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Abstract: In the 21st century, a large number of companies are focused on managing strategic customers through
integrated marketing communications. Through internal organizational systems, sales companies find a way to treat
their strategic customers differently from traditional customers. Key customer management is no longer seen as a
simple process of interaction that takes place between the buyer and the seller. The key customer is the backbone of
all active actions through technological innovations and the application of modern marketing techniques in order to
meet the constant growth of consumer demand / service users. Through the integration of sales and marketing skills,
a special added value is created for the strategic customer, created in the atmosphere and shopping experience that is
usually shaped individually. The article deals with the competencies and techniques by which the sales and
marketing sectors channel their communication to the most important clients. From nurturing competitive
intelligence, emotional competence, empathy and active empathic listening, self-control activities, communication
and presentation skills, interculutral communication, negotiation skills, adaptive sales, consultative sales,
coordination skills, customer knowledge, products and technical management, performance orientation and sales
efficiency, ethical behavior, sales experience to the resolvement of possible conflicts. From a theoretical point of
view, the article points out the importance of synergistic action of sales and integrated marketing activities, both for
traditional and online customers. From a managerial point of view, the article significantly provides determinants to
sales MPs on how to define, recruit and nurture key customers in their business. This article also offers potential
answers that create a turbulent market environment versus sales structures - it examines how marketing techniques
meet the requirements of modern strategic customers, but also vice versa, as technologically modern products
require the transformation of communication to important consumers. The role of sales and marketing managers is
extremely important in creating an interactive relationship with key customers. Evaluating the company's vision and
mission, as well as the most important set goals make it easier to find the target key customers. Thanks to new
digital marketing technologies, the boundaries of cooperation with important customers are constantly expanding,
and this further adds importance to online market research, new appearances and design of the offer in accordance
with the requests of the target customer population. With the support of mutual action of the sales and marketing
team, after the recruitment of key customers, very important relationships with them can be nurtured and preserved
more intensively, which in the long run bring trust, loyalty and commitment to company values.
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1. INTRODUCTION

Strategic customers are customers of crucial importance to one company. Once the organization defines current and
potential customers, it is extremely important to constitute a profitable system by which the company will operate,
but in cooperation with a carefully tailored concept of nurturing loyal customers. Today, the environment in the
buying and selling process is rapidly changing due to the appearance of numerous automation tools and the Internet,
and thus direct contact with the seller is reduced. However, due to the growing needs of monitoring key, and
especially global customers, a new position of SAM (strategic account manager) has emerged, which in a
completely new sales function summarizes all of the above (Lacoste, 2018). This position of the new sales manager
is based on special intra-organizational programs, systems and procedures that treat both key and global customers.
The basis of any management of key customers is a good knowledge of customers, a close relationship with them
and quality long-term cooperation. Knowing customers does not happen quickly, but represents a complex and
continuous monitoring of consumers in terms of meeting their needs. A close relationship with consumers is the task
of a marketing communicator, who in coordination with the type and category of customers, but also other
demographic characteristics (gender, age, occupation, profession, hobby, religion...), psychographic characteristics
(culture, subculture, attitudes) and behavioral characteristics (frequency and type of purchase), tailor the way of
communication. It is certain that one communication dictionary will be with baby boomers, and of another nature
according to members of generation Z. In that capacity, the choice of communication channels is also important,
whether traditional or digital media will be used or they will be combined.

