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Hzepaoicoane Ha
OpPaHO NIOSATHOCT
OHJIAUH

en. ac. 0-p Huxonaii Bankos
VHCC - Cogpus

BLBenenue

3a bpanounea u KOIKO e 8adxceH moil 3a
MapKemuHezoeama cmpamezus Hd
opeanuzayuama?

B nmHemHo Bpeme OpaHIMHTBT € YIPaBICHCKH
npomec, 4Ype3 KOHUTO OopraHU3aIlUUTE Ce
mudepeHnmpar moMexay cu. Upes To3u mporec,
ThProBcKaTa Mapka Npugo0uBa CBOM COOCTBEH
,JKHBOT®, UMa CBOsS COOCTBEHA HIECHTHYHOCT H
XapakTep M JI0 U3BECTHA CTEICH 3aMeCTBA CaMHUs
NPOIYKT B Chb3HAHUETO Ha MoTpedburens. ETo 3amo
OTHOUIEHUATA MPOAYKT-OoTpeduTen TpsOBa na
ObaaT pa3rek1aHu U B eMOIIMOHAJICH ACTIEKT.

Cnopen npod. Kotasp u @opy “OpaHAuHIBT ce
OTHAacsl /10 B3UMAHETO Ha HEIO OOMKHOBEHO MU
NpeBpBIIAHETO MYy B HEL[O CTOWHOCTHO U
3HAYMMO.”"

bpaHauHrsT ¢ Hepas3jaeliHa 4acT OT
ChbBpeMeHHHUsI Ou3Hec. ChINECTBYBaT MHOTO U
Pa3IUYHU ONPEICICHUS 3a TEPMUHBT ,,0paHIHHT "
O06o6mena aeuHULIMS TIpeACTaBs OpaHAWMHTBT
KaTo MPOIIeC M0 M3TPaKIaHETO HA HMMETO, 3HaKa,
CHMBOJIa W JPYTrd KOMIIOHEHTH C ThPrOBCKaTa
Mapka, upe3 KOHTO NMOTpeOuTennuTe Ia
UICHTH(PUIMPAT KOHKPETSH MPOAYKT. B ycinoBusiTa
Ha CWJIHA KOHKYPCHIIHS, BCE IOBEYEC KOMITAHHH
OCh3HABAT HYKJaTa U CTOMHOCTTA Ha OpaHIUHTA
KaTo MPOIeC, KOWTO MOXKE JIa YBEITUYH ITeYAIOUTE,
Jla HampaBHW pa3lo3HaBaeM 3a IMOTPEeOUTETUTE
npeyIaraHusaT MPOAYKT, Upe3 H3TpakIaHEeTO Ha
€MOIIMOHAIHATA BPB3Ka ,,IPOAYKT-IOTPEOUTEN .

' Kotler, P., Pfoertsch, W. B2B Brand Management. Berlin. Springer,
2006, p. 16
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1. JlostnHOCT KBbM OpaHaa

VYenexure Ha €JHa KOMITaHUS 3aBHCAT IJIAaBHO OT
CrocoOHOCTTA 1 J1a MPUBINYA HOBU KIMEHTU KbM
npeJiaranuTe oT Hest Opann win OpanpoBe. Ot
JIpyra cTpaHa, BaXHO yCJIIOBHE 3a HEHHOTO
olLleJIsIBaHE Ha [1a3apa ca M yMEHUsATa | Jja 3a]/bpKu
HACTOSIIIUTE KJIMEHTH, /1a TH HaPaBU JIOSUTHU KbM
cBosi OpaHn. Bcesika opranuzanusi, He3aBUCHUMO C
KakKBa JIEHHOCT ce 3aHMMaBa, C€ CTpeMHU Ja
IIpUBJIEYE BCE IOBEYE U MO-JIOSUTHU oTpeduTenu. B
ciydyas ,,IOBEYETO KJIMUEHTHU O3HauaBa
yBeJlnMYaBaHe Ha NpPoJaxOUTEe C BCUUYKHU
MIPOM3THYAIIHN OT TOBA CJIEACTBUSA 32 PUHAHCUTE HA
komnaHuATa. [IpunoOuBaHeTO Ha HOBU KIIMEHTH,
obaue crpysa napu. Penuna wuscienaBaHus B
oOmacTTa mMoka3BaT, Y€ B 3aBUCHMOCT OT
MIPOAYKTOBaTa KaTeropus U CUTyalusTa Ha nasapa,
MpUI00MBAHETO HAa €IUH HOB KJIMEHT MOXE Ja
CTpyBa Ha KOMIIaHUATA OT 7 0 22 MbTU MOBEYE,
OTKOJIKOTO OT TOBa Ja 3aJbPKU €IUH HACTOSIL
kiueHT. [lo-osuiHuTe KIMEeHTH, OT pyra cTpaHa,
O3HaudyaBa MNO-CUTYypHHU NpoaaxOu u
nonyispusupaHe Ha Opanga ot ,,ycra-Ha-ycra“
(“Word-of-mouth™).

1.1. KakBo e JIOSUIHOCT M KOH ca HeHHHUTe
n3Mepenus’?

JlosmHOCTTa KBbM OpaHia € 00eKT Ha MHOYKECTBO
MapKEeTUHTOBU HW3CIEABAaHUA M IpUUYMHATA 3a
MOpaXIAHETO Ha JUCKYCHU B HAyYHHUTE CpEIH.
HMenHO upe3 TsIX Bb3HUKBAT U BBHIIPOCUTE OKOJIO
Temara, karo: Kaxea mouno e nosnnocmma? Janu
ce nosesaea 6 ciedcmeue Ha onpeodeieHo
omHouleHue Om cmpaHa Ha nompeoOumenume
(omHowenuecka) KvM 0adeH NpoOyKm, Oaiu e
pesyimam om noemapAujo ce nogeodeHue
(nogedenyecka) uiu KomoOumayus om oeeme
(nogedenuecko-omuowenvecka). Mma au camo
eoun eud nosanHocm? Hma au epwv3xka medxncoy
suodogeme JOSIHOCM U 8UOA HA NpediacaHume
CMOKU U YCTy2U Ha 0a0eH Opano?

