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POASTA HA PEKAAMATA HA AEKAPCTBEHU
MPOAYKTU NPV DOPMUPAHETO HA 3APABHATA

KYATYPA HA OBLLIECTBOTO

A CugkumoBa, A. CnacoB

THE ROLE OF PHARMACEUTICAL PRODUCTS ADVERTISEMENT
IN THE ADVANCEMENT OF THE POPULATION HEALTH CULTURE

D. Sidjimova, L. Spasov

Pestome: B cmamusima e Hanpaser onum da ce ycmaHosuy KopenayuorHama epb3ka Mexdy HU8o-
mo Ha 30pasHama Kyrnmypa Ha 06Lecmeaomo u Macoeus Xapaxkmep Ha pexknamama Ha fieKkapcmeeHu
npodykmu. Habenszsam ce Hakou Hebnazonpusmuu meHdeHyuU, Apu Koumo, 8b/pPeKu cmpoaume
peznameHmu e obnacmma Ha pekniamama Ha MedukameHmu, ce npecnedeam KOHKPemHU Mbpaoeac-
Ku yenu 3a cmemea Ha 30pasemo Ha nompebumenume.

Knroyoeu Qymu: 3akoH 3a nekapcmeeHume npodykmu @ xymaHHama mMeduyuHa, peknama, 30pae-

Ha Kynmypa.

Summary: The article investigates the corelation between the level of public health culture and the
perception of the pharmaceutical advertisements. Attempt is made to reveal some unfavorable tendencies,
when despite of the correct legislative framing of the pharmaceutical advertisement, the stress is put on the

trading side, but not on the patient's health.

Key words: Law for medicinal products. in human medicine, advertising, health culture.

BbBEOEHUWE

PeknamaTa e npogykT Ha oBLIecTBEHUTE NoT-
pebHocTu, koeTo obycnassa HelHaTa aHraxmwpa-
HOCT ¢ 06LlecTBEHO-NONUTUYECKaTa, UKOHOMM-
HeckaTa u KynTypHaTa cpepa, B KOMTO TS (hyH-
KuuMoHupa. PeknamaTa e molweH CTUMYNUpai u
perynupaly chaktop npu BL34elcTBMETO BbPXY
Cb3HaHWeTO 1 NOBEAEHWETO Ha LWpoKaTa ayan-
TOpUS, TA Bb3NWTaBa HOBW LIEHHOCTW M HOPMU W
KynTUMBUpa Be4e yTBbPAEHW CTEPEOTUMHN Npes-
cTasu 3a cBeTa. MIMeHHO Teau Helllum kadecTsa, a
ChLUO Taka MacoBWAT Ui XxapakTep, A onpeaensaT
Kato earH OT OCHOBHUTE enemMeHTV B npoueca
Ha NpoMouusa Ha 3OpaseTo Ypes uapaborsaHe
Ha UeneHaco4eHu pekiaMmHu nocnaHusa 3a pas-
NNYHWTE TapreT rpynu oT HaceneHweTo 1 Yypea
OeMOoHCTpauus Ha onpegenedn Modenu Ha no-
BegeHue,

PerynaTtopHa pamka Ha peknamaTa Ha ne-
KapcTeBeHU npoaykTu B Bunrapus

CoblHocTTa ¥ cneundukata Ha peknamaTa
Ha nekapcTBeHu nMpoayktn ce obycnasa oT oT-
TOBOPHOCTTa npej noTpebutennTte M TAXHOTO
3apase. B Ttasu Bpbaka chlectsysaT onpege-
NeHW OrpaHMYeHUs Mo OTHOWEHWE Ha CbhabpKa-
HWETO 1 NPOMOTUPAHETO Ha peknamMHMUTe nocna-
HuA. B Bornrapws tesu napameTpu ca pernamen-

TMpaHu B 3aKoHa 3a NekapCTBeHUTe NPOAYKTY 8
XyMaHHaTa meauumHa (2), KoTo Bnese B cuna
Ha 13. 04. 2007 r. B rnasa X Ha 3akoHa ce yTOu-
HABAT yCroBuATa W M3MCKBaHWATA 3a peknama
Ha nekapcTeeHu npoAykTw. Mo cMuchna Ha To3un
3aKOH oA NOHATWETO “peknama Ha nekapcTeeH
npoaykT" ce pasbupa Besika chopma Ha WHhop-
Mauwna, npeacTassiHe, NpoMoUus MNKW npeano-
KeHve C uen cTuMynupaHe Ha NpeanucBaHeTo,
npoaaxbarta unu ynotpebarta Ha onpegeneHo
nexKapcTeo.

OcHoBHWTe napameTpy npu npoayumpaHeTo
W pasnpocTpaHeHneTo Ha peknaMHu nocnaHusi,
nonynApsvpalln nekapcTBeHW NpoayKTH, ca
CBbp3aHy C U3ncKBaHeTo Ha peknama ga noa-
nexar caMo nexapcTBeHW NPOAYKTK, paspelle-
Hu 3a ynotpeba B cTpanaTa (ogo6peHneTo u
KOHTpOna BbpXy peknamaTa v HelHOTO pasnpo-
CTpaHeHue ce u3BbplwBaT oT ManbnHuTenHaTa
areHuna no nekapcraara). Cbljo Taka CbabLp-
XaHWeTo Ha pexknamara TpsiGBa fa CLOTBETCTBA
Ha flaHHuTe oT ogobpeHaTa Npu paspelrasaHeTo
3a ynotpeba KpaTka xapakTepucTuka Ha nekapc-
TBEHWA NpoAYKT. OT CLUWIECTBEHO 3HAYEHMe e
W3UCKBAHETO peknaMara Ha NeKkapcTBeHK nNpo-
AYKTW camMO fa HacouvsBa KbM NpaBunHaTa UM
ynotpeba, kaTto npencrass o6eKTUBHO Tepanes-
TUYHWUTE MOKa3aHWs Ha NekapcTBEeHWA NPOaYKT,
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