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Abstract: The main factor for survival of the organizations from the sector of Performing
arts (PA) in Bulgaria is their ability for fast response to the changes in the environment,
where they operate: both the external (determined by the amendments in the Performing
Arts Act, emergence of new competitors, partners and technologies in the sector), and the
internal environment (lack of resources — human, material, informational) of the cultural
institutes. This dynamics emphasizes strongly the efficient management of the organiza-
tions concerned. The managers should use flexible marketing activities for the manage-
ment of PA, if their aim is survival and gaining a leading position in a highly competitive
environment.
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Pe3tome: OCHOBEH (haKTop 3a oLEe/IIBaHE Ha OpraHu3aunnTe, OCbLUECTBSABALUN AENHOCT B
cgepata Ha CLUEHMYHNTE U3KYCTBa B bbsrapus € crnocobHOCTTa UM ga pearnpat 6bp30 Ha
M3MEHEHNSATa Ha cpeaaTa, B KOSITO oriepupat. HectabusiHa € KakTo BbHLWHAaTa (06yc/ioBeHa
OT NMPOMEHUTE B 3aKOHA 3a CLIEHUYHUTE U3KYCTBA, NosBaTa Ha HOBU KOHKYPEHTU, NapTHLOPU
M TEXHOJIOMMM B CEKTOPA), Taka W BbTpPeLIHaTa cpeaa (HeAOCTUI Ha PeCYpcu — YOBELUKM,
MatTepmasnaHm, MHGHOPMaLMOHHMN) Ha KYATYPHUTE UHCTUTYTU. Ta3u AnHaAMUKa MNOCTaBs CUIIEH
aKLEHT BbpXY €heKTUBHOTO yIpaBE€HUE Ha Pa3riexaaHnTe opraHmn3aummu. PbKOBOAUTEINTE
6u cneaBano Aa M3ros3BaT MbBKaBW MAapKETUHIOBWU AEHHOCTU Mpu YyrnpaBA€HUETO Ha
CLIEHNYHUTE M3KYCTBAa, aKo LIEJIST OLEeNSIBaHE M 3aBOKOBAHE Ha BOAELLA MO3ULMUS B CHUITHO
KOHKYPEHTHa cpeaa.

KnroyoBun gymun: yrnpassieHne, CLEHWYHO M3KYCTBO, KYATYPHWU MHCTUTYTH, HECTOMAaHCKM
MapKeTUHI

JEL Classification: M10, M12, M31,035, 038

I. Introduction I. BbBegeHue

Along with the economic development
and social welfare, culture has an excep-

Hapen ¢ MKOHOMWYECKOTO pasBMTUE WU CO-
LUManHoTo  6narocbCTosiHMe, KynTyparta

tional place in society. Cultural organiza-
tions are classified into those operating in
performing arts, film industry, museums,
monuments of culture, libraries and fine
arts (Delcheva, 2007). According to the
type of ownership, the organizations un-
der observation are state-owned, munici-
pal, private and of mixed ownership.

3aeMa U3KNIK4YUTENHO MACTO B XWMBOTA Ha
obuwecTtBoTo. KynTypHUTE OpraHmsaummn ce
pa3gensaT Ha onepupaLum B CLEHUYHO U3KY-
CTBO, pMaMOBaA UHAYCTpUSl, My3en, nameT-
HUMUW Ha KynTypaTta, uYMTanviia M MU3SLWHU
n3kycrea (denuesa, 2007). Cnopea dop-
MaTta CM Ha COBCTBEHOCT, pasrnexpaHuTte
opraHusauum ca AbpXKaBHU, O6LWKMHCKMY,
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The paper is focused on state-owned
cultural institutes, operating in the sec-
tor Performing arts. These are budget
dependent structures, which are estab-
lished, transformed and closed down by
the Council of Ministers of the Republic of
Bulgaria, following a proposal by the Min-
ister of Culture or by a special Act. They
are financed by the Ministry of Culture
budget and receive money transfers from
the municipalities based on contracts with
the Ministry of Culture (Law on Protection
and Development of Culture, 1999). The
cultural institutes of performing arts, sup-
ported financially by the state are: those
with a nationally important status, ex-
perimental institutes, drama theatres and
drama puppet theatres, puppet theatres,
opera and opera and theatre centres, mu-
sical and drama theatres and theatre and
music centres, philharmonic orchestras
and sinfoniettas.

The managers of cultural institutescarry
out a number of functions — they manage,
coordinate, control, delegate, make deci-
sions, manage the personnel, develop
projects and business plans and attract
additional revenues. They are also re-
sponsible for the creative process in their
interaction with the personnel and other
stakeholders (Langley, 1995). Due to the
complexity of functions they have to per-
form, they are expected to have better
organization of time. (Volz, 2004). The
managers have to keep making analyses
of the external and the internal environ-
ment, to implement specific strategies for
expanding their creative activities and
to develop strategic plans (Varbanova,
2015; Langle 8§ Conte, 2007).

The managers of cultural institutes should
be aware of the fact that marketing is
playing ever more significant role for their
organizational development. It is neces-
sary that they develop their own distri-
bution and communication channels, to
implement a flexible pricing polidy, to aim
at meeting more fully the needs of their
target audiences in order to be able to
cope with the negative influence of the
elements of external environment, where
they perform their actiities.

The need of implementing a marketing
approach in managing the cultural insti-

YaCTHMN N CbC CMECEHO y4YacTune.

B cratusita 06eKkt Ha BHUMaHue ca Abp-
XKaBHUTE KYJATYPHU MHCTUTYTU, OCBLUECT-
BsIBaLUn [ENHOCT B CeKTop , CUEHNYHO U3-
KycTBO”. TOBa Ca CTPYKTypu Ha 6roaxeTHa
N34pbXKKa, KOUTO ce Cb3aasaT, npeobpasy-
BaT M 3aKpmBaT OT MUHUCTBLPCKN CbBET Ha
PBbnrapmsi no npeanoXxeHne Ha MMHUCTbpa
Ha KyJaTypaTa WM CbC CrieuuasneH 3akoH,
dunHaHcmpaT ce oT bogxeTa Ha MuHucrep-
CTBO Ha Ky/TypaTa M noJjlydaBaT TpaHcde-
pu OT OBLWMHNTE Bb3 OCHOBA Ha CKJ/IHOYEHMU
[0roBopu € MWHUCTEPCTBO Ha KynTypaTta
(3aKoH 3a 3akpuia un pa3BuTUE Ha KynTypa-
Ta, 1999). KynTypHUTE MHCTUTYTK OT cue-
HUYHMUTE U3KYCTBA Ha AbpXXaBHa MU34PbXK-
Ka ca: TakmBa CbC CTaTyT Ha HaUWOHANHO
3Ha4YeHne, eKCnepuMeHTasIHU WHCTUTYTH,
ApaMaTU4YHM TeaTpu M ApaMaTUYHO-KYyKe-
HW TeaTpu, KyKJIeHn TeaTpu, onepu n onep-
HO-TeaTpasiHN LIeHTPOBE, MYy3WKasIHO-Apa-
MaTU4YHW TeaTpu W TeaTpanHO-My3MKasHU
LeHTpoBe, (PUNXapMOHUU U CUMPOHNETH.

PbkoBoaANTENUTE HA KYNTYPHUTE UHCTUTYTU
M3nbaHABAT peanua GyHKUMN — pbKOBOAAT,
KOOpPAMHMPAT, KOHTpOAWpaT, Aenermpart,
B3eMaT pelleHusl, ynpaBnsasaT nepcoHana,
paspaboTBaT npoekTn n 6MU3HeC nsaHoBe,
npuBAMYaT AOMBAHUTENHM NPUXOAN, OTrO-
BapAT 3a TBOpYECKMS npoLec npu B3anmMo-
OENCTBMETO CU C NepcoHana 1 pasnmyHuTte
3aMHTepecoBaHn ctpaHu (Langley, 1995).
OT TAX Ce M3MCKBa MO-BMCOKA OpraHu3a-
LM Ha BpeMeTo, Nopaan KOMIMAEeKCHOCTTa
Ha dyHKUMKUTE, KOUTO m3nbnHaBaT. (Volz,
2004). MeHupxbpute TpsbBa HenpeKkbC-
HaTO Aa NMpaBST aHaNM3 Ha BbHLIATA U Bb-
TpelwHaTa cpefa, Aa npuiaraT KOHKPETHU
cTpaTernu 3a paswmpsiBaHe Ha TBOPYECKU-
Te CU OeNCTBUS M Aa U3rOTBAT CTpaTernye-
cku nnaHose (Varbanova, 2015; Langle §
Conte, 2007).

