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JlucepTalluOHHUAT TPYJ € 00CHACH Ha BhTPEITHA 3aIliuTa U IPEAJIOKEH 3a
obulIMalIHA 3aluTa OT KaTeapa ,,MeHUKMBHT W UCTOPHUS Ha CHOpTa™ KBbM

Hanmonanna cnoptHa akagemus ,,Bacuin JleBcku® Ha 09.01.2024 roauna.

TpyasT chabpka 195 craHmapTHU CTpaHMIIM, KOUTO BKIIOYBAT YBO[,
JUTEpaTypeH 0030p, METOJO0JIOTUS Ha W3CJE/IBaHETO, aHajIM3 Ha Pe3yiTaTuTe,
M3BOAM U IIPENIOPBKU, Onbmmorpadus u npunoxenus. OHarnesneH e ¢ 25 Tabaunm,
40 ¢urypu u 2 npunoxenus. bubnunorpadusra ce crctou oT 265 TUTEpATYpHH

M3TOYHMKA, OT KOUTO 18 Ha kupwinia u 247 Ha JaTUHULIA.

[TyOGnnuynata 3amuTa Ha JUCEPTAIIMOHHHMAT TPYd M€ CE€ ChCTOM Ha
08.05.2024 r. ot 14.00 ygaca B 3ama A3 na HCA ,,Bacun JleBcku* (CtyaeHTCKH
rpan) Codus. Martepmamure IO 3amyMTaTra Ha JUCEPTAIMOHHHUS TPYJ ca Ha

pasnonioxenue B 320 kabunetr Ha HCA ,,Bacuin JleBcku®.
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YBOJI

WNuoBanuute mpeaepuHUpaT Beska eaHa cdepa, BKIIOUYATETHO U CIIOPTA.
JlHec BCUYKM OpTraHHU3allMH C€ MOTAIsAT B JUTHUTAIHATa TpaHchopMalus KaTo s
MPaBsAT 4acT OT €XKEIHEBHUTE cU mpouecu. Komepcuanuszanusra Ha Cnopra U
MPEBPBIIAHETO MYy B HEU3MEHHA 4YacT OT YOBELIKHUSA KHUBOT JOBEIE [0
BBb3HHKBAHETO Ha CHOPTHUS MAapKeTHHI HE IIpocTo Karo (opma Ha
TPAAUIIMOHHUSI MapKETHUHI, a KaTo CaMOCTOSITeJIHA Hay4dHa 00JacT, KOSTO
IpUTeXkaBa CHEMU(PUYHN XapaKTEPUCTUKH, HW3UCKBAIM H3MOJ3BAHETO Ha
WHTECPIUCUUIUIMHAPHA TOAXOJW TIpH pa3paOdOTBaHETO Ha MAapKETHHTOBH
ctparerun. OCHOBHATa 1€ HA MAapKETUHIa € Ja Ch3/1aBa CTOMHOCT 3a CBOUTE
KJIMEHTH, 32 J1a MOKE Jia M3BJIMYA CTOMHOCT B 3aMsiHa. CbBPEMEHHUAT MOJICT HA
MAapKETUHIOBA KOMYHUKAIlMA C€ CHbCTOM B IMPUIAraHETO HA HWHTETPUPAHU
MOJIXOJIU, KOUTO U3UCKBAT MU3TOTBSIHETO U U3IBIHEHUETO HA MO-IUMPOK MHUKC,
BKJIIOYBAII TPAJIUIIMOHHN (DOPMHU Ha peKjaMa B IpeobiiagaBaiio MpruchbCTBUE Ha
HOBH, MO-II€JICHACOUYECHU U MTEPCOHATN3UPAHU MEIUINHUA U3TOYHHULIU.

Bce mo-decto cnopTHHUTE CHOUTHS C€ BB3NMPHEMAT KaTO MHTEPAKTHBEH,
OPUEHTHMPAH KbM MPEKUBIBAHUATA KOMYHMKAIMUOHEH MHCTPYMEHT 34
OpaHgoBeTE, KOWTO YAOBJIETBOPSIBA HYXXIUTE HA CHCIUDUUHU ayTUTOPUU UPE3
IUIAHUPAHE, W3IIBJIHEHUE U KOHTPOJ HA UHTETPUPAHU KOPHOPATUBHU
KOMYHHUKALIUH.

B ocHoBara Ha JOKTOpPCKHS TPYZ € 4pe3 MPAKTUUECKO MPUIIOKEHHUE Ha
ChBPEMEHHU KOHIICTIITUH 32 KOMYHHUKAITUS U OpaH]l MEHUKMBHT J1a c€ 000CHOBE
M3II0JI3BAHETO HA WHTETPUPAHUTE MAPKETUHIOBHM KOMYHUKAIIMM KAaTO BOJEIII
WHCTPYMEHT 3a yINpaBlieHWe Ha OpaHIa B YCJIOBHSTAa HAa CIHOPTHUTE CHOUTHS.
PaskpuBaneTo Ha Bb3MOKHOCTUTE U MoTeHIIMa1a HAa UMK B ycnoBusiTa Ha CUITHO
JUTUTAIIA3APAHA COLMATTHO-UKOHOMUYECKA CPela € MO3BOJIM HA YYACTBAILUTE
OOIIIECTBEHU W KOPIMOPATUBHU CYOEKTH Ja OTrOBOPSIT HAa OYAaKBAHUSITA WU

HOTp€6HOCTI/IT€ Ha CbOTBCTHHUTC 3aUHTCPCCOBAHU U 3aCCTHATU CTPAHU.



TEOPETUKO-METO/JOJJIOT'NMYHA IHOCTAHOBKA HA
HHPOBJIEMA

I. MapkeTuHroBara Teopusi B CHOPTA — KOHUeNUMH, (PyHKIUMH,
NPOU3BOACTBEHU CTPYKTYPH, NPOAYKTH, NOTPEONTEH U NEPCIEeKTUBH

KoHnenmmuTte 3a COpTEeH MapKETHUHT C€ XapaKTepU3upaT ¢ KOHKPETHH
n3Mepenwusi. Korato craBa BBITPOC 3a ChIBPIKAaHUETO M 00XBaTa My, TpsiOBa Ja ce
B3EM€ I10]] BHUMaHUE KOHIIeHATa 3a HepapxudHocT. Cropen Smith u Stewart
(2015) ta3u ¥epapXHUHOCT CE CHCTOM OT YETHPH HUBA, HA KOUTO CIHOPTHHAT

MapKETHUHT ciie/iBa Aa Obje pasriexaa (dur.1).

TEXHWKH
WMHcTpyMeHTH 3a
npunoxeHne Ha

NpUHLMNNTE.

NPUHLMNA
COCHOBHW MOEW,
HOHUENLWU 1 NpagMna

MPOLUEC
AKTHBHOCTH 3a peaﬂHSHpaHe Ha
MapKemHl‘OBHH nNaH.
‘ T ‘
YﬂOBneTBODHBaHe Ha I'IOTpeﬁHTeﬂCKHTe HyOW.
C'b:‘l,ﬂaBaHe Ha pr:‘lKM ﬁpqu—KnMeHT

@uzypa 1. Cmpykmypa na cnopmuusi mapkemune no Smith u Stewart (2015)

Cnopen Canpancku (2015) ce paznuuaBar clieTHUTE MMOJIBUIOBE:
° MapkeTUHT Ha KOHKPETEH CIIOPT CHPSIMO MOTEHIIMATHU YYaCTHUIIN;
° MapkeTuHr, cTUMyJHpail UWHTepeca Ha (QeHoBeTe Ja Tro TJear,
3a0aBJISIBAT U MPEKUBSBAT (CHbOUTHUS U CHCTE3aHUA);
° MapxkeTuHr upe3 Cropr.

[Ipe3 roguHUTE KOHIIEIIIMATA 32 MAPKETHHTOB MUKC B CITIOPTa CE€ pa3BHUBa
1 NpUa00MBa HOBU MU3MEpEeHUs. MapKeTHHroBUAT MUKC (¢dur.2) ce pazpaboTBa
CIpsiMO Ta3apa, NOTCHIMAIHUTE KJIUEHTH, CETMEHTHUPAHETO H JKEJIaHOTO
no3uimoHupaHe. Bceku eneMeHT mMa CBOsI COOCTBEHA CTpaTerusi, KOSATo € B
€IMHCTBO C ISUIOCTHATa BU3MSI HA OpraHu3aiusaTa. [ pynupaHeTo Ha OTICITHHUTE
KOMITOHEHTH B IISIJIOCTEH MHUKC TTOKa3Ba, Y€ YIPABICHUETO U KOOPAUHUPAHETO HA

CIICMCHTUTC € HCO6XO,Z[I/IMO Ja €€ U3BbpHIBA HHTCTPHUPAHO.
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Duzypa 2. Mapxemuneos muxc no Mereu (2020)

Il. Muterpupanu mapkeTuHrou komyHukauuu (MMK)— cbumnoct u
HEeo0XO0AMMOCT OT NMPUJIOKEHUETO UM B yIIPaBJIeHHETO HA OpaHaa

I1.1 Teopemuuen npezned na HMK

WuTerpupanuTe MapKeTHUHIOBM KOMYHMKAallMM ca B IpoLEeC Ha
HENPEKbCHATO Pa3BUTHE U W3MEHEHue. EjHa oT cbBpeMeHHUTE nepUHULUU
(Porcu et al., 2017) ob6xBaia MHOrOKOMIIOHEHTHUsT XapakTep Ha UMK, koiito

BKJIFOYBA YCTHPH OCHOBHU M3MepeHus (purypa 3).

EOMH MNAC: MHTEPAKTHMBHOCT:
IlocTHrame %Y Momonbpane Ha YceTraHoBABaHe HA MOCTOAHESH IHAIOT
VHHKATCH HMMHEIE H I03HOHOHHPAHS CEBC IZAHMHTCPSCOEAHHTE CIPAaHH =pees
HUpe3 ACHO MpeNaBaHe Ha ChIJECYBAHH OBYIIOCOYHA KON YHIHALTHA
nocnanma upes omETaiE  u odaraiiea
HHECTPYMSHTH 33 KOMVHIKIAITLA
MM K
MEAHAOAYPYHKUMOHAIHO MEYESIMELWLUIM ObNATIMOCPO4YHM
naAAHHMPAHE: B3AMMOOTHOLUEHKMA:

Crparerueckara MHTerpamms TpAGEa na ce Haifi-BHCOKOTO CTparermIecKo HEMepeHHe,
OCBIIISCTEH KaTo ILATIO. Teii KAaTo OpeOcTABIAE A0 OCHOEHATA el Ha FINIED

TIOCTIAHMATA MOTAT Oa HIBAT OT BCHEKH
OTOEIOL HE CAMO OT MAPKETHHT OEHA

@uzypa 3. Unmezpupanu mapkemunzosu komynuxayuu — usmepenus (no Poncu et al., 2017)3

I[I/IHaMI/I‘IHI/ITe IMpoueCH, BKIIOYHUTCIIHO ITOABATa4 HAa COLOMAJIHUTE MCOWMH,
H3IPAaBAT MPC HOBHU IIPCAN3BUKATCICTBA 6paHI[OBeTe IIpru HU3rpax1aHcTto Ha

KOMIIJICKCHUM MAapKETHHIOBH KOMYHHUKAIUH. I/IHTerI/IpaHeTO Ha OHJAaMH M



od1aifH KOMYHHKAITMOHHU MOJICITH € 3abJDKUTEITHO YCIOBHE MTPU (POPMHUPAHETO
Ha MMK. Mereu (2020) npemnara xommosuiuss Ha UMK, kosito € w3110
choOpa3eHa C BB3MOKHOCTUTE Ha JWTUTAJIHATA €pa W HENPEKBhCHATO
MPOMEHSIIIIOTO C€ MOTPEOUTENICKO IMOBeaeHUEe. MHCTpYMEHTapuyMbT BKIIFOYBA
CIICIHUTE €JIEMEHTU: peKJiamMa, TMPOJAAKOEHW TMPOMOIMH, BPB3KA C
001IIeCTBEHOCTTA, COITUATTHN MEINHU, YeOCaUTOBE U OHJIAH ThPCAYKH, MOOUJICH

AUPCKTCH MAPKCTUHI', INYHU Hpona>1<61/1.

I1l. JAururajHure Meaud B OCHOBATA HA HOBUTE HMHTEIPUPAHH
MApPKeTHHIOBH KOMYHHKAIIUH

HoBuTte TeXxHOIOTHU BHOPHKABAT CIIOPTHUTE OPTaHU3AIMHN C HHOBATHBHU
NOIXOMU 3a KOMYHHMKAIMsl ¥ TmocTurane Ha nenure. OcoOGeHocTuTe Ha
JUTUTATHUTE MEUU OKA3BaT BIMSHUE BHPXY OOIIECTBOTO U MPOTUYAIIUTE B HETO
npouecd. BzauMoneicTBHETO MEXAY MOTpeOUTENU, NapTHBOPU U OpaHj
OOLIHOCTH cera € Bb3MOXKHO [0 H3ISUI0 HOBM KaHAIM 3a KOMYHHKAIUS.
Konnenmusra 3a mectre etana B npoiieca (pur. 4) Ha CbBpEeMEHHUTE TUTUTATHH
KOMYHHKAIIHH TIPEATOIara, e 3aJ] TSIX CTOAT OMpeesIeH! JCHCTBHSI, Ype3 KOUTO
Ce OCBILECTBSABA B3aUMOECHCTBHETO ¢ moTpeduTenure. Te3u mpoiecu ce CbCTosT

OT KOHKPCTHHU CTBIIKHU, YUATO LCJI € Aa IIPUABUKXHU KIIMCHTA I10 HOTpe6I/ITCJ'ICKaTa

ITTEBpBE
HKOMHIAKT

npreka (Korasp et al., 2019).

Pazrosop

CIIOPTHHAT MAPKS THEL
B HOBHTE MEITHE

@Duzypa 4. IIpoyecvm na cnopmHusi MapkemuHe 8 Hogume Meouu

CBRnpIBae

COLII/IaJIHI/ITe MEAHHN Ca HOBa (I)OpMa Ha KOMYHHKAllMH1 B CIIOPTA, KOATO UMa
BCC IIO-3HA4YMMaA pPOJIA B AUTUTAJIHHA CBAT. Te umat roasamMo BIUSHUE BbPXY
Pa3BUTHCTO Ha O6HI€CTBOTO, nmopaan €aHa OCHOBHA YOBCIIKaA HOTpGGHOCT -
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komyHukanusta (Safco, Brake, 2009). He3zabaBHoTOo reHepupane Ha
UHpOpPMAITUS U CHOJEISIHETO U C ayJUTOPHUATA ca €IHU OT Hal-ChIIECTBCHUTE
Oene3n Ha muruTadHUTe Meauu. CONMAIHUTE MEAWHM MPUTESKaBaT peaula
npeauMcTBa, yacT ot kouTo ca (Ling, 2009; Zhou et al., 2021; Al-Quran, 2022;
Simplilearn, 2022):

° ['moGanHO pa3mpocTpaHeHHWe Ha ChAbPKAHHE YpE3 COIUATHUTE
maThopMu;
° JlocTell 10 HENpeKbCHATO aKTyalu3upaHa uH(opMmanus 3a

CIIy4YBaIoTO ce B riobajieH maao;

° Cp3naBaHe Ha OOIIHOCTH U OOEIMHABAHE HA XOpa C 001N UHTEPECH;

° CBoOosa Ha U3pa3siBaHe OT BCEKH €/IMH MOTPEOUTEN,;

° Bb3moxHOCT 3a crniofiesisHe U OOMEH Ha MJIeU Cpell MHOroOpoitHa
ayJIUTOPHSL.

IV. ¥YnpaBienne Ha Opanga B cnopra. Kinacuyecku OpaHauHr —
ChAbp:KaTeJIeH U UCTOpHYeckH mperien. M3rpaxkaane Ha CTOHHOCT 4pe3
OpaHaupane

ComHocTTa Ha OpaHa MOXeE J1la ce 000coOM upe3 CIEIHUTE OTIPaBHU
TOYKH:

e bpanovm 0obasa cmoiinocm upes oughepenyupane.

e bpanovm kamo obewianue 3a npeoocmagaHe HA NOCHOAHHA

CHOUIHOCI U NPENHCUBABAHE.

e Bw3npuemane na peannocmma upes opanoa.

HMHTEepakTUBHUAT XapaKTep Ha CIIOPTHHUS OpaHIWHT M JUHAMHUYHATA MY
KOHIICTIIIMS ca MpUYMHATAa B HAydHATa JUTEpaTypa Ja NMPUCHCTBAT HIKOJIKO
npueTH neGuHUINYN 3a ChIHOCTTa My. MHTeH3uBHaTa pabota Ha Carter (2010)
JOBSXK/Ia JI0 MPO3PEHUETO, Y€ CIIOPTHHUAT OpaHa ce ch3maBa M odopMs 4Upe3
YHUKaJIHA KOMOWHAIIMS OT pa3Mo3HAaBaeMM Ka4eCTBa, KOMTO Ca MPEeIHA3HAYCHU

Jla TEHEpUPAT CTOMHOCT U Jla pa3rpaHuyaT Mapkara.



[TpencraBsiHeTo Ha 1sLTOCTHUS OpaHauHT mpoiiec (pur.5) ot Shank (2009)

IIOCTaBs AKLCHT BLPXY BAXHOCTTA OT Ch34aBAaHCTO HAa BHMCOKH HHBA Ha 6paH11

L

@uezypa 5. [Ipoyecvm na cnopmen Opanoune

CTOUHOCT.

Bpasao
OCBEIOMEHOCT

V. CbOuTHEH MAPKETHHT

,IloTpeduTenuTe oOWYaT CHLOUTHATA, @ KOPIOPATHUBHUTE OpPraHU3AIMU
obuuatr mnotpedurenute (D’Alessandro, 1993). Bce mno-decto crnopTHUTE
CHOHTHSI C€ BB3MPHUEMAT KaTO HHTEPAKTUBEH, OPUCHTHUPAH KbM IPEKUBIBAHUATA
KOMYHHUKAIIMOHEH UHCTPYMEHT.

XapaKTepuCTUKUTE Ha CHOPTHUTE CHOWUTHA OOYCHaBAT W TEXHUTE
KOHKYpEHTHH mnpeauMcTBa (¢purypa 6), KOETO T'M MpaBH NPEANOYMTAHU OT
oOIlleCTBEHUTE M OW3HEC OpraHW3alMM KaTo CPEJICTBO 3a Ch3/IaBaHE Ha

MPEXUBSIBAHE U FEHEPHPAHE HA EMOI[MOHAIIHO Bb3ICHCTBHE.

@uzypa 6. Cnopmuu cvoumus - UsSMOYHUYU HA KOHKYPEHMHO NPEOUMCBO

OTKpOsIBaHETO Ha OIpEAeNIeHH XapaKTepUCTUKU 3a BCSKA €JHAa OT
y4acTBAIIUTE B MPOIECa CTPAHU TMO3BOJsIBa €(HEKTUBHOTO MMILIEMEHTHPAHE Ha
OpaHJIMHT CTpAaTeruy, KOUTO Ja OTTOBapsAT Ha OYaKBAHUATA U W3UCKBAHMSITA,
KaKTO Ha MNapTHHOPUTE U CIIOHCOPUTE, TaKa U HA MEIUUHUTE MPEICTABUTEINH,
YYaCTHUILIM, 3PUTENH U JIP.

KitouoB eneMeHT ca BB3MOKHOCTUTE 32 MEIUHHO U3TbUBAHE W

TCHCpHUpPAHEC Ha AaBTCHTUYHO CbAbPIKAHUC, ThbHA KaTO BIICYATJIICHUSTA Ha
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OOIIIECTBOTO M ayAWTOPHUATA C€ TOBJIUABAT CEPUO3HO OT IyOJIMKAIIMUTE B
menuute (Parmentier, Fischer; 2012). Pa3bupaneTto Ha BB3NPUATHATA WU
OYaKBaHUATA HA 3aMHTEPECOBAHUTE CTPAHU € KIIFOUOBO MIPH YIOBICTBOPSIBAHETO

Ha TCXHHUTC 06I[I€CTBCHI/I, OusHec u HHAWBUAYAJIHU HOTp€6HOCTI/I.

