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YNpaBAeHCKOTO KOHCYATUPaHe KaTo BbHLWHA JAEWHOCT MNomMara Ha MEeHUAXKbpUTE Ha
KOMNaHUUTe [a aHanuM3MpaT M paspellaBaT NpakTUYeckn npobnemun, cBbp3aHM C TAXHaTa
opraHusaums. [JenHocTTa Ha KOHCYNTUHra Habupa BCce NO-TONAMA aKTYanHOCT Mnpes nocieaHuTe
roguMHu, nopaguM 6bP30TO pasBUMTME Ha YCAYrM B PA3/IMYHU CEKTOPM, TEXHUYECKUA Mporpec,
HapacTBaHETO Ha KOHKYpeHUMATa M XKeNaHMEeTO Ha MEeHUIKbpUTe Oa CU OCUTYPAT NO-CTabUNHU
No3nuMM Ha Nasapa 1 ga obxBaHaT NO-ro/iIAM CErMEHT OT Hero.

TesaTa [OKa3Ba BaHaTa PONA Ha KOHCYATaHTCKaTa AeWHOCT 3a JdafeHa TypucTUYecka
areHuUMs, KOATO B YC/IOBUATA Ha KPW3a, XKefae Aa Noagbpika B AeMHOCTTa cu, ypes npegnaraHe Ha
TYPUCTUYECKM NPOAYKTU A0 aTPaKTUBHM AEeCTUHAUMKM, AOPU U B HecneumdUYHU nasapHU yCNoBMS.
PonsTa Ha KOHCyNTaHTCKaTa pMpma B HacTOALLOTO M3/I0XKEHME e Aa NPeANoXKM NnaH nod ¢opmaTa Ha
KOHCY/ITAaHTCKM MPOEKT Ha TypuCTUYecKaTa areHuma. KaTo 4ypes Hero Ta Aa Ce Haco4Ynm KbM no-
MNATeXOoCNOCOOHN KAWEHTH, KOWTO OLUEHABAaT WM MMaT Bb3MOXKHOCTTa 43 CU  MO3BOAAT
YAOBNETBOPABAHE HA TEXHUTE HYXKAM 33 MOYMBKA M U3XKMBABAHMA, Ype3 NbTyBaHe OO aTPaKTMBHA
AectuHauus. OcBeH TOBa CbBETBA CBOUTE KAMEHTU A4 U3TOTBAT CNeLMaiHN MPOMOLUMOHHM odepTH 3a
Mo-ronemm rpynum ¢ HaemaHe Ha YapTbPHU NONETU A0 KOHKPETHUTE AeCTUHALMW, C Len npeasaraHe Ha
NMPOAYKTa Ha MO-KOHKYPEHTHW LEHWU, KAKTO WU MWHMMM3MpaHe Ha (aKTopu KaTo MOAUTUKM Ha
KOMMNaHWK No peaoBHN aBMO JIMHWUM B YCNOBUSA HA Kpu3n. KoHcyaTaHTCKaTa pupma onpegens npoduna
Ha yCAyruTe M npeanonaraemute KAMEHTU — CeNeKTUPAHW TYPUCTUYECKM areHUMn, Mmalm onuT B
nakeTupaHe Ha noaobeH TMN NPoAyKTU. M3roTea nnaH 3a yCcTaHOBABaHE Ha Nasapa W OCblLLEeCcTBABA
MapKeTUHIOBO NPOYYBaHE Ha CbLLECTBYBALLUTE KOHKYPEHTU. [leMHOCTTa Ha KOHCYNTaHTCKaTa dupma