CrhIiecTBYBaT MHOXKECTBO OIIPEICTICHHS 32 TOBA
KaKBO TpeacTaBisiBa jJosnHocTtTa. Cmopen
AMepuKaHCcKaTa MapKeTuHIoBa acouuanus (AMA)
JIOSITHOCTTA € ,,CUTyalusi, B KOSATO TOTPEOUTEIAT
OOWMKHOBEHO KyIyBa CTOKUTE U YCIYTHTE Ha €IUH
MIPOM3BOAMTEN 32 ABIBI IEPHOJ OT BpEMe, BMECTO
Jla TH KyIyBa OT OCTAHAIUTE IMPOU3BOAUTEIU B
paMKuTe Ha KaTeropusara‘.’

Dictionary of American Marketing Association. Available at:
https://www.ama.org/resources/Pages/Dictionary.aspx
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Jlpyro ompenenenue U Moxe Ou elHa OT Haii-
YEeCTO CPEIIAaHUTE KOHIENTYyalTHH Ne()UHULIUU 32
TOBa KaKBO € MOTpPeOUTENICKa JIOSITHOCT € TOBa Ha
Jkelikb0u 1 UeCTHBT, KOETO IVIaCH Y€ JOSTHOCTTA
e ,,JIPUCTPACTHA MMOBEJIEHYECKA peaKIusl, U3pa3eHa
BbB BPEMETO OT €JMHMIA B3eMallla pEeUICHUs,
OTHACSIIA C€ JO0 €/IHAa WM MOBEYE alTePHATUBHU
MapKu U3MeXay Habop OT MOAOOHM MapKH, U €
(byHKIMS Ha TICUXOJIOTUYHH (B3€MaHe Ha pelieHue,
OIICHSIBAHE) Hpouecpl“.3

JlosimaocTTa KBbM OpaHaa MpeaCcTaBisaBa ,,CUITHO
00BBp3BaHE 32 U3BBPIIBAHE HA MTOBTOPHA MOKYIIKA
Ha JIaJicHa CTOKa/ yciyra B ObEIIeTo, KaTo M0 TO3H
HAYUH C€ Ch3JaBa MPEANnocTaBKa 3a MOBTOpPHA
MOKyIKa Ha €aWH W chiiu Opana/OpaHmose,
HE3aBUCUMO CUTYAIlMOHHUTE BIHUSHUSA HWIH
MapKEeTHHTOBHM YCHWJIHS, UMAIlld TMOTEHIHaNa aa
Hakapar MOTPEOUTENUTE Aa NMPEMUHAT OT €IUH
TpofaBad Ha Apyr™’

Komu ca H3MEPEHUSATA HA JosIJIHOCTTA?

Heka na pasmiename BHIOBETE M3MEPEHUS HA
JIOSITTHOCTTA BE3HUKHAIIU IIPE3 TOAUHUTE.

v JlostHOCTTA, pasriie:kIaHa KaTo pe3yJarar
oT noBrapsamo ce aeiicreue. IIpes 70 rogunu,
JOSATHOCTTAa KbM OpaHaa B Amepuka U 3amajgHa
EBpona e pasmiexxgaHa caMoO Karo pesyiarar oOT
NoBTapsIIO ce aelictBue. Ts e Ouia mpencraBsHa
KaTo mpocTa NPOMEHINBA, KOSITO € H3MepBalia
yecToTara Ha NMoTpeOuTesNckaTa MOKYyIKa.
[ToHacrosmeM He MOXe M Ja cTaBa JyMa 3a
BpBIIIAaHE KbM IMOA0OHN METOH 3a IeUHUpaHE HA
JIOATHOCTTA.

v JlosisiHocTTa, pasriekIaHa KaTo BpPb3Ka
NnoBeJleHNe HAa NMOTPeOMTE/IsI-OTHOLIEHNE KbM
Opanga. To3uw moaxon ylliecHsSBaA
UICHTH(HUIIUPAHETO HA PA3JUYHUTE CETMEHTH
KIIMEHTH CIIOPE] TIXHOTO HUBO Ha JIOSUIHOCT, KAKTO
U B pa3pabOTBAaHETO HA MAPKETUHTOBU CTPATETHH,
MpeHa3HAYCHN 3a CIieYesiBaHe Ha WM30paHus OT
KOMIMaHusATa moTpeduTesicku cerment. [Ipuunnara
JIOSITHOCTTA J1a ObJie pasriiexaaHa KaTo MOHSITHE C
JIBE U3MEPEHU €:

- 3a Jla ce HalpaBU pa3rpaHUYEHHE MEXKIY
noTpeOUTENUTE, KOUTO Ca JOSJIHH Ha
MMOBEAEHYECKO HUBO U TE3U, KOUTO HE Ca U J1a C€
OTCEeSIT moTpeOuTenuTe, Hall-ysI3BUMU B
IMMOBEAEHUETO CH;

Mellens, M. Dekimpe, M.G. Steeniump, J.-B. E.M. A Review of
Brand-Loyalty Measures in Marketing. 1996, p.3

* Oliver, R. (1999). Journal of marketing: Whence consumer loyalty?
USA. American Marketing Association, 1999, p.34

- 3aII0TO ITOsIBaTa Ha JIOSUTHOCTTA HE MOXKE J1a
Obe 00siCHEHA CaMO C MOBTAPSIIO Ce IEHCTBUE U
Jla HE HU3SCHSABA NMPUYMHUTE 32 HEHHOTO
BBb3HUKBaHe. JIOsITHOCTTa € oOpareH mpoiiec. 3a aa
“MaT MOTpeOUTEeN KOMIAHUHUTE ChIIO TPsOBa Aa
npeJiaraT JOsTHOCT. ,,be3 HelmpeKbCcHaTa Bpb3Ka ¢
KJIMEeHTa U oOpaTHaTa BpPbH3Ka, HETOBUTE HYKIH,
pa3Oupanus, HamMepeHus He MoraT nga Obaar
pa36pann‘’

