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BRAND BULGARIA - FOUR-SEASON DESTINATION -

through the public communications

Mariana laneva, Ralitsa Georgieva, Veselina Portarska, Stiliyana Basmadzhieva

Abstract

This paper is in line with Bulgaria's National Research Strategy 2020 and the recent
Executive's governance agenda for tourism development from June 2023 to December 2024. It
intends to promote 'brand Bulgaria' as a four-season destination, focusing on health, MICE
(Meetings, Incentives, Conferences, Exhibitions) and entertainment tourism, as well as cultural
tours. The research emphasizes new marketing approaches, regional tourism development and
promotion of tourism all year round. It seeks to identify and communicate the competitive
advantages of Bulgaria's nine tourism regions by improving their marketing management by
destination marketing organizations (DMOs). Using a variety of scientific methods, the paper
highlights the creation of a unified and sustainable tourism brand that integrates regional sub-
brands, attracting high-end tourists and positioning Bulgaria as an excellent four-season

destination.
Key words: destination, Brand Bulgaria, hospitality, tourism, four season tourism

JEL: Z3, Z320

Key words: destination, Brand Bulgaria, hospitality, tourism, four-season tourism
1. Introduction

The relevance and importance of the topic in this paper corresponds with the National
Strategy for Scientific Research 2020 and is associated with the issued new management program
of the Executive Power in Republic of Bulgaria (adopted at a meeting of the Council of Ministers
on July 27, 2023 with major tasks in tourism for the period June 2023 to December 2024),
corresponding on a high level with the tasks set in the current study. Corresponding highlights of the
article are some of the following measures, also included in the management program. The sixth
measure of the program, namely implementation of new marketing approaches and formats for
5
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advertising and marketing of destination Bulgaria. The scientific team will explore and seek for
opportunities to present appropriate marketing approaches and formats specifically for brand
Bulgaria. Measure seven corresponds to providing support for the development of tourism regions
and assisting marketing managers of the Destination Management Organizations (DMOs) to create
an integrated brand with sub-brands of Bulgaria and the respective region. Measure eleven of the
programme also corresponds with the study idea, as its focus is to expand the wings of active summer
and winter season and position Bulgaria as a year-round destination by implementing systematic
approach to popularize specialized forms of tourism — health (balneo, spa, wellness and medical),
cultural, wine-culinary, business/MICE (meetings, incentives, conferences, exhibitions), mountain,
eco, adventure, cycling and hiking, etc.

The main idea of the study is to develop a model for communicating brand Bulgaria as a four-
season destination for health, MICE and entertainment tourism, with cultural tours.

Object of study are the nine tourism regions in destination Bulgaria.

Subject of study is the identification and promotion of the competitive advantages (such as
resource availability and supply offering), as well as the marketing management of tourism in the
nine regions of destination Bulgaria on the priority, according to the authors, types of tourism,
providing year-round tourism, more solvent tourists and possibility of creating brand Bulgaria as a
four-season destination for Health&MICE&Entertainment tourism.

The aim of the paper is to bring out, establish and communicate tourism destination Bulgaria
with recognition for four-season tourism on the priority, according to the researchers, specialized
types of tourism — Health&MICE&Entertainment tourism, with cultural tours and emphasis on
hospitality.

The thesis states that it is necessary to communicate Brand Bulgaria as a four-season destination
with priority types of tourism — Health&MICE&Entertainment, with cultural tours, attractions and
emphasis on hospitality. For this purpose, it is necessary to prove its competitive advantages and
promote them through the means of the external activities performed in the management of the
destinations. Thus, the proposed idea corresponds to the updated version of the National Strategy for
Sustainable Development of Tourism in the Republic of Bulgaria, 2014-2030* and also to some of

the specific measures, issued by the Government.

! Ministry of Tourism. (2024). National Strategy for Sustainable Development of Tourism in the Republic of Bulgaria,
2014-2030. Retrieved from: https://www.tourism.government.bg/sites/tourism.government.bg/files/documents/2018-
01/nsurtb_2014-2030.pdf
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The hypothesis is based on the statement that communicating Bulgaria as a four-season
destination for specialized types of tourism Health&MICE&Entertainment, with cultural tours and
emphasis on hospitality, will help the Executive Power to accept and create identical brand of
Bulgaria, synchronized with several other sub-brands of the individual tourism regions, which will
attract tourists of a high-end product.

The approaches to achieve the research objective can be applied by involving basic activities,
such as formulating the main tasks, the solution of which will lead to concrete scientific and
practical-applied results and contributions.

The main tasks are related to:

1. Literature review of brand and hospitality, identification of best practices of direct
competitors, identification and promotion of best practices in Bulgaria, focus on personalized
service, in order to raise discussions about “hospitality” in the public space in Bulgaria.

2. Proofing the direction of the research in line with the objectives of the National
Research Strategy and social challenges.

3. Forming a business identification of destination Bulgaria by the nine tourism regions,
highlighting its competitive advantages as a destination for Health&MICE&Entertainment tourism
with a variety of cultural tours and attractions — fundamental for brand Bulgaria as a four-season
destination.

4. Proposing business identification of the marketing management of the nine tourism
regions, performed by the DMOs.

A number of common scientific methods, such as observation, analysis, synthesis, analogy
and comparison, etc. will be applied in the specific research and in forming the results. They
represent tools of the dialectical, historical, inductive-deductive and systematic approaches, as well
as comparative analysis.

It can be state that tourism brand Bulgaria is unique in the minds of the foreign visitors
(German, Polish, Romanian and others), but it is not identical in all countries. In some countries this
brand brings positive and pleasant emotions, while for others — negative. In the first case, brand must
be developed and enriched, in the second — repositioned. In early 2021 the Executive Power
announced the need to develop and enrich the content of brand Bulgaria as a four-season tourism
destination. In this regard, the idea of the study is to develop and enrich the content with a focus on
four-season tourism, targeting more solvent customers on offering health and MICE tourism product.

In this regard, it is necessary to identify the emotional and rational reactions of the specific sub-
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brands of the tourism regions in Bulgaria to be synchronized with the general brand of our country
as a tourism destination.

Originality of the present work follows on priority specialized types of tourism, also
possibilities for developing and enriching brand Bulgaria as a four-season destination for
Health&MICE&Entertainment tourism, with cultural tours and emphasis on hospitality. It is the
combination of all the components that is connected with the product innovation, which is the basis
of the idea for Brand Bulgaria — hospitality in four seasons.

The scientific problem in the current paper will lead to an increase in the competitiveness of the
Bulgarian science internationally, as it will contribute with real scientific proposals for a model on
developing and enriching the brand of the destinations, as well as the programs and activities for

their promotion in the priority areas for destination types of tourism.

2. Literature review

The topic related to branding Bulgaria by priority year-round tourism types
(Health&MICE&Entertainment), offering a higher-end product and hospitality management in
different tourism destinations have not yet been studied in depth, which is a prerequisite for the
emergence of the proposed current study. This is also conditioned by the need to assist the tourism
business, the Ministry of Tourism and DMOs, municipalities, tourists, journalists, bloggers, vloggers
and all entities, promoting Bulgarian tourism.

As aresult of the systematization, authors are gathered around the idea of communicating “Brand
Bulgaria — hospitality in four seasons”, due to the need to help the tourism business, the Ministry of
Tourism and DMOs, respectively the municipalities, to position and rebrand Bulgaria in the direction
of:

- its resource potential;

- its existing competitive advantages in terms of the offered tourism product;

- the need to create a higher-class tourism product, providing higher revenues, respectively with
more solvent tourists in the four seasons;

- the need to develop and impose hospitality in the theoretical terminological apparatus in the
tourism literature, to promote it in the Bulgarian tourism business and to journalistically impose it
among all audiences.

A mandatory condition in the research related to the external marketing of the destination is first
to make studies and their basis to be argued the containing identification of the characteristics, such
as tourism supply and demand resources. These characteristics are usually related to natural,
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anthropogenic resources, competitive advantages and emotional influence and impact of the
destination, resp. products on potential and actual tourists. Influenced by modernist or specific styles
of urban planning, architecture, places for entertainment and specific attractions — extremely
important for the modern tourist. Similar characteristics need to be set when creating a business
identification of a tourism destination, by means of various marketing, including PR tools.?
Management theory defines business identification of the object/destination as a set of material,
textual and visual means applied in tourism policy, in the presentation of the destination to public
with a clearly defined marketing strategy /note: by business strategy we mean a competitive
marketing strategy according to Porter/.>

According to other researchers, one of the main advantages of business identification is the
possibility to present the destination as different from its competitors. In this regard, the scientific
team will aim to identify, with the assistance of business experts, the competitive advantages of
brand Bulgaria, in order to establish it as a four-season destination. The goal is to make brand
Bulgaria visible and distinguishable from other brands on the tourism market.

As a sub-objective it is necessary to form an identity and differentiation of the tourism offer on
the priority product specializations, imposing brand Bulgaria as a health, business and entertainment
destination in four seasons.

Philip Kotler defines the means of imposing the identity that are accepted by his followers,
namely names, signs, symbols, atmosphere, events.*

According to various authorcs, business identification as a set of ways, means and programs, lead
to the formation of business differentiation — the distinctiveness of the destination in the competitive
environment, through significant differences that make it recognizable and preferred by consumers.
In this regard, the sub-objective of the researchers is to recognize and promote destination Bulgaria
as a year-round destination, and differentiation will be sought through its competitive advantages —
specific resources; balneo, spa, business accommodation facilities; attractions, etc.

Finskud analogizes business identification of the destination/tourism region with the brand. The
authors adopt a similar state, which will be the basis of the research processes.’> The business
identification/branding of a tourism destination should be managed by the Executive Power/Ministry

2 laneva, M. (2019). Establishing business identification of regions for sustainability in tourism. Journal of Balkan
Ecology 22 (1), 81-87. Sofia

3 porter, M. (2008). Competitive advantage: Creating and sustaining superior performance, Simon and Schuster

4 Kotler, P. (2002). Country as Brand, Product, and Beyond: A Place Marketing and Brand Management Perspective.
Journal of Brand Management 9(4):249-261

5> Finskud, L. (2009). Developing Winning Brand Strategies. Business Expert Press. ebook
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of Tourism or the DMOs through a business identification/branding program. The importance of
building a business identification/branding program and its implementation by the Executive Power
or the DMOs and the municipalities is part of the corporate social responsibility strategy of the
tourism organisations operating within the tourism region and aims at creating sustainability of the
tourism business in Bulgaria.

The World Tourism Organisation is committed to promoting sustainable, responsible and globally
acceptable tourism development. As a member of the organisation, Bulgaria is also bound by its
objectives and must contribute to achieving them, while also being able to benefit from the positive
impact they have on the country's development and the opportunities they provide for solving
existing problems.

Business identification/branding, as one of the tools of external marketing of tourism destinations
can facilitate the successful implementation, management and promotion of brand Bulgaria —
hospitality in four seasons.®

The result of the complex process of brand formation is that consumers begin to attribute symbolic
meanings to the product and/or services, often having nothing to do with the characteristics of the
specific offering.” This creates a “product myth”, a consumer value for which the customer is willing
to pay a certain price. If the brand is relatively immutable, the myth of the brand is constantly
changing as a result of the owner's efforts in the competitive struggle and adaptation to the
environment. Therefore, for a brand to fulfil its positive role, it must be purposefully created, adapted
and managed, which is done through branding, also named brand management. Brand management
is also interpreted by the authors in a narrow and broad sense.® After forming the brand of the
destination or tourism region, it is necessary to create a slogan. For example, slogans developed by
the three DMOs (Trakia, Rhodopes and Stara Planina) are a good example of branding/rebranding
of a tourism destination and will be presented in the current study. A slogan is a short phrase used
by an organisation, easy to remember, designed to advertise an idea or product.

When analyzing the marketing management of the tourism regions, it is found that only 3 out of
9 regions have their own slogan, namely the Rhodope, Trakia and Stara Planina regions. As part of
the creation of Brand Bulgaria with sub-brands of the individual tourism regions, it is necessary to

6 Kaleychev, S (2022) How to Change Customer Mind.The Difference Between Brand and Trademark in Tourism Industry,
UNWE Yearbook, 157-164. Sofia

7 Shocker, A. D., Srivastava, R. K., & Ruekert, R. W. (1994). Challenges and opportunities facing brand management: An
introduction to the special issue. Journal of marketing research, 31(2), 149-158. Chicago

8 Ministry of Tourism. (2024). National Strategy for Sustainable Development of Tourism in the Republic of Bulgaria,
2014-2030. Retrieved from: http://www.tourism.government.bg/bg/kategorii/strategicheski-dokumenti/nacionalna-
strategiya-za-ustoychivo-razvitie-na-turizma-v
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seek for opportunities for slogans of the remaining 6 tourism regions, as well as a common slogan
for Bulgaria, and the author's proposal is to go in the direction of “Brand Bulgaria — hospitality in
four seasons”.

One of the tasks is to develop the theory of hospitality, to identify best practices by the direct
competitors, to identify and promote best practices in Bulgaria, to focus on personalized services, in
order to raise discussions about “hospitality” in Bulgaria in the public space.

The hospitality industry is associated with welcoming and entertaining guests/tourists at the
destination or tourism site in a way that makes them feel good and cared for. The tools of this industry
are the atmosphere that is created, the care in service and the products or amenities to provide
guests/tourists with the best possible experience. The hospitality industry encompasses five different
sectors of the hospitality industry. These sectors include food and beverage, lodging, leisure, travel
and tourism, and meetings and events.

The presented highlights, connected to the set topic, bring out the general aspects of the state of
the studied issues.

3. Orientation of the research in accordance with the objectives of the National Strategy for Scientific
Research, with social challenges defined in it and with regional and European priorities

The National Strategy for Research in the Republic of Bulgaria reflects the policy of the
Government as part of its responsibilities for the strategic development of the country. In this regard,
in the study we indicate which specific measures of the Government's Programme correspond to the
main aspects of the current paper.

According to the new Programme for management of Bulgaria for the period from June
2023 to December 2024, the main tasks in tourism until December 2024 are related to specific
priorities, deadlines for implementation and legislative measures. In the context of the measures to
be taken by the Executive Power, out of 16 distinct ones, the first and fundamental one is related to
the improvement of the current concept of promoting Bulgaria and establishing it as a preferred and
safe tourism destination offering a sustainable, diverse and high-quality tourism product during the
four seasons of the year. In this respect, we believe that this study corresponds with the measures of
the Executive Power and will help to further develop the current Concept, in terms of a diverse, high
quality tourism product in four seasons. By high-quality product we mean that it can be highlighted
and differentiated by imposing a new model of offering a tourism product based on hospitality in
four seasons. Hospitality theory should also be brought to the forefront of the Bulgarian literature

and business to help improve service quality and business vision.
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The sixth proposed measure also corresponds to the paper idea, namely — the application of
new marketing approaches and formats for advertising and marketing of destination Bulgaria. In this
direction team will explore and seek for opportunities to present as appropriate marketing approaches
and formats, specifically for brand Bulgaria.

The eleventh measure also corresponds with the idea of the study — in order to expand the
wings of the active summer and winter seasons and to position Bulgaria as a year-round destination,
a systematic approach to promoting specialized forms of tourism — health (spa, wellness and
medical), cultural, wine and culinary, business/MICE, mountain, eco, adventure, cycling and hiking
tourism, etc. In this article, the focus is on creating brand Bulgaria on health, business and
entertainment tourism.

The National Research Strategy aims to support the development of science in Bulgaria to
become a factor in the development of a knowledge-based economy and innovation activities. The
target group of the Strategy is scientific organisations — universities, scientific institutes and other
organisations engaged in scientific research.

Bulgaria has established and implemented a Sustainable Tourism Development Strategy
2014-2030°, updated in 2017, which is also related to sustainable destination development, quality
of the tourism product, business identification and brand recognition in the respective tourism
market.

European priorities have also been addressed in the development of the current study.

Priority of the European Union's policy is to maintain its position as a leading tourism
destination in the world. Sustainability policy is ensured through the creation of the European
Tourism Scoreboard (a set of tools for sustainable destinations)!. In recent years, various
international tourism forums, including the Conference on Education and Skills in Medical and
Wellness Tourism, held in Bulgaria in June 2023 as part of the 68TH MEETING OF THE UNWTO
COMMISSION FOR EUROPE (CEU), have been discussing European tourism policy priorities.
Highlights are placed on the economic impact on spa destinations; wellbeing; life balance; healthy
lifestyle; disease prevention and rehabilitation; training and skills in wellbeing tourism;
environmental regulations; the advantages of European cities in health tourism; the concept of health

tourism and Europe as a global provider of health tourism services (European spas in green

 Ministry of Tourism. (2024). National Strategy for Sustainable Development of Tourism in the Republic of Bulgaria,
2014-2030. Retrieved from: http://www.tourism.government.bg/bg/kategorii/strategicheski-dokumenti/nacionalna-
strategiya-za-ustoychivo-razvitie-na-turizma-v

10 European Commission. (2018). European Tourism Scoreboard, 5. Retrieved from:
http://www.fpdd.bg/userfiles/files/ETIS_BG.pdf
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destinations). Spa and cultural experiences will be based on the traditions of several generations; the
aim of European destinations is to make spa capitals, health resorts and spa facilities and services
recognisable by governments.

Initiated by the President of BUBSPA, Europe is communicated as a year-round destination
for health tourism, based on the multitude of resorts. In this regard, we believe that the timeliness
and relevance of this study is highly appropriate at the current stage of tourism market development
in Europe and worldwide.

Regarding tourism policy in Bulgaria in recent years, as a result of the health crisis and not
only, but the focus on Bulgarian health tourism has also been intensified and emphasized by various
leading experts, including the previous Minister of Tourism of Bulgaria saying that Bulgaria is
putting its spa and balneo tourism on the map, and all visiting ministers will see the hottest geyser
in Sapareva Banya. Talks are also underway to train staff in medial and spa tourism.!

The development of this paper will assist the Executive Power (Ministry of Tourism) to
ensure sustainable tourism that is synchronized in terms of the overall brand Bulgaria, as well as the
sub-brands of the individual tourism regions. The results of the study aim to support the management
of resources and products at destination and tourism regions level, in order to build an image on the
priority tourism types for Bulgaria, according to the authors, providing hospitality in four seasons.
In this context, the aim is to create a sustainable brand Bulgaria for communicating the tourism
products that are priorities for the development of Bulgarian tourism.

Practicing four-season tourism in destination Bulgaria is associated with the possibility to
practice the four types of specialised tourism in all four seasons. This possibility is conditioned by
the natural and anthropogenic resources available in the tourism regions for these types of tourism,
as well as in the tourist offer in this direction, which has become prominent in recent years and, last
but not least, by the recognition of these products in domestic tourism. The idea is to translate this
recognition to Bulgaria's external inbound markets.

The National Research Strategy reflects the Government's view that education, research,
technological development and innovation are the basis for achieving dynamic and sustainable
economic growth. In this regard, we believe that the research study “Brand Bulgaria - hospitality in
four seasons” reflects the Government's vision of the priorities in Bulgarian tourism in terms of

communicating Bulgaria as a destination for Health&MICE&Entertainment tourism.

1 Dimitrov, I. (2023). Bulgaria is again at the top of world tourism, Retrieved from: https://bnt.bg/news/ilin-dimitrov-
balgariya-e-otnovo-vav-varhovete-na-svetovniya-turizam-v346031-318625news.html
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The proposed research has an interdisciplinary character, since tourism itself is an
interdisciplinary field, covering a number of scientific areas — geography, history, economics,
management, sociology, marketing and others. Tourism is established as a dynamic, complex,
multifaceted and integral phenomenon and this necessitates the interdisciplinary approach in its
study. Many authors consider tourism as a universal science which is served by many auxiliary
sciences.

In some publications, the interdisciplinary approach is concretized in the use of methods
of already developed scientific fields. The achievements of intermediate scientific fields are
increasingly applied. An example of this is medicine (healthcare) and related climatology,
balneology, thalassotherapy and various healing preventive and restorative methods as a basis for
the development of medical tourism (a subtype of health tourism, which is one of the main types of
tourism embedded in this study).

The creation of a brand of a tourism destination is among the trendiest problems of
contemporary marketing, which requires an interdisciplinary approach that links several scientific
fields — tourism, psychology, communication, literature, political science and cinema — and
represents a sequence of approaches that allow the creation and management of a brand and brand

personality of a tourism destination.

4. Results of the business identification of destination Bulgaria in the nine tourism regions with
recognition of its competitive advantages. Results of the business identification of the
marketing management of the nine regions by DMOs.

The management of tourism organizations!? is based on the implementation and application of
principles closely tied to marketing, strategic management, and also through the use of various
models and techniques. Significant attention must be paid to their management and especially the
possibility of covering all elements of the overall tourism experience especially based on aspects
related to added tourism value and the principles of integrated quality management.

For this purpose, nine DMOs® (in Bulgaria named Organizations for Management of the
Tourism Regions) are established, aiming at a better promotion of the tourism destinations in each
region, according to the Concept of Tourism Regionalisation in Bulgaria, which came into force in
March 2015 and divided the country into nine tourism regions, each with its main and extended

specialization. The main specialization is a combination of two types of tourism, which in

12 Byhalis, D. (2000). "Marketing the Competitive Destination of the Future." Tourism Management, 21(1), 97-116.
13 lvanova, E. (2021). "Tourism Development and DMO Performance in Bulgaria: An Analysis."
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combination define the uniqueness of the regions. The extended specialisation includes up to 4
complementary types of tourism in addition to the basic ones.

In the world practice, two main models of marketing management are observed concerning
destination marketing organizations — descriptive and conceptual. We believe that the descriptive
model is the more adaptive of the two, as the weight of the elements in it varies according to the
current market situation. Organizations register their activities mainly on the basis of the external
activities covered in the models, which are related to various events, advertising, etc. This is because
the law on public-private partnership in Bulgaria adopted in 2013 is being repealed as of January
2018, which also coincides with the time of registration of all nine tourism organizations, based on
which the position is taken that they work mainly on external activities, which does not require a
common budget of the regions. Such a budget could be formed on the basis of tourism fees and other
types of revenue collected by the local government of these 28 districts. It should be noted here that
a region territorially includes more than 1 municipality, which in turn makes synchronisation
difficult.

4.1. Analysis and opportunities for development of Stara Planina tourism region. Analysis
of resource potential.

* The main specialization of Stara Planina tourism region according to the “Concept for
Tourism Zoning of Bulgaria” is mountain and cultural tourism.
* The region covers the territory of the longest mountain in the country — Stara planina, and its
center is the city of Veliko Tarnovo, with a total of 32 municipalities located on its territory.
» The main attractions are: Ledenika cave, in the Vratsa area; in the region Stara Planina there
is also a large part of the Central Balkan National Park — one of the three national parks of the
country. Its importance for the development of tourism is extremely great, since 9 reserves are
also located on its territory — because of which the park is included in the UNESCO World
Heritage List. Undoubtedly, the most important object of cultural and historical significance
in the region is the Tsarevets fortress, visited annually by a large number of Bulgarian and
foreign tourists. Other significant tourism sites of national importance are the Ettar
Architectural Ethnographic Complex and the Architectural and Historical Reserve Village of
Zheravna. The most preferred tourism destinations are: Tsarevets, Troyan Monastery, Eye of
God Cave, Saeva Dupka Cave, Krushun Waterfalls, Devetashka Cave, Lovech, Etara,
Zheravna, Arbanasi, Kotel, Ledenika Cave and Veliko Tarnovo.
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Table 4.1.1. Bed base of the main tourism centers in the region by 2023
City Bed base

Gabrovo | 3590
Veliko Tarnovo | 5314
Lovech | 4880
Varshets | 1078

Source: National Statistical Institute*
Analysis of the activity of the DMO of Stara Planina region

* There are 14 activities included in the statute of the organization.

* From the website of the municipality of Veliko Tarnovo it is clear that a general meeting of
the organization was held and a marketing strategy of the region for the period 2021-2024 was
adopted.

* Leading in the implementation of the activities are the Rhodope, Trakia, Sofia and Rila-Pirin
regions.

* This is the only organization that has announced that uses Instagram, which is bilingual - in

English and Bulgarian.

Table 4.1.2. Activity of DMO of Stara Planina region
It is clear from the website of the municipality of Veliko
Strategy Tarnovo that there is a marketing strategy prepared for the
region, but it is not publicly available.
- Facebook profile is created.
-1t is visible the participation in international exhibitions.

-Regular posts and diverse authored content are observed.

Facebook profile - There is high activity in interaction with other
institutions.
Website No website

Number of administrative 32 municipalities from 5 administrative areas

municipalities

14 National Statistical Institute. (2024). Annual data. Retrieved from:
https://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%B8§ -
%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8
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in the region

Source: Author’s systematization

4.2. Analysis and opportunities for development of Sofia tourism region.

Analysis of resource potential.

The main specialization of region Sofia according to the “Concept of tourism zoning of Bulgaria”
is business and cultural tourism.

- The region covers the territory of the Sofia-Pernik agglomeration with centre — the capital of
Bulgaria — Sofia, with 23 municipalities.

- The region has a rich variety of natural resources that favour the development of the tourism
industry in all its forms. Most famous are Doukhlata Cave; Vitosha, Lyulin, Lozenska Mountain,
Ihtimanska Sredna Gora, Osogovo, Konyavska mountains, etc.; Iskar Dam; Vitosha Nature Park,
Bistrishko Branishte and Torfeno Branishte reserves, which preserve and protect the plant and
animal diversity of the region.

- There is a wide variety of anthropogenic resources based on the rich cultural and historical
heritage. The capital Sofia is the main centre accumulating a large part of the anthropogenic
resource capacity of the region. The resources are diverse in nature and are of interest to both
Bulgarian and foreign tourists. Sofia has a base of business centres attracting a large number of

business tourists, most famous of which is the National Palace of Culture.

Table 4.2.1. Bed base of the main tourism centers in the region by 2023
City Bed base

Sofia City | 15481
Sofia district | 8 095
Pernik | 565
Kyustendil |4 142

Source: National Statistical Institute!®

Analysis of the activities of the DMO of Sofia region

15 National Statistical Institute. (2024). Annual data. Retrieved from:
https://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%B8§ -
%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8
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. In the statutes of the organization are written 13 activities, which are also the
minimum number for each of the tourism regions in Bulgaria.

o The budget amounts to BGN 3.2 million, but since tourism region Sofia is the largest
in terms of population, this justifies the higher budget compared to the Trakia Tourism
Region, for example.

J Although region Sofia is the largest in terms of population, its activity is one of the

opaquest compared to the other regions analysed.

Table 4.2.2. Activity of DMO of Sofia region
Region’s marketing strategy is published on

Strategy the website of the Ministry of Tourism.

- There is a Facebook page, the activity of

which is regular and periodic, but it is

dominated by sharing other users.

- There are photos, videos and various event
Facebook profile invitations are available.

Website There is no website and no information on
the activities implemented by the
organization.

Number of administrative municipalities 23 municipalities from Sofia, Kyustendilka
in the region and Pernishka regions, as well as the city of
Sofia with the capital municipality.

Source: Authors’ systematization

4.3. Analysis and opportunities for development of Rhodope tourism region.

Analysis of resource potential.
The main specialization of the Rhodope region according to the “Concept for tourism zoning

of Bulgaria” is mountain and rural tourism. The area covers the territory of the Rhodope Mountains.

» Its center is the city of Smolyan and 27 municipalities from the administrative division of the
country are located on its territory.
* The region has an extremely wide variety of natural resources, which are the basis of the
development of tourism in all its forms, which in turn determine its national and world

significance.
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* Among the main sights are the wonderful bridges, which realize more than 100,000 visits per
year; the Yagodina Cave; the Devil's Throat; Snezhanka Peak; the Planetarium with the town
of Smolyan. There are 7 nature reserves, 5 protected areas and 24 natural attractions in the
region.

* Shiroka Laka Architectural Reserve is important for the development of tourism in the region,
as the Zgurovsky Konak, Kalaidzhii House, Grigorovska House and Vladishka House located
in it have been declared monuments of national importance. The nearby village of Gela,
together with Shiroka Laka, attract the interest of a large part of the tourists visiting the region.
* Here are also some of the largest Bulgarian dams, which are also the object of increased
tourist interest. Here are located Dospat, Shiroka Polyana, Batak, Vacha, Krichim, Tsankov
Kamak, Studen Kladenets, Ivaylovgrad, etc.

* There are also large deposits of mineral waters in the region, which are the basis of the
development of health tourism there and the transformation of tourist places in the Rhodope
region into four-season visited ones. The most significant are the mineral pools in Velingrad —
main basis for the development of tourism. Due to the mineral water, from the beginning of

2023 until July of the same year, the city welcomed more than 250 thousand tourists.

Table 4.3.1. Bed base of the main tourism centers in the region by 2023
City Bed base

Devin | 1634
Velingrad | 7 014

Pamporovo | 5413
Smolyan | 12 081

Source: National Statistical Institute!®

Analysis of the activities of the DMO of Rhodope region

16 National Statistical Institute. (2024). Annual data. Retrieved from:
https://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%B8§ -
%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8
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* Organization for management of the tourism region (DMO) Rhodope is the first such
organization, registered in Bulgaria on June 5 2017. It is noteworthy that not all municipalities
on the territory of the region are members of the organization — 18 out of a total of 27.

* 18 internal and external activities for marketing management of a tourism region are
registered in the statutes of DMO “Rhodope”, which are the most in terms of number of
internal and external activities compared to other regions.

* One of the two organizations (Rhodope and Rila-Pirin), which, along with the creation of a
logo and slogan, also included developing a website. However, this activity has not been
completed. Setting too many activities, on the one hand, shows the ambition and motivation
of the members of the volunteer organization DMO “Rhodope”, but on the other hand, it can
lead to difficulties in the implementation of these activities, as it is related to the involvement

of more members and participants, as well as the provision of a greater resource.

Table 4.3.2. Activity of DMO of Rhodope region
Region’s strategy is mentioned on the
Strategy Ministry of Tourism’s website, but it is not
visible.
- There is an Facebook profile, but the
publication presence is weak, probably due to
a lack of funds and administrative capacity.
- Author publications related to participation
in tourist exhibitions are available.
- The profile does not emphasize their own
activities, but publishes and gives publicity to
Facebook profile others' activities.
- They participated in a cultural tourism
exhibition in Veliko Tarnovo, but no further
information is provided.
Website No website.
Number of administrative municipalities 18 municipalities
in the region

Source: Author’s systematization
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4.4. Analysis and opportunities for development of Rila-Pirin tourism region.

Analysis of resource potential.

*  75% of the region is covered by mountains.

» Its centre is the city of Blagoevgrad, with 23 municipalities located on its territory.

* At the tourism exhibition in France in 2023 on high-end tourism products, the greatest
interest of all presented by Bulgaria was aroused by the UNESCO sites in Rila-Pirin region.

* There are 63 mineral water deposits in the territory and the hottest mineral spring in the
country with a temperature of 103.6°C, named Sapareva Banya. Even before the pandemic
the town was gaining popularity being visited by over 50 000 tourists and the reported tourist
tax revenue was 43 000 BGN. It is still a tourism attraction, with Five Elements Hotel being
the most notable.

* The main tourism centres in the region are the spa resorts of Borovets, Bansko, Razlog,
Sandanski, Banya village, Dobrinishte and Sapareva Banya. One of the newest trends is Hotel
Terme in Banya village. As already mentioned, the main types of tourism are mountain and
religious tourism, but cultural and historical tourism, wine tourism, festival tourism and event
tourism are developing in parallel. However, the main focus for making this region a centre
of attraction for tourists throughout the year falls on spa and balneo tourism, which, combined
with various events and festivals, would make the winter resorts attractive enough for the

rest of the year.

Table 4.4.1. Bed base of the main tourism centers in the region by 2023
City Bed base

Bansko | 10 000
Borovets | 4 398
Sandanski | 6 000

Blagoevgrad | 20 397

Source: National Statistical Institutel”

17 National Statistical Institute. (2024). Annual data. Retrieved from:
https://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%BS-
%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8

21
Department “Economics of Tourism”, University of National and World Economy
Online library https://tourism-unwe.com/



https://departments.unwe.bg/tourism
https://www.unwe.bg/bg/
https://tourism-unwe.com/
https://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%B8-%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8
https://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%B8-%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8

Journal of Tourism, Policy and Business (JTPB)

Volume 1, August 2024, Issue 1, ISSN 3033-0971

Analysis of the activity of the DMO of Rila-Pirin region

» The organization was registered in 2015 with 15 activities in its charter.

» Different activities from those of other regions are related to the possibility of creating
partnerships.

* The territory of the region includes municipalities from 4 districts — Blagoevgradska,
Kyustendilska, Pazardzhiska and Sofiyska.

» The composition of the region includes municipalities from areas that do not border each
other, but have common tourism products and can develop them together.

* All 23 municipalities on the territory of the region are members of the DMO, which shows
high commitment of all and priority of tourism for the local economy.

» In addition to winter and spa resorts, smaller municipalities are also given the opportunity to

develop their tourist potential.

Table 4.4.2. Activity of DMO of Rila-Pirin region
According to the website of Ministry of Tourism,
Strategy there is a strategy, but it is not publicly available.
- There is a Facebook page where a lot of posts,
photos and videos could be found.
Facebook profile - There is an email address for contacting the
organization, which is a plus.
Website It has a website.
Number of administrative 23 municipalities
municipalities
in the region

Source: Author’s systematization

4.5. Analysis and opportunities for development of Danube tourism region.

Analysis of resource potential.
¢ The main specialization of Danube region according to the “Concept for Tourism Zoning of
Bulgaria” is cultural and cruise tourism.
e [t is characterized by the largest territory and most municipalities within its borders — 67. Its

center is the city of Ruse.
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¢ The region has significant capacity of natural resources, the main ones being Magurata cave
and Belogradchik rocks, Srebarna biosphere reserve and others, attracting the interest of both
Bulgarian and foreign tourists.

oIn terms of anthropogenic resources, the region is characterized by a long historical
development, determining the presence of a rich cultural and historical heritage. The main
centers are Baba Vida fortress, Abritus Archaeological Reserve and the Interactive Museum in
the city of Razgrad, the Thracian tomb near the village of Sveshtari, which is under the
UNESCO protection; The architectural-archaeological reserve Durostorum - Druster - Silistra;

Ivanovo rock churches near Ruse, etc.

Table 4.5.1. Bed base of the main tourism centers in the region by 2023

City Bed base
Silistra | 736
Ruse | 2 447
Razgrad | 732
Vidin | 1061

Source: National Statistical Institutel®

Analysis of the activity of the DMO of Danube region

This is the largest region in Bulgaria, covering 21% of the country's territory along the
Danube River.

There is a lack of good infrastructure between the municipalities, which is an obstacle to the
development of tourism. The distance between the municipality of Bregovo and the center
of the Ruse region, for example, is 375 km, taking more than 5 hours by car.

Currently, the only publicly accessible transport on the Danube River are ferry connections
and river cruises, which are aimed at foreign tourists. An example of a negative public
practice is that during the docking of a cruise ship on a Sunday, all restaurants along the coast

are closed because of the public holiday.

18 National Statistical Institute. (2024). Annual data. Retrieved from:
https://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%B8§ -

%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8
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* In the statute of the organization, 13 activities are recorded, which are also typical for other

regions.

Table 4.5.2. Activity of DMO of Danube region
According to the website of the Ministry of
Strategy Tourism, there is an issued strategy, but it is
not publicly available.
- There is a Facebook page with no regular
posts.

Facebook profile - Various live inclusions, diverse and
different information, as well as data on
upcoming and past events are observed.

- All this can be seen as good publicity
practice.
Website No website
Number of administrative municipalities 14 municipalities
in the region

Source: Author’s Systematization

4.6. Analysis and opportunities for development of Rose Valley tourism region.
Analysis of resource potential.
* Main specialization Rose Valley region according to the “Concept for Tourism Zoning of

Bulgaria” is health and cultural tourism.
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» Its territory includes the southern slopes of Stara Planina, part of the Trans-Balkan valleys,
as well as the northern slopes of Sredna Gora and Sarnena Gora. Its center is the city of
Kazanlak and 19 municipalities are located on its territory.

* The region has a wide variety of natural resources. For example, Mount Botev is located
here, which is the highest peak of Stara Planina. The main center of attraction for tourists
visiting the region are the southern parts of the Central Balkan National Park with its 9
biosphere reserves, attracting many eco-tourism enthusiasts. The deposits of mineral waters
supporting the development of spa tourism are extremely important for the region. A center
for health tourism, for example, is the town of Pavel Banya, which is classified as a
balneological center of national importance. Also popular destinations in this regard are the
Karlov mineral baths and the five deposits in the town of Kazanlak. One of the largest dams
in the country, Koprinka, on the Tundzha River, is also located here, which is an object of
increased tourist interest.

* In terms of anthropogenic resources, the region has an extremely rich cultural and historical
heritage. Here are located the Kazanlak Tomb, included in the list of UNESCO World
Cultural Heritage; the Thracian mounds; the tomb of Golyama Kosmatka; The megalithic
complex near Buzovgrad and the burial mounds Ostrusha and Svetitsa.

* Main centers for tourism are: Kazanlak, Karlovo, Kalofer, Koprinka Dam, Hisarya, Pavel
Banya, etc.

Analysis of the activity of the DMO of Rose Valley region
* Unlike the Danube region, Rose Valley has the smallest territory.
* There is a high level of activity from the local government in the region.
» Itis located around a main thoroughfare — Republic Road (the so-called "Sub-Balkan"),
which is a prerequisite for good connectivity.
* The minimum 13 activities are recorded in the statute of the organization, but there is

no information about them on social networks.

Table 4.6.1. Activity of DMO of Rose Valley region
According to the website of the Ministry of
Strategy Tourism, there is a strategy, adopted in
November 2021.
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-There is a Facebook page, but the posts on
it are not regular.

Facebook profile -Event invitations, photos and various
publications can be found on the page.
-There is information about participation in
various exhibitions.

Website - There is information about an agreement
for creating a website, but no such is live
yet.

Number of administrative municipalities 19 municipalities
in the region

Source: Author’s systematization

4.7. Analysis and opportunities for development of Varna (North Black Sea) tourism
region.
Analysis of resource potential.
* Main specialization of Varna region according to the ,,Concept for Tourism Zoning of
Bulgaria” is sea and sports tourism.
* The region covers territory of the northern Black Sea coast with the city of Varna as its
center and 25 municipalities are located on its territory.
* Among the main sights are Shablen Lake and Durankulash Lake; Broken stones;
Golden Sands Nature Park; The rock phenomenon Chudnite skali, Kara dere beach,
Goat cave, Seal cave. In terms of anthropogenic resources, the area has a rich cultural
and historical heritage, the most important site being the Madar Horseman, which is on
the UNESCO list; Aladzha monastery; Great Roman Baths; Cultural center “Dvoretsa”
located in the town of Balchik is also interesting for tourists visiting the region; Varna
Dolphinarium also attracts tourist interest.
* The most preferred destinations are Albena, Shumen, Madara, Aladzha Monastery,

Botanical Garden and Palace in Balchik, Varna, St. St. Constantine and Elena, etc.

Table 4.7.1. Bed base of the main tourism centers in the region by 2023
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Bed base

Albena | 13 247
Varna | 64 324
St. Constantine | 7 084

and Elena

Golden sands | 41 520

Dobrich | 28 344
Shumen | 1810

Source: National Statistical Institute!®

Analysis of the activity of the DMO of Varna region

* This is the second registered organization in 2018, with 10 municipalities as members in
the charter of the founders, which is far from the total number of 24 located in Varna region.
* The statute of the organization stipulates 16 activities, 3 of which are related to internal
activities for implementation of economic activity, but they are practically unfeasible, since
the organizations do not have legal status, nor administrative capacity due to the lack of
funding.

* Territories from 3 regions are included — Varna, Shumen and Dobrich, which in turn

complicates coordination and communication.

Table 4.7.2. Activity of DMO of Varna region
The strategy has been implemented, but it is
Strategy not available as a document either on the
website of the Ministry of Tourism or on the
Facebook page of the region.
-There is a Facebook profile.
-There are only a few posts available, with

Facebook profile information shared from other sites as well.

19 National Statistical Institute. (2024). Annual data. Retrieved from:
https://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%B8-
%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8
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Website No website
Number of administrative municipalities 10 municipalities
in the region

Source: Author’s systematization

4.8. Analysis and opportunities for development of Bourgas (South Black Sea) tourism

region.

Analysis of resource potential.

* Main specialization of the Bourgas region according to the “Concept for Tourism Zoning of
Bulgaria” is sea and cultural tourism.

» The region covers the territory of the southern Black Sea coast, with the city of Bourgas as
its center, and 13 municipalities from the administrative division of the country are located
on its territory.

* Main sights are Atanasovo, Bourgas, Mandren, Pomorie Lake, Poda area; the longnose
forests near the mouths of the Ropotamo and Veleka rivers; Strandzha Nature Park, which is
the largest protected area in Bulgaria; in this region there are also 7 islands, most of which
have been declared protected areas and are the object of interest for tourists; The
architectural-historical reserve of Nessebar, like the Old Town of Nessebar, is included in the
UNESCO World Heritage List. A great tourist interest is also being formed towards the island
of St. Anastasia.

*  Most preferred tourism destinations are Sunny Beach, Pomorie, Bourgas, the island of St.
Anastasia, Beglik tash, Sozopol, Primorsko, Tsarevo, Nessebar, Strandzha Nature Park,

Ropotamo Reserve, Kiten, Sinemorets, Ravadinovo Castle, etc.

Table 4.8.1. Bed base of the main tourism centers in the region by 2023

City Bed base

Primorsko | 1547

Bourgas | 145621

Sunny Beach | 64 462

Dunes | 3190
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Source: National Statistical Institute2?

Analysis of the activity of the DMO of Bourgas region
* 12 out of 14 municipalities are members of the DMO Bourgas, which shows good coordination
and interaction on the territory of the region;
* Better developed infrastructure compared to Varna region;
* DMO includes the entire Bourgas region and another municipality of Yambol — Bolyarovo;
* Municipalities such as Bourgas, Sozopol and Nessebar generate significantly higher revenues

from tourist tax, but part of the funds are not distributed in the tourism region.

Table 4.8.2. Activity of DMO of Bourgas region
- There is a strategy, but it is not publicly available.
Strategy - From the website of the Ministry of Tourism, it is clear that
it has been fulfilled.
- There is a Facebook profile.
-1t is visible that the region participates in international
Facebook profile exhibitions.
-There is no information about activities that are visible on
other sites, but not on the DMO’s own social media.
Website No website
Number of administrative 12 municipalities
municipalities in the region

Source: Author’s systematization

4.9. Analysis and opportunities for development of Trakia tourism region.

Analysis of resource potential.

