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I. OBIIA XAPAKTEPUCTUKA HA IMCEPTAIMOHHU A

TPY [,
1. AKTyaJIHOCT ¥ 3HAYUMOCT Ha U3CJeIBaHATa NMPodJIeMaTHKAa
DEeHOMEHBT ,,peKiama‘ UMa 3a Iea Ja TOBHIIHA

OCBEJIOMEHOCTTa 3a BCsAKa €JHAa THProBCKa Mapka, jaa ybemn
MOTCHIMATHUTE KIMEHTH U TOTpeduTenu Aa u3depaT ChOTBETHHS
OPOAYKT WM  yCiIyra, Ja TmpelocTaBu  uHGopMmarms  3a
XapaKTePUCTUKUTE, TPEIUMCTBATA U HAIMYHOCTTA HA TIPOJYKTA U Ja
noJcuin GUpMEHUsT UMUK Ha mazapa. Pekiamarta e HacoueHa KbM
HIMPOKa ayAMTOPHSI, YeCTO (OKycHpaHa BBHPXY MAacOBHUS Iazap WIH
HUIIA, W TIPUCIOCOOSIBA TOCTAHUATA KbM KOHKPETHU COIIHO-
nemorpadcku Tpymnu. Pekiamara ce M3BBPIIBA B paziMdYHH KaHAIH,
W3HAYAIHO TICYaTHHW, BIOCJIEACTBUE TIO TEJNEBU3UATA, PaIUOTO,
TPAHCIOPTHHU, BIOCNIEJCTBUEC JUTUTATHA W COIMATHH MEIUH.
TpaaunuoHHaTa pekjiaMa BKJIIOYBA MEYATHU W CICKTPOHHU MEIHH,
JOKAaTO JWTWTaTHaTa pekjiamMa BKJIIOYBA OHJAHH W MOOHIIHH
wiatpopmu. Peknama decTo BKIIIOYBA KPEATHMBHO W aHTaXKHPAIO
ChIbPKAHUE, KOETO MPUBIMYA BHUMAHHETO M AaHTKUPA Ay TUTOPHUSITA.
[MocnenoBatenHust mpolec Ha OpaHAUpaHe TapaHTHpa BCEOOXBATHOCT
" 11oacHuJIBaIl e(i)eKT BbB BCUYKHU PCKIIAMHU YCHUIIUA.

Pexnamata B cdepara Ha XOTEIHEPCTBOTO U TypH3Ma Ce
pasnn4aBa OT o0mara pexjaMa 1Mo (oKyca CH BHPXY MapKETHHT,
OpUCHTUpPAaH KbM JIOSUTHOCTTA, TIOJCHJIBAHE HA pe3epBalHUTE,
CerMEHTHPAaHE, TOBEJACHYECKO CErMETPUPaHe, TUTUTATTHO TOCTIOACTRO,
UHTErpalys ¢ miarGopMu 3a MbTyBaHe, BU3yalHO pa3Ka3BaHEe Ha
HUCTOpHH, JOKAJIU3UPAHO CHALPKAHNUEC, U3MCPBAHC U YIIPABJICHUEC Ha
penyrausaTa. 3a pasjidka OT oOliaTa pekiaMa, Kosiaro ce (Gokycupa
BBPXY OCE3aEMHUTE XapakTePUCTUKU Ha NPOAYKTa, peKiIaMaTa B
chepata Ha  XOTEJIMEPCTBOTO  IMOAYEpPTaBa  EMOIMOHAIIHATA
NPUBJIEKATEIHOCT Ha IBTYBAHETO, MpecTonuTe U yciuyrute. OCHOBHATa
el Ha peKylaMara B XOTEIMEPCTBOTO € A3 HaChpUM IIbPBOHAYATHOTO
¥ TIOCIEIBAIIOTO TOCEUIeHHe Ha KOHKpeTHHs xoten. llenemara
ayuTopus ce 00XBallla upe3 IeJeHaco4YeH MoI00p, HO € TO-IIHUPOKa,
HacoyeHa KbM cHeuupuyHd npodwin Ha MOTPeOUTENH KaTo
OBTYBAalld 10 PadoTa, JYKCO3HH TYPUCTH W OIOJKETHH TYPHUCTH.



[ToBeieHUEeCKOTO HAcOYBaHE ChHIIO € CHIHO Bb3 OCHOBAa Ha
MOBEJICHUETO Ha TOTPEOUTENUTe, KAaTo WCTOPHUS Ha MHHAIA
O'bTYBaHHMs, CE30HHH TPEITIOUYUTAHHS M CTATYC HA JIOSUTHOCT.

Jururanaute miaatpopMu ca OCOOCHO JIOMHUHHUpAIIU B
pekiiamMata Ha XOTENHEPCTBOTO TOPaJy BUCOKATA AHTXKUPAHOCT B
COLIMAITHUTE MEJHH, OJIOTOBETE 3a MbTYBaHE U CAHTOBETE 32 PEBIOTA.
Pexiamure decto ce MHTErpupar ¢ miatrhopMu 3a MbTyBaHE Karo
Expedia, Booking.com wmmn Google Travel, koeTo mo3BoisiBa Ha
MOTPEOUTENUTE JUPEKTHO Ja PE3epBUpPAT YCIyrv. BusyamHusaT u
onuteH (OKyC € KJIIYOBa pas3liika B pekiamMata B cdepata Ha
XOTENMEPCTBOTO, TOKA3Ballla >KHBOMHMCHHU JIECTUHAIINH, IJYKCO3HO
HACTaHSIBaHE M YHUKAIHU U3KHUBSIBAHUS. PeKIaMUpaHeTo Ha XOTEIUTE
UMa TO-TIPSKO BB3JEHCTBHE BBHPXY pesepBauuute. OT3UBUTE Ha
KJIMEHTUTE W TCHEPUPAHOTO OT MOTPEOUTEIHUTE ChIbPIKAHUE Ca II0-
W3pa3CHU B peKiiamara Ha XOTEJIHEePCTBOTO, KOETO MPSKO BIUSEC BBPXY
HelHaTa eekTHBHOCT. KaTo 151710, pekiaMaTta Ha TOCTONPHEMCTBOTO
ce (Qoxycupa BBpXy Ch3AaBaHETO Ha EMOIMOHAJIHA BPB3Ka,
W3MO0J3BaHEeTO Ha IHUMPOBU MIaTGOpMU M MPIKOTO BIUSHHE BBHPXY
pellicHHsATa Ha TMOTPEOUTENUTE B KOHTEKCTa HA IIbTYBaHE W
MMPECIKUBABaAHUA.

2. Ilen 1 n3ciaea0BaTECKH 3a1a4H

OcHoBHara 11eJ1 Ha IMCEPTAMOHHUS TPy € Ja Ce M3CJIe/BaT,
AHAJIM3UpPAT U CUCTEMATHU3NPAT CHIICCTBYBAIUTEC PCKIIAMHUA MOJICIIN U
Ha Ta3W OCHOBA uUpe3 TAX Ja ce pa3paboTH KOHIENTyalleH MOJEN Ha
KOMYHHUKallMiATa B XOTCJIMCPCTBOTO, CBOGpaSCH C TIPUHOUIIMTE Ha
HWKOHOMHMKATa Ha MPCXKUBIABAHUATA, C HOBATa AUTUTalIHA PCAJIHOCT U
B3aMMOJICHCTBUATA ¥ (DOPMHU HA HHTEPAKIIMSA, KaTO CE€ B3eMaT IPEABHUL
TEOPETUYHNUTE OOOCHOBKM Ha pPEKIaMHATa JEHHOCT, HArllacCHTe Ha
TYPUCTUTE U YIPABJICHCKUTE IIPAKTUKU B XOTCJICKUTE IMTPEATIPUATHSA.
3a mocTuraHe Ha MOCTaBEHATa LIEN Ca MOCTABEHHU CIIEAHUTE OCHOBHH
3aJ1auu:
1. Jla ce aHaim3upaT TEOPETHYHUTE MOCTAHOBKHM 3a peKjamara u

pEKIaMHHTE MOJIEIH.



2. Ha ce cucreMaTH3UpaT OCHOBHHTE MOJCIH Ha PEKJIAMHO
BB3ACUCTBHE U KOMYHHUKAIIHS.

3. Ma ce u3cneaBar KOHUENIUUTE HA OCHOBHUTE BUIOBE MAapKETHHT
U TAXHOTO OTpaKEHHE BBPXY peKIaMHaTa KOMYHHKAlUs B
TypHU3Ma U XOTEJIUEPCTBOTO.

4. Jla ce mpoBejie eMIMPHYHO U3CIIEBaHE, BKIIOUBALIO aHAIU3 Ha
PEKJIIaMHOTO MPHUCHCTBHE HA XOTEIWTE W aHKETHH MPOYYBAHUS
Cpell  XOTEJCKUTE MEHUIKBPH M TYPHCTH-PCHUIHMEHTH Ha
PEKIIaMHU MOCIIaHHUSI.

5. [la ce aHamM3MpaT pe3ydTATUTE OT IPOBEACHUTE NIPOYUYBAHUSA U
Jla c€ YCTaHOBIT OCHOBHHUTE XapaKTEPUCTUKU M MPOSBICHUS Ha
PEKIIaMHUTE MOJEIH B XOTEIIHEPCTBOTO.

6. Jla ce U3BBPIIM CHIIOCTABUTENIEH aHAIN3 MEXy IJIeHaTa TOUKa
Ha XOTEJCKHTE MEHHUKBPU W TYPHCTUTE C MLEI EMITUPUYHO
MOTBBPKIABaHE HA PEKIIAMHUTE MOJICIIH.

7.  Ha ce uaeHTUGHUIMPAT CIEHU(UKUATE U B3AUMOBPB3KUTE MEKIY
OTJCTHUTE pPEKJIaMHM MOJIEJIH B KOHTEKCTa Ha XOTeJcKaTa
KOMYHHKAIIUSI.

8. Jla ce pa3paboTH KOHLENTyaJleH MOJENT Ha peKjIaMHara
KOMYHHUKAIIMS B XOTEJIIMEPCTBOTO U JIa CE MO3UIIHOHUPA MICTOTO
Ha PEeKJIaMHH MOJIENIN B Hesl.

3. O0exT U npeAMeT Ha U3CJIeABAHETO

Obekm na wu3cnedeanemo € peKIaMHaTa JAEHHOCT B
XOTEJIMEPCTBOTO ~ KAaTO  4yacT OT  CJOXHAaTa  MAapKEeTHHIOBa
KOMYHHKAIlUOHHA CHUCTEMa B TYPUCTUYECKUTE MNPEANPHUSITHUS.
OOXxBaThT € MOCTaBEH B YCIOBHUITA Ha HapacTBallla KOHKYpPEHIHMS,
JIUTUTAIH3AIMS, TKOHOMUKATa Ha MPEKUBIBAHUATA U YTBBPK/IaBaHE
Ha HOBU (hOpPMU Ha MHTEPAKIMs B OHJIAlH 11atdopmure. IIpeomem na
u3cnedeanemo ca pPeKIaMHUTE MOJENU B XOTEIMEPCTBOTO, TAXHATA
CTPYKTYpa, XapaKTEPHCTHUKH M NPOSBICHHE B KOMYHHKallMOHHATA



cpcaa, pasriieAaHn OT TJICAHA TOYKa Ha YIPABJICHCKHUTE PCIICHUA U
BB3NPUATUCTO HA TYPUCTHUTE.

4. N3cnenoBaTelicKa Te3a

B ycnoBusatra Ha 3acuieHa KOHKYPEHIIMSI M DPa3BUTHUE Ha
MKOHOMUKATAa Ha IPEKUBSIBAHUATA TPAAUIIMOHHUTE PEKIAMHU MOJCIN
B XOTEJIHEPCTBOTO MPOMEHST YacT OT CBOsATa €()eKTUBHOCT, KaTO CE
MPEHAcOYBAT KbM HOBHM PEAHOCTH B AUTUTAIHA cpela. Y CTOMYMBO
KOHKYPEHTHO TPEIUMCTBO B XOTEIHEPCTBOTO CE€ IIOCTUra Ype3
WHTErpUpaHe Ha HOB BUJ PEKJIAMHO ChAbP)KAHHE, aKIICHTUPAHE BBPXY
U3KUBSIBAHUS, KAaTO T€ CE€ HHTETPUPAT B PEKIAMHH MOJCIH,
ChOOpPa3eHU €IHOBPEMCHHO C YIPABICHCKUTE TIPAKTUKH MU C
MOTPEOUTEIICKUTE HArJach Ha TYPUCTUTE.

5. MeT0a0J10rusi HA M3CJIeABAHETO
Merogonorudara Ha JUCEPTALMOHHUS TpyJ € H3rpajieHa BbPXY
KOHIICIIIUATA 3a U3BCXKIAHC U eMHI/IpI/IT-IHO Bam/mnpaHe Ha KOHerTHO
neuHUpaHU PEKJIaMHH MOJICIIH B XOTSJIIMEPCTBOTO, KATO M3CJICIBAHETO
WHTETPUpa TEOPETHYEH aHAIIN3, KOJMYECTBEHO MMPOyYBaHE U KaueCTBEHA
WHTEpIIpeTaliss B pPAMKUTE Ha CMECEH H3CIEAOBATEIICKH U3aiH.
OcHOBHaTa METOJIOJIOTUYHA JIOTHKA C€ ChCTOM B TOBa IBPBO Ja OBAAT
KOHIENTYyaIH3UpaHN PEeKIIAMHUTE MOJIENH Ha 0a3aTa Ha JTUTEpaTypHHS
TIperJie, Cael KOeTo Te 1a ObJaT ,,HAIOKEH! * BbPXY pealiHaTa MPaKTHKa
ype3 U3CieIBaHe Ha ABE MEPCIEKTUBU — Ta3U HA XOTEJIICKUTE MEHUKbPU

Y Ta3u Ha TYPUCTHUTE U MOTPEOUTEITHUTE.
B Teopernunus eran ype3 METOIUTE HA aHANU3, CUHTE3, CUCTEMEH
W CPaBHHUTEJEH IOAXOJ[ ca 000COOCHHU CIICIHHUTE PEKIIAMHU MOJIEIH B
XOTEJIMEPCTBOTO: PEKJIaMEH MOJEN Ype3 TPAAUIHMOHEH MAapKETHHT
(yyactuss B TYPUCTUYECKH W3IIOKCHUS, PEKJIaMH B CHEIHATU3UPAHU
CHHCaHUs, TAPTHROPCTBA C TYPUCTHUYECKU arceHIUH), PEKJIaMeH MOJIell
ype3 TEIEeBU3MOHHA pEeKJIaMa, pEeKJIaMeH MOJEeNI upe3 JTUTHTalleH
MapKEeTHHT, PeKJIaMEH MO/IEN Ype3 MAPKETHHT Ha ChIIbPXKAHUETO (CTaTUH,



OJIOTOBE, BUJCOKJIMIIOBE, BU3YyaJIHO TPEJCTaBIHE HAa XOTela |
NPSKUBSABAHUATA),  pEKIaMEH  MOJENT  4Ype3  MAapKeTHUHT  Ha
B3aMMOOTHOIIICHUATA (JIOSUTHOCT, TIEPCOHATM3UPAHU O(DEPTH, TUPCKTHH
KOMYHHKAIIMH), PEKJIAMEH MOJIEN Ype3 WHTCPaKIUs (COLMATHH MPEXKH,
KaMITaHWW, OT3WBH, 4Yar-00TOBE, aHKETH, JBYIOCOYHA OHJIANH
KOMYHHKAIIHsI) ¥ pEKJIaMEeH MOJIe] Ha HH(IIYCHChP MapKETHHT.

Bceku oT Te3w Mojenu € KOHIENTYaIHO JehUHHpAH upe3 TpH
OCHOBHM H3MEPEHHUS: KOMYHHUKAIIMOHEH KaHaJ, THUIl Bb3JACHCTBHE
(KOTHUTHBHO, EMOITMOHATTHO, TTOBEACHYECKO) U CTETICH Ha aHTAKUPAHOCT
Ha notpeduTens. EMIupuyHOTO H3caeaBaHe € pealu3upaHo Ype3 CMECeH
METOAOJOTHYCH TOIX0/I, B KOMTO KOJTUYECTBCHUAT KOMIIOHEHT € BOJCIII,
a KaueCTBEHHUAT WMa JOMbJBAIlla W WMHTEPIPETATUBHA (DYHKIIHA.
[MpunoxkeH e cpaBHHTENIEH W OOSCHUTEJICH HM3CIEIOBATEIICKU TU3AiiH,
MO3BOJIABAl]  MAapajieIJHO  HW3cJelBaHe Ha  yIpaBileHCKaTa |
norpedurenckara nepcrektuBa. [IpoBeeHN ca JIBe CTaHIApTU3UPaHH
AHKETHHU TPOYYBAHUS — IMBPBOTO CPEJl XOTEJICKH MEHHUIKBPHU, BTOPOTO
Cpel TYPHCTH U ITOTPEOUTENH HA XOTEJICKU YCIYTH.

Bcska enna aHkeTHa KapTa € CTPYKTypUpPaHa Taka, 4€ BCSKA JIBETE
TPYIH PECTIOHICHTH Ja OIICHAT CTENIEHTa Ha U3II0JI3BaHe, Bh3preMaHaTa
e(eKTUBHOCT W BIHSHUETO BBHPXYy H300pa Ha XOTEI Ha BCEKH OT
neduHUpaHUTEe pekiaMHU Mojend. [Ipum MeHWIKBpUTE ce u3MepBa
YecToTa Ha TpuiaraHe, CTpaTermyecka 3HAYMMOCT M O4YaKBaHa
BB3BPBIIAEMOCT, JOKATO MPH TYyPUCTUTE CE€ H3CIEABAT CTENeH Ha
BB3IpHUEMAaHE, JOBEPHUE, Bb3ICUCTBIE BbPXY HAMEPEHUETO 3a pe3epBalus
U peasiHO TIOBEICHUE.

KonuyecTBeHUAT aHanW3 BKIIOYBA JECKPUIITUBEH AaHAIM3 Ha
PECIIOHJICHTUTE 3a YCTAHOBSIBAHE Ha €(PEKTUBHOCTTA HAa BCEKU PEKIIaMEH
MOJEJI, aHAIM3 32 OMNpEACNsIHE Ha BPB3KUTE MEXKIY PEKIAMHOTO
BB3JICHCTBHE W TOTPEOUTEIICKOTO MOBEIEHUE, KAKTO M OIICHKa Ha
pa3IMyHUTE MOJENU. YCTaHOBABA C€ KOM PEKIaMHM MOJAENIHM HMaT
3HAYMMO BJIHSHHE BEPXY n300pa Ha xoTen. KauecTBeHUAT KOMIIOHEHT ce



peanusupa 4ype3 MHTEPIPETATUBEH aHAIU3 HA OTBOPEHUTE BBIIPOCU B
AHKETHTE.

OUHANHYAT €Tall Ha METOJOJIOTUATA BKIIIOYBA CPABHUTEIICH aHAJIN3
MEXIy pe3yJiTaTuTe OT ABeTe aHkeTd. Ha 0a3a Ha eMOupUYHHUTE
pe3yaTaTtd ce pa3paboTBa aBTOPCKM MOJAENT Ha KOMYHHKAlUATa upes3
PEKIaMHH MOJIETH B XOTEIUEPCTBOTO, KOWTO KOMOMHUPA OCOOCHOCTUTE
U BB3MOXXHOCTUTE IMPEJ] IUTUTAIHMUS MApKETUHI, MApKETUHIa Ha
ChABPKAHUETO, HWHTEPAKTUBHUTE WHCTPYMEHTH M MApKETHHIAa Ha
B3aMMOOTHOILICHHUATA, KATO ' 0OBBP3Ba C MPUHIUITUTE HA HKOHOMHUKATa
Ha IpexuBsBaHuATa. 110 TO3M HAYMH METONOJIOTUATA HE CE OIPaHUYaBa
JI0 OIIMCATENIECH aHAJIU3 HA U3IIOI3BAHUTE PEKIIAMHU KAaHAJH, A [103BOJISBA
CTPYKTYPHO H3BEXKJIAaHE Ha MOJEIH, KOETO CThIIBA HAa TEOPETUYHUS
CUHTE3, TAXHOTO EMIIMPUYHO TECTBAaHE, CPaBHUTEIHO HACIOSIBAaHE Ha
TIIEHUTE TOYKA W pa3paboTBaHe Ha TNPAKTHYCCKH TPHIOKHM
CTPATErNYeCKU NHCTPYMEHT 3a ONITUMU3UPAHE HA PEKJIAMHATA ITOJIUTHKA
B XOTEIMEPCTBOTO W  JOCTHIAaHE JO KOHLENTyaJIu3alus Ha
KOMYHUKaIMSITA B XOTEJIUEPCTBOTO 4YpEe3 IPUJIaraHe Ha HU3BEJECHUTE
PEKJIaMHH MOJIEIIN.

6. HayyHa HOBOCT M NPAKTHYECKA NPUIOKUMOCT

Hayunara HOBOCT €, ye OUCEpTALMOHHMAT TPY/ IONPHHACS 32
pasiiupsBaHe Ha HAy4YHHTE 3HaHHMA B OOJIacCTTa Ha peKIaMHarTa
KOMYHHMKallisg B TypH3Ma M XOTEJIHEPCTBOTO, KaTo Ipexasara
CUCTEMATHU3HpaH MOJENIEH NOJXOJ 32 aHaIW3 M pa3BUTHE Ha
pEKIaMHHTE MPAKTUKH B CbBPEMEHHATA TYpUCTUYECKA HHAYCTPHSL.

7. OrpannyeHusi Ha U3CJIEeABAHETO

Brrpexu cTpeMeka KbM MaKCHMadHa OOCKTHBHOCT U Hay4YHa
JIOCTOBEPHOCT Ha pE3yJTAaTUTE, HACTOAUIOTO U3CJIEABaHE HMa
OTpe/IeNICHH OTPaHUYCHHS, KOWTO CjelBa Ja ObJaT OTYETCHU INPHU
WHTEpOpEeTaluiaTa Ha IMOJNydeHuTe pesynratd. Ha mbpBo MscTo,
OTpaHUYCHHUE HA U3CIIEBAHETO € CBBbP3aHO C pa3Mepa U CTPYKTyparta
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Ha W3BaJKaTa B JIBETC AaHKCTHH MPOYYBAHHSA. EMIUPUIHOTO
W3CIe/BaHEe cpel  HoTpeOuTenuTe  (TYpPHCTHU-PEIUINCHTH  Ha
pekiamMara B XOTEIHMEPCTBOTO) € MPOBEACHO Cpejl OrpaHUYCH Opoii
PECIIOHJICHTH, KOSTO MOXKE JIa HE OTpa3siBa HAITbJIHO Pa3HO00pa3UeTo
Ha BCUYKH IMOTPEOUTEIICKH IPYITH HA TYPUCTUYCCKUS MMa3ap.

Ha BTOpO MsICTO, aHKETHOTO TPOYYBAHE CpEA XOTCICKUTE
MEHU/DKBPU BKJIFOUBA IPEICTABUTEIN HA OMpEAeiacH Opod XOTenH,
KOETO CBIIIO OrpaHHYaBa BH3MOXKHOCTTA 33 ITBJIHO 00O0OIIaBaHE Ha
pe3ynTaTUTe 3a LsIaTa XoTelIcKa HHAYCTpuda. PaznuuusTa B Mamaba
Ha XOTEJIHTE, TSAXHATa KATEropus, MECTOINOJIOKCHHE U Ta3apHa
OpHCHTalMsA MOrar naa OKa3BaT BJIUAHUC BbBPXY H3MOJI3BAHUTE
pEKJIaMHHM CTpaTeruu. TpeTo orpaHUuYCHUE € CBbP3aHO ¢ JTUHAMHYHUS
XapakTep Ha MapKETHHIOBaTa M peKJiaMHaTa cpefia. bbp30To pasButue
Ha JUTATAIHUTEC TCXHOJOIMU W IOsABaTa HAa HOBH KOMYHUKAIMOHHUN
KaHaJM MOraT Ja JIOBEIaT JO IMPOMEHH B PEKIAMHUTE MPAKTUKU B
CPaBHHTEIIHO KpaThK Iepuoj oT BpeMe. [lopaau ToBa, MpeyioKeHUTE
pEKJIaMHM MOJICNIM CJIe/IBa Jia Ce pa3dupar KaTo OTBOPEHA CHUCTEMa,
KOATO ITO3BOJIABAa KOHICHITYAJIU3UPAaHC Ha HOBU, ITOCJICABAIIIN TaKUBa.

JIOITBTHUTEITHO OTpaHrYeHHE IPOU3THYA OT (PaKTa, 4e 9acT OT
chOpanara nH(pOpMAIUs Ce OCHOBaBa Ha CyOEKTHMBHATa OIlEHKa Ha
PECIIOHICHTUTE, KOETO € XapaKTepHO 3a aHKeTHUTe METOIU Ha
v3cnenBaHe. BBIpPeKH TMOCOYEHUTE OTrpaHUYCHUS, TOJYUYSHHTE
pe3yNTaTH TPEAOCTaBAT IleHHa HWH(OpPMANHWs 3a CHCTOSHHETO Ha
peKIaMHaTa IeHHOCT B XOTEIIMEPCTBOTO U IMO3BOJISIBAT JIa CE HATIPABSIT
000CHOBaHU W3BOJM OTHOCHO MPHUJIOXKUMOCTTa U €()eKTUBHOCTTA Ha
Pa3IUYHUTE PEKIAMHHA MOJIEIN

ArmpoOarusTa Ha pe3ylNTaTHTe € OCBIIECTBEHA Ype3
nmyOnuKkyBaHe Ha | Hay4yHa cTaTWss B HMHJSKCUPAaHO H3JaHHE B
yyKOWHA, M 3 HAyYHHU J0KJIaaa B brirapus.
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II. CTPYKTYPA U CbAbPKAHUE HA IUCEPTAIITMOHHUSA
TPY ]

1. Cmpyxkmypa na oucepmayuonnus mpyo

JucepTaiuoHHHUAT TPyA € ¢ 001 odeM oT 197 cTpaHMIu U € CbC
CIIEIHOTO ChABPIKATENHO pasnpenencuue: YBoa (9 crp.), [IspBa rnasa (
46 ctp.), Bropa rnasa (73 ctp.), Tpera rnaBa (55 ctp.) 3axnroueHue (3
cTp.) 1 usnon3panu uzrounuim (12 crp.). [IpeacraBena e aexnaparus 3a
OpUTHHAIHOCT U aBTeHTHYHOCT (1 cTp.). KpM mucepranmonnus Tpyn ca
u3roTBeHn 4 mpwioxeHus.. WHpopmaumsTa B OucepranusTa €
Bu3yanusupana B Tpu (3) ¢urypu, asagecer u eana (20) tabmuuwm,
tpuHaaecet (13) quarpamu. CnuchKbT Ha U3IOJI3BaHATA JUTEPATypa ce
CBCTOH OT JIeBETACCET U YeTHpH (94) U3TOUHUKA, OT KOUTO ABAHAICCET
(12) — Ha kupwIUIa M OCeMeceT U iBa (82) — Ha TaTUHUIIA.

2. Cvovprcanue Ha OuUCepmMAYUOHHUA MPYO

CpabprKaHeTO Ha TPy/a € MPEeICTaBEHO KaKTO CIIE/Ba!
Jexnapayus 3a 0puuHaAIHOCH U 00CHOGEPHOCI
Cnucvk Ha madoauyu u guzypu

YBox

I'naBa mppBa. TeopeTM4HM OCHOBM HAa PpeKJIaMHATA [E€ilHOCT.

CBHIHOCT clelu(pUKa HA TYPUCTHYECKATA peKjIaMa B HHAYCTPUSTA

HA XOTeJIHEePCTBOTO

1. T'eHe3uc Ha pekjamMHaTa JEHHOCT M CBHUIHOCT Ha peKJIaMHara

KOMYHHKAIMA B TypU3Ma

2. BuaoBe pekiiaMHa IeHHOCT U crielugpuka

3. XapakTepHU 0COOCHOCTH M Pa3BUTHE Ha pPEKaMa B XOTEIUEPCTBOTO

4. BugoBe MapKeTHMHI W TAXHOTO NPOEKLUUOHHO BIUSHHE BBPXY

pexsiamara B XOTeJIUEPCTBOTO

I'maBa BTOpa. TeopeTHKO-NPHIOKHH MOJEJM M CTpPaTeruu 3a
ONTHMHM3HPAHE HA PEKJIAMHO Bb3IeHCTBHE. O0COOCHOCTH
XOTEJHEPCTBOTO

1. EBomtonius oT nuHEHA KOMYHHUKAIIAA KbM JUTATAITHA HHTSPAKITUS B
TypU3Ma
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2. ®dakTopu BB3ACUCTBAIIA BBHPXY €(DEKTHBHOCTTA Ha PEKIAMHHTE
MOJIEJIN B XOTEITHEPCTBOTO

3. Tpuanata Ha rOCTONMPUEMCTBOTO KAaTO CHHEPTUs MEXKAY PEKIaMHU
KOMITOHEHTH, CTPATEruK U MOJICIIU 32 PEKJIaMUPAHE Ha XOTEIU

4. PexsiaMHU MOZIETTH B XOTEIHUEPCTBOTO

I'nasa Tpera. MeToa0/10rusi M eMIUPHYEH AHAJIM3 32 U3BEKAAHE HA
PeKJIaMHU MOJeJIM B TypU3Ma

1. MeTonmoorndex noaxod U IW3aifH Ha H3CJIeABAHETO
2.IlpensaputenHo Ka4eCTBECHO-KOJIMYSCTBCHO HU3CIICIBaHE Ha
PEKJIAMHUTE IPAKTUKU B XOTEITUEPCKUS CEKTOP

3. AHanu3 Ha peKJIaMHHUTE KOHCTAaHTU B MPUCHCTBUETO HA PEKIIAMHHUTE
JIEMHOCTH B XOTEIUEPCTBOTO

4. EMOupu9HO TTpOyYBaHe, aHAJU3 U OLICHKA Ha PEKIaMHHUTE MOJICII Ha
0a3a aHKETHOTO NIPOYYBaHE CPEJl XOTEICKUTE MEHUDKbPH

5. EMnupudHoO npoy4yBaHe, aHaJIW3 U OLICHKA Ha PEKJIAMHUTE MOJIEIH Ha
0a3a aHKETHOTO MPOYYBAHE CPell TYPUCTU-PCLUITUCHTH Ha PEKIaMHU
CHOOLICHUS

6. CpIOCTAaBUTEJIEH aHANIN3 HA PE3YNITATUTE OT JBETE U3CICABAHUS

7. EMIIMpUYHO U3BEXIaHE U XapAKTEPUCTUKA HA PEKIAMHUTE MOJEIIN B
XOTEIUEPCTBOTO

3akiouenne
Bubanorpadcku u3ToUHAIM
Hpunoxenus

I1I. CAHTE3UPAHO U3JIO)KEHUE HA JUCEPTALIMOHHUS
TPY]L

ITbPBA I'/TABA. TeopeTH4HH OCHOBH HA PEeKJIAMHATA JeHHOCT.
ChuiHocT cienuduka HA TYPHCTHYECKATa peKJIaMa B MHAYCTPUATA Ha
XO0TeJINePCTBOTO

B mppBa rmaBa ca pasrieaHu TEOPETUYHUTE OCHOBH Ha peKjamMHara
JIEeHHOCT, KaTo € ouepTaHa cueundukara i B xoreauepcTBoTo. Ilpeacrasenn
ca KIIIOYOBHUTE KOHIIEMLMH, HCTOPUYECKOTO pA3BUTHE HA IOHATUETO



13

,,Ka4eCTBO", BOJEIINTE YMPaBICHCKH MOJEIH U TAXHOTO TMPHIOXKCHUE B
KOHTEKCTa Ha XOTeJcKara MHIAYCTpus. [J1aBaTa W3rpaxkaa TeopeTHYHATa
pamka, BbpXY KOSITO CThIIBA JUCEPTALUOHHUAT TPY/I.

Ilaparpag 1 ,I'eHe3nc Ha pexyjaMHaTa AeHHOCT U CHUIHOCT HA
PeKJIaMHATA KOMYHUKAIMSA B TypU3Ma“ ce W3Cle[BaHa eBOJIOUMATA HA
peKiIaMaTa KaTo MKOHOMHYECKHM W couualieH ()eHOMEH, KaTo € H3BecHa
HelHaTa CBIMHOCT Ype3 CPaBHUTENCH aHalW3 Ha BOJACIM AeHUHHUINH.
PexiamaTa ce pasriexna B IIMPOK U TECEH CMUCHJ. AKIEHTHpPA C€ BBPXY
cxBalaHusaTa Ha JlypankeB 1 AMepHKaHCKaTa pekiaMHa acounanus (AAA)
3a HeHaTa HEMEePCOHAIHOCT U IUIATEHOCT, KaKTO M BbPXY KOHLIEHIHUATA HA
Knox XomkuHe 3a pekiiamMara KaTo ,,yMEHHE Ja ce mpojaBa’. CreruaiHo
BHUMaHUE € OTJeNieHo Ha neduuunusta Ha Joranos u [andwu, cnopexn kosito
peKiIaMaTa € KOHTPOJIMPYEMO Bb3ACHCTBHIE, YIPAXKHSIBAHO OT SIBEH U3TOYHUK
Ype3 MacOBUTE KOMYHHUKAIMU. Bb3 OCHOBa Ha pETPOCHEKTHBEH aHAIU3 ca
CHCTEMAaTH3UPaHN YETHPH OCHOBHH IEPUOJa B Pa3BUTHETO Ha pPeKJIaMHATa
neitHoct. OOOCHOBaHa € poJsiTa Ha peKilaMara KaTo KIIIOYOB €JIeMEHT B
MapKeTUHroBusl MUKC. [lopanu HemaTepuanHus XapakTep Ha TYPHUCTHIECKUS
NPOJIYKT, C€ MoI4epTaBa HEOOXOAMMOCTTA OT creln(UIHA TICUXOJIOTHYECKA
eKCIepTH3a U BU3yaJIHO IpejacTaBsiHe. Pasrienanu ca MHOBaTHBHU IOAXOIH
KaTo KOHIIEuUsATa 3a ,tryvertising® (Lei et al., 2020), kosT0 TpaHchopmupa
XOTeJICKaTa cpela B KaHajl 3a JUPEKTHO H3MpoOBaHE Ha MNPOAYyKTH. B
3aKIIl0YeHue maparpadybT MO3ULMOHMpA PEeKJIaMHaTa KOMYHHUKAIHMS KaTo
MHCTPYMEHT 3a M3rpaJaHe Ha ABITOCPOYHU M PEHTAOMIIHM OTHOLICHUS
MEXIY TYpUCTHYECKAaTa KOMIIAHUS M TOTPEOHTENs, MHTETPUPAKH 5 C
ocraHanute eneMeHTH Ha mukca (PR, nmunm nponaxOu u HacbpuaBaHe Ha
IpOJAXKOHTE).