I'/TABA BTOPA
METOJ0JIOTUsA HA U3CJIEJABAHETO

|.Hayuyen npo0.sieM u Xxumnoresa

CrnoptHuTe cHOUTHSA Ca colrajeH (PEHOMEH, KOMTO N3MbIHSIBAa MHOXKECTBO
3HayuMH QYHKIUH B o01iecTBOTO. Bojema KoHuenus npyu opraHu3upaHeTo Ha
cnopTHU (OPYMU € pa3riekKAaHETO UM KaTO MPOAYKT, YUSATO LIET € Ch3/1aBaHe Ha
YHUKAJIHO MPEKUBSBAHE 32 YYACTHULIMTE U BCUYKH BbBICYEHU B OpPraHU3ALMITA
JUna.

JIuHaMUYHUTE  TPOMEHH B  COLUMAJIHO-MKOHOMMYECKaTa  Cpena,
HeNpeKbCHAaTaTa  JWTUTaJHA  TpaHchopmauuss U pa3BUTHETO  Ha
KOMYHUKAIIMOHHUTE TIPOLIECH W3UCKBAT TMpUJIaraHeTo Ha WHOBATHBHU H
MHTETPUPAHU TOAXOAU 32 YIpPaBJIIEHHWE HAa CHOPTHUTE ChOUTHUS. ChllecTBEHA
poJii B M3rPaXAAHETO, YTBBPKIABAHETO M IMO3UIIMOHUPAHETO HA CIIOPTHUTE
MpOsIBU € OpaHJ MEHUKMBHTHT U U3MOJI3BAHUTE CPEACTBA 32 MAPKETUHIOBU
KOMYHUKALINH.

CbBpEeMEHHHUTE CIOPTHU CHOWUTHSA, BB3MNPUEMAHH M PaA3TJICKIaHU KaTo
OpaHza, ce CTpeMST Ja NpPUBJIEKAT BHUMAHUETO U CIIEUENST JOBEPUETO Ha
3aMHTEPECOBAHNUTE YYACTHULIM B YCIOBUATA HA YCTOMYMBA KOHKYPEHTHA Cpeia —
oHsailH M odnaiiH. W3rorBeHara TEOPETUYHO-METOIOJOTUYHA MOCTaHOBKA
pa3KpHBa CHIIECTBEHHU PA3IMYNS U IPOMYCKHU IO OTHOLIEHUE HA UHTETPUPAHUTE
MApKETUHIOBH KOMYHHMKALMU W TAXHOTO NPUIOKEHHUE B MEHUI)KMBHTA Ha
CIOPTHH CBOUTHS, KOWTO ce€ wu3noisBaT y Hac. Konnenmusra 3a OpanA

MCHU/KMBHT U CbAbPIKAIIUTC CC B HCSI KOMITIOHCHTH IIPCAIIOJIarat BHCAPSBAHCTO
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U U3MO0JI3BAaHETO HA MAPKETUHIOBH CPEJICTBA U (JOPMU HAa KOMYHHUKAIUs, KOUTO
OTroBapsAT Ha yCJIOBUATA HA CUJIHO JUTHTAJIM3UpaHaTa OOKpbXkKaBalla cpeia, B
T.4. BCE MO-TOJIIM Opoil Xopa, KOUTO B €XKEIHEBUETO CH M3IMOJI3BAT CMapT
yctpoiicTBa. [IpunaraneTo Ha MapKeTUHTOBU MHCTPYMEHTH, KOUTO CbOTBETCTBAT
Ha COIMATHO-UKOHOMUYECKUTE YCIOBUS M MOTPEOHOCTH, € KU3HEHOBAXKHO 32
MOCTUTAHETO Ha KpalHUTE e(eKTH, KOUTO €THO CHOMUTHE MOXKE J]a IIPOU3BEIE.
OTTyK npou3TH4a U OCHOBHUAT Hay4eH mpoodJeM, GOKycHpaH B IpUjaraHeTo Ha
WHTETPUpPAH TMOAXO0Jl HAa MApPKETUHTOBM KOMYHHKAIlMM B MEHWIKMBHTA Ha
cnoptHuTe cbOuTHsI. Haaume e HechbOTBeTCTBHEe MeKAy OM3HeC W
MAPKETHHIOBHMTE LieJIM, KOUTO O0IIeCTBEHUTE, H KOPNOPAaTUBHHU OpaHI0Be
npecJjieBaT 4Ype3 y4acTHeTO CH B CHOPTHH ChHOMTHS, M NePCHEKTHBHTE,
KOUTO OPraHM3aTOPUTE NPeJOCTABAT 3a TAXHOTO peanusupane. Hapen c
TOBA ce HA0JII01aBa U U3BECTHA OTPAHMYEHOCT B MeXaHU3MUTe U GopmuTe
HA KOMYHHKAIUsI, KOUTO OPraHU3aTOPUTE HA CIIOPTHHU CHbOMTHSA M3I0JI3BAT,
3a 1a aHTAKMPAT U NPUBJINYAT YYACTHULM, U NapTHLOPU. OcodeHOCTHTE H
NOTPeOHOCTUTE HA ChbBPEMEHHHUTE MOTPeOUTEeNH, TeXHUTE BHL3NPUATHS H
OYaKBAaHHUS HaJlara WM3MO0JI3BAHETO HA HAYYHO O0OCHOBAHM KOHLENIHM,
KOMTO /12 CIIOMOTHAT 32 e(DeKTHUBHOTO U3IPaXk/AaHe U ypaBJjieHHe Ha OpaHjaa
IPU CIOPTHHUTE CHOUTHS.

JIurcara Ha 11leIeHaCOYeHN KOMYHUKAIIMOHHU MapKETUHTOBU CTPATETHH 32
yhOpaBieHUE Ha CIOPTHUTE CYOCKTH W HE3aNO3HATOCTTa C BB3MOXKHOCTHTE,
MPUHLIMIIATE U 0COOEHOCTUTE HA OpaHAMHI KOHIIETIIHUATA HU /1aBa OCHOBAaHUE Ja
ObJe Bb3MpHETa clieJHaTa padoTHA XHIIOTe3A!

Jlonyckame, 4Ye MNPWIAraHeTO HA KOMIUIEKC OT HHTErpupaHu
MAPKETHHIOBM KOMYHHMKAIUM, YACT OT OPaHIMHI MOAX0/1a, 0¥ MO3BOJIMJIO0 HA
CIIOPTHUTE M OM3HeC OPraHU3alMM B CIOPTHUTE CHOMTHS /1A aHAJIM3MPAT
NOTPe0OHOCTUTE HA 3aMHTEPECOBAHMTE CTPAHM (MAPTHHOPH, YYACTHUIIH,
3pUTEH U T.H.) U Aa Cbh31aJaT 000CHOBAHU KOMYHUKAIIMOHHM CTPATeruu,

ype3 KOUTO e(QeKTHBHO /a peaJM3upaTr TMNOCTABeHUTe OuU3HEeC M
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MAPKETHHIOBH LeJH B YCJOBHUATA HA CHJHO JUTUTAIU3UPAHA COLMAIHO-
HKOHOMHMYecKa cpena. Cmsarame, 4e pa3padoTBaHeTO HA Pa3JINYHH
OpaHauHr npoguad OM MOCAYKHI0 KATO OCHOBA 3a CbhCTaBsiHe Ha
cnenuduyeH U HAYYHO 000CHOBAH KOMILJIEKC OT CPeCTBA U MEXaHU3MM 32
BHEJPSIBAHETO HA HWHTErPUPAHH MAPKETHHITOBH KOMYHUKAIMHN MPH
ynpaB/ieHHeTO Ha OpaHjaa. Jururaju3uMpaHeTo HA KOMYHHMKAIIMOHHUTE
NpolecH e OTTOBOPH HA 0YAKBAHMSATA HA MOTPeOUTEIUTE U MAPTHLOPUTE,
KaToO B CHIIOTO BpeMe 1€ YCKOPH Pa3BUTHETO HA BCEKH €IMH 3aUHTEPECOBaH

0T KOHKPETHOTO CIIOPTHO cbOMTHE OpaH..

1. XapakTepucTuka Ha U3CJIeABAHETO
I1.1. e u 3apaun

OcHoBHaTa yen Ha W3CICABAHETO € Jla ce 0OOCHOBE MPHIIOKEHUETO HA
WHTErPUPAHUTE MApPKETUHTOBHM KOMYHHUKAIIUM KAaTO OCHOBEH WHCTPYMEHT 3a
yIpaBJieHHE Ha OpaHJia MpU CIIOPTHU CHOUTHUS.

Peanusupanero Ha TocTaBeHaTa IIeN TMpEAIoJiara HW3IMBJIHEHUETO Ha
CJICTHUTE 3a0ayul’

1. [IpoyuBaHe Ha TEOPETUKO-METOMOJIOTHUIHUTE ITOCTAHOBKHA TIPH
MIPUIOKEHUETO Ha WHTETPUPAHU MAPKETUHTOBH KOMYHHUKAIIUHA OT CIIOPTHUTE H
Ou3HeC OpraHU3aIMK B YIIPABICHUETO HA OpaH/Ia MPU CIOPTHUTE CHOUTHSI.

2. IIpoyuBane, aHanmu3 U 00OCHOBaBaHE Ha OpaHIUHI KOHIIEMIIUSTA
KaTo 3HAYMM TOAXOJ M WHCTPYMEHT, KOMTO OOIIECTBEHUTE W KOPIOPATUBHU
OpaHI0BE Ja U3MOJI3BAT 32 YIIPABJICHHUE Ha BHHIIHUTE U BTPEIIIHU MTPOIIECH.

3. N3cnenBane Ha wuHTEpecuTe, MNOTPEOHOCTHTE, HArjacutre U
OYaKBaHUATA HA MAPKETUHTOBUTE CyOEKTH (OpraHWU3aToOpH, NapTHHOPH,

notpedurenu) B cioptHoTo chouTre Wizz Air Sofia Marathon.
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4. W3roresiHe 1 000CHOBaBaHE Ha KOHKPETHH MapKETUHTOBH MTPOGUITN
Ha CIIOPTHOTO CHOUTHE, Oa3UpaHW HA CHBPEMCHCH KOMILICKC OT CPEICTBA W
dbopMu Ha KOMYHUKAITIS

5. Ch31aBaHe Ha MHCTPYMEHTAJIHA paMKa 3a OCBIIICCTBSIBaHE Ha OpaH,I
OJTUT, KOHTO CIOPTHUTE OpaHIOBE Ja MpHiaraT ¢ LEel CTPATETHYeCKOTO CH

MO3UIIMOHUPAHE U yIPABJICHUE.

IL1.2. Ob6aact, npeaMeT U 00€KT

OO6siact Ha HACTOAIIOTO U3CIEABaHE ca OpaHa MEHUDKMBHTHT H
MapKEeTUHI'BT HA CIOPTHU CHOWUTHUS B CHBPEMEHHATa JUTHTAIHA Cpela u
MIPOM3TUYAIINATE OT HESI HOBH COIMATHO-MKOHOMHYECKH YCIOBHS.

IIpeamMer Ha wu3cCleIBaHETO € OOOCHOBABAHETO HA HWHTETPUPAHUTE
MapKEeTHHTOBH KOMYHHKAITUU KaTO CPEJICTBO 3a YyIpaBJeHUE HAa OpaHIOBETE B
CIIOPTHHU CHOUTHSI.

O0exkT Ha W3CIIEIBAHETO Ca MAPKETUHTOBHUTE CYOeKTH (TOTpeOuTeNH,
MapTHHOPH, 3aMHTEPECOBAHN CTPaHU M TIPOU3BOIUTEIN HA ,,CIOPTHU CHOUTHS ),
KOUTO Ca 4acT OT KOMYHHMKAIIMOHHUTE TIPOLIECH B YIPABICHUETO HA OpaHAOBETE
Mpean, O BpPEeME W ClIeJ] OPTaHW3UPAHETO W TPOBEKIAHETO HA CIIOPTHOTO

crOuTHE.

I1.3. MeToau uHa uscjieiBaHe

Tabmuua 1 orpassiBa OCHOBHUSI apCeHA OT HAYYHO-WU3CJICIOBATEICKUTE
METOJI, W3IOJI3BAaHM B XOJa Ha H3CJICIBAHETO, OOCKTa M TEXHOJOTHATA Ha
MPWIOKEHNETO WM. LIsuTocTHaTa M3ciIemoBaTelicka METOOJIOTHS CE JIOIBJIBA C
TCOPETUYCH aHaJW3 Ha CICUUAIM3UPAHU JUTCPATYPHU M3TOYHMIIM, KOHTCHT
aHAJIM3 Ha CICMUATM3UPAHd MAPKETHHTOBH JIOKYMEHTH W HWHCTPYMEHTH,
BKJIFOYCHO HAOJIOJCHHE C MAapKETHHTOBA HACOYEHOCT, M MaTeMaTHKO-

CTaTUCTHYCCKUTC MCTOOH. HOCHGI[HI/ITG MNpCACTAaBAT KOJIMYCCTBCHATA OLICHKA Ha
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N3CJICAOBATCIICKUTC JaHHU — BAPHAIIMOHCH, YCCTOTCH, KOPCIAIMOHCH aHAJINU3 U

MCTOOHU 3a IIPOBCPKA HA XUIIOTC3H.

Tabnuua 1. Hayuno-uzciedosamencku memoou, 00exm u mexmoio2us

Hayuno- Kateropusi u 6poii u3ciaenBanu Juna TexHoJI0THS HA METOA
H3CJIEI0BATEJICKH
MeTo[
ITorpeburenwn/ | Ilaptapopu Ha | Opranusaropu | PasmpoctpanenueTo Ha
AHKETEH YY9aCTHUIIN Ha CHOUTHETO Ha CHOUTHETO | (pOpMYIISIpUTE CE OCHIIECTBU B
METOJT CHOUTHETO OHJIaliH ¥ oaifH cpena B
308 4 4 nieproza centemapu 2020 -
okTomBpH 2022.
OpranuszaTopu Ekcneptu Ekcneptu IIpoBexnanero Ha
TbJIBOYNHHO Ha CbOUTHETO | KOPIOPAaTHBHHU | JAWTHTAIHU M | MHTEpPBIOTaTa IpU
WHTEPBIO NapTHHOPCTBA | MAapPKETUHIOBU | IPEABAPUTEIIHO CTPYKTYpUPAH
1 2 KOMYHHKAIIMHA | BBIIPOCHUK U CIIEHAPHI.
2
IIponsimxurenHo
N3CJIIEJIBAHE B3aMMO/ICHCTBHE U
HA OTAEJIEH 3 cropTEE CHBHTHA H3CJIEIBAHE PA3HONIOCOYHU
CJIYYAU aCIeKTH B OpraHu3alusITa u
(CASE STUDY) yIPaBJIEHUETO Ha CIIOPTHU
CHOUTHSL.
AHanu3 Ha TPUIIOKUMHUTE
JUTUTATHA KOMYHHKAlIMOHHH
]’I;lII:I:I_I;I J;[I‘ ?)JII[IEII—; 3 Opanna m1aTGOpMH U CpeACTBa OT
CTpaHa Ha OpraHU3aTOPU U
NapTHHOPH.
I''TABA TPETA

AHAJIN3 HA PE3YJITATUTE OT U3CJIEABAHETO

VYnpasnenneto Ha OpaHaa 4Ype3  HUHTETPUPAHU  MAPKETUHTOBU
KOMYHHMKAIIUM MMa CTPATETUYECKO 3HAYCHHE NPEABUJ OYypHHUTE MPOILIECH Ha
JTUTHTAIA3AIMS U IPOMEHUTE B MOTpeOuTeckoTo noseaeHue. OOKphKaBaiaTa
cpena o0ycnaBsg HEOOXOJUMOCTTa OT MHTETPUPAHE HA HAYYHO-U3CIIEA0BATEIICKH
noaX0/a B OpaH] MEHUDKMBHTA W OpaHIAUHT MPOIECUTE MPH YIPABICHUETO HA
CIIOPTHUTE CHOUTHSI.

B nepuona 2021-2023 ce peanusnpaxa HAKOJIKO U3CJICABAHUS C KIIFOYOBU
MapKETUHTOBU CYOCKTH (OpraHnu3aTOpH, MapTHLOPU M YUACTHUIIN ) HACOYEHU KbM

YCTaHOBABAHC Ha HOTp€6HOCTI/I, HHTCpPECHU, HAI'J1TaCHl U MOTHBHU. HGHGH&CO‘ICHI/ITC
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OpOyYBaHHSA HHU TI03BOJIMXAa [Ja aHaJu3upame 3aIdbJI00YEHO  CIIETHUTE
HaIpaBJICHUS:
e CrparernyecKkd MAapKeTHMHIOB aHaJu3 Ha cbOuTHeTo Wizz Air Sofia

Marathon

e IloTpeOHOCTH, HATJIACH M OYAKBAHUSA HA KOPNOPATHBHU OPraHU3aAUM -
CIIOHCOPH M NAPTHHOPM 3a yIpaBjieHHe HAa OpaHJa NPH CIHOPTHH
cLOuTHA

o EkcnmepTHa omeHKa 3a poJIATA HA HMHTETPHPAHUTE MAPKETHHIOBH
KOMYHUKAIUM NMPHU ynpasJjennero Ha 6panaa Wizz Air Sofia Marathon

e MH3cienBane Ha OpaHJA OCBEIOMEHOCT, HAIJACH, OYAKBAHHUS U
YAOBJIETBOPEHOCT cpea yuacTHunuTe B Wizz Air Sofia Marathon

L4 BpaHu OINT B CIOPTHHUTE cHLOuTHS — CbABbPKATECJICH aHAJIU3

PGBYJITaTHTe HHM IIOMOIrHaxa Ja YCTAHOBUM H I/I,ZICHTI/I(I)I/IIII/IpaMG
BBb3MOXHOCTH, U TCHACHIHWHN B IIPUJIOKCHUCTO HA MHTCI'PUPAHU MAPKCTHUHIOBU

KOMYHUKAIIMK 32 YIIpaBjeHue Ha OpaHa Npy CIIOPTHH CHOUTHSL.

|. CTpaTteruyeckn MapKkeTHHIOB aHAJIU3 HA cbOuTHETO Wizz Air Sofia
Marathon — norpeouTenn, NApTHHLOPH U KOHKYPEHTH

Cwoutuero Wizz Air Sofia Marathon ce mpoBexaa B rpag Codust ot 1983
rojauHa (¢ mpekbcBane B Hakou roauau, 2009-2011). Mapatoust Ha Codust uma
cnenupuyHu O0COOEHOCTH, YMETO TO3HABaHE M pa3OMpaHe € CTPaTeruyecKd
BOXHO 3a W3TOTBSHETO HAa MApPKETUHTOBHU CTPATETUH W TUIAHOBE, KOWTO J1a
OTTOBapsT Ha CbBPEMECHHHTE COITMATHO-UKOHOMHUYECKH YCJIOBHUS ¥ IOTPEOHOCTH
Ha 3aMHTEPECOBAHUTE CTpaHU (YYaCTHUIIM, MApPTHHOPH, CIIOHCOPH, MEIUH).
PasrnexnaneTro Ha chOMTHETO KaTo OpaHA W B3aMMOOTHOIICHHUSTA MY C
NOoTpeOUTENUTe M MNapTHbOPUTE (Ipyrn OpaHIoOBE) ca B OCHOBaTa Ha
MPOCKTUPAHETO HA PEJIEBAHTHU MHTETPUPAHU MApPKETUHTOBU KOMYHHUKaIuu. B
TO3U KOHTEKCT c€ 000CO0sBaT pa3IuvHM TPYIH 3aWHTEPECOBAHU CTPAHU, BCAKA
OT KOWTO H3IO0JI3Ba B3aUMOJECHCTBHETO C OpaHJa 3a YJIOBJIETBOPSIBAHE Ha

OTpeieNeH! HYXIW U TmocTturane Ha nenu. Cneapamiara TaOiuiia WIOCTpUpa
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OCHOBHHUTC MApPKCTHUHI'OBU CY6€KTI/I 1 Hal-4€CTO TBPCCHUTC II0JI3M U MOTHBHU 3a

BBHBJIMYAHC.

Tabnuya 2. Momusu 3a 63aumoodelicmaue Ha 3aUHMEPECOBAHU U 3ACESHAMU CIPAHU
(aoanmupano no Canoancku, 2015)

3anHTepecoBaHn .
TbpceHn MoJI3M U MOTUBH 32 B3aUMOJelCTBHE
CTPaHH

YBenmuaBaHe Opost Ha MPAKTUKYBAIIUTE JAJCH CIIOPT;
Cp3maBaHe Ha 3pUTENCKA aydUTOPHUs, KOSTO CICAW HA >KUBO WU
CnoptHu ype3 MEAUUTE AJCH CIOPT;
OpraHu3anun YBenuuaBaHe Ha IPUXOJIUTE;
[omynsprsupane Ha COIUAIHU [ICHHOCTH U UJICH;

CT)3I[aBaHC Ha Bb3MOXHOCTHU 3a pa3sBUTHUEC HA CIIOPTHU TAJIAHTH.

