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|. CraTuu, nyOnMKyBaHH B HAYYHU CIIUCaHUsS, pedepupaHul U HHACKCUPAHU B APYTH
MEXIYHApOAHH 0a3u JaHHH C HayyHa HHPOPMAIUI

1.1. Crpuxiie, XpuctuH, “HoBu GH3HEeC MO/Ie/TH 32 Pa3NPOCTPAHEHHE HA MPOAYKTA HA PAANO
UHAYCTPHUATA MOCPEACTBOM IUTMTAJIHU TeXHOJ0rumn”, ci. “IKOHOMUYECKH U COIIMATHU

antepuatuBu", ISSN 1314 — 6556, 6p. 1/2019, Codus, ctp. 32-40

Pe3ome: Hacrosmara cratus u3ciieiBa HOBUTE OM3HEC MOJIENIM HA PA3NPOCTPaHEHHE HA MPOAYKTa
Ha Pajlio WHAYCTPHUSITA-PAIHO MPOrpamMara-mocpeCTBOM JUTHTAIHA TEXHOJIOTUH. Pa3BuTHeTO Ha
WHuTepHeT M TeXHOJIIOTUHTE B Ta3u cepa okazaxa M OKa3BaT OrPOMHO BB3JICHCTBHE BbPXY BCUUYKU
MCIUH, BKIIIOYUTCIHO W BbBPXY paauoTo. Hasnu3anero Ha MO6I/IJIHI/IT€ TCXHOJIOTUU U
BB3MOKHOCTTA Ha MOOWIHHSA TenehoH /cmMapThOH MOTPEOUTENAT JAa IMOJy4aBa JOCTHII J0
HEOIPaHUYCHO ChIbpKAHUE, CHIIO TOBJIHMIBAT HA CICKTPOHHHTE MEIUH U YCIYIHTE, KOUTO TE

npeaiiarar.

Haii-o6mo Mose 1a ce Kaxe, 4e eTHOBPEMEHHO C €(pUPHOTO CH M3IIbYBAHE WIIU U3ITBUYBAHETO I10
Kalen W caTeluT, paAuoTo € Beue JOCTHIHO U B MHTepHeT u Ha MoOwiHu Tenedonu. U He camo
TOBa - II€ATa € Ta3W AOCTHIIHOCT Ja HOCH MPHUXOAM Ha Paauo OMepaToOpuUTe U Jla UM J1aBa

KOHKYPCHTHHU IPCAUMCTBA B CPABHCHUEC C JPYIrUTC KOHBCHIIMOHAJIHU U JUTUTAJIHU MCIUH.

KarouoBn AYMHA: Dpaauo HHAYCTpHUA, HMHTCICKTyaJIHa CO6CTB€HOCT, JAUururajiHa Cpcaa,

pa3MnpoCTpaHEeHUE Ha PaHo MPOrpama.
JEL: 033, 034

“New business models for distribution of the product of the radio industry via digital

technologies”

Abstract: The current article explores the new business models for distribution of the product of the
radio industry-the radio programme- via digital means. The development of the Internet and the
technologies in this sphere have caused and are still causing a huge influence on all other medias,
including the radio itself. The penetration of mobile technologies and the ability of the mobile
telephones/ smartphones, which enable the user to get access to unlimited content, also influences

the electronic medias and the services they offer.

In general we can say that while the radio is broadcasted, either by cable or a satellite, it can also be
available on the Internet and or on any mobile phone. But the main priority of all this accessibility
is to increase the outcomes of the radio operators and to give them competitive advantages in

comparison with the other conventional and digital medias.



