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JlvcepTalmoOHHUSAT TPy € 0OCHJICH OT KaTenapa ,,MapKeTHHT U CTPATETHYECKO TUIaHUpaHe’
pu YHCC — Codwust, 1 € HacOYEeH 3a 3aluTa Mpej] HAy9IHO KYPH.

ABTOPBT Ha TUCEPTALIMOHHUS TPY/ € JOKTOPAHT B KaTeapa ,,MapKeTHHT U CTPATETUIECKO
wranupane” npu YHCC — Codust.

HucepranoHHUAT TpyH € B 06eM oT 190 cTpaHuny u € CTpyKTypUpaH B YBOJ, U3JI0KECHUE

B TPH IJIaBH, 3aKJIIOYECHHE, IPWIOKEHUS, CIIMCBK C M3MOJ3BaHa JIMTEpaTypa, IPUHOCU U HAY4YHH

MyOJTUKAIIH.

3amurara Ha TUCEPTALMOHHUS TPY/ LIE CE€ CbCTOU HA ........... T. OT vveenne Y. B 3Q1A ...........
Ha YHCC — Codwusi, Ha 3acenanue Ha HayqHOTO )XypH, Ha3HAUEHO Che 3amoBea Ne............... Ha PekTopa
Ha YHCC.

MaTepHaJ'H/ITC IO 3aluTaTa Ca Ha Ppa3noJIOKCHHUEC Ha 3aWHTCPCCOBAHUTE JIMId B CCKTOP

,,HaydHu chbBeTH U KOHKYpcH” 1 Ha nHTepHeT cTpanunara Ha YHCC — Codusi.



OBIIA XAPAKTEPUCTHUKA HA TUCEPTAIIMOHHUSA TPY [

1. AxTyajqHoCT Ha TemaTa

MapKeTUHI'bT U HMHOBAIIMMTE Ca OCHOBOIIOJIArallly 3a YCIeXa Ha BCSKa OpraHu3aliusl.

MapKeTUHIOBUTE yCUJIMS MPUA0OUBAT MO-TOJSIMO 3HAYEHHE B ChbBPEMEHHOTO TEXHOJIOTUYHO U
nHGOPMHUPAHO 00IIECTBO, B KOETO (PMPMUTE TPSIOBA J1a C€ OTIMYABAT, 32 /Ia YCIIEAT Ja 3aBOIOBAT
ycrex Ha nasapa. BiusiHue BbpXy MapKeTHHIa Bce MmoBede uma (akThT, Y€ Xopara ca COLMaIHU
MOTPEeOUTENN, KOUTO HMaT IOCTOSIHHA HYXJa Ja OCBHIIECTBABAT KOMYHHUKAallUi CBbC CBOU
cbMHILTIEHUIM. ToBa ru moATHKBA J1a GOPMUPAT OOIIHOCTH OKOJIO YBEPEHH JUAECPU Ha MHEHHUE.
Jlunepute Ha OOIIECTBEHOTO MHEHHE MMaT U3IPaJIeHO JOBEpUE CpEeJl CBOATA ayAUTOPHS
O5arojjapeHre Ha ONuTa U 3HAHUATA CH 10 KOHKPETHU TEMHU.
Cdepara Ha MemuuTe M MAapKETMHTOBAaTa KOMYHUKAlLlUS C€ IPOMEHS C Obp3u TEMIIOBE.
WNHcTpyMeHTH Ha KOMYHUKAIUsS, CMSTaHU caMo J0 MPEeH HAKOJIKO TOJUHM 3a €(eKTUBHHU, THEC
BOJAT JO OrpaHWYEeH pe3ynrar. BiusTenHuTe nuua B COLUUAIHUTE MEAUM Ca WHTEPHET
MOTPEOUTENIN ¢ MHOTO MOCIIEI0BATENH, U3MOI3BAILH Pa3INYHH COLUATHI MPEXKH, U UMALU CUITHO
BIIMSIHUE BBPXY TAXHOTO MHEHHE. DUPMUTE 3a1104BaT 1a ThPCAT HOBU HAYMHM 1A IIPEJANaT CBOETO
NoCJIaHWe Ha NOTpeOUTeNnUTe, OMIIO 32 Aa 3aMEHSIT, MJIH 3a a JOIBIHST IPUIaraHuTe 10 MOMEHTA
KOMYHHUKAI[MOHHU CPEJICTBA — peKjiaMma, Bpb3Ka ¢ 0OLIECTBEHOCTTa, HAChpuaBaHe Ha IPOAaXKOUTe,
U T.H. MapKeTUHroBUTE CTpaTeruu, (HPOKyCUpaHU BBPXY MOTPEOMTENINTE, BKIOYBAT BCE IIOBEYE
MapKETUHT Ha ChbP>KAHUETO U MH(IYCHChP MApKETHHT. M3M0I3BaHETO Ha UHTEPHET JINJEPHU HA
MHEHHME, KOUTO HHTErpupar HuHPOpMauus 3a HOPOAYKTa MM MapkaTa B Cb3JaBaHOTO M
pasnpoCTpaHsABaHO OT TAX CbABPKAHME, CE NPEBPbBINA B ANTEpHATHMBA Ha TPAAULIMOHHUTE
MapKETUHIOBU MHCTPYMEHTH U € B IpPsAKa KOHKYPEHLUs ChC CBbp3aHaTa 00JacT Ha IUIaTEHUs
MapKETHHT B COLIMATHUTE MEJIUU.

AKTYaJTHOCTTA M 3HAYMMOCTTA HA TeMaTa ce ONpeaessT oT (akra, ue npe3 NocaeHUTE
HSIKOJIKO TOJIMHU MH(IYSHChP MapKETUHI'BT MPEJCTABIIsABA €/1HA OT Hall-Obp30 pa3BUBAILLUTE CE
MapKETUHTOBHU JEHHOCTH, KOSITO UMa 3a 11eJ1 J]a YBEIUYH MOMYJISIPHOCTTA Ha OIpe/iesieH! OpaH10Be
cpea MOTpeOUTEeNM B COLMAIHU MPEXH, KOMTO ce NpHeMaT 3a He3aHuHTepecoBaHU. bbp3oTo
pa3BuUTHE Ha MH(QIYEeHCHP MapKeTHHra ce BIMAE W OT YBEJIMYaBAlUS C€ CKENTULU3bM Ha

HOTpe6I/ITeJ'II/ITe KBbM NPCACTABCHOTO ChbABPKAHNC B OHJIaliH MMPOCTPAHCTBOTO U MOPAKIAAMIOTO CC



3aTpy/AHEHHE B KOHIICHTPALUATa HA BHUMaHHUE BBPXY PEKIaMHH ChoOmeHus. Br3MoxkHOCTTA 32
OJOKHMpaHe Ha PEKJIaMH OT MOTPEOUTENNTE MPOMEHS] MAPKETUHIOBUTE CTPATETMH HA KOMITAHUHTE
B [IOCOKA KBbM MPHUBJIMYAHE HA BIUATECITHH JIUIIA 33 MIPEACTaBSIHE HA MPOIYKTUTE UM U (hopMHUpaHe
Ha OTHOUIICHHWE KbM Opanaa. be3 m3mon3Bane Ha MHGIYEHCHpPH, HOPMHUpPAHETO HA CPEKTHBHH
B3aMMOOTHOIICHHS Ha OpaH/a ¢ TOTPEOUTENNTE, € TIOYTH HEBH3MOKHO.

EdexTrBHOCTTA Ha U3MOM3BaHETO HA MH(IYECHCHP MapKEeTHHTa OPaXKa MHOTO BBIIPOCH.
JlelinocTuTe Ha WHQUIYCHChD MAapKETHHIa ca HEPerylupaHd, KOETO BOJU 10 MHOXKECTBO
MPEIU3BUKATEIICTBA. TPYIHO € OCBIIECTBIBAHETO HAa KOHTPOJ OTHOCHO BB3ICUCTBHUETO HA
MHQIIYSHCHPUTE BBPXY MOCIEA0BATEIUTE UM U aHAIM3MPAHETO HA TOBA, KaKBa IIeHA TPsSOBa 1a
IaTAT GUPMHUTE 3a TOBA Bh3/eiicTBrE. HsiMa MeTo/ 1 3a MpoBepKa Ha JAHHUTE OT HH(ITYEHCHPHUTE,
nmopaan Koeto OpaHIoBeTe He MOTaT Jia MoJIydaT rapaHIys, 9e ONpeAeiIeHO ChbTPYAHUIECTBO IIe
O0bae ycnemrHo. Enun oT Hali-BayKHUTE TPOOIIEMH, CBBP3aHU ¢ MH(ITYEHCHhpP MAPKETHHTA, HA KOWTO
Ce TBPCH pEIICHHEe B IUCEPTAIMOHHUS TPYA, € HACHTH(PUUHPAHETO HA NPABHIHHUTE
uHpayeHcbpu. Pa3pacTBaHeTo Ha couuMamHUTe OOTOBE M KyNmyBaHeTO Ha (allluBU
MOCIIEIOBATENM yBEIMYaBaT HEJOBEPUETO KAKTO CpeJl MOTPEOUTENNTE, Taka U cpel OpaHIoBETE.
Hsaxon kommanum Bce omie crnabo paszbupar crnemudukatra U 0COOCHOCTUTE Ha paborara c
uHpayeHcbpu. OT Tas3u II1.T. 32 OpaHIOBETE € TPYIHO Ja MIIaHUPAT MAPKETUHIOBUTE CH OI0/DKETH
3a pabota ¢ uHpIYyeHCHPH. Bhipekn 4e HMBOTO Ha €(PEKTUBHOCT Ha MHQIYEHCHPA 3aBUCH OT
UHIYCTPUATA U MAapKETUHTOBUTE LI€NH, eNMUIeMuUsiTa OT (ajlliuBU MOCIEAOBATEIN HECBMHEHO €
3acersaia msuiata uHAycTpus. IMeHHO mopaau mocoueHuTe npoodiieMu, B TMCEPTAllMOHHUS TPYT
1€ ce U3CJeBa Al MAPKETUHT'BT C HHMIYECHCHD € M0-e(eKTUBEH OT MO-TPATUIIUOHHUTE POPMU

Ha MApKCTUHIOBA KOMYHUKAIIH.

2. O0eKT M mpeaMeT HA U3CJIeIBAHETO

O0OekT Ha HU3CJICABAHC B JUCCpTallMATa Ca HeﬁHOCTHTC, CbCTaBJIsIBalll HH(bHyeHC’Lp
MApPKCTHHTI.
Hpez[MeT Ha U3CJICABAaHC B pa3pa60TI<aTa ca 06IJ_ICCTBCHI/ITC Harjacu CIripsamMo I/IH(I)J'IyCHC’Lp

MapKETHHIA.



3. H3caenoBaTesCKH 1eJIM U 331244

Lles Ha ucepTalIMOHHUSA TPY/ € JIa CE U3CIICABAT HATJIACUTE Ha MOTpeOuTenuTe B bhirapus

crpsiMO UH(ITYSHCHhpP MapKETHHTA.

OcHoBHHUTE 3aJa4u, CBbp3aHU C [IOCTUTAaHCTO HA NTOCTaBCHATa 1ICJl, Ca:

1. Ma ce cuctemarusupar cneunpukute Ha HHPIYECHChP MapKETUHTa U Bb3MOKHOCTUTE
3a IPUJIaraHETO MY 3a YCBHBBPILEHCTBAHE HAa MAapKETUHIOBUTE KOMYHUKALUU Ha
¢bupmure.

2. Jla ce amamu3upat GakTOpPUTE, OKA3BAIU BIHSHIE BEPXY HH(PIYSHCHP MapKETHUHTA.

3. Mla ce ompenensar etanuTe B Ch3/aBaHe HA MAPKETHHTOBA KaMITaHWS C MU3IMOJI3BaHEe Ha
UH)ITYEHCHP.

4. Jla ce pa3pa®oTH U3CIIEIOBATEICKA HHCTPYMEHTAPUYM 32 MPOBEXKAaHE HA EMITUPUYHO
MIPOYUYBaHE CpeJl HOTpeOUTENH.

5. B®b3 ocHOBa Ha pe3ynTaTuTe OT MPOBEICHOTO EMIMPUYHO U3CIIEABAHE J1a CE PA3KPUAT
OTHOILLIEHMTA ¥ HarjlaCuTe KbM UH(QIYEHChP MapKETUHTA.

6. Jla ce HanmpaBAT M3BOAM U NMPENOPBKA OTHOCHO BB3MOXHOCTHTE 3a IPHUJIAraHETO Ha

MH(IYyEHChP MapKETHUHTa B MAPKETUHIOBUTE KOMYHUKAIIMU Ha PUPMUTE.

4. OCHOBHU XMIIOT€3U U HAYYHOHU3CJIeI0BATEICKA Te3a HA IMCEPTALMOHHUS TPYA

N3cnenoBarenckure XUNOTE3U MO CBOSTA CHIIHOCT ca OOOCHOBaHM MPEATIOJIOKEHUS 3a
OTrOBOPUTE HA HAYYHU BBIIPOCH, U3CIIEABALIN BPB3KUTE MEX Y JIBE U IIOBEYE IPOMEHIMBU, KOUTO
ciieiBa ja ObJIaT MPOBEPEHU U JIOKa3aHU WM OTXBBPJICHHU.

AHanmu3bT Ha NMyONMKyBaHUTE 0 MOMEHTa W3CJE[BaHMs [0 TeMaTa Ha JUcepTalusTa,
KaKTO U HaOJIIOJICHUATA BbPXY NMPAKTUKUTE HA KOMIIAHUUTE MO OTHOLIEHHWE Ha M3II0JI3BAHETO Ha
UHQIIYEeHChp MAapKETHHI, JaBaT OCHOBaHUE Ja ObaaT (GOpPMYIHMpaHH ONHUCAHUTE MO-A0IY
U3CIIEA0BATEIICKU XUIIOTE3H.

1) CoumamHuTe MpPEKH C€ U3MOJN3BaT MNPEIMMHO 3a ThpCeHe Ha HH(MOpPMAIHUS.

ITomyyaBaneTo Ha HOBa MH(OpMaNM OT UH(IYEHCHP Ce U3BBPIIBA 10 UHUIMATUBA HA

HOTpC6I/ITCJ'I$I CaMO KOT'aTO I'O UHTCPCCYBa KOHKPCTHA HH(bOpMaL[HH.
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2) bposT Ha mocienoBaTenanTe Ha MHGUIyEHChpa UTpac BayKHA POJIsl MPH B3EMaHETO Ha
peleHre 3a 3aKylmyBaHE Ha KOHKpeTeH HpoaykT. Ilorpeburenure, KOMTO cieaBatr
WHQIIYeHChpH, OOMKHOBEHO HMAaT BHCOKAa CKIOHHOCT Ja ce jgoBepsBar. Mwma
MOJIOKUTEITHA ChBMECTUMOCT MEXY MMOTPEOUTENsI U MHPIIYSHCHhPA, KOUTO TOW WM TS
clieiBa, JOPH KOTaTo HHIIYEHChPBT € CHOHCOPUPAH OT OpaH.

3) Ilorpeburtenure OOMKHOBEHO OOMUCIISIT Ja 3aKYIISIT MPOAYKT, aKO TOJIy4aT MpernopbKa
ot uH(payeHchp. HUBOTO Ha noBepue MexAy morpeOutens u mHQIyeHChpa, KOTOTO
MOTPEOUTENAT Cle/iBa, € CUIIHO CBBP3aHO C JKEJAaHHETO Ha MOTpeOuTeNs Ja KylyBa
npoaykT. ChIIO Taka, HAUIMYHETO HA IOBEPHE MEXLy TOTpeOuTeNst M HH(IyeHChpa €
CHJTHO CBBP3aHO C HAMEPEHHETO Ha TIOTPEOHTEINS J]a MPETOPHUYBA MPOTYKTH.

4) TlotpeOutenuTe, KOUTO Cie[ABaT HHMIYEHCHPH, OOMKHOBEHO HMMAT IOJIOXKHUTEITHO
B3aMMOJICHCTBUE C TPOIYKTHUTE, KOWTO Te3W HH(IYEHCHPH MPErnophYBar, KaTo
M3pa3sBaT Mo-0IaronpusITHO OTHOIIEHHE KBM THX.

5) PexyamupaHeTo Ha MPOAYKTH OT MH(MIYEHCHPU camo C IIeJ 3aIlalllaHe ce OTpa3siBa
HETaTUBHO BBHPXY BB3NPHUATHETO 32 CHOTBETHUS OpaHi. 3a CpaBHEHHE, OTHOIICHHUETO
KbM OpaHza ce noaoOpsiBa, ako CBOTBETHUTE MPOAYKTH C€ Mpenopbyar oT
MH(IIYeHChp, HA KOTOTO MOTPEOUTEISIT MMa ToBepre. MHEHHETO Ha MH(PIYEHCHPUTE
Ce CYMTa 3a MO-JOCTOBEPHO OT MH(pOpMaLUATA, KOSTO C€ MPEAOCTaBs AUPEKTHO OT

OpaHpa.

5. IMoaxoa u MeTO0JI0THSI HA U3C/I€IBAHETO B INCEPTAIIMOHHHS TPY/L

MertomoJiorusaTa, KosTO € NPWIOKECHA B HACTOSIIATa JUCEPTalus, BKIHOUBAa 0030p Ha
Hay4YHHUTE MyONIMKanuu B cdepaTa Ha WHQUIYCHCHD MapKETHHIa, KAKTO M KOJMWYECTBEHO H
Ka4eCTBEHO MPOYYBAHE HA HATIACUTE KbM HM3IIOJI3BAHETO Ha MH(IIYCHChPU B KOMYHUKAIIUUTE HA
(dbupmara.

3a 1enuTe Ha HACTOSIIUA JAUCEPTAIMOHEH TPYHA € MPOBEICH KOJIMYECTBEH aHalu3, upe3
nonutBane 10 20 uHpIyeHCHPH, Ha 06a3a KOETO € Ompe/esieHa HE0OX0AUMOCTTa OT MPOBEXKIaHE
Ha KOJIMYECTBEHO M3cieaBaHe. M3Mmoa3BaHusAT HHCTPYMEHTApUYM 32 IPOBEXKIAHE Ha HACTOAIIETO

H3CJICABAHC € AHKCTHO IPOYYBAHC KbM PCCIIOHACHTUTC. KauectBOTO Ha BCIKO H3CJICABAHC YpPE3



BBIIPOCHUK € B HEMOCPEJICTBEHA 3aBUCHMOCT OT HM3IOJ3BAHUTE BBIIPOCH, MOPAIU KOETO IpH

pa3paboTBAHETO UM ca CIA3BAHMU CJIEHUTE U3UCKBAHUA .

o W3nom3BaHuAT e€3uKk 3a (opMmynupaHe Ha BBIPOCUTE € pa3dupaeMm 3a
notpedutenute. KpaTkure BhIIpOCH MO3BOJISBAT HA PECTIOHACHTHTE Pa3OupaHeTo
UM, KaTo He POBOKHUPAT JIBYCMHCIICHOCT.

° He ce BxirouBar BBIPOCH, HM3UCKBALM TPYAHU OOOOLIEHMSI OT CTpaHa Ha
PECIIOHACHTUTC, KAaKTO MW TaKuBa, 4YpE€3 KOWTO CC TIIOCTUIa BHYIIABAaHC U
MOJIBEKIAHE HA TOTPEOUTENNTE, KOUTO CE U3CIIEABAT.

. Bonpocure He U3UCKBAT OT MOTPEOUTENUTE ThpCEHE HA MH(POPMAILIUS, 3a Ja MOTaT

JIa OTTOBOPSIT.

o He ce BxirouBar geMKaTHU BBIIPOCH, KOUTO J1a MOPOJAT PA3ITUYHH IPUTECHEHUS
Y PECTIOHICHTUTE.
. [TonyuenuTe 0TroBOpHU HE c€ KBANU(PUIIMPAT KaTO BEPHU U IPEILIHH, 3aI0TO 1IeNITa

Ha M3CJICIBAHETO € YCTAHOBSBaHE MHEHHETO HA TIOTPEOUTEIHTE.

[Tpu mpoBexmaHe HAa MAPKETHHTOBH M3CIICIBAHMS, BKIIIOYEHUTE BBIIPOCH MOTar J1a Obaar
pa3IMYHH BHJIOBE, KATO OTKPHUTH, MOJMY3aKPHUTH W 3aKpUTH. [IpM OTKPUTHTE BBIPOCH OT
AHKETUPAHUTE JIUIlAa C€ WM3HUCKBAa CaMOCTOSTENHO (OpPMHpaHE Ha OTroBop, 0e3 aa Obaar
OTpaHUYaBaHU OT MPOBEKIANIUS M3cieaBaHeTo. [IpequMcTBaTa py U3MOI3BaHETO HA OTKPHTH
BBIIPOCH Ca CBBpP3aHU C BB3MOXKHOCTTA 3a TIOJydaBaHe Ha pa3ninyHa wuHpopmanms. Kato
HEJIOCTATBIM OT U3IMOJI3BAHETO HA OTKPHUTU BBIIPOCH MOTaT jJa ObJaT ONPEICICHN PUCKOBETE OT
HEJIOCTaThYHO JJOOPOTO pa3dMpaHe Ha IIOCTABCHUTE BHIIPOCH OT CTPaHa Ha PECHIOHCHTUTE, KOETO
Ja JIOBele N0 HeHYXHa HH(opMaius, KakTo W HEOOXOJMMOCTTa OT 3HAYMTEIHO BpeMe 3a
00paboTKa Ha pe3yJITaTUTe U MOPAXKIAMOTO CE 3aTPyJHCHHE, OT CPAaBHCHHE Ha IOJyYCHHUTE
OTrOBOPH OT Pa3IMYHUTE OTPEOUTEITH.