Cnoncopu u YBennuaBane Opost Ha moTpeOuTenuTe (pa3mupsBaHe Ha MMa3apHUS
NAPTHbOPH TSLT);

Cw3nmaBaHe Ha OpaHI CTOWHOCT;

YBenuuaBaHe Ha JIOSJTHOCTTA KbM THPTOBCKHTE MapKH;
[ToBumaBane Ha OCBEZIOMEHOCTTA 32 OpaH/a;

[NonoOpsiBaHe Ha KOPTIOPATHBEH MMHUIIK;

JleMoHCTpHpaHe Ha COIMAHa OTTOBOPHOCT;

MoTuBUpaHe Ha IEPCOHANA U M3TPAXKAAHE HA BPB3KU C KIIIOUOBHU
OM3HeC MapTHLOPH, JOCTABUYMIIN, KIIMEHTH;

BB3MOXHOCTH 3a pealin3upaHe Ha AUPEKTEH MAPKETHHT.

Menuu VYBennuaBaHe Ha ayauTOpHsATa (a3apeH Isun);
IToBrinaBaHe Ha 3pUTENCKUSA PEUTHHT;
[IpuBnnuane Ha pexkyiaMoaaTesu (IPUXOAN);
[TonobpsiBaHe Ha TEXHOJIOTUYHUSA KallallUTeT;
WnenTnduuunpane Ha HOBU MapTHHOPCTBA,;
ITonynapusupane Ha Kay3u U UJIEH;
OO0mecTBeHn OcurypsBaHe Ha Bb3MOXKHOCTH 3a CIIOPT;
OpraHM3aluH 1

HHCTUTYIUH

Aconunpane ¢bCc ChOUTHETO U HETOBUTE MAPTHHOPH;
[MoakpemnsiHe Ha COLMATHU Kay3H;

Peanusupane Ha IPOEKTH U KAMIIAHWY;

JocTurane 10 no-MmMpoKa ayaAuTOPHs;

['enepupane Ha chAbpKaHUE U HOBH IIOCICAOBATEIH.
CnoptHu [IpakTrkyBaHe 1/UiK riieiaHe Ha CIIOpPT;
NPUBbPKEHUIU U

3pUTeH

ITokymka Ha CIIOPTHY U CBBP3aHU ChC CIIOPTA MPOTYKTH;
PasBieueHne U yIOBIECTBOPEHHE;

[Monkpemna 3a MOOUM CIIOPTUCT/OTOOD;

Chb31aBaHe Ha COITHAITHU KOHTAKTH;

BB3MOKHOCTH 3a B3aUMOBPB3Ka W TMOJAKpena B 000COOCHH
OOIIIHOCTH.

[Torpeburenure ca sAapoTO Ha CHOUTHETO, O€3 KOETO MHOIo OT

CHITBTCTBAIIUTE JIEHHOCTH HE OMXa CHIIECTBYBAIH. [AXHOTO MpOQMIHpaHe U
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aHaNIM3UpaHe CrocoOCTBa 3a U3TOTBSIHETO HAa U3KIIOYUTEIHO MPEIJIOKEHHUE 32
npojaxoda, Koeto Ja Oblle M3MOJA3BaHO B KOMYHHMKAllUOHHATa CTpaTervs Ha
otnenHute Opanmose. [Ipoektupanero Ha UMK, HacodeHn KbM yHaCTHUITUTE B
CbOUTHETO, BB3 OCHOBA Ha CHBPEMEHHUTE OpaH] TEHICHIIMM, BKIIOYBA
U3TOTBSIHETO Ha OpaHJ TMEepcoHa, KOATO OTpa3siBa HaW-4ecTO CpEIIaHUuTe
neMorpad)CKu, COIHMAIHA, WKOHOMHWYECKH W TICUXOJOTHYECKH 4YEepPTH Ha

cbeTe3arenuTe. bpanna nepconara Ha ChOMTHETO € MIpeicTaBeHa Ha Gurypa 7.

BPAHA NEPCOHA

3
= . MBan

Bw3pacmoBa zpyna: 30-45 2ogHuU

Bucoku goxogu u couuanseH
cmamyc

CnopmyBa pegoBHo u ce xpaHu
IgpaBocrcBHO

M3non3Ba MogepHU mexHoAo2UYHU
yvompoucmBa B8 exkegHeBuemo

¥ o

YyuacmBa yecmo B cnoprmyu

cu6umus
@uezypa. 1. bpano nepcona na cvoumuemo Wizz Air Sofia Marathon

Te3n KOMITOHEHTH, ChCTABJISABAIM OpaH] IepcoHaTa, ca CPea BOJCIIUTE
MOTHUBH 3a IIAPTHBOPCTBO Ha IrojisiMa 4acCT OT O6H.[€CTBeHI/ITe N KOPIIOPpATHBHH
opraHu3anuy, HOAKPCIIAIIN CIIOPTHOTO cpOuTHe.

Baxxna wact oT ympaBieHMETO Ha OpaHIa uYpe3 HHTETpUPAHU
MAapKCTHHI'OBU KOMYHHKAlINH € HCHOBOTO IIPCAJIOKCHUC, KOCTO CC CIIOJACIIA KbM

y4aCTHULIUTE (PErUCTpallMOHHA TaKca) U MapTHLOPUTE (CTIOHCOPCKa odepTa).

Bb3npueManeTo Ha ieHaTa OT CTpaHa Ha OTAEIIHUTE YYACTHHULIM JI0 TOJIsIMa
CTEIEH C€ OMNpenessi OT MU3rPAaJCHM A0 MOMEHTAa MPEACTaBM W HAYMH Ha
KOMYHUKalUs. [[eHOBUAT KOMITIOHEHT € ¢ KJIIF0YOBA POJISl U IPU PUBIIMYAHETO HA
NapTHOPU M CIIOHCOpU Ha chOuTHeTo. [IpaBMIHO M3rOTBEH TOW MOXKE Ja

OCUTYPH ABJTOCPOYHH IICUHCITUBIIN B3aMMOOTHOIIICHUS.
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Tabauya 3. I{enoso npeonoxcernue npez 2020 u 2023

JAucranuus Panna Panna Perucrpanusi | Perucrpanus KncHa KncHa
perucrpanusi | perucrpamus | 24.09.2023 05.10.2020 | permcTpauusi | perucTpanus
31.05.2023 31.05.2020 07.10.2023 12.10.2020
5 kM besnnaraa - BbesmmaTHa - besnnartna -
10 xm 40 neBa 30 neBa 50 neBa 40 neBa 60 neBa 60 neBa
21.098 xMm 50 1eBa 40 neBa 60 eBa 50 1eBa 70 eBa 70 1eBa
42.195 km 60 1eBa 50 1eBa 70 nmeBa 60 1eBa 80 1eBa 80 1eBa

N3non3BaHaTa KOMyHHKAIMOHHA CTPATETHS MPE3 MOCICTHUTE TOJUHNA UMa
CJICTHUTE 1IEIH:

- na uHGopMUpa MOTPEOUTEIUTE 32 OCHOBHUTE TTOJI3U OT CIIOPTYBaHE
1 BKJIIOUBAHETO UM B CIIOPTHOTO CHOUTHE;

- Ja MOTHBUpA M HachpyaBa YUYaCTHHUIIUTE KbM MpEANpUeMaHe Ha
OIPEJICIICHU JICHCTBHUS;

- Ch3/1aBa ABJITOTPANHO I0BEpUE U JIOSITHOCT KbM OpaHa.

3a MOCTUTaHETO HA TE3W IEJIM OPraHU3AIMOHHUAT KOMUTET H3IMOJI3Ba
HSIKOU OT Hal-IIIMPOKO Pa3npoOCTpaHEHU KOMYHHMKAIITMOHHU CPE/ICTBA!

Pexnama

PekniamaTa € Hall-CMJIHO 3aCTBIICHOTO CPEJICTBO 3a OCBILECTBSIBAHE Ha
KOMYHHMKAIIMOHHHTE 11eH. M3mon3Banure ¢popmu ca mpec-pekiiaMma (BECTHULH U
CIIMCaHMs ), TEJICBU3MOHHA U PAJNO pEeKIaMa, KaKTO U BbHIIIHA pekiama (TJIaKkaTH,
OmnOopa0BE, TPAHCTIOPTHA).

Bpuw3ku ¢ oouwecmeenocmma

BpanabT mnaHupa M3noJI3BaHETO HA TO3H €JIEMEHT OT KOMYHUKAIITMOHHATA
CH CTpaTerus 3a Hu3rpaxkiaHe M pa3BUBAHE Ha B3aMMOOTHOIICHUS CbC
3auHTepecoBaHu cTpaHu. [IpecchoOieHnsaTa OOMKHOBEHO Ca CTaHIapTU3UPAHU U
0e3 OTKpoeHa IeJIeHacOYeHOCT. JIumcBa aud)epeHIMpaH MOAX0 ] Ha IMOCIaHHUS.
[TotoxbT Ha wHOpManus € enHocTpaHeH. [lo3uImoHUpaHeTo Ha CHOUTHETO
OCHOBHO 4p€3 MEJIMUTE UMa €IMH CHIIIECTBEH HEAOCTAThK — JIUICA HA JUPEKTHU

B3aMMOOTHOIICHUA C HOTpCGI/ITeJ'II/ITe N ICHCPUPAHC HAa CbBMCCTHO CbABbPKAHUC.
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[[s1ocTHATa KOMYHHKAIIMOHHA CTpAaTervsi €€ OTKpOosiBa C JMIIcara Ha
JIOTUYECKA TMOCJEN0BATENHOCT U CTPYKTypa. ChbBpEMEHHUAT KOMYHUKAIIMOHEH
MPOIIEC € MHOTOCTPAHEH M B HETO YYaCTHUIIUTE HE KeasT Ja ObJaT MacUBHU
cyOeKTH, a Ja ObJIaT B OCHOBATA HAa TEHEPUPAHOTO ChIbPKAHUE U TIPEIKUBSIBAHUA.
Hait-cepuo3HuaT HemoCTaTbK Ha KOMYHUKAlMOHHATa CTpaTerus Ipe3

n3cJIcABaHuA IICPpHUOa € OTCbCTBUCTO HA JUTUTAJICH MAPKCTHHI.

Il. Ilorpe6HOCTH, HArJack ¥ OYAaKBAaHUA HA KOPNOPATHBHH
OpPraHu3aluy - CHOHCOPH M NMAPTHHOPHW 3a yNpaBJ/ieHHe HA OpaHaa Npu
CIIOPTHH CHOUTHS

Enno cnopTHO chOuTHE HAMA Kak jJ1a ObJie IJIaHHPaHO M OCHIIECTBEHO Oe3
MOMOIIITa HAa MAPTHROPU M OPTraHMU3AIMHU, KOUTO J]a OKaKAT pecypcHa MoJKperna
(buHaHCcOBa, MaTepualiHa, KaJpoBa, MEJUIIMHCKA U JIp.). YTIPABICHUETO HA TE3U
JIBYCTpaHHU OTHOIIEHHUS € MHOTOCTPAaHEH IpolleC, KOMTO ce€ OCHOBaBa Ha
OYaKBAaHMATA W HAIJIACUTE Ha BKIIOYEHUTE BHB B3aUMOJICUCTBUETO CTpaHu. B
ceoutuero Wizz Air Sofia Marathon ce pasrpaHuuyaBat JBe TIpyIu

B3aMMOOTHOIIICHHS, KOUTO ca IIpeicTaBeHu Ha ¢urypa 8.

MHCTUTYUMNOHAIJTHUN
NMAPTHBbOPU

KOPIMOPATUBHU
CrnoHCcCoOoPU

@uzypa 8. Bzaumoomnowenus na 6panoa Wizz Air Sofia Marathon

[IpoyuBaHe B MUHAJIOTOAMIITHA U3/IaHUS HA CHOMTHETO OTKPOSBA CEPHO3HA
YCTOMYMBOCT Ha B3aMMOOTHOIIECHMATA, Thil kaTo 80% OT mapTHBOpUTE MpeE3
MOCJICTHUTE S5 TOJMHU Ca CHH U CHINHM. ToBa OT eHa CTpaHa € MOJOXKHUTEITHO,
THH KaTo Ipearosara u3rpajcHu JbJATOTPaHN BPB3KH U TOJIaraHe Ha IM0-Majiko
MapKETUHTOBU JIEHHOCTH 3a TAXHOTO mojabpxkane. OT npyra ctpaHa To3u (akT
MO’KE J1a C€ THJKyBa KaTO JIUIICA Ha I'bBKABOCT, MOTEHIIMAT U CITIOCOOHOCTH 3a

IIPpHUBJIMYAaHC HAa HOBU IAPTHBOPH, KOCTO CC OTpa3siBa BbHPXY MOMCHTHOTO
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pa3BUTHE U ympaBlieHHe Ha Opanja. M3rpaxknanero Ha mo-TpallHU U MO-TIPEKU
OTHOIIIEHUS U3UCKBA TO3HABAHETO Ha MOTPEOHOCTUTE, HATJIACUTE U OYaKBAHUATA
Ha OpaHIOBe — MapTHHOpU. VHTEpecHU B Ta3u Bph3Ka Ca MOCOUYCHUTE BOJCIIH
dakTopu 3a OpaHIOBETE Ja Cce BKIIOYAT KaTO MapTHbOp Ha chOutueto. [lpu
BCUYKH KOMITAHWHM C€ OTKPOSBa JIMYHUSAT KOHTAKT C OPraHU3aTOpUTE W
MOITBPIKAHETO Ha IBIATOTPAHY MAPTHROPCKU B3aMMOOTHOIIEHUS. BTopusar mo
3HAYUMOCT (DaKTOp c€ OKa3Ba H3MOJ3BAaHETO HA CIIOPTHOTO CHOUTHE KAaTO
wiatropmMa 3a HMHTEpaKUUs CbhC 3aWHTEpecoBaHU cTpaHu. llpermen Ha
COIIMAJIHUTE MPEXHU Ha HAKOM OT MapTHHOPUTE MOTBBPKJIaBAa 3HAUMMOCTTA U
BOXHOCTTa Ha CIOPTHOTO CHOMTHE MO OTHOIIEHWE HAa KOMYHHUKAIIMOHHHUTE
CTpaTeTMd W IUIAHUPAHUTE MApPKETUHTOBU JciHOCcTH. JI[Be myOmukammm
WIIOCTPUPAT BUJA ChIBPKaHUE U HAUYMHA, 10 KOUTO MapTHOPUTE OCHILECTBIBAT

Kosabopanyy B OHJIAIH IPOCTPAHCTBOTO.

4B Garmin Bearapus © Benjamissimo
P Serrember 2931546 PM - @ 56 @

HAKONKO AHM HWU A8ARAT OT Wizz Air Sofia Marathon.

3a Bevuku oT OT6op Garmin - He 2abpassaiite 4a obneyeTe CUHUTE CU TEHWUCKM MO BpeMe Ha
MapaToHa, 23LL0TO TOE2 Lue By ACHEeCe MHOTO BL3MOXHOCTH U Lue By HaNpaBm YacT OT Hak-
BECe/IoTO CeMelicTBO Ha MapaToHa. C Eb/IHEHME C& BKIFOUBAME U Ce PAASamMe, Y& UMEHHO T33u Heaens, S
Hayuere owe - https://garmin.bg/Hoeuku/predimstvata-na-sinyata-teniska-garmin-po-vreme- OKTOMEPM, Benjamissimo e NPEACTaBN % HOBATa CU CEPUA CNOPTHM
na-maraton-sofiya- WIOKON3AY & U Lie NOAKpeny Bcuuky Beraum ¢ Tax— Pre Run ¢
KodeuH OT ryapaHa v kade & Post Run ¢ @uCTbum, YepHUUa 1
xumanaricka cont

Wizz Air Sofia Marathon Ha6a1>kaBa v BPEMETO 3a NOArOTOBKa
HamansAea fe !

Ule Seaem 2aearo ¢ Muanua Mupuesa — 6BArapckaTa 2g€24a B
GAraHeTO Ha MapaToH, NONYMapaToH 1 10.000 MeTpa ¥ , KakTo U
NPOPECUOHENEH KOHCY/ITAHT MO XPaHEHEe 1 ... See more

OO0 77 2@ 134

OO0 49 9 comments 3 shares

@Duzypa 9. bpano komynurxayus npeou cvoumuemo Wizz Air Sofia Marathon

AconuHupaHeTo cbC CHOUTHETO, LIeeBaTa ayJUTOPHUS U IIUPOKUSI MEAUEH
OT3BYK Ca CJCABAIMTE BOJECLIM IPUYUHHU, MOPAAU KOUTO KOPIIOPATUBHUTE
OpraHu3alyy B3eMaT PELICHUE [1a CE BKIIIOYAT KAaTO CIIOHCOPU. Bb3MOKHOCTTA 3a
IpsiKa KOMyHHUKAIUs U IPUBIMYAHETO UM KaTO ObJICHIN NOTPEOUTEIH CE OLICHSIBA

or OpaHIOBETEe, Thii KAaTO MO BPEME Ha CIIOPTHOTO CHLOWTHE CE OpraHu3upar

20



MHOKECTBO ChITBTCTBAIIM AKTUBHOCTH, LESAIIM Ja AHTAKUPAT ChOTBETHUTE
rpymnu.

VY CTaHOBSIBAHETO HA POJATA HA CIOPTHOTO CHOMTHE 3a MAPTHHOPCKUTE
OpraHu3alliy pa3KpuBa B AbJI0ourHa pupMenute notpedHoctu. [lpencraBenure
B TaOnuua 4 TBbPACHUS MMOKA3BaT 110 KAKbB HAYMH KOPIOPATUBHUTE MAPTHHOPH

BB3IPHUEMAT CIIOPTHOTO CHOUTHE.

Tabauya 4. Cnopmnomo cvbOumue npe3 npuzmama Ha KOpRopamueHume napmHsLOpu
Cp0OuTHETO MMa TOJIOKHUTEIIHO BIUSHUE BbPXY Pa3BUTHETO HA OpaH/a.
Cp6uTHeTO Ch3/AaBa ONATONPUATHYU MEPCIEKTUBU 32 MOCIEABAIIO PA3BUTHE.
Cbp0uTHETO OTTOBOPH Ha MPEIBAPUTEIHUTE OYaKBaHUs Ha OpaHa.
bnaronapenue Ha cbOMTHETO OPaHABT MIOCTUTHA IPEBAPUTEITHO 3aJI0KECHUTE CU
OM3HEC/MapKETUHTOBH IICJTH.

[IpenocraBeHUTE BH3MOKHOCTH OT CTPaHA HA OPraHU3aTOPUTE TIOMArar 3a yCIHeIHOTO
MpeACTaBsiHe Ha OpaH/a.
CpbutHeTo cbh3/1aBa OuaronpusiTHa cpesa 3a peajiu3upaHe Ha MapTHbOPCKU OTHOILIEHUS
AcornuupaneTo Ha OpaHaa ChC CHOUTHETO AOMPHUHACS 33 PA3M03HABAEMOCTTA U
HaJaraHeTo My CpeJl IieJieBaTa ay InTopus

CpbuTHeTo noayyaBa Npekyu U KOCBEHU MOJ3U OT NapTHHOPCTBOTO € HAIINS OpaH]

W3Benenata wHbopmaiusi ciejBa Jia ce W3MOJ3Ba 3a YINpaBJIeHUE HA
B3aMMOOTHOIIICHHATA ChC 3aMHTEPECOBAHN U 3aCETHATH CTPAHM.

