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I. OBIIA XAPAKTEPUCTUKA HA JMCEPTALHIMOHHUA TPY ]

JlucepTanMOHHUAT TPy € B 00eM 220 cTaHAapTHU CTPAaHUIIU, KOMIIOTHPHO HaOpaH
TEKCT, KaTO CHIIUSAT € CTPYKTYpUPaH B YBOJ, TPU TJIaBH, 3aKJII0YCHIE, M30JI3BaHa JTUTEpaTypa
u npuioxkenusi. OCHOBHUSIT TEKCT Ha IMcepTaiusTa € B ooeM ot 185 ctp., a bubnuorpadckara
CIIpaBKa € pecneKTUBHO B obeM 18 cTp., kato 57 oT uH(POpPMALMOHHUTE U3TOYHULIH Ca Ha
Kupuiaua (OpJIrapcku e3uk), 236 Ha anriauicku e3uk. [IpeoOnagapammsT Opoil IuTepaTypHu
1 MH(GOPMALMOHHYU U3TOYHUIIM CA OCHOBHO Ha aHTJIMHCKHU €3UK, C L€ IPOyYBaHE BOACUIUTE
MEXIyHapOJAHU HAy4yHU pPa3pabOTKM, MMAIld OTHOUIEHHE KBbM TeMara Ha AucepTarusira.
W3cnensaneto BritouBa 45 ¢urypu u 7 Tabauiy B uznoxennero. O0eMbT Ha MPUIIOKEHUSTA
—2 Ha Opoii, e 15 cTpaHMLIM ¥ BKJIIOYBA U3IOI3BAHUTE AaHKETHU KapTH Ha aHTJIMICKU U UBPUT

34 IPOBCACHUTEC IPOYyUYBAHUA.



YBoa

B nauvanoto Ha XXI BeKk TypusMbT € €IUH OT BOJECIIMTE CEKTOPH B COLMAIHO-
WKOHOMHUYECKATa, KyJITypHaTa M MOJMTUYECKATa IEWHOCT Ha MHOTrO JabpxaBu. B Hero ca
MpEIJICTEHH W WMHTEPECHTE Ha MHOTO JPYrd HWKOHOMHYECKH CEKTOpU — TPaHCIOPT,
PECTOPaHTHOPCTBO, XOTEIUEPCTBO, TYPOIEPATOPCKA ACHHOCT, MApKETHUT U T.H. CHIIECTBEHO
€ M MSICTOTO MY B MEXXIYHApPOJHUTE OTHOIICHUS — €KErolHO Haja | MuiInap/ OT HaceleHUEeTo
Ha CBETa IMOCEIaBa YyXXIW CTpaHU C TYpUCTHYECKa IeJ. bhirapus cbllo € AeCTUHAINS,
MpEeanoYnTaHa OT MHOTO TYPUCTH, HO HAITMOHAJIHATA TYPUCTUYECKA aIMUHUCTPALIMS 3HAe, Ue
B CHBPEMEHHHS CBSIT, OCJIsI3aH OT ri100amu3aius, TMriTaau3aius 1 HapacTBala KOHKYPEHITHs,
e(eKTUBHOTO MO3UIIMOHHUPAHE Ce MIPEBPBIIA B KPUTUUCH (PAKTOP 32 YCTOMUMBOTO i pa3BUTHE.
ToBa mopaxaa u yOSKIEHHUETO, Y€ CTpaHaTa MMa MOTEHI[Mala Ja YTBBPIU CBOS YHUKAJICH
TYpUCTUUYECKU OpaH], KOMTO Ie U MO3BONH Aa ObJe KOHKYpEHTOCHOCcOoOHAa, yCTOHYMBa H
MpeanoYrTaHa JECTHHAIKS U B Ch3HAHUETO HA U3PACIICKUTE TYPUCTH.

3a nectuHanuu kato bearapus eheKTHBHOTO MO3UITMOHUPAHE Ha CTICTN (DU IHU Ta3apu
€ KJTF0UOBa MPEANOCTaBKa 3a MOBUIIIABaHE HA Pa3M03HABAEMOCTTa, IMOJ00PsBaHE HA UMHKA U
yBeJIMUaBaHE HA Ma3apHUsl Jsl.

AKTYaJHOCTTAa Ha HACTOSIIOTO M3CIEABaHE ce€ 00yCiIaBs KaKTO OT OTChCTBHUETO Ha
HAay4YHO pa3paboTeH M eMIMPUYHO BaJTUIMpPaAH MOJET 3a MO3UIMOHHpaHe Ha bwarapus na
W3PACTICKHUsSl TYPUCTUYECKH Ia3ap, Taka W OT CBBKYMHOCTTAa OT JIWHAMHYHHU (HaKTOPH,
(dopMupamm chBpeMeHHATa MEXKIYHApOJIHA W TasapHa cpena. Pa3paboTBaHeTo Ha Mojed,
KOWTO ChU€TaBa TEOPETUYHHM KOHILEMIIUM 3a Ta3apHO MO3UIMOHUpPAHE, KYJITYpHO-
HCTOPUYECKUTE BPB3KKM MexAy bwirapus u M3paen, cneuudukute Ha MOTPEOUTENCKOTO
MOBEJICHUE Ha M3PACIICKUTE TYPUCTH U CTPATETHYECKH MAPKETUHTOBU MOJIXOAH, € 0COOEHO
HaJIeKallo B YCIOBUSATA HA CIEANMAHJAEMUYHA TpaHCPOpMAIHs, JUTHTATU3ANHUS U OBpP30
MPOMEHSIIH C€ TYPUCTUUECKH HarjaacHu.

JlombIHUTEIHA aKTyaTHOCT TpHUJIaBa M BJIOIIEHATA MEXIyHapOoJHa TMOJUTHYECKA
oOcTaHOBKa cnel chOuTHATa OT OKTOMBpU 2023 T., KOSTO € CHIIBTCTBAHA OT 3acCHJIBAHE Ha
aHTUH3paeliCKaTa PETOPUKa M HapaCTBAIIM MTPOSBA HA AHTUCEMUTH3BM B PEIUIIA JICCTUHAIUH.
B TO3uM KOHTEKCT, CUTYpHOCTTa U COLIMAJHATa MPUEMCTBEHOCT C€ NMPEBPBINAT BBHB BOACIIU
KpPUTEPUH TTPY N300pa HAa TYPUCTHUUYECKA IECTUHAINS OT U3PACIICKUTE TYPUCTH. brarapus, cbe
CBOSITa UCTOPUYECKA CBBP3aHOCT C €BpelickaTa OOIIHOCT U YCTOWYUB UMUK Ha MPUSTEICKA
HacTpoeHa 1 0e30IacHa cTpaHa MMa CTPATEruuecKo MPeAMMCTBO B YCHIIHSATA 3a I[€JICHACOYEHO

MO3UI[MOHHUPAHE.



[lopanu TOBa ce OTKpuMBa HEOOXOIMMOCT OT Ch3[aBaHE Ha AJEKBATEH, HAYYHO
apryMEeHTHPAaH U MPUJIOKUM B MpaKTUKaTa MOJIEN 3a MO3UIMOHUpaHE TPOU3THYA HE CAMO OT
TCOPECTUUCH I[e(bI/IIII/IT, a U OT KOHKPECTHUTC I'CONMOJIMTHYCCKU U KYJITYPHU PCATTHOCTU, KOUTO
BIIMSIAT BBPXY MOTHBALlMATa M OUYAKBAHUSATA HAa CBBPEMEHHUTE W3PACICKU TYPHUCTH.
Pa3paboTBaHeTo Ha TaKbB MOJEI 11I€ YKPENU KOHKYPEHTHATa MO3ULIUS U YBEINYH a3apHUAT
151 Ha bbarapus Ha TO3M BUCOKO IJIATEKOCIIOCOOEH U CTPATernYeCKU 3HAUMM Ia3ap.

3HAYMMOCTTA Ha M3CIIEABAHETO CE M3pa3siBa B HETOBUSI IBOCH IIPUHOC: TEOPETHYEH U
npuioxeH. Ha TeopeTnyHO paBHHUINE, IMCEPTALMOHHUSAT TPYA JOMPUHACA 32 oOoraTsBaHe Ha
HAy4YHOTO 3HAHHUC B oOiacrra Ha JCCTUHAIMOHHHA MAPKCTUHI, TYypHUCTUYCCKATA
KOHKYPEHTOCIIOCOOHOCT U CTPAaTeTMUYecKOTO TMJIaHupaHe upe3 (opMmynupaHe Ha MOJEI,
cb00pa3eH ¢ eMITMPUIHUTE PEATHOCTH Ha eAWH crienududeH ma3ap. Ha npuioHo paBHHUIIE,
TS TpeJjiara MHCTPYMEHTAPUYM 32 B3eMaHE Ha pElIeHUs] OT WHCTUTYIUH, TYPOIIepaTOpH H
IpyTH 3aUHTEPECOBAHU CTPAHM, AHTAXKHUPAHU C PA3BUTHETO HA TYPUCTUUYECKUSI CEKTOp B
bovarapus.

MN3caenoBaresicka Te3a: [losunumonupanero Ha bbirapuss Ha H3paeicKus
TYPUCTUUYECKH MMa3ap MOxe Ja ObJie MOCTUTHATO Uype3 pa3padoTBaHe HA MHTETPUPAH MOJIEI 32
CTpaTeru4ecKko IO3UIIMOHUPaHE, KOMTO o00equHsABa ACWCTBUS IO MOMYJsApU3UpaHEe Ha
KYJITypHO-UCTOPHYECKUTE PECYypCH, NIPHUPONHUTE OOraTcTBa, CUTYPHOCTTa H I[€HOBaTa
KOHKYPEHTOCIIOCOOHOCT, KaTo OTYHMTa crenudukara Ha TOTPEOMTEICKOTO IOBEICHHE Ha
M3PAEICKUTE TYPUCTH U 0OCOOEHOCTUTE Ha MEKyHapOIHATA CPeia.

Cb3naBaHeTo Ha TakbB MPOAKTHBEH MOJIEN HE caMO HaArpaXkia yCTaHOBEHUTE
TEOPETUYHHU KOHIICTIINU U ChoOpa3siBa crenu@ukara Ha MOTPEOUTEICKOTO MOBEACHUE Ha
M3PACIICKUTE TYPUCTH, HO U OTYMUTA aKTyaJlHaTa MEXAyHapoIHa MOJIMTHYECKa 00CTaHOBKA,
Oens3aHa OT TEONMOJIMTHYECKO HANPEKEHWE M 3aCHJIEHH PUCKOBE 3a CUTYpPHOCTTa 3a
M3pACNICKUTE TypucTh. B TO3M KOHTEKCT bbirapus ce MO3MIMOHHpPA KaTO CTaOWIIHA,
ToJIepaHTHa U Oe30IacHa JecTUHAIUs, ClIOCOOHA 1a OTTOBOPH Ha KJIIOYOBHUTE OYAaKBaHUS Ha
M3PACIICKUTE TYPUCTH.

OO0ekT Ha U3CIeABaHETO ca MPOLIECUTE, MEXAaHU3MHUTE U CTPATETMUTE 3a Ia3apHO
MO3UIIMOHUPAHE Ha TYPUCTUUECKUTE IECTUHAITNH, C POKYC BBPXY B3aUMOACHCTBUETO MEXKITY
61>J1rapc1<1/1$[ PCUCIITUBEH U H3PACICKUA CMHUTUBCH TYPUCTHYCCKHU I1a3ap, pPasrjacxKIaHu B
KOHTEKCTa Ha TeOpHUATa 3a MO3UI[MOHUPAHE, KOHKYPEHTHUTE MPEIUMCTBA U MMOBEICHYECKUTE
XapaKTepUCTUKU Ha TOTPEOUTENUTE.

IIpeameTr Ha W3CIEABAHETO € CHCTEMAara OT TEOPETUYHU KOHIICTIUH, CTPATETUH U

CEMITMPUYHU HHAWNKATOPH 3a OICHKA U YCBBBPIICHCTBAHEC HA MMO3UITUOHUPAHETO Ha B’I)J'Il"apI/ISI
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KaTo TYpUCTHUYECKA JECTHHAIMS Ha W3PACNICKUs Ma3ap, BKIOYUTEITHO CHOPaHUTE MbPBUYHI
JaHHU, CPAaBHUTEIIHUS aHAN3 C KOHKYPEHTHH JISCTUHAIIMKM M pa3paboTBaHETO Ha MOJEIN 3a
CTpaTeru4ecKo MO3UIIMOHUPAHE.

M3cinenoBaresickusiT NpodJjeM ce OCHOBaBa Ha YCTaHOBEHO OTCHCTBHE Ha
WHTETPUPaH, HAy9HO aprTyMEHTHPAH M EMITUPUYHO BAIW AUPaH Moien 3a MO3UIHOHNpaHe Ha
bbarapust Ha U3paeiCcKus TYpUCTHUYECKH ma3ap. ToBa Boau 10 (parMeHTHpaHO IIaHUPaHe |
HUCKa eEeKTUBHOCT Ha MapKeTHHToBUTE ycrinsa. ChIIECTBYBa HyXJIa OT pa3paboTBaHE Ha
L[eJIeHacOYeHa KOHIICTIIMS, ChUeTaBallla TEOPETUYHA JIOTMKA W TMPAKTUYECKU HapaMeTpH,
ChOOpa3eHu ChC crienuduKkara Ha TBPCEHETO.

IeaTa Ha qucepTallMOHHMS TPYA € Ja ce pa3paboTu HaydHO 0OOCHOBaH Mojen 3a
CTpaTeruvyecko MO3MIMOHMpPaHe Ha Bbiarapus karo TypucTudecka NECTHUHALMS U TOH Oa ce
MIPHJIOXKH 32 U3pAEJICKUS 1masap.

3amaum:

1. Ha ce wuIeHTHQUIHUPAT KIIOUYOBUTE (AKTOPH, KOHUTO  OIPEIEIsAT
KOHKYPEHTOCITOCOOHOCTTA Ha AECTUHAIUATA;

2. Jla ce mpoBeae EMIUPHUYHO M3CIEABAaHE Cpel HM3pAaeiCKd TYpPUCTU U
TYpOIEepaTopu;

3. Jla ce xKOHCTpyupa MOJeN 3a MO3MIIMOHHMpaHe Ha bbiarapus Ha u3paenckus
TYPHUCTHYECKH Ta3ap;

4. Jla ce ¢opmynupar TpernopbKd KbM NyOIMYHUS M YaCTHHUS CEKTOp 3a
MOBHINIABaHE Ha €PEKTUBHOCTTA HA TO3UIIHOHUPAHETO.

MeTonos0orusita Ha M3CJ€IBAHETO CTHIIBA BBPXY HHTETPUPAH MOAXOJ, KOHTO
ChYETaBa TCOPETHUYCH aHAJIN3 U EMITUPUYHHU TpoyuBaHus. [IpuiioykeHn ca pa3nuyHu METOAU —
oubmuorpadcka €BpHCTHKA W TIperiiel Ha Hay4yHara JHMTEeparypa 3a H3rpaxIaHe Ha
KOHIENTyaJHaTa paMKa; CpPaBHUTEJIEH aHalW3 Ha IEHOBaTa KOHKYPEHTOCIIOCOOHOCT Ha
Beirapus; oHNAaliH aHKETHU TPOYYBAHMS CpPEJ HW3PACICKH TYpUCTH M TYpOIlepaTopu 3a
u3cieBaHe Ha BB3NPUATHUATA U MOTPEOUTEICKOTO MOBEICHHUE; aBTOETHOrpa(CKU MOIX0A U
MPEKU MHTEPBIOTA 3a 3aIbJI00YaBaHE Ha KAYECTBEHUTE OIICHKH; KaKTO M CTAaTHCTUYECKU
TEXHUKH 3a 00paboTka W BH3yalM3MpaHE Ha JaHHUTE. MeTojonoruueckara paMmka Ha
aBTOCTHOTpadCKHsl TMOAXO0J B HACTOSIIOTO M3CIEIBAaHE CE€ CBhCTOM B CHCTEMATHYHO
WHTErpUpaHe Ha IMYHUS ONUT Ha U3CIIeI0BaTeNsl C OOEKTUBHU JAHHU OT aHKETHU IIPOYYBAHUS,
CTaTHCTUYECKH MHJEKCH M CPaBHUTENICH aHaiu3. JIMuHWTE HAOMIOAEHUS ce M3IOJI3BAaT 3a
(bopmynrpaHe Ha BKJIIOYSHA MHTEPIIPETAIIMS U Ca IMOJI0KEHH Ha IMTPOBEPKa Upe3 KOJTMIECTBEHH

U Ka4CCTBCHHM IaHHHU, KAaTO IIO TO3M HAYMH CC OCUTYpPsSABA KAKTO KOHTCKCTyajlHA, TaKa MU
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eMIMpHYHa BaIuAHOCT. M30paHaTa MeTo10J10TUsl OCUTYpsiBa HaAy4Ha HAIEXKAHOCT, BAJIUIHOCT
U BB3MOXKHOCT 3a (opMynHpaHe Ha TPAKTUYECKU MPUIIOKHUM MOJENI 3a CTPaTEerH4ecKo
MO3UMLIMOHMPaHE Ha bbarapus Ha n3paenckus TypUCTHUECKH I1azap

OrpanuyeHusi Ha wuscjaeaABaHero. ['eorpadcku, M3CIEIBAHETO € OTPAHUYECHO JI0
nmazapHata oc bearapus — M3paen, Thil kKaro QOKYChT € MOCTaBEH BBPXY EAHOCTPAHHOTO
MO3UILIMOHUPaHEe Ha bbarapust Ha U3paescKus TYPUCTHYECKH Tazap. X pOHOJIOTHYHUAT 00XBar
BKJItouBa nepuoga 2015-2025 r., ¢cbC cnenualieH akieHT BBPXY KYJITYPHO-UCTOPUYECKUTE
BpB3KH MeXAy bbarapus u M3paen u BbpXy YHUKAITHUS aKT Ha CIIACSABAHETO HA OBITAPCKUTE
eBper 1o BpeMe Ha XosokocTa. OrpaHHuYeHHUs] MPOU3THYAT U OT crenudukara Ha
U3M0JI3BAHUTE METOM.

NHcTpymMeHTapuyM Ha M3CIEIBAHETO. 3a IMOCTUTAaHETO Ha 3asBEHUTE LEIH Ce
M3I0JI3BAT PA3IUYHU HAYyYHU METOIM, ChOOPa3eH! ¢ TeMara Ha HAyYHOTO M3CJeBaHe, KaKTO
Y Ha IPEBUICHUTE 3a peliaBaHe 3a1a4uu. V3cienBanero npuiara MHTepIUCIUILTMHEH OAXO,
ChUETaBalll TEOPETUUEH U MPUIIOKEH aHANIM3. IHCTpyMeHTapuyMbT BKIIIOUBA:

* Mperyie]] Ha HayyHaTa JIUTepaTypa U ChbBPEMEHHHUTE MapaJurMy B J€CTUHALMOHHUTE
TEOpUHU Ha TypU3Ma;

* cpaBHUTeNEH (I[EHOBM) aHalIM3 Ha KOHKypeHTHU naectuHauuu (I'spuus, Typrus,
Pymbuus, Uspaen);

* OHJIAIH aHKETHU MPOYYBAHUS CPEJl U3PACIICKH TYPUCTH U TypOIEpaTopu;

* aBTOETHOTpa(CKH MOJIXO U MPEKU HHTEPBIOTA

* aHKETEH MEeTOJ| — AECKPUNITUBHA CTAaTUCTHUKA

* BHU3yaJIH3UpaHE HA PE3yJITATUTE Upe3 IpaduKu U TaOIUIH;

* H3rpa)kIaHe Ha TEOPETUYHO-TIPAKTUUECKU Moien 3a MO3UIIMOHUPAHE.

Hayyna HoBocT M moJse3Hoct. HayuHara HOBOCT Ha JUCEpTAllMOHHMS TPyA C€
u3passiBa B pa3pabOTBAaHETO Ha MbPBUS MHTETPUPAH MOJIEI 32 CTPATETMUECKO MMO3UIIMOHU paHe
Ha bbiarapus Ha HM3paenckus TYPUCTHMYECKH Ias3ap, KOHNTO chyeTaBa CUT'YpPHOCT, II€HOBA
KOHKYPEHTOCIIOCOOHOCT, KYITYPHO-UCTOPUUYECKHM U TPUPOAHM PECypcH, KaTo OTYUTa
cnenu@uKuTe Ha MOTPEOUTEICKOTO MOBEACHUE HA W3PACICKUTE TYPUCTH. 3a I'BPBU IBT B
ObIrapckarta akaJieMUyHa JJUTepaTypa TeMara 3a MO3UIHOHUPaHeTo Ha brarapus B KOHTEKCTa
Ha M3paen e o0ocHOBaHa €JHOBPEMEHHO Ype3 aBTOETHOTpPa)CKU MOJXOMA, KOJIUYECTBEHU
AQHKETHM U3CJIEABAaHUS U CPAaBHUTEIIEH LICHOBY aHAJIN3 CbC ChbCEHU KOHKYPEHTHH IECTUHALIH.
[TonesHoctra Ha U3CIEBAHETO € JBYIOCOYHA — TEOpEeTUYHa U mpuiiokHa. OT eqHa cTpaHa,
TPYAbT JONpPHUHACS 3a PA3BUTUETO HA JECTUHAIIMOHHUSA MAapKeTHHI, KaTo HaArpaxnja

CBIIECTBYBAIIMTE KOHUENUHWU TOo3uIHOHUpaHe. OT apyra, TOW mpeiara NpPaKTUYECKU
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MPHJIOKUM WHCTPYMEHTAPHYM 32 MHCTUTYLHMHUTE U OM3HEca B TypH3Ma, KOHTO MOAIIOMAara
B3E€MAaHETO Ha CTPATErMYeCKU PellIeHUs, HACOUEHU KbM MOBUIIIABaHE HA Pa3l03HAaBAEMOCTTa,
KOHKYPEHTOCIIOCOOHOCTTa M YCTOMYMBOTO pa3BUTHME Ha bbiarapus karo npuBieKaTesHa
JIECTUHAIIMS 32 U3PACIICKUTE TYPUCTH. IMEHHO Te31 MpakTUYEeCKU U3MEpeHUsl Ha pa3paboTKaTa
OIpCACIIAT U HeWHaTa MMPUITOKUMOCT.

[Ipuno:xkumocT Ha u3ciaeIBaHeTo. PesynraTuTe OT HACTOSALIOTO AMCEPTAI[MOHHO
u3cieaBaHe mpeanosiaraT NPUIOKHUMOCT B HSKOJKO HampaBieHus. IIvpBo ce mnpeanara
BapUaHT 3a IJIaHUPAHE U YIIpaBJICHUE Ha MAPKETUHTOBH JEHHOCTH OT CTpaHa Ha MyOIUYHUTE
BJIaCTH U PECTUOHAIHHUTC TYPUCTUYCCKU OpraHU3aluun. BTOpO, HU3BOJUTC U MPCIOPBKUTE Ca
JTUPEKTHO TMPUIIOKUMU OT YaCTHHU TYPUCTHYECKH OMEpaTOpH, XOTeNUepH U MapKETHHTOBH
KOHCYJITaHTH, KOUTO TapreTupar uspaeickus nazap. Tpero, pazpaborenust Mozaen Moxe na
Obae TpaHchepupaH KbM APYTH MMa3apu C OMU3KH TMOBEICHYECKH XaAPaKTEPUCTHKU, KAToO
Hampumep Te3u oT LlenTpanna u M3zrouna EBpomna miam aHTI0€3MYHU €BPEHCKU OOITHOCTH.
UeTBBPTO, HM3CIEIBAHETO MMa OOpa3oBaTelHa CTOMHOCT — KAaTO OCHOBA 3a AaKaJeMUYHH
KypcOBE IO MAapKeTHUHI Ha JEeCTUHAIIMU, MEXIYHApOJeH TYypU3bM U CTPaTErH4ecKo
MO3UITUOHUPAHC. 4! Hakpast, TpyaAbT MOXKC Oa CIIYKH KAaTO OCHOBA 3a IMO-HATATBhIIHW HAYYHU
pazpaboTku B cdepara Ha KOHKYPEHTOCHOCOOHOCTTAa W YCTOMYMBOTO pa3BUTHE Ha
TYPUCTUUYCCKUTC NCCTHUHAIIUU.

N3Tounnum ¥ MH(POPMAITMOHHO OCUTYPsSIBaHe

NH}popMalimOHHOTO OCHUTypsIBaHE Ha JUCEPTALMOHHUSA TPy € H3rPaJCHO BBPXY
KOMOMHAIUsI OT IBPBUYHU U BTOPUYHU HM3TOUHMIIM, KOMUTO OCHTYpSIBAT HeoOXoaumara
eMITMpPUYHA ¥ TEOPETHYHA 0a3a 3a U3CIIeBAHETO.

[IbpBUYHUTE U3TOYHUIM BKIIOYBAT JaHHU, CHOpaHU 4pes:

e OHIaliH aHKETHO MTPOYYBaHE CPEJl U3PACTICKH TYPUCTH;

e OHIaliH aHKETHO IIPOYYBAHE CPEJl U3PAEIICKU TYPOIIEpaToOpH;

e ABToeTHOrpadcKu HAOMIOJEHUS U JMYEH HW3CIEJA0BATEICKH OMUT Ha JIOKTOPAHTA,
BKJIIFOYHUTCIIHO Y4aCTUC B KYJITYPHH U aKaACMUYHU WHUIIUATUBU, CBBP3aHU C 6'I)JIFapO-
W3PAETCKUTE OTHOLLEHUS.

AHKETHUTE MPOYYBAHUS Ca U3BBPIICHH Ha ABA €3UKA — AaHTVIMIICKH M UBPHUT, KOETO
rapanTupa Mo-IMpPoKa JOCTHIIHOCT Ha BBIIPOCHUIIUTE U TTO-BUCOKA CTETNIEH Ha BAJIUIHOCT HA
pe3yNTaTuTe, KaTo CHIIEBPEMEHHO C€ M30SATBAT €3MKOBH Oaprepy PU PECIIOHICHTHUTE.

BTopuuHNTE M3TOYHUIIM CE OCHOBABAT HA:

L4 O(bI/II_[I/IaJ'IHI/I CTaTUCTHYECCKN IOaHHH OT Hamuonanuus cTaTUCTHYSCKH HHCTUTYT Ha



bearapuss (HCU), LlentpanHoTo craructuuecko Oropo Ha M3paen (CBS Israel),
CreroBHata typuctuiecka opranuzanus (UNWTO), EBpocrat u Statista u 1p.;
e Crparernvyecku JOKyMEHTH, KaTo HanmoHnanHara ctpaTerusiza yCTOHYMBO pa3BUTHE HA
Typusma B PenmyOnuka benrapus (2014-2030);
e CpaBHUTEIHU UHJEKCH U MOKa3aTelu — XapMOHHU3UPaH UHEKC Ha MOTPEOUTEICKUTE
nenn (Harmonised Index of Consumer Prices - HICP), Mnaekcu Ha IEHOBUTE paBHHUIIA
(Price Level Indices - PLI), Uuaekc 3a pazBuTre Ha Typus3ma u mbTyBanusTa (Travel
and Tourism Development Index - TTDI), kakto M pa3xoaum 3a HacTaHSBAaHE U
TypucTUYeCKH yciuyru oT Booking.com u Numbeo;
e Hayunu TpynoBe Ha OBJITApCKU M UY>KAECTPAaHHU aBTOPU B 00JIaCTTa HA MAPKETHHTA,
YIPaBJICHUETO HA TYPUCTUUYECKU IECTUHAIUU U KYJATYPHUS TYPU3bM U JIp.;
o [lyOnmkanuu u n3cienBanus, GOKyCHpaHU BBPXY IMO3UIIMOHUPAHETO HA IECTUHAIUH,
KOHKYPEHTOCIIOCOOHOCTTA U BB3NPHUATHETO HA TYPUCTHUTE.
W3non3BaneTo Ha pa3HOOOpPa3HU U HAJCKIHU U3TOUHUIIM OCUTYPSBA TPUAHT YAl
Ha JaHHUTE U FapaHTHpa 00EKTUBHOCT Ha M3BoAMTE. IHTErpamusaTa Ha EeMIUPHUYIHH PE3YITATH
C BTOPUYHU CTaTUCTUKH W HAy4YHH Pa3pabOTKHU Ch3JaBa CTa0MJIHA aHATUTHYHA OCHOBA 3a
pa3paboTBaHETO HAa MOJEN 3a CTPATETHUYECKO MO3WIMOHUpPAaHE HAa Bbiarapus Ha M3paesicKus
TYpUCTUYECKH Tazap.
Banauaupane Ha Te3ara
Banuaupanero Ha u3ciejoBaTeNcKara Te3a € OChIIECTBEHO UYpe3 MHTErpUPaH MOIXO],
KOHTO 00eMHSBA TEOPETHYHH, EMITUPUYHU U CPABHUTEITHU U3MEPEHHUSI, OCUTYPSIBAIIN BUCOKA
CTEIEeH Ha Hay4YHa HaJIeKAHOCT U JOCTOBEPHOCT.
Ha repB0 MSICTO, TEOPETHYHOTO BAJIMIHPAHE € PEATU3UPAHO Ype3 KPUTHUCH aHAIN3
U U3I0JI3BAaHE HAa YTBBPJAECHU HAYYHU MOJEIM U KOHLEMLHU 32 KOHKYPEHTOCIIOCOOHOCT U
MO3UIIMOHNpPAaHE HAa TYPUCTHYECKH JECTHHAIMU. Te3u MoJmenu ca aJanTHpPaHu KbM
cnenupUKUTEe Ha HU3paeJCKUs TYpPUCTUYECKH Mas3ap, KaTo Taka ce Ch3daBa CTaOuiHa
KOHIIENITyaJTHa PaMKa, KOSITO TI03BOJISIBA HE CAMO CBHIIOCTAaBUMOCT C MEX TyHAPOIHHS Hay4deH
ONMHUT, HO M aKaJeMUYHa apryMEHTalus Ha HEOOXOAMMOCTTa OT HWHTETPHUPAH MOAET.
Teopernunata o06OCHOBKa wurpae pojsita Ha (yHAAMEHT, KOHWTO HAcoyBa EMIIUPUYHUTE
aHAIM3H U TIPUJaBa CUCTEMHOCT Ha MHTEPIPETALIMATA HA PE3yJITATUTE.
Ha BTOpO MsiCTO, eMIIMPHUYHOTO BAJHIHPAHE € IIOCTUTHATO Ype3 MPOBEXKIAHETO HA
JIBYE€3WYHU (QHTJIMHCKHU U UBPHUT) OHJIAIH aHKETHU MPOYYBAHUS CpeJl U3PAEIICKU TypUCTH U

TypoOII€paTopHu. qp63 T4X C€ H3CICABAT HarjlaCUTC, OYaKBaHUATA W BB3NPUATHATA 3a



KJIIOYOBHTE Ma3apHU cermMeHTH. OOpaboTkara Ha JaHHUTE € M3BBPIICHA C IMOMOIITAa Ha
JNECKPUNTUBHA CTAaTUCTUKA W CPAaBHUTEIHHM aHAIM3U, KOETO OCUTYpsiBa HANEXKIHOCT H
OOEKTUBHOCT Ha eMIMPUYHHUTE W3BOM. Tazu 0aza JaHHU MO3BOJsIBA HE CaMO MPOBEpKa Ha
W3CIEI0BATEICKUTE XUIIOTE3U, HO W OuYepTaBaHE Ha ACHU TEHACHIIMU B MOBEACHUETO Ha
noTpeduTeNnuTe.