KbM TYPUCTUYECKATA areHLMsa MOXKe Aa ce M3passnBa B AeMHOCTU KaTo pa3paboTBaHe Ha NAeeH NPOEeKT;
M3roTeAHe Ha GMHAHCOBM OTYETM 3@ NPOEKTA; YNpPaBAEHNE Ha NPOEKTA; OPraHU3NPaHe Ha CEMUHapK,
nogroTBUTE/IHU KypcoBe U 0byyYeHus; opraHn3npaHe Ha KoHdepeHUUn, CUMMNO3UYMU, KPbrIM MacK u
BCMYKM NBbOAUK puierubHC popmM 33 NpoMoLMpPaHe Ha MbTyBaHMATA 40 aTPAKTUBHU AECTMHALMYK;
M3[aTeNCcKa AEeMHOCT — HAyYHW U34aHuA, TYPUCTUYECU CAaUTOBE, CMIUCAHUSA, TYPUCTUYECKM BpoLlypu,
KaTazo3n, pekNaMHU MaTepuanu u gpyru; NpeanoXeHmsa U NoarotoBKa 3a y4acTusa B TYPUCTUYECKU
6opcK UM OHNANH TYPUCTUYECKU M3/10XKEHUA OT HOB TMN. OCHOBHATA LeN Ha aBTOpa e Aa AOKaxe
Ba)KHATa POA HA KOHCY/ATAaHTCKaTa AEeWHOCT nognomaralia 6usHeca Ha TYPUCTUYECKUTE areHum,
KOMTO Ca C BUCOK PUCK NPW 3ana3BaHe Ha NasapHUTE CU NO3ULUK B YCI0BUA HA rnobanHa Kpusa. U Kak
ypes NpaBUAHOTO pa3paboTBaHe Ha KOHCYNTAaHTCKMA NPoeKT, dasa no ¢asa, moraT Aa ce NOCTUrHAT
epeKTUBHM pe3ynTaTi 1 Aa ce NOBULLM YCTOMYMBOCTTA HAa KOMNAHMATA. 3a TOBa OT 0cOBeHa BaXKHOCT e
paswunpABaHeTo W/UAM  pasHoobpasABaHETO Ha MNPOAYKTOBaTa /MCTa Ha areHumAta u4pes
npueBaeKkaTeIHNU AeCTUHALMK, 3@ 4@ Ce 3anasAT U3BOKBAHWUTE MA3aPHM MO3ULMKM U A3 NPOLBLANKK
CBOETO YCTOMYMBO pPasBUTME, 4Ype3 MPUBAMYAHETO Ha HOBM KAMEHTUM MW NpeanaraHe Ha HOBU
NPoAYKTU Ha NOANHUTE.

