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JucepraunoHHUAT Tpyd ce chCTou OT 240 ctpanumm. OCHOBHUSAT
TekcT (218 crpanunm) ceabpxa 32 Tabnuum, 34 urypu u 5 nzo0pakeHwusI.
Jucepranmsita BKJIIOYBAa OINE CHHUCBK Ha Tabimmure, ¢Gurypure u
n300pakeHuATa (4 CTpaHWIM), CIIUCHK HA M3MOJI3BaHUTE aOpeBuaTypu (2
crpannim) u Oubmmorpadus (16 crpanuim). CHUCBKBT C NIUTHpaHa
nurepatypa obxsania 206 U3TOYHMKA, OT KOUTO 19 ca Ha OBJITApCKH €3WK,
185 Ha aHTTIMIICKY €3UK, 2 HA PYCKHU €3UK U 24 UHTEpPHET CTPaHULU.

[Ty6manara 3ammTa Ha AUCEPTALMOHHNS TPY/I IIPE HAyIHOTO Ky pH
me ce nposeae Ha 26.09.2025 r. B VIII-mu kopmyc na O3V ,Heodur
Puncku‘‘ B crpagara Ha CTonmaHcku (aKyiTeT.



L. OBIIA XAPAKTEPUCTUKA HA TUCEPTAITMOHHUA TPY ]

1. AKTyaJIHOCT M 3HAYMMOCT HA M3CJIeJBaHaTa NpoldJjeMaTHKAa

CMmucioBaTa CTOWHOCT Ha €IMH OpaHI MOXE Jla MMa Pa3HOOOpa3eH
HpOHSXO}I, aa l'lpOI/l3TI/l‘la OT JIMYHU Hpe)KI/IBSIBaHI/ISI Ha HOTpe6I/lTe.H$I, oT
€MOILIMOHAIHA BPb3Ka, HATpPylaHa C BPEMETO WIM OT UASCHTU(HKALUS C
LIEHHOCTHUTE, KOWTO OpaHObT KOMYyHHKHpa. Ponsta Ha Ta3su cMmHcCIOBa
mudepeHnranisl e SICHO BHAMMA IPH BOICIINTE CHBPEMEHHU OpaHIOBE C
BHCOKA PEHTAOMITHOCT.

IToTpebuTenuTe Ha MpeMIyM OpaHIOBE YeCTO AEMOHCTPHPAT BUCOKA
CTCTICH Ha JIOSUTHOCT, KOCTO C€ XapaKTepU3Hpa CHC CPABHHUTEIHO HHUCKA
YyBCTBUTEITHOCT KbM IIcHaTa. ToBa IMOBEICHNUE TIOKa3Ba, 4 MPH B3EMAHETO
Ha TIOTPEOUTEICKH PEIICHHS 3a IMOKYIKA I[CHOBUAT (PAKTOp OTCTHIIBA HA
3alleH IUIAaH B T0J3a HA JPYTd XapaKTEPUCTHKH, CBHP3BAHH C MPEMUYM
MPOAYKTUTE, KaTO BBH3NPUEMAHO BHUCOKO Ka4yecTBO, YCEllaHe 3a
€KCKJIY3UBHOCT, COLMANICH CTaTyC WJIM CMOIMOHAHA aHTaKUPAHOCT KbM
Opanga. B TakumBa ciydaum mnorpeburenure He ce (oKycupar BBPXY
abcosroTHAaTa CTOMHOCT Ha I[€HaTa WM JETAalIHWS aHalu3 Ha
CHOTHOIIICHUETO I[eHa-KayecTBO. BMecTo TOBa, TAXHOTO pEHICHHE €
MOBJIUSHO OT cyOeKTHBHATa OIeHKa Ha Jo0aBeHaTa CTOWHOCT, KOSTO
peMryM OpaHABT UM IpenocTaBs. Ta3u mobaBeHa CTOWHOCT MOXe 1a Obie
KaKTo (yHKIHMOHAIHA, HAIPAMEP MPOAYKT C MHOTO TOOPO KadecTBO, TaKa U
E€MOIMOHANIHA WM COIMalHa, KaTO NPUHAIICKHOCT KBM OIpeesicHa
COIlMAJTHA TPYTIa, U3pa3siBaHe HA WACHTUYHOCT U T.H. L{eHara ce Bp3mpuema
TO-CKOPO KaTO MOTBBPKACHHUE 3a TPEMUYM CcTaTyca Ha IPOYKTa, OTKOJIKOTO
KaTo OTpaHUYCHUE 3a MOKYIIKA.

Typuctudeckata WHAYCTPUS, B Ka4eCTBOTO CH Ha IIIoOaNeH
WKOHOMHUYCECKU CEKTOP, CC XapaKTepU3Upa ¢ MU3KIFYUTEIHO Pa3HOOOpa3eH
CbCTaB OT 3aMHTEPECOBAHM CTPAHH, HAAXBBLPIAL] TO3W B MHOIO JpYyru
HUKOHOMHWYCCKHN 0Tpacn1/1. B pe3ynTaT Ha 3HAYUTCIIHHUA HKOHOMHUYCCKHN
MTOTEHINAJl, KOMTO CEKTOPHT MpeyIara, ce HaIro1aBa MoCTOsIHEH MMPUTOK Ha
HOBH Y4YaCTHHWIHM, JAWHAMHUYHH W3MEHEHHs B TIa3apHUTE IUI0BE U
MpeHapeAaHe Ha CHINECTBYBAIIUTE MKOHOMHYECKH W WHCTUTYLHOHATHU
Oamancu. EQHOBpeMEHHO ¢ TOBAa, MOJUTHYECKUTE BBIIPHATHS OTHOCHO
poTsiTa Ha TypHW3Ma MPETHPIIBAT CHIIECTBCHH TpaHCchopMmamnuu. Bcee mo-
IIMPOKO CE MPU3HABA CTPATETHYECKOTO 3HAYCHUE HA TYPUCTUICCKHUS CEKTOP
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32 pa3BUTHETO HAa pEAMIA HALMOHAIHM M PErHOHATHH HKOHOMHKH,
BKITFOUMTEIHO Ta3u Ha bwirapus.

C mHapacTBamaTta mioOanM3anys W HMHTEH3U(QUIMPAHETO Ha
KOHKYPEHIIMSATA B  TYPUCTHYECKHS CEKTOp W  HUHIYCTpHUsTAa Ha
TOCTONPHUEMCTBOTO, HPOLECHT Ha OpaHIUpaHe HAa TYPHUCTHYCCKH
NPENNPHUATHS CTaBa BCE MO-KOMILUICKCEH U CTPaTerHYecKy 3Ha4uM. B cBonTe
paHHH (a3u U3rpakKJaHETO Ha YTBBPACHN OpaHIOBE Ce OCHOBABA IPEIUMHO
HAa peaKkTHBHA MAapKETHHTOBA CTPATErHs, MPH KOSATO OpaH] MEHHDKBPHTE
OTrOBapsAT HA HYXKIUTE M OYAKBAHHUATA HA MOTPEOUTENUTE 10 TACHBEH HAYHH
(Brown et al., 2003a). B cpBpeMeHHHMsS KOHTEKCT obade ce HaOJoaaBa
NpeopUeHTUpaHe KbM KOHIENIUITa 32 CHbBMECTHO Ch3JjaBaHe Ha OpaH[
CTOMHOCT, IPY KOETO MOTPEOUTENNTE M PA3IMYHU 3aMHTEPECOBAaHH CTPaHU
AKTHBHO Y4acTBaT B OOPMSIHETO Ha UICHTUYHOCTTA U 3HAUSHUETO Ha IajIcH
O6pann (Boyle, 2007). CsprmacHO HOBHUTE TEOPETHYHH IOIXOAM,
MOTPEOUTENSAT Cce  pasriexkaa He [OpocTO Karo  MOoJydaTen Ha
KOMYHHMKAI[HOHHM IIOCJaHHs, a Karo ChaBTOp Ha OpaHjga, KOWTO
B3aUMOJICHCTBA  IPOAKTUBHO C MAPKETHHIOBUTE CHCLUAIKCTH B
M3rpaXkIaHeTO Ha HeroBara cuMBoymka U croiHocT (Coupland, 2005). B
TO3U CMUCBI, CbBPEMEHHUST OpaH/ ce ABsIBa PE3yJITaT OT MHTETpaluATa Ha
CTPATETMYECKH MAPKETHHTOBH JCHCTBUS, YIPAaBICHCKH TPaKTHKA W
y4acTHETO Ha MOTPEOUTENUTE B €AWHHA KOMYHHKAIMOHHA M COIMAITHA
exocucrema (Brown et al., 2003b).

2. U3caenoBaTesicku BbIPOC

W3cnenBaHeTo ThpPCHM OTroBOpP Ha BBIIPOCAa KOU Ca KITIOYOBUTE
(axropu, onpenenaniy eheKTUBHOCTTA Ha XOTEJICKHA OpaHI Ha IIpuMepa Ha
Tpu BHUcokokareropuitnu CIIA xoremn B FOrozamamna bemrapus, kato
aHaIM3Mpa B3aUMOBpPB3KaTa MEXAy BB3IpHEMaHETO Ha OpaHaa oT
MOTPEOUTENHNTE, TAXHATA JIOSUTHOCT U (PMHAHCOBUTE PE3YNTATH.

3. Ilen u 3aga4m HA U3CJIEBAHETO

OcHOBHaTa M3CIIeNOBATENICKa 1eJI BKIIIOUBA CPABHHUTEIICH aHAIN3 Ha
XOTEJIUEPCKU NPEIIPHATHS, ONCPUPAILY B €IUH M CHII a3apeH CErMEHT U
reorpa)CKy pervoH o NPEABAPUTENHO M30paHH KPUTEPHUH 3a OLCHKA Ha
e(EKTUBHOCTTA.



OcHOBHaTa U3CJIEI0BATEIICKA LIEJI € TACHO CBbP3aHa C U3IIBJIHEHUETO
Ha CJIEJIHUTE U3CJIeI0BATEJICKH 3a1a4H:

1. OuepraBaHe Ha KOHIENITyalHAaTa paMKa 3a XOTEJCKH OpaHI U
HeroBaTa  eQEeKTHBHOCT Ipe3  TIpW3Mara Ha  HoTpedHuTenckara
YIIOBIIETBOPEHOCT U JIOSUTHOCT M CBBP3aHMA C TAX (PUHAHCOB pe3yiTaT Ha
XOTEIMEPCKOTO TNPEANpPHATHE; Ha Ta3W OCHOBA Jla c€ MPEUIOKH padoTHA
neduHUnMS 32 eeKTUBHOCT HAa XOTEJICKH OpaHi, OTYMTAlKK crienuduKara
Ha XOTEJIMEPCKHS MPOAYKT, KATO CHbBKYITHOCT OT OCHOBHH M JIOI'BJIHUTEIHN
XOTEJIMEPCKU YCITYTH;

2. Ananmu3 Ha noOpara npakthka Ha Marriott International kato
OeHuMapk 3a e(heKTHBHOCT Ha XOTEJICKH OpaH/;

3. Pa3pabGoTBaHe Ha aIrOpuTBM 3a AaHAIU3 M OIEHKA Ha
e(eKTUBHOCTTA Ha XOTEJICKU OpaH, B T. 4. H300p Ha KPUTSPUH U TIOKA3ATEIIN
32 e()eKTHBHOCT M MOAXOZSIIM METOAM M MHCTPYMEHTH 3a ChOHMpaHe Ha
JaHHU W HW3MepBaHe Ha e(eKTHBHOCTTa B c(epaTa Ha JTyKCO3HOTO CIIa
XOTEIMEPCTBO;

4. CrOupane Ha €THOPOTHY JAHHU CHIIACHO N30paHUTE KPUTEPUH 32
OpaH] e(eKTHBHOCT 3a H3CJIEABAHUTE TPH XOTelda W OCHIYpsBaHE Ha
CPaBHMMOCT Ha JJAHHUTE;

5. CpaBHHTENEH aHaIM3 Ha H30paHUTE XOTEIM CBINACHO TPH
Kputepust 3a OpaHj edexkTHBHOCT, Ha Oa3ara Ha KOWTO Aa ce (opmynupar
NpaKTHYECKd MpPEeNopbKd KbM MeHHkMBHTAa Ha CIIA Xxotenure 3a
noo0psBaHe Ha OpaHIUHT CTpaTeTHHUTE, IOBUIIIABAHE Ha TOTpedHuTencKara
JIOAJTHOCT U OITUMHU3HUPAHC Ha (bl/IHaHCOBOTO MpEACTaBAHE.

4. O0eKT M IpeIMeT HA U3CJIeIBAHETO

OOekT Ha W3ClelBaHE B JUCEPTAIMOHHUSA TPy Ca XOTEIUEPCKU
MIpeANPHUATHSA, IPeUIaraiy cra ycayru B FOrosanansa bearapus.

IIpeqMer Ha aHanmu3 U OIeHKa € edekTuBHOCTTA Ha OpaHIa, KaTo
AQHAM3BT C€ OCHUICCTBABAa BBH3 OCHOBA Ha TPH KIIOYOBH KPHTEPHS:
BB3NpHEMaHe Ha OpaHIa, MOTPEOHTEICKA JIOSIHOCT M MHpPEICTaBsHE Ha
XOTEJIUEPCKOTO TPEANPHUSITHE.



5. OcHoBHA H3CJIe0BATEICKA Te3a

E(hekTHBHOCT Ha XOTEJICKHSA OpaHa ce IMOCTUra 4pe3 MO3UTHBHU
acolManMd W BB3IpUEMaHe Ha OpaHAa OT MOTPEOUTENIHTEe, BHUCOKA
MOTPEOUTEINCKA JIOSITHOCT U MOJIOKUTEICH (PMHAHCOB PE3yJITar.

6. U3cnegoBaTencku MeTOAH

WscnenBanero Ha e(EKTUBHOCTTa Ha XOTEJICKHA OpaHn e
OCBLICCTBEHO 4Ype3 MPWIAraHeTo Ha KOMIUIEKCHa METOJIOJIOTHS, KOSATO
BKJIIOYBA aHAIIM3 Ha KAYeCTBEHU M KOJMYECTBEHHU JaHHH. 3a CbOMpaHeTo Ha
JaHHH 3a TOTPEOHMTENICKOTO BB3NpUEMaHe Ha OpaHOa € H3M0JI3BaH
KaueCTBEHUAT METOJ Ha TeMaTWueH (KOHTEHT) aHAM3 Ha OT3MBHUTE OT
MOTPEOUTENHN Ha XOTEIMEPCKU YCIIyTH, CIIO/IeJICHH B OHJIAiH cpena. Tosa ca
OHJIaiiH peBloTa oT miardopmara TripAdvisor. Upe3 TemarnueH aHanms ce
UAEHTH(UIMPAT TOBTAPSIIM CE TEMHU, KITIOYOBH JTyMH U €MOIIMOHAJICH TOH,
KOMTO (hOpMHUpAT NpejcTaBaTa 3a OpaHja.

Bropusr u3cnenoBaTesacku METOJ] € aHaJIU3 Ha BTOPUYHU JIaHHU OT
Google Analytics. AHanu3bpT BKJIIOYBA IOKa3aTeNH, Karo TpaduK KbM
yeOcaifra - Opoii moceneHns, YHUKAIHU IOCETUTENN, N3TOYHHUIIN Ha TPahHuK
(orpannyeH, TUpeKTeH, pedepalieH, TUIaTeH); IoBeIeHHe Ha TIOTpeOuTennTe
- BpeMme, NpeKapaHO Ha caiita, Opoll pasriieaHd CTPaHHLH, CTCIeH Ha
ormagane (bounce rate); koHBepcmH - OpOW pe3epBaIliH, 3aUTBAHMUSA,
W3TETJICHW OpOLIYpH WM JPYTH LENEBH NEHCTBHS; U reorpadcku mpou3xon
Ha MOCETUTEIINTE W M3IIOJI3BaHN ycTpoiicTBa. To3u aHanmn3 naBa IpeicTaBa
3a e()eKTHBHOCTTA Ha OHJIAWH MapKETHHTOBHUTE CTPATETHH M JOCTBHITHOCTTA
Ha OpaHjoBeTe B JUrHTaNHa cpeja. J[aHHWTE MO3BOJISIBAT OLIEHKA Ha
JUTHTAHATA ~ @HTQKUPAHOCT M e(eKTUBHOCTTaA  Ha  OHJIAWH
KOMYHHKAI[IOHHATA CTPATErusi Ha XOTEJICKHs OpaH/.

CreBalysT METO]] € aHAIN3 HA KOJIMYECTBEHHU JaHHH OT OTYETH Ha
TPUTE W3CJIIBAHU XOTEJIH. 3a LieNiTa ca M3IIOJ3BaHU /iBa BUIa (prHAHCOBU
otuetn — Mennmxsp pernopt (Manager Flash) u Otuer 3a mpuxomute u
pasxogure (OIIP). Amamu3pT oOOXBalla CIEAHHUTE TIOKA3aTeNnd OT
MEHUDKBPCKH JOKIIAIH - JTaHHU 3a 3aeTOCT (occupancy rate), cpeqHa IeHa
Ha ctas (ADR - Average Daily Rate), mpuxon ot Hanmmyna cras (RevPAR -
Revenue per Available Room), a oT oTueTHTe 32 MPUXOANTE U PA3XOIUTE
(OITP) - obmu npuxosau, onepaTuBHY pa3xoly, OpyTHa U HeTHa revanba u
1p. To3u KOMIIOHEHT OT U3CJIEIBAHETO I03BOJISIBA KOJIMUYECTBEHA OLIEHKA Ha
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(MHAHCOBOTO NpENCTaBsHE HAa BCEKH XOTEJ U JaBa BE3MOXKHOCT 32 OLICHKA
Ha OpaHAMHT CTPATETHATA CIIPSAMO IIOCTUTHATUTE (GUHAHCOBHU Pe3yJITaTH.
YeTBBbPTUAT HU3CIAEAOBATEICKH METOJ, KOHTO € CBBp3aH U C
OCHOBHATa IIeJ Ha AWCEPTALMOHHUA TPYJ, € CpaBHHTeNeH aHamm3. Cien
MHIMBHUYalHUs] aHAJM3 HAa BCEKH €OUH OT TPUTE XOTENa, € HaIpaBeH
CPaBHMTEJNICH aHAIM3 Ha PE3yJITaTUTE, MOJMYyYeHH OT TEeMAaTHUYHHUS aHaIu3,
Google Analytics 1 ¢puHaHCOBUTE OTYETH 3a BCEKH OT TpuTe Opanza. Llenra
€ Ja ce UASeHTU(HUIMPAT CXOACTBA M PA3IMKU B OpaHIUHI CTPATETHUTE U
TsIXHaTa e€(EKTUBHOCT; Hai-100py NpaKkTHKA W 00JacTH 3a MOJ0OpeHHE;
B3aUMOBPB3KH  MEXAY OHJAMH  TNPUCHCTBHUETO, MNOTPEOHTEICKHUTE
BB3NPHUATUS U PUHAHCOBUTE PE3yNTATH.
Bb3 ocHOBa Ha pe3ynTaTHTe OT M3CICIBAHETO, 38 BCEKH OT XOTEIHUTE
— Karapuno CIIA, Kemnuacku ['parn Apena n Xot Cnpunrc Menuksn u
Cra, e marmpaBen SWOT ananmu3, KOHTO mpencTaBs CTpyKTypHpaHa paMKa 3a
pa3OupaHe Ha TEKYyIIOTO CHCTOSIHUE HA XOTEJICKHSI OpaHI M CITy>KH KaTo
OocHOBa 3a (opMynupaHe Ha TPENOPBKU 3a MOJOOpsSBaHE HA TSIXHATa
e(EKTUBHOCT U KOHKYPEHTOCIIOCOOHOCT.

7. 3aTpyaHeHus

B mpomeca Ha pa3spaboTBaHe Ha JUCEPTAIIMOHHUS  TPYA
3aTPYIJHEHUETO, KOETO Cpella aBTOPBHT € CBHP3aHO C OTpaHUYCHUS Opoi
M3TOYHUIM Ha OBITAPCKH €3WK B 001acTTa HAa OpaHIMHTa HA MEKpPO HUBO. B
OBJrapckara akajeMHAYHa JTUTEpPaTypa ChIICCTBYBAT MaJIKO Ha OpOi KHUTH,
JUCKYTHpali NpoOjeMaTukaTa Ha OpaHIUMHra Ha MHKPO HHBO. B Tasu
BpB3Ka MpeodiagaBalll € JeIbT Ha U3MOI3BaHN Ty KI0E3UYHN U3TOYHUITH.

8. U3ToyHunm 1 MHGOPMALUOHHO OCUTyPSIBAHE

W3roununure Ha HHGOPMALHS, H3IOI3BaHH IIPH Pa3pabOTBAHETO HA
JHCEPTALIMOHHUS TPy PEICTABIISBAT:

e CrICLMANI3HpaHa JIHTepaTypa 3a TYPHUCTHYCCKH OpaHAWHT Ha
OBJITAPCKH, AHTITUHCKH U PYCKU €3UK;

® HAYYHM CTATHH, BKJIIOYBAIIM CHCTEMAaTHYeH 0030p U 0030pHH
cratuu ot Oubnuorpadceku 6a3m naHHM Kato https://www.researchgate.net,
https://www.academia.edu,
https://www.emerald.com,https://www.semanticscholar.org;
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® JaHHH OT yeOCTPaHUIUTE HA U3CIEIBAHUTE XOTEIIN

® IaHHU OT cOTyepH 3a NPOAAKOM Ha M3CIEABAHUTE XOTEIHEPCKH
TIPEATPHATHS;

e maHHN OT HamMoHaneH CTaTUCTUYECKH WHCTHUTYT Ha PemyOmmka
Boearapus, MunncrepcTBo Ha Typu3Ma Ha Pemmyonmka brirapus, CBeroBHa
typuctryecka opranuzanus (UNWTO);

® CIIEKTPOHHU CNIPAaBOYHHIU U €IEKTPOHHH U3JaHHS;

e cOOCTBEHH aBTOPOBH NPOYYBAHUSI.

8. Anpo6anus Ha AMCePTALMOHHUS TPYI

OTnenmHy 4YacTHM OT HAcTofAlIaTa JUCEpTalus ca IMyOJMKYyBaHH B
peleH3UpaHy HAay4YHU MEPUOJMYHU M3JaHUSl U ca OMJIM OOEKT Ha HAy4HO
NpEACTaBAHC B PAMKUTC Ha CIICHHUAJIU3UPAHU KOH(bepCHLII/II/I n aKkaaCMUYHU
¢opymu. Hacrosmoro wu3cieBaHe NPHUTEKaBa TEOPETHKO-IPHIONKEH
XapakTep, 00yCJIOBEH OT HeIOCTaThUHHsS Opoi eMIUpPUYHU IMPOyYBAHUS,
MMOCBETEHN Ha €(EeKTHBHOCTTa Ha OpaHOWHTA B OBITAPCKHUS XOTETHUEPCKU
cekrtop. PaspaGoTeHuTe NPENOpPBKH Ca aAPECHPaHH KbM KIIOYOBUTE
3aMHTEPECOBAHHU CTPAHU B TYPUCTUYCCKATA HHIYCTPHS.



II. CTPYKTYPA U CbABPKAHUE HA TUCEPTALIMOHHUSA
TPY ]
1. CTpyKTypa Ha AMCePTALMOHHMSA TPy

Hucepraumonnust tpyn ce cbetou oT 240 crpanHui. OCHOBHUSAT
TekcT (218 crpanuum) ceabpxa 32 Tabnunm, 34 urypu u 5 nzo0pakeHwusl.
JucepranmsitTa BKJIIOYBA OIIE€ CHUCHK Ha Tabiuuure, Qurypure u
n300pakeHUsTa (4 CTpaHWIM), CIIUCHK HA M3MOJI3BAaHHUTE aOpeBHaTypu (2
crpanunu) u Oubnuorpadus (16 crpanmuu). CHOMCBKBT C IMTHPaHA
nurepatypa ooxBamia 206 U3TOYHHKA, OT KOUTO 19 ca Ha OBJIrapckH e3WK,
185 Ha aHTTUIICKY €3WK, 2 Ha PYCKH €3UK U 24 HHTePHET CTPAHHUIIH.

2. CbabprkaHue HA TUCEPTALMOHHUS TPY/

Criuchbk ¢ Tabnuiy, GUrypu 1 u300pakeHus

CruchK Ha M3MOI3BaHA aOpeBHATYPU

YBOA

I'JIABA ITBPBA: KOHLIETITYAJIHA PAMKA HA XOTEJICKUA
BPAH/JIHT

1.1. TepMHUHOIOTHYCH amapat 3a XOTEICKU OpaHIIHT

1.2. Mopenu 3a ch37aBaHe U YIPaBICHUE HA XOTEJICKUS OpaH/

1.3. Berumapk 3a epeKTHBHOCT Ha XOTeJICKU Opan: Marriot International
I''TIABA BTOPA: METOJOJIOT'MYECKU BBHITPOCHU HA XOTEJICKUA
BPAH/IVHT

2.1. Kputepuu 1 nokaszaTeiny 3a aHaJIM3 U OLICHKA Ha XOTEJICKUs OpaH/

2.2. Meroau ¥ MOJeNH 3a aHAJIU3 U OLIEHKA Ha XOTEJICKHUs OpaH/

2.3. AITOpUTHM 32 aHAIH3 U OLIEHKA Ha XOTEJICKHs OpaHa

I''IABA TPETA: HACOKU 3A TIOBUILIABAHE E®EKTHUBHOCTTA
HA XOTEJICKUA BPAH/IUHI B IOI'O3AITIAIHA BBJIIAPUA

3.1. Ananmu3 u oueHka Ha OpaHIa Ha W3cienBaHuTe XoTenn B FOrozamanHa
bobarapus

3.2. CpaBHuTEINEH aHaNu3 Ha u3caeaBanure xorenu B FOrozanaana buirapus
3.3. V3Boau ¥ TpEMOpBKH 3a MOBUIIABaHE ¢()EKTUBHOCTTA HA XOTEIICKHUS
Opannuar B FOrozananna benrapus

3AKJIFOUEHUE

W3non3Bana nmuteparypa



1. KPATKO U3JIOKEHUE HA TUCEPTAIIUOHHUSA TPY [

I'/TABA ITBPBA: KOHLHEINTYAJIHA PAMKA HA XOTEJICKUSA
BPAHAUHI
1.1. TepMUHOIOTHYEH anapaT 3a X0TeJCKUs OpaHIMHT

3a menuTe Ha M3CNENBAaHE Ha XOTEJCKUS OpaHI € MpeIoKeHa
paboTHa reUHUINS, KOSITO OTpa3siBa HEroBaTa KOMIUIEKCHA IPHPOJA KaTo
XUOpUeH Ta3apeH NpPOAYKT, BKJIIOYBAIl KaKTO OCHOBHHM, Taka U
JOIBJIHUTEIHN yciyrd. Pasrienanm ca cbliecTByBaliure AeDUHULMK B
Hay4JHaTa JIUTepaTypa 3a OpaHI Ha MPOAYKT U OpaHa Ha yciyra, Thi KaTto
XOTEJICKHAT OpaHz 00equHsIBa XapakTepucTHKH 1 oT nBata tuna (Lovelock
& Wirtz, 2016).

B xiacuueckute MapKETHHTOBH TEOPUHM OpaHIbT Ha TPOAYKT ce
CBBpP3Ba MPEAUMHO C MaTepHalHH, Oce3aeMH CTOKH. JleuHuumure B Tasu
o05acT aKLUeHTHPAT BBPXY €JIEMEHTH KaTo TBPrOBCKO HAMMEHOBaHUE,
BH3yallHA WACHTHYHOCT (JIOTO, MU3aifH), OMaKkoBKa W APYTH (U3UICCKU
OTJIMYUTENTHA 3HALM, KOWUTO pa3rpaHUYaBaT KOHKPETEH MPOIAYKT OT
koHKypeHTHHUTE npeanoxenus (Kotler & Keller, 2016). OcnoBHaTa GyHKIHsA
Ha OpaHzia e Ja cb3gaze pas3lo3HaBaeMOCT, Jla aKTUBHpa acolMallid B
CHh3HAHMETO Ha TOTPEOUTENUTE, CBBP3aHHM C KadecTBO, CTOWHOCT U
MOJIE3HOCT, KAaKTO W Ja CTHMyJHpa HOBTOpPHA IOKynka. TBiH KaTto
MaTepuallHUTE MPOAYKTH TO3BOJISIBAT IIPEIBAPUTEIHA OLICHKA Ype3 CETUBHO
BB3MPHUSITHE, NPOLECHT Ha B3EMaHEe Ha IOTPEOUTENCKO pelIeHHe ¢
OTHOCHTEITHO siceH 1 npeasuaum (Aaker, 1996).