Ha Ttpero mscTO, KauecTBEHOTO BaJMIUPAHE € PEeaT3UpaHO upe3 MpHIaraHeTo Ha
ABTOCTHOT'PA(CKU MOAX0JI, KOWTO JAOMBJIBA KOJMYSCTBEHUTE U3MEPUTEIH C MHTEPIPETaTHBHA
nba0ourHa. BKIIIOUBaHETO HA JIMYHUS U3CIEIOBATEIICKH OMUT, KYITYpPHUTE HAOMIOICHUS U
HMCTOPUUYECKUTE BPB3KU MKy bwirapus m M3paen oboraTsBa aHamm3a ¢ KOHTEKCTYaJHH
3HAYeHUs, KOUTO TPYAHO OMXa MOTIHU Ja OBAAaT YJIOBEHU €IUHCTBEHO Upe3 KOIUYECTBEHH
Meroau. ToBa ocurypsisa mo-n100po pazoupane Ha (aKTOpPUTE, CBBP3aHHU ChC CHUTYPHOCTTA,
TOJIEPAHTHOCTTA U KYJITypHAaTa MPUEMCTBEHOCT, KOUTO ca KIIOYOBH 32 MO3UIIMOHUPAHETO Ha
bobarapus.

Ha 4eTrBBpTO MsICTO, CPABHUTEIHOTO BAJHIHPAHE € OCHIICCTBCHO YPE3 aHAIHN3 HA
KOHKYpPEHTHHU JecTuHauuu karo ['spuus, Typuus, Pymbausa u U3paen. Upes n3non3BaHeTo Ha
mesxxnyHapoanu unnekcu (PLI, HICP, TTDI), craructuuecku 6azu (EBpocrar, CTO, Hym6eo0)
U IIEHOBY CPAaBHEHMS ca OYEPTaHU CHEelU(PUUHNUTE KOHKYPEHTHH MPEIUMCTBA U CIabOCTH Ha
benrapus. [lo To3u HauWH ce OCHTYpsiBa BBHINHA peepeHTHA paMKa, KOSITO 3acHJiBa
JIOCTOBEPHOCTTa Ha HANPaBEHUTE 3aKIIOYCHUS M MO3UIMOHUPA U3CIEIBAHETO B MO-IIMPOK
MEXTYHAPOAEH KOHTEKCT.

He na mocienHo MscTo € TPHAHIYJalUSTa HA MeTOAMTEe — CBH3HATEIHOTO
KOMOMHUpaHe Ha KOJIMYECTBEHU (AHKETH U CTATUCTUYSCKU aHAJIM31) U KAaUYeCTBEHH IOIXO0H
(aBTOCTHOTpadUs, CPABHUTEITHU HHTEPIIPETAIINN ) — OCUTYPSIBAa BHTPEUIHA KOHCUCTEHTHOCT U
MHOTOIUIACTOBA IpOBEpKa Ha pe3ynrature. To3dM MMOAXOJ HamalsBa pHCKa OT
€IHOCTPAHYMBOCT, KATO MHTETPHUpA Pa3TUYHU W3CIEAOBATEICKU MEPCHEKTUBU U TMO3BOJISBA
B3aMMHa TPOBEpKa Ha JaHHHUTE. TpUaHTylalusITa HE CaMO MOTBBPKIaBa BAJIMIHOCTTA HA
M3cleoBarenckaTa Te3a, Ho U puJaBa yCTOMYMBOCT Ha pa3pabOTeHHs MOJIET, KaTo I'o IMpaBH

MO-HaJIeXK/IeH U MPUJIOKUM B peajiHa ra3apHa cpeja.
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II. CTPYKTYPA UCBHBABPKAHUE HA TUCEPTAIIMOHHUSA TPY ]

YBoa

I'naBa 1: OOmmM METOI0JIOTMYHY TPUHIIUIIN K OCHOBHU MOHSATHUS

1.1. IloHsiTHeH anapaT Ha HO3ULMOHUPAHE U TYPUCTUUYECKHU Ma3apu

1.1.1. Tenesuc u ¢dopmupane Ha mnpodecuoHaNIHATa TEPMUHOJOTUSA Ha
MO3UIIMOHUPAHETO B TypHU3Ma

1.1.2. XapakTepHu 0COOCHOCTH Ha EMUTHUBHUTE U PELENTHBHHU Ia3apu OT TJeIHA
TOYKa Ha UKOHOMHUYECKATa TEOPHs B TYpU3Ma

1.1.3. XapakTepHu OCOOCHOCTM Ha TO3WIMOHHMPAHETO OT TJeJHAa TOYKa Ha
TYPUCTUUYECKUTE ACCTUHAIIUT

1.2. TeopeTuuH" MOJIETU Y KOHLEMIMH 32 TO3UIIUOHUPAHE HAa TYPUCTUUYECKH NTa3apu

1.3. OcHOBHHU TOJX0/IM 32 U3MEPBAHE ycrexa Ha MPU MO3UIIMOHUPAHE B TypU3Ma

1.4. Mogenu 3a cdopMupaHe Ha TYpPUCTHYECKH Ta3apu BH3 OCHOBA Ha
MEXIYHApOAHUS ONUT B MO3ULIHOHUPAHETO

H3Boau kbM I'bpBa riiaBa

I'maBa 2. AHanu3 Ha CCTOSIHUETO U MOTEHIIMAIa Ha bharapus 3a mo3uiMoOHUpaHe Ha
M3PACITICKUS TYPUCTUUECKH I1a3ap

2.1. AHanu3 Ha MO3UIIMOHUPAHETO Ha bhirapus Ha u3paesCcKkusi TypUCTUUYECKH Ma3ap

2.1.1. OGocHOBKa 3a M300p Ha MBPBATA JIMHUS HA aHAIM3a: KAYECTBEH IMOIXO0/T

2.1.2. O6ocHOBKa 32 M300p Ha BTOpaTa JUHUS Ha aHAIIM3a: KOJIMYECTBEH MOJXO0/

2.2. ABToeTHOTrpa)CKM aHAIM3 Ha MPEKUBSIBAHUATA U HArJIACUTE HA M3PACICKUTE
TYpPUCTH

2.3. AHaiu3 Ha U3PAETICKUS TYPUCTUYECKH a3ap BB BTOpara (haza Ha U3CIEIBAHETO
Yype3 MbPBUYHU U BTOPUYHU JAHHU

2.4. AnHanu3 Ha BB3NPUITHETO 3a bbiarapus cpea HM3paciCKUTEe TYPUCTH W
TyporepaTopy (Ha OCHOBATa Ha OHJIAWH aHKETHH TPOYYBaHU)

2.4.1. Ananu3 U olleHKa Ha bearapus Kato TypUCTHYECKa JECTHHAILUS OT TJIeIHA
TOYKA Ha U3PACIICKUTE TYPUCTHU HA OCHOBATa HA OHJIAIH aHKETHO MPOYYBaHE

2.4.2. AHanu3 u olneHKa Ha bbiarapus KaTto JecTUHaUus OT CTpaHa Ha WU3PACIICKUTE
TypoIlepaToOpy Ha OCHOBATa HAa OHJIAIH AHKETHO MPOY4BaHE

2.4.3. O6006mIeHe Ha pE3yITaTUTE OT OHJIAMH AaHKETHOTO MTPOYYBaHE CPEl U3PACIICKU
TyporepaTopu

N3Boau KbM BTOpA TJ1aBa
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I'naBa 3. Pa3paboTBane u BanuaupaHe Ha MOJIEN 3a CTPATErM4ecKo MMO3UIIMOHM paHe
Ha bbarapus Ha u3paenckus TypUCTUUYECKH Ia3ap

3.1. O0ocHOBKa 1 JIOTMKa Ha MOJIeJa 3a O3ULMOHNpaHe Ha bbirapus Ha n3paenckus
TYPUCTHUECKH I1a3ap

3.2. OcCHOBHM KOMIIOHEHTHM Ha MoOJejla 3a MOo3UIMOHUMpaHe Ha bbiarapus Ha
TypUCTHUEeCKus na3ap Ha M3paen

3.2.1. KynrypHo-ucTOpHYeCKH pecypcu Ha bbirapus M TAXHOTO 3HAUYEHHUE 3a
U3pAEJICKUS TYPUCTHYECKH 1a3ap

3.2.1.1. Ucropuuecku Bpb3KH MEXly ObITrapu U eBpeu

3.2.1.2. CnacsBaHeTO Ha OBJIrapcKUTE €BpEH 110 BpeMe Ha BTOpaTa CBETOBHA BOWHA

3.2.1.3. lunnomaTuyeckuTe oTHOUIEHUS Mexky bouirapus u Uspaen

3.2.1.4. MarepuaiHoTo KyIATYpHO HaclI€[CTBO Ha bbiarapus Karo KOHKYpPEHTHO
MPEIUMCTBO B IPUBIMYAHETO HA TypuCTH 0T M3paen

3.2.1.5 HemarepualHO KyJATypHO HAcl€ACTBO Ha bbiarapus KaTo KOHKYpPEHTHO
MPEIUMCTBO B IPUBIMYAHETO HA TypuCcTH OoT M3paen

3.2.2. Ilpupognu pecypcu Ha bbarapuss ¥ TAXHOTO 3HAYEHHUE 32 HU3PACICKUS
TYPUCTHUECKH I1a3ap

3.2.2.1. [InaHUHCKH TypU3bM U IPUPOJHU PE3EPBATH

3.2.2.2. MuHepanHu U3BOPHU U Clla TyPU3bM

3.2.2.3. Mopck# Typu3bM H KpaitOpexkHH pecypcu

3.2.3. CurypHOCTTa U HEMHOTO 3HAYEHHUE 32 U3PACIICKUS TYPUCTUUYECKH Ma3ap

3.2.3.1. ®usnuuecka CUTypHOCT

3.2.3.2. be3onacHOCTTa KaTo IPUOPUTET 3a U3PACICKUTE TYPUCTH

3.2.3.3. bwarapus Kato ToJiepaHTHA cpeaa

3.2.4. lleHoBa KOHKYPEHTOCHOCOOHOCT Ha bbiarapus M HEHHOTO 3HAUeHUE 3a
M3paesICKus mas3ap

3.2.4.1. CpaBHUTEIIEH aHAIU3 HA LICHUTE B [1€T U3CIIEABAHU JbP)KaBU

3.2.4.1.1. llenoBU paBHHIIA HA XOTEIU B CTOJIMIIUTE

3.2.4.1.2 IleHOBM HUBA B MOPCKUTE KYpOPTH

3.2.4.1.3 CpaBHuTENECH aHAIM3 Ha pa3xoauTe 3a )kuBoT (Numbeo)

3.2.4.1.4 Innexc Ha pa3xoauTe 3a KUBOT

3.3 AnHanu3 Ha WHJACKCUTE Ha ImeHoBUTe paBHuIIa (price level indices - pli) B
KOHTEKCTa Ha LIeHOBaTa KOHKYPEHTOCIIOCOOHOCT Ha bbirapus

3.3.1 Unnekcu Ha uenoBute paBHuuia (Pll) 3a oCHOBHU TYpHUCTHYECKH pa3Xxoau B
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benrapus, Typuus, I'spuns, Pymbaus u Uzpaen (2021-2023)

3.3.2 AHanu3 Ha LIeHOBaTa KOHKYPEHTOCIIOCOOHOCT B TypH3Ma 10 JaHHM OT MHJIEKCa
TTDI (2021-2024)

3.4 ®opmynupaHe, NpeAcTaBsHE M BHEIpPsSBaHE Ha MOZENa 3a MO3ULHOHUpPAHE Ha
benrapus Ha u3paenckusi TypuCTUUYECKH Ma3ap

W3Boau KbM TpeTa I1aBa

3aKIIIOYECHHE

Cnucsk Ha nuTupanara ureparypa: Kupununa. Jlarnauna

[Ipunoxenns

[Ipunoxenue 1 - AHKeTHa KapTa 3a U3PAEICKU T'PaKIaHU

[Tpunoxenue 2 - AHKETHa KapTa 3a U3PACIICKH TypOOIIEpaTOPH

III. KPATKO U3JIO’KEHUE HA JTUCEPTAIIMOHHUA TPY [

I'JTIABA 1: ObIIIM METOJOJIOTMYHU MNPUHLOUIIMN U OCHOBHU
IOHATUA

1. IlonsiTHEH anapaT HA MO3ULMOHUPAHe W TYPHUCTHYECKHU Na3apu

[IppBara moATOouka € MOCBETEHA Ha 3aJbJIOOYEHOTO W3SCHSABAHE HA MOHSATUWHUS
arnapar, CBbp3aH ¢ IO3ULHOHUPAHETO U TYPUCTHUECKUTE Na3apu. AHaIM3Upa ce TeHE3UChT Ha
MOHSTUETO ,,IO3ULIMOHUPAHE™, KATO CE€ MPOCIesIBa HErOBOTO Bb3HUKBAHE B MAPKETHHIA U
HaBJIM3aHETO My B TypUCTHYECKaTa Teopus U pakTuka. [loguepraBace, uye aumncaTta Ha €IMHHA
nepuHUIMSA 33 MOHATHETO ,[IO3MLIMOHMpaHe Cbh3JaBa IPEAU3BUKATEICTBA IpeJ
U3CIEe0BATEINTE, KOETO Hajlara M3MO0JI3BAaHETO Ha MHTEPAUCUUILIMHAPEH MOAXO.
[IpencraBenu ca pa3IMyUHU MHTEPIpPETALlMU B HAydHATa JIMTEpaTypa U ce aKLEeHTHpPa BbPXY
HEO0OXOJMMOCTTa OT aJanTHpaHe Ha MAPKETUHTOBUTE KOHIIEMIIUM KBM OCOOEHOCTHUTE Ha
TYpUCTHUECKHUTE AecTUHAIMHU. CTIe[IMaIHO BHUMAHUE CE OT/IeJIs Ha CYOEKTHUBHOTO B3I PUSTHE
Ha TYpUCTUTE, aBTEHTUYHOCTTA Ha MpEUIaraHuTe MPEXHUBSIBAHUSA U POJISTa Ha KYJITYpHO-
UCTOpHYECKUTE (AaKTOPH NMPHU HU3TPaKAAHETO HAa TYPUCTUUYECKHS UMMJK. B nombnHeHue e
pasrieaHo BIUSHUETO Ha TioOanu3anusra, HapacTBallata pojs Ha JUTHTaIHUTE
KOMYHUKAaIlUU U COLIUATTHUTE MPEKHU 3a U3TPAXKIAHETO HA IECTUHALMOHEH UMUJIXK.

1.2. TeopeTnyHn MojeJIM M KOHUENIMHU 32 MO3ULMOHMPAHE HA TYPHUCTHYECKH
na3apu

BropaTa noarouka npezacrassi cucTeMaTu3alis HA OCHOBHUTE MOAEIHN U KOHI SN

3a mo3uIHOHUpaHe B Typu3mMa. [TompoOHO ca pasriieiaHu TpyJOBETE Ha BOJCIIM aBTOPHU, CPEI
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xouto Ritchie & Crouch (2003)!, xkouTo paspaboTBaT MoOzENa 32 KOHKYPEHTOCIOCOOHOCT Ha
JECTUHAIIMY, BKJIIOUBAIl pecypcHa 0a3a, ympaBjieHHE U ()aKTOpU Ha THPCEHETO, KOHUTO
aKLIEHTUPAT BbPXY MapKETUHIOBUTE CTPATETUH 32 MO3UIIMOHUPAHE U U3TpaxJaHe Ha OpaH]
UMUK, KaKTO M peAulla ChbBPEMEHHH HHTErPUpPAaHU MOJAETH, HAaCOUYEHU KbM YCTOHUYUBO
pa3BUTHE, TUTUTANIN3ALUSA 1 KOHKYPEHTOCIIOCOOHOCT B yCIIOBHUSITA Ha IJI00aIu3upaHa cpeaa.
[IpeacraBenu ca U peruoHaIHU MoJenu, puiaranu B EBpona u CpeauzeMHOMOPHETO, KOUTO
MOKa3BaT Kak CTPATErUUTE 32 CUTYPHOCT, KYJITYPHO HACJIEJICTBO U 1IEHOBA JOCTBITHOCT MOTaT
Jla ce ChUYETasAT B yCIEIIHa KOHIETIHS 3a Mo3ulinonupane. OCBeH TAX ca aHATH3UPaHU U HOBU
TEHJEHIINHU, KaTO pOJIsiTa HA YCTOMYMUBOTO Pa3BUTHE, ,,3€JICHUA  TYPU3bM U UHTETPUPAHETO HA
WHTETUTEHTHU TEXHOJIOT MU 32 TO3UIIMOHUpaHe Ha lecTuHauuTe. [loquepTaBa ce, 4e moBeyeTo
OT Te3U MOJEIM C€ KOHIEHTPUPAT IPEAUMHO BBPXY MApKETUHTOBH WHCTPYMEHTH U
KOHKYPEHTHHU MPEIUMCTBA, HO PSIIKO MHTETpUpAT B €IMHHA paMKa (DakTOpH KaTo KyITypHO-
HCTOPUYECKU PECYPCH, CUTYPHOCT U IIEHOBA KOHKYPEHTOCIIOCOOHOCT — €JIEMEHTH C 0COOeHa
3HAYNUMOCT 3a 6’5HF&pO-H3paeJICKI/ITC OTHOLICHU . I/I3BOZ['I>T ¢, 4C CBhLICCTBYBA Ipa3HHHA B
JTUTEpaTypara, KosiTo 000CHOBaBa HyXAaTa OT pa3paboTBaHETO Ha HOB MOJIEN, ChOOpa3eH ChC
crienu(pUIHUTE XapaKTePUCTUKHU Ha U3CIIeIBaHU [1azap.

1.3. OcHOBHH NOAX0IM 32 U3MEPBaHe HA yclexa NpH No3UIMOHUPaHe B TypU3Ma

B Tasu moxrouka ce mpaBu OOCTOEH Tperyie]] U CpaBHEHHE Ha pPa3IMYHUTE
METOJIOJIOTUYHH TOJXOM 3a OlleHKa Ha eeKTUBHOCTTa Ha o3ulMoHUpaHeTo. [IpencraBenu
Ca KJIACMYCCKUTC KOJIUYCCTBCHU TCXHUKU — AaHAJIIM3 Ha Ia3apHu O4JI0BC, HMHIACKCHU 3a
KOHKYPEHTOCIIOCOOHOCT, CTATUCTUYECKU MOJETH U UKOHOMETPHUYHH U3MEPUTENH, KAKTO U T10-
HOBUTC UHCTPYMCHTH, BKIIFOUBAIIU JUTUTAJTHU MCTPUKH U UHIUKATOPHU 3a OHJIaMH IMpUCHCTBHUC
Ha AecThHanuuTe. Hapen ¢ ToBa ca pasriiefaHd U KaueCTBEHHTE METOIU — IbIOOYMHHH
WHTEPBIOTa, (POKYC I'pynu, aHKETHU MPOYUBAHUS, UMHUUKOBHU aHAJIHM3U U aBTOCTHOTPAaCKU
noaxonu. [lomyepraBa ce, ye MMEHHO KOMOMHHMpPAHETO HAa KOJIMYECTBEHH U KAuyeCTBEHH
TEXHUKH OCHTYpsBa TO-IIMPOKA MEPCIEKTHBA U HAJISKIHOCT Ha pesynrtatute. CrenuancH
aKIIeHT € MOCTaBeH BBHPXY MPHUJIaraHeTo Ha Te3U METOIM B KOHTEKCTAa Ha M3PAeJICKUA maszap,
KBACTO CHUI'YpHOCTTA, NHEHOBATa 4YYBCTBUTCIHOCT MW KYJITYpPHHUTC 0CO0EHOCTH urpadar
ChIlleCTBeHa poJsl. Pasriemanu ca M OorpaHWuYeHHUATAa HA BCEKHM METOJ, KAaTo C€ MOCOYBa
HEO0OXOIMMOCTTa OT TSAXHOTO MHTErpUpaHe B eHa o0lIa paMKa 3a yCTOMYMBO IPOCieIsIBaHe
Ha ycliexa Ha MO3UIUOHUPAHEeTO. [JOMbITHUTENHO € aKIIEHTUPAHO BBPXY HEOOXOAMMOCTTa OT

H3I0JI3BaHE€ HA KOMITO3UTHU UHJACKCH, KOUTO ChUCTAaBAT UKOHOMHNYCCKHU, CONUAJIHN U KYJITYPHU

! Ritchie, B. W., & Crouch, G. I. (2003). The competitive destination: A sustainable tourism perspective.
Cambridge: CABI Publishing.
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MOKa3areiu, 3a Ja Ce MOJyYr MHOTOIJIACTOBA OllcHKa. KomnuecTBEHUTE METOIM 00XBaIaT
cratuctuyecku uHjekcu karo TTDI, HICP u PLI 3a mexxayHapoiHa CbIIOCTaBUMOCT, TTa3apHU
JISUI0BE, UKOHOMETPUYHU aHAIM3U U Jp. Te MO3BOoJIABAT M3MEPBAHETO HA JMHAMHUKaTa Ha
THPCEHETO M KOHKYPEHTOCIIOCOOHOCTTa Ha JECTHMHAIMATAa B YHCIOBO H3paKCHUE.
KadgecTBeHHTE TTOXOIM BKIIFOUBAT U3CIICABAHUS BBPXY BB3NPHUATHATA HA TypuUCTUTE, (POKYC
IpyIu, UHTEPBIOTA, AaHKETHH MPOYYBAHUS U MMHUDKOBU aHAIHM3HU, Ype3 KOUTO C€ OTKPUBAT
CyOCKTUBHHUTE HArJlaCh, OYaKBaHUS U TPSKHUBIBAHHSA. ABTOCTHOTpa(CKHTE HAOIIOICHUSI
JOMIPUHACAT 32 MO-ABIO0KO pa3drpaHe Ha KyJITYPHUSI KOHTEKCT U BPB3KUTE MEXKIY TYPUCTH U
nectuHanus. [ToquepraBa ce, e KOMOMHUPAHOTO U3MOJI3BAHE HA KOJMUECTBEHHU U KaUeCTBEHU
TEXHUKH OCUTYpSIBa MO-BHCOKA HAMICKIHOCT, MMBIHOTA U OOCKTHBHOCT Ha pe3ynratute. B
KOHTEKCTa Ha W3pACJICKUs Ta3ap C€ aKIEeHTHpa BBPXY HEOOXOAUMOCTTa OT CHCTEMHO
Ha0moeHne Ha (JaKTOpU KaTO CHUTYPHOCT, IEHOBH TPOMEHU U KYIATYPHU OCOOCHOCTH, KOUTO
ca OoT 0ocoOeHa BaXHOCT 3a IOBEJIEHUETO Ha TypucTuTe. [[OMbIHUTENHO ce H3ThKBA, 4e
JMHAMUYHOCTTA HAa Cpelara HW3MCKBA HEMPEKBCHATO aKTyalIM3upaHe U Bepudukanus Ha
TAHHUTE, 32 J]a C€ TapaHTHpa yCTOMYMBOCT Ha MOCTUTHATOTO MO3UIIMOHUPAHE U BaJTUAHOCT HA
W3BOJUTE.

1.4. Mopgean 3a chopmMupaHe Ha TYPHUCTHYECKH TMa3apu Bb3 OCHOBA Ha
MEXKIYHAPOIHHUS ONMUT B MO3MIHMOHNUPAHETO

YerBbpTaTa MOATOYKA aHaJIM3Wpa 3aABJIO0YEHO MEXKIYHAPOJHUS ONUT B
CTPATETUYECKOTO MO3UIIMOHUPAHE HAa TYPUCTHYECKU AecTUHanuu. [ToapoO6Ho ca pasrieganu
ycnemnu npumepu ot Ucnanus, Typuus u I'spuus. B cinywas Ha Mcnanus e mogueprana
poJisiTa Ha CUCTEMAaTUYHUTE KaMIIaHUU 3a U3rpaKJaHe Ha cuieH Opann ,,Espafia®, xouto
chueTaBaT KYyNTYpPHHU, TACTPOHOMHYECKH W MPUPOTHU pecypcu. Typius AEMOHCTpUpa Kak
MHTETpALMATA HA UCTOPUYECKO HACJIEICTBO, CTPATETHYECKO MECTOMOJIOKEHUE U MacHUpaHH
MapKeTUHIOBU MHUIIUATUBH MOTAT Ja Ch3/1aJaT yCTOMYUBO NPUCHCTBUE HA MEKIYHAPOIHUS
nazap. ['bpiust Clly’kM KaTo TMPUMEP 3a YCIEIIHOTO HM3MOJ3BaHE HAa aHTHYHOTO KYJITYpPHO
HACIEACTBO M CHHEPrusATa MEXAy JIbp>KaBHU W YacCTHU CTPYKTYpU 3a YTBBpP)KIaBaHE Ha
CTpaHaTa KaTo Bojemia aectuHanus B Cpenu3eMHOMOPHETO. JJOMBIHUTETHO ca MPeICTaBeHN
u npumepu or M3paen, KbAETO HHTErpalusTa Ha KYJTYPHO-UCTOPUYECKO HACIEACTBO,
pPENUTHUO3eH TYPU3bM UM BHUCOKOTEXHOJIOTHYHU PEIICHHS B TYPUCTHUYECKUTE YCIYTH
JEMOHCTPUPAT I'bBKABOCT U AN TUBHOCT HAa HALIMOHAIHUS MOJIeNl. BKIIIOUeHu ca u npumepu
OT CKaHJAMHABCKUTE IbPKaBU, KBJIETO YCTOMYMBOTO pa3BUTUE U €KOJOTMYHUAT TYpU3bM Ce
SIBSIBAT BOJCIIM €JIEMEHTH B IMO3UIMOHMPAHETO. AKIEHTHpPA C€ BBPXY 3HAUCHHETO Ha

rocliieioBaTesHaTa Abp)KaBHa MOJUTHKA, MOJKpeneHa ¢ (PMHAHCOB Pecypc M KOOpIMHALUS
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MEXIy NyONMYHUS M YaCTHHS CEKTOpP, KAKTO W BBPXY H3rPAXIAHETO Ha JBITOCPOYHH
CTPATETHH C SICHU LIEJH ¥ WHIUKATOPH 3a yCIeX. B chIIoTo BpeMe ce M3THhKBA, Y€ HyKAUSAT
OIIUT TpSI6Ba Ja 6'[),[[6 aaalTupadH KPpUTHUYHO KBbM 6’bJIFapCKI/IT€ YCJI0OBHA, KaTO CC OTUYHTA
crienu GUIHUAT UCTOPUUYECKH, KYATYPEH U MOJMTHYECKH KOHTEKCT Ha OBIrapo-Mu3pacicKuTe
otHomeHus. Ilo TO3M HaAYMH ce Ch3JaBa MO-peaUCTHYHA W TPHIOKMMA OCHOBA 3a
dopmynmpane Ha eHEeKTHBEH MOJIEI 3a MTO3UIIMOHUpaHe Ha benrapus.

M3Boam kbM MbpBa ri1aBa

o [lonsTHero ,,NO3ULMOHMpAHE B Typu3Ma € MHOTOIUIACTOBO M M3HCKBA MPELIU3HO
aallTUpaHC Ha KIACHYCCKUTC MAPKCTHHIOBU KOHLCIIIWW KbM 0CcOOEHOCTUTE Ha
TYPUCTHUECKUTE IECTUHAIINH, KaTO CE OTYUTA POJIsATa HA CyOEKTUBHUTE BBH3IPUATHS U
KYJTYPHO-UCTOPUUYECKUTE (PAKTOPH.

o Typucrtuyeckure mnazapu ce XapakTepuU3upaT CbC CIOXKHA JyallHa CTPYKTYpa,
OIpeersia AMHAMHUKAaTa Ha TypPUCTHYECKUTE MOTOIM M B3aMMOJCHCTBHETO MEXKIY
CMHUTHUBHU U PCUCHTUBHU JCCTUHALIUU.

o Hamume e HenoOCTHT Ha MHTErPUPAHU MOJEIH, KOMUTO Ja BKJIIOYBAT €JHOBPEMEHHO
KYJITypHO-UCTOPHYECKH PECYpCH, CUTYPHOCT M II€HOBA JIOCTBIIHOCT — (aKTopu C
pelIaBaIio 3Ha4eHue 3a MO3UIMOHNPAaHeTo Ha briarapus Ha u3paescKus TypruCTHYECKU
nasap.

o 3mepBaHeTo Ha ycnexa Ha MO3UIIMOHMPAHETO CIIEIBA /1A CE OCHOBAaBA Ha KOMOMHAIIHS
OT KOJIMYCCTBCHU U KAYCCTBCHU MCTOJIU, KOUTO Ja OCUTYPAT HAACKAHU U 00EKTHBHHI
pesynTaru.

. MG)KILYHaPOI[HI/ISIT OIIUT [JOKa3Ba, 4Y€ YCTOﬁqHBOTO IMMO3MIIUOHUPAHEC M3HMCKBa
cTpaTernyecka MHTErpalus Ha PECypcH, IOCIEIOBATEIHU MYOJUYHU TOIUTUKH H
I[eJICHACOUCHAa MapKETUHIOBA aKTUBHOCT, KaTO €IHOBPEMEHHO C TOBA € HEOOXOIUMO
KPUTHUYHO 3IalITUPAHE KbM HAIlMOHAJTHHS KOHTEKCT.

e (O0001eHneTo MoKa3Ba, ue U3CIEIBAHETO Ha TEOPETUUHUTE U MPAKTUUYECKUTE MOJIENN
ch3JlaBa CTabMJIHA OCHOBA 3a (hOpPMYJIMpPaHETO HAa HOBA paMKa 3a MO3ULMOHUPAHE Ha
bearapusi, KoATo OoTYHTA CrieU(PUKUTE HA U3PACIICKUS T1a3ap U MOXKE JIa CITY>KH KaTo
OTIIpaBHA TOYKA 32 ObACUIM HAYYHU U MPHIIOKHU pa3pabOTKU.

Kato 0600menne, mppBaTa riaBa moAroTBsS TEOpETHYHATA OCHOBA 32 Ch3aBAHETO HA
WHTErpUpaH MOJEN 3a MO3UIMOHMpaHe Ha brirapus Ha M3paeiCcKus TYpUCTUYECKH Mazap.
MopensT criesiBa a cbyeTaBa KyJlITypHO-HCTOPHYECKH PECYPCH, TPUPOIHH 1aACHOCTH, IICHOBA
KOHKYPEHTOCIIOCOOHOCT U (haKTOPH, CBBP3aHU ChC CUTYPHOCTTA, MOJAKPENEH C eMIMPUYHU

JAaHHU U KadecTBeHU HaOmroneHus. Heroara paspaboTka npezacTaBiisiBa HaydHa HOBOCT U
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OoTpassBa CHCLII/I(bI/I‘-IHI/ITe HU3UCKBAaHUA HAa U3PACIICKUSA 1Ta3ap, KOCTO I'O IIpaBy 3HAYUM KaKTO B

AKaICMHWYCH, TaKa U B IIPAKTHYCCKHU I1JIaH.