The key customer also proved to be a profitable customer. If a company is tailoring a long-term business policy in
terms of nurturing a constant and satisfied customer, it is well on its way to creating mutual trust. Incomparably less
effort is required to market goods and services to a regular, key customer than the search for a new customer would
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require. The emotional intelligence of the seller and the way of communicating with the strategic customer have
proven to be fundamentally important for long-term cooperation (Duleep & Beeler, 2017). Time, energy and
invested money in sales and marketing terms are the basic motivation for strengthening relational marketing
compared to current, key customers. Very important customers for the company represent lower costs and business
risk. Loyalty is the basis for any cooperation with continuously present and loyal customers. They are the basis of
stable and long-term business and most specifically mean lower costs in sales and marketing, use of inventory,
logistics, but also any protection from competition (Plank et al., 2018). Relationship marketing in the service of key
customers defines special loyalty programs. It is necessary to form the categories of key customers and the
preconditions of treatment in accordance with the amount of the order or purchase. The category can be determined
by the size of the customer, the importance of the customer, the amount of value of the ordered goods, the frequency
of their purchase and similar characteristics. Also, loyalty programs can be differentiated depending on whether they
apply to individual or organizational customers (Hartmann, N., et al., 2018). The concept of key customers is
essential for connection and cooperation between suppliers and sellers. Nurturing key customers is also the basis for
long-term good relations between sellers and suppliers. Namely, in accordance with the wishes and needs of
strategic customers, a special factor of mutual connection and trust of these associates is created, because it is in
everyone’s mutual interest to perform well in front of an important customer.

2. FROM SELLING TO MANAGING STRATEGIC CUSTOMERS
Strategic customer management is a marketing strategy used by sales to define and serve customers who are
characterized by greater purchasing potential and meeting more complex needs (Gustafson et al., 2018). Key
customer management assumes the engagement of specially trained sales, so that these customers have special
treatment. In this way, customers are provided with a high level of services through exceptional, very direct
communication, a continuous supply is provided, with a simpler solution to their needs. A quality organizational
structure of key customer management is necessary in order to approach the policy of managing the strategic
customer segment in general. It is extremely important to have:
- aclear commitment from senior management to manage key customers;
- willingness to address potential problems that arise in the management of key customers;
- existence of a quality production and sales structure (if the production structure of the management is
missing, it is important that there are stable and good relations with the supplier);
- consistent structure of quality customer relations, which is only followed by the management of key
customers.
In order to form a portfolio of key customers in general, it is necessary that there is a certain harmony of the
company with the environment. This means that it is important that there is a connection between the company
strategy and employees, especially between the sales system and senior management. The analysis of strategic
customers begins with the timely segmentation of important market participants, continues with the definition of
market goals and setting strategies, and finally ends with the selection of key customers. The success measure of a
certain company is measured by the success in the implementation of the business strategy, the acquired market
share and the rate of retained existing customers. The retention rate represents the rate of customers who have
decided to continue shopping at single-store outlets (Lovreta et al., 2018). In addition to recommending that the
seller adhere to a multi-channel sales system, it is also desirable to have access to new trends and to accept them
(Rosenbloom, 2015). Different multi-channel approaches to sales assume the possibility of using a range of
channels, from the classic store to mail order sales, sales through the call center, but also sales through catalogs and
the Internet, that is, through mobile applications (Levy & Weitz, 2012). Based on a multi-channel approach to sales,
the seller can synchronize multidimensional communication with the customer, so that, for example, the customer
learns about some of the products through the company's website, which he can later try in one of the stores in the
traditional sales chain. The customer can order the same goods through the catalog. It is desirable to avoid conflicts
that may arise in different sales channels, usually between sales channels and production channels (conflict of
interest). Through a multi-channel approach to marketing and sales, the company is in a position to gain a
competitive advantage.

3. SELECTING STRATEGIC CUSTOMERS
For loyal and key customers, synergetic planning of product umbrellas, creation of stocks for certain, most sought-
after products, but also planning of multi-channel communication (from store to orders via the Internet) is of special
importance (Jakovljevi¢, 2015). The following ways of selecting customers may include factors such as:
- ease of doing business;
- current and potential form of payment cooperation;
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- opportunities for mutual compensation in business;

- buyer with an international market coverage perspective;

- type of goods intended for a key customer;

- history of cooperation with a given key customer.
In order to cooperate with strategic customers as efficiently as possible, it is necessary for the strategic customer
manager to dominate the behavior, knowledge, credibility and, above all, the trust that is aroused in customers. The
table 1 shows the levels of responsibility that should characterize a modern key account manager (Berman et al.,
2018).

