YHUBEPCUTET 3A HALUMOHAJIHO U
CBETOBHO CTONAHCTBO

®AKYNTET ,MKOHOMUKA HA
MHOPACTPYKTYPATA”

ABTtopedrepaTt Ha
TEMA

I/I3rpa>1maHe HA UMHM/ZK HA TOJIMTHYCCKHA JIMIHOCTH B HHTEPHET

(aHaym3 Ha KaHauAAT-npe3suaeHTcKkuTe Kamnanum 2006-2016 r.)

Pa3pabotun: HayyeH pbkoBoguTen:
Buoneta NWopaaHoBa HukonoBa aou. a-p Ctena AHroBa

Codhus,
Anpwun, 2023r.



ABTopedepaT Ha Tema:
I/I3rpa>1mane HA UMHM/K HA TOJIMTHYCCKH JIMIHOCTH B HHTEPHET

(aHaymu3 Ha KaHauAAT-npe3suaeHTckuTe kKamnanum 2006-2016 r.)

ChabpixkaHue HA TUCEPTAIMOHHUA TPYA

YBog 2
MbpBa rmasa. TeopeTuyHN OCHOBM Ha U3cneaBaHEeTo Ha Npobnema 3a MMraxa Ha
nonuTuyeckara JIMYHOCT 17
1.1. MMnOKBT KaTto KOMMNNEKCEeH KOHCTPYKT 17
1.2. MMnopKsT B nonNnTnYeCcKkmst npoLec 24
1.3. BpaHa v umnaopk B nonmMTuyeckns npouec 27
1.4. MonuTtuyecka KOMyHMKauus B MeaunHaTa cpega 29
1.5. PonsTta Ha meguuTe 3a hopMUMpPaHETO Ha MONUTUYECKUA UMNOK 37
M3Boawn oT nbpBa rnaea 42
Btopa rnasa. lNpouec Ha hopMmupaHe Ha MMuaXKa Ha NoNMTUYEeCcKUsa nuaep 45
2.1. KoHuenumm 3a chopMmpaHe Ha uMmnapka Ha nonutudeckarta JIMYHOCT 45
2.2. TexHUKM 3a Cb3aaBaHe Ha NONUTUYECKN UMUK 55
2.3. Cb3gaBaHe Ha MMAX B Xo4a Ha n3buparenHa kamnaHust 65
2.4, Ponsa Ha nonutuyeckata peknama v NP 3a uarpaxagaHe Ha NonMTUYECKN UMNOX 69
M3Bogm oT BTOpa rnaea 75
Tpeta rmaea. Pondta Ha MHTEPHET 3a Cb3aBaHe Ha NONMUTUYECKM UMUK 80
3.1. HTepHET KaTo epeKTUBHO NPOCTPAaHCTBO 3a nonutuyeckus MNP 80

3.2. IHTepHeT kaTo dakTop 3a hopmmupaHe Ha 06LLECTBEHOTO MHEHUE 3a NONUTUYECKUS

XnBOT 87
3.3. KoHCTpympaHe Ha NonnTUYeckn UMUK B UHTEPHET 92
3.4. ANrvTanHuaT UMUoK Ha nonuTuka 96
M3Boau oT TpeTa rnaea 100
UeTBbpTa rnasa. AHanu3 Ha kaHgmaaT-npesnaeHTckuTe KamnaHum 2006 — 2016 T. 104
4.1. AHann3 Ha kaHauaaT-npesvaeHTcka kamnaHusa Ha eopru MbpBaHoB — 2006 T. 108
4.2. AHann3 Ha npe3ngeHTckaTa kamnaHus Ha PoceH NnesHenues — 2011 T. 112
4.3. AHann3 Ha npe3ngeHTckaTa kamnaHms Ha PymeH Pages — 2016 T. 115
4.4. EMnupunyHo nacneggate. lNpoyysaHe Ha npoueca Ha nsrpaxkgaHe Ha MMUaxX Ha
NONUTUYECKN NTIMYHOCTM B IHTEpHET 119
MN3Boau 137
3AKJTIONEHNE 146

NMPUHOCHK 156



N3MON3BAHA JIMTEPATYPA 157

MpunoxeHune 166



£%:10)i

B mocnemauTe TOmMHM OBJTapcKaTa TMONWTHYECKA CIIEHA CE pa3BHBa JTWHAMHYHO.
Ciy4BamoTo ce MocTaBs Ha JHEBEH pell HAKOJIKO BaKHU Bblpoca: (1) 3a cTparermueckure
NOAXOAW TPHU KOHCTPyHUpaHE Ha UMUK, (2) 3a HauMHA, MO KOMTO C€ KOMYHMKHpAT
NOJUTUYECKUTE Mochanus, (3) 3a KaHaiHuTe, ype3 KOUTO c€ KOMYHUKHPAT MOJIUTHYECKUTE
nocnanus, (4) 3a edexTa Ha NMOIUTUYECKUTE TOCIAHHUA M HE Ha TMOCIeqHO mscto (5) 3a
HQJIMYMETO U CHOTBETHO OTCHCTBMETO HA €THYHM IOAXOAM MNP KOMYHUKHPAHE Ha
NOJUTHYECKH Heu. ExcrepTu pasmiexjar Te3d HpolecH Karo MOJMTHYEecKa pekjama U
HOIMTHYECKO THProBCKo ¢i10Bo'. Cropen JI03aHOB ,,[...] B MOAEpPHHUTE OOIIECTBA MAEUTE HA
MOJUTUIIUTE, UMHDKUTE MM JIOPM MOTarT Jia ce MpHeMaT Karo CBOCOOpa3HM CTOKHM Ha €IHH

nasap>“.

VIMUKBT € IIEHTPATHO TMOHATHE B MOJUTHYECKUTE MyONInYHN KoMyHuKauu. Criopen
CTOWKOB ,,61HA OT HaW-TOJIEMUTE LEIM Ha MOJIMTUYECKaTa KOMYHHUKalUs, B YaCTHOCT Ha
nonutuieckuss PR, e wmsrpaknaHeTo Ha anekBaTeH IOJMTUYECKM HMMHDK Ha JHIEpa U
HEeroBara napTus, Ha Jbp)KaBHMs IVIaBa, Ha MpeJceaarers Ha napiaMeHTa, Ha IpeEMUEpa U Ha
HErOBUTE MHUHHCTPH M — pa3dupa ce — Ha Hal-BAXHUTE JAbPKaBHU U OOILIECTBEHU
MHCTUTYIUH®, B ChBpEMMETO, KOraro ayJuTOpHMATA IPUTEKABA CHLUIUTE WHCTPYMEHTH 3a
Ch3/laBaHE U PA3NPOCTPAHEHUE HA ChABPIKAHHE, KOraTo ayAUTOpUsATa pa3doupa QpyHKIMATA CU
Ha CYBEpEH, € OT 0COOEHO 3HaYE€HUE MOJIUTUYECKUTE (PUTYPHU A3 AEMOHCTPUPAT pa3doupaHeTo
U TpWIAraHeTo Ha eTWYHU KoMyHuKaiuu. Kakro CrolkoB 3akirouaBa, ,,CTOMHOCTEH
IIOJINTUYECK HMHJDK € OHAa3M MAacoBa MPEACTaBa 3a JIMJAEpa, KOATO HE C€ Ch3haBa C
MaHUIYJIAaTUBHU TEXHUKHM M (QallluBU TBBPJACHUS, a € OCHOBaHAa Ha MWCTHHATa,
JOCTOBEPHOCTTa, peaju3Ma B KOMOWHAIMs C Hal-e(EeKTUBHUTE KOMYHHKAllMOHHU

pemenus‘,

! KomenTap Ha gom. ['eopru Jlozanos o Bpeme Ha mpenceaareictsanero Ha CEM. B: Xpuctuna Xpucrosa —
JIro6omupoBa, 3a u mpoTuB noiuTH4eckara pexnama, BHT, 29.05.2013, nocTemHO Ha agpec:
https://bntnews.bg/bg/a/101856-za i protiv_politicheskata reklama

2 T1ak Tam

3 Croiixos, Jlro6omup. [TonUTHUECKUAT UMHUIK: Benuuue U najaeHue. B: Meauu u o01iecTBEHH KOMYHHKAIINH.
W3n. YHCC; Anma komyHukanus. 2022, NeS1. ISSN 1313-9908. Available from:
[http://www.media-journal.info/?p=item&aid=445]

* Crolixos, JIro6omup. IToMUTHYIECKUAT IMHDK: BEJIMYME U ajgeHne. B: Meauy 1 06LIeCTBEHN KOMYHHKAIHH.
Wzn. YHCC; Anva komyrukanust. 2022, Ne51. ISSN 1313-9908. Available from:
[http://www.media-journal.info/?p=item&aid=445]



[TpuHIMNMTE 3a U3rpaXkJaHe Ha MOJUTHYECKU UMM/UK Clle/[Ba KOMyHUKALMOHHO J1a ce
TBPCAT B MOJIETO Ha pekyiamara, OpaHIWHTa U MapKeTHUHra. B Hamm gHM, ¢ pa3BUTHETO Ha
MKOHOMHYECKHUTE U OOLIECTBEHH YCIOBHS C€ HAOI01aBa MHTETPUPAHE Ha COLIUAIIHUTE MEIUN
B MOJIATHYECKUS. MAPKETHHT . B mio0ajien mian Bce MOBEYE Ce OTKPOsBA pacTsInara pojis Ha
COLMAJIHUTE MEUM MpH M3TpakJaHe Ha MMHJKAa HA KaHIUAAT-TOJUTHKA, KaTo Ipeau TOBa
KOPIOPAaTUBHUTE KOMYHHKALMU JIEMOHCTpHpaxa TSAXHOTO 3HAYEHUE U Ch3]ajJ0Xa MpaBUiIaTa
3a JeWCTBUS B HOBara KOMYHHKallMOHHa cpena. He Ouxme ce Haenu Ja TBBpOUM, ue
ynorpebara Ha COI[MAIIHA MEJIMU 3a LIEJUTE Ha MOJIMTUYECKaTa PETOPUKA U KOHCTPYUPAHETO
Ha nyOnuueH oOpa3 OW JIOBENO A0 M3rPa)XJaHETO CaMO Ha MOJOXKHUTEIHU U e(PEeKTHBHU
BPB3KU MEX]y HOJIUTUK U ayAUTOPHs, HO CM€ HaOI0aBaJId YCIEIIHH MPAKTUKU B CBETOBEH

marao.

3a Jda aprymCcHTHUpaMcE BBSHeﬁCTBHeTO Ha COIIMAJIHUTC MCAHUH 3a G(I)GKTI/IBHOCTTEI Ha
MOJIMTUYICCKUTC KOMYHHKAIIUH, MIC AaACM W UCTOPUUYCCKHU KOHTCKCT 3a HAYUHA, 110 KOMTO ca
H310JI3BaAaHW HOBUTC KaHAJIM U 3a TBPrOBCKUTC TCXHUKH, KOUTO CC OKa3BaT MPUJIO)KNUMH U KbM
TaKnBa O6III€CTB€H03HZU-H/IMI/I KOMYHHKAIIUHA KAaTO IMOJIUTHYCCKHUTC. Pa)II/IOTO n TCICBU3UATA
KaTO HOBHU MCIHWU UMAT CBOAT IMPHHOC 3a U3BCIKAAHCTO HA MMOJIMTHUYCCKUTC KOMYHHUKAIIHUW HA
HOBO HHUBO, a4 HAKOH H3CJICAOBATCIIM NpcHpamiar U KbM XOJ'II/IBYIL C J0Ka3arcjiCcTtBa, 4€ € B
OCHOBATa Ha Bb3X0Jlda HA MAaCOBO ME¢IMHUpPaHaTa MOJUTHUKA, HpGBp’bH.[&ﬁKH ABaJICCCTHU BEK HE
caMO B f€para Ha IMOJIUTHUYCCKHUTC KOHCYJIITAHTH, HO MW B CIOXara Ha IIOJUTHKAaTra B

moyousneca’,

IIpe3 1920 r. pexnamuctbT Anbept Jlackep BbBEXJa HOBU PEKIAMHM CTPATETUU U
TEXHWKH, 3aMMCTBAaHH OT OM3HEca, Ha MOMUTHYecKaTa apeHa. Toil moaxoxaan KeM rmpodinema
3a opmupane Ha oOpaza Ha KaHAWAATa B CH3HAHUETO HA €JIEKTOpara OT MO3MIUATA Ha
CMELUAINCT 0 peKsiaMa Ha HOBU MPOJYKTHU U yciuyru. Toi paGOTH B MCTOPUYECKH YCIIOBHS,
KOTaTo PaJHoTOo €/1Ba C€ 3apax/ia U MeyarsT € BCE OIIe MAaCOBOTO CPEICTBO 3a MH(OPMAIHSL.
ToBa, KOETO TOW M3BBHPIIBA — METOIM U OOIIHM MOJXOAH, CE€ OKa3BaT yHHUBepcaiaHu. Hsama na e
TPEIIHO TBBPJCHHUETO, Y€ HETOBUAT HAYMH Ha paboTa aHeC € (yHJaMEeHT Ha TeOpHsTa M

IMpaKTHUKAaTa Ha MOJIMTUYCCKATa peKnaMa7. HaCKCp € aBTOP Ha HNOJUTHYCCKATAa KaMIIaHUA Ha

5> Hultman, M , Ulusoy, S and Oghazi, P (2019) Drivers and Outcomes of Political Candidate Image Creation:
The Role of Social Media Marketing. Psychology and Marketing, 36 (12). pp. 1226-1236. ISSN 0742-6046,
https://eprints.whiterose.ac.uk/150987/

¢ Brownell, Kathryn. Showbiz Politics: Hollywood in American Political Life, UNC Press Books, 2014

" Craig on Morello, 'Selling the President, 1920: Albert D. Lasker, Advertising, and the Election of Warren G.
Harding',



KaHIuAaT-npe3uieHTa YOpbH XapIuHr, HapeueHa ,,Ha npeanara Bepanaa“. Toii e n3non3san
NoAX0/, Je(UHUPaH MO-KbCHO KaTo TPUTE CTHJIOA Ha peKiaMara Ha MOTPEeOMTEICKH CTOKU:
nponax0a Ha MpHUHIUNA ,,ipUUKHA 3amo [1a kyms]“ ("reason why" selling), kosiTo cpaBHsiBa
MPOMYKTHTE JUPEKTHO; MpETophKka 3a peKiaMa, M3Moi3Bama ofxo0peHus; u ,,IPeBaHTUBHA
peksama““, KoATo MpeTeHupa 3a OOLIUTE XapaKTePHUCTUKU KaTO YHUKAIHU XapaKTePUCTUKU

Ha peKilaMupaHara CTOKag.

[Ipe3 1952 r. kauaunaTsT 3a mpe3useHT Aizenxayep Haema Pocwp PuiiBc na pabotu
M0 KaHIWJAT-pe3uJCHTCKaTa My KammaHus. [0JeMHsIT pekIaMHUCT BIJKIA MOTEHIMaa Ha
TeleBU3MATa (HOBaTa Menusi 3a TE3M BpPEMEHa), KOSATO AepHUHHpa Karo ,,ChIIHOCTTAa Ha
JIEMOKpaNusATa*, W3MOJ3Ba COLMOJIOTMYECKN TOAXOM M Ch3[aBa MOPEIHIA OT MMOJUTHIECKU
peknamu: ,,AlizeHxayep otroBaps Ha Amepuka“ u ,,XapecBam AUK“. Kammanusita € BojeHa
OT LIOYMEHU OT XONUBYA H ,,MeIUChH aBeHIO U JEMOHCTpHpa MOTEHIIMANa Ha peKjiaMaTa,
Pa3BICYEHHETO M MOIMTHYECKOTO KOHCYITHPAHE B IPE3UAEHTCKATa MOIUTHKA . PuiiBC
OTIIMYHO Pa3dmpa, Ue HErOBUAT KaHIUIAT TPsOBa J1a MMa JBE HEIa: pa3padOTEeHO MOCIaHNe,
KOETO JIa pe30HUpa ¢ M30MpaTENINTE; U J1a yMEE J1a TIpeaaie ToBa ChOOIIEHN HA N30MpaTenTe.
To3m cnyuaii e mnpumep 3a U3MON3BAHETO HAa TBPTOBCKM PEKIAMHU TPAKTUKUA 34
W3TPKIAHETO Ha UMUK Ha KaHAMIaTa KaTo OTKPOBEH, CHIICH,IPUATEIICKH HACTPOEH JTUIEP.
HOHOGCH BT 3a UIrpaXAaHC HAa UMUK HU3BBPBABAT U KAHAUAAT-TIPE3UACHTUTC Kansun
Kymumx n Xepobspt XyBbp. Kakro me komentupa cien roqunu XKak Cerena: ,,CrieyenBaHeTo
Ha elHM U300pW U MPOJABAHETO Ha 3aJI€KaIM YOPAMOTAUTHUIM € MPUHLHUIIHO €IHA U ChIIa

3amaua’’’.

TeneBu3noHHUTE e0aTH JIMIIE B JIMIIE MEXIYy KaHIUJIATUTE 3a MPE3UJEHT 3a MIbPBU
nbT ce npoBexaar npe3 1960 r. ¢ maBHu aeictBany guna J>xon @. Keneau u Puuapn M.
HukcbH. IMeHHO Ta3u u3sBa € MHOTOKPATKO JJaBaHa KaTo MPUMEP 3a TOBA KOJIKO Ba)KHA POJIs

urpac MeauATa 3a KOHCTPYUPAHEC, 3aTBbPKAABAHC W ITPOBAJI HA MOJUTHUYCCKHUA UMUK.

ITo3naBaneTo Ha AMCPUKaHCKHU KOMYHHKAIIUOHHU MMPAaKTHUKNU B

KaHIUAAaT-TIPE3UJACHTCKU KaMIIaHWH, ITO3BOJIABA Jda TBBPAHUM, Y€ BbBCKJAHCTO HA ThPIrOBCKU

https://networks.h-net.org/node/9997/reviews/10646/craig-morello-selling-president-1920-albert-d-lasker-advert
ising-and

8 Morello. John. Selling the President, 1920: Albert D. Lasker, Advertising, and the Election of Warren G.
Harding, Praeger, 2001

? Kathryn Cramer Brownell, This Is How Presidential Campaign Ads First Got on TV, Time, August 30, 2016,
https://time.com/4471657/political-tv-ads-history/

ITpoGnemure Ha  Opmrapckus  mpexon — (mpe3  momieqa  Ha  Iletko  CumMeoHOB). B:
http://www.omda.bg/public/arhiv/gol prom 2/Avtorski PS/barzi spomeni.htm



MPaKTUKH W TaKuBa OT IIOyOW3HEcCa B TMOJMTHYCCKUTE KaMITAHWM BOJW JIMCOHAHC B
ayIUTOPHOTO BB3NPUSTHE: CHIIHOCTTA HA MOCIAHUATA € M3TUKAaHA OT CTUJa, AYMUTE — OT
obpaza. CTpyKTypHTe, CEKCHEPTHHUSAT ONUT WU OTTOBOPHOCTUTE HA TPE3UICHTCTBOTO CE
MPOMEHAT C pa3BUTHETO Ha Mmenute. Meauute, TBepAu Kenmu ome mpe3 1956 r., Bomar ao

Ch3/1aBaHE Ha ,,cCHCTEMA OT 3BE3/M B MOJUTHKaTa !l

Te3u npumepu TO3BONSABAT na ObJE HANpaBeH Mapajiesl MeXAy yrnorpebara Ha
paaMoTO W TEJEeBU3UATA KAaro HOBUM MEAMM B CBOTBETHHUS HMCTOPUYECKH TIEpUOI 3a
MOJUTUYECKU KOMYHHUKAIIMM M U3IOJI3BAHETO HA MHTEPHET (CalTOBE U COIMAIIHU MEJIUH) 3a
M3TPaXJAaHETO HA MOJUTUYECKH UMUUK. JIHEC MHTEpPHET ce MpeBpbhIa BbB BaXKEH KaHAI U
WHCTPYMEHTApUyM 32 MPUJIAraHETO HA MAPKETUHTOBU MOIXOAM 32 IEJIUTE HA MOJTUTHUYECKUTE
KOMyHUKaluu. KOMyHUKallMOHHU €KCIEPTH U MOJUTHUIM pa3doupaT akTyaJHOTO 3HaYeHHUE Ha
COLIMAJTHUTE MU 32 €(PEKTUBHOTO M3IMOI3BAaHE HA aBTEHTHUYHO, aHTAKUPAIo, YOeKAaBalllo

" NCPCOHAIMU3UPAHO ChbAbPIKAHUC.

AKTYaJIHOCTTA Ha TeMara € MPOAMKTYBaHA OT HEOOXOIWMOCTTAa OT THPCEHETO Ha
MOIXOMAIIM TONUTUYECKH HAyYHH TOAXOAM 3a H3cliefiBaHe Ha ()eHOMEHa Ha nuiepa u
HECTOBUsI UMUK B CI/ITyaLII/ISI, B KOATO preHBaT paI_II/IOHaJIHI/ITC OCHOBHU Ha MMOJIUTUYCCKOTO
y‘-IaCTI/IC 1 ITOBCIACHUCTO HpI/I rnacyBaHe Ha I10-rojisiMara 4actT OT Fpa)KI[aHI/ITe. B Ta3u Bmea
MPE/ICTABIsIBA WHTEpPEC Ja c€ HIASHTU(HIMpPAT TEHICHIMH W MOAEIU 3a (GopMUpaHE H
MOMYNAPU3MPAHE Ha UMUK Ha JTUAepa B Pa3IUYHU MOJTUTUYECKUA CUCTEMH.

B ycnoBusita Ha bbarapus, KosATO M3OUTBa OCTpa HYyXKIa OT €(EeKTUBHO
l[eMOKpaTI/I‘-IHO p”I)KOBOl[CTBO, KOHIIGHTyaJII/I?;aHI/ISITa Ha B’I)HpOCI/I, CB’BpSaHI/I C (1)0pMI/IpaHeT0 158
M3MOJI3BAaHETO HA MMHJDKA Ha TOJUTUYECKHUS JHUAEP, € OT 0COO0eHO 3HaueHue. OnpeaesieHun
eJeMeHTapHH (JOpMHU Ha TOBA SBJICHHE IO €IMH WU JIPYT HAYMH MOTaT J1a ObJaT OTKPUTH Ha
BCHUYKHA I/ICTOPI/I‘-IGCKI/I eralum OoOT paSBI/ITI/IeTO Ha COLHUAJIHHUA U TIIOJIMTUYCCKHUA KUBOT. B
CBIIIOTO BpeME, KaTo CIelHaliHa TEXHOJIOTHS 3a 3aBJIaJiIBaHE Ha IOJIUTHYECKaTa BIIACT,
M3TPaXIAHETO M U3MOJI3BAHETO HA UMHUKA 3aMl0YBa J]a C€ U3IM0I3Ba B ObJIrapcKara MmoJUTHKA
€/Ba ¢ HAYaJo0TO Ha JeMOKpaTH4YHHUTE pedopmu mpe3 90-Te roguHu, KoraTo 3HAYUTETHA YacT
OT TOJIMTUYECKUTE JIHJIEPH 3amoyBar Ja ce (popMupar B KOHKYpEHTHATa cpeqa Ha ,,0TBOPEH
MOJUTUYECKH Ta3ap‘.

VYenexbT WM NpoBadbT HAa €IWH KaHIUIAT Ha TO3M ,,M1a3ap‘ 3amoyBa J1a 3aBUCU HE

TOJIKOBa OT BBTPCHIHUTC PCHICHHA HAa TCCHHU T'PYIIM OT IOJIUTHYCCKUA CJIHT, KOJIKOTO OT

' Stanley Kelley Jr. Professional Public Relations and Political Power. The Johns Hopkins University Press,
1956



eekTUBHOCTTA Ha Oopbara 3a racoBe. Ha cBoil pea Ta3u eeKTUBHOCT [0 rojsiMa CTEIEH ce
orpefesisi OT U3IMOJI3BAHETO HA TEXHOJIOTMUTE U MEXaHU3MHTE 32 M3rPa)K/1aHe U U3I0JI3BaHe
Ha MOJIMTUYECKUS HMMHUJDK, NMOpaad KOETO M3ydaBaHETO HAa METOAM 3a aKTyaJu3upaHe U
Bb3/IEMCTBHE BHPXY MAaCOBOTO Ch3HAHUE NMPUA00MBA rOJIsIMO 3HAYCHHE.

OcBeH TOBa HIMPOKOTO HM3IOJI3BAaHE HA TE3W TEXHOJOTMHM TMOCTaBs Ha JHEBEH el
3a/jaunTe 3a HISHTU(UIIUPAHe Ha HAaYMHU 32 ONTHMHU3HMpAHE Ha mpoiieca Ha GopMmHpaHe Ha
UMUK W KOHTPAaUMHIDK, OT TJIEJIHA TOYKAa HA TAXHATA NpaBHA W MOPAIHO-ETHYHA
noakpena. ToBa craBa 0COOEHO Ba)KHO BbB Bpb3Ka C HAPACTBAIIOTO U3IOJI3BaHe Ha yepeH [1P
B MTOJIUTHYECKATA MTPAKTHKA.

BaxxHo e mpakTUKyBalllUTe MOJIUTHULIM, IPEICTABUTEIN HA KOHCYITAHTCKH CTPYKTYPH,
00IIIECTBOTO KaTo ISUTO Aa paz0epar peaiHaTa posisd Ha UMHJDKA B Pa3BUTHETO Ha Kapuepara
Ha mnonuThka. Hamuunero Ha npobirema 3a B3aWMOJEHCTBHMETO HA TMOJIMTUYECKHUTE H
KOMYHUKAI[MOHHUTE TOJIETa, PEATTHUTE BH3MOKHOCTH 3a MOMyJsipu3upaHe u ¢opMupaHe Ha
UMHDKAa Ha JMJepa B MEIUHUTe, JBYCMUCICHOTO BIMSHME Ha TO3M HPOLEC BBbPXY
JIEMOKpAaTUYHUS XapaKTep Ha IIOJIMTUKATa 3aCHUiIBa AKTyaJlHOCTTa Ha H3cjeloBarescKara
TeMa.

WuTepHeT u counanHuTe MeAuH B bbirapus ce npeBpblIaT B HCTUHCKA MOJIUTUYECKA
wiatgopma, KbJIETO 3a pasiiKa OT OCTaHajaTa 4acT OT MH(POPMALMOHHOTO MPOCTPAHCTBO,
MMa OCTPH UJI€0JIOTUYECKU JUCKYCHH.

CreneH Ha Hay4yHa pa3padoTeHOCT HA TeMaTa

CrpemexbT Aa ce pa3depe (peHOMEHBT Ha MOJUTUYECKU JUACpP € XapaKTepeH 3a
ucTopudeckara, ¢puinocodckata U MOIUTUYECKATa MHUCHI OT PAa3IMYHU €MOXH (BBIPEKU 4e
CaMOTO TIOHSITHE ,,IOJUTUYECKH JUAEp” BIM3a B Hay4yHO oOpbiIeHue enBa mpe3 20-tu
Bek). Taka Hampumep cileIHUTE KJIACHUYECKH U CHBPEMEHHHM aBTOpU OOpBLIAT TOJSIMO
BHUMaHHE Ha U3y4YaBaHETO HA TO3M aCHEKT B cBoUTE mpousBeneHus: [naton, Apucrtoren, H.
Maxkwuagenu, T. Xo0c, I. Xeren, B. Ilapeto, M. BeGep, u ap.

Konnenuusara 3a ,,uMuIK™ Ha Junepa ce ¢popmupa Karo 0OCKT Ha HaydeH MHTEpeC
npe3 20 Bek. [Ipu n3ydyaBaHeTo Ha UMMJIXKa HA MMOJUTUYECKU JIUJEP CIEBA A C€ NOJUEPTasT
cJIETHUTE 00JIACTH.

[IppBara obnacT € mocBeTeHa Ha PA3BUTHETO HA TEOPHUATA HA MMM/IKA.

Jlpyro HampaBieHue, Hai-IIMPOKO MPEACTABEHO B JMTEparypara, € MOCBETEHO Ha
KOMILJIEKCA OT NPHUJI0KHHU ACIEeKTH HA MMH/IKeJIOTHATA.

TpsabBa nma ce orOenexu, 4e MO-TOJIIMaTa YacT OT pabdoTrara MO IpakTHYecKara

HUMUIKEIIOIUA € OT €CTCCTBOTO HA IICUXOJOTHYCCKUTC U3CJICABAHU.



TpeToTo HampaBlieHHE € TMpeICTaBeHO OT TBOPOW, IMOCBETEHM Ha H30OpPHUTE
TexHoJIoruu, PR-koOMyHuKanmuuTe M pek/jaMara, KOUTO C€ M3IOJI3BaT B Ipolieca Ha
dbopmupaHe W TOMyJISpU3MpaHEe HAa UMHDKA HA TONUTHIMTE. Ta3u muTeparypa aHajau3upa
ponsitTa Ha MeauHuTe 3a (popMHpaHe Ha MOJUTHYECKH o0pa3, MEXaHHW3MM Ha BIUSHHE U
Oapuepu mpeJ Bb3MpUEeMaHeTo Ha HHGOopMaIs OT U30HpaTeNnunTe.

TeoperHuHaTa W NPAKTHKO-NPHJIOKHA HEOOXOAMMOCT OT pa3paboTBaHETO Ha
noz00Ha TeMa € CBbp3aHa C JMHAMHUKATa Ha Pa3BUTHUETO HA COIMATHUTE MEIHH B KOHTEKCTA
Ha TOJIMTHYECKUTE KOMYHHMKAIlMH, OT €HA CTpaHa, OT Japyra — TpaHchopmamusaTa Ha
rnapagurMara Ha MHOJUTUYECKUTE KOMYHHUKAIMM U IPEOCMHCISHETO HAa CTPATETUYECKHUTE
MOJIXOAM MPU U3TPAXKJAAHE HA UMUK B UHTEPHET.

Ipuao:kUMOCTTa M MOJIE3HOCTTA HA IMCEPTANMATA € HACOUCHA KbM H3BEKIAHETO
Ha TOJUTHYCCKH KOMYHUKAIIMOHHU TPAKTUKA W CTPATETHUU 32 W3rPaKIaHe HAa UMUK B
UHTEpHET. JIOKOIKOTO B HalIM JHU OyKBaJHO € HEBBb3MOXKHA MOJIUTUYECKAa KaMIlaHus 0e3
ynotpeba Ha MUGPOBHU KaHAIIM, MOCOYBAHETO HA KOHKPETHU JOOPH MPAKTUKH M KPUTHKATA
KbM KOMYHHUKAI[MOHHM TMOAXOAW, 1€ ObJaT oT mnoyi3a 3a noiutuuu, [IP exkcneptw,
MapKeTOoJIO3H, OJIUTOJIO3H, IIKPOKATa OOIIECTBEHOCT.

MoTuBanuaTa 3aJ] HaUCBAaHETO HA AMCEPTAl[MOHHHUSA TPy € OakajaBbpcKaTa MU
CTETEH 0 TOJUTOJNIOTHSI U MaruCThpCKaTa CTENEH MO BPB3KH ¢ 00IEeCTBEHOCTTA. TO3U TEKCT
HaATrpakaa AWIUIOMHAaTa MU paboTa, B KOSTO CBHINO H3CIEABAX KAHIUAAT-TIPE3UICHTCKH
KaMITaHWH.

Tezara B HacTOAIIMSA HUCEPTALMOHEH TPYyA €, Y€ HMHTEPHET MPENOCTaBs IIMPOK
MEIUEH HWHCTPYMEHTAapUyM Ha [OJUTHYECKUTE JMYHOCTH 32 OCBHUIECTBABAHE Ha
MO-MEPCOHATIU3UPAHN CTPATETMUECKH KOMYHHUKALMU 32 U3Tpa)xJaHe HA UMUK, Ype3 KOWUTO
Jia ce MOBIUAAT 300pHUTE pe3yaTard. [lonuTuinTe aKTUBHO M3MOJI3BAT COLMAIIHUTE MEIUU
3a aHraXXUPAHE Ha ayJUTOPHUATA B MOJUTUUYECKUS ITUCKYPC M 3a KOHLUEPTyaJIu3upaHe Ha UAEH
U mociaHus. Ynorpebata Ha IUTUTAIHUTE KaHAIM MO3BOJIsIBA J1a ObJe pealu3upaHo yqacTue
Yype3 KOMyHHKAIus 0e3 MEAMEeH TOCPENHUK. B ciydail, ue monuTtuyeckata KOMyHUKAIUS €
KOHCTpyHpaHa Bb3 OCHOBA Ha JIEMOKPAaTUYHU WUJEH 32 YECTHOCT U OTKPUTOCT, U3TPAXKIaHETO
HAa UMUK II€ Jaje MOJIOKUTENEeH pesyiarar. M oOpaTHOTO — ako ayAuTOpusATa Bb3NpUEME
MOJINTUYECKUTE TMOCIAHUA KaTO HEPEJIICBAHTHU Ha JIEMCTBUTEIHOCTTA, MOJIUTHYECKUAT
MMHUJDK HSIMA J]a TOCTUTHE 3aJI0KEHUTE LIEIIH.

O0exkT Ha W3CIEIBAHETO ca IMOJUTHYECKUTE KOMYHUKAIIMM B HWHTEPHET B

npean300peH NePHoI.



IIpenmer Ha M3cCileABAaHETO € MPOLECHT HA U3IPAKIAHE HA MMMJDK HA MOJIUTUYECKU
JUYHOCTHU B UHTEpHET B niepuona 2006 — 2016).

Ienra Ha n3cneaBaHETO € /1a ce MpOoyvyaT CTPATETMUTE 3a U3TPakJaHe Ha UMUK Ha
KaHIWJIaT-NPE3UACHTUTE Ha bbarapus upes3 aHanu3 Ha kamnanuu B nepuoga 2006-2016 .

3ajaum HA IPOYYBAHETO :

1) na ce pasmiena UMHIDKBT KaTO KaTeropusi B MOJIUTHYECKAaTa U KOMyHHKallMOHHATa
HAayKH U SBIICHHE B MPAKTHUKATa, KaTo c€ MACHTU(UIIUPAT OCHOBHUTE KPUTEPHH 32 UMUK Ha
MOJTUTHUYECKH JIUAEP;

2) na ce MpencTaBsIT OCHOBHUTE MOHATHA 3a (pOpMUpPaHE HA UMUK HA MOJIUTHYECKU
Iuzep;

3) nma ce ompenenu poisTa HA WUHTEPHET B mpoieca Ha (OpMUpaHE HA MMHJDKA Ha
MOJIUTUYECKU JIUAECp M Ja C€ HalpaBU aHAIW3 Ha BB3JACHCTBUETO HA COLUATHHUTE MEAUU
BbPXY (hopMupaHeTo Ha 00IIECTBEHOTO MHEHHE 32 IIOJIUTUYECKUTE JINYHOCTH;

4) na ce pasmienar ¢opmamHUTe M HehOpMaTHH IIaTGOPMH 3a IMOJUTHUYECKO
nosunronnpane Ha I'eopru IIspBanoB, Pocen IlneBnenueB u Pymen PaneB B coumanHure
MEIUH.

XPpoHoJIOTHYeH 00XBAT HA U3CJIeIBAHETO:

Oo6xBamia nepuona ot 22 okroMBpH 2006 1o 6 HoemBpu 2016.

Mertono/iorust Ha U3cjaeBAHETO:

N3cnenBanero € MHTEPAMCUUIUIMHAPHO W BKJIIOYBA IOXBAaTU OT IOJIMTOJIOTHYHATA,
KOMYHHUKAIlMOHHATa M COLMOJOrn4ecKara Hayku. OCBIIECTBEHO € MPOyYBAHE M aHAJIN3 Ha
JaUTeparypara Mo TemaTa Ha HM3CJIEABAHETO, 3a Jla MOXe Ja Obje M3rpajieHa TeopeTHyHara
paMKara Ha JUCEpTalMOHHUSA TpyAd. MeToabT HaOmIOAEHHWE € M3MOJN3BaH 3a CalToBe H
npodUIN B COLMATHUTE MEAUM HAa KaHAWJAT-NIPE3UTACHTUTE 32 IO-KOPEKTHOTO Bb3IpUEMaHeE,
PETHCTPUPAHE U OLEHKA Ha KOMYHHMKAllMOHHUTE CTPATErMM 33 U3IPaXKAAHE Ha MOJIUTHYECKU
umuk. [lopaan BpeMeBOTO OTaiedaBaHe OT U3CIIEIBAHOTO ChbOUTHE € HEBB3MOKHO MPSIKOTO
IIpOCIEesIBaHE HA M3rPaKJAHETO HA MMHUJDKA HA KaHAMJIATUTE 3a IPE3UACHT B COLIUATIHUTE
ME/INHU, 3aTOBa KOHTEHT aHAJIM3BT € OCHIIECTBEH Ha 0a3zaTa Ha BTOPHUYHH HM3TOYHHIIH.
[IpoBeneHo € eMOUPUYHO U3CIEIBaHE — METOJ Ha gonuTBaHeTo. Cbh3maneHa € aHkera ¢ 15
BBIIPOCA, Ha KOMTO ca OTroBopuian 50 pecrnoHAeHTH, MOoAOpaHM Ha CIIy4aeH HpPUHIMIIL.
AHKeTaTta TbpPCUM OTIOBOpP Ha BBIpOCa Kak ayJUTOPHUATAa Bb3IPUEMA IOJIUTUYECKUTE
MOCJIaHUS W HW3TPaXKJAHUS NOJUTHUECKHM UMUK Ha KaHAWJAT-TIpe3ujeHTuTe leopru

[IspBanoB (2006), Pocen IlneBnemuer (2011) u Pymen Panme (2016). AHkeTnpaHeTo €



U3BBPUIEHO B pPaMKUTE Ha egHa ceamuua upe3 ['yrba ¢opMmMc Ha npuHOMIA Ha
CTaHJAPTU3UPAHO OHJIANH MHTEPBIO.

KopexktHo € na Obae oTOensi3aHO oOlle B HA4YaJoTO, Y€ 3a M3CIEABAHMS NEPUOJ
UHTEpPHET C€ € pa3pacTHajJ KaTo MyATUMenuiHa Margopma, BB3HMKHAIM ca HOBU
COLMAJIHOMEAUHHU MapKH, ayAuTopusTa € craHaja mno-roisiMa. Ilopagu ToBa MMa
CBIIECTBEHA pa3/iMKa B HauWHA M MECTara, B KOUTO M3CIEIBAHUTE KaHIUAAT-IPE3UACHTCKU
CTpaTeruy 3a MW3TPAXKIaHE HAa UMUK Ca OCBHUIECTBABAHU. BB3MOXKHO € CpaBHUTEIHUAT
aHaJIMU3 HAa MOMEHTH J]a HE € II'BJIHOLICHEH, HO HE OTYMTaMe TOBAa Karo MUHYC, Thil KaTO HU
JlaBa MpeJCcTaBa 3a NPOMsHAaTa Ha KOMYHUKAllMOHHUTE CTPAaTerMy B 3aBUCUMOCT Pa3BUTHETO
U pa3pacTBaHETO Ha IIU(PPOBUTE KaHAIIH.

JlcepTauOHHUAT TPY/ € CTPYKTYpPHUHAH B YETHPH [JIABU.

[IbpBa m1aBa 3aaBa TeOpeTUYHATA paMKa Ha W3CIEABAHETO. B Hes UMHIDKBT ce pasriexia
CJIO)KHO KOTHHUTHBHO 00Opa3yBaHUE, KOETO IpEACTaBiIsABa ,,CbBKYMHOCT OT Bb3IPUATHS,
BIICUATJICHHUS, IPEAYOekKICHUs, 3HAHUS, UACHU, HACTPOCHUS, OIUT, OLICHKH U YyBCTBa, KOUTO
¢dopmupar obmecTBeHOTO MHEHHE . [IpocienieH € mbTAT Ha MOsBaTa Ha MOHATUETO UMUK U
SBJICHUETO € pa3MIeJaHO B KOHTEKCTa Ha IMOJUTHUYECUTE KOMYHHUKaluu. TeopeTHuHuTe
OCHOBHM Ca MOCTaBE€HH Bb3 OCHOBA Ha KPUTUYHMS aHAJIU3 HA Hay4Ha JITeparypa o Temara,
KOATO oOOXBalla 4YyXJIeCTpaHHM M Obarapcku aBtopu. dopmupaHeTro Ha oOpas3a Ha
MOJIMTUYECKU JIUJEP C€ pasmiexjJa Karo Ipolec, IMpU KOWTO €€ B3uUMar IpEeaBH]
paloOHaIHUTE apryMEeHTH U EMOLMOHAJIHOTO Bb3ZeicTBHe. THPCEHO € HaIW4YMeTO Ha
QJITOPUTBM 3a (OpMHpaHE HAa UMHUJKA HA MOJUTHUYECKU JHMJEP B OMUCAHUTE KOHLEHIMU 3a
¢dopMHpaHe Ha UMUIXKA Ha MOJIMTHYECKaTa JIMYHOCT. Pa3rienana e B3auMOBpbB3KaTra Mexay
MOJIMTUYECKUTE KOMYHUKALIMM U MEIMUTE M KaK JUHAMMKAaTa Ha MOJUTHYECKHUS MPOLEC €
Bb3MOXKHA Ype3 MEAUMHOTO OCPEAHUYECTBO.