20 National Statistical Institute. (2024). Annual data. Retrieved from:
https://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%B8§ -
%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8
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* Main specialization of Trakia region according to the “Concept for Tourism Zoning of
Bulgaria” is cultural and wine tourism.

* The region mainly covers the territory of the Upper Thracian lowland, with the city of
Plovdiv as its center and 35 municipalities.

* There is not a very rich diversity of natural resources. The main natural resource is the
deposits of mineral waters, used as a basis for the development of spa tourism — Starozagorski
mineral baths, Haskovo, Septemvri and Nova Zagora. Another popular natural resource in
the area are the Plovdiv Hills.

* Regarding anthropogenic resources, Trakia tourism region has a rich cultural and historical
heritage. Undoubtedly, firstly must be recognized the importance of the city of Plovdiv,
which is older than Rome and Athens. In 2019, the city was chosen as the European Capital
of Culture, and nearly 2 200 000 tourists visited it that year. The area of the town of Haskovo
is also attractive in terms of tourism — mainly with the Regional History Museum and the
Museum Center “Thracian Art in the Eastern Rhodopes™.

*  Other main sights are Castra Rubra fortress near Harmanli; Peristera fortress near Peshtera;
The fortress; Saint Spirit Fortress near the village of Mineralni Bani; Ancient forum complex
Augusta Traiana and others, which successfully attract the interest of tourists on a national

and international scale/

Table 4.9.1. Bed base of the main tourism centers in the region by 2023
City Bed base

Haskovo | 2 734
Plovdiv | 13 478
Pazardzhik | 8 409

Source: National Statistical Institute?!

Analysis of the activity of the DMO of Trakia region
* DMO of this region is the last registered organization out of all nine in Bulgaria.

 In the statute of the organization there are 16 activities listed, identical to those of Varna region.

21 National Statistical Institute. (2024). Annual data. Retrieved from:
https://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%B8§ -
%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8
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This is the only DMO that has created a website, even without this activity being set as in the
statute.

Ten proposals for logo, slogan and marketing analyzes were made for the tourism development
of the region.

Everything was created through funding under a project to increase the capacity of SMEs in
the tourism sector.

On the basis of this project, the maximum volume of the activities set out in the statute have
been implemented, with the funding being within BGN 2.2 million for activities such as
advertising, PR and the holding of various types of events.

Among the members of the region are 8 municipalities, which is a rather low share compared
to the total number of municipalities on the territory of the region — 35, within the boundaries

of 6 regions.

Table 4.9.2. Activity of DMO of Trakia region
- There is an available strategy, which is uploaded on the region's
Strategy website.
- It covers all 35 municipalities.
- This is the only publicly available strategy of a region, which is
an indicator of transparency.
- There is a Facebook page where users can find quite a few posts,
Facebook profile including photos and videos.
Website - A website has been prepared: Trakia.tour.com
- There could be seen a budget for participation in events and
exhibitions based on a three-year period from 2021 onwards.
- Proofs of membership are uploaded.
- There is also an option for the website to be read in Greek, since
the area borders Greece.
- The management of the page has a professional approach, an

example of which is the use of hashtags.
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Number of administrative8 municipalities
municipalities
in the region

Source: Author’s systematization

In summary, the following table is presenting the created logos and slogans of the analysed

nine regions.

Table 4.10. Logo and slogan of the regions

“Rhodope™ Facebook HOSPITALITY IN
Tourism region FOUR SEASONS %
“Varna™ (North Facebook Domain No data No data

Black Sea) Tourism

region
“Rourgas” (South Facebook No data No data
Black Sea) Tourism
region.
" Tourism ‘Website FEAST OF THE

n Facebook SENSES R VSN

‘Danube” Tourism Facebook No data No data

“Reose Valley” Facebook No data No data
Tourism region

“Sofia” Tourism Facebook No data No data
“Stara Planina” Facebook DISCOVER THE
Tourism region Instagram SECRETS OF THE =
BALKANS
“Rila-Pirin” Website No data No data

Tourism region Facebook

Source: Author’s systematization

Presented results of the analysis prove the possibility of communicating a common Brand
Bulgaria — hospitality in four seasons with a focus on health, business and entertainment tourism and

additional cultural tours, tasting culinary and wine tours in the nine destinations/regions.

5. Conclusion

A serious social challenge in recent years, corresponding to the specifics of tourism, is the
need to create healthy environment, ensuring both physical health and psychosomatic resilience of
people. It is in this context that tourism, recreation and, in particular, health tourism in all its forms,
are attracting a high level of public interest, while opportunities are being sought to promote
destinations, resorts and tourism destinations offering health tourism products that meet these needs.

In this regard, not only in Bulgaria, but also worldwide, health tourism is prioritising its place. As a
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result of the above, it appears that in Bulgaria we have leading destinations for health tourism, such
as Velingrad and others that provide a year-round high-quality product and generate revenue for the
economy. These destinations are also of interest to scientists and occur various studies. It is visible
that both the legislative and executive authorities in tourism in Bulgaria have prioritized the sector
in recent years. As an example we can point out the separation of the Tourism Commission in the
National Assembly; projects in health tourism created in the Parliament by the Commission on
Health Tourism, regarding changes to the Tourism Act; giving prevalence to industry organizations
as BUBSPA to promote Bulgaria as a health destination at global tourism forums and so on.

As a result of all the above, the public challenge for the authors is to assist all stakeholders
in creating, building and enforcing brand Bulgaria as a four-season destination, with a priority on
Health&MICE&Entertainment tourism. We believe that the research, findings, analyses and
discussions in this study make a significant contribution to solving such a social challenge.

Another serious challenge is the need to continuously send positive messages to the public
about Bulgaria as a tourism destination and its leading tourism products and sites.

Thus, the proposed thesis and the achieved results of the analysis, related to the possibility
of combination of tourism products in the regions in Bulgaria on all components of the
Health&MICE&Entertainment tourism, as well as additional cultural tours in the context of
hospitality in four seasons, is associated with product innovation, which is the basis of the originality

of the research.
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TOURISM POLICY AND BUSINESS IN BULGARIA: AN IN-DEPTH
ANALYSIS

Violeta Doneva-Yankulova

Abstract

This article provides a comprehensive review of tourism policy and business in Bulgaria,
emphasizing the critical aspects of regulatory frameworks, business needs, destination
development, management levels, tax policies, and the return on infrastructure investments. By
employing both qualitative and quantitative research methods, the study offers an in-depth
analysis of the current state and future prospects of the tourism sector in Bulgaria. The findings
highlight the significance of strategic policy-making, sustainable practices, and targeted
investments in infrastructure as key drivers for growth and competitiveness in the Bulgarian
tourism industry. Furthermore, the article addresses the persistent challenges posed by
seasonality, emphasizing the need for diversification in tourism offerings to ensure year-round
engagement and economic stability. The research also explores the impact of global challenges,
such as the COVID-19 pandemic, on the sector and evaluates the effectiveness of strategic
responses implemented to mitigate these impacts. Detailed recommendations are provided to
enhance the sustainability and resilience of the tourism sector, aiming to contribute to both
economic development and cultural enrichment while ensuring the preservation of Bulgaria’s
natural and cultural resources.

Key words: Tourism policy, Sustainable tourism, Health tourism, Bulgaria,
Infrastructure investment, Environmental standards
JEL: Z320, L83, 052

Introduction

Tourism is a key component of the Bulgarian economy, significantly contributing to GDP,
employment, and cultural exchange. The sector not only provides substantial economic benefits but
also plays a crucial role in promoting Bulgaria's cultural heritage and natural beauty on the global
stage. The aim of this article is to explore the main aspects of tourism policy and business in Bulgaria
and to provide recommendations for sustainable sector development. By examining the regulatory
frameworks, business needs, destination development, management levels, tax policies, and
infrastructure investments, this study aims to present a holistic view of the Bulgarian tourism
landscape. The analysis considers the impacts of recent global challenges, such as the COVID-19
pandemic, and the strategic responses implemented to mitigate these impacts. This article seeks to
inform policymakers, stakeholders, and researchers about the current state and future prospects of
the Bulgarian tourism sector, providing insights that can guide future strategies and initiatives.

Tourism plays a crucial role in the economic development of Bulgaria, contributing significantly to
its GDP and employment. However, the growth of the tourism sector must be managed sustainably
to ensure that it does not compromise the country’s natural and cultural resources. Bulgaria, with its
rich heritage and abundant natural resources, particularly its numerous mineral springs, has immense
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potential for health tourism. This form of tourism not only attracts international visitors seeking
wellness and therapeutic benefits but also fosters local economic growth.

To harness this potential, it is essential to integrate comprehensive tourism policies that encompass
sustainable practices. This involves establishing robust legislative frameworks that regulate water
use, waste management, and environmental protection. Additionally, infrastructure investments
must prioritize sustainability, focusing on renewable energy, energy-efficient buildings, and
effective waste management systems. Community involvement and education are also vital, as they
ensure that local populations are engaged in and benefit from tourism development. Moreover,
implementing strict environmental standards is necessary to protect Bulgaria’s ecological integrity.

Despite these efforts, several challenges remain, including securing adequate funding, effective
coordination among stakeholders, and continuous monitoring and evaluation of tourism projects.
Addressing these challenges through innovative financing mechanisms and integrated planning
approaches can enhance the sustainability and resilience of Bulgaria’s tourism sector. This article
explores the integrated framework for sustainable tourism development in Bulgaria, focusing on
policy and legislation, infrastructure investment, community involvement, and environmental
standards.

1. Regulatory frameworks and business needs

The Tourism Act in Bulgaria is a cornerstone of the regulatory framework governing the tourism
sector. This act aims to ensure the provision of high-quality services, consumer protection, and the
sustainable development of tourism activities. The key objectives of the Tourism Act include
protecting consumers, standardizing tourism services, and promoting sustainable development
(Ministry of Tourism of the Republic of Bulgaria, 2023).

The Tourism Act's primary objectives are to protect consumers by ensuring the safety and quality of
tourism services, to standardize the services offered by tour operators, travel agencies, and tourist
sites, and to foster sustainable tourism development (Ministry of Tourism of the Republic of
Bulgaria, 2023).

To ensure compliance, the Act establishes stringent licensing requirements for operators and
mandates insurance to cover potential risks. It also maintains a national register of tourist sites, which
includes detailed records of licensed operators and their compliance status.

The categorization of hotels and restaurants under the Tourism Act is a significant measure to ensure
quality and competitiveness. Establishments are categorized from 1 to 5 stars based on criteria such
as room size, amenities, service quality, hygiene standards, and additional facilities. This system
encourages tourism businesses to enhance their offerings to achieve higher star ratings, thereby
improving overall service quality and consumer satisfaction.

In response to the COVID-19 pandemic, amendments to the Tourism Act in 2021 introduced new
safety and hygiene requirements. These include mandatory health protocols for accommodation and
dining establishments, the promotion of digital check-ins, and online bookings to minimize physical
contact, all of which were crucial in restoring traveler confidence and ensuring safety (European
Commission, 2022).
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Tourism is a critical sector for Bulgaria, contributing significantly to its GDP and employment. To
sustain and enhance the tourism industry's growth, it is essential to understand the regulatory
framework and address the business needs within the sector. This analysis examines the current state
of the Bulgarian tourism industry, identifies regulatory challenges, and explores the business needs
for sustainable development.

Current State and Challenges: The Bulgarian tourism industry plays a crucial role in the national
economy, accounting for more than 10% of the GDP. The Ministry of Tourism has implemented
several strategies to improve the sector's performance, focusing on marketing and infrastructural
development. However, global challenges and internal inefficiencies persist, necessitating
continuous reforms (Gorbunova, 2018).

Key Challenges: Effective marketing and management strategies are required to address global
competition and changing tourist preferences. Continued investment in infrastructure is needed to
enhance the quality of tourist services and facilities. Increased collaboration among tourism entities
is vital for the sector's overall improvement (Kostadinova & Mancheva-Ali, 2023).

The regulatory framework governing the Bulgarian tourism industry includes laws and regulations
that ensure quality standards and operational efficiency. This framework covers accommodation
categorization, quality assurance, and compliance with EU directives.

o The categorization of accommodation establishments is a critical aspect of the regulatory
framework, ensuring that facilities meet defined standards.

« Voluntary certification and quality management systems play a significant role in enhancing
service quality and business competitiveness (llieva, 2019).

Influence of International Standards: The entry of international hotel chains has introduced best
practices and advanced technologies, contributing to the overall quality and competitiveness of the
Bulgarian hospitality industry. Regulatory frameworks must continuously evolve to incorporate
international standards and practices to maintain a competitive edge (Kadieva, 2016).

Business needs and innovations

Innovation is essential for the sustainable growth of the tourism sector. Bulgarian tourism businesses
must adopt innovative practices to remain competitive in the global market.

Key areas for innovation: Developing new and diverse tourism products tailored to modern
consumer preferences is crucial. This includes leveraging the sharing economy and collaborative
consumption models (laneva, 2018). Health Tourism: Utilizing Bulgaria's abundant mineral springs
for health tourism can attract year-round visitors and contribute to economic growth. Integrating
digitalization in marketing and management can further enhance this sector (laneva et al., 2023).
Competitiveness in the tourism industry relies on continuous innovation and the development of
unique capabilities. This includes adopting new technologies and enhancing service delivery through
training and quality management (Boycheva, 2017).

The integration of new technologies and innovations in hotel management can significantly enhance
their efficiency. This analysis explores the impact of technological advancements on the hotel
industry, emphasizing the benefits of online reservations, digital keys, intelligent energy
management systems, and other technological solutions. Additionally, it examines demographic
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changes and their implications for hotel services, focusing on the aging population and the
preferences of Millennials.

Technological innovations have revolutionized the hospitality industry, improving operational
efficiency and customer satisfaction. Hotels that adopt these technologies can optimize costs and
offer superior service to their guests.

Online reservation systems have streamlined the booking process, making it more convenient for
customers and efficient for hotels. Digital keys allow guests to unlock their rooms using
smartphones, reducing wait times and enhancing the overall guest experience. For instance, Hilton
hotels have implemented mobile keys, which significantly increase guest satisfaction by allowing
them to bypass the front desk and go directly to their rooms.

Intelligent energy management systems help hotels reduce operational costs and enhance
sustainability. These systems control lighting, heating, and cooling based on occupancy and guest
preferences, leading to significant energy savings. Marriott hotels, for example, use Internet of
Things (IoT) devices to manage energy consumption, thereby reducing costs and their carbon
footprint.

Al and machine learning provide hotels with the ability to analyze data and predict customer
behavior. This includes personalized recommendations, dynamic pricing, and optimized marketing
strategies. Booking.com uses Al to offer personalized deals and promotions based on previous
bookings and user preferences, enhancing the booking experience and increasing conversion rates.

Digitalization and automation through integrated property management systems (PMS), automatic
check-in and check-out systems, and mobile apps for reservations and communication with guests
significantly improve operational efficiency. These technologies also enhance convenience and
satisfaction for guests. For example, automated check-in kiosks and mobile apps allow guests to
manage their bookings and access hotel services seamlessly.

Demographic changes are reshaping the hospitality industry, with significant implications for service
offerings and customer expectations.

The aging population in Europe requires hotels to adapt their services to cater to older guests. This
includes offering more accessible rooms, specialized programs, and amenities tailored to their needs.
Many European hotels now provide lower beds, grab bars in bathrooms, and health-focused
programs to accommodate senior guests.

Millennials have distinct expectations and preferences that influence the hospitality industry. They
seek unique experiences, advanced technologies, and sustainable practices. Hotels like Marriott’s
Moxy brand cater to Millennials by offering modern, socially-oriented spaces with a strong emphasis
on technology and experiences.

The rise in international travel and the diverse needs of global travelers demand that hotels offer
multicultural services and amenities. This includes multilingual staff, international menus, and
global payment systems. Many international hotel chains in Europe provide these services to meet
the needs of international tourists and business travelers.
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Technological innovations, environmental practices, and demographic changes are key drivers of
transformation in the hospitality industry in Europe. Hotels that successfully adapt to these trends
not only improve their operations but also attract and retain customers who value quality,
sustainability, and innovation. These factors will continue to play a crucial role in the development
of the industry in the future.

Implementing technological innovations, ecological practices, and adapting to demographic changes
is essential for the hospitality industry in the European Union (EU). This requires strategic
investments and adaptations that vary across member states depending on local conditions and
priorities. The hospitality industry in the EU is actively embracing these initiatives to enhance
operational efficiency and sustainability while attracting diverse customer segments. Ongoing
investments in these areas will be key to maintaining competitiveness and sustainable development
in the European hospitality industry.

Bulgaria has the potential to develop specialized forms of tourism that cater to specific demographics
and interests, enhancing the sector's diversity and appeal like:

Silver tourism targeting the senior demographic (60+ age group) presents an opportunity for growth.
Understanding the preferences and needs of this group can help tailor tourism products to attract
more senior tourists (Aleksandrova & Neykova, 2018).

Congress and business tourism developing congress tourism requires new management models,
marketing strategies, and collaborations. This specialized form of tourism can bring significant
economic benefits if effectively managed (Kostadinova & Mancheva-Ali, 2023).

Bulgaria's tourism sector is a vital part of its economy, necessitating ongoing policy reforms,
regulatory adjustments, and innovative business strategies. Addressing the specific needs of various
tourism segments and improving quality standards are essential for maximizing the sector's potential.
Continuous innovation and adaptation to global trends will ensure sustainable growth and
competitiveness.

Environmental protection laws

Bulgaria's environmental protection laws are integral to regulating tourism activities, particularly in
protected areas, and ensuring the conservation of natural resources. These laws play a critical role in
balancing tourism development with environmental sustainability.

« Environmental Protection Act: This act imposes stringent control measures on tourism
development in national parks and reserves, requiring mandatory environmental impact
assessments (EIA) for new projects. EIAs ensure that potential environmental impacts are
thoroughly evaluated and mitigated before project approval (World Bank, 2022).

« Biodiversity Act: This act protects endemic species and ecosystems by restricting tourism
activities in sensitive zones. It mandates the conservation of habitats and limits construction
and visitor numbers in these areas. Additionally, the act offers incentives for businesses that
adopt sustainable practices, promoting eco-friendly tourism (European Tourism Association,
2022).

The introduction of eco-certificates for hotels and tourist sites is another significant initiative. These
certificates encourage sustainable practices such as energy efficiency, waste management, and
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sustainable sourcing of materials. Eco-certified establishments are promoted through national and
international tourism channels, enhancing their attractiveness to eco-conscious travelers and
boosting their market competitiveness (European Tourism Association, 2022).

Business needs

Modernizing infrastructure is essential for the development and competitiveness of Bulgaria's
tourism sector. Key areas requiring improvement include transportation and access to financing.

o Airports: The infrastructure of major airports, such as those in Sofia, Varna, and Burgas,
needs significant enhancements to handle increasing passenger volumes and provide high-
quality services. Upgraded facilities and expanded capacities are crucial for improving
international connectivity and attracting more tourists (European Commission, 2022).

o Road Networks: The development of highways and rural roads is critical for connecting
remote tourist destinations. Improved road infrastructure enhances accessibility, reduces
travel times, and supports regional tourism development, particularly in less-visited areas
with significant potential (World Bank, 2022).

Access to financing is a significant challenge for small and medium-sized enterprises (SMESs) in the
tourism sector. To address this, in 2022, 50 million euros were allocated through European programs
to support SMEs, supplemented by national funds. These funds provide financial incentives for start-
ups and innovation projects in tourism, facilitating business growth and sector diversification
(European Commission, 2022).

Training and development programs are also vital for improving service quality in the tourism sector.
State and EU-funded programs offer vocational training in hospitality management, language skills,
and customer service. Continuous education through online platforms and workshops ensures that
employees stay updated with industry trends and best practices, thereby enhancing the overall quality
of services offered to tourists (World Travel & Tourism Council, 2021).

Effective marketing and promotion campaigns are crucial for positioning Bulgaria as a leading
tourist destination. Participation in international tourism fairs such as ITB Berlin and WTM London,
alongside digital marketing strategies involving social media, influencer partnerships, and targeted
advertising, plays a vital role in increasing Bulgaria's visibility and attractiveness to potential tourists
(Ministry of Tourism of the Republic of Bulgaria, 2023). These campaigns help to highlight
Bulgaria's unique cultural and natural attractions, thus drawing more international visitors and
boosting the tourism sector.

2. Destination development and potential
Natural and cultural resources

Bulgaria boasts a rich tapestry of natural and cultural resources, making it an attractive destination
for a diverse range of tourists. The country is home to 10 UNESCO World Heritage sites, including
the Rila Monastery, the ancient city of Nessebar, and the rock-hewn churches of lvanovo. These
cultural landmarks offer a glimpse into Bulgaria's historical and architectural heritage, drawing
history enthusiasts and cultural tourists from around the world (UNESCO, 2023).
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In addition to its cultural assets, Bulgaria's natural landscapes are equally compelling. The national
parks of Rila, Pirin, and Central Balkan are celebrated for their biodiversity and scenic beauty. These
parks provide opportunities for various outdoor activities such as hiking, wildlife watching, and eco-
tourism and ski. The country's mountains, forests, and rivers create an ideal setting for adventure
tourism, attracting nature lovers and outdoor enthusiasts (National Statistical Institute of Bulgaria,
2023).

Infrastructure investments

The development of infrastructure is a critical component of enhancing Bulgaria's tourism potential.
In 2022, over 1 billion euros were invested in infrastructure projects, funded by the state budget,
European funds, and private investments. These projects aimed to modernize roads, expand airports,
and improve public transportation systems, thereby enhancing connectivity and accessibility to key
tourist destinations (European Commission, 2022).

e« Road and Transport Networks: Significant investments have been directed towards
upgrading Bulgaria's road network, particularly the construction and renovation of highways
and rural roads. This development is crucial for facilitating easier access to remote and rural
tourist areas, thus promoting regional tourism and economic growth (World Bank, 2022).

« Airport Expansions: Major airports in Sofia, Varna, and Burgas have undergone expansions
to increase their capacity and improve service quality. These enhancements are expected to
boost international arrivals and provide a more seamless travel experience for tourists
(European Commission, 2022).

o Public Transport: Investments in public transportation, including bus and rail services, aim
to offer efficient and reliable options for tourists traveling within the country. Improved
public transport infrastructure not only supports tourism but also benefits local communities
by enhancing mobility and connectivity (National Statistical Institute of Bulgaria, 2023).

Seasonality

Tourism seasonality remains a significant challenge for Bulgaria, with peak periods in the summer
causing overcrowding in coastal areas, while off-season periods see underutilized facilities and lower
tourist numbers. To mitigate the effects of seasonality, Bulgaria is developing year-round tourist
products that capitalize on the country's diverse attractions.

e Spa and Wellness Tourism: Bulgaria's mineral springs and health resorts are being
promoted as year-round destinations. Spa and wellness tourism offers relaxation and health
benefits, attracting visitors throughout the year. Locations such as Velingrad, known as the
"Spa Capital of the Balkans," offer a range of spa treatments and wellness programs (Ministry
of Tourism of the Republic of Bulgaria, 2023).

e Wine Tourism: Bulgaria's rich winemaking tradition and numerous vineyards are being
leveraged to develop wine tourism. Wine tours, tastings, and festivals are organized to attract
tourists interested in culinary and cultural experiences. The Thracian Valley and the Struma
Valley are key regions known for their wine production (Ministry of Tourism of the Republic
of Bulgaria, 2023).

e Cultural Festivals: The promotion of cultural festivals and events throughout the year helps
to draw visitors during the off-season. Events such as the Rose Festival in Kazanlak, the
International Folklore Festival in Burgas, and the Sofia Film Fest celebrate Bulgaria's cultural
heritage and attract both domestic and international tourists (European Commission, 2022).
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Development of Sustainable Tourism

Bulgaria is increasingly focusing on sustainable tourism development to ensure long-term growth
and environmental conservation. Sustainable tourism practices are being integrated into destination
management strategies to balance economic benefits with ecological and social responsibilities.

o [Eco-Certification: The adoption of eco-certification programs for hotels and tourist sites
encourages businesses to implement sustainable practices. Criteria for eco-certification
include energy efficiency, waste management, and sustainable sourcing of materials. Eco-
certified establishments are promoted through various channels, attracting environmentally
conscious travelers (European Tourism Association, 2022).

« Community Involvement: Engaging local communities in tourism development is essential
for sustainability. Community-based tourism initiatives involve locals in the planning and
operation of tourism activities, ensuring that benefits are distributed equitably. This approach
also enhances the authenticity of the tourist experience (World Bank, 2022).

« Conservation Programs: Conservation programs aim to protect natural resources and
biodiversity. These programs include habitat restoration, wildlife protection, and sustainable
land use practices. Partnerships between governmental and non-governmental organizations
are vital for the success of conservation efforts (National Statistical Institute of Bulgaria,
2023).

Tourism plays a pivotal role in Bulgaria's economy, contributing significantly to GDP, employment,
and foreign exchange earnings. This analysis explores the development of tourism destinations in
Bulgaria, assesses their potential, and examines the regulatory framework and business needs
necessary for sustainable growth. Understanding these factors can help formulate effective policies
to enhance the competitiveness and attractiveness of Bulgarian tourism destinations.

The Bulgarian tourism sector has seen substantial growth, with tourism contributing over 10% to the
national GDP. The country's diverse landscapes, cultural heritage, and strategic location offer
significant opportunities for tourism development.

Tourism is a major economic driver in Bulgaria, generating revenue and employment. In 2018, the
sector accounted for a significant portion of Bulgaria's GDP, highlighting its importance to the
national economy (Gorbunova, 2018). The industry supports a wide range of businesses, from
hospitality and transportation to retail and entertainment, creating a multiplier effect across the
economy.

Bulgaria attracts millions of tourists annually, with the majority coming from the European Union.
The country’s appeal lies in its coastal resorts, mountain retreats, and historical sites. Tourist zoning,
approved in 2015, aims to promote qualitative marketing of Bulgaria's tourism potential in foreign
markets (Gorbunova, 2018).

The regulatory framework for tourism in Bulgaria includes policies and regulations designed to
ensure the quality and competitiveness of tourism services. These regulations are crucial for
maintaining high standards and protecting consumer interests.

The categorization of accommodation establishments ensures that facilities meet specific standards,
enhancing the quality of services provided to tourists (llieva, 2019). Voluntary certification and
quality management systems further support the maintenance of high standards in the tourism sector.
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Bulgaria's regulatory framework aligns with EU directives, ensuring that the country meets
international standards for tourism services. This alignment helps attract tourists from the EU, who
expect high-quality services and facilities.

The development of tourism destinations in Bulgaria focuses on leveraging the country's natural and
cultural assets to create attractive and sustainable tourism products. Bulgaria’s Black Sea coast and
mountain resorts are the primary attractions for tourists. Coastal tourism is particularly popular in
the summer, while mountain resorts attract visitors in the winter for skiing and other winter sports
(Kadieva, 2016).

Health tourism is a growing sector in Bulgaria, leveraging the country’s numerous mineral springs
and spa facilities. Developing health tourism can provide year-round tourism opportunities and
contribute to economic growth (laneva et al., 2023).

Bulgaria’s rich cultural heritage, including ancient ruins, historical landmarks, and traditional
festivals, offers significant potential for cultural tourism. Promoting these attractions can help
diversify the tourism product and attract a broader range of visitors.

Bulgaria has substantial potential for growth in various specialized forms of tourism. By addressing
specific market needs and leveraging unique assets, Bulgaria can enhance its competitiveness in the
global tourism market.

Bulgaria boasts an impressive array of over 5,200 mineral springs, making it second in the world in
terms of mineral water resources. This natural wealth presents a significant opportunity for the
development and promotion of health tourism, which can drive economic growth, enhance the
competitiveness of the tourism sector, and offer sustainable development for new destinations.

The development and promotion of health tourism based on Bulgaria's extensive mineral springs can
substantially contribute to the tourism sector. Health tourism encompasses medical spas, wellness
centers, and rehabilitation facilities that utilize mineral waters for therapeutic purposes.

Health tourism can significantly boost Bulgaria's economy by attracting both domestic and
international tourists. According to a study, Bulgaria has the potential to develop health tourism
destinations beyond the well-known ones, leveraging its mineral springs to create year-round tourist
services. This can lead to an overall development of the sector and contribute to GDP growth (laneva
et al., 2023).

Developing health tourism requires a strategic approach that includes infrastructure investment,
human resource development, and effective marketing strategies. An integrated destination
management model is essential for creating attractive and competitive health tourism products. This
approach aligns with global trends and can position Bulgaria as a leading destination for health and
wellness tourism (Staneva, 2019).

The successful implementation of health tourism can be seen in regions like the Stara Zagora area,
which has certified SPA and Balneotherapy centers utilizing local mineral waters. These centers
offer comprehensive health promotion programs that enhance the region's attractiveness as a health
tourism destination (Popova-Dobreva, 2023).
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Creating new health tourism destinations involves leveraging local resources and promoting regional
development. The combination of mineral springs with other natural and cultural assets can create
unique and appealing tourist products.

Regions with mineral springs, such as the Rhodope Mountains and the Varvara area, have the
potential to become prime health tourism destinations. These areas offer not only mineral water
therapies but also scenic landscapes and cultural heritage sites that can be integrated into the

Health tourism promotes sustainable growth by encouraging the year-round use of tourism resources,
reducing seasonal fluctuations in tourist arrivals. The sustainable use of mineral waters and the
development of eco-friendly tourism infrastructure are crucial for long-term success (Sadovski,
2023).

To stimulate the development of new health tourism destinations, Bulgaria needs to implement
special policies that support investment in infrastructure, marketing, and human resource training.
Policies should focus on:

Incentives for Investment: Providing financial incentives and grants for developing health tourism
facilities.

Marketing Strategies: Promoting Bulgaria's health tourism potential through targeted marketing
campaigns and international partnerships.

Quality Standards: Establishing high standards for health tourism services to ensure a competitive
edge in the global market.

Sustainability Practices: Encouraging the adoption of sustainable practices to protect natural
resources and promote eco-friendly tourism.

The development and promotion of health tourism based on Bulgaria's extensive mineral springs
hold significant potential for economic growth and sustainable development. Strategic investment in
infrastructure, effective marketing, and the implementation of supportive policies can transform
Bulgaria into a leading destination for health and wellness tourism. Leveraging this potential requires
a coordinated effort to develop new destinations, enhance service quality, and ensure the sustainable
use of natural resources.

Targeting the senior demographic (60+ age group) can expand Bulgaria’s tourism market.
Understanding the preferences and needs of this group can help develop tailored tourism products to
attract more senior tourists (Aleksandrova & Neykova, 2018).

Developing congress tourism involves creating specialized facilities and services for business
travelers. This sector has significant potential to generate revenue and attract international events to
Bulgaria (Kostadinova & Mancheva-Ali, 2023).

Innovation is critical for maintaining competitiveness in the tourism sector. Adopting digital
technologies can enhance marketing, improve service delivery, and create new tourism products.
Digital transformation is essential for meeting the changing expectations of modern travelers
(Boycheva, 2017).

44
Department “Economics of Tourism”, University of National and World Economy
Online library https://tourism-unwe.com/



https://departments.unwe.bg/tourism
https://www.unwe.bg/bg/
https://tourism-unwe.com/

Journal of Tourism, Policy and Business (JTPB)

Volume 1, August 2024, Issue 1, ISSN 3033-0971

The development of tourism destinations in Bulgaria holds significant potential for economic growth
and sustainable development. By enhancing the regulatory framework, addressing business needs,
and leveraging unique assets, Bulgaria can strengthen its position in the global tourism market.
Continuous innovation and strategic planning are essential for maximizing the potential of Bulgarian
tourism and ensuring its long-term success.

In summary, Bulgaria's destination development strategy focuses on leveraging its rich natural and
cultural resources, investing in critical infrastructure, addressing seasonality challenges, and
promoting sustainable tourism practices. These efforts aim to enhance the overall tourism
experience, attract a diverse range of visitors, and ensure the long-term sustainability and growth of
the sector.

3. Levels of destination management
National level management

At the national level, Bulgaria's tourism management involves setting strategic priorities, developing
policies, and allocating resources to maximize the sector's potential. The Ministry of Tourism is the
primary authority responsible for formulating and implementing national tourism policies, ensuring
compliance with international standards, and promoting Bulgaria as a tourist destination globally
(Ministry of Tourism of the Republic of Bulgaria, 2023).

o Strategic Priorities: The national tourism strategy focuses on sustainable development,
diversification of tourist offerings, and enhancing the competitiveness of Bulgarian tourism.
Key areas include cultural and historical tourism, eco-tourism, health and wellness tourism,
and adventure tourism. By identifying priority areas, the Ministry of Tourism aims to create
a balanced and resilient tourism sector that can withstand seasonal fluctuations and global
challenges (European Commission, 2022).

e Policy Development: The Ministry of Tourism collaborates with other government agencies,
industry stakeholders, and local communities to develop comprehensive policies that address
various aspects of tourism management. These policies cover areas such as infrastructure
development, environmental protection, quality standards, and marketing strategies. The goal
Is to create a cohesive framework that supports sustainable tourism growth while preserving
Bulgaria's cultural and natural heritage (World Bank, 2022).

Regional level management

At the regional level, tourism management involves tailoring strategies to the specific strengths and
attractions of different areas. Regional tourism boards and local authorities play a crucial role in
implementing national policies and adapting them to regional contexts.

o Regional Strategies: Each region in Bulgaria develops its own tourism strategy based on its
unique resources and attractions. For example, the Black Sea coast focuses on beach tourism,
while the mountainous regions of Rila and Pirin emphasize eco-tourism and adventure
activities. By leveraging local assets, regions can create distinct tourism products that appeal
to diverse market segments (National Statistical Institute of Bulgaria, 2023).

o Collaboration and Partnerships: Effective regional tourism management requires
collaboration between local authorities, businesses, and communities. Public-private
partnerships are essential for developing and promoting regional tourism initiatives. These
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partnerships facilitate investment in infrastructure, marketing, and service quality, ensuring
that regional tourism development aligns with national objectives (European Commission,
2022).

Local level management

Local level management is critical for the day-to-day operation and quality assurance of tourism
services. Local governments, community organizations, and businesses work together to enhance
the visitor experience and ensure sustainable practices at the ground level.

« Destination Management Organizations (DMOs): DMOs are key players in local tourism
management. They are responsible for coordinating tourism activities, marketing local
attractions, and providing support to tourism businesses. DMOs also play a vital role in
visitor information services, ensuring that tourists have access to accurate and helpful
information during their stay (Ministry of Tourism of the Republic of Bulgaria, 2023).

o« Community Involvement: Engaging local communities in tourism planning and
development is essential for creating authentic and sustainable tourist experiences.
Community-based tourism initiatives enable locals to participate directly in tourism
activities, such as guiding, hosting, and cultural performances. This involvement not only
enhances the tourist experience but also ensures that tourism benefits are distributed within
the community (World Bank, 2022).

Categorization and quality standards

The categorization of tourist sites and accommodation establishments is a critical component of
Bulgaria's destination management strategy. The star-rating system for hotels and restaurants,
ranging from 1 to 5 stars, ensures that tourists can make informed choices based on service quality
and amenities.

o Inspection and compliance: Regular inspections and audits by the Ministry of Tourism
ensure that establishments comply with categorization criteria. These inspections assess
various aspects, including room size, cleanliness, service quality, and available facilities.
Non-compliance can result in penalties or downgrading of ratings, incentivizing businesses
to maintain high standards (National Statistical Institute of Bulgaria, 2023).

o Customer feedback: Customer feedback mechanisms are integrated into the categorization
system to gather insights on tourist satisfaction. This feedback is used to identify areas for
improvement and to ensure that the categorization system remains responsive to tourists'
needs and expectations (European Tourism Association, 2022).

Rules for resource use and conservation

Sustainable use of natural and cultural resources is a cornerstone of Bulgaria's tourism management
strategy. Strict policies and control mechanisms are in place to monitor and regulate tourism
activities in environmentally sensitive areas. These rules ensure the protection of Bulgaria's rich
natural heritage while promoting sustainable tourism development.

Sustainable water management
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Efficient and sustainable use of mineral water resources is essential for the longevity of health
tourism.

« Monitoring and regulation: Regular monitoring of mineral springs to assess water quality
and quantity. Establishing regulatory frameworks to control the extraction and use of mineral
waters to prevent depletion. Environmental protection agencies work closely with tourism
authorities to monitor the impact of tourism activities on natural resources. Regulations limit
the number of visitors in protected areas, control construction activities, and enforce
environmental impact assessments for new projects (World Bank, 2022).

o Water-saving technologies: Implementing advanced water-saving technologies in spas and
wellness centers to minimize wastage. Recycling and reusing water where possible to reduce
overall consumption.

Environmental Impact Assessments (EIA)

Conducting comprehensive environmental impact assessments before developing new health
tourism projects helps identify potential environmental risks and formulate mitigation strategies.

o Baseline studies: Conducting baseline studies to understand the existing environmental
conditions, including water quality, biodiversity, and ecosystem health around mineral
springs.

o Mitigation measures: Developing and implementing measures to mitigate identified
environmental impacts, such as creating buffer zones, controlling pollution sources, and
rehabilitating disturbed areas.

Conservation of natural resources

Protecting natural resources that form the basis of health tourism, such as mineral springs, forests,
and landscapes, is crucial.

o Protected areas: Designating protected areas around mineral springs to prevent
overdevelopment and ensure natural habitats are preserved. These areas can also serve as
attractions for eco-tourism.

« Biodiversity conservation: Implementing conservation programs to protect the biodiversity
around health tourism sites, including protecting endemic species and restoring degraded
ecosystems.

Sustainable infrastructure development

Building sustainable infrastructure that minimizes environmental impact and supports long-term
conservation goals.

e Eco-friendly construction: Using eco-friendly construction materials and techniques to
reduce the carbon footprint of new developments. Designing buildings that blend with the
natural environment and use renewable energy sources.

o Green Certifications: Encouraging health tourism facilities to obtain green certifications,
such as LEED or BREEAM, which promote sustainable building practices and operational
efficiency.
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Community involvement and education

Engaging local communities in conservation efforts and educating them about the importance of
sustainable tourism practices. Involving local communities in decision-making processes related to
the development and management of health tourism sites. Providing opportunities for locals to
benefit economically from tourism through jobs and business opportunities. Implementing
environmental education programs to raise awareness about the importance of conserving natural
resources. Educating tourists on responsible behavior and the ecological significance of the sites they
visit.

Community involvement and education are crucial components in the sustainable development of
tourism destinations. Engaging local communities in the planning, development, and management
of tourism ensures that the benefits of tourism are widely shared and that the cultural and
environmental integrity of destinations is maintained. This section outlines the strategies for
community involvement and education in the development of tourism destinations and the
importance of involving communities in policymaking.

Participatory planning: engaging local communities in the planning stages of tourism development
ensures that their needs, aspirations, and concerns are addressed. This participatory approach fosters
a sense of ownership and responsibility among community members. Workshops and forums, as
well as stakeholder committees, are effective methods for facilitating community involvement
(Byrd, 2007; Reid, Mair, & George, 2004).

Local employment and entrepreneurship: Promoting local employment and entrepreneurship
opportunities in tourism ensures that the economic benefits of tourism development are retained
within the community. Training programs and support for local businesses can enhance the
community's capacity to participate in the tourism industry (Bianchi, 2003; Cole, 2006).

Cultural preservation: Involving local communities in tourism development helps preserve and
promote cultural heritage, traditions, and customs. Supporting cultural heritage projects and
establishing community museums and cultural centers are vital for maintaining the cultural integrity
of tourism destinations (Blackstock, 2005; Garrod, 2003).

Environmental stewardship: Engaging communities in environmental conservation initiatives
ensures the sustainable use of natural resources and the protection of ecosystems. Environmental
education and community conservation projects are essential components of sustainable tourism
development (Bramwell & Lane, 1993; Moscardo, 2008).

Tourism education: Providing education and training opportunities related to tourism helps build the
capacity of local communities to participate effectively in the tourism industry. School programs and
adult education are crucial for raising awareness and developing necessary skills (Dodds & Butler,
2010; Tosun, 2000).

Skills development: Developing the skills of local residents ensures that they can take advantage of
employment and business opportunities in the tourism sector. Vocational training and language
training are essential for enhancing the employability of community members (Cole, 2006; Tosun &
Timothy, 2003).
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Leadership and management training: Building leadership and management capacity within the
community helps ensure effective governance and sustainable tourism development. Leadership
programs and management training are necessary for preparing community members to take on
leadership roles (Bramwell & Lane, 1993; Reid, Mair, & George, 2004).

Inclusive policy development: Involving communities in the development of tourism policies
ensures that policies are responsive to local needs and conditions. Policy dialogues and consultation
sessions are effective methods for incorporating community input into policymaking (Tosun, 2000;
Blackstock, 2005).

Advocacy and representation: Ensuring that local communities have a voice in tourism policymaking
through advocacy and representation. Supporting the formation of community advocacy groups and
ensuring representation in tourism bodies are critical for effective community participation (Bianchi,
2003; Tosun & Timothy, 2003).

Monitoring and Evaluation: Involving communities in the monitoring and evaluation of tourism
projects and policies ensures accountability and continuous improvement. Community monitoring
committees and feedback mechanisms are essential for tracking the implementation and impact of
tourism initiatives (Byrd, 2007; Moscardo, 2008).

Community involvement and education are essential for the sustainable development of tourism
destinations. By engaging local communities in planning, development, and policymaking, and
providing education and capacity-building opportunities, Bulgaria can ensure that tourism benefits
are widely shared and that cultural and environmental resources are preserved. This inclusive
approach fosters a sense of ownership and responsibility among community members, contributing
to the long-term success and sustainability of tourism in Bulgaria.

Developing and enforcing policies and legislation that support sustainable resource use and
conservation in health tourism is crucial for Bulgaria's long-term tourism strategy. Establishing a
robust legislative framework that includes specific regulations for water use, waste management,
and environmental protection is essential to ensure that health tourism activities do not compromise
the country's natural resources. These regulations should be tailored to address the unique needs and
impacts of health tourism, focusing on the sustainable management of mineral springs and the
surrounding environments.

