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N CBETOBHO CTOMNAHCTBO

Hay4yHa cTtatma nyb6anKyBaHa B roaAnLWHUAT COOPHUK Ha HaUMOHaNeH My3€el 3a
»,3emaTta n xopaTa”, 2016 roanHa. Yyactme B Hay4yHa KoHpepeHums ,,
CouymanHute GyHKLUMM Ha my3eq npe3 XXI BeK.

https://obuch.info/programa-nauchna-konferenciya--socialnite-funkcii-na-
muzeya-pr.html

H3yuasanemo na myseiinama nyoauKka - npeoOnocmasKa 3a

paspaﬁomeaue Ha peKjlamMHu cmpamezuu Ha 61;leapc1<ume myseu
Pesrome:

My3eMHUAT TPOAYKT MMa JBOWCTBEH XApaKTEpP — MaTE€pUalICH, KOMTO €

My3€iHaTa €KCIIO3ULMsA, U HEMATEpHAJICH — My3€lHaTa yCiayra, CBbp3aHa C
KOHTAaKTa C MOCETUTENINTE U MYy3€lHOTO oOpa3oBaHue. KaTo BCekH MPOIYKT H
MY3€MHUAT MMa CBOM JKW3HEH ILHUKBJ, ChCTOSIl CE OT E€TAlUTE BbBEXKIAHE,
pacTex, 3psuiocT U cnaa. Beceku oT Te3u eranu Moxke a 0b/ie KOHTPOJIUPaH C
MOAXOAIIa MAapKETUHIOBA TMOJIUTUKA, YUWUTO €JEMEHT ca PEKIAMHUTE
CTpaTEeTUu U TEXHUTE (PYHKIIMU B CHOTBETHHS €Tall.
[Togxopsimiara pekjamMHa CTpaTerwsi OCBEH C TMpoaykTa TpsiOBa 1a Obie
choOpa3eHa U C XapakTepa Ha my3eiiHaTa myOnuka. My3eitHaTa eKCIIO3UIIUS Ce
Ch3JlaBa 3a Ja CIY>KU Ha IMOCETUTEIUTE, KOETO MPSKO O00OCHOBaBa BPbH3KATa
EKCIIO3UIIMS — My3eliHa nmyOJsinka. [IpuBiryaHeTo Ha MOBEYE MOCETUTENU MOXKE
na ObJie B pe3yiTaT Ha CUCTEMHA M aKTHBHA padoTa Ha My3€iHUTE CIEUATNCTH
oT 00JlacTTa Ha My3€WHUSI MEHUKMBHT U MapKETUHT. 3aTOBa € HEOOXOIUMO U
3a1bJI00YEHO MMO3HABAHE HAa My3eiHaTa myOJInKa.

N3non3Baiiku COIMOJIOTUYECKH U APYTHM METOAM, My3€MHHTE MapKETHUHI-
CHEUUATUCTH IPOYyYBAT MNOCETUTENICKUS MHTEPEC KbM IMOCTOSTHHUTE U BPEMEHHH
€KCIO3ULIUM, KbM Hal-UHTEPECHHUTE EKCIOHATH, MOMaraT 3a MOSICHUTEIHHUTE
TEKCTOBE HAa WHAMBUIYAIHUS TMOCETUTEN, KOM OT WHUIMATUBUTE HA My3es
NPUBJIAYAT Hall-MHOTO OT MOCETUTENNTE U T.H. B pe3ynrar Ha 00001aBaHeTo Ha
T€3W aHKEeTU My3eHHUTe pabOTHUIM pa3padOTBAT pPEKIAMHHM CTpaTeTud 3a
MPUBJIMYAHE HA IEJIEBUTE CH TPYNU KIHEHTH, KOETO € B CHOTBETCTBHE C
EKCIIO3MIIMOHHATa M MPOCBETHA paboTa M MpeANOYUTAHUATAa Ha My3eHHaTa
my0JuKa.

