PEINEH3HUIJI
oT
aou. a-p Teonopa KupsikoBa-/[uneBa

Karenpa ,,Typuzbsm”, CTonancku ¢axynTer,
IOrozamanen yausepcurert ,,Heobut Puncku‘
Ha

JMICEPTAllMOHEH TPy 3a MPHCHXKIAHE Ha oOpa3oBaTelHaTa M HaydHa CTENEH ,,00Kkmop" B
obrnact Ha Bucmie oOpa3oBanue 3. ColuaiHu, CTONIAHCKH U MpaBHU HaykH, [Ipodecronanno
HanpasieHnue 3.9. TypusbsM, TOKTOpcKa mporpama ,, IkoHOMUKa U yIpaBJIeHUE Ha Typu3Ma

Astop: Beceiun AHTOHOB CTOMMEHOB
Tema: EOGEKTUBHOCT HA XOTEJICKHS BPAH/L
Hayuen ppkoBoauren: pou. A-p I'eprana AnresioBa

Ocnosanue 3a uzeomssane na peyenzuama: 3anoBeq Ne 1489 ot 11.07.2025 r na Pexropa Ha

K03V ,,Heodur Puncku‘ - bnaroesrpan

1. buorpa¢uyHu JaHHM 32 JOKTOPAHTA U MpoleAypaTa

Becenmna AntonoB CTonMeHOB nMa OakanaBbpCKa Mo cueToBOACTBO U KoHTpoJ oT YHCC,
Codwus, xato npe3 2008 r. mpuaoOMBa M MaruCThpPCKa CTETNEH B CHIOTO MPO(EeCcHOHATHO
HanpaBJeHUE, B ChIIUSA YHUBEPCUTET KaTo crenuaausupa ¢puHancoB koHTpoa. Ot 2010 r.
paboTH MocIeA0BaTETHO KATO CYSTOBOAUTEN B /IBA BUCOKOKATETOPUITHY XOTena B baHcko, KaTo
JIB€ TOJIMHU MMa OIUT U B KOMITaHUS U3BBH cepara Ha Typusma. [locaenoBarento ce pa3BuBa
B obOnactra Ha RTR cueroBoacTBoTO. KHhM MOMEHTa paboTH BBHB TMET3BE3[CH XOTEN Ha
JUTBKHOCT aCHUCTEHT ()MHAHCOB KOHTPOJIBOP, KBAETO HE CaMO aHAJIU3Upa MeCeYHH (PMHAHCOBU
OTUETHU W YNPABJICHCKU JOKJIAAHW, HO M Y4acTBa B BIIPEHIM HA CUETOBOJHATA CHUCTEMA 3a
OCUTYpsIBAHE Ha KOHTPOJ M B3€Ma aKTUBHO Y4YacTHE MpU YIPABJIEHUWE HA IPOLECUTE U
WHUIMATUBY 32 aBTOMAaTH3alUs C IeJ1 MOBHILABaHE Ha €(EeKTHMBHOCTTAa Ha OTYUTAHETO U
(¢uHaHCOBHUS KOHTpOJ. B HaTpymaHusi eKCHnepTeH ONUT B TypH3Ma, HHTEPECHT KbM
JOKTOpCKaTa mporpama 1o ,,JIkoHOMuKa U yIpaBieHHE Ha TypH3Ma‘ € O4akBaH M ChBCEM
JIOTUYHO TOW MPOJIBKaBa OOYYEHHETO CH B ClIeJBAIlaTa CTEMEH Ha BHCIIETO 0Opa3oBaHUeE
kato penoBeH nokrtopant B Kareapa ,,Typussm”, Cromancku ¢daxynrer, FOroszamanen
yauBepcuteT ,,Heodut Pusicku* ot 2020r. MU360pbT My Ha TeMa Ha TUCEPTAIMOHHUS TPy €

TIpSIKO O6B”bp38.Ha C HCIOBUTC HHTCPECHU U KOMIICTCHIMHU, C KOCTO JOIIBJIHHUTCIHO CC



CrocoOCTBa TapaHTUPAHETO HA MOCT MEXJy HayKaTa M IpaKkTUKaTa B Typu3Ma, 0COOEHOCT,

KOATO MHOTI'O YCCTO € IMPEANIOCTABKA 3a NOCTUT'AHC HA BUCOK PE3YJITAT UPE3 CUHCPT .

B®B Bpb3ka c mpouenypara 3a myONMYHA 3allMTa Ha AMCEPTALMOHEH TPyA C TeMa
,,EQPEKTUBHOCT Ha XOTeJICKHsI OpaHa  HMOKTopaHT CTOMMEHOB TPEICTABS: JUCEPTAIIMOHEH
Tpyn, aBTopedepaT (Ha ObJTAPCKU U HAa aHTIIUHCKH €3UK) U 4 Opos My OJIMKAIMH 110 TeMara, ¢
KOETO JOKTOPAHTHT HANBJIHO MOKPHUBA HAYKOMETPHUUYHUTE M3UCKBAHUA 3a MPHUAOOMBaHE Ha
HayyHaTa U o0pa3oBaTesHa CTEMEH ,,JOKTOP® 1 MUHUMAJIHHU W3UCKBAHUS, 3AJI0)KEHU B 3aKOHA
3a pa3BUTHE Ha akajeMuuyHus cbcraB B PemyOnuka bwearapus (3PACPB) u Bobrpemmnure

IpaBuja 3a pa3BUTHE Ha akageMuyHus cbeTaB B FO3Y , Heoput Puncku®.

