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MAPKETUHIBT KATO MHCTPYMEHT 3A CbBPEMEHHO
YNPABJIEHUE HA 30PABEONA3BAHETO

Ce. I apoe’, B. I apoez, A. EHyeé?, Aa. T yeymk'oe:3

1Kame6pa ,MeduyuHcka nedazoauka”, ®O3, MY — Cocpusi
2Kamedpa "8dpasHa nonumuka u MeHUKMbHM", ®O3, MY — Cogpusi
SMBAT Losepue” — Cogpusi

Peslome. HeobxoaumocTTa OT npunaraHe Ha 34paBeH MapKeTUHT B
Bbnrapus e ce yBenuyaBa B CbOTBETCTBME C HApaCTBaAHETO Ha OYaKBaHUSA-
Ta W KPUTUYHOCTTa Ha NoTpebuTenuTe (NaumMeHTMTe) No OTHOLUEHWE Ha Me-
OVLMHCKOTO 0GCny)XBaHe U Bb3MOXHOCTUTE UM 3a M360p, KaKTO M mopaau
CbNEPHUYECTBOTO MeXay 3OpaBHUTE 3aBefeHusl. MapKeTUHIbT e BCUYKO,
KOEeTO opraHvsauusita npeanprveMa Mo OTHOLEHWEe Ha BbHLWHaTa cpeda (Ky-
nyBaunTe, KOHKYpPeHTUTe, OCTaBYALMUTE, NONUTULUTE, YpaBneHuuTe 1 ap.),
3a Oa peanusupa uenute cu. B ToBa cbBpeMeHHO pasbupaHe MapKeTUHMbT
Beye e MocTaBeH npeq U3NUTaAHWETO [a OLieHN Bb3MOXHOCTUTE Ha opraHuaa-
uMsATa 1 aa TpaHcopmMupa cobCTBEHUTE M pecypcy No Hait-0o6pusa HauvH 3a
peanuaupaHe Ha NocTaBeHUTe Lienu.

Knroyoeu dymu: 30paseH MeHUOXMBHM, MeOUUUHCKU yCrlyau, 30paseH MapKe-
muHe, 30pasHu nompebHocmu

MARKETING AS A TOOL FOR MODERN HEALTH MANAGEMENT

Sv. Garov', V. Garov?, A. EncheVv?, D. Gugutkov®

"Department of Medical Pedagogy, Faculty of Public Health,
Medical University — Sofia

2Department of Health Care Policy and Management, Faculty of Public
Health, Medical University — Sofia

3MHAT,,Doverie“ — Sofia

Abstract. The need for health marketing in Bulgaria will increase in line
with the growing expectations and criticism of users (patients) regarding the
medical care and their choices, as well as due to the competition between the
healthcare facilities. Marketing is everything that an organization undertakes
in relation to the external environment (buyers, competitors, suppliers, politi-



cians, managers, etc.) to achieve its goals. Within its modern understanding,
marketing is already facing the test to assess the capabilities of the organiza-
tion and to transform its own resources in the best way to achieve the set
goals.

Key words: healthcare management, medical services, healthcare marketing,
health needs



KOPENAUNA HA HENMBNTHONETUETO U U3BBBHBEPAYHATA
PAXOAEMOCT

A. I yeymxos’, Ce. I apoez, A. Enyee’®, B. T apoe3

"MBAS Losepue” — Cogpusi

2Kamedpa ,MeduyuHcka nedaeoeuka”, ®O3, MY — Cogpusi
3Kame6pa "30pasHa nonumuka u MmeHudxmbHmM", ®O3, MY — Cogbus

Pestome. OcobeHo xapakTepeH 3a M3BbHOpayHaTa paxaaeMocT e dhak-
TbT, Ye paxkdaHusTa ca NpeaMMHO B MadaTa Bb3pacT Ha POAUITHUS KOHTUH-
TEHT Ha XXeHWTe, BKINOYMTENTHO Npean NbiHoneTneTo M. Hanara ce n3eogwbT,
Ye e HeobXoOMMO Aa ce WHBEecTMpa B MOAENM, KOUTO OTMBaT no-ganey ot
NpeaocTaBAHETO Ha MHOPMaLWS, BKITHOUYBANKM 0ByYeHMe U KOMYHUKALMOHHM
YMEHUSA C eNIeMEHTU, KOUTO MOTUBMPAT KaKTO NMPOMsiHa Ha NOBEAEHUETOo, U
Hall-Be4ye — YMEHUs 3a KOMyHUKaLMa Mexay NapTHbopuTe U B CEMeNCTBOTO,
Taka ¥ B3eMaHe Ha peLLeHNs B CbOTBETCTBUE CbC COLMATHUTE HOPMMU.

Knroyoeu dymu: perpodykmueHo rosedeHue, caMomHu Mmaulku, demoepaghcka
rnonumuka, 30pasHa Kynmypa

CORRELATION OF MINORITY AND EXTRAMARITALBIRTH RATE

D. Gugutkov', Sv. Garov?, A. EncheV®, V. Garov®

7MHAT,,Doverie“ — Sofia

2Department of Medical Pedagogy, Faculty of Public Health,
Medical University — Sofia

3Department of Health Care Policy and Management, Faculty of Public
Health, Medical University — Sofia

Abstract. Particularly characteristic of the extramarital birth rate is that
births are mainly at the young age of the female birth control group, including
before the age of majority. The conclusion is that it is necessary to invest in
models that go beyond the provision of information, including training and
communication skills with elements that motivate both behavior change and,
above all, communication skills between partners and in family, and making
decisions in accordance with the social norms.

