¢ Haamucute, KOUTO
ONKCBAT M3CTPEIBAHETO My B KOCMOCA, MMa MHO>KECTBO BHYIIMTEIHU BU3YaJIHU
€JIEMEHTH, KOUTO CE€ aKTUBUPAT, KOraTo ce npeBbpTa. JlokaTo ce pa3ka3Ba 3a MUCHUATA
Ha }Opu, ce BIKAa aHuManus, n300pa3sBalia pa3IMYHUTE €Talld Ha HEroBaTa pakeTra
B nosieT. ToBa He camo mpeaaBa MH(OpMAIKs 3a TOBA Kak € padoTHiIa pakeTrara, HO
no06aBs ycelaHe 3a 0e3TErIOBHOCT IPH HyleBa IpaBUTAlMd KbM Au3aiiHa. Mma u
TEKCTOBM aHMMaIUH, e(eKTH Ha Mapasakc MpH MPEeBbPTaHE U MHOTO JPYT'H BU3YaTHU
€JIEMEHTH Ha KOCMHYECKAa TE€Ma, KOUTO Cb3JaBaT HHTEPECHO U 3alOMHSAIIO C€
HOTPEOUTEICKO U3KUBSBAHE.

3akjao4eHue

bpanoBere paska3BaT 3aBnajAsBallld JUTUTAIHUA HCTOPUH, KOWTO HE IIPOCTO
peKIaMupaT MPOAYKTH, HO Ch3AaBaT pa3Kas, B KOMTO MPOAYKTHT OKUBSIBA, OCTABINKN
TpallHO BIIEYATJIEHUE B CH3HAHUETO HA MOTPEOMTEINTE, UMEHHO TOBa ce Oopu Ja
IOCTUTHE U CEH30pPHUAT MAapKeTHHI. PojsTa Ha CEH30pHUS MapKeTHHI B OHJIANH
cpenara € Ja ce OMWTa Ja MPeCh3Aaj e ChIIUTE CEH30PHU MPEXKUBABAHUS OT OodIaiiH
cpenata B TUTHTATHHUS CBST, 32 Ja aHTaXHpa CeTHBaTa Ha IMOTpeOUTENuTEe U 1A
Ch3/1aJi€ MO-3alOMHSIIIY CE U €MOLIMOHAIHO Bb3ACHCTBAILM NIPEXKUBABAaHUS C OpaH/a.
CeH30pHUAT MApKeTHHI ChIbp:Ka 5 €JeMEeHTa, a NpU JUTUTATHUTE UCTOPUU C€
HaOJIro/1aBaT 7 eNeMeHTa, KaTo HAKOM OT TSX C€ MPUITOKPUBAT, a IPYTH C€ JIOMBJIBAT,
KOETO T0Ka3Ba CHHEpPrusita MEX1y ABETEe HampasieHHs. ToBa mokas3Ba, 4e TSIXHOTO
o0mo mpuiaraie B Objemie OM J0BEIO [0 YCHEXW INPU NPUIAraHeTO Ha HOBU
NoAX0Au B OpaHA KOMYHUKanusTa. JIMTUTaJHUAT MapKeTHHI € CBAT, B KOMTO
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pa3ka3BaHETO Ha HCTOPUM HAAXBbpisi OOMKHOBEHaTa pekiama. JIUruTaiHoTo
pa3ka3BaHe Ha UCTOPUHU € MHOBATHBEH HAYMH, [0 KOWTO OpaHIOBETE CE aHTaKUPaT C
ayIUTOPUSATA CH, IPEBPBIIANKY T OT MACUBHHU HAOIIONATENN B AKTUBHH YYaCTHHIIH.
bpanyioBere ch3maBaT HOBM HAyMHM 3a B3aUMOJCWCTBHUE C MOTpeOUTENHUTE Upe3
MHTETpUpAaHE HAa TEHEPUPAHO OT MOTPEOUTENHTE ChIbp’KAaHUE W M3IMOJ3BaHE Ha
cuilaTa Ha JUTHTaIHHUTE TaTdopmu. ToBa comara 3a HachbpyaBaHEe HAa YyBCTBO 32
OOIIHOCT M MpHHAISKHOCT. [0 TO3M HAYMH ce MOBHIIaBa HE CaMO JOSUTHOCTTa KbM
OpaHga, HO CBHIIO Taka C€ HAchpyaBa W OPraHUYHOTO paA3NpPOCTpaHEHHE Ha
MOCIaHUeTO Ha OpaHja 4Ype3 M3IO0JI3BaHE HA PEAaTHMBHOCTTA U aBTEHTHMYHOCTTA Ha
JUYHUTE MpexuBsiBaHus. [IpeMuHaBaHETO KBM pas3Ka3d, OPHUEHTHPAHH KbM
NOTPEOUTENNTE, € TEHICHIUS B MapKETHHIa, KOSITO OJYepTaBa 3HaU€HHUETO Ha IJiaca
Ha MOTPEOUTENA B MHTEIIECTBUETO HA UCTOPUSATA HA OpaH/a.
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OLEHKA HA CJIO'AHUTE C 1 BE3 PUTOPUYHU
OUT'YPU: IEMO PA3JIUKHU

[{Berenuua Biaagumuposal

Peztome: Ynompebama na obpaszen esux u egpekmvm, KOUMO MOU OKA36A 6bPXY
yogeWKAma NCUXUKA, npeocmasiieam uxnmepec 3a xopama om eekose. Om emopama
NON0BUHA HA 08adecemu 6eK 00 OeH OHelleH YYeHUme aHAIUUPAam 8pb3KAma MenHcoy
pemopukama u mapkemunea. Peduya nayunu mpyodose doxassam, ue enemenmume Ha
pemopuxama npoowacasam 0a 6v0am npeonouUman UHCMpPYMeHm 3d Cb30A6aAHEmMo Ha
saunmpueyeawu pexiamu. Hacmoswusm mpyo yemu O0a nokadxce 0anu ca Hanuye
PAa3nuUKYU 8 HAYUHA, NO KOUMO pAsliuiuHume 0emozpapcku epynu 6b3npuemam pekiamuume
croeanu ¢ u 6e3 pumopuunu gueypu. Pesynmamume om u38bpuieHUs aHaiu3 noKazeam,
ye MaKusa paziuKky Coecmeysam no OMHouleHUe Ha Noia U 8b3pacmma.

KawuoBu nymu: Petopuynu Gurypu, pekIaMHU CIIOTaHU

JEL: M30, M31, M37

BnBenenue

B nHemHM 1HM JUTHTAIHOTO NPOCTPAHCTBO 3aeéMa BCE II0-BaXKHA PO B
MmapkeTuHra. ExxeTHEeBHO XxopaTa mpekapBaT 4acoBe Hapea Ipe]] eKpaH, He3aBUCHMO
Jay cTaBa JAyMa 3a KOMIIIOTBD, TabieT, MOOWJEH TenedoH WiIM TeieBuszop. B
pe3yaTaT Ha TOBa IOTpeOUTENHUTE ce CONBCKBAT C XWIAAM PEKIaMH, NMPeACTaBAIIN
pasIn4Hu MpOAYKTH U yciyrd. [lo-ronsimara yact ot Tsx OuBa urHopupana. Criopen
HiKou mpoyuBaHus 90% OT pexkIaMHHTE IIOCIHAaHMS OCTaBaT NpeHeOperHaTu
(Katrandjiev, 2016).

Heo6xoauMo € MapKeTHHI CHELHaIMCTHTE Ja Cbh3JaBaT TaKHBa PEKIaMHU
MOCJTAaHUs, KOWTO II€ 3aIbpiKaT BHUMAHUETO HAa NOTEHIHAIHUTE MOTPEOUTENH.
WHCcTpyMEeHTHTE HAa pUTOpUKATa MOrat Ja ObJaT MPUIIOKEHH, 3a J1a ObJe MOCTUTHATA
Ta3u Lel. BaxxHo € MapekToo3UuTe Ja Moay4aT OTTOBOP Ha BBIPOCA — ChUIECTBYBAT
JM pa3aMKH B HAuWHA, [0 KOWTO pa3jIM4YHUTE AEMOrpadcku rpynu Bb3IpHEMAT
PEKJIaMHHTE CIIOTaHH C M 6€3 pUTOPUIHU UTYPH.

[lpenxonnara nuTeparypa MO BBIPOCAa C€ ChCTOM W OT JBE OCHOBHU TpPYIIH.
[IbpBata rpyna pays3auaBa ynoTrpeOaTa Ha pUTOpPHUKATa B pekinamaTa. Ts menu na
Opociead IbTS HAa PUTOPUKATA BBB BPEMETO, MEXKIYKYITYpPHUTE pa3iMKU U
pa3nu4uATa MpU NPUIOKEHUETO Ha pa3IMyHUTe pUTOpudHU (purypu. Bropara rpyma
NpPOYYBAHHUS CE€ CTPEMH Jla OIIEHU BB3JICHCTBUETO HA HHCTPYMEHTHUTE HA PUTOPUKATA
B pekiamara. [lo-roisiMara yacT OT IpeAXoJHUTE aHAJIM3H CIIajla KbM II'bpBaTa Ipyma.

! okropanTt, Kareapa ,,MapKeTHHI M CTpaTeTrHMuecko NiaHupaHe®, (akynrer ,,YipasieHue H
aIMUHHCTpAIUA ", YHUBEPCUTET 32 HAITMOHAITHO U CBETOBHO cTomaHcTBo, Codusi, brirapus
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B bwarapus kbM MOMEHTa HATO €4HO MPOYYBAaHE HE Pa3uCKBa BBIIpOca 3a edekTa Ha
puTopuYHNTE (PUTYpH B PEKIIAMHUTE CJIOTaHU BBPXY MOTPEOUTEIHTE.

[lenta Ha HACTOSIIETO W3CJIEABAHE € Ja MPOBEPH NalIM IOJIBT, Bb3pacrra U
MaTEpUATHOTO TMOJIOKEHUE BIMSISAT BbPXY HayuMHA, IO KOWTO MOTpPEeOUTENUTE
BB3NPUEMAT PEKIAMHUTE CJIOTAHU C U 0€3 pUTOPUYHU (DUTYPH.

MeTtoanka Ha H3CJaeABAHETO

CocraBena e 0aza naHHu oT cioranu. CrOpanu ca 815 ciiorana ot pa3iauyHu 1O
Buaa cu Meaun. CIoraHuTe ca pa3npeAesieHd B IECET MPOIyKTOBU KaTETOPHH.

IIpoBeneH € KOHTEHT aHanu3 (aHaJdu3 Ha ChAbpKaHUETO). M3MepeHa e cpennara
IBbJDKUHA Ha CIIOTAHUTE KaTo IUI0 U IO NPOAYKTOBU KaTeropuu. IIpecmeTHar e
JSUTHT Ha CJIOTAHUTE HA OBJITapCKU U HA YYK] €3UK.

CrnoraHuTe ca MpOBEPEHH 3a HATMUUETO WIN OTCHCTBUETO HA PUTOPUYHM (PUTYDH.
Ot0ensi3anu ca PUTOPUYHUTE (UTYpH, KOMTO CE€ CpelaT Hai-uyecTo Karo IBUI0 B
OBATapCKOTO PEKIAMHO MPOCTPAHCTBO U B PA3IMYHHUTE MPOIYKTOBH CHEpPH.

CbcTaBeH € BBIPOCHHMK, YMATO L] € Ja MpoBepu Jaiu jAeMmorpadckure
MOKa3aTeNIM KaTo BB3PACT, MOJ M MaTepUAIHO TIOJOKEHHE BB3IACHCTBAT BBHPXY
HAuMHA, MO0 KOWTO NOTpeOUTEeNUTEe BB3MPUEMAT PEKIAMHHUTE CJIOTaHu ¢ U 0e3
PUTOPUYHU QUTYPH.

PecnionnienTTE OIICHSBAT IBE BEPCUH HA €AMH U ChII ciorad. [IspBara npencrass
CJIoraHa B OpWUTHHAJ, KOUTO ymoTpeOsiBa ¢urypatuBeH e3uk. BbB BTOpara Bepcus
puTopuyHaTa (purypa e npemaxHara.

Kpurepunre 3a onenka ca Bzaumcteanu or McQuarrie and Mick (1999), Tom and
Eves (1999), Toncar and Munch (2001), Ang and Lim (2006).

[TspBuAT cinoran € ,,Boma ot cepuero va Pomonure®, koitto n3non3sa metadopa.
HeroBust exBuBasieHT 0e3 putopuuHa ¢urypa e ,,Bona or Pogonure*.

Bropara aBoiika cnoranu e ,,Kpeaut na mura® u ,,Kpeaut Beapara‘.

Tperara nBoiika cinoranu € ,,Ilepannsta xxuBee no-gapiro ¢ Kanrou* u ,,[lepanasrta
pabotu mo-mwaro ¢ Kanron®.

OTroBopuTe Ha peCOHACHTUTE ca KoaupaHu B SPSS.

C nomomira Ha ctatuctudeckus copryep SPSS e npecmeTHara cpeHara oLeHKa,
KOSITO PECTIOHJICHTHTE Ca JaBaT 3a BCEKH €IIMH CJIOTaH, B 3aBUCUMOCT OT TEXHUS MO,
BB3PACT U MATEPUATHO TIOJIOKEHHE.

PesyaraTu u qucKycus

Pasrnemanu ca pasmuuHM CpaBHEHHUS MEXKIy OTIENHHU JIeMorpadCKé Ipymnu 3a
BCEKH CJIOT'aH U CBBP3AHUTE ChC CIOIaHa KPUTEPUU.

CpaBHeHHMSTa ca U3BBPIIEHH C IIOMOIITa HAa CTAaTUCTUYECKa NpOBEpKa Ha
XUIMOTE3HU 32 Pa3jivKa MEXIy CPEAHHU BETUYHUHU (CPEIHU OLICHKH).
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B Tabnuna 1 ca mpeacTaBeHu MOAPOOHO Pa3IMKUTE MEXKIY CPEIHUTE OLICHKH Ha
MB)KETE U JKEHUTE, KOUTO T€ AABaT M0 PA3IUYHUTE KPUTEPHUH 3a PEKIaMHHsI CJIIOTaH
»Boma ot cepiero Ha Pomonure®, KOiTO yroTpedsiBa cpeacTBaTa Ha pUTOPUKATA.

B xoHKpeTHus ciydail, Ipyu KOWTO C€ CPaBHIBAT OLEHKUTE Ha MBKETE U )KCHUTE
3a cimoran 1.1 ,,Boma ot cvpuero nHa Pomomute®, HyneBara xumoreza (Ho) u
AntepnatuBHata xunoresa (H1) ca popmynupanu kakTo cieipa:

Ho: Hsma cratucThyecku 3HauMMma pas3iuka MEXIy OLIEHKHTE Ha MBXKETe U
JKEHUTE 10 KpUtepus ,,OpuruHaieH™.

Hi: ma cTatuctudecku 3HaunMa pas3jinka MEeX]y OLEHKUTE Ha MBKETE U )KEHUTE
1o kputepust ,,OpuruHanseH .

TectbT Ha MaH-YuTHH € n30paH, 3aII0TO TOH € MPEeNOPbYUTENICH IIPU CPaBHIBAHU
KaueCTBEHH MpPU3HAIM, U3MEPEHU MO OpJAMHAIHA CKajla, M CHIIO Taka KOraTto OWBa
M3BBPIICHA IPOBEPKA HA JIBE HE3aBUCUMH U3BAIKH.

B koHkpeTHHs ciaydail paBHHIIETO Ha 3HaumMmocT (Significance) e 0,610, koeTo
HajnBumasa o = 0,05 unu ¢ npyru aymu otxBwpist ce Hi u ce mpuema Ho: Hama
CTAaTHCTUYECKH 3HAUYMMa pa3iiiKa MEXKIy OLEHKUTE Ha MBKETE M JKCHUTE IO
Kputepus ,,OpuruHageH.

ITo aHanoruyeH HauYMH € U3clieBaHa 3HAUMMOCTTa Ha Pa3IMKUTE MEKAY OLEHKHUTE
Ha MBXKETE M OLICHKUTE HAa >KCHWUTE 33 BCUYKM OCTAHAIM CJIOTAaHU U MO BCUYKHU
kputepuu (,,Kpearusen®, ,,Yoemurenen, ,,Pazoupaem*, , IIpusten®, ,,3anomusmr ce*,
,»L [OITUKBAII KbM TTOKYTIKA“).

Tabanna 1: Pazaukn B cpeqnnTe oneHkH 3a ciaoran Cioran 1.1:
»Bola oT cbpueTo Ha Pogonure* Meskay MbKeTe U JKeHUTe

IToa

Pexnamen Cioran

Munx | Kena | Pazauka 3HAYNMOCT Huso Ha 3HaunmocT H3Boa

Pexnamen Croran
1.1:,,Boma ot

CBPIIETO Ha 5,6 55 0,1 He e 3maunma 0,610 > a =0,05 IIpuema ce Ho
Popomure® —
OpurnsanexH

Pexnamen Croran

1.1: ,,Boma ot 0,203 >

CHpPIIETO HA 5,6 54 0,2 He e 3Haunma _ [Tpuema ce Ho
« a =0,05

Pononure* —

Kpeatusen

Pexnamen Croran
1.1:,Boma ot

CBpLETO Ha 5,6 5,6 0,0 He e 3naunma 0714> - 0,05 IIpuema ce Ho
Poponure™ —
YoenureneH

Pexnamen Cioran 0,000 < a =0,05

1.1: ,,Boaa ot 54 59 -0,5 3Hauuma Ipuema ce Hi
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ChpLETo Ha
Poponure —
Pa3oupaem

Pexknamen Cioran
1.1: ,Bona ot
CHPIETO HA 57 6,1 -0,4 3Haunma 0,000 < a =0,05 Ipuema ce Hi
Poponure* —
IIpusiten

Pexiamen Cioran
1.1: ,,Boxa ot
ChPILETO HA 55 5,8 -0,3 3naynma 0,009< = 0,05 Mpuema ce Hi
Poponure* —
3anomHs ce

Pexknamen Cioran
1.1: ,,Bona ot
ChpLETO HA
Poponure* —
IloaTHKBAIl KBM
MOKYIKA

53 57 -0,3 3naunma 0,008 < = 0,05 Ipuema ce Hi

Hsmounuk: Pa3paboTka Ha aBTOpa

Tabnuna 4.4. oHarsnensBa pa3jivuKuTe B CpeIHUTE OIEeHKH 3a ciorad Crorad 1.1:
»Boma or cbpueto Ha PoponuTe* Mexny MBKETe U JKEHUTE B3€JIM y4acThe B
aHKeTaTa.

AHanu3bT HA PE3yJITATUTE M0KA3BA, Y€ 110 IbPBUTE TPU KpUTEpHs ,,OpUTrHHAIIEH ,
»KpeatuBern“ u ,,YOeaurTeraeH WMa HE3HAUMTEIHA DPA3IMKa MEXIY OTTOBOPUTE
JasieHu OT ABara noja. TpsoBa aa Oble npueta HyneBaTa xumnoresa Ho, KosTo riacw,
Yye HsMa CTaTUCTUYECKH 3HAUMMa pa3jivKa MEXIy OLEHKUTE Ha MBKETE U )KEHUTE IO
TOPENIOCOYCHUTE XapaKTepucTuku. [Ipw crexBamuTe 4YETHPU KPUTEPUS CE
Ha0J1r0/1aBa CTATUCTUYECKH 3HaYMMa pas3iuka. TpsoBa na Obie OTXBbpIIeHa HyJieBaTa
xunore3a Ho u ga 6bae nmpuera antepHatuBHaTa Hi, KosATO 10Ka3Ba HalIMYMETO Ha
CTaTHUCTUYECKU 3HAYMMa pa3jiiKa B HaUMHA, IO KOWTO MBKETE U KEHUTE OLICHSIBAT
pEKJIAaMHHTE CIIOTAHU IO Kputepuure ,,Pazompaem*, , Ilpusaren®, ,3amomusmny ce* u
LHlloarukBaml kbM nokynka“. JKenure ouensiBat Crnorad 1.1 mo Te3u Kputepuu mo-
BUCOKO OT MbXeTe. MapkeTtono3ure TpsOBa Ja B3eMaT NpPeaBUA  Ta3u
3aKOHOMEPHOCT, KOTaTo CBCTABAT pPEKIAMHU TOCIaHMUS, KOUTO MPOMOTHUPAT
O0bP30000POTHU CTOKHU U TAPTETUPAT €MHHUS OT JIBaTa MoJa.

[To exBHBaNeHTEH HAYWH Ca Pa3TJeAaHd U PA3ITUKUATE MEXKIY CPEIHUTE OICHKH,
JAJICHU OT MBXKETE€ W JKEHUTE, 32 OCTAHAJIUTE IMET U3Y4YaBaHHU CJIOraHU MO CEelIeMTe
KpUTEpUs 3a OLICHSBAHE.

Morat na 6b1aT HAIIPaBEHH CIICTHUTE U3BOJIN:

Crnen manpaBena mpoBepka cbc SPSS, ce ycranossiBa, ue 3a Cnoran 1.2 ,,Boga ot
Pogornure mo kpurepuutre ,Opurnnanes”, ,KpeatuBen“, , YOemuteneH“ u
»Paz0upaeM’ OTChCTBAa CTATUCTHMYECKU 3HAYMMa Pa3JiMKa B 3aBHCHMOCT OT IOJia Ha
pecnionaenture. Hanune e paznuka mo nokazarenute ., lpusten®, ,,3anomusi ce u
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»llonTukBain kbM Mokymnka“. B te3u cnyuan HyneBara xunote3a Ho TpsioBa na 0bae
OTXBBpJIEHA W Ja ce MnpuemMe AnTepHaTHBHaTa xumore3a Hi, kosto riacu, ue
CBIIECTBYBa CTATHCTHYECKH 3HAYMMa pa3liika B CPEIHUTE OIICHKH HAa MBKETE H
JKEHUTE TI0 Te3U KPUTECPHH.

JKenute oneHsBat mo-sucoko Cmoran 1.2 B Te3u KaTEropuu, KOETO O3HAYaBa, 4ye
MapKETHHT CICIMAIUCTHTE B TO-TOJsMa CTEIIEH MOTaT Jia pa3uuTaT Ha CJIOraHu 0e3
pUTOpUYHU (DUTYPH, KOTATO PEKIAMUPAHUAT IMPOIAYKT € HACOYCH KHhM I>KCHCKATa
ayIUTOPHSI.

3a Croran 2.1 HIMa CHIIECTBEHHW Pas3IMKH B OTTOBOPUTE Ha JiBaTa IoJja 1Mo HUTO
enuH Kpurepwit. M3mon3BaHaTa pekiamMa 3a (DMHAHCOBH YCIIYTH, KOSATO ChIbpiKa
pUTOPUYHU (QUTypH, CE 3aTBBPIKIaBa KaTO OpUEHTHPAHA, KAKTO KbM MBKETE, TaKa H
KBbM KCHUTE.

3a Crnoran 2.2 ,,Kpenut BenHara® no nokasarenurte ,,Opurunaien®, ,, Kpearusen®,
»Pasoupaem™, ,,Yoemurenen, ,Ilpusten” wm ,IloaTHkBamy KbM IOKyNKa“ HsiMa
CTaTUCTUYECKU 3HAUYMMHU PA3JUKH B JIAJICHUTE OTTOBOPH.

Kputepusr, mo KolTo € HaiMile CTATUCTHYECKU 3HAYUMa pas3jiuKa € ,,3aroMHSIII
ce“.

JKennrte oneHsBaT pekiaMmeH cioraH ,,KpemuT BemHara® kKato mo-3anoMHsII ce B
CpaBHEHHE C MBXKETE.

Cratuctuueckuar a"anu3 Ha Cioran 3.1 ,Ilepannsra xusee no-auiro ¢ Kanron*
MOKa3Ba CTaTUCTHUYECKU 3HAYUMH PA3JIMKH B OTTOBOPHUTE NAJCHHU OT JBATa I0JIA 110
mect oT o0mo cenem kpurepus: ,,Opurunanen®, ,KpearuBen®, ,,PazOupaem®,
LHlpusiten®, ,3amomusm ce“ u ,lloaTukBamn] kbM TMOKynka®“. EAMHCTBEHO KOraTo
O6uBa orneHsBaHa yOenutenHocTTa Ha Peknamen Croran 3.1, He e Hauuie
CTaTHCTUYECKH 3HAYMMa paziuka. [1o mect ot cenemMre KpuTepus >KEHUTE JaBaT 1o —
BHCOKH OIICHKH, KOETO € OOSICHUMO C POJsiTa Ha KeHaTa B JOMakWHCTBOTO. Haii-
roJjisiMa pa3juKa B OTTOBOPUTE MMa 1o Kputepus ,,IloaTHKBaIl KbM MOKYIKa*, KOETO
€ TI0Ka3aTeJHO 3a ay[UTOpHUATa, KbM KOATO € HacoueHa pekjamara. MapKeToio3nure
TpsiOBa nma B3eMaT mpeaBun ¢akra, Ye JKCHHTE OIEHSBAT TO-BUCOKO PEKIAMHH
CJIOTaH!, KOUTO YNOTPEOSBAT PUTOPUYHH (PUTYPH B CpaBHEHHUE C MBIKETE.

3a Cnoran 3.2 ,llepamusita pabotu mno-gbiaro ¢ Kanron* mpu kpurepuure
»OpuruHaseH u ,,PazoupaeM™ He € HaNWIE CTATHCTUYECKU 3HAYMMa pasziuka. [Ipu
OCTaHAJWTE XapakTtepuctuku ,KpeatuBen“, , YOemuteneH, ,3amoMHsam] ce®,
LHlIpusten” u ,JlonTukBam KbM MOKYyNKa™“ € HaIMWIE CTATUCTUYECKH 3HAYMMa
pasnuka.

W3BogbT, KOWTO MOXKE Na Ob/ie HalpaBeH, €, Y€ JKEHUTE ca MOo-0JarompusiTHO
HACTPOCHH CIIPSIMO PEKJIAMHTE, KOUTO HE yIOTPeOsSBAaT HMHCTPYMEHTH HA PUTOPHKATA.
Baxxno e ma ce orOenexxu obade, ye Te oleHABaT mo-Bucoko u Cmoran 3.1, KoiiTo
CchIabpXKa B cebe cu purtopuuHa ¢urypa. Msrnexna, ye »eHUTe ca 1mo-01aroCKJIOHHA
KaTo ISUI0 B OIEHKHUTE CH 32 PEKJIAMHU CJIOTaHH, KOWTO MPOMOTHUPAT CTOKH OT
©XKEeTHECBUECTO.
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B Tabnumna 4.10 ca pasrienany moApoOHO Pa3IMKUTE MEKIY CPESIHUTE OIEHKHA Ha
Pa3IMYHUTE BB3PACTOBU IPYIH, KOUTO T€ JABaT IO CEAEMTE KpUTEPHUS 3a PEKIaMHUS
cioran ,,Booa om cwvpyemo na Pooonume®, KOWTO WU3IMOJI3Ba CpEACTBa Ha
pUTOpHKAaTAa.

B xoHkpeTHHMs ciiy4all, pU KOWTO CE€ CpaBHSIBAT OIEHKUTE HAa YYACTHUIIUTE B
aHKeTaTa cropej TsSXHara Bb3pacT 3a ciorad 1.1 ,,Boma ot cwprero na Pogonure®,
Hynesata xumnore3a (Ho) n AnrepraruBraara xumote3a (Hi) ca ¢popmynupann kakTo
cienBa:

Ho: Hsama ctatuctuyecku 3HauMMa pas3jivka MEXIy OLEHKHUTE Ha yYaCTHHULIUTE B
aHKeTaTa CIope/1 TAXHATa Bh3PaCT M0 Kputepus ,,OpuruHanex.

Hi: Mma ctatucTuyecku 3HauuMa pasivKa MEKIY OLIEHKHTE Ha YYacTHHUIIMTE B
aHKeTaTa CIopes TAXHATa Bb3pacT Mo Kpurepus ,,OpuruHaneH™.

Tectpr Ha Kpbckan-Yomuc e u3bpaH, 3amoTo TOM € NpernopbuuTeNeH IpH
CpPaBHSBaHM Kauye€CTBEHU NPU3HALM, U3MEPEHM [0 OpJAMHAIHA CKajla, MU ChIIO Taka
KOraTo OMBa U3BBPIICHA IPOBEPKA HA TIOBEYE OT JIBE HE3aBHCUMH M3BAJIKH.

B xonkperHus cimywail paBHuIeTo Ha 3HauumocT (Significance) e 0,387, koeto
Hajpumasa @ = 0,05 wiu ¢ apyru nymm ce orxewpis Hi u ce mpuema Ho: Hsma
CTAaTHUCTUYECKU 3HAayMMa pas3iiMKa MEXKIy OLICHKMUTE Ha YYaCTHMLIUTE B aHKeTara
CHOpeJ TAXHATa Bb3pacT 10 Kpurepus ,,OpuruHaieH .

[To aHanoruyueH HaYMH € U3ClIeBaHa 3HAUMMOCTTA Ha PA3IMKUTE MEKIY OLIEHKHUTE
Ha yYaCTHHIIMTE B aHKETaTa CIIOpPE]] TSXHATa Bh3PACT 32 BCUYKM OCTAHAIH CIIOTAaHU U
mo Bcuuku kputepun (,,Kpeatusen®, ,,YO6emutenen“, ,,Pazoupaem®, , Ilpusten®,
»3anomusm ce®, . IloaTukBan KbM MOKymnKa).

Tadauua 2: Pa3nuku B cpefHnTe olleHKH 3a ciaoran Ciaoran 1.1:
»Boaa oT chpuero Ha Poronure® cnopex Bb3pacTTa Ha YYACTHUINTE B AaHKeTATa

Bn3pact H
Pexnamen 1Bo
Cuoran 18- 25- 35- 45- Hax | 3Haummoct Ha 3HAYH- H3zBox
24 34 44 55 55 MoCT
Pexmamen
Crnoran 1.1:
0,387 >
,Boma ot 5.2 5.4 57 5.7 538 Hee > IIpuema ce
ChPLETO Ha 3HaYNMa a =0,05 Ho
Pomomnure® —
OpuruHaieH
Pexnamen
Crnoran 1.1:
0,340 >
,Boma ot 5.2 53 57 5.8 5.6 Hee = IIpuema ce
CBpIIETO Ha 3HAYNMA a =0,05 Ho
Popomure® —
Kpeartusen
Pexnamen
0,327 >
Croran 1.1: 55 | 57 | 58 | 54 | 56 Hee > Hpuewva ce
Boja ot 3HaYMMa a = 0,05 Ho
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CHPLETO HA
Ponmomnure* —
Voenutenex

Pexaamen

Ciaoran 1.1:
0,002 <

»Bona or 59 | 60 | 57 | 53 | 55 | 3uaunwa v Tpuewma ce

ChpLeTo HA a =0,05 H:

Poponure* —

Pa3oupaem

Pexaamen
Cuoran 1.1:
»Bona or 60 | 60 | 59 | 58 | 56 | 3uaunwa 0,046 < Tpuema ce
ChbpLETO HA a = 0,05 H;
Poponure* —
IIpusiten

Pexnamen

Crnoras 1.1:
0,132 >

,Boma ot 5.5 5.8 6,0 5.4 5.6 Hee IIpuema ce

CBPIIETO Ha 3HAYNMa a = 0,05 Ho

Popomure* —

3anmoMHsII ce

Pexnamen
Croran 1.1:
,,Boja ot
CHpPLIETO Ha 54 55 5,7 53 55
Popommre* —
IToaTukBai KbM
MOKYTIKa

Hee 0,721 > Ipuema ce
3HaYUMa a =0,05 Ho

Hsmounuk: Pa3paboTka Ha aBTOpa

[To xpurepuure ,,Opurunanen, ,, Kpeatusen, ,,Yoeaurenen®, ,,3amomusim ce* u
| IOITUKBAIl KbM IOKYIIKA“ HE € OTKPHUTA CTATUCTUYECKU 3HAYMMa pa3jMKa Cle[
U3BBpILIEHA IpoBepka cbe SPSS.

CratucTruecky 3Ha4YrMa pasliika ChIIECTBYBa MO OTHOIICHUE HA MOKA3aTEIIUTE
»Pazoupaem™ u ,Ilpusren”. Crmoran 1.1 OuBa OIlEHEH MO-BHCOKO OT IMO-MJIQJNUTE
YYaCTHUIIM B aHKETaTa, OTKOJIKOTO OT IMO-BBh3PACTHHUTE.

Moxe na Objie HapPaBeH U3BOJBT, Y€ MIAAUTE Pa30UpAT MOCIAHUATA, B KOUTO ca
3aKOJUPaHA PUTOPUYHU (PUTYPH, TMO-JIECHO W TM HaMupaT 3a TO-TPHUSTHH.
MapkeTtono3ure TpsOBa na B3eMaT TPEABUA Ta3W HHPOpMANHs, KOTaTO CHCTaBST
CJIOTaHHM 32 MPOJYKTH U YCIYTH HACOUYCHU KbM CIeTIM(PUIHI BH3PaCTOBH TPYIIH.

3a Cnoran 1.2 ,Boma or Pogommre, CTaTUCTHYECKHM 3HAYMMHU Pa3IUKA B
OTTOBOPHUTE Ha PECIOHJACHTHTE UWMa TPU XapaKTepuctukure ,,KpearuseH,
»Yoemurenen®, , Ilpusren®, ,3anomusmy ce” u ,JllonTukBam kpM mokymka“. [lpm
Kkpurepunte ,,OpuruHaiges” u ,,Pazoupaem* pasnukaTa He € CTATUCTHYECKH 3HAUNMA.

IIpu pecnioHgeHTUTE OT Bh3pacToBa Trpyma 45-55 r. uMma pasziuka B OTTOBOPHUTE
JaJIcHu 3a BCHYKH KPUTEPHUM, KOUTO ca W30pOCHHW, B CpPaBHEHHE C JPYTHTE
BB3pPACTOBU TPYIH, KBACTO CE HAONIOMAaBAaT CXOMHH pe3yaTaTH. Ta3m Bb3pacToBa
rpyna pa30oupa ciorana Hai-moope.
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Miaaute y4acTHULM B aHKETaTa ca OLEHWIN Hal-BHCOKO PEKJIAMHOTO IOCIAHHE
nmo kpurepuute ,,PazdupaeM™ u ,,3amomMHSAII ce, a BB3PACTHUTE — IO KPUTEPHUS
»Pazoupaem™.

N3BoabT, KOWTO MOKE Ja Ob/ie HANPAaBEH MPH U3CIIEABAHETO HA ClIOranu ,,Boxa ot
cepuero Ha Ponmonure u ,,Bona ot Pomomnure* e, ye M3MOJ3BAaHETO HA PUTOPUYHU
¢burypu nornpuHacs 3a peaJu3upaHeTo Ha MOJIO0KUTENICH Pe3yITaT OT peKaMaTta.

Pesynratute mnonyuenn npu uscinenBanero Ha Crhoran 2.1 mokaszsar
CTaTHCTUYECKH 3HAayMMa paslidka €IWHCTBEHO 3a Kputepuute ,Pazbupaem™ u
,, 1 [OJITUKBAII KbM TTOKYIKa*,

Haii-Bucoka olleHKa MJaJuTe ca Jald 32 XapaKTEePUCTUKUTE ,,PazOompaem™ u
I IOTUKBALl KBM IOKYINKA“, JOOKaTO pPECHOHACHTUTE OT 3psja Bb3pACT —
»Yoenutenen* u ,,Kpeatusen*.

3a Cnoran 2.2 pecHOHJIEHTUTE Yy4YacTBaJId B aHKETaTa JAaBaT CTATHUCTHYECKU
CXOIHHM pe3yiTaTh 3a Kpurepuute ,,Yoemutenen, ,Pazoupaem™, ,Ilpusren™,
»3anomusmy ce” u ,IloarukBany kM mokynka®. CTaTUCTUYECKH 3HAYUMH Pa3ITUKH
UMa €IMHCTBEHO IPHU XapakTepucTukure ,,OpuruHaneH” u ,Kpearusen“. Ilpasdar
BIIEYATIICHUE CXOJHUTE PE3yIATaTH, MOJYyYEHH IMPH YYaCTHUIUTE OT IBPBHUTE IBE
BB3pPACTOBU I'PYIH, B CPABHEHUE C PECIIOHJCHTUTE B 3psijla Bb3pacT.

Xopata Hag 55 roguHU OIEHSBAT HAN-BUCOKO pPEKJIaMHUS cioraH ,.Kpenut
BegHara™ no xpurepus ,,OpuruHanen”. I10-Bb3pacTHOTO IMOKOJIEHHME Yy HAC € IIO-
0JIaTOCKJIOHHO TIOOTHOIIEHHE Ha OpPWUTHHATHOCTTAa Ha TIOCIAHMATA, KOUTO HE
yrnoTpedsBatT GUrypaTuBeH €3uK B MPOIYKTOBATA KaTeropHs ,,OUHAHCOBU YCITyTH ™.

YyacTHUIIMTE B MPOYYBAaHETO HAa BB3pacT 18-24 maBaT Hall-HUCKU OICHKM Ha
Cnoran 2.2 no kpurepusi ,,OpuruHaien’. Hail-mnagure pecrnoHJEHTH ca U Hail-
KPUTUYHHU, KOTaTo CE€ Kacae OPUTMHAIHOCTTA Ha CJIOFAaHUTE, KOMTO HE ChIbpPKaT
PUTOPUYHU QUTYPH.

EXBHBaJIEHTHO € OTHOILIEHUETO Ha MO-MJIAIUTE U MO-Bb3PACTHUTE XOpa y HAC U 1O
OTHOILIEHHE Ha Kputepus ,,Kpeatusen*.

Bcuuku BB3pacToBU Tpymu oOlleHsBAaT Hail-Bucoko Croran 2.2 1o KpUTepus
,Pazoupaem".

Amnanuzupaiiku asata ciorana 2.1 u 2.2, ce gocTura o U3Boja, 4e ynorpedbara Ha
puUTOpHYHU (QUTYpH OONpUHACS 3a W3MBIHEHHETO HA pOJsiTa Ha peKkjamara,
HE3aBHCHMO OT Bh3pacTTa Ha MOTPEOUTEIHTE.

OTroBopuTe Ha PECHOHACHTUTE OT PA3IMYHHUTE Bb3PACTOBU Karteropuu 3a Cioraxn
3.1 ,Ilepannsita >xuBee mo-gbiaro ¢ KanroH™ moka3BaT CTaTUCTHYECKH 3HAYMMa
pasziuKka mpu Kputepuure ,,Y oequrenen, ,,Pazoupaem™, , Ilpusren®, ,,.3amomusmr ce*
u . IloaTukBai KbM MOKyMIKa®.

VYyactHuuuTe OT Bb3pacToBuTe rpynu 18-24 u 25-34 r. xaTo U0 OLIEHABAT IO-
BHCOKO PEKJIaMHHUS CJIOTaH, B CPABHEHUE C PECIIOHJICHTHUTE OT MO-3psiia Bb3PacT.

ITo xputepuute ,,Pazoupaem®, , Ilpusten®, ,,3amomusm ce” u ,,[lonTuksam KbM
MOKYIKa“ Te ca Mo-0JIATOCKJIIOHHN B CBOWUTE OIIEHKH, B CPAaBHEHHE C MO-BH3PACTHUTE
PECIIOH/ICHTH.
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ITo oTHOIIEHWE HA KpHUTEPHS ,,Y OeIUTEIICH TIPaBH BIICUATIICHHE, Y€ YIACTHHUIINTE
B aHKeTaTta Ha BB3pacT 25-34 u BB3pacTt 45-55 ce OTKpOsIBAT C €JHAKBH CPEIHU
OLICHKH.

[Tony4yenute pe3yiaTaTd HajaraT M3BOJa, Y€ 3a MJIAJ0TO MOKOJICHUE PEKIAMHUTE
CJIOTaH’, KOUTO ChIbPKAT B ceOe CH pUTOpPUYHU (Purypu, ca mo-yOeauTeIHH, I10-
pazbupaeMu W TO-TPUSATHH B CPaBHEHHE C XopaTa B IO-HAIlpegHalla Bb3PacCT.
PexnaMHuTE MOCIaHMs, KOUTO C€ BB3MOI3BAT OT MOXBATUTE HA 0Opa3HUS €3HK, ChIIO
Taka OCTaBaT B Ch3HAHHUETO 3a MO-IBIBI IEPUOJ OT BPEME U UMaT OTPAXKEHUE KbM
HAaMEPEHHUETO 3a MOKYIKa Ha MpoaAyKTa. MapKeTHHT CleHUMaIUCTUTE TPsiOBa Ja uMaT
IpeIBH]I Ta3H 3aKOHOMEPHOCT, KOTaTo TapreTUpar Mo-MJIaJAuTe MOTpeOnuTeNH y Hac.

JIrobomuTHO € na ce oTOeNekH, Y€ OT 32 BCUUKU Bb3PACTOBU IPYIH U 10 BCUYKH
yHOMEHaTH KpUTEpUH, Hall-BUCOKA CpeJiHA OLIEHKA Ce€ OTIMYaBa [PU YYaCTHULIUTE HA
BB3pacT 25-34 no kpurepus ,,JlonTukBan KbM MOKyInKa“.

[Tpu xpurepuute ,,Opurunanes’ u ,,Kpeatusen He ce HabIr01aBa CTATUCTUYECKH
3HaYMMa pasiiukKa.

AHamu3bT cbc SPSS noka3zBa CTaTUCTUYECKM 3HAYMMM PA3JIMKM 332 BCUYKH
KpUTEpHH, 110 KouTo OuBa oueHeH Crorad 3.2, ocBeH ,,Pazbupaem®. CpaBHsBailku
BB3pacToBU Ipynu oT 18-24 r. u oT Hax 55 r. € BUJHO, Y€ MJIAJAUTE XOpa OLEHSIBAT
Hall-BUCOKO KpHTepus ,,PazOmpaem™, 3a pasnuka oT Xoparta B 3psiia Bb3PacT, KOUTO
CUMTAT peKJilaMaTa Hal-Beue 3a OpUTrMHATHA U 3alIOMHSIIIIA Ce.

Haii-Bucoka onenka 3a Cnoran 3.2 ,Ilepannasta pabotu mo-gpiaro ¢ Kamron®,
HE3aBUCHMO OT BB3pPACTTa, Cca MOCOYWIM YYACTHUIIMTE IO KpUTEpuUs pa3dupaem,
KOETO JI0Ka3Ba, 4e CIOTaHuTe 0e3 PUTOPUYHU (PUTYPH ca MOHITHU 32 MOTpeOuTEIuTe.

[Ipu cpaBHenue Ha jBara cioraHa 3.1 u 3.2 ca BUAHHM 10 — BUCOKHUTE OLIEHKH,
KOUTO PECHOHJICHTUTE OT BCUUKH Bb3PACTOBU I'PYNH Ca MOCOYMUIIM 3a peKjamara, B
KOSITO Ca M3I0JI3BaHU MHCTPYMEHTUTE Ha pUTOPHUKATA

3akjao4eHue

B 3akmroueHne Moxe Ja ce Kaxke, 4e ca HaJUIE Pa3IMK{d B HauuHA, 110 KOMITO
HNOTPEeOUTEINTE OLIEHSABAT CIIOTaHUTE ¢ U 0€3 PUTOPUYHU (UTYpU B 3aBUCUMOCT OT
TEXHUS O] M Bb3pacT. Mapkeroyso3ure € HEoOXOOUMO Ja HMMaT HpeABH] TEe3U
pa3IUKHM, KOraTo TapretupaT pasiauuHu jaemorpadcekm rpymnu. Tpsbsa npa ce
oTOenexxn, 4e BCHUYKM CIOTaHW C pUTOpHYHA (uUrypa OMBAT OIEHEHH IO-BHCOKO,
HE3aBUCHMO OT I10J1a U Bb3PacTa.

Temara 3a BB3ACHCTBUETO HA PUTOPUYHHUTE (QUIYpH BBPXY XOpaTa OCTaBa
HEJI0OCTaThYHO M3cienBaHa B bbarapus. Bp3mMokHN HAacoKH 3a ObJEIIN U3CTIeIBAHUS
Morar na ObgaT pa3BUTHETO HAa PUTOPHUKAaTa BbB BPEMETO, MEXIYKYJITHPHUTE
pas3nnuus B ynorpedaTa Ha pUTOPUKA B PEKIAMUTE U Bb3AEHCTBUETO HA PUTOPUUHUTE
(Gurypu BbpxXy NOTEHIIMAIHUTE NOTPEOUTEIH.
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IMPEAN3BUKATEJICTBA HA UHTETPALIUATA
HA COIIUAJIHUTE MPE’KN B MAPKETUHI'OBUTE
NHPOPMAIIMOHHHU CUCTEMUAU

Xpucro Menapos!

Pesztome: Hsnonssanemo Coyuannume Mpeacu (CM) 3a obmen u paznpocmparenue
Ha unpopmayus Hapacmea 6 Cepuo3Ho 8 NOCIeOHUme 200uHU. Bvamoocnocmume, koumo
oasam CM 3a nabupamne Ha NONE3HA MAPKEMUH208A UHDOPMAYUSL CA 3HAYUMETHU, HO
uHmezpayusma  HA4 ~ MO3U  NOMOK  KbM  Cbuecmeysawume  Mapxemunzosu
Hugpopmayuonnu Cucmemu (MrxHC) e npeduzsuxameicmeo, Koemo cmou npeo
nogeuemo 6Ousnecu. Upez uzcneogame Ha Qynxkyuonarnume evmoodicnocmu Ha CM u
UHCmMpymenmume 3a HabnoO0eHue u 0opabomka Ha uHgopmayus ce oasa npeocmasa 3a
nooxooume 3a U3NOA36aAHEMO U 6 Cvujecmgysawume u/unu ycvevpuencmeanu MrHC.
Bwnpocvm 3a mosa danu u kax CM 0a 6v0am uznonzeanu 3a Habupane Ha uHgopmayus
HYJICHA 30 63eMAHe HA MAPKeMUH208U PeuleHust HAMA CaMo eOuH 6epeH Omeo80p U 8
Hacmoswama paspabomka ce Npasu Onum 3a CUCIEMAMUSUPAHE HA 6b3MOJCHUME
ANMepHamusu.