PbkoBoanTENnTE Ha KYNTYPHUTE NHCTUTYTH
6u cnegBano ga OCb3HaBAT, Y€ MAPKETUH-
MT Urpae BCe Mo-BaXKHa posid 3a TAXHOTO
OpraHmM3auMoHHO pa3BuTne. Heobxoanmo
e Te Aga pas3BuMBaT CBOU AUCTPUOYLMOHHU
M KOMYHMKAUMOHHW KaHanu, ga npunarat
MBKaBa MONUTUKA B LEHOOOpa3yBaHETo,
Ja UendaT no-nbJfiHO YAOBJ/IETBOPSIBAHE Ha
HY>XOWUTe Ha uenesmTe CU ayguTopuu, 3a
Ja ce CnpaBsAT C HEraTMBHOTO BJIMSIHME Ha
€NeEMEHTUTE Ha BbHLWIHATa Cp€eaa, B KOATO
OCbLLECTBABAT AENHOCTUTE CU.

HeobxoanMocTTa OT MpuiaraHeTo Ha Map-
KETUHIOB MOAXO0A MNpW YMpaBlieHUETO Ha
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tutions is a must, if they are striving not
just for survival, but also for enhancing
their competitive advantages and their
long-term development.

I1I. Conceptual Framework

The aim of the present paper is to justify
the need for a marketing approach to the
management of one NGO structure — the
sector of PA.

The main objectives, in view of achiev-
ing the goal set are:

1. Characterizing the problems, stem-
ming from the external environment,
which cultural organizations are cur-
rently facing.

2. Analysing the specific marketing
features in the field of arts through
shedding light on their nature and
development.

3. Outlining marketing approaches in
the field of arts.

The topicality of the issues discussed is
determined by the fact that the marketing
activities in the Sector of PA are hardly
present.

Marketing I the field of arts

The NGOs such as the cultural institutes
in the sector of PA are structural units
that do not distribute surplus between
owners and shareholders, but use it for
achieving their preodefined goals instead
(Stoycheva, 2015).

In the last few years, the long awaited
cultural reform has started, setting basic
requirements to cultural institutes to start
functioning on a purely market principle.
New methods for determining the funds
for the state cultural institutes in the field
of PA have been developed, which have
been amended annually since their initial
introduction in Bulgaria in the beginning of
2013. The rules approved for implement-
ing the delegated budgets of the cultural
institutes initially regulate the condition
that funding is formed ‘by multiplying the
number of tickets sold for each cultural
institute and the established uniform ex-
penditure standards for financing the re-
spective group of state cultural institutes.’

KYNTYPHUTE UHCTUTYTU € 3aAb/IKUTENHO YC-
NTOBME, aKO CTPEMEXBT MM € He MPOCTOo oLe-
NnABaHe, a yBe/M4yaBaHe Ha KOHKYPEHTHUTE
NnpeanuMcTBa U AbJIFOCPOYHO pasBUTUE.

II. KoHuenTtyanHa paMka

Llen Ha HacToswaTa ctaTusa € Aa 060CHO-
Be HeobxoAMMOCTTa OT MpuiaraHeTo Ha
MapKeTUHroB MnoAxoA TMpu YMnpaBleHUETO
3a eHa OT CTPYKTYpUTE Ha HECTOMAaHCKUTE
opraHmMsauum - CEKTOPbT Ha CLEHUYHUTE
N3KyCTBa.

OCHOBHMUTE 3aja4m, KOUTO Ca NOCTaBEHU C
ornea usnb/IHeHMe Ha nocTtaBeHaTa uen ca:

1. XapakTtepusnmpaHe Ha npobnemuTe,
uaBalin OT BbHLWHAaTa cpega, npea
KOWUTO Ca U3NpaBeHU KYNTYpPHUTE Op-
raHusauum.

2. AHanu3mpaHe Ha MapkKeTuUHroBaTa
cneundwka B cepaTa Ha M3KycTBaTa
ype3 M3ACHSBaHe Ha HeWHaTa Cbly-
HOCT 1 pa3BuTHe.

3. OuepTaBaHe Ha MapKETUHroBM noAa-
xoau B chepaTa Ha M3KycTBaTa.

AKTyaniHOCTTa Ha pa3srnexzaaHaTta npobne-
MaTMKa ce obycnaBsa oT dakTa, Yye Mapke-
TUHroBaTa JAenHocT B cektop ,CueHUYHO
M3KYCTBO"” y Hac no4Ttu nuncea unu e cnabo
3acTbneHa.

MapkeTuHr B ccheparta Ha U3KycTBaTa

OpraHusaummnTe C HecTonaHcka uen, Ka-
KBUTO Ca KYNTYPHUTE MHCTUTYTU B CEKTOP
CLUEHNYHO M3KYCTBO, Ca CTPYKTypHU dop-
MWUpPOBaHUs, KOUTO He pa3npenensaTt 6to-
AXKETEH U3JTULWIBK MexXay CO6CTBeHVILl,VI n
aKLMOHepW, a BMECTO ToBa ro M3non3eaT 3a
NOCTMraHe Ha NpeaBapuUTENHO MOCTaBEHU-
Te cu uenm (Stoycheva, 2015).

Mpe3 nocnegHuTe roAMHW B KynTypHaTta
cdhepa 3anoyHa Taka AbAroovyaksaHaTa pe-
dopma, KoSTO noctaBu 6a3nCHU M3MCKBaA-
HUS Npea KYNTYpPHUTE MHCTUTYTU Aa DYHK-
LMOHMpPAT B YC/IOBMUSTA Ha YMUCTO NasapeH
npuHumnn. PaspaboTteHa e HoBa MeToaunka 3a
onpeaensHe Ha cpeacTBaTa Ha AbpXXaBHU-
Te KyNTYPHU MHCTUTYTK B obnacTTa Ha cue-
HUYHUTE U3KYCTBA, KOSTO TbPNnN eXeroaHu
NPOMEHU W aKTyanusaumu cnep nMbpBOHa-
YasIHOTO M BbBEXAAaHe y Hac B HA4anoTo Ha
2013 r. YTBbpAEHUTE Npaswuia 3a npwniara-
He Ha AenernpaHun 61aXeTn 3a KynTypHUTe
WHCTUTYTU MbpBOHAYasIHO pernaMmeHTupart
yCnoBmeTo, 4ye puHaHcmpaHeTo ce hopMu-
pa ,KaTto npomsBeaeHne ot 6pos npopase-
HM 6MNeTn Ha BCEeKWN KyNITypeH UHCTUTYT U

54



Marketing Approaches in Managing the Organizations from the Sector of Performing Arts

The subsidy is received on the basis of
results obtained — using a single expendi-
ture standard, based on the number of
viewers. After the latest amendment (in
force since 01.07.2015) for determin-
ing funds in the PA, the state subsidy is
obtained on the basis of income (Law on
Protection and Development of Culture,
2015).

The environment in which the cultural in-
stitutes function is extremely dynamic.
The main threats for PA coming from the
external environment can be summarized
as follows:

1. The state or municipal support of arts
has the tendency to shrink, which
results in a decrease of the funding
for the cultural institutes.

2. Corporative donations have not reg-
istered any growth, the trend being
for constant restrictions on sponsor-
ship and donations.

3. There are no preferences regarding
taxation in Bulgaria, which to allevi-
ate the financial burden or stimulate
those individuals, willing to donate
cash or help PA in any other way.

4. Arts are under additional pressure,
which became especially oticeable in
the late eighties of the 20ieth cen-
tury. It is a fact that attendance has
decreased significantly. This decline
can be attributed primarily to the
reduced free time of households, as
well as to the higher cost of tickets,
and in many cases, to the lack of
quality performances and conditions
for their realization (Andreasen &
Kotler, 2003).

Performing Arts have been facing financial
challenges, since the traditional source of
income — the state subsidy, has been in
constant decline.

The formation of the marketing strate-
gy of NGOs should start with determin-
ing their mission and goal. They serve,
in general, for the public good, and their
goal is not related to financial gain. The
fulfilment of their mission depends both
on the elements of the external environ-

YTBbPAEHUTE €4AWHHU PasXOAHW CTaHAapTU
3a (pMHaHCMpaHe Ha CbOTBETHATa rpyna
ObpXXaBHW KYATYPHU WHCTUTYTU.” [lony-
yaBaHeTO Ha cybcmamsa ctaBa Ha 6a3a Ha
nosyyeHuTe pesyntatm — dnHaHCUMpaHe no
enHeH pa3xodeH cTaHaapT Ha 6a3a 6poi
3putenn. Cnep nocnegHata akTyaansauus
(B cnna ot 01.07.2015 r.) 3a onpegensHe
Ha cpeacTBaTa B 06nacTrTa Ha CUEHUYHUTE
M3KyCTBa Abp)XaBHa cybcnams ce rnosaydasa
Ha 6a3a npuxog (3aKkoH 3a 3aKkpuna u pas-
BUTME Ha KynTypaTa, 2015).

