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Ta3u moHorpadus uma 3a men aa oboraTH HaydHaTa JUTeparypa B chepara Ha BHHEHUS
TYpHU3BM, KaTo ce (poKycupa BbpXy KOHKPETSH TUIl BHHEH PETMOH — HOBA, €Ba IMPOXOKIalia
JeCTUHAIMA 32 BUHEH TYPU3bM OT peruoHasHo HHBO. [Ipeamer Ha wu3cienBaHeTo ca
KpUTUYHUTE (AKTOpPH 3a YycIleX, KOMTO Ce pasriekaaT B paMKaTa Ha TeopusTa 3a
KOHKYPEHTOCIIOCOOHOCT W OeHuMapkuHr, a oOekt e [onmnarta Ha CTtpyma — emuH OT
BOJICILINTE BUHEHU PETHOHH B bbarapusi.

B wmetomomornyen rtuiam paborara ce 0a3upa Ha CMECEH MOAXOI — KOJIHYECTBEHU U
KayecTBeHU MeTou. KolnvyecTBeHUTe METOIM BKJIFOUBAT aHAIU3 HAa CTATUCTUYECKU JaHHH,
JOKYMEHTEH aHallu3, YUWTO pe3yJITaTH ca KBAaHTU(QULHUPAHU, AHKETHU IPOYYBAHMSI ChC
3aTBOPEHHU BBIpocH. KadecTBEeHHUTE MPOYYBAaHUS Ca CBHP3aHU OCHOBHO C CKCIIEPTHA OICHKA
(aHKeTHO MpOyYBaHE C OTBOPEHH BHIIPOCH) U aHAIM3 HA ChbP)KaHUE / TEMATUYCH aHATU3.

B cTpykTypeH maH KHUraTa € opraHu3upaHa B yBOJ, 4 IJIaBU U 3aKJIIOUEHUE.

H"pra Tj1aBa pas3ricikia TCOPETUYHATA paMKa Ha BHUHCHUA TYpU3bBM H € PA3JICJICHA HA ABC
OCHOBHHU YaCTU — BHMHCHA MHAYCTPHUA WU BUHCH TYPHU3BM. OT,I[CJ'IGHO € crcuualiIHo MACTO Ha
HUCTOpUATA Ha BHHOIIPOMU3BOJACTBOTO, TBH KaTo CHCIII/I(l)I/IKI/ITe Ha TO3HW HOPOAYKT HMAT
COIMAJIHO, HUKOHOMHYECKO U PCIUTHO3HO 3HAYCHUC (l)OpMI/IpaHO B IMPOABILKCHUC HaA
XUIIAOO0JICTUA U OKa3BaT BIIUMAHUC BbPXY HAUYWHA, 110 KOHTO ce BB3IIpUCMa JHEC. PaznuanuTte
THUIIOBC BMHA U MCTOJHUTEC 3a OICHKA Ha KaY€CTBOTO UM CHIIO HaMHPAT CBOCTO MACTO B Ta3u
4acCT Ha U3JI0KCHUCTO. KOHHGHTyaJ'H/BaI_H/IHTa Ha BUHCHUS TYPHU3BM 3allOovBa C NPCTJICa Ha MO~
MOMMYJIAPHUTEC ONPCACICHUA, Ile(l)I/IHI/IpaHe Ha CUCTEMATa Ha BUHCHUA TYPU3bM U U3ACHABAHC
Ha MMO-Ba’KHUTC MMOHATHUA, CBbP3aHU C IPCAJIAraHCTO U TYPUCTUICCKOTO ITOBCACHUC.

Bropa rmaBa uma METOAONOTMYECKM XapakTep M € MpsKO CBbp3aHa C NpeaMera Ha
H3CJICABAHC — KPUTHUYHUTC (paKTOpI/I 3a YCIIEX. TYK CC ImpociieadaBa BB3HUKBAHCTO U
Pa3BUTHETO HA KOHIIETILUATA 3a KPUTHYHU (PAKTOPH 3a yCHeX B M0-00I MJIaH, MOCIEBaHO OT
KOHKpETH3UpaHe — MperJie]] Ha MPUJIoKEHNEeTo i B cepaTa Ha BUHEHHs Typu3bM. OuepraHa
€ W NO-IIMPOKaTa TEOpPeTHYHAa paMKa — METOABT Ha KPUTHUYHHTE (PakTopu 3a ycmex e
BCBIIHOCT €WH OT MHCTPYMCHTHUTE 3a MOCTUTAaHEC HA KOHKYPCHTHA MO3UIHUA U B TO3U CMHUCHJI
clleiBa Jla ce pasriieXk1a KaTo 4acT OT TeOpUATa 32 KOHKYPEHTOCHOCOOHOCT M KOHIEHIIMATA
3a OEHUMapKUHT.

Tpera rnaBa 3amouBa C NIpeJCTaBSHE Ha METOAMKATa Ha H3CJIEABAHETO, CIEJ KOETO Ce
ouepTaBa Mo-o0mus (HAIMOHANIEH) KOHTEKCT, B KOWTO € MOCTaBeH BHHEH peruoH JlonmHaTa
Ha Ctpyma, a iMeHHO — bbarapust KaTo BUHOTIPOU3BOIUTEN U JICCTUHAIIMS 32 BUHEH TYPHU3bM.
[To-criennanHo BHUMaHHE € OOBpPHATO Ha CEKTOpa Ha OpPraHU3UPAHUTE MHTYBaHUS
(cermanu3upaHu TypoIepaTopy), YUETO CHCTOSTHUE OCBEH MapKep 3a CTEIEeHTa Ha Pa3BUTHE
€ ¥ OT TOJIIMO 3HAUEHHUE 32 MEKYHAPOIHUSI BUHEH TYPU3IbM.



YerBbpTa I1aBa € U3ISIIO MOCBETeHA Ha 00EKTa Ha M3CIICABAHE U MPEACTaBs PE3yITaTUTE OT
MeT W3CieBaHus, KOUTO HamupaT cBoero o00o0menue B SWOT anamus. Kputuunure
dakTopu 3a ycrex ca HASHTU(DHUIIUPAHA TTOCPEACTBOM JOMUTBAHE IO TPU TPYIU EKCIEPTH —
CICIMAIM3UPaHU TypOIIepaTOPH, BUHAPH, SKCIIEPTH 110 BUHEH TYpU3BM, KOETO caMo 1o cebe
CH TIPEICTaBJIsIBA TPUAHTYJIAMs Ha pe3yiaTrature. Bce mak € MOThPCEHO W MO-HATATBIITHO
MOTBBPKICHHUE Ype3 MPOBEACHUTE (M HPEACTABCHH MO-PaHO B MOHOTrpadHsaTa) IPOyYBaHUS.
N3BoauTe ca nmpedyneHu mpe3 npu3Marta Ha KOHIICTIHATA 32 KU3HEH IIUKBJI Ha JECTUHAIUATA
Y PE3YJITATUTE Ca ChIIOCTABCHH C TE3U OT MPEAXOIHU IPOYIBAHUS.

OCHOBHHTE OrpaHMYCHHUS Ha M3CJICBAHETO Ca CBBP3aHM C MAJKUs Opoil OTBOpEeHH 3a
TypU3bM BHHAPHU B PETHOHA, KOETO HE JaBa BH3MOXKHOCT 3 MPHUJIATAaHETO HA CTATUCTUYCCKU
METOJIH, M3UCKBAIIH MMO-TOJIIM Opoii HaOmroAeHus. ChIOTO ¢ OTHACSA M 3a TYpOIEPaTOPUTE
3a BHHEH Typu3bM B bbiarapus. @akThT, Y€ 4YacT OT MPOYYBAHHITA Ca TPOBEICHU B
yCIIOBHSITA HAa W3BBHpPEAHO TMojokeHue mopaau mnangemusara ot COVID-19 cwv3pane
JOITBTHATEITHN TPYTHOCTH TP CHOMPAHETO HA IIBPBUYHU JTAHHHU.