KawuyoBun aymum: Mapkernarosn Mudopmanmonnn Cucremu, Couumanaun Mpexw,
MapkeTuHrona uHdopMars

JEL: M390 Marketing and Advertising: Other

BnBenenue

[Tpu B3eMaHe HAa MAPKETHHIOBH PEIIEHUs, OT KJII0YOBA BaXKHOCT € IOAIIOMAraHeTo
ype3 wuHpopManusATa HaOpaHa OT MapKeTHHTroBUTe WH(GOPMAIMOHHN CHCTEMHU
(MkUC). Mmenno 3apaau pyHKUMATA [10 NOJNOMAraHe Ha B3€MaHETO Ha PELICHHUs, B
HSIKOU W3TOYHULIN Te3U CUCTEMHU ca HapeyeHU Cucremu 3a
[Tognonomarane/Ilognbpxane Ha PemenusitTa. YOpaBlIeHCKHTE CHCTEMH, YacTeH
ciyyan Ha kouto ca u MkUC, kouto ca Ga3upaHu Ha KOMIIOTHPHU KOH(UTYparuu
U3M0I3BaT MPEAUMHO CTPYKTYpUpaHu AaHHU. OT CBOsI CTpaHa C Pa3BUTUETO Ha
Commanan Mpexu (CM) oOmMeHbT Ha uH(poOpMalus B TSIX BCE MOBEYE € H3BBH
noJ00Ha CTPYKTYPHUPAHOCT U JOPH B pEAMIA CIIydaw OTroBapsl Ha JeUHHUIUATA 3a
l'onemn mannu. B crienBamunTte penoBe ce mpaBu 0030p Ha BB3MOXKHOCTHTE 3a
unrerauuss Ha CM kpM MkUC u MHCTpyMEHTHTE M TEXHMKHUTE, KOMTO MOraT Ja
ObJaT U3MOJI3BAHHU 32 Ta3U LieJ, KAKTO U Ha MPOOJIEMUTE NPU €AUH 110100€H MOAXO.
OcHoBHuTe BbIpocH, kouto Korasp u Kenbp u3BeXIaT NO OTHOLIEHUE Ha
nHpopMmarusaTa ca — ,,KakBo na ce cnenn? Kak na ce cnenn?*

! e-mail: hmedarov@unwe.bg
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CounaanTe MpPEXKU U MAapKETHUHIOBaTa I/IH(l)OpMaIII/Iﬂ

3a pomsara Ha ConumanHure Mpexu B MapketuHra (CM) cskam Hal-TOYHO €
omnpenenennero Ha Tyren um Comomon (Tuten, & Solomon) — te ca 5-to II B
Mapketunr Mmukca — VYwuactue (Participation), TOKOJKOTO TOBa € OCHOBHOTO
KayecTBO, KOETO T€ HMMaT — Yy4YaCTHETO Ha BCHYKM B TSIX M BB3MOXKHOCT 3a
pPaBHOMOCTaBEHA U MHOTOITIOCOYHA KOMYHHUKAITHSL.

Kaacuduxanusa na tunosere Counananu Mpexu
U THIIOBeTe HH(pOpManus B TAX

CehliecTByBaT MHOXECTBO BB3MOKHU Kinacuukammmu Ha CM mo peauna
npm3Hant. CM Morar na ObJaT KaTeropusHpaHd B HAKOJIKO THUIIA Bb3 OCHOBA Ha
OCHOBHHTE MM (DYHKIIMM W B3aUMOAEWUCTBUS ¢ morpedutenure. Tasu knacudukaus
ce 0asmpa u mopa3BuBa HanpaBeHara ot Karan u Xaenuneiin (Kaplan, & Haenlein).

1.
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CaiitoBe 3a counannu Mpexu: [lnardopmu, kouTo Mo3BoOJISIBAT Ha MOTpeOHTE-
JWTE Ja Ce CBBP3BAT upe3 CHOOMICHMS ¢ apyrd notpebuternn — Facebook,
LinkedIn u X ( 6uBmr Twitter)

. CaiiroBe 3a mukpoOnorunr: Te3u mnardopmu ce Gokycupar BBPXY KpaTKH,

4ecTH MyONMuKauy. X € KIaCH4eCKU IpUMep, KONTO MOo3BoJIsABa HA IOTpeduTe-
JIUTE 2 CIIOAETAT KpaTKH aKTyalIM3alliy U 13 y4acTBaT B pa3rOBOPH.

CaiitoBe 3a cnoaensine Ha W3o0paxenus: [Tnarpopmu, noceTeHn Ha croje-
JsTHE HA M300paKeHUs M BU3YalHO ChIbpxanue. Instagram u Pinterest ca mo-
nyasipHu npuMmepH. Karo ce mpaBu yroBopka, 4e U T€ pa3BHUBAT YCIOPEIHO U
BBH3MOKHOCT 32 CIIOZIEJITHE Ha BUJIEO M/WIIM CHIO U KPAaThK TEKCT KbM H300pa-
HKEHHUETO.

. CaiitoBe 3a CIIOACIIAHC Ha BUJCO: Tesnu l'IJ'IaT(l)OpMI/I IIO3BOJIABAT HA HOTp66I/IT€-

oute Aa cnojensat u riepar Buaeoxiunose. YouTube u TikTok ca Bomemu
MIPUMEPH.

ITpunoxenus 3a cboOuenus: [IpunoxeHus, KOUTO ylIeCHsABAT JUPEKTHATA KO-
MyHHUKaluss Mexay mnorpedutenure. [Ipumepurte Brmouar WhatsApp,
Messenger u Telegram.

Huckycuonau gopymu: Ilnardopmu, KouTo mMo3BONISABAT HA MOTPEOUTETUTE 1A
ydacTBaT B JUCKycHUHU MO pa3nnyHu Temu. Reddit u Quora ca monyssipuu npu-
MepHu.

TemarnuHm caifToBe 3a MOAIbPKaHE HAa ChIbpkaHue: Te3u tardopmu mo3Bo-
JSBAT Ha MOTpeOuTenuTe 1a OOMEHAT ChABPKAHHE B Pa3nuuHU (opmaTu, HO
[0 CTPOro CHEeLMANIU3UpaHu TeMu. bbarapckuar bg-mamma.com e npumep 3a
TaKbB

CaiitoBe 3a npodecuoHanHu Mpexn: QoKycupaHu BbPXY KapUEPHOTO pas-
BHUTHE U MpodeCHOHATHUTE Bpb3KH, Kato LinkedIn e Hali-apkusT nmpumep.



Hezasucumo ot tuna CM Te mMorar j1a ObJaT ChINO KIaCU(PHUITUPAHHU CITOPE]T THUIIA
Ha UH(OpPMANKUATA, KOATO € HAJIMYHA — TEKCT, BUICO, N300paKeHHsI, KOMOMHAIIUS OT
TSAX, KAKTO U PEaKLHUU KbM JIaJ€H MOCT.

Huto enna ot te3u popmu obaue He Moxke 1a Obae AUpeTHO 00paboTeHa OT eaHa
,kinacudyecka®“ MkUC. Ilox ToBa moHsATHE Ce€ MMa MPEABHUA BBHIPUETA B JIUTEpATypa
CTPYKTypa Ha TE€3UW CHCTEMH, M3rpajieHa OT 4 KOMIIOHEHTa — BbTpemmHu orderw,
Mapketuaroo Pazy3naBane, Mapketunrosu IIpoyuBanmms u Ilogmomarane Ha
B3eMaHE Ha peleHHs. B HiKkakBa CTENEH MMa BB3MOXKHOCT 3a MPOBEXKIaHE Ha
Mapketunrosu [IpoyuBanus B CM, HO KakTO OCOYBAT B CBOSI pa3paboTKa €KUM OT
yaeHn BomeH oT Jlm @aHr - TeopeTHMYHa TIOCTAaHOBKAa Ha Tipobiema €
Hejiopa3padoTeHa U MOBEYETO M3CIIEABAHUS Ca HACOUEHU KBbM OTAEIHH IMPAKTHYECKU
TEXHUKH M HHCTPYMEHTH. BboOlIe OCHOBHUAT mpobieM Ipe] MOAXOAbT 3a
usnomsBaHe Ha CM 3a nenute Ha Habupane Ha wmHOpMarms upe3 MxMC e To3u ¢
TUIBT HHQOPMAIHS B TSX.

CrpykTypupaHata W JEeCHO u3MepuMa HH(poOpMalms, KaTo Opoi XapecBaHHA,
CHOJICIISTHHSI, KOMEHTapu W Opoil MmocienoBaTeny, KOUTO MOTaT JIECHO na ObaaT
KOJIMYECTBEHO ONpEIeNIeHH M aHanu3upaHu. Tasu wuHboOpManus MoXe na Oble
oOpabotena ¢ TtpaauuuoHHure metogu Ha MkMC wm na ciyxu 3a B3eMaHe Ha
pewenus. Hampumep cnopen Opost xapecBaHUsI MOXKE Ja ce MpELeHH ycrexa Ha
naneHa kammanus B CM.

OTr pgpyra cTpaHa HECTPYKTYpHUpaHUTE JaHHU BKIIOYBAT TEHEPUPAHO OT
NOTPEOUTENUTE ChIbPKAHUE KaTO MyOJIMKALMM, PELEH3UH M KOMEHTapH, KOHUTO
W3MCKBAT YCHBBPILICHCTBAHM AHAIUTUYHU TEXHUKU KaTO 0OpabOTKa Ha €CTECTBEH
e3uk (NLP) 3a wu3BnuuaHe Ha 3HauuMM 1po3peHus. B Tasm karteropus Ha
HECTPYKTYPUpPAaHW JAaHHU TIOMAJaT M BCHYKH H300paXKEHUs, ayauo ¥ BHUIEO
ChIbpKaHUE, KOUTO ca HanuyHKU. Kato nombiHeHne KbM TeXHUS GOopMaT MOXKE Jia ce
IpUeMe U Cbh3JlaBaHeTo Ha ['oeMu aHHM — T.e. METa-JaHHU KOUTO HE MPOCTO ca
W3rpajeH OT JaHHUTe B eauH Qaitn (Buaeo, ayamo, H300paKeHWe, TEKCT,
KOMOWHAIMS OT HSKOJKO), HO M JTaHHU 3a TOBAa KbJIE, KOTa W C KaKBa TEXHHKA U
coryep e Oui ch3aZeH U KbJie € HanuyeH. ToBa mocraBs BbIIPOCHT 3a 00paboTKaTa
Ha MOJ00EH TUIl U3BBH TPAJUIIMOHHUTE METO/IH.

BB3MoxkHOCTTA 32 KOpelMpaHe U U3ciieBaHe Ha BPB3KU MEXKIY CTPYKTYPUpPAaHU U
HECTPYKTYpPUpPaHU TaHHW CHINO pa3KpHBa HOBH BB3MOXKHOCTH. Hampumep — Bpb3ka
MEXIy U3MO0J3BaHU IIBETOBE B JaJ€HO BHUAECO U OpOST CHOJCNSHUSA W/WUIU
XapecBaHUs.
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Bn3moxknoctu Ha Conuannute Mpexu 3a HaOupaHe
HA MapKeTHHIoBa HHGopMaus

CM paBat pa3nuyHU Bb3MOXKHOCTHU 3a HaOMpaHe Ha MapKeTUHroBa MH(OpMalus,
KaTo TyK ca M30poeHH Hal-BaKHUTE O€3 Ja ca MOJPEACHH B IOCIEAOBATEITHOCT I10
HSIKAaKbB MPU3HAK.

A) Ananu3 Ha TOBEIEHHETO HA MOTPEOUTENTUTE B pPEaTHO BpEME U C MabK
BpPEMEBHU JIar

Enun ot ocHoBHHTE mpeauMcTBa Ha BKIOuBaHeTo Ha CM mpu cwhOupane Ha
MapKeTUHroBa HH(OpMaIMs € CBBP3aHO C BB3MOXKHOCTA Ja C€ aHaIM3Hpa
MOBEICHUETO Ha MOTPEOUTENNTE B peanHo BpeMe. MHCTpyMeHTHTE 3a aHalu3 Ha
COILIMAJIHM MEJIUU TO3BOJISIBAT HA MApKETOJO3WTE Ja HaOJI0/aBaT MoKa3aTesluTe 3a
AQHTQXUPAHOCT M aHaJIM3 HAa HACTPOCHUSTA, MPEIOCTaBSIHKH MpPEJCTaBa 3a TOBA Kak
noTpeOUTeNNTe BH3MPUEMAT 1aIeHa MapKa, IPOAYKT, KAMITaHHS U IPYTH.

b) Ananu3 Ha HaCTpPOEHUETO

To3m aHanmu3 HE € TOJKOBA JIECEH W BKIIOYBA H3IMOJI3BAHETO HA aJTOPUTMHU 32
OTpeieNisTHe Ha eMOIMOHAIHUS TOH Ha pa3rOBOPUTE B coUUanHUTEe Meaud. Yadu u
Yanyuk (Dave Chaffey Fiona Ellis-Chadwick), m3mexny peawia aBTOpH, ONpeIsT
TO3W TUI aHAJIM3, KaTO €IWH OT Hal-BakHUTE. Upe3 aHaIM3upaHe Ha MOTPEOUTEIICKH
KOMEHTapH ¥ MyOJIMKAIMK MOTAT Ja CE€ MPEIEHIT OTHOIICHUETO KbM JaJIeHa MapKa,
Ja ce WIACHTUPHUIMPAT TOTCHLIMAIHU MpodieMu W apyru. Tasum cmocoOHOCT
MO3BOJISIBA HA OpPraHU3alMUTE J1a MPHCIIOCOOAT CBOMTE MAapKETWHTOBH CTPATETHH H
TaKTUKH, 332 Ja TH TPUBEIAT B CHOTBETCTBHE C TOTPEOUTEIICKHTE HACTPOCHUS,
MOBHIIIABAWKH JIOSITHOCTTA KbM MapKaTa M yJIOBJIETBOPEHOCTTA HA KIMEHTHUTE.

B) Unentuduxarms va Teanenms (TpeHmoBe)

To3u aHanu3 e 0coOEHO BaXKEH € OTJIe]l Ha TOBA, Y€ TPEHIOBETE MOTaT Jla yCUIIAT,
nomoOHO Ha PE30OHAHC pPa3NMpOCTpaHEHWETO Ha JaaeHa wuHbopmanus.Upes
HAOJI0/ICHNE HA Pa3rOBOPH M XallITaroBe MOraT Ja € HISHTHU(HUIMPAT MPOMEHU B
NOTPEOUTEICKUTE UHTEPECH M MpeAnodYnTanus. Ta3u nHpopMalus MOXE J1a CIyKHU
3a OCHOBA 3a pa3pabOTBAaHETO Ha MPOAYKTH, YChbBbPUICHCTBAHE HA CHILECTBYBAIH, 32
MPOMOIIMOHAJIHA KAMITAHWWU W Ch3JaBaHE Ha ChIbP)KAHUE, KaTO C€ pearupa
aJIaTTUBHO.

I') TapreTupanu MapKeTUHIOBH KaMITaHUU

C noctsn 1o noapoOHa aeMorpadcka nHpopMalus 3a NOTpeOUTENIUTE MOraT Jia ce
Ch37]aBaT TapreTHpaHd MAPKETHHToBH KamraHuu. COIMaTHUTe MpPEXKH aBat
BB3MOKHOCT 3a JeMorpad)cKo CEerMEHTHpaHe, KOETO TII03BOJIsBAa H3MpaIlaHe Ha
aJIalTUPAHO KBbM ayIUTOpHATA TIOCIAHUE M MPOCIEIBAaHE 32 PEaKIHsITa KbM HETro.
To3u 1eneHacoueH NOJXOJ YBEJIMYaBa BEPOSATHOCTTA OT AaHTaXHPAHOCT U
peanu3anysi, KaTo B KpailHa CMETKa CTUMYJIHpPa MPOAKOUTE M JIOSITHOCTTa KbM
Mapkara.

1) O6patHa Bpb3Ka B peaiHO BpeMe
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ConmaiHuTe MpEKU MpeIocTaBsT miatdhopMa 3a oOpaTHa Bpbh3Ka B PEaTHO BpeMe
OT MOTPEOUTETUTE, KATO TOBA MOJKE JIa C€ M3I0JI3Ba 0c00eHO e(peKTHBHO TpH ,,prHHA
HACTpPOMKa* Ha MPOMOITMOHAIIHN KaMITaHUH.

OcBeH Te3u 0e3CIOpHH NpeauMCcTBa ecTecTBeHO CM MMaT ¥ CBOWTE HEJIOCTAThIIN.
CrenBa na ce HampaBu eqHO HeoOxoaumo yrouHenne. CM moraT Jia ce W3IO0j3Bar
KaKTO KaTo M304YHMK OT KOMTO Ja ce chbepe mHpopMmalys, Taka U KaTo KaHAI Ipe3
KOHTO Ts Ma Obae pasmpoctpaHeHa. Moxe cbhiio CM na ObaT M3MOI3BaHUA U KAaTO
HA4YMH 3a HaObupaHe Ha MHGOpPMAIUS 33 OLEHKA Ha PA3NIMYHU MOJUTUKUA Ha JajeHa
KOMIIaHUs — HAPUMEP yCIeX WM HaHACsHE Ha KOPEKIIMHU B JaJieHa IPOMOLIMOHATHA
kamnanua. Ho cbBIOI0 W TpoBexkaaHe Ha MpoMouuoHanHAa Kammanus B CM
€IHOBPEMEHHO C U3MOJI3BaHE U Ha APYTH KaHAJH.

OT Ka3aHOTO 1O TyK € JIECHO Ja Ce 3aKjii4M, 4e u3noi3BaHeTro Ha CM 3a
chOupaHe Ha uHGOpMAIMA 32 MOTPEOUTENUTE MMa CHIIO U CBOUTE OTpaHUUYCHUS,
KOHMTO MOTAT J1a c€ 00O00IIAT B CIACTHUS CITUCHK:

1. KopekTHOCT Ha JaHHHUTE — NOTPEOUTEINTE YECTO MPESKCIIOHUPAT NaJeHa pe-
aKILMs WIM MHEHUE C 1IeT 1a IpuBJieKaT BHUManue. He Bcuuku nndopmaium ca
BEpHH, 0COOEHO, KOTAaTO CTBA BBIIPOC 32 ThPCEHE Ha MOBEYE MOCIEA0BATEIH

2. KomnyectBo nHpopmanus — nmMa MHOro Buznose CM u BBB Besika miuatdopma
¥Ma pa3InyHu TPYIH U TPEHIIOBE — CJIEJCHETO Ha TakbB 00eM MH(opMaIus €
TBBHPJIE CKBIIO U CII0)KHO

3. TloBeputennoct Ha nanuute — GDPR u npyru cxomnu perymnanuu He 1MO3BOJIS-
BaT CBOOOJIHO J1a ce TOJI3BAT BCAKAKBH JaHHU 0€3 ChIIIACHETO Ha MOTPEOUTEIS.

4. TIpencTaBUTENHOCT — TE3U JAHHHU TPYIHO MOTAT Ja ce€ KOPEeIUpaT C PeaHOTO
HaCeJIeHUE, JTOKOJIKOTO HE BCHYKH (0COOCHO TO-BB3PAaCTHOTO HACEJIECHUE) O3~
Bat CM, a u pa3nuyau wiaThOpMHu Ce U3IMOI3BAT OT TPYIU C Pa3INIHU JEMOT-
padCcKu YepTH U HHTEPECH

5. Orpanunuenus: Ha camata CM — pa3IM4HUTE TUTOBE IUIATHOPMHU MMAT Pa3IIu-
4yeH (opmar u orpanndenn. Hanpumep camMo BUI€O WM MTBK 00eM Ha CaMOTO
CHOOIICHNE U JPYTH

6. ANrOPUTMHUYHO M3KPUBSIBAaHE HA JIAHHUTE — MOBEYETO IJIAT(HOPMHU MMAT aro-
PUTMH, KOUTO (DaBOPUTH3HMPAT JATACHO CHIbPKAHUE 33 JIAJCHU MOTPEOUTEIIH.
ToBa npomens u3isio Gpokyca Ha JUCKyCHUTE U 0OOMEHa Ha MH(OpMaIys B Te-
31 TIATGOPMH.

Te3u orpannueHus ciejBa Ja ce B3eMaT MPEeABH] MPU B3€MaHe Ha pelleHue Jaiu

u kak CM na ObJaT M3MoN3BaHU 32 HaOMpaHe Ha MapKETWHIOBa WH(POPMALUs, KaTo
ObJaT NPUTETIIEHU CIPSIMO IOJ3UTE W IIeHaTa 3a mpupobuBaHeTo . ChIIo Taka e
BaXHO J]a MMa MEXaHW3bM Ha MPOBEpKAa Ha BaJMIHOCTTa Ha chOpanara ype3 CM
uHpopmarus. Tyk cieiBa ChIIO Ja C€ Kaxe,Ye €JUH OT OCHOBHHUTE BBIIPOCH 3a
usnoysBaHeTo Ha CM 3a HabupaHe Ha MApKETUHTOBA HH(POPMAIUS € ChIIO CBBP3aH C
TOBa Ha KakBa IIEHA, YHCTO (PUHAHCOBO M CBINO, KaTO YCWJIUS TS MOXe jaa Oble
MOJy4YeHAa W JOKOJIKO CBINECTBYBAT MO-M3TOJHU AITEpPHATHBH. VHCTpyMEHTHTE,
KOMTO MOTaT Jia Ce W3IMOJ3BaT M3BIM4YaHe Ha uHpopmanus or CM ce pa3BuBar u
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YCBBBPLICHCTBAT YCIOPEAHO C PAa3BUTUETO HAa CAMUTE MpPEXKH, HO pPE3yITaTUTe
MOJY4YEHHU OT TAX ChUIO ClieABa Ja ObJAT aHAIM3UPAHU M THIKYyBaHH. ChIECTBYBAT
HSKOJIKO THIIAa WHCTPYMEHTH M TEXHUTE BB3MOXXHOCTH Ca PA3IMYHH M CIyXaT 3a
pas3INYHU LEJH:

- HWuctpymenTn 3a ynpaBieHue Ha conuanHu Meauu: Ilnargopmu kato
Hootsuite, Buffer u Sprout Social mo3BossBaT Ha NOTpEeOHUTENNUTE [a TUIAHUPAT
nyOiMKanuu, Ja TMpOoCieNsBaT AaHTAKUPAHOCTTa W JAa  HaOmoaaBar
CIIOMEHABAaHUATA B pa3IMYHM KaHaIM HAa couuaJHud Meauu. To3um Tun
MHTPYMEHTHU ca M0-CKOPO 3a U3MEpBaHe Ha oOpaTHaTa Bpb3Ka CHPAMO JaJICHO
MOCJIaHue.

- HWucTtpymenTn 3a peructpanus: MHcTpymeHnTn kato Brandwatch, Mention u
Talkwalker nmo3BossiBaT Ha moTpedUTENUTE Aa NPOCIENsBAaT CIOMEHABaHUATA
Ha JlajieHa MapkKa, TeMa U Jpyru

- HWuctpymentu 3a ananusz: Google Analytics 1 pogHHUTE aHATIH3H, IPEJOCTABECHU
or miatdpopmu 3a comuanHu Meauu (kato Facebook Insights m Twitter
Analytics), momaraT npu M3MepBaHETO Ha €(EKTHUBHOCTTA Ha KaMIIAHHUMTE B
COLMAJIHUTE MEAMU U pa3OMpaHeTO Ha IOBEIEHHETO Ha ayauropusTa.lesu
MHCTPYMEHTH ca JI0CTa MO-Npo(eCHOHAIHY U Ce 3arUiamar Ha abOHaMEHT, KaTo
BUIHO OT CaMHTE MMEHA aHAJIM3UTE Hal-4eCTO C€ MPEJOCTABAT OT KOMIAHWUU
ChC CEpUO3EH pecypc B aHAIM3a Ha aJTOPUTMH W/WIK IOPU COOCTBEHMIIM HA
nanena CM (mnatdopma)

- MHcTpyMeHTH 3a HabmOAEHHE Ha chabpkaHue: MHCcTpymMeHTH kato BuzzSumo
MoraTr Ja TOMOTHAT 3a TMpocielnsBaHe Ha e(PEeKTHBHOCTTA Ha IMyOIMKYBaHO
ChIbP)KAHUETO W UACHTHU(UIMpaHE HA AaKTyaJlJHH B MOMEHTAa TEMH B
counuanaure Meanu. ChIIO Taka ce Ipeajara M Bb3MOXKHOCT 3a M300p Ha
MHQIIYSHCHPH 110 JIaZIcHa TeMa, T.€ Ha MOTPEOUTEIN,KOUTO UMAT TOJISIM KPBI' OT
MOCJIeIOBATEIH.

- HWuctpymenTtu 3a npocnensBane Ha xamrarose: Macrpymentu kato Hashtagify
u Keyhole no3BonsiBat Ha 1a ce HabIIOAaBaT KOHKPETHH XallTaroBe M TAXHATa
e(eKTUBHOCT B IUIATHOPMUTE HA COLUATHUTE MeuH. Bpnpeku nomyssipHoCTTa
Ha MoJIle/la 32 MapKHpaHe Ha ChIbpIKAaHUE 4pe3 #, TOW HE € MOBCEMECTEH U He
BUHATY MOJTyYeHaTa Taka HHPOpMAaNus € IIbJIHA.

C naBnu3aneto Ha M3kycTBeH MHTenekT B ynorpeba oT Ou3Heca, CTaBa Bb3MOXKHO

U Cb3/l1aBaHE HA HAPOUYHM MHCTPYMEHTH 3a aHAJIU3 Ha BUAeochAbpkaHue B CM, HO Te
BCE OILIE HE ca OT/EJIEH YTBbPAEH KJIac.

HeszaBucuMo OT BB3MOXXKHOCTUTE W OTPAaHMUYCHHATA Ha CaMUTE MHCTPYMEHTH 32
aHanu3 Ha cpabpkanue B CM mpu B3eMaHe Ha pelleHHe 3a M3MOJI3BHATO UM CIIEBa
Ja ObAaT B3€TU NpPEBUJ ONMCAHUTE MO-TOpe NPEAMMCTBA U HEIOCTAaTbLU Ha €AMH
nojgoben noaxox. OcBeH ToBa ciefBa Ja C€ B3€ME HPEABHJI M AAIH JOKOJIKO
E€MOIIMOHAIHO pearupa JaZieHa ayAuTOpHs Ha MaaeH MpOAYKT wiu kammanus. C
KOJIKOTO TIOBEYE EMOLUS € CBBP3aH JaJIeH MPOAYKT, TOJIKOBA € TI0-BEPOSTHO J1a IMa U
oOpaTHa Bpb3Ka OT ayJUTOPUATA 3@ HEro, JOKAaTO OOMYaliHO KyIyBaHUTE MPOAYKTH
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€/1Ba JIM 1€ IpeAn3BUKAT MHOIO peakuuu. Tyk chIlo cieaBa Aa ce UMa MpeaBus, e
HeratTuBHuTe KomeHTapu B CM 3a mpoaykTH, KaTo LSO ca IOBeYE OT
IIOJIOKUTEJIHATE TakuBa. Tyk CbINO ce mposiBiBa HenucaHoto IlpaBuwino 3a
HenoBonHUAT KIMEHT, KOMTO 1€ ce OIulaye Ha rnoBeue Ha Opoil xopa oT J[oBOIHUST,
KOMTO 1I€ € NOXBaJIH.

B Ta3u BpB3ka Moxe Aa Oblie HAlpaBeH €AWH OTHOCHUTEIHO ONMPOCTEH MOJEN Ha
B3eMaHe Ha pemieHume 3a m3nomsBane Ha CM 3a HaOupane Ha MapKETHHIOBA
uH(pOopMalus, KOITO J1a ce U3M0I3Ba IPH B3eMaHe Ha PELICHUeE.

BaxHo e na ce nocoun,ue MozenbT cieqBa Aa ce HHTepIpeTHpa B KOHTEKCTTa Ha
JaJieHa Ia3apHa CHUTyallMss M MNPOAYKT M JOKOJKO TojiiMa € CKJIOHHOCTa Ha
ayJIUTOpUsTA 3a JJaBaHe Ha 00OpaTHa Bpb3Ka.

JlonmyckaHus IpH Ch3/1aBaHE HA MOJeNa:

1. Ilpu B3emaHe Ha pelIeHUs] MOrar Ja ce€ ONPeAesIT OTHOCUTEIHO TOYHO Me-
nuitHuTe HaBuIM ( ynotpeba Ha CM) Ha 1iesieBaTa ChbBKYITHOCT

2. VIma oTHOCHUTENHA CHOTA 3a TOBA KaKBU IUIAT(OPMHU U3I0JI3BA 1ieJieBaTa ChB-
KyIHOCT

3. Tlorpeburenure Ha pa3nuyHM TIATGHOPMHU B LIeJeBaT ChBKYITHOCT HE ca €IHH
Y CBIM enuHuIM ( HsMa AyOnupaHe Ha U3MEPBaHETO)

4. VIma KOHKpeTeH IpobieM, KOMTOo ciesBa Ja ce MPOoyyH U ca SCHU LIETUTE UIIH
MPOMYCHATUTE MOJI3H MPH JIUIICA Ha JeicTBUE

5. Hma HeoOXoAMMOTO 3HAHHME WM C€ W3IO0JI3BA BHHIIHO 32 OPraHU3alUATa,
KaK Jla mpoTede mpolieca Ha Habupane Ha uHdopmarus ot CM

MozenpT Ha Ha B3eMaHe Ha pelleHue 3a usnona3BaHe Ha CM 3a HabupaHe Ha
MapKEeTUHroBa MHPOPMALUS € MPeACTaBeH rpauIHo TyK:
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M3nonsBa mu nenesara ceBKynHoct CM? JA HE
!
I'pynupana i e nenesarta CbBKYITHOCT B U3IOJI3BAHETO
JA HE
Ha HAKOJIKO martgopmu B CM?
!
[Momsute ot crbpanata B CM nHbOpMaIys HAAXBBPISAT A HE
T yCHJIMATA ¥ Pa3XOIuUTe 3a HEHHOTO chOnpaHe?
!
Lle 6bpnar mu ciazesn GDPR u etnunnTe HOpMU A HE
npu cpOupaneTo Ha nH(Gopmanus 8 CM?
!
Mma nu noaxoasm HHCTPYMEHT (codTyep), KOWTO 1a MOKe
JA HE
na chbepe ThpceHara napopmaiys B CM?
!
Mosxe nu HaOpaHata nHpopmanus B CM na ce Bepudummpa A HE
Tpe3 Jpyru KaHaJlu/MeToau?
Modxe 1 1a ce cuuTa,ue cropanata uadopmaiwms 8 CM A HE
€ BaJINIHA U 33 TeHepaJIHATa ChBKYITHOCT?
!
Pasrnenanu iu ca BCHUKH IpYTH QITEPHATHBHU HAaYUHN
JA HE
3a HabupaHe Ha nHdpopManmsaTa n3BbH CM?
!
Mma nmu siceH u M3MepuM TToKa3aTel KakBa HH(OpMaIHs A HE
crenBa 1a ce ch0epe 1 Kak Ts Ja ce u3Mepu?
N
!
PEIIEHUE 3A U3IIOJI3BAHE HA CM 3A CbBUPAHE HA
NH®POMALUA

®urypa 1 — Moaen Ha B3eMaHe Ha pelleHue 3a u3noassane Ha CM 3a Hadupane
HA MapKeTHHIroBa HH(opMAanus
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3akja4eHue

OT HanpaBeHUs aHAINU3 Ha BB3MOXKHUTE NpwiokeHus Ha CM 3a Habupane Ha uHDOP-
MaIys 3a B3eMaHe Ha MapKETUHTOBU PEIICHHS C€ BIDKIA,Ue TC UMAT KaKTO NMPEAMMCTBA
Taka u peauia orpanudcHusi. OCHOBHUAT mpoOiieM Ha uHTerparusta Ha CM kbM MxkUC
B MPAKTHYECKU TUIaH € CBBP3aH C (akTa, 4e rojisiMa YacT OT HaJMYHATAa MHPOPMALUS €
HECTPYKTYpHpaHa U TPYIHO MOXe J1a ce MeTpuduiupa u o0padotu. Berpeku ToBa, UH-
dbopmarmaTa, kKoATo ¢ HammaHa B CM 1 Haii-Bede oOpaTHaTa BPH3Ka, 32 KOATO T€ MOTAT
Jla CITy’Kat 1Mo OTHOIICHUE Ha MapKeTUHroBaTa JIGWHOCT Ha JlajieHa pupMa € TBhPJC IIeH-
Ha. B TO3W cMHCHIT Ha OCHOBATa Ha TYK MPEUIOKEHUS OO MOJICT, & M Ha aJalTUPaH!
WHIWUBUIYyaTHA TAKWBa, MOTAT Jia CE B3EMAT PEHICHUS aJId U B KOW CIydad Ja Obaar
M3M0JI3BaHH UHCTPYMEHTH 4upe3 kouto oT CM na 0b/11e Habupana nHpopManusl.
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APPLICATION OF CONTINGENCY THEORY
TO MARKETING INFORMATION SYSTEMS - A STUDY
ON BULGARIAN COMPANIES
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Abstract: The application of some postulates of Contingency Theory to the practice of
Marketing Information Systems in Bulgaria makes it possible to provide a reasonable
explanation for many interesting phenomena.
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Introduction

Marketing Information Systems (MkIS) have not been the subject of serious scientific
interest in recent years. The theory on this topic is considered well-developed and
complete. At the same time, in practical terms, it is established that there are differences
between the capabilities of these systems in different businesses. In particular, these are
registered cases of different in their functional capabilities of the MKIS and those in
which the organization does not own and use the MKIS at all. The problem has not been
developed in sufficient depth, especially since, as evident from the literature, such studies
have not been conducted in Bulgaria, and there is no data on interest in the topic in the
last ten years at least in terms of scientific publications. The problem to which a solution
is sought is related to whether it is possible for MkIS to be more reactive to the
requirements of the environment and organization and so that they are not ,,one size fits
all, but to have different levels of functionality, including a ,,zero level*, in which their
functions are performed by various other systems. The aim is to attempt, with the help of
the conducted research and additional theoretical assumptions, to create a more complete
model of understanding the useof MKIS in practice. The limitation of such a study is
primarily related to its territorial specificity (only Bulgarian companies) and the fact that
the sought explanation of the empirical data can possibly be interpreted through other
theoretical propositions.

Literature review

The theory of Marketing Information Systems (MKIS) has been actively developing
since the late 1960s almost until the very end of the 20th century. As part of the broader

! e-mail: hmedarov@unwe.bg
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theory of management systems and in parallel with the development and active use of
computer systems in business, MKIS is a relatively straightforward theory in terms of
development. Among its prominent theorists, the works of Bennett, Urban and
Montgomery from 1968 are worth noting, and to a large extent Little, who in 1979 largely
summarized the theoretical achievements in the subject. Later, Kotler adopted his ideas
almost entirely, and at the theoretical level, a scientific consensus was established about
the functions, roles and subsystems that make up this type of management systems.
Somewhat outside this general consensus, two other approaches are developing that do
not gain such universal popularity. Based on Fiedler's Contingency Model theory, the
contingency model of marketing information approach is developed. Its prominent
theorists are Wright and Ashill. Another approach to MkIS, with an emphasis on their
hierarchical nature, has been developed in detail by Wierenga et al.

Methodology

In an empirical study conducted at the end of 2022 through an email survey targeting
407 marketing-active firms in Bulgaria, there were 102 valid respondents. The study aims
to determine whether and possibly how MKkIS have changed as a result of the introduction
of new ICTs into business. In particular, the data obtained show interesting trends that can
be linked to some postulates of Contingency and correspond to the developed system for
categorization of MKIS functionality by the Wierenga team.

Application of Contingency Theory to Marketing Information Systems

The total 102 Bulgarian companies active in marketing has participated in the
research. From their responses, it is clear that 29 (28.4%) declared that they do not use
any MKIS. The remaining 73 respondents were asked questions to clarify the functional
capabilities of the MKIS they had. One of the questions was asked to determine whether
the conclusions drawn by Wierenga et al. are relevant to the studied population. The
question is — ,,What are the capabilities of your information system (specialized software)
that you use in your company?* The distribution of answers to the semi-closed question is
given in Table 1.
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Table 1

Answer % Number of responses
It can provide information
about what happened in 58.90 43,00
the market
Can give probable reasons 2,74 200
for change
Can predict p_033|ble 1233 9.00
future scenarios
Can give a
recommendation on what 9,59 7,00
should be done
Other 16.44 12,00

Note: in the answers Otherr thing is also mentioned — current attitude of customers towards the
application of the product/concept

Additional clarification regarding the MKIS was also sought through the question —
»Which of the following documents can your information system generate
automatically?, which was again asked to all 73 respondents using the MKIS. The
answers are again grouped in Table 2.

Table 2

Answer % Number of responses
Etecp)orts by different metrics (product, period, region, 8767 64, 00
S_ales _forecasts for various indicators based on 36.99 27.00
historical data (trends)
Forecasts for future sales with the possibility of
»playing out* different scenarios (for example, 1781 13.00
forecasting sales in a given market during a ' ’
temporary price reduction)
Other 5,48 4.00
None of the above 5,48 4.00

Note — those who indicated otherwise have clarified — customer coverage, frequency of
interactions, attitudes towards product application, potential.

It is evident from the answers given that the main emphasis is on generating

reports, with forecasts with the possibility of exploring different scenarios being
provided by only 13 out of all 73 respondents with MKIS.
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From the two tables with answers it is clearly seen that the hypothesis proven in
1994 by the Wierenga team about the hierarchical nature of MKIS is also realized
with respect to the set studied here with the proviso, that the given organization uses
such a system at all. In particular, each of the 73 companies that use MkIS can be
attributed, according to the functionality of this system, to one of 4 hierarchical
categories formulated by the scientific team of Wierenga.

Figure 1
A hierarchy of marketing questions and the corresponding functionality of an
MDSS
Level Type of marketing Functionality of the system question
1 What happened? Can provide information about customers,
sales, competitors, advertising, sales promotion
etc.
2 Why did it happen? Can analyze the effects of own and competitors'

marketing actions; analyzes causes of changes in
the market Can predict the effect of marketing
instruments; uses mathematical models to
calculate the outcome of actions

Can find the best marketing strategy in a given
situation: performs optimization

3 What will happen if?

4 What should happen?

Source Table 1, p 222, Berend Wierenga et al. / Decision Support Systems 12 (1994) 219-232

However, the MKIS theory does not explain how it is possible for marketing-active
companies, such as those included in the sample, not to have a system for collecting
marketing information. It is here that an attempt can be made to apply the postulates
of Contingency in the theory. In general, this theory for the purposes of this study can
be reduced to the statement that organizations adapt their structure and systems to the
environment and their needs. In other words, the information needs in making
marketing decisions will be leading in the creation and use of MKIS or its alternatives.
In their study regarding Contingency Model Marketing Information, the authors
Malcolm Wright and Nicholas Ashill give the following Refined information need
generation model (Figure. 2)
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Figure 2

Volatility | ———

Uncertainty —_—— _
Diversity | — — _ Information

Needs

e — >
Cost of Error

Source: ..A contingency model of marketing information,Wright and Ashill, European
Journal of Marketing, Vol. 32 no. 1/2, 1998, pp. 128,

According to this model Uncertainty and Cost of Error are the two determining
factors that determine the information needs of a given organization. In turn,
Uncertainty is predetermined by the Volatility and Diversity of the environment. It is
worth noting that this model does not define the type or even the presence of an MKIS
for a given organization. Also, Cost of Error can be viewed more broadly, as lost
benefits in the event that the information is not used optimally. Here it can also be
speculated that the hierarchical model of functionality of MKIS, which exists
according to the study and which confirms the conclusions made by the Wierenga
team, also corresponds to the Refined information need generation model. Why? If it
is assumed that the different hierarchical levels in it correspond to the improvement of
information needs as a result of changing the Uncertainty and Cost of Error factors, it
can easily be concluded that the corresponding level of complexity of the MKIS
corresponds to the corresponding level of complexity of the factors that determine the
Information Needs of a given organization. Indeed, this dependence has not been
tested directly in the study, but it seems very likely, because otherwise it is difficult to
explain the very emergence of a hierarchy of the functionality of the MKIS.

The application of the Refined information need generation model can be broader,
and through it the otherwise quite inexplicable absence of MKIS in a significant part
(over 28%) of the respondent companies can be interpreted. Interestingly, among
these 29 companies, 12 are companies with a turnover of over 5 million leva per year
BGL per year (approximately EUR 2.5), and 4 of them have over 250 employees.
This shows that the use of MKIS is not necessarily directly related to the size of the
business, such as turnover and/or staff. If we take into account that the study does not
collect information about the market situation (monopoly, oligopoly, perfect
competition, etc.), nor about Uncertainty and Cost of Error for a given company, it
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can be assumed that in the case of companies not using MKIS, this is due to a
combination of factors that allows them to maintain their market position by making
decisions based on information collected in other ways. In other words, the presence
of an MKIS would not be mandatory if the information needs do not require it. It
should also be emphasized here that the cost of creating and maintaining an MKIS
would also matter and should be considered as an investment with some possibility of
return. As is evident from the cited results, even companies with a million-dollar
turnover have not made this relatively modest expense for introducing an MKIS,
estimating that it would not bring them the corresponding benefits exceeding the
amount of the investment 2. Especially for these companies, as well as for large
companies with over 250 employees, it is unlikely that the cost of creating and
maintaining an MKIS is the reason for them not having one. At the same time, for
smaller businesses, where Uncertainty and Cost of Error lead to some basic
information needs, it sounds logical that the creation and, above all, the maintenance
of an MKIS may be an unjustified and additional burden that would not significantly
change their market performance.

By synthesizing what has been said so far about Contingency theory and the
results of the study, a new and different relationship can be derived between the
Information needs of a given organization and its MKIS.

This relationship is given here in Scheme 3.
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’
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Hierarchical functionality of MkIS

Source: Author

2 Here, of course, it is assumed that companies act economically rationally and evaluate each of
their investments in light of the medium-term benefits that it would bring them.
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This conditional diagram reflects the relationship between levels 1 to 4 of hierarchical
complexity of the various MKIS, as they grow simultaneously with the growth of
information needs. The graph is made in dotted lines to emphasize that the dependence is
not functional and cannot be described by any continuous function. This is because the
transition between the individual levels is rather discrete — in a given interval of growth of
information needs, a given level of complexity of MKIS corresponds, but the transition to
a higher level does not occur automatically, and information needs can hardly be
considered to grow linearly and continuously. Interestingly, here, by introducing a ,,zero
level”, which was not done by Wierenga’s team, a possible explanation for the absence of
MKIS at all in the organization is given. In other words — until a given level of
information needs is reached, the organization satisfies them without creating and using
its own MKIS. It is logical to ask the question -How this happens and by what means? —
but this is not the subject of this paper.

Results and discussion

As a result of the study, it was found that MkIS are not a universal given for
marketing-active companies in Bulgaria. The absence of such a system at all for a
significant part of the respondents, with a view to supporting marketing decision-
making, is a fact that is interpreted in the light of the Contingency theory and is
explained by the limited information needs that they have. The same approach
explains the hierarchy in the functionality of MKIS, which has been studied and
proven through the results of the study. The information needs of a given organization
can hardly be metricized and measured, but rather a comparison can be made between
them in different periods or when the environment changes. If the conclusions of the
Contingency theory are accepted, it can be concluded that with an increase in
information needs, the complexity of MkIS will also increase, and at very low levels
there will not even be a need for such a system.

A limitation of the results obtained is that they do not answer the question of how
information needs are satisfied in the absence of an MKIS.

Future work: — In a future study, it is worth looking for a direct relationship
between Uncertainty and Cost of Error for a given marketing organization and the
availability and functionality of its MKIS. It can also be studied to what extent the
information needs of a given organization are variable over time and whether, as a
result of changes in them, the MKIS also changes or even starts to be used.
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DIGITAL TRANSFORMATION IN PHARMACY NETWORKS
AS A MARKETING APPROACH TO REVOLUTIONIZE
PATIENT CARE AND OPERATIONAL EFFICIENCY

Krumova,T.!

Abstract: Technological innovation has become an integral aspect of our daily life,
such as wearable and information technology, virtual reality and the Internet of Things
which have contributed to transforming healthcare business and operations. Patients will
now have a broader range and more mindful healthcare choices and experience a new
era of healthcare with a patient-centric culture. Digital transformation in pharmacy
networks encompasses a range of technological advancements aimed at improving
patient care, streamlining operations, and enhancing the overall healthcare experience.
The primary aim of this publication is to explore and analyze the role of digital
transformation in pharmacy networks as a strategic marketing approach that enhances
patient care and operational efficiency. This study seeks to identify the key digital tools
and technologies employed by pharmacy networks, evaluate their impact on patient
engagement and health outcomes, and assess how these innovations optimize operational
processes. By providing a comprehensive understanding of the intersection between
digital marketing and pharmacy practices, this publication aims to offer actionable
insights for pharmacy stakeholders to leverage digital transformation as a means of
improving service delivery and fostering a patient-centered approach in the evolving
healthcare landscape.

Key words: digital transformation, pharmacy networks, digital marketing, artificial
intelligence

Introduction

As the healthcare landscape continues to evolve, pharmacy networks are
increasingly adopting digital technologies to improve service delivery and patient
outcomes. The integration of digital tools into pharmacy practices is not merely a
trend; it is a necessary evolution driven by consumer expectations, regulatory
requirements, and the need for efficient healthcare delivery. This publication delves
into the various facets of digital transformation in pharmacy networks, highlighting
how technology reshapes traditional practices and enhances the role of pharmacists in
patient care.

Digital health technologies have had a transformative impact on pharmacies,
reshaping traditional practices and enhancing the overall quality of healthcare
services. The integration of electronic prescribing systems, medication adherence

1 New Bulgarian University
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apps, and tele-pharmacy services has streamlined pharmacy operations, optimized
medication management processes, and reduced errors associated with manual tasks.
The incorporation of digital health technologies into pharmacy services has not only
increased operational efficiency but has also elevated the level of patient-centered
care provided by pharmacies. (Liebenspacher F et al, 2022).

Overview

The primary aim of this publication is to explore and analyze the role of digital
transformation in pharmacy networks as a strategic marketing approach that enhances
patient care and operational efficiency. This study seeks to identify the key digital
tools and technologies employed by pharmacy networks, evaluate their impact on
patient engagement and health outcomes, and assess how these innovations optimize
operational processes. By providing a comprehensive understanding of the
intersection between digital marketing and pharmacy practices, this publication aims
to offer actionable insights for pharmacy stakeholders to leverage digital
transformation as a means of improving service delivery and fostering a patient-
centered approach in the evolving healthcare landscape.

The dynamic and continuous improvement of information and communication
technologies determines the rapid development of new digital tools that attract the
attention of users and make them feel special. At the same time, today's consumers
are spending more and more time online, thus increasing the influence of digital
marketing to build long-term relationships with consumers (Dimova, N. et al, 2021).

Digital transformation in pharmacies encompasses the integration of technology
into every aspect of the business, including operations, patient interactions, and
marketing. The benefits of this transformation are manifold:

1. Improved Patient Engagement: Digital tools enable pharmacies to interact with
patients more effectively, offering personalized services and timely communication.

2. Enhanced Operational Efficiency: Technology can streamline inventory
management, prescription processing, and billing operations, reducing errors and
improving service delivery.

3. Data-Driven Insights: Digital platforms provide pharmacies with valuable data
on patient preferences, purchasing behaviors, and health trends, enabling informed
decision-making.

4. Competitive Advantage: As more consumers turn to digital solutions for their
healthcare needs, pharmacies that leverage technology are better positioned to meet
these demands and stand out in a crowded marketplace.

The progress of medical treatments depends on proper and effective connections
between healthcare providers and patients. With the growth of information
technology and the rapid, easy access to a large quantity of data on the internet in
recent decades, a new form of communication between healthcare practitioners and
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patients has emerged through a variety of technology-based healthcare services:
(Petropoulou et al., 2005).