Peknamara ce nepuHHMpa KaTto HeNEpCOHAJHA, OMOCPEACTBaHA U
OOMKHOBEHO IJIaTeéHa KOMYHHKAalusi, HacoueHa KbM creuu@uyuHa IeneBa
ayauropusi (KJIMEHTH, TEPCOHaJl WJIM KOHKYPEHTH) C OCHOBHA LEl
yOexnaBaHe W IIOCTHIaHe Ha MNpoaaxOu. B crpatermuecku minaH T
M3IBIHIBA KIIOYOBM POJIM 3a OW3HEca, KaTo TeHephpa OCBEIOMEHOCT,
mudepenuupa OpaHga 4Ype3 YHHKaJHH [OpeAuMcTBa U (opmupa



14

NOTPEOUTENCKUTE BBIMPUATHS 4Ype3 EMOLMOHATHH W BH3YAIHH NPHU3UBH
(Qadar et al., 2022).

Ilaparpa¢ 2. ,,BugoBe pekgamMHa JeiHOCT W cHenMpuKa“
OOxBaThT Ha pekjamara BKIIOYBa KOMIUIEKCHA raMa OT JACHHOCTH — OT
(yHOaMeHTaTHH TOpPOYYBaHUS Ha TOTPEOHUTENCKOTO TMOBEICHHE |
CTpaTEeTHUYECKO IUIAHMpaHe A0 KPEeaTHBHO pa3BUTHE W TMPOW3BOJICTBO Ha
ceabppkanue. Criopen Srivastava (2020), To3u 00XBaT € AMHAMUYHA CUCTEMA,
KOSITO HEMPEKBbCHATO C€ PA3IIUpsBA Ype3 MHTETpUpaHe HAa HOBU MEAMUHH
kaHanu. [IponiechbT 3aBbpIBa ¢ MpeU3Ha OLIEHKA U ONTUMU3AIHS, Oa3upaHu
Ha aHAJIMTUYHU TI0Ka3aTeNld, KOETO MO3BOJISIBA HA PEKJIAMHUTE MMOCIAHHS 12
ocTaHat eeKTUBHH B yCIOBUATA HA TEXHOJOTHYHA TpaHCHOpMAITHSL.

B cBosTa KOHIeNTyajgHa CBITHOCT peEKJIaMaTa TpeCTaBIsABa
CTpaTeTUYCCKa MAPKECTHUHIOBa KOMYHUKAIUA, YUATO LCIT € Oa I/IH(I)OpMI/Ipa,
yOexxaBa W BIWsC BBPXY HArjlaCUTE Ha IIeJieBaTa ayauTopus. 14
(yHKIMOHUpA KaTo CTPYKTYpHUpaH mpolec 3a JIeduHHpaHe Ha OpaHz
WJICHTHYHOCTTa M CTUMYJIMPaHE Ha ThPCEHETO Ype3 Pa3uiHU KaHAIW KaTo
TCJIEBU3UA, paauo, re4yaT U AUruTajidu HJ'IaT(i)OpMI/I. E(beKTI/IBHOCTTa Ha Ta3u
KOHIICTIIIMS C€ KOPEHH B CIOCOOHOCTTA ¥ Jia TPEBpPbhINA MOTCHIUATHUS
UHTEpEC B KOHKPETHO INOTPEOMTENCKO AEHCTBHE WIM TpaifHa MpOMsHA B
OTHOIICHHETO KBbM MpPOJYKTa. YCHENIHAaTa pPEeKJIaMHA KaMIaHUs W3WCKBa
IBI00K0 pa3OupaHe Ha KOHKYPEHTHAaTa cpella M KpPeaTHBEH IOAX0J1 KbM
BU3YQJIHHS AM3aiH U MTOCIaHUATA, KOUTO MOTAT J1a BApUpaT OT PalliOHATHO-
MH()OPMATHBHU JI0 eMOLIMOHAITHO-3a0aBHH.

Knacudukamusita Ha pekIaMHUTE BHAOBE Ce€ Ompenens OT
M3MO0JI3BAaHUTE MEIUMHN KaHaJIH, 00XBaIllalKy KaKTO TPaAWLIUOHHHU (HOPMHU
(nmeuartHa, eupHa, BHHIIHA peKJIaMa U JUPEKTHA TIOIIA), TAKa 1 CbBPEMEHHH
JUTUTAJTHA ¥ HEKOHBEHIIMOHATHH MOIXO/IH.

B cwBpemenHata MeauiiHa MpakTUKa ce HaOJronaBa 3acuiieHa
TEHIEHIM KbM HETPaIUIMOHHM (OpPMH Ha MO3ULUOHUPAHE, KaTo
MHTErpupaHe Ha OpaHAoOBE B PUATUTH (HOPMATH Ype3 CIIOHCOPCKH MAKETH U
NPOIYKTOBO BrpaxkaaHe. Te3n METOAM MO3BOJISIBAT Ha PEKIaMOIaTeNIUTe aa
n30erHaT pexjJaMHaTa HACUTEHOCT U Ja BIUIETAT CBOMTE TOCJIAHUS JUPEKTHO
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B CBABPKAHHUETO, 0 KOETO ayIUTOpUsATa UMa BUCOK adUHHUTET. Bbmnpeku
TOBa, OCHOBHUTE HEJOCTATHIM Ha TEJIEBU3MOHHUS KaHAJI OCTAaBAaT BUCOKAaTa
ce0eCTOMHOCT Ha PEKJIAMHOTO BPEME U CPaBHUTEITHO MO-TPYAHATA CEJICKLIUS
Ha CTPOro cnenn(UIHY LENeBU TPYIH B CPABHEHUE C AUTHUTATHUTE MEINH.

[TapanenHo ¢ pa3BUTHETO Ha TPAAWIMOHHUTE KaHalIW, WHTEPHET
TpaHchopMHpa  peKJaMHaTa  TapagurMa,  Opeajaraiku — BHCOKa
MHTEPAKTUBHOCT M  BB3MOXKHOCTH 332  HM3TpaXKAaHe Ha  TpalHH
B3aUMOOTHOILCHHS C TOTPEOUTEIHTE.

IMaparpad 3 ,,XapakTepHu 0c00€eHOCTH U Pa3BUTHE HA peKjaMa B
X0TeqnepcTBOTO”  CBUIHOCTTa Ha peKilaMara B XOTEJIHEPCTBOTO Ce
JnehuHUpa Ype3 HeWHUS KOHTPOIHMPYEM U yOeXJaBalll XapaKTep, HACOYCH
KBbM IMTOCTUTaHE Ha U3MEPUMHU THPTOBCKH pe3ynTatu. KaTo kio4oB enemMeHT
Ha MAapKETUHTOBUTE KOMYHHKAI[MHM, TS OIEpHpa Ype3 HEeNepCOHATHO
BB3/ICUCTBUE BbPXY MAacCOBU ayAUTOPUH, U3IOJI3BANKYU PA3NMYHUA MEIUNWHU
kaHau. OCHOBHATa ¥ poJis € 1a TpaHcPopMupa HHPOPMAIHSITA B MOTHBALIHS
3a TMOKyNKa, KaTo CBIIEBPEMEHHO TIO3BOJISIBA HA peKJIaMojaTeNs Ja
yIpakHsABa IIBJIEH KOHTPOJ BBPXY ChABPKAHUETO W HAYMHA Ha IIpelaBaHe
Ha TIOCTIaHMeTO. B KOoHTekcTa Ha CHhBpPEMEHHHUS Ma3ap, MapKETHHTOBHUTE
KOMYHHKAIIMH B TypH3Ma IeJISAT YCTaHOBsBaHE Ha e(DeKTHBHA BPB3Ka MEKIY
MpojiaBad W KymyBad 3a MOCTHTaHe Ha J00aBeHa CTOWHOCT W JIOSUTHOCT.
PexitamaTa urpae pemasaiia poisi 32 OTIMYABAHETO HA XOTEJICKUS MPOIAYKT
B YCIIOBHS Ha BHCOKa KOHKYPEHIHUS, KaTo o(opMs MOTPEOUTENCKHUTE
BB3NPUATHA ¥ CTUMYJIHpa IO3HaBaeMocTTa Ha Opanma. Tsa e pemaBain
KOMIIOHEHT 3a ycliexa Ha JeCTUHALMUTE M TYPUCTHUECKUTE OOEKTH, KaTo
WHTETPHpa CTPATETUIECKH IEJIN 3a IPUBIIUYAHE U 3aIbp)KaHe Ha TYPHUCTH.

PexitamaTta QyHKIIMOHMpA B TSICHA CUHEPTHS C OCTAHAIMTE CIIEMEHTH
Ha KOMYHHMKAallMOHHUS MHKC: BpB3KH ¢ oOmectBeHoctta (PR), muuHm
nponax0u W HachkpuaBaHe Ha mpoaaxoure. [lokaro PR m3rpaxna oOmus
MOJIOXKHUTENIEH UMUK, peKiaMaTa MOJKPEIlsl TO3U MPOLEeC Ype3 KOHKPETHH
nocianus. TS e Hal-TACHO OOBBbp3aHa ¢ HAChPYABaHETO HA MPOJAKOUTE,
CIIy)KEWKH 3a TAXHA JUPEKTHA NPEINOCTaBKa, M IOANOMAara JIMYHHUTE



16

npojaxkOW, KaTo TOBWIIABA MPEIBApUTETHOTO JAOBEpHE Ha IeieBaTa
ayJIUTOpHs B MpeATaraHus TypUCTUYECKH MPOAYKT.

OyHKIMOHATHUAT O0XBaT Ha pekjiaMaTa B XOTEIHUEPCTBOTO ce
knacupunupa B~ WUKOHOMHYECKH,  COLMAHH,  MapKETHHTOBH |
KOMYHHKAIIMOHHU HampaBleHUs. XOTeJICKaTa yciyra ce (opMHpa B PEalHO
BpeMe W € CWJIHO 3aBHCHMa OT 4YOBeWKHsA (pakrop, 3aTOBa W HEHHUTE
BB3ACUCTBUSL ca W3MEPUMH E€AMHCTBEHO Ha To3u ¢oH. OHarjieneHara
B3aUMOBpPB3Ka € Tpe/icTaBeHa BbB Qurypal:

A
Nudopmupane
’_:
VY6exnaBane
A
' BausiHue Bbpxy
—
T BB3IPUATHUATA HamoMHsiHe
DYyHKIHH '

Cp3naBaHe Ha
IOIIBJIHUTEIHA
oJi3a

@uzypa 1 OchosHu ¢yHkyuu Ha pekiamama 6 xomenuepcmsomo (Mnadenosa u [umosa,

2009)

Kakro ctaBa BUmHO OT Tabnumara, GOKyChT Ha peKiiaMHaTa JIeHHOCT B
XOTCJIUEPCTBOTO HE € BbPXY KOHKPETHUTE MPCIIIOKCHUA U CTOMHOCTTA Ha
CaMOTO HaCTaHsABAHC, aMH Ts TpSIGBa TOYHO Ja MpeACTaBsa NpECIjlaraHuTe
YCIIyTH U y100CTBa, 1a U30srBa MOABEXK AN TBBPJACHUS U J1a ce (OKycHupa
BbPXY HEMaTEpUAIIHUTE acCleKTH Ha TOCTOINPUEMCTBOTO KaTo arMocdepa u
obcy>)kBaHE Ha KITHECHTH.

Iaparpad 4 ,,BugoBe MapKeTHHI ¥ TAXHOTO NMPOEKIIMOHHO BJIUsIHIE
BBPXY peKJiaMaTa B XOTEJHEPCTBOTO® BbBEXKIA B TeMaTHKaTa d4pe3
pa3BUTHETO Ha MapKeTuHTra. LleHTpamHO MSCTO TYK 3aeMa AMCKyCHsATa 3a
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MOJIBUJIOBETE MAPKETHHI M TSIXHOTO KOHKPETHO BB3JICHCTBUE BBHPXY
PEKIaMUPAHETO B XOTEINEPCTBOTO. Tpaduyuonnuam mapkemunz o0Xpaia
B3aMMOJICHCTBUATA B MapKeTUHroBUS MHKC (4P) m ce neduHupa Kato
OCHOBOIIOJAraia, HO OrpaHHYeHa paMKa, KOATO B KOHTEKCTa Ha
CBbBPEMEHHOTO XOTEJMEPCTBO ce€ pasmmpsBa 10 Moaena 7P. llopamu
HEMAaTCPUATHUS XapaKTep Ha TYypUCTHYECKATa YCJIyra, KbM KJIACHYCCKHUTE
CIEMEHTH Ce JI00aBIT TMEPCOHAIBT, TPOIECUTE U  (PU3NYCCKUTE
JoKazaresncTBa. Tasu eBomonusi mpeHacoyBa (oKyca OT mpojakOara Ha
KOHKPETEH NMPOAYKT KbM MapKeTHHIa Ha MPEKUBIABAHUATA, KBAETO LICHATA €
WHJMKATOP 3a KayeCTBO, a JUCTPUOYLHATA W TPOMOLMATA Ca H3ISI0
JAUTUTAJIIN3UPAHU U UHTCPAKTUBHU.

B cpBpemenHaTa pexiaMHa mapaaurma nepcoHarbT ce YTBBPKIaBa KaTo
KJIIOYOB HOCHTEN Ha KadeCcTBOTO, a (U3MYECKUTE [0Ka3aTesicTBa H
CEH30PHUAT MAapKETHUHI Ch3JaBaT €MOIMOHAIHA BpPB3Ka C KJIHEHTA OIIEe
npenu notrpedieHuero. Ilporecure ce ONTUMH3UPAT YpE3 TEXHOJOTHYHU
pelICHUs, KOUTO MUHHUMH3MpAT HECUTYPHOCTTA MPHU MOKyNKa. B pesynrart
pekiamMara B Typu3Ma ce TpaHchopMupa OT 4YHUCTO HHGOPMAIMOHEH
WHCTPYMEHT B KOMIUIEKCHO CPEICTBO 3a aHTaXHpaHe, KOETO HHTErpHpa
TPaIUIUOHHUTE TTOAXOI C HOBH KOMYHHKAIIMOHHN MOJIEIH, OpUEHTHPAHH
KbM [EpPCOHAM3ANMSA W ABITOCPOYHA JOSITHOCT. KBM TpaaumuoHHHS
MapKETHHT C€ MIPUYHUCIISABA, 1 ChOTBETHO aHAIHM3HPA - JUTUTAITHUST.

Juecumannusam mapkemunz ce jAeQUHHpPa KAaTO CTPATETHUYECKO
W3IIOJI3BaHE Ha MHTEPHET U ChBpEMEHHHUTE HH()OPMAIMOHHU TEXHOJIOTHH 32
MOCTUTAaHE Ha MAPKETHHTOBH IIETTH Ype3 JBYIIOCOYHA KOMYHUKAIUS, aHATTU3
Ha roJieMu 0a3u JaHHU U B3aUMOJICHCTBHE B PEATHO BPEME.

Kato cnenBan BaxxeH MOABU € OUPEeKmMHuuAm MapKkemunz. JJNpeKTHUSIT
MapKETHHT B XOTEITUEPCTBOTO Cce AePUHHUpa KaTO CTPATETHUs 32 YCTAaHOBSBaHE
HAa IIPSIK, IEPCOHATM3UPAH KOHTAKT C KIIMEHTA, KOSITO B yCIIOBUSATA Ha ,,HOBATa
HOPMAQJHOCT W BHCOKAa Ia3apHa KOHKYPEHIMS CIYXH 32 €(QEeKTHBHO
MIPUBIIMYAaHE HA MMOTPEOUTEICKOTO BHUMaHue. HeroBara poss ce u3passisa B
mpexojila OT 4YHCTO WH(POPMAIMOHHH CHOOIICHHS KbM KPEaTHBHH,
WHJMBHUIyaJlHU PpEIICHHs, KOUTO TIOCTAaBAT B IIEHTHpPa YOBEIIKHUTE
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MOTPEOHOCTH ¥ IICHHOCTH. B CBHBPEMEHHOTO XOTEIHUEPCTBO TO3U IOAXOI
€CTECTBCHO €BOJIFOMPA B MAPKETUHT HAa B3aUMOOTHOIICHHUSTA, KATO U3I10JI3Ba
JUpEeKTHaTa oOpaTHa Bpb3KA OT TYPHCTUTE 33 ONTUMHU3UPAHC Ha
MpeJIaraHeTo ¥ U3TPAXKAaHEe Ha IBJITOCPOYHA JOSTHOCT.

Mapkemunzvm Ha CvOBPIHCAHUEHO B TYpU3Ma U XOTEIHEPCTBOTO CE
JeUHUpa KaTO CTPATETHYCCKH TTOIX0/ 33 Ch3aBaHe U Pa3NpOCTpaHSHHUE Ha
CTOWHOCTHO, PEJICBAHTHO M TMIOCJICIOBATEITHO ChbpkaHue (0JIOroBe, CTaTHH,
HApaTUBHU BUJCA M MU300paKEHUS), KOSTO aHTKUpPa ayJAMTOpUATa, Oe3 na
aKIICHTUpa BBPXY JUpPeKTHaTa mnpojaxoOa. Cropes ChbBPEMEHHHUTE
uscnensanus (Abashidze, 2025; Geng et al., 2020), chbabpKaHUETO HUrpac
ponsita Ha ,,eMOLMOHAJeH MOCT* NpH HEMaTepHATHUTE TYPUCTHYECKU
MPOAYKTH, MPEBPBINAHKA OYaKBAHOTO MPESKUBSIBAHE B OCHOBEH (akTOp 3a
noTpeOuTeNncKus u300p.

Mapxemunzem Ha 63auMOOmMHOUWIeHUAmMA OCTEKU TPEXon OT
eMHUYHATATa TPaH3aKIUs KbM M3rPAXIAHETO HA JBITOCPOYHU U
YCTOWYHMBH BPB3KH C KJIMCHTUTE, Oa3upaHu Ha JIOBEpUE U YAOBICTBOPCHOCT.
B cdepara Ha XOTEIMEPCTBOTO TO3W MOJXOJ € KPUTHYHO BaKCH IMOPAIH
BHCOKaTa 3aBUCHMOCT OT KaueCTBOTO Ha 00CIY)KBAHETO M CE peaiu3upa upe3
CTCIUANM3UPAHU MPOTPAaMH 32 JIOSUTHOCT, MEPCOHATM3MPAHU O(epTH |
AKTUBHA KOMYHHKAIIUS CIIE]T TIPECTOSI.

CrnenBamo MsCTO 3aeMa MAPKEMUHZbM Upe3 ORMUMU3ZAUUA HA
mupcewyume mawunu (SEM). To3m momsun ce peduHHpa Karto
cTparermyecka KOMOMHanus ot opranndaa ontumusaiys (SEO) u ninatena
pexnama (PPC), HacodeHa KbM OCUTYpsSBaHE Ha MaKCHMajHa BHIUMOCT Ha
TypUCTHUYECKUTE VYCIyTM B JWTUTalHA cpena. B KOHTeKcTa Ha
xorenuepctBoro SEM wmHTerpupa pekiamMHUTE W WHGOPMAIMOHHUTE
(yHKIIMM HA OpraHM3amusATa, KaTo aJanTHpa ChIABPKAHUETO KbM
JUHAMHYHUTE AITOPUTMH HA THPCAYKUTE, 32 Ja TOJIIOMOTHE Tpoleca Ha
B36MaHE Ha pEIICHHWE M YCIEUTHOTO KOHBEPTHPAHE Ha IMOTCHIIMATHHUTE
TYpPUCTH B PEAITHU KIIMCHTH.

Mapkemunzom 6 coyuaiHume Meouu u mpex;cu € HAIPaBICHUE Ha
JIUTUTATHAS MapKETHHT, 4pe3 KOETO C€ OCHIIECTBSIBA B3aMMOJCHCTBUE C
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MOTpEeOUTENNTE, NPEAOCTaBIHE Ha HH(OpMAIMS W OCBHIIECTBABAHE Ha
chTpyAHndecTBO. COIMATHUTE MEANH MO3BOJISBAT Ch3aBaHE HA COIHATHU
OOIIIHOCTH, KaTo ce Kiacu(UIMpaT B 3aBUCHMOCT OT YCIAYTHTE, KOWTO
npejyiaraT, BBIPEKH, Ye B ToJsiMa YacT OT CIIy4auTe Te ¢e MPHIOKPUBAT.
YouTube u apyru ca conpaiHu MEMHU 32 CIIOCIIHE Ha BUACOCHAbPIKAHHE,
Instagram, Snapchat, Slideshare, Pinterest, u ap. ce U3mon3Bart 3a croeNsHe
Ha cHuMKH, nokaTo B SoundCloud, Podbean u BlogTalkRadio ce conmensit
ayauomarepuann. [To oTHOLICHHE Ha UHIYEHCDD MAPKemUuH2a, CIIBAIINAAT
aHaﬂI/I?’I/IpaH IIoaABU MapKCTI/IHI‘, pCKHaMaTa € €aHa OT Haﬁ-BHHHTeHHI/ITC u
CBILEBPEMEHHO €Ha OT Hal-eBTHHHUTE opmu. Havyanmoro Ha mHQIIyeHCHD
MapKCTI/IHFa Hpon3x0>1<,ua oT HpeZ[CTaBHHCTO Ha I/IH(I)OpMa]_[I/ISI OT U3BECTHU
JIUMYHOCTH, YUCTO CBHACTCIICTBO OTHOCHO KAa4€CTBOTO HA KOHerTCH HpOI[yKT
WK yCJIyTa € OT CBIIEeCTBEHO 3HaYCHHUE 3a €(DeKTHBHOCTTA HAa MAPKETHHTA U
peleHneTo 3a mokymnka. Oco0eHO MACTO B ChBPEMEHHUTE PEKJIAMHH MOJICITH
3aeMa BHU3YAIHHAT MAapKETHHT, KaTO YacT OT CEH30PHUA MAPKEMUH2.
C’LBpeMeHHI/ITe peKJIaMHI/I MOJ€CJIN B XOTeJII/IepCTBOTO I/IHTerI/IpaT CCHSOpHI/ISI
MapKETUHT C JPYTH HOBH (DOPMHU KaTO MapKETHHIa Ha CHIbPKAHUETO H
MapKeTI/IHFa Ha B3aUMOOTHOLICHUSATA. B TO3W CMHUCBHII, MO}IepHI/IHT
MapKEeTUHI B XOTEIHUEPCTBOTO HE CE€ OrpaHW4yaBa [0 MPEICTaBSIHE Ha
ycnyrara, a 1elld Ch3/JaBaHe Ha IUIOCTHO MPESKUBSIBAHE, KOCTO aHTaKUpa
CeTHBAaTa, EMOIIMUTE W TOBEACHUETO Ha morpeburenute. He Ha mocieaHo
MSCTO C€ aHAIM3Upa poJsiTa W 3HAUCHUETO HA MAPKeMuH2a HA
UHMEPAKYUAMA U MAPKemuHnza Ha e3aumoomnouienuama. OCHOBHOTO
NPEM3BUKATEIICTBO MPE/T MAPKETUHTA HA B3aMMOOTHOIICHHSATA € CBBP3aHO C
HApacTBAIIWTE OYAKBAHUS HA TMOTPEOWTENUTE 3a MEPCOHATU3UPAHO
obciykBaHe. B ycrmoBusATa Ha JUTHTAIH3alMs KIHCHTHTE OYaKBaT
WHIMBUIYaJICH MOJX0/I, KOETO M3MCKBa ChOMpAHE U aHAIN3 Ha JJAHHU, KAKTO
W ajanTHpaHe Ha KOMYHHKAIMITa KbM KOHKPETHHsS moTpeduten. Jpyr
CBIIECTBEH MPOOJIEM € MOIbPKAHETO HA JBITOCPOUYHO JOBEPHE, OCOOCHO B
cpefia, B KOSITO OTPEOUTEIUTE UMAT TOCTBIT 0 MHOXECTBO aJTCPHATHBH U
JIECHO MOTaT Jia CMCHSAT JIOCTABYMKa Ha yciyra. Toa nmpaBu JIOSUTHOCTTA TO-
TPYAHO MOCTIKUMA U TMO-KPEXKa.
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Bcuuku Te3u TpaHC(l)OpMaIII/II/I oucepTaBaT Npexoaa KbM HUHTCIPUPAHU
CTpaTeTuu, KbACTO MAPKCTUHI'BT Ha CHABPKAHUCTO U MAPKECTHHI'BT Ha
B3aUMOOTHOLICHUATA MOCTABAT MHAUBUIAYAJIHUA HOTpe6I/ITeJ'I B ICHTHpPA Ha
KOMYHHUKAIIlUOHHATa CKOCUCTEMA. HMmenno BBPXY TE€3U TCOPETUKO-TIPHUITTOKHU
MOACIN W BB3MOXHOCTHUTC 3a TAXHOTO CTPATCITMUCCKO ONTHUMHU3UPAHC €
(bOKyCI/IpaH aHaJln3a BbB BTopa rjlaBa Ha AUCCPTALIMOHHUSA TPYI.

BTOPA I'JIABA
TEOPETUKO-ITPUJIOXKHU MOJEJIM U CTPATEI'UU 3A
ONTUMHU3BUPAHE HA PEKJIAMHO Bb3JIEICTBHE.
OCOBEHOCTH B XOTEJIMUEPCTBOTO

Crpyktypatra Ha Brtopa rmaBa ocurypsiBa MOCJIE€I0BaTEIHO
MMpEMHUHABAHEC OT KOHUCITYAJIHUTE OCHOBHU Ha JIMHEHATa PCKIIaMHa
KOMYHUKAIUA KbM JUTATAJIHAa HHTCpaKIHd, TaKa KaKTO € 3aJl0OKCHO B
naparpap 1 ,EBoawonusi oT JuHeliHA KOMYHUKAIUSI KbM AUTHTATHA
HHTepakuusi B Typu3Mma“. l3nomsBanero Ha WHPOPMAMOHHHUTE |
KOMYHUKAITUOHHUTEC TEXHOJIOTHUU ):[O6aB$I CTOMHOCT KBbM TYPUCTUUCCKUTE
yCIYyrd M TOPONYKTH, Topamd ¢akrta, ue UHPOPMAHMOHHHTE U
KOMYHUKAITUOHHUTE TEXHOJIOTUHW HMAT croco0HoOCTTa Ja IIOBJIMAAT Ha
s1aTa BEpUra Ha CTOMHOCTTa Ha TypHU3Ma, yIPaBICHUETO Ha MPOIECUTE U
NPEJOCTaBSIHETO Ha YCIYTH B IIIOOATHUS TYPHCTHUECKH CEKTOp. Thil KaTo
uHQOpMaIuiITa € OJKU3HEHATa CHWJIa Ha TypHCTHYecKaTta WHIYCTpUS,
eq)eKTI/IBHOTO MU3II0JI3BAHEC Ha I/IH(bOpMaHI/IOHHI/ITe U KOMYHHUKAlIlMOHHUTC
TEXHOJIOTMH € KIIOYOBO 3a JIEHHOCTH, CBBP3aHM C MapKeTWHTa |
npomonuaTa. Pomsita Ha TeXHONIOTHATA B YNpaBICHWETO Ha OW3Heca €
npua0OHIIa OTPOMHA ITOMYJIIPHOCT, KATO U3IOJI3BaHETO HA HH(POPMAIIMOHHH
U TCEXHOJOTHYHU PpEIICHUA W YCIYru JApacTU4HO € TIPOMCHHIIO
e(eKTUBHOCTTA Ha OM3HEC cTpareruuTe. JIuruTaan3aiusaTa B TyPUCTHUCCKUS
Ia3ap ¥ B YaCTHOCT B XOTEJIHEPCTBOTO CE ONpeiesis KaTo 3HaYuM (akTop 3a
IIOCTUraHEe Ha YCTOMUYMBO pa3BUTHE Ha XOTENUTE, Ype3 HEPCOHAIU3UPAHO
o0OcayXBaHe Ha CBOHWTE TOCTH W TMpeIaraHe Ha TPOAYKTH U YCIYTH,
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ChOOpPAa3CHU C TEXHUTE MPEIOYNTAHHS U O4aKkBaHYs (Anekcanaposa, 2023).
HapacTBamara 3aBHCUMOCT OT MHTEPHET, KaTO M3TOYHUK Ha WH(pOpMAaLUs
npu u30opa Ha TYPUCTHYECKH MPOAYKTH M ACCTHHALMH, TOPaXKIa
HEOOXOOUMOCTTAa OT YyBeNMYaBaHE M3MOJ3BAaHETO My 3a pekiamMa Hu
MapKEeTUHTOB MHCTPYMEHT. M3M0I3BaHEeTO HAa MHTEPHET CE pa3BUBA, YECTO
3armoyBa ¢ MMEHN ajapec, IpeMHHABa KbM MPOCTH yeOcalToBe M ciell TOBa
no0aBs (yHKIMM Ha yeOCaiWToBe, 3a Ja C€ JOCTUTHE JIO TYPUCTHUTE
(Andreopoulou et al., 2014). YacT OT TypUCTHYECKHUTE JECTUHALIUU B
CTpaHaTa HHM Cc€ HaMHpaT UW3BBH TOJIEMH OOJacTHH TpajoBe, a
MKOHOMHYECKOTO pa3BUTHE Ha TE3H HACEICHU MECTa € OTHOCUTEIHO OaBHO B
CpaBHEHHE C TolleMHTe TIpagoBe. YecTo COOCTBEHHIIMTE Ha MecTa 3a
HACTaHSBaHE B PAa3NUYHU TYPHCTHUECKH JCCTUHALMKM HIMAT JOCTATHYHO
pecypeu u nHpoOpMaIus, 3a No-eeKTUBHO MOMYJIIpU3NpaHe Ha paioHa H
TYpUCTHYECKUTE YCIyTH, KOUTO npeanarar. B maparpa¢g 2 ,,@aktopm
Bb3lelicTBallM BbpPXy e(QeKTHUBHOCTTA HA PpPeKJIaMHUTEe MOJeTH B
xoTeauepcTBoTo®. EdekTuBHOCTTa Ha pekiamara € 00eKT Ha OOIIMpHH
W3CNE/IBAHUS, KaTO YYECHUTE U3CJIeABaT pa3indHd (aKTOpPH, KOWTO
JOTMPUHACST 3a yclieXa Ha peKJaMHUTE KammaHuu. EqHo oT kirodoBuTe
HampaBJIeHUss B Ta3uW OOJIaCT € H3CIEABAHETO Ha e(EeKTUBHOCTTa Ha
pexsiamata B KOHTEKCTa Ha caliToBeTe 3a coluaiHu Mpexu (Sinha, 2020).
UscnenoBarenure ca u3CieNBalyd pa3lWYHMA AaCHEeKTH Ha peKiIaMaTa B
COLMAIHUTE MEIUH, BKIIOYUTEIHO M3IIOJI3BAHETO Ha peKjIaMa Ha Te3H
wiaThopMH, OTHOIIEHHETO Ha IMOTPEOUTENINTE KbM TaKHBa DEKJIaMU H
BB3ACUCTBHETO HA TEHEPHUPAHOTO OT MOTPEOUTENUTE CBhABPKAHHE U
eJIeKTpoHHaTa MH(poOpMauus OT ycTa Ha ycTa BbpXy €(EeKTHBHOCTTAa Ha
pexnamata. OCBeH TOBa, NPOYYBaHHUS ca H3CIEABAJM HACOYBAHETO HAa
pEeKIaMuTEe B COLMAIHUTE MEIMHM M BB3IEHCTBHETO HA I'eHEpHpaHaTa OT
norpeduTenuTe pexiaMa BbpXy npoxaxoure (Brettel et al., 2015)./dpyra
Ba)XKHa II0OCOKAa B H3CIEABAHETO Ha e(QEeKTHUBHOCTTA Ha peKiIaMaTta e
M3CJICZIBAHETO HAa TOBa Kak paboOTH pekiiamara B JUTHTalIHATa €pa, KbAETO
TPaJULHMOHHUTE PEKJIAMHHU MOJIENHN Ca PEAN3BUKAHHU OT Bb3X0/1a Ha OHJIAlH
kananute (Maheshwari et al., 2015).
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B nmaparpad 3 ,,Tpuanara Ha rocTonpueMcTBOTO KaTO CHHEPIrus
MEKIy pPeKJIaMHH KOMIIOHEHTH, CTPaTernd U MOJIeJIM 32 peKJIaMupaHe
Ha XOTesu®, ce TmoAuepTaBa Taka WACHTH(QHUIMpaHATa KOMIIOHEHTHOCTpa
CTpPYKTypa Ha pekiamara. HWHIycTpusATa Ha XOTEJIHEPCTBOTO IPETHPIIABA
ObI0oKka TpanchopMmauusi Tpe3 TMOCIEAHUTE TOMUHM, KaTO XOTEJIHTe
HEIPEKBCHATO ThPCAT MHOBATUBHY CTPATErUU 3a IPUBJIMYAHE U 33bpXKAHE
Ha KIIMEHTU B €IUH BCE IO-JUHAMUYECH U KOHKYpPEHTEH nasap. Tei Kato
TBPCEHETO HAa XOTEJICKU YCIYIM IPONBIDKAaBa JAa CE Pa3BUBA, XOTEIMUTE
Tp)l6Ba BHHUMATCJIHO Aa 1/1361/1paT U Ipujiarat noaxoadmu MapKETHHI'OBU
MOJIXO/IH, 3a Jia MOAXbpKAT KOHKYpEeHTHOTO cu npenumcTso. [laparpadg 4
»PeKJIaMHH MOAeIH B XOTeJIUEPCTBOTO
IMPpU3HATU PCKJIaMHU MOACIH, BAJIUAHU KAKTO 3a MATCPHUAJIHUTC MPOAYKTH,

npeacraBd OCHOBHUTC H

Taka 1 B cepata Ha ycuyrure. [IbpBHAT MOJICI € KJIaCHYSCKUAT HepapXudceH
mozaen AIDA. MapkerunroBusar monen AIDA e pamka, KOSTO ONMKCBA BT
Ha KyIlyBaua Ipe3 YeTUPHU KIII0UOBM eTana: Buumanue, Uurepec, Pemenne u
JeiictBue, mnpenacTaBeHn ca kKaro o000meH Mmoxaen or E. Crponr, B
MOCJIE/ICTBUE IMMPOKO TUCKYTUPAHHU B HAyYHATa JIMTEPATypa, CPea KOUTO U
e/IHa Mo-nomnyJsipHa pa3paboTka Ha quckyTrpan oT M. Ayamoto B The Origin
of AIDA: Who Invented and Formulated the AIDA model?. Busyanuzamusita
Ha KJIACHYECKH MOJIEI € BU{HA Ha ciieHaTa (hurypa:

ttention

nterest

ction

®@urypa 2. Mozaen Ha AIDA ot 1925 no E. Crponr, agantanus no
Ayamoro, 2023)
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MopenbT 1 HETOBUTE CTHIIKH CE U3MOJI3BAT B MApKETHHIa, peKjamara
U mpoaaxoOuTe, 3a Ja MOMOTHAT Ha OW3Heca Ja OmpeleNd Kak TpsOBa 1a
n3pabOTH KOMYHHKALMUTE CH 32 BCEKU OT YETUPUTE €Tara U B KpaifHa CMeTKa
Jla HAChpUM KyNyBauMTe /1a 3aBbpIIAT MOKYTIKa.