[Tpu 3aTBOpEHUTE BBIIPOCH MIPEIBAPUTEIHO ca (GopMyIHpaHu BH3MOXHH OTTOBOPH (EIHH
WK TIOBEYE), KaTO M3CIICABAHUTE JIUIIA ClIe[Ba Jla U30epaT eIuH OT TAX, KOMTO € Hail-01m30 10
TSXHOTO MHEHHE I10 BbIIpoca. KaTo 0CHOBHU MPEMMCTBA OT U3II0JI3BAHETO Ha 3aTBOPEHH BBHIIPOCH

Morart aa €€ rmocoydar 6’bp30TO IMMPOBECKIAHC HA U3CJICABAHC U JICCHATAa 06pa60TI<a Ha TTOJIyYCHUTC

! Kumar, S. (2018). Creating Effective Survey Questions for Marketing Research. //International Journal of
Management Studies// Vol. 5, Issue 3 (6). Pp. 148-150. [omnaiin]
https://www.researchgate.net/publication/326628191_Creating_Effective_Survey_Questions_for_Marketing_Resear
ch



pesyiararu. Heoctarbite npu 3aTBOPSHUTE BHIIPOCH Ca CBbP3aHH C PUCKA PECIIOHICHTHUTE J1a HE
HaMEpSAT TOYCH OTTOBOP Cpejl H3OPOCHUTE, KOWTO JIa ChOTBETCTBA HA TAXHOTO MHEHHE, KOCTO Ja
nosene 10 hopMaieH u300p Ha €IHUH OT THX.

[Ipu mosy3aKpUTUTE BBIIPOCH, 3a€THO C HU30POCHUTE OTTOBOPH, HA PECIOHICHTUTE CE
MPEI0CTaBsl Bb3MOXHOCT Jla M3Pa3siT M JAPYro MHEHHE, Ype3 KOETO Ce MOCTHUTA M0-3a1bJI00UEHO
M3CiIe/[BaHE HA MHEHHETO .

B pamkuTe Ha KauecTBEHOTO MpoyuBaHe ca MpoBeaeHH 20 WHAMBUIYATHU IHJIOOYMHHU
HHTCPBIOTA C HOTp€6I/ITCJ'II/I, KOUTO Ca aKTUBHU B COIMUAJIHUTC MCIUU U UMAT OIIUT C I/IH(bJ'[yeHC’Bp
MapkeTuHra. J[bIOOYMHHUTE HHTEPBIOTA Ca MPOBEACHH OT aBTOPa, a PEKPYTHPAHETO Ha
PECIIOHICHTHUTE € HAITPABEHO C MOMOIITA Ha areHINs 32 MAPKETHHTOBH TIPOYYBAHUS.

33 5: BBIIPOCHHUKA 3a I[T)J'I60'-II/IHHOT0 HHTCPBIO Ca HU3IOJ3BAHHU OTKPUTU BBIPOCH. ToBa
II03BOJIsSIBA O6XBaHIaHe B IIBJIHOTA HA IdAjIaTa raMa OT MHCHHA, XUIIOTE3H, aCOIlMAallMKl U T.H. Ha
PECIIOHIEHTHTE OTHOCHO MPeAMETa Ha U3cieaBaHeTo. Ypes TO3H TUIT BBIIPOCH ca 00XBaHATH Hali-
TOYHO KAaKTO HpO(l)eCI/IOHaJ'IHI/ISI €3HK Ha PECCIIOHACHTUTE, TaKa U KOHKPETHUTEC, U3pa3siBaHU OT TAX
(hOopMyITUPOBKU HA OTTOBOPHUTE.

BBIpocHUKBT 332 JABIOOYMHHOTO MHTEPBIO BK/IIOYBA JIBa OJI0OKa BBIPOCH — OCHOBHHU M
nonbiaauTenHn. C mbpBHs OJIOK Ce OTroBaps HA OCHOBHHTE M3CJIEAOBATENICKU BhIpocu. Te ce
OTHACAT JI0 YCTAHOBEHHTE Ype3 MbPBOHAYAIHOTO JIMTEPATYPHO MPOYYBAHE OCHOBHU KPBHIOBE OT
npo0IeMH, UMAIIK OTHOIICHHE KbM OTHOIIICHUETO M HArJacuTe KbM UH(IYCHCHpP MapKETHHTa, a
UMEHHO: MOTPeOJICHHE Ha MHTEPHET U COLUAIHN MEUU; ChBMECTHMOCT MEXKIY UHPIYSHChPA U
NOTpPEeOUTEIIs; CHhBMECTUMOCT MEXIy HH(IyeHChpa W TMPOIYKTAa, CHBMECTHMOCT MEKIY
notpeduresns u npoaykra. C Giioka OT JOIMBIHUTEIHNA BBIIPOCH CE YICCHSABA MPOBEKIAHETO HA
POYYBaHETO, KaTO CE M3BBHPIIBA BHBEXKIAHE B TeMara M Ce ChOMpa MacrnopTHa HHPOPMAIHs 3a
PECIIOH/ICHTA.

B pamk#Te Ha MApKETHHTOBHUTE U3CIICABAHUS CE M3MOJI3BAT PA3IMUHKI METOIH 3a ChOUpaHe
Ha JTaHHH, Oa3upaHd Ha HEOOXoMMaTa HH(POpPMAIIKs, 3a MOCTABCHUS M3CIIEI0BATEIICKH MTPOOIeM.
CrnennpuyHO 32 MapKETHHTOBHUTE H3CJICIBAHHS €, Y€ TEXHHsS OOEKT ca XOopa, KOHTO HMaT
pa3zHo00pa3HO MOBECHNE U MPEIICHKH 33 U3CIICIBAHU SBJICHHS, KaTO TIOPAIH ,, MHO2OCMPAHHAMA
npupO()a Ha doeeukama cvuiHocm u noeedeHue, nopadu mixXHama cCJl03CHa u npomueopedusa

06yCJ106€HOCm U npomeHaueocnt 6 ceenia Ha MapxKemuHnzosume U3CNe08aHUs € mpdeo oa ce

2 ¥enes, C. (2008). Mapkerunrosu nzcieasanus. Codus, Usnarencku kommieke YHCC, c. 212
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cmuzHe 00 eOHO CHbUJeCIEEHO HeNnpoOMmUEopeyUso pazbupane u muikysane .

3a npoTU4yaHe Ha
MapKETUHTOBO M3CJIE/IBAHE OT ITbPBOCTEIIEHHO 3HAYCHHE ca JaHHUTE. B MapkeTnHra 0azute NaHHU
., OCu2ypaeam HeobXooumama 3a 63eMane peuwileHue uHgopmayus Ha nompeodumenume.
Mapkemuneosume 6azu OanHU 0ABAM 8b3MONCHOCH nompedbumenume 0a 6vOam 0OCIYICEAHU,
Kamo ce @3emam é npedeuod uHOUBUOYaIHUmMe UM dcenanus ‘.
3a menuTe Ha HACTOSNIMA AWCEPTAIMOHEH TPyX e ObJaT M3Mo3BaHH (POpMyIaTHBHU

METO/11 32 chbOupaHe Ha JaHHU. OCHOBHU NPUYMHU 3a U300p HA GOpMyJIaTUBHU METO/H, Ca:

e Jlurca Ha mpeaBapuTeHa HHPOPMAIWS 32 N3CIIEIBAHHS TPOOIIEM.

e [lo3BonsBaT (oKycHpaHe BBPXY H3CICIAOBATEICKHS TPOOIEM, IPU OTPaHUUYCHU

peCypCHU BB3MOKHOCTH.

e [lo3BOIABAT I'bBKABOCT U aganTUupaHe KbM KOHKPETHATa CUTYyalldsd, B IIpoLeca Ha

HU3CJIICABAHC.

B MapKECTUHIOBUTE IMPOYYBAHUSA C’[)6I/IpaHI/ITe JaHHH MOraT aa 6’I)JIaT KOJIMYECTBCHHU U
KauC€CTBCHH, KaTO € Bb3MOXHO H3I0J3BAHC HAa KAaUCCTBCHH H3CJICABAHUA, KAaTO IMPCAIIOCTABKa 3a

IMPOBEKAAaHC HA KOJINYCCTBCHHU.

6. Anpobauusi Ha IMCEPTALMOHHOTO H3CJIeIBAHE

JlucepTallMOHHUAT TPYA € OOChKIaH Ha 3acenaHus Ha Karenpenus cpBeT Ha Karteapa
»MapxkeTuHr u ctparerndecko rianupane” npu YHCC — Codusi.
ITo TemaTa Ha qUCcepTanusTa ca MyOIMKyBaHHU 0010 NET AOKIIaa OT HayYHU KOHGEpeHInn

— YC€THUPHU B CTpaHaTa U €a1HAa B tl}’)I(6I/IHa.

% XKenes, C. (2008). Mapkerunrosu uscneasanus. Copus, YHCC, c. 23
4 Mapunos, K. (2011). Ilur. cbu., c. 61



Il. IIPEACTABSHE HA CTPYKTYPATA n CbABPKXAHUETO HA
JUCEPTAIMOHHUA TPY |

1. CrpykTypa Ha JuCepTAllUOHHMS TPY]

W3cnenBaHeTo € CBCTaBEHO OT BBBCACHUC, TPHU TIJIaBH, 3aKJIKOUYCHUC, CIIHMCHBK Ha

H3I0JI3BaHaTa JJUTCparypa U NpruIoKCHHUC.

YBOJ

I''TABA ITbPBA. TEOPETUKO-METOJOJOI'NYECKHU ACITEKTHU HA
KOHUENIUSATA 3A HHOJIYEHCHP MAPKETUHI

[NosiBa 1 pa3BUTHE HA KOHIEIIUATA 32 HHPITYEHCHhP MapKETUHT

3HavYeHNe Ha CONMATHUTE MENH 33 Pa3BUTHE HA UH(ITYEHCHP MAPKETHHT

Bunose unguyencrwpu

3HadeHne Ha MHQITYCHCHhP MapKEeTHHTA 3a U3rpakaaHe Ha OpaHa

®daxTopu, BIUSCLH BbpXY HHPIYEHCHhpP MapKeTUHTa

MsicTo Ha uH(pIyeHChp MapKEeTUHTa B ISUIOCTHATa MAPKETUHTOBA MOJINTUKA HA pupmMara
Etanu Ha ch3naBaHe Ha HH(IYEHCHP MApKETHHIOBA KaMIIaHUS

N3mepBane Ha eeKTUBHOCTTA OT HH(MIYECHChP MapKEeTUHTa

© 0o N o g B~ w DN E

[Ipunarane Ha uHQIYEHCHhP MapKETHHra B KOMYHUKalMATa Ha pupmara

I''TABA BTOPA. METOA0JIOTUSA HA EMIIMPUYHO U3CJIEJIBAHE HA
HHOTPEBUTEJICKUTE HAT'JIACHU CIIPAMO UH®JIEYHCBHBP MAPKETHUHI' A
2.1. M3cnenoBaTesiCKi BBIIPOCH U M3CIIEI0BATEIICKU XUITOTE3U

2.1.1. IlorpebiieHre Ha UHTEPHET U COLIMAIHA MEIUU

2.1.2. CbBMeCTUMOCT MEXAY HH(PIYECHCHP U MOTPEOUTEN

2.1.3. CbBMECTUMOCT MEX/1y HHIIYEHCHD U TPOAYKT

2.1.4. CbBMECTUMOCT MEX/ly HOTpeOUTEN U MPOAYKT

2.2. Meroayka 1 HHCTPYMEHTAPUYM 3a MPOBEKIAHE HA U3CIICBAHE

2.3. [Ipouenypa 3a KOHCTpyHpaHE Ha U3CIEI0BATEICKH HHCTPYMEHTapUyM 3a ChbOMpaHe Ha

HCO6XOI[I/IMI/ITC 3a U3CJICABAHECTO JaHHU
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2.4. CpabppikaHue HA W3CIIEI0BATEIICKAS HHCTPYMEHTAPUYM 32 ChOMpaHe Ha HEOOXOIMMUTE 32

N3CJICABAHCTO JAHHU

2.5. M3non3Bad MeTo/1 3a ChOMpaHe Ha TaHHU

2.6. N3Bajaka 3a mpoBexaaHe Ha U3CIIeIBaHE

2.7. VI3noyi3BaH CTaTUCTUYECKU aHAIN3 32 00paboTKa Ha pe3yiITaTuTe

I'JIABA TPETA. PE3YJITATHU OT ITIPOBEJAEHO U3CJIEJIBAHE 89

3.1. TloaroroBka ¥ MpeaBapUTEIICH aHATH3 HA JaHHUTE

3.2.  Ananm3 Ha poduiia Ha PECIIOHICHTUTE

3.3.  AHanu3 Ha JaHHUTE OT EMIMPUIHOTO U3CIIE/IBaHE

3.5.  VI3Boau OT MPOBEICHOTO M3CIICABAHE

3.6.  IIpoBepka Ha U3TUTHATUTE XUTIOTE3U

3.7.  TlpemnoxeHus 3a MpHIaraHe Ha MHQIYSHChP MApKETUHT cpejl OBJITapCKUTE TOTPEOUTETN
3AKJIIOYEHHUE

MMPUJIOXKEHUSA

[Tpunoxenune Ne 1

[Tpunoxenne Ne 2

MN3I10JI3BBAHA JIUTEPATYPA

JAEKJIAPAIIUA 3A ABTOPCTBO HA TUCEPTATMOHHUSA TPY I
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2. Cobabp:kaHHe HA TUCEPTAIHOHHUS TPYA

I''TABA ITBPBA. TEOPETUKO-METOJOJOI'MYECKHN ACIIEKTHU HA
KOHIENNIUATA 3A UHOJIYEHCHBP MAPKETUHI'

B IIbpBaTa rjiaBa Ha Tpyaa C€ pasrjckKaaT IosABaTa W PasBUTHCTO Ha KOHICIILMUATA 3a
nH(pIyeHCHhp MapkeTHHra. HanpeabKbT B TEXHOJIOTMUTE M BbBEXKJAHETO Ha HOBH IIATPOPMU U
HAa4YWHU 3a y4aCTUC B CONUATTHUTE MPEKU HCIIPCKHCHATO MPOMEHAT U3IOJI3BAHCTO Ha I/IHTCpHCT,
HpeBp’BHIaI\/’IKI/I OTACIIHUTC HOTp€6I/ITeJ'II/I OT OOMKHOBEHU KOHCYMATOpPHU HAa CbABPKAHUC B AKTUBHHU
YYACTHUIIM M Ch3JIaTENHN Ha ChAbpXKaHue. HTEepHET HOBEKIa JI0 MPOMsiHA B OM3HECa, KaTo BCE
MOBEYE ,, OP2AHUZAYUUME UNOJ36AM UHMEPHEM KAMoO DPeKIaMHA MeOusl, Kamo Mmvbpeo8CKU U
Mapkemunzo6 Kauman, kamo cpeda 3a oucmpubyyus‘®. C pa3sBUTHETO HA JUTUTAIU3ALMUATA U
IIMPOKOTO M3MOJI3BaHe Ha MHTEpHET, BCe MOBeYe 3ao4Ba a ce ynmorpedsBa qymara HHQIyeHCHD
u uH@IyeHcsp MapkeTHHr. ETumornorusra Ha aymaTta MHGIYEHCHhpP NMPOMU3IHM3a OT aHTJIUICKUS
rimaroi ,,to influence®, o3nauaBami oka3Bam BiMsHHE. B ChOTBETCTBHE C TOBa MH(IYEHCHp Ce
OTIpeiesisl HAKOM, KOMTO Ype3 CBOUTE MOCJaHWs, B T.4. B COIMATHUTE MPEKH € B ChbCTOSHUE Ja
ybemu Qpyru Xopa Ja U3IoJI3BaT WK 3aKyIAT JaIeH MPOIYKT, Ja Bh3IpUeMaT Ompe/esieHa uies,
Ja MOCETAT MSCTO, Ja CHMIIATH3UpPAT WM CHTPYIHHYAT HA OPraHU3alds WM JIMYHOCT, U T.H.
TepMuHBT 00MYANHO Ce CBBP3BA CHC COMUATHUTE MPEXKH U HAPACTBAIOTO BIMSHUE HA H3BECTHH
JMYHOCTH, TOPOJICHO OT MPUTEX)aBaHaTa OT TAX CHJIa J1a YOeKIaBar MoTpeOUTEeIMTE 33 B3EMaHETO
Ha pa3IUyHH peneHus’.

NHbiryeHChp MapKETHHI'BT BOJAM CBOETO HAYANIO OT MPEJOCTAaBIHETO HAa MHAOPMAIHS OT
W3BECTHH JIMYHOCTH, YHETO CBHUJETEIICTBO OTHOCHO KAa4eCTBOTO HAa KOHKPETEH MPOIYKT HIIH
ycillyra € OT ChIIECTBEHO 3HAYCHHUE 3a e(PEeKTUBHOCTTA HA MapKETHHIa M PEIIEHHETO 32 TOKYIIKA.
NHbi1yeHChp MAPKETHHTBT CE ChCTOM B yOEKIaBaHe Ha MOTPEOUTENTE B KAYECTBOTO Ha TPOIYKT
WK yCiIyra TOCPeICTBOM JIMYHOCT, M30paHa Hali-Bede B3 OCHOBA Ha OIUT, TOIMYJISPHOCT WIIH
penyramus. MHQIYCHCHPHT € YOBEK, YMUTO JCHCTBUSA U MHEHHS HUMAT MO-TOJIIMA TEKECT CPejl

OomnpeaciiCHa rpyma oT 06IJ_ICCTBOTO B CPaBHCHUC C NPYI'U JIMLIA.

® Mapunos, K. (2011). qupekren mapketunr. Konnenuuu u TBopuecku pemenus. Copus, YU ,,Cronanctso®, c. 161
6 Kpncres, A. (2020). PexknaMHO HO3ULUOHMPAHE B MH(IIYyEHCHP-MAapKETHHIa Ype3 ObIrapcKuTe BIOrbpH. //Menuu u
obuiectBeHn komyHuKauun// 6p. 43. [ommaita] http://media-journal.info/?p=item&aid=401
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N3nomsBanero Ha WHGIYEHChPU B MapKETHHIOBATa CTpaTerus Ha ¢pupMaTa ce OCHOBaBa
Ha YOeXJIEHHETO, Ye OTMPEACTICHN X0pa MOraT e(eKTUBHO J1a YOe ST MOTPEOUTENN 1a HAIpaBsT
nokynka. Konnenwsita 3a nHQIyeHChp MapKETHHTA ce KOpeHH B m3cienBanusaTa Ha Emnxy Kar,
U HEroBaTa ABYCTEIIEHHA TEOpHs 3a MH(pOpMAIHATa, CHOpea KOSATO WHPOpManuaTa HE IMOoTaaa
IMPEKTHO B CH3HAHHMETO HA TIOTPEOHTENS, a ce MpepaboTBa U Pa3MpOCTpaHsIBa Ype3 ONpEACICHU
X0pa, KOUTO ca T. Hap. JIUAEPH 110 OTHOLIEHHE Ha OOIIECTBEHOTO MHEHHE. Te3u auaepu nojryyaBar
uHpOpMaNKsA OT MO-CUTYPHH MEIHH, a HE OT MAaCOBHUTE, KOETO OIpeness HaIeKIHOCTTa Ha
MOJHACSAHATA OT TSIX UH(pOpPMAaIUs U Bb3MOKHOCTTA J1a OKa3BaT BIUSHUE BbPXY OCTAHAINUTE XOPA.
[Io TO3M HauMH BCEKH, KOMTO Cbh3/laBa KAaueCTBEHO M JIOCTOBEPHO CBHABP)KAHHME M YCHsiBa Ja
BJIbXHOBU OCTAHAJIHUTE B COLMAIIHOTO MIPOCTPAHCTBO, MMa Bb3MOKHOCT J1a 0Ka3Ba BIUSHUE BBPXY
NOTPEOHUTENUTE [0 OTHOIIEHUE HA 3aKyIyBaHETO Ha TIPOAYKT UM U3MOI3BAHETO HA ycIuyra ',
Ot TOBa ce omnpenensIT U OCHOBHUTE (QYHKIIMH HAa UH(GIYEHCHPUTE, & UMEHHO:
¢ KOMYHHKAIUSl CbC CBOMTE MOCIIEI0BATEIN;
e [IpelOoCTaBsHE Ha MPENOpPbKH 3a MPOAYKTH, BKJIIOUYUTEITHO 4Ype3 peKilaMa B
CHOOIIEHNS;
® pa3npocTpaHEeHUE Ha MH(pOpMaLus;

e (¢dopmHupaHe Ha MHECHHE.

