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PE3IOME HA XABUNIUTALUWOHEH TPYA HA TEMA ,,YIIPABJIIEHWUE HA KPU3U
B COUMANHUTE MEOUN*

HABILITATION THESIS - MONOGRAPH CRISIS MANAGEMENT IN SOCIAL
MEDIA

Hukonosa, Mapus (2023). YnpaBneHue Ha Kpu3u B coumanHute meauun. U3a. ,,AsaHrapa
Mpuma“, Cocumsn. 254 cTp. ISBN: 978-619-239-865-1

Pe3iome

B moHorpacduata ,YnpaeneHne Ha Kpu3nM B coumanHuTe Meauu ce npaBu OnUT Jda ce
cucTeMaTtusnpaT NpoOMeHUTe, KOUTO HacTbMNBaT B OTAEMNHUTE eTann Ha KPUSUCHUS MEHUOXMBHT —
N B YAaCTHOCT Ha KPU3UCHUSA KOMYHUKALWUOHEH MEHWUIXKMBHT, Crej BKMOYBaHETO Ha couuanHute
Meaun B KOMYHUKALMOHHUSA MUKC OT KaHanu. N3cneaBaHeTo e B CTPYKTYpMpaHo B NeT rnaBu Cbe
CbOTBETHUTE NOATOYKMN.

Ekocuctemata Ha couuanHute megum kbm 2024 1. ce oboratsiBa HeENpeKkbCHATO C HOBM
nnaTgopmu, 3a KOMTO B ObAeLLe KPU3UCHUTE KOMYHUKALMOHHN MEHVUAXBPU U cneumannuctuTe no
KOMYHMKauuK Lwe Tpsiba ga pa3paboTaT OTAENHN NNaHOBE 3@ KOMYHMKALMSA NO BPEME Ha Kpuaa.

B Hesa ca mnscneaBaHu npeguMHO KPU3UCHU CUTyauum U Kpy3uW (BKMIOYUTENHO naHaemusTa oT
COVID-19), kouTo Bb3HWUKBAT UNW Ce pa3smnBaT B AMruTanHa cpea u No-KOHKPETHO B coLmanHute
meanm Facebook, Twitter (X), YouTube, kakTo 1 ca npeanoXeHu HAKOW OT Bb3MOXHWUTE ANTUTarHN
peLHns n nnatopmMu 3a opraHusvMpaHe Ha KOMYHUKaLMOHHUTE MpOLEeCcH Mo BpemMe Ha KpUsu.
HanpaBeH e onut aa ce cuctemaTuanpaTt OCHOBHUTE BUOOBE KPU3UCHU CUTYaLMN, XapaKTepHu 3a
coumanHute Meaunm, fa ce Mnpearnioxu crpaTterMdeckM noaxon 3a TAXHOTO YynpasrieHne B
avrvtanHa cpefa, crnejBall norukata Ha npegkpuaucHaTta, CbLUUHCKaTa KpusucHa pasa u
noctkpmancHata (dasata Ha oueHka). B wnscnegsaHeTo ca npennoXeHn AOBe aBTOPCKM
AedrHULMN: 3a NOHATUETO ,,0HNanH KpusnceH PR" n 3a noHATHeTO ,,0HNanH kpusa“. Npeanoxexu
ca CbLLIO Taka YeTupy MOAera Ha opraHM3npaHe Ha BbTpeLlHa KOMYHUKaLWs cnopes pasnuyHuTe
HMBA Ha TEXECT Ha KpusncHaTa cuTyaums.

Llenta Ha MoHoOrpadusaTa e ga ce aHanuaupaT CbBPEMEHHUTE CTpaTErMYecKn N TEXHOIOMMYHU
pelleHns 3a yrnpaBfeHMe Ha KpM3u B coumanHute Meamm u ga ce cuctemaTmanpat OCHOBHUTE
TEXHUKMN, KOUTO CrieumanncTmTe no KOMyH1Kaumm npunarat. 3a Tasu uen ca NoCTaBeHn criegHuTe
3agaun: 1) ga ce HanpaBu 0630p Ha TEOPETUYHUTE U3TOMHULUM B cdpepata Ha KPU3UCEH
MEHUOXKMBHT, BpPb3KM C 0OLecTBeHOCTTa, OHNamH PR, KpM3UCHM KOMYyHMKauUUKW, OHManH
KOMYHMKaLUKN, KOMyHUKaLUNA B coumanHite meaun; 2) ga ce obobuim HakpaTko eBonoundaTa Ha
coumanHnTe Meaun 1 ga ce OTKpM MACTOTO UM B KPU3NCHUSA KOMYHUKALMOHEH npouec; 3) aa ce
00600LWAT HaM-4eCcTO U3NoN3BaHM KOMYHUKALMOHHM TEXHUKW, KOUTO Ce M3MNOoN3BaTt KaTto 4acT oT
cTpaTermmTe 3a KpUanceH KOMyHUKaLUMOHEH OTroBOp; 4) Ypes aHanuns3 Ha criydyaum oT npakTukaTa aa
ce noco4ar gobpute u NowmnTe KOMYHUKALMOHHW MPaKTUKM Ha opraHn3aumm no BpeMe Ha Kpuaa;
5) na 6bae npennoxeHa NpMMeEpPHa CTPYKTypa Ha KPU3UCEH KOMYHMKauuoHeH nnaH. O6ekT Ha
n3cneaBaHe € KPU3UCHUAT MEHMAXMBHT U HEeroBuTe TpaHcdopMauuu crnepn pasBUTUETO Ha
coumanHuTe mMeaun, a npegMeT ca TPaauUMOHHUTE N HOBUHUTE KOMYHUKALMOHHN TEXHUKK, Ypes3
KOUTO OpraHu3auumnTe CTPYKTYpMpaT CBOSI KPU3NCEH KOMYHUKALMOHEH OTrOBOP.
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OcHoBHaTa Te3a e, e KPU3NCHUA MEHUOXMDbBHT B OHnavH cpena, n B 4YaCTHOCT B couuarniHuTe
mMeaun, 3ana3Bpa TpaauunMoHHUTE CU eTanun, B KOUTO Ce ynpasndaABaT BbTpelWwWHUTE U BbHLUHUTE
KOMYHUKaUMOHHM  npouecnu, HO CI'IeLl,I/I(bI/IKI/ITe Ha AgurTanHata cpega wu ooratuar
MHCTPYMEHTapnym OT KOMYHUKaUMOHHU TEXHUKW, p[OaBaT Ha KPUSUCHUTE MEHUIKbpPpU U
KOMYHUKaUMOHHU cneunanncTtn noeeyvye Bb3MOXHOCTU 3a onepaTtmnBHa NoAroToBKa, peann3npaHe
M OUEeHKa Ha KPpU3NCHUTE NocCriaHn4. CobLyo Taka, yrnpaBlieHNeTO Ha KOMyHUKauunTe, Kato 4act OT
KPU3NCHUA MEeHUOXMDbHT, CTaBa BCE MNO-BaXXeH AO451 U OT MNpaBUJIHOTO WM CTpaTern4ecko
nnaHnpaHe, ocbllecTBdABaHe W WU3MepBaHe 3aBUCU MbJIHOUEHHOTO Bb3CTaHOBABAHE Ha
opraHunsauunaTa.

M3non3saHuTe n3criegoBaTerickm MeToamM ca HabnoaeHne, aHanns, 0606LeHne n cMHTe3, aHanms
Ha WeCT cliy4daun OT npakTukarta.

Bubnuorpadmsta cbabpxa 167 M3TOYHMKA Ha BGBLNrapCkM M aHrMUACKK, a B MOHorpacusaTta ca
BKIIOYEHW: eanHageceT Tabnuun, aecet ourypu, ase nHdorpadukm u 4eseT CHUMKMU.

B nbpBa rnmaea HakpaTko ca 0606LLeHn aeduHnLmMmTe 3a KpuanceH PR 1 oHnarH kpuauceH PR Ha
HaLUW 1 YyXOM U3cnegoBaTenu, ONMcaHn ca OCHOBHUTE XapaKTepPUCTUKN Ha OHNavH KPU3NCHUTE
KOMyHUKauun 1 e npeanoxeHa cobcTeeHa paboTHa oeduHMLUSA 3a NOHATUETO ,,0HNanH KPU3NUCEH
PR. B oTaenHa noaToyka e onvcaH cTpaTernyeckusaT noaxon B ynpaBneHMeTo Ha KoOMyHuKauumTe
Nno BpemMe Ha Kpu3a U e NpeanoxeHa CTPyKTypa U CbAbpXKaHWe Ha KPU3UCEH KOMYHUKaLMOHEH
nnaH, KOWTO CbAbpXa OLeHKa Ha TexecTTa Ha KPU3NCHOTO CcbbuTue, Wepapxusa Ha
n3BecTaABaHeTo, NPUMEPHN KOMYHUKALMOHHU 3adayun, OMNpefeneHoTO Ha 3acerHaTtuTe CTpaHu,
NnoAroToBkaTa Ha 06siCHUTENHUTE MaTepuanu n MaTpuLa 3a onpegensHe Ha KNio4oBUTE NoCraHns
CrpsIMO pasnuyHMTEe 3aMHTepecoBaHu CTpaHu. B KOMyHWKaUWOHHMSA NNaH e HanpaseH onuT Ja ce
obxBaHe NOCTKPU3UHWS Nepurop, C ABE OCHOBHU CTbINKN — OMMUCBaHe Ha eBeHTYarnHu Bb3MOXHOCTH
3a NpoMeHu, KoUTo Aa 6baaT peanuanpaHn U KOMyHUKMPaHM 1 MapKkupaHe Ha Bb3CTaHOBUTENHUTE
npoLecu 4Ypes npeanoxeHa OLeHKa Ha KpaTKOCPOYHUTE U ObNTOCPOYHUTE Nocneanun oT KpusaTta
3a opraHusauunte. B Tasu rmasa ca o600LLeHN OCHOBHUTE TMNOBE KPW3W, KAKTO M HaKpaTKo e
OnucaH reHe3nchLT Ha T. Hap. ,kpuan 2.0%, KOWTO e 3anoXeH B pa3BMTUETO Ha coLumanHuTe Meaun.
YcnoBHo, BTOpaTta 4acT Ha MoHorpadgusTa, e NocBeTeHa Ha MHCTUTYLMOHanHaTa KOMyHUKaL/ms no
BpeMe Ha naHgemudHaTa Kpu3a, npegussukaHa ot COVID-19. HanpaBeH e aHanu3 Kakto Ha
OBbNrapckn MHCTUTYLIMOHANHN cTpaTerny 3a KOMyHuKaLmMm B coumanHuTe Meamu, Taka n o6o6LeH
npernen Ha eBpoONenckua KOMyHUKaLUMoHeH oTroBop. B noatoyuka 1.3.4. e obsicHeHa ponsTa Ha
coumanHute Meauu B UHCTUTYLIMOHanHaTa KOMyHukaumsa u ca o6obLeHn B Tabnvua pasnukute
mexay E-npasutenctso n npasutenctso 2.0, kouto ca HanpaseHn ot Mepren (2013). He e
nponycHata M Temarta 3a [AesnHdopmauusta, MHPOAEMUSiTa U THAXHOTO BIUSIHE BBLPXY
nyénuyHuTe KomyHukauum. B nogTtouka 1.3.5. ca cucTemaTusMpaHu MoresHuTe npakTuyecku
npenopbkn Ha BenagoHn, bagap n AndoHcu (2020) 3a knoyoBUTE PakTOpu 3a pa3BuUTME Ha
MHOAEMUATA U Bb3MOXHUTE KOMYHUKALIMOHHN MHULMATMBU 3a CripaBsiHe C THX.

B nbpBa rnaBa ca noMecTeHn ABa crny4yasi OT npaktukata (case study), KOMTO ca peneBaHTHU Ha
3acerHaTuTe OCHOBHW TeMW — MbPBUAT € aHanm3 Ha KOMYHUKaLMOHHAaTa Kpu3a B coumanHata
meausa Twitter (X), koato 3acara JPMorgan Chase cnep kato TaxHaTa kamnaHua #ASKJPM e
pa3TbiKyBaHa B HeraTMBEH KOHTEKCT OT OHNanH 0BLHOCTTa 1 BOAM 40 OTMSHA Ha NpeaBuaeHoTO
cbbutne. BTOpuMAT cnyyanm oT npakTukaTa e CbabpXKa aHanu3 Ha cTpaTeryaTa 3a cb3aBaHe Ha
cbabpXaHue B couunanHata means Facebook Ha aBe 6bnrapckv MUHUCTEPCTBA - MUHUCTEPCTBO
Ha TpaHcrnopTa 1 cbobLeHnaTa 1 MMHUCTEPCTBO Ha Tpyda U coumanHaTa nonuTuka B nepvona




PE3IOMETA HA HAYYHU TPYALOBE / ABSTRACTS OF MONOGRAPHS, TEXTBOOKS AND

ARTICLES

mapT 2020 — aekemBpun 2020 r. Tor € YacT OT YHMBEPCUTETCKN MPOEKT HA EKMN OT NpenogasaTtenu
OT kaTegpa ,Meamu n obwectBeHn kKoMyHuKaumu“ un kategpa ,[lyénuuHa agmuHucTpauusa® Ha
Tema ,[1ly6nmyHo ynpasneHve u counanHu Meamm: MEHUIKMBHT Ha KPU3UCHU KOMYHUKaLUn®.

BTopa rmaBa 3ano4yBa C kpaTka UCTOpUYEcKa PeTPOoCreKkuus Ha eBoNnioumsaTa Ha couunanHute
Meoun u u3MeHeHusTa B TexHuTe dyHkumn. 3abenasBa ce obocobsBaHeTo Ha oOTAenHU
KOHCTenauuu OoT couuvanHum meaun, KoMTo umaT cneumdpmyHa ayamtopusi, ocobeHocTu Ha
CTpyKTypata Ha CbObpXaHMeTo B TAX, MOAENU Ha B3auMoOencTBuMe, CKOpPOCT Ha
pasnpocTpaHeHne Ha MHopMaLmaTa, PUCKOBE OT NOTEHUNanHu KpusncHu cutyaummn. B nbpsata
NnonoBWHa Ha Ta3u rna.sa HakpaTko e 06obueH 1 nporpeckT Ha Web 3.0 ¢ HeroBuTe Tpu cTbnba -
JeleHTpanusauus, pasnpocTtpaHeHve Ha wuHdopmaums un  coberBeHocT. OnucaHn ca
Bb3MOXHOCTUTE 3a MHOBATMBHU AUMUTaNHW KamnaHuu, OCHOBaHW Ha GnokyeriH TexHonoruaTa u
Bb3X0OObT HA HemaTepuanHute TokeHun (NFT).

B noagtouka 2.4. Ha BTOpa rnaBa ca apryMeHTUpaHW MpPOMEHUTE, KOUTO HacTbMnBaT B
CTpaTermyeckoTo nraHMpaHe Ha KPU3MCHUTE KOMYHWKaUMM B couManHuTe Meaum n e HanpaseH
onut, 6e3 NpeTeHUMN 3a n34epnaTenHocT, Aa ce 0BSCHM Kak Te ce npunarat B npeakpuscHa ¢asa,
XpoHU4Ha pasa, pasa Ha paspellaBaHe M pasaTa Ha oOLeHKa Ha kpusuTe. Te cb3gasaT
BUpTyanHa MUKpPOCpPeAa, B KOSITO KPUTUYHUTE CUTyaLMWM MMaT XapakTepUCTUKUTE Ha ,OBOWHMU
Kpu3n“ — oT edHa CTpaHa 3apaan OTKIYBALLIOTO CbOMTME, KOETO NPEeAN3BMKBA KaTaknNnabMm, a oT
apyra — 3apagu UHgopmMauMoHHaTa M KOMyHUKaUMOHHA HacUTEHOCT B coumanHute meguun. B
noaToyka 2.5. € 06CHEH UHTEPAKTUBHUAT MOAEN 3a KPU3NCHA KOMYHMKaLUWS B COLManHnTe Mmeamm
Ha YeHr, KONTO ce OCHOBaBa Ha CreaHNTE eNIEMEHTU: BUA Ha OopraHnsauudarta, ndbpaHa ctparterusi
32 KOMYHUKaLUNOHEH OTroBOp, M30OpaHU MHCTPYMEHTU 3a KOMYHMKALMS, TOH Ha MHGopMaumsTa
(cbobLieHnaTa), BMA couManHa Megus, unaeHTUdUUMpaHe Ha 3auHTEpPEecoBaHUTE CTpaHW,
TMNonorMaTa Ha peakuusita MM CApsiMO OpraHm3aumMoHHUTE CbOoOLLEHNs M nocredpawiarta
npunoXxeHa crtpaTerns ot cTtpaHa Ha opraHusauusaTa (Cheng, 2018).

TpeTa rnaBa e NocBeTeHa Ha cTpaTernmMTe 3a BbTpeLllHa W BbHLUHA KOMYHUKaLMS N0 BpeMe Ha
Kpu3a. B otaenHa noatoyka ca naeHTMuuupaHm BeHLLIHUTE 3aMHTEepeCcoBaHn CTpaHu KaTto cpeq
TAX Ca BKMOYEHU U Te3W, KOUTO aBTOPBLT Ce e onuTan Aa uaeHtnduuupa B coumanHute megun.
Te obGavye He Moxe pfAa Obaar ob6o6LleHWM B rpynu, KakTo npeanonara TpaguLMOHHUSA
cerMeHTaumoHeH noaxon. Bede wma paspaboTeHn codTyepHU pelleHuss 3a T. Hap.
LKkapTorpadmpaHe” Ha 3avHTepecoBaHWTE CTpaHW OHnawmH. [Npumep 3a TakbB MHCTPYMEHT e
Untangle — cuctematuyHo KapTorpadupa 3anHTepecoBaHUTe CTpaHu Ypes nopeauiia oT CThIKK,
KOWTO M NpuopuTU3MpaT 1 Kateropuampar, rpynupar cneundudHmuTe uMm npobnemm, onpeaensT
nosvuuuTe MM UM MNporHosvpaT noTeHumanHu OencTBus, Taka 4Ye B KpaHa cMeTka da ce
pa3paboTaT M MPOMEHAT afekBaTHO cTpaTerusta U Khw4voBuTe nocnaHus. B Tasm rnaea
NnoTeHUMansT 3a eckanupaHe Ha KpU3WCHW CUTyauuu B coumanHuTe Meauu e npeacraBeH ypes
aHanu3 Ha cry4vast oT npaktukaTa ¢ Bepurata Starbucks B CALL, koraTto KnueHT Ha kadeTo
ny6nukysa Buaeo B npocumna cu, B KOETO Ce BUXKAa TEHAEHLMO3HO OTHOLLIEHUE Ha CRyXuTenute
Ha nonynspHata Bepura KbM YepHOKOXM Mnagexu. OTaeneHa e M noaToyka 3a KpuaucHarta
KOMYHMKaUMa € OHNavH obLIHOCTUTE, a TAXHOTO 3HaYeHWe 3a afeKkBaTHOTO yrnpaBreHue Ha
KpUTUYHUTE cUTyaLmmn e 0BsICHEHO Ype3 criyyas oT npaktukata Living Lab B AmcTtepaam, koeto
MMa 3a Uen Ja nNpoBepu Kak pasnuyHuMTe FoKanHW 3auMHTepecoBaHW CTpaHW Ce aHraxupa B
6opbata 3a COVID - 19 kpuzaTa.
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B Tasu rmaBa e onvcaHa u aHanuaupaHa UHTerpaTvBHaA pamMka 3a u3crnefBaHe Ha BbTpeluHaTta
KPU3NCHa KOMYyHMKauusi Ha ®panaceH m Moxancen (2011). XapakTepHOTO 3a TeopeTuuHWUTe
uscnegBaHus no TemaTa, OCBEH 4Ye Ca OCKbAHUW, € 4e ce pokycupaT npeavMHO BbPXY
NCUXONOTNYECKNTE, @ HE BbPXY KOMYHUKALIMOHHUTE acrnekTn Npu KpusmcHa cutyaums. ABTopute
npeanaraT cobCcTBeH MoAen Ha MHTErpyMpaHn BbTPELUHN KOMYHMKauuW, KOWTO ce OCHOBaBa Ha
eTanuTe B pa3BUTMETO Ha KpU3NCHUS npouec. B npeakpuancHus etan pokycbT € NoCTaBeH BbpXy
npeBeHUMsTa 1 NOAroTOBKaTa, MO BpPEME Ha Kpu3ata — BbpXY OCMMUCASHETO Ha CbOUTMETO U
orpaHvyaBaHe Ha LeTuTe, a B MOCTKPU3UCEH — BbPXY MOMYYEHOTO 3HaHue U npomMsiHata B
opraHusauusaTa. B Tasu noatoyka 3a BbTpelIHa KOMYHMKaLMs NpyU Kpusa e npeanoXeHo
NpUMepHO pasnpeaeneHne Ha ponu 1 NpoLec Ha opraHn3aums Ha BbTpeLlHaTa KOMyHUKauns npu
YeTMpU MHOEKCa Ha TexXecT Ha KpusaTa. MogenuTe ca CTPyKTypuMpaHM Ha OcHoBaTa Ha [ABe
NMPOMEHIIMBN — CbCTOSAHME UMW OTKMNIOYBALLIO CbOUTUE, BOAELLO A0 KPU3NCHa CUTyaumnsa 1 KpaTbK
anroputbm Ha yBeJomsiBaHeTO (KOW, kora, kakso). B noatoykm 3.3. u 3.4 Ha Ta3u rnaea ca
aHanu3vpaHn NpakTUKMTEe 3a opraHM3npaHe Ha BbTPELUHWUTE OHMNanH KOMyHUKauum no Bpeme Ha
Kpu3a KakToO 4pe3 MHTpaHeT nnatopmu, BbLTPELUHW COLManHu mMeaun, Taka u ypes MoObumHu
annukauunm M uHopMauMoHHM xbboBe. Tasu rnaBa 3aBbpluBa C aHanuM3a Ha cnydas oT
npaktMkata C MacoBO yBonHeHme Ha 900 cnyxutenn 4pes Zoom oT  Buwan [apr,
N3MbNHUTENHUAT AuMpekTop Ha The Better.com— amepukaHcka koMnaHus 3a (pMHaAHCOBM yCryru,
CBbP3aHu C OTMNYCKaHETO Ha UMOTEKM, B KOUTO Ca 00BLLIEHM 1 ,NIOLLIUTE NPAKTUKA® 38 KOMYHUKaLNS
CbC CMyXUTenuTe no Bpeme Ha Kpuaa.

B yetBbpTa rnaBa ca 00606LIEHM TPAOULMOHHM TEXHUKM 3a KOMYHUKaUUSA MO BpeMe Ha Kpusa,
KOUTO ce TpaHcdopmupaT M B OHManH opmaTn (NpeckoHdepeHuns, npecrHpopmMaLms,
OpUUHr), KaKTo 1 TakuBa, KOUTO Ca XapakKTepHV caMo 3a QurntanHaTa cpefa kaTo Cb3gaBaHe Ha
KpuauceH yebcant, nybnukyBaHe Ha OHNawH oduuManHa no3vuud, OHNamH MU3sBMAeHue OoT
MEeHUIKbP Ha opraHu3aumsTa, Cb3faBaHe Ha OHNaWH Kpu3uceH xbb, MOBUNHW annukauuu 3a
He3abaBHO MHOPMUpPaHe, UMENN KOMYyHUKaLIMS U HIO3NETbP, N COPTYEPHU peLLeHNs 3a KpU3nceH
MEeHUIKMBHT. urutanHata cpefa e borata Ha CbabpXaHue U Ha HenpekbCHaTO pasBuBaLLy ce
MeaunHn opmatu. MNoTpebutennte nonyyasaT MHAOPMALIMA HE CaMO 4pe3 TeKCT, HO U 4pe3
MyNTUMeAUMMHN dopMaTh, 4Ype3 KOUTO WCTopuUTE Ce paska3BaT MHOMO MNO-eMOLMOHAarHo,
Bb3gencTeallo 1M ybeautenHo. 3aToBa, 3a KOMYHWKaLUOHHUTE CMeuManucTu 1 3a KpusncHuTe
MEHUIKbPU € KPUTUYHO BaXkHO Aa nnaHupaT pasHoobpas3Ho hopMaTHO CbAbpXaHue, KOeTo
OTroBaps Ha crneuundukMTe Ha OTAENHUTE coumandm Meamu U Ha gurutanHaTa cpefja KaTo usano.
He e npeHebperHat 1 chakta, 4Ye OHMNarH CbAbpPXXaHNETO, KOeTo ce NybnukyBa No BpeMe Ha Kpusa
uma noTteHuman ga cnyxu v 3a SEO ontumusaums. B noatouka 4.4. e npeactaBeH aBTOPCKM
WwabnoH 3a CTPyKTypa Ha oduumanHa no3uums no noBof Ha Kpu3ucHa cuUTyauums, B KOATO Aa
6baaT M3BeAeHN OCHOBHUTE NOCIaHNs Ha opraHusauusaTa. llomecTeHuaT B Ta3u rnasa cnyyam ot
npakTnkaTa geMoHcTpupa Ao6bp nNpuMep 3a CTPYKTypa U CbAbpXKaHWe Ha BpeMeHeH KPU3MCEH
yebcanT, paspaboteH 3a Bepurata cynepmapketm Tesco. TexHOMNOrnM4yHuTe pelleHnsa 3a
HabnogeHne Ha oHNanH cpefaTa ca 0606LeHu, 6e3 npeTeHLMs 3a u34epnaTernHocT, B NOATOYKa
4.11. Cpep tax ca Google Alerts, Fractal Alaysis, SumAll, Veoci, Konnect Insights n ap. lNMpu
MOHUTOPUHIa Ha coumanHuTe Meamu ce U3nonssat CoOPTyEePHU NPUMNOXKEHUS 3a T. Hap. aHanu3 Ha
TeHOeHUMUTe — KMYOBM AyMU, CMOMEHaBaHuA, XallTaroBe, akTyanHu Temu, notpebuTtencku
HaCTpOeHUd, NoBeeHNe Ha NPEKN KOHKYPEHTMU.

B neta rmaea ce 06pbu_|,a BHMMaHME Ha eTU4yHUTEe U3MEepeHuna Ha Kpu3mcHata KOMYHUKaLUA.
KpVI3I/ICHVITe CuUTyauun 4ecCTto BKNKYBAT 4YOBELWIKO CTpadaHue, TpaBMa N yA3BMMOCT. EtnyHaTa
KOMYHUKaUunA U3NCKBa CbCTpapatenieH u CcbhnpuyacteH noaxoa. KpVI3I/ICHI/ITe MEeHNOXXbpU "
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KOMYHMKaUMOHHU crieuuanuct Tpsbea fa oTuMTaT eMOLMOHANHOTO Bb3AeWCTBUE Ha CBOUTE
nocnaHvs u ga nposiBABaT YyBCTBUTENHOCT KbM HyXAuTe Ha 3acerHatute. Te Tpabea ga ce
CTpeMAT Aa n3bareaT ceH3auMoHHOCTTa, Aa 3a4nTaT NIYHUSA XUBOT U Aa rapaHTupar, Ye gymuTe
1 gencTeuaTa UM HAMa Aa 3aabnboyat cTpajaHueTo, KoeTo U3NUTBaT xopaTta Unu obLHocTUTe.
MpeaunseukaTencrTeaTa npes eTMYHOTO yrnpaBrieHne Ha KPU3UCHUTE KOMYHUKaLUK B counanHuTe
MeauKn, CBbp3aHM OCHOBHO C MpO3payvyHOCTTa, BKMAYBAT WM U3MNOM3BaHe Ha danwunsm
WMOEHTUYHOCTU 3a pasnpocTpaHeHue Ha HeBepHa WHopMaLus, MaHunynaTueHuM nybénvkaumm u
KamnaHum, KOUTO HaHacAaT Bpeda. ToBa noBaura Bbhpoca 3a npepasrnexnaHe Ha eTUdHUTE
Kogekcu B npodpecusita 1M paspaboTBaHe Ha cneumduyHM pasgeny, KouTo fa BKhoysBar
npenopbku 3a OHManH NpodecuoHanHo noseaeHne. B Ta3u rmasa e 3acerHat 6erno u BbNpocsT
3a eTMYHOTO M3non3BaHe Ha M3KYCTBeH MHTenekT B PR 1 ca onucann wectte mukponpobnema,
KOWTO onpefendar cpefaTa Ha U3KyCTBEHUS MHTeneKT cnope asTopuTe BanuH u Mperspu (2020).
B kpaga Ha rmaBaTta, B CbBCEM KpaTka MOATOYKa, € MapKMpaH noTeHuuaneH vM3crnenoBaTerncku
npobnem — TO3M 3a M3cneaBaHEeTO Ha Kpu3ucHaTa rpPamMOTHOCT, KOATO BKMOYBA 3HaHUATA,
yMeHusiTa U CnocobHOCTUTE, KOUTO XopaTa, opraHm3aumuTe n obLLHOCTUTE NpuTexaBsarT, 3a Aa ce
NOAroTBAT, a pearnpar U Aa ce Bb3CTaHOBAT OT Kpu3a. T4 BkMoyBa pa3brpaHe Ha eCTECTBOTO U
Bb30EeNCTBMETO Ha KPU3NUTE, KakTo U Ha HanNnyHUTe cTpaTernm U MHCTPYMEHTU 3a CMek4YaBaHe Ha
nocneauunTe oT TSX.

Or HanpaBeHuTte HabnoaeHns U aHanmsm B Tasn MOHOFpa(bI/Iﬂ MOXe Oa ce m3sBenart cnegHuTe
OCHOBHUM 13BOOU:

* }/3non3BaHeTo Ha KOMYHMKauMAaTa 3a NpeBeHUMsd, MUHUMU3MPAHE, KOHTPON M
npeogonsBaHe Ha KPU3UCHM CUTYyaLUKN € KPanbrbITHUAT KaMbK B YPaBleHNETO Ha Kpusn
B obnacTtrta Ha Bpb3Kkute ¢ obLiecTBeHoCTTa.

»=  AKTMBHOTO MPUCBLCTBME Ha OpraHu3auuuTe B QUrMTaANIHOTO NPOCTPAHCTBO, OCBEH Ye UM
JaBa peavua npeaMmMmcTBa KaTo AMPEKTHA KOMYHUKaLMA ¢ noTpebuTenu, Bb3MOXHOCTH 3a
Cb3faBaHe Ha KpeaTMBHO CbAbpXXaHWe, ynpasreHne Ha BUPTyanHu obLIHOCT 1 Ap., ™
npaBu ya3BMMW OT Bb3HMKBAHE HA BHE3aMHU KPU3UCHU CUTyauuK, HA TAXHOTO BMPYCHO
pasnpocTpaHeHne 3a MMHUMariHO BpeME W Hanara HyxgaTa oT nouT He3abaBeH OTroBop
OT CTpaHa Ha KoMnaHuaATa.

» 3a uenute Ha MoOHorpaduyHusa Tpya € AageHo paboTHO onpedeneHne Ha MOHATUETO
,LOHNanH kpuanceH PR, koeTo ce ocHoBaBa Ha ynpaBrieHNETO U koopanHaumaTa Ha Luenus
KOMYHMKaLMWOHEH NpoLeC Mo BpeEME Ha Kpu3a, KOATO ce 3apakga, pa3sumBa M 3aTUXBA B
aurntanHa cpega. B To3m npouec ce nanonssat aBTOMaTM3NpaHW peLleHusi, KOUTO ca
0©asnpaHn Ha U3KYCTBEH WHTEMNEKT 338 MOHUTOPUHI, KPU3NCEH KOMYHMKALMOHEH OTrOBOP,
nnaHupaHe U M3MepBaHe Ha KamnaHuM B MOCTKPU3MCEH Nepuog C uen ynpasrieHne Ha
nocreauumTe OT Kpusata U MUHMManNuanpaHe Ha penyTaumMoHHuTe weTn. OHnanH
KOMyHMKauuATa Mpu  KPU3UCHW cuTyauum ce  oKycupa BbpPXy MPOAKTUBHOCT,
NPO3paYHOCT, YECTHOCT M OManOrMyYHOCT 3a U3rpaxgaHe u nogabpkaHe Ha JoBepue CbC
3aMHTEepecoBaHUTE CTPaHM N0 BPEME Ha Kpu3a.