To3u uHTETrpUpaH MAapKETUHIOB TOAXOJ, KOWTO chueTaBa IH(POBH,
TPaJULIMOHHU U (PU3NYECKHU E€IIeMEHTH, CTaBa BCe MO-BAXKEH B XOTeIHepcKaTa
uHaycTpus. Karo mpakTukyBaT TO3M MOJAXOA BbB BCUUKHU OTJENH, XOTEIUTE
Morar Ja TIOCTHTHAT 3/IPaBOCIIOBEH OanaHC, KOMTO MOXe Ja JOBEeAe 0
HEOTPaHWYEHH pEe3yJNITaTH, ITOJIE3HHU 3a IIeTUTe Ha opraHusanusaTa. Monenst
AIDA, xoifTo 03HauaBa BHUMaHUE, HHTEPEC, KEIAHHUE U JCHCTBUE, € IUPOKO
NpU3HATa paMKa B MapKETHHTa, KOSTO MOXKE J1a Ce MPUIOXKH €(EKTHBHO B
XOoTenuepcKkaTa MHAYCTpUs. B KOHTEKCTa Ha TOCTONPUEMCTBOTO MOJENBT
AIDA Moxe aa Hacoud XOTEJIUTE KbM Pa3pa00TBAaHETO HA WHTETPHUPAHH
MapKeTHUHIOBH  CTpaTeTWH, KOWTO  MpPHUBIMYAT BHHMAaHHETO  Ha
MOTEHIIMAIIHUTE TOCTH, IPEAN3BUKBAT HHTEpPECA UM, HAChPUYaABaT JKEIaHUETO
Jla TIOCETAT XOTeNlla U B KpailHa cMeTKa I'M HachbpyaBaT Jia IpearnpueMar
JIEHCTBUSI, KaTO pe3epBUPAT MPECTOM.

Hpyr mogaen e mogensT DAGMAR (koiiTo o3nauaBa Jlepunupane Ha
PEKJIAMHH LIEJIM 32 M3MEPEHU PEKJIAMHU PE3YNITaTH), KaTo € paMKa, KOSTO
PBKOBOIM pa3paboTBaHEeTO Ha €(EeKTUBHM pEKIaMHH KamMmaHuu. ToBa
BKJIIOYBA YCTAHOBSIBAHE HA SCHM PEKIAMHU LEJH, HW3MEpBaHe Ha
OCBEJIOMEHOCTTA, pa3dupaHeTo M yOemaeHOCTTa Ha LieleBaTa ayIuTopus M
CJIe]l TOBA OLIEHKA HA KpaWHWUTE NEHCTBUS, NPEANPUETH OT MOTECHIHUATHUTE
knueHTH. Ype3 mpuiaranero Ha moaena DAGMAR xorenute Morar na
Ch3/1aBaT peKiamMa, KOSTO €(EeKTHBHO NPUBIMYA BHUMAHHUETO Ha TAXHATA
HeneBa ayauToOpHs, MoaoOpsBa pa30MpaHETO WM 3a IPEUIOKEHHATa Ha
XOTeNa U B KpaliHa CMETKa CTUMYJINPA KEJIaHUTE ICHCTBHS, KaTO HApUMep
pe3epBupaHe Ha npecTtod. Upe3 mpuiarane Ha MapKETMHTOB IOJXOA 3a
Bpb3Ka C KIMEHTUTE XOTEJIUTE MOraT Jia MojydyaT LieHHa uHpopMmauus 3a
NpPEANOYNTAHUATA, TTOBEACHUETO U OOJIE3HEHUTE TOYKH Ha CBOUTE T'OCTH.
Cren ToBa Tasu MHGpOpPMALUs MOXKE J1a c€ M3IOJ3Ba 3a pa3paboTBaHE Ha
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peKJIaMHM KaMITaHUU ¥ TIEPCOHATU3UPAHN MAPKETUHTOBU CTPATETHH, KOUTO
ca B croTBeTcTBHE ¢ MomemTe AIDA n DAGMAR.

Upes mpunarane kakto Ha mojenute AIDA, taka u Ha DAGMAR,
XOTCJIMTEe MOTaT Jia Ch3JaBaT peKJiaMa, KOSATO €(QEeKTHBHO MpUBIAYA
BHUMAHHUETO Ha TSAXHATA IIeJIeBa ayIUTOPHS, MTOA00psBa pa30UpPaHETO UM 32
MpEIOKCHHSITA Ha X0TeNa, KyATUBUpA KeTaHUe 3a UBKUBEHTE XOTela U B
KpailHa CMETKa CTUMYJIHMpa >KEJIaHWUTE ACUCTBUs, KAaTo pPE3CPBUPAHE HA
npectoir. OcBeH TOBa, KaTo BB3MpHEMAT MApKETHHTOB TMOJXOA 32
B3aMMOOTHOIIICHUSTA C KJIMEHTUTE, XOTEJIMUTE MOraT Ja IOoJy4daT IICHHA
uHpOpMAIU 3a MPESANOYUTAHUITA U TIOBEJCHUETO HAa TOCTHTE CH, KOUTO
CJIe]l TOBA MOTaT Jia ObJaT U3MOJI3BaHU 3a aJalTHPaHe Ha TEXHUTE PEKIaMHU
U MapKCTHHTOBU CTPATErWH, 3a Ja OTCOBOPAT IMO-J00pe Ha HYXIUTE H
OYaKBaHUATA Ha IieJieBaTa CU aynuropus. MoaensT e BeBeneH oT P. Komu
(1961) u or ToraBa e IIMPOKO 3aCTHIICH B TEOpUATAa M IpaKTHUKaTa Ha
pekiiamara, BU3yalln3alus € BUJIHA Ha cienBaiiara Gurypa:

Advertising

Results

®urypa 3. Ananranus vHa mogena DAGMAR no Russell Colley, 1961

CrenBamusaT JUCKyTHpaH Moaed € mMooervm McKinsey 7S, KOUTO ce
CbCTOM OT CElIeM B3aMMO3aBHUCHMH €JIeMEHTa (CTparerus, CTPYKTypa,
CHCTEMH, CIIO/ICTICHH LEHHOCTH, YMEHHUS, CTHJ W IEPCOHAT), MOXE Ja
MIOMOTHE Ha XOTENUTE Jla TapaHTHpaT, Ye PeKJIaMHHUTE UM CTpaTerHH ca B
CHOTBETCTBHE C 0OLIUTE UM OM3HEC LI U OpraHnu3allOHHA CTPYKTYypa.
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B 3akmioueHue, cuCTeMaTH3UpPAHETO Ha PEKIAMHUTE MOJEIH Ha
XOTEJH € KPUTHYCH KOMITOHCHT Ha e()eKTHBHATA MHTETPHUPAaHa MaPKETHHTOBA
crparerua. Upes cwriacyBane Ha ycunusara cu ¢ mogenutre AIDA wu
DAGMAR wu BkiIOYBaHE Ha MApKETHUHTOB MOAXOJ 3a BPh3Ka C KIHEHTA,
XOTENIUTEe MOTaT Ja Ch3JaBaT PEKIAMHH KaMIIAHWW, KOUTO PE30HUpAT C
TAXHATa IIeJieBa ayJUTOpHUs U CTUMYJIUpPAT pacTeka Ha Ou3Heca.
CucremMaTu3upaHeTo Ha PEKJIAMHUTE MOJEIH Ha XOTEJIHU € MHOTOCTpaHeH U
JUHAMHWYEH TMPOIEC, KOWTO H3HMCKBA ISUIOCTHO pa30upaHe KaKTO Ha
JTUTUTAIHUTE, TaKa U HA TPAIUIIMOHHUTE MAPKETUHTOBU CTPATETUH, KAKTO U
CUJICH aKIEHT BHPXY YIIPABICHUETO HA B3aUMOOTHOIICHUATA C KIIHCHTUTE

TPETA T'VIABA
METOJOJIOI'USI U EMIITMPUYEH AHAJIN3 3A U3BEXJIAHE HA
PEKJIAMHUA MOJIEJIN B TYPU3MA

Haparpa¢p 1 ,MeTonojioruyeH MOAX0A W JAu3aiiH Ha
u3ciaeBaHETO” TpeAcTaBd B JeTain u30paHus TOJAXOA, a WMEHHO
KOMITJIEKCHHSI METOAOJOTHICCKU TIOJIXO, IEJISAI] M3BEXKIAHETO HA peasHo
(hYHKITMOHMPAIIY PEKIAMHH MOJIEIH Ype3 MPSKO AOMUTBAHE 0 KIFOUOBHUTE
y4acTHUIIM B Tporeca. l3OpaHata NpHYMHHO-CIIEACTBEHA IJIOTUKA Ha
W3CJIeIBAHETO CE€ OCHOBaBa Ha MPEIOCTaBKaTa, Y€ ChHIIECTBYBa BPB3Ka
Mexay m30opa Ha peKiaMeH MOjell, HauyMHa Ha HErOBOTO NpWiaraHe U
pEeaTHOTO MTOTPEOUTENICKO MTOBeICHNE. 3a 1a Ob/Ie YCTAaHOBEHA Ta3W BPB3Ka,
€ HeoOXomuMOo Ja Cce TPOCHeIT IOCIEAOBaTeIHO: TeOopeTHYHATA
MOCTAHOBKA, YMpaBICHCKAaTa peaju3alis W IOTpeOUTeNCKaTa PeaKIysl.
KoHnenmusita Ha METOIOJIOTHSATA MOXKeE Jla ObJIe TPeACTaBeHa C TOMOIITA Ha
BU3YAIM3UPAHUTE B3aMMOBPB3KM MEXKJYy aHAM3a, NpPOy4YBAHUATA U
JIOCTUTAHETO JI0 KpaiHWs pe3yiTaT, a HWMEHHO — HW3BEXKIAHETO Ha
peKIIaMHHUTE MOJIENH U ThpceHuTe eektr. KoHIenusaTa Ha U3CiIeIBAaHETO
MO3Ke J1a ObJIe OHarJeIeHo upe3 cienHaTa Ourypa 4:
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TeopeTH4eH aHanH3

Mapkerumr u pernaua
3 - AukeTa
B TYpHIMa

e XoTencl MesIKLDH

CHUWECTEYBALM PEKNAMHIA MOZENH Msnonseane Ha

PEKNaMHI HHCTRYMEHTH

1 TAxHaTa edexTMaHoCT JSasmnane o

Pexnausi uonenn
B XOTENHepETEOTO

MpeaBapUTENHO Npoy4BaHe / VIHTErpUpaH Mogen

AHKeTa Ha pernawaTa

KOMYHHKALMA

AHanna Ha 130 xotena
Bua TYpHIEM Ny Typueti W notpebuTeny

Kareropusaumns Bb3npuATHE Ha peknamara

[MrKTanHo npHCHCTEME 1 anusme Ebpxy

PeKnami KoHCTaHTH wabopa na xaten

®@urypa 4. KoHuenTtyanu3aius 3a U3BeX/JaHE Ha PEKJIaMHUTE
MOJIEJIU B XOTEJIUEPCTBOTO

Uzrounuk: agmoposo npedcmassme

UzcnenBanero e wW3rpasieHO BBPXY KOMOWHHpPAaH TOIXOM, KOWTO
ChUeTaBa TEOPETWYCH aHAIN3 W EMIUPUYHO TNPOy4YBaHE, HO BKIOYBA U
KaueCTBEH KOMITOHEHT. TEOpeTHYHHUAT aHallu3 MPEIIecTBa EMITHPUIHOTO
W3cJe/BaHe, 3alml0TO peKIaMHUTE MOJAENH TpsaOBa 1a Obgar SCHO
neduHUpaHU Tpenu na ObaaT uaMepBanu. [I[puanHHO-CIeICTBEHATa BPh3Ka
TYK € ClieZiHaTa: scHO (popMyiupaH Mozel BoaU A0 (OPMYJIMPAHUA BBIIPOCH,
BKJIFOUEHH B aHKETUTE ¥ EMITUPUYHO MPOYUYEHHU. 3a JIe Ce IPeMaxHe prcKa OT
W3IMOJI3BAHETO €IMHCTBEHO Ha TEOpHsS, 000COOCHUTE B TEOPETHYHATA YACT
MOJICIIH C€ MoJyIaraT Ha OI[eHKA OT MEHUDKBPH U XOTEITUEPH, OT €JHa CTPaHa,
U TIapaJieTHO Ce TIPOBEPSABA U OTHOIIIEHUETO HA TOTPEOUTEIINTE — TYPUCTH H
PEIUIINEHTH Ha peKIaMHUTE ChoOmeHus. I30paHata METOIOJIOTHS,
MpeIcTaBeHa B TPeTa I1aBa, U B TIOCIEABAIIO U3CIIEBAHE CE THPCH OTTOBOP
Ha 33J]a49HTE 33 MIPAKTUIECKOTO MPUIIOKEHIE U H3BEKIAHETO HA PEKIIAMHUTE
MOJENN B OBJITaPCKOTO XOTEIHEPCTBO.

W3cnenoBaTencKUsIT AW3aliH  HA  HACTOSIIIIOTO  HM3CIIEABAHE €
CTPYKTYpUpPaH KaTo €MITUPUYHO MPOYdYBaHE, KOETO KOMOWHHUpA KayeCTBEH
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aHanu3 (MpeaBapUTeIHO MPOyYBaHe) HAa TEOPETUYHN MOJICITH M Ka4eCTBEHO-
KOJIMYECTBEHO TNpOYydYBaHE C IeJl aHalM3 Ha peKiamMara B o0XBaTa Ha
XOTENMEPCTBOTO, C JIBE MAapaJIeIHW aHKETHU MPOy4YBaHHS (KOIUYECTBEHO
u3cleaBaHe) Cpel BE IPyNy YYaCTHUIM Ha TYypUCTHYECKMS maszap: A.
MEHHUKBPH B XOTEJIHEPCKUs ceKTop M b. Typuctu, kaTo morpedureny Ha
XOTEJCKH ycayrd. To3u moaxos Mo3BoJsABa peKIaMHUTE MOJAETH, U3BEICHU
OT Hay4HaTa JIuTeparypa, na ObaaT u3cielBaHU €THOBPEMEHHO OT TJeHa
TOYKa Ha yIpaBJICHCKAaTa MPAKTUKA U OT [VIEHA TOYKA Ha OTPEOUTEICKOTO

BB3NPUATHEC. Hopa;m Ta3u MNpUYrMHA H3CJICABAHCTO M3IIOJI3Ba CJICIHUTE
OCHOBHHM €Talla, BUANMHU Ha IMPpEACTaBCHATa rpa(bmca:

TEOPETWUYEH AHA/IV3 3a
S U3BEMOAHE HA PEK/IAMHM
MOZE/N

MPEABAPUTE/IHO NMPOYYBAHE
— HA 150 MECTA 3A
HACTAHABAHE

AHAJIN3 HA PEKTAMHU
md KOHCTAHTU (gurutanHo
npucbcTBMe

AHKETA MEHUAXBPU
(ynpaBneHcka nepcnekTuea)

AHKETA TYPUCTU
(noTpebutencka nepcnekTmea)

PEKTAMHW MOZAENN

md CbMNOCTABUTE/IEH AHANIN3

M3BEXOAHE HA PEKIAMHUTE
amd VIOZIENIV B XOTE/IMEPCTBOTO

®urypa S. M3cimepoBaTencku Au3ailH Ha METOJOJIOTHATA 3a
W3BEXKJAaHE Ha PEKIIAMHHUTE MOJIENIH B XOTEIUEPCTBOTO

Wzrounuk: agmoposo npedcmassme



28

HpCHJ'IO)KeHI/IﬂT HM3CJICA0BATEIICKH IU3aliH IMO3BOJISBA Aa CE mpocjacan
MpouecChT HAa U3BCIKIAHC U aHAJIN3 HAa PCKIIAMHUTC MOJCIIU B XOTCJIUCPCTBOTO
qpe3 IMOCJICAOBATCIIHO MHpPEMHHABAaHC OT TCOPCTUYHU IIOCTAHOBKU KbM
CMITUPUYHO H3CJICABAHC W aHAJIUTUYHA HWHTCPIPCTALUA Ha PEIYJITATUTE.
qpe3 TO3HM IIOAXO0O CC Ch3aaBa Bb3MOXKHOCT 3a n0-3am>n6oqu0 pa361/1paHe
Ha pCKJIaMHAaTa KOMYHHUKAIWA B XOTCJIICKUSA CEKTOp U 3a q)OpMy.]'II/IpaHe Ha
000CHOBaHU HU3BOAM OTHOCHO CBHHICCTBYBAIIUTC pPCKIAMHU MOACIN U
TAXHOTO MSACTO B CbBPEMCHHUA MAPKCTUHI HA TYPUCTUUCCKUTE YCIIYTU.

Emanu na uzcneosanemo

Ju3aliHbT Ha U3CIIEBAHETO ClIEe/(BA JIOTHYECKA MOCJIE0BATETHOCT OT
cedem eTara, Ha KOUTO CIIEJ[BA JIe CE MPEACTaBAT 4Ype3 TEXHUTE OCHOBHU
LENH:

Ilvpeu eman: TEOPETUYEH AHAJIN3

TeopeTnyHaTa pamMKa € B OCHOBAaTa Ha M3CJIE€IBAaHETO KaToO CE HacOouBa
KbM aHaJIM3 Ha OCHOBHU JIMTCPATYPHU HITOUHHMIMU OT CHBBPEMCHHUA
MapKEeTUHT. AHaIM3UpaHU ca W OBJITapcKu aBTOPH, 3a Ja C€ IMOTHPCAT
€BEHTYATHH MPOIYCKH U J]a CE IaJe €THO IPEOCMUCIISTHE HA MAPKETHHT OBHUS
MOJIX0J] KaTo ISUI0 3a HYXKIUTE Ha XOTEIMEPCTBOTO. TeopeTHyHus aHaln3
000Cc005Ba KJIFOUOBU PEKIAMHHA MOJIENH, KOUTO CIyXaT 3a KOHIENTyaTHa
0a3za W KOMUTO B TIOCIEICTBHE CE pa3IIUpPSBAT. 32 OCHOBHHU MOJICIH CE
npuemar: [. PEKJIAMEH MOJIEJN HA TPAJIUIHWOHEH
MAPKETUHI', II. PEKJIAMEH MOJEJ HA JUI'MTAJIEH
MAPKETUHI, 1II. PEKJIAMEH MOJIEJ HA MAPKETHUHI' HA
CBABPXKAHUETO, 1IV. PEKJIAMEH MOJEJ HA MAPKETUHI'
HA B3AUMOOTHOUIEHUATA, V. PEKIIAMEH MOJEJI HA
MAPKETUHI' HA MHTEPAKTUBHATA KOMYHUKAIIUA U VI.
PEKJIAMEH MOJIEJ HA UH®JIYEHCBP MAPKETHUHI'. Te3u
OCHOBHU MOJICNT CIyXaT 332 aHAJIMTHYHA OCHOBA 3a pa3pabOTBAaHETO Ha
BBIIPOCUTE B JIBETE€ AHKETH, KATO BCSKA IpyIa BBIPOCH € HACOYEHA KbM
ONpeNeJIeH! acleKTH Ha peKjiaMHaTa KOMyHHUKauusa. YUpe3 To3u MoJaxof ce
OCUTYpsiBa Bpb3Ka MEXIY TEOpPETHUYHATa paMKa U EMIUPUYHUTE JaHHU.
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Bceku pexinamen mozien TpsaOBa ce pasriiexkia KaTo CbBKYITHOCT OT CBBP3aHU
€JIEMEHTH.

Bmopu eman: [IPE/[BAPUTEJIHO [IPOYYBAHE (150 obexma)

[IpeaBapuTeTHOTO TPOYYBAaHE € MBPBUAT €Tall HA EMIUPUIHOTO
M3Cle/IBaHe BKIIOYBA aHAIW3 Ha W3Baaka oT 150 mecTa 3a HacTaHsBaHE B
Bearapusi. Bpoar 150 e u30pan Taka, ye Ja OCHTYpH BKJIIOYBaHE Ha
JIOCTaThueH Opoit 00EKTH OT pa3InYHU KaTeropuu — 3, 4 1 5 3Be3u, CeMEHHU
XOTEIH, KbIIX 33 TOCTH, XOCTEIH U CHIeHUATU3UPaHN TYPUCTUIECKH 00CKTH.
N360psT Ha 150 MecTa 3a HacTaHsBaHE HE € CIy4acH, a € METOAOJIOTUIHO
o0ycloBEeH OT XapakTepa H IeTUTe Ha TPEJABAPUTENHUS eTalm Ha
U3CJIeIBAHETO.

Tperu eran: AHAJIU3 HA PEKJIAMHUTE KOHCTAHTHU

AHamM3bT Ha pPEKJIAMHUTE KOHCTAHTH TO3BOJISIBA JIa CE YCTaHOBU
KakBH PEKJIaMHH MOJICIM C€ M3IOJI3BaT PEajHO B MpakTHUkKarta. B MHOTrO
ciydyad ce HaOnrojaBa KOMOMHMpaHE Ha pPa3IMYHd KOMYHHMKAlMOHHH
NOJXOMW — JIUTUTAJeH MAapKeTHHI, MAapKEeTHHI Ha ChIbpPKAHUETO,
WHTEPAaKTHBHA KOMYHHUKAIMS M MapKEeTHHI Ha B3aWMOOTHOIIEHHsATA. ToBa
NOTBBbPKIABA TEHJCHIUATA KbM HW3MOJ3BaHE HAa MHTETPHPAHU PEKIAMHH
CTpaTeruy B XOTEINEPCTBOTO.

Yereoptu etan: AHKETHO [IPOYYBAHE CPE/] MEHUPKBPU

Upes aHKETHO MPOYYBaHEe Cpe]l MEHHDKBbPU Ha MECTa 33 HACTAHSIBAaHE
ce crOMpar NaHHU 3a H3MOJI3BAHUTE PEKIIAMHI UHCTPYMEHTH, 32 OI[eHKaTa Ha
TAXHATa ePEKTUBHOCT M 3a POJISITA HA PA3IMYHUTE KOMYyHHUKAIIMOHHY KaHAIIH
B MapKeTHHIOoBaTa CTpaTerus Ha XOTeNuTe. AHKeTara IO3BOJsSBa Ja Ce
YCTaHOBU JIOKOJIKO PEKIAMHUTE MOJIENH, HACHTU(UITUPAHU B TEOPETUIHATA
YacT U B IPE[BAPUTEITHHS aHAIIN3 Ha PEKJIIAMHOTO MIPUCHCTBUE, CE H3MOI3BAT
peayHo B yIpaBleHCKaTa MTPAKTHKA.

Heru eran. AHKETHO [IPOYYBAHE CPE/] TYPUCTHU

[locnenHusT eranm OT €MIMPUYHOTO M3CIIEABAHE BKIIOYBA AHKETHO
NpoyYBaHEe Cpel TYPUCTH M MOTpeOHTeNH Ha XOTelcKu yciyru. Llenra Ha
TO3M €Tall € Ja Ce aHalu3upa BB3NPUATHETO Ha IOTPEOUTENUTE KbM
pa3TUYHUTE PEKJIaMHU KaHald W CTENeHTa, B KOSTO PEKIAMHUTE
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KOMYHHMKAIlUM BIUSAT BHPXY M300pa Ha MsCTO 3a HacTaHsBaHe. Broparta
aHKeTa IMO3BOJSIBA Jla CE€ H3CJIeABAa KOW pPEKJIaMHH (OPMH TMPHUBIUYAT
BHUMAaHHUETO Ha TYPUCTUTE, KOU KOMYHHKALMOHHH KaHAIH Ch3/1aBaT I0BEpHUEC
¥ KoM (haKTOpH MUMaT Hal-TOJSIMO 3HAYCHUE MIPU B3EMAHETO Ha PElICHHUE 3a
pe3epBanusl.

Wlectu eran. ChIIOCTABUTEJIEH AHAJIN3.

CpaBHUTETHUST aHATU3 LIeJIH Ja WACHTH(QHULIUpPA CHOTBETCTBHUS WIN
pa3sMHHaBaHUs MEXAYy TOBa, KOETO OHM3HECHT Mpemiara, ¥ TOBa, KOETO
NOTPEeOUTENNUTE THPCAT U BB3MpUEMAaT Kato ePeKTHBHO. ChIIOCTABSIHETO €
Heo0Xo1uMo, 3amoTo e(eKTHBHOCTTAa Ha pekjlamMara He Moxe na Obae
OLICHEHa CaMo OT €JJHaTa CTPaHa.

Cenmu eran. BA/IH/[UPAHE HA MOJ/[EJIUTE

OuHanHaTa CTHIOKA € BAJIUIUPAHETO HAa PEKIAMHUTE MOZAETH B
KOHTEKCTa Ha XOTeNnepcKus On3Hec. Pe3ynTarsT e mpennsupaH u agantupa
MO/JIeNl Ha KOMYHHUKAIUs, KOWTO HHTErprpa Celn(pUKUTE Ha TYPUCTHUECKHUSI
OPOAYKT, TMPEANOYHTAHWTE KaHAIM W  PEaJHOTO TMOBEJCHHE Ha
MOTpeOUTENHNTE.

B maparpap 2 ,IlpexBapuresHo KayecTBEHO-KOJIHMYECTBEHO

u3cjieiBaHe HA PeKJIaMHUTE NPAKTHKH B XOTeJHEePCKHsl CeKTOpP*

ce MpeaCTaBsAT 0000IIEeH aHAIN3 Ha PE3YITATUTE OT IPEABAPUTEITHOTO

U3CNe[BaHE Ha pekjJaMata B H30paHMTE MecTa 3a HSCTaHSIBaHE.

OcHoBHaTa II€71 Ha MNpeIBapUTENHUS aHaAIU3 € Ja CE YCTAaHOBAT

XapaKTepUCTUKUTE Ha HU3CIEABaHWTE OOEKTH MO OTHOLIEHHWE Ha

TAXHATa KaTeropu3alusi ¥ HAaCOYCHOCT KbM OIpENEIIEHH BHIOBE

Typu3bM. KareropuiiHa cTpykTypa Ha MecTaTa 3a HacCTaHSBaHE,

neUHUpaHu 1o ObArapckoTo 3akoHoarenctso (3T, wnl23).
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Taén. 1. OTHOLIEHUE KaTeropHu3alys U IPUCTHCTBUE HA peKiama

T CTO 32
HIT MEET Karteropus st %
HacTaHsIBaHe
S 3Be3M 13,33% CUJIHO PEKJIAMHO ITPUCBCTBHUE
4 18.670 - U IITbJIHA UHTET'PALIUSA
3Be3an 67% -> Bumeo, cioraH, mpoheCHOHAIHN CaHTOBE
< XoTeun 3 3Be31M 8,67% (DYHKIHOHATHO NPUCHCTBHE
@ > dupMeH caiT u Joro,
§ 2/1 3Be3au 9,33% [To-psiziko BHACO MK
CJIOTaH
(DYHKIHOHAJHO NPUCHCTBHE
3 3Be3nu 10,67% > OUpPMEH CalT U JIOT0, HO-PAIKO
BI/IEO MIJIHM CIIOTaH
(OrpaHn4eHo NPUCHCTBHE
|Cemeen xoren |2 3Be3nu 6,67% ->ba30B0 OHJIAl{H PUCHCTBUE,
ITo-uecto 6e3 coOCTBEH calT
(DYHKIHOHAJHO NPUCHCTBHE
1 3Be3ma 8,00% > OupMeH CalT U JIOT0, IO-PSIKO
BH/JIEO WJIN CJIOTaH
3 3Be3H 1,33% |lTacuBHO NpUCHCTBHE HA
Xocren 2 3Be3mu 2,67% [PERIAMHM n;ifmocn{ (
-> JIurica Ha OpaHIUHT (JOT0, CIIOTaH),
0
1 3Be3na 3.33% 3BaBUCUMOCT OT IIOPTaJId
2 3Be3an 3,33%
IMancuon
1 3Be31a 3,33%
-} 2/3 3Be3au 2,0%
Q
< Bynraia OrpannyeHo NpuchCTBUE
E 1 3Be3na 4,67% ->ba30B0 OHJIAliH IPUCHCTBUE,
luecTo Oe3 coOCTBEH cailT
2 3Be3H 0,67% |lTacuBHO NpUCHCTBHE HA
<« [PEKJIAMHHU JeHHOCTH
% Moten . -> JIurmca Ha OpaHAUHT (JIOTO, CIIOTaH),
= 1 3Be3na 3,33% 3aBHCHMOCT OT MIOPTAJA
=z
|O6mo 100,00%

OT aHaim3a Ha pekiiaMara B MECTara 3a HACTAHSBaHE C U3SBEHO
PEKJIaMHO MPUCHCTBUE CTaBa SICHO, Y€ MMa KOHIICHTpAIlMs Ha OOCKTH B
KaTeropus YeTHPHU 3BE3H, KOUTO MpeaAcTaBisBaT npubdmausurentHo 3540 %
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oT m3clienBaHara u3Bajgka. OOEKTUTE C KaTeropusi Tpu 3Be3nu (opMupar
okoi0 25-30 %, moKaTo MeT3BE3AHUTE XOTEIH 3aeMaT MpHOIH3UTEeTHO 10—
15 % ot BcuukuM HaOJIOJaBaHM MECTa 3a HACTaHsBaHE. Ta3W CTPYKTypa
MOKa3Ba, ue MO3UIMOHUPAHUTE B CPESIHUS U MTO-BUCOKUS Ma3apeH CErMEHT,
MOKa3BaT MO-aKTUBHO MPHJIOKEHUE HA PEKIIAMHU HHCTPYMEHTH.

Mecma 3a Hacmanaeane, Mypucmu4ecka CHEYUANU3AUUA U
PEKNamMHO npucbcmeue

EnuH oT OCHOBHHTE pe3ynTaTH OT TNpPEABAPUTEIHUS aHAIH3 €
YCTaHOBSBAHETO Ha PA3lIMUHU TUIIOBE TYpHCTHUYECKa clienuaim3anus. B
U3BaJKaTa ce HaOJI0AaBa CUIIHO Pa3HOOOpa3ue OT TYPUCTUUECKH MPOIYKTH,
U KOMOMHHUpaHe Ha HSAKONKO (¢opmu Ha Typu3bM. Durypa 6 mpeacrass
NPOIIEHTHOTO pa3lpelieliecHHe U OCHOBHHTE BUIOBE TYPU3BM, KbM KOHTO
00eKTUTE ca HACOYEHHU:

Pa3anpefienenne no Kkateropus (3sesgm)

5 3seagn

Nyke u buskec

138e3ga

MpUKMoueHKs 1 BlopxeT

Jlokaro no-BHcokuTe
Kareropun (4 u 5 aseagu) ca
CHEPEAOTONEHN OCHOBHO B
rpaackus, CMNA u 6uanec
TYpH3Ma, NO-NUCKHTE
xateropum (1 u 2 3seapn)

43Be3pu « ok
Penakc n KopnopaTtushu ChOnTHA

CMA u 6uanec Typusma, no-
HHYacKuTe Kateropui (11 2
38€3/11) NPEANATaT N0 roNAMoO

150

NpeAnarar no-ronamMo AHann3upanu Pa3Ho06pa3He B HUIOBH
pa3Hoo6pasue B HOWORH ObekTa CErMEHTH KATO KO, CENCKM I
CerMeHTH KaTo ex0 Cencku 1 pubonoseH TYpHabM.
PUBONOBEH TYPHIBM,
« & 23Be3gm "3 3sesgm « « &
Tpagcxa cpeaa u Mpupoaa Kyntypa # Mounexa

durypa 6. Paznpedenenue na sudoseme mypusbm Cnopeo Kame2opuzayusama
HA MYpUCmuyecKume Mecma 3a HACMAaHsA8aHe (A8mMmoposo NPeocmasste upe3
obnaunama cucmema 3a epaguyen ousain Canava)

Maparpa¢p 3 “AHanu3 Ha pekJaMHHUTEe KOHCTAHTH B
NMPUCHCTBHETO HA PEKJAMHHUTE JeHHOCTH B XOTeJINEePCTBOTO” 00001maBa
pe3yiTaTUTe OT AaHKETHOTO TMpOy4YBaHe, IBIOOYMHHUTE HWHTEPBIOTA U
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Ka3yCHHS aHAJIN3, KATO U3rPaKa KOMIUIEKCHA U MHOTOILTACTOBA KapTHHA Ha
CHhCTOSIHUETO Ha YMPaBICHUETO HA KA4eCTBOTO B OBJTAPCKHUTE XOTEIH.
JlaHHUTE OuepTaBaT SICHO pasTpaHUUCHHE MESKAY (OPMATHOTO HATHYHE Ha
enemMentd Ha TQM wu peanHata CTelmeH Ha TAXHATA HWHTErpalus B
eKeHeBHATA MPaKTHKa. Makap 3HaUNTeTHA YacT OT XOTEJIUTE JIa pa3rnoiaraT
ChC CTAaHAAPTH, IPOICTYPH U HHCTPYMEHTH 3a KOHTPOJ, TAXHOTO MPHIIaraHe
YeCTO € HEeMOC/ICA0BATEIHO TOpPaad CE30HHOCT, BHCOKA HATOBAPEHOCT,
OrpaHM4YCHU PECYypCH, JIMIICA HA MOTHUBALMA U HEAOCTAThbYHA KOOpAWHALIUA
Mexay oraenute. Te3n (akTopu BOIAT A0 BapHalMd B KayeCTBOTO Ha
YCIIyTUTE M 3aTPYJHSBAT YCTOWYMBOTO MpwWjaraHe Ha Quiocodusara 3a
ISUIOCTHO YIpaBJIeHHE Ha KA4eCTBOTO.