Key words: radio industry, intellectual property, digital environment, distribution of a radio

programme.
JEL: O33, O34

1.2. Ctpuxiies, Xpuctut, “IIpuiao:keHus: 3a MOOMJIHU YCTPOICTBA U 3HAYEHHETO UM 32

o0mecTBeHuTe Meauu”’, cu. “Hayunu tpynose”, suyapu 2021, ISSN 1314-9105

Pe3ome: Hacrosmata cratusi aHanu3upa OCHOBHHUTE PE3yNITaTH OT MpoydBaHE Ha 556 MeauitHu
MIPUJIOKEHUS 32 MOOMITHU YCTPOKHCTBA, pa3paboTeHu oT 71 o0IIecTBeHN paliOCTaHIINH, YWICHOBE Ha
EBU/EBporneiickus cbi03 Ha pajuo W TEJICBU3MOHHUTE opraHu3anuu/ B 43 IbpKaBH U TEXHHUTE
OCHOBHH XapakTtepucTtuku, nmposeaeHo or EURORADIO. Ananu3bT 1 M3BOIUTE OT HEro Iie Obaat
MOJIC3HH Ha OBJITAPCKUTE CJIEKTPOHHU MEIWH, KOWTO Ch3aBaT W Pa3BUBAT CBOUTE MPUIIOKEHUS
KaTo JIOI'bJIHEHUE KbM €PUPHOTO, KAOCITHO M CATEIIMTHO PA3NPOCTPAHCHHUE HA CBOUTE IIPOTPaAMHU.

[IepBUTE MeEmuiiHM TPUIOKEHUS Ha oOmecTBeHUTe Meauu ce mnosBsBar npe3 2008 .
[IpunoxkeHusTa ca B ChCTOSHUE J1a MOMYJISIPU3UPAT ONpeeieHa MapKa U Ja S HallpaBsT ThbpCceHa U
WMCcKaHa OT morpeOurenure. ToBa ¢ MmbIHA CcHiIa Ce OTHacs W 3a Menuute. KakTto moka3Ba
MIPOYYBAHETO, MMa JCCETKH PAa3IMYHU HAYMHH 332 KOHCTPYHUPAHE Ha MEJIUWHO MPHIOKCHHE. 3aTOBa
aHaJIM3UpaMe HE caMO TEXHHUYECKHTE IMapaMeTpu Ha TNPUIOKCHHATA, HO W CHABPKAHUETO H
CTpaTeTUUTE, KOUTO CTOST 3aJ NpriioxkeHusATa. HakpaTko, nckame J1a mpeacTaBuM (HakTOpUTE 3a
yCcrex Ha MPUJIOKEHUETO Ha JafieHa MeIus - U, pa3dupa ce, pakTopuTe, KOUTO MOTaT Ja JIOBEAaT

A0 OTKa3 aa €€ U3I0JI3Ba MPUITOKCHUC OT MCIUATA.

KaouoBu AyYMMU: O6H.I€CTBCHa Meaus, IMPUII0KCHUC 3a MOOUIHU YCTPOﬁCTBa, O6IJ_I€CTBCHO paauo,

MEJIMiTHA CTpaTErus.

JEL: 032, 033, 034

“Applications for mobile devices and their significance for the social media”

Abstract: The current article analyses the main results of a study of 556 media applications for
mobile devices, developed by 71 public radio stations members of EBU /European Broadcasting
Union/ in 43 states and their main characteristics, conducted by EURORADIO. The analysis and
conclusions thereof shall be beneficial for the Bulgarian electronic media which creates and
develops its applications as a supplement to the on-air, cable and satellite broadcast of its programs.
The first media application of the social media date as of 2008. The applications are able to

popularize certain trade mark and make it sought after and wanted by the consumers. This applies



with full effect to the media as well. As the study shows, there are number of different manners for
constructing the media application. Hence, we analyze not only the technical parameters of the
applications, but also the contents and strategies behind the applications. In short, we want to
present the success factors of certain media’s application — and, of course, the factors which may

lead to refusal for the use of such application by the media.