3a pasnuka OT NPOAYKTHUTE, YCIYIUTE€ C€ XapaKkTepusupar c
HEMaTepHaIHOCT, HEOTACIUMOCT OT M3TOYHHKA Ha IPeIoCTaBsHE,
HW3MEHYMBOCT M HEYCTOWYHMBOCT. ToBa Hamara pa3iuyeH IOAXOX HpH
H3rpaXKJaHeTO Ha OpaHXI WASHTHYHOCT. BpaHawT Ha yciyra ce peduHHpa
Ype3 NPeKUBSIBAHETO, KOETO CIIBTCTBA HEHHOTO MOTPEOIIeHNE, KAKTO U Upe3
Ka4ecTBOTO Ha OOCIyXBaHE W MEXKIYJIUYHOCTHUTE B3aNMOJCHCTBUS
(Zeithaml, Bitner, & Gremler, 2018). ChimecTBeHO 3Ha4YECHUE MPUIOOUBAT
HeMaTepHalIHU €JIEMEHTH KaTo HaJIeXKHOCT, OT3WUBYHBOCT,
npodecroHaIn3bM, JOCTBIIHOCT, YYTHBOCT, €(EeKTHBHA KOMYHHUKaIWS,
JIOBepue U eMnaTus. PenyranusiTa, conMaiHOTO JOKa3aTeICTBO U o0paTHara
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BPB3Ka OT HOTPEOUTENN UTPAAT KIIFOUOBA POJIS 32 Bb3IPUEMAHETO Ha OpaHzaa
B cekTopa Ha yciyrute (Berry, 2000).

XoTtenckusaTr OpaHA Moxke na Obae OeuHUpaH KaTo MHTETpHpaHa
CHCTEMa OT OCE3aeMH W HEOCE3aeMH €JIEMEHTH, KOHTO B CBBKYITHOCT
Ch3/laBaT YHHKAJIHO MOTPEOUTEICKO TMpeXMBsABaHE M AudepeHnnpaT
KOHKPETHOTO XOTEJICKO IPEUIOKEHNE OT OCTaHAJIMTE YYACTHUIM Ha I1a3apa
(O’Neill & Mattila, 2010). Tasu neduHHIUS OTpa3siBa IBOWCTBEHATa
CBIIHOCT Ha XOTeJICKaTa yciyra, KOMOMHUpaia Gu3ndecKy 1 eMOLMOHAIHI
aCIIeKTH, THIMYHU KaKTO 3a OpaHIOBETE Ha NMPOAYKTH, TaKa W 3a TE3H Ha
YCIyTH.

Epexmusnocmma na xomenckus 6pano Moxe na Obne neguHupana
KaTO CTENEeHTa, 10 KOSITO €AWH XOTEJCKH OpaH]| YCIIEIHO TOCTUTa CBOMTE
CTpaTern4ecKd ILenu, KOUTO OCHOBHO ce  (okycupar  BBpPXY
YIOBIETBOPEHOCTTA Ha TOCTUTE, TSAXHATAa JIOSIHOCT, IOJOXKUTEIHN
MIPENOPBKU OT YCTa HA yCTa M KaTo pe3yJTaT — MOBHIIEHH Npuxoau. Ts
HaJXBBPISI caMo (pru3nUecKus MpoAyKT (Crpajara Ha XoTena U ynoOcTBaTa)
1 00XBalla IAJIOCTHOTO TPEKHUBSBAHE M EMOIMOHATHATA BPB3Ka, KOATO
TOCTHTE UMar ¢ OpaHza.

B pamkuTe Ha HacTOSIINS JUCEPTAMOHEH TPYA, €(EeKTUBHOCTTA HA
XOTenckuss OpaHn me ObjJe aHamM3MpaHa IOCPEICTBOM TPH OCHOBHHU
KpHUTEpUs: BB3NPHUsITHE Ha OpaHaa, MOTPEeOUTENICKA JIOSITHOCT U MPEJICTaBsIHE
Ha XOTEJIHMEPCKOTO Mpennpustue. Te3n TpU KPUTEpHUs CE ONPEACNSAT KaTo
OCHOBHHU ACTCPMHUHAHTH 3a KOHKYPECHTHOTO MPECIUMCTBO Ha XOTEJIa (Kumar,
2020). LamocTHUAT aHAIHU3 HA T€3HW €JIEMEHTH € OT PEIaBaIo 3HAYCHUE 3a
pa30mpaHeTo M TOBHWIIaBaHETO Ha oOmara e(peKTHBHOCT HAa XOTEICKHSA
Opanza, ocobeHO B KOHKYPEHTEH M Treorpad)CKé KOHIIEHTPHpPAH Ma3apeH
cermeHT (So et al., 2013). M3cnenBanus mokasBar, 4e XOTEIUTE, KOHUTO
TIPHOPUTHU3UPAT YIOBIETBOPEHOCTTa HAa KIMEHTUTE M MOCJIEAOBATEIHO
M3ITBIIHABAT OOCIIAHUATA Ha CBOSI OpaH, € ITO-BEPOSATHO Aa N3TPasisT JIOSITHA
KIIMEeHTCKa 0a3a, KoeTo Boau 110 ycroiunB ¢guHancos ycrex (O’Neill et al.,
2006).

Buwsnpusmuemo mna 6Opanda ce oTHacs A0 HauyMHA, 1O KOWTO
NOTPEOUTEIUTE OCMHCIAT W HWHTEPHpPETHpaT AafeH OpaHJ, HEroBHTE
NpONYKTH U yciyrd. ToBa Bb3NpuUsiTHE MMa CyOEKTHBEH XapakTep U ce
(opmupa B pe3ysTaT Ha CbBKYITHOCTTA OT IIPEKU U KOCBEHH B3aUMOACHCTBUS
MeXIy TmoTpebutens um OpaHIa — BKIIOYUTETHO PEKIAMHH CHOOIIEHHS,
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JIMYEH OIKUT, MHEHHsI Ha TPETH JInIa 1 oOuiara nyonnyna pernyrarus (Keller,
2013).

Jlosnnocmma  kvMm  6panoa  TPEICTaBIsBA  JBITOCPOYHOTO
MOJIO)KUTEITHO OTHOILICHUE M MTOBEJCHUE HA IOTPEOUTEIINTE, N3PA3SIBAIIIO Ce
B [TOBTOPHHU MOCEHICHUS M aHTQKUPAHOCT KbM OpaH/Ia, BHIPEKU HATUIUETO
Ha KOHKYPEHTHH anTepHaTuBu. Ts € pe3ynirar OT KOMOMHAIMUS OT JOBEpHE,
yIOBJIETBOPEHOCT M E€MOI[MOHAIIHA PUBBP3AHOCT. B yclnoBusiTa Ha CHIHA
KOHKYPEHIIMSI B TYPUCTHYECKaTa MHAYCTPHS, JIOSUTHOCTTA HA KIIUEHTHTE Ce
YIBBpXKJaBa KaTo KIIOYOB WHIMKATOp 3a JBITOCPOYHHS YCHEeX U
ycroiunBocT Ha Xorenckus opany (Kim and Kim, 2004; Kandampully et al.,
2015).

Hronomuueckomo npedcmassine (egpexmusnocm) Ha OpaHma ce
OTHACs IO CHIOCOOHOCTTA Ha eIMH OpaH/I 1a TeHeprpa MakCHMallHa CTOHHOCT
U BB3BPBIIAEMOCT HA WHBECTHLUHTE NPU MHHHUMH3UPAHE HA Pa3XojuTe.
DUHAHCOBUTE MOKA3aTeNM MOTBBPIKIABAT KOJIKO 100pE CTpaTerHMHUTe Ha
OpaHJa mOpeBpbHIIAT HEMATEPUAIHUTE AaKTUBM Ha OpaHga B OcCe3aeMHU
¢unancoBu pesynraru (Kim & Kim, 2005).

B®3 0CHOBa Ha HANIPABEHUS TEPMHUHOJIOTUYEH TPETIIE U 3a [IEJIUTE Ha
n3cleBaHe, ce BB3MpHEMa cieqHaTa padoTHa aeUHUIMS 32 eQeKTHUBEH
XOTeJICKA OpaHf: ,, Xomenckusm 6pand creoéa oa ce paszbupa kamo
CLBKYNHOCII  OM  ACOyuayuu, CEbpP3aHu KAKmo ¢  usuyeckume
Xapakmepucmuky Ha XOomejickama mamepuaina 6aza, maxka U c
eMOYUOHATIHUME UBMePeHUsl HA KIUeHmMCKomo npedcussigane. Hecosama
epexmusHocm ce opmupa noo 6vb30eUCmMBUEmNO HA MHONICECMEO (pakmopu,
cped KOumo OCHOBHO 3HAYEHUe UMAm NOMpeOUmencKkomo Gwb3npusimue,
HUBOMO HA  KIUEHMCKA JOSLAHOCM U NOCMUSHAMUmMe  (OUHAHCO8U
pezyaimamu .

1.2. Monesu 3a cb3JaBaHe H yIPaBJIeHHE HA XOTeJICKUS OpaH/l

[Ipn paspaborBaneTo Ha OpaHIa, HE3aBHCUMO OT cdepara B KOSTO
oTiepupa, Ce M3IMOJA3BAT HIKOJIKO MOJENa, Ch3AaACHH OT CHEeUUaIH3UPAHU
Opanauar komnanuu kato Landor Associates, Interbrand Group u Millward
Brawn. B Ta3u HaydHa oGyact paOOTST CBETOBHO M3BECTHH CIICIMAIMCTH
karo [I. Aakwp, A. u JI. Puiic, Ix. Tpayr, XK. Tomncen, T. I'ex, M.
Jluaactpom u npyru. Bewdku, pasriiekIaHu mMo-10Jy OpaHIHHT MOJIEIU Ce
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OCHOBaBaT Ha OMNPEJEIICHO BIKIAHE HA OTACITHUTE aBTOPH 3a CBIIHOCTTA U
(YHKIMOHATHOTO IpeIHa3HaYeHUe Ha OpaHza, uype3 pas3IuuHu MaTpUIHM 3a
BB3ACHCTBHE BBPXY CH3HAHHETO HA MOTpeduTenure. Te uMaT MHOTO o0mun
YepTH, HO U CIEIU(GUIHN 0COOCHOCTH, MOYEPTaBAIA TBOPUECKHS ITOIXO0.
Ha CBOWTE aBTOPU IIPH U3SICHABAHE Ha ChOMpaTenHus o0pa3 Ha OpaHa.

Monenstr Koaeno na 6panoa (Brand Wheel), paspaboren ot
ChTpyIHHMIMTE Ha Bates, pasriexna OpaHza KaTo KOMIUIEKC OT TIIE€T
B3aUMOCBBP3aHH ,,00BUBKH ‘. B IleHTbpa € KOHLeNIMsATa 3a CHIIHOCTTA HA
Opanna, kosTo ¢ paspadorena ot Tex bewtc npe3 70-Te rouHN HAa MUHAIAS
Bek. POKyChT Ha MOJIesIa € BbpXY MOJrOTOBKAaTa 3a TBopuecka pabora. To3u
MoJien1 ce 0a3upa Ha CXBAllAaHETO, Y€ BCHYKH EJIEMEHTH W IOCIaHHS B
mpolieca Ha M3TpakaaHe Ha OpaHga e HeoOXoAuMo Ja ObJaT B IOCOKa Ha
HEroBaTa CHITHOCT.

CobuHoct/Sapo Ha O6paHaa

OCHOBHOTO MPEIOKEHUE KbM

notpeduTens
—— HWuauBuayaanoct

KaKBO MIPEACTaBJIABA

OpaHIbT
€HHOCTH

KaKBU €MOIIUH

fpeanseksa
PEnMyIecTBa

(u3nYecKy pe3ynTaTH OT

go egneHneTo My
TPHOYTH

KaKBO MPE/ICTABIABA

HOPORYKTHT

@urypa 1. Koneno Ha 6panna (Brand Wheel)

M3mounuk: Baiixos, b. (2013). bpanoune 6 mypucmuueckus ousnec.
B. TvpHoso, I'opexcllpec

B mogena Ha bpano nupamuoa ca 3a0KeHH Hali-BaXXHUTE (PYHKIHH
Ha OpaHza, OT IJleJHa TOYKa Ha MapKeTHHra, & IMEHHO MICHTH(QHLUPAHE U
npuBIMYaHe. MonensT e pa3paboTeH OT KoMnaHusTa Mars 1 npencTaBisiBa
KBUHTECEHIUS HA TOBA, KOETO € OpaHABT M KAKBO HOCH TOI Ha MOTPeOHUTEN.
ApxuTekTypata Ha OpaHaa (OpaHI MupaMuaTa) € 3aJI0’KeHa B OCHOBaTa Ha
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MHOTO MOJIEJIM 3a pa3paboTBaHe M YCTOHYMBO pa3BUTHE Ha OpaHOBeTe.
ChIiacHO TO3M MOMAET HMIACHTHYHOCTTA Ha OpaHma Ce ChCTOM OT CeIeM
€IIEMEHTa, KOUTO Ca CBBbP3aHH MOMEXIY CHU, KaTO BCSKO MPEIHUIIHO HHUBO
Cch37aBa OCHOBATA 3a CIIEABAIIOTO HUBO.

Arpubyin

DYHKUMOHANHN
AOCTOMHCTBA

EmouvoHanHu nonsm
LieHHocTn Ha noTpebutens
MHauBuayanHocT Ha 6paHaa
YHMKaNHO TbProBCKO NpesoKeHue

CoblHOCT Ha 6paHaa

®durypa 2. bpang nupamuga
Hsmounux: Keller, K. (1993). Conceptualizing, Measuring,
and Managing Customer-Based Brand Equity, Journal of
Marketing, Vol. 57

Crpykrypuusit moaen Thompson Total Branding e wampaBeH B
paMKuTe Ha KOHIENIHMATA 3a ,,IPOXYKT ¢ apmupoBka™ (HomamH, 2004).
SAnporo Ha equH OpaHI € CaMEST IPOIYKT, CbC CBOETO NpeAHA3HAYCHUE U
(yHKIMOHATHO KadecTBO. CremBammsaT cIod, KOHTO BKIIOYBA U
TIPETUIITHUSA, € TIO3UINOHNPAHETO (32 KAKBO € MPEJHA3HAYCH TO3H MPOAYKT
1 C KaKBO OpaHIBT Cce pa3iudaBa OT JPYTUTE B CBOATA MPOIAYKTOBA TPYIIA).
Crenpa neneara ayJuTopys (OHE3U OTEHIMAIHU TOTPEOUTENN, KbM KOUTO
€ HaCOUYCH CaMUSIT NMPOAYKT ¥ BCHUYKM HETOBM KOMYyHHUKalmu). [lociaenHoro
HMBO - WHJIMBHJYAJIHOCT Ha OpaH/ia - ONUCBAa XapaKTEpHHUTE YEpTH Ha
opanna. Criopen ToMmrchH OpaHIBT IPUTEKABA HIKOJIKO HHBA, BCSKO OT
KOHTO Ce SIBSIBA LIEHTHP Ha CJIEABAIIOTO.
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Mpoaykt

MNosnunoHnpaxe

Lenesa
ayautopua

VHansuayanHoct

®urypa 3. Thompson Total Branding
Hsmounuk: Guide to the Walter Thompson Company. Thompson
Way/Thompson Total Branding records. David M. Rubenstein Rare
Book & Manuscript Library

Mopnenst Brand Dynamics, pa3paboTeH OT eKHNla Ha KOMITAHHUATA
Millward Brown Group, ce oTiiuaBa ¢ BHCOKa CTCIICH Ha YHUBEPCATHOCT U
IIMpOKAa TIPWIOKUMOCT B 00JacTTa HA CTPATCTHUCCKUS OpaH/WHT.
OCHOBHaTa My (l)yHKHI/Iﬂ € da OIICHU MHTCH3MBHOCTTA HAa Bpb3KaTa MEXKIY
Opanjia u MOTPeOUTEIIs, KAKTO U Ja MPOrHO3UPa HEHHKUSA OIS IMOTCHIIHAIL.
[Ipu BCsiKO clienBalo HUBO Ha MpeACTaBeHaTa NMHpaMujaa ce HaliojaBa
3a1b10049aBaHe Ha B3aUMOJICHCTBHETO MEXAY OpaHia U ayiuTopusita. Besiko
CTBIAJO OT CTPYKTypaTa MpEeAOCTaBsl AHATUTUYHU HACOKH OTHOCHO
HEOOXOJMMUTE JEHCTBUSI 32 MOCTHraHE HA YCTOWYMBO M e(PEKTUBHO
pas3BuTHE Ha OpaHja.

CUNeH pan
y
L 3amoTpeOuTeNns HIMa HUIIO T0-
TsACHA BPB3Ka > P _
106po 0T TO3H Opany
ParpoHanH1 1 eMOLMOHAIHUA
peauMCTBa >
TpeIMMCTBA NPEL KOHKYPEHTHTE
MIPOM3BOAUTETHOCT »  V10BIETBOPEHOCT H KAaYECTBO
_ CpoTBeTcTBHE 3a OTPEOHOCTHTE
YMECTHOCT >
Ha notpeurers
MPUCHCTBUE » [lpucncTre Ra nazapa
cnab aan
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@urypa 4. Brand Dynamics
Hszmounux: Brown, M. (2001). Brand Equity Study, retrieved from
www.slidetodoc.com/world-2001-brandz-the-wpp-brand-equity-study

Monenst Censzopen Ilenmacon Ha M. JIMHACTpOM HpHU30BaBa 3a
W3JIM3aHEe OTBBJ IMPEAEINTe Ha OOWYaliHMS JIByMEpEH MapKeTHHI U
aHT@XHpaHe Ha METMEPHOTO MPOCTPAHCTBO, B KOETO BH3YAJIHHTE U
3BYKOBHTE CUTHAIIM C€ M3II0JI3BAT €THOBPEMEHHO C BKYCOBHTE, CBHP3aHUTE
¢ O0OHSIHMETO M OCe3aTeTHUTE CPEJCTBA 3a Bb3ieiicTBIEe. bpaHmoBere, KOUTO
ChIbPIKAT [MOBEYE CEH30PHU U3MEPEHHUsL, TPUI00UBAT M0-TOJISIMA BI00YHHA
(Lindstrom, 2010). Criopen aBTopa Ha Mojeiia, HHGOpPMAITUsITa, MOJydeHa OT
MOTpeOUTENS Ype3 pa3INuHK KaHaIM Ha CEH30PHOTO Bh3IpHEMaHe, OCTaBa B
HEroBaTa JbJITOCPOYHA IIAMET U CE M3IMO0JI3Ba IPH B3E€MAHE Ha PELICHUE 3a

MTOKYTIKA.
OboHATeneH
06pas Ha bpaHaa

Bkycos TakTuneH
obpas Ha obpas Ha

6paHaa 6bpaHaa
3BYyKOB BusyaneH
obpas Ha o6pas Ha

BpaHaa 6paHaa

®urypa 5. Mogaen Cenzopen Ilenmazon
HUsmounux: baiikos, b. (2013). bpanoune 6 mypucmuueckus
busnec. B. Tvproso: I'opexcllpec
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Mopnenst 4D Branding, ce3magen ot T. I'em, cpmo e mUpoxo
MOMYJISIPEH, KaTo BKJIIOYBA B ce0e CH COIMAIHO, MEHTAITHO, (PyHKIIMOHAITHO
7 OyXoBHO m3MepeHne. OyHKINOHATHOTO U3MEPEHUE ONICBAa YHUKATHHUTE
XapaKTepUCTHKH Ha TPOMYKTa WM YyCIyraTta; BCHYKO, CBBP3aHO C
(pU3MYIECKOTO KAa4ecTBO HAa BKycCa, CTWIIA M C(PEKTHBHOCTTA. J[yXOBHOTO
M3MEpCHHE Ce OTHACS JO IEHHOCTH, CTOSIIM 33 OpaHma; TOBOPH 3a TOBa
KaKBO TpeiacTaBisiBa OpaHmbT. 4-D OpaHIBT BIHM3a TOYHO B SAPOTO Ha
CHUCTEeMaTa OT BSPBaHUS Ha KIMCHTA; pa30MpPaHETO HA JYXOBHOTO BOJAH JO
pasOupaHe Ha BPB3KUTE MEXKIy OpaHIa W TPOAYKTAa HAa KOMIIAHHUSATA.
JlyXOBHOTO H3MEpeHHE ce H3IOJ3Ba IIEJICHACOYCHO 3a H3TPaXKJIaHe Ha
OpanoBe.

®YHKLUMOHANHO COUMANHO

4 D bpaHanHr
mogzen

®urypa 6. Monen 4D Branding
Hsmounux: Gad, Thomas (2001). 4D Branding: Cracking the
Corporate Code of the Network Economy, Pearson Education

Konnenmusra 3a "0panyg kox", paspadorena ot T. ['en, mpencrasisiBa
(hyHIAMCHTANIEH aHAIWTHYCH WHCTPYMEHT B oOimactra Ha OpaHp
MEHHU/DKMBHTA, HACOYCH KBM AC(PUHUPAHETO HA IBIOOKATa CHIIHOCT U
HUICHTUYHOCT Ha Opanma. To3m moaxon pasmiexnaa OpaHa Kojga KaTo
BBTpPEIIHA, CTPYKTypHa CBBKYIHOCT OT 3HA4YCHHUS U  aCOIMAIUH,
¢ynkupronupama nonoono Ha JIHK na 6panna. Tasu IHK e cbcraBeHa ot
€JIEMEHTH, KOUTO 00YCIaBsIT HEroBaTa pa3no3HaBaeMOCT, TU(EePeHIHALIS U
PENIEeBaHTHOCT 3a LIEJIEBUTE MTOTPEOUTEIH.

17



—Y
h—l

14

®urypa 7. Monen bpano koo
Hsmounux: Thomas, G. (2001). 4D Branding: Cracking the
Corporate Code of the Network Economy, Pearson Education

1.3. Benumapk 3a edeKTHBHOCT Ha XOTeJcKdH Opana: Marriot
International

Marriott International e n30pan kato 6eHUMapk 3a e(heKTHBHOCT Ha
xoTencku Opana. To3wm n300p € NMPOMUKTYBaH OT IO3MLIMOHHPAHETO Ha
Marriott International karo Haii-ronsiMmara XOTEJICKA BEpHIa B CBETOBEH
Mam@ad, KOATO JIEMOHCTpUpA NOAYEPTAHH CTPATETHUECKH YCHIHS U
WHBECTHIIMM, HACOYEHH KbM I[IOBUINABaHE Ha YAOBJIETBOPEHOCTTa Ha
TOCTUTE, U3TPAXKJIAHE Ha KIMEHTCKA JIOSTHOCT U NOCTUTaHe Ha ONTUMAIHU
(UHAHCOBH Pe3y/ITaTH.

YCTOHUMBHAT ycreX Ha KOPIOpamusTa MOXe na Oblae OOsSCHEH ¢
HEHHOTO ABJIOOKO pa3dupaHe Ha €BOJNIOMPAININTE HYXIU U MPEATIOYUTAHNS
Ha IBTYBAaIUTE, KOETO C€ MPOSABABA B M3KIIOYUTEIHO INPEJOCTAaBSHE Ha
ycnyrn u BceoOxBaTHa mporpaMa 3a Harpanu (Fischer et al., 2003; Li &
Wang, 2022). CnocobHoctta Ha Marriott ga KyiaTuBupa armocdepa,
HarmoznoOsBama JOMallHa cpela B CBOUTE OOEKTH, B CBUETaHHE C
pa3sHoOOpasHeTo OT MpeAjlaraHd YCJIYTd, s OTJW4YaBa Ha CHJIHO
koHkypeHtHus mazap (Li & Wang, 2022). OcBeH ToBa, NAIHOBUIHHST
noaxon Ha  Marriott International xBbM  umeHTUQHIUpAHETO U
OIIOJI30TBOPSIBAHETO Ha HOBM OM3HEC HAUYMHAHHS CHUIO € JOIPHHECHT 3a
HelHus ycroituuB ycrex (Camacho, 1988). ®dunaHcoBuTe pe3yiaraTd u
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CTpaTerudeckuTe pernennus Ha Marriott International ca U3KIFOUUTETHH, KATO
IIPOTHO3MUTE COYAT Ch3JaBaHE HAa CTOMHOCT W AWUBEPCU(HKAINSA, KOHTO
OCHTYpSIBAT CTaOMIIHU pe3ynTarty 3a akuuonepure (Wei, 2018).

Marriott € mpu3HAT 32 €AUH OT BOACIIKUTE B JUTUTATHUS MAapKETHHT
OpaHIOBE B XOTENUEpCKaTa MHIYCTPHS, KaTO MOCTOSHHO MHTETPUpa HOBU
TEXHOJIOTUM B CBOMTE MAapKETHHTOBM yCWius. bpaHasT wu3mossBa
uHTErpupan noxaxoxa, komomuupaiiku Connected TV (CTV), aurnranan
BBHIIHM pEKJIaMH, BHJIEO M ayAuo, 3a Ja U3rpaJd OCBEJIOMEHOCT,
MOCJIEZIBAHU OT JUCIUIEH peKJaMu 3a IIOBHIIABaHE Ha Ppas3IJIekKIaHETo.
[IpoyuBaHus 1OKa3BaT, Y€ W3TBUYBAHETO HA PEKIaMH Npe3 MMOBEYE OT eIHH
KaHaJl 3HaYMTEJHO yBeJIM4yaBa MOCEIICHUsITa Ha yeOcaiita 1 KOHBEPCHUTE.
Marriott UHTErpHUpa TEXHOJIOTUH KaTo U3KyCTBeH UHTeNeKT (Al) n yvatboToBe
3a momoOpsiBaHE Ha OOCTYy)XKBaHETO Ha KIHMEHTH W chyxurenn (24/7
MOAAPBKKA, IPEABIDKAAHE Ha HY)KIUTE Ha KIIMEHTUTE U CIIY)KUTCIUTE).

Marriott WHBecTHpa B HWHTYUTHMBEH Ju3ailH Ha yeOcaiToBe,
ONTHMH3AIMA 32 MOOMJIHM YCTpPOWCTBa M (DYHKIHMOHAJHH MOOWIHH
NPWIOXKEHHs,,  KOMTO  mpeanarar  ymgoOcTBa  Kato  MOOHMIHO
HacTaHsBaHe/HAIlyCKaHEe W JUTHTAJIeH Kiod. Pasmonmara cbc coOcTBeHa
BBTpENIHAa AWTHTanHa MapketuHroBa yciayra (DFM - Digital Field
Marketing), kosTO TMOIKpenss BCHYKH XOTENM B MNOPTHOIHOTO CH C
e(pEKTUBHH AUTUTAIHU PEILICHHUSI.

Marriott u3noN3Ba cvOBpIUHCAmMeneH MapKkemuHnz U paskaseame Ha
ucmopuu (storytelling), 3a na cb3gane CMHCICHU HAPATUBH OKOJIO CBOWTE
OpangoBe. Upe3 BrpaxkjaHe Ha HCTOPUYECKH KOPEHH, YHHKAaIHU
MECTOIIOJIOXKEHHUS HIN CIIEU(PUYHA NEHHOCTH, T€ U3IPaykKIaT eMOLOHAIHA
BpB3Ka C II'BTYBAIIUTE, KOSTO BOAM IO IO-TojsiMa JOsUTHOCT. Ilpumep 3a
ycHemieH paska3 Ha HCTOPHM W aHTaKHpaHe Ha IOTpeOUTenuTe €
mukpocaiiTeT "Travel Brilliantly", koliTo Hacbp4aBa TOCTHTE Ja CITOJENAT
COOCTBEHO ChIBPKAHKE, Ch3AaBaiiki OOIIHOCT OKOJIO OpaHua.

KyntuBupaHnero Ha JIOSIHOCT Ha KIMEHTHUTE W3UCKBAa ITOCTOSHHU
YCWIINSL M OTHAJCHOCT 3a MOAOOpsiBaHE Ha KIMEHTCKOTO M3KUBSIBAHE BBHB
BCsika TOUka Ha KOHTAKT (Vermila & Alatas, 2021). [Iporpamure 3a 10ssTHOCT
Ha KJIMEHTUTEe MoraT jaa Obaar e(eKkTHBEH MeTOJ 3a YCTaHOBSIBaHE W
NOJIbPKaHe Ha B3aMMOOTHOIIeHus ¢ Tsx (Bariha, 2021). Marriott Bonvoy
MpeICTaBIIsABa TPOrpaMa 3a JIOSUTHOCT Ha Marriott International. KeMm kpast Ha
2022 r. Marriott Bonvoy e yTBbpAeHa KaTo €IHa OT Hal-TOJIEMHUTE U
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YCIEITHH TPOTrpaMH B XOTEIHMEpCKaTra MHIyCTpHs, aocturaiiku Hanx 200
MHJIHOHA YJICHOBE.

WHoBanuunTe BUHATH ca OMIIM 9acT OT UcTOpusATa Ha Marriott. ToBa e
KOMITaHHUATa, KOATO B HAi-TONsIMa CTENEH momara 3a O(QOpMSIHETO Ha
MoJiepHaTa XoTenuepcka HHAYCTpHA. CTpPEeMEeXbT € KbM HENpeKbCHATO
MIPEAN3BUKBAHE Ha CTAaTyKBOTO M MPEABIKIaHE Ha IPOMEHALINTE € HYKAN
Ha KJIMEHTUTE Ype3 pa3paboTBaHe Ha HOBH OpaHAOBE, HOBH TIJIO0AIHU
MECTOIIOJIOKEHHS U HOBH U3KUBSIBAHUS 33 TOCTUTE.