I'NIABA 2. AHAJIU3 HA CBCTOSHHUETO U IIOTEHLUAJIA HA
BBJITAPUA 3A TNO3ULHUOHUPAHE HA MHM3PAEJICKUA TYPUCTHYECKHU
ITA3AP

2.1. AHajau3 HA MO3MLIHOHNPAaHeTO HA Bbhiarapus Ha u3paejckusi TYpUCTHYECKH
nasap

Ta3u moaTouka mpencTaBs 3aAbI00YEH U KOMIUIEKCEH aHaJIM3 Ha HaCTOSIIOTO
ChCTOSIHME Ha MO3UIMOHMpPaHEeTO Ha bwarapus Ha um3paenckus maszap. [lpocnenssar ce B
I[GT&fIJ'IPI XapaKTCPUCTUKUTE HA TYPUCTOIIOTOLOUTEC, OCHOBHUTC MOTHBU 3a IIbTYBAHC U
CE30HHATa JIMHAMHUKA, KAKTO U BJIUSHHUETO HA LIEHOBATAa JIOCTBHIIHOCT M CUTYPHOCTTA BBPXY
MOBEJICHUETO Ha HW3PACJIICKUTE TYPUCTH. AHaIM3UpaT ce KOHKYPEHTHUTE MPEIUMCTBA —
00raToTo KyJITYpHO-UCTOPHYECKO HACJIEICTBO, TMPUPOJHUTE PECYpPCH, U  OIU3KUTE
HWCTOPUYECKH W KYJITYpHH BpB3KH Mexay bearapus m Mspaen. IloguepraBa ce, ye Te3mn
¢dakTopu (dopMupar OCHOBA 3a W3TpaKJaHE Ha MO3UTUBEH UMUK U YCTOWUYUBO Ma3apHO
npuchkcTBue. Hapen ¢ ToBa ce cucremMaTH3upar U OCHOBHHUTE CIa0OCTH — OrpaHHYEHa U
HECHCTEMHA peKjaMa, CPaBHHUTEITHO HHCKa MEXIyHapoIHa pPa3lO3HABAaeMOCT Ha OpaHa
,»DBITapUs‘, HEIOCTaThYHA AKTUBHOCT HA HAIITMOHAJTHUTE MHCTUTYIIU U Ha bearapus B U3paen
" (parMeHTUPAHU MapKETHHTOBY YCHJIMSI OT CTpaHa Ha TypucCTHYeckus ouszHec. OOpbia ce
BHUMAaHUE U Ha CUITHOTO KOHKYPEHTHO npuchcTBue Ha ['bpuns, Typuus u PymbHES, KOUTO
yCIsiBaT M0-€(peKTHUBHO JIa HHTETPUPAT PECYPCHUTE CH B ISUIOCTHA MAPKETUHT OBA CTPATET USl.

2.1.1. OGocHOBKA 32 N300p HA MBPBATA JUHUS HA AHAJIHM32: Ka4eCTBEH MOIX0/

B ta3u moarouka ce aHANMM3MPAT CHUICCTBYBAIIMTE TEOPUU U MOJECIHU 3a yIpaBJIEeHHUE HA
TypucTUuecku nasapu. Llenra e ga ce cb3nane 106pa ocHOBa — ,,paMKa’, BBPXY KOSTO MO-KbCHO
Jla ce CTBITU MPHU Ch3AaBaHETO Ha Mojena 3a benrapus. KauectBenust noaxon e uzbpa, 3a 1a
ce pPa3KpHUAT B AbJIOOYMHA HArjacUTe W TMPEKUBSIBAHUATA HA H3PACICKUTE TYPUCTHU.
HO}IpO6HI/I$IT AHaJIM3 BKIIIOYBA HU3CJICABAHC HAa MOTHBALUATA 34 IIBTYBAHC, HAa KYJITYPHHUTE
OYaKBaHUA U Ha (DAKTOPHUTE, KOUTO BIUSAT BBPXY TAXHOTO yJIOBJIEeTBOpeHUE. M3nonsBan € u
aBTOETHOTPaCKU MOAX0] (JIMUEH OIMMT), TO3W MOAXO0J, MaKap M JOCTa PSAIKO M3MOJI3BAH B
TYpUCTUYECKHU W3CIEABAHUSA, @ U B KAUECTBEHUTE U3CIICBAHUS KATO 1510, € M30paH ¢ 1en 1a
no0aBu MepCreKTHBa OTBBTpe. Upe3 MpeKku MHTEpBIOTA, y4acTue U HAONIOJCHHE B pealiHU
CUTyalMH (4pe3 HaOJIONEHUSI U CHIPEKUBIBAHUS C HU3PACICKUTE TYPUCTH M TIXHOTO

BB3IIPpUEMAaHC Ha JACCTUHALUA B’BJ'IFapI/ISI) H3CJICA0BATCIAT HMHTCIpUpa JTUYCH OIIUT, KOHTO
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MO3BOJISIBA KYJITypHAa MHTEPIpETAus U pa3dupaHe Ha MUKPOEIEMEHTH B KOMYHHKAI[UsTA
MEXly TYPUCTa U JECTUHALUATA.

AKIIEHTBT € IOCTaBEH BBPXY KYJITYPHO HCTOPUUECKUTE BPB3KU MEXKIY ABaTa Hapoaa
Y 3HAYEHUETO HA CUTYPHOCTTA 32 U3pacicKuTe TypucTu. CrienuasHo BHUMaHUE CE OTIEN Ha
(GakTOpH KaTro OTHOIICHHME HAa MECTHOTO HACEJeHHe, aBTEHTHYHOCTTAa Ha KYJITypHUTE
IIPEKUBSABAHUSA U PEIIMTHO3HUTE €JIEMEHTH B TYPUCTUUYECKUTE MapIIpyTH. Upe3 To3u moaxon
ce pa3kpuBa Kak brirapus ce Bp3npreMa He caMo KaTo reorpad)cka, HO M KaTO EMOLMOHAIHO,
KYJTYPHO U LIEHHOCTHO CBBbP3aHa AECTUHALIMSA, KOATO IIpEAIara CUrypHOCT, TOCTOIIPUEMCTBO
U YHUKaJIHA UJIEHTUYHOCT.

2.1.2. OGocHOBKA 32 U300pP HA BTOPATA JIMHUSA HA AaHAJIN3A: KOJNYECTBEH MOAX0/

KonuuecTBeHUAT 10X0/1 TO3BOJISBA 110-33bJI00UYEHO U CUCTEMAaTUYHO U3MEPBAHE Ha
TEHJCHIIMN U MOJEIN B TYPUCTHYECKOTO NOBEJIEHUE, KaTO MPENOCTaBsl COJIUIHA OCHOBA 3a
CpaBHEHHE U MHTepIpeTanus. M3mon3Banu ca pa3HooOpa3Hu cTaTuctuuecku nanau or HCU,
IBC Mzpaen, CTO, EBpocTar u Ap., KOUTO OCUTYpsBAT MEXAYHApOJHA CHIIOCTABUMOCT U
IIO3BOJIABAT IPOCIEIIBAHE HAa JWHAMHMKATa BbB BpeMeTO. J[OIBIHUTEIHO Ca BKIIOYEHH U
EMIIMPUYHU PE3yNTaTH OT OHJIAHH aHKEeTH, KOUTO DPAa3KpUBaT CHEHU(GUYHM HArjacH H
MPEANOYNTaHUA Ha PECIOHJAeHTUTEe. Upe3 TO3M NOAXOJ €€ aHaIM3upar LEHOBUTE HUBA,
pa3xoauTe 3a MbTyBaHe, CTPYKTyparTa Ha MOTPEeOIEHUETO, CE30HHOCTTA Ha IIBTYBAaHUATA, KAKTO
U IpoQHIIBT Ha TYPUCTUTE 11O BB3PACT, JOXOAU U MoTUBaNMs. ChIOCTaBAT ce pe3yITaTUTE 3a
boearapus ¢ Te3u 3a OCHOBHHM KOHKYPEHTHH JeCcTHHAUMU Karto I'epuus, Typuus u PymbHus,
KOETO TO03BOJIsSIBA J1a CE€ O4epTasT OTHOCUTEIHMTE MpEeIuMCTBa U CIabOCTH Ha CTpaHaTa.
KonuyecTBeHUAT aHanu3 BKIOYBA ChIIO M3MOJI3BAHETO Ha MHIEKCHM 3a 1I€HOBa
KOHKYPEHTOCIIOCOOHOCT, XapMOHU3UPAHU MHIM KAaTOPU 32 TOTPEOUTENICKHU [IEHH U KOMIIO3UTHU
[I0Ka3aTelIu, KOUTO CbhuUeTaBaT HKOHOMHUYECKH, COLUAIHU U KYJITYpHU H3MEpPEHUS HU
OCUTYpsIBaT IOIbIHUTETHA OOEKTUBHOCT Ha PE3yJITaTUTE.

JlombIHUTENTHO BHUMAHUE € OT/ICTICHO Ha aHAJIW3 Ha TPOB/DKUTETHOCTTA Ha IIPECTOS,
CpPEIHUTE THEBHU PA3XOJH, MPEANOUYNTAHUTE BUJAOBE HACTAHABAHE U TPAHCIIOPT, KAKTO U HA
MOBEJICHYECKUTE Pa3Inuus MEXAy Pa3TuYHUTE BH3PACTOBU U COLMAIHU TPyHu TypuCTH. B
TO3M KOHTEKCT KOJUYECTBEHUAT IMOAXOJ JaBa BB3MOXKHOCT J1a C€ OTKPOAT CHEHU(pHYHU
MOJIeM Ha oTpebdiieHune, 1a ce uIeHTU(GULIHMPAT yCTOMNYMBY TEHACHIINY U Ja C€ MPOTHO3Mpa
ObzeIoTo pa3BUTHE Ha na3apa. KomOuHanusaTa ¢ KauecTBEHUS MOAX0 U aBTOETHOrpadCkus
aHaJIM3 rapaHTHpa TPUAHTYJIallMsl, BUCOKA HA/IEXKIHOCT U M1O-TOJIsIMA aHAIUTUYHA ABJIOOYHHA
Ha HallpaBEHUTE U3BOJH.

3a ga ce 000CHOBE HEOOXOIMMOCTITA OT KOJHWYECTBEH aHaIM3, clieaBa Ia ObaaT
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pasriiejaHy eMIIMPUYHU JaHHU 33 JUHAMUKaTa Ha U3XOJAIIMTE ITbTYBAaHUS HA U3PACICKUTE
rpakiaaHu U MscTtoto Ha bearapus B Tsx. [logoO6Ha mepcrnekTuBa JaBa BB3MOXKHOCT J1a C€
OLICHU PEATHHUST Ma3apeH JsU1 Ha CTpaHara CIpsMo oOumsi o0eM IMbTyBaHHS, KAKTO U Jia Ce
MPOCTEAAT OCHOBHMTE TEHACHIIMU BBB BpeMeTo. Ha ¢urypa 4 ca mpeicraBeHU JaHHU Ha
N3zpaenckoro mentpasino Otopo 3a craructuka (ICBS), HammonamHust cratucTHdecku
unctutyT (HCH) u MunucrepctBoto Ha Typusma Ha PenyOnuka beirapus 3a nepuona 2019—
2023 r., KOUTO MOKa3BaT KaKToO oOLMs Opoil Ha M3pacJICKUTE IbTYBaHUs B 4yXOHHa, Taka U

6pO$I Ha IMOCCIICHMATA B B’BJII‘apI/ISI N OTHOCHUTCIIHUA UM JIs1J1.

®@ur. 1. 3xoas1my mbTyBaHUs Ha U3PACIICKU PE3UACHTH U 11 Ha bwarapus (2019

2023 1.)

I/I3XOI[HHII/I IIbTYBAHUS HA U3PACIICKA PC3UACHTU
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8432

2019 2020 2021 2022 2023

W3xomsmy TBbTYyBaHUS HA U3PACJICKH PE3UACHTH (XUIL.)

TTocenienus Ha u3paescku TypucTd B bbirapus (xui.)

M3rounnk: ABTOpoBa pa3paboTka mo JaHHW Ha M3paencko IeHTpaiHo Oopo 3a
craructuka (ICBS), (2019-2024); HCU (2019-2023), CrosHoB, P., (2025).

JlanHuTe mokassaT oOmys Opoii Ha U3XOAALIMTE IBTYBAHUS HA U3PACIICKH PE3UICHTH
3a epuona 2019-2023 r., kakTo 1 abCOMOTHUS Opoii mocemeHus B bpirapus u OTHOCUTETHUS
uM 1su1. HabmroaBa ce sicHO u3pa3eHa TeHeHIMs Ha KoJieOaHusl, 00yCIIOBEHH OT ITaH/IeMUsTa
or COVID-19 (20202021 r.), mocieaBaHa OT Bb3CTaHOBsIBaHE Ha IbTyBaHMsATa npe3 2022—
2023 r. Bernpeku Bb3CTAaHOBUTENHATA TWUHAMHUKA, ACTBT Ha Bbiarapus B oOmuUTE W3XOISAIIH
II'bTYBAaHHUS OCTaBa CPABHUTEIHO HUCHK (Mexy 1,67% u 2,65%).

AHaM3bT Ha JAaHHUTE I10Ka3Ba, Y€ BBIPEKU CTAOMIHOTO BB3CTAHOBSIBAHE Ha
U3XOJALINTE IBTYBAHUsI HA U3PACIICKUTE I'PaXIaHH CJIE]] ITaHIEMUATA, OTHOCUTEIHHUST 51 Ha
boearapus octaBa orpanudeH — mox 3% ot obmms o6em. ToBa MOTBBpKIaBa, ye cTpaHaTa HE
ychsiBa Ja c€ MO3MIMOHMpa CpPel BOJCIIMTE IMPEANOYUTAHU AECTUHALMM M IOJYepTaBa
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HEO0OXO0IMMOCTTa OT pa3paboTBaHe Ha I[EJICHACOYCH MOJIEIT 3a CTPATET HIECKO MO3UIIHOHUPAHE,
KOWTO J]a YBEJIUYM Ma3apHUs M 151 U pa3no3HaBaeMOCT CpeJl U3PACIICKUTE TyPUCTH.
2.2. ABroeTHorpadgckv AaHAJM3 HA TNPEKUBABAHMATA M HAIJIacCUTe Ha

U3paeJiCKuTe TYPUCTH

Ta3u moarouka oOXBala JMYHUTE HAOIIOACHHUS HA JOKTOpPAaHTa, KOWTO Ype3 CBOSATA
MPUHAUIEKHOCT KBbM OBIrapo-eBpeiickara OOIIHOCT HMMa YHHKajdHa I[EpCIeKTHBa 3a
MPEXKUBSBAHUATA HA U3PACIICKUTE TYPUCTH. AHATU3HT BKJIIOYBA U3CIICIBAHUS HA KOHKPETHU
CUTyallM¥, BIEYATICHUS OT TYPUCTUUYECKU MOCEIICHUS U JHYHH KOHTAKTH C H3PACIICKU
TYPHUCTH, KOUTO TO3BOJISABAT Ja C€ M3BEAAT MO-IBJIOOKN 000OIICHMS 32 TAXHOTO IMOBEACHUE U
Harjacu. Pa3kpuTu ca JeTailiHO HarjacuTe Ha TYPUCTUTE MO OTHOIIEHUE Ha CUTYPHOCTTA,
[IEHOBATa JIOCTBITHOCT, KYJATYPHUTE aTPaKIMU, KAYECTBOTO Ha OOCIIY’KBAHETO M COIlMAJIHATA
aTMoc(epa, KaKTO U TSAXHOTO CPaBHEHHUE C IPEKUBSIBAHUS B IPYTH IbPKABH.

ABToeTHOrpadusTa € H3CIeIOBATEIICKM METOJl, MPH KONTO JHUYHUAT OMNHUT Ha
M3CIeIoBaTeNsl Ce W3MOJN3Ba, 3a Ja ce pa3depar mo-mo0pe COIUANHU, KYITypHH U
MICUXOJIOTUYECKH SIBJICHUS. MeToABbT chueTaBa pa3kas 3a COOCTBEHMS )KUBOT C HAyUEH aHAJIU3.
Cnopen Adams, Ellis u Bochner (2020)?, aBroeTHOrpadusra Mo380JisBa ia Ce Ch3/1aBa 3HAHMUE,
KOETO € €THOBPEMEHHO JIMYHO M OOILIeCTBEHO 3HAauuMo. M3ciemoBaTenar u3mnons3Ba cBOATa
MEepPCIEeKTUBA, YYBCTBA U TPEKUBIBAHMS, 32 J]a JOCTUTH € JI0 TO-IBIO0KO pa3dupaHe Ha JajieHa
TeMa. ABToeTHOrpadusATa HU JaBa JOCTBII JI0 T.HAap. ,,HEW3Ka3aHO 3HAHWE — HEIIa, KOUTO
TPYZIHO MOTaT Ja C€ OOSCHAT ¢ YMCIIa UM CTAaHJAPTHHU BBIPOcHUIM. Antony (2015) 3napuua
TOBA ,,TICHO' 3HAHUE — 3HAHUS, KOUTO Ca CBBP3aHU C YCEIIAHUs, EMOLIMU U TEJIECEH OMUT.
Bmecto na Thpcu mbiiHAa OOEKTMBHOCT, TO3M METOJ IMOAYEpTaBa CTOMHOCTTA Ha JIMYHATa
MEepPCHeKTHBa M Ha YCEUIAHETO ,,0TBBTPE’ . ABTOETHOTPAPCKHUAT IMOAXOA TMOKa3Ba Kak
M3PACTICKUTE TYPUCTU CBBP3BAT bharapus che crojieneHa uCTopuyecka nameT, BKIIOUYNTEITHO
ChC CIACSBAHETO Ha OBJITapCKUTE €BpeU IO BpeMe Ha X 0JIOKOCTa, KOETO Ch3/1aBa MOJIOKHUTENEH
€MOITMOHAJIEH KOHTEKCT U JIOTIPUHACA 3a yCeIllaHe 3a CUTYPHOCT U JoBepue. OCBeH TOBa ca
OUepTaHW U EJIEMEHTHU KaTO YCEIIAaHETO 3a TOCTONMPHEMCTBO, OTHOIIEHUETO HAa MECTHOTO
HaceJleHWEe W 3HAUYCHHETO Ha KYJITYPHUTE M PEIUTHO3HUTE OOEKTH, KOWUTO H3TpaKIaaT
YCEeIIaHEeTOo 3a OJIM30CT, aBTEHTUYHOCT U IBJIOOKA eMOIIMOHAIHA BPb3Ka KbM bbarapus.

B wuscnenBanero Ha bbarapus KaTto JeCTMHANMSA 3a U3PACICKH  TYPUCTH

aBTOCTHOFpa(l)I/IHTa nmomara ga ce€ pa36epe KakBU Ca PpPCAIHHUTC HNPCKUBABAHUSA HA Ta3u

2 Adams, T. E., Ellis, C., Bochner, AP, Ploder, A., Stadlbauer,J. (2020
3 Antony, A. (2015). Tacitknowledge and analytic autoethnography. Methodologicalreflections on the
sociological translation of self-experience.
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ayauTopus. M3crnenoBaTensT € B poJsATa Ha TMOCPEIHUK MEXAY KYJITypUTE — y4acTBa B
TYpUCTUUYECKU OOMKOJIKH, Ha0Jt0/1aBa MMOBEIEHUETO HA TYPUCTUTE, pa3roBaps ¢ €KCKYP30BOIH
u ga cpOupa JMYHU BreyaTieHHWs. Taka ce pasKpuBaT HE C€aMO IPAKTUYECKUTE
MpEeAU3BUKATENICTBA, HO U €MOLIMOHATHUTE HarJlacu — HallpUMep Kora M 3all0 TYPUCTUTE Ce
qyBCTBAT JOOpE MPUETH MJIM OOPAaTHOTO — KOTa HEMIO MM JIMIICBA MUIA TH OTONBbCKBA. To3n
MoAX0J € 0coOeHO MoJie3eH 3a MOo-100po CTpaTerudyecko Mo3uIMoHUpaHe Ha brirapus Ha
M3paeJICKus 1masap, 3a0To 100aBs KbM aHAIN3a PEalTHU U TPEKUBEHHU TIICIHU TOUKH.

2.3. AHaJM3 Ha M3pPaeJICKHA TYPHCTHYECKHM I@a3ap BbB BTopara (ha3a Ha
U3CJ1eIBAHETO Ype3 MbPBUYHU U BTOPUYHHU TaHHU

Bropara ¢aza Ha uzcnensaneto e GpoxycrupaHa BbpXy HHTETPHPAHOTO U3MOJI3BAHE HA
I'BPBUYHU U BTOPUYHU JIAaHHU 32 33bJI00YCH aHAIM3 Ha M3PACICKHS TYPUCTHYECKH Tazap.
To3u nmoaxo/ crueTaBa OOEKTUBHU KOJMYECTBEHU WHINKATOPH U KAUECTBEHU UHTEPIIPETALUH,
KaTo 10 TO3W HaYMH Cce OCTUTa M0-BHCOKA CTETIEH Ha BAIMAHOCT ¥ HAIEKJAHOCT Ha U3BOJUTE.

[IepBuunu nannu. CrOpaHu ca uype3 MPOBEICHU OHJIAWH aHKETHU MPOYUBAHUSI CPET
M3PACJICKU TYPUCTHU U U3PAETICKU TYPOIEPaToOpH, KaKTO U Ype3 aBTOCTHOTpapCKu HAOIIOACHUS
Y JIMYEH WU3CIICJIOBATEIICKUA OMUT Ha aBTOpa. AHKETHHUTE KapTH, U3TOTBCHU HA aHTIUUCKU U
UBPUT, OCUTYPSABAT MO-IIMPOKA JOCTHITHOCT U €TMMHUHHUpPAT €3UKOBH Oapuepu, KOETO BOJIHU 10
MO-BHCOKA CTETEH Ha MPEICTaBUTEITHOCT Ha pe3ynTaTuTe. Upes TIx ce aHaIM3upaT KIIOYOBU
aCMeKTH KaTo: MOTHBH 3a MMbTyBaHe, MPEANOYUTAHU TUIIOBE TYPU3bM, Pa3X0JU 3a MPECTOH,
W3TOYHUIM Ha WHQPOpPMAaLHUs, OIlEHKa Ha bbarapus karo AecTHHAIMS M TPENOPBKU 3a
noAoOpsiBaHEe HAa TYpUCTUUYECKUTE YCIyTrH. JOMBIHUTENHO, BKIIOYBAHETO HA MHEHHSATA Ha
TYpOIIEpaTOpUTE TO3BOJSBA Ja C€ OYEPTAa’AT TEHICHIIMU B IpeAjaraHeTo Ha ObIrapcku
TYPUCTUYECKH MAKETH U B MAPKETHHTOBATa MOJIUTHUKA CIIPSIMO U3PACIICKUTE MOTPEOUTENH.

Bropuunu nanau. Brimo4Bat ouIinanu CTaTUCTHYECKH U3TOUYHNIN — HanmonaneHn
craructuuecku UHCTUTYT (HCH), LlenTpanHo cratuctudecko 6ropo Ha M3paen (CBS Israel),
EBpocrar, CTO, Crarucra u ap. Te npegoctaBar nHpopmalusza AMHAMHKATa Ha U3XOAALIUTE
MIbTYBaHU s HA H3PAETICKUTE TYPHUCTH, JIea Ha bbirapusi cpesi peAnoYnTaHUuTEe OT U3PACIICKUTE
TYPUCTH JECTHHAIINHU, CE30HHOCTTA Ha ITETYBAHUATA U CPAaBHUTEIHH JaHHU 32 KOHKYPECHTHH
nazapu (I'sprus, Typrus, PymbHus). JONBIHUTENHO ca aHAIM3UPAHU MEXTyHAPOIHU
naaekcu — Harmonised Index of Consumer Prices (HICP), Price Level Indices (PLI) u Travel
and Tourism Development Index (TTDI), xouTo mo3BOJSBAT Aa CE€ OIEHU LIEHOBATa
KOHKYPEHTOCIIOCOOHOCT Ha briirapus B pernoHaieH u rio6aaeH KOHTEKCT.

WNuTterpanus Ha nanaute. KomOnHanusaTa MEX 1y MbPBUYHU U BTOPUYHU U3TOYHUIIN

Cb3JaBa BB3MOXHOCT 3a TPHUAHTrYyJallMs, KOCTO OCUTYypsBa HAACKIHOCT HA AHAJIMUTUUYHUTC
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pesynratu. Hanmpumep, yCTaHOBEHUTE Upe3 AHKETUTE NPEANOYUTAHHUS Ha U3PACIICKUTE
TYpUCTU KBM KYITypHO-HCTOpHueckd Typu3bM U CIIA yciyru HamupaT MOTBBPKIEHUE B
nanuute Ha Cratucra u CTO 3a HapacTBamms JsU1 Ha T€3U CErMEHTH B MEXIyHApPOJIHHUTE
nbTyBaHus. CemieBpeMeHHo, cratuctuueckute wuHaekcu (PLI, HICP) monkpersr
KOHCTATAaI[MUTE OT EMIUPUYHOTO U3CIICIBAHE 32 [ICHOBUTE MPEAUMCTBA Ha brirapus crpsimo
OCHOBHUTE KOHKYpPEHTHHU JecTHHanuu. BTopara ¢a3a Ha u3cienBaHETO MOKa3Ba, 4e 4pes
KOMOMHUPAHOTO HM3MOJI3BAaHE HA IMBbPBUYHU U BTOPUYHM JIaHHU MOXE Ja CE€ IOCTUTHE
00EKTHBHA U ISUIOCTHA OIEHKA HA U3PAeJICKUs TYPUCTUYECKH Ma3ap. Pe3ynratute ouepraBar
KJIFOYOBU KOHKYPEHTHHU NIPEAUMCTBA Ha bharapust — HOCTHITHYU 1I€HU, CUTYpPHA U TOJIEpPaHTHA
cpena, KyJITYpHO-UCTOpUYECKa ONM30CT — KaKTO W O0JIacTH, B KOUTO ca HEOOXOAMMHU
nojgoOpeHus: UHMPACTPYKTypa, peKiiaMHa aKTUBHOCT, TUTUTAHA BUJAUMOCT M MPOJTYKTOBA
TBepCcU(UKAIUAL

2.4. AHanu3 Ha BB3NpUATHETO 3a bbiarapusi cpea u3paejcKure TYPUCTH U
TYpOonepaTopu (Ha OCHOBATA HA OHJIAHH AHKETHH NPOYy4YBAHUS)

2.4.1. AHaian3 ¥ oeHKa Ha bbjarapus KaTo TypucTHYECKA 1eCTUHAIUSA OT IJIeHA
TOYKA HA U3PAEJICKUTE TYPUCTH

B Tasm moarouka ce mpencTaBs aHaIU3bT HA EMIUPUYHUTE pE3yaTaTH oOT
MPOBEJIEHOTO OHJIAWH aHKETHO MPOYYBAHE CPell U3PAETICKHU TYPUCTU, KOUTO Ca MOCETUITN WUIH
MposIBIBAT HMHTEpeC KbM TmocelleHue Ha bbarapua. OcHoBHaTa 1en € Ja ce€ OIEHH
BB3MPUATHETO 32 bbarapus kato TypucTtuuecka ASCTUHAIUS, KaTO C€ OTYETAT KJIFOYOBUTE
MOTHBH, IPEANOYUTAHUS U OYAKBAHUS HA PECTIOHJICHTHUTE.

IIpopun wnHa pecnongenTure. M3Baakara BKIOYBA M3PACICKM TpaxIaHU Ha
pa3IMYHU BB3PACTOBH TPYNU U CONUATHO-MKOHOMHYECKH mpodwmmn. CrOpaHuTe daHHU
MO3BOJISIBAT JIa CE€ OYepTae Pa3sHOOOpa3sMeTo Ha ayJuTOpHATa — OT CeMEHCTBa C Jerna o0
WHJMBUIYaTHU ITYBAIIU, KAKTO M CETMEHTH C Pa3TUYHU JOXOIU U 00pa30BaTEIIHO PaBHUIIIE.
ToBa rapanTupa MpEACTABUTEIHOCT M HAJACKIHOCT Ha HamnpaBeHUTe u3Boau. durypa 2

(O6p330BaHI/Ie) IMOKa3Ba HUBOTO HAa PECITIOHACHTUTC HA O6p330BaTeJ'IHO paBHHUIIIC,
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®ur. 2 O0pa3oBaTeneH cTaTyC Ha U3PAaeICKUTE TYPUCTH

OO0pazoBanue

1%
B Bucme - Maructsp
45% B Bucue - bakansbp
B J[oxTop
B OCcHOBHO 00pa3oBaHHe

29%
B Cpenno oOpazoBaHue

10%

M3TouHuk: ABTOpOBapa3pabOTKa MO JaHHH OHJIAH aHKETHO npoyuBane, CtosHOB, P., (2025)

MarucrbpckaTa CTEeNeH € Hall-4ecTo CpelllaHa, cliefBaHa OT JOKTOPCKa. 3aeTHO Te3!
JIB€ KaTErOpHH ChCTABIISIBAT HAJl CEAEMICCET MPOIICHTA OT YYaCTHUIMTE. TOBa MOTBBpKIaBA
Te3aTa, 4e M3PACICKUTE TYPHUCTH HMAT BUCOKO 00pa30BaTeIHO HUBO, KOETO CE€ CBBP3Ba C I0-
BHCOKa KyJITYpHA MOTHBAIIUSI, KDUTHYHOCT B OIIEHKATa M MHTEPEC KbM KYJITYPHO -UCTOPHIECKA
Y TTO3HABATEJICH TyPU3bM.

AHaIM3bT HAa TOXOJUTE € KITFOYOB 32 MPOPHUINPAHETO HA TYPUCTUICCKHUTE Ta3apH, Thid
Karo HUBOTO Ha JI0XOAa CHJIHO KOpelupa C YecToTaTa, NMPOIBDKUTENIHOCTTa M BUJA Ha
TypUCTUUYECKUTE MbTyBaHUA. Cropel MOMydyeHUTE pe3yiTaTh, IpeodiiafaBaiia 4YacT OT
AHKETUPAHUTE U3PACIICKU TYPUCTH MOMAAT B CPEAHO U HAJ CPEIHOTO PABHHUIIE HA TOXOJIH.

@ur. 3 [loxonu

Joxoau

1% 16%

6%
¥ He »xenas 1a oTroBops

¥ 10,000 — 20,000 NIS
20,000 — 40,000 NIS
W Hax 40,000 NIS

| 5,000 — 10,000 NIS

18%

49%
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M3rounnk: ABTOpoBapa3paboTKa 110 JaHHU OHJIAIH aHKETHO poyuBaHe, CTosHOB, P., (2025)
Ha ¢ur. 4 ca npeacraBeHn MOTHBHpAIUTE (PaKTOpU MPH U300p HA TECTUHALIUS

®ur. 4 MotuBupaiy $HakTopH mpu u300p Ha JeCTUHAIUS

MotuBupanm ¢pakTopu Mnpu U300p Ha AECTUHALUS

HCHI/I | 75%
[lpeuieH onmuT E— 360
[Ipenopbka OT MpUATE]l  TE——— 53
[Ipertopbka OT Typ. areHT W= 1(0%
KyntypHO-HuCcTOpHYECKH TaMETHHITY,. . M—— 320/
[IpupoaHu 3a0€eKUTEIHOCTY —I—— 350
busnec W 2%
Mecra ¢ 1o0pa XpaHa, BUHO U PECTODAHTH ——— 350/
KyntypHu chOnTrs e— )30,
Pa3HooOpa3eH HOILEH )KUBOT e |49,
MsicToTO HSIMa 3HAYEHHE, BAJKHO € Ja ce.. mmm 7%,
M3BeCcTHU TypuCTUUYECKU JECTHHALNY —— 339
MecTta ¢ 100pu BB3MOXKHOCTH 3a.. 8 4%,
Hpyro: mm 5%

0% 10% 20% 30% 40% 50% 60% 70% 80%

H3TouHuk: ABTOpOBapa3pabOTKa MO JaHHH OHJIAH aHKETHO npoyuBane, CtosHOB, P., (2025)

PecrionieHTHTE M3THKBAT HIKOJIKO BOACHIH (haKTOpa: JOCTHITHU LIEHH B CPaBHEHUE C
KOHKYPCHTHHU ACCTUHAINU ; KYJITYPHO-UCTOPUICCKO HACIICACTBO U BPB3KH MCIKIY 6Lnrapcm/1${
u eBpeiickus Hapon; Hamumuue Ha CIIA u GamHeo pecypcu; pasHooOpasue OT HPHUPOIHH
JaJIeHOCTH (TIJIAaHWHU, MOpE, MUHEPAIHU U3BOPH ). 3HAUUM MOTHUB € U CUTypHOCTTa — beirapus
ce BB3NpreMa KaTto 0e30macHa U ToJIepaHTHA cTpaHa. PesynraTuTe mokasBaT, 4e CUTYPHOCTTA

U LIEHOBAaTa JOCTBITHOCT ca Cpejl Hall-3HaunMUTE (PaKTOPH 3a U3PAETICKUTE TYPUCTH.
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Onenka Ha TYPUCTHYECKHUS NMPOAYKT.

