PestoMera Ha perieH3upaHuTe myOIuKalum:

I/IHOBaI_[I/II/I B JUI'MTaJIHATaA KOMYHUKAIIUA Ha OusHec OpraHu3alunuuTe

I/IHOBaI_[I/II/ITC CTOAT B OCHOBATa HAa JUTHTAa/IHATA MKOHOMUHMKA, KOATO € 6a3npaHa Ha
3HaHUATA, I'bBKABOCTTa W pe€ajiu3alusiaTa Ha HOBU HJCH. Te ca rmaBHa JBMKCIIa CHJIa 3a
Pa3sBUTHUEC HA JUACPCTBO U 3a IIOCTHUIaHC Ha KOHKypeHTOCHOCO6HOCT Ha TJI00aJHUTE Ima3apu.
qp63 IIpujiaraHe Ha HOBM TCXHOJIOIMH B JUI'MTalHATA KOMYHUKallMsa HAa OPraHU3alluUTE CE
HacbpyaBa palUOHAIMU3UPAHCTO Ha pa3jiMi4HH OIICpalrH, aBTOMATH3WPAHCTO Ha ousHec
nmponecu, OITUMHU3UPAHCTO Ha Pa3sxXoau.

B mppBa raBa ce pasriexzia ChIIHOCTTA U 3HAUYEHHETO HAa MHOBALIMUTE 33 OW3HEC
OpraHU3aIHTe, KaTO BH3MOXKHOCT 33 TpaHC(HOpMUpaHE Ha 3HAHUETO B MPOLIECH M YCIIYTH,
Ccbh3aaBaliu CTOMHOCT 3a KOMITQHMUTE M TEXHHUTC KIIMCHTH M KaTO HAYMH 3a azarrTranusa Ha
Ou3Heca KbM MPOMEHSIIUTE C€ Ma3apHU YCIOBH. 3a Mo-100po pa3dupaHe Ha pa3IHIHHUTE
acTIeKTH Ha MHOBAIMUTE M TAXHOTO BB3JCHCTBHE BHPXY OM3HECA ca MPEICTaBeHU Pa3IIUIHU
KJ'IaCI/I(l)I/IKaIII/II/I, KOHMTO AaBaT Bb3MOYXHOCT 3a aHAJIM3UPAHC HA KIIFOYOBUTC XapaKTCPUCTUKHU HA
WHOBAILIMUTE, 32 ONPENEIIHE Ha CTPATErHUTE, KAaKTO M 3a OLEHKA HA PHCKA M MOTEHIIMAaja 3a
ycnex. Ilogqueprano e 3Ha4eHHWETO Ha MHOBALIMOHHHUS MPOILEC 3a IUIOCTHA NPOMSIHA U 3a
pa3BUTHE HAa OpraHU3alMUTe, KAaKTO U 32 Ch3JaBaHEe Ha HOBU Bb3MOKHOCTH 3a JIOCTUTAHE JI0
HOBHM pewieHus. [IpocnensBaneTo Ha pa3BUTHETO Ha HHOBALMOHHUS MPOLIEC € HE0OX0AUMO 32
UACHTUGUIMPAHE KAaKTO HA CHJIHUTE, Taka M Ha YA3BUMUTE CTpaHM HAa KOMIIAHHMTE IpU
pa3paboTBaHe U BHEAPSBAaHE HAa MHOBALMMTE U MMa OTHOLICHHE KbM aHaJIM3a Ha Pe3yJITaTUTe
OT WMHOBALMOHHUTE WMHUIMATUBU. VI3BeneHa e poisiTa Ha HMHOBAIMUTE 3a IOCTHUTAaHE Ha
KOHKYPEHTOCIIOCOOHOCT ¥ KOHKYPEHTHO MPEIMMCTBO Ha OPraHU3aLUUTE U KaTO Bb3MOKHOCT
3a HaBJIM3aHEe B HEMU3CJeIBaHU Na3apHu TepuTopuu. IlocTaBeH e aklieHT BbpXY CTUMYJIUPAHETO
Ha MOJXO0/As1[a HHOBAI[MOHHA cpesia 3a (opMHUpaHe Ha MHOBAIIMOHEH KJIMMAT 3a pa3BUTHE Ha
OusHeca.

Btopa rnaBa e mocBeTeHa Ha poJiATa HAa JUTHUTAIHUTE TEXHOJIOTHU U MHOBAIIMUTE B
KOMYHHUKaIMsATa Ha Ou3Hec opraHu3anuute. O4epTaHu ca Bb3MOXKHOCTUTE Ha JUTHUTAIHATA
KOMYHHUKAIIUS 32 paliOHAIM3UPAHEe HA KOMYHUKAIMOHHUTE TMPOIIECH U 3a yBEIMYaBaHE Ha
e(eKTUBHOCTTa M aHTAXHUPAHOCTTA C I[IEJIEBUTE IMYOJWKH, KAKTO H 3a YCIEIIHO
¢dbyHKIIMOHUpaHe Ha Ou3Heca. 3a CHhCTaBsSHE Ha MO-A00pa MpeleHKa MO OTHOIIEHHEe Ha
MMOTEHIMATHUTE PUCKOBE M BH3MOKHOCTH, CBBP3aHU C PA3BUTHETO HAa HOBOBB3HUKBAIIMTE
TEXHOJIOTHH Ca MPOCIEAEHU JETAaHIHO €TaluTe Ha TAXHOTO Pa3BUTHE OT BbBEXKIAHETO UM Ha
mnazapa J0 WHTErPUPAHETO UM B 00mEecTBOTO. OTYETEHO € BIMSHHMETO Ha JIUTUTATHUTE
MapKeTUHTOBU TIaTGopMu, OONAYHUTE TEXHOJOTHH, H3MOJI3BAHETO Ha YaTOOTOBE U
W3KYyCTBEH WHTENEKT, Ha pOoOOTH3MpaHaTa aBTOMATH3allMsl Ha TMPOIECH, KAKTO U Ha
TEXHOJOTHHTE 32 BU3YAIHH CTUMYIAIUHU, KaTo e)eKTUBHU MHCTPYMEHTH 32 MOA00psiBaHe Ha
B3aMMOJICHICTBUETO C TOTPEOUTEIICKUTE TPYMH W 3a YIIECHsSBaHE Ha OM3HEC IMPOILIECUTE B
OpraHu3aINHUTE.

B Tpera rnaBa e HanpaBeHO MPOYYBAHE HA PA3JIMYHU Ka3yCH Ha YCHEIIHNW WHOBAIUH B
JTUTUTAIHATa KOMYHUKAIMsS Ha OBArapcku Ou3HEC opraHu3amnui. Bs3 OCHOBA Ha pe3ynTaTuTe
OT MPOYYBAHETO ca 000OIICHN BaXKHU U3BOM 110 OTHOIICHUE Ha HApaCTBAIUTE TCHICHIINN 32
H3II0JI3BAaHE HAa HOBH TE€XHOJOI'MM U MHOBAITUHU OT 6LJ'IFapCKHTe KOMITaHWH, KOUTO YCIIIBAaT Ja



3aBOIOBAT 3HAYUTEJIHU YCIIEXH B 00J1aCTTa HA MHOBALIMUTE U J]a IOCTUraT CBETOBHO NIPU3HAHKE
Ha MEXyHapOIHUTE Ma3apHu.

Hapnu3zaneTo Ha HOBUTE TEXHOJIOTHUU U Ha HHOBAIMUTC B KOMYHHKaNUATA HA Ou3Heca
AaBa Bb3MOKHOCT Ha OPraHU3alUUTC Oa pa6OTHT B ITIOCOKA yBCJIMYAaBAHC HA HOTpe6I/ITCJICKaTa
YAOBJICTBOPCHOCT, HOIl06p$IBaHe Ka4C€CTBOTO Ha O6CJIY)KB3.HC, KaKTO M 3a HaCbpiaBaHC Ha
npouecuTe, HACOYCHU KbM II0-JICCHA aJalTainud CHOpsaMO H3UCKBaHMATA Ha HOBATa
KOMYHHUKAIIMOHHA PCATIHOCT. Bcuuko ToBa C’bIIGfICTBEl 3a yYBCJIMYAaBaHC Ha e(i)eKTI/IBHOCTTa,
MMPOU3BOJUTCIIHOCTTA U peHTaGI/IHHOCTTa 1 BOJAW N0 TCXHOJOIMYCH HAIIPCABK B YCJIOBHATA HA
HMHTCH3MBHU TpaHC(bOpMaHI/II/I U JUTUTAJIHU IPECAN3BHUKATCIICTBA.

Innovations in the digital communication of business organizations

Innovation is at the heart of the digital economy, which is based on knowledge,
flexibility and the implementation of new ideas. They are the main driving force for developing
leadership and achieving competitiveness in global markets.

By implementing new technologies in the digital communication of organizations, the
rationalization of various operations, the automation of business processes, and the
optimization of costs are encouraged.

The first chapter examines the nature and importance of innovation for business
organizations, as an opportunity to transform knowledge into processes and services that create
value for companies and their customers and as a way to adapt business to changing market
conditions. For a better understanding of the different aspects of innovation and its impact on
business, different classifications are presented, which make it possible to analyze the key
characteristics of innovation, to define strategies, as well as to assess risk and potential for
success. The importance of the innovation process for overall change and for the development
of organizations, as well as for creating new opportunities to reach new solutions, is
emphasized. Tracking the development of the innovation process is necessary to identify both
the strengths and weaknesses of companies in the development and implementation of
innovations and is relevant to the analysis of the results of innovation initiatives. The role of
innovation in achieving competitiveness and competitive advantage of organizations and as an
opportunity to enter unexplored market territories is highlighted. Emphasis is placed on
stimulating a suitable innovation environment to create an innovation climate for business
development.

The second chapter is devoted to the role of digital technologies and innovations in the
communication of business organizations. The possibilities of digital communication are
outlined for streamlining communication processes and for increasing efficiency and
engagement with target audiences, as well as for successful business functioning. In order to
make a better judgment regarding the potential risks and opportunities related to the
development of emerging technologies, the stages of their development from their introduction
to the market to their integration into society have been followed in detail. The influence of
digital marketing platforms, cloud technologies, the use of chatbots and artificial intelligence,
robotic process automation, as well as visual stimulation technologies as effective tools for
improving interaction with user groups and facilitating business processes in organizations is
reported.



In the third chapter, a study of various case studies of successful innovations in digital
communication of Bulgarian business organizations is made. Based on the results of the study,
important conclusions are summarized regarding the growing trends in the use of new
technologies and innovations by Bulgarian companies that manage to achieve significant
success in the field of innovation and achieve global recognition on international markets.

The introduction of new technologies and innovations in business communication
enables organizations to work towards increasing user satisfaction, improving the quality of
service, as well as promoting processes aimed at easier adaptation to the requirements of the
new communication reality. All this helps to increase efficiency, productivity and profitability
and leads to technological progress in the conditions of intensive transformations and digital
challenges.

HI/IFI/ITaHHa KOMYHUKaAIUA U PR HHCTPYMCHTApUYM B Ou3Hec cpcaa

CpabpxaHueTo Ha MOHorpadusara ce Gpokycupa BbpXY M3IOJI3BAHETO HAa JUTHTAJIHA
KoMyHHUKaus U PR uHCTpyMeHTapuyMm B MapKETHHIOBUTE OOIyBaHUS HA OPraHU3ALMUUTE,
KOETO € OT ChLIECTBEHO 3HaYECHHUE 3a IOCTUT'AHE HA yCIIeX B YCIOBUATA Ha INI00AIHU IPOMEHU
U TEXHOJOTMYHU IpPEAU3BUKATEICTBA. JUruranHara KOMyHHUKaLMs [aBa Bb3MOXKHOCT 3a
OCBILECTBSIBAHE Ha CHIbPIKATEIHO M KAyeCTBEHO B3aMMOJICHCTBHE C MYOJMKUTE 4pe3
IIpUJIaraHe Ha JUaJOruyeH MOAXOJ U HOB THUII YIIPABJICHUE HA KOMYHUKAIIMOHHUTE MIPOLIECH.
bnaronapenune Ha nurutanHus PR uHCTpymMeHTapuyM cTaBa Bb3MOXHO J100aBSHETO Ha
CTOMHOCT B KOMYHHUKALIMSITa U HAMUPAHETO Ha I'bBKaBU pemieHus. OCHOBEH aKIEHT €
IIOCTaBEH BBPXY H3CIEABAHETO HA BIIMSAHUETO Ha JUIWTAIM3ALMUATA 34 DPA3BUTHE Ha
ObJATrapcKUTe KOMIAHUM U BbpPXY M3IOJI3BAaHETO Ha aurutaneH PR uHCcTpymeHTapuym, kato
e(eKTHUBHO CPEAICTBO 3a M0I00psIBaHEe HA KOMYHUKAIUATA C ITYOJIUKHUTE.