» [laHgemusaTa, npeamnssmkaHa ot COVID-19, gonpuHece 3a oborataBaHETO Ha 3HaHMATA U
onuTa 3a ynpaBneHne Ha TEeXKK, rnmobanHu 1 NpoabIMKUTESNHN KPpU3K, Cpen KOMTO: Aa He
Ce CnekKynvpa cbC CTpaxoBeTE Ha XxopaTa, Aa ce NposiBaABa emMnaTtusi n pasbupaHe 0THOCHO
pasnuyHMTE HMBA Ha pa3bupaHe Ha CMOXHOCTTa Ha Kpu3aTta, Aa ce uanonseaT aktn n
OaHHN OT JOCTOBEPHU N3TOYHULK, A HE Ce NOBTAPST UMK Aa ce KOMeHTUpaT nyonnkaumm




PE3IOMETA HA HAYYHU TPYALOBE / ABSTRACTS OF MONOGRAPHS, TEXTBOOKS AND

ARTICLES

B coumanHute Meauu, B KOUTO Ce pasnpocTpaHsaBa Ae3nHopMauus, KOHCNMpaTUBHU
Teopun Unu ce n3passsa NMYHO MHEHUe, KOeTo He ce Ba3npa Ha BanuaHU JaHHW.

» [lpouecsT Ha ,An3anHepPCKO MUCNEHE" B CTpaTernnte 3a KpM3UCHU KOMYyHMKaUun cTasa
BCe MO-KMNo4oB, KoraTo TpsAbBa Aa ro NpunoXxMM B OHNamH cpefa, B KOSATO LienesnuTe rpynu
1 oBbLHOCTM o4YakBaT NoYTn HesabasHa peakums. Bunpeku 4ye 1031 noaxo e opneHTupaH
npeay BCUYKO KbM KpalHW notpebuTtenu, TOM MoXe Aa ce NPUMoXu M 3a NapTHbLOPM,
KOHKYPEHTU, Meauun 1 Apyrn 3auHTEPEeCcoBaHW CTPaHW.

* MoxeM pJa wugeHTUdUUMpaMe criegHUTe BUAOBE OHMNAWH KpusucHu cutyauun: 1)
knbepaTaku 1 XxakBaHe Ha akayHTW; 2) NnoTpebuTencku ataBn3bM U Npu3nem 3a 60MKOT Ha
nNpoaykTn u ycnyru; 3) nybnukysaHe Ha AMCKpPeaAUTUMpPAaLLM CHUMKA WUNW BUAEa KaKTo OT
notpebutenn, Taka M OT cnyxuTtenu; 4) pasnpocTpaHeHue Ha danwvBy HOBUHU U
aes3vHdopmauma oT Tporose; 5) crnogensiHe Ha CekpeTHa WHdopMauua unu
YyBCTBMTENHA WHGOPMaUWs; 6) MaHunynuMpaHe Ha CbObpXaHue C Lern HeroBoTo
HernpaBuWHO ThIKyBaHe; 7) KyrnTypa Ha OTXBbpNaHeTo (cancel culture) —ynpaxHasBaHe Ha
coumarneH HaTUCK 3a OTXBbPNSHE Ha NUYHOCTWU, BpaHaoBe, KyNTYpPHW NPOAyKTM U Ap.,
KOWTO ca CYMTaHu 3a 0BUAHN UM AUCKPUMUHALIMOHHN.

= EBonioumaTa Ha counanHuTe Meamm € Mapkmpana o nossata Ha Web 3.0 (cmaHTu4HuAT
yeb), KbAeTo ce pa3BMBaT, OCBEH KpeaTUBHUTE Bb3MOXHOCTM 3@ KOMYHMKALMS, Taka u
noTeHunanHuTe KpusmcHu cutyauumn. Web. 3.0 Moxe ga npoMeHW KOMYHUKaLMOHHUTE
NpoLecH N3LSAMO0 — OT aHraXMpaHOCTTa Ha CryXUTenuTe 1 TaXHa MOTMBaLMS 3a pa3Butue,
npe3 noTpebuUTenckoTo U3XKMBABaHe [0 OMHUKaHanHuTe npodaxdu, npoayKToBuUTe
WHOBaUWW, n3rpaxxgaHeTo Ha OBLWHOCTM M auruTanHarta KynTtypa kato uano. Ocrtasar
obadve peamua BbNpocKu — Kak Le ce nsrpaaun 6esonacHa cpefa 3a notpebutenure, kak
e ce npenoTBpaTtaBaT M HakasBaT KnbepnpecTbnneHusTa, KakeBu we 6baaT HoBUTE
eTWYHN npaBuna 3a noBedeHWe BbLB BUPTyanHUTE CBETOBE, KaK Lle ce onasga
WHTeneKTyanHata co6CTBEHOCT 1 Ap.

* Hosute codTyepHn paspaboTku, KOUTO cCa MPUNOXUMU B KOMYHUKaLMOHHA cpena,
aBTOMaTtuaunpart npouecute n nomarat Ha PR cneumanuctute u KpUaMcHUTE MEHUIKbPU
Aa npocnegsasaT v punTpupaTt HeraTUBHM KOMEHTapu, Ja pa3no3HaBaT aBTEHTMYHOCTTA
Ha usobpaxeHusiTa, KOUTO Ce pasnpoCcTpaHsBaT B coumanHuTe Meauu, Ja aHanuaupar
BMAEOCHAbPXKaHMEe U [a M3BMNMYaT KOHTEKCT, B KOWTO opraHu3aumsta e cromeHara, aa
naeHTMdUUMpaT 6bP30 HarnacuTe Ha 3aMHTepecoBaHNTE CTpaHW U Ap.

= CouunanHute Meaun UrpasT Kr4yoBa pors BbB (popMupaHeTo Ha coumnanHo-meaunHata
OCBEJOMEHOCT M B HSIKOW CnydYauM BOAAT [0 eckanauusita Ha camarta Kpusa 4pes
pa3npocTpaHeHNEeTO Ha CriyxoBe 1 charnLiMBu HOBMHU, a Te OT CBOS CTpaHa cTaBat pearnHa
3annaxa 3a opraHu3aumoHHaTa penyTtaums. Tesn BTopudHu npobnemu 3a opraHusaummTe
ce onpeaensT KaTo ,napakpusn’.

» Knacuuyeckute cTpaTerMmTe 3a NnaHUpaHe Ha opraHM3aunoHHUSA OTrOBOP B CbLUMHCKATa
asa Ha kpusaTta ce oboratsBaT ¢ HOBW OHMaWH MHCTPYMEHTU 3a pasnpocTpaHeHue Ha
nocnaHusTa u KOMyHVKauusa B peariHo BpeMe C pasfnuyHn 3aMHTepecoBaHn CTpaHu KaTo:
1) oHnanH 4aT, 2) nnatopMu 3a OHManH Auanor CbC 3auHTEpPecoBaHW CTpaHu, 3)
npenocTaBsaHe Ha NMUHKOBE KbM BBHLUHWU U3TOYHULM; 4) MOHUTOPUHT B pearnHo Bpeme 1
CbCTaBsHe Ha nybnukaums ¢ oTroBop; 5) cb3gaBaHe Ha MyNTUMEOWMMHO CbhAbpXaHWe
(Taylor and al., 2005).

*  AkageMuyHuUTe M3cneaBaHUsa B MOSeTO Ha KPUSUCHWUTE KOMYHMKauuM OBUKHOBEHO ce
dhokycupaT BbpXYy BBLHLIHWUTE LieneBu NyOGnvknm u crtpaTernmte 3a OTroBOp, KOUTO Lie
3anasaT opraHMsauuoHHaTa penyTaums 1 HeHua MUK, MHOro no-marnko ca Te3u, KoMTo
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npegnaraT Mogenu, KoHuenTyanHu pamkm n obobuieHns Ha [obpu npakTuky 3a
yrnpaBneHve Ha KpU3NCHW KOMYHWKaUUW cped BbTPELUHUTE 3auHTepecoBaHW CTpaHu, a
CbBCEM NUMNCBAT TakMBa, KOUTO Aa NpoyyBaT pondta Ha HOBUTE TEXHOMOIMMU, UHTPaHET U
BbTPELLUHUTE COLMarHu Mpexu 3a ynpasrieHne Ha Kpu3uTe KakTo B YacTHWUTE, Taka U B
ny6nu4HUTE opraHnsaLmu.

*  VHCTpYyMeHTUTE 3a KOMYHUKaLMSA C BbTPELUHUTe NyBnukn u copTyepHuTe NPUnoXxeHus 3a
konabopaumsi ca MoresHu peLlleHns, KOUTO He camMo paumoHanuaupaTt paboTHuTe
npouecu, HO ocurypssaT MHPOPMUPAHOCT NO BpeMe Ha Kpu3a. Ypes aurutanHute
KOMYHUKaLMOHHM NnaTchopmMm ce ocurypsiBa XxopusoHTanHo MHGOpMaLMOHHO NOKPUTHE Ha
pasnuyHUTE BbTPELLUHU NYBNnKK.

» HenpekbcHaTOTO pas3BuUTME Ha WHCTPYMEHTUTE 3a Cb3JaBaHe W YynpaBreHue Ha
CbObpXaHue B AurutanHaTta cpefa € OCHOBHa npefnocTaBka 3a HOBM U pa3BuBalLy ce
MeaunHn opmatu. NoTpebutenute nonyyasat MHPOpMaLns He caMo Ypes TEKCT, HO U
ypes MynTMMeausi, 4Ype3 KOUTO UCTOpuUUTE Ce paska3BaT MHOro Mo-eMOLMOHAarNHo,
Bb3gencTeawo u ybeautenHo. 3aToBa, 3a KOMYHMKAUMOHHUTE creunanuctn u 3a
KPU3UCHUTE MEHUOXbPWU € KPUTUYHO BaXKHO Aa nnaHupaT pasHoobpasHo ¢opmaTHO
CbObpXaHue, KoeTo OTroBaps Ha crneunduKkMTe Ha OTAENHWTE couunanHu MeauuM U Ha
auvrutanHarta cpefa KaTto Usno.

» HaGniogasa ce TpaHcopMauusa Ha TPaAULMOHHUTE TEXHUKN 3a KOMYHMKaUUS No Bpeme
Ha Kpu3a kaTo npecudopmMarimu, ouLmanHy No3numn, npeckoHmepeHLMn n GpuUHrM 1
TAXHOTO oboraTtsaiBaHe B NOCOKa Ha MyNUMeOUNHOCT, No-KaTeropmyHa Bu3yanusauus u
Bb3MOXHOCTU 3a WHTepakumss B pasnuyHn nnatgopmu. B cbLoOTO Bpeme, ca
naeHTMdULMpaHn Hoeu OpPMU KaTo, BUOEO U3SIBNEHUS, BDEMEHHU KPU3UCHU CalToBe,
WMHOpMaLUMOHHM pecypcHU xbboBe, 6norose, MOBUIMHU annMKaLuy U UHTPaHeT nopTanwu.

» [lpegousBukatencrsata Ha €TUYHOTO YMpaBneHWe Ha KpusucHaTa KOMYHMKaLuMs B
coumanHute Meauu, CBbpP3aHM [MaBHO C MPO3payHOCTTa, BKMNOYBAT: M3MNON3BaHe Ha
danwmen camonMYHOCTU 3a pasnpocTpaHeHue Ha Ae3nHdopmaunsd, MaHunynaTuBHM
ny6nukaumm, kKamnaHuu, KOUTO BpeadT Ha penyTauusara Ha KoHKypeHTuTe. ToBa nosaura
BbMpoca 3a NPeoCMUCAHE Ha KofeKcuTe 3a npodecnoHanHa etTuka u paspaborsaHe Ha
OTAEeNHN pa3fenu, BKYBaLLn CbBETU 3a eTUYHO NoBeAeHUe OHMalH.

*  /3KyCTBEHUAT MHTENEKT e urpae Kni4voBa pons U B aHanu3a Ha HacTpOeHusiTa, Kato
rnomMara Ha KOMYHWKaLUMOHHWUTE cheuuanuctu fa OueHAT obLecTBEeHOTO MHeHue U
Harnacute No Bpeme Ha Kpusa. AHanuauparku OHNawmH pasroBopuTe M TeHOeHuuuTe B
coumanHute meamu, anroputmute Ha UW e obpaboTtsaTt ronemu KonuyecTsa AaHHU U
e NpefoCTaBAT CBeAEeHNs B peariHo Bpeme, KOeTO Lie MO3BONU Ha MeHuIKbpuTe aa
B3eMaT peLleHus, OCHOBaHU Ha AaHHW, U Aa U3rOTBAT KOHKPETHW NOCraHus, KOMTo Aa
pe3oHupaT ¢ MHPOPMALIMOHHUTE HYXAW Ha pasfnUYHUTE 3auHTEepecoBaHW CTpaHu. ToBa
e fgosede M o T. Hap. ,NepcoHanuanpaHa KoMmyHukaumsa npu kpusa“. YUpes aHanusa Ha
OaHHW 1 U3KYCTBEHUSA UHTENEKT, OpraHn3aummTe LWe nonyyat no-3aabnbdoyeHo pa3bupaHe
3a NpuopuTeETUTE, OMNaceHMsTa U KOMYHUKALMOHHUTE MNPeAnoYUTaHns Ha pasnuyHuTe
uenesu ny6nukn. ToBa 3HaHWe We no3sonu Ha PR ekcnepTute ga M3roTBAT NocraHug,
KOWTO ca No-NoAX0oAsaLM, NO-CbNPUYACTHU 1 NO-ePEKTUBHU B KPU3UCHN CUTYaLIUN.
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Abstract

The monograph "Crisis Management in Social Media" attempts to systematically examine the
various developments that have taken place in the different stages of crisis management - and
crisis communication management in particular - since the integration of social media into the
communication mix. The study is structured in five chapters with corresponding sub-chapters.

The social media ecosystem by 2024 is continuously being enriched with new platforms for which
crisis communication managers and communication professionals will need to develop distinct
crisis communication plans in the future.

It mainly explores crisis situations and crises (including the COVID-19 pandemic) that arise or
develop in digital contexts, on social media Facebook, Twitter (X), YouTube, and suggests some
potential digital solutions and platforms for organising communication processes during crises. An
attempt is made to codify the main types of crisis situations characteristic of social media, to
propose a strategic approach to their management in a digital environment, following the logic of
the pre-crisis, the actual crisis phase, and the post-crisis (the evaluation phase). The study
proposes two authorial definitions: for the notion of "online crisis PR" and for the notion of "online
crisis". Four models of how to organise internal communication according to different levels of
severity of the crisis are also suggested.

The aim of this monograph is to examine the current strategic and technological solutions for crisis
management in social media and to systematise the main techniques applied by communication
professionals. To this end, the following tasks are set: 1) to review the theoretical sources in the
field of crisis management, public relations, online PR, crisis communications, online
communications, social media communication; 2) to briefly review the evolution of social media
and to identify its place in the crisis communication process; 3) to provide a summary of the most
common communication techniques that are used as part of crisis communication response
strategies; 4) through the analysis of case studies, to point out the good and bad communication
practices of organisations during crisis; 5) to propose an example outline of a crisis communication
plan. The object of the study is crisis management and its transformations after the development
of social media, and the subject is traditional and new communication techniques through which
organisations use to structure their crisis communication response.

The first chapter briefly presents the definitions of crisis PR and online crisis PR of our and foreign
researchers, outlines the main characteristics of online crisis communications and proposes its
own working definition of the term "online crisis PR". In a separate sub-section, the strategic
approach to crisis communication management is described and the structure and content of a
crisis communication plan is proposed, which includes an assessment of the severity of the crisis
event, a hierarchy of announcements, exemplary communication tasks, the designation of affected
stakeholders, the production of explanatory materials and a matrix for the definition of key
messages to various stakeholders.

The communication plan seeks to cover the post-crisis period with two main actions - outlining
possible opportunities for change to be implemented and communicated and highlighting the
recovery processes through a proposed assessment of the short and long-term implications of the
crisis for organisations. This chapter summarises the main types of crises, and briefly describes
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the genesis of the so-called 'crisis 2.0' that is embedded in the development of social media.
Conventionally, the second part of the monograph is devoted to institutional communication during
the pandemic crisis triggered by COVID-19. An analysis of both Bulgarian institutional social media
communication strategies and a summary overview of the European communication response are
provided. In subsection 1.3.4, the role of social media in institutional communication is explained
and the differences between E-government and government 2.0 are mapped and summarised in
a table by Mergel (2013).

The topic of misinformation, infodemia and their impact on public communications is not neglected.
Subsection 1.3.5 provides a systematisation of the useful practical recommendations by Belladoni,
Badar and Alfonsi (2020) on the key factors for the development of infodemics and possible
communication initiatives to address them.

Chapter 1 presents two case studies that are relevant to the main topics covered - the first is an
analysis of the Twitter (X) social media communication crisis that affected JPMorgan Chase after
their #ASKJPM campaign was misinterpreted in a negative context by the online community and
led to the cancellation of the scheduled event. The second case study contains an analysis of the
Facebook content creation strategy of two Bulgarian ministries, the Ministry of Transport and
Communications and the Ministry of Labour and Social Policy, between March 2020 and
December 2020. It is part of a university project conducted by a team of faculty members from the
Department of Media and Public Communications and the Department of Public Administration on
the topic of "Public Governance and Social Media: crisis communications management".

Chapter 2 opens with a brief historical retrospective on the evolution of social media and changes
in its functions. The differentiation of separate constellations of social media is highlighted, which
have specific audiences, features of the content structure, interaction patterns, speed of
information dissemination, risks of potential crisis situations. The first half of this chapter also briefly
summarises the progress of Web 3.0 with its three pillars of decentralisation, information
dissemination and ownership. The opportunities for innovative digital campaigns based on
blockchain technology and the rise of non-tangible tokens (NFTs) are described.

Sub-chapter 2.4. of Chapter 2 argues the changes that are occurring in the strategic planning of
crisis communications in social media and attempts, without claiming to be elaborate, to explain
how they are applied in the pre-crisis phase, the ongoing phase, the resolving phase and the crisis
assessment phase. They create a virtual microenvironment in which critical situations have the
characteristics of "double crises" - on the one hand because of the triggering event that causes
upheaval, and on the other because of the information and communication saturation in social
media. In subsection 2.5, Cheng's interactive social media crisis communication model is
explained, which is based on the following elements: type of organisation, type of communication
response strategy adopted, communication channels selected, tone of information (messages),
type of social media, identification of stakeholders, typology of their response to organisational
messages, and the consequent strategy implemented by the organisation (Cheng, 2018).

The third chapter is devoted to internal and external communication strategies in times of crisis. In
a separate sub-section, external stakeholders are identified, including those that the author has
attempted to identify on social media. However, these cannot be grouped together as the traditional
segmentation approach suggests. Software solutions have already been developed for the so-
called 'mapping' of stakeholders online. An example of such a tool is Untangle - it systematically
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maps stakeholders through a series of steps that prioritise and classify them, group their specific
issues, identify their positions, and predict potential actions, so that ultimately strategy and key
messages are developed and changed appropriately.

In this chapter, the potential for escalating crisis situations on social media is presented through
an analysis of the case of the Starbucks chain in the USA, where a customer of the coffee shop
posted a video on his profile showing the biased attitude of the employees of the popular chain
towards black youths. There is also a sub-theme on crisis communication involving online
communities, and their importance for adequate crisis management is explained through the case
from the Living Lab practice in Amsterdam, which aims to examine how different local stakeholders
engage in the process of overcoming the COVID - 19 crisis.

In this chapter, an integrative framework for the study of internal crisis communication by Frandsen
and Johansen (2011) is described and analysed. The characteristic of the theoretical research on
the topic, other than being scarce, is that it primarily focuses on psychological rather than
communication aspects in a crisis. The authors propose their own model of integrated internal
communications, which is based on the stages in the development of the crisis process. In the pre-
crisis stage the focus is on prevention and preparation, during the crisis on making sense of the
event and damage limitation, and in the post-crisis stage the focus is on the knowledge gained and
change in the organisation. In this sub-section on internal communication in a crisis, a suggestion
for an illustrative distribution of roles and a process for organising internal communication under
four crisis severity indicators is proposed. The models are structured based on two variables - a
state or a triggering event leading to a crisis situation and a brief algorithm of notification (who,
when, what). In subsections 3.3 and 3.4 of this chapter, practices for organising internal online
communications during a crisis are analysed through intranet platforms, internal social media, as
well as mobile apps and information hubs. This chapter concludes with a case study analysis of
the massive layoff of 900 employees via Zoom by Vishal Garg, the CEO of The Better.com-an
American mortgage-related financial services company, in which "bad practices" for
communicating with employees during a crisis are also documented.

Chapter 4 provides a summary of traditional crisis communication techniques that are also being
transformed into online communication formats (press conference, press release, media briefing),
as well as those that are unique to the digital environment, such as the launch of a crisis website,
the publication of an online official position statement, an online announcement by an organisation
manager, the development of an online crisis hub, instant messaging mobile apps, email
communication and newsletters, and crisis management software solutions. The digital
environment is rich with content and ever-evolving media formats. Users receive information not
only through text, but also through multimedia formats that tell stories in a much more emotional,
impactful, and compelling way. Therefore, it is critical for communications professionals and crisis
managers to plan for a variety of content formats that address the unique features of particular
social media and the digital environment as a large.

Not neglected is the fact that online content that is published during a crisis has the potential to
also serve as an SEO tool. In subsection 4.4, an author's template for the structure of an official
statement on a crisis is presented, in which the main messages of the organisation are highlighted.
The case study presented in this chapter demonstrates a good example of the structure and
content of a temporary crisis website developed for the Tesco supermarket chain . The software
solutions for monitoring the online environment are summarised, without pretending to be
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complete, in subsection 4.11. These include Google Alerts, Fractal Alaysis, SumAll, Veoci,
Konnect Insights and others. Social media monitoring uses software applications for so-called
trend analysis - keywords, mentions, hashtags, trending topics, user sentiment, competitor
behaviour.

Chapter five focuses on the ethical implications of crisis communication. Crisis situations often
involve human suffering, trauma, and vulnerability. Ethical communication requires a
compassionate and empathetic approach. Crisis managers and communication professionals
need to consider the emotional impact of their messages and exhibit responsiveness to the needs
of those affected. They should seek to avoid sensationalism, to respect privacy and to ensure that
their words and actions do not deepen the suffering experienced by individuals or communities.
Ethical management challenges in social media crisis communications, mainly related to
transparency, also include the use of false identities to spread misinformation, manipulative posts
and campaigns that cause harm.

This raises the point of reviewing the profession's ethical codes and developing specific sections
to include recommendations for online professional conduct. This chapter also briefly touches on
the ethical use of artificial intelligence in PR and describes the six micro issues that define the Al
environment according to authors Valin and Gregory (2020). At the end of the chapter, in a very
brief sub-point, a potential research topic is highlighted - that of exploring crisis literacy, which
includes the knowledge, skills and abilities that individuals, organisations and communities
possess to prepare for, respond to and recover from a crisis. It involves understanding the nature
and impact of crises, and the strategies and tools available to mitigate their effects.

The following main conclusions can be drawn from the findings and analyses in this monograph:

= The use of communication to prevent, mitigate, control, and overcome crisis situations
is the cornerstone of crisis management in public relations.

= The active presence of organisations in the digital environment, despite giving them
several advantages such as direct communication with users, opportunities to create
creative content, manage virtual communities, etc., makes them vulnerable to the
occurrence of crisis situations, to their viral spread in a very short period and requires an
almost immediate response from the company.

= For this monograph, a working definition of the term "online crisis PR" is given, which is
based on the management and coordination of the entire communication process during
a crisis that emerges, develops, and abates in a digital context. This process uses
automated solutions that are based on artificial intelligence for monitoring, crisis
communication response, campaign planning and measurement in the post-crisis period
to effectively handle the effects of the crisis and minimise reputational damage. Online
crisis communication focuses on being proactive, transparent, honest, and dialogical to
build and maintain trust with stakeholders during a crisis.

= The pandemic triggered by COVID-19 has contributed to enriching knowledge and
experience in managing severe, global and long-lasting crises, including: not to
speculate on people's fears, to be empathetic and appreciative of different levels of
understanding of the complexity of the crisis, to use facts and data from credible sources,
not to repeat or comment on social media posts that spread misinformation, conspiracy
theories or express personal opinions that are not based on valid data.
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= The process of "design thinking" in crisis communication strategies becomes
increasingly crucial when we must apply it in an online environment where target groups
and communities expect an almost immediate response. While this approach is primarily
end-user oriented, it can also be applied to partners, competitors, media, and other
stakeholders.

= We can identify the following types of online crisis situations: 1) cyber-attacks and
account hacking; 2) consumer atavism and calls for boycotts of products and services;
3) posting of discrediting photos or videos by both users and employees; 4)
dissemination of false content and misinformation by trolls; 5) sharing classified or
sensitive information; 6) manipulating content to misinterpret it; 7) cancel culture - social
pressure to reject individuals, brands, cultural products, etc., which are considered
offensive or discriminatory.

= The evolution of social media has been marked by the emergence of Web 3.0 (the
semantic web), where, in addition to creative communication opportunities, potential
crisis situations are evolving. Web. 3.0 can change communication processes
completely, from employee engagement and development motivation to user
experience, omnichannel sales, product innovation, community building and digital
culture in general. However, several questions remain - how will a safe environment be
built for users, how will cybercrime be prevented and punished, what will be the new
ethical rules of conduct in virtual worlds, how will intellectual property be protected, and
more.

= New software developments that are applicable in a communications environment are
automating processes and helping PR professionals and crisis managers track and filter
negative comments, recognise the authenticity of images being circulated on social
media, analyse video content and extract context in which the organisation is mentioned,
quickly identify stakeholder attitudes, etc.

= Social media play a key role in shaping social media awareness and in some cases lead
to the escalation of the crisis itself through the spread of rumours and fake news, which
in their turn pose a real threat to organisational reputation. These secondary problems
for organisations are referred to as 'paracrises’.

= The traditional strategies for organisational response design in the actual crisis phase
are enriched by new online tools for message dissemination and real-time
communication with different stakeholders, such as 1) online chat, 2) online stakeholder
dialogue platforms, 3) providing links to external sources, 4) real-time monitoring and
response post drafting, and 5) multimedia content production (Taylor and al., 2005).

= Academic research in the field of crisis communications typically focuses on external
stakeholders and response strategies that will preserve an organisational reputation and
its image. There are far fewer that offer models, conceptual frameworks, and syntheses
of best practices for managing crisis communications among internal stakeholders, and
a complete lack of those that explore the role of new technologies, intranets, and internal
social networks for crisis management in both private and public organisations.

= Internal communication tools and collaboration software applications are useful solutions
that not only streamline workflows but ensure awareness in times of crisis. Digital
communication platforms provide cross-cutting information coverage of different internal
audiences.
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= The continuous development of content creation and management tools in the digital
environment is a major prerequisite for new and evolving media formats. Consumers
receive information not only through text, but also through multimedia, by which stories
are told much more emotionally, impactfully, and persuasively. Therefore, it is critical for
communications professionals and crisis managers to plan for a variety of content
formats that address the unique features of particular social media and the digital
environment as a large.

= There has been a transformation of traditional crisis communication techniques such as
news releases, official positions, press conferences and briefings and their enrichment
towards multimedia, more explicit visualisation, and opportunities for interaction across
different platforms. At the same time, new forms have been identified such as, video
statements, temporary crisis websites, resource hubs, blogs, mobile apps, and intranet
portals.

= Challenges to the ethical management of crisis communication across social media,
mainly related to transparency, have included: the use of false identities to spread
misinformation, manipulative posts, campaigns that damage competitors' reputations.
This raises the question of rethinking the professional conduct codes and developing
specific chapters including advice on ethical online behaviour.

= Atrtificial intelligence will also play a key role in sentiment analysis, helping
communications professionals to assess public opinion and attitudes during a crisis. By
analysing online conversations and social media trends, Al algorithms will process large
amounts of data and provide real-time insights, allowing managers to make data-driven
decisions and craft specific messages that resonate with the information needs of
different stakeholders. This will also lead to so-called 'personalised crisis
communication'. Through data analytics and artificial intelligence, organisations will gain
a deeper understanding of the priorities, concerns, and communication preferences of
different target audiences. This knowledge will allow PR experts to craft messages that
are more relevant, more empathetic, and more effective in crisis situations.
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PE3IOME HA KHUTA HA BA3ATA HA 3AWLWTEH OANCEPTALWUOHEH TPY[

BOOK BASED ON DOCTORAL DISSERTATION CULTURAL IMAGE OF
BALKANS

HukonoBa, Mapus (2023). KyntypHuaTt obpas3 Ha BankaHuTte. U3a. ,,ABaHrapg Npuma“,
Codusa. 211 ctp. ISBN: 978-619-239-917-7

Pe3iome

KHurata no salmrteHust aucepTauMoHeH Tpyn 3a npuaobusBaHe Ha obpasoBaTenHa M HaydHa
CTeneH ,JOKTOp" € CTPYKTypupaHa B TpM OCHOBHM IMaBu CbC CbOTBETHUTE NOArNaBu.

B nsbpaHaTta TemMa cbcpefoTodaBamMme BHUMaHMETO CM caMO BbpXYy cdepaTta Ha KynTypaTta, a He
BbpPXY UAMOCTHUA MMUOX Ha BankaHuTe. AKLEHTUpaHeTO camMoO BbPXY KYyNTYPHWUS acnekt e
HarnpaBeHo C Lien fa ce NpeAcTaBaAT napameTpuTe Ha eanH nonoxunteneH 6ankaHcku obpas, Tbi
KaTo 06pas3bT Ha pervoHa B nonuvTuyeckaTa, MKOHOMUYeckaTa U coumanHaTa cdepa u Ao gHec
ocTaBa NpPeAMMHO HeraTuBeH. TpaguuUMOHHUTE W OHMaWH €BPOMEenckn Meaun ussBexpaT Ha
npeaeH nnaH B Tean o6nacTu KOPYNLUMOHHUTE NPaKTUKX Ha NpaBuUTencTsa u Apyrn obLLecTBEeHN U
ObPXaBHU UWHCTUTYUMW, HeeeKTMBHOCTTa Ha MpaBoCbAHaTa CUCTeMa, KOeTO Chb3fasa
npegcrasata 3a 6e3pefve n 6e3Haka3aHOCT, MPOSIBU Ha HETOMNEPaHTHOCT KbM pasnuyHuTe
E€THUYECKN N PenurmosHu rpynu, 3noynotpebu n HapylleHus npu n3bopHUTE NpoLiecu, KOUTo
3acTpallaBaT yKpernBaHeTo 1 pa3BUMTUETO Ha AeMokpaumsaTa B pernoHa. KyntypHata cdepa, oT
CBO4 CTpaHa, OTKpMBa Bb3MOXHOCTY 3a U3rpaxkaaHe Ha NnonoxuwTeneH UMUK KakTo Ha oTaenHnTe
CTpaHW OT MOMnyocTpoBa, Taka W Ha bankaHuTe kaTo pervoHanHoO MpPOCTPaHCTBO. Tesu
nepcnekTMeun 3a GnaronpusTeH obpas morat Aa 6bAAT YCrnewHo CbyeTaHun C Bb3MOXHOCTUTE,
KOUTO npegnaraT OHMaWH MeguuTe, 3apagn OOCTbMNHOCTTa, W3MNOM3BaHeTo UM B yaobHO 3a
notpebutennte Bpeme, KOHLEHTpaumsTa Ha WHpOpMauusTa B edHa TemaTuyHa obnacr,
noaHeceHa 4pes3 BUOEO, TEKCT, U300paXeHus, TeMaTUYHN JNIMHKOBE U XMNepBpb3kU. ToBa ca
OTNMYHM CPeAcTBa 3a npeanaraHe Ha aTpakTuBHa M nogpobHa mHopmaums OT KynTypHaTa
obnact. Knacmyeckute meaum He NpefocTaBAaAT ocTaTbyHO UHopMauusa 3a bankaHute 3apagum
crneuundukata Ha TaxHaTa paboTa u HeobxoammocTTa OT cbobpassBaHe C U3rpageHnss AHeBeH

pes.