Cpenata, B KOATO (DYHKUMOHMPAT KYNTyp-
HUTE WHCTUTYTUM e ocobeHo AuHaMuyHa.
OcHOBHUTE 3annaxu, nasaly OT BbHLUHATa
cpefa 3a CLeHWYHUTE U3KYCTBa MorarT ga ce
CcBeAaT A0 HAKOKO.

1. Abp>XaBHOTO MM OBLLMHCKOTO NoAno-
MaraHe Ha M3KycTBaTa MMa TeHAEH-
uMsa Aa Hamansiea, C KOeTo ce cBmBaTt
MU cpeacTtBaTa Ha KyNTYpPHUTE UHCTU-
TYTW.

2. KopnopaTtuBHuTe gapeHus He 6enexat
PbCT, KaToO TPEHABT € KbM MOCTOSAHHO
orpaHu4yaBaHe Ha CMNOHCOPCTBOTO W
JapeHudarTa.

3. Hama npedepeHumMn No OTHOLEHUE
Ha AaHb4yHOTO obslaraHe y Hac, KOUTO
Aa obnek4yasat uam ctumynupart OT-
OENMHUTE YacCTHU Nnua, Xenaewm aa
HanpassaT NapuvyHW UIn Apyrn cnomo-
LecTBoBaTesicCTBa B ob61acTTa Ha cue-
HWUYHOTO U3KYCTBO.

4. VI3kycTBaTa ca noANOXeHM Ha A0NbJl-
HUTENeH HaTUCK, KOMTO CcTaBa ocobe-
HO OcCe3aeM B Kpasi Ha ocempaeceTTe
roavHm Ha 20 Bek. PakT e, 4e noce-
LlaeMoCTTa MM HaMansaBa 3HauYnTeNHo.
To3u cnag Moxe ga ce oThage npe-
AN BCUMYKO Ha HaMansanoTo cBoboaHO
BpeMe Ha AOMaKWHCTBaTa, KaKTo M Ha
Mo-BUCOKUTE LIEHN, @ B MHOIO Clly4au
M Ha nuncata Ha Ao6pu MOCTaHOBKMU
M YCNOBUSA 3a OCbLLECTBABAHETO UM
(Andreasen & Kotler, 2003).

CUEHMYHUTE M3KYCTBa Ca M3NpaBeHu npea
(MHaAHCOBM NpeaM3BMKATENCTBA, Cnes KaTo
TPAAULMOHHUAT M3TOYHMK Ha NpuUxoan -
ObpXXaBHaTa cybcuMams HamansaBa MNoCTOSAH-
HO.

dopMUpaHETO Ha apKeTMHroBaTa cTpaTerms
Ha HECTONaHCKUTE OopraHm3auunun 6mn cnen-
Bano Aa 3aro4yHe C onpeaensiHeTo Ha TaX-
HaTa MuUcKa U uen. Te cnyxaT, KaTo usano,
3a 6naroto Ha o6LIEeCTBOTO U LEeNTa UM He
e cBbp3aHa ¢ pMHaHcoBa neyanba. N3nbn-
HEHMETO Ha MUCUATA € MOBJIMSAHO, KaKTOo
OT e/IeMEHTUTE Ha BbHLUHATa CTpaHa, Taka

55



Bojana Stoycheva

ment and the successful implementation
of activities in managing the marketing
mix of such organizations. Most of the
research in the field is directed to study-
ing the wishes and preferences of users
(Caudill, 2000). Few of the studies look
into the possibilities for successful imple-
mentation of flexible marketing activities,
which, despite the changes in the exter-
nal environment, would be adequate and
efficient tool in the management of NGOs.

Taking into consideration the acting
methods for subsidizing cultural institutes
in the field of PA, it can be concluded
that if they want to survive in the future,
they will have to accept the leading role
of marketing in managing cultural or-
ganizatons and its influence on achieving
positive results and occupying a leading
position on the market. The central role
of the manager in achieving this result
shouldn’t be overlooked. He must be ac-
quainted with the specific management
functions and processes in this area. In
order to be efficient, managers in such
organizations should make changes. They
must be aware of the fact that the social,
economic, political and technological en-
vironments influence their activity. They
should adapt the activities of their organi-
zations to the changes in the dynamics of
the cultural environment (Wyner, 2006).

Nature and development of marketing
in the field of arts

A number of authors assume that mar-
keting of arts is ‘...an integrated process
of management, based on good relation-
ship with users and sponsors in the pro-
cess of exchange, for achieving organiza-
tional and artistic goals.” (Hill, O’Sullivan
& O’Sullivan, 2003). Marketing of arts has
deep roots since business organizations
have long sought to earn both money and
the goodwill of audiences by sponsoring
the arts (Haris & Wolan, 2009).

Marketing in arts is defined as a coordi-
nated process, using the resources avail-
able to present an adequate product to
the target market for achieving the goals.

M OT YCMELWHOTO MNpuiaraHe Ha AeMHOCTU
npv ynpaBJeHNETO Ha MapKETUHI MUKCA Ha
TO3W TMN opraHusaumun. lNMoBeuyeTo mscnes-
BaHMA B obnacTTa ca HaCo4eHM KbM Npoyy-
BaHe Ha XXenaHusaTa 1 NpeanoymTaHusaTa Ha
notpebutenute (Caudill, 2000). Manko ot
pa3paboTkuTe ca BM3MpPAT Bb3MOXHOCTUTE
3a yCnewHo npwuiaraHe Ha MbBKaBW Map-
KETUHIFOBW AEMHOCTM, KOUTO BbMNPEKU Npo-
MEeHWTe BbB BbHLUHATa cpeaa, Aa ca afek-
BaTHO NPUIOXKMM N eDeKTUBEH UHCTPYMEHT
npu yrnpasfieHNETO Ha HECTOMaHCKUTE Oop-
raHuM3auumu.

Mmalkn npeaBua nencreallata Metogmka
3a cybcuampaHe Ha KynTypHUTE UHCTUTYTH
B o6/11acTTa Ha CLLEHNYHUTE U3KYCTBaA, MOXE
Aa ce 3aK/louM, Ye ako Te uckaT da oue-
nsBaT 3aHanpe, we Tps6bBa ga npuemat
BOAELOTO 3HayeHue Ha MapKeTMHra npu
ynpaBneHne Ha KyATypHUTE OpraHusaumm
N HEroBOTO BJ/INSIHME BbPXY MOCTUIaHETO Ha
NOJIOXUTENHN pe3ynTaTh U 3aeMaHe Ha BO-
Jella nasapHa nosuuusa. He Tpabea apa ce
3abpaBs, ye 3@ NoCTMraHe Ha To3u pe3ys-
TaT UEHTpa/iIHa posid MMa U pbKoBOAUTENA,
KonTto TpsibBa ga mno3HaBa crneuyudukaTa
Ha ynpaBfeHCKUTE (PYHKUMM M Mpouecu B
pasrnexaaHaTta obnacrt. 3a ga 6baat edek-
TUBHM MEHUIXKbPUTE B TE3U OpraHmM3aumu,
TpsibBa Aa npaBaT npoMeHu. Te TpsabBa Aa
Ca HasiCHO, 4Yye coumanHaTta, MKOHOMMU4e-
ckata, nonmMTunyeckata M TexHOJIornmyHa-
Ta cpeaa BAUSST BbpXy AeMHOCTTa UM. bu
cneaBano Aa agantupaT AeWHOCTTa Ha op-
raHusaumsiTa cM cbobpasHoO C NPOMEHUTE B
AVHaMuKaTa Ha KynTypHaTa cpeaa (Wyner,
2006).