Bropa mmaBa e ¢okycupaHa BbpXy mpoueca Ha (opmMupaHe Ha HMMKAa Ha
NOJUTHYECKUs Juaep. B Hes ca pasmienaHu NPUHLMIIM Ha MyOJMYHUTE KOMYHHKAlWH,
JIOKOJIKOTO CTPATErMMUTE U JEHCTBUATA 32 U3rPaKJaHE HA MOJUTUUYECKH UMUK CE OCHOBaBaT
Ha KOHIICTIIIUHUTE 3a paboTa HE caMO Ha BPB3KUTE C OOLIECTBEHOCTTA, HO M Ha peKJIaMara.
Ta3u m1aBa ChILO € TEOPETUYHO OPUEHTHPAHA U € BaXKHA 3a MOTBBPKAABaHETO HA Te3ara. 3a
HEIHOTO HamKMCBaHE OTHOBO € U3IMOJI3BAH UHTEPAUCIMITIMHAPEH MOAXO0/, 3aI10TO ¢4 HAJIMYHU
penuiia pelieBaHTHU Ha TeMmara MyOJMKalllu, HAUCAHU OT IMOJMTOJO3H, KOMYHHKAIIMOHHU
€KCIIEPTH, CEMUOTHUILM, IICUXOJI03U U T.H. B M3cieaBaHusTa BakHa T€Ma € 3a U3IPaXJAaHETO
Ha oOpa3a Ha IOJUTHYECKUS KaHAMJIAT Bb3 OCHOBA HA PEATHHUTE HYKIH, MOTPEOHOCTH,

O4YaKBaHHA HW HHTCPCCHU Ha I/I36I/IpaTeJII/ITe. 3aroBa ca pasni€cgaHul HAYUMHHUTC Oa 6’L,He



OTIOBOPEHO Ha ayJUTOPHUTE Harjlacu M Ja ObJaT OCHILECTBEHH AMHAMUYHU U MOACPHU
MOJIMTUYECKU KOMYHUKAIIMU B MTOJKpENa Ha N3rpaskJaHUs UMHJIK.

Tpera maBa e cbcpeOTOUEHA BbPXY NPUHIMIIUTE HAa OJTUTHUYECKUTE KOMYHUKAILIUU B
unTepHeT. [locouenu ca mpenuMcTBaTa Ha MpeskaTa Karo MyJTUMeaAniiHa npatdopMma, KbIETO
HYXXHaTa ayIuTOpHsl MOXKE JIECHO Ja ObAe MACHTU(pHUMpaHa U (QparMeHTHpaHa, Aa Obaar
MOCTPOEHU padoTeIy MOoCHaHus, a ObJe NMPOMEHEHa KaMIaHWs B JBIDKEHHE, 1a Oble
MPOBENEH pasroBOp ¢ u30UpaTenuTe B peajHO BpemMe H T.H. V3BexmaHeTo Ha
XapaKTePUCTUKUTE HAa MHTEPHET U MO-KOHKPETHO Ha COIMAJIHUTE MEIUU Karo cpela 3a
JMHAMUYHA MTOJUTHYECKAa KOMYHHMKALUS U 3@ U3TPAXKAAHE U 3aTBbPKIaBaHe Ha MOJUTHYECKU
UMUK € BaKHO C OIVIe]l Ha MPOBEJCHUTE OT aBTOpa M3cieaBaHMs 3a (popMupaHe Ha UMUK
Ha OBJIrapcku KaHaAuaaT-npe3uaeHTu B nepuoaa 2006-2016.

YerBppTra miIaBa MOKa3Ba pE3YyJITAaTUTE OT aHajlIM3a HA KaHIUAAT-TPE3UIHETCKU
KamnaHuu B couuanHure meauu Facebook m YouTube. M360pbT MM He € ciydaeH, a ce
OCHOBaHa Ha (akTa, ye JABETEe MeIuM ca cpel Hal-momynapHute B bwarapus. Facebook e
OCHOBEH KaHal B ObJrapckara KOMYHUKAI[MOHHA TIPaKkTHKa 3a pa3NpOCTpaHEHHE Ha
uH(popMaIus ¥ U3rpaKIaHe Ha UMHK 4Ype3 U3I0J3BAHETO Ha IEJICHACOYCHH KaMIIaHUH, a
YouTube ce um3mo3Ba cwh3maBaHe Ha COOCTBEH OpaHIAMpaH KaHal, KBJIETO C€ ,U3IbYBa‘
cobcTtBeHa TeneBu3Ms. M300pbT ce ocHoBaHa Ha cienHuTe JaHHU: Facebook e ycmsn na
MIPOHHMKHE B KUBOTA, YOSIKICHUATA U pelIeHusATa Ha Hajx 60% OT MHTEpHET MOTPeOUTENNTE U
noseue oT 30% ot HaceneHueTo Ha brarapus karo 1suo. B bearapus YouTube e u Tpetusit
Haii-roceniaBan cait (npeau Hero ca Facebook u Google). IIpoBenenuTe u3cnenBanus TyK
LEeIT, OT €AHAa CTpaHa, Ja ONMINAT CTpPaTeTMUTEe 3a U3rpaXKIaHe HAa HMMHK Ha
kanaupar-npesugenture I'eopru IIspBanos, Pocen Ilnesnenues u Pymen Panes, a ot apyra,
Yype3 MPOBEIEHO AHKETHO MPOyYBAaHE cpell M30uparenu, Ja ce MPOCIEAN YCHEIIHOCTTa Ha

IMPOBEACHUTC KAMITAHUHUTC.

[Ipu nogbopa Ha HaydyHa JuTepaTypa MO TEMaTa 3a M3rPaKJaHE Ha MOJIUTUYECKHU
MMHDK B WHTEPHET CE OKa3a, 4e BCE OIle MMa ACPUIMT Ha W3CIEABAHUATA B TOJETO HA
MOJMUTHYECKUST MapkeTuHr. [lopagu oTyMTamMe Ba)KHOCTTTa Ha HACTOSILOTO H3CJIE/IBaHE,
oco0eHo 3a ObJrapckara MONMTUYECKAa KOMYHHUKAIIMOHHA JEHHOCT B MHTEPHET, Thil KaTo
cMsITaMe CJIe]] aHAIHM3 Ja TPEJOCTaBUM MpaBuiia, KOUTO OWxa OWIM OT Mo3a 3a MOJUTHIIH,
[IP cnemuanucTi, KOMYHHKAllMOHHU €KCIEPTH, WPENOBaTENH, CTYACHTH W BCHUYKU

3aMHTPUTYBaHU OT TeMmara. M3cienBanero OM JONPHUHECIO 3a 3abJIBAHETO HA HAy4YHO U



MPAKTHUKO-IIPUIIOKKHO IT0JIC, KaCacIll 6’[>J'Il"apCKI/ITe MOJUTUYCCKHU IIPAKTUKHU 34 U3TPAKIAHC HA

UMUK,

JlcepTallMOHHUAT TPYA € Hay4yeH OIMUT Jia Ce OMUIIAT CTPATEruUTe 3a U3TrPAKIaHe Ha
MOJMUTUYECKU UMUK HA KaHIUAAT-NIPE3UACHTUTE B bhirapus 3a mociaeqHUTTe 1eCeT TOAUHU
U 1O TO3U HAYMH J1a C€ MPEUIOKHU KAKTO TEOPETHUYHO OOSCHEHHWE Ha KOMYHUKAIIMOHHHUTE
JNCHCTBUS W TEXHUS eEKT, TaKa U JIa c€ JaJie MPAKTUKO-TIPHIIOKHO 3HAHHUE OT IJIEJHA TOYKA
Ha TEXHUKUTE 3a (opMUpaHe Ha OOLECTBEHOTO MHEHUE U MPUCTHIIBAHETO KbM JIEHCTBUE TIO
BpeMe Ha u300pu. 3acMYaHEeTO Ha TMOJIUTUYECKUTE KOMYHHKAIIMOHHU TPAKTUKH U
BB3IPUEMAHETO UM OT ayJuTOpusATa IMO3BOJIIBA Ja CE€ Jajar MO-KOHKPETHH HACOKH 3a

IMPOBCIKAAHCTO HA e(i)eKTI/IBHI/I MOJIMTUYCCKU KOMYHUKAIIUU B UHTCPHCT.



NMbPBA INMABA. TEOPETU4YHU OCHOBU HA U3CNEABAHETO HA
NMPOBJIEMA 3A UMUOXA HA NMONTUTUYECKATA JINYHOCT

NMHUIKBT € 10CTa CIIOKHO KOMIUIEKCHO KOTHUTHBHO OOpa3yBaHHE, KOETO BKIIOYBA
MIPE/ICTaByU, MO3HAHUS M MHEHUA. Te ChIIEeCTBYBaT BUPTYaJHO B YOBEIIKUTE CHh3HAHUS HA
MPEJICTaBUTEINTE Ha BHHIIIHATA CPE/Ia, KaTO Ce€ TeHEepHUpaT U 3aKpemnBar Moj Bb3/AeHCTBHE Ha
JTUYHUTE BB3ONPUATHS H OMNWT, MOJ BIWSHHE HA ABTOPUTETHU UYKIM MHEHUS U Ha
MacMeIuHTe, Karo (yHKUIUSATAa Ha MacMEIMUTEe B TO3M Ipolec € ompeaensma. VMeHHO
3aI0TO M3TPAKIAHETO HA MMHJDKA BKJIIOYBA CHBKYMHOCT OT JAEHCTBHUS, MOXKE /1a C€ TBBPIIH,
4ye pe3ylTarbT HE € YCTOMUMB BbB BPEMETO M Ca HEOOXOAUMHU HENPEeKbCHATH MHOTOIIOCOYHU
nogxoad. MMWKBT Ha Mapkara € OCHOBEH JBUrareJ] Ha Kamuraja Ha Mapkara'?,
CrhluecTBeHa XapakTepUCTHKA HA UMHJIXKA €, 4Y€ BUHAru € CyOeKTHBEH U JINYEH U C€ OCHOBaBa
Ha HarjacuTe, BSIPBAHHUATA M JUYHUTE IEHHOCTH Ha JaJCHO JIMIIE M HE CE OCHOBaBa Ha
HHKAaKBa OOEKTMBHA MCTHHA'”,

[lonsiTuero ,, MUK € BBBEACHO B HayKaTa OT aMEPUKAHCKUTE HUKOHOMHCTH b.
Ilapaasp u C. JleBH U ce OTHAcs CTPOro KbM CTOKHUTE M masapa. TsxHara aeuHunms 3a
MMUDK HAa Mapkarta ce cudrta 3a mbpBara (1955) u macu: ,,JoBa € ClIOXEeH CUMBOJ, KOUTO
MIPEICTARISIBA PA3IUYHU UJeU U aTpuOyTu. Tol Ka3Ba Ha MOTPEOUTENMTE MHOTO Hema |... ]
ype3 Habopa OT acolMalMH, KOUTO € M3Tpaauil U MPUAOOMI Karo myOnudeH OOeKT 3a
OIpeIENEH TIEPUOL OT BpeMe, '+

Cakcena u Jlxap mnpeajarar NEepUOIM3MpAHE Ha M3CIEABAHUATA 3a UMUKAa Ha
Mapkara mo jAeceTwyieTus. TSXHO H3cliefiBaHe BBbPXY Pa3BUTHETO HA IVIEAHATa TOYKA KbM
UMUKa, 000011aBa MO CIEIHIS HAYMH HAyYHOTO Bh3IPHEMaHe HA TIOHATUETO:

® 1950-te mo 1970-te romMHM: UMHUKBT HA MapKara ce pasmiexaa karo cOop oT

KOTHUTUBHUTE W €MOIIMOHAJIHU BB3MPUATHS Ha KIWEHTa, OCBEH (DU3MUECKHUTE

XapaKTEepUCTUKU HA NPOAYKTA; MUMMKBT KATO 3HAYEHUS, CHUMBOJU M ACOLMALHNU

(BsipBaHMs, 4yBCTBA U HAIVIACH);

e 80-Te TrOIMHHU: CHMBOJMYHOTO BB3IMPHEMaHE HAa MapKara; H3CJIeJ0oBaTelInTe ca

W3MOJI3BAIM CHOOIICHHUS, 3HAUEHUS M acCOLMAllMH, 3a J1a U300pa3aT HeMaTepUaTHU

BB3NPUATHUA HAa YMOBCTC Ha CBOUTC KIIMCHTH,

12 Biel, Alexander L. "How brand image drives brand equity." Journal of advertising research 32.6 (1992): 6-12.
3 Nitin Kumar Saxena, Upinder Dhar. Brand Image: A Seasoned Review. Asian J. Management; 2017,
8(1):103-106. doi: 10.5958/2321-5763.2017.00016.

4 Gardner, B. G., and Levy, S. J. (1955). The product and the brand. Harvard Business Review, March-April,
33-39.



e 90-Te TOAWHHU: UMUJDKBT Ha MapKaTa € OTACIICH OT UMUJKA Ha ITPOAYKTA; KOHICIIIHA

3a MACHTUYHOCT HA MapKara, KOATO NPCACTaBIsIBa YHHUKAJICH Ha60p OT aconualmu,

KOMTO THPrOBLIUTE HA MapKara e CTPEMSAT Ja Ch3/1aaT WM HOIbPKAT >,

ABTOpI/ITC npejaratT u B TaOIMYeH BUJ XPOHOJIOTHATA HA HAYUYHHUTC p33pa60TKI/I B

IMMOJICTO Ha UMHJI?Ka Ha MapKara.

Xpononozuunusam npexoo Ha depuHUUUAMA HA UMUOIHCA HA MapKamd

Tabmuna 1: XpoHOJIOTHYHUAT NMPEXo Ha AeHUHHIMATA HA UMHUKA Ha MapKaTa

Kora BbB BpemeTo
(ronuHu)

ABTOpH

Onpenenenue

1950 r

Tapauwp u JleBn, 1955 ¢

HaOopwure ot unen, 9yBcTBa U
Harjacu, KOUTO MOTPEeONTENNTe
nMart 32 MapKHTe -
"conmanHara u
MICUXOJIOTUYECKa IPUPOJIa Ha
mpoxykTute"

Maptuno, 1957 r

NmumxbT HAa MapkaTa e
CHMBOJI Ha JIMYHOCTTA HA
KyIyBaya

Hioman, 1957 r

Enna Mapka Moxe j1a ce
pasmiexnia kato cOopeH oopas
Ha BCHYKO, KOETO XOpara
CBBP3BAT C Hesl

1960 r

Xepror, 1963 T

WMuOKBT HA MapkaTta €
cOOpPBT OT UMIIPECHH, KOUTO
MOTPEOUTENAT MOTyyaBa OT
MHOTO U3TOYHUIIU

CeMmppc, 1964 r

Wnesita, e naseH NpoayKT
nMa BB3IIPHETa POAYKTOBA
CHUMBOJIMKA - ,,BB3IIPUETA
MIPOAYKTOBA CUMBOJIMKA

I'py6 u I'patBon, 1967 r

ITcuxnyeckara uim
CHMBOJIMYHATa CTOMHOCT Ha
CTOKUTE, 3aKyII€HU Ha 1a3apa

1970 r

Ilonmman u Msena, 1973 ¢

VMumKBT Ha IPOYKTa ©
LIEHEH 3apaJii HeroBara
IIOJIE3HOCT KaTo CMMBOII Ha
TIPECTHK

JleBu u I'muk, 1973 r

KoHriemnusta 3a UMUKa Ha
Mapkara yMmecTHO 00001aBa
uaesTa, ye moTpedurTenure
KyIlyBaT MapKu HE CaMo
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Nitin Kumar Saxena, Upinder Dhar. Brand Image: A Seasoned Review. Asian J. Management; 2017;



3apajii TEXHUTE (PU3MYECKU
aTpulOyTH M QPyHKINU, HO U
NOPaJIU 3HAYCHHATA, CBEP3aHH
C MapKHTe

JleBu, 1978 ¢

Cwmec oT pusndeckara
peaHOCT Ha NPOIYKTa U
BApBaHUATA, HAITIACUTC U
YyBCTBara, KOUTO Ca JIOLTH JI0
MPUKPEIICHOTO KbM HET0
3HAYCHUC KaTO HAYYCHU WU
CTUMYIUPAHU OT ChCTaBHUS
OIIUT, KOHTO XOpara uMmar ¢
MPOJYKTa

Berunrep, Hoycwen u Yenc, 1979 r

(BP) [IponykTute m300pa3sBat
JIMIHOCTTA, N300pakeHue 3a
,,Bb3pacTeH" 1 300pakeHne
,JIETe -N300paxeHne 3a
BB3PACTTa HA MOTPEOUTEIIUTE
HAa MPOAYKTa

1980 r

Bapy, 1983 r

[pu cuMBOTHYHHS
MOTpeOUTEN HHTEPECHT Ce
KpHE B U3CIEBAHETO HA
poJIATa HA MPOAYKTHTE KaTo
,,ChOOIIEHHU" -
,,CBOOIICHHSITA, TIPEIaBaHU OT
MIPOTYKTHUTE

Peitnonac u I'yrman, 1984 ¢

[TponykToBH N300paKkeHNUs -
CBHXPAHEHH 3HAUYEHUS], KOUTO
WHIUBUIBT UMa B IAMETTA,
JIMYHU ¥ COLMATHA

Habop ot 3naueHns u
ACOLMALNH, KOUTO CIIy’KarT 3a
pasrpaHuyYaBaHe Ha MPOLYKT
WM yCIIyra OT HeroBaTa
KOHKYPEHIUSA

XenabH 1 Yunsme, 1985

JlnyHOCTTa HA MapKaTa WiH
XapakTepbT Ha MapKaTa He
BKJIIOYBA HHIIIO ITOBEYE OT
OIMCaHKe Ha MPOAYKT, CSAKALI e
YOBEIIKO CHIIECTBO -
"xapakTep Ha Mapkara"

Cupru, 19851

IIpenanonara ce, 4e NpoayKTUTE
AMAaT UMUK Ha JIMYHOCTTA,
TOYHO KaKTO XOpaTa ro MpaBsiT
- "UMHUDK Ha TUYHOCTTA"

Huxtep, 1985 r

WMupKbT Ha Mapkata e
KOH(UTYpausTa Ha IsII0TO
osie Ha 00eKTa, peKiamara u
I0-BAYKHOTO - PA3MOIOKEHUETO
Ha KIIMEHTAa U Harjlacara Ha




€KpaHa, Ipe3 KOITo Ton
HaOJTIOIaBa.

Opunman u Jlecur, 1987 ¢

Tlcnxmyecka mo3umms,
pazOupane UK oleHKa Ha
MPOIYKTa, KOUTO CE PA3BUBAT
10 HEC/Ty4acH HAuuH,
(dbopmupar B3auMOACHCTBHE
MEXKITy Bb3IPUEMAIITHS U
CTUMYyJIa Ha TPOJYKTA -
TICUXOJIOTUYCCKO 3HAYCHUC

Hbpmxu u Crioapr, 1987 ¢

Bceku nmpoayKT niam Mapka uMa
"cMuCIOB Tpodr", KOUTO ce
OTIpezIesst KaTO KOMIUIEKC OT
KIIFOYOBH 3HAUCHUS, CBbP3aHU
C MPOAYKTa WIIK MapKara, Ha
TOBa, KOETO MPOIYKTHT
O3HadyaBa CUMBOJIMYHO B OYUTC
Ha rorpedutenure - "3HadeHUE
Ha mapkara"

1990 r

Jo6nu u 3unxan, 1990 r

ToBa o3HauaBa, ue
MOTPEOUTENUTE CE ACOIUUPAT
C IPOAYKTa Bb3 OCHOBA Ha
{onuT, BrIeYaTIICHHUS,
BB3NPUATHS |} Ha
{byHKIIMOHATHHY,
€MOIIMOHAIHU, CHMBOJIHH }
MpeIMMCTBA Ha MapKara

Aaxkep, 19911

(BA) Benuko B mamerra Ha
MOTPEOUTEISI, CBBP3aHO C
KOHKpeTHa Mapka (ctp.109)

Habop ot acornmanum,
O0OWKHOBEHO OpTaHU3UPAHU TI0
HSKAaKbB CMUCIICH Ha4MH

Acomnuanuunre, CBbp3aHu C
Mapkara

buen, 1992 r

Kasctep ot arpulyrti u
ACOIMAINH, KOUTO
MOTPEONTENNTE CBBP3BAT C
HNMETO Ha MapKara

2000-Te

Kenep, 1993 r

Bn3npustuero 3a gaaena
Mapka, OTpa3eHo OT
acoIMaIuuTe 3a Mapka,
3ana3eHU B MamMeTTa Ha
norpedutenure (ctp.3)

(BA) Nndopmannonuure
BB3JIH, CBBP3aHH C Bb3elia Ha
MapKaTa B aMeTTa Ha
MOTPEOHTENS, KOUTO ChIBPIKAT
3Ha4YEHHETO Ha MapKara 3a
MOTpeOUTENNTE




Aakep, 1996 ¢ (BI) Yaukanen nadbop ot
ACOLIMALUH, KOUTO CTPATEr'bT
Ha MapKara ce CTPeMH Jia
Ch3/a/1e WIH MOAbpKa

Poc, Jlxxetimc u Baprac, 2006 T (BA) Mucnure, KOUTO HaBaT
Ha yM BeJHara ciej
M3BUKBAHETO HA MapKaTa

Kenep, 2008 r [ToTpeduTenckuTe Bb3MPHATHS
3a KaKBUTO U Jja OMII0
NPEeIIOYUTAHNS 32 MapKa,
U3MEPEHHU Ype3 pa3IMIHUTEe
BHUJIOBE aCOLMALIIH 32 MapKa,
3ama3eHu B mamerra (ctp. 636)

Bo3npusrusra Ha
oTpeOuTENs 3a MapKara,
0Tpa3eHH OT Habop OT
acoLMalNHU 3a MapKa,
ChXpaHsBaHH B ITaMETTa Ha
norpeduTens (ctp. 384)

Poit u banepmxu, 2014 r Bo3npusaruero 3a Mapka, KOETO
ce ¢popmupa B Tporieca Ha
JICKOANPAHE Ha aCTIEKTHTE Ha
UAEGHTUYHOCTTA HA MapKara

(ctp. 2)
AncenmMcon, bouneccon u MoxaHcoH, AconManuuTe 1 BSIpBaHUATA,
2014 r KOUTO KJIMEHTHT UMa 110
OTHOIIICHHE Ha Mapkarta (CTp.
4)

W3rounuk: 3abenexka: AranTupaHo ¥ MoauQuUIUpaHo oT ,,.B ThpceHe Ha MMMIKa Ha MapKaTa: aHalIHu3 Ha ocHoBara“. (cTp.112), or Dobni,
D. n Zinkhan, GM (1990), Copyright 1990 ot Aconmarnusra 3a norpedurenckn uscnenpanus. BP= Jlnunoct Ha mapkara, BA=Acouunauun
Ha mapkara, BI=Mmumk v

MoykeM J1a HalmpaBHM CJICIHUTE M3BOAM OTHOCHO KOMITOHEHTUTE HA MOJIUTHYECKUS
UMUK, TIpoIleca Ha HETOBOTO MpeobdpasyBaHe U GpopMupaHe, KAKTO U pOJisATa Ha MEIUUTE B
TO3H TPOLIEC.

[I5pBO, MO OTHOIIEHWE HA HAYYHUTE W3CIICBAHUS HA TeMa UMUK O€ BHISHO, 4Ue
rojasiMa 4acT OT TiIX ca (OKycHpaHU BBpPXy MMHUPKa Ha Mapkara / MpOIyKTa, a HE Ha
TUYHOCTTA. MOTHBAIIMOHHUTE H3CieqBaHus (0T BpemeTo Ha JluxTep) aeMoHCTpupar
MOAXOA KbM OJYIIEBSIBaHE Ha MNPOAYKTa, T.€. MPOAYKTHT Karo JHYHOCT. Makap
ChBpEMEHHATa JIMTeparypa Jia oTAaBa MbPBEHCTBOTO Ha ['agubp U JleBu 3a nedunupane Ha
umuka npe3 50-te roguHu Ha XX B., TO HUE OTKPUXME, Y€ ChIIECTBEH MPUHOC 32 UEsTa
3a UMHUJKA, U MO-CHEIUATHO HA MOJIUTHYECKUS UMUK, € uMajl Yourse npe3 20-Te roguHu

Ha XX B.



ITorBbpau ce, ye UMa ACPUUUT HA HayyHa JUTepaTrypa MO TeMaTa 3a MOJUTHYECKUs
UMUK, KaTO MHTEPECHT € HACOYEH OCHOBHO KbM KOPIIOPATUBHUS U NMPOLYKTOBUS MMHJIK.
OTKpuXMe MHTEpPECHM apryMEeHTH B IOJKpeNa Ha MJeATa 3a Bpb3Kara MEX]y LIOYyTO U
MOJIUTHKATa MPU U3TpakJaHe Ha MyOnIUyHUS 00pa3 Ha MOJUTUKA, KOETO MOXE /1a Ce OTpasH

HCETAaTHUBHO BbPXY ACMOKPATUYHUTC IIPUHIUIIN U ,,‘IYBaHeTO“ Ha MOJIUTUYCCKUTC ITOCTIaHuAd.

AHanu3bT Ha CHINECTBYBAIIUTE NEPUHUIMN 32 WMHUJDKA HU TO3BOJNH Ja W3BEIEH
HCTOBUTC XaApPAKTCPUCTUKHU, KOUTO Ca BaJIUIAHHU HW 3a MOJIUTHYCCKUTC KOMYHHUKAIIUH.
Kareropuyno pocturHaxme [0 3aKIIOYCHHETO, Y€ M3rPa’kKIaHET0 HAa HMHIK e
MHOIOKOMIIOHEHTEH TpoLec U NMPHUTeKaABa KOMILJIEKCHOCT. PasriexnamMe MMuIKa Karto
CHbBKYIHOCT OT WHJeH, YYBCTBA, HAIJIaCHM, CHMBOJIM M BSIPBAHHUS, KOMTO Cb31aBaT
COIMAJTHATA M MCHUXOJOTHYeCKa MPUPOoAA HA NpoayKTuTe. UMMIKBT € my0au4eH 00eKT
3a ompeaejeH nmepuoa or BpeMe. Toil e cy0eKTHBEH M JHYeH M He Ce IPaJaM BbPXY
o0exTuBHA uctuHa. [lpuTe:kaBa cujiara ja Biusie BbPXy 001eCTBEHOTO MHeHue. Moike
Aa 0b/ie MOCTPOeH BbPXY CTePeOTHMNHHU uAeH. PazinyHu no cuiia m xapakrep pakropu
MOTraT /ia MOBJMASAT NP Bh3NpueMaHeTo My. M3rpa:kaaneTo Ha MMIIK LeJIU 1A Ch3ajie

HIACHTHYHOCT Yp€3 €MOLIMMA.

ToBa pa3OupaHe 3a MMHKA IO MPHUHIMI, B MOJUTUYECKH KOHTEKCT M3IVIEKIA IO
CJIe/IHUSI HAYUH:

o [loMWTHYECKHUIT UMUK € CTEPEOTUIICH H €MOIIMOHAHO OI[BETEH 00pa3, KOUTO ce
€ pa3BWJI B MacoOBOTO Ch3HAHHE B PE3ylTaT HA KOMOWHAIUS OT LIEJICHACOYCHU U
HEeMpeIHAMEPEeHU JCHCTBHS M MOCTOSHHO CE€ BB3IMPOU3BEKIA OT CaMHs CYyOCKT H
MCOUUTE.

e OcHoBHUTE (GYHKIMM Ha TMOJIUTUYECKUS MMHUK BKIIOYBAT (YHKIMHUTE Ha
uaeanu3anysi, UACHTH(PUKAIUSA, OMO3UIMSA, eCTeTUYeCKa, HOMUHATUBHA U
azpecupaiia QyHKIUH.

e lIMHIKBPT Ha TOJNUTHYECKH Juaep ce audepeHnupa B obOpaza, HEoOXoquM 3a
MO-yCIICIIHO W MNPOAYKTHBHO IpHJIaraHC Ha HETOBATa IOJWUTHKA, UMHUIKA, KOHUTO
JeiicTBa B 00ILIECTBEHOTO Ch3HAHKME HA T'PaXKIaHUTE.

e 3HaueHUETO Ha pOJsATa Ha MeauuTe 3a (POPMHUPAHETO U TPAHCPOPMHUPAHETO Ha
HMUJKA HAa IOJIMTUYCCKHU JIMICP.

CeiecTByBaT peauiia COIHMATHO-OPTAHU3AIMOHHU W TOJUTUKO-MKOHOMHUYECKU

(bakTopu, KOUTO BIAUSAT BHPXY (DOPMUPAHETO HA MOJIUTUYECKUS UMUIK.



IIpu dopmupanero Ha oOpa3a Ha MOTUTHUECKH JHAEP € HEOOXOAUMO Jla ce B3eMar
MpEABHUJI HE CaMO PAUMOHAIHUTE AapryMEHTH, HO U EMOLIMOHAJIHHUTE aCIEKTH, KOUTO
AKTUBHO BIIMSST BBPXY MAacOBOTO Cbhb3HaHUE. ToBa 0OOCTOSITEJICTBO B MHOTO OTHOIICHHS
MpaBUd yMOPABJICHUETO HAa TOJUTHYECKM HMHDK W TpomaraHjara IMoJ00HU, KOETO ce
M3M0J13Ba AKTUBHO OT CIIELUAIIMCTUTE U J0 JHEC.

YCTONYUBHST O3UTHBEH UMUK, (OPMHUPAHOTO ONArONPUITHO OOIIECTBEHO MHEHUE
YKpenBarT MO3UIMUTE Ha MOJUTHYECKaTa JTUYHOCT. VIMHDKBT Momara Ha IMyOJIWKUTEe aa
YIpaBisiBaT COOCTBEHOTO CH MOBEAEHHE CHPSIMO JUYHOCTTA: ako T € J00pe Mmo3Hara U ce
MoJi3Ba ¢ J00po MMe B OOIIHOCTTA, TO TS FapaHTHpa JOBEPUETO Ha MyOIHKHUTE, aKO IMbK HE —
HEraTUBHUAT UMUK € IOCTAaThUeH apryMEHT 3a MyONUKUTE Aa S N30sTBar.

be wu3BemeH CeNEeMKOMIIOHEHTEH airopuThMm 3a (QopMmupaHe HA HUMHUIKA Ha
MOJIUTUYECKH JIMAEP C XapakTepUCTHKH Karo JETEPMUHHU3BM, MAaCOB Xapakrep H
edekTuBHOCT. V3BefieHN ca U KIIOYOBUTE MOHATHA, CBbpP3aHHU C (GOPMUPAHETO HA UMHJIK:
MO3UIIMOHUPAaHE, BB3XOJ, 3alma3BaHe, HamalsBaHe. Pasriegaxme chino U 060co0sBaHETO HA
Hal-XapaKTepHUTE YEPTH HA MOJMTUYCCKUS Ma3ap U OObpHaXMe BHHMAaHHE Ha OMAcHOCTTA
,JEMOKparusaTa aa aerpaaupa B mnoiutudecku mnazap™ (Typen). Tvil karo HEeITHOKpPATHO
MpaBUXME Bpb3Ka MEXIy HMHUPKa Ha OpaHzna (MpoAyKTa) W HMMMJKA Ha TOJUTHKA,
orOens3axMe, Y€ TOBA HE BHUHATH € MO3WTHUBHA peNalus M MOAXOMA, Thil KaTo MOXeE Jia ce
MOJY4YHd TOTAJdHA HWHTEPBEHLHMsS Ha KOPIIOPAaTUBU3MA B TOJHUTHKAaTa WU Ja C€ pPa3sMUAT
TPaHULIUTE HA TIXHOTO JOMYCTUMO ITPOCTHUPAHE.

MeauatusupaHeTo Ha NOJUTUYECKUS HUMHUJDK € BB3MOXKHO CJI€J IPEIBAPUTEITHO
u3rpajieHa KOMOWHAIUS OT COLMATHU XapaKTePUCTUKH U TICUXOJOTHYECKU AapXETHUIIH.
[TonuTnueckata KOMyHUKALMS € AMHAMHYEH MPOLEC, MPU KOWTO PETOpUKATa Bb3IACHCTBA
BbPXY AyOUTOPHATA YpE3 MEIUUTE U MO TO3M HAYMH CE pean3upa Bpb3Ka MEXAY aBTopa Ha
cboOIIeHHeTo U penunuenta. GopMupaHeTo U MOMyIIPU3UPAHETO HA UMUKA Ha MOJUTHKA
WIM TOJUTUYECKAa OpraHu3alus B HMHTEPHET W3UCKBA I[IO3HAaBaHE Ha cpejara,
npodecHoHaNM3bM U BHUMATENICH IMOJXO0J, KOMTO M3KIII0YBA M3IOJI3BAHETO HA HETPAaBUIHU
MeTonu Ha padoTa, KOMTO MOTAaT Jla HaHecaT MoBedYe Bpenu Ha oOpas3a Ha MOJIHMTHKA MU

IMOJIMTHYCCKA OpraHru3anus, OTKOJIKOTO Ja JOHECAT IOJI3H.



BTOPA INMABA. NPOLEC HA ®OPMUPAHE HA UMUOXXA HA
NONUTUYECKUA NUOEP

IlenenacoueHoTo (popMHUpaHEe HA MOTUTHUECKH UMUK € TPYAOEMBK Ipoliec, KONTo
BEYE HE MOXKE JIa C€ U3BBPIIBA OT OT/ACJIHU JIMIA, & OT CIICUAIM3UPAHH areHIIuu. B qHenHo
BpEME HHUTO €IWH YyBa)kaBalll ceOe CH MOJIUTUK HE MOoxe 0e3 MOoMOoIlTa Ha TaKhBa
CHEIHAJIUCTH.

W3cnenBanero Ha  TICHXOJOTHMYECKUTE  3aKOHOMEPHOCTH Ha  (OPMHUPAHETO,
(GYHKIIMOHUPAHETO M YIPABIEHUETO HA MOJUTHYECKHs HMHDK TpsOBa Ja ce cuuTa 3a
IEHTPAJICH Hay4deH NpoOieM B o0JlacTTa Ha MOJUTHYCCKUAS WMHIDK. Pa3BUTHETO Ha
TeXHONOruuTe 3a (opMUpaHe HAa €(PEKTUBEH UMUK 3aIBbJDKUTEIIHO TIOCTaBsl TIpen
ChBpEMEHHaTa HayKa 3a/1a4yaTta 3a KOMIUIEKCHO MOJIeJIipaHe Ha UMUIKA.

dopMupaHeTO Ha UMHUKA CE BIUSC OT KOMyHUKALIMOHHUTE OapuepH, ChIIeCTBYBAIIH
cpen Hacenenuero, ¢untpu ("moepue" u "HemoBepue'), CTEMEHTa Ha ChIVIACYBaHOCT Ha
BCHYKM BepOaJHM M HeBepOaJHM acleKTH Ha KOMYHMKAIMATa. BcuYku Te3u sBICHUS
YHHUBEPCAJIHO BIUSAT BBPXY ,,€CTECTBEHMs MPOLIEC HA ONO3HABaHE HA XOpaTra U MO TO3U
HaYMH BBPXY (popMupaneTo Ha 0Opa3a Ha MOIUTHUKA.

[TonUTUYIECKUAT UMUK € HEOOXOIMM KAaKTO Ha HETOBUS HOCHTEIN, 3all0TO MY JiaBa
WIGHTUYHOCT, Taka M Ha IyOJIMKHTEe, HA KOMUTO NoMara Ja YIpaBisiBaT COOCTBEHOTO CH
MOBEJICHHE CHPAMO JMYHOCTTa. MMHKBT € BakHa 4acT OT mpoleca Ha (opmMupaHe Ha
o0mecTBeHOTO MHeHHe. Penanusara MMUIK — OOLIECTBEHO MHEHHE HMa ChIIECTBEHO
3HaueHHe, Thil Karo OOIIECTBEHOTO MHEHHE C€ Pa3TIIexk/a KaTo MHCTPYMEHT 3a peryiupaHe
Ha COIMAIHUTE, MOJWTHYECKUTE W HPABCTBEHHWTE 3aJBJDKCHHUS Ha JaJieHa JMYHOCT WU
opranmzanys. JJoOpust myOnuueH oOpa3 e pesynrar oT TpH BaXHH (pakTopa: n3paboTBaHe Ha
NeyeNrBIIa KOMYHUKAIIMOHHA CTpaTerys, MpaBuiIeH U300p Ha MEIUIHU KaHAJIH U a/IeKBaTHO
MenuitHo npuchcTBre (CTOMKOB).

CpmiecTByBaT TpU WIETHH TOYKH OTHOCHO CBIIHOCTTA HA IOJMTHYECKUS 00pas3.
[TppBO, Y€ UMHKBT MOXKE Ja HE € CBbP3aH C PEAIHUTE XapaKTePUCTUKU Ha CyOeKTa, KbM
KOWTO TpHHAUIekKH. BTOpo — 00pa3bT € ompeneneHo OTpakeHHE Ha ChITHOCTTa Ha
TuYHOCTTa. Tperara rieqHa TOUKa MpU3HaBa ABOMCTBEHATA JETEPMHUHAIMS HA CHITHOCTTA HA

HMHUJKA: 3aBUCUMOCT KaKTO OT pCaJIHOCTTA, TaKa U OT LECJICHACOYCHOTO (bopMHpaHe.



NMuKBT HA TIONUTHKA € eNleKTopasieH o0pa3, popMupaH OT HEro, KOMTO € pe3yaTar
OT NIPSIKOTO MYy BB3IPHUATHE, MOJIUTHYECKATa My IEHHOCT M pekiiama B pesyarar Ha PR
JNIEMHOCTUTE B MCITUUTE.

Karo 0606mienne Ha BTOpa riiaBa MOXKEM JIa TIOCOYMM, Y€ TTOJUTUYECKUAT UMUK Ce
dbopmupa 1o clneHus aaropuTHM:

1. Unentudunupane Ha MpeACTaBUTE Ha ayJUTOpHsITa 32 00eKTa (B HAmIWs Ciydai
KaHJIUJ1aTa), YUUTO 00pa3 1ie ce MOAEIHpa.

2. PazkpuBaHe Ha OYaKBaHUATA U MPEANOYNTAHUATA HA MTyOIMKarTa, KauecTBaTa, KOUTO
criopes TSX TpsAOBa J1a MpUTekaBa eIUH MOIUTHUK.

3. ®opmupaHe Ha oOpa3a Ha TO3M IMOJUTHUK KAaTO OTIOBOP HAa MPEANOYUTAHUATA U
OYaKBaHUsTA HA MyOIHKaTa.

4. Pa3paboTrBaHe Ha cTparerus 3a GopMUpaHe Ha UMHUJIK.

5. lupektHOo popmupaHe Ha 00pa3, T.e. MPEeXo OT a0CTPAKTEH MOJIEN KbM PEATHOCT.

6. KoHTpon BbpXy M3NBJIHEHUETO HA IJIaHa, aHAJIM3 Ha NPEIBAPUTEIHUTE PEe3yJITaTH,
KOPUTMPAHETO UM NPU HEOOXOAUMOCT.

7. U Hakpasi, cneaeHe Ha GopMUpaHUS UMUK U IEMHOCTH 32 TIOIbPKAHETO MY.

[Ipenmnonara ce, ye aaropuTbMBbT, aJ€H MO-TOpe, ChAbPKA TaAKUBA XapaKTEPUCTHKU
KaTo JIeTePMUHU3BM, MACOB XapakTep U e(h)eKTUBHOCT.

MonepHHUST MOJIUTHYECKU JIUEP TPsAOBa a ce MO3UIMOHNUPA Bh3MOXKHO Hal-01130 110
HACeJIeHUEeTo, Ja JEMOHCTpHpa TOIUIOTa, MHTEPEC KbM pEIIaBaHETO Ha MpoOJeMuTe Ha
rpax/J1aHuTe.

Bceuukun  MMBIK  TEXHOJIOTMHM CE€ OCHOBAaBal Ha CBBPEMEHHATa CcoLuaiHa |
MOJINTUYECKA TICHXOJOTHUS, a WMEHHO TICHXOJIOTHSITA Ha COIMATHOTO TIO3HAHUE,
TICUXOJIOTUSATA Ha BIUSHUETO, ICUXOJIOTUATA HA PeKlaMaTa, IICUXOJOTUsITa Ha YIIPaBICHUETO,
MOJINTUYECKATA IICUXOJIOTHsl, ICUXOJIOTUATAa HA MACUTE U JP.

PemaBanero Ha mpoOnema ¢ yOPaBICHHETO HAa HUMHUIXA B TOJIUTUYECKUTE
KOMYHHUKAaIuu TpsiOBa J1a ce OCHOBaBa Ha peIMIla XapaKTepUCTUKU Ha (HOpMUpAHETO Ha
MOJUTUYECKU UMUK B KOHKPETHH MCTOPUYECKU YCIIOBUS Ha pa3BUTHE Ha o0miecTBoTo. B
0000IIIeH BU/T T€3H XapaKTEPUCTUKH MOTAT JAa ObJaT MPEICTaBeH! 10 CICIHUS HAuuH.

[IspBO, (hopMUpaHETO HA MOIUTUYECKH UMUK € CBBP3aHO ChC CHeluduKara Ha
MOJINTUKATA - ChC CUTyalus Ha ,,JePuiuT Ha WHGOpPMANHS 32 MOJIUTHK-JIMYHOCT, KOETO

IpaBU HEBB3MOXHO HAWCTHHA Jla C€ pas3rpaHuud ,,JOOBpUAT MOJIMTUK OT ,,JJOHIHA".