Mopaan nocoyYeHUTe apryMeHTU 3a TYPUCTMUYECKUTE areHuMu, XKenaewu p[a yKpenart
no3numMuTE CY Ha Nasapa Ypes npeanaraHeTo Ha aTPaKTUBHM AeCTUHALMK, Bb3HUKBA HE06X0AMMOCTTa
OT KOHCY/ITAaHTCKa Hameca. B MoHorpaduaATa ce TpeTMpaT OCHOBHM MOHATUA M KOHLLENLUMY C U3BEXKAaHE
Ha CbBPEMEHHMAT WM TEOPETUKO-NPUIONKEH EKBMBANEHT KaTo TeopuAaTa Ha YNpPaBJEHCKOTO
KOHCYNTMpPaHe, NNaHMPaHETO 1 NPUNAraHeTo Ha KOHCY/ITAHTCKM NPOEKT, NPOMOLMPAHETO B TYpU3Ma U
NakeTHWe NpPoAYKTM Ha TyponepatopuTe. B Tasu Bpb3Ka MNPMBAEKATE/NHOCTTA KaTO aKUEHT B
TYPUCTUYECKOTO NpeanaraHe ce CaHKUMOHMPA CYBeKTUBHO OT TYPUCTUTE M MMa CBOUTE KYATYpPHO-
MCUXOIOrMYEcKU n3mepeHmsa. MNoHacToAWeM aTPaKTUBHOCTTA Ha AEeCTUHALUMATA OCBEH TUMUYHMUTE 33
NOHATUETO TaKMBA CBBP3aHM C TOMbA KAMMAT, EK30TUUYHOCT M TPaANLMK B TYPUCTUYECKOTO NpeaaaraHe
ce onpegena u oT GakTopu KaTo ¢YHKUMOHANHO-30HOBA MOAPEAEHOCT M NOemeH KanauuTer.
CucrtemaTa Ha TYPUCTMYECKOTO MACTO Ce OT/IMYaBa C BbTPellHa, MPOCTPaHCTBEHa NoApeneHOCT Ha
HAKOM OT CBOWUTE €/IeMEHTU KaTo MHPPACTPYKTypa M CYNepcTPyKTypa CNpAMO MbPBUYHUTE CU
e/leMeHTH - TypUcTUYeckuTe pecypcu. NoapexaaHeTo e B 3aBUCUMOCT OT QYHKLMUTE Ha efleMeHTUTe
B Mpoueca Ha TYPMCTMYECKOTO MPOoM3BoACTBO M notpebneHne. OPopmAT ce Hanpumep 30HM 3a
peKpeaumn, 30HM 3a NOACAOH U U3XPaHBaAHe, 30HM 3a pa3BiedyeHus. MoeMHUAT KanauuTeT, oTpas3nBa
¢usmyeckaTa, bMoNoOrMyYHaTa 1 COLMaANHO-NCUXONOTMYECKaTa CNOCOBHOCT 3a NoeMaHe Ha onpesesieHo
KO/INYECTBO TYPUCTUN OT OTAE/HUTE CUCTEMHM €/IEMEHTU U Ha CMCTEMATA KaTo LAIO C Or/le[ 3ana3saHe,
a He MOHW)KaBaHe NPMBAEKATE/NHOCTTA Ha TYPUCTMYECKOTO MACTO. M3mepBa ce ¢ Bb3MOXKHaTa
MaKCMMa/IHa TYpUCTUYECKa NOCELAeMOCT Ha eAnHMLA NIOLY, 33 eANHMLA BPpeMe, KOATO B YC/10BUA Ha
HeobXoAMMOCT OT PM3MYECKO AMCTaHUMPaAHE B TYPUCTMYECKUTE KOMMIEKCM ce cbobpasnBa CbC
Cb3aBaHe Ha Bb3MOMKHOCT 3a 34pPaBOC/OBEH MPECTOM M BUCOKO KayecTBO Ha 06C/ayXKBaHeTo.
FnobanHata Kpusa ot 2020 rogMHa B CBeTOBEH Mallab OKasBa HebNaronpuATHO BAMSHUE BbPXY
Typu3Mma KaTo e Hasmue cpus B bpaHwa. OcBeH TpalHWUTe TEHAEHLMM CBbP3aHU C NpesnpueMaHeTo Ha
No-KpaTKM MbTyBaHWA A0 MNO-6/AM3KM AecTMHaumm 6usHeca ce u3npass npeg abcontOTHO HOBU
npeaus3BUKaATE/ICTBA, KOUTO € HEOOXOAMMO Aa Ce NMAAHWPAT AbArOCPOYHO. 33 pas/sivka OT MACcoBUSA
TYPWUCT, KOWTO Pasnosara ¢ orpaHnyYeHn GUHAHCOBU CPeACcTBa M KOMTO peayumpa TYPUCTUYECKOTO CU
notpebaeHne NOHACTOALLEM, LieIeBMA Na3apeH CErMeHT, KOMTO NoAAbpKa MHTEPEC KbM EK30TUYHUTE
[EeCTUHALMK Ce XapaKTepusnpa c apyrn ocobeHoctTn. O6eKT Ha BHUMaHWE B KOHCYNTAHTCKUTE NPOEKTH
Ca NOTEHLLMA/THU U PeasTHU KIMEHTU C 06PU GUHAHCOBM Bb3MOXKHOCTU U C ONMUT B MbTYBAHUATA, KOUTO