To encourage health tourism businesses to adopt sustainable practices, the government can offer
various incentives. These might include tax breaks, grants, or recognition programs for eco-friendly
operations. Such incentives can motivate businesses to invest in sustainable technologies and
practices, reducing their environmental footprint and enhancing their overall sustainability. For
example, businesses that implement water-saving technologies, recycle and reuse water, or employ
renewable energy sources could receive financial benefits or public recognition. These incentives
not only promote environmental stewardship but also enhance the competitiveness of Bulgarian
health tourism on the international stage.

In summary, a comprehensive legislative framework combined with effective incentives can foster
a culture of sustainability within Bulgaria's health tourism sector. By prioritizing the sustainable use
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and conservation of natural resources, Bulgaria can ensure the longevity and success of its health
tourism destinations, benefiting both the environment and the economy.

Promoting research and development is essential to advancing sustainable practices and innovative
solutions in health tourism in Bulgaria. Supporting scientific research on the sustainable use of
mineral springs and the development of new therapeutic applications is a key component.
Collaborating with universities and research institutions can provide valuable insights into the
environmental impacts of health tourism and help develop strategies to mitigate these effects. This
collaboration can lead to the discovery of novel therapeutic uses for mineral waters, enhancing the
appeal of Bulgaria's health tourism offerings.

Encouraging innovation in health tourism is equally important. Developing new products and
services that are both sustainable and attractive to tourists can set Bulgaria apart as a premier health
tourism destination. This includes exploring digital technologies for virtual tourism, which can
provide immersive experiences for potential visitors and promote the unique features of Bulgaria's
mineral springs. Additionally, advanced treatment options leveraging the latest medical and wellness
technologies can be integrated into health tourism services, offering cutting-edge solutions to health-
conscious tourists.

By prioritizing research and development, Bulgaria can ensure the continuous improvement and
diversification of its health tourism sector. This approach not only supports sustainable tourism
practices but also enhances the country's reputation as a leader in health and wellness tourism.
Investing in research and fostering innovation will drive the sector forward, ensuring it remains
competitive and sustainable in the long term.

The sustainable use and conservation of natural and cultural resources are integral to the successful
development of health tourism in Bulgaria. By implementing strict policies, engaging local
communities, and promoting research and innovation, Bulgaria can ensure the long-term viability of
its tourism industry while preserving its natural heritage. This balanced approach supports economic
growth, enhances the tourism experience, and safeguards the environment for future generations.

Developing and enforcing policies and legislation that support sustainable resource use and
conservation in health tourism is crucial for Bulgaria's long-term tourism strategy. Establishing a
robust legislative framework that includes specific regulations for water use, waste management,
and environmental protection is essential to ensure that health tourism activities do not compromise
the country's natural resources. These regulations should be tailored to address the unique needs and
impacts of health tourism, focusing on the sustainable management of mineral springs and the
surrounding environments.

To encourage health tourism businesses to adopt sustainable practices, the government can offer
various incentives. These might include tax breaks, grants, or recognition programs for eco-friendly
operations. Such incentives can motivate businesses to invest in sustainable technologies and
practices, reducing their environmental footprint and enhancing their overall sustainability. For
example, businesses that implement water-saving technologies, recycle and reuse water, or employ
renewable energy sources could receive financial benefits or public recognition. These incentives
not only promote environmental stewardship but also enhance the competitiveness of Bulgarian
health tourism on the international stage.
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Environmental protection agencies work closely with tourism authorities to monitor the impact of
tourism activities on natural resources. Regulations limit the number of visitors in protected areas,
control construction activities, and enforce environmental impact assessments for new projects
(World Bank, 2022). This close monitoring ensures that the environmental impact of tourism is
minimized, protecting the natural assets that make health tourism in Bulgaria attractive.

Educational campaigns also play a vital role in promoting sustainable tourism practices. These
campaigns aim to raise awareness among tourists and local businesses about the importance of
sustainability. By promoting responsible behavior, such as minimizing waste, conserving water and
energy, and respecting local wildlife and cultural sites, these campaigns help ensure that both visitors
and residents contribute to the conservation of natural resources (European Tourism Association,
2022).

In summary, a comprehensive legislative framework combined with effective incentives, strict
monitoring, and educational campaigns can foster a culture of sustainability within Bulgaria's health
tourism sector. By prioritizing the sustainable use and conservation of natural resources, Bulgaria
can ensure the longevity and success of its health tourism destinations, benefiting both the
environment and the economy.

Developing and enforcing policies and legislation that support sustainable resource use and
conservation in health tourism is crucial for Bulgaria's long-term tourism strategy. Establishing a
robust legislative framework that includes specific regulations for water use, waste management,
and environmental protection is essential to ensure that health tourism activities do not compromise
the country's natural resources. These regulations should be tailored to address the unique needs and
impacts of health tourism, focusing on the sustainable management of mineral springs and the
surrounding environments.

To encourage health tourism businesses to adopt sustainable practices, the government can offer
various incentives. These might include tax breaks, grants, or recognition programs for eco-friendly
operations. Such incentives can motivate businesses to invest in sustainable technologies and
practices, reducing their environmental footprint and enhancing their overall sustainability. For
example, businesses that implement water-saving technologies, recycle and reuse water, or employ
renewable energy sources could receive financial benefits or public recognition. These incentives
not only promote environmental stewardship but also enhance the competitiveness of Bulgarian
health tourism on the international stage.

Environmental protection agencies work closely with tourism authorities to monitor the impact of
tourism activities on natural resources. Regulations limit the number of visitors in protected areas,
control construction activities, and enforce environmental impact assessments for new projects
(World Bank, 2022). This close monitoring ensures that the environmental impact of tourism is
minimized, protecting the natural assets that make health tourism in Bulgaria attractive.

Educational campaigns also play a vital role in promoting sustainable tourism practices. These
campaigns aim to raise awareness among tourists and local businesses about the importance of
sustainability. By promoting responsible behavior, such as minimizing waste, conserving water and
energy, and respecting local wildlife and cultural sites, these campaigns help ensure that both visitors
and residents contribute to the conservation of natural resources (European Tourism Association,
2022).
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Bulgaria has implemented strict environmental standards to ensure that tourism development does
not compromise the country's ecological integrity. These standards cover various aspects, including
waste management, water conservation, and emission controls. Tourism establishments are required
to implement effective waste management systems, including recycling and safe disposal of
hazardous materials. Policies encourage the reduction of plastic use and promote the adoption of
reusable and biodegradable products (National Statistical Institute of Bulgaria, 2023). Water
conservation measures include the installation of water-efficient fixtures in hotels and the promotion
of water-saving practices among tourists. Establishments are also encouraged to use sustainable
water sources, such as rainwater harvesting, to reduce pressure on local water supplies (World Bank,
2022). To reduce the carbon footprint of tourism, policies promote the use of renewable energy
sources, energy-efficient appliances, and low-emission transportation options. Tax breaks and
subsidies are available to businesses that invest in green technologies and practices (European
Commission, 2022).

In summary, a comprehensive legislative framework combined with effective incentives, strict
monitoring, educational campaigns, and stringent environmental standards can foster a culture of
sustainability within Bulgaria's health tourism sector. By prioritizing the sustainable use and
conservation of natural resources, Bulgaria can ensure the longevity and success of its health tourism
destinations, benefiting both the environment and the economy. Bulgaria's multi-level destination
management approach, encompassing national, regional, and local levels, ensures a comprehensive
and coordinated effort towards sustainable tourism development. Through strategic planning,
regulatory enforcement, community involvement, and stringent environmental standards, Bulgaria
aims to create a resilient and thriving tourism sector that benefits both the economy and the
environment.

4. Tax Policy in Tourism

Bulgaria's tax policy plays a pivotal role in shaping the competitiveness and growth of its tourism
sector. The country offers a preferential value-added tax (VAT) rate for tourism services to stimulate
the industry. The current VAT rate for tourism-related services, including accommodation, is set at
9%, which is significantly lower than the standard VAT rate of 20% applied to other goods and
services. This reduced rate aims to make Bulgaria an attractive destination for tourists by lowering
the cost of travel and accommodation (European Commission, 2022).

Tax policy is a crucial aspect of the regulatory framework that impacts the development and
competitiveness of the tourism sector in Bulgaria. This analysis delves into the current state of tax
policy as it pertains to tourism, examines its impact on the sector's competitiveness, and discusses
the challenges and opportunities for fostering a more favorable environment for tourism businesses.

The Bulgarian tax system includes various taxes that affect the tourism sector, such as value-added
tax (VAT), corporate income tax, and property taxes. These taxes influence the cost structure of
tourism services and, consequently, their competitiveness in the international market.

VAT is a significant element of the tax structure impacting the tourism industry. High VAT rates
can burden tourism businesses, affecting their profitability and pricing strategies. In the context of
tourism, there is a clear logic in exempting tourism exports from VAT, as it earns foreign currency
and boosts the sector's competitiveness. This approach aligns with the practices in other export-
oriented industries (Tonev, 2005).
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Corporate income tax in Bulgaria has undergone several reforms, notably the introduction of a flat
tax system intended to simplify the tax regime and improve transparency. Despite these reforms, the
flat tax system has not fully achieved its intended benefits for tourism businesses. The tax structure
needs further refinement to better support the sector's growth (Kalchev, 2014).

Property taxes play a critical role in the fiscal decentralization process in Bulgaria. Effective property
taxation supports local governments in providing infrastructure and services essential for the tourism
sector. A well-structured property tax system can significantly contribute to the development and
maintenance of tourism facilities (Stoilova, 2008).

Tax policies significantly influence the competitiveness of tourism services by affecting costs and
investment decisions. Comparative studies reveal that Bulgaria’s tax regime may not be as favorable
for tourism as those in neighboring countries and EU member states. Countries with lower tax rates
or more efficient tax administration tend to attract more tourists and tourism investments (Jovanovié¢
& Bozilovi¢, 2017).

A comparative analysis of tax policies in neighboring countries and EU member states shows that
Bulgaria's tax regime may not be as favorable for tourism as those in other countries. Lower tax rates
and more efficient tax administration in other nations often result in higher competitiveness in the
tourism sector. For example, countries like Croatia and Hungary have implemented more tourism-

friendly tax policies, thereby attracting more tourists and investments (Jovanovi¢ & Bozilovié,
2017).

The overall tax burden, including social insurance contributions, is a critical factor for tourism
businesses. In Bulgaria, the tax structure emphasizes indirect taxes, which can be regressive and less
favorable for low-margin businesses like those in the tourism sector. A heavy reliance on indirect
taxes can disproportionately affect small and medium-sized enterprises (SMEs), making it difficult
for them to compete effectively (Nikolov, 2005).

Bulgaria has experimented with presumptive taxation methods, such as the patent tax for small
businesses. These methods aim to simplify tax compliance and reduce administrative burdens, which
can be beneficial for small tourism enterprises. However, presumptive taxes must be carefully
designed to balance simplicity with fairness. Overloading presumptive taxes with equity objectives
can diminish their efficiency and effectiveness (Pashev, 2006).

The current tax policy framework in Bulgaria presents both challenges and opportunities for the
tourism sector. Addressing these challenges can help create a more supportive environment for
tourism development.

High VAT rates and complex tax regulations can deter investment and increase operating costs for
tourism businesses. The emphasis on indirect taxes can disproportionately affect SMEs in the
tourism sector. Inconsistent application of tax policies can lead to uncertainty and hinder long-term
planning and investment. The high and unfair taxation in tourism is a cause of serious concern,
creating disadvantages for businesses and making it challenging to compete on an equal footing with
non-EU destinations (Tonev, 2005).

Reforming VAT policies to exempt tourism exports can enhance Bulgaria’s attractiveness as a tourist
destination. Simplifying tax compliance procedures and reducing the tax burden on small businesses
can stimulate growth and innovation in the tourism sector. Leveraging property taxes to improve
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local infrastructure and services can support sustainable tourism development. By enhancing the tax
policy framework, Bulgaria can create a more favorable environment for tourism businesses and
attract more investments.

Tax policy plays a critical role in shaping the tourism landscape in Bulgaria. By addressing the
challenges posed by high tax rates and complex regulations, Bulgaria can enhance the
competitiveness of its tourism sector. Strategic reforms aimed at simplifying tax compliance,
reducing the overall tax burden, and leveraging tax revenues for infrastructure development can
foster a more favorable environment for tourism businesses and contribute to sustainable economic
growth. Effective tax policies are essential for maintaining a competitive edge in the global tourism
market and ensuring long-term success for Bulgaria’s tourism industry.

VAT reduction impact: The reduced VAT rate helps to enhance the price competitiveness
of Bulgarian tourism services in the international market. It attracts a larger number of
tourists, particularly from price-sensitive markets, and supports the growth of domestic
tourism. Additionally, this tax incentive encourages tourism businesses to invest in
improving their facilities and services, thus raising the overall quality and appeal of
Bulgaria's tourism offerings (European Commission, 2022).

Tourist fees: Some municipalities in Bulgaria have introduced tourist fees to fund
infrastructure and services that benefit visitors. These fees are typically modest and vary
depending on the type and location of accommodation. The revenue generated from tourist
fees is reinvested in local tourism infrastructure, maintenance of cultural and natural sites,
and the enhancement of public services, ensuring a high-quality experience for tourists
(Ministry of Tourism of the Republic of Bulgaria, 2023).

Investment incentives

Bulgaria offers various investment incentives to attract both domestic and foreign investments in the
tourism sector. These incentives aim to stimulate the development of new tourism projects, enhance
existing facilities, and promote innovation and sustainability within the industry.

Corporate tax exemptions: New investments in tourism can benefit from corporate tax
exemptions, which provide significant financial relief during the initial years of operation.
This policy is designed to reduce the financial burden on new projects and encourage more
entrepreneurs to invest in the tourism sector (Ministry of Tourism of the Republic of
Bulgaria, 2023).

European funds: Bulgaria leverages European Structural and Investment Funds to support
tourism infrastructure projects. Specific grant programs target the development of tourism-
related infrastructure, such as roads, airports, and public transport, as well as initiatives
focused on innovation and sustainability. In 2022, Bulgaria received over 500 million euros
from European funds for tourism projects, which have been instrumental in modernizing
facilities, increasing capacity, and enhancing tourist experiences (European Commission,
2022).

Tax policy context in the European Union

54
Department “Economics of Tourism”, University of National and World Economy

Online library https://tourism-unwe.com/



https://departments.unwe.bg/tourism
https://www.unwe.bg/bg/
https://tourism-unwe.com/

Journal of Tourism, Policy and Business (JTPB)

Volume 1, August 2024, Issue 1, ISSN 3033-0971

In the European Union, taxation in the tourism sector encompasses a wide range of taxes, fees, and
charges that affect different aspects of the industry. This includes general taxes such as corporate
income tax (CIT) and personal income tax (PIT), as well as tourism-specific taxes like VAT on
tourism goods and services, accommodation taxes, and other specific levies aimed at the tourism
sector.

o CIT rates: CIT rates in the EU vary significantly, ranging from as low as 9% in Hungary to
as high as 35.53% in Belgium, with an average rate around 21%. Eastern European countries
generally have lower CIT rates, between 9% and 21%, while rates tend to be higher in
Southern and Western Europe. The applied rate can depend on factors such as income
thresholds, types of income, company size, business duration, and location (European
Commission, 2022).

o VAT on tourism: VAT is a major indirect tax relevant to the tourism industry and is largely
harmonized across the EU. VAT rates on tourism goods and services can be reduced in many
EU countries, affecting the cost of hotel accommodation, cultural services, and more.
Luxembourg, for example, applies the lowest VAT rate of 17%, while Hungary has the
highest at 27%. Various exemptions and zero rates can apply, particularly for international
travel and some domestic transportation services (European Commission, 2022).

Examples of Tax Rates in European Countries

Understanding the tax rates in different European countries provides valuable context for evaluating
the competitiveness and attractiveness of Bulgaria's tax regime, especially in the tourism sector.
Italy

In Italy, annual income tax rates range from 23% for incomes up to €15,000 to 43% for incomes
over €75,000. This progressive tax system ensures that higher income earners contribute more
significantly to public revenues.

Netherlands

The Netherlands has a tiered income tax system for 2023, with rates varying from 36.93% for
incomes up to €73,031 to 49.50% for incomes above this amount. The relatively high upper rate
reflects the country's extensive social welfare programs.

Portugal

In Portugal, income tax rates range from 14.5% for incomes up to €7,091 to 48% for incomes over
€80,640. This progressive tax structure is designed to distribute the tax burden fairly across different
income levels (European Commission, 2022).

Germany

Germany's income tax rates are also progressive, ranging from 0% for incomes up to €9,744 to 45%
for incomes over €274,612. This system aims to balance fiscal responsibility with social equity.
France

France applies a progressive tax system with rates from 0% for incomes up to €10,777 to 45% for
incomes over €160,336. The French system includes various deductions and credits to support
families and lower-income households.

Spain

In Spain, income tax rates range from 19% for incomes up to €12,450 to 45% for incomes over
€60,000. Spain also has regional income taxes, which can affect the total tax burden.

Bulgaria

Bulgaria has a flat income tax rate of 10%, one of the lowest in the European Union. This flat tax
system is designed to simplify the tax code and attract foreign investment by providing a predictable
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tax environment. However, this lower tax rate means that Bulgaria relies more on indirect taxes,
such as VAT, to fund public services.

The varying tax rates across European countries reflect different approaches to fiscal policy and
social welfare. While countries like Italy, the Netherlands, Portugal, Germany, France, and Spain
use progressive tax systems to ensure equity and fund extensive social programs, Bulgaria's flat tax
rate of 10% offers simplicity and aims to attract investment. This comparative perspective highlights
the diversity in tax policies and their implications for economic competitiveness and social equity
within the European Union.

Accommodation Taxes

Accommodation taxes, charged for short-term stays in lodging establishments, vary widely across
the EU in both rate and application method. These taxes are typically imposed at the local or
municipal level and can range significantly, from about €0.10 per night in Bulgaria to €7.50 per night
in Belgium. Specifics of these taxes, including exemptions and rate variations depending on the type
of accommodation or location, are determined locally (Ministry of Tourism of the Republic of
Bulgaria, 2023).

Public-private partnerships (PPPs)

Public-private partnerships are a cornerstone of Bulgaria's strategy to finance and develop key
tourism infrastructure projects. These partnerships combine the strengths and resources of both the
public and private sectors to achieve mutual benefits.

e Models of PPPs: Common models of PPPs in Bulgaria include Build-Operate-Transfer
(BOT) agreements, joint ventures, and lease agreements. These models facilitate risk-sharing
and ensure that both parties have a vested interest in the success of the project. For instance,
the development of Sofia and Varna airports through PPPs has led to increased capacity,
improved services, and significant economic benefits (World Bank, 2022).

o Benefits of PPPs: PPPs enable the government to leverage private sector expertise,
efficiency, and investment capital to accelerate the development of tourism infrastructure.
This collaborative approach helps to ensure that projects are completed on time and within
budget, while also providing high-quality services to tourists. Additionally, PPPs can drive
innovation and improve the overall competitiveness of the tourism sector (World Bank,
2022).

Transparency and accountability

Ensuring transparency and accountability in the use of tax revenues and investment funds is crucial
for the sustainable development of the tourism sector. The Bulgarian government has implemented
several measures to enhance transparency and build trust among stakeholders.

e Public Reporting: Municipalities and government agencies are required to publicly report
on the collection and use of tourist fees and investment funds. This practice ensures that funds
are used effectively and for their intended purposes, such as improving infrastructure,
maintaining tourist sites, and supporting local communities (European Commission, 2022).

e Audit and Oversight: Regular audits and oversight mechanisms are in place to monitor the
financial management of tourism projects. These audits help to identify any mismanagement
or inefficiencies and ensure that corrective actions are taken promptly. By maintaining high
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standards of financial integrity, the government can attract more investments and foster a
positive business environment (Ministry of Tourism of the Republic of Bulgaria, 2023).

Support for small and medium-sized enterprises (SMES)

Supporting SMEs in the tourism sector is a key aspect of Bulgaria's tax policy. SMEs are crucial for
the growth and diversification of the tourism industry, providing unique and personalized services
that enhance the tourist experience.

« Financial Support Programs: The government, in collaboration with the European Union,
offers financial support programs specifically designed for SMEs. These programs provide
grants, low-interest loans, and other financial incentives to help SMEs expand their
operations, invest in new technologies, and adopt sustainable practices (European
Commission, 2022).

o Tax Reliefs and Incentives: SMEs in tourism benefit from various tax reliefs and incentives,
including reduced corporate tax rates and exemptions on certain types of income. These
measures help to reduce the financial burden on small businesses and enable them to reinvest
in their operations, thereby improving their competitiveness and sustainability (Ministry of
Tourism of the Republic of Bulgaria, 2023).

Balancing taxation and competitiveness

The complexity and diversity of tax regulations in the EU mean that taxation can significantly impact
the competitiveness and profitability of tourism businesses. Effective, fair, and efficient tax systems
are essential, and it is crucial to strike a careful balance to ensure that taxes do not overly burden the
sector or deter tourism. Higher tourism taxes or the introduction of new levies can affect
competitiveness, making it important to design tax policies that support growth and sustainability
(European Commission, 2022).

In summary, Bulgaria's tax policy in tourism is designed to foster a competitive and sustainable
industry. Through reduced VAT rates, investment incentives, public-private partnerships, and
support for SMEs, the government aims to attract more tourists, encourage investments, and ensure
the long-term growth of the tourism sector. Transparency and accountability measures further
strengthen the effectiveness of these policies, building trust among stakeholders and promoting
responsible tourism development.

5. Return on infrastructure investments
Public-private partnerships (PPPs)

Public-private partnerships (PPPs) are instrumental in financing and developing critical tourism
infrastructure projects in Bulgaria. These partnerships combine the strengths and resources of both
the public and private sectors, facilitating the development of high-quality infrastructure that meets
the needs of tourists and supports the growth of the tourism industry.

e Success stories: Notable PPP projects include the development and expansion of Sofia and
Varna airports. These projects have led to increased capacity, improved facilities, and
enhanced service quality, resulting in a significant rise in tourist arrivals and economic
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benefits for the regions (World Bank, 2022). The success of these projects demonstrates the
effectiveness of PPPs in delivering large-scale infrastructure improvements.

o Risk sharing: PPPs involve shared risks and rewards between the public and private sectors.
This model ensures that both parties have a vested interest in the successful completion and
operation of the project. By distributing risks, such as financial uncertainties and project
delays, PPPs create a more stable and attractive investment environment (World Bank, 2022).

e Innovation and efficiency: Private sector involvement in PPPs brings innovation and
efficiency to infrastructure projects. Private companies often introduce advanced
technologies, streamlined processes, and effective management practices that enhance
project outcomes. This leads to the development of state-of-the-art facilities that can compete
with international standards (European Commission, 2022).

European funds and programs

European Structural and Investment Funds play a crucial role in supporting tourism infrastructure
projects in Bulgaria. These funds provide significant financial resources for the development and
modernization of infrastructure, aiming to boost regional growth and enhance the country's
attractiveness as a tourist destination.

« Regional development: European funds are targeted towards regions with high tourism
potential and development needs. In 2022, Bulgaria received over 500 million euros from
European funds for tourism projects. These investments have been pivotal in improving
transportation networks, upgrading accommodation facilities, and developing cultural and
recreational sites (European Commission, 2022).

e Grant programs: Specific grant programs focus on sustainable tourism development,
innovation, and infrastructure improvements. These programs support projects that enhance
the tourist experience, promote environmental sustainability, and create new job
opportunities. By fostering regional development, these funds help to reduce economic
disparities and promote inclusive growth (Ministry of Tourism of the Republic of Bulgaria,
2023).

Economic impact

The return on infrastructure investments in tourism is measured not only in terms of direct financial
returns but also in broader economic benefits. These include job creation, increased tourist spending,
and regional development.

« Job creation: Infrastructure investments generate employment opportunities during both the
construction and operational phases of tourism projects. This includes jobs in construction,
hospitality, transportation, and various service sectors. By creating a significant number of
jobs, these investments contribute to reducing unemployment and improving living standards
(National Statistical Institute of Bulgaria, 2023).

o Tourist spending: Improved infrastructure enhances the overall tourist experience, leading
to increased tourist spending. Visitors are more likely to spend on accommodation, dining,
entertainment, and local products when they have access to high-quality facilities and
services. This increased spending boosts local economies and supports small and medium-
sized enterprises (SMES) in the tourism sector (World Travel & Tourism Council, 2021).

« Regional development: Infrastructure projects promote regional development by improving
connectivity and accessibility. This is particularly important for rural and remote areas, where
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enhanced infrastructure can attract tourists and stimulate economic activities. By promoting
balanced regional development, infrastructure investments help to reduce disparities and
support sustainable growth (European Commission, 2022).

Investments in tourism infrastructure also yield significant social and environmental benefits,
contributing to the overall sustainability and resilience of the tourism sector. Infrastructure
improvements enhance the quality of life for local communities by providing better transportation,
public services, and recreational facilities. Projects such as the development of parks, cultural
centers, and public transport systems benefit both tourists and residents, fostering community well-
being and social cohesion (World Bank, 2022). These infrastructure projects make everyday life
more convenient and enjoyable for local residents while enhancing the tourist experience.

Moreover, infrastructure investments increasingly incorporate sustainable practices and
technologies. This includes the use of renewable energy sources, energy-efficient buildings, and
waste management systems. By promoting environmental sustainability, these investments help to
preserve natural resources and reduce the ecological footprint of tourism activities (European
Tourism Association, 2022). Sustainable practices ensure that tourism development does not
degrade the environment, supporting long-term ecological balance.

Additionally, investments in cultural infrastructure, such as museums, heritage sites, and cultural
festivals, support the preservation and promotion of Bulgaria's rich cultural heritage. These
projects not only attract tourists but also educate and engage local communities, ensuring that
cultural traditions and histories are maintained for future generations (Ministry of Tourism of the
Republic of Bulgaria, 2023). By celebrating and preserving cultural heritage, these initiatives foster
a sense of identity and pride among local residents and provide authentic cultural experiences for
visitors.

Challenges and Future Directions

While the return on infrastructure investments in tourism is generally positive, several challenges
need to be addressed to maximize their impact. Ensuring sustainable and inclusive growth in
Bulgaria's tourism sector requires a comprehensive approach to tackling these challenges.

Securing adequate funding and financing for large-scale infrastructure projects can be challenging.
Traditional funding sources may not be sufficient to meet the needs of ambitious tourism
development plans. Innovative financing mechanisms, such as blended finance and green bonds, can
help attract more investment and ensure the sustainability of funding sources. Blended finance
combines public and private investment to mitigate risks and leverage additional capital, while green
bonds specifically raise funds for environmentally friendly projects (World Bank, 2022).

Effective coordination and planning between different levels of government, private sector
stakeholders, and local communities are essential for successful project implementation. Integrated
planning approaches that consider long-term sustainability and community needs can enhance
project outcomes and ensure that benefits are widely distributed. This includes engaging local
communities in the planning process to align projects with their needs and expectations, thereby
fostering community support and ownership (European Commission, 2022).

Continuous monitoring and evaluation of infrastructure projects are crucial for assessing their impact
and identifying areas for improvement. This process involves tracking economic, social, and
environmental indicators to ensure that projects deliver the intended benefits and contribute to
sustainable tourism development. Effective monitoring allows for timely adjustments and
improvements, ensuring that projects remain on track and achieve their goals. The Ministry of
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Tourism of the Republic of Bulgaria emphasizes the importance of a robust monitoring and
evaluation framework to guide infrastructure investments and policy decisions (Ministry of Tourism
of the Republic of Bulgaria, 2023).

In summary, while infrastructure investments in tourism provide significant benefits, addressing
funding and financing challenges, enhancing coordination and planning, and implementing robust
monitoring and evaluation mechanisms are critical to maximizing their impact. By focusing on these
areas, Bulgaria can ensure that its tourism infrastructure supports sustainable and inclusive growth,
benefiting both the economy and local communities.

The model will include key elements such as policy and legislation, infrastructure investment,
community involvement, environmental standards, and challenges and future directions.

Environmental Protection
National Funds

Access to Funding
Biodiversity Act

Compliance Staff Training Programs

Objectives f
Environmental Protection inancing

European Programs Training and Education
COVID-19 Amendments Tourism Law Online Platforms

Business Needs
Regulatory Frameworks Marketing and Promotion
VAT Rates Ixaton Infrastructure International Exhibitions
Tax Policy in Tourism Road Networks
Investment Incentives Digital Marketing

Tax Reliefs Airports

Destination Management
Categorization

Return on Infrastructure

Resource Use and
Conservation Policies

Eco-Certification Europ:an funcsand Public-Private
Standards Yegtos Partnerships

Fig. 1. Model for the elements that need to be involved for tourism policy and business analysis
and development in Bulgaria, created by the author

The model for for tourism policy and business analysis and development in Bulgaria integrates
various critical components to ensure the sector's growth while maintaining ecological and social
balance. This framework aligns policy and legislation with infrastructure investments, community
involvement, environmental standards, and future challenges and directions.

At the heart of the model is "Tourism Policy and Business,” representing the primary goal of
harmonizing economic growth in tourism with environmental sustainability and social equity.
Policy and legislation form the foundation of sustainable tourism development, connecting to all
other components. The legislative framework includes regulations for water use, waste management,
and environmental protection. Incentives for sustainability, such as tax breaks, grants, and
recognition programs for eco-friendly operations, are crucial for encouraging best practices in the
tourism sector.

Infrastructure investments are essential for enhancing the tourism sector and can be divided into
three key areas: community benefits, sustainable practices, and cultural preservation.

Community benefits include infrastructure improvements that enhance the quality of life for local
communities by providing better transportation, public services, and recreational facilities. Projects
such as parks, cultural centers, and public transport systems benefit both tourists and residents,
fostering community well-being and social cohesion (World Bank, 2022).

Sustainable practices involve incorporating renewable energy sources, energy-efficient buildings,
and effective waste management systems into infrastructure projects. These measures help preserve

60
Department “Economics of Tourism”, University of National and World Economy
Online library https://tourism-unwe.com/



https://departments.unwe.bg/tourism
https://www.unwe.bg/bg/
https://tourism-unwe.com/

Journal of Tourism, Policy and Business (JTPB)

Volume 1, August 2024, Issue 1, ISSN 3033-0971

natural resources and reduce the ecological footprint of tourism activities (European Tourism
Association, 2022).

Cultural preservation involves investing in cultural infrastructure, such as museums, heritage sites,
and cultural festivals. These projects attract tourists and engage local communities, ensuring that
cultural traditions and histories are maintained for future generations (Ministry of Tourism of the
Republic of Bulgaria, 2023).

Community involvement and education are critical for ensuring that tourism development is
sustainable and inclusive. This involves four main areas: participatory planning, local employment
and entrepreneurship, cultural preservation, and environmental stewardship.

Participatory planning engages local communities in the planning stages of tourism development,
ensuring their needs and concerns are addressed, fostering a sense of ownership and responsibility.
Promoting local employment and entrepreneurship ensures that the economic benefits of tourism
development are retained within the community.

Involving local communities in maintaining cultural heritage helps preserve and promote local
traditions and customs.

Educating and involving communities in conservation efforts ensures the sustainable use of natural
resources and the protection of ecosystems.

Environmental standards are crucial for ensuring that tourism development does not compromise
Bulgaria's ecological integrity. These standards cover waste management, water conservation, and
emission controls.

Waste management involves implementing effective systems for recycling and safe disposal of
hazardous materials. Policies encourage reducing plastic use and adopting reusable and
biodegradable products (National Statistical Institute of Bulgaria, 2023).

Water conservation measures include installing water-efficient fixtures in hotels and promoting
water-saving practices among tourists. Establishments are also encouraged to use sustainable water
sources, such as rainwater harvesting, to reduce pressure on local water supplies (World Bank, 2022).
To reduce the carbon footprint of tourism, policies promote using renewable energy sources, energy-
efficient appliances, and low-emission transportation options. Tax breaks and subsidies are available
to businesses that invest in green technologies and practices (European Commission, 2022).
Several challenges need to be addressed to maximize the impact of tourism infrastructure
investments. These challenges include funding and financing, coordination and planning, and
monitoring and evaluation.

Securing adequate funding and financing for large-scale infrastructure projects can be challenging.
Innovative financing mechanisms, such as blended finance and green bonds, can help attract more
investment and ensure the sustainability of funding sources (World Bank, 2022).

Effective coordination and planning between different levels of government, private sector
stakeholders, and local communities are essential for successful project implementation. Integrated
planning approaches that consider long-term sustainability and community needs can enhance
project outcomes and ensure that benefits are widely distributed (European Commission, 2022).
Continuous monitoring and evaluation of infrastructure projects are crucial for assessing their impact
and identifying areas for improvement. This includes tracking economic, social, and environmental
indicators to ensure that projects deliver the intended benefits and contribute to sustainable tourism
development (Ministry of Tourism of the Republic of Bulgaria, 2023).

A comprehensive legislative framework combined with effective incentives, strict monitoring,
educational campaigns, and stringent environmental standards can foster a culture of sustainability
within Bulgaria's health tourism sector. By prioritizing the sustainable use and conservation of
natural resources, Bulgaria can ensure the longevity and success of its health tourism destinations,
benefiting both the environment and the economy. Bulgaria's multi-level destination management
approach, encompassing national, regional, and local levels, ensures a comprehensive and
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coordinated effort towards sustainable tourism development. Through strategic planning, regulatory
enforcement, community involvement, and stringent environmental standards, Bulgaria aims to
create a resilient and thriving tourism sector that benefits both the economy and the environment.

In conclusion, infrastructure investments in Bulgaria's tourism sector generate substantial economic,
social, and environmental returns. By leveraging public-private partnerships, European funds, and
innovative financing mechanisms, Bulgaria can continue to enhance its tourism infrastructure, attract
more visitors, and promote sustainable and inclusive growth. Effective planning, coordination, and
monitoring are key to maximizing the benefits of these investments and ensuring the long-term
resilience and competitiveness of the tourism industry.

Bulgaria's tourism policy is characterized by a strong regulatory framework, significant investments
in infrastructure, and a focus on sustainable practices. Compared to other European countries,
Bulgaria offers several competitive advantages. For instance, the country has a lower VAT rate for
tourism services at 9%, compared to the standard rate of 20% seen in many other European nations,
which enhances its price competitiveness in the international market (European Commission, 2022).
Additionally, Bulgaria implements strict environmental standards and eco-certification programs
similar to those found in Western Europe, reflecting its commitment to sustainable tourism (World
Bank, 2022). The country also provides robust financial support and incentives for tourism SMEs,
aligning with policies in countries like Spain and lItaly, further fostering sectoral growth and
innovation (European Commission, 2022). Substantial investments in infrastructure, supported by
European programs, ensure that Bulgaria's tourism facilities and services meet high standards,
comparable to other EU countries (European Commission, 2022).

The future prospects for sustainable tourism in Bulgaria are promising, driven by several key factors.
Ongoing investments in infrastructure, particularly in transport and eco-friendly facilities, are
expected to significantly improve accessibility and sustainability (European Commission, 2022).
Continuous updates to the regulatory framework, such as amendments to the Tourism Act, ensure
that the sector maintains high standards and adapts effectively to new challenges (Ministry of
Tourism of the Republic of Bulgaria, 2023). The increasing adoption of eco-certification and
sustainable practices among tourism businesses is likely to attract more eco-conscious tourists,
contributing to the sector's growth (European Tourism Association, 2022). Additionally, the
development of diverse tourist products, such as spa and wellness tourism, wine tourism, and cultural
festivals, aims to mitigate the effects of seasonality and promote year-round tourism (Ministry of
Tourism of the Republic of Bulgaria, 2023). Enhanced international marketing efforts and
participation in global tourism fairs will further improve Bulgaria's visibility as a sustainable tourist
destination, attracting a broader range of visitors (European Commission, 2022).

Several factors influence tourism development in Bulgaria. The country's regulatory frameworks,
including the Tourism Act and environmental protection laws, provide a structured and sustainable
approach to tourism development (Ministry of Tourism of the Republic of Bulgaria, 2023).
Significant investments in airport and road infrastructure have improved connectivity and
accessibility to tourist destinations, making it easier for tourists to travel within the country
(European Commission, 2022). Financial support and incentives for small and medium-sized
enterprises in tourism drive innovation and enhance service quality, ensuring that businesses remain
competitive and responsive to market demands (European Commission, 2022). Effective marketing
strategies and participation in international tourism fairs play a crucial role in enhancing Bulgaria's
global visibility and attracting a diverse range of tourists (Ministry of Tourism of the Republic of
Bulgaria, 2023). Moreover, the adoption of sustainable tourism practices and eco-certification
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standards promotes environmental conservation, which is increasingly important for attracting eco-
conscious tourists and ensuring the long-term viability of the tourism sector (European Tourism
Association, 2022).

In summary, Bulgaria's tourism policy and infrastructure investments have created a strong
foundation for sustainable tourism development. By maintaining competitive tax rates, supporting
SMEs, and focusing on environmental protection and sustainable practices, Bulgaria is well-
positioned to enhance its tourism sector and achieve long-term growth and sustainability.

The Bulgarian tourism sector holds significant potential for growth and development, underpinned
by robust regulatory frameworks, strategic investments, and a commitment to sustainable practices.
The comprehensive analysis presented in this article underscores the critical role of the Tourism Act
and environmental protection laws in shaping a structured and sustainable tourism environment.
Modernizing infrastructure, enhancing accessibility, and promoting diverse tourism products are
essential for overcoming challenges such as seasonality and attracting a broader range of visitors.
The integration of eco-certification and sustainable business practices further strengthens Bulgaria's
position as a competitive and environmentally responsible destination.

Future prospects for sustainable tourism in Bulgaria appear promising, driven by ongoing
investments in infrastructure, continuous improvements in regulatory frameworks, and innovative
marketing strategies. The development of year-round tourist products, such as spa and wellness
tourism, wine tourism, and cultural festivals, will enhance Bulgaria's appeal and mitigate the effects
of seasonal fluctuations. Enhanced international marketing efforts and participation in global tourism
fairs will improve Bulgaria's visibility as a leading tourist destination.

In conclusion, the successful implementation of strategic policies and targeted investments will be
crucial in realizing the full potential of the Bulgarian tourism sector. By fostering collaboration
between public and private sectors, enhancing service quality through continuous training, and
promoting sustainable practices, Bulgaria can achieve a resilient and thriving tourism industry that
contributes significantly to the nation's economic and cultural development. The insights and
recommendations provided in this article aim to support stakeholders in their efforts to enhance the
sustainability, competitiveness, and overall impact of tourism in Bulgaria.
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TERMINOLOGICAL CLARIFICATIONS AND ECONOMIC VALUATION IN SPA AND
WELLNESS TOURISM

Elenita Velikova, lvo Anev, Veronika Denizova

Abstract

This paper provides a comprehensive analysis of the terminological distinctions and
historical development of spa and wellness tourism. The study differentiates between spa and
wellness tourism, emphasizing wellness as a holistic lifestyle approach involving physical, mental,
and spiritual well-being, while spa focuses on water-based therapies. Various types of spas,
including day spas, destination spas, medical spas, and spa hotels, are discussed in relation to their
services and economic impact. The paper also explores the economic value of thermal mineral
waters, considering their multifaceted applications in energy production, biofuels, and cosmetics.
Finally, it addresses the integration of modern technology and sustainable practices in wellness
tourism, predicting trends such as digital detox and personalized wellness experiences. The study
underscores the increasing significance of spa and wellness amenities in tourism and their potential
to enhance health and well-being.

Keywords: Spa, wellness, tourism, mineral waters, balneology

JEL: Z3, Z320

Introduction

Spa tourism and wellness tourism are modern phenomena, but they are not always given the
correct meaning, which requires some clarification of their characteristics and scope. Spa and
wellness are relatively new concepts, but their roots can be found in ancient times. For example,
balneology and health (medical) tourism date back several centuries BC, and wellness in modern
times has become a way of life for millions of people. However, not everyone knows exactly what
the two types of tourism represent. In the current publication we give terminological clarifications
in the study of spa and wellness tourism and discuss the topic of the economic value of thermal

mineral water used in spa and wellness tourism.

Characteristics of spa and wellness tourism
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Spa and wellness resorts are usually a place of rest and recovery with a holistic approach to
the harmony of mind, body and spirit. Although serious health problems can sometimes be treated
at these resorts, in most cases they focus their services on pleasure and relaxation and provide a wide
range of therapies.

To begin with, we must clarify that wellness differs from spa. Wellness is a harmony
between body, spirit and mind and nowadays it is being developed as a whole philosophy for the
way of life and represents a multitude of opportunities to improve who we are, how we take care of
our health, our inner peace and the way we present ourselves in society. All this leads to different
methods for achieving inner comfort, which are part of the complex wellness concept (Benukosa,
2011).

Spa is one of the methods to achieve wellness. The concept has ancient roots, but in most
cases, it combines a state of well-being and a state of fitness, thus the term wellness. From the
combination of the two concepts well-being and fitness, the concept of wellness itself was obtained.
Therefore, we accept that wellness is the harmony between body, spirit, consciousness, physical
activity, way of eating and way of life. Wellness includes, in addition to spa, the pursuit of relaxation,
beauty, activity, proper nutrition and the quality of the provided services. Spa, on the other hand,
includes various therapies with water or water-based products. The spa tradition also dates back to

ancient times.

Origin of spa and wellness procedures

Hydrotherapy and water therapy also have ancient origins - as early as 5000 BC. Ayurveda
began to be practiced in India around 3000 BC. Water therapy and herbal medicine were developed
by the Egyptians, later became popular in other parts of the world and entered Europe. Water was a
driving force for Egyptian society, with many of the views we hold today about water originating in
ancient Egypt. One of the first Greek baths emerged in the city of Knossos in Crete, where the queen's
bath is particularly impressive. The first preserved bathtub is also located in the ancient city. Around
5000 BC the ancient Greeks began to offer bathing procedures to the armies for therapeutic purposes,
as they found that after bathing, wounds healed faster and the morale of the troops improved. The
Spartans began to use the first primitive steam bath, applying an invention that became popular in
the Roman Empire, called the hypocaust - a double floor under which wood was ignited, that led to
high temperatures in the room and evaporation of water.

