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1. /lanHu 3a 1OKTOpaHTa

JlokTopanT Becesmn AHTOHOB CTOMMEHOB 1Ma 0akalaBbpCKa CTENEH 10
Cc4eTOBOACTBO M KOHTPOJI (2001-2005 1.) 1 MarucTbpcka CTEINeH Mo CYETOBOICTBO
U KOHTPOJI ¥ prHAaHCOB KOHTPOJI (2006-2008 1.) 0T YHMBEpPCHUTET 3a HAIMOHATHO
u cBeroBHO crtomaHcTBO - Codwus. Ot oktomBpu 2020 T. KbM MOMEHTa €
JOKTOPAHT [0 MKOHOMMKA M YIIpaBieHUe Ha Typusma. OT cripaBkara 3a TpyAoBa
3a€TOCT CH BIDKJIA Y€ € pabOTHII KaTO CUETOBOIUTEI, TiIaBeH cueroBoauTel, RTR
CYETOBOJMUTEN OCHOBHO B XOTEIHUEPCKHUS CEKTOp, a OT MapT 2024 r. kato
acucteHT (puHaHcoB KOoHTpoa B Xortenu Four Points by Sheraton Bansko u
Four Points by Sheraton Sunny Beach, bearapus.

2. O0001IeHN JTAHHH 32 HAYYHATA MPOXYKIUS

JucepraunoHHUAT TpyHA ce cbeToru OT 240 ctpanunu. OCHOBHUAT TEKCT
(218 ctpanunu) cbabpxka 32 Ttabmuuu, 34 durypu U S5 u300pakeHUs.
JlucepTanusita BKIIOUYBA OIII€ CIIUCHK HA TAOIUIUTE, PUTYPUTE U U300paKEeHUsITa
(4 crpaHMIM), CHOUCHK Ha HW3MOJI3BAaHUTE aOpeBUaTypu (2 CTpaHUIU) U
oubnuorpadus (16 crpanunm). CnuchbKbT ¢ HUTUPaHa JuTepaTypa odxBaia 206
U3TOYHHUKA, OT KOUTO 19 ca Ha OBJrapcku e3uk, 185 Ha aHTIMICKU €3uK, 2 Ha
PYCKH €3UK U 24 UHTEpPHET CTPAHULIH.

HampaBenara npoBepka ¢ nporpamara iThenticate Ha ¢upma Turnitin 3a
YCTAHOBSIBAHE HA CXOJICTBO W IUJIarMaTCTBO C YYXIU TPYJIOBE IOKa3Ba, 4e
IUCepPTAlMOHHUAT Tpy 1 Ha Becesmn CTOMMEHOB HMa MHJIEKC HAa CXOJICTBO CaMo
1%, KoeTo JoKa3Ba OPUTHHATHOCTTA HA U3CIIECIBAHETO.

Cuurtam, 4e TeMaTra Ha JUCEpTaIUATA € CHONYy4IuWBO u30panHa. Ts e
aKTyallHa ¥ UMa Hay4Ha U MPUJIoKHA 3HaYuMOocT. OCHOBHATa U3CJe0BaTeICKa
1eJ1 BKJIFOYBA CPABHUTEIICH aHAJIW3 HA XOTEIUEPCKU MPEAPUATHS, OTIEpUpPAIIH B



€/IMH U ChIII NTa3apeH CETMEHT U reorpad)CKu PeruoH Mo MpeABapUTEIHO H30paHu
KpUTepUu 3a omeHka Ha edexTuBHOocTTa. (OQO0EKT Ha WU3ClIEIBaHE B
JUCEePTAIMOHHUS TPY Ca XOTEIHEPCKU MPEANPUATHS, IPEAJIaraily cra yCiayru
B lOro3anagna bearapus. Ilpeamer Ha aHanu3 U OLeHKa € e(DEeKTHMBHOCTTA Ha
OpaHza, KaTo aHAJIM3BT CE OCHIIECTBSIBA BH3 OCHOBA HA TPU KIFOUOBH KPUTEPHSI:
BB3MIpHEMaHe Ha OpaHga, MOTpEOWTENCKa JIOSUTHOCT W TPEACTaBsSHE Ha
xorenuepckoTo npennpustie. CTpyKTypaTa Ha JUCEpTalMATa € JIOTUYECKU
U3rpajieHa U € IMOJYMHEHA Ha LSUIOCTHOTO pa3paboTBaHE Ha U3CJEN0BATEIICKUS
po6JieM KbM IOCTUTAHETO HeJITAa Ha U3CJIEIBAHETO.