Ananu3z na peknamnu KOHCmManmu
B pamvkure Ha mpeABapUTETHOTO EMIHMPUYHO MPOyUYBaHE Ce
U3BBPIIBA M BTOpaTa yacT OT aHaju3a, a HMEHHO MpPHUCHCTBHETO Ha
peKilaMHHTEe KOHCTaHTHM B Hu3Bazka oT 150 mecra 3a HacransaBane. llofg
PEKIIaMHU KOHCTaHTH B HACTOSIIIOTO M3CIIe/IBaHE Ce pa3doupar yCTOMUMBHUTE
€JIeMEHTH Ha pEKJIAMHOTO ChIbpKaHHE M KOMYHHUKAIIMOHHHUTE KaHaJH,
KOMUTO C€ H3MOJI3BaT CHCTEMHO OT MECTaTa 3a HacTaHsABaHE IIpHU
MIPEJICTaBSIHETO HA TEXHUS TYPUCTUYECKH MPOTYKT, @ HMEHHO JIOTO, CIOTBH,
(bupMeH cTul, pexiiama 4pe3 HHTEpUOp/eKCTEPHOp, BUAEO U CAlT. AHAIU3bT
MOKa3Ba, Y€ PEKJIaMHUAT MOJEeJ B OBITapCKOTO XOTEIHEPCTBO € CHIIHO
HepapxXu3upaH:
» Jloroto u ¢QupMeHHIT caiiT ca Hal-pa3NpOCTPaHEHHTE
KOHCTaHTH, TpUeMaHu 3a 0a30B CTaHIApT MpPH OOEKTHTE
Hax 3 3Be31U.
» PexyIaMHUAT CJIOT'BbH € Hail-c71a00 Pa3BUTHSAT €IEMEHT, KaTo
JIUTICBA JOPH TIPY CBETOBHH BEPUTH HIIN JTYKCO3HU OOEKTH
(namp. xoten ,, XUIThH B X0TeN ,,AAMupan’).
» PeknaMHOTO BUJIEO € JTyKCO3HAa KOHCTAHTa, KOHIIGHTPHpaHa
MIOYTH M3ISUTO B CErMeHTa 4 U 5 3BE3/IH.
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Edexmuenocm na pexnamunume Koncmanmu Kamo cmumyn 3a
6v3npuUAMUEMOo

AHanu3bT CHIIO Taka IMOKa3Ba, Y€ PEKJIAMHUTE KOHCTaHTU PSIKO ce
M3M0J3BaT U30JIMPaHo. B moBeueTo cirydan ce HabIro1aBa KOMOMHHUPaHE Ha
HSKOJIKO KOMYHUKALlMOHHHU MOJX0/1a C LIeJ J1a C€ OTTOBOPY Ha M3MCKBaHUSITA
KakTO Ha JUTWTaJIHMA MAapKEeTUHI, HO Taka M Ha MapKeTMHTa Ha
CBHABPKAHUETO, HA HHTEPAKTUBHA KOMYHMKAIUA M HE Ha MOCIEIHO MSCTO -
Ha MapKeTWHIa Ha B3aWMOOTHOLIEHMsTa. ToBa MOTBBp)KJaBa Te3ara, 4e
peKiiaMHaTa KOMYHHUKAIUs B XOTEIMEPCTBOTO BCE IO-YECTO C€ pean3upa
Ype3 UHTETpUPaHU MapKETUHTOBH MOAXO/IH.

[lomyuenute pe3ynraTH OT MpeIBApUTETHHS aHAJIU3 CIy)XaT KaTo
OCHOBA 3a MOCJIeIBAIOTO EMIIMPUYHO U3CTIeIBaHE, IPU KOETO Ype3 aHKETHUTE
Cpell MEHUDKBPH U TYPUCTH C€ M3CiieBa JOKOJIKO Te3H PeKIaMHU MOJENIN
ce Bh3MpUeMaT KaTto e)eKTUBHH OT CTPaHa Ha MPAKTUKATA 1 JJOKOJIIKO BIIHSSAT
BBPXY MOTPEOUTENCKOTO MOBECHHUE.

B nmaparpag 4 “ EMnupu4Ho mpoy4yBaHe, aHAJIN3 U OLEHKA HA
pexJIaMHHuTe MOJAeJN HAa 0a3a aHKETHOTO MPOY4YBaHe Cpel XOTeJICKUTe
MEHWIKBPH” H3CIICJABAHETO C€ Omupa Ha uHpopMmalus oT o010 45
AQHKETHPAaHU PECHOHAEHTH, 3aeMalld PHKOBOIHHM IO3MLUU B CEKTOpa.
W3BagkaTta BriIrouBa 33 pECHOHIEHTH, MPEACTABUTENM Ha OBJIrapcKoTO
XOTEJIMePCTBO, IMOMBJIHMIN aHKETHAaTa Kapra Ha OBJTapcKu e€3uk u 12
JOIIBJIHUTEIHN aHKETH, MOITBIHEHH Ha aHTJIMMCKH €3MK OT MEHUIKBbPH Ha
MEXIYHApOIHO HUBO, KOETO ITO3BOJISIBA CPABHUTENIECH IPOYUT HA MOJICITUTE B
riio0ajieH KOHTEKCT. B paMkuTe Ha eMIOMPUYHOTO M3CJIEIBAHE € MPOBEICHO
AQHKETHO NPOYYBAHE CPEJA XOTEICKM MEHWIXBPU C LN Ja CE€ YCTaHOBAT
U3IIOJI3BAHUTE PEKJIIAMHU HMHCTPYMEHTH M KOMYHUKAIlMOHHU NPAKTUKH B
XoTenuepcTBoTo. YUpes aHanmuza Ha pe3ydTaTUTE ce€ ILEenu Ja ce
UACHTH(QHULIUPAT OCHOBHUTE pPEKIAMHHM MOJENH, KOWTO c€ Ipuiarar B
MPAKTUKaTa Ha XOTEJICKUTE MNPEANpHUATHS. AHKETHOTO HW3CIEABaHE €
HacOYeHO KbM yIpaBJE€HCKaTa [MEpCleKTHBa BBPXYy peKiIaMHara
KOMYHHKallUd M MMa 3a 33jJada Ja M3Cie[Ba KaKBH pPEKJIaMHHU KaHAJIU U
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MapKETUHTOBA MHCTPYMEHTH C€ M3IIOJI3BAT OT XOTEJICKHUTE MPEANPHUITHS 3a
MOy ISIPU3HUPaHe Ha TYPUCTHIECKUTE YCIYTH.

AHanM3BT HAa JMAHHUTE II0KA3Ba, Y€ HE3aBHCHMO OT reorpa)ckoTo
MECTOMOJIOKEHNE, MEHHDKbPUTE NPU3HABAT 3HAYCHHETO HA PEKIAMHHS
OIOMKEeT M M3MEpPBAaHETO Ha HeroBara €(EKTUBHOCT KaTO 3aIbJDKUTEITHH
eJIEMEHTH Ha CBHBPEMEHHOTO ympaBieHue. [IpaBu BmewarsieHue, de
BHCOKOKATETOPHIHHUTE XOTeNH (4 W 5 3Be31H) B pErHOHa BCE IMO-9YECTO CE
Haco4BaT KbM HUHTCPAKTHBHU PEKJIAMHH MOICIIU, TBpCCﬁKH HaA4YuH Oa Cc€
KOHKYpHpAaT C OCTaHaJiTe 00CKTH HE caMo 4Ype3 IIeHa, HO U 4pe3 MO-TsICHa
aHTaXHUPaHOCT ¢ motpedutens. ToBa mpoduinrpane naBa OCHOBaHHE Jia Ce
IpeMHHE KBbM ClIABAlllaTa CTBIKA OT AaHalW3a Karo H3CIelBaHe Ha
CHCHI/I(bI/ILIHI/ITC CTpaTeruu u MOJACJIM, KOUTO TE3U 45 MCHU/IKBPU OIIPEACIAT
Kato ,,ycnemHu ‘. [lonyyeHuTe pe3yaTaTd MO3BOJISIBAT A CE AHAIM3UpA
CTPYKTypaTa Ha peKJIaMHaTa KOMYHHKAIMs B CEKTOpa M Ja CE YCTAHOBST
OCHOBHHUTE TEHACHIMHM B M3IMOJI3BAHETO HA PA3IMYHU PEKIAMHH MOJICIIH.
AHaM3bT c€ OCHOBaBa Ha JaHHHUTE OT 45 PECNOHACHTH M € HACOYECH KbM
YCTaHOBSIBAHE HAa YECTOTaTa Ha M3IIOJI3BaHE HA Pa3IMYHHUTE PEKIAMHH
WHCTPYMEHTH, KaKTO W KbM HJICHTU(QUIMPAHE HAa PEKIaMHUTE MOJIEIH,
KOHMTO C€ MPOABABAT B MIPAKTHUKATA HAa XOTCJICKUTE IIPEATIPUATHA.

N3cnenBaneTo BKIrouBa 21 BBIIPOCA, KOMTO OOXBAIIAT PEKIAMHHTE
NPaKTHKH, HM3MOJI3BAaHUTE MAapKETHHTOBH HHCTPYMEHTH M OIIEHKara Ha
e(eKTUBHOCTTA Ha pEKJIaMHUTE cTparerud. ThH Karto npodmiIbT Ha
PECHOHJICHTUTE € IOI0paH Taka, Y€ Te aKTHBHO JIa yJacTBaT B Ipolieca Ha
IUIAaHWPaHE W peallu3npaHe Ha peKkjIaMHaTa 1 MapKeTHHIOBaTa CTpaTerus Ha
ChOTBETHUTE 00ckTH. ToBa mMO3BONsIBA Ja ce chOepe uHpOpMAIUsS OT
CKCIIEPTU, KOUTO HMAT IPIAKO YYaCTHC B pCKIIaMHaTa KOMYHHKaAIlMd Ha
xortenuTe. M3Bajkara BKIIOYBA NMPENCTABUTENIM Ha PA3IUYHU KaTEropuu
MecTa 3a HacTaHsABaHE M Pa3JIMYHU THUIIOBE TypucTuuecku obextu. Tosa
pasHooOpasue ch3/1aBa Bb3MOXKHOCT J]a Ce aHAIN3UPAT PA3TUYHU PEKIaMHU
NPaKTUKW ¥ KOMYyHUKAalIHOHHH TOAXOIU B 3aBUCUMOCT OT MO3HLIMOHUPAHETO
Ha XOTEJIUTE HA TYPUCTHYECKUs TMas3ap. AHKeTara € CTPyKTypHhpaHa B
HAKOJIKO TEMaTUYHU HACOYCHOCTH, TaKa, Y€ TC IPAKO Aa C€ CBbHpKAT C BUa
MAapKETHUHT U 1a OGXBaHaT OCHOBHHMTE aCIICKTU HAa pE€KJIaMHaTa KOMYHHUKaIUA
B XOTenrepcTBOTO. [IbpBaTa 4acT OT BBIPOCH € HACOUEH KbM yCTAaHOBSIBAHE
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Ha mpodwuia Ha XoTenauTe (MasapHa HACOYCHOCT — ITOCOYEHA IIO-TOpE),
KaTerOpH3aIysi, N3MOI3BAHUTE PEKJIAMHI KaHaJH U O0KET.

Ilo oTHOIIEHHME Ha KaTeropus3alusITa Ha XOTEIUTE HAN-ToNsAM sl
3aeMaT YeTUpu3Be3aHUTE XoTenu — 22 (48,9%), crenBanu OT MET3BE3AHUTE —
14 (31,1%) u TpuszBe3gaute — 9 (20%).

Pesynrature moka3BaT CbhINO, Y€ HAW-TOISAM AT OT aHKETHPAHUTE
XOTEJH ca HACOUYCHU KbM JICTECH MJIM Ce30HEH Typu3bM — 12 xorena (26,7%),
ciefBaHd OT cma Typu3bM — 11 xorena (24,4%), rpaacku TypuseMm — 10
xorena (22,2%) u cemeeH TypuzbM — 9 xortena (20%). Hali-manrsk e ensT Ha
XOTEJIMTe, HACOUCHM KbM Om3Hec Typu3bM — 3 xorena (6,7%). Taszu
CTPYKTypa TOKa3Ba, Y€ 3HAYUTEIHA YacT OT U3BaJKaTa c€ ChCTOU OT XOTENH
B CpEIHHS W BUCOKHS Ta3apeH cerMeHT. ToBa mpemnosara HATM4Ae Ha T0-
Pa3BUTH MAapKETUHTOBHU CTPATErMM M MO-aKTUBHO M3MOJI3BaHE HAa PEKJIaMHU
UHCTpyMeHTU. OT ChILIECTBEHA BaAXKHOCT 3a IOCTUTaHe XapaKTepUCTUKAaTa Ha
pEKJIaMHHATE MOJENH W TAXHOTO HM3BEXKIaHE Ca W3IOJN3BAHHUTE PEKIIAMHH
KaHaJ . AHaJIM3bT Ha pPEKIAMHATE KaHAIM I[I0OKa3Ba, 4Ye OHJIAWH
wIaThOPMHUTE ca Hai-4eCTO M3MOJ3BAHUAT pEKiIaMeH KaHal — 25 xorena
(55,6%). Cnenpar yuyacTueTo B TYpUCTHYECKH H3JIOXeHUS — 14 xorena
(31,1%), noxaro KaTajo3UTe M OPOLIYPHUTE CE€ U3MOI3BAT OT 3HAUUTEIHO T0-
Mairbk Opoit xotenu — 6 (13,3%). durypa 7 nmpencTaBsi OCHOMHUTE MecTa 3a
peKkiaMHa JeifHOCT, KOUTO ca pe3IpeIeeHn KakTo cie/Ba:
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Bue peknamupate v Bawuma
XoTen n Kvae ?

B OHnanH nnatdopmu

B TypucTnyeckm
N3/10KEeHUA B YyKOuHa

KaTtanosu u 6poLuypu

®urypa 7. Ilpenqnounrana cpena 3a peknama

H3mounux: aBTOPOBO NpeCTaBsIHE

Haii-ronsm  gsi1 umar  QopMuTe Ha JUTHTAIHUS MapKETHHT,
peanu3upaH B COLMAIHM MPEXH W TUIAT(GOpPMHU 3a OHIJIAWH pe3epBallvu.
OnmaiiH  1atrGOpMUTE  MO3BOJISIBAT — TMO-IIUPOKO  JIOCTHTaHE [0
MOTEHIIMAIIHUTE TYpUCTH M YJIECHSABAT Ipoleca Ha pesepBanus. [lpaBu
BIIEYATIICHWE, Y€ Cpel TPAAWIHOHHHUTE pPEKIaMHH HWHCTPYMEHTH
MPOABIDKABAT Ja C€ M3MOJ3BAT, 0COOEHO B MEXYHAPOIHHS TyPUCTHUECKU
MapKETHHT M Y€ XOTEJIUTE, KOUTO Y4acTBAaT B TYPUCTUUYECCKUTE M3JIOKCHUS,
TBHPCAT €KCIIaH3Us MMEHHO B 4y>KOWHA. BToparta wact ot BBIpocHTE ce
CBBp3Ba CBhC CIENUGUYHH peKIaMHUTE TIpakTHKu U (opmure Ha
MapKETHHTOBAa KOMYHHUKAIVS, H3TIOJI3BaHHU OT XOTEJICKUTE mpeanpusats. Tyk
TIOTIA/IaT BBIIPOCHTE 32 PEKIaMHHUS OFOJIKET U H3MEpBaHe Ha e(pEeKTUBHOCTTA
W yIOpaBieHHEe Ha pekiamara kaTto mso. OTroBopute Ha BBIpOca 3a
pexnamHus OropkeT mokasear, 4e 29 xotena (64,4%) umar onpezelieH
OromxkeT 3a pexnama, Aokaro 16 (35,6%) He pasmonarar ¢ MpeIBapUTEITHO
ompeiesieH OI0KeET.

WHTepecHa B3aMMOBpB3Ka IMpejajiara CIeABallUs BBIPOC, KOUTO
MIPEJICTaBsi OTTOBOP Ha BBIIPOCA A0 KOJKO XOTEIHEPUTE W MEHUIKbPHUTE
u3MepBaT pekiaMHaTa e(eKTHBHOCT. BBIpockT 3a H3MepBaHETO Ha
pekiamMHara e(h)eKTUBHOCT MTOKa3Ba MMOYTH PABHOMEPHO paslpeneneHue — 23
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xorena (51,1%) n3mepBat pexkiiamHara eheKTUBHOCT, Jokato 22 (48,9%) He
W3IIONI3BAT  CHCTEMAaTHYHA  OICHKA HAa  PEKIAMHHTE  pe3ylTaTH.
Pasnpenenenuero ce BU3yanusmnpa upe3 cieasaiara urypa 8:

PeknamHa epeKTMBHOCT

[ PIF]

M He

®urypa §. 3mepBaHe Ha pekiiamMHaTa €()eKTUBHOCT

H3mounux: aBTOPOBO NPEACTABIHE Bb3 OCHOBA Ha aHKETaTa

AHanIu3bT HA OTTOBOPUTE CUTHAIM3KPA, Y€ YacT OT XOTEINUTE BCE OIIIe
HE H3MO0I3BaT AHAJINTUYHH HHCTPYMEHTH 3a OLIEHKa Ha pPEKJIAMHUTE
KaMITaHHUH, KOETO € XapaKTEPHO 3a MO-MAJIKUTE TYPUCTHYECKH PEATIPUATHSL.

CrnenBamiata 4acT OT aHKETHOTO IIPOydBaHE € IIPEJICTABEHO OT
BBIIPOCH, KOUTO CchOMpaT WH(pOpMaIUs 32 HAYUHUTE, 110 KOUTO XOTEJIUTE
MPECTaBAT CBOUTE YCIYT'H U B3aUMOJAEHUCTBAT C KIIMEHTUTE. TyK BBIIPOCUTE
KacasT U3I0J3BaHETO HA BUJJOBETE MApPKETUHT, Thii KATO UIMEHHO OIpE/IEIIeH
BUJI MapKETHUHIOBA HACOUYEHOCT IIPEAIojiara OINpeNeeH peKaMeH MOJell.
TobpcenaTa B3auMOBpB3Ka € MPeIMMHO Ha (poHa Ha AUTHTAIHUS MapKETHHT,
Ha MapKETHHTa Ha B3aMMOOTHOUIEHHATA, HA MAPKETHUHra Ha ChIbPKAHUETO
U MapKeTUHIOBUTE KOMYHHKallMM B coluaiaHure Mpexu. Karto 1o,
JUTUTAITHHUAT MapKETHHT C€ U3I10JI3Ba aKTUBHO, HO PE3YATaTUTE ITOKA3BaT, ye
MHOTO XOTEJIM HE U3MO0JI3BaT KOMIUIEKCHA TUTUTAIHA CTPATETHsA, a TI0-CKOPO
OTJEIHU WHCTPYMEHTH. Pa3npesneneHueTo Ha OTrOBOpUTE € BHUIHO Ha
ciennara gurypa 8:
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AUrntaneH mapKeTuHr ?

B Google peknama

B Facebook peknama

Yebcant

Apyro

®urypa 9. M3non3Bane Ha TUTUTaIeH MapKETHHT

H3moynuK: aBTOPOBO MPEICTABIHE

Ha 6a3a Ha pe3ynraTute € HoBeYE OT SICHO, Y€ IUTUTATHHUAT MApPKETHHT
ce M3I0JI3Ba aKTHBHO KAaTO YacT OT peKjaMHaTa CTpaTervs Ha XOTEJICKHUTE
npeanpusitusi. OHNaH pekiiamara u yeOcaiiToBeTe UrpasT KI04oBa PoJis B
KOMYHHKAIMATA C MOTEHUUAIHUTE TYypUCTH. KaTo nmpakTuky, N3N0I3BaHUTE
ca XapakTepHM 3a JUTHMTAIHUS PEKIaMeH MOJeJ, KOMTO ce OCHOBaBa Ha
M3M0JI3BAaHETO Ha MHTEPHET TUIaTPOPMH U OHJIAWH PEKJIAMHUA WHCTPYMEHTH.
Moxe na ce oTOeNeKH ChIO, Y€ MHOTO XOTENIH HE M3MOJI3BAT KOMIUIEKCHA
JUTUTAJIHA CTPATEr s, a I0-CKOPO OTACITHU HHCTPYMEHTH.

WHTepec mpenacTaBifgBa OTHOIIEHWETO HA MEHHUDKBPUTE KbM
MapKeTHHTa Ha B3aMMOOTHOIIEHHUATa. CTaBa sICHO, Y€ TO3U BUJ MApPKETUHT €
MO3HAT U THPCEH OT XOTEIUEPUTE. MHOT'O XOTEIH HE U3IT0JI3BAT KOMIUIEKCHA
JUTHUTATHA CTPATETHSA, a I0-CKOPO OTJEITHA MHCTPYMEHTH.

Otr pasnpenesnieHHETO Ha pe3yiaTaTHTe CTaBa SCHO, Y€ OCOOEHO
MOKA3aTEIHU Ca PE3YJTaTUTE, CBBP3aHU C H3IPaXJaHETO Ha BpPB3KA C
kieHtuTe. 36 xorema (80%) wW3moOM3BAT MpPOTpaMU 3a JIOSUTHOCT, KOETO
MOKa3Ba CHJIHA OPHEHTAINs KbM M3TPaXIaHe Ha JBITOCPOYHN OTHOIIEHUS C
kiauenture. [logoOHa TeHmeHuMs ce HaOMIOAaBa W NpUM BBOpOca 3a
criendayHuTe OepTH U MapTHHOPCTBA, KbaeTo 36 xotena (80%) mocousart,
Ye U3MM0JI3BAT TAKMBA MPAKTUKU.. MapKeTHHTa Ha B3aMMOOTHOIICHHUSATA CHIIO
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Ce XapakTepus3upa ¢ IMEPCOHANM3UPAHU NPEAJIOKEHUS, NPOrpaMHu 3a
JIOSUTHOCT M ABJITOCPOYHA KOMYHHMKauus ¢ KineHtute. Toct, ToBa € enuH
YCTOMYHMB MOJIEN, KOMTO SICHO MOKa3Ba Crieln(UKaTa Ha pEKIaMHUTE MOJIEIIN
B XOTEIMEPCTBOTO W TEHIECHLMA KbM YTBBPXKJIaBaHETO My KaTO OCHOBEH
MOJIEJI.

CrnenBamusaT W MoXe OHM Hal-aKTyaJleH peKJIaMeH MoJenl B
HacTosllaTa €pa Ha COLMAJHU MEIUUM € HMEHHO CBBbpP3aH C OHJIAaWH
KOMYHHKaIMATa ¥ COLMAIHUTE Mpexu. Pesyntatute nokassat, ue 100% ot
AQHKCTHPAHUTE XOTEJU W3IOJ3BAaT COLMAIHHM MPEXH, KOETO MOTBBPKIaBa
TAXHATa KJIIF0YO0Ba poJIAd B CbBPCMCHHATA PCKIIaMHa KOMYHHUKaIIUA.

Oco0eHO CHIIHO MPHUCHCTBHE MMa MHTEPAKTHBHATa KOMYHHMKALUs C
KJIMEHTHUTE, KaTO JAHHUTE Ca CICIHUTE:

- 100% ot xoTenuTe U3MON3BAT COLMATHNA MPEXHU

- 97,8% OTroBapsT Ha OT3UBUTE HA KIMEHTHTE
- 100% npennpuemar AeHCTBUS P HETATUBHU OT3UBU

Bucokure CTOMHOCTM TIOKa3BaT $ICHO M3Pa3eHO pa3BUTHE Ha
WHTEPAKTUBHUS PEKIaMEH MOJEN, IPU KOWTO KIMEHTUTE aKTUBHO Y4acTBaT
B KOMYHHUKALUATA C XOTeJa ype3 oHnaiH miargpopmu. Tyk cTaBa sicHO U enHa
MHOT'O CBLIECTBEHA OCOOCHOCT, @ UMEHHO /10 KOJIKO MOJXKE Ja C€ CUUTa 4e
COIIMAIHUTE MPEXKH Mpeanarar edextiBHa pexiiama. OT pa3npenesieHueTo e
BUJHO, Y€ TOYHO MOBEYE OT MOJIOBUHATA PECIIOHIEHTH OIIPEeNIEAT peKiiamaTa
B COL[MAJTHUTE MEJIUH KaTo e(eKTHBHA!
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EdbeKkTMBHOCT Ha peknamaTta B
coumanHuTe meamm

m [a
M 3340B0NTENHO

Hamame penesaTHa OoUeHKa

®urypa 10. EdextuBHOCT Ha pekiamMara B COIMATHATE MEIUN

H3mounux: aBTOPOBO NpeACTaBsHE Ha 0a3a aHKeTarTa

Tperara rpyma oT BBIPOCH € HACOYCH KbM OLICHKA Ha M3MOJI3BAHUTE
PEKIaMHU TOAXOIW M KbM HAESHTH(UIMpaHE Ha OCHOBHUTE pPEKIAMHHU
MOJIENIM, KOUTO C€ MPOSIBSIBAT B MPAKTHKATa Ha XOTEJICKUTE MPEINPHUITHS.
Hacokara 3a Ta3u olieHKa ce CBBP3Ba U ChC CIEBAIIMS BHJ MAPKETHHT, a
MMCHHO MAapKETUHIa Ha CBbABPKAHUCTO U T.H. PCIIYTAIMOHCH MAapKCTHHI.
Pesynrarure mnokaszsar, ue 40 meHumxbpa (88,9%) ca 3amo3HaTH C
MapKeTUHra Ha ChIbPKAaHHUETO W IO M3Moi3BaT. Upe3 ChIAbPKAHUETO
XOTCJIIUTE MTPEACTABAT TYPUCTUUCCKUTE IIPCKUBABAHUA, ACCTUHALUATA H
NpearMCTBaTa Ha CBOSITA YCIIyTa. B TO3M acnekT chIuo cieBa J1a ce HOCOoUYH
Y POJISITAa HA KJIIMEHTCKUTE OT3UBHU U JI0 KOJIKO XOTEIMEPUTE U MEHUDKBPUTE
OTrOBapsAT, OTCTPAaHSABAT M BBHOOILIE ONepupaT ¢ TAX, clenHaTa Tabmuia
NOKa3Ba pasNpeesieHNeT0 Ha TPHUTE BBIIPOCA, CBBP3AaHH C KIHEHTCKUTE
OTrOBOPH B aHKETHOTO MPOYyYBaHE:

Tabnuna 2 . OTHOIIEHHE KbM KIMEHTCKH OT3HBH
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OT3UBHTE HA KIHEHTHTE Ca (o]

BaKHH

OTI'OBapﬂ €€ HA OT3HBHTE 42 3

OTCTpaﬂﬂBaT Ce€ MOCOYICHH (o]

HPONYCKH
Tabimna 2 . OTHOLIEHNE KbM KIHEHTCKH OT3UBH

Tesu pe3yaTaT MoKa3BaT, 4e XOTEIUTE OCh3HABAT 3HAUCHUETO TOYHO
Ha TO3HW BHJ MapKETHHI M aKTHBHO peardpaT Ha KIHMEHTCKaTa oOpaTHa
BpB3Ka.

OcHosnu npeouseuxamencmea npeo peknamama 6
Xomenuepcmeomo

OtroBopuTe Ha BBIIPOCA 32 OCHOBHUTE IIPEAN3BUKATEICTBA IIOKA3BaT,
Ye Hai-4ecTO IMOCOYBAaHWUTE NPOOIEMH ca HEAOBEpHE KbM pekiiamara
(24,4%), rpemno wuHTepnperupaHa uHpopmanus (20%) u  cuiHa
KoHKypenus (15,6%):
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KakBu npeousBukKaTernictea cpeljaTte B
npeprindaHeTo Ha KIMMeHTU 4pes3
WHTEepnpeTHpaHa

?
Koukypenuwn c peKna Ma ¢
ronemuTe OTA s
16% S
uHihopmaymn.

YecTto knuenTuTe He 20%
EHUKBEaT B CaMaTa peknama
%

lNMoHAKOra rpewHo

Bucoxk npouent
KOMHMCHOHITaKCa
4%

MNnaxocr, Hegoeepwe
KLM peKnamara Karto
UAno, AKNCaTa Ha
obpaTHa Bpb3Ka. Hamam muexne

24% 29%

Ourypa 11. [Ipeau3BukarencTsa Npu NPUBINYAHETO HA KJIMEHTH Ype3
pexinaMa

Tesu pesynaTatd MOKa3BaT, 4Ye peKIaMHaTa KOMYHHMKaLusi B
TYPUCTUYECKHUS CEKTOP CE OCHIIECTBSIBA B YCIOBUSTA HA CHIIHA KOHKYPEHIIUS
M BHCOKM W3UCKBaHHWS OT CTpaHa Ha moTpeOuTenure. ToBa Hajara
M3M0JI3BAHETO HA I0-aBTEHTHYHM M NMPO3pavyHH (OpMU Ha KOMYHHKALHS.
OTHOBO B TO3M aCHEKT Ha BBIPOCH 33 aHAIN3 € W MOCIEAHUAT BBIIPOC,
XapaKTepu3upall CTpaTeTHUYECKUs] TOAXO0J, W TO TOYHO B OOXBaTa Ha
KOHKYPEHTHOTO mpenuMmMcTBo. OTroBopuTe Ha BBIpPOCAa 3a HAUYWHA Ha
KOHKYpHpaHe IOKa3BaT pa3zHooOpa3Hu mnoaxonu. Haii-uecto mocoyeHusT
(hakTOp € IIcHOBaTa KOHKYPEHIIMS, KaKbBTO € ciydasT mpu 11 xorena
(24,4%), cnenBan ot o0aBsiHE HA JIOIBIHUTEIHA CTOMHOCT B MIPUMEDP OT 8§
xorena (17,8%) u HempekbcHAaTH MOAOOPEHHS B MpUMEp NpH 7 XOTena
(15,6%).

Pe3ynmamu u ananus na npunolcenuemo pPeKiamHu mooenu 8
Xomenuepcmeomo

Enue mo-nmeraiinen morien BBPXY PpE3YyNTaTUTE OT aHKETHOTO
NMpOy4YBaHE TIOKAa3BaT, pPAa3KpUBa, 4Y€ HAU-IIUPOKO PA3MPOCTPAHEHU Ca
WHCTPYMECHTUTE HA NUTUTAIHUS MApKETHHI, KOUTO MO3BOJIABAT JUPEKTHA
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KOMYHUKAIWs C TOTCHIUATHUTE TypHcTH. Tabmuma 3 mpencraBs
CTPYKTypaTa Ha M3MOI3BAHUTE PEKIAMHHI HHCTPYMEHTH CpPeJl aHKETHPAHUTE
XOTEJICKH MEHUKBPU.

Tabnuya 3. Cmpykmypa Ha peKiaMHU UHCMPYMEHMU

YeOcaiit Ha XoTena 41 91%
ColuanHu Mpexu 39 87%
[Tnardopmu 3a onJyau | 37 82%
pe3epBalun

Google Ads / onnaiia peknama | 26 62%
MapkeTuHr upe3 chabpxkanue | 26 58%
ITapTHROpPCTBA C TypUCTHYECKH | 24 53%
areHInn

Yyactue B TypucTHYecKH | 19 42%
H3JI0KCHUS

TeneBusnonHa, TpancmnoptHa u | 0 0%
paano- pexjaama

WndnyeHchp MapKeTHHT 14 31%

H3mounuk: aBTOPOBO MpeCTaBsIHE Ha 0a3a HAa aHKeTaTa

Pesynrarure moka3Batr SCHO JOMHWHHUpPaHE HA TUTHTAIHUATE PEKIaMHU
KaHaiu. Haii-BucoK 151 mMa mojappikaHeTo Ha yebcalT Ha xorena (91 %),
KOETO TO0Ka3Ba, Y€ WHTEPHET NMPUCHCTBUETO C€ Bh3MpHEMa KaTO OCHOBEH
KaHaJ 3a MPeJICTaBsSIHe Ha TYPUCTHUECKUTE YCIYTH.