Telemedicine

Telemedicine involves a diverse range of technologies and applications. The most
described telemedicine practice is those involving the use of telephones,
videoconference, and the Internet. Telemedical programs and consultations are
gaining popularity each year since treatments via telemedical programs seem to
achieve similar outputs as those obtained through face-to-face care. Advancements in
digital communication, data compression technologies, and digitalization processes
have enabled the development of low-bandwidth personal computer-based
videoconference that has indeed influenced the widespread use of telemedicine.
(Angaran DM et al 1999).

Telepharmacy

Telepharmacy, analogous to telemedicine, is a more recent concept that refers to
pharmaceutical service provision. Strategies to address the barriers to accessing
pharmacy services have resulted in the creation of several models of telepharmacy.
The National Association of Boards of Pharmacy defines ,telepharmacy* as ,.the
provision of pharmaceutical care through the use of telecommunications and
information technologies to patients at a distance*.( Casey MM, et al 2010).
Telepharmacy delivers clinical pharmacy services and the dispensing of a prescription
at a remote location without the physical presence of a pharmacist. Typical
telepharmacy involves services such as medication order review, dispending and
compounding, drug information services, patient counseling, and therapeutic drug
monitoring (Keeys C et al 2014). Hence, telepharmacy uses state-of-the-art
technology that allows a qualified pharmacist situated at a central location to
supervise a pharmacy assistant or a pharmacy technician situated at a remote site in
the dispensing of pharmaceuticals through audio and video computer links. (Kimber
MB et al 2006). Telepharmacy acts as a potential alternative to around-the-clock on-
site pharmacist medication review for remote hospitals. (Cole SL et al 2012). This has
been adopted by many healthcare institutions as an alternative strategy of extending
pharmacy coverage in areas where 24-hours pharmacy services are not available.
(National Association of Boards of Pharmacy et al 1992). The emerging electronic
health information systems and related technologies, such as fax, and electronic
health records make information more readily available to pharmacist for review
before a dose is available for administration to a patient. These technologies are
advancing telepharmacy services and enabling pharmacist to contribute efficiently in
improving medication use. (Pedersen CA et al 2015).
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Mobile Health Applications

Mobile health applications empower patients to manage their health proactively.
By fostering patient engagement and education, mobile health applications contribute
to improved health outcomes and adherence to treatment plans. Apps can support
people with chronic illnesses in managing their medical conditions (Biswas M et al
2021) or improve treatment adherence (Ahmed | et al 2018). Furthermore, apps offer
the opportunity to increase the autonomy of patients without necessarily needing to
include physicians (Boulos MN et al 2011). Not only may apps help in improving or
monitoring one’s health, but they can also play an important role in health economics
as they can help in saving costs and increasing utility for health care systems (Luxton
DD et al 2014).

Data Analytics and Artificial Intelligence (Al)

Data analytics and Al are transforming pharmacy practice by enabling pharmacists
to leverage vast amounts of patient data for clinical decision support. Predictive
analytics can identify at-risk patients, optimize medication therapy management, and
enhance inventory management. Al-driven tools can assist pharmacists in identifying
potential drug interactions and personalizing treatment plans based on individual
patient profiles. (Raza MA et al 2022).

E-Prescribing

The integration of e-prescribing systems has streamlined the medication
management process, significantly reducing the risk of medication errors and
enhancing communication between healthcare providers. With the ability to access
real-time patient data and analytics, pharmacists are becoming pivotal in identifying
potential drug interactions, optimizing therapeutic regimens, and providing
personalized medication therapy management. This shift empowers pharmacists to
take on a more proactive role in patient health, moving from a reactive model of care
to one that emphasizes prevention and wellness.

Electronic prescribing (e-prescribing) streamlines the medication prescribing
process by allowing healthcare providers to send prescriptions electronically to
pharmacies. This reduces the risk of errors associated with handwritten prescriptions
and enhances the efficiency of the prescription fulfillment process. E-prescribing also
enables pharmacists to verify insurance eligibility and medication coverage in real
time, improving patient access to necessary medications.(Institute of Medicine 2001).
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Digital marketing strategies

To maximize the benefits of digital transformation, pharmacies must implement
robust digital marketing strategies that resonate with their target audience. Here are
several effective approaches to consider:

1. Build a User-Friendly Website

2. Leverage Search Engine Optimization (SEO)

3. Utilize Social Media Marketing

4. Implement Email Marketing Campaigns

5. Online Consultations

6. Performance Tracking: Monitor the effectiveness of digital marketing campaigns
through key performance indicators (KPIs), such as website traffic, conversion rates, and
engagement metrics. (Ryan, D. et al 2020)

Conclusion

The impact of digital transformation in pharmacy networks is profound and
multifaceted, heralding a new era of healthcare delivery that prioritizes patient safety,
operational efficiency, and enhanced clinical outcomes. As pharmacy networks
embrace digital technologies such as telepharmacy, data analytics and artificial
intelligence (Al), e-prescriptions and digital marketing they are not only improving
the accuracy and speed of medication dispensing but also playing a crucial role in
comprehensive patient care.

Digital transformation is reshaping pharmacy networks into dynamic healthcare hubs
that not only dispense medications but also provide valuable patient care services. As
technology continues to evolve, the role of pharmacists will expand further, allowing
them to serve as essential partners in the broader healthcare ecosystem. Embracing this
transformation is not just an option; it is a necessity for pharmacy networks aiming to
thrive in an increasingly digital and patient-centered healthcare landscape.
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IMPUJIOKEHUE HA ITPOAYKTOBOTO ITO3NITMOHUPAHE
B MAPKETUHI'OBUTE KOMYHHUKAIIUN HA ®PUPMATA

Cumona Usanosal

Peztome: Llenma na ooknaoa e 0a ananusupa u npeocmasu OCHOGHUME ACHEeKmuU Ha
NPOOYKMOBOMO NO3UYUOHUPAHE 8 KUHO UHOYCIPUAMA KAMO Y4aAC O MApKemuH208ume
KOMYHUKayuu Ha @upmume. 3a nocmueanemo na masu yei 6 paspabomxama ce
oepunupam noHAMUAMA NPOOYKMOBO NOSUYUOHUPAHE U MAPKEMUH208U KOMYHUKAYUU.
Pasenexcoam ce ocnosnume noasu om npodyKmogomo no3uyUOHUpaune 6v6 QUIMu u
cepuanu om 2neona Mmo4ka Ha MapKkemunea u ce 0agam HACOKU 3a ObOeWomo paseumue
Ha NPOOYKMOBOMO NO3UYUOHUPAHe.

Kiao4yoBu Qymu: npoayKToBO MO3MLMOHUPAHE, MAPKETHHIOBU KOMYHUKAIMH, KHHO,
pexiama

JEL: M31, M37

BnBenenue

Temara Ha HacTOSIMS HAy4deH AOKJIAA € IPOAUKTYBaHa OT HApaCTBALOTO ThPCEHE
Ha HOBH, MOJIEPHU U HETPAJMIMOHHU METOAM 3a OOIIyBaHE MEXIY KOMIIAHUUTE U
norpeburenure. B epata Ha auruTanmuzanys, MHOTO J00pa HMH(OPMHUPAHOCT OT
CTpaHa Ha KIMEHTUTE, HECTUXBAll HH()OPMALMOHEH MOTOK U BB3MOXKHOCT
NOTpeOUTENNTE Ja MPOIyCKaT ¢ €JUH KJIMK 3aJIMBAIUTEe T'M PEKJIaMH, 11a3apbT UMa
OrPOMHA HYXkJa OT CBEX M AITEPHATHUBEH HMHCTPYMEHT, C KOWTO Ja JOCTHra J0
ayauTopusATa U Aa IpejaBa JKeJaHUTe CchoOmeHus. Taka ce paxzaa MpoayKTOBOTO
HO3UIMOHUPAHE BbB (DUIIMHU, cepHany U TEJIEBU3UOHHM NPEJaBaHusl, a B IOCIECTHUTE
TOJIMHU C€ MPEHACs U B COLMATHUTE MpeXH. Temara € akTyaliHa, 4eCTO KOMEHTHUPaHa
B IYOJUYHOTO NPOCTPAHCTBO, MPEIN3BUKBAIIA PA3HONOCOYHH MHEHHS, HO HAY4HO
M3ClIe/[BaHa B MO-HHCKA CTeneH. B pa3zpaboTkara aBTOPBT MpEACTaBs CHITHOCTTA HA
IPOAYKTOBOTO IIO3ULMOHUPAHE, N1aBa OIpPEIEICHHE 3a HEro M 3a MapKETUHIOBU
KOMYHHKAIIUH, pa3riex/a MoJ3UTe OT U3IM0JI3BaHETO My 3a OM3HECA U J1aBa HACOKH 3a
OBIEI0TO My Pa3BUTHE B CBETA HA OHJIAWH MAapKETHHTA.

IlonsiTHe 32 MAPKETHHIOBH KOMYHMKALHMHU

KOMYHI/IKaLII/ISITa N KOMYHUKAIlMOHHATa IIOJIUTUKA Ca MH3KIOYUTCIIHO Ba’XHHU,
HCU3MCHHU CJICMCHTU OT MAPKETHUHIOBUSA MHUKC Ha BCAKA KOMIIAHUA. Te cmomarart

! oxropaut Cumona MBaHOBa, YHMBEpCHUTET 3a HAILIMOHAIHO U CBETOBHO cTomaHcTBO — Codus,
Bwirapus, e-mail: simona.m.ivanova@unwe.bg
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OCHOBHATa L€l Ha BCEKU Ou3Hec — mpojaxOa. MapKeTHHrOBUTE KOMYHUKALUU
OOMKHOBEHO Ca JEWCTBHSA, HACOYCHHW KbM IIOBJIMSBAHE MHEHHETO, YCEUIAHETO H
penieHneTo 3a Mokynka Ha morpebutenure. b. Jlypankes (2013, c. 346), mocouBa
YEeTUPHU BBIIPOCA, KOUTO KOMYHUKALIMOHHATA TOJUTHKA pellaBa: ,,1) KakBoO Ja Kaxe;
2) o KaKbB KaHaJI; 3) Ha KOTo J1a To Kaxke; 4) KakbB 11e ObAe eheKThT OT Ka3aHOTO .

KomyHukamnusara, cama 1o cebe cu, € mpocTo oOMeH Ha WHpOpMAIUs MEXIy TBa
WIN ToBeYe CyOeKTa, Ype3 pa3IiMyHH cpelncTBa. B cBeTa Ha MapkeruHra, obaue, Ts
npuao0MBa MaJIKO MO-Pa3IudHO 3HaueHue. Tyk, obmyBamuTe cyOeKTH ca KOMIaHUs
(Opann, mpoaykT) u yoBek. Upe3 popmuTe Ha MapKETUHIOBa KOMyHHKAIHs, pupmuTe
Ce OIUTBAT Ja MpelaaaT KOHKPETHO MOCIaHue, ChoOIIeHNe, Hesl Ha MoTpeOuTeuTe.
OnutBaT ce Aa Ch3OaJaT OCBEJOMEHOCT M HMH(POPMUPAHOCT y MOTCHIIMATHUTE
KJIMEHTH U Ha (QUHAJA, 1a peaJu3upar Taka jkelaHara npojaxoa. B ceuioro Bpeme,
4Ype3 MaApKETUHIOBHTE KOMYHHKAIIMM, KOMIIAHHMHMTE W3TPaXKIAT CBOSI HMMHUDK U
penmyTanusi ¥ 4pe3 TAX BIMAAT Ha BB3NPUATHATA HA ayauTopusrta 3a cebe Cu U
NPOAYKTHTE CH, KaTO Ch3JaBaT ONPENIEICHH acOlMalui B Ch3HAHHUETO Ha XOpara.
Upe3 KOMyHUKAIlMOHHATa TMIOJUTUKA, (UpMaTa TMOCTUTA OTIIMYUTEITHOCT U
mudepeHnranus, OlMUTBa C€ Ja MPHUBJICYE W 3aIbpKU KIMEHTH, KaTO H3Tpaau
eMolLuaiHa Bpb3Ka C TAX, JOKATO MPOAYKTHUTE UM HE CE NMPEBbPHAT B OCH3HAT U
npearnovYnTa u3bop. 3aToBa, KOMIIAHUUTE TpsAOBa 1a ObAAaT 0COOCHO BHHMATEIIHU
npu n300pa Ha KOMYHHUKAI[MOHHA CTPATETHs U TMOCIICIBAIIN JCHCTBHS.

ITonsaTue 3a NPOAYKTOBO MO3UIIUOHUPAHE

[TpoayKTOBOTO MO3MIMOHMPAHE B KHHOTO € WHCTPYMEHT Ha MapKETHHTOBHUTE
KOMyHMKalMu Ha (¢upmara. To mnpeacraBisBa MHOBATUBEH, MOJAEPEH W
HETpaJUIMOHEH METOJ 3a OOIyBaHE MEXAy KoMmaHuu (OpaHaoBe, MPOAYKTH) U
norpeburenn. M3BecTHO € omie Karo ,.cKkpuTa pekigama’. ChIIecTBYBAT 3HAUYUTEIICH
Opoii nepuHHIMU 3a TNPOAYKTOBO TIO3UIMOHHMPAHE, KAaTO HAKOJIKO IIe ObaaT
CIIOMEHATH.

Crnopen 3akona 3a paauoto u tenesm3usaTa (2010, ['maBa werBbpTa THproBcku
cboOmIeHus1, wi. 74, an.4), NIpoayKTOBOTO MO3ULMOHUPAHE € ,,(popmMa Ha THProBCKO
CBhOOIIEHNE, KOETO MPE/CTaBIIsABA BKIIOYBAHE WM CIIOMEHABaHE Ha MPOJYKT, yciayra
WIN THPrOBCKA MapKa B CaMOTO TpeJaBaHe CPelly 3aIulalfaHe WIH JPYro Mmojao0HO
Be3Harpaxaeane”. bTV Media Group (2024, pazmen Ilpemuym pexnamuan hopmn)
neduHUpa MpoIyKTOBOTO MO3UIMOHUPAHE KATO ,,BKIIOYBAHETO HAa MPOAYKTH/ YCIyTU
B ChIBPKAHUETO Ype3 BU3yalM3allus, U3M0JI3BaHe, cioMeHaBaHe, J1p. [IpoaykToBoTo
MO3ULIMOHUPAHE HE MO3BOJISIBA MPUKAHBAHE KBbM MOKYIKA M N3THKBAHETO HA KA4eCTBa
Ha mpomykTw/ yciuyru“. OCHOBHaTa CEHTEHIMS €, Y€ TpU TPOJYKTOBOTO
MO3UIMOHUpPaMe, UMa BKJIIOYBaHEe Ha KOHKPETEeH NMPOAYKT (OpaH) BB (PHiIM, cepuall,
npeaBaHe, cpellly 3arianade oT peKiIaMoaaTess.
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Baxxuu oTnMUMTENTHH XapaKTEpPUCTUKU Ha MPOAYKTOBOTO IMO3UIIMOHUpPAHE ca, 4Ye
TO HE C€ ONMUTBA JIUPEKTHO Ja MpojaBa MPOIYKT HAa KylyBada, a C€ OINUTBA Ja
BB3JICHCTBA HA HETOBHTE YYBCTBA W €MOIIMH, TOSCT Ha MOACH3HaHHETO My. ChIIO
Taka, MPU MPOIYKTOBOTO IO3WIMOHUpAHE, HsIMa KaK 4YacTTa B M3JIaraHeTo Ha
NpoAyKTa na Oblle MpecKoyeHa, ThH KaTo TOBa OM O3HAYaBajo HapyllaBaHE Ha
crokeTa Ha ¢miama. Jpyr BakKeH acmeKT €, 4e TyK € Hajulle eAnH (OKyCHpaH U
aHTKUPAH 3pUTEII, KOUTO TJIea ¢ HHTepeC, KOWTO HsIMa HaMEpEeHHeE Ja ,,IPEBKIII0YBA
kaHana®. ToBa e uaeajiHa cpejia 3a JEMOHCTpallusl JOCTOMHCTBATA Ha IPoiyKTa. JlaBa
ce BB3MOXKHOCT 332 €MOLIMOHAIHO CBBbP3BAaHE Ha MPOAYKT M KIHMEHT. ToBa MpaBu
MPOAYKTOBOTO TO3UITMOHUPAHE BCE TMO-TIPEANIOYMTAH W YTBBKIABAIl CE METOM 3a
KOMYHHKAIHS U PeKJIaMa.

IToa3u ot MPOAYKTOBOTO IO3UINUOHUPAHE B KHHOTO

[IpooyKTOBOTO MO3MIMOHMpAHE IIpedjara Ha KOMIIAHHMHUTE BB3MOXKHOCT 3a
IBIATOCPOYHA EKCIO3ULUsS Ha OpaHna (IPOAyKTa), Thi KaTo KUBOTHT HA QHIMHUTE U
CEpHaJIMTE € JI0CTa HO-ABIBI B CPAaBHEHUE C TPaAMIMOHHATA peknama. To yinecHsiBa
M3rpakJaHETO Ha eMOLMOHAIHA BPb3Ka MEXy NMPOJYKTa U 3pUTEINs, Thi KaTo BIUse
Ha MOJCBH3HATEIHO HUBO. ToBa ce ciydBa, 3aIl0TO OpaHIBT (IPOAYKTHT) € 4acT OT
CIO’KeTa U JIeHCTBHETO BbB (puiiMa M ce CBbp3Ba ¢ He3a0paBUM Iepoil MM MOMEHT.
Upe3 ucropusita BbB (UiIMa MOXKE Ja c€ MPUAALE MO-TOJsIMA IOCTOBEPHOCT Ha
NpPOJYyKTa WIK J1a Ce Ch3JaJaT acOLMAlUH 3a IPECTHX U BUCOK cTaTyc. Xopara ca Ho-
CKJIOHHH Ja TOCErHaT KbM NPOAYKTH, KOMTO Ca BHIEIH BbB (GHIMM, CEpUAIU U
npenaBanus. Korato ayauropusara € aHraxupasa, KakTo NpH IVIeJaHE Ha JTIOOMMO
npeaBaHe, MaHChT MPOAYKTHT J1a CE 3allaMeTH U Ja FeHepHupa MO3UTHBHU PEAKLIUH €
no-royisiM. MHOro BaXXHO MPEJUMCTBO TYK € JIMICaTa Ha BB3MOXKHOCT 3a
NPEBKIIOYBAHE Ha KaHana. Ype3 MpPOIYKTOBOTO MO3UIMOHMpAHE ce H30sArBaT
JocaJHUTe 3a TNOoTpeOuTenuTe pekiaaMu. briaromapeHue Ha pa3BIEKaTEITHOTO
ChIbpKaHUE, MOsiBaTa Ha OpaH/IOBETE € M0-MAJKO HaTpamuuBa M Jpa3Hella U ce
Ch3JlaBa M10-€CTECTBEHA, OpraHMYHA Bpb3Ka ¢ mybsukaTa. CieBall BaKeH acleKT Ha
HNPOAYKTOBOTO MO3ULUOHUPAHE €, 4ye (QUIMHUTE C€ MOJI3BAT C MO-TOJAIMO JOBEPEHUE
OT ayAUTOPUSTA, CIENA0BATEIHO MPEJCTABEHUTE NPOIYKTH CE BB3IIPUEMAT KAaTO 4acT
OT HCTOpMATAa, a HE IMPEKTHO IpeIoKeHHe 3a mnpopaxoba. Upes3 MpoIyKTOBOTO
HO3UIMOHUPAHE MOXE Ja C€ JOCTUTHE 0 ONpelelieHH JeMOorpadCKu Ipynu
NOTPEOUTEIN MO JIECEH U €CTECTBEH HA4YMH, OTKOJIKOTO M3MOJI3aliKU TPaJULIMOHHUTE
CpelcTa Ha KOMyHHMKAallMOHHATa MOJIMTHKA (IPUMEp aMEepUKaHCKU OpaHn 3a Apexu
O6uBa TmoOKa3zaH B wucHaHckd ¢GuiM). B gombiaHeHne, dpe3 IPOIYKTOBOTO
NO3UIMOHUpPAHE, B HEMOAINpaBEeHaTa cpela Ha CloKeTa Ha (uiIMa, Morar jaa ce
NPEeACTaBAT pa3IMYHU HOBOCTU OKOJIO IPOJAYKTA, KaTo (PyHKIMHM, 1U3aliH, ONIAKOBKa,
BCe aTpuOyTH, KOUTO NPHUBINYAT MHTEpeca Ha IMyOJUKaTa U s CTUMYJIHUpAT Ja To
npo6Ba. Ha mocneano MsCcTo, HO HE IO BaKHOCT, B 3aBUCHMOCT OT NPOAYKIMATA, B
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KOSITO 1€ y4acTBa KOMIAHUATA, HAYAJIHUTE MHBECTULIMM MOTaT Jja U3UCKBAT MOBEYE
CpeICTBa, HO B IBJITOCPOYEH IUIaH Bb3BpallaeMocTTa OM OWiia Mo-ToJIsIMa, 3apajiu
HIMPOKOTO MEIUNHHO MOKPUTHE U IbJIraTa €KCIO3HULIUS.

BBb3MOKHOCTH 32 Pa3BUTHEC HA MIPOAYKTOBOTO MO3UIIMOHUPAHE

ABTOpPBT Ha JOKJIAAa CMATA, Y€ OBAELIETO HA MPOAYKTOBOTO MO3HLUOHUPAHE LIE
ObAe AMKTYBAaHO IJIABHO OT [UTUTAIM3aLMATa, B KOSTO CE€ pa3BUBa JHELIHOTO
obmecTBo. Bee moBeue MHTEpakIMM 1€ UMa ChC COLMAIHU MPEKH, UHTEPAKTUBHU
wiathopMy, CTPUHMHHI IUIATGOPMM, a 3al0 HE U BUPTyaJHAa PEaJHOCT.
ITpoayKTOBOTO MO3MLIMOHMPAHE IlIe U3JIe3€ U3BbH KMHOTO. TakuBa TEHIULIUH BeYe ce
HaOJII0/1aBaT Mpe3 MOCIEAHUTE HAKOIKO ToAUHU. To 3amoyBa ja SBHO J1a IPUCHCTBA B
LAuctarpam®, ,,®elicoyk, ,}OTy06“. BkiouBa ce B MOAKAacCTH, pUNAJIOBE, B
CHOJENSHOTO OT HH(IYEHCHPU ChIbPAKAHUE, B MY3UKAIHH KJIMIIOBE, OHJIANH
CepHalM U peaauTuTa. JIMuHUTe OuaKkBaHUs Ha aBTOpa Ca Ja Ce CTUTHE 10 U3MEHEHUs
B 3aKOHOBaTa peryjauus, Ha 0a3a CTPEMIVIaBOTO pa3BUTUE Ha MPOLYKTOBOTO
NO3ULIMOHUpPAHEe, KaKTO M TO Ja CTaHe IMO-NEPCOHAIM3UpPAaHO MU JIMYHO. Taka
KOMITAHUUTE II[€ HMAaT OIle I0-TOJEMU BB3MOKHOCTH 32 TOYHO U YCIIEHIHO
TapreTupasHe.

3akjao4eHue

ITpoayKTOBOTO MO3ULMOHUPAHE € MHCTPYMEHT 32 MAapKETUHIOBU KOMYHUKALUU
MeXIy ¢pupmaTa u motpedutenute. Bee mo-ymeno 3aTBbprk/IaBa CHITHUTE CH MO3HUIIUU
KaTo IMO-4YE€CTO W3IOJI3BaH M IMO-TIPEINOYUTAaH MeTox 3a oOmryBane. Toil m3mon3Ba
HaW-CHJIHOTO OPBIKHC 3a BJIMAHUEC — Cb3HAHHUCTO. I[aBa BB3MOXHOCT HA KOMIIAHUUTEC
Ja NpeaACTaBAT MMPOAYKTUTE U 6paHz[0BeTe CH B CbBCEM pasjiniHa CBCTJIMHA, B PAMKTC
Ha €CTBEHUS PUTHM Ha JKUBOT, B CHUTYallUH OT €XKEJHEBHETO, 10 HAYWH, KOMTO HE
OTOTbCKBA lIeJieBaTa rpymna, a TOYHO OOpaTHOTO, MPEAU3BUKBAa MHTepeca M. Upes
IMPOAYKTOBOTO MO3UIIMOHUPAHE ousHec OopraHm3aliuiuTe MUMaT BB3MOXKHOCTTA Ja
,»Pa3roBapsT CbC CBOWUTE MOTPEOWTENH MO €AWH CMHCIEH W ChIbpXKATEICH HAYWH,
KaTo €JHOBPEMEHHO OKa3BaT BIMSHHE HA Mpolleca Ha MOTPEOUTENCKO pEIICHHUE.
ABTOpBT BsIpBa, Y€ MOTEHUMATBT Ha MPOJYKTOBOTO MO3ULMOHUPAHE TENbpBa
NPEICTOH Jja C€ pas3rbpHE.
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MOJAEJIN B MAPKETHUHI'A, BASUPAHUM HA U3KYCTBEH
HUHTEJIEKT: KIACU®PUKALIUA U ITPNJIOKEHUE

Bukropus Jlumutposa I1asnosal

Peztome: Hacmoswuam Ooxknad npeonaea kiacuguxayus na Al modenu 6
MapxemuHea, KOAMO umMa 3a yen 0d NOONOMOZHe npoyeca No 63eMaHe HA NHO-
UHGOpMUPAHU U ONMUMUSUPAHU DpewleHUss 8 MapKemuHeoga cpeoa. M3KycmeeHusm
unmenexm (Al) 6 mapkemumnea ce cvbcmou om MEXHOAOUU U ANCOPUMMU, KOUMO
ananuzupam 2eonemu obemu OAHHU, ABMOMAMUIUPAM MAPKEMUHZ08U Npoyecu U
npeodoCcmasam NepCcoHAIUUPANY  peulenus 3a ONmuMu3ayuss Ha  KIUEHMCKOMO
uzoicussigare u nodobpssane Ha Ousnec pesynmamume. Cveracno npeonodiceHama
Kiacupuxayus, Mmooenume, O6A3UPAHU HA UKYCMGEH UHMENEKNM, KOUMO HAMUpam
NPpUNOdCeHUe 8 MapKemuHed, Mo2am 0a ce pazoensim Ha: MoOeiu 3d NpenopuvKu,
CecMEeHMAayUOHHU NOMpPedUMeNCKU MOOeIU, NPOSHOZHU MOOeaU, MOOeaU 3d ONMUMUZAYUSL
Ha yeHu, MoOenu 3a 2eHepupaHe U NEPCOHANUIUPAHE HA CLOBPIICAHUE U MOOenu 3d
asmomamuzayus Ha MApKemuHeo8u Kamnauuu. Teszu Mmolenu u3noazeam CLONCHU
aneopummu U MAWUHHO CAMOOOYUeHue, 3a 0d aHATU3UpaAm OAHHU, Od Cb30a8am
NEePCOHATUBUPAHU NPENCUBSBAHU U 0d ONMUMUSUPAM MAPKEMUH208U CMpamecuu 6
peanto speme.

Karo4uoBu 1yMHu: U3KyCTBEH MHTEIIEKT, MapKeTUHT, Al Moesu, Kiacu(ukariys

JEL: 03, M3

YBoa

B epara Ha gururanusanuaTa ¥ Obp3UTE TEMIIOBE HA Pa3BUTUE HA TEXHOJOTHHUTE,
U3KYCTBEHUST HHTEIEKT C€ YTBBPXKIaBa Karo KIIIOYOB (baKTop, BOZCI [0
TpaHchopManuaTa Ha peanlia MHIYCTpUU. MapKeTHUHI'bT HE IIPAaBU U3KIIIOUYEHUE, Thil
KaTo MHTerpupaHeto Ha Al? MojenM B MapKeTMHTOBMTE CTPaTeruu Mpesjara HOBHU
Bb3MOXKHOCTH 3a IEPCOHAIM3aLMs, IPOrHO3UPAHE M aBTOMATU3ALMA HA IPOLECUTE.
ToBa, or enHa cTpaHa, yjecHsBa pa0oTaTa Ha MapKeTOJIO3MTE, CIECTSABA BpeMe U
ycuusi, HO OT JIpyra, Kpue pHCKOBE KaTo 00e3/I1uaBa poJisiTa Ha YOBEIIKUs (aKTop,
BOJAM [0 IOSBA HA €TUYHU WU IIPABHU BBIPOCH, CBHP3aHU CBbC 3allIMTa HA JTUYHUTE
JaHHHU.

Ilenta Ha HacTOsIIMS MOKIAJ € Jda Mpemioxu kinacupukanus Ha Al mMonmenu B
MapKeTHHra, KOSTO Ja TOAIOMOTHE IpoIieca M0 B3eMaHe Ha MO-MH(OOPMHUpPAHU U
ONTMMU3HMPAHU PEIIECHUS B MAapKETUHIOBa cpena. Temara e akTyajaHa W 3HA4MMa B
001acTTa Ha MapKETUHIa U MH()OPMAIIMIOHHUTE TEXHOJIOTUY, 3a10To Al MogenuTe He

L e-mail: viktoriya.pavlova@unwe.bg
2 Al — Artificial intelligence. Al mozenu — Mozeny, 6a3Upany HA H3KYCTBEH MHTETIEKT.
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caMo ToxoOpsABaT TOYHOCTTAa Ha MPOTHO3UTE W aHAIM3UTE, HO Ca CIIOCOOHM 1a
NPEOCTaBIT WHOBATUBHM PEIICHHS 33 aHTAXHpaHE Ha KIMEHTHUTE, MHCTPYMEHTH 3a
Ch3/1aBaHE HA KPEATHBHO CHIbP)KaHUE U BH3MOXKHOCTH 32 YIPABJICHUE HA PEKIAMHHU
KaMIIaHHUHU. BLBC)KII&HCTO Ha MOACIIH, 6a31/1paH1/1 Ha U3KYCTBCH UHTCJICKT, € B YHUCOH
ChC CKJIOHHOCTTa Ha (pupmMuTe na pa3paboTBAT W MpUJIaraT MHOBALIMK B OTTOBOP Ha
HETPEeKbCHATUTE MMPOMEHHU B OOKpHkaBamiata ru cpena (Mapunos, 2019).
3a mocTUraHe Ha MOCTaBeHaTa Iell ce (POPMYIIHPAHU CIICAHUTE 3a1aUH:
— JIa ce HaNpaBH TEOPETHYEH 0030p Ha OCHOBHMUTE KOHIIETIIIMU B 00JIaCTTa HA U3-
KYCTBCHUS UHTCJICKT U Bpb3KaTa My C MAapKETUHI A,
— Jla ce yCTaHOBH ChIIHOCTTa Ha Al MozmenuTe B MapKeTHHra U J1a C€ pa3rpaHu-
YaT NpU3HAIM 33 TIXHOTO IPYIHPAHE;

— J11a ce pa3paboTu kiacupukanus Ha Al MmojenuTe B MapKeTHHIa;

— JIa ce pasriiefia IpakTHIeCKU IpuMep 3a npuioxenue Ha Al monxenuTe.

Upes ¢opmupanero Ha kinacudukanus Ha Al MojenuTe B MapKeTHHTa JOKIAIbT
e JONBJHU CBHUIECTBYBAIOTO 3HAHME 1O TeMara Karo IPeloCTaBU
CHCTeMaTH3HpaHa paMKa 3a TAXHOTO pa3OHpaHe H NPUIIOKECHHUE.

OOXBaThT Ha U3CIIEABAHETO € OrpaHWYeH g0 cdepara Ha MapKeTHHTa |
¢yHKIMOHANHOCTUTE Ha KOHKpeTHH Al Monenu, 6e3 na ce HaBiHM3a B ABJIOOYHHA B
npolecuTe Ha TIXHOTO paspaborBanHe. Kiacmdpukanmara mie TOCIYyKH Karo
pedepenTeH pecypc 3a ObJemu U3CIAeABaHHA B 00JacTTa HAa MAapKETHHTA.
I[I/IHaMI/IIIHOTO Ppa3BUTHUEC HA U3KYCTBCHHA HMHTCIICKT IPOBOKHWPA MHTEPEC KAKTO KbM
BpBb3KaTa MeXIy NMpHiIoKeHneTo Ha Al MogenuTe u moTpeOUTEeNCKOTO NPEKUBSBAHE,
Taka ¥ KbM CTEIICHTA Ha JIOBepue Ha MoTpedurenute kbM Al TexHOonmoruuTe.

I/I3KyCTBeH HHTEJICKT B cq)epaTa HAa MapKE€THUHIa

C nen pazbupaHe Ha poJisiTa U 3HAUUMOCTTa Ha Al MozieniTe B MapKeTHHTa, TBPBO
TpsiOBa 1@ C€ MU3SACHAT OCHOBHUTE MOHATHS M TEPMUHH, KOUTO HAMUPAT MPHIIOKECHHE
B HACTOALIOTO NpoydBaHEe. TeopeTHUHUAT 0030p TOKa3Ba, Y€ HAMA YHHBEpCAIHA
neUHUIHS 32 TTOHITHETO ,,M3KYCTBEH MHTENIEKT ", HO UMa Pa3JIMYHH TJICTHA TOUYKH B
3aBUCUMOCT OT cdepara My Ha nOpuiokeHue. H3KyCTBEHUST HWHTENEKT U
BB3MOKHOCTHUTE, KOUTO MPEJOCTaBs, ca 00EKT Ha pa3riekJaHe B peaula ooJacTH Ha
u3cie/sBaHe, B T.4. MEAWIMHA, (UHAHCH, TPAHCTIOPT M JIOTHCTHKA, MAapKETHHT,
pou3BOACTBO U ap. Cructemute, 6a3upaHy Ha U3KYCTBEH MHTEJEKT, Ca B ChCTOSHUE
Jla chOMpaT JaHHU, Ja MPOTHO3UpAT M Ja aHanusupar TeHaeHuuu (Prasanth et al.,
2023).

Criopet HIKOM M3CJIE0BATEN, H3KYCTBEHUSAT UHTEIIEKT CE€ CBhP3Ba C MPOTpamH,
QITOPUTMH, CUCTEMHU M MAIIWHU, JEMOHCTPHpAIX HHTEIUTeHTHOCT. Criopen apyrH,
BKJIIOYBA MAIllMHU, KOUTO UMHUTUPAT ,,MHTEIIMTE€HTHO YOBELIKO MoBeaeHue . Tpetu,
ro o0Bbp3BaT ¢ (U3NYECKH POOOTH M aBTOMATH3AlMs Ha POOOTHU3HPAHU MPOILECH.
Korato ce abcTpaxupame OT TEXHOJOTHYHATA CTPaHa U MOTJIETHEM OT MPAaKTHYECKaTa

130



B cdepara Ha MapKeTWHTa, ce (QOKycupaMme BBPXY aBTOMAaTH3MpaHe Ha Ou3HEC
npolecu, MolydyaBaHe Ha HMHpOpMamus OT JAaHHM W AHTAXHUPaHEe HA KIHEHTH |
ciyxxutenu (Davenport et al., 2020).
3a nenurTe Ha HACTOSIIMA JOKJIAJ W3KYCTBEHUST MHTEJEKT IIe Ce pa3riex/ia KaTo
CBHBKYIMHOCT OT MHTEJIUT€HTHU TEXHOJIOTMU U aJITOPUTMH, KOUTO aHATU3UPAT FOJIEMHU
o0eMH OT JaHHHM, AaBTOMATH3UPAT MAPKETHHIOBU TMPOLECH M MPEJOCTaBsT
NEePCOHAIM3UPAHN PEIIeHHs, C [eJ ONTHUMM3alUs Ha KIMEHTCKOTO W3KUBSIBAHE U
noo0psiBaHe Ha OU3HEC pe3yNITaTUTE.
Koraro roBopum 3a mnopoOpsBaHe Ha Ou3HEC pe3yiTaTd, HUMaMe MPEABHI
BB3MOKHOCTHTE 3a HAapacTBaHE HA MPHUXOJWTE M HaMasiBaHE HA pa3XxoauTe Ha
opranuzanuure. V3KYCTBEHHMAT MHTENEKT MpeJiara ChbBPEMEHHH COPTYEpHO
0a3upaHd WHCTPYMEHTH, KOMTO HMMAT MOTEHIMAl Jla TMOANOMOTHAT Mpoleca Io
yBEJIMYaBaHE Ha TMPUXOAWTE TOCPEICTBOM TMONOOpsSBaHE HAa MAapKETUHTOBUTE
peleHust, CBbp3aHH C MPOAYKTa, IeHaTa, KOMyHHKAaNuATa U AUCTpuOynmara. OcBeH
MOCOYEHOTO, B 00JacTTa Ha MAapKETHHra W3KYCTBEHUST MHTEIIEKT CE HM3IIOJI3Ba 3a
u3cle/BaHe  Ha  IIOBEJEHHMETO  HAa  IOTpeduTenuTe,  yNpaBI€HHE  Ha
B3aMMOOTHOIIICHUATA C KIUEHTH, Cb3aaBaHe Ha B2B crparermm 3a mpomaxxOu
(Schiessl et al., 2022). CpieBpeMEHHO aBTOMATH3AIUATAa HA PyTUHHU MapKETHHTOBH
JNeHHOCTH HaMassiBa pa3xoAuTe M BOAM J0 onTuMu3anus Ha npouecure (Davenport et
al., 2020).
HanpenbkbT Ha anropuTMHTE M MOJETUTE 33 MAIIMHHO OOyYeHHe, KaKToO W
MIMPOKATa MPUIOKHUMOCT B Pa3IMYHH OOJIACTH OT MapKeTHHra, o0yCiaBiT Obp3UTE
TEMIIOBE Ha pa3BUTHE Ha W3KycTBeHHMs wuHTenekT. Cnopen Huang&Rust,
aKaJeMUYHaTa JUTEepaTypa 3a M3KYyCTBEHHS MHTEJICKT B MApKETHHTa MOXeE Ja Oble
paznenena Ha yetnpu ocHoBHM Tna (Huang&Rust, 2021):
1) Texundecku Al anroputmu 3a peniaBaHe Ha KOHKPETHH MapKETHHIOBH MPOO-
JeMH;

2) TICHXOJIOTHYECKH PEAKIMU HA KIIMCHTUTE KbM M3KYCTBEHHS HHTEIICKT;

3) BB3IEHCTBHE HA U3KYCTBEHHSI MHTEJICKT BbPXY paOOTHHTE MeCTa U OOIIECTBO-
TO;

4) yrnpaBJICHCKHU U CTPATETHYCCKH BBHIIPOCH, CBbP3aHH C U3KYCTBEH MHTEJICKT.

Pa3zpaboTreHara oT TSX TpHeTamHa CTpaTerHdecka paMKa 3a M3KYCTBEH MHTEJIEKT
JOTIpUHACST 32 TO-T00pOTO pa3dupaHe HAa MapKETHHTOBOTO IUIAaHUpAaHE W
BHE/PSBAHETO HA W3KYCTBEHUS HHTENIEKT B KIIOYOBM MAapKETHMHIOBH JEHHOCTH.
Mopnenptr ce 0Oazupa Ha IHMKbBJIA ,,MAPKETUHTOBO MPOYYBAaHE — MAapKETHHIOBa
CTpaTerus — MapKeTUHTOBO NeiicTBUe . Ha Bcekn OoT eTtanute ca MpUIOKUMH HaOOp
OT jAeiHoCcTH, 0a3WpaHu Ha HW3KYCTBEH WHTEJIEKT, KaTO NpOYyYBaHE Ha Iaszapa, Ha
KOHKYpPEHTUTe W Ha KiueHTuTte (etanm 1); pa3paboTBaHe Ha CTpaTeruu 3a
CerMEHTHpaHe, TapreTUpaHe U MO3ULUOHUpaHe (eTar 2); MPOeKTHUpaHe Ha KOHKPETHU
MapKEeTUHIOBH JICUCTBHS 32 U3MbIHEHNE Ha cTparerusaTa (etam 3). Peanmuzanmsara Ha
MapKETUHTOBHUTE JCHCTBHS C€ BPBIIa OOpPaTHO KbM MAapKETHHIOBUTE H3CIIC/IBAHUS
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KaTo Ma3apHU [aHHW, KOETO MOKa3Ba HeNpeKbCHAaTaTa IMKIMYHOCT Ha Ipoleca
(Huang&Rust, 2021).

WuTerpupaneTo Ha W3KYCTBEH HMHTEJICKT B IPOIIECHTE 1O B3eMaHe Ha OW3HeEC
peicHrud uMa IOTCHIHala Ja PpEBOJIOLMOHHM3MpPAa HadHWHaA, II0 KOUTO pa60T5[T
opranuzanuute. Upe3 momoOpsBaHe Ha e€()EKTUBHOCTTA, TOYHOCTTA U MHOBAIUHTE,
M3KYCTBEHUST WHTEJICKT JaBa BB3MOXKHOCT Ha OHW3HEca Ja M3MOJI3Ba CHjlaTa Ha
JAHHWTE W J1a B3eMa MH(QOPMHUpPAHU pEIICHHS B JUHAMHUYHA U KOHKYpEHTHa cpena
(Prasanth et al., 2023). Pasrienmanara crpaTermuecka pamkKa odepraBa HSIKOW OT
IIOCOKHUTE 3a pa3BUTHC Ha Al MOJACIIUTC, YMUTO BB3MOXKHOCTH 3a OIITHMHU3ALUA Ha
MIPOIIECUTE C€ Pa3TIICKIAT MO-IETAMIIHO B Clie/IBaIlaTa 4acT Ha U3JI0KEHHUETO.

Al Mones i 1 KpUTEepHUN 3a pa3rpaHuyaBaHe B cdepaTa Ha MapKeTHHIa

Bb3 ocHOBa Ha HalpaBeHUS] TEOPETUYEH 0030p M JIMYHOTO aBTOPOBO MHEHHE, 3a
HenuTe Ha HayyHarta craTus, nmox Al mMonmen ce pa3dupa anropuTbM WIH CHCTEMAa,
0a3upaHa Ha M3KYCTBEH HMHTEJEKT, KOSTO IOANOMAara MpolecH KaTo aHaJu3hpaHe,
Ipe/ICKa3BaHe W ONTHUMHU3UpPAHEe Ha PA3IHYHHU JEHHOCTH B cepaTa Ha MapKeTHHTA.
Te3su monenu MoraT ga ce U3MOJ3BAT 32 MEPCOHATM3ALMS Ha ChIbp)KaHHE,
CerMEeHTalsl Ha KIIMEHTH, aHaJIU3 Ha TIOTPEOUTEIICKOTO IMTOBEICHUE U JIP.
Criopesn HAKOM aBTOPU THPCEHETO Ha HAJIEXKIHOCT € Cpell Hail-Ba)KHHUTE IeNTH Ha
enuH Al monen. HagexxnHocTTa MOXe Jja ce pasriexkaa KaTo CUTYPHOCT, Y€ Aa/ieH
MOZIeN IIe NeWCTBa MO MpenHa3sHaYeHUe, KoraTto ce cO'bcKa ¢ ompenesieH mpobiem,
HO € KPUTEpHi, KOWTO TPYAHO MOXKE Ja C€ U3MEePU OOCKTHBHO M J1a ObIe JOCTATHYHO
yCJIOBHE 32 M3TPaKAaHe Ha JoBepue KbM Mojena. Criope/ Ipyry ChUIECTBEH MPU3HAK
3a HaJM4Ke Ha KadyecTBeH Al MoJien e Bb3MOXKHOCTTA 3a MPOCIIeIIBaHe Ha IIPHYHHHO-
CJIEICTBEHU BPB3KM BH3 OCHOBA Ha HanmuHu gaHHH (Barredo et al., 2020). 3a Ta3mu
[Nl AIrOPUTBMBT 00X0XKIa JOCThIIHATA MH(OpMAIMsS W MPaBU aHAIW3 U ObICIIN
NPOTHO3H, KOUTO OTYMTAT BIMSHUETO Ha IpeJcKazyeMu (akTOpH, HO HE MoraT Ja
IIPENU3HApaT AEUCTBUETO HA HENIPEABUANMU TAKUBA.
PeneBaHTHO 3a eNUTE HAa U3CIIEABAHETO € PA3/ICITHETO Ha N3KYCTBEHUS HHTEIICKT
Ha TpU KaTerOpUH: ,MEXaHWYEH H3KYCTBEH HHTENECKT; W3KYCTBEH WHTEJEKT,
crocoOeH Ja B3eMa pelleHus Ha 0aszaTa Ha ,,TBBPAU‘ JTaHHU; U3KYCTBEH MHTEJEKT,
CIOCOOEH J1a pearnpa Ha eMOIMUTE M TpeaIovnTanusTa Ha notpedurens (Kupec et
al., 2021).
— Mexanuyen uskycmeen unmenexm — U3I0J3Ba Ce€ 3a PyTUHHHU 33/1a4, Oa3MpaHu
Ha KOHKPETHH JJaHHM 3a Ma3apa, 3a00MKamara cpeaa, CIy)KUTeIuTe, KIHeH-
TUTC, KOHKYPCHIIMATA U T.H.

— MU3kycmeen unmenekm, cnocoben 0a 63ema peuieHus — MOXE J1a aHaJIH3Upa
HECTPYKTYpPUPAHH JaHHU U J]a B3€Ma PEIICHHs Bb3 OCHOBA HA TOJy4YeHATa WH-
dbopmanusi.
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— MU3xycmeen unmenekm, cnocoben oa peacupa Ha KOHKpemeH nompeoumesn — He
camo crOMpa JaHHU, HO U TH BpbIIa Ha moTpeduTens. CriocoOeH € 1a aHaIi3H-
pa 4yBCTBaTa M €MOLMHUTE Ha KOHKPETHHS MHIMBHUI U Jla pearupa Ha TIX 110
noaxosml HaunH. Cpea Hal-IIonyIspHUTE IPUMEPH ca 4aTOOTOBETE.

