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Digital marketing and audience development
in Creative centre of Kolofer bobbin lace
n¢ppoBoii MAPDKETHHI U pacliMpeHUe ayAUTOPHHU
B TBopueckom nenrpe Kanodgepckoro KOKJIOIMEYHOr0 KpyKeBa

Abstract. Although it does not fully correspond to the description
«museumy, the Creative centre of Kolofer bobbin lace contains several exhibitions,
which in an extremely interesting, different and innovative way for the town fit
into the historical affiliation of Kalofer and its significance for the history of
Bulgaria.

Opened in 2018, the Kalofer Bobbin Lace Creative Center houses the
«Golden Fund» of Kalofer lace, established in 1999, but very poorly preserved so
far. The original idea was to create a place to restore the long-interrupted bobbin
lace knitting courses, while preserving and showing tourists and guests of the town
this unique place and the specifics of lace, including the great historical
significance, which it has for the development of Kalofer after the Liberation of
Bulgaria from Ottoman rule.

Subsequently, the center acquired a completely different look, the exposures
were increased and renewed. Old classic models find a place in the exhibition,
along with specimens from other countries. The managers of the center often
update the look of the halls and there is always something new and interesting that
can be seen between the walls of the center. Donors make it possible to furnish the
center in a specific style, suitable for exhibiting such examples of the lace art.

In less than a year, the souvenir shop in the center tripled the items offered
and made a huge step towards online shopping. With the creation of the website,
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the creative center has the opportunity to sell the products of many artists, both
from Kalofer and from all over the country. In the last year, the center has changed
its appearance and with the idea to expand the opportunities for profit, a special
corner was created, which offers hot and refreshing drinks. This additional activity
provides to a large extent the activities that require more funds and do not have
such a return.

At this stage of development of the creative center, exceptional opportunities
for popularizing the lace art in our country stand out. Therefore, the team of the
center is working on several ambitious projects to show something different to
tourists visiting the town, as well as to support the development of textile art and in
particular — the art of bobbin lace.

In the age of the Internet and constant communication, such a place, which
finds it difficult to find funding from the state, must use all possible levers to fulfill
its goals and mission. The team of the center, in addition to looking for audiences
to visit the center and enjoy the magic of textile art, is also looking for all sorts of
opportunities to promote the center and the art that can be seen inside. Digital
marketing is a tool and a continuous process that can lead to new markets, new
visitors and lovers of this interesting and living art.

Keywords: Kalofer, Bulgaria, Kalofer bobbin lace, digital marketing, art
organization, crafts, culture management.

AnHoramusi. Hecmotpst Ha TO, uro Topueckuii nentp Kamodepckoro
KOKJTIOIIEYHOTO KPY>KEBA — 3TO HE MYy3€i B MPSIMOM CMBICJIE CJIOBA, B HEM TEM HE
MEHEE COACPIKUTCS HECKOJBKO BBICTABOK, KOTOPBIC UPE3BBIYAMHO MHTEPECHBI U
HOBATOPCKM JJIsi TOpoja. OTH BBICTABKM CBUIETEIBCTBYIOT 00 HCTOPUUYECKON
3Haunmoctu Kanodepa mis uctopun bonrapun.

B ortkpeiBmiemcs B 2018 romy TBopueckom uentpe Kanodepckoro
KOKJTIOIIEYHOTO KpyKeBa HAxXoauTcs «3050Toi (HoHI» Kanoepckoro KpyKemra,
co3gaHHeli B 1999 romy, HO 100 CHUX TOP HAXONAIIMWACS B OYEHb IJIOXOM
coctosinuu. [lepBoHavagbHas Ues 3aKII0YaIach B TOM, YTOObI CO3AaTh MECTO, TJe
B03a0HOBHIACh Obl paboTa MO BOCCTAHOBJICHHMIO 3a0BITHIX TPAAMLIMNA TUICTCHUS
KOKJTIOIIEYHOTO KPY>KEBA, MOKa3bIBasi TYPUCTAM U TOCTSM T'OPOJa 3TO YHUKAILHOE
MECTO M YHHUKAJIbHOE KPY>KEBO, B TOM YHUCJIE€ WU TOBOPS O TOM OOJBIIOM
UCTOPUYECKOM 3HAUEHUM, KOTOPOE OHO MMeeT s pa3Butus Kanodepa mocie
0CcBOOOKIEHHs Bonrapuu OT 0CMaHCKOIO BJIaIbIYECTRA.