Hkonomuueckust ycriex Ha Marriott International e TsicHo 00BBp3an
C HEHHOTO CTpaTernyecko OpaH/ NO3UIMOHUPAHE U aIalITUBEH ONEPaTHBEH
Mojies1. OCHOBHA XapaKTepUCTUKA Ha TO3H MOJIEN € IIPUIaraHeTo Ha MoAxoaa
»asset-light. BMecTo ma mpuTe)kaBa HMOTH W3IUIO0, KOMIIAHUATA CE
(okycupa IpeauMHO BBPXY TAXHOTO yIpaBieHHe Wwin (ppandaiizunr. Tosu
oaxo/ e()eKTUBHO MHHUMH3HPA KallUTAJIIOBUS PUCK, KaTO ChIIEBPEMEHHO
ONITIMHU3Upa Maiaba 1 peHTabMITHOCTTa Ha Ou3Heca. BBB (hMHAHCOB acIexT,
Marriott neMOHCTpHpa TpailHO MPEBB3XOACTBO HAJ CBOUTE KOHKYPEHTH IO
KITIOUOBH ITOKa3aTeNIM B XOTEJIMEepCKaTa HHAycTpus. ToBa BKIIOUBA METPUKU
karo [Ipuxon ot HanmuHa crast (RevPAR), koedunrienT Ha 3aetoct u Cpegna
nueBHa neHa (ADR). Marriott cuurat, 4e npuxooume om HaiuyHa cmas
(RevPAR) mpexacraBnsiBarT 3Ha4MM WHIUKATOp 32 €(EKTHBHOCTTa Ha
kommanusTa (Marriot Annual Report, 2022). Marriott cblio Taka BsipBa, ue
3aemocmma M cpeonama onesHa yera (ADR), KOUTO ca KOMIIOHEHTH TIpH
n3uucisiBaneto Ha RevPAR, ca chliecTBeHr moka3aTenu 3a MpeCTaBsIHETO
Ha KOMIIAHHSTA.

KommanunTe ¢ nosimHa KIMEHTCKa 0Oa3a ce paaBaT Ha IO-BHCOKH
Ou3HEeC pe3ynTaTH, BKIIOYBALIM PBCT HA NPUXOIUTE, ST HA KINCHTUTE U
kmuerTcka aHraxupaHoct (Nasir, 2017). ArpecuBHata crparerus Ha
Marriott International, Haco4eHa KbM YIOBJICTBOPEHOCTTA U JIOSITHOCTTA HA
TOCTHTE, € MPSAKO CBBbp3aHa C MOAOOPSIBAHETO Ha (PMHAHCOBUTE PE3YITATH.
To3u moxxon ce MOKa3Ba KOJMYECTBEHO Ype3 M3MEPHMH ITOKa3aTesId KaTo
MOBHIIIEHH Npuxoan oT HammuHa crasi (RevPAR) m mo-Bucoku HuBa Ha
3aeTocT. IHBecTHIIMHTE B 00JIaCTH KaTO KaueCTBEHO 00CIyKBaHe, 00yueHHne
Ha INepcoHajla U TEXHOJOTMYHO 0a3upaHo MEepCOHAIM3HMPAHE ca JIOBEJIH 10
yCTOWYMBY M0100peHHs B KIIFO40BH (PMHAHCOBH TOKa3arenu. [1ocTosHHOTO
MIPEIOCTaBsHE Ha He3a0paBHMHU NPEXHUBSIBAHMS 33 TOCTHTE INO3BOJIABA HA
Marriott He caMo Ja 3aabpka U pasIIUpsABa KIMEHTCKaTa cu 0a3a, HO U 1a
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MOCTUTa TIOA00peH: (MHAHCOBH PE3YNTATH. 3aJbpP)KaHETO HA KIIUEHTH € I10-
PEHTaOMITHO OT MPUIOOMBAHETO HA HOBHM, KOETO IPEBPbIIA IPOrpPaMUTE 32
JIOSUTHOCT BBB (pMHaHCOBO cTabmHa naBectnnus (Pereira et al., 2025).

OunHaHCOBHTE pe3ynraTH Ha Marriott wMorar ga  Opaar
WHTCPIPETHPAHN KAaTO OTPaKCHHE Ha YCICIIHATa WHTErpalus Ha
OTIEPAaTUBHU U CTPATETUICCKH MHUITMATHBHU. [[OBHIIICHOTO yIOBIICTBOPCHUE
Ha KJIMEHTHUTE BOJH JIO TIOBTOPHU MOCEIICHUS, a JIOSUTHUTE TOCTH MPOSBSBAT
MO-roJisiIMa CKJIOHHOCT Jla m30upar xoTeiaw Ha Marriott mpex Te3u Ha
KoHKypeHTHTe. ClIeIOBATeTHO TE3H MPAKTUKY Ca B OCHOBATA HA IUKBJI, IPU
KOMTO KauyeCTBEHOTO OOCIY)KBaHE W 3abP)KAHETO Ha KIMCHTH TeHEPUPAT
YCTOMYMB pacTeX Ha MPUXOWTE, KaTO MO TO3W HAYMH 3aCUJIBAT I1a3apHara
MO3MIIMS Ha KOMIIAHUATA U OOIIUTE ¥ (DUHAHCOBH PE3YJITaTH.

I''TABA BTOPA: METOJOJIOT'MYECKH BBITPOCHU HA BPAH/IUHT'A
HA XOTEJICKUTE HPEAITIPUATUSA
2.1. Kputepuu u noka3aTteJiu 3a aHAJIU3 U OLEHKA HA XOTeJCKHs OpaHjg

EnvH or Hail-pasnmpocTpaHeHHTE M MPU3HATH METOAOJIOTHYHU
NOAXO/M 33 aHaJIM3 M OLIEHKAa Ha XOTeJICKU OpanmoBe e pazpadoreH ot C.
HeiiBuc u M. JlbH. B cBosg Mojen aBTOPUTE aKLEHTUPAT BBbPXY
HEoOXOOMMOCTTa OT Ch3JaBaHe Ha IIOKa3aTeld 3a H3MepBaHe Ha
e(eKTHBHOCTTa Ha OpaHia, KOUTO Ja CITy’KaT KaTo MHCTPYMEHT 3a OLIeHKa Ha
CTEIECHTa, B KOATO OpaHIMHI CTpaTerusiTa IMOAIIOMara peaau3upaHeTo Ha
CTpaTern4ecKuTe I Ha OpraHM3anuATa. 1e3W moKa3aTenu ciensa Ja
0Tpa3sfBaT CTENEHTa Ha CHOTBETCTBHE MEXKIY YIPABICHCKUTE PELICHUS U
YTBBpJCHATA WIH TieneBara opan uneHTHYHOCT (Davis & Dunn, 2003).

3a nenure Ha pa3pabOTBAHETO Ha CHCTEMa OT TaKWBa MHAWKATODH,
ABTOPHUTE BBHBEKAAT TOHATHETO "KOHTaKTeH OpaHmuHr"'. EdexTuBHOTO
yIpaBjieHHue Ha OpaHla MOXke Aa ObJe IMOCTUTHATO Ype3 CUCTEMAaTHYHOTO
nAeHTH(UIMpaHe ¥ KOHTPOJIMPAaHE Ha BCHYKH TOYKM Ha B3aHMOJICHCTBHE
MeXay norpedutenss ¥ Opanga. Te3uw KOHTaKTHM TOYKU IIPENCTaBIISABAT
pa3snUYHUTE KaHAJIM U CUTYaIlM, Ype3 KOMTO HACTOAUIM U NOTEHIMATHU
KJIMEHTH YCTaHOBSBAT BpPb3Ka ¢ OpaHsa, KaTo BCEKH OT TAX IpPUTEXaBa
MOTEHIMANl [a MOBIMAE BBPXY BB3NPUATHETO 3a OpaHga M OBACIIOTO
MIOBEJICHUE Ha OTPEOUTEIHTE.
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B pamkuTre Ha HOMCEPTALMOHHUS TPy ca INPHIOKEHH OBAa OT
KpHUTEpUUTE, BKIFOUEHH B MOZIe/Ia Ha KOHTaKTHUS OpaHIUHT, pa3paboTeH OT
HeiiBuc u [IpH (2003), a ©MeHHO: BB3IpHEMaHe Ha OpaHaa i IOTPEOUTEICKO
nosezieHue. Haii-nienech00pa3HusAT MOAX0A KbM CTPYKTypHpaHe Ha Habopa
OT TIOKa3aTeny, 3aJ0XeHH B Mmoxena Ha [leiiBuc u J[bH, ce ocHOBaBa He
TOJIKOBA HA CHOTHACSIHETO MM KBM CTPAaTETMYECKH M TAKTHUECKH IICTIH,
KOJIKOTO Ha aHaJIM3 Ha TAXHATa B3aMMOCBBP3aHOCT U B3aHMHa 3aBHCHUMOCT.
Ta3u mepcnekTuBa J1aBa BB3MOXKHOCT BCEKH OT BKJIIOYEHHTE B Mozena 17
ToKa3areJsi, IpeJHa3HaueHH 3a U3MepBaHe Ha e()eKTMBHOCTTA Ha OpaHIMHTa
4ype3 pa3IMyHKA TOYKH Ha KOHTaKT ¢ OpaH/a, na Oblle OTHECEH KbM €HA OT
yeTHpH 0000IIICHN KaTeropuu (KPUTEPUH ).

Ilokaszamenume 3a 6v3npuemane ca HACOYCHH KbM OIEHKa Ha
moTpeduTeNncKkaTa OCBEIOMEHOCT OTHOCHO MdaaeH OpaHn, KakTo u
pa30upaHeTO Ha MpeATaraHuTe O3 M KOHKYPEHTHHU ITpeanMcTBa. Te chiio
TakKa 0Tpa3siBaT BEPOSITHOCTTA MOTPEOUTENINTE /1a BKJIOYAT OpaH/a B Habopa
CH OT BB3MOXKHH TTOKYIIKH, T.C. IIOKa3BaT MOBEACHYECKUTE HArJacu Ipenu
OCBILECTBSBAaHE HA IOKyNKarta. [logedenueckume nokazamenu OOXBaIIaT
rapamMeTpd, XapakTepu3Mpalld IOBEICHHETO Ha NOTpeOuTennuTe Cclen
W3BBPIIBAaHE HA IIOKYNKa. Te3M WMHAMKATOPH H3MepBaT CTEleHTa Ha
IpeAnoYnTaHne KbM OpaHsa, 4YecToTaTa Ha MOBTOPHH MOKYIKH, HUBOTO Ha
MOTPEOUTEIICKA JIOSUTHOCT M TOTOBHOCTTA 3a MpPENOpbKa Ha IPOAYKTA.
Ilazapnume noxazamenu ce W3NOJI3BAT 3a ONpeAEsSHE Ha MO3MLMATA HA
OpaHia B KOHKypeHTHaTa Cpeia M 3a OIICHKa Ha HETOBUTE Ma3apHU U
¢unancoBu pesyaratd. Cpell OCHOBHHUTE IOKa3aTell B Ta3W rpyma ce
BKJTIOYBAT MA3apHUAT A1, MHICKCHT Ha Pa3BUTHE Ha OpaH/a W CTEIICHTa Ha
JuctpuOynnonHo — mokputwe.  Ilocnmemmata  rpyma,  unancosume
nokazamenu, IPEJOCTABAT KOJINYECTBEHA OIIEHKA Ha BB3BPBIIAEMOCTTA HA
WHBECTHINH, CBBP3aHW C OpaHA MEHHIKMBHTA, W OTpa3siBaT phcTa HA
CTOMHOCTTa Ha OpaHIa BCIEACTBHE HA YCICITHO NpHIaraHe Ha KOHTaKTHUS
Opanguar. OCHOBHM HMHCTPYMEHTH 3a HM3MEpBaHE B Ta3W KaTeropus ca
nHaukaropu kato ROBI (BB3BpBIIaEMOCT Ha MHBECTUIIMUTE B OpaHia) u
TEKyIlla CTOWHOCT Ha OpaHja.
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«Koneno Ha KoHTaKTHTEN

Mokasarenn3a | —> | losegenveckn [—» Masapru —> | OuHacosu
BHINPUATUA [ 4—| nokasateM |4 | nokasate | 4|  nokasatenu

®urypa 8. Koneno Ha KOHTaKTUTE
Hsmounux: Cmapos, C., Ankanosa O. (2009). Memoodonoeus oyenxu
ahpexmusnocmu 6pendunea, Kypuan « Becmuux Canxm-IlemepOypeckozo
yHugepcumemay, cepusi 8 (4)

Te3sn TmoKazaTemu TMPENOCTABAT KOMIUIEKCEH MEXaHW3BM 3a
HaOmOZeHNE Ha eQEeKTHBHOCTTA Ha OpaHIUHT MPOIECHTE, OOXBaIIaiKh
ACTIEKTH KaTo BB3MpPHUEMaHe, TOBECHUYSCKH PEaKIUH, Ta3apHH Pe3yITaTh U
(¢uHAHCOBH e(EeKTH, KaTO CBHIIEBPEMEHHO TPOCIEIsBAaT CTEICHTa Ha
e(eKTUBHOCT TMPH pPa3XOJBAaHETO HA WHBECTHIHUUTE, HACOYCHH KBbM
Ch3/I1aBaHETO W PAa3BUTUETO Ha OpaHaa. B choTBeTcTBHE ¢ mo3uiusTa Ha T.
Myno3 u C. Kymap, K1r040BOTO MpeIUMCTBO Ha CUCTEMHUTE 3a OL[EHKa Ha
OpaHma ce ChCTOM BBB BBH3MOXKHOCTTA Ja CE YCTAHOBU BPB3Ka MEKIY
UMHDKa Ha OpaHza W (UHAHCOBHTE pe3ysTatd. BCUYKM HMHAMKATODH,
npejcTaBeHu B Tabmuia 1, ca B3aMMHO CBBbP3aHU U B3aWMO3aBHCHUMH, KaTO
mo1o0psIBAHETO Ha MOKA3aTEINTE B €HA TPyIa MOJIO0KHUTEIIHO BIIHSAE BBPXY
MPECTABSIHETO B OCTAHAJINTE TPYIIH.

Iloxkaszamenu 3a 6b3npusmusma Ilogedenuecku nokazamenu Ilazapnu Dunancosu
nokasamenu | noxkasamenu
Ocseome- 3amo3HaToCT U Pemenue 3a JlostmHOCT TToBenenne Co3aBane
HOCT TOTOBHOCT 3a TOKYTIKa Ha masapa Ha apHIHI
BKJIIOYBAHE B HOTOIH
KOMILIEKca 32
u3bop
Ocsenomenu | KakBo mucisar Kak ce appxar Kak ce Kax ce Kax OpanasT
I ca noTpebuTenuTe 3a | KymyBaunte? JUbpXKAT JUBPKA Ch3/laBa
notpeduTe- Opanma? KyIyBa4nuTe OpanabsT Ha Job6aBena
JITE 33 crex nasapa’? CTOHHOCT?
Opanna? TOKYTIKa?
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Wnpymmpana | Andepenunarms ITpunobuBane VY noBaerBo- ITazapen nan | ROBI
OCBEJIOME- Ha OpaHzna Ha KJIMEHTH PEHOCT upe3 Hupo Ha Croiinoct Ha
HOCT. PesieBaHTHOCT Ha upe3 OpaHia Opanna JCTPUOY- Opanza
CrionTaHHa Opanza 3akynysane Ha | IIpuBbp3a- LusTa Ha
ocBegoMe- JloBepue KbM Opanza HOCT KbM Opanza
HOCT. Opanza Ipeanounrane Opanna Unpexc Ha

Pasrnexnane na Ha Opanza I'oToBHOCT 112 | pa3BUTHE Ha

Opanza cpe IlenoBa npemust | ce npernopsya | 6panna

aITepHATUBHATE IIpeBB3cxon- Opanna Pazmmps-

BAapHAHTH 3a cTBO Ha Opanga | M3mbianenue | Bame Ha

MOKYTIKA. Ha Opanza

Brusinue Ha obermanusaTa

Opanza BbpXy Ha Opanza

PEIIeHHETO 3a 3axppikane

TIOKYTIKA Ha

Pa36upane Ha KyITyBavnTe

Opanza Ha Opanza

Tabnuna 1. [Tokaszarenu 3a eekTUBHOCT Ha OpaHaa
Hsmounux: Munoz & Kumar (2004). Gauging and Linking Brands with
Business Performance. Journal of Brand Management. 2004, 11(5)

B nmucepranuonHus Tpyn ca M30paHU TPH KPUTEpHs 3a OLEHKAa Ha
Opann eheKTHUBHOCTTA B XOTEIIMEPCTBOTO — BE3IPHEMaHe OT OTPeOUTENNTE,
JOSITHOCT KBbM OpaHzma W (UHAHCOB pe3yirar. Bceku oT kpurepumte 3a
M3MepBa ¢ TOAXO/SII HabOp OT KaueCTBEHH M KOJIMYECTBEHH TIOKA3aTEIH.

Kpumepuit «Bv3npuemane na opanoa om nompeodumeume

Bw3npuemanero Ha OpaHzma ce OTHacsl OO Ha4yWHA, MO KOWTO
MOTPEOUTENNTE OCMHUCIAT W HWHTEPIPETHpaT JajJeH OpaHl, HETOBHUTE
MPOAYKTH M yciyrd. ToBa Bb3IpHEMaHe MMa CyOCKTHBEH XapakTep U ce
(opmupa B pe3yJiTar Ha CbBKYITHOCTTa OT IIPEKH U KOCBEHH B3aUMO/ICHCTBUS
MEXIy MOTpeOuTeNis W OpaHIa — BKIIOYUTEIHO PEKIAMHH CHOOIICHUS,
JIMYEH OIKMT, MHECHHUS Ha TpeTH juua u myonuyna pemyrtaius (Keller, 2013).

Upes aHanu3 Ha OT3MBU OT MOTPEOUTENH HA XOTEIMEPCKU YCIYTH B
TripAdvisor, MokeM [1a TOTydIrM HH(POpPMAITHS 32 KaYeCTBOTO Ha yCIYTHTE,
aTMoc(epaTa u OOLIOTO BIEYATICHHE HA TOCTUTE OT XoTena. [Ipu aHanm3za
ce B3eMaT MPEBH/] KAaKTO MOJOKUTEIHH, Taka U OTPULATEIHN OLEHKH, Thil
KaTo Te JOMPHUHACAT 332 YCTAHOBSBAHE HA CHIIHHUTE W CIa0HWTE CTpaHU Ha
Opanna. TripAdvisor e equH oT yeOcalTOBETE WM PHUIOKEHUATA, KOUTO ca
ce MPEeBbPHAIM B OaHKa WIIM MSICTO 3a OHJIAMH OLIEHKH Ha XOTEIMEPCTBOTO,
MIBTYyBaHUITA M TypusMa. TripAdvisor € HW3TOYHHKBT, KOWTO OCHTYpsBa
uHpoOpMaNKs, HEoOXOJrMa 3a OICHKAa Ha KpUTepus ,,Bw3npuemane Ha
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bpanoa om nompeoumenume . Uupopmanusara B TripAdvisor moxe 1a Obae
HECTPYKTypHUpaH Ha0Op OT JaHHH, 0oa QopMaTa Ha OT3HBH 3a
TYPUCTHYECKUTE 00CKTH, KAKTO U CTPYKTYpUPaH HA0OP OT AaHHH, KbIETO Ce
B3eMa cpenHaTa OIeHKa Ha XoTela OT Iuiatdopmara 3a ot3ueu (O'KoHbp,
2010). VYeOcaiitoBe 3a ommaitH peBiota karo TripAdvisor, koWto ca
ITOCBETEHN Ha PEHTHHTa Ha XOTENH, HAOMUpaT BCE MO-TOJISIMA MOMYJISIPHOCT
(Buhalis & Law, 2008). IlpnunnaTa 3a TOBa €, 4€ IOYTH IOJOBHHATA OT
TYPHUCTHTE B CBETOBEH Mallad, He3aBUCHMO JIAJIU ITBTYBAT MO CITy>KeOHU W
JIMYHM TIPUYMHH, CAMOCTOSTENHO WJIM B KOMIIAHUS, Ce€ JOBEpsiBaT Ha
OLIEHKHTE B TAaKWBa CaiTOBE, MPEIM Jia HAMpPaBsT OKOHYATENeH M300p Ha
HacTaHsIBaHe.

Kpumepuit «Jloannocm xvm épanoay

JlosiiHocTTa  KBM  OpaHzja  MpeACTaBisiBA  JIBITOCPOYHOTO
MOJIOYKUTEITHO OTHOILICHUE U MOBEJCHUE Ha OTPEOUTEIINTE, U3Pa3sIBaIlIo Cce
B MOBTOPHU MOCEIICHHS U aHTRKUPAHOCT KbM OpaH/ia, BhIPEKH HATUYUETO
Ha KOHKYPEHTHH anTepHaTHBU. Ts € pe3ynrar oT KOMOMHALUS OT AOBEpHE,
yIOBICTBOPEHOCT M E€MOIMOHAIIHA MPUBBP3AHOCT. B ycrnoBusiTa Ha CHIIHA
KOHKYPEHIIMSI B TYPUCTHYECKATa MHYCTPHS, JIOSUTHOCTTA HA KIIUCHTHUTE CE
YTBBP)KAABA KAaTO KIKOYOB MHIUKATOP 3a MABJITOCPOYHHS YCHEeX H
ycroitunBocT Ha Xotenckus opany (Kim and Kim, 2004; Kandampully et al.,
2015).

AHamu3sT Ha BrOpMuHHM naHHM OT Google Analytics BkIOYBa
TNOKazaTesH, KaTo cTeneH Ha otnaaaHe (Bounce Rate), nocturane Ha nenure
(Goal Completion Rate) u moBropuu nocemuienus (Repeat Visit). To3u aHamu3
JlaBa MpeJcTaBa 3a e(PeKTUBHOCTTA Ha OHJIAHH MapKETHHIOBUTE CTPATErHu 1
JOCTBIIHOCTTa Ha OpaHJOBeTEe B JUTrMTalHAa cpena. /laHHUTE MO3BOJSBAT
OLICHKA Ha JMIMTAIHATA AHTAKUPAHOCT W e(PEeKTUBHOCTTA HA OHJIANWH
KOMYHHKAI[HOHHATA CTPATETUsi HA XOTEJICKHSI OpaH/.

1. Bounce Rate (npoyernm Ha omnaoane)

Bounce Rate e mpoeHThT Ha HOTPEOUTEIHUTE, KOUTO HAITyCKAT CailTa
cJie/1 pasriieXk/IaHe caMo Ha eJHa ctpanuia. Bucokust Bounce Rate nokassa,
4ye MOoTpeOUTENnTe HE HaMHpaT ChABbPKAHHETO Ha caifTa 3a IOJIE3HO WIN
MHTEPECHO, IOKaTO HUCKUAT Bounce Rate nmoka3ssa no-Bucoka aHraXXMpaHoCT
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U uHTepec KbpM Opanma. CTermeHTa Ha OTHAJaHEe HE € IMPOCTO YHCIOBA
eMHUIIA, a OpPTaJl KbM pa3OupaHe Ha aHTAKUPAHOCTTa HA MOTPEOUTEIHTE.
Koraro noceturennrte 0TCKOYAT OT CTPAHMIIA, TOBA MOXKE [Ia CHTHAIM3HPA 32
pasmmuHE ciieHapun. Bounce Rate ce n3nmmcBa ¢ komanzaa "Bounce", korato
MMOCETUTEN TOMagHe Ha yeO cCTpaHWIa W u3jie3e, 0e3 Ja ydJacTBa B
JOITBIIHUTCITHH B3auMoneicTBua. ToBa O3HawaBa, 4e HiIMa KIUKBAHUS,
MPEeBbPTAaHEe WU HABHTHpAHE N0 IPYTH MEHIOTa B yeOcaitta. Bmecto ma
U3cie/Ba, MBTYBAHETO HA IMOCETUTENS MPUKIIOYBA PA3KO, HAMOJI00SBANKU
"oTcKkoka" Ha TOIKA, KOSATO C€ YApS B IOBBPXHOCT M OBP30 OTCKaya.
MaremaTtnuecku ce u3passiBa KaTo:

Bounce Rate = (6poii cecuu ¢ edno e3aumodeiicmsue) / (0buo cecuu) * 100

2. Goal Completion Rate (noxazamen 3a nocmueane Ha yeiume)

Goal Completion Rate e mpomeHTHT Ha NOTpeOUTENHUTE, KOUTO
W3IBIHSBAT ONpPEENICHN JISHCTBHUS Ha caiita, KATO HaNpUMEp pe3epBalliH,
3amycBaHe 3a OIOJETHH WM IONBJIBaHe Ha KoHTakTHa (opma. Tosm
MoKaszaresl TMOKa3Ba e(EeKTUBHOCTTA HA caiita B NPUBIMYAHETO U
3a]IbPIKAHETO HA KIIMCHTH.

3. Repeat Visits (nosmophu nocewenust)

[poueHTsT Ha TOTpeOUTENMTE, KOMTO CE€ BPBUIAT HA calita, €
HHIUKATOP 3a JIOSUTHOCT KbM Opanaa. [IoBTOpHUTE MOCEMIEHUS [TOKa3BaT, e
MOTpeOUTENUTE Ca JOBOJIHU OT ChABPKAHUETO U YCIYIHTE M Ca CKJIOHHHU Ja
Ce BbpHAT.

Kpumepuit « Uxonomuuecka epekmugnocm

[TokazaTenure 3a HMKOHOMHYECKa €(QEKTHBHOCT Ca CBBP3aHU C
Bb3MOXKHOCTTa 3a TIEHEpUpaHe Ha npuxoau B xortena. KirodoBure
moka3zatenu 3a epexruBHOCT (KPI) mpencrasisiBaT KOTHYECTBEHO H3MEpHMa
MsIpKa 3a Hampeabka KpM Ienta. KPI ciensa na 6bpaat 0OSKTHBHH U 1a ce
OCHOBABaT Ha HaJeKAHU NaHHA. OCHOBHUTE [TOKA3aTEIH, KOUTO JONPHUHACSAT
3a I0CTHATA KapTHHA Ha IIPECTABSIHETO HA XOTeNa ca MPOIEHT Ha 3aeTOCT
Ha xortena, ADR — cpeniHa nHEeBHA IIeHa Ha CTasTa, IPUXOH OT HAIWYHA CTas
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RevPAR, obum npuxonu ot HamuyHa ctas tRevPAR, 6pyTHa onepaTtnBHa
nevasnba ot HanmyHa ctasi GOPPAR.

3aemocmma ce u3pa3sBa B MPOIICHTH U C€ N3UHCIIABA UpE3 pa3aeiiIHe
Ha Opos Ha 3aeTuTe cTam Ha oOmusA Opoit HammgHU cTau (85 3aeTH cTam B
xoteln ¢be 100 HamMYHM 1aBa CTETeH Ha 3aeTocT OT 85%). 3aeroctTa € eauH
OT Hali-Ba)KHUTE MOKA3aTeNIH 3a XOTEeNa M TO3W IOKa3aTeNl MOXe Ja Obmae
HaMEpeH B CHCTEMaTa 3a yIpaBJICHUE HA XOTea.

Cpeona onesna yena (ADR) — TOBa € CPEIHUST MPHUXOJ OT CTas,
MIpOJiaJieHa 3a €Ha HOIIYBKa WM HO-IIBIBI IIEpHOJ] OT Bpeme. ToBa e eanH
OT Hai-U3MOJI3BaHUTE TOKA3aTelIM, KOWTO Ce M3IMO0J3Ba 32 M3MEpBaHE Ha
CpelHaTa CTaBKa Ha 3aeTa cras M JaBa MH(pOpMAIMs 3a CpeJHaTa CyMa Ha
MIPUXOUTE, CHOMPAHH JHEBHO 32 BCHYKH 3a€TH CTau.

[oxazaTensat npuxoou om nanuuna cmas (RevPAR) ce onpenens upes
YMHOXaBaHE Ha CpelHara JHeBHa IeHa Ha cras (ADR) mo mporenta Ha
32€TOCT M OOMKHOBEHO CC HAMHUpPA B CHCTEMHUTE 3a YIpPAaBJICHHE HA XOTena
(PMS), B mernmxbpckute otaetd (Manager Flash) u B oTueTnte 32 mpuxomnu
u paszxonu (P&L Statement). To3u moka3aTen cIyku 3a OI[EHKA HA CPETHUTE
MPUXOJH, TCHEPHpPAaHH OT BCHYKH pE3CPBHpPAHH CTal B paMKUTE Ha
OTIpe/ICTICH IIEPUOT U CE TIPEICTaBs HAf-4eCTO KaTo CPEAHOTHEBHA CTOHHOCT.

Jpyru pasrienaHu moka3areiu ca OO0IUTe MPUXOIH OT HaJIMYHA CTast
tRevPAR u OpyTHaTta onepaTuBHa neyaiba Ha HaiaumaHa ctass GOPPAR.

Qunancosu noxazamenu 3a eQexmueHOCH, CEbP3aHU ¢ nedarbama Ha
xomena (noxazamenu om OIIP)

GOP (Gross Operating Profit) e KIII0O40B TIOKa3aTel 3a I3MEepBaHe Ha
peHTabmIHOCTTa Ha X0Tena. OTpassBa epeKTHBHOCTTA HA YIIPABICHUETO HA
XOTeJa MPU KOHTPOJIMPaHe Ha Pa3XOJMTe, AaBa Mpe/cTaBa 3a ONepaTuBHOTO
CBCTOSTHHE HA XOTENla U ISUIOCTHOTO MY TpefcTaBsHe. MHAEKCHT oTpassiBa
MIPUXOIUTE, OCTABAIIH CJIE/ MPUCIIAaHe HA BCHYKU ONIEPATUBHH PA3XO0/IH, C
U3KITIOYCHUC HA JaHBIH, JIUXBH, 00€3I[CHKA U aMOPTH3AIHS.