Mpeamet Ha n3cneaBaHeTo e 06pa3bT Ha bankaHuTe B chepaTa Ha KynTypaTta, a HeroB 06ekT ca
nybnukaumm 3a obpasoBaHue, mMeguu, nuTepaTypa, KMHO, My3uKa W KynTYpPHO-UCTOPUYECKO
HacneacTBo BbB dpeHcknsa nHgpopmaumnoHeH noptan Le Courrier des Balkans 3a nepuog ot Tpu
roguHun (2008—-2010 r.). N36opbT Ha TO3M calT € MOTMBMPAH OT creuuanM3aumsata My camo 3a
HOBMHMW, PEMNOPTaXM W WUHTEpBIOTa OT bankaHWTe C akueHT BBbPX KyNTypHUTE CbOMTMA K
nHuunaTtnem B pernoHa. OT gpyra cTpaHa, Ypes noprana MoXe ga ce npocrneawv rnegHaTa Todka
3a GankaHckaTa KynTypa Ha aBTOpW OT perrMoHanHaTa WM 3anagHaTa OHMNawmH XypHanucTuka.
MonoxutenHute Harnacu kbm OankaHckaTa KynTypa, uspaseHu B OHManH nybnukauuute, ca
curHan 3a HoBUTE Bb3MOXXHOCTU 3a U3rpaxkgaHe Ha No3nTMBEH MUK B cdhepaTta Ha KynTypaTta B
OHnanH cpepara.
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B yCcrnoBuAaTa Ha OHnavH KOMYHUKaUuATAa, KyNnTypHUTE NOCTUXEHUA Ha DankaHckuTe Hapoaun B
obnactTta Ha nnteparypara, KMHOTO, My3ukaTta N KynTypHO-UCTOPUYECKOTO Hacnenctso, buxa
Mornu ga 6baaT OCHOBHWM €NeMEHTU B narpaxgaHeTo Ha nonoxuTerieH permoHaneH MMnoxXX Ha
bankanute. 3a HeroBoTo noaabvpiKaHe B Obaele e MHOro BaXHo ga ce narpagdaTt Abiirocpo4Hu
CTparterumm 3a ny6n|/|qHa aunnomMaumsi Ha oTaenHuTe GankaHcku ObpXaBn N Ha permoHa KaTto u4Ano,
B KOUTO Aa Ce KOHKpeTun3npa CbTpyAHNYECTBOTO MeXAy CTpaHUTE OT PperMoHa KakTto noMexay nm,
Taka U C OCTaHanuTe OAbpxxaBu OT EBpona n cBeTta.

B nbpea rnaea ca 0GOGLLEHN U U3SICHEHU TeopuWTe 3a u3rpaxaaHe Ha obpasv B HaykaTa 3a
koMyHUKaumaTa. O6bpHATO € BHUMaHWe Ha MUTOMOrM3NpaHeTo 1 CTepoTMNM3MPaHeTo B npoLieca
Mo uarpaxanaHe Ha UMmOK. BbBeaeHo e COBCTBEHO MOHATUE — perroHaneH UMUK U ca onucaHu
HEroBMTE OCHOBHM XapaKTepucTuku. B Tasu nbpsa rnasa e HanpaseH 0630p Ha TeopuuTe 3a
auckypca ,6ankaHnsbm®. B Tasu nbpsa rnasa ce aprymeHTMpa 3HaueHMeTo Ha HOBMUTe Meaum 3a
usrpaxgaHe Ha HauuoHanHu o6pasu, KakTo M BIMSHUETO UM BbPXy rnobanusnpaHeto Ha
KYNTYpUTE 1 U3rpaxkaaHeTo Ha HOBU KYNTYPHU UOEHTUYHOCTH.

BTopata rnaBa pasrnexaa Bbnpocute 3a nybnvyHaTa gunnomaums U KyntypHaTa KOMyHUKauums,
KakTo W TAXHOTO 3HayeHuMe 3a WHTepKynTypHus auanor. [ly6bnuyHata gunnomauus ce
pasrpaHnyaBa OT TpaguLMOHHWUTE AMNIoOMaTUYeCcKn BapuaHTV Mo TOBa, Ye AocTura Ao xoparta
ANpeKTHO. T BKMOYBA LUMPOK KPpbl OT AEMHOCTU, KaTo Hanpumep KynTypeH U HayyeH oOMeH,
OTnycKaHe Ha pa3nuyHu ctunenann n ap. Npes ceobogHUTE U AHM OTroBapsLLmMTe 3a nybnuyHaTa
avnnomMmaums B aMepukaHCKUTEe MOCONICTBa ypexaaT pasnuyHu U3SiBU Ha BUOHW aMepuKaHCKU
aenun, cnoHcopupaTt ua3noxou. Kem ToBa Moxe ga ce npubaBsaT CbLO pa3npoCcTpaHEHNETO Ha
ny6nukaumMm Ha MecCcTeH e3uK U MOAAbPXKAHETO Ha aMepuKaHCckuTe GubnmoTekn, OTBOpPEHWU 3a
nybnukute. Te ce ,aurMtanusvpaTt U Taka ce cb3gaBaT BupTyanHu 6ubnuotekn B yeb
npoctpaHcTBOTO. B EBpona ce 3acunsa ybexaeHUeTo, Ye UHTepPKyNTYpHUAT guanor Tpsabea ga
O6bAe BKMNOYEH B NONUTUYECKUTE CTpaTernn, a CbLLUo Taka Aa 6bae U3non3BaHu Kato UHCTPYMEHT
3a HacbpyaBaHe Ha KynTypHOTO MHOroobpasue 1 3acurBaHe Ha coumnanHaTta Koxesust.

HaunoHanHuTe nogxogu 3a MHTEPKYNTYpeH ananor B EBpona obxsawat obnacrure:

» O6pa3oBaHue, KOETO MOXE [ja o4YepTae OCHOBATa 3a pa3bupaTencTBo 1 yBaXeHue
KbM ApyrocTTa.

* Mnagexu u cnopT, KOUTO MoraT [a YNEeCHAT NPaKTUY4ecKoTO npuraraHe Ha
WHTEPKYNTYPHWUSA Anaror.

» KynTtypa, kaTo Bb3MOXHOCT 32 CBbp3BaHEe Ha PasfMYyHUTE LLEHHOCTHU CUCTEMU U
CrnpaBsiHe C pasfMyYHK ecTeTUYeCckn NpeansBmKaTencTaa.

I'Ipe3 nocnegHoTo pgecetunetne gurntanHutTe KOMYyHUKauunAa 3Ha4YuTernHo noBJIUABAT BbBbPXY
KOMYHUKaUMOHHMUTE MoOen B HaluuTe obuwectea u cnocobcTBaTt 3a n3rpaxgaHeto Ha
MHOXECTBEeHUN KynTypHU WOEHTUYHOCTW. Te OonpnHacAaAtT 3a HOBUTE TpaHCHauMOHalliHn
NapTHbOPCTBA, KOUTO HAOXBBPINAT TPaANUNOHHUTE KaHalli Ha ObpXaBHa guniomMmauuns.

B Tpeta rnmaea e pasrnegaH marpageHusat obpas Ha GankaHckute ObpXaBu B cdeparta Ha
KynTyparta, NoCpeAcTBOM OTpa3siBAaHETO Ha CbOUTMATA OT Tasm cepa Ha 0OLEeCTBEHUS XKNBOT
BbB bpeHckma oHnawnH noptan Le Courrier des Balkans. KyntypHaTta cdepa e GnaronpuatHa
OCHOBa 3a wu3rpaxgaHe Ha nonoxuTeneH obpas, Tbil KaTo npeanara Bb3MOXHOCTM ca
CbTPYAHNYECTBO Ha ObpXaBUTE M B3aMMHO ono3HaBaHe. M TyK, KakTo U B Apyrnte obLiecTBeHn
ccepu, ce n3nckBa NOCTOSAHCTBO N N3paboTBaHe OT CTpaHa Ha NpaBMTENCTBaTa Ha ObJITOCPOYHN
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cTpaTermm 3a KynTypHO pas3BuUTME W CbTPYOHUYECTBO, B KOMTO Aa Ce BK/OYAT He camo
NpaBUTENICTBEHWN N HEMPABUTENICTBEHW OpraHn3aLmm, HO U OTAENHU apTUCTU U TBOPLW. UCKYpCHT
Ha ,06ankaHu3aumsaTa”“ MoXxe Aa ce pasLwwmpw Mo Nocoka Ha NO3UTUBHUTE KYNTYPHWU NPaKTUKK U Taka
Aa TpaHchopmMMpa Unu HeyTpanuanpa 4acT OT HeraTUBHUS CM CMUCHIT.

an KOHTEHT-aHanu3bT/ aHanu3a Ha CbAbpPXXaHNeTO, Ce NOoCTaBAT ClieAHnTe orpaHn4YeHuns:

*» AHanuaupat ce MaTtepuanute camo B cekuus Kyntypa“, nogpeaeHu B noatremure:
nutepaTypa, NUHIBUCTMKA, KUHO, My3uKa, HacneacTBo. B3etn ca v Tpu matepuana ot
pasgen ,O6pasoBaHue®, KouTo ca nybnukysaHu un B ,Kyntypa“, kKakto u Tpu nybnukaumm
ot ,Megun®, npeacrtasexun n B ,Kynrtypa®“.

* W3cneasaHuTe 74 nybnukauum ca npeacTaBuUTeNHN 3a obnactute KynTypa, obpasosaHue,
Meauun, nutepaTypa, KMHO, My3uKa, KynTypHO-MCTOPUYECKO HacneacTso. Te ca noadpaHu
Taka, Yye Aa ce OTHACAT A0 KOHKPETHU CbOUTUS, NIMYHOCTUK, 0BEKTU.

= O6xBaLlaT NoYTU BCUYKKM BankaHCKM AbpXKaBu, KOUTO HaMmMpaT MSCTO Ha CTpaHuuarta Ha
noptana. Jlunceat matepuanu 3a Mspums, Typumsa n Knnbp.

= XapakTtepuaupar ce CbC CNeaHOTO XaHpPoBO pasHoobpasue: MHPopMaLMOHHN Benexku,
WHTEpBIOTa, PENOopTaxn, KOMEeHTapu.

KOHTEHT-aHanM3bT € U3BBLPLUEH MO CreAHUTe KMYoBU AYMU: TPAOULMOHHU U OHManH Meauu,
KynTypa, peroHaneH WUMuOK, WOEHTUYHOCT, HaLWOHamnHW MUTOBE, KYMNTYPHO WCTOPUYECKO
HacneacTso.

M3cnegsaHeTo obxBawa nepuog oT Tpu roguHm: 2008, 2009, 2010, a obwmat Opon Ha
nybnukaumm Ha KynTypHa TemaTtuka 3a To3u nepuof e 375. PasnpeneneHneto um no roauHu e:
2008 r.— 109, 2009 r. — 123 n npe3 2010 r. — 125, a no TemaTu4HM obnacTu e criegHoOTO: KynTypa,
obpasoBaHune n meguun — 118 nybnukauun; nutepaTtypa n U3KycTBO — 75 nybnukaumm; kuHo — 54
ny6nukaumm; mysumka — 38 nybnukawummn; KynTypHO-MCTOPUYECKO HacneacTBo — 72 nybnukauumu.

Mopo6GHa kaTeropusauums Ha nybnvkauumMTe OTKPOsiBa, OT e4Ha CTpaHa NpobrnemMHuTe obnacTi Ha
GankaHckMs UMUK B KynTypHaTa cdepa, a oT Apyra AaBa Bb3MOXHOCT a 6baaTt nsseaeHn Ha
npefeH nnaH NonoXWUTENHUTE YepTu B HSAKOS OT MocoyveHuTe obnactu. Taka Lie Moxe aa ce
OTKPOSIT SICHO MPOMYCKATE W HeraTMBuMTe MO OTHOLIEHME Ha obpasoBaHMETO M paboTaTa Ha
MeAMUTe, HO CbLUO Taka M GnaronpusaTHUTE Bb3MOXHOCTU 3a (POPMMPAHETO HA aBTEHTUYEH
GankaHCcKku KynTypeH UMUIX.

PasnpegeneHuneTo Ha nybnukaumnte no ctpaHu e cregHoto: Covpbus — 74, CeBepHa MakeaoHus
— 47, PymbHus — 37, AnbaHusa — 40, bocHa n XepuerosuHa — 58, Bwnrapus — 15; YepHa ropa —
13; CnoBenua — 10; Typums — 3; XbpBartcka — 13; KocoBo — 14; bpuusa — 3; obLio 3a bankaHuTe
— 30. AHanuabT He obxBalia nybrnvkauuuTe, CBbpP3aHW C penurmo3HaTa TemaTuka, Tbi KaTo
cnegga ga 6bvaat npegmeT Ha OTAENHO crneumanM3MpaHo uacrneaBaHe.

Cnepn aHanusa Ha cbbuTuATa, decTMBanuTe M CbTPyOHWYECTBATA B PAMKUTE Ha PasfuyHK
KyNTYpHWU NpoekTn Ha BankaHute, oTpaseHu B pybpukute 3a obpasoBaHve, Megun, nurepaTypa,
KMHO, My3UKa 1 KyNnTypHO-UCTopmyecko HacneacTso Ha noptana Le Courrier des Balkans, moxem
[0a HarnpaBuM CregHUTE HAKONKO OCHOBHM U3BOAa:

. MHTepHeT canTosBe, nopTtanu (BepTVIKaJ'IHI/I n XOpI/I3OHTaJ'IHI/I), counanHm mMmpexu,
cneunanm3npaHum OHNavH OlnNeTMHNn n OoTOENHU €N1eKTPOHHU CTpaHuMuUn Ha
pas3nnyHn nHnumaTmnem aaBat Bb3MOXHOCT 3a pa3npocTpaHAaBaHe Ha no,qpoGHa n
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pa3HoobpasHa no xaHp MHdopMaums 3a 6ankaHckaTta KynTtypa, Koato dopmupa
onpegeneHa NonoXxutenHa npeacrasa 3a pervMoHa cpeq pasnuyHuTe nyonmku Ha
bankanute, EBpona u ceeTa.

= Bce ouwe cbulecTByBa TeEHAEHUMATA 3a KogMpaHe Ha MUTOSOMMYHM NPeacTaBun B
onosuumsTa bankaHun — EBpona. B pasrnegaHute KMHO U nUTepaTypHUM TBOpOMU
BbankaHuTe ca cuTynpaHu kaTo NPOCTPaHCTBO, B KOETO NMNYHUAT N360p € YaCcTUYHO
orpaHuMyeH, a 4oBellkaTa cBoboga e NMMUMTUpaHa OT OOLIECTBEHU HOPMU W
npeapascbabun. ToBa OO M3BECTEH CTeneH MpuaaBa Ha pervoHa cTaTyT Ha
OTHOCUTESNHO KOHCEPBATMBHO MSICTO, B KOETO OOMWHUPAT KONEKTUBUCTUYHUTE
obulecTBa.

= [lonuTusanpaHeTo Ha 0OankaHCKUTe HauuoHanHUTE MWUTOBE WU  CXOOHUTE
MUTOMNOMMYHN  paskasn, HauMoHanHM UCTOpWUWM, uaen 3a MNONUTUYECKO,
MKOHOMUWYECKO W KyNTYpHO pas3BuTUEe, Ce MpeBpbllaT B MHCTPYMEHTU Ha
nonutMdeckata 6opba W cb3gaBaT NpearnocTaBkM 3a KOHMMUKTHOCT, 3apaau
reorpadpckata u KyntypHaTa KpbCTOMbTHOCT B AbpXKaBUTE B PErMOHa.

»  OOLWHOCTHMAT XapaKTep Ha pernoHa, KomTo ce odhopmsi He camo OT reorpadckaTta
6GnM30CT Ha CTpaHuTe, a U OT CXOOHOTO WMCTOPMYECKO, COLMArHO U KynTypHO
pasBuUTME W NPETbPMNEeHN BIUSHUSA, NO3BONSIBA Aa Ce KOHconuMaupa eauHHa
GankaHcka KynTypa, KosiTo MMa CBOUTE crneuudukn B OTAENHUTE OAbpXKaBy.

= KuHOTO 1 NuTepaTypaTta OT pernoHa creaBaT cxodHa CloXkeTHa NUHKS. MNocTaBeHu
Ca aKueHTU BbpPXy TPaBMaTUYHOTO MMHANO Ha BOEHHUTE KOHMMMKTH,
CbNbTCTBALWM pa3nagaHeTo Ha HOrocnaeusi, BbpXY TEXKUTE PENPECUBHU MepKu
Mo Bpeme Ha KOMYHUCTUYECKUTE PEXUMU U NCUXONOrMYECKUTE N EMOLIMOHANHNTE
nocneauum ot TAX BbpXy OTAenHaTa Nn4YHocT. B nybnukauunte Ha noprtana ToBa
He ce OTpassiBa C HeraTMBHa Harnaca, a ce pasrnexga kato pasBuTMe Ha
KPUTUYHUA MOTeHUMan Ha nutepatypata M KMHOTO, B KOMTO KaTo TBOPYECKM
obnactn crnega ga Obaar cnodensHM W pasncKBaHW Te3n npobnemu.
CuTynpaHeTo UM B MOMETO Ha KynTypaTa U MHTepnpeTauusata UM Ypes U3KyCTBOTO
€ OnuT 3a npeodorisiBaHe Ha NpeapascbabUMTE M Ha TEXKUTE eMOLMOHarHu
CMOMEHMN.

» bBankaHckaTta TpaguuMoHHa (POSKIopHa My3nka € CUMBOJSIEH M3pa3 Ha JyXOBHUS
KyNnTypeH CcuHTe3 B pernoHa. Ts npeTbprsiBa cBosiTa MeTamopdo3a B
TBOPYECTBOTO Ha MNaguTe My3uKaHTU U NOA BIUSIHUETO Ha MOOEPHUTE CTUIOBE
CYWHT, MbHK, POK 1 Ce NpeBpbLya B cBOeobpaseH ,nocnaHuk® Ha egHa oT oopmMuTe
Ha 6arnkaHckaTta KynTypa U3BbH npeaenuTte Ha NoslyoCcTpoBa.

= KynTypHO-UCTOPUYECKOTO HacneacTtBo Ha bankaHuTe e KynTypeH kanuTan c
BMCOKa CTOMHOCT. 3aToBa 00WMTE NPOEKTU B Tasn obrnact 6mxa vmanu ronam
NpuvHOC 3a 6BAELLOTO OPOPMSHE M NoaabpKaHe Ha MONOXUTENHUS UMUOK Ha
pervoHa B KynTypHaTa cgepa. B noprtana ce nogdeptaBa HagHaLMOHANHOTO
3Ha4YeHne Ha KyNnTypPHO-UCTOPUYECKOTO HACNeacTBO, KaKTo 3a LUMBUIN3aALMOHHOTO
pa3BUTMNE Ha pervoHa, Taka u usna Eepona.

» bBankaHcknTe abpxaBu obaye, BCce oOlLe npunaraT ,eceHumanucTkata napagurma”,
NPy KOSATO KYNTYPHO-UCTOPUYECKUTE MaMeTHUUM, apTedakTh M MeCTHOCTM ca
pasrnexgaHn kato ,CBOM®, yTBbpXOaBallM CMMBONMM CaMO Ha HauMoHanHarta
NMOEHTUYHOCT.

» [leriHocTTa Ha MeaumTe B OankaHCKMTE ObpXaBuM € OTpaseHa C M3BEeCTHa
HeraTMBHa Harnaca B OHNaWH nopTtana. B nybnukauunte, nosoBaBaly ce Ha
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roguwHuTe goknagn Ha ,Ppungbm Xayc“ m ,Penoptepu 6e3 rpaHuuun®, ce
aKueHTupa BbpXy MonAuTUYeckata W WMKOHOMWYECKaTa 3aBMCUMOCT Ha
XypHanucTMkaTa n KopynuMoHHUTE NPaKTUKK B Ta3n cdepa. bankaHckute meann
ca NpeacTaBeHW KaTo WMHCTPYMEHTWU 3a m3rpaxgaHe Ha obLecTBeHO gosepue
OKOJIO CbMHUTESHN PELLEeHNs Ha OTAENHN NAPTUM U UIKOHOMMUYECKWN TPYMnn.

= KaTo nponyck mMoxe [a ce OT4yeTe nuncata Ha BugeomaTepuanu, Kouto buxa
3acununu Bb3OENCTBMETO Ha MHGopMauuaTa M buxa CbkpaTunvM BpeEMETO 3a
HENHOTO Bb3npuemaHe. [pyr HegocTaTbk € HENPOMNOPLNOHANHOTO NpeacTaBsHe
Ha cTpaHuTe oT bankaHuTe B nopTana. B Hero He ca gocTaTbyHK MaTepmnanuTe 3a
Typuus, Kunbp, Bbnrapus, Mspuund, CnoseHus, YepHa ropa.

» KynTypHaTa gunnomauusi Kato 4acTt oT obwarta cTtpaTerms 3a nybnuyHa
OUNNoMaumsi Ha permoHa € BaXHO CPeACTBO B ABYCTPAHHUTE M MHOTMOCTPaHHUTE
MEXOyHapoOHU KyNTypHW OTHoweHuss Ha bankannte wn B EBpona. B
aHanuanpaHute case studies Ha npakTM4YeckM MNpUMNoXeHUs Ha nybnuyHa
aunnomaumsi B pernoHa, Kato Han-4ecTo cpelwaHun Habopu WMHCTPYMEHTUM Ha
nybnuyHaTa gunnomaumsi, manona3saHm ot PpaHumsa, CesepHa MakegoHus,
Copbua n bocHa n XepueroBuHa n acoumauunsa ,AnbaHms” cbC cepganuile B
Mapwux, ce oTkposiBaT OOMEHBT Ha NPOAYKTU M YCryrn B obractta Ha KynTyparta u
obpas3oBaHNeTo, N3NOXOUTE, OpraHM3MpaHeTo Ha CeMMHApU U KoHdepeHuun ¢
MEXOyHapoOoHO y4acTue, NOAAbpXKaAHETO Ha [OeNHOCTTa Ha  pasfvyHu
HenpaBWUTENCTBEHM OpPraHn3auUnn 1 KynTypHU LLEHTPOBE.

Ot aHanusnpaHute nybnukauun 82% ca nonoxutenHa, 16% c otpuuatenHa, a 2% c HeyTpanHa
Harnaca.

HanoxeHnaT oT pasnmMyHU KOMYHMKALMOHHW M3TOYHULM OoTpuuaTeneH pernoHaneH obpas npu
NOCTOSIHHA U MPOABINKUTENHA KOMYHMKaUna Moxe ga 6bae npedopmynmpaH 4o U3BecTHa cTeneH
OnarogapeHne Ha MOCTWXKeHMATa Ha 6OankaHckute TBOpuu B cdepaTa Ha KynaTypara.
PasHoobpasHnte dectuBanu, CbTpygHudecTBa, oOWM npoaykumm B cdepata Ha KUHOTO U
My3MKaTa ca camo 4YacT OT 4obpute npakTuku Ha GankaHcKns KynTypeH obmeH, KOMTo umart 1 6uxa
MOrnu ga nmat B 6baeLle NonoXUTeNHO Bb3AEeNCTBUE BbPXY MMUOXKA HA perMoHa.

Abstract

The book based on the defended dissertation for the degree of PhD is structured in three main
chapters with corresponding subchapters. In the chosen topic we focus our analysis only on the
cultural field and not on the overall image of the Balkans. The emphasis only on the cultural aspect
is made in an attempt to present the parameters of a positive Balkan image, since the image of
the region in the political, economic and social fields remains mostly negative until today.
Traditional and online European media foreground in these areas the corrupt practices of
governments and other societal and governmental institutions, the inefficiency of the justice
system, which creates the perception of disorder and impunity, manifestations of intolerance
towards different ethnic and religious groups, abuses and violations of election processes that
threaten the consolidation and development of democracy in the region.

The cultural field, for its part, opens up opportunities for establishing a positive image of both the
different countries of the peninsula and the Balkans as a regional area. These prospects for a
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favourable image can be successfully combined with the opportunities offered by online media,
because of their accessibility, their use at convenient times for users, the concentration of
information in one thematic area, presented through video, text, images, thematic links and
hyperlinks. These are excellent vehicles for providing attractive and detailed cultural information.
The traditional media do not provide enough information on the Balkans because of the specificity
of their work and the need to fit into the established agenda.

The research focuses on the image of the Balkans in the cultural field, and its subject matter are
publications on education, media, literature, cinema, music and cultural heritage in the French
news website Le Courrier des Balkans for a period of three years (2008-2010). The choice of this
portal was motivated by its specialisation in news, reports and interviews from the Balkans only,
with a focus on cultural events and initiatives in the region. On the other hand, through the website
it is possible to follow the point of view on Balkan culture of authors from regional and Western
online journalism. The positive attitudes towards Balkan culture expressed in online publications
indicate the new opportunities for developing a positive cultural image in the online landscape.

In the context of online communication, the cultural achievements of the Balkan nations in the
fields of literature, cinema, music and cultural heritage could be key elements in establishing a
positive regional image of the Balkans. In order to maintain this image in the future, it is very
important to develop long-term public diplomacy strategies for the different Balkan countries and
for the region as a whole, in which cooperation between the countries of the Balkans and with the
rest of Europe and the world is made tangible.

The first chapter provides a summary and explanation of the theories of image construction in
communication research. Attention is paid to mythologising and stereotyping in the process of
image formation. A concept of regional image is introduced, and its main characteristics are
described. In this first chapter the theories of the discourse of "Balkanism" are reviewed. This first
chapter argues for the importance of new media in the construction of national images, as well as
their impact on the globalisation of cultures and the forging of new cultural identities.

The second chapter deals with matters of public diplomacy and cultural communication and their
significance for intercultural dialogue. Public diplomacy differs from traditional diplomatic
approaches by reaching people directly. It involves a wide range of activities, such as cultural and
scientific exchanges, the granting of various scholarships, etc. On their days off, those in charge
of public diplomacy at American embassies arrange various performances of prominent American
figures and also sponsor exhibitions. To this may also be added the distribution of publications in
the local language and the keeping of American libraries open to the public. They are being "
digitised" and so virtual libraries are being created on the web. There is a growing conviction in
Europe that intercultural dialogue should be included in political strategies and also used as a tool
to promote cultural diversity and strengthen social cohesion.

Cross-cultural dialogue national approaches in Europe cover the areas of:

» Education that can outline the basis for understanding and respect for otherness.

» Youth and sport, which can facilitate the practical application of intercultural dialogue.

= Culture, as an opportunity to bridge different value systems and address different aesthetic
challenges.
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In the last decade, digital communication has significantly influenced communication patterns in
our societies and contributed to the shaping of multiple cultural identities. They are contributing to
new transnational partnerships that go beyond conventional channels of state diplomacy.

The third chapter examines the established image of the Balkan countries in the cultural sector
through the coverage of events in this area of public life in the French online portal Le Courrier des
Balkans. The cultural area is a favourable basis for building a positive image, as it offers
opportunities for cooperation between the countries and for getting to know each other. Here, as
in other areas of society, it requires governments to be persistent and to develop long-term
strategies for cultural development and cooperation, involving not only governmental and non-
governmental organisations, but also individual artists and creators. The discourse of
'‘Balkanisation' can be expanded in the direction of positive cultural practices and thus transform
or neutralise some of its negative meaning.

The following limitations are placed on content analysis:

= Only the articles in the section "Culture" are analyzed, arranged in the subtopics: literature,
linguistics, cinema, music, and heritage. Three pieces from the section "Education”, which
are also published in "Culture", and three pieces from "Media", which are also presented
in "Culture", are also included.

= The 74 publications surveyed are representative of the fields of culture, education, media,
literature, cinema, music and heritage. They have been selected to refer to specific events,
personalities, objects.

= They cover almost all the Balkan countries that find a place on the portal's page. There is
no coverage of Greece, Turkey and Cyprus.

» They are characterised by the following genre variety: informative pieces, interviews, news
reports, commentaries.

The content analysis was conducted on the following keywords: traditional and online media,
culture, regional image, identity, national myths, cultural historical heritage.

The study covers a period of three years: 2008, 2009, 2010, and the total number of publications
on cultural topics for this period is 375. Their distribution by year is as follows: 2008 - 109, 2009 -
123 and in 2010 - 125, and by thematic areas: culture, education and media - 118 publications;
literature and art - 75 publications; cinema - 54 publications; music - 38 publications; cultural and
historical heritage - 72 publications.

Such a classification of the publications highlights, on the one hand, the problematic areas of the
Balkan image in the cultural field and, on the other hand, provides an opportunity to foreground
the positive features in some of the mentioned areas. In this way, the gaps and negatives in terms
of education and media work can be clearly outlined, but also the favourable opportunities for the
emergence of an authentic Balkan cultural image.

The distribution of publications by country is as follows: Serbia - 74, North Macedonia - 47,
Romania - 37, Albania - 40, Bosnia and Herzegovina - 58, Bulgaria - 15; Montenegro - 13; Slovenia
- 10; Turkey - 3; Croatia - 13; Kosovo - 14; Greece - 3; total for the Balkans - 30. The analysis does
not cover publications related to religious issues, as these should be the subject of a dedicated
study.
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After the analysis of the events, festivals and collaborations in the context of various cultural
projects in the Balkans, covered in the education, media, literature, cinema, music and cultural
heritage columns of Le Courrier des Balkans, we can draw the following few main conclusions:

» Internet websites, portals (vertical and horizontal), social media, specialised online
newsletters and separate e-pages of different initiatives enable the dissemination of
detailed and diverse information on Balkan culture, which forms a certain positive image
of the region among different audiences in the Balkans, Europe and the world.

» There is still a tendency to encode mythological notions in the Balkans-Europe opposition.
In the cinematic and literary works examined, the Balkans are situated as a region in which
personal choice is partially restricted and human freedom is limited by societal norms and
prejudices. This to some extent gives the region the status of a relatively conservative
place dominated by collectivist societies.

» The politicisation of the Balkan national myths and similar mythological narratives, national
histories, ideas of political, economic and cultural development become instruments of
political struggle and create preconditions for conflict because of the geographical and
cultural crossroads in the countries of the region.

= The community nature of the region, which is shaped not only by the geographical proximity
of the countries, but also by the similar historical, social and cultural development and
influences undergone, makes it feasible to consolidate a unified Balkan culture, which has
its particularities in the various countries.

= Cinema and literature in the region follow a similar storyline. The traumatic past of the war
conflicts that accompanied the break-up of Yugoslavia, the harsh repressive measures
during the communist regimes and their psychological and emotional effects on the
individual are highlighted. In the publications of the portal this is not reflected with a
negative attitude, but is seen as a development of the critical potential of literature and
cinema, in which as creative fields these issues should be shared and debated. Situating
them in the field of culture and interpreting them through art is an attempt to overcome
prejudices and heavy emotional memories.

= Balkan traditional folklore music is a symbolic expression of the spiritual cultural synthesis
in the region. It has undergone its metamorphosis in the creativity of young musicians and
under the influence of the modern styles of swing, punk, rock and has become a kind of
"ambassador” of one of the forms of Balkan culture outside the borders of the peninsula.

