Pe3wMeTa Ha pelleH3MpPaHUTE MYOJIMKALUY Ha O'bJIrapCKU U aHTJIMHCKHA
e3UK

BosaH AceHoB KyTreBcku

MoHorpaduu:

IIP - oT nponnaravja KbM MEHU/J)KMBHT Ha penyTanuara
BosaH KyTeBcku

HactosiusaT MoHOorpaduyeH TPy[ pasriexa eBOJIIIUATA B PAa3BUTHETO Ha
00ILIeCTBEHUTE KOMYHUKAI[MOHHU TEXHUKU OT TIJieJHA TOYKA Ha TsAXHATa
IPHUEMCTBEHOCT, a ChII0 TaKa U BBbTPEIIHOTO Pa3BUTHE HA BCSAKA OT TPHUTE -
nponaradza, [P U MeHUPKMBHT Ha penytanusTra. CnenuajHO BHUMaHUE €
OT/leJIEHO HA TeMH U BBIPOCH, KOUTO BCe Olle ca BbB ¢$as3a HA TeopeTUUeH
Jle6aT - HampyuMep, pa3BUTHETO HA JUTUTATHATA/KOMIIOTbpPHATA IpoNaras/ja u
Ha Bpb3KaTa MeXJy penyTranus W JIETMTUMHOCT. HampaBeH e onuT 3a
IPEeOCMUCJIsIHE Ha YacT OT "OT/eJIHO" ChIeCTBYBALUTE TEOPETUYHU MOJEJIU U
TSIXHATA UHTErpalys B 001[a TEOPETUYHA PAMKa.

PR - from Propaganda to Reputation Management
Boyan Koutevski

The presented monograph reviews the evolution in the development of the
public communication techniques from the perspective of their succession, as
well as in their singular internal development - propaganda, PR and reputation
management. The highlight is on themes and issues, which are currently in the
phase of active theoretical debate - e.g. the development of
digital/computational propaganda and the relation between reputation and
legitimacy. The work attempts to revise part of the ‘separately’ existing
theoretical models into an integrated theoretical framework.

HHTerpyupaHu MapKeTHHroBu KoOMyHuKauuu. [Ipepasriexaane
BosaH KyTeBcku

MoHorpadusiTa pasriex/ja KOHUENUUSATA 3a UHTErPUPAHUTE MAPKETHHTOBHU
komyHukauuu (MMK) oT rsegHa To4yka Ha CbBpPEMEHHUTE TEOPETHKO-
NPaKTUYHU peasud. B H3/I0)KeHHeTO e HamnpaBeH aKTyaJleH U KPUTUYeH
nperJsief, Ha MONYJIIPHOTO HalpaBJieHHe B mpakTukaTa Ha UMK, nentpupaiio
OCHOBHHUTE WHTETPAaTUBHU IMOAXOAM OCHOBHO B peKJaMaTa KaTo Bojell]
eJleMeHT 3a BCUYKH KOMYHHUKAIlMOHHM TEeXHUKM M KaHaad. KaTo HoOBHU
Bb3MOXHM MHTErPAaTUBHU KOHLENLIUW ca pasrjejaHd YIpaBJIeHUETO Ha
penyTauusaTa M OpaHJUHI'BT B KOHTEKCTA HAa CbBPEMEHHOTO JUTUTAJIHO



obuiectBo. [IpuBeleHM ca peAulla NpUMepH 3a YCHelIHA KOMYHHKAllMOHHA
UHTeprpanuysa “okosio” 6paHyHra v epeKTUBHO yNpaBJsiBaHaTa penyTalus.

Integrated Marketing Communications. Revisiting
Boyan Koutevski

The presented monograph revisits the consept of integrated marketing
communications (IMC) from the perspective of the contemporary theoretical and
practical realia. The work reviews from a critical perspective popular heading in
IMC practice, focusing the main integrative approaches in advertising as leading
element of all communication techniques and channels. Reputation management
and branding have been reviewed as potential new integrative concepts in the
digital society framework. The study reviews numerous examples for successful
integrated communication ‘around’ branding and effective reputation
management.

Cryaum:

YnpaB/ieHUeTO Ha penyTanudATa KaToO HOB Bb3MOXKEH ,IeHTbp” Ha
MHTEerprupaHaTa MapKeTUHroa komyHukanus (UMK) - Bropa yacrt