Bucok nmsan umar u conuanaute Mpexu (87%), KOUTO ce M3IMON3BAT
aKTHBHO 3a KOMYHHMKAalUs C KIHEGHTUTE M 3a TNOMyJspU3uMpaHe Ha
TYPUCTHYECKUTE TIPEIJIOKCHHS. 3HAYUTENCH € U JeNIbT Ha TUIaT()OpMHUTE 3a
oHJlaliH pesepBanuu (82%), KOUTO ce MPEeBpBIIAT B OCHOBEH KaHAN 3a
JIOCTUTaHe A0 MOTEHIMAIHUTE TYPUCTH. ToBa IOKa3Ba, Y€ XOTEICKUTE
NPENNpPUATHS aKTUBHO M3MOJ3BaT JUTUTAIHU TUIATQOPMHU KAaTo 4YacT OT
CBOSITA MAPKETUHIOBA CTpaTerus. TpaaullMOHHUTE PEKIIaMHU UHCTPYMEHTH,
KaTO y4acTHe B TYPUCTUUECKHU U3JI0KEHUS U TAPTHHOPCTBA C TYPUCTUUECKU
areHIUy, ChIIO MPOIBIKABAT Aa C€ M3MOJ3BAT, MaKap U C MO-HUCHK ML
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Haii-ctabo mpencraBeHa e TeneBU3MOHHATA pEKIIaMa, KOETO MOKa3Ba, ye TO31
peKIaMeH KaHajl ce HM3MO0JI3Ba OTPaHWYCHO B NPAKTHKATa Ha XOTEJICKHUTE
OPEANPHUSITHSI.

Ouenka Ha u3noa36anu PeKiamuu Mooeau

B®3 ocHOBa Ha aHamM3a HA PpeKJIaMHUTE MHCTPYMEHTH MOraT Ja Obaar
UACHTH(GHUIUPAH! OCHOBHUTE PEKJIAMHH MOJENH, KOUTO C€ M3IOJI3BaT B
XOTeNnuepcTBOTO. [10-KOHKpETHO, Ype3 aHKETHOTO MPOYUBaHE XOTSIHUEPUTE U
MEHHUDKBPUTE OLCHSIBAT M PA3IMYHH PEKIAMHU MOJCIH, TPEAJIOKEHU B
TEOpEeTUYHATA YacT Ha M3clielBaHeTo. Te3n Moaenu ce GopMHpaT UMEHHO
4ype3 KOMOWHALIMS OT Pa3IniHU PEKJIAMHU HHCTPYMEHTH M KOMYHHUKAIIMOHHH
kaHanu. [lodydyeHute pe3ynraTti NoKas3Bar, 4e Hali-IUPOKO pa3mpoCTpaHEeH €
JUTUTATHUAT PEKJIaMeH MOJelN, KOWTO ce Hu3Moi3Ba OT okoyio 84 % ot
AaHKETHpaHUTe XOTesd. TOo3M MO ce XapaKTepu3hpa C M3MOJI3BaHETO Ha
WMHTEpHET IU1aTGOPMH, OHJIAH peKiiaMa U yeOcaiiToBe KaTO OCHOBHH KaHAIIU
3a KOMyHHKalusl. BUCOK 51 MMa M MHTEPAaKTUBHUST pekiameH moxen (79
%), KoliTOo ce peanmu3mpa Upe3 aKTHBHA KOMYHHUKAIUS CHC KIMCHTUTE B
COLIMAITHUTE MPEXW W OHNaiH rmiardopmu. To3n Monen mo3BosiBa TO-
JUHAMUYHO B3aUMOJICUCTBHE MEXAY XOTEIUTe W TEXHUTE KIMEHTH..
MapKeTHHIBT Ha ChIBPIKAHHUETO U MAPKETHHI'HT HA B3aMMOOTHOIICHHSTA
CBIO 3aeMaT BAXKHO MSCTO B PEKIaMHATA KOMYHHKAIMS, KOETO IMOKa3Ba
CTPEMEXK Ha XOTCJICKUTE TMPEeINpUATHS Ja HU3rPAKIAT JIBJITOCPOUHH
OTHOIICHUS ¢ KIIMECHTHUTE U JIa MPEJACTABAT TYPUCTUUCCKUTE MPEKUBIBAHUS
ype3 pasuuHu GOpPMHU Ha ChAbpkKaHUE. TPaJUIMOHHUIT PEKIAMEH MOJIEI
NpoABIDKAaBa J1a CHIIECTBYBa, HO KMa IMO-HE3HAYMTENEH [, TOHE B
HacTOsIIIaTa U3BaJIKa, B CPaBHEHHE ¢ AUTHTAIHUTE (opMH Ha peknama. Haii-
OrpaHUuEHO, HYJIEBO, IPUIOKEHUE UMa TEICBU3HOHHUAT PEKJIAMEH MOZET,
KOETO ce OOsCHSBAa C BHCOKHUTE Pa3XOAM 3a TO3M BHUI peKiamMa H C
NPEHACOYBAHETO Ha PEKJIaMHHUTE OIO/PKETH KbM JUTMTAHUTE KaHAJIW.
JaHHuTe ca BU3yalu3upaHu KaKToO CleqBa:

Tabmuua 4. CTpykTypa Ha peKJIaMHUTE MOJICIIH B XOTEJIUEPCTBOTO

Pexnamen moaes CBbp3aHU HHCTPYMEHTH s
(%)
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TpaauuuoHeH pEeKJIaMEH | TYpUCTHUYECKH  U3JokeHus, | 44%
MOJeT IeJYaTHa peKyiaMa

Pexnamen MOJIEN Ha | yeOcaiit, ommaiiH pekiamu, | 84%
JUTUTaJICH MApPKETHHT pe3epBallMOHHH TUIATPOPMHU
Pexnamen MOJIeI Ha | TUTUTATHU CTaTuH, BU3yarmHo | 58%
MapKEeTHHT Ha ChABPKAHUETO | ChABPIKAaHUE, BHICOKIIUIIOBE
Pexnmamen MO Ha | mepcoHanusupann  odeptn, | 52%
MapKETHUHT Ha | JIOSTHOCT

B3aFIMOOTHOIIICHUSITA

Pexnamen MOJEI Ha | COMAIHU MpEXHU, OHJIalH | 79%
MAapKCTHUHI Ha HTCpAaKTUBHATA | KOMYHHUKaAIIUA

KOMYHUKaAIHA

Pexmamen MOJIEN Ha | Onorspu, HHGITYSHCHPH 31%
HH(ITYECHCHhP MAPKETHHT

Pexnamen MOJIe Ha | Tenesu3sus, paguo, oundopa | 0%

TCJICBU3MOHHA, TPAHCIIOPTHA
" pagruo-pCKiIamMa

Hzmounuk: ABTOPOBO NPECACTABAHE

Ilaparpa¢ 5 “EMnupuyHo mnpoy4yBaHe, aHAJM3 W OIeHKA Ha
PEeKJIAMHHTE MOJAEJM Ha 0a3a aHKETHOTO NPOYy4YBaHe cpel TYPHCTH-

PEeLUNUEHTH HA PeKJIAMHHU CbOOLIeHus”

[IpoyuBaneTo oOxBamia u3Banka ot 101 pecrioHAEHTH U € HACOYEHO
KbM WU3CJE[BaHE Ha IOTPEOWTENICKUTE HArjlach CIHpSIMO peKiamaTa u
BB3ICUCTBUETO HA PEKIAMHHUTE MOJEIH B XOTEIUEPCTBOTO. AHKeTarta
aHaJIu3Mpa TpYU OCHOBHU HAIIPaBJICHUS:

» Conmo-geMorpadcku mpopui

> TypI/ICTI/I‘{eCKO u MCHHﬁHO NOBCACHUC, BBINPUATUC HA PCKIIAMHO
CbABbPIKAHUC, BKIIFOYUTCIIHO U B’B3,I[eI>iCTBPIe Ha BU3YAJIHUTC U ayJUO
CTUMYJIN (BI/I}_'[eO, MY3HKa, neﬁ3a>i<1/1, CKpUTHU IIOCJIaHUsA, TOH Ha

o0I1yBaHe, peaTHOCT Ha 00pasa).
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» BiusHue Ha pekiiamMaTa BbpPXY M300p Ha XOTeN 4pe3 BBIPOCH 3a
HOTPEOUTENICKA PEaKIHs COPSMO PEKJIAMHHUTE MOJCIU B TUTUTATHA
cpena (1300p Ha mIaTGopMu, IPOBEPKA HA OT3UBH).

Coumo-nemMorpadckusiT Ipo Ul Ha PECIIOHACHTUTE CE CHEMA Bb3 OCHOBA
Ha YETUPH XapaKTEPUCTUKH, a IMCHHO TI0JI, Bb3PacT, 00pa30BaHKE H L] Ha
nbTyBaHe. B m3Bankara ce HaOir0IaBa MOAYEPTAHO JKEHCKO MPUCHCTBHE —
62,4% (63 pecrioHneHTH) ca xkeHH, a 37,6% (38 pecroHIeHTH) ca MBKe.

B oOxBata Ha pekjiaMHaTa KOMyHHUKanus o0ade, TO3U pe3yiTaT M Io-
KOHKPETHO 32 TYPHCTHYECKUTE W3CICIBAHUS, MOXE Ja CE HAlpaBU CIUH
ocobeH u3Boj. Thil KaToO )KEHUTE YECTO YUacTBaT MMO-aKTUBHO B Mpoleca Ha
IUIAaHUPaHe Ha ITbTYBAHMATA M U300pa Ha MecTa 3a HaCTaHsIBaHE.

Haii-ronsm 151 OT aHKETHpaHUTE ca BBB Bh3pacToBara rpyma 29-38
roguau — 43%, cnensanu ot 18—28 rogunu — 34%, 39—48 rogunu — 19% u
49-65 rogunu — 5%.

[MpodubT Ha PEeCIOHACHTHTE € HAa BUCOKOOOPa30BaH MOTPEOUTEN — HAJl
51% ca ¢ Buciie obpazoBanue, a 6yin30 36% ca cbe cpeaHO 00pa3oBaHuUE,
11% umat cpenHo npodeCHOHAIHO 00pa30BaHUe, a OCTAHAIUTE KaTECrOpUU
nuMaT MUHUMAJICH Js1J1.

AHKETHOTO TIPOY4YBaHE CpeJl TYPUCTHTE € CTPYKTYPUPAHO TEMATHYHO
Taka, 4ye Ja 00XBaHe Pa3IHyYHM aClEeKTH Ha BB3MPUATHETO HAa peKiamara u
pEeKJIAMHHUTE MOJICIH B XOTeNHepcTBOTO. KOHCTpyKIMATA HA aHKeTaTa €
HacovYeHa KbM YCTAaHOBSIBAHE HA BpbB3KATa MEKAY MOTPEOUTEICKOTO
MOBE/ICHUE, BB3MPUITHETO HA PEKIIAMHHUTE TMOCTAHUS U MPEANOYUTAHUTE
KOMYHHKAIIMOHHU KaHAJH.

Bropata rpyma BBOPOCH HW3CIEABAT HAYMHA, MO KOWTO TYPHCTHUTE
TUTAHUPAT CBOUTE THTYBAHUS U KOU HHPOPMAITMOHHY KAHAIM U3TOI3BaT Hall-
gecTo. Tyk ca BKIIOYEHH BBIIPOCH KaTo:

LeJ1 Ha IbTYBaHETO (pa3BiieueHUe WK padboTa),
W3MOJI3BAHM COIUATHN MENHHH TUIATPOPMH,
TBhPCEHE Ha pPeKiiaMa B COLMATHUTE MPEXH,
U3I0JI3BaHE Ha BUJIEO IIATPOPMHU,

NpOBEPKa Ha OHJIAHH OT3MBH.

VV VYV
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Pesynratute OT aHKETHOTO MNpOYydYBaHE IIOKa3BaT SICHO M3Pa3eHO
JOMHUHHpaHe HA MbTYBAHUATA C LIEN MOYMBKa U pa3BiedeHue. Ot obmo 101
pecnonnentn 68 aymm (67,3%) mocouBar, 4Ye WTHTYBaT OCHOBHO C
pasBiekarenHa 1en, gokato 33 aymwu (32,7%) meryBar mo pabora. Tesn
pe3yaTaTH MoKa3Bar, ue TYPUCTHUECKOTO ThPCEHE B M3ciieIBaHATa H3Ba KA €
JOMUHHPAHO OT MOTPEOUTENH, KOUTO THPCIT IMpPEXHBSIBAHE, IOYMBKA U
€MOIIMOHAITHO yAoBIeTBopeHue. [Ipu To3u THI moTpeduTeny pekiiamara uma
(dhyHKUMs He camo Ja nH(pOpMUpa, HO U JIa Ch3/1aBa 00pa3 Ha TypUCTHYECKaTa
JeCTUHAIIMS ¥ Ha MIPEIaraHoTo MPEKUBSIBAHE.

AHaNM3bT HAa W3MON3BAHHUTE COIMAIHM MEIWWHU IUIaTGOPMH IOKa3Ba
SCHO JTOMWHHMpaHE Ha HSIKOJIKO OCHOBHM KaHalla 33 OHJIAiH KOMYHHKAIIHS.
Haii-uecTo usnon3Banute miaTGopmu cpel ankeTupanute ca Facebook — 35
pecnonnentu (34,7%) u Instagram — 30 pecnonaentu (29,7%). Cnensat
Booking — 11 aymm (10,9%), YouTube — 7 nymm (6,9%) u TikTok — 5 aymm
(5%). Ocrananure miarGopMu HMMAT 3HAYMTEIHO IO-HUCHK JsUI, KaTo
LinkedIn u Google ca mocodenu ot 1o 2 pecrionzientu (oxojio 2%), a Twitter
u Bg mama — no 1 pecnongient (okoso 1%). Yact ot ankerupanute (4%)
MOCOYBAT, Ye M3II0JI3BAT BCUUKU N30poeHu miaTdopmu, tokaro 3% 3asBsBart,
4e HE U3II0JI3BAT COIMATHI MEIHH.

Te3u pe3ynrTaTu MOTBBPXKAABAT 3HAUSHUETO HA JUTHUTAIHUS PEKIaMEH
MOJIeJI, IPY KOWTO KOMYHHKAIIUATA CE pealln3upa Ype3 OHJIANH TIaThOpMH U
conuagHu Meauu. B chIoTo Bpeme miuaTdopmure, 6asupaHu Ha BU3yaTHO
ChABpKaHUE, Karo Instagram, mpexamomarar pa3BUTHE W Ha BH3YaJCH
peKIaMeH Mozei, KOWTO M3MOJ3Ba M300paKeHUs M BUIEO MaTepuaid 3a
Ch3/1aBaHE Ha aTPaKTUBEH 00pa3 Ha TypUCTUYECKATa yCIyra.

Toit kato BuaeomnarhopMuTe JHEC 3aeMaT BaKHA 4acT B MEIUMHOTO
NPUCHCTBHUE U MpeyIarat Jo0pa Bb3MOKHOCT 3a peKiiaMma Ha TypUCTUIECKUTE
00EKTH, TO CIIEABAalIMAT BBIPOC B AHKETHOTO INPOYYBaHE € CBBP3aH C
TAXHOTO BIUSHHE M BB3NPHUATHE Ha BUAeopeknamara. [lo oTHomieHue Ha
W3II0JI3BAHETO Ha BHeO muiaTdopmu 38 pecnonaentu (37,6%) mocousar, ue
ThpcAT MHPOpManus 3a xorenute B miardopmara YouTube, nokaro 63
pecnionnentu (62,4%) He M3MON3BAT TO3M KaHAN 3a Ta3u Iiesl. Brnpeku ye
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JenbT Ha n3noi3Bane Ha YouTube e mo-HUCHK B CpaBHEHUE ChC COLUATHUTE
MPEXH, PE3yJITaTUTE MOKa3BaT, Y€ BUACOCHIBPKAHHETO MMa 3HAYUTEIHO
3HAa4YCHUE 3a MPEACTaBsIHETO Ha TypUCTUYECKUTE yciayru. Bugeo ¢popmatsT
MO3BOJISAIBA MO-ITBJIHO NpE/ICTaBsIHE HA aTMoc(epaTta, HHTEPHOpPa U yCIYTUTe
Ha XOTeJa, KOETO yJIECHsIBa Mpolieca Ha B3eMaHe Ha PelIeHUe OT CTpaHa Ha
TYPHUCTHTE.

Ot rneaHa ToYKa Ha PEKJIAMHUTE MOJENU TOBa MOKa3Ba HaJM4YUe Ha
peKIaMeH MOJelN, IPU KOHWTO PEKIaMHOTO ChIbpKaHUE Ce TMPEACTaBs Ype3
JUHAMUYHU Bu3yaiaHu GpopmaTu. Bugeopeknamara komOuHHpa 00pas, 3ByK U
TEKCT, KOETO TMO03BOJSIBA IO-CHJIHO EMOLIMOHAIIHO BB3ACHCTBHE BBPXY
ayJUTOPUATA.

ITIPOBEPKA HA OHJIAHH OT3HBH
Oco0eHO TOKa3aTeNHu ca pe3ylTaTuTe, CBBbpP3aHH C MpPOBEpKaTa Ha
OHJIAaliH oT3uBH. 83 pecrnoHneHTH (82,2%) mocoyBar, 4ye HpPOBEpPABAT
MHCHUSITA Ha JPYTH TOCTH B UHTEPHET, TPEIH J1a n3depar xoTel, Aokaro 18
pecnionnentu (17,8%) He W3Moa3BaT TO3M U3TOYHUK HA MH(poOpManus. To3u
pe3yaTar MoKas3Ba, 4e MOTPEOMTEICKUTE OT3WBU HrPasiT KIIOYOBa PO B
npolieca Ha B3eMaHe Ha penieHue. OHIIaliH MHEHHUSATA ce BB3MPUEMAT KaTo
H0-HQ/ISK/JICH M3TOYHUK Ha MH(OpMamus B CPaBHEHHE C TPaJHLIMOHHATA
pekiiaMa, Thi KaTo ce 0a3upar Ha peajeH HOTPEOUTENICKH OITUT.
PE3YJITATH H AHAJ/IU3 HA PEKJIAMHH MO/IEJTH
AHaIM3BT HA TYPUCTUYECKOTO U MEAMHHOTO MOBE/ICHUE MOKa3Ba, 4e
U300pBT Ha XOTEJ C€ BIHsAE OT KOMOMHAIMS OT HAKOJIKO KOMYHUKAIlMOHHU
KaHaJa 1 HH)OPMAIIMOHHU M3TOYHUKA. /IaHHHTE ITOKa3BaT ICHO JIOMHUHUPAHE
Ha OHJIAlH cpeaTa, KOeTo Mperoiara akTHBHOTO H3MIOJI3BaHE Ha TUTUTAITHH
KOMYHUKAIIMOHHH CTPAaTerMU OT CTpPaHa Ha XOTEJCKHTE NPEIIPHUSITHSL.
[Monyuenurte pe3ynaTaTH MO3BOJISIBAT Ja C€ WACHTU(QHUIMPAT HAKOIKO
OCHOBHM pEKJIaMHHM MoOJeJla, KOUTO C€ MpOsBABAT B IOTPEOUTENCKOTO
MIOBEJICHUE!
» JUTUTaJICH pEKIaMeH MOJeJ, OCHOBaH Ha H3IIOJ3BAHETO Ha
COIIMAJIHU MPEXHU M OHJIAMH I1aThopMu;
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» BH3yallcH peKJIaMeH MOJed, CBBbp3aH C MPEACTaBIHETO Ha
TYPUCTHYECKUTE TPOAYKTH 4Ype3 H300paKCHHS U BUJICO
ChAbPIKAHUE,
» pekiaMeH MOJeT Ha ChABbPXKAHUE ChC MO3WTHBHH E€MOIIUH, KOWTO
U3M0JI3Ba aTMoc(epa W TPEKUBSBAHUS 32 BB3JICHCTBHE BBPXY
ayIUTOPUATA;
» UWHTEPAKTUBEH pEKIaMEH MOJeN, INPH KOWTO MOTpeOUTETUTES
y4acTBaT aKTUBHO Ype3 KOMEHTAPH, OIICHKH W OHJIAH OT3HBH.
KomOunmpaneTo Ha Te3u peKIaMHU MOJECIH MOKa3Ba, 4e ChBpeMeHHaTa
peKiiaMHa KOMYHHUKAallMs B XOTEIMEpPCTBOTO CE€ pa3BMBa B IIOCOKAa Ha
WHTETpUpaHa TUTHTAIHA CPe/ia, B KOATO MOTPEOUTENNTE UMAT aKTUBHA POJIS
B CH37aBAHETO U PA3IpPOCTPAHEHHUETO HA PEKJIAMHOTO ChABPIKaHUE.

BIIUAHUE HA PEKJIAMHOTO CHhIAbP)KAHUE

PesynraruTe nokassar, ye peKJIaMHOTO ChbpKAHUE OKa3Ba 3HAUUTEITHO
BIMSIHME BBpPXY peELIeHHeTO 3a pe3epBauud. Ha TBBpAeHHETO, uUe ako
pexinaMaTa Ha JaJieH XOTell MM Xapeca, Onxa HampaBWwid pesepBarus, 43
pectionaenTn (42,6%) mocodBaT ,HAMBIHO CBM ChIyaceH™, a 39
pecnonnentu (38,6%) — ,,cbriaacen cbM™. ToBa 03Ha4aBa, ue 06110 81,2% oT
AHKETUPAaHWTE TPHU3HABAT NPSKO BIMSHUE HA pEKIaMara BBPXY CBOETO
pelreHue.

POJISI HA BU3YAJIHUTE 1 EMOLIMMOHAJIHUTE EJIEMEHTU

B mogo0eH KOHTEKCT € MPOYYeHO OTHOIIEHHETO Ha PECTIOHACHTUTE KbM

ponsiTa HAa BU3YAIIHUTE W €MOIIMOHAIHU eJleMeHTH. J[aHHWTe TMoKa3BaT, 4e
KaTO OCHOBHA ChCTAaBHA YACT HA PEKJIAMHHUTE IMOCJIAHUS T€ UTPAST KIFOYOBa
poJIs B pekjiaMaTa Ha TYpPUCTHYECKHUTE ycIyru. Hanmpumep Ha TBBpIEHUETO,
ye Ted3aXuTe 3achiiBaT BB3JCHCTBHETO Ha pekiamara, 48 pecrnoHIeHTH
(47,5%) ca narbiHO chriaacHy, a 31 pecrionnentH (30,7%) — chriacHu, KOETO
O3HayaBa, 4e oOmo 78,2% OT aHKETHpPaHUTE BB3IPHEMAT NPUPOJHHUTE U
BU3YQJTHUTE €JIEMEHTH KaTO BaXKEH (PakTop 3a e()eKTUBHOCTTA Ha peKiiamaTa.

AHanu3bT HA PE3YNITATUTE OT TO3M €Tall Ha U3CIIEBAHETO MTOKA3Ba, 4e
M300pPBT HA XOTEJ CE BJIMsAC OT KOMOMHAIIMS OT HAKOJIKO PEKJIAMHU MOJIENa,
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KOUTO C€ JIOIBJIBAT B3aMMHO. Hali-CHJTHA XapaKTepUCTUKH CE ChIbpPHKAT 10
OTHOIIICHUE HA CIICTHUTE MET PEKJIaMHHA MOJIENA;

* JUTUTAJHUAT PEKIIAMEH MOJIC), KOMNTO U3IO0JI3Ba COIMAIHU MEIUU U
OHJIAlH maTdopmu;

* BUBYAIHHAT PEKJIAMEH  MOJEN, KOHTO  akIeHTHpa  BBPXY
n300pakeHusTa U atmocdepara;

* PEKJIaMEH MOJIEN Ha ChABPKAHUETO HAa TIO3MTUBHU EMOIIUHU, KOWTO
Ch37]aBa TOJIOKUTEIIHO TPEKHUBSIBAHE Ype3 My3HMKa, YOBEIIKH 00pa3u u
HAaCTPOCHUE;

* PEKJIAMHHUAT MOJET, KOHTO M3MOJI3Ba KPAaTKU W JAMHAMUYHHU BHUJICO
tdopmaruy;

* WHTCPAaKTUBHHUAT pEKIAaMEH MOJEJ, KOWTO Cce OCHOBaBa Ha
MOTPEOUTEIICKY OT3UBHU U OHJIAHH KOMYHHUKAITHS.

OO0ImeHueTo €, Ye ChBpPEMEHHATa peKJIaMHa KOMYHHUKAIUS B
XOTEIUEPCTBOTO CE XapaKTepU3Hpa C MHTETPUPAHO U3IMOI3BAHE HA PA3TUIHH
peKJIaMHH TIOJXOMHU, IIPH KOETO JUTHMTAJIHATa Cpelia Urpae Bojella poJis B
mpolieca Ha BIMSHUE BbPXY MOTPEOUTEIICKOTO PEIICHUE.

Iaparpad 6 “CobnocraBuTe/ieH AHAJM3 HAa pe3yJTaTUTe OT JBeTe
H3caeIBaHMA” TI03BOJIABA JIa CE€ YCTAHOBIT KaKTO CXOJCTBara, Taka W
pasnuuusTa B pa30MpaHeTo M BH3IPUEMAHETO Ha PEKIIAMHUTE MPakTUky. Ha
IBPBO MACTO M Ha 0a3a JBETe W3CJIENBaHUS MOXKE J1a C€ YCTAaHOBU CHITHO
ChOTBETCTBHE IO OTHOIIEHWE HAa 3HAUYEHHWETO Ha JIUTHTAJTHHUTE
KOMYHHUKAIIMOHHY KaHaW. B m3cnenBaHeTO cpel XOTENCKUTE MEHUIKbPU
55,6% mnocouBaT OHJAWH TUIATGOPMHUTE KaTO OCHOBEH PEKJIaMeH KaHal, a
87% WM3MOoN3BaT COIMAIHNA MPEXH KaTo YacT OT PEKIaMHATa CH CTPATETHs.
Ot npyra cTpaHa, pe3yJITaTHTe OT MPOYYBAHETO CPeJl TYPUCTUTE MOKa3Bar,
ue 72,3% OT pecroHICHTUTE THPCIAT HHPOPMAIIHS 32 XOTEJIUTE B COITUATHUTE
Mpexu, a 94,1% cwmsaTtar, ye xoTenuTe TPsAOBa Ja HM3MOI3BAT JUTUTAIHU
wiargopmu. To3um pes3ynTaT NMOTBBPXKIAaBa JOMUHHPAIIOTO 3HAYCHHE HA
ouZumanHus peKiamer Mooea B CbBPEMEHHUS TYPUCTUYECKA MApKETHHT.
AHanu3bT TOKa3Ba 3HAYMTENIHO CHBIAJCHUE MEXIy JBETe TpyIH
PECIIOHJICHTH TI0 OTHOIICHHWE Ha POJIsiTa Ha conuanHute Mpexxu. OT cTpaHa
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Ha XO0TeJcKuTe MeHUIKbpH 100% OT aHKeTHpaHUTE OCOYBAT, Y€ U3MOI3BAT
COLIMAJTHM MPEKH 32 pekjiaMa Ha cBos Xoten. OT cTpaHa Ha TypUCTUTE Hal-
4yecTo u3non3Banute wiarhopmu ca Facebook (34,7%) u Instagram (29,7%),
KOETO TIOKa3Ba, Y€ UMEHHO Te31 KaHAJIM ca OCHOBHATA Cpejia 32 KOMYHHUKALUS
MEXKIY XOTelauTe M moTpeOuTenure. TasW B3auMOBpPB3Ka MOTBBPXKAaBa
Pa3BUTHETO HA COUUATIHO-MEOUIIHUA PEKNIAMEH MOOel, KOUTO ce OCHOBaBa
Ha aKTHBHO M3IIOJI3BaHE HA COLMATTHUTE TIAT(GOPMHU KaTo OCHOBEH KaHaj 3a
PEKIIaMHa KOMYHUKaIUsA. EI{I/IH OT Hal-CHJTHUTE PE3YITATH OT CPABHUTCIIHUA
aHaJiN3 € CBbp3aH ¢ poJiTa Ha MOTpeduTeNckuTe oT3uBH. OT U3CIIeBAaHETO
Cpel TYPUCTHUTE C€ yCTaHOBsBa, € 82,2% OT aHKETHUPAHHUTE IPOBEPSBAT
OHJIAliH MHEHUSITA Ha APYTH FOCTH, TIPEIH J1a n30epaT XOTell.

Ot ngpyra crpaHa, pe3yiTaTUTe OT aHKeTara CcpeJl XOTEJCKHTE
MEHUUKBbpU TOKaszeaT, 4ye 97,8% oOT TAX OTroBapsAT Ha OT3UBUTEC Ha
knueHTure, a 100% mnocousart, 4e mpeanpueMaT AeHCTBUA MpU YCTaHOBEHU
npobiemu. Te3w pe3ynrat MOKa3BaT, Y€ KAaKTO MOTPEOUTENHTE, Taka M
XOTEJICKUTE TPEANIPUSATHSI IPUIaBaT FoJIsIMO 3HAaUEHUE Ha OHJIaliH oOpaTHaTa
Bpb3Ka. ToBa sIBJICHUE € XapaKTEpHO 3a MHTCPAKTHBHUS PEKJIaMEH MOJIeT,
Ipu KOMUTO KOMYHUKaAUATA MEXKIAY XOTCIUTE U KIMCHTUTE CC OCBUICCTBABA
ype3  OUTUTATHK  mIatrGoOpMU W TOTPEOMTENCKO  ChIbpIKaHHE.
ChbIIOCTaBUTENHUAT aHANM3 HA PE3yNTaTUTE OT JBETE W3CICIBaAHUS
MO3BOJISIBA J1a OBJAT UACHTUQHUIMPAHU HIKOJIKO PEKIIAMHH MOJIesa, KOUTO ce
NpPOSIBSIBAT KAKTO B YIPABICHCKUTE CTPATETMM Ha XOTENUTE, Taka U B
NOTPEOUTENICKOTO BB3MPHUSITHE:

Obuwgu pexnamuu mooenu, yCmaHo6eHu 8 06eme U3cae08anus

» Pexnamen mooen na oucumanen mapkemunz — OasupaH Ha
W3IIOJI3BAHETO HAa COLMAIHUA MPEXH, OHJANH TaThopMu U
WHTEPHET peKama.

» Pexnamen mooen Ha MapKemuHz HA CHOBPHCAHUEMO —
M3II0JI3BAHE HAa H300PAXKEHYS, PUPOTHU ITEH3aKU U BU3YAITHU
€JIEMEHTH 3a MPEICTABIHE Ha TYPUCTUUYCCKHUTE YCIYTH.
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» Pexnamen mooen na MapKemune Ha 63aumMooOmHuouienuama
— AaKHOCHTHUPAHC BbBPXY IMPCKUBABAHUATA, aTMOC(bCpaTa u
YOBCIIKUTC CMOLIMH.

» Pexnamen mooen Ha Mapkemune Ha UHRmMepaxKkmueHa
KOMyHUKauyusa — KOMyHUKalus ¢ l'IOTpe6I/ITeJ'II/IT€ qpe3 OHJIaliH
OT3UMBH, KOMCHTAapU U COUAJIHU MCIUU.

ChIIOCTaBUTEIIHUAT aHAIU3 IMOoKa3Ba, 4€ MCXKAY BBIIPUATUCTO Ha
TYPUCTUTC H PCKIIAMHUTC TIPAKTUKU Ha XOTCJICKHUTC JMPCANPUATUA
ChbIICCTBYBa 3HAYUTCIHA CTCIIECH Ha CBOTBCTCTBUC. 41 JABCTC TIpyIlu
PECHIOHACHTU ITOCTABAT CHUJICH AKILCHT BBPXY AUTIUTAJIHATA KOMYHHUKAIWs,
BU3YAJIHOTO CbABPKAHNUEC U UHTCPAKTUBHOTO B33]/IMOILCI7[CTBHG C KJIIMCHTHUTC.

Iaparpag 7 “EmMnupuyHO wH3BexkAaHe W XapaKTePUCTHKA Ha
PeKJIaMHHTEe MOJeJH B XOTeJIHEePCTBOTO” € 3aKII0UNUTEIHATA U Hall-BauHa
9acT OT M3CJIEIBAaHETO, BKIIOYBAIIO NPEIBAPUTENICH aHAJIU3 Ha PEKIaMHOTO
MIPUCHCTBUE HA XOTEIUTE, aHKETHO ITPOYYBAHE CPE XOTEJIICKH MEHUIKBPH U
AHKETHO TMpOy4YBaHE cpell TYypUCTH, MoraT Ja ObAaT eMITUPUYHO
WICHTHQHUIUPAaHN W CHCTEMATH3MpPaHW OCHOBHHMTE pEKJIAaMHU MOJIEIH,
M3M0JI3BaHH B CHBPEMEHHOTO XOTenuepcTBo. KOMOMHMpaHUAT aHain3 Ha
pesyiTraTuTe MO3BOJISIBA Ja OBJAT EMIUPUYHO IOTBBPIACHH U
XapaKTepU3UpaHW OCHOBHUTE PEKIAMHH MOJEIH B XOTEIHEPCTBOTO.
Pesynrarute mokassar, 4e pekiaMHaTa KOMYHHKALHsl B XOTEIHEPCTBOTO CE
peann3upa 4pe3 HAKOJIKO B3aUMOJOITBJIBAIIM CE PEKIIAMHU MOJENa, KOUTO
(YyHKIMOHMPAT B paMKUTE HAa MHTErpHpaHa JUTHTaIHA KOMYHHKAallMOHHA
cpelia, a UMEHHO CIICHUTE:
1. Pexnamen mooen Ha mpaouyuoOHHUsA MAPKEMUHL

PexnaMHuAT Mozmen Ha TpPaAMLIMOHHMS MAapKETHHI IIPECTaBIIsIBa
KjJacudyeckata (opmMa Ha peKiaMHa ~KOMYHHMKaLusl, MpPH  KOATO
MapKETUHIOBHUTE IOCJIAHMs CE Pa3NpOCTPAaHABAT 4Upe3 YTBBPJACHH KaHAIU
KaTo MeYaTHU PEKJIAMHHU MaTepHaH, TYPUCTHUECKH U3JI0KEHNUS, KaTaJl03H U
JUPEKTHHU NAapTHOPCTBA C TYPOIIEPATOPH U TYPUCTUUECKH areHLINH.