KawvoBu aymu: MyseiiHa myOiuka, My3eliHa €KCIIO3UIUS, IOCETUTEH,
AHKETa, peKJIaMHa CTPaTerusi, My3€€H MEHUKbHT
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Scientific article published in the annual collection of the national museum for
"Earth and People", 2016. Participation in a scientific conference "The social
functions of the museum in the XXI century.
https://obuch.info/programa-nauchna-konferenciya--socialnite-funkcii-na-

muzeya-pr.html

The study of the museum audience - a premise for developing
advertising strategies of Bulgarian museums

Abstract:

The museum product has a dual character - tangible, which is the museum
exposition, and intangible - the museum service related to contact with visitors
and museum education. Like any product, the museum has its own life cycle,
consisting of the stages of introduction, growth, maturity and decline. Each of
these stages can be controlled by an appropriate marketing policy, the element
of which are the advertising strategies and their functions in the respective
stage.

The appropriate advertising strategy, in addition to the product, must be in
accordance with the nature of the museum audience. The museum exposition
is created to serve the visitors, which directly justifies the connection between
the exposition and the museum audience. Attracting more visitors can be the
result of systematic and active work of museum specialists in the field of
museum management and marketing. That is why a thorough knowledge of the
museum audience is necessary.

Using sociological and other methods, museum marketers study the visitor's
interest in permanent and temporary exhibitions, the most interesting exhibits,
help explain the individual visitor's texts, which of the museum's initiatives
attract the most visitors, etc. As a result of the summarization of these surveys,
museum workers develop advertising strategies to attract their target groups


https://obuch.info/programa-nauchna-konferenciya--socialnite-funkcii-na-muzeya-pr.html
https://obuch.info/programa-nauchna-konferenciya--socialnite-funkcii-na-muzeya-pr.html

of clients, which is in line with the exhibition and educational work and the
preferences of the museum audience.

Key words: museum audience, museum exposition, visitors, survey, advertising
strategy, museum management
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bvoewemo na myzesn — Peannocm unu Oucumananocm
Ilybnuxayus 6 eoouwmnuam cooprux na YuubUT, mom 15, 2017
Pesiome:

CpBpeMEHHUTE MY3€H Beue HE ca CaMO 3a UCTOPUYECKU M KYJITYpHU
3abenexutenHoctu.Ha Bcuuku paborteniu B cepaTa Ha My3€UTE € SICHO, Ye Te
“MaT HOBa poJisi. My3esT TpsiOBa Jia ce MpeBbPHE B IICHTHP 3a MIPOU3BOICTBO HA
3HaHUS U o0y4eHue, TpsiOBa a ObJie UHTEPAKTUBEH. B Hero nmoceTuTensT rieja,
ciymma ¥ JoKocBa. Bce omie € momysspHa XWIoTe3aTa, Y€ YUYHIIMIIATa ca 3a
oOpa3oBaHHe,a My3eUTe ca 3a ChXpaHSIBaHE Ha TAMETHUIIUTE W MPEACTaBsIHE Ha
MUHAJIOTO. B JEMCTBUTENHOCT JABETE HMHCTUTYLMHU Ca CBBP3aHU, KAaTO Ta3H
Bph3Ka O3Ha4YaBa HAChpUYaBaHE U yJIECHIBaHE Ha O0yUECHUETO.