Ca CK/IOHHM Aa NoxapyaT 3HauMTe/IHa CYMa, 33 4a CU OCUTYPAT U3KMBABAHMSA B YCTOMUMBU M €K30TUUYHM
TYPUCTUYECKMN AECTUHALMMN C BUCOKOKAYECTBEHO 06C/yKBaHE B CEIEKTUPAHM 340aBOC/IOBHM 30HM. 3a
TO3M TMMN TYPUCTM € BaXKHO A3 Ce OCUTYPU Bb3MOXKHOCT Aa 6bAaT naeHTUGULMpPaHU U3UCKBAHMATA UM
B crneumduyHaTta nasapHa cpesa, C Len B3eMaHe Ha pelleHue 3a NnogobeH TUN MbTyBaHe, KaKTo U
TAXHaTa ygosneTBopeHocT. OT TyK M OBEKT Ha Mpoy4yBaHe OT KOHCYATaHTUTE ca NojobeH Tvn
AEeCTUHALMKM, KOUTO Le ce npegnaraT Ha TYPUCTUUYECKMTE areHuuu, TeEXHU KAUeHTU. M3AcHeHu ca
BbMNPOCUTE CBbP3aHM C YNPABIEHCKOTO KOHCYATUPaAHE NpW MonynsapusnpaHeTo B Typusma, U no-
KOHKPETHO Ha NaKeTHWU TYypPUCTUYECKN NPOAYKTU MO M3bpaHM aTPaKTMBHM AeCTUHAUMM, NO3HATU KaTo
€K30TUYHM NbTYBaHWA, a Beye M KaTo 34paBOCAOBHUM M 6Ge3onacHW. B MOHATMETO eK30TUYHMU
AEeCTUHALMK 33 34paBeH TYpU3bM, BeYe He TOBOPMM CaMo 3a CNeunPUUHUTE 33 TAX KOMMOHEHTH, a
BKNOYBAaME M M3UCKBAHMATA 3a 34pPaBOCAOBHO npebuBaBaHe, HaNOXeHM OT crneunduKata Ha
HacToAwWaTa Kpmsa. MonyasapmMsmMpaHeTo Ha Te3n MbTyBaHUS ce OCbLLECTBABA Ypes3 nosHatute Gpopmu
Ha P, KaTo KbM TAX KOHCYNTAHTUTE B MPOEKTHOTO NPea/ioKeHMe AOMBAHAT U Apyru. MNpeanaraHute
OT TAX Ca UANOCTEH MbOAUK PUNENLUBHC HA TYPUCTUYECKATa areHUmMs; CneumanmsnpaHn TYPUCTUYECKH
KaTano3n 1 Bpollypu; yyacTve Ha areHuMATa B TYPUCTMYECKM BOPCU U U3NI0MKEHUS, KaKTO U OHIaMH
TakuBa; nogobpsasaHe Ha MHTEpPHET KOMYHUKALMATA U NPUNONKEHNETO Ha MHTEPHET MapPKeTUHra B
ynpaBAeHUETO N ANCTPMBYUMATA Ha TypUCTMUECKaTa areHuma. NMoctaBeHUTe 3a4a4mn B MoHorpaduaTa
U3BeAEeHN U KaTo pesynTaTu B TPyAa Ca CBbp3aHM C MAEeHTUdUUMPaHe Ha TeopusaTa M NpMHOCA Ha
YNpPaBNEHCKOTO KOHCYATUpaHe Npu paspaboTBaHe Ha AECTMHAUMM U NaKeTHWU NPOAYKTU; KYATYPHU
0COBEHOCTH, HIAHCK M acmneKTU, KOUTO BAUAAT NPU MEXAYHAPOAHOTO KOHCYATUPAHE; NAaHUPaHe Ha
KOHCYNTAHTCKUA MPOEKT, MAaHMpaHe M OpraHuM3MpaHe Ha MPOMOUMPAHETO Ha MPOAYKTU U
AEeCTUHAUMK; npoyyBaHe Ha o0cobeHOCTUTe NpWM OpraHusMpaHe Ha TypoBe [0 aTPaKTUBHM
TYPUCTUYECKM AeCTUHaUMW; pa3paboTBaHe Ha MOZAEs, BKAKOYBALL Pas/MYHM CcpeacTBa U dopmM 3a
nonynapusMpaHe Ha cenekTUpaHu AeCcTMHaLMN.