2. AKTYaJIHOCT ¥ 3HAYMMOCT HA M3CJIe/IBAHATA TEMATHKA

B ycnoBusaTra Ha rimobGanmu3amiisi ¥ HapacTBallla KOHKYPEHIMs OpaHIbT BEUe HE €
IPOAYKT €AMHCTBEHO Ha MAPKETHMHIOBUTE CTpaTerMH Ha opraHmsauusTa. [lorpeOurenute, B
TOBA YMCJIO ¥ B XOTEJIUEPCTBOTO, AKTUBHO y4acTBaT B O(POPMSIHETO HA HErOBaTa UJICHTUYHOCT
U y4acTBaT B HETOBOTO M3rpa)<IaHEe ype3 JACHCTBUS B JUTMTAlIHA U COLMAlIHA cpena. B To3u
CMHCHJI, KIIMEHTHT C€ MPEBPHIIIA B ChaBTOP Ha OpaH/a, KOWTO Ype3 CBOMTE NMPEKUBIBAHUS U
cColMaJlHA WHTEepakuus ¢ OpaHAa MMa TIJIaBHA pPOJs 3a IOCTUIAHETO HAa KOHKYPEHTHO
peaIuMCTBO. B TO3M CMUCBHI OCHOBHATa MJesl Ha MpEeACTaBEeHHs JUCEPTALlMOHEH TPyl /1a ce
pasrnena epeKTUBHOCTTa Ha OpaHJa € akTyalHa, Ha ¢oHa Ha (UHAHCOBHUTE IMOKA3aTeIH Ha
MpeINpUsATHITa IMa 3HaUnMa rpodiemMarrka. M3cinenBaneTo Ha epeKTUBHOCTTA HA XOTEJICKHS
OpaH 0TBaps NEPCHEKTHBA 32 KAKTO 3a TEOPUsATA, TAKa U 32 IPAKTUKATa B 00JacTTa Ha TypHU3Ma
U XOTEIUepCTBOTO. Temara Ha JucepTanyaTa € HAaBpeMEeHHA, KaTo JOIbIHUTEIHO OUX HCKaja
na o0bpHA BHUMaHME U Ha (akTa, ue MepuoABbT Ha HEHHOTO pa3paboTBaHE IMOMaja B MEPHOA

Ha TJIO0ATHM Mpeau3BUKarTencTsa ciea manaemusta or COVID-19.

CwI10 Taka cienBa fa ce 00bpHE BHUMaHUeE U Ha akTa, ue e()eKTUBHOCTTA Ha OpaH/a
HE MOXKe J1a ObJie u3MepeHa caMo 4ype3 euH nokasareln. [logxonst Ha gokTopaHT CTOMMEHOB
Jla ce CIIpe B aHaJIM3a KaKTo Ha (PMHAHCOBU acleKTH (KaTo MPUXO/H, 3a€TOCT, Bb3BPHIIAEMOCT
Ha WHBECTUIMUTE), Taka M HAa KAYECTBEHU M3MEpPEHHs OT o0jacTTa Ha MapKeTHUHra (Kato
pasno3HaBaeMOCT Ha OpaHfa, YIOBIETBOPEHOCT Ha KIUEHTHUTE, JIOSTHOCT), TaKa U KaTerOpHH
¢ aOCTpaKTeH XapakTep KaTo BB3MPHUITHS 32 Ka4ECTBO, aCOIUAINH C JIyKC, Ce/Ba Aa ObaatT
MpHUeTH KaTo yJadyHu. BKIIOYBaHETO Ha pPa3HOOOpPA3HM IIOKA3aTeNId B €IHO IISUIOCTHO
M3MEepBaHe € MPeIU3BUKATENICTBO, HE CaMO KbM HACTOSIIMS TPY/[I, HO MPeArnoara Cepuo3HOCT
KbM BCSIKO €QHO H3ClellBaHe B Ta3u Hacoka BboOme. C mpoOnemarukara cu paboTara

OIPCACIICHO IoA4YCpTaBa KpUTHYHATA POJIA Ha 6paHz[0BaTa HUICHTUYHOCT 3a IIOCTHUI'aHC Ha



OpeaAuMCTBO 4YpE3 YHPaBJICHUC Ha BB3BPHIIACMOCT HAa HMHBCCTUIIMHUTC B XOTCIUCPCTBOTO,
00J1aCT B KOATO JOKTOPAHTHT UMa TOTJIE] ,,0TBBTpe™ Upe3 cBosiTa 15 roauiiHa mpakTuKa KaTo

CHEHUAIUCT B XOTEIUEPCTBOTO.
3. XapakTepucTHKA HA HAYYHO-NPHJIOKHATA MPOAYKIUS HA IOKTOPaHTAa

JlucepTallmOHHUAT TPYA UMa SICHO CTPYKTYpHUpaHa KOHUEMNIHS C TPU OCHOBHHU TJIaBH:
KOHYeNnmyaniHa pamka Ha XOMencKus OpaHouHz, Memooo02UdecKu 6bHpPOCU U HACOKU 3a
noguwiasane egpekmusHocmma Ha xomenckus opanoune 6 KOzozanaona bvreapus, ¢ K0eTo
MOKa3Ba HEOOXOIMMHMsI KaueCTBeH W KojumdecTBeH obeM (240 crtp.). CBbp3aHa dYacT ¢
u3cienBaHeTo ca o0mo 32 tabaunu, 34 purypu u 5 n3o0pakeHusi, yIoMEHaTH B CbOTBETHUTE
UM CHHUCHLM, aOpeBHATypu W LUTHpaHa JuTepaTypa 206 HM3TOUYHMKA U JTOMBJIHUTENHO 24
UHTEpHET pecypeu. Ilpensua HoBocTTa Ha U30paHaTa TeMaTUKa NpeodaagaBaT U3TOYHUIIUTE

Ha aHTJIMUCKU €3HK.