= The cultural and historical heritage of the Balkans is a cultural capital of high value.
Therefore, joint projects in this field would make a great contribution to the future formation
and maintenance of the positive image of the region in the cultural sector. The french
website highlights the transnational importance of cultural heritage for the civilisational
development of the region and Europe as a whole.

» The Balkan countries, however, still follow the "essentialist paradigm", in which cultural and
historical monuments, artefacts and localities are seen as "their own", affirming only the
symbols of national identity.

» The media work in the Balkan countries is covered with a certain negative attitude in the
online portal. The publications, referring to the annual reports of Freedom House and
Reporters Without Borders, focus on the political and economic dependence of journalism
and corrupt practices in this sphere. The Balkan media are presented as instruments for
building public trust around questionable decisions of particular political parties and
economic groups.
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= As a omission can be considered the lack of video materials, which would enhance the
impact of the information and shorten the time for its comprehension. Another drawback is
the disproportionate representation of the Balkan countries in the portal. There is
insufficient material on Turkey, Cyprus, Bulgaria, Greece, Slovenia, Montenegro.

= Cultural diplomacy as part of the overall public diplomacy strategy of the region is an
important tool in bilateral and multilateral international cultural relations in the Balkans and
Europe. In the analysed case studies of practical applications of public diplomacy in the
region, the most common sets of public diplomacy tools used by France, North Macedonia,
Serbia and Bosnia and Herzegovina and the Paris-based Albania Association are
highlighted as the exchange of cultural and educational products and services, exhibitions,
the organisation of seminars and conferences with international participation, the support
of the activities of various NGOs and cultural centres.

Of the analysed publications, 82% were positive, 16% negative and 2% neutral. The negative
regional image imposed by various communication sources can be reshaped to a certain extent
by the achievements of Balkan artists in the field of culture, under constant and continuous
communication. The various festivals, cooperation, joint productions in the field of cinema and
music are among the good practices of the Balkan cultural exchange, which have and could have
in the future a positive impact on the regional image.
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CTATUMX N AOKNAAOWN, NYBNUNKYBAHU B HAYYHU U3OAHUA, PEPEPUPAHMU
N MTHOEKCUPAHU B CBETOBHOU3BECTHU BA3U OAHHU C HAYYHA
MHOOPMALUA

ARTICLES AND RESEARCH PAPERS PUBLISHED IN SCIENTIFIC JOURNALS,
REFEREED AND INDEXED IN WORLDWIDE DATABASES

Angova, S., Tsankova, S., Ossikovski, M., Nikolova, M., Valchanov, I. (2020). Mapping
Digital Media Content. In: Ahram, T. (eds) Advances in Atrtificial Intelligence, Software and
Systems Engineering. AHFE 2019. Advances in Intelligent Systems and Computing, vol 965.
pp. 233—-238, Springer, Cham. https://doi.org/10.1007/978-3-030-20454-9 23

Pe3rome. B cTtatnsita ce nskassa npeanonoXxXeHNETo, Ye pasfnnyHy HOBOMOSIBUNM ce/NosiBABaLLM
ce XypHanuctnyeckn dopmu oborataBaT CbAbpPXKaHWETO Ha OHManWH MeauuTte. ABTopuTe U
onpeaensT KaTo MHOBATUBHW TEKCTOBMW, ayaAno, BU3yanHn n/mnvm BuAeo TEXHWKM 3a NpeacTaBsiHe
Ha XypHanuctudecka npoaykuud. Kato uscneasaT AUMMTaNHOTO CbhbAbpXKaHWe Ha AecKTon u
MOBUNHW NNaTopMK Ha MeannHU opraHu3aunn, asTopute naeHTuduumpat 15 "xubpngHmn" n 9"
aBTeHTU4YHKU" HOBM POPMU Ha CbObPXKaHWe U NpeanaraT NPOeKT Ha kapTa B TabnuyeH opmar 3a
TAXHaTa krnacudukauus.

Knro4yoBu AyMU: QnUrnTarnHo CbabpXXaHue, OHNarH Megun, KapTorpaQ)MpaHe Ha CbAbpPXXaHUNETO.

Abstract. The paper suggests that a variety of newly emerged/emerging journalistic forms have
enriched online media content. The authors define these as innovative textual, audio, pictorial,
and/or video techniques for presenting journalistic production. By examining digital content across
both desktop and mobile-based platforms of media organisations, the authors identify 15 ‘hybrid’
and 9 ‘genuine’ new content forms and suggest a draft table-format map for their classification.

Keywords: Digital content, Online media, Content mapping.

LlaHkoBa, C., AHroBa, C., HukonoBa, M., BbnuaHos, WU., Bbnkos, WU., MuHes, I". (2023).
MepguinHaTta rpamoTHOCT M yuutenute. B: cn. [eparoruka®, T. 95, 6p. 3, 2023, c. 321-332.
W3ga. ,A3-6ykun®, https://doi.org/10.53656/ped2023-3.03

Pe3rome. MeauniiHaTa rpamMOTHOCT € eHa OT KIYOBUTE KOMMETEHTHOCTM Y YMEHUS 3a XUBOT U
pabota npe3 XX| Bek. O6pasoBaHMeTO Mo MeauiHa rpamoTHOCT e obpa3oBaHue npes Lenus
XMBOT, HO OT 0COBEHO BaXXHO 3HadeHWe e TO [a 3arnoyHe OT paHHa JeTcka Bb3pacT, Aa 6bae
NPOABLIDKEHO M HaarpageHo B CpefHOTO U BUCLIETO obpas3oBaHMe C YyCUnusitTa Ha BCUYKM
dopmanHn 1 HedpopManHM MHCTUTYLMU M opraHmsaumu. Hay4yHou3creqoBaTernckUAT ekun oT
kategpa ,Meauu n obwecteeHn komyHukaumun“ B YHCC B npoabrmkeHne Ha Tpu roguHn pabotu
Mo npoekTa, MOCBETEH Ha ObydUTernHUTE MpakTUKM MO MeAMWHa rPaMOTHOCT B cpefHuTe u
BMCLUIUTE yyunuwia B bbnrapusa. BaxHa yacT OT M3cneaBaHeTO e aHanu3bT Ha pesyntatute oT
aHKEeTHOTO Mpoy4yBaHe cpepn yunTenute, npoesegeHo B nepuoga 07.01.2022 — 23.02.2022 r. B
nnatgopmata Microsoft Forms, B koeTo ydactBaT 534 pecnoHgeHTW. AHkeTaTa nokassa, 4ve
npenogasaTtenute pa3bupart BaXHOCTTa M 3HAaYEHUETO Ha MeaunHaTa rpamMoTHOCT, UHTerpupart
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BaXXHU TeMU, CBbP3aHU C HeA, B NnpoLeca Ha o6yquV|e Nno pas3siMvyHu npegmeTn, HoO U UMaT HyXaa
OT NnoBuLlaBaHe Ha KBaJ'IVI(*)I/IKaLI,I/IFITa 3a npenogaBaHe Ha MeaunnHa rPaMoOTHOCT.

Knro4yoBu aymmu: meguinHa rpamMoTHOCT, yunTenu, cpegHo obpasoBaHue, negarorvka.

Abstract. Media literacy is one of the key competencies and skills for living and working in the
21st century. Media literacy training is a life-long process, but it is of particular importance that it
starts from early childhood, is continued and built on in secondary and higher education with the
efforts of all formal and informal institutions and organizations. The research team from the
Department of “Media and Public Communications” at the University of National and World
Economy has been working on the project dedicated to media literacy training practices in
secondary and higher schools in Bulgaria for three years. An important part of the research was
the analysis of the results of the survey among teachers, conducted in the period 07.01.2022 —
23.02.2022 via the Microsoft Forms platform, in which 534 respondents participated. The survey
showed that teachers understand the importance and significance of media literacy, integrate
important related topics in the learning process of various school subjects, but also need to improve
their qualifications for teaching media literacy.

Keywords: Media Literacy, Teachers, Secondary Education, Pedagogy.
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CTATUUN N AOKNAAWU, NYBJNINKYBAHU B HEPE®PEPUPAHU CNUCAHUA C
HAYYHO PEUEH3UWPAHE U NYBJINKYBAHU B PEOAKTUPAHU
KONEKTUBHU TOMOBE

ARTICLES AND PROCEEDINGS PUBLISHED IN NON-REFEREED PEER-
REVIEWED JOURNALS OR PUBLISHED IN PEER-REVIEWED EDITED
VOLUMES

Nikolova, M., Angova, S., Valchanov, I, Valkov, I., Zlatkova, V., Valcheva, K., Marinkova,
B. (2022). Bulgarian Public Administration’s Social Media Communications Strategies
During COVID-19 Crisis. In: Jay Kalra and Tareq Ahram (eds) Global Issues: Disease
Control and Pandemic Prevention. AHFE (2022) International Conference. AHFE Open
Access, vol 24. pp. 55-62, AHFE International, USA. http://doi.org/10.54941/ahfe 1001359

Pe3rome. MmobanHoTo pasnpocTtpaHeHne Ha COVID-19 npomMeHs KOMYHUKaLMOHHUTE NPaKTUKK
He camo Ha Ou3Hec opraHusauumMTe, HO W Ha ObpXaBHUTE UHCTUTYUUKU. 3a ObpkKaBHaTa
afMVHUCTpaUMsa Bb3HUKBAT MHOXECTBO KPU3UCHW CUTyauun, KOUTO ca eHOBPEMEHHO
crneunuyH U N3MCKBaLLM KOOPANHUPAHE Ha KOMYHUKALMOHHUTE OeNCTBUSA C MECTHUTE BriacTu 1
CBbp3aHUTE C TAX MUHWUCTepcTBa. Ekcneptute no nybnuvyHM KOMyHUKaLWUW B CTPYKTYpuUTe Ha
ObpXaBHaTa agMUHUCTPaLMS OCbLLECTBSABAT BPb3KM C Meauute, U3rpaxaaHe Ha OTHOLLEHUS C
HernpaBuUTENCTBEHW OpraHu3auun 1 NpeacTaBUTeNny Ha rpaxaaHcKMs CekTop, opraHusmpaHe Ha
BM3UTK, KOOpAMHAUMSA C AOpyrM MHCTUTYumn. B pesyntaT Ha naHgemudHaTa kpusa, [P
crneunanncTUTe U KpU3UCHUTE MeHUIXKbpWU TpsbBalwe [Aa pasBuAaT OUrUTanHu yMeHus U
KOMMeTeHLMM 3a CTpaTernyecko nnaHupaHe n oHnavH nyonmyHa KoMyHUKaLus.

Len: Lenta Ha u3cnegBaHeTo € Aa Cce aHanmavMpa WHgopMauuoHHaTa MHGPACTpPyKTypa Ha
ObnrapckuTe MHCTUTYUMM NO BpemMe Ha naHgemusaTa. MacnegBaHeTo Mma 3a uen: 1) ga
npegoctasn MHopmauusa 3a npakTudeckute npegussukatenctesa npeg [P ekcneptute npu
pa3paboTBaHETO M NpuUnaraHeTo Ha OHMTANH CTpaTerMn 3a KPU3ncHa KOMyHMKaumsa B coumanHmite
Meauu; 2) ga Hanpaewu nperneq Ha Ka4yecTBOTO M KONMMYECTBOTO Ha NyOnNmnKyBaHOTO CbAbpXKaHue
BbB Facebook npodmnute Ha abpxaBHaTa agMuMHUCTpaums; 3) Aa NpeacTaBu KOHUenTyanHa
pamMKa 3a KadeCTBOTO Ha KOMYHWKAUMOHHWUTE cTpaTerMm Ha nybnuyHata agmMuHucTpauusa no
BpEME Ha Kpu3a.

Memodosnozus: MeTogonorusita Ha U3cneaBaHeToO ce OCHOBAaBA Ha KAYECTBEHU U KONMYECTBEHU
mMeToau: 1) aHanuaupaHu ca TeopeTUYHM U3TOYHMLUU U M3cnedBaHusa 3a ocobeHocTuTe Ha
KOMyHMKauudaTa B CTPYKTypuTe Ha nybnuyHata agMUHUCTpauUMs, KpusMcHaTa KOMyHUKauus B
nybnnyHaTa agMumHUCTpaums; 2) 4Ypes meToda aHanm3 Ha cnydanm (case study) e HanpaBeH
KayecTBeH aHanu3 Ha oduumanHuTe derncbyk npodunu Ha 17 mMuHUCTepcTBa U OOLWUHYK; 3)
npoBeeHO e NpeaCcTaBUTENHO eMNUPUYHO u3cneaBaHe cbe 182 cneumanuctu No KOMyHUKauus,
paboTeln B 6bnrapckata nybnuyHa agMuHucTpaums: iscneasaHeTo uaeHTuduLmpa Ham-4ecto
cpellaHuTe KpWU3UCHWM cuTyaumu, npeaus3BuMkaHu OT naHaemusTa, W cuctemartuaupa
TpagULMOHHUTE M OHMaH KOMYHUKaLUMOHHU TEXHUKN. PedyntaTnte oT uacneasaHeTo obobuasaT
TpUTe eTana Ha yrnpaBreHuMe Ha KpusmcHaTa KOMyHukauus: 1) npegsapuTenHa noAroToBka
(npeakpuaunceH nepuon); 2) asa Ha KpusaTa u peakuns; 3) cneakpmusmceH Nepuoa.
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OzpaHu4eHus1 Ha u3crniedeaHemo: HaweTto wuscnegBaHe obxBalla CaMO CTPYKTypuTe Ha
ObpXaBHaTa agMuHucTpaumst B bbnrapusa. MNepnogbT Ha aHanms Ha cnyyanm € mapT - AEKEMBPU
2020 r., korato B bbnrapus e 06saBeHO N3BBHPEAHO NOMOXEHNE. BbNPOCHMKBLT € pasnpocTpaHeH
camo cpef crneumanmncTi No KOMyHMKauumn B OBLLMHCKN U Obp)KaBHU CTPYKTYPU, 3a A4a Ce NOCTUrHe
MaKkcrMMarnHa TOYHOCT Npu OTrOBOPMUTE Ha creumann3npaHuTe Bbpocu.

OpuzuHanHocm: ToBa e NbpBOTO U3creaBaHe B bbnrapusi, KOeTo 0TkposiBa 4OOPUTE NPaKTUKK
N neduumMTUTE B KOMYHUKALIMOHHUTE CTpaTerMm Ha 6GbnrapckuTe MHCTUTYLMK MO BPEME Ha Kpu3a.

,[{ucxycun: I'IpquBaHeTo noctaBd u3cnenoBaTesiCKM BbMNpocKu 3a OHnavH KOMYHUKaUNOHHUTE
CTpaTtermmn Ha 6'bﬂrapCKVITe MHCTUTYUMM NO BpemMe Ha naHgemMudata u 3a JurutarnHute
KoMneTeHunn Ha KOMyHMKaunoHHUTe cneuynanncTtn B ny6anHaTa agMUHNCTpPaLUunA.

3aknroyeHue: PeructpupaHn ca neduuntyv Mo OTHOLUEHME Ha cTpaTerMmMTe 3a OHManH
KOMYHUKaLUS - NIMINCBa SICHO MAEHTUdULMPaHe Ha 3aMHTEePeCcoBaHNTE CTPaHU U YA3BUMUTE rpynu,
KayeCTBOTO Ha Cb3[a[eHOTO OHMNalH CbAbpXXaHNe e HUCKO, a B peauLia UHCTUTYLMX TO NUIcBea.

Knro4yoBu AyMU: Kpu3amcHM KOMyHuKauunu, coumarnHn meguu, ny6n|/|qHa agMUHUCTpPaUuA.

Abstract: The global spread of COVID-19 transforms the communication practices not only of
business structures, but also of state institutions. Numerous crisis situations arose for the public
administration, which were both specific and requiring coordinating communication actions with
local authorities and related ministries. The experts in public communications in the structures of
the state administration carry out relations with media, building relations with non-governmental
organizations and representatives of the civil sector, organizing visits, coordination with other
institutions. Following the pandemic crisis, PR professionals and crisis managers had to develop
digital skills and competencies for strategic planning and online public communication.

Purpose: The aim of the study is to analyse the Bulgarian institutions crisis communication
infrastructure during the pandemic. The study aims to 1) provide information on the practical
challenges for PR experts in designing and implementing online crisis communication strategies
on social media; 2) to review the quality and quantity of the published content in the Facebook
profiles of the state administration; 3) to present a conceptual framework for the quality of the
communication strategies of the PA during a crisis.

Methodology: The research methodology is based on of both qualitative and quantitative
methods: 1) theoretical sources and research for peculiarities of the communication in the
structures of the public administration, crisis communication in the public administration are
analysed; 2) by the method of case study a qualitative analysis of the official Facebook profiles of
17 ministries and municipalities was made; 3) a representative empirical study was conducted with
182 communication specialists working in the Bulgarian public administration.Findings: The study
identifies the most common crisis situations caused by the pandemic and systematizes traditional
and online communication techniques. The results of the survey summarize the three stages of
crisis communication management: 1) preliminary preparation (pre-crisis); 2) Crisis phase and
response; 3) post-crisis period.

Research limitations: Our study covers only the structures of the state administration in Bulgaria.
The period of case analysis is March — December 2020, when a state of emergency was declared
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in Bulgaria. The questionnaire was distributed only among communication specialists in municipal
and state structures to achieve maximum accuracy in answering specialized questions.

Originality: This is the first study in Bulgaria that highlights good practices and deficits in
communication strategies of Bulgarian institutions during crisis.

Discussion: The study raises research questions about the online communication strategies of
the Bulgarian institutions during the pandemic and about the digital competencies of the
communication specialists in the public administration.

Conclusion: Deficits have been registered in terms of online communication strategies - there is
no clear identification of stakeholders and vulnerable groups, the quality of the created online
content is low, and in a number of institutions it is missing.

Keywords: crisis communications, social media, public administration.

AHroBa, C., HukonoBa, M., BbnuaHoB, U. (2021). luHamMMKa Ha KOMYHWUKaLUWOHHUTE
npochecuu n komneteHuuun. B: Muxannos, H. (cbcT.) KomyHukauyunte Ha XXI Bek — HoBaLmu,
npeaun3BMKaTencTBa U TeHOaeHUMn, YHuBepcuTeTcko nsgarencrtseo ,,Cs. Kn. Oxpuackun®, c. 158—
167. ISBN: 978-954-07-5396-6

Pe3rome. B 1031 TekcT nageHtugmumpame Hactosilmsa npodecrMoHaneH npodun Ha 3aeTnte B
CeKTopa Ha KOMyHUuKauuuTe XypHanucTu, NP ekcneptn n peknammctn. OCHOBHUAT apryMeHT e,
Ye BbBEXOAHETO Ha TeXHONormmMTe BOAM OO0 NpegeduHUpaHe Ha eKkcnepTHUs npodun Ha
KOMYyHuKaTopuTe. BbB BCsika OT Npodecunte ce N3BbpLuBaT rorieMm TpaHcgopmaunm — nosissiBat
ce HoBM npodecuoHanHu ponmM W M3UCKBAHUSA, 3a KOUTO Ca HYXXHW YCbBbpLIEHCTBAHMU
KOMMeTeHUMM, KOUTO ca pasrfiedaHn OT rnegHa Toyka Ha TEeXHONOMMYHUTE KOMMEeTEHLMM,
NnoBecTBOBATESNIHUTE U CTpaTerMyeckuTe KoMneTeHUuun. AHann3bT HA HA OTBOPEHUTE MOo3nUUKN B
yebcanToBe 3a TbpceHe Ha paboTa nokassa, Y€ M3NCKBAHETO 3a KOHBEPreHTHU KOMMETEHUUN He
BOAM 00 3anMyaBaHeTo Ha BCEKWU OTAerneH KOMYHMKALUMOHEH CEKTOp, HO U3aura Te3n CEKTopu Ha
HOBO HMBO Ha TEXHOMNOIMYEeH pa3kas 6e3 aa obesnnyaBa TsixHaTa aBTOHOMHOCT M coLparHa porsi.

KnoyoBM Aymu: KOMyHMKAUMSl, >KypHanuMCTMKa, BPb3KM C OOLLECTBEHOCTTa, peknama,
KOMYHVKAUMOHHW  KOMMETEeHUMWN, NPOeCcUoHanHn posnu, OJTBKHOCTHU  XapakTepUCTUKK,
npodecroHanHa NaeHTUYHOCT.

Abstract. In this text we identify the current professional profile of those employed in the
communications sector — journalists, PR experts and advertisers. The main argument is that the
introduction of technology leads to a redefinition of communicators' expertise. There are major
transformations going on in each of the professions — new professional roles and requirements
appear that demand advanced competences, which we have examined from the point of view of
technological competencies, narrative competencies, and strategic competencies. Our analysis of
open positions in job search websites has shown that the requirement for convergent competences
does not lead to the deletion of each individual communication sector but elevates those sectors
to a new level of technological narrative, without depersonalizing their autonomy and social role.

Keywords: communication, journalism, public relations, advertising, communication
competencies, professional roles, job descriptions, professional identity.
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Hukonosa, M. (2018). KpusucHuaTt PR B enoxaTta Ha noctuctuHa. B: Meaum n noctnctmHa.
Meann n komyHukauumn Ha 21 Bek, Tom 2. Bp. 1, U3a. BenukoTbpHOCBCKU yHUBepcuTeT “CB.
cB. Kupnn n Metognin”, c. 85-90, DOI: https://doi.org/10.54664/WJFS3953

Pesome. Cratmata oyepTaBa HAKOM OT NpegusBUKaTencreaTta, ¢ kouTo ce cbnbceksat PR
ekcnepTute B paboTata cu B Taka HapedeHaTa "epa Ha panmsuMTe HOBMHKU", AOMWHMpPaHa OT
aesnHdopmaumuaTa n HeobxoguMoCTTa OT NpPoBepKa Ha dakTuTe, Ny6NMKyBaHN B counanHuTe m
TpagnumoHHnte megmn. OCHOBHaTa Te3a Ha TeopusiTa 3a o6LecTBEHOTO goBepue Ha [toHTep
BeHTene ce nsnonsea 3a ohopMsiHe Ha OCHOBHAaTa naesd 3a nuncaTta Ha 4oBepue B MeAUNTE KaTo
uano. Hakom ot 3akntoveHmsaTa My, HanpaseHu npe3 90-Te roguHu Ha XX BEK, Ca CXOOHU C
pesyntatuTe, 06obweHn gHec B ABa goknaga: ,Joknaa 3a cbCcTosHMeTo Ha meammTte” Ha Cision
(2017 r.) n ,bapomeTbp Ha posepueTo* Ha Edelman (2017 r.). B cTtatnsaTta ca npeacraBeHu u
HSIKOSKO Ka3yca, CBbp3aHK C pa3npocTpaHEeHNETO Ha dhanLinBmy HOBUHW, KOUTO YPOHBAT NPeCcTmxa
N penyTtaumaTa Ha 3acerHatuTte komnaHum (Pepsi Co, New Balance, Ferrero Croup). lNoctass ce
BbMNPOCHLT 4O KakBa CTEMEH MOXEM [da roBOpUM 3a ynpasrfieHuMe U cTpaTernm 3a kopnopaTtmBHa
KOMYHMKaLusA B epata Ha NOCT-UCcTnHaTa u ganu 6u 6mno no-ymMecTHO Aa ce BKNo4YM cTpaTterus 3a
yrnpaBfeHne Ha CyXOBETE B apceHarna Ha ctpaTerndara 3a kopnopaTuBHa KOMYHMKaLMS, KOrato
AaneHa Kopnopaums Tpsbea Aa pearvpa Ha danmnea HOBMHA B epaTta Ha NocT-ucTuHara.

Knro4yoBu AyMU: NOCTUCTUHA, KPUINCEH PR, BPBb3KM C MeOunn, kKopnopaTtnBHa KOMyHUKaLIUA.

Abstract. The paper outlines some of the challenges that PR experts are facing in their work in
the so-called ,Fake News Era”, dominated by misinformation and the need for verifying the facts
published in social and traditional media. The main thesis of Gunter Bentele’s theory of public trust
is used to frame the basic idea about the lack of trust in the media in general. Some of his
conclusions drawn in the 1990s, are similar to the results summarized today by two reports:
Cision’s ,State of the Media Report” (2017) and Edelman’s , Trust Barometer” (2017). The paper
also presents a few case studies, related to the distribution of fake news that damage the prestige
and the reputation of the affected companies (Pepsi Co, New Balance, Ferrero Croup). It poses
the question about the extent to which we can talk about corporate communication management
and strategies in the post-truth era and whether it would be more appropriate to include a Rumour
Management strategy in the corporate communication strategy arsenal when a corporation needs
to react to a piece of fake news in the post-truth era.

Keywords: Post-Truth Era, Crisis PR, Media Relations, Corporate Communication.

Hukonosa, M. (2017). Npeaun3sukatenctea npea NP B epaTta Ha hanwmBuTe HOBUHU. B:
BbowHakosa, [1., CtosiHoB, P., Xpuctoea, E. (pea.). CBobogata Ha cnoBoTo B gurMtanHara
enoxa, XIX JlatHa wkona no MNbonuk PunenwsHe, HBY, c. 52-59. ISBN: 978-619-233-187-0.

Pe3slome. Temata Ha HacTosAWMA TEKCT ce KOHUEHTpUpa B CbAbpXaHUMETO CU BBPXY
B3aMMOOTHOLLUEHNATa Mexay MP cneuwanuctn, XypHannctm n meaun. [oknagbT ce onutBa Aga
o4yepTae OCHOBHUTE npeamn3BuKaTerictea, C KOUTO MNP cneumanucTute ce cbnbekeaT B eparta Ha
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T.Hap. ,anwmeu HOBNHW", Ae3MHOPMMPaHETO M HyXKaaTa OT NpoBepsiBaHe Ha hakTuTe He caMo
B COLMAnNHUTE Meaun 1 MpeXxu, Ho U B TpaauULNOHHMUTE Meann. 3a paMKupaHe Ha OCHOBHaTa naes
e npeAacTaBeHa CbLUIHOCTTa Ha TeopusiTa 3a AeTepMuHauusita Ha bapbata BepHc u Tasu 3a
noBepueTo Ha MoHTep BeHTene. [1o M3BeCcTHa CTeneH TEXHUTe OCHOBHM M3BOAM Ce NOTBbpXaaBaT
N gHec oT ABa Aoknapga - State of the Media Report n Trust Barometer Ha Edelman. B TekcTa ca
pasrnegaHn [OBa npumepa: eauvHUAT npeacTaBs npobnemMute C¢  annBuTe HOBUHU B
KopnopaTuBHUSA CBAT, a APYrusaT gobpa moes — gurntanHa nnatgopma 3a OonTUMMU3MpaHe Ha
Bpb3kMTe Mexay NP cneumanuct n XypHanmcTu.

Kno4yoBu aymu: gosepve B Meaun, Ka4eCTBEHO CbAbpXXaHME, MUKPO TapreTupaHe, Tesa 3a
aeTepmuHauuaTa, anwmem HOBMHU, aKTU, MbOMAMK PUNENLLBHC 1 Meaun.

Abstract. The topic of this text focuses on the relationship between PR professionals, journalists
and the media. The report tries to outline the main challenges that PR professionals face in the
era of so-called ,fake news", misinformation and the need to verify the facts not only in social media
and networks, but also in traditional media. To frame the main idea, the essence of Barbata Burns's
theory of determination and that of Giinther Bentele's trust is presented. To some extent, their main
conclusions are confirmed today by two reports — the State of the Media Report and the Trust
Barometer by Edelman. The text examines two examples: one presents the problems of fake news
in the corporate world, and the other a good idea — a digital platform for optimizing the links
between PR professionals and journalists.

Keywords: trust in media, quality content, micro targeting, thesis for determination, fake news,
facts, public relations and media.

Angova, S., Ossikovski, M., Tsnakova, S., Nikolova, M., Valchanov, I. (2020). Using Visual
Content for Successful Communication Management. In: Valkanova, V., Eftimova, A,
Mihaylov, N., Petrova, T., Efromov, E., Kalinov, K. (edt.) Communication Management: Theory
and Practice in the 21st Century. Sofia University St. Kliment Ohridski, pp. 186—196. E-ISBN-
13: 978-619-7567-04-5,Print-ISBN-13: 978-619-7567-03-8

Pe3lome. B cratusita ce pasrnexgaT HOBMTe opMaTyM Ha BM3yarnHO CbAbpXaHWE OHMaNH.
ABTOpUTE TBBLPAST, Ye BU3yanuanpaHaTta nHdopmMauusi oboratsisa KakTo TpPaaMLMOHHUTE, Taka U
HOBWUTe BMAOBE Megun. KaTo pasrnexgar OHnamH BM3yanHOTO CbAbpXaHue 3a uenute Ha
KOMYHUKAUNOHHNSE MEHNOXMBHT (KM) B 4acTHOCT, aBTOpUTE MOKa3BaT Kak W3Mon3BaHeTo Ha
"KynTypeH codyep" ooBexaa OO nosiBaTa Ha cepus OT MHOBATMBHW hopMaTtu 3a BU3yarnHo
cbabpxaHue. B Ta3n Bpb3ka cratusita maeHTuduumMpa u cnep ToBa kaptorpadmpa HSAKOMKO
"xubpungHn", a cnep ToBa U "UCTUHCKU bopmMmn" OT TO3M BUA,.

Knro4yoBu AyMu: KOMYHUKAaUUOHEH MEeHUIKMBbHT, BU3yallHO CbAbpXaHue, JurntarnHo
CbAbpiXKaHNe.

Abstract. The paper discusses new online visual content formats. The authors suggest that the
vusualised infrmation has enriched both traditional and new types of media. By examining online
visual content for the purpuse of communication management (CM) in partucular, the authors
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demonstrated how the utilisation of ,cultural sofware’ gives rise to the series of inovative visual
content formats. In this regard, the paper identifies and then maps several ,hybrid* and then
,genuine forms* of this kind.

Keywords: communication management, visual content, digital content.

Hukonosa, M. (2018). MNoaabpxaHe Ha OHNaWH penyTauus Yype3 6paHA XXypHanucTuka. B:
AHroBa, C., Ctonkos, J1., Togopos, I1., Xpuctos, W., LlaHkoBa, C., OcukoBcku, M., Hukonoea,
M., BwvnuaHoB, W. (pen.) MegunHa cpepa, nybnuyHa u cTpaTerMyecka KOMyHUKaLMS.
MapaTtencku komnnekc-YHCC, c. 245-256, Print-ISBN-13: 978-619-232-086-7.

Pe3rome. B goknaga ce aHanuaupa v aprymeHTMpa 3HadyeHueTo Ha BpaHg xypHanucTukaTa 3a
noaabpxaHe Ha COBCTBEHU KOMYHUKALIMOHHN KaHanm ¢ kKa4eCTBEeHO KOPNopaTUBHO ChAbpXKaHUeE.
O6006LeHN ca NOHATUNHUTE OPUEHTMPU 3a ,BpaHa XKypHanucTuka®“ n e ussicHeHa Bpb3kaTa M C
OHNamH penyTaumsTa. 3a Ta3u Len e HanpaBeH OnMuT 3a aBToOpoBa TWUMororn3auus Ha GpaHa
XypHanuctukata M BUAOBETE CbAbpXaHue, KoeTo ce nybnukyBa B OHMaWH KaHanute Ha
opraHusauuute. B TekcTa ca pasrnegaHu HAKOMNKO Aobpu npumepu 3a 6paHa >KypHanuMcTn4ecko
cbabpxanme (B2C n B2B) ot Forbes, Microsoft, Intel, Adobe, Red Bull.

KnrouoBu aymu: GpaH XXypHanMcTuKa, OHnanH penyTtauus, paskasBaHe Ha UCTOPUK, COGCTBEHN
Meauu.

Abstract. The papers analyses and justifies the importance of brand journalism for maintaining
owned communication channels with qualitative corporate content. The conceptual reference
points for "brand journalism" are outlined and its relationship to online reputation is clarified. To
this extent, an original typology of brand journalism and the types of content published in
organizations' online channels is being attempted. Several good examples of brand journalistic
content (B2C and B2B) from Forbes, Microsoft, Intel, Adobe, Red Bull are discussed in the article.