Key words: community media, mobile device application, community radio, media strategy

JEL: 032, 033, O34

II. Joxnaau oT KOH(EpeHIIMK B CTpaHaTa

2.1. CrpwxneB, Xpuctut, “UHTepHET peKIaMaTa-0oCHOBHH TepMuHU U ¢opmu”, COOpHUK OT
Hanmonanen cemuHap ¢ MEXIyHapOJHO Yy4yacTHe opraHuzupaH otT [laTeHTHO BeIOMCTBO Ha
Pboarapus, Karenpa “TBopuecku unnyctpun u untenekryaintna coocrseHoct” YHCC u CetoBHa
OpraHm3anus MO HHTEJEeKTyaJdHa coOCTBeHOCT - “Cb3laBaHe Ha KyATypa 3a HMHTEJIEKTyajaHa
COOCTBEHOCT Cpejl MaJIKUTE U cpeanu npeanpustus’, ci. Her caiibuc, ISSN (online): 2535-1362,

op. 2/2017, Codus, ctp. 156-166.

Pesrome: [locoueHuAT AOKIa NpPENCTaBs MHTEPHET PEKIaMara KaTo BAXKEH E€JIEMEHT OT Menus
MHKCa 3a BCSIKA €JHAa KOMIIAHUs, KOSATO JKeJlae Ja MOIYJsIpU3upa CBOUTE MPOAYKTH WM yciryru. U
THHU KaTo exeronuute npoyusBanus Ha HCU /HanumonaneH cTraTUCTUYECKU MHCTUTYT/, IUTUPAHU B
JIOKJIa/1a, TIOKa3BaT, 4e MHTEPHET € BCE MO-U3M0JI3BaH OT OBIArapCKUTEe TPaskAaHu C Pa3IMyHH LIEH,
a roJIsIMa 4acT OT XOparTa, KOMTO WM3IOJI3BAT MHTEPHET, Ca U 3PUTENIM, YATATEIN U CIYIIATEIN HA

TPAAULIUOHHUTE MCIUU - TCICBU3US, [ICHATHU U3AAHUA U paauO, JUT'UTAJIHATA CPCla 3a€Ma BCC I10-
rojsiMa MsACTO B IMPEANIOYHNTAHUATA HA XOpaTa KaTO U3TOYHUK Ha HHq)OpMaHI/Iﬂ 1 3a0aBJICHHE.
HpI/IC’BCTBI/IeTO Ha BCC MMOBCYEC XOpa B MHTECPHET BOAX JO MHTCPEC OT CTpaHA HA PCKIAMOIATCIIMTEC
Aa CTUTHAT OO0 TC3U XOpa B Ta3u CpCJia U Aa ' 3ali03HAAT 11O Haﬁ-ﬂ06pﬂﬂ Ha4yWH CbC CBOUTC CTOKH
" YCIIYTU. Eto 3all0 UHTCPHET pCKIIaMaTa Ha61/1pa rojisiMma CKOpoCT U yBCJIM4aBa 6ypHO obemure CH,
3aeMaKi BCE IO-TOJISIM JsJ1 B pEKIIaMHUA MUKC. OT ronsaMo 3HaYCHHE € TCPMUHOJIOTHUATA, KOATO CC
H3I10JI3Ba B MHTCPHET pCKIamMara. Hopa;m Ta3u MpUYINHA € BaXXHO J1a C€ 3HAasAT OCHOBHUTEC TCPMHUHU,
KaKTO U PA3JIMYHUTC (bOpMI/I Ha HWHTCPHET pPCKJIaMa, KOUTO Ca MOCOYCHU B JOKJIald, 3a Ja CC
1/1361/1paT MEYCINBIIN PCKIIAMHU CTPATCTUH.

KiarouoBu AYMMU: UHTCPHET pCKiIaMa, MCIUsd MUKC, TUTUTAJIHA CpCaa.