B nbpBa rnaBa e pasrienaHo 3HaU€HUETO Ha JUTHTallHaTa KOMyHUKalus 3a Ou3Heca.
IIpocnenena e pondra Ha UdpoBaTa TpaHCHOPMALUA U HABIM3aHETO HA HOBUTE TEXHOJIOTHH,
KOUTO TPOMEHST HayMHAa Ha (YHKIMOHHMpAHE HA CHBPEMEHHHTE OpPraHW3allud M HajaraT
U3IOJI3BaHE HA HOBM MOAXOAM M OW3HEC MOJENU 3a IO-Pe3yJTaTHO pealu3upaHe Ha
cTpaTternueckute nenu. HoBata nuHaMMYHO-UH(GOPMALMOHHA Cpe/la U3MCKBA MpUilaraHe Ha
HOBM ()OpPMHM Ha B3aMMOJIEHCTBHE MEX]ly OHM3HEca U LeJIeBUTE MYOJIUKHU 3a OCTUTaHEe Ha I0-
BHCOKH HUBA Ha aHTXHPAHOCT U €()eKTUBHOCT B KOMYHHUKAIUATA. 3a 0-100po pazdbupaHe Ha
TpaHchopmanuaTa B OOIIyBaHMATA ca pasrlief]aHd PA3IUYHU KOMYHHMKAIIMOHHM MOJENH,
KOUTO C€ M3IOJ3BaT 3a 3a]IbJIOOYEHO NMPOYUYBaHE Ha Mpolleca Ha KOMYHUKAIUS B MOJIETO Ha
BPB3KUTE ¢ oOiecTBeHocTTa. HanpaseH e mapasnen Mexay TpaJullMOHHIUTEe KOMYHUKAIlHUOHHU
MOJENIM M U3I0JI3BaHETO Ha HOBM TexHojoruu B PR komynukanwmsara. Ilpocneneno e
BB3JICHCTBUETO HAa AUTUTAIN3ALMITA BbPXY CTPYKTYPHUTE U KOMYHMKAI[MOHHUTE MPOIECH B
Ou3Heca, KOETO JlaBa BB3MOXHOCT 332 Bb3HHMKBaHE Ha HOBU (DOPMM Ha CHTPYAHUYECTBO U
(bupMeHH B3aMMOOTHOIICHUS MEX]Ty KIIMEHTH U CITY>KUTENN U OKa3Ba BIUSHUE BbPXY HaUMHa,
M0 KOWTO OpraHu3alMUTe C€ CHpaBAT C NPEeIU3BHKATENICTBAaTa, HAJIOXKEHHM OT HOBaTa
uHpopmanonHa cpena. Pasrmegan e MoaenbT Ha BHUPTyaJlHUTE OpraHU3allid, KaTo
OpraHM3allioHHa CTPYKTypa, Oa3upaHa Ha HWH(OPMALMOHHUTE M KOMYHUKAIIMOHHUTE
TEXHOJIOTUH 32 U3IIBJIHEHHE Ha KOHKPETHH MPOEKTH W 33/1a4yd Bb3 OCHOBA Ha MpPUHIIMIIA HA
MapTHHOPCTBOTO U CHOJEISIHETO HA PECYPCH.



B®B BTOpa riaBa e oueprana posisata Ha nurutainHus PR, kato epexTuBHO cpencTBo 3a
yIpaBJIeHUE HAa KOMYHHKAIMATA W DPEIyTalUsITa Ha OpPraHU3alMUTe, 32 MEHUKMBHT U
MOHHUTOPHUHT Ha OHJIAH aKTUBHOCTHUTE, KAKTO U 32 TeHEpHpaHe Ha TpapuK KbM yeOcaiita u 3a
nono0psiBaHEe BHIMMOCTTa HAa KOMIIAHHMHMTE B Mpekara. HampaBeHa € ChIIOCTaBKa MEKIY
TPaIUIMOHHKS W JurHTanHus PR W ca w3BeieHM OOIMIMTE NMPUHIMIMN U JCUCTBUS, KAaTO €
MoJ4epTaHa TsAXHaTa crenuuka, ompenesieHa OT OCOOCHOCTUTE Ha cpejara, B KOSTO
¢ynkunonupar. 3a momoOpsiBaHe e(EeKTHBHOCTTa HAa KOMYHHKAIMATa € NpPeICTaBeH
JUTUTAJICH MOJACJI Ha CUCTEMAaTUu3alusa Ha PR ﬂeﬁHOCTHTe B AWUTrUTaJIHAaTa KOMYHUKaAlWUA Ha
Ou3Heca, KOHTO 00XBaIllla OCHOBHUTE aKTUBHOCTH Ha opranu3anuute. OOBPHATO € CIEeIHATHO
BHUMaHHE HA HWHTEPAKTHBHOCTTA, KaTo PR cTparerus 3a wu3rpaxiaHe Ha CBBP3aHOCT,
aQHraKUPAHOCT W JOBepHe C myOnukure. M3BeneHO € 3HAYCHHWETO HA JIUTHTATHUTE
MapKeTHHIOBM KOMYHHKAllMd 3a OH3Heca 3a JOCTUTaHE JI0 KIIOYOBUTE AayIUTOPHH,
6J'IaI‘OI[ap€HI/Ie Ha JUTUTAJIHHUA HHCTPYMCHTApPUYM. HpOCJICI[eHI/I ca BB3MOXHOCTUTEC Ha
BUPTyaJiHaTa PEaJTHOCT ¥ BUPTYATHUTE CBETOBE 3a CBHP3BaHE C MOTPEOUTEICKUTE TPYIH U 32
HAChbpUYaBaHE Ha ITBJIHOICHHOTO B3aUMOJICHCTBUE C TAX.

Tpera rnaBa e mocBeTeHa Ha M3MOI3BaHETO Ha AUrnTanHusg PR uHcTpymeHTapuym 3a
nesnuTe Ha O6usHeca. biaronapeHue Ha Bb3MOXKHOCTUTE Ha yeO MHCTPYMEHTHUTE CE€ Ch3/aBat
MOAXOJALIN YCIIOBUS 3a IOINYJSIPU3UpPAHE HAa OPraHMU3allMUTE M HAa TEXHUTE NEHHOCTH U
VHULMATUBH, 32 U3TPAXKIaHE U YIIPABJICHNUE HA PEIyTalys B IUTUTAIHOTO MIPOCTPAHCTBO, 3a
3aTBBPK/IaBaHE HA KOPIIOPATHBHMS aBTOPUTET, 3a pa3lUUpPsBAaHE HA BUPTYAJIHUTE BEPUIH,
KaKTO M 3a MOAOoOpsSiBaHE Ha IPUIOCTHATAa KOMYyHHKanus. HampaBeHo € HEOOXOIMMOTO
YTOYHEHHE 110 OTHOLIEHUE HA IPUIIOKPUBAHETO HA UHCTPYMEHTUTE, U3IIOJI3BAHU 3a JIUTUTAJIEH
PR v qururasieH MapKeTHHT B 3aBUCHUMOCT OT IIPEIBAPUTEIIHO HAYEPTAHUTE LIEJIN U CTPATErUU
IIpY pa3pelIaBaHeTo Ha onpeieneHy 3a1aul. OTYeTeHa € possiTa Ha COLMATHUTE MIaTdOpMH,
KaTo Ba)K€H MHCTPYMEHT 3a B3aUMOJecTBHE OylarojapeHre Ha HHTErpaTUBHUTE UM (YHKIUH
3a Ch3/1aBaHe Ha AUAJIOT U aHTAKUPAHOCT C MOTPEeOUTEINTE.

B uyerBbpTa TNMaBa € NPEACTaBEHO EMIUPHUYHO COIUATHO H3CIEABAHE, HMAIIO
OTHOIIICHHE KbM H3IOJI3BAHETO Ha JUTHTalHA KOMyHHKaIus u PR wuHCcTpymeHTapuym ot
OBIATapCKUTE MPEANPUATHS OT PA3NUYHU chepu Ha JEHHOCT, ONepupaliy Ha JOKAIHUS U Ha
MeXayHapoaHus maszap. [IpoBexTaHeTo Ha TaKbB THUIl MPOYYBAHE € MPOJUKTYBAHO OT
Heo0X0IMMOCTTA 32 pa3KpUBaHe Ha Bph3KaTa OT yrmoTpedaTa Ha TUTHTATHA KOMYHHUKAIUS U
PR uHCTpyMeHTapuyM M LSIOCTHOTO OPraHM3AIMOHHO IMpEICTaBsHEe 3a IeNIuTe Ha Ou3Heca.
[IpencraBeH e KOHIENTyaJdeH MOJENT Ha B3aMMOBpbB3KaTa JWTUTAIHA KOMyHUKanus - PR
WHCTPYMEHTapuyM — TOM3M 3a OuszHeca. OmnucBar ce TMOHATHS OT cdepara Ha
AUTHUTAIN3aIUATA, MAPKETUHTA U TCXHUTC BPBb3KH U 3aBUCUMOCTH. B13 ocHOBa Ha IMOJIYUYCHHUTEC
pe3ynrati ca 0000MICHN BaXHHM M3BOJHM M 3aKIIOUYCHHSI, KOMTO TOYEPTABAT BIUSHUETO HA
JTUTHTATHATa KOMYHHKAIUS 32 pa3BUTHE Ha OM3HECa B TMOCOKa IMOJOOpsSBaHE MPOIECHUTE Ha
oOmryBaHe M OOCTy)KBaHE Ha MOTpPeOUTENUTE, YJIECHSBAHE IOCThIA 0 HWHPOPMAIHS H
pecypcu, ToBUIIIaBaHe Ha KOPIIOPATUBHUTE TeYaIOn, pa3upsiBaHe Ha Ma3apHUS JIsUI, KaKTO U
mo00psiBaHe Ha ISUIOCTHOTO MPEICTaBIHE HA OPTaHU3AIMUTE.

Opl" AHU3alUUTEC, KOUTO U3IIOJI3BAT JUI'NTAJIHA KOMYHHUKAIUA U PR HHCTPYMCHTAPUYM
O6H_Iy'BaT I1O-JICCHO, HO-C(I)CKTI/IBHO N IO-IIBJIHOLNCHHO CBhC CBOHUTC HOTpCGI/ITCHI/I.
I/IHBeCTI/IpaHCTO B AUTUTAJIHUSA KOMYHUKAIIMOHCH MOJICI AaBa BB3MOXHOCT Ha OusHeca 3a
HaACKIHO MNPOYYBAHC HA KIIMCHTCKHUTC HarjaCu u HOTpe6HOCTI/I, 3a q)OpMI/IpaHC Ha JIMYHO
OTHOIICHHUC W HWHAUBHUAYAJICH IMMOAXOHA KBM BCCKU CIUWH KJIUCHT U 3a OCBIICCTBABAHC Ha



IIBJTHOIICHHO B3aMMOJICUCTBHE C MOTPEOUTENICKUTE ayauTopuu. [lo TO3M HauWMH ce ch3laBa
CTOMHOCT B KOMYHHUKAITUATA, U3TPaXKAa CE€ YCTOMYMBA PENyTAIMA U CE TTOCTUTa IPU3HAHUE U
MIPOCTIEPUTET B YCJIOBHSITA HA TUTUTATU3ALIUS.

Digital communication and PR tools in a business environment

The content of the monograph focuses on the use of digital communication and PR tools
in the marketing communications of organizations, which is essential to achieve success in the
conditions of global changes and technological challenges. Digital communication makes it
possible to carry out meaningful and high-quality interaction with audiences by applying a
dialogic approach and a new type of management of communication processes. Thanks to the
digital PR toolkit, it becomes possible to add value in communication and find flexible
solutions. The main emphasis is placed on the study of the influence of digitization for the
development of Bulgarian companies and on the use of digital PR tools, as an effective means
of improving communication with the public.