KirodoB dakrop 3a 665p30TO pa3BuTHE HA HHMIYSHCHP MAapKETHHTA € U3rpajicHaTa Bph3Ka
MEX]ly HHIIYSHChpPA  HErOBUTE MOCIIESIOBATENH, IIPEIOCTABSIIIA BE3MOXKHOCT 32 U3rpaXkJIaHe Ha
noeepue. Upes crnojensiHe Ha WHPOpPMALUsS OT JIMYHHS CH KUBOT MH(MIYCHCHPUTE Ch3IaBat
YYBCTBO Ha OJIM30CT ChC CBOUTE MOCIICIOBATEIHM M HAChpUYaBaT OOMEHa Ha pa3InyHa HHPOpMaIus,
a TIOCJIEIOBATEIUTE TW HaMUPAT 32 W3KIIOYHMTEIHO OJIM3KH TMOPaJX CIOJEISHETO Ha OOIIH
BB3TJIEAU. 3a pa3liuka OT APYrUTe W3BECTHU JHMUYHOCTH, HH(IYSCHCHPUTE Ca B MO-TOJsIMA CTENEH
MyOJINYHHU JIUTIA, TIOPAIH CIIOACIISIHE Ha €)KEAHEBHU MTPESIKUBSIBAHUS M TIOAPOOHOCTH OT JKUBOTA UM,
KOETO TH MPABH MO-I0CTIIHH 32 OOUKHOBEHHS HOTpeOUTEN Ha UH(pOpMALUs®,

3HauYEHUETO Ha COIMATHUTE MENH 3a Pa3BUTUE HAa HH(IIYSHCHP MapKETHHTA € 1a Ch3/ajle
MHTEPEC KbM MPOAYKTa MO €IUH U3KITIOYUTETHO HEHATPATYMB HAYUH, KOWTO TOPU HE MpHInYa Ha

AUPCKTHA pCKIlaMa. B cwmoto BpEMC TOM MOXE nda OoCUrypu IJO0CTOBEpHaA I/IH(l)OpMaI_II/I}I 3a

" Kavaliauskiene, Z. Margis, H, (2019). Impact of influencers on a consumer decision to purchase. //Profesional
studies: Theory and practise// 2019/6 (21), c. 42 [onmaiin] https://svako.lt/uploads/pstp-2019-6-21-40-47.pdf
8 MMax tam, c. 43
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KayecTBOTO U MIPEIMMCTBATa Ha IPOAYKTa, HE3aBUCUMO JJaJIi Ca MOJIOKUTEITHH WM OTPULIATEIHU.
ToBa 0OMKHOBEHO BKJIIOUBA MPEAOCTaBSIHE HA MH(OpPMAIH 32 [IEHATa, BH3MOKHOCTTA 32 MOPHUKa
Ha MPOAYKTa U MOJI3UTE OT HETOBOTO 3aKylyBaHe. Taka OCHOBHATA LIEJI HA BCEKH MH(IYEHCHD €
Jla TIOBJIMSIiE HA MTOBE/IEHUETO Ha MOCJEeI0BaTEINTE My U B3EMAaHETO Ha PELICHMS 3a 3aKyllyBaHE Ha
MPOJIYKT WJIM YCIIyra, KOETO JI0PU MOJKE J1a IPOMEHH TEXHUTE LIEHHOCTH U HA4MH 32 TPAJULIMOHHO
nazapysase. [IpyunHara 3a npoMsiHa Ha IOTPEOUTEICKOTO MHEHHUE €, Y€ 3a [I0CIEA0BATEIUTE TOBA
€ JIeCeH HAa4YMH 3a TOJydyaBaHE Ha HMHTEpecyBamata ra HHQOpMalus ¥ BBH3INPUEMAHETO HA
ChJIbP)KaHUETO MO-CKOPO KaTO MPUSITEICKU ChBET OT YOBEK HAa KOTOTO CE€ JOBEpsABaT, KOWTO €
CBIIPUYACTEH HA TEXHUTE HYXK]U, OTKOJIKOTO KaTO peKiiamMa.

Crnopen KpbereB, Ha 6a3a cTeneHTa CH Ha BIMSHUE, BIUSATEIHUTE JHIA B COLMATHUTE
MeauH ca AeUHUpPaHU KaTO BIUATEIHH 3HAMEHUTOCTH, MUKPO3HAMEHUTOCTH, €KCIIEPTH B J1a/IeHa
obract, OJIOrbpH U Ch3AATENH HA ChAbpxkaHue. [Io oTHOIIEHHEe Ha pekylamaTa BIUSATETHUTE JIMIa
ce M3I0JI3BAT 3a pa3jMyHa el — MPOMOTUPAHE Ha MPOJIYKT UM yCIIyra, 0100peHne Ha MPOIYyKT,
BIIMSIHUE BbPXY PELLIEHUETO 32 MOKYINKa Ha OCTaHAJIUTE MOTpeduTenu. Biustennure B counamHuTe
MEIMH ca BB3MPHUEMaHN KaTo eKCIIEPTH B JaJieHa 00JIacT U KaTo TaKMBa T€ MPUBINYAT MHOXKECTBO
MOCJIeIOBATENH, BbPXYy KOWUTO OKa3BaT BIUSHHUE 4pe3 Ch3/aBaHE Ha ChAbp)KaHUE, MOIKACTH,
CHUMKH, Bujaea u np. [lopaau ToBa Te ca MapKeTUHIOB MHCTPYMEHT 3a IIpeJaBaHe Ha ChOOIEHUS
70 1lefieBaTa TIpyma, KaTo 4pe3 IMpeJaBaHeTo Ha HHGOpMalus OKa3BaT BIHMSHUE BBbPXY
MOMYJISIpU3HpaHeTo Ha OpaH/ia U MOBUIIaBaHE HA OCBEOMEHOCTTA 3a HEro, a 00paTHaTa Bpb3Ka OT
ueneBara ayauTopus moMara Ha ¢GuUpMHUTE 3a MOJOOpsBaHE KAaueCTBOTO HA MpeAsiaraHuTe

IIPpOAYKTHU U HeﬁHOCTHTC, CBbpP3aHHU C O6CJ'IY)KBaHeTO Ha KIIMCHTH.
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3aapI0049EHH I0O3HAHUS B
KOHKpEeHTa 00J1acT

M3non3Bane Ha 000co0eH
KOMYHHUKAI[HOHEH KaHaJ upe3
COIIMATHATE MPEKHU

[TocTosiHHO MyONMKyBaHe Ha
ChIbpIKaHNE

Nudayencsp

MHOXECTBO IO CJIEI0BATEIN

B13MO0KHOCT 32 BE3AE€HICTBUE U
yOexKTaBaHe

®@urypa 1
OCHOBHM XapaKTEePHCTHKH HA HH(JIyeHChPa B COLMAIHATE MeIrH’
(M3Tounuk: Kpbcres, 2020)

Ha ©0aza Ha OCHOBHMTE XapaKTepUCTHKH Ha HHQIYEeHChpUTE, TE€ Morar jaa Obaar
KJacUUIIUPAaHU CIIOPE]] PA3IUYHU KPUTEPUHU, HATIPUMED:
e BB3MOXKHOCTTA J]a Bb3/IEHCTBAT U yOeXK/1aBar;
® [IO3HAHHUATA CH B KOHKPETHATa 00JIAaCT;
e 0Opos Ha TEXHUTE MOCIEI0BATEIN;
e HayMHAa Ha MpeJICTaBsHE HAa MHPOpMAIIHS;

¢ IIPCACTABAHOTO CBABPIKAHHEC B COIHMAJIHATA MPCiKa.

OCHOBHOTO pasrpaHUYCHUC HA I/IH(l)HyeHC’pr/ITe B COUAJTHUTEC MCIUU € CIIOPE TCMATHKATA,

BB3 OCHOBA Ha KOATO TC HY6J'II/IKYB8.T CbAbpPIKAHUC.

® Kpncres, A. (2020). PexknaMHO NO3ULMOHUPAHE B MH(IIYEHCHP-MAPKETHHIA Ype3 ObIrapcKuTe BIOrbpH. //Meauu u
obmiectBeHn koMmyHuKanuy// 6p. 43. [ornaiin] http://media-journal.info/?p=item&aid=401
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BBB Bce MO-KOHKypHpAIIUTE Ce Ma3apH, YIBBPACHHUAT OpaHa ce MPEeBphIIa B CHIIHO
KOHKYPEHTHO IPEJMMCTBO, KOETO IoMara Jia ce Ch3/aJie MpUBINYaHe Ha TOTpeOUTEInTE. Y CIIeXbT
Ha TPOJYKTH Ha momyisipHu Opannose, kato Google, Disney, Apple u Nike u MHOTO ApyrH, ce
IBJDKA Ha OTHOIICHHETO OT CTpaHa Ha TEXHUTE MOTPEOUTENH, M3MEPEHO 4Ype3 TPU OCHOBHH
eJIEMEHTa, @ UMEHHO:

e J0BepHE B OpaH[a;
e yBakKeHME Ha OpaHza;

® YCTaHOBEHA I10J13a OT MPOJIYKTUTE Ha OpaH/a.

[ToTpebuTenuTe Ha NOMYJIIPHU OpPaHIOBE B IOBEYETO CIy4aH ca CTPACTHU MPUBBHPKECHUIH
Ha OpaHIa opaay CIIOCOOHOCTTA MPOJYKTHTE Jla OTTOBOPST HAa OYAKBAaHUATA UM. YBaKEHHETO
KbM OpaH/ia € HUBOTO Ha TO3HABAaHETO MY cpell moTpedurenurte. M3rpajeHoTo yBakKeHHE KbM
OpaH/a e TO-CHJICH WHIUKATOP 32 B3aMMOOTHOIICHHUATA MEXTy TTOTPEOUTEN M JaJIcH POAYKT B
CpaBHEHHE C JPYTH MPOMEHJWBU KaTO TMpeArnovYuTaHue KbM Opanaa. JlroOumwure OpanmoBe ca
TPYIHH 32 3aMsHA M TOTPEOUTEIMTE Ce YyBCTBAT NMPUTCCHEHU OT JIMIICAaTa MM M Ca TOTOBH Ja
TUTATAT MO-BHCOKA IICHA 3a JIa PUTEKABAT TEXHUTE MPOIYKTH. Y CEIIAHETO 3a TICHXOJOTHYECKH
apUHUTET KBbM OpaH/a, TMOJIOKUTEIHOTO OTHOIICHWE W TOJOXHUTEITHUTE IPEKUBSBAHUS Ca
W3TPAJICHU Ype3 IOBEPUETO U PA3BUTHUETO HA IBITOTPAHN B3aMMOOTHOIICHUS MEXK Ty TOTPEOUTEN
u Opanz. JloBepreTo OT cBOsI cTpaHa € (PYHKIIHSI Ha MPEKHS OIUT HA MOTPEOUTENNTE OT TIOKYIIKaTa
Ha POAYKTH Ha Opanza. [1o To3u HaYMH JOBEPHETO KbM MapKaTa Mrpae KHU3HCHOBAKHA POJIS 32
ycrexa Ha KOMIAHUSATA, OKa3Balll 3HAUUTEIHO BIUSHUE BPXY Ch3/1aBAHETO HA JOAIHH KiueHTu .

BnusitenHuTe B CONMATHATE METUH JIUIIA M3IIOJI3BAT CBOCTO BIMSHUE KATO MapKETHHTOBO
CpE/ACTBO 3a NMPUBJIHMYAHE HA TOCieoBareNu. V3rpaxnaHeTo Ha JOBepHe KbM HHQIIYEHCHpa €
KIo40B  (akTop 3a epeKTHBHOCTTa Ha HHMIYeHChp MapketuHra. HamexaHoctra,
MPUBJICKATEITHOCTTA M ONUTHT HAa MH(IIYSHChpPA ca B OCHOBATa Ha TEOPHSTA 32 JOCTOBEPHOCT HA
M3TOYHUKA HA WHPOPMAIKS, ONpeelisiia CTEIeHTa, 10 KOSITO IeJieBaTa ayJuTOpHUs ce JOBEpsiBa
Ha U3TOYHHKA 32 MpUI00MBaHe Ha HH(GOPMAIIUS U TIO3HAHUS B Pa30MPaHETO My 3a MPOIYKTa WU
ycnyrata. KauecTBOTO Ha aprymeHtra W yOenuTenHata cuia Ha WHQIyEeHChbpa ca €IHO OT
KU3HCHOBO)XHUTE M3HCKBaHWs 3a TMOJOOpsBaHE Ha JIOCTOBEPHOCTTA Ha M3TOYHHKA.

IlocnegoBaTenuTe 4ecTo BsipBarT, 4c I/IHq)OpMaI_II/IHTa W 3HaHUATa, [IpeaaJCHu OT HHQ)HyeHC’bp ca

10 Kapferer, J. (2004). The New Strategic Brand Management. //Journal of Brand Management: Advanced Collections//
pp. 25-29. [onmnaiin] https://www.researchgate.net/publication/281803401_The_New_Strategic_Brand_Management
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HAJEKIHU TOpaJy TEXHUS OIMT, KOETO OKa3Ba BIMSHUE BBPXY NOTPEOUTENCKO MOBEIEHUE MPU
IIOKYIKa, B T.4. BbPXY HAMEPEHHUETO 3 MoKynka'l.

WudnyeHChp MapKETHHI'BT MOKE J]a C€ CPaBHU C MAapKEeTUHTA OT ,,yCTa Ha ycra®. 3a ToBa
COLIMAJITHUTE MEAUM NPEICTAaB/ISIBAT pEllaBalla pojis U Cb34aBaT MOJAXOASIIN YCIOBHUSA 3a
M3II0JI3BAHETO Ha TO3H MHCTPYMEHT. BaxkHO 3HaueHMe 32 HH(IYyeHChP MAapKETUHTa UMa U (DaKThT,
4e BJIMATENHU JI1Ila BCE IOBEYE ca HE caMO IyOJIMYHO U3BECTHU JIMUYHOCTH, HO U OOMKHOBEHU X0pa,
KOUTO Ca MOCTUTHAIM 3HAUUTEIHU YCIIEXU WM ca EKCIIEPTH B JajieHa obaacT. Moxe Jia ce Kaxe,
4ye UH(IIYEeHChP MapKETUHI'BT € €IMH OT Hal-Obp30 pa3BUBAIIMTE CE HHCTPYMEHTH 3a JOCTUTaHE
JI0 HOBM MOTPEOUTENH C MOMOIUITA Ha OHJIAliH MeauiiTe. IH(IyeHChp MapKETHHI'BT CE€ OCHOBaBa
MO-CIIELMAIHO Ha JJOBEPUETO HA MOTPEOUTENTUTE, MPUAOOUTO OT JIMJEPUTE HA MHEHUE. MHOTO OT
BIMSATEIHUTE JIMLA CHIIO ca OJIOTbPH, TOECT XOpa, KOUTO CHOJENAT CBOSI OMUT, UCTOPUU HIIU
MHTEPECH C TIO-IMMPOKATA HHTEPHET MybmmKa 2,

B nonurtukara Ha upmaTa OTHOCHO MapKeTHMHroBaTa KOHIEMIMS, 3a Ja C€ MOCTUTHAT
LIEJIUTE CE€ OCBIIECTBSIBA MOCPEACTBOM YIOBJIETBOPSIBAaHE HA MOTPEOHOCTUTE M OYAKBAHMSITA HA
HEHHUTE KIUMEHTH 4Ype3 NPEeJOCTaBSIHUTE MPOAYKTH U yciayru. OupMuTe, KOUTO ca HAsACHO C
OYaKBaHMATA U HYKJIUTE Ha CBOUTE MOTPEOUTENN, UMAT MHOTO TIOBEYE KOHKYPEHTHHU MTPEIMMCTBA
B CpaBHEHHUE C OCTaHAJIUTE CU KOHKypeHTH. [loBeneHneTo Ha moTpedUTeanTe € HepasieinHa 4acT
3a HAaMHUpaHe, 3aKyIlyBaHe, KOHCyMUpaHe U (opMUpaHe Ha MHEHUE 3a IPOIYKTH, KOUTO OTTOBAPST
Ha TEXHUTE WMHAUBUAYaTHU HYKIU. llpu cpaBHeHHEe Ha TpaAULIMOHHUTE MOTPEOUTENH, KOUTO
B3€MaT MO-KOHCEPBATHBHO pEIICHHE 3a OCBHIIECTBABAHE Ha JaJieHa IIOKYNKa, C OHJIANH
MOTpeOUTENUTE, TO MOCIEAHUTE Ca MHOTO ITO-OTBOPEHH 3a MPOMSHA U MO-CKJIOHHU J]a U3IpoOBaT
HOBH MPOAYKTH, IPEACTABEHU UM 10 HETPATULIMOHHU HAUMHHU.

Pa30bupanero Ha MOBEIEHUETO HA KIIMEHTUTE U HA HAUMHUTE, 10 KOUTO TE€ B3eMaT pellieHue
3a MOKYIIKa, € OT pelIaBallo 3HayeHue 3a GUpMUTE U 3a MoI00psBaHE Ha TAXHATa MAPKETUHTOBA
MOJUTHKA. MapKEeTUHIOBUTE CTPATErMK UMAT 3a LEJ Bb3/CICTBHE BbB BCEKH €JIMH OT IIETTE eTarna

Ha B3CMAHC Ha PCHICHUC 3a ITOKYIIKA.

11 Busler, M. Till, B. (2013). The Match-Up Hypothesis: Physical Attractiveness, Expertise, and the Role of Fit on
Brand Attitude, Purchase Intent and Brand Beliefs. //Journal of Advertising// 29(3), pp. 1-13 [ommaiin]
https://www.researchgate.net/publication/261656446_The_Match-
Up_Hypothesis_Physical_Attractiveness_Expertise_and_the Role_of Fit_on_Brand_Attitude_Purchase_Intent_and
_Brand_Beliefs

12 7ak, S. Hasprova, M. (2020). The role of influencers in the consumer decision-making process.
/IGlobalization and its  Socio-Economic  Consequences//  Pp. 2-3  [ommaitu]  https://www.shs-
conferences.org/articles/shsconf/pdf/2020/02/shsconf_glob2020_03014.pdf
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OrneHka Ha
pa3IMYHUTE
aITePHATUBH

Pasno3naBane Ha Twvpcene Ha
HYyXJara nHbOpMAITHS

IloBenenue cuexn
OCBIIECTBIABAHE
MOKYIIKa

Ha TTOKYTIKa

Pemmenue 3a

®urypa 2
TeTcTenenen Moae] Ha B3eMaHe Ha pelIeHHe 32 MOKynKa™

[IpeacraBeHUAT METCTETICHEH MOJICNI Ha B3€MaHe Ha PellieHre 3a MOKYITKa € XapaKTePeH 3a
TPAIUITMOHHUSI MApPKETUHT, OCHOBaH Ha 4P Ha mapkeTwHr Mukca. Pa3BuTneTo Ha TEXHOJIOTHUTE,
HaYUHBT Ha KOMYHHUKAIMS ¥ IIPOMEHUTE B 00IIIECTBOTO, M3MECTBAT 3HAYCHHETO Ha 4P kaTo cuiara
Ha TPATUIIMOHHUS MApPKETHHI TOCTETICHHO HaMaJisiBa, IMOBJHUSBANKHA C€ OT TEXHOJIOTHMHTE H
BIMSHUETO Ha KIMEHTHUTE. BucokaTa ma3zapHa TpO3pavyHOCT M JOCTBHIHOCT 10 HWHGOpPMAIHS,
ompeness Bb3MOXKHOCTTA 3a MMO-JIECHA CPAaBHUMOCT Ha aJITEPHATUBHUTE MPU M300p HA MPOIYKT B
mporieca Ha B3eMaHE Ha pelieHue 3a MOKyNKa. B MHTEpHET cpena KbM YETHPUTE €IEMEHTa Ha
MapKETHHT MHUKCa ce 100aBs BIMSHUETO Ha OIIIE JBa — MAPTHHOPHU U TIOTPEOUTEIIH.

B unTEpHET Ccpenara, MEeCTKOMIIOHEHTHUAT MOJIC]I Ha MAPKETHHT MUKC BKJIFOUBA:

e [Ipooykm - OCHOBHATa CTOKa WJIM YCJIyra, KOATO C€ Ipeajara oT KommnaHusita. B
OHJIAMH cpemaTra NPOAYKTHT MOXKe Ja Obae (u3uvecku, mudpoBo H3IAAHHE,
codTyep, ycayra Wid J0pu HHPOpMAIIHSL.

e [lena — TO3W WHCTPYMEHT B WHTEPHET MapKETHHTa BKJIIOYBA OINpEAesSHE Ha
LIEHOBUTE YCJIOBHSI OTHOCHO MPOIYKTUTE UK ycayruTe. ToBa e He camo (pukcupaHe
Ha I[eHaTa, HO U aHAJIU3 Ha PAa3IMYHU METOJH 32 lIeHO00pa3yBaHe KaTo AUCKOHTHU

KOJ0BC, HAMAJICHU, ITAKCTHU O(bepTI/I " 1p.

13 Qazzafi, S. (2019). Consumer buying decision process toward products. //International Journal of Scientific
Research and Engineering Development// Volume 2 Issue 5, pp. 132. [ommaitu] https://www.researchgate
.net/publication/336047692_CONSUMER_BUYING_DECISION_PROCESS_TOWARD_PRODUCTS
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e Komynuxayus - BCHUKA MapKETUHTOBU YCUJIMS 32 IIPUBJIMYAHE HA BHUMAHUETO Ha
MIOTEHIIMAIHUTE KIMEHTU. ToBa BK/IIOUBA PEKJIaMa B UHTEPHET, COLIMAIHU MEJIUH,
SEO (onTumu3anus 3a Thpcayku), email MapkeTHHT, KOHTEHT MapKETHUHT U IPYTH.

o Jlucmpubyyus (Macmo) — Kak IPOTYKTHT IOCTUTa JI0 oTpedurenute. B nHTEpHET
cpemata ToBa MOKe Jga Obae OHIAWH MarasuH, Iuatrdopma 3a €JIeKTpOHHA
THProBUS, JOCTABYMLIM HA YCIAYyrd 3a JIOCTaBKa W JpYrd KaHalu 3a
pa3snpoCTpaHEHUE HA IPOAYKTA.

e Xopa - ydacTHHMLMTE B IIpolleca Ha IMpeylaraHe Ha MPOIYKT WM YCIIyTa,
BKJIIOYUTEIHO IE€PCOHAa Ha KOMIIAHMATA, KIMEHTCKH OOCIYXBalll IEpPCOHAl,
areHTH 3a MOAJPBHKKA U JIp.

e [Ipoyec - mpouenypy, CBbp3aHu C MPEIIaraHeTo Ha MPOAYKT MM yCIyra, KOUTO
BKJIFOUBAT NOPBYUKH, TUTALAHUS, JOCTaBKH, Bpb3Ka ¢ KJIMEHTH U Ipyru. B unTepuer
cpeaara TOBa MOKE Jja BKJIIOUBA UHTepQelcuTe Ha MOTPEOUTENINTE, eIEKTPOHHU

dbopmymspu 3a MariaHe, CHCTEMH 3a yIpaBlieHne Ha MOpbUkH u 1p. (Tabmwuia 3).

Tabnuya 3. Lllecmxomnonenmen mooen Ha mapkemunz muxc ¢ Mumepnem cpeoa

KommnoneHnr Ha
Bausinue BbpPXy OHJIAlH THProBUATA
MapKeTHHT MUKCa

Mpoaykr e [IpenocraBsiHe Ha TMOBEYE W IMO-JOCTHIIHA WHPOPMALUS HA
norpeduTenure.
e 3amuTa Ha aBTOPCKOTO TIPABO.

e UunuBuayanuzanus Ha NPOJAYKTUTE U YCIyTUTE.