W3cnenBaHeTo ce OTIMYABA C MEOPemuKo-npuilodcer xapakmep, KaTo KOMOMHHpaA
AUTEpaTypeH 0030p, pa3paboTBaHE Ha alITOPUTHM 32 OLIEHKA, EMITMPUYHA 0a3a U CpaBHUTEIICH
aHanu3 Ha Tpu KoHKpeTHU xoTena — Katapuno CIIA, Kemnuncku ['pang Apena u Xot CripuHrc
Menuksia u CITA. TpynsT e akTyasneH, Thid KaTo 3acAra mpoOieMaTrka, KOsTo € KI04oBa 3a
KOHKYPEHTOCIIOCOOHOCTTA Ha TypU3Ma B PETHOHA U JOMIPUHACS 32 Pa3BUTHETO HA MapKETHUHTA

Ha ycayrute B bbarapusi.

B nuceprammonnus tpyn Ha Becennn CTOMMEHOB SICHO ca OUY€pTaHH 0OeKmbvm,
npeomemvm, yeaume U 3a0auume Ha u3ciedeaHemo, KaTo TIAXHATa JIOrMYecKa
MIOCJIEI0OBATEIHOCT € IOcjeBaHa U B Ipoleca Ha aHanu3a. OOEKT Ha M3CIeBaHETO ca
xoTtenuepckure npeanpustus, npemiaramu CITIA ycnyru B FOrosanagna bwarapus. M360psT
Ha TO3U 00OEKT € 000CHOBAH OT BUCOKATa KOHIIEHTPAIIUS Ha JIyKCO3HU CIIa XOTEIH B PETUOHA U
TAXHOTO 3HAYEHHE 33 TypUCTHUYECKaTa MHIYCTpUs B cTpaHara. IIpenmer Ha u3cieqBaHETO €
e(eKTUBHOCTTa Ha XOTEJCKUsA OpaHid, Karo aBTOPBT ce (OKycHpa BbpPXY TpU OCHOBHU
KpUTEpHs: BB3IPUEMAHETO Ha OpaHJa OT CTpaHa Ha MOTPEOUTENINTE, CTENEeHTa Ha
noTpeOUTENCKa JIOSIIHOCT U (PUHAHCOBOTO MpEACTaBAHE Ha XOTeIuepckoTo npeanpustue. [1o
TO3U HA4YMH CE Ch3/1aBa MHOTOIIJIACTOBA PaMKa, KOATO IT03BOJIABA €THOBPEMEHHOTO U3CIIE/IBAHE
Ha UMUJKOBUTE, IOBEJCHUECKUTE U UKOHOMUYECKUTE U3MepeHus Ha Opanaa. OcHOBHATa 1€l
e (opMysupaHa KaTo CpaBHMTENIEH aHAJIM3 Ha XOTEIMEPCKU NMPENNPUATUS OT €AUH U ChIL
CerMEHT U reorpa()cKi peruoH, ¢ 1en Aa ObJaT OLEHEHU TsAXHaTa OpaH] e(pEeKTHBHOCT U

BB3MOKHOCTH 32 MOBHILIABAaHE Ha KOHKypeHTocrmocoOHocTTa. Tasu men e B mpsika Bpb3Ka C



o01mIara Hay4YHa Te3a, 4e e(peKTUBHOCTTA Ha XOTEJICKHs OpaH]I ce MPOsBsIBa Ype3 KOMOMHAIMATA
OT TO3WTHBHO BB3NPHEMaHE OT KIMEHTHTE, BUCOKA CTENEH Ha JIOSUTHOCT M TIOJIOKHTEIEH

(uHAHCOB pe3yTar.

OT mocTaBeHWTE TET M3CIEeNOBATEICKH 33Jayd KaTO OTIMYABaIlld CE ChC CBOSTA
CJIOKHOCT CJIeJ[Ba Jia Ce Tmocoyvar ,,Pa3paboTBaHe Ha alTOPUTHM 3a aHAIM3 U OIICHKA Ha OpaH.
e()eKTUBHOCTTA, BKJIIIOUUTEIHO OMpEesiHe Ha OIXOISIIN KPUTEPHH U MoKkazarenu (3agayua
Ne3) u ,,IIpoBexxaHe Ha CpaBHHUTEJICH aHAIIN3 M U3BEKIAHE HA MPAKTUYECKU MPETIOPHKU KbM
MEHHUPKMBHTA Ha XOTEJIHUTE 3a MOJ00psBaHe Ha cTpaTernuTe 3a Opanmmpane (3amaga NoS).
B®3 ocHOBa Ha ITPOBEACHUS aHAIIN3 MOXKE J1a C€ 3aKITIOUH, Y€ IISTTUTE U 33Ia4NTe Ca TOCTUTHATH
B IThJIHA CTETICH. ABTOPBT € YCIISUT JIa ChUeTae TCOPETUYHA paMKa C MMPAKTHYECKO MPUIIOKEHHE,
KaTo HW3MOJI3Ba Pa3HOOOpa3eH MHCTPYMEHTAPUYM — OT aHAIM3 HAa OHJIAHH MOTPEOUTENCKU

mHeHus 1 Google Analytics no ¢urancosu nokazarenu u SWOT ananms.

IIo otHOIIEHUE HA XapaKTCPUCTHKA HA I'NIaBUTEC, CJIC/IBA [1a CC OT6€JIG)KI/I, 4qc €

IIOCTUTIHATO CJICIHOTO:

Inasa nwvpea: ,KoHuentyanHa paMkKa Ha XOTeJCKHS OpaHmuHr (ctp.22-82) mpencraBs
TEOpeTHYHATa M KOHLENIMUS Ha M3cieIBaHeTo. Ts BbBEXKa YUTATENs B CBETA HAa XOTEJICKHS
OpaHIMHT, Karo OOXBalla OCHOBHUTE TEPMHHOJIOTUYHM AacleKTH, CBBbpP3aHUM ¢ OpaHga B
KOHTEKCTa Ha XOTEIMEePCTBOTO. B Hes ce pasriexiar pa3iuyHH MOJETH 32 Cbh3/aBaHe,
pa3BUTHE W YIpaBICHHE Ha XOTEJICKH OpaHJ, KakTO U CBHBPEMECHHHUTE TEHACHIHMH H
NpeAN3BHUKATENCTBA B Ta3u obmacT. Llenrta Ha Ta3u rnaBa e na AeuHUpa U3CIEI0BATEICKOTO
Mojie M Ja OCUTypU HEOOXOAMMHS TEOpPEeTHYEeH (yHAaMEHT 3a eMIHMpUYHATa YacT Ha

JTUCcepTaIusTa.