vJJosaadHocTTa, MOPOJAEHA OT
MOTpeOuTEJICKUTE HAIACK. T € M3cieBaHa OT
rmeaHa TOYKa Ha NpeANOYUTAHHUATA,
00BBP3aHOCTTa M TOTPEOUTEIICKUTE HAMEPEHUS.
,» ][5 C€ OTIpeIesis OT JKEeJTAaHUETO Ha MOTPEOUTENs 1a
NPOJBJKU OOBBP3aHOCTTA CH C KOMIAHUATA,
BBIIPEKH TO-HUCKUTE [IEHW HAa KOHKYPEHTHUTE U Ja
MpPernopbyYBa MPOAYKTUTE M YCIYTHUTC Ha CBOWTE
npustenun®.’ [IpoMeHIMBUTE Ha IOSAJIHOCTTA,
MmopojeHa OT HarylacuTe, He OuBa ga OBIaT
MOALEHABAHM, 3all0TO ,,JIOBEICHUETO OTpa3sBa
KaKTO HAcTosIIaTa CUTyalus, Taka U Habop OT
MHHAIN CBOWUTHA, HOKATO ,Hargacure MHOIO
YeCTO MOTaT J1a ca CHIHaJI 3a ObJCIIUTE ACHCTBUS
Ha moTpeduTtenure. MapkeTHHTOBU CIICUATHCTH
CMATAT, Y€ HAITacUTe Ha MOTPEOUTENUTE KbM
JaJIeH MPOIYKT TpsiOBa a ObIaT MHOTO CHIIHH, 32
Ja ChUIECTBYBAa MCTHHCKA NosnHOocT. Te
MpENICTaBIsIBAT HA0Op OT BAPBAHUS CBBP3aHU C
MOKyInKara Ha MNPOAyKTa W Morar jga Obaar
M3MEpBaHU 4pe3 cienHuTe BbhIpocu: o kakBa
CTerneH ca oOBbp3aHM c mpoaykra?; Mmar nu
MOPOJICHU TMOJIOKUTEIHU YyBCTBA KbM Hero?; buxa
JIV TO TIPETIOpbUajIu Ha MPUATEITN ?

v/ JlosnHocTTa, pa3riaexagaHa oOT
MEepPCIEKTUBAaTa Ha TIOTPEOUTEIICKOTO TOBEICHHE
(moBegeHYECKa JIOSIHOCT). TS mpencTaBisBa
HeornpeaeseH Opol MOBTapsIId C€ IMOKYIKH OT
€IWH JOCTAaBUYMK Ha MPOIyKTa WM yCiayrara, 3a
OTIpeJiesICH MIEPHOJT OT BpeMe. To3u BUI U3MEPECHHE
Ha MOTPEOUTENICKA JIOSUTHOCT YeCTO € M3MEpPBaH
KOJTMYECTBEHO TIOCPEIACTBOM OpOsi HA TOKYITKHTE
HalpaBeHU OT €JHa KOMITaHWs, YecToTaTa Ha
MOKYIIKATa, CyMara, oxXap4eHa 3a aJCH MPOIYKT U
np. JlosutHOCTTa TOPOACHA OT MOTPEOUTEIICKOTO
MOBEJEeHNE, YEeCTO BH3HHMKBA B CJICJCTBHEC Ha
MeXaHu3Ma ,npoba-rpemka, ype3 KOHTO
MOTPEOUTETTUTE JIECHO C€ OPUEHTHUPAT KOU MPOAYKT
Ou 3a7J0BOJIUJI B HA-TOJISIMA CTETICH HYXIUTE UM,

Bobalca, C., Study of customers' loyalty: dimensions and facets.
Management & Marketing, 2013, p. 105
° Bobalca, C., Study of customers' loyalty: dimensions and facets.
Management & Marketing, 2013, p. 106
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T.€. TO3M BHUJ JIOAJIHOCT € IeHepupaHa He OT
noTpeOuTeNcKaTa NPUBbP3aHOCT, a OT JIUIICATa Ha
BpeMe (3a J1a IpeMHUHAT KbM JPYr HPOAYKT WU
yciyra, norpeburenure TpsOBa Aa OTAENIAT
3HAYUTEJIHO BpeMeE€ 3a INpOydYBaHE Ha
KOHKYPEHTHUTE MapKH).

1.2. Konnenmus 3a JIOSIJIHOCTTA IO MOJIeJIa HA
JuxuBecio’

JloOpe mo3HAaTO B MAapKETHHTOBHTE CpPEIH
ompeeeHUE 3a JOITHOCT, € ToBa Ha /{luk u becto,
KOWTO CHIIO PA3ITICHK AT JOSTHOCTTA KaTO Pe3yaTaT
OT KOMOMHUPAHOTO BB3JCUCTBUE MEXKIY
OTHOIIICHWE W TOBEJeHHE Ha moTpedutens. Ta
Bb3HHKBA OT B3aMMOJEHCTBUETO Ha
MOTPEOUTEIICKOTO OTHOIICHHWE KbM JIaZIcH OpaH U
MOBTOPHUTE MOKYITKH, KOUTO TIPABH TIOTPEOUTEIIS.
JIBymepHara nosutHOCT 110 Mozena Ha /luk u becro
ce pasjienisi yCIIOBHO HA YETUPH BUJIA: MIPU BHCOKU
HHBa Ha IOBEJICHYECKA U OTHOIICHYECKA JIOSTHOCT
ce HabmrogaBa ,,ipeMUajIHa JOSJIHOCT®, MpH
BHCOKH HHBA Ha ,,0THOIIICHYECKA ™ M HUCKHM HUBA HA
,IIOBEJCHUYCCKA JIOAIHOCT® ce HalOlrogaBa
,»JJaTEHTHA JOSJIHOCT®, MPU HUCKU HUBA Ha
NPUBHP3aHOCT M BUCOKA CTETICH HA MOBTAPSIIHU Ce
TIOKYTIKH JIOSUTHOCTTA C€ HapHuua ,,MHEePIIMOHHA, a
IIPU JIUTICATa HA BCSIKAKBH MOKYIIKH ¥ OTHOIICHUE
KbM JajJeH OpaHJ OT CTpaHa Ha KJIUECHTHTE,
SIBICHUETO CE€ Hapuya HyneBa JosiaHocT (Buk
Tabmuma 1).