In 380 BC Hippocrates claimed that hot and cold baths are useful for healing the human
body. In fact, the first healing theories around water are related to the belief that some diseases come
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from the hot, others from the cold, and by counteracting the different temperatures of the water,
people can heal themselves. In 300 BC hydrotherapy was introduced by the ancient Greeks to the
Roman Empire. The Romans surpassed the Greeks in size and complexity of the baths. Aqueducts
are the main reason water could be used for pleasure as well, because they brought large quantities
of water to cities. In ancient times, spa procedures were introduced in places with natural springs of
thermal mineral water. Around 100 BC Buddhism became established in Thailand, and with it,
massages and various healing systems began to develop. In the 1st century AD, the Romans were in
their heyday and built a public bath in every city. Some cities built solely for the purpose of water
treatment. For example, the city of Hisarya was built precisely for this - it was a medical base where
the army was treated and army men went to relax. Many other cities around Bulgaria were developed
around thermal mineral springs to treat and heal the army.

In 180 AD, Galen discovered that arteries are filled with blood, not air. He developed
massages and treatments using hot and cold baths and advocated the use of water for treatment of a
variety of diseases (Tubergen, A., Van der Linden, S., 2002). In 211 AD, the Romans actively built
baths in the periphery of the empire, and to this day the largest baths - of Caracalla and Docletian,
are located in Rome, but the next largest baths are located in Trier (Germany) and in Varna
(Bulgaria). The bath in Varna is the largest private Roman bath in the world, all others were built by
emperors.

Shiatsu massage was discovered in Japan when Buddhism entered the country. In Japan, the
use of thermal mineral waters is also very popular. In 800 AD the hammams were developed by
example of the Roman baths in the territory of today's Arab countries. Europe at that time abandoned
the use of baths, but this tradition was preserved in Arab countries, and years later it would inspire
a renaissance in the use of baths. There is a theory that baths and their use are the basis of the
longevity of people and the development of philosophy and other sciences. Around 800 AD, the
Arab world experienced a renaissance, with the development of sciences, arts and mathematics.

In 1200 AD, the British discovered hammams during the Crusades, which probably led to
the development of the so-called sweat houses. They are far smaller than hammams, but provide spa
treatments that are inspired by those in the Arab world. These procedures were developed much later
in Europe. In 1326 in Spa (Belgium) the Salus Per Aqua spring was reopened for use after a local
blacksmith was cured by drinking from the spring’s water. This leads to a tradition to travel to Spa
and the so-called "taking the waters"” procedure, i.e. drinking water for treatment. What is the exact
origin of the term spa is debatable, perhaps precisely because of the town Spa in Belgium, but there
are also theories that it comes from the Latin expression "Sanus per aquam" or “Sanitas per aquas”
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(health through water), but the fact is that the concept of spa remains in our culture and in literature
as water treatment (Croutier AL, 1992).

In 1336, the first shower was used in the baths of Bormio in Italy. This reemergence of water
treatment also corresponds with the Renaissance. The return of Aristotle's books from the Arab
world, as well as the tradition of bathing, created a boom that subsequently spawned a vast amount
of art and revived the culture of using thermal mineral springs. In 1350, hot springs were developed
in Europe, including those in Buda and Karlsbad, which became interesting spa destinations. In 1360,
in England, hot springs gained a bad reputation for nudity and the spread of disease. This was also
the main problem and the reason for the decline of the baths to a large extent in the Roman Empire.
In many other countries, however, this decline did not occur and the development of balneology and
spa procedures continued. Around 1500-1550 bathing increased in popularity as a medical treatment
during the Renaissance in Europe. Many people began to understand the healing function of spa
treatments and baths.

In 1553, the first guide to European spas was published in Venice, listing over 200 spas in
Europe. In 1571, English Catholics traveled to Spa in Belgium to drink the water there. Drinking
water for medicinal purposes was now becoming popular outside Belgium and even people from
England were crossing The English Channel and travelling to Spa to drink from the magic water. In
1669, the work Natural Baths by Thomas Guidott listed for the first time the minerals contained in
water. A relatively simple procedure, evaporating a certain amount of water, began to measure the
amount of minerals in the water, and scientists found that certain combinations of minerals aided in
the healing of various diseases.

In the 1750s, the therapeutic benefits of the sea and bathing began to become increasingly
established. Per Henrik Ling (1776-1839) became famous for popularising what we now call
Swedish massage. He discovered that massages were very popular with the Chinese and seeing the
different massages they used, he developed his own techniques - today these are the classic massages.
In 1826, the first European-style spa in America opened at High Rock Spring in Saratoga. People
going from Europe to live in the United States brought the culture of using mineral waters with them,
and the same spas that were in Europe were established in America. In 1829, the first hydrotherapy
spa was established in Grafenberg, Germany, including diet, exercise, bathing, fresh air and health
treatments. In 1882, the "Regulations for the Operation of the Hisar Baths" was issued, which is
considered the beginning of spa treatment in Bulgaria. It is interesting to note that this regulation
was the first practical regulation to be issued in Eastern Rumelia. It was also largely the beginning
of legislation in this part of Bulgaria.
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In 1886, Sebastian Kneipp published the book My Water Cure where he classified many
different treatments and different foods. Interestingly, Kneippbrod or Kneipp's bread is still the most
popular bread in Norway. In 1935-39 there were over 2000 health resorts in the USA using cold and
hot water. There has also been a great development in Bulgaria. Sebastian Kneipp's teachings became
very popular and led to the development of various spa facilities and balneology became very popular
among Bulgarians.

After World War Il, the use of thermal waters and spas declined. The reason for this was that
more and more large facilities were built to make water accessible in all major places and towns, and
households began to use electric and gas boilers. In 1993 the first spa on board a cruise ship was
popularised. In 1993 Thailand began to developed as a spa destination. In fact, the old European
resorts were declining, but a new light was being shed on the spa - as a holiday in an exotic location,
as a place you could experience the local culture, specifics and the focus was shifting from medical
and health reasons to relaxation.

In 1995 the European Spas Association (ESPA) was founded and in 1998 the British
International Spa Association (BISA) was established. At the beginning of the new century,
hydrotherapy was already accepted as a treatment worldwide. In 2006, the spa resort Bath in England
reopened after a 28-year ban. Little by little, spas all over the world are beginning to see a restoration
to their classic form, with new, more modern spa practices being added. European culture is also
beginning to recover. In 2008-2009, the Bulgarian Union of Balneology and Spa Tourism and the
Bulgarian Association of Spa Tourism were founded.

Wellness is a more contemporary movement and concept, but the original roots for the origin
of the term and its use date back to 1634 AD. However, in the early years the term was not well
established. The founder of wellness and its concept is considered to be the physician and medical
practitioner Halbert L. Dunn. In 1956 he began to impose the term wellness, which is a combination
of wellbeing and fitness. At the end of the 20th century in America, medical doctors were seriously
concerned about the health of the inhabitants and found that stress, smoking and hectic lifestyles
were affecting Americans very adversely. Medics began to look for methodologies and techniques
to deal with these negative phenomena. According to Dunn, wellness is an integrated method of
functioning that is oriented toward maximizing the potential of which the individual is capable. This
requires the individual to maintain balance and meaningful direction in their environment. Once
Americans realized that they could not continue the lifestyle to which they were accustomed,
celebrities such as Deepak Chopra and Mehmet Oz (Dr. Oz) began to actively proclaim the
application of wellness, which is geared towards maximizing the well-being of the individual. The
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concept of wellness is focused on selfcare and keeping the mind and body in good condition. This
in turn requires the imposition of many healthy and good practices in one’s live. Gradually, these
practices are being absorbed by tourism, which in turn is beginning to offer services and procedures
to achieve well-being.

Wellness tourism represents the holidays and trips that are aimed at improving the public
health and well-being of travellers. Wellness tourism includes activities that are aimed at improving
and maintaining good physical health and mental balance (Benukosa, 2011). Over the years, the
wellness concept has undergone many metamorphoses and many elements have been added to it,
but the main ones that we can pay attention to and are important in our opinion are:

- Physical health - to be in a state of well-being we need to be in good physical shape, which
implies embarking on activities to maintain this good physical health.

- The other set of activities involved in wellness are those for maintaining mental health.

- Equally important is healthy eating, as lifestyle and diet prove to be one of the essential
concepts that maintain good physical health.

- Spirituality practices, which are different from yoga practices, and balance practices, which
come from the East, are also becoming more established.

- Relaxation and sleep are essential for achieving well-being, as well as education and
personal development. It is no coincidence that concepts of lifelong learning are gaining ground.

All of these elements must work together to create the well-being and the harmony in the
holistic approach to an individual's wellness.

In terms of wellness tourism, we can say that spa and health centers, fitness and sports centers
and the activities and services they offer are aimed at maintaining good physical shape. Healthy
diets, healthy food and so-called slow tourism are also widespread, linked to slow lifestyles as
opposed to the fast food and fast tourism trends that have emerged in previous years. In wellness
tourism natural sites and outdoor activities are starting to be offered that help achieve wellbeing.
Spiritual activities continue to dominate wellness tourism as well, with much of it being carried over
from the East. It is no coincidence that people in Eastern cultures are said to be happier because of
their spiritual practices.

Trends in wellness tourism

At the moment, there are more and more targeted trips for health maintenance and well-being
that are saturated with the mentioned elements and practices typical of wellness. Digital wellness
apps are being used to monitor different indicators of our physical health and show in real time what
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health condition we are in (Anev, 2020). Environmental sustainability is also very important, as the
modern wellness tourist is focused on being healthy, being in tune with nature, not causing any harm
to the nature, so that it can be enjoyed by future generations. It is also important to maintain immunity
and rely on health prevention. Wellness tourism sometimes deals with serious health problems, but
one of its greatest advantages is the emphasis on prevention. This advantage of wellness is one of
the reasons it became very popular in the late 20th and early 21st centuries. The so-called digital
detox is also becoming more and more interesting, with tourists looking for destinations and
experiences where they can escape from the digital environment that surround them constantly.
These are the kind of resorts and accommodations that completely disconnect the tourists from the
digital environment and take them back to the years when they couldn't use mobiles and other digital
devices. Alternative therapies are also prevalent in wellness and will continue to dominate the
offering, as are family-friendly travel products, with services aimed at all ages. Wellness is a
combination of therapies that are not only targeted at a specific age group, but increasingly include

experiences for all age groups that have realized the need for a healthy lifestyle.

What lies ahead?

Smart technology and virtual wellness may be one of the current challenges that the sector
will take on. With the help of intelligent technologies, we will have the opportunity to feel exactly
what the wellness experience could be. By adding virtual headsets or other type of technology the
tourists will be able to feel exactly what the wellness experience is, using virtual reality. With this
type of technology, one can see what the massage looks like and what the environment in the
wellness center is. Wellness vacations will increasingly integrate eco-travel practices. Green travel
will dominate supply. Wellness and health tourism offer a number of opportunities to address the
global health crises we have witnessed in recent years. More and more people are paying attention
to their health and will look for opportunities to improve it. The social connectivity that wellness
offers is also important — it will continue to connect people to the rest of the world, offering
opportunities that are in tune with the inner sense of self and the way one perceives the world.
Personalized wellness experiences will be a leading priority (Velikova, 2008). Individual services
will be offered according to the personal preferences of the tourist, because tourism as a whole is a
sector that satisfies needs, desires, fulfills dreams and provides a wide range of experiences, which
in our case are related precisely to improving the state of health, improving self-esteem and physical
form, with proper experiences related to our spiritual world, with satisfaction with our professional
path and social environment, and many other components.
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Increasing the economic value of spas through the use of mineral waters

Bulgarian legislation defines 4 types of spas - spa center, the wellness center, the medical-
spa and the thalasso-therapy center. However, a much wider variety of spa types is known in practice.
First of all, we will pay attention to the so-called day-spas or city spas. They offer services in the
same way that spa services can be offered in a beauty salon or a beauty center. Usually located in
larger cities, these complexes allow clients to relax with a massage or facial after a long and tiring
day at work. The forerunners of the day spa were public baths in large cities. In the late 20th century,
these were skin care locations, mostly beauty centers. And by the late 1980s and early 1990s, with
the growing popularity of destination spas and skin care professionals, massages and even nutritional
programs began to be offered at these centers. Thus, was born the day spa, which in its current form
is an American invention.

Today many beauty centers, purely as a fashion trend, add spa to their name, precisely to
attract customers, which does not always mean that they offer the whole complex of spa-services.
Day spas target busy people, professionals who want access to spa services on a daily basis. Their
basic amenities should be related to the clean and relaxing environment, with the provision of robes,
slippers, changing cabinets for storing clients' personal belongings, with private treatment rooms for
each client, with professional qualified therapists, facial and body treatments. Another type of spa
or rather a larger complex of spa treatments are offered by the so-called destination spas. They are
entirely focused on spa treatments, with the visitor following a complete program for a longer period
of time. This program usually includes a number of physical activities, many spa treatments and a
special diet. In the past, destination spas were focused on weight loss and sometimes detoxication.
These were the places where wealthy people went to get fit, healthy and in some cases to heal. Some
of these spas offer relaxation and behavior modification programs, and some even offer beauty
treatments.

These centers offer low-calorie foods on their menu, substantial exercise programs, lifestyle
lectures, even medical evaluations and tests. Usually outsiders cannot visit the centers. Amenities
offered at destination spas include accommodations, healthy meals, physical fitness programs,
outdoor activities and a variety of spa-style spa treatments. It is interesting to note that depending on
where destination spas are located, they may offer purely national services, purely national therapies
that are specific to the particular country that is visited. Medical control, educational programs,
conversations, lectures on health topics are also carried out to improve the general condition; they
are served by professional and well-qualified staff, with a large emphasis on physical activities.
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Other types of spas are the spa hotels. They offer spa treatments and special care during the
tourist's stay at the hotel. They also allow the practice of various sports and activities on site, and are
considered places for recreation and relaxation. Many hotels and vacation complexes add spa centers
to their offer, since the spa is already an extremely fashionable phenomenon that has become a
necessity, and when a certain location in the tourism sector wants to increase its categorization, it
must provide on spa services. Gradually, this became part of the Bulgarian legislation, and in fact, 4
and 5-star hotels must now have one of the four certified centers in their sites, i.e. they must have a
spa or some of the others we have already mentioned.

The tourism industry is quick to pick up on all the changes in people’s lifestyles and over the
years this has happened quite recognisably and visibly, for example in the 1960s hotels added
swimming pools to their offerings, in the 1970s they added tennis courts; golf courses and health
clubs were added in the 1980s and by the 1990s the spa had fully entered the tourism offering. Since
the 1990s, in spa hotels, the spa has been defined as a place of relaxation. It can be located in a hotel
or resort. It is usually an extended place for sports and exercise. All services are offered a la carte,
i.e. on the menu and can be chosen by customers according to their preferences. The more
opportunities to practice spa services offered by a hotel, the better. They are not closed to outside
guests, they can usually be used by both hotel guests and outside visitors. A hotel spa may be owned
by the hotel or resort in which it is located or leased to a subcontractor by franchise model,
management agreement, or otherwise. They can be located both inside the hotel or resort complex,
and outside it. With regard to spa resorts and spa hotels, the range of services offered to consumers
can be diversified even more. Spa hotels tend to be high-end, offering mostly preventative services
rather than curative ones, although there are also spas that focus entirely on medical care for clients.
Moreover, cosmetic and medical services are also entering the spa sphere to a very large extent.

The resort spa is also interesting. It is a mix between a resort spa and a spa complex.
Programs and special additional days are available to continue the program and the resort spa is also
sometimes used to extend the stay at the tourist resorts. The disadvantage is the temptation to give
up the diet program, as there are other guests in the resorts who do not follow this regime, so
sometimes one can not strictly follow the program that is offered from the resort spa.

Another form of spa is the club spa. The health club industry is also benefiting from the spa
concept. Health club customers strongly believe in a healthy lifestyle and therefore the tourism
industry is taking advantage of this and offers spa facilities to the clubs to diversify and extend the
stay of their customers. The services offered at these locations are both for health club members as
well as for external visitors who come specifically for procedures.
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The medical spa is also a rather interesting form of spa location in tourism. With the rise in
popularity of spa products among men and women of all age groups and backgrounds, the field of
estheticians has become more popular and more intriguing. i.e. in the medical spa centers, such
medical cosmetic services are offered to a very large extent. And with the boom in cosmetic surgery,
this setting allows the client to receive spa treatments that are recommended by a doctor and are
intended to enhance the recovery process after surgery or to experience the benefits of the therapies.
The basic amenities are the same as a resort or hotel spa, but with the addition of other programs
such as weight loss, a hydrotherapy pool, medical treatments that may include acupuncture, botox,
laser therapy, liposuction, plastic surgery, etc. In recent years, the cruise ship spas become very
popular. The desire to enrich the services that are offered in cruise ships leads to the creation of spa
centers on board. So, they have similar amenities to a resort or hotel spa.

Another contemporary form are the so-called spa towns. For centuries spa towns were the
only sources for spa therapies and are now undergoing a resurgence and promotion. They were built
next to natural mineral water sources for bathing and offered various forms of therapies. Traditional
spa towns should include a natural mineral, thermal or marine water source, a wide variety of
hydrotherapy treatments, bathing facilities, historic buildings, cultural activities, outdoor healthy
surroundings such as parks, places to walk, and more. The spa center with a mineral spring, in turn,
can be an independent setting or combined with a spa complex or a medical spa. There is usually a
natural source of mineral, thermal or sea water. Mud therapies can also be added to the offerings of
this type of center.

Rehabilitation centers and hospital spas are also an interesting category. Progressive health
care providers began to incorporate spa therapies into their patient care, and that's how these centers
emerged. Rehabilitation centers use such methods as lasso, Trager approach, pilates to help their
clients or patients on the road to recovery. Hospitals are also increasingly turning to spa therapies to
reduce the discomfort of their patients, especially when they are terminally ill, spa therapy has the
potential to aid in spiritual healing as well.

Sanatoriums also usually offer these services. Initially, they offered medical procedures,
using mineral waters, mud and other therapies to improve the health of their patients. Later they
added additional treatments such as swimming pools, bathtubs, jacuzzis, Turkish hammam, baths,
beauty treatments, massages and many others. They are quite similar to most centers; the only
difference is in the breadth and depth of the services offered. Most of the companies are wellness

and medical spa oriented, with providers typically offering hydrotherapy, massage,

75
Department “Economics of Tourism”, University of National and World Economy
Online library https://tourism-unwe.com/



https://departments.unwe.bg/tourism
https://www.unwe.bg/bg/
https://tourism-unwe.com/

Journal of Tourism, Policy and Business (JTPB)

Volume 1, August 2024, Issue 1, ISSN 3033-0971

electrophysiological treatments, balneological therapies, health wellness and health spa. Additional
services usually attract visitors, tourists or local residents.

All this variety of spas, in fact, makes it difficult for investors to choose exactly which form
is best for them, so the economic value that can be generated by the mineral waters used in spas and
in the variety of sites that we have looked also needs to be addressed. Thermal mineral waters are
of particular interest because they have, in addition to the value of water, the value of thermal energy.
This is what makes them more economically viable to use for a spa. There are two ways in which
the waters are isolated. One way is by means of a drip, which is the isolation of a mineral spring.
The other way is by drilling. Many of the mineral deposits in Bulgaria were discovered by drilling
in the 1950s and 1960s (Velikova, Anev, 2019).

The different elements that mineral water has and that have an economic value are three. The
first is water, the second is the thermal component and the third is the chemical and biological
composition. The economic value of water is difficult to assess because water is owned by all
citizens, i.e. it has no value in itself. For example, when we buy water from the mains, we are not
paying for the water itself, we are paying for transmission, treatment and sanitation, whereas water
should be free. Much the same applies to thermal mineral waters. In the case of these, the ownership
belongs to all citizens in the first place, which is why, whenever such thermal water is discovered, a
part of it is set aside for public use. When we want to calculate what the value of this water is, we
have to go by either its market value or the cost of supplying it through alternative sources.

The economic value of thermal energy is easier to calculate. Inside the thermal mineral water
is the thermal energy, which can be measured in joules, calories or kilowatts per year. And this value
can also be equivalent based on the artificial heating of this same water. The economic value of the
chemical and biological content is most complex, since the elements are not valuable in the
quantities found in the water. But they can be used for many other things, for example for cosmetics,
and this would greatly increase the value of the water. The different applications that we look at
when we have a thermal water source are spa and wellness treatments, heating, electricity generation,
biofuel production and cosmetics production. We should point out that electricity production is a
very rare case and something that, based on the thermal mineral springs in Bulgaria, is not feasible
except for the construction of a special facility related to this.

We will start with the spa and balneotherapy. The good thing about them is that there could
be 100% use of every element of the thermal mineral water (Velikova et al., 2018). This means that
both the water and the thermal component can be used, as well as the different chemical elements
that are contained in it to the fullest. This means that the use for the spa makes sure that the water is
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consumed sensibly and ecologically. Heating, on the other hand, is also sensible, but it loses the
water element, even though it uses the thermal element, and on the other hand it loses the mineral
element of water completely. The generation of electricity is a special case. It applies where special
efforts have been made to build geothermal power stations. But it can also provide very interesting
examples of how the water from the geothermal plants is also used. The sensible use is at
temperatures above 200 degrees Celsius, and some special technologies are needed for this purpose.
The production of biofuels is also linked to the operation of geothermal plants with very high
temperatures. The production of cosmetics is a very interesting example, especially from springs that
are popular and used for spas. Very often, even just by putting normal thermal water in a bottle, it
can be sold for a very high price. The reason for this is that most popular thermal mineral waters
contain an element called metasilicic acid. This element has a very beneficial effect on the skin. So,
although the water is very often poured out by the millions of liters a year, this does not mean that a
half-liter bottle of it does not have a very good value, especially for the consumer.

We can give a specific example with the Blue Lagoon in Iceland, where one can observe the
most complete use of thermal mineral waters. The Blue Lagoon itself is formed from the waste water
from the geothermal plant. Practically the water comes out at temperatures that cannot be used in a
spa - temperatures above 200 degrees Celsius. But through heat exchangers this temperature is
reduced considerably, and the water is used first to generate electricity, then to heat the nearby town,
and the gases that come out are processed into biomethane. Iceland, thanks to this plant, not only
serves the local biofuels market, but exports biofuels to Germany. Also, from the lye that comes out
through these hyperheated waters, various cosmetics are produced. There are also examples from
Bulgaria. Unfortunately, there are places in Bulgaria that are quite rich in thermal mineral water,
which is not fully utilized. There are also places, of course, where water is 100% used such as
Sandanski, Pavel Banya and, to a large extent, Hisarya. But in other places, such as Varna and Sofia,
thermal mineral water is hardly used. And this leads to very large direct and indirect losses both for
the municipality and for tourism in general.

Specifically, if we look at the most central deposit in the capital - Sofia Center deposit, we
can see that the use of thermal mineral water can lead to a significant reduction even in carbon
dioxide emissions. This is done by saving fuel for heating water. This can best be visualized by
saying that emissions can be saved for over 2,600 cars per year. Also, the water itself, which is
poured into the canal nowadays, has quite significant volumes, and its price, even only from the
network, would cost nearly BGN 700,000. The energy that is locked in, and that would result in
carbon dioxide savings, is estimated at nearly 60,000 gigajoules.
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This natural wealth also creates the opportunity to create wonderful spa centers. Of course,
we must keep in mind that water can be used very efficiently and economically for many other things.
For example, bottling, where the thermal element is actually lost, may be used for cosmetics. And
the reason there are many hidden losses of water is that the water is often pumped out. This is also
the case with the water in the Sofia Center deposit, where quite large sums are paid every year for
the pumping of the water, which then ends up in the canal.

Of course, this is subject to change. Even the available 12-13 liters per second is quite enough
to build a thermal center. In the basement of the Central bath there is also a geothermal plant with a
heat exchanger, which is used to heat the current museum building. This means that the water has
some significant potential that needs to be developed. For example, almost 13 liters per second of
water, if compared to the flow rate of a single shower, which is 0.12 liters per second, gives you the
opportunity to imagine how many showers can be fed with this source alone - over 100. That being
said, one should not be led to think that there is an endless abundance of thermal mineral waters. On
the contrary, they are limited in volume. According to the latest research, the thermal mineral waters
in Bulgaria are about 6500 liters per second. Over half of them are already in use, which shows their
demand, and their use mainly in spas. It should be borne in mind that in order to be able to properly
develop spa tourism from here on, we need to set a clear subordination, or we need to prioritize very
clearly, to which sites thermal mineral water will be supplied and where it can to be used in the most
effective way.

Conclusion

In conclusion, we could say that if the spa has not yet become an element that influences the
choice of tourism destinations, it increasingly represents a decisive element when choosing a hotel.
For some tourists, it is even unacceptable to visit a hotel that does not offer this type of service. The
number of people discovering spa therapy in the process of searching for a way to protect their health,
beauty, youth, and vitality is growing rapidly. The variety of salons, spa treatments, spa cosmetics,
spa centers, spa hotels and resorts, as well as the books and articles about this phenomenon could
characterize the spa as a simple fashion trend, although in its essence it is a whole culture of water
procedures and rituals, born in ancient times and passed down from generation to generation. The
issue of terminological clarifications regarding spas and whether to use mineral water in them will
continue. But regardless of the type of spa that is visited, the presence of mineral water is an
additional advantage that will always be well received by customers.
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TYPUCTHYECKA IIOJIMTUKA HA OBIIIMHA IIVIEBEH

Csemocnas Kaneviues

AOcTpakT: [Ipe3 nocreonume HAKOIKO 200UHU, HA NpeOeH NIaH 8 MypPUCmuieckomo
passumue Ha 201AMa yacm om oowunHume 6 bvreapus ce no3uyuoHupa Hysxcoama om paspadbomeare
U nmpunacame Ha NBIHOYEHHA U CbBPeMeHHa mypucmudecka noaumuka. bescnopen e ¢axma, ue
mypucmudeckume oecmuHayuu ¢ bvneapus umam neobxooumocm om npuiazane u 6Heopsasane Ha
ROMUMUKY, KOUMO 04 UMAam 3a yell MAXHOMO eqheKmUHo pazgumue U CbOmeemHo Ymabpircoasane
Ha MeCmHUSL U MeXCOYHapOoOeH mypucmuyecku nazap. B masu épv3ka 6 nacmoawusm 0oK1ao ce
npeocmassi mypucmuyeckama noiumuxa na oowuna Ilnesen npesz nocieonume 2 200unu ¢ yen oa
ce hopmupam u3600u U NPENOPLKU, KOUMO O0a HOCIAYHCAM, KAMO B6b3MONCHOCM 3d 0bOeujo
eghekmueHo pazeumue Ha OOWUHAMA 8 00IACIG HA MYPUBMA. 3a 0a ce NOCMUSHAM No-epeKmueHo
yenume Ha oowuna [lnesen 6 obracmma Ha Mypuzma, KOUmMo ca C8bP3aHU OCHOBHO CbC Cb30ABAHE
Ha OnazonpusmHa cpeoa 3a pazeumuemo HaA mypucmudeckus Ou3Hec U HACbpyasaHe HA
CLMPYOHUYECMBOMO MeHcAy Obpicasama-oowunama u buzneca, mpsaoea oa ce cvsoaoe, 8beeoe U
npunodcU 0bwa nonumuxa 6 ooracmma Ha mypusma. Tvii kamo camo 8 mosu ciydati modice 0a ce
NOBUWIU PA36UMUEMO HA MeCMHAmMa mypucmuyecka UHOYCmpus U CbUe8peMeHHO ce NOBUULU
KOHKypeHmocnocoonocmma Ha obwuna Ilieeen kamo eOHa om OCHOBHUME MYPUCTNUYECKU
Ooecmunayuu Ha bvaeapus.

Kuro4oBu gymu: TypusbM, TypucTHUECKa MONIUTHKA, oOrHa [1neBen

BbBEJIEHUE

Pa3zpaGoTBaHeTO M MpHIIaraHETO Ha ONpeeeHa TypUCTHYeCKa MOJIMTHKA, HAMUpa U3pa3 B
Ch3/1aBaHETO Ha pabOTHA IpOrpamMa, KOATO /1a rapaHTHpa e()eKTUBHOCTTA Ha U3I0JI3BaHUTE MPOLIeCH
U pecypcHu 3a HEWHOTO peanusupase. [Iporpamara mma 3a 1en ga KOOpAMHHpA CHBMECTHHUTE
JIecTBUS Ha BCUUKU 3aMHTEPECOBAHM CTPaHMU, 32 J1a C€ MOCTUTHE ONTUMAJIHO pa3BUTHE Ha OOLIMHA
[TneBen B o6nactTa Ha Typu3Ma. ChIEBPEMEHHO TS € CboOpa3eHa ChbC ChbBPEMEHHHUTE TEHICHIIUU B
Pa3BUTHUETO HA TypUCTUYECKATa UHIYCTPUS, CbC COL[MAIHO-UKOHOMHMUYECKO pa3BuTHe Ha bbarapus,
KaKTO U C Bb3MO)KHOCTUTE OMpPEIEJIICHU OT PA3IUYHUTE E€BPONEUCKH MPHUOPUTETH U CBBP3aHU C
pPa3BUTHETO Ha Typu3Ma IO OTHOIIEHHE Ha MPOEKTH ¢ eBporeicko (puHaHcupane. [Iporpamara 3a
pa3BUTHE Ha Typu3Mma, TpsOBa na ObJe peanu3upaHa C aKTHUBHOTO Y4yacTHE€ Ha BCHYKHU
3aMHTEPECOBAHN MHCTUTYIIMU B OOLIMHATa — OOIIMHCKA aIMUHHUCTpaLus, OOIIMHCKU ChBET, OM3HEC,
HITO, nwpkaBHU CTPYKTypH, CHENMAIM3UPAHU YUWIMIIA, CHELHATU3UPaHU MpodheCHOoHaTHU
CApYKEHUS JIp.

VYopasneHckata agMuHUCTpanuss Ha rp. [lneBen 3amara B mporpamMa peanusupalia
TypUCTHYECKaTa MOJUTHKA Ha OOLIMHATA CIeTHUTE LIEJH:

- TloBumaBane Ha pa3no3HaBaemoctTa Ha OOuHa [IneBeH kaTo TypucTUYECKa AECTUHALINS
- VYBenuuaBaHe 0OeMa Ha TyPUCTOIIOTOKA
- Opranuzaius Ha HHHOPMAITMOHHOTO OOCITY)KBaHe Ha TYPUCTUTE
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- Cb3naBaHe HA YCTOMYHUB UMUK

- VkoHOMHYECKH pacTex 4Ype3 PeBUTAIM3MPAHE HA CEKTOPHATAa KOHKYPEHTOCHOCOOHOCT U

3aCTOCT
- CobxpaHsBaHe Ha TPHPOJHOTO M KyATYpHO HaciencTBo Ha OOmuHara 3a Obaemmre
IMOKOJICHUS

- ITloBummaBaHne mpUBIIEKATETHOCTTa HAa OOIIWSA TYPUCTUYECKH MPOAYKT Ha OOIuMHaTa upe3
OmaroyctposiBaHe Ha HHGPaCTPyKTypara o0CIy)KBalla Typu3mMa, 00oraTsiBaHe Ha KyJITypHUS
JKUBOT B OOIIIMHATA ¥ U3TPAKIAHE U TOIbPKaHe HA TYPUCTUUYECKH OOEKTH.

Ot nmpyra cTpaHa TpsOBa Ja ce OTOCNICKH, Ye PeaTM3UPAHETO HA TYPUCTHUECCKATA MTOJTUTHKA Ha
OO6muHa [lneBeH ce ochlecTBsiBa, Upe3 (PUHAHCOBH CPENICTBA, KOWTO JIa peaau3upar 3ajJ0KCHUTE
IPUOPUTETHU JIeiHOCTH. B Tazu Bpb3ka (hMHAHCOBUTE CPEACTBA Ce HAOMpPAT OT:

- CpenctBa, npeoCTaBEHU 32 U3IIBIHCHHUE HA 1IEJIEBU NMPOTPAMU U TTPOCKTH;

- CpenctBa, cChOMpaHU OT TYPUCTUYCCKHU JAHBK;

- JlapeHus 1 moMoIIH, CPEACTBA IO MEXIYHAPOIHU MIPOTPAMHU U CIIOPA3yMEHUs, KOTaTo HE €

MPEABUACHO TE Jla TIOCTHIIBAT B IbPIKaBHUS OOKET

- Ilpuxomute OT TypUCTUYECKU AAHBK

Haii-ronssmMo koiaudecTBO (DMHAHCOBH CpEACTBA IOCTBHIIBAT B Om/pKeTa Ha oOOIIMHATA OT
TYPUCTUUYECKH JIaHBK, IPUXOJIUTE OT HETO 3a MBPBOTO noiayroaue Ha 2023r. Bp3iu3ar Ha 64 53318.%2
[TocThniunmuTE CpeacTBa CE Pa3xoABaT CaMo 32 MEPOIPHUITHS T10:

1. Usrpaxaane u noaabpkaHe Ha HHGpacTpyKTypaTa, 00CIyKBalla Typu3Ma Ha TEPUTOPUATA
Ha OOIIMHATA, BKJIIOUUTEIIHO MECTHUTE IBTHILA 10 TYPUCTUYECKU OOEKTH;

2. zrpaxnane v pyHKIMOHUPAHE HA TYPUCTHUECKH HHPOPMAIIMOHHU IEHTPOBE U OpraHu3alus
Ha UHPOPMAIIMOHHOTO 00CTyKBaHE Ha TYpUCTHUTE;

3. I/Isrpaxcz[aHe U MMOAOBbPKAHC HA TYPUCTHYCCKU O66KTI/I, KOHUTO Ca O6H.[I/IHCKa COOCTBEHOCT HMIIH
3a KOUTO IIPAaBOTO 34a IMOJI3BAHE U YIIPABJIICHUC € ITPEAOCTABCHO Ha O6H_II/IH8.T8.;

4. OpranusupaHe Ha CHOUTHUS U MEPONPHUSTHS C MECTHO W HAI[MOHAIHO 3HAYCHHE, KOUTO
JOTIPUHACST 32 PA3BUTHETO HA TYPU3Ma;

5. HpOBech:[aHe Ha IpOy4YBaHUs, aHAJIM3HU U IIPOTHO3U 34 PA3BUTHUETO HA TYpU3Ma B 06IJ_II/IH8.T3.;

6. Pexsiama Ha TypUCTHYECKHUS MPOTYKT Ha OOIIMHATA, BKIIOUYUTEIHO YUaCTHE HA TYPUCTHUECKU
0opcH 1 U3IIOKEHUS,;

7. B3auMojeiicTBHE M YICHCTBO Ha O6I_I_II/IHaTa B TYpUCTUUCCKU CAPYKCHUSA U B CbOTBCTHATA
opraHu3aluA 3a yIpaBJICHUC HAa TYPUCTUYCCKUA paﬁOH;

8. [TomoOpsiBaHEe Kaue€CTBOTO HA YCIYTUTE, IPEJIaraHi B OOITMHCKUTE TYPUCTUUECKU OOCKTH.

C’LIJ_IO TaKa KaTO pa3xoau 3a AbPiKaBHU JEHHOCTH II0 OTHOIIIEHHUE Ha Typusma €€ OTHUTAT
cpeacrBara 3a Peruonanuus HCTOPHUYCCKU My3e171, Peruonannus BOCHHOUCTOPHUYCCKU My36171,

22 https://plevenzapleven.bg/blog/2023/08/31/%D0%BF%D1%80%D0%B8%D1%85%D0%BE%D0%B4%D0%BS8-
%D0%B2-%D1%80%D0%B0%D0%B7%D0%BC%D0%B5%D1%80-%D0%BD%D0%B0-78-322-462-%D0%BB%D0%B2-
%D0%B7%D0%B0-%D0%BF%D1%8A%D1%80%D0%B2%D0%BE%D1%82%D0%BE-%D0%BF%D0%BE%D0%BB-301905/
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Permonannara Oubnmoreka ,,Xpucto Cwmmpuencku®, XI' ,Mmus bemkoB“ u uuramumara B
oOuinHara. Pa3sxogure ce OoTYMTaTr M 3a CIEAHUTE OPraHU3alUU IMPSKO U HENPSKO CBBbpP3aHU C
TypHCTHYECKaTa MHIYCTPUs Ha MECTHO HUBO: ,,OpKecTpH U aHcaMOmu‘* — 646 222 nB.; ,Yuranuma“
— 655 357 nB.; ,My3eu, XyIOKECTBEHHM Tallepud, NMaMETHHUIM Ha KyATypaTa M eTHOrpadCcKu
KOMIIJIEKCH C HAallMOHAJIEH U PETMOHAJIEH XapakTep — ¢ U3IbJIHEeHuE 3a nepuona 1 412 258 nB., B
TOBa YMCJIO ca 10 (MHAHCUPAHU JEJIeTMpaHy OT JAbprkaBara JEHHOCT ,,300I1apKOBE ¢ OTUETEHU
paszxonu Ha CTOMHOCT 88 998 nB.

IIpencraBenara no Tyk HMHpOpMalMs C OCHOBAaHME JaBa Bb3MOXKHOCT Ja C€ IpHEME
craHoBuIleTo, ye OOuuHa [lneBen e Hacounsia BHUMAHUETO CH KbM Pa3BUTHE HA ChbBPEMEHHA U
YCTOMYMBA TYPUCTUYECKA ITOJINTUKA, YPE3 KOATO Ja MOAECPHU3HPA U MTOMYISIPU3UPA TYPUCTUUECKUTE
pecypcu B 00IIMHATa, KaTo TH IPEBbPHE B JKEJIAHU TYPUCTUYECKH 0OEKTH Ha HAIIMOHAIHO HHUBO.

METOJ0JIOI'us1

CpBpeMeHHaTa TypUCTHYECKa MOJUTHKA € M3KIIOYUTENHO JUHAMHYEH MpOIEC, KOMTO ce
OIIpeesst OT TOISIMO KOJIMYECTBO NKOHOMHYECKH U colainu gakropu. [lopaau ToBa 3a nenure Ha
HACTOSIIUS JOKJIAJ Ce M3I0JI3Ba MOAXOJ ChC CMECEHHW METOIM, KOWTO MO3BOJISIBA KOMIUIEKCHO H
BCCOOXBAaTHO pa3MIeKAaHe Ha IMpoOieMarukara 3a IMOCTUTaHe Ha e(eKkTHBHO pa3OupaHe Mo
OTHOIIICHHE HA LIEIUTE M 33Ja4uTe MOCTABEHU 3a pealM3upaHe B TypUCTHUYECKATa MOJUTHKA Ha
O6mna [TneBen. Chio Taka 3a MpeaCTaBsIHE Ha aKTyadHa HHPOPMALUs ce ChOMpAaT M aHAIU3UPAT
JAHHY C ITOMOIITa Ha MHIYKTUBHU MeTonu kato Web Mining mo OTHOIICHHWE HA aHaiw3a Ha yeo
CbAbPKAHUCTO, KAKTO U CUHTE3 U 0606HI€HI/I€ Ha HH(l)OpMaIII/Iﬂ, CPaBHUTCIIHU U aHAJIUTUYIHU MCTOAU
U eKCIIepTHA OICHKA.