Tep3miicka, Ua. (2019) ,,KoHKypeHTOCHIOCOOHOCT Ha [JeCTHHAIMATA 32 KYJTYpeH
Typussm”, YU ,,Heoput Puackn”

OcHoBHa 1€ Ha MoOHorpadusara e, Bb3 OCHOBA Ha aHAJIU3 U OLEHKAa Ha (aKTOpHTE,
OIpesieNIALIM KOHKYPEHTOCIIOCOOHOCTTa Ha JECTHHALMS 3a KYJITypeH TypusbM, Jna Obaar
UACHTUGUIMPAHU BB3MOKHOCTHUTE 32 IOBUIIIABAHETO W U J1a OBbJAT NMPeIoKEHU KOHKPETHU
MEpKH B Ta3u Hacoka. IIpeamer Ha uH3CIeABaHETO € KOHKYPEHTOCIHOCOOHOCTTa Ha
JECTUHALIMATA 3a KYJITYpEH TypuU3bM, a 00EKT — apXUTEKTypHUTE pe3epBatu B bwarapus, B
Ka4yeCTBOTO UM Ha JECTUHALIUU 33 KYITYpPEH TypU3bM.

B IbpBa TIJilaBa € IIPOCICACHO PA3BUTUCTO Ha TCEOPETHUYHATA MHUCHBI 3a
KOHKprHTOCHOCO6HOCTTa, OT BB3HUKBAHCTO Ha HJACATA, IMPE3 BCUUKUTC C€TAllM U HAYYHU
IIKOJIN a0 CHeI_II/ICI)I/I‘{HI/ITe TCOpHUU, KOUTO CC€ OTHACAT IIPAKO 34 KOHKypeHTOCHOCO6HOCTTa Ha
TYpUCTHYCCKATA ACCTUHALIUA.

BsB BTOpa 1j1aBa € NpeACTaBC€Ha METOA0JIOTHUATA HA U3CJICABAHCTO, KATO € MPCIAJIOKCH
MOACIa OT (l)aKTOpI/I, YHETO BB3ACHCTBUE OIpeaciil CTCIICHTA Ha KOHKprHTOCHOCO6HOCT Ha
ACCTUHALUATA 3a KYITYPCH TYPHU3BM OT CCIHUIICH THUII U MO-KOHKPETHO — aApXUTCKTYPCH
pe3CpBar. O06ocHoBaHa € MCTOJJMKATA 3a NPOBCKAAHEC HAa OLICHKATa 110 IMPEAJIOKCHUA MOACII.

Tpera rnaBa BKIIIOYBA CPaBHUTENIEH aHAIU3 HAa TPU JIECTHHAIMM MO OTHOILIEHUE Ha
TAXHATa KOHKypeHTocrocoOHocT. OneHkaTa ce 0a3upa Ha MPOBEACHU AHKETHHU MPOYUYBAHUS
Cpea TpH IpynH 3auHTepecoBaHu cTpaHu. Ciel moapex1aHeTo Ha (paKTOpUTe Mo 3HAYUMOCT
U TIpUJIaraHe Ha aHalu3 ,,3HaYUMOCT-TIPEe/ICTaBsiHe  ca U3BEIEHU MPUOPUTETHU HAIPABICHUS
3a MHTEPBEHLUS C OIJIe MOBMIIaBaHEe KOHKYPEHTOCIIOCOOHOCTTA Ha JIECTHHAIUATA, U30paHa
3a ampoOanus Ha Mozena. JlageHu ca HAaCOKM 3a MOBHILIABaHE HA KOHKYPEHTOCIIOCOOHOCTTA
Ha bbarapus karo necTuHanus 3a KyATypeH TypHU3bM.



Terziyska, llinka (2017) ""Benchmarking wine tourism destinations — the case of
Bulgaria™, International Journal of Wine Business Research, Vol. 29 Issue: 4, pp.384-
400, https://doi.org/10.1108/IJWBR-01-2017-0004

Ilenra Ha Tasu CTyaus € OT €IHA CTpaHa, JAa CE BBBEIE PaMKa 3a CPAaBHUTEJICH aHAU3 Ha
J103apO-BUHAPCKUTE PETMOHU KAaTO [ECTUHALMU 3a BUHEH TYypHU3bM, M OT Jpyra, Ia ce
aHaJIM3Upa AEHHOCTTa HA BUHAPCKUTE N30M B bharapus ¢ akieHT BbPXY TypU3Ma.

W3non3BaHuTe METOAM BKJIIOYBAT 00pabOTKa Ha BTOPUYHM JIaHHHU U aHAJIM3 HA ChIbp)KaHUE,
KOUTO C€ JOMBJIBAT OT AHKETHO IPOYYBAHE CpPEeJ COOCTBEHUIMTE U MEHUDKbPUTE Ha
BUHAPCKU U30M OT BCUYKH €T BUHAPCKH PETHOHU B CTPaHATA.

Wnentuduuupanu ca HAKOJIKO MpoOiieMa, KOUTO BB3MPEMSITCTBAT Pa3BUTHETO Ha BUHEH
Typu3bM B bbarapus, BKIIOYHTENHO: MaXbK Opoil BHHAapHH, MajdbK [SUI HA BHHA CBHC
3alIMTEHO HAaMMEHOBAaHUE 3a MPOM3XOJ, Hee(eKTHBHA CTPYKTypa Ha pabOTHOTO BpeMe U
MaJIbK J4JI HA BUHAPHUTEC, Ipciiaraiiy JOIIBJIHUTCIIHU YCJIYTIM OTBBA ACTYyCTalus. Ot apyra
CTpaHa, BUHApPHHUTE B bbirapus OTroBapsaT Ha MEXKIyHAPOJIHUTE TEHACHIUHU MO OTHOIICHUE
Ha TpeayiaraHoTo HactaHsBaHe, pectopanT u CIIA mpouenypu. [IpoyuBanero mokassa, e
BUHApPHUTE, KOUTO MIPHEMAaT TYPUCTH CMATAT

BUHEHMSI TYPU3bM 3a Ba’KHa 4acT OT JEMHOCTTa CH, HO HE YCISBAT Jla IPUBJIEKaT JOCTaTh4eH
Opoii moCeTHTENH, a ISIBT Ha PUXOINUTE, CBBP3aHU C TYpU3Ma, € MAIIbK.

[IpoyuBaHeTo BKJIFOUBAa BCUUKH BUHAPHU B CTPaHaTa; B €UH OT peruoHure (YepHOMOPCKUAT
peruoH), obaye, MPOLEHTHT Ha OTIOBOP € MHOIO HHMCBK, KOETO O3HayaBa, 4e J0KaTo
pe3yJITaTUTE U 3aKIYCHUATA ca IIPEACTaBUTENIHM 3a CTpaHaTa KaTo 110, Te MOXKE Ja He ca
IIPUJIOKUMH 3a TO3U KOHKPETEH PETHUOH.

Pe3y.]'ITaTI/ITe OT HU3CJICABaHUATA CC OTHACAT JO BUHCHA JCCTHHAIUA, KOATO BCE OIIC HE € ouna
00eKT Ha BCEOOXBATHO IIpoy4BaHC. B AOMBJIHCHUEC, TMPCHJIOKCHATA AaKTyalIu3alusd Ha
ChbIICCTBYBAI MOJCII 3a CPABHUTCIICH aHAJIM3 OTpa3saBa MOCJICAHUTC NIPOMCHU U TCHACHIIUN B
HHAYCTpUATA 3a BUHCH TYPHU3BM.

Terziyska, 1. (2018). ,,Wine tour design — global trends and local expressions”. Tourism
and hospitality management, 24(2), 387-400, https://doi.org/10.20867/thm.24.2.8

OcHoBHaTa 1€ Ha CTyAMWsTa € Ja uAeHTU(]uuupa TIoOaTHUTE TEHACHIMU B AW3aiiHa Ha
BHHEHH TYpPOBE M Bb3 OCHOBA Ha TOBa Ja aHAJIM3Upa CTPYKTypaTra U MPOCTPAHCTBEHOTO
pasnpeneneHnue Ha BUHEHUTE TypOBe, Ipejiarai OT Typoneparopute B bearapus.

[TpoyuBaHeTO KOMOWHHMpA KAueCTBEHH W KOJUYCCTBEHH MOJXOAM, KAaTO YEpnd JaHHH OT
odurnmamHuTe yeOCcalTOBE Ha CICHHAIM3UPAHN TYPUCTUYCCKH areHIIMH M TYPOIIEpaTOpH. 3a
odepTaBaHe Ha TNIOOATHUTE TCHACHIMU M KiIacH(HIMpaHe HA BHHEHH TYPOBE € U3IOJI3BaH
aHanM3 Ha chAbpxkanue (content analysis). HampaBeHo e ¥ Konu4ecTBeHO Mpoy4BaHe Ha 63
BUHEHH Typa B bbirapus, B KOETO ca BKIIOUYCHH M30paHU XapaKTEPUCTHUKH KATO: CPEIHU
1IEHU, JOITBIIHUTETHU IEWHOCTH, OpOi TOCETEHH BUHAPHHU U JIP.