Jlamenmua (ckpuma)
JNoAIHOCIM
HHEPI{MOHH& JOSUTHOCIM Hyﬂeea JAoANHOCM

Taomuma 1. KoHumenmust 3a J0SUIHOCTTA IIO
Mojiesia Ha JIluk u becro

1.2. KorHuTHBHA, €eMOIIMOHAJIHA, BOJIeBa M
MOBe/IeHYeCKA JIOSITHOCT

B MOCJICAHUTE TOAWHU IMOAXO0MHa, PAa3IIICIKAAI]
JOAJIHOCTTAa KaTO KOI'HMTHBHA, €MOIIMOHAJIHA,

7

Garland, R. Gendall, P., Testing Dick and Basu's Customer Loyalty
Model. Australasian Marketing Journal 12,2004, p. 81
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BOJIEBa M IOBEJEHYECKAa, € MOXe Ou Hali-
M3MOJI3BAHUAT OT MApKETHHTOBUTE CHEIUATUCTH.
N ,3a na Obne pazOpanHa JOSUTHOCTTA, TPSAOBa Aa
ObJaT pas3rielaHd MOTPEOUTENICKUTE BSPBaHUS,
BB3JICUCTBUS U HAMEPEHUS .... 32 KOTHUTHBHATA,
€MOIIMOHAJIHATA M BOJICBATAa JIOSIJTHOCT CE CUMTA, Ue
ca MOPOACHU OT CUTYAIMOHHU OOCTOSTENICTBA U Ue
OTpa3sBaT HMHIWBUIYaTHUTE XapaKTePUCTUKH Ha
BCEKH €1H Y0BEK, KATO BCIKA €Ha OT TIX C€E ABsIBa
KaTo oT/ieTHa (a3a Ha mosnHocTTa™."

o Koenumuena nosnnocm: Ilpu Ta3um JOSITHOCT,
atpubyTuTe Ha OpaHja, KOMUTO Ca BUIAMMH 3a
MOTpeOUTENsI, NEHCTBAT KATO WHIMKAIUSA M
rofuepTaBar nIpeIuMCcTBaTa Ha JaJeH OpaHl mpej
HeroBuTe antepHaTtuBu. UHbopmanusTa 3a
KOHKpPETeH OpaHj, MOTPEeOUTEIAT MOXKE Ja €
MOJIyYWJT OT TIPEIUIIEH OMUT WM OT CKOPOIITHA
ynorpeba Ha nmpoaykta. B To3m cayuait
MOTpeOUTENAT € JIosJIeH Ha 0as3a mmojydeHara
nHpOpMaLKs 3a MPOAYKTa. AKO B TIOCTIEICTBHE TOM
€ yAOBJIETBOpPEH OT ymoTpebaTra Ha OpaHpa
KOTHUTHBHATA JIOSUTHOCT MOXE Ja IMpepacHe B
€MOIIMOHAJIHA JIOSUTHOCT.

o Emoyuonanna nossinocm: B To3M eranm Ha
,,eMOIIOHAJIHA JIOSITHOCT® TOTPEOUTENs pa3BHUBa
ofpeieNieHa MPUBbP3aHOCT KbM OpaH/a Bb3 OCHOBA
Ha TMpeIuIHa HeroBa ymorpeda. EMormonannara
JOSTHOCT € KOJMpaHa B Ch3HAHUETO Ha
norpebutens nox Gopmara Ha  €IHOBPEMEHHO
MO3HAHWE 3a MapkaTa U OIpEJEeICHO HUBO Ha
YIOBIETBOPEHOCT. TyK MOTpeOHuTeNns: KymyBa MO
BBH3/EHCTBUETO Ha ,,3al[0TO MU XapecBa‘.
“ITomoOHO Ha KOTHHTHBHATAa JIOSJIHOCT o0Oadue,
MOTPEOUTENIUTE JEMOHCTPUPAIIA €MOI[MOHAIHA
JIOSUTHOCT Ca CKJIOHHM J1a 3aMEHST JaJIeH OpaH]l C
HeroB KoHKypeHT.”” ETo 3amo 6usHeca ce cTpemMn
KbM TOTPEOUTENW C IMO-BHCOKAa CTEMEH Ha
JIOSITHOCT.

e Bonesa nosiinocm: To3uw BUI JIOSUIHOCT C€
Mopaza Ha eTarn Ha ,,eMOLIMOHAIHATa JTOSUTHOCT “ U
€ B CJICZICTBUE HA MMOBTAPSII] CE TOJIOKUTEIICH OIUT
ot ynorpebara Ha Opanna. Bonesara J10suIHOCT, Ha
npbB MOTJIE] ChABpPXKa B cebe cH ABIOOK
AHTKMMEHT 3a TOKYyNKara Ha JaJeH MPOIYKT,
KOMUTO 00aue Mo-CKOpO € CBBbP3aH ChC CaMOTO
MOTHUBHPAHO HaMEpEHHUE Ha MoTpeduTens 3a
M3BbPIIU MOKYIIKATA.

o IloBenenuecka nosimHocT: IloBeaeHueckara
JOSAJHOCT MpeJacTaBiIsgiBa MeXaHHM3Ma Ha

Bobalca, C., Study of customers' loyalty: dimensions and facets.
Management & Marketing, 2013, p. 108
[Tak tam, p.112
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MPEBPBIIAHE HAa HAMEPEHHUSITA 3a IOKYIIKA B PEATHU
neictBus. IloBegeHdyeckara JIOSIJIHOCT €
pasriexjaaHa KaTo Haii-Bucma ¢gopma Ha
MPUBBP3AHOCT HA TOTPEOUTENsT KbM KOHKPETEH
OpaH.

1.3. OT J0AJTHOCT KBM €-J10S1JTHOCT

C pasBuBaHeTto Ha WHTEepHET M OHIAMH
THProBUATa, Bb3HHUKBAa HEOOXOAUMOCTTA OT
YyOpaBlIEHUETO U NOAABPINKAHETO Ha
noTpeduTescKara JIOsUTHOCT U B €JIEKTPOHHA Cpefa.
N3rpaxnganeto ¥ NOAABPIKAHETO Ha
noTpeOuTencka JIOSUTHOCT CTOM B OCHOBara Ha
MapKeTHHIOBaTa TEOpHs, KOraro craBa JyMa 3a
u3rpakJaHe Ha KOHKYPEHTHU INpeIuMCTBa Ha
opranusanusaTa. OHIAlH ThpProBusita Npua00MBa
BCE NO-ULIMPOKA MONYIAPHOCT Cpen
noTpedurenuTe, 3apaaud NpeauMCTBaTa, KOUTO
HOcH cbe cebe cu. ETo 3ammo Ou3HechT ThbpCH HOBU
HAaYMHU 3a NPUBJIMYAHE HAa KJIUEHTHU U
NpeBPBILAHETO UM B JOSIHU KbM OpaHja,
HOCPEACTBOM UHTEPHET.

