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COLINMAAHATA PEKAAMA - N3TOYHUK HA 3APABHA
NHMOOPMALINA
A. CugkumoBa, A. CnacoB

THE PUBLIC SERVICE ADVERTISING AS A SOURCE
OF HEALTH INFORMATION

D. Sidjimova, L. Spasov

Pestome: CoyuanHama pexknama Nonynsapusupa u Hanaza obujecmeeHo-3HaquMu udeu, ypes Ko-
emo ¢opmupa obujecmseHomo MHeHue, cbdelicmaa 3a KOMyHUKaMuUeHUMe npouecu, Habens3sa
KoHKpemHu mModernu Ha nosedeHue, Hanaza onpedesieHu YeHHOCMU U HopMu. Ponsma ( e da nocovea
npobnemume U 8 b3MOXHUME HayUHU 38 MAXHOMOo npeodonseaqe. EGHU om Hal-ehexmusHume u
eb3delicmeauiu coyuanHu peKknamu ca cebpiaHu ¢ npobremume Ha 0bLWEecmM8eHOMo 30pase, 3amo-
8a mexHusA nomenyuan mpsibsa da 6v0e y3nos13eaH 8 MakcumanHa cmefeH, 3a 0a ce nonynapusupa
38pasoCco8HUA CMUM Ha XU80M U NPE8eHUUAMa Ha colyuanHo-3HavuMume 3abonseaHus.

Knro4oeu dymu: coyuanHa peknama, 30pagocnogeH Crus-Ha Kugom. . :

Summary: The public service advertising support the process of formation of the public opinion and
communication. It outlines some social norms and values, it shows different problems and solutions. Some
of the most efficient public service advertising are on the healthcare problems, that's why it is very important
to use it’s potential for popularize the healthy life style.
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OcHOBHM (pyHKLMKM HA peknamMara

ColuecTByBaT pegnua geUHULMK Ha Nno-
HATUETO ,peknama’. Te ce paanu4yasarT B 3a-
BMCMMOCT OT aKLeHTa, KOWTO e HanpaseH B
TAX, T. €. BbpXYy ajpecara, CbAbPXKaHUeTo u
dropmata Ha peknamMHoTO NnocnaHue unu Le-
nesara aygutopusa. ObwuTe napameTpu, Ko-
WUTO Ce cpellaT B NoBe4YeTOo TbIKYyBaHUA, ca
CcBbp3aHu C hakTa, Ye peknamara e LeneHa-
co4yeHa AenHocT B chbepaTa Ha ybexaasa-
uiaTa KOMyHUKaLuusaTa, KoATo e agpecupaHa
KbM orpefeneHa Tapret rpyna, uabpaHa Bb3
OCHOBa Ha counanHo-gemMorpadgcku npusHa-
Luu. CblUHOCTTa Ha peknamMara ce 1M3pasasa
BbB BHeApSABaHeTO UM pasliMpABaHeTo Ha
3HaHUATa 3a KOHKpeTeH NpoaykT, ycnyra
unu uaes, opMUpaHeTo Ha NONOXUTENHO
OTHOLWEHWE KbM Hero, 3anameTsiBaHeTo My
W nopaxaaHe Ha onpegerieHn OencTeMsa oT
CcTpaHa Ha noTpebutenute. PeknamHure
nocrnaHus ce pasnpocTpaHABaT Ypes cpejc-
TBaTa 3a MacoBa KOMyHUKaLma 1 ce huHaH-
cupaT oT M3BECTEH UM3TOYHMKK.

Pexnamara e nonudyHkunoHanHa. Ha-
KOW OT OCHOBHUTE OYHKLUW, KOUTO U3MbIIHSA-
Ba Ts ca cnegHuTe:

* UKOHOMUYecKa (hyHKUUS — CBBbP3aHa e
CbC CTUMYNUPAHETO HAa THPTroBUATA;
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* UHGhOpMayUOHHa hyHKUUS — n3passasa
Ce B MacoBOTO pa3npocTpaHeHue Ha UHop-
MaLMA 3a CTOKW, YCNYTY U aewu;

* coyuarHa yHkyus — nonynapusnpa v
Hanara obuecTBeHO-3HaYMMKN uaeu, 4pes
KoeTo popmupa 06LECTBEHOTO MHEHME, Chb-
AencTBa 3a KOMyHWKaTUBHUTE MNpoLecu, Ha-
benassa KOHKPETHU MOAENN Ha noBeaeHue,
Hanara onpegeneHy LEHHOCTN U HOPMU,

* 0bpasogameriHa yHKUUS — BbB Bpb3ka
C NponaraHjara Ha HOBOBbLBEAEHUA B pas-
NUYHY chepr Ha XKUBOTA;

s ecmemuyecKka hyHKUYUS — Haco4YeHa e
KbM Cb3[laBaHeTO Ha BKYC KbM U3SALLHOTO U
KpacuBoTo y notpebutenurte. Mlonsama yacT
OT pekNnamMuTe ce NpaBAT OT TanaHTNuBeM au-
3arHepu, XyAoXKHULW, PEXUCLOPU, Konupa-
TEPY U APeACcTaBUTENU Ha APYrY TBOPUYECKU
npodecun.

ChuwHoOCT U cneuucpuka Ha coymanHa-
Ta peknama .

Onpepenenverto 3a coumnanHa peknaMa
(public service advertising unu public service
announcement) criopes pedHuka no mMap-
KeTuHr Ha American Marketing Association
e, Ye TA ce ch3fasa, 3a Aa BbanuvTasa WK
MOTUBKMPa onpefeneHa TapreT rpyna ¢ uen
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