CornuaaHuTe MpEXH ca UHCTPYMEHTHT, KOMTO € Hal-CUITHO TIPEIIOYHTaH
Cpell ChbBPEMEHHNUTE KOPIIOPATUBHH OpraHu3aliii. ToBa BaKU B IThJIHA CHJIA U 32
MapTHbOPUTE Ha CHOpPTHOTO cbOutne. bpanast Wizz Air Sofia Marathon
pasmonara eqMHCTBEHO ¢ delcOyk cTpanunia. Ha Hes ce 3a0ens3Ba omnpeseicHa
aKTUBHOCT, HO TS C€ M3II0JI3Ba 0 HelelechoOpa3eH U HeeekTuBeH HauuH. OT
Jpyrata cTpaHa ca YCTaHOBEHHUTE MapTHHOPHU, KOUTO CIIOACINAT, Y€ U3MOJI3BAT
HaW-TIUPOKO PA3NPOCTPAHEHUTE JWTUTATHU KaHadud 32 KOMYHUKAIMS —
Facebook, Instagram, Youtube, Twitter u Linkedin. AHaJIM3bT HA TUTUTAITHOTO
NPUCHCTBUE W JaHHUTE OT eKCIIepTHaTa KapTa HU JaBaT OCHOBAHHUE Ja

CucrteMaTusupamMe YCTHUpHU LCIH, IIOpaJl KOHNTO KOPIIOPATHBHUTC 6paHI[OBC
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H3II0JI3BAT COIHUAJITHUTC MPCKH U PCATIU3UPAT YPC3 TAX KOMYHHUKAIIMOHHUTC CHU

CTpaTEeTHu:

o Cp3maBaHe Ha KauyeCTBEHO ChHABPKAHWE 3a MHTEPAKIUS C
MOTpEeOUTENINTE.

J Jlocturane [0 TO-IMUpOKA ayAuTOpUsS MW TMPUBIMYAHE HaA

INOTCHIMAJIIHHU ITOCJIICA0OBATCIIN.
L VYBennuaBaHe Ha 6paHI[ OCBCAOMCHOCTTA.

° Peanuzupane Ha NpUX0au OT MPOAAKOHU.

III. ExcnepTHa OLleHKA 32 POJIATAa HA HHTEIPUPAHUTE MAPKETHHIOBU
KOMYHUKAIMM NPHU ynpasJjennero Ha 6panxa Wizz Air Sofia Marathon

OTtkpouxa ce Tpu (pakTopa, KOUTO CHOPEN AUPEKTOpa Ha CHOUTUETO ca ¢
Hal-ToJsiMa BaKHOCT M 3HAYMMOCT 32 YCIICIIHOTO IJIAHUPAHE U OpraHU3upaHe
Ha Wizz Air Sofia Marathon — mamab Ha cbOUTHETO, HATMYKME HA TAPTHHOPU U
KyJATYPHU TPaJuL1U, CBbP3aHU C €XKETOAHOTO NPOBEXKAaHe. B chIIOoTO Bpeme ce
OTJINYMXA CEPUO3HU pa3MHUHABAHUS MEXKAYy TOBa, KOETO OpPraHU3ALlMOHHUST
KOMUTET IpeJyIara, 1 ToBa, OT KOETO NOTEHIMAIHUTE NapTHHOPU U CIIOHCOPH
ouakBaT. Jlurcara Ha AUTUTaTHA MApPKETUHIOBA CTPATErvsi U NMPUCHCTBUE B
OHJIaH TPOCTPAHCTBOTO € Cpel OYakBaHUSATa M MOTPEOHOCTUTE Ha
KOpPIIOpAaTUBHUTE OpaHAOBE, 3allOTO MO TO3M HAYMH T€ MOraT Hai-JIeCHO U
e(pEeKTUBHO Jla peaau3upar CBOUTE IPEABAPUTENHO 3AJ0XKEHH OU3HEC W
MapKETHHIOBM Liesd. [[ppopuTeTTe Ha OpraHu3alOHHUS KOMUTET Ca TO-CKOPO
HAaCOYEHHM KbM  CIIOPTHO-TEXHUYECKUTE YCJIOBUS (OCHOBHUS  IPOIYKT
CbCT€3aHHE), @ HE BBPXY MAPKETHMHIOBUTE W KOMEpPCHUAJIHU CTpPaHU OT
MEHUKMBHTA Ha CIIOPTHOTO ChOUTHE.

[TapTHROPCKUTE B3aUMOOTHOIIEHUS] BUHATH c€ 0a3upat Ha pa3MsiHa Ha BUJ
nomu. OTIWYEHU ca YEeTHPU MPEAOCTAaBSIHU TOJ3H, KOUTO JAONPHUHACAT 3a
Pa3BUTHETO Ha MAPTHBOPUTE. NPAKO U3NBbUGAHE HA CLOUMUEMO 8 HAYUOHANEH

edhup; npedocmassne Ha 8b3IMONCHOCH 3d 2eHEPUPAHE HA NPUXOOU npeou U no
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8peme HA CNOPMHOMO Cvoumue, cb30asamne U no00bPI’CAHE HA ObICOMPAUHU

B63AUMOOMHOULEHUA C YeslesU aydumopuu; ocvulecmeseane Ha K0ﬂ6160pa74uu.

Omut Ha OpaHma B OHJAMH TPOCTPAHCTBOTO, ObOade, MOKa3Ba, Y€ B
U3II0JI3BAHOTO ChIIbP)KAHUE JIMTICBA CIOKET, SICHO TIOCTIaHKE, [IeIeBa ay TUTOPHS,
KbM KOETO € OTIIPaBeHO U ChOTBeTHA peakuus. [lyOnukyBa ce CIIOHTaHHO U
Xa0TUYHO. BpaHbT He pa3noiiara chC COOCTBEHA BU3US M UASHTHYHOCT, KOETO €
OCHOBHOTO SIJIPO 32 M3rpakJIaHe Ha WHTETPUPAHU MAPKETHHTOBH KOMYHHKAITUH
IIpU YIIPaBJIECHUETO HA OpaH/a.

To3u moct npeau NocaeAHOTO U3/IaHKWE HAa CHOUTUETO € MOKa3aTeseH 3a
aHaJIM3UpaHaTa 10 MOMeHTa HH(opmaius. B mopeauia ot meceny €JMHCTBEHOTO
ChIIbPKaHUE, KOETO CE CIOJIENs, € CHUMKA Ha JaJieHa CTpaHa U IPUBETCTBAHETO
Ha yYacTHULIUTE OT Hes. Te3u mocToBe ce XapakTepu3upar ¢ HUCKA J0 JIMIICBAIA

aHTKUPAHOCT OT CTPaHA Ha ayAUTOPUSATA.

VWiEE Adr Sofia Marathon

HES HOBSTS CSAMMLEA O STARPSSAMS HES CSESD. 28 A8 NPHUESTCTESMS CRCTESSaTESAMTS OT
Amprcanara © oo ERED B CrMclKS © FOCTWESULM CTSa MM Ha Wizs Air Sofia Marathon 2023 —
Hopeermal

o> Like 3} Cemment > Share

P K
MraaTes Al Hy-eas HReofl an B SKTYaA SRS S A BECa e TO Bien e oSy, B auioTo
BoAKa roOAMHS Ce NOCTES eAHS 1 ChULo. A3 Clr Hacpeuwal

OO
«m

@uczypa 10. Facebook nocm — yacm om komynuxayusma na opanoa

Hali-ronsiM0 Bme4aTjeHUE TIpaBU E€AUHCTBEHUST KOMEHTAp, KOWTO
000011aBa MapKETUHrOBaTa CTpaTerusi Ha CIOPTHOTO ChOUTHE. AOCOIIOTHO
CIHAKBUTE IMyOJIMKAIMU M OTCHCTBUETO HA KPEaTHMBHOCT ce 3abens3Ba U OT
MOTPEOUTENHTE.

KomyHukanusta B epara Ha JUTHTAIM3ALUATA U COLMATHUTE MPEKHU

npeThprsiBa NocTossHHN n3MeHeHus. bpauabt Wizz Air Sofia Marathon u3nonssa

23



CICOAHHUTC KOMYHHUKAIIMOHHU KaHaJIM, 3a BCCKHM CIAMH OT KOHUTO € HaAIIpaBCHA

KpaTKa XapakTepucThka (tadmura 5).

Tabnuya 5. KomynuxayuornHu KaHaiu Ha CHOPMHOMO Cboumue

KoMyHHKalIMOHEH KaHAJ

Ocoo0enoctu

Facebook

EnuHcTBEeHaTa colManHa Mpexka, KOSATO ChOMTHETO H3IMOoJI3Ba. ToBa
OorpaHMYaBa BB3MOXKHOCTUTE 3a HWHTCPAKIUS U aHTAXUPaHEe Ha
aynuTopusaTa. MHOTO MOTpeOUTENH MPEATOYNTAT (DYHKITMOHATHOCTHTE H
yao0cTBaTa Ha Apyru npuioxeHus. OTChCTBa OpaH] UACHTUYHOCT, HE Ce
OTKpOsSIBAT CHUMBOJHU. JIUNCBa BU3KMA UM PEJIEBAHTHO KaueCTBEHO
ceappxkanue. He ce maOmomaBar maTepakiuu. Hamar ko-Opanaupane,
WHUIMATABA W KammnaHwd. llyOnukanunre HEe ca COLIMANHO HACOYEHH,
MTOCTOSTHHH M KPECAaTHUBHH.

Hali-moxomoHOCHUAT ¥ e(peKTUBEH KaHal 3a [epCOHAIM3HpaHa
KOMYHUKALIMSI, KOUTO HE C€ U3M0JI3Ba. ENUHCTBEHUAT MEI, KOUTO BCEKU
YYaCTHHK TIOJTydaBa € CJIell KaTo ce peructpupa. [loTeHnmuanrsT Ha 03U
WHCTPYMEHT 3a KOMYHHKAalldi TMpeAnojiara IepCcoHANIM3UpaHa U
CerMeHTHpaHa KOMYyHHKanusa. He ce wm3momsBar oOBBp3BaIlMl MEWIH,
KOWUTO Jla aHTaXWpaT MoTpedutrenuTe ¢ OpaHma. ToBa CpeacTBO e
BB3MOXKHO JIa C€ U3I10JI3Ba BB BCSKA (pa3a OT MOTpeOUTEICKaTa MhbTeKA —
3a MpuBIHYaHe, OpaHAWHT, TpadUK, BHUMAHHE, aHTXHUPaHe, THPEKTHO
MpoAakOM, peakTuBanus Ha motpedurenn. OpraHu3aTopuTe MPUTEKABAT
MeWInTe Ha BCUYKH Y4aCTHUIIY BbB BCAKO €IHO U3OaHHC. ToBae OrpOMCH
MOTSHITMAJICH PECYPC, KOMTO HE ce M3MOJI3Ba.

ToBa e Bu3MTHAaTa KapTHuka Ha Bceku Opania. [IppBuAT momup Ha
norpedurenure ¢ OpaHma. YeOcCalThT momara 3a MOBHIIABAaHE Ha
JIOBEPUETO, OCOOCHO KOraTo € 100pe pa3padoreH. To3u KOMyHHUKAIMOHEH
WHCTPYMEHT ChObpXKa TNpeduMHO HHGOpManus 3a  CIHOPTHO-
TexHrdeckaTa yact. ChIppKaHUETO € 0a3uCHO W He ce MPOMEHS Ipe3
pa3UYHUTE WU3AaHusA. Bojemo 3a BCEKM €IMH CalT € KONMUpaTUHTa U
ylnpaBjeHHeTo Ha OJjoroBe, Kkoero mpu Www.marathonsofia.com
OTCHCTBA.

sttey i
advertise!

= phug 111 C
ot

Wznonsea ce ebupa va BHT, Bulgaria on air u apyru kanamu. Jluncear
JaHHU 3a e(EeKTHBHOCTTa Ha peKJaMHHTe KamnaHuu. OOMKHOBEHO B
peKIIaMHHUTE KJIMIOBE ce IpeaocTaBs MHGopmanusa 3a croutHero. bes
MPU3MB ¥ MOCJIeBAIll arel 3a jaeicTBue. Bucoku pasxomu 6e3 ocobeHa
epexTuBHOCT. llenmeBara ayauTopusi OTHaBHA MPEAIIOYATA JIPYTH
OCHOBHM KaHanu 3a HUH(popManmus u KoMyHHKauus. EngHomocouna
KOMYHUKaIws 0€3 Bb3MOKHOCT 33 HHTEPAKITHS M 00paTHA BPB3Ka.

[Mono6HO Ha TeneBW3WATA, PAJUOTO CHIIO € EJIHOMOCOYEH KaHa.
Usnoms3Ba ce edupa Ha HIKOIKO TOJEMH PAJMOCTAHIIUU, 32 Ja CE
MO3UIMOHUpa CchOUTHETO. JIMmCcBAT naHHU 32 EPEKTUBHOCTTA H
pE3yATATHTE OT Te3U KaMITaHUH.

B Ttasm kareropusi momanar OuinOoproBe, XOPYrBU, peKJIaMHU IaHa B
rpaackus TpaHcrnopT. OOWKHOBEHO €AMH Mecel Ipeaud ChOUTHETO
3aroyBa KaMIaHWs ¢ BHHIIHA PEeKJIamMa, KOSATO eTUHCTBEHO MHPOPMHPA,
Ye Ha oIpeJieNieHa J1aTa 1ie ce MpoBee CIopTHO chOuTHe. Pazxonute ca
BUCOKH KaTO €IUHCTBEHATA LIEJ, KOATO M3MBIHIBA TO3U BHJ peKiaMa e
na nadopmupa obrrecTBoTo. HsiMa Kak Ja ce OChIIECTBH CErMEHTHPAHE
Y TapreTHpaHe Ha ayAUTOpUsATA, TOpaju 0OXBaTa Ha AEHCTBHUE.
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http://www.marathonsofia.com/
http://www.marathonsofia.com/

IV. U3caenBane Ha OpaHJ OCBEeIOMEHOCT, HAIJIACH, OYAKBAHHUS H
YIAOBJIETBOPEeHOCT cpex yuacTHunure B Wizz Air Sofia Marathon

AHanu3bT HAa pe3yNTaTUTE OTYUTAa M3BECTHO MPEUMYIIECTBEHO
IpHUCHCTBUE Ha MBbkeTe (63%) B cpaBHenue ¢ xenute (37%). 3cneapanure muma
(308) ca pasnpeneneHu B HAKOJIKO Bb3pacToBU Ipynu. OT JaHHUTE CTaBa SICHO,
Yye B U3CJIEJIBAHETO MOMAIaT JUla Ha Bb3pacT Mexay 18 rogunu u 54 rogunu. C
HaK-TOJISIM MPOLIEHTEH 1 ca Te3n Mexay 25-34 romunu (59%), cieaBanu oT
xopata Mexay 35-44 roqunu (34%). ToBa ca iviia B akTUBHA 3psiia Bb3pacT, T0-
rojisiMaTa 4yacT OT KOUTO ca C U3TPaJeHH IIEHHOCTH, BAPBAHUS U TOTPEOUTEIICKO
MOBE/ICHUE.

Pesynrartute, npencraBenu Ha urypa 11, mokasBar, 4ye € HaJIMIE €IHO
CBILIECTBEHO pa3jIMuue MO OTHOIICHHE Ha pa3lpeiesCHUETO MO MO U Bb3pacT.
MpbkeTe BbB Bb3pacToBaTa Kareropus 25-34 roavHu ca JBa IbTH U MOJIOBUHA

MOBEYE CIPSAMO KeHUTE U HaJl 1/3 oT o0 Opoit Ha aHKETUPaHUTE JIUIIA.

150 130
100
53 51 54 | MMk
50 I
1 3 - 11 1 JKerra
O I
18-24 25-34 35-44 45-54

@uzypa 11. Cvnocmasane na yuacmuuyume no noji u 8b3pacm

ToBa o3HauaBa, 4e T€ ca MACOBHUTE MOTpeOUTENnu o Bpeme Ha Wizz Air
Sofia Marathon, koeTo WMa KIIOYOBO 3HAaY€HHWE TIPH M3TPAXKIAHETO Ha
WHTETpUPaHU MAapPKETHUHTOBH KOMYHHMKAIIUU U YIIPABICHUETO Ha OpaHa.

NnentudunyupaneTo Ha MOTUBUTE CE€ CBBpP3Ba C MOTCHIMATHO OBJICIIO0
pa3paboTBaHe HA MHTETPUPAHU MAPKETHHTOBU KOMYHHMKAIIMH 32 yIPABIICHUE HA
Opanna.

[lpyunaMTe 3a BKIIOYBAHE, KAaKTO Cc€ BIWKIa OT d¢urypara, ca
pasHonocoynu. C HaW-roisiM IPOIEHT € MICTOTO Ha mpoBexaaHe (63,7%).
[IpenBua ToBa, e rojisiMa 4acT OT TE3U XOpa ca KOHIICHTPUPAHH B CTOJIMIIATA, TO
MSICTOTO Ha MPOBEKIAHE € U3KITIOYUTEIIHO yI00HO, Thil KaTO HE Ce Hajara Jia ce
IUTAHUPAT THTYBAaHHUS 10 JPYTH JIECTHHAIIMHM, KOETO BKIIIOYBA JOIBIHUTCITHH
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TPAHCIIOPTHU pa3XoJud MU TaKMBa 3a HacTaHsBaHe. CbCTE3aTENHOTO Tpace €
BTOPUAT Ha-uyecTO CpelllaH MOTUB, KOHTO € MOCOYEH OT MAJKO IOBEYE OT
NoJIOBUHATA u3cheaBanu juia (54,6%). Jlunensupanero Ha MmapatoHa ¢ OpOH30B
€TUKET U MPOMSIHA Ha TpaceTo (MpeMUuHaBaHeTo OT 4 oOuKoJku Mo 10 KM KbM 2
oOukoiku mo 21,095 kM) ca Bp3IEHCTBAIM BbPXY TOJIsiMa 4acT OT YYaCTHHIIUTE.
Counanaute kKoHTakTh (43,8%) ca CbIIO Cped BOACHIUTE MPUYMHHU 32

BKJIFOYBaHCE.

Jlata Ha mpoBeXJaHe TEEEEEE————— 3] 0%
MscTo Ha IIpOBEKIaHE | 63,7%
ChbceTe3arellHO Tpace EEEE— 54,690

[[s10cTHA OpraHMU3aIlys] | ———— )0 40/
ColyajaHi KOHTAaKTH IS 4.3 800
JTrooum CTIOPT 35,0%
@uU3MUECKO U MEHTAIHO 3/jpapc N 12 1%
CreuenBane Ha Me[a)l NEEEEEEeessssss———— 33 0%

@Duzypa. 12. Momusu 3a yuacmue 6 cnopmuomo cvoumue Wizz Air Sofia Marathon
3abenexncka: Cymama om npoyenmume Haosuwiasa 100, 3awomo uscireoeanume auya ca
UMANU 8b3MOICHOCT 0A HOCOYAM nogeue on eOuUH Omeo8op.

AHaJIN3BT HA KOMyHUKAIMOHHATA CTPATErus MOKa3Ba, Y€ MapKETUHIOBU
JEHHOCTH 3armoyBaT Ja ce mpuiarar efasa 14-21 mHu mpeau camoTo CIOPTHO
crOuTHEe. B TO3M KOHTEKCT KaTo CieABalla BakHa CTHIIKA € HIACHTU(DUIIMPAHETO

Ha IbPBOU3TOYHUIHNTC, OT KOUTO MU3CJICABAHUTC JIMIlAa Ca HAYYHIIN 34 CIIOPTHOTO

cooutHe. (pur.28).

HpI/I;ITeJH/I/H()gHaTI/I e 30, 3%
Conmanau MK 65,7%
Peknama no Bpeme Ha Apyru cbOuTus mmm— 14 7%
Omnaitl pexyiava e 8 7%
BpHIHA pexava E—— 16,3%
TB u paguo peknama ™ 2 3%
OT npeauiIHy M3/laHus I 5(), 3%

Odunuanna crpanuna ™ 3,6%
Nmeiin ™ 27%

@uzypa. 13. Uzmounuyu na nvpeu Konmaxkm ¢ opanoa

3abenexncka: Cymama om npoyenmume naosuwiasa 100, 3auomo uzciedsanume auya
Ca UMAU 8b3MONCHOCH Od NOCOUAM nogeye Om eOHa ONYusl
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Oka3sBa ce, 4e cpe/l BOJCIIUTE IbPBOU3TOUHUIIA CPEJ] aHKETUPAHUTE JIULIA
ca npusitenute (80,3%), counanuute Mpexu (65,7%) 1 y4acTUETO B MIPEAUIITHU
m3aanus (50,3%). Te3u pe3ynraTu ca B IbJIHA TPOTUBOMOJIOAKHOCT C HajaraHaTa
KOMYHUKAIIMOHHA CTPATeTusi, KOATO aKIEHTHPa BHPXY W3TOYHHIIA, KOUTO OT
JAHHUTE Ca C M3KIIOYUTEITHO HUCKW TMPOIeHTH. /lurmramHara cpema JIOTHYHO
000cobu npenopvkama (word of mouth) xaTo Hail-CUIIHOTO OPBKHE, KOETO €IUH
Opana Moke na u3mon3Ba. He e W3HEHanBamo M CHJIHOTO TNPUCHCTBHE Ha
COIMATHUTE MPEXHU. MHOTO OT TE3W MPEMOPBKH CE OCHINCCTBIBAT UMECHHO B
nurutanHarta cpena. Easa 2,3% 0T pecnoHAEHTHTE ca MOCOYMIIM, Y€ ca
W3MOI3BAIN TEJIEBU3UATA U PAJIMOTO KaTO MbPBOM3TOYHUK Ha HHpopMatus. ToBa
MOKa3Ba, 4e Te3W peKiaMHU (opMaTH HE ca IenechoOpa3Hu U HE TeHepupar

TBPCCHUTC G(IJCKTH.

bpann u3BectHoctTa (brand awareness) ce cBbp3Ba ChC CTCIICHTAa Ha
pasro3HaBaHe Ha Mapkara ot norpeourenure. OCh3HABAHETO ,,HA BhpXa Ha yma™
(top of mind awareness) e Haif-BaXHOTO H3MEpBaHE, Thi KaTO OTpa3siBa
€CTECTBCHOTO BBH3HHMKBaHE Ha OpaHia B Ch3HAHUETO Ha moTpeOuTenute. Te3u
metpukd (¢ur.14) ce wuscimeaBar B % OT peagHUTE WIM IMOTCHIMATHH

NOTPEOUTENH.