BriocneacTBuM LEHTp MPUOOPEN COBEPIICHHO APYroi BHUJ, SKCHO3UIMU
YBEJIMUMBAJIMNCh W OOHOBJSJIMCh. Ha BBICTAaBKE JEMOHCTPUPYIOTCS CTapble
KJIaCCUYECKHE MOJIENH, a Taloke o0pasibl U3 Apyrux crpad. COTpyIHUKH 1IEHTpa
4acTo OOHOBJISIIOT BHEIIHMIA BUJ 3aJI0B M BCETAA €CTh UTO-TO HOBOE U MHTEPECHOE,
YTO0 MOYKHO YBHMJETH B CTEHaX LEHTpa. bnaromaps MNONEYUTENSIM €CTh
BO3MOKHOCTb O(POPMUTH LIEHTP B OCOOOM CTHJIE, MOAXOAAUIEM Uil JEMOHCTPAIUU
00pa3LoB pa3HbIX BUAOB KPYKEBHOIO UCKYCCTBA.

MeHee yeM 3a roji CYBCHUPHBIi Mara3uH B LIEHTPE YTPOWJ KOJMYECTBO
npejyiaraéMbix TOBAPOB M CHAENAl OTPOMHbBINA LIar B CTOPOHY OHJIAHH-TOKYTIOK.
Co3naB BeO-CaliT, y TBOPYECKOTO IIEHTPA MOSBUJIACH BO3MOXKHOCTH MPOJABAThH
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paboTel MHOTHX XYJOKHMKOB, Kak m3 Kamodepa, Tak m co Bceil crpanbl. B
MPOLJIOM TOAY LEHTP M3MEHWJI CBOW BHEUIHMI BUJ W C LEIBIO PACIIMPEHUS
BO3MOKHOCTEH ISl ONMYy4YEHUsT TPUOBLUTM ObLT CO3/IaH CHELHUAIIbHBIN YIOJIOK, TIe
MOXKHO 3aKa3arb TOPSAYME W OCBEKAKIIME HANUTKA. OTa JONOJHHUTEIbHASA
JESATENLHOCTh TPEOyeT OOJIbIIE CPEACTB U HE TPUHOCHT MPUOBLIH.

Ha panHoM ostanme pasBuTus TBOPYECKOrO0 LEHTPA OTKPBIBAKOTCS
WCKITFOUUATEIBHBIE BO3MOXKHOCTH JUIsl TIOMYJISPU3ALMNA KPY>KEBHOTO MCKYCCTBA B
Hamel crpaHe. IloaToMy KoMaHga weHTpa paboTaeT HaJ HECKOIBKUMU
aMOWLIMO3HBIMH TMPOCKTaMH, YTOOBI MOKA3aTh TYPUCTaM, MOCEHIAOIIAM T[OPO,
YTO-TO HEOOBIYHOE, a TAKXKE MOJACPKATh PA3BUTHE TEKCTUIILHOTO MCKYCCTBA U, B
YACTHOCTH, UCKYCCTBA MJIETEHUS KOKITIOLIEYHOIO KPY/KEBA.

B Bek MHTEpHETA M MOCTOSHHOTO OOIICHUS TAKOE YUPEKICHUE, KOTOPOMY
CJIO’KHO HATH (MHAHCHPOBAHKUE CO CTOPOHBI TOCYAAPCTBA, JOHKHO UCIOIb30BATh
BCE BO3MOXKHBIC PBIYArd JUIsl BBINIOJHEHWS CBOMX Leneid m muccuu. Komanpga
LHEHTPA HE TOJIBKO NpHBJICKacT MyOnuKy, KOTOpas TNOCEHacT UEHTP H
HACJIAKAACTCS BOJIICOCTBOM TEKCTHJILHOTO MCKYCCTBA, HO M MILET pa3HbIC
BO3MOKHOCTH JUIsl TTPOJBHKEHHS LIEHTPA U UCKYCCTBA, KOTOPOE MOKHO YBHJIETH
BHYTpU. [{u(ppoBOii MapKETHHI — 3TO MHCTPYMEHT WM HEMPEPBIBHBINA Mpolece,
KOTOPBIA MOKET MPUBECTH K HOBBIM PBIHKAM, HOBBIM MOCETHTENSAM H JIFOOUTEISIM
ATOTr0 MHTEPECHOTO U JKUBOI'O UCKYCCTBA.