B nbpBa rnasa Tepmunonocuven anapam 3a XOmeiacKus OpanouHne, 3a
L[eJINTE Ha U3CJIe/IBAaHE Ha XOTEJICKUS OpaH]] JOKTOpaHTa € Mpe IOk paboTHa
Ne(UHUILMS, KOSTO OTpa3siBa HeroBaTa KOMIUIEKCHA MpUpOJa KaTo XUOpuieH
na3apeH MPOJYKT, BKIIOYBAI] KAKTO OCHOBHH, TaKa W JONBJIHUTEIHU YCIYTH.
Cnopen noktopaHTta ,,€()EKTUBHOCTTa Ha XOTEJICKHUS OpaHa Moxe Ja Obie
nepuHUpaHa KaTo CTENEHTa, 10 KOSATO €IMH XOTEJICKUA OpaH] YCHEIIHO MOCTHUTa
CBOMTE CTPAaTETHYECKH LEJIH, KOUTO OCHOBHO ce (OKycupar BBPXY
yIOBJIETBOPEHOCTTa HA TOCTUTE, TSAXHATA JIOSUTHOCT, TIOJOKUTEIHN MPENOPHKU
OT yCTa Ha yCTa M KaTo pe3yNTaT — MOBHUIIEHU npuxoau*. Ta HagxBBpis caMo
¢u3nueckuss TPOAYKT (crpagata Ha XxoTela W yaoOcTBara) W oOXBalla
[SUIOCTHOTO NPEKUBABAHE M €MOLIMOHAIHATA BpPb3Ka, KOSITO TOCTUTE MMAT C
Opanzaa. B uscnensanero, eheKTUBHOCTTA HA XOTEJICKUS OpaH] ce aHalu3upaHa
IOCPEACTBOM TpPU OCHOBHHM KpuTepus. Bb3 ocHOBa Ha HampaBeHUs
TEPMHUHOJIOTMYEH Mperjie]l U 3a LHEeJIUTE Ha U3CIIeBaHe, JOKTOPaHTa Bb3MIpHeMa
pabotHa neduHUIMS 32 €(HEKTUBEH XOTEJICKH OpaH/. AHAIM3UPAT CE€ HAKOIKO
MoJieNa, Ch3laJeHH OT CHeUMaTu3upaHu OpaHAMHr KommaHuu kato Landor
Associates, Interbrand Group u Millward Brawn. Marriott International e n30pan
Karo OeHuMapKk 3a e(peKTHBHOCT Ha xoteicku Opanna. Kakrto ortGenssBa
JOKTOpaHTa TO3M M300p € MPOJUKTYBaH OT MO3WIMOHMpaHeTo Ha Marriott
International xaTo Haii-romsiMaTa XOTeJCKa BepHUra B CBETOBEH Maiiad, KOATO
JIEMOHCTpHpA MOAYEPTAHN CTPATETMUECKU YCUIIHS 1 HHBECTUIIMH, HACOYCHU KbM
MOBHIIIABaHE HA YAOBIETBOPEHOCTTA HA TOCTUTE, M3TPaKJaHE Ha KIMEHTCKa
JOSTTHOCT ¥ TIOCTUTAaHEe Ha ONTUMAIHU (PMHAHCOBH PE3YJITATH.