Keywords: brand journalism, online reputation, storytelling, owned media.

Angova, S., Nikolova, M., Valchanov, I. (2019). Dynamics of Communication Professions
and Competencies. In: Yearbook of UNWE, Issue 1, pp. 305-320 ISSN (print): 1312-5486;
ISSN (online): 2534—8949.

Pe3stome. B 1031 TekcT naeHTMdULMpaMe HacToALWMA NpodecnoHaneH npodun Ha 3aeTuTte B
ceKkTopa Ha KOMyHUKauuuTe - ypHanucTtu, PR ekcneptu 1 peknammctiu. OCHOBHOTO TBbpAEHUE
e, Ye BbBEXOAHETO Ha TexHorormMtTe BoAW A0 npeaedVHUMpaHe Ha eKCnepTHUS OnUT Ha
KOMYHUKaTopuTe M [0 nosiBaTa Ha crneunduyHn HOoBM MpodbecuoHanHn ponu. BbB Bcsika oT
npodecmmnTe ce criydysaT CeprosHu TpaHcHopMaLUn - MOSIBABAT ce HOBU NPOdeCMOoHanHn ponm
N U3NCKBaHNS, KOUTO Ce HYXOasT OT YCbBbPLUEHCTBAHM KOMMETEHLIMN, KOUTO pasriegaxme oT
rmefiHa ToYka Ha TEXHOMNOrMYHUTE KOMMETEHLIMM, KOMMNETEHLMUTE 3a AMIMUTalNHO CbAbpXKaHue U
cTpaTernyeckuTe KomrneTeHUmn. HalumaT nokyMeHTaneH n cbabpXaTerneH aHanma Ha OTBOpPeHuTe
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nosvumm B rnobanHute yebcanToBe 3a npegnaraHe M HamupaHe Ha paboTta nokasa, ye B
KOMyHUKaUMOHHUTE npodpecunm ce Habnwopgasa cOnuwkaBaHe Ha  nNpodpecuMoHanHuTe
KOMMETEHTHOCTU U B CbLLOTO BpeMe ce 3ana3Ba npodecuoHanHaTta naeHTu4HocT. Hanmumneto Ha
KOHBEPreHTHW KOMMETEHTHOCTU He BOAM OO0 pasMmBaHe Ha rpaHuunUTe Mexay pasnuyHuTe
KOMYHMKaLNOHHM CEKTOPK, a N3aura Te3n CEKTOPU Ha HOBO HMBO Ha TEXHOMOrM4eH paskas, 6e3 aa
obeanuuaBa TAxHaTa aBTOHOMHOCT W coLmanHa pons. MacneasaHeTo nokassa 3acunsalumre ce
TeHOeHLMM NO OTHOLLEHME Ha AUMUTaNHOTO ChAbpXaHue, KOHKpeTU3npa HoBUTE NpodecnoHanHm
KOMYHMKaLMOHHM ponn 1 nogvyepTaBa eKcrepTHUTE U3NCKBaHUS Ha BusHec cekTopa.

KnoyoBM Aymu: KOMyHMKauUWs, >XYpHanMuCTMKa, BPb3KM C OOLECTBEHOCTTa, peknama,
KOMYHVKAUMOHHM  KOMMETEHUMWN, NPOeCcUoHanHn  ponu, OJTBKHOCTHU — XapakTepUCTUKK,
npodecroHanHa NaeHTUYHOCT, MPOtECUs, KOHBEPTEHLMS.

Abstract. In this text we identify the current professional profile of those employed in the
communications sector — journalists, PR experts and advertisers. The main argument is that the
introduction of technology leads to a redefinition of communicators’ expertise and the emergence
of specific new professional roles. There are major transformations going on in each of the
professions — new professional roles and requirements appear that demand advanced
competences, which we have examined from the point of view of technological competencies,
digital content competencies and strategic competencies. Our documentary and content analysis
of open positions in global job offering and finding websites has shown that in the communication
professions there is a convergence of professional expertise and at the same time preserving the
professional identity. The presence of convergent competencies does not result in a blurring of the
boundaries between the different communication sectors but elevates those sectors to a new level
of technological narrative, without depersonalizing their autonomy and social role. The research
shows the growing tendencies regarding the digital content, concretises the new professional
communication roles and highlights the expertise requirements of the business sector.

Key words: communication, journalism, public relations, advertising, communication
competencies, professional roles, job descriptions, professional identity, profession, convergence.
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NYBNUKYBAHA IFNMABA OT KONEKTUBHA MOHOITPA®UA

A PUBLISHED CHAPTER OF A COLLECTIVE MONOGRAPH

Hukonoa, M. (2019). ipoH cHuMKa. B: Axroea, C., LlaHkoBa, Ocukoscku, M., Hukonoea, M.,
BbnuaHos, W., Konaposa, M., PynaHoB, W., MuHes, I., QumuTpoBa, A. KapTtorpadupaHe Ha
OUMMTanNHOTO MeAUMHO cbabpxaHue. [MpakTukM 3a cb3gaBaHe Ha HOB MeAWEeH HapaTuB.
M3patencku komnnekc-YHCC, 2019, c. 100-106.

ISBN-13: 978-619-232-233-5

Pe3rome. B Tasu yacTt OT KONEKTUBHOTO MOHOrpadnyHo uacrnensaHe e aeuHupaHa CblLUHOCTTa
Ha OpoH dpoTorpadusaTa, onncaHo e Kora v Kbe 3anoysa ga ce U3nonssa 3a NbpBU NbT HE caMo
3a uUenute Ha WHCTUTYUMM W HayYyHW oOpraHmsaumu, HO M KaTo MnoxBaT 3a Cb3gaBaHe Ha
XYPHanMcTMyecko cbabpXaHue. B rmaeBaTta mma otaenHa MOATOYKa, B KOATO ca pasrnefaHu
kasycu oT npakTukaTa Ha BBC, National Geographic, CNN.

Abstract. This chapter of the collective monographic study defines the nature of drone
photography, describes when and where it first became used, not only for the purposes of
institutions and scientific organisations, but also as a means of creating journalistic content. In the
chapter is a separate sub-point in which case studies from the practice of BBC, National
Geographic, CNN are discussed.

HukonoBa, M. (2019). BupeouHdorpachmka. B: Avrosa, C., LlaHkoBa, Ocwukoscku, M.,
Hwukonoea, M., BbnuaHoB, W., Konapoea, M., PynaHoB, W., Muues, ., Oumutposa, A.
KapTtorpadgmpaHe Ha gurMtanHoToO MeaunHO cbabpXaHue. [pakTukM 3a cb3fgaBaHe Ha HOB
mMeaneH HapaTuB. M3gatenckn komnnekc-YHCC, 2019, c. 125-133.

ISBN-13: 978-619-232-233-5

Pe3rome. BugeouHdorpadumkuTte, KOMTO No AeuHULUA ce NPUNoKpMBaT € MynTUMeOUnHUTE
NHorpacuKkn U ¢ MHTEPaKTUBHUTE MHpOrpadmku, ca BU3yanHu npogyktn, opmMmn Ha AUrntanHo
MeOUNHO CbabpXaHue, Ype3 KOUTO, OCBEH [a Ce NPeAcTaBAT HOBMHU, MOXe fa ce paskassaT 1
nctopuun. Megum kato The New York Times, Business Insider, BBC, The Guardian v op. HanbmHo
OCb3HaBaT, Ye B epaTa Ha OHManH KOMyHuKauusiTa CTaTUYHUTE UHEOrpacukm U fIMHEAPHOTO
nogHacsHe Ha UWHopMauuaTa He BOAAT [0 MpMBNMYaAHE Ha HOBUM  ayauTOpUN.
BupeovHdporpadukmTe ca noaxoasil pecypc 3a nybrnvkysaHe B counanHute meamn, a TeMmuTe no
KOWTO HaN-4eCTo Ce Cb3[aBarT ca AaHHU OT Npoy4YBaHuns, 0BACHUTENHN NPOoLIeCH 3a KNMMaTUYHNTE
nNpoMeHun 1 HaykaTa. B Ta3n rnaBa ca onvcaHu 1 HAKOWM OT NpeaMmMcTBaTa Ha MHCTPYMEHTUTE 3a
cb3aBaHe Ha BuaeouHgorpadukn kato Canva, Visme, Venngage v gp.

Abstract. By definition, video infographics, which overlap with multimedia infographics and
interactive infographics, are visual products, forms of digital media content that can tell stories in
combination with presenting news. Media outlets such as The New York Times, Business Insider,
BBC, The Guardian and others are fully aware that in the age of online communication, static
infographics and linear delivery of information are not leading to attract new audiences. Video
infographics are an adequate resource for posting on social media, and the topics on which they




PESFOMETA HA HAYYHU TPYO,OBE / ABSTRACTS OF MONOGRAPHS, TEXTBOOKS AND

ARTICLES

are most often created are survey data, explanatory processes about climate change and science.
This chapter also describes some of the benefits of tools for creating video infographics such as
Canva, Visme, Venngage, etc.

HukonoBa, M. (2019). [lpoH BuAaeo. B: Avrosa, C., LlaHkoBa, Ocukoscku, M., Hukonosa, M.,
BbnuaHos, W., Konaposa, M., PynaHoB, W., MuHes, I., QumuTpoBa, A. KapTtorpadupaHe Ha
OUMMTanNHOTO MeAUMHO cbabpxaHue. [MpakTukM 3a cb3gaBaHe Ha HOB MeAWEeH HapaTuB.
M3patencku komnnekc-YHCC, 2019, c. 133-140.

ISBN-13: 978-619-232-233-5

Pe3rome. [JpoH B1aeoTo e cpef xmbpuaHute OpMM Ha AUMMTaANHOTO MEeAUNHO CbhAbpXKaHUe.
OpoH xypHanucTukata nogobHo Ha ApoH ¢hoTorpaduaTa AaBa Bb3MOXHOCT 3a CbbupaHe Ha
WMHopMaLUsa OT pa3CTOsiHUE M NO TO3W HAYMH MoraT Aa ce uscneagar NpUPOLHU ABMeHus, Aa ce
3acHemaT CcbbMTUA B onacHW 30HKU, Aa ce HabnwogasaT npouecu, KOUTo No ApPYr Ha4YuMH ocTaeat
HepocTbnHW. Cpef Har-NonNynsapHUTE NPUMEpPU 3a APOH XypHaNuCTUKa 1 3acHeMaHe Ha Buaea oT
pa3CcTosiHME e OTpa3siBaHeTO Ha siapeHaTa aBapus BbB Pykylimma, AnoHus, npes mapt 2011 r.
JocTbnbT 40 MACTOTO MO 3eMs U Bb3yX € HEBBH3MOXEH A0pu NeT roavHu cnef nsbyxsaHeTo Ha
peakTopuTe, a B CbLLOTO BpEME Bb3HUKBAT HAKOM CbMHEHWS OKOMo oduumanHuTe OaHHW 3a
HMBaTa Ha paauaLms, KoMTo ca 0BsiBeHM OT ANOHCKOTO NpasuTencTeo. Meanute, cpeq konto BBC,
n3nona3saTt ApPOH 3acHeMaHeTO Ha MeCTHOCTTa, 3a [a perncrpupaTt AaHHUTe W Aa M CPaBHAT C
ny6nuKyBaHUTE CTOMHOCTU OT APYrv OpraHm3aunn.

Abstract. The drone video is among the hybrid forms of digital media content. Drone journalism,
as well as drone photography, enables the gathering of information from a distance, and thus
natural phenomena can be studied, events in dangerous areas can be filmed, developments that
otherwise remain inaccessible can be observed. Among the most popular examples of drone
journalism and remote video capture is the coverage of the nuclear accident in Fukushima, Japan,
in March 2011. Access to the site by land and air is impossible even five years after the nuclear
explosions, and at the meantime there are some doubts surrounding the official data about
radiation levels that have been announced by the Japanese government. The media, including the
BBC, are using drone filming of the area to record the data and compare it with published figures
from other organisations.

Hukonosa, M. (2019). BuptyanHa peanHocTt. B: Axrosa, C., LlaHkoBa, Ocwukoscku, M.,
Hwukonosa, M., BbnuaHoBs, W., Konaposa, M., PynaHoB, W., MuHes, I., OumutpoBa, A.
KapTtorpadupaHe Ha gurMtanHoTo MeAUMHO cbabpXaHue. [NpakTukM 3a cb3fgaBaHe Ha HOB
mMeaneH HapaTtuB. M3gatenckn komnnekc-YHCC, 2019, c. 189-196.

ISBN-13: 978-619-232-233-5

Pe3rome. BupTyanHata peanHocT e cpef HoBUTe MeaninHu hopMm 3a Cb3aBaHe U NpexunssasaHe
Ha cbabpxaHueTo. B Tasm rmaBa e obsicHeHa wn pasnukata mexgy 360-rpagycoBo BMAEO,
nobaBeHa peanHoCT, BUMpTyanHa peanHoCcT M MuKcupaHa peanHocT (mixed reality). MvpBute
€KCMepUMEHTN C BUpTyarHaTta peariHoCT B XypHanucTukata u megumre ce CBbp3BaT C MMETO Ha
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Honu ge na lMNeHs (Nonny de la Pefia). MNpe3 2012 r. T9 cb3gaBa MbpBUS CUM NPOEKT, HapeyeH
»Hunger in L.A® — nbpBMAT punm C BUpPTyarnHa peanHocT, KOWTO € npeacTaBeH Ha hecTuBana
,CbHAaHC" (Sundance). B Taun yacT OoT MoHorpadgusiTa ca onMcaHu 1 Apyru NpoekTu ¢ BUpTyanHa
peanHocT, Kouto ca ocbluectBeHn oT The New York Times, The Guardian n gp.

Abstract. Virtual reality is among the new media forms for creating and experiencing content. This
chapter also explains the difference between 360-degree video, augmented reality, virtual reality
and mixed reality. The first experiments with virtual reality in journalism and media are associated
with the work of Nonny de la Pefia. In 2012, she created her first project called "Hunger in L.A",
the first virtual reality film to be presented at the Sundance Film Festival. Other virtual reality
projects that have been produced by The New York Times, The Guardian, and more are also
featured in this part of the monograph.

Hukonoa, M. (2019). [lobaBeHa peanHocTt. B: Axroea, C., LlaHkoBa, Ocwukoscku, M.,
Hwukonoea, M., BbnuaHoB, W., Konapoea, M., PynaHoB, W., Muues, ., Oumutposa, A.
KapTtorpadmpaHe Ha gurMtanHoTO MeaunHO cbabpkaHue. [NpakTukM 3a cb3fgaBaHe Ha HOB
mMeaneH HapaTtuB. M3gatenckn komnnekc-YHCC, 2019, c. 197-204..

ISBN-13: 978-619-232-233-5

Pe3rome. [lobaBeHaTa peanHOCT MHTerpupa gurntanHaTa mHdopmaums u notpebutenckarta
cpeda B peanHo Bpeme. 3a pasnuka OT BMpTyanHaTa peariHoCT, KOATO Cb3gaBa MU3udano
n3KycTBeHa cpefa, AobaBeHaTa peanHocT u3nonssa du3nyeckata peanHocT U Hacnarsa
undpposBa uHopmMauusa KbM Hes. Hakon MeaunHM opraHu3aumm 3anodsaT fa MHKoprnopupar B
MaTepuanute cu enemeHTM Ha gobaBeHaTa peanHocT. Te 0OukHOBEHO ca cBbp3aHu ¢ 3D
MOOENUPaHETO Ha BM3yarHO CbAbpXaHWe 3a HOBWHWM UMM 3a ApYyruM aktyanHu Temu. [lpes
centemBpu 2017 r. oHnanH megmsaTa Quartz e nbpBaTa, KOATO ajanTupa TexHonorusta 3a
oboraTsiBaHe Ha Cb34aBaHOTO CbAbpXaHue 3a annukauusaTa cu. Npes dpespyapn 2018 r. The New
York Times ny6nuvkyBa nbpBata ctatus ¢ JobaseHa peanHocT. Ta e HanncaHa ot Npebm PobbpTe
n BKnoYyBa 4Yetupy AR MOMeHTa, CBbp3aHu C OTpassiBaHETO Ha 3UMHWUTE ONUMMUACKU Urpu B
tOxHa Kopes.

Abstract. Augmented reality integrates digital information and the real-time environment. As
opposed to virtual reality, which creates an entirely synthetic environment, augmented reality uses
physical reality and overlays digital information. Some media organisations are embracing
augmented reality elements in their content. These usually involve 3D modeling of visual content
for news or other trending topics. In September 2017, the online media Quartz was the first to
adapt the technology to enrich the content created for its app. In February 2018, The New York
Times published the first augmented reality article. It was written by Graham Roberts and featured
four AR moments related to South Korea's Winter Olympics coverage.
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Hukonosa, M. (2022). Monutukn u crtpaterum Ha KOHECKO 3a pa3Butue Ha MeaunHaTa
rpaMmoTHocT. Hapb4HuK 3a nonutuku u ctpatermm Ha KOHECKO. B: LlaHkoBa, C., AHroBa,
C., Hukonosa, M., BbnuaHos, U., Bbnkos, W., MuHes, I., OcnkoBcku, M. MeguiiHa rpamoTHOCT,
M3patencku komnnekc-YHCC, c. 45-60. ISBN: 978-619-232-675-3

Pestome. HapbyHUKBT CbC cTpaTernyeckn Hacokn Ha FOHECKO 3a passuBaHe Ha NONUTUKM 3a
MeOuiHa rpaMoTHOCT M TAXHOTO NPMeMaHe Ha HauWOoHarHO HMBO, € MbPBUAT MO poaa CU NPOEKT,
Konto obeguHaBa mMegurHaTa rpamMoTHOCT U MHGOPMauMOHHaTa rpamMoTHOCT B efHO obLio
NOHATME, KaTO Ce B3eMaT npeaBua NpPaBOTO Ha CBOOOOHO M3passiBaHe WM paBHWUSI OOCTBN OO0
WHPOPMAUMNOHHUTE U KOMYHUKAUMOHHUTE TexHonoruu. [lpenopbkute U NOMUTUKUTE,
cucTeMaTU3npaHu B JOKUMEHTa, npeanaraT XapMOHU3MpaH noaxo, KOWTo OT CBOsl CTpaHa Aaea
cBoboda M MHOXECTBO Bb3MOXHOCTW Ha BCUYKM y4acTHMUM Aa cdopmMynupaT No-yCTOMYMBU U
aganTMBHW HaUWOHanNHW MNOMUTMKM WU cTpaTerMM 3a MeauHa rpamoTHOCT. [JOKYMEHTLbT Ha
FOHECKO ,Hacoku 3a cTpaterumn 1 nonuTukx 3a MeuiHa rpaMoTHOCT € pasfieneH Ha ABe 4acTu.
MbpBaTa OT TAX CbAbpXKa Pe3toMUPAHO ONUCaHNE Ha NONUTUKUTE 3a MeauinHa n MHpopMaLUVoHHa
rPaMoOTHOCT U e pa3paboTeHa C uen Oa MOMOrHe Ha WHCTUTYLMOHANHW npeacTaBuTeENn U
opraHuMsauumn Npyu CbCTaBAHETO Ha odmLManHn NONUTMKKN B Ta3n obnacT. BropaTta yacT ce cbCTon
OT HSKONMKO no-o0wupHn rmasn wn npegnara: 1) kak meduliHama u uHgopmayuoHHama
epamMomHocm 0a ce 8KIMIoYU KbM UHCMpPYMeHmume 3a pa3sumue; 2) KOHUenmyanHu pamMKku 3a
nonumuKu u cmpameauu 3a MmeodutiHa U UHGhopMauuoHHa epamomHocm,; 3) mModers Ha rnonaumuKu
u cmpameeauu 3a MeduliHa U UHGopMaUUOHHa epamomHocm, Kolimo Moxe 0a 6b0e adanmupaH
om pasanu4Hu cmpaHu no ceema. lNpepoctaBeHnaT ot FOHECKO pecypc e yacT oT no-wmpok u
LSINOCTEH MHCTPYMEHTapUyM, paspaboTBaH OT opraHM3auusita U HeiHUTe NapTHLOPW.

B Tasu rnaeBa ca mapkupaHu W npeau3BuKaTencreaTa npej megunHata u MHgoOpMaLMoHHaTa
rPamMoTHOCT B AurMTanHata cpefa, kato Hal-CbLUEeCTBEHOTO OT THAX e 3aAbnbovaBaHeTo Ha
HepaBeHcTBaTa. [lonuTukuTe KU cTpaTerumTe 3a MeaumnHa 1 MHOPMaLMOHHa rpaMoTHOCT TpsibBa
Aa ce ocHoBaBaT U a 6baaTt cbobpaseHun ¢ Apyru KOMMNeTeHLUMM U 3HaHWS, KOMTO B AUruTanHarta
ernoxa xoparta TpsbBa Aa npuTexasaT, KaTo Hanpumep — rpamMoTHOCT 3a noTpebsiBaHe Ha
KayeCTBEHO HOBMHaPCKO CbAbpXaHue OT pasnuyHU TUNOBE MeauW, KOMMITbPHa rPamMoTHOCT,
WHTEpHET rpamMoTHOCT, AUrMTanHa rpamoTHOCT, coumnanHo-meauinHa rpamoTHOCT. B Tasu Bpb3ka
ca u3bpoeHn M nonsuTe W MNONUTUKUTE OT CcTpaTerMmte 3a MeauriHa U MHGOpPMaLMOHHA
rPamMoOTHOCT U ca cucTtemaTusvpan B TabnuyeH BWA METTE€ OCHOBHW KOHUEMUMUM U KIYOBU
BBNPOCK 3a NoTpebutenu n cbagatenu Ha MeauniHo CbabpXaHue, pa3paboTeHn ot LleHTbpa 3a
MegunHa rpamoTHocT B CALLL.

Abstract. UNESCO’s Media and information literacy: policy and strategy guidelines is the first of
its kind to bring together media literacy and information literacy in a unified concept, considering
the freedom of expression and equal access to information and communication technologies. The
policy recommendations and guidelines systematised in the document offer a coherent approach,
providing in itself freedom and multiple opportunities for all actors to develop more sustainable and
adaptable national media literacy policies and strategies. The UNESCO document Media and
information literacy: policy and strategy guidelines is structured in two parts. The first contains a
summary description of media and information literacy policies and is designed to assist
institutional representatives and organisations in the formulation of official policies in this area. The
second part consists of several broader chapters and suggests: 1) how media and information




PESFOMETA HA HAYYHU TPYO,OBE / ABSTRACTS OF MONOGRAPHS, TEXTBOOKS AND

ARTICLES

literacy can be included in development tools; 2) conceptual frameworks for media and information
literacy policies and strategies; and 3) a model of media and information literacy policies and
strategies that can be adapted from different countries around the world. The resource provided
by UNESCO is part of a broader and comprehensive toolkit being developed by the organisation
and its partners.

The challenges facing media and information literacy in the digital environment are also highlighted
in this chapter, the most significant of which is the deepening of inequalities. Media and information
literacy policies and strategies need to be based on and aligned with other competencies and
knowledge that people in the digital age need to acquire, such as - literacy to engage with quality
news content from different types of media, information literacy, internet literacy, digital literacy,
social media literacy. In this regard, the benefits and policies of media and information literacy
strategies are also listed and the five core concepts and key questions for media consumers and
creators developed by the Center for Media Literacy in the United States are codified in a table.

Hukonosa, M. (2022). HaunmoHanHu npakTuku B cTpaHute ot EC n apyru HaumoHanHu
AbpxaBu (Cbpbus). B: LlaHkosa, C., AHroea, C., Hukonosa, M., BbnuaHos, W., Bvnkos, U.,
MwuHes, I., OcukoBcku, M. MeaninHa rpamoTHocT, U3gatencku komnnekc-YHCC, c. 228-234.
ISBN: 978-619-232-675-3

Pe3rome. B Tasu yacT oT konektueBHaTa MoHorpadusa ca o606LeHn HaunoHanHMTe NPakTUKA Ha
cTpaHuTe B EBpona no oTHOLLEHWe Ha HauMoHarHUTEe NPakTUKM 3a pa3BUBaHETO Ha MeaunHaTa
rpamoTHocT. [aHHuTe ca npeBefeHu, agantupaHu u ob6obLieHn BB3 OCHOBA Ha HanuyHata
nHcpopmauua B noptana: https://national-policies.eacea.ec.europa.eu, pasgen ,Euridice® npes
sHyapu 2021 r. O6o6weHneTo 3a Copbusa e HanpaBeHO B crefgHaTa CTPyKTypa: HauuoHanHa
cTpaTerys 3a pasBuMBaHe Ha MeaunHaTa rpamoTHOCT, MeJuiHaTa rpaMOTHOCT WM OHNawH
CcUrypHocTTa BbB hbopmanHoto obpasoBaHue, MOBULLABaHe Ha MeaunHaTta rpaMOTHOCT uypes
HecbopmanHo obpasoBaHue, NoBULLIABaHE Ha pa3bupaHeTo Ha PUCKOBETE, KOUTO Ca CBbP3aHu C
pa3BUTUETO Ha HOBUTE MeaMMN.

Abstact. This volume of the collective monograph summarises the national practices of countries
in Europe regarding national practices for fostering media literacy. The data have been translated,
adapted and summarised on the basis of information available on the portal: https://national-
policies.eacea.ec.europa.eu, section "Euridice" in January 2021. The summary for Serbia is
structured as follows: national strategy for media literacy development, media literacy and online
safety in formal education, increasing media literacy through non-formal education, improving
understanding of the risks that are linked to the growth of new media.

Hukonosa, M. (2022). HaunoHanHu npakTuku B cTpaHute ot EC n apyru HaumoHanHu
ObpxaBu (Jlrokcembypr, Manta, Hupepnangusa, Hopserus, MNonwa, Moptyranusa). B:
LlaHkoBa, C., AHrosa, C., Hukonosa, M., BbnuaHos, W., Bvnkos, W., MuHes, I., Ocukoscku, M.
MegunHa rpamoTHoCT, M3gaTtencku komnnekc-YHCC, c. 162-203. ISBN: 978-619-232-675-3
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Pe3rome. HaumoHanHata ctpaterusa Ha Jltokcembypr 3a meauiiHa rpaMoTHOCT ce Hapuya Digital
(4) Education n e BbBegeHa oT MMHUCTEPCTBOTO Ha 0Opa3oBaHMETO, AelaTa U MnagexTa ¢ uen
CTYAEeHTUTE U y4YyeHUuuTe [a pasBUSaT HYXHUTE YMEHWs 3a OTrOBOPHO W3MOMn3BaHe Ha
WMHOPMaLMOHHMUTE U KOMYHUKaLMOHHUTE TexHonoruu. Jllokcembypr e eauUHCTBEHaTa Abpxaga B
EBpona, kosiTo € BbBena B obpasoBartenHata cuctema 3agbkutenHo obyvyeHue no 6esonacHo
n3nonssaHe Ha uHTepHeT. [porpamnte 3a oByyeHue ce duHaHcupat oT MuUHUCTepCTBOTO Ha
obpasoBaHneTo, Aelata u mnagexrTa. Upes oby4eHneTo ce KOMyHUKMpaT TPU OCHOBHU NOCMaHUS:
1)MHTEpHET He e Marnst — ToN e TexHN4Yecka MHPPacTPyKTypa; 2) MHTEPHET HUKOra He 3abpass; 3)
TM CM TO3W, KOMTO MOXelwl pfa ce npegnasuwl. B JliokcembBypr, 4pe3 WHCTUTYLMOHAaNHM
NapTHLOPCTBA C HEMPaBUTENCTBEHN OpraHn3aLmm, ce NpoBexaaT KamnaHun 3a OCMUCASIHETO Ha
puyckoBeTe OT pas3BMTUETO Ha AWruTanHuTe Meaum, a Taka Te3n KamnaHuu nomarat U 3a
noBuLIaBaHe Ha agurMtanHarta rpamoTHocT. Cpep pasrnefaHuTe B Tasu rnaBa KOMyHUKaLMOHHU
nHMumaTuBmM ca ,Cnogenu ygaxeHue — Crpu peyta Ha oMpasarta B oHnaunH cpefa“ u ,,CurypHu nu
cte?!“ n ap.

B ManTta npe3 2021 r. uma gBe OeMCTBaLLM CTpaTerim 3a NoBuLLIaBaHe Ha MegunHaTa rpaMoTHOCT
- HaumonanHata gurntanHa ctpaterua Ha Manta 2014 — 2020 (National Digital Malta Strategy
2014 — 2020) n Ctpaterusata 3a knbepcurypHoct oT 2016 r. Ta uma pasnucaHu peguua uenm,
cpen Kouto e ,MHopMUpaHOCT U obpasoBaHue 3a kubepcurypHocT. B gokymeHTa, onucBaly
HauMoHanHWsa ctaHgapT 3a yy4yebHu nporpamu, MeguiHaTa rpamMoTHOCT e pasrnexgaHa Karto
KpocaucumnnuMHapaHa Tema, KosTo TpsibBa fa Obae BKMNOYEeHa B MOYTM BCUYKU MPeaMETMU.
BeSmartOnline! e nporpama, cb3gageHa npe3 1999 r. n passuta npes3 roanHWTe, Taka 4ye fa
obxBallla Han-HOBUTE TEXHOMOrMYHU MOCTMKEHUS N TAXHOTO Bb3AEWCTBME BBPXY XKMBOTA Ha
nogpacteawmte. Heroata uen B Manta e ga gencrtea kato LleHTbp 3a 6Ge3onaceH UHTEPHET.
OpraHusumpaHu ca peguua MHUUUaTMBKU 1 KamMnaHuK1, KOUTO Ca HAaCoYeHU NpeaMMHO KbM MriaguTe
xopa — MHopMaLMOHHN kKamnaHuKM 3a 6e3onaceH NHTEPHET, ANCKYCUK 3a AuruTanHa rpaMoTHOCT,
KOHDEPEHLMN 33 YYNTENM U CRYXUTENN B cuctemaTa Ha obpa3oBaHMETO U counanHuTe rpuxu,
HapbYHMLUM 3a Jeua u ap.

B HuaepnaHgusa HAMa HauuoHanHa cTpaTterusi 3a MeauinHa rpaMmoTHOCT M 6e3onacHo n3nona3saHe
Ha HOBWM Meauu, HO MuHMCTEpPCTBOTO Ha obpa3oBaHMETO, KynTypaTta W HaykaTa oTroBapsi 3a
HaunoHanHaTa nonuTuka B obnacTtta Ha meguuTe. YuunuuwaTa B HuaepnaHana He ca 3agbImKeHN
Aa BKIlOYBAT NpegMeT, CBbp3aHn C MegunHaTa rpaMoTHOCT B y4ebHuTe cu nporpamun. ToBa e
camMoO MNpPEenopbYUTENIHO M B MHOMO ydnnulia Beye ce BbBexaar TeMUTE 3a OUrMTanHoTo
rpaxgaHcTeo. [lonycka ce, 4Ye yvyeHMUMTe Bede nos3HaBaT fobpe coumanHuTe Meamm u
N3non3ear Nno OTroBOPEH HaymH. ToBa BKIIHOYBA M Bb3NMTAaBaHETO Ha OTFOBOPHO rpaX4aHCTBO Mo
OTHOLUEHME Ha W3MNON3BaHETO Ha MWHTEpHEeT, MobuneH TenedgoH W Opyrn OUTUTanIHU U
KOMYHMKaLUNOHHN ycTponcTBa. EgMH OT npumepuTe 3a nporpama, KOATO HacbpyaBa OHMarH
Be3onacHocTTa Ype3 HedhopmanH obyyeHue, e Mediawise by making media, koaTo e TapreTupaHa
KbM MMagute murpaHTu B cTpaHaTta. NpoektbT Mediawise by making media (MMM) e vact ot
nporpamarta ,,YCTOM4YMBM 1 3Ha4Ynmm obiectea“.