Internet advertising — main terms and forms

Abstract: The pointed report presents internet advertising as a key element of the media mix for
any company which desires to popularize its goods and services. Since the annual studies of NSI
/National Statistical Institute/, quoted in the report, demonstrate that internet is increasingly used by
Bulgarian citizens for different purposes, whereby large part of the individuals, using internet, are
also viewers, readers and listeners of the traditional media — television, printed editions and radio,
the digital environment occupies increasingly larger place amongst the people’s preferences as a
source of information and entertainment.

The presence of increasing number of people in internet results in interest from the side of
advertisers to reach these people in this environment and to make them familiar in the best way
possible with their goods and services. Thus, internet advertising develops rapidly and increases its
volumes, occupying larger share of the advertising mix. The terminology used in internet
advertising is very important. Due to this, one should be familiar with the main terms, as well as
with the different forms of internet advertising, which are pointed in the report, in order to be

chosen successful advertising strategies.

Key words: internet advertising, media mix, digital environment

2.2. CrpuxiueB, XpucTuH, “OTHOLIEHUS] NOJAUTHYecKH napTtum/menun”, COOpPHUK OT
HanuonaneH ceMuHap ¢ MEX/IyHapOAHO y4acTUe OpraHu3upad oT MUHHMCTEPCTBO Ha KyJITypaTa Ha
Pboarapus, Karenpa “TBopuecku unayctpuu u untenekryansa coocrseHoct’ YHCC u CeroBHa
OpraHu3aIysl 10 MHTEJIEKTyallHa COOCTBEHOCT - “TlepCreKTHBH W aKTyaJ HH IPeIu3BUKATEICTBA
npeja ayauoBH3yalHaTa MHIYCTpHs B aurutanHara epa”’, cm. Her caitpac, ISSN (online): 2535-
1362, 6p. 3/2017, Codusi, ctp. 82-92.

Pe3ome: [locoueHMAT NMOKIIAa HW3CIEABAa M TMPENCTaBs KOM Ca OCHOBHUTE Meauu B bwirapus -
MEYaTHU M eNIEKTPOHHU- CTIOPE]] MUAITBIMETPUIHUTE U COLMOJIOTHYECKUTE areHIINN, KOUTO BIHSAT
Ha OOIIECTBEHOTO MHEHHE U YMETO 3HaueHHE € OT M3KIIIOYMTEIHA BaKHOCT MO BpeMe Ha U300pHU
kamnaHuy. Chllla Taka MOKa3Ba M Kak padOTAT MOJUTHYECKUTE MApTUU C MEAMUTE HE Camo IO
BpeMe Ha m300pu, HO M Mexnay Tsax. OTroBaps ce W Ha BBIIPOca KOM ca OCHOBHHTE (OPMH Ha

BSaHMOHeﬁCTBHe MCXKAY MCIUUTE U IOJIUTUYCCKUTE CY6CKTI/I.

KaouoBu AYMHU: IIOJIMTUYECKA TApTHA, CJICKTPOHHA MEAN, II€YaTHA MEOMA.

“Relationships political parties/media”



Abstract: The pointed report examines and presents which are the main medias in Bulgaria —
printed and electronic — according to the people metric agencies and the sociological agencies,
which influence the public opinion and whose significance is highly important during election
campaigns. Moreover, the report shows how political parties work with the medias, not only during
election, but in-between them. Answers are provided to the question which are the main forms of
cooperation between the medias and the political figures.

Keywords: political party, electronic media, print media

I1l. IIyGnuKyBaH yHUBEPCUTETCKU YUEOHUK

1.1. Crpwxkaes, X., Paguo 6usnec, UK YHCC, 2020, ISBN 978-619-232-306-6

Pe3lome: B mocoueHns: yHUBEPCUTETCKH YUCOHHK € HallpaBeHO M3CJIC/IBAHE HAa CPABHUTEIHO CI1a0o
pazpaboreHa B bwirapusi cdepa, Karo 1o TO3M HAYMH C€ LEJIU Ja CE IOCTaBU TEOPETHYHATa
OCHOBATa Ha €JHO MHTEPECHO M Pa3BUTO HAINpaBICHUEC B MEAMHHUS OM3HEC - OM3HECa B PajHo
UHYCTPUSATA.