JlosutHOCTTa TIpeThpIsABa €BOJIIOLMS B OHJIANH
IPOCTPAHCTBOTO, KBJETO c€ TpaHChopMHpa B e-
noannoct. Cnopen mapkeronosute Llledrep u
Peitueny'’, e-T0AIHOCTTa JaBa BB3MOKHOCT 3a
KauecTBEHO OOCITy)XBaHE Ha KIMEHTa, J0CTaBKa
HaBpeMe, yOeIuTEeIHO HpeJcTaBsHE Ha
npejiaraHuTe MPOAYKTH, YIOOHH U pPa3yMHU IICHH
3a JOCTaBKa U MOAAPBXKKA, KAKTO U SICHU H
HAJEXJHU YCJIOBUS 32 MOBEPUTEIHOCT Ha
noTpeburenckara nHGOpMaIUsITa.

Koe e obwomo mpaouyuonnama nosinocm u e-
nosinHocmma?

KoHBeHLIMOHAIHNUTE METO/IM 32 Ch3aBAHE HA e-
JIOSITHOCT Pa3uyMTaT IIABHO HA M3TPaKJAHETO Ha
OpaHJa B KaHaJIMTE 3a MacoBa KOMYHHKAaIIUS.
OnnaiiH THproBusita obade JaBa BH3MOXKHOCT
aKileHTa jJa ObJie MOCTAaBEH B KOTHUTHUBHOTO
U3MEepeHHue, upe3 nmpeajaraHeTo Ha
nepcoHanu3upana uHGopManys. 3a 3aCHIBAHETO
Ha EMOIIMOHAJHOTO M3MEPEHHE Ha JIOSAIHOCTTA,
WHTEPHET TpeocTaBs miarGopMu 3a 3amura Ha
nuyHata uHPopMamusATa, OCUTypsABalKU
CUTYPHOCT MPU U3BBPIIBAHETO HA MOKYIIKA.

' Gommans, M. Krishnan, K.S. Scheffold, K.B. (2001). From Brand
Loyalty to E-Loyalty: A Conceptual Framework. Journal of
Economic and Social Research 3,2001, p.2

[TorpeOutenckaTa JOSTHOCT IMpPEACTaBIsABA
MOBTAPSIII C€ MPOIIEC Ha MOKYIIKaTa Ha KOHKPETEeH
nponykT. M kato npubaBuM M OHJIAMH Mazapa, 3a
M3TPAXKIAHETO Ha e-JOSUTHOCT y MOTpeOuTens,
TpsiOBa /1a ce MMaT MpeIBUJ HAKOIKO (akTopa, a
MMEHHO: TIOBTOPHHU TOCEIIeHUs Ha yebcaiita Ha
opraHuzanusara, 0e3 U3BbPIIBAHETO Ha JajJeHa
MOKYTIKa, KaKTO U BPEMETO MpPEeKapaHO B OHJIAMH
Mara3uHa Ha Opanja. YeOGcaiiToBeTe IpeqoCTaBsT
LIEHHA U ToJie3Ha MHGOpMAIHs 3a MPOAYKTUTE Ha
MOTpeOUTENUTE, CHIO U ChOMpar uHpopMaIHs 3a
noTpebuTens U MOBEAEHHUETO My Ha calTa
(mHGOpMAaIHSI, M3KITFOYUTETHO [ICHHA 3a OM3Heca).
VYIOBIETBOPEHUST KIMEHT € IO-CKJIOHEH Ja ce
IIPeBbpPHE B JIOSUIEH BbB BPEMETO B CPaBHEHHUE C
KITMEHTA, YMSATO MOKYIIKa € M3BHPIIEHA B CIIC/ICTBHE
Ha Jurcata Ha nHpopmanus. HTepHeT mo3BoIIsIBa
cpOupanero Ha rojsiM obeM wHpoOpManus 3a
MPOAYKT WM YCIyra 3a CPaBHHUTEIHO KpaThK
NEpUO]] OT BpeMe, KOETO ChC CHUTYPHOCT BIIHsIE H
mojarnoMara J0 roJjissMa CTETNeH B3eMaHeTO Ha
peleHHe 3a MOKYTIKA.

JlossmHOCTTa TMpPEMHHaBa B €-JIOSJIIHOCT C
MIOMOIITa HA MHTEPHET MpocTpaHcTBoTO. CHiara
Ha MpejocTaBeHara HH(opMalys 3a NPOAYKT WIH
ycayra, CbKpaTEeHOTO BpEMe 3a MOKyMNKa |
YCIIOBUSTA 32 3all[UTa HA TUYHUTE TaHHU BOIAT 110
M0-BUCOKA Y/IOBJIETBOPEHOCT Ha MOTpeOUTENNTE, a
MOJIOKUTETHO HACTPOEHUTE KIMEHTH, YECTO Ce
MPEBPBIIAT B JIOSUTHU.

2. BansiHHETO HAa COUMAJHHUTE MPeKHU
BbPXY JIOSIIHOCTTA KbM OpaHaa

Bcesika commanna mpexka (Facebook, Twitter,
Google+) mpurexxaBa HabOp OT MapKETUHTOBU
WHCTPYMEHTH, KOUTO TIOMaraT Ha KOMIAHHUHTE J1a
3aCWJISIT MPUCHCTBUETO Ha OpaHIa B HMHTEPHET,
pa3no3HaBaeMoOCTTa My Cpea MoTpeduTenure, a
CBIIO M J1a TPUBJIEKAT MoBeue KiIneHTH. O01moTo
MEXJTy COIMAIHUTE MPEXKH € BB3MOXKHOCTTA HaA
noTpeOuTenuTe na CnoAedsAT WHPOpMaus H
MHEHUSI TTIOMEXAy ch. ETO 3amo MapkeTHHT'BT OT
,yCTa-Ha-ycTra®“ ce cpella BbB BCSIKA HUHTEPHET
MapKETHHIOBa CTPATEeTHs HA OPTaHU3aIUUTE.