NudopmanusaTa, mnoidydeHa 1O pas3audHd HMHPOPMAIMOHHU KaHAJIM, MHOTO YECTO CH
MPOTUBOPEYH W HE MOXe Ja ObJe mpoBepeHa. To3u (akT Mo3BONsSIBa, OIarogapeHue Ha
HAl-HOBUTE KOMYHHMKAIIMOHHU TEXHOJOTHHM W ONpeAeNieHW HAYyMHH 3a NpPEJCTaBsIHE Ha
nHpopmarus, na ce dopMmHpa y xopara MPEIBAPUTEITHO MPOTHO3UPAHO MHEHHE 3a BCSKO
CHOUTHE UK YOBEK.

Bropo, nndopmanusaTa 3a TOTUTHUECKH JUAEP WU MOJUTUYECKO IBIKEHHUE, TapTUs
TpsiOBa Ja ObJie TMONyYeHA, BB3MPHETa W aCUMWJIHpPaHa OT TMOTSHITUATHUS MOIAPHKHUK U
n3buparen. Tyk e BaxHO MamadbT Ha pa3NpocTpaHeHHe Ha UHPOPMAIUS J1a CbOTBETCTBA Ha
Marmaba Ha IeJieBara ayIluTOpHs.

Tpeto, B cepara Ha MONMTHKATA Ca TIMPOKO PA3MPOCTPAHCHU PA3IUYHH BUIOBE
ne3uHdopMalis, KOUTO C€ U3IMOJI3BAT OT MOTCHIIMAIHU U PEeaTHU OMOHEHTH. 3aTOBa € MHOTO
BKHO TMOJMTHUIIUTE J1a 3HAAT UCTUHCKOTO ChCTOSIHUE Ha HElara, a He Jja CTaHaT ,,KepTBa‘““ Ha
npodecHoHaTHO M3TPaicH 00pa3 Ha KOHKYPEeHT. MHOTO Hellla He caMo B Herorara chada, Ho
U B cha0aTa Ha CTpaHaTa MOHSIKOTa 3aBUCAT OT COI[MATHO-TICUX0JI0THYECKaTa KOMIIETCHTHOCT
Ha IMOJIUTHKA.

YeTBBPTO, BCAKAKBYU JICHCTBUS HA UMHUIKMEHKBPUTE BOIAT JI0 YCIIEX CaMO MPH JIUTICA
Ha TSIXHOTO SIBHO yYacTHE B TOJHMTHYECKUTE TpornecH. MMHIDKMEWKBPBT HAMA MPaBoO Ja
W3NM3a Ha npesieH miaH. Koraro ToBa ce ciydu, KaTo MpaBWwio, ,,QUITHPHT Ha HETOBEpHE
cpen u30upaTenuTe ce yBelIrnuaBa U Karo MpaBujio BOJIU J0 HETaTUBHU MOCIEAUIIH.

[Teto, opMUpaHHST IOJOKHUTEICH W aBTOPUTETCH HMHJDK HM3KMCKBA IOJIKperNa B
TeKyIIaTta JeWHOCT Ha IMOJIMTUKA W TOJUTHYECKa opraHu3anus. UMUmIKBT, NpuaoOuBaiiku
CaMOCTOSITEITHO ChIIECTBYBaHE, 3all0uBa Ja OKa3Ba OTPOMHO BIMSHUE BBPXY MMOBEJICHUETO HA
YYACTHUITUTE B MIOJIUTUICCKUTE TIPOIICCH.

[lecto, pa3nuyHUTE MOTUTHYECKH 00pa3u ca B TSACHO B3aUMOJICHCTBUE MOMEXKIY CH.
[TapTusitTa, KbM KOSITO TPHUHAIICIKH, CHIIO HMMA OTPOMHO BIMSHUE BBPXY HMH/DKA H
npenu30opHaTa KaMIlaHUs Ha €IWH MOJUTHK. Taka ue mpu JoObp UMUK Ha MaPTHTA U JOIT
JTUEp MOXKE Jia CIeyeNu, a MPH JIOUI AOPH A00Bp UMUK Ha JUAepa HsAMa Ja My OCUTYpPH
nobema. ToBa o3HauaBa, Ye UMHJDKBT HA MApPTHATA BIHsIC BbPXYy MMHUIDKA HA JIMJAEpa U TOBA

BJIMSAHUC MOXKC WJIM J1a YBCIIMYHU MOIYIIAPHOCTTA HA AAaJACH IMOJIMTUK HAKOJIKO IIbTHU, UJIU Oa A



Hamajau nmoyTtu Ao Humo. Eto 3amo, Hapen ¢ gopMupaHeTo Ha OnaronpusTeH UMHJDK Ha
MOJIUTHYECKU JIUJAEP, € BaXHO Ja ce (popmupa OnaronpusaTeH UMUK Ha MapTusaTa (UiIu
IbpKaBHATA BJIACT - aKO TOBA € MPE3UJIEHTHT).

OTuuTaHEeTO Ha FOPHUTE XapaKTEPUCTHKHU IO3BOJIABA J]a C€ MOBUIIM €(EKTUBHOCTTA
Ha YINPaBICHUETO Ha MOJUTHYECKUS UMHUIXK. B CHIIOTO BpeMe OTUMTAHETO Ha OCHOBHHUTE
XapaKTepUCTUKM Ha TeHe3uca I03BOJsBA Ja Ce€ TrapaHTHpa LEJNOCTTa Ha HUMMJDKAa Ha
MOJIUTHYECKH JIUJIEP, HEroBaTa KOHKYPEHTOCIOCOOHOCT, ,,JOCTBIIHOCT® U MOMYJIIPHOCT CPEL

HaCCJICHUCTO.



TPETA IABA. POJTATA HA UHTEPHET 3A Cb3ABAHE HA
NONMIMTUYECKU UMUOX

WHTepHeT, KaTo KOMyHHKAIlMOHEH KaHall, UMa CIIEIHUTE XapaKTepHU 0COOCHOCTH:

VHTepHeT € HeTpajuLMOHHO CpEACTBO M KaHal 3a KOMYHMKalus, KOETO ce
XapakTepu3upa C JUIcaTa Ha [EHTpaIM3UpaHa OpraHu3allMOHHA CTPYKTypa. MIMEHHO TO3u
¢dakT oOycnaBsg yurcara Ha IIEH3ypa M Pa3NpOCTPAHEHUETO HAa MH(POPMALUS MO CIydyacH
HauuH. VIHTepHET nMa cBOCTBa, MOJOOHN HAa MEXaHM3Ma Ha JeWCTBUE Ha THJMATA: U B JBaTa
ciydass UMa (PEHOMEH Ha CTPYKTypa, KOSITO HE C€ KOHTPOJIUpa OT HUKOTO, M ,,CIydaiiHa
cpena’, KOSTO Ce peanu3upa IO Pa3IMYHU HauuHU. To3u MeXaHM3bM € e(QEeKTHBEH NpHU
npoBexaaHe Ha PR kammaHus ¢ moMolnra Ha ICUXOTEXHOJIOTHH.

ChIo Taka TO3M KaHAJl Ce XapaKTepu3Hpa ChC CKOPOCTTA HA Pa3NpOCTpaHEHHE Ha
uHpopmanus. Taka ye cpoOlIeHHe, KOETO ce MOsBsiBa B Mpexara, Moxe He3a0aBHO /1a ObJie
PEIUIMKMPAHO OT MpPEXKOBH NyONMKaluMW, a cieq ToBa JIOpU OTNe4yaraHd. Tlasu
XapakTepucTuka Ha MIHTepHeT nmpeaocTaBs OlaronpusaTHa cpesia 3a eIHO A00pe Ch3aaleHo U
JIAHCHUPAHO CHOOIIEHHE /1a CE€ Pa3NIPOCTPAHsABA CAMOCTOATEIHO U J1a HE U3MCKBA 3HAYUTEIIHU
MaTepHaIHH Pa3XOAH 3a MOAIPHKKATA MY.

WHTepHeT npeaocTaBs OTIIMYHA Bb3MOXKHOCT Jia ce (OKycHpa Bb3JCHCTBUETO BBPXY
KOHKPETHA TSICHOTPO(HITHA [IeJIeBa ayUTOPHsI, KOSATO € B TECEH MHTEpeC Ha KaHIUaaTa, 1a ce
000CcO0AT MOATPYNM B Ta3u ayIuTOpHs, 3a Jla Ce CBhCTABAT Mo-NepcoHanm3upanun PR
cboOueHns. MaeHtudunypanero Ha LeneBaTa ayIuTOPHs € Ba)KHO, ThH KaTo MO3BOJISABA J1a
Ce M3rpaay KOMYHHKAIWs Bb3MOXKHO Hal-e(EeKTHBHO, 3a Jja Ce MOCTUTHE IeNTa Mo-0bp30.
AKo pasriieiaMe KOMYHUKaTHBHHUS aclleKT, TOraBa KOMYHHUKAlMsTa BUHAru € Io-yCIIElIHa,
ako MMa SCHO pa30upaHe Ha IOJydYarelis, BKIFOYMTEIHO HETOBUTE BSpPBaHMs, 3HAHUS,
[IEHHOCTH W BB3MOXHA PEaKIMs Ha ChOOIIeHHEeTo. 3a na ce yOenu moiydarensiT W Ja ce
n30erHar KOMyHHUKallUOHHMTE Oapuepu, TpsiOBa Ja ce pa3depe KbM KOTO € HacoueHO
CHOOIIEHUETO: TOBA IMOMAara 3a M3rpakJaHeTO Ha YCIENTHO KIIFOUOBO ChOOIIICHUE U 3a U300pa
Ha KaHal 3a KOMyHHKalnusa. VIMEHHO HMHTEpHET MpeNoCTaBsd OTJIMYHA BB3MOXKHOCT 3a

U3IOJI3BaHEe Ha MEXaHU3Ma 3a TapreThpaHe - Bb3IEHCTBUE BHPXY liejeBara ayqUTOpHs dpe3



n30upaHe oOT IpUlaTa HalWyHa HH(QOpMalMs caMo Ha Ta3u 4YacT, KOSTO OTroBaps Ha
3a/1aJICHUTE KPUTEPHUH.

[TpenuMCcTBOTO HA OHJIAMH MEIUUTE € B CIIOCOOHOCTTA UM Ja TpeaaBar HHGopMaIus
Ha ayauTOpHUsATa 3a KpaTko BpeMme. B ChIOTO BpeMe OHJIalH MEIUUTE ca Hai-yaoOHara
iargopMa 3a B3aUMOJCHCTBHE MEXIY IMMOJUTUYCCKUTE JUACpU M 0OmecTBeHOCTTa. ETO
3aI0 M3IMOJ3BAHETO HA MHTEPHET MPOCTPAHCTBOTO 3a Ch3/AaBaHE HAa MMHUK HaOHWpa Bce
MO-TOJISIMA TTOMYJISPHOCT.

OnnaiilH MEAWWTE MMaT MHOTO TPEIUMCTBA Tpe] TPAIUIUOHHHUTE: €(PEKTHUBHOCT,
BB3MOXKHOCT 3a Obp30 MpeMUHaBaHe OT eAHa HHdopMalus KbM JApyra, Bb3MOXKHOCT 3a
oOChHkIaHe Ha WHpOpPMAIMS C ayIuTOpHUATA. biarogapeHue Ha Te3W KauecTBa OHJIANWH
BEPCUHTE HA NICUATHUTE MEINH CTABaT BCE MO-TMOMYJISIPHU OT TEXHUTE XapTUEHU aHAJIO3U.

AHanu3zbT Ha o0pa3a Ha MOJUTUYECKUS JHUAEP B MarepualUTe B HHTEPHET ce
OCHOBABa Ha CJICTHUTE KPUTEPUU:

IlenTa 3a ch3maBaHEe HA UMUTK.

OyHKIIMUTE Ha TMOJUTHYECKUs o0pa3, OTpa3eHH B MaTephajia WU CTEMeHTa Ha
M3pa3eHOCT: HOMHMHATHBHA (00O3HAuaBa, MOMYEpPTaBa, MPEYCTPOHBA, OTAUYABA JIMYHOCTTA
cpel ApYTuTe, JEMOHCTpUpa OTIMYUTEIIHH HETOBUTE KayecTBa), €CTETUYECKU U IIeJIeBU
(Bpb3KaTa MEXIYNOJIUTHUKA W HEroBara lieJieBa ayANTOPHS; KaK TOW OTroBapsl Ha HyXJ/ara,
MCKaHETO Ha eJIEKTOpaTa).

TunbT 00pa3, mpociieieH B Marepuaia: OOCKTUBEH (BreuaTiieHne, (OopMUpPaHO OT
n3buparenure), CyOeKTHUBEH (TIpEICTaBSIHE HA caMusl KaHIUAAT), MOIEIHpaH (UMUK,
dbopMupaH OT eKUN OT Ch3AATENH HA UMUK U aKTHUBHO MOMYJSpU3UpPaH B MacUTE), UeajleH
(mpencraBsiHe HA TPYIIU 32 KaUeCTBATa Ha KEJIAHUS JIUJIEP).

W3non3BaHeTo Ha UMUK TeXHONIOTUU (popMHUpaHe Ha WMHUDK Ha HEU3BECTEH
KaHJUaT; KOPEeKIUs Ha UMWIKAa Ha KaHIUAaTa; ,.ynaabK™ Ha MMHJKA; peCTaBpallMOHHU
JEHHOCTH).

JlHec e HEeBB3MOXKHO J1a ce credenu Oopbara 3a BiacT 0e3 AOCTHI 0 TPAJAUIMOHHH
(eslekTpoHHU W TedaTHU) Mmenuud. OnmuThT OT Mpeau300pHUTE KamMIaHWW Ha 3amaa obaue

IMOKa3Ba, 4¢ uMa HOB, MHOT'O IIO-MaJIKO TPYAOCMBbK HAYWH 3a B’bSI[CﬁCTBHG BBbpPXY Cb3HAHUCTO



Ha enekropara - upe3 MurepHer. To3um mMeTon MMa peaulia MpeAMMCTBA, OCHOBHUTE CpPE.
KOMTO ca JIEKOTaTa U MpakTHuecKaTra He3a0aBHOCT Ha MyOJIMKyBaHETO Ha BCsIKa MHpOpMaIys,
JUICaTa Ha MPOCTPAHCTBEHU U BPEMEBU I'PAHMIIN, Bb3MOKHOCTTA 32 TEMATUYHO THPCEHE U
Obp3a KOMYHHUKallMs 32 HAaOIIO/IeHUE Ha CUTyanusTa. JenbT Ha BUpTyaaHus: HHGOpMaIlMOHEH
KOMITIOHCHT B ITOJIMTUKAaTa AHEC UMa YCTOﬁqHBa TCHACHI W Ha HAPACTBAHC.

OdeBHIHO TO3W TpOIEC HIe NPOABIKA M B ObJemie: Ie ce YBeTu4u OpoAT Ha
caliTOBETE HAa MOJUTHYECCKUTE napT U ABUXKCHUA, IIC CC YBCINYHN I/IH(l)OpMaHI/IOHHaTa poiAa
Ha WHTepHeT. Bb3MOkHO € yeO-mMpexara Ja ce TNpeBbpHE BbB BOJCI] H3TOYHHUK Ha
MoJuTHIECcKa NH(POpPMaLIKA, U3TIACKBANKY TPaJUIIMOHHUTE MEIMU Ha 3a/ICH TUIaH.

Cepuo3eH apryMeHT B TI0Ji3a Ha TOBa TBBPJACHUE MOXe Jaa Obae (akTeT, de
TPaIUIMOHHUTE MeIUU paboTAT NPEeAUMMHO B pEXHUM Ha HHGOPMALMOHEH MOHOJIOT
(emHOMOCOYHA KOMYHHUKAIMA), 4pe3 KONTO CHOTBETHUTE CTPYKTYpU BB3ICHCTBAT BBPXY
Cb3HAHUCTO W MOAABPIKAT KOHTPOJI HAL CY6CKTI/ITC. KOMHIOT'praTa TCXHOJIOTUA OTBapA
BH3MOXKHOCTTa 32 MHOTOCTpPaHHa KOMYHHUKalusa. Bceku ¢ JOCThII 10 Mpekara MOXe Aa
NieicTBa KaKTO KaTo Mojydares, Taka U KaTo nojaresi Ha nHpopMaiusl.

MHOro oT Hail-IpOHUIATEIIHUTE MOJUTULM OOpBINAT BHUMAHHE Ha IOJ3UTE OT
OHJIAliH TIOJIMTHYECKara pekiiamMa. AKO KapTHHaTa Ha TEJIEBU3MOHHA pekiIamMa ,, KuBee'
HAKOJIKO CCKYHIMU, HY6HI/IKaIII/I$I BbB BCCTHHUK - HAKOJIKO JHHU, TO TEKCTOBEC U BUJCO (baﬁHOBeTe
B Mpekara MoraT Ja CBIIeCTBYBaT MECElU U JOpU TOAMHH, OCOOEHO B KOHTEKCTa Ha
3aTSAraHeTo Ha (PMHAHCOBHS KOHTPOJ BBPXY NpeAu30opHaTa pekjiaMa M HapacTBaHETO Ha
NCHAaTa Ha PCKIAMHUTC YCJIYIrd Ha TPaAUIIUOHHHUTC MCIHU, I/IHTepHeT npeaocraBd MHOTO
3a0eNeKUMU TOI3H.

[mobGamHata Mpexa [aBa BB3MOKHOCT 3a OCHIYpSiBAaHE Ha  IIOCTOSHEH
COLIMAJTHO-TIOJIMTUYECKHU CHOP C Bb3MOXKHOCT 32 €JIEKTPOHHA 00paTHa Bpbh3Ka B pEeaHO BpeMe
MEX1y BJIACTHTE€ M TpakIaHUTE, OTKPUBAWKU peajHa BbH3MOXKHOCT 3a MPEONOJIIBaHE Ha
liepapxusiTa Ha BJIACTOBUTE CTPYKTypH. ClenoBaTeIHO 3aBHCHUMOCTTA Ha TPaXKJaHUTE OT
WHCTUTYILIMOHAIIHYU MMOCPEIHUIM, TAPTUHHU OPTaHU3AIMU U TPYTIH [0 UHTEPECH € CBEJeHA 110



3a paznuka oT onnaiiH PR mpu OGu3Heca, Kb/1eTO € Bb3MOXKHO JTUPEKTHO OOpBIICHHE
KbM IIeJIeBaTa ayJIuTOpUs, ONMUTHT B U3IMOJI3BAHETO HA yeO TEXHOJIOTHH 3a moiuTrudecku PR
[[eTM TI0Ka3Ba, Y€ OHE3U MPOEKTH, MPU KOUTO MHTEPHET chOuTHe (yeOCAHT MIIM KaMIaHWs)
neiicTBa kato nH(OPMAIMOHHA Bh3MOXKHOCT, CTaBaT Hail-e(peKTUBHH.

KbpMm nHemna nara cwp3maBaHeTo Ha nonuTudecku PR mpoektu B MHTepHeT mma
CMHCBHI CaMO aKO Ca YacT OT Mo-MaiiadHa KaMIaHus, BKIII0YBAIla TPAIUIIMOHHH CPEJICTBA 32
KOMYHUKAaIHS.

O06o0maBaiiki aHaJlM3a Ha B3aWMOJACWCTBUETO MEXIYy HHTEPHET U TOJIMTHKATa B
ChBPEMEHHUS CBAT, MOXKEM Ja 3aKJIIOUHUM, Y€ THEC UHTEPHET TEXHOJIOTMUTE PENOCTABAT Ha

nojauTHYEcKara cepa rpaHIn03HU Bb3MOKHOCTH.



YETBbPTA IMABA. AHANTN3 HA KAHOAWAOAT-NMPESUWOEHTCKUTE
KAMIMAHWWA 2006 - 2016 T

HoBure wH(pOPMALMOHHM  TEXHOJOTHH TPABAT BB3MOKHO  IOJUTHYECKATA
KOMYHHUKAIlUsl Ja CTaHEe MHOIOINOCOYHA M WHTEPaKTHBHA, 32 pas3jiiKa OT TpPaJUIMOHHATa
koMyHUKanus. VHTepakTuBHUTE (HOpMHU MO3BOJISBAT OBp30 Ja ce oOMeHs uHpopMaius c
[IMPOKa ayIWTOPHs B peaHO BpeMe, 3a Ja ce MACHTU(UIMpA OOIIECTBEHOTO MHEHHUE I10
KOHKPETHH HOJIMTUYECKH CBOUTUS WM AaKTyalHM MNpoOJeMM, KaKTO M 3a IOJIUTHYECKa
KaMIlaHuss U pekjama. HoBute couumanHu Menuu, JTOKaTo MOJAEPHU3UpPAT MOIUTHYECKaTa
KOMYHHUKAIIs, 3a11a3BaT XapaKTepUCTUKHUTE Ha TPAIUIIMOHHATA MOJIMTHYECKAa KOMYHHUKALIHSL.

CouuanHure MeaMu HE ca MACTO, KbAETO HHpOpManusATa MOXE Ja ce
pasnpocTpaHsiBa € TpPaguIMOHHM MeTonu. Koraro ce u3Moia3BaT COLMAIHM MEAUM, €
HEOOXOIMMO Jla ce Cbh31aJaT YCJIOBUS, NPH KOUTO IMOTPEOUTENIAT Ha HH(poOpMauus ce
UHTEpecyBa OT HEHHOTO MmoTpebiieHue W Jopu ThpceHe. HoBuTe colmamHu MeAUM BIUSAT
BbpPXY pPAa3MpPOCTPAHEHHETO M TOCTUTAHETO Ha CIEIHUTE OCHOBHU M MHCTPYMEHTAIHU
MOJUTUYECKH IEHHOCTH: TIOJIMTUYECKO CaMOM3pa3siBaHe, JOCTBI A0 JOCTaThYHO
uHpoOpMaLus, 3a Ja ce HampaBd MHOOPMHUpPAH MOIUTUYECKH H300p, TPYIIOBA MOIUTHYECKA
CaMOOpIaHM3alUs 33 TOCTUTAaHEe Ha COLMAIHO 3HAYMMU LIEJH, BIUSHHE BbPXY (OPMHPAHETO
U PEHIMTETHOCTTa Ha OOILIECTBEHUS JHEBEH pell, MOOMIIHOCT U €(PEKTUBHOCT IPH B3€MaHE Ha
peLIeHuS.

TakuBa ycnoBHA ce€ Cb3AaBaT, KOraTo C€ BKJIOYAT CTAOWJIHU BPB3KH MEXIY
€JIEMEHTUTE Ha Mpe)kara, KOMTO ca €IHOBPEMEHHO IPOU3BOAMTENN U IMOTPEOUTENN Ha
uHpopmanus. Te3u BpB3KM ca aOCOMIOTHO HEOOXOOUMH 3a CBBp3BaHE Ha OTIEIHU
norpedutenu ¢ meaus. [1o eaus wim Apyr HauuH BB3JEHCTBUETO HA HOBUTE COLIMAIHU MEAUU
BbpPXy MOJIMTHYECKATa KOMYHHMKALMSl pa3KpHBa HOBU BB3MOXKHOCTH NpU (OPMHPAHETO Ha
MOJUTUYECKU JUCKYpC, HETOBOTO HM3/IBbUYBAHE M pPa3KpU HOBU HAUMHM 332 KOMYHHMKallUs B
pean300pHUTE KaMITaHUH.

Upe3 HHTEpHET MyOJIMYHOTO MPOCTPAHCTBO CE€ Ppa3LIMPsABA, Thil KaTo HHTEPHET
BKJIIOYBA HE caMO (DYHKIIMUTE Ha MH(OpMALMATA M KOMyHHMKALUATA, HO U COLlMAJIHATA CPEAa,

KOATO ydaCTBa HE3aBUCHMO B HOTpe6JI€HI/IeTO, MPOU3BOACTBOTO U PASINPOCTPAHCHUCTO Ha



chIbpkaHue. Pa3BuTHeT0O Ha HMHPOPMAIMOHHUTE W KOMYHHUKAI[MOHHM TEXHOJOTHH
JIOTIpUHACS 3@ U3JIM3aHETO Ha MMyOiIMyYHaTa MOJIUTUKA OTBB TPAAUIIMOHHOTO MPOCTPAHCTBO 3a
MIOJINTUYECKUS IIPOLIEC U pPA3LIUpPsBAa BB3MOKHOCTUTE 3a H3TPa)XJaHe, BKIIOYUTEIHO B
OHJIAH MTPOCTPAHCTBOTO.

Tpumara pasnienaHu KaHAWAAT-TIPE3UACHTH UMAT NPUINMKHA U PA3JIMKA B Ha4MHA I10
KOWTO M3rpakJaT UMHJKA CH B MEAUIHOTO IPOCTPAHCTBO.

Pymen PaneB m3moinsBa 3a OCHOBa CBOsITa Xapus3Mma M TpaauuuoHanu3bM. Herosara
KaMIaHMA 1Ie7U J]a TPEAU3BUKBA MMOJOKHUTEITHA €MOIIUH KaTo OJ1aroroBeHue, yBaKeHUE U T.H.
HeroBara kanaujarypa 3ajnara 10ocTa M Ha npodecusita My, TbH KaTo Ts € MOMYyJspHa C
MOJIOKUTEIIHA KayecTBa W CHOCOOHOCTH. Bbopekn ToBa, KaMmaHHWsTa HE OTpUYA U
HEraTMBHUTE CHOMTHS, KOMTO Hajarar mpomsiHa. FIMEHHO ToBa u3passiBa M IOCIAHUETO Ha
kamnanusTa: “Mma npodnem! Buxaa ce ot Hebero...”

Kammnanusra na Pocen IlneBHenueB € nocra mo-yMepeHa, TS OTHOBO KOHLEHTPHUPA
BHUMAHHUETO KbM IIOJIOKUTEIIHUTE KAauyeCcTBa HAa KaHJUZATa, HO TE€ Ca PAa3JIMYHU OT TE3HU Ha
Pymen Panes. IIpesnnentsT IlneBHenueB pazuurta nmoBedye Ha NMPOMEHUTE, KOUTO MOCTaBs
KaTo OOeIIaHMsl, Ye IIle HalpaBH MO MOJUTUYECKH BBIPOCH M KaMIAaHUATA MYy € HE TOJIKOBa
HAcO4YeHa KbM caMara My JIMYHOCT M KauecTBaTa My M3BBH IIOJUTHKAaTa. Bepeku ToBa, TON
CBIIO Karo mpe3ujeHTa PaneB u3MON3Ba HMHTEPHET KATO IMPOCTPAHCTBO 3a JABYCTpaHHA
KOMYHHUKaIUs U CIEIN HAITIACUTE Ha IIACOII0/1aBaTEIINTE.

[Tpu xamnanusta Ha ['eopru [IppBaHOB HSIMa TOJIKOBa ToOJIIMa MHTEPHET Iutatdopma
3a MOJUTUYECKU JUCKYCUU KAKTO IPU CIICABALIUTE TAKMUBA. BBIIPEKH TOBA TOM CBHLIO 3ajara

Ha JUYHOCTHH Ka4CCTBa 06B’Bp33HI/I C aBTOPHUTCT U Xapui3ma.

Taonuua 2. Koncmpyupan umuosc na kanouoam-npesuoenma I'eopeu Ilvpearnoe

Kanaupar-npes | I'oguna Ha IIpenusoopen HNHTepHeT KoHcTpyupan umMmumk
HIEHT KAMIAHUSITA JIO3YHIT KAHAJIH
TI'eopru 2006 ,lIpe3unenTsT Ha |®  Caiit Ha Ha BepOasiHO HUBO:
IInpBaHoB BCHYKH OBITapcKu e OmuTeH
ObJIrapcku e CaiiT Ha e  VYmepeH
rpaxaaHu’ AHTIINHACKI e ['bBKaB
e  VYuTuB
o JlenukareH
e  bwp3u peakiyu
o uunuaruseH




®  AKIIEHT BBpPXY
JIMYHOCTTA
o JlunnomaruyeH

e JluktyBa
yCJIOBUSITA

o Ernnuecku
00eTUHHUTET

e Hanmonanen
HUHTEpeC

Ha cemuotnuno HUBO:
e Kuwnra

e IlBetoBe
(4epBeHUAT He e
OCHOBEH LIBSIT)

®  AKIIGHT BBpPXY
JMYHOCTTa

Ha neBepOanHo HHBO:

o CabpxaHoCT

®  VYMepeHOCT

e banancupana
JIICTAHLIIMPAHOCT

Criope] 3BeIEHHUTE KIIIOYOBH JyMH U TIOCIaHUs 1 criopen Te3ara Ha [llpomaiiep'® 3a
NapTUHHUS UMUK B KaMIIAHUSTA, MPEACTABISABAIl KOMIUIEKC OT TPH B3aUMHO CBbP3aHU
CTpaHH — HJICOJOTMYECKHM MMM/DK, UMUK Ha KOMIIETEHTHOCT Ha MapTHATa U CTPYKTypeH
UMUK, MOXKEM J1a 3aKJIF0OYMM CJIEHOTO 3a KamnaHusTa Ha ['eopru [IbspBanoB.

B wmpeonoruueckuss umMupk Ha IIbpBaHOB ce BMXKIAT B LIEHHOCTHUTE, 3aJI0KEHU B
npeau300pHus TO3yHT — ,,IIpe3uIeHThT Ha BCUYKU OBJITapCcKu rpakJaHu ‘. AKO IpU MbpBaTa
My KaMIlaHUS aKUEHTBT € BbpPXy COLMAJIHUTE BBIPOCH, TO MNpPHU Ta3u HabOIIogaBaMe
pa3ImupsiBaHe Ha IEeJCBUTE IyOIMKH M 3asBSBaHE 3alIUTa HHTEpPEeCca Ha BCUUKH, HE3aBHUCUMO
OT €THUYECKA U MapTUiHA PUHAJIEKHOCT.

NMUIKBT 32 KOMIIETEHTHOCT Ha BepOaIHO HUBO € TpaJieH OKOJIO CIIOCOOHOCTTa Ha
KaHAMJaT-TIPe3UIeHTa Jla pellaBa Ba)XKHU 3a M30MparenuTe monuTHuecku npobnemu. Taka
TOM € MOKa3BaH KaTO YOBEK, KOMTO 3allliTaBa HAaLlMOHAJIHUS MHTEPEC, IEMOHCTpUpa Obp3u
peaklyy, OMHUTHOCT, I'bBKaBOCT, AENUKAaTHOCT. Ha CeMHOTMYHO HUBO YEpPBEHUSAT LBAT €
n305TBaH, KaTo MO TO3HM HAUYMH Ce 1IeJId NOTBbPKIACHUE Ha UACOIOTMUECKHSI UMUK, KOMUTO HEe
pasnens xopara. Kuurara e Ba)kHa 3HaKOBa CUCTEMa IIPU U3rPAXKIAHETO HA MyOIMyHMs 00pa3
— Tol e oOpa3oBaH, MMa JOKTOPCKA CTENEH, aKaIeMHU4YeH ONUT W aBTOp Ha KHHUTH.
HeBepbanHoTro My MoBei€HHE C€ CTPEMH Ja € B CHHXPOH C BEpOAJHOTO: CABPKAHOCT U
ymepenocT. HeBepbannara crparerust Ha [eopru [IbpBaHOB € mosnokeHa HA OCHOBUTE Ha

CABPIKAHOCTTA, YMCPCHOCTTA, 6aJ'IaHCI/IpaHaTa JAUCTAHIIUPAHOCT. CTpaTer Ui, KOATO CIIOPEA

16 lo6pua Kanes, semnn Huxonos, JInnana Kanepa. Y4eOHUK 0 IIONMUTHIECKA MEHUIKMEHT 2, M3naren
®onpauns Gpunpux Edept, bropo benrapus, Cenremspu 2012 1



aMEpUKAHCKUTE CIHEIUANINCTH 10 HeBepOajdHa KOMyHHUKalusi Ou JoBeja Hal-BEpOSTHO
KaMIaHMuATa J0 Heycrnex. Y Hac obade ce monydasa ,,00pareH edekt. CronyuiuBHAT Ha
MUHAJIATE U300pU MOMYIUCTKH HeBepOaJeH MaHUEp, cera Beue MOU3ThPKAH U MOU30JICIHSLIT,
orcThBa. Hajyenssa equH TUIUIOMATHICCKA MaHUEP, KOWTO Ce OTKa3Ba OT MOBBPXHOCTHHUTE
e(eKTH U KOMIIUUCKUTE CBAJM, MOJIE] Ha CEPHO3HO MOJUTHUYECKO MTOBE/ICHHUE.

CTpyKTypHUSAT UMUK TMPOU3THYA OT OTHOIIEHHUSATa MEXAY JBamMara KaHIWUJATH,
KaKTO M OT TOJKPEISIIIUTE TH MapTuu. Tyk MOKeM Ja Kaxxewm, ue € HaOlltoJaBaHa CIIOTeHA
CTpYKTypa W He € 3a0eisi3aH JUCOHAHC B KOMYHHKAIIMOHHATA CTPATETHs 3a M3MIKIaHEe Ha
UMUTK.

HabmronaBaiiky oHNaiiH akTHBHOCTTA Ha KaHAMJATa 3a npe3uaeHt [eopru [IspBanoB
MOJXKE J]a CE€ 3aKIII0YH, Y€ CTPATerHYeCKUTe KOMyHHKAIIMN B UHTCPHET ca (POKYCHPaHH CaMO
BBPXY €IUH KaHAJl — CAWT, JIOKATO ca MPEHEeOpEerHaTH Bh3MOXHOCTHUTE, KOMTO 110 TOBA BpeMe
npemnarar Onorocdepara u Facebook. CmeuenBaneTo Ha m300pHTE TOKas3Ba, Y€ APYTH
(dakTopu ca M3UTPaIM OCHOBHA POJIA 3a yCIeXa, Cpel KOUTO ca MO-CKOPO TPAAUIIMOHHUTE

MCOUH.

Hesepbannoto nmoBefeHne Ha KaHAKUIaTa MMOKa3Ba CIIOKOWCTBUE U YBepeHOCT. KakTo u
npu ['eopru [IspBaHOB ce HAOIIONABa CEPUO3HO MOIUTUYECKO MTOBEICHUE, HO B Ta3U
kamnanusi Pocen [1neBHenueB n3rpaxaa mo-6ajraHcupaH U HE JOTaM CTPOT 00pas.

CeMHOTHYHHUTE 3HAIM KaTo CPEJICTBO 3a M3TPaXKIaHe Ha 00pa3a Ha TMOJIUTHKA 110 BpeMe
Ha KaMIaHUATa ce 00BbP3aHu C TPAIUIMOHHUS 32 TapTUsATa, 3acTaHala 3a]] KaHaAu1aTa
uBsAT-cuH. Habmronasa ce cuH (oH 1 yecTo 00JIEKIIO Ha MPEeIU300PHUTE IJIaKaTH.
N3pakeHneTo € NpuBETINBO U YCMHUXHATO.

OCHOBHHUTE YepPTH Ha MUMHUKA HA KaHIAKU/aTa B MHTEPHET Ca KAKTO WHTEJICKTYaIHH TaKa 1
E€MOLMOHAJIHH. 3anara ce Ha GaHaHCHpaHOCTTa U UHTCJICKTA Ha KaHAUAaTa, Ha HEToBarTa
TOJIEPAHTHOCT U MPHEMCTBEHOCT. CTpaTeruuTe U3MOa3BaHu 3a GOPMHUPAHETO MM Ca C e
HaJaraHe Ha MOJIOKUTENICH 00pa3s.

Taoauna 3. Koucrpyupane Ha uMuk HA Pocen IlieBHeneB

Kannunar-npesun | Tonuna na Cioras Ha Wurepner kananu | KoHcTpyupan uMumx
EHT KaMIIAHUATA KaMIIaHUSATA
Pocen 2011 »»l paguM e Facebook Ha BepOanHo HUBO:
[IneBHENMEB bovirapus® e B cankara Ha
Bopucos
e CnokoeH
e JScHora
e Jlumca Ha
€MOILIMOHATTHOCT

e  KoHnkpeTrHOCT
o TonepantHOCT
Ha ceMHoTH4HO HUBO:




AKIIEHT BBPXY
BEYE MUHAJINUTE
HMOCTHXEHUS OT
MONUTHYECKaTa
Kapuepa Ha
KaHIUIaTa.

Ha neBepbanno HHBO:

WHTenurenTHOCT
Ymepenoct
Hauerenoct

W neomorudeckuaT UMUK

B naeonornyeckus UMUK Ha KaHIUIATA C€ BUKa BIUstHUETO Ha boiiko bopucos. He ca

IMO3BOJICHU TOJIKOBA MHOT'O MHAWBUAYAJIHU U3ABU U Pocen Ilnepuenmes e IMO-CKOpO

ITOKPOBHUTCJICTBAH. 3aJI0KeHO € M Ha cuJjlaTta Ha [MapTHATa, KOATO CTOM 341 KaHAuJarypara Ha

MPpE3NJCHTA KaTO IrojissiMa U BIIUATCIIHA TaKaBa.

MUK BT 32 KOMIIETEHTHOCT

B nmumxeT Ha koMnieTeHTHOCT Ha PoceH [1neBHenneB ce BUKIa ChCPENOTOYAaBAHETO BBPXY

BC€UC IIOCTUI'HATH PEC3YIITATHU B ITIOJIUTHYCCKATA cq)epa Ha MpCIrIlIHaTa My IMO3HULUA KaTO

MHUHUCTBP HAa pCTrUOHAJIHOTO Pa3BUTUC U 6ﬂar0yCTpOﬁCTBO. Ilo BpEMC Ha KaMIIaHUATA €

3aJIOKCHO Ha TOBA, Y€ KaHAATHT € BCUC U3IrPpaACH U JOKa3aJl CC MMOJIUTUK CbC CBbPIICHA

pabora 3aa repba cu.

CTpYyKTYypHUST UMUK

HpI/I CTPYKTYPHUAT UMUK OTHOBO Tpﬂ6Ba Jda Ccc 0TOEIIe)KH 3HAYCHUETO Ha napTusiaTa, KoATO

3acTaBa 3aJ KaHauJara. OcHoBHAaTa 4acT OT KaMIIaHHATA Ce IMPOBCIKa B CoOlMaiHaTa MpEiKa

Facebook. [TonuTukbT He € Hail-neiiHUs 0 BpeMe Ha OHJIaliH KaMIIaHUsTa B CPAaBHEHUE C

APYIrud KaHAUAaTH. CTpaTel"I/IHTa Ja €€ 3aJI0KM Ha KPaTKH, HO SICHU U YMCPECHU KOMCHTApU CC

OKa3Ba yCIICIIHA.

Tabonuna 4. Koncrpyupane Ha umuaka Ha Pymen PaneB

Bmxna ce ot
HebeTo. ..

o Facebook

Kanpnnar-npesn | loguna na Cuioran Ha HutepHer Koncrpynpan umuax
JAeHT KaMIaHHATA KaMIAHUAATA KAHAJIH
Pymen Pages 2016 Wma npobnem! e Cailr Ha BepOanHo HUBO:

OnuteH
CnpaseyiuB
Kparsk
Konkperen
AKIIEHT BBPXY
JNYHOCTHUTE
KauecTBa
Boennen
Jleren
CepuroseH




Ha cemuoTuuno HUBO:
e Cawmorer
e bubanoreka
o Kuuru
®  AKIICHT BBPXY
JIMYHOCTHUTE
MMOCTHIKCHUS
HU3BBH
[MOJIUTHKATA

Ha neBep0anao HHBO:
e Crporoct
e Xapuszma
e Kareropn4Hoct

W neonorndyeckusT UMUK
B naeonornyeckust UMUK ce OTKpOsBaT MPoOIeMHUTE, KOUTO ce HaOJIioAaBaT 1o ToBa

BpeMeE B AbprKaBaTa U TAXHOTO MPU3HABAHE U OTUUTAHE C IIeJ1 PEIICHUETO UM. AKIICHTUPA Ce
BBbpXY CIIOCOOHOCTHTE M KaHJUIaTa J]a TH pa3peln Ype3 KauecTBara, KOUTO MPUTEkKaBa U €
J€MOHCTpHpPAJ KaTo JIETell.
HIMUIKBT 32 KOMIIETEHTHOCT

ITo Bpeme Ha npenn30opHaTa KaMIIaHUS Cce 3ajlara MHOTO Ha Kapuepata Ha Pymen Panes u
HETOBHTE JINYHOCTHH KauecTBa. Xapu3MaTa U BbHIIHUS BUJ HA KaHIIU/IaTa U3UTPaBaT BaKHA
pOJISI B IOMTBJIBAHETO HA TO3W 00pa3. 3aJI0KeHO € Ha JeMOHCTPUPAHETO Ha TUTFOCOBE KaTO
OTIOBOPHOCT, CIIOCOOHOCT, MHTEJIMTEHTHOCT, TOTOBHOCT 3a pelllaBaHe Ha MPo0JIeMH U T.H.,
KOUTO TpsAOBa J1a ObJIaT HAJIMYHU U €A YECTO ThPCEHH MPH KaHIUJIATUTE 3a MPE3UICHT.

HacouBaneTo Ha BHUMaHHUETO Ha ayJUTOPHUATA BEPXY CIIOCOOHOCTUTE HA TOJIUTHKA U
KOMIIETEHIUATa My B cepaTa Ha BOGHHOBB3AYIIHUTE CHJIH € C [IeJ J]a C€ TPUTIO3HAST
YMEHUS U J1a c€ IpueMar KaTro JOKa3aHU NpeAr KaMIaHUATa JI0pU /1a € MPUKIIoYMIIA.
CTpyKTYpHHUAT UMUK

[Ipu CTPYKTYpHUSAT UMUK CE€ OTIAMYABA MHIMBHyaJHOCTTA HAa KaHAWATA, a HE TOJIKOBA
Ha MMapTusTa, 3acTaHana 3a1 Hero. OOpbIa ce BHUMaHWE HA KOMyHHUKALUATA B COIIMATTHUTE
MpPEXH U aKTUBHOCTTA B TPAIULIMOHHUTE Meaul. OTHOBO € 0ObpPHATO BHUMAHUE Ha

JIMYHOCTHUTC KAaYCCTBA HA NNOJMUTHKA U HCTOBHUA BbHILICH BU, Xapu3Ma U HpO(I)eCI/ISI.