Bpitx HA Ck3HaHMeTo
Yo OT pecrioHOSHTTE, KOUTO
nocousaTt AaneH GpaHa Ha
NMEpBO MACTO MNpK
cnomMmeHasaHe Ha
KaTeropmrAaTa

CnoHTaHHa M2BeCTHOCT

P OT pecrnoHOeHTUTE, KOMToO
MNM3IBECTHOCT HA Beanpovasexaart nmMeTo Ha
-) BPAHOA BSpaHaa Npur cnomMmeHasaHe Ha
KaTeropmaTa

MoaonomorHaTa
M3IBEeCcCTHOCT
Yo OT pecrnoHOeHTTEe, KOUTO
pasnoaHasaT GpaHaa Nnpu

crnomMmeHaBaHe HAa HeroBoTo
me

@Duczypa 14. Buoose uzsecmnocm na bpanoa

B xontekcra Ha Wizz Air Sofia Marathon norpeOurtenure TpsOBaiie aa
MOCOYAT MMbPBUS MAPTHHOP, KOTOTO CBBP3BAT ChC CHOUTUETO, CIE] KOETO BCUUKU

oCTaHaJIn.
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[Ipu cmomeHaBaHe Ha COPTHOTO chOuTHE 74,4% TMOCOYBAT reHEpaTHUS
cnoncop (Wizz Air), a ocranamure 13,3% u 12,3% cbOTBETHO Ipyru JBa

KOpIIOpaTHBHH NapTHhOpa — Garmin u Asics (dur. 15).

= Bpex HA CB3HAHHEeTO CrioHTaHHAa H3BeCTHOCT

74,4% 74,2%

65,6%

40,0% 37,5%
30,3% 24,5%
. e 22,3% 18,8%
13,3% 12,3% 10,5% 9,6%
& o~ ] £ b=y " pres A <&
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@uzypa 15. bpano uzeecmnocm ,, Bpvx na cv3nanuemo *“ u cnoumanna uzeecmHocm

Te3u pesynratu 3a ,,BpbX Ha Cb3HAHUETO HE Ca M3HEHAJBAIU NPEIBU]
TOBa, Y€ B HAUMEHOBAHUETO HA CAMOTO CIIOPTHO CHOUTHE C€ ChIBPKa UMETO Ha
Hal-4eCTHO pa3lo3HaBaeMUsi MapTHHOP. J[BIATOroIUITHOTO CHTPYIHUYECTBO HA
OCTaHAJIUTE JIBa MapTHHOPA CHIIO CE€ Bb3MpPHUEMa CPEJ] 4acT OT YYACTHUIIUTE KATO
I'bPBU pa3no3HaBaeM OpaHj]. CriOHTaHHATa U3BECTHOCT 3a TSAX JIOTUYHO € C Haii-
BUCOKM pe3ynratu — 74,2% u 65,6%. Bucokara crnoHTaHHa M3BECTHOCT €
npeanocTaBka 3a OJaroCKJIOHHO OTHOIIEHHWE M BKJIIOYBAaHE B Habopa moa
choOpakeHne U Habop OT KyIyBaHU OpaHI0BE.

CnoptHOTO ¢chOUTHE KaTO OpaH] ce acoIuupa Mo MHOXKECTBO HaUYUHH OT
CTpaHa Ha 3aMHTepecoBaHuTe crpanu (¢ur. 16). Becuuku Te3u acoruaTHBHU
BPBH3KM MoraT jJa ObJaT H3MOJI3BAaHM MPH CTPATETHYECKOTO IUIAHUpPAHE Ha
KOMYHUKAIIMOHHATA CTpaTerusi W pa3padOTBAaHETO Ha KOHKPETHU CHOKETHH

JIMHWH, COCHAPWH U IOCIIaHHA.
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@uzypa 16. bpano acoyuayuu
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Jlpyru 3HaYMMHU TIOKa3aTeNHd, KOUTO Osixa OOEKT Ha H3CIe[BaHE, ca
Harjiacata KbM OpaHja U yJO0BIETBOPEHOCTTA Ha cheTe3arenuTe. Tohii kato Wizz
Air Sofia Marathon ¢ MHOTOKOMIIOHEHTHO ChOUTHE, BBITPOCUTE 051Xxa 000C00CHH
B HSKOJIKO KaTerOpWH, KOWUTO ca TMpSKO OOBBpP3aHM C TOTpeOUTeICcKaTa
YAOBJIETBOPEHOCT.

[IspBaTa chabpIKalie ONMEHKH MO BOJCIIM O0JACTH OT OpPTaHHM3AIUATA H
POBEXAaHeTO. Pe3ynTaTure OT MpUIIOKEHHS BapUallMOHECH aHAIN3 Ca OTPa3eHU

B Tabmura 6.

Taonuuya 6. Pezynmamu om 6apuayuoOHHUus aHAlu3 Ha 600euiit OpaHO KOMHOHEHMU

IToxa3aren

Menuiino orpa3sBane| 308 3 10 7 7,15 | 1,467 | 20,51% (-0,450| 0,346

ITapTHBOpPCKH 308 3 10 7 7,29 | 1,330 | 18,24%|-0,218| 0,284
B3aMMOOTHOIIEHHUS

AHTaKHPAHOCT U 308 3 10 7 7,70 | 1,528 |119,84% (-0,628| 0,234

BbBJIEYEHOCT

O6ua 308 3 10 7 | 7,78 | 1,386 |17,81% |-0,337| 0,112
YAOBJIETBOPEHOCT

Aconuupane 308 2 10 8 | 7,68 | 1,478 |19,24% |-0,627|0,775

OcBeIoOMeHOCT U 308 3 10 7 7,56 | 1,450 |19,18% (-0,315(|-0,478
HHpopmMupaHocT

YceroiiuuBocT 308 2 10 8 7,93 | 1,404 |17,70% |-0,629| 0,824

N3BenenuTe naHHu MokasBar, ye OLUECHKUTE Bapupar oT 2 10 10 3a BCuuku
nokazarenu. Cpegnara uM cTtoiHOCT Bapupa ot 7,15 mo 7,93. Ta3u oieHka e
mbpBaTa OT TOJOXXMUTEIHUS CIEKThpP Ha CKajlata, KOETO O3HayaBa, ue
YYaCTHUIUTE Ca MO-CKOPO YIOBJIECTBOPEHH, HO HMMAT HW3BECTHU PE3EPBU I10
OTHOULIEHHUE HA BCEKU €11H Moka3aTell. C Hall-BHUCOK pe3yJITaT € “yCTOHYNBOCTTA
Ha CbOMTHETO”, KOETO CE€ CBBP3BA C MPOBEXKAAHETO MPE3 FOJUHUTE HA TTAHIEMUS,
KOraTO MHOTO MAacOBH MposiBu Osixa oTMeHeHu. KoedunmeHTsT Ha Bapuamms V

3a BCEKM e€IUH KOMIOHEeHT ¢ B jauama3oHa 10%-30%, kxoeto moka3Ba,
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W3ClIe/IBaHaTa W3BajJKa € NPHUOJM3MTEIIHO CIHOpOJHA. PasmpenencHueTo Ha
CTOMHOCTUTE C M3KIIOYEHHWE Ha MapTHBOPCKUTE B3aMMOOTHOIICHHS €
HECUMETPUYHO, HO UMa MpeobiagaBaii HopMajieH BPbX.

BasxeH Oerer Ha ChOMTHETO € ChCTE3aTEIIHOTO TPace, Thi KaTo TO Ce SBSBa
aapoto Ha 1enus Opang Wizz Air Sofia Marathon. [loka3arenno 3a ToBa e, ue
roJisiMa 4act oT yyactHuuure (54,6%) nocouBaT UMEHHO HETO KaTO BOJIEI] MOTHUB
3a y4acTHe B CIIOPTHOTO chOuTHe. OIICHKAaTa Ha PECIOHACHTUTE 110 OTICITHHUTE

OpraHU3allMOHHU ACTIEKTH € MpeJICTaBeHa B Tadauna /.

Taﬁﬂuua 7. Pe3yﬂmamu onm 6apuayuUOHHUA ARAJIU3 HA CbCme3amenlHomo mpace

IToxa3aren [\ ‘ Xmin Xmax

Tpadux u koutpoa | 308 1 10 9 14,091|1,7624(43,08%| 0,337 |-0,776
HAa TPaceTo

Bpoii u kayecTtBo Ha | 308 1 10 9 5,788 [1,4160|24,46%| 0,369 |-0,778
MEIUIMHCKHUTE
NMYHKTOBE

IIpexuBsiBane no 308 3 10 7 5,933 [1,8632|31,40%| 0,389 (-0,911
BpeMe Ha 0AiraHeTo

J1o0poBoJIIH 1O 308 5 10 5 7,357 [1,4603|19,85%| 0,278 |-1,004
TpaceTo

Bpoii u kayectBo Ha | 308 2 10 8 |4,567|1,8878|41,35%|-0,438|-0,434
NMOAKPENUTEJHUTE

IYHKTOBE

3abens3BaT ce CEpUO3HU U3MEHEHHS B OIEHKUTE HAa YYAaCTHUIIUTE, KOTATO
CTaBa BBIIPOC 3a ChCTE3aTEIHOTO Tpace. [louTn BCHYKM KOMIIOHEHTH T0Jy4aBat
HE3aJ0BOJIMTEHH OlleHKU. C Hail-HUCKA CTOMHOCT € ,, Tpa)MK U KOHTPOJI HA
Tpacero® (4,091). M3BecTHO €, 4e MO BpeMe Ha CIIOPTHOTO CHOMTHE YacT OT
ChCTE3aTEITHOTO TPace Ce C €XKETHEBHUS MOTOK OT ABM)KEHHE HAa aBTOMOOMIIH TI0
BoAemMu yiuinu W OyieBapau. MenurnuHckute (5,788) M MOAKpENUTETHUTE
nyHKTOBE (4,567) ChI1IO ca cCpel HUCKO OIICHEHUTE MoKa3aTesu. Te3u ABa acreKTa

Ha oOe3meuaBaHe ca KIIOYOBU 3a oemAa CIOPTEH IIPOAYKT MW TAXHOTO

30



Hernmwkupane  Gopmupa  KpailHa ~— HeyAoBleTBOpeHocT.  EgmHCTBEHO
noOpoBosiuTe 1no tpaceto (7,357) moiydaBaT CpaBHUTEIHO 3aJ0BOJIMTEIHA
otieHka. KoeuiueHTsT Ha BapuaIius 3a OTJACIIHUTE EJIEMEHTH Ce pa3jindaBa KaTo
MOKEM Ja 00001IKM, Y€ Bapupa OT CPEIHO J0 rojIsiMO pas3ceiiBane. Te3u JaHHU
paskpuBaT CilIa0OCTH, KOWTO HWMAT BIUSHUE BBPXY IOTPEOUTEICKOTO
MPEKUBABAHE, HATJIACU U OYAKBaHMUSL.

CrnenBamjata 0o0JacT OT BBIPOCH B aHKETHATa KapTa € CBbpP3aHa C
UJICHTUPUIIMPAHEe Ha Pa3MO3HABAEMOCTTAa Ha KOPIOPATUBHUTE MApTHHOPU M
CIIOHCOPU OT cTpaHa Ha mnoTpeOutTenute. KakBu ca TeXHUTE BBIMPUSATUS IO
OTHOIIICHUWE Ha TE3W CYOCKTH HMa KIIOYOBO 3HAYEHUE TMpPU OBACIIOTO
MPOEKTUPAHE W M3MBJIHEHHE HA KOMIUIEKC OT WHTETPUPAHH MAPKETHHIOBHU

KOMYHHUKAIIUH 3a yIpaBjieHue Ha opanaa (¢ur. 17).

m Cpen, oBKrMUalHO M2NOoJSIZBaHMTE OT MeH Hakl-4ecTo M3Non3eaHmAT

M M=znon3Basn cbmMm roB exenlHeBmeTo M [lo3HaBam ro camo no Mme

B He ro nozHaeam | I'Ipe,ﬂ,u CbM o Mz2NoA3ean, Beue He
Manonssam oT Bpeme Ha Bpeme

20,5%

57,1%

17,2%

19,8%

- o

Garmin Asics Wizz Air Sponser velingrad

@uzypa 17. Bvanpuemane na bpandoseme napmubopu no nPOOYKmosu Kame2opuu

BakHo ¢ 1a ce YTOYHH, Ye MOJyUYCHUTE PE3yJTaTH C€ BIHUSIAT OT HAKOJIKO
dakTopa, OCHOBHHTE OT KOHMTO Ca MAapKETHHTOBUTE KOMYHHKAIIMM W OpaH
MEHHKMBHTA Ha BCSKA €JIHA KOPIIOpAaTUBHA OpraHu3aius. ToBa 03Ha4YaBa, 4e Te
TpsiOBa a OBAAT pasTiekKIaHu OTACITHO, TOPAIU OCOOCHOCTUTE HA BCEKU E1H U
Pa3IUYHUTE TPOTYKTOBU KATETOPHH, KOUTO TpeacTaBisiBaT. OT MIIIOCTPUPAHUTE
JTAHHU MOJKE JIa C€ 3asBH, Y€ HE MOTaT Jia C€ OTKPOST 0COOEHO 3aKOHOMEPHOCTH
IPH OTICITHUTE IMAapTHHOPH WMEHHO, 3aIOTO CHEIU(PUYIHUTE YCIOBHOCTH H

cpenara, B KOATO ONEPHpaT, ce€ pa3rpaHuvaBa ChIICCTBEHO.
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YcTaHOBSIBAHETO HAa MOMEHTHMTE OTHOILICHMS MCIKIY HOTp€6I/ITCJII/I u

OpanoBe Oelle ChIo 0OCKT Ha MpoyuBaHeTo (¢pur.18).

Garmin I 63,20/
Wizz Air 9 4%,
Sponser I 13,4%
Velingrad s 6,29%
Asics . 7(),7 %
HuTo euH OT MocoyeHHTe IE———— 19 2%

@Duczypa 18. [Ipumesicasanu u/unu u3non3eanu OpaHoose 6 MOMeHma

C Haii-ronsiM TIpolIeHTEeH 151 ce oTkposiBaT Asics (70,7%) m Garmin
(63,2%). ToBa ca gBaTa BOJEIIM JOCTAaBUMKA HA CIIOPTHA EKUITUPOBKA, aKCECOAPH
M CMapT YCTPOWCTBA, KOUTO YYACTHUIIMTE B MapaTOHH W3IOI3BAT W
npeanoyutar. bauzo 1/5 ot pecnonmeHtute 3asBsABaT, Y€ KbM MOMEHTa Ha
MPOYYIBAHETO HE ca MPUTESKATEIIN WU MTOJI3BATEIN Ha MPOIYKTH OT U30POCHUTE
OpaHoBe.

ConpamHuTe MEUU Ca BOJEI] M3TOYHHK 32 HAO0aBsHE U MPEOCTaBsHE HA
uHpOopMaIUs cpell yIacTHUIMTE. ToBa HAJOKKU YCTAHOBSIBAHETO HAa CXOJCTBATa
U pa3InyusATa TPU HAKOU CHINECTBEHU IMPOIECH, CBBP3aHU C JUTUTATHOTO
MOBEJCHUE U TPEINOYUTAHU CPEACTBA 3a KOMYHHUKAIMsa. BCHUKM y4acTHHIIM
MOTBBPIKIABAT, Y€ UMAT JIMUYEH aKayHT BB PeHCOYK U IPEAMOInTAT CoIfhaIHaTa
Mpeska 3a MHTEpaKIuU U KoMyHHUKalys. C MHOTO BUCOK pe3yJITaT € U COI[MaIHATA
Mpexa Instagram (82,4%). JBete minaTtdhopmMu uMat 10cTa CXOAHU Oelie3u, HO U
nocta GYHKIIMOHATIHYU pa3inyus U npeaHazHadenus. Cies kaTo moBede oT 2/3 oT
pecnoHieHTUTe croaenar 3a Instagram, ToBa mpemmosiara TojsMa YacT OT
pEKIIaMHHUTE TIOCIIaHWS M KaMIIaHUW B JUTHUTAIHOTO MPOCTPAHCTBO Ja OBbAaT
npoBeXIaHu wMeHHO Tam. bpauaptr Wizz Air Sofia Marathon pasmnomnara
equHcTBeHO ¢ Facebook crpanuna. Jluncara Ha Instagram Moxe 1a ce ThJIKyBa
KaTo HEJOCTHT Ha JUTHTAIHA KOMIIETCHIIMM M CHBPEMCHHH IIOJXOIU 32
MO3UIIMOHUPAHE CPEJI JKeJlaHa ayIUTOPHSI.

[Ipenopbkara ce siBsBa Haill-e()EKTUBHUAT HAUMH 3a MO3UIIMOHHUpAHE Ha

Opannma. OmpenensiHeTO Ha MperopbKaTa Karo Bojnenl (akTop 3a B3eMaHe Ha
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PCIICHUC € IIOTBBPACHO U OT PC3YJITATUTC B HACTOAIIOTO U3CIICABAHC. Oxka3Ba CC,
qc HOTpe6I/IT€JII/ITG Ca CKJIOHHH 1Ja BiApPBAT Ha OHJIAH OT3MBH OT HAIIbJIHO
HCIIO3HATH 3a TAX JIHUIA. BapI/IaLII/IOHHI/IHT aHaJIn3 Ha TC3M II0Ka3arcCiin €

MIpeCTaBEH B ClieABaIaTa Taonuia 8.