Table 1. Stages of responsibility of key customer managers.

Internal responsibility External responsibility
Together with the company team, he develops special Determines which tactics (in the short term) and which
brand portfolios for key customers strategies (in the long term) will be set in the business

process towards key customers
Coordinates cooperation with suppliers for the sake of It monitors the operation of the competition and duly

synergetic results towards key customers reports the company's team on that operation
Monitors and evaluates the activities of key customers Monitors the operation of all set elements of the
and continuously reports to the company team marketing mix of the company’s product and proposes

possible changes
Actively communicates with key customers in order to = Tracks the receipt and dispatch of orders from key

learn about and solve possible problems customers
Source: Berman, B., J. Evans & P. Chatterjee, Retail Management — A Strategic Approach, 13" edition, 2018, pp.
193-194,

Due to the importance it plays in the management of key clients, it is necessary to motivate the general manager in a
special way. In addition to salaries, bonuses, and a measured and planned system of promotion, there are various
rewards, as well as other non-monetary reward mechanisms.

4. CONCLUSIONS

As the organization meets a large number of different customers in the market, over time it becomes able to create
such a strategic program that will skillfully adapt to the requirements of each specific segment. A distinction should
be made between customers and those who shop occasionally.

Nurturing loyalty and key customers today is becoming a matter of seller flexibility. This means that sellers need to
adapt to their strategic customers and through sales channels, because it is certain that those who have more than one
offer have an advantage with customers (for example, the existence of traditional and digital way of buying). The
basis of strategic customer management is the establishment of closer relationships with important customers, and
this refers to the exchange of information with them, mutual cooperation and joint activities as well as the creation
of possible cooperation alliances. The backbone of modern sales processes is, in addition to partnering, the
organization of strategic customers.
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Abstract: The style of the manager is usually seen in management theory as typology. Basic types of management
style with relevant characteristics, positive and negative sides are distinguished. However, the style is also an
individually separate, personal mode of action of the manager in the organization. It is a kind of handwriting in
which the leader is recognized and by which his personal and professional qualities can be determined. The style
covers the full functions of the full management cycle (planning, organizing, coordinating, motivating, controlling
and innovating) and affects the people in the organization accordingly. Its strongest impact is in terms of motivating
management function, which creates and maintains a subjective attitude and conscious activity of people to achieve
closely related organizational and personal goals [Kadansky 2014, 71].
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Pe3rome: CTHIBT Ha PBKOBOAMTENSE OOMKHOBEHO C€ pasMieXkJa B TEOPUATA HA MEHUIKMBHTA KaTO THUIIOJIOTHS.
PasrpannueHr ca OCHOBHH THIIOBE CTHJ HAa YIPaBJICHWE ChC CHOTBETHHTE XapPaKTEPUCTUKH, IIOJIOKHUTEIHH U
orpunarenHu crpaHu. CTUIBT o0ade € M WHIUBHAYAIHO 000CcOOCH, IMYEH HAYWH Ha JeWCTBHE Ha MEHHWKbpa B
opranmzanusTa. Toil e cBoeoOpa3eH MOYepK, MO KOMTO ce paslio3HaBa PHKOBOAMTENIAT M IO KOMTO MOXE 1a ce
OTIPENETISIT HETOBU JIMYHOCTHH M TpodecnoHanHu KadecTBa. CTWIBT 00XBalla ISUIOCTHO M3IBJIHIBAHUTE OT HETO
(GYHKIMH OT ITBJIHUS YIPABICHCKU IIMKBJI (TIAHUpaHe, OpraHu3upaHe, KOOPANHUPAHE, MOTUBUPAHE, KOHTPOJIUpPaHE
1 MHOBUPAHE) U BIHSAE IO CHOTBETEH HAUYMH Ha XOpaTa B OpraHm3aimsaTa. Haii-cniHO HEroBOTO BB3JCHCTBHE € IO
OTHOIICHHE Ha MOTHMBHUpAIllaTa YNpaBJIeHCKAa (QYHKIMS, KOSATO Ch3/aBa W MOJAbpXKa CyOEKTHBHA Harjiaca W
Ch3HATEJHa aKTMBHOCT Ha XOpara 3a MOCTHraHe Ha TSCHO OOBBbP3aHM OpraHM3allMOHHU M JMYHU nenu [Karancku
2014, c. 71].