BosaH KyTeBcku

Ao6crtpakT: Konuenuusarta 3a UMK e pomunHupan; Mozen 3a ynpaBJjieHUe Ha
KOPNOPaTUBHUTE M OPraHU3allUOHHUTE KOMYHMUKaLMHU npe3 mnociaefHute 30
roguHd. C TpaHcopmauusaTa Ha MeJUHHATa U MasapHaTta cpeja U
Npou3THYallMTe OT TOBAa I[pPOMEHU B ayAUTOPUUTE U TIPYNUTE OT
3anHTepecoBaHU cTpaHH, UMK ce HyxJae OoT TeopeTHYHO NpepasriexzaHe,
KOeTO Jla olpejie/lu HOBHTe NMPUHLUIIK Ha JEeWCTBUE U Jja OYyepTae HACOKHU 3a
yCHeulHO TpWJIOXKeHWe B IpakTUKaTa. Hacrosamata cTygusa pasriexza
BB3MOXXHOCTUTE 3a penyTauudaTa MU HEHHOTO yIlpaBJieHHe KaTO HOB OCHOBEH
eJIeMeHT, OKOJIO KOUTO ce usrpaxzja mozesna 3a UMK. Pasriiefanu ca aktyainu
Te3W U pa3pabOoTKH B 06JIacTTa Ha yNpaBJeHUETO Ha penyTanusaTa, IpuBeJeH!
ca MpUMepH 3a KOJMYECTBEHU M KayeCTBEHU aCleKTH Ha pelyTaluATa KaTo
opraHusaloHeH akTUB. OCHOBHATa Te3a e, ye HapeJ ¢ OpaH/a, penyTanusTa
MOXe Ja Obae ¢yHAaMeHTaseH ¢Qokyc B mnpuiokeHuetro Ha HWMK.
OpraHu3auuuTe cjaejBa Jla aHaJU3upaT YCJ0BUATA U NPEANOCTABKUTE 32 TO3U
CTpaTerdyecku u360p U Ja U3paboTAT COOCTBEH MOJes, KOUTO HaW-Ao0b6pe
NpUJIAra Ha TEXHUTE KOMyHUKAlUOHHU IOTPEOHOCTH.

Reputation Management as a New Potential ‘Center’ of Integrated
Marketing Communications (IMC)
Boyan Koutevski

Abstract: The concept of Integrated Marketing Communication (IMC) has been a
dominant management model for corporate and organisational communication
over the past 30 years. The transformation of the media and market



environment and the related changes in the audiences and the stakeholder
groups raise the need for a theoretical revision of IMC, which has to define the
new action principles and propose directions for successful practical
implementation. The study reviews the options of the reputation and its
management to become a new touchstone for the IMC model. It summarizes the
current theses and research work in the field of reputation management and
relevant qualitative and quantitative aspects of reputation as organisational
asset. The main thesis is that, along with the brand, reputation can become a
fundamental focus in IMC implementation. The organizations should analyze the
conditions and the prerequisites for this strategic decision and elaborate their
own model, which would best fit their communication demands.

IIpepasriiexxAaHe Ha KOHIeNTya/lHaTa paMKa 3a HHTerpUupaHU
MapKeTUHroBu komyHuKanuu (UMK) - gacr I

BosaH KyTeBcku

Ao6cTpakT: OcHOBHA 1iesl Ha pa3paboTKaTa e Jja MPeJJIoKU eJUH HOB ,IIPOYUT”
Ha KOHLeNUMATAa 3a UHTErpupaHUTe MapKeTHHIoBU KoMyHuKauuu (UMK),
6a3vpaH BbpXy KJIOYOBUTE NPOMEHU B KOMyHUKALMOHHATA CpeJia, HaCTbIUIN
C Pa3BUTHUETO Ha OHJIAaHH MeJUUTe (BKJ. COLMa/IHUTE MeJAUU U TbPTOBCKUTE
miatdopmu). HUscneaBaHa e Bb3MoxkHocTta UMK pma cayxxku He mpocto 3a
“cTpaHuYeH” eJieMeHT B TbPrOBCKUS MpOLEeC, a Jla [0 HampaBJ/sBa, KaTo
e/lHOBpEMEHHO ce IpuJara B KOMyHUKalMATa, ThProBUsATa U CbOUpaHETO Ha
JlaHHY 3a epEeKTUBHOCTTA HA CUHEPTUYHA chucTeMa (KOMYHUKAUU U TbPTOBUS).
OnuvcaHu ca Bb3MOXXHOCTUTE HOBUAT POKyC Ha KoHUenuusaTa 3a UMK fa 6bae
IIOCTaBeH BBbpPXy OpaHJa KaTO KOMIIJIEKCEH W YHHUBEpPCAaJHO MPHUJIONKUM
KyJITYpeH U Ma3apeH KOHCTPYKT. HoBuaT crpemex e yupes UMK 6paHpoBeTe a
rpajAT CbIPHUYACTHOCT, KOATO, YUCTO NCUXOJOTUYECKH, € OJU3BK MpoLec Ha
€MOLIMOHA/IHOTO B3eMaHe Ha pelleHus. 3aToBa U pasrjielaHUTe acneKTH Ha
KOHLeNnuusTa 3a 6paHja g ,cpofaBat” fo rojasma creneH ¢ UMK - 6pangbT
npeJcTaB/siBa HWHTErpyMpaHa CUCTEMa, B KOATO NOTPeOUTe/NUTe Morar Ja
cJe/BaT pa3/IMYHU I'bTUILA 32 0OBbP3BaHe C eJUH UJIU JpYyT OpaHz.