The first chapter examines the importance of digital communication for business. The
role of digital transformation and the introduction of new technologies, which change the way
modern organizations function and require the use of new approaches and business models for
more effective realization of strategic goals, has been tracked. The new dynamic information
environment requires the application of new forms of interaction between businesses and target
audiences to achieve higher levels of engagement and effectiveness in communication. For a
better understanding of the transformation in communication, various communication models
are examined, which are used for an in-depth study of the communication process in the field
of public relations. A parallel is drawn between traditional communication models and the use
of new technologies in PR communication. The impact of digitization on the structural and
communication processes in business has been tracked, which enables the emergence of new
forms of cooperation and company relationships between customers and employees and has an
impact on the way organizations deal with the challenges imposed by the new information
environment. The model of virtual organizations is examined, as an organizational structure
based on information and communication technologies for the implementation of specific
projects and tasks based on the principle of partnership and resource sharing.

In the second chapter, the role of digital PR is outlined, as an effective tool for managing
communication and the reputation of organizations, for managing and monitoring online
activities, as well as for generating traffic to the website and improving the visibility of
companies on the web. A comparison is made between traditional and digital PR and the
general principles and actions are brought out, emphasizing their specificity determined by the
peculiarities of the environment in which they function. To improve the effectiveness of
communication, a digital model of the systematization of PR activities in the digital
communication of business is presented, which covers the main activities of the organizations.
Special attention is paid to interactivity as a PR strategy to build connectivity, engagement and
trust with audiences. The importance of digital marketing communications for businesses to
reach key audiences, thanks to the digital toolkit, is brought out. The possibilities of virtual
reality and virtual worlds to connect with user groups and to promote meaningful interaction
with them are traced.



The third chapter is devoted to the use of digital PR tools for business purposes. Thanks
to the capabilities of web tools, suitable conditions are created for promoting organizations and
their activities and initiatives, for building and managing reputation in the digital space, for
strengthening corporate authority, for expanding virtual chains, as well as for improving overall
communication. The necessary clarification has been made regarding the overlap of the tools
used for digital PR and digital marketing depending on the previously drawn goals and
strategies in solving certain tasks. The role of social platforms as an important tool for
interaction thanks to their integrative functions for creating dialogue and engagement with
users is reported.

In the fourth chapter, an empirical social study is presented, related to the use of digital
communication and PR tools by Bulgarian enterprises from various fields of activity, operating
on the local and international market. Conducting this type of research is dictated by the need
to reveal the relationship between the use of digital communication and PR tools and the overall
organizational performance for business purposes. A conceptual model of interconnected
digital communication - PR toolkit - benefits for business is presented. Concepts from the field
of digitization, marketing and their connections and dependencies are described. Based on the
obtained results, important conclusions and conclusions are summarized, which emphasize the
influence of digital communication for business development in the direction of improving the
processes of communication and customer service, facilitating access to information and
resources, increasing corporate profits, expanding market share, as well as improving the
overall performance of organizations.

Organizations that use digital communication and PR tools communicate more easily,
more effectively and more fully with their users. Investing in the digital communication model
enables the business to reliably study customer attitudes and needs, to form a personal
relationship and individual approach to each and every customer, and to carry out a full-fledged
interaction with consumer audiences. In this way, value is created in communication, a
sustainable reputation is built, and recognition and prosperity are achieved in the conditions of
digitalization.

TpaI[I/H_[I/IOHHI/I KOMYHUKAOUOHHU MOJCIIN U HOBU TEXHOJIOTUU B PR KOMYHUKaIUATA

HapnuzaneTro Ha guruTaiu3alusaTa B JKMBOTa Ha CbBPEMCHHOTO O6H.[CCTBO JOBEAC OO0
ri100aTHA IMPOMEHU B HKOHOMHUYCCKATA W B COHOHUAJTIHO-KOMYHHKATHBHATA c@epa. Hosata
JWHaMHW4YHa I/IHCI)OpMaI_II/IOHHa Cpc€aa H3UCKBA IMpUJIAraHEC Ha CICOUAIHU KOMYHUKAIWMOHHU
YMCHHA, KAKTO U HAa HOBHU (I)OpMI/I Ha COIIMAJHO B3aMMOACHCTBHE MCXKAY OpraHU3aluuTC U
OEJICBUTE Hy6J'II/IKI/I 3a IIOCTUTI'aHC HAa BHUCOKM HHBA Ha aHTAXUPAHOCT U e(i)eKTI/IBHOCT B
KOMYHUKAaIUATA.

3a mo-mo0po pazbupane Ha TpaHchoOpMaIUsATa B OOIIyBaHUITA € HEOOXOIUMO Ja ObaaT
MPOCJEIeHN Pa3INYHU KOMYHUKAIIMOHHU MOJIENH, KOUTO C€ M3MOJ3BaT 3a 3aJbJI00YECHO
MPOyYBaHE Ha Mpolieca Ha KOMYHHKAIUS B MOJIETO Ha BPB3KUTE C 00IIecTBeHOCTTa. ChII0
Taka € BaXHO Ja ObJe O4YepTaHO BIMSHHMETO HAa IUTUTANH3AIMATa 3a 000coOsBaHEe Ha
WHTETpUpPAHA Cpela, KOATO MpEArosiara JWajJorHueH TOAXOJ W HOB TUM YIpaBlIEHHWE HA
KOMYHUKAIITMUOHHUTE NPOLCCH.



LlenTa Ha myOmuKanMATa € 1a ce HAIlPaBU CHIIOCTaBKa MEXy KIACHYECKUTE MOAXOIH 3a
M3CIIeIBAaHE HAa MacoBaTa KOMYHMKAIlMsl M BHEAPSBAHETO Ha HOBHUTE TexHomoruu B PR
KOMYHHUKAIMATa, KOGTO M3UCKBA IMpUIaraHe Ha HOBM METOJIM 3a NMPOyYBAHE M aHAIU3 Ha
IUTHTAIHUTE OOIIyBaHWS, KaKTO W HOBHM HAUMHM 3a JOCTUTaHE /O IIEJICBUTE TPYNH B
COLIMAITHUTE TIaT(HOPMHU.

Traditional communication models and new technologies in PR communication

The entry of digitization into the life of modern society has led to global changes in the
economic and socio-communicative spheres. The new dynamic information environment
requires the application of special communication skills, as well as new forms of social
interaction between organizations and target audiences to achieve high levels of engagement
and effectiveness in communication.

For a better understanding of the transformation in communication, it is necessary to trace
different communication models that are used for a thorough study of the communication
process in the field of public relations. It is also important to outline the influence of
digitalization to define an integrated environment that implies a dialogic approach and a new
type of management of communication processes. The purpose of the publication is to make a
comparison between the classical approaches to the study of mass communication and the
implementation of new technologies in PR communication, which requires the application of
new methods of research and analysis of digital communications, as well as new ways of
reaching target groups in social platforms.

PR nefinHocTu B AuruTanHaTa KOMyHUKalKs Ha OU3HECA

YCKOpPEeHOTO HaBIIM3aHE Ha JIUTHUTANIU3alUsATa B OM3HECa HACOYM BHUMAHHUETO Ha
CIICHUAIMCTUTC KbM 3aTBBPIKJABAHC Ha OHJIAMH MNPUCBCTBUCTO HA OPraHU3ALUMHUTC U KbHM
akTuBHM3MpaHe Ha PR neliHOCTHUTE B €JEKTPOHHOTO MPOCTPAHCTBO. Te€3U yCumus ca KIO4YOBU
3a ObP30TO M €(hEeKTUBHO U3TPAXKIAHE HA JUATIOT M B3aUMOJIeHCTBHE ¢ MyOaukuTe. B chimoTo
BpEME, U3I0JI3BAaHETO HA JUTUTATIHUSA HHCTPYMEHTAPUYM IO3BOJIABA ITO-TIPELIU3HO U JECTAUIIHO
mpocCiacasABaHC HAa MHCHUATA U KOMCHTAPHUTC B COOMATTHUTEC MPEIKU, KOCTO OT CBOA CTpaHa JaBa
BB3MOXXHOCT 32 H3TOTBSHE Ha TMO-TOYCH aHalIM3 Ha TMOTPEOUTEIICKUTE Harjiacu |
MPeNoYUTaHus, KaKTO U 3a TI0-J00p0 OTMO3HaBaHe Ha ayAuTopunTe. Bcuuko ToBa chiaelcTBa
3a M3TpakJlaHe Ha JIOBEpHE U 3a Cbh3/1aBaHE Ha JBJITOCPOYHH OTHOLIEHHUS C MyOJIMKUTE B
YCJIOBUATA Ha CUIIHO U30CTPEHA KOHKYPEHTHA Cpea.

IlenTa Ha myOnuWKanusITa € Ja C€ OYEPTASAT MPHHITUIUTE, MO KOUTO KOMITAHUHUTE U
TEXHHUTE IOTPEOUTENH CrIoAeTAT HH(OpMaIHs U 00IITyBaT TOMEXIY CH B Mpexara. B cbiioro
BpeMe ce IIeJIH JIa Ce TIoTuepTae 3Ha4eHNEeTo Ha e()eKTUBHOTO yrnpasienue Ha PR aeitHocTute
Ha OM3Heca, KakTo M Jia ce M3BeJaT MpeArMCTBaTa U O0COOCHOCTHTE HAa KOMYHHKAIUATA B
JUTUTAJIHA Cpefa.

PR activities in digital business communication

The accelerated introduction of digitalization in business has directed the attention of
specialists to strengthening the online presence of organizations and to intensify PR activities
in the electronic space. These efforts are key to building dialogue and interaction with
audiences quickly and effectively. At the same time, the use of digital tools allows for more



accurate and detailed tracking of opinions and comments on social networks, which in turn
allows for a more accurate analysis of consumer attitudes and preferences, as well as for better
getting to know the audiences. All this helps to build trust and shape long-term relationships
with audiences in a highly competitive environment. The purpose of the publication is to
outline the principles by which companies and their users share information and communicate
with each other in the network. At the same time, the aim is to emphasize the importance of
effective management of business PR activities, as well as to highlight the advantages and
features of communication in the digital environment.

MGHHﬁHa T'paMOTHOCT B YCJIOBHUATA HA JUI'MTAJIHA NPCAU3BHUKATCIICTBA

YCKOpeHOTO HaBiIW3aHe Ha NHM(POBUTE TEXHOJOTMHM BBB BCHYKM Ccdepu Ha
O6HI€CTB€HI/I$I JKUBOT JOBCAC OO0 LAJIOCTHA MPOMsAHA Ha MCIII/If/'IHaTa KOMYHHKalUA, KOCTO OT
CBOS CTpaHa MPeJOCTaBH Bb3MOXKHOCT 32 JIECEH JOCTHII 10 BCAKAKBB BU HHPOPMALIUs, KAKTO
W 3a aKTHBHO Y4YaCTHC Ha HOTpe6I/ITCJII/ITC B HCHIPCKBCHATUA KOMYHHUKAIIMOHCH IIOTOK.
HNudopmanusra B MEUHTE € KIIFOYOB (DaKTOp MPU B3€MaHETO Ha BaYKHU PEILCHUS B JIMYCH U B
npodecuoHalieH acnekT. B chImoTo Bpeme, MOTPEOMTENHTE Ca M3JIOKEHH Ha Pa3IUnIHU
BB3ACHCTBHUS U 3aIIaXH, TOPOJCHHU OT (P POBU3AIHMATA, KOSTO Hajlara M3rpaXkJjaHe Ha YMEHUS
3a aHalM3 W OIEHKa Ha WH(OPMAIMOHHOTO CHABP)KAHUE, pPA3MO3HABAaHE HAa W3MaMH B
JAMTHTAIHOTO MPOCTPAHCTBO, KAaTO: (PUILIMHT aTaKH, Ae3UHPOPMAIH U KHOEPTOPMO3.