KirouoBu nymu: ynpasieHue, MOTHBALKs, MPOodecHoHaNHa KBanu(UKaIUL

1. BBBEAEHUE

B obnactra Ha 00pa30BaHUETO MOBHUINIABAHETO HA KBATM(HUKALMITA HA [EIarOTHYECKUTE CIICIIUATUCTH (YUUTEINTE)
0T y4eOHOTO 3aBe/IeHUE € MPUMEp 32 MOTHBUPAHETO KaTo yrpasieHcka GyHkuus. OT ejHa CTpaHa, MPUTEIKABAHETO
HAa ONPEJICNICHO HUBO OT MPO(ECHOHATHN 3HAHUSI, YMEHHUS, KAYECTBA M KOMIIETEHTHOCT € JOCTOSIHUE HA ChOTBETHATA
nnyHOCT. TO € MOCTUrHATO ¢ HEeHHWUTE WHAWBHIYAIHH YCHJIHS, C Y4€HE, MPAKTHKA, HATPYIBAHE M OCMUCISHE Ha
omut u T.H. OT Apyra cTpana obade, TO3U JTNYHOCTEH KAaNaIMTeT OT 3HAHUS U YMEHHUs Ce pean3upa U moi3sa (upe3
yrnpakHsBaHaTa rnpodecus) B yueOHOTO 3aBejieHue. Toll ce yChbBBPIICHCTBA U TIOBHUINABA OT ChOTBETHUS YUUTEN B
mporieca Ha paboTa CHBMECTHO C OCTaHAIWTE Kojern oT ekumna. OpraHumzanuara (yueOHOTO 3aBelIeHUE) €
3aMHTEpecoBaHa OT TOBA, HMHAMBUAYyaJlHaTa NpodecHoHaHa KBaIU(UKALMs Ja ce pealu3upa B Ipolieca Ha
paborara, J1a ce CrojeNnsi ¢ IpyruTe y4uTelu, J1a ce U3I0JI3Ba, KaKTo U Jia ce MoBHUIIaBa B ekull. [loi3ara oT BCH4KO
TOBA € KAaKTO 3a CHOTBETHUTC MNEAArOTUYCCKU CHCHUAIIMCTHU, TaKa W 3a OPraHU3allUOHHUTE CKUIIA WU 3a y'—Ie6HOTO
3aBejieHHe Karo 1p10. Ts ce n3passiBa B MOCTHIaHE HA Ka4eCTBEH Y4eOHO-BB3IHUTATENEH MPOIEC, JOBOJIHU Jela 1
pOoIUTENH, MOBHIIABAHE HA OpPraHMW3alMOHHATA S(EKTHBHOCT, MO-BHCOKH MPHUXOMU M TPYAOBH BB3HATPAKICHUS,
YIOBJIICTBOPCHOCT HA yYUTEIHWTE OT mpodecusiTa U Tpyaa W T.H. ETO 3aI0 MOBUIIAaBAaHETO Ha MOTHBALUATA 3a
KBaJIU(pUKAIMA HE € caMOo JIMYCH mpodieM, To € mpolieM M Ha MEHWDKMBHTA. J[MPEKTOPBT WM 3aMECTHHK
JTUPEKTOpa Ha y4eOHOTO 3aBe/ICHHE CIICABA ]a MOTHBHPA PHKOBOJICHUTE OT HETO MEAarOrMYSCKU CIICIIHATIACTH Ja ce
KBaIU(QUIHUPAT, Ja MNOpHIOOMBAT HOBU M YCHBBPIICHCTBAT CBOUTEC NPOPECHOHATHH 3HAHHSA, YMCHHA U
KOMIETEHTHOCT, KaKTO U YCICIIHO J1a TH PEATH3UPAT B IIPAKTUKATA.