Revision of the Conceptual Framework for Integrated Marketing
Communications (IMC) - Part 1

Boyan Koutevski

Abstract: The main goal of the paper is to present a ‘revisit’ to the integrated
marketing communications (IMC) concept, based on the key changes in the
communication environment with the emergence of online media (incl. social media
and online trade platforms). The author reviews the opportunity of IMC to serve not
only as a ‘side’ element in the sales process but to guide it, simultaneously acting as a
means of communication, a sales channel and a data-gathering tool for the
effectiveness of the synergic system (communications and trade). The highlight of the
paper is the detailed study of the potential to put the brand into the center of IMC as a
complex and universally functioning marketing and cultural construct. Brand owners



can use IMC as an engagement tool. Engagement, in terms of psychology, is closely
related to emotional decision-making. Therefore, the brand concept aspects reviewed
are closely related to the IMC — the brand represents an integrated system, in which
consumers can decide on following different journeys to a brands of their choice.

®u/iMOB GpaHAUHT - ONUT 3a ¢opMmy/HMpaHe Ha NMePCHEKTUBUTE My 3a
CbBPEMEHHOTO G'bJIFAPCKO KUHO

BosaH KyTeBcku

A6cTpakT: bpaHgUHIBT e J[WHAMHU4YHA TeOpeTHUKO-NMpodecruoHa/lHa 06J1acT,
YUeTO pa3BUTHE HENPEKbCHATO JOMbJBA Kpbra OT Mpolecd U (eHOMEHHU,
KOUTO TMOMaJaT B €JHO $ICHO U OTHOCHTEJNHO NPHUJOXKHUMO KaTo 006XBaT
onpepeseHue. BpaHABT e MazapeH U KyJTYpeH KOHCTPYKT, U3LJI0 OpUEHTUPAH
KbM IOTPEOGUTEJNCKOTO BB3NPUATHE, KOUTO eJHOBPEMEHHO IIOKa3Ba
NPUHA/AJIEKHOCT KbM JaZIeHU LIEHHOCTH, MPUHLUIMN U >KeJaHHUs, a B CbILOTO
BpeMe OTJIM4aBa JlaZileH NpoAYyKT/ycayra/KyaTypeH ¢eHOMEeH OT NOJ0OHUTE MY,
KaTo popMHUpa MOTPEOUTEJICKO NpeJnounuTaHnue. Bpb3kaTa Mexay GUIMOBOTO
M3KyCTBO U OpaHJUHra e HeM36exHa U 3a/bJi604YaBalla ce. HacTosaumuaT TekcT e
OnuT 3a GOpPMyJIMPAHETO Ha NMPo6JeMHa 06J1aCT, B KOSITO Aa O'bAAT pa3siCHEHU
MHCTPYMEHTHUTE U MOJAX0JUTe 3a 6paHAvpaHe Ha ¢UIMOBaATa NPOAYKIHS C LeJT
HelHaTa Mo-yclellHa Ny6JryHa peasusanus. AKIEHT'bT B aHa/IM3a e I0CTaBeH
BbPXY CbBPEMEHHUTE O'BJTApPCKA TeJEeBU3UOHHHU M KHUHO-NPOAYKLHU, KOUTO
T'bPCAT CBOETO MSCTO Ha Na3apa y Hac U B 4y»KOHUHA. YcUauAaTa a 6'b/ie OTJINYEH
CpeJ OCTaHAJMTEe W INpemnopbyaH eJuH GUJIM ca C HApacTBalllo 3HAYeHHe 3a
ycnexa Ha Bcsgka mnpofykuus. Hacrosimiata cTyauss e ondT Ja 6bjar
UJeHTUOUIUPAaHU OHe3U eJleMeHTH OT (PUJIMOBUA OpaHJ, KOUTO MOraT jJa
noJieiicTBaT epeKTUBHO B MapKeTHPAHETO Ha PpUIMA.

Movie Branding - an Attempt for Formulation of Its Perspectives for the
Contemporary Bulgarian Cinematography

Boyan Koutevski

Abstract: Branding is a dynamic theoretical and professional field and its
development is constantly adding new processes and phenomena, which can be
featured in a clear and applicable definition. The brand is a market and cultural
construct, entirely oriented toward the consumer perception and it belongs to
particular sets of values, principles and desires and in the same time
differentiates a product/service/cultural phenomenon from its like, thus
creating consumer preference. The link between cinema art and branding is
investable and constantly deepening. This text attempts to formulate a problem
area, categorizing and discussing the tools and the approaches for branding of a
movie product in order to achieve more successful market presence. Analysis
emphasizes on the contemporary Bulgarian TV and movie productions, which
are striving for more favorable market position both domestically and on foreign
markets. This study is also attempting to identify the elements of the movie
brand complex, which can influence the marketing of a movie in the most
effective way.