Taomuma S. KiouoBH XapakTepuCTHKM B HMHMIXKA HAa KaHAUWJAT-NIPe3HJIEHTHTE

2006-2016

I'eopru IIbpBanoB Pocen IlneBHeuen Pymen Panes




e  VYmepeHocT e B csankara Ha o Ormur
* MuuumarmeHoCT Bopucos e (CnpaBemIMBOCT
e JIMrioMaTU4HOCT o

e (CrnoxoiicTue ® AKIICHT BbpXY
o ErHHuecku 00eIUHUTEN
e  Hammonaren nuTepec e JSlcHora JIMYHOCTHUTE

e Jlumca Ha KadecTBa

€MOILIMOHAJIHOCT e Boennen
e ToyiepaHTHOCT e Jleren

Buxnat ce npuiMky B KaMIaHUUTE HA KaHIWAATUTE MO OTHOILIEHUE Ha MPOXKEKTOpa
BBbPXY JMYHOCTUTE MOCTIKEHUA U KadecTBa. OOBbpPHATO € TOIsIMO BHUMAHUE HA Beue
MIOCTUTHATUTE PE3YJITATH B MOJIUTUYECKATA U U3BbH MOJIMTHYECKATa cpepa BbB BCSIKA OT
kamnanuute. [Ipu ['eopru [TepBanoB u Pymen PageB Mmoxe 1a BUIUM ChCpEeIOTOUaBaHE
BbPXY HAI[MOHAJIHUS UHTEPEC, CTPOTOCT M KATETOPUYHOCT B U3KA3BAHUSATA.

Paznukute B mpoBeieHUTE KaMITAHWU ChIIIO Ca HAJIMYHH U ce HAaOII0aBaT OCHOBHO B
kamranusita Ha Pocen [1neBHenneB, KbAETO € 3aJI0KEHO NTOBEYE HA YMEPEHOCT U
CrIOKOMCcTBHE. TaM KOHIIEHTpalusaTa € o-CKOpo BbpXy NMapTHATA, U3AUIHANIA KaHIU/1aTa, a He
TOJIKOBA BBPXY CaMaTa JMYHOCT KaKTO € MPH JPYTUTe JBE KaMIIaHUH.

Kapuepara na Pymen PaseB u3BbH nonuruyeckara cepa Chlio € pa3ivka Ipyu Heroara
KaMI1aHus, 3a10TO IPU JPYyTUTE ABaMa MPE3UJEHTH C€ 3ajlara OCHOBHO Ha MOJIUTUYECKUTE
UM TOCTHXKEHHUS.

3a na paz0epeM Aanu € Bb3MOXKHO €(DEKTHBHOTO M3IOJI3BaHE HA UHTEPHET MEAUUTE
3a (popMupaHe Ha MUMHKA Ha MOJUTUYECKH JHIEP, € HEOOXOAUMO Ja AepUHHpaMe KaKBO
pa3bupame noj epeKTUBHOCTTA Ha (OpMHUpaHETO Ha UMHUIK. Ha mbpBo MscTo, ako menra e
Jla Cce pa3rpaHu4y NOJIMTUK OT KOHKYPEHTUTE M Jla ce Ch3Jaae oOpa3 Ha Juiep, KOHTo Iie
pabotu 3a Hero, ToraBa e(QEKTHBHOCTTa Ha (OPMHPAHETO HA HMMHDK C€ TIPOSBSBA B
MOJIOKUTENIHA OlleHKAa Ha MyOnukara, T.e. pemyTanus. Taka TpsOBa J1a ce OTrOBOpPH Ha
BBIIPOCA J1ajli UHTEPHET MEIMUTE CIioMararT 3a Ch3/1aBaHETO Ha MPUBJIEKATENIeH 3a MyOauKaTa
o0pa3 Ha moiauTU4ecku juaep. M 3a ga oTrToBopH Ha TO3U BBIIPOC, TPSOBA Ja pazdepeM KakBO
€ MHEHHUETO 3a M3CJe/BAaHUTE NOJIMTULM U Jallid Te€ C€ TPeTHpaT HOJOKUTENHO. 3a IenTa
MPOBEIOXME NpOydYBaHE Ha M30paHa Ha CIy4yaeH NPUHIMII Tpyna Xopa, MOoTpeOUTeNnd Ha

HHTCPHET U COLUMAJIHUTC MCIOUH. B’BHpOCI/ITe OT aHKETAaTa Ca pa3ACJICHU MO OTHOLICHUC Ha

KOMIIOHCHTUTE Ha HU3CJICABAHUTC TIIOJUTHYCCKHU JIMACPU W  BBIPOCH 34 o61uaTa



MPHUBJICKATCIIHOCT HaA O6p8.38. H 3a HY6J'II/IIIHOCTT3 Ha NOJIMTHULHMTEC, 3a Ja CC pa36epe CTCIICHTA
Ha TAXHaTa OTKPUTOCT U KCJIaHWEC Ja q)OpMI/IpaT CBOA UMH XK.

EmMnupuyHOTO M3CnenBaHe pa3KpW B HSAKAaKBa CTENEH IIPOLECa HAa M3rpaKIaHe Ha
UMUK Ha NOJUTHYECKH JM4HOCcTH B MHTepHer. Cinarame yroBopka, Thi KaTo ChOpaHHTE
OTTOBOPH Ha aHKETAaTa ca Jjajgede OT MPEACTABUTEIHOCT, HO ITO3BOJISABAT BCE MTAK BBPXY TAX Ja
ce mpaBAT 0000IIEeHNS 3a TeHICHIIUH.

Brrpocure B aHkeTaTa ca pa3feieHd B UETUPH IPYIIH.

OCHOBHUSAT BBIIPOC CE€ OTHACS J0 YEPTUTE HA MOJUTHUCCKHUS JIUEP, KOTHO (popMupar
o011iecTeBHOTO MHEHHE. Pe3ynratute OT Te3H BBIPOCU couaT 0OOIecTBEHaTa OTTOBOPHOCT U
Xapu3mara Karo NpealoOYUTaHM XapakTepUCTUKM Ha KaHAauaar-npesujpeHture. Ot
JUYHOCTHUTE KadecTBa Hal-XapecBaHa € UYECTHOCTTa, a Hail-HexapecBaHa —
CTpaBEeIIMBOCTTA, MO-TOYHO, TOBA KAYECTBO € MMOCTABEHO B JHHOTO HA TabnuIara.

Bropara rpyma BBOpOCH c€ OTHacAT 10 OTHOLIEHWETO HAa PECHOHIECHTHUTE KbM
COLIMAJIHUTE MPEXH KaTO KaHajl 3a KOMyHUKauus. Hali-npenrnoynTaHusaT KaHal € UHTEPHET.
Toli e npeanOYNTaH OT y4aCTHULM OT BCUYKH Bb3PacTH.

Hait-nnpennoynran pecypc ca JIMYHUTE CAUTOBE HA MOJUTHULIMTE.

Cnenpamara rpyna BBIPOCH CE€ OTHACAT /10 BB3MO)KHOCTUTE Ha HUHTEPHET 3a
M3rpaXkJaHe Ha NOJUTHYECKHM HMHUJDK. Ch3JaBaHETO HA MPO3PAYHOCT U JIOBEpUE ca
Hal-TIPEANOYUTaHNTE Bb3MOXKHOCTHU OT yYacCTBAIIUTE B IPOYYBAHETO.

Haii-npeanounranu ca nocnanusita Ha Pymen Panes u I'eopru ITspBanoB. KM Tsix ce
OTHACST IOJIOKHUTEIHO ITOBEYE OT MOJIOBUHATA PECIIOH/ICHTH.

buorpaduunute naHHu ca HHTEpPEeCHH 3a 0KoJI0 60% OT aHKeTHpaHUTE.

CrnenBamiara rpyna BbIIPOCH 3acsra aKTUBHOCTTA HA YYACTHHUIIMTE B MPOYYBAHETO.
BonmmmHCTBOTO ca ydacTBajiu aKTHBHO B NMPEIU300pPHUTE KaMIIAHWU U B MYOJMKYBAaHETO Ha
MHEHHSI B COLIMATHUTE MPEXKHU.

EdextuBen ce e oxaszanm umHTepHeT 3a Pymen PaneB u I'eopru IlwpBanoB. Tesm
pe3yATatu KOpecmoHaupar ¢ pesynratute oT uzbopute. I'eopru IIbpBanoB u Pymen Panes
IIEYENIAT C rojisiMa NpeiHuHa, 1okaro Pocen [lneBnenues neuenu c 5%.

Pesynrarure oOT WM3CienBaHETO IOTBBP)KJAABAaT Xuroreszara, 4ye MHrepHeT e
KOMYHHKAIlUOHEH KaHajl, KOWTO BIIMSE CHIIECTBEBO BbPXY H3rPaXAAHETO HA MOJUTHUYECKH
UMHUJTK.

B npoyuBanero npeoOnagaBar aumara Ha Bb3pacT 35 — 45 roquau U 25 — 45 ronuHH.

T'onama gact ot TAX IMpUHAJICKAT KbM I'pyllaTa Ha aKTUBHUTEC I1OJI3BATCIIM HA HHTCPHET, HO



CHIIO W TO-MJIaJlaTa Bb3paACT € XapaKTepu3upaHa KaTo MO-MaJKO MOJIUTUYECKH AKTHUBHU.
Criopen Te3u pe3yiTaTy CH 3acily’kKaBa Jja ceé 00ObpHE [T0OBEUE BHUMAHUE HA TAXHOTO y4acTHE B

OHJIAiH MPOCTPAHCTBOTO.

Camoro moHATHE ,MIafex" CHopel pPa3BUTHETO Ha OOIIECTBOTO M HayKaTa
IMOCTOAHHO C€ IIPOMCHA. C'beeMCHHI/ITe H3CJICA0BATCIIM HWHTCPHIPETUPAT MIIAACIKTA KaTo
cnenu(uYHa CcoluaiHo-AeMorpadcka Tpyma, XapakTepusupamia ce ¢ Bb3pacToBU

XapaKTCPUCTUKH, COIUATHO IMOJIOKCHUC B 06IH€CTBOTO, OMpeaACICHU MHTCPECU U HEHHOCTH.

B3auMooTHOILIEHNS 1 KOMYHHMKAIlMM Ha TMOJUTUYECKUTE JUACPU OT PA3IUYHU HUBA
(HaLIMOHATHO PBKOBOJCTBO, PHKOBOJCTBO HAa OOIIMHATA U MIIAAEHKKO JHAEPCTBO) OMPEACIIST
cnenudukara Ha MOJIUTHYECKAaTa KylTypa Ha cTpaHara. [lonmuthueckara KOMyHHMKAIus B
CbBPEMEHHHUSI CBSAT € MHOTOCTENEHEH MPOLEC, KOWTO Ce pa3BUBa IOJ BbH3ACHCTBUETO Ha
MHOTO (hakTOpu. A caMUAT MPoOJieM 3a MOJIUTUYECKOTO JIUJEPCTBO € €AUH OT Half-COLUaTHO
3HAYMMHTE, ONPECIIAI] KOHIICTITyalleH aHajdu3 Ha JIMIACPCTBOTO KAaTO MHOTOCYOEKTEH
(beHOMEH Ha TOJIUTHUYECKUTE KOMYHUKanuu. Pa3paboTBaHe Ha BBIPOCH, CBBP3aHU C
y4acTHETO Ha MJIAJIUTE XOpa B TOJMTHYECKHUS KUBOT € HEO0OXOIMMO, KaTo C€ H3IOJI3BAT

CbBPCMCHHU HH(bOpMaHHOHHH U KOMYHHUKAIITMUOHHU TCXHOJIOTHUU U MCIUU.

Crnopen TOBEYETO TEOPETUYHHM TMOAXOAM YYaCTHETO Ha MIIAJIS)KTa B IOJUTHKATA
pasmiupsiBa HEMHUTE NOJIUTHYECKU npaBsa MW BbB3MOXHOCTH. Ot TJIeAHa TOYKa Ha
MIPOTPECUBHHUS TTOJIXO]] TIOJIUTUYECKOTO YYaCTHE HA MJIQJIC)KTa Ce MPEJCTaBs KaTo HAuWH 3a
pelaBaHe Ha MPoOaeMa ¢ MOJUTHYCCKaTa MapruHaIU3aIis] Ha MIaC)KTa U IPOMSHATA BbB
BJIACTOBUTC OTHOIICHUSA MCKAY ITOKOJICHUSATA. Haii-nasacao ca MJIQIUTE XOpa C TCXHUTC
COOCTBEHH HYXKIU M IPOOJIEMH, CIICIOBATEIIHO YUYACTHETO HA MJIA/IC)KTA B TIOJMTUKATA TPsiOBa
Ja ce pasmien/ia KaTo MHCTPYMEHT 32 MH(POPMHUPAHE 33 PEaTHOTO ChCTOSHUE HA MIIAJICKTA,

KaKTO M 3a ,,HOZ[MHa,HﬂBaHe“ Ha IMOoJIMTHYCCKara CUuCTeMa.

Moxe na ce oOMHCIN y4acTUETO Ha MJIAJMTE XOpa B MOJIUTUYECKUTE KOMYHUKALUU
Karo CpPEeACTBO 3a WHIMBUAYAJIHO Pa3BUTHE Ha MJIaJIAs YOBEK KaTo rpakJaHuH. B kpaiiHa

CMCTKaA, KaTO y4aCTBarT, TC HC CaMO HAay4aBarT 34 IMMOJIUTUYCCKUTEC IIPOLICCU B O6IJ.[CCTBOTO, HO 1



pa3BUBAaT HEOOXOIMMHUTE KayecTBa, KaTO KOMYHHMKATHBHOCT, MAaTPHOTH3BM, CAMOYYBCTBUE,
neneycrpeMeHocT u p. OT apyra cTpaHa, ojlo0HO ,,y4acTHe” MOJKE Jla C€ IPEBbPHE U B HOB
HAuUMH 3a YMpaBICHHEe M MAHWUIYIUpaHe Ha MiaauTe xopa. OT KpUTHYHA TJIeHA TOYKa
MOJIXOJ KbM Y4YacTHETO Ha MJIQJMTE XOpa B IMOJIMTUKaTa, TO CE MPEBPHIIAa B CBOCOOpa3eH
MEXaHU3bM WM MHCTPYMEHT Ha OOIIECTBOTO 32 OCUTYpsSIBaHE Ha COLMAJIEH KOHTPOJ BbPXY

MIIagCKTa.

BnusHueTo Ha KOMyHHMKAI[MMTE Ha MJQJWTE B HHTEPHET BBPXY MOJIUTUYECKUTE
IIPOLECH U MEXAHU3MH € MHOTOKPaTHO JIEMOHCTPUPAHO B PA3IM4YHU TPYAOBE Ha 3alajHU U
MECTHU M3CJICJOBAaTENM. BHpTyallHOTO NPOCTPAaHCTBO C€ paslupsBa M JOINBJIBA
MOJIUTUYECKUSI KUBOT Ha OOLIECTBOTO B NpPOLECAa HA CH3AABAHE U BB3NPOM3BEXKIAHE Ha
KOMIIOHEHTHTE Ha COLMAJIHATA U MOJUTHYECKAa KOMYHUKaIus. BaxHo e na ce orlenexu, ue
BUPTYQJIHOTO IIPOCTPAHCTBO JHEC IPEIUMHO CaMO BB3IPOU3BEXKAA CBhIIECCTBYBAILH
COILlMAJIEH CBST, a HE IO MPECh3aBa B ILUIOTO Pa3HOOOpa3We OT CHBPEMEHHH METOIU U

TEXHOJIOTUH 3a COOHNAJITHH KOMYHHKAIIUH.

Criopen Hac mMilauTe XOpa, KaTo Hal-aKTHUBHATa COLMAHA Ipyla BbB BUPTYaJIHOTO
MPOCTPAHCTBO, MOTaT J1a GOPMHUPAT MPAKTUKH M METOJM 32 KOMYHHKAIU Ha 00IIECTBOTO HA
Obaemiero. BeposTHO TOBa € CBBbP3aHO C POJISATAa HA MIIQIEKTa B Ch3JJaBAHETO U Pa3BUTUETO

Ha aCTICKTHU Ha BUPTYAJHUTC KOMIIOHCHTHU HAa COOMAJIHOTO U MOJIMTUYICCKO PEryJInupaHe.

Muagexta € JUHAMHYHAa MOACHCTEMa Ha OOIECTBOTO, Ch3JaBalla CHUMBOJIWYHU
CTPYKTYpPH, KOMTO OOEIUHSIBAT OTpaHMYEHHUSTAa Ha YOBEIIKOTO BpeMe U Oe3KpailHO MHOTO

BPEMC OT OKOJIHUSA CBAT.

AKTyallHOCTTa Ha MJajexkara CcyOKylITypa € CBbp3aHa C HEO0OXOAMMOCTTa
00IIEeCTBOTO J1a HAMalld HapacTBamust OpOi Bh3MOXHOCTH 32 KOMYHHKAIHs, Pa3BUTHETO Ha
HEHHUTE YHUBEPCAJIHU E€JIEMEHTH, KOUTO CBBP3BAT PECYpPCH M M3IPaXKJaT XOPU30HTUTE HA
ObaenieTo. YuyacTHETO Ha MIIAJUTE XOpa HaMassBa MEXaHu3Ma 3a OCBIIECTBSIBaHE Ha
MOJIEPHUCTUYHUTE CTpaTeruu. B Ta3u Bpb3Ka BbB BUPTYAJIHOTO MPOCTPAHCTBO MOXKE J1a C€

3a0eIeKU TCHACHLMUA KbM IIOBHINABAHC HaA IMOJIUTHUYCCKATA AKTHUBHOCT Ha MIIAJIUTC XOpa.



HOK&TO HU3BbH TOBA HNPOCTPAHCTBO, IMOJUTUYCCKATA AKTUBHOCT HA MJIAJIUTC XOpa, KaKTO U Ha
AJIOTO HACCJIICHHE 3alaja Iopaad HHUCKA TIIOJIMTHYCECKa KYITypa W CKIOHHOCT KbM
AIllOJIMTUYHOCT, BJIaCTTa OOMKHOBEHO c€ BB3IIpHUEMa KaTO HCU3MCHHA U IMOCTOSAHHA, KOCTO HEC
NpE€AN3BUKBA HUTO IIOJOXHTCIHH, HHUTO OTPULATCIHH MHCHUA. 3aroBa MIIaJUTE XOpa C€
CTpEMAT Ha B3aHUMOJICHCTBAT B IpOCTPAaHCTBO, KBACTO MOTAT Ja IMPOMCHAT U Aa MPEAJIOKAT
HCIIO. Kenanuero Ha MIIQIUTE XOpa MAa Ipujiaratr 6]':>p3I/I JKUTEUCKU IPaKTUKU JdaBa

BB3MOKXHOCT BUPTYAJIHOTO MPOCTPAHCTBO AJa CC U3IIOJI3Ba 3a e(l)eKTI/IBHa KOMYHUKalWs.

MnanuTte Xopa BCE NOBEYE M3TPakJaT BPB3KU M CE NPUCHEAMHABAT KbM Pa3IM4YHU
MHTEpHET KOMYyHHUKaluu. ToBa ce ABKM Ha (akTa, 4e BbB BUPTYaTHOTO MPOCTPAHCTBO
B3alMOJAECHCTBUETO MEXKIY pa3IMYHU UYJICHOBE MOXE Jla CE€ CIy4d CpPaBHUTEIHO OBP30,
yA00HO, TOCTBITHO U Ce MOJIyuyaBa oOpaTHa Bpb3Ka BEHAra U MMa Bb3MOXKHOCT 32 aOCOIOTHO
0e3IMYHO Yy4acTHE BbB B3aMMOACHCTBHETO, KOETO IpEeMaxBa OIpeleleHu Oapuepu u
IPEMSITCTBUS 110 IBTS KbM IOCTUIAHETO HAa KOHKPETHA L. ,,[IonuTHUecKusT” MUHTEpHET
MpaBU BB3MOXKHO Ja C€ BB3MOJA3BAT OT BCUYKM TE3UW MPEIUMCTBA, JOKATO 3arArar

MOJUTUYECKATA LIEH3Yypa M0 JPYTUTE MEIHH.

ConuanHuTe MeAUM CTaBaT HepasZesiHa 4acT OT )KMBOTAa Ha MJIAJAMTE XOpa, T€ umar
rOJsIMO BJIUSIHHE BBpPXY TAX. VIMEHHO B TOBa IPOCTPAHCTBO YECTO CE€ PA3MPOCTPAHSIBAT
HOBHUHHM, NPOBEXKJAT C€ AUCKYCHUU IO PA3IMYHU aKTyaJHU BBIPOCH, B3/1ABAT CE€ MIIAJEKKU
IIPOEKTH M MpPOrpaMH, KOWTO KapaT MIIaJUTE XOopa Ja C€ YyBCTBAaT YYacTHUIM B
MOJUTHUYECKUSI KUBOT Ha CTpaHaTra, BBBIMYAT T'M B CH3/IaBaHETO M PA3BUTUETO Ha
MOJMUTUYECKUTE KOMYHHMKALIMM BBbB BUPTYAJIHOTO MpocTpaHcTBO. ETo 3amo paborara Ha
MIPEACTABUTEINTE HA NOJUTUYECKUTE MapTUU B UHTEPHET MPOCTPAHCTBOTO CTaBa MOMYJISIPHA

n H606XOI[I/IMa 3a e(beKTI/IBHaTa I[GleOCT Ha BCAKa IMOJIUTUYCCKA OpTraHru3alus.

Z[HCC HC € H3HCHAJBAIlO, Y€ MHOI'0 IMOJIUTUYCCKHU JIMACPU WU MAPTHUU HUMAT CBOU
AKayHTU B pa3JIMYHU COLHAIHHW MPEKH, BHACO MaTCpHalId B MOMYJIAPHU BHUACO XOCTHUHI
CaﬁTOBe, AKTUBCH MI/IKpO6JIOI‘I/IHI‘. Te3u TEXHUKH ca HACOUCHU KbM IIOBUIIIABaHE Ha HHTCpCCa

Ha MJIaIUTC XOpa KbM IMOJIMTHYCCKATA KOMYHUKAIM BbB BUPTYaJIHOTO IMIPOCTPAHCTBO.



AKTHBHOCTTa Ha MJIQJIUTE XOpa B MOJUTHYECKATa KOMYHHKAITUS CE MTPOSIBIBA OCHOBHO
B Tpenu300pHUsl mepuoja. MilaguTe Xopa ca BCE IMO-aKTUBHH B Pa3IMYHU TOJUTHYECCKU
OHJIaliH OOIIHOCTU MyOJMKYBaT Ha CBOWUTE CTPAHUIIM B COIMATHUTE MpPEKH, HOBUHH U
MIPU3MBH 3a Pa3IUYHU JEHCTBUS, Ch37aBaT MPHU3UBH, y4acTBAT B JUCKYCHU B Pa3IHYHU
dbopymH, pa3npocTpaHsIBaT Pa3iIMuHU BUIEO W (POTO MATEPHAIU 32 BH3HUKHAIH CHTYAIlHH,
CbOUTHS, KOUTO H3UCKBAT Obp3a peakuus. BbOpeku ToBa, 4eCTO W3BBbH BHPTYATHOTO
MIPOCTPAHCTBO MJIAIUTE XOpa MOTAaT Ja OCTAaHAT MMACHBHU W J1a HE MPOSBSIBAT MHTEPEC KbM
MOJINTUYECKO yYacTHe. YYacTHETO Ha MJIAJUTEe XOpa B TOJUTHYECKATa KOMYHHUKallUs B
WHTEPHET € TM0-aKTHUBHO, OTKOJIKOTO W3BBH TOBa MPOCTPAHCTBO. MiaguTe Xopa MpOsBSBAT
WHTEpEeC KBbM TMOMOOHO yd4acTHe. AKTHBHOTO pa3NpOCTpaHEHHWE U Pa3BUTHEC Ha
MOJMUTHYECKATa KOMYHUKAIUsI BbB BUPTYaTHOTO MPOCTPAHCTBO MOAOOpsBa MOTUTHYECKATa
KyJITypa Ha MJIQJUTE XOpa, aKTUBHOCTTA Ha MOJMTHYECKO Y4acTHe U NMpeMaxBa OapuepuTe B
KOMYHHKAIUsITa MEXAYy BJIACTTa W MIAQJUTE Xopa. TAXHOTO ywacTHe cromMara M 3a
MOMYNAPU3UPAHETO HAa PA3NIUYHU MOJUTHUECKH MU U Ch3JaBa IulardopmMa 3a peanusanus
Ha HOBH TpoekTH. Ho 3a ToBa € HeoOXoaumMo MiaauTe Xopa J1a ObJaT aKTUBHO BKJIFOUCHH B
MOJINTUYECKUSL KUBOT Ha CTpaHara, KaTo Ce Ch3JaJaT BCUUKM YCJIOBHS 3a pealu3upaHe Ha
WHTEPECHU 3a Hes TPOEKTH OHJIAH, Ch3JjaBaHE Ha IOBEYE KaHAIW 3a KOMYHHKAIIUU C

BJIACTHUTCE.

MHOro noJUTUYECKH CHIIM aKTUBHO C€ OOpPST 3a CBOSITA ayAUTOPHs Upe3 COLMATHUTE
Meauu. B paMkuTe Ha BUPTyaJIHUTE OOIIHOCTH ce OpMUpPAT MOJIUTUYECKU ABMXKEHUS, TPYIIH
U JApYTH OOIECTBEHH M MOJUTHUYECKU OpraHu3auuu. MpexoBara rpymna B UACaHUS CIIydan
Ch3/laBa YCJIOBHUsA 32 (pOpMUpaHE KAKTO HA TOJEMM MOJUTUYECKH JIMACPH, Taka U HA TE3U OT
[I0-HUCKO HUBO. BCBIMHOCT m3nmon3BaHeTo Ha MHTEpHET, M MO-CIIEHHUAIHO Ha COLMAIIHUTE
Mmenuu, Habupa ckopocT. ToBa e moBeue oT TeHaeHIMs. Kanaunarute mpocto TpsbBa na
IpUeMaT CEpUO3HO COLMAJIHUTE MEIUM Karo miardopma, upe3 KosATO H30uparenure Ja
OTO3HAAT KaHIUAATUTE U TEXHUTE MPOTPAaMH, KAKTO U J1a TH OOCHKAAT C APYTH MOTPEOUTEINH.
Te3n kaHaUAATH, KOUTO HE BB3IIPUEMAT COLMATHUTE MEAUH KaTO OCHOBA HA OTHOILLECHUATA CU

c u3buparenure, e 3ary0sST Bpb3Ka C TAX M, KOETO € OLle MO-JOLIO, TOBEpUETO Ha



enekropara. ColMaTHUTE MEIUHM ca WACaTHH 33 W3pa3siBaHEe Ha BB3MICIU M LIEHHOCTH OT
OTIO3UIIMATA, 3aII0TO HE € TalfHa, Y€ TS MMa MHOTO OTPaHHYEH JIOCTHII JIO IPYTH CPENICTBA 32
MacoBa uH(popMmaiusa. CoIHMaTHUTE MPEKH Ce€ XapaKTepu3UpaT CbhC CBOHCTBOTO J1a
KOHIIEHTpUpaT uHpopManus, 3a ga QopmMupar MHEHHs, YOSKICHHMs W HacTpoeHHs. B
pe3yjiTaT Ha MAaCOBUTC KOMYHUKAIIMU TC MOTaT Ja YKPCIIAT WA OTCJIa6$IT HNHO3UIIUHUTC Ha
HACEJICHUETO;, MICHTU(UIMpAHE, TPyNUpaHe, KOHCONUIWpAHE HA TPYMU OT OINPEIEICHU

MHCHUSA U HACTPOCHHUA.

HNma NOPUIIUKA U PA3JIMKA 110 OTHOIICHHWEC HA HAYWMHA 110 KOMTO KaHIUAATUTC I'paasdaT

UMUK 1 MHCHHC Y ayJIUTOpUATA.

[TpunukuTe ca 0OBBpP3aHU C MOMYISIPHOCTTA, KOSITO VHTEpHET Mpua00MBa CKOPOCTHO
U BCE I0-HApacTBALIOTO y4acTHE HA MOJUTUYECKH JIULA B COLUAIHUTE MPEKHU ITOCPEACTBOM
KOMEHTapH, IIOCTOBE W T.H. BisiHMeTo Ha MHTEpHET BBPXY NOJIUTUYECKUTE KaMIAHUHU CE

yYCuJiBa BCC MOBCYC U KAHAUJATHUTEC 3aJ1arar Ha OHJIaMiH IPUCHCTBUCTO CH.

[[pyra InpuivKa € IoA4YCPTAaBAHCTO Ha JIMYHOCTHHU Ka4€CTBa C KOHUTO CC CBbP3BAT

no0pUTe JIUIEPU KaTo: aBTOPUTET, YMEHUSI, UHTEJIEKT U JPYTH.

Nma u pa3nuku 1o OTHOUIEHWE Ha KaMmmnaHuuTe Ha nonutuiute. [loBedero ca
CBBP3aHU C KOJIMYECTBOTO MPUCHCTBUE B IHTEpHET U cTeneHTa Ha MHTEPAKIHS C MyOIHKUTE.
llpyra pa3nauka € H3THKBAHETO Ha TOCTIKEHMSI W3BBbH IMOJIMTUYECKaTa Kapuepa Ha

KaHIUJATUTEC, KOCTO MPHUCHCTBA B HAKOW KaMIIAHWUH, 4 B APYTH I1O-CKOPO HE.

OcHoBHa pasnuka umMa npu 00pa3bT, KOHUTO MOJUTHIMTE HCKAT Ja M3TPaasT B
obmectBoro. Ilpu Hsikou ce Habmara Ha CTPOrOCT M Xapu3Ma, a MPH JPYTd HHTEIEKT U

JTMOEPATHOCT.

B’I)HpeKI/I TOBa KaMIIaHHMUTE Ca 6a31/1paH1/1 Ha JTMYHOCTTAa HAa KaHAWJara U IIJIFOCOBECTC,
KOUTO T4 HNPUTCIKABA. IIo-romsaMara 4acT OT KaMIIaHHMHUTE ca ¢ OCHOBHA IIe]I IIOCTUTaHE Ha
ITOJIOKHUTCIICH 06pa3 Ha IIOJIMTHUKA Y ayAUTOpHATA U 3aJ1arar Ha Ta3u TEXHUKA 3a Chb3/JaBaHC Ha

IIOJIMTHYCCKHU UMUJIK.



3AK/IIOYEHHUE

HpquBaHeTo Ha UMUJKA € MHTCPAUCHUINIMHAPHO IIOJIE, OT KOCTO CC MHTCPECYBAT
nmuap CrIneuuajaucTv, peKIaMHU Cb3OaTciiv, MAapKCTOJI03U, COLHOJIO3U, II0JIMTOJIO3H,
CEMHOTHUIIM, IICHXOJIO3H, MKOHOMHMCTH. KbM HEroBoTo U3SCHSBSHE CE npujara KOMIUICKCCH
Ioaxon, TBH KaTo M CAMOTO IOHSTHE € KOMIIICKCHO. I/IMI/II[}K MOXKC Ja 6’[;,[[6 HU3rpajicH KaKToO

3a JIMYHOCT, TaKa U 32 MapKa / IPOIYyKT.

B cbBpeMeHHUTE M3CIIEIBAaHUA 3a UMUK CE OTIaBa 3acily’)KEHOTO Ha aBTOpPHU, KOUTO
00BBP3BAT CBOWTE TE3W 3a UMHKA ¢ Opanaa. nentudunmpanure aeUHUALIANA 3a1109BAT OT
50-te romuHu Ha XX B., HO BPEMEBO TE€ Ca MU3IPEBAPEHU OT MOJIUTOJIOTMYHATA HayKa U
TpHUJIECeT TNOAMHU MO-paHO YOuIbC OOpbllla BHUMAaHUE HAa Ba)KHOCTTA Ha M3TPAXKAAHETO Ha
UMUK U 3ajlara KaTo HErOBU €JeMEHTH 00pa3u, 4yBCTBA, CUMBOJM U acCOLMALUU — TE3U
€JIEMEHTH TPHUCHCTBAT B CieABaIlUTe AeOUHUIMM 3a MMHK. B mpennokeHoTo OT Hac
[10-BCEOOXBAaTHO OIPEAETICHUE C€ ChIVIacsiBaMe C HAEATa, Y€ HMHDKBT € KOMILIEKCeH
KOHCTPYKT, CbBKYIHOCT OT H/eH, YyBCTBAa, HANJIACH, CUMBOJIU U BSIPBaHUSI, KOMTO
Ch31aBaT COLMAJHATA W IICHXO0JOrHYecka MNpupoaa Ha mnpoaykrure. UMHIKBT e
ny0Ju4YeH 00eKT 3a ompeaeieH nepuoa or Bpeme. Toil e cyOeKTHBEH U JIMYEH U He ce
rpaam BbpXy oO0exkTHBHa McTHHA. IIpuTeskaBa cuiara qa Biausie BbPXY 001IeCTBEHOTO
MHeHHe. Moxe ga ObjJe NMOCTPOEH BBbPXY CTEPeOTHNHM uaed. Pa3jiMyHM mo cuja u
xapakTep (GaKTopH MOrar Ja NOBJHUAAT NPH Bb3npuemManero My. M3rpa:xknanero Ha

HMHUK HeJIH Ja Cb3Aae¢ HACHTHIHOCT Ype3 €eMOLUU.

B cbBpeMeHHara MenuiiHa cpeia ce Ch3aBar MOJIMTUYECKU MTPAKTUKU 32 U3TPaKIaHe
HA UMUK B JUTUTATHA Cpela, OCHOBHO B CONMAIHUTE Meauu. [Ipeasua HeoOXoquMoCTTa OT
HaMaJsIBAHE HA JIMCTAHIUATA MEXAY MOJIUTHLIUTE M OOILIECTBOTO, TE3U ICHCTBHUS HrpasiT
3HAYUTEIHA POJS 3a yclexa Ha CBBPEMEHHHS TMONUTHK. VIMWIKBT, KOHCTPYHpaH |
MO3UIIMOHUPAH B UHTEPHET, YICCHSABA BH3MPUEMAHETO My OT IyONHMKaTa U MOATOTBS MOYBaTa

3a BpEMCHHA U IMOCTOAHHA IMMOAKPEIIa HAa TO3H IMMOJIMTHYCCKU JINICP OT I/I36I/IpaTeJ'II/ITC.



Ako mpueMeM Oopbara 3a miaconojaBaress KaTo MOJUTUYECKH MapKETHHI, TOraBa
OCHOBHaTa 3ajada € jJa ce (opmupa oOpa3, KOMTO Ja ce CpaBHsBa OJArompusiTHO C
KOHKypeHTHTe. B ChbBpeMEeHHOTO OOIIeCTBO JHIEPBT € BUI ,,CTOKA™, KOSATO TpsiOBa da ce
Mpo/iaBa M 3a MPEINOYUTAaHE Bb3MOXXHO HAM-U3rOJHO. ,,[IpogaBaHeTo € UMEHHO MPOLECHT
Ha TIPUBJIMYAaHE Ha IJIaCOTOJAABaTeNM Ype3 M3MOI3BaHE Ha CpeACTBa 3a (GOpMHpaHE Ha
UMUK, HETOBOTO MO3UIIMOHUPAHE U MOMYJIsSipU3upaHe. A MpolechT Ha MPoAak0da Ha CTOKH €
L[eITa HAa KOHBEHIMOHAJIHUS MapKeTHHI. [logoO0HM mpakTUKU ca BbBEIEHU B AMepHKa OT
Jlackep mpe3 20-te roguHu u or PuiiBc mpe3 50-Te roamHuM Ha MUHANIMS BeK. Brhpeku
npuinKaTa ¢ 1oy Ou3Heca, KaMIaHUUTE M Ha JBamara ca MPOBEIEHH MpodecroHaTHO.
Hanpasenu ca npeaBapuTeNHU MPOYyYBAHUS 3a BaXXHUTE TEMH, MPEIJIOKEHU ca TEXHUKHU 3a
U3rpaKJaHE HA IO3UTUBEH UMUK, B PE3YITaT HAa KOETO KaMIIAHUUTE Ca YCHEIIHU U
oOpbILIaT O0IIECTBEHOTO MHEHHE B 1032 Ha KaHauaara. CTpaTernyeckKuTe KOMyHUKalUnOHHU
JEUCTBUS 3a KOHCTPYHMpaHE Ha MMHJ/K Ha KaHauaar-ipe3uneHtu Ha Jlackep u PuiiBc ca

MMPpUIOKUMHU OO0PHU JTHEC BbB BCHYKHW KOMYHUKAIIMOHHU KaHAJIM.

dopmHpaHeTO Ha UMUK MMa HSKOJIKO HMBA Ha uenu. [IbpBo, HEOOXonUMO € Ja ce
Ch3la/le ompesaereH o0pa3 B Cbhb3HAHMETO Ha wu3Ouparenure. BTopo, ma ce cw3gane
OIIpEJeNIEHO MHEHHE 3a To3U 00pa3. M TpeToTo € cummaTusi, MOJOKHUTEIHU €MOLIUU, KOUTO
nyOnukara TpsOBa Ja W3MHTa MO OTHOUICHWE HAa TOJIMTUYECKH Iuaep. Tasu crpykrypa
ChOTBETCTBA Ha (hakTa, ye OOMKHOBEHO NpU (OPMHUPAHETO HAa UMMJIK CTPEMEXBT € Jla ce
Ch3/1aJe TMOJIOKUTEIEH 00pa3, HO TIOHAKOTa AaKLUEHTHT CH3HATEHO C€ IIOCTaBsl BbPXY

OTpHLIATETTHUTE YePTH Ha 0OEKTa.

dopmupaHeTo Ha MMHIUK Ha JIMYHOCT MMa CBOM COOCTBEHM XapaKTEPUCTHKH, 3a
pa3nuka oT (OPMHPAHETO Ha UMHJIKA Ha CTPYKTypa (OpraHu3aIus, IapTHsi, KOMITaHUS) WIN
nponykKT. [TomuTHYeCKUAT NUaep € JIUYHOCT, 2 B ChBPEMEHHUS CBAT YOBEK CE CTPEMHU Jia ce
MO3UIIMOHUpPA KAaTo MPOEKT WM Mapka. M B monmuTuyeckara cdepa Ha 0OIIECTBOTO TOBA Ce
Hajara, 3alloTO MOJUTHLUTE CE€ HYXKIAaAT OT MyONu4HOCT, TpsiOBa Ja BIMSAT Ha
OO0IIIECTBEHOTO MHEHHE, 3a Jla IOCTHTHaT MOmYJIspHOCT. 3a Aa ¢opmupar oOpas3a Ha

IMOJIMTUYCCKHU JINACP, CC HpI/I6$IFBa A0 pPas3jindHyu CTPATeruv, TCXHHUKHW W HHCTPYMCHTH,



npeyiaraHd OT MOJUTHYECKUTE KOHCYyNTaHTH. MMa HykJa oT ch3gaBaHe Ha OIarompusTeH
UMUK B Ch3HAHHMETO Ha m3buparenurte. ToBa € Taka, 3al[OTO MOJIUTHUYECKUTE MAPTHH BCE
MOBeYE Ce M3SABSBAT HE TOJKOBA KAaTO HOCHUTEIHM HA MJICOJOTHS M MOTUTHYECKH MPOrpaMu, a
KaTo amapar 3a MOOWJIM3MpaHE Ha eJEKTOpara OKOJIO HSKOM SPKM WHAMBUAYAIHH MapKu
noauTH4ecku juaepu. OCBEH TOBa MOJMTHULIUTE, MO-CIIEHHUATHO ABP)KABHUTE CIYXKHUTEIH,
3aeMaly 3HAYUTEITHHU MO3UIINH, ChIIO0 CE CTPEMAT Ja MO3ULMOHUPAT 00pa3a Ha MOJTUTHUECKH
muzaep. M 3a na cnedenu cUMIaTHUTE Ha HaceJIeHHETO, 00pa3bT Ha Jujepa ce popmupa c
MIOMOIITa Ha MpaBUjIaTa Ha MapKeTUHTa u OpannuHra. CienoBareiHo, 3a Ja pa3doepeM Kak ce
Ch3/laBa O0pa3bT Ha MOJUTUYECKUS JUACpP, MOXKEM Ja pa3miekigamMe TO3H MPOIeC KaTo

dbopMupaHe Ha MapKa.

Mapkara Bb3/A€HCTBA BbpPXYy EMOIIMOHATHATA YacT Ha CHh3HAHHETO HA YOBEKA M HE
camo TPEICTaBs BICYATIICHUETO 32 KOMITAHUATA, HO B (hopMHpa CTAOMITHA TPUBBP3AHOCT OT
cTpaHa Ha norpedutenute. Toil ce cBbp3Ba Ype3 eMOIMH U Ype3 TOBA CE€ MPEBPBILA B HEIIO
MoBEYE OT HAOOP OT XapaKTEPUCTUKH - OOeIaBa Ja peaiu3rpa TOBa, 3a KOSTO MOTPEOUTEIISAT
MedTae. A 3a Ja ce peanu3upa eaHa JUYHOCT Karo OpaHn, € HeoOXomuMo (HOpMHpAHETO,
MO3UIIMOHUPAHETO U TOMYASPU3UPAHETO HA HEWHUS UMUK U peryTanus. B Ta3u pabora ca
pas3miieaHd, OCBEH CHINHOCTTA HA MOJUYECKHUS UMHIDK, U (aKTOPHUTE, KOUTO BB3IACHUCTBAT
BBPXy (opMHpaHEeTO Ha MapkaTa Ha TOJIMTHYECKH JIHJEP, KaTo ce CIOpeM MOApOoOHO Ha

HeroBus o0pas.