Bunenute TypoBe cTaBaT Bce TMO-pa3HOOOpa3HUW B TriobaneH wmamad: MpoydBaHETO
uAeHTHGUINPA eANHAIECET Pa3IMYHU BUIOBE BUHEHU TYpOBE, KOMTO OOCTYXBaT Pa3IUudHU
CEerMEHTH Ha Tasapa 3a BuHeH Typus3bM. Illo ce otHacs mo bearapus, te ca goxycupanu


https://doi.org/10.1108/IJWBR-01-2017-0004
https://doi.org/10.20867/thm.24.2.8

BBPXY KYATYPHH 3a0€JECKUTEIHOCTH, a CPEeIHUAT Opoil NOCeTeHH BUHAPHH € MalbK.
IToBedeTo MapHIpyTH ca CbCPEAOTOUYEHHU CaMO B JBa OT IIETT€ BUHAPCKU PErMOHA B CTPaHAaTa.

Bpopekn MHOXECTBOTO Hay4yHHUTE U3CJIEIBaHUS B 00JacTTa Ha BUHEHUS TYpPHU3bM,
MPOAYKTUTE Ha HUIIOBUTE TYpOIEpaTOpH / TYPUCTUYECKU areHLIMU B Tazu cepa Bce OIIe He
ca JOCTaTh4YHO MPOYYEHU U B TO3H CMUCH] paboTaTa HECbMHEHO HMa CBOS IIPUHOC.

Terziyska, I. and Damyanova, R. (2020), ""Winescape through the lens of organized
travel — a netnography study", International Journal of Wine Business Research, Vol.
ahead-of-print No. ahead-of-print.

[lenTa Ha MPOYYBAHETO € J1a CE€ OMPEEIAT aTPUOYTUTE HA BUHEHUS TIEH3aXK, Pas3TIeKIaHu OT
MepCIeKTHBaTa Ha OPraHU3UPAHUTE TYPUCTUUECKU ITBTYBAHUS.

[IpoyuBanero wH3MON3Ba MOAXOJa Ha HETHOrpaduara dUYpe3 aHaIM3WpaHE HaA OHJIANWH
ceabpkanue, reaepupano ot morpeburenun (UGC). Kommpanm ca o6mo 118 orsuBa Ha
TripAdvisor 3a kKOMnaHus 3a BUHEHH TypoBe B, Mtanus, ¢ momomira Ha NVIVO12.

Wnentudguuupanun ca IIecT OCHOBHU €JIEMEHTa Ha BUHEHUS MeH3aX: EKCKYpP30BOJCKO
o0cCITy’)KBaHE, OCHOBEH BHHEH NPOJYKT, IJIAHUPAHE U JIOTHMCTUKA, JOIBIHUTEIHU NEHHOCTH,
xpa"a u npupoja. Ilpu cpaBHEHHE C IPEAMIIHM U3CIEABAaHUSA, PE3yJITaTUTE IOKa3BaT, 4de
TUIOBT HAa MBTYBaHETO (OPraHU3MPAHO CIPSIMO HE3aBUCHUMO ITbTyBaHE) UMa 3HAYUTEIHO
BIIMSIHME BbPXY Bb3IIPUEMAHUs BUHEH MEH3aK.

[IpennoxkeHUAT MozeN Ha BHHEH MEW3ak MOXE Ja Cce M3I0JI3Ba KakTO OT Ou3Heca (3a
MOBMIIIaBaHE Ha KAYeCTBOTO Ha MpeJJIaraHuTe MPOIyKTH) U Taka U OT HayyHaTa OOLIHOCT (3a
CPaBHMUTEIIHH W3CJIEABAHUS WIM KAaTO OCHOBA 32 MOJEIHM Ha YIOBJIETBOPEHOCT, CIICI[HATHO
IIPUTOJICHN 32 BUHEHH TypoBe). OpraHu3MpaHUTEe BUHEHHM TYpOBE KAaTO CIELUU(UYEH acleKT
Ha BUHCHUSA TYPU3IDBM € TemMa, KOATO HE € HaMEpujia HY>XHOTO BHHMAHUC B MNPEAXOJHU
U3CIeBaHUs M TOBAa € IBbPBOTO NpOyuBaHE, (OKYCHPAHO BBPXY BHUHEH MeH3ax Ipe3
Impu3MarTa opraHu3vpaH BUHCHH TYPUCTH.

Kiryakova-Dineva, Teodora & Terziyska, llinka (2018). The need of intercultural
training in the sphere of entrepreneurship, in Theoretical and practical aspects of youth
and women entrepreneurship, Publishing House “Neofit Rilski”, Blagoevgrad, Print-
ISBN-13: 978-954-00-0150-0

Tazu mnyOnukamusi € TOCBETeHAa Ha HEOOXOJUMOCTTa OT HOB THII TpeanprueMayvecka
KOMIIETEHTHOCT. CBhITIaCHO CHhbBPEMEHHUS MOAXOJ 3a MHTErpUpPAaHE Ha MEXKIYKYJITYPHUTE
KOMITETCHIINN (€3MKOBU W TIOBEJICHUECKH) B OW3HEC OpraHU3alliuTe, BKIIOYBAHETO Ha
MEXAYKYJITYPHUTE BBIPOCH B O0OYYEHUETO Ha MpEeANprUeMadyd UMa HE caMoO IIUPOK CIEKTHP
OT MPETUMCTBA, HO € U HEM30EKHO B HACTOSIIOTO MYJITUKYJITYPHO OOIIECTBO.

IIpoyuBaHeTO € HACOYEHO KBM H3CIIEABAHE HA OTHOLIEHUETO HA MIIAUTE NPEAIPUEMAadH KbM
MEXAYKYJITYPHUTE aKTUBU. AHAIU3Upa ce€ HEOOXOAUMOCTTa OT MEXAYKYJITYpPHO 00y4YeHUE B
o0y4yeHHeTo Ha ObJeIy npeanpuemMadn. MexIyKylITypHOTO OOy4YeHHe ce pasriiexja B Io-
LIIMPOK CMUCHI, KBAETO OCBEH YMEHHMS 32 KOMYHHUKAILUs HA YYXK] €3HUK, MEXIYKYJITYpPHUTE
YMEHUS 03Ha4yaBaT OCh3HaBaHE Ha paboTara M ChbTPYIHUYECTBOTO B MYJITHKYJITYpHA Cpefia.


https://www.emerald.com/insight/search?q=Ilinka%20Terziyska
https://www.emerald.com/insight/search?q=Radina%20Damyanova
https://www.emerald.com/insight/publication/issn/1751-1062

MeToapT, WU3MON3BaH 3a HISHTUQUIUPAHE HA HYXIUTE OT OOy4YeHHe Ha MIaIu
MpearprueMayd Mo OTHOIICHHE Ha MEXAYKYITypHaTa KOMYHUKAIMS, € aHKETHO MPOYy4YBaHE.
BobnpocHukbstr ce cbhctom oT 12 BbBIOpoca, pa3feieHd B UYETUPU MOJYJA: COLMAIIHO-
nemorpadeku npodui, oOpasoBarenHa MOArOTOBKA MO MpPeAIpUEeMadecTBO, HAMEpEeHUs U
BB3MPUEMAHN TPEYKU TMpeJ CTapTHpaHEeTO Ha OW3HEC W HyXJAa OT OOydeHHs 3a
MEXIYKYJITypHa KOMyHHUKalus. Berpeku e BbIpocute ca OT 3aTBOPEH THUI, HSIKOH OT TAX
MMaT BB3MOXKHOCT 3a MPEAOCTaBSHE HA JIONMBIHUTEIHA HHPOpPMAIUS WM KOMEHTapu B
cBoOozneH ctui. lleneBara rpyma Ha M3cleBaHETO ca MIAIM XOpa, Taka 4e aHKETHaTa e
pasmpocTpaHeHa Ccpell CTYJSHTH W BB3NUTAHUNM Ha koHOMHueckus QakynTeT Ha
IOrozanagaus  ynuBepcurer ,,Heodur Puicku”. CnOpanm ca o6mo 118 mombaHeHH
BBIIPOCHUIM IO METOJIa HAa CHEXHaTa Tonka. [IpoydBaHeTro € mpoBe/IeHO B MEpPUOIA ANPUII-
tonu 2017 r. B biiaroesrpa.