CraTuu:

U3no/13BaHe Ha CbAbp:KaHHE OT COLUATHHUTE MeJAUM KaTO MHCTPYMEHT 3a
“kapTorpa¢upaHe” Ha 3aMHTepeCOBAHUTE CTPAHU

BosaH KyTteBcku

BivsiHMETO Ha KOMYHUKALUUTE B COLMUATHHUTE MeJAUMU U TEeXHUKUTe 3a
y6ex/1aBalio Bb3JelCTBUE BbPXY IPYIU OT 3aUHTEPECOBAHU CTPAHU B OHJIAWH
cpejaTa ca Cce MNpeBbpHAJM B pellaBal] KOMIOHEHT 3a CbBPEMEHHHUTE
MOJIUTUYECKH U O6u3Hec mnpouecu. OT eJjHa CTpaHa, COLMAJHUTE MeAUHU
npejjaraT OTJIMYHHA TEXHOJOTMYHM W CEeMAaHTUYHU BB3MOKHOCTH 3a BCsSKa
opraHu3anus Jja paboTH CbC 3aMHTEPECOBAHUTE CU CTPAHU B pas/iMdyeH 06XBaT
- OT YHUBEpPCAJHU U MaCOBH MOCJAHHUSA 10 CETMEHTHUPAHO Bb3J€UCTBUE BBPXY
onpepeneHu rpynu. OT pyra cTpaHa, KOMyHUKalMOHHATA CpeJia B COLUATHUTE
MeJJUM PABHOINOCTaBs OpraHU3alysTa C IPYNd OT 3aWHTEPecOBaHU CTPaAHH,
KOUTO  MoraT Ja VIOpPaXHSBAT  HEraTUBHO  Bb3JEHUCTBHE  BBPXY
OopraHu3alMOHHAaTa penyTayuss W JAa 3JI0ynoTpe6siBaT ¢  “OHJIAWH
JleMOoKpaTu3Ma”, U3N0JI3BalKU MaHUIyJUpPaHa WM J0pU OTKPOBEHO HEBSpHA
uH}opManus ¥ BHyLIEHUS.

OT cbllecTBeHO 3HayeHUWe 3a e(PeKTHBHUTE B3aUMOOTHOILIEHUS CbC
3aMHTEpPECOBAHUTE CTPAaHU € BCsKa OpraHM3auus Ja NOoAJbpXKa aKTyaJHa U
JIMUHaMU4YHa 6a3a JaHHU C KJ4YoBa MHOpMalus 3a TSIX — 00L[M JAHHU, CTENEH
Ha B3aHWMOJIEMCTBUE MOMEXJY pas3/IM4HM TpyNnH, 06XBAaT Ha BBb3JEUCTBUE,
NOTEHLWAJHU CLEeHapuyd 3a I[OCTUraHe Ha aHraxupaHoct u JAp. Taka
HapeyeHOTO “KapTorpadupaHe Ha 3aMHTEPECOBAHWUTE CTPAHU e MPAKTUYECKU
MeTo/i 3a HabupaHe, CUCTeMaTU3UpaHe U aHaJW3 Ha HHPoOpMaLUs, KOSTO
3HAYMTEJHO yJIecHsIBA INpolieca 3a B3eMaHe Ha pelleHUs B MpUJIaraHeTo Ha
CTpaTeruu 3a TAXHOTO aHraKMpaHe, CbOTBETHO, 3a CA'bp>KaHe Ha HEraTUBHU
HaMepeHHs.

CraTtusaTa npejJara nperjej Ha NOAXOAW U TEXHUKH, Ype3 KOUTO JIMYHOTO
U/WIN OpPraHM3aLMOHHO CbJbpKaHHE B COLMAJHUTE MpPEXH MOXe Ja ce
M3M0JI3Ba KaTO eUH OT U3TOUHHULMTE 32 HabUpaHe Ha MHPOpMALMs U aHAIN3
Ha HarJIaCUTe U MEeXaHHW3MUTEe 33 B3aUMOJIEHCTBUE MEX/y 3aHMHTEpPEeCOBAHUTE
CTpaHH.

Social Media Content as Stakeholder Mapping Tool
Boyan Koutevski

The impact of communication in social media and the persuasion techniques
among different stakeholder groups in online environment has become decisive
component of the contemporary political and business processes. On the one
hand, social media offer excellent technological and semantic opportunities for
any organisation in its stakeholder efforts in different scope - from universal,
mass-intended messages to segmented influence upon particular groups. On the
other hand, the communication environment of social media ‘equals’ the



organisation with stakeholder groups, which can influence negatively the
organisational reputation and misuse the ‘online democracy’, applying
manipulated or even overtly false information and suggestions.