KmroueBbie ciaoBa: Kanodep, Bbonrapus, kanodepckoe KOKITIOMEYHOE
KPY>KEBO, IH(PPOBOI MAPKETUHT, OpraHu3alis B 00JIaCTH UCKYCCTBA, TPOMBICIIBI,
MEHELKMEHT KYJIBTY PBL.

A brief retrospective of the development of Bobbin lace in Bulgaria and the
development of lace art in Kalofer

It 1s assumed that the first samples of bobbin lace in Kalofer were brought
from Western Europe at the end of the XIX century, when the wvisible
Europeanization of Bulgarian cities began. The beginning of the Kalofer tradition
in bobbin lace knitting 1s considered to be the opening in 1910 of the only
specialized school in Bulgaria for bobbin lace «Trudolyubie» [1].

In the period 1906-1913, on the recommendation of the Ministry of
Education, free two-year courses for teachers of embroidery and lace were
organized at the State School of Drawing in Sofia. In 1909 Donka Shipkova, sent
by Kalofer, studied knitting on bobbin lace. After completing her studies, she
became the first teacher at the Lace School in Kalofer [1].

«From the very beginning, Donka Shipkova began to develop models that
differ from European models with their characteristic Bulgarian sound. She is
entirely responsible for creating a sustainable style of bobbin lace in Kalofer. In a
very short period of time, Donka Shipkova built a school in which products of
comparable artistic value and quality are knitted with patterns made in countries
with centuries-old traditions in bobbin lace knitting. The models created by her use
floral motifs typical of Bulgarian nature - roses, tulips, carnations, sunflowers,
wheat ears, oak leaves in many different variants. Images of people and animals
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are not found in the Kalofer laces. Subsequently, some of the best students in the
school began to create models» [1].

The creation of a sustainable style of the local bobbin lace and the formation
of its name as Kalofer is entirely the merit of Donka Shipkova. Girls at school and
many women outside of it learn to knit lace. They sell their products at home and
abroad. Thus, lacemaking became a characteristic female livelihood for Kalofer,
who brought relatively good incomes in the 1920s and 1930s. A women's labor
cooperative was established to support the sale of lace [2].

Characteristic of Kalofer lace is its special compositional structure: light
openwork, called «environmenty, is surrounded by dense elements and vice versa -
the dense center 1s surrounded by loose peripheral parts. The solid part, filled with
colorful motifs and small elements, as well as the various openwork parts,
intertwine linearly with each other. The specific arrangement of the individual
elements 1s achieved by connecting the large fields, interwoven with half a "sieve"
cloak, to smaller decorative fields, by means of braids» [4] located motifs forming
the overall composition of the product. The center and the sections between the
main motifs are filled with various nets, which are most often a combination of
chains and leaves. The pattern of the models is outlined with different types of
canvases (smooth, different types of openwork, zigzag) and sieves, which in
Kalofer have specific names that have survived to this day. Characteristic of
Kalofer lace is that it is one color. It is knitted mainly with cotton threads in white
and ecru. The products are mainly for the interior - napkins, tablecloths,
tablecloths, lace for bed linen. It is less used in clothing - circuit boards, collars,
cuffs» [1].

«In the development of Kalofer lace, as in any art, there are periods of
prosperity and decline. In August 1935, the Lace School was closed and a lower
Agricultural School was opened in its place. In the new school only two classes are
preserved, in which the knitting of Kalofer lace is studied. Once they are closed,
the making of lace is transferred entirely to the home. The ability to create and knit
lace 1s passed from mother to daughter, from grandmother to granddaughter. The
decline of lace production after the Second World War was particularly sharp,
when all ties with Western markets were severed and this art was treated as a
declining phenomenony [3].

Gradually, bobbin lace is out of fashion, there is no demand and no longer
brings good income, lacemaking remains the business of only the most zealous
craftswomen. In the 1950s and 1960s, as well as in the 1980s, there were attempts
to preserve the tradition by organizing training courses, but the results were very
modest. In the 90s of the twentieth century, interest in bobbin lace began to revive
through publications on how to knit lace and models for its manufacture, through
organized courses and exhibitions [2].