W 3axoHOMEpHO BB3HHMKBA BBIPOCHT: Kak Haif-moOpe Ja craBa TOBA, KaKbB YIPABICHCKH CTHJ € MOIXOJSI MPHU
OCBIICCTBABAHEC HA Ta3HW BaXHa (pyHKHI/IH OT YHOPABJIICHCKHA HHUKBJ 110 OTHOHUICHHEC Ha KBaJ’[I/I(pI/IKaHI/IHTa? Tos3u
BBIPOC € aKTyaJeH W 3HAYWM H BbB BPB3Ka ChC ChbBPEMEHHATa 00pa30BaTeIHA KOHILEIIMS U CTPATETHs 3a y4eHE
[pe3 [eJus KUBOT. B CHOTBETCTBHE C Ta3W €BPOICCKAa KOHICMIKSA W C HAIIMOHAIHATA CTPATErHs 3a y4eHE Ipe3
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LeNNs )KUBOT [BK. oJp. 3] oOpa3oBaTeIHUTe HHCTUTYLINH, Bede MOTOTBAT JelaTa 3a IepMaHeHTeH 00pa3oBaTelicH
MPOIIEC, a T CAMHUTE CE HACOYBAaT KbM HMHOBATHBHO Pa3BHUTHE KaTO y4elIW OpraHu3anuu. B Tasm obcraHoBKa OM
Tps0BaJIO MEIarOrMYECKUTE CICIHANINCTH Ja 1aBaT JUUYCH NPUMEP U J]a ca MOTUBHPAHH 32 Ch3HATEIIHO, aKTUBHO U
LIEJICHACOYCHO TIOBHUIIABAaHE HA CBOEeTO oOpasoBanue u kpamudukanms [Karancku 2010]. To3m OescnopHO
YIpaBJIEHCKH MPo0JieM NMPOBOKKpPa MHTEpPEC KbM IPOBEXKJaHEe Ha u3cienBaHe ,,CTHI Ha yIpaBiIeHHE HA 3aMECTHHK
JMpeKTopa B Y4eOHO 3aBeJeHHE 3a IIOBHMIIABAaHE Ha MOTHBALMATA 32 KBaIM(pUKALWS Ha IEJ1aroruuyecKuTe
CHeLUaIiCTH Npu paboTa B eKum”.

MEHWKMBHTBT € CII0KHA JeHHOCT, BKIIIOYBAIAa MHOKECTBO OCHOBHH U JIOITBJIHUTENIHN (DYHKIUH, U3ITBJIHSABAHU OT
PBKOBOAMTENS B KOHTEKCTa Ha HErOBaTa PoJisi B OpraHU3alusATa. Y paBlieHCKaTa HayKa M3ydaBa MEHHDKBPCKUTE
(GYHKIMK C OrJIef Ha ONpEZCIsTHE Ha ChOTBETHUTE 3aKOHOMEPHOCTH, NPHHIUITHHU IOJO0XXEHWS M HW3MCKBaHUA 3a
TAXHOTO TPAKTHYECKO OChIIecTBsBaHe [ Y3yHoBa 2005].