I_leHa L FHO6aHI/ISaHI/I${Ta Ha CBCTOBHHUS I1a3ap.
L4 I[OCTaBKa Ha INPOAYKT.

o Tpanchep oT pusuvecku KbM OHJIANWH Ma3aPH.

Juctpudyuus e [lo-edexkTUBHO pa3BUTHE HA Ta3apHTE.
¢ (Cnowmara 3a KOHKypeHTHO [IEHOOOpaszyBaHe.

e BpBexa HOBU GOpMH 32 pasIialiaHe.

14 Topanosa, I1. (2013). BausHue Ha HHTEPHET MAPKETUHTA BbPXY KIACHUECKUA MojieN Ha 4-Te P. //Ypasnenue u
yeroiuuBo passutue// 1, 38, c¢. 38-39. [omumaiin] http://oldweb.ltu.bg/jmsd/files/articles/38/38-07_P_Goranova.pdf
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KomyHnukauust e VIiecHsBa ThPCEHETO Ha MH(OPMAIIHSL.
e [loanomara cp3/1aBaHETO HAa BUPTyaJIHU OOLIECTBA.
e [IpuBian4a BHUMAHUETO C Pa3JIMYHU OC3IJIATHU YCIYTH.

e Jlecno Ipujaraie€ Ha re.BKaByu NIPpOMOIHMOHAIIHU CTPATCTHH.

IMapTHBOPHU e HamansBa Oposi Ha TMOCPEIHUIIUTE MEXKIY MpoJaBady u
KyIyBady.

e I3nos3Bar ce AUTUTAIHU MOCPEIHUIM KaTO yeO ThpCauKH,
yeb caifToBe u Jip.

e QOcurypsiBa ce KOOpIUHALMS MEXAY OTACTHUTE NapTHHOPU

YpeE3 U3MOJ3BAHCTO HA COLMUAITHN MPEIKH.

MoTpeduTenn e PasmmpsiBa ce oOcera Ha MOTEHITHATHUTE IOTPEOUTEIIH.

e VYCBBBpIIGHCTBA C€ CchOMpaHeTo Ha wHOOpMAIM 3a
OTpeNeNIsHe  HYXJIATe W NPSANOYUTAHUSITa  Ha
MOTpeOUTENHUTE.

e [IpomMeHs ce BB3NPUATUETO 32 OHJIAIH MTa3apyBAHETO.

e (Cw3maBa ce oyakBaHe 3a TO-100pa WHPOPMHPAHOCT, TIO-

TOJISIM M300p U TI0-Ka4eCTBEHO 0OCTyKBaHe.

[IpouechT Ha 3aKymyBaHe 3alouBa ¢ HEOOXOAUMOCTTA OT IPU3HABAHE WIU pA3NO3HABAHE
Ha HyJjcoume, KOTATO KIMEHTBHT 3a0eNeXH pa3iiukaTa MEXIy ACHCTBUTETHOTO M JKEIaHOTO
cberosiHue. Hyxnata moske Obe 3aielicTBaHa OT BbTPEIIHN CTUMYIIH KaTo 1A, )KaX]1a U Jp. WIK
BBHIIIHU TaKMBa, MUHABalKM MOKpail Mara3uH, pecTOpaHT, U T.H. ETanbT Ha paszno3HaBaHe Ha
HYX/laTa ce BJIUse OT pa3IinyHU (GaKTOPH, Cpel KOUTO MO-BaXKHU Ca MOTUBALMATA U HAIMYUETO Ha
HOBHM MPOJYKTH WIM MOJOOPEHM BEpPCHM Ha ChILIECTBYBAIlM H3JENIUSA, KAKTO M OT IOJja,
00pa30BaHUETO, BB3pacTTa, POJIATA Ha KyllyBadya B OOIIECTBOTO, U T.H.

Broparta cTbIika ciien ochb3HaBaHe HA HY)KIATa € mbpceHe Ha UHGopmayus, KaTo KIUEHTHT
MOXK€ Jla pa3uuTa Ha BBHIIHA HH(OpMAaIMs, KOATO HaMmHpa 4Ype3 peKiIaMH, MPOTYKTOBO
MO3UIMOHMpaHe, yeOcaliToBe Ha KOMIAHMM M T.H. WJIM 4Ype3 BbIpelIHa HHPOpMaLus,
npefocTaBeHa OT OM3KH, npusTenu. KIMeHThT MoXke J1a MOThPCH MU MHEHHUS M KOMEHTapHu 3a
ThpPCEHHsI MPOIYKT OHJIAKH OT crioieieHa HHpopMaIus oT Ipyru norpedurenu. Bpemero Ha To3u
€Tall € pa3JInyHoO U BapHupa B 3aBUCHUMOCT OT PEUIMTEIHOCTTA Ha KIIMEHTA, JI0BEPUETO, KOETO NMa

KbM BCdKa MOJIy4CHa I/IH(I)OpMaI_II/ISI, " PUCKaA, KOWTO TOM € CKIIOHEH Ja HOoEMCE, IlOBCpHBaﬁKH CC Ha
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KOHKpeTHaTa uHpopmaims. [lo-HemoBepunBUTE KITMEHTH HE Ca CKJIOHHH J]a IOEMAaT BHCOK PHCK,
MOpaJx KOETO OTHENAT OBEYE BPEME 3a ThPCeHE Ha WH(OPMAIIHSL.

Cnen cpOupaHe Ha AOCTaThYHA 32 KIMEHTa HH(OpMAIHs ce MPEeMUHABA KbM OYeHKd Ha
paznuunume armepHamugu. Bceku KIMEHT NerUHUpa CBOM KPUTEPHH 32 MUHUMAJIHU N3UCKBAHUS
KbM BCEKH TPOJIYKT, 32 KOUTO TpssOBa Ja ce OOMHCIM OKOHYATETHAaTa MOKyNKa. Bb3MOXKHO €
KIMEHTHT Ja ce (pokycupa BBpXy HH(OpMAIIHS Ha KOSATO UMa JOBEPUE HITH Ja OIICHH ChBKYITHOCT
OT aJITCpPHATHBH 32 BCEKH IMPOJIYKT KaTO Ka4eCTBO, IICHA, TI0JI31, HETATHBH H JIp., Ha 0a3a KOUTO ce
M3KITIOYBAT OTIPE/ICIICHN IPOIYKTH, KOETO MpaBH N300PHT HA PEIISHHE MO-JIECEH MpPOIIeC.

Pewenuemo 3a noxynka € pa3nuyeH MO MPOABIDKUTEITHOCT €Tall 32 BCEKH KIMEHT MO
OTHOIIICHHE Ha KOHKPETCH MTPOIYKT. 32 MPOAYKTH, KOUTO BeUe ca U3I0JI3BaHM, HO Ca C IPOMCHEHH
Ka4ecTBO WJIM IIeHa, OOMKHOBEHO MEX/y PEIICHHETO 3a TOKYyNKa M caMaTa TOKYyIKa OTHeMa
MOBeUe BpeMe, B CPABHEHHUE C PEIICHUETO 3a TIOKYIIKa Ha HOBH MPOIAYKTH. BaxxHO € 1a ce criomeHe
Y PEIICHUETO 32 TIOKYIKa, 0a3MpaHo Ha MOMEHTHO JKEJTaHHE M eMOIIHMH, CITyIBaIIO Ce MIPH KITUSHTH
C BHUCOKM HHBA Ha CAMOKOHTpOJ, KOMTO ca HAasCHO KaKBO TBPCAT M OT KAaKBO MMaT Hyxkzja'>.
Pemenusita 3a mokymnka morar ga ObJaT HE TOCTaThYHO OOMHUCTIEHH (MIOKYITKa Ha pexa, n300p Ha
XPaHUTEITHU CTOKH U T.H.), KAKTO M I0Ope oOMuCIieHH (3aKylyBaHe Ha aBTOMOOWII, TIFITaHUPAaHE Ha
ceMeliHa MOYMBKA | Jp.). JIMUHUTE MpeArnoYnTaHns Ha BCEKH KIMEHT M CKIIOHHOCTTa MY KbM
WHTYUTHBHH ITOKYITKH, 0€3 ThPCEHE Ha PA3JIMYHU U3TOYHHIIA HA MHPOPMAILIUS, OTIPEIEIISAT BPEMETO
33 PENIEHNETO U OCHIIECTBABAHETO HA MOKymKa®,

ChBpeMEHHHUTE KJIMEHTH Ca B3UCKATCIHH W WHTCIUICHTH, ThpPCEIIU crenuduuHa
nHpopMaIrs, HeoOX0MMa UM 3a TIPaBUIIHA TPEICHKA U pPEIlleHHe 3a MOKynKa. ['osiMa Jact ot
M3II0JI3BAHUTE B PEKIIAMUTE KIIMIIETA U CYNEPIaTUBH, KOUTO MIPEIH ca MPEAN3BUKBAIN BhIIHEHHUE,
BeYE Ca U3TyOMIIM CBOSTA CTOMHOCT M HE YCISIBAT J1a Ch3aaaT epekTUBHOCT Ha peknamaral’. Or
CBOSI CTpaHa WHQUIYCHCHPBT TOBHIIaBa HMHMDOPMUpPAHOCTTA 3a OpaHlIa B COLMATHOTO
MPOCTPAHCTBO, 3alI0TO KOMEHTAPH U CIOJCIISTHUS HA HETOBH ITYOJUKAIIHsI Ca BUIUMH 32 BCUYKU

HEroBM IIOCJIeA0BATEIH B JajcHaTa couaina Meaus. 11o To3u HauuH I/IHCI)OpMaI_[I/IHTa 3a 6paHz[a nu

15 Baumeister, R. (2002). Yielding to temptation: Self-control Failure, Impulsive Purchasing, and Consumer Behavior.
/lJournal of consumer Research//pp. 670-676. [oraiin] http://www-personal.umich.edu/~prestos/Downloads/DC/10-
28_Baumeister2002.pdf

16 Joanid, A. (2020). Factor influencing marketing decision. /FAIMA Business & Management Journal// FAIMA
Business & Management Journal, pp. 53-56. [ommaiim] http://www.faimajournal.ro/full _issue/28.%20IN
TERIOR%20Revista%20FAIMA%20V01%208%20-%201ssue%203%20[ September%202020]. pdf

17 Nlypankes, b. KoMyHHKalMOHHA MOMMTUKA. Y HHBEPCUTETCKO M3/1aTecTBO CTONAHCTBO, C. 147
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MpeUIaraHuTe OT HEro MPOAYKTH U YCIYTH CE€ Pas3NpOoCTpaHsABa J0 HM3KIIOUUTENTHO MIMPOKA
aymutopus. [Ipu n3non3BaHeTo Ha MHOIYEHCHP 32 MAPKETHHTOBUTE KaMITaHUU Ha (upmara mbpBo
TpsiOBa /1a ce ompeae Iy OCHOBHATA IIeJ Ha peKjiamara, a UMEHHO:
e [lIpenocraBsue Ha mHPOpMaIHS 3a MECHATA U PrtocodusiTa Ha pupmara.
e (Cp31aBaHe HA IMOJIOKHUTEIICH UMUK Ype3 MOBUIIABaHE HA WHPOPMHUPAHOCTTA 3a
OpaHnpa.
e PerxilaMa Ha KOHKPETHU TPOJYKTH W yCIYrHM M HachpyaBaHE Ha JCWCTBUATA 3a
MTOKYTIKA.

e IIpomomnus Ha ompeseNeHn NPOAYKTH U ycIayru u ap. 8,

Ha cnenpamara ¢ur. 4 € nokazaH HAaUMHBT 33 OCHIIECTBSIBAHE HA UH(IYEHCHP MAapKETHHT.

M3non3Ban kaHai —
COIIMATTHI MPEXH

CronensHe Ha MHEHUE

BpaH bl | HNudmyencsp — TEKCTOBO

CbABPXAaHUE U BUICO

TTocienoBaTenu

®urypa 3
Hauun 3a ochllecTBSIBAHE HA HHJIyeHCHP MAPKETHHT M NOBHINABaHe MH(OPMHUPAHOCTTa 32 fpan’®

M3knounTenHo BaxeH BBIIPOC B KOHTCKCTAa Ha MH3IIOJI3BAHCTO Ha I/IH(bJ'IyeHC'pr/I B
MApPKCTUHIOBUTC KaMIIaHWM B CIHA OpraHu3anudsa €, AaJil TC Ca eq)eKTI/IBHI/IZO. OCHOBHHTE
HU3MCPHUTCIIN 3a e(beKTa Ha pCKIaMaTa, OCBIICCTBsABAHA B HHTCPHCT, Ca 6p0ﬁ KIIMKBaHU,

CBbOTHOILLICHUC KJII/IKBaHC/O6J'I’b‘lBaHe, d OCHOBCH HM3MCPHTCII Ha eq)eKTI/IBHOCTTa Ha pCKJlaMarta €

18 Bacunesa, B. (2012). MapkeTunr. IIpaktuuecko pbKkoBoacTBO. BapHa, ,,eM Ctyauo Anpbpraiisunr enn Kpueitus”

oof, C. 100

19 Kavaliauskiene, Z. Margis, H, (2019). Impact of influencers on a consumer decision to purchase. //Profesional

studies: Theory and practise// 2019/6 (21), c. 43 [onmaiin] https://svako.lt/uploads/pstp-2019-6-21-40-47.pdf

20 Wielki,J. Analysis of the Role of Digital Influencers and Their Impact on the Functioning of the Contemporary On-
Line Promotional System and Its Sustainable Development. www.mdpi.com » pdf
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[IeHa Ha €WH KJIUK. BposAT Ha KIMKBAHUATA aHAIM3HMPA KOJIKO OT MOTPEOHUTENHUTE Ca IMOCETUIH
caiiTa Ha peKJaMoJaTes BCICACTBUE HA KOHKpPETHATA PEKIaMa, KaTO OTHOIIEHUETO MEXIY Opos
Ha KIMKBaHHS U Opos Ha 00J'bUBaHe TIOKa3Ba KAKbB MHTEPEC € MpeIU3BUKaIa JaieHaTa peKiiama.
OT cBos cTpaHa IIeHaTa Ha €IHO KIMKBAaHE € HaW-BAXHHAT IIOKa3aTel 3a W3MEpBaHE Ha
e(heKTUBHOCTTA HA PEKJIaMHATa KaMIaHus>!.

B pasmmunute commannu Mpexku karo Instagram, YouTube, Twitter u Facebook,
WHQIIYSHChPUTE CH3AaBAaT ChABPIKAHHUE, TOMYISIPU3UPANIO ONpeeTeHn OpaHIoBe, C Ied
M3BEXKIaHEe Ha KauecTBaTa Ha KOHKPETHH MpoayKTH. [lopamy ToBa ycnexbT Ha HHQITYCHChPUTE B
COLIMAIIHUTE MEINH € >KU3HEHOBAXKEH 3a MOIyJspH3UpaHeTO Ha OpanmoBere. ['oiisiMa gact OT
MOTPEOUTENNTE HA COIMATHUTE MPEXKH CMATAT MH(ITyeHCHPHUTE, KOUTO CIIEABAT, 32 JOCTOBEPHH
M3TOYHUIIM Ha MHPOPMAIIKS U ca CKIIOHHU J1a ce ChoOpa3sBaT cbe chBeTuTe MM. OT CBOS CTpaHa,
KoraTto HH(pIyeHChp MyOJIMKYyBa ChOOIIEHNE B AaJieHa COlMallHAa Mpeka, TOBa MOKE Jla ce CUUTa
32 MEXIYJIUYHOCTHA KOMYHHUKAIUS MEXIy HEr0o M TOCIENO0BaTeNMTe My, JOKAaTO peKiama,
myOIMKyBaHa OT caMara KOMITaHUSI C€ cMsTa 3a MacoBa KoMyHuWKarus. [lopamu ¢axra, de
MOCIIEIOBATEIINTE CE YYBCTBAT KaTO MPHATETN Ha WHQIYEHCHPUTE, TEXHUTE BHIICOKIUIIOBE,
CHUMKHUTE UM M PEKJIAMHUPAHETO Ha JaJeH HPOIYKT T'M KapaT Jia ce YyBCTBAT KaTo 4Ye JIM MMaT
TOCTBII JI0 aBTEHTHYHU CHBETH U MTPENOPBKU OT HAKOHW OT TEXHUTE OJIM3KH.

ConnanHuTe MpEXH IMO3BOJISIBAT H3YHCISIBAHETO HA PA3IMYHHU TIOKA3aTeNH, KaTo MPEriean
Ha MyOJIMKAaIlM{, JOCTHTaHEe Ha IUIaTeHW peKIaMu 10 ToTpeduTenu, Opoi mperienu Ha
nyOJMKanuy, pasperiaBaHe MHGOpPMaIys 1a € MyOJuYHO JIOCThIIHA, W T.H. Te3n mokaszarenu
BCBITHOCT CITYXaT 32 M3MEPBaHE PEaKIUUTE HAa IOTPEOUTENNTE OT JaieHa ITyOnuKanus.

EdexruBHOCTTa Ha MH(ITyeHCHP MapKETHHTa, OCBEH Upe3 LIeHaTa Ha €IMH KIIMK, MOKe J1a
Ce M3MEpM W 4Ype3 BB3BPHUIAEMOCTTa HA HMHBECTUIMATA OT B3aUMOJACHCTBHETO C JIaJICHH
uH}IyeHChpHU. M3MepBaHeTo Ha €(EKTHBHOCTTA OCHOBHO € B JIBE MOCOKH: KOJMYECTBEHO CIIPSIMO
Ka4eCTBEHO H3MEpBaHE, KaKTO M HM3MEpBaHE, CBBbP3aHO C OOMKHOBEHA pekiiama/ pekiama C
UHOIYEHCHP CIOPSIMO MPOJAKOUTE.

HNHdnyeHchp MapKeTHHI'BT, TOJAOOHO HAa OCTAHAIUTE MHCTPYMEHTH HAa MapKETHHTa, Ce
yIIpaBJIsiBa Ype3 MOCTABSIHETO Ha IIeJM MPH OCBIIECTBIBAHETO My, HAa 4MATO 0a3za ce M3BBpLIBA

AHAJIN3 Ha [TIOCTUT'HATUTEC PE3YJITATH. Haii-uyecTo oCHOBHUTE 1I€TIH ca AHT'AXKHUPAHOCT Ha KIIMCHTHUTC,

21 Kantpamkues, X. MequsamianupaHe Ha peKlaMHaTa KaMIaHus. Y HUBEPCUTETCKO u3iaTencTso CTONancTso, c. 333
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OCBEIOMEHOCT 32 MapKaTa, peajiu3aluy Ha TPOJaKOH | JIp., TOpaau KOeTo e(peKThT ciie/Ba 1a ce
nu3MepBa Ha 0a3a 3aJI0°KEHUTE TICITH.

VYcenexbT HAa HHPIYEHCHPUTE CE OCHOBABA HA M3IPAJICHOTO IOBEPUE MEXIY TSIX U TEXHUTE
MOCJIeI0BATENN, HA TAXHATA PA3MO03HABAEMOCT M Ha CKJIOHHOCTTA Ha MOTPEOUTEIUTE Ja B3eMarT
penreHne Ha 6a3a nHpOpMaIsl, IpeJaBaHa OT TUIA ,,ycTa Ha ycTa™ . Pa3BUTHETO HA TEXHOJOTHUTE
W JUTUTAIU3UPAHCTO ITO3BOJIMXA HE CaMO U3BCCTHU JIMYHOCTH, HO U BCC ITOBECYC O6I/IKHOB€HI/I X0opa
Jla ce IpeBbpHAT B ycremHu nHpayeHChpr, MHITyeHCHPHT Beue ce Bh3MprueMa OT MOCIIeI0BATEIIS
KaTo M3KJIIOYUTEIIHO OJM3bK YOBEK B CBHIIOTO COIMAIHO IOJOXKEHUE, MPUTEX,ABAI] CXOJIHU
BB3IJICOU. HNmenHO B TO3HM (1)aKT, CC KpHUC€ 1 yCII€Xa Ha pCKIaMHUA IMOJAXO0 O, U3pa3faBalll C€ MHCHUCTO
Ha OOMKHOBEH 4YOBEK, Ha KOWTO MOCJENI0BAaTEIIUTE MMAaT JOBEpUE U KOWTO MPUHAUIEKU KbM
chlIaTa COLMAIIHA TPYIA, KAKBATO € HA MOCIIEI0OBATEIINTE.

BucokoTo noBepue € xapakTepHO 3a MHGIYEHCHPH C MO-MabK OpOil MOCIeNoBaTeNn C
TSACHO CIeNMAJIM3MpaHa TeMaThKa 3a MpeAocTaBsHe Ha chabpkanue. C yBemuyaBaHe Opost Ha
MOCJIEI0OBATENINTE U MO-TOJISIMOTO pa3io3HaBaHe Ha MH(MIYSHChPa B pa3iMuyHa OT HETOBUTE CPEIH,
W3rPaJICHOTO B3aMMOOTHOUIEHHE C HETOBUTE IMOCIEIOBATENM CE€ MPOMEHS M TOM MOCTEIEHHO
3amoyBa J1a ce MpeBpbhlla BbB BCE MO-M3BeCTEH. [Io TO3M HAYMH BB3MOKHOCTTA 3a JAUPEKTHA
KOMYHHUKAILIUS C MOCIEA0BATEINTE HAMAJISABA, HO CE€ YBEIMYaBa BB3MOKHOCTTA 34 IPEIOCTaBIHE
Ha ChIBpIKAHHE Ha MIOBEYE MOCIIEI0BATENN2,

B MapkeTHHTr CBIBpKAHHMETO C€ NpeBbpHAa B €IWH OT OCHOBHUTE (HaKTOpU 3a
OCBIIECTBSIBAaHE Ha KOMYHUKallUs ¢ notpedutenute. ['onemure komnaHuu Beye ca pazOpainu, ye
TpsOBa J1a reHepupaT ChAbPKAHKUE 32 CBOUTE OOLIHOCTH U J1a U3I0JI3BAT COLIMATHUTE MPEXKHU KaTo
€IMH OT OCHOBHHUTE KaHaIM 3a KOMyHUKanus. TpsOBa ga ce mMa mpeaBuj, 4ye MoTpeOuTenuTe
BSIpBAT [OBEYE€ MHEHUETO Ha JAPYr'H MOTPEOUTENH 110 OTHOIICHUE HA MPOIYKTUTE, Thil KaTo Te TU
BB3MpUEMaT KaTo HUBO Ha OIMUT, HO 0e3 HHTepec KbM IMpojax0arta Ha MPOAyKTU. B Ta3u Bpb3Ka,
UH(DIYyEHCHPUTE TEHEPUPAT ChIbPKAHUE 32 MAPKH, C KOUTO UCKAT Ja CE CBBbPXKAT CBBHP3BAT UMETO
CH, WIH C KOUTO BeYe UMAaT BPb3Ka.