Since 2000, on August 15, the day of the great Christian holiday —
Assumption of the Blessed Virgin Mary, the Feast of Kalofer Lace is held
annually. The first holiday is attended by bobbin lace knitters from all over the
country, as well as guests from England, Scotland and Belgium. A «Golden Fund»
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of Kalofer lace has been created at the local community center, which collects its
exhibits from donations from locals and participants in the holiday. The fund has
over 100 arch. units and includes samples of Kalofer lace, models and tools, as
well as photographs and written documents. In the following years, there was no
particular initiative, thematic expansion of exhibitions, increasing the duration or
enrichment of events to celebrate the holiday. The town still does not have a
museum for permanent exhibits related to this essential part of the town's history
[4].

This situation ambitions the young team of the Community centre in Kalofer
to direct their search in presenting the Kalofer lace not only as an intangible
cultural heritage, but also its revival as a craft and livelihood. The main goal is the
desire to bring lace out of the oblivion of modernity and to push it to a new period
of rise, and 1n addition to preserving it for generations, it has become a livelihood
for anyone who wants to dedicate themselves to it, seeing in it the only opportunity
for sustainable development.

The above lays the foundation for the idea of creating the Creative Center of
Kalofer Lace, which opens on August 15, 2018.

The town of Kalofer as a tourist center.

Kalofer is a town located in South-Central Bulgaria, on a communicative
road, 160 km from the capital and only 60 km from the second largest city in
Bulgaria - Plovdiv, which 1s also an extremely large cultural center, European
Capital of Culture in 2019.

The town is the birthplace of the greatest poet and revolutionary in Bulgaria
- Hristo Botev, who fought for the liberation of the country from Ottoman rule,
which ended with the Russian-Turkish Liberation War in 1878. The history of the
town and the revolutionary district in general attracts many Bulgarian and foreign
tourists. Kalofer is at the foot of Stara Planina and is famous for several natural
landmarks - the highest waterfall in Bulgaria, Central Balkan National Park and
others, enabling mountain and eco-tourism.

All these features suggest the visit of many tourists, but still the
infrastructure (including tourism) is not at a high level and 1s not well developed.
The town has a National Museum named after Hristo Botev, which is the most
visited site in it, but the museum itself is unfortunately moving too slowly towards
its modern and contemporary management and development.

Despite the constant presence of bobbin lace as a textile art present in the
history of the town, it 1s limited to poorly displayed and poorly studied by the local
museum. The exposition in the museum is limited and the information provided is
scarce.

All these factors should be taken into account when making development
strategies and creating a mission and goals of the Kalofer Lace Creative Center, so
that 1ts development can go hand in hand with the development of lace textile art in
Kalofer and in Bulgaria.
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Development of the Creative Center of Kalofer Lace

In Bulgaria the financing and support of the Community centres happens on
a specific principle. Quite often the Community centre is financed with projects (if
there 1s available capacity of employees to prepare the projects), and the state
supports only the «salary» fund with a certain number of employees for each center
— usually 1 person. It is clear that there 1s no way to maintain such a place with this
way of financing, so since the establishment of the center, various strategies have
been developed to help this place be an attractive center for any audience and thus
support itself.

In 2019/2020, during the development of my master's thesis, the main
activities were identified, with which the center to develop and promote first
among the local public, and subsequently among the guests of the city. For the
local audience, the creative center should be a place where various initiatives and
events of a cultural nature are often held, of course tied to the bobbin lace. Local
audiences should know that the center presents in an innovative and interesting
way part of the history of the city, which locals are proud of.

Over the years, bobbin lace knitting courses in the city have been held
infrequently and without much success. A year before the establishment of the
Creative Center, a lace knitting course was created again, which aroused serious
interest in the local community, was attended by many interested people, who in
turn gave a new impetus to the development of the art and art of lace knitting. The
creation of new models was announced among the community.

The collaboration with other artists from Bulgaria and even from Europe
was very important for the local community, who gave a serious request for the
exchange of experience and opportunities for expression among local artists.
For a small town like Kalofer, the information that the Community centre is
creating a new creative center of lace, aroused initial strong interest from the local
communities and resonated. In the first year of the center's establishment, the local
audience attended events that had never happened before — large exhibitions of
bobbin lace models, exhibitions of fine arts, theater productions, concerts, parades
and more. All these activities attracted the local audience and introduced them to
the activities of the center, as the team gave its request on how it wants to develop
the center and its audiences.