Habupanero Ha mocienoBaTeny U 3acCHIBaHe Ha
MPUCHCTBUETO HA OpaHAa B COIMAIIHUTE MPEKHU
M3UCKBAT W3BECTHU YCWIHS, BPpEME U TOYHUTE
MapKETUHTOBH HHCTPYMEHTHU 3a TAXHOTO
nocturane. Kakto moguepraxme, MapKeTHHT'BT OT
,yCTa-Ha-ycTa® e Hali-e()eKTUBHUAT U H3MOJI3BaH
METOJl, HO CBIIECTBYBAT WU JIPYyTrd HAYMHU 32
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3acHJIBaHEe Ha OHJAWH NMPUCHCTBUETO Ha
OpraHM3allMUTEe W JIOCTHTAHE 10 MOTCHIUAIHU
KITUCHTH.

[Tonawpkanero Ha OW3HEC CTpaHHWIlaTa Ha
OpaHnza e equH cBOeoOpa3eH HaYMH 3a 3acCUJIBaHE
MHTEepeca Ha MOTPEOUTENUTE U MPUBIUYAHETO HA
HOBU KineHTU. CHoAensHeTO Ha HHTEpEecHa U
nojiesHa MHpopManus, KakKToO U Ha CHUMKH,
JUHKOBE M BHUJEO € €JUH OT HAaYMHHUTE 3a
NOANBPKAHETO HAa KOMYHHUKAIUITA MEXIY
NOTPeOUTETUTE U KOMITAHUSTA.

PexnamMupaHeTo B COIMAIHUTE MPEXHU € JpYyT
n00Bp HAYMH 3a MOMyJsApu3vMpaHe Ha OpaHga U
NpUBJIMYaHE HAa NOBeYe MOTpeOUuTenu KbM
CTpaHMLIaTa B COLIMAJHATa MpeXa WM caiita Ha
KOMITaHHsTa. Pekiamara B colMallHaTa Mpexa
Facebook e uskmrountenHo edexTtuBHa mnopaau
NPENHU3HOTO TapreTUpaHe Ha morpedurenuTe,
koeTo mpemnara. [lorpedurenure npegocTaBAT
MHOTO JTUYHA WH()OPMAITUS U Upe3 HEesI KOMITAHHHUTE
JIECHO TOCTHUTAT JI0 JKEJIaHaTa OT TAX TapreT rpyma.
Pexnamara mMoxe a ObAe KakTo peKksiaMHO Kape,
NOSIBSABAIIO C€ B JIICHATA YacT HA CTPAHUIUTE B
colMajHaTa MpeXka, Taka ¥ NPOMOTHUpPAHU
nybnukanuu. Pexknamara B MUKpO Ojor
nnargopmara Twitter chIIO ce MOsABSABA MOA
(dhopMaTa Ha TPOMOTHUPAHU TYUTOBE, MPO(IIN WK
Taka HapeYCHHTE ,,TPEHIOBE"‘, KOUTO CE MOSBSIBAT B
npoduinTe Ha TPEIBAPUTEIHO U30paHa TapreT
rpyma.

UrpuTte B COUMATHUTE MpPEXH ca APYyT
MOAXONSIU] HAYUH 3a 3aCHUJIBaHE Ha
pa3mno3HaBaeMOCTTa Ha KOHKpeTeH OpaHa u
NPUBJIMYAHETO HA MOBEYE MOTEHI[MAHHU
notpedurtenu. Facebook npeara nHTErpupaHeTo
KbM MapKETUHIOBUTE CTPATETUy Ha KOMITAHUUTE U
Taka HapedeHuTe urpu (moa Qgopmara Ha
chcTe3aHus U mpomouuu.) EaquHcreenoro ycnosue
Mpu Ccbhb3aBaHETO Ha MOoJA00HHM (Qopmartu e
W3IION3BAaHETO Ha TMPHJIOKEHUS, KOUTO Ja Obaar
pekIaMUpaHU B CTpPaHHIHTE Ha OpaHpa.
CrioHCOpHpaHUTE UCTOPUU Ca JAPYT MOIXOJISII
HauuH norpedutenure Aa 3abenexar Opanga. Te
CHJIBPKAT YaCT OT MPUHIUITATE HA MAPKETHHTA OT
,yCTa-Ha-ycTta“ M ce MOSABSABAT KOTaTO
,IIPUATEIINTE BbB COLUMAIHUTE MPEKU XapecaT
JlaJIcHa CTPaHULA WIH CE ,,TarHaT" Ha ONPEIEIECHO
MSICTO, KaTO KaeHe, KHHO, pECTOPAHT, My3ei U J1p.

Penuna onnaliH mpoydBaHHUs, JOKa3BaT
MIPUYUHUTE, MIOPAIU KOUTO MOTPEOUTENN XapecBaT
CTpaHHUIIaTa Ha 1aJieH OpaH] B COI[MAIHATa MPEXa,
KOJIKO YE€CTO M3MOI3BaT MPOQPUINTE CH, KAKTO U TIO
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KaKbB HAYHH BIIHSAT Ha OCTAaHAIUTE TOTPEOUTENH B
rpymnata. Pe3yararute oT e1HO TakoBa M3CJeBaHE
3a BIUSHUETO Ha coluanHara Mpexa Facebook
pa3kpuBa, Y€ CIUHCTBEHATa MPUYHMHA, MMOPaJH
KOSITO MOTpEeOUTENUTE XapecBaT HJIH Ce
MPUCHEIUHIBAT KbM CTPAHUIIATa Ha JaJIcH OpaH.l B
COIlMaJIHATa MPEKa € PEAMIICH OIUT OT HeroBaTa
ynotpe6a. Chio Taka (akTopa, BIUSCIL BbPXY
JIOSUTHOCTTA Ha MOTPEOUTENINTE KbM JaJIcH OpaH/I B
CONMUATHHUTE MPEXHU, ¢ HUBOTO Ha
YIOBJIETBOPEHOCT, KOETO MOJTy4aBaT OT yrnorpebara
Ha MPOMYKTHTE WM YCIYTHTE Ha JajeH OpaHi. (B
TOBa YHWCIO NMoJydyeHaTta mHpopmamms,
KOMYHHKAIUsl ¢ KJIMEHTUTEe, 00CTy>KBaHE W T.H.).
[TpomormonanauTe 0OepTH ca enHa OT MPUINHUTE
3a 3aCHJIBaHE Ha TIOJOKHUTEIHHUTE HAIlacu OT
ynoTtpe6ara Ha KOHKpeTeH OpaH 1.