B Hacrosimero u3noXKeHHE € pasriiefaHa peryjgaTopHara paMKa, OTHOCMMa KbM JEHHOCTTa Ha
paaro oreparopuTe, a TaKa ChIIO W OM3HEC OTHOLICHUATA MEXIy YYACTHHUIUTE B DPaIHO
WHTyCTPUSATA, KAKTO M MKOHOMHYECKHTE acleKTH Ha aBTOPCKOTO IMPaBO W CPOJHUTE MpaBa U
CrocoOuTe 3a MKOHOMHYECKAa peanu3alys Ha 3akpwisiHUTe 00ekTh. OOBpHATO € CIeuaiHo
BHUMAaHHWEC Ha yIIPaBJICHUCTO HA IIpaBaTa, KaTO €Ca MOCOYCHHU M3ITOJI3BAHUTC B ITPAKTHUKATA (1)OpMI/I Ha
VHIUBUYAIIHO U KOJICKTUBHO YIIPaBICHHUE HA IIpaBa.

HampaBeH e cpaBHHTeNEH aHaIM3 Ha JUIEH3UPAHETO M MPoAaxOaTa Ha aBTOPCKU M CPOJIHU TIpaBa,
KaTo OCHOBHHM MOJIENH 3a OM3HEC ¢ MHTeJeKTyaiaHa coOctBeHocT. IlocoyeHm ca cmocoOure 3a
reHepUpaHe Ha MPUXOJHU OT M3IOJI3BAHETO HA OOCKTUTE Ha 3aKPUJIa, BKIFOUUTEIHO B YCIIOBHATA HA
cBoOo1HO m3noi3Bane u public domain.

OmnucaHuTe ca TBOPYECKHTE W TMa3apHU XapaKTEPUCTHKH HA MPOJYKTa Ha PaaHO MHIYCTPUSITA —
paauo nporpamata. HeliHaTta CHIIHOCT M CTPYKTYpa A0 TojsiMa CTENEH ONpPENeNsaT U 0OCKTUTE Ha
MHTENIeKTyalHa COOCTBEHOCT, KOWTO C€ HW3IO0JI3BaT IIpH cbh3gaBaHeto #. Hampasena e
K1acuduKanys Ha BHAOBETE pagHo IPOAYKT, KaTo € IOCOYEeHAa 3aKpuiiara, MPHIOKHMa 32
OT/ICJTHUTE HETOBH €JIEMEHTH M (OpMHU Ha ma3apHO NposBieHUe. V3cneaBaH € ma3apbT Ha pagro
NPOJIyKTa M MPHUHIMIIUTE W CIEU(PUKUTE HA MapKeTUPAaHETO Ha paauo nponykra. [IpoBeneH e
AHAJIN3 Ha MAapKETUHIOBUA MHUKC U Ha 00EKTHTE Ha HUHTCJICKTYyaJIHA COOCTBEHOCT C MapKETUHI'OBO

3HaUYeHHe 3a OW3HEeca C WHTENEeKTyajdHa COOCTBEHOCT B paauo WHAycTpusita. M3Beaenm ca



OCHOBHHTE NPUHIMUIN B IIEHOOOpa3yBaHETO Ha Paavo MPOJYKTa, KaTO ca OTYETCHH PAa3IHUUsTa B
pa3NpoCTpaHEHUETO My B TPaJUIIMOHHATA a3apHa Cpejla U B IUTUTAIHATA CPEa.