BescniopHo e 10ka3aHo, Y€ N3MBIHEHUETO Ha OCHOBHHUTE (JyHKIIMH HE € IPOU3BOJIHO, a € MOJYMHEHO Ha OIpeeIcHa
JIOTMYHA TIOCJIEIOBAaTEIIHOCT, KOSTO ce Hapmya ympaBleHckn nukbd [Kartanckm 2014, 83-85]. To3m mozmen ce
M3M0JI3Ba MPH YIPABICHUETO HAa CHOTBETHUTE OPTraHMW3aIMM 32 IOCTUT'AHE HA PAa3JIMYHU IIETH U 337a9H BB BCHUKU
o0macT Ha COIMATHATAa NPAKTHKA, BKJIIOYHTETHO B 00pa3oBaHMETO M oOydeHHeTo. Toil € 9acT OT MOAepHHS
06pa3OBaTeneH 1 YYUWINIICH MCHU/DKMBHT U € BIIJICTCH B }leﬁHOCTTa Ha YYUJIUIIHUTEC MCHUKBPU — OJUPCKTOPU U
3aMECTHHK AMPEKTOPH Ha YYMJIMINA, JETCKU TpajJuHH, OOCIYXBAalld 3BEHA, LEHTPOBE 32 MNPOQECHOHAIHO
MOATOTOBKa U Jp. To3u IUKBJI € BAJIMJACH U B obnacTTa Ha YUUIIUIIHAA MCHUDKMBHT 3@ BCUYKHU y‘le6HI/I 3aBCACHUA.
EnHa ot ocHOBHMTE HEroBU (YHKIIMU € MOTHBUPAHETO.

2. YUUWJIUIUEH MEHUKMBHT

VYYmIMIHAAT MEHUDKMBHT € HHTCpaKTHBHA IEHHOCT U paboTa ¢ Xopa, IPH KOATO ce YIPaKHABA CHCTEMATHYHO H
[IEJICHACOYCHO BB3JCHCTBHE OT CyOeKTa KbM O00eKTa Ha ympaBieHHeTO. VIMEHHO ToBa OOCTOSITEIICTBO OIpeIess
HEOOXOIMMOCTTa OT MOTHBHpaIIaTa QyHKINI Ha YIWIHAIIHAS MEHUDKMBHT. X0opaTta JecTBaT BOJCHHN OT HAKAKBH
MOTHBH, T€ MOKke obade 1 Ja Oe3aeifcTBaT Mo chinaTa npuyuHa. Llenta Ha QyHKIUATA ,,MOTHBUpPAHE” € 1a OCUTYPH
aHTa)XHPAHOCT U aKTUBHOCT Ha IEPCOHANa B y4eOHOTO 3aBe/ICHIE.
ChInHOCTTA Ha Ta3u (YHKIIHSA MOXKE J]a Ce pasriiek/a B MHOTO aCIeKTH:

m Kato mporiec Ha Bb3/ICHCTBHE HA BHHIIHU U BHTPEUIHH (DaKTOPH BEPXY XOpara, KOUTO ' MOAO0YX/1a KbM
aKTUBHOCT U JICHCTBHE UM 00paTHO — KbM Oe3/1elicTBYE.

m Karo pe3ynarar ot To3u mpoiiec, T.€. KaTo BbTPEIIHO ChCTOSHUE Ha XopaTa.