My3zeute Ha 21. B. KaTo MSCTO 3a KyJATypa, AWAIOr W CIOAEJSHE Ha
3HaHWE HMMAT €JlHa OCHOBHA (PYHKIMSA — Ja MpeACcTaBAT 0000IIeH oOpa3 Ha
HACJICJCTBOTO, C KOETO TOCETHTENs, peajieH M BUPTyalieH, Ja KOMYHHKHpPA
JTUPEKTHO, MHTEPAKTUBHO, U C KEJaHHE 3a MOBTOpHA cpema. JKemaHuero 3a
MMOBTOPHA cpela € 0COOEHO BaXKHO C OMIeN M3TpakaaHe Ha (MHIAWBHUIyaTHa,
CoIlMaJIHA, HallMOHAJTHA) WICHTUYHOCT B HaIllaTa JUTUTANHA ernoxa. B To3u
CMHUCHJI HAU-MOAXOIANIUAT W BaXKEH MPUHOC HA MY3E€UTE€ B CJIEIBAIIOTO
JIECETUIIETHE € J1a 00pa3oBa, Ja Tpajyd MOCTOBE MEXKTy OOITHOCTH U KYIATYpH, 1a
y4M Ha JUAJIOT, HO U J]a OTpaHWYaBa W JUCIHUIUIMHUPA, KATO CJEABA CTPOTHS
HaydYeH Tmoaxoa. Hacrosmmure TEHACHIIMM B pPa3BUTHETO Ha My3eWHaTa
WHCTUTYIIMS B EBpoma ® cBera [0Ka3BaT Hy)KJaTa OT JONBJIHCHHE W
paslMpeHrue Ha HEWHHUTE 5 OCHOBHU (PYHKIIMU Ha 0a3aTa Ha M3MOJ3BAaHETO HA

IMOCTHXKCHUATA HA CbBPCMCHHHUTC I/IH(i)OpMaI_[I/IOHHI/I TCXHOJIOTHMH.



[{enta Ha HACTOSIIIOTO U3CIIEABAHE €, YPE3 TEOPETUUCH AHAIIN3 U AHAJIU3
Ha 700Opu My3€HHHU MPaKTHUKH, J1a IOCOYM OTIOBOP Ha BbIpoca: ,,.bbraemero Ha
My3€si — PpEAIHOCT WIM JAWTUTAIHOCT?, KaTo 3a MenTa ce pasrienar
BB3MOKHOCTUTE 3a IMpUIaraHe Ha JUTUTAIHUTE TEXHOJOTMHM B My3eilHaTa

JIEUHOCT.

KuarouoBu 1yMu: peagHoCT, IUTHTATHOCT, MOOMIHA (hopma, My3eitHO

yhpaBlieHHe, My3eiHo yuumnuiie, 3D Busyanuzamnuu
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The future of the museum - reality or digitality.
Scientific publication in the annual collection of UniBIT, volume 15, 2017
Abstract:

Modern museums are no longer just for historical and cultural landmarks. It is
clear to all those working in the field of museums that they have a new role. The
museum must become a center for the production of knowledge and training, it
must be interactive. In it, the visitor looks, listens and touches. It is still a
popular hypothesis that schools are for education and museums are for
preserving monuments and presenting the past. In fact, the two institutions are
linked, and this link means promoting and facilitating learning.

The museums of the 21st century as a place for culture, dialogue and knowledge
sharing have one main function - to present a generalized image of the heritage
with which the visitor, real and virtual, to communicate directly, interactively
and with a desire to meet again. The desire to meet again is especially important
in order to build (individual, social, national) identity in our digital age. In this
sense, the most appropriate and important contribution of museums in the next
decade is to educate, to build bridges between communities and cultures, to
teach dialogue, but also to limit and discipline, following a rigorous scientific
approach. The current trends in the development of the museum institution in
Europe and the world prove the need to supplement and expand its 5 main
functions based on the use of the achievements of modern information
technology.

The purpose of the present study is, through theoretical analysis and analysis of
good museum practices, to indicate the answer to the question: "The future of
the museum - reality or digital?"