CbLWHOCT U pa3BUTUE HAa MapKeTUHra B
ccheparta Ha uskycrTBaTta

pyna aBTOpM NpueMaT, 4Ye MapKeTUHIbT
Ha u3KycTBata € ,...MHTerpmpaH npouec
Ha ynpaBreHue, KOWTO ce OCHOBaBa Ha
nobpu B3aMMOOTHOLWEHMS € noTpebutenu-
Te U CrNoHCOpUTe B Mpoueca Ha pasMsHa,
3a MNOCTUraHeTO Ha OpraHM3auMOHHUTE WU
aptuctudnmTe uenn.” (Hill, O'Sullivan &
O’Sullivan, 2003). MapKeTUHIbT Ha Wu3-
KYyCTBOTO MMa AbJOOKM KOpPEHW, Tbil KaTo
613HecopraHusauMnTe OTAaBHA Ce CTPeEMSAT
e[lHOBPEMEHHO Aa ne4dyenaTt napu un 6naro-
CKJIOHHOCT Ha ayaAuTopuuTe 4pe3 CrOHCOo-
pvpaHe Ha wu3KycTtBaTta (Xapuc & YonbH,
2009).

MapKeTuHIbT B cdepaTa Ha M3KycTBaTa €
AedurHMpaH KaTo eanH KOOpAUMHMPAH Mpo-
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Subsequently, the degree of success in
fulfilling the task defined is assessed.
(Andreasen & Kotler, 2003). Through
marketing approach in the area under
discussion, bigger audiences are attract-
ed and tempted — premiers of new works
of art are organized, as well as meetings
with famous or high-profile names, dis-
cussions on specific topics are inspired
(Varbanova, 1997).

Just before the last quarter of the 20-
ieth century, marketing of arts was a very
sensitive topic, barely spoken about. The
problem lies in the incomprehension of
marketing principles and their success-
ful implementation. The changing envi-
ronment in which the cultural institutes
were functioning, led to the adaptation
of some means and techniques, as well
as their gradual implementation in man-
aging these organizations opraHusauum
(Arts marketing, 2012).

Marketing in arts as a range of activities
is observed in projects of British universi-
ties in Shefield, Bristol and Birmingham
between 1973 and 1976. They were fi-
nanced by the Council of Arts. The pro-
jects involve creating regional marketing
agencies for implementing marketing ap-
proaches to make arts more affordable
for certain communities. In those agen-
cies marketing activities such as market
research, adwertising, promotions and
sales have experimental focus.

During the 1980-ies interest in arts mar-
keting wass growing significantly. It be-
gan to be seen as a user-oriented pro-
cess. This new understanding is contrary
to traditional beliefs about the arts sector,
where the role of the public was seen as
one of passive recipient.

After 1990, art marketing has become a
management philosophy. This is the pe-
riod of its rapid development. An example
of this is the establishment of marketing
departments in the governance structure
of many theatres, operas and ballet com-
panies. At the heart of decision-making
in organizations working in the field of

Lec, Npy KOMTO Ce M3MOA3BaT HaNU4YHUTE
pecypcu, 3a Aa Ce NpeacTaBu afeKBaTeH
NpoOAYKT Ha ueneBMs nasap 3a nocTura-
He Ha uenute. Cnea ToBa Ce oueHsiBa A0
KOMIKO YCMEeWwHO € M3MbJIHEHWETO Ha Ae-
duHMpaHaTa 3agadva. (Andreasen & Kotler,
2003). Ype3 MapKeTUHroB NoaxoA B pas-
rnexpaaHaTta cdepa, 4YecTto ce NpMBAMYaAT U
M3KyLlaBaT NoBeye 3puTeNnun — opraHmsumpar
ce NpeMmepu Ha HOBWU XYAOXECTBEHMU MpO-
n3BeAeHus, NpefoCcTaBsaT ce Ccpelu C npo-
YyTU MW HaWyMenu UMeHa, NpeansBuKBeaT
ce AucKycmmn Ha onpeaeneHn temu (Bvpba-
HoBa, 1997).

Mpeav nocnegHaTta 4eTBbPT Ha 20 BeK Map-
KETUHIMbT Ha M3KYCTBaTa € MHOIo YyBCTBU-
TenHa TeMa, 3a KOSATO MoYTK He Ce roBOopw.
MpobnembT ce ocHOBaBa B Hepa3bupaHeTo
Ha MApPKETMHIroBUTE MPUHLUMN U TAXHOTO
ycnewHo wu3non3saHe. [lpoMeHslaTa ce
cpena, B KOSTO (PYHKUMOHMPAT KYNTYpPHUTE
MHCTUTYUUM foBexpa A0 ajanTUpaHeTo Ha
HAKOM NPUNOMU N TEXHUKWN U NOCTEMNEHHOTO
MM npunaraHe npu ynpas/eHUETO Ha TE3U
opraHmsaumn (Arts marketing, 2012).

MapKeTUHI nMpu KW3KycTBaTa KaTo MNposiB-
NneHne Ha CbBKYMHOCT OT LI,eVIHOCTI/I ce Ha-
6ntoaaBa B NpoekTn Ha 6puTaHCKM yHuBep-
cutetn B Wedwuna, bpucrton v bupmmnHram
mMexay 1973 n 1976 r. Te ca ca puHaHCKU-
paHn oT CbBeT No m3KycreaTa. [lpoekTuTte
BKJIIOYBAT Cb34aBaHEe Ha pernoHasHun map-
KETUHIFOBM areHuum, 3a peanusmpaHe Ha
nasapHu rnoaxoan, 4Ypes KoUTOo M3KycTBaTa
B paMKuTe Ha onpegeneHn obuwHOCTM aa
CTaHaT Nno-AO0CTbMHU. [1pU TAX MApKETUHIO-
BW AENHOCTM, KaTo NpoyyBaHe Ha nasapa,
peknaMa, nNpoMoTMpaHe M npojaxbu ca ¢
eKcrnepuMeHTasiHa HacO4YeHOoCT.

Mpe3 80-Te roAMHW MHTEpecbT KbM Map-
KeTMHra npu M3KycTBaTa 3HAYUTENIHO pac-
Te. Ha Hero 3anoyBa fa ce rneja KaTto Ha
npouec, OpuveHTMpaH KbM noTpebutenute.
ToBa HOBO pa3bupaHe e B NpoTUBOpeYMe C
TPpaAMLUMOHHUTE CXBalllaHWs 3a CekTopa Ha
N3KyCTBaTa, KbAETO ponsta Ha nybnukara
e fa 6bae nacuseH nonydaren.

Cnepn 1990 r. apT MapKeTUHIbT Ce NpeBpPb-
wa B ynpaBneHcka dunocodus. To3m ne-
puoa e cBbp3aH Cc 6ypHOTO My pas3BuTHE.
Mpumep 3a ToBa e Cb34aBaHETO Ha Mapke-
TUHIOBM OTAENN B YrNpaB/ieHCKaTa CTPYKTY-
pa Ha MHOro TeaTpwu, onepu u 6aneTHn Tpy-
nu. B ocHoBaTa Ha B3eEMAHETO Ha peLleHus,
B OpraHusaummnTe Kouto paboTaT B chepaTta
Ha N3KyCTBaTa BeYE CTON noaxod OpnUeHTU-
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arts is a user-oriented approach (Wymer,
2006).

In an attempt to classify the background
of marketing in the field of arts, it basi-
cally boils down to three periods:

The years (1975-1984) of discovering the
applicability of marketing studies and re-
search on some marketing activities in
the management of cultural institutes and
organizations. The main goal of cultural
institutes of that period was to generate
revenue from ticket sales. Marketing was
related to ticket sales only. During this
period, first attempts at enhancing the
awareness of some communities were
made.

The years (1985-1994) of improv-
ing the approaches are characterized by
gradual implementation of marketing
models and methods, as well as market-
ing strategies.

The years (1995-2000 and after that)
of discovering the cultural institutes’ mar-
ket orientation solely to their users, with
a focus on implementing strategies, re-
lated to the marketing mix (Rentschler,
2002).

The organizations in the field of PA
need specific information about the spe-
cialized interests and entrtainment pref-
erences of their potential audiences,
and how they can be informed about the
performances, aimed at them. Compil-
ing such databases will allow the cultural
institutes to adapt their programmes, to
sinchronyze their prices and their market-
ing efforts with the specific needs of the
potential audiences (McCarthy & Jinnett,
2001).

Applying the marketing principles in the
field of arts boils down mostly to address-
ing the needs of viewers, strategies of
price and decision making, related to the
communication mix. It is a problem that
important issues pertaining to building
lasting relationships with different groups
of audiences are barely addressed in the
management of most organizations in the
field of arts (Colgate & Danaher, 2000).

paH kbM notpebutenute (Wymer, 2006).