[IpoyuBanero wuaeHTUUUIUpPa peAMlla TEHACHLUH, CBBP3aHM C HaMEpEHusATra U
MOTpeOHOCTUTE OT OOyYeHHWE HAa MIIATUTE MPEANpUeMadd, CBbP3aHU C MEXKIYKYITypHATa
KOMYHHKAIMs B Ou3HeC cpeia. Bbhpexkun dYe Moyt BCUYKM OT TAX HMaT IUIAHOBE 3a
CTapTHUpaHe Ha COOCTBEH OM3HEC, WMa HSIKOM TIPEYKH, KOUTO OuxXa MOIJIM Ja TH
BB3NPENATCTBAT. Te ca CBbp3aHU IJ1aBHO C HEJOCTaThYHO (PMHAHCHpaHE, HEOIaronpusiTHU
HUKOHOMUYCCKH YCJIOBHA, HCAOCTATHYCH ONUT U 3HAHUS. 3a Ja CC CHpaBAT € Bb3lpHCMaHaTa
JUICa Ha 3HaHus, 0oOpa3oBaTeNHUTE W OOydaBalUTe WHCTUTYIMH TpsAOBa 1a mpeasarar
KypcOBE IO MEXIYKYJITypHa KOMYHUKauMs, KouTo 75,4% OT aHKETHpaHUTE cMATaT 3a
nonie3Hu. [lo-KoOHKpeTHO, ObIeImUTE MNpeArnpUeMadd ca 3auHTEPEeCcOBaHH Ja MPUIOOUST
YMCHHUA B YYXJOC3MKOBAa KOMYHUKalWA, KOMYHHUKAUA B MCKIYKYJITYPHA 6I/I3HGC cpcaa u
KOMYHHKAIIUS B MYJITHKYJITYpHA cpefa.

Terziyska, 1. (2018). “Festival visitor experience: the masquerade games in Pernik, in

“Traditions and Innovations in Contemporary Tourism”, Cambridge Scholars
Publishing, ISBN 978-1-5275-0829-3

B teopusiTa u mpakTukaTa Ha Typu3Ma (pecTHBAIMTE Ce CUUTAT 32 €PEKTHBEH HHCTPYMEHT 32
MOBMIIIABaHE HA Pa3l03HABAaeMOCTTAa M MPUBJIEKATEIHOCTTa Ha JIECTHMHAIMUTE M 4YECTO Cce
M3I0JI3BAT 3a CIPaBSHE ChC CE30HHOCTTA. Ta3m mMyOnMKamusl MpeacTaBsl pe3yiITaTHTE OT
Ipoy4BaHe, MPOBEJIEHO Cpell MmoceTuTenuTe Ha Mackapaanute urpu B Ilepuuk (Cypsa) npes
sHyapu 2016 r. OCHOBHUSAT BBIIPOC, HA KOWTO CE CTPEMU J]a OTTOBOPH, € CBBbpP3aH C ONHTA Ha
MOCETUTENTE, JOII'BJIHEH C MOTJIE BbPXY M3TOUHHUIM Ha MHPOPMALUS, KOUTO OCETUTEIUTE
M3M0JI3BAT MPEAN IOCENIeHNe, MOTUBANNS 3a MOCEIIEHHE W HAMEPEHUs 3a MPEHopbhYBaHE.
Nscnensanero e yact ot npoekrta Event Experience Scale (EES), craptupan ot I'per Puuapac
u rpymnara 3a cnenuaniu uHTepecd Ha ATLAS Events.

Oo6xBanatu ca Tpu (a3u OT TYpPUCTHMUYECKOTO IBTYBaHE — MpPEIH IMOCELIEHHe, Ha MACTO U
nocneasamy aeicteus. 1o ce oTHacs 10 MOBEIEHNETO MPEAN MTOCEIIEHNUETO, 3a0aBICHUETO €
OIpeJIeIeH0 KaTO OCHOBHA MOTHBAlMA, IIOCIEABAHO OT HMHTEpPeC KbM IIporpamara Ha
CHOUTHETO W KOHKPETHH HM3IBIHHUTENH, W MPEKapBaHE HA BpEMe C MPHUSATEIH / CEMEUCTBO.
Pemienuero 3a moceuieHWe € MOBIUSHO TJABHO OT IMPEIUIIHO IOCEUICHWe M IpusTenu /
POJHVMHH, KaTO COIMATHUTE MEIUU U yeOCAWTHT 3a ChOUTHS CHINO ca BaKHW M3TOYHHIM HA
uHpopManus.

[Tpuponara Ha (ECTUBATHOTO W3KHMBSIBAHE HA MSICTO C€ Pa3TJIekKAa KaTO ChCTOAIIA C€ OT
YeTHPH HM3MEPEHHs, OT KOWUTO EMOI[MOHAIHATA AHTaKHPAHOCT € OINpe/elieHa KaTro Haii-
CHJIHATA, TIOCJIeIBaHA OT HOBOCT W TIO3HABATEJIHA/KOTHUTUBHA aHTaKupaHocT. dusnueckara
aQHTra)KUPAHOCT € Hai-c1ab0 3acThlieHa, KOETO Mpe/rosiara MmoaoOpsBaHe Ha au3aiiHa Ha



CLGI/ITI/ISITa, 3a Jla CC BKJIKOYAT MOBCYC BB3MOXKHOCTHU 3a AKTUBHO Y4aCTHUC HA IMOCCTUTCIIUTC.
Bucokure IIPOLCHTU HAa EMOLIMOHATIHA aHT'aX KUPAHOCT O1xa MOIJIu Ja Ccc O0O0SICHAT C (baKTa, qc
(beCTI/IBaJTBT CC OCHOBaBa Ha APCBHA TpaAuliusd, KOATO BCC OLIC € JXWBAa U IIPAKTUKYBAaHa B
MHOTI'O O6H_[HOCTI/I M TOBa CHUJIHO YYBCTBO 3a BpPBb3Ka CC IPCBpHIIAa B HalMOHAJIHA IropAaoCT,
Korato (I)GCTI/IBaJI'bT € I[06aBeH KbM HpeIICTaBI/ITeJIHI/ISI CIIMCBK 3a HCMATCPUAJTHO HACJICACTBO
Ha JOHECKO.

Tep3miicka U. B. Kwoposa, /I. IlaBmoa (2017) H3cienBaHe Ha HArjJacuTe KbM
NPAKTHKYBaHe HAa BHHeH Typu3bM. — B: COopHHK 0T 0OW/eiiHA Hay4YHa CceCcHUs
TypusbM, nHOBalMU, cTpaTeruu, byprac.

B bwarapus npe3 mocieqHUTE TOJMHU CBHUIO ce HaOJI0/JaBa 3aCUIIEH WHTEPEC KbM
TO3H BHUJ] TYPU3BM — KAaKTO OT UYXKIECTPAaHHH TYPUCTH, Taka U OT Obirapu. Toa mpoyuyBaHe €
HAaCOYCHO KbM BTOPHTEC, KaTO THbPCHU OTIOBOP Ha TPpHU OCHOBHH BBIIPOCA: KOU Ca U3TOUYHHULIUTC
Ha I/IH(l)OpMaLII/ISI, KOUTO TYPHUCTHUTC IIOJI3BAT, KOU Ca OCHOBHHUTC HeﬁHOCTH/XapaKTepHCTHKH Ha
BUHApHATAa U PETMOHA, KOUTO TM MOTHBHpAT 3a MOCELIEHUE, U C KAKBB JAPYr BUI TYpU3bM
Ouxa chUeTallM MOCEIIEHUETO CH 33 BCEKH OT METTE JI03apO-BUHAPCKHU paiioHa B bearapusi.

W3non3BaHusAT METOJ € aHKETHO NpOy4yBaHE, NpoBeaeHO mpe3 aekemsBpu 2016 ¢
nomMoinra Ha onaiiH ¢gopmara Ha Google Drive, kato € moj3BaHa M3BajgKa 1O METOJa Ha
oT30BauTe ce. JIMHK KbM BBIPOCHUKA € IMyOJIMKYBaH B caliToBE U (PpelCOYK IpyIu, KOUTO C€
MOCEeIaBaT OCHOBHO OT eHO(MMIIN. AHKETHATa KapTa ChAbpKa 22 BBIIPOCa, pa3npeaciicHu B 3
cekuuu: 1 — ompezensHe npoduia Ha PECIOHISHTUTE; 2 — oreHKa Ha Jlo3apo-BHHApCKUTE
paiionu Ha bwirapus: ,,JlynaBcka paBHuHa®, ,, Tpakuiicka Hu3uHa®, ,,Jlonunara Ha Ctpyma‘,
,depHomopcku®, ,,Po30Ba noauHaA* KaTO NECTUHALMU 3a BUHEH Typu3bM; 3 — M3cienBane Ha
HarjJacuTe MO OTHOIICHHWE Ha M3TOYHUIIMTE Ha WH(OpMAaIus, MPUYMHHUTE 3a IMOCEIIeHUuEe U
MPEANOYNTAHN BAPUAHTH 33 ChYETABaHE C APYTH BUIOBE TYPU3BM.