For tourists visiting the city, the center is a new landmark that enriches their
knowledge in historical terms, as the history of Kalofer lace is not widely known in
our country. In addition, they are given the opportunity to touch the creation of
specimens of lace, to understand how complex the process of weaving it, what
cultural value it has and even to buy from it. The organization of exhibitions and
other events attracted people to the lace, who encountered it for the first time and
learned about its high and creative value.

For the categorical development and establishment of the creative center of
Kalofer lace, first among the local community, and then in the search for audiences
outside this community, it is necessary to categorically develop marketing and
communication strategies. These strategies, in addition to attracting audiences,
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must also offer consumers the opportunity to learn more about this art and to
develop it together with the center, which 1s his home.

At the applications below you can see pictures of the centre now. (fig. 1, fig.
2, fig. 3).

Fig. 1. The Creative Centre 2018 and now
Puc. 1. TBopuecknii uentp Kanodepckoro kokmomednoro kpyskesa B 2018 roay u ceiiuac

) i

Fig. 2. The Centre before and now
Puc. 2. TBopueckuil HeHTP A0 U NOCIE

Fig. 3. The new exhibitions
Puc. 3. HoBble BbICTaBKU

Digital marketing and its application in the arts
Some of the definitions of marketing definitely apply to the business
environment, but the arts, for their part, are already largely participants in and
dependent on this business environment. Therefore, it is necessary to strongly use
marketing strategies in the search and development of new audiences.
Definitions of marketing are given by a large number of specialists. In
building our strategies, we read and focus on a few:
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Philip Kotler: «Marketing is a business function that detects unmet needs
and desires, determines and measures their size and potential profitability,
identifies target markets that can be best served by the organization, makes
decisions about products and programs appropriate for selected markets , and
requires everyone in the organization to think about the customer and serve them».

Peter Drucker: «The whole business in terms of its end result - the
customer .

Chartered institute of Marketing: « Management process responsible for
identifying, anticipating and meeting customer needs in a profitable way for the
company »

Vasilena Valchanova: «Marketing can be any conscious action that the
institution takes to create an attitude in the audience, which sooner or later lead to
a profitable customer action.

In the environment in which we live, in the presence of all kinds of
information in huge quantities, just at hand — in our phones, everyone is fighting
for the attention of the user, regardless of his status. This requires a clear definition
of target groups and target audiences to target our strategies. These audiences have
already been discussed in my previous article - "Development and promotion of
the Kalofer Lace Creative Center", published in the journal of the Academy in
early 2021.

Definitions of digital marketing:

Digital marketing is a type of marketing that uses digital advertising
channels for communication to distribute products and services to the widest
possible audience in order to successfully promote the product. In this way a
personal relationship with the client is built and an opportunity to gain the trust,
patience and perseverance of the user. Digital marketing has many similarities to
traditional marketing, but differs in that it is provided to an audience that uses
digital technology. The term is a relatively new concept aimed at marketing and
communication [5].

Some of the most popular types of digital marketing are:

Social media marketing

Email marketing

Content marketing or content marketing

Affiliate Marketing

Search Engine Marketing [5].

There are two main types of digital marketing strategies:

With PUSH digital marketing, there is a significant connection between the
creators of the service / product and the customer. In this case, the marketer sends
promotional messages to users via email, SMS or RSS. This digital form of
marketing is extremely effective in sending and receiving direct messages. In this
way the  personal  attention of  the client is attracted.
In PULL digital marketing, information and content are sought by the customer
through websites, blogs and videos, after which the necessary offer for the needs of
the market is prepared. This form of marketing is a kind of web-based method in
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which there are no restrictions on the amount of content that will be presented to
customers [35].

All these definitions give us the main direction in which we should take our
marketing communications in order to gain the attention of our already targeted
audience.

As many marketing theorists claim, the question of digital marketing is not
whether it will happen, but when. According to most sources, it has already entered
our lives, and this 1s happening even more strongly and significantly after the covid
pandemic, which requires more and more digitalization in all aspects of our lives.
This 1s a process that is irreversible and we cannot count on it to take a step back,
but rather we need to interact and adapt, no matter how fast it develops.