[oxkazatenst EBITDA (neuanba npedu n1uxeu, 0anvyu, amMopmusayus
u obe3yenka) € cpell OCHOBHUTE METPHKH 32 OI[CHKA Ha PCHTAOMIHOCTTA Ha
xoTtenuepckus ousznec. OOMKHOBEHO TOM Ce MO3UIIMOHKMPA B IOJHATA YacT Ha
OTYeTa 3a MPHUXOIUTE U PAa3XOJUTE U CE WU3YMCISABA 4Ype3 NpPHUCIaJaHe Ha
BCUYKU OIEPATHBHH pa3xXxo[y, C HU3KIIOYCHHUE Ha JIMXBUTE, NaHDBIUTE,
aMopTHU3alusATa U 00e3IeHKaTa, OT OOIIMTE IPUXOIN Ha OOEKTa.
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VHBecTuTOpHUTE B XOTENUTE M MEHUUKBPUTE HA aKTHUBH H3IIOJI3BAT
Koeguyuenma Ha nuxeerno nokpumue (ICR), 3a 1a onpenensiT KOJKO JIECHO
XOTEJNIBT MOXKE J1a IUIaTH JIMXBaTa, Koato aebkd. ICR ce nm3uncisBa dpes
pasnensHe Ha EBIT (meuan6a mpemn muxsu u gasbim) win EBITDA nHa
XOTeJa Ha Pa3XxoHTe 3a JIMXBU MPE3 TO3H MEPUO OT BpeMe.

Maxcumannama cmaska WK CTEIICHTA HA KalTUTATM3alHsl, H3BECTHA
oure karo Cap Rate, e enuH mokazaTen, KOHTO oMara Ha HHBECTUTOPHTE a
OLICHAT HUBOTO Ha PUCK HAa MHBECTULHMSATA. M34MCIICH 4pe3 pasjeiisiHe Ha
olepaTHBHATa Ieyaidoa Ha oOIIUTe PUX0aH, onepamushusm mapic (OM),
H3BECTEH OIllE KaTO BH3BPBIIAEMOCT Ha MPOJaxOuTe, € J00bp HA4YMH J1a ce
U3MEpH KOJIKO e(EKTHBHO XOTEThT MOXE Ja TeHepHupa medanou. Hemen
onepamueen 00xo0 NOI, ce U3uuCisIBa Ype3 M3BAXKIaHE Ha ONEpaTHBHUTE
Pa3xonu Ha XoTena (3aIuiaTu, HOAAPHKKA U T.H.) OT IPUXOUTE.

Toxasamenu 3a ynpaeienue Ha npuxooume

[Noka3zarenst memno Ha pezepsayuama ce U3ION3Ba, 3a J1a ¢e U3MEPU
CKOPOCTTA, C KOSTO CE MPABAT pe3epBalliy 3a OlpeesieHa AaTa Ha IPECTOMH.
Cpeona npoovasicumenHocm Ha npecmos: ce U3UUCIABaA Upe3 CyMHUpaHe Ha
BCHYKHU pe3epBallMOHHY HOIIYBKH 32 JIa/IeH NIEPHOJ OT BpeMe, pa3JielieH! Ha
Opost Ha pe3epBalLlUTE.

H3BecTeH ChIIO KaTO MHAEKC Ha 3a€TOCT, UHOEKCHI HA NPOHUKEAHE
na nasapa (MPI) cpaBHSBa 3a€TOCTTa Ha XOTela ChC CpeIHATa 3a€TOCT Ha
Ipyru ceeeqau xotenu. Ckanara 3a orieHka € 100 B 3aBUCHMOCT OT TOBa JTaJn
3a€TOCTTa € MO-MaJlka WM IoBede. Muoexcvm 3a eeHepupane Ha npuxoou,
unu RGI, cpaBusBa RevPAR cbe cpemnns RevPAR Ha KoHKyTeHTHTE OT
cpmoto MsacTo. [logobro Ha RGI n MPI, undexcem na cpeonama cmasxa
(ARI) wm3mepBa mpencraBsHeto Ha ADR Ha XxoTema B CpaBHEHHE C
KOHKYPEHTHHUTE XOTENM, HAMHPAIIIH ce B OJIU30CT.

Toxazamenu 3a epexmugnocm Ha onepayuume

Pazxooume 3a 3aema cmas, CPOR, ce u34ucisBaT upes pa3zensHe Ha
o0IIUTE OIEepaTHBHU pPa3Xoad (JOMAaKWHCTBO, MOJJIPHXKKA, KOMYHAIHU
yCIyrd U T.H.) Ha Oposl Ha 3aeTUTe CTau Mpe3 AaJeH IepUoi OT BpeMe.
Pasxoou 3a mpyo xamo npoyewm om npooadxcOume € IOKa3aTell, KOUTO
[I0Ka3Ba KaK Pa3XoauTe 3a TPYH C€ CbOTHACAT KbM C IPUXOIUTE.
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Bpeme 3a noducmeane Ha caystcumers € 1oKa3aTell, KOWTO oTpassaBa
BpEMETO, HCO6XO,Z[I/IMO Ha CIIY)KUTEJIA Ja MOYHUCTHU €IHa CTasd. Z[pyr BAXXCH
IIOKa3aTeiI € oyeHKa 3a yéoeﬂemeopenocm Ha cocmume, KOMTO HU3MEpPBa KaK
TOCTUTE CE€ YyBCTBAT IIPU OTCATAHETO B XOTEIA.

Mapkemureogu Kiouo8u noKazamenu 3a epeKmugHoCcm

JlururanHuTe MapKeTONI03HM, KOMUTO MCKAaT Ja CTUMYJIHMpAT IOBeYe
JUPEKTHU pe3epBalvi, OOpbIIAT TOJsIMO BHUMAaHUE Ha HPOYEHmMd Ha
peanuzayusi Ha yebcaiima, KOUTO ce M3YKMCIIABA Upe3 pasjelisiHe Ha OOLus
Opoii pe3epBauuy Ha yeOcaliTa pe3 OnpeiesieH epUo OT BpeMe Ha O0Iust
Opoii moTpebuTen Ha yebcaiiTa mpes ChIIUs MEPHO OT BpeMe.

ExunuTe 1o MapKeTHHT M MPOAKOH M3MON3BAT 6b36DbUAEMOCING
Ha pazxooume 3a pexiama uau ROAS, 3a na oneHAT eheKTUBHOCTTa Ha
PEeKIIaMHH IIPOTpaMH, KaTo OUCIUICHHH PEeKIaMH, PeKIaMH C IDIallaHe Ha
KJIMKBAHE HJIM PEKJIaMHU 3a IpecaTa.

Hdenwpt Ha Jupexmmuume pesepsayuu ce M3UUCISABA, Kato OposT Ha
JMPEKTHUTE PE3epPBALIUH CE pa3leli Ha 00IIus Opoil pe3epBaLiy pe3 JAajIcH
mepuoa oT Bpeme. [Jenama Ha npudobusane (CPA) e cpenHara lieHa,
M3pa3xojBaHa 3a NMPHUJ0ONBaHE HAa HOB T'OCT, U C€ M3YMCIIABA, KATO BCUYKU
MapKETHHTOBH Pa3XOAM C€ pasleisaT Ha Oposi Ha HOBUTE TOCTH Npe3
OIIpeIesIeH MEePUO/] OT BPEME.

Cmenenma na omnaoane (Bounce Rate) moxke na Ob1e mpocieicHa B
Cucremara 3a ynpaiieHne Ha chabpkanne (CMS) nmm tabnoTo 3a aHamu3
Ha yeOcaiiTa Ha xotena, kato Google Analytics, 1 u3mepBa Tpaduka Ha
yebcaiita. Cmpanuyu Ha noceujeHue/peme - CTETICHTAa HA IIOCEIICHHE
u3MepBa CTATUCTUYECKH JAHHU 3a IIOBEJCHUETO Ha IOTpeOUTeNuTe Ha
yebcaiiTa B Tabo 3a ympaBiieHHEe Ha OTYMTaHe, kaTto Hampumep Google
Analytics.

Hsixou ot Haii-Baxxuute KPI noka3zarenu B xoTenuepckara HHIYCTPUS
BKJIIOYBAT IpoueHT Ha 3aetocT, ADR (cpemna nueBHa crtaBka), RevPAR
(mpuxoan ot HaymuHa ctast), TREVPAR (06um npuxoau ot Hann4Ha cras),
GOPPAR (0pyTHa onepaTBHa revanba ot Haiau4Ha crasi), MPI (unnekc Ha
MpoHUKBaHe Ha masapa), ALOS (cpemHa npoIbIKUTETHOCT HA MPECTOs) U
MOKa3aTelH 3a yJOBJIETBOPEHOCT Ha KIMEHTUTE KaTo OHJIalH oT3MBU. Te3n
[IOKa3aTeNy [IoMaraT Ha XOTEJIHepHUTe Jla ONTHMH3HUPAT CBOUTE IOTOLH OT
NPUXOAH, 1a Ce CPAaBHABAT C KOHKYPEHTHTE, Aa IPOTHO3KUPAT THPCEHETO U Aa
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OLIeHSIBAaT e(pEeKTHBHOCTTa HA CBOETO MSCTO 32 HACTAHSIBAaHE 3a OMpeeNeH
MIEPUOJI OT BpeMe.

2.2. MeToau 1 MOJ€eJIM 32 aHAJIN3 U OLIEHKA Ha XOTEJICKHUS ﬁpaﬂz[
B Tasu gact or AUCCPTAIIMOHHUSA TPpYyA €a NPCACTABCHU HAKOHU I10-
3HAYMMHU NPUIOKHHA METOAN U MO/JICJIN 3a OLICHKA Ha 6paHz1 e(l)eKTI/IBHOCTTa.

Mooen na JI. oe Yepnamonu

He Uepnarornu (2006) mpencraBs UHTETPUPAH MOAXOJ 3a
U3MEpBaHETO Ha e)EKTUBHOCTTA B YIIPABICHUETO Ha OpaHna. MoJensT uma
JIByH3MEpPHA MaTpUYyHA CTPYKTYpPa, KOATO BKIIOYBA BEPTUKAIHU U3MEPEHUS
3a BBTpPCIIHA W BbBHIIHA OIICHKAa Ha 6paH;[a, CUCTEMAaTHU3MpPaHu B TII€T
XOPU3OHTAIHM  KAaTeropuu:  CTparernvyecka Bu3Msg Ha  OpaHja,
OpTraHHU3alMOHHO-KYJITYPHH XapaKTEPUCTUKH, LieJierioNaraie B OpaHi
MEHHU/PKMBHTA, QyHIaMEHTAIHA CHIIHOCT Ha OpaH/a, KAKTO U IPOIECUTE Ha
peanu3aiysi U peCypcHO OCUTYpsIBaHE Ha OpaHAWHT HHUIIMATHBUTE.

Busus 3a 6panaa

A

A 4

OpraHuszanuoHHa KyJITypa

A

A4

3agayu 3a 6panjga

A

\4

Ounenka e)eKTHBHOCTTA

Ha
OpaHauHra

CpmHocT

Ha OpaHaa

A

A

BuenpsiBane u ThpPCeHe Ha pecypcH 3a

Opanaga

A




®urypa 9. Monen Ha JI. ne Yeprartonu
Hszmounux: Chernatony, L. (2001). A Model for Strategically

Building Brands, Brand Management, Vol. 9 (1)

Mooen M. Illepunemvh

@okychT TyK € BBPXYy HEOOXOAMMOCTTAa OpraHH3alMUTe [a
UICHTH()UINPAT ¥ UMIUIEMEHTUPAT ONTHMAITHA MOJEIH Ha PacTexk, KOUTO
Ia ObIaT MOJKPENeHH OT IPEe3HO AehUHUPAHN KIIOYOBH ITOKA3ATENH 3a
epextuBHOCT (KPI) (Sherrington, 2003). To3u moaxox eI OCUTypsIBaHE Ha
CHHXPOHH3ALUS MEXIy H3MEPUTEIHUTE MEXaHU3MHU M CTpaTeTHYeCKHUTE
LIEJTH 33 PACTEX Ha KOMITAHHSATA.

Mooen na /. Axvp (D. Aaker)

Axbp waeHTHOHMLIMpa 4YeTHPH (yHIAMEHTAIHH H3MEpEeHHs Ha
aKTHBUTE Ha OpaHja, KOUTO (OPMHUpAT OCHOBATa HA HETOBUs aHAUTHYEH
Mozen. Te3nm wW3MepeHHs BKIIOYBAT OpaHA pa3lo3HaBaHETO Karo
KOTHHTHBHOTO H3MEPEHHE Ha IOTPEOUTENICKOTO Cbh3HaHWe, OpaHx
BB3NPUEMAHETO, OTPa3iBall0  IEPLENTHBHUTE  XapaKTEPHUCTHKH |
KaueCTBEHM aTpUOyTH, TOTpeOUTEeNCKaTa JOSUTHOCT, KakTo M OpaHn
acoUMalUTe, MPEACTABISBALIA IICUXOJIOTHYSCKUTE BPB3KH W MEHTATHH
perpe3eHTaluH.

1. neHoBa npemus;
2. yIOBJIETBOPEHOCT Ha rotpedures/
JIOSTHOCT KbM OpaHja;

[TokazaTenu 3a IPUBBP3aHOCT
KbM Opanja:

[Tokazarenu 3a Bb3NPUEMAHOTO
KauecTBO U JIUAEPCTBO Ha
Opanpa:

. Bb3IIPpUEMAaHO Ka4€CTBO,
. J'II/IHepCTBO/ NonyJISIpHOCT,

. Bb3IIpHEMaHa LICHHOCT,

3
4
5
[MTokazarenu 3a aconnauus/
6. MTHAMBUIYaJIHOCT Ha OpaHja;
7
8

rndepeHranys Ha OpaHa:
nudepernman panz . ACOLMALIMK C OPTaHU3alIUATA,;

[Toka3zarenu 3a OCBEJIOMEHOCT 3a

Gpana: . OCBEJJOMEHOCT Ha OpaHja;

9. mazapeH Jsu;

10. mazapHa 1ieHa U NpPEJCTaBsIHE Ha

OpaHya B TUCTPHOYTOpCKAaTa MpeEXa.
Tabnwuma 2. [Tokaszarenu 3a kanuraia Ha OpaHaa

Hsmounuk: Aaker, D. (1991). Managing Brand Equity
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[Moka3zaremnu 3a ma3apHOTO
MOBEICHHE Ha OpaHza:




Ilooxo0 na T. Mynos u C. Kymap

Myno3 u Kymap (2004) paspaboTBar TpuuU3MEepHa pamKa 3a
OllcHsABaHe Ha OpaHI e(eKTUBHOCTTAa, KOATO OOXBamia BBH3MPHEMAIIH,
MOBEICHYECKH M (PMHAHCOBU U3MepeHHUsl. TAXHATa METOOJIOTHS IPEJOCTABS
OpraHW3aIlMOHHA  T'BBKABOCT  Ype3  BB3MOXKHOCTTA  KOMITAHUWTE
CaMOCTOSTEITHO Ja JACPHUHUPAT CICHUPUIHUTE MOKA3aTelId B PaMKUTE Ha
BCSIKA U3MEPUTEITHA KAaTETOPHSL.

I1o0x00 na /]. Jleman, K. Kenep u /]oc. @apnu

Hayunoto u3ciensane, nposeaeno ot Lehmann u chasropu (2008),
Npe/ICTaBs 3HAYUTENIEH IPUHOC KbM TEOPETUIHOTO pa3doupaHe 3a CUCTEMHTE
3a u3MepBaHe Ha OpaHn edekTHBHOCTTAa. M3CIIENOBATENCKUAT EKUIl CH
MOCTABSI 32 LeJT 1a UACHTH(UIMPA YHUBEPCAIHO MPUIIOKKMH ITOKA3aTeIH 3a
OlLleHKa Ha OpaH/a U Jla yCTAaHOBH HepapXU4HUTE B3aMMOOTHOIICHUS MEXKIY
TX. EMIUpUYHUTE pe3yiITaTi OT aHalIMu3a MO3BOJISIBAT KOHCTPYUPAHETO HA
HMHTErpHpaHa OlleHbYHA CHCTeMa, 0a3upaHa Ha IIECT OCHOBHHM MHIMKATOPA
3a OpaH7 eEeKTUBHOCT: MTO3HABATEHO pa30OupaHe Ha OpaH/ia, KOHKYPEHTHO
MO3UIMOHHUPAHE, COLMAJIHN B3aMMOJICHCTBHS, NCTOPUYECKH KOHTEKCT Ha
OpaHza, MOTPEOUTEIICKH MTPEATTOYNTAHNS M EMOIIMOHAIHA TPUBBP3aHOCT.

AHanu3upaHUTe MOJCTH 3a OICHKAa Ha OpaHI S(PCKTHBHOCTTA CE
OTJIIMYaBaT ChC COOCTBEHH JIOCTOWHCTBA W MpeauMcTBa. Ho MOJerbT, KOHTO
B Hal-TOJIIMA CTETEH KOPECHOHAMpPA C IEITUTE Ha TUCEPTALMOHHUS TPV, €
to3u Ha JletiBuc u [an ot 2003 r. — MoJie)1 Ha KOHTaKTHHS OpaHmuHr. Tou
aHaM3upa W OICHsABa OpaHna 4pe3 HAOOp OT IMOKA3aTeNd, M3MEPBAIIU
e(eKTUBHOCTTa HA KOHMAKmMA ¢ nompebumenume. 3a Ta3u Lel ce MpPaBU
aHalIM3 Ha TPH TOYKU HA KOHTAKT nompebumen-opand: 1. IpeKUBsIBAHE 10
MOMCHTa Ha M3BBPIIBAHC Ha IOKYIIKATa, 2 MPECKUBABAHE IO BpEME Ha
MOKYTIKaTa, M 3. IpeXuBABaHE ciieA moTpedsBane Ha Opanma. Kpaitaumar
pe3yiTraT OT KOHIENIMATAa 33 KOHTAaKTHUS OpaHAMHT € NbiHd
VO08IEeMEOPEHOCH HA nompebumeJisi BbB BCEKH MOMEHT (TOYKA) Ha KOHTAKT
c OpaHpa.
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BT>3HPI/IHTI/ISI r\ [Tosenenne

®durHaHCU U ITazap

®wurypa 10. Koneno Ha KOHTaKTHHSA OpaHIUHT
Hszmounux: Davis, S., M. Dunn (2003). Building Brands from the Inside.
San Francisco: Josey Bass

2.3. AIrOpuTHM 32 aHAJIN3 M OLIEHKA HA X0TeJcKus OpaHjg

Llenta Ha TO3M aNropuTBM € Ja NPENOCTaBH CTPYKTypUpaHa
METOJIOJIOTHS 32 KOJIMYECTBEHA U Ka4eCTBEHa OIlCHKa Ha e()eKTHBHOCTTA Ha
XOTeJICKH OpaH/ upe3 TpH KIIIOYOBH M3MEPEHUs — Bb3IIpHeMaHe Ha OpaHzaa
(Brand Perception), motpebutencka nosutHoct (Consumer Loyalty) u
npenctaesae (Performance). M300pbT Ha Te3u W3MepeHUs (KPUTECPHH) €
00YCIJIOBEH OT TSIXHATa CHILIECTBEHA POJIst MPU (POPMHUPAHETO Ha ISUIOCTHATA
CTOMHOCT U KOHKYPEHTOCIIOCOOHOCT Ha XOTeJCKus Opanj. Bu3npuemanero
Ha OpaHja OTpa3sBa E€MOLIMOHAIHOTO OTHOIIEHHE Ha MOTpPEeOHTEeNUTe WU
U3rpaJieHns] MMHUJDK Ha OpaHia B 00LIeCTBEHOTO ch3HaHue. [lokazarenuTe 3a
NOTpeOUTENCKa JIOSUIHOCT CHTHAIM3UPAT 3a CTENeHTa Ha IhJIrOCpPOYHa
AQHTOKUPAHOCT M peajHaTa CTOMHOCT HA KIIMEHTa 3a OpraHH3aIHsATA.
VIkoHOMHYeCKHTE TIOKa3aTelH, OT CBOS CTPaHa, IPEJOCTaBsT KOINISCTBEHH
JaHHHA OTHOCHO ()MHAHCOBOTO CHCTOSIHUE U OllepaTHBHATa ¢()EKTUBHOCT Ha
YIPaBICHUETO.

B Hacrosimus HaydeH Tpyn GOKyChT € BbpXy OpaHIWHTa Ha MHKPO
HUBO WJIM OpaHAMHI Ha XOTEJIMEpCKO mpeanpusarve. M3cnensanu ca tpu
BHCOKOKAaTeropuiiHN XoTen, Hamupamu ce B lOroszanmamna bBenrapus.
W300pbT Ha TE3W XOTENW MPOM3THYA OT TAXHATA BHMCOKA IIEJIOTOHIIHA
3a€TOCT, KOSITO OCHIypsiBa 3HAa4YWTelleH 00eM NOTPeOUTEICKH OT3UBH.
[opamu orcbecTBHETO Ha YHH(QUIMpPaHa CUCTeMa OT IIOKa3aTeld 3a

33



BB3NPHEMaHe Ha OpaHIa OT HOTPEOHUTEINTE, B HACTOSIIOTO M3CIICIBAHE €
NPUIOKEH KOMOWHHMpaH IOAXOA 3a TAXHOTO uaeHTH(uuupane. Hayuen
OPUHOC TYK MpPEACTaBIsABA  ajanTalusaTa ©  oboraTsBaHeTo Ha
knacudukanuata Ha [eiBuc m [IbpH dpe3 pa3paOOTBaHETO HAa OTBOPEHA
cucTeMa OT KPUTEPHHM M IIOKa3aTelld, ChOOpa3eHH C OCOOCHOCTHTE Ha
XOTeJICKHsI OpaH/I ¥ OTpeOHTeINICKaTa y10BJIETBOPEHOCT.

IMPUEMAIIIA
BB3IIPUATHUE INOBEJEHUME JECTUHALIUA
Komdopt Ha crasra JlosinHOCT MecTtononoxeHnue
Xpana Word-of-mouth Musnepanna
BOJA

[Tepconan (obOciyxBaHe) Hamepenmne 3a
MIpenopb4BaHe

JlombIHUTENHY YCIyT U

CIIA Llentsp

Atmocdepa B xoTena

CBOTHOIICHHUE

LIEHA/Ka4eCTBO

MeHUIKMBHT

Exonornunu npoxyktu

KonkypeHTocmocoOHOCT

BesomacuocT (Bki1. Covid)

JonbiHUTETHA

CHOPBKECHHUS

Ta6muna 3. Kputepuun u mokazarenu 3a HoTpeduTencka
yJIOBJIETBOPEHOCT

H3mounuk: cv3oadena om aemopa
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KbM cucTemara 3a aHajaM3 M OLCHKA Ha OpaHa e(heKTHBHOCTTA ca
no0aBeHH OIle JBa BaXHU KPUTEPUS — JOAIHOCH KbM 6Opandoa W
npedcmassaue Ha bpanoa (punancos pesyrmam). [lokazaTenure 3a JOSITHOCT
ca u3BJedeHH oT cucreMaTa Ha Google Analytics 1 TOBa ca moka3aTelu, KaTo
creneH Ha otnanane (Bounce Rate), nocturane Ha nennte (Goal Completion
Rate) n moBTOpHU nocenenus (Repeat Visit). Ilokazarenu 3a NKOHOMHYECKa
e(eKTUBHOCT Ha TpUTe u3cienBann xortena - ADR (cpeana gHeBHa 1eHa),
RevPAR (nmpuxon or HammyHa CTas) W NPOLEHT Ha 3aeToCT, ca OT
CBLIECTBEHO 3HAYEHHE 32 ONpeAeNsHe Ha KOHKYpPEHTOCHOCOOHOCTTa M
Na3apHOTO MPEACTABSIHE Ha XOTEJICKHS OpaH/.

LleHTpalHO MSCTO B METOJIUYECKHS HHCTPYMEHTapHyM 3aeMa
TEMaTHYHHAT aHAIN3, YUHTO AITOPUTHM IpPEMUHaBa Npe3 HAKOJNKO (aszu
(Braun & Clarke, 2006): geTreHe Ha OT3MBHTE Ha TOCTHTE Ha XOTena,
MapKHpaHe Ha KOJOBeTe (TEeMHTE), CBbP3aHH C OCHOBHATA HU3CIIEOBATEICKA
LTI, aHalM3 Ha TeMuTe (TOoKa3aTeNnuTe) M HIACHTU(HIMPAaHEe Ha KpaidHaTa
CHCTEMa OT KPUTEPHH U ITOKA3aTeIIH, 3aBBbPILIBAHE HA 0MEOPEHOMO KOOUPAHe
mocpenctBoM coryepa QDA Miner.

Bprpekn ye OTBOPEHOTO KOJIMpaHE MO CBOSTA CHIIHOCT BKIIOYBA
M3BECTHA CTENCH Ha HMHTEpNpeTaTHBHA CYOCKTMBHOCT, TO3HM €JIEMEHT He
KOMITPOMETHpa HENPEMEHHO HAaJEeKJHOCTTa HAa IOJYYEHHTE pe3YJITaTu.
Kakro momuepraBar Corbin wm Strauss (2015), cybexmuenocmma 6
KauecmeeHuss aHAu3 He e CUHOHUM HA HEeHAOeXdCOHOCM, a HNO-CKOpPO
ompazAea npucvWama pois Ha U3Cre008ameis 8 npoyeca Ha CMUCI080
KOHCcmpyupane. BamumHocTTa W HaJ@KIHOCTTa Ha pe3yJiTaTUTE OT
OTBOPEHOTO KOAMpPAHE C€ OCUTYpSBAT 4Ype3 CTPHKTHO NPUIBPIKAHE KBbM
NPUHLUIINTE HA CHCTEMaTHYHOCT, IIPO3PAayHOCT M BB3MOXKHOCT 32
OJMTHPaHE Ha Ipolieca Ha koaupane. ToBa BKIIOYBA SACHO AeHHHpaHE Ha
KPHTEPHUTE 33 KATErOpU3anysl, JOKyMEHTHPAaHe Ha PeIICHHUATA 32 KOJUPaHe
U, KOraTo ¢ MPWIOKUMO, H3MOJI3BaHE HA TEXHUKH 32 MEXIYKOAOBa
HaJIeKIHOCT.

3a mocTuraHe Ha M3CJIEIOBATEJICKUTE LIENIN € U3BBbpIIeHa 00paboTka
1 aHaJM3 Ha CHBKYMHOCT OT 393 OT3MBa HA MOTPEOUTENN HA TPH XOTEJICKU
Opania. ToBa ocurypsiBa gocraTb4Ha IPEJICTABUTEIHOCT U HAIEKIHOCT Ha
pesynraTute oT u3cienBaneTo. OcraHaauTe METO/IU, N3MO0I3BaHU B IIpoLieca
Ha M3CJIe/[BaHe, ca aHAM3 Ha KOJIMYECTBEHH [I0KA3aTeJd 3a OTpeOuTencKa
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JIOSUTHOCT ¥ (PUHAHCOB PE3yJITaT, CPABHUTEJCH aHalIM3 Ha TPH XOTEJCKH
Oopanga 1 SWOT ananu3 Ha OpaHJAMHTa HA W3CIIEABAHUTE XOTEIH.

I''IABA TPETA: HACOKH 3A IIOBUIITABAHE
E®EKTUBHOCTTA HA XOTEJICKUS BPAHJIWHI B
IOT'O3AITATHA BBJIT'APUSA

3.1. AHaJu3 ¥ OLleHKA HAa OpaH/aa Ha u3ciaeaBanuTe xoreau FOrozanaana
buarapus

Wscnenanero obxBama mepuoma ot 2020 mo 2022 rommHa
BKIIIOUMTEIHO. TO3M BpEMEBH JWama3oH € H30paH Iopaju HIKOJIKO
nprarHU. [T6pBO, HEOOXOAMMO € Na ce Mpocieau Bb3ACHCTBHETO, KOETO
rnobanuara nangaemust or COVID-19 e ynpaxHuna BbpXy XOTEITHEPCKUS
CeKTOp, C OCOOEH AakIEeHT BBPXY JAWHAMHUKATa B TPEICTAaBIHETO U
MO3UIMOHUPAHETO Ha XOTeJICKUTe OpaHnoBe. Bropo, m3cnenBanusra cien
Nna”HACMHUsATa IIO3BOJIABAT Aa CC OLICHU BB3CTAHOBABAHCTO M aJaniTaliusaTa Ha
OpaHJOBETE KbM HOBHTE Ia3apHU yCIOBUs. TpeTo, TPUTOANIIHUAT MEPUO]T
OCHUTypsiBa JOCTaThYHO JaHHM 3a IIpocie[sBaHe Ha TEHICHLUUH U
WAEGHTH(UIMPAHE HAa YCTOHYMBH pE3YNTaTH IO OTHOIIEHWE Ha OpaH.X
e(eKTHBHOCTTA.

OobxBar Ha m3ciensane: M3cnenBanero e (hOKycHpaHO BBPXY TpH
JTYKCO3HH XOTeNa, JJoKanu3upanu B IOrozanagna benrapust u npenoctassmum
cna ycayru - Karapuno CITA Paznor, Kemnuucku I'pann Apena bancko u
Xot Cnpunrc Menuksn u Cna banst.