HaunoHanHaTta ctpaTerns 3a gurutanmsawms B OCHOBHOTO o6pasoBaHue B Hopeerus (2017—2021
r.) MMa 3a uen ga ynecHu ocTbna O HOBUTE TEXHOMOrMM, KaTto Mo TO3W HayuH ce fage
Bb3MOXHOCT Ha MnaguTe xopa ga ce obydaBaT U ga 6baarT KpeaTuBHW, BKOYUTENHO Aa
noBuLaBaT KanaumutetTa cu 3a uHoBaumu. B HopBexkaTa HaumoHanHa nporpama 3a obydeHue
MeauiHata rpamoTHOCT M OHManH 6e3onacHocTTa ca obeauMHeHuM nog oOWwoTo ,AuMrMTanHu
ymeHus“. Kato gurntanHmu ymeHust ce onpeaenat egHo OT NeTTe OCHOBHUM YMeHus — BepbanHu
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YMEHUs, YeTeHe, NucaHe, AUrMTanHM ymeHuss U cMmaTaHe. LleHTbpbT 3a MHAOPMALMOHHU U
KOMYHMKaLMOHHN TexHornornm B obpasoBaHueTo (IKT-senteret), HopBexkaTa areHuMs 3a 3awimTta
Ha aaHHuTe (The Norwegian Data Protection Authority (Datatilsynet) n Hopsexkata anpekuns 3a
obpasoBaHune n obyyeHmne (Utdan-ningsdirektoratet) paspaboteaT o6y yeb canTt ¢ pecypcu 3a
Jeua, Mnagexu 1 Bb3pacTHU OTHOCHO 6e30MacHOTO M pa3yMHOTO U3MOM3-BaHe Ha MHTEPHET —
Dubestemmer.no. Hopserns Hama mMallabHM WMHULMATUBU, HACOYEeHW KbM MNagute Xxopa
(BMpeKTHO opraHusnpaHu n/vnu prHaHcupaHy oT NyenMYHN opraHM3auumn) OTHOCHO NOBULLIABaHE
Ha 0CBeJOMEHOCTTa 3a PUCKOBETE, KOUTO HOCAT HOBUTE Meaun.

B lMNMonwa HAMa oTaenHa cTpaTterns 3a MeauiiHa rpaMoOTHOCT M OTFTOBOPHO U3MOMn3BaHe Ha HOBUTE
Meouu OT MfaauTe Xopa, HO Te3n TeMu ca cpef MNpuopuTeTHUTE 3a [Be MWHUCTepcTBa —
MwuHucTepcTBOTO Ha 06pasoBaHNeTo U MUHUCTEPCTBOTO Ha AurnTanHuTe BbApocu. B MomeHTa
obpasoBaHMeTO NO MeAuHa rPaMOTHOCT He MPUCBLCTBA B YYUIULLHWTE Mporpamu, HO Mo
pasnuyHn NpegMeTn ce AMCKYTUpaT BLNPOCUTE 3a MeaunTe, U3non3saHeTo Ha UHopMaLMOHHM
N KOMYHUKAUMOHHW TEXHOMOrMM W OUMMTanHoTO rpaxaaHcTBo. [lpobnemute, CBbp3aHu C
MeaunHoTo obpa3oBaHue, ca NpeaMeT Ha OUCKYCUMM MO BpemMe Ha MHOr0 Hay4HU KOH(epeHLnu.
Cpen T9x ca ¢opymum 3a meguniHo obpas3oBaHue, OpraHusvpaHy npeguMMHO OT ObpXKaBHU
WHCTUTYUMU U yHMBepcuteTu. PoHpaumna ,MoaepHa lNonwa“ B CbTpyaAHMYECTBO C eKcnepTy no
MeaunHa U MHOPMAaLIMOHHA rPaMOTHOCT noaroTeu Katanor Ha KOMNETEHTHOCTUTE MO MeauiiHa
N nHOpMaUMOHHA FPaMOTHOCT, KOWTO € ofobpeH OT rfofickata HauuMoHanHa Komucus 3a
IOHECKO kato npuHOC B MexayHapogHata nporpama ,MHdopmaums 3a Bcuuku®. lMbpBaTta
BEpCUS Ha TO3K KaTanor e nybnukysaHa npe3 man 2012 r., kKaTo YacT oT nporpamaTta ,JurutanHo
ObaeLle” n BkNYBa TeMu, Bapupalin oT MHPOPMALIMOHHA FPaMOTHOCT, MeOUNHU AUCKYPCU U
WHTepHeT ©e30MacHOCT [0 WKOHOMWYECKW, €TUYHM W nNpaBHU acnekTm Ha MeaunHa
KOMMETEHTHOCT.

Mpe3 nocnepHute gBe agecetunetus [lopTyranusi NpeXxmBsi TEXHOSNOMMYHO pPa3BUTME, KOETO
JoBede OO HOBM MpeausBuMKaTenctea M Hyxaa OT yMeHus 3a mHdopmmpaHo n GesonacHo
n3non3saHe Ha MegunuTe - No-cneunanHo NHTEPHET 1 HoBuTe TexHonormu. MNMpes 2007 r. Bb3HUKBA
WHUUMaTMBaTa 3a 6esonaceH UHTEPHET, KOATO ce pa3sBmBa 1 4o gHec. OT 2009 r. PerynatopHuar
opraH 3a mMeaumnte e CcybeKkTbT, OTrOBOPEH 3a HacbpyaBaHe Ha AEWHOCTU U UHUUMATUBK B
obnacTtta Ha meauiHaTa rpaMmoTHOCT. B pamknte Ha HaumoHanHaTta ctparterus 3a rpakgaHcko
obpasoBaHue, MegUNHOTO 0Opa3oBaHme e edHa OT TeMUTe Ha ydebHaTa nporpama [ paxxgaHcTBo
n passutne®. lNegarornyeckuTe LEenM ca ga ce nonynspuanpaT 3HaHUATa 3a MegUNTE U TAXHOTO
KPUTUYHO WM3Mon3BaHe, OCOBGEHO B KOHTEKCTA Ha HOBUTE TEXHOMOMMM U No-cneunanHo —
©e30nacHOTO M3Non3BaHe Ha MHTEPHET U coumanHuTe Mmpexu. MiumumatmeaTta ,,7 gHm ¢ megumre”
ce nposexaa ot 2013 r.npe3 maii 1 e o6Bbp3aHa cbec CBETOBHMS AeH Ha cBobofaTa Ha npecarTa.
Ta gonpuHacs 3a AMCKYCMUTE OTHOCHO KavyecTBOTO Ha MeaummTte u ceoboaarta Ha nspasssaHe. B
Hed ce BKN4YBaT OMONMOTEKM, yumnuwia, CTYAEHTCKM rpynu, macrnegosaTenu, obwuHu. B
MopTyranua nma gencrealla noBeputenHa TenedoHHa NMHUS 3a CUrHanmM OTHOCHO ONUTK 3a
n3mMaMu, cekcyasrieH Topmos, Kpakba Ha camonuyHOCT. TS e NpeaHasHayveHa 3a geua, MIagexu,
Bb3pacHu 1 negaro3n. MNMpoekTbT Ha MuHMCTEpCTBOTO Ha 0bBpasoBaHmMeTo, HapedeH SeguralNet,
uMa 3a uen ga ceege 40 MUHUMYM PUCKOBETE B MHTEPHET N € NpedHasHayeH 3a yyYyeHuuuTe B
OCHOBHOTO M cpegHoTo obpasoBaHue. B vHuMumatmeaTta ,JurutanHm nugepu* ca aHraxupaHu
MragM xopa OT pasnnyHM OOLIHOCTKW, KOMTO MpeMunHaBaT KypcoBe Ha obydeHne u crtaear
obyunTenn Ha koneru v gpyru npeacraBMTeny Ha obpasoBatenHaTa ObOLLHOCT.
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Abstract. Luxembourg's national media literacy strategy is called Digital (4) Education and was
introduced by the Ministry of Education, Children and Youth with the aim of developing students'
and pupils' skills to use information and communication technologies responsibly. Luxembourg is
the only country in Europe to have introduced compulsory training in the safe usage of the internet
into the education system. Training programmes are funded by the Ministry of Education, Children
and Youth. Three main messages are communicated through training: 1) the internet is not magic
- it is technical infrastructure; 2) the internet never forgets; 3) you are the one who can protect
yourself. In Luxembourg, through institutional partnerships with NGOs, campaigns are being run
to raise awareness on the risks of the development of digital media, and so these campaigns also
contribute to raising digital literacy. Among the communication initiatives discussed in this chapter
are "Share Respect - Stop Online Hate Speech" and "Are You Sure?!", etc.

In 2021, Malta has two strategies in place to increase media literacy - the National Digital Malta
Strategy 2014 - 2020 and the Cyber Security Strategy 2016. The latter has a number of objectives
outlined, one of which is 'cyber security awareness and education'. In the document describing the
national curriculum standard, media literacy is seen as a cross-curricular topic that should be
included in almost all subjects. BeSmartOnline! is a program established in 1999 and developed
over the years to cover the latest technological advances and their impact on the lives of
adolescents. Its purpose in Malta is to act as a Safe Internet Centre. A number of initiatives and
campaigns have been organised which are primarily targeted at young people - information
campaigns on safe internet, discussions on digital literacy, conferences for teachers and
employees in the education and social care system, handbooks for children, etc.

There is no national strategy for media literacy and safe new media usage in Netherlands, but the
Ministry of Education, Culture and Science is responsible for national media policy. Schools in the
Netherlands are not compelled to include media literacy subjects in their curricula. It is only
recommended and many schools are already introducing digital citizenship topics. It is assumed
that schoolchildren already know social media very well and use it responsibly. This includes the
education of responsible citizenship in regard to the internet, mobile phone and other digital and
communication device usage. An example of a programme that promotes online safety through
non-formal education is Mediawise by making media, which targets young migrants in the country.
The Mediawise by making media (MMM) project is part of the Sustainable and Meaningful
Societies programme.

The National Strategy for Digitalisation in Elementary Education in Norway (2017- 2021) aims to
facilitate access to new technologies, thus enabling young people to learn and be creative,
including increasing their capacity for innovation. In the Norwegian national curriculum, media
literacy and online safety are brought together under the general term 'digital skills'. Digital skills
are defined as one of five basic skills - verbal skills, reading, writing, digital skills and maths. The
Centre for Information and Communication Technology in Education (IKT-senteret), the Norwegian
Data Protection Authority (Datatilsynet) and the Norwegian Directorate for Education and Training
(Utdan-ningsdirektoratet) are developing a common website containing resources for children,
young people and adults on safe and sensible use of the internet - Dubestemmer.no. Norway does
not have large-scale initiatives targeting young people (directly organised and/or funded by public
organisations) on raising awareness of the risks posed by new media.

Poland does not have a dedicated strategy for media literacy and safe use of new media by young
people, but these topics are among the priorities of two ministries - the Ministry of Education and
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the Ministry of Digital Affairs. Currently, media literacy education is not present in school curricula,
but various subjects discuss media issues, the use of information and communication technologies
and digital citizenship. Discussions on issues related to media education take place at many
scientific conferences. These include forums on media education organised mainly by public
institutions and universities. The Modern Poland Foundation, in cooperation with media and
information literacy experts, has drafted a Catalogue of Media and Information Literacy
Competences, which has been approved by the Polish National Commission for UNESCO as a
contribution to the Information for All International Programme. The first version of this catalogue
was published in May 2012 as part of the Digital Future programme and includes topics spanning
from information literacy, media discourse and internet safety to economic, ethical and legal
aspects of media competence.

Over the last two decades, Portugal has experienced technological developments that have led to
new challenges and a need for informative and safe media skills - in particular the internet and
new technologies. In 2007, the Safer Internet Initiative was born and is still developing today. Since
2009, the Media Regulator has been the entity responsible for promoting media literacy activities
and initiatives. Within the framework of the National Strategy for Citizenship Education, media
education is one of the subjects of the Citizenship and Development curriculum. The pedagogical
objectives are to promote knowledge about the media and their critical use, especially in the
context of new technologies and, in particular, the safe use of the Internet and social media. The
7 Days with Media initiative has been running since 2013 in May and is linked to World Press
Freedom Day. It contributes to discussions on media quality and freedom of expression. It brings
together libraries, schools, student groups, researchers, municipalities. Portugal has a helpline for
confidential reports of attempted fraud, sexual harassment, identity fraud. It is aimed at children,
young people, adults and educators. The project of the Ministry of Education, called SeguraNet,
aims to minimise risks on the Internet and is intended for primary and secondary school students.
The "Digital Leaders" initiative involves young people from different communities who complete
training courses and become trainers for colleagues and other members of the education
community.

Hukonosa, M. (2022). ®opmanHoTo o6pa3oBaHue B Bbnrapus. B: LlaHkosa, C., AHrosa, C.,
Hwukonoea, M., BvnuaHos, W., Bvnkos, WM., MuHes, I., Ocukosckn, M. MeguinHa rpamoTHOCT,
M3patencku komnnekc-YHCC, c. 283-304. ISBN: 978-619-232-675-3

Pe3rome. B Ta3un rnaesa ot MoHorpadusaTa ce obobiasat ycunmaTta Ha 6bnrapckute HCTUTYLIMK
Oa obxBaHaT BBLMpPOCUMTE 3a MeaurHaTa, WHOpMauWoHHaTa M AurMTanHata rpamoTHOCT B
pasnuyHu cTpaterm n odumumanHm gokymeHTn. B bbnrapua Hama gencreaila caMmocTosiTenHa
cTpaTerys 3a MeauinHa rpaMOTHOCT — YacTMYHO TO3M BBLMPOC € 3acerHaT B HaumoHanHaTta
cTpaTterus 3a HacbpyaBaHe ¥ noBMLlaBaHe Ha rpamoTHocTTa (2014-2020). Bbnpocute 3a 6bp30T0
pasnpocTpaHeHne Ha HOBUTE MH(OPMALMOHHW TEXHOMOrMM U MpPoOMeHuTe, KoUTo TpsibBa Aa
HaCcTBNAT B pe3ynTaT OT ToBa B cucTeMarta Ha o6pa3oBaHMNeTo, ca 3acTbineHn 1 B HaumoHanHaTta
cTparterns 3a yyeHe npes uenusa xueot (2014— 2020) Ha MuHMCTEpCTBOTO Ha 0Opa3oBaHMNETO.
O6o6ueHn ca HacokuTe W B OpYyrM OOKYMEHTW KaTto ,Y4YeHe U WHOBaTUBHOCT 4pes3
WHPOPMALMNOHHUTE U  KOMYHWKAUMOHHUTE TEXHOMOMMM B €BPOMEMCKOTO ydmnuwie“ Ha
ManbnHutenHa areHuus ,0O6pasoBaHue, ayamoBuama u kyntypa“ ot 2011 r., HaumoHanHa
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nporpama ,Uncdposa bwvnrapua 2025 Ha MwuHucCTepcTBOTO Ha TpaHcnopTta, HauwoHanHa
nporpama 3a ,lloBvlaBaHe KOMMETEHTHOCTUTE Ha npenogaBaTenute OT AbpPXaBHWUTE BUCLLM
yuunuuia, noarotesawm 6sxaelum yuntenu® , bpkaBHa areHLmMs 3a 3akpuna Ha aeteTo n [letckus
CbBET KbM Hes 1 ap.

B yuebHuTe nnaHoBe Ha BucwNTE Yy4ebHM 3aBeOeHUs He ce cpelia 4YecTo gucumninHarta
.MegunHa rpamotHocT®. Temun OT Tasnm cdepa M NO-TOMHO TaKMBa, KOUTO Ca MOCBETEHW Ha
OUMNTaNHN YMEHUS M KOMNETEHLMMW, Ca 3acTblBaHN B O6akanaBbpCkM U MArMCTbPCKU CTEMEHM,
Konto oby4aBaT cTygeHTu B obnactta Ha MHAPOPMALIMOHHUTE U KOMYHUKALUMOHHUTE TEXHOSOMN,
negarorvkarta, XypHanuctukata W MeauuTe, KOMYHUKAUWOHHUA MEHWIKMbHT. B HoBaTta
cTparterus 3a Buclle obpa3oBaHME CbLLO Ce NPUOPUTU3MPA Pa3BMBAHETO Ha OUMNTANHN YMEHUS
N KOMNEeTEHLMN.

Peguua doHaaLmmn 1 rpakgaHCKM COPY>XEHUS CbLUO NPMBRAMYAT 3@ y4aCcTHULW UMK NapTHLOPU
yyunuuia u3 usnaTta cTpaHa B ycunuata UM ga paboTAT 3a noBullaBaHe Ha MeaunHaTa
rpamMoTHOCT Ha feuaTta M MmnaguTe xopa. B Tasu Bpb3ka MoxeMm fa nocouum cpoHaauusaTa
,PaboTuUnHULUa 3a rpaxaaHckn UHULMaTUBK®, KOATO B OCEM NOpeaHN roavMHu npasu ,2KypHanuctu
B yuunuuie“.

HanpaBeHuat o630p Ha dopmanHute u HedopmanHute opMM Ha M3yvaBaHe Ha MeaunHa 1
aurntanHa rpamMoTHOCT B CUCTeMaTta Ha y4yunuMuwHoOTO obpasoBaHMe He npeTeHaumpa 3a
N34epnaTesiHoCT, HO SICHO Ce BWXAaA, Ye Cb3daBaHETO Ha TPaguUMOHHM M HoBW chopmn Ha
MEOMMHO CbAbpXaHue NpucbeTBaT B yumnuwa u mn3BbH Codms. BHywmteneH e 6posaTt Ha
WHOBATMBHUTE yuYnnuila, B KOMTO MOXe Aa O6baart BKYBaHM M3bMpaeMn npeameTun, KoMTo aa
obyyaBaT MnaguTe xopa Ha KpUTUYHO MUCIIEHE, NPOBEPKA Ha U3TOYMHULUW, pasrpaHuvaBaHe Ha
KayecTBeHaTa oT hanwmeaTa UHpoOpMaLms, KOMyHUKaATUBHM YMeHUd. Kato meaumsa ¢ Har-ronemm
Tpagnumn B GbrrapcknTe yumnuila ce oTKpOsiBa BECTHUKDBT, HO Ca BneyaTnsaBaliM OnuMTUMTE Ha
MragexuTe ga cb3gasat cOGCTBEHU BUOEO M pagmno nNporpamu.

Abstract. This chapter of the monograph presents the efforts of the Bulgarian institutions to cover
the field of media, information and digital literacy in different strategies and official policies. Bulgaria
does not have an existing strategy for media literacy - this topic is partially addressed in the
National Strategy for Promoting and Enhancing Literacy (2014-2020). The issues of the rapid
spread of new information technologies and the resulting changes in the education system are
also addressed in the Ministry of Education's National Strategy for Lifelong Learning (2014-2020).
The guidelines are also summarised in other documents such as "Learning and Innovation through
Information and Communication Technologies in the European School" of the Agency for
Education, Audiovisual and Culture in 2011, the National Programme "Digital Bulgaria 2025" of the
Ministry of Transport, the National Programme for "Improving the competences of teachers of state
higher education institutions, training future teachers", the State Agency for Child Protection and
its Children's Council, etc.

The subject "Media Literacy" is not often found in the curricula of higher education institutions.
Topics in this field, and more precisely those dedicated to digital skills and competences, are
covered in bachelor's and master’s degrees that educate students in the field of information and
communication technologies, pedagogy, journalism and media, communication management. The
new higher education strategy also prioritises the development of digital skills and competences.
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A number of foundations and NGOs are also engaging schools across the country as participants
or partners in their efforts to work towards improving the media literacy of children and young
people. In this regard, we can point to the Workshop for Civic Initiatives Foundation, which has
been running Journalists in Schools for eight consecutive years. The overview of formal and
informal methods of learning media and digital literacy in the school system does not claim to be
complete, butitis clear that the production of traditional and new forms of media content is present
in schools also outside Sofia. The number of innovative schools that may include optional subjects
to teach young people critical thinking, fact checking, identifying qualitative from fake information,
and communication skills is quite remarkable. The newspaper stands out as the media with the
greatest tradition in Bulgarian schools, but the attempts of young people to create their own video
and radio programmes are impressive.

Nikolova, M. (2018). Crisis PR and Media: PR Tactics for Communication with Journalists
and Media. In: Agnieszka Dytman-Stasienko, A., Weglihska, A. (edt.) Big Data, Digital
Marketing and Trendwatching, National Center for Research and Development, Wroctaw,
Poland. pp. 107-124. ISBN: 978-83-7977-341-1.

Pe3rome. CtatusaTa e noceeTeHa Ha PR TakTukuTe 3a pabota ¢ Meamu 1 XXypHanmcTu B KPU3UCHU
cuTyauuun. T9 nma 3a Len CbLUo Taka Aa onuwe npeaussukatencreata nped PR ekcnepTtute 3a
crnpaBsHe C KpusaTa B epaTa Ha panumeBuTe HOBUHM U 3a YyMpaBreHue Ha KpuaucHarta
KOMyHMKauua B coumanHute meaun. B Tekcta ce npasu npernea Ha Teopusita 3a obLLEeCTBEHOTO
nosepue Ha [MoHTep beHTene. n Ha HAKoMKo nscneaBaHuns B nepuoga 2011-2017 r. 3a foBepneTo
B MeauuTe, BpPb3KUTE Mexay XypHanuctu u PR cneumanuctu, ynpaBrneHUETO Ha KpusncHata
KOMyHMKauusa oHnarH 1 ap. NoctaBeHM ca HsKOW BLNPOCW, CBbP3aHW C ToBa Aanu MoXem aa
roBOpuM 3a NoCT-UcTUHeH PR 1nu 3a ynpaBneHue Ha cnyxoBe, Kak 1 kora MOXeM [a nsnonasame
XyMOp B KpuM3ucHaTa KOMyHukauusa v ap. B HacToswaTa cratusa ca npefacTtaBeHu HAKOW Kasycu
(PepsiCo, AmepukaHCKMAT YepBeH KPbCT U Ap.) 3@ ynpaBreHue Ha KpU3ncHa KOMYHUKauus B
coumanHute meauu. lNMocnegHaTa YacT Ha cTaTusATa e noceeTeHa Ha PR eTukaTa npu kpusa, kaTto
Ce OnucBa 1 aHanuampa crnydasT ¢ nssectHus sogell Ha BBC [xumn Casun ot 2012 T.

KnrouyoBu gymu: kpnsmcHa KoMyHukaums, kpusuceH PR, meauinHo nosepue, PR eTuka, chanwwimemn
HOBWHW, ypaBneHue Ha CnyxoBe.

Abstract. The article is focused on PR tactics for working with media and journalists in crisis
situations. It also aims to describe the challenges for PR experts to deal with crisis in the fake news
era and to manage the crisis communication in social media. The text reviews Gilnther Bentele’s
theory of public trust, and several studies from 2011-2017 about media trust, links between
journalists and PR specialists, online crisis communication management, etc. Some questions are
raised, related to whether we can speak about post-truth PR or about rumour management, how
and when we can use humour in crisis communication, etc. In this paper are presented some case
studies (PepsiCo, American Red Cross, etc.) for crisis communication management in social
media. The last part of the paper is focused on the PR ethics in crisis by describing and analysing
the case of the BBC’s famous presenter Jimmy Savile from 2012.

Keywords: crisis communication, crisis PR, media trust, PR ethics, fake news, rumour
management.
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Nikolova, M. (2023). Intercultural communication. In: Fake News & Hate Speech
Representation of Vulnerable Social Groups in the Media. N3gaTtencku komnnekc-YHCC, pp.
71-84. ISBN: 978-619-232-691-3 (e-book, pdf)

Pesrome. Llenta Ha HacTodwlaTa rnaeBa € [da Ce U3ACHW 3HAYEeHUETO Ha MeXOyKynTypHaTta
KOMyHMKauusa KaTo mnoHATMe, Ada ce o606lun HenHOTO 3HayeHWe 3a pas3BuMTUEeTO Ha
MEeXOYKYNTYpHUSA Ananor u 3a npeogonsasaHe Ha npeAapascbabunTe. B Tasu rmaea ce obpnlua
BHMMaHue n Ha obpasute, KOUTO MeauMUTe Cb3faBaT vpe3 cTepeoTunusvpaHe Ha "gpyrusa" u
ocobeHo Ha NpeAcTaBUTENUTE Ha Taka HapeyeHuTe ,ya3BuMun rpynn”. MI3scHeHo e 1 3HayeHneTo
Ha KynTypHUTE KOO4OBE W KyNTYpHUTE KOHTEKCTW, 3HayeHMeTo Ha couuanHute megun u
avrutanHata KOMyHMKalus 3a Cb3faBaHe Ha MNpeacTaBu 3a pasfuyHW couMarHu, eTUYHU U
penunrnosHn rpynu. B rmaeaTta e npeactaBeH U ka3yc Ha 6bnrapckoto MeannHo npeacTaBsHe Ha
GexaHckata kpusa (2013-2015 r.), KaTo akUeHTbT € MOoCTaBeH BbPXY AUCKPUMUHALMOHHUTE
cTepeoTunu 1 npeapascbabun. Pa3sutneto Ha kpusata e pasrnegaHo ypes mogerna Ha CTUBBH
duHk (Mavesa, 2009, 42): npedkpusvcHa, KpuaucHa dasa, XpoHuyHa dasa 1M ¢asa Ha
paspellaBaHe Ha Kpu3aTta. HanpaBeH e onuT Aa ce 0BSCHU CROXHOCTTa Ha MexayKynTypHaTta
KOMYHMKaLMa 1 npoLieca Ha MeXayKynTypeH aAvarnor, ja ce U3ACHAT 0coBeHOoCTUTe Ha MeaunHUTe
penpeseHTauun U MexaHusmuTe 3a uarpaxgaHe Ha obpasn, OCHOBaHW Ha CTepeoTunu u
npegpascbabuM M da ce uaeHTUdumuupaT ponsta U BAUSHUMETO Ha couuanHute mMeauu 3a
Cb3[aBaHe Ha npeacTaBu 3a ya3BUMUTE rpynu.

Abstract. The aim of the present chapter is to provide to clarify the meaning of intercultural
communication as a concept, to sum up its importance for the development of intercultural dialogue
and for overcoming prejudices. This chapter also focuses on the depictions that the media produce
by stereotyping the 'other' and especially the representatives of so-called 'vulnerable groups'. It's
clarified also the meaning of cultural codes and cultural contexts, the importance of social media
and digital communication for creation perceptions of different social, ethical and religious groups.
The chapter also provides a case study on Bulgarian media representation of refugee crisis (2013-
2015) with the focus placed on discriminatory stereotypes and prejudices. The development of the
crisis is seen through Stephen Fink's model (Pacheva, 2009, 42): pre-crisis, crisis phase, chronic
phase, and crisis resolution phase. An explanation of the complexity of intercultural communication
and the process of intercultural dialogue is attempted, the peculiarities of media representations
and the mechanisms for the construction of images based on stereotypes and prejudices are
clarified, and the role and influence of social media in creating images of vulnerable groups are
identified.

Angova, S., Valchanov, I., Nikolova, M. (2023). Transformative Methodological Approach
- Teaching, Training, Learning. In: Fake News & Hate Speech Representation of Vulnerable
Social Groups in the Media. M3gaTtenckun komnnekc-YHCC, pp. 25-35. ISBN: 978-619-232-691-
3 (e-book, pdf).

Pestome. LlenTta Ha HacTosilaTa rnaBa e ga o6siCHM OCHOBHMTE TEMM B YacTTa 3a danimseu
HOBWMHM U 31K Ha ompasaTta: NpeAcTaBsHe Ha yA3BUMUTE coumanHu rpynu B Meaunte. e 6bae
hafeHa KpaTka AedVHULMA Ha aHanuMaupaHata Tema, KakTo W MoaxoauTe 3a npenodaBaHe,
ynpaxkHeHuATa 1 3agadyunte, JafeHn Ha CTyeHTUTe Mo Bpeme Ha NurnoTHaTta gasa Ha NpoekTa B
YHuBepcuTEeTa 3a HALMOHArHO M CBETOBHO CTONaHCTBO. LLe 6baaT AageHn OCHOBHUTE U3TOYHULIM
Ha MHdopMaLNs 1 U3TOYHMLM Ha NpernofaBaHe, KakTo 1 pe3ynTaTute oT 06y4YeHNeTo U yMeHNaTa,
KOUTO CTyAEeHTUTE Llie NpuaobuaT no Bpeme Ha obyyeHneTo no Tesm Temu. [MaBaTa ocurypsiea
pa3bupaHe Ha OCHOBHMTE MOHATUA 3a parnMBU HOBUHWU U Ae3vHdopMaLns, U3SCHSABaHe Ha
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OCHOBHUTE MOHATUA 3a pedv Ha OoMpa3aTa U OCHOBHUTE MOHATUA 3a YA3IBUMU Tpynn U TAXHOTO
npeacraeaHe B TpaguUMOHHUTE U couuanHuTe Meaun, nos3HaBaHe Ha TpaaWUUOHHUTE U
CbBpeMeHHUTe MeToaun Ha npenojaBaHe B obnactTta Ha meguuTe n KOMYHUKaLMNUTE BbB BUCLLETO
06pasoBaH|/|e nonnut B 06y‘-IeHVIe MO ropHUTE TEMU Ha CTYAEHTUN OT MarCTbpCKa CcTerneH no meanm
N KOMYHUKaLnn.

Abstract. The aim of the present chapter is to explain the main topics in intellectual output 2: Fake
News & Hate Speech: Representation of Vulnerable Social Groups in the Media. A brief definition
of the analysed topic will be given as well as teaching approaches, exercises and assignments
given to the students during the piloting phase of the project at the University of National and World
Economy. The main sources of information and teaching sources will be given as well as learning
outcomes and skills the students will acquire during the training in these topics. The chapter
provides understanding of the main concepts of fake news and disinformation, clarification of the
main concepts of hate speech and main concepts of vulnerable groups and their representations
in traditional and social media, a knowledge of the historical and temporary teaching methods in
the field of media and communications in higher education and experience of teaching the above
topics to M.A. level students in media and communication.
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CTATUM U CTYOAUUN, UHOEKCUPAHW B APYI'U MEXAOYHAPOOHW BA3U
OAHHW C HAYYHA UHPOPMALUWUA, NYBIIMKYBAHU B HAYYHU CINMUCAHUA

ARTICLES AND STUDIES INDEXED IN OTHER INTERNATIONAL DATABASES
OF SCIENTIFIC INFORMATION, PUBLISHED IN SCIENTIFIC PERIODICALS

AHroBa, Ctena, Hukonosa, Mapus, BbnuyaHoB, UBaH. KomyHukaumoHHn npocecun:
TOYKM Ha npecu4aHe. B: Meauu n obwecTtBeHn komyHukaumu. M3g. YHCC; Anma
komyHukaums. 2021, Ne47. c. 1-14. ISSN 1313-9908. Available from: http://www.media-
journal.info/?p=item&aid=421

Pe3tome. B 1031 TekCT uaeHTUdULMpaMe akTyanHus npodecuoHaneH npodun Ha 3aetuTe B
KOMYHUKaLUMOHHUA ceKkTop — XypHanucTu, MNP ekcneptn n peknamuctu. OcHoBHaTa Te3a e, 4ye
HaBMM3aHeTOo Ha TexHoMnornMTe BoAM 40 nNpeaeduHMpaHe Ha eKCrnepTHOCTTa Ha KOMYHUKaTopuTe.
BbB Bcsika egHa OT npodecnnTe HacTbMnBaT CEepUMO3HW TpaHcopMauuu, nosssBaT ce HOBU
npodgecuoHanH ponu ¢ U3UCKBaHWUSA 3a paslUMpPEHU KOMMNETEHLMU, KOUTO CMe pasrneganu ot
rmegHa Touyka Ha TEXHOMOMMYHW KOMMETeHUWUW, OUrMTanHu HapaTMBHU KOMMETEHUUN U
cTpaTerMyecku KomneTeHumn. HalwmatT AoKyMeHTaneH n KOHTEHT aHanu3 Ha obsBu B rnobanHu
canToBe 3a npepnaraHe U HamvpaHe Ha paboTa nokasa, Ye B KOMYyHWKaUWOHHUTE npodecum
oTnaga pAudpepeHunaumsTa Mexay pasnuyHuTe no3vuuu, HacTbhnBa cbnuxaBaHe Ha
npogecuoHanHaTa ekcrnepTHOCT U npenvMBaHe Ha KOMMETEHUMUM — KakTo BbTpe BbB BCsKa OT
npogecuoHanHUTe rpynu, Taka WU Mexay Tpute rpynu Ha XypHanuctu, [P ekcneptn u
peknamuctn. BaxeH M3BOA4 €, Ye M3UCKBAHETO 3a KOHBEPreHTHW KOMMEeTeHuun He BOAM [0
3anu4yaBaHe Ha OTAENHUTE KOMYHUKALUMOHHW CEKTOpW, a MM M3gura Ha HOBO TEXHOMOrM4YHo-
HapaTUBHO HMBO 6e3 Aa obeanunyaBa TaxHaTa CaMOCTOSATENHOCT 1 colmanHa pons.