ChIilacHO pasriieflaHuTe KaTeropul M XapaKTePUCTHUKH HA M3KYCTBEHHS WHTEIICKT,
MOTaT Aa ce 000CO0ST HAKOIKO MO-ChINECTBEHU MPEIU3BUKATEICTBA MIpea (OPMHPAHETO
U TIPUIIO’KeHNeTo Ha Al Mozienu B MapKeTHHTa, KaTo:

— TEXHUYECKHU MPEAU3BUKATEIICTBA, CBbP3aHM ¢ pa3paboTBaHETO Ha coPTyep;

— TICUXOJIOTMYECKa Peaklys Ha KJIMEHTUTE MPU KOHTAKT C U3KYCTBEH UHTEJICKT;

— NPEIU3BHUKATENICTBA IPU W3IIOJI3BAHETO HA U3KYCTBEHHS MHTEJIEKT B yIpaBie-

HUETO Ha MEepCOHANa;
— CTpaTernyecky IMpeIn3BHKATENICTBA, 0a3upaHW Ha MOCOKAaTa Ha pa3BUTHE Ha
OpraHu3aluuTe.

basupannTe Ha W3KYCTBEH MHTENIEKT TpaHCchopMalud Bce TO-AMHAMHYHO
IPOMEHAT NpEeAcTaBaTa 3a MAapKETUHI M BB3MOKHOCTUTE 3a pa3pelllaBaHe Ha
MapKeTUHIOBU INpoOJieMH B paMKuTe Ha OusHec opranuzanuure. OCBeH TOBa,
chOMpaHeTO Ha JaHHM, 3aIbJIOOUEHHUST aHAIW3 Ha Ta3apa, TUTUTATH3AIMATA 4Ype3
CTpaTeTMH 3a W3KYCTBEH HHTEJICKT, BHHMATEIHOTO pa3OupaHe HyXKIUTEe Ha
KJIMEHTUTE, Bb3MOKHOCTUTE 3a Ch3JaBaHe Ha MPOTHO3M Ca CaMO 4acT OT MPOLIECUTE,
KOWUTO YCHEIIHO ce MHTerpupar B paznuunu Al monpenu. M3KyCTBEHUSIT HUHTENIEKT
oMara Ha OpraHu3alMUTe Ja MOJ00pAT BCEKM e€Tall OT IOTPEOUTENCKOTO
U3KUBSIBaHE KaTo pa3paboTBa JAWHAMUYHM MHCTPYMEHTH, KOMTO MO3BOJISBAT J1a Ce
o0paboTBa roisiM HaOOp OT AAHHH, CIY)KELIM KaTO OCHOBA 3a 3HAYMMU IMPO3PEHUS.
M3KyCTBEHUSAT MHTENEKT CBINO € CIIOCOOEH Ja Mpernopbya MOAXOASNIA IieJieBa
ayIUTOPUS B 3aBHCHMOCT OT IIEJIUTE HA KOMITaHUATA. AJTOPUTMHUTE aHAIM3HPAT
norpeduTencka nHGOpMAIH KaTo Bb3pacT, MO, J1eMorpad)CKu JaHHU, HHTEPECH U
Jpyra BaxHU (DaKTOpH, 3a J1a ONpeAeAT Hal-oAXoAdIaTa ayquTOpHs 3a KOHKPETEH
Opann. M3nom3paiiku Al pemieHusi, TbproBIUTe MOrar Ja cbOepar JaHHH OTHOCHO
MHEHUATA U YyBCTBaTa HAa KIMEHTHUTE, KOUTO J1a M3IOJI3BAT 3a Ch3JaBaHEe Ha MOBEUYE
no0aBeHa CTOMHOCT. M3KYCTBEHMST MHTEJEKT ChIIO IOMara 3a HaMalsBaHE Ha
TPELIKUTE MPHU U3IIbJIHEHUE Ha CTaHAapTHU MapKeTUHroBH npouenypu (Haleem et al.,
2022).

B®3 ocHOBa Ha Ka3aHOTO, MOraTr Ja ce 000COOAT HAKOJIKO OCHOBHM KPHUTEPHH 32
pasrpannuaBane Ha Al monenure:

— (YHKIIMOHAJIHHU KPUTEPUU — B 3aBUCUMOCT OT 1IeJITa Ha MOJIENIa;

— V3MON3BAHM ANTOPUTMH — MammHHO obydenme (ML)3, neaGoko oOyueHue

(DL)*, meBponnn mpexu (NN)°, HaTypanHa e3ukosa o6padotka (NLP)®;

8 Maumnro o6yuenune (ML) — Machine learning.

4 Ien6oxo obyuenue (DL) — Deep learning.

5 Hesponnu mpexu (NN) - Neural networks.

® Harypanna e3ukoBa o6pa6orka (NLP) - Natural language processing.
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— THI JaHHU — CTPYKTYPHUPAHHU, HECTPYKTYPUPAHH, TIONY-CTPYKTYpUPaHH;
— o05acTu Ha IPUIIO’KEHHE — MApKETHHT, 3/IpaBeonas3Bane, (PMHAHCH, TPOU3BOJIC-
TBO, JIOTUCTHKA U T.H.;
— TPaBHU U €TUYHU KPUTEPHUH.
B ob6xBata Ha HacTosIuMs AOKIaa 00EKT Ha pasriexaaHe ca Al moaenurte, KOUTO
HAMHUpaT NOpPWIOKEHHE B cdepaTa Ha MapKeTHHTa M TIXHOTO Kiacupuimpane
CBIJIACHO OIPENIEICHM ITPU3HALIM, 3aCETHATH B CJIEBAIATA YaCT HA U3JI0KEHUETO.

Kuacupukanus Ha Al moaeuTe B MADKETHHIa

PazpaborBaneTo Ha kimacudukanus Ha Al MozenuTe B MapKeTHHra JaBa SICHOTa
OTHOCHO TIPAKTHYECKUTE BBH3MOXKHOCTH Ha CHBPEMEHHHTE TEXHOJIOTHH H
MHTETPUPAHETO UM C L1eJ OoBHIIaBaHe e(heKTUBHOCTTA Ha paboTa. 3a Aa ce IOCTUTHE
no-100po paszbupaHe Ha MOAEIMTE M TAXHATAa pojsd, ce Mpejauara cieHara
KJacu(uKanys Bb3 OCHOBA HAa KPUTEPUUTE (PYHKIIMOHATHOCT M TMPHIOKHMOCT B
MmapkeTunra (¢ur.1):

Mogenw 3a reHepupaHe

W NepcoHanv3upaHe Ha Mogenu 3a
CbAbp)KaHue npenopbkn
Mopgenu 3a Mogenu 3a
onNTUMMU3aLMsA Ha cermMeHTauus Ha
LeHU KITMEHTH

[MporHosHu
MOAenu

®@urypa 1: Knacupukanus Ha Al Moaennte B MapKeTHHIa
(A3mounux: pazpaboTKa Ha aBTOpa)

e Mooenu 3a npenopvKu
Cucremara 3a Tpenopb4BaHe € HaOOp OT TEXHUKH 33 M3BJIMYaHE HAa HH()OpMAIIHS
4pe3 pa3lIupeH aHaJlu3 Ha MACUBU OT JaHHU C 1€ IpeJiaraHe Ha MepCcoHaTN3upaHH
IPETNOPHKY HA TIOTPEOUTENNTE Bh3 OCHOBA HA TEXHUTE MPEAIIOYUTAHHS U TIOBEICHHE.
C paspaboTrBaneTo Ha 1Mogo0eH Turm Al Momenu, MOTPeOUTEIUTE MOTAT J1a HAMEPST
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uHbopMaIus 3a XOTENW, TYPUCTUYECKH JAEeCTUHAIMH, (UIMH, KHHUTH, TECHH,
crouTus, yedcaiitoBe (Nufiez-Valdez & Garcia-Diaz, 2024). Cpen Hail-momysIsspHATE
QITOPUTMHU Ha Te3W CHUCTEMH Ca CHCTEMH, 0a3MpaHd Ha ChAbP)KAHUE, CHBMECTHO
¢untpupane u xubpuaHu cuctemu 3a npenopbku (Roy&Dutta, 2022). Peakuuute moa
(dopmaTa Ha KOMEHTApH, XapEeCBaHUs, CIIOACIISHNS, OLCHKH 32 MPEKUBSIBAHUSI, OT3UBH 32
HPOAYKTH U YCIIyT'H, HHTEPEC KbM PEKJIaMHU | T.H. popMupar noTpeduTencku npodur.
o CeemenmayuoHHu nompeoumencku mooeau

CerMeHTallMOHHHUTE MOTPEOUTENCKA MOJETH M3MO3BAT CrIeUU(UYHNA aJTOPUTMU
¥ TEXHUKH 3a MAIIMHHO OO0y4YeHHe, HACOUYEeHHM KbM aHAIM3 U KIacHPHUKAIMs Ha
KIMEHTCKH JaHHU. Te3m Monmenu paboTAT B IOCOKAa MEPCOHANM3MPAaHE Ha
MapKETUHTOBHUTE YCHIIUS C LIeJI HOCTUTaHe Ha YIOBICTBOPSBAILN PE3yITaTH.

Konuenmusara 3a notpeduTeNcKa CerMEHTalus ce BbBEX/a KaTo HETPaJUIIMOHHA
TEXHHUKA 3a CTpaTerus 3a MpoAyKToBa audepeHnuarys oue oT YeHabia CMur mnpes
1956 r. CbroacHo Hesl, CETMEHTHT MOXE Jia ce pa3bupa KaTo rpyrna OT KIHEHTH,
KOMTO HMaT CXOJHHM THIIOBE JeMOrpad)CKu, IICUXOJIOTHUYECKH M IOBEICHUYECKU
npodunu (Mandapuram et al., 2020). B gHemHo Bpeme He ce IpOMEHs MpeacTaBaTa
3a CerMEHTallus, a METOAUTE, 4Ype3 KOUTO C€ JIOCTUIa JI0 ThPCEHUTE IPO3PEHUS.
CerMeHTallMOHHUTE MTOTPEOUTENICKA MOEIH, YIIPABISBAaHU OT M3KYCTBEH MHTEIIEKT,
Moratr Ja ce OTHAcAT J0 HeorpaHuueH Opoil cermeHTH. B pesynrat Ha TOBa ce
ChKpalllaBa BPEMETO 3a M3ITBJIIHEHHE Ha IIPOLECUTE U HAPACTBAT Bb3MOXKHOCTHUTE 3a
HACOYBaHE KbM OIpe/ieieHa ayAuTopHst. MoenuTe 3a cerMmeHTalusl, yrnpasisiBaH! OT
W3KYCTBEH MHTEJIEKT, MOraT Ja KOOPAMHUPAT MAapKETHHIOBUTE YCHIIHUS IIpe3
pa3IMYHU KaHAIM, KaTO OCUTYPSBAT KOHCUCTEHTHOCT Ha MOCIAHUATA M TOBUILIABAT
AQHTOKUPAHOCTTA HA KIIMEHTUTE B TOUKUTE HA B3aUMOJICHCTBHE.

o [IpoenosHu modenu

[Iporuo3nuar ananu3 ce 0a3upa Ha UCTOPUYECKH JaHHH, MHHAIH TCHICHLUHU U
NPEINONIOKEHUs, 32 Ja OTrOBOPH HAa BBIIPOCH, CBBP3aHM C OBACHIETO U Ja
HONOMOTHE OM3HECHUTE B MPOIIECHTE MO B3eMaHe Ha uHpopMmupanu pemenus (HBS
Online, 2021). [TporHo3HKUTEe MOAETH M3BIWUYAT MHGOpPMAIMS OT B3aMMOJICHCTBHETO
Ha NOTpPEeOUTENNTE B PA3IMYHU KaHAJIM, BKIIOUUTETHO COLMAIHU MEAUH, UMEHIIH,
MOCELIEHUs] Ha yeOcaiToBe, 3a J]a YCTaHOBAT TEHICHIMHU U Jla MPOTHO3UPAT KO
MapKETHHTOBH TIIOCJIaHUsI 1€ paboTaT mo0pe 3a OmpeneieHd MOTPEOUTEICKU
CEerMEHTH. BB3MOXHOCTHTE 3a TO-TIPEIM3HO CErMEHTHpaHe Ha KIHCHTUTE |
MPEIOCTaBsIHE HAa NIEPCOHAIM3UPAHO MAPKETUHIOBO ChAbP)KaHUE, KOETO OTroBaps Ha
TEXHUTE HHIUMBUAYATHM NOPEANOYUTAHUSA, € €AHO OT OCHOBHHUTE MpPEIUMCTBA OT
M3IIOJI3BAaHETO Ha MPOTHO3HU Al Monmenu B murutamHus MapkeTtuHr. MHbopmanumsata
ce ch0Mpa Bb3 OCHOBA Ha TMOBEICHUETO Ha MOTPEOUTENUTE B OHJIAWH Cpesa, JaHHUTE,
KOUTO T€ CIOAENAT, ¥ MUHAIM MOKYNKH. Upe3 MoauduivpaHe Ha TapreTHUpaHeTo,
CBHABPKAHUETO W PpEKIAMHHUTE IMOCJIaHUs TMPOTHO3ZHUTE MOJEIM MOrar Ja ce
M3M0J3BaT M 32 ONTHMM3MPAaHE HA MApKETHHIOBH KaMIIaHMM B peanHo Bpeme (Al
Khaldy et al., 2023).

o  Mooenu 3a onmumusayus na yenu (Pricing optimization models)
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JlMHaMUYHOTO LIeHOOOpa3yBaHe € MPOoLeC Ha aBTOMAaTUYHO KOPUTMpaHE Ha LIEHUTE
3a MPOJIYKTH WM YCIYTH B PEaJHO BpeMe C IieJl MAaKCUMH3HpaHe Ha MPUXOIUTE U
JOpyrd ToKaszaTenu 3a e(eKTHBHOCT Ha mpeacrtaBsHeTo. Karo ocHoBa 3a
OIIpEJIeNIIHETO Ha ONTHMAJIHA 1IEHA Ce Pas3IyIe’kAaT TeKyIOTO ChCTOSHUE Ha Ia3apa,
NPEeIXOJHU UEHH, TMPOMEHM B LIEHUTE Ha KOHKYPEHTUTE, NpPEANOYUTaHHUd Ha
notpeduTeNnTe, BPEMEBU IMEPHOA U Ipyru BBHIIHK (aktopu. Al Monmenure 3a
ONTUMH3AIMS Ha LIEHU CHABPKAT JTUHAMUYEH [IEHOOOpasyBall KOMIIOHEHT, Oa3upaH
Ha MAaIIMHHO O0ydeHue, KOHTO € CHOocoOeH Ja B3eMe INpeABHJ TbPCEHETO Ha
npeiaranuTe npoayktu win yciuyru (Enache, 2021).

Haif-yecro TO3M THUH MOAENH 3a ONTUMHU3AIMA HaMHpa TMPHIOKEHHE B
ABUOWHIYCTPHATA, XOTEIUEPCTBOTO U EIIEKTPOHHATA THPTrOBHSA, KBAETO IEHUTE MOTAT
Jla ce NMPOMEHST B PeaJlHO BpeMe B 3aBHCHUMOCT OT ThPCEHETO U IpejylaraHero. B
MapKeTHHra OOMKHOBEHO IOJIIOMAaraT Mpoleca 1o cerMeHTHpaHe Ha MOTpeOuTeNnTe
U OmnpezielisiHe Ha Cienu(UYHHI [IEHOBU CTPATETHH 33 PA3INYHU CETMEHTH, OTUUTANKU
JeCTBUATA HA KOHKYPEHTHTE.

e Mooenu 3a cenepupane u nepcoHAIUIUPAHE HA CHOBPIHCAHUE

M3KyCTBEHUSAT MHTENIEKT IIOCTaBsl HA4YaJOTO HAa HOBAa €pa Ha MHOBALlUU B
pexiaMaTa, mpeyiaraiiku pa3inyHH WHCTPYMEHTH, KOUTO MPOMEHAT MOAXOIUTE 32
NepCOHANIN3ALNS, Ch3/IaBaHe Ha ChIbp)KaHUE M ONTUMH3HMpaHe Ha kammanuu (Lim et
al., 2024). Ilogo6uo Ha pasrnenanute, Al Monenute 3a TeHepUpaHe U
NepCOHAIN3UPAHE HA ChIbPKAHNE aHATU3UPAT NPEANOUNTAHUATA HA TIOTPEOUTENINTE
MOCPEICTBOM CJIOXHH QJITOPUTMH M MAalIMHHO CaMOOOy4YeHHE C IeJl Ch3/laBaHe Ha
YCIIOBHSI 332 YHUKAJIHO TEPCOHAIM3UPAaHO chabpkanue. Tozum tum Al monmenu ca
CHOCOOHM HE caMmMO Ja IPOrHO3UpAT HHTEPECUTe Ha MOTpeOUTennTe, HO U
aBTOMATHYHO /12 aIaTUPAT ChIBPKAHUETO CIPSIMO THX.

Yecro cpenrana nmpakTUKa B MAPKETHHIOBU areHIMU € J1a u3noi3sat Al moxenu 3a
Ch3/1aBaHE HAa TMEPCOHAIM3UPAHU PEKJIAMHHU TOCIaHUS B 3aBUCHMOCT OT IIeJieBaTa
ayauropusi. ' eHepupaHeTo Ha ChAbpPKAHNE Ype3 U3MO0I3BaHEe HA U3KYCTBEH MHTEIEKT
ce pa3BHBa C BCE MO-OBP3M TEMIIOBE, MO3BOJISIBA HAa OPraHU3AIMUTE Ja Cbh3JaBaT
pa3iaryueH THUI MyOIUKaUK, PEKJIaMHU BU3UU (CTATUYHU U TMHAMUYHH), ChIbpKaHHUE
B COIMAJIHA MEIAMU W WHTCPAKTUBHH KaMITAHWUH, aJalTUPAHU KbM CHEIH(DUIHUTE
HY)XIH U IPEIIOYNTAHNS Ha TOTPEOUTEIHTE.

o Moodenu 3a agmomamusayus Ha MAPKeMUH208U KAMNAHUU

CucremuTe 3a aBTOMaTU3alUsl MOTraT J1a KOOPAMHUPAT KaMIIaHUU TIPE3 pa3IuvyHu
KaHaJl KaTo HMEHJ, COUMaJHW MeJIuHu, yeOcaWToBe M MOOMJIHHM MPHUIIOKEHUS,
OCHUTYpPSIBAlKM KOHCHCTEHTHO M KOOPAWHHPAHO TOTPEOUTENICKO W3KHUBSBAHE.
Mapxketosno3ute Morat aa u3non3BaT Al aHanmusu, 3a 1a MPOTHO3UPAT pe3ysiTaTa OT
JlaJieHa KaMIlaHus Ha 0a3a npeJCcTaBsiHe Ha MPEIUIIHNA KaMIIaHUU U T€HICHLIUY.

CucremuTe 3a ympaBjl€HHE Ha B3aHMMOOTHOIICHUSTA C KIUEHTH, Oa3upaHd Ha
M3KYCTBEH MHTEJNIEKT, ChI0 CHOMpAT JaHHM 32 MOKYIKUTE Ha MOTPEOUTENINTE, KOUTO
ce M3MOJI3BAT 3a MpEIBIKIaHe Ha OBJACIIO MOBEACHUE MM PEaKIHs, MO3BOIBANKI
Ha pupmuTe Aa paspaborBaT pokycupaHu MapkeTHHroBu kammanuu (Kumar et al.,
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2024). Mopenute 3a aBTOMaTH3alMsl ca CHOCOOHM Ja TMpenjaraT 3arjaBus M
ChIbpKAHUE 32 KaMIIAaHUHM, J1a aJanTHpaT TOHA Ha KOMYHMKAlHWs, a CETMEHTHpAT
ayIUTOpUSATa CIIOpE] TOBEIEHYECKH M JaeMorpad)cku JaHHU, Ja aHaJIU3UpaT
e(heKTUBHOCTTA HA KAMIIAHUUTE B PEAJTHO BPEME.

Ilepconanmn3upan mapkeTunr, 0asupan Ha Al monenn,
1o npuMepa Ha Amazon

KakTo craHa siCHO 1o-rope, CbBPEMEHHHUAT MapKETUHT ce 0a3upa Ha FeHepaTHBHU
Al monenu, cnocoOHU Jja Ch3/1aBaT MEPCOHATIM3UPAHO ChABPKAHKUE 1O opmara Ha
TEKCTOBHU TOCJIAHUS, UMEWIH, N300paKeHNUs, BUICOKIIUIIOBE, CTPATETUH 33 PA3BUTHE
U KpeaTuBHM KoHUenuuu. IlepcoHanu3upaHusAT NOAXOX B KOMYHHKALUATA
3HAQUYUTEJIHO TMOBUINABA AaHTAXHMPAHOCTTA HA KIMEHTUTE, ONTUMU3UPA e€(PEKTUBHOCTTA
Ha MapKeTHHTOBUTE KaMIIaHWU M BOJIU JI0 MO-J00pU OU3HEC pe3yaTaTy.

Upe3s wu3mom3BaHe Ha W3KYCTBEH HMHTENEKT KOMIIAHUHMTE  TOA0OpsSBaAT
NPEICTAaBSIHETO CH, YCHBBPIICHCTBAT MPEXKHUBSIBAHETO HA KJIMEHTUTE M HAchpyaBaT
uHoBanuure. B cdepara Ha MapkeTHHra MO-rojeMHTE OPTraHU3ALUM AKTHUBHO
u3nossBaTt Al Mozaenu 3a pa3npocTpaHsBaHE HA NEPCOHATIM3UPAHU UMEITN, U3BECTHS
u npyru Gopmu Ha 1udpoBu chobmeHus. [Ipornosute Ha Gartner mokassat, e ,,J10
2025 romuHa oxoso 30% OT M3NPAaTEHUTE MAPKETHHIOBHU IOCIAHMS OT TOJIEMUTE
opranm3anmu e Obaar cuHTeTHYHO reHepupanu' . Cropen McKinsey, ,,71% ot
NoTpeOUTENNTEe  OYaKBAT  KOMIAHUMTE  Jla  [peajarat  [epCOHAIM3UpPaHU
B3aMMOJEHCTBHA, KOUTO Ca MOTEHIMAIHA Bb3MOXKHOCT 3a U3rPaKIaHe Ha JIOSITHOCT
kbM Opanza (Ba'Carri Johnson, 2023).

M3KyCTBEHUSAT MHTENEKT KOPEHHO NPOMEHs HAa4yMHA, MO0 KOWTO MpEeANpUATHITA
ymnpaBisiBaT Ou3Heca cu. Amazon, Karo TJ100ajHa THProBCKa M TEXHOJIOTHYHA
KOMIIaHUsl, Mpeajiaraia myupoka raMa oT IPOAYKTH M YCIYTH, € HOAXOIAIL IpUMep
3a uHTerpauus Ha Al Mojenu, KOUTO yJIecHsSBAT rojisiMa 4acT OT HMPOLECUTE U BOJAT
JI0 TIEPCOHAIN3ALUS BbB B3aHMOOTHOIIEHUATA C KIIMCHTUTE.

Amazon Personalize e Bogema ycayra, KOsATO Mpeangara HHCTPYMEHTH 3a
NEPCOHAIN3ALUSA Ha ChIbP)KAHUETO U UHTEIPUPAHE HA MEPCOHAIHU MPENOPBKU B
CBIIECTBYBAIM yeOCalTOBE, NMPHIOXKEHHS, CUCTEMH 3a HMEWI MapKeTHHI U p.
VYcenyrata u3mon3Ba MamMHHO OOydeHME W TO3BOJISIBA Ha pPa3paboOTUMIMTE U
MapKEeTUHIOBUTE CHELMAJIUCTH J1a Cb3JaBaT PEJIEBAHTHO CbAbPXKAHUE U
MapKEeTUHIOBU MOC/IaHUs, 0a3UpaHy Ha MOBEICHYECKU IaHHU Ha IOTPEOUTEUTE.

Amazon Bedrock e mmardopmeH Mozaen 3a IeHEpPAaTUBEH W3KYCTBEH HHTENEKT
(GAI)', xoiiTo momgmbpxka pasnudan Al MOENH U TEXHOIOTHH 3a TIEPCOHAN3AINS 1
nporaozupane. Amazon Bedrock e ocHoBa 3a pa3paborBane u uHTEerpupane Ha Al

" Teneparusen m3kyctBeH unTenekT (GAl) - ¢okycupa ce BEPXy Ch3JaBaHETO HA HOBM JaHHH,
ChIbPIKAHUE WA H300PAKESHUSI, KOUTO Ca PEAUTUCTUYHH U KPEaTUBHU.
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NPUWIOKEHUST B pas3ianyHu cdepu Ha OW3HEca, BKIIOYHTEIHO 3a MOAOOpsIBaHE Ha
MapKeTHHroBute npakTrku (Sivasubramanian, 2024).

Amazon Personalize mo3BoJisiBa Ha pa3pabOTUYMIIUTE N1a Ch3aaBaT MPUIIOKCHHUS,
0a3MpaHy Ha TEXHOJIOTMH 3a MAIIMHHO 00y4eHHe, KOUTO Amazon.com H3MOJ3Ba 3a
MepCOHANIM3UPAHU TMPENophKU B pealHo Bpeme. M3momsBaHeTo Ha Amazon
Personalize u renepatuBHus Al e Kpadyka KbM CBH3JaBaHETO HA ChIbp)KaHUE 3a
MapKETUHIOBH KaMIIaHWM, KOETO IOBHUINABA AHTAKUPAHOCTTa KbM pEKIAMHUTE U
nonoOpsia (yHKIMOHAJIHOCTTa Ha yarOoTtoBere. M3moms3BaT ce mpeaBapUTETHO
KOH(GUTYpUpaHHU aJITOPUTMH, TOTOBHU Ja BISI3aT B JCHCTBHE NMPU KOHKPETHU CIIydyau
Ha W3I0JI3BaHE KAaTO FeHepHpaHe Ha MEPCOHATM3UPAHU MPETOPBKU B 3aBHCUMOCT OT
MHIIyCTPUATA U CErMEHTHpAaHE Ha MOTPeOUTENUTEe Bb3 OCHOBA HA IMPEINOYUTAHHS
KaTo MPOAYKT, KaTteropus u mapka (Ba'Carri Johnson, 2023).

Ha ¢urypara mo-moiny Moxke Ja ce MpOCieAd KaK ChBPEMEHHUTE TEXHOJIOTHH,
KOMTO Amazon HHTETpHpa B TPOLECHUTE CH, ce OOBBP3BAT C OYAKBaHMATA Ha
KJIMEHTUTE U CTPATETUUTE 32 MAPKETHHT, 3a J1a Ce TIOCTUTHAT LEIUTE Ha KOMIIAHUUTE
U J1a ce oJ00pH KIIMEHTCKOTO U3KuBsiBaHe (¢ur. 2).

MepcoHanuaupaHo
MalumHHo obyueHue
CbAbpKaHue
[NopobpaBaHe Ha
[MepcoHanHm
leHepaTuseH Al KNMEHTCKOTO
NpenopbKu
obcnyXBaHe,
HacbpyaBaHe Ha
4 MHOBaLUUTe,
yBenv4aBaHe Ha
CerMeHTHMpaHe Ha
Amazon Bedrock edeKkTUBHOCTTa Ha
ayauTopuATta
onepavyuute
MepcoHanuaupaHo .
P P Amazon Personalize
CbAbprKaHue

®urypa 2: Ilepconannzupan mapkeTtuHr ¢ Al Mmoxean Ha Amazon
(H3mounux: paspaboTka Ha aBTOpa)

[TpumepsT Ha Amazon, Ype3 HAIBIHO YIPABISBAHA OT M3KYCTBEH HHTEJEKT
yciyra, 1Mokas3Ba, ye JUruTajHaTta TpaHchopmalus MMa MOTEHLMaN 3a pa3BUTHE, a
npunokeHueTo Ha Al Mojenute Boau 10 NoJo0psABaHE HA KIMEHTCKOTO 00CIyKBaHE,
e(eKTUBHOCTTA HA OINEPALUUTE U KOHKYPEHTOCIIOCOOHOCTTa Ha OPTraHU3AIMUTE.
BB3MokHOCTTa 32 chOMpaHe M aHAJIM3 HA OTPOMHM KOJHMYECTBA JIAHHU B PEATHO
BpeMe I03BOJISIBA HA MApKETHHTOBUTE €KUMM Ja WACHTU()UUUpPAT HOBU Ma3apHU
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TEHJICHIIMM M BCE MOBEYE Jia ce AOOIMKaBaT J0 MOTPEOUTEIICKUTE TPEATIOYNTAHMS.
OcBeH TOBa, BHeApsBaHETO HA Al MoJienu B MapKeTHHTa MOKE Jla aBTOMAaTU3HUpa U
ONTMMH3Mpa KAMIIAHWH, KAaTO TMEpPCOHAJM3Upa IMOCIAHUATA CH 1O IpaBUIHATA
ayIATOPUS B TOYHOTO BpEME, KOETO HE caMO MOBHINaBa €()EKTUBHOCTTA, HO H
3HAYUTEITHO yYBEINWYaBa Bb3BPHIAEMOCTTa HA MHBECTUIIUUTE.

3akJjaroueHue

CbBpeMEHHHUTE TEXHOJOTHMH TMO3BOJSBAT HAa MApKETUHTOBUTE CHELMAJIUCTH J1a
chOMpaT W aHaTM3UpaT NOAXOMIAIIN JaHHH, 1a u3dupat Al meromonoruu 3a TsSXHaTa
o0paboTka, Aa ru mpeoOpaszyBar B rpaduyHu M300pakeHus, Ja yNpaBisBaT LeEId
KaMIIaHUW U J1a TPOTHO3UPAT TEHIACHLMH. Y ChbBBpIIEHCTBaAHETO Ha Al monenwure,
Obp3ara UM ajanTanvs KbM MPOMEHSIIUTE Ce Ma3apHU YCJIOBHS U MOTPEOUTEICKH
MPeINOoYNTaHMs TOA00PABAT €(DEKTUBHOCTTA Ha CUCTEMHUTE U OCHUTYPSIBAT MO-TOYHU
U HaJIKIHU pe3ysTaTu. AKUEHTHT BbpPXY Ch3/1aBaHE HA EPCOHATM3UPAHU MOCIAHUS
U TIPENOPBKH € He caMO (DaKTOp 32 KOHKYPEHTHO MPEeIUMCTBO Ha OPraHU3alUUTe, HO
M YCIIOBHE 3a YAOBJIETBOPEHOCT HAa KIMEHTHUTE, pa3padOTBaHEe W BHEAPSBAaHE Ha
WHOBALMU, KOUTO HOCST MOJI3H 33 ChbBPEMEHHUS azap.

PesynTatute oT HampaBeHOTO Mpoy4yBaHe MOKa3Bar, ye Al monmenute momoOpsBat
e(pEeKTUBHOCTTa HAa MApPKETHHIOBUTE KaMIIAHMHM M C€ CIPaBAT YCIEHIHO C
aHT@KUpPAaHOCTTa Ha moTpebutenute. Krnacudukanumsara Ha MOAETUTE CIYXKH KaTo
OpUEHTHP 33 BB3MOXHHUTE IMOCOKH Ha MPHJIOKCHHWE Ha W3KYCTBEHHS HHTEJICKT B
pa3iauyHu MapKeTUHroBu AeiHocT. Illupokust oOxBaT Ha Temara JaBa IOJIe 3a
pPasMHCHI BBPXY BBIPOCAa KAKBO € OBJEHIETO Ha MAapKEeTOJIOoTa Cpel TEeXHOJOTHH,
KOUTO YCHEIIHO CaMW W3BIMYAT JaHHU, pa3paboTBaT KpEaTHWBHHU KOHIICTIIINH,
M3BEXK/AT PE3YNTATH U MTPOTHO3HU.
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POJISI HA BUCHIETO YYEBHO 3ABE/IEHUE KATO BPAH/I
N OBYYABAHETO HA CTYJAEHTHUTE KATO
ITOTPEBUTEJIN, ITPU TAXHOTO ITPUBJINYAHE

Ornagn OragHOB!

Peztome: Jloxnaovm pazenesicoa OCHOBHUME XAPAKMEPUCTIUKU HA GUCLUEMO YYeOHO
3aeedeHue kamo 6pano u ,,00yuasarnemo  Ha cmyodeHmume Kamo nompeoumenu Ha mosu
opano. Llenma Ha Ooknada e ¢ nomMowma Ha KpumuyeH auMamu3 u CcuHmes Ha
ChUecmsy8awya HAyuUHa Iumepamypa, 0d Onuuie meopemudHama 2ie0Hd MOuYKa 3d
sucuiemo yueOHo 3asedeHue Kamo Opano u Kak Owvlewume cmyoewmu 0a OvOam
npusieyeny om mosu Opano, Kamo npuemMam He2ogume NOCIAHUA 3a 6A308a UCMUHA U
mo no xcenavus Hauwuwn. [Ipedmem Ha Odoxnada ca OpamouHea u nompebumenckama
nbmeKa 6 KOHMeEKCma Ha eucwemo o0pasosanue, a obekm ca eucwume yueOHU
3a6edeHust om eOHa cmpaua u nompedbumenume-ovoeuu cmyoeHmu om opyea.

Ki11040BM IyMH: MapKeTHHI Ha BHUCIIETO 00pa30BaHWE, BUCIIM YYCOHHU 3aBEICHUS,

NPUBJIMYAHE HA CTYACHTH, 3aAbPXKaHe Ha CTYACHTH
JEL: M30, M31

BnBenenue

OcHOBHATa 17 3a CHIIECTBYBAHETO HA BCSIKO €IHO BHCIIE y4eOHO 3aBEACHHE
(BY3) e monroroBkara Ha CTYyAE€HTH, KaTO 3a Jila MOXE Jla C€ MOCTUTHE, CHUIUTE €
HeoOXOoAMMO Jia OBbJaT MPUBJICUCHU W 3alKMCaHW. TakoBa TMPHUBJIMYAHE CE
OCBIIECTBSIBA C TTOMOIITAa HA MHOXKECTBO TPOIICCH M MPOIICTYPH, HIKOH OT TAX YHCTO
aIMUHHUCTPATHBHHA, HO BCE IOBEYE CE OTKPOSBAT MAPKETHHTOBHUTE TIPOIECH — Ha
MecTa KaTo ChHITBTCTBAIM, HAa JPYrW KaTo OCHOBHU. B Hacrosmms moxman
pasriiexaaMe JBa MAapKETUHTOBUTE MOAXO0/a 32 Bb3JIEHCTBUE BbpPXY MOTEHIMAIHUTE
CTYIEHTH, a UMEHHO: Bucmero yueOHO 3aBeieHue kato Opana u Kimentckata
(moTpebuTencka) mbTeKa Ha KaHIUAAT-CTYACHTa, BKIIOYUTEITHO C OCTABAIIUTE YECTO
HEBUJVMH ITbPBOHAYATHH B3aWMMOJACHUCTBUS Mexnay BY3 u Obaemmure CTYICHTH.
AKTYyaJIHOCTTA Ha TeMaTa € MPOJUKTYBaHa OT U3KIOUUTETHO CUIIHATA KOHKYPEHIIHS
MEX/y BHCIIUTE YUYWIMILA B CBETOBEH Mamad, a OT ObJrapcka TIJieAHA TOYKa,
IIOJIOBUHATA OT AKpEAUTHPaHMs KalalUTeT, OCTaBa He3aeT 1o aaHHu 3a 2023 T.
LenaTa Ha moKIama € ¢ MOMOIITA HA KPUTHYCH aHAIW3 M CHMHTE3 Ha ChIIECTBYBAIa
HayyHa JUTepaTypa, Ja ONMILE TeOpeTUYHATa TJIeJHa TOYKa 3a BHUCIIETO Y4eOHO
3aBe/ieHue KaTo OpaHJ M Kak ObJCIIUTE CTYACHTHU Aa ObAAT MPHUBICYEHHU OT TO3U

! TToxropant, Karempa ,,MapkeTHHT M CTpaTerMdecko IUlaHupaHe/Dakynter ,,YnpapieHue u
aJMUHUCTpAUA*, VYHUBEPCHTET 3a HAIMOHAJHO MW CBETOBHO CTOmaHcTBo, e-mail:
ognyan.ognyanov@unwe.bg
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Opanj, KaTo MpUeMaT HETOBUTE MOCIaHUs 32 0a30Ba UCTUHA U TO MO YKEJTaHUS HAYMH.
IIpenmer Ha nokiama ca OpaHIWHTAa W TOTpeOMTENICKaTa IMbTEKa B KOHTEKCTa Ha
BHCIIETO 00pa3oBaHUe, a 00EKT ca BUCIIMTE YYeOHHU 3aBEJCHUS OT €IHA CTpaHa U
MOTpeOnTETUTEe-OBCIIN CTYACHTH OT JAPYTa.

1. Bucmero y4eOHo 3aBeJleHUe KaTO OpaH/

Kanaunar-crynenture n30upat HHCTUTYLUH, B KOUTO Ja MPOJBIDKAT 00y4eHHETO
CHU, Bb3 OCHOBa Ha Obaemure cu kapuepnu.uenu (Hassan et al., 2019) nurtupanu B
Shamsudin et. al. (2022). OcBeH TOBa, ObJELIN CTYACHTH U30UPAT CIIEIUATHOCT Bb3
OCHOBA Ha TEXHHUTE MHTEpECcH, Xo0HuTa M (puHaHCOBU pecypcu. OOMYaitHO OOMUCISAT
BHUMATEIHO BCHYKH IPEIUMCTBA M HEAOCTATHIM HAa BCAKA €HA alTepHATUBA H
TBPCAT CHBET OT TEXHU OJIM3KH, MPUSATEIN W YWICHOBE HAa CEMEWCTBOTO, MpEIH na
HanpaBsaT u30op. Yecto BMecTo na ce (GoKycupaT BbpPXY JOCTBIIHU M ITOIXOMISIIN
CHELUAIHOCTH, HAKOM KaHIUAAT-CTYIEHTH C€ KOHLEHTPHPAT BbPXY YHHBEPCHTET
w (akynrer/kareapa, ¢ moaxosnia komrereHiws (Shamsudin et. al., 2022).

B moBeuero ciydanm KaHIUAAT-CTYyJEHTHTE C€ CTPEMST Jla y4aT B MPECTHKHA U
M3BECTHA 00pa3oBaTeIIHA MHCTUTYIUS KAaTO MPEIUIITHA U3CIICIBAaHUS OTMCBAT BPBh3Ka
MEX]y YICHOBE Ha CEMEHCTBOTO M MPUATENH B MpOIleca Ha B3eMaHE HAa PEICHHS
OTHOCHO BHcHIETO oOpa3oBanue. Cnopen Yonr u konexktuB (Wong et al., 2020),
y4EHULUTE Ha Bb3pacT Mexay 17 m 19 ronunu, moxe nga He ca B ChCTOSHHME Ja
B3eMaT 0OOCHOBAHU PEIICHUS M € BH3MOXKHO Jla Pa3yuTaT MoBeYe HAa OOKPHIKEHUETO
CH, KOETO Ja B3eME pEeLICHUsTa BMECTO TAX. bpaemmure cryneHTH ce (oKycupar
BBpPXY KaT€rOPUUTE YHUBEPCUTETU C BHCOKO CTOHHOCTEH OpaH, YeCTH PEeKJIaMH U
KOUTO ca 00eKT Ha nuckycuu. TaxwB Tun BY3 OuBar mocoyBaHW Kato Hal-700Bp
n360p (Shamsudin et. al., 2022).

Penyranusara Ha yHMBEpCHTETa M Ka4eCTBOTO Ha 00pa30BaTEITHHUTE MY MPOIYKTH
ca Ba)XHM NMPOMEHJIMBH, KOUTO TPsIOBa J]a ce pasriiekaT KaTo €IWH OT KPUTEPUUTE,
W3IIOJI3BAaHM TIPH OIICHKUTE Ha KaHAWIATUTe 3a mpueM. [lociemHute OOMKHOBEHO
n30UpaT TMPEANOYUTAHUTE OT TAX YHHBEPCUTETH BH3 OCHOBA Ha HIKOJIKO
ajTepHATUBH Mpenu (uHaNHUA cu u360p. OOpa3oBaTeIHUTE UHCTUTYLIMU TpsiOBa na
noJoOpsAT MO3ULMATa CH Cpell Te3H NOJ ChOoOpakeHue, 4pe3 aKUEHTHpaHE Ha
NEHHOCTUTE, CBhP3aHU C M3BECTHOCTTA, 32 Ja CE€ TapaHTUPA, Y& BCUYKH TTOTEHIIHATHI
KaHIUIATH pa3lo3HaBaT TexHUs OpaHa. [lopm ma m3riexia mapagokcaaHo, peKiaMu
WIM JApPYTd BHJIOBE KOMYHHMKAIMs, KOSATO CBEXJa J0 MHUHHUMYM AacHeKTUTE Ha
CBBbP3aHHU C 00pa30BAaHUETO, B KOMTO CTYIEHTUTE Ca aHTAKUPAHU WM JIOPU CE Kacae
3a TSIX, € MO-BEPOSTHO Ja YOeIsiT 3aBbpIIBAIIMTE TMMHA3WS YUCHHIIH, J1a TIpUeMaT
ompezenieHa oT cboTBeTHOTO BY3 rienna Touka ciopen Huybers et al., (2015).
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1.1. Umuoonc na opanoa

B nHamm qHM GpaHABT € ChIIECTBEH KOMIIOHEHT OT yCIieXa Ha BCSKA OpraHU3aIlHsL.
BpanauHrsT € cTpaTernuecka JeMHOCT, KOATO MOXE /1a ce M3II0JI3Ba 3a MOBUILIABAHE
Ha MEHTaJHUTE IPOMEHIMBM IIOANOMOTHaTa M HEMNOJNOMOTHAaTa I103HAaTOCT
(M3BECTHOCT) U Hail-Beue 3a ,,BpbX Ha ch3HaHueTo™ (XKenes, 2010) Ha uHCTUTYIUATA
U HeiHaTa pemyTalus, KaTo ChUIEBPEMEHHO IMOMYNISAPU3UpA CHEIHATHOCTUTE U
daxynreTuTe/KaTepuTe, KOUTO T'M pa3BUBAT, W 1O TO3M HAUUMH Jla Ce Ieyelu
NPEeIMMCTBO TIpel KOHKypeHTuTe. Moke na ce TBbpAu, 4e B MHUHaIoTo, BY3 (c
M3KIIIOYEHUE HA YaCTHUTE) OOPBINAT MUHUMAIIHO BHUMaHUE HAa OpaHIuHra 110 peanna
NpUYMHU, cpel KouTo: HuCKM HUBa Ha KOHKYPEHIHs, ThPCEHE HaJBHUILIABAILIO
3HAQUUTEJIHO IIPE/UIaraHeTo, M3IMOJI3BaHEe Ha JPYyrd METOAM 3a M3TpakIaHe Ha
pernyTanus.

OTHOBO rnenaiiku B MHHaiI0 Bpeme, BY3 OuBar m3msumo QokycupaHu BBPXY
NPOM3BOJCTBOTO Ha BUCIIUCTU B pa3nu4Hu cdepu. [IpuromHoctra 3a 3amouBaHe Ha
paboTa Ha 3aBBPIIMIUTE, MAPTHHOPCTBATA MEXKIY YHHBEPCUTETH W WHAYCTPUS U
BB3CHCTBUETO HAa HAYYHUTE W3CIIEJBAHUATA HE Ca HOCEIMU CEPUO3HU IPUTECHEHUS
toraBa. Cropen Pigden & Moore, (2020) chimecTByBa MUPOKO PA3MPOCTPAHEHO
CXBalllaHE CpeJ] YHUBEPCUTETCKUS NMEPCOHAT M aJIMUHHUCTpAlUs, uye OpaHIWHIBT €
M3KYCTBEHO NPEHANIOMIIBAaHE, KOETO MOXKE Ja J0BEAe 0 M3KYCTBEHa rOpaoCT, Ja
npeau3BUKa ChbTPECEHUs U J1a JIOBeJe 70 3aryba Ha aBTEHTUYHOCTTa Ha ChOTBETHOTO
BY3. JIpyru nopu cumtat, 4ye Thil KaTo MyOIMYHUTE 00pa30BATEIIHU WHCTUTYLIUHN HE
ca TBPTOBCKH JIPYKECTBa, T€ HE TPsiOBa J]a ce KOHKypUpaT ¢ APYyrd opraHuzanuu. Ha
oOpaTtHOoTO MHEeHHE 0Oaue ca Xacan u kosnektuB (Hassan et al., 2019), cnopen xouto
YHUBEPCUTETCKUTE  aJMHUHUCTpAalMKM TpsiOBa Ja mpeampuemMar CTBIKH — 3a
NOMyJIsIpU3MpaHe Ha OpaHIOBEeTe HA CBOMTE MHCTUTYIMH. [Ipe3 mocneqHuTe HIKOIKO
TOJMHU UMa HIKOW 3HAYUTEIHH NMPOMEHH B Ta3W MOCOKa. JleiiHOCTUTEe, CBBP3aHU C
OpaHauHra BCe MOBEYE C€ M3MBJIHABAT C BUCOK IIPUOPUTET, 0COOEHO B yacTHUTE BY3
(Foroudi et al., 2019 r.). Hactosmata pa3paboTka BB3MpHEMa CHINO Ta3u TIEAHA
TOYKA.

1.2. Bv3npuemano kauecmeo na opanoa

Crnopen Xanan (Hannan, 2021), xopata ca Hay4eHH Ja BspBaT, 4y€ camo Haii-
J00pUTE MHCTUTYLIMM MOTraT Ja OCUIYpsAT 0Opa3oBaHUE C HAl-BUCOKO KayecTBO, HA
OCHOBA Ha aKTyaJHUTE METOJU 3a KJIACUPAHE CPEJl YHUBEPCUTETUTE U IPECTHKHUTE
(cuntanute 3a HagexxaHu) kinacamuu. I[lo muenme nHa Komapma u cwraBTOpH
(Khoshtaria et al., 2020), BHCOKOKaueCTBEHOTO 00pa30BATEIHO MPEKUBSIBAHE € MPSIKO
CBBP3aHO C pelyTalusaTa Ha YHUBEPCUTETA, 3aTOBA €IHO OT pEIICHUsTa € Ja ce
HaeMaT PEHOMMpAHM aKaJeMHUYHU CICIMAIMCTH B CbOTBETHaTa obisacT. Hskom
0o0pa3oBaTeTHM MHCTUTYIIMH H3IIOJI3BAT W IpeuiararT MmyOJIWYHO CBOSI aKaJeMHYeH
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ChCTaB, KaTO €JIEMEHT Ha CTPATETHH 33 U3rPaXKIaHe Ha OpaH]l ¥ MPHUBICKATEIHOCT. 3a
Jla MOK€ YHMBEPCHUTETHT JIa 3ala3y IMO3UIHATa CH B ChbBPEMEHHHS CBST, HETOBUTE
y4eOHM METOJIOJIOTHH TPsiOBa Ja ObJaT MOJOOPEHH M TIOCTOSTHHO YCHhBBPIIICHCTBAHH,
3a Ja TPEeNOoCTaBs HAaBPEMEHHa M yMeCTHa HMHQpOpMAlMs Ha CBOUTE CTYJCHTH.
VIMIJIEeMEHTUPAaHETO HA TEXHOJIOTUYHUS HANPEAbK U MPEIOCTaBIHETO Ha YyA00CTBa,
KOHMTO Ca aKTyaJHH B MOMEHTa, MOKE€ MOJ00pH Ha KauyeCTBOTO Ha 0Opa30BaHUETO,
KOeTo ce mpezsiara. Enquna nmpuMmep 3a TOBa € MpHJIaraHeTO Ha JUTHUTAIHO OOydeHHeE.
M3nomn3BaHeTo Ha TEXHOJOTMHM MOXE Ja Jage BB3MOXKHOCT 3a 00pa30oBaTETHO
NPEKUBSBaHE, KOETO € €IHOBPEMEHHO MPOIYyKTHUBHO M mpusTHO (Shamsudin et. al.,

2022).