m Karo cp3HaTeneH 4oBemKy u300p WU HEOCH3HAT MOATHK U T.H.
Ho xakBo mpencraBnsiBa MoTuBanmsTa? B mpoydeHata nuTepaTypa ce MpeajaraT pasjinyHd CXBallaHUS 3a
CBITHOCTTAa Ha MOTHBAIIMATA, 332 MOTHBHPAHETO, MOTUBUTE, MOTHBHPAHOCTTA U T.H. CMsATaM, 4e 3a J1a ce OTTOBOPH
Ha TO3W BBIPOC, CIIEIBA J1a CE YTOYHH Hal-HAIlpe]l eTHMOJIOTHATA HAa CAMOTO MOHATHE ,,MOTHBaIus . To mponsmmsa
oT matuHCKH — Moveo (mBmxka ce). ToecT MOTHBaImsITa € HEMO, KOETO € CBBP3aHO C ABIDKCHHETO, NEHCTBHETO U
MTOBEJICHUETO HA YOBEKa, KOCTO OKa3Ba BIMSHUE BHPXY TAX. 3HAEM, Y€ YOBEUIKOTO ITOBEICHHE CE ONpEAessl OT
BBHIIIHU M BBTPEIIHU YCIOBUS U (PakTOpu. Te ChOTBETHO MOXE Jla C€ Pa3TpaHWYaT Ha CTUMYJIM U MOTHBH. 32 Ia
MpeIU3BUKAT pEakis Ha IBIDKCHHE, NCHCTBHEC M aKTUBHO IOBEJCHHE, TE3HW YCIOBHA W (haKTOPH CieqaBa Ja ca
BB3MPHUETH, OCH3HATH, OCMHCIEHH OT XOpaTa, peajHo Ja UM BIIHUSIAT.
B cneumanusupanarta aurepaTtypa mno o0pa3oBareiieH W YUWIUIIEH MEHUDKMBHT Ce TMPABU Pa3rpaHUUYCHHUE MEXIY
BBTPEIIHU U BHHIIIHU MOTHBHU M PECNEKTHBHO — BBHTPEIIHA W BHHITHA MOTHBalus. ToBa JieleHne BU3Mpa KaKBa €
MocoKaTa Ha JIHCTBUE Ha MOTHBA — ,,0TBBH , OT BBHHIIIHATA Cpella KbM YOBEKa, WU ,,0TBBTPE”, OT caMaTa JIMYHOCT.
IIpu ToBa Hali-uecTo XapakTepbT HA MOTHBHUTE € CMECEH, T.€. B MOBEYETO CIydyad MOTHBAIUATA HE € CaMO BHHIIHA
WK caMO BbTpemHa. Taka dYe pasfeleHHeTo (pa3rpaHHYaBaHETO) HA BBHHINHA M BBTPEIIHA MOTHBAIUSI € B
3HAUUTEJIHA CTENEH YCIOBHO.
Brsnpuemame BB3TiIEna, 4¢ MOTUBBT € OCh3HATA MOTPEOHOCT M HEOOXOAUMOCT, IPUYMHA, BHTPEIIHA MMOI0yAa 3a
JICMCTBUE, HACOYCHO KBbM YIIOBIICTBOPSIBAHE HA Ta3H MOTPeOHOCT. MOTHUBUTE Ce pa3BUBAT HA NICUXUYECKA OCHOBA, TE
ca CBBp3aHH C MpPEICTaBUTE, YOCKIEHHsTa, IICHHOCTHATA CHUCTEMa Ha XOpara, ¢ TEXHUTE UYYBCTBA, JKEJIAHUS,
HHTEepecH U T.H. [Bk. noxap. Katancku 2014, 103-112].
Pa3chkaaBaiiku 1o MOCTaBEHUTE BBIIPOCH IO TeMara, CJe[Ba Ja ce MOCTaBH Olle eIuH, a MMeHHO: Kak ma ce
HakapaT XopaTa He IMPOCTO JIa HaMpaBsIT HEIIO, a J1a )KeJasT 1a TO mpaBsT?
OTroBopsT € CBBP3aH ¢ HEOOXOAMMOCTTA OT JAPYro pa3dWpaHe W BH3MpHEMaHe Ha MOTHBAIUATA 33 JICWCTBHUE HA
XopaTa — Karo OCh3HAaTa TMOTPEOHOCT W BBTPEIIHA MOTHBAIUS, MPOU3THYAINA HEMOCPEICTBEHO OT YOBEKa M
Heroara JeiHOoCT. ToecT MOTHBalusATa BUHATH € CBhp3aHa ¢ MOTPeOHOCTHTE HA WHAWBHUIA, C HETOBATa TICHXHUYEeCKa
Harjiaca ¥ HaKJIOHHOCTH KbM 3aJI0BOJISIBAHETO WM.
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BwTpemnaTa MOTHBAaIMsA € CBbp3aHa ChC CTPEMEX KbM ycmeX. MOTHBHpaHHTE 3a MOCTHKEHHS XOpa HCKaT U
OYaKBaT Ja yCIIeST, Te YMHOXaBaT YCHIIHMATA CH, IOKATO HAHCTHHA ycnesaT. Ha Ta3n ocHOBa ce pa3BHBa HCTHHCKATA
MOTHBALUS 3a JEHCTBHE, CTPEMEXBT /a CE MOCTUTHE IIEITa C IICHaTa Ha IOJIOKEHW YCHIMS W MPEOoJoNsiBaHE Ha
MIPENATCTBUA U PUCKOBE. T € CBbp3aHa KaKTO C UyBCTBO HA YAOBJIETBOPEHHUE OT MOCTUTHATUTE PE3yNTaTH, TaKa U C
JKeJlaHUEe U CTPEMEX 3a MO-HATaThIIHO YChBBPIIEHCTBAHE, PA3BUTHE U CAMOPA3BUTHE.