Knro4yoBu AYMMU: XypPHaINCTUKA, PR, BPB3KN C obLecTBeHOCTTa, peknamMma, KOMYHUKaLud,
I'IpOCbeCVIOHaJ'IHa KOMYHUKaL N4, I'IpO(beCI/IOHaJ'IHa MWAOEeHTU4YHOCT, I'IpO(*)eCVIOHaJ'IHVI ponu,
KoMneTeHuun, onnmcaHne Ha paGOTHI/I nosmuun, wnHOBaATMBHA e€Kcneptusa, TpaauunoHHa
eKcneptn3a, TEexXHONIorM4yHM KomMneteHuun, KomneteHuunn 3a AOUrmtarniHo CbAbpXXaHue,
CTparterm4yeckmn kKoMmneTeHumn, KOHBepreHTHMU KoOMrneTeHUunn.

Abstract. In this text we identify the contemporary professional profile of those employed in the
communication field — journalists, PR experts, advertisers. The main thesis is that the emergence
of technology leads to redefining of the professional communicators’ expertise. There are serious
transformations in each of the professions, and new professional roles requiring new advanced
competencies emerge. We researched these competencies in three directions — technological
competencies; digital content competencies / narrative competencies; strategic competencies. Our
documental and content analysis of job postings in global websites for offering and finding
employment showed that in the communication professions the differentiation between job
positions vanishes, a convergence of professional expertise appears, and that there are merging
competencies — in each of the professional groups as well as between the professions of
journalists, PR experts and advertisers. The requirement for convergent competencies does not
lead to obliteration of the different communication fields but elevates them to a new technological-
narrative level without depersonalizing their independence and social roles.
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Keywords: journalism, PR, public relations, advertising, communication, professional identity,
professional roles, competencies, job description, job announcement, innovative expertise,
traditional expertise, technological competencies, digital content competencies, strategic
competencies, convergence competencies.

AHroBa, Ctena, LlaHkoBa, CBeTna, OcukoBcku, MaptmH, Hukonosa, Mapus, BbnyaHos,
UBaH, KonapoBa, Mas. KaptorpadupaHe Ha HOBOTO AUIUTANHO MEAUMNHO CbAbpPXKaHue,
VikoHoOMMYecku n coumanHu antepHatmem, 6pon 3, 20219, c. 27-38. ISSN (print): 1314-6556,
ISSN (online): 2534-8965.

Pe3stome. TEXHONOrMYHUTE MHOBALIMW MPOMEHAT PyHAaMEHTaNHO Ha4YMHa Ha PYHKLMOHUPaHe Ha
mMeauiiHaTa nHayctpus. Te HaBnNM3aT ¢ MHOro 6bp30 TemMno 1 0606LLaBaHeTO Ha BCUYKU akTyarnHu
CbOVUTUS € B KOHTEKCTa Ha HOBOTO — HOBWM MEAWM, HOBM TEXHOSOMW, HOBO CbhAbpXKaHue, HOB
npodpecroHaneH npodun Ha XypHanucTute, HOBU OU3HEC MOJEenu, HoBa KynTypa, HOBU
pearnHocTi 1 T.H. HawmaT ekvn rmena ot Apyr nscnenoBaTerncku acrnekT Ha TpaHcdopmaummTe.
Hve Tbpcum uMeHaTa M OedUHULMUTE Ha HOBUA MeaueH HapatuB. [peactaBsmMe Halle
n3crnegBaHe, B KOETO CMe uaeHTUdMUmMpanu, aHanuampany u kaptorpagupanu HoBUTE MeaUNHN
dopMu, podeHn OT cOnNMKaBaHETO Ha XXYPHANUCTM KaTa U TexHonoruute. B nacnenoeartenckus
doKyc nonagat HOBWUTE XXYPHANMUCTUYECKUM (POPMM, KOUTO AedUHMpaMe KaTo KOHKPETHU U
cneumMdunyHM TEeKCTOBW, BU3yarnHu, ayavo- u/ WM BUOEO MNoxXBaTW 3a npeacTaBsiHe Ha
XYPHanNUCTM4ecko cbabpxaHue. M3cneasaHeTo HM noaobpsiBa 3HAHWETO 3a HOBUTE KIHOYOBU
TpaHcOpMaLUUN Ha OUrMTanNHOTO CbAbpaHue. To NpeacTaBnsiBa MOMEHTHA CHUMKa Ha
pesynTatuTe OT TBOPYECKO-TEXHONOMMYHMSA MpoLec B Hw3pyma. Ha Gasa Ha nonyyeHuTe
pes3ynTaTh OT U3CreBaHeTo MOXe [a Cce TBbpau, Ye Npe3eHTaumsaTa Ha MeauiiHO CbabpXaHue e
cepuo3Ho oboraTeHa nopaau conmxaBaHeTo Ha XypHanucTukarta ¢ TexHomnorumTe. lNpouechT Ha
TpaHcOopMaLUs Ha HOBOTO MEAMNHO CbbpXKaHMe He e MPUKITHYMIT, Thil KaTo TOW € 3aBUCKUM OT
pa3sBUTUETO Ha KOMYHMKaALIMOHHUS codpTyep.

KnrouyoBu aymu: gurutanHo MeauMnHoO CbabpKaHue, OHNarH Meauu, kaptorpadupaHe, MeguiiHa
KOHBEpreHuus.

Abstract. Technological innovations are fundamentally transforming the way the media industry
is functioning. Innovations are entering rapidly and summarizing all current events is in the context
of the new — new media, new technology, new content, new professional profiles for journalists,
new business models, new culture, new realities, etc. Our study is focused on observing transfor-
mations from a different research point of view. We are looking for the names and the definitions
of the new media narrative. We present a research of ours in which we have identified, analyzed
and mapped the new media forms, which have emerged from the convergence of journalism and
technologies. Our focus is on new journalistic forms, defined as concrete and specific textual,
visual, audio and/or video techniques for presenting journalistic media content. The study enriches
the knowledge of the new key transformations of the digital content. It is a momentary description
of the results of the creative and technology processes in the contemporary newsroom. Based on
the research results, we argue that the presentation of media content is seriously enriched due to
the convergence of journalism and technology. The transformation process of new media content
is not finished, as it depends on the development of communication software.

Keywords: digital media content, online media, mapping, media convergence.
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LlaHkoBa, CBeTna, AHroBa, Ctena, Hukonosa, Mapusa, BbnuyaHoB, UBaH, BbnkoB, Unus,
MuHeB, Neopru, Ocukoscku, MaptuH. UHTerpupaHe Ha o6yuYMTENHU NPAKTUKU NO
MeAuiiHa rpaMOTHOCT B cpeaHUTe U BUCLIUTe yuunuwa B bnrapus. VikoHoMu4ecku un
coumanHu antepHatmeu, YHCC, 6p.3, 2022, c. 103—118. ISSN (print): 1314-6556, ISSN
(online): 2534-8965.

Pe3rome. MeauniiHaTa rpamMOTHOCT € eHa OT KMoYOBUTE KOMMETEHTHOCTM N YMEHUSA 3a XUBOT U
pabota npe3 XXI| Bek. MeguinHaTta rpamoOTHOCT U MeaAUAHOTO oBpa3oBaHWe cropes ekcnepTute
Ca 4acT OT pelleHMeTO Ha HaWHOBWUTE COoUMarnHu U TeXHOMorMyHu npobriemu, npen Kouto e
n3npaBeHoO YoBevecTBOTO. MeaunHaTa rpaMOTHOCT € MHTEpAMCLMNIIMHAPpHa No CBOSATa Npupoaa
W [JaBa Bb3MOXHOCT Ha XopaTa Aa ydacTBaT aKTMBHO B MONUTUYECKUTE, MKOHOMUYECKUTE,
coumanHute, KynTypHWTE acnekT OT XuMBOTa Ha obwecTtBoTo, Aa 6baaT edeKTMBHU
KOMYHMKaTOpPX M akTUBHU rpaxaaHn. ObpasoBaHMeTo No MeauiriHa rpamMoTHOCT e obpasoBaHue
npes Lenus XXUBOT, HO OT 0COBEHO BaXKHO 3HaYeHWe € TO [ia 3anoyHe OT paHHa feTcka Bb3pacT,
Aa 6bae NpoabMKEHO U HaarpageHo B CPeaHOTO 1 BUCLLETO obpa3oBaHue C yCuUnusaTa Ha BCUYKK
chopmanHu 1 HepopMarnHu MHCTUTYLMKU U opraHu3aumu. Llenta Ha Hay4YHWs npoekT ,MIHTerpupaHe
Ha 0By4YNTENHU NPaKTMKN N0 MeAMNHA rPaMOTHOCT B CpeHUTe 1 BUCLUUTE yyunuuia B bbnrapus®,
no KOMTO ekun oT kaTegpa ,Meann n obiectseHn komyHukauun®“ B YHCC pabotn B neproga 2019
— 2022 r., e fa aKkueHTMpa BHMMaHMETO BbpXy pe3yntatute OT MeauMrMHOTO obpasoBaHue B
MeXayHapoaeH, eBpOonenckn 1 HaumMoHaneH mawlab. MscnegsaHeTo npeacTass NbpBus No poaa
cv B Obnrapckata HayyHa nuTepaTtypa aHanutudeH o63op Ha AeduHUUMWTE 3a MeaunHa
rPaMOTHOCT Ha YyXau 1 BBbNrapcku ekcnepTy 1 opraHm3aunm, BoAeLmnTe NonUTUKA U cTpaTernm
Ha MeXOyHapogHuUTe opraHu3auuu, KouTo paboTsaTr B cdepata Ha MegunHOTO oGpasoBaHue,
HaUMOHanHUTe NPakTUKM Ha peduua eBponenckn u Apyru cTpaHu B obnactta Ha mMegumnHaTta
rPamMoTHOCT, M NocTaBsd ocobeH akLeHT BbpXy obpasoBaHMETO MO MeAurHa rPamMoTHOCT B
Bbnrapusa. MNMpoyyeHn ca 3agbnboyveHo nocTurHatuTe pesynTtatv B cdeparta Ha CPeaHoTo U
BMCLLETO oBpa3oBaHue y Hac U ca OTKpoeHU Aeduuntute BbB (PopManHoTo N HedOopManHoTo
obpasoBaHue B Ta3un ccepa. B pamknte Ha Hay4YHUst NPOEKT € NPOBEAEHO aHKETHO NpoyyBaHe C
534 yuntenu no npobnemuTe Ha MeaunHaTa rpamMoTHOCT B Bbnrapusa n Abnbo4nHHU UHTEpBIOTa
C ekcneptu B obnactra. HayyHonscnegoBaTeNCKUAT eKUn JokasBa 3HaA4YeHWeTo Ha MeaurHaTta
rPaMOTHOCT 3a CbBPEMEHHOTO 00LLEeCTBO U HEOBXOAMMOCTTa OT akTUBHA AbpXXaBHa NonuTuka 3a
HelHOTO pa3suTue B Bbnrapus.

Knro4yoBu aymun: meguinHa rpamoTHOCT, obpasoBaHme B bbnrapus, dopmanHo obpasoBaHue,
HedpopmanHo obpasoBaHne, 0OyUUTENHM NPAKTUKN.

Abstract. Media literacy is one of the key competencies and skills for living and working in the
21st century. According to experts, media literacy and media education are part of the solution to
the newest social and technological problems facing humanity. Media literacy education is a
lifelong education, but it is particularly important to start at an early age, to be continued and
upgraded in secondary and higher education with the efforts of all formal and non-formal
institutions and organizations. The aim of the “Integration of media literacy teaching practices in
secondary and higher schools in Bulgaria” research project, which a team from the Department of
Media and Public Communications at UNWE is working on during the 2019-2022 period, is to focus
on the results of media education on an international, European and national scale. The study
presents the first of its kind in Bulgarian scientific literature analytical review of the definitions of
media literacy of foreign and Bulgarian experts and organizations, leading policies and strategies
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of international organizations working in the field of media education, national practices of many
European and other countries. The results achieved in the field of secondary and higher education
in our country have been thoroughly studied and the deficits in formal and non-formal education in
this field have been highlighted. Within the research project, a survey was conducted with 534
teachers on the problems of media literacy in Bulgaria and in-depth interviews with experts in the
field. Based on the research, the team proves the importance of media literacy for modern society
and the need for active government policy for its development in Bulgaria.

Keywords: media literacy, education in Bulgaria, formal education, non-formal education, training
practices.

AHroBa, Ctena, HukonoBa, Mapusa, BbnuyaHoB, UBaH. lNMpodecnoHaneH npodwmn Ha
KOMYHUKaUWOHHUTE eKcnepTu B nyonn4yHaTa agMmHucTpauusa B Bnrapus. Npobnemu Ha
noctmogepHoctTta, KO3Y ,Heodut Puncku“,Vol. 12, No. 2, 2022, c. 263-275. ISSN (online):
ISSN: 1314-3700.

Pe3rome. Tasu ctatusa npeacrtaes pesynrtatv OT uscrnensaHe Ha npodecroHanHusa npogun Ha
KOMYHMKaLNOHHUTE eKcrnepTu B nybnvyHata agMuHucTpaums B benrapus. To e yacT OT NpoekT,
pasrnexaaly nyérnmyHuTe KOMyHUKaumm B nybnnyHata aaMmHucTpauus B ctpaHata. OcbLyecTBeH
e nperneg Ha npeavllHW uW3cnedBaHWs Ha NybnuMyHUTE KOMYHUKaUMM Ha ObpXaBHaTa
aAMUHUCTpaLUMa OT MeCTHU yyeHu. 3cnegsaHeTo e nposeaeHo npe3 2021 r. nog dopmata Ha
aHkeTa, nombriHeHa oT 182 pecnoHAeHTU, KOUTO pPaboTAT KaTO KOMYHUKALMOHHU eKCcnepTu B
ObpPXaBHU CTPYKTYpY KaTo MUHMCTEpPCKN CbBET, MUHUCTEPCTBA, AbPXaBHU areHuun, AbpXKaBHU
komucun, obnactHa agMuHUCTpauusi, OOLWMHCKa aAMUHUCTpauUus, AbpXaBHU revyebHu
3aBefleHnsl, ObpXaBHUM BUCLWIM yyunuwia. Pesdyntatute obobliaBat HyxHuTe ymeHus Ha [P
ekcnepTuTe B AbpXaBHaTa agMUHUCTpaUMs B CneaHUTe OCHOBHW HACOKW: CTpaTernyecku
KOMMeTeHLMW, HapaTUBHU KOMMNETEHLUNN U TEXHONOMMYHN KOMMNETEHLUN.

KnrouyoBu gymu: nyGnvyHM KOMyHUKaumu, nHctutyuuoHaneH MNP, MNP, MNP ekcneptu, Bpb3ku ¢
obuecTBeHoCTTa, NpodecroHaneH npodun.

Abstract. This paper presents the results of a study of the professional profile of communication
experts in the public administration in Bulgaria. It is part of a project focused on public
communications in the public administration in the country. A review of previous local studies of
the public communications of the state administration was carried out. The research was
conducted in 2021 in a survey filled out by 182 respondents who work as communication experts
in state structures such as the Council of Ministers, ministries, state agencies, state commissions,
regional administration, municipal administration, and state medical institutions, state universities,
etc. The results summarize the skills of PR experts in the state administration in the following main
directions: strategic competencies, narrative competencies, and technological competencies.

Keywords: public communication, institutional PR, PR experts, public relations, professional
profile.
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CrounkoB, Jllo6bomup; HukonoBa, Mapwus. lpoTtokon, puTyanHOCT U YHUBEPCUTETCKU
Apeckon B KOHTEKCTa Ha akagemMuyHarta cpega. B: Meamm n obwectseHn komyHukaumm. Msa.
YHCC; Anma KOMYHMKaLuS. 2019, Ne41, c. 1-14. ISSN 1313-9908.
Available from: http://www.media-journal.info/?p=item&aid=392

Pe3rome. Ctatuata pasrnexga npuHoca Ha akageMuyHuTe putyanu, CUMBOMM U MPOTOKOS KbM
dopmupaHeTo Ha creuuduyHa akageMmyHa Kyntypa u uMmuax. HanpaBeH e kpaTbk 0630p Ha
BMAOOBETE pUTyanu M MSACTOTO MM B akageMuyHaTta CTpykTypa. AKLEHT e MocTaBeH BbpXy
YHUBEPCUTETCKUSA ApecKop KaTo CblLUEeCTBEHa YacT OT MPOTOKOMHUTE KPpUTEPUM BbB BCSKa BMCLLA
obpasoBaTenHa MHCTUTYLUSA. ABTOpUTE OTAENAT BHUMAHWE Ha LepeMoHMuTe No AMnnoMupaHe B
peaua CBeTOBHO YTBbpAEHM yHMBepcuteTn kaTo ,,Okcdopa’, ,Kemmbpuox®, YHuBepcuteTsT Ha
Koumbpa B lNopTtyranua n gp. O60o6LieHO e CMMBOMHOTO 3HaYeHWe Ha Au3alHa Ha ToruTe,
LUanK1MTe 1 akcecoapuTe B KOHTEKCTa Ha LiepeMoHUMTe no avnnomupaxe. B 3aknountenHaTa vyact
Ha TeKkcTa ca npeacTaBeHn nssoauTe oT cobCTBEHO aHKeTHO npoy4dBaHe cpef ctyaeHTn B YHCC
OTHOCHO MHEHMEeTO UM 3a JOMNYCTUMO M HEeJONYyCTMMO OBNEKNo B yHMBEpcUMTeTCKa cpeaa.

Kno4yoBu AyMU: akagemMn4Hn uepemMoHunn, gpeckon, akagemMmmyeH rnpoTokosl, YHUBEPCUTETCKU
UMUOX, cneynanHo cbouTue.

Abstract. The article discusses the contribution of the academic rituals, symbols and protocol
codes to the embodiment of specific academic culture and image. The authors making a brief
overview of the different ritual types and their place in the academic structure. They emphasize
the place of the university dress code as an essential part of the protocol criteria in each higher
education institution. The authors describing the graduation ceremonies at a few world-renowned
universities such as Oxford, Cambridge, the University of Coimbra in Portugal etc. The symbolic
significance of the academic gowns, hats and accessories is summarized in the context of the
graduation ceremonies which differs, according to academic traditions in each one university. In
the final part are presented the conclusions of own survey among students in UNWE which
examines their attitudes about the acceptable and non-acceptable outfits in university.

Keywords: academic ceremonies, dress code, academic protocol, university image, special
event.

Hukonosa, Mapusi. [OurutaneH pa3ka3 B KOHTEKCTa Ha KpuU3MCHaTa KOMYHMKaLWUs:
KaMnaHMm B NOCTKpu3uceH nepuod. [Npobnemn Ha noctmogepHoctTa, KO3Y ,Heodut
Punckn“,Vol. 10, No. 1, 2020, c. 69-87. ISSN: 1314-3700.

Pe3tome. B ctatuaTa e HanpaBeH OMUT [a Ce M3SACHAT MOHATUATa , JurntaneH Hapatus® u
LAUIUTarNeH CTOPUTENUHI" B KOHTEKCTa Ha Kpu3McHaTa KOMYHUKaLUmMs. AKLEHT e NoCTaBeH BbpXy
KaMnaHum B MOCT KPU3UCEH nepuof, KOUTO MMaT 3a Uen Aa Bb3TaHOBAT OpraHu3alMoHHaTa
penyTauua 1M Aa 3anasaT JoBepueTo Ha LeneBute obLHOCTU. ABTOPBT NpaBu ONUT 3a aHanua
Ha NOCTKPU3UCHU KamMnaHuM KOWUTO BKMOYBAT POPMW Ha AUrMTaneH HapaTusB B TPU pasfuyHu
cdhepn —UTUTYLIMOHAmNHAa, KopropaTuBHa M HenpasuTencreeHa. [OurutanHoTo paskasBaHe Ha
ucTopum MMa cuneH K Bb3dencTBall edekT npu komyHuknpaHe Ha HIMNO kayaute. B aBa ot
aHanusaHuTe crny4vas AMruTanHuaT HapaTuB BkoyBa Buaeo ctoputenur (HIMO u kopnopatuseH
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CEeKTop), 4OKaTo B MPUMEPBLT OT UWHCTUTYUMOHAnHaTta cdepa ce usnonssat opmartu Karto
storymap u location-based storytelling.

Knro4yoBu AyMuUu: aurntaneH HapartumB, MNMOCT KPU3NCHaA KOMYHUKaUWA, CTOPUTENUHI, couualriHun
Meann, OHNanH penyTauuna

Abstract. The paper attempts to clarify the concepts of digital narrative and digital storytelling in
the context of crisis communication. It is highlighted thatthe aim in the post-crisis campaigns
is to be restored the organizational reputation and the loyalty of the targeted communities. The
author attempts to analyze post-crisiscampaigns in three different fields - institutional, corporate,
and non-government that involving forms of digital narrative. Digital storytelling has a strong and
powerful effect on communicating NGO causes. In two out of three cases (NGOs and the corporate
sector) communication professionals used video storytelling, while in the institutional sector,
formats such as story map and location-based storytelling are used.

Keywords: digital narrative, post-crisis communication, storytelling, social media, online
reputation.

BbwnuyaHoB, MBaH, AHroBa, Ctena, LlaHkoBa, CBeTna, OcukoBcku, MapTtuH, Hukonona,
Mapus. CbBpemeHHa pgurutanHa XypHanuctuka B Bbnrapusa. [lpobnemu Ha
nocrmogepHoctTa, FO3Y ,Heodut Puncku®, Vol. 12, No. 2, 2019, c. 263—-275. ISSN (online):
ISSN: 1314-3700.

Pe3some. Llenta Ha npeacrtaBeHOTO wu3crneaBaHe € pfa  uaeHTUdMUMpa HUMBOTO Ha
TpaHcdopMauun Ha Gbnrapckata AurnTanHa >XypHanucTuKa OT rMefHa ToYka Ha BrvsiHMe Ha
TEXHOMNOrMNUTE NpU Cb3aaBaHe Ha MeaueH NpoAykT. [poBeAeHo e Ka4YecTBEHO M3cneaBaHe ypes
OCbLLUECTBSIBAHE Ha [OECET CTPYKTypUpaHW MHTEPBIOTA C XXYPHANWUCTM OT OHNavH mMeauu u
ekcnepTy B obnacTTa Ha oHnarH MmegunTe. PesynTtatnte noka3BaT CbBPEMEHHOTO CbCTOsIHUE Ha
OHNarH MeaunTe 1 OHNarH XypHanucTukata B Bbnrapus no OTHOLUEHME Ha MO3HABaHETO U
npunaraHeTo Ha KynTypHUsi codTyep 3a Cb3gaBaHe Ha AUIMTanHO MeOUMHO CbObpXKaHue.
OTroBopuTe Ha pecnoHOEHTUTE rOMOrHaxa [a Cce o4yepTasT akTyanHuTe npodecUoHanHm
TpaHccopMaumm B Obnrapckata OHMaWH XypHanucTuka, npobnemMute OT cMsiHaTa Ha
napagurMaTta B XXypHanuCcTU4eckus Tpyd, TeHAEHUMWTE Mo OTHOLIeHMe HaynoTpebaTa Ha HOBO
MEAMNHO CbAbPXXaHME U HEFOBOTO Ka4ecTBO OT rreaHa TouYka Ha pa3Hoobpasve Ha dopmute U
3HAQYMMOCT Ha TeMuTe, MACTOTO MO OTHOLLUEHWe Ha Ao6pute rnobanHu MeauiiHu MpUMepu.
N3BoauTe nokasBaT, ye Obrrapckute OHMarH XKypHanuCTM ce agantupat KbM yrnoTpebaTta Ha
TEXHOMOTMUN U T Bb3NpuemMaT ¢ ONTMMU3bM, HO 3aedHO C TOBa WMMaT KPUTUYEH Mornen Kb
edekTuTe OT BNMSIHUETO Ha coumanHus codTyep. Kato TpygHOCT MO OTHOLIEHME Ha
M3BbPLUBAHE HA KaYeCTBEHa XXypHanucTuyecka pabota Te geduHUpaT 3abbp3aHOTO TEMIMO U
YBENNYEHOTO KONMYECTBO paboTa, OrpOMHUAT GPoW NOTEHLManHW U3TOYHULM Ha MHopMaLs,
CbBMECTSIBAHETO Ha HSKOMKO ANbXHOCTM B eAHa. KaTto gobpe no3Hata HoBa MeauiiHa copma
Moco4YBaTt MOHr pUNObLT, BEPTMKANHOTO W KBaapaTHOTO Buaeo, 360-rpagycoBUTE CHUMKU U
BMOEO, a MWHGorpadumkata e Han-nonynspHata ¢opMa 3a npeacTaBsHe Ha BU3yarHo
cbAabpxaHue. Mpenopbku MoraTt ga ce OTMPaBST MO OTHOLUEHWE Ha 3acunBaHe Ha ynotpebaTta
Ha BM3yarlHO CbabpXXaHue n fobaBsHe Ha noakacT pybpukM, KOeTo No3BonsBa MHopMaumsaTa
Aa nonyyy no-gbnbok KOHTEKCT. M3cneaBaHeTo nokasa BMCOKO HMBO Ha GbnrapckaTta OHNauH
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XXYpPHanucTuka, KosiTo cnefBa CBETOBHUTE TEHAEHLMWU, HO OTYMTa U HaBULUMTE Ha GbnrapckaTa
ayoutopusi npu  notpebneHne Ha cbabpxkaHue. Hawata uen 6e pa pasroBapsive c
NPOdECMOHANMNCTN OT HANOXEHW OHMaH MEAUMHN MapKK, KOUTO U3BLPLUBAT CBOATA AEWHOCT MO
HeOTMeHHUTEe NpaBuna Ha NpogecusiTa 1 ce NnonseaT ¢ 06LWECTBEHO fOBEPME.

Kntouosu aymu: OHMavH Meguwn, HOBXM MeEONNHU (bOpMVI, aurntanHa XypHarnmcTtuka, aurntariHo
CbAbpXKaHne, MegueH HapatmB, BU3yalriHO CbAbpXaHune, KynTtypeH cochyep.

Abstract. The paper aims to identify the level of transformation of contemporary digital
journalism in Bulgaria in view of the influence of technologies in the process of media content
creation. The authors interviewed ten online media journalists and experts. The results reveal the
current state of Bulgarian online media and journalism regarding the recognition and use of
cultural software for creating digital media content. The interviewee’s responses helped outline
some of the ongoing professional transformations in Bulgarian online journalism, problems with
the paradigm shift regarding journalistic labour, trends in new media content consumption and
quality in view of form diversity and topic significance. The conclusions show that Bulgarian online
journalists adapt to new technologies and are optimistic about their general influence on
journalism. On the other hand, they are critical of the effects of social software. Among the main
challenges, the interviewees point out the necessity of quick action, increased work volumes,
the large number of potential sources of information, the merging of a multitude of professional
roles into one. Interviewees consider long reads, vertical and square videos, the 360-degree
photos and videos to be the best-known forms of new media content; infographics turn out to
be the most popular way to present visual content. Generally, they recommend using more visual
content, adding podcasts, which allows the information to dive into deeper contexts. While taking
the local audience habits into consideration, the research showed that a significant portion
of Bulgarian online journalism follows the global tendencies. Our goal was to talk to
professionals who work for established media brands and are guided by the immutable
professional standards, thereby respected and trusted by the audience.

Keywords: online media, new media forms, digital journalism, digital content, media narrative,
visual content, cultural software.

Hukonosa, Mapus. P eTuka B ynpaBneHMeTo Ha OHMaH KPU3UCHUTE KOMYHMKaLMN.
PeTtopuka n komyHukaumm, 6p.42, 2020, ¢.73-91. ISSN 1314-4464.

Pe3rome. B HacTosaTa ctatusa ce pasrnexaa BnusHueto Ha MNP eTukaTta BbpXy ynpasreHNeTo
Ha KpU3NCHUTE KOMyHMKauun. HanpaBeH e onuT Aa ce aprymeHTMpa HerHaTa Bce no-oce3aema u
byHOaMeHTanHa Hyxxaa B NnaHUpaHeTo W1 ynpaBneHUeTo Ha KPU3UCHUTE KOMYHUKaLUUN B OHNamH
cpefa. ABTopoBara Te3a e, Ye eTukaTa B KpusncHus NP numa peluasallo 3Ha4eHue 3a 3anasBaHe
Ha penytaumsata Ha opraHusaumaTa. B wmscnegBaHeTo ca aHanuaupaHu f[Ba criyyas ot
npaktnkata: Google cpewy Facebook (2011) n ,HAMnunkc* (2019). N3BoauTe OT Kasycute
noauyeprasaT 3Ha4YeHUEeTO Ha npodecuoHanHaTa eTuka B noseaeHneTo Ha P cneuwanucTute,
MeHUIKbpUTE U NpeacTaBuTeENUTE Ha opraHnsauuuTe, KakTo 1 npu n3dbopa Ha KOMyHUKaLUOHHa
cTpaTervs B KpusmcHaTa cuTyauusd. B kpas Ha goknaga ca odepTaHu HAKOU TeMu 3a AUCKYCUs U
ObaeLum uscnensaHus, KaTo Hanpumep: eTUYHUTE M3MEePEHUS Ha KpuU3McHaTa KOMyHUKaUus B
coumanHute Meauu, eTUYHUTE MPUHLUMNAM NPU YyCTaHOBSIBaHE Ha OTHOLLUEHWS C XXypHanuctu u
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nUaepu Ha MHEHWEe B OHMaiH cpeda, HyaaTa OT akTyanuavpaHe Ha eTUYHUTE KOAEeKCcU Ha
npodecroHanHnTe opraH1saLmm.

Knro4yoBu AymMmu: MNP eTuka, KPpnU3nNCHa KOMyHUKauua, etTm4eH Kogekc Ha MNP cneunanuctn, eTnka
B couunanHun megun.

Abstract. This article discusses the impact of PR ethics on crisis communication management.
An attempt to point out the increasing and fundamental need of PR Ethics in planning and
managing online crisis communication is made. The author's thesis is that an ethical approach in
crisis communication is very important for organizational reputation to be preserved. The research
encompasses two case studies: Google vs. Facebook (2011) and the so-called NAPleaks (2019).
The case studies highlight the importance of professional ethics in the public and media
representation of PR professionals, managers and leaders of organizations. Professional ethics
also has an impact on the communication strategy that organizations choose in times of crises. At
the end of the article, some topics for discussion and future research are outlined, such as: the
ethical dimensions of crisis communication in social media, the ethical principles in establishing
relationships with journalists and online opinion leaders, the need for actualization of professional
associations’ codes of conducts.