PernonanHoTo paBHHMIE Ha wu3cieaBaHe € M30paHO ToOpaan
crnerudrkaTa Ha TypuCTHUECKHs PoAyKT B FOro3zananna beiarapus, kpaero
CIa TypU3MBT € CHJIHO pa3BUT M INpeasara MHTEPECHH BB3MOXKHOCTH 3a
aHau3 Ha OpaHI e(eKTUBHOCTTA B KOHKYPEHTHA cpefia. 3a 1a ce OCUTYPH
CBIIOCTaBUMOCT, KaTETOPHATA Ha U3CIICIBAHUTE XOTECIUTE € MPUOTHU3UTEITHO
enHakBa. Jlpyruar kpurepuil 3a M300p € PEHTHUHIBT Ha XOTENUTE B
TpunaaBaiizep. MHTEpec 3a aBTopa € Ha mpocienu epeKTHBHOCTTa Ha
OpaHZIa Ha TPH XOTeJa, KOUTO ca Ha pa3lNyuCH €Tal OT pa3BUTHE Ha OpaHaa —
or ytBepaeH (Kemmmuckn) mo pasBuBam ce (Xor CnpuHrc), m mmat
pa3NMYHY MMOIXOIM KbM OpanauHra. [lpyr Bopemn KpuTepui 3a m3dopa Ha
M3CIIEABAHUTE XOTENH € JOCTHITHOCTTA 10 JaHHW, HEOOXOIMMH 32 aHAIN3 1
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omeHka Ha edekruBHOCTTA Ha OpaHma ((QpUHAHCOBH IIOKA3aTEINH,
YIOBJIETBOPEHOCT Ha MOTPEOUTENNTE, JTOSITHOCT KbM OpaHza).

Xotean Karapuno Cna KemnuHckun Xot CnipuHre
I'panp Menuxksba u
Kputepuu Apena Cna
Mecronoao:xxenue | Pasior bancko ceno bans
Yeayrn CIIA neHTHp, JIykcozen Menuksn u
MHHEPATHU CIIA CIIA ueHTsD,
Oaceiinu, LIEHTBP, MUHEpaTHU
OpraHUYHU JUPEKTEH H3BOPH,
TIPOAYKTH, IIOCTBII 710 MOJIEpHU
pa3zHoobOpa3Hu CKH TIHCTH, CBOPBKCHUSA
JOITBITHUTCITHA rypme
YCITyTH pecTopaHTH
Ouenka B 44 4.6 4.2
TripAdvisor
Henn Cpennu no Bucoku | [Ipemuym Bucoxku

Tabauna 4. XapakTeprcTHKa Ha U3CIICIBAHUTE XOTEIH
Hsmounuk: cv30adena om asmopa

3.2. CpaBHuTe/IeH aHAJIU3 Ha u3ciaeaBanurTe xoreau B FOrozamagna
Buiarapus

WzcnenBanero Mma 3a LeJl Aa HanpaBd CPaBHUTENECH aHAIW3 Ha
eeKkTuBHOCTTa Ha TpU XoTeicku Opanna — Karapuro CIIA, Kemnuucku
I'pann Apena u Xot Cnpunrc Menuksn u CITA. B ananu3za ce oT4UTaT KaKTO
VHAWBHIYaTHUTE XAPaKTEPUCTUKM HA XOTENIUTE, Taka M BIMAHUETO HA
BBHINHM (DaKkTOpH, BKIIOYMTENIHO CE30HHOCTTa W MOCIEAMUIHTE OT
nangemusita or COVID-19. Tlonyuenute pe3yaTtatd pa3KpuBaTr KIIOYOBHU
NpeIMMCTBA U C1a00CTH Ha BCEKH OT M3CJICIBAHUTE OpaH/I0Be U MPEJOCTABST
n00pa ocHOBa 3a (hopMyTupaHe Ha 0-ePEKTUBHNA MAPKETUHTOBU CTPATCTHH,
HACOYEHW KbM YyBEJIMYaBaHE Ha NOTPeOUTEICKaTa YAOBIETBOPEHOCT M
Hachp4YaBaHE HA yCTOWYMBOTO PAa3BUTHE B CEKTOPA HA XOTEIUEPCTBOTO.
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Cpasnenue Ha Xxomenume Cb2IACHO NOKA3AMeNU 3a Nompeoumencka
yooenemseopeHnocm, uzeedenu om omsugume 6 TripAdvisor.

EdextuBHOCTTa Ha XOTEJICKHUA OpaHI Ce OICHSBA Ype3 CTENEeHTa Ha
YIOBIICTBOPEHOCT Ha KiueHTute. [IpaBu BrieuaTieHne, ye 3Ha4YMTEIHA YacT
OT TOKa3aTeJMTe 32 OLICHKAa C€ CpPEeIlaT B CBOMTE JBE ITPOTHBOIIOJIOXHHU
3HaYeHUs — ,,yAOBIETBOpEH WU ,HeylnoBileTBOopeH”. Taka Hampumep,
KOMQOpTBT Ha cTamTe, XpaHara, o0OciyxBaHero, CIIA UEHTBPBT,
000py/BaHETO, CHOTHOIIEHUETO MEXIY lieHa U KadeCTBO, HAaJIWYUETO Ha
MHUHEpaJHa BOJa, CKIIOHHOCTTa KbM MPENOPBKA, JIOSITHOCTTA Ha KJIMEHTHUTE
U MECTONOJIOKEHHETO ca €IHOBPEMEHHO IIOCOYBAHH KakTO KaTo
MIPEeAUMCTBA, TaKa U KaTO HEJOCTAaThLH, B 3aBUCUMOCT OT UHIUBUIYaIHOTO
NpexuBsiBaHe Ha rocture. [lokazarenure, KOUTO Ce CpemiaT B IOBEYE OT
MIOJIOBUHATA OT BCUYKH aHAJIM3MPAHH OT3UBH, MOTAT Jla CE OMPEAENAT KaTo
KIIIOUOBHM 32 TIOTPEOMTENNTE Ha XOTENHEpPCKH yciyrd. VMeHHO Te3n
rokazareny ((pakTopy) UTrpasT pemaBaiia poist 3a GopMHUpaHETO HA OpaHI
MMHDKA U ePEKTUBHOCTTA HA XOTEJNa U OAJIEKAT Ha 1T0-33bJI00YEH aHaIIN3.
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Kareropus (uecroTa Ha =E2s © : = H
5= 2 g © E_ = §
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EZ° £e OEx?®°
ERES S g 5ESEm
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KOM®OPT HA
YIAOBJETBOPEH CTASITA 116 49 94

YI[OB.JIETBOPEH XPAHA 194 82 129

166

YJAOBJETBOPEH CITA LIEHTBP 117
YAOBJIETBOPEH JIOAJIHOCT

16 6 1

VIOBJIETBOPEH MEHUDKMBHT
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HEYJOBJIETBOPEH

XUI'MEHA (BKJL
JIOIIA MUPU3MA)

HEYJOBJIETBOPEH

MECTOIIOJIO-
JKEHUE




Ta6m. 5. Yectora Ha pasnpocTpaHeHHE Ha KOAOBeTe (TIOKA3aTeIUTE)
OT aHaJIM3a Ha OT3UBHUTE HA FTOCTHUTE B U3CIEIBAHUTE XOTEIN
Hsmounuk: cv30adena om asmopa

Iloka3zarenuTe, KOMTO ca HAaW-4€CTO CPEILAHU B TYPUCTHUYECKUTE
OT3UBH, C€ SBSBAT Hall-CHIIECTBEHH 3a ISUIOCTHOTO NPESKHBSBaHE Ha
rocture. [Ipy chIOCTaBKa € YHHBEpPCAIHHTE KPHTCPHH, H3IOI3BAaHU OT
mratdopmara TripAdvisor, ce HabIr01aBa MPUIIOKPHUBAHE NPH TIET OCHOBHU
MoKa3zarensi — YUCTOTa, OOCIy)XBaHe, CTas, MECTOINOJOXKEHHE U
CHOTHOLICHHE IIeHa/KayecTBO. Bbnpeku ToBa, MOTPEOUTEIICKMTE MHEHUS
oyepTaBaT HEOOXOAMMOCTTA OT pas3llUpsiBaHE HA CTaHAApPTHATa CUCTEMa 3a
OLIEHKa C OIle TPW Ba)KHHM acleKTa — KauecTBO Ha XpaHara, arMocdepa B
XOTeJla M HAJIMYHA YIO0OCTBa W o0OopyaBaHe. BKIIIOYBaHETO Ha Te3d
JOIBJIHUTEIHA KaTeropuu OW IONPUHECIO 3a MO-TIpelH3Ha M I[UIOCTHA
OLICHKAa Ha XOTEIHEepCKHsi NpOAyKT. ToBa He caMo OH YJIECHHIIO
MOTECHIIMATHATE TOCTH IIPU B3€MaHETO HAa MHPOPMHUPAHO PEIIeHUE, HO 1 OH
MIOATIOMOTHAJIO XOTEIHEPUTE B pa3paboTBaHETO Ha M10-e()eKTUBHHU CTPATETUH
3a MOAOOpsiBaHE HA YCIYIHTE W NOBHIIABAHE Ha yNOBJICTBOPEHOCTTAa OT
Opanza.
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e X 0TEN1 KaTapMHO CNa === Xo0Ten KeMnuHcKn

@ X O0TE€N XOT CNPUHIC

KomdopT Ha
cTanTa
20,00%
HamepeHue 3a XoaHa
npenopbyBaHe 15,00% P
10,00%
BepbanHo 5,00% MepcoHan
npeaasaHe Ha
(o6cnyskBaHe)
MHPopMaLMA
0,0
NosAHocT ATmocdepa B

XoTena

Mectononosxe
CboTHOLWEHne
Hue/xybaBsa
LeHa/KayecTso
rnesKa

Ourypa 11. [IpencrassiHe Ha U3CIeIBAHUTE XOTEIH IO MPEIIOKEHA
0T aBTOpa 00oraTeHa CUCTeMa OT MOKa3aTelH
H3mounuk: cv3oadena om agmopa

Cpasnenue Ha uzcneosanume xomenu no NOKa3amenu 3a NOMpeOUmMencKa
nosannocm om Google Analytics

JlosmHOCTTa KBM  XOTENCKHS OpaHA TPEICTaBIsBa  KIFOYOB
WHOUKATOp 3a IBITOCPOYHMS YCIIeX Ha XOTEJCKUS OHM3Hec, ThH Karo
0Tpa3sBa CKIIOHHOCTTA Ha KIIMEHTHTE JIa U30MpaT MOBTOPHO J1a/1€H XOTEI WITN
BEepHra, NpeaNovYMTalKl TW Tpea KOHKypeHuusTa. B Ta3um Bpb3Ka,
JUTHTAIHUTE MHCTPYMEHTH, nipeutaranu oT Google Analytics, npenocrassit
BB3MOXKHOCT 32 3aJbJI00YEH aHAIU3 Ha IMOTPEOMTENICKOTO MOBEICHUE U
CTEIeHTa Ha aHT'AKHPAHOCT KbM XOTeJICKus Opann. Upes mpocnensBane Ha
B3aUMOJICHCTBUTA Ha MOTpeduTenure C yeOcaldTa W JAPYruTe OHJIAWH
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wiaTpopMu, Morar Ja ce H3BJEeKAaT JaHHU 3a MPEIIOYUTAHHUITA Ha
noTpeduTenuTe u 3a GakTopuTe, KOUTO BIUSAT BHPXY MOBTOPHUS M300p Ha
JaJIeH XOTeI.

Cpen moxazaTenuTe, KOHUTO MO3BOJISBAT IMO-TOYHO HM3MEpBAHE Ha
JOSTHOCTTA, CC€ BKJIIOUBAT Oposm U CMOUHOCMMA HA KOHeepcuume,
CMeneHma Ha AHeAXCUPAHOCH, 4eCmOmama Ha NOCeWeHUsmd, epememo,
NpeKapaHo Ha calima, KaKmo u 06emMvm Ha paszenedaHomo cvovpacarue. [1o-
MIPOBIDKUTEITHUTE CECUH M TI0-YECTUTE MOCEIIEHHSI OT ChIIUS MOTPEOHUTEN
ca SICHM MHAMKaTOPH 32 33bJI004YEeH HHTEPEC U TOTEHIHAIHA JIOSUTHOCT KbM
6paHL[a. Bucoxkusar IMPOUCHT HAa IMOBTOPHHU IMOCCHICHUA W MPOABIIKUTECICH
MHTEpeC KbM Pa3IMYHU yCIYyTY Ha caiiTa pa3KpUBar 1Mo-3aAbI004eHa Bpb3Ka
Mexay motpeburens u Opanma. Google Analytics ce yTBBbpKIaBa KaTo
HAJEXKACH HHCTPYMEHT 32 MOHHTOPUHT Ha IM(PPOBOTO IOBEIEHHE Ha
MOTpeOUTENTUTe, KOMTO MOXKE Ja ObJe M3ION3BaH 3a ONTHUMH3HpAHE Ha
CTpaTeTHUHTE 32 M3rpakmaHe Ha moTpedmuTerncka yiosutHocT. Llenrta e ma ce
cpaBHH e(eKTHBHOCTTa Ha yeOcaliToBeTe Ha TPUTE W3CICABAHH XOTela —
Karapurno Cna Pasnor, Kemmuucku I'panng Apena barcko u Xot Crpunre
Menuksbin u CITA bauns.

KirouoBuTe mokaszarenu 3a KoHGepcuu, W3NOI3BAaHW B aHAJIM3a,
OTpa3siBaT CTENEHTa M CKOPOCTTa, C KOSITO IOCETUTEIMTE H3IIBJIHIBAT
JKEJIaHUTe JIeHCTBUS, KaTo MpaBeHe Ha pe3epBallys, CpeHaTa CTOMHOCT Ha
Te3u JEUCTBHUS, BPEMETO, HEOOXOJMMO 32 TSAXHOTO pealn3upaHe, KakTo W
MOBEZICHUETO Ha IIOTPEOUTEINTE MO BpEeME Ha MOCELICHUSITA HM.

Amnanuz na noxazamens Bounce Rate na cmpanuyume 3a 6aazooaprocmu Ha
uzcieosanume xomenu

HacrosmoTo wn3cnenBaHe ce ¢okycupa BbpXy IWHAMHKAaTa Ha
nmokaszarenst Bounce Rate (mpomeHT Ha oTmajaHe) Ha CTpaHWIATa 3a
6naromapHocTH B yeOcaliToBeTe Ha n3dpaHaTa rpyna xotenu. Llenra e qa ce
oneHH e(PEeKTUBHOCTTa Ha MOTPEOMTENICKOTO NMPEXHUBSBAHE CIIE] YCIEIIHO
3aBBbPIIBAaHE HA KIIOYOBHM JICHCTBUS KaTo pe3epBalys, aOOHAMEHT WIN
3aITBaHe, KaKTo U JIa C€ OTKPHAT Bb3MOXKHOCTH 3a OA00peHne. AHAIN3bT
Ha JIaHHUTE, NPE/ICTaBeHH B TabiMua 6, MoKa3Ba 3HAYMTEIIHU BapHUallld B
MIPOLIEHTa Ha OTMaJaHe MEeXIy pasriexIaHuTe 00eKTH, KOETO I'OBOPH 3a
pa3uK{ B AW3aifHa, ChIBPKAHUETO U INPU3MBUTE 3a ACHCTBUE HA TE3H
CTpPaHHUIIH.
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Bounce rate
(ckoK) Ha
CTpPaHMLATA 32
Xoten 0s1arogapHocTH HNnTepnperanus

CpaBHHUTEIHO HUCHK bounce rate, KOeTo

Mpearnoara, 4e KIMeHTUTE ca TIOBOJIHU OT
Karapuno Mpolieca Ha pe3epBalus U BEpOsITHO 1Ie ce
Cna Xoten BBPHAT 3a [MOBeue HHOOpMAIWS WK 13
Pazmior 15% HaIpaBsT clieABallla pe3epBaLys.
Kemnuncku Cpenen bounce rate. BE3MOKHO € HsIKOU
Xoren ['pann KJIMEHTHU 14 ThPCAT JOIbIHUTEIIHA
Apena HH(pOpMAIIUS CIIe Pe3epBalys, HO KaTo
Bbancko 25% I[SUT0 aHTKUPAHOCTTA € To0pa.

[To-Bucok bounce rate, koeTo MOXe J1a
Xot Cripunre CHUTHAJIM3HPA 3a TIOTSHIIUAIHA TPOOIEMHU B
Menukbn u mpolieca Ha pe3epBariisl WK 3a JIAICa Ha
CIIA bans 35% sicHa nHQOpMaIus 3a CIEABAIINTE CTHIKH.

Tab6muma 6. OneHka Ha U3CIIEABAHNTE XOTEIN CHIVIACHO MTOKA3aTEIIST
Bounce rate (ckox) Ha cTpaHuIaTa 3a 6JIaroJapHOCTH
H3mounuk: cv30adena om asmopa

[Tokazarenst Bounce Rate Ha crTpanumara 3a OnarogapHOCTH

IMokKa3zBa TIIPOLCHTA l'IOTpe6I/ITeJ'lI/I,

KOWTO Hamyckar caita 0e3 Ja

NpeAnpuemMaT JONBJIHUTENHO JeiicTBue. Bucokara CTOMHOCT Ha TO3M
II0Ka3aTesl MOXKE a € MPU3HAK 3a MPOIyCHATH BB3MOXKHOCTH 3a 33JbpiKaHe
Ha BHUMaHHETO W 33 Hee()EKTUBHO CTPYKTYPHPAHO ChAbpxKaHUe. Tabnumna
6 mpencrtaBs 00OOIMIEHUTE PE3YITAaTH 32 BCEKH OT W3CICIOBAHUTE XOTEINH,
KaTo OCBEH IPOIEHTHTE, ca B3ETH IPEABHA M KadeCTBCHN HAOIIONCHUS
BBPXY CHIBP)KAHWETO M JAW3aiiHAa Ha Te3W CTPAHUIM, JTOKOJIKOTO TOBA €
BB3MOXKHO.

Cpasnumenen ananu3 Ha KIOYoBUmMe NOKA3AMeNU 3a eQeKxmueHoCm Ha
xomeackus 6uznec

AHaNMM3bT HAa JaHHWTE IMOKa3Ba, Y€ W TPUTE M3CICABAHU XOTela ca
oTOeNs13a]IM PhCT B KIIIOYOBHTE MOKa3aTelad 32 €(PEeKTUBHOCT B IEpHOIA
2020-2022 r. HapactBamute ctoifHocTH Ha mokazarenute ADR (Average
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Daily Rate) u RevPAR (Revenue per Available Room) cBunerencrsar 3a
e(eKTHBHO NpUIaraHe Ha EHOBU CTPATETHU U CIIOCOOHOCT 3a TeHepUpaHe
Ha IPUXOJH B TMHAMHUYHA ITa3apHa cpeaa. [lonoOpeHneTo B CTORHOCTHTE Ha
CpeIHaTa MPOABIDKUTETHOCT Ha mpectosi (ALOS) u mporeHTa Ha 3ae€TOCT
mpeanoyiara BUCOKO HUBO Ha YAOBJIECTBOPEHOCT Cpell KIUCHTUTE, KAKTO H
YCIIENIHO Ma3apHO MO3HUIHOHUPAHE.

GOPPA
Hoxasatex|  ,pp || RevPAR | ALOS
OR(%)| R
(BGN) (BGN) (THN)
(BGN)
100 - 171 (22 -84 ||2.5 —3.2 ||19 — 43 (45 — 55
233 — 321 ||100 — 157|]3 — 3.7 43 — 49 |70 — 80
159 —- 21053 —- 99 (|3 — 3.5 33 — 47 ||50 — 60

Tabnuma 7. KirouoBu mokaszarenu 3a epeKTHBHOCT Ha H3CIICIBAHUTE
xorenu 3a neprona 2020 — 2022 r.
Hsmounuk: cv30adena om asmopa

Anamu3bT Ha pesynratute 3a Kamapuno CIIA Xomen paskpuBa
CTaOWITHA TIOJIOXKUTENTHA JMHAMIKA B OCHOBHH TI0Ka3aTelH 32 e()eKTUBHOCT,
BriountenHo ADR (Average Daily Rate), RevPAR (Revenue per Available
Room) u GOPPAR (Gross Operating Profit per Available Room). PscTsT B
MIPOIIEHTA Ha 3aeTOCT M CPEAHATa MPOIBIDKUTEIHOCT Ha ITPECTOs Ce CBhpP3Ba
C BHCOKOTO KayeCTBO Ha TIIPEIOCTaBIHUTE YCIYIM U C e(eKTUBHO
peann3upaHa MapKeTHHI0Ba CTpaTerus. [ ocTuTe oleHsIBaT 0COOCHO BHCOKO
00CITyKBaHETO, KyJIMHAPHHUTE MPEAJIOKEHHsS M Clia LEeHThpa — (akTopw,
KOHTO CBIIECTBEHO JOIPHHACAT 32 MO3UTHBHUS ITyOIH4YeH o0pa3 Ha XoTena.
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XOoTenpT IEMOHCTPUPA CHITHO PA3BUTO YIPABICHNE HA B3aHMOOTHOIIICHUSTA
¢ kiueHTuTe. OCOOEHO BIEYATNIABAIA € IPAKTUKaTa BCEKH OT3UB —
HE3aBHCHUMO Jald € TIIOJIOXKWUTENICH WIM KPUTHYCH — Jia TIOoJydaBa
TIEPCOHAIM3UPaH OTrOBOP OT T€HEPATHUS MEHHIKBP, KOETO IOTPHHACS 32
W3rpakAaHETO Ha JIOBEPHUE U JIOSUTHOCT CPE TOCTUTE.

Cpen tpute obexra, Kemnuncku I'pano Apena bancko ce oTkposiBa
KaTo OE3CIIOpeH JIMJep 10 OTHOIIEHHE HAa MKOHOMHYECKa e(EeKTHBHOCT.
XOoTenbT perucTpupa Hail-BUCOKU CTOMHOCTH 110 OCHOBHU II0KA3aTeNIN KaTo
ADR, RevPAR u npoueHT Ha 3aeTocT. ToBa NOCTHKEHHE OTpa3siBa HE CaMO
CIIOCOOHOCTTA My Jla peau3upa BUCOKU CPEAHH IPOAAXHU LIEHH, HO U 1a
HOAIBpKA CTAOMJIEH M BHCOK IPOIEHT Ha M3IIOA3BAa€MOCT Ha KalaluTeTa.
Te3n pesynraTu ca IHOKa3aTeIHU 3a YTBbpPAEHATa OpaHA HASHTHYHOCT,
CTPATEern4ecKOTO YINPABICHHE M BHCOKOTO KAauyecTBO Ha IpeUIaraHuTe
yeayru. Kemmuucku I'pang ApeHa AeMOHCTpHpa BUCOKA OCBEIOMEHOCT 3a
OpaHna, yTBBpJACHAa  BB3NpPUEMaHa CTOMHOCT (B CHOTHOIICHHE
[ICHa/Ka4eCTBO) M CHJIHA yCTOHYMBOCT HA KJIMEHTCKATA JIOSUITHOCT. XOTEIBT
OTYHTA HaW-BHCOKA CpelHa MPOIBIDKUTEIHOCT Ha IPECTOs] W Hail-BUCOKa
OlLleHKa OT roctute (4.6 OT 5), KOETO JOIBIHUTEIHO NOAYepTaBa HEropara
BOJIEIIIA Ma3apHa MO3UIHSL.

Xoren Xom Cnpunec Meouxvn u CIIA wu30cTaBa CcHpsIMO
KOHKYPEHTHTE CH B aCIIEKTH, CBbP3aHH C KaueCTBOTO Ha oOciyxkBaHe. Cbe
cpenHa ouenka 4.0, Toi e ¢ Hal-HUCBK PEHTHHI cpel TpUTE OOEKTa.
HOH’EHHHTGJ’[CH aHaJIU3 Ha CbABPKAHUETO HA OT3UBUTC MOTBBPKAaBa PAaBCH
Opoii U3pa3eHH yJIOBJIETBOPEHUS M HEYIOBJIETBOPEHUS, KOETO CUTHAIN3UPa
3a JMICa Ha TMOCIEJOBAaTEIHOCT B TOTPEOHMTENCKOTO IPEKHBSBAHE.
HeobOxomnMo e cepHo3HO ycmime OT CTpaHa Ha COOCTBEHWKa U
YTIPaBICHCKUSI €KHII 32 TOJ00psIBaHE Ha KaUueCTBOTO HA 00CITYKBaHE, KaTo ce
WHBECTHpa B IEJNCHACOYEHH OOydeHHs 3a TepcoHana — B chepu KaTo
TOCTONIPHEMCTBO, TIOBEJCHHE M ETHUKET IpH OOCIyXBaHE, KakTO U
Yy)KJOE3UKOBU yMEHHs. XOTEIbT HE ChyMsBa Ja CH3/aJ€ yCEIlaHe 3a
MEpCOHATHO BHUMAaHHE M TpWKa — KPUTHYHO BaXXEH EJIEMEHT IpU
W3rpakAaHEeTO Ha CHJIeH OpaH] B cekropa Ha yciyrure. Hacrosimoro my
Hpe/ICTaBsHe 10 rojisMa CTEleH pa3yuTa Ha BU3YaJHOTO BB3JEHCTBHE OT
BHeyaTjABallsg CEKCTEPUOp MU HHTCPUOP, MHOKECTBOTO CBHOPBIKCHHUA U
HaJIMYUETO Ha MHUHEPAJIHA BOA — PECYPC, KOITO B OBb/ICIIE MOXKE Ja CE OKaXKe
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OTpaHMYeH 3apaJd HapacTBallaTa KOHKYPEHLUs] M HWHTEH3UBHOTO
CTPOUTEJICTBO.

3.3.3Bomm W mNpenopbKH 3a MNOBHIIABaHe e(QeKTHBHOCTTA Ha
xoTejackus opanaunr B Orozanagna bearapus

3a moBHIIaBaHe e(PEKTUBHOCTTA HA XOTEJICKUS OpaHAMHI B
IOro3anagna beirapus OT CBHIIECTBEHO 3HA4YCHHE € Pa3pabdOTBaHETO Ha
CHJICH MECTEH TYPUCTHYECKU OpaHJ, KOCTO Jla 00CIHHH 3aHHTEPECOBAHNUTE
CTpaHH W Jia MO3MIHOHHpPA PErHOHA KAaTO MPHBICKATENHA NCCTHHAIIHS.
BaxxHo e xoTenmuTe Aa ce CTPEeMAT KbM AuepeHIMANNs, KaTo Mpeiarar
YHUKAJIHU YCIIyTH U MPEKUBIBAHUS, KOUTO TH OTJIHYABAT OT KOHKYPEHTHTE.
Heo6xoauMo € ChIo Taka yBeIUYaBaHE HA WHBECTHUIIMHTE B MAPKETHHT W
pexiama, Karo AWTCHTAJIHUAT MAPKETUHI U COLMAIHWTE MEIUH MOraT jaa
UrPasT KII0Y0BA POJISL B JOCTUTAHETO [0 LETIEBATa ayJUTOPHSI.

ChHTpyAHUYECTBOTO MEXKITY XOTEIHEPHTE € APYT BAYKCH aCIIEKT, KOMTO
MOJKE JIa I0BeIe O M0-100p0 HOMyJIIpU3UpaHe Ha PErHOHA Ype3 ChbBMECTHH
MapKETHHIOBU KaMIIaHMU U OOMEH Ha ONHT. Y CTOHYHMBOTO pa3BHUTHE TPiOBa
Ja ObJe NPHOPHUTET, KAaTO HMHBECTHUHMUTE B CKOJNOTMYHH W COLMAIHO
OTrOBOPHH IPAKTHKU Il¢ MPUBIEKAT BCE IO-TOJSIM OpoOil Ch3HATENHH
TypucTH. Pa3BUTHETO Ha YOBEIIKATE PECYPCH CBHIIO € OT ChHIIECTBCHO
3HAYeHHE, ThH KaTo OOYYEHHeTO U PpA3BUTHETO HAa IepcoHana IIe
JONpUHEcAT 3a I0-100p0 KadecTBO Ha O0OCIYKBAaHETO ¥ IO-H00PO
HOTPEOUTEIICKO MPEKUBsIBAHE.

Ilpenopwvku 3a 6voewo pazeumue na Kamapuno CITA

B ycnoBusta Ha rno0aiHa  TYpUCTHYECKa  KOHKYPEHIIHSA,
OTPaHUYEHOTO JUTUTATHO TPUCHCTBUE M HHUCKAaTa MEXIyHapojaHa
pa3no3HAaBaeMOCT  MPEACTABISBAT  CEPUO3HO  MPEMSITCTBUE  Tpen
pasmmmpsiBaHeTo Ha naszapuaus ooxeat Ha Katapuno CITA. Enun ot nbepBuUTe
IPHUOPUTETH B Ta3H HACOKA € ONTHMHU3ALMATA Ha OHJIAWH PUCHCTBUETO Upe3
CBHBPEMEHEH, MOOMIIHO CHBMECTHUM yeOCaliT M IpujaraHe Ha CTpaTeTHH 3a
ornrrumm3anusg Ha Tepcauku (SEO), 6a3npaHn Ha KIIFOYOBH TYMH, CBBP3aHH C
yeIHec, MIaHUHCKU TYPU3bM M YCTOWYMBHU IpakTWKH. IlapanenHo c Tosa,
aKTMBHOTO IPHCHCTBUE B COLMATHNUTE MPEKH YpE3 BU3YaIHO Bb3JEHCTBAIIIO
ChIbprKaHUE, OTpa3sBalIo0 yHUKaIHaTa npupoaHa cpeaa, CITA npouenypure
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W KyJIMHApHATE TMPEUIOKEHUS, OCHOBAaHM HAa MECTHH NpPOAYKTH, Oun
CIIOMOTHAJI0O 3a VyBEJMYaBaHE HA aHTAXHUPAHOCTTa Ha ayAUTOPHITA.
YcnemrHoTo TapreTupaHe Ha MEXIYHApOJHU TOTPEOHTENH Ype3 IUTATeHU
KaMITaHUH B COIMATHHTE IDIaT(GOPMHU CHIO O MOJOOPMIIO BUAMMOCTTA Ha
Opanna. CTpaTerHuecK MapTHEOPCTBA C TYPOIIEPATOPH, CICIHAIA3UPAHN B
yemrHeC H JYKCO3€H TYpHU3BM, KAaKTO W ydYacTHEe B MEXKIYHAPOIHU
TYPUCTHICCKH U3J0KCHHUS, MOTAT JIa PA3MIUPST KAHAIUTE 33 JUCTPHOYIIHS.