B xoHTekcTa Ha M3yyaBaHETO Ha UMHU/KA HA TIOJTUTHICCKUTE JTUIAEPH UMaMe padoTa ¢
JTUYHOCTH HA Mapkara, T.e. BHJl MapKa, KOSTO ce pa3dupa Karo ,,myOlnyHa JTUYHOCT , YHITO
UMUK U MHEHHE € MOIMYJISPHO, MMa NpUBBPKEeHUIM U (penoBe. C qpyru AyMu Mapkara Ha
MIOJINTUYECKUS JIUJEP € HETOBOTO MME, KOETO MMa M3BECTHOCT, 3HAYMMOCT B MOJIUTUYECKUS
’KUBOT Ha OOIECTBOTO M CTOMHOCT MOpajay UMHKa cu. Mapkara Ha nuaepa ce ChCTOU OT
UMUJKa Ha JUAepa U peryTainusaTa, KoATo ce ch3laBa cpea nmyonukara. IMUIHKbT UMa cBOs

coOCTBeHa CTPYKTypa U HAYMHHU 32 (POPMHUPAHETO MY.



KommionenTute Ha q)OpMI/IpaHeTO Ha MMHJKAa Ha MOJUTUYCCKUTC JIUIACPU Ha171—061uo

Morar J1a Obaar pas3/ieJIeH Ha CIETHUTE FPYIH:

1. BbHIIEH KOMIIOHEHT (JIMYHO NPUBJIMYAHE);

2. Ctun Ha MOBEICHUE HA JTUEpa, HETOBUS XapaKTep;

3. buorpadwusi, erenna;

4. Tlporpama, OTU€TH, HACTPOUKHU.

Komnonenture Ha MMHmIKa Ha TIOJUTUYECKHUS JIMJEP Ca YCIOBHUATAa 3a HETOBOTO
dopmupane. B paborara ca pasmienaHu Te3W KOMIIOHEHTH. Te chObpKAT CTENEHTa Ha
BB3MPUEMAaHEe M MpUEMaHe Ha JEWCTBUATA M IOBEJACHUETO Ha JIMJepa, CTENeHTa Ha
BB3IPUEMAHE HAa HETOBUTE MOJMTUYCCKA WHUIMATHBH, SBHOTO ONpECIITHEe Ha GopMHTE H
HAauUMHUTE 32 T[OAKpena Ha JudJaepa OT CTpaHa Ha HACEJIEHHMETO, CTElNeHTa Ha

MIPOTUBOINOCTABAHETO HA JAPYTH MOJIUTULIM OT CTPaHa HA KaHAMUJATa U JPYTH.

Moske na ce orOenexu, Ye UMUDKBT € MHOTOIJIACTOBA CTPYKTypa: BBTPE B HETO ca
UJCUTE U HaIlacUTe Ha MOJUTHUYECKUS JTUAep, CIe/l TOBa UBa MOBEACHUETO U Ouorpadusara,
a BBHITHATA YacT € BHJ OMAaKOBKa. B ChHIIOTO BpeMe JIMUHUTE KauyecTBa ca (PaKTOpH, KOUTO
BIMSSAT BBPXY MPUEMAHETO HAa KaHAMAATH, KOMTO MOIKPENSAT OMpeesieHa TOJIUTHKA WIIH

MHEHHE 10 CIIOPEH MOJIUTUYECKU BBIIPOC OT CTpaHa Ha U30HpaTenuTe.

KoMrioHeHTHTE Ha UMUAKAa Ha NOJUTHYECKHS JIMJAEp Morar ja ce Qopmupar ¢
NOMOIIITA Ha MEIUHTe, aruTauusTa W MpomaraHjara. Menuute obaye ca OCHOBHUSAT
MHCTPYMEHT, KOHTO 1omara, BMECTO Ja MPOMEHHU CaMHsl YOBEK, KOraro pa3BMBa MMMk CH,
7a TPOMEHHU BIIEUATICHUETO, KOeTo npaBu. [lonnmThyeckara npakTuka IOKa3Ba, Y€ HE
KOHKpPETHAa JIMYHOCT Teuenu U300puTe, a HEWHUAT UMUK, KOWTO € 3ApaBo € 3ajerHai B
001IecTBEHOTO ch3HaHUe. MIMeHHO edeKxTrBHATa paboTa Ha MEIUHUTE Ch3AaBa HMUIDK, KOUTO
BIIOCJIC/ICTBUE PAa0OTH 3a KaHAMJAaTa. XapaKTEpUCTHKUTE Ha paboTara Ha €JIEKTPOHHHUTE

MEAMH TO3BOJISABAT J1a Ce€ M3MOJ3BaT 3a (GOpMHUpPaHE Ha CIETHUTE KOMIIOHEHTH Ha oOpasa Ha



nojauTudecku juaep. [IspBo, Te Morar a pa3npoCcTpaHsBaT MOJIUTHYCCKUTE UJICH U HATIACH
Ha JIUJIepa, HeroBaTa MporpaMa Cpei ayIuTOPHSTa Ha CBOECTO HM3JIAaHHE, BKIFOYUTEIHO Ype3
HOBUHAPCKH pernopTaku. HOBUHUTE, KOMTO ce MOSABSBAT B MEIUUTE, ca TMOCBETCHH Ha
CBHOUTHS, B KOUTO y4acTBa TOJUTHUKBT WIH CHIBPKAT W3Ka3BaHUS 10 OINpPEIENIeH BBIIPOC.
WzsiBiieHnsiTa TPSKO CBHABPKAT TO3UIMATA Ha JHAEpa, a CHOUTHATA ca CIICACTBHE.
[ToBeneHneTo Ha €IUH MOJMTUK, KATO YacT OT HETOBUS UMHIIK, CTaBa MPUYMHA 33 Y4aCTUETO
MY BBB BCIAKAaKBH CHONUTHS WIIH IMpUYMHA 3a XapaKTepa Ha HCrOBUTC M3Ka3BaHUS. ﬂeﬁCTBHﬂTa
HWJIN YYaCTUCTO Ha IMOJIUTUYCCKHU JIMACP MOXKE Oa IMPUBJIICYC BHUMAHUCTO HA HHTCPHCT
ayJIUTOPHSI, KOETO IIIe MMOMOTHE JIa C€ 3aMHTEepecyBa OT HaeuTe Ha jmaepa. M ooparHoTO,
SAPKUTC U3ABJIICHHA HA JIMACpa CTaBar 00€eKT Ha BHMMAHHUETO HA YUTATEIIUTE U yBCiIn4daBar
cllaBaTa Ha Jujaepa. BbHIIHATA 4yacT HA M300PAKEHUETO Cce MOKa3Ba M B €NIEKTPOHHU MEIUU
mon ¢opmara Ha (oto u Buaeo Mmarepuanu. Yact or OuorpadusTa W JereHmara Ha
MOJIMTUYCCKUA JIUACP MOXKE J1a CC CIIOMCHABa B HAKOW HOBHHU B Kpas Ha CTaTHUATA, HO PAAKO
¢ HeiiHa Tema. Taka BCMYKM KOMIIOHEHTH Ha MMUJDKA Ha MOJIMTHYCCKUS JIHJEP B €IHA HMIIH
Jpyra cTeneH Morar jia ce ¢(opMupar ¢ NoMoIITa Ha HHTepHeT menuute. Ho Hali-Beue Te ca
MOAXOMAIM 3a (opMHpaHe Ha WIS, HAIIACH, MOJIMTUYECKA TMporpamMa Ha TOIHTHYECKH
TP, HETOBUS CTHJI HA TIOBe/IeHUE U Xapakrep. OOMUCIIEHUST 1 100pe 0(OPMEH UMUK Ha
MOJIUTUYECKU JIMJIep B KpailHa CMETKa IeYelld IMOAXOMAIa PermyTarusi cpea myOimKara.
Brorpeku ToBa, ouakBaHHTA Ha €IWH MOJUTUK M HETOBUS €KUI MOTAaT Jla ce pa3iuyaBaT OT
peaxmusTa, KOSITO Ioiy4yaBaT oT myOnmukara. CrenoBaTeTHO peryTanusaTa Ha eIuH
MOJUTUYECKU TP TPSOBa Ja ce CIIeAH, 3a J1a MOXKE Ja Ce KOPUTHPAT YacTH OT UMHUDKA. 3a
Jla HaMpaBsIT TOBa, CE HAOIIOAABAT MEIUUTE, TIPOBEIKAAT COIIMOIOTUICCKH U3CIICIBAHUS CPET

olpesiesieHa ayIuToOpus U T.

Jluec wuHTEpHET wurpae BakHa pois 3a (¢GopMmHpaHeTo, (YHKIMOHUPAHETO U
Pa3sBUTHETO HA COLMAIHOTO Ch3HAHME. Bb3MpueMaHETO U THIKYBaHETO Ha Hal-3HAUUMHTE
CbOUTHSA M SIBJICHHUS, KOMTO C€ CIIyuBaT KAaKTO B CTpaHaTa, Taka M B CBETa KaTo IS0, CE
OCBIIIECTBSABA JUPEKTHO Ype3 HOBUHAPCKU caiiToBe, Oiiorocdepara u couuannute mpexu. C

IMOCTCIICHHOTO HABJIM3aHC W YKPCIBAHC Ha HWHTCPHCT B IMOJIHUTHYCCKATa C(bepa cTaBa



BB3MOKHO J1a C€ T'OBOpPH 3a IMPEBPHIIAHCTO MY B €IMH OT HHCTPYMCHTHUTC 34 OCHUICCTBABAHC

Ha MOJIUTUYCCKUS IMPOLIEC.

JlefitHOoCTTa Ha pa3iMyYHU MAPTHH U ABUKCHUS KaKTO HAa BHTPEITHOMOIUTHIECKO HUBO,
Taka W Ha MEXAYyIbpPKABHO € HEepa3puMBHO CBbp3aHa C MpobiieMa 3a MOJUTHYECKOTO

JTUIEPCTBO.

MeXIUHHUAT My KOMIIOHEHT CTaBa oOpa3bT Ha MOJIUTHUYECKHUs nuaep. McTuHekuar
YOBEK C€ 3aMEHs ¢ HEeroBus 0o0pa3 - 00pa3bT Ha Jujaepa, TUKTaTop win Bpar. C qpyru AyMmu,
rpaXJIaHUHBT HE ce COICKBA ChC CAMOTO CHOMTHE, a C HETOBOTO OTpPAa3siBAHE B MEIHMMUTE.
Enunnniata Ha TO3M CUMBOJIMYEH CBST € UMH/DKBT Ha MOJUTHYECKaTa (Gurypa, a MHTEPHET €

€IMH OT MEXaHU3MHTE 32 HETOBOTO (popMupaHe.

OO61moTO B HaMIETO pa3dMpaHe 3a UMUJKA HA MONUTUUYECKUS JTUED, €, Y& UMHUIKDBT €
neneHacoueHo Qopmupan o0pa3, 3a Ja ce OCUTYpH HEOOXOIMMOTO €MOIMOHATHO H

TICUXOJIOTHYECKO Bb3/ICUCTBUE BbPXY ONpE/IeiieHa rpymna xopa.

I/IMI/II[)K"LT B O6H.[CCTB€HOTO Cb3HAHUC N0 IrojisiMa CTCIICH CC q)OpMI/Ipa Bb3 OCHOBA Ha
I/IH(i)OpMaIII/ISITa, nojgydyeHa OT MCIAUUTEC, W 3aBUCHU OT dYe€CTOoTara Ha Hy6HI/IKaIII/II/IT€ u

TEMAaTH4YHaTa CTPYKTypa Ha TC3U HY6JII/IKE[LII/II/I.

3a nma ce ¢dopmMupa HMHUIKOBA IOJUTHKA, KAKTO M 3a Te3W HH(OpMAILMOHHU
IaTpOpMH, KOUTO C€ 3aHMMABaT C MOKPUBAHETO HAa HEWHUTE JEHHOCTH, HE3aBUCHMO OT

OIICHKarTa, ca BaXXHH CJICAHUTC KOMIIOHCHTH!

- CTCIICHTA HAa IIPOHWKBAHC B UMW ’KAa Ha JINACPA,

- CTENEHTa Ha Bb3IpUEMAHE U IPUEMaHE OT ayAUTOpUATAa HAa HETOBHS ,,TUIT, PeY,

NEHUCTBUS, HPABU U T.H .;

- CTCIICHTAa HAa MHUIUATUBHOCT HaA JIUACpA, OPUCHTALIUA KbM 6T)I[6HI€TO, IIpoMsHAa Ha

IJIaHOBETC U MMOBCACHUCTO MY. TpSI6Ba Ja Cc€ uMa npeaBul, 4c CiiaBaTra yBCJIN4aBa IIaHCOBCTC



Ha C€AWH IIOJHUTHK 3a YCICX, AO0KaTO OaHaIHOCTTA M CTCPCOTUITHUTC HWHUIOMUATUBU TU

HaMaJIsBarT;

- CTEMEHTa Ha BB3MpPHUEMaHEe OT CTpaHa Ha MyOIMKara Ha HEWHUTE MOIUTHYECKU
WHUIIMATHBH, KOATO JIO TONIIMa CTETNEH 3aBUCH OT CTENEeHTa Ha WHQPOPMHPAHOCT Ha
o0miecTBOTO 3a WHHINHMATUBUTE. MHpOpMammsTa TpsOBa na ObJle HABPEMEHHA W Ja CE
MOBTaps, Ha ayluTopusTa TpsiOBa Ja ObJe mpeaocTaBeHa WCTUHCKA OICHKAa Ha

MOCHEICTBUATA OT TAX M ,,[IeHaTa’ Ha N3ITBIHEHUETO;

- SICHO OIIPCACIIAHC Ha (I)OpMI/ITe 1 MCTOAUTE 3a MOAKPECIIa Ha JTUACPA OT HACCIICHUCTO U

3aUHTCPCCOBAHUTC ITOJIUTUYCCKU I'PYIIN;

- CTENEHTa Ha MNPOTHUBOMNOCTABSHE HA APYrd MNOJMUTHUIM, TAKTUYECKATa I'bBKABOCT,
CIIOCOOHOCTTA J1a HE C€ BIOIIABAT OTHOIICHUSTA M0 HEe (DyHIaMEHTATHH BBIIPOCH, HO CHILO U
Jla He ce ,,0rbBaT’ MO MPUHIIMITHU BHIIPOCH, KOUTO Ca BAXKHU 3a HACEJICHUETO U COOCTBEHATa

UM ITOJIMTHYCCKA ITO3HUI .

be3 cpMHEHHME TONMTHKATa HE MOXKE Ja ChINECTBYBa 0Oe3 MacoBa IyOiMKa.
HpI/IC’BCTBI/IeTO Ha ITOJIMTUYCCKHU J'H/I)IepI/I B COIIUAJITHUTC Mpe>1<1/1 c YHI/IKaJ'IHa BB3MOXHOCT 3a
KOMOWMHUpAaHE Ha TMOMYISPU3UPAHETO Ha TMOIUTHUIUTE W Ch3JlaBaHEe HA COOCTBEH HMMHJIK.
Enun monuTuk TpsioBa na ObAe yHUKANEH, HO B CHIIOTO BpeMe MOA00EH Ha CBOs M30MpaTet.
B commanHuTe MpeXu Ta3u CTpaHa ce pa3KpuBa HAbIHO. HapacTBamoTro BHUMAaHHE KbM
W3CIIEIBAHETO HA BH3MOXKHOCTHUTE 32 M3IOJI3BAHE HA COLIMATTHUTE MEINH KaTO MHCTPYMEHT 3a
dbopmupane Ha oOpa3a Ha TOJUTUK C€ TPEBpPHIIA B 3a0€TIEKUMO SIBICHHWE B THEUTHUS

MOJIUTUYECKU JUCKYPC.

AHanu3bT HAa M3MOJ3BAHETO HA COLMATHUTE MEIWU OT MOJUTHYECKH YYaCTHHIIM
paskpuBa penuua Moxenu. Ha mbpBo MsCTO, 3acioyxaBa Ja ce OTOENIekH, Y€ HAIUYUETO Ha
aKayHTH B COLIMATHUTE MPEKU CE€ CUUTA OT MOJUTUIIUTE KAaTO APYT KaHAN 32 KOMYHHUKAIIHS C
ayouTtopusita. B chlIOTO BpeMe Te He 3aMEHST TPAAULMOHHUTE (OPMH HAa KOMYHHUKAIUS:

00IIeCTBEHH NTPUEMHHU, €JICKTPOHHU (OPMHU 32 00OpaTHA BPb3Ka U T.H.



B peauna cCiiydau 3a HY6JII/IKaTa CcTaBa OYCBHUJHO, Y€ JIMYHUTC CTPAHUIU B
CONUAIIHUTEC MEIHU CC MOAAbpPKAT OT MOJIUTHUIU HE JINUYHO, 4 C TOMOIITA Ha CIICHUAJIMCTH OT
npeccny>K6aTa. B TakbB KOHTEKCT ce FY6I/I AOBCPUCTO Ha HYGJ'II/IKaTa, YCCIIAaHCTO 3a TAXHATa
COOCTBEHOCT AHTAXXHUPAHOCT B IIpsAKaTa KOMYHHUKalWs C IMOJUTHUKA, KOETO IIPOTUBOPECUYN HA

caMara uJed 3a M3MO0JI3BaHC Ha COUAJTHUTC MCIUU B ITOJIUTUYCCKOTO IMPOCTPAHCTBO.

MMUKBT Ha TOJNUTUKA € Bpb3Ka MEXAy Juaepa u nmyonukara. Tol oTpas3siBa KakTo
UMHTEpecHUTe Ha MmyOInKara, Taka ¥ UHTEPECUTE Ha MOJIMTUIUTE U CE OIUTBA Jla ChUeTae Te3U
uHTepecH. MIMumkoBara noiuTHKa, HEMHOTO (hopMupane, MOJEIMpaHe U MOMYIspU3UpaHe ca

HEpa3aciHa 94acCT OT CQ)CKTI/IBHOTO BBSHeﬁCTBHe BbpPXY ayJAUTOpHUATA.

JlHec moBeyeTo MOJUTHUIM U M30MpaTeny MpPU3HABAT BaKHaTa pojisi Ha MUMHUJKA B
nositrdeckus npouec. [loHacrosieM enekToparsT € cTaHal JUCKPUMHUHALIMOHEH B CBOUTE
IPEANOYNTaHUS, TI0-Ch3HATEIHO €€ MPUOIMKaBa KbM H3I'BJIHEHUETO Ha CBOUTE (DYyHKIIMH,
(bopMynupaHeTo Ha U3MCKBAHUS U OYaKBaHMSA, a OCHOBHATA 3aJa4a Ha TOJIUTHIECKUS JTHJIED €
Ja Cb3aZe UMHJDK, KOMTO Ja OTroBapsl Ha TE3M M3UCKBAHUSA U OYAKBAHMs, KaTo U3IOJ3Ba

CBOUTC YHUKAJIHH Ka4€CTBA.

N3cnenBaxMe MMUKA KaTO Kareropus B MOJUTHYECKAaTa HAayKa WU SIBJICHUSTA B
MPAKTUYECKUTE NEHHOCTH, KaKTO U Ja UASHTHU(PHUIPaMe OCHOBHUTE KPUTEPUU 3a UMUJIKA Ha
noyTUYecKku auzaep. Mmaitku npeaBujl TO3U BBIIPOC, CTUTHAXME JI0 CIACAHUTE 3aKITIOUCHHUS.
OO0pa3bT Ha MOMUTUYECKH JHUJEP € HAOOp OT OompeeNieH! KauecTBa, KOUTO XOpaTa CBbP3BaT C
ompeneneHa MHANBUAYATHOCT. [1o mpaBmio moHsTHETO 3a 00pa3 ce OTHACS A0 KOHKPETHO
JUIIe, HO MOJKE JIa C€ OTHACS U 3a ompeneseHa rpyna xopa. O0pa3bT WM UMUKBT Ha TUAEpa
BKJIIOYBAT BHHIICH BUJ, MO3ULIUA, NMpodecHs U mporpama Ha KaHauaara, ouorpadus, HauuH
Ha TIPOBEXKJaHE HAa Pa3roBOp, KOMILICKC OT YOCKICHHUS M HAMEPEHHUS U OIIe MHOTO JPYTH,
KaKTO U ,,JIETeHJa” - peaJlHd WA MUTOJIOTH3UPAHU CHOUTHS B )KMBOTA HA KaHIHUaTa, KOUTO

ro IpaBAT HO-HY6J'II/I‘IGH B O6H.I€CTB€HOTO Cb3HAHUEC, OTKOJIKOTO APYIUTC KaHANAAaTH.



C gapyru AymMu TNpOyYyBaHETO Ha 3aKOHUTE, PEryaupamy (opMHpPaHETO,
(YHKIIMOHUPAHETO U YIPaBIEHUETO Ha MOJUTHYECKUS UMUK, TPsOBa /1a ce pa3riiexaa KaTo

HCHTpAJICH HAY4YCH HpO6J'ICM B 00JIaCTTa HA MOJUTHYCCKUS MU K.

W3kmounTennHo BakHO Oe J1a ce pasrpaHudaT JBeTe CTpaHH Ha (OpMHUpaHETO Ha
uMupka Ha Jmaepa. OT eqHa CTpaHa, MMUDKBT Ha JUAEpa € OTpaKeHHe Ha Heropara
MOJIMTUYECKA JIEHHOCT, HAacCOYeHAa KbM IIOCTUTAHE HAa KOHKPETHU PE3ylTaTH, a OT Jpyra
CTpaHa, pe3yniTaT OT CIEIUATHUA YCHIIHS 32 (OPMHUPAHETO MY Cpell HaceleHueTo. B chmoTo
BpeMe, U3IPAXKIAAHETO HAa HMHUDKA HA TOMUTHYECKH JHIEpP € CBBP3aHO HE caMo C
U3IBJIIHEHUETO Ha 3aJauydTe 3a [MOMyJIsIpU3MpaHe Ha KaHIUJaTa Ccpell HaCEICHHETO,
HAChpYaBaHE Ha HEroBaTa JMYHOCT M KaMITaHUU B T10JI3a HA HETOBaTa Imporpama 3a JIeHCTBHE.
B cpBpemMeHHOTO 0O0IIECTBO TO3M MPOILIEC BCE IMOBEYE CE€ MPEBPBIIA B MEXaHU3BM 3a
Ch3llaBaHE Ha M3KYCTBEH JIMJACPCKHM UMUK 3a OOIIECTBOTO, KOHTO 3aMecTBAa HMCTHHCKHS

MOJIMTUYCCKHU JIMACP B Ch3HAHUCTO HA XOpara.

ITpoyunxme OCHOBHHTE MOHATHA 3a (popMUpaHE HA UMUKA HA MOJTUTHUYECKU JIUJEP.
VYcraHoBeHO €, ye MMMJDKBT Ha MOJUTHK ce (popmupa maBHO upe3 menuute. [IpaBuiHO
OOBBbp3aHUTE OTHOIIECHUS C MEIUUTE CIIOMArar 3a Ch3JaBaHETO Ha MpUBJIEKaTeleH o0pa3 Ha
KaHauaara. Menuure, OT €Ha cTpaHa, OTpa3saBaT UMMJDKA, Ch3AAAEH OT JUAEpa U HETOBUTE
UMHJDKMEWKEpH, a OT Jpyra, camu (opMHpaT UMUK, TOHSIKOTa CIOHTaHHO, HO KaTo

IMpaBHJIO NCJICHACOYCHO.

Wnentuduumpaxme possiTa HAa UHTEPHET MEAUUTE B IIpolieca Ha popMHUpaHe Ha UMUKA
Ha NOJUTHYECKH Juaep. VIHTEpHET € OrpoMHO BHUPTYaJHO IPOCTPAHCTBO, AKTHBHO
U3II0JI3BaHO BbB BCHUKU cpepu Ha OOLIECTBOTO, BKIIOUUTEIHO B NOIUTHYECKATa. Bb3MOXKHO
€ Ja ce YyCTaHOBM, 4ye€ JHEC, Koraro (opMupamMe UMUIKa Ha KaHAWJAT 3a IPE3UICHT,
MHTEpPHET MEJUHTE 3aeMaT MbPBOCTENeHHO MAcTo. Taka ycnsixme 1a pa3depem, ye neyaTHUTe
MeIuu TyOsT JOMMHHUpAllaTa CH posisd BCAKAa TOJUHA, a MOMYJSPHOCTTA HA EJICKTPOHHUTE
MUY HapacTBa BCE IOBEYE, NPEIOCTABANKU I0BEYE BB3MOKHOCTH 3a 3all03HABAHE C Ta3u

WK OHa3Hu I/IH(i)OpMaI_[I/IH, O6CT>)KI[8.H6TO ﬁ, KaKTO U 34 KOMYHHUKaIUATA. I/IHTepHeT, KaTo



MHCTPYMEHT Ha mnonutudecku PR, oTBaps orpoMHU BB3MOXKHOCTH 3a TMOJUTUIUTE A
oOuryBaT ¢ M30MpaTenuTe; Karo CpeACTBO 32 KOMyHHUKAaIUs, TOH MMa TojiiM MOTEHIHA 3a
U3BBPIIBaHE Ha JeiHocTH 3a mnomutudecku PR kammanuu. WHTepHer uma peauia

MPEeIMMCTBA NP IPyTUTe MEANH, @ HHTEPHET ayIuTOPUsTa HEMPEKbCHATO CE YBEINYaBa.

BnusiHreTo Ha COIMANHUTE MEIUH BbPXY (POpPMUpPAHETO Ha OOIIECTBEHOTO MHEHHE 32
NOJUTUYECKUTE CHOUTHUA ce OKa3a B JuHaMuka. ColualHuTe MeAMM Morar jAa Obaar
CAHOBPECMCHHO KOHCTPYKTHBCH W PA3PYHIUMTCIICH KOMIIOHCHT HA IMOJUTUYCCKHA KUBOT. Ot
€lHa CTpaHa, Te IIpeMaxBaT WepapxusTa U JIMJIECPU U ayJUTOpUs TOBOPAT AUPEKTHO. Morar na
Obnar edexTHBHA IUIaTGopma 3a KaMIIaHUM, 33 J1a PAa3MPOCTPAHAT CBOETO MOCIaHHE, Ja
Ch3/1a/1aT HOBMHAPCKA CTOMHOCT Ha MJIEUTE CH W J]a TeHepupaT cpeacTBa 3a Kamnanuu. OT
Jpyra CTpaHa, ymnoTpebara Ha COLMATHM MEIUU OT MOJMTUIMTE MOXE Ja 3acTpalld
JIEMOKpAIHATa, JOKOJIKOTO JIMAECPH ca M3KYLIEHH OT HjesATa Ja NpecKadar >KypHaJIUCTHTE
KaTo OOIIECTBEHU OCBEJIOMMTEINH, a Ae3UH(POPMHUpAT U J]a Ch3AaBaT Hanpexenue. U B 1Bata

ciryvas obaue CJICABa Ja IMpru3HacMm, 4€ TC pCBOJIIOIHUOHHN3UPaxa INOJIUTHYCCKUTC KaMIIaHWUH.

Temara 3a U3MOJI3BaHE HAa COIMAIHUTE MEIUH B MOJUTHYECKaTa cepa € CPAaBHUTEITHO
HOBa 3a OBJTapckusi momuTHYecku mporec. ComMamHuTe MEOUM ¢ TSIXHaTa 3HaYMMa
ayJIUTOPHSI UMAT HSAKOJKO MPETUMCTBA, KATO CIOCOOHOCTTA Ja KOHIIEHTPUPAT HH(POPMAIIHATA
B cebe cu, 3a Aa popmupar MHeHUs, yOeKIeHHs], HacTpoeHus. Te ca ueanHo NpUroJeHu aa
u3passaBaT BB3MIEAWTE M IICHHOCTUTE Ha aynuTopusaTa. [lo To3u HAaYMH BIHUSHHUETO HA
COIIMATHUTE MPEXH BBPXY (OPMHpPAHETO Ha OOIIECTBEHOTO MHEHHE 3a IOJIUTHYECCKUTE

CHOUTHSA U MOIUTUYECKUTE TUUHOCTH JHEC € U3K/IIOYHUTCIIHO I'OJISAMO.

PGSYHTaTI/ITe OT CMIIMPUYIHOTO HM3CJICABAHC IMOTBBPIKAABA XUIIOTC34aTad, Y€ MHTCPHET €
KOMYHHKAIMOHCH KaHaJI, KOMTO BIIHSC CbIICCTBCHO BBPXY H3TPAXKIAAHCTO HA IMOJIUTUYCCKU

UMUK,

bearapckure cnenu@uKM MO OTHOUIEHWE Ha M3IPaXJAaHETO HAa HMMMDKAa Ha
KaHJUJAaTUTE ca 0OBbP3aHU C AJITOPUTHMA 32 IPUCHCTBUETO Ha NMONUTULUTE B MIHTEpHET.

HpI/I HU3rpaxaaHcTo Ha 06pa3a Ha KaHJuUJaTUTE TOM € Pa3mICKaAaH KaTo PETruOHAJICH TAaKbB.



Ilo BpCMC Ha KaMIIAHUMHUTEC Ca B3CTU INPCABUJ TPAAUIHUOHHUTC LHCHHOCTU U Ca IIPHUIIOKCHHU

KaTo ILUTFOCOBEC B XapaKTepa Ha MOJIMTUILIMTE.

Pasrnenanu ca mpenmoynTaHuATa Ha MyONIHMKaTa CIPSMO KauyecTBaTa, KOUTO CIIOPEN
TAX KaHIUAATHT TPsOBa Ja MpUTEkaBa U UMUKBT € (POPMHUpaAH CIPSIMO TEXHUTE OUaKBAHUS.
[To Bpeme Ha KaMIaHUUTE € HAJOXKEH KOHTPOJI BHPXY H3MBJIHEHHETO Ha IUIaHAa U 4pe3

AHAJIU3UPAHC Ha ITPEABAPUTCIIHUTE PE3YJITATH Ca HpI/ICHOCO65IBaHI/I npu HCO6XO,Z[I/IMOCT.

Cnen npukirouBaHe Ha M300pHUS Ipoliec ce HabmogaBa GOPMHUPAHUS UMUK U Ce
npearnpuemMar 1eiHOCTH 110 HErOBOTO Mo ibpxkane. [1o100eH TUIl TOMUTHYEeCKH KaMITaHUU Ce

OoTiIIM4yaBar C C(i)eKTI/IBHOCT nmopaayv MaCOBHUA CH XapPaKTEP.

WNHTepHeT U conuaiHUTe MPEXHU BCE MOBEUYE YYACTBAT B MOJUTHYECKUTE KAMIIAaHUU U
nmomarar 3a (opMHpaHETO Ha MHEHHETO Ha ayIuTopusiTa. TEeHAEHIUATA € TO3U THII
JBYCTpaHHA KOMYHUKaIUsi MEXIy KaHAUJATUTE W IMyOJMKaTa Ja cTaBa BCE MO-TOMYNSpHA.
[IpucbcTBHETO HA TOJMUTHIIM B COIMAIHUTE MEAMHM O0ade HE 3aMECTBA TPAAUIIMOHHUTE

¢dbopMu Ha KOMYHUKallUs, @ TH 000TraTsBa.



ITPUHOCH

IIpuHOCH M NPUHOCHU MOMEHTH B INCEPTALMOHHUSA TPYA

Hay4yHuTe NpMHOCH OT U3CIEABAHETO HA TEMaTa Ha AMCEPTALMOHHHUS TPYJ ca:

Upe3 aHanu3 Ha MI00ATHOTO pa3sBUTHE HA HayyHaTa KOHLEMIUS 33 IOJIUTUYECKH
UMUK Karo KOMIUIEKCEH KOHCTPYKT ca (OpPMYJIUpPaHU EJIIEMEHTUTE 3a HEroBOTO
U3rpaXkJlaHe B MHTEPHET B KOHTEKCTa Ha ObJrapckara MoJIMTHYeCKa KOMyHUKAIIMOHHA
IIPaKTHKA.

Upe3 cbhIOCTAaBUTENIEH HCTOPUYECKM aHAIW3 Ha JACUCTBUATA 10 H3TpaXKJaHEe Ha
UMUK HAydHO € 000CHOBaHa pejalnuaTa MOJIUTHYECKH KOMYHHUKAIlUN — HOBU MEJHH,

KaTo Ca U3BCACHU 06H_II/I 3aKOHOMCPHOCTH.

3. TlocoueH e anropuTbM 3a MEAMATU3UPAHE HA MOJUTHUYECKUS UMUK B UHTEPHET.

Hay4yHo-npu/io;kHUTe NPUHOCH OT U3CJIEIBAaHETO HA TeMaTa ca:

1.

Ilo emnupuyeH 0BT ca JOKa3aHM KOHKPETHUM TEHIEHIMM 3a (GopMHpaHEe Ha
MOJUTUYECKH UMUK U ca WACHTHU(QHUIMPAHU CTPaTeruy 3a OKa3BaHE Ha BIIUSHUE
BbpPXy OOIIECTBEHOTO MHEHHE 32 BB3IpPHUEMAaHE Ha MOCIAHHUATA, KOUTO OQPOPMAT
MOJIUTUYECKUS 00pa3 B UHTEPHET.

WNpentudunypany ca OCHOBHMTE MMHU/DKOBH XapaKTEPUCTUKU Ha CbBPEMEHHUS
MOJIMUTUYECKUS JTUAEP, KOUTO (hopMHpaTr OOIIECTBEHOTO MHEHHE, Karo T€ Morar Ja
ObJaT MMPOKO MPUIIOKEHU U 32 LEIUTE Ha KOPIIOPATUBHUS U JIMYHOCTHUS UMHUJK.
TpynsT mie 3HaHME 32 KOHCTPYUPaHE HA NOJUTHUYECKH UMHJDK B MHTEPHET 3a IIUPOKa
nyOnuKa — KOMYHUKAIMOHHU €KCIIEPTH, U3CEI0BaTeNN, MOIUTONO3H, KYPHAIUCTH U

Y4acCTHUIM B U300PHUS MPOLIEC.
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INTRODUCTION

In recent years, the Bulgarian political scene has developed dynamically. What is
happening puts several important questions on the agenda: (1) about strategic approaches to
image construction, (2) about the way in which political messages are communicated, (3)
about the channels through which political messages are communicated, (4) about the effect
of political messages and last but not least (5) about the presence and absence of ethical
approaches when communicating political ideas. Experts consider these processes as political

advertising and political commercial speech '’. According to Lozanov, " [...] in modern
societies, the ideas of politicians, their images can even be accepted as a kind of goods in a

market '®".

Image is a central concept in political public communications. According to Stoykov,
"one of the biggest goals of political communication, in particular of political PR, is building
an adequate political image of the leader and his party, the head of state, the speaker of the
parliament, the prime minister and his ministers and - of course — of the most important state
and public institutions" ". In today's age, when the audience has the same tools to create and
distribute content, when the audience understands its function as a sovereign, it is of
particular importance that political figures demonstrate the understanding and application of
ethical communications. As Stoykov concludes, "a valuable political image is that mass
image of the leader, which is not created with manipulative techniques and false statements,
but is based on truth, credibility, realism in combination with the most effective

communication solutions" .

The principles for building a political image should be communicatively sought in the
field of advertising, branding and marketing. Nowadays, with the development of economic

and social conditions, there is an integration of social media in political marketing 2.

7 Comment by Prof. Georgi Lozanov during the chairmanship of the SEM. In: Hristina Hristova - Lyubomirova,
Pros and cons of political advertising, BNT, 29.05.2013, available at:
https://bntnews.bg/bg/a/101856-za_i_protiv_politicheskata_reklama

'8 There again

1% Stoykov, Lubomir. The Political Image: Greatness and Fall. In: Media and Public Communications. Ed.
UNSS; Alma communication. 2022, No. 51. ISSN 1313-9908. Available from:
[http://www.media-journal.info/?p=item&aid=445]

2 Stoykov, Lubomir. The Political Image: Greatness and Fall. In: Media and Public Communications. Ed.
UNSS; Alma communication. 2022, No. 51. ISSN 1313-9908. Available from:
[http://www.media-journal.info/?p=item&aid=445]

2'Hultman, M , Ulusoy, S and Oghazi, P (2019) Drivers and Outcomes of Political Candidate Image Creation:
The Role of Social Media Marketing. Psychology and Marketing, 36 (12). pp. 1226-1236. ISSN 0742-6046 ,
https://eprints.whiterose.ac.uk/150987/



Globally, the growing role of social media in building the image of a political candidate is
increasingly highlighted, with corporate communications previously demonstrating their
importance and creating the rules of action in the new communication environment. We
would not presume to claim that the use of social media for the purposes of political rhetoric
and the construction of a public image would lead to the building of only positive and
effective connections between politician and audience, but we have observed successful

practices worldwide.

In order to argue the impact of social media on the effectiveness of political
communications, we will also provide historical context for how the new channels have been
used and the commercial techniques that have proved applicable to such public
communications as political ones. Radio and television as new media have contributed to
bringing political communications to a new level, and some researchers also refer to
Hollywood with evidence that it is at the root of the rise of mass-mediated politics, making
the twentieth century not only the era of political consultants , but also in the era of politics

in show business 2.

In the 1920s, ad man Albert Lasker introduced new advertising strategies and
techniques borrowed from business into the political arena. He approached the problem of
forming the image of the candidate in the mind of the electorate from the position of a
specialist in advertising new products and services. It works in historical conditions when
radio was just in its infancy and print was still the mass medium of information. What he
does - methods and general approaches - turn out to be universal. It would not be wrong to
say that his way of working today is the foundation of the theory and practice of political
advertising ». Lasker authored presidential candidate Warren Harding's political campaign
called "On the Front Porch." He used an approach later defined as the three pillars of

consumer goods advertising: "reason why "

selling , which compares products directly;
referral for advertising using endorsements; and "preemptive advertising" which claims the

general characteristics as unique characteristics of the advertised good *.

2Brownell , Kathryn. Showbiz Politics: Hollywood in American Political Life, UNC Press Books, 2014
BCraig on Morello, 'Selling the President, 1920: Albert D. Lasker, Advertising, and the Election of Warren G.
Harding', https://networks.h-net.org/node/9997/reviews/10646/craig-
morello-selling-president-1920-albert-d-lasker-advertising-and

**Morello. John. Selling the President, 1920: Albert D. Lasker, Advertising, and the Election of Warren G.
Harding , Praeger, 2001



In 1952, presidential candidate Eisenhower hired Ross Reeves to work on his
presidential campaign. The great advertiser saw the potential of television (the new media of
these times), which he defined as "the essence of democracy", used a sociological approach
and created a series of political ads: "Eisenhower meets America" and "I like Ike". The
campaign was led by Hollywood and Madison Avenue showmen and demonstrated the
potential of advertising, entertainment and political consulting in presidential politics *.
Reeves understands perfectly well that his candidate must have two things: a developed
message that resonates with voters; and to be able to convey this message to the voters. This
case is an example of the use of commercial advertising practices to build an image of the
candidate as an outspoken, strong, friendly leader. Candidates for president, Calvin Coolidge
and Herbert Hoover, followed a similar path to building an image. As Jacques Segella would
comment years later: "Winning an election and selling stale pantyhose is basically the same

task 26, "

Head-to-head televised presidential debates were first held in 1960, with John F.
Kennedy and Richard M. Nixon as the main actors. It is this appearance that has been
repeatedly given as an example of how important a role the media plays in constructing,

reinforcing or failing the political image.

Knowledge of American communication practices in candidate presidential
campaigns allows us to claim that the introduction of commercial practices and those of show
business in political campaigns leads to dissonance in audience perception: the essence of the
messages is hidden from the style, the words - from the image. The structures, expertise, and
responsibilities of the presidency are changing as the media evolves. The media, Kelly argued

as early as 1956, lead to the creation of a "star system in politics" %’

These examples allow a parallel to be drawn between the use of radio and television
as new media in the relevant historical period for political communications and the use of the
Internet (websites and social media) to build a political image. Today, the Internet is
becoming an important channel and toolkit for the implementation of marketing approaches

for the purposes of political communications. Communication experts and policymakers

ZKathryn Cramer Brownell , This Is How Presidential Campaign Ads First Got on TV, Time, August 30, 2016,
https://time.com/4471657/political-tv-ads-history/

%The problems of the Bulgarian transition (through the eyes of Petko Simeonov). In:
http://www.omda.bg/public/arhiv/gol prom 2/Avtorski PS/barzi spomeni.htm

TStanley Kelley Jr. Professional Public Relations and Political Power . The Johns Hopkins University Press,
1956



understand the current importance of social media for the effective use of authentic,

engaging, persuasive and personalized content.

The actuality of the topic is dictated by the need to search for appropriate political
science approaches to study the phenomenon of the leader and his image in a situation where
they strengthen the rational foundations of political participation and voting behavior of the
majority of citizens. In this regard, it is of interest to identify trends and models for the
formation and promotion of the leader's image in different political systems.

In the conditions of Bulgaria, which is in dire need of effective democratic leadership,
the conceptualization of issues related to the formation and use of the image of the political
leader is of particular importance. Certain elementary forms of this phenomenon in one way
or another can be found at all historical stages of the development of social and political life.
At the same time, as a special technology for conquering political power, the construction and
use of the image began to be used in Bulgarian politics only with the beginning of the
democratic reforms in the 90s, when a significant part of the political leaders began to be
formed in the competitive environment in an "open political market".