AHAJIN3 HA JIMTEPATYPATA

bescriopen e (axra, ye pa3zpaboTBaHETO M BHEIPSBAHETO Ha €(EKTHBHA M ChBPEMEHHA
TypUCTUUYECKA TIOJUTHUKA € OCHOBEH €JIEMEHT OT YNPABJICHHETO Ha BCSAKA €IHA TYpPUCTHUYECKA
nectuHanus. VMIMeHHO 3a ToBa TpsiOBa Ja ce MPEACTaBAT 4acT OT JOCTIKEHUSTAa Ha Obarapckara
HayKka B 00J1aCTTa, KOUTO JOOABAT KAKTO TEOPETUYHA CTOMHOCT, TaKa U MOJ3U 32 OU3HEC Pa3BUTHETO
Ha TypUCTHUYECKaTa MHAYCTpHs. B Tasu Bpb3ka BHeuariaeHue npasat pazpadborkute Ha (boxuHoBa,
M., JIuues, T., Togopoga, JI., [TaBnos, II., & I'eopruesa, K., 2019) nacouena kbMm ,,CbBpeMeHHU
M3MEPEHUS Ha YIPABICHUETO HA TYPUCTHYECKA JeCcTUHAMSA bbirapus. B Hest aBTOpUTE MOCTaBAT
W3CIIeJIOBATENICKA 1I€J, KOSITO € HacoueHa KbM YCTAaHOBSBAHE CHCTOSHHUETO Ha TYPUCTHYECKA
necTuHanms bearapus, upes u3Mmoi3BaHeTo Ha EMITUPUYHO NMpoydBaHe. MiMaro 3a 1em ouepTaBaHeTo
Ha CBHIIECTBYBAIUTE MPOOJEMHU M MHOTOOOPA3WETO OT CTPATETUUYECKH YIPABICHCKU DPEIICHMUS,
croamy npen bbiarapus v yTBBpKIABaHETO M KAaTO IIEJIOTOAMIIHA TYPUCTUYECKA ECTUHALIMS,
MOJXOJISIIIA 32 PA3BUTHUETO HAa pazNUYHHU BHUJOBE TypuszbM. ChIO Taka TpsOBa Ja ce OTOENe) U
pa3paboTkara Ha MapunoB, B & [lorpamamxuena, E., (2012), kouto HacouBaT yCHIHsITa CU KbM
o4yepTaBaHe HAa CHBPEMEHHUAT MPOQIIT HA HAIMOHATTHUS TYPUCTHUECKH Ta3ap, OCHOBABAMKYU ce Ha
pa3IMYHU WM3TOYHHUIIM HAa WHQOpMANUs W BB3JACHCTBUETO HA PA3IUYHU BBTPEIIHH W BBHHITHU
BIMSIHUSL BbpPXY I'bTyBaHUs Ha Obirapcku rpaxnanu. Kraycheva, N. (2017) cbmo pasmiexna
npoOiemMaTukara Ha TypUCTHYECKaTa MoJuTHKA. B cBosta crarus ,,Hanmmonamnara Typuctuyecka
MOJINTUKA — KIIOYOB (DaKTOp 3a MKOHOMHUYECKH pacTeX B cdepara Ha Typusma““ T oOoOmiaBa
OCHOBHUTE NPHHIIMIN HAa KOHIEMIUATA 3a ,JIOJINTHKA B Typu3Ma®, KaTo TH OMNpeness KaTo
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HEepa3JelHa 4acT OT IbpKaBHaTa W miobOanmHara moiuTthyecka cucrema. Cobiio Taka Kpaiiuea
pasmiex/ia u MpeacTaBs KOHKYPEHTHUTE MPEAUMCTBA Ha Bbiarapust B TypUCTUYECKHUS CEKTOP, KaTo
M3BEK/Ia HA TIPEJICH TUTaH Hali-ITpOoOJIeMHUTE OOJIACTH 33 pA3BUTHE HA TypU3Ma B CTpaHaTa (Ha 6a3ara
Ha 90 waauBuayannu nokaszarens Ha TTCI). ABTopbT 3aBbpIIBa CBOSI TpyH ¢ 0000IIeHHE ca
TEKYIIUTE NPOMEHU B IIOOATHUS TYpUCTUYECKH CEKTOp, KOMTO OHMXa MOIIHM Jla TMOBIUSAAT Ha
ObaenieTo Ha Typusma. Jpyr aBTop, koiTo TpsiOBa ga 6b1e otoensa3an ¢ Nedelchev, D. (2016), koiiTo
B pa3paborkara cu ,EdekTuBHOCT Ha HHCTPYMEHTUTE Ha TypUCTHYECKara MOJUTHKA 3a
MKOHOMHYECKH BB3JICHCTBUS BbpPXy Typu3sMa Ha bbiarapus®, HacouBa BHUMAaHUETO KbM
e(eKTUBHOCTTA Ha BB3ICHCTBUETO HA PA3JIMYHUTE MHCTPYMEHTH 3a TypHCTHYECKaTa MOJIMTHKA,
IpPEeBPBIIANIY CE B MPEANOCTaBKA 3a pealn3upaHe Ha ONpeNesieHH cTparernyecku menu. Cropen
aBTOpa OMNPEICNSHETO Ha OTACIHUTE MHCTPYMEHTH HA TypUCTHYECKATa MOJIMTUKA € CBBP3aHO C
KOHKpETHU 11eni. Brieuatnenue npasu u paszpadotkara Ha Neshkov, M. (2011), a umenno ,,Haykara
3a Typu3Ma M MSCTOTO Ha TYPUCTHYECKATa MOJIMTUKA B HEWHUS OOCKT M mpeaMeT . B Hest aBTOpBT
HAcCOYBAa BHHMAHHETO KBbM IIOCBETEH HSKOM HEIOCTaThUHO H3CIICABAHM B CIENUAIM3MpaHaTa
auTepatypa nmpobieMu, CBbp3aHU ¢ TypUCTHYecKaTa moiauTHkara. ChIo Taka HEropara Ien € Jia
OpOy4Yd TOCTHIXKCHHSTAa HayKaTa 3a TypuU3Ma, XapakTepusupalku, 4pe3 TAX poisira Ha
TypUCTHYECKaTa MOJUTHKA, KAKTO U HEHHOTO HACTOSIMIO U ObAemo pa3Butve. OCHOBEH aKICHT
aBTOPBT IOCTaBsI BbPXY MHTETPUPAHETO Ha MOJUTUYECKUTE M3MEpPEHUs Ha Typu3Ma B 00€KTa u
npeaMeTa Ha Haykata 3a ToBa sBieHHe. CBINO Taka CEpHO3eH NMPUHOC KbM pazOMpaHETo 3a
CBITHOCTTA W MPOSBICHUATA HAa TYPHCTUYECKATa MOJIUTHKA UMa MOoHOTpadusra Ha Ribov, M., &

(13

Mileva, S. (2013), cbc 3armmaBue ,,lypucTHYEeCcKa MOJUTHKA B Hes aBropure mpencraBsT
KOMIUIEKCHO ~ TEOPETUKO-METO/IOJIOTUYECKOTO — M3CIEBaHE Ha  aBTOPCKM  KOJIGKTUB  Ha
TYpPUCTHYECKaTa TOJUTHKA, CTONMAHCKUTE CYOSKTH W CTPYKTYPHUTE Ha yNpaBJCHUE HA Typu3Ma,

CTPaTErnYeCKOTO U TAKTUYECKO OCUTYPsABAHE U YIIPABIEHCKO KOHCYJITHPAHE.
N3JIOKEHUE

besciopno OG6mumHa IlneBen Moke na ObAe ompenesneHa, Karo €JHa OT Hal-BaKHUTE
TYpUCTHYECKHU JecTuHauuu Ha benrapus. I'pagsr [lneBeH e enuH OT Hail-cTapuTe IpaloBE B
cTpaHara. Bbp3HMKHAN € KaTo Tpakuiicko cenuuie /B MecTHOCTTa Kairbka/ M € Oui1 M3BEeCTEH MoJ
umero Croprosusi (Traval-tourism.info, 2024).IIpe3 6-7 Bek rpaasT e paspyiueH. [lo-kbcHO Ha
HEroBO MSCTO Bh3HMKBA cenuiieto Kamenuna. B O6muna [lnesen ce namupar 3 obekra ot 100-Te
HallMOHAJTHU TypUCTUUECKH oOekTa- Mags3ones-napakiuc ,,CB. ['eopru [lo6enonocen”, I[lanopama
,llimeBeHcka enomnes- 1877r.” n Pernonanuus uctopuuecku myseu. [IpuBnekarennu 3a TypUCTUTE
ca u napkoBere Kaitnbka u CkobesneB mapk, KOUTO UMAaT MECTHO M pernoHayiHO 3HadeHue. Cbe
CBOSITA MHOTOBEKOBHA HcCTOpusi rpaa llneBeH e 3ama3un W 70 JHEC OOraTtoTo CH KyJITypHO-
UCTOpUYECKO HacaeacTBO. llo-roisiMa yacT OT MCTOpUYECKUTE 3a0eNeXHUTETHOCTH Ha Ipaja ce
cBbp3BaT ¢ Pycko-Typckara ocBoOoauTenHa BoitHa. “binzo 200 ca maMeTHUIMTE, KOUTO HAIIOMHSAT
Ha TIOKOJICHUATA 32 Hall-KbpBaBUTE OUTKHU, KOUTO ca ce Boawiu 1o te3u mecta’” (Pleven.bg, 2017).
BHumanue 3acitykaBaT ¥ OCTaHKUTE OT pUMCKaTa KpernocT “CTopro3us”’, KOSITO c€ HaMupa B Iapk
“Kaiurpka”, xpam “Csetn Hukonait Mupnukuiicku Yynorsopel” - naMeTHUK OT Bb3paxkaanero c
HallMOHAJTHO 3Ha4yeHue, apaMmatndHus tearsp “MBan PamoeB” ocHoBan mpe3 1919 r. u ap. Haii-
MHTEPECHUTE 3a0€NIeKUTETHOCTH OT TYPUCTHUECKHU XapaKTep, KOUTo npeacTass rpaj [lneseH ca:
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e Ilanopama "IlneBencka enones-1877r."

e Ilapk-my3eii "T'en. M. /1. CxobeneB"

o [lapakmuc-mar3zoneit "Cs. I'eopru [To6enonocen”

e Kema-my3eii "Llap OcBobonuten Anexcanasp I1"

e PeruonaneH ucTopuyecku My3eun

e Crapust moct Ha p. Bur npu [1nesen

e KwbcHoantuuna kpenoct "Cropro3us"

e JIpamaruuHo-kykieH tearsp "VBan Pagoes”

o XynoxectBeHa ranepus lapenue "Koneknus Ceernun Pyces"
o XynoxecTtBeHa raiepus "Mnus benikos”

e Xpam "Cseru Hukomnait Mupnukuiicku Yygorsopeir"
o Xpam "Cs. Tpouna"

e Xpam "Cs. Ilapackesa"

o [lapk "Kaitnbka"

o [lemepen my3eil Ha BUHOTO

Ot Apyra CTpaHa KaKTo 0e MoCcoUeHo Beye O6I_HI/IH8. IInesen e Oorara Ha KYJITYPHO -UCTOPHYCCKU
3a6eH6)I(I/ITeJ'IHOCTI/I, KaTo Hali-Ba)KHU 3a BBTPCHIHUA U MCKAYHAPOACH TYPHU3bM Ca:

- Crapusr moct Ha pexka But npu [lnesen

- PymbHCKH MaB3oiiel, c. ['puBnia

- Kwpma myseii ,,Heroso Kpancko BennuectBo Kapon I, rp. [lopaum
- Kpma myseit ,,Benuk kua3 Hukonait Hukonaesuu”, rp. [lopaum

- AuTunueH rpan ,, Yanus Eckyc®

[IpencraBeHo pa3HOOOpa3we OT TYPHCTUYECKH PECYpCH OIpeneNs OCHOBUTE 32
U3TPKIAHETO HA YCTOWYMBA U ChBpEMEHHA TypUCTHYecKa moiuTrka Ha OoniiHa [TneBen, koo 1a
ompenesiss TypPUCTHYCCKUAT OOMMK Ha OOIMMHATAa W CHOTBETHO Ja s TNPEJICTaBs W Hajara Ha
ObJarapckara u eBporneiicka Typuctuuecka kapra. iMeHHo mopaau ToBa obmmHaTa otoenssBa 14%
noBeue Typuctu npe3 2023 r. cnpsimo 2022 1. (Plevenutre.bg, 2023).

B Ta3u Bpb3Ka 1 B UHTEpeC Ha HACTOSIINS TOKJIaJ 1€ CE MPEACTaBH OJUTHKATA 32 pa3BUTHE
Ha OOmmHa [lneBen 3a 20191, KOSITO ce OCHIIECTBSIBA MOCPEACTBOM pa3pabOTeHa Mporpama
(Pleven.bg, 2019). IlpencraBs ce MMEHHO Ta3u MOJUTHKA, 3aII0TO TS € MOcieaHaTa pa3padboTeHa
npeau nangemusata or COVID 19, B nepuon B KOMTO Typu3Ma ce pa3BUBAIIE C Hall-yCTOMYMBHU
TEMIIOBE.

[TPOT'PAMA 3A PAZBUTUE HA TYPU3MA B OBIIIUHA TTIJIEBEH 3A 2019 1.
OBIIH TTOJIOXEHNW A

Ha ocnoBanwue ui. 12 an. 1 ot 3akona 3a TypusMa kmera Ha O6muHa [1nesen, pazpaborsa
[Iporpamara 3a pa3BuTHE Ha Typu3Ma cbriiacHO Wwi. 11, an.1 m oTyera 3a HEHHOTO U3I'BIIHEHUE U CIIE]T
0J0OpPEHHETO UM OT KOHCYATAaTUBHHUS ChbBET Mo Wwi.13, an.l, ru BHacs 3a mpueMaHe OT OOIIMHCKUS
cbBeT. [Iporpamara e enHa miargopMa 3a KOOPIAWHUPAHM CHBMECTHU JEWCTBHUS Ha BCHYKH
3aMHTEPECOBAHU OT TypU3Ma CTPaHH, 32 YCBOSIBAHE HA TyPUCTUUECKUS TIOTEHIMAI, B CbOTBETCTBUE
c miuaHa 3a pa3Buthe Ha OOmmHa IlneBeH. CoblieBpeMEHHO TS € ChOOpa3eHa C HACTOSIIUTE
TEHJCHIIMM B Pa3BUTUETO HA TypHU3Ma, YCJIOBHATa HAa MKOHOMHMUYECKO DPa3BUTHE Ha CTpaHaTa U
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BB3MOKHOCTUTE 3a KaHAMJIATCTBaHE C MPOEKTH 3a eBpomneiicko ¢uHaHcupane. [Iporpamara 3a
pa3BUTHE HA TypHU3Ma, ClIeBa Ja ObJIe U3ITBbIIHEHA C aKTUBHOTO YYacTHE Ha BCHYKHU 3aHHTEPECOBAHU
OT Pa3BUTUETO Ha TypuU3Ma MHCTUTYLMU B OOIIMHATA — OOIIMHCKA aJMHHHUCTPAIs, OOIIWHCKU
cbBeT, ouznec, HI1O, nppixaBHU CTPYKTYpH, CHEIUATU3UPAHN YUuiInIna u ip. OCHOBHATA pOJIs IPU
peamu3upaHeTo M MOHHUTOPUHTa Ha mporpamara, me € Ha OOIMHCKUS TYPUCTUUYECKU
uHpopmarmonex 1eHTsp, Otaen ,,MJICT”- O6muna [TneBen, KoHcynTaruBHUS CHBET 110 TYpU3bM
C YYacTHETO Ha BCUYKHU 3aWHTEPECOBAHU CTPAaHU U TOOPOBOJIIIH.

I[HEJIN HA ITPOI'PAMATA 3A PASBUTHUE HA TYPU3MA

- TloBumagrane Ha pa3no3HaBaemoctTa Ha OOmmHa [IneBeH karo TypucTUYeCKa ASCTHHAINS

- YBenuuaBaHe o0eMa Ha TyPUCTOIIOTOKA

- Opranuzaius Ha HHHOPMAITMOHHOTO OOCITYKBaHE Ha TYPUCTUTE

- (Cwb3naBaHe Ha YCTOMYMB UMUK

- HMxoHoMH4YeCKHM pacTex 4pe3 PeBHTAIM3UpPaHE HAa CEKTOPHATa KOHKYPEHTOCIHOCOOHOCT U
3a€TOCT

- CobxpaHsBaHe Ha NPHUPOJHOTO M KyATYpHO HaciencTBo Ha OOmumHara 3a Obaemure
[IOKOJICHUS

- TloBumaBaHe mpHBIEKATEIIHOCTTa HA OOIIMS TypUCTUYECKU MPOAyKT Ha OOmIMHaTa upes
OnmaroyctposiBaHe Ha HHPPACTPYKTypaTa 00CIIyKBala Typu3ma, 000oraTsiBaHe Ha KyJATypHHUS
JKHBOT B OOIIIMHATA U U3TPAXKIAHE U TIOAIbPKAHE HA TYPUCTUYCCKH OOCKTH.
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IIporuosua
JleiinocT Cpok OtroBopHa | ¢puHaHCcOBA
OpraHu3anusi | CTOHHOCT
[nB./
ITPUOPUTET 1. Opranusupane Ha CbOMTHSA H MePONPHATHS ¢ MECTHO U
HAIIHOHAJTHO 3HAYeHHe, KOUTO JONPHHACAT 32 PA3BUTHETO HA TYPH3Ma.
1.1 Iemexoauu 00MKOJIKH
[lewexo0nu 06UKoOIKU C8BP3AHU € KYIMYPHOMO U O06uHa
apxumexkmypHo nacieocmeo Ha Iliegen. Henoromgumuo |[Tnesen, I1I'T
L1]e 6v0am cevp3anu ¢ nosnasamenna yen Ha |, A1exo 500 18.
nodpacmeaujomo nokoneuue 6 2p. Ilnegen, kamo we ce KoHncTauTHHOB”
nonzeam exckypsoeoou om I1I'T ,, Anexo
Koncmanmunos .
1.2 ®ectuBan- ,2Maruara Ha ObJrapcKuTE HAPOJAHH
Tpaguuun” Obuuna
Llenma na ghecmusana e 0a cvxpanu, passue u IOHu [Tnesen, [1I'T
npeocmasu mpaouyuoHHume QHopmu Ha 6eKOEHOMO |, AJTeKo
Ovrzapcko (j)mmopuo Hacneocmeo — My3uka, manyu, Koncrantunos”, | 5000 1.
nechu, obuyau u pumyanu. B npoepamama na Pernonanna
ecmusana we 6v0am noxkaneHu 3a yyacmue manHyosu RaHASTYHIiCKa
CbCMasu, ancamonu, neguecku epynu U Xxopoee, 3a Kamapa
npeocmassne Ha 6vaeapcku oopeou u oouuau. Lfe
OvOam nokanenu u 3aHAAMYULCKU amenuema
Decmusanbm HAMA KOHKYPCEH Xapakmep.
1.3 [lok/I0HHMYECKH 110XO0L Typucruuecko
Omoenassane 550 200unu om epvujane mowume Ha Cs. IPYKECTBO Jlo
Hoan Puncku om Tvproseo 6 Punckus manacmup u 10 Om  (Akajemuk- 1 000 5B.
nposedtcoane NOKIOHHUYeCKU newexo0eH noxoo BTVY) Bemnuko
,, Ceemusim nom’”’ npemunasaw npes mepumopusma Ha TsproBo, PUM
Oobwuna Inesen.
1.4 [lpa3nuk Ha rpo3zeTo O0uHa
L]enma na npaznuka e oa ce npecvsdade obuuasn [neBeH,
2po3006ep u da ce 3anasu, Kamo mpaouyus 3a Cenremspy  [HCTHTYT 1O 5000 1.
NOKoJieHusmad. Hpoepmmma HA NpAasHuKa eKnoved 1103apCTBO U
noceujenue na 10306ume macusu Ha Jlozapo sunapckus BHHAPCTBO
uncmumym- 2p. Ilnesen u 6oeama ¢hoaknopna npozpama.
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1.5 IIpasuuk Ha TypH3Ma OOmuna
Twpocecmseno ombensizeane na Mexcoynapoonus den |27 Cenremspu [Inesen, I[II'T 1500 11B.
HA MYpu3Ma conbmemeauy ¢ KOHKype no pomoepaghus L, AJleko
KonctanTuHOB”
1.6 Kpbriia maca ¢ npedcmasumenume na
mypucmuyeckusn opanwi 6 2p. I1nesen, coemecmno ¢ Hoemspn  O6uruna [Tnesen| 1000 ss.
npeocmasumenume Ha KOHCYIMAMUSHUS Cbem 3d
pewiasanemo Ha 6b3HUKHANU NPOOIEMU CEbP3ANU C
mypusma u 0agawe Ha HOBU NPeON0NCeHUs U udeu 3a
azgumue na mypusma 6 Oowuna Inegen npesz 2020 2.
IPUOPUTET 2. IlpomoTHpaHe Ha TypHCTHYeCKa JecTuHALuA ,[l1eBen”
2.1 IIpeusdasane, omnevameane u mupaxcupae Ha
pexnamuu mamepuanu ( bpoutypu, graepu u kamanosu ) Obuwna [liesen,
Maii PUM-IInesen 8 000 8.
2.2 [Ipoexmupane u uspabomeane na cyseHupu ¢ yen Obupna Ilnesen,
npodaicoa ¢ TUL| Peruonanna | 3 000 us.
HoemBpu | samastumiicka
Kamapa
2.3 Vuacmue 6 mypucmuuecku uznosxcenus, busnec cpeuju
c mypucmuueckus 6panw, hopymu u dpyau cvoumus ¢ | Lenoromumno | Obmwna [lieser | 4 000 1B.
cmpanama
PUOPHUTET 3: Opranusupane Ha e)eKTHBHO HH(OPMALHOHHO 00CTyKBaHe
3.1 Cepruduunpane Ha TYPHCTHYECKH 15 000 1.
mHpopmannonen uentsp (THUILL) Jlo xpast Ha (O0uuna [Inesen MuBecTHIIHOH
[pemecmeane na TUL] 6 nooxooawa cepaoa, 2019r. Ha nporpama
Opanoupane, cepmucpuyupane u opyau. Ha O0uuHa
[IneBeH 3a
20191
3.2 U3paboTka HA HHTEPHET CAMT
[looovpoicane na unmepnem caum 6 obracmma Ha Jlo kpas Ha (O6muna [Tnesen| lo 5 000 nB.
mypusma u ompasseane Ha akmyaiu cboumus, 2019 .
cvemosuyu ce na mepumopuama na QObwuna Inesen
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3.3 Iloaabpaxane HA aKTyaJHA HHoOpManus B Typucrtuuecku | Cpezncrsa He
HHTepHeT cTpaHunata Ha O0mmuna [liesen ILIEJIOr0 IUIITHO [MH(OPMALIMOHEH| ce U3UCKBAT
Ilooovpoicane na unmepnem 1uHK 6 oonacmma na LEHTBP

mypusma 6 unmepHem cmpaiuyama Ha 06u;uua IInesen

3.4 [IpoBexiaHe HA NPOYYBAHUS, AHAJIH3H H NPOTHO3H Typucruuecku | Cpezncrsa He
3a pa3BUTHeTO Ha TypHu3Ma B O6mmna IlaeBen LIEJIOr0ANIITHO [MH(POPMALIMOHEH| Ce N3HCKBAT
Edicemeceuno ce npocaedsisam uHouKkamopume Ha LHEHTbP

U3NDIAHEHUeMO 8 MYpU3Ma 3a Omuyumane Ha meHOeHyuume
Ha 6aza nonyvenu OaHHU

IIpuopurer 4: U3rpakaane Ha HOBAa H NMOJIbP KaHe HA CHIIECTBYBAIATA TEXHHYECKA U
TYpUCTHYECKA HHPPACTPYKTYypa

4.1 Ilooopvorcka na cvwyecmeysawama ekonvmexa
, Yepnenxa” u netinama unghopmayuonna u ykazameina Maii O6mwmHa [Inesen| 3 000 nB.
ungppacmpyxmypa
4.2 Ilouucmeane u nooovporcamne, nocmassne na O6muHa
VKazamennu mabenu no neuexooHa Nbmexka 00 Xuxcad Maii IMnesen, T]] 3 000 nB.
,, Cpeopcompyii” L, Kaiibiika

nonuHa”

Oo6ma croiinocr: 40 000 as.

OMHAHCOBO OCUI'YPABAHE HA TTPOI'PAMATA 3A PABBUTUE HA TYPU3MA B
OBIIMHA TUIEBEH ITPE3 2019 1.

A. Cpexactara 3a pa3BUTHE Ha TypU3Ma U peaJU3upaHeTo Ha MPUOPUTETHUTE NEUHOCTH Ce
Habupar oT:

1. CpenctBa, NpeO0CTaBeHU 3a U3ITBbIHEHHUE Ha IEJIEBU MTPOrPaMU U MPOEKTH;

2. Cpencta, cbOMpaHH OT TYPUCTUYECKH JaHBK;

3. JlapeHus 1 MOMOIIH, CPEACTBA O MEXKAYHAPOAHH MTPOTPAMHU U CLIOPA3yMEHHUs, KOTaTo He
€ MpeBUCHO T€ J1a TIOCTBIBAT B IbpxkKaBHUA OropkeT [IpuxoanuTe OT TypUCTUYECKH JaHbBK Ipe3
2018 r. ca B pazmep 39 850,86 nB. [Ipe3 2019 1. ca npeaBuaeHN NPUXOIX OT TO3U JAHBK B pazMep
Ha 40 000 nB.

b. Pa3xonHara yact Ha [Iporpamara 3a pa3BuTre Ha Typu3Ma € B CbOTBETCTBHE ¢ WI.60, an.2
u un.1l, an. 2 or 3akoHa 3a TypusMma. [Ipuxonure OoT TypUCTHYECKH JaHBK CE pa3xo[BaT caMo 3a
MEPOIPUITHS T10:

1. Wsrpaxnane u mnomgbpkaHe Ha HH(QpacTpykTypara, oOCIyKBalla TypH3Ma Ha
TEPUTOPUATA HA OOIIMHATA, BKIIOUUTEIIHO MECTHUTE IIBTHUINA A0 TYPUCTHYECKH OOEKTH;
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2. Wsrpaxnane u (yHKIMOHHpPAHE Ha TYPHUCTUYCCKH HWH(POPMAIIMOHHU IICHTPOBE H
opranmu3anys Ha UHHOPMAIMOHHOTO 00CTyKBaHE HA TYPUCTHTE;

3. Usrpaknane v moaabprkaHe Ha TYPUCTHICCKH OOEKTH, KOUTO ¢a OOLIUHCKA COOCTBEHOCT
WJIH 32 KOMTO TIPaBOTO 32 TOJI3BaHE U YIIPABICHUE € MIPEIOCTAaBEHO HA OOIIMHATA;

4. OpraHu3upaHe Ha CHOUTHS ¥ MEPONPHUATHS C MECTHO M HAIlMOHAIHO 3HAYCHHE, KOHMTO
JOTIPUHACHT 32 PA3BUTHETO HA TYPU3Ma;

5. TlpoBekiaHe Ha TMPOYYBAHMS, aHAIM3M W IMPOTHO3W 3a PA3BUTHETO HA TypH3Ma B
oO0IIMHara;

6. Peximama Ha TYpUCTHYECKHS NPOAYKT Ha OOIIMHATA, BKJIIOYUTEIHO YyYacTHE Ha
TYPUCTHYECKH OOPCU U M3IT0KCHUS;

7. B3auMoielicTBHE U WICHCTBO Ha OONIMHATA B TYPUCTHYECKH CAPYKECHUSA M B ChOTBETHATA
OpTraHM3aIys 3a YIPaBJICHUE HA TYPUCTUICCKHUS PAioOH;

8. IlomoOpsiBaHE KaY€CTBOTO HA YCIYTUTE, TPEUIaraHu B OOLTMHCKHUTE TYPUCTHYECKHA OOCKTH

3AKJ/IFOYEHUE

W3nbnnenuero Ha llporpamara 3a pasButue Ha Typusma 3a 2019 romuna, me nazae
BBb3MO)KHOCT 3a Ch3/1aBaHE U PA3BUTHE Ha KOHKYPEHTOCIIOCOOEH TYPUCTUYECKH MPOAYKT, CIIOCOOEH
B MakCruMajiHa CTCICH Ja YAOBJICTBOPH HYXIUTC HA TYPUCTHUTC U HACCICHUCTO Ha 06HII/IHaTa u aa
CTUMYJIMPA U3TPaXIaHETO Ha MOJI30TBOPHH OOIIECTBEHO-YaCTHU MAPTHHOPCTBA C OPraHU3ALUHN OT
TYPUCTUYICCKUA 6paH111 OCHOBHO MSCTO 3aeMa U PEKiIaMara U MpOMOTHPAHETO HA TYPUCTUYCCKUTE
00EKTH M Ipe[ylaraHe B Hamus peruoH. OuakBaH pe3yaTar oT u3lbjiHeHHeTo Ha Ilporpamara 3a
pa3Butie Ha Typusma npe3 2019 roamna me e mosunumonupaHero Ha OOmwmHa [lneBeH, kxaro
aTpakTHBHA JI€CTUHALUA ChC COOCTBEH OOJMK M OOrato KyJlTypHO-UCTOPUYECKO HACIIEACTBO.
[Iporpamara 3a pazsutue Ha Typusma B O6mmHa [1nesen 3a 2019 1. € OTBOpEH u Ir'bBKaB JOKYMEHT,
MOJUIEXKAIl Ha IPOMSHA, JONBJIBAHE W YCHBBPLIEHCTBAHE, B OTIOBOP HAa BB3HMKHAIM HOBHU
HOTp€6HOCTI/I U B CbOTBETCTBUC C NPOMCHANIUTE CC YCIOBHA, HOPpMAaTHBHA 0a3a U MKOHOMHYECKa

cpena.

3AKVIIOYEHHUE

Pa3paboTBaneTo u nmpugaraHeTo Ha CbBpEMEHHA U yCTOMUMBA TypUCTUYECKATa MOJUTHKA €
M3KJIIOYUTENTHO BaYKHO 3a BCSAKA €HA TypUCTHUYECKa AecTHHauus B yacTHocT OOmuHa [lnesen. B
Ta3| Bpb3Ka B 3aKJIIOUEHUE Ha U3JIOKEHaTa /10 TYK HH(pOpMaIus 11e ce MPEACTaBsAT HIKOU OCHOBHU
acleKTH OT Mporpamara 3a pa3BUTHE Ha Typu3Ma B oOmumHa mieseH 3a 2023r. [1o oTHomeHue Ha
CpbutusTa ¢ PErMOHANHO M HAIMOHAIHO 3HAYEHHUE, € IUIAHMPAHO MPOBEXJAaHETO Ha BuHapcko
n3JI0keHue ,,CTopro3us’” Npe3 M. CENTEMBPHU € y4aCTUETO Ha BUHONIPOM3BOAUTENM OT [lneBeHckus
pernoH u CeBepo3ananHa bearapus. B pamkure Ha HM3JI0)KEHUETO C€ MPENBHXKIA /1a CE MPOBENE
Hanmonanna cpemia Ha cepTU(QUIMPaHUTE TYPUCTUYECKH LIEHTPOBE B CTpaHara Ha Tema ,,/{o0pu
MPAaKTUKU U MpobiemMu B paboTaTa Ha TypUCTHYECKUTE MH(OpPMAlMOHHU IIeHTpoBe” U PeBio Ha
ObJIrapcKku HallMOHAJIHU KOCTIOMHU OT (oHAa Ha Pernonannus ucropuuyecku myseil. Ocrananure
chOUTHA ca MeXIyHapOoAHUST (ecTUBANI M0 MapuMOa U yIapHU UHCTPYMEHTH, MexXTyHapOIHUAT
ECEH [I)xa3 @ecr, orOens3BaHeTo Ha MexayHapoaHUs JIeH Ha Typu3Ma — 27 CenTeMBpH.

[To oTHOmIEHHME Ha pekiiaMHaTa JIEHHOCT ce MpeaBMKJa W3JaBaHe Ha HH(OPMAIMOHHU
TUIUISIHYA, PEKIaMHHM MaTepUaid 3a MPUPOIHUTE 3a0eNIeKUTETHOCTH, PEKJIaMHH KJIMIIOBE 3a Haii-
BOXHHUTE TIUIEBEHCKH 3a0€NeXUTETHOCTH, HW3pabOTBaHE HA CYBEHMPHM 3a Mara3uHa Ha
Typuctudeckus neHTsp. UYneHosere Ha CbBeTa Osixa €AMHOAYIIHH, Y€ TpsAOBa J1a ce 3aBUILHU cymara
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3a y4acTus B TypUCTHUECKU OopcH, uznokeHus u popymu ot 2000 Ha 15 000 nB., KakTO M Cymara

3a pa3paboTKa W MOJATOTOBKA 3a Ie4yar Ha TypuUCTHYECKH MhTEBOAUTEN Ha oOmmHa IlieBeH
(Actualno.com, 2023)

B 00001eH1e Ha BCHYKO MTPEICTABEHO ¢ OCHOBAHUE MOXKE JIa CE TBBPJIU, Y€ PEATU3HUPAHETO
1 OCBIICCTBABAHETO Ha 3aJI0KEHATa TYPUCTHYECKA ITOJIMTHKA 32 pa3BuTue Ha OOmmHa [TeBeH nma
BB3MOXKHOCTTA JIa IIOCTUTHE HAI[MOHAIHA U MEXTyHApOIHA pa3llo3HaBaeMOCT Ha oOmmHa [lneBen
KaTo TYPUCTHYECKA JCCTUHALMS. 3aJeTHAIMTE MEPKHU 32 U3IIBJIHCHHE IIIe UMaT Bb3MOXKHOCTTA 32
yYBEJIMUYABAHE HA PEATTHUTE U MOTCHIIMATHYN TYPUCTH, KAKTO U MPOQPECHOHATTHO MOMYISIpU3UpaHe HA
MPUPOTHUTE U AaHTPOIIOTCHHH PECYPCH ¢ KOUTO paszmoiiara odmmHara. ChIIo Taka MOJUTHUKATA 32
Typu3Ma uMa 3a 1ell 1a 00cayBa HHPOPMAITMOHHO TYPUCTHUTE, JIa OTla3Ba, ChXPaHIBa U MPEICTABS
Hal-e(PEKTUBHO KYJITYpPHOTO-UCTOPUIECCKOTO U MPUPOIHOTO HACIICACTBO Ha bhirapus u B 4acTHOCT
O6muna [1nesen.
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ROLE AND IMPORTANCE OF MOUNTAIN GUIDES FOR THE DEVELOPMENT OF
TOURISM

Margarita Misheva

Abstract

The article focuses on the important issues regarding the sustainable development of
mountain of mountain tourism with the help of mountain guides. Their role and importance in the
process of protecting the environment and tourist resources is monitored. Special attention is paid
to the mountain guide profession and its importance for the development of mountain tourism. The
exploitation of mountain tourism resources has been going on at a rapid pace in recent years, and
this is mainly due to the increased interest of tourists in winter sports, which is a reflection of the
trends in world tourism. In the European Union, mountain tourism brings between 15 and 30 billion
euros and its development is a priority in all regions of the continent, including Bulgaria.

IMountain guides, mountain tourism, sustainability, development

JEL: L83

Introduction

Travel to mountain ecosystems is increasing at a rapid pace, as growing numbers of tourists
are attracted to the clean air, unique landscapes and wildlife, scenic beauty, culture, history, and
recreational opportunities that mountain destinations offer. Yet, while this growth provides
important benefits to local communities and national economies, the very popularity of mountain
areas also poses a potential threat to the health of their natural and cultural resources. Mountains,
which make up nearly a quarter of all land area on Earth and are home to at least 12 percent of the
world’s human population, contain a wide variety of habitats, many of which have extremely high
levels of unique and rich biodiversity. Poorly planned and implemented tours and tourist activities
can have a serious impact on these often fragile ecosystems, as well as on the communities that
inhabit mountain regions. Mountain-based tour operators can have considerable influence in
minimizing negative impacts and promoting positive impacts by adopting good environmental and
social practices in their tour operations. Responsible practices can help increase the quality of visitor
experiences and maintain the viability of tourism businesses by protecting the biodiversity,
preserving the habitats and landscapes and supporting the communities that visitors are coming to
see.

92
Department “Economics of Tourism”, University of National and World Economy
Online library https://tourism-unwe.com/



https://departments.unwe.bg/tourism
https://www.unwe.bg/bg/
https://tourism-unwe.com/
https://scholar.google.com/citations?hl=bg&user=Jnxwg0QAAAAJ

Journal of Tourism, Policy and Business (JTPB)

Volume 1, August 2024, Issue 1, ISSN 3033-0971

Adopting good practices can help operators develop a positive reputation and recognition as
a responsible operator among tourists who are increasingly showing a preference for sustainable
products and suppliers who demonstrate good social and environmental practices. Good practices
can also contribute to positive relationships with suppliers, staff and local communities, who are
more likely to support operators that are conserving local environments, contributing to the well-
being of local communities and ensuring that mountain ecosystems are conserved for future
generations. Mountain guides may significantly impact attracting tourists and developing the tourism
sector through the role and characteristics they played and practice during their tours (Charters &
Saxon, 2007, p 6).

Development of mountain tourism

Global sustainable development depends on mountain resources. Mountains cover 27% of
the earth’s land area. About 1.2 billion people or 17% of the world’s population live in mountains
or on their fringes. Mountains provide 60—-80% of the world’s freshwater resources for drinking, for
lowland irrigation vital to food security, for industry, and for hydropower, the most important source
of green energy, contributing 20% of global electricity generation. In drier areas, such as the Middle
East, Central Asia, South Asia, and parts of Western North America, virtually all freshwater — 80—
100% — comes from mountains. Mountains also supply important minerals and the genetic resources
of major food crops. 17 of the 34 global biodiversity hotspots

are in mountains. One third of all protected areas are in mountains; many of the world’s
largest cities including New York, Jakarta, Tokyo, Mumbai, Nairobi, Mexico City, and Bogota rely
on such areas for their water supply. In an increasingly urbanised world, mountains are major
destinations for recreation and tourism. Tourism is also an increasingly important source of growth
and employment in many mountain areas of developing countries ((Programme Des Nations Unies
Pour L'environnement. Service Economie Et Commerce et al., 2007).

The development of tourism in the various regions and destinations is heterogeneous. The
availability of data on the sector in mountain areas is generally scarce, which poses many challenges
in benchmarking destinations and opens opportunities for further research on tourism development,
demand and impact in mountain regions.

The Alps are among the most frequently visited mountain regions in Europe. The total
volume of tourists in the Alpine regions of Europe cannot be accurately measured, mainly due to
national differences in the definition of tourist accommodation, but an estimate is that an average of
120 million people visited the region annually before the COVID-19 pandemic. The Alps have more
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than 600 ski resorts and 10 000 ski-lifts, with 85 percent of alpine skiing concentrated in France,
Switzerland, Austria and Italy. The Rhone-Alps region in France recorded 51.5 million total
overnight stays in 2019. In Slovenia, in 2019, the highest number of overnight stays was recorded in
mountain resorts — around 4.6 million. Other important European mountain ranges include the
Pyrenees (Spain, France and Andorra), the Dinaric Arc (along all the western Balkan countries), and
the Caucasus Mountains spanning Europe and Asia (Armenia, Azerbaijan, Georgia, Iran, the Russian
Federation and Turkey). Principal mountain chains and tourist destinations European Alps (Central
Europe), Caucasus Mountains, Dinaric Arc, Kjolen Mountain (Norway), Pyrenees Taurus
Mountains (Turkey), Ural Mountains (the Russian Federation). Example of a mountain tourism
destination Zermatt is one of Europe’s best known mountain resorts. Located in Switzerland, it
commands an iconic position at the foot of the mighty Matterhorn, an ever present snowy pyramid
on the skyline. Between November 2018 and October 2019 the Zermatt-Matterhorn destination, in
Switzerland, attracted 2.3 million overnight bookings (Mountain Tourism — towards a More
Sustainable Path, 2021).

Mountain tourism is second in popularity after sea tourism, contributing more than 15% to
total tourism revenue worldwide. It is often associated primarily with winter and skiing activities,
but it includes a number of other opportunities for activities and recreation.

About 30% of the territory of Bulgaria is occupied by mountains, which are more
concentrated in the southwestern part, but practically from any point in the country you can reach a
mountain in less than an hour. The longest mountain range (Stara planina - Balkan) and the highest
massif of the Balkans (Rila) are located on the territory of Bulgaria. The altitude of the mountains
varies from 600 to 2925 m. Gentle slopes alternate with high peaks, deep chasms, picturesque river
valleys and majestic gorges. Caves, rock phenomena and waterfalls attract many tourists. The
climate is healthy — moderately cool in summer and moderately cold in winter, with plenty of sun
and prolonged snow cover on the high mountains. The Rila, Pirin, Rhodope, Vitosha and Stara
planina mountains offer comfortable slopes and facilities for ski tourism and winter sports.

The duration of the ski season in mountain resorts is up to 190 days. During the summer
season, the mountains offer a variety of opportunities for active tourism and recreation. Tourists can
diversify their stay with programs for hiking, cycling and horseback riding, hang-gliding and
paragliding, parachuting, water sports, rock climbing, caving, orienteering competitions, scout
camps, etc. (Malchev & Sotirov, 2015). Mass mountain resorts attract a large number of foreign
tourists, but many Bulgarian guests often prefer a mountain destination not only in winter, but also
in summer, as well as for weekend relaxation. Thus, they turn out to be an important segment for
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reducing seasonality and stimulating the smaller settlements and resorts located in the Bulgarian
mountains.

Mountain tourism in Bulgaria includes several main types of tourism: stationary recreation,
hiking, adventure tourism and winter sports, often combined with elements of business, spa, cultural,
educational and even hunting tourism. Usually, the emphasis is placed on mass inbound tourism,
which is mainly related to skiing and winter sports, and is concentrated in the large mountain resorts
of Bansko, Pamporovo, Borovets. But more and more attention is being paid to domestic tourism,
as well as to the opportunities for recreation in the mountains outside the ski season. Most mountain
towns have designated recreation areas and established eco-paths. All this, combined with the
presence of mineral springs and a suitable climate, provides opportunities for diversification and
development of mountain tourism away from the usual mass segment. Balneotherapy, climate
therapy, adventure tourism, as well as the more unconventional cave tourism, rafting, cycling, horse
riding, etc. are gaining more and more popularity (Ivanova & Nacheva, 2020).

Mountain tourism in Bulgaria is currently developed in 5 mountain climate resorts of national
importance, in 50 climate sea resorts of local importance, as well as in over 100 settlements without
official resort status. The tourist centers are mainly villages and small towns with a population of
500 to 10,000 people, located at an altitude between 400 and 100 m. Mountain resorts outside the
urbanized areas are concentrated in the Rhodopes, Rila and Pirin. Most are at an altitude of 1100 to
1400 m. Only 6 are located at an altitude of over 1600 m. This feature of the spatial distribution of
tourist centers, on the one hand, limits the opportunities for the development of winter sports, and
on the other - creates prerequisites for the successful combination of mountain tourism with cultural,
educational and spa tourism as well as a wider distribution of the possible benefits for the local
population through the use of various tourist resources in the mountain villages (National Strategy
for Sustainable Development of Tourism in the Republic of Bulgaria, 2014-2030, p. 51).

Bulgaria is the first European country that, with the support of the American Agency for
International Development, developed a National Strategy for Sustainable Tourism (2003) and
financed pilot projects for the development of nature-based and sustainable tourism in protected
areas. In this sense, the sustainable development of mountain tourism represents the organization of
a specialized type of tourism that fully complies with the current and future economic, social and
ecological impacts on the mountain environment in Bulgaria and is mainly aimed at meeting the
needs of tourists and the impact they have and those offering accommodation in mountainous areas,

have an impact on the environment and the host communities. The possibilities for the development
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of sustainable mountain tourism and successful management practices related to it are applicable to

all forms of tourism, and in all types of mountain destinations in Bulgaria (Slavova, 2017).

The mountain guide profession and its role in the development of tourism

The two professions, namely that of mountain guide and that of mountain leader, are both
concerned with accompanying tourists in mountainous regions. They are differentiated, however, by
their clientele, the different types of terrain that are used and the techniques employed to advance in
these terrains, as well as by their history and organization. The prerogatives attributed to mountain
guides vary as much as the different terrains where they work. For the persons holding these rights
they are able to: 1. Lead and accompany people on mountain excursions or climbs on snowy, rocky,
icy or mixed terrains for ski touring, and provide technical instruction; 2. Accompany people in
canyons (both vertical and aquatic), where special equipment is required, and instruct them in
appropriate techniques. In Switzerland, for example, such guides obtain a Federal Diploma of High
Mountain Guide whereas in France this qualification is known as a State Diploma in Mountaineering
and High Mountain Guide. Regarding the mountain leaders, they have the role of explaining the
mountainous environment and its different milieus. They are professionals whose main aim is to
allow the discovery of the natural, human and heritage elements of mountainous areas and to manage
the itinerary, the impacts of visitors, the group and their safety. In France, leaders were originally
restricted to working below 1500 m, but this is no longer the case, and in both countries, they are not
allowed to accompany people on difficult terrains necessitating the use of special equipment such as
ice axes or ropes or other mountaineering techniques. In Switzerland this corresponds with the
qualification of a Federal Diploma of Mountain Leader and in France with that of a State Diploma
as a Leader for mid-altitude mountainous regions.

These two professions “have achieved cross-border recognition of their professional awards”
with the creation of international unions or associations (IFMGA, International Federation of
Mountain Guides Associations and UILMA (Union of International Mountain Leaders Associations)
which maintain professional standards and provide appropriate training and assessments (Clivaz &
Langenbach, 2020, p.2).