It is of utmost importance for any organisation to maintain dynamic and up-to-
date information database with the relevant stakeholders with key data -
general data, degree of collaboration among different groups, impact scope,
potential scenarios for implementing engagement strategies, etc. The so-called
stakeholder mapping is an applied method for gathering, systematization and
information analysis, significantly facilitating the decision making process and
applying strategies for stakeholder engagement, resp., for withholding their
negative intentions.

The article reviews context, approaches and techniques, which can be applied on
personal and/or organisational social media content and can be used as one of
the sources for information gathering and attitude analysis and the mechanisms
for interaction among stakeholder groups.

MUKpOGPAaHAUHI'BT KaTO I@evye/JUBIIa KOHLENUuuss B CbBpeMEHHHTE
UHTErpupaHy MAapKeTUHT KOMYHUKAIMH

BosaH KyTeBcku

A6cTpakT: /[[MHAMUYHOTO M IIMPOKOOOXBAaTHO pa3BUTHE HaA I[a3apHaTa U
KOMyHHKallUOHHA cpeJla B OHJAWH NPOCTPAHCTBOTO IHpejjara HOBU
NpeAu3BUKATEJCTBA W BB3MOXHOCTU 3a pa3BUTHE HA WHTErpUpPAHUTE
MapkeTuHr komyHukaunuu (MMK). ToBa mnpepmosiara ja 6bAaT U3SCHEHU
HOBUTEe TMpolecu W TeHAeHUUU. EAHA oOT Hal-6bp30 pasBUBALIUTE Ce
TeH/JIeHLIUM e NosiBaTa Ha MUKpobpaHdose U IUHMPOKO pa3NpoCTpaHeHHe Ha HOB
NOAX0J, B TAXHOTO Ma3apHO HaJiaraHe - MUKpobpaHOuHe. 3a TpbB I'bT B
6bJrapcKkaTa KOMyHHKallMOHHA HayKa ce MPaBU OMUT 32 Haya/IHO U3y4YaBaHe U
onpejessiHe HAa 06XBaTa Ha MOHATUATA U MPOLECUTE B Ta3M 0], KaTeropus Ha
OHJIAaH MapKeTHHTra. ABTOPBT NpaBH JONYyCKAaHETO, Y& MUKPOOPAHAUHI'BT Lie
ce peBbpPHE B e/JUH OT ePeKTUBHUTE U NPEJIOYUTAHU IOXBATH 32 peasu3alus
Ha UHTErpUpaHU Na3apHO-KOMYHUKAIMOHHU CTPATErHH.

Microbranding as Winning Concept in the Contemporary Integrated
Marketing Communications

Boyan Koutevski

Abstract: The dynamic and broad-scale development of the online market and
communication environment offers new challenges and opportunities for
emergence of the Integrated Marketing Communications (IMC). This process
reckons clarification of the new processes and trends. One of the fastest
developing trends is the emergence of microbrands and respective new approach
for implementation - microbranding. These predominantly online marketing
phenomena are initially defined, studied and scoped for the first time in
Bulgarian communication science. The author assumes that microbranding will
become an effective and preferred approach for integrated market and
communication strategies.



ConuajHNTEe MeAUH KaTO eJIeMEeHT OT M3rpaxkJjaHeTo Ha (QUIMOBHA
OpaHJMHT

BosaH KyTeBcku

CTaTuATa U3cae/Ba possiTa U 3HAYeHUEeTO Ha COLUA/IHUTE MeJUU KaTo eJUH OT
Ba)XKHUTE eJIeMeHTH 3a MapKeTHpaHeTo Ha PUJIMOBA NPOAYKL YA B HACTOALLETO.
KMHOTO KaTo M3KyCTBO M MHAYCTPHS € YCIEeLHO HHTErpupaHo B CbBPEMEHHOTO
noTpebUuTeIcCKO 061iecTBO. To ycnemHo B3aMMOJEUCTBA C MO-OJIU3KU U MO-
JlaJledyH!Y Na3apHU U CMHUCJI0BU 00J1aCTH KaTO MeJIUH, U3rpaXkJaHe Ha KyJTYpHHU
MOJieJIY, peajus3ayds Ha  NOTPeOUTEJICKM  NPOAYKTU U YCIYTH,
U3rpaxkJjaHe/akTyajJu3vpaHe Ha OOLeCTBEHU CTepeOTUNH U T.H. Hemlo noseue,
buamMuTe, CIOKETUTE U aKTbOPUTE Ca €HU OT HaW-00XBAaTHUTE U BJIMATEJNHU
MHCTPYMEHTHU 3a (GOpMHUpAHETO Ha LIEHHOCTH U BKYCOBE B CbBPEMEHHUTE
0011leCcTBa, KaTO B MOHSITUETO ‘ChbBpeMeHHU” BJjaramMe JbJbl UCTOPUYECKU
nepuo/ oT, fa peyeM, 60-70 roAuHY C JIeKH BapuallMy 32 pa3JIMYHUTE 0011eCTBA
OT 3ana/leH THIL