Key words: reality, digital, mobile form, museum management, museum
school, 3D visualizations
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Hpe@uwulmmeﬂcmeama Ha HOoeume mexnojiocuu 6 My3eﬁuume u

KYJIMypHU UHCIUMYMU.
Ilyonukayusa 6 nayunusm cooprux na YnubHUT, Tom 16 (noo neuam)
Pestome:

My3enTte B JHEIIHO BpeMe ca U3MPaBEeHH MPe] BAXKHOTO MPEIU3BUKATEICTBO
Ja HampaBsT EKCHO3ULMHUTE CH MO-TIPUBJIEKATEIHU 3a IOCETUTEIIMTE.
[udpoBure TEXHOMOTMM JaBaT BB3MOXKHOCT 3a JIECHO H  yI0OHO
JIOKYMEHTUpPAHE, apXUBHUpPAHE U CHhXpPAHEHUE HA KYJITYPHUTE JOKYMEHTH OT
MUHAJIO M HACTOSIIE, HO CHIIO Taka MpejuiaraT U HOBU (POPMHU Ha KYITYpPHH
MHTEPaKTUBHU MPEXKUBIBAHUSA, 0COOEHO 3a Miajara nyonuka. PaznooOpasuero
OT LIENM, CTOSAIIM Mpea KyJATYpHUTE UHCTUTYLMH, U HEBB3MOXKHOCTTA J1a Obie
U3MepeHa JCHCTBUTENHATa BB3BPAIIAEMOCT, JOMBIHUTEIHO YCIOXKHSIBAT
cTparerusra Ha oOuryBaHe. [1o Ta3u mpuurMHa ChOTBETHUTE UHCTUTYIIUU TPsIOBa
Jla U3clieBaT BHUMATEIHO BCUUKHU (PAKTOPHU, KOUTO BIUSAT HA OOILIECTBOTO, Ja
Ce CTpeMST KbM BB3MOXKHO Hail-IoOpOTO, H3MOI3BAWKM BCUYKUA HAIUYHU
CPEICTBa, U Jla C€ CIPABAT C TOJSIMOTO NMPEAU3BUKATEICTBO, KOETO MOCTABST
HOBUTE TEXHOJOTMM W WHTepHEeT. Kubep NpOCTpaHCTBOTO W MpPEKOBUTE
BUPTYaJHH PEATHOCTH CbH3/1aBaT BBH3MOXKHOCTU 3a HEMOCPEICTBEHO BIUSHHUE
BBPXY ayAUTOPUSITA U U3TPAXKAAHE HA UMHUJIK.

[lenTa HA HACTOSIIOTO M3CIEABAHE €, UpE3 TEOPETHUCH aHAIIN3 Jla Ce Pa3KpHUAT
MPEeIM3BUKATEIICTBATA U BBH3MOKHOCTHTE, KOUTO CE€ IIOCTAaBIT OT HOBUTE
TEXHOJIOTHH MPea My3eHHUTE U KYJATYPHUTE UHCTUTYLIUH.

KaouoBun jaymm: 1udpoBH TEXHOIOTHH, ITUGPOBH3AIIS, KYJITYPHO

ChABPKaHKUE, HHHOPMAIIMOHHO OOIIECTBO, TEXHOJOTHYHA aIallTaIus
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The challenges of new technologies in museums and cultural
institutes.

Publication in the scientific collection of UniBIT, Volume 16 (in press)
Abstract:

Museums today face the important challenge of making their exhibits more
attractive to visitors. Digital technologies make it easy and convenient to
document, archive and store cultural documents from the past and present, but
also offer new forms of cultural interactive experiences, especially for young
audiences. The variety of goals facing cultural institutions and the inability to
measure actual returns further complicate the communication strategy.

For this reason, the relevant institutions must carefully examine all the factors
that affect society, strive for the best possible use of all available means, and
tackle the great challenge posed by new technologies and the Internet.
Cyberspace and networked virtual realities create opportunities to directly
influence the audience and build an image.

The purpose of the present research is, through theoretical analysis, to reveal the
challenges and opportunities posed by new technologies to museums and
cultural institutions.

Key words: digital technologies, digitalization, cultural content, information
society, technological adaptation