Pesynrarure oT nmpoyuBaHETO pa3KpuUBAT HSIKOM OCHOBHM TEHJICHIIMU B HArJIacHTE Ha
BUHEHUTE TypucTHu B bbarapus. Oco0eHO OTYETIMBO € MPHCHCTBUETO HAa WHTEPHET U
MPEMOPHKHU Ha MO3HATH/TIPUATENN KaTo Hai-MOI3BaH U3TOUHUK HAa WH(OpMALIKs MPH B3eMaHe
Ha pEIIEHHE 3a MOCEHICHHE, ChC 3HAYUTEIHO MO-HUCKA 3HAUYMMOCT Ha TYPUCTHYECKUTE
nH(OpMalMOHHH OIOpa, CAaMHUTE BUHAPHH, KAKTO M KOMIIAHUH, CBBP3aHU C TYPUCTUUYECKUS U
BUHAPCKUSI OM3HEC (XOTENH, PECTOPaHTH, CIIEUIIATM3UPAHN Mara3uHu 3a mpojaxoa Ha BUHO).
Te3u nanHM ce pa3nuyaBaT OT TCHACHIIMHUTE, HACHTU(PUIIUPAHHU OT APYTU MPOYUBAHUS, KOUTO
MOCTaBAT Ha BOJEIIO MACTO HedopmanHaTa pekiama ,,0T ycTa Ha ycTa’, TYPUCTHUECKUTE
Opomypu 1 WHGOPMAIMOHHA HIEHTPOBE, MOOWIHU TPUIIOKECHHS, 0003HAYUTEIIHU Ta0enn U
MONyJSPU3UPAHU MHTUILA HAa BUHOTO. ToBa HE € clydailHo, T KaTo B bbarapus
M3TPaKJAHETO HAa MBTHIIA HA BUHOTO KaTO KOMILIEKCEH MPOIYKT, KAKTO U 0003HAUMUTETHATA
MapKUpOBKa U CbBMECTHATa paboTa ¢ TYPUCTHUECKH KOMIIAHUHU U OPTaHU3AIMU € BCE OIIE B
HayaJieH eTarl.

IIlo ce oTHacs A0 MPUBIEKATEIHOCTTA HA OTACIIHUTE JIO3aPO-BUHAPCKU PaliOHU, C Hal-
BHCOKA CTEMEH Ha BEPOATHOCT 3a MPENopbKa ca MOCOYEHH ,, [ pakuiicka HU3uHa™ U ,,JlonuHara
Ha Ctpyma”.

®dakTopuTe, KOUTO MOTUBHUPAT TYPUCTHTE Ja MOCETAT NaJeHa JIECTUHAIMUS 3a BUHEH
TYpU3BM Ca CBBP3aHU KAKTO C OCHOBHHS BHHEH MPOIYKT (Ierycramus u Oecena ¢ €HOJIOT),



Taka M ¢ JOMbJIHUTEIHU TYPUCTUUYECKH YCIYTH U Bb3MOKHOCTH 32 ChU€TaBaHE HA BUHEHUS C
JIPYTU BUJIOBE TYPU3BM.

Tep3uniicka, Uia. (2017) IlorpeduTesicka ya0BJeTBOPEHOCT NMPHU €IHOAHEBHU KYJITYPHH
TypoBe — (akTopu Ha BJHsIHHe, B YepHoMopcku Typuctuuecku (opym — Bapua
»MECTHATA UJIEHTUYHOCT U I'VIOBAJIHUAT TYPU3IBM", 27-29 centemBpHU
2017

Enna oT Hali-CUITHO M3pa3eHHUTE TEHICHIIMH B KYJATYPHUS TypH3bM KakTo B bbarapus, Taka u
B CBETOBEH MaIiad € yBeIMYEHOTO ThpPCEHE Ha MO-KPAaTKU (YECTO €IHOJHEBHHU) MOYUBKH,
KOUTO OOMKHOBEHO C€ MpeArnpueMaT OT OTIEIHH MEXAYHApOAHH TypucTU. Ta3zu crtaTus e
dbokycupaHa BBpXYy crneuuduyuHa YacT OT MHAYe UIMpOKaTa M JoOpe MpoydyeHa TeMa 3a
MOBEJICHUETO Ha TMOTPEOUTENUTE B TypuU3Ma - TYPUCTUYECKOTO YAOBJIETBOPEHHE OT
€IHOHEBHU KYITYpHHU TypoBe. Ts nma 3a nien na uneHtuduuupa Gakropute Ha BIUSIHAE Bb3
OCHOBAa Ha KAauyeCTBEH aHAIM3 Ha OT3WBUTE Ha KimeHTHTe B Trip Advisor. M3mon3BaHusT
METO/I € aHaJIU3 Ha ChBP’KAaHUE U MMPOYYBAHETO € MPOBeAeHO mpe3 mait 2017 T.

Enun or ocHOBHHMTE W3BOIM OT MNPOYYBAHETO C€ OTHACS 1O BOJeUIaTa poyisi Ha
€KCKYp30BOJia BbB (POPMHUPAHETO Ha TOTpEOHTENCKAaTa YJOBIECTBOPCHOCT IMPH €IHOIHCBHH
TypoBe. BrieuaTiieHusaTa oT HErOBOTO/HEHMHOTO MpecTaBsiHe He caMmo mpucherBar B 100% ot
KOMEHTapHTE, HO M B MOBEUETO CIy4YaW CKCIUTMIIMTHO CE MOCOYBAT KATO BOJIEIIA MPHUYMHA 32
BHUCOKOTO (WJIM CHOTBETHO HHMCKO) HHMBO Ha YIOBJIETBOPEHOCT. J[pyrure Tpu KaTeropuw,
KOUTO ca UIACHTH(GHIMPAHW B pE3yITaT OT aHajgu3a ca TPAHCIOPT, OpraHu3alus Ha
IIbTYBAHETO M MOCETeHU 00ekTH. Taka MmoaydeHuTe pe3yyTaTd Morar a 0b1at Jo0pa OCHOBA
3a CH3JaBAaHETO HA MOJENI Ha TYPUCTHYECKA YIOBJIETBOPEHOCT TPH €JIHOJIHECBHH TaKETHU
IIbTYBaHUWs, KaTO Ca H€06XOI[I/IMI/I AOIIBJIHUTCIIHU KOJIMYCCTBCHU HU3CJICABAHNA 3a BAIUAUPAHC
Ha q)aKTOpI/ITe " MOKa3aTCJIUTEC KbM BCCKH OT TAX, KAKTO W YCTAHOBABAHC Ha CTCIICHTA Ha
3HAYUMOCT Ha BCEKH OT TAX. B uncTO mpakTuuecku IiaH, MHpopMamusITa MoXe J1a ce moJ3Ba
OT JIOCTaBYMIIUTE HAa TaKbB TUM YCIYTH C 1€ TOBHIIABaHE KaueCTBOTO HA TpeiaraHus

MIPOJYKT.

Terziyska, 1 (2019) Opportunities for cross-border cultural routes along the Mesta /
Nestos river, SocioBrains, Issue 5, ISSN 2367-5721

[TorATHETO KYATYpHH Mapuipytu ce obckxkna ot 60-te rogmam Ha XX B., HO IBbpBaTa
WHCTUTYLMOHANIM3UpaHa MeXAyHapoAHa Iulargopma ce mosiBaBa mpe3 1998 r. cbe
cTapTupaHero Ha EBporelckusi MHCTUTYT 3a KyJATypHH MbTHINA. OTTOraBa KOHIIEMLHUSATA
npuaoOMBa BCE TMO-TOJISMO 3HAUEHHE KAaTO WHCTPYMEHT 3a 3ama3BaHe W OICHSIBaHE Ha
KYJITYPHOTO HAacJEACTBO B Herosara 1siiocT. Hacrosmara cratus pasriiexaa Bb3MOKHOCTUTE
3a Ch3JaBaHE HAa TPAHCIPAHWYHU KYyIATYPHM MapIIpyTH IO MOpPEYMETO Ha peka Mecra u
BaJIOPU3UPAHETO UM UPE3 TYPUIBM.