®ur. 5 Ouenka Ha bbarapus kKaTo TypUCTHYECKA IECTUH alus

Kaxk onensiBate brirapust Karo TyprCTHYECKa TECTUHAIUS 11O CIICTHUTE
nokasarenu?

Tlonenena 37%

WNurepecHa 35%

32%

EBTuna

Cxbia 41%

Hemoznara

M3BecTHA 0

P OB e | 0
2. 38%
L T 27%

Curypna o 36%

PR — 7% '
0% 10% 20% 30% 40% 50%
® M3xmountenHo MHoro ¥ J[a I[lockoponga ®He ™ AGCONIOTHO HE

H3TouHuk: ABTOpOBapa3padOTKa MO JaHHH OHJIAH aHKETHO npoyuBane, CtosHOB, P., (2025)

AHaM3BT HAa OJIYYCHHUTE JaHHU MMOKa3Ba MO3UTHBHU HArJacH KbM Ka4ecTBOTO Ha
HacTaHsBaHE, XpaHaTa U JIOCTBIIHOCTTAa Ha TypUcTHUecKHUTe yciyru. OthensasBar ce obaue u
HSIKOU CTa0OCTH — HENOCTaThuHA MUTHUTATHA peKiiaMa, OrpaHu4YeHa WH(OpMaIus Ha HBPUT,
KaKTO ¥ HEOOXOAMMOCT OT T10-100pa HHPPACTPYKTYPHA CBBP3aHOCT ¥ MOJICPHHU3AIIMS HA YacT
OT TypUCTUUYECKUTE OOCKTH.

IIpeanounranu TUnoBe TypudbM. Haii-royssim mHTEpeC NMpeau3BUKBAT KYJITYpPHO-
ucropuueckust U CIIA TypusmsbT, ciaeiBaHu OT MOPCKMS M IUIAaHUHCKUS Typu3bM. Hact ot
PECIIOHIEHTUTE MPOSIBSBAT MHTEPEC KbM I'ypMe U BUHEH Ty PH3bM, KOETO MTOKa3Ba MOTEHIIHAT
3a JauBepcU(HKAIMS Ha MpeUIaraHuTe MPoayKTU. JIJaHHUTE OT aHKeTara ca B Ch3BydYHE C

rJ100aHUTE TeHICHLIMH 32 HapacTBAaIllO ThPCEHE Ha TYPU3bM, OPUEHTUPAH KbM MPEKUBSIBAHUS
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1 aBTCHTHUYHOCT.

®@ur. 6 Mzroununu Ha nHOpMAITUS

OTKbJe MOTYYUXTE IbPBOHAYATHA HH(POPMALIH 32 OOCKTUTE Ha
€BPEMCKOTO KYITYPHO-UCTOPUUYECKO HACIEACTBO B bbarapus?
4%

B

45%

= Ot opunmanHus caidT Ha “bulgariatravel”.
= Ot odepTa Ha MECTEH Ty pOMEparop
OT uHTEp HET
= Ot npusiTenu
® OT UCTOP NYECKH KHUTY U M3CIISIBAHNS

= He 3HaM HUIIO 3a €BPEHCKOTO KYJITY P HO-UCTOP MUECKO HACIIECTBO B bbirapus

H3Tounuk: ABTOpOBapa3padOTKa MO JaHHH OHJIAH aHKETHO npoyuBaHe, CtosHOB, P., (2025)

3HauNTENHA YacT OT M3PACJIICKUTE TypPUCTU HM3MO0JI3BAT OHJIAWH KaHAJIU U COLMAIHU
MpEXH 3a ThpceHe Ha nHdopmanus. Typoneparopute octaBaT Bake€H MOCPEAHHUK, HO BCE MO -
rojisiMa poJjisi UTrpasiT MHAWBUAYATHUTE pe3epBalliy upe3 oHsaiiH miargopmu. ToBa mocrass
M3HCKBaHE KbM OBJITapCKUTE TOCTABUUIIH J1a TOJOOPST TUTUTATHOTO CH IPUCHCTBUE U OHJIANH
MapKeTUHI. AHaIU3bT N0Ka3Ba, ye bbarapus ce Bb3NpHUEMA MOJOKUTEIHO OT U3PACICKUTE
TYpPUCTHU, OCOOCHO IO OTHOIIEHHWE Ha LIEHOBAaTa JOCTBIIHOCT, CUTYPHOCTTa M KYJITYpHO-
ucropuueckute pecypcu. CbOpaHuTe JaHHH COYAT, Ye KyJITypHaTa OJIM30CT U UCTOPHYUECKUTE
BPB3KH CBIIO HUIPAiT 3HAUYMMa pOJid 3a MO3UTHUBHOTO BB3MpHUATHE. B CchIIOTO Bpeme ce
OTKpOSIBAT MPENN3BUKATEIICTBA, CBBP3aHU C MapKETHHTa, HH(POPMAIlMOHHATA JOCTBITHOCT U
HH(}pacTpyKTypaTa, KakTo ¥ ¢ OIpaHUYEHOTO U3MO0I3BaHe HA AUTUTAIHH KaHAJIM 32 IIPOMOIHSL
Te3n pesynraTi odepTaBaT KOHKPETHHM HANpaBICHHS 3a TMOJOOpEeHHME — 3acHiiBaHE Ha
peKIaMHaTa aKTUBHOCT, YBEJIMUaBaHE HA MpeiaraHeTo Ha WHGOPMaIs Ha UBPUT, KAKTO U
MHBECTULMU B UH(PPACTPYKTYpHA MOJepHM3alus. Te ch3aaBaT OCHOBA 3a (OpMyJIMpaHe Ha
CTpaTerM4ecky IpEenopbKH B MoOJEda 3a IO3ULMOHMpPaHE Ha bbarapus Ha u3paeickus

TYPUCTHUUYECKH Ma3ap.
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2.4.2. AHaau3 W ouneHka Ha bbiarapus karo aecTuHamMsi OT CTPaHa Ha
U3paeJICKUTEe TYponepaTopu

Hacrosmmst naparpad ce ctpeMu Ja IOMpUHECE 3a M0-331bJI00YeHO pazdupaHe Ha
BB3IPUATUETO, HATJIACUTE U MTOBEAECHUETO HA U3PACIICKUTE TYpPOIEpaTOpH CrpsAMO breiarapus.
N3cnenpaneTo cu MOCTaBs 3a Il HE MIPOCTO Ja OIHUIIE TEKYIIOTO CBhCTOSHUE Ha
nH()OPMUPAHOCTTA U MPAKTHKUATE HA MPO(ECHOHATHUTE MMOCPEIHUIIH, a 1a HACHTU(DHUIINpa
OCHOBHUTE JETEPMUHAHTU, KOUTO BB3MPEISITCTBAT UM CIIOCOOCTBAT 32 MHTErPUPAHETO HA
bovarapusi B mpoayKkToBOTO MOpPT(OINO Ha Typoreparopute. M3mon3BaHUIT MOAXO 4pe3
OHJIal{H aHKeTHUpaHe MO3BOJIsIBa ChOMpPaHe Ha JAaHHU OT PECIIOHACHTH C TUPEKTEH MPAKTHIECKU
OIIMT, KaTO I10 TO3W HAYWH CC OCUTYpsABa BUCOKA CTCIICH HA aBTCHTUYHOCT U IPUJIOKHUMOCT Ha
pesynTatuTe. AHaIM3bT Ha pPE3yJNTaTUTE OT aHKeTara, HacOYeHa KbM MPEACTABUTENU Ha
W3paACJICKM TYPUCTUYECKHM KOMIIaHMM (Mpeiaraid W He mpeanaramy bwiarapus, karo
TYpUCTHUYECKA JECTHHAIIMS), MOKa3Ba SICHO HW3pa3eHM IPEANOYUTAHUS KBbM CIEeHH(PHIHI
BUJIOBE TYpHU3bM, npeniaranu B benarapus. [lanaute ca npeacraBenu rpadpuuno (dur. 7), a
MPOIICHTHATA pa30MBKa JaBa BH3MOXKHOCT 32 OLICHKA Ha JOMUHHUPAIUTE HHTEPECH.
®@ur. 7 [Ipennountanu BUJOBE TYPUIBM

Mpeano4YynTaHM TUNOBE TYPU3BM OT U3PAaesICKU TYPUCTKU B Bbarapus

70+ 68.18% 68.18%
63.64%

ey 60 54.55%
é’ 50.00% 50.00%
= 50T 45.45%
=
s
= 40 36.36%
t 31.82% 31.82%
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- 30
= =
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g_ 20
= 13.64%

10l 9.09%
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Twun TYprU3bM

H3rounuk: ABTOpoBa pazpaboTKa MO JaHHU OHJIAH aHKETHO MpoyuBaHe, CTOSHOB,
P., (2025)

CeriiacHO pesyiTaTuTe OT OHJIAMH aHKeTaTa Ccpel HU3pAeICKH TypOIepaTopu
KOMIaHUM (Mpeiaralid 1 He mpeiaraiid beiarapus, karo TypucTUYecKa JECTHHAIIMS),
TYPUCTUUYECKUTE JIEWHOCTH, KBM KOUTO MpOSABSIBAT HHTEPEC TEXHUTE KIUEHTH ca
M3KIIFOYUTENTHO Pa3HOOOpa3HU M IOJYEpTaBaT BUCOKUS MOTEHIMAT Ha CTpaHaTa 3a
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MHOT'000pa3eH U [EJIOTOIUIIEH TyPUCTUUYSCKHU MTPOIYKT.

@ur. 8 [IpennouynTanu TypUCTUYECKA aKTUBHOCTH

Mpenno4ynTaHn TYPUCTUYECKN aKTUBHOCTW MpW rnocelleHne Ha brarapus
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H3TouHuK: ABTOpOBA pa3paboTKa IO JAHHU OHJIAMH aHKETHO MpoyuBaHe, CTOSHOB,
P., (2025)

Pa3nosnaBaemoct Ha bbarapus. Ha BoenpocwsT: IloznaBare nu bbarapus karo
TypUCTUYECKA JIECTUHALMS IOBEYE OT IOJoBHHATa pecnoHAeHTH (59,09%) mocousar, ue
pasmnousiaraT ¢ orpaHuyeHa nHdopmanus oTHocHO beiarapus karo nectunanus. ToBa e sceH
CUT'HaJI 32 HEJI0CTaTh4Ha KOMYHMKAIIHSI M OFPAHUYEHO IPUCHCTBUE HA CTPaHATa Ha U3PACIICKUS
TYPUCTHUYECKH I1a3ap.

,»J1a, To3HaBaMm s MHOT'0 00pe™ otroBapsr 31.82% ot 3anmutanure. ToBa € mouTu eHa
TpeTa OT aHKETUPAHUTE U Ipearoiara HAIM4YMe Ha SApo OT MPOPEeCHOHATUCTH, KOUTO BEUe
pabotsar ¢ bearapus unm ca g mocemaBalii M BKJIIOYBAIM B IPOIAYKTOBH IPEIIOKEHUSL
VMeHHO TO3M 11 MOXKe jJa Obje HM3MO0JI3BaH KaTro IOCIAHMIM Ha JECTHHALMATa, 4pe3
MapTHBOPCTBA U JOOPU MPAKTUKU.

,»He, Ho cbM uyBai Hemo*“ oTroBapsT 9.09% ot ankeTupanuTe. Makap ¥ OTHOCUTEIIHO
MaJika, Ta3u Tpyna MNOTBBPXKAaBa CHIIECTBYBAHETO HA YaCTHYHA Pa3MO3HABAEMOCT, KOSTO
MOXe Ja ObJe Jopa3BUTa upe3 TapreTUpaHd KaMIaHUW M Y4acTHE B MEXIyHApOJIHU
TYpPUCTUYECKH U3I0XKeHUs. Pe3ynratute oOT aHKETHOTO MpPOy4YBAaHE IIOKa3Bar, 4e

Pasnno3HaBacMOCTTa Ha bwar apus Cpe U3PACTICKUTC TYyPOIICpaToOpu € BCC OLIC OrpaHUYCHA, HO
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HapacTBalia.

OueHKaTa Ha HUBOTO HA OCBEAOMEHOCT Cpell M3pae/ICKUTe TYpPOIepaTopu o
OTHOIIIEHNE HA KYJTYPHHS TYPU3bM B BbjIrapus chiio € ChIIecTBeH KOMITOHEHT OT aHaTN3a
Ha HEHHOTO MO3UI[MOHUPAHE KAaTo KyJITypHa JAecThHanus. Hall-romsm Asim oT aHKeTUpaHUTe
(31,8%) mposiBsiBa Oa3uCHA OCBEIOMEHOCT, HO HE M 331BJIO0YCHO pa3dupaHe.

[Toutu emna Tpera oT pecnonaeHtute (27.27%) pexknapupar MbiIHA JHUICAa Ha
WHpOpMAIHs, KOSTO TOoa4epTaBa HEOOXOIUMOCTTa OT CHCTEMaTH3WpaHa KOMYHHKALHS H
MONyJIApU3alvs Ha KyJITypHUTE aKTUBU Ha cTpaHarta. ToBa chOTBETCTBA Ha (ha3aTa HA HHUCKA
,,JIO3HABATEIIHA OCBEAOMEHOCT B KJJACHUECKUTE MOACIN Ha JSCTUHAIIMOHCH UMHUK.

»dyBall ¢bM Hemo 3a bearapus u HelHUTE BB3MOKHOCTH 32 KYITypeH TypHU3bM
otrroBapst 18.18%. JlanHHUTE 1MO/ICKa3BaT YaCTUYHO BBH3MPHUEMaHEe Ha CTpaHaTa KaTo KyJITypHa
JeCTUHAINS, KOETO MOXe Ja ObJe HaarpajgeHo upe3 pa3paboTBaHe W MpEICTaBSHE Ha
TEMaTU4YHHU MapHIPYTH, GECTUBANU U MOMYJIApU3MpPaHE Ha €BPEHCKO KyJITYPHO HACIIEJCTBO B
bovarapus.

EnBa manbk Opoit oT uspaenckute Typoneparopu (9.09%) oneHsBar 3HaHHETO CH Ha
BHCOKO HUBO. ToBa 03Ha4aBa, 4e cTpaHaTa He € YTBBPACH UTpad B MpeAcTaBara 3a KyJaTypeH
TYpU3bM cpell podecuoHATUCTUTE, KOETO Mperoara npey3Ha MapkeTHHT OBa Hameca.

L lOHSIKOTa M3MmpaiiaM TypucTu B bbiirapus 3a Kyntypet Typu3sm* TBepasT 9.09% ot
aHKeTHpaHUTe. ToBa € MOJIOKHUTENIEH 3HAK 32 HalMyhe Ha MPAKTHYECKO MPHIOKEHUE Ha
KyJITypHUS TPOAYKT, KOMTO MOXKE J1a C€ M3IO0II3Ba KaTto 0a3a 3a M3rpakaaHe Ha JbITOCPOYHU
MapTHHOPCTBA.

ToBa HMBO Ha 3HAaHWEC Ha HAKOM (akTH 3a OBIATapcKkara KyiaTypa W HCTOPHS
Mpeanojara MOTEHIIMAl 3a pPa3BUTHE 4pe3 OOydeHHEe M IeNeHACOYEHU MapKETHHTOBU
MaTepuaii, HACOYCHU KBbM HCTOPHSITA, KYJITYPHOTO HACIICACTBO M YHHKATHUTE OBITapCKU
obuyan. CbOpaHHTE OTrOBOPU pasKpuUBaT, Y€ BBIPEKH H3BECTHA CTEMEH HA TMO3HAHUE,
CBIIECTBYBA OTYETIIMBO HH(POPMAITMOHHO M30CTaBAHE B TO3H CEI'MEHT, KOETO O MOTJIO /1a Ob/1e
MPEOJIONSHO Upe3 1eIEHACOUYEeHU KOMYHUKAIIMOHHHU YCUJIHS U TPO(EeCHOHATHH TapTHOPCTBA.

Pesynrarute OT aHKETHOTO NMPOYYBAHE CPEJ M3PACIICKH TYpOIEpaTOpH pa3KpHBar
OTpaHUYCHO BKIIOUYBAHE HA KYJITYPEH TYPU3bM B TypUCTUUYECKUTE MTakeTH 3a beirapus (Owur.
9). Berpekun de cTpaHaTa pasmojara ¢ 00raTo KyJlITypHO-HCTOPUYECKO HACIIEACTBO U TOJISIM
MOTEHI[MAJ 32 Pa3BUTHE HA TO3U CEIMEHT, KYATYPHUSAT TYpU3bM HE € JTOMHHHUPAI KOMIIOHEHT

B TEKYLIUTE MPEUIOKEHHS Ha U3PACIICKUS [1a3ap.
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®@ur. 9 [Ipearane Ha TypUCTUYECKH ITAKETH C KYJITYPEH TypU3bM

Mpoaaeate AN TYRUCTUHECKN NakeTn 3a Benrapva c KyATYRPeH TYPHIBM?

mam He, No-CKopo He
EmE [a. noHAKora
e [a, yecTo

M3rounnk: ABTOpoBapa3paboTKa 10 JaHHU OHJIAH aHKEeTHO npoyuBaHe, CTosiHOB, P., (2025)

Pesynrature mokasBaTr, ue moBeude OT TMoJoBHMHAra Typomeparopu (52.38%) He
BKJIIOUBAT KYJITYPHHM aKTUBHOCTH B IakeTuTe cH 3a bearapus. Toa moxe na ce o0scHU ¢
HAKOJIKO (hakTopa: Jlumca Ha sICHO MO3MIMOHUPaHe Ha brirapus KaTo KyATypHA AeCTHHAIUS
B WM3paen; HenocraThuHO ChAbpKaHUE M MPE3CHTALMS HA KYITYpHUS NPOIYKT (HArmp.
MapIpyTH, 00eKTH, ChOUTHs); KOHKypeHIHs ¢ APYrH NECTHHAIMH, C MoJ00eH MpodmI, B
EBpona n bauzkus U3tok, kouTo Bede ca 100pe Mo3HaTH.

2.4.3. O0o0meHnne Ha pe3yJTATHTE OT OHJIAWH AHKETHOTO NPOyYBaHe Cpel
U3PAaeJICKM TYponepaTopu

O0600mmenneTo Ha pe3yNTaTuTe MOKa3Ba, Y€ M3PAEICKUTE TypOIepaTopu MpHU3HABAT
KOHKYPEHTHHUTE NMPEIMMCTBA Ha bbiarapuss — HUCKH LEHU, CUTYPHOCT, KyATYPHH BPB3KU U
HUIMYME Ha NPUPOAHM W OATHEONOXKKH pPECYypCH — HO TI0COYBAT KaTo OCHOBHH
MpeIU3BUKATENICTBA JIUIICAaTa Ha pas3lo3HaBaeMoCcT Ha OpaHja ,bearapus’, orpanmuenute
MapKETHHTOBH YCHIINS U HEIOCTATHYHOTO YYACTHE B MEXKITYHAPOAHU TYPUCTHUECKH (GOPYMHU.
Yact oT onepaTopuTe OTOENA3BAT U JIMIICATa HAa CTPATErHYECKU KOMYHHKAIIMOHHYU KaMIIaHH!

Ha HUBPUT, KAKTO W HCAOCTATBYHOTO pPasBUTUEC Ha AJUPCKTHU IOJIECTHU BPB3KHU, KOHUTO
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orpaHn4aBaT JOCTBIIHOCTTA. I/ISBOI[T:T €, U€ 3a II'bJIHOLCHHO U yCTOfI‘IPIBO MO3UITUOHUPAHC €
HEe0OX0IMMO 3aCHJIBaHE Ha Ibp)KaBHATa M YaCTHATA aKTUBHOCT HA U3PAeNICKUS a3ap, ¢ aKIEeHT
BBpPXY LCICHACOYCHA PCKIIaMa, JUTHTallHA BUAUMOCT U TO-TACHO NAPTHBOPCTBO C MCCTHHUTC
TypOIlepaTOpH.
HN3BOoaM KbM BTOpa IiIaBa
e [losunuonupanero Ha bbirapus Ha U3paeNCKUs TYPUCTHYECKHM Tazap ce
XapakTepHU3Upa C HAJTMUYKUETO HA 3HAYMTEIIEH, HO HEIOCTAThYHO M30JI3BaH MOTEHIIUAIL
o KomOuHammsaTa OT KayecTBEH W KOJMYECTBEH IMOAXOJ OCHTYpsiBa MBIHOTA H
HAJIeKIHOCT Ha aHaJIM3a.
e ABToeTHOrpadcKkuTe HAOMIOJEHUS IMOKa3BaT, Y€ KYJITYPHO-UCTOPUUYECKUTE BPH3KU
HUTpadT KIII0YO0Ba pOJid 3a MOJTOKUTCIHUTE BB3NPUATHA HA U3PACTICKUTE TYPHUCTH.
e CTaTUCTUYECKUTE JaHHU Pa3KPUBAT KOHKYPEHTOCIIOCOOHOCT B IIEHOBO OTHOIICHHUE, HO
1 ¢1a00CTH 10 OTHOILLIEHUE Ha UMUK U peKJiama.
o Typomneparopute pasriexnar beiarapus kato o0emaBamia JeCTHHAIUS, HO HACTOSBAT

3a MoBeYe MPOMOLMOHATHU aKTUBHOCTH U MMO00psiBaHE HAa HHPPACTPYKTyparta.

I'maBa 3. PA3PABOTBAHE W BAJIMAUPAHE HA MOJEJ 3A
CTPATETUYECKO NMO3UIIMOHUPAHE HA BbJITAPUS HA WU3PAEJICKUSA
TYPUCTUYECKUIIA3AP

3.1. O0ocHOBKa M JIOTMKAa HAa Moje/]a 3a NMO3MLHMOHMpaHe Ha Bbbiarapusi Ha

M3PaeJICKUsl TYPHCTHYECKH TAa3ap

MoznenbT € KOHLENTyalHO OOOCHOBaH BBPXYy MHTErpalus Ha YETHPH
B3aUMOJIONBIBAIIN CE€ CTBIOA — KYITYPHO - HMCTOPUYECKU PECYpPCH, IPUPOIHU PECYPCH,
CUTYPHOCT U 1I€HOBAa KOHKYPEHTOCIIOCOOHOCT, KaTO CUCTEMHA paMKa 3a MO3UIIMOHUpaHE Ha
JlorukaTta Ha Mojiela ChbUY€TaBa TEOPETUYHU MOCTAHOBKH OT JECTHUHAI[MOHHUSI MAPKETHUHT U
KOHKYPEHTOCIIOCOOHOCTTa C €MIIMPUYHM DPE3yJNTaTH OT OHJAWH aHKETH Cpel H3PACNICKH
TYpUCTH U Typomneparopu, cpaBHuUTedHU LieHoBH uHuekcu (PLI, HICP), unnexkca TTDI u
aHaJIM3 Ha Na3apHOTO Ipeuiarane. BXxoHuTe 1aHHU ce arperupaT B MHIUKATOPHU OJIOKOBE IO
CTBJIOOBE, KOETO I03BOJISIBA OLICHSABAHE HAa OTHOCHUTENHATA CUJIA HA IHO3MIMOHMPAHETO U
UJICHTU(QULMpAHE HA KIIOYOBUTE TEMHM 32 KOMYHHMKAIUs KbM H3PAEICKUTE CErMEHTH.
Bbrpemnara joruka nmpeaBuikaa IocienoBaTenHocT oT: (1) AuarHocThka Ha TEKYLIOTO
BB3NpHUATHE (aHKeTH), (2) OEHYMAPKMHT Ha IEHOBHM M HWH(PACTPYKTypHU HapamMeTpu

(PLI/HICP/TTDI), (3) cuHTe3 B MO3UIIMOHHA apXeTUNM3alus, (4) MiiaH 3a BHEApsIBaHE upe3
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KOOpAMHALMS Ha NyONWYHUS M YaCTHUS CEKTOp. Bamumupanero e peamuzupaHo upe3
TPUAHTyJAlUs MEXAY I'bPBUYHU U BTOPUYHHU M3TOYHULIM U MPOBEPKA HA CHIVIACYBAHOCTTA
MEXJly MOTUBALlMOHHUTE NPO(UIN HA TYpUCTUTE, NOPT(OIMOTO HA TYypONEPATOPUTE U
CPaBHUTEIIHUTE HHJAEKCH. Taka MOAENBT OCUTYpsBa IPAKTHUKO-IIPUIOKHMA paMKa 32
¢dokycupaHe Ha KOMYHHUKAIIMOHHHTE MOCIAHHWS M MPOJYKTOBaTa KOH(UTyparus KbM
U3paesCcKus nasap, Karo OT4MTa crnenu@uyHaTa YyBCTBUTEIHOCT KbM CUT'YPHOCT, KyJITypHa
OJIM30CT U CTOMHOCT 3a MapuTe Ha U3PACICKUTE TYPUCTH.

3.2. OCHOBHH KOMIIOHEHTH HAa MoOJe/a 32 NO3MUHOHHpPaHe Ha buarapus Ha
TypucTHYecKHs1 na3ap Ha U3paen

3.2.1. KyarypHo-ucropuiecku pecypcd Ha bbiarapusi 1 TSXHOTO 3HAYEHHMe 32
H3paeCKusl TYPUCTHYECKHU Ma3ap

3a no3uIMoHUpaHeTo Ha bpiirapys Ha M3paescKkus TYpUCTHUECKH 1a3ap € OT KJIF0UOBO
3HAYEHUE NOAYEPTABAHETO U IMONYJAPU3UPAHETO HA MCTOPHYECKUTE BPB3KM MEKIY IBaTa
Hapopa, Obarapekus u u3paenckus. Oco6eHo 3HaueHrne uma (GpakThT, ye 1Mo Bpeme Ha Bropara
CBETOBHA BOWHaA OBJTapcKaTa JIbp’kaBa M OOIIECTBO ChXpaHsBaT >kuBoTa Ha Ham 48 000
OBITapCKU €BpeH — CBOMTHE, KOETO € H3rPaJiiIo TPallHU IOJOKUTEIHU Harjacu B
CBhBPEMEHHOTO U3PAeICKO OOILIECTBO.

OcBeH TOBa, CHILIECTBYBAT MHOXXECTBO MAaTE€pHallHU W HEMAaTepUAIHHU CIEAU OT
€BPEHCKOTO TPHUCHCTBHE MO Obarapckute 3emu — cuHarorn (kato Codwuiickata u
[InoBauBckara, enHU OT Haili-rosieMute B EBpomna), eBpelicku rpoOula, My3eu U KyJITypHU
MHCTUTYLUH, KOUTO MOTaT Ja c€ IPEBBPHAT B LIEHTHD HA CHELUAIU3UPAHU TyPUCTUUYECKH
MapupyTd. Te3um pecypcu ce BHHMCBAT B KOHLENIUATA 3a KYJITYpPHO-IIO3HABATENIeH U
MTOKJIOHHUYECKHU TYPU3bM, KOWTO MM HAapacTBAIIO 3HAYEHUE CPEJl U3PACIICKUTE TYPUCTH.

3.2.1.1. UcTtopuyecku Bpb3KH MeK1y ObJIrapu U eBpeH

HcTopuueckuTe Bpb3KH MEXay OBITapu M €BpeH ce OTJIMYaBaT C JAbJIra BpeMeBa
JIMHUS ¥ TIOCTIEI0OBATEIHOCT Ha MPUCHCTBHE, 3aI10YBAIa OT aHTUYHOCTTA M YKpENHaja ciej
npecenenusTa Ha cedapajackute espen npe3 XVI Bek. B rpajackute nentpose ce popmupar
YCTOWYMBM OOHIHOCTM C pa3BUTa peIUruo3Ha, oOpa3zoBaTesliHa M OJaroTBOpHUTENHA
uH(}pacTpyKTypa, MHTEIrpUPaHHU B MECTHATa UKOHOMHUKA Ype3 ThProBus, 3aHAATH U (PUHAHCH.
[Ipe3 XIX—nauganoro Ha XX BEK €BPEHCKUTE OOIIHOCTA JOMPHHACAT 32 MOJCPHHU3ALIMATA HA
rpajckara KyJTypa, JUTepaTypara, My3UKaJHMS JKUBOT U Jp., KaTo MOJABPKAT aKTHBHU
KYJTYPHH U CTOITAHCKA OOMEHHH BPB3KH ¢ ObIATapckoTo 00mectBo. Cien 1948 r. ce 3anaszBar
YKUBU AUACTIOPHUTE KOHTAKTU U KYJITypHaTa aMeT, KOETO YJIECHSBA ABYCTPAHHUTE BPB3KH U

(dopmupa ecrecTBEHa OCHOBA 3a IBbTYBAaHUSA ,,KbM KOpeHHTE W mocemnieHus ot tumna [1TIP
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(mocemieHre Ha NpUATENM U poAHMHH). Tasu HcTOpUYEcKa KOHTUHYUTETHOCT, KyJITypHa
ONMU30CT W crnojeieHH OuorpadUyHU TPACKTOPUM Ch3IaBAT OTIMYMMA HICHTHYHOCT Ha
benarapus kaTto pgecTMHaUMs C ABTEHTUYHU €BPEMCKHM KYyJITYpHHM CJI€IM W BHCOKa
MHTEPIPETATUBHA CTOWHOCT 3a U3PACIICKUTE TOCETUTENH, TOANOMAr A K1 MO3UIIMOHUPAHETO U
B CErMEHTA Ha KYJITYPHO-UCTOPUYECKUS TYPU3HM.

3.2.1.2. CnacaBaHeTO HA OBJTrapCKUTE €BpPeH MO0 BpeMe Ha BTOPATa CBETOBHA
BOMHA

AKTBT Ha CHacsBaHETO Ha OBIrapcKUTE €BpeH ce YTBBbpXKIaBa KaTo KIIOYOB
KYJATYPHO-UCTOPUYECKH HApaTUB C BHCOKAa CHUMBOJMYHA CTOMHOCT U MEXKIYHApPOJIHO
NpHU3HaHUE, KOMTO yKpernBa UMHUKa Ha bbiarapus kato ToinepaHTHa U Oe3omacHa cpena. B
KOHTEKCTa Ha U3paeJICKUsI [1a3ap TO3U HapaTUB (PyHKIIMOHUPA KaTO MOpPAJeH U eMOIIMOHAJ €H
KaluTall, yCUJIBa JOBEPUETO KbM JECTHHAIMATA U TOAKPETIS NO3UIIMOHUPAHETO B CETMEHT A HA
KYJATYpPHO-UCTOPUYECKUSI Typu3bM. PecypchT mo3BojsiBa pa3paboTBaHe Ha TeMaTH4HU
MapLIpyTH W HMHTEPIPETATUBHU MpPOrpaMu (My3€H, CHHAroru, MamMeTHH MECTa, I'PAJCKU
JIOKAIMH ), moaxoasmu 3a oopazoBarenuu U [P - mbTyBanus, KakTo U 3a TPYyNU MIAJICKU U
KYyJATYpHU opraHu3auuu. MHTerpupanero Ha TO3U pa3kas B IIPOJLYyKTOBHU JIMHUH (,,MCTOPUHU HA
CIaceHHWeTo™, ,,cieauTe Ha OONIHOCTTA™) IMOBHWIIABA CTOMHOCTTAa HA MPEKUBSBAHETO W
aBTEHTUYHOCTTA Ha OMUTA, KaTO CHIIEBPEMEHHO KOPECIIOHIMPA C MOBUIIEHUSI HHTEPEC KbBM
KYJITYpHH NIPEXKUBSBAHUSA, OTYETEH B EMIIMPUYHUTE PE3YNTATH. Taka cracsBaHETO U3I'bIHBA
poisiTa Ha qu(epEeHINPALIO SAPO B MOJENA, CBBP3BALI0 CTHIO0OBETE ,,KYJITYPHO-UCTOPUUYECKH
pecypcu M ,,CUTYPHOCT®, W TOAIbpPKa JBITOCPOYHA KOMYHUKAIMOHHA JIMHUS KbM
U3PACJICKUTE 11€JIEBU Ay JTUTOPUU.