I'nasa emopa: ,,MeTo0I0TNYECKH BBIIPOCH Ha XOTeJCKU OpanauHr™ (ctp.83-131) dokycupa
BHUMAaHHMETO BBPXY CHIIECTBYBAIM NPAKTHUKUA M TOCTIXEHHS B 00JAaCTTa Ha XOTEJICKHS
OpanauHr. M3mon3Baiiku nmpuMepa Ha YTBBPIEHHM JIMIAEPU B HMHIAyCTpuUsTa, Kato Marriott
International, MOKTOpaHTBHT IpaBU CpaBHUTENEH aHanu3. Ta3u IiaBa aHalIM3Mpa YCHEHIHU
CTpaTeTuH, METOJIU 3a U3MEpBaHe Ha e()EeKTUBHOCTTA M MHOBALMM B OpaHIMHIa, KOUTO MOrar
Jla TIOCIJTy>KaT KaTo €TaJOH 32 Pa3BUTHETO HA OBITapCKUTE XOTeJICKH OpaHaoBe. Ts momara 3a
MO3UILMOHUPAHETO HA  U3CIEABAHETO B  IMO-IIMPOK  MEXKIYyHApOJAE€H KOHTEKCT U

UACHTUDUIMPAHETO HA T0OPH MPAKTUKH.

I'nasa mpema: ,Hacokum 3a mnoBumaBaHe e()EKTUBHOCTTAa HA XOTEJICKHS OpaHIWHT B

IOrozanagna bearapus™ (ctp.132-219) cberaBmsiBa eMnupuyHaTa 4acT HA JTUCEPTAITMOHHUS



TpyA. B Hest JOKTOpaHTHT NpuItara u30paHaTa METOJOJIOTHS 32 aHAIN3 Ha e(DeKTHBHOCTTA Ha
Opanna, gokycupaiiku ce Bbpxy koHkpeTHH CITA xorenu B HOrozamamna bwarapus. Tyk e
U3BBPIICH U KAYECTBEHUAT aHAJIM3 Ha OHJIANH oT3uBUTE OT miardopmara TripAdvisor upes
MeTO/Ia Ha OTBOPEHOTO KoJupaHe. B Ta3u rinaBa ce npeacTaBaT chOpaHuTe JaHHU, PE3YITaTUTE
OT aHaNM3a UM (BKIFOYUTETHO 4pe3 32 tabmuuu u 34 ¢urypu), U ce M3BEKAAT OCHOBHHUTE
W3BOAM OTHOCHO CHJIHUTE U CIIA0UTE CTPAHU HA U3CJIEIBAHUTE XOTEJICKH OpaHIOBE, KAKTO U

(bakTopuTe, BIUSCIIA BbPXY HOTPEOUTEICKATA yIOBIECTBOPEHOCT U JIOSTHOCT.

4. OueHka HA IMCEPTALMOHHOTO U3CJIeABaHEe M HAYYHO-NPUJI0KHUTE IPUHOCH
Hay4Ho-kpuTHUHUS TIperyiel Ha NPEACTaBEHOTO 3a pPEICH3UpPaHE IUCEPTAIMOHHO
u3cneaBaHe Ha NokTopaHT Becennn CTOMMEHOB JaBa OCHOBAaHHWE Jia CE HAMPAaBAT CIEAHUTE
W3BOJU B CMPYKNYPHO-CbObPIHCAMENEH, MEMOOOI0SUYHO-AHATUMUYeH TUIAH U TI0 OTHOIICHUE

Ha O6H_[3Ta IMPUITIOKUMOCT Ha PE3YJITATUTC U OLICHKA Ha IPUHOCHUTEC MOMCHTHU:

v B cTpyKTypHO-CHABpKATENEH IJIaH HAYYHOTO M3CJIEBAHE CIIa3Ba KPUTEPHUS 32
YenenacoueHocm u noOYUHeHOCm Ha uzbpanama memamuxa, 3a0ens3Ba ce CTPEMEXbT Ja
JOKTOpaHTa Jla HE HABJIM3a B OTKJIOHSBAIIM CE€ OOJACTH OT Typu3Ma. 3aJaunuTe JIOTHYECKH
NPOM3THYAT OT IIeTa U CE PelIaBaT B OTACTHUTE IJIaBU, KOETO TapaHTHpa (pOKyCHpaHOCT Ha
ChIBp)KaHMUETO. JIMCePTAlMOHHMAT TpPyN HMa TpH OalaHCHpPaHW 4YacTH: TEOPETHYHA,
METOZ0JIOTHYecka W TpWIOKHA. Beska wact ciefBa mNpeaxojHaTa M € IMOJYMHEHA Ha
[eHTpallHaTa TeMa — e(QEeKTUBHOCTTa Ha XoTelckus Opann. ToBa moka3Ba BBTpENIHA
MOCJIEOBATEIHOCT M JUCIMIUIMHA B M3JIOKEHHETO. EMIUpMYHUTE NaHHM ca ChOpaHu H
00paboTeHN B CHOTBETCTBUE C AJITOPHTHMA, Ch3JaJeH OT aBTOpa, a HE KaTO CaMOIEITHU
CTaTUCTHKH. ABTOpBT IMpeiara padoTHAa OePUHULMS 3a XOTEJNCKUM OpaHi, OTYHTAIIA

crenuguKaTa Ha yCIyruTe B TOBA YUCIIO B XOTEJIIUEPCTBOTO.