ToBa mpoyuBaHe M3I0J13Ba KAUECTBEH 10/IX0/l, OCHOBAH HA aHAIM3 Ha ChIbpPXKaHUE. 3a J1a ce
UACHTUQUIHMPAT BH3MOXKHUTE OOIIM TEMHU 3a TPAHCTPaHWYHH MapLIpyTH Mo peka Mecra, ca



pasrieaHy peauia BTOPUYHM HM3TOYHUIM Karo Perucrsp Ha HEIBWKUMUTE KYITYPHH
HACJIE/ICTBO C HAIMOHAIHO 3HaueHHe B Bbirapus, TYpUCTHUECKH OOEKTH 32 ChOTBETHHUTE
pEeruoHu KakTo B bbiarapus, Taka u B ['bpiusi, KakTo ¥ MyOJUKALMK OT MPEIUITHHU MMPOCKTH
10 TeMara.

Brprpekn uye TpaHCIpaHUYHMSAT PErHMOH 10 NOpPEYHEeTo Ha peka Mecrta Mma moreHuuan 3a
pa3BUTHE Ha TypH3Ma, JOcCera MajKO € HalpaBeHO 3a pa3padoTBaHETO Ha 00U
TYpPUCTUYECKH TNPOAYKTH. YeTupure TeMU 3a KyIATYpHH MapuIpyTH, KOHTO Osxa
uIeHTU(QUIMPAHU B TOBa MpOyuBaHe, ca J00pa ocHoBa 3a Obaeuu neiictBus. Temara 3a
pEeNUrHO3HUTE OOCKTH € Haii-ipoydeHaTta jgocera. HaciencTtBoTo, cBBp3aHO ¢ HapojgHaTa
apXHUTEKTypa, OT JApyra CTpaHa, € HEpaBHOMEPHO DPA3MpPENEICHO M OOEKTHTE OT TO3HM THII
npeobianaBaT B Obarapckara 4acT. Temara, KoATo € Hail-Tpy/Ha 3a eKCIUIoaTalys B Typu3Ma,
€ Ta3H, CBbp3aHa ¢ HEMaTepUAIHOTO HACJEACTBO - MacKapaJHUTe Urpu. B cbiioTo Bpeme T
yuMa MOTeHIMala Ja MoJ00pu MMMJIKA KaKTO Ha OTIACIHUTE JIECTUHAIMM, Taka U Ha Lenus
peruoHa KaTo Is10.

Tep3uiicka, Uia. (2019) Bunenn ¢ecTuBaiu u cbOMTHS — TUIOJOTMS U TEHJEHUHMH B
Bovarapusi, B coopuuk c¢ jgokiaaam “MICE TtypusmbT: ¢decTuBaiu, HHCEHTHBH,
KoH(epenuuu, usiaoxenus”’, Xl Yepnomopcku typucruyecku ¢popym, Bapna, 3-
5.10.2019, u3a. CnaBena

Ilenta Ha cTaTtusATa € 1a ce pa3paboTH TUIOJIOTHsI HA BUHEHU (PECTUBAIN U BUHEHU ChbOUTHS U
na ObaaT UASHTH(QHUIMPAHNA HAll-HOBUTE TEHIEHIMH B Ta3u cepa. Thii KaTo € KOHIenTyaaHa
10 XapakTep, MPOYUYBAHETO U CHOTBETHO IMPENJIOKEHUSAT MOJIEN C€ OCHOBABAT MPEAUMHO Ha
aHaJIU3 Ha ChAbpXKaHHe. 3a OcHOBa € Hu30paH TeopeTH4yHUIT Mozaen Ha O'CeiuBaH u
JI>)KeKChH, ThI KaTO MPH HETO ce B3UMAT MPEABH/L MO-IIHUPOK HAOOP OT XapaKTEPUCTUKH, CIE]T
KOETO € HalpaBeH Mperiie/l Ha ChIIECTBYBAIIM (ECTUBAIM U CHOUTHS, CBBP3aHU C BUHOTO, C
uen anantauusd. OT HaJMYHUTE JaHHU € M3BeAeHa MH(popMalus 3a mam@ada Ha CbOMTHETO
(Opo#t moceruTenu, THUMN MOCETHTENH (OT PErMOHAa, OT CTpaHaTa, OT 4yXOWHA), MICTO Ha
MPOBEXJIaHe, OPraHU3aTOPU Ha ChOMTUETO, OCHOBHU ILenu. V3rouHunure Ha umHbopManus
BKJIIOYBAT OCHOBHO TYPUCTHYECKH cCailToBe, OPUIMATIHU ye0 CTpaHMLIIM HAa CBOUTHS U
BUHApPHU, U ChOOLICHUS B €JIEKTPOHHU MEIHH.

B cp3Byume ¢ obuiara TeHIEHIMS KbM yBeJIMYaBaHe Ha ChOUTHUATA B CBETOBEH IJIaH, B
cdepaTa Ha BUHEHUS TYpU3BM ChILO ce HaOJr0AaBa 3acUiIBaHE HAa MHTEpeca KbM (pecTUBaIH,
U3JI0’KEHUSI U KOPIIOPAaTUBHU MHUIMATHBY HAa HUBO BHHAapHU. B bbarapus mpes nocienHure
TOJAMHU ce HabJIoJaBa OTUETIUB PBHCT B Pa3BUTHETO HAa BHUHEHHUS TYpU3BM (BCE MO-TOJSIM
Opoil BHHapHM, OTBapsIIM BPAaTUTE CHU 3a TYPUCTH, I'BPBU KIBCTEPH, CHELMIN3UPAHU
TypomnepaTopu), KOMTO € MpHApPYKEH U OT HapacTBaHe Ha Oposi cHelHalHu CHOUTHS,
CBBpP3aHH C BUHOTO. Pe3ynTaTUTe OT HACTOSIIETO NMPOYYBaHE Pa3KpHUBAT MHOTOOOpAa3UETo Ha
Te3HW CbhOUTHSA, KaTo HaW-o0moO T TpynupaT B IMeT TUMa, CbOOpa3HO Maiada,
OpraHU3aTOpHUTEe, ayIUTOpHUATa M IeNUTe Ha CHOUTHETO: ,,KOPIOPATUBHO®, ,,MECTHO
MPOU3BOACTBO, ,,TYPUCTUYECKO U3KYILICHHUE", ,,U3JI0AKEHHE", ,,TOJIEMHUST B3PHUB*.
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Terziyska, 1. (2020). Wine tourism — critical success factors for an emerging destination.
Sofia, Gea-Libris

This monograph aims to enrich the scientific literature in the field of wine tourism, focusing
on a specific type of wine region - a new, emerging destination for wine tourism at the
regional level. The subject of the study are the critical success factors, which are placed in the
framework of the theory of competitiveness and benchmarking, and the object is the Struma
Valley — one of the leading wine regions in Bulgaria.

In methodological terms, the work is based on a mixed-methods approach — a combination of
quantitative and qualitative methods. Quantitative methods include analysis of statistical data
and document analysis, the results of which are quantified, and surveys with close-ended
questions. Qualitative research is mainly related to expert opinion (open-ended questionnaire
survey) and content analysis / thematic analysis. Structurally, the book is organized in an
introduction, 4 chapters and a conclusion.

Chapter one examines the theoretical framework of wine tourism and is divided into two
main parts - wine industry and wine tourism. Special emphasis is given to the history of
winemaking, as the specifics of this product have a social, economic and religious
significance, which has been formed over millennia and influence the way it is perceived
today. The different types of wines and the methods for assessing their quality are also
discussed. The conceptualization of wine tourism begins with a review of the more popular
definitions, outlining the system of wine tourism and clarifying the more important concepts
related to supply and tourist behavior.

Chapter two has a methodological character and is directly related to the subject of research -
the critical success factors. Here the origin and development of the concept of critical success
factors (CSF) in a more general plan is revealed, followed by a review of its application in the
field of wine tourism. The broader theoretical framework is also outlined - the method of
critical success factors is in fact one of the tools for achieving a competitive position and in
this sense should be considered as part of the theory of competitiveness and the benchmarking
concept. The chapter ends with a presentation of the methodology of the study.

Chapter three presents the broader (national) context in which the wine region of the Struma
Valley operates, i.e. Bulgaria as a wine producer and destination for wine tourism. Particular
attention is paid to the sector of organized travel (specialized wine tour operators), whose
condition is not only a marker of the level of development but also of great importance for
international wine tourism.