Llenta Ha fgOKJama € Aa ce moxyeprac BaXHOCTTa OT (OPMHUPAHETO Ha MeIuifHa
IPaMOTHOCT Ha YYaCTHUIUTE B JUTHTAIHATa KOMYHHKAIUs, KaTO CE M0COYaT HeOOXOAMMHTE
TEXHUKH ¥ MHCTPYMEHTHU 3a pa3lo3HaBaHE Ha (aJlIMBUTE HOBHHU 3a 3alllMTa HA JIMYHUTE
JIaHHHM, KaKTO W 3a Pa3BUTHE HA KPUTHYHO MUCJICHE, KaTO IMPEBEHIMS CPEIly pa3ndyHu
MaHMITYJIAaTUBHU BB3JCHCTBUS.

Media literacy in the context of digital challenges

The accelerated penetration of digital technologies in all spheres of public life has led to a
complete change in media communication, which in turn provided an opportunity for easy
access to all types of information, as well as for active participation of users in the continuous
flow of communication. Information in the media is a key factor when making important
decisions in personal and professional aspects. At the same time consumers are exposed to
various impacts and threats caused by digitalization, which requires the development of skills
for analysis and evaluation of information content, detection of fraud in the digital space, such
as: phishing attacks, misinformation and cyberbullying.

The purpose of the report is to emphasize the importance of building media literacy of
participants in digital communication, indicating the necessary techniques and tools for
recognizing fake news for personal data protection, and for developing critical thinking, as a
prevention against various manipulative effects.



PR xomyHuKalMs Ha KOMIIAHUUTE BbB BUPTYAIIHUTE CBETOBE

Hasnuzanero Ha BHpPTYyajJIHAaTa PCAJIHOCT B KMBOTA Ha I/IH(bOpMaI_[I/IOHHOTO O6HI€CTBO
odyepTaBa HOBHU BB3MOXKHOCTU IIPEJ KOMIIAHHMHUTE, CBBpP3aHU C IIPUJIaraHe Ha pa3jJindHu
MEXaHHU3MH 3a e(beKTI/IBHO BSaHMOHCfICTBI/Ie C HY6HI/IKI/ITG qpe3 NpEAOCTABAHEC Ha aHT'AXKHUPAIO
ChbAbpPKAaHUEC MW IIBJIHOLCHHHU CMOIMOHAIHN IIPCKHUBABAHMA. TCXHOJ'IOFI/H/ITG, KOHUTO C€
H310JI3BaT BbB BUPTYAJIHUTEC CBCTOBC MPECHh3JaBaT CIHA PCAIMCTUYIHA CPEaa, B KOATO CTaBa
AOCTBHITHO U OCBIICCTBUMO IIPUJIAraHnCTo Ha pa3jIMiIHn PR vHHMLIMATHBY U IEHHOCTH.

PR communication of companies in virtual worlds

The entry of virtual reality into the life of the information society outlines new
opportunities for companies related to the implementation of various mechanisms for effective
interaction with audiences by providing engaging content and full emotional experiences.
Technologies that are used in virtual worlds recreate a realistic environment in which the
implementation of various PR initiatives and activities becomes accessible and feasible.

I/ISKYCTBGHI/UIT HUHTCJICKT, KATO MAPKCTUHI'OB UHCTPYMCHT B OusHeca

YCKOpEeHOTO HaBJIM3aHE HAa HOBUTE TEXHOJIOTHHM B JKMBOTa Ha WH(GOPMAIMOHHOTO
00IIeCTBO Ch3/1aBa peAnLa MPEANOCTaBKY 332 HapacTBaHe 00eMa OT JaHHU B MpeKarta, KakTo U
3a pa3BUTHE HA OHJIAHH Om3Heca. OrpOMHOTO KOJIMYECTBO MH(MOpMAIHsI N3UCKBA HOB HAYHH
Ha 00pa0oTKa M Hajara Mmo-CTPOrH M KOMIUICKCHM METOJH 33 OCUTYpsIBaHE Ha 3alluTara Ha
JaHHUTE. 3acujieHaTa KOHKYPEHIIUS B MHTEPHET U HEMPEKbCHATaTa HY»K/J1a OT pa3pacTBaHEe Ha
OM3Heca Hajlara pujaraHeTo Ha MepCOHATM3UPaH MOJIX0 KbM BCEKH OT/eNIeH KIueHT. Toa
cTaBa BB3MOXHO 6H3FOI[ap€HI/IC Ha HOBUTC TCHACHIMU B JUIHTATIHHUTC MAPKCTUHI'OBU
KOMYHHUKauu, eaHa ot kouto e MU (M3kyctBeH uHTENeKT). M3KyCTBEHUST HHTENEKT
npeaocCTaBsa MIMPOKU BB3MOKHOCTU MPCA MAPKCTUHTOBUTE CIICHHUAIMCTH 3a OCBHUICCTBABAHC
Ha Mpenu3eH U 0bp3 aHAIN3 Ha HYXKJIUTE U MOTPEOHOCTUTE HA LIEJIEBUTE ayJUTOPUH, KAaKTO U
3a ynpaBJIeHHE Ha ISUIOCTHUS KOMYHUKAIIMOHEH TPOIIEC.

IlenTa Ha nOoKNaAa € Aa ce o4epTasT NMPEAUMCTBATA OT M3IOJI3BAHETO HA M3KYCTBEH
WHTENEKT B OM3Heca, KaTo eeKTUBEH MapKETHHIOB MHCTPYMEHT, KaKTO U Ja C€ MPOCIEAH
TpaHC(HOPMUPAILIOTO MY BB3ACHCTBUE B JUTHTAITHUTE MAPKETUHT OB KOMYHUKAIIIH.

Artificial intelligence as a marketing tool in business

The accelerated introduction of new technologies in the life of the information society
creates a number of prerequisites for increasing the volume of data in the network, as well as
for the development of online business. The vast amount of information requires a new way of
processing and requires more stringent and complex methods to ensure data protection.
Increased competition on the Internet and the constant need to grow the business requires the
application of a personalized approach to each individual client. This is possible thanks to new
trends in digital marketing communications, one of which is Al (Artificial Intelligence).
Artificial intelligence provides ample opportunities for marketers to perform accurate and rapid
analysis of the needs and requirements of target audiences, as well as to manage the overall
communication process.



The aim of the report is to outline the benefits of using artificial intelligence in business as
an effective marketing tool, as well as to trace its transformative impact in digital marketing
communications.

PR xomyHUKaIusi Ha OpraHu3aluuTe Mpu Kubep3amiaxu

Crnopen noxnan Ha nesetusi 6apomersp Allianz Risk 2020, ny6iukyBan Ha yeOcaiita
Ha OpraHU3alMATa, ,,KHOCPUHIMICHTHTE CE ONpPEeNAT KaTo Hai-Cepuo3HUs OM3HEC PUCK B
CBETOBEH Mamad**, u3npepappaiiky MHOrOroIMIITHATA OCHOBHA OMACHOCT 32 KOMIAHHHUTE OT
IpeKbCBaHe Ha AeHOCTTa M. KnOeprHIMIEHTHTE BOJAT /10 ChIIECTBCHN (PMHAHCOBH 3aryon
U JI0 CEpHO3HU pENyTallMOHHU KpPU3U, CBBP3aHH ChC 3aryba Ha JIOBEpHE OT CTpaHa Ha
myOJIMKHUTE, KOeTO O0e3 CbMHEHUE YPOHBA KOPITOpaTHBHUS aBTOpHTET. ETO 32110 e Heo6xonumo
na ObAaT B3eTH MPEBAHTUBHU MEpKH 3a OBp30 W e(EeKTUBHO MpenoTBpaTsBaHE Ha
MOCIIEACTBUATa 3a OM3HEca OT LeJIeHAacOYeHM KHOepaTaku M OT HW3THYaHE Ha BaKHA
KOH(HIESHIaTHA HHPOPMALIUS.

Llenta Ha mokiaga € Aa ce o4epTasT e(EeKTUBHUTE KOMYHHKAIIMOHHH MOJENU TpPU
eBEHTYyaJleH KHOeppUCK, KAKTO U Jla Ce M3BeJaT INIaBHUTE NMPHOPUTETH 3a NOJ00psBaHE Ha
€JICKTPOHHATA CUT'YPHOCT M 3aIlUTa HA OPTaHU3aLUNTE.

PR communication of organizations on cyber threats

According to the report of the ninth Allianz Risk 2020 barometer, published on the
organizations website, cyber incidents are identified as the most serious business risk in the
world, anticipating the long-term major threat to companies from disruption. Cyber incidents
lead to significant financial losses and serious reputational crises associated with a loss of
public confidence, which undoubtedly undermines corporate authority. Therefore, it is
necessary to take preventive measures to quickly and effectively prevent the consequences for
business from targeted cyberattacks and the leakage of important confidential information.

The purpose of the report is to outline effective communication models in the event of cyber
risk, as well as to identify the main priorities for improving e-security and protection of
organizations.

praBHeHI/IC Ha OHJIaliH peunyranusTa Ha 6’LJIFapCKI/I$I Ou3HeC B HOBaTa
KOMYHUKAIIMOHHA CpEaa

CgeroBHara nanaemus ot Covid-19 nusnpasu O6usHeca npe HeOOMYaHU CUTYallUU U
pa3IMyYHU Mpear3BUKaTencTBa. HanoxeHnTe MEpKU U PECTPUKLMN Ha OpraHU3aluuTe OMxa
MOTJIM J1a JOBEJAT 10 CEPUO3HU 3aryOH, KOUTO UMAaT HE caMO MaTepUaIHU U3MEpPEHHs, HO U
HeMaTepUaIHH MOCIEICTBUS B IBITOCPOUEH IUIaH, CBbP3aHU C Ae(PUINT HA JOBEPUE U OTIUB
Ha KJIMEHTH. YIIPaBIIEHHMETO Ha OHJIAHH penyTanusTa Ha ObIArapckusi OM3Hec B HOBarTa
KOMYHHKAIIMOHHA Cpela M3UCKBa a/IeKBaTHO MpuiiaraHe Ha €()eKTMBHH KOMYHUKAIIMOHHU
CTpaTErMu M LIEJIEHACOYEHM JEHCTBUSA C IMOMOINTAa HA JUTUTAIHUA MHCTpyMeHTapuym. Ot
CHILIECTBEHA BAXXHOCT C€ OKa3BaT MPEABAPUTEIHO U3TOTBEHUTE M PaOOTEIU aHTUKPU3UCHU

! Allianz Risk Barometer (2020) .Cyber top peril for companies globally for the first time. Available from:
https://www.allianz.com/en/press/news/studies/200114_Allianz-risk-barometer-2020.html (Cited on November,
2020)



IUTaHOBE, J00paTa MH(YOPMUPAHOCT U MOATOTOBKA, KAKTO U OBP30TO HAMHUpaHE HA T'bBKABU
OTrOBOPHM M pEIICHHS B YCIOBHATA HAa NPEAN3BUKATENCTBA, KOUTO OMXa TapaHTHPaIH
CHUTYpHOCTTa Ha OpraHu3alusATa B MpekaTa. Bb3HHMKHanIaTa mnaHAEeMHUYHA OOCTaHOBKA
JIONBIHUTENTHO YBEIWYM JUTUTAJHAaTa KOMYHHKanuss Ha OuW3Heca, KOETO Ch3Jaje
NPEINOCTaBKM Ha XaKepuTe 3a pa3llupsBaHe IEepUMETbpa Ha KuOepaTrakure H
KuOeprpecThIICHUATa. Bb3MOKHOCTHTE Ha OBJITapCKUTE KOMIIAHWHU 3a 3alllUTa HAa OHJIAWH
peryTanusara Bce Olle He ca 00EKT Ha JOCTaThYHO U3CIIEIBaHUS y Hac.

Hacrosiioro nmpoyusane nma 3a 1€ Aa Npociean JIEHCTBUATA, KOUTO IpeAprueMar
NpeanpusaTHsaTa B bbiarapus 3a npeBeHIUs Ha KOpPIIOpaTHBHATA peryTanus B Mpexara. B
CBILIOTO BPEME C€ LIEJIN 1a CE OUepTae CTEIEHTA Ha U3I0JI3BaHE HA MEXAaHU3MMUTE 32 3aIMTa Ha
JUYHU TaHHU, KaKTO U J]a Ce IPOCIIeU MPUIaraHeTo Ha aHTUKPU3UCHU MEPKH MPY Bb3HUKBAHE
Ha TIOTEHIIMAHYA KHOep3aruiaxu B Mpexara.