For most of the cultural institutions in Bulgaria this is a real shock and
challenge, because along with the unprepared staff, there is no desire on the part of
the managers managing the institutions to define the marketing positions in their
teams as managerial. This leads to the lowest level of digitalization of culture in
our country.

In the Creative Center of Kalofer Lace, to a large extent, the activities that
are set are carried out by non-profit volunteers. The development and
popularization of the center as a cultural institution developing textile art and
bobbin lace in Bulgaria is the main mission and we are gradually embarking on the
search for audiences and the digital environment, which can always be transformed
nto visitors.

Creating a digital brand

Creative Center of Kalofer bobbin Lace has its own branding strategy, made
since its inception. Specially created logo, visual concept and identity, branding of
advertising materials and more. This is an extremely important element in
highlighting the center among external audiences, which will visibly make a
difference with the competitive environment. The imposition of the strategy from
the very beginning predisposes only its development in the future among even
larger audiences.

The digitalization of the Golden Fund of Kalofer Lace began in 2021 after
winning a project from the National Fund of Culture to support cultural institutions
that are not supported by the budget. The digitalization of the fund differs from the
simple scanning of models and their uploading in the digital environment, and
generally represents the processing of each model to be available in a quality
image for subsequent detailed weaving: (Fig. 4).

The 1dea is that digital models should be available for free download and can
be woven by anyone who has the ability to do so. In this way, the oldest models of
Kalofer knitters will live a new life.

An important element of the creation of the digital brand is the creation of a
website of the creative center: dantela.bg (fig. 5, 6).

In the digital environment, perseverance is important. The site is the
communication center that provides a starting point for all subsequent content.
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It sets the pattern of behavior in a digital environment. Even if it is not very
modern, the consumer expects it to be always up to date, and if we cannot offer
this, he can very easily refuse and turn to another offer.

Fig. 4. Digitalized model, scanned and digitally drawn
Puc. 4. OuudpoanHas MOEIb KPYKEBHOTO M3/IEIHS, OTCKAHUPOBAHHAS U HAPUCOBAHHAS B
U poBOM BUIE

."Q‘:} TBOPYECKN UEHTBHP HA

9
B2l Kiodepckama ganmeta

Q %P ooms.

HAYAAQ 3AHAC - AAHTEAATA - MATASUH KAAOQEP - BUPTYAAHA PASXOAKA KOHTAKTW

3A HAC H HEHTBPA

Fig. 5. The main page of the site dantela.bg
Puc. 5. Hoswrii caiiT nieatpa dantela.bg

HAYAAO 3AHAC - AAHTEAATA MATA3MH  KAAOQEP BUPTYAAHA PASXOAKA KOHTAKTK

KAAODEPCKU AAHTEAU BVXYTA OT AAHTEAA AAHTEAU 3A APEXU APYTU AAHTEAW
16 npogykma 32 npogykma 22 npogykma 41 npogykma

To3u catim e pa3pa6omen € punanco8ama nogkpena na HauuoHare gorg "Kyamypa” no npozpama "EgHozogullina
npozpama 3a nogkpena Ha UacmHU NPOGECUOHAAHU OP2aHU3auUL B 06AaCMMa Ha U3kycmBama ”, npoekm: ,Ebgeuwe 3a

“ Fig. 6. The e-shop, where everybody can buy lace
Puc. 6. HoBblif OHaliH-MarasuH, rie MOKHO MPUOOPECTH KPY3KEBHYIO MPOAYKIIHIO




The website 1s important for several other reasons. Whatever the presence of
the institution in social networks, for example, they are not our property, but
someone else's and our presence there meets certain conditions and criteria.
Managing the website and its location among search engines would require a
reverse search — 1.e. social networks mainly «advertise» our site, which in turn is
always up to date and «ready» to use.

The last of the above types of digital marketing - the one for search engines
— 1s seriously advocated here. To be useful in promoting art, the website must be
designed and optimized to offer users the opportunity to interact with it when they
search for something specific or something that is close to what we offer.

Search engine optimization goes through several important moments, as the
site must offer specific tools and this should definitely be taken care of by a
specialist. Important tools to work with are Google analytics, Google Marketing
platform, Google ads and others.

Content marketing. Storytelling.

For me, definitely one of the most important aspects in preparing a
marketing strategy in a digital environment is the content that is shared with
audiences.