The success or failure of a candidate in this "market" begins to depend not so much on
the internal decisions of narrow groups of the political elite as on the effectiveness of the
fight for votes. In turn, this effectiveness is largely determined by the use of technologies and
mechanisms for building and using the political image, which is why the study of methods of
updating and influencing mass consciousness acquires great importance.

In addition, the widespread use of these technologies puts on the agenda the tasks of
identifying ways to optimize the process of image and counter-image formation, from the
point of view of their legal and moral-ethical support. This becomes especially important in
connection with the growing use of black PR in political practice.

It is important for practicing politicians, representatives of consulting structures,
society as a whole to understand the real role of image in the development of a politician's
career. The presence of the problem of the interaction of the political and communication
fields, the real opportunities for popularization and formation of the image of the leader in the
media, the ambiguous influence of this process on the democratic nature of politics
strengthens the relevance of the research topic.

Internet and social media in Bulgaria are becoming a real political platform where,
unlike the rest of the information space, there are sharp ideological discussions.

Degree of scientific development of the topic



The quest to understand the phenomenon of a political leader is characteristic of
historical, philosophical and political thought of different eras (although the concept of
"political leader" itself entered scientific circulation only in the 20th century). For example,
the following classical and modern authors pay great attention to the study of this aspect in
their works: Plato, Aristotle, N. Machiavelli, T. Hobbes, G. Hegel, V. Pareto, M. Weber, etc.

The concept of the "image" of the leader was formed as an object of scientific interest
in the 20th century. When studying the image of a political leader, the following areas should
be emphasized.

The first area is dedicated to the development of image theory .

Another direction, most widely represented in the literature, is dedicated to the
complex of applied aspects of imageology .

It should be noted that most of the work on practical imageology is of the nature of
psychological research.

The third direction is represented by works dedicated to electoral technologies,
PR-communications and advertising , which are used in the process of forming and
popularizing the image of politicians. This literature analyzes the role of the media in forming
a political image, mechanisms of influence and barriers to the perception of information by
voters.

The theoretical and practical necessity of developing such a topic is related to the
dynamics of the development of social media in the context of political communications, on
the one hand, on the other - the transformation of the paradigm of political communications
and the rethinking of strategic approaches in building an image on the Internet .

The applicability and usefulness of the dissertation is aimed at bringing out
political communication practices and strategies for building an image on the Internet. Since
nowadays it is literally impossible to have a political campaign without the use of digital
channels, pointing out specific good practices and criticizing communication approaches will
be useful for politicians, PR experts, marketers, political scientists, and the general public.

The motivation behind writing the dissertation is my BA in Political Science and MA
in Public Relations. This text builds on my thesis, in which I also researched presidential
candidate campaigns.

The thesis in the present dissertation is that the Internet provides a broad media
toolkit for political figures to implement more personalized strategic image-building
communications to influence electoral outcomes. Politicians actively use social media to

engage audiences in political discourse and to concertize ideas and messages. The use of



digital channels allows participation through communication without a media intermediary.
In the event that political communication is constructed on the basis of democratic ideas of
honesty and openness, image building will yield a positive result. And vice versa — if the
audience perceives the political messages as irrelevant to reality, the political image will not
achieve the set goals.

The object of the research is political communications on the Internet in the
pre-election period.

The subject of the study is the process of building the image of political figures on
the Internet in the period 2006 - 2016).

The purpose of the research is to study the strategies for building the image of the
candidate presidents of Bulgaria through the analysis of campaigns in the period 2006-2016.

Tasks of the study :

1) to examine the image as a category in political and communication sciences and a
phenomenon in practice, identifying the main criteria for the image of a political leader;

2) to present the basic concepts of forming the image of a political leader;

3) to determine the role of the Internet in the process of forming the image of a
political leader and to analyze the impact of social media on the formation of public opinion
about political figures;

4) to examine the formal and informal platforms for political positioning of Georgi
Parvanov, Rosen Plevneliev and Rumen Radev in social media.

Chronological scope of the study :

Covers the period from October 22, 2006 to November 6, 2016.

Research methodology:

The research is interdisciplinary and includes concepts from the political,
communication and sociological sciences. A study and analysis of the literature on the topic
of the study was carried out in order to build the theoretical framework of the dissertation
work. The observation method was used for sites and social media profiles of the presidential
candidates for a more correct perception, registration and evaluation of the communication
strategies for building a political image. Due to the time distance from the studied event, it is
impossible to directly follow the construction of the image of the presidential candidates in
social media, therefore the content analysis was carried out on the basis of secondary sources.
Empirical research was conducted - survey method. A 15-question survey was created and
answered by 50 randomly selected respondents. The survey seeks an answer to the question

of how the audience perceives the political messages and the constructed political image of



the presidential candidates Georgi Parvanov (2006), Rosen Plevneliev (2011) and Rumen
Radev (2016). The survey was conducted within one week through Google Forms based on
the principle of a standardized online interview.

It is fair to note at the outset that the Internet has grown as a multimedia platform over
the period under study, new social media brands have emerged, and audiences have grown
larger. Therefore, there is a significant difference in the way and places in which the
investigated presidential candidate image-building strategies are carried out. It is possible that
the comparative analysis is not complete at times, but we do not consider this as a minus, as it
gives us an idea of the change of communication strategies depending on the development
and growth of digital channels.

The dissertation is structured in four chapters.

The first chapter sets the theoretical framework of the study. In it, the image is considered a
complex cognitive entity, which is "a collection of perceptions, impressions, prejudices,
knowledge, ideas, moods, experiences, evaluations and feelings that form public opinion".
The path of the emergence of the concept of image is traced and the phenomenon is examined
in the context of political communications. The theoretical foundations are laid on the basis
of the critical analysis of scientific literature on the subject, which includes foreign and
Bulgarian authors. The formation of the image of a political leader is seen as a process in
which rational arguments and emotional impact are taken into account. The presence of an
algorithm for forming the image of a political leader in the described concepts for forming
the image of a political personality was sought. The interrelationship between political
communications and the media and how the dynamics of the political process are made
possible by media mediation are examined.

The second chapter is focused on the process of forming the image of the political
leader. It examines the principles of public communications, insofar as strategies and actions
for building a political image are based on the working concepts of not only public relations
but also advertising. This chapter is also theoretically oriented and important for the
confirmation of the thesis. Again, an interdisciplinary approach was used to write it because a
number of relevant publications written by political scientists, communication experts,
semioticians, psychologists, etc. are available. In research, an important topic is the
construction of the image of the political candidate based on the real needs, needs,
expectations and interests of the voters. Therefore, the ways to respond to audience attitudes
and to implement dynamic and modern political communications in support of the built

image are considered.



A third chapter focuses on the principles of political communications on the Internet.
The advantages of the web as a multimedia platform where the right audience can be easily
identified and fragmented, workable messages can be built, a campaign can be changed on
the fly, a conversation with voters can be held in real time, etc. are pointed out . Bringing out
the characteristics of the Internet and more specifically of social media as an environment for
dynamic political communication and for building and strengthening a political image is
important in view of the research conducted by the author on image formation of Bulgarian
presidential candidates in the period 2006-2016.

The fourth chapter shows the results of the analysis of candidate presidential
campaigns on the social media Facebook and YouTube . Their choice is not accidental, but is
based on the fact that the two media are among the most popular in Bulgaria. Facebook is a
main channel in the Bulgarian communication practice for spreading information and
building an image through the use of targeted campaigns, and YouTube is used to create its
own branded channel where its own television is "broadcast". The selection was based on the
following data: Facebook has managed to penetrate the lives, beliefs and decisions of more
than 60% of Internet users and more than 30% of the population of Bulgaria as a whole. In
Bulgaria, YouTube is also the third most visited site (before it are Facebook and Google). The
research conducted here aims, on the one hand, to describe the strategies for building the
image of the presidential candidates Georgi Parvanov, Rosen Plevneliev and Rumen Radev,
and on the other hand, through a survey conducted among voters, to track the success of the

conducted campaigns.

In the selection of scientific literature on the topic of building a political image on the
Internet, it turned out that there is still a deficit of research in the field of political marketing.
Therefore, we consider the importance of the present study, especially for the Bulgarian
political communication activity on the Internet, as we intend to provide rules after analysis
that would be useful for politicians, PR specialists, communication experts, whistleblowers,
students and everyone intrigued by the topic. The research would contribute to the filling of a
scientific and practical-applied field concerning the Bulgarian political practices for building

an image.

The dissertation is a scientific attempt to describe the strategies for building the
political image of the presidential candidates in Bulgaria for the last ten years and thus to

offer both a theoretical explanation of communication actions and their effect, as well as to



provide practical-applied knowledge in terms of techniques for shaping public opinion and
taking action during elections. The detection of political communication practices and their
perception by the audience allows to give more specific guidelines for conducting effective

political communications on the Internet.



FIRST CHAPTER. THEORETICAL FOUNDATIONS OF THE RESEARCH OF THE
PROBLEM OF THE IMAGE OF THE POLITICAL PERSONALITY

Image is a rather complex complex cognitive entity that includes ideas, knowledge
and opinions. They exist virtually in the human minds of the representatives of the external
environment, being generated and fixed under the influence of personal perceptions and
experience, under the influence of authoritative foreign opinions and the mass media, and the
function of the mass media in this process is decisive. Precisely because image building
involves a set of actions, it can be argued that the outcome is not sustainable over time and
continuous multi-pronged approaches are needed. Brand image is a major driver of brand
equity **. An essential characteristic of image is that it is always subjective and personal and
is based on a person's attitudes, beliefs and personal values and is not based on any objective
truth ».

The concept of "image" was introduced into science by the American economists B.
Gardner and S. Levy and strictly refers to goods and the market. Their definition of brand
image is considered the first (1955) and states: “It is a complex symbol that represents
various ideas and attributes. It tells users many things [ ... ] through the set of associations it
has built and acquired as a public object over a period of time. **"

Saxena and Dhar suggest periodization of brand image research by decades. Their
research on the development of the perspective on image summarizes the scientific
perception of the concept as follows:

e 1950s to 1970s: brand image is seen as the sum of the customer's cognitive and
emotional perceptions, in addition to the physical characteristics of the product; image
as meanings, symbols and associations (beliefs, feelings and attitudes);

e The 80s: the symbolic perception of the brand; researchers used messages, meanings,
and associations to depict intangible perceptions in the minds of their clients;

® 1990s: brand image separated from product image; a concept of brand identity that

represents a unique set of associations that brand marketers seek to create or maintain
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The authors also offer in tabular form the chronology of scientific developments in

the field of brand image.

The chronological transition of the definition of the brand image

Table 1: The chronological transition of the brand image definition

When in time (years) Authors Definition

1950 Gardner and Levy, 1955 The sets of ideas, feelings and
attitudes that consumers have
about brands - the "social and
psychological nature of
products"

Martineau, 1957 Brand image is a symbol of
the buyer's personality

Newman, 1957 A brand can be seen as the
collective image of everything
that people associate with it

1960 Duke, 1963 Brand image is the sum of
impressions that the consumer
receives from many sources

Summers, 1964 The idea that a product has
perceived product symbolism
- "perceived product
symbolism"

Grubb and Gratvoll, 1967 The psychic or symbolic value
of goods purchased in the
market

1970 Polman and Mudd, 1973 Product image is valued for its
utility as a symbol of prestige

Levy and Glick, 1973 The concept of brand image
aptly summarizes the idea that
consumers buy brands not
only for their physical
attributes and functions, but
also for the meanings
associated with brands

Levy, 1978 A mixture of the physical
reality of the product and the
beliefs, attitudes and feelings
that have arrived at the
meaning attached to it as
learned or stimulated by the
composite experiences people
have with the product

Bettinger, Dawson and Wells, 1979 (BP) Products depict the
personality, an "adult" image




and a "child" image - the age
image of the product's users

1980

Schwartz, 1983

With the symbolic consumer,
the interest lies in exploring
the role of products as
'messages' - 'the messages
conveyed by products'

Reynolds and Gutman, 1984

Product images - stored
meanings that an individual
has in memory, personal and
social

A set of meanings and
associations that serve to
differentiate a product or
service from its competition

Hendon and Williams, 1985

Brand personality or brand
character involves nothing
more than describing a
product as if it were a human
being - "brand character"

Sirgi, 1985

Products are assumed to have
a personality image, just as
people do - a "personality
image"

Dichter, 1985

The brand image is the
configuration of the entire
field of the object, the
advertisement, and more
importantly, the placement of
the customer and the attitude
of the screen through which
he observes.

Friedman and Lessig, 1987

A mental position,
understanding or evaluation of
the product that develops in a
non-random way forms an
interaction between the
perceiver and the product
stimulus - psychological
meaning

Durjie and Stewart, 1987

Every product or brand has a
"meaning profile", which is
defined as a complex of key
meanings associated with the
product or brand, of what the
product means symbolically in
the eyes of consumers -
"Brand Meaning"

1990

Dobney and Zinhan, 1990

This means that consumers
associate with the product




based on {experiences,
impressions, perceptions} of
{functional, emotional,
symbolic} brand benefits

Aaker, 1991

(BA) Anything in the user's
memory related to a specific
brand (p.109)

A set of associations, usually
organized in some meaningful
way

The associations associated
with the brand

Biel, 1992

A cluster of attributes and
associations that consumers
associate with a brand name

The 2000s

Keller, 1993

The perception of a given
brand, reflected by brand
associations stored in the
memory of consumers (p.3)

(BA) The information nodes
associated with the brand
node in the consumer's
memory that contain the
meaning of the brand for
consumers

Aaker, 1996

(BI) A unique set of
associations that the brand
strategist seeks to create or
maintain

Ross, James and Vargas, 2006

(BA) The thoughts that come
to mind immediately after
recalling the brand

Keller, 2008

Consumer perceptions of any
brand preferences as measured
by the various types of brand
associations held in memory
(p. 636)

The consumer's perceptions of
the brand as reflected by a set
of brand associations stored in
the consumer's memory (p.
384)

Roy and Banerjee, 2014

The perception of a brand,
which is formed in the process
of decoding the aspects of the
brand identity (p. 2)




Anselmsson, Bondesson and Johansson, The associations and beliefs
2014 the customer has about the
brand (p. 4)

Source: Note: Adapted and modified from In Search of Brand Image: A Foundation Analysis. (p.112), by Dobni, D. and Zinkhan, GM
(1990), Copyright 1990 by the Association for Consumer Research. BP= Brand Personality, BA=Brand Associations, BI=Image n

We can make the following conclusions about the components of the political image,
the process of its transformation and formation, as well as the role of the media in this
process.

First, with regard to image research, it was seen that much of it focused on
brand/product image rather than personality. Motivational studies (since Dichter's time)
demonstrate an approach to animating the product, i.e. the product as a personality.
Although the contemporary literature gives primacy to Gadner and Levy for defining the
image in the 1950s, we found that a significant contribution to the idea of the image, and in
particular to the political image, was made by Wallace in the 20- those years of the 20th
century

It has been confirmed that there is a deficit of scientific literature on the topic of
political image, with interest mainly focused on corporate and product image. We found
interesting arguments in support of the idea of the relationship between the show and politics
in building the public image of a politician, which can have a negative impact on democratic

principles and the "hearing" of political messages.

The analysis of the existing definitions of the image allowed us to derive its
characteristics, which are also valid for political communications. We categorically came to
the conclusion that building an image is a multi-component process and has complexity .
We consider image as a set of ideas, feelings, attitudes, symbols and beliefs that create the
social and psychological nature of products. The image is a public object for a period of
time. It is subjective and personal and not based on objective truth. It has the power to
influence public opinion. It can be built on stereotypical ideas. Factors different in
strength and character can influence its perception. Image building aims to create an

identity through emotions.

This understanding of image in general, in a political context, looks like this:
e Political image is a stereotyped and emotionally colored image that has developed

in the mass consciousness as a result of a combination of purposeful and



unintentional actions and is constantly reproduced by the subject himself and the
media.

e The main functions of the political image include the functions of idealization,
identification, opposition, aesthetic, nominative and addressing functions.

e The image of a political leader is differentiated into the image necessary for a more
successful and productive implementation of his policy, the image that operates in
the public consciousness of citizens.

e The importance of the role of the media in the formation and transformation of the
image of a political leader.

There are a number of socio-organizational and political-economic factors that

influence the formation of the political image.

When forming the image of a political leader, it is necessary to take into account not
only rational arguments, but also emotional aspects that actively influence the mass
consciousness. This circumstance in many ways makes political image management and
propaganda similar, which is actively used by specialists to this day.

The stable positive image, the formed favorable public opinion strengthen the
positions of the political personality. The image helps the public to manage their own
behavior towards the person: if he is well known and has a good name in the community, then
he guarantees the trust of the public, if not - a negative image is a sufficient argument for the
public to avoid him.

A seven-component algorithm was derived to form the image of a political leader with
characteristics such as determinism, mass character and efficiency. The key concepts related
to image formation are also derived: positioning, rise, preservation, reduction. We also looked
at the identification of the most characteristic features of the political market and drew
attention to the danger that "democracy degenerates into a political market" (Touraine). Since
we repeatedly made a connection between the image of the brand (product) and the image of
a politician, we noted that this is not always a positive relationship and approach, since a total
intervention of corporatism in politics can occur and blur the boundaries of their permissible
extension .

The mediatization of the political image is possible after a previously constructed
combination of social characteristics and psychological archetypes. Political communication
is a dynamic process in which rhetoric affects the audience through the media, and in this
way a relationship is realized between the author of the message and the recipient. The

formation and promotion of the image of a politician or political organization on the Internet



requires knowledge of the environment, professionalism and a careful approach, which
excludes the use of incorrect work methods that can cause more harm to the image of a

politician or political organization than bring benefits.



SECOND CHAPTER. PROCESS OF FORMING THE IMAGE OF THE POLITICAL
LEADER

The targeted formation of a political image is a labor-intensive process that can no
longer be carried out by individuals, but by specialized agencies. Nowadays, no
self-respecting politician can do without the help of such specialists.

The study of the psychological regularities of the formation, functioning and
management of political image should be considered a central scientific problem in the field
of political image. The development of technologies for the formation of an effective image
necessarily puts before modern science the task of complex modeling of the image .

The formation of the image is influenced by the communication barriers existing
among the population, filters ("trust" and "distrust"), the degree of coherence of all verbal and
non-verbal aspects of communication. All these phenomena universally affect the "natural"
process of getting to know people and thus the formation of the image of a politician.

The political image is necessary both to its bearer, because it gives it an identity, and
to the publics it helps to manage their own behavior towards the person. Image is an
important part of the process of forming public opinion. The relationship image - public
opinion is essential, because public opinion is seen as a tool for regulating the social, political
and moral obligations of a given person or organization. A good public image is the result of
three important factors: development of a profitable communication strategy, correct choice
of media channels and adequate media presence (Stoykov).

There are three perspectives on the nature of political image. First , that the image
may not be related to the real characteristics of the subject to which it belongs . Second, the
image is a certain reflection of the essence of the person. The third point of view recognizes
the dual determination of the essence of the image : dependence both on reality and on
purposeful formation.

The image of a politician is an electoral image formed by him, which is the result of
his direct perception, his political activity and advertising as a result of PR activities in the
media.

As a summary of the second chapter, we can point out that the political image is
formed according to the following algorithm:

1. Identifying the audience's ideas about the object (in our case, the candidate), whose

image will be modeled.



2. Revealing the expectations and preferences of the public, the qualities they think a
politician should possess.

3. Formation of the image of this politician as a response to the preferences and
expectations of the public.

4. Development of an image formation strategy.

5. Direct image formation, i.e. transition from abstract model to reality.

6. Control over the implementation of the plan, analysis of the preliminary results,
their correction if necessary.

7. Finally, monitoring the formed image and activities to maintain it.

It is assumed that the algorithm given above contains such characteristics as
determinism, mass nature and efficiency.

A modern political leader must position himself as close as possible to the population,
demonstrate warmth, interest in solving citizens' problems.

All image technologies are based on modern social and political psychology, namely
the psychology of social cognition, psychology of influence, psychology of advertising,
psychology of management, political psychology, psychology of the masses, etc.

Solving the problem of image management in political communications should be
based on a number of characteristics of the formation of a political image in specific
historical conditions of the development of society. In summary, these characteristics can be
presented as follows.

First, the formation of a political image is related to the specifics of politics - with a
situation of "deficit information " for a politician-personality, which makes it impossible to

'

truly distinguish a " good " politician from a " bad " one . Information received through
different information channels very often contradicts itself and cannot be verified. This fact
allows, thanks to the latest communication technologies and certain ways of presenting
information, to form in people a previously predicted opinion about any event or person.
Second, information about a political leader or political movement, party must be
received, perceived and assimilated by its potential supporter and voter. Here it is important
that the scale of dissemination of information corresponds to the scale of the target audience.

Third, various types of disinformation are widespread in the political sphere, which

are used by potential and actual opponents. Therefore, it is very important for politicians to



know the real state of affairs, and not to become a "victim" of a professionally constructed
image of a competitor. Many things not only in his fate, but also in the fate of the country
sometimes depend on the socio-psychological competence of a politician.

Fourth, any actions of image makers lead to success only in the absence of their overt
participation in political processes. The image maker has no right to come to the fore. When
this happens, as a rule, the "filter of distrust" among voters increases and, as a rule, leads to
negative consequences.

Fifth, the formed positive and authoritative image requires support in the current
activity of politics and political organization. The image , acquiring an independent existence,
begins to have a huge impact on the behavior of the participants in the political processes.

Sixth, the different political images are in close interaction with each other. Party
affiliation also has a huge impact on a politician's image and campaign. So with a good image
of the party and a bad leader it can win, and with a bad image even a good image of the
leader will not ensure it victory. This means that the image of the party affects the image of
the leader, and this influence can either increase the popularity of a politician several times,
or reduce it to almost nothing. Therefore, along with forming a favorable image of a political
leader, it is important to form a favorable image of the party (or state power - if it is the
president).

Taking into account the above characteristics allows to increase the effectiveness of
political image management. At the same time, taking into account the main characteristics of
the genesis allows to guarantee the integrity of the image of a political leader, his

competitiveness, "accessibility" and popularity among the population.



CHAPTER THREE. THE ROLE OF THE INTERNET IN CREATING A POLITICAL
IMAGE

The Internet, as a communication channel, has the following characteristic features:

The Internet is a non-traditional means and channel of communication, which is
characterized by the lack of a centralized organizational structure. It is this fact that
determines the lack of censorship and the distribution of information in a random manner.
The Internet has properties similar to the mechanism of action of the crowd: in both cases
there is a phenomenon of structure that is not controlled by anyone, and a "random
environment" that is realized in different ways. This mechanism is effective when conducting
a PR campaign using psychotechnologies.

Also, this channel is characterized by the speed of information dissemination. So a
message that appears on the web can be instantly replicated by network publications, and
then even printed. This characteristic of the Internet provides a favorable environment for a
well-created and promoted message to spread independently and not require significant
material costs for its maintenance.

The Internet provides an excellent opportunity to focus the impact on a specific
narrow target audience that is of narrow interest to the candidate, to identify subgroups within
this audience in order to compose more personalized PR messages. Identifying the target
audience is important because it allows to build communication as effectively as possible to
achieve the goal faster. If we consider the communicative aspect, then communication is
always more successful if there is a clear understanding of the receiver, including his beliefs,
knowledge, values and possible reaction to the message. In order to convince the recipient
and avoid communication barriers, it is necessary to understand who the message is aimed at:
this helps to build a successful key message and to choose a communication channel. It is the
Internet that provides an excellent opportunity to use the targeting mechanism - impact on the
target audience by selecting from all available information only that part that meets the set
criteria.

The advantage of online media is in its ability to convey information to the audience

in a short time. At the same time, online media is the most convenient platform for interaction



between political leaders and the public. That is why the use of the Internet to create an image
1s gaining more and more popularity.

Online media have many advantages over traditional media: efficiency, ability to
quickly move from one information to another, ability to discuss information with the
audience. Due to these qualities, online versions of print media are becoming more popular
than their paper counterparts.

The analysis of the image of the political leader in the materials on the Internet is
based on the following criteria:

The purpose of creating an image.

The functions of the political image, reflected in the material and the degree of
expression: nominative (designates, emphasizes, rebuilds, distinguishes the person from
others, demonstrates his distinctive qualities), aesthetic and purposeful (the relationship
between politics and his target audience; how he meets the need, request of the electorate).

The type of image traced in the material: objective (impression formed by voters),
subjective (representation of the candidate himself), modeled (image formed by a team of
image creators and actively promoted to the masses), ideal (representation of groups about
the qualities of desired leader).

The use of image technologies (formation of an image of an unknown candidate;
correction of the image of the candidate; "decline" of the image; restoration activities).

Today it is impossible to win the struggle for power without access to traditional
(electronic and print) media. However, the experience of election campaigns in the West
shows that there is a new, much less time-consuming way to influence the consciousness of
the electorate - through the Internet. This method has a number of advantages, the main ones
being the ease and practical immediacy of publishing any information, the absence of spatial
and temporal boundaries, the possibility of thematic search and quick communication to
monitor the situation. The share of the virtual information component in politics today has a
steady growing trend.

Obviously, this process will continue in the future: the number of websites of political

parties and movements will increase, the informational role of the Internet will increase. It is



possible that the web will become the leading source of political information, pushing
traditional media into the background.

A serious argument in favor of this statement can be the fact that traditional media
work mainly in the mode of informational monologue (one-way communication), through
which the relevant structures influence the consciousness and maintain control over the
subjects. Computer technology opens up the possibility of multilateral communication.
Anyone with network access can act as both a receiver and a sender of information.

Many of the most astute politicians are paying attention to the benefits of online
political advertising. If the picture of a television advertisement "lives" for a few seconds, a
publication in a newspaper - for a few days, then texts and video files on the network can
exist for months and even years, especially in the context of the tightening of financial
control over election advertising and the increase in the price of advertising services of
traditional media, the Internet provides many notable benefits.

The global web makes it possible to ensure constant socio-political contention with
the possibility of real-time electronic feedback between authorities and citizens, opening up a
real opportunity to overcome the hierarchy of power structures. Consequently, citizens'
dependence on institutional intermediaries, party organizations and interest groups is
minimized.

In contrast to online PR for business, where it is possible to directly address the target
audience, the experience of using web technologies for political PR purposes shows that
those projects where an Internet event (website or campaign) acts as an information
opportunity become the most effective.

To date, the creation of political PR projects on the Internet makes sense only if they
are part of a larger campaign involving traditional means of communication.

Summarizing the analysis of the interaction between the Internet and politics in the
modern world, we can conclude that today Internet technologies provide the political sphere

with spectacular opportunities.



CHAPTER FOUR. ANALYSIS OF THE PRESIDENTIAL CANDIDATE CAMPAIGNS
2006-2016.

New information technologies make it possible for political communication to
become very directional and interactive, unlike traditional communication. Interactive forms
allow information to be quickly exchanged with a wide audience in real time to identify
public opinion on specific political events or current issues, as well as for political
campaigning and advertising. New social media, while modernizing political communication,
retain the characteristics of traditional political communication.

Social media is not a place where information can be spread using traditional
methods. When using social media, it is necessary to create conditions in which the user of
information is interested in its consumption and even search. New social media influence the
dissemination and achievement of the following basic and instrumental political values:
political self-expression, access to sufficient information to make informed political choices,
group political self-organization to achieve socially significant goals, influence on the
formation and determination of the public agenda order, mobility and efficiency in
decision-making.

Such conditions are created when stable connections are included between network
elements that are both producers and consumers of information. These links are absolutely
necessary to connect individual users to media. In one way or another, the impact of the new
social media on political communication has opened up new possibilities in the formation of
political discourse, its broadcasting, and has opened up new ways of communication in
election campaigns.

Through the Internet, the public space is expanded because the Internet includes not
only the functions of information and communication, but also the social environment, which
independently participates in the consumption, production and distribution of content. The
development of information and communication technologies contributes to the emergence of
public policy beyond the traditional space for the political process and expands the

possibilities of construction, including in the online space.



The three examined presidential candidates have similarities and differences in the
way they build their image in the media space.

Rumen Radev uses his charisma and traditionalism as a basis. His campaign aims to
evoke positive emotions such as awe, respect, etc. His candidacy also stakes a lot on his
profession, as it is popular with positive qualities and abilities. However, the campaign does
not deny negative events that require change. This is exactly what the message of the
campaign expresses: "There is a problem! It can be seen from the sky...”

Rosen Plevneliev's campaign is much more moderate, it again focuses attention on the
positive qualities of the candidate, but they are different from those of Rumen Radev.
President Plevneliev relies more on the changes he makes as promises that he will make on
political issues and his campaign is less focused on his personality and his qualities outside of
politics. However, he, like President Radev, uses the Internet as a space for two-way
communication and monitors voter attitudes.

In the campaign of Georgi Parvanov, there is not as big an internet platform for
political discussions as in the following ones. However, he also relies on personal qualities

associated with authority and charisma.

Table 2. Constructed image of the presidential candidate Georgi Parvanoy
Presidential Campaign year Election slogan Internet channels | Constructed image
candidate
Georgi Parvanov | 2006 "The President of |e  Site in At the verbal level:
all Bulgarian Bulgarian e  Experienced
citizens" e Site in English Moderate
Flexible
Polite
Delicate
Quick
reactions
Initiative
e Emphasis on
personality
o Diplomatic
e Dictates the

terms

e Ethnic
unifier
e National
interest

At the semiotic

level:
e A book




e Colors (red
isnota
primary
color)

e Emphasis
on
personality

On a non-verbal
level:

e Restraint

e Moderation

e Balanced
distance

According to the highlighted key words and messages and according to Strohmeier's
thesis **about the party image in the campaign, which is a complex of three interrelated sides
— ideological image, image of party competence and structural image, we can conclude the
following about the campaign of Georgi Parvanov.

In Parvanov's ideological image can be seen in the values embedded in the
pre-election slogan - "The President of all Bulgarian citizens". If in his first campaign the
emphasis was on social issues, then in this one we observe an expansion of the target
audiences and a declaration of protection of the interests of all, regardless of ethnic and party
affiliation.

The image of competence at the verbal level is built around the presidential
candidate's ability to solve political issues important to voters. Thus, he is shown as a person
who protects the national interest, demonstrates quick reactions, experience, flexibility,
delicacy. On a semiotic level, the color red is avoided, thereby aiming to confirm the
ideological image that does not divide people. The book is an important sign system in the
construction of the public image - he is educated, has a doctorate, academic experience and
author of books. His non-verbal behavior tends to be in sync with the verbal: restraint and
moderation. Georgi Parvanov's non-verbal strategy is based on restraint, moderation,
balanced distance. A strategy that, according to American specialists in non-verbal
communication, would most likely lead the campaign to failure. In our country, however, the
"opposite effect" occurs. The populist non-verbal manner that was successful in the last
election, now worn and faded, is giving way. A diplomatic manner prevails, which renounces

superficial effects and neighborly quarrels, a model of serious political behavior.
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The structural image derives from the relations between the two candidates, as well as
from the parties supporting them. Here we can say that a sweaty structure was observed and
dissonance was not noticed in the communication strategy of image smoothing.

Facebook at that time are neglected . Winning the election shows that other factors

have played a major role in the success, among them the traditional media.

The candidate's non-verbal behavior shows calmness and confidence. As with Georgi
Parvanov, serious political behavior is observed, but in this campaign Rosen Plevneliev
builds a more balanced and less strict image.

Semiotic signs as a means of building the image of a politician during the campaign are tied
to the traditional color blue for the party behind the candidate. A blue background and
clothing are often seen on campaign posters. The expression is friendly and smiling.

The main features of a candidate's image on the Internet are both intellectual and emotional.
It relies on the balance and intelligence of the candidate, on his tolerance and continuity. The
strategies used for their formation are aimed at imposing a positive image.

Table 3. Construction of Rosen Plevneliev's image

Presidential Campaign year Campaign slogan | Internet channels Constructed image
candidate
Rosen Plevneliev 2011 "Building e Facebook At the verbal level:
Bulgaria" e In the shadow
of Borisov
e (Calm
o C(Clarity
e Lackof
emotionality

e  Specificity
e Tolerance
At the semiotic level:

e Emphasis on
already past
achievements
of the
candidate's
political
career.

On a non-verbal level:
e Intelligence
e Moderation
e Readiness

The ideological image
The influence of Boyko Borisov can be seen in the ideological image of the candidate. Not so

many individual appearances are allowed and Rosen Plevneliev is rather patronized. It also



depends on the strength of the party behind the candidacy of the president as a large and
influential one.

The image of competence
In the image of competence of Rosen Plevneliev, one can see the focus on already achieved
results in the political sphere of his previous position as Minister of Regional Development
and Public Works. During the campaign, it was bet on the fact that the candidate is already
established and a proven politician with a track record behind him.

The structural image
With the structural image, the importance of the party behind the candidate should be noted
again. The main part of the campaign takes place on the Facebook social network . The
politician is not the most active during the online campaign compared to other candidates.

The strategy of relying on short but clear and moderate comments is proving to be successful.

Table 4. Construction of the image of Rumen Radev

Presidential Campaign year Campaign slogan | Internet channels | Constructed image
candidate
Rumen Radev 2016 There is a e They are yt At the verbal level:
problem! It can be |® Facebook e Experienced
seen from the e Fair
sky... e Short
e  Specific
e Emphasis on
personal
qualities
e Military
e Airman
e Serious
At the semiotic level:
e Airplane
o Library
e Books
e Emphasis on
personal
achievements
outside of
politics
On a non-verbal level :
e  Strictness
e Charisma
o Categoricality

The ideological image
In the ideological image, the problems that are observed at that time in the state and their

recognition and reporting for the purpose of their solution stand out. Emphasis is placed on



the abilities and the candidate to resolve them through the qualities he possesses and has
demonstrated as an aviator.

The image of competence

During the election campaign, a lot was bet on the career of Rumen Radev and his personal
qualities. A candidate's charisma and appearance play an important role in complementing
this image. It is about demonstrating pluses such as responsibility, ability, intelligence,
willingness to solve problems, etc., which must be present and are often sought after in
presidential candidates.

Directing the audience's attention to a politician's abilities and competence in the field of the
Air Force is intended to have skills recognized and accepted as proven before the campaign is
even over.

The structural image

With the structural image, the individuality of the candidate stands out, not so much the party
behind him. Attention is paid to communication in social networks and activity in traditional
media. Attention has again been paid to the personal qualities of a politician and his

appearance, charisma and profession.

Table S. Key characteristics in the image of presidential candidates 2006-2016

Georgi Parvanov Rosen Plevneliev Rumen Radev

® Moderate st e In the shadow of e [Experience

* g‘}tlla“ve Borisov e Justice

° iplomacy . .

o Ethnic unifier ° Peac.e of mind e Emphasis on N

e National interest e C(larity personal qualities
e Lack of emotionality e Military
e Tolerance e Airman

Similarities can be seen in the candidates' campaigns in terms of the spotlight on
personal achievements and qualities. Much attention has been paid to the results already
achieved in the political and non-political spheres in each of the campaigns. With Georgi
Parvanov and Rumen Radev, we can see a focus on the national interest, rigor and
categoricalness in their statements.

The differences in the conducted campaigns are also available and are mainly observed in the

campaign of Rosen Plevneliev, where bet more on moderation and tranquility. There, the



focus is rather on the party that nominated the candidate, and not so much on the person
himself as it is in the other two campaigns.

Rumen Radev's career outside the political sphere is also a difference in his campaign,
because in the case of the other two presidents, the focus is mainly on their political
achievements.

In order to understand whether it is possible to effectively use the Internet media to
shape the image of a political leader, it is necessary to define what we mean by the
effectiveness of image formation. First of all, if the goal is to distinguish a politician from
competitors and create an image of a leader who will work for him, then the effectiveness of
image formation is manifested in a positive evaluation of the audience, i.e. reputation. This is
how the question must be answered whether the Internet media help to create an attractive
image of a political leader for the public. And to answer this question, we need to understand
what the opinion is about the politicians studied and whether they are treated positively. For
this purpose, we conducted a survey of a randomly selected group of people, internet and
social media users. The questions of the survey are divided in terms of the components of the
investigated political leaders and questions about the general attractiveness of the image and
about the publicity of the politicians, in order to understand the degree of their openness and
willingness to shape their image.

Empirical research revealed to some extent the process of building the image of
political figures on the Internet. We make a caveat, as the collected responses to the survey
are far from representative, but still allow generalizations about trends to be made on them.

The survey questions are divided into four groups.

The main question concerns the traits of a political leader that shape public opinion.
The results of these questions point to public responsibility and charisma as preferred
characteristics of presidential candidates. Of the personal qualities , honesty is the most liked,
and justice is the least liked, more precisely, this quality is placed at the bottom of the table.

The second group of questions refers to the respondents' attitude towards social
networks as a communication channel. The most preferred channel is the Internet. It is
preferred by participants of all ages.

The most preferred resource is the personal websites of politicians.



The next group of questions concerns the possibilities of the Internet for building a
political image. Creating transparency and trust are the most preferred opportunities by those
participating in the survey.

The most preferred are the messages of Rumen Radev and Georgi Parvanov. More
than half of the respondents have a positive attitude towards them.

Biographical data is interesting for about 60% of respondents.

The next group of questions concerns the activity of the study participants. The
majority have actively participated in election campaigns and in publishing opinions on social
networks.

The Internet has proven to be effective for Rumen Radev and Georgi Parvanov. These
results correspond to the election results. Georgi Parvanov and Rumen Radev win with a
large lead, while Rosen Plevneliev wins with 5%.

The results of the research confirm the hypothesis that the Internet is a
communication channel that significantly influences the construction of a political image.

In the survey, persons aged 35-45 years and 25-45 years prevailed. A large part of
them belong to the group of active Internet users, but also the younger age group is
characterized as less politically active. According to these results, it is worth paying more

attention to their participation in the online space.

The concept of "youth" itself, according to the development of society and science, is
constantly changing. Modern researchers interpret youth as a specific socio-demographic
group, characterized by age characteristics, social position in society, certain interests and

values.

Relationships and communications of political leaders at different levels (national
leadership, municipal leadership and youth leadership) determine the specificity of the
country's political culture. Political communication in the modern world is a multi-level
process that develops under the influence of many factors. And the problem of political
leadership itself is one of the most socially significant, defining a conceptual analysis of
leadership as a multi-subject phenomenon of political communications. Development of
issues related to the participation of young people in political life is necessary, using modern

information and communication technologies and media.



According to most theoretical approaches, youth participation in politics expands their
political rights and opportunities. From the point of view of the progressive approach, the
political participation of the youth is presented as a way to solve the problem of the political
marginalization of the youth and the change in the power relations between the generations.
Young people are most aware of their own needs and problems, therefore youth participation
in politics should be seen as a tool to inform about the real state of youth, as well as to

"rejuvenate" the political system.

The participation of young people in political communications can be considered as a
means of individual development of the young person as a citizen. After all, by participating,
they not only learn about the political processes in society, but also develop the necessary
qualities, such as communication, patriotism, self-confidence, purposefulness, etc. On the
other hand, such "participation" can become a new way of managing and manipulating young
people. From a critical point of view, an approach to the participation of young people in
politics, it becomes a kind of mechanism or tool of the society to ensure social control over

the youth.

The influence of youth communications on the Internet on political processes and
mechanisms has been repeatedly demonstrated in various works of Western and local
researchers. Virtual space expands and complements the political life of society in the process
of creating and reproducing the components of social and political communication. It is
important to note that the virtual space today mostly only reproduces the existing social
world, and does not recreate it in all the variety of modern social communication methods

and technologies.

In our opinion, young people, as the most active social group in the virtual space, can
shape the communication practices and methods of the society of the future. This is probably
related to the role of youth in creating and developing aspects of the virtual components of

social and political regulation.



Youth is a dynamic subsystem of society, creating symbolic structures that unite the

limitations of human time and the infinite time of the surrounding world.

The relevance of the youth subculture is related to the need for society to reduce the
growing number of opportunities for communication, the development of its universal
elements that connect resources and build the horizons of the future. The participation of
young people reduces the mechanism for the implementation of modernist strategies. In this
regard, a trend towards increasing political activity of young people can be observed in the
virtual space. While outside this space, the political activity of young people, as well as the
entire population, declines due to a low political culture and a tendency to be apolitical,
power is usually perceived as unchanging and permanent, which does not cause either
positive or negative opinions. Therefore, young people seek to interact in a space where they
can make a difference and offer something. The desire of young people to implement fast life

practices makes it possible to use virtual space for effective communication.

Young people are increasingly building connections and joining various Internet
communications. This is due to the fact that in the virtual space the interaction between
different members can happen relatively quickly, conveniently, accessible and feedback is
received immediately and there is an opportunity for absolutely impersonal participation in
the interaction, which removes certain barriers and obstacles on the way to achieving of a
specific purpose. The "political" Internet makes it possible to take advantage of all these

advantages while tightening political censorship on other media.

Social media has become an integral part of young people's lives, it has a great
influence on them. It is in this space that news is often distributed, discussions are held on
various current issues, youth projects and programs are created, which make young people
feel like participants in the political life of the country, involve them in the creation and
development of political communications in the virtual space . That is why the work of
representatives of political parties in the Internet space is becoming popular and necessary for

the effective operation of any political organization.



Today, it is not surprising that many political leaders and parties have their own
accounts on various social networks, video materials on popular video hosting sites, active
microblogging. These techniques are aimed at increasing young people's interest in political

communication in virtual space.