The activity related to mountain climbing or alpinism is also of interest. In order to ensure
environmentally sustainable climbing, it is crucial for climbers to recognize that their form of
recreation can have damaging consequences for rock biotopes, and also to be aware of how they can
minimise this damage. In order to disseminate this knowledge among climbers, all means of
communication should be employed: modern media such as the internet, climbing magazines,
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information booklets, and leaflets, but also climbing guidebooks and maps. It is also absolutely
essential that alpine environmental education be included in courses for trainers and mountain guides
in view of their role in expanding the number of climbers. Another important area is training courses
organized by the climbing associations to demonstrate how to climb in a way that does not damage
the natural environment (Hanemann, 2000, p. 129). In addition, it is possible that the income from
hiring a mountain guide who works for the local government is mainly invested in maintaining the
infrastructure on the mountain and building new trails and facilities.

The International Commission for the Protection of the Alpine Regions (CIPRA: since 1990,
the International Commission for the Protection of the Alps), was founded in 1952. CIPRA has 80
member associations, including mountaineering, nature conservation and environmental
associations. It has observer status in the Council of Europe and at the Alpine Conference, which is
responsible for the Alpine Convention. CIPRA considers mountaineers and mountain guides, past
and present, as a key group for the preservation of the natural and cultural heritage of the mountain
areas, to be included as active partners in Alpine-related nature conservation policy. CIPRA attempts
a balanced combination of the following three strategies in order to minimise the effects of

recreational sports on nature:

o appeal strategy using information and education;
o convention strategy using voluntary agreements between all parties involved,;
o restriction strategy using generally binding regulations.

The World Mountaineering and Climbing Federation (UIAA: Union Internationale des
Associations d'Alpinisme) is the international umbrella organisation for all mountaineering
organisations. It was founded in 1932 and today includes over 80 member organisations from 60
countries. UIAA sees a solution in a process of integration - where mountaineers actively contribute
to the conservation of the mountain areas and support the local population. This includes, for
example, supporting agreements for the conservation of the mountain environment, where these take
into account the mountaineering interests, as well as the integration of environmental education into
training programmes for mountain guides and trainers (UIAA, 1997), (Hanemann, 2000, pp. 91-92).

The first organized tourist trips in Bulgaria date back to 1895. Along with the development
of mountaineering and alpinism, courses for mountain guides began to be held in Bulgaria. In 1990,
a group of mountaineers founded the first adventure tourism agency, marking the beginning of
modern mountain guiding. In 1997, the association of mountain guides in Bulgaria "Mountains and
People™ was founded ("Mountains and people - association of mountain guides in Bulgaria",

https://planini.eu/). It is a voluntary association with an ideal purpose, uniting individuals and legal
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entities, emotionally and professionally connected to the mountains, with common professional and
hobby interests regarding the development of mountain culture, and of knowledge, sensitivity and
care for the nature of the mountains and for the local communities that inhabit them.

The main goal of the association is to turn the mountain guide profession into a recognizable,
socially useful, respected and desired profession. Through the professional growth of its members
and their example, the Association promotes the development of sustainable and responsible
mountain and adventure tourism, as well as the practice of sports in nature, as well as helps to
increase the environmental culture in the mountains. Assists and participates in working groups for
the construction and improvement of infrastructure, marking in the mountains and climbing sites for
safety purposes. The association works for public recognition and understanding of mountain
guiding as a protected profession. Among the main goals of the Association is to be in favor of
mountaineering culture, as part of the culture in tourism, to create adequate expectations among
users, as well as to develop active international activity, representing its members and Bulgaria in
UIMLA - the International Union of Mountaineering Associations mountain guides (International
Mountain Leaders).

The association carries out its activities in cooperation with related institutions and
organizations working for the protection of mountains and the development of mountain tourism and
specialized infrastructure, such as mountain markings, huts, etc.

In addition, the Association:

o Conducts training seminars on "Maintaining Professional Competence"
according to the international standard of UIMLA to update and modernize the knowledge
and professional skills of its members;

o Works on the legal framework of the profession and in favor of solving
problems before its practice;

o Engages the institutions with events and cases representing illegal practice of

the profession;

o Maintains an up-to-date "Ethical Charter of the Mountain Guide", adopted in
2019;

o Supports events related to mountaineering culture in Bulgaria;

o Performs consulting activities;

o Holds meetings with institutions - Ministry of Tourism, Ministry of

Environment and Water, Ministry of Regional Development and Public Works, etc.
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Since 2003, the "Mountain guide” profession has been legally regulated by means of the
Ordinance on the education, practical training and professional qualification necessary to acquire the
legal capacity to exercise the "Mountain guide” profession (Ministry of Tourism,
https://www.tourism.government.bg/sites/tourism.government.bg/files/documents/2019-
06/naredba_3 2016 _za_ planisnki_vodachi_izm.dop_.11.06.2019.pdf).

In Bulgaria, the profession is represented in two levels. The first level is a guide
accompanying tourists in the summer on hiking trips, and in the winter on snowshoeing trips, with
the option of guiding trips with a mountain bike or ski tours. The second level is for an alpine guide,
who has the right to guide tourists and groups on alpine and climbing routes in the mountains of the
country using the relevant skis, alpine equipment and equipment according to the acquired
specialization. All mountain guides are registered in the National Tourist Register of Tour Guides
and Mountain Guides. Terms like "companion” and "leader" are not accepted in Bulgaria. It is
important to note that, according to experts in the field, the next big challenge will be the
documentation and training training of the professional hut owners - owners who will turn the huts
into an attractive place. The idea is to prepare a training program that will stimulate people to adopt
the hut as their profession, as a preferred and well-paid one. In this sense, the hut must meet many
criteria to be able to react in different situations and, if necessary, even act as a mountain rescuer,
because without provided accommodation, mountain tourism cannot be practiced.

In 2018, following the example of the most famous associations of mountain guides in
Europe, the Association "Mountains and People™ also adopted an Ethical Charter of the mountain
guide. Actively working Bulgarian mountain guides are members of the two above-mentioned
organizations - IFMGA and UIMLA.

At the moment, there are over 250 mountain guides who have gone through the specialized
courses and have graduated. The Association "Mountains and People™ has over 120 professional
mountain guides as members, ready to professionally guide groups in the mountains throughout the
year, bearing the relevant responsibilities for this. According to the members of the Association, the
mountain guide is the tour guide in the nature museum. Big part of guiding is based on sharing the
mountain, which turns mountain guides into mediators between people and the mountain
environment. Mountain guides are the ambassadors of the mountain. They must not only ensure the
life and health of tourists, but also provide them with an enriching experience, open their eyes to the
beautiful and create culture (Bulgaria, Adventure tourism, https://bulgariatravel.org/wp-
content/uploads/2021/04/BG-
D0%9F%D1%80%D0%B8%D0%BA%D0%BB%D1%8E%D1%87%D0%B5%D0%BD%D1%81
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%D0%BA%D0%B8%D1%82%D1%83%D1%80%D0%B8%D0%B7%D1%8A%D0%BC-web-

compressed.pdf)

In a study Long, Thierry & Bazin, Damien & Massiera, Bernard (2012) analysed mountain
guides’ representations of environmental responsibility and explored the paradox that these
professionals face: using nature as a source of income while trying to preserve it. Until recently,
studies of outdoor activities have mainly considered the ecological and socioeconomic impact of
these activities, with the goal being to understand tourism and suggest its harmonious development
in different parts of the world (Bourdeau, Corneloup & Mao, 2002; Buckley, 2002, cited in Long et
al., 2012). They have been conducted by economists for the most part, as have most works on
sustainable development. In general, the various professionals are questioned about their
organizations and relationships with other entities of the sporting structure (federations, committees,
etc) and economic partners (transportation, tourist accommodations, and so on, as shown by Bessy
and Naria, 2004, cited in Long et al., 2012).

Most studies (Mounet, 2007, cited in Long et al., 2012) have assumed that outdoor activities
contribute to the sustainable development of an area; some, however, have highlighted the negative
ecological impact of these activities. Very few have focused on professional outdoor instructors and
their ethical problems. Yet these front-line actors are most concerned by the contradictions in
outdoor activities and their potential self-destruction. The results of study showed that mountain
guides have a very sensitive and contemplative approach to moral aspects of our relationship with
nature, which they try to transmit to their clients. They believe that this is a way to educate people
about sustainable development, but this term emerged as quite vague for them, and they expressed
the opinion that it might hide other concerns, such as to make translating it into moral conduct a
difficult matter and to compromise their identity as moral actors (Long et al., 2012).

Mountain guides can play an important role in the development of mountain communities in
high mountain areas, by training local forest workers, micro-entrepreneurs and their families on the
possibilities of mountain tourism development based on bio-cultural diversity, hospitality and
environmental management and protection . In this way, the development of new eco-trails,
panoramic, adventure sites and activities can be stimulated in the forest buffer zones in order to
attract tourists and provide alternative sources of income. Mountain guides can also actively
participate in the development of a national strategy for the development and maintenance of the
network of hiking and mountain biking routes in Bulgaria, which will deal with their classification,
their inclusion in a public register, part of the National Tourist Register and the placement them on
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the forestry maps. Mountain guides can also be involved in the development of a national cycling
network with cycle routes from European, national, regional and local level.

Sustainable mountain tourism is important for the behavior of tourists and the tourism
business towards the natural and cultural wealth of Bulgaria. It is the main source of income for a
large part of the small mountain entrepreneurs offering accommodation and welcoming small tourist
groups. That is why its development must be embedded not only in European, but also in national
and regional policies.

Conclusion

In conclusion, we can note a few important points:

o Mountain tourism is attracting increasing interest as a form of recreation among
tourists who are looking for a personalized experience and individual treatment. To meet
these expectations, the tourism product must be not only high quality and diverse, but also
safe and authentic, which can only be provided by mountain professionals.

o The mountain guide profession will be increasingly sought after and valued in the
future as an essential component of mountain tourism packages related to accommodation,
climbing, orienteering, etc.

o Mountain guides can and should be part of the development of sustainable tourism in
the mountains. The use of their knowledge and experience will contribute to proper planning
and management of mountain areas and use of their tourist resources.

o The role and importance of professional mountain guides can be found not only in an
economic aspect, but also in a socio-cultural one, turning them into mediators between man

and the mountain environment.
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PERSONALIZED SERVICES AS A TOOL OF ACHIEVING LONG-TERM BUSINESS
DEVELOPMENT OF TOUR OPERATORS AND TRAVEL AGENCIES

Svetla Tagareva

Abstract

The topic of this research is dictated to the growing need of personalized services provided to clients
of tour operator and travel agency companies. Setting long-term goals is key to improving the
tourism business as a whole. Often companies focus on financial, marketing and operational
indicators. In recent years, another whole long-term business development with a focus on
personalization of services has been discovered among them. Practice shows that the work of tour
operator and agency companies is often taken as a consulting activity, clients try to deal with them
personally, empathy, understanding and accurate identification of their needs. Successful
communication is provided at the heart of each customer's long-term relationship with their chosen
travel company. As part of customer relationship management, personalized service is essential for
long-term business development.

Keywords
Tour operator, travel agent, tourism, personalization, services

1. INTRODUCTION

The object of the research is tour operators and travel companies. The subject is the personalized
services provided by them. For the purposes of the present article , a survey was conducted for
obtaining main framework for future researches in this filed. The main goal is to reveal the main
guidelines to the successful implementation of the personalized service and to apply it to the long-
term business development of the travel companies. The methodological framework is based on
questionnaire survey, an analysis of results, induction and deduction, comparative analysis,
theoretical framework. The main thesis of the research is based on the statement that the personalized
services have significant impact on business development of travel companies. In the era of digital
technologies, more and more professionals from the tourism sector are interested in adaptive models
for business development of tour operator and agency companies. The business development vision
of each company depends on its size, type, priorities, competitive advantage and other factors, but
mostly on the company's customers. The topic of personalized service has been relevant for more
than 10 years, and this is most clearly seen in hotels and airlines, but tour operators and agents remain
out of focus. Service customization is individual to each organization, but it can be achieved through
digitization, personal interaction, or a combination of the two. In this report, the focus will be on the
personal employee-customer interaction.

2. CRM, VCRM AND PERSONALIZATION (literature review)
In the scientific literature, there are many definitions of what CRM is, such as this given by Dohnal
(Dohnal 2002) - customer relationship management includes employees, company processes and
IS/ICT technology with the main goal to maximize customer loyalty and thus company profitability.
It is a part of company strategy, which makes it a part of company culture. According some authors
(Idzikowski, Kuryto, Cyganiuk, Ryczko 2019), CRM is the entire philosophy that combines a
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marketing concept with a business strategy on how to effectively manage customer relationships.
The centre and also the object of interest is the client and their needs, including its safety in
relationship with a company. Storback and Lehtinen (2002) concluded that the goal of customer
relationship management is not to be close to a customer but to live with him. These nuances of show
how CRM evolves with users, their growing needs and wants, and takes on new meaning with each
passing year. It is important to note that as a result of this "growth" of the client, in recent years a
new terminology has entered, namely VCRM or Value Customer Relationship Management or CRM
that leads to the foreground the communication with key customers. In the publication Customer
relationship Management Theory and Principales M.Heczkova and M. Stoklasa, explain VCRM very
clearly, based on the research of these systems made by Matusinska. These systems mainly prioritize
the swiftness of processing questions (speed), detailed knowledge of the customer (access to data),
immediate solution of problems (one-and-done), personalization (customized contacts), no waiting
for assistance (direct help), functioning 24 hours a day, 7 days in a week (all time), complex ways of
sales (multi-channel-strategy), direct contact with a customer (one-to-one), single contact person
(one-touch-point) and other. The author of the present study assumes that it is on these basic
principles derived in VCRM that the basis of the personalized service is built.

Moving from theory to practice was seen that different operators in the business personalize their
users' experience in different ways. Each hotel can personalize the stay of the guests, starting from
compliments in the room, loyalty programs and discounts, author's menus, decoration to personal
gifts for regular guests. The customization of services can also be viewed on a global scale, for
example at the destination level, since in a publication M. Ianeva explains that the tourist destination
is the connection between all components of the industry, their maintenance and operation, is a
complex and specific element of the tourist industry and the subject of much research worldwide
(Ianeva, Bazmadzhieva 2022). However, this aspect of personalized service at the destination level
will not be addressed in the present study.

In the tour operator sector, personalization is mostly related to the human factor and the tour
operator/agent-client interaction. In contrast to the hotel business, where the customer receives and
evaluates his service at the place of realization of the night, in the tour operator business, the
customer primarily evaluates the work of the tour operator/agent serving him according to predefined
criteria. The service received by the tour operator is not "static" because travelers wish to visit
different places, have different experiences, change the way they express themselves through travel
and even change their travel patterns. They value service delivery time, its quality, price,
communication method, speed of response, alternative options, etc.

In this context, the personalization of services is at the heart of building loyalty programs, but also
in the strategy for the long-term business development of each company. According author’s opinion,
personalization can be achieved through:

- Digitization and personalization
- Relationships and personalization

Digitization in the travel business is a term that describes the overall process of using digital
technologies, such as the Internet, mobile applications, databases to transform, automate and
streamline all activities. It includes the integration of other systems, people, processes, and
technology to improve customer service, employee efficiency, time management, product and
service delivery. For the purpose of personalized service, data analysis is essential. This process helps
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analyze the large volumes of data collected from customers, which is then used to identify trends
and develop business strategy to improve customer service. The creation of online platforms for
selling single travel services or packages is also an important part of business digitalization. On the
other side of the digital space sit the real, living interaction and interpersonal relations. An interesting
fact is that since the Covid 19 pandemic, digital technologies have gained a lot of popularity, and
currently the trend is a return to personal interaction with agents in one way or another. It is important
to note here that this interaction does not have to be face-to-face, in the company's office like
traditional way. This personal contact can be achieved through digitality such as the use of various
communication applications, video calls, etc.

These two main pillars of customer curve customization are distinct but fully compatible. There is
no unequivocal opinion as to which is more important, because each user evaluates according to his
own understanding of personal treatment.

3. DIGITALIZATION, RELATIONSHIPS AND PERSONALIZATION (methodology)
Regarding the tourism industry, the development of technology and the internet have been an asset.
The adoption of information and communication technologies has led to changes in the way of
communication with the individual or institutional clients and enables the adoption of innovative
business models and electronic sales channels of tourism products?®. (a model adapted by the author,
based on those studied, including criteria by which the analysis and evaluation will be carried out,
which are detailed in the survey questionnaire. the listed criteria are as follows):

Web site design is still key to building a reputation and increasing business recognition. As the
number of commercial sites increases, users become increasingly demanding of their appearance
and functionality. Online visitors have different interests, desires and motivations. Website
customization is the process of changing content in real time. The page is then updated dynamically,
selecting appropriate products for the user based on the collected data. Apart from the obvious
advantages, the disadvantages of this type of personalized service should not be forgotten, namely
the collection of data/cookies, unsolicited commercial messages, etc. Managing service
personalization in a digital environment is a topic that will not be covered in depth in this report.

Artificial intelligence technology that will be able to analyze vast amounts of data about individual
users and enable personalized recommendations and experiences will develop at a rapid pace in the
coming decades. Predictions indicate that personalized Al solutions will refer to the development of
technologies specifically tailored to the needs of individual tourism businesses. In this regard, the
first steps are already in place, through the use of chatbots. Having recognized the incredible efficacy,
versatility and potential of chatbots, many major enterprises have found ways to integrate the
technology into their own customer experience systems>*. The word “chatbot” consists of the terms
“chat” and “robot”. Originally, the term chatbot was used for a computer program, which simulates
human language with the aid of a text-based dialogue system. Chatbots contain a text input and
output mask, which allows mobile users to communicate with the software behind them, giving them
the feeling of chatting with a real person (Zumstein, Hundertmark 2017).Since a chatbot system
(might) knows the journeys, preferences regarding food and beverages and other consumer goods or

B https://link.springer.com/chapter/10.1007/978-3-319-74980-8 21
2 https://www.forbes.com/sites/forbestechcouncil/2023/02/02/the-role-of-chatbots-in-the-future-of-the-travel-
industry/?sh=7f23aad3df75
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activities of its users, it might offer additional vouchers or special offers from existing or future
partners of the public transport company (Zumstein, Hundertmark 2017).

Mobile devices and applications

Recognizing the penetration of mobile devices and its transformational impact on travel behavior,
tourism and hospitality businesses have been investing on various mobile initiatives to connect with
travelers, hoping to influence their decision-making behaviors at different stages throughout the trip
(Soey.L., Irene C., Jingyi.T., Shun Y., 2022). There are a number of apps that make traveling easier
in various ways, such as helping tourists with the fastest route to their chosen destination, with step-
by-step instructions. A number of tour operators offer or advise their customers how to use such
applications. For those who find packing especially stressful, another one app creates an
individualized list for the specific trip. The application takes into account the need after entering the
destination, the dates and duration of the stay and the possible activities there - for example
swimming or hiking. There is also an app for those who want to get moving, with a huge range of
suggestions for hikes, from the very easy to the very serious, for bike routes and running paths. It
offers a lot of details - route, length, type and quality of the trail, places with the best views, user
reviews and photos. There are also more popular apps that agents use to help their customers track
flights. Thus, the user can also monitor for delayed and canceled flights and find out, for example,
when to leave for the airport. n serving their customers, companies recommend the use of one or
another application for a mobile device or, as in the hotel business, offer their rooms through such
applications.

Social media

Social networks are now accepted as an main part of the marketing activity of the tour operator
business. The positive impact of these platforms is that they provide opportunities to reach a very
large audience, share attractive content and above all create a relationship with customers. Regular
interaction on social media platforms fosters stronger relationships leading to increased loyalty and
repeat purchases. Social media is used as a tool to build trust, because it offers valuable information
such as travel tips, travel thoughts and sayings, photos of pleasant landscapes and messages, real
photos can be posted, real people can making a message to the tour operator's followers on the
networks, which is at the core of building the company's image. They encourage direct
communication between tour operators and consumers, allowing for faster response times and last
but not least, giving customers the opportunity to express their opinion.

Taking into account that new technologies are invariably used in the tourism sector and will play an
important role in the future, the personal touch and the human factor cannot currently be completely
replaced by technology. Attention to each customer, a correct understanding of their needs and timely
provision of an offer are increasingly important in the era of the individual travel experience.
Regardless of whether it is a personal or business trip, each customer has their specific preferences
- type of accommodation, hotel category, room type/ with balcony, non-smoking/ with disabled
access, ground floor and the like. For the customer who regularly uses the services of a tour operator,
it is important that the employees are aware of these specific preferences and that they are taken into
account for each booking and that they do not have to list them constantly. The worldview of
consumers is constantly changing, and this is absolutely normal. In order for the business to always
keep up with new trends and demands, it is important to bet on quality and creativity, good
communication throughout the chain, speed, enthusiastic engagement with customers on a personal
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level, as well as coordinated teamwork. According ManagementStudyGuide.com there are 7 C’s of
effective communication which are applicable to both written as well as oral communication:
Completeness, Conciseness, Consideration, Clarity, Concreteness, Courtesy , Correctness.?®> The
way of communication with the travel agent is the most important step in achieving personalized
service in the filed of tourism. A large part of users highly value the following qualities in the tour
operator or agent serving them like:

- correctness of the offered offer, without hidden conditions and unclear explanations
- friendly people - open, honest and sincere

- listening and understanding

- inform their customers about news, advantageous offers or current promotions

- maintain regular contact

- provide practical tips that help boost sales and make customers feel valued without wasting their
time

- have knowledge of the services they offer
- are interested in whether users are happy and satisfied, seek and receive feedback from them
- react quickly and have personal responsibility and commitment

Here, we will pay more attention to the competences that travel employees should possess in order
to meet the needs of users for personalized service. The definition of competence according to OECD
DeSeCo-Project is that a competence is defined as the ability to meet individual or social demands
successfully, or to carry out an activity or task. While competence refers to behavior a person should
be able to demonstrate (e.g. Moore et al., 2002), competency is defined as an underlying set of
personal characteristics that facilitate superior performance (e.g. Boyatzis, 1982, 2008). In brief, a
competence’s focus in on the what and the competency’s focus is on the how. According to the
definition given by Prof. Lalka Borisova in the publication The Hospitality or How the Persons Solve
Everything, competences are considered to be built by smaller components - competencies. In
general, they are defined as personal characteristics determining the individual's behavior in the work
process. A distinction must be made in this sense between competence and competency (competence
is the whole complex of knowledge, skills and habits, and competencies are the individual
components of the complex). Competences can be divided into three groups according Kolbe who
identifies the following characteristics of each domain (Kolbe, 2003):

- Cognitive: thoughts, intelligence, learned behaviours, knowledge, recall, skills;
- Affective: feelings, emotions, personality, preferences, desires, attitudes,beliefs;
- Conative: actions, drives, urges, natural abilities, inclinations, patterns of doing

It could be defined that soft competences are connected to the behavioral side of mind, the hard
skills/technical or functional represent the cognitive side of mind. In the other hand we can
distinguish conative competences, which are connected with the conative side of mind. Some authors
accept that some competences like cognitives and behavioral ones can be learned, but conative still

% https://managementstudyguide.com/seven-cs-of-effective-communication.htm?utm_content=cmp-true
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unteachable ones. In terms of service personalization, the focus is primarily on soft skills because it
assumes that hard skills are already acquired by travel agents. Soft skills are those that do not require
direct work with equipment, machines, objects. They are closely related to personal emotional
intelligence, which is receiving increasing attention. These skills can be acquired through contact
with clients and primarily through experience working with clients. These are controlled by the right
side of the brain and are therefore often referred to as communication skills, empathy, etc. Years ago,
soft skills remained in the background, but the travel industry has undergone significant changes in
the past decades, and these skills are now the basis for building a personalized service. Skills are
defined as the ability and capacity to carry out processes and use the existing knowledge to achieve
results.?%/ 2018 Council Recommendation on Key Competences for Life-long Learning/. Soft skills
are not only important for working with clients, but also for the agent's personal development. They
help for better communication in the workplace, build work ethic, easily resolve conflicts, build
confidence. In the filed of tourism, the ability to resolve conflicts involves analyzing the situation,
identifying the problem and implementing specific activities to solve it. The ability to analyze
customer problems and find solutions is essential when it comes to the employee-customer
relationship. Employees with developed soft skills are more adaptable to change and can better deal
with challenges, leading to increased productivity and overall company success. Examples of soft
skills needed to provide personalized service are grouped in the author's point of view into 3 main
groups

A. Communication skills.

\

Having effective communication skills is vital for any travel agent and can impact a number
of workplace experiences.

Active listening that helps define the customer's needs

Giving clear feedback related to the correct interpretation of customer wishes

Negotiation skills in a conflict situation with a client of the company

Non-verbal communication in direct sales in the office of the tour operator or agent / reading
body language, etc.

Persuasion, one of the main qualities for successful sales

Good presentation skills, especially important when presenting a specific service, package
travel, individual inquiry

Oratory / public speaking skills used in product presentations

A good speech that leaves a positive impression on the other side

Excellent level of written communication

ANIRN AR NANIAN

AN

B. Problem solving skills
They are an important part of the work process in tour operator and agency companies, regardless
of the specifics of the company's activity - individual trips, package trips, corporate and business
services, etc. Not every customer problem has a clear answer. Therefore, the ability to approach new
or particularly difficult problems flexibly is a key soft skill.

To be good at problem solving, they need:

v" Analytical thinking

26 https://joint-research-centre.ec.europa.eu/scientific-activities-z/skills-and-competences/defining-skill-and-
competence_en
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Critical thinking

Ability to make quick decisions
Innovative thinking
Resourcefulness

Doing research

Risk Management

v
v
v
v
v
v

C. Workplace ethics
These soft skills are related to the approach to work. There is no one unified style of working, but
rather useful habits when dealing with clients.

Ability to work under pressure without compromising your customer service

Adaptability to a specific situation

Attention to detail, which is especially important to achieve personalized service
Conscientiousness in performing tasks

Creative thinking

Curiosity about new trends, technologies, approaches

Enthusiasm

Desire to quickly acquire new knowledge and skills

Independence

Honesty

Deadlines

Optimism

Organization

Persistence

Reliability

Results orientation

Self-initiative

Time management

The crisis due to the coronavirus pandemic had a serious impact on the tourism business, but it also
showed that personal relationships and a good customer experience are a key factor for the
development of the sector as a whole. The social isolation effect is reflected in customers wanting to
be predisposed to feel in a friendly environment, share more personal stories and receive
feedback.The need for communication between people gives rise to certain relationships between
them not only in a personal but also in a work aspect. In the structure of social life there are relations,
some of which are formal, others informal, interpersonal, but both are based primarily on feelings of
sympathy or antipathy. Using the whole range of competences, competencies and skills helps to
improve the social interactions between the travel agent and the client.

NN N N N N N N N N N N N N N SR

4. EMPIRICAL RESEARCH (adaptive models for business development of tour operator and
agency companies)

The survey was composed of a questionnaire which is targeting two different groups. The first group

includes FIT customers who mainly use a tour operator or agent for their trips. The second group

includes corporate clients who use on daily basis tour operator or agent services for their weekly

business trips. The questions are the same for both groups. As mentioned above, the author strongly

agrees with MatuSinska and her concept about VCRM. Based on important elements of VCMR
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which directly relate to a personalized service, the author divides the questions according to the
following criteria.

Time of processing questions (speed/time), detailed knowledge of the customer (access to
data/experience/ customer knowledge), personalization (customized contacts, personal touch and
recommendations), no waiting for assistance and immediate solutions of problems (direct help,
functioning 24 hours a day, 7 days in a week (all time), complex ways of sales and communication
(multi-channel-strategy), single contact person vs chatbot usage.

The questions are listed below will multiple option for answer:

Question 1. If you have used a travel service through a chatbot, your opinion is: multiple choices
for answer

Question 2. A chatbot in working with customers in the tourism sector for you is: multiple choices
for answer

Question 3. For you, the main task of the employee who serves you is: multiple choices for answer

Question 4. The communication channel you use with your agent should be: multiple choices for
answer

Question 5. When choosing a TO/TA, it is of leading importance: multiple choices for answer
Question 6. When communicating with your service agent you prefer: multiple choices for answer

Question 7. Which communication channel do you use to send inquiries to your service provider?
multiple choices for answer

Question 8. The time to respond to your inquiry is: multiple choices for answer
Question 9. The price you get for a specific inquiry is: multiple choices for answer

Question 10. The term in which you receive feedback from your travel agent is: multiple choices
for answer

Question 11. You prefer to receive an offer by: multiple choices for answer

Question 12. The 24/7 emergency phone line to contact your travel agent is: multiple choices for
answer

Question 13. Your TO/TA's recommendations for your personal or business trip are: multiple
choices for answer

Question 14. Would you choose to work long-term with a TO/TA who is familiar with your
personal travel and business preferences: multiple choices for answer

Question 15. I expect my travel company to understand and acheive my personal preferences
Question 16. I prefer to be served by the same employees: multiple choices for answer
Question 17. I expect personal attention with every inquiry: multiple choices for answer

After analyzing the obtained results, the author can draw the following main conclusions.
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e One of the main tasks of a tour operator or travel agent is to find out exactly what the
customer needs and offer it to him, followed by to give competent advice to his customer.
Basically, a need is a conscious feeling of deprivation in a person. In other words,
it issomething which a customer requires to experience satisfaction. For example, in the
case of business travellers, the punctuality of a service is a good example of what constitutes
a need (Camillieri 2018). The results support the statement of The State of the Connected
Customer report that reveals that 62% of customers expect businesses to anticipate their
needs, and 73% expect companies to understand their unique needs and expectations.?’
Competent advice is highly valued by customers. Good customer service is a revenue
generator. It gives customers a complete, cohesive experience that aligns with a travel
company purpose. Consumers have identified competency as the element that plays the
biggest role in a good customer experience. To be competent, a travel support professional
must have a strong knowledge of the company and its products, as well as the power to fix
the traveler’s problems. The more knowledge they have, the more competent they become.
According the definition given by prof. Lalka Borisova the competence is the ability to
excellently perform a certain job according to developed standards for the position, ensuring
success in professional development and in the development of the organization. A direct
benefit of practicing behaviors of high professional competence is building trust. It is not
learned intellectually, but is formed over a certain period of joint work and getting to know
each other on an emotional basis. (Borisova 2018). The trust remains the most important
asset of a company.

e  When choosing a TO/TA, it is of leading importance for consumers to know their personal
preferences and recommendations for the company from colleagues, friends and
acquaintances. Both answers have extremely close percentages, and only in third place is the
company's portfolio and the services it offers. Word of mouth is a form of social influence
that is based on trust and personal relationships. It operates on the principle that people are
more likely to believe and act on the advice of someone they know and trust, rather than on
advertising or other forms of marketing.Research has shown that word of mouth can have a
significant impact on consumer behavior. According to a study by Nielsen, 92% of consumers
trust recommendations from friends and family over all forms of advertising. Another study
by McKinsey found that word-of-mouth is the primary factor behind 20-50% of all
purchasing decisions.?® Understanding the importance what makes word-of-mouth such a
valuable and powerful communication tool is obligatory to travel organizations that intend
to build strong personal relationships with their consumers. From the author's point of view,
the low percentage of respondents 11.4% who indicated the price conditions and discounts
that can be used as a criterion for selecting a tour operator. For a long time, the price was not
the leading condition when working with customers. This is due to the following features of
the travel business-at the moment, there are no drastic price differences in the services offered
by different companies, and whether a service will cost 100 units, 95 or 110 units, it has close
values, which automatically provokes tour operators to look for more competitive advantages
that are not based on price levels and the modern consumer already values professional

27 https://www.salesforce.com/ap/blog/what-are-customer-needs/
28 https://www.thesocialmediahat.com/blog/the-science-behind-the-effectiveness-of-word-of-mouth/
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service more than the money he will save if he chooses a competing company that can offer
a lower price but an unclear level of service.

In terms of communication with the agent serving them, first of all, users prefer dialogue
and sharing of experience- 67,4%. The dialogue does not necessarily have to be only on the
phone, various applications for communication and e-mail are included here. The classic type
is the personal dialogue. However, whatever form we choose, the focus is on personal
communication and exchange of experience. Users of travel services want to share past
experiences, get information about whether what they are looking for can be offered to them,
whether it meets their expectations. The whole flow of information is easier and more
pleasant when there is a dialogue and the traveler feels involved in the organization of his
own journey. In this way, he is not just a customer, but a participant in the process. The
dialogue is valuable because the client is not just a "unit", but a person with needs, desires
and experiences that require special treatment and attention. The relationships consumers
have with brands are dynamic, and in many ways approximate human-to-human
relationships (Posavac, Hoeffler 2012) Any long-term business strategy should take into
account this specific "human" relationship and analyze the company environment, the
employees, their competencies, their relationships with customers, the results they achieve
and last but not least invest in employee training, who communicate directly with the
company's customers. Personal relationships require a number of soft skills that can be
acquired either through years of experience or through training. Customer satisfaction is also
complemented by the presence of consistently pleasant communication, not only by quality
products. On the second stage is the user's desire to be carefully listened to and his opinion
to be leading at the choice of service. Although the respondents are only 23.3%, this answer
provokes the topic of the values and experience of consumers. Since working with clients is
closely related to psychology (a topic that will be detailed in future research by the author),
to explain this percentage the author would refer to Branden's definition of what self-esteem
1s-expresses an attitude of approval or disapproval and indicates the extent to which a person
believes that he is capable, significant, successful, and valuable ( Branden 1995 ). It is this
definition that helps to understand why the client wants his opinion to be heard and taken
into account, because it is a way of self-evaluation that manifests itself in communication
with the travel agent. Beyond the field of psychology, consumers have enough travel
experience to help them understand what they want with their particular inquery.

The phone conversation is still the preferred method of communication with the service
company, followed by written communication via e-mail. The response time to a specific
inquiry is indicated as important, with the same percentage of respondents indicating the time
frame for receiving feedback from the tour operator as very important. This trend is not
surprising as many customers have busy lifestyles and value their free time more and more.
Exceptional customer service is at the heart of improving public perception, reputation and
strengthening the brand. How and when it is answered affects the entire business. Right or
wrong, when customers rate the service time as good or bad, they assume that products and
services are of the same quality. Being late or not responding creates a bad image for the
company. There is no way to achieve personalized service if the communication shows
"disrespect" for the time the customer "waits" for the attention of the agent serving him.
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e Asignificant percentage of respondents over 80% prefer to be served by the same employee.
This in one way or another is related to customer care. When an interpersonal relationship
is built and the employee-customer relationship is tested over time, the author assumes that
it is customer care, ensuring agents to solve customer problems while supporting their
emotional needs on time. Customer care is built through four key elements empathy,
responsiveness, hearing and solving. In this context, again, over 80% of respondents expect
a personal approach with every inquiry. Earlier, customers used to book their travel through
their respective travel agents, but now customers are spoiled for choice when finalizing their
travel plans. The availability of online platforms at their disposal should not be
underestimated. Customers like to explore all the options in the market and choose their
travel agent wisely and the personal touch they receive become a competitive advantage for
a business that does not operate entirely online. In the long term, consumers would choose
to work with an agent who knows their personal preferences / more than 50% of those who
answered strongly yes, more than 40% answered with "rather" yes/.

e Agent recommendations for personal or business travel were identified as extremely
important by over 40% of respondents and rather important, but not mandatory by 50% of
consumers. Travel agents’ recommendations can strongly influence clientel’s satisfaction and
the success of touristic businesses, attractions, and destinations. Recommendations of where
and how to go, what to see, and what to avoid may be critical to the success of various tourism
businesses (Klenosky, Gitelson 1998). Personalization increases the value that travel agents
provide in a world where self-booking is becoming popular, reinforcing their value among
clients who may have previously chosen self-booking. When clients receive
recommendations that align with their preferences, they have a more enjoyable and stress-
free journey, when compared to those they book themselves. This satisfaction increases the
likelihood of them returning for future bookings, as personalized experiences foster loyalty
and transform one-time customers into long-term clients.?

e Travelers who have used a chatbot cannot judge whether they are satistied or not. Over 20%
were not satisfied with their experience with chatbots, but would try again. The use of a
chatbot in the work of tour operators and agents is considered optional, but customers would
use it, if it were available. Over 20% said they would not use a chatbot. Customer service
chatbots in the tour operator and agency business are designed to help with questions or
problems. Chatbots can often be used to answer frequently asked questions, provide customer
support, sell products and services. They are assumed to assist employees in their day-to-day
tasks.

5. GOOD PRACTICES AND RECOMMENDATIONS FOR INTDODUCING
PERSONALIZED SERVICES IN TOUR OPERATORS AND TRAVEL AGENCIES
BUISNESS
(Scientific and practical contributions)

Based on the key factors that are important to customers according to the research
conducted, we can derive 3 main categories on which efforts to improve the customer-

2 https://www.tts.com/blog/the-power-of-personalization-how-travel-agents-can-win-more-clients/
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employee relationship can be focused. This is the model that the author proposes based on
the research called TTC - time, trust, care. The model can be managed easily in practice
and is applicable to any tourism organization

Scheme 1, author's scheme

A. Time, time management and timely response

In order to improve the service and especially the time to respond or send an offer to the customer,
practice shows that the some improvements can be made. Time management is something every
employee faces on a daily basis. Effective management allows them to make the most of the day and
complete their tasks faster and prioritize them by importance. The 80/20 Rule, officially called the
"Pareto Law", the "Pareto Principle", and sometimes the "Law of the Elite" states that for many
events approximately 80% of the results are due to 20% of the causes. The basic idea of Pareto's Law
is that most things (results, rewards, efforts) are not evenly distributed - some matter more than
others, or in brief, 20% of the effort produces 80% of the results. The Pareto approach is useful in
prioritizing the tasks that are most effective in solving problems, but it is also particularly useful for
analyzing the time that is being spent at a given time to determine where it would be better to redirect
it. Any organization can put this principle into practice when monitoring its employees and their
efforts. It can be applied to time- 20% of the time leads to 80% of the results, 20% of the employees
create 80% of the results or 20% of the customers create 80% of the revenue, 20% of the customers
create 80% of the complaints etc. Pareto analysis has a wide application in tour operator and agency
activity and will be explored in detail in future author publications.

The Pomodoro Technique is a time management method that is based on the principle of focusing
attention on a specific task for a specific period of time, called a "tomato." The important part of this
technique is that there is a short break after each working hour (Cirillo 2007). The benefits of the
technique are that it increases productivity: periods of focused work time help to increase
concentration on tasks, thus completing them more quickly and efficiently.
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The Eisenhower matrix can be widely used in the tour operator and agency business because it is
quick and easy to apply. Following Eisenhower's example, it is necessary to divide the tasks into 4
squares:

e Tasks that are important and urgent;

e Tasks that are important but not urgent;

e Unimportant but urgent tasks;

e Unimportant and non-urgent tasks.
Urgent tasks are those that the agent needs to do immediately. The second group contribute to long-
term goals. Ideally, one agent should work with the first two groups, but the practice in tourism
shows that sometimes the third group should also be taken into account, but the 3rd group can be
delegated and the 4th can be removed. There are a number of other methods that can be put into
practice, but they are the subject of future publications.

B. Trust and trust building

The successful travel brand recreates the trust of the customer. Therefore, building that trust is an
important part from building the overall image of the brand. It is a long-term business investment
that strengthens customer loyalty, and consequently the company's revenue. Here it is important to
note that trust builds over time, but it is fragile and can easily be lost, so it is constantly being worked
on. Trust is built on three things: persistence, responsiveness and honesty. Practical tips how to build
customer trust are: personal relationship. It can be built either if the client likes the agent or if they
have common interests with the client. The problem is that not every travel agent or consultant can
be charming and charismatic in order to be liked by clients, and even if they are, liking is a mutual
process and is very subjective. When the customer is given useful information that they didn't know
or given tips to improve their trip, the agent automatically builds trust with the customer. This is due
to the principle that people tend to trust those who are competent and who give them useful
information without asking for anything in return. Even if a client is not attracted from the first sale,
the agent is already positioned as a person with skills that he can trust. In the future, if this client
decides to ever work with a tour operator or agent again, the chances are high that he will look for
the agent who has created trust. The information must be genuinely useful — one that would help
them achieve something for themselves as consumers. It is important to know what we can teach
clients, based on professional experience.

C. Customer care

According to Sarah Cook and her book Customer care excellence how to create an effective customer
focus (2008), there are six key highlights of the "Customer Care" concept: Customer behavior;
Customer Retention; Perfect service; Diamond of perfect service; Implementation of the strategy;
Internal customer. At the heart of the concept lies the proposition that customer behavior is dynamic
and changing, not static. Customer retention cannot be a sporadic action, but requires constant and
sustainable management behavior. The ways to achieve this are keeping promises, benefiting from
the consumption of the service, being courteous, providing help and assistance, solving a pressing
problem, building loyalty programs, engaging the customer to recommend the company to their
acquaintances and friends. We talk about perfect service when the customer receives from the service
provider more than his own expectations. This depends largely on the competence of the travel agent.
The concept implies the breaking of strict boundaries between departments and units, awareness of
the need for close cooperation, coordination, common actions.
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6. CONCLUSION

Travel service personalization is a complex process that encompasses multiple components. In it, the
most important unit is the people, the employees, their talents, their belonging to the organization,
their identification with the company, their desire to develop their personal talents. We cannot talk
about personalized service without looking at the personnel directly responsible for achieving it.
Every organization faces the problem of finding the right employees, but not all understand the need
to train them. The vision and strategy of tour operators and agents can differ from each other, but
they all have one thing in common - the people involved. It is because of people that a business is
built, and because of them it can fail. It is a well-known rule that one satisfied customer can bring
several new customers, but one dissatisfied customer can harm the overall image of the company.
The ability to generate satisfied customers is not acquired in a short time. Apart from all the
competences that the agents must possess, such as language skills, technical skills, etc., they must
be "modeled" to be implemented in the company culture that relies on personalized service. The
topic of personalized service can be analyzed through the lens of employee-customer interaction, as
in this report. on the other hand, it can also be considered through management-employee relations,
training-employees, talent management and others.
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KAK CE PEHTIABAT ITPOBJIEMUTE HA EJHA KOMIIVIEKCHA
CTPYKTYPA KAKBATO E TYPU3MA

Examepuna Xpucmoesa

3a asmopa:. “Examepuna Xpucmosa e 0vb120200utieH NOCIAHUK HA 20CIMONPUEMCIBOMO
u 6pano menudxcwvp Ha IB Park Hotels, menuoowcwvp npoexmu 3a Uva Nestum Wine & SPA
u uHuyuamop Ha niam@opmama 3a euren mypuzoem Winetrips.eu. [lnamgopmama
Winetrips.eu e 3amuciena Kamo npocmpaHcmeo, Kvoemo usdume, mypucmudecKume
00eKmu U Opeanu3amopume Ha MypuUCmuyecky OettHoCmuy MO2am 0d pasKaicam ceoume
asmenmuynu ucmopuu. Cobc co8pemerHume OUSUMAIHU UHCMPYMEHmMU, naamgopmama
nooKpena mypucmuyeckume 00eKmu, 2eHepupa U HACOY8A GHUMAHUE, HACLPUABA
nompeonenue u pabomu 3a 00bpama penymayusi Ha UHeHume 0eCmuHayuu U Mecmama
3a yenoecoouuleH mypuzom. "’

Te3a. B kauecTBOTO MM Ha M3IBIHUTENEH CEKpeTap Ha bbiarapckara acouuanusi Ha
BUHEHUTE MpOodECHOHAINCTH, IPECTaBsIM Ipajcka BuHeHa kapta Ha Codus, KosATo €
HarpaBeHa 1o ujaes Ha r-H AHTOH IleHeB m aconumanusTta ¢ nomomra Ha CTonu4Ha
oOmuHa npeau 3 roguHu. B Hes ca mocoyeHn Marasunu U mecta B Cousi, KbAETO MOXKE
Jla ce mue OBJIrapcKo BUHO, CBbP3Ballki BUHOTO M BUHEHHUS TYpU3bM ChC CEH30PHUS
MAapKETUHI U aBTEHTUYHUTE MPEXKUBSIBaHUA. YacT OT Typu3Ma U TOBA, KOETO UCKAT J1a
M3IUTAT TYPUCTUTE HA JAJIEHO MSCTO, Ca BKYCOBETE M apoMaTUTE Ha MscToTo. ETO 3ammo
MokeM aa 00061uM, uye B Coduist MOXKe J1a ce pa3BUBa U BUHEHO-KYJIMHAPEH TyPU3HM.
ApryMeHTH. 31110 ro JaBaMm KaTo J00bp mpumep?