Management of the online reputation of the Bulgarian business in the new
communication environment

The global Covid-19 pandemic has faced unusual situations and challenges for
businesses. The imposed measures and restrictions on the organizations could lead to serious
losses, which have not only material dimensions, but also intangible consequences in the long
run, related to the lack of trust and outflow of customers. Managing the online reputation of
Bulgarian business in the new communication environment requires adequate implementation
of effective communication strategies and targeted actions with the help of digital tools. Pre-
prepared and working anti-crisis plans, good information and preparation, as well as quick
finding of flexible answers and solutions in the conditions of various challenges, which would
ensure the security of the organization in the network, are essential. The resulting pandemic
situation has further increased the digital communication of business, which has created
preconditions for hackers to expand the perimeter of cyberattacks and cybercrime. The
capabilities of Bulgarian companies to protect their online reputation are not yet the subject of
sufficient research in our country.

The present study aims to trace the actions taken by companies in Bulgaria to prevent
corporate reputation in the network. At the same time, the aim is to outline the extent of the use
of personal data protection mechanisms, as well as to monitor the implementation of anti-crisis
measures in the event of potential cyber threats on the network.

WuTepakTuBHaTa KOMyHHUKalus kato PR crparerus B aururanaure miaatgopmu

VYcenemHnre KOMIaHUM MOTHUBHpAT CBOMTE KJIIMEHTH J1a y4acTBaT B KOPIOpaTHUBHATA
KOMYHHUKAIUsI, KaTO MM HIPEJOCTaBiAT CBOOOJA, €MOIMOHAIHU TNPEKUBABAHUS C MapKaTta,
BB3MOXHOCT 3a TBOPYECTBO U IIaT(opmMa 3a CIOJIEISIHE Ha BCHYKO, KOETO I'M BbJIHYBA.
Hanuumnero Ha nHTEpakTUBHA Bpb3Ka IIPOBOKUPA XOpaTa Aa CbTPYAHUYAT, 1a Ca CBbP3aHU B
HEMpeKbCHAT JUAJIOT, Ja IpaJsiT CBOSITa COIMalIHA CAMOJUYHOCT, UISHTHU(PUIMPAUKHU ce C
KOpIIOpaTHUBHATa OHJIalfH oOmHOCT. VMEHHO B3aMMOJAEHCTBHETO C  IMOTPEOUTENUTE B
COLIMAJIHUTE TUIaT(HOPMH, CIIEIMATHOTO OTHOUIEHHE KbM JINYHOCTTA HA BCEKU €UH OT TAX U
HCKpEHaTa 3auHTEPECOBAHOCT KbM NMPOOJIEMUTE UM, Ca OCHOBHUTE (PaKTOPH BBPXY KOUTO ce
rpagy KOPIOPAaTUBHHUAT ycnex. VIHTepakTMBHAaTa KOMYHHKAIMsl MeXIy OpaHaa U



HOTpGGI/ITeJII/ITe TpﬁGBa Ja 6’[:,[[6 CTUMYJIMpaHa BCCKUAHCBHO YPC3 MOJAraHCTO HAa MOCTOAHHU
yYCUJIns, 3a aa 6’[),[[6 H3TrpaJCH MOCTHT Ha JOBEPUCTO U HaA YCIICXA.

Interactive communication as a PR strategy in digital platforms

Successful companies motivate their customers to engage in corporate communication

by giving them freedom, emotional experience, opportunity to be creative and a platform to
share everything that excites them.
The existence of an interactive connection provokes people to cooperate, to be connected in a
continuous dialogue and to build their social identity, associating themselves with the corporate
online community. The interactions with users in the social platforms, the special attitude
towards the personality of each one of them and the sincere interest in their problems are the
main factors on which the corporate success IS based.
Interactive communication should be stimulated on a daily basis by making constant efforts to
build the bridge of trust and success.

AHTHKPU3HUCHU JISHCTBUS HA OPraHU3aIMATa 32 3alUTa Ha OHJIAiH
penyranusTa

HaBnuzanero Ha Jurdtanm3anusaTa W HAa HOBUTE TEXHOJOTHHM B IKHBOTA Ha
MH(POPMAIIMOHHOTO OOIIECTBO CBH3/aJ€ pPEaulla MPEANOCTaBKM 3a IpepasriiekIaHe Ha
KOMYHHUKAIIMOHHOTO TOBEJCHHWE HA OpraHM3allMUTe B MOCOKAa OCHUTypsIBaHE Ha MO-100pa
MIPEBEHIIMS U 3allUTa Ha OHJIAlH penyTranusaTa. C mpeHacsHeTO Ha KOMYHHKAIIUUTE TPAaHHO B
riobamHaTa Mpeka, MOTpPeOUTENUTEe c€ TMpeBbpHaxa B MOTCHIMATHU M3TOYHUIM U
TUCTPUOYTOpPU HA MH(POPMAIIUS Upe3 CHOoIeSHE HA PEBIOTA U KOMEHTApH M0 OTHOIICHHE Ha
ompezeneHa KoMmaHUs. Bceku HeraTMBEH OT3MB OCTaBsl TpaiiHa cjlela B COIMATHUTE
m1aTGOpMH U OKa3Ba MPSKO BB3ECHCTBUE BbPXY HATrJIACUTE HA LIEJICBUTE aAyAUTOPUHU, KAKTO U
BBpPXYy (opMmMuUpaHeTo Ha moTpedutenckure pemeHus. C pa3BUTHETO HA JAUTUTATHUTE
KOMYHHKAIIMHM C€ OTBOPHUXA MHOTO BBH3MOXKHOCTHU Tpe]] KOMIIAHUUTE, HO B CHIIOTO BpEeMe ce
3acUINXa U 3aIJITaXUTe M OMACHOCTHTE OT MOTEHIIMAIHN KuOepaTaku U KHOeprnpecThILICHUS,
KOUTO JIECHO OMXa MOTJIM J1a OBEJAT /10 KpH3a Ha JOBEpHE, 0 OTIUB Ha KIUEHTH, KaKTO U 10
paspyliaBaHe Ha OHJIAMH pemyTanusaTa. Y IpaBIeHUETO Ha aHTUKPU3UCHUTE KOMYHUKAIIUU Ha
OpTraHU3aIMsTa B TUTUTATHOTO IPOCTPAHCTBO € CBHP3aHO C MPUJIAraHeTo Ha MPEeIBAPUTEITHO
pa3paboTeHu e()eKTHBHH KOMYHUKAIIMOHHHU CTPATETUH, KAKTO M C H3TPaXKIaHETO Ha CTAOMITHU
3aIUTHU MEXaHU3MH 332 CUTYPHOCT, KOUTO JIa TApAaHTHPAT ChbXPaHEHUETO Ha KOPITOPATUBHATA
pernyTaius B yCJIOBHUATA HA HEMPEKbCHATH IPOMEHU | MPEU3BUKATEIICTBA.

HacrosimmaTta myOnukanus uMa 3a 1ell 1a odepTae aHTHKPU3UCHUTE JACUCTBUS, KOUTO
OpraHu3allKTe CleaBa Ja MpeArpreMaT 3a YKpelBaHe Ha KOpPIOpaTWBHATa pemyTaius B
Mpexara. B chIIOTO Bpeme ce IeNu Ja ce O4YepTasT MEXaHHU3MHUTE 3a 3allluTa Ha JTHYHHUTE
JTAHHY W U3II0JI3BAHETO HA AaHTHKPHU3UCHH MEPKH NIPH Bh3HUKBAHE Ha KHOep3aIuiaxu.

Anti - crisis actions of the organizations to protect online reputation

The entry of digitization and new technologies into the life of the information society
has created a number of prerequisites for reviewing the communication behavior of
organizations in the direction of ensuring better prevention and protection of online reputation.
As communications moved permanently to the global web, consumers became potential



sources and distributors of information by sharing reviews and comments regarding a particular
company. Every negative review leaves a lasting mark on social platforms and has a direct
impact on the attitudes of target audiences as well as on the formation of consumer decisions.
Moreover, with the development of digital communications, many opportunities have opened
up for companies, but at the same time, the threats and dangers of potential cyber-attacks and
cyber-crimes have also increased, which could easily lead to a crisis of confidence, customer
churn, as well as destroying online reputation. The management of the organization's anti-crisis
communications in the digital space is related to the implementation of previously developed
effective communication strategies, as well as the construction of stable security protection
mechanisms to guarantee the preservation of the corporate reputation in the conditions of
continuous changes and challenges.

This publication aims to outline the anti-crisis actions that organizations should take to
strengthen their corporate reputation online. At the same time, the aim is to outline the
mechanisms for the protection of personal data and the use of anti-crisis measures in the event
of cyber threats.

H3non3BaHe Ha JUTHTAICH MAPKETHHT U HHOBALUK OT OBJIrapCKUTE KOMIIAHUH 32
nepuoaa (2015-2018)

Bce moBede OBJITapCckM KOMITAHWK IPHJIAraT JUTMTAICH MAPKETHHI M MHOBATHBHHU
METO/M B TPOHM3BOJCTBOTO M THPrOBUATA HA CTOKH W YCIyrH. Pe3ynrature oT MpoBEACHOTO
npoy4Bane, ooxBamiamo nopeuye oT S00 ObJITapcKu KOMITAHWH MTOKA3BaT, 4e OJlaroilapeHue Ha
W3IOJI3BAHETO HA HOBM TEXHUKM W HAYMHH 33 KOMYHHUKAIMS C TOTPEOUTEITUTEe |
MPEIOCTaBIHETO HAa MHOBATUBHU CTOKH W YCIYTH 3a OBITapcku U MEXAyHapOIAHH KIUEHTH,
Ma3apHUAT A7 3HAYUTEITHO C€ Pa3lIMpsiBa, KOHKYPEHTHOTO MPETUMCTBO ce Mojao0psiBa, a
KOPIOPATUBHUTE MeYaOM Ha OBATapCKUTE KOMIAHUH Mpe3 MOCIEIHUTE HIKOJIKO TOJUHU
HEMPEKHhCHATO HAPACTBAT.

BbrarapckusT OM3HEC KaTo 15710 € TOCTATHYHO PA3BUT, 32 J1a OCh3HAEe HEOOXOJUMOCTTA
oT HpI/IC’BCTBI/Ie B COIIHMAJIHUTC HJ'[aT(l)OpMI/I U OT U3IOJI3BAHC HA AUTHUTAJICH MapKeTI/IHF 3a
JOCTUTAHE JIO TTOBEYE MMOTPEONTEIN 1 3a Pa3IIUpsIBaHE Ha [IeJieBaTa ayquTopus. biarogapenue
Ha HII/IpOKaTa cu HY6J'II/IKa 1 HAa MCTOAUTEC 3a CGFMGHTI/IpaHe Ha OCIICBUTC rpyrm, COUAJIHUTEC
Mpenm n3MecTBart (1)0Kyca HAa KOMIIAHUUTEC OT Tpa}II/IIII/IOHHI/ITe KOMYHI/IKaHI/IOHHI/I KaHaJIu.
JIUTUTATHAST MapKETUHT U MHOBAIIMUTE CE OKAa3BaT MeueauBIl (HakTOp U HEOOXOAMMOCT 3a
pa3BUTHETO HA OBJITApPCKUS OM3HEC, KAKTO W 3a MO-T00pOTO MYy M YCIEIIHO TPEJCTaBsIHE B
CBETOBEH Maiao.

Use of Digital Marketing and Innovation by Bulgarian Companies for the period (2015-2018)

More and more Bulgarian companies apply digital marketing and innovative methods
in the production and trade of goods and services. Drawing upon a survey of more than 500
Bulgarian companies, this study demonstrates that thanks to the use of new techniques and
ways of communication with consumers and the provision of innovative goods and services
for the Bulgarian and international customers, the market share is significantly expanding, the



competitive advantage is improved and the corporate profits of Bulgarian companies in the last
few years in constantly increasing.

The Bulgarian business as a whole is developed enough to clearly see the need to be
present on social platforms, as well as the need to use digital marketing in its quest to reach
more consumers and expand target audiences. Thanks to its wide audience and good methods
of segmenting its target groups, social networks are shifting companies' focus away from
traditional communication channels.

Digital marketing and innovation prove to be a winning factor and an essential necessity for
the development of the Bulgarian business as well as for its better and successful presentation
worldwide.