Brtopa raasa Memooonocuuecku 6bnpocu na Opanourea Ha XomeackKume
npeonpuamus ce pasriaexaaT BbIpocH kKaTo: Kpurepuu u nokasarenu 3a aHaJIn3
U OlLIEHKa Ha XOTelckus Opana. B aumceprauvoHHus Tpyd ca U30paHu TpH
KpUTEpHs 3a OIICHKA Ha OpaH]l €EeKTUBHOCTTA B XOTEIUEPCTBOTO — Bb3IIpUEMaHE
OT TOTPEOUTENNTE, JOSITHOCT KbM OpaHma W ¢uHAHCOB pe3ynartaT. Bceku ot
KPUTEPUUTE 3a U3MEpBa C MOJAXOJAI HabOp OT KaueCTBEHU U KOJIUYECTBEHH
nokaszarenu; Memoou u mooenu 3a anaius u oyeHka Ha xomeuckus opano. B tazu
94acT OT AUCEPTALMOHHMS TPYJ Ca MPEACTABEHU HAKOU MO-3HAYUMU MPUIIOKHU
METOJM ¥ MOJIEIH 3a OlleHKa Ha OpaHn edekrtuBHOcTTa. Criopea nucepTaHTa
MOJENBT, KOWTO B HaW-rojisiMa CTEIEH KOPECIOHAMWpa C LEeJIUTe Ha
JUcepTaluoOHHMS Tpyn, € To3u Ha /[leiBuc u lan or 2003 r. — mMoxen Ha



KOHTaKTHUSI OpaHnuHr; [Ipedcmasen e ancopumvm 3a aAHAIU3 U OYEHKA HA
xomenckus bpano. llenta Ha TO3U AJITOPUTHM € J1a MPEJOCTaBU CTPYKTypHpaHa
METOJIOJIOTUSl 32 KOJMYECTBEHAa M KadyeCTBEHa OLEHKa Ha €()EeKTUBHOCTTA Ha
XOTEJICKA OpaHja uype3 TpHU KIIOYOBH HM3MEpPEHHs — Bb3NpHemMaHe Ha OpaHpia
(Brand Perception), mnorpebutencka JnosmHOcT (Consumer Loyalty) wu
npeactaBsHe (Performance). M300pbhT Ha Te3u U3MEpEeHUs (KPUTEpPUHU) €
00yCJIOBEH OT TSAXHATa CHIIECTBEHA POJisi Mpu (HOPMHUPAHETO HA LAJIOCTHATA
CTOMHOCT M KOHKYPEHTOCIIOCOOHOCT Ha XOTelckus Opanj. B uscneaBanero
GOoKyChT € BbpXy OpaHIMHIa HA MHUKPO HMBO WU OpaHIUHT HA XOTeJHEPCKO
npeanpusitue. I3cnensanu ca Tpu BUCOKOKATETOPUMHU XOTEIU, HAMUPAIIH CE
B lOrozamanna bearapus. M3060pbT Ha Te3W XOTeNHd MPOM3THUYA OT TAXHATA
BHCOKa IICJIOTOJUIIIHA 3a€TOCT, KOSTO OCUTypsiBA 3HAUWTEIEH 00eM
MOTPEOUTEIICKU OT3UBH.

B Tpera rnaBa Hacoxku 3a nosuwasane Ha eghekmusnocmma Ha
xomenckus opanoune 6 FKJzozanaona bwreapus, wicnenBanero € (GOKyCHpPaHO
BbpPXY TpPU JIYKCO3HM XOTelna, Jiokanu3upanu B IOrozamagna bwarapus wu
npenocrassamu cna yciuyru - Katapuno CIIA Paznor, Kemnuncku I'pann Apena
bancko n Xor Copunrc Menukbn u Cna bansi. PernoHaiHOTO paBHMIIE Ha
u3cneqBaHe € u30paHoO mopaau creur@ukata Ha TYpUCTUUYECKUS MPOAYKT B
Orozananna bearapus, kpaeTro cna Typu3MBT € CHJIHO Pa3BUT W Ipeajiara
UHTEPECHU BBH3MOXKHOCTH 3a aHaiIU3 Ha OpaHj] e(heKTUBHOCTTA B KOHKYPEHTHA
cpena. M3cnenBaneTro uMma 3a 1€l Ja HalpaBd CPAaBHUTENEH aHalu3 Ha
edekTUBHOCTTA Ha TpH XoTtencku Opanaa — Karapuno CIIA, Kemnuncku ['pana
Apena u Xot Cnpunrc Meauksi u CITA.