BebinocT mpo6iiemMuTe Ha €1Ha KOMILIEKCHA CTPYKTYpa, KakBaTo € Typu3Ma ce periaBar
CbC CHUCTEMEH NOAXOA. JIMCKyCMUTE OpPraHM3MpaHU OT YHUBEPCUTETHUTE ca SAPOTO,
3al10TO BCHUTHOCT Typu3MbT Ha Codust e paboTa Ha oOMHaTa, Ha MUHHCTEPCTBOTO Ha
Typu3Mma, Ha OuW3Heca, Ha HayKaTa M HAa BCHUYKHU TOJEMH M MaJKu OOCKTH, KOWTO C€
HAMHUpAT Ha TEPUTOpHATA Ha oOmMHATA. Pe3ynTaT oT eIWH TakbB CUCTEMEH MOJIXO],
roBoperiku 3a Busus, € npuMepHo "Toronentpana" B Codust, 3amoTo T € J0OpUAT
IpUMEp 3a TOBAa KaK €IUH TYPUCTHYECKH OOEKT, KOWTO IBJIT0 BpeMe HE € Oui
MOJTbPrKaH, TPOMEHs 00JIMKa CHU KaTo CTaBa C €/IHa MpeKpacHa HHPPACTPYKTypa, KOSTO
€ 0’KMBEHA Y U3II'BJIHEHA C MUCHJI HA €JTHO MHOTO MOJIEPHO €BPOIEUCKO U CBETOBHO HUBO.
MscTOTO € MHOTO XapecBaHO OT XOpaTa, ako HAKOW MCKa Jia OpraHu3upa ChHOUTHE, IO
3as1BsiBa MOHE TOJIMHA MPEIBAPUTEIHO U YECTO HsAMA MecTa. Ls1710TO mMpoCcTpaHCTBO OKOJIO
"TononenTpaia" 3aXMBsi HOB JKMBOT, BKJIIOYUTEIHO peKaTa, IMOJSHUTE U BCUYKO
OCTaHaJo.”

3a MEH €IMH OT OCHOBHHTE TOJIEMHU MPOOJIEMHU Tpe3 MOCICIHUTE TOANHH € JINTIcaTa Ha
MIPUEMCTBEHOCT. 3allOTO €TO Ta3W KOMYHHKAllMOHHA CTPAaTervs, KOSITO HAWCTHUHA
OTroBapsi Ha roJjisiMa 4acT OT BBIIPOCUTE, BCHITHOCT € aHAJIU3Upaia TOYHO TOBA - KAaKBU
ca HU TPOOJIEMHTE, KaKBU Ca PECYpPCUTE, KaKBa 4acT OT MPOOJIEMHUTE MOTaT Jla Ce peliatT
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C T€3M PECYPCH U HaKbJAE MOKE J1a TPBIHEM HE CAMO YCTOMUYMBO Jia C€ pa3BUBaMe, HO U
J1a HaArpaxkaame.

B 3akarouenne. Hait-xy0aBoTo mociaHue KbM XopaTa C MOJUTUYECKH WHCTPYMEHTHU €
Jla HE Ce 3aloy4Ba BCEKU IbT OTHAYalo, 3all0TO 3a ChKaJlEHUE TOBa ce HabiiojaBa B
oOUIMHUTE U B MHHUCTEpCTBAaTa — ‘‘3alouBa Ja c€ OTKpWBa TomiaTa Bojxa”. B Tesu
CTPYKTYpPH UMa U MHOTO JOOpU CHELMAIMCTH, KOUTO MMAT UCTOPUSTA, MO3HAHUATA U
MHOTO J100pa OCHOBA, Ha KOSITO J1a € CThIU. Taka ue, Koraro UMaMe TaKuBa U3pabOTeHH
MEXaHU3MH, € 100pe Te Aa ObAaT U3MOJI3BaHU.

IpenusBukareacTBa U pemieHds. 1 BCbITHOCT KOHKPETHUAT MU BBIIPOC €: 1IoHexe
4acT OT cTparerusita 3a pasButuero Ha Codus Oemie TOYHO TOBa - Osxa MOCOYEHU
npo0JieMUTe Ha KOHCYJITATUBHUS CHBET, KOJIKO € paboTell U HepaOoTelll, BKIOYUTEITHO
uMmamie onucanu mnpodrmemure Ha OIl Typuszem, TpsaOBa 1M Aa NPOIBIKUA 2
GbyHKIMOHUpPA MO TO3W HA4MH? 3ali0TO TaM MMa CTPAITHO MHOTO aMHUHUCTPATHBHH
NPEYKH — UMa 1yOJiMpaHe Ha CTPYKTypH, 3BeHO B obOmmHata ¢ OIl Typussm. “/laBam
npuMep: Mo €AHO BpeMe mMmaiie 2-3 caiiTa, kpaero umaiie unopmanusa 3a Codus,
BMECTO J1a Ob/¢ msaTa HHGOpPMAIMSI caMo Ha €THO MSCTO.”

HayuyHno oopmiienue: npod. 1-p Mapuana SIueBa

HN3Tounuk: "TypuszbM, mojauTHKa U OM3Hec' , ITMCKYCMOHHA KPbIJIa Maca,
12.04.2024 r.

https://www.youtube.com/watch?v=g2t0I18NMplw&t=3360s&ab channel=%6D0%
A3%D0%9D%D0%A1%D0%A1%D0%A2%D0%A3%D0%A0%D0%98%D0%
97%D0%AA%D0%9CUNWEEconomicsof Tourism, 1:10:10 — 1:14:46
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POJIATA U MSACTOTO HA TYPOIIEPATOPUTE. TYPOIIEPATOPUTE U
BPAH/I BBJITAPUA - Paiion FOxno YepHomopue.

Pymen Jluxanues

3a aemopa: “Pymen /[uxanues pabomu 6 cghepama Ha mypusma eeve mpuoecem 200UuHuU,
cedemHnadecem, om koumo e pabomun 3a TUI Anenua. Ynpasnasan e oeinocmma Ha
Komnanuama 6 ocem decmunayuu. Cvuo maxka e ynpaenasan eOun om Haii-2ojiemume
mypucmuyecku xonouneu 8 bvaeapus. Ilpez nocieonume decem 200uHu ce 3aHUMABA
VCUNEHO ¢ OUSUMANEeH MYPU3bM, 8bBEHCOAHEe HA MEXHOI02UU U U3KYCMBEH UHMeNeKN,
Kamo ce cmpemu 0a YCMAHOBU He2080MO eheKmusHO Npuiodicenue 6 cgepama Ha
mypusma. Ilpe3 nocreonume 2o0unu 3aema nosuyusma revenue director 3a epyna
xomeru.

busnec te3a ¢ aprymenTu: TypomnepaTopcTBOoTO € n00pe Ja MpoabKaBa Ja Urpae
CBOSsITa poJis, 0COOCHO 3a nectuHanuu kato bearapus. C orpomHara nernosa 0a3a, KOsATo
B MOMEHTa uMMame, MpocTo 0e3 HaMecaTa Ha TypONepaTOpUTe Ha rojsiMa 4YacT OT
XOTEIUTe OM UM OWJIO TPYAHO J1a ONEPHUPAT, C AKLEHT BbPXY TYypONEPATOPUTE, KOUTO
Ch3J1aBaT YapThpHUTE Nporpamu. bes na ce BU3upar Te3u, KOUTO ONEpUpaT Ha OJIU3KHU 10
Hac WM Ha T.Hap. self-drivemazapu, a Te3u, KOuTO ca yapThopu. Hali-romemusr puck 3a
T€3W TYpOIIEpaTOPU BCHUIHOCT € HAEMAHETO Ha YapThPEH MOJeT.. AKO Typoreparop
HAWCTUHA TPBTHE Aa danupa, TO € 3al[0TO HAKBAC YapThpHATa IporpaMa He € cpaboTuiia
kakTo TpsioBa. Te ce tumamar mpensaputenHo. [Ipenu romunu TUI, 3a bearapus e
cTapThpaj MbPBU CE30H C JBaJeceT M JBa 4apThbpa. YapThpbT KaKBO O3HAuaBa 3a
xorenuepute? YapTbpbhT oO3HAYaBa CUTYPHOCT. 3a JIeCTHHAIMATAa O3HA4aBa, 4Ye
TypOnepaTopbT ce 0OBBP3BA C Ta3M JACCTUHAIINS, 3aII0TO YAPTHPUTE CE€ IJIAIIAT HAPE]
¥ Korato a3 ¢eM nHBectupan 50-100 MmunnoHa B Hello, a3 1Ie TJIeaM J1a CH 'O U3KapaM.
He cbpm Tyk 3a na ry6s. KakBo o3HauaBa 3a XOTeIHepUTe TypONEpaTopbT B TO3U BU?
O3HauaBa MpeacKa3yeMoCT, TuiaHupane, back arrivals. 3a MeH JTWYHO pondTa Ha
Typolieparopa, ¢ KOHTO XOTelbT paboTH, € Mo-CKOpo Ja ro u3kapa o break-even point.
Axo ce cturHe 110 break-evenpoint, BCHUKO cTaBa Mo-JECHO U HOPMAJIHO 3a XOTeNa, HsMa
ro Hanpexenuerto. Llenute 3a Typomnepartopa ca ¢ 20-25% ot rackrate-a mo-Hagomy, HO
JIOCTUTAHETO J0 TO3M break-even point € ChIIECTBEHO BaXKHO 3a XoTena. Jpyroro Hemio
3a YapThpHUTE TyporepaTopu, nak uie Busupam TUI B ciayuasi, Te He pabOTSIT C BCUUKU
XO0TelH, Te paboTAT ¢ onpeaenenu. Hanmpumep, Hue cme pabOTHIIM € TET-IIECT X0Tela B
KypOpT M TOJKOBa. Taka ye TyponepaTtopbT UTpae CBOSATA POJIS OT IJIeIHA TOUKA JaBaHE
Ha CUTYPHOCT M CBOSITA OOBBP3aHOCT KbM JECTHHAIMATA, HA KOSATO MCKa Ja omepupa.
TyponepatopbT 10 TONsIMa CTETICH MO3UIIMOHNUPA U IECTUHALIMATA Ha T1a3apa, Ha KOWUTO
onepupa.Cuntam, dYe KOMYHHMKalUATa MEXJIy JECTHUHAIMATA [0 Ch3JaBaHE W
KOMYHUKHpaHe Ha OpaHJia U TypornepaTopuTe HaucThHa TpsOBa 1a Obae MHOTO OJu3Ka.
Hermo, koeto, a3 HsiMam HaOII0/IEHHE 32 ChKAJICHHE J1a Ce CITy4Ba.
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Bb3mo:kHocTi: TyponepaTtopbT caM 3a cebe CH pellaBa Kak Ja MO3UIMOHUpPA JajieHa
JECTUHALMS, Jalld Ja 5l MO3UI[MOHKpPAa B JOJTHUS Kpail Ha ma3apHUs CETMEHT WM Ha I10-
BUCOK. llle BU gam euH CKOPOIIIEH MpUMEp, UCKaXa MU CTau 3a €UH OT HAIIUTE XOTEIH
3a OTBapsiHE HA HOB Ma3ap U TOBAa, KOETO OBJITapCKUSIT TypOIlepaTop MU Kasa, e: ,,J{ail mu
'l MAKCUMAaJTHO €BTHUHO, 3aIl[0TO TOBA Ca CaMO TpU cTau. Tu HsAMA J1a CIICUETIHII OT Te3U
Tpu ctrau™. A3 HsMa Ja creyenst OT Te3U TpU cTau (PUHAHCOBO, HO TE3U TPHU CTau
MO3UIIMOHUPAHU HETIPABUIIHO HA M1a3apa, TOBA BeU€E € ChBCEM HEraTUBEHUMUKOB €(PEKT.
U Tyk He cTaBa Jyma 3a MOUTE TPH CTau U TAXHATA Ne4anbda, BBIPOCHT € KaK MOSIT 00EKT
Kato OpaHj 11e Ob/e MO3ULIMOHUPAH — B TOPHUS Kpald Ha ma3apa wid B JoiHusd. U Ha
NpbHB MOTJEA €AUH TaKbB HAMBHO 33J1aJIeH BBIIpoC: ,,KakBO TOJKOBA I1I€ CE€ CIIy4H, TOBa
ca Tpu cTam?‘‘, MHOTO HeIlla MOTaT Jia ce CJIy4aT OT T€3M TOYHO Tpu cTau. Ta 1o roisma
CTENEH TYpOIIEpaTophT pelaBa M TyK mak me cnomeHa 3a TUI, roBopum 3a masap
boearapus, suma. TUI pemasa, ye ncka brarapus ga Obae no3uimonupana karo learn to
ski nectunarus. U Beye nanm aue umame 300 xumn. kv wim umame 30, TUI ro nponasa
kato learn to ski, 3amoTo TaM Taka € MO3WIIMOHUPAHO. 3all0TO HHE 3HAEM, Ye
OBIATAPCKOTO CKU YUMIIHILIE € CTPAIIHO T00pO, TOBA CHOTBETHO JaBa MHOTO J0Opa OCHOBA
Ha HAIIUTE TOCTH, IIEHUTE MPEAN TOAUHU OsXa MO-TIOHOCUMHU M ChOTBETHO (DOKYCHT Ce
ciara taM. 3amoTto Hue nmame Courchevel m Anmure, TPOCTO TOBa € MACTOTO, KBACTO
boearapus e nocraBena. ChIIOTO BaXKu U 3a JICTHHS TyPU3bM, 32 MACOBHUS TYPU3bBM U 32
BCHMYKO ocTaHaino. CaMusT TyporepaTop B KpaiiHa cMeTka periaBa. HeratuBHoTto e, 4e
KOMYHHUKAIUATA OpaHI-TypOIepaTop He ce MOJIy4aBa, Mopaau KOETO TypornepaTopbT cam
3a ce0e cH pelaBa KbJie U Kak Jia Ce TMO3UIIMOHNPA ChOTBETHATA JECTHHAIIHS.

IIpennsBukartencrsa: [loHacToseM 3a caMUTe TypoIiepaTOpH CTaBa BCe MO-TPYIHO Ja
orepupar. MHoOro uecto ce mocTtaBs Temara ,KakBo me Obae ObAemeTo Ha
TypoIepaTopuTe Karo I1s10?“. Modra xumoTe3a €,, 4e Te 1€ OcTaHaT. Majiko mo-
Pa3IMYHO M3IVIEKAALIM, MAJIKO MO-pa3jMyHO OIEpHUpaIld, HO CbC CHUTYPHOCT IIE
OpOABIDKAT Jja ChUIECTBYBaT. 3amo € BaxHO? Ilazapute ce mpoOMEHAT, KIMEHTCKOTO
nosezieHue ce nmpomMens. Baby boom-bpute u x-oBete, HUE 110 €IUH HAYMH Ma3apyBaxMe
Y MUCIIMXME 3a ITOYMBKHUTE. B MOMEHTa ITOKOJEHUETO Y U Z MUCIIAT ChbBCEM Pa3IUYHO.
Te Beue ThpcAT nMHAMUYHMTE MakeThpaHus. He, ye He ce rosopu 3a ToBa IpH
TypornepaTopcKusi OM3HEC olle OTHPEaH MeTHaAeCceT rOIUHU, HO T€ UCKAT HeUlo APYTro
BeYE, TE3U UJBAILNUTE, HOBUTE MOKOJEHHS. Te BCBIIHOCT MCKAT MO-NEPCOHAIN3HPAHO
U3KUBSIBaHE, T€ UCKAT HEllo 3a TX cH. He ca TonkoBa CKJIOHHU /1a ObJaT KaueH! B €AMH
caMoJIeT, B €IMH aBTO0YC, B €JMH X0TeN U 00paTHO. Te ucKaT caMu J1a ONUTAT BCUUKHUTE
TE3W Hella W TypOIlepaTOpUTe ChC CUTYPHOCT TpsAOBa Aa ce AUTUTanu3upar. ToBa e
3aBJDKUTENHO. Te TpsOBa 1a MoraT JUHAMHWYHO Ja Mpeajarar NakeTUpaHe HacaMHUTe
KJueHTH. TyK 1iBa TOIeMHUAT BBIIPOC, KaK TOBA I1I€ CE OTPa3u Ha YapThpPHUTE IPOrpami,
3aIlI0TO €HO TakoBa makeTupaHe W Load QakTopa KbM camuTe YapThpH, CTaBa Bede
MAaJIKO CHEU(PHUYHO U OLIE HEMPOrHo3upyemo. [loHacTosiieM Beue ChliecTBYBaT MHOTO
pa3IMYHU OMIIMY 3a MbTyBaHe C HUCKOTapU(PHUTE aBUOKOMIIAHUHU ‘A3 IOPU CU CTIOMHSIM,
Koraro 3a mbpBU IbT ce nosiBU Ryan Air u Hue ot TUI Osaxme Ha eaun workshop B
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Wranus, roraBamnoro CEO Mario IIpaiibp uznese u kasza: ,,JIHec Te3u xopa npearar
€BTUHU CEAJIKU. YTpeE 1€ NpeuiaraT eBTUHU Jieriia.“. A3 He 3HaM J1ajii 110 TOBAa BPEMeE
Ryan Air cu ro 6sixa mOMUCTSUTH, HO €IMH TaKbB TUTAHT B Typu3Ma, KakbBTo € TUI, Toit
3aTOBa € M TaKbB, 3alllOTO TaM HMILNO HE c€ ocTaBs Ha maHca. Omie Torasa ce
pasriexjarlie, 4e ToBa e Ob/e TsIXHaTa 3ariaxa ¥ Kak ToOBa HEelIO 11e MPOMEHU HaYyuHa,
0 KOMTO JAEMCTBA TypUCTUYECKATA HHAYCTPUS, OT TypOonepaTopcKa rieHa To4Ka.”
Jpyr apryMeHT B MOJKpeErna Ha Te€3aTa OTHOCHO TAXHOTO ChILECTBYBaHE KaKTO Beue Oe
0oTOENA3aHO, MPEACTaBUTENSl Ha TypolepaTropa B JECTUHALMATA WIM IO BpeMe Ha
IbTYBaHEIaBa CUTYPHOCT Ha roctute. Ha Te3m roctu, kouto mpTyBar. Te 3HaAT, ye
KOraTo MMa HSAKaKkbB MPoOJeM, T€ MOraT Jia ce 0ObpHAT KbM HSKOW M TO3U HSKOU I
B3€M€ OTHOILICHUE.

Tpanchopmanus u nHoBanuu: OTHOCHO AWTUTAIM3ALUATA U UACUTE HA MIIAUTE, €
HEOOXOMMO JIa Ce MPOyYBa MHCHHETO Ha XOpa, KOMTO HE ca OT cdepara Ha TypU3Ma.
3amoTo Te3u, KOUTO ca padOTHUIM MHOTO BpEeME B CEKTOpa, CM MMaT KaKTO Ka3Bar
anraunuanute “ chip on the shoulder”, umar npodecronanHu U3KPUBIBAHUS U € MHOTO
WHTEPECHO, KOTaTo HIKOW IMO/Ia/Ie KPaitHO HEeTPAAWIIMOHHA HIIes, TSI 1a HE CE OTXBBPIIH,
3aII0TO TaKa € onepupana cucremara. [la, Taka e onepupaia mpeau, Ho cera MOXe | Jia
CTaHe, ¥ € Xy0aBo /1a ce 4yBaT TOYHO €/IHU TaKUBa IJacoBe, KOUTO He ca 0OpeMeHEeHU
Che crienupuIHaTa MpoQecHOHAHA SKCIIEPTH3a U HAYMH Ha MUCIIEHE rpe3 roauaute. U
¢ HeoOxonuMmHu OW3HEca Ja ce OMHTBA J1a Ce HaATpaxdaa KbM TIX. Bb3MOXHO € na
OTIaHAT MPEACTABUTEINTE HAa TYPONIEPATOPUTE €AUH JIeH B KYpOPTHTE, U BCUYKO TOBA
Jla C€ 3aMEHHU OT TexHoJioruute, 1o npuMmepa Ha TUI, koiTo Bede ro € peanusupal.
“KakTo BCSKO HEIIO MCKa BpeMe, Taka HHE TPsAOBa /a pa3depem, ue B CBETa, B KOWTO
KUBEEM, Ha MOCTOSIHHA MPOMSHA, WH()OPMAIIMOHEH BEK, B KOMTO BCHYKO C€ MPOMEHS,
HUE B MOMEHTA KaTO JECTHHAIINSA, KATO XOTEJIU UHAUBHIyalIHU, HAE HE C€ KOHKYpUpPaMe
BEUC ChC CHCEIHUS XOTEI WIIH ChC ChCSTHUS KypOPT, HUE C€ KOHKYpHUpaMe C IIsIT CBAT .
['onemuTe KOMIIAaHUM HE B3eMAaT PEIICHUS TaKa JIEKO, T 3a J]a MPOMEHST HEIIo, TO € He
HEMPEMEHHO, 3a Jia C€ ChKpaTH JaJeH pa3Xxo, a 3al[0TO MPOCTO UMAI MPEJACTABUTEN,
KOHTO Ka3Ba, 4¢ HEr0 HUKOH HE TO BHXKJA MOBEYE, ChOTBETHO HETOBOTO MPEIACTABSIHE
3aro4Ba Jia Tyou caMusi CMUCHII. ToBa KIIMEHTHT TO € peuril. Beue Bceku KITMEHT MOXKe
Jla ceqHe, 1a Ch OTBOPH TenedoHa, 1a CH HaMepH KakBaTo ucka mHpopMmarus. OT Tyk
NPOU3THYa HEOOXOMMOCTTA M 3a MPOMSHA Ha camusi OusHec. 1o mHenue Ha aemopa,
€0HO Om OCHOBHUME Hewa Npu MpaouyuoOHHUs MypoOnepamop e cucypHocmma, 0d ce
HOMO2HE HA MACMO, HA camus 4oeek. Bcuuxko opyeo mooxce da 6vOe 3ameneHo, HO
yoseuwKama nepcoHaIU3ayUsl Kamo omHouleHue, He Mojice, KOsmo 8 No-MaiKa uiu 6 no-
201AMA CMeneH 3a mypucma 03Ha4asa MHO2O.

B 3akiouenue 3a 6panpga: Illo ce kacae 1o camus 6pann? Mima MHOTO Helia, KOUTO ca
W3rOTBEHU KaTo JOoKyMeHTanusa. [Ipu perpocmnekTuBeH 0030p, BHB BpPEMETOHA3al €
UMajo JOKYMEHTallusd H3rOTBEHa B TOJKpena Ha ch3naBaHe Ha Opana HOxHO
YepHomopre KaTo KIMMaTU4YHaA JECTHHAIMS, 3a XopaTa ¢ OenoapoOHU mTpodiemH,
aneprun u apyru. Heobxoaumo e Te na ObIaT BH3CTAHOBEHM, T.K.. KAKTO CE€ Ka3Ba,
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BCUYKO HOBO M3MHCIICHO € J00pe 3a0paBeHO cTapo. “AKO ycreeM Ja CTUTHEM J0 THX,
HauctuHa bbiarapus moxke MHOro aa mpemjara. M1 BcHYko ToBa € B KpaiiHa CMETKa B
HAIlIUTE pbIE.”

Hayuno opopmiienne: npog. x1-p Mapuana flneBa

M3rounnk: TYPOIIEPATOPUTE U BPAHJI B'BJII'APUSI -Paiton FOxHO
UepHoMmopue - CIIbHYEBOTO 31paBe!, 6-8 ronu 2024

r., https://www.youtube.com/watch?v=JHLyulxGdSA&ab channel=%D0%A3%D0%9
D%D0%A1%D0%A1%D0%A2%D0%A3%D0%A0%D0%98%D0%97%D0%AA%D
0%9CUNWEEconomicsofTourism, 51:22-1:05:56
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YCTOWYHUB TYPU3BM U OTTOBOPHO XOTEJHUEPCTBO

Aca [lanoaceposa

3a asmopa: “/loy. 0-p Acsa Ilanoxceposa e npenooasamen 6 kameopa ,, Mkonomuxa Ha
mypusma‘“ ¢ YVHCC, ¢ unmepecu 6 obaracmma wa [[ucumanuzayuama 6 mypusmd,
Vnpaenenuemo na uogewkume pecypcu u YnpaseieHuemo Ha npoekmu 8 mypusmd.
Ycnopeono ¢ akademuunama cu kapuepa, e koHcyimanwm u Ynpaenaeaw /[upekmop 6
xomenuepckus OusHec. B momenma menadxcupa eooewju nem 36e30HU XOMENCKU
Komniexcu 8 cmpaunama u 4yxicouna. Cneyuanuzupa 6 ooiacmu, Kamo ygeiudasane Ha
npuxooume, ynpasiexue Ha pazxooume, ONMUMUIUPAHE HA onepayuume u no0oopsasane
HA KIUeHMCKOmMO uzdicussasane”.

1. Konuenuus 3a ycToiiuMB TYpU3bM M OTTOBOPHO XOTeaHepcTBO. JlepuHunum 3a ycroituns
TYPHU3BM U YCTOHYHBOCT

YCTOHYHMBUAT TypuU3bM € KOHIEHIHUS, KOSITO ce (PoKycupa BBPXYy MHUHHUMH3UPAHETO Ha
OTPUIIATETTHOTO BB3JIECHCTBUE BBPXY OKOJHATa Cpela, OOIIeCTBOTO M HMKOHOMHUKATa, KaTo
CHILIEBPEMEHHO OCHUTYpsIBa TMOJOKHUTETHH HKOHOMUYECKH W COIMAIHU TIOJ3U 33 MECTHUTE
o0IIHOCTH W TypucTHYeckara wHaycTpus. OCHOBHaTa Wjes € Ja Ce MOCTUTHE OamaHC MEeXIy
HY)XJIUTE Ha TYPUCTUTE, OKOJTHATA CPE/Ia U MECTHOTO HACEJICHHE.

CseroBHara opranmuzanus mo TypusbM (UNWTO) nedunupa ycToiumBHs Typu3bM KaTo
,»TYPU3bM, KOWTO OTYHMTA HACTOSAIIOTO U OBJIEHIOTO MKOHOMHUYECKO, COIIMAIHO U EKOJOTHYHO
BB3/IEHCTBHE, KAaTO aJ[pecupa HyKIMTE Ha TTOCETUTENIUTE, MHIYCTPHUATA, OKOJTHATA CPela U MECTHUTE
obmuoctu®. ToBa BKIIIOYBA!

* Exonornuna ycroitunBocT: HamansBane Ha HETaTHBHOTO BB3CHCTBHE BHPXY MpHpoOIaTa
Yype3 YCTOWYMBY MPAKTUKU U OTa3BaHe Ha MPUPOTHUTE PECYPCH.

» Conumanna ycronuuBocT: [lonkperna 3a KyaTypHOTO HACJIECTBO U TPAIUIIUUTE HA MECTHUTE
OOIIIHOCTH, KaKTO M OCUTYPsIBaHE Ha CIIPABEJIMBH YCIOBHS Ha TPY/I.

* UkoHomuuecka ycroiunBocT: HacbpuaBaHe HAa HKOHOMMYECKM TIOJI3U 32 MECTHHTE
OOITHOCTH U YCTOMUYMBO pa3BUTHE HA TYPUCTUUYECKATa HHIyCTPUSI.

Bramwell and Lane®® npemmarar ome eHa neMHUINS Ha YCTOHYMBHS TypH3bM, KaTo TO
OTHUCBAT KaTo ,,MTOJIOKUTENIEH TOIXO/A, KOMTO WMMa 3a IIeJl HaMallsiBaHE Ha HANPEKEHUETO U
MIPOTUBOPEUHSITA, CH3MIAJICHU OT CJIOKHH B3aUMOJCHCTBUS MEXIAY TYpUCTHUYECKAaTa WHIYCTPUS,

MMOCCTUTCIIUTEC, OKOJIHATA Cpcla U O6H_[HOCTI/ITC, KOUTO IIpueMar TypI/ICTI/I“. Te nogyepraBar

% Bramwell, B. and Lane, B. (1993) Sustainable tourism: An evolving global approach. Journal of Sustainable
Tourism, 1, 1-5.
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3HAYEHHUETO Ha JBJITOCPOYHATA KU3HECIIOCOOHOCT U KaYe€CTBOTO KAKTO HA NMPUPOAHUTE, TaKa U Ha
YOBEIIKUTE PECYpPCH.
Ilpumepu 3a ycnewnu ycmoudueu npakmuku 6 Xomeauepcmeomo ca.
e XwunreH Xotenu u Puzoptu (Hilton Hotels and Resorts)
ollporpama LightStay: Hilton cB3mame cucrema 3a u3MepBaHe U YIpaBICHUE Ha
BB3ICHCTBHETO BbPXY OKOJIHATa cpena, HapeueHa LightStay. Ta3u mporpama cieau u aHaiausupa
KOHCyMallUsITa Ha €Heprus U BOJa, KaKTO M T€HEepPHpPAHETO Ha OTHaAbIU, KaTo HUICHTHU(HIHpA
obmactu 3a mojoOpeHue. B pesynrar Ha mporpamara, XOTEIUTE YCHABAaT Ja HaMaJAT CBOS
BBIVIEPOJICH OTIICYATHK U /1a TIOAOOPAT eHepruitHaTa e(h)eKTHBHOCT.
e InterContinental Hotels Group (IHG)
ollporpama Green Engage: IHG pa3pabotu oHnailH cuctema 3a yhOpaBieHHE Ha
YCTOMYMBOCTTA, KOATO ITIOMara Ha XOTeJIUTE Jia HaMaJIAT CBOETO Bb3/ICCTBHE BHPXY OKOJIHATA Cpefa.
[Tporpamara BkirouBa Hajx 200 yCTOHYMBY HHUITMATHBH, KATO H3II0JI3BaHE HA EHEPTUHHO €()eKTUBHU
OCBETHUTEIIHU TeJa, TOBTOPHO U3IOJI3BaHE HAa BOJIAa M HAMAJIsIBaHE HA otnaxbiute. [IpuMep 3a ycnex
e IHG xoten B JIoHA0H, KOWTO yCIs 1a HAaMaJIu MOTPeOIeHUETO Ha BoAa ¢ 25% U KOHCyMalusTa Ha
eHeprus ¢ 15% B paMKkuTe Ha elHA TOJUHA.
e Marriott International
oMuunumatua Serve 360: Marriott craptupa nporpamara Serve 360, KOSITO BKIIOYBA
aMOUIIMO3HHU TIEJIH 32 yCTOHYMBOCT. Cpell TIX ca HaMmalisBaHe Ha BbIiiepoauute emucuu ¢ 30% a0
2025 r., mpemMaxBaHE Ha IUIACTMACOBHUTE CIAMKH OT BCHYKH TEXHH MMOTH W YBEIIMYaBaHE Ha
U3MOJI3BAaHETO HA B30OHOBsSEMHU eHepruiiHu n3rouHuim. Hanpumep, Marriott B Can ®@paHIucko e
WHCTaNUpan COJNapHU TMaHeNH, KOUTO TeHepupar 3HAuUMTENIHA YacT OT HeoOXoauMmaTra eHeprus 3a
XoTena.
e Six Senses Hotels Resorts Spas
0 DoKkyC BBpPXy MECTHUTE OOIIHOCTH M EKOJOTMYHOTO Ch3HaHME: SiX Senses MOCTaBST
YCTOWYMBOCTTA B IIEHTHPA Ha CBOSI OM3HEC MOzies. Te M3MoI3BaT MECTHH MaTepHalid M pabOTHA PBKa,
WHBECTUPAT B MPOEKTH 3a OMa3BaHE HAa OKOJIHATA Cpela M HachpuyaBaT TOCTHTE Jla ydacTBaT B
YCTOMYMBHM TPAKTHKH, KAaTO HANpUMeEp 3aca)<laHe Ha JbpBETa U Yy4yacTHe B MPOrpaMH 3a
penmkipane. B pe3yaTar Ha Te3u yCHIIns, XOTeTuTe Ha Six Senses yCsBaT 3HAYUTETHO J1a HAMAJISIT
CBOSI BBIVIEPOJICH OTIICYATHK U JIa TIOAOOPSAT YCIOBHSITA HA )KUBOT B MECTHUTE OOIITHOCTH.
e The Ritz-Carlton, Bali
oOmna3Bane Ha Mopckara cpeaa: The Ritz-Carlton B banm uma cnenmanna mporpama 3a

Ora3BaHE Ha MOPCKaTa cpenia, KoATO BKJIIOUBA MOJAPHKKA HA KOPAIOBUTE pru(OBE U OpraHU3UpaHe
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Ha 00pa3oBaTeTHN JEHHOCTH 32 TOCTUTE OTHOCHO 3HAYMMOCTTA Ha OMa3BaHETO Ha MOpcKara ¢iopa
u (ayHa. XoTenbT pabOTH B TACHO CHTPYAHUYECTBO C MECTHUTE pubapH M MOPCKH OMOJI03H, 32 Ja
OCHUTYPH YCTOMUYUBO pa3BUTHE HAa TypHU3Ma B PETHOHA.

e AccorHotels

ollporpama Planet 21: AccorHotels craptupa nporpamara Planet 21, kosaTro uma 3a 1en aa
noo0py yCTOMYMBOCTTA HA BCHUKUTE UM MMOTH 10 cBeTa. [Iporpamara BKIIIOUBa HaMaisBaHEe Ha
NOTpeOIeHNEeT0 Ha BOJa M CHEPrHs, MHUHHMH3MpAaHE HA OTHAaJbLUTE M HachpyaBaHe Ha
3paBOCIIOBHOTO XpaHEHE Upe3 M3IM0JI3BaHe HAa OPraHMYHU M MecTHH npoaykTi. Hanpuwmep, Sofitel
So Bangkok e emuH OT XoTenuTe, KOUTO YCIEIIHO BHEApsBaT MHMIMATuBUTe Ha Planet 21, kato
MHCTAINpPa CHCTEMa 3a ChOMpaHe Ha JbK/J0BHA BO/IA ¥ M3II0JI3BaHE HA EHEPTUIHO e€(DEeKTHBHHU ypeu.

e Scandic Hotels

o0 @okyc BbpxXy conpanHara ycroiuusoct: Scandic Hotels ca u3BecTHH cbC CBOSITAa MOJIUTHKA
Ha COIMaliHa YCTOMuYMBOCT. Te akTHMBHO HaeMaT XOpa C YBPEKIAHUS U OCUTYpPSIBAT pPaBHU
BB3MO)KHOCTH 32 Pa3BUTHE Ha CBoUTE ciayxurend. OCBEH TOBa, XOTEIUTE OT BEpHUrara BHEAPSBAT
SHEeprocrecTsBallyl TEXHOJIOTUH W TMPOTpaMu 3a PELUKIMpaHe, Karo IelTa MM € Ja HaMajsiT
OTHaIbLUTE U Ja IOBUIIAT EHEPTUitHaTa €(hEKTUBHOCT.

YCTOMUYUBUAT TypU3bM U OTTOBOPHOTO XOTEIUEPCTBO NPEACTABISIBAT MHTErpalieH MOAXO/,
KOWTO IeTH J1a Ch3Aaae OallaHC MEXITy WKOHOMHYECKOTO Pa3BUTHE, COI[HAIHOTO OJIaromoiaydune U
oma3BaHeTo Ha okoyiHata cpena. [Ipumepu karo Hilton, IHG, Marriott, Six Senses, The Ritz-Carlton
u AccorHotels nmoka3Bar, 4e € Bb3MOXKHO J1a € MOCTUTHE YCTOHYMBOCT Ype3 HHOBATUBHU MPAKTUKU
U cTpareruu. Te3n KOMIAHUU CITy’KaT KaTo MOJEN 3a MOoJpakaHue, J0Ka3BalKu, ye YCTOHYHUBHUAT
TYpU3bM HE CaMO Ola3Ba OKOJHATa Cpela, HO W Momo0psiBa MKOHOMHUYECKaTa €(QEeKTUBHOCT U
COLIMAITHOTO OJIaronosyyue.

Hnmeepupanemo na npunyunume Ha YyCmMouduusi mypusvM u 0me080PHOMO XOMeIUepCmeo
8 edceOHesHama paboma Ha XomenuepcKume nNPeonpusmus e KIvos elemMennm 3ad Cb30a8aHe Ha
0bI20MPAiHa CMOUHOCI U NO3UMuUeH umuodic. Toea usuUCKea aneaicumenm u CbmpyOHULecmeo Ha
BCUYKU HUBA — OM YNPABIeHUemo HA Xomeaume 00 MeXHume 20CMu U Mecmuume OOUWHOCIL.
Bwvnpeku npeoussuxamencmeama, KOumo Kpb208ama UKOHOMUKA MOJice 0d NOCMABU, No3ume om

HeésA ca 3HavumenHu u MHOZOO6pCl3H1/l.

2. Kppropa nKkoHOMHKA B XOTEJIMEPCTBOTO
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KpbroBara mKkoHOMHKa € MOZEN Ha MPOU3BOJCTBO M MOTPEOJICHHE, KOMTO CE CTPEMHU Ja
VIBJDKU KU3HEHUS UKD HA TIPOAYKTUTE, KaTO TH MU3MOJI3Ba MOBTOPHO, PEMOHTHPA, PELUKIIUPA U
BBH3CTAHOBSIBA KOJIKOTO C€ MOXKE MO-ABJT0. Ta3u KOHUENIUS € B KOHTPACT C TPAAUIIMOHHUS JTMHEEH
MOJIe]T Ha UKOHOMHMKA, KOMTO ce 0a3upa Ha Mojelna ,,B3eMH, HallpaBH, U3XBHPJIK . B KOHTEeKcTa Ha
XOTEIMEPCTBOTO U PECTOPAHTHOPCTBOTO, KPhIOBaTa MKOHOMHMKA BKJIIOYBA PA3IUYHHM CTPATETHU U
MPaKTUKH, KOMTO MOrarT Ja INOMOTHAT 3a MUHUMHU3MpPAHE Ha OTHAJAbLIUTE W YBEIWYaBaHE Ha
e(eKTUBHOCTTA Ha PECypPCHTE.

2.1. OcHo8HU npUHYUNU HA KPB20BAMA UKOHOMUKA

Kpbroeara nkoHoMHKa c€ OCHOBaBa Ha HSIKOJIKO KJIIFOUOBH MIPUHIUIIA, KOUTO BKJIIIOYBAT:

- M3nom3Bane Ha ycToYMBY MaTepuainy: ToBa o3Ha4aBa M30sirBaHe HA MaTEpHUAU, KOUTO HE

Morar Jia ObJaT PeUUKIMPAHH UM KOUTO Ca BPEIHH 3a OKOJTHATA Cpe/a.

- [Ipoektupane 3a 1bAroBe4HOCT ¥ peMOHT: [IpoaykTute Tpsi6Ba 1a ObIaT MPOSKTUPAHU TaKa,

Ye J1a MOTar JIECHO J1a Ob/IaT PEMOHTHPAHU U OOHOBCHH.

- Penukipane u moBTOpHA ynorpeba: Marepuanute TpsOBa Aa OBJAT PEHUKIMPAHH H

M3MOJI3BaHM MIOBTOPHO, KOTaToO € Bb3MOXKHO.

- HamansBane Ha otnagpnute: Llenra e 1a ce MUHMMH3Mpa TEHEPUPAHETO HA OTMAAbIN Ha

BCEKH €TaIl OT IPOU3BOICTBEHUS U MOTPEOUTEICKUS UKL

2.2. IIpunoorcenue Ha Kpveo8ama UKOHOMUKA 8 XOMENUePCMBEOmo

e  VYCTOMYMBH JOCTABKH:

JlokayiHM ¥ yCTOWYMBY MPOAYKTH: XOTEIUTE MOTaT Jia 3aKyIyBaT XpaH! U APYTH MPOTYKTH OT
MECTHH TPOU3BOIUTENTH, KOETO HE CaMO HaMalisgBa BBIVICPOJHHS OTMEUYAThK, HO U TIOJKPEIs
MeCTHaTa HKOHOMHKA.

Exomornuno umctu marepuanu: lM3mom3BaHeTo Ha Marepuanv, KOUTO €a YCTOMUYMBH H
peUUKINPYyEeMH, KaTo 6aMOyK MIIH peIUKIIMpaHa IIacTMaca.

e VYmpaBlieHHE HA OTHAAbIUTE:

- Komnoctupane: OpraHndHuTe OTHAIBIM OT KyXHSATAa MOTar jJa ObJaT KOMIIOCTUPAHU H
M3TOI3BaHM 32 MOJAPHIKKA HA TPAIUHUATE B XOTEJA.