ITo oTHomICHHME Ha CE30HHATAa 3aBHCUMOCT M HYyXJIaTa OT
pasumpsiBaHe Ha MPOAYKTOBOTO MOPT(OJIMO, XOTEABT MMa MOTSHIHAT Ja
pa3Bue CHCHHUATU3UPAHN YEIIHEC TPOrPaMK, KOUTO JIa Ce Mpe yIarar npes3 mo-
CJTabuTe CE30HH, KaTo MPOJIeTTa U eceHTa. [IpuMepH 3a TakuBa MPOIYKTH ca
TEMaTHYHH YHKEHJ TaKeTH ¢ (OKyC BBPXY HOra, MemuTanus, IETOKC,
AQHTHUCTPEC Tepamnuy, KakTO W MIpOrpaMH, pa3paboTeHH CHBMECTHO CBC
3[IpaBHU CIICIHAINCTH — AUETOJIO3H U (pu3moTepaneBTu. ToBa I1e 03BN
Ch3IaBaHETO Ha  MMO-KOMIUICKCHH W  TIEPCOHAIM3HUPAHU  YEIHEC
MPSKUBSBAHMSL. XOTETBT MOXE CBIIO TaKa Ja CE IO3UIMOHHpA KaTo
MOIXOMsIa AeCTHHANUSA 3a ,,workation®, mpenmaraiiki mTakeTH, KOUTO
KOMOHMHHUpAT YCIIOBHsI 3a JIUCTAaHIMOHHA paboTa C BB3MOXKHOCTH 3a
Bb3CTaHOBABaHe M oTAuX. Passutero Ha MICE Ttypusma, upes
OpraHU3UpPaHEe Ha PUPMECHU CHOUTHUS, CEMUHAPH U THAMOWIITUHTH, CHIIO e
JIOTIpHHECE 3a nuBepcuUKaIys Ha KIHUCHTCKaTa 0a3a W pas3llupsBaHe Ha
neneBuTe cerMmeHTd. OpraHu3uPaHETO Ha KYJIHMHAPHU CHOUTHS C y4acTUETO
Ha MECTHH MPOJAYKTH, BKIFOUUTEIHO OT cOOCTBeHaTa (hepma Ha xoTena, Ou
3aCHIMIO0 HMMH/DKA Ha OpaHga Karo HOCUTENI Ha aBTCHTHYHOCT U
YCTOHYHUBOCT, ChUeTaBAI TacTPOHOMHUYECKO YIOBOJICTBHE c
MIPUPOIOCHOOPA3HOCT.

AKIIEHTBT BBPXY EKOJOTHYHHUS M aBTCHTHUYEH XapakTep Ha XoTeja
Ype3 MOo-CIITHO ToAYepTaBaHe Ha MMPOU3X0/a U KadecTBaTa Ha M3IOI3BAaHUTE
MPOAYKTH, KaKTO W BpB3KAaTa MM C MECTHaTa KyJATypa W TIpUpoja, Ime
MTOJIMTOMOTHE UM3TPaKJAHETO HA PA3MO3HABAEMO OPUTHHAIHO TIOCIIaHUE.
I[Ipumep 3a TOMOOHO TO3WUIMOHUpPAHE € U3MOM3BAHCTO HA CIIOTaHH,
IMOTYCPTABANIN CCTECTBEHHS YIOT M BPB3Kara MEXAy TUIOTO W JIyIIaTa.
Ca1110 Taka, mpuaraHeTo Ha T.Hap. storytelling (HapaTHMBEH MapKETHHT) IIe
MO3BOJIM HM3TPAKIAHETO HA €MOIIMOHAJIHA BPBH3Ka C MOTPEOMTENUTE Ype3
pa3ka3u 3a HCTOpUsTa Ha XOTela, eKumna, ¢guiocodpusra Ha yenHeca U
aHTa)XMMeHTa KbM npupoaara. [lopeauna ot Buaea M cTaTUH, IPEACTaBSIIIN
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xoparta 3aJ] ycayrute, Hanpumep upe3 ¢popmar ,,Inside Katarino SPA*, buxa
CIIOMOTHAITH 32 Ch3/laBaHe Ha OBEPHE U UyBCTBO 3a MPUHAIIECKHOCT.

IIpenopvru 3a 6voewo passumue na Kemnuncxu I pano Apena bancko

3a ga 3amasu Kemmuucku I'pann Apena bancko Bomemata cu
no3unusa B JIYKCO3HUA CETMEHT M Ja C€ ClpaBU C IMOTCHIUAJIHUTE
NIPeIU3BUKATEICTBA, € HAJIOXKUTEJHO Ja C€ IPHIOKH HHTErpUupaH
CTPAaTETMYeCKH ITOIX0J. BBIpekHu NpHHAIIeKHOCTTa KbM MEXIyHapoIHa
BEpUra OT JIyKCO3HH XOTENH, 00EKTHT CIIe/IBa 1a 3aCHIIN JIOKATHATA CH OpaHz
HJICHTHYHOCT Ype3 CTpaTerniecka HHTErpalys Ha KyJITypHUTE, IPHPOIHHUTE
U MCTOPHYECKUTE XapaKTEPHCTHKU Ha PETMOHA B KOMYHHMKAIMOHHATA CH
nonuTrka. ToBa MOXe Ja ce IMOCTHTHE Ype3 AWUTUTAICH MAapKETHHT,
OPHEHTHPAaH KbM IPESKHUBSIBAHKUATA, KOMTO J1a 3aCHIIN OHJIAiH IPUCHCTBUETO
4pe3 cTparernyecku kammanuu. Te cieiBa qa aKIEHTUPAT HE CaMO BBPXY
JYKCO3HUSI OONMK Ha XOTena, HO M Ja TPEICTaBAT aBTCHTHYHHTE
MPE)KUBSBAHUS, XapaKTePHH 3a PErMoHa Ha BaHCKO — CKU TypU3bM,
IUIaHUHCKHU aKTUBHOCTH, MCCTHA KYJITYpa U TpaaAuluun. B ToBa oTHOILIIEHHE €
NpenopbUYNUTEIIHO H3IOJI3BAHETO HA BU3YaJIHO BBSI[CﬁCTBaHIO CbAbpPIKaHUC,
BKJIFOUBAIIO BUCOKOKAYCCTBEHH H300paXKCHHs U BHICOKIHIIOBE, KOMTO Ja
AQHTOKUPAT €MOLIMOHAIHO MOTPEOUTEN M J1a NMpech3afaT XapaKTepHaTa
aTMoc(epa Ha IeCTHHALUITA.

Jpyro BB3MOXHO HalpaBlICHHE € H3rPAKIAHETO HAa HapaTHBHO
ChABpPIKAHME, Ype3 KOETO Ce Ch3/aBaT pa3KasH, CBBP3aHU C PErHOHA Ha
bancko, mnannHara [IupuH, KakTO M ¢ TPaAWIMOHHA MECTHH 3aHAsATH H
obuvau. ToBa MO3BOJNSIBA WHTErPUPAHETO HA HWICHTHYHOCTTA Ha XOTEl
Kemmuucku ['pann ApeHa ¢ KynTypHO-HCTOPHYECKOTO HACNIENCTBO Ha
nectuHaiusaTa. [1ogo6eH MOAXOA yNeCHsBa Ch3JABaHETO HA MO-ABJIOOKA
eMOIIMOHAIHA AHT@KUPAHOCT OT CTpaHa Ha KIHEHTUTE U JOMpHHACS 32
(dbopMupaHe Ha yCTOHYMBa BpBH3Ka MEXKAY OpaHIa U MOTPEOUTEICKOTO
MPCKMUBABAHE. BaxHo 3HaueHnme uma u ChbTPYAHUYCCTBOTO C MCCTHH
MKOHOMHUYECKH U KyJATypHH cyOekTH. [TapTHhOpCTBaTa C MECTHH 3aHASTUYHH,
MIPOU3BOANTENHN HA TPAJULIOHHH IPOIYKTH ¥ KYJITYPHH OPraHU3aI[M1 MOTaT
J1a 000TaTAT TyPHCTHIECKOTO NPEIOKEHNE Upe3 KyJITYpHa aBTeHTHYHOCT U
CBIIEBPEMEHHO Ja IIOJIIOMOTHAT YCTOHYMBOTO pa3BUTHE Ha MeECTHATa
HUKOHOMHKA.
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PasButHero Ha TypMe TYpuU3bM H KyJIMHapHH IPEKUBSIBAHUSL
HalmpuMep NpencTaBisiBa ChIIECTBEHa BB3MOXHOCT. IIpombipkaBaHe Ha
TpamULUsATa B OPraHU3MPAHETO HA TEMATHYHU KYJIWHAPHU YHUKCHIH,
(decTHBaNM, TOCBETEHH HA MECTHAaTa KyXHS, KaKTO M TOCTYBaHUS Ha
YIBBPACHU TOTBAauM MIE JOIpPUHECE 3a YTBBpPXKIaBaHE Ha XOTesla KaTo
BOJIEIIA KyJTMHAPHA AeCTHHANMS. B Ta3n Hacoka e mpuIoyKMMa KOHIEIUITA
,»Laste of Bansko (BkycwT Ha bancko)™.

Ipenopvku 3a 6voewo passumue na Xom Cnpunec Meouxwvn u CI14

3a ;ma ce yTBBPIM KaToO BOJCNI LEHTHP 32 MEIUIMHCKH U YeIHeC
Typu3bsM B beirapus u perunona, Xom Cnpunec Meouxwvn u CIIA cnensa na
MpuiIara WHTETpHpaHa CTpaTerys, OCHOBaHAa Ha MOAPOOHA OIEHKa Ha
CHJIHUTE M cla0uTe CTpaHH Ha cBosi Opana. KomiuiekcsT mpurtexaBa
3HAQYUTEJICH IOTEHIMAI 3a MNpPUBJIMYAaHE Ha MO-IIMPOKa MEXIyHapoJHa
ayauTopus. BeIpekn ToBa, OrpaHMYEHOTO My NPHUCHCTBHE Ha riobaiHara
TYpHCTHYECKa KapTa, KaKTO M €1a00 Pa3BUTOTO AWTHTAIHO ChIbp)KaHUE Ha
Yy)XKOU €3UlIM, Ch3AaBaT OapHepH Ipes pea3anusaTa Ha TO3W IOTEHIHAL.
Ha mepBO MsACTO, € HEOOXOAMMO Ja ce 3acHiM MeXAyHapojaHara
pa3no3HaBaeMOCT Ype3 MHOTOe3M4YHa ONTHUMH3AIMA Ha ChIbP)KAHUETO,
BKJIIOYMTEITHO 4Ype3 M3MOJI3BaHE HA KIIOYOBH TEPMHHH, CBBP3aHH C
meautmHckust U CITA Typusbm, karo Hanpumep ,rehabilitation in Bulgaria®,
»thermal spa retreat“ u ,medical wellness center. Ilpmiaranmero Ha
peOpaHAMHr cTpaTterud OM IO3BOJWIIO IIOBTOPHO aHTaXHpaHe Ha
NOTPeOUTENH, MPOSBIIN HHTEPEC KbM YCIyrHTe, 0e3 Ja ca NpeIlpueH
KOHKPETHO JEHCTBUE.

[TocturaneTo Ha YCTOHYMBO IO3WIMOHHMpPAaHE MOXeE Ja Obae
TIOJITIOMOTHATO 4pe3 pa3paboTBaHe Ha CIICIUATM3UPAHN peXaOWINTAHOHHN
MaKeTH, HACOUYCHHW KBbM UYX/IECTPaHHH NAalMCHTH B HalpejaHala Bb3pacT,
BKJTIOYBAIIM NpoQrIakTHKa Ha XpOHUYHH 3a00JIsIBaHUs, CIIOKOIHA cpeaa 1
npodecronaiHa MenuIMHCKa Tprxka. Cpell OCHOBHUTE MPEAU3BUKATEIICTBA
Ce OTKpOSIBAT HEMOCTOSIHCTBOTO B OOCIY)XBAaHETO M 3aTPyAHEHHATA NPHU
OCHTypsiBAaHE Ha KBaMH(UIMpAaH TEpPCOHAN. 3a CHOpaBiHE C Te3u
NPEIU3BUKATEICTBA € HAJIOKUTEITHO BBHBEKTAHETO Ha CTAHIAPTU3MPAHH
IpoLenypH 3a 00CITyKBaHe, KAKTO M CHCTEMaTHYHH IPOrpaMu 3a 00ydeHuHe,
HACOYCHH KBM IIOBHIIABAHE HA KOMYHHKAIIMOHHUTE W MPOPECHOHATHH
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yMeH#Us Ha cityxurenure. Ch31aBaHETO Ha BTPEIHA TPorpamMa 3a o0yueHue
— "Hanmpumep Akagemust ,,XoT Cipuare Menukbn u CITA* 6u nonpuHeco 3a
Pa3BUTHETO HA 3HAHHMS, MOTHUBALIUS U JIOSITHOCT CPEJl CKUIIA.

[puaraneTo Ha MEXaHM3MU 33 AKTUBHO ChOUpPAHE U aHAIM3UPAHEe Ha
oOpaTHa Bpb3Ka OT KIUCHTH IIE MO3BOJIM CBOCBPEMECHHO WICHTH(HIIMPAHE
Ha MPOOJIEMH U MOBUIIIABAHE HA YIOBICTBOPCHOCTTA. B Ta3m Bpb3ka MOxke
na ObAc BBBEJCHA IPAKTHKA 3a OICHKA Ype3 TAaWHW TOCTH W BBHHIIHU
MPOBEPKH. AKTUBHOTO YIPABJICHUC HAa OHJIAHH PEMyTaIUATa, BKIFOYUTCITHO
po(heCHOHATHO OTTOBAPSIHE HA KJIIMEHTCKH OT3MBH M HAJIMYKE HA TUIAH 32
peryTaluOHHN KPH3H, € OT ChIICCTBEHO 3HAYCHHUE 3a 3alla3BaHe HA MMUDKA
Ha JIyKCO3€H XOTeJl.

3AKJIIOYEHUE

W3cnenBaHero  aHanM3Wpa  CIOKHHUTE  B3aHMMOBPB3KH — MEXIY
MOTPeOUTENCKOTO BBINpHUATHE 3a OpaHIa, MOTpeOUTeICcKaTa JIOSITHOCT U
¢unancoButre pesynratn. OCHOBHAaTAa Te3a Ha W3CIEABAHETO €, Ue
KOMIIJIGKCHUSIT aHallM3 Ha TE3M CIEMEHTH € OT KII0YOBO 3HAueHHEe 3a
pa3dupaHeTo U MOBHINABAHETO HA IAJIOCTHATA €()EKTHBHOCT HA XOTEICKHA
OpaHz, 0cOOCHO B YCIIOBHATA HA KOHKYPEHTEH M reorpa)CKi KOHLCHTPUPaH
rmaszapeH cerMeHT. [IpoyuBaHeTo 3ambiBa ChIIECTBEHa IIpa3HUHA B
CHIIECTBYBAIllaTa Hay4YyHa JHTEpaTypa, KaTo NPEIOCTaBsl CpPaBHUTEIEH
aHaIM3 Ha XOTEJCKH IPEINpPHATHS, ONEpUpalid B €IWH W ChII IazapeH
CErMEHT U reorpa)CKu pPerroH. 3a LenTa ca MPHIOKEHH MpPeABapUTEITHO
nedrHIpaHu KpUTEPHH 3a OLICHKA Ha epeKTUBHOCTTA HA OpaHa Mo KJIF0YOBU
MOKa3aTelH.

AKleHTHpa ce BBPXY KpUTHYHATa pOJsi HA KavyeCcTBOTO Ha
00ciy»BaHe ¥ KIIMEHTCKOTO U3KUBsIBaHE MPU (OPMUPAHETO HA MO3UTHBHU
BB3NPUATHSA 32 OpaHIa M CTUMYJIHPAHETO Ha JIOSUTHOCT, KOETO TPSIKO BIIHSC
BBPXY (prHAHCOBMTE MOKa3aTenn, KaTo MPOIEHT Ha 3aeTOCT, MPUXOIU OT
Hammyaa cras (RevPAR) w penrabmmHOocT. Hacrosimoro wu3ciienBane
paskpuBa, 4e e(pEeKTHBHOTO YNpaBJICHHWE Ha XOTEJICKWS OpaH] H3UCKBA
XOIMCTHYEH IMOAXO0J, oOOXBamami HE camMO MAapKETHHTOBHTE U
KOMYHHKAIIOHHU JIEHHOCTH, HO 1 00y4CHHETO Ha IIepcoHajla, OorepaTHBHaTa
e(EeKTUBHOCT M aHT'&KMMEHTa KbM HEIPEKbCHATO YChBBpILIEHCTBaHE. Upe3
ISUJIOCTHO YIpaBlICHHE HA TE3M KOMIIOHEHTH XOTEJIMTE MOrar Jia Ch3/laaaT

50



MO3UTHBEH LUKBJI, NMPH KOWTO MOJOKWUTEIHUTE BB3NPUATHA 3a OpaHzaa
CTUMYJIMpPAT KJIMEHTCKATa JIOAIHOCT, a TS OT CBOS CTpaHa JONpHHAcCA 3a
(hMHAHCOB pacTeX W 3aCHIIBa Ta3apHATa MO3UIU Ha OpaH/a.

KirouoB (aktop 3a moBumaBaHe Ha e(eKTHBHOCTTa Ha OpaHOa €
(opMupaHeTO Ha CHIIHA KYJITypa Ha OOCIy)XKBaHE B OPTaHHM3ALUATA, KOSTO
OBJIACTSIBA CIY)KUTEIUTE Ja TPEJOCTAaBAT M3KIIOYUTEIHO KIMEHTCKO
oOcimyXBaHe M HacbpyaBa OpHEHTanWs KbM KiMeHTa. MHBecTHiuuTe B
00yd4eHUst ¥ pa3BUTHE Ha IIEPCOHAIIA [TOJOOPSIBAT YMEHUSTA U TIO3HAHUITA, &
M3IOJI3BAHETO HA TEXHOJOTMM 32 ONTHMHU3UpAaHE Ha KIMEHTCKOTO
NpeXuBsiBaHE, Karo yAoOHM OHJalH miardpopMu 3a pesepBaluud U
NepCOHAJIM3UPAHH TPENOPbKY, JONpHHAcS 3a Mo-100po pa3dupaHe Ha
MMOBCACHUCTO u npeaAnoYruTaHrusATa Ha KIIMCHTUTC. E(l)eKTI/IBHaTa
KOMYHHMKAIIHSI C KIIMEHTHUTE € OT KJIF0YOBO 3HAYCHHUE 33 HACHTHU(UIPAHE Ha
TEXHHUTE HYKIU U aJlallTUPaHe Ha YCIIyTHTE.

W3zcnenBaneTo ycTaHOBSABA MPSKa KOPEJIANS MEXIy OpaH/ KanuTaia
1 (UHAHCOBHTE MOKAa3aTEIH, JEMOHCTPUPANKH, Y€ XOTEIUTE ChC CHICH
OpaH] ca mo-700pe MO3WIMOHMPAHM 3a IOCTUTAaHE HAa BHCOKH PE3YJTATH.
Cwinara pemyTanys MO3BOJISIBA pealM3UpaHe Ha I0-BUCOKH LIEHH,
MIPUBJIMYaHe Ha MO-IIMPOKa KIMEHTCKa 0a3a W yBelMYaBaHE Ha MPUXOIUTE
or HamnuHa cTas (RevPAR). Pesynrature oT wu3cienBaHero ca OT
CBUIECTBCHO 3HAYEHHE 3a XOTEJICKUTE MEHHMDKbPH M MapKETHHTOBHUTE
CTELHUAINCTH, Thil KaTo MPEJOCTaBAT KOHKPETHN HACOKHU 3a M3rpakaaHe U
NnoaaAbpKaHE Ha CHUIICH 6paH;1 UMUK, CTUMYJHMPAHEC Ha KIMCHTCKaTa
JIOSUTHOCT M ToJ00psBaHe Ha (PUHAHCOBUTE PE3YNTATH.

Hacrosimata nmucepramms TpeAcTaBIsiBa IMOJE3€H pecypc 3a
pa3bupaHe U ONTUMHU3MpPaHe Ha e(PEKTHBHOCTTA Ha OpaH/Ia B XOTeNuepcKara
uHAYCTpus, ¢ ocoben akmneHT BbpXy CIIA xoremmre B IOrosamamna
Benrapusa. UscnenBaneTo ce chcpeqoTOYaBa BPXY TP OCHOBHH KPUTEPHS
32 OIeHKa Ha e(eKTHBHOCTTa Ha OpaHJa: BB3NPHUATHETO 3a OpaHza,
MoTpeduTeNCKaTa JOSUTHOCT ¥ (PMHAHCOBHTE pe3ynTaty. Te3u nmokazaTeinu ca
IIMPOKO YTBBPJCHU B aKaJeMHUYHATa JIMTeparypa M TIpaKTHUKaTa KaTo
KJIIOUOBHM M3MEpEHUs Ha ycrnexa Ha OpaHna. Bernpexu ToBa, chlecTByBa
BB3MOXKHOCT T€ JIa HE 0TPa3aBaT B IIBIHOTA LVIOCTHATA CTOMHOCT HA OpaHfa,
ocobeHo B chepaTa Ha XOTEIUEPCTBOTO, KbAETO HEMATEPUATHUTE aKTUBH U
€MOIIMOHAIHATa BPb3Ka C TOCTa MIPasiT CHIIECTBEHA poisi. B Tasm Bpb3Ka
OpaeIny u3ciefBaHUs OMXa MOTIIM Jja pa3IIUPAT aHAIUTUYHATA paMKa dpe3
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BKJIIOYBAHE Ha JIOIBIHUTEIIHA M3MEPEHH Ha CTOIHOCTTa Ha OpaHna, KaTo
pasNo3HaBaeMOCT Ha OpaHAa, OUIHTAIHO NPHCHCTBHE WINM COLUATIHO
BB3JCHCTBUE, C LeN NMOCTUTaHe Ha IO-IIbJIHA M KOMIUICKCHA OICHKa Ha
e(eKTUBHOCTTA Ha XOTEJICKUS OpaH.

IV. HAYYHHU TIPMHOCH

v

PazpaboTrena e KoHmenTyanmHa pamMKa 3a XOTEJICKH OpaHH, KOATO
MHTETpUpa MOTPeOHTENCKaTa yOOBJICTBOPEHOCT, JIOSUIHOCTTa Ha
KJIMEHTHUTE ¥ (PMHAHCOBHS PE3YJNITAT KaTO B3aUMOCBBP3aHH KPUTEPUH 32
edekruBHOCT. Ha Ta3u ocHoBa e mpemioxkeHa paboTHA AeQUHHIMSA 3a
e(eKTUBHOCT Ha XOTEJICKUsS OpaHj, cho0Opa3eHa ChC CrenudpuKaTa Ha
XOTEJIMEPCKUS TPOAYKT KaTO ChBKYITHOCT OT OCHOBHH U JJOITBJIHUTEIHU
YCIIyTH.

W3BeneHn e monen Ha no0pa MpakTHKa, 4pe3 3aIbJ00YeH aHajIu3 Ha
OpanauHr crparerusta Ha Marriott International, KOWTO CIyH KaTo
OGeHuUMapK 3a epeKTUBEH XOTEICKH Opany B ykco3Hus CIIA cermeHT.
[IpemioxeH € aaropuThM 3a aHAJIHM3 M OLEHKAa Ha €()EeKTHBHOCTTA Ha
XOTEJCKHA OpaHz, BKIIOYBAII ICHO Ae(PUHUPAaHH KPUTEPHH, TOKA3ATEIN
W METOOM 3a chOuMpaHe W o0paboTKa Ha JaHHH, NPUIOKUMH KBM
nykcozHoto  CITA  xoTemmepcTBO.  ANTOPUTBMBT  ChYETaBa
KOJMYECTBEHH M KAYeCTBEHH METONM, Karo akIeHTUpa BBPXY
MOTpeOnTeNICKaTa EePCIEeKTHBA.

OcwurypeHa € METOJ0JI0THYHA CHIIOCTABUMOCT Ha EMIIMPUYHUTE TaHHH,
ChOpaHM OT TPU pa3NUYHU XOTeJa, 4Ype3 CTaHIAPTH3MPaH IOIXO0.
CHpSIMO M30paHNTE KPUTEPHUH 32 OpaH]] e(PeKTUBHOCT, KOETO JJONPUHACS
3a HaJISKJAHOCTTA M BAIMIHOCTTA HA HAIIPABEHUTE U3BOJIH.

W3BbpiicH € CpaBHHUTENICH aHAIW3 Ha OpaH] ¢(CKTHMBHOCTTAa Ha TPH
Bomemm CITA xotena B IOrozamamna bearapus, B3 ocHOBa Ha TpH
OCHOBHH KpUTEpUs — IOTPEOHUTEIICKA YIOBIETBOPEHOCT, IIOTPEOUTENICKA
JOSUTHOCT U (PMHAHCOB pe3yNTaT. PesynraTuTe OT aHAIN3a IIO3BOJISIBAT
(dopMynupaHe Ha MPaKTUYSCKA HACOKH KbM MEHUIDKMBHTA HAa XOTEIH
3a monoOpsiBaHe Ha OpaHJA CTpaTerwsATa, 3acCHJIBaHE Ha BPB3KaTa C
KJIMSHTHTE U OBUIIABaHE HA QUHAHCOBATa YCTOWYMBOCT.
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I. GENERAL CHARACTERISTICS OF THE DISSERTATION

1. Relevance and significance of the research problem

The semantic value of a brand can have a variety of origins, stemming
from the consumer's personal experiences, from an emotional connection
accumulated over time or from identification with the values the brand
communicates. The role of this meaningful differentiation is clear evident in
today's leading high-margin brands.

Consumers of premium brands often demonstrate a high degree of
loyalty, which is characterised by relatively low-price sensitivity. This
behaviour indicates that the price factor takes a back seat in consumer
purchase decisions in favour of other characteristics associated with premium
products, such as perceived high quality, a sense of exclusivity, social status
or emotional commitment to the brand. In such cases, consumers do not focus
on the absolute value of the price or the detailed analysis of the price-quality
ratio. Instead, their decision is influenced by their subjective assessment of
the added value that the premium brand provides. This added value can be
both functional, such as a product of very good quality, and emotional or
social, such as belonging to a particular social group, expressing identity, etc.
Price is perceived as a confirmation of the premium status of the product
rather than as a constraint to purchase.

The tourism industry, as a global economic sector, is characterised by
an extremely diverse composition of stakeholders, exceeding that of many
other economic sectors. As a result of the significant economic potential
offered by the sector, there is a constant influx of new entrants, dynamic
changes in market shares and a realignment of existing economic and
institutional balances. At the same time, political perceptions of the role of
tourism are undergoing significant transformations. The strategic importance
of the tourism sector for the development of many national and regional
economies, including that of Bulgaria, is increasingly recognised.

With increasing globalisation and intensifying competition in the
tourism and hospitality industry, the process of branding tourism businesses
is becoming more complex and strategically significant. In its early phases,
the building of established brands was primarily based on a reactive
marketing strategy, where brand managers responded to consumer needs and
expectations in a passive manner (Brown et al., 2003a). In the contemporary
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context, however, there has been a shift towards the concept of co-creation of
brand value, where consumers and various stakeholders are actively involved
in shaping the identity and meaning of a brand (Boyle, 2007). According to
new theoretical approaches, the consumer is seen not simply as a recipient of
communication messages, but as a co-creator of the brand who interacts
proactively with marketers in the construction of its symbolism and value
(Coupland, 2005). In this sense, the contemporary brand is the result of the
integration of strategic marketing actions, management practices and
consumer participation into a unified communication and social ecosystem
(Brown et al., 2003b).

2. Research question

The research seeks to answer the question of what the key criteria are
and inidcators determining the effectiveness of the hotel brand on the
example of three high-category spa hotels in southwestern Bulgaria,
analyzing the relationship between consumer brand perception, their loyalty
and financial performance.

3. Aim and Objectives of the Study

The research aims to make a comparative analysis of hotel companies
operating in the same market segment and geographic region according to
pre-selected performance evaluation criteria.