54

EMnupuunute pesynratu TMOKa3BaT, UYe BBIPEKU HapacTBamaTa
JUTHTAIA3AIUS Ha TYPUCTHUYECKUS MApKETHHT, TPAAUIIMOHHUTE PEKIaMHU
(opMH TIPOABIDKABAT Ja MPUCHCTBAT B MPAaKTHKAaTa HA XOTCIICKHUTE
npeanpusatud. J(aHHUTE OT aHKETHOTO MPOyYBaHE CpeJ XOTEICKUTE
MEHUUKbpU TokazBar, 4de 31,1% OT TAX ydacTBaT B TYpPUCTUYECKHU
uznoxkenus, a 13,3% wu3non3Bar Karajuo3w W PEKIAMHU OpOIIypH KaTo
CPEJICTBO 3a MpeACTaBsiHE Ha cBOsATa yciayra. OCBEH TOBa 4acT OT XOTEIHUTE
MOJIBPKAT MAPTHROPCTBA C  TYpPOINEPATOPCKM  KOMITAHHH,  KOETO
MPEJICTaRIsIBA TPAJUIIMOHHA (OpMa Ha MapKETHHIOBA KOMYHHKAIMS U
JUCTPUOYIUS
2. Pexnamen mooen Ha OuUMATHUA MAPDKEMUH2

PexnamMHuST Momen Ha JIUTHTATIHUAS MapKETHHI CE€ OCHOBaBa Ha
M3M0JI3BAaHETO Ha HHTEPHET TEXHOJIOTUH ¥ OHJIalH INIaTPOPMHU KaTO OCHOBEH
KaHall 3a KOMYHMKAIIUS MEXIY XOTEJCKHUTE TMPEANPUATUS H TEXHUTE
NOTCHIMAIHYU KITMEHTH. TO3U MOJIeI BKIIIOYBA U3IOI3BAHETO Ha yeOcalToBe,
COIIMAJTHY MMM, OHJIAMH PEKIIAMHU KaMIIaHUH W JIUTUTATHY I1aTGopmu 3a
pe3epBarum.

EmnupuunnuTe pe3ynTaTd IMOKa3BaT, Y€ TO3M MOJAEN HMa BOJEIIO0
3Haue€HHWEe B CBBPEMEHHOTO XOTENHEepPCTBO. JlaHHWTE OT aHKETHOTO
MIPOyYBaHE CpeJ XOTEICKUTE MEHWIKbpPU IOKa3BaT, 4e 55,6% or Tiax
peKJIaMupaT OCHOBHO 4Ype3 OHJIAWH IIaTGOpMHU, a BCHYKHA aHKETHPaHH
MEHWDKbPY H3MOJI3BAT COLMAIHM MPEXH KaTo CPEACTBO 3a peKiama.
JloTbIHATETHO 3HAYHWTEIHA YacT M3MOJ3BaT WHCTpyMeHTH Kato (Google
pekiiamMa 1 cOOCTBEH yeOCcalT 3a Monyspu3npaHe Ha XOTEICKUTE YCITYTH.

3. Pexknamen mooen Ha MAPKEMUH2A HA CHOBPIHCAHUECHO

MapkeTUHI'BT Ha ChIBPKAHUETO IPEACTABISABA MOAXOJH, MPU KOUTO
peKiiaMHaTa KOMYHHUKAIMsl C€ pealu3upa 4Ype3 Cbh3JAaBaHETO Ha
WH(GOPMATHUBHO ¥ BU3YAIHO ChABPKAHUE, KOETO MPEACTaBs TYPUCTUICCKUTE
YCIIyTH 110 aTpaKkTUBEH M yOenWTeleH HaynmH. B  KOHTekcTa Ha
XOTEIMEePCTBOTO TO3M MOJIEN Ce€ TpOsABsBa Ype3 IMyOJNUKyBaHE Ha
(dhoTorpadun, BupeoMaTepraiu, pa3kasu 3a TypUCTHIECKH MIPEKUBIBAHUS U
Ipyru (hOpMHU Ha ChABPIKAHUE, KOUTO MPEJICTABAT aTMOC(epaTa Ha XOTella ’
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TypuUCTHYECKaTa JecTHHauus. EmMnupuyHuTe pe3yntaTd MoKa3BaT SCHO
MIPUCHCTBUE HA TO3U MOAEN. 88,9% OT XOTEICKUTE MEHUIKBPH ITOCOYBAT, 4
Ca 3aro03HaTy ¢ MapKETUHTa Ha ChABPKAHUETO U TO U3IOJI3BAT B peKJIaMHaTa
CH MPaKTHUKA.
4. Pexnamen mooen Ha MapKemuHea Ha 63aumMoOmHOUEHUAMA

MapkeTHUHI'BT Ha B3aMMOOTHOILIEHUSITA € HaCOUEH KbM HM3rpaXkJaHe Ha
JBJITOCPOYHM OTHOIIECHUS MEXIY XOTEJICKUTE MPEAIpUATHS U TEXHUTE
KkiueHTH. To3u MoJien ce OCHOBaBa Ha Ch3JaBaHETO Ha JOBEpHE, JOSITHOCT U
YCTOMYMBO B3aHMOJACHCTBHE MEXKIy OpraHu3alMiTa W IOTpeOuTens.
EmnupuunuTe pe3ynTaTd MOKas3BaT SICHO W3pa3eHO NPUCHCTBHE Ha TO3U
MoJie] B IPaKTUKAaTa Ha XOTEJIICKUTE MpeAnpusaTud. JJaHHuTe OT aHKeTara
cpell MEHUKbpUTE TOKa3Bart, 4ye 80% oT XoTenuTte U3IM0JI3BaT PorpaMu 3a
JOsUTHOCT, a cbio Taka 80% mpennarar crnenuamHu OQEepTH WU
MapTHBOPCTBA, KOUTO HAChpyaBaT MOBTOPHOTO MOCEIIEHHWE Ha KIMEHTHUTE.
Upes To3u MoJ1e]1 CTaBa Bb3MOXKHO 3a XOTEJICKUTE MPEANPHUATHS BCE IO-YECTO
Jla TIpUBJIEKAT HOBU KJIMEHTH, HO CBHIIEBPEMEHHO C TOBAa M Ja M3rpafsT
YCTOWYMBH B3aMMOOTHOIIIEHUS ChC ChIIECTBYBAIIUTE
5. Pexnamen mooen Ha UHMEPAKMUGHAMA KOMYHUKAYUA

PexknamHusAT MoOzmen Ha ~ MHTEPaKTHBHAaTa  KOMYHHKalMs  Ce
XapakTepu3upa C ABYCTPAHHO OOILIyBaHE MEXAY XOTEIUTE U TEXHHUTE
KJIMEHTH Ype3 AUTUTanHu miatdopmu. I'1aBHa 0ocoOeHOCT Ha TO3U MOJEI €,
4ye MOTpeOuTenuTe HMaT BB3MOXKHOCT AaKTHBHO Jla yvyacTBaT B
KOMYHHMKAllMOHHUS Tpouec. EMmupudHnTe pe3yiaTaTH OT H3CIEeIBAHETO
MOKa3BaT, Y€ TO3W MOJIEN Wrpae Ba)KHA POJIsl B ChbBPEMEHHaTa peKjaMHa
KOMyHUKaus. 97,8% OT XOTEINCKUTE MEHHUDKBPH 11OCOYBAT, Y€ OTrOBApPST
Ha KJIMEHTCKUTE OT3MBH, a 100% mpenmpueMar AEHCTBUS NMPU YCTaHOBEHU
npo0jeMu, MOCOYeHH B KOMEHTapuTe Ha rocture. OT CTpaHa Ha TypUCTUTE
82,2% mnocouBaT, 4e IpoBepsIBaT OHJIAlH MHEHUATA Ha JPYTH FOCTH, NIPETU
Ia u30epaT XoTen. YTBBPAUTEIHO, OHJIAMH KOMYHHKauusATa U oOpaTHaTa
BpPB3Ka UTPasT KIFOYOBA PO B U3TPAKIAHETO HA JOBEPHE MEXKLy XOTEIUTE
Y TEXHUTE KIUEHTH.
6. Pexnamen mooen na ungayeHcop mapKkemuHza
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PexknmaMHUAT MoJen Ha HWHQPIYCHCHP MApKETHHI'BT IPECTABIIsIBA
CPaBHUTEIHO HOB pEKJIaMEH MOJEJ, NMPU KOWTO MOMYJISPHU JTHYHOCTH B
COIMATHUTE MPEXKH YYacTBAT B MOMYJIAPH3UPAHETO HA TYPHCTHUCCKH
YCITYTH.

Makap 4e TO3M MOJAENT He ¢ AUPEKTHO U3MEPEH upe3 OTACICH BHIIPOC B
aHKeTaTa, PEe3yJNTaTUTEe TOKa3BaT IMPEANOCTaBKM 3a HErOBOTO pa3BUTHE.
3HayMTeIHA YacT OT TYPUCTHTE M3MOA3BAT BU3YaJTHO OPHUCHTHUPAHH
conmannu miardopmu karo Facebook u Instagram, kouTo ca OCHOBHa cpefia
3a MH(IYCHChD MapKeTUHT. B TO3M KOHTEKCT MH(MIyEHCHPUTE Morar ja
Urpadat poJrsiTa Ha IOCPCAHHNIN MCKAY XOTCIUTEC U TIOTCHIUAJTHUTE TYPUCTH,
KaTO NpCACTaBAT TYPUCTHUCCKUTEC YCJIYIM 4YpE€3 JIMYCH OIMUT U aBTCHTHYHO
ChIbpIKaHUE
B mnaparpa¢p 8 «
PeKJIaMHHM MOJIeJIN B XOTeJIMEPCTBOTO” Ce U3BEICHA KOHIICTITYallHa paMKa

Konuernyammaunn Ha KOMYHHKanusATa 4Ype3

Ha pekiaMHaTa KOMYHHMKallUd B XOTEJIMEepPCTBOTO, OCHOBaHa Ha
B3aMMOJECWCTBUETO  MEXAYy pPAa3IMYHM  peKiIaMHH  Mojaenu. Tasu
KOHIIENITyaJIl3allisgd C€ OCHOBaBa KakTO Ha TEOPEeTHYHHUS aHaJlu3 Ha
PEKJIAMHHUTE PAKTUKHU B TyPUCTUUECKATa MHIYCTPHSI, TaKa U HA Pe3yJITaTUTE
OT NPOBEIEHOTO EMIMPUYHO H3CIEIBAHE CPEl XOTEICKH MEHHUIKBPU H
Typuctu. Ha Ga3ata Ha npoBeneHOTO wu3cienBaHe Morar jAa Obaar
KOHLENTYAJIHO CUCTEMAaTU3UPaHH LIECT OCHOBHHM PEKJIAMHU MoJeja, KOUTO
¢opmMHupaT  KOMYHUKAallMOHHAaTa  apXUTEKTypa Ha  ChbBPEMEHHOTO
XOTEJIMEPCTBO: PEKJIIAMEH MOJEN Ha TPAAWLIMOHEH MAapKETHHT, pEeKJIaMeH
MOJENl Ha [WTUTAJICH MapKEeTHHI, PEKJIaMeH MoJell Ha MapKeTHHI Ha
CBHABPKAHUETO, PEKJIAMEH MO Ha MapKeTHHI Ha B3aHMOOTHOILIECHUATA,
peKiIaMeH MOZes Ha HHTepaKTUBHA KOMYHHUKALWs U UH(IYEHCHP MAPKETHHT .
[lonyyennte pe3ynaTaTd TMOKa3BaT, Ye peKIaMHATa KOMYHHMKaLUs B
CBHBPEMEHHOTO XOTEJIUEPCTBO MOKE /1a ObJie pasriiekana KaTo MHTerpupaHa
MapKETUHIOBA CUCTEMa, B KOSATO Pa3IMYHUTE PEKJIAMHU MOJIENN U3IThJIHSABAT
cneun(UYHM, HO B3aMMHOJONBIBAILM c€ (YHKIMH. MapKeTHHIBT Ha
ChIbP)KAaHUETO M3TPaXKJa BHU3yallHaTa M €MOLMOHAIHATA WAEGHTHYHOCT Ha
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TypUCTHYeCKaTa yciyra. VHTepakTHBHAaTa KOMYHHKALUS W WHQIYEHCHD
MapKETUHT'BT Pa3IINpsABaT KOMYHHKAMOHHU 00XBAaT Upe3 aKTHBHO y4acTHE
Ha norpebutenure. Ha Ga3ara Ha mpoBeAEHOTO HU3CIEIBAHE MOXE Ja ce
3aKIII0YH, Y€ peKJIaMHaTa KOMYHUKAIMsl B XOTEJIHUEPCTBOTO CE€ pa3BhUBa B
MOCOKa Ha MHTETPUPAaH MOJIEN, KOUTO KOMOMHHpA Pa3InYHA MapKETHHTOBH
NOJXOIM ¥ KOMYHHKAalIMOHHHM KaHalW, KOMTO MOJEN € BU3yallu3upaH upes3
¢urypa 13:

M3ToYHMK Ha pexnamHaTa KOMyHUKaUua

_»  XoTencko npeAnpusTHe

PexnamHu mogenud e XOTenuepCcTeoTo
s

[lMruTanex MapKeTHHr MapKETHH Ha CbAbpKAHUETO
L

!

MapKETVth Ha B3aMMOOTHOLUEHHATA
L

VHTEpaKTHBHA KOMYHHKaLMA WHgpnyeHCbp MapKeTUHT

|
Onnain otamen Colynanti Tpexu [oTpebMTENcKo ChabpiaHi
|

|
I
|
1

\ Bb3npuaTUe Ha peknamata

\ !

N [loBepue kbM xoTena

~
~
~

W3bop Ha xoTen

®urypa 13. KoHuenTyanusanys Ha KOMyHHUKaLKATa Ype3 PEKIaMHU MOJIEIH
B XOTEJIUEPCTBOTO
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H3mounuk: aBTOpOBa CUCTEMATU3ALIUS

Konmenrtyanuzaiusita Ha KOMYHHKAI[MSITa Ype3 pEKJIaMHH  MOJCITH
MO3BOJISIBA J]a C€ CHCTEMATH3Mpa CTPYKTypara Ha PeKIaMHHUTE MPAKTHKH B
TYPUCTHUECKHUS CEKTOP U JIa Ce MPETOKH aHATUTHYHA paMKa 32 U3CJIeBaHE
Ha peKiaMHaTa KOMYHHUKAlMs B XOTEJHEPCTBOTO. I[lo TO3M HAYMH
U3CIICIBAHETO JIONPHHACS 3a MO-I00p0 pa3orpaHe Ha MPOLIECHTE, Ype3 KOUTO
peKaMaTa BIHsie BbPXY BB3MPHUITHETO HA TYPUCTUIECKUTE YCIYTH U BHPXY
n300pa Ha XOTeJN OT CTPaHa Ha MOTPEOUTEIIHTE.

3aKaoueHue

HacTosmoro mqucepTaliioHHO M3C/ICBaHE € HACOUCHO KbM aHAU3 U
KOHHGHTyaHH?)I/IpaHe Ha pCKHaMHaTa KOMYHI/IKaHI/ISI B XOTCJII/IepCTBOTO qpe3
HU3BCXKIAaHEC U CI/ICTCMaTI/I3I/IpaH€ Ha OCHOBHUTC peKJIaMHI/I MOACIIH,
U3MO0JI3BAHM B ChBPEMEHHATa TYypUCTHYECKAa MHIyCTpus. B ycinoBusta Ha
HapaCTBaHIa KOHKprHHI/IH MC)KI[y XOTCJIICKHUTC HpeILHpI/IHTI/ISI 1 3aCHJICHO
BIMSHHE Ha JWTUTalHATa Cpefa, pekjamMara Ce NpEeBpbhlla B KIHOYOB
HHCTPYMEHT 3a MO3HUIUOHUpPAHE HAa TYPHUCTHYECKHUS IMPOAYKT H 3a
W3rpakJaHe Ha YCTOHYMBU B3aMMOOTHOIEHHS C norpeburenute. [lopaau
TOBa H3CJICJIBAHETO TMOCTAaBsl AKIEHT BBPXY HWICHTH()UIMPAHETO HAa
PEKJIAMHHUTE MOJICITH, KOUTO CTPYKTYPHPAT KOMYHHUKAIMATA MEKIY XOTCIUTE
U TEXHUTE MOTEHIMATHUA T'OCTH. B pe3ynrTar Ha TEOPETHYHHUS aHAIU3 Ce
(dopMmyaHMpaT IIECT OCHOBHH pEKIAMHH MOJeNla, KOUTO (opMupar
KOHIICTITyaTHATa OCHOBA Ha U3CJIC/IBAHETO:

PEKIIaMEH MOICI Ha TPAAUIUOHHUA MapKETHUHT,
PEKIIaMEH MOICIT Ha JTUTHUTAIHUA MApPKCTUHT,

PEKIIaMEH MOICII Ha MapKETHUHTI'a HA CHAbPXKAHUCTO,
PEKIIaMEH MOICII HAa MapKETHUHI'a HA B3AUMOOTHOLICHUSATA,
PEKIIaMEH MOICII HAa UHTCPAKTHBHATa KOMYHUKAIIUA,

YVVVYVYVY

peKIaMeH MoJieN Ha MH(ITyeHChP MapKETHHTA.
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Tesu Momenu NOpeACTaBAT pa3IUYHU AaCIEeKTH Ha peKIamMHata
KOMYHUKAIIHS ¥ OTPa3sBaT KaKTO Pa3BUTHUETO HA MAPKETUHTOBUTE IPAKTUKU,
Taka M TPOMEHSIIOTO CE TOBEJACHHE Ha TYPUCTUYCCKUTE IMOTPEOUTEIIH.
Pesynratute OT aHKETHOTO MPOYUYBAHE CPEJ XOTEJICKUTE MEHHUIKBPU
pa3KpuBaT, Y€ pekiaMara c€ BB3IpPHEMa KaTO BaXKEH CEJIEMEHT OT
YOPaBICHUETO HA XOTEJICKUTE NPEINpUSITHS. 3HAYUTENIHAa 4YacT OT
W3CJICIBAHNUTE XOTEJIHM U3MO0JI3BAT OHJIAMH TUIATPOPMHU U TUTHTATHH KaHAIN
3a MOIYJIIPU3UPaHe Ha CBOUTE YCIYTH, KaTo ChIIEBPEMEHHO ce HalIo1aBa
U W3MOJ3BaHEe Ha TPATUIMOHHHU PEKJIAMHH CPEJCTBA, KaTO TYypUCTUUYCCKU
U3IIOKCHHUS U [IeYaTHU MaTepuainu. J[aHHWTe TOKa3BaT ChIIO, Y€ XOTECICKUTE
MPEANPHUATHS BCE MO-UYECTO MPUIaraT MPaKTUKH, CBBP3aHU C U3TPAKIAHETO
Ha IBITOCPOYHU B3aUMOOTHOIICHUSI C KIHUEHTHTE, BKIIOUUTEITHO IPOTrpaMu
3a JIOSJTHOCT U MAapTHhOPCTBA C TypOIepaToOpH.

AHKETHOTO IIPOYYBaHE CpeJl TYPUCTUTE MPEAOCTaBs BaYKHA WHPOPMAITHS
OTHOCHO BB3MPHEMAHETO Ha peKJIaMara M HelWHaTa poiisi mpu u3dbopa Ha
xoren. [lomydeHuTe pe3ynTaTd IOKa3BaT, uY€ MOTPEOUTEIUTE OTIaBaT
0COOCHO 3HAUEHHWE Ha JOCTOBEPHOCTTA Ha PEKIAMHOTO IMOCTaHHE,
BU3yaJlHOTO MPEJICTaBAHE Ha TypUCTHUECKaTa cpeJa M sCHOTaTa Ha
KOMYHUKaIUATA. C’bHIeBpeMeHHO CC YCTAaHOBsBA, Y€ COLUAIHUTE MPEKU U
OHJIAWH TIaTGOPMHUTE Ca CPEJi OCHOBHUTE M3TOYHMIIM HA WH(pOPMAIMS TPU
IJIaHUPpAaHE Ha IIbTYBAaHC, a MMPOBEPKATa Ha OHJIAWH OT3UBHU C€ IMpeBpPbIIA B
KIIIOYOB (pakTop 3a B3emaHe Ha perieHue. ChIIOCTABUTCIHUAT aHAIU3 Ha
PEIYATATUTE OT ABECTC CMIIMPUYHU U3CJICABAHHUSA IMO3BOJISIBA 1da C€ OTKPOAT
CXOJZICTBA M PA3JIMYMA MCXKAY TJICAHAaTa TOYKa Ha XOTCJICKUTE MECHUKbPHU U
Ta3W Ha TYPUCTHUTE. ﬂOKaTO MCHU/DKBPUTE ITOCTABAT IMO-CUJICH aKIIEHT BHPXY
OpraHU3allMOHHUTE aCIICKTU Ha pEKJIaMHaTa IIGf/iHOCT 1 BbPXY HU3II0JI3BAHETO
Ha KOHKPETHU KOMYHHUKAI[MOHHH KaHallk, MOTpeOUTeanTe ce (POKycHupar
MMpEAMMHO BLPXY CBABPKAHHUECTO Ha peKilamMara, HellHaTa aBTEHTUYHOCT U
€MOIIMOHAITHOTO BB3ACUCTBHE.
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ToBa mTOTBBpKIaBa HEOOXOJMMOCTTA pEKIaMHHUTE CTpaTerud B
XOTEIUEPCTBOTO J1a ChUeTaBaT pa3INyHi KOMYHHKAIMOHHH MOIX0AU, KOUTO
Jla OTTOBApPST KaKTO HA MAPKETUHTOBHUTE 1IETIM HA MPENNPUSITHATA, TAKa U Ha
OuaKBaHHATA Ha TypucTuTe. Ha ocHOBaTa Ha mpoBeAecHUTE aHANW3U Oerie
pa3paboTeH KOHIENTyaleH MOJel Ha peKlaMHaTa KOMYHHKalus B
XOTENUEPCTBOTO, KOMTO MHTErpUpa MIECTTe PEKIaMHHU MOJelia U MPeACTaBs
TAXHATa pOJsI B Tpoleca Ha B3aUMOACHUCTBHE MEXAY XOTEICKHTE
OpeAnpusiTUs W mnoTpedurenute. MoaembT MMOKa3Ba, 4Ye peKJIaMHAaTa
KOMYHHKAIMsl TPEJCTaBIsBa JUHAMUYHA CHCTEMa, B KOSTO Pa3IUYHUTE
peKIaMHU MoAXoAM (YHKIMOHUPAT B3aHMMOCBBP3aHO M JONpPUHACAT 32
(hopmHpaHeTo Ha TOTPEOUTENCKUTE BB3MPHSITHS, JOBEpUE U H300p Ha XOTEI.

B 3akmroueHne moxe ma ce 00oOmM, 4e peKiiamMara B ChbBPEMEHHOTO
XOTEJIMEPCTBO C€ XapaKTepusupa C HapacTBallla KOMIUIEKCHOCT H
UHTETpalfsd MEXIY pPa3lMyHi KOMYHUKauoHHH ¢opmu. EdexrtuBHOTO
MO3UIHUOHUPAHE HA XOTCJICKHUTC NPCANPUATHA HU3UCKBA KOMGI/IHI/IpaHe Ha
TpaAUIHUOHHU U TUTUTAJTHU PEKJIAMHU IIPAKTUKHU, Cb31aBaHC Ha ChbAbPKaHNC
C BHCOKa MH(OpMAIIMOHHA U €MOIMOHAIHA CTOWHOCT, KaKTO M aKTHBHO
B3aMMOJICHCTBUE C MOTPEOUTEIIUTE B TUTUTAIIHATA Cpe/ia. B TO3M KOHTEKCT
U3BEJICHUTE PEKIaMHM MOJEIM MOraT Ja ObJaT pas3IiIeXIaHH KaTo
KOHIICTITYaJIHA paMKa 3a aHaJIM3 ¥ pa3BUTHE Ha PeKJIaMHATa KOMYHUKAIUS B
XOTEIHEPCTBOTO.

Hacrosimoro  nucepraliuoHHO — u3ciefBaHe 0€  Bb3MOXKHO
Osaroznapenue Ha JlokTopckara rnporpama 1o ,,JIKoHoMHKa U yIpaBjeHue Ha
typmsma™ kM Karempa ,,Typmspm™ kpM Cromanckus (akylaTeT Ha
IOro3zanaganst  ynuepcurer ,,Heodur Puicku®, rp. bnaroesrpan.
JloKTOpaHTBT M3Ka3Ba CBOsITA JIBJIOOKA OJarofapHOCT 3a IOJKpenara Ha
aKaJeMHYHUS CHCTaB, 32 MPEJOCTAaBEHUTE BH3MOKHOCTH 32 BKJIIOYBAHE B
aKaJIeMUYHUS JAyX M )KUBOT Ha Karelpara, 3a yJacTue B HayuyHHTe (HOpyMH,
KOMTO 00O0raTtuxa XOpHU30HTA U U3CJIEJOBATEIICKUTE ThPCEHUs, O€3 BCHUUKO
KOETO TOBa POyYBaHEe HE OM OMJIO OCBHIIECTBUMO JI0 Kpail.
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IV. CITIPABKA 3A INPUHOCUTE B JUCEPTAIIMOHHUA

TPY

JlucepTallMOHHUAT TpPyX CBAbPKA KAaKTO TEOPETHYHM, Taka U
NPaKTUYECKU TPUHOCHH MOMEHTH, KOUTO 000TaTsBaT MPHJIOKHATA CTPaHa Ha
peKkiamara KaTo 4acT OT CJIO)KHAaTa CTPYKTypa Ha MapKeTHHIOBaTa JEHHOCT
B TYpH3Ma, B YaCTHOCT — B XOTeNNEPCTBOTO. OCHOBHUTE NPUHOCHU MOMEHTH
Morar Aa ObAaT CHCTEMATU3UPAHH B CIICAHUTE HAPABIICHHUS.

Ha ocnoBata Ha mpoBeICHOTO TEOPETUUHO ¥ EMITMPUYHO U3CIIEIBaHE
Morar na O0paarT (GOpMYIHpaHU CIEAHUTE OCHOBHM HAYYHU M MPHIIOKHH
MIPUHOCH Ha AUCEPTALMOHHUS TPYA:

I. TeopeTKO-METOAOJOIMYECCKHU NIPUHOCH:
1. CucremaTu3npaHe HA TEOPETHYHUTE MOCTAHOBKH 32 PeKJIaMHATA
KOMYHMKAaIUS B X0TeJIHEPCTBOTO.
B naucepranmoHHus TpyA € U3BBPIICH 3aIbJI0OYEH aHAIW3 Ha HaydyHaTa
auTeparypa B oOjacTTa Ha MapKeTHHIa, peKiiamara M TYpPUCTHYECKHTE
KOMYHHKAIIUK, KaTo ca O0OOIIEHH OCHOBHUTE KOHICHIMU, MOIXOAU H
TEHJCHIIMM B pPa3BUTHETO Ha peKJamMHaTa JeHHOCT B TypHCTHYECcKaTa
uHIycTpus. B pesynrar Ha To3u aHanU3 € 000CHOBaHA HEOOXOAUMOCTTA OT
pasriexaaHe Ha pekiamMara B XOTEJIMEPCTBOTO KaTo KOMIUIEKCHA
KOMYHHMKAIlHOHHA CHCTEMa, KOATO ChUeTaBa TPAAULIMOHHM U JIUTHUTATHU
MapKETUHIOBU IPAKTHKH.
2. PaspaboTBaHe Ha KOHUeENTyaJHA paMKa 3a H3CJeJBaHe Ha
PeKJIaMHHTE MOJEJIH B XOTEJIHePCTBOTO
B pesynrar Ha TeOpeTHYHMA aHANIH3 € NPEJIOKEHA KOHIIETITyallHa paMKa 3a
U3CJeIBaHE Ha peKJIaMHaTa KOMYyHHMKAllUd B XOTEJIUEPCTBOTO, OCHOBAaHA Ha
CUCTEMATHU3HPAHETO Ha PEKJIAMHUTE TPAaKTUKA B paMKUTE Ha SCHO
pasrpaHUYeHy peKksIaMHu Mozenu. Ta3u pamka 0o3BoJIsIBa MO-CTPYKTYpHUpPaH
aHaJIN3 Ha KOMYHUKAIlMOHHUTE MPOLIECH MEKIY XOTEICKUTE MPEATIPUATHS U
TYPUCTUYECKUTE OTPEOUTEIH.
3. U3BexknaHe W XapaKTepUCTHKAa HA OCHOBHH PeKJAMHH MOJeJHM B
XO0TeJINePCTBOTO.
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Karo ocHOoBeH Hay4yeH NpHHOC Ha JAHCEPTALMOHHUA TPYyHd €
dbopMyaHpaH W apryMEeHTHpPaH MOJCTHHUAT NOAXOJ KbM peKJIamMHaTa
KOMYHHKAIIMS B XOTEJIHEPCTBOTO, B PAMKHTE Ha KOHTO ca WACHTU(PULIUpaHH
Y aHAJIM3UPaHU MIECT OCHOBHU PEKJIAMHU MOJIENa!

. peKIaMeH MoJIeN Ha TPAAULIMOHHNUSA MapKETHHT;
. peKIaMeH MOJIeN Ha IUTUTATHUS MapKeTHHT;

. peKIaMeH MOJIeNl Ha MapKETUHTa Ha ChABP)KaHUETO;

. peKIaMeH MoJIeNl Ha MapKEeTHHTa Ha B3aUMOOTHOIICHUSTA,
. peKIaMeH MoJIeNl Ha MHTEpaKTUBHATA KOMYHUKALUS;

. peKIaMeH Mojiel Ha HH(IyeHChp MapKeTHHTa.

Bcekn or Mozenure € pasriefaH KaTo CaMOCTOSATEICH
KOMYHHKAIIMOHEH MOJIX0/1, KOWTO MMa CHIeM()UIHN HHCTPYMEHTH, KaHaIH 1
MEXaHU3MH Ha BB3JICHCTBUE BBPXY MOTpEOUTENHTE.

II. EMOMpUYHH IPUHOCH:

1. IIpoBexxnane Ha JIBYCTPAHHO eMNHMPUYHO WH3CJeABaHEe Ha
peKJIaMHHUTe MPAKTHKH B XOTEJIHEPCTBOTO.
B nucepranmonHus Tpy/ € MpOBEASHO EMIIMPUYHO U3CIIEABAHE, BKIIOYBAIIIO
MpEBAapUTEIEH aHAIM3 Ha pPEKIAMHOTO IPUCBHCTBHE HA XOTEJCKH
MPENNPUATHS, aHKETHO MPOYYBAHE CPEJl XOTEICKH MEHHDKBPH U aHKETHO
NpOyYBaHE CpeA TYPUCTH KaTo NOTPEOHMTENM Ha XOTEJICKH YCIyTH.
[lonyyennTte pe3yaTaTd MO3BOJSBAT Ja C€ WACHTH(OUIMPAT OCHOBHHTE
TEHJCHIIMN B U3M0JI3BAHETO HA PEKJIAMHU HHCTPYMEHTH U KOMYHHKAllHOHHU
KaHaJ1 B CbBPEMEHHOTO XOTEIHEPCTBO.

2. BanugupaHe Ha peKJIaMHHUTE MOJEJH B XO0TeJIHEPCTBOTO.
Ha ocHoBara Ha chIIOCTABUTENHUS aHAIN3 HAa PE3YIATATUTE OT NMPOBEJICHUTE
U3CJIEIBAHNUS Ca MOTBBP/ICHN OCHOBHHUTE XapaKTEPUCTHKH Ha NMPEATIOKEHUTE
pEeKIIaMHHI MOJIENH U TAXHOTO PEaHO MPOSIBICHUE B PEKJIaMHATa MPAaKTHKA
Ha XOTEJCKUTE MpEANpHUATHs. AHaIN3BT II0OKa3Ba, Y€ peKJIaMHaTa
KOMYHHKAallUd B XOTEJIUEPCTBOTO CE€ pEaTu3upa upe3 HUHTErpUPaHO
U3II0JI3BaHE Ha Pa3JIMYHU PEKJIIAMHU MOJIENN, KOUTO C€ JAOIBJIBAT B3aUMHO U
(hopmupar LsUI0CTHA KOMYHUKAIIMOHHA CHCTEMA.
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II.ITpakTHKO-NPUJIOKEH IPHUHOC

1. PaspaGoTrBaHe Ha KOHNeNTyaJleH MoAeJ Ha peKJIaMHATa
KOMYHHMKAIUS B XOTeJIHEPCTBOTO.

B nuceprannonHus Tpyn € NpeAnoKeH KOHIENTyalleH MOJIEN
Ha peKJIaMHaTa KOMYHHKAIVsl, KOWTO HMHTErpupa paslInYHUTE PEKIaMHU
MOJIEJH U MPENICTaBs TIXHOTO B3aUMOJEHUCTBUE B IIPOIIECa HA KOMYHHKALIUA
MEXKIY XOTEICKUTE MPEANPHUITHS U TYPUCTHUECKUTE IOTpeOuTeNn. MoaenbT
MOKa3Ba Bpb3KaTa MEXKIY pPEKIAMHHUTE TPAKTHKH, MOTPEOUTEICKUTE
BB3NPUATHA U Mpolieca Ha U300p Ha XOTEI.

IV. Hay4yHo-IpH/10:KHA 3HAYMMOCT:

1. Tlomyuenure pe3ynratu U pa3pabOTEHUST KOHLENTYaJICH MOJET MOrat
Ja ObJaT M3MOI3BAaHU KAaTO METOJUYECKAa OCHOBA 3a pa3paboTBaHe Ha
PEKJIaMHM CTPaTETUH B XOTEIUEPCTBOTO, KAKTO U 3a ONTHMU3UPAHE HA
KOMYHUKAIIMOHHUATE IIPAKTUKA HA XOTEJICKHUTE MPEANpPUATHS B
JUuTATanHa cpefga. M3BeneHUTE pPEKIAMHU MOJEIN INPENOCTABST
BB3MOXHOCT 32 MO-e()eKTHBHO IIAHUPAHE U YIPaBJICHHE HAa peKIaMHaTa
JIEMHOCT B TYpUCTHUYECKATa HHYCTPHSL.
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VI. AEKJIAPAIIUA 3A OPUTUHAJTHOCT U JOCTOBEPHOCT.
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ot bearpuc buceposa Biaaumuposa
JIOKTOPAHT B peoBHA (hopMa Ha 00ydYeHUE
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I. GENERAL CHARACTERISTICS OF THE DISSERTATION

1. Relevance and significance of the studied issues

The phenomenon of "advertising" aims to raise awareness of
each brand, to convince potential customers and consumers to choose
the respective product or service, to provide information about the
characteristics, advantages and availability of the product and to
strengthen the company's image on the market. Advertising targets a
broad audience, often focused on the mass market or niche, and tailors
messages to specific socio-demographic groups. Advertising is carried
out in various channels, initially printed, subsequently on television,
radio, transport, subsequently digital and social media. Traditional
advertising includes print and electronic media, while digital
advertising includes online and mobile platforms. Advertising often
includes creative and engaging content that grabs attention and engages
the audience. A consistent  branding process  ensures
comprehensiveness and reinforcing all advertising efforts.