- Paznenno cnOupaHe Ha oTmagbl: XOTENUTE TPsSAOBa Ja OCUTYpPSBAT BBH3MOXKHOCTH 3a
TOCTUTE J1a COPTUPAT OTHAABLIUTE CH, KaTO MPEIOCTaBIT OTACIHHM KOILIOBE 3a PELUUKIMPAHE HA
mIacTMaca, CThKJIO U XapTHsl.

- HamansBane Ha XpaHUTETHUTE OTIAIBIM: Upes TOYHO TUIaHUPaHe Ha MEHIOTO U U3TIOJI3BaHE
Ha copTyep 3a ympaBlieHHE Ha MHBEHTapa, XOTEIUTEe MOraT Ja MHUHHUMH3UPAT XPAaHUTEIHUTE

OTHAaObIH.
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e Enepruiina eQ)eKTUBHOCT:

- 3non3BaHe Ha Bb30OHOBsIEMH U3TOUYHUIM HA eHeprusi: ColapHU NaHeNu, BATbPHU TypOUHH
Y T€0TEpMaJIHU CUCTEMM MOTaT J1a OCUTYPAT YMCTA EHEPTUs 32 XOTEIIUTE.

- EneprocniecrsBaiuin  ypeau u  ocerienue: HMucramupanero Ha LED ocBernenue u
€HEeprocrecTsBally ypeau HaMalsiBa EHEpruifHOTO MoTpeOiieHue.

e Boana egexTuBHOCT:

- [ToBTOpHO M3MON3BaHe Ha Boja: CucTeMH 3a cHBa BOJAAa MOraT Jia M3IOJI3BAT BojaTra OT
ITYIIOBETE U MUBKHTE 3 MOJIMBAHE HA FPAUHUTE.

- CnectsBaHe Ha Boaa: VMHcTamupaHe Ha BOJOCHECTSBAIIM TYIIOBE M TOAJIETHU, KAKTO U
U3II0JI3BAaHETO HA aBTOMAaTHUYHU KPaHOBE, KOUTO HaMaJlsiBaT M3JIMIIHATA KOHCYMalus Ha BOAA.

e PeMoHT u 0OHOBJIEHHE:

- MebGenn u o63aBexxgane: Bmecto na ce M3XBBpAAT cTapu MmeOend, Te Morar jaa Obaar
peMOHTUpaHHu U 00HOBeHH. ToBa HE caMo cIiecTsBa Mapu, HO U HaMaJIsiBa OTIAIbIUTE.

- Tekctun: XoTtenute Morar Ja M3MOJI3BAT MPOrpaMu 3a PEMOHT M MOBTOpHA ymorpeba Ha
CHaJHO 0€IbO U KBPIIH, BMECTO Ja T 3aMEHST NPU I'bPBUTE IPU3HALM Ha U3HOCBAHE.

2.3. Yemotiuusu npakmuku 6 xomenuepcmeomo

e XWITbH XOTENHU:

LightStay: XuntsH pa3padoTu coOCTBEHA CHCTEMa 3a U3MEPBAHE HA BB3ACHCTBUETO BHPXY
OKOJIHaTa cpefa, HapeueHa LightStay, kosiTo cienu M3MON3BAaHETO HA PECYpCH U OTHAAbLIUTE B
peanHo Bpeme. ToBa MO3BOJNSIBA HA XOTENUTE OT BepUrara Ja HACHTU(UIMpAT OONAcCTH, KbIETO
MoraT Jia c€ MOCTUTHAT 3HAUUTEIHH CIIECTABaHUS.

e InterContinental Hotels Group (IHG):

Green Engage: Ilporpamara Green Engage momara Ha XOTeIuTe OT Bepurara Jila HaMassBaT

CBOMTE BBIVIEPOJHN EMHUCHUHU U BOJHH pecypcH, karo npeanarar Haja 200 yCTONYMBY peleHusl.
e Marriott International:

Serve 360: Marriott craptupa naunraTuBara Serve 360, K0oATO BKIIIOYBA aMOUITMO3HH LIETH 32
YCTOMYMBOCT, KaTO HaMmaJisiBaHe Ha BbIvieponHutTe emucuu ¢ 30% no 2025 r. m mpeMaxBaHe Ha
IJIACTMACOBUTE CJIAMKU OT BCUYKU TEXHU UMOTH.

2.4. Bapuepu u npeoussuxamencmea npeo Kpb2o8ama UKOHOMUKA 8 XOMeTUepCmeomo

e OUHAHCOBU IMPEUKHU:

BuenpsiBaneTro Ha yCTOMYMBM MpPakTUKM M TEXHOJIOTMM 4YECTO M3UCKBA 3HAYUTEITHU

I'bPBOHAYAIHM WHBECTUIMU. MankuTte U CpeAHM XOTEeJIM MOrar Ja CpeuiHar TPYAHOCTU MpU

HAMUPAHETO Ha (PMHAHCUPAHE 32 TE3H MPOCKTH.
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e Jlumnca Ha 3HaHUS U YMEHUS:

MHoro xorenu Bce OlLIe HE Ca HAasICHO C Bb3MOKHOCTHTE, KOWUTO Ipe/jlara Kpbropara

HKOHOMUKA, U JIMIICBAT YMCHUS U 3HAHHWA 3a NPUJIAraHECTO Ha TC3U NPAKTUKH Ha ITPAKTHUKA.
e PerynaropHu npeau3BUKaTeICTBA:

Perynanuure M craHmapTuTe 3a YCTOMYMBOCT 4Y€CTO Bapupar B PA3JIM4YHUTE PETUOHU U

JbpP)KaBU, KOETO MOKE J1a 3aTPYy/IHU BHEAPSABAHETO HA €IMHHU MIPAKTUKH B TII00aJIeH Maao.
e [IpomsiHa Ha KyATypaTta U HOBEJEHUETO:

[IpomsiHaTa Ha HABUIUTE M MOBEJICHUETO HA TEPCOHANA M TOCTHTE MOXKE Ja Obae TpyaHa
3ana4a. HeoOxonuma e KynTypHa TpaHchopManys U HOCTOSHHYU YCHIIUsA 32 00y4eHHue U MOTHBALIUS
Ha BCUYKH 3aMHTEPECOBAHU CTPAHHU.

Kp’I)FOBaTa HMKOHOMHKa Ipe€ajiara HWHOBATHBCH IIOAXOA 3a CIpaBdHC C CKOJOIMYHUTC
MMPECAN3BUKATCIICTBA B XOTCIIUCPCTBOTO. HpI/IJIaFaHCTO Ha NPpUHOUIIMTE Ha KPbroBara NKOHOMHKA B
XOTEJIMEPCKUs CEKTOp HE CaMo IoMara 3a Ola3BaHe Ha OKOJIHAaTa Cpefia, HO M Ch3/1aBa MKOHOMHYECKU
HoJ3M M moaoOpsiBa MMMJDKA Ha XoTeauTe. Bwopeku Oapuepute M Ipeau3BUKATENICTBaTa,
CbIICCTBYBAT MHOXXCCTBO YCIICHIHU IMTPUMEPH 3a IpUJIaranc Ha YCTOfIQHBH IMPAKTHUKHU, KOUTO MOT'aT
Jla CIy’KaT Karo MOJEN 3a ToApakaHhe. XOTelMepuTe TpsOBa Ja MPOABIDKAT J1a ThPCAT HOBU
BBb3MO)KHOCTH 32 YCTOWYMBO Pa3BUTHE U Ja pabOTAT B MOCOKa Ha Ch3JJaBaHE Ha I0-3€JIEHO U
OTrOBOPHO OBbJIEIIE 32 TypUCTHUECKaTa HHAYCTPUSI.

2.5. Ilpakmuuecku cmvnku 3a npuIaeane Ha Kpv2oeama UKOHOMUKA

e AHanu3 Ha TEKYLIOTO ChCTOSTHUE:

- [IpoBexx1ane Ha €HEPrUeH M BOJECH OJIMT, 3a Ja C€ UACHTU(UIIUPAT OCHOBHUTE U3TOUHUIIN
Ha pa3Xo/au U 3aryomu.

- OneHKa Ha TEeKYLOTO YIpaBJIeHUE Ha OTMAbLIUTE U Bb3MOXKHOCTUTE 3a NMOJOOpEHHE.

e M3roTBsiHe Ha cTpaTerus 3a yCTOHYHUBOCT:
- Pa3zpaboTBaHe Ha IBJITOCPOUEH IJIaH 32 BHEIPSIBAHE HA YCTOMYUBU MPAKTHKH.
- OnpenensiHe Ha KOHKPETHH LEJU M UHAUKATOPH 32 ycIieX.

e (OOydeHue Ha MepcoHaa:

- [IpoBexaane Ha peryasipHU 0OyYUTEITHH CECHH 32 3aIl03HaBaHE C MPUHIIUITUTE Ha KPbhroBara
HNKOHOMHKA 1 YCTOI\/'I‘—II/IBI/ITC IIPaKTHUKH.

- MoTtuBaius Ha iepcoHana Ja npezsiara ¥ BHeJpsiBa HOBU UJIEU 32 YCTOHUMBOCT.

e lHBecTHpaHe B TEXHOJIOTUU:
- MucTanupane Ha eHeprocrecTsaBally ypeaIu U CUCTEMH 3a YIPaBJICHUE Ha BOJUTE.

- uBecTupane B CUCTEMU 32 PEIIUKIMPAHE U KOMIIOCTUPAHE.
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e [lapTHBOpPCTBA U CHTPYIAHUYECTBO:

- ChTpygHUYECTBO C MECTHU JOCTABYMUM M MPOU3BOAMTENIM 32 JIOCTaBKa HA yCTOWYUBHU

IPOAYKTH.

- [TapTHBOPCTBO C €KOJIOTMYHYU OPraHM3AlMU U YYaCTHE B MHULIMATUBH 3@ YCTOWYUBOCT.

o KoMyHUKAIIMS 1 MAPKETHHT:

- Undopmupane Ha rOCTUTE 32 yCTOWYMBHUTE MPAKTHKU U TIOI3UTE OT TSIX.

- [IpomoTupaHe Ha ycwiusaTa 3a yCTOWYMBOCT YpE€3 MAPKETUHIOBH KAMIIAHUU U COLIMAIHU
MEIUU.

Ilpunazanemo Ha npuHyunume Ha Kpb208AMA UKOHOMUKA 6 XOMEIUEePCMBOmMoO UUCKEA
cucmemamuden nooxo0 U AHANCUPAHOCM OM CMPAHA HA 6CUYKU 3AUHMEPEecO8aHU CMPAaHu.
Cvuemasanemo Ha yCMOUUUBU NPAKMUKU C UHOBAYUU U 0DYUEHUe MOJice 0a NOMO2HE HA Xomeaume
He camMo 0a HAMAIAm CB0Sl eKONO2UHeH OmnedamvK, HO U 04 noodobpam ceoama
KOHKYpeHmocnocoonocm u penymayus. B kpaiina cmemxa, Kpb2oeama UKOHOMUKA NPeOCmaesisea
He CaMO HeoOXO0UMOCH, HO U 8b3MONCHOCH 34 U3ZPANXCOAHe HA NO-YCMOUUU8a U CHpaseousd

mypucmu4decKka uHchmpuﬂ.

3. YnpaBieHue HA BOJAUTE U €HEPTUTA B XOTEJIHEPCTBOTO
VYipaBlieHHETO Ha BOJUTE U CHEPTUATa B XOTEIUEPCTBOTO € KPUTHYHO 32 IMOCTUTAHETO Ha
YCTOHYHMBOCT M HaMaJsIBAHE Ha BBIVICPOJHHS OTIEYaThK. Te3W JBa pecypca ca OCHOBHH 3a
(GYHKIIMOHUPAHETO Ha XOTEIUTE, HO CHIIEBPEMEHHO MPEACTABIISABAT 3HAYUTEIICH Pa3Xo/l U U3TOYHHUK
Ha €KOJIOTUYHO Bb3aelicTBre. E(eKTHBHOTO yIpaBlieHne Ha BOJUTE U €HEPTUATa MOXe Ja JOBEIe
JI0 3HAYUTEITHU MKOHOMHUYECKH TIOJI3H U JIa TO00PH €KOJIOTHYHATA PEITyTaIus Ha XOTEIINTE.
3.1. Ynpasnenue na 6ooume
e 3HaueHUE HA YIPaBIECHUETO HA BOAUTE
Bomara e xu3HEHOBaK€H peCcypc 3a XOTEIMEPCTBOTO, M3MON3BaH 3a Pa3jIUMYHU HYXKIH,
BKIIIOYUTEITHO TOTBEHE, MOYMCTBAHE, IpaHe, MOJMBAHE HAa TPAIMHH U 32 CAHUTAPHU HYXKIU.
HemocTaTpuHOTO yIpaBlieHUE HA BOJWUTE MOXE JIa JIOBEAC 10 3HAYUTEIHN (PUHAHCOBH Pa3xoIu U
HETaTUBHO BB3JICHCTBUE BHPXY OKOJHATA CPe/a.
e Meroau 3a CriecTsIBaHE Ha BO/A
A. MHCTanmpaHe Ha BOJOCIICCTSBAIIN YCTPOUCTBA
- JlymoBe ¢ HUCHK AeOuT: Te HaMansBaT KOJIMYECTBOTO BOJA, M3MOI3BAaHO 1O BpeMe Ha Ay,

0e3 Aa KOMIIpOMETUPAT KaY€CTBOTO HA yCJIyrara.
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- BonocnectsBamu TtoanetHu: ToanerHure ¢ ABOe€H OyTOH M HHUCHK JeOUT 3HAYUTEIHO
HaMaJsBaT KOHCYMAaIMsTa Ha BOJA.
- Aeparopu 3a kpaHoBe: Te cmecBar BoJa ¢ Bb3IyX, HaMaJIsIBallku BOAHUS MOTOK, Oe3 ja
HaMaJIsIBaT HaJSITaHEeTo.
b. [ToBTOpHO H3MOI3BaHE HA CHBA BO/IA
CuBara Bozia € OTIIaJHa BOJa OT MUBKH, TYIIOBE M TIEPATHH, KOSITO MOXeE J1a ObJie TpeTUpaHa
¥ U3I10J13BaHa TIOBTOPHO 32 MTOJIMBAHE HA IPAJMHU WIH 32 IPOMUBAHE Ha TOAJIETHH. TOBa 3HAYMTETHO
HamaJsiBa 00110TO MOTpediieHre Ha BOAA.
B. Cucremu 3a chOupaHe Ha AbKIOBHA BOJa
CwbupaneTo Ha IHKI0BHA BOJIA M HEHHOTO M3IOJ3BaHE 32 MOJIMBAHE HA 3€JICHH TUIOIIN WIIH
3a IPyTH HEXPAaHUTEIHN HYXIH € OIlle eMH ¢()eKTHBEH HAYWH 32 CIICCTSIBAHE HA BOJA.
e VipaBieHue Ha BOJUTE B [IPaHE U MOYUCTBAHE
XoTenure Morar Jia BHEJPAT TEXHOJIOTHH U MPOLICAYPH 32 HaMaJlsiBaHE HAa KOHCyMAaIusITa Ha
BOJIa B MEpAJHUTE U IMOYMCTBAHETO. Hampumep, M3MON3BaHETO HA MEpPANHU MAIIUHU C BUCOKA
e(eKTUBHOCT, KOUTO M3IMOJI3BAT [TO-MAJIKO BOJIa U €HEPTHUSL.
e (OOyueHue Ha epcoHaa
OOy4deHneTo Ha MepcoHansa OTHOCHO BaXKHOCTTA Ha CHECTSIBAHETO HA BOJAA U MPUJIATaHETO Ha
J0OpY TIPAKTUKH € KITIOUOB €JIEMEHT 32 YCIEITHOTO YIIPaBJIeHHE Ha BOIHUTE PECYPCH.
3.2. Vnpasnenue na enepeusma
e 3HaueHUE Ha YIPaBIECHUETO HA EHEPTUsATa
Eneprusita e apyr BakeH pecypc, KOWTO OKa3Ba 3HAUYUTEITHO BB3IACHCTBHE BBHPXY OKOJIHATA
cpena u (PMHAHCOBHUTE PE3yATaTH HA XOTENUTE. YIPABIECHUETO HA EHEPTUsATa BKIIIOYBA BHEAPSBAHE
Ha TEXHOJOTMHM W TPAKTUKH, KOUTO HAMAJIABAaT IOTPEOJICHUETO Ha EHEprus M IOBHUIIIABAT
e(exTuBHOCTTA.
e Meroau 3a criecTsBaHE Ha CHEPTUS
A. U3non3BaHe Ha Bb30OHOBIEMH €HEPTUIHU U3TOUHUIIN
- Conapuu nanenu: MHCTanMpaHeTo HA COJApHU MAHENU 3a TeHepUpAaHE Ha €IEKTPUYECTBO
WM 32 MOATPsSBaHE HA BOJA.
- Barepau TypOuHM: M3n013BaHe Ha BITHhPHA CHEPTHs, KOTATO YCIOBHSATA MTO3BOJISBAT.
- ['eorepmanna eneprus: M3non3Bane Ha TOIJIMHATA OT 3€MsATa 32 OTOIJICHHUE U OXJIaXK/1aHEe Ha
crpaaure.

b. EneprocnecrsBaiiy TEXHOJIOTUU
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- LED ocBemnienue: 3aMsiHaTa Ha TpaaulMoHHUTE Kpymiku ¢ LED ocBetneHue, KOeTo € mo-
€HEepruiiHO €(heKTUBHO U UM MO-IABJIBI KUBOT.
- YMHM TepmocTatH: MHcTanupaHe Ha WMHTEIMICHTHM TEPMOCTaTH, KOUTO AaBTOMAaTHYHO
perynupar TemIieparypara B 3aBUCUMOCT OT 3a€TOCTTa Ha CTauTe.
- Enepruiino edexruBnu ypenu: M3non3ane Ha ypean U 000pyJBaHe ¢ BUCOK €HEPrUueH Kiac.
B. M3omanus u onTuMu3anys Ha Crpagure
- Torutonzonanus: IlomoOpsiBaHETO Ha HW30NIAIMATa HAa CrPaJWTe HaMalsiBa 3aryOuTe Ha
TOIUIMHA Ipe3 3MMaTa U MOIbpiKa IO0-XJIa/IHa BETPELIHA Cpea Mpe3 JIATOTO.
- JIBoitHu u TpoiHM cThkiIA: MHcranupaHe Ha eHEPruiHO e(EeKTUBHM MpO30pLU 32
HaMaJIsIBaHE Ha 3aryOuTe Ha TOIUIMHA.
e MOHUTOPUHT U YIIpaBJICHUE HA EHEPrONOTPEOICHHETO
PeoBHUAT MOHHMTOPMHI Ha €HEPromoTpeOIEHMeT0 W aHAJIM3BT HAa JaHHUTE IOMarar 3a
uAeHTU(PUIIMPAHE HAa 00JACTH C BUCOK Pa3XoJ] ¥ Bb3MOXKHOCTHU 3a onTuMu3anus. IHTerpupaHero Ha
CHCTEMHU 3a ynpasieHue Ha eHeprusara (EMS) no3BosnsiBa aBTOMaTHUHO yIpaBI€HUE U KOHTPOJ Ha
MOTPEOJICHUETO.
e (OOyueHue Ha epcoHaa
OO0yueHHeTo Ha MepcoHalla 3a BaXKHOCTTAa HAa eHepruiiHata e()eKTUBHOCT U BHEAPSBAHETO Ha
J00pH MPAKTUKHU € ChIIO TOJIKOBA BaXKHO, KOJIKOTO M BHEIPSBAHETO HA TEXHOJIOTHUTE.
IIpumepu 3a ycnewinu npakmuxu ca.:
e InterContinental Hotels Group (IHG) - Green Engage
IHG BaenpsBa nporpamara Green Engage, KosATO BKIIOYBA pa3iIW4YHM HWHULMATHBH 3a
HaMaJIsIBAaHE Ha KOHCymalMsATa Ha Bojxa M eHeprus. IIporpamara mpemnara Han 200 pemeHns,
BKJIFOYMTENTHO MHCTAJIMpPAHE HA €HEProclecTaBallo OCBETIIEHHE, U3I0J3BaHe Ha BOJOCIECTSABALIU
YCTpOICTBa M BHEAPSBAaHE HAa CUCTEMU 3a ChbOMpaHe Ha AbXKI0BHA BoAa. XorenbT InterContinental
New York Barclay ycns na mamanu koncymanusara Ha eHeprus ¢ 30% u Ha Bonma ¢ 20% cnen
BHE/IPSBAHE HA TE€3U MEPKH.
e Marriott International - Serve 360
[TIporpamara Serve 360 nHa Marriott BkIOYBa aMOMIIMO3HM I 32 YCTOHYMBOCT,
BKJIFOYMTEITHO HAMaJIsSIBaHE Ha BhIVIEPOJHUTE EMUCHH U TOJ00psIBaHe Ha eHepruitHaTa e(peKTUBHOCT.
Hanpumep, Marriott B Can @paHIMCKO M3MOJI3BA COJIAPHU MaHENIH, KOUTO T€HEepUpaT 3HAYUTEIIHA
4acT OT HeoOXoaumaTa eHeprust 3a xorena. OCBEH TOBa, XOTENbT € MHCTAJIMpal CHUCTEMH 3a
MIOBTOPHO M3II0JI3BaHE HA CHBA BOJA 32 MIOJIMBAHE HA TPAUHUTE.

e Hilton Hotels - LightStay
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Hilton pa3pabotu cucrema 3a u3MepBaHe U YIPaBJICHHUE HAa Bb3ICHCTBHETO BbPXY OKOJIHATA
cpena, HapeueHa LightStay. Tasu cucrema ciienu u ananu3upa KOHCyMaIlsiTa Ha €HEPTUs U BOJA,
KaKkTO M TeHEPUPAHETO Ha OTmaablu. B pe3ynrar Ha mporpamara, Hilton ycmsiBa na Hamanu cBOS
BBIVICPOJICH OTIIEUaThK W Jla MOJ00pU eHepruiiHata e(eKTHBHOCT B CBOMTE Xorenu. Hampumep,
Hilton Hawaiian Village e nHCTanupan conapHu naHe N U CUCTEMa 3a ChOMpaHe Ha IbXI0BHA BOJIA,
KOETO € JIOBEJIO JI0 3HAYMTEITHO HaMaJIsiBaHE Ha CHEPTUHHUTE U BOIHUTE Pa3XOIH.

3.3. Bapuepu u npedussuxamencmea npeo ynpagieHuemo Ha 600ume u eHepeusama

dunaHcoBH Oapuepu

BHenpsiBaHETO HAa HOBU TEXHOJIOTUH U CUCTEMH 32 YIPABJICHUE HA BOJAUTE M CHEPTHATA Y€CTO
M3HUCKBA 3HAYUTEIHU ITBPBOHAYAIHA WHBECTUIIMH. MaJKUTE M CPEIHU XOTEIH MOTar Ja CPEIIHAT
TPYIHOCTH IPU HAMHPAHETO Ha (PMHAHCHUPAHE 32 TE€3H MPOCKTH.

Jlurica Ha 3HAHUS ¥ YMEHUS

XOTEeUEePCKUAT TEPCOHAI MOXKE Jla HE pasmojiara ¢ HEOOXOAMMHTE 3HAHUS M YMCHHS 3a
e(eKTUBHO yTpaBJICHHUE HAa BOANUTE U eHeprusaTa. HeoOxomuMocTTa oT 00ydeHne U OBHINIaBaHE Ha
WH(OPMHUPAHOCTTA € KPUTUYHA 32 YCICIIHOTO BHEIPSBAHE HA YCTONYHUBY MPAKTHKH.

PerynaropHu npeau3BuKareicTsa

Perynanuute u crangapTuTe 32 €HepruiiHa e(heKTUBHOCT U YIIpaBJIeHHE Ha BOAUTE BapupaT B
Pa3TUYHATE PETHOHU U JIBP)KABU, KOETO MOXKE JIa 3aTPY/JHUA BHEJPSIBAHETO HA CIUHHU MPAKTHKHU B
mo0ajneH Mamiao.

[TpomsiHa Ha KynTypara U MOBEIEHUETO

[IpomsiHaTa HA HABHIIMTE M MOBEJACHUETO HA MEpPCOHAla U TOCTHTE MOXe Ja Oble TpydaHa
3amada. HeoOxoamma e KynTypHa TpaHcGopMalvs ¥ TIOCTOSTHHH YCHIINS 32 O0OYYCHUE U MOTHBAIIHS
Ha BCUYKH 3aMHTEPECOBAHM CTPAHH.

Eghexmusnomo ynpasnenue na 6ooume u eHepeusima 6 Xomenuepcmseomo e K408 eiemMeHm
3a nOCMueanemo Ha YCMoudusoCm U HAMAIABAHe HA 8belepPOOHUs omneyamvk. Xomenume, KOUMo
uHgeCmupam 6 YCMOUYUSU MeXHON02UU U O0OYUeHUs, Mo2am 0a HOCMUSHAM 3HAYUMENHU
UKOHOMUYECKU NOA3U U 0a nooodpsam ceosma exonrocuuna penymayus. Ilpumepu xamo I[HG,
Marriott u Hilton nokaszeam, ye e 6b3MOXNCHO 0a ce NOCMUcHe YCMOUYUBOCH Ype3 UHOBAMUBHU
npakmuxu u cmpamezuu. Bwnpexu 6apuepume u npeoussuxkameicmeamd, noazume om
VApasieHuemo Ha 600ume U eHepeusma ca 3Ha4umenHu u MHo200opasnu. Xomenuepume mpa66a oa
nPOOBANCAM 0a MBPCAM HOBU BLIMONCHOCIU 3A YCMOUYUBO pa3sumue u 0a pabomsam 6 NoCoKa Ha

cv30asame Ha No-3e1eHo U OM2080PHO OvOeuje 3a MypPUCmMuUYecKkama UHOYCmpus.
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4. YnpasjieHHe HA OTHAJAbLHUTE B X0TeJIAa ¢ AKLEHT BbPXY XPAHMTEJHUTE OTHAAbIH B
pecTopaHTHTe
VYIpaBineHUeTo Ha OTHAJABLUTE € CHIIECTBEH ACIEKT OT YCTOMYMBOTO YIIPABJICHUE HA XOTEIU
u pecropanTd. Oco0eHO BHHMMaHHE TpsAOBa Ja ce OObpHE HAa XPAaHUTEIHUTE OTMAIbLU, KOUTO
IPEACTaBIISIBAT 3HAYUTENIHA YACT OT OOIUTE OTHAAbIM, TEHEPUPAHU B XOTEIUEPCKaTa UHIYCTPHUS.
EdexTuBHOTO ynpaBieHWe HAa XpaHUTEIHUTE OTMAIbLIM HE CaMO HaMmajsBa HEraTUBHOTO
BB3/ICHCTBHE BBpPXY OKOJHATa cCpela, HO M TOA0OpsSiBa HKOHOMHUYECKaTa e(eKTUBHOCT U
YIOBIIETBOPEHOCTTA HA TOCTUTE.
4.1. 3uauenue na ynpagieHuemo Ha omnaovyume
OtnaapuuTe, TEHEPUPAHU OT XOTEIM M PECTOPAHTH, BKIIIOYBAT PA3IU4YHU MaTEpHUad, KaTo
XapTus, I1acTMaca, CThbKJIO, METall M OpraHuyHu otnagbuu. Cpen TAX, XpaHUTETHUTE OTHAAbLU
IIPEICTaBIIABAT 3HAYUTEIIHA YaCT U UMAT CEPUO3HU €KOJIOTMYHU M MKOHOMMUYECKH IOCIEANIIH, AKO
He ObJaT MpaBUIIHO yNpaBisBaHU. HenmpaBWIHOTO ynpaBieHUEe HAa XPaHUTEIHUTE OTIAAbLU BOAU
J0:
- IloBuienu pa3xoau 3a ACMOHUPAHE U TPAHCIIOPT HA OTHALBIIU.
- I'eHepupaHe Ha MApHUKOBU ra30Be, KaTO METaH, IIPU pas3jiaraHe Ha OPraHUYHUTE OTNALbLU
Ha Jemnara.
- 3ary0a Ha pecypcH M NOTEHIUATHU MKOHOMUYECKHU IOJI3H OT KOMIIOCTUPAaHE U MOBTOPHA
ynorpeoa.
4.2. Memoou 3a ynpasnenue na omnaovyume
e Hamanaeane na omnaovyume
A. Ilnannpane Ha MEHIOTO
Enun oT Hali-eeKTHBHUTE HAYMHM 3a HAMaJsIBAHE HA XPAHUTEIHUTE OTMAIbLU € dYpe3
ONTUMU3HMPAHE Ha IIJITAHUPAHETO HA MEHIOTO. TOBa BKIIIOYBA:
- AHanu3 Ha NPEANOYUTAHUATA HA TOCTUTE U TEHJIEHIIUUTE B MIOTPEOIEHUETO.
- CspzaBaHe Ha MEHIOTA C M3MOJI3BaHE HA ChCTABKM, KOMTO MOTaT Ja ObJaT M3IMOJI3BaHU B
MHOKECTBO SICTHSL.
- Ilpeanarane Ha I'bBKaBM MOPLMH M ONIMHU 3a U300p Ha pa3Mepa Ha MOPUUATA, KOETO
HaMaJIs1Ba U3JIMIIHOTO KOJIMYECTBO XPaHa, KOETO CE IPUTOTBS U HE CE KOHCYMUPA.
b. YnpaBnenue Ha nHBEHTapa
EdexTuBHOTO ynpaBieHHe Ha WHBEHTapa MOXKE Jla MPEI0TBpAT Pa3XUIIABAaHETO HA XpaHa.
ToBa BKrOUBA:
- PenoBHa nmpoBepka Ha HAIMYHOCTUTE U CPOKOBETE HA T'OTHOCT.
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- Ilpunarane Ha npuHnuna "mepBo Bie3o, mbpBo u3iszio" (FIFO), 3a na ce rapantupa, ye
MO-CTapUTE MPOYKTH CE U3MOI3BAT IIBPBHU.
- HsnmomsBane Ha cod)Tyep 3a ympaBiICHWE HA WHBEHTapa, KOHUTO JaBa BBH3MOXKHOCT 3a
MpocieisBaHe Ha HAIMYHOCTUTE B PEAIHO BpEME.

e [loemopna ynompeba u peyuxkiupame

A. IToBTopHa ynorpeba Ha XpaHa

XoTenure U pecToOpaHTUTE MOrar Jia BbBEJAT MPAKTUKH 3a TOBTOPHA YIIOTpeba Ha XpaHUTEIIHU
OCTaTbIIH, KaTO HapUMep:

- [IpepaboTka Ha OCTAThIIM B HOBH SICTHSI, KOTaTO € Bb3MOXKHO M 0€3011acHO.

- JlapeHue Ha U3NMUIIHATA XpaHa HA MECTHU OJaroTBOPUTEITHN OPraHU3alluU U MPUIOTH.

b. Komnoctupane

KoMriocTpaneto Ha OpraHWYHUA OTHAABLIM € €(EeKTUBEH METOI 3a YIpaBlIeHUE Ha
XPaHUTEIHUTE OTHaAbIIM. TOBa BKIIIOUBA:

- MucTranupaHe Ha KOMIIOCTHH CHCTEMHU HA MSCTO WJIM JIOTOBOPSHE C BBHHIIHU KOMIAHUH 3a

KOMITOCTHPAHE.

- 3non3Bane Ha KOMITOCT 3a MOJIPBKKA HA TPAJAMHM U 3€JICHH IUIOIIHM B XOTENa.

B. Penuknupane

PaznennoTto chOupaHe Ha OTHAIBIM M PEUUKIUPAHETO HA MaTEpHaly KaTo CTHKIO, MeTal,
IJIacTMaca U XapTHUsl € OCHOBEH acleKT Ha YNPaBIEHUETO HAa OTHaAbLuTe. TOBa BKIIIOUBA:

- OcurypsiBaHe Ha MOAXOSIIN KOHTEHHEPH 3a pa3JeIHO ChOUpaHe.

- OOyueHue Ha TIepcoHalIa ¥ TOCTUTE OTHOCHO MIPABUITHOTO Pa3IETHO ChOMpaHe Ha OTHAIbIIH.

e Vnpasnenue na xpanumeniHume omnaovyu 6 pecmopanmume

1. AHanu3 Ha U3TOYHUIIMTE HA XPAHUTEITHU OTIAIbIIN

3a na ce pa3paboTu edeKTUBHA CTpaTervs 3a yNpaBICHHE HA XPAHUTEITHHUTE OTMAIbIIH, €
BaYKHO /12 C€ aHAJIM3UPAT OCHOBHUTE U3TOYHULIM HA OTMAAbLU. Te BKIIOUBAT:

- OTnagbI OT MPUTOTBSIHE HA XpaHa: OOeNKH, OCTaThIM OT MOYMCTBAHE M IMOAPS3BaHE Ha

CBHCTaBKH.

- OTnagby OT cepBUpaHe: XpaHa, KOsTO HE € M3M0JI3BaHa WM HE € CEpBUpaHa.

- OTnagbuy OT KIIMEHTUTE: XpaHa, KOATO € CEpBUPaHa, HO HE € KOHCYMUpaHa.

2. Crpareruu 3a HaMaJIIBaHE HAa XPAHUTEIHUTE OTIATbIIN

A. ObGyueHue Ha repcoHasia
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OOydeHueTo Ha MepcOoHajlla OTHOCHO Ba)XKHOCTTA HAa HaMaJSIBAHETO Ha XPAaHUTEIHUTE
OTIAIBIH U JOOPUTE MPAKTUKH € KITFOUOB EJIEMEHT 32 YCIICITHOTO YIIpaBJIeHHE Ha oTHaabIuTe. ToBa
BKJIIOUBA:

- [IpoBexnane Ha peJOBHU OOYUUTEIHHU CECUU U PAOOTHUITHHIIN.

- PazpaboTBaHe Ha pHKOBOJCTBA U MPOLIEAYPH 32 HaMaJIsiBaHE Ha OTHAIbIUTE.

b. Ontumu3upane Ha IPOLIECUTE HA MPUTOTBIHE HA XpaHa

OnTuMHU3MpPaHETO Ha MPOLIECUTE HAa MPUTOTBSHE HA XpaHa MOXE Ja HaMaju KOJIMYECTBOTO
OTHaabLU, TEHEPUPAHU B KyxHsATa. ToBa BKIIFOYBA!

- 3non3BaHe Ha TEXHUKM 32 MAaKCUMaJHO H3IO0J3BaHE HA CBHCTABKUTE, KAaTO HalpUMep

U3II0JI3BaHE Ha CTeOnMaTa U O0CIIKUTE Ha 3EICHUYIIHNTE.

- [Ipunarane Ha TOYHM MEPKHU U MOPLHOHUPAHE, 32 Jla C€ U30ETHE M3JIUIIHOTO KOJIMYECTBO

XpaHa.

B. Ynpasnenue Ha nopuunre

VpaBineHneTo Ha MOPIUUTE MOXKE 3HAYUTEITHO Jla HaMaJld OTIAIbIUTE OT KIHeHTUTe. ToBa
BKJIFOUBA:

- [Ipennarane Ha pa3IMyHU pa3Mepu Ha MOPLUUUTE, KOUTO J1a OTTOBAPST HA MPEANOYUTAHUATA

Ha KJIMEHTUTE.

- HacwpuaBane Ha rocture na mzbepar mo-Majaku MOPIMH, aKO HE ca CUTYPHH, Y€ MOTrar Ja

KOHCYMHUpAT TroJIEMH KOJIMYECTBA XPaHa.

o Texnonozuu 3a ynpasieHue Ha XpaHumennume omnaovyu

A. Codryep 3a ynpaBiieHHE Ha OTHAIbIUTE

W3non3BaHeTo Ha crieluanu3upan coryep 3a ynpaBieHHE Ha OTHAABLUTE MOXKE J]a TOMOTHE
Ha XOTEJIUTE U PECTOPAHTUTE Jla MPOCHensBaT M aHAJIU3UpaT T€HEpUPaHUTE OTHaabUU. Te3u
CHUCTEMH TIPEIOCTABST JaHHU U aHAIUTUYHUA HHCTPYMEHTHU, KOUTO TTO3BOJISIBAT MACHTH(UIIMPAHE HA
npoOIeMHHU 00JIACTH U ONTUMHU3UPAHE HA TIPOIIECUTE.

b. YcrpoiicTa 3a HamansBaHe Ha 0OeMa Ha OTHAJABIIUTE

WucTanupaHeTo Ha yCTPOICTBA 32 HAaMasIBaHEe HA 00eMa Ha OTHAAbLUTE, KATO KOMITAKTOPU U
CMUJIATENIN Ha XPAHUTEIHU OTMAJbIIA, MOXKE Jla HaMaldu o0eMa Ha OTIMAIbIIMTe, KOUTO TpsiOBa n1a
ObJIaT TPAHCTIOPTUPAHU U JICTTOHUPAHHU.

B. KomnoctHu cucremu

ABTOMAaTH3WPAHUTE KOMIIOCTHU CUCTEMH MOTaT Jia IpeoOpa3yBarT XpaHUTEITHUTE OTIAIBIN B
T0JIE3€H KOMITOCT, KOWUTO MOXKe J1a ObJe U3MOJI3BaH 3a MOAAPHKKA HA TPAAUHUTE U 3€JICHUTE TIIOIIN

Ha XOT¢€J1a.
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Ilpumepu 3a ycnewinu npakmuxu ca.:
e Hilton Hotels - [Iporpama 3a komnoctupane
Hilton Hotels e BHeapuma mporpama 3a KOMIIOCTHpPaHE B CBOMTE MMOTH, KOETO BKIIIOYBA
cbOMpaHe Ha OPTraHWYHU OTIAIBIN OT KyXHUTE H PECTOPAHTUTE U TIXHOTO KOMIIOCTUPAHE HA MSACTO
WIY Ype3 BHHIIHYU NapTHHOpH. ToBa HamalisiBa KOIMYECTBOTO OTHAIBIHM, KOUTO OTUBAT Ha JIETIOTO, U
CBLIEBPEMEHHO MPEI0CTaBsI KOMIIOCT 32 MOAJPBAKKA HA TPAJUHUTE U 03€JICHsABaHE.
e InterContinental Hotels Group (IHG) - HamansBaHe Ha XpaHUTETHUTE OTHAIBIN
IHG e pa3paboTuiia cTparerus 3a HaMaJssBaHE Ha XPAHUTEIHUTE OTHAIbIH, KOSTO BKJIIOYBA
oOy4eHune Ha MepcoHasa, ONTUMU3MPaHe Ha MEHIOTO U lapsBaHe Ha M3NUIIHATA XpaHa. Hampuwmep,
InterContinental New York Barclay ycns q1a Hamanu cBouTe XpaHUTEITHH OTHaIBIH ¢ 25% 4dpe3 Te3n
MEPKH.
e Marriott International - [Iporpama 3a ynpaBineHue Ha OTIaIbIUTE
Marriott International craptupa nmporpama 3a ynpapjieHHE Ha OTHaIbLUTE, KOSTO BKJIIOYBA
paszenHo chbOupaHe U peluKIMpaHe, KaKTo U KOMIIOCTHpaHe Ha OpraHnyHu oTnaabuu. [Iporpamara
Serve 360 na Marriott BKJIfOYBa M JapsiBAHE HA W3JMINHATA XpaHa HA MECTHU OJIarOTBOPUTEITHU
OpraHu3aIug.
e AccorHotels - [Iporpama Planet 21
[Tporpamara Planet 21 na AccorHotels nma 3a nien 1a nogoOpu ynpaBiaeHHETO Ha OTHAAbLIUTE
BbB BCHUKUTE UM UMOTH IO cBeTa. ToBa BKJIIOUBA pa3esIHO ChOMpaHe Ha OTIAAbLU, KOMIOCTUPAaHE
Ha OpraHMYHM OTMAaJbLIM M JapsBaHe Ha W3AMIIHAata XxpaHa. Hampumep, Sofitel So Bangkok
M3I10J13Ba KOMITOCTHH CUCTEMH 32 YTIPaBJICHHE HA OPraHMYHUTE OTIIAIbIN M U3II0JI3Ba KOMIIOCTA 32
NOAJIPBKKA HA TPAIMHUTE.
e Scandic Hotels - ®okyc BbpXy colpagHara yCTOHYUBOCT
Scandic Hotels ca n3BecTHu cbc cBOSITAa MOJUTHKA HAa COLMAIHA YCTOMYUBOCT, BKIIOUUTEITHO
yIpaBJIEHUETO Ha OTHaAbIHUTE. Te aKTHBHO HAaChbpyaBaT CBOMTE TOCTH Jla y4acTBAT B Pa3eHOTO
cbOMpaHe Ha OTHAABIM U IPEAOCTABAT HH(POPMALIUS 32 YCTOHUYUBUTE MPAKTUKH, KOUTO IpUiarart.
Edexmusnomo ynpaenenue na omnadvyume, 0COOEHO HA XpanumenHume OmMNAObYU 6
pecmopanmume, e Om CbWeECMBEHO 3HAYeHue 3d NOCMU2AHEeMO HA YCMOUYUBOCM 6
xomenuepcmeomo. Ype3z npunazanemo Ha 000pu NPAKMUKU U MEXHOLO2UU, XOmenume mo2am 0a
HAMAAM C6051 eKOJI02UYeH OMNe4amdvK, 0a nOO0OPAmM UKOHOMUYecKama cu egeKmueHocm u od
cv30aoam nonodcumenet umudoic. Ipumepu xamo Hilton, IHG, Marriott u AccorHotels noxazeam,
ye e Gb3UOICHO 0a Ce NOCMUSHE YCMOUYUBOCM Ype3 UHOBAMUGHU CMpAmeuu U peuleHusl.

Hezasucumo om 6apuepume u npeou3gukamencmeama, noi3ume om YAPAGIeHUemo Hda
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omnadvyume ca 3HAYUMeNHU U MHO2000pasnu. Xomenuepume mpsabea 0a npoovaicam 0d mupcsm
HOBU 8b3MONCHOCTU 3a YCMOUYUBO pazeumue u 0a pabomsam 6 NOCOKA HA Cb30A8aHe HA NO-3€l1eHO

U 0meo6opHO OvOewe 3a MypuUcmuyeckama UHOYCmpusl.
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