3.2.1.3. lumuioMaTH4eCKUTe OTHOWI eHUsA Mexkay brarapusi m Uspaen

JoOpute numiomMaTHdecku OTHOIIEHUsS Mexny bbiarapusa u M3paen ocurypssar
CTa0MJIHa MHCTUTYLMOHAJIHA paMKa 3a pa3BUTHE Ha KYITYpPHHS OOMEH M TypHu3Ma, KOSTO
JIOITbJIBA UCTOPUYECKATA CBBP3aHOCT MEXKIY JIBETE 00IecTBa. bbiarapus e enHa oT MbpBUTE
Ibp>KaBU MPU3HAJIA HOBOCH3JaleHaTa qbpkasa M3paen npe3 1948 r. B ceBpemenHus eramn
JBYCTPAHHMUST TUAJIOT Ce XapaKTepu3upa ¢ akTUBHU KOHTAKTH HA IEHTPAJIIHO U MECTHO HH BO,
CHTPYAHUYECTBO B 00J1aCTTa Ha KyJITypaTa, 00pa30BaHUETO, CUTYPHOCTTA U CIIOPTA, KAKTO U C
yJIECHEHA JIeJI0OBAa KOMYHUKAIUs MEXIY TYpPUCTHUYECKH opranu3anuu. ChllecTBeH (QakTop 3a
yJIeCHsIBAaHE Ha TYPUCTUYECKUS OOMEH MEXIy JIBETe JABbpPXKAaBU € BBBEKIAHETO Ha OE3BH30B
pexuM rpe3 2007 1. Tasu paMka O61aronpusTCTBA BB3AYITHATA CBBP3aHOCT, OpraHU3aIusITa Ha
CbOMTHS W TEeMAaTUYHH MapHIPyTH, KakTo W (opMaTh 3a MIAISKKH M 00pa3oBaTeIHH

nocemenusd. OT riegHa Todyka Ha MO3MIUOHUPAHETO JUIIJIOMAaTUYCCKaTa 0IU30CT YKpPEIiBa
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BB3IPHUATHETO 32 CUTYPHOCT U MIPEIBUIUMOCT, IIOIIOMAra myoJIuYHO-4aCTHOTO MTAPTHHOPCTBO
U yJIeCHSIBa CbBMECTHHUTE MPOMOLMOHATHN UHUIIUATUBY KbM U3PAEIICKUTE I[E€JIEBU CETMEHTH.
Taka  AMIUIOMAaTHYECKOTO  CHTPYIHUYECTBO  (DYHKIIMOHUpA  KaTto  ,,IIOJUIbpIKalia
HHQpaCTPyKTypa™ Ha CTHIOOBETE KYINTYPHO-HCTOPHYECKU PECYpCH U CUTYPHOCT B MOjEIa,
KaTo CHIIEBPEMEHHO TOBHUINABA JICTHTHMHOCTTa W €(EKTHBHOCTTa Ha MapKETHHTOBUTE
MOCJIaHUS KBM T1a3apa.

3.2.1.4. MaTepHaJIHOTO KYJTYPHO HACJeACTBO HAa Bhjrapus kato KOHKYpeHTHO
NpeIuMCTBO B MPUBJIUYAHETO HA TypucTH oT U3paen

MarepuanHoTO KyJITYpHO HAcHeACTBO (YHKIIMOHUpPA KaTo ,,TBBPJAO SApPO* Ha
MO3UIIMOHUPAHETO YPE3 MpekKa OT My3€H, ApPXECOTOTUUECKU U apXUTEKTYPHH 00EKTH, TPaJICKI
aHCaMOJIM W CaKpajHU MeCTa, KOUTO OCHTYpSBAaT BUCOKA WHTEPIPETaTHBHA CTOWHOCT 3a
M3paeNICKUTE TYPUCTH. B KOHTEKCcTa Ha MOJIeNa Ta3u pecypcHa 0asa MmoIKperns pa3padoTBaHETO
Ha TEMAaTUYHU HACOKH (QHTUYHOCT, CPEIHOBEKOBHE, BB3PaXJaHE; E€BPEUCKO KYITYpHO
HACJENICTBO; T'PAJICKU KYIATYPHHU CI€HU), TOIXOJSIIN 32 KPaTKU U CPEIHU MPECTOM U 3a
komOuaupane ¢ CITA/6anmneo u ractpoHoMmus. EMIupudHUTE pe3yaTaTd KOPECIOHIUpaT ¢
MOJIOKUTEIHOTO BB3MPUATHE 32 bharapus kato Kyl1TypHa JeCTHHAIUS U MOACKA3BaT ThPCEHE
Ha JIOCThITHA, 100pe MHTEpIpeTHpaHa U BU3YyaIHO pazkazaHa KyaTypa. MHpacTpykTypHaTa
HaJIMYHOCT (My3€i{HU €KCIIO3UIINH, MapIIPyTHA CBBP3AHOCT, TPajcKa cpea) U Bb3MOKHOCTTA
3a ajamnTanus Ha CHABPKAHUETO KBbM CHCHU(PUYHU ayIUTOPUU (BKJ. WBPHUT/AHTIIMICKN)
yCHJIBAT KOHKYPEHTHOTO MPEINMCTBO B CETMEHTUTE TPAJICKM U MEMOPHAJICH Typu3bM. Taka
MaTepUaTHOTO HACJIEICTBO JeicTBa Karo AudepeHIupan] akTUB, KOHTO KOHBEpPTHpa
MCcTOpUYECcKaTa OJIM30CT | ,,CyOeKTHUBHATA aBTCHTHYHOCT * B KOHKPETHU MPOYKTOBY JIMHUH,
HaCOUYEHU KbM U3pACIICKU mazap.

3.2.1.5 HemaTepuajaHo KyJTYPHO HACJeACTBO HA Bbiarapusi Kato KOHKYpPeHTHO
NpeAUMCTBO B MPUBJIUYAHETO HA TypucTH oT U3paen

HemarepuanHoTo KynaTypHO HaciencTBO (oOWuau, Mpa3HUIM, MY3UKAIHO-TAHI[OBU
MPaKTUKU, 3aHAATH, TACTPOHOMHS) YCUJIBA BB3IpHEMaHaTa ,,CyOeKTHBHA aBTEHTUYHOCT U
MepCOHATN3alMsITa Ha PEKUBIBAHETO, KaTO J00aBs €eMOIIMOHAIIHA U CMHUCJIOBA JbJI00YMHA
KBbM IOCEIICHUsITa Ha MaTepuaaTHu O0eKTH. B KOHTEKcTa Ha M3paesiCKus maszap TO3H pecypc
MO3BOJISIBA pa3Kka3BaHE Ha ,,KUBH KYJITYpHU UCTOPHH  Upe3 KaJeHIap Ha CHOUTHUS, JIOKATHU
(decTuBan U y4actus B OOIIHOCTHU MPAKTHKU, KOUTO Ca CbBMECTUMHU C KPAaTKU U CPEIHU
npecrou. EMnupuyHuTe pe3yiTatu OT aHKETUTE KOPECIOHIUPAT ¢ MHTEpeC KbM KYJITYpHU
JEMHOCTH U JEHMHOCTU C AKLEHT BBPXY IPEKUBSBAHETO, a OLCHKUTE 3a bbiarapus karo

KYJITypHa ACCTUHALWA MNOTBBHPXKAABAT MNMOTCHIHMAJIA HAa HEMATCPUAIIHOTO HACICACTBO Ja
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nericTBa Kato audepenmnupa aktus. [1o To3u Ha4MH TO CTPYKTypupa Habop OT ,,MOMEHTH Ha
ydacTHe®, KOUTO YKpemBaT KyJITypHaTa ONW30CT U MOAINOMaraT MO3UI[MOHUPAHETO Ha
JeCTUHAllUATA B CETMEHTAa Ha MPEXKUBEHYECKUS KYJITYpPEH TYpPU3bM 3a H3PaEICKUTE
MOCETUTEIN

3.2.2. Ilpupoann pecypcu Ha Bbiarapusi ¥ TAXHOTO 3HAYeHHE 32 U3PAEJCKHA
TYPUCTHYECKHU Na3ap

[Ipupoanute pecypcu 0popMAT BTOPHS CTHIO Ha MOJIENA U OCUTYPSBAT LIETIOTOTUIITHA
NPOJYKTOBa 0a3a ype3 TpU KOMILJIEKCHU HampaBieHUs: - [IaHUHCKHU Typu3bM U IPUPOHU
pe3epBaTH (IJIAaHWHU, HALIMOHAJIHU NapKOBE, Bb3MOXKHOCTH 32 KpPaTKU aKTUBHU MPECTOU U
MapuIpyTd C KyJTypHU BKJIOuBaHMs); - Munepanau uszBopu u CIIA/6anHeo (BHCOka
KOHIIEHTpallMsl HA MUHEPAIHU U3BOPU U HaJIM4YHA UH(PPACTPYKTYpa 32 YUKEHA U 5—7-THEBHU
nporpamm); - Mopcku Typus3bM U KpallOpekHU pecypcH (CE30HHU MPOAYKTH THH ,,IBJIBI
YUKEHI“ W ,JIATHA BaKaHIUA‘, BB3MOXHOCTH 3a KOMOMHHpaHE C TpaJcKka KyITypa H
racTpoHOMHUsI). EMIupHUHHTE pe3ysiTaTd MOTBBPKAABAT 3HAYUM HHTEPEC HA H3PACICKUTE
TYpPUCTH KBM TpupoaHo-o0ycioBeHn u CIIA-opueHTHpaHU ACHHOCTH, KOETO TO3BOJIsSBA
MOJIyJIHO TAaKETUPAHE C KyJITYPHO-UCTOPUUECKU 00eKTH. Taka MpUpOAHUTE PECypCH JIeiicTBaT
KaTO yCHJIBaTE] Ha MO3UIIMOHUPAHETO, ChUCTABAUKH ,,CTOWHOCT 3a MapUTe®, JOCTBIIHOCT U
BB3MOXKHOCTH 3a IEpPCOHATM3MpaHe. B KiIMMaTH4eH IUIaH pa3HOOOPa3sHETO OT CE30HHU
CLIEHApUH pa3slIMpsBa BB3MOKHOCTUTE 3a KpaTKM MbTyBaHUA OT WM3paen m moxamomara
I10-pPaBHOMEPHO pa3lpeielieHue Ha MOTOKA, KaTo TapreTupa ceMencTBa, TBOMKH, MIAJCKKH
rpy¥ M TOCETUTENM C OpUEHTAlUs KbM yelHec. B pamkuTe Ha Mozena TOBAa Cbh3/1aBa
€CTECTBEHA CUHEPI'Us CbC CTHIOOBETE CUT'YPHOCT U LIEHOBA KOHKYPEHTOCIIOCOOHOCT, Thil KaTo
KOMOMHUpaHUTE MPOIyKTH Mpeaarat BUCOKa ,,CTOMHOCT 3a MapuTe Mpu HUCKA TOTUCTUYHA
CJIO)KHOCT M BUCOK IOTEHI[MaJ 3a [IepCOHAIN3AI.

3.2.3. CurypHOCTTA M HEI{HOTO 3HAYCHHE 32 M3PACICKUSI TYPUCTHYECKH Ma3ap

CurypHocTTa € cpesi Hall-BaKHUTE KpUTEPHUU IIPU B3eMaHe Ha pellieHue 3a MbTyBaHe
OT CcTpaHa Ha u3paeickute TypuctH. [lopagu crenuduynara nojMTUYecKa, MEXXIyHapoIHa U
COLIMAJIHA Cpe/ia, B KOSITO KUBEAT, U3PACNIUTE MMOCTaBIAT OCOOCH aKIEeHT BBPXY H300pa Ha
JIECTUHAIIMU, KOUTO C€ BB3IMpHEMaT KaTo CTa0MJIHU, IpeickazyeMu u Oe3onmacHu. B To3m
KOHTEKCT bbirapus ce BB3NpHEMa KaTO CUTypHA CTpaHa — 4i€H Ha EBpomenckus Chro3 U
HATO, c HucKk#1 HMBa HA TEPOPUCTUYHU 3aIJIaXU U C TPAJULMOHHO NPUATEICKH Harjaacu KbM
u3paesckus Hapoa. [ToguepraBaneTo Ha Te3u XapakTepUCTUKU Ou MO3BOIMIIO Ha brirapus na
Cc€ MO3UIIMOHUPAKATO CUTypHA U IIpEICKa3yeMa IECTUHALM S, KOETO € pellaBallo KOHKYPEHTHO

OpEAUMCTBO ITPU MPHUBJINYAHETO HA U3PACIICKU TYPUCTH.
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3.2.3.1. ®u3n4yecka CUTyPHOCT

CurypHoCTTa TpENCTaBlIsiBa KIOYOB (akTop mpH H300pa Ha TypuUCTHYECKa
JIeCTUHAIIHS, 0COOCHO 3a Ma3apu KaTo U3PaeCKus, KOUTO MPOSIBSBAT BUCOKA UyBCTBUTEITHOCT
KBbM TO3HU acIlleKT, 0COOEHO CJe/l TepOpUCTUYHUTE aTaku oT 7 okToMmBpu 2023 1. Ta e Ga30B
JETePMUHAHT B [MO3UIIMOHUPAHETO KBM U3PACIICKUS MMa3ap U PyHKIIMOHUPA KATO MPEANOCTaBKa
3a U300p Ha AECTUHALMS U MPOABIDKUTEIHOCT Ha IpecTtos. EMmupuyHuTE pe3yiaTatd OT
aHKeTaTa CpeJ M3paeJICKu TYPUCTH OTYETJIMBO I10Ka3BaT Ipeo0JafaBalio MO3UTHUBHO
BB3NpHUTHE 3a Oe30macHOCTTa NpH noceunieHue Ha bbarapus. B pamkure Ha Monena
CUTYPHOCTTa W3IBJIHSBA poOJsATa Ha ,XUTHEHeH ¢akTop®, KOWTO cTabmim3upa
KOMYHUKAIlMOHHUTE TIOCIaHUs U  ycuiaBa egeKkTa Ha OCTaHaIMTE CThIOOBE—
KYJITYpPHO-UCTOPHUYECKH PECYPCH, TPUPOIHU PECYPCH U LIEHOBA KOHKYPEHTOCITOCOOHOCT.

3.2.3.2. be30nacHOCTTA KATO MPUOPUTET 32 U3PAEJICKUTE TYPUCTH

be3onacHocTTa npeacraiisiBa BOJAEII IPUOPUTET 3a U3PAETICKUTE TYPUCTH U € KITIOUOB
KpHUTEpHil Tpu M300pa Ha MEXAyHApoaHA JAecTUHAuA. Typuctu ot M3paen, mpousxoxmamnim
OT cpella C IOBMILIEHO HUBO HA CUT'YPHOCT M YECTH I'€OINOJUTHUYECKU 3aIljlaXy, MpOsBABAT
0coOeHa YYBCTBUTEIHOCT KbM BB3NPHEMAHUTE PUCKOBE B IMpUeMaliata Ibp)kaBa. loBa
o0yciaBsi HEOOXOJMMOCTTa JIECTUHAIIMU KaTo Bhiarapus Aa u3rpakaat cTaOHIIeH HMHDK Ha
CUTYPHOCT W TOJIEPAHTHOCT, KOMTO Ja OTroBaps Ha O4YaKBaHUATAa Ha Ta3u crenuduyHa
Typuctuuecka rpyna. Ceriaacao goknax Ha UNWTO (2023), noseue ot 70% OT aHKeTHpaHUTE
M3PAEJICKU TYPUCTH ITOCOYBAT CUTYPHOCTTA KaTO OCHOBEH KPUTEPU TPH B3eMaHe Ha pelIeHre
3a I'bTYBaHE.
®@ur. 10 Br3npustue 3a 6e30macHOCT

100 I'Ipou,eH'r eBpen, KOMTO Cce 4YyBCTBaAT B 6e3onacHocCT

60

MpoueHT

20

Bbwnrapwusa EC (cpepHo)
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M3rounnk: ABTOpOBa pa3paboTKa 1o JaHHH oHJaifH Ha Anda Pucspu (2022) u FRA (2024),
CrosHoB, P., (2025)

Emnupuunute nanau, npeacrasenu BB ¢ur. 10 ,,Br3npusrue 3a 6e3o0macHocT™, ICHO
JEMOHCTPHUPAT, Y€ MO-ToysAMaTa 4acT OT AHKETHPAHUTE H3PACICKU TYPUCTHU ONpPEesT
Bbenrapus kaTo CpaBHUTETHO CUTYPHA AECTUHALIUSL.

ToBa ce pombnBa W 0T pesyatarure B Tabim. 5 ,KirouoBu mnokaszarenu 3a
6e3omacHoctra B bbarapus u EC®, kouTOo moKa3BaT MO-HUCKA HHUBAa HA HACHUJICTBEHHU
IIPECTHILJIEHUS U IIPECTBIUIEHUS OT OMPa3a B CPABHEHUE ChC CPEAHOEBPOIEHCKUTE TOKA3aTENH.

Tab. 1 KimtouoBu nokasarenu 3a 6e3onacHoctra B benrapus u EC

HNupuxarop bbarapus Cpeano 3a H3rounuk
EC
HwuBo Ha nmpecTbHOCT 37% 56% | Eurostat (2022)
UyBCTBO Ha CUTYPHOCT CpeJl 89% 75% | Anda Pucbpu (2022)
TYPUCTHUTE
AHTHCEMHUTH3BM (TMPOSIBU HA 11% 34% | FRA (2024)
ompasa)

M3rounnk: ABTOpoBa pa3paboTka o ganHu Ha Eurostat, Anda Pucspu u FRA, CrosHos, P.,
(2025)

Penuia aBTopu nmoguepraBat, ye CUTYPHOCTTA € KpUTHUEH (PaKTOp 32 yCTOMUMBOCTTA
1 KOHKYPEHTOCITIOCOOHOCTTA Ha TypucTUUeCcKuTe necTuHanuu. Pizam u Mansfeld (1996; 2006)
MIOCOYBAT, Y€ TYPUCTHTE OT PUCKOBO UyBCTBUTEITHU PETHOHH B3eMaT pEIICHUsI OCHOBHO Ha 0a3a
BB3NPUSTHE 32 CUTYPHOCT, KaTO YECTO U3KIIIOUBAT IECTUHALMY C TOTEHIIUAIHHI PUCKOBE, JOpH
IIpY HaJIM4YKME HA KOHKYPEHTHH LIEHOBU ITpeANMCTBA. B To3u KoHTEKCT bbarapus nemoHcTpupa
CTpaTeru4ecko MpeInMCTBO — CTpaHaTa € KjacupaHa Ha 24-To MACTO B CBeTa Mo 6€301macHOCT
criopen I'no6annus unaexc Ha mupa (GPI, 2022)*%, koeTo s mocTaBs npes peayiia MoIyJIspHA
TYpUCTUYECKH JIeCTUHAMU B EBpona u U3BBH Hesl.

B nonbenHeHune, NpoLEHTHT Ha JOKIAJBAHO YBEIMYaBaHE HAa aHTHCEMHUTH3MA IMPE3
nocinenaute 5 roauHu (2019-2024) moxasBa, ye mokaro 73% OT aHKETHpPaHUTE €BpPEU B
bouarapus noxmansar ypenndeHue Ha antucemutusma, B EC to3u mpouerT e 80% (FRA, 2024).
Bonpeku no-Huckute HuUBa Ha pbcT B bbarapus, 90% ot eBpeiickata oOmuoct B EC
BB3IPUEMAT TOBA SIBJIICHHE KaTO OCTBp mpobiem B cBoute cTpanu (Ilak Ttam). bearapckure

PECIIOHACHTU obaue yecTo CBBP3BAT AHTUCCMUTH3MA IMPCAUMHO C HMHTCPHET U COLMAJIHU

4 Global Peace Index. (2022). Measuring peacein a complex world. Institute for Economics and Peace.
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MpPEXH, KOETO IO0Ka3Ba, Y€ OUPEKTHUTE KOH(PIUKTU ca orpanudeHu. OT apyra crpaHa
MPOILICHTHT Ha €BpeH, KOMTO ca U3MNHUTAIM ped Ha ompasza B bwarapus ca camo 37% ot
anketupanure, fokato B EC toBa € 80% (Anda Pucwvpu, 2022; FRA, 2024). B bearapus
OCHOBHUTE U3TOYHUIIM HA PeU Ha OMPa3a CIIope]l peCOHACHTHTE ca couuanuute Mpexu (48%)
u crioptHH chOuTHS (37%). 3a cpaBHeHME, B EC 3HaYNTEIIHA 4acT OT €BPEUTE UICHTH (PUITH par
pedra Ha oMpasa U B MOJIMTHYECKH U3Ka3BaHus U rojemu menuu (64%) (FRA, 2024). lokaro
B MHOT'O €BPOIICHCKH JIbP)KaBH ce HAOIOAaBa TPEBOXKHA TCHICHIIUS HAa HAPACTBAILH ITPOSIBU
Ha aHTUCEMUTHU3BM, bbarapus ce oTnnyaBa ¢ OTHOCHUTEIHO HUCHK JISUT HAa HETaTUBHU HarJlacH
KBbM €BpeiickaTa OOIIHOCT.

ToBa ce moTBBpXkAaBa OT NpoyuBaHe Ha EBporelickara areHIUs 32 OCHOBHU IpaBa
(FRA, 2024), koero mokasBa, ye camo 11% oT OBJIrapckutTe €Bper H305STBAT €BPEUCKU
MHCTUTYLMH TIOPAJM CTPaX 3a CUTYPHOCTTA CH, B cpaBHEeHUE ¢ 34% cpenno 3a EC.

EBpeiickaraobmiroct B bbarapus € mpuMep 3a ycrenrHa MHTErpalus i TOJIEPaHTHOCT.
Crnopen nanau ot Anda Pucspu (2022), 91% ot eBpeiickaTa 0OIIHOCT ce UyBCTBA CUTypHA B
cTpanara. Huckurte HUBa Ha aHTUCEMHUTH3BM B bbiarapus s oTnuyaBaT cpell eBpOIEHCKUTe
JbpKaBH.

Cnen cwoutmsara ot 7 oxrtomBpu 2023 T., CBBp3aHU C PA3KOTO H3OCTPSHE HaA
reonoIMTHYEecKaTa 00CTaHOBKA B BIIM3KUS M3TOK, BBIIPOCHT 32 CUTYPHOCTTA MPUJO0H OIIIE 10 -
rojiiMO 3Hau€HUE 3a M3PACNCKUTEe TypuCTU. B oTroBop OBJIrapckuTe HHCTUTYIMU
npeanpueMaT 3acHJIEHH MEpKH, BKJIIOYBAIM pPA3MIMPEHO TOJMHUIEHCKO NPHUCHCTBHE B
TYpUCTUUYECKUTE pallOHU, 0COOEHO B OJIM30CT O CHHArOrH, KyATYpHU I[EHTPOBE M XOTEJH,
YeCTO MOCEIIaBAHM OT U3PACIICKHU I'paXK1aHu. BrBex1aHeTo Ha BUICOHAOIOICHUE B KITFOUYOBH
TYpPUCTUYECKH 30HU U AKTUBHOTO CHTPYAHHYECTBO MEXAY OBITapCKUTE U HU3PACICKHUTE
CITy>KOM 32 CUTYPHOCT 3aCHJIBAT YCEIIAHETO 3a 0€301acHOCT U JOBEPHE.

[To0XXKUTENHOTO OTHOLIEHHE HA OBJITapCKOTO OOLIECTBO KbM €Bpeiickara OOIMIHOCT
CBIIO IOTIPUHACS 32 U3rPaKIaHETO Ha UMIJIK Ha Bbarapus kato ToiepanTHa U TOCTONIPHUEMHA
nectuHanus. To3u colMaieH KiIuMaT Ch3laBa MPEANOCTaBKU 32 YCTONYMBO pa3BUTHE Ha
TYPUCTHUECKUsI TIOTOK OT M3paem u 3a mo3unmoHWpaHe Ha bwirapus KaTo CHTypHA,
NPHUATEICKH HACTPOEHA M CTa0MJIHA IECTHHALIMS B YCJIOBHS Ha 3aCUJICHU IJI00ATHH PUCKOBE.

besomacHoctTa Kato akTop 3a M300p Ha TYpUCTHYECKA ICCTHHAIIHS 32 U3PACTICKUTE
TYPUCTH HMa BOJEUIO 3HAueHue. bbarapus mnputexkaBa CTpAaTETMYECKH MPEIUMCTBA,
MpOU3THYALM OT cTaOujHaTa CU BBTpEIIHA Ccpela, HUCKUTE HHMBAa Ha HACUJICTBEHH
NPECTHIICHUSI U aHTUCEMUTHU3BM, KAaKTO W TIOJOXKHUTETHOTO OTHOLIEHHE KbM €BpelcKara

obmrHOCT. TOBa 51 MO3MIIMOHHMpPA KATO aTpaKTHBHA M CHT'ypHA JIECTHHAIIUA, CIIOCOOHA aa
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MPUBJIMYA U 3a/IbPKa UHTEpPECca Ha U3PACTICKUTE TYPUCTH.

3.2.3.3. brarapusi KaTo ToJlepaHTHA cpea

Enun or kmouoBHTE (akTOpH 3a BB3MPUEMaHETO Ha bbirapus karo CUTypHa U
TOJIEpaHTHA JCCTUHAIIMUS OT U3PACIICKUTE TYPUCTH € MOJOKUTEITHOTO OTHOIIEHUE HA MECTHOTO
HaceJieHHEe KbM eBpeiickara oOmHocT. B wmcTopuuecku miaH bearapus ce oTiamyaBa ChC
crenuduyuHa TpagUIKs Ha CHKUTEICTBO M KYJATYPEH OOMEH, KOETO HaMupa OTPAKCHHE U B
ChbBPEMEHHHTE COLIMATHU Harjaacu. Ta3u 0cOOEHOCT € CTpaTern4ecKy aKTUB 3a U3TPakKIaHETo
Ha KOHKYPEHTHO MPEIUMCTBO Ha CTpaHaTa Ha U3PACJICKUSI TYPUCTUUYECKH T1a3ap.

Hannute, npencraBenu BbB Taob. 2 ,,OTHOomeHue kbM eBpeute B bbirapus u EC
MOKa3BarT, 4e 3HAUYMTEIIEH MPOIEHT OT OBJIITapCKUTE TPAKIAHU U3pa3saBaT I0BEpUE U MOJAKpena
KBbM eBpelickara oOImHOCT. B cpaBHeHUE ChC CpeqHUTE MoKas3arenu 3a EBpomneiickus chio3,

B’BJ'IFapI/Iﬂ Ce OTJIMYaBa C MO-BUCOKH CTOMHOCTH Ha TOJICPAHTHOCT M IMOJIOKHUTCIIHU HarJaCu.

Tao. 2 OtHomenue kbM eBpeute B boarapus u EC

HNuauxatop bbvarapus EC (cpeano)
[Ton0XXHUTEIHO OTHOLIEHUE KbM €BPEUTE 83% 60%
UyBCTBO Ha MHTETpAIUs CPEJl EBPEUTE 91% 50%
HapactBane Ha aHTHCEMUTH3MA 73% 80%

M3rounuk: ABTOpOoBa pazpabotka mo manHu Ha FRA, 2024, CtosHOB, P., (2025)

[To0XKuTENHOTO OOIIECTBEHO OTHOILIEHHUE € MOAKPENEHO U OT O(QUIINATHU OJUTUKU
U MHUIMATUBH, CBBP3aHU C OIIa3BAHETO HA €BPEHCKOTO KYJITYPHO HACIEACTBO B bbarapus,
KAaKTO M C aKTMBHOTO y4acTHE€ Ha JIbp)KaBaTa B MEXAyHapOJHU IpPOEKTH 3a Oopba c
aHTHCeMuTU3Ma. Ta3u LeneHacoueHa MOJIMTUKA Ch3JaBa OIaronpUsTeH COLUAJIEH KIUMar 3a
U3PACICKUTE TYPUCTU, KOUTO THPCAT CUTYPHA U IPUATEIICKA CPENA IIPU CBOUTE IBTYBAHMUS.

Hayunute wnscnenBaHusi noadepraBaT 3HAYCHUETO Ha COLUAIHUS KallWTal U
KyJITypHaTa TOJIEPAHTHOCT KaTo (pakTOpH 3a KOHKYPEHTOCHOCOOHOCTTA Ha TYPHUCTUUYECKUTE
nectruHanuu. ColyanHaTa HHTETpalus U MEKIy IbpKaBHUTE KYJITYPHU BPB3KH OKa3BaT MPSKO
BJIMSIHUE BBPXY MMHUJDKA HA JECTMHALMATA U BB3IPUEMAHETO HA CUTYPHOCTTA OT CTpaHa Ha
Typuctute. B To31 CMUCHI IOJI0KUTETHOTO OTHOILIEHUE KBM €BpelickaTa o0IHoCT B bbiarapus
ce sBSBA CBILUECTBEH apryMEHT 3a U3IPAKIaHETO Ha JIOBEPUE U 32 TPAWHOTO IO3ULIMOHUPAHE
Ha CTpaHaTa Ha U3pacIICKM 1asap.

[TonoxxuTenHOTO OTHOIIEHHWE KbM eBpelickara oOmHOCT B bbarapus e 3Haunm
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COLIMAJIEH U KYJTYpEH KaluTall, KOUTO JIONpHUHACs 32 YTBBP)KIABAHETO Ha CTpaHaTa KaTo
TOJIEPAHTHA U CUTYpPHA TypUCTHUUYECKa JeCTUHAIUA. ToBa MPEIUMCTBO UMa TUPEKTEH ePEeKT
BBpPXY BB3NPUITHETO HA H3PACICKUTE TYpPUCTH, MOBHUIIABA JOBEPUETO MM M HacbpyaBa
YCTOMYMBHUS UHTEpEC KbM bbarapus kato mpearnoynTaHa 1eCTUHALUSL.

3.2.4. lleHOBa KOHKYpPEHTOCHOCOOHOCT Ha bbiarapusi M HeilHOTO 3HaueHHWe 3a
U3PaeJICKHsA Ma3ap

IlenoBaTa KOHKYPEHTOCIIOCOOHOCT € Cpeia KIIoYoBUTE (akTOpu IpH u300pa Ha
TYpPUCTHYECKA JIECTUHALMS OT M3PACICKUTE TypucTH. ThH KaTo MbTyBaHUATA UM 4YECTO ca
CBBP3aHM CbC CPABHUTEIEH aHaJIM3 MEXAYy HSIKOJIKO IbpXKaBU OT pPEruoHa, LieHaTa ce
MpeBphILA B €AUH OT ONPEACIIMTE €IeMEHTH 3a TeXHUAT U300p Ha JecTuHanusd. B To3m
KOHTEKCT bbirapus pasmnojara cbC CTPATErHYecKo NPEIMMCTBO, ThH KaTo Ipezasara
aTPaKTUBHO CbOTHOLIEHHUE MEXKIY 1I€Ha ¥ KaYECTBO Ha TYPUCTUUYECKUTE YCIIYT'H, KOETO sl IPAaBU
CUJIEH KOHKYPEHT Ha ChCEHUTE Ma3apHu.