Kakx nompebumenume "nomacam" 3a
NONYIAPUSUPAHEMO HA 0a0eH OpaHO 6 coyuanHama
mpedica Facebook?

[omynsipuszupanero Ha OpaHIa B COLMATHATA
Mmpexa Facebook ce ochIniecTBsiBa MOCPEICTBOM:

- cnoodenamnemo (sharing);

- xapecsanemo (liking),

- mpeonazanemo (suggesting);

- KomeHmupanemo (commenting);

- nocmeanwemo Ha npouna (posting on
profile);

- Kaysamemo HauHK (uploading a link);

- aboHupaHe 3a cmpaHuyama Ha
Komnanuama (subscribing to company page) u op.

LIKE
& SHARE

®urypa 1. Ilonynapusupane Ha OpaHn B
cormannara mpexa Facebook

""" Sintset, S., The impact of social networking on customers' loyalty:

Facebook case. Linnaeus Univ., 2012, p. 53
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Ha Borpoca ,,Kost e npuunnara na "Xapecare"
i na ce "llpucvennHuTte" KbM CTpaHuLlaTa Ha
xommanusi BbB Facebook? “ 69% ot 3anuranute
OTroBapsT, Y€ TOBAa € NPEAMIIEH ONMUT OT
ynorpebara Ha mpoaykTa, 6% 3a mocneaBalia
nokynka, 7% - eMOIIMOHAaJIHO OOBBp3BaHE C
O6panpga, 15% - mopoaen untepec, 2% -
npucheIUHsIBAaHE KbM CTpaHHUIIaTa 3apaau
OpUsITe.

Ha Bwnpoca ,,Kost e Haii-Ba)kHaTa mpuyuHaA 3a
Bac na ce 00BbpikeTe ¢ koHKpeTeH Opana? 58% ot
3aUTaHUTE OTrOBApAT, Y€ MPUYMHA ca TOBa €
MPEIUIIeH OMUT OT yrnoTpebaTa Ha npoaykTa 16%
3apajau NpoMOIMOHHUTE odepTH, 11% 3apanu cien
nponaxben cepsus u 11% 3apanu monesHa
nHpopManms.

3. M3srpaxkaane Ha OpaH/ JIOAJIHOCT OHJIAIH
—MAapKeTHHIOBY AKTHBHOCTHU Ha 3aropka

Enau oT Hali-U3BECTHUTE MAPKETHUHIOBHU
KaMIlaHuu Ha OpaHja 3aropka OpraHM3MpaHd B
coumannara mpexxa Facebook ca: ,,OTrBopu cu Oupa
- HaJlel cH IUIaXHU ucrtopun’, ,,BpemMe e 3a Helo
creuuanHo u ,,Perporo mak e Ha moxna‘“. Crnopen
odunmanaute fanau Ha SocialBakers B cpenara na

last 6 months last 3 months

0]

179.0k
178.0k
177.0k

176.0k

APR

29

MaY

13

MAY JUN

27 10 2

last month

KaMIlaHusATA ,,PeTporo nmak € Ha Moza* aKTUBHUTE
norpedurenu B ctpanuiiata Ha Facebook, kouto ca
roBopenu (,,Talking about this*) 3a Gpanma u ca
CTOZIEIISTA MHEHUS ¥ HH(POPMaLUs, ca YBETHYMIN
CBOs1 OpOIA, a MOTPEOUTENNTE Xapecaal CTpaHUIaTa
Ha OpaH/ia B collMaaHaTa Mpesa ca focTursanu 178
204 nyum. Cwiio Taka, ciopen nanau ot Facebook
insights oT cTpaHuuara Ha 3aropka, Bb3pacToBara
rpyrna, KosiTO B3eMa Hali-aKTUBHO y4acTHUE B UTPU U
IIPOMOLIMH Ha OpaH/ia, ca MMEHHO XOpaTa Mexy 25
1 34 rOIMHM OT Tpajl COQ)I/I;I.13

3a nepuoja Ha KaMIaHUATa OT Mecel] FOHHU J10
CENTEMBpPH MOTPEOUTENNTE HA CTPAHUIIATA HA
3aropka B colpajiHaTa Mpeka Oeliekar pheT oT |
345 nymu.

B urpara na 3aropka ,,OTBopu cu Oupa - Hajiei
CH IUTAKHH HCTOPHUH * ca HUHTETPUPAHU €JIEMEHTH OT
MapKeTHHra oT ,,ycta-Ha-ycta* (durypa 3).

last 2 weeks ast week

JuL AUG

22 5

durypa 2. YBenuueHue Ha Oposi Ha MOTpeOUTENUTE Xapecanu OU3HeC CTpaHuIlaTa
4
Ha 3aropka BbB Facebook 3a neprosia Ha KaMIaHusTa'

 Sintset, S., The impact of social networking on customers' loyalty:

Facebook case. Linnaeus Univ., 2012, p. 59
" Facebook. Facebook.com. Accessed Sept. 27 2015.
https://www.facebook.com/zagorka.bg/likes

Social Bakers. SocialBakers.com. Accessed Sept. 20 2015.
http://www.socialbakers.com/statistics/facebook/pages/detail/1367
87956389308-zagorka
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®urypa 3. Urpara na 3aropka ,,OTBOpH cu O1pa
- HaJIe CH TUTa’KHU UCTOPUH '

Cnopen odunmanHuTe mpaBuia ,,BCEKHU
YYaCTHHK B WUTpaTa IIe UMa BH3MOXHOCT J1a Ka4yH
cBoe BHJIeO , HAa www.zagorka.bg. Taka me mma
BB3MO)KHOCTTA J1a ce O0opu 3a roisiMaTa Harpaja —
7-IHEBHO MbBTYBaHE C AXTa CaMO 3a JBama B
CpenuzemHo Mmope... OcBeH roiisiMmaTa Harpajaa
noTpeduTenuTe 1e Morat aa cneuyesst ome GoPro
Kamepu u cendu cTukose.