v B MerononornyHo-aHaMMTUYEH TUTaH JUCEPTALMOHHUAT TPy C€ OTINYaBa C
SCHO W3rpajiecHa METOJIOJIOTHYECKA CTPYKTypa, KOSTO ChUYeTaBa TEOPETHYEH MOJENI U
MPAaKTUYECKH TPHIIOKEH MHCTPYMEHTApHyM. ABTOPBT Ae(pUHUpPA adrOpuTHM 3a OICHKA Ha
eeKTUBHOCTTa HA XOTEJICKUS OpaHA, OCHOBaH Ha TpPU B3aMMHOCBBP3AaHH KPHUTEPUS:
BB3MpUEMaHe Ha OpaHJa, MOTpeOMTEICKa JIOSUTHOCT M ()MHAHCOBO MpejacTaBsiHE. ToBa e
METOO0JIOTMYECKH MPUHOC, Thil KaTO paMKaTa € aJanTUpaHa KbM CIEeHU(PUYHUS 0OEKT Ha
nzcnenBaie — CIIA xorenute B IOroszamagna bearapus. [loKTOpaHTBT H3MON3Ba
MHOTOACIIeKTeH MOAXOJ] 4Ype3 HYETHUPH PA3IUYHA HWHCTPYMEHTA: KOHMeHm aHaiu3 Ha
notpeburencku ot3uBu upe3 QDA Miner u cpasnumenen ananu3 (Ka4ecTBeH MOIXOI), OT

elHa cTpaHa, U anaiuz Ha moBeneHue upe3 Google Analytics u aHanu3 Ha (pUHAHCOBU



nokazatenu kato ADR, RevPAR, GOP, EBITDA (konudyecTBeH moaxon).

v OObmata NpUIOKUMOCT Ha pe3yiTaTUTE ce OTKpHUBa Haii-Beye Ha (oHa Ha
KOMOUHUpanama memooono2us M Ja ToBa, 4ye NOKTopaHT CTOMMEHOB ycCIsiBa Ja pa3Bue
WHTETPATUBHUS XapakTep Ha €PEeKTUBHOCTTA Ha OpaH/a B XOTETUEPCTBOTO. BKITtouBaHeTO Ha
peaHi OHJIAllH PEBIOTA, CBHIIOCTABUMOCT W PB3KPUBAHETO HA B3aWMOBPB3KAa MEXKIY
CyOeKTHBHU BB3NPUATHS U OOCKTUBHU PE3YyJITaTH TOBOPST 3a CTPEMEX Ja ce oOXBaHE
npobnema m3isuio. [lo oTHOIIEHHWE Ha aHanmW3a Ha PE3ydTAaTUTE CJElBa J1a CE€ OTOENek U
HAYMHA, KO KOHUTO € MOCTUTHATO BAJIMIUPAHETO HAa PE3yNTaTUTE B TPYyJa, a IMEHHO: upe3
BBTpEITHA TPOBEPKa (CHIIOCTABSIHETO HA JAHHU OT PA3IMYHU U3TOYHHIIA KAaTO OHJIAH OT3WUBH,
M 4pe3 BBHIHA TMpoBepka (OeHMapk Ha OEHUYMApK C MEXAYHAapOJECH mpumMep Ha Marriott
International) u cpaBsiBana 1o (UHAHCOBH TOKa3aTenu. ToBa MpHAaBa HAIEKIHOCT Ha
M3BOJUTE U 000CHOBABA TAXHATA MPUIOKHMOCT.

v B nanpaBenara ot qoktopanT CTOMMEHOB CaMOOIICHKA CE 3asBSBAT S MPUHOCHH
MOMEHTa, KOMTO KacasT Kakto cieaBa: 1. Pa3paboTBaHeTo Ha KOHIENTyalHa paMKa 3a
xoteJnckus Opany, 2. 3BexxnaneTo Ha OeHIMapK 3a €(pEKTUBEH XOTEJIICKU OpaH/I B TyKCO3HHS
CIIA cermeHt no mpumMepa Ha Marriott, 3. allrOpUTHM 32 aHAIH3 U OIICHKA Ha e()eKTUBHOCTTA
Ha XoTeJsicKkus Opann, 4. PazpaboTBaHe Ha KpuTepun 3a OpaH epeKTUBHOCT U TIOJICUTYpsIBaHE
Ha BB3MOKHOCT 32 METOJIOJIOTMYHA CHIIOCTABUMOCT HA €MIIMPUYHU JTAaHHH, 5. CPAaBHUTEIICH
aHanu3 Ha OpaH] epeKTUBHOCTTA, HA 0a3aTa HA KOWTO ce GopMyTHpaT MPAKTHIECKH HACOKH
KbM MEHUKMBHTA Ha XOTEJIH 3a MOA00psABaHe Ha OpaH/I cTpaTerusTa, 3acujiBaHe Ha Bpb3KaTa
C KJIMCHTHUTE U TTOBUINIABaHE HA (pMHAHCOBATa YCTOMYMBOCT. 3asBEHUTE MPUHOCH CE IMPUEMaT
3a pelieBaHTH, MPAKTUYCCKH HACOUCHU W CUHXPOHU3HPAHU ChC CHBPEMEHHUTE TCHICHIINU B
Typusma. Orie rmoBeye, 4e Te Morart B ObJIelIe Je ce IPUIoKaT KakTo Ha (UPMEHO, Taka U Ha

PEruoHaJIHO PaBHUIIC.

5. Ounenka Ha aBTopedepara u nydJaMKanUUTE

ABTopedepaThbT Ha AWCEPTAIMOHHUA TpPYH ,,EdexkTuBHOCT Ha xoTenckus OpaHa e
CTPYKTypUpaH B CHOTBETCTBHE C aKaJIeMUYHHUTE M3MCKBaHUs. Tol mpeactaBs sicHO 00eKTa,
npeamMeTa, HejIuTe, 3aJaduTe, MCETOHOJIOTHATA W PC3YJITATUTC OT U3CICABAHCTO, CBABPIKA
HEOOXOMMUTE pa3Aeiiu: 00IIa XapaKTepUCTHKa, CTPYKTYpa U ChIbp)KaHUE Ha TUCEPTAINATA,
W3JI0’)KEHWE Ha OCHOBHUTE pPE3yJITaTH KaTo OCUrypsiBa JoOpa mIpeacTaBa 3a NMpPUHOCA Ha
nucepranusTa. [lyonukanuure Ha JOKTOpaHTa ca MOTeMara U MOJCUTYpsBAT HeoOXoaumara

TJ1aCHOCT Ha U3CJIICABAHCTO.