1.3. H36ecmnocm na opanoa

CreneHra, 10 KOATO MOTPEOUTEINTE ca 3all03HATU C OIpejesieH OpaH., MPOAYKT
WIM ycllyra ce M3MepBa upe3 ,,u3BECTHOCT Ha Opanaa“. ToBa € OT CBLIECTBEHO
3Hau€HWe, TbH KaTO TO3BOJSBA HAa YHUBEPCUTETUTE Ja YyBEJIUYAaT CBOUTE
MapKEeTUHIOBU YCHJIUS 3a JOCTUTaHe U oOIyBaHe ¢ Objemu ctyaeHTd (Sulkowski et
al., 2020). HuBoTo Ha KOHKYpeHLUATA € U3KJIIOYUTEIHO BUCOKO M INPUBIMYAHETO HA
BHUMAHUETO Ha TNOTEHUUAJHUTE CTYAEHTH € OT ChIUECTBEHO 3HAYeHHEe 3a
NPUJIBMKBAHETO HA YHHBEPCUTETA IO BT KbM H3MBIHEHHETO Ha LEIUTE MY.
Crnopen TpaH u KOJNEKTHB, CTyJEHTHTE He3a0aBHO II€ TMOCIEABAT YHHUBEPCUTETCKHU
OpaH B COLMAHUTE MEIMM, aKO BEUE ca 3alO03HATH C MPOAYKTHTE WIN YCIYTHTE,
npeanarand ot BY3 wu cammsa Opanng (Tran et al.,, 2020). B pombinenwue,
BB3NPUATHETO Ha OOIIECTBOTO 32 YHUBEPCUTETA, HAJCKIHOCTTA U €KCIIepPTU3aTa My
KOCBEHO IIe ce Mojo0pH, ako ce mpeArnpueMe TakaBa Mspka. JoOpe M3MbIHEHUSAT
IUIAH 32 U3BECTHOCT Ha OpaHAa WM MPOAYKTa ITOMara 3a U3rpa)/IaHeTo Ha JIOSUTHOCT,
MO3BOJISIBAKK Ha OpaH/a Ja pa3pacTBa KIMEHTCKaTa CH 0a3a, KOSITO y4acTBa aKTHBHO
U CIIE0BATENIHO, IPaBU JEHHOCTTa Mo-ycToiuuBa. Korato nmoaxoasbT 3a U3BECTHOCT
Ha OpaHza ce BB3MOI3BA OT JPYTUTE Bb3MOKHOCTH HA YHUBEPCUTETA, TOBA MOXKE /1A €
OTJMYEH HAYMH 32 B3aMMOJEHCTBHE C TO-TONsIMA AyAMTOPHUS W H3TPa)KIaHe Ha
NOTEHIMaNHa Maca Objemu cTyiaeHTu. [IpoyduBaHeTo Ha BakKHU 3a MOTCHLUAIHUTE
CTYAECHTH TE€MH, MOKE€ Ja MOMOTHE Ha 0Opa30BaTEIHUTE MHCTUTYLHUM Ja CBBPKAT
cBouTe OpaH] TMOCIAHWS W MAapKETUHTOBHTE YCWIIHS, CHCPEIOTOYEHH BBPXY
M3BECTHOCTTa Ha OpaHIa M HeroBara pasno3HaBaeMocT. [loBumaBaneTo Ha
pa3sno3HaBaeMOCTTa Ha OpaHaa TpsAOBa Ja CBIBTCTBA BCSAKA JABJITOCPOYHA
MapKETUHIOBA 1I€J1 HA BUCILIUTE YYWINIIA.

MHoXecTBO BUCIIM y4eOHM 3aBEACHHUS TpejajaraT BCe MOBEYE CXOTHHM €IHU Ha
JIpYTH, JOPH €IHAKBH CIIELUATHOCTH, KOETO MPABU OTpachiia AOCTa HACUTEH, KOETO
ObK OT CBOSI CTpaHa 3aTpyAHsBAa CTYAEHTHUTE Aa pa3llo3HaBaT AudepeHLuanusaTa B
npeiokeHuaTa Ha pasziuuHure BY3. Benpekun npoxabikaBalure ChbMHEHUS
OTHOCHO B@)XHOCTTa Ha OpaHIMHI AEWHOCTUTE, MMETO Ha BHCIIETO YYWIUIIE,
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npoabJKaBa Ja Uurpa€ KpuTuiHa poJisd IpU NPpCAN3BUKBAHC HA BIICYATICHUA, EMOLNU
U acolWaluy, NOAYepTaBallKW 3HAYMMOCTTA HA YIPABICHUETO HA OTACITHUS
yHuBepcuteTcku Opan (Pringle & Fritz, 2019).

2. ,,00y4yaBaHe‘ Ha CTyAeHTHTE KaTO NOTpeduTe/ N

2.1. Brusanue na nompeoumeickomo nogeoeHue
6bpXy HOmpedumeIcKama NvmeKa Ha KaHOUuoam-cmyoeHma

»lloTpeduTenckara mbTeKa* ca BCHYKH B3aMMOJACUCTBHS, KOUTO KIMEHTHT UMa C
OpaHn, IPOIYKT, yCIAyra Wi IPYTH BHHIIHH 32 HErO €JIEMEHTH Pe3 LeIHs HUKBJI Ha
nokynka (Lemon & Verhoef, 2016). [lorpeburenckata mbTeka gaBa ISIOCTEH
nperie]] Ha NPUIBMKBAHETO HAa MOTPEOUTENUTE OT WACHTH(UIMPAHETO HA TEXHUTE
HYXIIM, TIpe3 TAXHOTO ThpPCeHe Ha MH(opMalms 10 peanHara Mmokymnka. IIbrexarta
MOKa3Ba OIle W TMpoleca, MO0 KOWTO moTpedutenute ce o00pa3oBaT OTHOCHO
HPOIYKTUTE HA MPBO MSACTO. MHOKECTBO U3CIIEIBAaHUS Ha MOTPEOUTEIICKATa IbTEKa
ca HaCOYCHH KbM M300pa Ha KaHAIIM OT CTpaHa Ha MOTPEOUTENINTE, KaTO YCTAaHOBSBAT,
4e MOTpeOUTeNnTe B3aUMOACHCTBAT C MHOTO Pas3iIMYHK OHJIAWH W OQIaiiH KaHAIH 110
BpEME Ha CBOETO ITbTYBAHE M Y€ TE3W KaHAIIW UTPASIT Pa3IMYHU POJIH MPH B3EMAHETO
na pemenusi (Ewerhard et al., 2019). HampenbksT Ha OHIIAiH TEXHOJOTHHTE,
YBEIMYaBaHETO Ha CBBP3AHOCTTA W JOCTHIBT 10 MH(OpMALUS IMpe3 MOCIEeITHUTE
TOJIMHU, BOJAT JI0 HApacTBaHE HA OpOs HA JOMUPHUTE TOYKU MEXKIY NOTPEOUTEInTEe
Y TIOTCHLMAIHUTE JJOCTABUMIMTE HA TIPOIYKTH U YCIYTHU (B Cllydasi MeXK1y KaHIUAaT-
crynenrure u BY3).

[Torpeburenure, 0coOEHO MHJICHHAINTE U MOKOJIEHHETO Z, ca TOTOBH Ja
npeArnprueMaT KOMIUIEKCHU ITbTEIIECTBHsSI, HAIXBBPIIIIM KOHTAKTa C JIOCTAaBYMKA Ha
YCIYTH, B THPCEHETO Ha WH(OpPMAIUs, HAPUMEP Ype3 B3aMMOJEHCTBHE C BHHIIHU
wiaThOPMH U IPYTH U3TOYHMIIU, U3BBH KOHTPOJIA HA CHINUS TOCTABYHMK, KOUTO MOTAT
Jia TIOBIIVSIAT HA MHAWBUIyATHOTO MM pPEIIeHHE 3a MOKYyIKa. Te3n mbTemecTBus, ca B
OCHOBaTa Ha MHOXXECTBO M3CJIE/IBaHUs, KOMTO MPOYYBAT HAYMHU 32 CETMEHTUpAHE,
Bb3 OCHOBA Ha M300pa Ha KaHaJ, KaTO 3acsATaT ChIIO U CHCHU(DUIHN JOTTMPHU TOYKH,
KbM KOHWTO TOTpeOUTENnTe OMXa MOTJIM JIa M3SBAT MPEIIIOYUTaHHe, B 3aBUCHMOCT
JIaJTA ca UMalii KOHTakT ¢ Opanna Ha BY3 no momenra nnm ve (Naderi, & O’Riordan,

2020).

2.2. Pona na cougecmeysauyomo (npeouuinomo) no3Hanue
3a BY3 eévpxy peutenuemo 3a uzoop

B koHTekcTa Ha B3eMaHETO Ha PEIICHUEC 3a IIOKYIIKAa, CbIICCTBYBAIIOTO ITO3HAHUC
MOXEC Jaa 6’5,[[6 OIpEACJICHO KaTO HWHAWBHAYAJIHOTO ,,KOJUYCCTBO IOKYIIKM WA
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NIOTPEOUTEICKO NPEKUBABAHE C IIPOAYKTA™ 2 IIpu Bucmiero oOpa3oBaHue

OOMKHOBEHO BBIPOCHT HE CTOM TOYHO Taka. CiyyawTte, B KOMUTO JNaJEeH KaHIWAAT-
CTY/ICHT, Beue € Ol CTyJeHT B cbinoTo BY3 m xemae 1a cTaHe TakbB OTHOBO ca
OTHOCHUTEITHO pelKu (OCBEH paz0Oupa ce, KOraTro roBOpUM 3a KaHIUAATCTBAHE B TO-
BUCOKa 00pa3oBaTeIHa CTENEH, BTOPA CIELUATHOCT 3a ChLIECTBYBAIl CTYAEHT U T.H.
B rtakmBa cmysam BY3 wma wmHTEpec W BB3MOXKHOCT, Aa ,,00ydu’ CBOHTE
NOTEHIMATHN MOTPeOUTENH (KaHIUAAT-CTyJeHTH) C MOAXOAALINTE UHCTPYMEHTH 3a
BJIMSIHHE, OTHOCHO CBOUTE OpaHJ, CTPYKTYypa, CIEUUATHOCTH, CUJIHH CTpaHH M
KJIFOUOBH MOTHUBATOPH 3a H300p.

OO0y4eHHeTO Ha MOTPEOUTEITUTE € 0COOEHO HEOOXOIUMO 3a TE€3H OT TIX C HUCKHU
NpeBapUTEITHH TO3HAHUS, KATO HW3CJIEBAHMATA YCTAHOBSBAT, 4Ye IMOTPEOHUTEIHUTE
OIICHABAT MPOAYKTUTE TIO Pa3IMUeH HAYMH U Ca TI0-MaJIKO €(PEeKTHUBHH B THPCEHETO CU
Ha UHpOpMAIMS 32 TAX, KOraTo COOCTBEHUTE MM TPEABAPUTEITHH 3HAHHS Ca HUCKH.
OcBeH TOBa MPEIXOAHM H3CIEIBAHUS YCTAHOBSBAT, Y€ NPEAUIIHUTE 3HAHUS Ha
WH/IMBHIIA, OKa3BaT BIMSHHUE BHPXY B3eMaHeTo Ha pemeHue. (Karimi et al., 2015)
YCTAHOBSIT, Y€ MOTPEOUTENH, C pa3IMYHMA HMBA HAa MO3HABaHE HAa MPOAYKTUTE, UMAaT
pa3ivuHU TPOLIECM Ha B3E€MaHE Ha pEIICHUs 10 OTHOIICHHE Ha YCJIOBHATA,
NPOJBIDKUTEIHOCT Ha B3eMaHe Ha PELICHUETO, Opol IMKIHM (MTepaluu Ha Tmpoleca),
OIICHKA Ha aJTepHATUBUTE M KpUTepHH 3a u300p. Chmute aBTOpH, HO Tipe3 2018 T.
YCTaHOBSIBAT, Y€ MPEIUIIHUTE TO3HAHMS BIHUSAT Ha CIOKHOCTTa Ha B3€MaHETO Ha
pEIIeHUsI OT MOTPEOUTENMTE M Y€ HUCKUTE MPEIBAPUTEITHU TIO3HAHUS BOIAT /IO TO-
MaJIKO YAOBJIETBOPEHHE OT CaMUsl MMPOIEC Ha B3eMaHe Ha perieHus. Vimaiiku npensua
BJIIMSIHUETO Ha MPEIUIIHUTE 3HAaHUSI OTHOCHO ThPCEHETO Ha MH(OpMalus OT CTpaHa
Ha MOTPEOMTENIUTE M B3€MAHETO HAa pEIIeHHs 3a IMOKYyNKa, € OT 3HaueHHe Ja ce
pa3bepe, Kak HHCKUTE MPEIBAPUTEITHU IMO3HAHUS HAa TOTPEOUTENHMTE BIMSAT Ha
TEeXHUS TpolLecC Ha ,,00ydyaBaHe™.

2.3. Pons na couyuannomo é3aumooeiicmeue
6bpXy peuieHuemo 3a u3zoop na BY3

Uecto cpeman HauuH moTpebutenute na ce uHDOpMUpar, mpeau Aa B3emar
pelIeHre 3a MOKyIKa € upe3 nHpopmaims, croaeneHa ot Apyru kaueHT (Ekstrom et
al.,, 2017). ,B3aumoneiicTBue KIMEHT-KJIMCHT® € TEPMHUHBT, H3IMOJI3BaH 3a
KOMYHUKAIMITa MEXy KIUEHTH, MPU KOATO CE MPEXBBLPJIS HHPOpMaIvs M0 HAYWH,
KOWTO MOJeE JIa TIOBJIMsIC Ha B3eMAaHETO Ha pemieHus. EJuH oT Hali-Bb3cHCTBAIIINTE U
Hal-TpaJIMIIMOHHATE HAYMHU, TIO0 KOWUTO HMH(MOpMAaNUATa Ce KOMYHUKHPA MEKIY
norpeburenure (KIMEHTUTE) € upe3 MpenaBaHe oT ycTa Ha ycta. [locmeaHoTro, Moxke
Ja ce neduHupa, kKato oOMeH Ha WHQPOPMAIUS OT YOBEK Ha YOBEK MO OTHOIIEHUE HA

2 Brucks, M. (1985). The Effects of Product Class Knowledge on Information Search Behavior,
Journal of Consumer Research , vol. 12, no. 1, pp.1-16. ctp. 10
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NPOAYKTU U yciyru. Penuna uscneaBanus TBbPAST, Y€ MPEAaBaHETO OT yCTa Ha yCTa,
€ Hal-BIUATETHUAT U3TOYHUK 32 MH(OpMAIHA, Thil KaTO € MO-HaJeKIECH OTKOIKOTO
NO-TPAJAULIMOHHUTE HW3TOYHHIM HAa HWHPOpPMALUs KaTo TEJNEBHU3US U pPaguo, M
NOTPeOUTENUTE MYy C€ JIOBEpSABAT IO-YECTO CIPSIMO HAa KOMYHHUKALMATA, WABAILA
TUpEeKTHO OoT camute OpanmoBe (Nieto et al, 2014). C mnHapacTBaHeTO Ha
TEXHOJIOTHYHHS HANpeIbK, TPAAULMOHHATa KOMYHHKalMs ,,0T ycTa Ha ycra®™, ce
pasnpocTpaHsBa Beue U B OHJIAH IIIaTGOPMH U C€ HApU4Ya ,,eJIeKTPOHHO Mpe/laBaHe
ot ycra Ha ycra“ (Yang, 2017). ToBa eneKTpOHHO IpeJaBaHE YECTO CE OMHMCBA KAaTo
HeopHIIMATH KOMYHUKAllUM Ha HMHTEPHET OT NOTPEOUTENNTe, BHB BpB3Ka C
XapaKTepUCTUKUTE HAa MPOMYKTUTE U ycayrure. [Ipenu ToBa siBnenue, norpeduTenure
TPaJUIIMOHHO OWXa ce BCIYIIAIH B CEMEWCTBATa U MPHUATEINUTE CH MO OTHOIICHHE Ha
€CTECTBOTO U IPEJICTaBIHETO Ha MPOAYKT WM YCIIyra, JIOKaTO Cera Te MpuosArBar 10
€JIEKTPOHHOTO TpeJaBaHe OT YCTa Ha yCTa, KATO OCHOBEH M3TOYHUK HAa MHPOpMAIUs
(Nieto et al., 2014).

3a HamansBaHe Ha HECUTYPHOCTTa W HEACHOTaTa IO BpeME€ Ha THPCEHE Ha
uHbOpMaIUsl OTHOCHO peIIeHHe 3a TIOKYIKa, TMOTPEOUTEINTEe YeCTO ThPCAT
COLIMAJIHUTE HACOKU U 0ZJI00peHHEeTOo Ha Apyrure. ,,Pedepentna rpymna‘ e KoJIeKTUB OT
XOpa, KbM KOHWTO WHAMBUABT HCKa Ja TpHUHAUIeKH, PedepeHtHara rpyna
CJIEZIOBATEIIHO MOXKE Ja BiMse NMpu (HOpMUpAaHETO Ha HArIacUTe M TOBEACHUETO Ha
npyru uHnuBuau. [lpumep 3a pedepeHtHa Tpyma, KOATO MOXKE Ja TOBIUSE Ha
MHEHHUsATa Ha ToJIsIM Opoii Xopa ca T.Hap. ,,3HAMEHUTOCTH ‘, KOUTO MOTAT J1a BKJIIOUBAT
NOJUTUIM, criopTHH 3Be3au U aptuctu (Ekstrom et al., 2017). Te3u xopa chIio ce
HapU4aT BIUATETHH THYHOCTH (MH(IyeHChpH). MHDIyeHCHhpHTE MOTaT Aa N3Moa3BaT
CBOSITA €KCIIepPTH3a, 3a Ja TOBIUSAT Ha MHEHHETO Ha JPYrd Xopa upe3 oOparHa
BpB3Ka M 0JJOOpPEHHE U YeCTO OMBAT HApUUYAHU JIUJEPU HA (00WecmeeHomo) MHEHHE.
Excnepmuzama um, uecmo modice 0a 6v0e OUCKYCUOHHA, 0CODEHO KO2amo memama,
no KOAMO 63emMam OmHOuleHue Ul Cb8emeam, ce Omoanedasa 3HAYUMETHO Om
30Hama um Ha KomnemeHmHocm — ben aém. B nombiHeHHe, aBTOpUTE Ha OJIOTOBE,
KOUTO JaBaT CBOMTE MHEHHUS M WMAT TOJIIM OpO#l IMOCIIeIoBAaTeH, YeCTO ChIIO Ce
cyMTaT 3a Juiepu Ha MHeHue. M3cnenBaHusATa C Ta3W HAacoka, MOKa3BaT, ye
NOTPEOUTETUTE Ca CKJIOHHU Ja pa3yuTaT 3HAYUTEIIHO Ha UH(DIYEHCHPUTE U JIUJEPUTE
Ha OOIIECTBEHOTO MHEHHWE, KOETO MOXKE Ja C€ MPUIHIIE Ha TAXHATA HAJACKIHOCT U
CTETIeHTa, B KOSITO TIOTPEOUTENINTE BSAPBAT, Y€ TE Cca HAACKIHH U OC3MPUCTPACTHU
U3TOYHUIM Ha uHpopmanus (Brown et al., 2007).

2.4. [Tompebumencko npexcusnsane Ha KAHOUOAM-CHYOeHma

1 l0OTpeOHUTEICKOTO TpeXkuBsBaHe ce aedUHUpa KaTO JEHCTBHUTENHA pPEaKIIHs,
MOJIO’KUTEJIHA WM OTPULIATEIHA, HAa B3aUMOACHCTBUATA MO BpEME Ha IIBbTEIIECTBUETO
Ha knueHTute (Lemon & Verhoef, 2016). OOukHOBEHO ce cuuTa, Ye MbTEHIECTBUETO
Ha KJIMEHTA C€ ChbCTOM OT TPH €Tara: eTambT NPean MOKYIKaTa, eTalrbT Ha MOKYIIKaTa
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W eTambT CJea TMOKynKara. B eTama mpeau MOKyIkaTa, KIMEHTHT HACHTH(HIHpa
HYXKJaTa, KOATO MCKa Ja 3aJ0BOJIH, KOETO € IOCJIeIBAHO OT ThpceHe Ha WH(OpMaIus
3a eTMMUHHUPAHE WK 33J]0BOJISIBAHE HA Ta3u HyX/1a. ETambT Ha MOKynKa € MOMEHTBT,
B KOUTO KJIMEHTHT € 3aBBPIIUJI CBOETO ThpCEHE HA MH(pOpMAIHS NPEean TMOKYIKa 1
cjes TOBa M30Mpa MPOAYyKTa, KOUTO Aa 3akynu. ETanbT ciiell MOKynKaTa ce ChbCTOM OT
BCUYKH CJICBAlIM B3aMMOJACHCTBHA MEXKIY OpraHU3aIusaTa W TMOTPEOUTENs Cien
HalpaBeHaTa TOKYIKa. B xowmekcma Ha sucuiemo oobpaszosauue, ako usdepem 0a
npedegunupame mo3u mMooen, a He cieosame m. Hap ,, Dynus Ha npuema ", Moxcem
0a HauMeHysame emanume Kamo uHpopmamueen (mwvpceHne), AKMUGEH
(kanouoamcmeane u npuem) u g3aumooelcmeauy (6eue CouieCmeyeani cmyoeHn)
— boen. asm. OT MapKETHHIOBa IIEJHA TOYKAa MEXKIY WHPOPMATUBHUS M aKTHBHHUS
eTarn, B ThPCEHE Ha BB3JACHCTBHE W CTHMYJIHpaHE Ha KOHKPETHO TIIOBEJCHHUE Y
OblemMs KaHIWJaT, MOTaT Ja C€ M3IO0J3BAaT peAulia MOIXOIH, KaTo MEXIY TAX
MOXKeM Ja oTinuuuM Hanpumep JlupektHuss mapketuHr (Mapuuos, 2011), npu
W3IIBIHCHHE Ha YCIIOBUSATAa 3a HEr0 W CHOTBETHATa NPEIUCIIO3WIMSA Ha
MapKETHUHTOBHSI CTICLIUAIIHCT.

2.5. /lonupnu mouku u maxuomo Kkapmozpagupane

JlonupHUTE TOYKH, KOUTO BBH3HHKBAT [0 BpeME€ Ha IBTCIIECTBUETO Ha
norpeburenss (morpeduTesncka TBTEKAa), ca SOPOTO HA  MOTPEOUTEICKOTO
MPEKUBSBAHE W MIPEJCTABISABAT BCUUYKH B3aMMOJICHCTBHSI, KOUTO MOTAT J1a OCTaBsT y
HEro TOJOXKHTENEeH e(eKT WM OTpHULATeNHO BreyariaeHue oT Opannma (Lemon &
Verhoef, 2016). JlonmupHuTe TOYKH IO MPOTSIKEHHE Ha MOTpeOHTENCcKara MbTeKa,
KOUTO OKa3BaT MO-3HAYUTEITHO BIHMSHHE BHPXY M3KMBSIBAHETO Ha MOTPEOUTEINS, Ce
HapU4yaT KPUTUYHHU JOMMPHH TOYKH W TIOPAJAHM BaXHOCTTAa MM YECTO CE€ HaphyaT
MOMEeHTH Ha ucTuHaTta. JlembH u Bepxos, mutupanu B Naderi & O’Riordan (2020),
ouepTaBaT YETUPU THIA JONHPHH TOYKH, KOUTO CE€ CpeuiaT Nmpu MOTPEOUTEICKUTE
IBTEIIECTBUS:

(1) nonmmpHHUTE TOYKH, PUTEKABAHU OT OpaH/a, ca B3aUMOJICHCTBHUS 110 BpeMe Ha
NOTPEOUTEICKOTO MBTEUIECTBHE, BbPXY KOETO OpaHABT HMMa NOBJIHO BIUSHUE U
KOHTPOJI, HAallpUMEP — ChbPKAHUETO HAa TEXHUS yeOcailT;

(2) nomupHUTE TOYKH, MPUTEKABAaHU OT MAPTHHOPH, Ca €JIEMEHTH Ha CIIOJEJICH
KOHTPOJI MEeXAy OpaHaa W MapTHHOP, KaTO IMpolleca Ha JTOCTaBKa (MpeAOCTaBsHE Ha
yciyraTta) 4ype3 napTHbOPCKa KOMITaHUS;

(3) nmomupHHTE TOYKH, COOCTBEHOCT Ha TOTPEOMTENs, ca eJIEeMEHTH Ha
B3aMMOJICHICTBHETO, KOUTO Ca BBTPEHIHO 3a MOTPEOUTENs W W3BHH BIMSHUETO Ha
OpaHza WM napTHHOpA, HAPHUMEP: MUCIIUTE U YyBCTBAaTa Ha OTPEOUTEIS

(4) couMamHW/BBHHIIHU JOMUPHU TOUYKU Ca €IEMEHTH, KOUTO HE ca MOBIHUSHU OT
OpaHJa WU TEXHUTE MAapTHbOPU M MOTaT Jla BKIOYBAT MyOJUKAalUUU B OJOTrOBE MU
(bopymu, KOHTPOJIMPAHH OT HE3aBUCUMHU YUaCTHHIIH.
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JlonmMpHUTE TOYKU Ca YECTO CpEIlaH HAauWH 3a pa3OupaHe Ha MBTEHICCTBUETO HA
MOTpeOUTENs M KaK HETOBOTO MPEKHUBSIBAHE MOXeE Ja Objae mogoopeHo. ToBa Moxe
Jla ce TMOCTUTHE Ype3 KapTorpadupane Ha Te3W TOUKH, KOUTO BH3HUKBAT 110 BpeMe Ha
IIBTEIICCTBUETO Ha MoTpeduTens. IlocneaHoTo ,,00MKHOBEHO ce M300pa3sBa KaTo
mpoiiec, 00XBaIam] HIKOIKO CTBIIKH, €TalH, JOMHUPHUA TOYKH WIW ACHHOCTH; KaTo
XOPHM30HTAIHA JUHUS WM pefl...”> CliefoBaTenHo KapTorpagupaHeTo Ha JOMHMPHHUTE
TOYKH, MOKE JIa MPEIOCTaBH MHA4Ye TPYAHO 0003PUMHU MPO3PEHHUs, KAaTO MO3BOJIH Ha
Ha6JIIO,[[aTeJ'I$I, Ja BUIU HOTpC6I/ITeJICKOTO MBbTCIICCTBUC, IIPE3 TJICAHATA TOYKa Ha
camus notpeduten (Naderi & O’Riordan, 2020).

3akjaroueHue

M3non3BaHeTo Ha OpaHia KaTo €1HA OT IbPBUTE O0O3pUMM OT MOTpPEeOUTEIHUTE
XapaKTepUCTUKM Ha BHCHIETO Y4YeOHO 3aBelleHHEe B CbBPEMHMETO, € HEe IPOCTO
HEOOXOJUMO YCJIOBHE 3a YycleX, HO M HeAocTaTbyHO. OT YHUBEPCUTETCKUTE
OpaHIOBe OT/AaBHA CE OYAaKBa Ja BHILUTBHIIABAT B ce0e CH MHOTO IOBEYE OT TOBA J1a Ce
acouuupar € MsICTO, Ha KOETO ObJeIUTe CTYyJEHTH MoraT Ja IpOAbIKAT
obpasosanmero cu. JlHec Tesm OpammoBe ca ,JlocBeTeHM Ha XyMmaHHOCTTA“
ocurypsiBat ,,Tpanchopmupaiio o0pa30BaTeHO HIKUBABAHE UYpe3 HHOBALMH U
IpeanprueMadecTBo™> 1 MOTHBHpAT ¢ UaeaTa, ue ,,JlyXbT npaBu cunarta“®. BpanmsT e
U €HO OT IbPBHUTE Hella, upe3 kouro BY3 | ympTBat nmo norpeduresnckara mpreka
ObJleNMTe YHUBEPCUTETCKH BBH3MUTAHUIIM, KAaTO MbPBOHAYAIHO TH ,,00y4aBar™ 3a
cebe cu, cromarar 3a COUMAIHOTO UM B3aUMOJICHCTBHE NpU U300pa, Bb3AEHCTBAT UM
B JIONUPHHUTE UM TOYKU M OPOPMAT MOTPEOUTEIICKOTO UM NpexkuBsBaHe. OT BCHUKO
TOBA 3aBUCH, HE CaMO Jalu OBJCIIUAT CTYACHT IlIe IMPEMHHE T10 Is1aTa IbTeKa (WiIu
CTUTHE JI0 Kpas ), a U Jajy I MpHUBJICUYE 3aeIHO ChC ceOe cu cBoWMTE OJM3KH U
NPUATENH, U 1€ TH ,,IPeBbpPHE* B OBbACIIN ChCTYACHTH.
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SEJIEHUAT (ESG) MAPKETHUHI', HEOBXOAUMOCT
OT TPAHCO®OPMAIINU HA TBPI'OBCKUTE BAHKH

Bans MosueBa Kpncresal

Peztome: Knumamuunume npomeHu NOCMAGUXA HOBU NPeOU3BUKAMENCMEA Nnpeo
yeHmpanHume OAHKU, pe2yiamopume u HA030pHUMe OPSaHU.

B cneocmeue na koemo eKono2uuHu, COYUAIHU U YNPAGIEHCKU CIAHOapmu Cmasam
6ce NO-KIOHOBU 3a penymayusma Ha Oankume. B napacmeawama cpeda Ha
npeou3sUKamencmed, npeod KOUmo ca UnpaseHu muvpeoscKume OAHKU — OUSUMATU3AYUsL,
HOBU KOHKYPEHMU, NPOMEHAUBU JUXGEHU NPOYEHMU, pe2yupane u opyeu e HeOonyCmumo
oa ce omanosaxcasam exonocuynume, coyuannume u ynpasnenckume (ESG) evnpocu,
K02amo ce e CMU2Ha10 00 Heobxooumocm om mawabua mpancgopmayus. Jockopo ESG
omoenume CvbUECmM8y8axa Kamo noopazoeienus, Koumo He 01xa 0vbIOOKO CEbP3aHU C
yanocmuama cmpamecusi Ha OAHKAMA, NPeolodHCeHUAMAa 3a KIueHmu u npoOyKmu uiu
cxemume 3a cmumyaupane. lpuuunume 3a eepaxcoane na ESG cmanoapmu u npaxmuxu
666 BCUYKU PYHKYUU ca NOPOOEHU OM eOUH NO-UWUPOK NPOEKM 304 MPAHCHOPpMayus u 3a
BKIIOYGAHE HA 6CUYKU OM pbKogooumenume om eucuwiume 3eena (C-suite) 00 mecmuus
oankos knon. ESG e yenmpanen osueamen 3a paduxainama, Yaiocmua mpancgopmayus,
UBUCKBAHA OM eBPONelCcKUme OAHKU U 8ANCHO KIHOUOB0 NPeOU38UKAMEICME0, ¢ KOUMo
me mpsa6ea oa ce cnpagam, Hapeod ¢ Kpeoumume, pazxooume, KOHCOMUOAUUAMA U
mexHonocuume.

ESG ce nosuyuonupa kamo HO8Us NAKMyc HaA 0006pume OAHKOBU NPAKMUKU 6b3
0CHO8a Ha mpu cOnudxcasawu ce meHoenyuu. Ilvpsama e usmeneHuemo Ha KiumMama u
HeobXxooumocmma om @uHancupane Ha OeKapOOHU3AYUAMA HA UKOHOMUYECKUme
OeliHocmu, Koemo obewjaga 0a OmMEOpU HOBU 00IACMU HA OeUHOCm 3a OaHuKume.
Bmopama e penymayuonnama, npu Kosmo 6aHKu u Ou3Hecu, Koumo He omeo8apsm Hd
ceoume ESG amncastcumenmu, puckyéam oa 0v0am O00OBUHEHU 6 3e1eHO NPOMUBAHE.
Tpemuam e pecyrayus, KOAMO wje U3UCK6A OmM OanKume 0a usmMepeam u 0Ono08ecma8am
ESG pucxoseme 6 céoume kpeoumnu nopmgheiinu u opyeu 6aHKogu OeuHocmu, KaKkmo u
8b30€elicmuemo Ha mexHume 0eUHOCMU 8 HO WUPOK HAOOP oM eKOA0SUYHU, COYUATHU U
VAPABNEHCKU CbOOPAIHCEHUSL.

B cnedocmeue na mesu npuuunu ce ouaxeéa cmanoapmume ua ESG 0da ca om
pewasawo sHaverue 3a penymayusma Ha bankume. Ilpes ciedsawume 200uru 6ankume,
KOUMO uUMam npeoHuHa 6 Mo3u npoyec, wje ca nogeue KOHKYPEHMOCNOCOOHU U uje
cneyensm penymayuoHHU npeouMcmed npeo C80Ume KOHKYpeHmi.

3enenusm (ESG) mapxemumne u Oueumannama mparchopmayusi ca 06e BadlCHU
meHOeHYuU 8 CeKmopa Ha Mbp208CKOMO DAHKUpame, KOUMO Ompasaeam Hapacmeaujus
aKyenm @vpxy YCMOUYUBOCMMA, eKOJIOSUYHAMA OM2080PHOCH U NpUuemMaHemo Ha
yugposu mexuonozuu. Hexa npoyuum xax ce npecuyam me3u 06a acnekma:

! noxropant Bans KpbcTeBa, YHHMBEpCHTET 3a HAIlMOHAIHO M CBETOBHO cromaHcTBo — Codus,
brearapus, Karenpa ,,MapkeTHHT 1 CTpaTernyecko rmianupane”, email: vania.krusteva@unwe.bg
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B nmacmoswama cmamus ca usnodicenu npuxuHume, CoWHOCMMA, NOJA3UME U
6b3MOJICHUME OMPUYAMENHU CIMPAHU HA OMPANCEHUEMO HA 3eIeHUsT MAPKEMUHE 8bPXY
Qunancosume uHCMUMYYUU, KAKMO U 3HA4YeHuemo Ha oueumannus npexod u ESG
cmanoapmume 3a 61420CbCMOSHUEHO HA OCHOBONOAA2AWUS 30 UKOHOMUKUME CEKMOP.

KalouoBu aymu: murnranmzanus, 0aHKOB CEKTOp, ThProBcku Oanku, ESG, 3emeH
MapKeTuHT, DUHAHCOBA IUTUTAITHA TPaHCHOPMAITHUS, U3KYCTBEHUAT HHTEICKT

JEL: M31, G21

BnBenenue

TepmuabT ESG ce mosiBsBa npe3 2004 r. u mpoustuda ot aokiaga Who Cares
Wins [1], koliTo € B pe3ynrar Ha oTnpaBeHus npuszuB oT Kopu AHnaH, cekperap Ha
OOH mno ToBa BpeMe, a UMEHHO — ToJeMHTe (PUHAHCOBH HMHCTUTYLIMU Jla CH
naptaupar ¢ OOH u Mexnynaponnata ¢unancoBa koprnopamus (IFC). Ilenta Ha
NapTHHOPCTBOTO € WIACHTU(HUIMPAHE HAa HAYMHUTE, MO0 KOUTO Ja C€ HHTErpupaT
€KOJIOTHYHUTE, COLIMATTHUTE U YIIPABIEHCKUTE IPOOJIEMH B KATUTAJIOBUTE MA3apH.

Konnenuusara 3a ESG e npeacraseHa 3a mepBu mbT B Jokinana Ha UN PRI
(ITpuanmu 3a otroBopHO uWHBecTHpaHe) mpe3 2006 1., KoWTo € HeduHaHCOBA
KOpIIOpaTHBHA CHUCTEMa 3a OLEHKa, (OKyCHpaHa BBPXY EKOJOTHYHH, COIMAIHU U
YOPaBICHCKH BBIIPOCH, KOATO BKIIOYBA TPU IMOKA3aTeNss B HMHBECTUIIMOHHUTE
peIIeHus: KOPIIOPAaTUBHO BB3/CCTBHE BHPXY okonHara cpena (E), m3nbinenne Ha
collMajgHa OTrOBOPHOCT (S) M CTpyKTypa Ha KoprnopatuBHO ympasienue (G). ESG
WHBECTUIIMUTE HMMaT TP HUBA HA OTYETHOCT, KOWUTO JAEMOHCTpUpAT Kak eJHa
KOMTIaHUS BIIMSC BHPXY ABJITOCPOUHHS PACTEK HA BCHUKH XOpa.

C nmnoBumaBaHe Ha 3aMHTEPECOBAHOCTTA U OCBEJOMEHOCTTa  OTHOCHO
KJIMMAaTUYHUTE TpoOJeMH, MpeJ KOUTO € H3MPaBeH CBETHT, HOTPEOUTEIHUTE
LIEJICHACOYEHO MpaBAT M300pa Ja MOJAKPEnsT KOMMIaHWM, KouTo ca BbBenu ESG
CTpaTerws.

KnumaTnunuTe W3MEHEHUS BOAAT A0 TOJIEMH TMPEIU3BUKATEIICTBA 3a €IHO
100aTHO 00IIECTBO, KOETO U3MCKBAa HaMeca KaKTO OT MyOJIMYHUS, TaKa U OT YaCTHUS
cektop. IlonmuTunure och3HaBaT, Y€ M3MEHEHUETO HA KJIMMaTa M MOCIEIULUTE OT
BJIOIIABAaHETO HA OKOJIHATA Cpeja MpEeCTaBIsIBaT OTPOMHA 3aIuiaxa 3a ObJeIeTo Ha
wianerata. [lapmwkkoro cmnopasymenue ot 2015 1. e ObpBOTO  ISUIOCTHO
CHOpa3yMeHME 3a KJIMMaTa, KOETO KaTeropuyHO NMpU3HAaBa HEOOXOIMMOCTTA Ja Ce
HanpaBsiT (UHAHCOBUTE MOTOLM CHBMECTHMMHU C IOCOKAaTa KbM HHUCKM €MHUCUM Ha
MAPHUKOBH T'a30BE€ W YCTOWYMBO Ha KiMMara pa3BuTHe. [lo3HaBaHETO Ha PUCKOBETE,
CBBP3aHM C KJIMMara, C€ MPEBpPHIIa B KIOYOB TNPUOPUTET TPU B3EMAHETO Ha
(uHAHCOBHU pEILEHUs U 3a PEeryJaTOpHUsS HaA30p BbB (PMHAHCOBUS CEKTOP, OTKAKTO
PaGotnara rpyna 3a ¢QuHaHcOBO omoBecTsiBaHe, cBbp3aHo ¢ kiaumara (TCFD)
CTapTUpa CBOUTE MNPENOPBKH OTHOCHO OIOBECTSBAHETO HA PHUCKOBE, CBBP3aHU C
kinumMara, mipe3 2017 r. BuumanueTo KbM U3MEHEHHETO Ha KiumaTta B EBpomeiickus
ceto3 (EC) e ¢ mpuoputeT, KOUTO ONpeneiad CTpaTerusi, HacouyeHa KbM
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TpaHc(hopMHpaHe Ha KOHTUHEHTAa KbM HETHU €MHCHUHU Ha MapHUKOBU Ia30Be, PaBHU
Ha Hyna 1o 2050 r. EC BB3nara meHTpamHa pois Ha (PUHAHCOBHS CEKTOpP, KAaKTO €
pernamentupano B Ilman 3a neiictBue Ha EC or 2018 r. 3a ¢uHaHCcupaHe Ha
YCTOMUMB pacTeX C L] yBeIMYaBaHE HAa MHBECTUIMHUTE B YCTOMYMBM NPOEKTU U
HacbpuaBaHE Ha UWHTETPUPAHETO HA EKOJOTMYHH, COLMAIHU U YIPaBICHCKU
kputepun (ESG) B ynpaBiieHHETO Ha pHCKa.

Huec ESG Beue e mmpoko nonymsipeH TEPMHUH, KOUTO HECHbMHEHO OKa3Ba BIIUSHHE
BBpPXY PELICHUATAa HA MHBECTUTOPUTE M MOTPEOUTENIUTE MO CBeTa. TeHIeHUusATa He
ocTaBa He3ales3aHa BbB (PMHAHCOBUS CEKTOP, KaTo nmpoyuyBaHe Ha Dun & Bradstreet
nmokaspa, ye 29 or 30-Te Hali-rosieMH KOMIIAaHWHM 3a (DMHAHCOBHM YCIYTH B CBETa
npuoputuszupatr ESG nnunuarusure [2].

Cnen xato (pUHAHCOBUTE MHCTUTYLMM OCh3HABAT HEOOXOJUMOCTTA OT ONa3BaHe
Ha OKOJIHAaTa cpeja M HOJIbp’KaHe Ha BHUCOK COLMAJIEH MOpal 3a IOCTUIAaHETO Ha
ycroitunB ¢uHaHcoB ycnex, ESG Hamupa cBOeTO MSCTO B pa3BUTHETO Ha OM3Heca.
ETvynuTe ¥ OTTOBOpHM OWM3HEC MPAKTHKH CIIOMArar ABJITOCPOYHOTO MKOHOMUYECKO
pasButue, 3aroBa U ESG cTaHmapTure MOCTENEHHO HAaBIM3aT B KOPIOPATUBHUS
KHUBOT, IIPEJOCTaBSIIKN HOBA MEPCIIEKTHBA 33 CIIPABE/IIMBO YIIPaBJICHHUE.

B nacrosimaTa Hay4Ha cTaThsl OOCKT Ha M3CIICABAHE M aHAIIN3 Ca JIBETE TCHICHIINN
— 3eNeHHAT MapKeTHHI W JUTUTamHata TpaHcopMamuss ¢ HaBIM3aHE Ha
n3kyctBeHusT uHTenekr (Al). Ilenta ma pa3paboTkara € Aa yCTaHOBM HHMBOTO Ha
BJIMSIHUE HA T€3U TEHACHIMH BbPXY €(EeKTHBHOCTTA HA (PMHAHCOBUTE MHCTUTYIMH U
TAXHOTO IMpPEICTaBsSIHE B KOHKYPEHTHATa U TPyJHA UKOHOMHMYECKA Cpela, B KOSATO Ce
Hamupatr. 3a Aa ObAe MOCTUrHATa Ta3u LEN, € HY)KHO Ja C€ U3ACHAT IMPOU3X0Ja,
ponsta u epexture Ha ESG u 3eneHus MapKeTHHT, KAKTO M MOXE JIM W3KYCTBEHUST
uHTenekT (Al) na O6bpae KIOYBT HE caMO KbM TpaHC(HOPMHpPAHETO Ha (PUHAHCOBHS
nei3ax, HO M KbM YCKOPSIBAHETO Ha MbTYBAHETO HU KbM MO-E€KOJOTMYHO, IO-
ycroiunBo Obaeme? [3]

Kakso e ESG 6ankupaHne u 3ej1eH MapKeTHHI?

ESG GaHkupaHETO MOXeE Ja ce ONMpeae/ii KaTo KOHIIEMIUS 3a OaHKOBa JIEHHOCT,
OCHOBaHa Ha MPHHIUIIMTE Ha €KOJOIMYHA, COIMAIHA M KOPIIOpaTHBHA OTTOBOPHOCT B
I/IHTCpeC Ha CCralmrHoOTO U 6LJICHH/ITG IIOKOJICHHUA, a C"[)HIeBpeMeHHO nu HpaKTI/ILIeCKO
OCBIICCTBABAHC HA MHUIIMATHUBUTEC 3a ITIOCTHUTAHC HCIINTC 3a YCTOI‘/'ILII/IBO paSBI/ITI/IC nu
JOpyrute oOIIecTBEHO 3HauMMH HeHHOCTH. CBeta u mo-koHkpeTHo EC cu mocraBu
JI0CTa BHCOKH LIEJIM CBBbP3aHH C KIIMMAaTa.

,,HaHH/IHT IIOJINTUYCCKHU aHT'a) KUMCHT J1da CTAHEM H’BpBI/IﬂT KINMAaTU4YHO HGYTpaJ'IeH
kouTuHeHT 10 2050, cera e u 3akonmen takbB“, (Ursula von der Leyen, EU
Commission chief).

3a ;ma ce u30erHe riIoOaaHOTO 3aTOILISHE, KaTO Ce MOAAbPKa MOBMIIABAHETO HA
riobanHaTta TemrepaTtypa o 2 rpajayca 1o Llexsuii Hax mpeIuHIyCTPHaTHNTE HUBA,
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[TapmkKOTO criopa3yMeHuE U3UCKBA OT BCHUUYKU CTPAaHHU Ja IOCTUIHAT HEYTPATHOCT
Ha BBIVICPOJHUTE EMHCUH C HalMoHaMHO onpenenean npuHocu (NDCs). 3a
MIOCTUTAHETO HA Ta3U LEJI Ca 3aJI0KEHH J1Ba BPEMEBH IIEPHOA:

ot 1990 no 2030 r. — 55% namanenne Ha emucuute Ha GNG; mo 2050 r. — 100%
HaMaJIsiBaHe Ha MapHUKOBH ra3oBe.

B wm3nbiHeHneTo Ha Tasu men bankute B EC OBbp30 HaBakcBaT THEBHUS pel 3a
ycroiuuBocT. IlpaBuTencTBata mo cBeTa MOEMaT AaHTaKMMEHTH Ja HaMaJir
BBIJIEPOJHUTE €MHUCHM, C KOETO IPEAM3BUKBAT IPWINB HAa MHTEpEC KbM uHCTaTa
€Heprusl.

[Tangemusta Covid-19 camo yckopu mpomsHaTa: IMOBEYE OT €IHa Tpera OT
cpencTBara 3a Bb3cTaHOBsiBaHe Ha EC ca 3ajeneHu 3a (MHAHCHUpaHE Ha 3€JICHUS
npexon . Ilpesunentst Ha ELIb Kpuctun Jlarapa o0siBM mpomsiHa KbM IO-3€JI€HA
napuy4Ha rnosnuTtuka npes sHyapu 2021 r. Kato ¢uHaHcoBH nmocpeHUIM OAHKUTE OT
EC ca B yHuMKalHa Mo3uLus Ja YyJECHAT TO3M npexold. OCBEH peryiaTopure U
HOJUTHULIMTE, T€ CHIIO U3MUTBAT HATUCK OT JPYTU 3aMHTEPECOBAHU CTPAHH.

COVID-19 npenoctaBu ChILO U AOMBIHUTEIHU JOKA3aTENICTBA 32 €()EeKTUBHOCTTA
Ha ESG u cBbp3aHM npoyuyBaHUs ca YCTaHOBMIM, 4ye no-sucokure ESG pesynratu
Morar Jja TeHepHpaT M0-BUCOKa BB3BpbIIaeMocT 3a ¢pupmute 1o sBpeme Ha COVID-
19, nokaro ¢pupmure ¢ ESG koHuemnmu ca no-ycroitunBu Ha puck (Yoo et al. 2021 ;
Omankhanlen u ap. 2021 r.) [4]. Bpoacrok u ap.( 2021 ) [4] uscnensar ponsta Ha
ESG no Bpeme Ha npenuzBukanata or COVID-19 ¢unancoBa kpu3a U OTKpHUBAT, 4e
ESG namansiBa ¢puHaHCOBHUS PUCK M 1TOI00PsiBa (PUPMEHOTO MPEICTABSHE.