Management consultancy for promotion of package products of the tour operators

Management consultancy, as an external activity, supports company managers to analyze and
solve practical problems, related to their organization. The consultant activity has become increasingly
relevant in the recent years due to the rapid development of services in various sectors, the technical
progress, the increasing competition and the desire of managers to secure a more stable position on
the market and to cover a larger segment of it. The thesis proves an important role of the consultancy
for a travel agency, which in times of crisis, aims to maintain its activities, offering travel products to
attractive destinations, even in non-specific market conditions.

The role of the consulting company in the current paper is to propose a plan in the form of a
consulting project for the travel agency. By directing it to more solvent customers who appreciate and
have the opportunity to afford meeting their needs for rest and experiences, by traveling to an
attractive destination. Further more it also advises its customers to prepare special promotional offers
for larger groups by renting charter flights to specific destinations, in order to offer the product at
more competitive prices, as well as minimizing factors such as policies of companies on scheduled
airlines in conditions of crises.

The consulting company determines the profile of services and prospective clients — selected
travel agencies with experience in packaging such products. Prepares a market establishment plan and
conducts marketing research of existing competitors.



The consulting activity at the travel agency can be expressed in activities, such as developing a
conceptual project; preparation of financial statements for the project; project management;
organization of seminars, preparatory courses and trainings; organizing conferences, symposia, round
tables and all public relations forms to promote travel to attractive destinations; publishing — scientific
publications, tourism websites, magazines, tourism brochures, catalogs, advertising materials and
others; proposals and preparation for participation in tourism fairs or online tourism exhibitions of a
new type.

The purpose of the author is to prove the important role of consulting activities, which is
supporting the business of travel agents, who are at high risk in maintaining their market positions in
the conditions of a global crisis. And how, through the proper development of the consulting project,
phase by phase, effective results can be achieved and the sustainability of the company can be
increased. Therefore, it is of particular importance to expand and / or diversify the agency's product
list through offering attractive destinations in order to maintain the market positions and continue a
sustainable development by attracting new customers or offering new products to the loyal ones. In
regards with the above arguments for travel agencies’ aimed at strengthenig their market position by
offering attractive destinations, the need for consulting intervention appears.

The current monograph reviews basic terms and concepts with a derivation of their modern
theoretical and applied equivalent, such as the theory of management consultancy, planning and
implementation of a consulting project, promotion in tourism and package products of tour operators.
In this regard, the attractiveness as an accent in the tourism offer is subjectively sanctioned by tourists
and has its cultural and psychological dimensions. Currently, the attractiveness of the destination, in
addition to the traditional ones related to the warm climate, exoticism and traditions in the tourism
offer, is also determined by factors such as functional-zonal order and accommodation capacity. The
system of the tourism place is characterized by internal, spatial orderliness of some of its elements,
such as infrastructure and superstructure compared to its primary elements — the tourism resources.
The arrangement depends on the functions of the elements in the process of tourism production and
consumption. For example, formed are recreation areas, accommodation, food and entertainment
areas. The acommodation capacity reflects the physical, biological and socio-psychological ability to
take a certain number of tourists from the individual system elements and the system as a whole, in
order to preserve rather than reduce the attractiveness of the tourism place. It is measured by the
possible maximum tourist attendance per unit area per unit time, which in conditions of need for
physical distance in the tourism complexes takes into account the creation of an opportunity for a
healthy stay and high quality service.