3a noBumaBaHe eheKTUBHOCTTA Ha XoTeickus Opanaunr B KOrozamanna
bearapus oOT ChIIECTBEHO 3HAYEHHE € pa3padOTBAHETO HA CHJIEH MECTEH
TypUCTUYECKH OpaHj, KOETO Ja OOEAMHHM 3aWHTEPECOBAHUTE CTPAHM M JAa
MO3ULIMOHUPA PETMOHA KaTo MpUBJIEKaTeIHa AeCcTUHAIMA. BaxkHo e xoTenuTe aa
ce CTpeMsAT KbM JudepeHImanus, KaTo MpeajaraT YHUKAJIHU YCIYTH H
NPEKUBSIBAHUSI, KOUTO TM OTJIMYABaT OT KOHKypeHTUTe. HeoOxomumo € chlo
Taka yBeJIM4aBaHE Ha MHBECTUIIMUTE B MAPKETUHT U peKjiamMa, KaTo IUTUTATHUST
MapKETUHT U COLIMAITHUTE MEMU MOTAT Jla UTPasT KJI0UYOBa POJIsl B JOCTUTAHETO
710 LIeJieBaTa ayAuTOPHSL.

TexcTbT € 00OraTeH M Croay4inBoO oHarjieneH ¢ 34 ¢urypu, 32 tabauim
U 5 n300pakeHusi KOUTO CIIOCOOCTBAT 3a JIECHOTO MYy Bb3IIpPMEMaHe U BHUKBaHE
B CHIIHOCTTA Ha MU3CJIEABAHETO.

Ot nmpeacTaBeHaTa crpaBka € BUJIHO, Y€ TO0KTopaHT Becesnn CTouMeHoOB
€ U3IOBJIHWI MUHHUMAJIHUTE HW3UCKBAHUS HA HAIMOHAIHUTE HAyKOMETPHYHH
MOKa3aTeau ¢ MyOJUKyBaHETO Ha 4 CTaTHM IO TeMaTa Ha JUCEPTALMOHHUS TPY
B aBTOPUTETHU HAYUHU W3JIAHUS U €UH [IUTAT B UHACKCUPAHU MEXKTyHAPOIHU
CIIUCAHUS.

Aemopeghepamvbm OTroBaps Ha ChIIbPKAHUETO HA TUCEPTALUOHHUS TPY
U OTpa3siBa MOCTUTHATUTE pe3yJTatu. Toll € H3roTBEH B CHOTBETCTBUE C



M3MCKBAHMSATA Ha 3aKOHA 3a Pa3BUTHE HA aKaJeMHUYHHUSA ChCTaB Ha PemyOmmka
bbirapus v nmpaBUIIHMKA 3a HETOBOTO MPUJIOKEHUE.

3. Hayuynu npuHocH

[IpuemaMm  HayuyHuTe TNpPUHOCH  (OPMYJIUPAHHM OT  JOKTOPAHTA.
[IpakTHueckn OT pellaBaHEe Ha HW3CIEIOBATEICKUTE 3aJayd ca W3BEIEHU U
IIPUHOCHHU €JIIEMEHTH OT H3CJIeBaHETO. Bb3 OCHOBa Ha pE3ynTaTUTe OT
u3ciieBaHeTo, 3a Bceku ot xorenure — Karapuno CIIA, Kemnuncku ['pana
Apena u Xot Cnpunrc Meaukbn u Cna, e HanpaBeH SWOT ananu3, KOHTO
IOpeCTaBsl CTPYKTypHpaHa pamKa 3a pa30upaHe Ha TEKYIIOTO ChCTOSIHME Ha
XOTEJCKHUS OpaHJ M CIyXH KaTo OCHOBa 3a (opMyJiMpaHe Ha NPErnopbKHU 3a
o1I00psiBaHe Ha TAXHATA €(PEKTUBHOCT U KOHKYPEHTOCIIOCOOHOCT. Pesynrarure
OT M3CJIEBAHETO ca IMOJIE3eH pecypc 3a pa3OupaHe U ONTHUMH3UpPAHE Ha
edeKTUBHOCTTA Ha OpaH/a B XOTENHEpPCKaTa HHIyCTPUS, C OCOOEH aKIIEHT BbPXY
CIIA xorenure B FOro3zanaana bearapusi.