Ha 6a3a nanpaBeHus TuTepaTypeH Mperies] B IbpBa IJiaBa MOTaT Ja ce U3BEAAT CICIHUTE
M3BOJM TIO0 OTHOIICHHWE HA NpUIIaraHeTo Ha WHQIYEeHChP MapKeTHMHra B KOMYHUKallUsATa Ha

¢bupmara:

22 TTak TaMm.
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Bwnpeku cnenmdukara Ha M3MNOA3BAaHUS KOMYHUKALMOHEH KaHAl, MHQIYEHCHP
MapKeTHHTa HAMUPA BCE MO-IIUPOKO MPUIIOKEHHUE, CIIEABANKNA (PyHIaMEHTATHUTE
MPUHLUIH HA TPAJAUIIUOHHATA PEeKIIama;

OCHOBHO 3HaY€HHWE 3a MOCTHTaHe Ha €(PEKTUBHOCT OT TO3W BHJ MAapKETHUHT €
TEMaTHKaTa B KOSATO MMa MHTEpeC MHGIIyeHChpa, TeMaTHKaTa Ha BiIora u Opos Ha
HETOBUTE MOCIIEIOBATEIH;

JIMpEKTHHUAT KOHTAKT, KOUTO HH(IYCHChPUTE UMAT ChC CBOMTE TIOCIIE0BATEINH, TO
MIpaBH MPEANIOYNTAH MAPKETHHTOB KaHAJ OT BCE MOBeUe OpaHIOBE 3a MpeiaBaHe Ha
TEXHUTE PEKJIAMHU TIOCIIaHUS;

Bce mo-pgocThmHMTE M JIECHM 3a H3MO0JI3BaHE MporpaMu 3a o0paboTka Ha
n300pakeHNs U Ch3[aBaHEe Ha BHJIEa, MO3BOJISIBAT HA HHQIIYEHCHPUTE JIa Ch3/1aBaT
MPHUBIIEKATEITHO U aHTAKUPAIIO 32 ITOCIIEA0BATEIINTE CH ChIbP)KAHUE;

Jlo HEoT1aBHA OCHOBHUTE MH(MIYEHCHPH ca OWIIM BIUATEIHU JIUIA, HO PA3BUTUETO
Ha TEXHOJIOTUHTE U JJUTUTATN3AIMITA TO3BOJISIBAT HA BCE TIOBEYE OOMKHOBEHH XOpa
Jla BIVSISIT HA n300pa Ha TMOKyIKa ¥ (GopMHUpaHeTo Ha MHEHHE Ha MOCIIeIOBATEIINTE
cH;

KintouoB daxtop 3a mpusarane Ha UHQIYEeHChp MAapKETUHI € MpoMsHa Ha
ChHILIECTBYBAILIMTE KAHAJH 32 peKJiamMa U JKeJlaHWe Ha MEHUDKbPUTE 32 UHBECTUPaHE
Ha BpeMe, YCUJIUSl U CPEJCTBA 32 YChBBHPILEHCTBAHE HAa HaYMHA 3a MpeJaBaHE Ha
PEKIaMHHU MOCIAHUS U JOCTUTaHe A0 NOTPeOUTENNTE;

Nudnyencppure ce mnpeBpblIaT B YaCT OT JUTUTAIHUS MAapKeTUHI Ha
CbBPEMEHHUTE KOMIIAHWHU, I[OMaralku Ha OpaHIOBEeTe Ja MOMyJIspU3Upar H
MpoJIaBaT MPOAYKTUTE CH 4pe3 IpeACTaBsHE Ha ChAbPKAHHUE, KOETO MOXE Ja
MOBJIMsIE HA-MHOTO Ha MOTPEOUTEICKUTE HYXKAM M CIOCOOHM Ja mpenaBaT
CHOOIICHHS Ha IHUPOK KPBI' HOTPEOUTENH;

Knuentute Bce moBede M3MON3BAT COLIMATHU MPEXH, 32 Ja ce HUH(opMHpaT 3a
MPOJIYKTUTE U YCIYTHTE, OT KOUTO ce MHTepecyBaT. ColMaTHUTe MPEXH Ca Cpel
TAX HaW-TIOMYJIAPHUTE KOMYHHKAI[MOHHH WHCTPYMEHTH B KOWTO C€ M3MOJ3Ba T.
Hap. MapKeTUHT Ha BiusHUeTo. Cunara Ha HHGIYEHCHhD MapKeTHHTa € BbB (hakTa,

4c Xopara €€ NOBCPABAT HAa KOHKPETCH YOBCK C BIUAHHUC, ITIOBEYEC, OTKOJIKOTO CC
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JoBepsBaT Ha OpaH/ia U HETOBHUTE OOCIIAHUS 32 KA4eCTBO U IMOJI3H HA MPOJTYKTUTE
U YCIIYTUTE, KOUTO IIpejiarar;

8. Bpanmomere meyenAT yBaKeHHE Ha TMOTpeOuTenuTe OnarogapeHue Ha J0OpPOTO
MIPEJICTAaBSHE HAa MPOJYKTUTEC MM, KOSTO BOJW 10 M3rPa)KJIaHe Ha ITOJIOKHUTEITHA
permyranus. YBakaBaHUTe OpaHIOBE HaMassiBaT KOJHMYECTBOTO HAa pHCKa 3a
MoTpeOUTENs IPHU B3€MaHE Ha PEUICHHE 3a MOKYIKA, & YBAKCHHETO KbM OpaHia u
AOBEPHUCTO B IPCAJIAaraHuTe NpoOaAYKTU MOTHUBHUPA HOTpC6I/ITeJII/IT€ Ja OChIIECTBABAT
ITOBCYC MMOKYIIKH

9. IlpemocraBsHOTO MHEHHE Ha WHQIYEHCHPUTE OKa3Ba BIMSHHE 3a (QopMUpaHe
MHEHHE 3a OpaHIa W HaMepeHHsTa 3a HM3MOJ3BaHE Ha MpeUIaraHuTe OT HETro
NpOAYKTH W yciuyru. M3pazeHoTro omoOpeHue Ha OpaHaa OT MH(MIYSHCHPUTE U
HETOBOTO OTHOIICHHE KbM MPOAYKTHTE, IOMAarar MoCIeIOBATEINTE JIa pa3oJiarat
¢ akTyanHa wHpOpPMAIUS 3a TMPOJAYKTA, KOATO yBEIMYaBa aHTaXHPAHOCTTA Ha
MOTPEOUTEIUTE U CHIIO TaKa 3aCHJIBA OTHOIICHHETO KbM OpaHpaa. [1o To3m HaumH
OTHOIICHHETO KBbM OpaHja, BOJM JIO W3rPaXKIaHEe HA JOBEpHEC W HAMEPCHHS 3a
MOKYIKa, a BB3XHUIICHHETO KbM OpaHAa € MpemocTaBKa 3a H3rpaxaaHe Ha
IBIATOCPOYHU OTHOIICHUS C TMOTPEOUTENMTE W MPEBPBIIAHETO MM B JIOSUTHH
KITUCHTH;

10. Baxxen dakrop npu m300pa Ha HMHEOIYCHCHP € BUIA HA CHOOIICHHETO, KOETO
¢dbupMaTa rcka Jia mpeaaje Ha MmoclieIoBaTeIuTe Ha HH(IyeHChpa U H3M0JI3BaHaTa
OT HEro CcoIMajHa Meaus, T.. Jalld MenusATa € TOJXOIIla 3a BUAAa Ha

CHOOIIEHUETO, KOCTO CJIE/ABA Ja Ce Mpeaaie.

I''TABA BTOPA. METOJ0JIOI'USA HA EMIIMPUYHO U3CJIEJIBAHE HA
IHHOTPEBUTEJICKUTE HAI'JIACHU CITPAMO MHOJIEYHCBHBP MAPKETHHI' A

BbB BTOpaTa TIJlaBa Ha TpyAda ¢€ 00oCcHOBaHa MCTOJHMKaTa 3a HU3CJICABAHC Ha
HOTpe6I/ITeJ'ICKI/ITe HarjraCu CIpiamMo I/IHq)J'IGYHC’bp MapKETHHIa, B T.4. H3CJICIOBATCIICKUTC
HHCTPYMCHTH 34 TOBA IPOYYBAHC.

H3nom3BaHeTO Ha CTAaTUCTHYECKH aHAIU3 3a 06pa60TKa Ha PE3YJITATUTC HMa 3a LI

NMOTBBPIKAABAHCTO HJIM OTXBBPJIIHCTO HA 3aJIOKCHUTC XUIIOTE3U U U3CJIICAOBATCIICKU BHIIPOCHU B
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mscneBaneTo?®, JIoCTHraHeTo 10 M3BOJAM IPHM MApKETMHTOBMTE MPOYYBAHMS ce Oa3upa Ha

M3I0JI3BAHCTO, KaKTO Ha KOJIHMYCCTBCHHU, TaKa M Ha Kad4CCTBCHU I[aHHI/I24. 3a OCBHIICCTBABAHC

HU3MEPBAHC B AHKCTHHUTC HU3CJICABAHUA CC H3IIOJA3BAT CKaJld, KOHUTO II0 CBOATAa CBIIHOCT 3a

, cucmema om vucia 3a nodpemdcme Ha eapudyuoHHU npusHayu uiu cucmema om 3Hayu 3a

noopesicoane Ha Kame2opudHU NPUIHAYU 1 mexHume pasHosuoHocmu ‘>, Beska OT U3MO0I3BaHATE

CKaJIk1 CC CBbCTOU OT pa3JIMYHU UHACKCHU U MCPKH, KaTO CC YCTAHOBABAT!

HomuHanHu ckamu — npu M3MOJI3BAaHETO HAa CKAJIUTE HE C€ MPaBU KOJIMYECTBEHA
pasnukKa IMpU H3CIEABAHUTE MPOMEHJMBU IO JaJ€H IMPHU3HAK, a KOHKPETHHUTE
IIPU3HALU CAMO C€ IPEACTaBAT.

PanroBu ckanu — npu TIX ce NPeACTaBsAT KOHKPETHUTE PA3HOBUAHOCTH Ha JIaJIeH
MIPU3HAK, KaToO C€ YCTAaHOBSIBA M KOHKPETHATa pa3jiiKa MeXay Npu3Hauure, 6e3 aa
Ce WU3MCKBA CTPOroTo U ompenensHe. Pa3HOBHIHOCTUTE Ha MpPU3HALUTE Ce
pamxupar (moapexar) BbB Bb3XO A U HU3XOIAI PEl.

WHuTepBanHM CcKallu — YCTaHOBABA C€ KOJMYECTBEHATa pa3iMKa MEXIY

npusHatmte?® u p.

B MapKETHUHIOBUTC IMPOYYBaHUA YCCTO CC€ HU3IOJIA3BAT M PA3HOBUIAHOCTHU HA OPAWMHATHU

CKaJIi, KOUTO IMO3BOJIABAT PAa3JIMYHU BB3MOKHOCTH 3a MMOAPCKAAHC HA OTTOBOPUTE ITPU 3aKPUTUTE

BBIIPOCHU, KATO:

Hony—noz[pez[eHa CKaJla — MH3IIOJ3BAHUTC BApHAHTHU 3a OTTOBOP H3UCKBAT OT
PECIIOHACHTUTEC U3BbPIHIBAHC HA TAXHOTO CTCIICHYBAHE.

.HI/IKepTOBa CKajla — W3MOJ3BAaHETO M M3UCKBA OT PECIIOHACHTUTE Oa OIPECACIIAT
CTCIICH Ha CbhIJIaCUC MJIM HAa HCCHIIACHUC C NaJICHO TBHPACHUC, Q)OpMYJ'II/IpaHO OT
HU3CICA0BATCIIA.

CeMaHTI/I‘IHO-,Z[I/I(bCpCHHI/IaHHa CKaJla — U3I10JI3BaT CC 4YuClia, 3a U3pa3saBaHC MHCHUC

OT PCCIIOHACHTHUTC.

23 Kanunos, K. (2010). CTaTucTHYecKy METOAU B NOBEEHUECKUTE U coluannute Hayku. Codus, HBY, c. 2-9

24 Hanson, D. Grimmer, M. (2007). The mix of qualitative and quantitative research in major marketing journals, 1993-
2002. //[European Journal of Marketing// 41(1/2). [ommaiin] https://www.researchgate.net/publication/228907805
The_mix_of qualitative_and_quantitative_research_in_major_marketing_journals_1993-2002

% [Maues, T. Kones, B. (2007). Hkonomuuecka couuonorus. Codus, YU ,,Cronancrso®, c. 398

26 [Tak Tam.
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e (Ckana Ha OamHHTE OLCHKU — OT PCCIOHACHTUTC CC M3HCKBA ,, OYe€HABAHE Upe3

Uu3noniseaHe Ha KopecnOHOupau;u 0BOUKU OM CNOBECHU OYEHKU U YCIIO6HU YUCa “27.

3a 1enuTe Ha HACTOSILETO M3CIEABAHE € M3MO0J3BaHa JIMKEPTOBA CKaja, KaTo OT
U3CJIEBAaHUTE OTPEOUTENN CE U3UCKBA J]a OIPEAEIAT CTEIEH Ha ChIIIACHe UM Ha HECHIVIACUE C
IaJICHO TBBbPJACHUE, (POPMYIMPAHO OT U3CIEI0BATEI.

[Ipu 0OpaboTka Ha JaHHUTE OT MPOBEACHUTE MAPKETHHIOBH IPOYYBAHUS MPHIIOKCHHS
HaMUpar pa3JInYHU CTATUCTUYECKH METOJIU, KaTo AUCIIEPCUOHEH aHallu3, PErPECUOHEH aHaINu3 U
KOpeJIallMOHEeH aHan3. JIMCIIEpCHOHHUAT aHAIM3 Ce M3I0JI3Ba 3a J]a Ce MPOBEPSIT CTaTUCTUUYECKH
3aJI0)KEHUTE XMIIOTE3U B U3CIIEIBAHETO, HA 0a3a pa3KpUBaHE HA CTATUCTHUYECKU 3HAYMMa BPb3Ka
MEXy U3CJIEIBaHU SIBJICHUS (ABE WJIM MOBEYE), KAaTO CE MPOCIEaAN 3HAYMMOCTTa Ha BIUSHUE Ha
paznuuHu  (akTopu BBPXY Te3UW SABIEHHS. B 3aBUCMMOCT OT Wu3cCleaBaHUTE (PaKTOpH,
IMCTIEPCHOHHUAT aHATH3 MOXe 1a Obae eaHodakTopeH mmn aBydakTopenZ®. PerpecuoHHHAT
aHaJIM3 Ce M3II0JI3Ba B T€3U MAPKETUHTOBU MPOYYBAHMS, B KOUTO € HEOOXOIUMO J1a ce U3Mepu
3aBHCUMOCTTA MEK/Iy U3CIIEIBAaHUTE SIBJIICHUS, KATO CAMUST aHAJIM3 CE ,, c8excoa 00 YCMAaHO8A8aHe
HA HAU-nOOX00AWUS AHATUMUYEH U3PAa3 HA CbOMBEMHAMA (QYHKYUOHATHA 3A8UCUMOCT, Ype3
KOUmo ce npeocmags Hau-adekeamHo NPOSBEHAMA NpPU KOHKPEmHU YCIA08US KOPEeNayUuoHHA

sasucumocm “?°.

[lopagu BiMsHMETO HA pazNU4HUA (AKTOPH, HM3CJIEIBAHUTE 3aBUCUMOCTU B
MapKeTUHTOBUTE H3CIEABaHUS ca KopenanuuoHHH. KopernalMoHHUST aHalM3 € CTaTUCTUYECKH
METO/I, Upe3 KOHTO ce orpeess KopelallnoHHa 3aBUCUMOCT, MPU KOATO HA 3HAYEHUETO HA €/IUH
(bakTop OT U3CIIEIBAHOTO SBJICHHE, ChOTBETCTBAT PA3JINYHU 3HAYCHHE HA SBJICHUETO, SIBSBALIO CE
CIIEJICTBUE, KaTO Ype3 aHAIU3bT Ce U3MEPBA ,, Cmenenma Ha 000IuUdNCasane Ha KOpelayuoHHama
0o ynxyuonannama 3aeucumocm“>°. V3MepBaHMAT KOoeQHIMEHT HAa KOpeJaIMs II03BOJISABA
OMHCAaHKE HAa BPb3Ka MEXKIY JIB€ MPOMEHJIMBH, KaTO MO CBOSITa CHIIHOCT € WHAEKC, MOKa3Balll

B3aHMOBPb3KaTa €MHCTBEHO MEKILY ,, 06€ NPOMEHIUSYU 3a cneyugpuuna spyna obexmu L,

27 bommnakos, B. (2009). CTaTucTHYeCKH METOAM B eMOupuuHuTe n3cnensanus. Copus, Apanrapna Ipuma, c. 11
28 [Tapnosa, B. (2013). CTaTucTHYECKH METOOM B MexayHapoauus 6usnec. Codus, UK YHCC, c. 232

29 [Tapnosa, B. (2015). Ctatuctuyuecky uscieapanus B nyonuunus cektop. Copus, UK YHCC, c. 215

%0 MMapnosa, B. (2015). ITuT. cbu., c. 228

31 T'apanosa, M. (2014). CratucTrdecka 00paboTKa U aHanus Ha janEu cbe SPSS. Codus, 3a Oyksure, c.175
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®urypa 4
EnemenTn Ha nH(IyeHCHP MapKeTHHTa, KOUTO ¢a OCHOBEH ()OKyC Ha METOTOIOTHSTA 32 MPOBEKIaHe HA
n3cieBaHe

B MapkeTHHroBHTE M3CIEIBAHNS PUIIOKEHNE HAMUPA U KIIbCTEPHHS aHAIN3, KOUTO nMa
3a 1eN ,, paznpeoeisine Ha MHONICeCMB0 00eKmu cnoped eOHOBPEMEHHO HAKONIKO (08a UIU nogeye)
Kpumepusi 8 CPaAGHUMENIHO MATIKO HA OPOUl U OMHOCUMETHO XOMO2EHHU 2PYNU, HAPEUeHU KITbCMePU.
... OCcHOBHOMO npeoHazHauenue Ha KIbCMEPHUSL AHATU3 € K8ATUDUKAYU HA MHONCECMBOMO Om
uscned8anume 00eKmu, pazenedcoanu Kamo Cmamucmuyecky eOUHUYY 3a Hab.1o0eHue “32 Koraro
B MapKETHHIOBHTE M3CIICIBaHUS HE CE M3CIeNBa IsjlaTa reHepaliHa ChBKYITHOCT, a M3BAJIKa, €
MIPUJIOKUM U PEIipe3aHTaTUBHUS MeTO . V3BajKaTa e 4acT OT ChBKYITHOCTTa, KOSTO € U30Hpa 1o
HAYMH, KOWTO TMO3BOJISIBA HEHHATa MPEICTABHTEIHOCT, IO OTHOUICHHE Ha H3CIe/IBaHaTa
npomenuBa®. Creruduka NpU CTaTHCTHYECKaTa 06pabOTKa HA JaHHM OT M3BajgKa €, de
3aKJIIOUEHUSATA MMaT BEPOSITHOCTEH XapakTep, IOpaaud HEBB3MOKHOCTTa Ja Ce H3MO0JI3Ba
CTaTHCTUYECKO OIICHSBAHE HA JJAHHU OT I'€HepajHaTa CHBKYMHOCT. 3a Ja ObJaT JOCTUTHATHUTE
JOCTOBEPHHU 3aKIIOYCHHS Ce MpUEMa, Y€ € Bb3MOKHO HAIMYMETO HA OTKJIOHEHHUS MO OTHOLICHHE

Ha OAJIOCTHOTO MHEHUEC Ha CAUHUIIMTE OT I'CHEpaIHaTa CBBKYITHOCT, KaTO TE€3W OTKIIOHCHHSA B

CTAaTUCTHUKATa CC€ ONPCACIIAT KATO ,, cmoxacmuy4rnu (8€p0ﬂmHOCmHu) cpeutKu, Koumo npousmuuam

32 Bommakos, B. (2009). Iut. cbu., c. 134
33 Kanunos, K. (2010). CtaTHcTHYECKH METO/IH B TIOBEIEHIECKUTE U connannute Hayku. Codus, HBY, ¢. 9
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om 06cm0ﬂmeﬂcm60m0, e xapakmepucmuxkume Ha uzeaoxume ca noJjiyyeHu ont CpaeHUmelHo

MaAJlbK 5p012 eduHuuu, a He om yAnrama cenHepaHa Cb8KynHocm

«34

I''IABA TPETA. PE3YJITATHU OT EMIIMPUYHO U3CJIEABAHE HA

HOTPEBUTEJICKUTE HAT'JIACHU CITPAMO UH®JIEYHCHBP MAPKETUHT' A

B TpETaTa rjiaBa Ha MPOYYBAHECTO Ca U3BCACHHU OCHOBHHUTC PE3YJIITATU OT MMPOYYBAHECTO HA

OTHOIICHUSTA U HArJacuTe CIpsiMO MHPIIYEHChP MapKETHUHTa.

OcHOBHHUTE pe3ysITaT ca 000COOCHH B HAKOJIKO TEMAaTHYHHU KPbra.