CpaBHUTEIHUAT aHAIU3 HA LIEHUTE B NeT AbpkaBu — boearapus, Typuus, ['sprus,
Pymbuus u M3paen — oOxBala KIIOUOBH KaTerOpUM KaTo IIEHOBU PaBHUIIA HA XOTEJICKUTE
YCIYTd B CTOJMIIMTE, [ICHOBU HUBA B MOPCKUTE KYypOPTH, OOIIM pa3xoau 3a KUBOT CIIOPE]
nanau oT Hym6eo n MHekca Ha pa3xoauTe 3a ®KUBOT. Pesynrarute mokaspar, ue bearapus ce
HapexJa cpejl Hall-KOHKYpEHTHUTE JECTUHAIIUH, KaTO MpeJylara 3Ha4MTENIHO TO-HUCKU 1IEHHU B
cpaBHeHue ¢ ['bpuns u M3paen, a B onpeaeneHu CETMEHTH — JOPHU MO-A0CTBIIHU O0QepTH OT
Typuus u PympHusa. ToBa npeauMcTBO € 0COOEHO OTYETIMBO B MOPCKUTE KYpPOPTH, KBAETO
LICHUTE 32 HaCTaHsBaHEe U MmakeTH ca ¢ 15-25% nmo-uucku ot Te3u B ['bpuins u Mzpaen.

JlombaHUTENHA TEXKECT 3a OLIEHKAaTa Ha KOHKYPEHTOCIIOCOOHOCTTa MMAT UHAECKCUTE
Ha 1neHoBuTe paBHulIa (PLI), ananusupanu 3a nepuoga 2021-2023 r. Te scHO moka3BaT, 4e
benrapus npeanara Hail-HUCKHU CTOMHOCTH 110 OCHOBHUTE KaT€rOPUU TYPUCTHUECKH Pa3XoIu
— HACTaHsBaHEe, XpaHEHE, TPAHCIOPT, KyJITYPHU U pa3BJeKaTeIHU YCIOyr U. JlaHHUTE OT MHIeKca
TTDI (2021-2024) nonbJIHUTETHO MOTBBPXKAABAT Ta3U TEHJAEHLIMS, KaTo bbiarapus e cpen
BOJACUIMTE IbpKaBU MO Tmokaszarens ,Price Competitiveness®, wu3npeBapBaiiku penuia
MONYJIAPHU JECTUHAIINYU B PETHOHA.

Hapen cbe camuTe 1IeHOBM MPEAMMCTBA, BXKHO € J1a ce MoayepTae U cyOeKTHUBHOTO
BB3NPUITHE HAa H3PAEJICKUTE TYpUCTH 3a CTOMHOCTTa Ha MoJyiydaBaHuTe yciayru. JloOpara
KOMOMHAIUsI MEXKAY AOCTHIIHU LIEHH M BHCOKO KauyeCTBO Ha MPEAJaraHeTo Ch3JaBa y TAX
ycemiane 3a ,,value for money*, koeto € KpuTHYHO IpH M300pa HA JeCTHHanus. B ankeTHUTE
IIPOYYBAHHUsI MHO3MHA [1I0COYBAT, Y& UMEHHO IO-HUCKUTE Pa3X0J 3a KUBOT U TYPUCTHUECKO

notpebiieHne ca cpell MOTUBUTE 3a U300p Ha brirapus npes KOHKYpPEHTHH AbPKaBH.
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[lenoBaTa KOHKYpEHTOCIIOCOOHOCT Ha bwirapus e crpareruyecku akTUB, KOMTO
OCUTYpsIBA CEPUO3HO MPEIUMCTBO IPHU MO3UIMOHUPAHETO M HA U3PAEICKUS TypUCTHYECKH
nasap. braromapeHue Ha ChbUETaHHETO OT JOCTBIIHH II€HH, J0OPO KayecTBO Ha yCIYTUTE U
MOJIOKUTEJIHUA CyOSKTUBHU BB3MPUATHUS 32 CTOMHOCT, CTpaHaTa MMa MOTeHIIMalla He caMo Ja
MIPUBJINYA, HO U J1a 33/IbP>Ka yCTOMYMB TYpUCTHYECKH TOTOK OT M3paen. ToBa e 0cobeHo BasKHO
B YCJOBMSTa Ha BUCOKA YYBCTBUTEIHOCT KbM DPa3XOJUTEe M HapacTBaIla MEXIyHapoaHa
KOHKYPEHLUS, KbAETO bbirapust Moxe /1a ce OTJIIMYY KaTo HaAEKAHA 1 UKOHOMUYECKHU U3I0/1HA
JECTUHALUS.

3.3 AHaJIM3 HA MHJEKCHTe Ha HeHOBUTe paBHua (price level indices - PLI) B
KOHTEKCTA HA IIeHOBATa KOHKYPEeHTOCnocoOHocT Ha Buarapus

WNunekcute Ha nenosute papHuia (Price Level Indices — PLI) npenocraBsar HagexaeH
MHCTPYMEHT 3a CpaBHEHHME Ha II€HOBaTa MNO3MLUA Ha bbiarapus copsMo KOHKYpPEHTHH
nectuHanuu. Te 1Mo3BonsBaT 0OEKTHBHA OLEHKA Ha OTHOCHTEIHATa I[€HOBA JOCTBIIHOCT U
MOKAa3BaT KaK TypUCTHUTE MOTAT Jja ONTHUMM3UpAT OI0JDKeTa CU MpH M300p Ha JECTUHAIUSL
Croitnoctu o 100 ca MHAMKALMA 32 MO-HUCKHU IIEHOBH PABHUIIA U CHOTBETHO MO-TOJIsIMA

MPUBJICKATCIIHOCT.

®@ur. 11 Unnekc Ha ienoBute paBuuiia PLI.

Wnpexc PLI 2021-2023
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40
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0
bearapus Typuus ['eprius PymbHUs N3paen
m2021 59 37 88 55 110
m2022 61 41 90 58 112
2023 63 45 92 60 114

m202]1 m2022 m2023

H3rounuk: ABTOpOBa pazpaboTka mo nanuu Ha Eurostat (2024), CtosHOB, P., (2025)

3a mepuoaa 2021-2023 r. bearapust cucreMHo noaabpxka croitnoctu noj 100 BBB
BCUYKA OCHOBHU KAaTErOPHHM TYPUCTHYECKH pPa3XOJM — HACTAaHsSBaHE, XPaHU M HAIUTKH,
TPAHCHOPT, KYITYPHU U pa3BIEKaTEITHU ycIyru. ToBa s MO3WIMOHHMpPA KATO €THA OT Ha -

JAOCTBITHUTC ACCTUHAIIUU B PErUOHaA, € ICHO U3PAa3C€HO LCHOBO IIPCAMMCTBO CIIPAMO r’prI/IH u
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N3zpaen. Typuust u PymbHust ce mobnrkaBar 10 beirapus mo HIKOU OKa3aTeNN, HO TIPH TIX
ce HaOmo/laBa MO-TOJsIMAa JUHAMUKA M KojleOaHus, KOETO HaMajsBa MPEIBUIMMOCTTA 3a
OTpEOUTEIS.

3.3.2. AHAJIM3 HA IEHOBATA KOHKYPEHTOCHOCOOHOCT 1o JaHHM oT uHaexkca TTDI
(2021-2024)

JlombaHUTENHA MOTBBPKAaBaIla paMKa ce mpeaoctassi oT unaekca TTDI (Travel &
Tourism Development Index), kolTo wu3MepBa ISUTOCTHATA KOHKYPEHTOCIIOCOOHOCT Ha
nectuHanuute. Ilo xommonenta ,,Price Competitiveness bbiarapusi ce Hapexna cpen
BOJICUIMTE JbpPXKABHU B PETMOHA, KOETO € B CUHXPOH C pe3yaratute oT PLI u cpaBHUTENHMA
aHanu3 Ha ueHutTe. CUIIHUTE MO3UIMH C€ IBJDKAT HAa HUCKH LIEHU Ha HACTaHsBaHe, JOCThIIHU
KYJATYPHU U pa3BlIEKaTE€IHU YCIyrHd, KaKTO M Ha OjaronpusTHaTa MKOHOMHMYECKA cpe/la B
pamkute Ha EC.

Tao. 3 CpaBHeHUE HA IIEHOBA KOHKYPEHTOCTIOCOOHOCT

AbpxaBa TTDI2021 TTDI2024
bobarapus 5.2 5.0
Typuus 54 53
I'epuus 4.8 4.6
PymbHUS 5.1 4.9
N3zpaen 4.5 4.3

M3rounuk: ABTOpOBa pazpaboTka, mo nanau Ha World Economic Forum (2021, 2024),
CrosHoB, P., (2025)

3a U3pAEICKUTE TYPUCTU TE€3H JJAaHHU 03HAYABAT [OBEYE BH3MOKHOCTHU 32 KaU€CTBEH
MPECTO Ha MO-IOCTHIIHU IIeHU. bhirapus npesiara mo-BUCOK KJIac HacTaHsSBaHE WJIM TO-
IBIBI TPECTON B pAMKUTE Ha ChINUS OOKET B CpaBHEHHE C KOHKYPEHTH kKaTo ['bprus u
N3paen. B To3u cMuCha cTpanara Moxe Ja Ob1¢ KOMYHUKHPaHa Ype3 MOCTaHu s, aKIICHTH Al
BBPXY ,,JIOBEUE TMPEKUBSIBAHUS 33 CHIMS OHMKET M ,,CTOMHOCT 0e3 KOMIIPOMHC C
Ka4eCTBOTO".

Cpbueranuero Mexay HHUCKH croMHocTd Ha PLI u cunuum mosuumu B TTDI mo
nokasarens ,,Price Competitiveness moTBbprk1aBa IieHOBATa MPUBJIEKATEITHOCT HAa bbarapusi.
ToBa e ChIIECTBEHO KOHKYPEHTHO MPEAUMCTBO, KOETO TpsiOBa Ja OBl aKICHTHPAHO B
KOMYHUKAIlMOHHUTE CTpaTeru 3a MO3MLHMOHMpPAHE Ha CTpaHaTa KaTo JeCTHHaUus 3a

U3PACICKUTE TYPUCTH.
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IlenoBaTa 1OCTBIIHOCT, 00aye, CieBa Ja Ce pas3riexkaa He KaTo caMoIlell, a KaTo 4acT
oT OaJlaHCHpaHa M YCTOHYHBA CTPATEr s, B KOSTO C€ MHTErPUPAT CHIIO KYJITYPHHU EIEMEHTH,
UCTOPHYECKA MACHTUYHOCT M CcyOekTMBHa aBrTeHTH4yHocT (Wang, 1999)°. Taka
MO3UIIMOHNpPaHa, beirapus Moke HE caMO Ja TMPUBJIMYA, HO M JIa 3aJbpKa WHTEpeca Ha
M3PAEIICKUTE TYPUCTH Ype3 CTOWHOCTHO U EMOIIMOHATHO aHT &XKHPAIIIO PEKUBSIBAHE.

3.4 ®opmyaupaHe, NpeACTABSIHE M BHEIPSIBAHE HA MOJ1eJ1a 32 MO3HIIMOHUPAaHe HA
Bbarapusi Ha u3paeJickusi TYPUCTHYECKH Ma3ap

dopMynupaHEeTO Ha MoOJeNa 3a MNO3UIMOHMpAaHE Ha bbarapus Ha H3paeicKus
TYpUCTHYECKH 1a3ap ,,CTHIIBA* BHPXY HHTEIPUPAHETO HAa YETUPH OCHOBHH CTHJIOA — KYJITYPHO-
UCTOPHYECKU PECYPCH, IIPUPOJHU OOraTcTBa, CUTYPHOCT U I[EHOBA KOHKYPEHTOCIIOCOOHOCT.
B3anmHO fomBIBaMMTE C€ KOMITOHEHTA 'O MPaBAT AHOBPEMEHHO KOHIIENTYaTHO 000CHOBaH
Y EMIIMPUYHO BAJIUIUPAH.

Te ca naeHTHQUIMPAHU KATO HAl-CHIICCTBEHHU 32 M3PACIICKUTE TYPUCTH B3 OCHOBA
Ha EMIUPUYHHUTE PE3YyJITaTH OT AHKETHUTE MpPOYYBAaHUSA, ABTOCTHOIPA(CKUS aHAIU3 U
CPaBHHUTEIHHUTE JJAaHHU ChC CHCEIHU IbpP)KaBH. BCEKH OT KOMIIOHEHTHTE MMa CHEIH(pHYHA
3Ha4YeHHE, HO UMEHHO TSIXHOTO B3aUMHO JOIIBJIBaHE (hopMHpa cTabUIHATa OCHOBA HAa MOJIETIa.
B TO31 cMHCBHIT MOJETBT MOKE J]a CE ONpeNeNid KaTo XUOpHIHA KOHCTPYKIIHS, 00eINHSBAIIA
TEOPETUYHU OCHOBH, EMIIMPUYHH PE3YJITATH U CTPATETUUYECKH MOJUTHKH, aAalITHPAHU KBM
crienpUKUTE Ha U3PACIICKHS TYPUCTHICCKH IMa3ap.

[IpencraBsHeTo Ha MoOJeNa € peaqu3upaHo upe3 rpaduyna Busyanuzanus (¢ur. 12
,»,MoJIeN 3a MO3UIMOHUPAHE ), KOSATO MOKa3Ba B3aMMOBPB3KUTE MEX/Y OTIACTHUTE CTHIOOBE
nmoa4yepTaBa TAXHOTO CHHEPTHYHO BB3/eiicTBUE. Bozemmara koHnenus e, ye briarapus Moxe
Ja ce yTBBPAM Ha W3PACICKUs TYPHCTUYCCKH Ta3ap HE 4pe3 OTICICH CJIEMEHT, a 4pe3
KOMOWHHPAHO MPEJUMCTBO, TPOMU3TUYAIIO OT CHUETAHUETO HA KYJATYpHA ONHM30CT, CUTypHA

cpena, JOCTBITHYU LIEHU Y IPUPOIHU PECYPCH.

> Wang, N. (1999). Rethinking authenticity in tourism experience. Annals of Tourism Research, 26(2), 349-370.
https://doi.org/10.1016/S0160-7383(98)00103-0
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®@ur. 12 Mojen 3a mo3UIIMOHUPaHE

M3rounuk: ABTOpoBa paszpaborka CtosHOB, P., (2025)

WM HOBaTUBHOCTTA HA HACTOSIIIMS MOJIEJI CE CbCTOM HE B CAMUTE €JIEMEHTH, a B TAXHOTO
MHTErpUpaHe B ISUI0OCTHA KOHIENTyaTHa paMKa, aJIallTHPaHa KOHKPETHO KbM ClielupUKaTa Ha
u3paenckus nasap. HoBoCT € m akIEHTBT BbPXY KYJITYPHO-UCTOPUUECKUTE BPB3KU MEKIY
Bbrirapus u M3paen, KakTo U IpoBepKaTa Ha TE3M KOMIIOHEHTH 4pe3 KOMOMHUPAHU METOU
(KOJIMYECTBEHH aHKETH, KAUECTBEH aBTOETHOTpa)CKHU aHAJIN3 U CPAaBHUTEIHH CTaTUCTHUECKU
unaekcH). Ilo To3u HauMH MOJAENBT Hpeiara MHOBAaTHBEH CUHTE3 Ha MO3HATH (akTopu,
IIPUJIOKEH B YHUKAJICH I1a3aPEH U KYJITYPEH KOHTEKCT

BuenpsBanero Ha Mojiena € uiocTpupano Ha ¢ur. 13
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®@ur. 13 [Iponec Ha BHEApsIBaHE HA MOJIENA 32 MO3UIMOHUPAHE

Etan 1 - [logrorsurenen

Eran 2 - JluarnoctuyeH

Ertan 3 - [IwioTHO BHEnpsBaHe

Etan 4 - MonuTopuHr u oOparHa Bpb3Ka

Ertan 5 - /Iparocpouna uHTErpanus

M3rounnk: ABTopoBa paspaboTtka CtosHOB, P., (2025)

[IpoueckT Ha BHEApPsIBaHE HA MOJIENa 3a CTPATErnyeCKO MO3MIUOHNpaHe Ha bbarapus
Ha WU3pAEJICKUS TYPUCTHMYECKH I1a3ap € IPEICTaBE€H M Karo I0CIEI0BAaTEIHOCT OT IIET
B3aMMHOCBBP3aHU €Talla.

Etan 1 - IloarorBuresien — MHCTUTYIIMOHATHA U OpraHU3aI[MOHHA paMKa.

Eran 2 - /luarHocTuyeH — aHaJIN3 Ha TEKYIIOTO ChCTOSHUE.

ETan 3 - [Ius10THO BHeApPsiBaHe — TPaKTUYECKa pean3allusl.

Etan 4 - MOHUTOPHMHT U 00paTHA BPb3Ka — U3MepBaHe Ha e()eKTUBHOCTTA.
Eran S - /Ibjarocpoyda uHTerpaums - Chb3JaBAHE HAa YCTOMYUB TYPUCTUYECKH
Opanp, 0azupaH Ha YETHUPUTE KOMIOHEHTA Ha MOJIENA.

Oco0eHo 3HaueHre UMAT MPEMOPBKUTE KbM HHCTUTYIIMUTE 1 OM3HECA, KOUTO CIIe/IBa
Jla OCUTYpST CUHXPOHU3MPAHU YCWIMS 3a MOMYyJsipu3MpaHe Ha bearapus kato curypsa,
JOCTBITHA U KYJITYpHO OJIM3Ka JeCTUHAIUA. AKTUBHOTO ChbTPYJHUUYECTBO MEXKIY IbPrKaBHU
OpraHu, TypoIepaTopu, XOTEIUEepU M KYIATYpPHU HHCTUTYLUHUH € KPUTUYHO YCIOBHUE 3a
yCIIEIIHAaTa peaau3anus Ha MOJENA.

MopensT 3a mo3uuHoOHUpaHe Ha bbiarapus Ha U3paeicKus TYPUCTUUECKH Iazap €
II'BPBUAT CUCTEMAaTUYHO pa3pabOTEeH M BalUJUpaH MHCTPYMEHT, KOWTO chueTaBa KyJITypHO-
UCTOPUYECKH M TPUPOAHHM PECYPCH CbC CHUTYPHOCT M II€HOBA KOHKYPEHTOCIIOCOOHOCT.
HeroBara npakTtuuecka NpUIIOKUMOCT C€ OCHOBaBa Ha OaJaHCHUPAHOTO B3aHMMOJIEHCTBUE
MEXIy Te3u (aKTOpU U Ha IeIeHacoYeHaTa KOMyHUKALIMS C U3PACIICKUTE TYPUCTH, KOETO TO

MpeBpblla B €PeKTUBEH HHCTPYMEHT 32 YCTOMYMBO Ma3apHO MPUCHCTBUE.
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N3Boau KbM TpeTa riiaBa
1. Bobarapus e pelienTUBEH Ma3ap ¢ yTBBPACHA TPATULIHS U TIpeJIaraHe.
2. Ilo3ummoHupaHETO HA CTpaHaTa Ha TYPUCTUUYECKHS IMma3ap Ha M3paen Moxke ma ce
peanu3upa Ha 6azara Ha OAXOISI MOJIE.
3. Ilpennara ce Moaen OT YETHPU KOMIIOHEHTA — KYJITYPHO-UCTOPUUECKU PECYpPCH,
MPUPOJIHU PECYPCH, CUTYPHOCT U 1IEHOBA KOHKYPEHTOCIIOCOOHOCT.
4. Jloxka3zaHa e Bb3MOXHOCTTA 3@ peaIM3MpaHe Ha IPEAJI0KEHU I YETUPUKOMIIOHEHTEH

MOJIeJ 32 YCIEIIHO MO3UIIMOHUPaHe Ha TYpUCTHYECK U 1a3ap Ha M3paern.

3akiouenne

W3cnenBanero noka3Ba, ye bearapus Moke Ja TOCTUTHE YCTOWYMBO H
KOHKYPEHTOCIIOCOOHO IMO3UIIMOHNPAHE Ha U3PACIICKHS TyPUCTUYECKH 11a3ap Ype3 HHTErpUpaH
MOJieNl, KOWTO oOeluHsSBa YETHPU B3AaUMHO JIOMBJIBAIIM CE KOMIIOHEHTAa: KYJITYypHO-
HCTOPUYECKN PECYpPCH, IPUPOAHU OOraTcTBa, CHTYPHOCT M LIEHOBA KOHKYPEHTOCIOCOOHOCT.
KomOunanusra or Te3u (pakTopu M3rpaxaa OalraHCHpaHO MPEAUMCTBO, KOETO OTTOBaps Ha
criennpUIHNTE OYaKBAHMSI HAa U3PACIICKUTE TYPHCTH.

EmMnupuunuTe pe3ynraTi OT aHKETHUTE MPOYYBaHU S, aBTOCTHOTPAPCKUST TTOIXO U
CPaBHUTEIHHST aHAJIN3 ChC CHCEAHM JECTHHAIIMU MOTBBPXKIABaT, Y€ MMEHHO CHHEPTHUATa
MEXIY CHTYPHOCT M TOJEPAaHTHOCT, JOCTBITHM LEHW M KyJITypHa OJHM30CT Ch3AaBa
KOHKYpPEHTHA UACHTHYHOCT Ha benrapus.

B mpaktudecko m3MepeHne, MOACTBT CIYXKH KAaToO CTPATETMYECKH MHCTPYMEHT 3a
MHCTHTYIIMHUTE U TYPUCTHYECKUS OM3HEC, KOWTO MOXKE /1a HaCOYBAa MAPKETHHT OBUTE YCHIIUS U
MyOIMYHO-4aCTHUTE TAPTHHOPCTBA KbM YCTOMYMBO YBEIMYABAaHE HA TYPHUCTUUYECKHS TTIOTOK OT
N3spaen.

Bbwirapus ce yTBBpK/IaBa KaTo CUTYpHA, TOCTBITHA M KYJATYPHO OJIM3Ka AeCTHHAIIHS,
croco0OHa Ja MpeJUIokKU BUCOKA CTOMHOCT 32 M3paeICKUTe TYpPUCTH U J1a MOCTUTHE TpailHO

MNPUCHCTBUEC HA TO3U CTPATECTUUCCKHU I1a3ap.

46



IV. HAYYHMU ITIPUHOCH

1. Pa3paboTreH e WHOBATHMBEH HWHTErPHPAaH MoOJeJ 32 CTPaTerun4eckKo
NO3ULIMOHMPaHe HA Bbiarapusi Ha u3paejCKus TYPUCTHYECKH Ma3ap

PazpaboTeHusT Momen 3a CTpaTermyecko MO3MLIHMOHMpaHe Ha bbiarapus Ha
M3paeJICKUs TYPUCTUYECKH M1a3ap ce OTIMYaBa C ICHO U3pa3eHa HHOBATUBHOCT. T4 ce nmposBsBa
B HSKOJKO HampaBjeHus. Ha mbpBO MSCTO, MOAETBT € I'BPBUAT HMHTETPUPAH HAYUHO
apryMEeHTHPaH U EMIIMPUYHO BAINUIMPAH HHCTPYMEHT, IPUIIOKUM KOHKPETHO 33 U3PAEIICKUS
TypucTUUeCKH nasap. Ha BTOpo mMsicTo, TOil HaArpaxxjia KIacu4eCKUTe TEOPETUYHU PAMKH Ha
noszunnonupane (Ritchie & Crouch, 2003; Kotler et al., 2017) upe3 Bk/I0UBaHETO Ha YETUPU
B3aMMO/IOIBJIBAIIN C€ KOMIIOHEHTA — KYJITYPHO-UCTOPUUYECKH PECYPCH, TPUPOAHH OOTaTCTBa,
CUTYPHOCT M II€HOBAa KOHKYpPEHTOCIOCOOHOCT. BKIIIOUBaHETO Ha CHUTYpHOCTTa H
HCTOpUYECKATa CBBP3aHOCT Mexay bbarapus m I3paen KaTo OCHOBHM CTpPaTETHUYECKH
M3MEpEeHus MPeACTaBIIsABA HOBOCT CIPSAMO YTBBPIACHUTE MOJIENH, KOUTO PAAKO aKIEHTUpPAT
BBPXY Te3u (pakTopu B KOHTEKCTa Ha crenuduyeH m3xondm masap. Ha Tpero mscro,
EMIIUPUYHOTO BAJIMIUPAHE Ype3 OHJIAMH aHKETH, aBTOCTHOTpaCKU MOJIX0J U CpaBHUTENEH
LIECHOBH aHaJIM3 CbC CBCEIHM KOHKYPEHTHM JAECTUHALMU T[apaHTHpa IIpaKTHYecKa
MPUIIOKUMOCT M QAANITUBHOCT Ha MOJIeNIa B peajiHaTa MapKeTUHroBa MpakTHka. [1o To3u HauuH
MpeUIaraHusIT MOZIET HE CaMO OTpa3siBa CIelH(PUKUTE Ha U3PACIICKUTE TYPHCTH, HO U ITpeIara
CTpaTerM4ecKy pelIeHus 3a MOBUIIaBaHE HA KOHKYPEHTOCIOCOOHOCTTa Ha brirapus, koeto
OIIpe/ieNisi HErOBUsI OPUTHHAJIEH IPUHOC B HAYYHO-IIPUJIOKEH IJIaH.

2. @opmyaupaHe Ha 0000meHa gepUHMUIMA HA TYPUCTHYECKHUS] NA3ap W
paslIupsiBaHe HA NOHATUIHHMUSA anapar

[IpuHOCHT TyK ce OTKpuBa Ha (hOHA Ha Pa3BUTHUETO HA MOHITUWHUSA amapar 4pes
¢dbopmynupaHe Ha aBTOpCKa NePUHUIUS Ha TYpUCTUUYECKH Mazap. B3 ocHOBa Ha KPUTHYEH
aHaJlM3 Ha ChILIECTBYBAUIUTE JeUHUIMU € H3BEJICHO ABTOPOBO ONpeJejeHHe, KOETO
pasriexaa TypucTUUYeCcKus na3ap Karto ,,[{sJI0CTHA CUCTEMA, B KOSITO UKOHOMUYECKUTE YCIOBUS
¢dbopMHpaT MOKyMaTelHara CIIOCOOHOCT M TOTOBHOCTTA 3a I'bTYBaHUSA, & MAapKETUHTOBHTE
MPaKTUKHU OTUYUTAT Pa3HOOOPA3UETO OT MOTPEOUTEIICKU CETrMEHTH .

3. MertonosornyeH NPHHOC 4Ype3 MHTEIPHMpPaHe W  AJaNTHPaHe Ha
aBTOETHOrpa()CKM MOAXO0/1, KOWTO B KOMOMHAIUSA ¢ KOJIUYECTBEHHU TaHHN Pa3KpUBa HOBH
aCNeKTH NMpeJ TYPUCTHYECKUTE U3CJIeABAHUA H PA3LIMPSABA AHAIMTHYHATA AbJI00YHHA

W3cnenBaneTo BbBEXIa 1 000CHOBaBa aBTOETHOrpausTa KATO HOBAaTOPCKHU MOAXO]T
B OBJIrapckaTa Hay4yHa JIMTepaTypa 3a Typu3Ma, KaTo s KOMOMHHUPA ¢ KOJIMUYECTBEHU aHKETHU

JaHHU W CPaBHUTCIICH aHaJIM3, KOCTO OCUTrypsiBa BHCOKa CTCIIEH Ha JOCTOBECPHOCT H
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3aJ/bJIO0YEHOCT Ha pE3yJITaTUTE.

4. EMnupuyeH NpUHOC Ype3 HOBHU IbPBMYHHU JAHHHU 32 BB3NPUATHATA Ha
H3paeICKUTe TYPUCTH M TYPONepaTopu

Emnupuuen npuHoc upe3 cbOMpaHe M CUCTEMaTH3UpaHE Ha HOBa MbpBUYHA 0a3a
JAHHU 3a BB3NPUITHITA HAa U3PACICKUTE TYPUCTH M Typomeparopu. IIpoBenenurte oHnaiH
aHKETHU IPOYYBAHMS 3a IMBbPBU IBT CUCTEMATH3UpPAT NpeAcTaBUTE 3a bbiarapus karo
TypUCTUYECKA JECTUHAIMs Ha M3paeliCKUs Ia3zap M IO03BOJISIBAT 3aJbJ00YEH aHaau3 Ha
pa3no3HaBaeMOCTTa, MOTUBALIMATA U OapuepuTe Mpu U300pa Ha JeCTUHAIUS.

5. TlpwioeH NPUHOC U Bb3MOKHOCTH 3a TpaHcdep HA pe3yaTaTure

dopmynupaHe Ha MPAKTUYECKU MPENOPBKU 32 MyOIMYHUSA M YACTHUS CEKTOP C OTJIe
MOBUILIABAHE HA €(PEKTMBHOCTTA HA MO3ULMOHMpPAHETO. /lucepTallMOHHUAT TPyA Mpejiara
MPAKTHYECKH MHCTPYMEHTAPUYM 3a MYyOJMYHM WUHCTUTYLUHU, TYPUCTUYECKH OINEPaTOpU U
pPETMOHAJIHU OpraHu3aluyd TMpU pa3pabOTBAaHETO Ha MAPKETMHIOBM CTpaTeruu, KaTo
CBIIEBPEMEHHO J[aBa BB3MOXKHOCT MOJENBT Jla ObJe aJanTUpaH 3a JAPYrd Mazapu ¢ OJIM3Kd

MMOBCACHYCCKU XapaKTECPHUCTUKHU.
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I. GENERAL CHARACTERISTICS OF THE DISSERTATION

The dissertation consists of 220 standard pages of computer-typed text and is structured
into an introduction, three chapters, a conclusion, a bibliography, and appendices.

The main text of the dissertation comprises 185 pages, while the bibliographic reference
list extends over 18 pages, including 57 sources in Cyrillic (Bulgarian) and 236 sources in
English.

The predominant number of literary and informational sources are in Latin script (mainly
in English), aiming to examine the leading international scientific works relevant to the topic
of the dissertation.

The research includes 45 figures and 7 tables presented throughout the text.

The appendices, numbering two, have a total length of 15 pages and include the Hebrew-

language questionnaires used in the conducted surveys.
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INTRODUCTION

At the beginning of the 21st century, tourism stands as one of the leading sectors in the
socio-economic, cultural, and political activities of many countries. It intertwines with the
interests of numerous other economic sectors — transport, gastronomy, hospitality, tour
operations, marketing, and others. Its role in international relations is also significant —
annually, over one billion people worldwide travel abroad for tourism purposes. Bulgaria is
likewise a destination preferred by many tourists; however, the national tourism administration
is well aware that in a modern world marked by globalization, digitalization, and increasing
competition, effective positioning becomes a critical factor for its sustainable development.
This awareness reinforces the conviction that the country possesses the potential to establish a
distinctive national tourism brand, enabling it to be competitive, sustainable, and preferred,
including in the perception of Israeli tourists.

For destinations such as Bulgaria, the effective positioning in specific markets is a key
prerequisite for enhancing recognition, improving image, and increasing market share.

The relevance of the present study stems both from the lack of a scientifically developed
and empirically validated model for positioning Bulgaria in the Israeli tourism market and from
the set of dynamic factors shaping the contemporary international and market environment. The
development of a model that combines theoretical concepts of market positioning, the cultural-
historical ties between Bulgaria and Israel, the specifics of Israeli tourists’ consumer behavior,
and strategic marketing approaches is particularly necessary in the context of post-pandemic
transformation, digitalization, and rapidly changing tourism attitudes.

Further relevance is added by the deteriorated international political situation following
the events of October 2023, accompanied by the intensification of anti-Israeli rhetoric and the
growing manifestations of antisemitism in several destinations. In this context, security and
social continuity become leading criteria in Israeli tourists’ destination choice. Bulgaria, with
its historical connection to the Jewish community and a stable image as a friendly and safe
country, holds a strategic advantage in efforts aimed at purposeful positioning.