The activity of young people in political communication is mainly manifested in the
pre-election period. Young people are increasingly active in various political online
communities, publish on their pages in social networks, news and calls for various actions,
create appeals, participate in discussions in various forums, distribute various video and
photo materials about emerging situations, events that require a quick response. However,
often outside the virtual space, young people can remain passive and show no interest in
political participation. The participation of young people in political communication on the
Internet is more active than outside this space. Young people show interest in such
participation. The active dissemination and development of political communication in the
virtual space improves the political culture of young people, the activity of political
participation and removes barriers in communication between the authorities and young
people. Their participation also helps promote various political ideas and creates a platform
for the implementation of new projects. But for this, it is necessary for young people to be
actively involved in the political life of the country, by creating all the conditions for the
implementation of interesting projects online, creating more channels for communication

with the authorities.

Many political forces are actively fighting for their audience through social media.
Political movements, groups and other social and political organizations are formed within
the virtual communities . The network group ideally creates conditions for the formation of
both major political leaders and those of a lower level. In fact, the use of the Internet, and in
particular social media, is gaining momentum. This is more than a trend. Candidates simply
need to take social media seriously as a platform for voters to learn about candidates and their
programs, and to discuss them with other users. Those candidates who do not embrace social

media as the basis of their relationship with voters will lose touch with them and, even worse,



the trust of the electorate. Social media is ideal for expressing views and values from the
opposition because it is no secret that it has very limited access to other mass media. Social
networks are characterized by the property of concentrating information to form opinions,
beliefs and sentiments. As a result of mass communications, they can strengthen or weaken
the positions of the population; identifying, grouping, consolidating groups of certain

opinions and sentiments.

There are similarities and differences in terms of how candidates build image and

opinion among the audience.

The similarities are tied to the popularity that the Internet is rapidly gaining and the
ever-increasing participation of political figures in social networks through comments, posts,
etc. The influence of the Internet on political campaigns is increasing, and candidates are

betting on their online presence.

Another similarity is the emphasis on personal qualities with which good leaders are

associated, such as: authority, skills, intelligence and others.

There are also differences in terms of politicians' campaigns. Most have to do with the
amount of Internet presence and degree of interaction with audiences. Another difference is
the emphasis on achievements outside of the candidates' political careers, which is present in

some campaigns and not so much in others.

There is a main difference in the image that politicians want to build in society. Some

emphasize rigor and charisma, while others emphasize intelligence and liberality.

However, the campaigns are based on the personality of the candidate and the pluses
she possesses. The majority of campaigns have the main goal of achieving a positive image

of a politician in the audience and rely on this technique to create a political image.



CONCLUSION

Image research is an interdisciplinary field that interests PR specialists, advertising
creators, marketers, sociologists, political scientists, semioticians, psychologists, economists.
A complex approach is applied to its clarification, since the concept itself is complex. An

image can be built both for a person and for a brand / product.

In modern image research, credit is given to authors who link their theses on image to
the brand. The identified definitions start from the 1950s, but in time they were overtaken by
political science, and thirty years earlier, Wallace paid attention to the importance of building
an image and set as its elements images, feelings, symbols and associations - these elements
are present in the following definitions of image. In our proposed more comprehensive
definition, we agree with the idea that image is a complex construct, a set of ideas, feelings,
attitudes, symbols and beliefs that create the social and psychological nature of
products. The image is a public object for a period of time. It is subjective and personal
and not based on objective truth. It has the power to influence public opinion. It can be
built on stereotypical ideas. Factors different in strength and character can influence its

perception. Image building aims to create an identity through emotions.

In the modern media environment, political practices are created to build an image in
a digital environment, mainly in social media. Given the need to reduce the distance between
politicians and society, these actions play a significant role in the success of the modern
politician. The image constructed and positioned on the Internet facilitates his perception by
the public and prepares the ground for temporary and permanent support of this political

leader by voters.

If we take the fight for the voter as political marketing, then the main task is to form
an image that compares favorably with competitors. In modern society, a leader is a kind of
"goods" that must be sold, and preferably as profitably as possible. "Selling" is precisely the
process of attracting voters by using means of image formation, its positioning and

promotion. And the process of selling goods is the goal of conventional marketing. Similar



practices were introduced in America by Lasker in the 1920s and by Reeves in the 1950s.
Despite the similarity to show business, the campaigns of both were conducted
professionally. Preliminary research was done on the important topics, techniques were
proposed to build a positive image, as a result of which the campaigns were successful and
turned public opinion in favor of the candidate. Lasker and Reeves' strategic communication
actions to construct the image of presidential candidates are applicable even today in all

communication channels.

Image formation has several levels of goals. First, it is necessary to create a certain
image in the minds of voters. Second, to create a certain opinion about this image. And the
third is sympathy, positive emotions that the audience should feel about a political leader.
This structure corresponds to the fact that usually in the formation of an image the aspiration
is to create a positive image, but sometimes the emphasis is deliberately placed on the

negative features of the object.

The formation of the image of a person has its own characteristics, unlike the
formation of the image of a structure (organization, party, company) or product. A political
leader is a person, and in the modern world a person seeks to position himself as a project or
a brand. And in the political sphere of society, this is necessary, because politicians need
publicity, they need to influence public opinion in order to achieve popularity. To form the
image of a political leader, one resorts to various strategies, techniques and tools offered by
political consultants. There is a need to create a favorable image in the minds of voters. This
is because political parties are increasingly appearing not so much as bearers of ideology and
political programs, but as an apparatus for mobilizing the electorate around some bright
individual brands of political leaders. In addition, politicians, in particular government
officials occupying significant positions, also seek to position the image of a political leader.
And in order to win the sympathy of the population, the image of the leader is formed using
the rules of marketing and branding. Therefore, to understand how the image of a political

leader is created, we can consider this process as brand formation.



The brand affects the emotional part of the human consciousness and not only
presents the impression of the company, but also forms a stable attachment on the part of
consumers. It connects through emotions and through this becomes more than a set of
features - it promises to realize what the user dreams of. And in order to realize a personality
as a brand, it is necessary to form, position and popularize its image and reputation. In this
work, besides the essence of the police image, the factors that influence the formation of the

brand of a political leader are examined, focusing on his image in detail.

In the context of studying the image of political leaders, we deal with brand
personalities, i.e. a kind of brand that is understood as a "public figure", whose image and
opinion is popular, has supporters and fans. In other words, the political leader's brand is his
name, which has prominence, significance in the political life of society and value due to his
image. A leader's brand consists of the leader's image and the reputation that is created

among audiences. The image has its own structure and ways of its formation.

The components of the formation of the image of political leaders can generally be

divided into the following groups:

1. External component (personal attraction);

2. Behavior style of the leader, his character;

3. Biography, legend;

4. Program, reports, settings.

The components of the political leader's image are the conditions for its formation.
These components are considered in the work. They contain the degree of perception and
acceptance of the leader's actions and behavior, the degree of acceptance of his political
initiatives, the clear determination of the forms and ways of supporting the leader by the

population, the degree of opposition to other politicians by the candidate, and others.



It can be noted that the image is a multi-layered structure: inside it are the ideas and
attitudes of the political leader, then comes the behavior and biography, and the outer part is a
kind of packaging. At the same time, personal qualities are factors that influence voters'
acceptance of candidates who support a particular policy or opinion on a controversial

political issue.

The components of a political leader's image can be formed with the help of the
media, agitation and propaganda. However, the media is the main tool that helps, instead of
changing the person himself, when developing his image, to change the impression he makes.
Political practice shows that it is not a specific person who wins the elections, but his image,
which is firmly embedded in public consciousness. It is the effective work of the media that
creates an image that subsequently works for the candidate. The characteristics of the work of
the electronic media allow them to be used to form the following components of the image of
a political leader. First, they can spread the political ideas and attitudes of the leader, his
program to the audience of his publication, including through news reports. The news that
appears in the media is devoted to events in which the politician participates or contains
statements on a certain issue. Statements directly contain the position of the leader, and
events are a consequence. The behavior of a politician, as part of his image, becomes the
reason for his participation in any events or the reason for the character of his speeches. The
actions or participation of a political leader can attract the attention of an Internet audience,
which will help them become interested in the leader's ideas. Or vice versa, the bright
statements of the leader become the object of attention of the readers and increase the fame of
the leader. The external part of the image is also displayed in electronic media in the form of
photo and video materials. Some of the biography and legend of the political leader may be
mentioned in some news at the end of the article, but it is rarely its subject. Thus, all
components of the political leader's image to one degree or another can be formed with the
help of the Internet media. But mostly they are suitable for forming ideas, attitudes, political
program of a political leader, his style of behavior and character. A thoughtful and

well-crafted image of a political leader eventually earns a suitable reputation among the



public. However, the expectations of a politician and his team may differ from the reaction
they receive from the public. Therefore, the reputation of a political leader must be monitored
so that parts of the image can be corrected. To do this, they monitor the media, conduct

sociological research among a certain audience, etc.

Today, the Internet plays an important role in the formation, functioning and
development of social consciousness. The perception and interpretation of the most
significant events and phenomena that occur both in the country and in the world as a whole
is carried out directly through news sites, the blogosphere and social networks. With the
gradual entry and strengthening of the Internet in the political sphere, it becomes possible to
talk about its transformation into one of the tools for the implementation of the political

process.

The activity of various parties and movements both at the domestic political level and

at the interstate level is inextricably linked to the problem of political leadership.

Its intermediate component becomes the image of the political leader. The real person
is replaced by his image - the image of the leader, dictator or enemy. In other words, the
citizen is not confronted with the event itself, but with its coverage in the media. The unit of
this symbolic world is the image of the political figure, and the Internet is one of the

mechanisms for its formation.

What is common in our understanding of the image of the political leader is that the image is
a purposefully formed image to ensure the necessary emotional and psychological impact on

a certain group of people.

The image in the public mind is largely formed on the basis of the information received from
the media and depends on the frequency of publications and the thematic structure of these

publications.



In order to form an image policy, as well as for those information platforms that are
engaged in covering its activities, regardless of evaluation, the following components are

important:

- the degree of penetration into the image of the leader;

- the degree of perception and acceptance by the audience of his "type", speech, actions,

manners, etc.;

- the degree of initiative of the leader, orientation towards the future, change of plans and his
behavior. It should be borne in mind that fame increases a politician's chances of success,

while banality and stereotypical initiatives decrease them,;

- the degree of acceptance by the public of its political initiatives, which largely depends on
the degree of public awareness of the initiatives. Information must be timely and repeatable,
the audience must be provided with a true appreciation of their consequences and the "cost"

of performance;

- clearly defining the forms and methods of supporting the leader from the population and

interested political groups;

- the degree of opposition to other politicians, tactical flexibility, the ability not to
worsen relations on non-fundamental issues, but also not to "bend" on principled issues that

are important to the population and their own political position.

Without a doubt, politics cannot exist without a mass audience. The presence of
political leaders in social networks is a unique opportunity to combine the promotion of
politicians and the creation of one's own image. A politician must be unique, but at the same
time similar to his constituents. In social networks, this country is fully revealed. The
growing attention to exploring the possibilities of using social media as a tool to shape the

image of a politician is becoming a noticeable phenomenon in today's political discourse.



Analysis of social media use by political actors reveals a number of patterns. First of
all, it is worth noting that the presence of accounts in social networks is considered by
politicians as another channel of communication with the audience. At the same time, they do
not replace traditional forms of communication: public receptions, electronic feedback forms,

etc.

In a number of cases, it becomes obvious to the public that personal pages on social
media are maintained by politicians not personally, but with the help of specialists from the
press service. In such a context, the trust of the audience is lost, the sense of their ownership
and commitment in direct communication with politics, which contradicts the very idea of

using social media in the political space.

The image of a politician is a relationship between the leader and the public. It reflects
both the interests of the public and the interests of politicians and tries to reconcile these
interests. Image policy, its formation, modeling and promotion are an integral part of

effective impact on the audience.

Today, most politicians and voters recognize the important role of image in the political
process. Currently, the electorate has become discriminating in its preferences, more
consciously approaches the performance of its functions, the formulation of demands and
expectations, and the main task of the political leader is to create an image that meets these

demands and expectations, using his unique qualities.

We studied image as a category in political science and phenomena in practical activities, as
well as to identify the main criteria for the image of a political leader. With this question in
mind, we came to the following conclusions. The image of a political leader is a set of certain
qualities that people associate with a certain personality. As a rule, the concept of an image
refers to a specific person, but it can also refer to a certain group of people. The image or
image of the leader includes appearance, position, profession and program of the candidate,

biography, way of conducting a conversation, complex of beliefs and intentions and much



more, as well as "legend" - real or mythologized events in the life of the candidate, which

make him more public in the public mind than other candidates.

In other words, the study of the laws governing the formation, functioning and management

of political image should be seen as a central scientific problem in the field of political image.

It was extremely important to distinguish the two sides of the formation of the leader's image.
On the one hand, the leader's image is a reflection of his political activity aimed at achieving
specific results, and on the other hand, the result of special efforts to form him among the
population. At the same time, building the image of a political leader is not only related to the
fulfillment of the tasks of popularizing the candidate among the population, promoting his
personality and campaigns in favor of his program of action. In modern society, this process
increasingly becomes a mechanism for creating an artificial leadership image for society,

which replaces the real political leader in the minds of the people.

We studied the basic concepts of forming the image of a political leader. It has been
established that the image of a politician is formed mainly through the media. Properly tied
relations with the media help to create an attractive image of the candidate. The media, on the
one hand, reflect the image created by the leader and his image makers, and on the other

hand, they themselves form an image, sometimes spontaneously, but as a rule purposefully.

We have identified the role of Internet media in the process of forming the image of a
political leader. The Internet is a huge virtual space, actively used in all spheres of society,
including the political. It is possible to find that today, when we form the image of a
presidential candidate, the Internet media occupies a prime place. Thus, we were able to
understand that print media is losing its dominant role every year, and the popularity of
electronic media is growing more and more, providing more opportunities to get acquainted
with this or that information, its discussion, as well as for communication. The Internet, as a
political PR tool, opens up enormous opportunities for politicians to communicate with

voters; as a means of communication, it has great potential for carrying out activities for



political PR campaigns. The Internet has a number of advantages over other media, and the

Internet audience is constantly increasing.

The influence of social media on the formation of public opinion on political events
has been shown to be dynamic. Social media can be both a constructive and destructive
component of political life. On the one hand, they eliminate hierarchy and leaders and
audiences speak directly. They can be an effective platform for campaigns to spread their
message, create news value for their ideas and generate campaign funds. On the other hand,
the use of social media by politicians can threaten democracy to the extent that leaders are
tempted by the idea of bypassing journalists as public informants, misinforming and creating

tension. In both cases, however, we must admit that they revolutionized political campaigns.

The topic of using social media in the political sphere is relatively new to the
Bulgarian political process. Social media with its significant audience has several advantages,
such as the ability to concentrate information within itself to form opinions, beliefs,
sentiments. They are perfectly suited to express the views and values of the audience. Thus,
the influence of social networks on the formation of public opinion about political events and

political personalities today is extremely large.

The results of the empirical study confirm the hypothesis that the Internet is a

communication channel that significantly influences the construction of a political image.

The Bulgarian specifics regarding the construction of the candidate's image are tied to
the algorithm for the presence of politicians on the Internet. When building the image
of the candidates, it was considered as a regional one. During the campaigns, traditional

values were taken into account and applied as pluses in the character of the politicians.

The audience's preferences for the qualities they think the candidate should possess
are considered and the image is shaped according to their expectations. During the
campaigns, control was imposed on the implementation of the plan and, by analyzing the

preliminary results, they were adjusted if necessary.



After the election process is over, the formed image is monitored and activities are
undertaken to maintain it. Such type of political campaigns are distinguished by their

effectiveness due to their mass nature.

The Internet and social networks are increasingly involved in political campaigns and
help shape audience opinion. The trend is for this type of two-way communication between
candidates and the audience to become more and more popular. However , the presence of
politicians on social media does not replace traditional forms of communication, but enriches

them.



CONTRIBUTIONS

Contributions and contributing moments in the dissertation work

The scientific contributions of the study of the topic of the dissertation work are:

4. Through an analysis of the global development of the scientific concept of political
image as a complex construct, the elements for its construction on the Internet in the
context of Bulgarian political communication practice have been formulated.

5. Through a comparative historical analysis of image-building actions, the relationship
between political communications and new media has been scientifically
substantiated, and general regularities have been deduced.

6. An algorithm for the mediatization of the political image on the Internet is indicated.

The scientific and applied contributions from the research of the topic are:

4. Empirically, concrete trends for political image formation have been proven and
strategies for influencing public opinion to perceive the messages that shape the
political image on the Internet have been identified.

5. Identified and are the main image characteristics of the modern political leader, which
form public opinion , and they can be widely applied for the purposes of corporate
and personal image.

6. The work will provide knowledge on constructing a political image on the Internet for
a wide audience - communication experts, analysts, political scientists, journalists and

participants in the electoral process.



REFERENCES

10.

I1.

12.

. Akcenpog, A., Konekrus, (2007). JlugepcTBoTO B e1uH mpomeHeH cBsaT Codus,

Kinacuxka n ctun/ Axelrod, A., Collective, (2007). Leadership in a changed world
Sofia, Classics and style

Anexcanapona, /1. (2008). OcuoBu Ha peropukara. Codus: YU ,,Cs. Knument
Oxpunacku‘,./ Aleksandrova, D. (2008). Fundamentals of Rhetoric. Sofia: "St.
Kliment Ohridski".

. Anexcanaposa, J1. (2008). Ocnosu na pemopuxama. Codusi: YU ,,Cs. Knument

Oxpuacku‘,./ Aleksandrova, D. (2008). Fundamentals of Rhetoric. Sofia: "St.
Kliment Ohridski".

Anekcuena, C. (2008). buzneckomynukanuu. Codusi: HBY./ Aleksieva, S. (2008).
Business communications. Sofia: NBU.

Anexcuesa, C. (2008). busneckomynuxayuu. Codusi: HBY./ Aleksieva, S. (2008).
Business communications. Sofia: NBU.

Anekcuena, C. (2008). [Is6mmuk puneiinrsac. Codusi: HBY./ Aleksieva, S. (2008).
Public relations. Sofia: NBU.

Anexcuesa, C. (2008). ITvonuk punetimuvnc. Codpusi: HBY./ Aleksieva, S. (2008).
Public relations. Sofia: NBU.

Amnrenoga, C. X. (2017). EekTUBHOCT Ha COI[MATHUTE MPEXH 3a oauTudecku PR B
npeau3dopen nepuon, biaroesrpan, FOro3ananen yauepcuret. biaroesrpan:
KO3V./Angelova, S. H. (2017). Effectiveness of social networks for political PR in the
pre-election period, Blagoevgrad, Southwest University. Blagoevgrad: SWU.
Anppeesa, JI. (2007). CounaaHo nNo3HaAHUE U MEXITYIUYHOCTHO B3aUMO/IEIICTBHE,.
Codwus./ Andreeva, L. (2007). Social Cognition and Interpersonal Interaction. Sofia.
Annpeesa, JI. (2007). coyuanro nosnanue u mMexcoyIuUtHOCMHO 83aUMOOelCmaue,.
Codus/ Andreeva, L. (2007). social cognition and interpersonal interaction,. Sofia.
Acenos, C. (2010). ITonutnyeckure naptuu. TeOpeTUUHU U MPAKTUUECKU aCIEKTH,
Codwust, ABanrapy [Ipuma/ Asenov, S. (2010). The political parties. Theoretical and
practical aspects, Sofia, Avangard Prima

baiikoB, b. (2006). [TonuTruueckusiT MAPKETHHT — CHIIHOCT ¥ TEHCHIINH HA Pa3BUTHE,
B: Connanno-uxonomuuecku ananusu, Codus, / Baikov, B. (2006). Political

marketing — essence and trends of development, In: Socio-economic analyses, Sofia,



13.

14

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

baiikos, b. (2006). ®okychT Ha MOTUTHYECCKUS MapKeTHHT. Benuko TwpHOBO: Dadep./

Baikov, B. (2006). The focus of political marketing. Veliko Tarnovo: Faber.

. bapr, P. (1989). 36pannbie pabotel. Cemuorrnka. Mocksa: [loatuka./ Bart, R. (1989).

Selected works. Semiotics. Moscow: Poetics.

bapr, P. (1989). U36pannvie pabomur. Cemuomuxa. Mocksa: [Tostuka/ Bart, R.
(1989). Selected works. Semiotics. Moscow: Poetics.

benos, M. (2010). I'paxxpanckoTo ydactue B nonutudeckus npouec, Codus, Cudn/
Belov, M. (2010). Civil participation in the political process, Sofia, Sibi

bnaroesa, b. (2007). bearapckara moauTH4YecKa KyJITypa - TPAJAUINH |
ceBpeMmeHHocT, Codust, uzn. "3axapu CrosHoB" / Blagoeva, B. (2007). Bulgarian
political culture - traditions and modernity, Sofia, ed. "Zahari Stoyanov"

boiikos, b. (2006). @oxycvm na nonumuueckus mapkemure. Benuko TpHOBO:
dabep/ Boykov, B. (2006). The focus of political marketing. Veliko Tarnovo: Faber.
bourpan, M., 1991, Ilonutuyeckusar mapketunr, C., YU ,,Cs. Knument Oxpuacku”,./
Bongran, M., 1991, Political Marketing, S., UI "St. Kliment Ohridski",

bomnaxoga, /1. (2009). Ilonutnuecku komyHukauuu B mpexarsa 2.0, l'oguimHuk
LHJlenaprameHT macoBu komyHukanuu”, Codusi, HBY,/ Boshnakova, D. (2009).
Political Communications in Network 2.0, Yearbook "Department of Mass
Communications", Sofia, NBU,

bper, ., (2019). Pa3BuBaiio ce AMruTagiHo JUIEpPCTBO: KakK /1a Ob/IeM JUTHTAICH
Tuaep B yrpenrHus paspymmuteneH ciat/ Bret, D., (2019). Evolving digital leadership:
how to be a digital leader in tomorrow's disruptive world

Bbypymxuesa, T. (2001). [Tonutnueckn nmumx. Bws: [lonornyeckn umumx -
napaznokcu 1o o0enrapcku. Codpusi: HBY/ Burudzhieva, T. (2001). Political image. In:
Political image - paradoxes in Bulgarian. Sofia: NBU

bypymxuesa, T. (2001). IHonumuyecku umudoc. Bve: [lonomuuecku umuoic -
napaodoxcu no 6vreapcku. Cotdus: HBY./ Burudzhieva, T. (2001). Political image. In:
Political image - paradoxes in Bulgarian. Sofia: NBU.

Bypymxuesa, T., Kanesa, JI. (2007). [Tomutnuecku mapketunr, Codust, Cuena/
Burudzhieva, T., Kaneva, L. (2007). Political Marketing, Sofia, Siela

B.M., L. (1994). Umuoocenocus: Cexkpemuol auunozo obaanus. Mocksa: Kynsrypa u
cnopt./ V.M., Sh. (1994). Imageology: Secrets of personal charm. Moscow: Culture
and Sports.



26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

Banxkos, Huxkomaii. (2013). Matepuer komynukaruu, Codpus, YHCC,/ Vankov,
Nikolai. (2013). Internet Communications, Sofia, UNSS,

Bepmuaun, M. (2001). [TonmutHueckass KOMMYHHUKAIHUS B UHPOPMIIMOHHOM
obmectse, .Mocksa./ Vershinin, M. (2001). Political communication in an
information society, .Moscow.

Brnagumupos, XK. (1999). KyntypHoTo HacneacTBo cpenry AeMOKpalusaTa 1 mas3apa.
Codus: Coduticku HoBuHH. / Vladimirov, J. (1999). Cultural heritage versus
democracy and the market. Sofia: Sofia news.

Brnagumupos, XK. (1999). Kyamypromo nacneocmeso cpewyy demoxpayusama u nazapa.
Codust: Coduiicku HoBunH./ Vladimirov, J. (1999). Cultural heritage versus
democracy and the market. Sofia: Sofia news.

Boakos, . (2010). biorsaii 3a monutuka, c6. KomyHukanmm BbB BUpPTyaaHa cpena,
cectaButen . Maspoauesa, Codus, YU ,,Cs. Knument Oxpuacku™, / Valkov, 1.
(2010). Blog about politics, sb. Communications in a virtual environment, compiled
by I. Mavrodieva, Sofia, UI "St. Kliment Ohridski",

Tonomen C. Kax cozoaemcs umuoxc 6 amepuxarckou nonumuke // CLLA: dxonomuxa.
Tonumuxa. Hoeonoeusn. 1990. Ne 10. C. 35. (1.1.)./ Goldmen S. How an image is
created in American politics / USA: Economics. Politics. Ideology. 1990. No. 10. P.
35. (n.d.).

Tonamen C., 1990, Kak co3naercst umumk B amepukanckoi nonutuke // CILIA:
Oxonomuka. [Tomutuka. Uneomorus. Ne 10. C. 35. (n.d.)./ Goldmen S., 1990, How an
image is created in American politics / USA: Economics. Politics. Ideology. No. 10.
P.35. (n.d.).

I'panoBckwii, B. B. (1998). MaCcTpyMeHTHI BIUsIHAS // ATEHTCTBO TyMaHUTAPHBIX
texHosoruit. Kues./ Granovski, V. V. (1998). Instruments of influence // Agency of
humanitarian technologies. Kyiv.

I'panoBckuii, B. B. (1998). HUncmpymenmor erusnus // AeeHmcmeo eymaHumaphvix
mexnonoeuti. — Kues./ Granovsky, V. V. (1998). Instruments of influence // Agency
of humanitarian technologies. — Kyiv.

I'enbpaiit, [. (1993). Anaromus Ha Biactra. Codus./ Galbrait, D. (1993). Anatomy
of Power. Sofia.

Hackaios, P. (1992). Beenenue B cormonorusita Ha Make Bebep. Codus./ Daskalov,

R. (1992). An Introduction to the Sociology of Maks Veber. Sofia.



37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

Hackanos, P. (1992). Bwvseoenue 6 coyuonoeuama na Maxc Bebep. Codusi./ Daskalov,
R. (1992). An Introduction to the Sociology of Maks Weber. Sofia.

Hepmenmxuena, ['p. (2012) Onnaiin xxypHaiucTuka: Menuure B TUTUTATHUS CBAT,
Codwust/ Dermendzhieva, Gr. (2012) Online Journalism: Media in the Digital World,
Sofia,

Humosa, M. (2017). Jlemarorus u counansau mpexu. — B: [lomutideckara gemarorus
B ipexoza. Codust: LleHTbp 3a HCTOPHUYECKU U TTOTUTOIIOTUIECKH U3CTIeIBAaHHS/
Dimova, M. (2017). Demagoguery and social networks. — In: Political demagoguery
in the transition. Sofia: Center for Historical and Political Studies,

JumoBa, M. (2017). IlonuTu4ecKkoTO TUAEPCTBO U HETOBOTO MPOSIBIICHUE BbB
,,DercOyk* (mpe3 nmpu3mara Ha npe3uaeHTckuTe n36opu B bwirapus 2016-ar.) — B:
WzcnenoBarencku etionu, ToM 2, Codpusi: YHCC/ Dimova, M. (2017). Political
leadership and its manifestation on "Facebook" (through the prism of the 2016
presidential elections in Bulgaria) - In: Research studies, volume 2, Sofia: UNSS,
Horanos, 1. @. (1992). Pexramama, kaxeamo e. Codusi: Princeps./ Doganov, D. F.
(1992). Advertising as it is. Sofia: Princeps.

Horanos, JI. ®@. (1992). Pexnamara, kakBaro €. Codusi: Princeps/ Doganov, D. F.
(1992). Advertising as it is. Sofia: Princeps.

Hparanos, M. (1973). IIpoGiiemu Ha obmmectBeHoTo MHeHUE. Codust/ Draganov, M.
(1973). Issues of public opinion. Sofia

EropoBa-I'antman E. B., I1. K. (1999). [Tonutnaecka pexinama. Mocksa: Niccolo/
Egorova-Gantman EV, PK (1999). Political advertising. Moscow: Niccolo,
Eroposa-T'antman E. B., I1. K. (1999). Iloaumuuecka pexrama. Mocksa: Niccolo/
Egorova-Gantman EV, PK (1999). Political advertising. Moscow: Niccolo.

Wpanos, U. (2012). [Tomutnuecka ncuxonorus. Benuko TwprOBO/ [vanov, 1. (2012).
Political psychology. Veliko Tarnovo.

Wsanos, U. (2012). Ilonomuuecka ncuxonocus. Bemuko TepHoBo./ Ivanov, 1. (2012).
Political psychology. Veliko Tarnovo.

Hronomuuecku u npoghecuonanrtu mpancghopmayuu 8 KOHepeeHMHA MeOUliHA cpeod.
(2012). Codus: YHCC./ Economic and professional transformations in a converged
media environment. (2012). Sofia: UNSS.

Wopnamosa, J1. (1993). EsuxsT na npomsiaara, Codust/ Yordanova, L. (1993). The

language of change, Sofia



50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

Kanes, /I. H. (2012). ITonmuTnyecka KOMyHHKAIUsS U Tpean300pHu kKammanuu, Codusi:
®onpanus Opunpux E6epr/ Kanev, D. N. (2012). Political Communication and
Election Campaigns, Sofia: Friedrich Ebert Foundation.

Kanes, JI. H. (2012). Ilorumuuecka xomyHukayus u npeouz00pHu KamMnaHuu, .
Codust: Donnanus @puapux Eoeprt./ Kanev, D. N. (2012). Political communication
and election campaigns, . Sofia: Friedrich Ebert Foundation.

Kacrenc, M. (2004). Bv3xoovm na mpexcosomo ooujecmeo. Cous./ Castels, M.
(2004). The Rise of the Network Society. Sofia.

Kacrenc, M. (2004). Be3xoabT Ha MpexoBoTo o6miecTBo. Codust/ Castels, M. (2004).
The Rise of the Network Society. Sofia.

Kuposa, Mapuna, ( apui 2009). Ha crapra Ha u3bopute, 6Joropete Ha OBJITapCKUTE
nosmtuiy,/ Kirova, Marina, (April 2009). At the start of the elections, the blogs of
Bulgarian politicians,

Koewn, V., (2001). HoBoto u3kyctBo Ha nuaepa. C, Knacuka u ctun/ Coen, W., (2001).
The New Art of Leadership. C, Classics and Style.

Koncrantunona, C. (2015). Onnaita menuu. Tpancdopmaruu [Ipodecrnonaaau ponu
komneteHiuu, Codus, Apanrapa [Ipuma/ Konstantinova, S. (2015). Online media.
Transformations Professional roles competencies, Sofia, Avangard Prima,

Kotnsp, @. (1996). Yupasnenue Ha MapKkeTUHTa, AHAJIN3, INIAHUPAHE, pean3alus U
koHTpoi.Codus/ Kotler, F. (1996). Marketing management, Analysis, planning,
implementation and control. Sofia.

Kotnsp, ®. (1996). Vnpasrenue na mapkemunea, Ananus, naianupane, peanruzayus u
xkonmpoin. Codus./ Kotler, F. (1996). Marketing Management, Analysis, Planning,
Implementation and Control. Sofia.

Kouetkona, A. (2008). Teopus u npakTuKa CBsI3€i ¢ 00IIECTBEHOCKIO.
Cankrt-IletepOypt: [Tutep/ Kochetkova, A. (2008). Theory and practice of public
relations. St. Petersburg: Piter.

KouetkoBa, A. (2008). Teopusi u npaxmuka cészeii ¢ 00 ecmeeHoChIO.
Cankr-IletepOypt: ITutep./ Kochetkova, A. (2008). Theory and practice of public
relations. St. Petersburg: Piter.

Kpscres, C. (2000). Pexnamara. [Tousitus, [IpaBuna. [Ipumepu. Codusi: Cuena./
Krastev, S. (2000). The ad. Concepts, Rules. Examples. Sophia: Siella.

Kpscres, C. (2000). Pexramama. IHouamus, [Ipasuna. Ilpumepu. Codus: Cuena./
Krastev, S. (2000). The ad. Concepts, Rules. Examples. Sophia: Siella.



63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

JI., Y1. (1993). Esuxvem na npomanama, . Codus./ L., J. (1993). The language of
change, . Sofia.

Jlunmasn, V. (2001). O6mectBeno maenne. Codust: JIuk./ Lipman, W. (2001). Popular
opinion. Sofia: Lik.

Jlunmvan, V. (2001). Obowecmeerno muenue. Codus: Jluk./ Lipman, W. (2001). Popular
opinion. Sofia: Lik.

JIso0o0m, I. (1993). [Momutnuecka ncuxonorusi, Copus/ Lubon, G. (1993). Political
Psychology, Sofia

JIvo6oH, I'. (2003). Ilcuxonoeus na mvanume, 2003. Codus: CY "Cs. Knument
Oxpuncku"./ Lebon, G. (2003). Crowd Psychology, 2003. Sofia: SU "St. Kliment
Ohridski".

JIso0Oomn, I'. (2003). [Icuxonorus Ha Teanute, Codus, 2003. Codus: CY "Cs.
Kimmmment Oxpuacku"./ Lubon, G. (2003). Crowd Psychology, Sofia: SU "St. Kliment
Ohridski".

Maspoauena, 1. (2010). Bupryanna peropuka. OT THEBHULIUTE 10 COLUATHUTE
mpexu. Codpus: YU ,,Ce. Knument Oxpuacku®,./ Mavrodiena, 1. (2010). Virtual
rhetoric. From diaries to social networks. Sofia: "St. Kliment Ohridski".
Magpoauena, 1. (2010). Bupmyanna pemopuxa. Om oneenuyume 0o coyuannume
mpexcu. Codust: YU ,,Cs. Kimument Oxpuacku‘./ Mavrodiena, 1. (2010). Virtual
rhetoric. From diaries to social networks. Sofia: "St. Kliment Ohridski".
Manumesckuii, H. (2003). TexHnonorus u opraau3zanusi BBI0opoB, MUHCK. MHUHCK:
Xapgsect./ Malishevski, N. (2003). Election technology and organization, Minsk.
Minsk: Harvest.

Manumesckuii, H. (2003). Texnonoeus u opeanuzayus evtoopos, Munck. MuHCK:
Xapsect./ Malishevsky, N. (2003). Election technology and organization, Minsk.
Minsk: Harvest.

Masosnos, I'. (2005). [TonutnueckusT UMUK - popmynara Ha ycnexa, [1noBaus,
Mapuma/ Manolov, G. (2005). The political image - the exhaust formula, Plovdiv,
Maritsa

Manornos, I'. (2008). [Tonutuuecku nazap, T. 1. [lnoBaus./ Manolov, G. (2008).
Political market, t 1. Plovdiv.

Mamnonos, I'. (2008). IHorumuuecxu nazap, m. 1. Ilnosaus./ Manolov, G. (2008).

Political market, 1. Plovdiv.



76.

77.

78.

79.

80.

81.

82.

83.

84.

85.

86.

Mamnosnos, I'. (2009). ITonmuronorus, [Lmosaus, / Manolov, G. (2009). Political Science,
Plovdiv,

Manonos, I'. (2015). YBox B nonutnueckus MapkeTur. [Inosnus: YU "[lancuit
Xunennapcku'"./ Manolov, G. (2015). Introduction to Political Marketing. Plovdiv: Ul
"Paisi Hilendarski".

Mawnonos, I'. (2015). V600 6 nonumuueckus mapxkemune. Ilnosnus: YU "Ilaucuit
Xunengapcku'"./ Manolov, G. (2015). Introduction to Political Marketing. Plovdiv: Ul
"Paisi Hilendarski".

Mapunosa B.JI., (1993). [lonumuueckoe 1uoepcmeo: coyuonocudeckuti aHauu3.
PoctoB. Jlutepa-/l,./ Marinova V.L., O. A. (1993). Political leadership: a sociological
analysis. Rostov. Litera-D,.

Mapunona, B.JI., O. A. (1993). Ilonmutndeckoe TUIEPCTBO: COMMOIOTHIECCKHIMA
ananu3. Poctos v//l: JIutepa-/1,/ Marinova, V.L., O.A. (1993). Political leadership: a
sociological analysis. Rostov n/a: Litera-D,

Murtes, T. (2009). OcHnoBu Ha nonutHueckus Mmapketunr, Codus/ Mitev, T. (2009).
Basics of political marketing, Sofia,

Mopeno, Ixon.(2001). ITponax6a Ha npesunenta, 1920 r.: Anbept /. Jlackep,
Pexnama n n3bupaneto Ha YopsH I. Xapausr, [parep, r./ Morello, John. (2001).
Selling the President, 1920: Albert D. Lasker, Advertising, and the Election of Warren
G. Harding, Praeger.

Huxomnoga, E. (2010). Menuiina kouBeprennus. Jlymure B Mmenuitaus npexoa. Bemmko
TopuoBo: ®@abep./ Nikolova, E. (2010). Media convergence. The words in the media
transition. Veliko Tarnovo: Faber.

Huxonoga, E. (2010). Meoutina xonsepeenyus. /[ymume ¢ meoutinus npexoo. Bennko
TwproBo: Pabdep./ Nikolova, E. (2010). Media convergence. The words in the media
transition. Veliko Tarnovo: Faber.

Hopr, . (2008). MHCTUTYIMU, UHCTUTYLIHOHAJIHA IPOMSIHA, UKOHOMUYECKU
pesynraru,. Codusi: JIMK./ Nort, D. (2008). Institutions, institutional change,
economic performance,. Sofia: LIK.

Hopr, . (2008). Ancmumyyuu, uncmumyyuoHaiHa npomMana, UKOHOMUYecKU
pesynmamu,. Copus: JIMK./ Nort, D. (2008). Institutions, institutional change,

economic performance,. Sofia: LIK.



87.

88.

&9.

90.

91.

92.

93.

94.

95.

96.

97.

98.

99.

OrnsiHoBa, H. [Tonutudeckara pexinama u meauute, B: Menuure v monuTukara, ChCT.
I'. JIozanoB u O. Cnaco, Co¢usi, 2011/ Ognyanova, N. Political advertising and the
media, In: Media and politics, comp. G. Lozanov and O. Spasov, Sofia, 2011,
[TaBnoBa, Unusna, (2012). [a cnogensm B oomanute. HoBure menuu n
x)ypHanuctuka, Codus, ®abdep/ Pavlova, Ilyana, (2012). To share in the clouds. New
media and journalism, Sofia, Faber,

[MTamames, H., (2014). OcnoBu Ha o0mecTBeHa komyHuKamus, Cogusi, 3a OykBute
O-nucmenax/ Palashev, N., (2014). Basics of public communication, Sofia, About the
letters O-pismenah

[Tanaiioros, /1. (1999). Ilcuxonorus Ha ynpasnenuero. [lapagurma Ha ycnexa.
Codust: CromanctBo./ Panayotov, D. (1999). Psychology of management. Paradigm
of success. Sofia: Economy.

[Tanaiiotos, /1. (1999). llcuxonoeus na ynpasnenuemo. Ilapaouema na ycnexa.
Codust: Cronanctso./ Panayotov, D. (1999). Psychology of management. Paradigm
of success. Sofia: Economy.

[Teres, T. (2004). Teopust Ha macoBara komyHukarusi. Copus: CY "Cs. Kimument
Oxpuncku"./ Petev, T. (2004). Theory of mass communication. Sofia: SU "St.
Kliment Ohridski".

[Tetes, T. (2004). Teopus na macosama komynuxayus. Copus: CY "Cs. KnumeHt
Oxpuacku"./ Petev, T. (2004). Theory of mass communication. Sofia: SU "St.
Kliment Ohridski".

[Tetes, T. (2012). KomyHukamonHa cnupaia — TpaHc(popMaluy U KOH(IUKTH.
Codus, : Ackonn-uznar./Petev, T. (2012). Communication spiral - transformations
and conflicts. Sofia, : Askoni-izdat.

[Terpos, M. (2005). Ilepconannuam umuoonc. Copus: Atmantuc-Menus./ Petrov, M.
(2005). Personal image. Sofia: Atlantis-Media.

[Tetpos, M. (2005). Ilepconanuuar umumk. Codust: Arnantuc-Menus/ Petrov, M.
(2005). Personal image. Sofia: Atlantis-Media

[Torora, M. (2010). Untepuer, B: lymute Ha menuitaus npexoa. B. TepHOBO./
Popova, M. (2010). The Internet, In: The Words of the Media Transition. V. Tarnovo.
ITponanos, Xp. (2011). Aururannara nonutuka, Codus,/ Prodanov, Hr. (2011).
Digital policy, Sofia,

[Ipsixara nemoxparnus, [Ipernen na ucrtopusara u npakrukute, (2005), Codus,/ Direct

democracy, Overview of history and practices, (2005), Sofia,



100. Ilcuxomnorus u ncuxoanaiau3s Biaacty, I tom, Camapa, . (1999). Camapa./
Psychology and psychoanalysis authorities, Volume I, Samara, . (1999). Samara.

101.  Ilcuxonoeus u ncuxoananus eénacmu, I mom, Camapa, . (1999). Camapa./
Psychology and psychoanalysis authorities, Volume I, Samara, . (1999). Samara.

102.  Paiiroponcku, /1. (1999). Ilcuxonorus u ncuxoananu3 Biaactu. Camapa: baxpax./
Raigorodski, D. (1999). Psychology and psychoanalysis authorities. Samara: Bahrah.

103.  Paiiropoackwu, [. (1999). llcuxonozus u ncuxoananus éracmu. Camapa: baxpax./
Raigorodski, D. (1999). Psychology and psychoanalysis authorities. Samara:
Bachrach.