Bpeme B nuHTEpHET

Karo ns1o npencraButenuTe Ha LeaeBaTa ChbBKYMHOCT (IOTPeOUTENH, KOUTO UMAT
po I B COIMATHUTE MPEXKH ) Ca MHOTO aKTUBHH B OHJIaH. binzo 60% criomensr,
4ye BCEKH JeH npekapBatr Hag 30 MUHYTH B COIMATTHUTE MpexH. JKeHuTe ca Majiko
M0-aKTHUBHU OT MBXKETE.

OCHOBHOTO TMpeAHa3HaYEHUE MO KOETO MOTPEOUTENHUTE H3IO0JI3BAT COLIMATIHHUTE
MpEXH € KOHTaKTa ¢ npusTenn/no3natu (27%), Tepcenero Ha nHpopmanms (24%),
3abaBnenuero (23%).

WuTepecen ¢akrt e, ye MBKETe MO-4E€CTO H3IMOJI3BAT COLMAIHUTE MPEXH, 3a Ja
nazapysar — 7%.

Karo mnaif-nmpeanountana onnaiin miargopma e Deiicoyk — 80% oT xopara
CHOJIENST, Y€ UMaT peructpauus tam. Ha BTopo msicto e Mucrarpam — 67% ot
MIpe/ICTaBUTENINTE Ha IIeJieBaTa Ipyrna uMaT npoduil Tam.

WNuTepecHa TeHAeHIMS €, Y€ C HapacTBaHE HAa BB3pacTTa pOJIATa HA JBETE
maThopMu ce M3MEHsS — MpU Hal-miazara 4act ot norpedoutenure (18-29 r.)
Wucrarpam e Bomema miargopma — kato moutu 80% wumar perucrpanus, a

DeiicOyk ocTaBa Ha BTOPO MSCTO 1o O6poit mpoduiu (76%).

34 Tares, K. T'aresa, H. (2008). Craructuka. CTaTHCTHYECKH METOAH B EMIUPUYHUTE U3CIEIBAaHUI U OW3Heca.
[Napamurma, c. 143
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Tux TOK € colMaiHa Mpea, KOATO BCE OILIE HE € HaBJA3JIa B €KEIHEBHETO Ha
MpEeACTaBUTEINTE HA IeJeBaTa CHBKYMHOCT (moTpebutenun Mexnay 18-65 1. ¢
MPOQHIIN B COMMATTHUTE MPEkH ) — eaBa 19% nmar npodwt Tam. JIOrHaHO mpu Had-

MJIQ/INTE PETUCTPALIUUTE Ca Hall-MHOTO.

BJiorose

Kato msmo Griorosere He ca 0COOEHO MOMYNISIPHU cpefl ObirapckaTta ayIuTopus.
Ensa 28% oT mpencraBuUTeNUTE Ha Ii€JieBaTa ChBKYIHOCT CIHOJENSAT, Y€ 4YeTaT
o6moroBe. OCHOBHO TOBa ca MEHHM, KOUTO TBHPCAT TIOJie3HA U JIIOOONMUTHA
nHpopmanus B TAX.

Moxe na ce onpeaeny, 4e HOTPEeOUTEINTEe He TPABSIT ChIIECTBEHA Pa3INKa MEXKIY
O6nor m QopyM, 3a TOBa B TCHEPHUPAHUS CHHCBK ChC CJIEABAHM INPOCTPAHCTBA

MPUCHCTBAT U MECTa KaTo Or-mMama, TUHH Mpo0JIeM U IPYry MOMYISIpHU GOPYMHU.

CiaeaBany HH(QIyeHCHPH — NIPUYHUHU U TTOBOIH

bpos Ha 1. Hap ,,uHpIYeHCHPU™ € orpoMeH. CTIOHTaHHO T€HEpUPAHUs CIUCHK OT
MOTpeOUTENNTE BKIIOYBA CTOTUIIM UMEHA: TAKMBA, KOUTO MOTrar Jia ce OTINYar ca:
Jlxynuana ['aamn, Anekcannpa bormancka (Iletkanosa), bossna Mapunosa, Jlapa,
Emun Konpag u ap.

Bopnemara npuunna 3a cneaBaHe Ha UHQIyHCHpUTE € JTH0O0MUTCTBOTO (53%),
KOETO NOTpeOUTEeINTE U3MUTBAT KbM KUBOTA HA CJIEABAHUTE OT TsIX Xopa. Ha BTopo
MSCTO TOBa € MO3UTHUBU3MA, KOUTO THPCAT — 48% OT 3amuTaHUTE MOTPEOUTEINH,
Ka3BaT Y€ UCKAT Xopara, KOUTO CJIEe/BAT /1a T'M KapaT Ja c€ YCMUXHAT.

JloBepueTo B cieaBaHUTe MH(IYEHCHPH € BOJEI MoKa3aTesl. ToBa, KOeTo clie[Ba
Ia ce OoTOenexxku e, 4e ¢ MOKAuBaHETO Ha BB3pacTTa HA MPEICTAaBUTEIUTE Ha
1eneBaTa ChbBKYITHOCT, TO HamalsaBa. 46% OT MOTpeOUTENNTE HA BB3PACT MEKIY
18-29 r. mocouBar ,.,uMaM UM JI0Bepue®, KATO OCHOBHA MPUYHMHA 32 MOCIEABAHETO
Ha nuyHOocTUTe. To3u mporeHT HamansBa a0 36% npu mpeicTaBUTENUTE Ha
neneBara cbBKynHoCT Mexay 30 u 39 roaunu u 10 29% nipu Bb3pacroBara rpymna
40-49 .

[Tonesnara nadopmalus, KOsITO MOTYYaT OT ClAeIBaHUTE MHPIYECHCHPH € Ba)KHA 32
48% OT npeaCcTaBUTEIUTE Ha 1IeJieBaTa ChbBKYITHOCT. BaxkeH nHaukarop, 3a ToBa, 4e

MMOBCYCTO JIMYHOCTU CHC CBABPKAHUC B COLIUMATTHUTC MPCIKU TpﬂGBa Ja C¢ cTapaiart
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Ja TPEJOCTaBIT BAKHH 32 MOTPEOUTENUTE JaHHU, 3a Ja HE HU3ryOSAT TEXHUS

UHTEpEC.

CnenBanu uH(IYyeHCHPH — MOTPEOUTEICKO MOBEIEHHE

AGoHUpaHETO HE € 0COOEHO MOMYIISIPHO Cpel] IPEACTaBUTEIINTE Ha IIeJieBaTa rpyIa.
23% oT moTpeduTeNnuTe CHOAETAT, Y€ MOJIydyaBaT M3BECTHE 3a BCSKA €HAa HOBA
myOIMKaus oT HHQPIyeHChPHUTE, KOUTO XapecBar.

[IpencraButenuTe Ha 1eIEeBaTa CHBKYITHOCT OCHOBHO MPEIIOYMTAT Ja TOTydaBaT
nHpopmanudra noa popmaTa Ha KpaTku Buaea (22%), TeHAEHIIMs, KOSITO BOJeliaTa
conuanHa mpexa (MHcrarpam) ce onmuTBa Ja 3aTBBpAM TOcCieqHO Bpeme. Karo
OTpeOUTENUTE BBB Bb3pacToBaTa rpymna 18-29 r. npeanounTaT Ja BUXKAAT IBJITH
u oApoOHu Buaea (26%).

3a moTpeOUTENUTE € BAXKHO KbM CHHMKATa, KOSTO BHIAT Jla ©Ma U OOSICHUTEIICH
TEKCT, KOWTO Ja TMpoderar M Haydar Hemo HOBO (21%). Haii-psako

MPEANOYNUTAHUSTA Ca CaMO KbM TEKCTOBH MOCTOBE. (3%).

IoTpeduTeEICKO MOBEAEHUE — JOBEepHE KbM HH(IyeHChpPHUTE

Karto msmo, korato B3uMar perieHue 3a MOKYNMKa Ha KOHKPETHU MPOIYKTH TI0-
Manko oT 10% ot moTpeOurenuTe He OMXa ce€ JOBEpUIM Ha CICIBAHUTE
nH(IyeHChpU. BCHUkM ocTaHamy CHoAenaT, ye Ouxa B3eNId MPEIBUJl MHCHHE Ha
HM3BECTHA JTUYHOCT.

ToBa, KOeTo MOXKE Ja Ce OmpeseNu, 4e Oposi Ha IMOCJEA0BATEIUTE HE € TOJKOBA
BAKEH 3a M3TpaKJaHe Ha JIOBEpHE Yy MociaeaoBaTenure. J[axe HalmpoTHB 1O-TOJISIM
JSU1 OT TIOTpeOUTEN MpU3HABaT, Ye Ouxa ce JoBepwsin Ha uHpIyeHchp ¢ Haa 10

XHJI. IIOCJICAO0BATCIIN, OT KOJIKOTO HAa TaKMBa HAaJl 100 xun

HpOBepKaTa Ha XHUIIOTE3U 3a HCIUTC Ha AUCCPTAIUMOHHHA TPpyHA HAOCTHUIa OO CICAHUTC

HU3BOOU:

Han monoBuHara oT HM3CIEABAHUTE JIHIlA 59,3%) wm3moa3BaT COMMaJIHN MPECKU
3

noseye oT 30 MUHYTH Ha JI€H.
Haii-romsim g5t oT moTpeduTeny U3Mnoi3BaT COLUATHUTE MPEXKH, 32 Ja KOHTAKTYBaT

¢ npusarenu (27%).
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Enga 22,6% ot notpeOuTennTE NOTy4aBaT H3BECTHE 32 BCSIKA HOBA ITyOIHMKALIKS.

C Bcuuko ToBa ce nmoTBbpxkAaBa X1: Coyuanrnume mpedcu ce uznonzeam npeouMHo 3d

mupcene Ha ungopmayus. Ilonyuasanemo na HO8a UHGOpMaYUs OM UHPLYEHCDD Ce U3BLPUIBA NO

uHuyuamuea Ha nompe6umeﬂ;i CaAMO Koeamo 20 unmepecyea KOHKpemHa MHd)OpMCZl/;M}Z.

67,2% oT aHKeTHpaHHUTE JIMIa OMXa ce JOBEPHJIM Ha MHMIYCHCHD C ONpEACcH
Opoii mocienoBaresnu, 10KaTo 3a enBa 23,5% OposIT mocneoBaTeNId HsiMa 3HAaYCHHE.
Cpennusit Opoii Ha MO3UTUBHU OTIOBOPH € 1,57, KOeTo e Mo-MaJiko OT 2.

BOprT Ha TOJOXKUTCIIHUTC OTTOBOpHU € IIO-TOJIAIM OT 6p0$[ Ha HETraTUBHUTC
OTTrOBOpH, 3aTOBa MOXKEM Ja IOTBBPAMM XHUIIOTE3aTa, Y€ HMa IIOJIOKHUTECIHA

CbBMECCTHUMOCT

C onucaHoTO MO-TOpE ce MOTBBbpkAaBa X2: bposm na nocreoosamenume Ha ungnyencovpa

ucpae e6as’CHa pojd npu e63emMaHemo Ha peuteHue 3a 3aKynyeaHe Hdad KOHKpemeH I’lpOdme.

Hompe6umeﬂume, Koumo cneosam quleyeHCbpu, OOUKHOBEHO UMAM BUCOKA CKIOHHOCH KbM

oosepue. Mma nonosxcumenta cb8MecmumMocm mMexcoy nompeoumens u uH@LyeHcsypa, KOUmo motu

UU M3l NOCe08a, OOPU KO2amo UHGIYEHCbPBIM € CHOHCOPUPAaH om Opauoa.

YcraHoBsiBa ce cnada Bpbh3Ka MEXY CKIIOHHOCTTA Ha TIOTPEOUTEINS Ja Ce JOBEpsiBa
Y IOBEPUETO MEKIY MOTPEOUTEN U HHMITYSHCHD.

88,2% ot morpebutenuTe 6uxa OOMUCIHIM MOKYINKAaTa HAa MPOAYKTH Ha 0a3a Ha
NpeUIoKeHne OT HH(pIyeHChpHuTe. YCTaHOBEHA € ci1aba Bph3Ka MEXy HATUIAETO
Ha JIOBEpUE MEXIy MoTpeduTes u MH(IyeHChpa U HAMEPEHHETO Jla ce KYyIyBatT
TIPOYKTH.

Haii-ronsiMm e nenbT Ha MOTPEOMTENH, KOMTO IMOCOYBAT, Y€ HPOPHIBT TpsOBa

YaCTUYHO Ja CbOTBETCTBA HAa BUJId HA TIPOAYKTA.

ITonoxurennure OTroBOpH Ca IOBCYC OT HCIraTUBHUTC OTrOBOPH, 3a TOBA MOKEM Ja

INOTBBPAHUM XMUIIOTEC3aTad, 4C UMa IIOJIOKUTCIIHA CbBMCCTUMOCT, a KOC(i)I/ILII/IeHT”bT Ha Kopceianus

r=0,072 (cmaba xopenanus), CJI€IOBAaTEIHO HE MOXE Aa ce moTBbpau X3: [lompebumenume

0OUKHOBEHO ce obmuciam 0a 3aKynam NpooyKm, ako NoAy4am Npenopvbka Om UHGQIYeHCBD.

Husomo na 0osepue medxcdy nompebumens u uH@uyeHcwypa, Ko2omo nompeoumensam cieosd, e

CUJIHO C8BP3AHO C JHcellaruento Ha nompe6umejlﬂ oa nokynyea npodmeu. C’bLL!O maka, Hajiuvuemao

Ha Oogepue MedcOoy nompedumens u UHQIYEHCbPA € CUIHO CE8bP3AHO C HAMEPEeHUemo Ha

nompebumerisi 0a nNPenopvL46a NPOOyKmu.
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e Haii-ronsam nenbT Ha MOTPEOUTENNTE, KOUTO Ca ChIVIACHH C TBBPACHHUETO, Ye
,»HaIeKIHOCTTa Ha MPOAYKTUTE Ha JajeH OpaHja IIe ce TOBUIIM, aKko ObaaT
MOJIKPETICHW OT TMOJOXHUTEIHOTO MHEHHE Ha HH(QIyeHChp, Ha KOTOTO HMaM
JloBepue.

C ommucaHoTO 10 TYK ce OTXBBpIs X4: [lompebumenume, Koumo cied8am uHQIyeHCvpU,
O0OUKHOBEHO UMAM NOJONCUMENHO 83aUMOOelicmaue ¢ NpoOOYKmume, KOumo mesu UHQIyeHCvpu
npenopvueam, Kamo upassaeam no-01a2onpusimno OMHOUWEHUe KbM MX.

e Camo 27.1% oT morpebuTenuTe ca KaTerOpUYHO CBHIJIACHU C TBBPJECHUETO, 4e
MHEHUETO Ha MH(IYEHChPUTE € MO-HAAEKIHO OT MH(pOpMaLUATa, KOATO OpaHIbT
MPeOCTaBsl.

e 3a moTpebuTenuTe, cuexBamy HWHOIYCHCHPH, € HaIWIE TOJOXHUTEITHO
CHOTBETCTBUE MEXIY MOTPEOUTEI U TIPOTYKT.

Bewnuko ToBa motBBpKAaBa XS: Pexnamupanemo Ha npooyKmu om uH@QIyeHCbpu camo ¢
yen 3aniawiane ompassaea He2amuHo 8bPXy b3NPUAMUENO 3ad Cbomeemuus opano. B cpasnenue,
HAOeHCOHOCMMA HA NPOOYKmume HA KOHKpemeH Opano Mmodce 0a ce Y8enudu, ako me ce
npenopvyam Om UH@LYeHCbp, Ha Ko2omo nompebumenam uma o0ogepue. Muenuemo Ha
UHGhIyeHcvpume ce Ccuuma 3a NO-HAOEHCOHO Oom UHpopmayuama, Kosamo ce npeooCmass
oupexmuo om bpauoa.

Nnpnyencobpure Bee nmoBeye npeB3eMar COIMATHUTE MEIUU C IPUCHCTBUETO cU. TexHuTe
MHEHHUSI MMaT CHUJIHO BB3JCHCTBUE BBHPXY IOCIENIOBATEIUTE UM, OCOOCHO BBPXY MIAJ0TO
nokosienue. MH(payeHChp MapKeTHHI'BT MOXKE Jla C€ OMNpelesid Karo MojepeH (eHOMEeH Ha
CHTPYIHUYECTBO MEXAYy HH(DIYEHCHPH M KOMIIAHUHU, THPCEIIM CIIOMEHaBaHe Ha OpaHIa B
pELeH3UU U Mpenopbku. Bhrpeku, ye To3u BUA MApKETUHT € OTHOCHUTEIHO HOBO pEIIEHHE 3a
pekiama, Bce NOBeue KOMIAHWM pelllaBaT Ja JOCTHTHAT 0 MOTEHIMATHUTE CHU KIMEHTHU 4pe3
M3rpakJiaHe Ha B3aMMOOTHOIICHHSI C BOJACIIU B ChOTBETHATA chepa HHPIYSHCHPH.

Ha 0aza nampaBeHus aHalu3 M MOJy4YEHUTE OT MPOYYBAHETO pPE3YyJITaTH MoOraT Ja ce
HampaBsAT CIEAHUTE M3BOAM IO OTHOLICHHE Ha MpUJaraHeTo Ha HHQIYSHChP MapKeTHHTa B
KOMYHHKAIMITa Ha pupmara:

o BBIIPEKH crenu(prKkaTa Ha U3MOJI3BAaHUS KOMYHHUKAIIMOHEH KaHall, UH(IYyeHCHP

MapKeTHHIa HaMHpa BCE MO-IIMPOKO MPUTIOKEHHUE, CeaBaiku (GyHIaMEHTATHUTE

MNPUHIOHUIIA HAa TpaAULTUOHHATA pCKIIaMa;
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OCHOBHO 3HAYCHHE 3a TMOCTUTaHE Ha €(EKTUBHOCT OT TO3HM BHJI MApKETHHI €
TEMaTHKaTa B KOSTO MMa HHTEepeC WH(MIyeHChpa, TeMaTUKaTa Ha BJIOTa U Opos Ha
HETOBUTE MOCIIEIOBATEIH;

JUPEKTHUAT KOHTAKT, KOMTO MH(IIYEHChPUTE UMAT CbC CBOUTE MOCIIEI0BATENH, IO
MIpaBU MPEAMOYUTAH MAPKETUHTOB KaHAI OT BCE IMOBEYE OpaHI0BE 32 MpeaBaHe Ha
TCXHUTC PCKIIAMHU ITOCIIAHU A,

BCE TMO-JOCTBHIIHUTE W JIECHW 3a WH3I0JI3BaHE TporpamMu 3a o00paboTka Ha
n300pakeHNs U Ch3[aBaHEe Ha BHJIEa, MO3BOJISIBAT HA HH(IIYEHCHPUTE JIa Ch3/1aBaT
MPUBIIEKATEITHO Y aHTAKUPAIIO 32 ITOCIIEA0BATEIINTE CH ChIbP)KaHUE;

0 HEOTAaBHA OCHOBHUTC HHq)HyeHC"pr ca OWIN BIIUSITEIIHU Jinga, HO pa3BUTUCTO
Ha TEXHOJIOTUUTE U JUTUTAJIN3allUATA II03BOJISIBAT HA BCE IIOBEYEC 0OMKHOBEHU Xopa
Jla BIUSAT Ha M300pa Ha MOKYNKa B (POPMHUPAHETO Ha MHCHHE Ha ITOCIICIOBATEIIUTE
cH;

KIFOYOB (pakTOp 3a TpuilaraHe Ha WHEQIYCHChD MapKeTHHI € MPOMsSHA Ha
CBIECTBYBAIIUTE KaHAJM 3a PeKJIaMa U )KeJIaHHE Ha MEHUDKBbPHUTE 32 MHBECTUPAHE
Ha BpeMe, YCHWJIMsI M CPEICTBA 3a YChBBPIUICHCTBAHE HA HAYMHA 3a MpeJaBaHe Ha
PEKJIaMHU TIOCJIaHUS U JOCTHTaHE JI0 TIOTPEOUTEINTE;

WHQIIYCeHChPUTE C€ TPEeBphIIAT B 4YacT OT JAWTUTATHUS MApKETHHT Ha
CBBPEMCHHHUTE KOMIIAHWHW, TIOMaraiku Ha OpaHJOBETEe Ja TMOMyJspH3upaT Hu
MpoJaBaT MPOJIYKTUTE CH 4pe3 NPEJACTaBsSHE Ha ChIbpPKAHHE, KOECTO MOXE Ja
MOBJIMSIC HAW-MHOTO Ha TOTPEOMTEIICKHTE HYXKIM W CIIOCOOHHM Jia TpeaaBaT
CHOOIIEHHSI HA IUPOK KPBI' MOTPEOUTENH;

KJIMCHTUTE BCE MOBEUYE W3IOJ3BAT COIMAHM MPEXKH, 3a Ja ce mHOpMuUpar 3a
MPOJIYKTUTE U YCIYTHTE, OT KOUTO ce MHTepecyBaT. COIMAIHUTE MPEXH ca Cpell
TSAX HAW-TIOMYJISPHUTE KOMYHUKAIIMOHHW MHCTPYMEHTH B KOWTO C€ HW3IO0J3Ba T.
Hap. MapKeTUHT Ha BiusHUeTo. Cuinara Ha HHGIYEHChP MapKeTHHTa € BbB (akTa,
4ye Xopara ce JOBepsBaT Ha KOHKPETEH YOBEK C BIUSHUE, TIOBEUYE, OTKOJIKOTO Ce
JoBepsABaT Ha OpaH/ia U HETOBHUTE OOCIIAaHUs 32 KaUeCTBO U IMOJI3H Ha MPOJAYKTUTE
U YCIYTUTE, KOUTO MpeAsiarar;