The main research objective is closely related to the following
research objectives:

1. Outlining the conceptual framework for a hotel brand and its
effectiveness through the prism of consumer satisfaction and loyalty and the
related financial result of the hotel enterprise; on this basis to propose a
working definition of hotel brand effectiveness, considering the specificity of
the hotel product as a set of basic and additional hotel services;

2. Analysis of Marriott International best practice as a benchmark for
hotel brand effectiveness;

3. Development of an algorithm for the analysis and evaluation of
hotel brand effectiveness, including the selection of criteria and performance
indicators and appropriate methods and tools for data collection and
performance measurement in the luxury spa hospitality industry;
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4. Collecting homogeneous data according to the selected brand
effectiveness criteria for the three hotels studied and ensuring data
comparability;

5. Comparative analysis of the selected hotels according to the three
brand effectiveness criteria, based on which to formulate practical
recommendations to the spa hotel management to improve branding
strategies, increase consumer loyalty and optimize financial performance.

4. Object and subject of the research

The object of the research in the dissertation are hotel enterprises
offering spa services in southwestern Bulgaria.

The subject of analysis and evaluation is brand effectiveness, and the
analysis is based on three key criteria: brand perception, consumer loyalty
and hotel enterprise performance.

5. Main Research Thesis

Hotel brand effectiveness is achieved through positive consumer
associations and brand perception, high consumer loyalty and positive
financial performance.

6. Research Methods

The study of hotel brand effectiveness was carried out through the
application of a complex methodology, which includes qualitative and
quantitative data analysis. The qualitative method of thematic (content)
analysis of hotel user feedback shared online was used to collect data on
consumer perception of the brand. These are online reviews from the
TripAdvisor platform. Through thematic analysis, recurring themes,
keywords and emotional tone were identified that form the perception of the
brand.

The second research method is secondary data analysis from Google
Analytics. Analysis includes metrics such as website traffic - number of
visits, unique visitors, traffic sources (limited, direct, referral, paid); user
behavior - time spent on site, number of pages viewed, bounce rate;
conversions - number of bookings, inquiries, brochure downloads or other
targeted actions; and geographic origin of visitors and devices used. This
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analysis provides insight into the effectiveness of online marketing strategies
and the accessibility of brands in a digital environment. The data enables an
assessment of digital engagement and the effectiveness of a hotel brand's
online communications strategy.

The next method is analysis of quantitative data from reports of the
three hotels studied. For this purpose, two types of financial reports were used
— Manager Report (Manager Flash) and Income Statement (Profit and Loss
Statement). The analysis encompasses the following indicators from
managerial reports — occupancy data (occupancy rate), average room rate
(ADR - Average Daily Rate), revenue per available room (RevPAR -
Revenue per Available Room), and from the income statements — total
revenues, operating expenses, gross and net profit, among others. This
component of the research allows for quantitative assessment of each hotel's
financial performance and provides the opportunity to evaluate branding
strategy in relation to achieving financial results.

The fourth research method, which is also connected to the main
objective of the dissertation, is comparative analysis. Following individual
analysis of each of the three hotels, a comparative analysis was conducted of
the results obtained from thematic analysis, Google Analytics, and financial
reports for each of the three brands. The objective is to identify similarities
and differences in branding strategies and their effectiveness; best practices
and areas for improvement; interrelationships between online presence,
consumer perceptions, and financial results.

Based on the research results, a SWOT analysis was conducted for
each of the hotels — Katarino SPA, Kempinski Grand Arena, and Hot Springs
Medical and Spa, which presents a structured framework for understanding
the current state of the hotel brand and serves as a foundation for formulating
recommendations to improve their effectiveness and competitiveness.

7. Difficulties

In the process of developing the dissertation, the difficulty
encountered by the author is related to the limited number of sources in
Bulgarian in the field of micro-level branding. In Bulgarian academic
literature, there are few books discussing the problematic of micro-level



branding. In this regard, the share of foreign-language sources used is
predominant.

8. Information sources

The sources of information used in the development of the dissertation
are:

e specialized literature on tourism branding in Bulgarian, English and
Russian;

e scientific articles, including systematic reviews and review articles
from bibliographic databases such as https://www.researchgate.net,
https://www.academia.edu,
https://www.emerald.com,https://www.semanticscholar.org;

e data from the websites of the hotels studied;

e data from sales software of the surveyed hotel companies;

e data from the National Statistical Institute of the Republic of
Bulgaria, Ministry of Tourism of the Republic of Bulgaria, World Tourism
Organization (UNWTO);

o clectronic reference books and electronic publications;

e author's own research studies.

8. Approbation of the Dissertation

Individual parts of the present dissertation have been published in
peer-reviewed scientific periodicals and have been the subject of scientific
presentation within specialized conferences and academic forums. The
present research possesses a theoretical-applied character, conditioned by the
insufficient number of empirical studies devoted to branding effectiveness in
the Bulgarian hotel sector. The developed recommendations are addressed to
key stakeholders in the tourism industry.
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II1. BRIEF SUMMARY OF THE DISSERTATION

CHAPTER ONE: CONCEPTUAL FRAMEWORK OF HOTEL
BRANDING
1.1. Terminological apparatus of hotel branding

For the purpose of studying the hotel brand, a working definition has
been proposed that reflects its complex nature as a hybrid market product,
including both core and supplementary services. Existing definitions in the
scientific literature for product brand and service brand have been reviewed,
as the hotel brand combines characteristics from both types (Lovelock &
Wirtz, 2016).

In classical marketing theories, the product brand is primarily
associated with tangible, material goods. Definitions in this area emphasize
elements such as trade name, visual identity (logo, design), packaging, and
other physical distinctive signs that differentiate a specific product from
competitive offerings (Kotler & Keller, 2016). The primary function of the
brand is to create recognition, to activate associations in consumers'
consciousness related to quality, value, and utility, as well as to stimulate
repeat purchase. Since material products allow prior evaluation through
sensory perception, the consumer decision-making process is relatively clear
and predictable (Aaker, 1996).

Unlike products, services are characterized by intangibility,
inseparability from the source of delivery, variability, and perishability. This
necessitates a different approach to building brand identity. The service brand
is defined through the experience that accompanies its consumption, as well
as through service quality and interpersonal interactions (Zeithaml, Bitner, &
Gremler, 2018). Intangible elements such as reliability, responsiveness,
professionalism, accessibility, courtesy, effective communication, trust, and
empathy acquire essential significance. Reputation, social proof, and
consumer feedback play a key role in brand perception in the service sector
(Berry, 2000).

The hotel brand can be defined as an integrated system of tangible and
intangible elements that collectively create a unique consumer experience
and differentiate the specific hotel offering from other market participants
(O'Neill & Mattila, 2010). This definition reflects the dual nature of hotel
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service, combining physical and emotional aspects typical of both product
and service brands.

Hotel brand effectiveness can be defined as the degree to which a hotel
brand successfully achieves its strategic objectives, which primarily focus on
guest satisfaction, their loyalty, positive word-of-mouth recommendations,
and consequently — increased revenues. It transcends merely the physical
product (the hotel building and amenities) and encompasses the overall
experience and emotional connection that guests have with the brand.

Within the framework of this dissertation, hotel brand effectiveness
will be analyzed through three main criteria: brand perception, consumer
loyalty, and hotel enterprise performance. These three criteria are identified
as primary determinants of the hotel's competitive advantage (Kumar, 2020).
Comprehensive analysis of these elements is crucial for understanding and
enhancing the overall effectiveness of the hotel brand, particularly in a
competitive and geographically concentrated market segment (So et al.,
2013). Research demonstrates that hotels that prioritize customer satisfaction
and consistently deliver on their brand promises are more likely to build a
loyal customer base, leading to sustainable financial success (O'Neill et al.,
2000).

Brand perception refers to the way consumers comprehend and
interpret a given brand, its products and services. This perception has a
subjective character and is formed because of the totality of direct and
indirect interactions between the consumer and the brand — including
advertising messages, personal experience, third-party opinions, and overall
public reputation (Keller, 2013).

Brand loyalty represents the long-term positive attitude and behavior
of consumers, expressed through repeat visits and engagement with the
brand, despite the presence of competitive alternatives. It results from a
combination of trust, satisfaction, and emotional attachment. Under
conditions of strong competition in the tourism industry, customer loyalty is
established as a key indicator of long-term success and sustainability of the
hotel brand (Kim and Kim, 2004; Kandampully et al., 2015).

Economic performance (effectiveness) of the brand refers to a brand's
ability to generate maximum value and return on investment while
minimizing costs. Financial indicators confirm how well brand strategies
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convert intangible brand assets into tangible financial results (Kim & Kim,
2005).

Based on the terminological review conducted and for the purposes of
the research, the following working definition for an effective hotel brand is
adopted: "The hotel brand should be understood as a totality of associations
related to both the physical characteristics of the hotel's material base and
the emotional dimensions of the customer experience. Its effectiveness is
formed under the influence of multiple factors, among which consumer
perception, the level of customer loyalty, and achieved financial results are
of primary importance."”

1.2. Models for creating and managing a hotel brand

When developing a brand, regardless of the sphere in which it
operates, several models are used, created by specialized branding companies
such as Landor Associates, Interbrand Group, and Millward Brown. World-
renowned specialists work in this scientific field, including D. Aaker, A. and
L. Ries, J. Trout, J. Thompson, T. Gad, M. Lindstrom, and others. All
branding models examined below are based on specific visions of individual
authors regarding the essence and functional purpose of the brand, through
various matrices for influencing consumer consciousness. They share many
common features but also have specific characteristics that emphasize the
creative approach of their authors in clarifying the collective image of the
brand.

The Brand Wheel model, developed by Bates associates, views the
brand as a complex of five interconnected "layers." At the center is the
concept of brand essence, which was developed by Ted Bates in the 1970s.
The model's focus is on preparation for creative work. This model is based
on the understanding that all elements and messages in the brand-building
process must be directed toward its essence.
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Essence/Brand core

the fundamental proposition to the
consumer

Personality

what the brand represents

Values
what emotions it evokes
Benefits

physical results from its
consumption

Atributes
what the product represents

Figure 1. Brand Wheel

Source: Baykov, B. (2013). Branding in the Tourism Business. V.
Tarnovo, GorexksPress

The Brand Pyramid model incorporates the most important functions
of the brand from a marketing perspective, namely identification and
attraction. The model was developed by Mars company and represents the
quintessence of what the brand is and what it brings to the consumer. Brand
architecture (brand pyramid) is embedded in the foundation of many models
for brand development and sustainable growth. According to this model,
brand identity consists of seven elements that are interconnected, with each
previous level creating the foundation for the next level.
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Attributes

Functional
merits

Emotional benefits

Consumer values

Brand personality
Unique commersial proposition

Brand essence

Figure 2. Brand Pyramid
Source: Keller, K. (1993). Conceptualizing, Measuring, and
Managing Customer-Based Brand Equity, Journal of Marketing,
Vol. 57

The structural model Thompson Total Branding is developed within
the framework of the "reinforced product” concept (Domnin, 2004). The core
of a brand is the product itself, with its purpose and functional quality. The
next layer, which includes the previous one, is positioning (what this product
is intended for and how the brand differs from others in its product group).
This is followed by the target audience (those potential consumers to whom
the product itself and all its communications are directed). The final level -
brand personality - describes the characteristic features of the brand.
According to Thompson, the brand possesses several levels, each of which
serves as the center of the next one.
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Product

Positioning

Target
audience

Personality

Figure 3. Thompson Total Branding
Usmounuk: Guide to the Walter Thompson Company. Thompson
Way/Thompson Total Branding records. David M. Rubenstein Rare
Book & Manuscript Library

The Brand Dynamics model, developed by the Millward Brown
Group team, is distinguished by its high degree of universality and broad
applicability in the field of strategic branding. Its primary function is to assess
the intensity of the relationship between the brand and the consumer, as well
as to forecast its future potential. At each subsequent level of the presented
pyramid, a deepening of the interaction between the brand and the audience
is observed. Each step of the structure provides analytical guidelines
regarding the necessary actions for achieving sustainable and effective brand
development.
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Figure 4. Brand Dynamics
Source: Brown, M. (2001). Brand Equity Study, retrieved from
www.slidetodoc.com/world-2001-brandz-the-wpp-brand-equity-study

M. Lindstrom's Sensory Pentagon model calls for going beyond the
boundaries of conventional two-dimensional marketing and engaging in the
five-dimensional space, in which visual and auditory signals are used
simultaneously with taste, olfactory, and tactile means of influence. Brands
that contain more sensory dimensions acquire greater depth (Lindstrom,
2010). According to the model's author, information received by the
consumer through various channels of sensory perception remains in their
long-term memory and is used in making purchase decisions.

Olfactory
brand image
Taste Tactile
brand image brand image
Sound Visual
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brand image Brand image

Figure 5. The Sensory Pentagon Model
Source: Baykov, B. (2013). Branding in the Tourism Business.
Veliko Tarnovo: GorexPress

The 4D Branding model, developed by T. Gad, has also gained
widespread recognition and encompasses social, mental, functional, and
spiritual dimensions. The functional dimension describes the unique
characteristics of the product or service, encompassing all aspects related to
the physical quality of taste, style, and effectiveness. The spiritual dimension
refers to the values underlying the brand and articulates what the brand
represents. The 4D brand penetrates directly into the core of the customer's
belief system; understanding the spiritual dimension leads to comprehending
the connections between the brand and the company's product. The spiritual
dimension is purposefully utilized for strategic brand development.

FUNCTIONAL SOCIAL

4 D Branding
model

Figure 6. The 4D Branding Model
Source: Gad, Thomas (2001). 4D Branding: Cracking the Corporate
Code of the Network Economy, Pearson Education

The concept of "brand code," developed by T. Gad, represents a
fundamental analytical instrument in the field of brand management, aimed
at defining the profound essence and identity of a brand. This approach
conceptualizes the brand code as an internal, structural constellation of
meanings and associations that functions analogously to the brand's DNA.
This DNA comprises elements that determine the brand's recognizability,
differentiation, and relevance to target consumers.
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Figure 7. The Brand Code Model
Source: Thomas, G. (2001). 4D Branding: Cracking the
Corporate Code of the Network Economy, Pearson Education

1.3. Benchmark for hotel brand effectiveness: Marriott International

Marriott International has been selected as a benchmark for hotel
brand effectiveness. This selection is predicted upon Marriott International's
positioning as the world's largest hotel chain, which demonstrates
pronounced strategic efforts and investments directed toward enhancing
guest satisfaction, building customer loyalty, and achieving optimal financial
performance.

The corporation's sustained success can be attributed to its profound
understanding of the evolving needs and preferences of travelers, which
manifests in exceptional service delivery and a comprehensive rewards
program (Fischer et al., 2003; Li & Wang, 2022). Marriott's ability to
cultivate an atmosphere resembling a home-like environment within its
properties, combined with the diversity of services offered, distinguishes it
within the highly competitive marketplace (Li & Wang, 2022). Furthermore,
Marriott International's forward-thinking approach to identifying and
capitalizing on new business ventures has also contributed to its sustained
success (Camacho, 1988). The financial performance and strategic decisions
of Marriott International are exceptional, with projections indicating value
creation and diversification that ensure stable returns for shareholders (Wei,
2018).
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Marriott is recognized as one of the leading digital marketing brands
in the hospitality industry, consistently integrating new technologies into its
marketing efforts. The brand employs an integrated approach, combining
Connected TV (CTV), digital out-of-home advertising, video, and audio to
build awareness, followed by display advertising to enhance consideration.
Research demonstrates that advertising across multiple channels significantly
increases website visits and conversions. Marriott integrates technologies
such as artificial intelligence (AI) and chatbots to enhance customer and
employee service delivery (24/7 support, anticipating customer and employee
needs).

Marriott invests in intuitive website design, mobile optimization, and
functional mobile applications that offer conveniences such as mobile check-
in/check-out and digital key access. The company maintains its own internal
digital marketing service (DFM - Digital Field Marketing), which supports
all hotels in its portfolio with effective digital solutions.

Marriott employs content marketing and storytelling to create
meaningful narratives around its brands. Through the incorporation of
historical roots, unique locations, or specific values, they establish emotional
connections with travelers, resulting in enhanced loyalty. An example of
successful storytelling and user engagement is the "Travel Brilliantly"
microsite, which encourages guests to share user-generated content, creating
a community around the brand.

Cultivating customer loyalty requires continuous efforts and
dedication to improving customer experience at every touchpoint (Vermila &
Alatas, 2021). Customer loyalty programs can serve as an effective method
for establishing and maintaining relationships with customers (Bariha, 2021).
Marriott Bonvoy represents Marriott International's loyalty program. By the
end of 2022, Marriott Bonvoy established itself as one of the largest and most
successful programs in the hospitality industry, reaching over 200 million
members.

Innovation has always been integral to Marriott's history. This is the
company that has most significantly contributed to shaping the modern
hospitality industry. The pursuit involves continuously challenging the status
quo and anticipating evolving customer needs through the development of
new brands, new global locations, and new guest experiences.

18



The economic success of Marriott International is closely tied to its
strategic brand positioning and adaptive operational model. A fundamental
characteristic of this model is the implementation of an "asset-light"
approach. Rather than owning properties outright, the company focuses
primarily on their management or franchising. This approach effectively
minimizes capital risk while simultaneously optimizing business scale and
profitability. From a financial perspective, Marriott demonstrates sustained
superiority over its competitors in key hospitality industry metrics. This
includes metrics such as Revenue per Available Room (RevPAR), occupancy
rate, and Average Daily Rate (ADR). Marriott considers Revenue per
Available Room (RevPAR) to represent a significant indicator of the
company's effectiveness (Marriott Annual Report, 2022). Marriott also
believes that occupancy and Average Daily Rate (ADR), which are
components in calculating RevPAR, are essential indicators of the company's
performance.

Companies with a loyal customer base enjoy superior business
outcomes, including revenue growth, customer share, and customer
engagement (Nasir, 2017). Marriott International's aggressive strategy
focused on guest satisfaction and loyalty is directly correlated with improved
financial performance. This approach is quantitatively demonstrated through
measurable indicators such as enhanced Revenue per Available Room
(RevPAR) and higher occupancy levels. Investments in areas such as quality
service delivery, staff training, and technology-based personalization have
resulted in sustained improvements in key financial metrics. The consistent
provision of memorable guest experiences enables Marriott not only to retain
and expand its customer base but also to achieve enhanced financial
outcomes. Customer retention is more cost-effective than new customer
acquisition, making loyalty programs a financially sound investment (Pereira
et al., 2025).

Marriott's financial performance can be interpreted as a reflection of
the successful integration of operational and strategic initiatives. Enhanced
customer satisfaction leads to repeat visits, while loyal guests demonstrate
greater propensity to select Marriott hotels over competitors. Consequently,
these practices form the foundation of a cycle wherein quality service
delivery and customer retention generate sustainable revenue growth, thereby
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strengthening the company's market position and overall financial
performance.

CHAPTER TWO: METHODOLOGICAL ISSUES IN HOTEL ENTERPRISE
BRANDING
2.1. Criteria and indicators for hotel brand analysis and assessment

One of the most widely adopted and recognized methodological
approaches for hotel brand analysis and assessment has been developed by S.
Davis and M. Dunn. In their model, the authors emphasize the necessity of
establishing metrics for measuring brand effectiveness that serve as
instruments for evaluating the extent to which branding strategy supports the
realization of organizational strategic objectives. These indicators should
reflect the degree of alignment between managerial decisions and the
established or target brand identity (Davis & Dunn, 2003).

For developing a system of such indicators, the authors introduce the
concept of "contact branding." Effective brand management can be achieved
through the systematic identification and control of all points of interaction
between the consumer and the brand. These contact points represent various
channels and situations through which current and potential customers
establish connections with the brand, each possessing the potential to
influence brand perception and future consumer behavior.

Within the framework of this dissertation, two of the criteria included
in the contact branding model developed by Davis and Dunn (2003) have
been applied, namely: brand perception and consumer behavior. The most
appropriate approach to structuring the set of indicators incorporated in the
Davis and Dunn model is based not so much on their alignment with strategic
and tactical objectives, but rather on an analysis of their interconnectedness
and mutual dependence. This perspective enables each of the 17 indicators
included in the model, designed to measure branding effectiveness through
various brand contact points, to be assigned to one of four generalized
categories (criteria).

Perception indicators are directed toward assessing consumer
awareness regarding a given brand, as well as understanding the benefits
offered and competitive advantages. They also reflect the likelihood that
consumers will include the brand in their consideration set of possible
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purchases, i.e., they demonstrate behavioral attitudes prior to purchase
execution. Behavioral indicators encompass parameters characterizing
consumer behavior following purchase completion. These indicators measure
the degree of brand preference, frequency of repeat purchases, level of
customer loyalty, and willingness to recommend the product. Market
indicators are utilized to determine the brand's position within the
competitive environment and to assess its market and financial performance.
Among the primary indicators in this group are market share, brand
development index, and degree of distribution coverage. The final group,
financial indicators, provides quantitative assessment of return on investment
related to brand management and reflects the growth in brand value resulting
from the successful implementation of contact branding. Primary
measurement instruments in this category are indicators such as ROBI
(Return on Brand Investment) and current brand value.

« Contact wheel »

Perception |—9 Behavioral [—%  Market [— Financial
indicators |[€—— indicators [®——] indicators [¢—— indicators

Figure 8. Contact Wheel
Source: Starov, S., Alkanova O. (2009). Methodology for Assessing

Branding Effectiveness, Journal "Vestnik of Saint Petersburg University,"
Series 8 (4)

These indicators provide a comprehensive mechanism for monitoring
the effectiveness of branding processes, encompassing aspects such as
perception, behavioral responses, market outcomes, and financial effects,
while simultaneously tracking the degree of efficiency in the expenditure of
investments directed toward brand creation and development. In accordance
with the position of T. Mufioz and S. Kumar, the key advantage of brand
assessment systems lies in the ability to establish a connection between brand
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image and financial performance. All indicators presented in Table 1 are
mutually interconnected and interdependent, with improvements in indicators
within one group positively influencing performance in the remaining groups.

5 5 . . Market Financial
Perception Indicators Behavioral Indicators . .
Indicators Indicators
Familiarity and
willingness to Purchase Market Cash flow
Awareness . . - Loyalty ; .
include in decision behavior generation
consideration set
Are How do How does
What do How does the
consumers . How do buyers | buyers brands
. consumers think o . . brand create
aware of the o behave? behave after | behave in the o
o about the brand? o o added value?
brand? purchase? market?
Induced Brand Customer Brand Market share | ROBI
awareness differentiation acquisition satisfaction Brand Brand value
Spontaneous | Brand relevance through brand Brand distribution
awareness Brand trust Brand attachment level
Brand purchasing Willingness Brand
consideration Brand to development
among alternative | preference recommend index
purchase options Price premium | brand Brand | Brand
Brand influence on | Brand promise extension
purchase decision | superiority fulfillment
Brand Brand
understanding customer
retention

Table 1. Brand Effectiveness Indicators
Source: Munoz & Kumar (2004). Gauging and Linking Brands with
Business Performance. Journal of Brand Management. 2004, 11(5)

In this dissertation, three criteria have been selected for assessing
brand effectiveness in hospitality — consumer perception, brand loyalty, and
financial performance. Each criterion is measured using an appropriate set of
qualitative and quantitative indicators.

Criterion of Consumer Brand Perception

Brand perception refers to the way consumers conceptualize and
interpret a given brand, its products, and services. This perception is
subjective in nature and is formed because of the totality of direct and indirect
interactions between the consumer and the brand — including advertising
messages, personal experience, third-party opinions, and public reputation
(Keller, 2013).
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Through analysis of consumer reviews of hospitality services on
TripAdvisor, we can obtain information about service quality, atmosphere,
and guests' overall impression of the hotel. The analysis considers both
positive and negative evaluations, as they contribute to identifying the brand's
strengths and weaknesses. TripAdvisor is one of the websites or applications
that has become a repository or platform for online reviews of hospitality,
travel, and tourism. TripAdvisor serves as the source that provides
information necessary for assessing the criterion "Consumer Brand
Perception." The information on TripAdvisor can be an unstructured dataset
in the form of reviews for tourist facilities, as well as a structured dataset
where the average hotel rating from the review platform is taken (O'Connor,
2010). Online review websites such as TripAdvisor, which are dedicated to
hotel ratings, are gaining increasing popularity (Buhalis & Law, 2008). The
reason for this is that almost half of travelers worldwide, regardless of
whether they travel for business or personal reasons, independently or in
groups, rely on ratings from such sites before making their final
accommodation choice.

Criterion of Brand Loyalty

Brand loyalty represents the long-term positive attitude and behavior
of consumers, expressed through repeat visits and engagement with the
brand, despite the presence of competitive alternatives. It results from a
combination of trust, satisfaction, and emotional attachment. In the context
of intense competition in the tourism industry, customer loyalty is established
as a key indicator for the long-term success and sustainability of the hotel
brand (Kim and Kim, 2004; Kandampully et al., 2015).

The analysis of secondary data from Google Analytics includes
indicators such as Bounce Rate, Goal Completion Rate, and Repeat Visits.
This analysis provides insight into the effectiveness of online marketing
strategies and brand accessibility in the digital environment. The data enables
assessment of digital engagement and the effectiveness of the hotel brand's
online communication strategy.

1. Bounce Rate
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Bounce Rate is the percentage of users who leave the site after viewing
only one page. A high Bounce Rate indicates that users do not find the site's
content useful or interesting, while a low Bounce Rate demonstrates higher
engagement and interest in the brand. The bounce rate is not merely a
numerical unit, but a portal to understanding user engagement. When visitors
bounce from a page, this may signal various scenarios. Bounce Rate is
recorded with the command "Bounce" when a visitor lands on a web page
and exits without engaging in additional interactions. This means there are no
clicks, scrolling, or navigation to other menus on the website. Instead of
exploring, the visitor's journey terminates abruptly, resembling the "bounce"
of a ball that strikes a surface and quickly rebounds. Mathematically, it is
expressed as:

Bounce Rate = (number of single-interaction sessions) / (total sessions) * 100

2. Goal Completion Rate

Goal Completion Rate is the percentage of users who complete
specific actions on the site, such as reservations, newsletter subscriptions, or
filling out contact forms. This indicator demonstrates the site's effectiveness
in attracting and retaining customers.

3. Repeat Visits

The percentage of users who return to the site is an indicator of brand
loyalty. Repeat visits demonstrate that users are satisfied with the content and
services and are inclined to return.

Criterion of Economic Efficiency

Economic efficiency indicators are associated with the ability to
generate revenue in the hotel. Key Performance Indicators (KPIs) represent
quantitatively measurable metrics for progress toward objectives. KPIs
should be objective and based on reliable data. The primary indicators that
contribute to the overall picture of hotel performance are hotel occupancy
rate, ADR — Average Daily Rate, Revenue per Available Room (RevPAR),
Total Revenue per Available Room (tRevPAR), and Gross Operating Profit
per Available Room (GOPPAR).
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Occupancy is expressed as a percentage and is calculated by dividing
the number of occupied rooms by the total number of available rooms (85
occupied rooms in a hotel with 100 available rooms yields an occupancy rate
of 85%). Occupancy is one of the most important indicators for the hotel, and
this metric can be found in the hotel management system.

Average Daily Rate (ADR) — this is the average revenue from a room
sold for one night or a longer period. This is one of the most widely used
indicators that measures the average rate of an occupied room and provides
information about the average amount of revenue collected daily for all
occupied rooms.

The Revenue per Available Room (RevPAR) indicator is determined
by multiplying the Average Daily Rate (ADR) by the occupancy percentage
and is typically found in hotel management systems (PMS), manager reports
(Manager Flash), and profit and loss statements (P&L Statement). This
indicator serves to assess the average revenue generated from all reserved
rooms within a specific period and is most presented as a daily average value.

Other indicators examined are Total Revenue per Available Room
(tRevPAR) and Gross Operating Profit per Available Room (GOPPAR).

Financial performance indicators related to hotel profitability (indicators
from P&L)

GOP (Gross Operating Profit) is a key indicator for measuring hotel
profitability. It reflects the effectiveness of hotel management in controlling
expenses, provides insight into the hotel's operational condition and overall
performance. The index reflects the revenue remaining after deducting all
operating expenses, excluding taxes, interest, depreciation, and amortization.

The EBITDA (Earnings Before Interest, Taxes, Depreciation, and
Amortization) indicator is among the primary metrics for assessing
hospitality business profitability. It is typically positioned in the lower section
of the profit and loss statement and is calculated by deducting all operating
expenses, excluding interest, taxes, depreciation, and amortization, from the
property's total revenue.

Hotel investors and asset managers utilize the Interest Coverage Ratio
(ICR) to determine how easily the hotel can pay the interest it owns. ICR is
calculated by dividing the hotel's EBIT (Earnings Before Interest and Taxes)
or EBITDA by the interest expenses during that time.
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The Cap Rate or capitalization rate, also known as Cap Rate, is an
indicator that helps investors assess the risk level of an investment.
Calculated by dividing operating profit by total revenue, the Operating
Margin (OM), also known as return on sales, is an effective method for
measuring how efficiently the hotel can generate profits. Net Operating
Income (NOI) is calculated by subtracting the hotel's operating expenses
(salaries, maintenance, etc.) from revenues.

Revenue Management Indicators

The booking pace indicator is used to measure the speed at which
reservations are made for a specific stay date. Average Length of Stay is
calculated by summing all reservation nights for a given time, divided by the
number of reservations.