OnuT 3a knacuduumMpaHe Ha UCTOPUYECKO-
TO pasBMTME Ha MapKeTuHra B cdepaTa Ha
M3KyCTBaTa ro cBexziaa OCHOBHO A0 Tpu 6a-
30BU Nnepuoaa:

FroamHute (1975-1984) Ha oTKpuBa-
HE Ha MPUIOXKMMOCTTA Ha MapPKETUHIOBU-
Te MNpoyyBaHUS U U3CNeABaHUS Ha HSKOU
MapKeTUHIroBM [AENHOCT B YyNpaB/EHUETO
Ha KYNTYPHU MUHCTUTYTU U OpraHusauuu.
OCHOBHa UeNn Ha KyNTYpHUTE WHCTUTYTU
Nno TOBa BpeMe e reHepmpaHe Ha MpUXo-
An oT npodaxba Ha 6unetn. MapKeTUHIbT
€ CBbp3BaH caMo C npoaaxbute mMm. lNpe3
TOBa BpeMe Ce nosasdaBaT HA4YE€HKM Ha YyCU-
NS 3@ MNOBMLUABaHE OCBEAOMEHOCTTa Ha
obuwHocTuTE.

froanHute (1985-1994) Ha yCbBbLp-
LIEeHCTBaHe Ha NoAXoAuTe Cce XapaKTepu-
3UpaT C NOCTEMNEHHOTO NnpunaraHe Ha Map-
KETUHIoBM MOAeNn U METOAM, KaKTo U Ha
MapKeTUHIroBM cTpaTermu.

FroamHute (1995-2000 1 cnep ToBa) Ha
OTKPMBAHETO Ha Na3apHaTa OpUeHTaUMs Ha
KYNTYPHUTE MHCTUTYTU MU3USNO0 KbM TEXHU-
Te notpebutenu ¢ GoKyC Haco4YeH KbM Mpu-
JflaraHeTo Ha CTpaTermmn, CBbp3aHu C MapKe-
TUHr Mukca (Rentschler, 2002).

OpraHumsaumuTte B cdepaTta Ha CLEHUYHU-
Te U3KyCTBaTa Ce HYXAasaT OT crneunduyHa
nHdopMaumna 3a cneumannimpaHuTe nHTe-
pecu 1 pasBnekaTesiHM NpeanovYnTaHus Ha
NOTEHUMANIHUTE 3pUTENN M KaK nocneaHnTe
MoraT ga 6baaTt nHdbopMmpaHu 3a npeacra-
BJIEHUATA, KOUTO Ce M3HacAT 3a Tax. Cbbu-
paHeTo Ha NoaobHK 6a3u OT AaHHM LWe aage
Bb3MOXHOCT Ha KYyATYpPHUTE WMHCTUTYTU Aa
ajanTupaTt CBOMTE MnporpaMu, Aa CUHXPO-
HM3MpaT LeHoobpa3syBaHETO U MapKETUHIO-
BUTE CU YCUINS CbC CNEeUn@UUHUTE HYXAMN
Ha NoTeHuWanHuTe Ny6aMKN M ayamTopum
(McCarthy & Jinnett, 2001).

MpunaraHeToO Ha MApPKETUHIOBUTE MPUHH-
umMnu B chepaTa Ha U3KyCTBaTa OCHOBHO Ce
cBexza A0 yAoBneTBopsiBaHe Ha noTpebHo-
CTUTE Ha 3puUTennTe, CTpaTtermm Ha ueHoob-
pa3yBaHe 1 pelleHnsl, CBbpP3aHN C KOMYHMU-
KauMoHHMSA Mukc. NMpobnemHa obnact g, ye
BaXXHW BbMPOCK, Kacaelwm marpaxaaHe Ha
TpalHW BPb3KK C pasiMyHUTE rpynu ayam-
TOopuM ca 3acerHaTtu cnabo B yrnpasieHMETO
Ha npeobnagaBalla 4acT OT opraHuM3aun-
nte B cepata Ha mskycreata (Colgate &
Danaher, 2000).
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Specific features of marketing in PA

The difference in the opinion of scien-
tists about the marketing activities, ap-
propriate for use by the organizations in
the field of PA is related to some specific
features of their marketing. It is different
from the traditional marketing in that it
focuses more on the sale of the perfor-
mance than on the design and creation
of the product itself, based on the users’
needs.

Becker, Hirschman and Harrison (2012)
hold the opinion that the traditional mar-
keting process is not applicable in cases
of high artistic production since the ac-
tors are defined as those, who created
freely, not paying attention to the needs
to be satisfied. This view point is based
on the claim that there is a division be-
tween high and low cultural production,
where the high production is perceived
as art, oriented to the product while the
‘low’ culture is defined as a work of arts,
directed to the users’ tastes — it is mar-
ket oriented. Scientists stand behind the
idea that marketing is entirely applicable
to the field of popular art, but not in the
field of high cultural production, including
performing arts such astheatre, ballet,
opera (Lange, 2010). The practical result
from this division is the fact that no other
marketing techniques are applied to high
arts except those, related to communica-
tion mix and advertising.

M. Rothschild (1979) argues that market-
ing principles, typical for the business en-
vironment, are not always applicable to
NGOs, and more specifically, to PA. Most
authors consider stage performance a
product, not a service, and this is a prob-
lem, caused by the intangible nature of
this product. The author claims that it is
not possible to follow any changes in user
behavior unless there are repeat visits of
users. He adds that what is needed is a
marketing communication model, which
is to be adapted by different organizations
in the field of arts. In the basis of this
model is the creation of loyalty among us-
ers through their participation and inclu-

Oco6eHOCTM Ha MapKeTUuHra npm
CLLeHUYHUTE U3KYCTBA

Pasnnuneto B MHEHMETO Ha Yy4deHuTe OT-
HOCHO MapKeTUHroBuUTE AEWHOCTWU, KOMUTO
e uenecbobpasHo Ja ce M3nonssaT oT op-
raHmsauuTte B cpepata Ha CLEHUYHUTE U3-
KyCTBa Ca CBbp3aHM C HAKOU 0COHEHOCTU
Ha TEXHUS MapKeTuHr. TON e pasnnyeH B
CpaBHEHWE C TPaAWLMOHHUAT MapKETUHT.
YecTo e KOHUEHTpMpaH noeBeye BbpXy Npo-
AaxbaTta Ha W3MbJHEHWMETO, OTKOJIKOTO
BbpXy MNPOEKTMPAHETO W Cb34aBaHETO Ha
CaMmnsa NpoayKT, Bb3 OCHOBA Ha HYXAMUTe Ha
notpebutenure.

Becker, Hirschman n Harrison (2012) ca Ha
MHEHWe, 4Ye TPaAMUMOHHUAT MapKEeTUHroB
npouec, He e NMPUIOXKMM B C/lydan Ha BMUCO-
KO XYyAO0XeCTBEHO MpOM3BOACTBO, Tbi KaTo
apTUCTUTE ce onpeaensaT KaTo Te3n, KOUTo
cb3gaBaTt cBoboaHo, 6e3 aa ce nHTepecyBsaT
OT HYXAMTe, KOUTO e 3a40BoMsBaT. Tasun
rnefHa TOYKa Ce OCHOBaBa Ha TBbpAeHMe-
TO, Ye MMa pa3feneHMe Mexzay BMUCOKa U
HMUCKa KyNTypHa NpoayKuMs, KbAeTO BUCO-
KaTa ce Bb3rnpuema KaTto U3KYCTBO OpUEH-
TUpPaHO KbM NPOAYKTA, a ,HUCKaTa” KynTypa
ce onpeaens KaTo BUA XYAOXXeCTBEHO Mpo-
n3BeaeHne, KOeTo OCHOBHO Ce Haco4Ba KbM
notpebuTencknTe BKyCOBe — OpUEHTMPAHO
€ KbM Masapa. YyeHuTe 3awmTaBaT naes-
Ta, Ye MAapKETUHIbT € M3USI0 NPUNOXMM B
cdhepaTta Ha NonyasspHOTO U3KYCTBO, HO He
1 B obacTTa Ha BUCOKaA KynTypHa npoaykK-
LMs, BKJIHOUYUTESTHO CLIEHWYHUTE M3KYCTBa
kaTto Teatbp, 6anet, onepa (Lange, 2010).
MpakTnyeckmaT pe3ynTaT oT ToBa pasaene-
HMe e (dakTa, Ye B obnactra Ha BUCOKUTE
N3KyCTBa He ce npunaraTt Apyr1 MapKeTUH-
roBM TEXHUKM OCBEH TakMBa CBbpP3aHu C
KOMYHMKaLMOHHMSA MUKC U peKknamara.