OpaHZOBeTe MEYeNsIT YBaKEHHE Ha MoTpeOuTenute OnarogapeHue Ha JI00poTo

NpeACTaBAHC Ha IMPOAYKTHTC MM, KOCTO BOJAU OO U3IpakJaHC Ha IMOJIOKUTCIIHA
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permyranus. YBakaBaHuTe OpaHIOBE HaMassiBaT KOJMYECTBOTO HA pHCKa 3a
MOTPEOUTENS MPU B3EMaHE HA PEIICHHE 3a TIOKYIKA, a YBAKCHUETO KbM OpaH/aa u
AOBECPHUCTO B IIPpCAJIAaraHuTe NpOAYKTU MOTHUBHUPA HOTpe6I/ITeJII/ITe Ja OChIIECCTBsABAT
IIOBCYC IMOKYIIKH;
° MPEJOCTaBIHOTO MHEHHE Ha HMH(IYEHCHPUTE OKa3Ba BIHMSIHME 33 (QOopMHUpaHE
MHEHHE 3a OpaHIa M HaMepeHHsTa 3a M3MOJI3BAaHE Ha IpeUIaraHuTe OT HETro
NpOAYKTH W yciyru. M3pazeHoTro omoOpeHue Ha OpaHaa OT MH(MIYSHCHPUTE U
HETOBOTO OTHOIICHHE KbM MPOAYKTHTE, TIOMarar mocjiIeJOBaTEIUTE J1a pa3IoJiarar
¢ akTyanHa wHOpMAIUs 3a MPOAYKTa, KOATO yBEJIMYaBa aHTXUPAHOCTTA Ha
MOTPEOUTEIIUTE U CHIO TaKa 3aCHJIBA OTHONICHHETO KbM OpaHpaa. [1o To3n HaumH
OTHOIICHHETO KBbM OpaHia, BOJAM JIO M3rPaXKJaHE HA JOBEpHUE W HAMEPEHUsS 3a
MOKYIKa, a BB3XUIICHUETO KBbM OpaHJIa € MpeaIocTaBKa 3a HM3TpakKIaHe Ha
ABJITOCPOYHU OTHOIICHHUA C HOTpe6I/ITeJ'II/ITe n NPEBPHINAHCTO MM B JIOAIHH
KITUEHTH;
o BakeH (pakTop mpm m300pa Ha MH(IYEHCHP € BHIA HAa CHOOIIEHHETO, KOETO
¢dbupMmaTa rcka Jia mpeaaje Ha mocieIoBaTeanTe Ha HH(IyeHChpa U U3M0JI3BaHaTa
OT HEro CcoIMajHa Menus, T.. Jalld MeAusATa € TOJXOIilla 3a BUAAa Ha
CHOOIIEHUETO, KOETO CIIe/IBA J1a Ce Mpeaae.
B 06001eHne Moske J1a ce mocovu, Y€ ChITHOCTTA Ha MH(IIYEHChP MapKETUHTa CE CBBP3Ba
C MapKeTHHTOBH KOMYHHKAIlMH, B KOUTO HMH(MIYCHCHPUTE MOMYISIPU3UpAT NajJieHa MapkKa Ha
TEXHUTE COOCTBEHH CTPAHHIIA B COIMATHUTE Meauu. V3mo3BaneTo Ha MHQIYEHChD MapKETHHT
MPEeOCTaBsi B3MOXKHOCT 3a ycellaHe 3a OJM30CT M KOMYHHKAIMS Ha MOTPEOUTENIUTE C JIHUIIA,
KOUTO XapecBaT. B CbBpeMEHHUS MapKETHHT MH(DIYEHCHhP MApKETHHI'BT C€ MPEBPHIIA B MHOTO
e(peKTHBCH MHCTPYMEHT 3a KOMIIAaHMM OT Pa3IMYHM MHIYCTPHH. M3M0I3BaHETO Ha COIMAIHH
MEJMU ¥ BIMATEIHU JIMIA B TSAX Pa3lIMpsABa Bb3MOXHOCTHTE Ha OpaHIOBETE Jla JIOCTUTAT JIO

IIHUPpOKa ayaAUuTOPUs.
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CIIPABKA 3A IPUHOCHUTE HA TMCEPTAITMOHHUA TPY ]

1. OOGorareHo U pa3IIUPEHO € 3HAHUETO OTHOCHO: Cre(rKaTa Ha MH(IYSHCHhP MAPKETHHTA,
(baxTopuTe, OKa3BaIH BIUSIHUE BbPXY HETOBaTa €()eKTUBHOCT; €TAlIUTE IIPU Ch3/IaBaHE Ha

KaMITaHUA 3a UH(IYyEeHChP MapKETUHT; 3HAUEHUETO MY 3a U3rpak/laHe Ha OpaH[a.

2. Pa3zpaboTeHm ca U3CIENOBATEIICKM HWHCTPYMEHTH 32 KAueCTBEHO M KOJIMYECTBEHO

MpOyYBaHE Ha HarJacUTe Ha MOTPEOUTENUTE CIIPAMO HHPITYEHCHP MapKETHHTA.

3. Paskputm ca HarmacuTe Ha mMOTpeOUTENUTE B bBBITapHs CHpsSMO H3MOJI3BAaHETO HA

UHOITYEHCHP MapKETHHT .

4. W3Benenu ca nmpenopbku KbM KOMITAHUUTE MpU pa3paboTBaHE HA MAPKETUHIOBU KAMITAHUU
C M3M0JI3BaHE HA BIMATENHM JHIa. [Ipenoprkure oTpa3siBaT CTENEHTa HA ChbOTBETCTBUE

MEXAY CIIOHCOPUPAHUS MPOAYKT, HHPIIYEHCHPA U MOCIEI0BATEIUTE MY.
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I. GENERAL CHARACTERISTICS OF THE DISSERTATION WORK

1. Relevance of the Topic

Marketing and innovation are fundamental to the success of any organization. Marketing efforts
gain greater significance in today’s technological and informed society, where companies must
distinguish themselves to succeed in the market. An increasing influence on marketing is the fact
that people are social consumers who have a constant need to communicate with like-minded
individuals. This drives them to form communities around confident opinion leaders. Opinion
leaders have established trust among their audience due to their experience and knowledge on

specific topics.

The field of media and marketing communication is changing rapidly. Communication tools
that were considered effective just a few years ago now yield limited results. Influencers on social
media are internet users with many followers who use various social networks and have a strong
influence on their opinions. Companies are starting to seek new ways to convey their message to
consumers, either to replace or complement the communication means used so far — advertising,
public relations, sales promotion, etc. Consumer-focused marketing strategies increasingly include
content marketing and influencer marketing. The use of internet opinion leaders who integrate
product or brand information into their content is becoming an alternative to traditional marketing

tools and is in direct competition with the related field of paid social media marketing.

The relevance and significance of the topic are determined by the fact that in recent years,
influencer marketing has become one of the fastest-growing marketing activities aimed at
increasing the popularity of specific brands among users in social networks who are considered
uninterested. The rapid development of influencer marketing is also influenced by increasing
consumer skepticism towards content presented in the online space and the resulting difficulty in
focusing attention on advertising messages. The possibility of ad blocking by consumers changes

companies' marketing strategies towards attracting influencers to promote their products and form



a relationship with the brand. Without using influencers, forming effective brand-consumer
relationships is almost impossible.

The effectiveness of using influencer marketing raises many questions. The activities of
influencer marketing are unregulated, leading to numerous challenges. It is difficult to control the
impact of influencers on their followers and analyze what price companies should pay for this
impact. There are no methods to verify influencer data, so brands cannot guarantee that a particular
collaboration will be successful. One of the most critical issues related to influencer marketing,
which is being addressed in the dissertation, is identifying the right influencers. The growth of
social bots and the purchase of fake followers increase distrust among both consumers and brands.
Some companies still have a poor understanding of the specifics and nuances of working with
influencers. From this point of view, it is challenging for brands to plan their marketing budgets
for working with influencers. Although the effectiveness level of an influencer depends on the
industry and marketing goals, the epidemic of fake followers has undoubtedly affected the entire
industry. It is precisely because of these problems that the dissertation will investigate whether

influencer marketing is more effective than traditional forms of marketing communication.

2. Object and Subject of the Research
The object of the study in the dissertation is the activities constituting influencer marketing.

The subject of the study is public attitudes towards influencer marketing.

3. Research Objectives and Tasks

The aim of the dissertation is to investigate consumer attitudes in Bulgaria towards
influencer marketing.

The main tasks related to achieving the set goal are:

1. To systematize the specifics of influencer marketing and the possibilities for its application
to improve companies' marketing communications.

2. To analyze the factors influencing influencer marketing.



3. To define the stages in creating a marketing campaign using influencers.

4. To develop a research toolkit for conducting an empirical study among consumers.

5. Based on the results of the empirical research, to reveal attitudes and opinions towards
influencer marketing.

6. To draw conclusions and make recommendations regarding the possibilities of applying

influencer marketing in companies' marketing communications.

4. Main Hypotheses and Scientific Thesis of the Dissertation

The research hypotheses are essentially justified assumptions about the answers to scientific
questions exploring the relationships between two or more variables, which should be tested and
proven or rejected. The analysis of published research on the dissertation topic, as well as
observations on companies' practices regarding the use of influencer marketing, provide grounds

to formulate the following research hypotheses:

1. Social networks are primarily used for information searching. Receiving new information
from an influencer is initiated by the consumer only when they are interested in specific
information.

2. The number of followers of an influencer plays an important role in deciding to purchase a
specific product. Consumers who follow influencers generally have a high tendency to trust.
There is a positive compatibility between the consumer and the influencer they follow, even
when the influencer is sponsored by a brand.

3. Consumers generally consider purchasing a product if they receive a recommendation from
an influencer. The level of trust between the consumer and the influencer they follow is
strongly related to the consumer’s willingness to buy products. Also, the presence of trust
between the consumer and the influencer is strongly related to the consumer's intention to
recommend products.

4. Consumers who follow influencers usually have positive interactions with the products
recommended by these influencers, expressing a more favorable attitude towards them.

5. Advertising products by influencers solely for payment negatively affects the perception of

the brand. In comparison, brand attitude improves if the relevant products are recommended



by an influencer whom the consumer trusts. Influencers' opinions are considered more

credible than information provided directly by the brand.

5. Approach and Methodology of the Research in the Dissertation

The methodology applied in this dissertation includes a review of scientific publications in
the field of influencer marketing, as well as quantitative and qualitative research on attitudes
towards using influencers in company communications.

For the purposes of this dissertation, a quantitative analysis was conducted through a survey
of 20 influencers, based on which the need for a quantitative study was determined. The research
toolkit used for this study is a questionnaire survey of respondents. The quality of any survey
through a questionnaire depends directly on the questions used, so the following requirements were

followed in their development:

e The language used to formulate the questions is understandable to consumers. Short
questions allow respondents to understand them without causing ambiguity.

e Questions requiring difficult generalizations from respondents, as well as those used to
suggest or mislead the respondents, are not included.

e The questions do not require consumers to seek information to answer.

e No sensitive questions are included that could raise various concerns among the
respondents.

e The answers obtained are not classified as true or false because the purpose of the study is

to establish consumer opinions.

In semi-closed questions, along with the listed answers, respondents are given the

opportunity to express another opinion, achieving a more in-depth examination of the opinion .

Kumar, S. (2018). Creating Effective Survey Questions for Marketing Research. //International Journal of
Management Studies// Vol. 5, Issue 3 (6). Pp. 148-150. [omuaiin]
https://www.researchgate.net/publication/326628191 Creating_Effective_Survey Questions_for_Marketing_Resear
ch



In the qualitative study, 20 individual in-depth interviews were conducted with users who
are active on social media and have experience with influencer marketing. The in-depth interviews
were conducted by the author, and the recruitment of respondents was done with the help of a
market research agency.

The questionnaire for the in-depth interview used open questions. This allows for a
complete coverage of the entire range of opinions, hypotheses, associations, etc., of the respondents
regarding the subject of the study. Through this type of questions, both the professional language
of the respondents and their specific formulations of answers are most accurately captured.

The in-depth interview questionnaire includes two blocks of questions — basic and
additional. The first block answers the main research questions. They relate to the established main
issues through the initial literature review related to attitudes and opinions towards influencer
marketing, namely: internet and social media usage; compatibility between the influencer and the
consumer; compatibility between the influencer and the product; compatibility between the
consumer and the product. The block of additional questions facilitates the conduct of the study by
introducing the topic and gathering passport information about the respondent.

In marketing research, various methods of data collection are used, based on the necessary
information for the research problem. Specifically for marketing research, their object is people
who have diverse behaviors and judgments about the phenomena under study. Due to the
"multifaceted nature of human nature and behavior, due to their complex and contradictory
conditioning and variability in the world of marketing research, it is difficult to reach a significant,
uncontradictory understanding and interpretation.” For conducting marketing research, data are of
prime importance. Marketing databases "provide the necessary information for decision-making to
consumers. Marketing databases allow consumers to be served while taking their individual desires
into account.”

For the purposes of this dissertation, formulative methods for data collection will be used.

The main reasons for choosing formulative methods are:

e Lack of prior information on the research problem.
e Allowing focus on the research problem with limited resource possibilities.

« Allowing flexibility and adaptation to the specific situation in the research process.



In marketing research, the collected data can be quantitative and qualitative, with qualitative

research being a prerequisite for quantitative research
6. Approval of the Dissertation Research
The dissertation work has been discussed at the meetings of the Department Council of the
Department of Marketing and Strategic Planning at the University of National and World Economy

— Sofia.

Five reports on the dissertation topic have been published at scientific conferences — four
in the country and one abroad.
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CHAPTER ONE: THEORETICAL AND METHODOLOGICAL ASPECTS OF THE
CONCEPT OF INFLUENCER MARKETING

The first chapter of the dissertation examines the emergence and development of the
concept of influencer marketing. Technological advancements and the introduction of new
platforms and ways to participate in social networks continuously change the use of the Internet,
turning individual users from mere consumers of content into active participants and content
creators. The Internet has led to changes in business, with organizations increasingly using it as an
advertising medium, as a commercial and marketing channel, and as a distribution environment.
With the advancement of digitalization and the widespread use of the Internet, the terms
"influencer" and "influencer marketing" have become more common. The etymology of the word
"influencer" derives from the English verb "to influence," meaning to exert influence. Accordingly,
an influencer is defined as someone who, through their messages, including on social networks,
can persuade others to use or purchase a product, adopt a certain idea, visit a place, sympathize
with, or collaborate with an organization or individual, etc. The term is usually associated with
social networks and the growing influence of celebrities, driven by their ability to persuade
consumers in making various decisions

Influencer marketing originated from providing information from celebrities, whose
testimonies about the quality of a specific product or service are crucial for marketing effectiveness
and purchase decisions. Influencer marketing involves convincing consumers of the quality of a
product or service through a person chosen primarily based on experience, popularity, or
reputation. An influencer is a person whose actions and opinions carry more weight among a certain
group in society compared to others.

The use of influencers in a company's marketing strategy is based on the belief that certain
individuals can effectively persuade consumers to make a purchase. The concept of influencer
marketing is rooted in the research of Elihu Katz and his two-step flow of communication theory,
which posits that information does not directly reach the consumer's mind but is processed and
disseminated by certain individuals known as opinion leaders. These leaders receive information
from more reliable media, not mass media, which determines the reliability of the information they
provide and their ability to influence others. Thus, anyone who creates quality and credible content
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and manages to inspire others in the social space has the opportunity to influence consumers

regarding the purchase of a product or the use of a service.

This defines the main functions of influencers as:

o Communicating with their followers;
e Providing product recommendations, including through advertising messages;
o Disseminating information;

« Shaping opinions.

A key factor in the rapid development of influencer marketing is the established connection
between the influencer and their followers, providing an opportunity to build trust. By sharing
personal life information, influencers create a sense of closeness with their followers and
encourage the exchange of various information, with followers finding them very relatable due
to shared views. Unlike other celebrities, influencers are more public figures, sharing daily
experiences and details of their lives, making them more accessible to the ordinary information

consumer.

The significance of social media for the development of influencer marketing is to create
interest in the product in a very unobtrusive way that does not even resemble direct advertising.
At the same time, it can provide reliable information about the quality and advantages of the
product, whether positive or negative. This usually includes providing information about the
price, the possibility of ordering the product, and the benefits of purchasing it. Thus, the main
goal of any influencer is to influence the behavior of their followers and their purchasing
decisions, which can even change their values and traditional shopping habits. The reason for
changing consumer opinion is that followers find it an easy way to get the information they are
interested in and perceive the content more as a friendly advice from someone they trust, who

is sympathetic to their needs, rather than as an advertisement.

According to Krastev, based on their level of influence, social media influencers are defined
as influential celebrities, micro-celebrities, experts in a given field, bloggers, and content
creators. Regarding advertising, influencers are used for various purposes - promoting a product

or service, endorsing a product, influencing the purchasing decisions of other consumers.
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Influencers in social media are perceived as experts in a particular field and as such, they attract
numerous followers, influencing them by creating content, podcasts, photos, videos, etc.
Therefore, they are a marketing tool for delivering messages to the target group, influencing
brand promotion, and increasing brand awareness, while feedback from the target audience

helps companies improve the quality of their products and customer service activities.

Deep knowledge in a specific field

Using a dedicated
{ communication channel through
social networks

Constantly publishing content

Influencer

Lots of followers

| Ability to influence and persuade

Figure 1
Main characteristics of a social media influencers?
(Source: Krustev, 2020)

Based on the main characteristics of influencers, they can be classified according to various

criteria, for example:

« The ability to influence and persuade;

2 Krastev, A. (2020). Advertising positioning in influencer marketing through Bulgarian vloggers. //Media and public
communications// no. 43. [online] http://media-journal.info/?p=item&aid=401
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« Knowledge in a specific field;
e The number of their followers;
e The way they present information;

e The content they present on the social network

The main distinction of influencers in social media is according to the topic on which they
publish content. In increasingly competitive markets, an established brand becomes a strong
competitive advantage that helps attract consumers. The success of products from popular
brands like Google, Disney, Apple, and Nike, among others, is due to the relationship with their

consumers, measured by three main elements, namely:

e Trust in the brand;
e Respect for the brand,;
o Established benefits from the brand's products.

Consumers of popular brands are often passionate supporters of the brand due to the ability
of the products to meet their expectations. Respect for the brand is the level of recognition it
has among consumers. Built respect for the brand is a stronger indicator of the relationship
between the consumer and a product compared to other variables such as brand preference.
Favorite brands are difficult to replace, and consumers feel anxious about their absence and are
willing to pay a higher price to own their products. The sense of psychological affinity with the
brand, positive attitude, and positive experiences are built through trust and the development
of long-term relationships between the consumer and the brand. Trust, in turn, is a function of
the direct experience consumers have from purchasing the brand's products. In this way, trust
in the brand plays a vital role in the company's success, significantly influencing the creation

of loyal customers.

Influencers in social media use their influence as a marketing tool to attract followers.
Building trust in the influencer is a key factor for the effectiveness of influencer marketing. The
reliability, attractiveness, and experience of the influencer are at the core of the source
credibility theory, which determines the extent to which the target audience trusts the source
for obtaining information and understanding the product or service. The quality of the argument

and the persuasive power of the influencer are one of the vital requirements for improving the
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source's credibility. Followers often believe that the information and knowledge conveyed by
the influencer are reliable due to their experience, which influences consumer behavior during

purchase, including purchase intention.

Influencer marketing can be compared to word-of-mouth marketing. Social media plays a
crucial role in creating suitable conditions for using this tool. An important aspect of influencer
marketing is the fact that influencers are increasingly not only publicly known personalities but
also ordinary people who have achieved significant success or are experts in a given field. It
can be said that influencer marketing is one of the fastest-growing tools for reaching new
consumers with the help of online media. Influencer marketing is especially based on consumer
trust, gained from opinion leaders. Many influencers are also bloggers, meaning people who

share their experiences, stories, or interests with a wider internet audience.

In a company's policy regarding the marketing concept, achieving goals is carried out by
satisfying the needs and expectations of its clients through the provided products and services.
Companies that are aware of their consumers' expectations and needs have far more competitive
advantages compared to their competitors. Consumer behavior is an integral part of finding,
purchasing, consuming, and forming an opinion about products that meet their individual
needs. When comparing traditional consumers who make more conservative purchase

decisions with online.

The success of influencers is based on the trust built between them and their followers, their
visibility, and the tendency of consumers to make decisions based on word-of-mouth
information. The development of technologies and digitalization has allowed not only
celebrities but also ordinary people to become successful influencers. The influencer is
perceived by followers as a close individual with similar social status and views. This very fact
underlies the success of the advertising approach, which reflects the opinion of an ordinary

person trusted by followers and belonging to the same social group as them.
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different
alternatives

Recognizing the Search for
need information

Post-Purchase

. Purchase decision
Behavior

Figure 2
A five-stage model of purchase decision making 3

The presented five-stage model of purchase decision-making is characteristic of traditional
marketing based on the 4Ps of the marketing mix. The development of technologies, the way of
communication, and changes in society shift the significance of the 4Ps as the power of traditional
marketing gradually decreases, influenced by technologies and customer impact. High market
transparency and accessibility to information enable easier comparison of alternatives when
choosing a product in the purchase decision-making process. In the online environment, two more

elements are added to the four elements of the marketing mix — partners and consumers.

In the online environment, the six-component marketing mix model includes:

e Product: the main good or service offered by the company. In the online
environment, the product can be physical, digital, software, a service, or even
information.

e Price: this tool in internet marketing includes setting the price conditions for the
products or services. This involves not only setting the price but also analyzing
different pricing methods such as discount codes, reductions, bundle offers, etc.

% Qazzafi, S. (2019). Consumer buying decision process toward products. //International Journal of Scientific Research
and Engineering Development// Volume 2 Issue 5, pp. 132. [ownaiin] https://www.researchgate
.net/publication/336047692_CONSUMER_BUYING_DECISION_PROCESS_TOWARD_PRODUCTS
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e Communication: all marketing efforts to attract the attention of potential
customers. This includes online advertising, social media, SEO (search engine
optimization), email marketing, content marketing, and more.

e Distribution (place): how the product reaches consumers. In the online
environment, this can be an online store, e-commerce platform, service delivery
providers, and other distribution channels.

e People: participants in the process of offering a product or service, including
company staff, customer service personnel, support agents, etc.

e Process: procedures related to offering a product or service, including orders,
payments, deliveries, customer relations, and more. In the online environment, this
can include user interfaces, electronic payment forms, order management systems,
etc. (Table 3).