3eNeHUAT MAapKeTHHI C€ OTHAacs KbM TIpaKkTHKata mo pa3paboTka u
HOMYJISIpU3MpaHe Ha NPOAYKTH Bb3 OCHOBA Ha HCTHHCKAaTa WM Bb3IpUETA
€KOJIOTHYHA ChOOpa3HOCT M ycroWunBOoCT. B koHTekcta Ha ESG e oT pemasamio
3HAYEHUE 3€JICHUTE MPOJIYKTH U YCIYTH J1a ca 100pe HACOYEHH, 3a J1a OTTOBOPST Ha
cnenu(UYHUTE HYXKAM Ha KIMEHTUTEe. baHKkuTe Morat Ja WHTErpupar pemieHus 3a
Ipocie/isBaHe Ha BBIJIEPOJ B CBOUTE OAHKOBH MPHIOXKEHMS, 3a Ja IOJIydaT
npefcTaBa  3a YCTOHYMBOTO TOBEJCHHWE HAa KIMEHTUTE M J1a [PEIIoKaT
NEPCOHANIM3UPAHHU PelIeHus. B nonbiaHeHne KbM NEPCOHATU3UPAHETO, JOCTHIIHOCTTA
€ JIpyr KJIIO4YOB aCHEKT, KONTO KOMIIAaHMUTE TPsiOBa a B3eMaT MPEABU IIPU HOBOTO
3agbipkeHre. bankuTte TpsOBa fma ce CTpeMAT Ja HAmpaBsT YCTONUMBHU PEIICHUS
JOCTBIIHM 32 HIMPOK KpPBI KIMEHTH, KaTO IMpe/ularaT MHOXECTBO KaHalM 3a
JUCTpUOyLUs,, OCUTYpsiBaT JIECEH 3a U3MO0J3BaHE MHTEp(eidc M MHCTPYKIHUH,
OCUTYpsIBAlIM MO-JIECEH JOCTBHII.

B chmoro Bpeme KIMEHTUTE M CIY>)KUTEITUTE OYAKBAT KOMIIAHUHMTE Ja 3aCHIISAT
ponsita cu B Oopbara ¢ M3MEHEHHETO Ha KJIMMaTa M COLMaNHuTe nmpomeHu. Hsama na
ce TOoJepupaT KOMIIAHUUTE, KOUTO MPOCTO IUIAINAT HAa JyMU WM IpeyBeIrYaBaT
ceoute ESG mwiHOMOImMS B Taka HapeyeHOTO ,M3MHBaHe Ha 3eneHo [5].
,»3EJIEHOTO MPOMHBAHE € CHIIHOCTTA HAa ,,aHTU-YCTOHUYHMBO®‘. HsIKOM MapKeTHHTOBH
CTpaTeTHH BOJAAT NOTpeOHTENHUTE C JOOpWM HAMEpEHHUs MO TpemeH MbT. B chioro
BpEME €KOJIOTMYHHUTE MPOOJIEMH, KaTO 3aMbpPCSABAHETO HA OKEAHUTE U Bb3JyXa, ca B
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3aCTOM WJIM c€ BIIOIIABAT. 3a Jia ce CIIpe XaOTHYHOTO M3pa3Xxo/BaHE Ha Mapu U BpeMe
OT MHOTO HEJOOPOCHBECTHH KOMIAHHHM 3a Ja TBBPIAT, ,,HUE CME YCTOHYMBH,
OTKOJIKOTO Jia TpwiaraT peajHd OTTOBOpHH Owm3Hec mnpaktuku. EIl moarorsm
JIUPEKTHBA, KOSITO € YacT OT IbPBHS MaKeT 3a KpbroBaTa MKOHOMHMKA, 3a€HO C
Pernamenra 3a ekoauzaiin[6], PerimamenTa 3a cTpouTeIHHTE MPOAYKTH [7]U HOKIama
Mo cOOCTBEHa WHUIMATHBA OTHOCHO cTpaTerusita Ha EC 3a ycTOWYMB U KPHIOB
tekcTiwi[8]. Ts mpompaBsi mbTS KbM HOBa IUPEKTHBA OTHOCHO TBBPICHUATA 32
€K0JIOrocho0pa3zHoct[9], KOsTO Iie yTOUHABA JOMBIHUTEIIHO YCAOBUATA.

Otpaxenue Ha ESG u 3ejleHUs MADKeTHHT BbPXY ThProBCKUTE OaHKH.

HapactBamusr uHTEepec KbM ycToWunBoTo ¢(uHaHcupaHe u ESG e sceH, HO
JOKBJIe TpsOBa Jaa cTurHat 6aHkuTe npu BkiItouBaHeto Ha ESG B cBouTe cTparerun?
[TonacTosimem OaHKUTE HOMNaAaT B TPU KaTErOpHUH, KOraTo CTaBa BBIPOC 3a TAXHATA
ISUIOCTHA CTPATErus:

ComusgBamure ce cuntat ESG 3a ynpaxseHue 3a GopMaaHOCT U peryiaaTopHa
TeXecT. Te OTroBapsAT Ha MUHUMAJIHUTE PETYJIaTOPHU CTaHAAPTH, HO HE C€ BKIIIOUBAT
yYCTOMUYMBO B pa3pabOTBaHETO HA CTpATETHsl.

IIparmatunmre npusHasat, 4e ESG Moxke 1a nosnuse Ha NPOU3BOAUTENIHOCTTA U
ce CTpeMAT KbM Obp3u mnevyandu, 3a Ja OTrOBOPAT Ha M3MCKBAaHMATA Ha
3aMHTEpecoBaHUTe CTpaHu. Te mpupasar u3BecTHa TexecT Ha KPI B cxemure 3a
CTUMYJIUpAaHE Ha YNPaBJICHHETO U IPEXBBPJAT OTTOBOPHOCTTA 3a IMPWJIATAHETO Ha
ESG Ha BucIeTo prKOBOJCTBO.

Crpare3uTe MMaT OCHOBAaHHUs Ja BSpBaT, ye IMOBeueTo OaHKM TpsiOBa na ce
CTpeMsT J1a ObJaT ychpaHU U yoenurennu B npuiaraHeto Ha ESG nenute. Tosa e
Bb3MOKHOCT 3a HOJOOpsSBaHE Ha pelyTalusTa, HaMalsiBaHE Ha pHCKA OT
KpeJUTUpaHe U MOTEHIMAIHO [0J00psBaHe Ha Bb3BpbIlaeMocTTa. Hanpumep, HIKOH
0aHKM ca CU MOCTABUJIM CTPOTH LIEJIU 3a HaMaJliBaHE HAa M3JIaraHETO HA BBIVIEPOIHO
MHTEH3WBHU JIEHHOCTH KaTo BbIVIeA0OMB. MHOTO (MHAHCOBM HHCTUTYIHMH Ca Ce
npuckeMHIWIM  KbM [IpuHnmmure ©a exksaropa[l0], ©HaGop ot Hacokw,
OpefHa3Ha4yeHu Jla OLEHABAT M Ppa3MIekKJaT EKOJOTMYHUTE U  COLMATHUTE
BB3JCUCTBUS B IPOCKTUTE.

3a ma ce mocturHe toBa, ESG Tpsa6Ba nma Obne siceH mpuopuTeT 3a O6opra u
ympaBiieHCKus ekurl. To He TpsOBa Jja ce orpaHuyaBa 70 IpoOIeMuTe ¢ KIUMaTa, a J1a
BKJIIOYBA U COLIMAJIHU U YIPABICHCKU IPUOPUTETH.

CouuanHuTe BBIPOCH, Bapupaly OT TPYAOBUTE OTHOLIEHUS 10 CTaHAAPTUTE 3a
BepHUrata Ha JIOCTaBKH, m3octaBar ¢ (akropure ,,E“ m mopm ,,G“, HO commanHara
OTrOBOPHOCT O€ MOAJI0KEHA Ha 3aCHJIEH KOHTPOJ 110 BPEME Ha NMaHJIEMUATA, 0COOEHO
10 OTHOLICHHE Ha JICYEHNUETO Ha CIIyKUTEIIUTE.

[IbpBata crenka kbM xonuctuyHa ESG tpancdopmanus e pazdbupanero, e T4 11e
3acerHe Bcska OaHka. ESG 3acsra Bceku acmeKkT OT IpaBEeHETO Ha Ou3Hec — OT
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Iu3ailHa Ha TpPOAyKTa JO VIpaBiIeHHETO Ha JaHHU. llpenopbpuMTenHo e
YIPaBJICHCKUTE SKHUIX JIa Pa3paboTAT MbTHA KapTa 3a BKIIOYBAHE Ha YCTOWYMBOCTTA
B CTpaTerusita, OW3HEC IEeNINTEe M OpraHu3alMOHHATa KynTypa Ha Oankara. ToBa
BKJItOYBa JieuHupane Ha siced Habop ot KPI 3a Gu3nec eauHuLm u npocieasBaHe Ha
ESG nannu 3a uamepBaHe Ha ycriexa.

bankuTe TpsOBa CHIO Taka Jja BH3MPHEMAT IPO3PavyeH MOIXO0/ 3a ChOOIIaBaHe Ha
TE3M LEJU Ha CBOUTE 3aMHTEPECOBAHM CTPAHH, BKJIIOYMTEIHO YCHBBPLICHCTBAHA
cucTeMa 3a OTYMTaHE, 3a Ja OCUTYpAT u3MepuM ObT KbM TexHure ESG menu.
3aBuxpu ce Oyps OT peryiaTopHu u3uckBaHus okojio ESG, ot Takconomusita Ha EC
JI0 TIPUIBPKAHETO KbM CTaHIapTa Ha EBpomneiickust 6ankoB opran (EBA)

CTpare3uTe HAITBIIHO UHTETPUPAT YCTOWYMBOCTTA B CBOSI OM3HEC MOJEN U CUUTAT
ESG 3a gact ot nenta Ha 6aHkata. Te MOCTaBsIT aMOMIIMO3HHU LEJIU 332 YCTOWYMBOCT C
OTIOBOPHOCT Ha HUBO O0p/I.

Koe e npurtecHuresiHo 3a G6ankute B EC M kak mMoratr aa oTroBopsit Ha
HOBHUTE U3UCKBAHUSA?

EBponelickute OaHKM ca M3MNpaBeHM Ipe]l Hail-CTpOruTe B CBeTa IIpaBHUiIa 3a
otuntane Ha ESG. [lo 2024 r. perynaTopure miaHupart Ja 3aMEHIT HEPAaBHOMEPHUTE
U HETOCJIeOBaTeIHN JaHHH, TOKIAJABAHU OT CEKTOpa, ChC CTPOr HAOOp OT HOBH
MIOKa3aTeNH! 3a OLEHKA Ha €(DEeKTUBHOCTTA HA CEKTOpa 38 YCTOMYMBOCT.

Hosure npaBuia 1e o3HayaBaT, Y€ IPyNH CbC Celaiuile B EBponeiickus cbro3,
BritountenHo Mcenanaus, Jluxrenmaiin u Hopserus, me TpsOBa na JOKIagBaT 3a
TOBA JIOKOJIKO TAXHOTO (PMHAHCHpaHE € choOpazeHo ¢ TakcoHommusTa Ha EC, KoiTO
ompezenss KOM JEHHOCTH ce cuuTaT OopUIMaIHO 3a ,,ycTohuymBH. CremeHTa Ha
NpUBEXJaHEe B CHOTBETCTBUE IIIe ObJ€ M3pa3eHa upe3 /Ba MoKa3aTessl: KOeUIIUEHT
Ha 3eneHn akTuBH (GAR) M koeuIMEHT Ha TNPHBEKAaHE B CHOTBETCTBHE Ha
TaKCOHOMHMsATA B OanaHca Ha Oankara (BTAR) [11].

Koepuumentsr Ha 3enenn aktuBu (GAR) ce wu3monsBa 3a M3UMCIsABaHE Ha
yCcTOHYMBY MHBECTHIINU B OankuTe. KoeumeHThT mokasBa AembT HA ChOOPA3CHUTE
C TaKCOHOMUSITAa UKOHOMUYECKHU JIEHHOCTH M yCTOMYMBU MHBECTUIMM Ha OaHKaTa B
HeliHUTe 001K akTHBHU. TyK Bb3HUKBA MPOTHBOPEYUE, OHEKE AKTUBUTE, KOUTO HE
ca TIPUBEJICHN B CHOTBETCTBHE C TAKCOHOMUSITA, BKIIFOUYBAT KAKTO aKTHBH, KOUTO HE
ca TMPUBEJCHA B CHOTBETCTBHE C TAKCOHOMMSITA, TaKa M aKTUBH, YUSATO YCTONYMNBOCT
HEe MOXke Ja ObJie oueHeHa. EnHa oT Bb3MOXKHUTE MPUYMHU 3a TOBA €, 3al10TO HE ca
obOxBaHaTt oT TakcoHomusTa i NFRD/CSRD. B pe3synrar Ha ToBa MHOTO OaHKH,
ocobeHo Te3u, Gokycupanu Bepxy Kpenutupanero Ha MCII, He ca B chcTOSIHHE 1A
m3uncnsaT ceoure GAR mo cmMucineH HayuH. 3a Jla TPEAOCTaBH JOMBIHUTEIHA
uHpoOpMalUsi OTHOCHO CTENEeHTa, B KOATO OaHKuTe (UHAHCUPAT YCTOWYMBHU
neitHocty, BTAR wu3puuHO BKIIIOYBAa €KCHO3MIMHU KbM CyOEKTH, KOUTO He ca
obxBanatu or NFRD/CSRD.

Cera ot 0aHKHTE Ce WCKa Ja MPEJOCTaBiIT MHPOPMALUSA 32 YacTTa OT TEXHHTE
0aHKOBH OajlaHCH, KOMTO Ca B CbOTBETCTBHUE C TakcoHOMUsTa Ha EC — BKIIIOUMTETHO
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TAXHATa eKcrno3uuusi KbM Manku U cpeanu npeanpustus (MCII) u  apyru
OpeAnpusIThs, KOUTO He OTroBapsAT Ha JlupekTtuBata 3a HE(PHHAHCOBO OTYHTAHE
(NFRD), karo te3m, 6azupanu u3pbH EC. Ilpenm3BukarenctBo 3a OaHKUTE € Ja
cbOepaT HEOOXOJUMMTE JAaHHHM JIBYCTPAHHO OT CBOUTE KJIMEHTU WIN Aa HU3YUCIAT
JIUTICBAIIMTE AaHHW. BBIpeKku ToBa YUCTOTO ChcpeaoTodaBane Bpxy GAR Ou mano
Ha OaHKUTE CTHMYJ Ja OTIYCKaT 3aeMH CaMO Ha KOMIIAHWHM, OOXBaHATH OT
NFRD/CSRD, u Ou ru 00€3ChpUmwiio Aa TOIKPENSIT KOMIAHHH, KOUTO HE ca
ooxBanatu or NFRD/CSRD, B ycunusita umM 3a mpeMuUHaBaHE KbM BBIVIEPOJHA
HEYTPaIHOCT.

Kpenutopure me TtpsOBa na JOKIaABaT 3a M3JIAaraHETO CH HA PHUCKOBE OT
U3MEHEHHETO Ha KJIMMaTa M KaKk TM CMEKdYaBaT, KaKTO M HHUBOTO HAa €MHCHHTE Ha
MApPHUKOBHU T'a30B€ BbB (DMHAHCUPAHUTE MPOCKTH.

bankuTte mpus3HaBaT, 4ye mpaBwiIaTa MMaT 3a IeN Ja IMOAKPEIsT MHOo-100poTo
oTynTaHe Ha KiodyoBa umHpopmarmsa 3a ESG m ma nmoBemar 1o mo-ycTOHUMBHU
UKOHOMHKH. OnaceHusTa Ha OaHKUTE MPOU3TUYAT OT TOBA, ue EBpomnelickusaT 6aHKOB
opran (EBA) peiictBa TBBpae Obp30, NpeaynpexnaBaiiku, ue pa3yUTaHETO Ha
HPOKCH U OLIEHKH III€ [T0JIKOIae TOYHOCTTA Ha ONIOBECTABAHUATA.

B O0GennHEeHOTO KpaJCTBO Ce€ BBbBEXKAAa HOBO MoHsATHE lloTpedurencko MHTO,
BMeHeHO Karo Ilorpeburenckoro 3ambikenne Ha CayxOata 3a  (HHAHCOBO
nosenenue (FCA), koeto Bnu3a B cuiia Ha 31 tonm 2023 1. 32 HOBH M CHIIECTBYBAIIN
npoayktu winn ycayra. Consumer Duty [12] ompenenst mo-cTpord u mpo3payuHu
CTaHJApTH 3a 3allUTa Ha MOTPeOUTENUTE BHB (MHAHCOBUTE yciyrd. ChIriacCHO TOBa
3aIbJKeHNE (PMHAHCOBUTE MHCTHTYLMHU Ca JUIBXHU JIa TapaHTUPAT, Y€ KIUEHTHTE
MOJTy4aBaT SICHa KOMYHUKAIUS U 9 (UHAHCOBUTE MPOJAYKTH M YCIyTH OTTOBApST Ha
texaure HyXau. Consumer Duty me urpae Bakna pousis npu opopmsaero Ha ESG
CTpaTeruuTe Ha OaHKUTE, KaTO Bh3jara Ha (GUPMUTE Ja MPUOPUTU3UPAT HYKAUTE HA
KJIMEHTUTE CH Ha apeOHo. OCBEH Ye JeicTBAT 3a NMOCTHraHe Ha JOOpH pe3yiTaT 3a
KJIMEeHTUTe, pupmute 1ie TpsiOBa a pa3depar U ga AOKaxarT Jald Te3U pe3yiTaTH ca
MOCTUTHATH.

3aKOHBT IJIacH, 4Ye MojJKpenara TpsOBa na ObAe AOCTHIIHA U 32 HE(PUHAHCOBHUTE
MHCTUTYLIMM, KOUTO TpsAOBa Ja ce€ CbCpeAoToyaT BBbPXY OOY4YEeHHETO Ha
kiaueHTuTe. DUpMHUTE MOTAT CHIIO Taka Ja MoJ00pAT TOCTHIHOCTTA, KATO MpeaiaraT
00pa3oBaTeNTHN PECYpCH M MOJKpENa, 3a Ja MOMOTHAT Ha KJIMEHTHUTE Ha IpeOHO 1a
pa3bepaT npeauMcTBaTa Ha TEXHUTE 3eJIeHU mpeasiokeHus. ToBa Moxke /1a BKIIIOYBA
NpeloCTaBsiHE Ha sicHa MHQpOpMalMs 3a BB3ACHCTBUETO Ha MNPOAYKTUTE BBPXY
OKOJIHATa Cpefa, MpeajaraHe Ha HACOKM 32 YCTOHYMBH MPAKTUKH M MOJIIOMaraHe Ha
KIMEHTUTE TP W3MEpPBaHE W HaMaJsIBAHE HA TEXHHUS COOCTBEH OTIEYATHK BBPXY
OKOJIHaTa cpeja.

[MoTpeOuTenckoTo 3aabDKeHne N3UCKBa mpo3pauHoct Consumer Duty requires
transparency. Consumer Duty u3uckBa (p)MHAHCOBUTE MHCTUTYIMH Jla TapaHTUPAT,
4ye KJIMEHTUTE UMAT JOCTHII 10 UH(POpMAIHATA, OT KOSTO C€ HYXKJIAsAT, 3a J1a B3eMar
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uHpopMupanu pemeHus. ToBa BkiIOYBa WMHPOpPMAIUS 3a BB3ACHCTBUETO BBPXY
OKOJIHATa cpeJia Ha (PMHAHCOBUTE MPOJYKTH U YCIYTH.

CprnacHO HOBOTO 3aAbDKCHHE OaHKHTE TpAOBa Ja B3eMaT MPEIBHI
MOTEHUUAIHNUTE (PUHAHCOBU TOCJIEIUIU OT HEPUHAHCOBU (AaKTOPU BBHPXY TEXHHUTE
KITUCHTH.

Hanpumep, korato KIMEHT KaHAMJATCTBA 3a HUIOTEUCH KpeIuT, OaHKUTe IIe
TpsiOBa 1a MpeAoCTaBsIT HH(OPMAIHA 32 Pa3XOAUTe, CBbP3aHH C KUBEEHETO B HOBUS
UMOT. [To-royisiM oM MM 10M C HUCKA €HEpruiiHa e()eKTUBHOCT MOXKE JIa JIOBEAE J0
3HAYUTEIIHO MO-BUCOKH Pa3xou U (PMHAHCOB CTPEC 3a KIIUEHTUTE.

Ako OaHKHUTE MpeHeOpersaT /1a pasrienaTr M aapecupar J00pe W3BECTHH PHUCKOBE
0 BpeMe Ha KOHCYJTAIlMd C KJIMEHTH, TOBA IMOKa3Ba HEHM3ITBJIHEHHE Ha TIXHOTO
3aJIBJDKEHHE 3a TPHUKa U CIIa3BaHE Ha 3abJHDKEHUETO Ha TOTPEOUTENNTE.

CrnenoBareiHO OAaHKHUTE Cc€ HYXKIAsT OT JAHHU W MPOAKTUBHOCT, 3a Jla IOMOTHAT
Ha KJIMEHTHTE Ja pa3depar mo-go0pe Te3u (akTopH U Ja MPEeOCTABAT NPUIOKUMHU
npenopbku. [IpocneasiBaHeTo Ha BBITICPOJHUTE EMUCHH MOKE Jla MIpae peniaBaiia
pOJISt B TO3M MPOLIEC, KATO € OT MoJI3a KaKTo 3a OaHKUTE, TaKa U 3a KIIMCHTHTE.

Hamuunara cratuctuka mokaspa, ye 37% oT morpeOutenure Ha (QyHKIUSATA 3a
BBIJIEPOJICH OTIIEYATHK CE aHTAXKUPAT C MPEIUIOKEHUTE UM JICHCTBHS 32 KIIMMaTa; ChC
CpeaHo Bpeme Ha mpectoi 4-6 muHyTH. [lmoc ToBa, eqHa TpeTa OT aHTAXKHUPAHUTE
norpeburenu ca Gen Z/MuneHnaan, KOeTo nmoMara 3a Objeriara norpedburencka 6asa
Ha Oankara. Jlpyro mpoyuBane Ha Kearny [13], mpoBeneHo cpen pecnoHICHTH B
EBpoma mpe3 2022 r., mokaszea, 4e 30% OT moTpeOuUTeNuTe ca TOTOBH Ja IUIATAT
mexay S u 10% npemust 3a 6ankoB npoaykT ¢ ESG kavectsa.

Mo:ke Ju u3KycTBeHUSIT HHTeseKT (Al) ma Obae KIOYBT He caMO KbM
TpancopMHpPaHeTO Ha (UHAHCOBATA Cpela, HO M KBbM YCKOPSBaHETO Ha
NbTYBAHETO HU KbM M0-€KOJOTHYHO, MO-YCTOHYNBO Obaelne?

B nagnpesapara 3a MHOBalIMU B 00JIaCTTa HA KIIUMAaTa, H3KYCTBEHUAT HHTEJIEKT
MOKe J1a Obae TaiHuaT SOS 3a TIachbK HAa 0aHKHU, KOUTO Ca JOCTAThYHO ABJIIHOBUIHH,
3a J]a BIPErHaT CUiIaTa My.

B emoxa, B KOATO € HEBB3MOXKHO Ja C€ NpPEeHEOperHe HEOTIOKHOCTTa Ha
M3MEHEHHUETO Ha KJIMMAaTa, CBETHT CE € HACOUMJI B ThPCEHE Ha YCTONUMBH pelieHus. B
TOBa TIpeciieIBaHe OAHKMPAHETO € CEKTOp, KOWTO MPUTEKaBa OTPOMEH MOTEHITHAI 32
TMOJIO’KUTEITHA TIPOMSTHA.

Ha mnpara na Al peBomonus, Oankure wmorar na wm3mnomsBar Al 3a na
PEBOJIIOLIMOHU3UPAT CBOMTE YCIAYTH M Jla OCUTYPST TEXHOJOTMYHO CHhOOpA3eHU C
OKOJTHATa cpefa 0aHKOBH pemieHus. ToBa € Bb3MOKHOCT, KOSITO MOKE Jla TIOMOTHE Ha
OaHKHUTE J]a OTTOBOPAT HA MOTPEOMTEIICKOTO THPCEHE, N1a M3TPAIST JOSIHOCT W Ja
YCTaHOBST JloBepue, na CTUMYJIHpAT MIPUEMaHETO Ha TEXHUTE
YCTOWYMBH/€KOJOTUYHU 3a€MHU U J1a U3ITBJIHAT U3UCKBAHUSTA HA PETyJIaluuTe.

3a ma ce mpoBeAe YCIEIIHO W JOCTaThYHO TOYHO M3MEpBaHE Ha BBIVICPOIHUTE
€MICHH 32 WHAMBU, JOMAKHHCTBO WM OW3HEC, TpsAOBa Jja ce 3Hae B KOsl 00JacT Ha
pa3xoJBaHe € JajeHa TpaH3akuusa. Al mMoxe ga momorHe aa ce MASHTHQHULIHpA U
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oTpezeNu MpaBuiiHATa KaTeropus (Bb3 OCHOBA Ha aHaJIU3 Ha yebcaiiTa Ha ThProBell),
npeu 1a Kiacupuimpa eMUCHOHEH (pakTop.

Al e ynecHu mpeACcTaBsIHETO HA HAM-TIOXO/SAIIOTO ACHCTBUE 32 KIMMaTa, KOETO
e JoBese A0 Hail-3HAUMTEIHOTO HamallsiBaHEe HAa €MHUCUUTE (KOETO € MOCTHXKUMO U
YIOpaBISIEMO 3a IBJIBI MEPUOJI OT BpeMe) Bb3 OCHOBA Ha ycliexa Ha APYrd OM3HECH.
Al MoXxe cbIIO Ja TOMOTHE 33 MOTHUBHpPAHETO HAa WHAMBHI WIM Ou3HeC 1a
npeanpueMe JIeiicTBre upe3 aHaIM3HpaHe Ha TOJEMH Ha0OPH OT MO-paHO BB3MPHETH
MOBEJICHUS U Hall-yCIICITHUTE ABUTATEIIN/TIOATHITN 3] TAX.

3a OaHKUTE TOBa € MSCTOTO, KBAETO T€ MOTaT Ja 3aTBOPAT LUKBIA 4pe3
HachpyaBaHe HA YCTOWYWBU MPOMYKTH U ycnyru. [lo To3u Haunn Al moxe cbhino na
ObJle MOLIEH MHCTPYMEHT 3a Ch3JaBaHE HA MEPCOHAIM3UPAHU ,,TOUKH Ha TpHUEHE",
KOUTO M3MOJ3BAT 3HAIM/M3BECTHs, 3a Jla CTUMYJIUPAT IMO-YCTOMYUBU H300pU IO
ChIMA HAYUH, N0 KOWTO BOJACIIMTE THPrOBLUM Ha JAPEOHO T'M WU3IOJI3BAT, 3a J1a
CTHMYJIUPAT CBpbXoTpetienue. [14]

IIpakTHYecKH NPeNOPHKU KbM OaHKHTE
OTHOCHO npeacTaBsineTo Ha ESG 6ankupanero

Hsma wneanna ¢opma Ha ESG-Oankupane (umcrta crparerus). ITo-ckopo ESG
OGaHKMpaHETO aapecupa COLMAIHO BaKHU BBIIPOCH, KaTO YEPIU OT HATPYNAHU ONUT
OT pa3IMYHU aNTePHATUBHH MOAXO0U (cMeceHu crpareruu). Perymupanero va ESG-
OaHkupaHeTo B3eMa (opMa Ha MPENOPBKHU 32 CHUHTE3 U Bb3MPOU3BEKIAHE Ha Haii-
T00pH MPAKTUKH.

Tpaguumonnure QyHKIMM Ha OaHKaTa TpsAOBa Ja BKIIOYBAT MPOLEAYpH 3a
uaeHTHQUIMpaHe M OLeHKa Ha Bb3zaedcTBuero Ha ESG-daxropute, KakTo u
CTUMYJIMpaHe, perucTpupaHe U HaONIOJCHHUE Ha CMa3BaHETO Ha TE3M MpoLeaypH. 3a
Ta3W IeJ1 ChUIECTBYBAILM U OBJCIIN BHTPEIIHH PETIaMEHTH TPsiOBa Ja MpeaBIKAAT
BB31eicTBUeTO Ha ESG-(hakTtopure, KOeTo 1a ce B3eMe MpeaBH/I P ONpeAesTHE Ha
YJIEHCTBOTO B YNPAaBUTEIHUTE OpPTraHW, B3€MaHE Ha PELICHUS U paslpesensHe Ha
pecypcu. Brerpemnure pasznopendu TpsOBa Aa ce HpepasryiexaaT M aKTyaau3upaT
penoBHO B cBeTiuHata Ha ESG ¢akropure, Hapes ¢ Apyru cboOpaeHHs.

OyHKIMHTE, pa3npefeCHHeTO Ha 3aIbJDKCHUATA W B3aUMOICHCTBUATA MEXITY
BCUYKM YIPABUTEIIHW OPraHM M CTPYKTypH Ha OaHKaTa IO OTHONICHHE Ha
npuiarasero Ha npuHiunure Ha ESG He Tps6Ba ga nmpoTUBOpeyYaT Ha MPUI0KUMOTO
3aKOHOAATEICTBO WM O(QUIMAIHUTE BBTPELIHU pa3nopealdu, KOUTO ca HaAJIeKHO
onobpenu. [Iporeaypu 3a pa3perniaBane Ha MoTeHIUATHE KOHGIHMKTH Mexay ESG u
Opyrd ympaBieHCKHM (QyHKOMM cieaBa nAa Opmar mocoueHn B Kogekca 3a
KOPIIOPATUBHO YIPABJIECHUE U JIPYTH BHTPELIHU pa3nope10ou.

[punuunure na ESG-Oankupanero TpsiOBa ga ObJaT OTpa3eHH B KajpoBaTa
NOJUTUKA W B CXEMHUTE 3a OLEHKA, BB3HAIpaXICHUS U CTUMYJIHMpaHE Ha
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CIY)KUTEIUTE. 3aeTHO ¢ KOJWYECTBEHUTE KPUTEPUHM TPpsAOBa J1a ce M3MOJ3BAT SICHO
onpeJieTIeHN Ka4YeCTBEHHU OIICHKH.

Otuyurtane Ha ESG

ESG 6anxute TpsOBa na orpasar cBoute pe3yiatatd oTr ESG BBB (puHAHCOBOTO
oT4YMTaHe U HepuHAHCOBATa MH(POPMALUS 32 3aMHTEPECOBAHUTE CTPAHH.

[upok Kpbr OT XOpa ca 3aMHTEPECOBAHU CTPAHM 3a LEJIWTE Ha OTYUTAHETO Ha
ESG: akimmonepu, ”HBECTUTOPHU, KIUEHTH, TAPTHBOPH, CITYKUTEIHN, MEUU, COIUATTHU
Ipynu U NpoecuoHaNIHu U aKaJAeMU4Hu oOmHocTH. OcBeH OOLIM BBIPOCH, BCAKA
3aMHTEpECOBaHa CTPaHA Ce MHTEpPECyBa OT CHEUU(UYHU ACTIEKTH Ha OTYUTAHETO Ha
ESG.

[Tonutukurte u npoueaypute 3a oruutane Ha ESG u3uckBar peoBHO MyOIMUHO
OTIOBECTSIBaHE Ha BakKHA WMH(OpPMAIUs OTHOCHO M3MBIHEHHETO Ha CTpaTerusra 3a
ESG u ynpaBneHnuero Ha pucka.

Otuuranero Ha ESG 1psoBa na Obae [15]: 1) marepuanno; 2) HaaeKIHO; 3)
OanmaHcupaHO (BKJIIOUMTENHO HE caMoO OJarompusTHH, HO M HeOJIaronpusTHU
acmekTH); 4) pazdbupaemo; 5) uzuepnaTenHo, H0 cOUTo; 6) HACOYEHO KbM OBJCHICTO;
7) OpHEHTHPAHO KbM 3aMHTEPECOBAHUTE CTPAHM; 8) MOCIEOBATENHO; 9) CpaBHUMO; U
10) mocThmHO (MAKCUMYM ,,HO IIpaKBaHe ).

Otunraneto Ha ESG Tps6Ba na paskpuBa nHhopManusTa OTHOCHO €KOJIOTHYHHTE,
COIIMAJTHUTE W YMPABJICHCKUTE BBIIPOCH U PETYIATOPHOTO M MPABHO CHOTBETCTBHE,
KOETO € He00X0AMMO 3a pa3OupaHe Ha pa3BUTHUETO U OM3HEC MOZeNa Ha OaHKaTa.

Otunraneto Ha ESG pgaBa BB3MOKHOCT Ha OaHKHTE Ja OIPENENSAT CBOATA
cTpaTerus, Ja yHpaKHsSBaT HaJA30p U ynpaBieHue Ha puckosere ot ESG mo mo-
nHGOPMUPAH HAYWH, BH3 OCHOBA HA HIMPOK JAHAJIOT ChC 3aMHTEPECOBAHHUTE CTPAHU,
KaKTO U 32 YKpEIIBaHE Ha TAXHATA COLIMAIHA PEITyTallHsl.

3aKJao4eHue

[ToBumaBaneTo Ha e(EKTHMBHOCTTA HA 3€JIEHUTE KPEOUTH e Obae OT mossa 3a
BCUYKHU MHAYCTPUU U LI€ JONPHUHECE MTOBEYE 3a PACTEka HA PEATHUTE HKOHOMUKH T10
yCTOMYMB HauMH. buxa mornu na ce pasnpenensar KpeIuTHH CPelICTBAa BbB BCUUKHU
WHIYCTPUATHHA CEKTOPH, 3a J]a c€ MIOMOTHE JIa Ce HAIIPaBAT MPOU3BOJICTBATA TIO-YHCTH
U 1o-7o0pu 3a OKOoJHaTa cpeda. B cpmoTo Bpeme TpsOBa Aa ce W3MOI3BAT
HanpeaHaId UM(POBU TEXHOIOIHH, J]a Ce U3TPAAsT UHTEIUIEHTHU IJIaTPOpMHU, J1a ce
MHBECTHpA NOBEYE BbB (PMHAHCOBU TEXHOJOTUU U HOBH MPOEKTH, Jla C€ MHTErpupaT
ESG pecypcu u na ce cwepenorouar Bepxy ynpasieHueto Ha ESG uaBecTuium, 3a
Jla ce HaIpaBH yCTOWYMBOTO Pa3BUTHE MO-€(PEKTUBHO.

BxirouBanero Ha Al B GaHKOBUTE MPAKTHKU HE € MPOCTO (QyTYypUCTUYHA BU3MUS;
TOBa € mpakTuiyecka HeoOxoaumocT. bankurte, xouto m3momsBat Al, 3a nma nmagar
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BB3MOKHOCT Ha KJIMEHTUTE Ja B3€MAaT Cb3HATEIHH DELICHUS 3a pa3XxoAuTe, IIe
NOJTy4YaT 3HAYUTEITHO KOHKYPEHTHO MPEIUMCTBO.

B 3akmouenwue, cOommkaBanero Ha 3eneHus (ESG) MapkeTHHr W AWruTaNHATA
TpaHcopmalys Ha THPrOBCKUTE OaHKM O3HA4aBa MPOrPECHMBHA MPOMSHA KbM IO-
YCTOHWYMB M TEXHOJOTHYHO HampeaHan (MHAHCOB ceKTop. Ta3u cuMOMOTHYHA Bpb3Ka
HEe caMo0 MoAoOpsBa UMHPKAa HA MapkaTa Ha OaHKara, HO CHIIO Taka JAOMpPUHACS 3a
TIOJIO’KUTEITHO OOIIECTBEHO Bh3IeHCTBUE. T'hil KATO TE3W TCHICHIMH MTPOIbJKABAT Ja
Ce pa3BHBAaT, ThPrOBCKUTE OAHKM CE OKa3BaT B MpeceyHaTa TOYKa Ha OTTOBOPHOCTTA
1 MHOBALIMUTC, HaBHFHpaﬁKH IO IIBTA KbM I10-3CJICHO, HO'HpI/IO6H_[aBaIJ_IO JUTUTAIITHO
Oberie.

BaxHo e 1a yrounum, 4e BbIIPEeKH (akTa 3a BakHaTa posist Ha bankuTe B mpexona
KbM HETHa HyJa, T€ HE MOraT Ja c€ CIpaBsAT camu. MoraT Ja H3MOJ3BaT CBOSITA
MO3UIMST M BJACcT, 3a Ja MoOOWIM3Upar (uHaHCHUpaHe 3a AeKapOOHM3HpaHE Ha
MKOHOMHMKATA U Ja MOAKPEIAT NO-ToJsiMa BbIJIEPOIHA TPAMOTHOCT B OOILIECTBOTO, HO
bankute ce HyXIasT OT NOJKpenaTa Ha IMPaBUTEJCTBA, MPEANPHUITHS U OTAEITHHU
JUIa, 3a J1a CTUMYJIHpAT HUBOTO Ha JEHCTBUE, HEOOXOIMMO 3a HU30sSTrBaHE Ha
KIIMMaTHYHO O€/ICTBHE.
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OINEHKA HA BBb3MOKHOCTHUTE HA U3KYCTBEHUA
HUHTEJIEKT 3A TEHEPUPAHE HA PEKJIAMEH TEKCT

Anpusia JTunes!

Pe3zwome: Bvpzomo pazeumue Ha 2enepamusHus uskycmeeH unmenexkm (I'HH)
NPeouU3BUKEA CbWECMEEHU NPOMENU 8 PEKIAMHAMA UHOYCPUs, 0COOEHO @ Cb30ABaAHemo
Ha MmeKcmose 3a MAapKemuH206U NOCIAHUs, KAmo NOCMAGs HOBU NPeou38UKamencmea u
BbL3MONCHOCMU 30 KOMYHUKAYUOHHUmME npoyecu & Komnanuume. Hacmoswomo
uscneosane uma 3a yen 0a paspabomu mMeoOpemuyHd pamMKa U HPeoNodN*CeHUs 3a
Memooono2us 3a AHAIU3 HA  Gb3NPUAMUEMO U  6b30elcmeuemo Ha PeKIamMHO
cvovpIICcanUe, Cb30a0eHO Om 2eHepamuHUs U3KyCmeen unmenekm. Ypes cucmemamuyen
npeaned HaA penegaHmHume meopuu U KOMYHUKAYUOHHU MOOeru om OwbaeapcKu u
Yyorc0eCmpantu UsMoyHuYY, we 6v0am u0eHMuUGUYUpanu OCHOBHUmMe PaKmopu, KOumo
GIUAAM  6bPXY GB3NPUAMUEMO HA nompebumenume, 0cCoOEHO 6 KOHMEKCH Ha
NPOOYKMOBO NO3UYUOHUPAHE & MAXHOMO cwb3HaHue. IlIpednodcenama memooono2ust
6KII046A OBbOEWO Nposedcoane Ha OKYC 2pynu U aHKemHu NpOYYGAHUs Upe3 CMeceH
Memoo, Koumo 0a U3cieo8am peaxyuume u Haziacume Ha Y4aCmMHUyume KoM pasiudHu
munoge pekiaMHU cvboOweHus, Oe3 me 0a ca UHOOPMUPAHU 34 MEXHUSL NPOU3XO0O.
H3zcnedsanemo we nocmasu ocnogume 3a OvOewju eKCHepuUMeHmu U eMIUPUYHY AHATU3U,
yersuyu Oa OYyeHAm pONAMA HA USKYCMBEHUs UHMeNeKm 6 MapKemuH2o08ume
KOMYHUKQyuu, u we NnoONOMOZHaAmMA 3a HNPeolazaHemo HAd UHCWMPYMEHMAPUym 3d
usMepeamne Ha MmexHume 6b30elicmsUs 6bPXy nompeoumenume.

KarouoBu pymm: Mapkerunr, Pexmama, Komynukamws, W3kyctBen WHTenexT,
Texnonorus, KpeatuBuu npouecu

BnBenenue

Pexilamata, KaTo OCHOBEH MHCTPYMEHT B KOMYHHMKAllMOHHUS MHUKC Ha
MapKeTHHIOBaTa TEOPUs, UIpae CBINECTBEHA DO HE CaMO 3a DPA3sBUTUETO Ha
MEHHM/DKMBHTA KAaTO MPaKTHKa, HO M 3a HAIllpeJbka Ha MKOHOMHKAaTa U OOIIECTBOTO
KaTo Is10. TEeXHONOTMYHA €BOJIIOIUA IIPOTHYa IIOCTOSHHO M KBbM MOMEHTA,
CbBPEMEHHATa pEKIaMHA HMHIYCTpUA € U3MpaBeHa Ipel OMHAMHUYHU IIPOMEHH,
00ycJ0BEHH OT HalpeIbka HAa MHOBALMUTE M HAapacTBalllaTa POJisi HAa M3KYCTBEHHs
uarenekt (MW). B Ta3sm cpena pekigaMHUTE TEKCTOBE M MAapKETHHIOBUTE
KOMYHUKAIIMM IIPEMHUHABAT IIPE3 €Talu Ha AUTUTAIM3alns U aBTOMATH3ALUsA, KOUTO
Ch3JaBaT HOBU IPEIU3BHUKATEICTBA M BB3MOXKHOCTU. ['€HEPAaTUBHUAT HU3KYCTBEH

! poxtopant or katenpa ,Mapkeruar u Crparermdecko IlnanmpaHe®, VYHuBepcHTET 3a

Hanunonanuo u CeetoBHO CtomaHcTBO, Tp. Codust
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MHTEJIEKT, KaTO KJII0YOBa WHOBAIMSA M YacT OT Ta3W rojsMa ChBKYIHOCT, KOATO €
obmactra Ha M3KkycTBeHHMs VIHTeneKT, mpeaocTaBsi MHCTPYMEHTH 3a Ch3JaBaHE Ha
AaBTOMATH3MPAHO U MEPCOHAIM3MPAHO ChAbpXKaHWE. birarogapeHne Ha HampeabKa B
MAaIIMHHOTO OOYy4YeHHE W MOIIHHTE €3MKOBH MOJENH, T'€HEPAaTHBHUS H3KYCTBEH
MHTEJIEKT Beue MMa MOTeHIMaNa Jla Ch3/laBa TEKCTOBE, KOUTO Ca HE CaMO PEJIEBAHTHU
3a ayJUTOPUSATA, HO M EeMOLIMOHAIHO Bb3/IEHCTBAIIH.

Bbopekn Te3M  TEXHOJIOTMYHM  TMPEIUMCTBA, BB3HUKBAT  BBIPOCH 32
aBTEHTHYHOCTTa M €(PEKTHBHOCTTAa HA CHIbP)KAHHETO, TEHEPHUPAHO OT I'€HEPATHBEH
U3KyCTBeH HHTeNneKkT. lloTpeOurenute Morar na Bb3NpUEMaT aBTOMATHU3UPAHUTE
TEKCTOBE KAaTO MO-MaJIKO HAa/IeXKIHU B CPABHEHHUE C T€3HU, Ch3AaaeHH OT xopa. OcBeH
TOBA, W3IOJ3BAHETO HAa T'CHEPATHBEH HM3KYCTBEH HMHTEJIEKT B peKiiamaTa MOCTaBs
€TUYHH M COLMAJIHM INPeIU3BUKATEJICTBA, CBbP3aHU C MPO3PAvyHOCTTA, 3alllUTaTa Ha
JUYHUTE JaHHH U N30STBAaHETO HA PUCTPACTHS.

bpaenioro uscneasane me ce HoKycupa BbpXY Bb3IEHCTBUETO U BB3NPHUATUETO HA
peKIaMHU  TEKCTOBE, CB3AaJCHH OT TIEHEepaTWBEH W3KYCTBEH  HHTEJIEKT.
KoHuenTyanHata pamMka Ha U3CJI€IBAaHETO OOEIMHSABA KJIFOYOBH ACHEKTH Karo
HNOTPEOUTEICKO IOBEJICHHE, EMOLMOHAIEH OTKIMK W eTHMYHM HOPMH, 3a Ja
NpPeOCTaBH ISUIOCTEH aHATUTHYECH Noaxo. V3cieaBaHeTo 1enu a MocTaBu OCHOBA
3a pa30HpaHe Ha POJsATa HA TEHEPATUBHHS M3KYCTBEH MHTEJIEKT B MapKETHHIOBUTE
KOMYHUKAIMU 1 J1a IPEIJI0KH HACOKM 3a OBbJeIIN eMIHPHYHN n3ciensanus. ToBa e
0cOOEHO BaXHO B KOHTEKCTa Ha YCKOpsBallaTa ce€ IUTMTAIM3aLus, KbIETO
aBTOMATH3alMATa UTPAE BCE TIO-TOJISIMA POJISl B KPEAaTUBHUTE MPOLIECH.

OOexT Ha wu3ciaeaBanero: Hacrosmoro wuscnenaBane ce QOKycHpa BBPXY
PEKJIIAMHOTO ChIbPKAHUE, CH3AAACHO OT T€HEPAaTUBEH U3KYCTBEH UHTENIEKT, C aKIIEHT
BBbpPXY TEKCTOBETE 32 MapKEeTHHToBH NociaHus. OOEKTHT € OrpaHW4eH A0 TO3U
acreKT, 3a Ja ce H3clenBaT 0a30BHTE MPUHIMIM HA B3aMMOJCHCTBHE MEXITY
NOTPEOUTEINTE U AaBTOMAaTH3HPAHO Ch3/IaICHOTO ChIbPKAHUE.

*benexcka: OOEKTHT Ha TOBAa M3CIEABAHE € YacT OT MO-IIMPOKUS OOXBaT Ha
TUcepTaioHHa paboTa, KpIeTo Ime ObJe pasrienaHo B ObIenr eram W 1o-
3abJ100YEHO CPAaBHEHUETO MEKAY I'€HEpaTUBEH M3KYCTBEH MHTENICKT M YOBEIIKaTa
KpPEaTHBHOCT.

Cy0OekT Ha u3cienBanero: CyOeKTHT Ha U3CIIEIBAHETO Ca MOTPEOUTETUTE, KOUTO
B3aMMO/JICIICTBAT C PEKJIAMHO CBhIbP)KaHHE, CHh3AAZCHO OT T'€HEPATHBEH H3KYCTBEH
uHTEeNeKT. HacTodmusaT eram ce orpaHnyaBa 0 M3y4aBaHe Ha MOTPEOUTEIICKHUTE
peakluy U BB3NPUATUS Oe3 BKIIOUBAHE HA CPaBHEHHE C TEKCTOBE, Ch3AAAECHH OT
xopa. ToBa mo3BONsBa WMACHTUQHIMpPAHE HA KIOYOBUTE (DaKTOpW, KOUTO IIE Ce
JIOPa3BUAT B OBJCIIHN U3CIICIBAHUS.

*benesicka: B ObIEIOTO U3cienBaHe CyOSKTHUTE 1Ie OBIAT MOCTABEHNU B KOHTEKCT Ha
CPaBHHTEJICH aHAU3 MEXJAy TCHEPATHBHHS W3KYCTBEH WHTEJICKT W YOBEIIKa
KpEaTUBHOCT, Pa3IIMPABaiKd 00XBaTa Ha HACTOSIIUSA Hay4YHa pa3paboTKa.
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Hesx Ha u3ciaenBaHeTo: J[la ce mocTaBu OCHOBA 3a MO-IIUPOKO HU3CICIBAHE Upe3
aHaJIN3 Ha BB3MPHUITHETO W BB3ACUCTBUETO HA TEKCTOBE, Ch3AaJCHA OT FeHEPATHBEH
H3KYCTBEH MHTEJICKT.