M. Rothschild (1979) 3awmuTaBa TesaTa, 4ve
npunaraHeTo Ha MapKEeTUMHroBUTE MPUH-
LMNN XapakTepHW 3a 6u3Hec cpepaTta He
BMHArM ca npuioXuMM 3@ HeCcToMaHcKuTe
OpraHu3auum M B YaCTHOCT 3@ CLLEHUYHUTE
n3KycTtBa. PasrnexpaHeTo Ha CUEHUYHUTE
npeacTaBneHMs KaTto MNPOAYKT, @ He KaTo
ycryra OT MOBeYeTo aBTopu € npobnem,
npeavsBMKaH OT HeEMaTepuasHUA XapakTtep
Ha TO3W BWUA NPOAYKT. ABTOPBLT € Ha MHe-
HMe, Yye 6e3 NOBTOPHM MOCELLEHNS OT CTpa-
Ha Ha NoTpebuTennTe € HEBL3MOXHO Aa ce
npocneasT NPOMeHN B TAXHOTO NoBeAEHMeE.
Toi ponbnBa, Ye TOBa KOETO € Heobxoam-
MO € MapKeTMHIoB KOMYHMKaLWOHEH MO-
AeNn, KONTO Aa ce aganTtmpa OT pas/inyHuTe
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sion in the fulfilment of the organization’s
mission. According to Rothschild, a sec-
ond attendance of stage performances is
carried out after the users see that they
have been included in the marketing con-
cept. In this way, they are more likely to
engage in activities, relted to the cultural
institute.

According to another group of research-
ers (Rentschler, Radbourne, Carr & Rick-
ard, 2001), aif the purpose of the stage
organization is to increase the number
of its users and attract sponsors and in-
dividual donors it is necessary to imple-
ment relationship marketing. The authors
argue that the external environment fac-
tors and the ticket price have direct influ-
ence on the decision for attending stage
performances, but they think that a mar-
keting strategy that is mostly focused
on ticket prices is not efficient. They add
that loyalty is an emotional attachment
otthe team, products and services of the
organization. It is a result of a relation-
ship, based on shared values, trust and
commitment. Relationships between or-
ganizations in the performing arts and the
actual and potential users and sponsors,
must be part of the marketing strategy of
the organization.

A little back in time, Christopher, Paye
and Ballantyne (1991), observe differ-
ences when modifying the management
marketing approaches in PA. According to
them, marketing based on a deal, is fo-
cused on a single ticket purchase, while
relationships marketing is focused on a
lasting retention of user interest. The first
type of marketing is oriented to the char-
acteristics of the stage product through
applying short-term marketing strate-
gies while the second one is aimed at the
benefits for the users and is applicable
through long-term marketing strategies.
With the deal-based marketing, audienc-
es are highly indifferent while with the re-
latinships marketing a high degree of in-
volvement of the different audiences and
stakeholders is noted.

The relationships marketing is an integral

opraHusaummn B cdepaTta Ha u3KycTBaTa. B
OCHOBaTa Ha TO3M MOAEeN CTOM Cb3[aBaHe-
TO Ha NIOANHOCT cpes noTpebutenute, Ypes
TAXHOTO y4acTuMe U BbBNYAHE B U3MbJIHE-
HWETO Ha MUCUATA Ha opraHu3auuaTa. Cno-
pen PoTcumng nMoBTOPHOTO MOCELLEHME Ha
CLIEHWMYHN NpeacTaBlieHUs Ce OCbLUECTBS-
Ba, cnef Kato notpeburtenute Buaat cebe
CM BKJ/IIOYEHM B MApPKETUHroBaTa KOHLIEM-
ums. Mo TO3M HauMH, Te ca No-CKOHHU Aa
Ce aHraXkmpar ¢ AeAHOCTUN, CBbP3aHu C KyJl-
TYPHUS UHCTUTYT.

Cnopea gpyra rpyna wu3scnegoBaTtenu
(Rentschler, Radbourne, Carr & Rickard,
2001), ako uenTta Ha CUEHMYHaTa OpraHu-
3aumsa e ga yBenuum ceouTte noTpebutenu
W ga npuesiedye CNoHCOPU U MHANBUAYASTHU
aaputenn e HeobxoamMmo ga ce MpuIoXu
cTpaTerns Ha MapKeTUHI Ha B3aMMOBPb3-
Kute. ABTOopuTe CMATAT, 4ye dakTopuTe OT
BbHLIHATa cpeda M uUeHaTa Ha bunetute
MMaT NMpsIKO BAUSIHWE BbpPXY pPELUEHMETO 3a
noceLleHne Ha CUEHMYHU npeacTaBieHus,
HO cropen TAX MapKeTUHroBa cTpaTerus,
¢doKycMpaHa OCHOBHO BbpXy LeHoobpasy-
BaHeTO Ha bunetn He e epeKTUBHA. YUYeHU-
Te AoNb/iBaT, Ye JI0AHOCTTa € YyBCTBO Ha
NPMBBP3AHOCT KbM eKuna, NpoayKTUTe nnm
yC/yruTe Ha opraHmsaumaTa. T4 e pesyntaT
OT B3aMMOBpb3Ka, OCHOBaBaLllla ce Ha Cro-
AEeNeHN LIeHHOCTW, AOBepue W aHraxupa-
HOCT. B3aMMOBpPbB3KUTE MeXAay OpraHusa-
LMUTE B CLLEHUYHUTE M3KYCTBA U peasiHuTe
N nMoTeHUManHmMTe noTpebutenn m CnoHco-
puTe, TpsAibBa Aa ca 4YacT OT MapKeTUHIoBa-
Ta CTpaTernsl Ha opraHu3auusTa.

Manko no-Ha3aza BbB BpemeTo Christopher,
Paye wn Ballantyne (1991), Habniopasat
pasnuuus npu moamduuMpaHe Ha ynpa-
BJIEHCKUTE MapKeTUHrOBM noaxoam B cde-
paTa Ha CueHu4YHUTe n3kyctea. Cnopes Tax
MapKeTWHI, OCHOBaH Ha caenkata e do-
KyCMpaH BbpXy eAuHWYHaTa MOoKyrnkKa Ha
6uneTtn, AoKaTo MapKeTUHIbT Ha B3auMO-
Bpb3knte e oKycmpaH BbpXy MNO-TpamHO
3aabpXxXaHe Ha noTpebuTenckmst MHTepec.
MbpBUAT BUL MapKETUHI € OPUEHTUPAH KbM
XapaKTEPUCTUKNTE Ha CLEHUYHUS MPOAYKT
ype3 npuiaraHeTo Ha KpaTKOCPOYHWU Map-
KETUHIoBM CTpaTerum, OoKaTo BTOPUAT e
Haco4yeH KbM Moa3uTe 3a notpebutenute u
NPUNOXUM UYpe3 AbTOCPOYHN MapKETUHIO-
BW cTpaTernun. MNMpun MapKeTMHra oCHOBaH Ha
caenkaTa, ayamTopmmuTe ca CUIHO nHaede-
PEHTHW, AOKaTO MpW MapKeTUHra Ha B3au-
MOBpPb3KUTE Ce HabntogaBa BUCOKa CTemneH
Ha aHraXXMpPaHOCT Ha pasnuyHuTe nybankm
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part of the management model of the or-
ganizations in the field of arts. The dif-
ference between the one applied by the
business sector organzations and that of
the cultural institutes is in the degree of
involvement sought with the users and
sponsors (Hill, O’Sullivan & O’Sullivan,
2003). Both parties spare time, money,
emotional and social commitment to the
organization. Bilateral exchange of visible
measurements of value can be observed.
Limiting its marketing activities primar-
ily to sales and communication, stage
organizations fail to build long-term re-
lationships with the sponsors, in order to
guarantee financial solidity. Relationships
marketing in arts is focused on attract-
ing and retaining users and sponsors and
providing a long-term relationship be-
tween them. Rentschler advocated this
thesis back in 1999. This is a strategy
of identification, establishing, maintining
and improving the relationships with the
users and the remaining stakeholders,
with mutual benefit, so that the goals of
each of them are met. It can be achieved
by exchange and keeping of promises by
all parties (Gronroos, 1996). Long-term
loyalty and management strategies in PA
are related to minimizing the risk factor
in the process of making single and sub-
sequent purchases through appropriate
incentives and discounts (Kotler & Scheff
Bernstein, 1997).

Marketing involves developing marketing
mix, on the basis of a system of studies.
A specific featire of art marketing is that
the stage product — performances, have
been completely developed before being
shown to the users (Colbert, 1994).

