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ConmanHuTe MEIUU ca CPAaBHUTEIHO HOBAa KOHIICMIUSA, OCOOCHO KOTaTo ce Ipueme
nepcnektuBara B2B. Crnopen Kap u Xeiic (2015) ompeneneHueTo 3a COLMANIHUA MEIUU €:
,JIHTepHeT-0a3upanu KaHaiu, KOUTO IO3BOJSBAT HA MOTPEOUTENUTE OMOPTIOHHUCTUYHO Ja
B3aMMOJICIICTBAT U CEJNEKTUBHO CAMOCTOATETHO Ja MpPEJCTaBsAT, B pEalHO BpeMe WU
ACHHXPOHHO, KaKTO C IIMPOKAa, Taka W C TACHA ayAUTOpHs, HU3BIUYAWKU TOJ3a OT
reHepUPaHOTO OT MOTPEOUTENHUTE ChAbPKAHUE U B3IPUATHETO HA Apyrute”’,

[TpuunnaTa, mopaau KOSTO KOMIIAHUUTE 3al0YBaT Ja U3MOJI3BAT COLIMATHUTE MEAUU
€, 4e MCKaT Ja ce Ao0amxaT 1o cBoute kimeHTH. bpensH u Kpodt (2012) TBBpAAT, Ue Haii-
W3MOI3BaHUTE MIATHOPMU B PAMKHUTE Ha COIMATHUTE MEIUU B KOHTEKCTAa HA JUTUTATHUS
mapketunr ca LinkedIn, Facebook, Twitter u Blogging?. IIpunosxeHusTa, KOUTO MOraT a ce
M3MOI3BaT Ha pa3IMYHUTE TUIaTGOPMHU, ca: MAapKETUHT Ha ChIBPKAHUETO, OM3HEC MPEKHU U
pa3Butue Ha MapkaTa. OCBEH TOBa T€ TBBPJAT, Y€ COLIMATTHUTE MEIUU MOTaT Jia ce€ U3I0I3BaT
B cextopa B2B karo wuHCTpyMeHT 3a mpoyuyBaHe Ha NpoAaxOuTe, a CHIIO U KaTo
KOMYHHKAITMOHEH KaHaJl KaTO HAYMH 32 YCTAaHOBSIBAaHE B3aMMOOTHOIICHHUS C IPYTH UTPadd Ha
BBTPEILIHUS U MEKIyHAPOIHUS Ta3ap.

Kérkkdinen, Jussila u Viisdnen (2013) tBbpasT, ye B2B coumamnure menuum Ou
MOTBJI J1a TOAOOpU M H3SICHU HYXIUTE HA KJIMEHTHTE IO OTHOLICHHE Ha HapacTBallaTa
knueHTcka opuentarnus.’ ToBa e BaXHO, Thil KaTO KOHKYPEHIMATA, TIPel KOSATO €A U3MPAaBEHH
(dbupMuTe, BeUe HE € BBTpEIIHA, a € Tiiobanmu3upaHa. ToBa MOXKe J1a yCKOPH pa3pabOTBAHETO
Ha npoaykTa Ho HsSKOM KOMIIaHMM BCE OIIe MMAT TPYIHOCTH J1a BUIAT WKOHOMHYECKHUTE
MOJI3M OT TpUEMaHeTo conuanHu Mmeauu. M3cnensanusita Ha Michaelidou et al. (2011)
MoKaspar, 4ye caiitoBere 3a couuanHu Mpexu (SNS) morat na momoOpsT Bpb3KaTa C
KJIMEHTHUTE, ]a yBeInuYaT CTOMHOCTTA 3a KJIMEHTa U Jla Ch3AaJaT YHUKAJIHA UIACHTUYHOCT Ha
mapkata®. MaTepecen pesynrar ot Schultz, Schwepker u Good (2012) e, ye H3MOI3BaHETO HA
COLIMAJIHU MEJMH € TOBJIMSHO OT Bb3pacTTa Ha morpedurens cpen npojaxoure B2B. Ilo-

BB3PACTHUTC IMO-MAJIKO U3MOJI3BAT COINTUATTHUTC MGI[I/II/IS.
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