The global crisis of 2020 has a negative impact on tourism worldwide and there is a collapse in
the industry. In addition to the persistent trends associated with taking shorter tours to closer
destinations, the business is facing completely new challenges that need to be planned for the long
term. Unlike the mass tourist, who has limited financial resources and is currently reducing its tourism
consumption, the target market segment, which maintains interest in exotic destinations, is
characterized by other features. The object of attention in the consulting projects are potential and
real clients with good financial opportunities and experience in travel, who are willing to spend a
significant amount to provide experiences in sustainable and exotic tourism destinations with high
quality service in selected health areas. For this type of tourists it is important to be provided the
opportunity to identify their requirements, as well as their satisfaction in the specific market



environment, in order for a decision on the type of travel to be made. Hence, the object of study by
the consultants are a similar type of destinations that will be offered to travel agencies, which are their
clients.

Clarified are the issues, related to management consulting in the promotion of tourism, and in
particular of package tourism products in selected attractive destinations, known as exotic, and now
as healthy and safe. In the concept of exotic destinations for health tourism, we are no longer
discussing only their specific components, but also include the requirements for healthy living,
imposed by the specifics of the current crisis. The promotion of these tours is presented through the
familiar forms of PR, and to them the consultants in the project proposal add others. The ones offered
by them are complete public relations of the travel agency; specialized tourism catalogs and brochures;
participation of the agency in tourism fairs and exhibitions, as well as online ones; improving the
Internet communication and the application of the internet marketing in the management and
distribution of the travel agency.

The tasks set in the monograph are also presented as results in the paper and are related to the
identification of the theory and the contribution of management consulting in the development of
destinations and package products; cultural features, nuances and aspects that influence international
consultation; consulting project planning; planning and organizing the promotion of products and
destinations; study of the peculiarities of organizing tours to attractive tourism destinations;
development of a model, including various means and forms for promotion of selected destinations.

IIYBJIMKYBAHA MOHOI'PA®USA, KOATO HE E IIPEACTABEHA KATO
OCHOBEH XABWINTAIIMOHEH

1. flHeBa, M., punaoxHU acneKmMu Ha ynpaeseHCKomMo KOHCYyAmupaHe 8 mypornepamopcKus
6usHec, ABaHrappg, NMpuma, 2016, 125 c., ISBN 978-619-160-610-8

Mpes3 nocnegHuTe roguHN ce HabalogaBa ronaMo NpPecTpyKTypupaHe Ha nasapuTe. dupmuTe ce
cnvBat 1 0beanHABAT, Pa3BMBaT ce HOBW BMAOBe busHec. MpenaraT ce ycayru U NPOAYKTU B Pas/INYHK
CEKTOpPM M HanpaBieHus, 3a 43 MOXe [a Ce OTTOBOPM HA HYXKAMTE U KenaHusATa Ha HoBUTe
notpebutenu.

B HacToAWOTO M3/0¥KeHWe O0BeKT Ha u3cnefBaHe e TyponepaTopcKMAT 6U3Hec, B 4YacTHOCT
HerosuTe nporpamyM c o6LWA LEeHa, KaKTo M BMAOBETe A0roBapsHe MO NOBOA MNJaHWPaHETo,
opraHmMsauuAaTa 1 peanuMsnpaHeTo Ha MPOU3BEeAEHUTE OT TyponepatopuTe npoayKTu. lMpegmer Ha
n3cneaBaHe e KOHCyNaTaHTCKaTa AEeMHOCT, KOATO Ce ABABA Bb3MOMKHOCT 33 NPMBANYAHE HA BbHLIEH
MEHUAKMDBHT NO OnpeaesieHn acnekTU OT AeWHOCTTa Ha TYPUCTMYeCKaTa areHumsa, Kato Hanpumep
Nnpoy4yBaHe Ha HOBY AECTUHALMUN U MAPLLPYTH, AEWHOCTM CBbP3aHU C HETUMMYHM 33 areHLMATa y4acTus
W M3ABM, KaKTO U peauua APYry Bb3MOMKHOCTM Ype3 KOUTO TypornepaTtopute cnectaAsaT cobcTBeHU
pecypcu 1 Bpeme 3a Npoy4YBaHMA Ha nasapa.