BwnpocHoTO BHIEO MOXke Ja Obje CIOIENISHO
HeomnpeaenaeH Opod NBTU MO CTEHUTE Ha
NPUATENINTE B COIMAIHATA MPEXa, KaTO BCEKH OT
TSAX MOJKE /12 YBEJINYM LIAHCOBETE HAa YUYAaCTHHUKA B
urpara fa credyeid. AKO KOHKpPETEH MOTpeOuTen
aruTUpa CBOMUTE ONM3KHU Ja MPEnpaTsT HErOBOTO
BUJIEO JIO CBOUTE MPUSITEIH, HAa MPAKTUKA TOM MOXKeE
Jla JOCTUTHE /10 HeorpaHu4yeH Opoil moTpeduren,
KOUTO Jia o noakpenrt. [1o To3u HauuH y4acTHHKA
B UIpaTa MMa CTHUMYJ] Ja pa3npocTpaHsBa
uHdopmarus 3a 6upa 3aropka, KaTo 1o TO3M HAYUH
J1a 3aCHJIM MPUCHCTBUETO HAa OpaH/a B COLIMATTHUTE
MpEXHU M Ja ro NMONMyJsipU3Hpa cpen
OTPEOUTETUTE.

Hali-cunHaTta MapKeTMHIroBa KaMIIaHMsS Ha
OpaHIa B COUMAJHHUTE MpEXH W B odiuaiiH
POCTPAaHCTBOTO, € MMEHHO TpOBENaTa ce Ipe3
2014-2015 ronuna ,,Bpeme e 3a Helllo crienuaniHo®,
KOSITO C€ MpOBEJEe MapajelHO C peKjIaMHaTa
kamnanus ,Perporo mak e Ha mMona“ wu
nocieaBanara g urpa ,,PeTpo kapaBaHara Tpbraa‘.
Crnopen naHHu Ha couumanHata Mpexka Facebook

¥ Zagorka.bg Accessed Oct. 12015.
http://beachstories.zagorka.bg/video
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TOBa € Haﬁ-aKTHBHHH HepI/IOl[ Ha CTpaHI/IHaTa Ha
Opanpa 3aropka.

[Ipumepa Ha 3aropka gaBa sicHa MpeJCTaBa 3a
BIUSHUETO HA COLIMAITHUTE MPEXH, MPEACTaBCHH
KaTo MapKeTUHIOB WHCTPYMEHT, BbPXY 3aCHJIBAHE
Ha OHJallH mMpHUCHCTBUETO Ha OpaHna,
KOMYHHUKALHUATA C KIMEHTUTE, KAaKTO U BBPXY
NPUBJIMYAHETO HAa HOBU W 3aJbPKAHETO Ha
HACTOAIIM TOTpeOuTenn. Pa3nuuHuTe mMeTonu 3a
NOAABpPKAaHE HA MONMYJISIPHOCT B HHTEPHET
MPOCTPAHCTBOTO BOMAAT JO pa3jIMyHa CTENEH Ha
MIPUBBP3AHOCT 3a BCCKU CJIMH IOTPEOUTEN, WIH
HMHa4e Ka3aHo, JIOSITTHOCTTA Ha BCEKH €IMH KIIMEHT €
pa3iuYHa B 3aBHCUMOCT OT CTEIEHTa MYy Ha
VIOBIIETBOPEHOCT OT OpaH]a, KaKTO U OT JPYTH
(akTopu, BIUSEUIN BbPXY BUOBETE JIOSITHOCT.

OnpenensiHETO Ha Pa3JIMYHHUTE BUIOBE
JIOSUTHOCT KbM Opanaa morat aa ob1aT 000011eH B
HAKOJIKO TOYKHA.

1. Ha nbpBo MsCTO COLMATHUTE MPEXHU UMAT
dyHKIHMATA HA TOYHO HACOYCHa (TapreTHpaHa)
pekiiama 3a OpraHW3alluUTe, KOUTO HCKAT Ja
JOCTUTHAT JO TOYHO ONpEJeJieHa IeJeBa
ayI[I/ITOpI/IH, KaTo I10 TO3U HAYMH CTaBa BB3MOXKXHO
HpI/IBJ'II/I‘-IaHeTO HA HOBU KJIMCHTU. CHGI[ KaToO BCYC
ca OMHUTANH MPOIYKTa MOTPEOUTEIUTE MOTAT WU
Jla IpuI00UAT pa3ryHa CTETCH Ha JIOSITHOCT KbM
OpaHa, WK J]a OCTaHAT HEJOSUTHH KbM HETo.

2. Ha BTOpO MSICTO COLMATHUTE MPEXH UMAT
CUJIaTa Jla BIUSAAT BbPXY JOSTHOCTTAa KbM OpaHia
MOCPEICTBOM MapKETHHT'A OT ,,yCTa-Ha-ycTa“.

3. CoumanaHuTe MPEXH HE Ch3[aBaT CaMHU IO
cebe cu mosiHOCT. Te BOAAT JO HEWHOTO
U3TpaXKJaHe W MOAJBbPIKAHE MOCPEIACTBOM
pa3IMYHUTE MAPKETUHIOBH HHCTPYMEHTH, KarTo
MIPOBEXKIAHETO HA MI'PH, peKiiaMa, KOMYHUKAIIUS C
KiueHTH 1 1ap. OT npeacTaBeHus pUMep He MOXKe
Ja ObJIe Ka3aHO KakBa 4acT OT MOTPEeOUTEIUTE ca
MIPEMUATTHO JIOSUTHA KbM JaJieH OpaH] WIA Jaiau
TSIXHATa JOSAIHOCT € OTHOIEHYEeCKa HIH
MOBEICHYECKA, a CAMO Y€ IOTPEOUTEIIUTE XapeCan
CTpaHUIIaTa Ha JajJecH OpaH] MpUTE)KaBar
orpejiesieHa CTETeH Ha JIOSITHOCT KbM HETO.

“BU3HEC IITOCOKN”
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