BypHOTO pa3BUTHe Ha COLMAJIHUTEe MeJuu npe3 nocaegHuTte 10-12 roaunu ce
OTpa3U B 3HAYMUTEJIHA CTeNEH M Ha NNOJX0UTe 3a MapKeTUpaHe Ha GUJIMH, pecIl.
Ha  ¢uimoBusaA  OpaHauHr. CouuajJHUTE  MeJUMU  YCbBBbpLIEHCTBAaxa
Bb3MOXXHOCTTA Ha ayJAUTOPHUHWTE, NOJCKa3aHa OT Ap. GOpMU B HMHTEpHeT Ja
M36MpaT NpejloYrMTaHO ChbpKaHUe, Aa ce 06eJUHABAT B TeEMAaTU4YHU IPyNU
10 MHTepecH 6e3 reorpadCKu orpaHUYeHus, [ja Cb3JaBaT U CIIOJENAT YYXKA0 U
COOCTBEHO CbhAbp:KaHUEe (TEKCTOBE, CHUMKH, ayJHMO U BHUJEO0), Aa Cb3JaBaT
COGCTBEHM MUKPOCOLMA/THU MPEXKH U T.H.

Social Media as Building Element of the Movie Branding
Boyan Koutevski

The article reviews the role and the significance of social media as one of the
important elements in the marketing process of modern film production. Cinema
as both art and industry has been successfully integrated in the contemporary
consumer society. It's CTaTusATa u3cjiezBa posfaTa U 3HaYeHUETO Ha COLIUATHUTE
MeJIMM KaTO €JUH OT Ba)KHHUTe eJleMeHTH 3a MapKeTHpaHeTO Ha (UIMOBa
NpPOAYKLUA B HacTosAeTo. KHHOTO KaTo M3KYyCTBO U MHAYCTPHUSA € yCHeUIHO
MHTErPUPAaHO B CBHBPEMEHHOTO MNOTpebuTescKo obuectBo. To ycneuHo
B3auMMO/IeMCTBA C [10-6JIM3KHU U M0-JaJedYHU a3apHU U CMUCJI0BU 006JIaCTH KaTo
MeJIu{, U3rpakJaHe Ha KyJTYpPHU MOJie/M, peajy3alysd Ha NOTPeOUTEICKH
NPOAYKTH U yCJIYTH, U3TpaKAaHe/aKTya/M3UpaHe Ha 001eCTBEHU CTEPEeOTHUIH
M T.H. Hemo noBede, ¢puiMHUTE, CIO)KETUTE U aKTbOPHUTE Ca €JHU OT HaW-
0OXBaTHUTE U BJIMATEJHU HHCTPYMEHTH 3a (QOpMHpaHETO Ha LIEHHOCTHU M
BKYCOBE B CbBpEMEHHUTeE 0011eCTBa, KaTO B IOHATHUETO “CbBpEMEHHU” BJlaraMe
J'bJ'bI UCTOPUYECKH NEPUO/, OT, Aa pedeM, 60-70 roAUHU C JIeKM BapHUallMU 3a
pas3JIMYHKTeE 001 ecTBa OT 3ana/ieH THIL.

BypHOTO pa3BUTHe Ha COLMA/IHUTE MeJuu npe3 nocaegHuTte 10-12 roaunu ce
OTpa3y B 3HAYMUTEJIHA CTeNEH M Ha MNOJX0JUTe 3a MapKeTUpaHe Ha GUJIMH, pecIl.



Ha  ¢uamoBusA  OpaHauHr. CoLMaJHUTE  MeJUWH  YChBBbPIIEHCTBaxa
Bb3MOXKHOCTTA Ha ayJAUTOPHUHUTE, MOJCKa3aHa OT Ap. GOpMU B HHTEPHET Ja
M36UpaT MPeJNoYUTAHO ChbpKaHUE, a ce 06eIUHSIBAT B TEMAaTUYHU TPy
10 UHTepecH 6e3 reorpadCKu orpaHUYeHUs, Jja Cb3/]aBaT U CIOJENAT YYXK/A0 U
COOCTBEHO CbhAbp:KaHUe (TEKCTOBE, CHUMKH, ay[HMO U BHUJEO0), Ja Cb3JaBaT
COGCTBEHH MUKPOCOI[UAJTHU MPEXKH U T.H.