Llenta, KOATO ce NOCTaBA e Aa Ce MHTerpupaT Hay4YHUTE N NPAKTUKO-MPUAOKHM aCNeKTU Ha HAay4YHOTO
NO3HaHWE B O6!'IaCT, KOATO B bbarapua uma noteHuMan 3a passButMe M Le 6'b,£|,e nosie3Ha 3a
peannsalma Ha 3aBbplinan cneumnaanctn B cd)epaTa Ha Typuama.

Applied aspects of management consultancy in the tour operators’ business



A major restructuring of the markets could be seen in the recent years. Companies merge and
unite, new types of business develop. Services and products are delivered in different sectors and
directions, in order to be able to meet the needs and desires of new users.

Object of research in the present paper is the tour operator’s business, in particular the package
programs with a total price, as well as the types of negotiation in planning, organization and realization
of the products, created by the tour operators. The subject of research is consulting activity, reviewed
as opportunity to attract external management on certain aspects of the travel agency, such as
exploring new destinations and itineraries, activities related to participation in events, atypical for the
agency, also as a number of other opportunities through which tour operators save their own
resources and time for market research.

The aim of the paper is to integrate the scientific and practical aspects of scientific knowledge
in an area in Bulgaria that has a potential for development and will be useful for the realization of
graduates in the field of tourism.

2.lHeBa, M. 1 Kon., XapMoHu3upaHe Ka4yecmeomo Ha NPOOyKMa Ha mypucmuyeckume a2eHyuu 8
Bvazapus c esponelickume dobpu npakmuku, ABaHrapa Mpuma, Codumsa, 2011 r., AMUHO yyacTne
169c.(rn.1;7.1,2,3,4,5-01¢c.89-97;rn.1l,7.1,2,3,6 — 0ot C. 197-201; rn. lll, 7. 1,2,5 — oT CcTp. 223 -
245; 308 - 317, ISBN 978-954-323-874-3

KauecTBOTO Ha NPOAYKTa Ha TYPUCTUYECKUTE areHLMM e aKTyaseH BbMpocC Npes nociaegHuTe
rooMHW B WKOHOMMKAaTa Ha CTpaHaTa, Tb/A KaTo € B OCHOBaTa Ha M3rpa)kAaHeTo Ha
KOHKypeHTocnocobeH Typusbm. MoHorpaduaTa oTpasssa npobsemuTe cBbp3aHM C TYponepaTopcKaTta
AEMNHOCT, C KOMMJ/IEKTYBAHETO Ha TYPUCTUYECKM NAKeTU, Bb3 OCHOBA Ha NpeaBapuTe/IHM NPOoy4YBaHUA U
noabop Ha BUCOKOKAYeCTBEHM NPOAYKTM OT AOCTaBUMLMUTE B TYPU3MA — XOTE/IMEPU, PECTOPAHTLOPM,
TPAHCNOPTLOPU U Apyrn GUPMM NPefoCTaBAWM AOMBAHUTENHU TYPUCTUYECKM ycayrn. B HeAa 3a
3aCerHaTM BbMPOCK CBbBP3AHW C KAyecTBOTO Ha TYPUCTMUECKMA MPOAYKT M npenopbkute Ha EC B
061acTTa Ha Typu3ma M B YaCTHOCT Ha TyponepaTopcKaTa U TypareHTCKaTa AelHoCT. Pasrnexaart ce u
npob6semn, CBbP3aHM C KOHKPETHU MNOTPEBHOCTM Ha npeanpuaTMATa OT TyponepaTopcKuA W
TYPareHTCKMA CEKTOP U ce AedUHMPAT KOHKPETHU METOAM, MOAENM, MEXAHM3MM M TEXHO/IOTUA 33
TAXHOTO NPaKTUYECKO OCbLLECTBSABAHE.