Chapter four is entirely devoted to the object of study (the Struma Valley wine region) and
presents the results of five studies, which are summarized through a SWOT analysis. Critical
success factors have been identified through consultation with three groups of experts —
specialized tour operators, winemakers, and wine tourism experts, which in itself is a
triangulation of the results. However, further confirmation was sought through the studies
carried out and presented earlier in the monograph. The findings are viewed through the prism
of the destination life cycle concept and the results are compared with those of previous
studies.

The main limitations of the study are related to the small number of wineries open for tourism
in the region. This did not allow the application of statistical methods that require a larger
number of observations. The same applies to tour operators for wine tourism in Bulgaria. The
fact that some of the studies were conducted in a state of emergency due to the COVID-19
pandemic created additional difficulties in primary data collection.

Tep3miicka, Ua. (2019) ,,KoHkypeHTOCHIOCOOHOCT HA [eCTHHALMATA 3a KYJITYpPeH
Typussm”, YU ,,Heopur Punckun”

Terziyska, Il. (2019) ""Competitiveness of the cultural tourism destination™, Neofit
Rilski Publishing House

The main purpose of the monograph is, based on an analysis and assessment of the
factors determining the competitiveness of a destination for cultural tourism, to identify
opportunities for its increase and to propose specific measures in this direction. The subject of
the study is the competitiveness of the destination for cultural tourism, and the object - the
architectural reserves in Bulgaria, as destinations for cultural tourism.

The first chapter traces the development of theoretical thought about competitiveness,
from the emergence of the idea, through all stages and scientific schools to specific theories
that relate directly to the competitiveness of the tourist destination.

The second chapter presents the methodology of the research, proposing a model of
factors, the impact of which determines the degree of competitiveness of a particular
destination for cultural tourism- an architectural reserve. The methodology for conducting the
assessment according to the proposed model is substantiated.

Chapter three includes a comparative analysis of three destinations in terms of their
competitiveness. The evaluation is based on surveys conducted among three stakeholder
groups. After the ranking of the factors by significance and the application of the analysis
"Significance-presentation”, priority directions for intervention are identified in order to
increase the competitiveness of the destination chosen for approbation of the model.
Guidelines are given for increasing the competitiveness of Bulgaria as a destination for
cultural tourism.

Terziyska, llinka (2017) ""Benchmarking wine tourism destinations — the case of
Bulgaria™, International Journal of Wine Business Research, Vol. 29 Issue: 4, pp.384-
400, https://doi.org/10.1108/1JWBR-01-2017-0004

The aim of this study is, on the one hand, to introduce a framework for comparative analysis
of wine regions as destinations for wine tourism, and on the other hand, to analyze the
activities of wine cellars in Bulgaria with an emphasis on tourism.



The methods used include the processing of secondary data and content analysis, which are
complemented by a survey among the owners and managers of wine cellars from all five wine
regions in the country.

Several problems have been identified that hinder the development of wine tourism in
Bulgaria, including: a small number of wineries, a small share of wines with a protected
designation of origin, inefficient working hours and a small share of wineries offering
additional services beyond tasting. On the other hand, the wineries in Bulgaria meet the
international trends in terms of accommodation, restaurant and spa treatments. The survey
shows that wineries that receive tourists consider wine tourism to be an important part of their
business, but fail to attract enough visitors, and the share of tourism-related revenue is small.

The survey includes all wineries in the country; in one of the regions (the Black Sea region),
however, the response rate is very low, which means that while the results and conclusions are
representative of the country as a whole, they may not be applicable to that particular region.

The results of the research refer to a wine destination that has not yet been the subject of a
comprehensive study. In addition, the proposed update of an existing benchmarking model
reflects recent changes and trends in the wine tourism industry.

Terziyska, 1. (2018). ,,Wine tour design — global trends and local expressions”. Tourism
and hospitality management, 24(2), 387-400, https://doi.org/10.20867/thm.24.2.8

The main goal of the study is to identify global trends in the design of wine tours and based
on this to analyze the structure and spatial distribution of wine tours offered by tour operators
in Bulgaria.

The study combines qualitative and quantitative approaches, drawing data from the official
websites of specialized travel agencies and tour operators. content analysis was used to
outline global trends and classify wine tours. A quantitative study of 63 wine tours in Bulgaria
was made, which included selected characteristics such as: average prices, additional
activities, number of visited wineries, etc.

Wine tours are becoming more diverse globally: the study identifies eleven different types of
wine tours that serve different segments of the wine tourism market. As for Bulgaria, they are
focused on cultural landmarks, and the average number of wineries visited is small. Most
routes are concentrated in only two of the five wine regions in the country.

Despite the many researches in the field of wine tourism, the products of niche tour operators
/ travel agencies in this field are still not sufficiently studied and in this sense the work
undoubtedly has its contribution.

Terziyska, I. and Damyanova, R. (2020), ""Winescape through the lens of organized
travel — a netnography study', International Journal of Wine Business Research, Vol.
ahead-of-print No. ahead-of-print.

The aim of the study is to determine the attributes of the winescape, considered from the
perspective of organized tourist trips.


https://doi.org/10.20867/thm.24.2.8
https://www.emerald.com/insight/search?q=Ilinka%20Terziyska
https://www.emerald.com/insight/search?q=Radina%20Damyanova
https://www.emerald.com/insight/publication/issn/1751-1062

The study uses the netography approach by analyzing online user-generated content (UGC). A
total of 118 TripAdvisor reviews have been coded for a wine tour company in Italy using
NVIVO12.

Six main elements of the wine landscape have been identified: tour guide service, main wine
product, planning and logistics, additional activities, food and nature. Compared to previous
studies, the results show that the type of trip (organized versus independent travel) has a
significant impact on the perceived winescape.

The proposed winescape model can be used both by the business (to improve the quality of
the products offered) and by the scientific community (for comparative research or as a basis
for satisfaction models, specially adapted for wine tours). Organized wine tours as a specific
aspect of wine tourism is a topic that has not found the necessary attention in previous
research and this is the first study focused on the winescape through the prism of organized
wine tourists.

Kiryakova-Dineva, Teodora & Terziyska, llinka (2018). The need of intercultural
training in the sphere of entrepreneurship, in Theoretical and practical aspects of youth
and women entrepreneurship, Publishing House “Neofit Rilski”, Blagoevgrad, Print-
ISBN-13: 978-954-00-0150-0

This publication is dedicated to the need for a new type of entrepreneurial competence.
According to the modern approach to integrating intercultural competencies (language and
behavior) in business organizations, the inclusion of intercultural issues in the training of
entrepreneurs has not only a wide range of advantages, but is also inevitable in today's
multicultural society.

The study is aimed at examining the attitude of young entrepreneurs to intercultural assets.
The need for intercultural training in the training of future entrepreneurs is analyzed.
Intercultural learning is considered in a broader sense, where in addition to communication
skills in a foreign language, intercultural skills mean awareness of work and cooperation in a
multicultural environment.

The method used to identify the training needs of young entrepreneurs in terms of
intercultural communication is a survey. The questionnaire consists of 12 questions, divided
into four modules: socio-demographic profile, educational training in entrepreneurship,
intentions and perceived obstacles to starting a business and the need for training in
intercultural communication. Although the questions are closed, some of them have the
opportunity to provide additional information or comments in a free style. The target group of
the research are young people, so the questionnaire was distributed among students and
graduates of the Faculty of Economics at the Southwestern University "Neofit Rilski". A total
of 118 completed questionnaires by the snowball method were collected. The study was
conducted in the period April-June 2017 in Blagoevgrad.

The study identifies a number of trends related to the intentions and training needs of young
entrepreneurs related to intercultural communication in the business environment. Although
almost all of them have plans to start their own business, there are some obstacles that could
hinder them. They are mainly related to insufficient funding, unfavorable economic
conditions, insufficient experience and knowledge. In order to deal with the perceived lack of
knowledge, educational and training institutions must offer intercultural communication
courses, which 75.4% of respondents consider useful. In particular, future entrepreneurs are



interested in acquiring skills in foreign language communication, communication in an
intercultural business environment and communication in a multicultural environment.