KOHerTHI/I 3aJavdym:

e Jla ce pa3paboTu KOHIENTyaJlHA paMKa, KOATO Ie(UHUpa OCHOBHUTE (PAKTOPHU

3a BB3ACUCTBHE HA TEKCTOBETE OT FEHEPATUBHUS U3KYCTBEH MHTEJICKT.

e Jla ce mpeayoxku METOMOJOTHS 3a OLIEHKA HAa MOTPEOUTETICKUTE PEaKknud KbM

ChIbpKaHUE, TEHEPHPAHO OT TEXHOJIOTHATA, KOSATO TeHEPHpPa ChbpKaHuUE.
e Jla ce moaroTBu 6a3a 3a OBACIIN EMIIMPUYHH NIPOYYBAHUS M CPAaBHUTEJICH aHa-
3.

LIpe3 CUCTEMATHUYCH IIPCIJICA Ha PEJICBAHTHU TCOPUN U KOMYHUKAIIMOHHHU MOJCJIN
OT OBJNTapcKM W YYXKISCTPaHHH HW3TOYHUIM, M3CIEIBAHETO IEIHM Ja IOCTaBU
OCHOBHTE 3a OBbJCHIM EeMIHPUYHU T[POYYBaHHs, Karo ce (OKycHpa BBPXY
B3aUMOJICHICTBUETO MEXAY MOTPEOUTENNTE U PEKIAMHHUTE TEKCTOBE, Ch3IaJCHU OT
renepatuBed M. To me nompuHece 3a pa3OMpaHETO Ha pOJIATAa Ha M3KYCTBEHHS
HWHTECJICKT B MAPKECTUHI'OBUTC KOMYHHUKAIIUU U HIC NPECIJIOKU ITPAKTUICH (eMHI/IpI/ILICH)
MHCTPYMEHTApUyM 3a HM3MEpBaHEe Ha BH3/ACHCTBHETO HAa TE€HEPUPAHUTE TEKCTOBE
BBpPXY MoTpedutenute. B emoxa Ha yckopsiBalia ce JUTHTAIH3alMs, H3CIEIBAHETO
MPeIoCTaBs OCHOBAa 3a OBACIIN CPaBHEHHS MEXKIYy aBTOMATHU3WPAHH M UYOBEIIKH
KpC€aTUuBHU IMMPOLECHU U TAXHOTO INPUIIOKCHUC, KAKTO B PEKIIAMHATa UHAYCTPUs, TaKa U
KBbM MHIYCTPHUH C TOJIEMH MAaPKETHUHTOBH OTIEIIH.

1. JIutepatypeH nperJien

Pa3BuTHeEeTO HA TEXHOIOTMUTE U TSAXHOTO BIHUSHUE BBPXY pCKJIaMHaTa UHAYCTPUA
NOCTaBs HOBU TPEIU3BUKATEIICTBA W BB3MOKHOCTH TIpell MAapPKETHHTOBUTE
komyHuKaimu. C HapacTBaIaTa pojisi Ha U3KYCTBEHHsSI MHTEJICKT U MMO-KOHKPETHO Ha
TCHEpaTHBHUS W3KYCTBEH HWHTEJNEKT, CTaBa HEOOXOOMMO Ja Cce pasrienar
TCOPETUYHUTE OCHOBH, KOUTO 00sCHSBAT TE3U SIBJICHUA. HaCTOHH_H/ISIT JIUTEPATYPCH
nperyie/l MpeaoCTaBsl aHAIUTUYEH TIOTJIe BbPXY KIIOYOBUTE ACHEKTH, CBBP3aHU C
Pa3BUTHETO HAa PEKJIAMHHTE CBHOOILICHUS, TPUIOKEHUsITa Ha TeHepartuBHus WU,
HOTpe6I/ITCHCKI/ITe BB3NPUATUA 4YPE3 PCKIIAMHUTC alejid U CTUYHUTC HOPMU, KOUTO
HCU3MCHHO BJIMAAT BbPXY BHCAPABAHETO HA HOBUTE TCXHOJIOTUU.

3a menuTe Ha M3CIIEABAHETO € pa3padOTeHa KOHIIETITyalHa PaMKa KbM HACTOSIIINS
M3CJICJIOBATEIICKA CHUHTE3, KOSTO OOEAMHSBA TE3M OCHOBHHM AacCIeKTH B €JAMHHA
cTpykTypa. Ta3m pamka CIyXH KaTO TEOpeTHYHa OCHOBAa 3a aHaJIU3 Ha
B3aUMOJICHICTBUETO MEXIYy aBTOMATH3HPAHOTO CBHIbpPKAHHE, CB3JaJCHO OT
TEXHOJIOTHSTa, W MoTpeduTenure (KoHcymaropute). Ts He menu W3BeXKIaHEe Ha
XHIIOTE3H, a MPEAOCTaBsI HHCTPYMEHTH 32 HICHTU(UIIPAHE HA KIIIOYOBUTE (paKTOpH,
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KOWUTO BIMSAT BBPXY BB3NPUATHETO, CMOIMOHATHHUS OTKIMK W COIHMAIHOTO
BB3JICVCTBUE HA TeHepupaHuTe TekcToBe. KoHmentyanHaTa paMKa € Haco4eHa KbM
pa3zpaboTBaHe Ha METOIOJOTHS, KOSTO IIe MO3BOJH IMO-33IbJI00YCHO H3CIICABAHE B
OBJEIIM eTaIIH.
[IpernensT me ce GoKycupa BbPXY CICTHUTE OCHOBHU BBITPOCHU:
e Kaxk eBoironusaTa Ha PEKIaAMHUTE CHOOIIEHUS MPE3 Pa3IMIHUTE UCTOPHUECKU
MEPUO/IY € TIOBJIHIIA HA KOMYHUKAIIMOHHUTE TIpotiecu?
e KakBa e poJisitTa Ha T€HEPATUBHUS M3KYCTBEH MHTEJICKT B ChBPEMEHHUS JUTH-
TajeH CBAT?
e Kak morpeOuTenuTe BB3NpPUEMAT ChAbPKAHUE, TCHEPHUPAHO OT TEHEPATHBEH
M3KYCTBEH MHTEJIEKT U KaK TO BIUsE BHPXY TSIXHOTO MOBeIeHNE?
e KakBM ca OCHOBHHTE €THYHHUTE U MPABHU BBIPOCH, CBHP3aHU C M3IOJI3BAHETO
Ha TeHEePAaTUBEH M3KYCTBEH MHTEJIEKT B pekiamaTa?
C orroBapsiHETO Ha JaJCHUTE BBIOPOCH, IIE MOXKE Ja C€ CTHIM Ha Bede
MOTBBP/ICHA TEOpPETHYHA paMKa B OBACIIM W3CICABAHUSA, KOWUTO IIe ObIaT
MOJIUIATEHH OT MOAXOSIIA METOTOIOT .

1.1. Esonroyusa na pexnamuume cv00uieHUA 6 KOMYHUKAYUOHHUME NPOYeCU

PexiiaMaTta Karo KOMYyHMKAaIlMOHEH WHCTPYMEHT € MpPeThpIsla ChIIECTBEHA
TpaHcopmamms Tpe3 BEKOBETE, KaTo OTpassiBa KYJITYpPHUTE, COIMATHUTE U
TEXHOJIOTHYHUTE NMPOMEHH B OOIIECTBOTO. T BMHArKM € Wrpajia KI4OoBa poOJisi B
CH3/1aBAaHETO HA BPH3KU MEXKIy MPOU3BOAMUTENN U TIOTPEOUTENH, HO HEHHUTE (HOpMU
U TIOJXO/M Ca C€ MPOMEHSUTU B 3aBUCUMOCT OT CPEACTBATA 32 KOMYHUKAIIHS, HATUYHU
B CHOTBETHHS MCTOPUYECKH Tepuoa. Ta3m eBomonus Moxe na Obae paszieieHa Ha
HSIKOJIKO OCHOBHHU €Tara.

PannuTte popmu Ha pekiaMa ca OMIIM YCTHU ChOOIICHHUS, HAIIPABEHH OT IJIallaTau,
KOMTO OOSIBSIBAT CTOKM M YCIYTM Ha OXXHMBEHHM MECTa, KAaTo Ma3apy M IUIOUIATU B
IpeBHU nuBrMiam3auuu kato Erumer, I'spums m Pum. M3non3BaneTo Ha BU3yaidHU
3HAllK W CHMBOJIM, KaTO HW300paXeHHWsS BBPXY CTEHH WJIM 3HAIM HAIl THPTOBCKH
00eKTH, ChIIO € chayxkeno kato gopma Ha pekiama (Schultz & Block, December
2013). ToBa cBuzaeTenCcTBA 3a 3HAYCHHETO HA BH3yalHaTa KOMYHHUKAIUsi B
MPUBIMYAHETO HAa BHUMAHHETO HA MOTCHIMATHHM KIWEeHTH. [lpumep 3a ToBa e
OTKPMBAHETO Ha JIPEBHOCTHIIETCKH TIAlMPYCH, CHIbp)KAIIA TEKCTOBE, KOWTO
nomyJsipu3upar npoaaxobara va poou wiu npoaykru (Kotler & Armstrong, 18 June
2020). To3u nepron mokas3ea, uye pekjiaMaTa € ChIISCTByBala KaTo eIEMEHTAPEH, HO
e(eKTHBEH HAUMH 3a MpeJaBaHe Ha HHPOpMaLus.

C u300peTsBaHETO HA MMeYaTHaTa mpeca npe3 XV BeK pekiiamaTa HaBjn3a B HOBA
epa. 3a IbPBH BT CTaBa Bb3MOXKHO PA3NPOCTPAHEHUETO HA NEYATHU MAaTEPHUAIH KaTo
IUIaKaTH, OpOUIypH U O0SIBU B MECTHU BECTHUIIM. ToBa € BpeMeTo, KOrato pekjiaMmara
3aroyBa J1a JIOCTUTA MO-IIMPOKA ayJUTOPHUS U c€ TpaHCPOPMHUPA OT YCTHHU OOSIBICHHS
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B JJOKYMEHTHUPAHO U BU3yaJTHO KOMyHHKAIIMOHHO cpeactBo (Schultz & Patti, 2009).
ITo Bpeme Ha wnHaycTpmamHata peposronua npe3 XVII m XIX Bek, MacoBOTO
HPOU3BOJICTBO HAa CTOKH BOJU J0 HEOOXOAMMOCTTa OT MAacoBO IMOIYJISIPH3HPAHE Ha
OpOAYKTH. BeCTHUINTE U CIUCaHHWsATa CTABaT OCHOBHU IIAT)OPMH 3a peKiama, a
KOMIIAHMUTE 3aro4BaT Ja M3IMOJI3BaT Pa3HOOOpa3HH CTpaTerHu, 3a Ja IPUBIIEKAT
BHHMaHHETO Ha motpedutenure. [1osBsSBAT ce MbpBUTE arcHIWM 3a peKiIama, KOUTO
3aMoyYBar Jia pa3BUBAT MPOPECUOHATHH CTaHAAPTH 32 PEKIAMHO ChIbpIKaHHE.

[lpe3 XX Bek pagro W TEJICBU3MATA PEBONIOIMOHM3UPAT peEKiIamara, KaTo
MO3BOJISIBAT TOCTHTAHETO 10 MHJIMOHH TOTPEOUTENN €IHOBPEMEHHO. PaaroTo
HpeI0CTaBsl HOBU Bb3MOKHOCTH 32 ayJIHO PEKJIAMH, KOUTO KOMOMHHPAT MYy3HKa, 3BYK
Y TOBOP, 32 JIa Ch33JaT M0-eMOIOHAIHO Bbh3IeHCTBUE BhpXY ayauropusra (Ingram
& Barber, 2009). TeneBususita, OT CBOS CTpaHa, KOMOHMHHpa BH3yalHOTO H
3BYKOBOTO BB3JCHCTBHE, KOETO MPAaBU PEKIAMHHUTE MOCIAHUS MMO-3aOMHSIH CE U
epextuBan. Cropen bxopa bemu um Maiiken bemu (Belch & Belch, 2018),
TEeNICBU3MATA MPEIOCTaBs HECpaBHMMA IUIaTGopMma 3a OpaHIOBE, KOMTO HCKAT Jia
pa3KakaT UCTOPHS W Ja M3rpaasiT €MOIMOHATHA BPh3Ka C ayAuTOpusATa. BhIpeku
BHCOKHUTE Pa3XOH, TEJICBU3NOHHHUTE PEKIAMHU CE MPEBPHINAT B OCHOBSH HHCTPYMEHT
3a TOJIEMH KOMIIaHUH, KOUTO C€ CTPEMSIT Ja JOCTUTHAT JI0 MACOBHUTE Ma3apu.

C HaBIW3aHETO HA HMHTEPHET M MOOWIHHUTE TEXHOJIOTMHM B Kpas Ha XX Bek
pekiiamMaTa npeMuHaBa B aurutaieH Gopmar. MHTEpHETHT HE CaMO MPEIOCTaBs HOBU
KaHald 3a pekiaMa, HO W BBBEXKIa BB3MOXKHOCTTA 32 MEPCOHAIM3ALMS Ha
ChOOIIIEHHATA Bb3 OCHOBA Ha MOBEICHUETO U MHTepecute Ha norpedutenure (Kotler,
Cao, Wang, & Qiao, 2020). Couuanaute menuu, kato Facebook u Instagram, ce
OpeBphIIaT B IUIATQOPMH, KBICTO pEKiIaMara € HWHTCPAKTHBHA, IO3BOJISIBANKH
JIMPEKTHO B3auMojeiicTBre Mexay Opangosere u norpedburenure (Chaffey & Ellis-
Chadwick, 2019). B gururamnarta epa pekjamara c€ OCHOBaBa Ha ToJeMH OOEMH
nannu (Big Data), kouto momarar 3a aHaTu3MpaHe Ha OTPEOUTEICKOTO MOBEACHUE U
ONTHUMHU3UPAHE Ha KaMIaHuuTe. [ eHepaTHBHUAT U3KYCTBEH MHTEJICKT UTPae KIII0YOBa
poiisi B aBTOMaTH3MPAHETO HA Ch3/IABAHETO HA MEPCOHAIU3MPAHO ChIbPIKAHHUE.
Cnopen bepnapn Map, renepatuBauss UM Tpanchopmupa HauumHa, MO KOHTO ce
TeHepUpaT BCSKAKBH TEKCTOBE, BKJIIOYMTENHO M PEKIAMHUTE, KaTo Mpejiara
e(eKTUBHOCT W QJANTHBHOCT, KOSATO HAIXBBPJS TpaauimoHHuTe moaxomu (Marr,
2024). TexHoyorusTa MPEIOCTaBs PE3yATATUTE Ja M3IICKIAT ,,POGEeCHOHANTHO™ U
na ObJaT JOTMYECKU CBBP3aHH C JKEIAHUETO U HY)K/IaTa Ha ayJUTOPHSTA.

1.2. I'enepamugen Hzkycmeen Humenexkm u nezo6omo
npuodcenue 6 MapKemuHza

FeHepaTI/IBHI/ISIT HU3KYCTBCH HHTCJICKT € €IHa OT Ha171-61>p30 pa3BUBAIIUTE CC U

TpaHC(OpMHpAIId TEXHOJOTHM B CBBPEMEHHHs CBIT. 1O TpeacTaBisiBa
cnenn(UYHO HANpaBICHWE B W3KYCTBEHUS HHTEJEKT, KOETO HE CaMO aHaIHW3Hupa
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JaHHU, HO U CB3aBa HOBO ChAbpKaHME, 0a3MpaHO Ha CHIIECTBYBALIM MOIEIU U
naHHu. Ta3u TEXHOJOTHs HaMHUpa MIMPOKO MPUIOKEHHE B pazHOOOpasHH o0iacTé
KaTo MapKeTHHI, peKiiama, HM3KyCTBO, HayKa M 37paBeornasBaHe. | eHepaTHBHUS
U3KYCTBEH MHTEJIEKT CE OCHOBaBa HA CIIOXHU MOJIEJIM HAa MALIMHHO 00y4YeHue, KOUTO
U3I0JI3BaT HEBPOHHM MpPEKU 3a I€HEpUpaHEe Ha TEKCT, M300pakKeHUs, My3UKa HIU
nporpamMeH koxa. TakuBa mpumepu ca karo Generative Pre-trained Transformers
(GPT), xouto ce moa3BaT OT MHOTO BHIOBE TeXHOJIOrHU M codryepu ¢ 6asa Ha MU.
Crmopen Map (Marr, 2024), te3u Moxmenu ce oOydaBaT Ha OTPOMHH OOE€MH JaHHH,
KOETO MM II03BOJIIBA Ja Pa3lO3HaBaT MOJAEIM M Jla Cbh3JaBaT ChAbp)KaHHE, KOETO
YeCTO € MPAKTUYECKH HEPA3INIUMO OT YOBEIIKOTO.

OCHOBHHTE XapaKTEPHCTHKH HA TE€HEPATUBHUS M3KYCTBEH HHTEJIEKT BKIIFOYBAT
aBTOMaTH3alus, [EpPCOHATIM3AlMA U CKOPOCT. ABTOMaTH3alusATa I03BOJISBA
Ch3/1aBAaHETO Ha ChAbpXKaHUE 0e3 TUPEKTHa YOBEIIKa HaMmeca, KaTo TO3U IpOoIec €
e(eKTHBEeH U ¢ MOTeHIHaN 3a royisiM Mamad. [lepconanuzanusara, oT Apyra cTpaHa,
NpeOoCTaBsi Bb3MOXKHOCT 32 TeHEPHUpaHE HA TEKCTOBE, alalITUPAaHU KbM KOHKPETHH
ayJIUTOPUU U KOHTEKCTH, KOETO IIPaBU PEKJIAMHUTE CHOOLICHUS NO-C(pEKTHBHU.
CKopocTTa € KJII0YOBO MPEJUMCTBO, KaTO M03BOJISIBA Ch3/1aBAaHETO HA rojeMu 00eMu
ChIbpKAHUE 32 KPAaTKO BpeMe, KOETO € OT CHIIECTBEHO 3HAYCHHWE B JMHAMUYHATA
MapKEeTHHIOBa Cpe/a.

['eHepaTUBHMS M3KYCTBEH MHTEJIEKT HaMHpa HIMPOKO MPHIOKEHUE B MapKETHHIA
U peKiaMaTa, aBTOMaTU3UPaWKH 3a7jau, KOUTO TPAJUIIMOHHO M3UCKBAT 3HAUYUTEITHU
pecypcu. EnHa oT ocHOBHHTE 00JaCTH Ha MPUIOKEHUE € TeHEPUPAHETO Ha TEKCTOBO
ceabpkanue. Upes momenu kato GPT, reHepaTHBHUS M3KYCTBEH MHTENEKT HMa
NOTEHIMANa J1a Ch3AaBa MAPKETHHIOBU IIOCIAHMS, KOUTO Ca AJalTHPAHH KbM
pasnnyHu 1eneBu rpynu. Hampumep, TekcToBeTe Morar ja BKJIIOYBAT 3arjaBHs 3a
KaMIaHWHY, TIPOYKTOBH OMHCAHUS, KOIM TEKCTOBE 3a OaHepu W Ounbopa Wi JOpH
CIICHapHHu 3a pekjaMHu Bujea. OCBEH TOBa, Ype3 aHAIM3 HA MOTPEOUTENICKU JTaHHHU,
TeHEepPATUBHUS M3KYCTBEH MHTENEKT MOANOMAara Ch3JaBaHETO Ha IEPCOHATU3UPAHU
KaMIIaHW{, KOWTO YyBenuyaBaT edexkTuBHOcTTa Ha pexnamata. Cropex /[luas
HecambHeil, Ta3u TexHOIOrHs MONOOpsABa BB3MOXKHOCTHTE 3a TapreTHpaHe dYpe3
aHaJNU3 U npencKa3BaHe Ha npennountanus u tenaeHuun (Nesamoney, 2015). Tosa
MOYeE J1a C€ OKa)Ke KJIF0YOBO 3a OB/JICII0 HAYYHO CHIIOCTABSIHE HA TEHEPHUPAH TEKCT OT
TEXHOJIOTHSITA CPEIly KpEeaTMBHOCTTA Ha YOBEK IOJ NMpHU3MaTa Ha BB3ACHCTBHE HAJ
NoTpeOUTENNTE.

KpeatuBHocTTa B 1M3aiiHa CBHIIO € 3HaYMMa O0JAacT, KbBJETO T€HEPAaTHBHUS
U3KYCTBEH HHTENeKT ponpuHacad. Mopemn xkaro DALL-E  aBromaTtusupar
CH3/1aBAaHETO HAa BU3yaJHH EJIEMEHTH, KaTo H300pakeHHs | TpaduKku, KOUTO
OTroBapsAT Ha CHEUU(PUYHM MAPKETHHIOBH H3UCKBaHMA. Ta3um KOMOMHAIUSA OT
TEKCTOBAa M BU3yaJlHa I'eHEepalys MpaBU FeHEPATHUBHUS HW3KYCTBEH MHTENIEKT LIEHEH
MHCTPYMEHT 3a M3TpaXIaHe Ha HE caMO TEKCTOBE B peKiIaMaTa, a ISJIOCTHU
pEeKJIaMHH KaMITaHHH.
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Bbrnpeku 3HaYUTEIHUTE CH NPEAUMCTBA, TE€HEPATUBHUS M3KYCTBEH MHTEJIEKT HUMa
U OrpaHUuYeHMs, KOUTO TpsiOBa npa ce B3eMaT npeaBui. IloHskora oTHeMma
U3KJIIOUMTEIHO MHOTO BpeMe [0 IOJIy4aBaHETO Ha 3a/l0BOJIUTENEH Pe3yiTaT, KOeTo
MOXe€ Jla c€ Ib/DKM Ha HEACHOTAa IPH U3MCKBAHETO KbM MOZENa, ciadbara My Oasza
JaHHU WM TIbK HEJOCTaThYHATa My MpeABapuUTeNHAa MOATOTOBKA. ['eHepupaHOTO
ChIbpKaHUE TOHAKOTa HE OTroBaps HAIIBJIHO HAa CHELU(PUIHUTE WU3UCKBAHUS HIH
JIMIICBA OpUIHMHAIHOCT. OCBEH TOBa, €TUYHUTE BBIIPOCH, CBBP3aHU C MPO3PAYHOCTTA
M TOpuUcTpacTHsiTa B  OOYYHTENIHUTE  JAHHM, MPEACTAaBISABAT  CEPUO3HO
Ipenu3BUKATEICTBO. YecTo ce M3MCKBAa 4YOBEIIKAa Hameca 3a (DUHAIM3UpAHE U
IpoBEepKa HAa TEHEPHPAHOTO  ChIbp)KAHME, IIOHAKOra  3apajud  HAJIUYHU
,»XQJIIOLMHAIMU® B MOJIEJIUTE, MOHSAKOra IOpaaM HyXJaTa OT TakaBa Hameca. ToBa
II0Ka3Ba, Y€ IIbJIHATa aBTOMATH3aLlUs BCE OILE HE € IIOCTKUMA.

[lpumepure OT mpakTUKaTa JAEMOHCTPHUPAT HApPAcTBAIIOTO NPUIOKEHHE Ha
TeHepaTUBHUS M3KYCTBEH HHTENEKT B pasnuuHu uHayctpuu. Coca-Cola usnonssa
TO3M THUIl TEXHOJOIHS 3a Ch3/laBaHE Ha IEPCOHATM3UPAHU PEKIaMHM IOCIAHUS,
aJanTUpaHu KbM JIoKanHuTe nazapu. Netflix nuHTerpupa TeXHOJIOrusATa B aHaIM3a Ha
HNOTPEOUTEICKH NPEANOYUTAHUS, 3a J1a TeHepHUpa MEepPCOHAIN3UPAHU IPENOPBKU U
MapkeTHHroBu cboOmmenus. Komnanusara OpenAl ¢ nponykra ChatGPT noxnomara
U3I0JI3BAHETO HAa MHCTPYMEHTH 3a aBTOMATH3MpaHe Ha KIMEHTCKaTa KOMYHHKalus,
ch3laBaHe Ha OJIOr ChIbpXKaHHE M pa3paboTBaHe Ha pekinamuHu uaen (ESposito,
2024). Te3u mpumepH JaBaT HacoKH Kak reHeparuBHus MU He camo onTummsmpa
MapKeTHHTOBUTE IMIPOLIECH B NpakTHKaTa, HO M pas3lIMpsiBa TPAHUIMTE Ha
KpPEeaTHUBHOCTTA B peKJlamara.

1.3. Ilompebumencko 6v3npuamue u nogeoenue

[smmocTHO, TOTPEOUTEIICKOTO TIOBE/ICHUE € KOMITJICKCHO M BKJIFOUBA aCIEKTH KaTO
MOTHBAIIMA 32 MMOKYIKA, IOBEpUE KbM MapKaTa U aHTAKUPAHOCT KbM ChIbPIKAHUETO.
PazOupanero Ha TOTPEOMTEIICKOTO TIOBEJACHHE € KIIOYOB acCleKT B peKiIamara,
0COOCHO KOTaTO CTaBa JyMa 3a Ch3JaBaHE HA CHIbPKAHHE OT HOBATOPCKH
TEXHOJOTMH KAaTO TE€HEPAaTUBHUS M3KYCTBEH HHTEJIEKT. ANEIUPAHETO € OCHOBHA
TEXHUKA, KOATO MapKETOJO3UTE M3IION3BaT, 32 Ja NMOATHKHAT JaJieHa Harjiaca OT
norpeburenure kbM npoaykra. Cmopen mpod. n-p. Xpucro Karpanmkues,
e(eKTUBHOCTTa Ha peKjamaTa J0 TOoJsAMa CTENeH 3aBUCH OT CIIOCOOHOCTTa M Ja
NpeIu3BUKBA KOTHUTHMBHA M  €MOIMOHAJHA pEakUus y  MOTpeOuTenuTe
(KatrpanmkueB, 2008). B koHTekcTa Ha aBTOMATU3UPAHO TEHEPUPAHOTO
ChABPKAHUE € OT CHIIECTBEHO 3HAYCHHE Ja CE aHaJIM3UpaT KaK MOTpeOUTeNnTe
BB3MPHEMAT TOBa CHABPKAHWE M KaK TO BIUSIE BBPXY TAXHOTO TIOBEJICHUE.
I'eHepaTUBHUAT U3KYCTBEH MHTEJIEKT IPENOCTAaBI HOBU BBE3MOKHOCTH 3a U3IIOJI3BAHE
Ha amneyy B pekjiaMaTa, KaTo aBTOMaTU3Upa Mpolieca Ha Ch3JaBaHE Ha ChIbpKaHUE U
azanTupa ChOOIIEHUATA CIPSIMO crienndudHn ayauTopun. Hampumep, upe3 ananm3
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Ha aemorpadcku, rncuxorpad)cku U MOBEACHYECKU JaHHH, TeHEPATUBHUS M3KYCTBEH
MHTEJIEKT MOXKE J]a TeHepHpa TEKCTOBE, KOMTO ChYEeTaBaT Pa3IMYHH THUIIOBE arleliu, 3a
Jla oBHIIAT €(eKTUBHOCTTA HA peKiIaMHuTe nocianus. Jlocera 6e mpuero, ue 3a 1a
OBbJIc €HO PEKJIaMHO IMOCIIaHKWE BB3JACHCTBAINO, TO TPsAOBA Ja OBbAC PEICBAHTHO 3a
ayIUTOpHUATa U CHIIEBPEMEHHO J1a Mpejsiara yHuKajHa CTOWHOCT, HO C MOsiBaTa Ha
TeHEPUPAHUTE OT TEXHOJIOTHATA TEKCTOBE, BEUYE MOXKE J1a Ka)KeM Y€ BB3JICHCTBUETO €
U 1o0pe NepCOHANM3UPAHO, BIWTaKM BB3MOXKHOCTTa 3a BIEUYATIEHHE Ha
norpeburen. Amnenure Wrpasr KIO4YoBa pOJsi B CBBP3BAHETO HAa Mapkara cC
norpedburennTe, KaTo Cbh3JaBaT EMOIMOHAJIHA Bpb3Ka WM  [OJYepTaBaT
pammoHanHaTa CTOWHOCT Ha mpoxaykra. Ilpod. KarpammkueB orOens3Ba, de
YCIICIIHUTE amellu ca Te3W, KOUTO MPEeIU3BUKBAT HE CaMO MHTEPEC, HO U PE30HAHC C
JUYHUTE Harjlacd, BsIpBaHUS M TMOTPeOHOCTH Ha ayauropusra. Eto emna Obps3a
KJIacu(uKaIys Ha aresure:

e EmMouuoHaanu aneau — ['eHepupaHuTe TEKCTOBE MOTaT Jia MO4epTaBaT TeMU
KaTo IacTHe, CEMEWCTBO, CUTYPHOCT WJIM BIBXHOBEHHE, 32 Ja Ch3Ja/laT CHUIIHA
€MOILIMOHAJTHA BPB3Ka.

e Panmonannm ameam — ' moxe na cb3gaBa TEKCTOBE, KOUTO MPEICTABAT
KOHKPETHH MPEeIUMCTBA, TEXHUYECKH CIeIM(DUKALUN WM apryMEHTH B I10J13a
Ha MPOIYKTa, OCOOCHO MOIXOMAAIIN 33 AyIUTOPUH, KOUTO THPCAT JIOTHUYECKU
00OCHOBAHU pEIIEHMUS.

e Coumajanu anejau — PexnaMHuTe ChOOLIEHHUS MOraT Ja MOJYepTaBaT COLMA-
HUSl CTAaTyC, MPUHAIICKHOCT KbM TPYIa WM Bb3MOXKHOCTTA 33 COIIMATHO Bb3-
JeiicTBUE upe3 yrnoTpedaTa Ha MPOIYKTA.

['eHepaTHBHHS U3KYCTBEH MHTENEKT 100aBS HOBO U3MEPEHUE KbM TPAJAUIIMOHHHUTE
ameNy 4Ype3 BBb3MOXKHOCTUTE 3a TEPCOHANU3AIUS W aJalTUBHOCT, KOETO MOXKE J1a
MOOIIPH JUTUTAIIHOTO TPUCHCTBUE HA KOMIIAHHUHMTE IO €IWH YCIEIIeH HaYuH.
[lepconanu3upanu aneiau ca HOBO M3MEPEHHE Ha arell, Bb3JIMU3all OT €BOJIOIHITA Ha
mapketuara Ha cohabpkanueto (Kotler, Katrajaya, & Setiawan, 2017). Upes
aHaJM3 Ha TIOTPEOUTENICKUTE JTAHHU, TCHEPATHBHHS HM3KYCTBEH HHTEJICKT MOXKE Ja
Ch3/1aBa HMHIMBHIYaJIM3UPAHU TIOCIAHUs, KOWTO ChUYETaBaT pALMOHATHH U
€MOIIMOHAJIHU €JIEMEHTH, 0a3UpaHu Ha UHTEPECUTE U MOBEACHUETO HA MOTPEOUTENS.
Hanpumep, mmagure ayauTopuu Moke Ja OBJAaT NMPHUBJICUEHH UYPE3 COIMATHU M
E€MOIIMOHAJIHU alleJId, OKATO IO-BH3PACTHUTE TMOKOJCHHS MOTaT Ja pearupar Io-
no0pe Ha panuoHaidHM mnociaHus. Beue uma komnanuu, karo Spotify, kKouTo
yTWIM3UpAT Ta3u (GopMa Ha MOJEIM Ha M3KYCTBEHMs HWHTENEKT. J(MHaAaMHYHHTE
aJlanTanyy ca ChIO MOJIEIH, KOUTO TIO3BOJISIBAT CH3/IaBAHETO HA TEKCTOBE, KOUTO CE
aZanTupaT KbM MPOMEHUTE B MOTPEOUTEIICKOTO TOBEJCHHWE B PEaTHO BpeMe, KaTo
NpPEOCTAaBIT aKTyaJHH amleld COpsSMO TEKYIIUTE TEHISHIMW Wid HyXmu. Jpyr
BaXEH MOJIe] € BKApBAHETO Ha MYITUKYJITYPEH MOJXOMA, WM CHOCOOHOCTTa Ha
['eHepaTHBHUS U3KYCTBEH MHTEJIEKT J1a TeHEpHpa ChIbpPIKAaHUE HAa PA3IHMUHH €3UIH U
Jla alanTHpa MOCIaHuATa KbM CHenn(UIHN KyJITypHH KOHTEKCTH € 0COOCHO IIeHHa B
ro0anHus MapkeTuHr. Hampumep, eMOUMOHATHUTE amnenu, M3MOJA3BaHU B
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a3MaTCKHTE Ta3apH, YeCTO ca MO-(POKyCHpPaHHU BbPXY KOJIEKTUBU3MA, JOKATO Ha 3ara,y
Ce aKIeHTHpa BbPXy HHAWBUAyanu3Ma. [lopaan TakuBa KyITYypHH BB3IPUATHS,
peKiIamMHHUS TEKCT Om Omio moOpe Ja ce ajanTupa Taka, Y€ Ja OTroBaps Ha
UJICOJIOTUMTE HA J[BaTa THIIA MOTPEOUTENIN. AJITOPUTMHUTE T'O PABSAT BH3MOXKHO.

Pa3bupa ce, He MOXeM Jla M3KITIOUYMM M YECTO CPEUIAaHUTE ,,XaFOIMHAIIMNK  TIPH
FCHEPHPAHETO Ha ChIbpPKAaHUE M ISIOCTHO — B MapkeTunra (Mah, 2024). Jluncara
HA YOBEUIKM KOHTEKCT Ha TO3W PAaHEH eTal OT epaTa Ha TEXHOJOTHTA, BCE OIIE MOXKE
Jla KOMIIPOMETHpA aBTEHTUYHOCTTA Ha TOCJIAHMSATA M Ja TOBJIHAE OTPULATEIHO Ha
Opanma. 3aTtoBa ¢ J0Ope MojenuTe Jga ObJaT TPEHUpPAHE C YOBEIIKa Hameca, 3a Jia
Moke ObjaemaTa pabora ma Oblie CPABHUTEIHO IMO-yJIeCHeHa. Makap reHepaTHBHUS
M3KYCTBEH MHTENIEKT Ja NPEeAOCTaBs 3HAUYUTEIHH NPEAUMCTBA, MHTETPHPAHETO Ha
amesM B TCHEPUPAHUTE TEKCTOBE HE € 0e3 Mpeu3BHKATe]CTBa. [ eHepupaHEeTo Ha
e(EKTUBHH alleJId W3MCKBA pa30MpaHe Ha CJIOYKHH YOBEIIKA €MOLMU M MOTHBAIIWU.
Jluricata Ha TO3M KOHTEKCT MOXeE Ja JOBEAE 10 MOCIaHUs, KOUTO HE PE30HHpAT C
AyJUTOPUSTA WU Ca UHTEPIPETUPAHN HENPABUIIHO, KOETO Ch3/IaBa MPEANOCTaBKa 3a
HHCKA MPEIHU3HOCT B MOJICJIUTE HA TEXHOJOTHATA. J[pyrust KIr04oB (GakTop € JurcaTa
Ha MPO3PaYyHOCT OTHOCHO MPOU3XO0/a Ha ChIbPKAHUETO. TOBa MOXKE Ja NpEAU3BHKA
HEeJlOBepue Yy TOTPeOHUTeNuTe, OCOOCHO KOraTro ameiluTe ca eMOLMOHAIHO
MaHMITYJATUBHU U CHOTBETHO JIa C€ Ch3JaJe JIOI UMK Ha Opanna. ['eHepupanute
TEKCTOBE MOTaT Ja ObJaT €PEKTUBHU MPU CTUMYJIMpPAHE HA UHTEPEC U JCHUCTBHE, HO
TSAXHOTO BB3JICHCTBUE 3aBUCH OT KOHTEKCTa M IiejieBara ayautopus. Jlemorpadcekure
u ncuxorpadcku npoduiu Ha NOTPEOUTENNUTE ca Pa3InYHHU, 3aTOBA U PEAKIIUUTE UM
KbM CBhIbp)KaHUE, T'CHEPHPAHO OT W3KYCTBEHUS HHTENEKT, Ou OWJIOo pa3iu4Ho.
Teopusita 3a MOKOJCHUATA, TIOAKPEIS TOBA KATO KIIbCTEPU3UPA XOpaTa, POACHHU Mpe3
20 u 21 Bek B HSKOJKO KaTErOpHH, KOHTO CIOACNAT cXomHu deptd (Zayko &
Vinichenko, 2022).

Hannu ot Statista moka3BaT, 4Ye MOTPeOUTENUTE BCE IO-YECTO IpPUEMAT
TCHEPATUBHUSI M3KYCTBEH HWHTEJIEKT KaTo 4YacT OT E€XEIHEBHETO CH, O0COOEHO B
KOHTEKCTa Ha TEKCTOBM M BU3YyaJHU ChAabpkanusa. Hanpumep, mpe3 2023 r. okxono 13
muimoHna Bb3pacTHH B CAILLl m3nmon3BaT reHepaTHMBEH W3KYCTBEH HWHTEJIEKT KaTo
OCHOBEH MHCTPYMEHT 3a OHJIAliH ThPCEHE, KaTo TO3H OpOii ce O4YakBa Ja HapacHe 10
Hag 90 mumimmona no 2027 r. ToBa cBuuerencTBa 3a 3HAYUTENHMS MMOTEHIMAN Ha
TEXHOJIOTHSTA JIa MPOMEHH HAYWHA, 10 KOWTO MOTPEOUTEIUTE B3aUMOJCHCTBAT C
JUTUTATHATE MEIUM W ChIAbpikaHue. Ta3u mpomsiHa BEPOSTHO IIE C€ OTpa3d M Ha
TSXHOTO BB3MPUEMAaHE HAa PEKIAMHUTE TEKCTOBE, T'E€HEPUPAHH OT H3KYCTBEH
naTenekT. CkimonHoctTa Ha 68% o1 motpedutenute B CAILl na n3mon3BaT TeKCTOBU
MHCTPYMECHTH 3a TeHEepHpaHe Ha ChAbpXKAHWE Mpe3 clenBammre 12 Mecena M
uHTepechT Ha 47% KbM MHCTPYMEHTH 3a MpeoOpazyBaHe Ha TEKCT B M300pakeHUE
JEMOHCTPHUpAT CHJIHATAa MOTHBALIUS 32 aHTAXKUPAHE C TEXHOJIOTUH, KOUTO OCUTYPSIBAT
NEePCOHAIN3UPAHO M HWHOBAaTHBHO ChABPKaHWE. Te3M JaHHH ca OT CHIIECTBEHO
3HAYEHHUE 3a pa3OMpaHeTO Ha MOTPEOUTEICKOTO BB3NPUATHE, Thil KaTO MOKA3BaT, 4e
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ayaquTopusTa CTaBa BCC IMO-OTBOPC€HA KbM aBTOMATHU3HWPAHO CB3JaACHO CHbAbpPKAHUC
(Bianchi, 2024).

FeHepI/IpaHI/ITC OT TEXHOJIOrusATa TEKCTOBE MOTAaT Ja H3BJICKAT I10JI3a OT TE3HU
TCHACHIMH, KaTO NICPCOHATIU3HUPAT CbABPKAHUETO U I'0O aJallTUPAT KbM HYXIWUTC Ha
pasnmuuHuTe Jaemorpadcku Tpynu. B chIIOTO BpeMe JaHHHWTE TOa4YepTaBaT
MPpEANU3BUKATCIICTBATA MPEA MAPKETHUHIOBUTE C€KHIIM, CBbP3aHHU C U3IpaXIaHETO Ha
JOBEpHME W EMOIMOHAICH OTKIMK Yy TnoTpeOurenure. MokeM Ja HaBBpPKEM
TEOPECTUIHOTO 0o0sCHEHUE C JaHHUTC OT Ta3u CTAaTHCTHUKA, HOTpCﬁI/ITCJII/ITe ca
CKJIOHHHM Ja OLCHABAT PCKIAMHUTE TCKCTOBC B3 OCHOBA HA TAXHATA aBTCHTUYHOCT U
B"b3,I[€I>'ICTBI/Ie, KOC€TO U3HUCKBA I'CHCPUPAHUTE TEKCTOBE J1a 6’bI[aT HE CaMO PECJICBAHTHH,
HO ¥ Jla JEMOHCTpUpaT emmaruss | pa3OupaHe KbM ayauTopusara. Tesu
CTaTUCTUYCCKU HaHHU IIPCAOCTABAT LECHHA MNPECJACTaBa 3a TCKYHIOTO CHCTOAHHC Ha
CbAbPIKAHUEC, T'CHEPHUPAHO OT TCXHOJOTUATA, W HETOBOTO B’b3IIeI>'ICTBPIe BBpPXY
HOTp66I/IT€J'ICKOTO BBIIPUATHC U IMOBCACHHUC. Te nogducpraBat H606XO,I[I/IMOCTTa oT
6aJ’IaHCI/IpaH noaxod IpHu HHTCTPHUPAHCTO Ha I'CHEPATHBHHA M3KYCTBCH HMHTCJICKT B
MAapKETUHTOBUTC CTPATETUH, KAaTO CC B3CMAT IPCABHU/] KAKTO MOTCHIHUAJIHUTC I10JI3U,
TaKa WU NpeAU3BHUKATCIICTBATA, CBbP3aHU C JOBEPUCTO U AaBTCHTUYHOCTTA U MOrar Ja
CITy’KaT A00pe 3a OPUEHTHUP MPH Ch3/IaBaHETO Ha OBJEIIO0 MPOyIBaHE.

1.4. Emuyunu nopmu npu ynompeoa na Hzkycmeen Hnmenexm

WuTerpanusra Ha TeHEPATHUBHUSA M3KYCTBEH MHTEJIEKT B peKJIaMHATa WHAYCTpPUS
npesiara IMUPOKM BB3MOXKHOCTH 32 HMHOBAIMKM M €(EKTUBHOCT, HO CBHIIO TaKa
MOCTaBs 3HAYUTENIHU €TUYHHU U NPABHU MPEIU3BUKATENICTBA. TEXHOJIOrUITa HE CAMO
aBTOMATH3Upa Ch3/IABAHETO HAa ChIbPKAHME, HO M MPEAU3BHUKBA HOBU BBIIPOCU
OTHOCHO TPO3pavyHOCTTa, JOBEPUETO U OTIFOBOPHOCTTA 332 T[E€HEPUPAHOTO
ChAbpKaHue. PexmaMHUTE anenu, u3Moia3BaHu B MapKeTUHIa, ChILO TpsAOBa 1a ObaaT
BHUMATEJIHO aJaNTHpPaHH, 33 Ja C€ ChoOpa3aT KaKTO C €TUYHUTE HOPMH, TaKa U C
MIPABHUTE U3NCKBAHMS.

[Ipo3paunocTTa € KIIIOYOB €JIEMEHT MNpPU U3IMOJ3BAHETO HAa TEHEPATUBHUA
M3KYCTBEH MHTENEKT, OCOOEHO 3a KpeaTuBHUTE mpolecH. EBponeickust
3aKOHOJATEJIEH OpraH ce 3aHMMaBa aKTUBHO C TO3M BBIOPOC 4Ype3 3aKoHAa 3a
uskycreenus uHTedekT (Artificial Intelligence Act), xoitTo nenu ga pernameHTHpa
W3IIOJI3BAHETO HA W3KYCTBEH HHTENEKT, KaTo TapaHTHpa, 4e ToTpedurenurte ca
UHPOPMUPAHH, KOraTO B3aMMOJAEHCTBAT CbC ChAbPKAHUE, TEHEPUPAHO OT
reHepaTUBHUS M3KYCTBEH MHTeNeKT. Cnopen pasmopendoure Ha akta 3a MU, Bcsiko
ChIBbPKAHUE, CH3/IAJCHO OT W3KYCTBEH MHTEJEKT, TPsiOBa sCHO aa Obae 0003HAaYeHO
KaTo TakoBa. ToBa M3MCKBaHE IEJIN J]a MPEAOTBPATH 3a0iryaTa Ha MOTpeOUTEINTEe U
Jla ocurypu noBepue B udposute TexHosornu (EBponeiicku CoBet, 2024).