Br3npueMame cbllo, Y€ MOTUBHPAHETO HA XOpaTa € BHUCIIE YMEHHE Ha MEHUIKMBHTA, Y€ HCTUHCKaTa MOTUBAIHS €
BBTpELIHA YOEAEHOCT W CTHMYJ (TOATHK) 3a JEHWCTBME Ha 4YOBEKa, OCHOBABAIO C€ Ha J>KeJaHWe, HMHTEpEC,
3aMHTEPECOBAHOCT M aHTAKHPAHOCT, T.e. 03 BHHINHA NPHHYZAA, HATUCK M CTpax OT Haka3aHWE WM IIbK Camo
,,CTPEMEIX J1a MOCTUrHel o0elaHa Harpaja u Bb3HarpaxjcHue’” .

3. 3AK/IIOYEHHUE

Pa30upaHeTo 3a UCTHHCKATa CHITHOCT HA MOTHBHUTE M HA MOTUBHPAHOCTTA ITOKa3Ba, Y¢ MOTHBHPAHETO ¢ (YHKLHS
OT BHCII MOPSAIBK HA YIPaBIICHHETO. 3a Ma ObJe OCHIIECTBSIBAHA YCICUNIHO Ta3HW BaKHAa (PYHKITHS, € HEOOXOIUMO
PBKOBOIUTEIAT (MEHHUIDKBPHT) Aa IPUTEKaBa CHOTBETHH CIELM(MHYMHY MO3HAHUS, YMEHUs, KAKTO U IOCTATBYHO
ONMNT B KOMYHUKHpaHETO M paboTata ¢ Xopa. 3a H3SCHSABAaHE HA BBIPOCA MOXE Ja Ce HAIpaBH aHAJIOL C
BB3MUTAHUETO. Y CHCIIHOTO BB3MUTAHUE M BB3IUTATCIITHO BLSHeﬁCTBHe € 110 CBOs XapaKTCp JaTCHTHO. Toe CKpHUTO
B Ha4YMHa Ha NMpernoAaaBaHC, B U3MBJIHCHHUCTO Ha HETOBaTa poJid, (byHKIII/II/I 1 3a7a4M OT CBHOTBECTHUSA MPEIOAaBaATCII
(yuuren). Hali-cunHo BB3NMTaBa JaBaHMAT JIMYEH HpuMep. M3BecTHa € MakcHMara, 4e NBTAT Ha MOYYEHHUSATa €
JBJIBT, @ MHOTO ITO-KPaThK U JICHCTBEH € TO3H Ha npuMepa. MOTHBHUPAaHETO MOJKE Jia Ce Pasriiekaa KaTo 3aJ0KEHO
BBB BCAKO YIHPABJIICHCKOTO }IeﬁCTBI/Ie U Haii-Be4Ye B JIMYHHUSI Impumep, KOMTO JaBa PBKOBOOUTCIIAT Ha OPYIruUTE
CITy’)KHTEIH, BKJIL. 32 IOBHUIIABaHE HAa KBAIN(HUKALUITA.
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