Keywords: PR Ethics, Crisis Communication, PR experts Code of Conduct, Ethics in Social
Media.

HukonoBa, Mapus. YnpaBneHne Ha OHMavH OOLHOCTU B KPU3UCHUTE KOMYHMKaumun. B:
Megumn n obuwecteeHn komyHukaumun. N3g. YHCC; Anma komyHukaums, c. 1-14, 2020, Ned4.
ISSN 1313-9908. Available from: http://www.media-journal.info/?p=item&aid=412

Pesome. B cratmsita ce nogyepTtaBa ponsTa Ha OHMaWH OOLWHOCTUTE B MMaHMpPaHETO Ha
OpraHu3aunoHHa KOMyHMKauusa no Bpeme Ha Kpmsa. HanpaBeH e kpaTbk npernes Ha geduHuumnm
Ha noHsaTuATa ,0paHa obLHOCT® M ,OHNaNH OBLUHOCT®, BKIHOYUTENHO N B KPU3UCEH KOHTEKCT.
O6bpHaTO € BHMMaHWE Ha NPOaKTMBHAaTa Posis Ha pasnNuUYHM BMAOBE OpraHu3auumn B npoLeca Ha
Cb3faBaHe M nogabp)KaHe Ha YCTOMYMBU LIENEBU OHMNaWH OBLLHOCTM, KOUTO He ca cchopMmnpaHmu
CTUXUAHOWN HEMNoOCPeacTBEHO crnen Bb3HWKBAHE Ha Kkpu3a, a ca 4acT OT cTparerMyeckata
KOMyHMKaUUA Ha opraHu3auusaTa. AKUEHT € MOCTaBeH BbPXy MOAena 3a YhpaBlieHne Ha
obuwHoctn Risk Communication and Community Engagement (RCCE), Action Plan Guidance
COVID-19, Preparedness and Response, npenopbyaH oT CBeToBHaTa 3gpaBHa OpraHusauus
cnep obasBaHeTo Ha naHgemuaTa ot COVID — 19. CtpaTernvyeckusT Moaen, KOUTO € HanpaseH
OT KOMYHWKALMOHHUTE CreumanucTn nva noteHuman ga 6bae aganTMpaHkakTo KbM MNOAUTUKUTE
Ha CbOTBETHUTE OpraHM3aummn, Taka n KkbM cneumduknTe Ha obLLHOCTM Ha HAUWOHAHO U MECTHO
HUBO.

KnroyoBu gymu: oHnamH OBLIHOCTM, AMrMTanHa aHraXxXmpaHocT, CouManHu Meaun, KpU3MCHU
komyHukauun, COVID — 19, CeeToBHa 34paBHa opraHusauus

Abstract. This article highlights the importance and the strategic role of online communitiesin the
process of communication management during a crisis. It has been made a brief overview of
different definitions for “brand community” and “online community”, including in the crisis context.
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Attention is paid to the proactive role of different types of organizations in the process of creating
and maintaining sustainable targeted online communities, which are not formed spontaneously
immediately after the crisis, but are part of the organizational strategic communication. The article
is focused on the community management model recommended by the World Health Organization
- Risk Communication and Community Engagement (RCCE), Action Plan Guidance COVID-19,
Preparedness and Response, introduced after the announcement of the pandemic by COVID - 19.
The strategic model developed by the communication specialists has the potential and flexibility to
be adapted both to the policies of the respective organizations and to the communities specifics at
national and local level.

Keywords: online communities, digital engagement, social media, crisis communications, COVID
- 19, World Health Organization.

Hukonosa, Mapus. PR kamnaHusaTa: TeXxHUKMU Ha yb6exaaBawa komyHukauus. M3a. YHCC;
Anma komyHukaumsa, 2022, Ne 52, c. 1-25. ISSN 1313-9908. Available from: [https://www.media-
journal.info/index.php?p=item&aid=453]

Pe3rome. CtatuaTa ce okycmpa BbpXy MSCTOTO U ponsTa Ha ybexaasallata KOMyHVUKauus B
CTpyKTypaTa Ha Bpb3kuTe ¢ 00LLEeCTBEHOCTTa M NO-KOHKPETHO - BbpXY NpoLeca Ha ybexxaaBaHe B
xofa Ha PR kamnaHun. B yBogHaTa 4acT ca LpUXMpaHn HAKOMNKO AeUMHULIMM HA HALIW U YyXXOU
nscneposatenu 3a PR kato e akueHTMpaHO BbpXy (PyHKUMUTE Aa Bnuse n a ybexaasa no
eTn4yeH HadmH. HakpaTko e cuctemaTusmMpaHa U TexHonoruaTa Ha ybexaaBaHeTo U ca onucaHu
nonynspHn moaenn. OcHOBHaTa Te3a e, Ye CbBpPeMeHHaTa TEexHOMorMs Ha BpPb3KUTE C
obLecTBEHOCTTa, KOATO Ce NMpakTMKyBa OT NpOdECUOHANUCTK, Ce pasrpaHnyaBa OT HeeTU4HUTE
NPaKTUKX 33 BNUSTHUE BbPXY LIeNEeBUTE ayauTopMmmn TOBa € BanuaHo 1 B ccpeparta Ha nonuMTukaTa.
M3non3BaHuAT mM3cnegoBaTenicku MEeTof, € aHanu3 Ha crydan OT npaktukaTa (case study) —
n3bpaHu ca aBete kamnaHum (Yes, Scotland u Better Together) 3a uHnunmpaHe n nposexagaHe Ha
pedepeHayma 3a HesaBncuMOoCT Ha LLloTnaHaus, peanusmpanu B nepmoga 2012 r. — 2014 r. B
n3soauTe OT aHanmsa ca 0606LLieHN OCHOBHUTE KOMYHWKaLMOHHW TEXHWKM B npoueca Ha
ybexxgaBaHe, B KOMTO Ce W3MOM3BaT MNoxBaTuTe Ha ApamaTtu3aums, CTaTUCTUYECKU AaHHW,
AQHraXXupaHocCT M Ny6nMyYHO 3acTbMHUYECTBO Ha M3BECTHU NIUYHOCTM, BU3yarHa MHTeprnpeTauus
Ha pauMOHanHu N eMOoLUMOHarHu anenu u ap.

Knwo4yoBu pgymu: PR, PR kamnanus, PR TexHuka, ybexgaBalla KOMyHMKaUuUs, nonuTudecka
KOMyHuKauus, pecbepeHaym, nsdopu, etuka, LotnaHaums.

Abstract. The present article is focused on the importance and the role of persuasive
communication in the structure of public relations and more specifically - on the process of
persuasion in the course of PR campaigns. In the introduction, several definitions of PRby national
and international researchers are outlined, focusing on the functions of influencing and persuading
in an ethical manner. The technology of persuasion is also briefly systematised and popular models
are described. The main thesis is that modern public relations technology that is practiced by
professionals is differentiated from unethical practices of influencing target audiences, and this
holds equally valid in the field of politics. The used research method is a case study analysis of
two campaigns (Yes, Scotland and Better Together) conducted between 2012 and 2014 for the
initiation and implementation of the Scottish independence referendum. The conclusions of the
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analysis summarize the main communication tactics in the persuasion process - dramatization,
statistics, celebrity involvement and public advocacy, the visual interpretation of rational and
emotional appeals, etc.

Key words: PR, PR campaign, PR tactics, persuasive communication, political communication,
referendum, election, ethics, Scotland.

Svetla Tsankova, Stela Angova, Mariya Nikolova, Ivan Valchanov, lliya Valkov, Georgi
Minev.

The Evolution of Media Literacy in Bulgaria’s Formal and Non-Formal Education.Yearbook
of UNWE, Issue 1, pp. 101—115. ISSN (print): 1312-5486; ISSN (online): 2534-8949.

Pe3rome. KoHuenuusaTta 3a meguiiHa rpamoTHOCT CTaBa Bce No-nonynspHa BbB (popMarnHoTo u
HecbopmanHoTo obpasoBaHue B bbnrapua npes nocnefHuTe roavHW. HenpaBuTencTBeHUST
cekTop e 0cobeHo aKkTMBeH B pa3paboTBaHeTo Ha yyebHU MaTepuanu, KoHepeHUun, ceMmmHapu
N pecypcu 3a yuitenu v npenogasatenu. MegumHata rpamoTHOCT 6aBHO ce WHTerpupa B
yyebHUTE nporpamu Ha yuymnuuiaTta n yHusepcutetute. VMIMeHHO BbpXy Tean OBa acrnekta oT
pas3BUTUETO Ha MeaulHaTa rpaMoTHOCT B Bbnrapus ce gokycupa HacTOsALWOTO uscneaBaHe
npeasua gakTa, Ye BbB BCUYKM CTPAHU C BUCOKM HMBA Ha MeauiHa rpaMOTHOCT € HanuLe akTUBHO
CbTpyaoHMYeCcTBO Mexay dopmanHute un  HedopmanHute obpasoBaTenHu  UHCTUTYLUN.
AHanuanpaxme WHULMATUBUATE Ha YYUNULLHO W YyHUBepcUTeTcko HuBo npe3 2019-2022 r.,
ronemMmTe NpPOEKTU B HenpaBUTENCTBEHUS CEKTOP, KakTO U eKkcriepTHaTa oueHKa 3a HUMBOTO Ha
MeaunHata rpamoTHocT B Bbnrapusa. Onucann cme n pesyntatute OT MpoydBaHETO, KOeTo
npoBegoxme cpeq 534 yuntenu oT cpegHuTe yumnuiwia B Havanoto Ha 2022 r. Bb3 ocHoBa Ha
HanpaBeHUs aHanu3 u3TbkHaxme TesaTta, Ye cuctemarta Ha popmanHoTo obpasoBaHue TpsibBa
Ja HaBakca M30CTaBaHeTO CU OT CeKTopa Ha HedopManHOTO obpasoBaHWe MO OTHOLUeHMEe Ha
MegunHaTa rpaMoTHOCT, YUATO Lien He e HacoyeHa camo KbM yYeHUUUTe N ydutenuTe, a KbM
peavia Bb3pacToBM M 0BLLLECTBEHN rpynu.

KnoyoBu AymMu: meauiiHa rpaMoOTHOCT, AMrMTanHa rpamMoTHOCT, ¢oopmanHo obpasoBaHue,
HedopmanHo obpasoBaHue, y4nnuwHo obpasoBaHue, BUCLLE 0Gpa3oBaHue, HENPaBUTENCTBEHU
opraHusauuv, Meauu, MeaveH nensax, bonrapus.

Abstract. The concept of media literacy has become more popular in formal and non-
formal education in Bulgaria in recent years. The nongovernmental sector has been particularly
active in developing course materials, conferences, seminars, and resources for teachers and
instructors. Media literacy is slowly being integrated into school and university curricula. It is
precisely these two aspects of the evolution of media literacy in Bulgaria that this study focuses on
due to the fact that in all countries with high levels of media literacy an active collaboration between
formal and non-formal educational institutions is present. We have analysed school and
university-level initiatives in the years 2019-2022, major projects in the nongovernmental sector,
and the experts’ assessment of the level of media literacy in Bulgaria. We have also described the
results of a survey that we conducted among 534 high-school teachers at the beginning of 2022.
Drawing on our analysis, we highlighted the thesis that the system of formal education needs to
catch up with the non-formal education sector in relation to media literacy, the aim of which is not
directed only towards students and teachers, but towards a range of age and societal groups.
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Keywords: media literacy, digital literacy, formal education, non-formal education, school
education, higher education, non-governmental organizations, media, media landscape, Bulgaria.

Nikolova, Mariya. Media And Digital Literacy of Public Relations Experts in Crisis
Communication. Anthropological Research and Studies. Francisc |I. Rainer" Anthropology
Institute, Romanian Academy, volume 14/2024 (noa nevar).

ISSN: 2360-3445; ISSN-L: 2360-3445.

Pestome. Lenu. KomyHukauusiTa ¢ MegunTe U CbCTaBSAHETO Ha MeAVHM MOCNaHus ca egHn oT
OCHOBHUTE 3abIIKEHUS HA CNeLuuanucTMTe No KOMyHMKaLMmM, Taka Ye BbMNpoCchT 3a YMeHusTa 3a
MeauiiHa 1 UMdpPoBa rPaMOTHOCT € BaXKeH B KOHTEKCTA Ha CbBPEMEHHUTE Bb3HMKBALLIM Kpu3nu. B
TO3M CTaTusA Ce pasrnexaaT Bpb3kUTe C MeaunTe Mo BPeMe Ha KPU3NCHM CUTYaLIMn U 3HaYEeHNETO
Ha MeauiiHaTa rpaMoTHOCT 3a NpodecuoHanucTUTe B obnacTTa Ha Bpb3kuTe ¢ 06OLLECTBEHOCTTA,
3a [1a KOMYHUKUpaT edpeKkTMBHO. B n3cnensaHeTo ce TBbpaU, Ye Herno3HaBaHeTo Ha crneludmrkaTa
Ha MeauiHaTa KOMyHUKaLMs, HeaJeKBaTHOTO CTpaTerMyecko nrnaHnpaHe Ha KOMYHUKALMOHHUTE
TaKTUKM BOAAT 10 epo3nsl Ha IOBEPUETO 1 OTcrabBaHe Ha OTHOLUEHUSITA CbC 3aNHTEPECOBaHNTe
CTpaHu, KOETO MNopaxkaa Kp1aa B coumanHute meamm u 3aryba Ha obLiecTBeHa NeruTUMHOCT.

Mamepuanu u memodu. B cBeToBeH Mallab ce HabnogaBa cepuro3eH crnag Ha OOBEPMETO B
MeguuTe KaTo U3TOMHWK Ha UWHopMmauusa. Crnopen TpuHageceToTo u3gaHve Ha rrnobanHus
Aoknag 3a cbCTosdAHMeTo Ha MmeamnTte Ha Cision (2022 r.) 22% OT XypHanucTuTe 3asiBaBart, 4ye
npeanoyvTaT npeccboblieHnsaTa, U3roTBeHN OT CneumanucTyM No KOMyHuKauuu, Aa cbabpxaT
MYNTUMEOMAHO CbabpXaHune, a 54% Lwe oTpasaT gageHa uctopus, ako v 6bae NnpeaocTaBeHo
roTOBO BM3yariHO CbAbpXaHne (CHUMKWU, BUOESOKNUMNOBE U MHAorpadumku). B HacToswaTa cTaTtms
ca aHanuaupaHu aBe KpusncHu cutyauum B bbnrapusa no metoga Ha macnenBaHe Ha criyyan: 1)
Crny4yaaT Ha BojellaTa CBETOBHA MHCTUTYLMA 3a ynpasneHve Ha gurntanHu aktmem NEXO
(ocHoBaHa B Bwnrapus), obsmHeHa B nsamama B CALL, n 2) cnyyadar ¢ ayTCOPCUHI KOMMNaHusATa
TELUS International Bulgaria oTHocHO npobnemute ¢ MoAepupaHeTO Ha CbAbpXaHue BbB
Facebook B bbnrapusa. 3a uenute Ha HacTosilwata nybnukaumsi ce pasrnexgar camo
KOMYHUKaUNOHHUTE TEXHWUKU, U3MOM3BaHN 3a BPb3KU C MeaunTe, Kato oduumanHn nssiBneHus,
OTBOpPEHU MMCMa, NPecchLOBLLEeHNs, NPecKoHdEepeHLUUn N UHTepBIOTa C MpeacTaBuUTenu Ha
KOMMNaHunTe B Megunte.

Pesynmamu. [pernegbT Ha Hay4yHu nyonuvkaumMm v npoyyBaHWst OTHOCHO MegunHata u
aurntanHaTta rpamoTHocT Ha PR cneunanuctuTte nokasea, Ye MMa Hy)ga oT u3cneaBaHus B Tasu
obnact. B cnyyas ¢ NEXO moxem ga yctaHOBMM TpyOHOCTUTE Ha XXypHanuctute ga pasbepat
€CTEeCTBOTO Ha Kpu3aTa nopagm cneumdunyHmst CEKTop, B KOMTO onepupa kKomnaHuata. KpusaTta ce
pasrpblia BbB BTOPUYEH acrekT, crieq Kato e nonutuavpaHa B bbnrapus, n KomnaHusita
13non3sa ToBa OTKMNOHEHUe, 3a ja Bb3CTaHOBU JoBepueTo B GusHeca cu. B To3m cnyyanm gcHo ce
OoTKposiBa 3HadeHuMeTo Ha [P cneuwanuctuTe 3a agekBaTHOTO NpegaBaHe Ha CrioXHa WU
cbobpaseHa C Hy)XOuUTe Ha KrMeHTa MHdopMauMs Ha e3uka Ha meauuTte. BtopuaTt cnydam
onpefenst Heycnexute B KOMYHUKauMsaTa C MeguMuTe Mo BpemMe Ha Kpu3a, nogxoguTe 3a
OTKITOHSIBAHE Ha BHUMAaHMETO, KOMTO He paboTAT, U nuncaTta Ha agekBaTHO agpecupaHe Ha
00BMHEHUATA B TEHAEHLMO3HO U NOEONOrM4eckn MoTuBnpaHo 6rnokmpaHe Ha npodunu.

3aknroveHus. KOMyHVIKaLl,VIOHHVITe cneunanmcTtu Tpﬂ6Ba Aa oTyuTaTt 3Ha4YeHneTo Ha Mmegumnte U
XypHannctute Kato e€aHM OT OCHOBHUTE 3aMHTepecOoBaHWM CTpaHW MO BpeMe Ha Kpu3a CbC
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3HauUTEnHa oOLEeCTBEHA BaXXHOCT. AHANM3MpaHUTe B Tasn CTAaTUS KOMYHUKALWMOHHU NPaKTUKK B
MeauMTe He ca HOBM, HO Te ce TpaHcdopmupaT B AuruTanHa cpega, KoeTo npegnornara
HeobXxoaAMMOCTTa OT pa3BMTUE HA YMEHUs 3@ paboTa ¢ HOBM Meaun 1 gurMTtanHa rpamoTHocT. B
CMTyaLuMs Ha Kpu3a Hal-sICHO MOXe [ja Ce OTYETE CbBMECTHUSIT XapakTep Ha B3aUMOOTHOLLEHUATA
MeXay XypHanucTu 1 cneumanncT no KOMyHUKauum, HO B CbLLOTO BpeMe Te ca MOCTaBeHU Ha
n3nuTaHne nopaau pasnuyuHn chakTopu - nunca Ha JoBepure, NPUCTPACTHO OTHOLLEHUE, HEYMEHUNE
Oa ce obLlyBa 1 HecnocobHOCT fa ce opMynupaTt U CTPYKTypupart nocnaHusta. Megumnte u
npocpecmoHanucTute B obnacTTa Ha KOMyHUKauumMTe ca yvyacTHUUM B MyOnuyHus
KOMYHUKaLMOHEH ANCKYPC U HOCAT €TUYHA OTrOBOPHOCT 33 OChOPMSIHETO Ha KPU3NCHMWS HapaTuB,
KOWTO BMNusie 1 BbPXy HMBATa Ha pa3bupaHe Ha npobnemHaTa cuTyauusi B 06LLIECTBOTO.

KnrouoBu gaymm : MeguiiHa rpaMOTHOCT, AUrMTanHa KOMyHUKauus, kpusa, bbnrapus, Bpb3ku C
obLecTBeHoCTTA.

Abstract. Objectives. Communication with media and crafting media messages are amongst of
the main duties of communication professionals, so the matter of media and digital literacy skills is
important in the context of contemporary emerging crisis. This paper explores media relations
during crisis situations and the importance of media literacy for PR professionals to communicate
effectively. This study argues that the ignorance of media communication’s specifics, inadequate
strategic planning of communication tactics are leads to the erosion of trust and weakening the
stakeholder’s relations, resulting in social media spin-off crisis, and loss of public legitimacy.

Materials and Methods. Globally, there have been identified serious declines in trust in the media
as a source of information. According to the thirteenth edition of the Cision Global State of Media
Report (2022), 22% of journalists say they prefer press releases, peached by communication
professionals, to feature multimedia content, and 54% will cover a story if they are provided with
ready-made visual content (photos, videos, and infographics). In this paper are analysed two crisis
situations in Bulgaria by the case study method: 1) the case of the world's leading digital asset
management institution NEXO (founded in Bulgaria), accused of fraud in the USA, and 2) the case
of the outsourcing company TELUS International Bulgaria regarding the problems with content
moderation on Facebook in Bulgaria. Only the communication techniques used for media relations
like official statements, open letters, press releases, press conferences, and media interviews with
company representatives are considered for the purposes of this publication.

Results. The review of academic resources and surveys on PR professional’s media and digital
literacy shows that there is a need for research efforts in this domain. In the case of NEXO we can
identify the difficulties of the journalists to understand the nature of the crisis because of the specific
sector in which the company operates. The crisis is unfolding in a secondary aspect after it has
been politicised in Bulgaria, and the company is using this deviation to restore credibility in its
business. In this case, the importance of PR specialists to adequately conveying complex and
tailor-made information in the language of the media clearly emerges. The second case defines
the failures to communicate with the media in times of crisis, the divert attention approaches that
do not work and the lack to address properly the accusations of biased and ideologically motivated
account blocking.

Conclusions. Communication professionals must recognise the importance of the media and
journalists as one of the primary stakeholders during a crisis of significant public importance. The
media communication practices analysed in this article are not new, but they are being transformed
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in a digital environment, which suggests the need of new media and digital literacy skills
development. In a situation of crisis, the collaborative nature of the relationship between journalists
and communication professionals can be most explicitly acknowledged, but at the same time, it is
put to test because of various factors - lack of trust, biased attitude, failure to communicate, and
inability to frame and structure messages. The media and communication professionals are
participants in public communication discourse and have an ethical responsibility to shape the
crisis narrative, which also influences the levels of understanding of the problem situation in
society.

Keywords: media literacy; digital communication; crisis; Bulgaria; public relations.
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NYBINMNKYBAH YHUBEPCUTETCKWU YYHEBHUK

PUBLISHED UNIVERSITY TEXTBOOK

Hukonosa, Mapusa (2021). lNpodecunta Ha MNP ekcnepta. B: Axrosa, C., Hukonosa, M.,
BbnuaHos, . HoBuTe koMyHuKaLmMoHHK npodecuun. AsaHrapy lNpuma, Codms, c. 94-163. ISBN
978-619-239-610-7

Pesome. YuyebHUKBT ,HOBUTE KOMYHMKALMOHHM npodpecumn e npepgHasHadeH 3a CTyOeHTuTe,
KouTo ce oby4daBaT B 6HakanaBbpCku U MAarMCTbpCk MEAUNHU U KOMYHUKALMOHHW CreLmManHoCTu.
B Hero ca 0606LeHn TpaHcopMauunTe, KOUTO ca HacTbLNUMAK B NpodecnoHanH1Te npodunu Ha
XypHanucTtu, MNP ekcnepTy 1 peknaMncTy Ha ABE OCHOBHM HMBA: TEXHOMNOMMYHO M HApaTMBHO.

BToparta rnaBa ot yuyebHuka 0606LaBa npoyusaHuaTa go 2021 r., KoUTo npocneasasat npoMeHnTe
B NpodecuoHanHuTe KOMMeTeHUMM Ha KOMYHWKaLUWOHHWUTEe cneuuanuctu. Peructpupat ce
AedmunT No OTHOLWIEHMEe Ha akageMW4YHW unscnedBaHus B ToBa norne. Ha Gasata Ha Tesu
n3cnenBaHusa Ha npodpecroHanHn opraHnsaumm e HarnpaeeHa UHdorpaduka ¢ 6a3oBuTe ymeHUs
B [P npodecusita Ha 4YeTupn HMBA (KOMYHWKALMOHHU YMEHUS, OUMUTanHW yYMeHus, aHanus u
npoyyBaHus, eTuka). BaxxHo e oa ce otbenexu, 4ye TpaanLMOHHUTE YMEHUS HE Ce NPOMEHST, a ce
Jonbneat OT HOBW B CEACTBUE Ha pa3BUTUTE Ha AurMTanHaTta MmeguinHa ekocuctema. B noarodka
2.2. Ha Ta3u rnasa ca 06006LLeHn YMeHUsATa U KoMneTeHUMuTe cnopen npodecuoHanHaTa pons B
opraHusauusitTa — onMcaHu ca TpaguUMoHHUTE N HOBUTE YMEHUs, KoMTo ca Heobxoanmm Ha [P
ekcneptute u MNP MeHnpxXbpUuTe.

B HacTosileTo nscnenBaHe ca aHanuanpaHun 60 ob6sBu 3a pabota B ccepata Ha [P, kouTo ca
npocnegeHn npes oHnamH camtoBete Ha Cision, PR Week, Women in PR North America,
Canadian Public Relation Society, Public Relation Society of America, nnatcdopmute 3a
ny6nukysaHe Ha 068K 3a paboTa PR Jobs 1 Indeed. N360pbT Ha npodecnoHanHun opraHuy 3aumm
B cpepaTa Ha MNP 1 KOMyHUKauuuTe € YMULLINEH, TbiA KaTo TEXHUAT Npodun e pokycmpaH BbpXy
yTBbpXAaBaHeTo Ha NPoeCcMoHanHUTE NPUHLMNU Ha KOMYHUKaUUOHHUTE Nnpodyecun u 4o ronsma
cTeneH Te odopMmAT npodecMoHanHuTe cTaHgapTu Ta3um 6usHec cpepa. Chbuwo Taka Te
noaabpxaT u cobctBeHn nnatgopmmn 3a nybnukysaHe Ha ob6sBK 3a paboTa OT KOMMNAHWM KaTo
Sony, Lego, AT&T, pasnuyHu UHCTUTYLIMKM U MUHUCTepCTBa 1 ap. eduHupaHu ca aeBeT OCHOBHU
npodgecuoHanHu ponu, a KBanmukaunoHHOTO HUBO Ha 3aeMaHaTa AMbXHOCT € eKCnepTHO Unu
MeHnaxbpcko. Cnen npernega Ha WHMOPMaUWOHHWUTE eauHWUM, Haped C TpaauLMOHHUTE
anwxHoctn kato P ekcnept, NP mMeHMaxbp, npeccekpeTap, cneum-anucT ,KopnopaTtmBHU
KOMYHMKauun“, MOXeM a OTKPOUM 1 NeT HOBM KOMYHUKALIMOHHN Npodyecun, KOUTo MMaT cxoacTea
CcbC cpepaTa Ha oHnanH lMP. Toea ca: meHnaxbp JdurntanHo cbabpxaHue“ //Digital Content
Manager, meHnmpxbp ,006WwHOCTM K coumnanHn megumn“//Community & Social Media Manager,
koopauHatop JdurutanHm komyHukaummn“//Digital Communications Coordinator, Bpb3ku C
obuwecTBeHoCcTTa U OHNanH aHraxupade //Public Relations & Online Engagement, n Public
Relations Influencer Specialist. B kBanudukaumMoHHUS Npoun Ha HOBUTE KOMYHWMKaLMOHHU
npodgecun ce Habnsira OCHOBHO Ha AUrnTanHuTe yMeHus 1 komneTeHummn. Cpeluat ce M3ncKkBaHus
3a gobpo BnageeHe Ha nporpamn 3a obpaboTka Ha BMAEO U CHUMKOBO CbabpXaHue, 6a3osu
NO3HaHWS Ha KOMMIOTbPHU e3U1LIM, CUCTEMM 3a YNpaBrneHue Ha cbabpxaHueto. B npodunute Ha
HOBUTE KOMYHMKALMOHHU NPOdeCcUn Harm-aCHO Ce OTKPOsiBaT NpenuBaHeTo Ha KOMMeTeHuun ot
AUrUTanHUa MapKeTUHr U OHMarH peknamMarTa.
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CpaBHMTENHO HEMPOMEHeHW OocTaBaT (PYHKUMWUTE U 3adb/DKeHUsITa Ha npeccekpeTaps Ha
cneunanucTsbT no ,Mbbnmk agebpc”. MHCTUTYLMOHANHUTE KOMYHMKaUUKM 0 ronsiMa CTeneH ce
noaYMHABAT Ha NPOTOKOJHM NpaBumna 3a pasnpocTpaHeHre Ha MHPopPMaLMs, KaTo OCHOBHA U Hai-
CbLUecTBeHa YacT oT paboTaTta Ha KOMYHWUKALMOHHWTE CNeLManucT B pasfnyHy NpaBuUTENCTBEHM
N ObPXaBHW CTPYKTYpY ca Bpb3KUTE C MeauMuTe u XXypHanucTtute. Bce nak B 06siBuTe 3a paboTa
ce oyepTaBaT U 3a4bIHKEHMS1 CBbP3aHN ¢ MHPOPMALMOHHOTO NOAAbPXKaAHE Ha OHMaWH KaHanuTe
Ha MHCTUTYUMMUTE.

B nogrtouka 2.3. ca pasnucaHun MyJ'ITVIMe,EI,I/IIZHI/I 3ajayn B Tpu noneta — BPBb3KM C Meauu,
KoprnopaTtnBHM KOMYHUKauun N KpuU3nceH MP. Te ca Haco4yeHn KbM CTyAeHTuTe n MU3NCKeat
KpeaTuBeH 1 aHanm3aTopCKu Nnpoxod KbM pellaBaHeTO Ha Ka3yCuTte, KOUTO Ca pa3nmnucaHu Taka 4ve
Oa ynpaxHasaTt yMeHUda 1 KomneTeHuuu, VlﬂeHTI/I(bI/ILI,VIpaHI/I B n3cnenBaHeTo.

Abstract. The New Communication Professions textbook is meant for students studying BA and
MA in Media and Communications. It provides a summary of the transformations that have taken
place in the professional profiles of journalists, PR experts and advertisers at two main levels:
technological and narrative. The second chapter of the textbook presents a summary of studies
up to 2021 that trace professional competence changes of communication experts. Deficits in
terms of academic research in this field are registered. Based on these surveys of professional
organisations, an infographic of the core competencies of the PR profession is presented at four
levels (communication skills, digital skills, analysis and research, ethics). It is important to mention
that the traditional skills are not changing but are being complemented by new ones as a result of
the evolving digital media ecosystem. In sub-section 2.2 of this chapter, the skills and competences
are summarised according to the professional role within the organisation - the traditional and new
skills needed by PR experts and PR managers are outlined. In this current study, 60 PR job
postings were examined and tracked through the online websites of Cision, PR Week, Women in
PR North America, Canadian Public Relation Society, Public Relation Society of America, PR Jobs
and Indeed. The selection of professional bodies in PR and communications was intentional, as
their profiles focus on the promotion of professional principles, and they have largely shaped the
professional standards of this business environment. They also maintain their own platforms for
posting job advertisements from companies like Sony, Lego, AT&T, various institutions and
ministries etc. There are nine main professional roles defined and the job qualification level is either
expert or executive.

Following the review of the information entities, along with the traditional roles such as PR expert,
PR manager, press secretary, corporate communications specialist, we can also highlight five new
communication professions that have affinities with the field of online PR. These are: Digital
Content Manager, Community & Social Media Manager, Digital Communications Coordinator,
Public Relations & Online Engagement, and Public Relations Influencer Specialist. The
qualification profile of the new communication professions mainly focuses on digital skills and
competences. Proficiency in video and photo processing programs, basic knowledge of computer
languages and content management systems are required. Within the new communication
professions' profiles, the most prominent are the overlapping competencies of digital marketing
and online advertising.

Relatively unchanged are the functions and duties of the press secretary of the public affairs
specialist. Institutional communications are largely governed by protocol rules for information
dissemination, with media and press relations being the main and most essential part of the work
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of communications specialists in various government and state bodies. However, job
advertisements also include duties related to maintaining the institutions' online channels.

In subsection 2.3. multimedia tasks are listed in three areas - media relations, corporate
communications and crisis PR. These are aimed at students and require a creative and analytical
approach to solving the case studies, which are designed to exercise the skills and competencies
identified in the study.