The Kalofer Lace Creative Center has a very solid historical foundation,
which 1s absolutely sufficient to create impressive content. It, in turn, can reach
different audiences in different ways and provide us with the necessary attention.

Content marketing is an approach that involves creating, organizing,
distributing and enhancing content that is interesting, relevant and useful to a
clearly defined audience. It is considered another form of journalism and
publishing that creates deeper connections between brands and customers. Good
content marketers provide customers with access to high-quality, original content
while telling interesting stories about themselves. It shifts the role of marketers and
turns them from promoters to storytellers ...

... Content marketing is praised as the future of advertising in the digital
economy. Internet connectivity allows consumers to talk and discover the truth
about brands [6].

The historical basis on which the creation of the Creative Center is based
and the fact that we want to promote this place among young and modern
audiences leads us to create spectacular stories and share historical facts about the
development of shuttle lace in our country, namely in Kalofer. Our target audience
needs to understand why this is where this situation happened and why they need
to visit this place, what they will get after visiting it...

An effective content marketing campaign requires professionals to select
from external sources or create original content. You need to distribute it in the
best way, through the best combination of channels. It must go through certain
steps to be useful and effective:

- Goal setting - what we want to achieve with this campaign, how we will
build the brand and how we will achieve growth in the metrics we set ourselves to
monitor. The goals must follow the overall goals of the organization. [6]
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In the creative center of Kalofer lace we follow the goals related to the
brand - brand awareness, brand association, loyalty and more. Through them, we
hope for more awareness and interest. When choosing this goal, the marketer must
ensure that the content always corresponds to the nature of the organization. [6].

- Outlining the audience. Defining the audiences we need to focus on.
Broad audiences should not be defined... They can be defined on the basis of
geographical,  demographic,  psychographic — or  behavioral  perimeter.
Once the boundaries of the audience have been determined, its profile is outlined,
which helps to define the need for specific content. Content should be created to
help the audience realize their desires [6].

We have been working hard on this step in the creative center of Kalofer
lace since 2018, as the audience interested in textile art in Bulgaria is very limited,
so our goal 1s rather to bring to the fore the need to create new audiences to have
an interest in the activity we have or at least part of the art. Of course, current
audiences need to be developed and expanded by maintaining all existing
strategies.

- Content design and planning. A combination of relevant topics
appropriate formats and solid stories ensures a successful content campaign. It
should be borne in mind that good content applies to the lives of customers, it must
mean something to them so as not to be overlooked. It should help the audience to
pursue their desires. Effective content has stories that reflect the symbols and codes
of the brand. This requires deep thinking about the brand's mission and what it
symbolizes beyond value propositions. Formats: press releases, articles,
newsletters, books, catalogs, infographics, comics, presentations, games, videos,
short films. According to Google - 90% of all media interactions today are on
screen, which is a clear enough indication that you need to ensure visibility and
accessibility of content in this way through various tools.

Comprehensive narrative of content marketing — episodic type of marketing
with various short stories part of an overall storyline.

- Content creation — high quality, original, rich, intriguing. The
creators of such content adhere to high standards and integrity. They should not be
biased. A continuous process that at the same time takes a lot of time and effort [6:
150].

- Distribution of content. High quality content is useless if it is not
targeted properly. 3 main distribution channels - own, paid and earned media.
When the quality of the content is very high, the audience is motivated to make it
«viraly wherever possible and thus the most effective and sought-after organic
advertising [6, p. 152].

- Content Enhancement - How we plan to take advantage of content and
interact with customers. Create conversations about content. Using influential
people to distribute content.

- Content Marketing Evaluation: How successful was the campaign?

- Campaign metrics, achieving overall goals.
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- Improving Content Marketing: Changing the Topic, Improving
Content, Improving Distribution [6, p. 146].

On figure 5 there is a picture in our website, which provides the idea behind
the visual content marketing — the good pictures.

Marketing and communications on social networks

It would be unserious to overlook the opportunities that social networks
offer today. Their rapid development should be a signal to us that we must always
be up to date with change and the new in order to increase interest and consumer
demand.

In short, it is necessary for the specialists who take care of the maintenance
of social networks to be absolutely aware of the goals and mission of the
organization and to present their messages in a way to attract new audiences and
support existing followers.

Social media marketing is the use of social media and platforms to connect
and communicate with audiences to build a brand, increase sales or provide traffic
to the institution's website.