6. Kputnunu 0e/ie:KKH M BHIIPOCH
JucepTaimoHHUAT TPYX Ha JOoKTOpaHT Becennn CTonMeHOB yOeIUTETHO TTOKa3Ba, Ye
ype3 n3dpaHaTta METOAOIOTHS LeNTa U 3aJJaulTe MOoraT Aa ObJaT MOCTUTHATH, C KOETO Ce
MOTBBPK/IaBa M 3HAYUMOCTTA Ha TeMara 3a €(EeKTHBHOCT Ha XOTEJCKHUs OpaH/ KakTo B
MEXTyHAPOICH TUIaH, TaKa ¥ KOHKPETHO 3a OBJITapcKOTO XOTEIUEepCTBO. BhIpeku, ue ce
OTKpUBAT HSIKOM OrpaHMuYeHus (qucOajaHC B JIUTEPATypHUTE W3TOYHMIIM), IMPOIYCKU
(BKITIOYBaHE Ha MOJIENM Ha e(pKTUBHOCTTA Ha OpaH/a, KOUTO HE ce OTHACAT 10 chepaTa Ha
YCIIyTUTE), KATETOPUYHU KPUTHUYHU OCJEeKKH HE Ce OTKpWBaT. B KadecTBOTO MH Ha
peleH3eHT OUX uMasa CJICIHUTE BIIPOCH KbM JOKTOPAHTA:
- Kou or Bamute npaktTuuecku NnpenopbKu 3a yIpaBlieHUE Ha XOTEJICKUS OpaH cMsTaTe,
4e ca ¢ Hail-roisiMa mpuiaokuMocT 3a Obiarapekure CITA xorenu u 3amo?
- B wm3crnenBaHeTo cu 4eCTO M3MON3BATE TEPMHUHHTE ,,0paHi‘ u ,,0panaunre. ma nu
MOMEHTH, B KOUTO TH MNPUPABHSIBATE KAaTO CMHUCHJI, U aKO Jla — MO KakBa MpPUYMHA

cMsTaTe, 4e MoJ00Ha 3aMsIHa € JIOMyCTUMA U pa3dupacMa B KOHTEKCTa Ha aHau3a Bu?

7. 3akiiouyeHue

[IpencraBeHUST AUCEPTALIMOHEH TPY/] € aKTYAIHO M 331bJI00YEHO U3CIeBaHe Ha TPOOIeM
C BHCOKAa TMpaKkTUYecka 3HAYMMOCT 3a TypUCTHYecKaTa HHAYCTpusi. J(OKTOpaHTBHT
JEeMOHCTpHpa J00pH yMEHHUs 3a chbyeTaBaHE Ha TEOpUs M TYpHCTUYECKa IPaKTHKa,
aQHAJIMUTUYCH MOAXO0J U yMEeHHE Ja (GopMylrpa MPUIOKUMH MPENOPHKU. JucepTainoHHUAT
TpyZ Ha nokTopaHT Becennn CTOMMEHOB € CaMOCTOSITENTHO U3CJIEIBAHE C HAYYHO-IIPUIIOKEH
XapakTep, KOETO HA'bJIHO OTTOBapsl Ha U3UCKBAHUATA 34 IUCEPTAOMIHOCT U M3UCKBAaHUATA
Ha 3akoHa 3a pa3BUTHE Ha akajgeMuuyHus cbcTraB B PemyOmumka bwarapus (3PACPB),
IIpaBuinuka 3a npuitarane Ha 3PACPD u BpTpeninure npasuia 3a pa3BUTHE Ha aKaJIEMUYHUS
cberaB B O3V ,Heodut Puncku®. [lopanu ToBa, ¢ yOSACHOCT 3asiBSIBaM CBOSITa TIO3UTHBHA
OIICHKA 3a JUCEPTAIIMOHHHS TPYI ,,EdexTuBHOCT Ha XoTenckus OpanA W mpejyiaraM Ha
YBAKEEMOTO HAy4YHOTO JKypH Ja HpUChAM Ha JokTopaHT Becenmnn CroumeHOB
oOpa3oBaTenHaTa 1 Hay4Ha CTEMeH ,,JOKTOP B o0nacT Ha Buciie obpazoBanue 3. ComuanHu,
CTONAHCKM W TpaBHM Hayku, [Ipodecmonanno nampasinenue 3.9. TypusbMm, TOKTOpCKa

nporpama no CeuuaiHoOCT ,,JIKOHOMHKA U YIIPaBJICHUE HA TypHU3Ma“.

10.09.2025
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of the scientific jury

1. Biographical data about the PhD candidate and the procedure

Vesselin Antonov Stoimenov has a Bachelor’s degree in Accounting and control from the
University of National and World Economy, Sofia, and in 2008 he also obtained a a Master’s
degree in the same professional field, at the same university, specializing in financial control.
Since 2010, he has been working successively as an accountant in two high-class hotels in
Bansko, and has two years of experience in a company outside the tourism sector. He has been
consistently developing in the field of RTR accounting. He currently works in a five-star hotel
as an assistant financial controller, where he not only analyzes monthly financial statements
and management reports, but also participates in upgrades of the accounting system to ensure
control and takes an active part in process management and automation initiatives in order to
increase the efficiency of reporting and financial control. In the accumulated expert experience
in tourism, the interest in the doctoral program in “Economics and Tourism Management” is
expected and quite logically he continues his studies in the next level of higher education as a
full-time doctoral student in the Department of Tourism, Faculty of Economics, South-West

University “Neofit Rilski” since 2020. His choice of a dissertation topic is directly linked to his



interests and competencies, which further helps to ensure a bridge between science and practice

in tourism, a feature that is very often a prerequisite for achieving a high result through synergy.

