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The Importance of Indulgence

Sigmund Freud, (1856 — 1939),

Austrian psychiatrist

e

Strive for Indulgence = Strive for Life

(1899)
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The Importance of Indulgence

Johan Huizinga (1872 — 1945), .

Dutch cultural theorist
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Homo Ludens — the play element in culture
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Agenda

Having Fun
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Stressed Life
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Adventure

-

Extreme gports

Bungee jumping, rafting, kayakTI'@"—'

snowboarding

Amusement parks
The pioneer: Sofia Land — 2002
Aqua parks on the Black sea...

Exotic sports — in Bulgaria and abroad
Scuba diving, kite surf
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Having Fun vs. Stressed Life

% More and more people are trying to get away from the stress of the everyday life by going to

new places, far from the “achievements of modern civilization”, trying new experience

new ways to indulge themselves.
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Indulgence “every now and then”

1 Many categories of products and services, based mostly on the need of indulgence, appeared

and developed on the Bulgarian market.
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Indulgence “every now and then”

Fun and indulgence is also inevitable part of many brands’ communication today.
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Indulgence “every now and then”

Gloria Jean's *
Corree®

Coffee shops — the development of the “coffee culture” _
Drinking coffee specialties; 0N 3 | %EYFEIEEE
& Nice, cozy atmosphere; I I »
Good music;

& And more.

COFFEE
REPUBLIC

could feel the pleasure of good service, pleasant atmosphere, selected music, and
wonderful coffee specialties. "

2003 ,0Onda is a symbol of modern coffee culture. The place, where every coffee /over




Shopping Therapy

For many people shopping also becomes a
way for indulging.

"sometimes, when I'm stressed out, I go shopping to
release the stress and pamper myself a little’ (FG
participant)
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Importance of Indulgence
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Source: Omnibus survey, April 2009



Shopping Therapy

The Bulgarian concept of the “shopping mall” — first in Sofia, later in other locations...

e For teenagers and young single people cinema, food ' .
outlets and coffee shops in the malls are the most ."3"

v

important aspects of these places.

"Designed, built and managed for the "=
people who need more practical [\
workdays and more colorful holidays. | X
It gathers in one space almost of aspects &
of our social life — starting with work, to
entertainment, to social contacts
and the grain of personal vanity, to ‘
the daily life communal services."
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Virtual Lives
PCs & Internet

Socializing, fun,
OImp e .

Netscape Internet Skype
Navigator Explorer ICQ Net Info.bg ~ MySpace Facebook ABE

1994 1995 1996 2000 2003 200

Sources: timeline.hit.bg; ; other Internet sites
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Virtual Lives
Mobile phones

1994-1995 2002 2005
. pa— GloBuﬂ_
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Sources: timeline.hit.bg; ; other Internet sites
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Virtual Lives 2009

facebook  Aewne  fpodes  Gpamrem  ©

Facchook S cras-eszomman “T‘{ Communlcatlon
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- e - Re-connecting
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~ Sharing

& “Pure fun”
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The Consumer of Tomorrow

Fun and indulgence are becoming an important aspec

services. .
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» MeHCKMAT TenedioH

. iPhone - cbBbPLWEHWAT

OPraHK3bM
KaKeo Aa ce NPaEM, HHWD He paboTelle HAOKOND, MEXKH

TpAbeawe aa ce npebopA cbo cHTYauMATa, ECcTecTEEHD - Wwe » MMHW Npes3 —
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“I like to work with GfK because it's more fun’’
(A GfK Bulgaria client)

GfK Growth from Knowledge