According to Kotler & Scheff Bernstein
(1997), the marketing mix of the PA or-
ganization includes — 5Ps: product, place,
promotion, price and people. Schewe
(2008) adds to the 5Ps of the market-
ing mix in PA process (activities accom-
panying the service during its use) and
physical environment, where the service
is delivered. All activities undertaken and
decisions made by the managers of the

M 3aMHTEPECOBAaHM CTPaHMU.

MapKeTUHIbT Ha B3aMMOOTHOLUEHUSTA €
Hepa3aesiHa 4acT OT ynpaB/IEHCKUS MOAES
Ha oOpraHusauuuTe B cdepaTa Ha U3KYy-
cTBaTa. PasnukaTta Mexay TO3u npunaraH
npu opraHmsaummTe oT GU3HEC cekTopa U
KYNTYPHUTE WHCTUTYTUM € B CTEMNeHTa Ha
@HraXWpaHoCT, KOATO ce TbpCW C noTpe-
6utenute n cnoHcopute (Hill, O’Sullivan
& O’Sullivan, 2003). U aBeTe 3anHTepeco-
BaHW CTpaHW OTAENAT BpeMe, napu, emo-
LMOHaNHO M coumanHo obBbp3BaHe C Op-
raHusaumsaTta. HabniopaBame AByCTpaHHa
pa3sMsiHa Ha BUAMMU U3MEPUTESIN Ha CTON-
HocT. OrpaHnyaBalky CBOMTE MAapKETUHIO-
BWM OEMHOCTM OCHOBHO OKOJI0 npoaaxbute
N KOMYHUKaUMUTE, CLEHUYHUTE OpraHm3a-
LMW He ycnsaBaT Aa M3rpaasT AbJIrOCPOYUHM
BPb3KNM W B3aMMOOTHOLUEHUSI CbC CMOHCO-
puTe, 3a Aa cu rapaHTupaT duHaHCcoBa CU-
rypHOCT. MapKeTUHIMbT Ha B3aMMOOTHOLUE-
HMSATa Npu U3KycTeaTta e hGoKycmpaH BbpXy
npuBNMYaHe M 3aabpXxaHe Ha notTpebutenu
N CMOHCOPU M OCUTYpsIBaHE Ha AbIArocpoy-
Ha Bpb3kKa Mexay TaX. Rentschler 3actbnea
Tas3un Te3a owe npe3 1999. Toea e cTpaTe-
rms Ha wnaeHTMduuMpaHe, YCTaHOBSIBaHE,
noaabp)xaHe U nogobpsBaHe Ha B3aMMOOT-
HOLUEHUATa C NOTPebuUTennTe N oCTaHanuTe
3aMHTEepecoBaHM Nnua, C B3aUMHa M3roaa,
Taka 4ye uenuTe Ha BCUYKKM Aa ca U3MbJHe-
HU. MNocTura ce nocpeacTtBOM ob6MeH U ns-
NbJiIHEHWEe Ha obellaHns OT BCUUYKM CTPaHU
(Gronroos, 1996). AwbnrocpodHaTta nosin-
HOCT M ynpaBJ/IeHCKUTe CTpaTernu npu cue-
HMYHUTE N3KYCTBA Ca CBbP3aHM CbC CBEX-
AaHe A0 MUHMMYM Ha puUCKoBUS dakTop B
npoueca Ha M3BbpLUBAHE Ha €AHOKPaTHU
WM nocneaBaliM MNOKYMNKWM, 4ype3 noaxoas-
wu ctumynm m otctbnkm (Kotler & Scheff
Bernstein, 1997).

MapKeTUHIbT  BK/OYBa  paspaboTBaHe
Ha MapKeTUHr MWUKC, Ha 6as3a Ha cucTema
OT npoy4yBaHusl. CneumduyHOTO Npu apT
MapKeTMHra e, Y€ CUEHUYHUSAT MPOAYKT —
npeacTaBneHMsTa ca U3UAI0 pa3paboTeHu
npeav NokasBaHETO UM Npea noTpebutenn-
Te (Colbert, 1994).

Cnopepn Kotler & Scheff Bernstein (1997),
MapKeTUHroBMUAT MWUKC Ha oOpraHusaumm-
Te B cdepaTta Ha CUEHUYHUTE MU3KYCTBa
BkAouBa - 5P: npoaykT, Anctpubyuwms,
KOMYHMKaUUs, UeHU 1 nepcoHan. Schewe
(2008) BKk/IOYBA KbM MApPKETUHIOBUS MUKC
B cdepaTa Ha CUeHMYHUTE N3KYCTBa OCBEH
noco4yeHnte 5P 1 npoueca (AenHOCTH, Cb-
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cultural institutes in relation to the ele-
ments, included in the marketing mix of
the organizations in the field of PA areto
be understood as marketing activities.

Marketing activities help to create better
links with the audiences (users — real and
potential, other NGOs, sponsors). Later
Kotler (2003) includes sponsorship as
part of the marketing mix, noting that the
managers should be particularly aware of
its intrinsic nature of being carried out in
stages.

Different audiences, in turn, influence the
choice of a specific configuration of the art
marketing mix. Having in mind the reform
in the sphere of PA the government sub-
sidies obtained are not a constant value.
The revenues of the cultural institutes are
also variable. The subsidies obtained are
extremely insufficient and in most cases
they can hardly cover the running costs
of the theatres.

In relation to this, in order to survive and
to adapt to the changing environment,
the cultural institutes need additional fi-
nancial means. In view of the fact that
the current legislation does not stimulate
investment in arts besides direct govern-
ment subsidies, other sources of fund-
ing should be sought as well — sponsors
(business organizatons, foundations, in-
dividual sponsors). Using different activi-
ties from the mix, cultural institutes can
influence the behavior of some elements
of the external environment, namely the
audiences — supporting actors, user cir-
cles, other NGOs, sponsors. There are
two-way relations between the activities
from the marketing mix and the differ-
ent audiences. On one hand, the market-
ing mix is directed to them, on the other,
each audience requires different activities
on the elements from the mix and influ-
ences their choice.

Marketing activities should be imple-
mented in managing cultural institutes
actively, in order to influence the differen
audiences, functioning in the external en-
vironment of the cultural institute.

MbTCTBALLM ycayraTta npu HEMHOTO noTpeb-
NleHne) n cpepata, B KOSITO € AO0CTaBeHa
ycnyrata. Noa MapkeTuHroBa AEMHOCT 6um
cnepBano ga ce pasbupa, BCUYKKM OeNCT-
BUS M pelleHunsl, CBbp3aHu C efieMeHTuTe,
BKJIIOYEHN B MAPKETMHI MMUKCa Ha OpraHu-
3aumnTte B cdepaTa Ha CUEHUYHUTE U3KY-
CTBa, KOUTO PbKOBOAUTENNTE Ha KYNTYPHU-
Te MHCTUTYTK B3eMmar.

MapKeTuHroBuTe AEMHOCTM nomaraTt 3a
Cb34aBaHETO Ha No-Ao6pu Bpb3KKM C ayau-
TopumnTe (NOTpebutenu - peanHn U NOTEH-
uManHM, A[pyrM HeCTOMaHCKWM oOpraHusa-
umm, crnoHcopu). Mo-kbcHo Kotler (2003)
BK/IIOYBA M CMOHCOPCTBOTO KaTo 4acT OT
MapKeTMHIroBMSI MUKC, KaTo oTbens3Ba, 4ye
MeHUAXbpuUTe 61 cneaBano Aa ce OTHacAT
C 0cobeHO BHMMaHME KbM MnpucbliaTa My
eTanHocT.

PasnuyHnTE ayauTopuMTE OT CBOS CTpaHa
CblLLO BAMSST BbpxXy M360pa Ha KOHKpET-
Ha KOH(Urypaums Ha apT MapKETMHrOBUS
Mukc. Wmalkn npeasua nposexaaHaTa
pedopMa y Hac B cepata Ha CLEHUYHU-
Te U3KYCTBa, OAbp)KaBHUTe cybcnamm, KoMTo
ce nony4yaBaT HE ca KOHCTaHTHa BeNnuu-
Ha. lMpuxoauTe Ha KYNTYPHUTE MHCTUTYTU
CbLLO ca NpoMeHnMBU. MonyyaBaHuTe cy6-
cMaMn ca KpaHO HefoCTaTbuHMU M B noBe-
yeTo C/lyyan TPYAHO MOKPWBAT TeKyLuTe
pasxoau Ha TeaTpuTe.