Jluncara Ha MPO3pavyHOCT MOKE Ja IMOJAKOIAe JOBEPUETO HA MOTPEOUTEITUTE KbM
ChABPIKAHUE, Ch3/1aJICHO OT FEHEPAaTUBHUS U3KYCTBEH UHTENEKT. KoMnaHnunre, KOUToO
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M3I0JI3BaT T€HEPATUBEH M3KYCTBEH MHTEJIEKT 3a Ch3/laBaHE HA PEKIAMHU TEKCTOBE,
TpsIOBa SICHO Ja JeKIapupar To3u (HakT, 0COOCHO KOTaTo PEKIAMHHTE alleJId IEesIT J1a
Npeau3BUKAT €MOLMOHANHA peaknus. Hampumep, eMOLMOHATHUTE ameid, KOUTO
ChOYXXKJAaT YYBCTBO 3a MPHHAUICKHOCT WJIM IMIacTHE, MOraTr Ja H3IJIexaaT
MaHUMNYJIaTUBHHU, aKO TMOTpEeOMTENUTe HE OCh3HABAT, Y€ B3aUMOJEUCTBAT C
ABTOMATH3MPAHO ChABPXKAHMWE. Ta3u JHICAa HAa YOBEHIKM KOHTEKCT MOXE Ja
npeau3BUKa OOpaTHAa peakius, KOSATO Ja KOMIPOMETHpa HMHUKa Ha Mapkara.
EmounonanuuTe U palnMoOHATHUTE areidd WUrpasT KIIYoBa poJis B MapKeTHHIa, HO
M3I0JI3BAHETO HA TEXHOJIOTHATA 3a TIAXHOTO Ch3JaBaHE MOpakKJa €THYHU AUIIEMU.
CrocobHOCTTa HA  TEHEPAaTUBHHMA  M3KYCTBEH  HHTENEKT Ja  aHaIM3Hupa
NOTPEeOUTEICKUTE JaHHW W Ja TEepPCOHATN3Upa CHhOOIICHUATA MOXE Ja JIOBEIE 10
MaHUMNyJalMsg Ha EMOIMOHAJHUTE OTrOBOPH, KOETO TIIOCTaBs TOJ BBIIPOC
JOTYCTUMOCTTA Ha MOA0OHM MpakTuku. Hampumep, eHo peksiaMHO MOCIaHue, KOETO
U3M0J3Ba CTpPax Karo MOTHMBAlMOHEH (DaKTOp, TEHEPUpPAHO OT TEeHEepPaTUBEH
M3KYCTBEH MHTEJIEKT, MOXKeE J1a ObJIc BB3IPHETO KaTO MPEKAIEHO arpECHBHO, OCOOCHO
aKo He € aJaNTUPAHO KbM KYJITYPHHSI KOHTEKCT Ha IIeJieBaTa ayAuTOPHSI.
EBponeiickusiT cbio3, 4ype3 cBos OOmI perjamMeHT 3a 3allUTa HA JaHHHUTE
(GDPR) (EBponeiicku Cwbio3, 2016), moctaBs CTpOrd H3UCKBaHUS OTHOCHO
M3M0JI3BAHETO HA JIMYHM JAaHHU 32 MAapKETUHTOBH LENU. | eHepaTWBHUS M3KYCTBEH
WHTEJIEKT pa3unTa Ha aHajM3 Ha YyBCTBUTEIHW [AaHHU TOpAJM HArjJacuTe Ha
MOJIyJIUTE B CHCTEMaTa CH 3a Ch3/IaBaHE Ha MEPCOHATM3UPAHN PEKIIAMHHU CHhOOIIECHUS,
KOETO M3MCKBAa KOMIIAHUMTE J1a ocurypsrt crna3BaHeto Ha GDPR, karo rapantupar, ue
JaHHUTE ca CBOMpPAHM 3aKOHHO W C€ M3MOJI3BaT IO ETHYEH Ha4MH U ca
UMIUIEMEHTUPAaHA B MOJAETUTe W B Oasure ¢ gaHHU. HecmasBaHeTo Ha Te3u
M3HUCKBaHMS MOKE J1a JJoBee 10 (MHAHCOBHU 3aryOu M HaKbPHSBAHE Ha PEIyTalusaTa
Ha KommaHusATa. OCBEH TOBA, BBIPOCHT 3a MHTENEKTyalHAaTa COOCTBEHOCT BBPXY
CHIIbP)KAHUETO, TEHEPUPAHO OT TEHEPAaTHBHUS W3KYCTBEH WHTENEKT, OCTaBa
HepemeH. [anu aBTopckuTe mpaBa MpuHAAIEKAT Ha pa3padoTIynKa Ha TEXHOJIOTHSATA,
Ha TIOTPEOWTENs, KOWTO W3IMOJ3Ba TEXHOJOTHSTA, WJIM Ha KOMITAHUATA, KOSITO
(¢uHaHCHpa HEWHOTO pa3BUTHE, MPOJbIKABA Ja ObJe MpeIMeT Ha NMpaBHU AeOaTH.
ToBa ch31aBa HECUTYPHOCT OTHOCHO COOCTBEHOCTTA BbpPXY '€HEPUPAHUTE TEKCTOBE U
BU3YaJIHU €JIEMEHTH, 0COOEHO KOTaTo T€ C€ M3IMOJI3BAT 32 KOMEPCHAIHU TIEITH.
WuTerpanmsta Ha TeHEPATHBHUS W3KYCTBEH MHTEJIEKT B peKJIaMHATa WHAYCTPHUS
npejiara 3Ha4uTeNIHW Bb3MOXHOCTH 3a NEepCOHaNM3alus U ePeKTUBHOCT. Bbrpexu
TOBa, TSl MOCTaBi CEPUO3HU E€TUYECKU M MPABHHU NPEAU3BUKATEICTBA, OCOOEHO IO
OTHOIICHWE Ha MaHWITyJanusaTa u 3a0myxnaBammre Tnpaktukd (OdunuaneH
Bectanuxk Ha EC, 2024). EBpOneicKusT Chi03 aKTUBHO aIpecUpa TE€3HW BBIIPOCH Upe3
pa3jiMyHu  PEryjlaToOpHU MEpPKH, BKIIOUUTENHO ,/JlupexktuBa 2006/114/EO*
(EBponeiickn Cb103, 2006). Ts nma ponsita na Aepunupa 3admyxkaaBaiiata pekjiama
,,KaTo BCska (hopMma Ha peksiama, KOsITO IO KaKbBTO U J1a € Ha4WH, BKIIIOYUTEIHO Upe3
npezcTaBsHe, MMOIBEX/1a WIM MOXKE Ja MOJBEAE JIMIaTa, 10 KOUTO € aJpecupana, u
KOSITO MOpajH CBOSITA M3MaMHa MPHUPO/Ia MOKE J1a TIOBIUSiE HA HKOHOMHYECKOTO UM
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MOBEJEHUE WIH J1a HaBpeAu Ha KOHKYpeHT . CpaBHUTEJHATA peKjiaMa, KOSTO MPSAKO
WIM KOCBEHO MOCOYBAa KOHKYPEHT WM IPEAJaraHd OT HEro CTOKU WU YCIIyTH, €
paspelieHa caMo KOrato He € 3a0iy)kaaBalla M OTrOBapsl Ha ONpEAETICHH YCIIOBHA,
KaTo HampuMep Ja He AMCKPEAUTHpPA WIM OMaJIOBa)kaBa ThPIOBCKUTE MapKd Ha
KoHKypeHTH. B EBporma, T ce u30sArBa 3HaYUTEIHO OT KOMIIAHUUTE, TOYHO MOpPaIu
IIPABHUTE PETYyJAlUH U NOTEHUUAIHNUTE MOCIEIULN.

M3non3BaHeTO Ha reHEPaTUBEH M3KYCTBEH MHTENEKT 3a Ch3JaBaHE HA PEKIaMHU
MOCIIaHWsI MOXE Ja JOBele [0 CHUTyallud, B KOUTO CbIBPKAHUETO €
MEPCOHAIM3UPAHO JI0 CTEMEH Ha MaHUIYJIalus Ha TMOTPEOUTENICKOTO IMOBEICHUE.
Hanpumep, upe3 aHaiu3 Ha JIMYHU JaHHH, TEHEPATUBHUSA U3KYCTBEH MHTEIIEKT MOXKE
Ja TeHepupa CHOOIIEHHS, KOUTO EKCIUIOATUPAT EMOLMOHAIHUTE cIabocTu Ha
noTpeduTennTe, MOATUKBAWKY T'M KbM HEXeJIaHU MOKYIKHA. ToBa MocTaBsi BhIpoca 3a
€TUYHOCTTAa Ha MOJOOHM MPAKTUKA U HEOOXOJUMOCTTa OT peryjaimus, KOsSTo 1a
3allMTaBa MOTPEOUTENUTE OT MOTEHIMATHA MaHUMylauus. EBpONEHCKUAT Cbhbro3
IpeanpueMa CTHIIKM 3a peryjiupaHe Ha M3I0JI3BAHETO HAa W3KYCTBEH HMHTEJIEKT B
pasnuyHu cdepu, BKIIOYMTENHO pekiamata. llenta e pga ce rapaHrupa, ue
TEXHOJIOTUMTE HE C€ H3MOJ3BaT 3a MAaHUILYJIMpaHe Ha IOTpeOUTENUTe WIM 3a
pasnpocTpaHeHue Ha Ae3uH(opMmalyi. ToBa BKIIIOYBAa M3MCKBAHUS 32 MPO3PAYHOCT,
KBAETO MOTpeduTenuTe TpsaoBa Aa ObJaT HHPOPMHUPAHU, KOTATO B3aUMOJICHCTBAT ChC
ChIbpXKaHUE, TEHEPUPAHO OT TEXHOJOTHATA, KAKTO U MEPKHU 3a MPEAOTBpPATIBAHE Ha
3moynotrpebu ¢ JuyHM AaHHA. KOMIaHWWTE, KOWTO W3IMOJI3BAT TeHEpaTHUBEH
M3KYCTBEH MHTEJIEKT KaTO TEXHOJIOIHs, TpsiOBa Ja MpruemMar eTU4YHU CTaHIapTH, KOUTO
HAJXBBPJAT MUHUMAJIHUTE 3aKOHOBU M3MCKBaHMs. ToBa BKJIIOYBA pa3pabOTBaHE Ha
BBTPEIIHN TIOJUTHKHU 33 MPO3PAavyHOCT, N30ATBAHE HA MPUCTPACTUA B OOYUUTEITHUTE
JJAaHHU ¥ OCUTYpsIBaHE Ha YOBEILIKAa MPOBEPKa HA T€HEPUPAHOTO ChIbpkaHue. OCBEeH
TOBA, BBBEXK/IAHETO HA MEKIYHApPOJIHH CTaHIAPTHU, KOUTO PETYIUPAT HU3MOI3BAHETO
Ha TEHEPAaTUBEH M3KYCTBEH MHTEJIEKT B peKjamara, OM YJIEeCHHJIO MHTETrpalnusiTa Ha
TEXHOJIOTHSTA, KaTO CHIIIEBPEMEHHO 3al[UTaBa MOTPEOUTEITUTE.

2. IIpenJioskeHue 3a MeTO10JIOT U

Pa3paboTBaneTo Ha eQeKTUBHA METOAOJOTHs € KIYOB MOMEHT Hpu
W3CJEABAHETO HA BB3JACHCTBUETO HA PEKJIAMHH TEKCTOBE, Ch3AaJICHU OT T€HEPATUBEH
n3kyctBeH uHTeNnekT ([MW). HacrosimoTo m3cienBaHe Bb3MpHEMa CMECEH IOIXO]I,
KOMTO KOMOMHHUpPA Ka4yeCTBEHH U KOJMYECTBEHU METOJIH, 32 Jla OCUTYypHU OajaHCHpaH
W ISJIOCTEH aHalM3 Ha [OTPEOMTENCKUTE Harjacu W Bb3OpusATus. Tasu
METOJO0JIOTHYCCKA CTpaTerusd € BJIbXHOBCHA OT MNPHUHIUIIUTC Ha HpO(b. Cumeon
XeneB 3a MapKeTHHTOBHTE HW3CIEABAHUSA M OT MOAXOIUTE, MPEAJIOKEHH OT IMpod.
Xpucro Katpanmkues rnpu pa3paboTBaHETO Ha PEKIAMHU KaMITaHUU.

Merogonorudara UMa 3a LE HE camMO Ja aHajlu3upa TEKYLIIOTO ChCTOSHUE Ha
BB3NPHUATHATA KbM aBTOMAaTH3MPAaHO TI'€HEPHUPAHU TEKCTOBE, HO W Ja IPEAOCTaBH
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OCHOBa 3a OBbJICHIM W3CJICABAHUS M CTPATETHUECKU HACOKH 32 MAPKETHUHT CKUITHTE.
Karo xomOuHHpa IBJIOOYMHHOTO pa30upaHe, TNPEJOCTaBEHO OT Ka4eCTBEHUTE
METOAM, U 0000IIaBaITe Bb3MOKHOCTH HA KOJIMYECTBEHUTE aHAIIN3H, TO3H TOAXO0]
no3BosisiBa  (hopMyJMpaHe Ha TOTCHUUAIHW XHWIIOTE3M W YCTAHOBSIBAHE Ha
crparernyecku 1enu. Cnopen mnpod. a.H. Cumeon XKener (Keaes, 2013),
YCIICIIHUTE MapKETHHTOBU M3CIIEABAHUS KOMOMHUPAT €MIUPUYHOCT U TEOPETUYHA
nbinoounHa. CMeceHuTe METOAM ca OCOOEHO MOJIEe3HH B KOHTEKCTa Ha CIIOKHHU
(eHOMEHHM KaTo BB3NPHUIATHETO HA ChIbpP)KAaHHE, CH3AAJCHO OT TCHEPAaTUBCH
U3KYCTBEH MHTEJIEKT, Thi KaTO MPEAOCTABAT J[Ba PA3JIUYHU, HO B3aUMHO JIOITBJIBAIIA
ce mepcrnekTuBd. KadecTBeHUTE METOAM MO3BOJISIBAT M3CIIEABAHE HA ABJIOOYMHHUTE
MOTHBH U Harjacu Ha MOTpeOUTENUTe, JOKATO KOJMUECTBEHUTE aHAJIM3H OCUTYPSBAT
CTaTHCTUYeCKa OOOCHOBAHOCT M  BB3MOXKHOCT 3a 0000menus. B cBos
W3CJICJIOBATEIICKA TPYA IO Temara ¢ pa3pabOTBAaHETO HAa PEKJIAMHHM KaMITaHUH
(KaTpanm:kueB, MeTo10/10TMYeCKH ACHEeKTH NMPH pa3padoTBaHe HA peKJaMHA
kamnanus, 2008), mpod. KarpanmkueB nombiaBa, 4e mpu pa3pabOTBaHETO Ha
KOMYHHKAIIMOHHA KaMIIaHUU € HeoOXOJMMO M3CJIe/IBaHE HE caMO Ha KpeaTHBHATa
CTOMHOCT Ha TEKCTa, HO U Ha HErOBOTO BB3JCHCTBUE BBPXY MOTPEOUTEIUTE, KOETO
npaBd CMeceHaTa METOJOJIOTHS Hai-MoAXoAsmia 3a UeNuTe Ha OBJAEHIOTO
U3CIIe/IBaHE.
KavecTBeHHAT 10X01 B OBACHIOTO W3CIICABAHE BKJIFOUBA MPOBEKIAaHE HAa (HOKYC
IpyIHU, KOUTO IIE MO3BOJIAT IBJIOOYMHHO M3CJICABAHE HA PEAKIMUTE U BB3MPHUITUATA
Ha MOTPEOUTENUTE CHOPSIMO TEKCTOBE, CBH3JIaJICHH OT T'eHEPAaTHBHUS H3KYCTBEH
uHTeeKkT. KauecTBeHUTE M3cneBanus ca 0cOOEHO MOAXO SN, KOTaTo CTaBa BhIIPOC
32 HOBM M HEICHU (PEHOMEHHW, Thil KaTO TE TO3BOJISIBAT HA M3CJICAOBATEIS 1A
U3CJIe/IBa HEOYaKBAaHH ACTICKTH HA B3aMMOJICHCTBUETO MEXY MOTPEOUTEISI U TEKCTa.
KirouoBuTe BIpOCH, KOUTO 1€ OBAAT pasriielaHu, BKIIIOYBAT:
- Kak morpeOutenure BB3NpUEMAT aBTOMATH3MPAHO T€HEPUPAHHUTE pPEKIAMHHU
TEKCTOBE?

- KakBu eMOIMOHATHY ¥ KOTHUTHBHU PEAKIIUU MPEIU3BUKBAT TE3H TEKCTOBE?

- Jlo xakBa cTeneH MOTPEOUTENIUTE Ce JOBEPSBAT HAa ChIbPKAHUE, KOETO HE €
CH3/IaJICHO OT YOBEK?

Jannute 1me ObJaT CHOUpPAHW Upe3 MOJYCTPYKTYPHPAHH HMHTEPBIOTA U
aHAJTM3UPAHHU Ype3 TEMATUUCH aHAIU3, 33 Jla C¢ UACHTH(UIIMPAT OCHOBHUTE MOTHUBH,
MOJIENIU ¥ TEHICHIINY.

KonnvectBenusT noaxon € (hoKycMpaH BHPXY NPOBEKIAHETO HA aHKETa Cpel
[IUPOKA ayJUTOpPHUs, KOETO IIe MO3BOJHM H3BEXKJAaHE HA CTATHCTUYECKH 3HAYUMHU
pesynratu. Criopen KaTpanmkueB, U3M0I3BAaHETO HA CTAHIAPTU3UPAHU BBIIPOCHUIIU
€ KPHUTUYHO 3a H3MEpBaHE Ha E(QEKTHBHOCTTA HAa PEKIAMHHUTE TEKCTOBE U
YCTAaHOBSIBAHE HA 3aBUCUMOCTH MEX]y pPa3IUuHU (pakTopu.

BBnpocHUKBT 1ie ObJe CTPYKTYPUPAH C 1€ H3MEpBaHe Ha:

- JloBepueTo Ha MOTpeOUTENNTE KbM aBTOMAaTU3UPAHO TEHEPUPAHUTE TEKCTOBE.

- EmoumoHanHus OTKIMK Ha ayIUTOPHATA CIIPSIMO TE€3H TEKCTOBE.
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- BrnusHuero Ha memorpadckuTe GakTopu BBPXY BB3NPUEMAHETO Ha ChAbpXKa-
HHETO.

Ckanute 3a u3MepBane Ie BkiouBat JInkepToBa ckana, 3a Jia ce OlEHU CTETeHTa
Ha CBIVIACHE C TBBPJACHUS MOJAO0HW Ha ,,TeKCTBT € peleBaHTEH 3a MEH' WIH
,»ChIBPKAHUETO M3TJICKAA aBTEHTUYHO . JlaHHWTe mie ObAaT aHAIM3UPAHH Ype3
pPErpecUoOHeH aHalu3 W JPYrd CTaTUCTHYECKH METOIH, 3a Jla ce HACHTHdHUIMpar
KITFOYOBHTE (DaKTOPH, KOUTO BIHSST BHPXY BB3MPHUATHETO.

Bb3 ocHOBa Ha TpeBapUTEHUTE MPOYUYBAHUS, XUIOTE3U KATO CIETHUTE, KOUTO
Ha TO3W €Tal MpOsBSIBAT Hay4YeH MHTEpPEC OT aBTOpa, MoraT Ja ObJaT W3BEACHH U
ITOUI0KEHH Ha TECTBAHE B OBAEIIM U3CIICABAHM:

- TloTpeOuTenuTe ca MO-CKIOHHU JIa C€ JOBEPAT HA TEKCTOBE, Ch3JaJICHU OT XO-

pa, OTKOJIKOTO Ha TaKMBa, TeHEPUPAHU OT F€HEPATUBEH U3KYCTBEH MHTEIIEKT.
- EmouuoHanHuTe aneiau B ChbABPKAHUETO, TEHEPUPAHO OT TEXHOJIOTHUSATA Ca TO-
MaJIKo e()eKTHBHH CIIPSIMO TE3U B YOBEIIKH TEKCTOBE.

- TlepcoHanu3upaHOTO CHABpPXKAHWUE, T'EHEPUPAHO OT TEeHEPATHBEH H3KYCTBEH
WHTEJIEKT, TOBHILIABA aHTAXKUPAHOCTTA HA MOTPEOUTEITUTE.

HacrosmaTa MeTomoiorus uma 3a Ieir:

- Jla ycTaHOBM KJIFOUOBUTE (DAKTOPH, KOUTO BIUSAT BHPXY BB3NPHUITHETO HA Ch-
IbpKaHUETO, Ch3naaeHo ot ',

- Jla nmpenocTtaBu NMPaKTUYECKHW HACOKU 32 MAPKETUHTOBUTE €KUM OTHOCHO WH-

terpanusaTa Ha ' UM B pexiiaMHUTE KaMIIaHUH.

- Jla w3rpanu 6aza 3a ObJIeIM U3CIeBaHNs, KOUTO Jia CPaBHIBAT Bb3CHUCTBUETO

Ha aBTOMAaTHU3UPAHOTO ChAbPIKAHUE C TOBA HA TEKCTOBE, Ch3/IaJIEHU OT XOpa.

3. Pe3syaraTtu u u3Boau

Bbrpekn ye HacTOALIOTO U3CJIENBAHE € ChCPENOTOYEHO BBPXY TEOPETHUHUS U
METOJIOJIOTUYHUS aCHeKT Ha BB3MPUATUETO HA PEKJIAMHU TEKCTOBE, T€HEPUPAHU OT
TreHEpaTUBEH U3KYCTBEH MHTEJEKT, TO Mpeajara OCHOBA 3a MOTEHUUAIHHU PE3YyJITaTH,
KOMTO MOraTr Jia Haco4yaT ObJeIIM eMIUPUYHU n3cienBaHus. Pasrienanure temu u
npeJIoKeHaTa METONOJIOTHs IpearonaraT W3BOAU, KOUTO ce€ (PoKycupaT BBpXY
BIMSHUETO Ha AaBTOMAaTU3UPAHOTO CBbABPKAHME BbPXY M[OTPEOUTENIUTE U
Bb3MOXKHOCTUTE 3a HHTErpalysITa Ha TEXHOJOTMATa B  MapKETHHIOBUTE
KOMYHUKalMU. IIpeBapuUTEeTHUAT TEOPETUUEH aHAIM3 MPEArNoiara, 4e¢ TEKCTOBETE,
Ch3/aJICHU OT I€HEpaTHBHUS W3KYCTBEH MHTENIEKT, MOrarT Ja ObJaT Bb3IPUEMaHU
KaToO PEJICBAHTHU U IEPCOHAIU3HUPAHM, HO CBUICBPEMEHHO CBIIECTBYBAT ONACEHUS
OTHOCHO TSXHaTa aBTEHTHMYHOCT M €MOLMOHAIHO Bb3aekcTBHe. OvakBa ce, 4e
ABTOMATH3HPAHOTO ChABP)KAaHHE MOXe a2 Obae e(PEeKTHBHO B CTUMYJIHMPAHETO Ha
UHTEpEC M JAEHCTBHE, KOraro € aJanTHPaHO KbM CHEHU(PUUHUTE HYXIU Ha
ayauropusiTa. Bbhopeku ToBa, moTpeduTenHTe MOrar Ja IpOSBAT CKENTHLU3BM
CIPSIMO TaKUBA TEKCTOBE, AKO CE€ CbMHSBAT B TEXHUS IIPOU3XO0]] WJIK aBTEHTHYHOCT.
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Pesyntatute 0T mnpeanoxkeHaTa METOAOJIOTHS BEPOATHO I€ MIACHTUGULIMPAT
HAKOJIKO KITIOYOBH (DakTOpa, KOUTO BIMSISAT BBPXY BB3IPUSATHETO Ha TEKCTOBE,
TeHEepUPaHU OT F€HEPATUBHMS U3KYCTBEH MHTENIEKT. IIbpBOTO OT TsAX € JoBepHe, KaTo
TEKCTOBETE, KOUTO ca SICHO 0003HAUY€HH KAaTO Ch3JaJeHU OT M3KYCTBEH HMHTEJIEKT,
Morar Aa ObAaT Bb3IPUEMAHU KaToO M0-MAJKO aBTEHTHYHH, OCOOEHO B KOHTEKCTH,
KOMTO HM3HCKBAT €MOLIMOHAHA Bpb3Ka. EMOIMOHANEH OTKIUK € BTOpHsA (hakTop,
KOWTO BiMse cuiaHo. IloTpebuTenure ca Mo-CKJIOHHM Jja pearupar HOJIOKUTEIHO Ha
TEKCTOBE, KOWUTO MpPEIU3BUKBAT €MOLIMH, KaTro pajocT, BABXHOBEHHE WU
NpUHAIEKHOCT. ['eHepupaHuTe TEKCTOBE MOraT Ja CpellHAT 3aTpyAHEHUs B TOBa
OTHOILIEHHE, aKO He ca a00pe mnepcoHamusupanu. [locnennus ¢axkrop € UMEHHO
nepcoHanu3zauus. Cropen TeopeTHYHATa paMKa, TEKCTOBE, KOHUTO aJpecupar
creun(UYHU HYXKIU Ha NOTpeOUTEINTEe, BEPOSATHO 1€ MOCTUTHAT MO-BUCOKA CTENEH
Ha aHT'AKHPAHOCT.

W3cnensanero mnogyepraBa BakKHOCTTA Ha IPO3PAYHOCTTA W CIA3BaHETO HA
€TUYECKUTE CTAHIAPTH IIPHU H3IOJI3BAHETO HA I'EHEPATUBEH WU3KYCTBEH HHTEIEKT B
peknamaTa. Jluncara Ha SICHOTa OTHOCHO IIPOM3XOJa Ha ChIbP)KAHMETO MOXKE Ja
IOAKOIIA€ [JOBEPUETO Ha MOTPEOUTENMTE U Ja Cb3AaJe HpPEAU3BUKATEICTBA 3a
koMmnaHuute. bpaemmurte wuscnenBaHus TpsOBa 1a pasrienar Kak pasiduHHUTE
neMorpadCKu Tpynu pearupaT Ha ChAbpKaHHE, 0003HAUEHO KaTO I'€HEPHUPAHO OT
WU, u kak TOBa BIMsI€ BbPXY JOBEPUETO KbM MapKaTa.

Hacrosmoro u3cneaBane npeasara OCHOBa 3a MalaOHU eMIIMPUYHU [TPOYYBaHUS,
KOMTO Ja M3CJIEIBAT CPABHEHUETO MEXIY TEKCTOBE, Ch3JaJ€HH OT I'€HEPATUBHUS
U3KYCTBEH MHTENIEKT, U TE3H, Ch3JaleH! OT Xopa. bpaemure uscinenpanus MoraT aa
BKJIIOYAT:

e l3cnenBane Ha ABITOCPOYHOTO BB3JCHCTBHE HA aBTOMATU3UPAHUTE PEKIIAMHU

KaMIIaHUM BbPXY UMUJIKa HAa MapKaTa.
e AHanu3 Ha KyATYpHHUTE M COLMATHUTE (PAKTOPH, KOUTO BIUSAT BbPXY BB3IPUS-
THETO Ha ChIbP)KAaHUETO.

e TecTBaHe Ha XWIOTE3W, CBBP3aHU C €(EKTUBHOCTTA HA PA3IMYHHUTE TUIIOBE

arneny (€eMOLHOHAIHU U PAllMOHAJIHU) B TEHEPUPAHUTE TEKCTOBE.

Moxem na 00001IMM, Y€ HACTOSALIOTO M3CIEABaHE NPEAOCTaBs 3HAUMMa paMKa 3a
pa3bupaHe Ha B3aWMOJCHCTBUETO MEXIY MOTPEOUTENUTe U  CHABPKAHUETO,
TeHEepPUpaHO OT T'€HEPaTHBHUS M3KYCTBEH MHTENEKT. [Ipemnokenara MeTomonorus u
TEOPETUYHM HACOKU aKLEHTUpPAT BbPXY BbB3MOXKHOCTUTE 3a UHTErpanus Ha
TEHEPATUBEH M3KYCTBEH MHTEJIEKT B MAapKETUHIOBUTE KOMYHHUKAIMM, HO CHIIO TakKa
MOJ9epTaBaT HEOOXOAMMOCTTa OT BHUMATEIHO yIpaBJIeHHE Ha PUCKOBETE, CBBP3aHU
C aBTEHTHMYHOCTTA M €TUYHOCTTA. bbaemure u3cienBaHus B Ta3u 001aCT i€ UrpasiT
BaXXKHa poyid B OQOpPMSIHETO Ha OBbAELIETO Ha aBTOMATH3alMATa B pEKJIaMHaTa
UHJyCTpUs, KaTO CBHIIEBPEMEHHO OCHUIypsiBAT OallaHC MeEXJy TEXHOJOIHMUTE MU
YOBEIIKaTa KPEaTUBHOCT.
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AHAJIM3 HA TEMA ,,BIO/IKET HA BbJII'APUSA
3A 2021 TOANHA*

Tpaituo Tackos?!

YBoa

BromkersT Ha egHa ObpKaBa € HE NPOCTO (PMHAHCOB IUIAH, a CTPATETHYECKH
WHCTPYMEHT,  KOHTO  OTpa3siBa  COIMAJTHO-UKOHOMHYECKUTE  MPUOPHTETH U
MOJIMUTUYECKATa BU3Us HA TIPABUTEJICTBOTO 33 Pa3BUTHETO HA CTpaHaTa. B KOHTeKcTa Ha
beirapus 3a 2021 romuHa, OFOKETHT MPHIOOM OCOOCHO 3HAYeHHWE, ThU Karo Oe
M3rOTBEH B ycloBusiTa Ha TiobanmHa manaemusi or COVID-19 — kpuza, KosTO OKasa
Oe3MpeLeIeHTHO BB3/ICHCTBUE BHPXY 37pPaBEONa3BaHETO, MKOHOMHUKATa M COIMAIHATa
chepa. Tasm curyarms WU3HCKBAIlE OTIOBOPHU pEIICHUS, KOWTO Ja ChYeTasT
KPaTKOCPOYHH MEpPKH 3a CIpaBsSHE C HEMOCPEICTBEHUTE MPEIU3BHKATEICTBA C
JTBJITOCPOYHH CTPATETH 32 Bh3CTAHOBSBAHE M YCTOWYHBO Pa3BUTHE.

[TpoexTupanero Ha 6roxera 3a 2021 roguHa ce ocHOBaBalle Ha HEOOXOIUMOCTTa
Ja ce ChbXpaHU OaJaHCHT MEXIy TPH OCHOBHM HAIpPAaBIICHUS: TMOJKperna 3a Haii-
3acerHaTuTe OT KpH3aTa, CTUMYJIMpPaHe Ha MKOHOMHYECKaTa aKTUBHOCT M 3ala3BaHe
Ha (QuckamHarta ctabuiHOCT. B ocHOBara My croemie pa30HpaHETO, Y€ CaMoO upe3
[[EJICHACOUYEHN WHBECTHIIMM B  3/IpAaBEONAa3BAaHETO, COIMajHAaTa 3aluTa |
WKOHOMHUKATa, bbirapus Moke na Tpeojosiee TPYAHOCTHTE, Tpen KOouTo Oe
U3IPaBeHa, U J1a IOCTaBH OCHOBHTE 32 OBJICII PACTEX.

Hacrosmusar ananus pasriiexna KIIFo4oBUTE acnieKTu Ha Oropkera 3a 2021 roauna —
HETOBUTE OCHOBHH TIapaMETPH, CTPYKTYpa Ha MPHUXOJUTE M Pa3XOIHTE, CTPATETHYECKU
NPUOPHUTETH U TIpeau3BHKarencTBa. OT 0cOOEHO 3HAYEHWE € /1a Ce OLEHH KaK TO3U
OI0/DKET OTroBapsi Ha HYXIUTE Ha TPaXKIAaHUTE W OW3Heca, JOKOJIKO e(EKTHBHO
ajZipecupa TMOCJIEACTBUSTa OT MAHJIEMMATA W B KaKBa CTENEH YCMsBa Ja 3amasu
MaKpOMKOHOMHYECKaTa CTAOMITHOCT Ha CTpaHara.

1. O01u napaMeTpu Ha (r0/1KeTa

HdbpxaBausat Owmomxer 3a 2021 roguna Oe wus3rpajeH Ha 0a3a Ha CIEAHHUTE
MaKpOMKOHOMHYECKH MTPOTHO3H:
e Pacrtex Ha BBII: Ouaksamie ce nkoHomukata Ha beiarapus na HapacHe ¢ OKO-
10 2.5%, cnen cnag ot okoiio 4% npe3 2020 roauHa.
e Undnanus: 3anoxena unpaanus ot 2.1%, ¢ akUeHT BbpXY CTaOMIHOCTTA Ha
LICHHTE.

! Crypenr, cnenmanuoct ,,CTpaTerndecko ImiaHupane™
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o bromkeren gepunut: [Inanupan nedunur B pazmep Ha 4.9% ot BBII, ocHOB-
HO 3apajiil MPOoIbJDKABAIIUTE pa3xoan, cBbp3anu ¢ COVID-19.

o JIbpxkaBen abiar: Ougakpaiie ce AbpPKaBHUAT AbAT na gocturHe 30.9% ot
BBII, koeto ocraBa B paMkuTe Ha MaactpuxTckute kKputepuu (rmoa 60%).

2. llpuxoau

OuakBanute npuxoau B Oromkera 3a 2021 romwHa BB3MHM3axa Ha okoyno 47.6
MJIpPA. JieBa, KOETO TMpeACTaBisiBa JieKo yBenudyeHue cropsimo 2020 roauna.
OCHOBHHTE U3TOYHUIIM HA TPUXOJIM BKIIOYBAT:

o Jlanbunu npuxoau: Hax 80% ot obmute mpuxoau, OCHOBHO OT:

o) Janbpk BepXy nodasenara croiroct (1J1C);
o Axumsu;
o JaHbK BBPXY JOXOANUTE HA PU3MUYECKHUTE JTUIIA;
o KopnopatuseH naHbK.
e HepanbuyHu npuxoau: BrirouBaT Npuxoau OT TaKCH, KOHIIECUH U TIO0H.
e Eppomneiicku cpeacrBa: 3HaunuTeNeH JsU1 OT IPUXOAUTE UIBA OT €BPOIECUCKUTE
(hOoHIIOBE 1O JIMHUS Ha PA3IUYHU MPOTPaMH 3a Bb3CTAHOBSBAHE U Pa3BUTHE.

3. Paszxoamn

[Inanupanute pa3xoau Bb3au3axa Ha 52.5 MUIPA. JeBa, C SICCH aKLUEHT BBbPXY
COLIMaJIHATA MOJUTHKA, 3[PaBEONa3BaHETO U UKOHOMHYECKaTa nojakpena. OCHOBHUTE
HaIpaBJIeHUs 3a pa3xoau Osxa:

3.1. Coyuanna nonumuxa

VBenunuenue Ha MuHuMaiHaTa neucus 1o 300 ns.
YBearueHnue Ha MUHUMaJIHATa paboTHa 3aruiara 10 650 jB.
EnHOKpaTHHM MOMOIIY M BaydepH 3a COIUAIHO YSI3BUMHU IPYIIH.
3ama3BaHe Ha MsIpkarta ,,60/40° 3a momkpena Ha 3aeToCTTa.

3.2. 30paseonaszeane

e VYBenuuenu cpeacTsa 3a Hanmonannara 3npaBHoocuryputensa kaca (H30K).
o (dunancupane Ha BakcuHanmsTa cpeury COVID-19 u Mepku 3a KOHTpoJl Ha
MAHACMHUSITA.

e IloBuinaBaHe Ha 3aILIATUTE B CCKTOpa Ha 3ApaBCOIa3BaAHCTO.

3.3. Hkonomuuecka nookpena

e Cpezacra 3a MOJAKpEIa HA MAJIKU U CPEIHU NIPEIIPHUATHS, 3aCETHATH OT MaHe-
MHUSTA.
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e Uuectunuu B uHQPACTPyKTYPHH NMPOEKTH 3a CTUMYJIUPAHE Ha pacTexa.

3.4. Oopazosanue u nayka

e VYBeJMuYEHHUE Ha 3aryiaTuTe Ha yuurenure ¢ 15%.
e UuBecTunuu B qururaiusaiys u o00opyaBaHe 3a yUnIHIIATa.
e CpencTsa 3a HAYYHHU M3CIIEABAHUS U MHOBAIIH.

4. OCHOBHHU NIPUOPHUTETH

bromxersT 3a 2021 roauna ce Gokycupa BbpXy HAKOJIKO KIFOUOBH IPUOPUTETA!

e ChnpassiHe C IAHJAEMHATA U MOCJIEACTBUATA OT Hesd — OUHAHCOBAaTA MOAKpE-
I1a 32 37paBHUS CEKTOP U YSI3BUMUTE I'PYNH O€ LIEHTPAJICH €JIEMEHT.

e CruMy/JHpaHe HA MKOHOMHMYeCKHs pacTe:k — Upe3 MHBECTHLUHU B HH(PACT-
PYKTYpa, UHOBALIMU U €BPOIEHCKU IIPOEKTH.

e CoumajHa nmoakpena — YBelIndeHUe Ha JOXOAUTE HA HACEJICHUETO U MEPKH 3a
HaMaJssBaHe Ha OeJHOCTTA.

e ®duckanHa cTadWIHOCT — Bonpeku yBenuueHure pasxonu, benrapus 3anasu
YMEpEHU HMBA Ha bP>KaBEH JIBJIT U OI0JKETEH Ne(PULIUT.

5. Ilpeau3BuKarescTBa

Wsnenaennero Ha Oromkera 3a 2021 roguHa Oe CBBP3aHO CHC 3HAUYUTEIHU
MPEIM3BUKATEIICTBA!

e Hecurypnocr 3apagu nanaemusita: [Iporuo3ure 3a MKOHOMUYECKU PacTeX U
npuxoauTe Osfxa M3JI0KEHH Ha PUCK TOpaad BH3MOXXKHM HOBU BBIHH Ha
COVID-19.

e EdexTuBnoct Ha pa3xoaure: Heo6xoauMocT oT mpo3payHo U €(hEeKTUBHO YII-
paBiieHHe Ha MyOJIMYHUTE CPEACTBA, OCOOECHO B 3[paBHUS CEKTOP U MEPKHTE 3a
nmojAKpena Ha Ou3Heca.

e JILJArocpoyHa yCTOWYMBOCT: YBEIMUAaBAaHETO Ha JIBbJITA MOCTaBS BBHIIPOCA 3a
YCTOWYMBOCTTa Ha (PUCKAJIHATA TOJUTHKA B CPETHOCPOUYEH W IBJITOCPOUYCH
UIaH.

3aKJao4eHue

bromkeTsT Ha bharapus 3a 2021 roguna Gerre KIIr090B HHCTPYMEHT 3a CIIPaBsiHE C
€HO OT Hal-roJeMHUTe NMpPEeIU3BUKATEJICTBAa HAa ChbBpEMEHHaTa enoxa — riolaiHara
nangemus ot COVID-19 wu HellHuTEe IBATOCPOYHH  COIMATHO-UKOHOMUYECKH
nocneAcTBHA. Toi Oe Ch3aieH C ICHOTO pa3OupanHe, 4e MKOHOMHKATa M OOIIECTBOTO
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ce HaMHpaT B U3BBHPE/IHA CUTYAIlHsl, U3UCKBaIla HECTAHAAPTHN MEPKU U 3HAYUTEITHA
MOOMIIM3AIUS Ha PECYPCH.

Ot enna crpana, OIOKETHT IEMOHCTPHPA PELIMTETHOCT B MOJKpPENaTa 3a 3ApaBHUS
CEKTOp, COLMAHO YSA3BUMHTE TPYNd M HKOHOMHUKATA. YBEIMYEHHUTE pa3Xxoau 3a
3[paBeona3BaHe M MEpPKUTE 3a CIpaBsHE C MaHIEMMATa TOKaszaxa, 4ye AbpKaBara €
rOTOBA JIa CE€ aHTXUpa C aKTUBHH TOJUTHUKH, 32 Jia 3aIllUTH HACENICHUETO H J1a CMEKYH
edekTa OT KpH3aTa BbpXY OHM3HECAa M JIOMakMHCTBaTa. B CHIIOTO Bpeme, COLMAIHUTE
MEpKH, KaTo YBEJTMUCHUETO HA MUHUMAJIHATA MIEHCUSI 1 MUHUMaTHaTa pabOTHA 3aruiaTa,
3acBUJIETENICTBaXa MPUOPUTET BbPXY MONOOPSIBAHETO HA KU3HEHUS CTaHAAPT, OCOOEHO
3a Hali-ys3BIMUTE CIIOE€BE Ha HACEJICHUETO.

Ot apyra cTpaHa, HKOHOMHYECKUTE MEpPKH B Oroketa 3a 2021 roauHa nensixa He
CcaMO KpaTKOCPOYHO BB3CTAHOBSIBAHE, HO U IBJITOCPOYHO CTUMYJIMpPaHE Ha pacTexa.
WNuBectunuure B HHPpPACTPyKTypa, AWTUTAIW3anus, oOpa3oBaHHE U HHOBAIUU
MoKa3axa CTpaTermyecko BIKIaHe 3a Objemero. B chiloro Bpeme, 3ama3BaHeTO Ha
msipkata ,,60/40“ u npyrure cxemMm 3a TOJAKpena Ha 3aeTOCTTa IoJuepTaxa
3HAYEHHETO Ha CTAaOMIIHOCTTA Ha Ma3apa Ha TPy/Aa 38 UKOHOMHYECKaTa YCTOMYUBOCT.

Bwrpexku ToBa, OromkeThT O¢ M3MpaBEeH Mpel peaulia MPEeIU3BUKATENICTBA, KOHTO
Hajaraxa TOCTOSHHA T'bBKAaBOCT WM BHHMMATENHO YIpaBieHHe. HecurypHocTra OKOJIO
Pa3BUTHETO HA MAHIEMHUATA U HEHHUTE JABJITOCPOYHU TIOCIIECTBHS MOXKEIIIE /12 TIOCTaBU
[O/1 BBIPOC MAKPOMKOHOMHYECKHUTE IPOTHO3H, HAa KOUTO O€ M3rpazeH OIOJDKETHT.
[TpuxomHara yact Ha OrO/KETa 3aBUCEIE OT MKOHOMHUYECKAaTa aKTUBHOCT, a pa3Xo/HaTa
— OT e()eKTUBHOTO U3IIOJ3BAHE HA CPEACTBATA, OCOOEHO B CEKTOPHUTE ChC CIICITHA HYKa
oT pehopMu, KaTo 3paBeona3BaHEeTO U 00Pa30BAHHETO.

pyra BakHa o001acT Ha BHHMMaHue Oelle yCTOWYMBOCTTa Ha IyOJUYHUTE
¢dbunancu. Makap 4ye HUBOTO Ha JbpPKABHUS ABJT OCTaBa Jajiey Mo KPUTUIHUS Tpar
ot 60% no MaacTpuXTCKUTE KpUTepuH, MIaHupanusaT nepunurt ot 4.9% ot BBII u
YBEIIMYEHUETO Ha JAbPKaBHHUA IBIAT TOCTaBHXa BBIPOCA 3a YIPABICHHETO Ha
IIBJITOBATa TEXKECT B Obxenie. ToBa 6e 0COOEHO Ba)KHO B KOHTEKCTa Ha BH3MOKHHUTE
ObJIIeIM KPU3H WK CIIAJI0BE B UKOHOMUYECKaTa aKTUBHOCT.

B 3akmouenne, 610xeThT Ha bbarapust 3a 2021 roguHa Moxke 1a Ob/1e onpeiecH
KaTO KPU3MCEH, HO U CTpaTernyecku opueHTHpaH. Toil chueTaBalle KpaTKOCPOUYHHU
MEPKH 32 CIpaBsHE C HEOTIOKHUTE TIPEIU3BUKATEIICTBA C ABJITOCPOYHH HHBECTUITUU
B YCTOWYMBOTO pa3BuUTHE Ha cTpaHata. OCHOBHUTE My TMpeauMcTBa Osxa
AQHTAKUMEHTHT 3a MOJKpena Ha HAcCeJIeHHEeTO M OHu3Heca, ChUeTaH C YCUJIUS 3a
3ama3BaHe Ha MAaKpPOMKOHOMHYECKaTa CTaOMJIHOCT. YCHNeXbT Ha TO3U OIODKET
3aBHCeIIe HE CaMO OT TMPABWJIHOCTTA HA 3aJOKEHUTE TIIOJIUTUKH, HO H OT
CIIOCOOHOCTTA 3a TAXHOTO €(PEKTHBHO W3ITBJIIHEHHE, KAKTO W OT AJalTUBHOCTTA Ha
MPABUTEJICTBOTO KbM JUHAMHYHO MTPOMEHSLIATA CE Cpeaa.
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Abstract: Marketing is becoming an important tool in the education’s field, used to
promote institutions, enhance student recruitment, and establish strong educational
brands. This paper shows how marketing strategies are effectively utilized in educational
institutions, discussing their importance in student engagement, institutional growth, and
community relations. This article provides insights into the integration of traditional and
digital marketing in education, highlighting examples of effective marketing campaigns
and strategies that have been used.

Keywords: Educational marketing, digital marketing, student recruitment, higher
education, student engagement.

Introduction

Marketing has traditionally been viewed as a domain mainly linked to businesses
and trading, but its application in the education sector is gaining “weight”. In the past,
the students registration was influenced by the location of the schools and
universities. However, with increasing competition, globalization, and the digital
revolution, educational institutions are beginning to leverage marketing to
differentiate themselves, communicate their value propositions, and engage with a
broader audience.

The field of education today is vast and varied. Marketing in education not only
helps attract prospective students but also plays a crucial role in shaping the
institution’s image, reputation, and relationships with various stakeholders. This
article examines how marketing is being applied to education and how institutions
can optimize their strategies/skills for growth and success.

The Role of Marketing in Education

1. Student Recruitment and Enrollment Growth

186



One of the primary uses of marketing in education is to recruit students. The
recruitment process has evolved. Schools and universities utilize a variety of
marketing channels, including social media, email campaigns and paid advertising, to
reach their target demographics. For example, universities often use open days,
campus tours, and virtual experiences to allow prospective students to dive
themselves in the campus environment and offerings before applying.

Effective marketing strategies also emphasize the importance of delivering
personalized communication to students and their families. According to Hemsley-
Brown and Oplatka (2015), personalizing the student experience has become one of
the key drivers in student recruitment.

2. Branding and Differentiation

In a highly competitive market, creating a unique institutional identity is essential.
Educational branding involves the development of a consistent image and message
that aligns with the institution’s values and mission. Branding efforts go beyond logos
and slogans to communicate the essence of the institution and the unique experiences
it offers.

For instance, many higher education institutions adopt slogans or campaigns to
project their uniqueness. Harvard University’s simple yet impactful branding as a
prestigious institution is reinforced through a long history of academic excellence and
innovation.

3. Digital Marketing and Online Presence

The rise of digital marketing has transformed the way educational institutions
reach out to their target audiences. Websites, social media platforms, blogs, and
online advertising are now key components of marketing strategies. Research by
Barnes and Lescault (2016) shows that 96% of universities have a social media
presence, with platforms such as Facebook, Instagram, and YouTube being used to
engage students, promote programs, and share news.

Additionally, search engine marketing (SEM) and optimization (SEO) help
institutions rank higher in search results, increasing visibility and driving organic
traffic to their websites.

4. Building Relationships with the Community

Marketing in education goes beyond student recruitment. Schools and universities

collaborate with businesses, governments, and nonprofits to create mutually
beneficial partnerships. Through these collaborations, institutions can secure funding,
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offer real-world learning experiences for students, and enhance their standing in the
community.

Educational institutions also use marketing to engage former students(alumni),
parents, and donators. Alumni engagement campaigns, for instance, help maintain
strong ties with former students, who can become ambassadors for the institution and
contribute to its long-term success. Marketing campaigns aimed at parents can
provide them with insights into school culture, academic programs, and student
support services.Consistent branding builds a positive reputation and fosters
emotional connections between the institution and its target audience, leading to
higher enrollment and increased retention (Maringe & Gibbs, 2009).

Three examples of companies using Education Marketing

Many well-known companies around the world are investing in education
marketing to create useful educational content that customers want to consume. Here
are some examples.

- Hubspot - Builds a Comprehensive Academy and provides teachers and
university instructors with the opportunity to access inbound education marketing
resources and sales training (guides, templates, ebooks, webinars).

- Indium: Started a powerful blog. Six months after launching the blog "One
Engineer to Another,” Indium Corporate has seen a significant 600% increase in
leads. Her blog provides valuable content to viewers through articles and videos that
provide answers on many technical topics while introducing a variety of products.
Despite her focus on such niche topics, her blog is successful in providing insightful
information and initiating conversations.

- Apple: Creating a series of how-to videos Apple's "Today at Apple at Home"
features a series of how-to videos hosted by the team's creative experts. These
educational video sessions are designed to be creative and provide tips and tricks for
participating in fun projects at home. From "how to draw playful portraits on the
iPad" to "how to make videos more cinematic on the iPhone," Apple customers have
a lot of resources to learn at will.

Conclusions

Marketing plays a multifaceted role in the field of education. It not only helps
institutions attract and retain students but also strengthens their brands, enhances their
community presence, and improves overall institutional success. Effective marketing
strategies focus on developing personalized, engaging, and value-driven messages
that resonate with various stakeholders.

Marketing’s integration into education is essential in the digital age, where
prospective students are increasingly turning to online platforms to make informed
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decisions about their education. The strategic use of marketing tools and technologies

will be crucial in helping institutions stay relevant, competitive, and connected to
their target audiences.
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