Tabnuya 8. Bapuayuonen ananus 3a CKIOHHOCMMA KbM NPENopvKa

IToxka3zaTen N Xmin | Xmax R X S Vv AS Ex

JIuuna npenopbKa 308 5 10 5 7,919 | 1,253 [15,82%]| 0,295 |-0,674
Ilpemoprka Ha 308 | 4 10 6 |8,253 1,263 [15,30%|-0,290 |-0,297
OpaHa0Be
IMosTOopHO yyactue | 308 1 10 9 |7,861|1,354 |17,22%|-0,679| 1,759
Viosaersopenoer | 308 | 2 10 8 |7,536] 1442 [19,13%|-0,947] 2,006

PesynraTure nomnajgar B MOJIOKUTEIHHS JUaNa3oH Ha ckajara Ha JIukepT
KaTo ¢ Hall-BHCOKa CpeJIHa CTOMHOCT € MpernopbKaTa 3a OpaHA0BETE NApTHHOPH,
KOATO M3CJEABAHUTE JIMLa OMXa HAaIpaBWIM IMPEJ CBOU IPUSATENH U MO3HATH.
MHO3HMHCTBOTO OT aHKETHPAHUTE €A II0-CKOPO yIOBIETBOPEHU OT LSAJIOCTHOTO CH
y4acTHe 1 Orxa ce perucTpupaii OTHOBO B cieABaIIy n3aanus. CKJIOHHOCTTA 32
OCBILECTBSIBAHE HA JINYHA [TPENIOPBKA € CHIIECTBEH MOMEHT OT aHAJIN3a, Thid KaTO
TOW TOKa3Ba, Y€ MOTPEOUTENUTE Ha CHOPTHUS NMPOAYKT MMAT TOTOBHOCT Ja
CHOJEIAT U Pa3KakaT CBOMTE MO3UTUBHU MOMEHTU. ToBa € BB3MOXKHO Ja ce
CJIy4d MHOTO JIECHO B OHJIAliH POCTPAHCTBOTO KAaTO MO TO3H HAYUH OT3BYKBT OU
JOCTUTHAJ JI0 MHOTO TMO-IIMpPOKa ayAuTopus. bapuepa ce oka3Ba nuricara Ha
[[€JIEHACOUY€HAa MApPKETUHIOBA JUTUTAIHA CTPATErHsi, KOSTO Ja CTUMYJIUpA TE€3U
IIPOLIECH KATO J1a MOTHUBUPA XOpaTa J1a CIOAENIAT ChAbPKAHNUE U B3aUMOJIEHCTBAT
¢ OpaHJa, HErOBUTE MAPTHHOPU U OCTAHAIIUTE YYACTHULIM B PA3JIMYHU COLIMAIHU

WHUIIAATUBH
V. BpaHj o1UT B CHOPTHUTE CHLOUTHSA — ChIbPsKATEIE€H aHAJIN3

ITpunioskeHneTo Ha TO3U HUHCTPYMEHT HE € Pa3[03HaBAEMO CpEJ] CIOPTHUTE
MapKETHUHTOBU CIEIUAINCTH, KOETO IIOCTaBsi OpaHIOBETE TMpea CEepUO3HU

IMPpCAU3BHUKATCIICTBA. OHCH}IBaHeTO Ha MOMECHTHOTO IMO3MITUOHUPAHC

33



OOMKHOBEHO NpPOTHMYA B HSKOJKO €Tala KaTo C€ pasriekaaT TPpU OCHOBHHU
KaTeTOpUH:

1. BeTpemien OpaHauHT — MUCHS, BU3Us, OpaH IIEHHOCTH, OpaH KyJITypa.

2. BbHIIEH OpaHIUHT — MapKETUHTOBU W PEKJIIAaMHMU JIEMHOCTH, JIOTO,
BpB3KH C OOIIECTBEHOCTTA, MEilJI, yeOcallT, akayHTH B COLUAIHU MPEXH,
MapKETHHT Ha ChIBPKaHUETO.

3. [loTpebuTencko npexuBsiBaHE — MOTPEOUTEICKA TbTEKA, HHTEPAKIIUH,
poaakOEHU MPOLIECH U 00CITyKBaHE.

OckbHaTa HayyHa JIUTepaTypa 3a OpaH] OJUT B CHOPTHUTE CHOUTHUS
U3BeJ/IC Ha MpEJACH IUIaH He0OXOAMMOCTTa OT Ch3aBAaHETO HA MHCTPYMEHTAIIHA
paMKa 3a OCBIIECTBSIBAHE HA OpaH/] OJUT B YCJIOBHUATA HA CIIOPTHUTE CHOUTHS

(mpuitoxxenue 2).

I''TABA UHETBBPTA

MN3BOJU U ITPENNOPBKU 3A IPAKTUKATA

I. U3Boam oT M3cjIeABaHETO

1. WNHTterpupanrTe MapKETHHTOBY KOMYHHUKAIIUKA Ca OCHOBOIIOJIATAIIl 1
3HayuM (haKkToOp 3a KpalHUs yCIeX Ha yIpaBlIEHHETO Ha OpaHaa Mpu CHOPTHH
cpOutns. Konuenuusrta 3a OpaHAMHT B CIIOPTHUTE CHOUTHS CE€ OCHOBaBa Ha
CbBPEMEHHUTE aKTyaJHH TEHJECHLUU CBBbP3aHU C MOTPEOUTENCKOTO MOBEJICHUE,
KOPIIOPATUBHHA MOTPEOHOCTH, CTPATETUYECKH €T M B3aUMOJICHCTBUE MEXTY
OTJICJTHUTE OOIIECTBEHU U OM3HEC OpraHU3AIIHH.

2. MapkeTuHroBata KOHIICMIIMA 3a OpaHIMHT € KIIoYoBa 3a
NO3UIIMOHMPAHETO  HAa  €JHO  CIOOpTHO  chOuTHe.  VIHTeH3MBHOCTTA,
rodanu3anusaTa U JUTUTATHUTE TEXHOJIOTHH Hajarat HOBU CTaHIIAPTH, YUETO
MOKPUBAHE W YIPAaBICHHE € OMPENessIIo 3a CIOPTHUTE W KOPIOpPaTHBHU
opranuzaiuy. KoOMIUIEKCHOTO NMPUIIOKEHHE HAa MHTETPUpPAaHUTE MAPKETUHIOBU
KOMYHHKAIIMH ¥ KOHIIETIHATA 32 OpaH/ yIpaBieHHUE MPEAOCTaBAT alTepHATHBH

3a YCICHIHO YIPAaBJICHUC HAa KOMYHUKAIIMOHHUTE IIPOLECHU, KOHUTO KbM
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HACTOAILIMS MOMEHT HE OTpa3siBaT NOTPEOHOCTUTE M OYaKBaHUATA Ha
HOTPEOUTEINTE U NAPTHROPUTE HA CIIOPTHOTO CHOUTHE.

3. CrnoptHuTe cHOUTHSA ca cieuprueH, MHOTOKOMIIOHEHTEH U 0COOEH
OPOAYKT, KOHTO Mpearnojara BHEAPSBAHETO M U3I'BJIHEHUETO HA IIHUPOK
KOMIUIEKC OT KOMYHHUKAllMOHHM CpEACTBA M (OpPMH, OCHOBABAIIM Ce€ Ha
yCIIOBUSITA Ha 3a00HMKajsIiara cpeaa. PasriexmaaHero Ha CIOPTHOTO CHOUTHE
KaTo CaMOCTOSITENIEH OpaH]l MM03BOJIM MACHTU(ULUPAHETO U JePUHUPAHETO HA
npoOsieMd TP peaIM3UpPaHETO HA KOMYHUKAIIMOHHU KammnaHuH. OCHOBHUTE
pe3epBU ce OTKPUBAT B HECHOTBETCTBUETO MEKIY KOMYHUKAIIMOHHOTO ThPCEHE
Ha MOTPEOUTENNTE U NAPTHHOPUTE, U KOMYHUKALIMOHHOTO IIpejiaraie oT cTpaHa
Ha CIIOPTHOTO CHOUTHE.

4. CpBpeMEHHUTE KOMYHMKAI[MOHHM KOHIENIIMU W CTpaTeruu ca
OCHOBaHU M3I[UI0 HAa JTUTHTAIHUTE MPOLECH M HWHOBATUBHU TEXHOJOTUYHU
pemienus. TpaauunonHute GopMu Ha KOMYHHUKALIKUA HE yCIISIBAT Aa OTTOBOPST Ha
HACTBHIIBAILUTE JUHAMMYHU U3MEHEHMs B 3ao0ukaismara cpeaa. OtinyaBa ce
HOBa KOMYHHKAIIHOHHA PEATHOCT, KOSITO MPEACTaBsiBa XUOpUAHA MO3aiika OT
IPOLECH U HHCTPYMEHTH 3a KOMyHHKalus. [loTeHnanbT 1 6oraTusT apceHan oT
KOMYHHMKAIIHOHHU CPEJICTBA, KOUTO HOCST HWHTETPHUPAHUTE MAapPKETHHTOBH
KOMYHHMKAIIMM, Ca HAYWH 3a aJIeKBaTHA peakuus W BB3ACUCTBHE BBHPXY
NOTpeOUTEIICKATa Ay TUTOPHUSI.

5. CTparernyeckusT MapKeTHMHIOB aHanu3 Ha Opanma Wizz Air
Marathon paskpuBa TpONyCKH B OTICIHUTE EIEMEHTH, KOUTO CE OTpPa3sBaT
BBPXY ISUIOCTHOTO BB3MPHEMaHE U NpejacTaBsHe. Bbp3 ocHOBa Ha chOpaHaTa M
aHanu3upaHa WHGOpMaIUs ca W3BEACHH MApPKETUHTOBH XapaKTEPUCTUKUA Ha
KJIIOYOBH CYOEKTH, Bb3 OCHOBAa Ha KOMTO € HAIpaBeH OMUT 3a ChCTaBAHE Ha
npoduau — npodusl Ha yyacTHUKA (OpaH/ nmepcoHa) u npoduil Ha CbBPEMEHHUS
KOPIIOPAaTUBEH MapTHHOP.

6. W3BeneHu ca mOTpEOHOCTUTE M OYAKBAaHUATA HAa KOPIOPATUBHUTE

opraHv3alki KaTO OCHOBa 3a MPOCKTHUpPAHC MW BHCAPABAHC HAa HHTCIPUPAHH
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MapKETUHIOBU KOMYHHUKAIIMU, KOUTO J1a OBbJaT B YHHCOH CbC ChbBPEMEHHHUTE
Ipolecu W JEWHOCTH, XapakTepHU Ha OusHec kommaHuuTE. OCBHUIECTBEHUST
aHaJlu3 MOKa3a CEPUO3HU HECHOTBETCTBUS MEKIY BHTPEIIHU KOMYHUKALMOHHH
CTpaTeTuu Ha OTJCITHUTE MAPTHROPU (MOTHBH 32 y4acTHE, MOJI3U, MAPKETUHT OBU
U OM3HEC 1eNM) U KOMYHUKAIIMOHHUTE B3aMMOOTHOIIEHUsI ¢ Opanna Wizz Air
Sofia Marathon. IloToxkbT Ha WHpOpPMANUSA € €THOMOCOYEH C MOHOTOHHO W
MOBTApSIIIO C€ ChAbPKAHUE, KOETO € C HyJIeBa CTOMHOCT 3a MOTPEOUTEIUTE Ha
IPOAYKTa U ycIyraTa.

7. YcraHoBeHUAT npoduil HA YYACTHULIUTE OTpa3siBa BUCOKUTE
[pEeIBapUTEIIHU OYaKBaHUSI U MOTPEOHOCTU, TEHEpUPAHU OT MHUHAI OIHUT OT
CXOJHHU CTIOPTHU chOuTHA. [IoTpeOUTENCKOTO MOBEACHNE € M3IUIO0 (HOKYCHPAHO
KbM JUTUTagHaTa cpeaa. OTKpOeHH ca BOJECIIN MOTPEOHOCTH, KOUTO Ca CBbP3aHU
C He0OXOIMMOCT OT MHTEPAKIIMA U B3aUMOJICHCTBHUE Mpe3 Isi1aTta moTpeduTencka
nbTeka. KoMmyHUKalMOHHOTO ,npenjaraHe’ Ha OpaHJa He OTroBaps Ha
KOMYHHKAIIHOHHOTO ,,TbpceHe‘. Hali-BaKHUAT MHCTPYMEHT 3a M3rpakJaHe Ha
OpaHJ OCBEOMEHOCTTa Ha MApTHHOPUTE Ca COIMAIHUTE MPEXKH, KOUTO ca B
OCHOBAaTa Ha XUOPUHUS MOJIE]T HA KOMYHUKAIIHSL.

8. Bb3 ocHOBa Ha OCBHIIECTBEHWUTE H3CICABAHHUS W aHAIH3U Ce
YCTaHOBU HEOOXOAMMOCTTAa OT M3TOTBSHE HA MHCTPYMEHTAJIHA pamKka 3a OpaHf
OJIUT Ha OOMIIECTBEHM W KOPIMOpPATUBHU OpaH/IOBE, KOUTO Ca B POJIATa Ha
OpPraHM3aTOpH W/WIM TApPTHBOPH B CHOPTHH chOuTHA. llpemmoxenara pamka
(ITpunoxenne 1) BKIOYUBA TPUTE HAN-CHIIECTBEHH KATErOPUU 32 OLIEHKA U
aHaMW3 — BBTPENICH OpaHJAWHT, BBHIICH OpaHAMHT W TOTPEOUTEIICKO

MPEKUBSBAHE.
I1. IIpennopbku

B pesynTar Ha n3cineaBaHETO MOrar jaa ce (popMyJIHpaT HAKOU I10-BaXKHU

IPENOPbKH, a[peCUpaHu KbM YIPaBJIEHUETO HAa OpaHaa B CHOPTHHU chOuTus. Te
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ca reHepaHHU U MoraT Jia ObAaT BB3NPUETH U aIallTUPAHN CIIPSIMO CTICIIH(PUKUTE
¥ TIOTPeOHOCTHTE Ha MpoIieca OT OOIIECTBEHU 1 OM3HEC OpraHU3aIiH.

1. Bbpanasr Wizz Air Sofia Marathon mga uHMnmupa mno-mamabHO
NpoyYBaHE Ha HWHTEPECUTE, TMOTPEOHOCTHUTE, OYAKBAHMATA W HArJIaCUTE Ha
yJacTHHUIUTE. BBpXy Tazu ocHOBa Aa OBjae M3TpaJcH XHUOPUIEH KOMIUIEKC OT
WHTETPUPAHW MApPKETHUHTOBM KOMYHHUKAIMHM, Ype3 KOWTO Jla Ce pa3BHBa
CIIOPTHOTO CHOWTHE U HETOBUTE MAPTHHOPH.

2. Komynukanmonnarta crparerust Ha Opanaa nga Obnae dokycupana
BBHPXY BOJICHIUTE MOTPEOHOCTH HA 3aMHTEPECOBAHUTE CTPAHU U OCOOCHOCTUTE Ha
3a00uKasIaTa JUruTaiia cpeaa. Tosa Jia ce OChIIECTBH Ype3 HHTErpUpaHe Ha
JTUTHTAITHA OHJIAWH CpeACcTBAa U (POPMHU 32 KOMYHHKAIIWS, YAUTO TIOTCHIIAAT 32
U3rpakJlaHe Ha TMEYENUBIIN JABJITOCPOUYHU B3aUMOOTHOIICHHS I1I€ MTOMOTHE 32
YCIENTHOTO TO3UITMOHNPAHE Ha OpaH/a.

3. B ynpaBnenuero Ha copTHuUsi OpaHj Ja ce HHTerpupa cucTteMa 3a
yIpaBJICHUE HA B3aUMOOTHOIIICHUATA C KIIMEHTUTE, YPe3 KOATO J1a C€ PHKOBOJISAT
¥ aBTOMAaTH3UpaT JIEHWHOCTUTE MO KOMyHHKalMOHHATa cTparerus. CroupaHero,
CHhXpaHSBAHETO M aHAJU3UPAHETO HA UHPOPMAIIUSI € OT 0OCOOEHO 3HAUYCHUE TIPU
dbopMHpaHeTO Ha CHbBPEMEHHHUTE WHTETPUPAHU MAPKCTHHTOBU KOMYHUKAIIMH 32
yIpaBjieHue Ha OpaHja.

4, B cbcraBa Ha KOMIUIEKCA OT MapKETUHTOBHM KOMYHHUKAITUM KaTo
OCHOBHH KOMITOHEHTH Jla Ob/IaT BKJIFOUCHH MPEANOYNTAHUTE U UICHTHPUITUPAHH
OT ayJUTOPHATA KaHAJIM 3a KOMYHHKAIUS — COILMATHU MPEXKH, UMEIII, BUJICO
miathopmMu M MOOWIHM TpwiokeHus. [Ipenopbkara kaTto uACHTHUIIUPAH
KOMYHHUKAIIMOHEH MOXBaT ¢ Hali-BUCOKa 3HAYMMOCT o3HayaBa, Wizz Air Sofia
Marathon na pa3BuBa JUTHTAIIHA OOITHOCT B COIMATHUTE MPEKU U IIAT(POPMH.

5. OpraHu3alMOHHUAT KOMHUTET Jla TpEaNpueMe CTBIKH IO
Ch3/IaBAHETO HA PEJICBaHTHA ISUIOCTHA OpaH[ CTpaTerus, KOsITO C€ OCHOBaBa Ha
ChBPEMEHHUTE MPHUHIUIHN 32 €PEKTHUBHOCT MPU PA3BUTHETO — ABTEHTUYHOCT,

YHUKAJIHOCT, ITOCJICA0BATCIHOCT, CMOIMMOHATIHOCT U HCHGC’I)O6paBHOCT.
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6. Jla ce onTtuMu3MpaT BOJEHIM IPOLECH, YacT OT CHOPTHO-
TEXHUYECKUTE aCHEKTU HAa CHOPTHOTO CHOMTHE, Th KAaTO TE€ OKa3BaT IPSKO
BIUSHUE BBPXY MOTPEOUTENICKATa YJIOBICTBOPEHOCT HA YUYAaCTHHUIIUTE U
HapTHBOPUTE. Y CHBBPIICHCTBAHETO HA TPAaceTo, HETOBUTE KOMIIOHEHTH,
cTapT/(vHamHAaTa 30HA M HaYMHA Ha B3aUMOJCWCTBHE IIe JOMNpPUHECE 3a
MOBHIIIABAHETO HA 33JI0BOJICTBOTO CpEJl 3aMHTEPECOBAHUTE CTPAHHU.

7. Jla ce mpoyuar, ajantupar ¥ OPUIOXKaT A0OpU MapKETUHTOBU U
OpaHJ TNpPaKTHUKA HA CXOJHU CIOPTHU CBOUTHS, KOETO MIE JONpPUHECE 3a
NOBJIMABAHE Ha OBJCUINTE OYAKBAHMUS U BB3NPUATUS HA 3aWHTEPECOBAHUTE
CTpaHHU.

8. bpaunsr Wizz Air Sofia Marathon na ¢gokycupa mapkeTnaroBuTe
CH JI€THOCTU KbM MPUBINYAHETO HA KOPIOPATUBHHU OpaHIOBE 3a MapTHHOPH Ha
CIIOPTHOTO CHOWTHE ¥ YCTAHOBSABAHETO HA JBJITOTPAHU TEYETUBIIH
B3aMMOOTHOIIEHHUS, Bb3 OCHOBA Ha UACHTU(DULIUPAHUTE TOTPEOHOCTU U MOTHBH

3a y4dacTue.

I11. Ilpunocu

1. Nnentudunupana u  oOOCHOBaHa €  aKTyalHOCTTa M
HEO0OXOMMOCTTAa OT H3CJIEJIBAaHE Ha Hay4yHaTa mOpoOJieMaTHKa CBBbpP3aHA C
NPWIOKEHWETO HAa  WHTETPUPAHM  MApPKETHHTOBH  KOMYHHUKAIMU  TPHU
yIpaBJICHUETO Ha OpaHjia B YCIOBHITA HA CHOPTHH ChOUTHS.

2. N3rotBeH € noapoOeH TeOPETUKO-MPAKTUUECKH aHaIM3 3a POJIsTa,
(YHKIIMUTE U TPUIIOKEHUETO HAa MAPKETUHIOBUTE KOMYHUKAIIMH M KOHIEIIUATA
3a OpaHJMHT B CIIOPTA.

3. W3mon3BaH € METOA0IOTHYEH MOAX0T, KOWTO pa3Tiek/ia U U3CiIeBa
€IHO CIIOPTHO ChOUTHE KaTo camocTosiTesieH Opana. OTKpOeHU U aHATM3UpaHU
ca KJIFOUOBH XapaKTEPUCTUKN U KOMIIOHEHTH OT KOMYHHKAIIMOHHA TTEPCIIEKTUBA.
MeTogoOTHYHUAT MOAX0A MOXKE Ja Ce aJanThpa 3a U3CleABaHe Ha CXOAHU

IMpoucCH U ABJICHUA B CIIOPTHATA UHAYCTpPHUS.
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4. [IpennoxeHn ca MapKETHHTOBU W OpaHAWHT MOJIEIH, KOUTO JIa
ObJaT W3MOJN3BaHW 3a aHaJIW3 Ha KOMYHHKAIlMOHHATa Cpela, KakTo W
MPOCKTUPAHE W  YCBBBPIICHCTBAHE HAa KOMIUIGKCA OT HMHTETPUPAHH
MapKETHHTOBM KOMYHUKallMd. BbpXy OCHOBaTa Ha 3aabJIOOYEH aHaIN3 ¢
UAeHTU(UIIMPAHA CIIOKHATA UM M MHOTOIIOCOYHA CTPYKTYpa M B3aUMOICHCTBUSI.
[IpeacTaBenu ca reHepalHM HACOKW 3a Pa3BUTHE W YIIPaBJICHUE HA CIIOPTHHS
Opan.