3akiioueHune

B 3akmrouenuwe, cuuTtam, 4e pa3pabOTEHUAT AMCEPTALHUOHEH TPy,
IpEeICTaBeH 3a MyOJIMYHA 3al[UTa, UMa 3aBbpLIEH BUA. Upe3 Hero JOKTOPAHTHT
Beceaun CTOMMEHOB JEMOHCTPUpPA YMEHUS U KOMIIETEHTHOCTH 3a MPOBEXKAaHE
HA CaMOCTOSTEIHO HAy4YHO NPOy4YBaHE M apryMEHTHpaHE Ha CBOHU
U3CIIE0BATEIICKM TE3U, KOETO TOKa3Ba 4ye MpUTEkaBa BCUUYKU HEOOXOAUMHU
KauecTBa, HY)KHU Ha €IMH MJIaJl U MEpCHEKTHBEH u3cienonaten. CmazeHu ca
BCUYKH M3UCKBAHUS 10 MpoIleaypaTa 3a myOauyHa 3ammra.

KauecTBOTO Ha nHMcepTAIlMOHHUA TPYA, NOCTUTHATHTE Pe3yJTATH U
NPUHOCH, KAKTO ¥ Bb3MOKHOCTHTE 32 TAXHOTO NPAKTHYECKO NPHUJIOKEHHeE,
Ca CepMO3HU APTyYMEHTH /12 MOJAKPeNsi KATErOPUYHO MOJIOKUTEHA OIleHKA
(IA) OTHOCHO NPHUCHAKIAHETO HA o00pa3oBaTeHATA W HAyY4YHA CTeleH
»10KTOP” Ha NoKTOpaHT Becesmn AHTOHOB CTomMeHoB, Ilpodecuonanno
HanpasJienue 3.9.Typuzbm. o0Jsiact Ha Buclie o0pa3oBanue 3. CouuaJiHm,
CTONAHCKHU M MPABHU HAYKMU.

Benuko TepHOBO YiieH Ha HAYYHOTO KYPH
10.09.2025 r. npo@. n1-p UBan Mapkos
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1. Information about the doctoral student

Doctoral student Veselin Antonov Stoimenov holds a Bachelor's degree in
Accounting and Control (2001-2005) and a Master's degree in Accounting and
Control and Financial Control (2006-2008) from the University of National and
World Economy - Sofia. Since October 2020, he has been a doctoral student in
Economics and Tourism Management. His employment record shows that
Veselin has worked as an accountant, chief accountant, and RTR accountant.
primarily in the hotel sector. Since March 2024, he has held the position of
Financial Control Assistant at the Four Points by Sheraton Bansko and Four
Points by Sheraton Sunny Beach hotels in Bulgaria.

2. Summary of scientific output

The dissertation consists of 240 pages. The main text (218 pages) contains
32 tables, 34 figures, and 5 images. The dissertation also includes a list of tables,
figures, and images (4 pages), a list of abbreviations used (2 pages), and a
bibliography (16 pages). The list of cited literature includes 206 sources, of which
19 are in Bulgarian, 185 in English, 2 in Russian, and 24 are websites.

A check carried out using Turnitin's iThenticate software to detect
similarities and plagiarism with other works shows that Veselin Stoimenov's
dissertation has a similarity index of only 1%, which proves the originality of the
research.



I believe that the topic of the dissertation has been well chosen. It is
relevant and has scientific and practical significance. The main research objective
includes a comparative analysis of hotel businesses operating in the same market
segment and geographical region according to pre-selected criteria for evaluating
effectiveness. The object of the dissertation is hotel businesses offering spa
services in southwestern Bulgaria. The subject of analysis and evaluation is brand
effectiveness, with the analysis based on three key criteria: brand perception,
consumer loyalty, and hotel business performance. The structure of the
dissertation is logically constructed and is subordinate to the overall development
of the research problem in order to achieve the research objective.

In the first chapter, Hotel Branding Terminology, for the purposes of
researching the hotel brand, the doctoral student has proposed a working
definition that reflects its complex nature as a hybrid market product, including
both core and supplementary services in hospitality. According to the doctoral
student, "the effectiveness of a hotel brand can be defined as the degree to which
a hotel brand successfully achieves its strategic goals, which mainly focus on
guest satisfaction, their loyalty, positive word-of-mouth recommendations, and,
as a result, increased revenue". It goes beyond the physical product (the hotel
building and amenities) and encompasses the overall experience and emotional
connection that guests have with the brand. In the study, hotel brand effectiveness
1s analyzed using three main criteria. Based on the terminological review and for
the purposes of the study, the doctoral student adopts a working definition of an
effective hotel brand. Several models created by specialized branding companies
such as Landor Associates, Interbrand Group, and Millward Brawn are analyzed.
Marriott International was selected as the benchmark for hotel brand
effectiveness. As the doctoral student notes, this choice is dictated by Marriott
International's positioning as the largest hotel chain in the world, which
demonstrates significant strategic efforts and investments aimed at increasing
guest satisfaction, building customer loyalty, and achieving optimal financial
results.