Ponsstra Ha Tekcra KaTo eQeKTUBEH MHCTPYMEHT B TbpProBCKU
OpMEeHTHpAHaTa KOMYHUKauus (MO0 NpUMepHU OT COLUATHHMTE Mpexu
Twitter u Facebook)

BosaH KyTeBcku

A6cTpakrT: lleTa Ha Ta3u paspaboTka e Jla ObJe aHaJU3WpPaHA OCHOBHAMA
U XMIIOTETUYHO HapacTBalla poJisi Ha TEKCTa B COLMAJIHUTE MeAUH U IIO-
CllellMaJIHO B ONUTUTE TEKCTHT Ja Ce M3IM0J3Ba KaTo ePeKTUBHO CPEJCTBO B
JUTUTAJHUSI MapKeTUHT. Pa3bupa ce, B MoJ06eH aHa/JIU3 € HEMUCIUMO Jia Ce
npaBu JUaMeTpaJHO MPOTHUBONOCTAaBSIHE “TeKCT-BU3UA”, 3alllOTO TOBa €
HEBB3MOXKHO B MYJTUMeJUMWHATA Cpe/a, KOATO Ce M3rpaxJa B HHTEpPHET
6asupaHuTe MeAud. W paBaTa eseMeHTa HMaT CBOATA poOJid U MACTO B
JIMTMTaJHaTa CpeJa, KaTo Mpe3 MOCJAeJHUTe IOJUHM CTaHaXMe CBUJETeJU Ha
CEpPUO3HU ONUTH TEKCTBT U3Ys/10 1a 6bJie 3aMeCcTeH C BU3Hs, KOETO € TPYJAHO
B'b3MOHO. Pazbupa ce, B cujia € U 06PaTHOTO ChXKJ€HUE — TEKCTBT He Modce Jia
3aMeCTH BU3YyaJIHOTO, HUTO II'bK Ja JOMHUHHUpA HaJ, Hero. YMeJUAT OajiaHC U
NO03HAaBaHETO Ha ayJUTOpPUSATA € BCBIIHOCT K/IWYBT KbM eQPeKTUBHHUS
JUTUTaJleH MapKeTUHI. Bce mak, TeHJeHUUsATa KbM BCe [M0-AbJOOKA
CerMeHTalus CpeJi OHJIalH ayJUTOPUUTE XUIIOTETUYHO OTBapsl MPOCTPAHCTBO
3a cBoeobpaseH PeHecaHC Ha TeKCTa B TBProBCKM OpHUEHTUPAHUTE
KOMyHHKaLUM, NPU ONpeJesieHHd YCJ0BHUSl, KOUTO Lie 6bAAT pasrjiefaHd U
aHanu3upaHu.Tpu OCHOBHU HAOJIOZEHUS ca pasrjelaHd U aHAJIU3UPAHU B
cratusita: 1. TeKcTbT HocU ¢u3HYecKa U UHGOPMALMOHHA JJOCTOBEPHOCT Ha
M3TOYHHKA, BbIPEKH Ye BU3yaJHOTO (CHUMKATa, BUJE0TO) UMA JJOKYMEHTaIEeH
xapakTep. XunepBpb3KaTa KbM BH/JE0/CHUMKa/Apyra MeJus OHJAWH
noodpopmMs ybexjaBauius KOHTEKCT.2. TeKCTbT B COLMAJIHUTE MEJUU €
ybeauTesieH, 3aljoTO 3a BCe IMO0-3HAYMMa 4YacT OT ayAUTOpUATA Te Cce
npeBpbLUIAT B npbB U npeAnoYynTaH MU3TOYHUK Ha
uHpopmanus.3. CounuajHUTE MeAUU ca YAOGHO, HO HeE U3KAHYBAUWO APYTUTE
dopMHU Ha conyasieH AUAJIOT, AUCKYCUHU U AebaT, CPeiCTBO. E3UKBT U TEKCTBT
KaTo ¢popMHU 3a peasiM3anusATa UM ca abCOJIOTHO HE3aMEHUMMHU U B MpexaTa.

Role of Text as Effective Tool of the Trade-Oriented Communication (based
on the practices used in Twitter and Facebook)
Boyan Koutevski

Abstract: The aim of this paper is to analyse the basic and hypotetically -
increasing - importance of the role the text plays in social media and more



specifically in the attempts to use the text as effective tool in digital marketing. Of
cource, in an analysis of this kind it’'sunthinkable to oppose text against vision,
for it’s an impossible opposition in the multi-media environment, created by the
Internet-based media. Both elements have their role and place in the digital
environment, while in the past few years we’ve witnessed serious attempts to
substitute text entirely by vision, which would be hardly possible. For sure, we'd
presume vice versa — the text can’t substitute the visual, nor it can dominate it.
The suitable balance and the understanding of the audience is the key for the
effective digital marketing. Still, the trend toward deeper segmentation among
the online audiences hypothetically opens a playground for state-of-art text
Renaissance in the marketing-oriented communications, which, by specific
conditions, will be reviewed and analyzed.Three basic observations are
reviewed and analyzed in this paper:1. The text carries phisycal and
informative credibility of the source despite the fact that the visual (picture,
video) has a documentary character. The hyperlink to video/picture/other
media online shapes further the persuasive context. 2. The tex in social media
is persuasive because a growing part of the audience considers it first and
preferred source of information. 3. Social media are convenient means, though
not excluding other forms of social dialogue, discussion and debate. The language
and the text as forms of realization are absolutely impossible to replace in the
net, TOO.