MapKeTHHTOBH KOMYHUKAIIMU Ha OBIrapckus OM3HEC B AUTHTAIHA Cpea

Criopen roauiHaTa Kiacays Ha CBETOBHHS JIUIEP B 3aCTPAaXOBAHETO HA THPTOBCKU
kpenutH - Euler Herms. EDI (Enabling Digitalization Index), myOnukyBana B opunmanaus yeod
caiitT Ha BecTHUK KamuTan 3a qururanuzanusi Ha OusHeca, bbarapus 3aema 58-M0 MsCTO OT
115 npprkaBu 3a 2018-ta ronuna. MaaekcwsT EDI n3mepBa ycioBusTa 3a pa3BUTHETO HA OU3HEC
C TIOMOIITA Ha JUTUTAIHUTE UHCTPYMEHTH U PUCKOBETE OT €BeHTyallHO 3a0aBsHe. [lo gqanuu
Ha Euler Herms ot 2018 roauna, tururanu3anusra CTOU 3a/1 Ch3/1aBaHETO HA OKOJIO €/IHA TPeTa
OT CTOMHOCTTA B CBETOBHATa UKOHOMUKA.

MexyHapoIHO MpOyYBaHE Ha KOHCYITaHTCKaTa opraHu3anus Marakon Associates
(Business wire, 2005) couu, ye KoMIaHuuTe peanusupar eaBa 63% ot (uHaHCOBUTE
napaMmeTpH, 3aJI0)KeHU B KOpIIOpaTUBHATA oNUTHKA. [I[puynHuTE ca urca Ha aJanTUBHOCT U
HEJ0CTaThUHO I'bBKABOCT KbM MIPOMEHUTE, KOUTO C€ HaaraT B YCJIOBHTA HA JUTUTATH3AIMS
U TI100aIA3amus.

Ilenta Ha qoKIaga € Aa MPEACTaBH MApKETUHTOBUTE KOMYHHKAIIMU HA OBITapCKUTE
NPEINpUsATHS B JATHTAIHA Cpela, KaKTO M Ja o4epTae BB3MOKHOCTHUTE, KOHUTO Mpeiiara
IUTUTATN3AIMITa 32 pa3BuTHe Ha Ou3Heca. [IpoBeneHOTO eMIUpUYHO M3cieaBaHe oOXBara
Hajg 500 6barapcku komnanuu 3a nepuoja 2015 - 2018 roauna.

Marketing communications of the Bulgarian business in a digital environment

According to the annual ranking of the world leader in commercial credit insurance -
Euler Herms, EDI (Enabling Digitalization Index) for Business Digitization, Bulgaria ranks
58th out of 115 countries for 2018.

The EDI Index measures the conditions for business development with the help of digital tools
and the risks of delay. According to Euler Herms, digitalization is behind the creation of about
a third of the value in the global economy.

An international survey by the consulting organization Marakon Associates shows that
companies realize only 63% of the financial parameters laid down in the corporate policy. The
reasons are the lack of adaptability and the lack of flexibility in the changes that are required
in the context of digitalization and globalization.

The purpose of the report is to present the marketing communications of Bulgarian
enterprises in a digital environment and to outline the opportunities offered by digitalization



for business development. The conducted empirical study covers over 500 Bulgarian
companies for the period 2015-2018.

W3non3Bane Ha TUTHTATHA KOMYHHUKAIUS OT OBJITapCKUTE IPEITPUITUS
(EMnupuuHo conmanno uscneasane 3a nepuoaa 2015-2018 r.)

ITpe3 mocineaHUTE TOAMHYU Ce HAOIIOJaBa M3pa3eHa TEHICHLUS KbM IO-IIbIHOLIEHHO
M3II0JI3BaHE HA MPEIUMCTBATa U Bh3MOKHOCTUTE, KOUTO COIMAIHHUTE IUIaT(GOpPMH Ipeiarar
3a pa3BuTHE Ha OM3Heca. ToBa € W OCHOBHATa MpUYMHA OpOST HA OBATAPCKUTE KOMITAHUH,
KOUTO aKTMBHO IpwilaraT AUTUTalIHa KOMYHUKALUS HENPEKbCHATO Ja pacTe, KaTo B CHIIOTO
BpeME T€ C€ OKa3BaT BCE IMO-IOJTOTBEHH U MO-KOHKYPEHTHOCIOCOOHM Ha MEXIYHAPOTHHUTE
[1a3apH B YCJIOBUATA HA HENPEKbCHATH IUTUTAIHU IIPOMEHH.

AHanu3bT Ha HayyHaTa JUTEpaTypa IMOKa3Ba, 4€ /10 TO3U MOMEHT poJisiTa Ha JUTHTaHATa
KOMYHHMKAIMS 32 IIOCTUTaHE Ha yCleX Ha OBJIrapCKUTE HMPEeNNpusTHs He € Oua 0OeKT Ha
JOCTaTbYHO MPOYUBAHUSI.

[lenta Ha HACTOSILETO U3CIECABAHE € Ja JOKYMEHTHpA U Ja aHAIU3Upa MHEHUETO Ha
MapKETUHTOBUTE CIIELIMATIUCTH B bbirapus OTHOCHO HAYMHUTE U CTEIICHTA HA U3II0JI3BAaHE HA
JIUTUTaTHA KOMYHUKALUS OT ObJIrapcKuTe KOMIaHuu. MeToaukaTa Ha Ipoy4YBaHETO BKIIIOUYBA
pa3pabOTBAaHETO M MOMBJIBAaHETO Ha aHKETHa KapTa OT OBJIrapckd MAapKEeTHHIOBU
CIELMAJICTH, CbCTOsAa ce OoT 44 BbIpoca, CBbP3aHUM C JACHHOCTTA, JIUIMTAIHATA
KOMYHHUKAIMsl U OpPraHU3allMOHHOTO MPE/CTaBsIHEe Ha OBIrapcku KOMIIAHWH, ONEpUpAIIM Ha
JOKAJHUSL W HAa MEXIyHapoaHus mazap. Meroaukara Ha oOpaboTka Ha JaHHUTE OT
EMIIMPUYHOTO U3CJIEIBaHE BKIIIOYBA IECKPUIITUBEH aHaius3 ¢ SPSS.

EmMnupuunuTe pesynraTu moka3BaT, Y€ MPWIAraHeTo Ha JUTHTaIHA KOMyHHMKaIUs B
KOpPIIOpaTHBHATA MOJUTHKA J1aBa Bb3MOXHOCT Ha OBJITapCKUTE MPEANPHUITUS A2 TPUIOOHST
penuia npeJuMcTBa, KaTo U3rpaxkJaHe Ha MO-CHJIHA BPb3Ka ¢ MOTPEOUTENINTE, YBEIUYaBaHe
Ha KOpPHOpaTHBHUTE MeyanOu, MOBUIIaBaHE Ha KOHKYPEHTOCIIOCOOHOCTTa M MOJ0OpsiBaHE
LSUIOCTHOTO MPEACTaBsSHE Ha OPraHU3alMATa.

Use of digital communication by Bulgarian enterprises
(Empirical Social Research for the period 2015-2018)

In recent years, there has been a pronounced trend towards a more complete use of the
advantages and opportunities that social platforms offer for business development. This is also
the main reason why the number of Bulgarian companies that actively apply digital
communication is constantly growing, while at the same time they are increasingly prepared
and more competitive in international markets in the conditions of continuous digital changes.
The analysis of the scientific literature shows that until now the role of digital communication
in achieving success of Bulgarian enterprises has not been the subject of sufficient studies.

The purpose of the present study is to document and analyze the opinion of marketing
specialists in Bulgaria regarding the ways and extent of use of digital communication by
Bulgarian companies. The research methodology includes the development and completion
of a questionnaire by Bulgarian marketing specialists, consisting of 44 questions related to the
activity, digital communication and organizational performance of Bulgarian companies



operating on the local and international market. The methodology of data processing from the
empirical study includes descriptive analysis with SPSS.

Empirical results show that the implementation of digital communication in corporate
policy enables Bulgarian enterprises to acquire a number of advantages, such as building a
stronger relationship with consumers, increasing corporate profits, increasing competitiveness
and improving the overall performance of the organization.

KubeparakuTe - 3armaxa 3a OuzHeca

[Ipe3 mocinenuuTe roAMHU KUOEpaTakuTe ce MPEBPbHIIAT B €IHA OT Hal-rOJEMHUTE
3ariaxy 3a Ou3Heca Ha BCsIKa KOMITaHUs 110 CBeTa, 0e3 3HaUeHue OT HEMHUS pa3Mep U JIOKaIUs.
Te morar na mpekbCcHAaT HOpMaiHaTa paboTa Ha MNPENNPHUATHETO KaKTO U Ja CpUHAT
KOpIOpaTUBHATA pEemyTalus, JOBEXKIAAUKH 10 OTPOMHU MaTepUaTIHU M UMUJKOBH IETH, 32
TOBA € OT M3KJIIOUMTEIIHA BAKHOCT J1a C€ MPOTHBOACHCTBA OBP30 U ehruKacHo.

ITo manam Ha Allianz Global Corporate & Specialty (AGCS) B ocMOTO W31aHHE Ha
Ammann Puck bapomersp 3a 2019-ta roauHa, u3MepBallo Hal-TOJIEMUTE 3alljlaxu 3a
KOMITAaHHMHUTC B CB€TA HA ITbPBO MACTO Ca IOCOYCHU KI/I6epI/IHIlI/II[eHTI/ITe KaTO OCHOBHA IMIpUYMHA
3a mpeKbCBaHe Ha OusHec neitnoctra (BI).2

Cnopen mporuo3ara va Cybersecurity ventures, 3aryourte 3a CBETOBHaTa MKOHOMHKA
e OpaaT 6 TpuiaMoHa JgoJiapa roauirHo 0 2021, KoeTo € ABa MBTH MOBEUYE B CPABHEHUE C
2015-Ta, KOraTo ca OTYETEHH 3 TPHJIMOHA J0Japa MEeTH.

BbBexknaHeTo Ha MHOBAallMOHHU NMPAKTUKKM HEMHHYEMO BOAM ciejl cede CU U HOBU
PUCKOBE, OTBapsAWKM IO TO3M HAYMH IIPOJIYKM B CHUT'YPHOCTTa M BB3MOXXHOCTH 3a
KHOepNpecTbIIHUIIUTE Jia MPOHUKHAT B KOPIOpAaTHBHAaTa HMHQPAcCTpyKTypa M Ja HaHecaT
3HAYUTEJIHM BpeAM Ha OM3HEeca, KAaTo HalpuMep: YHUIIOXKaBaHe Ha JaHHM, KpakOM Ha
MHTENEKTyalHa COOCTBEHOCT, Ha JHM4YHa M (¢UHAHCOBa HH(OpMaIus, NpeKbCBaHE Ha
HOpPMaJIHaTa KOpIIOpAaTHBHA JE€WHOCT, YPOHBAaHE Ha KOPIOPATUBHHUS  ABTOPUTET,
penyTalMOHHU KPU3H.

]_IGJ'ITa Ha JOoKJ1aJa € 1a o4epTac pa3jiMYHUTC HAYMHHU HA BIIMAHUCTO HaA KI/I6€p aATaKHuTC
BBpPXY OTACIIHU aCIICKTHU Ha 6I/I3H€C3, KaKTO U Jia C€ M3BEJAT Hall-NU3I0J3BAaHUTE METOAUTE 3a
MMpEeBCHLUSA U CIIPABAHC C TAX.

Cyber-attacks - a threat to business

In recent years, cyberattacks have become one of the biggest threats to the business of any
company in the world, no matter its size and location. They can interrupt normal business
operations and crush corporate reputation, resulting in immense material and image damage,
so it is of utmost importance to counteract quickly and efficiently.