Also known as the occupancy index, the Market Penetration Index
(MPI) compares the hotel's occupancy with the average occupancy of other
neighboring hotels. The assessment scale is 100 depending on whether
occupancy is lower or higher. The Revenue Generation Index, or RGI,
compares RevPAR with the average RevPAR of competitors from the same
location. Like RGI and MPI, the Average Rate Index (ARI) measures the
hotel's ADR performance compared to competitive hotels located in
proximity.

Operational Efficiency Indicators

Cost per Occupied Room (CPOR) is calculated by dividing total
operating expenses (housekeeping, maintenance, utilities, etc.) by the number
of occupied rooms during a given time. Labor cost as a percentage of sales
is an indicator that shows how labor costs relate to revenue.

Employee cleaning time is an indicator that reflects the time required
for an employee to clean one room. Another important indicator is the guest
satisfaction rating, which measures how guests feel when staying at the hotel.

Marketing Key Performance Indicators

Digital marketers who want to stimulate more direct bookings pay
significant attention to the website conversion rate, which is calculated by
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dividing the total number of website bookings during a specific time by the
total number of website users during the same time period.

Marketing and sales teams use Return on Advertising Spend (ROAS)
to evaluate the effectiveness of advertising programs, such as display ads,
pay-per-click ads, or press advertising.

The direct booking share is calculated by dividing the number of
direct bookings by the total number of bookings during a given time. Cost
per Acquisition (CPA) is the average cost spent to acquire a new guest and is
calculated by dividing all marketing expenses by the number of new guests
during a specific period.

Bounce Rate can be tracked in the Content Management System
(CMS) or the hotel's website analytics dashboard, such as Google Analytics,
and measures website traffic. Pages per visit/time - the visit rate measures
statistical data on user behavior on the website in a reporting management
dashboard, such as Google Analytics.

Some of the most important KPI indicators in the hospitality industry
include occupancy rate, ADR (Average Daily Rate), RevPAR (Revenue per
Available Room), TRevPAR (Total Revenue per Available Room),
GOPPAR (Gross Operating Profit per Available Room), MPI (Market
Penetration Index), ALOS (Average Length of Stay), and customer
satisfaction indicators such as online reviews. These indicators help hoteliers
optimize their revenue streams, compare with competitors, forecast demand,
and assess the effectiveness of their accommodation property for a specific
period.

2.2. Methods and Models for Hotel Brand Analysis and Assessment
This section of the dissertation presents some of the more significant
applied methods and models for brand effectiveness assessment.

L. de Chernatony's Model

De Chernatony (2006) presents an integrated approach for measuring
effectiveness in brand management. The model has a two-dimensional matrix
structure that includes vertical dimensions for internal and external brand
assessment, systematized into five horizontal categories: strategic brand
vision, organizational-cultural characteristics, goal setting in brand
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management, fundamental brand essence, as well as the processes of
implementation and resource provision for branding initiatives.

Brand vision <

A

A 4

Organizational culture

A

\4

Assessment of branding

Brand objectives )
effectiveness

A

A

A4

Brand essence

A

\ 4
Implementation and search
for brand resources

Figure 9. L. de Chernatony's Model
Source: Chernatony, L. (2001). A Model for Strategically Building
Brands, Brand Management, Vol. 9 (1)

M. Sherrington's Model

The focus here is on the necessity for organizations to identify and
implement optimal growth models that are supported by precisely defined
key performance indicators (KPIs) (Sherrington, 2003). This approach aims
to ensure synchronization between measurement mechanisms and the
company's strategic growth objectives.

Model of D. Aaker
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Aaker identifies four fundamental dimensions of brand assets that
form the basis of his analytical model. These dimensions include brand
recognition as the cognitive dimension of consumer awareness, brand
perception reflecting perceptual characteristics and qualitative attributes,
consumer loyalty, and brand associations representing psychological
connections and mental representations.

1. price premium;

Brand loyalty indicators: 2. consumer satisfaction/brand
loyalty;

Indicators of perceived quality 3. perceived quality;

and brand leadership: 4. leadership/popularity;

5. perceived value;

Indicators of brand association/ 6. brand individuality;

differentiation: 7. associations with the organization;
Indicators of brand awareness: 8. brand awareness;
9. market share;
Brand market performance 10.market price and brand
indicators: performance in the distribution
network..

Table 2. Indicators of brand equity
Source: Aaker, D. (1991). Managing Brand Equity

Approach by T. Munoz and S. Kumar

Munoz and Kumar (2004) develop a three-dimensional framework for
evaluating brand effectiveness that encompasses perceptual, behavioral, and
financial dimensions. Their methodology provides organizational flexibility
through the capability for companies to independently define specific
indicators within each measurement category.

Approach by D. Lehmann, K. Keller, and J. Farley

The scientific research conducted by Lehmann et al. (2008) represents
a significant contribution to the theoretical understanding of brand
effectiveness measurement systems. The research team aims to identify
universally applicable indicators for brand evaluation and establish
hierarchical relationships between them. The empirical results from the
analysis enable the construction of an integrated evaluation system based on
six fundamental indicators of brand effectiveness: cognitive brand
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understanding, competitive positioning, social interactions, historical brand
context, consumer preferences, and emotional attachment.

The analyzed models for brand effectiveness assessment are
distinguished by their own merits and advantages. However, the model that
most closely corresponds to the objectives of the dissertation work is that of
Davis and Dunn from 2003 — the contact branding model. It analyzes and
evaluates the brand through a set of indicators measuring the effectiveness of
consumer contact. For this purpose, an analysis is conducted of three
consumer-brand contact points: 1. experience prior to purchase execution; 2.
experience during the purchase; and 3. experience after brand consumption.
The ultimate result of the contact branding concept is complete consumer
satisfaction at every moment (point) of contact with the brand.

[ Perceptions ] r\ [ Behavior ]

[ Finance ]U[ Market ]

Figure 10. Contact Branding Wheel
Source: Davis, S., M. Dunn (2003). Building Brands from the Inside. San
Francisco: Josey Bass

2.3. Algorithm for Hotel Brand Analysis and Evaluation

The objective of this algorithm is to provide a structured methodology
for quantitative and qualitative assessment of hotel brand effectiveness
through three key dimensions — Brand Perception, Consumer Loyalty, and
Performance. The selection of these dimensions (criteria) is determined by
their essential role in forming the overall value and competitiveness of the
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hotel brand. Brand perception reflects the emotional attitude of consumers
and the established brand image in public consciousness. Consumer loyalty
indicators signal the degree of long-term engagement and the actual customer
value for the organization. Economic indicators, in turn, provide quantitative
data regarding the financial condition and operational efficiency of
management.

This scientific paper focuses on micro-level branding or branding of a
hotel enterprise. Three high-end hotels located in southwestern Bulgaria were
studied. These hotels were selected because of their high year-round
occupancy rates, which provide a significant volume of consumer feedback.
Due to the absence of a unified system of indicators for consumer brand
perception, a combined approach was used in this study to identify them. The
scientific contribution here is the adaptation and enrichment of Davis and
Dunn's classification through the development of an open system of criteria
and indicators tailored to the specifics of the hotel brand and consumer
satisfaction.

PERCEPTION BEHAVIOR DESTINATION
Room comfort Loyalty Location
Food Word-of-mouth | Mineral water
Staff (service) Intent to
recommend

Additional services

SPA Center

Hotel atmosphere

Price/quality ratio

Management

Eco-friendly products

Competitiveness

Safety (including Covid)
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Additional facilities

Table 3. Criteria and indicators for consumer satisfaction
Source: created by the author

Two additional important criteria have been added to the system for
brand effectiveness analysis and evaluation — brand loyalty and brand
performance (financial results). The loyalty indicators are extracted from the
Google Analytics system and include metrics such as Bounce Rate, Goal
Completion Rate, and Repeat Visits. Economic efficiency indicators for the
three investigated hotels — ADR (Average Daily Rate), RevPAR (Revenue
Per Available Room), and occupancy percentage — are of essential
importance for determining the competitiveness and market performance of
the hotel brand.

Thematic analysis occupies a central position in the methodological
toolkit, with its algorithm proceeding through several phases (Braun &
Clarke, 2006): reading hotel guest reviews, marking codes (themes) related
to the main research objective, analyzing themes (indicators) and identifying
the final system of criteria and indicators, completing open coding through
QDA Miner software.

Although open coding inherently involves a certain degree of
interpretative subjectivity, this element does not necessarily compromise the
reliability of the obtained results. As Corbin and Strauss (2015) emphasize,
subjectivity in qualitative analysis is not synonymous with unreliability, but
rather reflects the inherent role of the researcher in the process of meaning
construction. The validity and reliability of open coding results are ensured
through strict adherence to the principles of systematicity, transparency, and
auditability of the coding process. This includes clearly defining
categorization criteria, documenting coding decisions, and, when applicable,
employing inter-coder reliability techniques.

To achieve the research objectives, a total of 393 customer reviews of
three hotel brands were processed and analyzed. This ensures sufficient
representativeness and reliability of the research results. The other methods
used in the research process were an analysis of quantitative indicators of
customer loyalty and financial performance, a comparative analysis of three
hotel brands, and a SWOT analysis of the branding of the hotels studied.

32



CHAPTER THREE: GUIDELINES FOR ENHANCING HOTEL
BRANDING EFFECTIVENESS IN SOUTHWESTERN BULGARIA

3.1. Analysis and evaluation of hotel brands of in southwestern Bulgaria

The study covers the period from 2020 to 2022 inclusive. This time
frame was chosen for several reasons. First, it is necessary to track the impact
that the global COVID-19 pandemic has had on the hotel sector, with a
particular focus on the dynamics of hotel brand performance and positioning.
Second, post-pandemic research allows for an assessment of the recovery and
adaptation of brands to new market conditions. Third, the three-year period
provides sufficient data to track trends and identify sustainable results in
terms of brand effectiveness.

Scope of the study: The study focuses on three luxury hotels located
in southwestern Bulgaria that offer spa services: Katarino SPA Razlog,
Kempinski Grand Arena Bansko, and Hot Springs Medical and Spa Banya.

The regional level of research was selected due to the specificity of
the tourism product in southwestern Bulgaria, where spa tourism is highly
developed and offers interesting opportunities for analyzing brand
effectiveness in a competitive environment. To ensure comparability, the
category of the hotels investigated is approximately equivalent. The other
selection criterion is the hotel’s rating on TripAdvisor. The author's interest
is to track the brand effectiveness of three hotels that are at different stages
of brand development — from established (Kempinski) to developing (Hot
Springs) and have different approaches to branding. Another leading criterion
for selecting the hotels investigated is the accessibility to data necessary for
analyzing and evaluating brand effectiveness (financial indicators, consumer
satisfaction, brand loyalty).

Hotels Katarino Spa Kempinski Hot Springs
Grand Arena Medical and
Criteria Spa
Location Razlog Bansko Banya village
Services SPA center, Luxury SPA Medical and
mineral pools, center, direct SPA center,
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organic products, access to ski mineral springs,
various additional slopes, modern facilities
services gourmet
restaurants
TripAdvisor 4.4 4.6 4.2
Rating
Prices Medium to high Premium High

Table 4. Characteristics of the hotels studied
Source: created by the author

3.2. Comparative analysis of hotels in southwestern Bulgaria

The research aims to conduct a comparative analysis of the
effectiveness of three hotel brands — Katarino SPA, Kempinski Grand Arena,
and Hot Springs Medical and SPA. The analysis considers both the individual
characteristics of the hotels and the influence of external factors, including
seasonality and the consequences of the COVID-19 pandemic. The results
obtained reveal key advantages and weaknesses of each of the brands
investigated and provide a solid foundation for formulating more effective
marketing strategies aimed at increasing consumer satisfaction and
promoting sustainable development in the hospitality sector.

Comparison of hotels according to consumer satisfaction indicators derived
from TripAdvisor reviews.

The effectiveness of a hotel brand is assessed by the level of customer
satisfaction. It is striking that a significant proportion of the assessment
indicators have two opposite meanings — "satisfied" and "dissatisfied." For
example, room comfort, food, service, the spa center, the equipment, the
price-quality ratio, the availability of mineral water, the propensity to
recommend, customer loyalty, and location are simultaneously cited as both
advantages and disadvantages, depending on the individual experience of the
guests. The indicators that appear in more than half of all analyzed reviews
can be defined as key for consumers of hotel services. It is these indicators
(factors) that play a decisive role in shaping the brand image and
effectiveness of the hotel and are subject to more in-depth analysis.
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HYGIENE (INCL.
DISSATISFIER BAD SMELL)

DISSATISFIER LOCATION

Table 5. Frequency distribution of codes (indicators) from guest
review analysis in the studied hotels
Source: created by the author

The indicators most frequently encountered in tourist reviews prove
to be most essential for the overall guest experience. When compared with
the universal criteria used by the TripAdvisor platform, an overlap is
observed in five basic indicators — cleanliness, service, room, location, and
price/quality ratio. Nevertheless, consumer opinions outline the necessity of
expanding the standard evaluation system with three additional important
aspects — food quality, hotel atmosphere, and available amenities and
equipment. The inclusion of these additional categories would contribute to
a more precise and comprehensive evaluation of the hospitality product. This
would not only facilitate potential guests making informed decisions but
would also assist hoteliers in developing more effective strategies for service
improvement and enhancing brand satisfaction.
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Figure 11. Representation of the studied hotels according to the
author's proposed enriched system of sndicators
Source: created by the author

Comparison of hotels studied by consumer loyalty indicators from Google
Analytics

Loyalty to the hotel brand represents a key indicator for the long-term
success of the hotel business, as it reflects the propensity of customers to
repeatedly choose a particular hotel or chain, preferring them over the
competition. In this regard, the digital tools offered by Google Analytics
provide an opportunity for in-depth analysis of consumer behavior and the
degree of engagement with the hotel brand. By tracking user interactions with
the website and other online platforms, data can be extracted regarding
consumer preferences and factors that influence the repeated choice of a
particular hotel.
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Among the indicators that allow more precise measurement of loyalty
are included the number and value of conversions, degree of engagement,
frequency of visits, time spent on the site, as well as the volume of reviewed
content. Longer sessions and more frequent visits from the same user are clear
indicators of deeper interest and potential loyalty to the brand. The high
percentage of repeat visits and sustained interest in various services on the
site reveal a more profound connection between the user and the brand.
Google Analytics establishes itself as a reliable tool for monitoring users'
digital behavior, which can be used to optimize strategies for building
consumer loyalty. The objective is to compare the effectiveness of the
websites of the three investigated hotels — Katarino Spa Razlog, Kempinski
Grand Arena Bansko, and Hot Springs Medical and SPA Banya.

The key indicators for conversions used in the analysis reflect the
degree and speed with which visitors perform desired actions, such as making
a reservation, the average value of these actions, the time required for their
realization, as well as user behavior during their visits.

Analysis of the Bounce Rate indicator of the thank-you pages of the studied
hotels

The present study focuses on the dynamics of the Bounce Rate
indicator on the thank-you page in the websites of the selected group of
hotels. The objective is to assess the effectiveness of the user experience after
successful completion of key actions such as reservation, subscription, or
inquiry, as well as to identify opportunities for improvement. The analysis of
the data presented in Table 6 shows significant variations in the bounce rate
between the examined facilities, which indicates differences in the design,
content, and calls-to-action of these pages.

Bounce rate on
the thank-you
Hotel page Interpretation

Relatively low bounce rate, which suggests
that customers are satisfied with the
reservation process and are likely to return
Katarino Spa for more information or to make a

Hotel Razlog 15% subsequent reservation.
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Average bounce rate. It is possible that
Kempinski some customers seek additional information
Grand Arena after reservation, but overall engagement is
Bansko 25% good.

Higher bounce rate, which may signal
Hot Springs potential problems in the reservation
Medical and process or lack of clear information about
Spa Banya 35% the next steps.

Table 6. Evaluation of the studied hotels according to the bounce rate
indicator on the thank-you page
Source: created by the author

The Bounce Rate indicator on the thank-you page shows the
percentage of users who leave the site without taking additional action. The
high value of this indicator may be a sign of missed opportunities for retaining
attention or ineffectively structured content. Table 6 presents the summarized
results for each of the hotels investigated, with both percentages and
qualitative observations of the content and design of these pages being taken
into account, insofar as this is possible.

Comparative analysis of key performance indicators for the hotel business

The data analysis shows that all three hotels studied recorded growth
in key performance indicators during the 2020-2022 period. The increasing
values of ADR (Average Daily Rate) and RevPAR (Revenue per Available
Room) indicators testify to the effective application of pricing strategies and
the ability to generate revenue in a dynamic market environment. The
improvement in the values of average length of stay (ALOS) and occupancy
percentage suggests a high level of customer satisfaction as well as successful
market positioning.
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100> 171[22 > 84 2.5 — 3.2 ||19 — 43 |[45 — 55
233 — 321|100 — 157|)3 > 3.7 [43 — 49 |70 — 80
159 - 210/53 > 99 3535 |33 — 47 |50 — 60

Table 7. Key Performance indicators of the studied hotels for the
period 2020-2022
Source: created by the author

The analysis of the results for Katarino SPA Hotel reveals stable
positive dynamics in key performance indicators, including ADR (Average
Daily Rate), RevPAR (Revenue per Available Room), and GOPPAR (Gross
Operating Profit per Available Room). The growth in occupancy percentage
and average length of stay is associated with the high quality of services
provided and effectively implemented marketing strategy. Guests particularly
appreciate the service, culinary offerings, and spa center — factors that
significantly contribute to the hotel's positive public image. The hotel
demonstrates strongly developed customer relationship management.
Particularly impressive is the practice of every review — whether positive or
critical — receiving a personalized response from the general manager, which
contributes to building trust and loyalty among guests.

Among the three properties, Kempinski Grand Arena Bansko stands
out as the undisputed leader in terms of economic efficiency. The hotel
registers the highest values in key indicators such as ADR, RevPAR, and
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occupancy percentage. This achievement reflects not only its ability to realize
high average selling prices, but also to maintain stable and high-capacity
utilization percentage. These results are indicative of established brand
identity, strategic management, and high quality of offered services.
Kempinski Grand Arena demonstrates high brand awareness, established
perceived value (in price/quality ratio), and strong sustainability of customer
loyalty. The hotel records the highest average length of stay and highest guest
rating (4.6 out of 5), which further emphasizes its leading market position.

Hot Springs Medical and SPA Hotel lags its competitors in aspects
related to service quality. With an average rating of 4.0, it has the lowest
rating among the three facilities. Additional analysis of the review content
confirms an equal number of expressed satisfactions and dissatisfactions,
which signals a lack of consistency in consumer experience. Serious effort
from the owner and management team is necessary to improve service
quality, investing in targeted staff training — in areas such as hospitality,
behavior and service etiquette, as well as foreign language skills. The hotel
fails to create a sense of personal attention and care — a critically important
element in building a strong brand in the service sector. Its current
performance largely relies on the visual impact of the impressive exterior and
interior, numerous facilities, and the availability of mineral water — a resource
that may prove limited in the future due to increasing competition and
intensive construction.

3.3. Conclusions and recommendations for enhancing hotel branding
effectiveness in southwestern Bulgaria

Enhancing the effectiveness of hotel branding in Southwestern
Bulgaria requires the strategic development of a strong regional tourism
brand capable of uniting key stakeholders and positioning the region as a
competitive and attractive destination. It is imperative that hotels adopt
differentiation strategies by offering distinctive services and authentic
experiences that set them apart from their competitors. Moreover, increased
investment in marketing and promotional activities is essential, with
particular emphasis on the effective utilisation of digital marketing tools and
social media platforms, which play a pivotal role in engaging and reaching
the target audience.

41



Collaboration among hoteliers represents another crucial aspect that
can contribute to the enhanced promotion of the region through joint
marketing initiatives and the exchange of best practices. Sustainable
development must be regarded as a strategic priority, as investments in
environmentally friendly and socially responsible practices are likely to
attract an increasing number of environmentally conscious and ethically
aware tourists. Furthermore, the development of human resources is of
fundamental importance, as staff training and professional development are
essential for improving service quality and enhancing the overall customer
experience.

Recommendations for future development of Katarino SPA

In the context of global tourism competition, limited digital presence
and low international recognition represent a serious obstacle to expanding
Katarino SPA's market reach. One of the first priorities in this direction is
optimizing online presence through a modern, mobile-compatible website
and implementing search engine optimization (SEO) strategies based on
keywords related to wellness, mountain tourism, and sustainable practices.
Parallel to this, active presence on social networks through visually impactful
content reflecting the unique natural environment, SPA procedures, and
culinary offerings based on local products would help increase audience
engagement. Successful targeting of international consumers through paid
campaigns on social platforms would also improve brand visibility. Strategic
partnerships with tour operators specialized in wellness and luxury tourism,
as well as participation in international tourism exhibitions, can expand
distribution channels.

Regarding seasonal dependency and the need to expand the product
portfolio, the hotel has the potential to develop specialized wellness programs
that could be offered during weaker seasons, such as spring and autumn.
Examples of such products are thematic weekend packages focusing on yoga,
meditation, detox, anti-stress therapies, as well as programs developed jointly
with health specialists — dietitians and physiotherapists. This will enable the
creation of more comprehensive and personalized wellness experiences. The
hotel can also position itself as a suitable destination for "workation," offering
packages that combine conditions for remote work with opportunities for
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recovery and rest. The development of MICE tourism, through organizing
corporate events, seminars, and team-building activities, will also contribute
to diversifying the client base and expanding target segments. Organizing
culinary events featuring local products, including from the hotel's own farm,
would strengthen the brand's image as a bearer of authenticity and
sustainability, combining gastronomic pleasure with environmental
harmony.

The emphasis on the ecological and authentic character of the hotel
through stronger highlighting of the origin and qualities of the products used,
as well as their connection to local culture and nature, will help build a
recognizable original message. An example of such positioning is the use of
slogans emphasizing natural comfort and the connection between body and
soul. Additionally, the application of storytelling (narrative marketing) will
enable building emotional connections with consumers through stories about
the hotel's history, team, wellness philosophy, and commitment to nature. A
series of videos and articles presenting the people behind the services, for
example through the format "Inside Katarino SPA," would help create trust
and a sense of belonging.

Recommendations for Future Development of Kempinski Grand Arena
Bansko

To maintain Kempinski Grand Arena Bansko's leading position within
the luxury hospitality segment and effectively address potential challenges,
the implementation of an integrated strategic approach is imperative. Despite
its affiliation with an international luxury hotel chain, the property must
strengthen its local brand identity through strategic integration of the region's
cultural, natural, and historical characteristics into its communication
strategy. This objective can be achieved through experience-oriented digital
marketing initiatives that enhance online presence via strategic campaigns.
These campaigns should emphasize not only the hotel's luxurious attributes
but also present authentic experiences characteristic of the Bansko region,
including ski tourism, mountain activities, local culture, and traditions. In this
regard, the utilization of visually impactful content, encompassing high-
quality imagery and video materials, is recommended to emotionally engage
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consumers and authentically recreate the distinctive atmosphere of the
destination.

Another potential direction involves the development of narrative
content through which stories connected to the Bansko region, Pirin
Mountain, as well as traditional local crafts and customs are constructed. This
approach facilitates the integration of Kempinski Grand Arena Hotel's
identity with the cultural-historical heritage of the destination. Such
methodology enhances the creation of deeper emotional engagement from
clientele and contributes to the formation of sustainable connections between
the brand and consumer experience. Collaboration with local economic and
cultural entities assumes significant importance. Partnerships with local
artisans, producers of traditional products, and cultural organizations can
enrich tourism through cultural authenticity while simultaneously supporting
the sustainable development of the local economy.

The development of gourmet tourism and culinary experiences
constitutes a substantial opportunity. Continuation of the established tradition
in organizing thematic culinary weekends, festivals dedicated to local
cuisine, as well as guest appearances by renowned chefs will contribute to
establishing the hotel as a premier culinary destination. In this direction, the
concept "Taste of Bansko" is applicable.

Recommendations for future development of Hot Springs Medical and SPA

To establish itself as a leading center for medical and wellness tourism
in Bulgaria and the region, Hot Springs Medical and SPA should implement
an integrated strategy based on comprehensive assessment of its brand's
strengths and weaknesses. The complex possesses considerable potential for
attracting a broader international audience. Nevertheless, its limited presence
on the global tourism map, as well as insufficiently developed digital content
in foreign languages, create barriers to the realization of this potential.
Primarily, it is essential to enhance international recognition through
multilingual content optimization, including the utilization of key terms
related to medical and SPA tourism, such as "rehabilitation in Bulgaria,"
"thermal spa retreat," and "medical wellness center." The implementation of
rebranding strategies would enable re-engagement of consumers who have
demonstrated interest in the services without taking concrete action.
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The achievement of sustainable positioning can be facilitated through
the development of specialized rehabilitation packages targeting foreign
patients of advanced age, encompassing chronic disease prevention, tranquil
environments, and professional medical care. Among the primary challenges,
the inconsistency in service delivery and difficulties in securing qualified
personnel are prominent. To address these challenges, the implementation of
standardized service procedures is imperative, along with systematic training
programs aimed at enhancing employees' communication and professional
competencies. The establishment of an internal training program—such as
the "Hot Springs Medical and SPA Academy"—would contribute to the
development of knowledge, motivation, and loyalty within the team.

The implementation of mechanisms for active collection and analysis
of client feedback will enable timely identification of issues and enhancement
of satisfaction levels. In this regard, the practice of evaluation through
mystery guests and external audits may be instituted. Active management of
online reputation, including professional responses to client reviews and the
presence of a crisis management plan for reputational issues, is of essential
importance for maintaining the image of a luxury hotel establishment.

CONCLUSION

The study analyzes the complex interrelationships between consumer
brand perception, consumer loyalty, and financial performance. The primary
thesis of the research posits that comprehensive analysis of these elements is
of paramount importance for understanding and enhancing the overall
effectiveness of hotel brands, particularly within the context of competitive
and geographically concentrated market segments. The investigation
addresses a substantial gap in the existing academic literature by providing
comparative analysis of hotel enterprises operating within identical market
segments and geographical regions. For this purpose, predetermined criteria
for evaluating brand effectiveness across key performance indicators have
been applied.

The critical role of service quality and customer experience in shaping
positive brand perceptions and fostering loyalty is emphasized, directly
influencing financial indicators such as occupancy rates, revenue per
available room (RevPAR), and profitability. This research reveals that

45



effective hotel brand management requires a holistic approach, encompassing
not only marketing and communication activities but also staff training,
operational efficiency, and a commitment to continuous improvement. By
comprehensively managing these components, hotels can create a positive
cycle where favorable brand perceptions drive customer loyalty, which in
turn contributes to financial growth and strengthens the brand's market
position.

A key factor in enhancing brand effectiveness is the establishment of
a robust service culture within the organization that empowers employees to
deliver exceptional customer service and promotes client-centric orientation.
Investments in staff training and development improve competencies and
knowledge, while the utilization of technologies for optimizing customer
experience, such as user-friendly online reservation platforms and personal
recommendations, contributes to enhanced understanding of customer
behavior and preferences. Effective client communication is of paramount
importance for identifying their needs and adapting services accordingly.

The study establishes a direct correlation between brand equity and
financial performance indicators, demonstrating that hotels with strong
brands are better positioned to achieve superior results. Strong reputation
enables the realization of premium pricing, attraction of broader customer
bases, and enhancement of revenue per available room (RevPAR). The
research findings are of substantial significance for hotel managers and
marketing professionals, as they provide specific guidance for building and
maintaining strong brand image, stimulating customer loyalty, and improving
financial performance.

The present dissertation constitutes a valuable resource for
understanding and optimizing brand effectiveness within the hospitality
industry, with particular emphasis on SPA hotels in southwestern Bulgaria.
The investigation focuses on three primary criteria for evaluating brand
effectiveness: brand perception, consumer loyalty, and financial
performance. These indicators are widely established in academic literature
and practice as key dimensions of brand success. Nevertheless, the possibility
exists that they may not fully reflect the comprehensive value of brands,
particularly within the hospitality sector, where intangible assets and
emotional connections with guests play a substantial role. In this regard,
future research could expand the analytical framework through the
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incorporation of additional dimensions of brand value, such as brand
recognition, digital presence, or social impact, with the objective of achieving
a more complete and comprehensive evaluation of hotel brand effectiveness.

IV. RESEARCH CONTRIBUTIONS

v A conceptual framework for hotel branding has been developed, which
integrates customer satisfaction, customer loyalty, and financial
performance as interrelated criteria for effectiveness. On this basis, a
working definition of hotel brand effectiveness has been proposed,
considering the specific nature of the hotel product as a combination of
basic and additional services.

v" A model of good practice has been developed through an in-depth
analysis of Marriott International's branding strategy, which serves as a
benchmark for an effective hotel brand in the luxury spa segment.

v An algorithm for analyzing and evaluating hotel brand effectiveness is
proposed, including clearly defined criteria, indicators, and methods for
data collection and processing applicable to luxury spa hospitality. The
algorithm combines quantitative and qualitative methods, emphasizing
the consumer perspective.

v" Methodological comparability of the empirical data collected from three
different hotels is ensured through a standardized approach to the
selected criteria for brand effectiveness, which contributes to the
reliability and validity of the conclusions drawn.

v A comparative analysis of the brand effectiveness of three leading SPA
hotels in Southwestern Bulgaria was performed based on three main
criteria: consumer satisfaction, consumer loyalty, and financial results.
The results of the analysis allow the formulation of practical guidelines
for hotel management to improve brand strategy, strengthen customer
relationships, and increase financial sustainability.
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