Bbiarapus e MACTOTO! - e JMH KJ/IMI, KOUTO MOXKe Ja IPOMEHH BCUYKO... UJIH
HUIO!

BosaH KyTeBcku

CTaTusATa pasrJiex/ia aTepHATUBHUS MOIX0/1 32 U3TPAXK/AaHe Ha 6JIaronpusiTeH
OpaHAUHr Ha bbarapus KaTo TYpUCTUYECKA JeCTHHAIUs, H3IM0J3BalKU
CBUZIETEJICTBATA HA XOJIUBYACKH 3Be3/M, KOUTO Ca IMOCETHUJM CTpaHaTa Mo
BpeMe Ha CHHUMadeH Ipoliec. KoMeHTHpaHM ca CBETOBHM INpUMEPU B
TYPUCTUYECKATA WHJYCTPUS, NMPHU KOUTO 3a YCIEIIHOTO MapKeTHUpaHe Ha
TYPUCTUYECKU JECTUHAIMU Ca W3MOJI3BAHU MOJOOHU MOJAXOAU B UHTEPHET U
Hal-Beue B COI[Ma/IHATA MpeXKa 3a BU/Je0-croziesisiHe Youtube.

JlaHcupa ce Te3aTa, 4e MOJOOHU OMUTH MOraT ia 6'bAAT MOTEHI[UAJHO YCIelleH
MOAXOJ, KOUTO NpeBBb3X0KZAa oOdUIMAJHATA TYpPUCTHYECKA pekJiaMa Ha
Bbirapus cbe cBosi cBex guerilla marketing noaxo/ i U Moxe Aa 6'bJie NOJKpeNeH
Y C IPYTU KOMYHUKAI[MOHHU HHCTPYMEHTH.

Bulgaria is the Place! - A Spot That Can Change Everything... or Nothing!
Boyan Koutevski

The article reviews the alternative approach for tourist destination branding of
Bulgaria, using the testimonials of Hollywood star actors, who visited Bulgaria
during movie production schedules. The author comments other cases in the
tourist industry, where destinations had been marketed with similar techniques
in Internet and especially in the video-sharing social network Youtube.



The thesis is that such attempts can be a potentially successful approach, which
could appear more attractive than the official tourist advertising of Bulgaria with
its fresh guerilla marketing approach and could be supported by other
communication tools.

UrpoBaTa cuTyanus B peKJIaMUTe HA CIOPTHU NPOAYKTH, YCIYTU U
MeponpusATUA

BosaH KyTeBcku
CTaTusTa pasrjex/ja OCHOBHUTE U J'bJ60KO BKOpEHEHH NPUHIMIN Ha UrpaTa
KaTO CMHCJIOBO I0JIarall eJleMeHT B peKJIaMUTe Ha CIOPTHU NMPOJYKTH, YCIYTH
U MeponpusTusa. OCHOBEH TeOpeTHYeH [JUCKYpC € IMPOU3BEJEeHUETO Ha
xosnauzckusa punocod Moxan Xpoitsunxa “Homo Ludens” (“UrpaeimusT 4osek”).
XunoTe3ara Ha aBTOpa €, Yye roJisiMa 4acT OT peK/JaMoJaTeUTe U PeKJaMHUTE
TBOPLM H3I0/I3BaT KOHIENIUSATa Ha XbOW3MHXA, U3TPaKJAUKU OCHOBHUTE
y6ex/JaBally MOCJAAaHUSl U alesJd B CIHOPTHUTE peKJaMH, HaGJATallKu BBbpPXY
KOHKYPEHTHOTO HayaJ0 KaTo KJ/H4Y0Ba KOMyHHKAallMOHHA KOHCTAaHTa B
npodecuoHaJHUS U aMaTbOPCKHUS CIIOPT.

The Situation of Play in the Advertisements of Sports Products, Services
and Events

Boyan Koutevski

The article reviews the basic and deeply rooted game principles as a signifying
element in the advertisements of sports products, services and events. The work
of the Dutch philosopher Johan Huizinga “Homo Ludens” serves as underlying
theoretical discourse. The author’s hypothesis is, that the majority of the
advertisers and the advertising creative professionals use Huizinga’s concept,
building upon the competitiveness as key communication constant in the field of
both professional and amateur sport.
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