According to Allianz Global Corporate & Specialty (AGCS) in the eighth edition of the
Allianz Risk Barometer for 2019, measuring the biggest threats to companies in the world,

2Allianz Risk Barometer 2019: Cyber joins business interruption as a leading global risk for companies for first
time. https://www.agcs.allianz.com/news-and-insights/news/allianz-risk-barometer-2019.html
https://www.agcs.allianz.com/news-and-insights/news/allianz-risk-barometer-2019.html

3 https://cybersecurityventures.com/hackerpocalypse-cybercrime-report-2016/



cyber incidents were first identified as the main reason for interrupting business activity.*
According to Cybersecurity ventures forecast, global economy losses will be $ 6 trillion
per annum by 2021, which is twice as much as 2015 when $ 3 trillion of damage is reported.®
The introduction of innovative practices inevitably leads to new risks, thus opening up
security breaches and opportunities for cybercriminals to penetrate corporate infrastructure and
cause significant damage to businesses such as data destruction, intellectual property theft,
personal and financial information loss, interruption of normal corporate activity, impairment
of corporate authority, reputation crises.
The purpose of the report is to outline the different ways in which cyberattacks impact on
particular aspects of business, as well as to identify the most commonly used methods of
preventing and dealing with them.

BnusiHue Ha qUTHTATHUTE KOMYHUKAIIMHA BHPXY OPTaHH3alMOHHOTO MPEACTaBsIHE HA
OBJATrapcKUTE NPEIIpPUATUS

Ponsra Ha qururanHata KOMyHHMKaIus 3a ycrexa Ha ObJIrapckuTe NMpeArnpusiTus Bce
omie He € O00eKT Ha JOCTaThb4HO INpoyuyBaHus. Hacrosimoro u3cieaBaHe uMa 3a Len Ja
MIPOCIIeIM MHEHUETO HA MApKETUHT ClIeNUaIMCTUTe B bbarapus B o01acTra Ha JUTUTATHUTE
KOMYHHUKAIlMM I10 OTHOIIEHHE Ha BIMSHUETO Ha JWUIMTA]HATa KOMYHUKALUs BbPXY
OpPraHMU3alMOHHOTO IPEJACTABSIHE Ha OBJIrapCKUTE KOMIAHUH.

EmnupuunuTe pe3ynraTd MOKa3BaT, uye M3MOJI3BAHETO HAa JAMTUTAIHA KOMYHUKAIUSA
UMa TIOJIOKHUTEHO BB3JIEHCTBUE BBPXY OpraHM3allMOHHAaTa €(QEKTUBHOCT U I03BOJISBA
OTKJIIOYBAHE Ha pe/ula MPeIUMCTBA 3a OBJIrapCKUTE MPEANPUATHS, KaTO: U3TPaKAaHe Ha Mo-
CHJIHA Bpb3Ka C MOTPEOUTEINTE, yBETUYaBaHE HA KOPIIOPATUBHUTE MEeYaION, pa3IupsiBaHe HA
na3apHusl 47, MOBHIIABAHE HAa KOHKYPEHTOCIIOCOOHOCTTa, MOJ00psBaHE LSIOCTHOTO
Mpe/ICTaBsIHE Ha OpraHu3aluaTa u jap.

Influence of digital communications on the organizational performance of Bulgarian
enterprises

The role of digital communication for the success of Bulgarian enterprises has not yet
been the subject of sufficient research. The present study aims to trace the opinion of marketing
professionals in Bulgaria in the field of digital communications on the impact of digital
communication on the organizational performance of Bulgarian companies.

The empirical results show that the use of digital communication has a positive impact
on organizational performance and allows for unlocking a number of advantages for Bulgarian
enterprises such as: building a stronger relationship with consumers, increasing corporate
profits, expanding market share, increasing competitiveness, improving the overall
performance of the organization, etc.

4 Allianz Risk Barometer, 2019, Cyber joins business interruption as a leading global risk for companies for first
time. https://www.agcs.allianz.com/news-and-insights/news/allianz-risk-barometer-2019.htmi
https://www.agcs.allianz.com/news-and-insights/news/allianz-risk-barometer-2019.htmi

5> Cybersecurity Ventures, 2019, Cybercrime Damages $6 Trillion By 2021
https://cybersecurityventures.com/hackerpocalypse-cybercrime-report-2016/



Bn3MoxkHOCTH B MMpEaAU3BUKATCIICTBA IIPE] 6LJIFapCKI/ITe KOMIIaHHWH OT HU3II0JI3BAHETO
Ha JUIruTalHa KOMYHHUKAIUA

,»,KOMIaHuuTe pasmnonarar ¢ pasHooOpa3HHU KaHaJIM, ype3 KOUTO Morar jia oOIlyBar ¢
KJIMEHTUTE CM MHOIO IO-JMYHO: HE CAMO Y€ cera umar Oe3npeleIeHTHH Bb3MOXXHOCTH Ja
IpociensaBaT KakBO Ka3BaT XxopaTa 3a TAX, HO M MOraT Ja U3I10JI3BaT AUTUTAIIHU TEXHOJIOTHUU
3a Ch3JaBaHe U MOJAAbPKaHE HA BPB3KU, KOUTO LIE MIPUBJIEKAT HOBU KIIMEHTH, 1€ 3aIbpKaT
HACTOSIIIMTE W i€ yBenuyaT npoaaxoute.”.  braromapeHne Ha BB3MOKHOCTHUTE, KOUTO
npeJuiarat HOBUTE IU(PPOBH TEXHOJIOTUH JHEC, HAYMHUTE 32 OCHILECTBIBAHE HA ITBIHOICHHA
1 e(heKTUBHA KOMYHHMKALIMSI MEXKAY KOMIIAHUUTE U TEXHUTE IOTPEOUTENIN pacTaT HEUMOBEPHO.

Kax 6’bJ'IFapCKI/ITC KOMIIAaHUWKU CE€ aJalnTupar KbM HOBHUTC YCIIOBHA, IMOPOACHU OT
HaBJIM3aHCTO Ha I_II/I(l)pOBI/BaI_[I/IHTa? Bw3momsBar au ce A0CTaTbYHO OT MpE€AUMCTBATa, KOUTO
UM I1pceajiarar COOUAIHHUTC HHaTQ)OpMI/I, 3a Ja JOCTUIrHar HO'6’bp30 JO0 CBOUTC LCJIICBU
AYOAUTOPUN U Ja U3rpagiaT CUJIHH BPB3KHU C Tax?

Te3n BBIIPOCHU NOpaXKaaT HGO6XOILI/IMOCTT3 OT H3CJICIBAHC Ha BB3MOXHOCTHTC U
MNpEeAN3BUKATCIICTBATA OT U3IIOJI3BAHCTO HA JUI'MTAJIHA KOMYHHKAUS 3a HEJINUTC HA ousHeca.

Cnopen MexayHapoAHO MPOyYBaHE Ha KOHCYJITaHTCKaTa opranuszanus Marakon
Associates, “KoMIIaHUUTEe peanu3upar easa 63% or puHaHCOBUTE MapaMeTpH, 3aJ0KEHH B
KoprnoparuBHata mnonutuka.” [IpuuMHHMTE ca nunca Ha AJaNTHUBHOCT M HEIOCTATHYHO
I'bBKABOCT KbM IPOMEHUTE, KOWUTO C€ HajaraT B YCJIOBUATA Ha JUTHTATU3alUs U
riiodanu3anus.

HCJITa Ha JOoKJIaJia € Ia NpeaACTaBu Bb3MOXKXHOCTUTEC MIPC/ 6”I)JIFapCKI/ITC KOMIIaHHUH OT
M3II0JI3BAHCTO HA JUTUTAIHHUTC KaHaJIkd 3a HOIIO6p$IBaHCTO Ha auajora C HOTpe6I/IT€JII/ITe, 3a
3aCUJIBAHC Ha KOHKprHTOCHOCO6HOCTTa, pasmiMpsABaHE Ha IMaszapHUA 71, KaKTO U 3a II0-
e(beKTHBHO OpraHnu3allMOHHOTO  HIPUCBCTBHUEC HA  OpraHU3alMuTe B  JUHAMHUYHOTO
MAapKETHHI'OBO IIPOCTPAHCTBO. B cwmoro BpeMC C€ N MU Ha C€ OoYepTasAT
NMpEeAU3BUKATCIICTBATA IIPEA KOUTO CC HU3IIPaABI 6T>JIFapCKI/I}IT Ou3HeC KaTo CJIICACTBUEC OT
HABJIM3aHCTO HAa AUTUTAJIMU3AMUATA U IIPOMAHATA HA KOMYHUKAIIUOHHUSA MOJCII.

Opportunities and challenges for Bulgarian companies from the use of digital
communication

Companies have a variety of channels through which they can communicate with their
customers much more personally: not only do they now have unprecedented opportunities to
track what people say about them, but they can also use digital technologies to create and
maintain relationships that will attract new customers, retain existing ones and increase sales".
Thanks to the opportunities offered by new digital technologies today, the ways to achieve full
and effective communication between companies and their users are growing tremendously.

How do Bulgarian companies adapt to the new conditions, caused by the advent of
digitalization? Do they take enough advantage of the benefits that social platforms offer them
to reach their target audiences faster and build strong connections with them?

These questions raise the need to explore the opportunities and challenges of using
digital communication for business purposes.



According to an international study by the consulting organization Marakon Associates,
,,companies realize only 63% of the financial parameters set in corporate policy.” The reasons
are lack of adaptability and lack of flexibility to the changes that are required in the context of
digitalization and globalization.

The purpose of the report is to present the opportunities for Bulgarian companies from
the use of digital channels to improve dialogue with consumers, to strengthen competitiveness,
expand market share and more effective organizational presence of enterprises in the dynamic
marketing space. At the same time, the aim is to outline the challenges facing Bulgarian
business as a consequence of the advent of digitalization and the change of the communication
model.

KubepnpocTpaHCTBOTO - MOBEUE OT BUPTYAIHA PEATHOCT

TexHonorusita 3a BU3yajin3anusgd Ha TPUHU3MCPHU I/1306pa)KeHI/I$I U CUMYyJlallugd Ha
AJITCPHATUBHHU CBCTOBC IIOTAIlA HOTpe6I/ITeH${ B MYJITHCCH30pHKATa Ha JUIUTAJIHOTO
MPOCTPAHCTBO U MYy IIpeJiara €AuH NO-UHTPUT'YBAIIl U ITIPUMAMIINB CBAT OT JIEUCTBUTEIIHOCTTA.
BI/IpTyaﬂHaTa PE€aIHOCT CC€ IPEBpbIIAa BbB BCC IO-IIPCAINIOYUTAHO MACTO 34 pCaIM3UpPAHC Ha
cpeir, KOpImopaTuBHU CACIIKH, CIIOACIIAHC Ha MHTCPECHU U CPCla 3a CBO6OI[HO O6H_Iy'BaH€. He
€ aajacd ICHAT, B KOHWTO CJICABAIINUTEC ITOKOJICHHUA KBAHTOBH KOMIIIOTPHU IIC 6’bI[aT HaII'bJIHO
CbU3MCPUMHU C YOBCIIKUA KallalIUTCT 3a CUCTCMATHU3UPAHC U (1)I/IJ'ITpI/IpaHC Ha I/IH(bOpMaI_[I/IH,
HUMIIpOBU3alUs U IMOBCACHYCCKUM HOPMU H XOpaTa IIC CC U3IPaBAT CpClly CBOA NUIMTAJICH
IIPOTOTHUII B CBOCTO Pa3BUTHC.

CnuBaHeTo Ha pcajiHaTa W WJIKO30pHATa JIEHCTBUTEIIHOCT J1aBa BB3MOXKHOCT 3a
ChIICCTBYBAHCTO HA MapajiCJIHU CBCTOBE, B KOMTO YOBCIIKAaTa KOMYHHUKAIHUA CC U3IIpaBs MPE
CCPUO3HUTEC NPCAN3BHUKATCIICTBA HA JUTHUTAIHATA €I10Xa.

The Cyberspace More Than Virtual Reality

The technology for visualization of three-dimensional images and simulation of
alternative worlds immerses the user in the diversity of the digital space and offers a more
intriguing and alluring world of reality. Virtual Reality is becoming a preferred place for
organizing of meetings, corporate transactions, sharing interests and free communication
environment. It is not far away when the next generation quantum computers will be fully
commensurate with the human capacity for systematization and filtering of information,
improvisation and behavioral norms, and people will face their digital prototype in reality.

The mix of the real and the illusory reality allows for the existence of parallel worlds in
which human communication is facing serious challenges of the digital age.