S. Cob3nazieHa € MHCTpYMEHTANIHA paMKa 3a OpaH]i OJIUT, Ype3 KOSITO
OpraHU3aTOpPUTE Ha CIOPTHU CBHOUTHS J1a OCBHINECTBSIBAT OIEHKA Ha

e(l)eKTI/IBHOCTTa Ha OTACIIHUTC 6paH11 KaTCropuu.
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INTRODUCTION

Innovation is redefining every field, including sport. Today, all
organisations are immersing themselves in digital transformation by making it
part of their everyday processes. The commercialization of sport and it’s
becoming an integral part of human life has led to the emergence of sports
marketing not just a form of traditional marketing, but as a distinct scientific field
that has specific characteristics requiring the use of interdisciplinary approaches
in the development of marketing strategies. The main objective of marketing is to
create value for its customers in order to be able to extract value in return. The
contemporary model of marketing communications consists in the application of
integrated approaches that require the design and implementation of a broader mix
including traditional forms of advertising and a predominant presence of new,
more personalized media sources.

Increasingly, sporting events are being seen as an interactive, experience-
driven communication tool for brands, meeting the needs of specific audiences
through the planning, execution and control of integrated corporate
communications.

The basis of PhD thesis is to justify the use of integrated marketing
communications as a leading brand management tool in the context of sport events
through the practical application of modern communication and brand
management concepts. Revealing the possibilities and potential of IMC in a
highly digitalized socio-economic environment will allow the involved sociatel
and corporate entities to meet the expectations and needs of the relevant

stakeholders and affected parties.
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THEORETICAL AND METHODOLOGICAL STATEMENT OF
THE PROBLEM

I. Marketing theory in sport — concepts, functions, production
structures, product, consumers and perspectives

Sports marketing concepts are characterized by specific dimensions. When
it comes to its content and scope, the concept of hierarchy must be taken into
account. According to Smith and Stewart (2015), this hierarchy consists of four

levels at which sports marketing should be considered (Figure 1).

TECHNIQUES
Instruments for application

PRINCIPLES
Ideas and concepts

PROCESS
Activities to implement marketing plan

PHILOSOPHY
Meeting consumer needs
Create brand-customer relationships

Figure 1. Structure of sports marketing (Smith, Stewart; 2015)
According to Sandanski (2015), the following subspecies can be distinguished:
° Marketing a specific sport to potential participants;
° Marketing to stimulate fan interest in watching, enjoying and experiencing
it (events and competitions);
° Marketing through sport.

Over the years, the concept of marketing mix in sports has evolved and
acquired new dimensions. The marketing mix (Figure 2) is developed according
to the market, potential customers, segmentation and desired positioning. Each
element has its own strategy that is in unity with the overall vision of the

organisation. Grouping the individual components into an overall mix shows that
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the management and coordination of the elements needs to be done in an

integrated way.

o @

XN

e o

Figure 2. Marketing mix by Mereu (2020)

Il. Integrated marketing communications — essence and necessity of
their application in brand management

I11.1 Theoretical overview of the IMC

Integrated marketing communications are in a process of continuous
development and change. One contemporary definition (Porcu et al., 2017)
encompasses the multi-component nature of IMC, which includes four main

dimensions (Figure 3).

OMNE VOICE: INTERACTIVITY:
the achicvement and maintenance of a to sot a constant dialogue with
unique image and positioning and stakeholders through a  two-way
clear delivery of coherent messages communication
through online and offline marketing
communication tools

InVMIC
CROSS-FUNCTIOMNAL PROFITABLE LONG-TERM
PLANNING: RELATIONMNSHIPS:

strategic interaction has to take place in the This is the higher strategic dimension and it
organization as a whole, since messages represents the main purpose of INC

may come from all departments and not

only from the marketing department

Figure 3. Integrated marketing communications — dimension (Poncu et al., 2017)

Dynamic processes, including the emergence of social media, present brand
with new challenges in building complex marketing communications. Integrating
online and offline communication models is a must when forming an IMC. Mereu
proposes an IMC composition that is fully aligned with the capabilities of the

digital age and ever-changing consumer behaviour. The toolkit includes the
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following elements: advertising, sales promotions, public relations, social media,

websites and online search engines, mobile and direct marketing, persona selling.

1. Digital media at the heart of new integrated marketing
communications

New technologies are arming sports organisations with innovative
approaches to communicating and achieving goals. The characteristics of digital
media have an impact on society and its processes. The interaction between
consumers, partners and brand communities is now possible through entirely new
communication channels. The concept of the six stages in the process of modern
digital communications (Figure 4) suggests that there are certain actions behind
them through which the interaction with consumers takes place. These processes
consist of specific steps that aim to move the client along the customer journey
(Kotler et al., 2019).

Conwversatiomn

TNewms maeclia
sport marketing

Figure 4. The process of sports marketing in new media

Social media is a new form of communications in sport that has an
increasingly significant role in the digital world. They have a great impact on the
development of society because of one basic human need — communication
(Safco, Brake, 2009). The immediate generation of information and sharing it
with the audience are one of the most essential features of digital media. Social
media has a number of advantages, some of which are (Ling, 2009; Zhou et al.,
2021; Al-Quran, 2022; Simplilearn, 2022):

° Global distribution of content via social platforms;
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° Access to continuously updated information on global
developments;

° Creating communities and bringing together people with common
interests;

° Freedom of expression by each person;

° Opportunity to share and exchange ideas among a large audience.

IV. Brand management in sport. Classic branding — content and
historical overview. Building value through branding.

The essence of the brand can be defined by the following reference points:

e Brand adds value through differentiation;

e Brand as a promise to deliver consistent value and experience;

e Perception of reality through the brand.

The interactive nature of sports branding and its dynamic concept are the
reasons why several accepted definitions of its essence are present in the scientific
literature. Carter’s (2010) intensive work led to the insight that a sports brand is
created and shaped through a unique combination of identifiable attributes that
are designed to generate value and differentiate the brand.

The presentation of the overall branding process (Figure 5) by Shank

(2009) emphasizes the importance of creating high levels of brand value.

Brand Image Brand Equity Brand Lovalty

Figure 5. The sports branding process

V. Event marketing

,Customers love events, and corporate organizations love customers”
(D’Alessandro, 1993). Increasingly, sporting events are seen as an interactive,
experience-oriented communication tool.

The characteristics of sporting events also determine their competitive

advantages (Figure 6), making them preferred by public and business
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organizations as a means of creating an experience and generating emotional

impact.

TUniqueness e Saluables
advantagsce

Effectiveness

Figure 6. Sport events — sources of competitive advantage

Highlighting certain characteristics of each of the parties involved in the
process allows for the effective implementation of branding strategies that meet
the expectations and requirements of partners and sponsors, as well as media
representatives, participants and audience.

A key element is the opportunity for media broadcasting and the generation
of authentic content, as public and audience impressions are strongly influenced
by media publication (Parmentier, Fischer; 2012). Understanding stakeholder
perceptions and expectations is key in addressing their societal, business and
individual needs.

CHAPTER TWO
RESEARCH METHODOLOGY

I. Scientific problem and hypothesis

Sporting events are a social phenomenon that fulfil many important
functions in society. A guiding concept in the organization of sports forums is to
view them as a product whose purpose is to create a unique experience for the
participants and all those involved in the organization.

The dynamic changes in the socio-economic environment, the continuous
digital transformation and the development of communication process require the
application of innovative and integrated approaches to sports event management.
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Brand management and marketing communications tools used play an essential
role in the construction, promotion and positioning of sport events.

Modern sporting events, perceived and viewed as a brand, seek to attract
the attention and gain the trust of stakeholders in a sustained competitive
environment — online and offline. The developed theoretical and methodological
framework reveals significant differences and gaps in terms of integrated
marketing communications and their application in sport event management used
in our country. The concept of brand management and the components contained
in it imply the implementation and use of marketing tools and forms of
communication that meet the conditions of a highly digitalized environment,
including an increasing number of people who use smart devices in their daily
lives. The application of marketing tools that are relevant to socio-economic
conditions and needs is vital to achieving the ultimate effects that an event can
produce. Hence, the main research problem focused in the application of
integrated marketing communications approach in sport event management.
There is a mismatch between the business and marketing objectives that
public, and corporate brands pursue through their participation in sporting
events, and the prospects that organizers provide for their realisation.
Alongside this, there is also a certain limitation in the mechanisms and forms
of communication that sport event organizers use to engage and attract
participants and partners. The characteristics and needs of modern
consumers, their perceptions and expectations necessitate the use of
scientifically based concepts to help build and manage the brand of sport
events effectively.

The lack of targeted communication marketing strategies for the
management of sport entities and unfamiliarity with the possibilities, principles
and features of the branding concept gives us reason to adopt the following

working hypothesis:
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We hypothesize that the application of a set of integrated marketing
communications, part of the branding approach, would allow sport and
business organizations in sport events to analyse the needs of stakeholders
(partners, participants, spectators) and create communication strategies to
effectively realize the set business and marketing objectives in a highly
digitized socio-economic environment. We believe that the development of
different branding profiles would serve as a basis for the compilation of a
specific and scientifically set of tools and mechanisms for the implementation
of integrated marketing communications in brand management. The
digitalization of communication processes would meet the expectations of
consumers and partners, while at the same time accelerating the development
of each brand interested in the specific sport event.

I1. Characteristics of the study
I1.1. Purpose and objectives

The main purpose of the study is to justify the application of integrated
marketing communications as a key brand management tool for sporting events.

The achievement of the purpose implies the following tasks:

1. A study of theoretical and methodological frameworks in the
application of integrated marketing communications by sport and business
organizations in brand management in sport events.

2. Research, analysis and justification of the branding concept as a
meaningful approach and tool for public and corporate brands to use for managing
external and internal processes.

3. Study of the interests, needs, attitudes and expectations of marketing
subjects (organizers, partners, consumers) in the Wizz Air Sofia Marathon sport
event.

4, Preparation and justification of specific marketing profiles of the

sport event, based on a modern complex of means and forms of communication.
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5. Creation of an instrumental framework for the implementation of a
brand audit that sports brands can apply for their strategic positioning and

management.

I1.2. Scope, subject and object

The scope of this study is brand management and marketing of sport events
in the contemporary digital environment and the resulting new socio-economic
conditions.

The subject of the study is the justification of integrated marketing
communications as a tool for brand management in sport events.

The object of the research are the marketing subjects (consumers, partners,
stakeholders and “producers” of sport events) that are part of the communication
processes in brand management before, during and after the organization of the

sport event.

I1.3 Research methods

Table 1 reflects the basic arsenal of research methods used in the course of
the study, their object and technology of application. The overall research
methodology is complemented with theoretical analysis of specialized literature,
content analysis of specialized marketing documents and instruments, included
observation with marketing orientation, and mathematical-statistical methods.
The latter represent the quantitative evaluation of research data — variance,

frequency, correlation analysis and hypothesis testing methods.

Tabnauya 1. Hayuno-uzciedosamencku memoou, 00ekm u mexHoio2us

Research method Category and respondents Method technology
Event Event Organising The dissemination of the forms
participants partners committee took place online and offline
SURVEY between September 2020 and
308 4 4 October 2022
Event Corporate Digital Structured questionnaire and
IN-DEPTH organizers Partnerships marketing scenario.
INTERVIEW Experts experts
1 2 2
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Research divergent aspects in

CASE STUDY 3 sporting events the organisation and
management.
Analysis of applicable digital
DIGITAL 3 brands communication platforms and
BRAND AUDIT tools by organisers and
partners
CHAPTER THREE

ANALYSIS OF THE SURVEY RESULTS

Brand management through integrated marketing communications is of

strategic importance given the rapid processes of digitalization and changes in

consumer behaviour. The environment determines the need to integrate a

research-based approach in brand management and branding processes in sport

event management.

In the period 2021-2023, few surveys were implemented with key

marketing actors (organizers, partners and participants) aimed at identifying

needs, interests, attitudes and motivations. The targeted surveys allowed us to

analyse the following areas in depth:

e Strategic marketing analysis of the Wizz Air Sofia Marathon event

e Needs, attitudes and expectations of corporate sponsors and brand

management partners for the sport event

« Expertevaluation of the role of integrated marketing communications in

the management of the Wizz Air Sofia Marathon

e Research on brand awareness, attitudes, expectations and satisfaction

among Wizz Air Sofia Marathon participants

e Brand audit in sport events — content analysis

The results helped us to identify opportunities and trends in the application

of integrated marketing communications for brand management at sporting

events.
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I. Strategic marketing analysis of the Wizz Air Sofia Marathon —
consumers, partners and competitors

The Wizz Air Sofia Marathon has been held in Sofia since 1983 (with a
break in some years, 2009-2011). The Sofia Marathon has specific characteristics,
the knowledge and understanding of which is strategically important for the
development of marketing strategies and plans that respond to the current socio-
economic conditions and the needs of stakeholders (participants, partners,
sponsors, media). Considering the event as a brand and its relationships with
consumers and partners (other brands) are the basis for designing relevant
integrated marketing communications. In this context, different stakeholder
groups are identified, each of which uses brand interaction to meet specific needs
and objectives. The following table illustrates the main marketing actors and the

most commonly sought benefits and motivations for engagement.

Table 2. Motives for stakeholders and affected party interaction
(adopted from Sandanski, 2015)

Stakeholders Benefits and motives for interaction

Increasing the number of people practicing a sport;

Creating a viewership that follows a sport live or through the media;
Increase revenue;

Promoting social values and ideas;

Creating opportunities to develop sporting talent.

Increasing the number of customers (expanding market share)
Creating brand value;

Increase brand loyalty;

Increase brand awareness;

Improving corporate image;

Demonstrating social responsibility;

Motivating staff and building relationships with key business
partners, suppliers, customers;

Opportunities for direct marketing.

Increase audience (market share);

Raising viewer ratings;

Attracting advertisers (revenue);

Improving technological capacity;

Identifying new partnerships;

Promoting causes and ideas;

Sports organisation

Sponsor and
partners

Media
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Entertainment and satisfaction;

Supporting a favourite athlete/team;

Social networking;

Opportunities for interaction and support in distinct communities.

Public e Provide opportunities for sport;
organisations and e Association with the event and its partners;
institutions e Supporting social causes;
e Implementation of projects and campaigns;
e Reaching a wider audience;
e Generate content and new followers.
Sports spectators e Practicing and/or watching sports;
and fans e Purchase sports and sports-related products;
[ J
[ J
[ J
[ J

Participants are the core of the event, without whom many of the
accompanying activities would not exist. Profiling and analysing them helps to
develop an exceptional selling proposition to be used in the communication
strategy of individual brands. The design of the IMC, targeting the event
participants, based on current brand trends, includes development of a brand
persona that reflects the most common demographic, social, economic and

psychological traits of the competitors. The event brand persona is presented in

Figure 7.
BRAND PERSONA
- Ivan
-~
- Age group: 30-45 years old
- High income and social status
‘ - Exercise regularly and eat healthy

- - Uses modern technological devices

Participate frequently in sporting
events

Figure. 7. Brand persona of the Wizz Air Sofia Marathon

These components, which make up the brand persona, are among leading
motivators for partnership for many of the community and corporate
organizations supporting the sporting event.

An important part of brand management through integrated marketing
communications is the price offer that is shared with participants (registration fee)

and partners (sponsorship offer).
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The perception of price by individual participants is largely determined by
previously established perceptions and communication. The price component also
plays a key role in attracting partners and sponsors to the event. Properly designed,

it can ensure long-term profitable relationships.

Table 3. Price proposal for runners in 2020 and 2023

Distance Early Early Registration | Registration Late Late
registration registration registration registration
31.05.2023 31.05.2020 24.09.2023 | 05.10.2020 07.10.2023 12.10.2020
5km Free - Free - Free -

10 km 40 BGN 30 BGN 50 BGN 40 BGN 60 BGN 60 BGN

21.098 50 BGN 40 BGN 60 BGN 50 BGN 70 BGN 70 BGN
km

42.195 60 BGN 50 BGN 70 BGN 60 BGN 80 BGN 80 BGN
km

The communication strategy used in recent years has the following
objectives:

- to inform participants about the main benefits of playing sport and
participating in the sport event;

- to motivate and encourage participants to take certain actions;

- create long-lasting trust and brand loyalty.

To achieve these objectives, the organising committee uses some of the
most widely used means of communication:

Advertisement

Advertisement is the most widely used means of achieving communication
objectives. The forms used are press advertising (newspapers and magazines),
television and radio advertising, and outdoor ads (posters, billboards, transport).

Public relations

The brand plans to use this element of its communications strategy to build
and develop relationships with stakeholders. Press releases are usually
standardised and without a clear focus. A differentiated message approach is

lacking. The flow of information is one-sided. Positioning the event primarily
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through the traditional media has one significant drawback — lack of direct
relationships with consumers and collaborative content generation.

The overall communication strategy stands out for its lack of logical
consistency and structure. The modern communication process is multifaceted
and participants do not want to be passive subjects but to be at the heart of the
content and generation of content. The most serious shortcoming of the

communication strategy in the period studied is the absence of digital marketing.

I1. Needs, attitudes and expectations of corporate sponsors and brand
management partners for sport events

A sports event cannot be planned and implemented without the help of
partners and organizations to provide resource support (financial, material,
personnel, medical, etc.). The management of this bilateral relationship is a
multifaceted process based on the expectations and attitudes of the parties
involved in the interaction. In the Wizz Air Sofia Marathon two groups of

relationships can be distinguished, which are presented in Figure 8.

INSTITUTIONAL
PARTNERS

CORPORATE
SPONSORS

@uczypa 8. Wizz Air Sofia Marathon brand relationships

A study in the last years editions of the vent highlights a serious
sustainability of the relationships, as 80% of the partners over the last 5 years have
been the same. This is on the one hand positive as it suggests long-lasting
relationships have been built and less marketing activities are put in place to
maintain them. On the other hand, this fact can be interpreted as a lack of
flexibility, potential and ability to attract new partners, which affects the
instantaneous development and management of the brand. Building more lasting

and direct relationships requires knowledge of the needs, attitudes and
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expectations of partner brands. Interesting in this regard are the following leading
factors for brands to engage as a partner at the event. For all companies, personal
contact with the organisers and maintaining long-lasting relationships stand out.
The second most important factor appears to be the use of the sporting event as a
platform for interaction with stakeholders. A review of the social networks of
some of the partners confirms the relevance and importance of the sports event in
terms of communication strategies and planned marketing activities. Two
publications illustrate the type of content and the way in which stakeholders carry

out online collaborations.

M Garmin Buarapus © @ :Bﬁe.nj:vmsmmo
P September 203t 546 PM - @ sd- Q
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Figure 9. Brand communication before the Wizz Air Sofia Marathon

The association with the event, the target audience and the broad media
coverage are the next leading reason why corporate organisations decide to get
involved as sponsors. The opportunity to communicate directly and attract them
as future consumers is valued by brands, as many side activities are organised

during the sporting event to engage relevant groups.

Establishing the role of the sporting event for partner organisations reveals
in depth company needs. The statements presented in Table 4 show how corporate

partners perceive the sporting events.
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Table 4. The sport event through the prism of corporate partners
The event had a positive impact on the development of the brand.
The event creates favourable prospects for further development.
The event met the brand’s preliminary expectations.
Thanks to the event, the brand achieved its pre-set business/marketing goals.

The opportunities provided by the organisers help to successfully present the brand.
The event creates a favourable environment for the realization of partnerships
Brand association with the event contributes to its recognition and imposition among the
target audience.

The event receives direct and indirect benefits from partnering with our brand

The derived information should be used to manage relationships with
stakeholders and affected parties.

Social media is the tool that is most preferred among modern corporate
organizations. This applies in full force to sporting event partners. The Wizz Air
Sofia Marathon brand only has a Facebook page. There is some activity on it, but
it is being used in an inappropriate and ineffective way. On the other side are the
established partners who say they use the most widespread digital channels for
communication — Facebook, Instagram, Youtube, Twitter and Linkedin. The
analysis of the digital presence and the data from the expert survey give us the
reason to systematize four purposes why corporate brands use social media and
implement their communication strategies through them:

o Create quality content for user interaction;

o Reaching a wider audience and attracting potential followers;
° Increase brand awareness;
° Realization of sales revenue.

I11. Expert evaluation of the role of integrated marketing
communications in the management of the Wizz Air Sofia Marathon brand

Three factors were highlighted which, according to the event director, are

of the greatest importance and significance for the successful planning and
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organisation of the Wizz Air Sofia Marathon — the scale of the event, the
availability of partners and the cultural traditions associated with the annual event.
At the same time, serious gaps between what the organizing committee proposes
and what potential partners and sponsors expect were identified. The lack of a
digital marketing strategy and online presence is among the expectations and
needs of corporate brands, because this is how they can most easily and
effectively realize their pre-set business and marketing goals. The priorities of the
organising committee are more focused on the sport-technical conditions (the
main competition product) rather than on the marketing and commercial aspects
of sport event management.