B Tasm Bpb3ka, 3a Aa MoraTt ga ouensieat
M da ce agantvpaTt KbM MpOMeHswaTa ce
cpena, KYNTYPHUTE UHCTUTYTU Ce HyXAasT
OT AOMbAHUTENHN MHAHCOBM cpeacTBa. C
ornea Ha akTta, ye AelCTBaLLoTO 3aKOHO-
[ATENCTBO He CTMMyAMpa MHBECTUPAHETOo
B W3KYCTBOTO, OCBEH MNPSAKOTO AbPXXaBHO
noanomaraHe, TpsibBa Aa ce TbpCaT U Apyrun
M3TOYHMUM Ha (UHAHCMpaHe — CMOHCOpU
(busHecopraHusaumm, doHazaunm, NHANBU-
AyanHu fgaputenu). Bbpxy noBeAeHNETOo Ha
HAKOW OT eNleMeHTUTEe Ha BbHLUHATa cpeaa,
@ WMEHHO ayauTopumuTe - noarnomaraiim
cybekTn, noTpebuTencku KpbroBe, Apyru
HECTOMaHCKM OpraHn3aummn, CoHCOpK upe3
M3ron3BaHe Ha pas/InyHM AENHOCTU MO MU-
KCa, KYNTYPHUTE MHCTUTYTN MOraT Aa OKa3s-
BaT BNAMSHME. Bpb3kaTa Mexay AerHocTuTe
MO MApPKETUHIOBUSAT MUKC W pPasnYHUTE
rpynu ayamtopum ca gsynocoyHn. OT egHa
CTpaHa MapKEeTUHrOBUSAT MMUKC € HacCo4eH
KbM T4X, a OT ApYyra BCAKa OT OTAENHUTE
rpynu 3nckKBa pasnnyHu AENHOCTU NO ene-
MEHTUTE Ha MUKCa M BAusae rnpu nsbopa mM.

lpu ynpaBieHneTo Ha KyJaTypHUTE UHCTU-
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III. Conclusions

1. The managers of cultural institutes

should know the specifics of the
managing functions and processes in
the field, so that they could manage
efficiently the organizations they are
in charge of.

2. Taking into consideration the current

methods for subsidizing cultural in-
stitutes in the field of PA, namely,
placing these organizations in mar-
ket conditions, it can be concluded
that if they want to survive in the
next decades, they will have to im-
plement the principle of the leading
significance of art marketing in man-
aging their organizations and its in-
fluence on achieving positive results
and occupying a leading position on
the market.

3. The principles of marketing in the field

of arts are mainly limited to meet-
ing the needs of users, developing
strategies of price making and mak-
ing decisions repated to the com-
munication mix. Modern marketing
approach requires focusing on build-
ing relationships with different au-
diences, which until now have been
less taken into consideration in most
organizations in the firld of arts.

4. A specific feature of art marketing is

5.

that the stage prodict — the perfor-
mance, has been completely devel-
oped before being shown to the us-
ers and this determines the complex
character of its balanced budget.
Relationship marketing in PA focuses
on the interrelated elements in the
process of connection, which will
help the achievement of long-term
creative, financial and social goals.
The marketing activities in these or-
ganzations move from the universal
to the individual and from general to
specific.

The marketing mix of organizations
in the sphere of PA includes the 7Ps:
product, place, promotion, price,
people, process (activities accompa-
nying the service during its use) and

TyTH, TpsibBa aKTUBHO Aa npuaarat MapKe-
TUHIOBU AEHHOCTU, 3@ a MOXE Aa CE Bb3-
A€eNCTBa Ha pas/INnyHUTE ayANTOPUM, KOUTO
(YHKUMOHMPAT B yC/IOBMS HA BbHLIHATA
cpena Ha KyJTypHUSI UHCTUTYT.

II1. 3aknoyeHume

1. PbkoBOAUTENUTE Ha KYNITYPHUTE WH-
CTUTYTM 6M cnepBano Aa no3HasaT
cneundwukata Ha ynpaBneHCKUTE
dYHKUMM 1 npouecu B pasrnexaaHa-
Ta obnacT, 3a ga mMoraT Aa ynpasns-
BaT e(heKTMBHO NMOBEepEeHNTE UM opra-
HM3aLuun.

2. imarikn npeasua AencreallaTta MeTo-
Avika 3a cybcmampaHe Ha KynTypHuTe
MHCTUTYTK B o6s1acTTa Ha CLUEHUYHU-
Te U3KyCTBa, @ MMEHHO MOCTaBSAHETO
Ha Te3n opraHmMsauum B YMCTO nasap-
HW YCNIOBMKS, MOXE [a Ce 3aKJ/ouu, ve
aKOo Te ucKaT Aa oueneaT npes crnea-
BalWMTe AeceTunetus, we Tpsabsa aa
npunarat MpuHUMNA Ha BOAELLOTO
3Ha4yeHMe Ha apT MapKeTuHra npwu
yrnpaB/ieHMETO Ha OpraHM3aunmTe cu
M HEroBOTO BAIMSIHWE BbPXY MOCTUra-
HETO Ha MNOJIOXUTENHU pe3ynTatn u
3aeMaHe Ha BoJella nasapHa nosu-
ums.

3. MpuHUMNNTE Ha MapKeTUHra B cdepa-
Ta Ha M3KyCTBaTa OCHOBHO Ce CBEeX-
0AT OO0 3a40BONIsIBaHE HYXAUTE Ha
noTpebutennTe, cTpaternm Ha LEHO-
obpasyBaHe W pelleHus CBbp3aHu C
KOMYHWUKaLUMOHHUSA MUKC. CbBpeMeH-
HUAT MapKeTUHroB nornes W3nckea
aKLEeHTbT Aa Ce MOoCTaBuM BbpXy W3-
rpakaaHe Ha BpPb3KW C pasfIMYyHUTE
rpynu aygutopmu, KOMTO A0 MOMEHTa
ca cnabo 3acerHaTM Mnpu MNOBEYETO
opraHusaumm oT cdepaTta Ha WU3Ky-
cTBaTa.

4. CneundunyHa ocobeHOCT Ha apT Map-
KETUHra €, 4e CLEeHWYHUAT NpoayKT
- NMpeAcTaBNEHNETO e U3LUSAI0 paspa-
60TeH npean nokasBaHETo My npen
notpebutenute u TOBa onpeaens
C/IOXXHWSI XapaKTep Ha HerosoTo 6a-
naHcupaHo 6roaxeTmpaHe. Mapke-
TUHIMBT Ha B3aMMOOTHOLUEHMATA MpU
CUEHWYHUTE M3KYCTBa NOCTaBs yaa-
PEHNETO BbLPXY B3aMMO3aBUCUMUTE
CbCTaBKW B Mpoueca Ha CBbp3BaHe,
ype3s KOMTO Le ce MOCTUrHaT Abi-
rocCpoyYHMTE TBOPYECKM, (UHAHCOBMU
M coumanHu uenn. MapkeTuHrosaTa
OENHOCT B Te3M opraHMsaunm ce aBu-
XXW OT YHMBEpCasiHa KbM WMHAMBUAY-
anHa n oT obwa KbM crneunduryHa.

5. MapKeTUHroBusaT MUKC Ha OpraHu-
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physical environment, where the 3aummte B cdepaTa Ha CLEHUYHU-
service is delivered. Art marketing Te U3KyCTBa BKJlouBa 7P: MpoAyKT,

approach should be defined as man- ANCTpnByLMs, KOMYHMKaUMS, LeHH,
agement of all activities undertaken NepcoHan, NPpoUec (AGMHOCTM, ChbT-
9 cTBalWM ycnyrata npu HEWHoTOo Mo-

and decisions made, related to the TpebrieHne) 1 cpeaa, B KOSITO Ce A0C-
elements, included in this specific TaBsa ycnyraTta. [loa apT MapKeTUHIroB
expanded marketing mix of the or- noaxoa 6u cneasano Aa ce pa§6Mpa,
ganizations in the field of PA, which YNpaBneHNeTo Ha BCUYKM AEMHOCTU

N pEeLleHUs, CBbP3aHU C eNeMEeHTU-
should be understood, evaluated P ! P
Te, BKJIIOYEHM B TO3M cneumduyeH

and implemented bu the managers Pa3LLMpEH MapKeTUHF MUKC Ha Opra-
of cultural institutes. HU3aumMmuTe B cepaTa Ha CLEHWUYHU-
Te U3KyCTBa, KOMTO pbKoBOAUTENUTE
Ha KYNTYpHUTE MHCTUTYTK TpsibBa Aa
pa3bupaT, oueHsaBaT u npunarar.
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