In connection with the procedure for public defense of a dissertation on the topic “Hotel
Brand Effectiveness”, doctoral student Stoimenov presents: a dissertation, an abstract (in
Bulgarian and English) and 4 publications on the topic, with which the PhD student fully meets
the scientometric requirements for acquiring the scientific and educational degree “Doctor” and
the minimum requirements set out in the Act on the Development of the Academic Staff in the
Republic of Bulgaria (ADASRB) and the Internal Rules for the Development of the Academic
Staff at the South-West University “Neofit Rilski”.

2. Relevance and significance of the scientific problem being developed

In the context of globalization and increasing competition, the brand is no longer a
product solely of the organization's marketing strategies. Consumers, including in the
hospitality industry, actively participate in shaping its identity and participate in its construction
through actions in the digital and social environment. In this sense, the customer becomes a co-
author of the brand, who through his experiences and social interaction with the brand has a
major role in achieving competitive advantage. In this sense, the main idea of the presented
dissertation work to examine the effectiveness of the brand is relevant, against the background
of the financial indicators of enterprises there is a significant problem. The study of the
effectiveness of the hotel brand opens up a perspective for both theory and practice in the field
of tourism and hospitality. The topic of the dissertation is timely, and I would also like to draw
attention to the fact that the period of its development falls within a period of global challenges
after the COVID-19 pandemic.

It should also be noted that brand effectiveness cannot be measured by just one indicator.
The approach of PhD student Stoimenov to focus on the analysis of both financial aspects (such
as revenue, employment, return on investment), qualitative dimensions from the field of
marketing (such as brand recognition, customer satisfaction, loyalty), and abstract categories
such as perceptions of quality, associations with luxury, should be accepted as successful. The
inclusion of various indicators in a comprehensive measurement is a challenge, not only to the
present work, but implies seriousness to any research in this direction in general. With its
problematic, the work definitely emphasizes the critical role of brand identity in achieving an
advantage through return on investment management in the hospitality industry, an area in
which the PhD student has an "inside" view through his 15 years of practice as a specialist in

the hospitality industry.



3. Characteristics of the doctoral student's scientific and applied production

The dissertation has a clearly structured concept with three main chapters: conceptual
framework of hotel branding , methodological issues and guidelines for increasing the
effectiveness of hotel branding in Southwestern Bulgaria , which shows the necessary
qualitative and quantitative volume (240 pages). A related part to the study is a total of 32
tables, 34 figures and 5 images, mentioned in their respective lists, abbreviations and cited
literature 206 sources and an additional 24 internet resources. Given the novelty of the chosen

topic, sources in English predominate.

The study is distinguished by its theoretical and applied nature , combining a literature
review, development of an evaluation algorithm, empirical basis and comparative analysis of
three specific hotels — Katarino SPA, Kempinski Grand Arena and Hot Springs Medical and
SPA. The work is relevant, as it addresses an issue that is key to the competitiveness of tourism

in the region and contributes to the development of service marketing in Bulgaria.

The research is distinguished by its theoretical and applied nature, the object, subject,
goals and objectives of the study are clearly outlined , and their logical sequence is followed in
the process of analysis. The object of the study is the hotel enterprises offering SPA services in
Southwestern Bulgaria. The choice of this object is justified by the high concentration of luxury
spa hotels in the region and their importance for the tourism industry in the country. The subject
of the study is the effectiveness of the hotel brand, with the author focusing on three main
criteria: the perception of the brand by consumers, the degree of consumer loyalty and the
financial performance of the hotel enterprise. In this way, a multi-layered framework is created
that allows for the simultaneous study of the image, behavioral and economic dimensions of
the brand. The main goal is formulated as a comparative analysis of hotel enterprises from the
same segment and geographical region, in order to assess their brand effectiveness and
opportunities for increasing competitiveness. This goal is directly related to the general
scientific thesis that the effectiveness of the hotel brand is manifested through the combination

of positive customer perception, a high degree of loyalty and a positive financial result.

Of the five research tasks set, the following should be noted as being distinguished by
their complexity: “Development of an algorithm for analyzing and assessing brand
effectiveness, including determining appropriate criteria and indicators” (Task No. 3) and
“Conducting a comparative analysis and deriving practical recommendations for hotel

management to improve branding strategies” (Task No. 5). Based on the analysis conducted, it



can be concluded that the goals and objectives have been fully achieved. The author has
managed to combine a theoretical framework with practical application, using a variety of tools
— from analysis of online user opinions and Google Analytics to financial indicators and SWOT

analysis.

Regarding the characteristics of the Chapters, it should be noted that the following has

been achieved:

Chapter One: “Conceptual Framework of Hotel Branding” (pp. 22-82) presents the theoretical
and conceptual framework of the study. It introduces the reader to the world of hotel branding,
covering the main terminological aspects related to the brand in the context of the hospitality
industry. It examines different models for creating, developing and managing a hotel brand, as
well as contemporary trends and challenges in this area. The purpose of this chapter is to define
the research field and provide the necessary theoretical foundation for the empirical part of the

dissertation.

Chapter Two: “Methodological Issues in Hotel Branding” (pp. 83-131) focuses on existing
practices and achievements in the field of hotel branding. Using the example of established
industry leaders such as Marriott International, the doctoral student conducts a comparative
analysis. This chapter analyzes successful strategies, methods for measuring effectiveness, and
innovations in branding that can serve as a benchmark for the development of Bulgarian hotel
brands. It helps to position the study in a broader international context and identify good

practices.