Terziyska, 1. (2018). “Festival visitor experience: the masquerade games in Pernik, in
“Traditions and Innovations in Contemporary Tourism”, Cambridge Scholars
Publishing, ISBN 978-1-5275-0829-3

This publication presents the results of a survey conducted among visitors to the masquerade
games in Pernik (Surva) in January 2016. The main question it seeks to answer is related to
the experience of visitors, supplemented by a look at the sources of information that visitors
use pre-visit, motivation to visit and intentions to recommend. The study is part of the Event
Experience Scale (EES) project, launched by Greg Richards and the special interests group of
ATLAS Events.

Three phases of the tourist trip are covered - before the visit, on site and follow-up. In terms
of pre-visit behavior, entertainment was defined as the main motivation, followed by interest
in the program of the event and specific performers, and spending time with friends / family.
The decision to visit is mainly influenced by a previous visit and friends / relatives, and social
media and the event website are also important sources of information.

The nature of the festival experience on the spot is seen as consisting of four dimensions, of
which emotional engagement is defined as the strongest, followed by novelty and cognitive
engagement. Physical engagement is least prevalent, which implies improving the design of
events to include more opportunities for active visitor participation. The high rates of
emotional engagement could be explained by the fact that the festival is based on an ancient
tradition that is still alive and practiced in many communities and this strong sense of
connection becomes a national pride when the festival is added to the Representative List for
the Intangible Heritage of UNESCO.

Tepsuiicka H., B. Kwposa, JI. IlasioBa (2017) H3ciaenBaHe Ha HArjacuTe KbM
NPAKTHUKYBaHe HAa BHHeH Typu3bM. — B: COopHuk oT o0ujeiiHa Hay4yHa cecHusl
TypuszbMm, nHOBauuu, crpareruu, byprac.

Terziyska I., V. Kyurova, D. Pavlova (2017) A study of attitudes towards wine tourism. -
In: Proceedings of the Jubilee Scientific Session Tourism, Innovations, Strategies,
Burgas.

In recent years, Bulgaria has also seen increased interest in wine tourism - both from foreign
tourists and Bulgarians. This study focuses on the latter, seeking answers to three main
questions: what are the sources of information that tourists use, what are the main activities /
characteristics of the winery and the region that motivate them to visit, and what other type of
tourism would they combine with their visit to each of the five wine-growing regions in
Bulgaria. The method used is a survey conducted in December 2016 using the online form of
Google Drive, and a convenience sample. A link to the questionnaire was posted on websites
and Facebook groups that are visited mainly by enophiles. The questionnaire contains 22
questions, divided into 3 sections: 1 - determining the profile of the respondents; 2 -
assessment of the wine-growing regions of Bulgaria: “Danube Plain”, “Thracian Lowland”,
“Struma Valley”, “Black Sea”, “Valley of Roses” as destinations for wine tourism; 3 - Survey
of attitudes towards the sources of information, the reasons for visiting and preferred options
for combining with other types of tourism.



The results of the study reveal some major trends in the attitudes of wine tourists in Bulgaria.
Particularly clear is the presence of the Internet and recommendations by friends (WoM) as
the most used source of information when deciding to visit, with significantly lower
importance of tourist information bureaus, wineries themselves, as well as companies related
to the tourism and wine business (hotels, restaurants, specialty shops selling wine). These data
differ from the trends identified by other surveys, which place informal word-of-mouth
advertising, travel brochures and information centers, mobile applications, signage and
popular wine routes at the forefront. This is not accidental, as in Bulgaria the construction of
wine roads as a complex product, as well as the marking and joint work with tourism
companies and organizations is still in its infancy.

Regarding the attractiveness of the individual wine-growing regions, the Thracian Lowland
and the Struma Valley are the most likely to be recommended.

The factors that motivate tourists to visit a destination for wine tourism are related to the main
wine product (tasting and talk with an oenologist), as well as additional tourist services and
opportunities to combine wine with other types of tourism.

Tep3uiicka, Un. (2017) IorpeduTesicKka yA0BJIETBOPEHOCT NPH €IHOJAHEBHU KYJITYPHH
TypoBe — (axkropu Ha BJaHMsAHHe, B YepHomMopcku Typucrtudecku ¢opym — Baphna
»MECTHATA UAEHTUYHOCT U T'JIOBAJIHUAT TYPU3BM'", 27-29 centemBpu
2017

Terziyska, Il. (2017) Consumer satisfaction in one-day cultural tours - factors of
influence, in the Black Sea Tourist Forum - Varna "LOCAL IDENTITY AND
GLOBAL TOURISM", September 27-29, 2017

One of the most pronounced trends in cultural tourism both in Bulgaria and worldwide
is the increased demand for shorter (often one-day) vacations, which are usually taken by
individual international tourists. This article focuses on a specific part of the otherwise broad
and well-studied topic of consumer behavior in tourism - the tourist satisfaction of one-day
cultural tours. It aims to identify influencing factors based on a qualitative analysis of
customer feedback in Trip Advisor. The method used is content analysis and the survey was
conducted in May 2017.

One of the main conclusions of the study refers to the leading role of the guide in the
formation of consumer satisfaction in one-day tours. Impressions from his / her performance
are not only present in 100% of the comments, but in most cases are explicitly stated as the
leading reason for the high (or respectively low) level of satisfaction. The other three
categories that have been identified as a result of the analysis are transport, travel organization
and sites visited. The results obtained can be a good basis for creating a model of tourist
satisfaction in one-day package trips, as additional quantitative research is needed to validate
the factors and indicators for each of them, as well as to establish the degree of significance of
each of them. In purely practical terms, the information can be used by providers of this type
of service in order to improve the quality of the product offered.

Terziyska, 1 (2019) Opportunities for cross-border cultural routes along the Mesta /
Nestos river, SocioBrains, Issue 5, ISSN 2367-5721



The concept of cultural routes has been discussed since the 1960s, but the first
institutionalized international platform appeared in 1998 with the launch of the European
Institute of Cultural Routes. Since then, the concept has become increasingly important as a
tool for preserving and valuing cultural heritage in its entirety. This article discusses the
possibilities for creating cross-border cultural routes along the Mesta River and their
valorization through tourism.

This study uses a qualitative approach based on content analysis. In order to identify possible
common themes for cross-border routes along the Mesta River, a number of secondary
sources such as the Register of Immovable Cultural Heritage of National Importance in
Bulgaria, tourist sites for the respective regions in both Bulgaria and Greece, as well as
publications from previous projects on the topic.

Although the cross-border region along the Mesta River has potential for tourism
development, little has been done so far to develop common tourism products. The four
themes of cultural routes identified in this study are a good basis for future action. The topic
of religious sites is the most studied so far. The heritage related to folk architecture, on the
other hand, is unevenly distributed and sites of this type predominate in the Bulgarian part.
The topic that is most difficult to exploit in tourism is that related to intangible heritage -
masquerade games. At the same time, it has the potential to improve the image of both
individual destinations and the region as a whole.

Tep3uiicka, Uia. (2019) Bunenn ¢ecTuBaim U cbOMTHUS — TUINOJOTHS U TEHIEHUHMH B
Bbarapusi, B cOopuuk c¢ pokaagu “MICE TypusmbT: decTUBAIM, HHCEHTHBH,
KoH(epenuuu, usiaoxenus”’, Xl Yepnomopcku typucruyecku ¢popym, Bapna, 3-
5.10.2019, n3a. CiaBena

Terziyska, 1l. (2019) Wine festivals and events - typology and trends in Bulgaria. In
"MICE tourism: festivals, incentives, conferences, exhibitions™, XII Black Sea Tourism
Forum, Varna, 3-5.10.2019, Slavena

The aim of the article is to develop a typology of wine festivals and wine events and to
identify the latest trends in this field. As it is conceptual in nature, the study and the proposed
model are based mainly on content analysis. The theoretical model of O'Sullivan and Jackson
was chosen as a basis, as it takes into account a wider range of characteristics, after which an
overview of existing wine festivals and events is made for adaptation. From the available data
is derived information about the scale of the event (hnumber of visitors, type of visitors (from
the region, from the country, from abroad), venue, organizers of the event, main goals, events
and wineries, and announcements in electronic media.

In line with the general trend towards increasing world events, in the field of wine tourism
there is also a growing interest in festivals, exhibitions and corporate initiatives at the winery
level. In Bulgaria in recent years there has been a marked growth in the development of wine
tourism (an increasing number of wineries, opening their doors to tourists, first clusters,
specialized tour operators), which is accompanied by an increase in the number of special
events related to wine. The results of the present study reveal the diversity of these events,
generally grouping them into five types, according to the scale, organizers, audience and
objectives of the event: "corporate”, "local production™, "tourist temptation”, "exhibition™, "
the big bang".