Key words: reproductive behavior, single mothers, demographic policy, health
culture
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PErynAuusa B ObJIACTTA HA PEKINAMATA HA JIEKAPCTBEHU
CPEACTBA N MEPKU CPELLY PA3NMPOCTPAHEHUETO
HA ®ANLLUNBU NEKAPCTBA B EC U BBJITAPUA

A. 3namapesa
MY — BapHa

Pestome. CblHOCTTa M cneundukata Ha peknamata Ha NekapCTBEHU
NPOAYKTU W 3[4paBHM TEXHONOMMU OrpaHM4aBaT KpeaTMBHOCTTA Mpu npoay-
LMpaHETO Ha peKraMHU TEKCTOBE, ThbI KaTo CbLUECTBYBAT peanua HopMaTue-
HW U3NCKBaHMA 3a OOMYCTUMOCT Ha pekramMHOTO nocnaHue. Peknamarta cneg-
Ba [Ja e cbobpaseHa C TOBa KaKBO € 3aKOHOBO pa3peLUeHo M KakBo e 3abpa-
HEHO [da NPUCBLCTBA B PEKNaMHUA TEKCT Ha AadeH NeKapCTBeH NpOoayKT unu
3[paBHa TEXHONOMMsi, 0OCOBEHO KOraTto Ca HaCo4YeHW KbM LUMpoOKaTa ayguTo-
pus. OcBeH BCUYKO TOBa He GuBa Aa ce 3abpaBs, Ye KakTo mpuTexarenure
Ha paspelleHVeTo 3a ynotpeba M 3a TbproBusl C NeKapCTBEHWM MPOAYKTH,
npeanarawiy CbOTBETHUA MPOAYKT Ha nasapa, Taka U pekramMHUTEe OTO4enu u
areHumu, NpoMoTUpaLLM BbNPOCHUST MPOAYKT, HOCAT U U3KMIOYUTENHO ronsma
OTrOBOPHOCT npef noTpebutenuTe, Tbih KaTo Ce Kacae 3a YOBELUKOTO 3apaBe
n xuBOT. LlenTa Ha npegnoxeHnst o63op e ga ce pasrnegart HopMaTuBHaTa
perynaums B cdepaTta Ha peknamara Ha nekapcteeHute npoayktm B EC ny
Hac, CbBPEMEHHUTE NPOMEHM U cneunMdukM Npu perynaumsita Ha peknamara
Ha NeKapCcTBEHW NPOAYKTU B UHTEPHET NPOCTPAHCTBOTO U HAYMHUTE 3a Heao-
nyckaHe Ha pasnpocTpaHeHMeTO Ha danwueu nekapctea. Pasrnexpgar ce
3aKoHogaTenHWTe NPoMeHM B obnactrta Ha peknamara 4pes3 couuanHute
MpPEeXN — pas3npoOCTPaHEHMETO Ha PEKMaMHU MOCMaHUS NOCPeaCTBOM UHTEpP-
HET U 4ype3 CbAEWCTBMETO Ha MHGNyeHCbpU (0COOBEHO MeaUUMHCKM nuua)
M3NCKBa ronsmMo BHMMaHWe 1 Hanara pa3paboTBaHETO Ha Mo-LumMpoka npaBHa
pamKa no OTHOLUEHUE Ha BPb3KUTE MexOy 3OopaBeonasBaHeTo, MHAyCTpuaTa
W NHNyeHcbpUTe.

Knroyoeu Oymu: peknama Ha fiekapcmeeHu cpedcmea/peaynayusi, Cb8peMeHHa
HopmamueHa ypedba, hanwiueu riekapcmeeHu npodykmu, pasrnpocmpaHeHue/3aKoHo-
dameriHu MepKu



REGULATION IN THE FIELD OF ADVERTISING OF MEDICINAL
PRODUCTS AND MEASURES AGAINST THE DISTRIBUTION
OF COUNTERFEIT MEDICINES IN THE EU AND BULGARIA

A. Z|atareva

Medical University — Varna

Abstract. The nature and specifics of medicinal products and health
technologies advertising limits the creativity in advertising texts production, as
there are a number of regulatory requirements for the admissibility of the
advertising message. Advertising should take into account what is legally
permitted and what is prohibited from appearing in the advertisement text of a
medicinal product or health technology, especially when they are aimed at a
wide audience. In addition, it should be considered that both the marketing
authorization holders of the medicinal products offering the product on the
market and the advertisement departments and agencies promoting the prod-
uct in question, have an exceptionally high responsibility to consumers, as it
concerns human health and life. The purpose of the proposed review is to
consider the regulations in the field of medicinal products advertisement in the
EU and in our country, current changes and specifics in the regulation of me-
dicinal products advertising on the Internet, and ways to stop the spread of
counterfeit drugs, and to consider the legislative changes in the field of adver-
tising through social networks. The dissemination of advertising messages via
the Internet and the assistance of influencers (especially medical profession-
als), requires great attention and development of a broader legal framework
regarding the links between healthcare, industry and influencers.

Key words: advertising of medicines/regulation, modern regulations, counterfeit
medicinal products, distribution/legislative measures