Partnership relationships are always based on an exchange of benefits. Four
benefits provided that contribute to the development of the partners are described:
live broadcasting the event; providing the opportunity to generate revenue before
and during the sporting event; creating and maintaining long-lasting

relationships with target audiences; and implementing collaborations.

However, an audit of the brand online shows that the content used lacks a
storyline, a clear message, a target audience to which it is addressed and a
corresponding reaction. It is published spontaneously and haphazardly. The brand
does not have its own vision and identity, which is the core for building integrated
marketing communications in brand management.

This publication before the last edition of the event is indicative of the
information analysed so far. In a series of months, the only content that is shared
is a photo of a country and the welcoming participants from that country. These

posts are characterized by low to no engagement from the audience.
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Figure 10. Facebook post — part of brand communication

Most impressive is the single comment that summarises the marketing

strategy of the sporting event. Absolutely identical publications and the absence

of creativity is also noticeable by users.

Communication in the age of digitalisation and social media is undergoing

constant change. The Wizz Air Sofia Marathon brand uses the following

communication channels, for each of which a brief description is provided (Table

5).

Table 5. Communication channels of the sport event

Communication channel

Features

Facebook

The only social media the event uses. This limits opportunities for
audience interaction and engagement. Many users prefer the functionality
and convenience of other applications. There is no brand identity, no stand
out characters. Lack of vision and relevant quality content. No interactions
are observed. No co-branding, initiatives and campaigns. Posts are not
socially focused, consistent and creative.

The most lucrative and effective personalised communication channel that
is not being used. The only email each participant receives is after they
sign up. The potential of this communication tool implies personalised
and segmented communication. No binding emails are used to engage
customer journey — for attraction, branding traffic, attention, engagement,
direct sales, user reactivation. The organisers own the emails of all
participants in each edition. This is a huge potential resource that is not
being tapped.

> y i S @ i

S e b
WIZZ AIR SOFIA MARATHON

This is the business card of every brand. The first contact of customers
with the brand. A website helps boosting trust, especially when it is well

/| designed. The communication tool contains mainly information about the
1 sport-technical part. The content is basic and does not change from one
;| edition to another. Leading the way for any website is copywriting and

blog management, which is absent with www.marathonsofia.com

TV advertising

It is used on the air of BNT, Bulgaria on air and other channels. Data on
the effectiveness of advertising campaigns are missing. Information about
the vent is usually provided in the advertising spots. No call and
subsequent appeal for action. High costs without much effectiveness.
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http://www.marathonsofia.com/

Target audiences have long preferred other main channels of information
and communication. One-way communication without opportunity for
interaction and feedback

Radio
/

Like television, radio is also a one-way channel. It uses the airwaves of
several major radio stations to position the event. Data on the effectiveness
and results of these campaigns are lacking.

Outdoor advertising

-

This category includes billboards, horns, advertising panels in public
transport. Usually, a month before the event, an outdoor advertising
campaign is launched, which only informs that a sports event will be held
on a certain date. The costs are high as the only purpose fulfilled by this
type of advertising is to inform the public. There is no way to segment and
target the audience due to the scope of action.

IV. Research on

brand awareness, attitudes, expectations and

satisfaction among Wizz Air Sofia Marathon participants

The analysis of the results reports a certain predominance of men (63%)

compared to women (37%). The surveyed individuals (308) were divided into

several age groups. It is clear from the data that individuals between the ages ofr

18 years and 54 years were included in the study. Those age 25-34 (59%) had the

highest percentage, followed by those aged 35-44 (34%). These are individuals in

active adulthood, the majority of whom have established values, beliefs and

consumer behaviour.

The results presented in Figure 11 show that there is a significant difference

in terms of gender and age distribution. Males in the 23-34 age category are two

and a half times more numerous than females and over a third of the total number

of respondents.
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Figure 11. Comparison of participants by gender and age

This means that they are the mass consumers during the Wizz Air Sofia

Marathon, which is key when building integrated marketing communications and

brand management.
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The identification of motives is linked to the potential future development
of integrated marketing communications for brand management. The reasons for
inclusion, as the figure 12 shows, are mixed. With the highest percentage being
the venue (63,7%). Given that a large proportion of these people are concentrated
in the capital, the venue is extremely convenient as they do not have to plan trips
to other destinations, which involves additional transport and accommodation
cost. The race course was the second most common motive, cited by just over half
of those surveyed (54,6%). Licensing the marathon with a bronze label and
changing the course (going from 4 laps of 10km to 2 laps of 21.095) had an impact
on the majority of participants. Social networking (43,8%) was also among the

top reason for joining the event.

Date of event m——————— 31 0%
Venue and location e ——————— (3 7 /)
R a.Ce traLC K1 54.6%
Organisation ———— 29 4%
Social contacts = n————— /3 8%
Favourite sport  m————— 35 0%

Physical and mental wellbeing —n— 12 1%
Winning a medal m—— 33 0%

Figure. 12. Motives for participating in the Wizz Air Sofia Marathon
Note: The sum of the percentages exceeds 100 because respondents were able to indicate more
than one response.

The analysis of the communication strategy shows that marketing activities
start to be implemented only 14-21 days before the sport event itself. In this
context, the identification of the primary sources from which the participants

learned about the sporting event is an important next step (Figure 13).

Friends/familiars me————s—ssssssssssssssssssss—— 50, 3%
Social media ——EESSSSSSSSSSSS————— (5 70
Advertising at other events m—— 14 7%
Onlinead weemm 8 7%

Outdoor advertising m—— 16 3%

TV and radio advertising = 2 3%
From past editions m—————— 50, 3%

Official webpage == 3,6%
Email = 2 7%
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Figure 13. Sources of first contact with the brand

Note: The sum of the percentages exceeds 100 because respondents were able to indicate more
than one option.

It turns out that the top primary sources among respondents were friends
(80.3%), social media (65.7%) and participation in previous editions (50.3%).
These results are in stark contrast to the imposed communication strategy, which
emphasizes sources that have extremely low percentage from the data. The digital
environment has logically singled out recommendation (word of mouth) as the
most powerful weapon a brand can use. The strong presence of social media is
not surprising as well. Many of these recommendations take place in the digital
environment. Only 2.3% of respondents said they used TV and radio as their
primary source of information. This shows that these advertising formats are not

appropriate and do not generate the desired effects.

Brand awareness is associated with the degree of brand recognition by
consumers. Top of mind awareness is the most important measurement as it
reflects the natural emergence of the brand in the minds of consumers. These
metrics (Figure 14) are examined as a % of actual or potential consumers. In the
context of the Wizz Air Sofia Marathon, respondents had to indicate the first

partner they associated with the event, then all others.

]
| |
| | |
Top of mind awareness Spontaneous awareness Assisted awareness
% of respondents % of respondents who
mentioning a brand first reproduce the brand :/gccg ﬁi‘;ﬂﬂge&tgn‘ghﬁ
when mentioning the name when mentioning the m%ntion ar s i
category the category

Figure 14. Types of brand awareness
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When mentioning the sporting event, 74.4% said the general sponsor
(Wizz Air) and the remaining 13.3% and 12.3% mentioned two other corporate

partners — Garmin and Asics respectively (Figure 15).

= Top of mind Spontaneous

T4,4% FA,2%
65,6%

40,0% IT7,.5%

13,394 12,39 10,5% 9,6%

= & s 2~ o - & 3 {5!»‘\ &V £
> o =

Figure 15. Brand awareness “Top of mind” and spontaneous awareness

These “Top of mind” results are not surprising given that the name of the
sporting event itself contains the name of the most honestly recognisable partner.
The long-standing collaboration of the other two partners is also perceived among
some participants as the first reconisable brand. Spontaneous prominence for them
logically scored the highest at 74.2% and 65.6%. High spontaneous awareness is
a prerequisite for favorable attitude and inclusion in the set under consideration
and set of brands bought.

The sport event as a brand is associated in multiple ways by stakeholders
(Figure 16). All these associative links can be used in the strategic planning of the
communication strategy and the development of specific storylines, scenarios and

messages.

Ermotiom Exciternment

IDiascipline Entertainment

W1z alr
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MDdadness Coammpaetitiors

A dvrentuare Challenoe

Pleasure

Figure 16 Brand associations

Other significant metrics that were investigated were brand attitude and

participant satisfaction. As the Wizz Air Sofia Marathon is a multi-component
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event, the questions were separated into several categories that are directly linked
to customer satisfaction.
The first one contained assessment on leading areas of organization and

conduct. The results of the variance analysis applied are reflected in Table 6.

Table 6. Variance analysis results of leading brand components

Indicator [\ ’ Xmin | Xmax

Media coverage 308 3 10 7 7,15 | 1,467 | 20,51% |-0,450| 0,346

Partner relationships | 308 3 10 7 7,29 | 1,330 |18,24% (-0,218| 0,284

Commitment and 308 3 10 7 7,70 | 1,528 | 19,849 |-0,628| 0,234
involvement

Overall satisfaction | 308 3 10 7 7,78 | 1,386 |17,81% |-0,337|0,112

Association 308 2 10 8 7,68 | 1,478 |19,24% |-0,627|0,775

Awareness and 308 3 10 7 7,56 | 1,450 [19,18% |-0,315(|-0,478
information

Sustainability 308 2 10 8 7,93 | 1,404 |17,70% |-0,629| 0,824

The derived data show that scores range from 2 to 10 for all indicators.
Their average ranges from 7.15 to 7.93. This score is the first on the positive
spectrum of the scale, meaning that participants are rather satisfied but have some
reservations about each indicator. With the highest score being “event
sustainability” which is associated with taking place during pandemic years when
many mass events were cancelled. The coefficient of variation V for each
component is in the range 10%-30%, indicating the sample studied is
approximately homogeneous. The distribution of values, except for partner
relationships, is asymmetric but has a predominantly normal peak.

An important feature of the vent is the race course, as it is the core of the
entire Wizz Air Sofia Marathon brand. It is indicative of this that a large majority

of participants (54.6%) pointed to it as the leading motive for taking part in the
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sporting event. The respondent’s assessment of the different organizational

aspects is presented in Table 7.

Table 7. Variance analysis results of the race course

Indicator

Traffic and route 308 1 10 9 4,091 |1,7624|43,08%| 0,337 |-0,776
control

Number and quality | 308 1 10 9 |5,788(1,4160(24,46%| 0,369 (-0,778
of medical points

Experience during the| 308 3 10 7 15,933 (1,8632|31,40%| 0,389 |-0,911
run

Volunteers along the | 308 5 10 5 |7,357(1,4603|19,85%| 0,278 |-1,004
route

Number and quality | 308 2 10 8 |4,567|1,8878|41,35%|-0,438|-0,434
of refreshment points

There have been major changes in the scores of participants when it comes
to the race course. Almost all components receive unsatisfactory scores. With the
lowest value being “traffic and course control” (4.091). It is known that during
the sporting event, part of the race course mixes with the daily flow of car traffic
on leading streets and boulevards. Medical (5.788) and refreshment stations
(4.567) are also among the low scoring indicators. These two aspects of provision
are key to the overall sport product and their neglect forms an extreme
dissatisfaction. Only volunteers on the track (7.357) receive a relatively
satisfactory score. The coefficient of variation for individual items differs as we
can summarize that it ranges from medium to large variance. These data reveal
weaknesses that have an impact on user experience, attitudes and expectations.

The next area of questions in the survey relates to identifying the
recognition of corporate partners and sponsors by consumers. What their
perceptions are of these entities is key to the future design and implementation of

a set of integrated marketing communications for brand management (Figure 17).
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m Among the commonly used by me m 1 have used it in daily life
1 don't kmow it 1 use occasionally
= The most commonly used by me 1 know it only by name

m | have used before, not anymore

12,3%

25,6%
17.2%

21.8%

Figure 17. Perception of partner brands by product category

It is important to clarify that the results obtained are influenced by several
factors, the main ones being the marketing communications and brand
management of each corporate organisation. This means that they have to be
considered separately due to the particularities of each one and the different
product categories they represent. From the data illustrated, it can be stated that
no particular patterns can be identified in the individual partners precisely because
the specific conventions and environments in which they operate differ
significantly.

Establishing moment-to-moment relationships between consumers and

brands was also the focus of the study (Figure 18).

Garmin I 3,20
Wizz Air . 9 4%,
Sponser I 13 4%
Velingrad e 6,29%
Asics
None of the above InEEEEE————— 19,2%

70,7%

Figure 18. Currently owned and/or used brands

Asics (70.7%) and Garmin (63.2%) stand out with the highest percentage
share. These are the two leading suppliers of sports equipment, accessories and
smart devices that marathon participants use and prefer. Nearly 1/5 of respondents
said they did not own or use products from the brands listed at the time of the
survey.

Social media is a leading source for using and delivering information

among participants. This necessitated the identification of similarities and
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differences in some essential processes related to digital behaviour and preferred
means of communication. All participants have confirmed having a personal
Facebook account and prefer the social media for interactions and
communication. The social application Instagram also scored very high (82.4%).
The two platforms have quite similar features but also quite functional differences
and purposes. Since more than two-thirds of respondents share on Instagram, this
suggests that a large part of the advertising messages and campaigns in the digital
space are conducted there. The Wizz Air Sofia Marathon brand only has a
Facebook page. The lack of Instagram can be interpreted as a lack of digital
competences and modern approaches to positioning among a desirable audience.

Word of mouth recommendation appears to be the most effective way of
brand positioning. The identification of recommendation as a leading decision
factor is confirmed by the results in this study. It turns out that consumers tend to
trust online reviews from complete strangers. The variance analysis of these

indicators is presented in the following Table 8.

Table 8. Variance analysis for propensity to recommend

Indicator N ’ Xmin | Xmax

Personal 308 5 10 5 7,919 | 1,253 [15,82%]| 0,295 |-0,674
recommendation

Recommendationof | 449 | 4 | 19 | 6 |8253| 1263 |15,30%|-0,290|-0 297

brands
Re-participation 308 1 10 9 |7,861]|1,354|17,22%|-0,679| 1,759
Satisfaction 308 2 10 8 | 7,536 1,442 |19,13%]-0,947| 2,006

The results fall in the positive range of the Likert scale, with the highest
mean being the recommendation for partner brands that the surveyed individuals
would make to friends and acquaintances. The majority of respondents were
rather satisfied with their overall participation and would register again in future
editions. The propensity to make a personal recommendation is an essential point
of the analysis, as it shows that consumers of the sports product are willing to
share and narrate their positive moments. This is likely to happen very easily in

the online space thus the response would reach a much wider audience. A barrier
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has been the lack of a targeted digital marketing strategy to stimulate these
processes by motivating people to share content and interact with the brand, its
partners and other participants in various social initiatives.

V. Brand audit in sport events — content analysis

The application of this tool is not recognized among sports marketers,
which poses serious challenges for brands. Assessing snapshot positioning
typically proceeds in several stages, considering three main categories:

1. Internal branding — mission, vision, brand values and brand culture.

2. External branding — marketing and advertising activities, logo, public
relations, mail, website, social media accounts, content marketing.

3. User experience — user journey, interactions, sales processes and service.

The paucity of scholarly literature on brand auditing in sporting events has
brought to the fore the need to create an instrumental framework for conducting

brand auditing in the sporting event context.

CHAPTER FOUR
CONCLUSIONS AND RECOMMENDATIONS FOR PRACTICE

I. Conclusions of the study

1. Integrated marketing communications are a fundamental and
significant factor in the ultimate success of brand management at sporting events.
The concept of branding in sporting events is based on current trends related to
consumer behaviour, corporate needs, strategic objectives and interaction
between different social and business organisations.

2. The marketing concept of branding is key to positioning a sporting
event. Intensity, globalisation and digital technologies are imposing new
standards, the coverage and management of which is a defining issue for sports
and corporate organisations. The complex application of integrated marketing

communications and the concept of brand management provide alternatives for
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the successful management of communication processes that currently do not
reflect the needs and expectations of consumers and partners of the sport event.

3. Sport events are a specific, multi-component and peculiar product
that implies the implementation and execution of a wide complex of
communication means and forms based on the conditions of the surrounding
environment. Considering the sport event as an independent brand allowed
identifying and defining problems in the implementation of communication
campaigns. The main reservations are found in the mismatch between the
communication demand of consumers and partners, and the communication
supply by the sport event.

4, Modern communication concepts and strategies are based entirely
on digital processes and innovative technological solutions. Traditional forms of
communication fail to respond to the dynamic changes occurring in the
environment. A new communication reality is emerging, which is a hybrid mosaic
of communication processes and tools. The potential and the rich arsenal of
communication tools that integrated marketing communications bring are a way
to adequately respond to and influence consumer audience.

5. The strategic marketing analysis of the Wizz Air Sofia Marathon
reveals gaps in individual marketing elements that affect the overall perception
and performance. Based on the information collected and analysed, marketing
characteristics of key entities are derived, based on which an attempt is made to
build marketing profiles — a participant profile (brand persona) and a profile of
the modern corporate partners.

6. The needs and expectations of corporate organisations are outlined
as a basis for designing and implementing integrated marketing communications
that are in line with the modern processes and activities characteristic of business
companies. The analysis caried out showed serious inconsistencies between the
internal communication strategies of individual partners (motives for

participation, benefits, marketing and business objectives) and the
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communication relationship with the Wizz Air Sofia Marathon brand. The flow
of information is unidirectional with monotonous and repetitive content that is of
zero value to customers of the product and service.

7. The established profile of participants reflects the high prior
expectations and needs generated by past experience of similar sporting events.
Customer behaviour is entirely focused towards the digital environment. Leading
needs were highlighted which were related to a need for interaction throughout
the customer journey. The communication “offer” of the brand does not match
the communication “demand”. The most important tool for building brand
awareness of partners is social media, which is the foundation of the hybrid
communication model.

8. Based on the research and analyses conducted, the need to develop
a brand audit framework for public and corporate brands that are organizers
and/or partners in sport events was identified. The proposed framework includes
the three most essential categories for evaluation and analysis — internal branding,

external branding and customer experience.

I1. Recommendations for the practice

As a result of the research, some more important recommendations can be
formulated, addressed to brand management specialists in sport events. They are
general and can be adopted and implemented to the specificities and needs of the
process by public and business organisations.

1. The Wizz Air Sofia Marathon brand to initiate a larger survey of the
interests, needs, expectations and attitudes of the participants. On this basis, a
hybrid integrated marketing communications complex should be built to develop
the sport event and its partners.

2. The brand communication strategy should be focused on the leading
needs of stakeholders and the characteristics of the surrounding digital
environment. This is to be done by integrating online digital tools and forms of
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communication whose potential to build profitable long-term relationships will
help the positioning of brand successfully.

3. Integrate a customer relationship management system into the sports
brand management to manage and automate the communication strategy
activities. The collection, storage and analysis of information is of particular
Importance in the formation of modern integrated marketing communications for
brand management.

4, Include the preferred and identified by the audience communication
channels — social media, email, video platforms and mobile applications — as the
main components of the marketing communications complex. The word of mouth
recommendation as the identified communication tool with the highest relevance
means Wizz Air Sofia Marathon to develop a digital community on social media
and platforms.

5. The organizing committee to take steps to create a relevant overall
brand strategy that is based on modern principles of development effectiveness —
authenticity, unigueness, consistency, emotional and relevance.

6. The brand to optimize leading processes, part of the sport-technical
aspects of the sport event, as they have a direct impact on the customer satisfaction
of participants and partners. Improving the race course, its components, the
start/finish area and the way of interaction will contribute to increasing
satisfaction among stakeholders.

7. To research, adapt and implement good marketing and branding
practices of similar sporting events, which will contribute to influencing future
stakeholder expectations and perceptions.

8. The Wizz Air Sofia Marathon brand to focus its marketing activities
on attracting corporate brands to partner the sport event and establish long-lasting
profitable relationships based on identified needs and motivations for

involvement.
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Il1l. Contributions

1. The relevance and the necessity of researching the scientific issues
related to the application of integrated marketing communications in brand
management in the context of sport events is identified and justified.

2. A detailed theoretical-practical analysis of the role, functions and
application of integrated marketing communication and the concept of branding
in sport is made.

3. A methodological approach is used that considers and examines a
sporting event as a brand in its own right. Key features and components are
highlighted and analysed from a communication perspective. The methodological
approach can be adapted to study similar processes and phenomena in the sports
industry.

4, Marketing and branding models are proposed to be used for the
analysis of the communication environment, as well as the design and
improvement of integrated marketing communications complex. Based on a
thorough analysis, their complex and multidirectional structure and interactions
are identified. General guidelines for sports brand development and management
are presented.

5. An instrumental framework for brand auditing has been created,
through which the organisers of sporting events can evaluate the effectiveness of

individual brand categories
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