104.  Paiixos, 3. (2003). PR Texnonorus Ha ycnexa. Codus./ Raikov, Z. (2003). PR
technology of success. Sofia.

105.  Paiikos, 3. (2003). PR mexnonoeus na ycnexa. Codus./ Raykov, Z. (2003). PR
technology of success. Sofia.

106.  Paiiues, A., I'ene3uc, MmyTaius u AereHepanusi Ha BTOPUTE MPEXH, B:
Commonorudecku nmpobnemu, Ne 1 -2, 2003/ Raichev, A., Genesis, mutation and
degeneration of the second networks, in: Sociological problems, No. 1 -2, 2003

107.  Panesa, H. JI. Kanesa, M. Mopnanosa, (1991). U36opure, GpopMyiu Ha ycrexa,
Codus/ Raleva, N.L. Kaneva, M. Yordanova, (1991). The elections, formulas of
success, Sofia.

108.  Puiic, A. JI. (2000). 22 neusmennu 3akoHa Ha 6panaura. Codus: "Knacuka n
ctun"/ Rees, A. L. (2000). 22 immutable laws of branding. Sofia: "Classic and style"

109.  Puiic, A. JI. (2000). 22 neusmennu saxona na opanouca. Codus: "Knacuka u
ctun"./ Rees, A. L. (2000). 22 immutable laws of branding. Sofia: "Classic and style".

110.  Pymenues, B. (2006). HeBepbanna koMyHHKalMs B MyOIMYHATa ped U 1€I0BOTO
obmryBane, Codpus/ Rumenchev, V. (2006). Non-verbal communication in public
speech and business communication, Sofia

111.  Pycunos, A. (2003). ITonuTHYECKOTO TOBOPEHE - ICUXOJIOTMYHH MEXaHU3MH,
Codus/ Rusinov, A. (2003). Political speaking - psychological mechanisms, Sofia

112. Cagenbera U. (2005). UMumx cOBpeMEHHOTO AU3aiiHa U IIyTH €10 (POPMUPOBAHHS
Ha OCHOBE Pa3BUTHsI TpAIUIIUK dTHOAM3aMHA // Umumkenorus-2005:
(heHOMEHOIIOT U, TEOPH S, MPAKTUKA: MATEPUAIBI TPETHEr0 MEKTyHAPOTHOTO
cumnosuyma, M.: PUL] AUUM/ Savelieva I. (2005). The image of modern design and

puti ego formations based on the developed traditions of ethnodesign //



113.

114.

115.

116.

117.

118.

119.

120.

121.

122.

123.

Imageology-2005: phenomenology, theory, practice: materials of the third
international symposium, Moscow: RIC AIM,

Ceremna, XK. (2004). XomuByn niepe Hait-noope. Codusi: Panorama.bg./ Segela, J.
(2004). Hollywood does the best laundry. Sofia: Panorama.bg.

Cerena, XK. (2004). Xoausyo nepe naii-ooope. Codusi: Panorama.bg./ Segela, J.
(2004). Hollywood does the best laundry. Sofia: Panorama.bg.

Ceremna, XK. (2005). Mmano eono epeme uzbopu. Codus./ Segela, J. (2005). Once
upon a time there was an election. Sofia.

Ceremna, XK. (2005). Umano enno Bpeme uzbopu. Codus/ Segela, J. (2005). Once
upon a time there was an election. Sofia.

Cumeonosa, E. (2013). [Tonutudeckuar puck. AHalIu3, OLEHKA, YIIPABICHHE,
Coous, YU "Cs. Knument Oxpuacku'/ Simeonova, E. (2013). Political risk.
Analysis, assessment, management, Sofia, UI "St. Kliment Ohridski"

Crmuesa, /1. (2013). ®akropsl 3G PeKTUBHOCTH LHU(PPOBOTO UMHKA KaK
COLIMAJIbHO-TEXHOJIOrHYecKoro penomena, B: Mcropuuecku, Gpunocodceku,
MOJUTUYECCKU U IPABHU HAYKH, KYITYypOJIOTHSI U UICTOPHUS Ha U3KYCTBOTO. BBIIPOCH Ha
TeopusaTa u npakTukara, Ne 8, M., I'pamora/ Spicheva, D. (2013). Effectiveness
factors of the digital image as a social-technological phenomenon, In: Historical,
philosophical, political and legal sciences, cultural studies and art history. questions of
theory and practice, No. 8, M., Gramota

Craspes, Ct. (2007). Kpwuzara Ha myOonmuunus MeHHDKMBHT, Codust, Kmacuka u
ctun/Craspes, Ct. (2007). Kpuzara Ha nmy6auunus MeHukMbHT, Codust, Knacuka u
CTHII

Cranes, B. (2013). KakBo e u kakBo He ¢ PR. Co¢wusi: Cuena Hopma AJl./Stanev,
V. (2013). What is and what is not PR. Sofia: Ciela Norma AD.

Cranes, B. (2013). Kaxeo e u kaxso ne e PR. Codusi: Cuena Hopma AJl./ Stanev,
V. (2013). What is and what is not PR. Sofia: Ciela Norma AD.

Croiikos, JI. (2008). [LtanupaHe u KOHCTpYHpaHE HA MEAWHHUS UMUK //
HNxonomuuecku anteprarusu, 0p. 5. Codus./Stoykov, L. (2008). Planning and
construction of the media image // Economic alternatives, no. 5. Sofia.

Croiikos, JI. (2008). ITnanupane u koncmpyupane Ha MeOUUHUSL UMUONC //
Uronomuuecku armepnamusu, 6p. 5. Codus./ Stoykov, L. (2008). Planning and

construction of the media image // Economic alternatives, no. 5. Sofia.



124.  Croiikos, JI. (2010). Kynrypa u menuu, Codus, CY "Cs. Knument Oxpuacku'/
Stoykov, L. (2010). Culture and Media, Sofia, SU "St. Kliment Ohridski"

125.  Croiikos, JI. luruTaaHUsIT UIMUAJDK: BRIIPOCH U Tipeau3BuKarencTsa // “Fashion
Lifestyle Magazine”, 122, 2023/ Stoykov, L. The digital image: questions and
challenges // "Fashion Lifestyle Magazine", 122, 2023

126.  CrosHOB, M. (2018). Ponsita Ha momUTHYECKUTE OJIOTOBE BHPXY TpaHCHOpMAIIHH
B OBATapcKoTo 001IecTBO, aBTOopedepar, Codus/ Stoyanov, M. (2018). The role of
political blogs on transformations in Bulgarian society, abstract, Sofia

127.  CrosHoB, M. (2018). Porsma na norumuyueckume 610206e 8bpxy mpauncgopmayuu
8 bvazapckomo obujecmeo, asmopegepam, . Copus./ Stoyanov, M. (2018). The role
of political blogs on transformations in Bulgarian society, abstract, . Sofia.

128.  cwet. CB. Manunos, (2017). [lonutuyeckure napTuu U 1EMOKPALIUATA,
Amnronorus, Cobus, HBY/ composition St. Malinov, (2017). Political parties and
democracy, Anthology, Sofia, NBU

129. Tanera, An6. (2005). JIugepcTBOTO: yIpaBieHUE H3BBH rocrnoncTBotro, Codus,
CV "Cs. Knument Oxpuacku'/Taneva, Alb. (2005). Leadership: management beyond
dominance, Sofia, SU "St. Kliment Ohridski"

130.  Ten., B. /1. (2013). Iuckypc u BaacTb. Perpe3eHTanus JOMMHUPOBAHUS B S3bIKE U
kommyHuKau. Mocksa: URSS./ Ten., V. D. (2013). Discourse and power.
Representation of dominance in language and communications. Moscow: URSS.

131.  Ten., B. [I. (2013). [Juckypc u éracmeo. Penpezenmayus 0OMUHUPOBAHUSL 8 S3bIKE U
kommynuxayuu. Mocksa: URSS./ Ten., V. D. (2013). Discourse and power.
Representation of dominance in language and communications. Moscow: URSS.

132.  Todduep, 3. (2009). Memamopghoszwr enacmu. Mocksa: ACT./ Toffler, E. (2009).
Metamorphoses authorities. Moscow: AST.

133.  Toddnep, 2. (2009). Metamopdo3sl Bnactu. Mocksa: ACT/ Toffler, E. (2009).
Metamorphoses authorities. Moscow: AST

134.  VY3ynos, @., (2006). XapuzmaruaHoTo suaepcTBo, Codus, Kmacuka u et/
Uzunov, F., (2006). Charismatic leadership, Sophia, Classics and style

135.  VYzynos, Xp. (2006) Xapuzmaruunoto nuaepctso, Codust, @adep/ Uzunov, Hr.
(2006) Charismatic Leadership, Sofia, Faber

136.  VYabstHOBCKUH, A. (2005). Mudoansaiin: KoMMepuecKrue 1 COIMaIbHbIE MUDEL,.
Cankr-IletepOypr: [Tutep./ Ulyanovsky, A. (2005). Mythodesign: commercial and
social myths. St. Petersburg: Piter.



137.  VYubstHOBCKHH, A. (2005). Mugoousaiin: xommepueckue u coyuaibHvle Mugb,.
Cankrt-IletepOypr: [Tutep./ Ulyanovsky, A. (2005). Mythodesign: commercial and
social myths. St. Petersburg: Piter.

138. Xamxwues, b., (2015). BnusiHueTo Ha HOBUTE MEANU BbPXY I'PaXK1aHCKOTO
obmectBo, Codusi, UK YHCC/ Hadzhiev, B., (2015). The impact of new media on
civil society, Sofia, IC UNSS,

139. Xpucrosa, E. (2016). N360pu 2016. JInaauTe CTpaHUIH HA KAaHIUIATUTE BHB
Oeiicoyk. Codus./ Hristova, E. (2016). Elections 2016. Candidates' personal
Facebook pages. Sofia.

140. YepemymnuxoBa U. (2011). UMumx B CMBICIIOBOM NMPOCTPAHCTBE KYJIBTYPHI,
Bonrorpan/ Cheremushnikova I. (2011). Image in the semantic space of culture,
Volgograd,

141. [emnen, B. (1994). Umumxenorus: CekpeThbl TUYHOTO 00asHusA. MockBa:
Kynsrypa u cnopt./ Schepel, V. (1994). Imageology: Secrets of personal charm.
Moscow: Culture and Sports.

142.  Xpucros, A. K. (0.11.). Anexcanovp Xpucmos, bosn Kymescku Kpvwenue 6
demMoxpayus. noIumudeckume 103yHeu Ha dvaeapckus npexoo, http://liternet.bg/

[liternet.bg]. / Hristov, A. K. (n.d.). Alexander Hristov, Boyan Kutevski Baptism in

democracy: the political slogans of the Bulgarian transition, http://liternet.bg/

[liternet.bg].
143.  JIxeiimu Maxonn, Tom @enrtyen, O6una Ampkypyuu, [llon JloychH.

KoHcTpynpaHe Ha BU3yaJIHOTO OHJIAIH MOJUTUYECKO A3: AHAIN3 HA U3IIOJI3BAHETO HA
Instagram ot motnanackus enekropar. CHI '16: loxnaau ot Kondepenmusara na CHI
3a 2016 . OTHOCHO YOBEMIKHUs (PaKTOP B KOMIIOTEPHHUTE cucTeMu Mait 2016 T.

Crpanunu 3339-3351 https://doi.org/10.1145/2858036.2858160 [doi.org] / Jamie

Mahoney, Tom Feltwell, Obinna Ajuruchi, Shaun Lawson. Constructing the Visual
Online Political Self: An Analysis of Instagram Use by the Scottish Electorate. CHI
'16: Proceedings of the 2016 CHI Conference on Human Factors in Computing
SystemsMay 2016 Pages 3339-3351https://doi.org/10.1145/2858036.2858160
[doi.org

144. Anna KpscreBa. E-KAMITAHUSA BE3 E-IIOJIMTUKA? B: HOBU MEJIUU —
HOBU MOBUJIN3ALINU, Codus, 2011, Uuacturyt ,,OTBOpeHO 00mecTBo*/ Anna
Krasteva. E-CAMPAIGN WITHOUT E-POLICY? In: NEW MEDIA - NEW
MOBILIZATIONS, Sofia, 2011, Open Society Institute



https://urldefense.com/v3/__http:/liternet.bg/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1t3Rw4Ow$
https://urldefense.com/v3/__http:/liternet.bg/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1t3Rw4Ow$
https://urldefense.com/v3/__http:/liternet.bg/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1t3Rw4Ow$
https://urldefense.com/v3/__http:/liternet.bg/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1t3Rw4Ow$
https://urldefense.com/v3/__https:/doi.org/10.1145/2858036.2858160__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2ZcL44KQ$
https://urldefense.com/v3/__https:/doi.org/10.1145/2858036.2858160__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2ZcL44KQ$
https://urldefense.com/v3/__https:/doi.org/10.1145/2858036.2858160__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2ZcL44KQ$

145. Eam AnexcanapoBa. M Heka Facebook 6wae c¢ Bac! Kay3u, maptuu U monutunu
BbB Facebook, maii 2009. ®omnzamus ,Menuitna nemokpanus, 11 ronu 2009,
http://www.fmd.bg/?p=2635/ [fmd.bg] Eli Aleksandrova. And may Facebook be with
you! Causes, parties and politicians on Facebook, May 2009. Media Democracy

Foundation, June 11, 2009, http://www.fmd.bg/?p=2635 [fimd.bg]

146. Ho6pun Kanes, MBenun Huxkonos, Jlunsna KaneBa. Y4eOHUK MO MOTUTHYECKH
MeHUKMBHT 2, M3naren ®onnauus Opuapux Ebept, bropo bearapus, Centemspu
2012 1/ Dobrin Kanev, Ivelin Nikolov, Liliana Kaneva. Textbook of Political
Management 2, Publisher Friedrich Ebert Foundation, Bureau Bulgaria, September
2012

147. BeomuyanoB, W. IIpodecnoHamHn KOMIIETEHIIMM W YMEHHS B  OHJIANH

KypHaIUCTUKaTa, www.media-journal.info/?p=item&aid=204 [media-journal.info],

op. 14, cenrempu 2012/ Valchanov, I. Professional competences and skills in online

journalism, www.media-]

September 2012

148. Tepos, A., E. I'yposa, (1999). Undopmanmnonnoro obmectBo u 21 Bek, Codus,

JTOCTBITHO Ha aJpec:www. geocities.com/adria_bg_21 [geocities.com] /download.html
/ Gerov, A., E. Gurova, (1999). The Information Society and the 21st Century, Sofia,

available at: www. geocities.com/adria bg 21 [geocities.com] /download.html

149. Hopnanosa, JI. Briorosere B Bbirapust — coupanuu acrektu — 22 mapt 2009 .

http://www.obshtestvo.net/content/view/1169/4/ [obshtestvo.net] / Yordanova, L.

Blogs in  Bulgaria -  social aspects —  March 22, 2009
http://w htestvo.net/content/view/1169/4 htestvo.net

150. Cgemna [lankoBa, bunsina Tomosa, Ctena Koncrtantunoa, Maptun OCHKOBCKH,
Mapus Huxonosa, /lnana AnapeeBa, [epruna Manuesa, MBan Bemuanos®, (2012).
HxoHoMuvecku U mpoeCUOHATHN TpaHCPOpPMaIMK B KOHBEPIeHTHA MEIMIHA Cpefa.
Codus: YHCC./ Authors: Svetla Tsankova, Bilyana Tomova, Stella Konstantinova,
Martin Osikovsky,Maria Nikolova, Diana Andreeva, Gergina Mancheva, Ivan
Valchanov*, (2012). Economic and professional transformations in a converged
media environment. Sofia: UNSS.

151. Cnacos, O. [lonutnueckara 6norocdepa B brirapusi: eqHa ronuHa no-KbcHo, 28.

10. 2007, www.bghelsinki.org [bghelsinki.org] » Hagamo » myOnukanuu > 0OEKTUB /

Spasov, O. The political blogosphere in Bulgaria: one year later, 28. 10. 2007,
www.bghelsinki.org [bghelsinki.org] » home » publications > lens


https://urldefense.com/v3/__http:/www.fmd.bg/?p=2635*__;Lw!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX25tMvcmg$
https://urldefense.com/v3/__http:/www.fmd.bg/?p=2635__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX0OIyHV2Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=204__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX3D5lwm8Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=204__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX3D5lwm8Q$
https://urldefense.com/v3/__http:/geocities.com/adria_bg_21__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1Wxqn33Q$
https://urldefense.com/v3/__http:/geocities.com/adria_bg_21__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1Wxqn33Q$
https://urldefense.com/v3/__http:/www.obshtestvo.net/content/view/1169/4/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1O9DJlEw$
https://urldefense.com/v3/__http:/www.obshtestvo.net/content/view/1169/4/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1O9DJlEw$
https://urldefense.com/v3/__http:/www.bghelsinki.org__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2oyQtljg$
https://urldefense.com/v3/__http:/www.bghelsinki.org__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2oyQtljg$

152.  Xpucros, A. Anekcanabp XpuctoB, bosH KyreBcku Kpblienue B nemMokpanus:

MOJUTUYECKUTE JIO3yHIM Ha Obarapckus mnpexop, http:/liternet.bg/ [liternet.bg] /
Hristov, A. Aleksander Hristov, Boyan Kutevski Baptism in democracy: the political
slogans of the Bulgarian transition, http://liternet.bg/ [liternet.bg]

153.  CroiikoB, JIrooomup. [TonuTrdeckuaT UMUIK: Beaudre U najaeHue. B: Menuu u
obmectBeHn komyHukanuu. Uszn. YHCC; Anva xomynukamms. 2022, Ne51. ISSN
1313-9908.  Available from: [http:/www.media-journal.info/?p=item&aid=445

[media-journal.info]] / Stoykov, Lubomir. The Political Image: Greatness and Fall. In:

Media and Public Communications. Ed. UNSS; Alma communication. 2022, No. 51.
ISSN 1313-9908. Available from: [http://www.media-journal.info/?p=item&aid=445
[media-journal.info]]

154.  Croiikos, Jlro6omup. Aurutanaust PR: Texuuku u ¢popmu 3a oHnailH pemyranus

// Menuu n obmectBeHu komynukaruu. M3n. YHCC / "Anva komynukarus". 2012,

Ne 14. Available from: [Menuu u oOuiecTBeHU KoMyHuMKamu - Jlurutannust PR:
TexHUKH U _(opmu 3a oHnaiH pemyTarms [media-journal.info]] / Stoykov, Lubomir.

Digital PR: techniques and forms of online reputation // Media and public
communications. Ed. UNSS / "Alma Communication". 2012, No. 14. Available from:

[http://www.media-journal.info/?p=item&aid=205 [media-journal.info]]

155.  Cunsbpcroyn, P. (2008). Memum wu wMopan, uurtupan ot beker, Yapunu,
Cynepmenusa: CnacsiBaliki JKypHaJUCTHKaTa, 3a /1a MOXKE T Jla CIacH cBeTa. Yainu
bnekyen,: Benmukoopuranus./ Silverstone, R. (2008). Media and Morality, yumupan
om Beckett, Charlie, Supermedia: Saving Journalism So It Can Save the World. Wiley
Blackwell,: UK

156. Kowmenrtap Ha noi. ['eopru JlozanoB o Bpeme Ha npencenarenctsanero Ha CEM.
B: Xpucrtuna XpucrtoBa — JlrobomupoBa, 3a v MpoTUB MoJIUTHYECKaTa pekiama, bBHT,

29.05.2013, NOCTBITHO Ha azpec:

Comment by Prof. Georgi Lozanov during the chairmanship of the SEM. In: Hristina

Hristova - Lyubomirova, Pros and cons of political advertising, BNT, 29.05.2013,

available at:  https:/bntnews.bg/bg/a/101856-za_i_protiv_politicheskata reklama
[bntnews.bg

157.  Croiikos, JIrooomup. [lonutuueckuar uMuIK: Beauune u najaeHue. B: Menuu n
obmectBenn komyHukanuu. Mzn. YHCC; Anva xkomynukarmst. 2022, Ne51. ISSN
1313-9908.  Available from: [http://www.media-journal.info/?p=item&aid=445


https://urldefense.com/v3/__http:/liternet.bg/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1t3Rw4Ow$
https://urldefense.com/v3/__http:/liternet.bg/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1t3Rw4Ow$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=205__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX0hWP4suA$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=205__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX0hWP4suA$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=205__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX0hWP4suA$
https://urldefense.com/v3/__https:/bntnews.bg/bg/a/101856-za_i_protiv_politicheskata_reklama/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1Weei9mA$
https://urldefense.com/v3/__https:/bntnews.bg/bg/a/101856-za_i_protiv_politicheskata_reklama__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX23LSSipg$
https://urldefense.com/v3/__https:/bntnews.bg/bg/a/101856-za_i_protiv_politicheskata_reklama__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX23LSSipg$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$

[media-journal.info]] /Stoykov, Lubomir. The Political Image: Greatness and Fall. In:
Media and Public Communications. Ed. UNSS; Alma communication. 2022, No. 51.
ISSN 1313-9908. Available from: [http:
[media-journal.info]]

158.  CroiikoB, JIrooomup. [TomuTrdeckuaT UMUIK: Beaudre U najaeHue. B: Menuu u

obmectBenn komyHukaruu. M3n. YHCC; Anma xomyHukauums. 2022, Ne51. ISSN
1313-9908.  Available from: [http:/www.media-journal.info/?p=item&aid=445

[media-journal.info]] / Stoykov, Lubomir. The Political Image: Greatness and Fall. In:

Media and Public Communications. Ed. UNSS; Alma communication. 2022, No. 51.
ISSN 1313-9908. Available from: [http://www.media-journal.info/?p=item&aid=445
[media-journal.info]]

159. Xwarman, M, VYnocoi, C u Orxasu, II (2019) Jlpurarenu u pesyaratu OT
Chb3/1aBAaHETO HA HMMHDK HAa MOJUTHYECKH KaHaujar: Pomsta Ha MapkeTHHra B
couuannute Meauu. llcuxomormst m mapkerusr, 36 (12). crp. 1226-1236. ISSN

0742-6046, https://eprints.whiterose.ac.uk/150987/ [eprints.whiterose.ac.uk] /

Hultman, M , Ulusoy, S and Oghazi, P (2019) Drivers and Outcomes of Political
Candidate Image Creation: The Role of Social Media Marketing. Psychology and
Marketing, 36 (12). pp- 1226-1236. ISSN 0742-6046,

https://eprints.whiterose.ac.uk/150987/ [eprints.whiterose.ac.uk]

160. bpaynen, Karpun. Ilonmutuka Ha mioyOusHeca: XonuBynd B AMEpUKaHCKUS
nosmtnuecku xkuBoT, FOHC Ilpec bykc, 2014 r / Brownell, Kathryn. Showbiz
Politics: Hollywood in American Political Life, UNC Press Books, 2014

161. Kpeiir 3a Mopeno, ,IIponaBanero Ha mpesunenta, 1920: Anospt /. Jlackep,
peksama " nzbopure Ha YopwH I. Xapauur,
https://networks.h-net.org/node/9997/reviews/10646/craig-morello-selling-president-1

920-albert-d-lasker-advertising-and [networks.h-net.org] / Craig on Morello, 'Selling
the President, 1920: Albert D. Lasker, Advertising, and the Election of Warren G.

Harding',
https://networks.h-net.org/node/9997 /reviews/10646/craig-morello-selling-president-1

920-albert-d-lasker-advertising-and [networks.h-net.org

162. Karpun Kpambp Bponyen, ETo kak pekiamMmure OT Npe3ueHTCKaTa KaMIlaHUs 3a

OBPBH THT C€ TMOsSBHXa 1O TeneBm3usita, Tlime, 30 asryct 2016 r,

https://time.com/4471657/political-tv-ads-history/ [time.com]/ Kathryn Cramer



https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__http:/www.media-journal.info/?p=item&aid=445__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2yW7Qh9Q$
https://urldefense.com/v3/__https:/eprints.whiterose.ac.uk/150987/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX0IudtbQg$
https://urldefense.com/v3/__https:/eprints.whiterose.ac.uk/150987/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX0IudtbQg$
https://urldefense.com/v3/__https:/networks.h-net.org/node/9997/reviews/10646/craig-morello-selling-president-1920-albert-d-lasker-advertising-and__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX3iOeLRMQ$
https://urldefense.com/v3/__https:/networks.h-net.org/node/9997/reviews/10646/craig-morello-selling-president-1920-albert-d-lasker-advertising-and__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX3iOeLRMQ$
https://urldefense.com/v3/__https:/networks.h-net.org/node/9997/reviews/10646/craig-morello-selling-president-1920-albert-d-lasker-advertising-and__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX3iOeLRMQ$
https://urldefense.com/v3/__https:/networks.h-net.org/node/9997/reviews/10646/craig-morello-selling-president-1920-albert-d-lasker-advertising-and__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX3iOeLRMQ$
https://urldefense.com/v3/__https:/time.com/4471657/political-tv-ads-history/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX0QLXXDpw$

Brownell, This Is How Presidential Campaign Ads First Got on TV, Time, August 30,
2016, https://time.com/4471657/political-tv-ads-history/ [time.com]

163. IIpobGmemure Ha ObATapckus mpexon (mpe3 mornena Ha [lerko Cumeonon). B:
http://www.omda.bg/public/arhiv/gol_prom_2/Avtorski PS/barzi_spomeni.htm
[omda.bg] / The problems of the Bulgarian transition (through the eyes of Petko

Simeonov). In:

http://www.omda.bg/public/arhiv/gol_prom_2/Avtorski PS/barzi_spomeni.htm
[omda.bg]

164. Crenmu Kemm Mnagmm IlpodecnonanHu BpB3KHM € OOIIECTBEHOCTTA U
nojauTHyecka Biact. MznarenctBo Ha yHuBepcuteta [xon Xonkune, 1956 r/ Stanley
Kelley Jr. Professional Public Relations and Political Power. The Johns Hopkins
University Press, 1956

165. Ywmuoz M. (2005), OOpa3bT Ha MONUTHYECKUA auaep, B: I[loauTudeckust
MapKeTHUHI — B ThbpceHe Ha u30opeH ycmex, u3a. M. JKesuncku, TopyH, ctp. 78/
Cichosz M. (2005), Wizerunek lidera politycznego, in: Marketing polityczny — w
poszukiwaniu wyborczego sukcesu, ed. M. Jezinski, Torun, p. 78

166. Hosuna Konomka M. (2008), Ponsita nHa WMHTEpHET B pa3BUTHETO Ha
nemokpauusata B Ilonma, LleHTsp 3a momuTHuecka MUCHA M bu3Hec yumnumero Ha
Hammonannus ynusepcurer Jlymc, KpaxoB-Hosu Conu, ctp. 139-140/ Nowina
Konopka M. (2008), Rola Internetu w rozwoju demokracji w Polsce, Osrodek Mysli
Politycznej 1 Wyzsza Szkota Biznesu National-Louis University, Krakéw—Nowy Sacz,
p. 139-140

167. Mapuun BoituexoBcku (2018), Cr3gaBane Ha 00pa3 Ha MOJIUTUK B MHTEPHET —
npuMepu oT mojckara monutudecka crieHa, REFLEKSJE, Ne 18, ecen-3uma 2018/
Marcin Wojciechowski (2018), Creation of an image of a politician in the Internet —
examples from Polish political scene, REFLEKSJE, nr 18, jesien—zima 2018

168. buen, Anekcangsp JI. ,Kak uMumxbT Ha MapkaTa ympasisBa KanuTala Ha
Mmapkarta.” JKypHain 3a peknamau u3cieasanus 32.6 (1992): 6-12./ Biel, Alexander L.
"How brand image drives brand equity." Journal of advertising research 32.6 (1992):
6-12.

169. Hurun Kymap Caxcena, bnunaep Uxap. UMumpk Ha mMapkara: ONUTEH MpeEIen.
a3MaTCKU J MEHUKMBHT; 2017 r; 8(1):103-106. doi:
10.5958/2321-5763.2017.00016/ Nitin Kumar Saxena, Upinder Dhar. Brand Image: A


https://urldefense.com/v3/__https:/time.com/4471657/political-tv-ads-history/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX0QLXXDpw$
https://urldefense.com/v3/__http:/www.omda.bg/public/arhiv/gol_prom_2/Avtorski_PS/barzi_spomeni.htm__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX18394TVw$
https://urldefense.com/v3/__http:/www.omda.bg/public/arhiv/gol_prom_2/Avtorski_PS/barzi_spomeni.htm__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX18394TVw$
https://urldefense.com/v3/__http:/www.omda.bg/public/arhiv/gol_prom_2/Avtorski_PS/barzi_spomeni.htm__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX18394TVw$
https://urldefense.com/v3/__http:/www.omda.bg/public/arhiv/gol_prom_2/Avtorski_PS/barzi_spomeni.htm__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX18394TVw$

Seasoned Review. Asian J. Management; 2017; 8(1):103-106. doi:
10.5958/2321-5763.2017.00016.

170. Tapmawp, b. I. u Jlesn, C. Jx. (1955). [IpoxykrsT 1 mapkara. Harvard Business
Review, mapt-anpun, 33-39./ Gardner, B. G., and Levy, S. J. (1955). The product and
the brand. Harvard Business Review, March-April, 33-39

171.  Hwurun Kymap Caxcena, bnunaep xap. UMumpk Ha mMapkara: ONUTEH NpEIEN.
a3MuaTCKu J MEHUKMBHT; 2017 r; 8(1):103-106. doi:
10.5958/2321-5763.2017.00016/ Nitin Kumar Saxena, Upinder Dhar. Brand Image: A
Seasoned Review. Asian J. Management; 2017; 8(1):103-106. doi:
10.5958/2321-5763.2017.00016.

172. Moynapa, A. I, I'apuru, C. II. u Paiic, [{. X.(2015). KakBo npasu uyoBemikara
Mapka apreHTHYHa? MneHTndunrpane Ha NpeAmeCcTBCHUIIUTE HA aBTEHTHYHOCTTA Ha
3HameHuTocTuTe. Ilcuxomoruss m mapketunr. 32 (2), 173-186. doi: 10.1002/mapt
20771 / Moulard, J. G., Garrity, C. P., and Rice, D. H. (2015). What Makes a Human
Brand Authentic? Identifying the Antecedents of Celebrity Authenticity. Psychology
& Marketing. 32(2), 173-186. doi: 10.1002/mar.20771

173. Ipebm Yomac. Yomemkara mpupojga B mnonuTukara. Tpero wuzmanue, 1920
https://www.gutenberg.org/files/11634/11634-h/11634-h.htm [gutenberg.org]/ Graham
Wallas. Human nature in politics. Third Edition, 1920.
https://www.gutenberg.org/files/11634/11634-h/11634-h.htm [gutenberg.org

174.  Apxeru, Kpuctuna. [lonuTunu, JUYEeH UMUK W U3TPAXKIAHE HA MOJTUTHYECKA

uneHTHYHOCT: CpaBHUTENHO wu3cieaBaHe Ha OOeaMHEHOTO KpayicTBo M MTamus.
Basingstoke: Palgrave Macmillan, 2014 r./ Archetti, Cristina. Politicians, personal
image and the construction of political identity: A comparative study of the UK and
Italy. Basingstoke: Palgrave Macmillan, 2014.

175.  Xwarman, M orcid.org/0000-0003-1771-8898 [orcid.org], Ymycoii, C. u Okxa3u,
IT (2019) JIBurarenu u pe3yaTaTd OT Ch3JaBAHETO Ha M300paKEHUE HA MOJIUTHUECKU
KaHauaar: Ponsita Ha MapKeTWHTa B COIMATHUTE MeAWud. [ICHXONoTns W MapKeTHHT,
36 (12). CTp. 1226-1236. ISSN 0742-6046/ Hultman, M
orcid.org/0000-0003-1771-8898 [orcid.org], Ulusoy, S and Oghazi, P (2019) Drivers

and Outcomes of Political Candidate Image Creation: The Role of Social Media
Marketing. Psychology and Marketing, 36 (12). pp. 1226-1236. ISSN 0742-6046/
176. Tlomutnuecku umumk. (n.d.) PeunnksT Ha KonmuHe 3a commonorusra, 3 T. (2000).

N3Bneyeno Ha 17 anpui 2023 L. oT


https://urldefense.com/v3/__https:/www.gutenberg.org/files/11634/11634-h/11634-h.htm__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2ZhQBAGQ$
https://urldefense.com/v3/__https:/www.gutenberg.org/files/11634/11634-h/11634-h.htm__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2ZhQBAGQ$
https://urldefense.com/v3/__http:/orcid.org/0000-0003-1771-8898__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2ZDWRB9g$
https://urldefense.com/v3/__http:/orcid.org/0000-0003-1771-8898__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX2ZDWRB9g$

https://encyclopedia2.thefreedictionary.com/political+image

[encyclopedia?.thefreedictionary.com] / Political image. (n.d.) Collins Dictionary of

Sociology,  3rd  ed.. (2000). Retrieved April 17 2023  from

https://encyclopedia?.thefreedictionary.com/political+image

[encyclopedia2.thefreedictionary.com
177. Caby, A. P, Kymap, B. u Pamanu, I. (2016). Onenka Ha Bb3ACHCTBUETO Ha

JEMHOCTHUTE B COLMAIIHUTE MEIUHU BBPXY NMPOAXKOUTE Ha YOBEIIKa Mapka. JKypHai 3a
ouzHec mscnensanus. 33 (3), 524-541. doi: 10.1016/j.ijresmar.2015.02.007/ Saboo, A.
R., Kumar, V. and Ramani, G. (2016). Evaluating the impact of social media activities
on human brand sales. Journal of Business Research. 33(3), 524-541. doi:
10.1016/j.ijresmar.2015.02.007

178.  Moynaun, . I, I'aputh, C. I1. u Paiic, 1. X. (2015). KakBo npaBu yoBemikara
Mapka aBTeHTHuYHA? MnenTudunupane Ha NpeAleCTBEHUIIUTE Ha aBTEHTUYHOCTTA Ha
3HameHutoctutre. Ilcuxomormss w  Mapkerunr. 32 (2), 173-186. doi:
10.1002/mar.20771/ Moulard, J. G., Garrity, C. P., and Rice, D. H. (2015). What
Makes a Human Brand Authentic? Identifying the Antecedents of Celebrity
Authenticity. Psychology & Marketing. 32(2), 173-186. doi: 10.1002/mar.20771

179.  VYunwectsp, T.M., Xan, . u bunmit V. (2014). Bzemane Ha pemieHus mnpu
r1acyBaHe TMpU MIaau Bb3pacTHH: [IpoyuBane Ha edekra oT ymoTpedara oT IviegHa
TOYKa Ha MOTPEOUTENCKOTO MOBEJACHHE. ABCTpaIa3uiCKl MapKETHHIOB BECTHUK. 22
(2), 144-154. doi: 10.1016/j.ausm;j.2014.01.001/ Winchester, T. M., Hall, J., and
Binney W. (2014). Young adult voting decision-making: Studying the effect of usage
from a consumer behaviour perspective. Australasian Marketing Journal. 22(2),
144-154. doi: 10.1016/j.ausmj.2014.01.001

180. Coynman Xonr, Xaneyn Yo#, Taek Kro Kum. 3amo nomutunure TyuTBar?
ExcTpemuctu, ayTtcaiifiepy U NPOTHBHUKOBU MApTUU KATO MOJUTHYECKH TYHTBHPH.
[Tonmutuka u uaTepHet, 2019, Tom 11, 6poit 3/ Sounman Hong, Haneul Choi, Taek
Kyu Kim. Why Do Politicians Tweet? Extremists, Underdogs, and Opposing Parties
as Political Tweeters. Policy & Internet, 2019, Volume 11, Issue 3

181. [Jasua Oyen. [locnennoro aecetuneTie U OBACIIETO HA MOTUTUYECKUTE MEIUU:
Bb3xonbpt Ha COIIMAITHUTE MeJIUu.
https://www.bbvaopenmind.com/en/articles/the-past-decade-and-future-of-political-m

edia-the-ascendance-of-social-media/ [bbvaopenmind.com]/ Diana Owen. The Past
Decade and Future of Political Media: The Ascendance of Social Media.



https://urldefense.com/v3/__https:/encyclopedia2.thefreedictionary.com/political*image__;Kw!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX05OD1vbw$
https://urldefense.com/v3/__https:/encyclopedia2.thefreedictionary.com/political*image__;Kw!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX05OD1vbw$
https://urldefense.com/v3/__https:/encyclopedia2.thefreedictionary.com/political*image__;Kw!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX05OD1vbw$
https://urldefense.com/v3/__https:/encyclopedia2.thefreedictionary.com/political*image__;Kw!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX05OD1vbw$
https://urldefense.com/v3/__https:/www.bbvaopenmind.com/en/articles/the-past-decade-and-future-of-political-media-the-ascendance-of-social-media/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1zZSdEqQ$
https://urldefense.com/v3/__https:/www.bbvaopenmind.com/en/articles/the-past-decade-and-future-of-political-media-the-ascendance-of-social-media/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1zZSdEqQ$

https://www.bbvaopenmind.com/en/articles/the-past-decade-and-future-of-political-m

edia-the-ascendance-of-social-media/ [bbvaopenmind.com]
182.  Puuapn Vaiik, Jlopa Cunsep, Jxanen @erepond, Kpuctun Xyanr, Capa OctuH,

Jlopa Knancu u Cuexa ['ybama. ConmiaiHUTe MEIMH C€ BB3MpPHUEMAT KaTo Haii-Bede
no0pu 3a aemokpanusaTa B mMHoro Hammu, HO CAII] ca romsmo ortkionenue. [Tio

Pucspu Cenrsp, Hoxnan oT 6 JEKEMBPHU 2022 L.

https://www.pewresearch.org/global/2022/12/06/social-media-seen-as-mostly-good-fo

r-democracy-across-many-nations-  [pewresearch.org]  but-u-s-is-major-outlier/ /
Richard Wike, Laura Silver, Janell Fetterolf, Christine Huang, Sarah Austin, Laura

Clancy and Sneha Gubbala. Social Media Seen as Mostly Good for Democracy
Across Many Nations, But U.S. is a Major Outlier. Pew Research Center, Report
December 6, 2022.

https://www.pewresearch.org/global/2022/12/06/social-media-seen-as-mostly-good-fo



https://urldefense.com/v3/__https:/www.bbvaopenmind.com/en/articles/the-past-decade-and-future-of-political-media-the-ascendance-of-social-media/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1zZSdEqQ$
https://urldefense.com/v3/__https:/www.bbvaopenmind.com/en/articles/the-past-decade-and-future-of-political-media-the-ascendance-of-social-media/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1zZSdEqQ$
https://urldefense.com/v3/__https:/www.pewresearch.org/global/2022/12/06/social-media-seen-as-mostly-good-for-democracy-across-many-nations-__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1Xhp6tpQ$
https://urldefense.com/v3/__https:/www.pewresearch.org/global/2022/12/06/social-media-seen-as-mostly-good-for-democracy-across-many-nations-__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX1Xhp6tpQ$
https://urldefense.com/v3/__https:/www.pewresearch.org/global/2022/12/06/social-media-seen-as-mostly-good-for-democracy-across-many-nations-but-u-s-is-a-major-outlier/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX3Ifr1ouQ$
https://urldefense.com/v3/__https:/www.pewresearch.org/global/2022/12/06/social-media-seen-as-mostly-good-for-democracy-across-many-nations-but-u-s-is-a-major-outlier/__;!!Ifoxw8Usf-Ni!YforsDsDi6iC_GAJNLsso3sj5tSuSl1rWvaIy5ImdLDL3HbAO6HHQis9AcBNqaeH7OlqEjNQAvouurTblLfqQyOhMX3Ifr1ouQ$

APPLICATION

Survey

We will ask you to answer the following questions:

I.

What traits characterize a political leader
Intelligence;

Professionalism;

Morality;

Charisma;

Authority;

Traditionalism;

Community service;

Please rank the features from least preferred to most preferred

High erudition; 1
Consistency; 2
Goodness; 3

Honesty; 4
Faithfulness to ideals; 5

From which source is the preferred source of information about political leaders?
(please select one answer)

Published editions;

Radio;

Television;

Internet;

Which of the internet resources do you prefer for getting information? (please select

one answer)

The websites of the parties;

Personal websites of politicians;

Blogs

Social media;

How does the Internet, in your opinion, help to shape a political image;
By maintaining a positive political image;

Enables feedback;

Online communication creates transparency;

Increases confidence in the candidate;

It helps the audience to make the right choice;

What are the main messages of: Georgi Parvanov, Rosen Plevneliev, Rumen Radev.
Please indicate which message and to whom you remembered?

How do you feel about Georgi Parvanov's public messages?
Positive;

Rather positively;

neutral



Rather negatively;
Negative

Rosen Plevneliev

Positive;

Rather positively;
neutral

Rather negatively;
Negative

Rumen Radev

7.

Positive;

Rather positively;
neutral

Rather negatively;
Negative

Are you interested in biographical data of presidential candidates:

-Yes
-No
-I can not decide

11.

Did you follow the election campaigns of said presidents;
I followed a great degree

I followed to a small extent

I have not followed;

Have you been active in posting opinions on social media:
Yes, [ was very active

I was moderately active;

I was not active;

. Which presidential candidate effectively used the Internet to build his image in the

election campaign: (one answer)

Georgi Parvanov;

Rosen Plevneliev;

Rumen Radev;

How much did presidential candidate exposure on the Internet help them get elected?
Please indicate your opinion of the individual presidential candidates.

Georgi Parvanov;

It helped
It didn't help;
I can not decide

Rosen Plevneliev;



- It helped
- It didn't help;
- I cannot decide

Rumen Radev;
- It helped

- It didn't help;
- I can not decide

12. Indicate your gender

- A man;

- A woman

13. Enter your age
- Upto 25 years;
- 25-35 years;
- 35—45 years;
- 45— 55 years;
- Over55

14. Your education is:

- Average;

- Unfinished Higher;

- High;

15. Your social status is:

- Manager;

- Employee;

- Student;

- Pensioner;

- Something else

Thank you for your attention!