ITocouenute u 0000LeHN ca Ou3HEC MOAENM 3a CH3/1AaBaHE M PA3MPOCTPAHEHUE /KIACUYECKU U
HOBHU/ Ha MPOIYKTa HAa paguo MHAYCTpusTa. CIenuaaiHo M3CIeI0BAaTeNICKO BHUMAaHUE € 0ObPHATO
Ha OM3HEC MOJETHMTE 3a PA3NPOCTPAHEHHWE HAa MNPOMYKTAa - Ype3 JUTHUTATHU TEXHOJOTHH, IO
0€3KMYEH BT, YPE3 CaTeNUT, o Kaben, mpeHoc Ha uHpopMmanus B uudposa cpena (MHTEPHET).
I/I3BCI[CHa € pcilanuAaTa MCKAY BB3MOKHOCTUTC Ha MOUTHTAJIHATA CpCla U HKOHOMHYCCKATa
e(eKTUBHOCT Ha paluo UHIYCTPHSITA.

OcBeH 3a menuTe Ha OOYYCHHMETO HACTOSIIMAT yYEOHMK € HAco4eH KbM BCHYKH, KOUTO C€
3aHUMAaBAT MPAKTUYCCKU C PaaHO 6H3HGC; KbM TBOPLOUTC, YAHUTO IMPOU3BCACHHUA Ca B OCHOBATA Ha
paauo ImporpaMuTe; KbM MPOAYHCHTCKUTC KOMIIAHMUM W MPCACTABUTCIUTC HA MY3UKAJIHUTC
KOMITaHHH; KbM MY3UKAHTUTE U U3IBIHUTEIUTE, 0€3 YMHUTO M3ITBIHEHHUS M 3BYKO3AIUCH HE MOXKeE
7la ce MpaBU pajMo M KbM BCHYKH, KOMTO MCKaT Ja pa3depar KOJKO CI0XKHO M OTTOBOPHO € Ja

cb3gasail paauo B XXI| Bek.

KiarouoBu xymu: paauno 6usHec, paauo IpoAyKT, paauo nporpama, paguo pexiama.

Abstract: In the pointed university textbook a study of a relatively less developed field in Bulgaria
is conducted, thus aiming to lay the theoretical basis of an interesting and developed sphere of the

the media business - the business in the radio industry.

This presentation examines the regulatory framework related to the activity of radio operators, as
well as business relations between participants in the radio industry, as well as the economic aspects
of copyright and related rights and the manners of economic realization of protected objects. A
special attention is paid to the management of the rights, indicated the used in practice forms of
individual and collective management of rights.

A comparative analysis of the licensing and sale of copyright and related rights as basic models for
business with intellectual property is conducted. The manners for generating incomes from the use
of the objects of protection are indicated, including within the free use and public domain
conditions.

The creative and market characteristics of the radio industry product, i.e. - the radio program - are
described. Its nature and structure largely determine the objects of intellectual property used in its
creation. A classification of the types of radio product is made, whereas it is indicated the protection

applicable to its individual elements and forms of market manifestation. The market of the radio



product and the principles and specifics of the marketing of the radio product are studied. An
analysis of the marketing mix and of the objects of intellectual property with marketing significance
for the business with intellectual property in the radio industry has been carried out. The basic
principles in the pricing of the radio product are presented, taking into account the differences in its
distribution in the traditional market environment and in the digital environment.

The business models for creation and distribution /classical and new/ of the radio industry product
are indicated and summarized. Special research attention has been paid to the business models for
distribution of the product — through digital technologies, wirelessly, through satellite, cable,
transfer of information in digital environment (internet). The relation between the possibilities for
digital environment and economic efficiency of the radio industry has been pointed.

Besides the studying purposes, the present textbook is aimed to all those who are practically
engaged with radio business; to the artists whose works are in the basis of the radio programs; to
production companies and the representatives of musical companis; to the musicians and
performers without the performances and records of whom radio could not be made and to all those
who want to find out how complicated and responsble it is to create a radio in the 21st century.

Keywords: radio business, radio product, radio program, radio advertising