This includes posting good content on social media profiles, listening to
opinions and engaging with your followers, analyzing results and conducting
advertising campaigns on social media.

Again, when creating a marketing strategy for social media and media, we
need to segment the audiences we want to attract, configure the missions and goals
we want to achieve, and then start creating content to distribute. An analysis and
evaluation of the results 1s always needed after the end of certain campaigns.

Posting information on social networks should not be frivolous. It is
necessary to do research on what kind of audience we will reach with the current
algorithms in which social networks work and to assess if we want to invest in
advertising whether our investment will lead to achieving the goals we have set.

Kalofer Lace Creative Center maintains several profiles on social networks.
We first started working with Facebook, then with Instagram and Youtube. In
2021, the official website of the Creative Center was created, which will be the
main source of content to be shared, and the idea is for social networks to maintain
and publish some of the content. The center's Youtube channel has already
uploaded short videos on how to knit shuttle lace, the Facebook page reaches the
majority of fans and users of the center, and the Instagram page will mainly
support the younger audience by sharing photos. content and guidelines for
purchasing certain items.

The website www.dantela.bg

In 2021, after winning a project of the National Culture Fund, Kalofer Lace
Creative Center had the opportunity to build its own web portal, which in addition
to providing information to consumers where we are and what we do, can also
provide access to articles, which are offered in the creative center to a wider
audience. This is already happening through the online store that has been
developed for the website. The site digitally promotes the art of shuttle lace
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knitting to visitors who do not have the opportunity to visit Kalofer, but can greatly
arouse their interest in doing so.

In line with the latest museum trends, the site also offers a 360 - degree
digital tour of the premises and exhibitions in the center, so that we can even
remotely provoke consumer interest and demand.

Proceeds from the online store go to the maintenance of the physical store
and building and to the improvement of everything that happens in the center. Of
course, they also bring profit to artists who have decided to create at the center and
promote their art through it.

SEO (search engine optimization) is used for better placement of the site,
and specific criteria and keywords are set according to which the site should be
offered to a special segment of Internet users.

Consumer experience

Once the site and profiles are created in all types of social networks in which
we plan to work, after the tools are built and prepared to process and receive our
feedback, we must take care of our behavior in the digital environment.

Our main goal is to create a user experience that will leave good taste in
visitors and art lovers, which takes place in the Creative Center of Kalofer Lace,
whether they trusted us through their screens or visited us on site.
At the heart of digital marketing 1s the study of consumer behavior. All users have
digital behavior. They self-segment as people with a certain pattern of behavior
and specific interests. The goal is to reach these users in the best possible way and
meet their needs by using digital channels.

Here 1s the distinction between digital marketing and the positioning of
cultural products. This can be a problem in some areas, especially when our
marketing strategy efforts are not focused on the right audience. We often have to
answer the question «<How can I tell someone that they need to 'buy' culture or
art?» There 1s probably no specific answer to this question. Offering art must be no
worse than all the other "products" we are persuaded to buy, it just has added value
that 1s often realized long after the acquisition of an object.

Digital approach:

- Study: Formulation of a hypothesis based on our knowledge so far

- Building: Creating a marketing activity to test the hypothesis

- We build an approach to see if the idea works

- We measure the achieved results

- We analyze and compare the results with the set goals

- We learn more about our audiences

- Successful experiments are included in the basic strategy, and unsuccessful
ones provide experience and knowledge

This approach provides information and opportunities for the correct
positioning of cultural products in the digital environment, as no one can answer
categorically on a case-by-case basis what should be the approach when
developing digital marketing strategies.

194



The need to develop marketing strategies for the digital environment did not
arise with the onset of the Covid-19 pandemic, but it greatly increased the need to
properly deliver digital marketing strategies everywhere. With the development of
new technologies we are entering a new environment to which we must constantly
adapt. Art and culture, museums and galleries must not lag behind innovations in
the digital environment, otherwise they will become invisible to their audiences. In
Bulgaria, according to various studies, the performing arts are the most digitalized,
and museums and galleries are in one of the last positions of digitalization.
Digitalisation will not rob the cultural sector, but can be a tool to provide a
physical audience. It is possible that in most cases there 1s a fear in cultural circles
of digital robbery of artists, but if we look at digitalization in terms of audience
development, I am sure that much more will be achieved for the development of
these arts.
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