AIICTPAKT

[TpomoTuBHHOT MIX, KAKO KOMYHHKATUBHA dKTHBHOCT Ha MapKeTUHIOT E!
NOTIONHYBa Npa3HUHATA TOMETY NMPOU3BOAUTENTUTE U NIOTpomyBayuTe o 6muio KOJ
BUNI. IIpoMoTuBHuTE AKTUBHOCTH BO YTOCTHUTENCTBOTO Ja dopmupaar cpecra Kaj

Mefyroa, KOHTHHYATETOT BO QeNyBameTo Ha NPOMOTHUBHHUOT miX BoO
YIOCTUTCIICTBOTO, 3a BpeMe Ha TYPHCTHYKHOT Ipecroj, ro IPOAOIKyBaaT
CIENUMUYHATE O6INIH Ha IpOMOIMja, KapaKTEPUCTHYHN camo 3a OBaa obmacr.
OBue o6mumm U3BHPaaT O caMara YyrocTuTe cKa Ipakca u ce o1 0COBEHO 3HaYe e
3a YCIICITHOCTA BO paGoTemeTo.

IIpeamer Ha UCTpaXyBame Ha OBOj Tpym ce TOKMY oBHE crnenuhpuyny
00IMLM Ha [IPOMOLIMja BO YrOCTUTEIICTBOTO HUBHATa (byHKIM]a 3a Pa3Boj Ha oBaa
aejHocT. MMeno, COEUU(UYHATE OGIUIM Ha NpoMonMja ro OCOBpeMeHyBaaTr u
YHAIIpeyBaaT YroCTUTEJICKHOT lIPOU3BON, CO IITO 3HaAYajHO [IpUIOHEeCYBaaT 3a
Pa3BOj Ha YyrOCTHTENCTBOTO,

Llenta Ha MCTPaXYyBakeTO Ha chnenubuyHUTE 06Uy Ha IpOMoIKja Bo
YFTOCTUTEJIICTBOTO CE€ COCTOM BO NOGUBamkeTO Ha CO3HAaHHMja 3a CONpXKUHATA W
yjlorata Ha HeKou of CIEUU(DUIHUTE TPOMOTUBHH hopmu Bo YPOCTHUTEJICTBOTO,
KdKO M HAUMHATE U KOHUENIHATE 33 HUBHO yHallpenyBame. Bp3 ocHOBa Ha BakBuTe
HCTpaXyBaka, Kako u BP3 OCHOBa Ha MCTpaxXyBameTo Ha CeUH(PUIHUTE
IPOMOTUBHH aKTHBHOCTH BO YITOCTATENICKaTa mpakca, UCTO Taka, Hex e ga ce
PACBETIIAT HEKOU Off MpoGieMuTe KoM MOCTOJaT Ha OBOj IJIAH BO TYPUCTUYKHOT
PETHOH BO KOj HCTpaXyBameTo e “3BPIICHO, KaKo M Jla ce MpeIoxKaT KOHKpEeTHU
MCPKH 32 HUBHO HaIMMHYBame.

Knydnn 360posu: YTOCTHTENICTBO, IPOMOTHBEH miX, GasuyHy [IPOMOTUBHHU
AKTHBHOCTH, cneuudbuyHu O0MuI Ha npoMo1yja, KOMYHHKalja, XpaHaTa BO
YIOCTHTEJICKaTa MoHyJa, PECTOPAaHCKM  yciyru, yrocruresckn aMOUeHT u
aTMoc(epa, YoBeukn PECYpCH, KynTypa, 3a6aBa u pasonoja, CIIOPT U pekpeanuja




SPECIFIC FORMS OF PROMOTION IN FUNCTION
OF DEVELOPMENT OF THE CATERING

ABSTRACT

The promotional mix, as communicative activity of the marketing, covers the
emptiness between the producers and the consumers of any kind. The promotive activities
in the catering form the awareness of the potential visitors about the existence of a certain
catering offer in certain tourist destinations.

The aim of the basic promotive activities in the catering, as means of initiative of
the tourist impulse, is to attract and direct the potential visitors towards catering products
and their services. However, the continuity in effecting promotional mix in catering
trade, 1n the course of the tourist stay, contributes prolongation of specific forms of
promotion which are characteristic for this area only. These forms arise from the catering
practice itself and are of great importance for successfulness of the working.

Subjects of research in this work are precisely these specific forms of promotion
in the catering and their function in the development of this activity. Namely, the specific
forms of promotion modernize and improve the catering product, by which they
essentially contribute for the development of the catering.

The purpose of research of the specific forms of promotion in the catering is
gaining experiences, concerning both the subject matter and the role of some of the
specific promotive forms in the catering trade, as well as the methods and the conceptions
of their improvement. On the basis of such investigations as well as on the basis of the
research on the specific promotive activities in the catering practice, there is a special
target to enlighten some of the existing problems characteristic for this area where the
research has been carried out or to propose concrete measures for overcoming.
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