Chapter Three: “Guidelines for Increasing the Effectiveness of Hotel Branding in Southwestern
Bulgaria” (pp. 132-219) constitutes the empirical part of the dissertation. In it, the doctoral
student applies the selected methodology for analyzing the effectiveness of the brand, focusing
on specific SPA hotels in Southwestern Bulgaria. Here, the qualitative analysis of online
reviews from the TripAdvisor platform was also carried out using the open coding method. This
chapter presents the collected data, the results of their analysis (including 32 tables and 34
figures), and draws the main conclusions regarding the strengths and weaknesses of the studied

hotel brands, as well as the factors influencing consumer satisfaction and loyalty.

4. Evaluation of scientific and applied scientific contributions
The scientific-critical review of the dissertation research submitted for review by

doctoral student Veselin Stoimenov gives grounds to draw the following conclusions in terms



of structural-content , methodological-analytical terms, and in terms of the general

applicability of the results and assessment of the contributions:

v In terms of structure and content, the scientific research complies with the
criterion of purposefulness and subordination to the chosen topic , and the effort is noticeable
for the doctoral student not to enter deviating areas of tourism. The tasks logically arise from
the goal and are solved in the individual chapters, which guarantees focus of the content. The
dissertation has three balanced parts: theoretical, methodological and applied. Each part
follows the previous one and is subordinate to the central topic - the effectiveness of the hotel
brand. This shows internal consistency and discipline in the presentation. The empirical data
are collected and processed in accordance with the algorithm created by the author, and not as
statistics for their own sake. The author offers a working definition of a hotel brand, taking

into account the specifics of services, including in the hotel industry.

4 In methodological and analytical terms, the dissertation is distinguished by a
clearly constructed methodological structure that combines a theoretical model and a
practically applied toolkit. The author defines an algorithm for assessing the effectiveness of
the hotel brand, based on three interrelated criteria: brand perception, consumer loyalty and
financial performance. This is a methodological contribution, since the framework is adapted
to the specific object of study - SPA hotels in Southwestern Bulgaria. The doctoral student
uses a multi-faceted approach through four different tools: content analysis of user reviews
through QDA Miner and comparative analysis (qualitative approach), on the one hand, and
behavioral analysis via Google Analytics and analysis of financial indicators such as ADR ,
RevPAR , GOP , EBITDA (quantitative approach).

v The general applicability of the results is revealed mainly against the background
of the combined methodology and the fact that doctoral student Stoimenov manages to develop
the integrative nature of brand effectiveness in the hospitality industry. The inclusion of real
online reviews, comparability and the discovery of a relationship between subjective
perceptions and objective results speak of an effort to fully encompass the problem. Regarding
the analysis of the results, it should be noted the way in which the validation of the results in
the work was achieved, namely: through internal verification (comparison of data from various
sources such as online reviews, and through external verification (benchmarking of
benchmarks with an international example of Marriott International) and comparison by
financial indicators. This gives reliability to the conclusions and justifies their applicability.

v In the self-assessment made by doctoral student Stoimenov, 5 contributions are



stated, which concern 1. The development of a conceptual framework for the hotel brand, 2.
The derivation of a benchmark for an effective hotel brand in the luxury SPA segment
following the example of Marriott, 3. an algorithm for analyzing and assessing the
effectiveness of the hotel brand, 4. Developing criteria for brand effectiveness and ensuring
the possibility of methodological comparability of empirical data 4 5. a comparative analysis
of brand effectiveness, on the basis of which practical guidelines are formulated for hotel
management to improve the brand strategy, strengthen the relationship with customers and
increase financial sustainability. The stated contributions are considered relevant, practically
oriented and synchronized with modern trends in tourism. Moreover, they can be applied in

the future both at the company and regional levels.

5. Evaluation of the abstract and publications
The abstract of the dissertation "Hotel Brand Effectiveness" is structured in accordance with
academic requirements. It clearly presents the object, subject, goals, objectives, methodology
and results of the research, contains the necessary sections: general characteristics, structure
and content of the dissertation, presentation of the main results, providing a good idea of the
contribution of the dissertation.
6. Ciritical notes, questions and recommendations
The dissertation work of doctoral student Veselin Stoimenov convincingly demonstrates
that through the chosen methodology the main goal and tasks have been achieved, which
confirms the importance of the topic of hotel brand effectiveness for modern tourism and
specifically for the Bulgarian hospitality industry. Although some [limitations are found
(imbalance in the literary sources), gaps (inclusion of brand effectiveness models that do not
relate to the service sector), categorical critical remarks are not found. As a reviewer, [ would
have the following questions for the PhD candidate:
- Which of your practical recommendations for hotel brand management do you think are
most applicable to Bulgarian SPA hotels and why?
- In your research, you often use the terms “brand” and “branding.” Are there any
moments when you equate them in meaning, and if so, why do you think such an

exchange is permissible and understandable in the context of your analysis?

7. Conclusion
The dissertation is a current and in-depth study of a problem with high practical

significance for the tourism industry. The doctoral student demonstrates good skills in



combining theory and practice, an analytical approach and the ability to formulate applicable
recommendations. The dissertation of doctoral student Veselin Stoimenov is an independent
study of a scientific-applied nature, which fully meets the requirements for dissertationability
and the requirements of the Act on the Development of the Academic Staff in the Republic of
Bulgaria (ADASRB), the Regulations for the Implementation of ADASRB and the Internal
Rules for the Development of the Academic Staff at the South-West University “Neofit
Rilski”. Therefore, with conviction I declare my positive assessment of the dissertation “Hotel
Brand Effectiveness” and I propose to the esteemed scientific jury to award doctoral student
Veselin Stoimenov the educational and scientific degree “Doctor” in the field of higher
education 3. Social, economic and legal sciences, Professional direction 3.9. Tourism, doctoral

program in the specialty “Economics and Tourism Management”.

10.09.2025
Blagoevgrad

Assoc. Prof. Dr. Teodora Kiryakova-Dineva
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