JurutanHoTo 0OBBp3BaHe Ha OpaHAa ¢ MOTpeOUTENUTe

AHTa)XHpaHeTo C JAWTMTallHaTa MapKa MOCPEICTBOM HU(POBUTE KaHAIH ONperens
BB3NPUATHUATA HA NMOTPEOUTENUTE 32 TOBA KAKBO CTOM 3aJ]] UMHJIXKa Ha JlaZieHa KOpHoparusl.
JIuncBa KOHTPOJ BbpXY HHPOpPMAIHTA, CAMO aKTUBHOTO CHbTPYJTHUYECTBO M KOMYHHKAIUATA
C KJINEHTHUTE Ch3/]aBaT MPEINOCTABKY 3a U3TPak/IaHE Ha JIOSUTHOCT U 3a J0OpO MpeACTaBsiHE Ha
KOMITAHMATA HAa IPEHACUTEHUTE Na3apu. B qururanHara epa pasBUTHETO Ha OpraHU3alMsITa



0e3 ydJacTHeTO M TMOJKpernara Ha HEHHUTE MyOJIMKH € HEBB3MOXKHO. [obamHaTa Mpeka
MO3BOJISIBA HAa KOMITAHUHMTE Ja W3Js13aT OT ,,yAOOHUS MapmpyT™ Ha no0pe MO3HATUTE |
YTBBPJICHM MapKETHHIOBU pelieHus U crpareruu. Cera, moBe4e OT BCSKOTa, KOMITAHUHUTE
TpsiOBa J1a ce CTPEMSIT Jla MUCIIAT Pa3InYHO, THOBAaTHBHO U HECTaHIapTHO. ['oToBUTE hopMyH
Y CTaHJAPTHUTE pelieHus Beue He padboTar. [IpaBuiiHusaT n360p € OpaHabT Aa Obe mo-0au30
10 KJIMEHTUTE CH M Ja OLICHW BCsSKa JM00pa Wiaes M JKelaHWe 3a ChTPYJHHYECTBO. ToBa e
CTpaxOTHA B3MOXKHOCT 32 TIOCTUTaHEe HAa YHUKATHOCT U U3KIIOYUTEIHOCT B OM3HECa, 3aI0TO
udpoBaTa KOMyHHKAITUS TPEHANTMCBA BPb3KaTa C MOTPEOUTENNTE, TaKa Y€ CBBP3BAHETO JIa €
PaBHOCTOWHO U IBJITOCPOYHO, OCHOBAHO HA YBOKEHHUE, YECTHOCT M YOBEIIKHU IICHHOCTH.

The digital engagement of the brand with consumers

Digital brand engagement thought digital channels determines consumers’ perceptions
of what is behind the image of the corporation. There is no control over the information, only
the active cooperation and communication with customers creates prerequisites for building
loyalty and for the retention of the company in the saturated markets. In the digital age the
development of the organization without the support and involvement of its audiences is not
possible. Global network enables the companies to come out of the “convenient route “of well-
known and beaten marketing solutions and strategies. Now, more than ever, companies must
strive to think differently, innovative and unconventional. Ready-made formulas and standard
solutions do not work anymore. The right choice is the brand to be closer to its customers and
to assess any good idea and a desire to cooperate. This is a great chance to become a unique
and exceptional in business, because digital communication is rewriting the relationship with
users so that linking is equal and long-term based on respect, honesty and human values.

HI/II[epI/ITe B IUTHUTAJIHATa KOMYHHUKAIHUA

JururamHara peBodOLMS Ch3JAJE YCIOBUS 3a pa3sBUTHE HAa HOBa cpena 3a
paslmpsBaHe Ha Ma3apuTe U 3a BHEApPSBaHE HA IUTHTaTHATa Ou3Hec KomyHukanus. HoBara
(dhopma Ha KOMYHUKAIUSI BIbXHOBH YCTCIIHUTE KOMITAHUH J1a C€ JIOOJMKAT MAaKCUMAIIHO JI0
CBOATA AYJUTOPHS U J1a CE€ BCIYIIAT BHUMATEIHO B HEMHUTE KEJAHUS U HYKIU. Y YaCTUETO Ha
KOpPIOpAallMUTE B JWUTUTAIHHUS JUAJIOr € TMOBEYEe OT 3aIb/DKUTENHO, ThH KaTo 3a
MOTPEOUTENCKOTO BHUMAHKE CEe BOJIM MOCTOSIHHA OMTKA BCEKHU JICH, BCEKH Yac M BCSIKa MUHYTA.

KOpHOpaHI/II/ITC, KOHUTO CC€ BbB3NOJ3BAT OT MNpCAUMCTBATA Ha JUIWTAJIHATa
KOMYHHUKAIlUA, YCIIIBAT Ja HAJIOXKAT CBOUTC HOBU Ou3Hec MOJCIIN Ha TCXHOJIOTUYHHUTC 11a3apu,
" Oa €€ NPCBBPHAT B YTBBPACHU JIMJACPU U HHOBATOPU HAa CBETOBHO HUBO. TexHust ycuex ce
ABIJDKU Ha ITPEAJIAraHeTo Ha 1106aBeHa CTOMHOCT 3a KIIMCHTUTC, HAa U3I10JI3BAHCTO HA MHOBAIIUH,
Ha I'bBKABOCTTAa U OTBOPCHOCTTA KbM IIPOMAHA. .HI/II[epI/ITC B AUTUTAJIHATA KOMYHHKaIUs CC
OoTJIM4aBaT OT APYruUTC KOMIIAHWH I10 HAYHWHA 110 KOKTO paBAiAT Ou3HEC - CBbC CTpacT,
OTAAACHOCT, IIOCTOAHCTBO W JHCIMUIIIMHA. Bcuuku Te3u kauecTtBa M ycuiia 3acCily’>KCHO
OMPECACIIAT YCJITHUTE UM MMO3UINH B KOHKYPCHTHUTC KJIaCalluu.

The leaders in digital communication

The digital revolution has created conditions for development of a new environment for
the expansion of markets and the implementation of digital business communication. The new



form of communication inspired successful companies to approach as close as possible to their
audience and listen carefully to its wishes and needs. The participation of corporations in the
digital dialogue is more than mandatory because for the consumer's attention there is constant
battle every day, every hour and every minute.

Corporations that benefited from the digital communication and successfully imposed
their new business models at the technology markets have become the greatest leaders and
innovators in the world. Their success is due to the continuous supply of added value for the
customers, innovation, flexibility and openness to change. Leaders in the digital
communication differ from other companies in the way they do business with passion,
dedication, perseverance and discipline. All these qualities and efforts deserved their top
positions in the competitive rankings of business.

rpa)KI[aHCKI/I JABUXXCHHA U ITPOTCCTU B COLUATHHUTC HJ'IaT(I)OpMI/I

Ounaitn HJ'IaT(bOpMI/ITe BCC IIOBCUYC CC IIPCBpbIIAT B MACTO, KbACTO XOpaTa Morar
CB06OI[HO Jla U3pasAaT CBOsATA MO3UIMA 110 Ba’)KHU 06H_IeCTBeHI/I BBIIPOCHU M A CC O66,Z[I/IH${T B
OHJIAMH 06I_HHOCTI/I, KOUTO UMaAT CujiaTa aa CBAJAT pCKHUMH, Ja IIPOMCHAT XO0da HAa cpouTHATA
Hn Ja 3adBdABaT IIOJKpCIiaTa CH 3a 06I_I_IOIIOBCH_IKI/I Kay3Hu. B nsaxou CTpaHu COLOHUAJIHUTC
l'IJ'IaT(bOpMI/I Ca CAWMHCTBCHUAT HAYWH XOpaTa Oa HIOoJydaT AOCTBhII OO0 HH(bOpMaL[HH n 1ga
CIIOACIIAT TOBA, KOCTO I'l BbJIHYBA.

EnaroI{apeHHe Ha CBBP3BAHCTO U OPraHU3UpPaHCTO HA XO0pa B CONUATTHUTEC MPCKHU CTaBa
BB3MOKHO IMPOBCKAAHCTO HAa MACOBU AKIUW W IIPOTCCTH, NPCAHAZHAYCHU Ja IMPUBJICKAT
O6H.I€CTB€HOTO BHUMAHHC, KAKTO U TOBA HA UHCTUTYLIUUTC.

Civic movements and protests in social platforms

Online platforms are increasingly becoming a platform where people can freely express
their position on important public issues and to unite in sustainable online communities that
have the power to topple regimes, changing the course of events and to declare their support
for universal human causes. In some countries, social platforms are the only way to have access
to information and the opportunity to share what excites them.

Organization of people in the social network often leads to holding mass actions and
protests using unconventional techniques and principles designed to attract public attention and
the attention of institutions.

Cause-related marketing — ycrnenHara KOMyHHUKAIHS B OH3HECa

[Ipe3 mocnegHuTe rOAMHM BCE MOBEUE KOMIAHWU OCH3HABAT POJIATa HA COLIMAIHO
OTTOBOPHHSI OM3HEC W CE€ CTPEeMAT J1a OOBBPIKAT MAPKETUHTOBUTE CH I U CTPATETHH C
orpeziefieHa collMajgHa Kay3a. ToBa MO3MIMOHMpA TAXHATa Mapka OJIM30 10 KIMEHTUTE U
Ch3/laBa KJIMEHTCKA KYyJITypa W JIOSJIHOCT KbM OpTaHHM3alMATa M B CBHIIOTO BpPEeME JaBa
BB3MOXHOCT Ha [TOTPEOUTENTUTE 1a CTaHaT YacT OT Helo riobdanHo. [Ipunaranero Ha 00Bbp3aH
C OIpeJieieHa Kay3a MapKeTHHT € OT ChIIECTBEHO 3HaUeHHE 3a IMocTUraHe Ha ycnex. [logo6Ha
CTpaTervs yabJbKaBa XU3HEHHUS IMKBJI HA MPOAYKTA M JaBa IIaHC HAa KJIHWEHTA Ja Oble He
MIPOCTO MOTPEOUTEI, a CHIIO MPUITEN U MAPTHHOP, CIIOAETSAI 01aropoHa HHUITUATHBA.



Cause-related marketing — successful communication in business

In the last years, more and more companies realize the role of social responsible
business and trying to connect their marketing goals and strategies to certain social cause. This
positions their brand close to the clients and creates customer culture and loyalty towards the
corporations and, in addition, gives the members the opportunity to become a part of something
global. To apply the Cause-related marketing is vital for the brand success. This strategy
prolongs the life cycle of the product and gives the client a chance to be, not just consumers,
but friends and partners united of a noble initiative.

VYnpapieHue Ha OHJIalH peryTalnusaTa

KopriopaTiBHaTa penyTanus € euH OT Hall-BaKHUTE CTPATETHYECKU aKTHBH 3a €IHA
Kommanus. JIoOpOTO MMe MpHUBIMYA HE CaMO JIOSUIHH KIMCHTH, BHCOKOKBaIH(HIIMPAHU
CIYXHTEJIM, HO CBHIIO Taka rapaHTHpa KauyecTBO M OTBOPEHOCT Ha OW3HEca B IMOJ3a Ha
0011IECTBOTO.

B pHemHo BpeMme KIMEHTUTE CTaBaT BCE IO-aKTMBHM YYacTHMIIM B IIpolieca Ha
u3rpakJaHe Ha KopropaTuBHaTa uaeHTHUYHocT. OOpaTHaTta Bpb3Ka € ayquToOpusiTa ce
NpeBpbhlla B OCHOBEH (akTop 3a momoOpsiBaHE HAa MAapKETHHTOBHTE IIOKa3aTeld W Ha
KOPIIOPATHBHOTO MPHUCHCTBHE KATO ISUI0O HA OPraHU3ALUHUTE B COIMAIHHUTE IUIAT(OPMH.
Jo6poTo nme Ha OpaHja € moKa3aTell 3a [IOBUILABAaHE Ha IOBEPUETO HA KIIMEHTUTE, KaKTO U 32
U3rpakJaHe Ha EMOIIMOHAIHA BPB3Ka C TAX.

Online Reputation Management

Corporate reputation is one of the most important strategic assets for a company. A
good name attracts not only loyal customers, highly qualified employees, but also guarantees
quality and openness of business for the benefit of society.

Nowadays, customers are becoming more and more active participants in the process
of building the corporate identity. Audience feedback is becoming a major factor in improving
marketing metrics and the overall corporate presence of organizations on social platforms. A
good brand name is an indicator of increasing the trust of customers, as well as building an
emotional connection with them.