Chapter Two Methodological Issues in Hotel Branding examines issues
such as: Criteria and indicators for analyzing and evaluating hotel brands. The
dissertation research employs three criteria for evaluating brand effectiveness in
the hotel industry: consumer perception, brand loyalty, and financial results. Each
of the criteria is measured using an appropriate set of qualitative and quantitative
indicators; Methods and models for analyzing and evaluating hotel brands — this
part of the dissertation presents some of the more significant applied methods and
models for evaluating brand effectiveness. According to the author, the model that
best corresponds to the dissertation objectives is that of Davis and Dunn from
2003 — the Contact Branding Model; An algorithm for analyzing and evaluating
hotel brands is presented. The purpose 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 choice of these dimensions (criteria) is determined by their
essential role in shaping the overall hotel brand value and competitiveness. The
study focuses on the micro-level branding or hotel enterprise branding. Three
high-end hotels located in southwestern Bulgaria were studied. These hotels were
selected because of their high year-round occupancy, which provides a significant
volume of consumer feedback.

In the third chapter, Guidelines for Improving Hotel Branding
Effectiveness in Southwestern Bulgaria, 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 chosen 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. The study aims to make a comparative analysis of the effectiveness
of three hotel brands - Katarino SPA, Kempinski Grand Arena and Hot Springs
Medical and Spa.

In order to increase the effectiveness of hotel branding in southwestern
Bulgaria, it is essential that a strong local tourism brand be developed, which
unites stakeholders and positions the region as an attractive destination. It is
important for hotels to strive for differentiation by offering unique services and
experiences that set them apart from their competitors. Moreover, they should
boost investment in marketing and advertising, with digital marketing and social
media playing a key role in reaching the target audience.

The text 1s enriched and aptly illustrated with 34 figures, 32 tables, and 5
images, which facilitate its easy comprehension and insight into the essence of the
study.

The deposited report shows that doctoral student Veselin Stoimenov has
met the minimum requirements of the national scientometric indicators by
publishing four articles on the topic of his dissertation in authoritative scientific
journals and having received one citation in an indexed international journal.

The dissertation abstract corresponds to the content of the doctoral thesis
and reflects the results achieved. It has been prepared in accordance with the
requirements of the Law on the Development of Academic Staff in the Republic
of Bulgaria and the Regulations for its application.

3. Scientific contributions

I accept the scientific contributions formulated by the doctoral student.
Practical contributions from the research have been derived from the solution of
the research tasks. Based on the research results, a SWOT analysis has been
developed for each of the hotels — Katarino SPA, Kempinski Grand Arena, and
Hot Springs Medical and Spa, which provides a structured framework for



understanding the current state of the hotel brand and serves as a basis for
formulating recommendations for improving their effectiveness and
competitiveness. The results of the study provide a useful resource for
understanding and optimizing brand effectiveness in the hotel industry, with a
particular focus on spa hotels in southwestern Bulgaria.

Conclusion

In conclusion, I believe that the dissertation presented for public defense is
complete. Through this work, doctoral student Veselin Stoimenov demonstrates
the skills and competencies required to conduct independent scientific research
and to substantiate his own research theses, which shows that he possesses all the
necessary qualities required of a young and promising researcher. All
requirements of the public defense procedure have been met.

The quality of the dissertation, the results and contributions achieved,
as well as the possibilities for their practical application, are serious
arguments in favor of a categorically positive assessment (YES) regarding
the award of the educational and scientific degree of Doctor to Veselin
Antonov Stoimenov, Professional Field 3.9. Tourism, Area of Higher
Education 3. Social, Economic, and Legal Sciences.

Veliko Tarnovo Member of the Scientific Jury
10.09.2025 Prof. Dr. Ivan Markov
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