AIICTPAKT

KynrypHure MaHudecTallii ce OpraHu3upaar co LEJ 3aJ0BOJTyBakbe HA
OJpeZIcHH KYJITYPHH NOTPeOH Ha NMOTPOINYBAYUTE (MOCETHTEIIUTE).
Tpynor npecraByBa aKIIMOHO MCTPAXXyBake€ CIPOBEAEHO BO (PyHKLHM]aA
Ha NOKaXyBamke€ HA IMOBP3aHOCTA HA MAPKETHHIOT Ka] KYJITYPHMUTE
maHudecrauun Bo PenyOimmka MakenoHHja co 3rojieMyBame Ha OpojoT
Ha noceTuTesn kaj ucture. [IpuyMeHara Ha MHOBATUBEH MAPKETHHT MHUKC
MPeKy Kpeupawke Ha KBAJIMTETHHM HACTaHW, Mo npudativeBa LEHA,
OUCTpUOYHpaHH BO BHUCTHHCKO BpPEME€ M MECTO, IMPOMOBHMPAHH Ha
COOJIBETEH HAaYHWH OBO3MOJXKYBa 3roJieMyBame Ha OpOJOT HAa MOCETHUTEIH
M 3ajaKHyBambe Ha OpeHa0T Ha MaHU(ecTalU)aTa BO OMIUTECTBOTO.
TpynoT e noTeHMpa MOBpP3aHOCTa HA UHOBATUBHUTE MAPKETUHT MAKETH
HAacOYeHHW KOH OM3HMC 3aeJIHUIIATa CO 3roJieMyBame Ha (PUHAHCUCKHUTE
CpeJCTBa Ha HCTaTa M HEJ3WH Pa3BO) HA MOAOJIT BPEMEHCKH POK.
Tperupann ce TIpUMEHETHTE MAKETUHI KOHLENTH Ka) MO03Ha4ajHUTe
KyATYpHH MaHu(ecTtauun Bo P.Makenonnja kako @ectuBanor OXpUACKO
neto, CTpyHIKHTE BeuepH Ha moe3nja U CKONcko KyaTypHo j1eTo. Cekako
MApPKETHUHI KOHLEMNLMUTE TH KOMIIApUpaMe€ CO KOMIUIEMEHTApHHU
eBPONCKM MaHH(pECTAalUNH U HYJIMME KOHKPETHH PELIE€HHa O] acrneKkT Ha
NMpUMEHAaTa Ha MapKETHHT MHKCOT. TpyaoT HyAuW KOHKPETHH MPEMJIOT -
peleHrja 3a HA4YMHOT Ha TMPHUMEHA Ha COBPEMEHATa MApPKETHHT
KOHIICTIIA]a Ka] HALLIMTE KYJTYPHU MaHU(ECTAlU 1 HUBHUOT OJHOC KOH
KOMIAHUUTE 0] OM3HMC CeKTOpoT. BlHjaHHEeTO Ha KYJITYPHUTE
vMaHudecTallid BO pPa3BOJOT HA TYPHU3MOT € CHJIHO M 3aBUCH O
TYPOMNEpPaTopuTe BO KOja MEpKa K& I'M HCKOPHCTaT BO HaMepara Aa
MPUBJICYAT MOBEKE CTPAHCKUA TYPHUCTH.
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ABSTRAKT

Cultural events are organized to meet the specific cultural needs of
consumers (visitors).

This paper presents an action research conducted for the purpose of
proving relationship marketing in the cultural events in the Republic of
Macedonia with the increasing number of wvisitors among them.
Application of innovative marketing mix by creating quality events at a
reasonable price, distributed at the right time and place, allows
appropnately promoted an increase in the number of wisitors and
strengthen the brand manifestation in society.

This paper 1s emphasized connection innovative marketing packages
aimed at the business community by increasing the funds of the same and
1ts development 1n a long time.

Treated applied maketing concepts among the most important cultural
events 1n the Republic of Macedonia: Ohrid Summer Festival, the Struga
Poetry Evenings and Skopje Cultural Summer. Of course, marketing
concepts compare with some European events and offer concrete
solutions from the point of view of the application of the marketing mix.
This paper offers concrete solutions proposals for how the application of
modern marketing concept in our cultural events and their relation to
companies from the business sector. The impact of cultural events in the
development of tounism is heavily dependent on tour operators which

measure you take with the intention to attract more foreign tourists.
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