Table 3. A six-component model of the marketing mix in the Internet environment *

A component of the )
) ) Impact on online commerce
marketing mix

Product e Providing more and more accessible information to users.
e Copyright protection.

¢ Individualization of products and services.

Price e The globalization of the world market.
e Product delivery

e Transfer from physical to online markets.

Distribution e More efficient market development.
e Helps in competitive pricing.

e Introduces new forms of payment.

Comunication e Facilitates the search for information.
e Supports the creation of virtual societies.

e Attracts attention with various free services.

4 Goranova, P. (2013). Impact of internet marketing on the classic 4 p's model. //Management and sustainable
development// 1, 38, pp. 38-39. [online] http://oldweb.ltu.bg/jmsd/files/articles/38/38-07_P_Goranova.pdf
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e Easy implementation of flexible promotional strategies.

Partners e Reduces the number of intermediaries between seller and
buyer.

¢ Digital intermediaries such as web search engines, websites,
etc. are used.

e Coordination between individual partners is ensured through

the use of social networks.

Users e Expands the reach of potential users.YcwBbpIieHcTBa ce
chOMpaHeTo HAa WHQOpPMAIMSA 3a ONpeAeisHE HYXKIUTE WU
MNpCAIIOUYUTAHMATA Ha HOTpe6I/ITeJII/ITC.

e The perception of online shopping is changing.

e An expectation is created for better information, greater

choice and better quality service.

The purchasing process begins with the recognition or identification of needs when the
customer notices the difference between their actual and desired state. The need can be triggered
by internal stimuli such as hunger, thirst, etc., or by external ones, such as passing by a store,
restaurant, etc. The need recognition stage is influenced by various factors, among which the more
important are motivation and the availability of new products or improved versions of existing

items, as well as gender, education, age, the buyer's role in society, and so on.

The second step after recognizing the need is information search, where the customer can
rely on external information found through advertisements, product placements, company
websites, etc., or through internal information provided by close ones, friends. The customer may
also seek opinions and comments about the desired product online from information shared by
other users. The duration of this stage varies depending on the customer's decisiveness, the trust
they have in the received information, and the risk they are willing to take by trusting specific
information. More skeptical customers are less likely to take high risks, so they spend more time
searching for information. After gathering sufficient information, the customer proceeds to
evaluate the different alternatives. Each customer defines their own criteria for the minimum
requirements for each product to be considered for final purchase. It is possible for the customer to

focus on information they trust or to evaluate a set of alternatives for each product based on quality,
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price, benefits, drawbacks, etc., which helps to exclude certain products, making the decision-
making process easier. The purchase decision stage varies in duration for each customer concerning
a specific product. For products that have already been used but have changed in quality or price,
the time between the purchase decision and the actual purchase usually takes longer compared to
the purchase decision for new products. It is also important to mention the purchase decision based
on spontaneous desire and emotions, which occurs in customers with high levels of self-control
who are aware of what they are looking for and what they need. Purchasing decisions can be both
impulsive (buying clothes, choosing groceries, etc.) and well-thought-out (buying a car, planning
a family vacation, etc.). The personal preferences of each customer and their tendency towards
intuitive purchases, without seeking various sources of information, determine the time for the

decision and the completion of the purchase

Modern customers are demanding and intelligent; they seek specific information necessary
for a proper assessment and purchase decision. Many of the clichés and superlatives used in
advertisements that previously generated excitement have lost their value and fail to create
effective advertising. Conversely, influencers increase brand awareness in the social space, as
comments and shares of their posts are visible to all their followers on a given social media
platform. This way, information about the brand and its products and services spreads to an
exceptionally wide audience. When using an influencer for the company's marketing campaigns, it

is first necessary to determine the main goal of the advertisement, namely:

e Providing information about the company's mission and philosophy.

e Creating a positive image by increasing brand awareness.

e Aduvertising specific products and services and encouraging purchasing actions.
e Promoting certain products and services, etc.

e IIpomomus Ha onpeseeHn TPOAYKTH U YCIyrd 1 ap.°.

The next figure, Figure 3, shows the method for implementing influencer marketing.

®Vasileva, B. (2012). Marketing. A practical guide. Varna, "eM Studio Advertising and Creative" OOD, p. 100
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video
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Figure 3
A way to implement influencer marketing and increase brand awareness ¢

An extremely important question in the context of using influencers in an organization's
marketing campaigns is whether they are effective. The main metrics for the effectiveness of
internet advertising are the number of clicks, the click-through rate, and the cost per click. The
number of clicks analyzes how many users visited the advertiser's website as a result of a specific
advertisement, while the click-through rate shows the level of interest generated by the
advertisement. The cost per click, in turn, is the most important indicator for measuring the
effectiveness of the advertising campaign’.

In various social networks such as Instagram, YouTube, Twitter, and Facebook, influencers
create content that promotes specific brands, aiming to highlight the qualities of particular products.
Therefore, the success of influencers on social media is crucial for the promotion of brands. Many
social network users consider the influencers they follow to be reliable sources of information and
are inclined to heed their advice. When an influencer posts a message on a social network, it can
be considered interpersonal communication between them and their followers, whereas an
advertisement published by the company itself is considered mass communication. Because
followers feel like friends of the influencers, their videos, photos, and product promotions make
them feel as if they are receiving authentic advice and recommendations from someone close to

them.Social networks allow the calculation of various metrics, such as post views, reach of paid

6 Kavaliauskiene, Z. Margis, H, (2019). Impact of influencers on a consumer decision to purchase. //Profesional
studies: Theory and practise// 2019/6 (21), c. 43 [onnaiin] https://svako.lt/uploads/pstp-2019-6-21-40-47.pdf
" Kantrajiev, H. Media planning of the advertising campaign. University Publishing House, p. 333
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advertisements to users, number of post views, public accessibility of information, and so on. These
metrics serve to measure user reactions to a given post.

The effectiveness of influencer marketing can be measured not only by the cost per click
but also by the return on investment from interactions with specific influencers. The measurement
of effectiveness is mainly in two directions: quantitative versus qualitative measurement, and
comparison between ordinary advertising/influencer advertising and sales.Influencer marketing,
like other marketing tools, is managed by setting goals for its implementation, based on which the
achieved results are analyzed. The most common primary goals are customer engagement, brand
awareness, sales conversions, etc., and therefore, the effect should be measured based on the
established goals.

The success of influencers is based on the trust built between them and their followers, their
visibility, and the tendency of consumers to make decisions based on word-of-mouth information.
The development of technologies and digitalization has allowed not only celebrities but also
ordinary people to become successful influencers. The influencer is perceived by followers as a
close individual with similar social status and views. This very fact underlies the success of the
advertising approach, which reflects the opinion of an ordinary person trusted by followers and
belonging to the same social group as them.

High trust is characteristic of influencers with fewer followers who specialize in providing

content on specific topics. As the number of followers increases and the influencer becomes more
widely recognized outside their circles, the relationship with their followers changes, and they
gradually become more famous. Consequently, the opportunity for direct communication with
followers decreases, but the ability to provide content to more followers increases.
In marketing, content has become one of the primary factors for communicating with consumers.
Large companies have realized the need to generate content for their communities and use social
networks as a major communication channel. Consumers tend to trust the opinions of other users
regarding products, perceiving them as experiential rather than sales-driven. In this regard,
influencers generate content for brands with which they want to associate their name or already
have a connection.

Based on the literature review in the first chapter, the following conclusions can be drawn

regarding the application of influencer marketing in firm communication:
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Despite the specificity of the communication channel used, influencer marketing is finding
broader application, following the fundamental principles of traditional advertising.

The thematic interest of the influencer, the content of their posts, and the number of their
followers are crucial for achieving effectiveness in this type of marketing.

The direct contact that influencers have with their followers makes it a preferred marketing
channel for many brands to convey their advertising messages.

The increasing accessibility and ease of use of image processing programs and video
creation tools enable influencers to create engaging content for their followers.

Until recently, major influencers were influential figures, but the development of
technologies and digitalization allow more ordinary people to influence purchasing choices
and shape the opinions of their followers.

. A key factor in applying influencer marketing is the adaptation of existing advertising
channels and the willingness of managers to invest time, effort, and resources in
improving the way advertising messages are conveyed and reaching consumers.
Influencers are becoming part of the digital marketing of modern companies, helping
brands popularize and sell their products by presenting content that can greatly influence
consumer needs and effectively convey messages to a wide audience.

Customers increasingly use social networks to inform themselves about products and
services of interest. Social networks are among the most popular communication tools
where influencer marketing is used. The power of influencer marketing lies in the fact that
people trust a specific influential individual more than they trust the brand and its
promises of quality and benefits of the products and services they offer.

Brands gain respect from consumers thanks to the positive presentation of their products,
which leads to building a positive reputation. Respected brands reduce the amount of risk
for consumers when making purchasing decisions, and respect for the brand and trust in
the products they offer motivate consumers to make more purchases.

The opinions expressed by influencers influence the formation of opinions about the
brand and intentions to use the products and services it offers. The expressed approval of
the brand by influencers and their attitude towards the products help followers have up-to-
date information about the product, which increases consumer engagement and also

strengthens their relationship with the brand. In this way, attitude towards the brand leads
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to building trust and intentions to purchase, and admiration for the brand is a prerequisite
for building long-term relationships with consumers.

10. An important factor in choosing an influencer is the type of message the company wants
to convey to the influencer's followers and the social media platform used by the
influencer, i.e., whether the platform is suitable for the type of message that needs to be

conveyed.

CHAPTER TWO: METHODOLOGY OF EMPIRICAL RESEARCH ON CONSUMER
ATTITUDES TOWARDS INFLUENCER MARKETING

In the second chapter of the dissertation, the methodology for studying consumer attitudes

towards influencer marketing is substantiated, including the research tools for this study.

Statistical analysis is used to process the results with the aim of confirming or rejecting the
hypotheses and research questions set forth in the study. Marketing research conclusions are based
on the use of both quantitative and qualitative data. For measurement in survey research, scales are
employed, which essentially refer to "systems of numbers for ranking variation attributes or
systems of signs for ranking categorical attributes and their varieties.” Each scale used consists of

different indices and measures, focusing on:

e Nominal scales - where no quantitative difference is made among the variables
studied by a specific feature, but rather, the specific characteristics are simply
represented.

e Rank scales - these scales present specific varieties of a given feature, establishing
the particular differences between the characteristics without requiring strict
definition. The varieties of the features are ranked (ordered) in ascending or
descending order.

e Interval scales - these scales establish the quantitative difference between the

characteristics, etc.

23



In marketing research, various types of ordinal scales are often used that allow

different opportunities for arranging answers in closed questions, including:

e -+ Semi-ranked scale - the response options used require respondents to rank them

e Likert scale - its use requires respondents to determine the degree of agreement or
disagreement with a statement formulated by the researcher.

e Semantic-differential scale - numbers are used to express respondents' opinions.

e Grading scale - respondents are required to "evaluate using corresponding pairs of

verbal ratings and conditional numbers."

For the purposes of this study, a Likert scale was used, requiring respondents to determine

their level of agreement or disagreement with a statement formulated by the researcher.

In processing data from the conducted marketing research, various statistical methods are
applied, such as variance analysis, regression analysis, and correlation analysis. Variance analysis
is used to verify the statistically hypothesized hypotheses in the study, based on revealing a
statistically significant relationship between studied phenomena (two or more), tracking the
significance of the influence of various factors on these phenomena. Depending on the factors
studied, variance analysis can be single-factor or two-factor. Regression analysis is used in
marketing research where it is necessary to measure the dependence between the studied
phenomena, the analysis itself "reduces to establishing the most appropriate analytical expression
of the corresponding functional dependence through which the manifest correlation dependence is
most adequately represented.” Due to the influence of various factors, the studied dependencies in
marketing research are correlational. Correlation analysis is a statistical method through which a
correlation dependence is determined, in which the value of one factor of the studied phenomenon
corresponds to different values of the phenomenon appearing as a consequence, as the analysis
measures "the degree of approximation of the correlation to the functional dependence.” The
measured correlation coefficient allows for the description of the relationship between two
variables, being essentially an index showing the relationship only between "two variables for a

specific group of objects." 8.

8 Garvanova, M. (2014). Statistical processing and data analysis with SPSS. Sofia, About the letters, p.175.
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Figure4
Elements of influencer marketing that are the main focus of the research methodology

In marketing research, cluster analysis, which aims to "distribute a set of objects according
to two or more criteria into relatively small and relatively homogeneous groups called clusters,"” is
also found. ... The main purpose of cluster analysis is to qualify the set of studied objects,
considered as statistical units of observation. " When not all of the general population is
investigated in marketing research, but a sample, the representative method is also applicable. The
sample is part of the population, which is selected in a way that allows its representativeness, in
relation to the studied variable. The specificity of statistical data processing from a sample is that
the conclusions have a probabilistic nature, due to the impossibility of using statistical evaluation
of data from the entire population. In order to reach reliable conclusions, it is accepted that there
may be deviations in relation to the overall opinion of the units of the general population, and these
deviations in statistics are defined as "stochastic (probabilistic) errors, arising from the
circumstance that the characteristics of the samples are obtained from a relatively small number of

units, and not from the entire general population.”
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Chapter Three. Results of Empirical Study on Consumer Attitudes towards

Influencer Marketing

The third chapter of the study presents the main findings derived from the research on

attitudes and perceptions towards influencer marketing.
The key results are categorized into several thematic areas.

Time Spent Online.

« Overall, representatives of the target audience (users with profiles on social networks) are very
active online. Nearly 60% share that they spend over 30 minutes daily on social networks. Women

are slightly more active than men.

* The primary purposes for which users use social networks include staying in touch with

friends/acquaintances (27%), seeking information (24%), and entertainment (23%).
* An interesting fact is that men more frequently use social networks for shopping — 7%.

*» The most preferred online platform is Facebook — 80% of people share that they have a profile
there. Instagram follows in second place with 67% of the target group having a profile.

* An interesting trend is that the role of these two platforms changes with age — among the youngest
users (18-29 years old), Instagram is the leading platform, with nearly 80% having a profile, while
Facebook remains second with 76%.

*TikTok is a social network that has not yet become a daily habit for the target audience (users
aged 18-65 with social media profiles) — only 19% have a profile there. Logically, registrations are

highest among the youngest users.

Blogs
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* Overall, blogs are not particularly popular among the Bulgarian audience. Only 28% of the target
audience share that they read blogs. Mainly, these are women seeking useful and intriguing

information.

* It can be determined that users do not make a significant distinction between blogs and forums,
which is why the generated list of followed spaces includes places like bg-mama, teen issues, and

other popular forums.

Followed Influencers — Reasons and Occasions

» The number of so-called "influencers" is vast. Spontaneously generated lists from users include
hundreds of names; notable ones include: Julianne Gani, Alexandra Bogdanska (Petkanova),
Boyana Marinova, Dara, Emil Conrad, and others.

* The leading reason for following influencers is curiosity (53%), which users have towards the
lives of those they follow. The second reason is seeking positivity — 48% of respondents share that
they want the people they follow to make them smile.

* Trust in followed influencers is a leading indicator. It should be noted that with the increasing
age of the target audience, trust decreases. 46% of users aged 18-29 indicate "I trust them" as the
main reason for following these personalities. This percentage decreases to 36% among users aged
30-39 and to 29% among those aged 40-49.

» Useful information obtained from followed influencers is important for 48% of the target
audience. This serves as a crucial indicator for most personalities with content on social networks

to provide important data to users to maintain their interest.

Followed Influencers — Consumer Behavior
* Subscribing is not particularly popular among the target group. 23% of users share that they

receive notifications for every new publication from influencers they like.

» Members of the target audience mainly prefer to receive information in the form of short videos
(22%), a trend that the leading social network (Instagram) has been trying to solidify recently.

Users in the 18-29 age group prefer to see long and detailed videos (26%).

27



« For users, it is important that the image they see has an explanatory text accompanying it, which

they can read and learn something new (21%). Text-only posts are the least preferred (3%).

Consumer Behavior — Trust in Influencers

e Overall, when making decisions to purchase specific products, less than 10% of users would
not trust the followed influencers. All others share that they would consider the opinion of
a known person.

e |t can be determined that the number of followers is not so important for building trust
among followers. On the contrary, a larger share of users acknowledge that they would trust

an influencer with over 10,000 followers more than one with over 100,000.

The hypothesis testing for the purposes of the dissertation work reaches the following

conclusions:

* Over half of the respondents (59.3%) use social networks for more than 30 minutes per day.

* The largest share of users use social networks to connect with friends (27%).

* Only 22.6% of users receive notifications for each new publication.

All of this confirms H1: Social networks are mainly used for seeking information.
Receiving new information from influencers is initiated by the user only when specific information

is of interest.

* 67.2% of respondents would trust an influencer with a specific number of followers, while for

only 23.5% the number of followers is irrelevant.

* The average number of positive responses is 1.57, which is less than 2.

» The count of positive responses is greater than the count of negative responses, thus we can

confirm the hypothesis that there is a positive correlation.

With the above, H2 is confirmed: The number of followers of the influencer plays an

important role in making a decision to purchase a specific product. Users who follow influencers
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usually have a high tendency to trust. There is a positive correlation between the user and the

influencer they follow, even when the influencer is sponsored by the brand.

* A weak connection is established between the user's tendency to trust and the trust between the

user and the influencer.

* 88.2% of users would consider purchasing products based on a recommendation from influencers.
A weak connection is established between the presence of trust between the user and the influencer

and the intention to purchase products.
* The largest share of users indicate that the profile must partially match the type of product

There are more positive responses than negative ones, so we can confirm the hypothesis
that there is positive compatibility, and the correlation coefficient r=0.072 (weak correlation),
therefore H3 cannot be confirmed: Users usually consider buying a product if they receive a
recommendation from an influencer. The level of trust between the user and the influencer they
follow is strongly associated with the user's intent to purchase. Also, the presence of trust
between the user and the influencer is strongly associated with the user's intention to recommend
products.

The largest share of consumers who agree with the statement that "The credibility of a
brand's products will increase if they are backed by the positive opinion of an influencer I trust.”

With the above, H4 is rejected: Consumers who follow influencers tend to have a positive
interaction with the products these influencers recommend, expressing more favorable attitudes
toward them.Only 27.1% of users categorically agree that influencers' opinions are more reliable

than the information provided directly by the brand.

e For users following influencers, there is positive consistency between the user and
the products these influencers recommend, as they express a more favorable attitude

towards them.

All this confirms H5: Advertising products by influencers only for the purpose of payment
has a negative impact on the perception of the respective brand. In comparison, the trustworthiness
of a particular brand's products can be increased if they are recommended by an influencer whom
the consumer trusts. The opinion of influencers is considered more reliable than the information

that is provided directly by the brand.
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«Influencers are increasingly dominating social media with their presence. Their opinions have a
strong impact on their followers, especially on the younger generation. Influencer marketing can
be defined as a modern phenomenon of collaboration between influencers and companies seeking
brand mentions in reviews and recommendations. Although this type of marketing is a relatively
new advertising solution, more and more companies are deciding to reach their potential customers
by building relationships with leading influencers in their respective fields.

Based on the analysis conducted and the results obtained from the study, the following
conclusions can be made regarding the application of influencer marketing in the company's

communication:

» Despite the specificity of the communication channel used, influencer marketing finds

increasingly wide application, following the fundamental principles of traditional advertising.

* The thematic interest of the influencer, the theme of the vlog, and the number of their followers

are of primary importance for achieving effectiveness in this type of marketing.

* The direct contact influencers have with their followers makes it a preferred marketing channel

for many brands to convey their advertising messages.

« Increasingly accessible and easy-to-use programs for image processing and video creation allow

influencers to create engaging content for their followers.

* Until recently, the main influencers were influential figures, but the development of technologies
and digitization allow more ordinary people to influence purchase decisions and shape the opinions

of their followers.

» A key factor in applying influencer marketing is changing existing advertising channels and
managers' desire to invest time, effort, and resources in improving the way advertising messages

are conveyed and reaching consumers.

* Influencers are becoming part of the digital marketing of modern companies, helping brands
popularize and sell their products by presenting content that can most influence consumer needs

and convey messages to a wide range of consumers.
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» Customers increasingly use social networks to inform themselves about products and services
they are interested in. Social networks are among the most popular communication tools in which
so-called influencer marketing is used. The power of influencer marketing lies in the fact that
people trust a specific influential person more than they trust the brand and its promises of quality

and benefits of the products and services they offer.

* Respected brands gain respect from consumers through good presentation of their products, which
leads to building a positive reputation. Respected brands reduce the risk for consumers when
making purchasing decisions, and respect for the brand and trust in the products offered motivates

consumers to make more purchases.

* The opinion provided by influencers influences the formation of an opinion about the brand and
the intentions to use the products and services offered by it. The expressed approval of the brand
by influencers and their attitude towards the products help their followers have up-to-date
information about the product, which increases user engagement and also strengthens the
relationship with the brand. In this way, the attitude towards the brand leads to building trust and
purchasing intentions, and admiration for the brand is a prerequisite for building long-term

relationships with consumers.

An important factor in choosing an influencer is the type of message the company wants to
convey to the influencer's followers and the social media used by the influencer, i.e., whether the

media

In summary, influencer marketing essence is related to marketing communications in which
influencers promote a brand on their own social media pages. The use of influencer marketing
provides an opportunity for consumers to feel close and communicate with faces they like. In
modern marketing, influencer marketing is becoming a very effective tool for companies from
various industries. Using social media and influential people in them expands brands' opportunities

to reach a wide audience.
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1. REFERENCE TO THE CONTRIBUTIONS OF THE DISSERTATION

1. Knowledge about the following has been enriched and expanded: the specificity of
influencer marketing; factors influencing its effectiveness; stages in creating influencer
marketing campaigns; its importance in brand building.

2. Research tools have been developed for qualitative and quantitative study of consumer
attitudes towards influencer marketing. .

3. Consumer attitudes in Bulgaria towards the use of influencer marketing have been revealed.

4. Recommendations have been made to companies in developing marketing campaigns using
influential individuals. These recommendations reflect the degree of alignment between the

sponsored product, the influencer, and their followers.
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