Therefore, the need to create an adequate, scientifically grounded, and practically applicable

model for positioning arises not only from a theoretical deficit but also from the specific
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geopolitical and cultural realities that influence the motivation and expectations of
contemporary Israeli tourists. The development of such a model will strengthen Bulgaria’s
competitive position and increase its market share in this high-spending and strategically
significant market.

The significance of the study lies in its dual contribution: theoretical and applied. On a
theoretical level, the dissertation enriches the scientific knowledge in the fields of destination
marketing, tourism competitiveness, and strategic planning, through the formulation of a model
that reflects the empirical realities of a specific market. On a practical level, it provides a toolkit
for decision-making for institutions, tour operators, and other stakeholders involved in the
development of the tourism sector in Bulgaria.

Research thesis: The positioning of Bulgaria in the Israeli tourism market can be achieved
through the development of an integrated model for strategic positioning, which unites cultural-
historical resources, natural assets, security, and price competitiveness, while taking into
account the specifics of Israeli tourists’ consumer behavior and the characteristics of the
international environment.

The creation of this model not only builds upon established theoretical concepts and
considers the specific features of Israeli tourists’ consumer behavior but also takes into account
the current international political situation, marked by geopolitical tensions and increased
security risks for Israeli travelers. In this context, Bulgaria is positioned as a stable, tolerant,
and safe destination, capable of meeting the key expectations of Israeli tourists.

The object of theresearch comprises the processes, mechanisms, and strategies for market
positioning of tourist destinations, with a focus on the interaction between the Bulgarian
mbound and the Israeli outbound tourism markets, examined within the framework of the
theories of positioning, competitive advantage, and consumer behavioral characteristics.

The subject of the research encompasses the system of theoretical concepts, strategies,
and empirical indicators for the assessment and enhancement of Bulgaria’s positioning as a
tourist destination in the Israeli market, including the collected primary data, the comparative
analysis with competing destinations, and the development of a model for strategic positioning.

The research problem is based on the identified absence of an integrated, scientifically
justified, and empirically validated model for positioning Bulgaria in the Israeli tourism market.
This results in fragmented planning and low effectiveness of marketing efforts. Hence, there is
aneed to develop a targeted concept that combines theoretical logic with practical parameters,

adapted to the specific characteristics of demand.
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The aim of the dissertation is to develop a scientifically grounded model for the strategic
positioning of Bulgaria as a tourist destination and to apply it to the Israeli market.
Tasks:
1. To identify the key factors that determine the competitiveness of the destination;
To conduct an empirical study among Israeli tourists and tour operators;

To construct a model for positioning Bulgaria in the Israeli tourism market;

Eal

To formulate recommendations for the public and private sectors aimed at increasing
the effectiveness of the positioning process.

The research methodology is based on an integrated approach that combines theoretical
analysis and empirical investigation. Various methods have been applied — bibliographic
heuristics and a review of scientific literature for building the conceptual framework;
comparative analysis of Bulgaria’s price competitiveness; online surveys among Israeli tourists
and tour operators to study perceptions and consumer behavior; an autoethnographic approach
and direct interviews to deepen qualitative assessments; as well as statistical techniques for
processing and visualizing the data. The methodological framework of the autoethnographic
approach in the present study consists of systematically integrating the researcher’s personal
experience with objective data obtained from surveys, statistical indices, and comparative
analysis. Personal observations are used to formulate interpretative hypotheses, which are
subsequently tested through quantitative and qualitative data, thereby ensuring both contextual
and empirical validity. The selected methodology provides scientific reliability, validity, and
the opportunity to formulate a practically applicable model for the strategic positioning of
Bulgaria in the Israeli tourism market.

Limitations of the study. Geographically, the research is limited to the Bulgaria—Israel
market axis, as the focus is placed on the one-sided positioning of Bulgaria in the Israeli tourism
market. The chronological scope covers the period 2015-2025, with special emphasis on the
cultural and historical ties between Bulgaria and Israel and on the unique act of the rescue of
Bulgarian Jews during the Holocaust. Additional limitations arise from the specific nature of
the methods used.

Research instruments. To achieve the stated objectives, various scientific methods are applied,
corresponding to the topic of the research and the tasks set for accomplishment. The study
employs an interdisciplinary approach that combines theoretical and applied analysis. The
research instruments include:

* a review of the scientific literature and contemporary paradigms in destination theories of

tourism;
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 comparative (price) analysis of competing destinations (Greece, Turkey, Romania, Israel);
* online survey studies among Israeli tourists and tour operators;
* an autoethnographic approach and direct interviews;
* survey method — descriptive statistics;
» visualization of the results through graphs and tables;
* development of a theoretical and practical model for positioning.
Scientific novelty and usefulness. The scientific novelty of the dissertation lies in the
development of the first integrated model for the strategic positioning of Bulgaria in the Israeli
tourism market, which combines security, price competitiveness, cultural-historical, and natural
resources, while taking into account the specifics of Israeli tourists’ consumer behavior. For the
first time in Bulgarian academic literature, the topic of Bulgaria’s positioning in the context of
Israel is substantiated simultaneously through an autoethnographic approach, quantitative
survey research, and comparative price analysis with neighboring competitive destinations. The
usefulness of the research is twofold —theoretical and applied. On the one hand, the dissertation
contributes to the development of destination marketing by expanding existing positioning
concepts. On the other hand, it provides a practically applicable toolkit for institutions and
tourism businesses, supporting strategic decision-making aimed at enhancing recognition,
competitiveness, and the sustainable development of Bulgaria as an attractive destination for
Israeli tourists. These practical dimensions of the research determine its applicability.
Applicability of the research. The results of the present dissertation research have
applicability in several directions. First, it offers a framework for planning and managing
marketing activities by public authorities and regional tourism organizations. Second, the
conclusions and recommendations are directly applicable by private tour operators, hoteliers,
and marketing consultants targeting the Israeli market. Third, the developed model can be
transferred to other markets with similar behavioral characteristics, such as those from Central
and Eastern Europe or English-speaking Jewish communities. Fourth, the study has educational
value — serving as a foundation for academic courses in destination marketing, international
tourism, and strategic positioning. Finally, the dissertation can serve as a basis for further
scientific developments in the field of competitiveness and sustainable development of tourist
destinations.
Sources and information support. The informational foundation of the dissertation is built
upon a combination of primary and secondary sources that provide the necessary empirical and
theoretical basis for the research.

The primary sources include data collected through:
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* an online survey among Israeli tourists;

* an online survey among Israeli tour operators;

* autoethnographic observations and the personal research experience of the PhD candidate,
including participation in cultural and academic initiatives related to Bulgarian-Israeli relations.

The survey studies were conducted in two languages — English and Hebrew — ensuring
broader accessibility of the questionnaires and a higher level of validity of the results, while
simultaneously avoiding language barriers among the respondents.

The secondary sources are based on:

« official statistical data from the National Statistical Institute of Bulgaria (NSI), the Central
Bureau of Statistics of Israel (CBS Israel), the World Tourism Organization (UNWTO),
Eurostat, Statista, and others;

» strategic documents such as the National Strategy for Sustainable Development of Tourism in
the Republic of Bulgaria (2014-2030);

 comparative indices and indicators — the Harmonised Index of Consumer Prices (HICP), the
Price Level Indices (PLI), the Travel and Tourism Development Index (TTDI), as well as data
on accommodation and tourism service costs from Booking.com and Numbeo;

* scientific works by Bulgarian and foreign authors in the fields of marketing, tourism
destination management, and cultural tourism;

* publications and studies focused on destination positioning, competitiveness, and tourist
perception.

The use of diverse and reliable sources ensures data triangulation and guarantees the
objectivity of the conclusions. The integration of empirical results with secondary statistics and
scientific research provides a stable analytical foundation for the development of a model for
the strategic positioning of Bulgaria in the Israeli tourism market.

Validation of the thesis. The validation of the research thesis was carried out through an
integrated approach that combines theoretical, empirical, and comparative dimensions,
ensuring a high degree of scientific reliability and credibility.

First, theoretical validation has been achieved through a critical analysis and the use of
established scientific models and concepts related to the competitiveness and positioning of
tourist destinations. These models have been adapted to the specific characteristics of the Israeli
tourism market, thus creating a stable conceptual framework that allows not only comparability
with international scientific experience but also an academic substantiation of the need for an
integrated model. The theoretical justification serves as a foundation that guides the empirical

analyses and provides systematic coherence to the interpretation of the results.
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Second, empirical validation has been achieved through the implementation of bilingual
(English and Hebrew) online survey studies among Israeli tourists and tour operators. These
surveys explore attitudes, expectations, and perceptions within key market segments. Data
processing has been carried out using descriptive statistics and comparative analyses, ensuring
the reliability and objectivity of the empirical conclusions. This database enables not only the
verification of research hypotheses but also the identification of clear trends in consumer
behavior.

Third, qualitative validation has been realized through the application of the autoethnographic
approach, which complements the quantitative measurements with interpretative depth. The
inclusion of the researcher’s personal experience, cultural observations, and the historical ties
between Bulgaria and Israel enriches the analysis with contextual meanings that could hardly
be captured solely through quantitative methods. This provides a better understanding of the
factors related to security, tolerance, and cultural continuity, which are essential for the
positioning of Bulgaria.

Fourth, comparative validation has been accomplished through the analysis of competing
destinations such as Greece, Turkey, Romania, and Israel. By utilizing international indices
(PLI, HICP, TTDI), statistical databases (Eurostat, UNWTO, Numbeo), and price comparisons,
the specific competitive advantages and weaknesses of Bulgaria have been outlined. This
ensures an external reference framework that strengthens the credibility of the conclusions and
positions the research within a broader international context.

Finally, methodological triangulation — the deliberate combination of quantitative (surveys
and statistical analyses) and qualitative approaches (autoethnography and comparative
interpretations) — ensures internal consistency and multilayered verification of the results. This
approach reduces the risk of one-sidedness by integrating different research perspectives and
enabling cross-verification of data. Triangulation not only confirms the validity of the research
thesis but also enhances the robustness of the developed model, making it more reliable and

applicable within a real market environment.
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The first subsection is dedicated to an in-depth clarification ofthe conceptual framework related
to positioning and tourism markets. The genesis of the concept of “positioning” is analyzed by
tracing its emergence in marketing and its subsequent incorporation into tourism theory and
practice. Itis emphasized that the absence of a unified definition of the concept of “positioning”
creates challenges for researchers, which necessitates the use of an interdisciplinary approach.
Various interpretations in the scientific literature are presented, and the need to adapt marketing
concepts to the specific features of tourist destinations is highlighted. Special attention is given
to tourists’ subjective perceptions, the authenticity of the offered experiences, and the role of
cultural and historical factors in the construction of the tourism image. Inaddition, the influence
of globalization, the growing role of digital communications, and social networks in shaping
the destination image are examined.
1.2. Theoretical Models and Concepts for Positioning in Tourism Markets
The second subsection presents a systematization of the main models and concepts of
positioning in tourism. The works of leading authors, including Ritchie & Crouch (2003), are
examined in detail. They developed a model of destination competitiveness that includes
resource base, management, and demand factors, emphasizing marketing strategies for
positioning and brand image development. Several contemporary integrated models are also
discussed, focusing on sustainable development, digitalization, and competitiveness in the
context of a globalized environment. Regional models applied in Europe and the Mediterranean
are presented as well, demonstrating how strategies for security, cultural heritage, and price
accessibility can be combined into a successful positioning concept. Furthermore, new trends
are analyzed, such as the role of sustainable development, “green” tourism, and the integration
of smart technologies in destination positioning. It is emphasized that most of these models
focus primarily on marketing tools and competitive advantages but rarely integrate within a
single framework factors such as cultural and historical resources, security, and price
competitiveness — elements of particular significance for Bulgarian-Israeli relations. The
conclusion is that there exists a gap in the literature, which substantiates the need to develop a
new model tailored to the specific characteristics of the researched market.

1.3. Main Approaches for Measuring the Success of Positioning in Tourism
This subsection provides a comprehensive review and comparison of different methodological
approaches for evaluating the effectiveness of positioning. It presents classical quantitative
techniques such as market share analysis, competitiveness indices, statistical models, and
econometric measures, as well as more recent tools that include digital metrics and indicators

of destinations’ online presence. Alongside these, qualitative methods are also examined — in-
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depth interviews, focus groups, survey studies, image analyses, and autoethnographic
approaches. It is emphasized that the combination of quantitative and qualitative techniques
ensures a broader perspective and greater reliability of the results. Special emphasis is placed
on the application of these methods in the context of the Israeli market, where security, price
sensitivity, and cultural characteristics play a significant role. The limitations of each method
are analyzed, highlighting the necessity of their integration into a unified framework for
sustainable monitoring of positioning success. Additional attention is given to the need for
composite indices that combine economic, social, and cultural indicators in order to achieve a
multidimensional evaluation. The quantitative methodsinclude statistical indices such as TTDI,
HICP, and PLI for international comparability, market share indicators, econometric analyses,
and others. These allow for the measurement of demand dynamics and destination
competitiveness in numerical terms. The qualitative approaches encompass studies of tourists’
perceptions, focus groups, interviews, survey research, and image analyses, through which
subjective attitudes, expectations, and experiences are identified. Autoethnographic
observations contribute to a deeper understanding of the cultural context and the relationships
between tourists and the destination. It is emphasized that the combined use of quantitative and
qualitative techniques ensures higher reliability, completeness, and objectivity of the results. In
the context of the Israeli market, the focus is placed on the need for systematic monitoring of
factors such as security, price changes, and cultural characteristics, which are of particular
importance for tourist behavior. Furthermore, it is noted that the dynamic nature of the
environment requires continuous updating and verification of data to ensure the sustainability
of the achieved positioning and the validity of the conclusions.

1.4. Models for the Formation of Tourism Markets Based on International

Experience in Positioning

The fourth subsection provides an in-depth analysis of international experience in the strategic
positioning of tourist destinations. Successful examples from Spain, Turkey, and Greece are
examined in detail. Inthe case of Spain, emphasis is placed on the role of systematic campaigns
for building the strong “Espafia” brand, which integrates cultural, gastronomic, and natural
resources. Turkey demonstrates how the integration of historical heritage, strategic location,
and extensive marketing initiatives can create a sustainable presence in the international market.
Greece serves as an example of the successful use of ancient cultural heritage and the synergy
between public and private sectors to establish the country as a leading Mediterranean
destination. Additionally, examples from Israel are presented, where the integration of cultural-

historical heritage, religious tourism, and high-tech solutions in tourism services demonstrates
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the flexibility and adaptability of the national model. Examples from the Scandinavian countries
are also included, where sustainable development and ecological tourism represent leading
elements in positioning strategies. Emphasis is placed on the importance of a consistent state
policy supported by financial resources and coordination between the public and private sectors,
as well as on the development of long-term strategies with clearly defined goals and success
indicators. At the same time, it is noted that foreign experience must be critically adapted to
Bulgarian conditions, taking into account the specific historical, cultural, and political context
of Bulgarian-Israeli relations. In this way, a more realistic and applicable foundation is created
for formulating an effective model for Bulgaria’s positioning.

Conclusions to Chapter One

The concept of “positioning” in tourism is multidimensional and requires precise adaptation of
classical marketing concepts to the specific characteristics of tourist destinations, taking into
account the role of subjective perceptions and cultural-historical factors.

* Tourism markets are characterized by a complex dual structure that determines the dynamics
of tourist flows and the interaction between emissive and receptive destinations.

* There is a lack of integrated models that simultaneously incorporate cultural-historical
resources, security, and price accessibility — factors that are crucial for the positioning of
Bulgaria in the Israeli tourism market.

* Measuring the success of positioning should be based on a combination of quantitative and
qualitative methods that ensure reliable and objective results.

 International experience demonstrates that sustainable positioning requires the strategic
integration of resources, consistent public policies, and targeted marketing activities, while at
the same time demanding a critical adaptation to the national context.

» The summary shows that the study of theoretical and practical models creates a solid
foundation for formulating a new framework for Bulgaria’s positioning, which takes into
account the specifics of the [sraeli market and can serve as a starting point for future scientific
and applied developments.

Insummary, the first chapter prepares the theoretical foundation forthe creation of an integrated
model for the positioning of Bulgaria in the Israeli tourism market. The model should combine
cultural-historical resources, natural assets, price competitiveness, and security-related factors,
supported by empirical dataand qualitative observations. Its development represents a scientific
innovation and reflects the specific requirements of the Israeli market, making it significant

both academically and practically.
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CHAPTER 2. ANALYSIS OF THE STATE AND POTENTIAL OF BULGARIA FOR
POSITIONING IN THE ISRAELI TOURISM MARKET

2.1. Analysis of Bulgaria’s Positioning in the Israeli Tourism Market

This subsection presents an in-depth and comprehensive analysis of the current state of
Bulgaria’s positioning in the Israeli market. It examines in detail the characteristics of tourist
flows, the main travel motivations, and seasonal dynamics, as well as the impact of price
affordability and security on the behavior of Israeli tourists. The analysis identifies Bulgaria’s
competitive advantages — its rich cultural and historical heritage, natural resources, and close
historical and cultural ties between Bulgaria and Israel. It is emphasized that these factors form
the foundation for building a positive image and a sustainable market presence. At the same
time, the main weaknesses are systematized — limited and inconsistent advertising, relatively
low international recognition ofthe “Bulgaria” brand, insufficient activity of Bulgarian national
institutions in Israel, and fragmented marketing efforts on the part of the tourism industry.
Attention is also drawn to the strong competitive presence of Greece, Turkey, and Romania,
which have been more effective in integrating their resources into coherent marketing
strategies.

2.1.1. Rationale for Selecting the First Line of Analysis: Qualitative Approach

This subsection analyzes existing theories and models for tourism market management. The
aim is to create a solid conceptual “framework” that will later serve as the foundation for the
development of Bulgaria’s model. The qualitative approach is chosen to provide an in-depth
understanding of the attitudes and experiences of Israeli tourists. The detailed analysis includes
an examination of travel motivation, cultural expectations, and the factors influencing tourist
satisfaction. An autoethnographic approach (personal experience) is also applied. Although
rarely used in tourism research — and in qualitative studies in general — this approach has
been selected to add an insider perspective. Through direct interviews, participation, and
observation in real-life situations (observing and sharing experiences with Israeli tourists and
their perception of Bulgaria as a destination), the researcher integrates personal experience,
which allows for cultural interpretation and an understanding of microelements in the
communication between the tourist and the destination.

The focus is placed on the cultural and historical connections between the two nations and the
importance of security for Israeli tourists. Special attention is given to factors such as the
attitude of the local population, the authenticity of cultural experiences, and the presence of

religious elements in tourism routes. This approach reveals how Bulgaria is perceived not only
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as a geographical location but also as an emotionally, culturally, and value-connected
destination that offers safety, hospitality, and a unique identity.
2.1.2. Rationale for Selecting the Second Line of Analysis: Quantitative Approach

The quantitative approach allows for a deeper and more systematic measurement of trends
and patterns in tourist behavior, providing a solid foundation for comparison and interpretation.
A variety of statistical data from the National Statistical Institute (NSI), the Central Bureau of
Statistics of Israel (CBS Israel), the World Tourism Organization (UNWTO), Eurostat, and
others have been used, ensuring international comparability and allowing the tracking of
dynamics over time. In addition, empirical results from online surveys have been included,
revealing specific attitudes and preferences of respondents. Through this approach, price levels,
travel expenses, consumption structure, seasonality of travel, as well as the profile of tourists
by age, income, and motivation are analyzed. The results for Bulgaria are compared with those
for major competing destinations such as Greece, Turkey, and Romania, which makes it
possible to outline the country’s relative advantages and weaknesses.

The quantitative analysis also includes the use of indices for price competitiveness,
harmonized consumer price indicators, and composite measures that combine economic, social,
and cultural dimensions, providing additional objectivity to the results. Further attention is
given to analyzing the length of stay, average daily expenditures, preferred types of
accommodation and transportation, as well as behavioral differences among various age and
social groups of tourists. In this context, the quantitative approach makes it possible to highlight
specific consumption patterns, identify stable trends, and forecast future market development.
The combination with the qualitative approach and the autoethnographic analysis ensures
triangulation, high reliability, and greater analytical depth of the conclusions.

To substantiate the necessity of quantitative analysis, empirical data on the dynamics of
outbound travel by Israeli citizens and Bulgaria’s position within it must be considered. Such a
perspective makes it possible to assess the actual market share of the country relative to the
total volume of outbound trips and to trace the main trends over time. Figure 4 presents data
from the Israeli Central Bureau of Statistics (ICBS), the National Statistical Institute (NSI), and
the Ministry of Tourism of the Republic of Bulgaria for the period 2019-2023, illustrating both
the total number of outbound trips by Israelis and the number and relative share of visits to

Bulgaria.
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Figure 1. Outbound Trips of Isracli Residents and Bulgaria’s Share (2019-2023)
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(2019-2024); National Statistical Institute (NSI) (2019-2023); Stoyanov, R. (2025).

The data show the total number of outbound trips by Israeli residents for the period 2019-2023,
as well as the absolute number of visits to Bulgaria and their relative share. A clearly
pronounced fluctuation trend can be observed, driven by the COVID-19 pandemic (2020—
2021), followed by a recovery of outbound travel in 2022—2023. Despite this recovery dynamic,
Bulgaria’s share in the total outbound trips remains relatively low (between 1.67% and 2.65%).
The analysis of the data indicates that, although outbound travel by Israeli citizens has
recovered steadily after the pandemic, Bulgaria’s relative share remains limited — below 3%
of the total volume. This confirms that the country has not yet succeeded in positioning itself
among the leading preferred destinations and highlights the need to develop a targeted model
for strategic positioning aimed at increasing its market share and recognition among Israeli
tourists.

2.2. Autoethnographic Analysis of the Experiences and Attitudes of Israeli Tourists

This subsection encompasses the personal observations of the doctoral researcher, who, through
his belonging to the Bulgarian-Jewish community, possesses a unique perspective on the
experiences of Israeli tourists. The analysis includes studies of specific situations, impressions
from tourist visits, and personal interactions with Israeli tourists, which allow for deeper
generalizations regarding their behavior and attitudes. The attitudes of tourists toward security,
price affordability, cultural attractions, service quality, and social atmosphere are examined in
detail, as well as their comparison with experiences in other countries.
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Autoethnography is a research method in which the researcher’s personal experience is used to
gain a better understanding of social, cultural, and psychological phenomena. The method
combines personal narrative with scholarly analysis. According to Adams, Ellis, and Bochner
(2020), autoethnography enables the creation of knowledge that is both personal and socially
meaningful. The researcher employs his perspective, feelings, and experiences toreach a deeper
understanding of a given topic. Autoethnography provides access to so-called “tacit
knowledge” — insights that are difficult to express through numbers or standardized
questionnaires. Antony (2015) calls this “narrow knowledge” — knowledge connected with
sensations, emotions, and embodied experience. Rather than seeking complete objectivity, this
method emphasizes the value of personal perspective and the sense of “insider” understanding.
The autoethnographic approach reveals how Israeli tourists associate Bulgaria with a shared
historical memory, including the rescue of Bulgarian Jews during the Holocaust, which creates
a positive emotional context and contributes to a feeling of safety and trust. Additionally,
elements such as the sense of hospitality, the attitude of the local population, and the
significance of cultural and religious sites are identified as factors that shape a sense of
closeness, authenticity, and deep emotional connection to Bulgaria.

In the study of Bulgaria as a destination for Israeli tourists, autoethnography helps to uncover
the actual experiences of this audience. The researcher acts as a mediator between cultures —
participating in tours, observing tourists’ behavior, engaging with guides, and collecting
personal impressions. This reveals not only practical challenges but also emotional attitudes —
for instance, when and why tourists feel welcomed or, conversely, when they feel something is
missing or off-putting. This approach is particularly useful for improving Bulgaria’s strategic
positioning in the Israeli market, as it adds real, lived perspectives to the analytical framework.
2.3. Analysis of the Israeli Tourism Market in the Second Phase of the Study Based on
Primary and Secondary Data

The second phase of the study focuses on the integrated use of primary and secondary data for
an in-depth analysis of the Israeli tourism market. This approach combines objective
quantitative indicators with qualitative interpretations, thus achieving a higher degree of
validity and reliability of the conclusions.

Primary data. These were collected through online survey studies conducted among Israeli
tourists and Israeli tour operators, as well as through autoethnographic observations and the
author’s personal research experience. The questionnaires, prepared in English and Hebrew,
ensure greater accessibility and eliminate language barriers, resulting in a higher degree of

representativeness of the results. The surveys analyze key aspects such as travel motivations,
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preferred types of tourism, accommodation expenses, sources of information, evaluation of
Bulgaria as a destination, and recommendations for improving tourism services. Additionally,
the inclusion oftour operators’ opinions helps identify trendsin the supply of Bulgarian tourism
packages and in marketing policies targeting Israeli consumers.

Secondary data. These include official statistical sources — the National Statistical Institute
(NSI), the Central Bureau of Statistics of Israel (CBS Israel), Eurostat, the World Tourism
Organization (UNWTO), Statista, and others. They provide information on the dynamics of
outbound travel by Israeli tourists, Bulgaria’s share among the preferred destinations,
seasonality of travel, and comparative data for competing markets (Greece, Turkey, Romania).
Furthermore, international indices such as the Harmonised Index of Consumer Prices (HICP),
Price Level Indices (PLI), and Travel and Tourism Development Index (TTDI) are analyzed,
allowing the assessment of Bulgaria’s price competitiveness in a regional and global context.
Data integration. The combination of primary and secondary sources enables triangulation,
ensuring the reliability of analytical results. For example, the survey findings that Israeli tourists
show preferences for cultural-historical tourism and spa services are confirmed by Statista and
UNWTO data, which indicate a growing share of these segments in international travel. At the
same time, the statistical indices (PLI, HICP) support the empirical findings on Bulgaria’s price
advantages compared to its main competitors. The second phase of the study demonstrates that
the combined use of primary and secondary data makes it possible to achieve an objective and
comprehensive assessment of the Israeli tourism market. The results highlight Bulgaria’s key
competitive advantages — affordable prices, a safe and tolerant environment, and cultural-
historical affinity — as well as areas that require improvement: infrastructure, promotional
activity, digital visibility, and product diversification.

2.4. Analysis of the Perception of Bulgaria Among Israeli Tourists and Tour Operators
(Based on Online Survey Studies)

2.4.1. Analysis and Evaluation of Bulgaria as a Tourist Destination from the Perspective
of Israeli Tourists

This subsection presents the analysis of empirical results from the online survey conducted
among Israeli tourists who have visited or expressed interest in visiting Bulgaria. The main
objective is to evaluate the perception of Bulgaria as a tourist destination, taking into account
the key motives, preferences, and expectations of the respondents.

Profile of respondents. The sample includes Israeli citizens of different age groups and socio-
economic backgrounds. The collected data make it possible to outline the diversity of the

audience — from families with children to individual travelers, as well as segments with
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varying income levels and educational attainment. This ensures the representativeness and
reliability of the conclusions drawn. Figure 2 (Education) illustrates the respondents’ level of

education.

Figure 2 Educational status of Israeli Tourists
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The master’s degree is the most common among respondents, followed by the doctoral degree.
Together, these two categories represent over seventy percent of participants. This confirms the
thesis that Israeli tourists possess a high level of education, which is associated with stronger
cultural motivation, critical evaluation, and an interest in cultural-historical and educational
tourism.

The analysis of income levels is crucial for profiling tourism markets, as income strongly
correlates with the frequency, duration, and type of travel. According to the obtained results,
the majority of surveyed Israeli tourists fall within the middle and above-average income levels.

Figure 3 Income level
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Figure 4 presents the motivating factors influencing the choice of destination
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The respondents highlight several leading factors: affordable prices compared to competing
destinations; the cultural and historical heritage and the historical ties between the Bulgarian
and Jewish peoples; the availability of spa and balneological resources; and the diversity of
natural assets (mountains, sea, and mineral springs). Security is also identified as an important
motive — Bulgaria is perceived as a safe and tolerant country. The results indicate that safety

and price affordability are among the most significant factors for Israeli tourists.
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Figure 5 Evaluation of Bulgaria as a Tourist Destination
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The analysis of the collected data reveals positive attitudes toward the quality of
accommodation, food, and the accessibility of tourist services. However, several weaknesses
are also noted — insufficient digital advertising, limited information available in Hebrew, and
the need for better infrastructural connectivity and modernization of some tourist facilities.

Preferred types of tourism. The greatest interest is observed in cultural-historical and spa
tourism, followed by seaside and mountain tourism. Some respondents also show interest in
gourmet and wine tourism, indicating potential for diversification of the offered products. The
survey data are consistent with global trends of increasing demand for tourism focused on

experiences and authenticity.
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Figure 6 Sources of information
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Source: Author’s elaboration based on data from the online survey, Stoyanov, R. (2025)

A significant share of Israeli tourists use online channels and social media to search for
information. Tour operators remain important intermediaries, yet individual bookings through
online platforms are playing an increasingly significant role. This creates a need for Bulgarian
providers to improve their digital presence and online marketing. The analysis indicates that
Bulgaria is perceived positively by Israeli tourists, particularly in terms of price affordability,
safety, and cultural-historical resources. The collected data also suggest that cultural proximity
and historical ties play an important role in shaping this positive perception. At the same time,
several challenges emerge, related to marketing, information accessibility, and infrastructure,
as well as the limited use of digital channels for promotion. These results outline specific
directions for improvement—strengthening advertising activity, expanding the availability of
information in Hebrew, and investing in infrastructural modernization. They provide a basis for
formulating strategic recommendations within the model for positioning Bulgaria on the Israeli

tourism market.
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2.4.2. Analysis and evaluation of Bulgaria as a destination by Israeli tour operators

The present paragraph seeks to contribute to a deeper understanding of the perceptions,
attitudes, and behavior of Israeli tour operators toward Bulgaria. The study aims not merely to
describe the current state of awareness and practices among professional intermediaries, but to
identify the key determinants that either hinder or facilitate Bulgaria’s integration into the tour
operators’ product portfolios. The applied approach, based on an online survey, enables the
collection of data from respondents with direct practical experience, thereby ensuring a high
degree of authenticity and applicability of the results. The analysis of the survey results, directed
at representatives of Israeli travel companies (both those offering and those not offering
Bulgaria as a tourist destination), reveals distinct preferences for specific types of tourism
available in Bulgaria. The dataare presented graphically (Fig. 7), and the percentage breakdown
allows for an assessment of the dominant interests.

Figure 7 Preferred types of tourism
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According to the results of the online survey conducted among Israeli tour operator companies
(both those offering and not offering Bulgaria as a tourist destination), the range of tourism
activities in which their clients express interest is remarkably diverse, highlighting the country’s

strong potential for developing a varied and year-round tourism product.
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Figure 8 Preferred Tourism Activities
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Awareness of Bulgaria. In response to the question, “Are you familiar with Bulgaria as a
tourist destination?” more than half of the respondents (59.09%) indicated that they possess
only limited information about Bulgaria as a destination. This finding clearly signals
insufficient communication efforts and a limited presence of the country on the Israeli tourism
market.

“Yes, [ know it very well,” responded 31.82% of the participants. This represents nearly one-
third of all surveyed tour operators and suggests the existence of a core group of professionals
who already work with Bulgaria, have visited the country, or have included it in their tourism
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products. This segment could serve as potential destination ambassadors through strategic
partnerships and the exchange of good practices.

“I have heard something about it, but I don’t really know it,” answered 9.09% of the
respondents. Although relatively small, this group indicates the presence of partial awareness
that can be further developed through targeted promotional campaigns and participation in
international tourism fairs. The survey results suggest that the awareness of Bulgaria among
Israeli tour operators remains limited but is gradually increasing.

The assessment of the level of awareness among Israeli tour operators regarding cultural
tourism in Bulgaria is also a key component in analyzing the country’s positioning as a cultural
destination. The largest share of respondents (31.8%) demonstrate a basic awareness, though
without an in-depth understanding of Bulgaria’s cultural tourism potential.