Advertising in the hospitality and tourism industry differs from
general advertising in its focus on loyalty-oriented marketing, booking
reinforcement, segmentation, behavioral segmetry, digital dominance,
integration with travel platforms, visual storytelling, localized content,
reputation measurement and management. Unlike general advertising,
which focuses on tangible product features, hospitality advertising
emphasizes the emotional appeal of travel, stays, and services. The
main purpose of advertising in the hospitality industry is to encourage
the initial and subsequent visit to a particular hotel. The target audience
is reached through targeted selection, but is broader, targeting specific
user profiles such as business travelers, luxury tourists and budget
tourists.



Targeting is being also strongly based on user behavior, such as past
travel history, seasonal preferences, and loyalty status.

Digital platforms are particularly dominant in hospitality
advertising due to the high engagement on social media, travel blogs,
and review sites. Ads often integrate with travel platforms such as
Expedia, Booking.com, or Google Travel, allowing users to book
services directly. A visual and experienced focus is a key differentiator
in hospitality advertising, showcasing scenic destinations, luxury
accommaodation and unique experiences. Hotel advertising has a more
direct impact on bookings. Customer reviews and user-generated
content are more pronounced in hospitality advertising, which directly
affects its performance. Overall, hospitality advertising focuses on
creating an emotional connection, using digital platforms, and directly
influencing consumers' decisions in the context of travel and
experiences.

2. Purpose and research tasks

The main objective of the dissertation is to research, analyze
and systematize the existing advertising models and on this basis to
develop a conceptual model of communication in the hospitality
industry, consistent with the principles of the experience economy,
with the new digital reality and interactions and forms of interaction,
taking into account the theoretical justifications of advertising
activity, tourist attitudes and management practices in hotel
enterprises. To achieve this goal, the following main tasks have been
set:
1. To analyze the theoretical assumptions of advertising and

advertising models.



2. To systematize the main models of advertising impact and
communication.

3. To study the concepts of the main types of marketing and their
impact on advertising communication in tourism and hospitality.

4. To conduct an empirical study, including an analysis of the
advertising presence of hotels and surveys among hotel managers
and tourists-recipients of advertising messages.

5. Toanalyze the results of the conducted studies and to establish the
main characteristics and manifestations of advertising models in
the hospitality industry.

6. To carry out a comparative analysis between the point of view of
hotel managers and tourists in order to empirically confirm
advertising patterns.

7. To identify the specifics and interconnections between the
individual advertising models in the context of hotel
communication.

8. To develop a conceptual model of advertising communication in
the hospitality industry and to position the place of advertising
models in it.

3. Object and subject of the study

The object of the study is the advertising activity in the hotel
industry as part of the complex marketing communication system in
tourism enterprises. The scope is placed in the conditions of growing
competition, digitalization, the economy of experiences and the
establishment of new forms of interaction in online platforms. The
subject of the study is the advertising models in the hospitality industry,
their structure, characteristics and manifestation in the communication



environment considered from the point of view of management decisions

and the perception of tourists.

4. Research thesis

In the context of increased competition and the development of
the experience economy, traditional advertising models in the
hospitality industry are changing part of their effectiveness by
redirecting to new realities in a digital environment. A sustainable
competitive advantage in the hospitality industry is achieved by
integrating a new type of advertising content, focusing on experiences,
and integrating them into advertising models consistent with both
management practices and consumer attitudes of tourists.

5. Research methodology
The methodology of the dissertation is built on the concept of
derivation and empirical validation of specifically defined advertising
models in the hospitality industry, integrating theoretical analysis,
quantitative research and qualitative interpretation within a mixed research
design. The main methodological logic is to first conceptualize advertising
models on the basis of the literature review, and then to “impose” them on
real practice by studying two perspectives — that of hotel managers and

that of tourists and consumers.

At the theoretical stage, through the methods of analysis, synthesis,
systematic and comparative approach, the following advertising models in
the hospitality industry are distinguished: advertising model through
traditional marketing (participation in tourism exhibitions, advertisements
in specialized magazines, partnerships with travel agencies), advertising
model through television advertising, advertising model through digital
marketing, advertising model through content marketing (articles,



blogs, videos, visual representation of the hotel and experiences),
advertising model through relationship marketing (loyalty, personalized
offers, direct communications), advertising model through interaction
(social networks, campaigns, reviews, chatbots, surveys, two-way online
communication) and advertising model of influencer marketing.

Each of these models is conceptually defined through three main
dimensions: communication channel, type of impact (cognitive,
emotional, behavioral) and degree of user engagement. The empirical
research is implemented through a mixed methodological approach, in
which the quantitative component is leading and the qualitative component
has a complementary and interpretive function. A comparative and
explanatory research design is applied, allowing a parallel study of the
management and user perspective. Two standardized surveys were
conducted — the first among hotel managers, the second among tourists
and users of hotel services.

Each survey card is structured in such a way that each of the two
groups of respondents evaluates the degree of use, perceived effectiveness
and influence on hotel choice of each of the defined advertising models.
In the case of managers, the frequency of implementation, strategic
relevance and expected return are measured, while in the case of tourists,
the degree of perception, trust, impact on booking intent and actual
behavior are examined.

Quantitative analysis includes descriptive analysis of respondents to
establish the effectiveness of each advertising model, analysis to
determine the relationships between advertising impact and consumer
behavior, as well as evaluation of different models. It is established which
advertising models have a significant impact on the choice of hotel. The
guality component is



Through an interpretive analysis of the open questions in the surveys.

The final stage of the methodology includes a comparative analysis
between the results of the two surveys. Based on the empirical results, an
author's model of communication through advertising models in the
hospitality industry is developed, which combines the features and
opportunities of digital marketing, content marketing, interactive tools and
relationship marketing, linking them to the principles of the experience
economy. Thus, the methodology is not limited to a descriptive analysis
of the advertising channels used, but allows for a structural derivation of
models, which is based on the theoretical synthesis, their empirical testing,
comparative layering of points of view and the development of a
practically applicable strategic tool for optimizing the advertising policy
in the hotel industry and reaching the conceptualization of communication
in the hospitality industry through the application of the derived
advertising models.

6. Scientific novelty and practical applicability

The scientific novelty is that the dissertation contributes to the
expansion of scientific knowledge in the field of advertising
communication in tourism and hospitality by offering a systematized
model approach for analysis and development of advertising practices
in the modern tourism industry.

7. Limitations of the study

Despite the desire for maximum objectivity and scientific
reliability of the results, the present study has certain limitations that
should be taken into account when interpreting the results obtained.
First of all, a limitation of the study is related to the size and structure
of the study of the sample in the two surveys. The empirical survey
among consumers (tourists-recipients of advertising in the hospitality
industry) was conducted among a limited number of respondents,
which may not fully reflect the diversity of all consumer groups in the
tourism market.
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Secondly, the survey among hotel managers includes
representatives of a certain number of hotels, which also limits the
possibility of a full summary of the results for the entire hotel industry.
Differences in the scale of hotels, their category, location and market
orientation can have an impact on the advertising strategies used. A
third limitation is related to the dynamic nature of the marketing and
advertising environment. The rapid development of digital
technologies and the emergence of new communication channels can
lead to changes in advertising practices in a relatively short period of
time. Therefore, the proposed advertising models should be understood
as an open system that allows for the conceptualization of new,
subsequent ones.

An additional limitation arises from the fact that part of the
information collected is based on the subjective assessment of the
respondents, which is typical for survey methods. Despite these
limitations, the results obtained provide valuable information about the
state of advertising activity in the hotel industry and allow to draw
reasonable conclusions about the applicability and effectiveness of the
various advertising models

The approbation of the results was carried out through the
publication of 1 scientific article in an indexed journal abroad, and 3
scientific reports in Bulgaria.
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Il. STRUCTURE AND CONTENT OF THE DISSERTATION

1. Structure of the dissertation

The dissertation has a total volume of 197 pages and has the following
content distribution: Introduction (9 pages), Chapter One (46 pages),
Chapter Two (73 pages), Chapter Three (55 pages), Conclusion (3 pages)
and sources used (12 pages). A declaration of originality and authenticity
(1 page) is presented. 4 appendices have been prepared to the dissertation.
The information in the dissertation is visualized in three (3) figures,
twenty-one (20) tables, thirteen (13) diagrams. The list of references
consists of ninety-four (94) sources, of which twelve
(12) — in Cyrillic and eighty-two (82) — in Latin.

2. Content of the dissertation
The content of the work is presented as follows:
Declaration of originality and authenticity List of
tables and figures
Introduction
Chapter One. Theoretical foundations of advertising activity.
Essence of the specifics of tourist advertising in the hotel industry
1. Genesis of advertising activity and essence of advertising
communication in tourism
2. Types of advertising activity and specifics
3. Characteristic features and development of advertising in the hospitality
industry
4. Types of marketing and their projection impact on advertising in the
hospitality industry

Chapter Two. Theoretical-applied models and strategies for
optimizing advertising impact. Peculiarities in the hospitality
industry

1. Evolution from linear communication to digital interaction in tourism
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2. Factors influencing the effectiveness of advertising models in the
hospitality industry

3. The hospitality triad as a synergy between advertising components,
strategies and models for advertising hotels

4. Advertising models in the hospitality industry

Chapter Three. Methodology and Empirical Analysis for Deriving
Advertising Models in Tourism

1. Methodological approach and research design

2.Preliminary qualitative-quantitative study of advertising practices in
the hotel sector

3. Analysis of advertising constants in the presence of advertising
activities in the hospitality industry

4. Empirical research, analysis and evaluation of advertising models
based on the survey among hotel managers

5. Empirical study, analysis and evaluation of advertising models based
on the survey among tourists-recipients of advertising messages

6. Comparative analysis of the results of the two studies

7. Empirical derivation and characteristics of advertising models in the
hospitality industry

Conclusion
Bibliographic sources
Appendices

111. SYNTHESIZED EXPOSITION OF THE DISSERTATION

CHAPTER ONE. Theoretical foundations of advertising activity.
Essence of the specifics of tourist advertising in the hotel industry

In the first chapter, the theoretical foundations of advertising activity
are examined, outlining its specifics in the hotel industry. The key concepts,
the historical development of the concept are presented
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"Quality", the leading management models and their application in the
context of the hotel industry. The chapter builds the theoretical framework
on which the dissertation is based.

Paragraph 1 ""Genesis of Advertising Activity and the Essence of
Advertising Communication in Tourism™ examines the evolution of
advertising as an economic and social phenomenon, and its essence is
deduced through a comparative analysis of leading definitions. Advertising
is considered in a broad and narrow sense. as well as Claude Hopkins'
concept of advertising as "the ability to sell”. Special attention is paid to
the definition of Doganov and Palfi, according to which advertising is a
controllable influence exerted by an explicit source through mass
communications. Based on a retrospective analysis, four main periods in
the development of advertising activity are systematized. The role of
advertising as a key element in the marketing mix is justified. Due to the
intangible nature of the tourist product, the need for specific psychological
expertise and visual presentation is emphasized. Innovative approaches
such as the concept of "tryvertising” (Lei et al., 2020), which transforms
the hotel environment into a channel for direct product testing, are
examined. In conclusion, the paragraph positions advertising
communication as a tool for building long-term and cost-effective
relationships between the travel company and the consumer, integrating it
with the rest of the mix elements (PR, personal sales and sales promotion).

Advertising is defined as non-personal, mediated and usually paid
communication aimed at a specific target audience (customers, staff or
competitors) with the main purpose of persuading and achieving sales.
Strategically, it fulfills key roles for businesses by generating awareness,
differentiating the brand through unique advantages, and shaping
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consumer perceptions through emotional and visual appeals (Qadar et al.,
2022).

Paragraph 2. "Types of advertising activity and specifics' The
scope of advertising includes a complex range of activities, from
fundamental research on consumer behavior and strategic planning to
creative development and content production. According to Srivastava
(2020), this scope is a dynamic system that is constantly expanding through
the integration of new media channels. which allows advertising creatives
to remain effective in the context of technological transformation.

In its conceptual essence, advertising is a strategic marketing
communication, the purpose of which is to inform, convince and influence
the attitudes of the target audience. It functions as a structured process to
define brand identity and stimulate demand through various channels such
as television, radio, print and digital platforms. The effectiveness of this
concept is rooted in its ability to translate a potential interest into a specific
consumer action or a lasting change in attitudes towards the product. A
successful advertising campaign requires a deep understanding of the
competitive environment and a creative approach to visual design and
messages, which can range from rational-informative to emotionally
entertaining.

The classification of advertising types is determined by the media
channels used, covering both traditional forms (print, air, outdoor
advertising and direct mail) as well as modern digital and unconventional
approaches.

In modern media practice, there is an increased trend towards non-
traditional forms of positioning, such as the integration of brands into
reality formats through sponsorship packages and product embedding.
These methods allow advertisers to avoid ad saturation and weave their
messages directly
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in the content to which the audience has a high affinity. However, the main
disadvantages of the TV channel remain the high cost of advertising time
and the relatively more difficult selection of strictly specific target groups
compared to digital media.

In parallel with the development of traditional channels, the Internet is
transforming the advertising paradigm, offering high interactivity and
opportunities for building lasting relationships with consumers.

Paragraph 3 ''Characteristic features and development of
advertising in the hotel industry" The essence of advertising in the
hospitality industry is defined by its controllable and persuasive nature,
aimed at achieving measurable commercial results. As a key element of
marketing communications, it operates through impersonal impact on mass
audiences using various media channels. while allowing the advertiser to
exercise full control over the content and how the message is conveyed. In
the context of the modern market, marketing communications in tourism
aim to establish an effective relationship between seller and buyer to
achieve added value and loyalty. Advertising plays a crucial role in
distinguishing a hotel product in a highly competitive environment, shaping
consumer perceptions and stimulating brand awareness. It is a crucial
component for the success of destinations and tourist sites, integrating
strategic goals to attract and retain tourists.

Advertising functions in close synergy with the other elements of the
communication mix: public relations (PR), personal sales and sales
promotion. While PR builds the overall positive image, advertising
supports this process through specific messages. It is most closely linked to
the promotion of sales, serving as their direct prerequisite, and supports
personal
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sales, increasing the preliminary confidence of the target audience in the
offered tourist product.

The functional scope of advertising in the hotel industry is classified
into economic, social, marketing and communication directions. The hotel
service is formed in real time and is highly dependent on the human factor,
S0 its impacts are measurable only against this background. The illustrated
relationship is presented in Figure 1:

— Informed

—  Persuasion

' Influence on -

— | erceptions . |
| Features perceptio —  Reminders

—Creating an
4 additional
benefit

Figure 1 Main functions of advertising in the hotel industry (Mladenova and Dimova, 2009)

As can be seen from the table, the focus of advertising in the hospitality
industry is not on the specific offers and the value of the accommodation
itself, but it should accurately present the services and amenities offered,
avoid misleading statements and focus on the intangible aspects of
hospitality such as atmosphere and customer service.

Paragraph 4 ""Types of marketing and their projection influence on
advertising in the hospitality industry" introduces the topic through the
development of marketing. Central to the discussion on
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subtypes of marketing and their specific impact on advertising in the
hospitality industry. Traditional marketing encompasses interactions in the
marketing mix (4P) and is defined as a foundational but limited framework
that, in the context of modern hospitality, expands to the 7P model. This
evolution shifts the focus from selling a specific product to experience
marketing, where price is an indicator of quality, and distribution and
promotion are fully digitized and interactive.

In the modern advertising paradigm, staff are established as a key carrier
of quality, and physical evidence and sensory marketing create an emotional
connection with the customer even before consumption. Processes are
optimized through technological solutions that minimize purchase
uncertainty. As a result, advertising in tourism is transformed from a purely
informational tool into a complex means of engagement that integrates
traditional approaches with new communication models oriented towards
personalization and long-term loyalty. Traditional marketing is attributed
to, and accordingly analyzed - digital.

Digital marketing is defined as the strategic use of the Internet and
modern information technologies to achieve marketing goals through two-
way communication, analysis of large databases, and real-time interaction.

Direct marketing in hospitality is defined as a strategy for establishing
direct, personalized contact with the customer, which, in the conditions of
the "new normal” and high market competition, serves to effectively attract
consumer attention.
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In modern hospitality, this approach naturally evolves into relationship
marketing, using direct feedback from tourists to optimize supply and build
long-term loyalty.

Content marketing in tourism and hospitality is defined as a strategic
approach to creating and disseminating valuable, relevant, and consistent
content (blogs, articles, narrative videos, and images) that engages the
audience without emphasizing direct selling. According to contemporary
research (Abashidze, 2025; Geng et al., 2020), content plays the role of an
"emotional bridge" in intangible tourism products, making the expected
experience a major factor in consumer choice.

Relationship marketing marks a transition from a single transaction to
building long-term and sustainable relationships with customers based on
trust and satisfaction. In the field of hospitality, this approach is critically
important due to the high dependence on the quality of service and is
realized through specialized loyalty programs, personalized offers and
active communication after the stay.

This  subtype is defined as a strategic combination of organic
optimization (SEO) and paid advertising (PPC) aimed at ensuring maximum
visibility of travel services in a digital environment. In the context of
hospitality, SEM integrates the organization's advertising and information
functions by adapting content to dynamic search engine algorithms. to
support the decision-making process and the successful conversion of
potential tourists into real customers.

Social media and network marketing is a branch of digital marketing

through which interaction with



19

Social media allows the creation of social communities by classifying them
according to the services they offer, although in most cases they overlap.
YouTube and others are social media for sharing video content, Instagram,
Snapchat, Slideshare, Pinterest, etc. are used to share photos, while audio
material is shared on SoundCloud, Podbean, and BlogTalkRadio. In terms of
influencer marketing, the next analyzed subtype of marketing, advertising is
one of the most influential and at the same time one of the cheapest forms.
The beginning of influencer marketing originates from the presentation of
information from celebrities, whose testimony about the quality of a particular
product or service is essential for the effectiveness of marketing and the
purchase decision. as part of sensory marketing. Modern advertising models
in the hospitality industry integrate sensory marketing with other new forms
such as content marketing and relationship marketing. In this sense, modern
hospitality marketing is not limited to the presentation of the service, but aims
to create a complete experience that engages the senses, emotions and
behavior of consumers. Last but not least, the role and importance of
interaction marketing and interaction are analyzed.The main challenge for
relationship marketing is related to the growing expectations of consumers for
personalized service. In the context of digitalization, customers expect an
individual approach, which requires data collection and analysis, as well as
adaptation of communication to the specific user. Another significant problem
is maintaining long-term trust, especially in an environment where users have
access to multiple alternatives and can easily change service providers. This
makes loyalty harder to achieve and more fragile.
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All of these transformations outline the transition to integrated strategies,
where content marketing and relationship marketing put the individual
consumer at the center of the communication ecosystem. It is on these
theoretical-applied models and the possibilities for their strategic optimization
that the analysis in Chapter Two of the dissertation is focused.

CHAPTER TWO
THEORETICAL-APPLIED MODELS AND STRATEGIES FOR
OPTIMIZING ADVERTISING IMPACT. PECULIARITIES IN THE
HOSPITALITY INDUSTRY

The structure of Chapter Two provides a consistent transition from the
conceptual foundations of linear advertising communication to digital
interaction, as set out in paragraph 1 "Evolution from linear
communication to digital interaction in tourism™. The use of information
and communication technologies adds value to tourism services and products,
due to the fact that information and communication technologies have the
ability to influence the entire tourism value chain, process management and
service delivery in the global tourism sector. As information is the lifeblood
of the tourism industry, the effective use of information and communication
technologies is key to the development of the tourism industry. activities
related to marketing and promotion. The role of technology in business
management has gained immense popularity, with the use of information and
technology solutions and services drastically changing the effectiveness of
business strategies. Digitalization in the tourism market and in particular in
the hospitality industry is defined as a significant factor in achieving
sustainable development of hotels through personalized service to their guests
and offering products and services,
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tailored to their preferences and expectations (Alexandrova, 2023). The
increasing dependence on the Internet, as a source of information when
choosing tourism products and destinations, gives rise to the need to increase
its use for advertising and marketing tool. The use of the Internet is evolving,
often starting with an email address, moving on to simple websites, and then
adding website features to reach tourists (Andreopoulou et al., 2014). Some
of the tourist destinations in our country are located outside large regional
cities, and the economic development of these settlements is relatively slow
compared to the big cities. Often, the owners of accommodation
establishments in different tourist destinations do not have enough resources
and information to more effectively promote the area and the tourist services
they offer. In paragraph 2 "Factors influencing the effectiveness of
advertising models in the hospitality industry*. The effectiveness of
advertising has been the subject of extensive research, with scientists
investigating various factors that contribute to the success of advertising
campaigns. One of the key areas in this field is the study of advertising
effectiveness in the context of social networking sites (Sinha, 2020).
Researchers have investigated various aspects of advertising on social media,
including the use of advertising on these platforms, users' attitude towards
such advertisements and the impact of user-generated content and word-of-
mouth electronic information on the effectiveness of advertising. In addition,
studies have examined the targeting of social media ads and the impact of
consumer-generated advertising on sales (Brettel et al., 2015). Another
important direction in the study of advertising effectiveness is the study of
how advertising works in the digital age, where traditional advertising models
are driven by the rise of online channels (Maheshwari et al., 2015).
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Paragraph 3 ""The Hospitality Triad as a Synergy between Hotel
Advertising Components, Strategies and Models' highlights the identified
component of the advertising structure. The hospitality industry has
undergone a profound transformation in recent years, with hotels constantly
looking for innovative strategies to attract and retain customers in an
increasingly dynamic and competitive market. To develop, hotels must
carefully select and implement appropriate marketing approaches to maintain
their competitive advantage. Paragraph 4 *Advertising Models in the
Hospitality Industry' presents the main and recognized advertising models
valid both for tangible products and in the field of services.

The first model is the classic AIDA hierarchical model. The AIDA
marketing model is a framework that describes the buyer's journey through
four key stages: Attention, Interest, Decision and Action, presented as a
generalized model by E. Strong, subsequently widely discussed in the
scientific literature, including a more popular development of the AIDA
model discussed by I. Awamoto in The Origin of AIDA: Who Invented and
Formulated the AIDA model?. The visualization of the classic model is
visible in the following figure:

Figure 2. AIDA model of 1925 by E. Strong, adaptation by Awamoto,
2023)
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The model and its steps are used in marketing, advertising, and sales to
help businesses determine how they should craft their communications for
each of the four stages and ultimately encourage buyers to complete a
purchase.

This integrated marketing approach, which combines digital,
traditional and physical elements, is becoming increasingly important in the
hospitality industry. By practicing this approach across all departments, hotels
can achieve a healthy balance that can lead to unlimited results beneficial to
the organization's goals. The AIDA model, which stands for Attention,
Interest, Desire and Action, is a widely recognized framework in marketing
that can be applied effectively in the hospitality industry. In the context of
hospitality, the AIDA model can guide hotels to develop integrated marketing
strategies that capture potential guests' attention, pique their interest,
encourage the desire to visit the hotel, and ultimately encourage them to take
action by booking a stay.

Another model is the DAGMAR model (which stands for Defining
Advertising Goals for Measured Advertising Results), being a framework that
guides the development of effective advertising campaigns. This involves
establishing clear advertising goals, measuring the target audience's
awareness, understanding, and conviction, and then evaluating the final
actions taken by potential customers. By implementing the DAGMAR model,
hotels can create advertising that effectively captures the attention of their
target audience, improves their understanding of the hotel's offerings, and
ultimately drives desired actions, such as booking a stay. By applying a
marketing approach to connecting with customers, hotels can gain valuable
insights into their guests' preferences, behaviors, and pain points. This
information can then be used to develop advertising campaigns and
personalized marketing strategies that are in line with the AIDA and
DAGMAR models.
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By implementing both the AIDA and DAGMAR models, hotels can
create advertising that effectively captures the attention of their target
audience, improves their understanding of the hotel's offerings, cultivates a
desire to experience the hotel, and ultimately stimulates desired actions, such
as booking a stay. Additionally, by adopting a marketing approach to
customer relationships, hotels can gain valuable insights into their guests'
preferences and behaviors, which can then be used to tailor their advertising
and marketing strategies to better meet the needs and expectations of their
target audience. The model was introduced by R. Coli (1961) and since then
it has been widely used in the theory and practice of advertising, a
visualization is visible in the following figure:

J Defining

Advertising

Goals for
Measured

Advertising

Results

Figure 3. Russell Colley adaptation of the DAGMAR model, 1961

The next model discussed is the McKinsey 7S model, which consists of
seven interdependent elements (strategy, structure, systems, shared values,
skills, style, and staff), can help hotels ensure that their advertising strategies
are aligned with their overall business goals and organizational structure.
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In conclusion, systematizing hotel advertising models is a critical
component of an effective integrated marketing strategy. By aligning their
efforts with the AIDA and DAGMAR models and incorporating a marketing
approach to connecting with the customer, hotels can create advertising
campaigns that resonate with their target audience and drive business growth.
Systematizing hotel advertising models is a multifaceted and dynamic process
that requires a comprehensive understanding of both digital and traditional
marketing strategies, as well as a strong emphasis on customer relationship
management

CHAPTER THREE
A METHODOLOGICAL AND EMPIRICAL ANALYSIS FOR THE

DERIVATION OF ADVERTISING MODELS IN TOURISM

Paragraph 1 ""Methodological Approach and Design of the Study"
presents in detail the chosen approach, namely the complex methodological
approach, aimed at deriving actually functioning advertising models through
direct consultation with the key participants in the process. The chosen causal
logic of the study is based on the premise that there is a relationship between
the choice of advertising model, the way it is applied and the actual user
behavior. connection, it is necessary to trace sequentially: the theoretical
statement, the managerial realization and the consumer reaction. The concept
of the methodology can be presented with the help of the visualized
interconnections between the analysis, research and reaching the final result,
namely — the derivation of advertising models and the desired effects. The
concept of the study can be illustrated by the following Figure 4:
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Figure 4. Conceptualization for the Introduction of
Advertising Models in the Hospitality Industry

Source: author ’s presentation

The research is built on a combined approach that combines theoretical
analysis and empirical research, but also includes a qualitative component.
Theoretical analysis precedes empirical research because advertising patterns
must be clearly defined before they can be measured. The causal relationship
here is as follows: a clearly formulated model leads to formulated questions
included in surveys and empirically studied. In order to eliminate the risk of
using only in theory, the models separated in the theoretical part are evaluated
by managers and hoteliers, on the one hand, and at the same time the attitude
of consumers — tourists and recipients of advertising messages — is checked.
The chosen methodology, presented in Chapter Three, and in a subsequent
study are sought an answer to the tasks for the practical application and
derivation of advertising models in the Bulgarian hotel industry.

The research design of the present study is structured as an empirical
study that combines qualitative
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analysis (preliminary research) of theoretical models and qualitative-
quantitative research for the purpose of analyzing advertising in the scope of
the hotel industry, with two parallel surveys (quantitative research) among
two groups of participants in the tourism market: A. managers in the hotel
sector and B. tourists, as users of hotel services. This approach allows
advertising models derived from the scientific literature to be studied both
from the point of view of management practice and from the point of view of
consumer perception. For this reason, the study uses the following main
stages, visible in the figure presented:

Figure 5. Research design of the methodology for displaying advertising
models in the hospitality industry

Source: author's presentation
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The proposed research design allows to trace the process of derivation
and analysis of advertising models in the hospitality industry through a
consistent transition from theoretical statements to empirical research and
analytical interpretation of the results. This approach provides an opportunity
for a deeper understanding of advertising communication in the hotel sector
and for the formulation of informed conclusions about the existing advertising
models and their place in the modern marketing of tourist services.

Stages of research

The design of the study follows a logical sequence of seven stages , at
which they should be presented through their main objectives:

First stage: THEORETICAL ANALYSIS

The theoretical framework is at the heart of the study by focusing on
the analysis of the main literature sources from modern marketing. Bulgarian
authors are also analyzed in order to look for possible gaps and to give a
rethinking of the marketing approach as a whole for the needs of the hotel
industry. The theoretical analysis identifies key advertising models that serve
as a conceptual basis and which are subsequently expanded.

. TRADITIONAL MARKETING ADVERTISING MODEL, Il.
DIGITAL MARKETING ADVERTISING MODEL, IIl. CONTENT
MARKETING ADVERTISING MODEL, IV. RELATIONSHIP
MARKETING ADVERTISING MODEL, V. INTERACTIVE
COMMUNICATION MARKETING ADVERTISING MODEL, AND
VI. INFLUENCER MARKETING ADVERTISING MODEL. These
Basic models serve as an analytical basis for the development of the questions
in the two surveys, with each group of questions addressing certain aspects of
advertising communication. This approach provides a link between the
theoretical framework and empirical data.
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Each advertising model should be considered as a collection of related
elements.

Second stage: PRELIMINARY STUDY (150 sites)

The preliminary study is the first stage of the empirical study involving
an analysis of a sample of 150 accommodation establishments in Bulgaria.
The number 150 is chosen in such a way as to ensure the inclusion of a
sufficient number of sites of different categories - 3, 4 and 5 stars, family
hotels, guest houses, hostels and specialized tourist sites. The choice of 150
accommodation establishments is not random, but is methodologically
determined by the nature and objectives of the preliminary stage of the study.

Third stage: ANALYSIS OF ADVERTISING CONSTANTS

The analysis of advertising constants makes it possible to establish
what advertising models are actually used in practice. In many cases, there is
a combination of different communication approaches — digital marketing,
content marketing, interactive communication and relationship marketing.
This confirms the trend towards the use of integrated advertising strategies in
the hospitality industry.

Fourth stage: SURVEY AMONG MANAGERS

Through a survey among property managers, data is collected on the
advertising tools used, on the assessment of their effectiveness and on the role
of different communication channels in the marketing strategy of hotels. The
survey allows to establish to what extent the advertising models identified in
the theoretical part and in the preliminary analysis of the advertising presence
are actually used in management practice.

Fifth stage. SURVEY AMONG TOURISTS

The final stage of the empirical study includes a survey among tourists
and users of hotel services. The aim of this stage is to analyze users'
perceptions of the different advertising channels and the extent to which
advertising channels
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communications influence the choice of accommodation. The second survey
allows you to explore which advertising forms attract the attention of tourists,
which communication channels create trust and which factors are most
important in making a booking decision.

Stage Six. BENCHMARKING ANALYSIS.

Benchmarking aims to identify matches or discrepancies between what
the business offers and what consumers are looking for and perceiving as
effective. Matching is necessary because the effectiveness of an ad cannot be
evaluated by only one side.

Stage 7. MODEL VALIDATION

The final step is the validation of advertising models in the context of
the hospitality business. The result is a refined and adapted communication
model that integrates the specifics of the tourist product, the preferred
channels and the real behavior of consumers.

In paragraph 2 "'Preliminary qualitative-quantitative study of

advertising practices in the hotel sector'* a summary analysis of the

results of the preliminary research of advertising in the selected places
of absence is presented. The main purpose of the preliminary analysis

IS to establish the characteristics of the studied sites in terms of their

categorization and focus on certain types of tourism. defined under the

Bulgarian legislation (LTA, Art. 123).
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Table 1. Relationship Categorization and Presence of Advertising

Property type Category Share %
5 stars 13,33% STRONG ADVERTISING PRESENCE
o — AND FULL INTEGRATION
4 stars 18,67% -> Video, slogan, professional sites
< Hotel 3 stars 8,67% Functional presence
@ - > Branded website and logo,
5 2/1 stars 9,33% Order video or slogan
Functional presence
3 stars 10,67% - > Corporate website and logo,
video or slogan
Limited attendance
Family hotel 2 stars 6,67% ->Basic online presence, More
often without your own
website
Functional presence
1 star 8,00% - > Corporate website and logo, video
or slogan
3 stars 1,33% Passive presence of
Hostel 2 stars 2.67% advertising activities
-> Lack of branding (logo, slogan),
1 star 3,33% dependence on portals
Pensi 2 stars 3,33%
ension
! 1 star 3,33%
2 2/3 stars 2,0%
o) AR
< Bunaalows Limited attendance
5‘ g 1 star 4,67% ->Basic online presence, often
without your own website
2 stars 0,67% Passive presence of
< advertising activities
9] .
2 Motel . -> Lack of branding (logo, slogan),
3 1star 3,33% dependence on portals
(@)
Total 100,00%

The analysis of advertising in properties with a prominent advertising
presence shows that there is a concentration of properties in the four-star
category, which represent approximately 35-40%
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of the studied sample. Three-star properties form about 25-30%, while five-
star hotels occupy approximately 10-15% of all observed accommodations.
This structure shows that those positioned in the middle and higher market
segments show a more active application of advertising tools.

Accommodation, tourist specialization and advertising presence

One of the main results of the preliminary analysis is the establishment
of different types of tourist specialization. In the sample there is a strong
variety of tourist products, and a combination of several forms of tourism.
Figure 6 presents the percentage distribution and the main types of tourism to
which the sites are directed:

Paanpefienenue no kateropus (3se3gm)

13se3pa 5 3ge3gy
MNpuxnovennn u Blopxer TNyke u busnec
0KATO NO-BHCOKHTE -y
xareropltlm (44 5 3se3pM) ca 4 3sespu « « ok

Penakc u Kopnopatushu coonTua
CNA u 6uanec Typusma, no-
WHYacKkuTe Kateropun (1w 2
38€3/JH) NPEANAraT NO roNAMo
Pa3Ho06Pa3He B HUIOBH

CBEPEAOTONEHH OCHOBHO B
rpaackus, CMA u 6uakec
TYPH3Ma, NO-NHCKHTE
xareropui (1 v 2 38e3an)
nNpeAnarar no-foNsaMo

150

AHanu3aupaxu

pa3Hoobpasue B HOWOEH ObexTa CErMEHTH KaTo eK0, CENCKM i
CErMeHTH KarTo eKoCencku u pH6ONOBEH TYPHIBM.
PUBONOBEH TYPHIBM,
<« 23se3gm | 3 3se3gm ~« «
Ipaacxa cpepa u Mpupoaa KynTypa u Mounexa

Figure 6. Distribution of types of tourism according to the categorization of
tourist accommodation (author's presentation through the cloud graphic
design system Canava)

Paragraph 3 "*Analysis of advertising constants in the presence of
advertising activities in the hotel industry" summarizes the results of the
survey, in-depth interviews and



33

case study, building a complex and multi-layered picture of the state of quality
management in Bulgarian hotels. The data outline a clear distinction between
the formal presence of TQM elements and the actual degree of their
integration into everyday practice. While a significant proportion of hotels
have standards, procedures and control tools in place, their implementation is
often inconsistent due to seasonality, high workload, limited resources, lack
of motivation and insufficient coordination between departments. These
factors lead to variations in the quality of services and make it difficult to
sustainably implement the philosophy of comprehensive quality management.

Analysis of advertising constants
Within the framework of the preliminary empirical study, the second
part of the analysis is also carried out, namely the presence of advertising
constants in a sample of 150 accommodations. Advertising constants in this
study are understood as the sustainable elements of the advertising content
and communication channels that are systematically used by accommodation
establishments in the presentation of their tourist product, namely logo,
slogan, corporate identity, advertising through interior/exterior, video and
website. The analysis shows that the advertising model in the Bulgarian hotel
industry is highly hierarchical:
» The logo and the company website are the most common
constants accepted as a basic standard for sites over 3 stars.
» The advertising slogan is the least developed element, being
absent even in world chains or luxury stores (e.g. the Hilton
Hotel and the Admiral Hotel).
» Advertising video is a luxury constant, concentrated almost
entirely in the 4 and 5 star segment.
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Effectiveness of advertising constants as a stimulus for perception

The analysis also shows that advertising constants are rarely used in
isolation. In most cases, there is a combination of several communication
approaches in order to meet the requirements of both digital marketing, but
also content marketing, interactive communication and last but not least -
relationship marketing. This confirms the thesis that advertising
communication in the hospitality industry is increasingly realized through
integrated marketing approaches.

The results of the preliminary analysis serve as the basis for the
subsequent empirical research, in which the surveys among managers and
tourists are examined to what extent these advertising models are perceived
as effective by practice and to what extent they influence consumer behavior.

In paragraph 4 "Empirical study, analysis and evaluation of
advertising models based on the survey among hotel managers™, the
survey is based on information from a total of 45 respondents occupying
managerial positions in the sector. The sample includes 33 respondents,
representatives of the Bulgarian hotel industry, who filled in the questionnaire
in Bulgarian and 12 additional surveys filled in English by managers at
international level, which allows for a comparative reading of the models in
a global context. Within the framework of the empirical study, a survey was
conducted among hotel managers in order to establish the advertising tools
and communication practices used in the hotel industry. Through the analysis
of the results, the aim is to identify the main advertising models that are
applied in the practice of hotel enterprises. The survey is aimed at the
managerial perspective on advertising communication and aims to investigate
what advertising channels and
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marketing tools are used by hotel enterprises to promote tourism services.

Data analysis shows that regardless of geographic location, managers
recognize the importance of advertising budget and measuring its
effectiveness as mandatory elements of modern management. It is noteworthy
that high-end hotels (4 and 5 stars) in the region are increasingly turning to
interactive advertising models, looking for a way to compete with other
properties not only in terms of price, but also through closer engagement with
the consumer. This profiling provides grounds to move on to the next step of
the analysis as a study of the specific strategies and models that these 45
managers define as "successful”. The results obtained make it possible to
analyze the structure of advertising communication in the sector and to
identify the main trends in the use of various advertising models. The analysis
is based on data from 45 respondents and is aimed at establishing the
frequency of use of the different advertising tools, as well as at identifying the
advertising patterns that manifest themselves in the practice of hotel
enterprises.

The study includes 21 questions that cover advertising practices, the
marketing tools used and the assessment of the effectiveness of advertising
strategies. Because the profile of the respondents is selected so that they
actively participate in the process of planning and implementing the
advertising and marketing strategy of the respective sites. This makes it
possible to collect information from experts who are directly involved in the
advertising communication of hotels. The sample includes representatives of
different categories of accommodation establishments and different types of
tourist sites. This diversity creates an opportunity to analyze different
advertising practices and communication approaches depending on the
positioning of hotels in the tourist market. The survey is structured in several
thematic areas so that they are directly related to the type of marketing and
cover the main aspects of advertising communication in the hospitality
industry. The first part of the questions is aimed at establishing
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of the hotel profile (market focus — indicated above), categorization,
advertising channels used and budget.

In terms of the categorization of hotels, the largest share is occupied by
four-star hotels — 22 (48.9%), followed by five-star hotels — 14 (31.1%) and
three-star hotels — 9 (20%).

The results also show that the largest share of the surveyed hotels are
aimed at summer or seasonal tourism — 12 hotels (26.7%), followed by spa
tourism — 11 hotels (24.4%), urban tourism — 10 hotels (22.2%) and family
tourism — 9 hotels (20%). The smallest share of hotels aimed at business
tourism is 3 hotels (6.7%). This structure shows that a significant part of the
sample consists of hotels in the middle and high market segment. This implies
the presence of more developed marketing strategies and more active use of
advertising tools. Essential to reach the characteristics of advertising models
and their output are the advertising channels used. The analysis of advertising
channels shows that online platforms are the most commonly used advertising
channel — 25 hotels (55.6%). This is followed by participation in tourism
exhibitions — 14 hotels (31.1%), while catalogues and brochures are used by
a significantly smaller number of hotels — 6 (13.3%). Figure 7 presents the
main advertising locations, which are distributed as follows:
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Do you advertise your
hotel and where?

B Online platforms

M Tourism exhibitions
abroad

Catalogues and
brochures

Figure 7. Preferred medium for advertising

Source: author's presentation

The largest share is in the forms of digital marketing implemented in
social networks and online booking platforms. Online platforms allow for
wider reach to potential tourists and facilitate the booking process. It is
noteworthy that among traditional advertising tools continue to be used,
especially in international tourism marketing, and that hotels that participate
in tourism exhibitions are looking for expansion abroad. The second part of
the questions relates to specific advertising practices and forms of marketing
communication used by hotel companies. This includes the issues of
advertising budget and performance measurement and advertising
management in general. Answers to the question about advertising budget
show that 29 hotels (64.4%) have a set advertising budget, while 16 (35.6%)
do not have a predetermined budget.

An interesting correlation suggests the next question, which presents
an answer to the question of how much hoteliers and managers measure
advertising effectiveness. The question of measuring advertising
effectiveness shows an almost even distribution — 23
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hotels (51.1%) measure advertising performance, while 22 (48.9%) do not use
a systematic assessment of advertising results. The distribution is visualized
by the following figure 8:

Advertising effectiveness

M Yes

E Nol

Figure 8. Measuring advertising effectiveness

Source: author's performance based on the survey

The analysis of the responses signals that some hotels still do not use
analytical tools to evaluate advertising campaigns, which is typical for
smaller tourism enterprises. The next part of the survey is represented by
questions that gather information about the ways hotels present their
services and interact with customers. Here the questions concern the use of
types of marketing, since it is a certain type of marketing orientation that
presupposes a certain advertising model. The correlation sought is primarily
in the background of digital marketing, relationship marketing, content
marketing, and social media marketing communications. In general, digital
marketing is actively used, but the results show that many hotels do not use
a complex digital strategy, but rather separate tools. The distribution of
responses is evident in the
The following figure 8:
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Digital marketing?

M Google Advertising

M Facebook
Website
Other

Figure 9. Use of digital marketing

Source: author's presentation

Based on the results, it is more than clear that digital marketing is
actively used as part of the advertising strategy of hotel enterprises. Online
advertising and websites play a key role in communicating with potential
tourists. As practices, the ones used are typical of the digital advertising
model, which is based on the use of Internet platforms and online advertising
tools. It can also be noted that many hotels do not use a complex digital
strategy, but rather separate tools.

Of interest is the attitude of managers towards relationship marketing.
It becomes clear that this type of marketing is known and sought after by
hoteliers. Many hotels do not use a complex digital strategy, but rather
separate tools.

From the distribution of results, it is clear that the results related to
building a relationship with customers are especially indicative. 36 hotels
(80%) use loyalty programs, which shows a strong orientation towards
building long-term relationships with customers. A similar trend is observed
in the issue of special offers and partnerships, where 36 hotels (80%) indicate
that they use such practices. Relationship marketing too
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is characterized by personalized offers, loyalty programs and long-term
communication with customers. Toast, this is a sustainable model that clearly
shows the specifics of advertising models in the hotel industry and the
tendency to establish it as the main model.

The next and perhaps the most relevant advertising model in the current
era of social media is precisely related to online communication and social
networks. The results show that 100% of the surveyed hotels use social
networks, which confirms their key role in modern advertising
communication.

Interactive communication with customers has a particularly strong
presence, and the data is as follows:

- 100% of hotels use social networks

- 97.8% respond to customer reviews
- 100% take action on negative reviews

The high values indicate a pronounced development of the interactive
advertising model, in which customers actively participate in communication
with the hotel through online platforms. A very significant feature becomes
clear here, namely to what extent social networks can be considered to offer
effective advertising. The distribution shows that exactly more than half of
the respondents define advertising on social media as effective:
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Advertising performance in
Social media

H Yes
M Satisfactory

We do not have a relevant
assessment

Figure 10. Effectiveness of social media advertising

Source: author's presentation based on the survey

The third group of questions is aimed at assessing the advertising
approaches used and at identifying the main advertising models that are
manifested in the practice of hotel enterprises. The guideline for this
assessment is also associated with the next type of marketing, namely content
marketing and so on reputation marketing. The results show that 40 managers
(88.9%) are familiar with content marketing and use it. Through the content,
hotels present the tourist experiences, the destination and the benefits of their
service. In this aspect, the role of customer reviews should also be pointed out
and to what extent hoteliers and managers respond, remove and generally
operate with them, the following table shows the distribution of the three
questions related to customer responses in the survey:

Table 2 . Attitude to customer reviews
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Table 2 . Attitude to customer reviews

These results show that hotels are aware of the importance of this
particular type of marketing and are actively responding to customer
feedback.

Main challenges to advertising in the hospitality industry

The answers to the question about the main challenges show that the
most frequently cited problems are distrust of advertising (24.4%),
misinterpreted information (20%) and strong competition (15.6%):
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Figure 11. Challenges in attracting customers through advertising

These results show that advertising communication in the tourism
sector is carried out in conditions of strong competition and high requirements
from consumers. This necessitates the use of more authentic and transparent
forms of communication. Again, in this aspect of questions of analysis is the
last question characterising the strategic approach, and precisely within the
scope of competitive advantage. The answers to the question about how to
compete show a variety of approaches. The most frequently cited factor is
price competition, as is the case for 11 hotels (24.4%), followed by adding
additional value in an example of 8 hotels (17.8%) and continuous
improvements in an example of 7 hotels (15.6%).

Results and analysis of the application advertising models in the
hospitality industry

A closer look at the results of the survey reveals that the most
widespread are the digital marketing tools that allow direct
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communication with potential tourists. Table 3 presents the structure of the
advertising tools used among the surveyed hotel managers.
Table 3. Structure of advertising tools

Hotel Website 41 91%
Social networks 39 87%
Platforms For  Online | 37 82%
reservations

Google Ads/ Online 26 62%
Advertising

Content Marketing 26 58%
Partnerships with travel agencies| 24 53%
Participationin the Tourism | 19 42%
Exhibitions

Television, transport and radio | 0 0%
advertising

Influencer Marketing 14 31%

Source: author's presentation based on the survey

The results show a clear dominance of digital advertising channels. The
highest share is the maintenance of the hotel's website (91%), which shows
that the Internet presence is perceived as the main channel for the presentation
of tourist services.

Social networks also have a high share (87%), which are actively used
to communicate with customers and to promote tourist offers. There is also a
significant share of online booking platforms (82%), which are becoming the
main channel for reaching potential tourists. This shows that hotel businesses
are actively using digital platforms as part of their marketing strategy.
Traditional advertising tools, such as participation in tourism exhibitions and
partnerships with travel agencies, also continue to be used, albeit with a lower
share.



45

Television advertising is the least represented, which shows that this
advertising channel is used to a limited extent in the practice of hotel
enterprises.

Evaluation of advertising models used

Based on the analysis of advertising tools, the main advertising models
that are used in the hospitality industry can be identified. In particular, through
the survey, hoteliers and managers also evaluate various advertising models
proposed in the theoretical part of the study. These models are formed
precisely through a combination of various advertising tools and
communication channels. The results obtained show that the most widespread
is the digital advertising model, which is used by about 84% of the hotels
surveyed. This model is characterized by the use of internet platforms, online
advertising and websites as the main channels of communication. The
interactive advertising model (79 m) also has a high share
%), which is realized through active communication with customers on social
networks and online platforms. This model allows for more dynamic
interaction between hotels and their customers. Content marketing and
relationship marketing also occupy an important place in advertising
communication, which shows the aspiration of hotel businesses to build long-
term relationships with customers and present tourist experiences through
various forms of content. The traditional advertising model persists, but has a
smaller share, at least in the current sample, compared to digital forms of
advertising. The most limited, zero, application has the TV advertising model,
which is explained by the high costs of this type of advertising and the
redirection of advertising budgets to digital channels. The data is visualized
as follows:

Table 4. Structure of advertising models in the hospitality industry
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Advertising model Related tools Share
(%0)

Traditional Advertising model | Tourist exhibitions, | 44%
print advertising

Advertising  Model of | website, online ads, 84%

digital marketing reservation platforms

Advertising  Model of | digital articles, visual content, | 58%

content marketing videos

Advertising Model for Customized Offers, | 52%

relationships marketing loyalty

Advertising  Model of | Social networks, Online | 79%

the marketing of the interactive | communication

Communication

Advertising  Modelof bloggers, influencers 31%

Influencer Marketing

Advertising  Model on | TV, radio, billboard 0%

television, transport and radio

advertising

Source: author's presentation

Paragraph 5 "Empirical study, analysis and evaluation of
advertising models based on the survey among tourists-recipients of
advertising messages"

The survey covers a sample of 101 respondents and is aimed at
researching consumer attitudes towards advertising and the impact of
advertising models in the hospitality industry. The survey analyses three main
areas:

» Socio-demographic profile

» Tourist and media behavior, perception of advertising content,
including the impact of visual and audio stimuli (video, music,
landscapes, hidden messages, tone of communication, reality of the
image).
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» Influence of advertising on hotel selection through consumer
response questions to advertising models in the digital environment
(platform selection, review checking).

The socio-demographic profile of respondents is taken based on four
characteristics, namely gender, age, education and purpose of travel. There is
a pronounced female presence in the sample — 62.4% (63 respondents) are
women, and 37.6% (38 respondents) are men.

However, within the scope of advertising communication, this result, and
in particular for tourism research, a particular conclusion can be drawn.
Because women are often more actively involved in the process of planning
trips and choosing accommodations.

The largest share of respondents is in the age group of 29-38 years — 43%,
followed by 18-28 years old — 34%, 3948 years old — 19% and
49-65 years old — 5%.

The profile of the respondents is of a highly educated consumer — over
51% have higher education, and nearly 36% have secondary education, 11%
have secondary vocational education, and the rest of the categories have a
minimal share.

The survey among tourists is structured thematically to cover various
aspects of the perception of advertising and advertising models in the
hospitality industry. The construction of the survey is aimed at establishing
the relationship between consumer behavior, the perception of advertising
messages and preferred communication channels.

The second group of questions explores how tourists plan their trips and
which information channels they use most often. This includes questions such
as:
purpose of travel (entertinment or work),
social media platforms used,
search for advertising on social networks,
use of video platforms,
checking online reviews.

YVVYVYYVY
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The results of the survey show a pronounced dominance of travel for
leisure and leisure. Out of a total of 101 respondents, 68 people (67.3%)
indicate that they travel mainly for leisure purposes, while 33 people (32.7%)
travel for business. These results show that the tourist demand in the sample
studied is dominated by consumers who seek experience, relaxation and
emotional satisfaction. For this type of consumer, advertising has the function
not only to inform, but also to create an image of the tourist destination and
the experience offered.

An analysis of the social media platforms used shows a clear dominance
of several major online communication channels. The most commonly used
platforms among respondents are Facebook — 35 respondents (34.7%) and
Instagram — 30 respondents (29.7%). Next Booking — 11 people (10.9%),
YouTube — 7 people (6.9%) and TikTok — 5 people (5%). The rest of the
platforms have a significantly lower share, with LinkedIn and Google being
indicated by 2 respondents each (about 2%), and Twitter and Bg mama — 1
respondent each (about 1%). Part of the respondents (4%) indicate that they
use all of the platforms listed, while 3% state that they do not use social media.

These results confirm the importance of the digital advertising model, in
which communication is realized through online platforms and social media.
At the same time, platforms based on visual content, such as Instagram, also
imply the development of a visual advertising model that uses images and
video materials to create an attractive image of the tourist service.

Since video platforms today occupy an important part of the media
presence and offer a good opportunity for advertising of tourist sites, the next
question in the survey is related to their influence and perception of video
advertising. Regarding the use of video platforms, 38 respondents (37.6%)
indicated that they search for information about hotels on the YouTube
platform, while 63 respondents (62.4%) do not use this channel for this
purpose. Although the share of YouTube usage is lower compared to social
networks, the results show that video content is of significant importance for
the performance of travel services. The video format allows for a more
complete presentation of the atmosphere, interior and services of the hotel,
which facilitates the decision-making process on the part of tourists.

From the point of view of advertising models, this indicates the existence
of an advertising model where advertising content is presented through
dynamic visual formats. A video ad combines image, sound, and text,
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allowing for a stronger emotional impact on the audience.
CHECKING ONLINE REVIEWS

Particularly indicative are the results related to checking online
reviews. 83 respondents (82.2%) indicated that they check the opinions of
other guests on the Internet before choosing a hotel, while 18 respondents
(17.8%) did not use this source of information. This result shows that user
reviews play a key role in the decision-making process. Online reviews are
perceived as a more reliable source of information compared to traditional
advertising, as they are based on real user experience.

RESULTS AND ANALYSIS OF ADVERTISING MODELS

The analysis of tourist and media behavior shows that the choice of
hotel is influenced by a combination of several communication channels and
information sources. The data show a clear dominance of the online
environment, which suggests the active use of digital communication
strategies by hotel enterprises. The results obtained make it possible to
identify several main advertising patterns that are manifested in consumer
behavior:

» digital advertising model based on the use of social networks and
online platforms;

» visual advertising model related to the presentation of tourism

products through images and video content;

» an advertising model of content with positive emotions, which uses

atmosphere and experiences to influence the audience;

» An interactive advertising model where users actively participate

through comments, ratings, and online reviews.

The combination of these advertising models shows that modern
advertising communication in the hotel industry is developing in the direction
of an integrated digital environment in which consumers have an active role
in the creation and distribution of advertising content.

IMPACT OF ADVERTISING CONTENT

The results show that advertising content has a significant impact on the
booking decision. To the statement that if they liked the advertisement of a
hotel, they would make a reservation, 43 respondents (42.6%) indicated "I
completely agree", and 39 respondents (38.6%) - "l agree". This means that a
total of 81.2% of respondents admit a direct influence of advertising on their
decision.
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ROLE OF VISUAL AND EMOTIONAL ELEMENTS

In a similar context, respondents' attitudes towards the role of visual and
emotional elements were examined. The data show that as a major component
of advertising creatives, they play a key role in the advertising of tourist
services. For example, 48 respondents (47.5%) strongly agree with the
statement that landscapes enhance the impact of advertising, and 31
respondents (30.7%) agree, meaning that a total of 78.2% of respondents
perceive natural and visual elements as an important factor in ad performance.
The analysis of the results of this stage of the study shows that the choice of
hotel is influenced by a combination of several advertising models, that
complement each other. The strongest characteristics are contained in terms
of the following five advertising models:

« the digital advertising model, which uses social media and online
platforms;

» the visual advertising model, which focuses on images and atmosphere;

« an advertising model of the content of positive emotions, which creates
a positive experience through music, human images and mood;

« the advertising model, which uses short and dynamic video formats;

« the interactive advertising model, which is based on user reviews and
online communication.

The common thread is that modern advertising communication in the

hospitality industry is characterized by the integrated use of different
advertising approaches, in which the digital environment plays a leading role
in the process of influencing the consumer decision.
Paragraph 6 ""Comparative analysis of the results of the two surveys"
allows to identify both similarities and differences in the understanding and
perception of advertising practices. First of all, and on the basis of the two
studies, a strong correspondence can be established in terms of the importance
of digital communication channels. In the survey among hotel managers,
55.6% indicated online platforms as the main advertising channel, And 87%
use social media as part of their advertising strategy. On the other hand, the
results of the survey among tourists show that 72.3% of respondents look for
information about hotels on social networks, and 94.1% believe that hotels
should use digital platforms. This result confirms the dominant importance of
the digital advertising model in modern tourism marketing. The analysis
shows a significant coincidence between the two groups of respondents in
terms of the role of social networks.
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of hotel managers, 100% of respondents indicate that they use social networks
to advertise their hotel. On the tourist side, the most commonly used platforms
are Facebook (34.7%) and Instagram (29.7%), which indicates that these
channels are the main medium for communication between hotels and
consumers. This relationship confirms the development of the social media
advertising model, which is based on the active use of social platforms as the
main channel for advertising communication. One of the strongest
benchmarking results relates to the role of user reviews. The survey among
tourists found that 82.2% of respondents check the online opinions of other
guests before choosing a hotel.

On the other hand, the results of the survey among hotel managers show
that 97.8% of them respond to customer reviews, and 100% indicate that they
take action on identified problems. These results show that both consumers
and hotel businesses attach great importance to online feedback. This
phenomenon is characteristic of the interactive advertising model, in which
communication between hotels and customers is carried out through digital
platforms and user content. The comparative analysis of the results of the two
studies allows us to identify several advertising models that are manifested
both in hotel management strategies and in consumer perception:

Common advertising patterns found in the two studies

» Advertising model of digital marketing — based on the use of
social networks, online platforms and Internet advertising.

» Advertising model of content marketing — the use of images,
natural landscapes and visual elements to present tourism
services.
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» Advertising model of relationship marketing — focusing on
experiences, atmosphere and human emotions.

» Advertising model of interactive communication marketing —
communication with consumers through online reviews,
comments and social media.

The counterfactual analysis shows that there is a significant degree of
correspondence between the perception of tourists and the advertising
practices of hotel undertakings. Both groups of respondents place a strong
emphasis on digital communication, visual content, and interactive interaction
with customers.

Paragraph 7 "Empirical derivation and characteristics of advertising
models in the hospitality industry™ is the final and most important part of
the study, including a preliminary analysis of the advertising presence of
hotels, a survey among hotel managers and a survey among tourists, the main
advertising models used in the modern hotel industry can be empirically
identified and systematized. The main advertising models in the hotel industry
are characterized. The results show that advertising communication in the
hospitality industry is implemented through several complementary
advertising models that function within an integrated digital communication
environment, namely the following:
1. Advertising model of traditional marketing

The advertising model of traditional marketing is the classic form of
advertising communication, in which marketing messages are disseminated
through established channels such as printed advertising materials, tourist
exhibitions, catalogs and direct partnerships with tour operators and travel
agencies.
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Empirical results show that despite the increasing digitalization of
tourism marketing, traditional advertising forms continue to be present in the
practice of hotel enterprises. The data from the survey among hotel managers
show that 31.1% of them participate in tourism exhibitions, and 13.3% use
catalogs and advertising brochures as a means of presenting their service. In
addition, some hotels maintain partnerships with tour operator companies,
which is a traditional form of marketing communication and distribution
2. Digital Marketing Advertising Model

The advertising model of digital marketing is based on the use of Internet
technologies and online platforms as the main channel of communication
between hotel enterprises and their potential customers. This model includes
the use of websites, social media, online advertising campaigns, and digital
booking platforms.

Empirical results show that this model is of leading importance in modern
hospitality. The data from the survey among hotel managers show that 55.6%
of them advertise mainly through online platforms, and all surveyed managers
use social networks as a means of advertising. Additionally, a significant
proportion use tools such as Google advertising and their own website to
promote hotel services.

3. Content Marketing Advertising Model

Content marketing is an approach in which advertising communication is
realized through the creation of informative and visual content that presents
tourism services in an attractive and convincing way. In the context of
hospitality, this model is manifested through the publication of photographs,
videos, narratives of tourist experiences and other forms of content that
represent the atmosphere of the hotel and



54

tourist destination. The empirical results show a clear presence of this model.
88.9% of hotel managers indicate that they are familiar with content
marketing and use it in their advertising practice.
4. Advertising model of relationship marketing

Relationship marketing is aimed at building long-term relationships
between hotel businesses and their customers. This model is based on the
creation of trust, loyalty and sustainable interaction between the organization
and the consumer. The empirical results show a pronounced presence of this
model in the practice of hotel enterprises. Data from the survey among
managers shows that 80% of hotels use loyalty programs, and also 80% offer
special offers or partnerships that encourage repeat visits of customers.
Through this model, it is possible for hotel enterprises to increasingly attract
new customers, but at the same time to build sustainable relationships with
existing ones
5. Advertising model of interactive communication

The advertising model of interactive communication is characterized by
two-way communication between hotels and their customers through digital
platforms. The main feature of this model is that users have the opportunity
to actively participate in the communication process. The empirical results of
the study show that this model plays an important role in modern advertising
communication. 97.8% of hotel managers indicate that they respond to
customer reviews, and 100% take action on identified problems indicated in
guest comments. On the tourist side, 82.2% indicated that they check the
opinions of other guests online before choosing a hotel. In the affirmative,
online communication and feedback play a key role in building trust between
hotels and their customers.
6. Influencer Marketing Advertising Model
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Influencer advertising model marketing is a relatively new advertising
model in which popular personalities on social networks participate in the
promotion of tourist services.

Although this pattern was not directly measured by a single question in
the survey, the results show prerequisites for its development. A significant
part of tourists use visually oriented social platforms such as Facebook and
Instagram, which are the main medium for influencer marketing. In this
context, influencers can play the role of intermediaries between hotels and
potential tourists, presenting tourism services through personal experiences
and authentic content

In paragraph 8 ™Conceptualization of communication through
advertising models in the hospitality industry* a conceptual framework of
advertising communication in the hospitality industry is outlined, based on
the interaction between different advertising models. This conceptualization
is based both on the theoretical analysis of advertising practices in the tourism
industry and on the results of the empirical research conducted among hotel
managers and tourists. Conceptually systematized six main advertising
models that form the communication architecture of modern hospitality:
advertising model of traditional marketing, advertising model of digital
marketing, advertising model of content marketing, advertising model of
relationship marketing, advertising model of interactive communication and
influencer marketing. The results obtained show that advertising
communication in the modern hospitality industry can be considered as an
integrated marketing system in which different advertising models perform
specific but complementary functions. Content marketing builds the visual
and emotional identity of
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tourist service. Interactive communication and influencer marketing expand
the communication reach through active user participation. Based on the
conducted research, it can be concluded that advertising communication in
the hospitality industry is developing in the direction of an integrated model
that combines different marketing approaches and communication channels,
which model is visualized through Figure 13:
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in the hospitality industry
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The conceptualization of communication through advertising models allows
to systematize the structure of advertising practices in the tourism sector and
to offer an analytical framework for the study of advertising communication
in the hospitality industry. In this way, the research contributes to a better
understanding of the processes by which advertising influences the perception
of tourist services and on the choice of hotel by consumers.

Conclusion

This dissertation research is aimed at analyzing and conceptualizing
advertising communication in the hospitality industry by deriving and
systematizing the main advertising models used in the modern tourism
industry. In the context of growing competition between hotel enterprises and
the increased influence of the digital environment, advertising is becoming a
key tool for positioning the tourism product and for building sustainable
relationships with consumers. Therefore, the study puts an emphasis on
identifying advertising models that structure communication between hotels
and their potential guests. As a result of the theoretical analysis, six main
advertising models are formulated, which form the conceptual basis of the
research:

advertising model of traditional marketing;

advertising model of digital marketing;

advertising model of relationship marketing;

>

>

» advertising model of content marketing;

>

» advertising model of interactive communication;
>

advertising model of influencer marketing.
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These models present various aspects of advertising communication and
reflect both the development of marketing practices and the changing
behavior of travel consumers. The results of the survey among hotel managers
reveal that advertising is perceived as an important element of the
management of hotel enterprises. A significant part of the hotels surveyed use
online platforms and digital channels to promote their services, while the use
of traditional advertising media, such as tourism exhibitions and printed
materials, is also observed. The data also shows that hotel businesses are
increasingly implementing practices related to building long-term
relationships with customers, including loyalty programs and partnerships
with tour operators.

The survey among tourists provides important information about the
perception of advertising and its role in choosing a hotel. The results obtained
show that consumers attach particular importance to the credibility of the
advertising message, the visual presentation of the tourist environment and
the clarity of communication. At the same time, it is found that social
networks and online platforms are among the main sources of information
when planning a trip, and checking online reviews becomes a key factor for
decision-making. While managers place a stronger emphasis on the
organizational aspects of advertising and on the use of specific
communication channels, consumers primarily focus on the content of the
advertisement, its authenticity, and emotional impact.
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This confirms the need for advertising strategies in the hospitality
industry to combine different communication approaches that meet both the
marketing goals of enterprises and the expectations of tourists. Based on the
analyses carried out, a conceptual model of advertising communication in the
hotel industry was developed, which integrates the six advertising models and
presents their role in the process of interaction between hotel enterprises and
consumers. The model shows that advertising communication is a dynamic
system in which different advertising approaches function interconnected and
contribute to the formation of consumer perceptions, trust and hotel choice.

In conclusion, it can be summarized that advertising in the modern hotel
industry is characterized by increasing complexity and integration between
different forms of communication. The effective positioning of hotel
enterprises requires a combination of traditional and digital advertising
practices, the creation of content with high informational and emotional value,
as well as active interaction with consumers in the digital environment. In this
context, the derived advertising models can be considered as a conceptual
framework for the analysis and development of advertising communication in
the hospitality industry.

This dissertation research was made possible thanks to the Doctoral
Program in Economics and Tourism Management at the Department of
Tourism at the Faculty of Economics of the South-West University "Neofit
Rilski", Sofia. Blagoevgrad. The PhD student expresses his deep gratitude for
the support of the academic staff, for the opportunities provided for inclusion
in the academic spirit and life of the department, for participation in scientific
forums that enriched the horizon and research searches, without everything
that this study would not have been feasible to the end.
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IV. CONTRIBUTIONS OF THE DISSERTATION

The dissertation contains both theoretical and practical contributions
that enrich the applied side of advertising as part of the complex structure of
marketing activities in tourism, in particular in the hotel industry. The main
contributing points can be systematized in the following directions.

On the basis of the theoretical and empirical research, the following
main scientific and applied contributions of the dissertation can be
formulated:

I. Theoretical and methodological contributions:

1.  Systematization of the theoretical statements of advertising
communication in the hotel industry.

In the dissertation, an in-depth analysis of the scientific literature in the field
of marketing, advertising and tourist communications is carried out,
summarizing the main concepts, approaches and trends in the development of
advertising activity in the tourism industry. As a result of this analysis, the
need to consider advertising in the hotel industry as a complex communication
system that combines traditional and digital marketing practices is justified.
2. Development of a conceptual framework for the study of
advertising models in the hospitality industry

As a result of the theoretical analysis, a conceptual framework for the study
of advertising communication in the hospitality industry is proposed, based
on the systematization of advertising practices within clearly differentiated
advertising models. This framework allows for a more structured analysis of
communication processes between hotel businesses and tourism consumers.
3. Derivation and characteristics of the main advertising models in the
hospitality industry.
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As the main scientific contribution of the dissertation, the model
approach to advertising communication in the hotel industry is formulated and
argued, within which six main advertising models are identified and analyzed:
. advertising model of traditional marketing;

. advertising model of digital marketing;
. advertising model of content marketing;
. advertising model of relationship marketing;
. advertising model of interactive communication;
. advertising model of influencer marketing.
Each of the models is considered as an independent
communication approach, which has specific tools, channels and mechanisms
of influence on users.

Il. Empirical contributions:

1. Conducting a two-sided empirical study of advertising
practices in the hospitality industry.
In the dissertation, an empirical study was conducted, including a preliminary
analysis of the advertising presence of hotel enterprises, a survey among hotel
managers and a survey among tourists as users of hotel services. The results
obtained make it possible to identify the main trends in the use of advertising
tools and communication channels in the modern hospitality industry.

2. Validation of advertising models in the hospitality industry.
On the basis of the comparative analysis of the results of the conducted
research, the main characteristics of the proposed advertising models and their
real manifestation in the advertising practice of hotel enterprises have been
confirmed. The analysis shows that advertising communication in the
hospitality industry is realized through the integrated use of various
advertising models, which complement each other and form a complete
communication system.
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I11. Practical and applied contributions

1. Development of a conceptual model of advertising communication
in the hospitality industry.

In the dissertation, a conceptual model of advertising
communication is proposed, which integrates the different advertising models
and presents their interaction in the process of communication between hotel
enterprises and tourist consumers. The model shows the relationship between
advertising practices, consumer perceptions, and the hotel selection process.

IV. Scientific and applied significance:

1. The results obtained and the developed conceptual model can be used as
a methodological basis for the development of advertising strategies in
the hotel industry, as well as for optimizing the communication practices
of hotel enterprises in a digital environment. The derived advertising
models provide an opportunity for more effective planning and
management of advertising activities in the tourism industry.
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