Nearly one-third of the respondents (27.27%) reported a complete lack of information,
underscoring the need for a more systematic communication strategy and the active promotion
of the country’s cultural assets. This finding corresponds to the stage of low “cognitive
awareness” as defined in classical destination image formation models.

“l have heard something about Bulgaria and its potential for cultural tourism,” responded
18.18% of the participants. The data indicate a partial perception of the country as a cultural
destination, which can be further enhanced through the development and promotion of thematic
routes, cultural festivals, and initiatives highlighting Bulgaria’s Jewish cultural heritage.

Only a small proportion of Israeli tour operators (9.09%) assess their level of knowledge as
high. This indicates that Bulgaria is not yet perceived as an established player in the field of
cultural tourism among industry professionals, suggesting the need for a targeted and well-
calibrated marketing intervention.

“I occasionally send tourists to Bulgaria for cultural tourism,” stated 9.09% of the respondents.
This is a positive indicator, reflecting the existence of practical engagement with Bulgaria’s
cultural tourism product, which can serve as a foundation for developing long-term
partnerships.

This level of knowledge about certain aspects of Bulgarian culture and history suggests
potential for development through training initiatives and targeted marketing materials focused
on the country’s history, cultural heritage, and unique traditions. The collected responses reveal
that, despite a moderate degree of awareness, there remains a clear informational gap within
this segment—one that could be effectively addressed through focused communication efforts

and professional partnerships.
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The results of the survey conducted among Israeli tour operators reveal a limited inclusion of
cultural tourism within the tourism packages offered for Bulgaria (Fig. 9). Althoughthe country
possesses a rich cultural and historical heritage and holds significant potential for the
development of this segment, cultural tourism does not yet represent a dominant component in

the current offerings on the Israeli market.

Figure 9 Offering of Cultural Tourism Packages
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Do you sell cultural tourism packages for Bulgaria?
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Source: Author’s elaboration based on data from the online survey, Stoyanov, R. (2025)

The results indicate that more than half of the tour operators (52.38%) do not include cultural
activities in their tourism packages for Bulgaria. This can be attributed to several factors: the
lack of a clear positioning of Bulgaria as a cultural destination in Israel; insufficient content
development and presentation of the cultural product (e.g., routes, sites, events); and strong
competition from other destinations with similar profiles in Europe and the Middle East that
are already well-established and familiar to Israeli travelers.

2.4.3. Summary of the Results from the Online Survey among Israeli Tour Operators
The summary of the results indicates that Israeli tour operators recognize Bulgaria’s
competitive advantages—affordable prices, safety, cultural ties, and the presence of natural and
balneological resources. However, they also identify key challenges, including the limited
recognition of the “Bulgaria” brand, insufficient marketing efforts, and inadequate participation
in international tourism forums. Some operators additionally note the absence of strategic
communication campaigns in Hebrew and the underdevelopment of direct flight connections,
which reduce accessibility. The overall conclusion is that achieving effective and sustainable
positioning requires stronger public and private sector engagement in the Israeli market, with
an emphasis on targeted advertising, enhanced digital visibility, and closer partnerships with

local tour operators.
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Conclusions to Chapter Two

* The positioning of Bulgaria on the Israeli tourism market is characterized by significant yet
underutilized potential.
» The combination of qualitative and quantitative approaches ensures the comprehensiveness
and reliability of the analysis.
» Autoethnographic observations reveal that cultural and historical ties play a crucial role in
shaping the positive perceptions of Israeli tourists.
» Statistical data indicate price competitiveness but also highlight weaknesses related to image
and promotional visibility.
* Tour operators perceive Bulgaria as a promising destination but emphasize the need for

enhanced promotional activities and improved infrastructure.

Chapter 3. DEVELOPMENT AND VALIDATION OF A MODEL FOR STRATEGIC
POSITIONING OF BULGARIA IN THE ISRAELI TOURISM MARKET
3.1. Justification and logic of the model for positioning Bulgaria on the Israeli tourism

market

The model is conceptually grounded in the integration of four interrelated and complementary
pillars—cultural-historical resources, natural resources, security, and price competitiveness—
forming a systemic framework for destination positioning. The model’s logic combines
theoretical foundations from destination marketing and competitiveness studies with empirical
evidence derived from online surveys among Israeli tourists and tour operators, comparative
price indices (PLI, HICP), the TTDI index, and an analysis of market supply.

The input data are aggregated into indicator blocks corresponding to each pillar, enabling the
assessment of the relative strength of Bulgaria’s positioning and the identification of key
communication themes for the Israeli market segments. The model’s internal structure follows
a sequential process consisting of:
(1) a diagnosis of current perceptions (based on surveys), (2) benchmarking of price and
infrastructural parameters (PLI/HICP/TTDI), (3) synthesis into positional archetypes, and
(4) the formulation of an implementation plan through coordination between the public and
private sectors.

Validation has been achieved through triangulation between primary and secondary sources
and by verifying the coherence among tourists’ motivational profiles, tour operators’ portfolios,

and comparative indices. In this way, the model provides a practically applicable framework
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for aligning communication messages and product configurations with the Israeli market,
taking into account the specific sensitivities of Israeli tourists to safety, cultural affinity, and
value for money.

3.2. Main components of the model for positioning Bulgaria in the Israeli tourism market
3.2.1. Cultural and historical resources of Bulgaria and their importance for the Israeli
tourism market

For the positioning of Bulgaria on the Israeli tourism market, it is crucial to emphasize and
promote the historical connections between the Bulgarian and Israeli peoples. Of particular
significance is the fact that during World War 11, the Bulgarian state and society preserved the
lives of over 48,000 Bulgarian Jews—a historic act that has fostered lasting positive attitudes
within contemporary Israeli society.

Moreover, there are numerous tangible and intangible traces of Jewish presence across
Bulgarian lands—such as synagogues (including those in Sofia and Plovdiv, among the largest
in Europe), Jewish cemeteries, museums, and cultural institutions—that can serve as focal
points for specialized tourism routes. These resources align with the concept of cultural,
heritage, and pilgrimage tourism, which is gaining increasing importance among Israeli
travelers.

3.2.1.1. Historical Connections between Bulgarians and Jews

The historical connections between Bulgarians and Jews are distinguished by their long
continuity, dating back to antiquity and further strengthened by the resettlement of Sephardic
Jews in the 16th century. In Bulgaria’s urban centers, stable Jewish communities emerged,
characterized by well-developed religious, educational, and charitable infrastructures, and were
deeply integrated into the local economy through trade, crafts, and finance.

During the 19th and early 20th centuries, Jewish communities contributed significantly to the
modernization of urban culture, literature, and musical life, maintaining active cultural and
economic exchanges with Bulgarian society. After 1948, diasporic ties and collective cultural
memory remained strong, facilitating bilateral relations and forming a natural basis for “roots
tourism” and visits categorized as VFR (visiting friends and relatives).

This historical continuity, cultural affinity, and shared biographical trajectories shape
Bulgaria’s distinctiveidentity as a destinationrich in authentic Jewish cultural heritage, offering
high interpretative value for Israeli visitors and supporting its positioning within the cultural-
historical tourism segment.

3.2.1.2. The Rescue of Bulgarian Jews during World War II
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The rescue of the Bulgarian Jews during World War II has become a key cultural-historical
narrative of high symbolic value and international recognition, reinforcing Bulgaria’s image as
a tolerant and safe environment. In the context of the Israeli market, this narrative functions as
both moral and emotional capital, strengthening trust in the destination and supporting its
positioning within the cultural-historical tourism segment. This resource enables the
development of thematic routes and interpretive programs—such as museums, synagogues,
memorial sites, and urban locations—suitable for educational travel, VFR (visiting friends and
relatives) trips, as well as youth and cultural organization tours. Integrating this narrative into

2«

tourism product lines (e.g., “Stories of Rescue,” “Traces of the Community”) enhances the
experiential value and authenticity of the visitor experience, while aligning with the increasing
interest in cultural experiences observed in the empirical findings. Thus, the rescue serves as a
distinctive core within the model, connecting the pillars of cultural-historical resources and
security, and sustaining a long-term communication line with Israeli target audiences.

3.2.1.3. Diplomatic relations between Bulgaria and Israel

The strong diplomatic relations between Bulgaria and Israel provide a stable institutional
framework for the development of cultural exchange and tourism, complementing the deep
historical ties between the two societies. Bulgaria was among the first countries to recognize
the newly established State of Israel in 1948. In the contemporary period, bilateral dialogue is
characterized by active engagement at both central and local levels, cooperation in the fields of
culture, education, security, and sports, as well as facilitated business communication between
tourism organizations. An important factor facilitating tourism exchange between the two
countries is the introduction of a visa-free regime in 2007. This framework supports air
connectivity, the organization of events and thematic routes, as well as youth and educational
travel programs. From a positioning perspective, diplomatic proximity strengthens the
perception of safety and predictability, promotes public—private partnerships, and facilitates
joint promotional initiatives targeting Israeli market segments.

Thus, diplomatic cooperation functions as a supporting infrastructure for the pillars of cultural-
historical resources and security within the model, while simultaneously enhancing the
legitimacy and effectiveness of Bulgaria’s marketing messages directed toward the Israeli
market.

3.2.1.4. Bulgaria's tangible cultural heritage as a competitive advantage in attracting
tourists from Israel

Tangible cultural heritage functions as the core foundation of Bulgaria’s positioning strategy

through a network of museums, archaeological and architectural sites, urban ensembles, and
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sacred places that offer high interpretive value for Israeli tourists. Within the framework of the
model, this resource base supports the development of thematic directions—antiquity, the
medieval period, the Bulgarian National Revival, Jewish cultural heritage, and urban cultural
scenes—suitable for short and medium-length stays and easily combined with SPA,
balneological, and gastronomic experiences. Empirical findings align with the positive
perception of Bulgaria as a cultural destination and indicate a growing demand for accessible,
well-interpreted, and visually narrated culture. The availability of infrastructure (museum
exhibitions, route connectivity, urban environments) and the potential for adapting content to
specific audiences (including Hebrew and English versions) further strengthen Bulgaria’s
competitive advantage in the segments of urban and memorial tourism. Thus, tangible heritage
acts as a differentiating asset that transforms historical proximity and subjective authenticity

into concrete product lines specifically tailored for the Israeli market.

3.2.1.5 Intangible cultural heritage of Bulgaria as a competitive advantage in attracting
tourists from Israel

Bulgaria’s intangible cultural heritage—comprising customs, festivals, music and dance
traditions, crafts, and gastronomy—enhances the perceived subjective authenticity and
personalization of the tourist experience by adding emotional and interpretive depth to visits
centered on tangible heritage sites. In the context of the Israeli market, this resource enables the
narration of /iving cultural stories through event calendars, local festivals, and participation in
community-based practices, all of which are well-suited to short and medium-length stays.
Empirical survey results align with the demonstrated interest in culture- and experience-
oriented activities, while the positive evaluations of Bulgaria as a cultural destination confirm
the potential of intangible heritage to functionas a differentiating asset. Inthis way, it structures

’

a set of “moments of participation” that strengthen cultural affinity and support the
destination’s positioning within the segment of experiential cultural tourism for Israeli visitors.

3.2.2. Bulgaria's natural resources and their importance for the Israeli tourism market

Natural resources constitute the second pillar of the model, providing a year-round product base
structured around three integrated dimensions:
e Mountain tourism and nature reserves — encompassing mountains, national parks, and

opportunities for short active stays and cultural routes;
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e Mineral springs and SPA/balneological tourism — leveraging Bulgaria’s high
concentration of mineral springs and existing infrastructure suitable for weekend and 5—
7-day programs;

e Seaside tourism and coastal resources — offering seasonal “long weekend” and “summer
vacation” products that can be combined with urban culture and gastronomy.

Empirical findings confirm a strong interest among Israeli tourists in nature-based and SPA-
oriented activities, which enables modular packaging with cultural and historical attractions. In
this sense, natural resources act as a positioning amplifier, combining value for money,
accessibility, and opportunities for personalization.

From a climatic perspective, the diversity of seasonal scenarios expands the potential for short
trips from Israel and supports a more balanced distribution of tourist flows, targeting families,
couples, youth groups, and wellness-oriented visitors. Within the framework of the model, this
creates a natural synergy with the pillars of security and price competitiveness, as the combined
products deliver high value for money, low logistical complexity, and a high potential for
tailored experiences.

3.2.3. Security and its importance for the Israeli tourism market

Security is among the most important criteria influencing Israeli tourists’ travel decisions. Due
to the specific political, international, and social environment in which they live, Israelis place
particular emphasis on choosing destinations perceived as stable, predictable, and safe. In this
context, Bulgaria is regarded as a secure country—being a member of both the European Union
and NATO, with low levels of terrorist threats and a long-standing record of friendly attitudes
toward the Israeli people. Emphasizing these characteristics would enable Bulgaria to position
itself as a safe and reliable destination, representing a crucial competitive advantage in
attracting Israeli tourists.

3.2.3.1. Physical security

Security represents a key factor in the choice of a tourist destination, particularly for markets
such as Israel’s, which demonstrate high sensitivity to this aspect—especially in the aftermath
of the terrorist attacks of October 7, 2023. It serves as a fundamental determinant in positioning
toward the Israeli market and functions as a prerequisite for both destination choice and length
of stay. Empirical findings from the survey among Israeli tourists clearly reveal a predominantly
positive perception of safety when visiting Bulgaria. Within the framework of the model,
security operates as a “hygiene factor” that stabilizes communication messages and reinforces
the effectiveness of the remaining pillars—cultural-historical resources, natural resources, and

price competitiveness.
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3.2.3.2. Safety as a Priority for Israeli Tourists

Safety constitutes a leading priority for Israeli tourists and is a key criterion in the selection of
an international destination. Coming from an environment characterized by heightened security
awareness and frequent geopolitical threats, Israeli travelers exhibit particular sensitivity to
perceived risks in the host country. This underscores the necessity for destinations such as
Bulgaria to cultivate a stable image of safety and tolerance that aligns with the expectations of
this specific tourist segment.

According to a UNWTO (2023) report, more than 70% of surveyed Israeli tourists identified

safety as the primary factor influencing their travel decisions.

Figure 10 Safety perception
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The empirical data presented in Figure 10, “Perception of Safety,” clearly demonstrate that
the majority of surveyed Israeli tourists perceive Bulgaria as a relatively safe destination.

This finding is further supported by the results shown in Table 5, “Key Safety Indicators in
Bulgaria and the EU,” which reveal lower levels of violent crime and hate crimes in Bulgaria

compared to the European average.

Table 1 Key safety indicators in Bulgaria and the EU

Indicator Bulgaria EU average Source
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Crime rate 37% 56% Eurostat (2022)

Feeling of security among 89% 75% Alpha Research (2022)
tourists
Anti-Semitism (hate speech) 11% 34% FRA (2024)

Source: Author's work based on data from Eurostat, Alpha Research and FRA, Stoyanov, R.,
(2025)

A number of scholars emphasize that security is a critical factor for the sustainability and
competitiveness of tourist destinations. Pizam and Mansfeld (1996; 2006) argue that tourists
from risk-sensitive regions make travel decisions primarily based on their perception of safety,
often excluding destinations associated with potential risks—even when these destinations offer
competitive price advantages. In this context, Bulgaria demonstrates a strategic advantage: the
country ranks 24th globally in safety according to the Global Peace Index (GPI, 2022),
positioning it ahead of several popular tourist destinations in Europe and beyond.

Moreover, dataon the reported increase in antisemitism over the past five years (2019-2024)
reveal that while 73% of surveyed Jews in Bulgaria reported an increase in antisemitism, the
figure for the European Union is 80% (FRA, 2024). Although the growth rate in Bulgaria is
lower, 90% of the Jewish community in the EU perceive antisemitism as a serious issue in their
respective countries (ibid.). Bulgarian respondents, however, tend to associate antisemitism
primarily with the internet and social media, indicating that direct conflicts remain limited.
Furthermore, the share of Jews who experienced hate speech in Bulgaria is only 37%, compared
to 80% across the EU (4lpha Research, 2022; FRA, 2024). In Bulgaria, the main sources of
hate speech identified by respondents are social media (48%) and sports events (37%). By
contrast, in the EU a significant proportion of respondents report exposure to hate speech also
in political discourse and mainstream media (64%) (FRA, 2024). While many European
countries are witnessing a worrying rise in antisemitic incidents, Bulgaria stands out with a
relatively low level of negative attitudes toward the Jewish community. This is further
supported by the European Union Agency for Fundamental Rights (FRA, 2024) survey, which
shows that only 11% of Bulgarian Jews avoid Jewish institutions out of safety concerns,
compared to an EU average of 34%.

The Jewish community in Bulgaria serves as an example of successful integration and tolerance.
According to data from Alpha Research (2022), 91% of the Jewish community in Bulgaria
report feeling safe in the country. The comparatively low levels of antisemitism distinguish
Bulgaria among European nations, reinforcing its image as a secure and inclusive environment.
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Following the events of October 7, 2023, which sharply escalated the geopolitical situation in
the Middle East, the issue of security has gained even greater importance for Israeli tourists. In
response, Bulgarian institutions have implemented enhanced measures, including increased
police presence in tourist areas—particularly near synagogues, cultural centers, and hotels
frequently visited by Israeli citizens. The introduction of video surveillance in key tourist zones
and the active cooperation between Bulgarian and Israeli security services further strengthen
the overall sense of safety and trust.

The positive attitude of Bulgarian society toward the Jewish community also contributes to
shaping Bulgaria’s image as a tolerant and hospitable destination. This social climate provides
favorable conditions for the sustainable growth of tourist flows from Israel and supports
Bulgaria’s positioning as a safe, friendly, and stable destination amid heightened global risks.
Safety, as a determining factor in destination choice for Israeli tourists, holds paramount
importance. Bulgaria possesses strategic advantages arising from its stable domestic
environment, low levels of violent crime and antisemitism, and long-standing positive attitudes
toward the Jewish community. These factors collectively position the country as an attractive
and secure destination capable of both attracting and retaining the interest of Israeli visitors.
3.2.3.3. Bulgaria as a tolerant environment

One of the key factors shaping the perception of Bulgaria as a safe and tolerant destination
among Israeli tourists is the positive attitude of the local population toward the Jewish
community. Historically, Bulgaria has been characterized by a long-standing tradition of
coexistence and cultural exchange, which continues to be reflected in contemporary social
attitudes. This feature constitutes a strategic asset in building the country’s competitive
advantage on the Israeli tourism market.

The data presented in Table 2, “Attitudes toward Jews in Bulgaria and the EU,” indicate that a
significant proportion of Bulgarian citizens express trust and support toward the Jewish
community. Compared to the European Union average, Bulgaria stands out with higher levels

of tolerance and positive public sentiment.

Table 2 Attitude towards Jews in Bulgaria and the EU

Indicator Bulgaria EU average
ITonoxuTenHo OTHOLIEHHE KbM eBpeute  83% 60%
UyscTBO Ha MHTErpanus cpen espeute  91% 50%
HapactBane Ha aHTHCEMUTH3MA 73% 80%

Source: Author's work based on FRA data, 2024, Stoyanov, R., (2025)
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The positive public attitude is further reinforced by official policies and initiatives aimed at
preserving Jewish cultural heritage in Bulgaria, as well as by the state’s active participation in
international projects combating antisemitism. This targeted policy framework fosters a
favorable social climate for Israeli tourists seeking a safe and welcoming environment during
their travels.

Scholarly research emphasizes the importance of social capital and cultural tolerance as critical
factors for the competitiveness of tourist destinations. Social integration and intercultural
relations between countries exert a direct influence on destination image and tourists’
perceptions of safety. In this regard, the positive attitude toward the Jewish community in
Bulgaria serves as a key argument for building trust and achieving sustainable positioning of
the country on the Israeli market.

The favorable societal attitude toward the Jewish community in Bulgaria thus represents an
important form of social and cultural capital that strengthens the country’s image as a tolerant
and secure tourist destination. This advantage directly affects the perceptions of Israeli tourists,
enhancing their trust and encouraging long-term interest in Bulgaria as a preferred travel
destination.

3.2.4. Price competitiveness of Bulgaria and its importance for the Israeli market

Price Competitiveness as a Key Factor in Destination Choice among Israeli Tourists Price
competitiveness is among the key factors influencing Israeli tourists when selecting a
destination. Since their travel decisions are often based on comparative evaluations of several
regional countries, price becomes one of the decisive elements shaping their final choice. In
this context, Bulgaria holds a strategic advantage, offering an attractive balance between price
and quality of tourism services, which makes it a strong competitor within the regional market.
A comparative price analysis across five countries—Bulgaria, Turkey, Greece, Romania, and
Israel—covers key categories such as hotel price levels in capital cities, seaside resort rates,
overall living costs based on Numbeo data, and the Cost of Living Index. The results
demonstrate that Bulgaria ranks among the most competitive destinations, offering significantly
lower prices compared to Greece and Israel, and in certain segments even more affordable
options than Turkey and Romania. This advantage is particularly evident in coastal resorts,
where accommodation and package prices are 15-25% lower than those in Greece and Israel.
Further evidence of Bulgaria’s competitiveness is provided by the Price Level Indices (PLI) for
the period 2021-2023, which clearly show that Bulgaria offers the lowest values across major

categories of tourism-related expenses—accommodation, dining, transportation, and cultural or
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leisure activities. The Travel & Tourism Development Index (TTDI, 2021-2024) further
confirms this trend, placing Bulgaria among the leading countries in the “Price
Competitiveness” dimension and ahead of many popular destinations in the region.

Beyond the objective price advantages, it is crucial to emphasize the subjective perception of
value among Israeli tourists. The favorable combination of affordable prices and high-quality
services generates a strong ‘“value for money” perception, which plays a critical role in
destination selection. Survey findings indicate that many respondents cite Bulgaria’s lower
living and travel costs as key motivations for choosing it over competing destinations.

Price competitiveness thus represents a strategic asset that provides Bulgaria with a significant
advantage in positioning itself on the Israeli tourism market. The combination of affordability,
service quality, and positive value perceptions gives the country the potential not only to attract
but also to sustain a stable flow of tourists from Israel. This is particularly important in a context
of high cost sensitivity and intensifying global competition, where the perceived balance
between quality and price determines long-term destination loyalty and market performance.
Bulgaria can distinguish itself as a reliable and economically advantageous destination.

3.3 Analysis of price level indices (PLI) in the context of Bulgaria's price competitiveness

The Price Level Indices (PLI) provide a reliable tool for comparing Bulgaria’s price position
against competing destinations. They enable an objective assessment of relative price
affordability and illustrate how tourists can optimize their travel budgets when choosing a
destination. Values below 100 indicate lower price levels and, consequently, higher
attractiveness from a cost-efficiency perspective.

For the period 2021-2023, Bulgaria consistently maintained values below 100 across all major
categories of tourism-related expenditures—accommodation, food and beverages,
transportation, as well as cultural and recreational services. This positions the country as one of
the most affordable destinations in the region, with a clearly defined price advantage over
Greece and Israel. Turkey and Romania show comparable figures in certain categories;
however, greater volatility and fluctuations in their price levels reduce predictability for
consumers, further strengthening Bulgaria’s position as a stable and cost-efficient destination.
3.3.2. Price competitiveness analysis based on TTDI index data (2021-2024)

An additional confirmation framework is provided by the Travel & Tourism Development
Index (TTDI), which measures the overall competitiveness of destinations. In the “Price
Competitiveness” component, Bulgaria ranks among the leading countries in the region,

aligning with the findings from the PLI and the comparative price analysis. The country’s strong
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performance is attributed to its low accommodation costs, affordable cultural and recreational
services, and the favorable economic environment within the European Union.

Table 3 Price competitiveness comparison

Country TTDI2021 TTDI12024
Bulgaria 5.2 5.0
Turkey 54 53
Greece 4.8 4.6
Romania 5.1 4.9
Israel 4.5 4.3

Source: Author's work, based on data from the World Economic Forum (2021, 2024),
Stoyanov, R., (2025)

For Israeli tourists, these data translate into greater opportunities for high-quality stays at more
affordable prices. Bulgaria offers either higher-class accommodation or longer stays within the
same budget when compared to competitors such as Greece and Israel. In this sense, the country
can be promoted through messages emphasizing “more experiences for the same budget” and
“value without compromising quality.”

The combination of low PLI values and strong TTDI performance in the “Price
Competitiveness” category confirms Bulgaria’s price attractiveness. This represents a
significant competitive advantage that should be highlighted in communication strategies aimed
at positioning the country as a destination for Israeli tourists.

However, price accessibility should not be viewed as an end in itself, but rather as part of a
balanced and sustainable strategy that also integrates cultural elements, historical identity, and
subjective authenticity (Wang, 1999). Positioned in this way, Bulgaria can not only attract but
also retain the interest of Israeli tourists through a value-driven and emotionally engaging
experience.

3.4 Formulation, presentation and implementation of the model for positioning Bulgaria
on the Israeli tourism market

The formulation of themodel for positioning Bulgaria on the Israeli tourism market is grounded
in the integration of four main pillars—cultural-historical resources, natural assets, security,
and price competitiveness. The mutually reinforcing nature of these components makes the
model both conceptually robust and empirically validated.

These pillars have been identified as the most significant factors for Israeli tourists, based on

empirical survey results, autoethnographic analysis, and comparative data with neighboring
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countries. While each component carries its own specific importance, it is their interdependence
and complementarity that establish the model’s stable foundation. In this sense, the model can
be defined as a hybrid construct, integrating theoretical principles, empirical findings, and
strategic policy orientations adapted to the specific characteristics of the Israeli tourism market.
The model is presented through a graphical visualization (Figure 12, “Positioning Model”),
which illustrates the interrelationships among the individual pillars and highlights their
synergistic effects. The leading concept is that Bulgaria can establish a strong position on the
Israeli tourism market not through a single element, but through a combined competitive
advantage arising from the interaction of cultural affinity, a safe environment, affordable prices,

and rich natural resources.

Figure 11 Positioning model

Source: Author's work Stoyanov, R., (2025)

The innovativeness of the present model lies not in the individual elements themselves, but in
their integration into a comprehensive conceptual framework specifically adapted to the
characteristics of the Israeli market. A further novelty is the emphasis on the cultural-historical
connections between Bulgaria and Israel, as well as the validation of these components through
combined methods (quantitative surveys, qualitative autoethnographic analysis, and
comparative statistical indices). In this way, the model offers an innovative synthesis of well-
known factors applied within a unique market and cultural context.

The implementation of the model is illustrated in Fig. 13

&9



Figure 12 Positioning Model Implementation Process

PREPARATORY STAGE
DIAGNOSTIC STAGE

PILOT IMPLEMENTATION

MONITORING AND FEEDBACK
LONG-TERM INTEGRATION

Source: Author's work Stoyanov, R., (2025)

The process of implementing the model for the strategic positioning of Bulgaria on the Israeli
tourism market is presented as a sequence of five interrelated stages:

Preparatory phase — establishment of the institutional and organizational framework.
Diagnostic stage — analysis of the current situation.

Pilot implementation — practical application of the model.

Monitoring and feedback — measurement of effectiveness and adjustment of actions.

A o

Long-term integration and sustainability — creation of a lasting tourism brand based
on the four components of the model.

Particular importance is attributed to the recommendations for public institutions and
businesses, which must ensure coordinated efforts to promote Bulgaria as a safe, affordable,
and culturally familiar destination. Active cooperation between government bodies, tour
operators, hoteliers, and cultural institutions is a critical prerequisite for the successful

realization of the model.
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The Positioning Model of Bulgaria on the Israeli Tourism Market represents the first
systematically developed and empirically validated approach that integrates cultural-historical
and natural resources with security and price competitiveness. Its practical applicability lies in
the balanced interaction of these factors and the targeted communication with Israeli tourists,

making it an effective tool for sustainable market presence and destination competitiveness.

Conclusions to Chapter Three

1. Bulgaria represents a receptive tourism market with an established tradition and
diversified offerings.

2. The country’s positioning on the Israeli tourism market can be effectively achieved
through the application of an appropriate strategic model.

3. The proposed model consists of four key components — cultural-historical resources,
natural resources, security, and price competitiveness.

4. The feasibility and practical applicability of the proposed four-component model have
been demonstrated as a means to enhance Bulgaria’s positioning on the Israeli tourism

market.

Conclusion

The study demonstrates that Bulgaria can achieve sustainable and competitive positioning on
the Israeli tourism market through an integrated model built upon four mutually reinforcing
pillars: cultural-historical resources, natural assets, security, and price competitiveness. The
combination of these factors establishes a balanced advantage that aligns with the specific
expectations of Israeli tourists.

Empirical results from survey research, the autoethnographic approach, and comparative
analysis with neighboring destinations confirm that the synergy between security and tolerance,
affordability, and cultural affinity forms Bulgaria’s competitive identity.

Inpractical terms, the model serves as a strategic tool for both public institutions and the tourism
industry, guiding marketing efforts and public—private partnerships toward the sustainable
growth of inbound tourism from Israel.

Bulgaria thus emerges as a safe, affordable, and culturally familiar destination, capable of
offering high value to Israeli tourists and securing a lasting presence in this strategically

important market.

IV. SCIENTIFIC CONTRIBUTIONS

91



1. Development of an Innovative Integrated Model for the Strategic Positioning of
Bulgaria on the Israeli Tourism Market
The developed model for the strategic positioning of Bulgaria on the Israeli tourism market
stands out for its pronounced innovativeness, manifested in several dimensions. First, it
represents the first integrated, scientifically substantiated, and empirically validated tool
specifically applicable to the Israeli tourism market. Second, the model builds upon classical
theoretical frameworks of destination positioning (Ritchie & Crouch, 2003; Kotler et al., 2017)
by incorporating four mutually reinforcing components—cultural-historical resources, natural
assets, security, and price competitiveness. The inclusion of security and the historical
connection between Bulgaria and Israel as core strategic dimensions introduces novelty
compared to established models, which rarely emphasize these factors in the context of a
specific outbound market. Third, empirical validation through online surveys, an
autoethnographic approach, and comparative price analysis with neighboring competing
destinations ensures the model’s practical applicability and adaptability to real-world marketing
practice. In this way, the proposed model not only reflects the specific characteristics of Israeli
tourists but also offers strategic solutions for enhancing Bulgaria’s competitiveness, which
defines its original scientific and applied contribution.
2. Formulation of a Generalized Definition of the Tourism Market and
Contribution to the Conceptual Framework
A contribution to the development of the conceptual framework has been made through the
formulation of an authorial definition of the tourism market. Based on a critical analysis of
existing definitions, the study introduces an original conceptualization that views the tourism
market as “an integrated system in which economic conditions determine purchasing power
and travel readiness, while marketing practices reflect the diversity of consumer segments.”
3. Methodological Contribution through the Integration of an
Autoethnographic Approach
The research introduces and substantiates autoethnography as an innovative methodological
approach in Bulgarian tourism studies. Combined with quantitative survey data and
comparative analysis, it provides a deeper and more comprehensive understanding of the
studied phenomena, enhancing both the validity and analytical depth of the results.
4. Empirical Contribution through New Primary Data on the Perceptions of
Israeli Tourists and Tour Operators
An empirical contribution is made through the collection and systematization of a new primary

database on the perceptions of Israeli tourists and tour operators. The conducted online surveys
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systematically present, for the first time, the image of Bulgaria as a tourist destination on the

Israeli market, allowing for an in-depth analysis of destination awareness, motivations, and

barriers to choice.

5. Applied Contribution and Opportunities for the Transfer of Results

The dissertation formulates practical recommendations for both the public and private sectors

to enhance the effectiveness of Bulgaria’s market positioning. It provides a practical toolkit for

public institutions, tour operators, and regional organizations in developing marketing

strategies, while also allowing the model to be adapted to other markets with similar behavioral

characteristics, thus expanding its practical transferability and strategic relevance.
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