Llenta Ha HacToAwaTa MoHOrpadua e u3cnefBaHe W oO4yepTaBaHe Ha HACOKM 3a
YCbBbPLIEHCTBaHE Ha KaYeCcTBOTO Ha TYPUCTUYECKUA NPOAYKT NpeanaraH B TYPUCTUYECKUTE areHUnn B
Bbnrapus BbB BPb3Ka C MPUCHEAMHABAHETO Ha Bbarapusa Kbm EBpPOMEMCKMA CblO3, KaKTo M
NPOEKTUPAHETO Ha MbTULLA M HAYMHU 33 aJanTUPaHe Ha TYpu3ma Kbm punocoduaTa Ha eBponenckus
nasap. MoHorpadusTa e npeaHasHaYeHa KaKTo 3a BU3Heca, Taka 1 3a WMPOK KPbr YMTaTenu, Kouto
Ce WHTepecyBaT OT TasuM maTtepus . B Hes HamupaT MACTO HOpmaTMBHaTa 6asa, pernameHTMpaLla
HOBUTE M3UCKBaHMSA B 00/1aCTTa Ha TypuM3Ma, YYKAECTPAHHMAT ONUT Ha BOLELUM €BPOMEencKu
TyponepaTopu, HOBUTE U3NCKBAHWUATA KbM A0CTaBYMLMTE B TYPM3Ma, KaKTO M aHANM3 M OLLEHKA Ha
[EeNHOCTTa Ha TypornepaTopckuTe GUMpMM CbOBPa3HO HOBUTE M3UCKBAHWA 33 XapMOHM3MpPaHe Ha
KauyecTBOTO C €BPOMNercKMTe J06pW MPaKTUKU. BHMMAHME e 0bbpHATO Ha TEOPEeTUYHWUTE Hay4YHU
pa3paboTKM Ha OBArapCKM U MeXAYyHapOAHO YTBbPAEHW aBTOpM, NyHAMKauMKM M MPOy4YBaHMA 3a
AEeMNHOCTTa Ha TYPUCTUYECKM areHUMK inaepy B 6paHLa Ha eBPONencKMs TyPUCTUYeCcKn nasap.



Harmonization of the product quality of the travel agencies in Bulgaria with the European
good practices

The quality of the products of travel agencies is a topical issue in recent years in the country's
economy, as it is the basis for building a competitive tourism. The current monograph reviews
problems related to the tour operator’s activity, the creating of tourism packages, based on
preliminary studies and selection of high quality products from tourism suppliers — hoteliers,
restaurateurs, transporters and other companies providing additional tourism services. It addresses
issues related to the quality of the tourism product and the EU recommendations in tourism field and
in particular the tour operator’s and travel agency’s activities. Problems related to specific needs of
the enterprises from the tour operator and travel agency’s sector are also considered and defined are
specific methods, models, mechanisms and technology for their practical implementation.

The purpose of the current monograph is to study and outline guidelines for improving the
quality of the tourism product offered by the travel agencies in Bulgaria in regard to Bulgaria's
accession in the European Union, as well as designing roads and ways to adapt tourism to the
philosophy of the European market. The monograph is intended for both business and a wide range of
readers who are interested in this subject. It contains the legal framework governing the new
requirements in tourism, the foreign experience of leading European tour operators, the new
requirements for tourism suppliers, as well as analysis and evaluation of tour operators in accordance
with the new requirements for harmonization of the quality with European good practices. Attention
is paid to the theoretical scientific papers of Bulgarian and international renowned authors,
publications and studies on the activities of leading travel agencies in the industry on the European
tourism market.

NYBNUKYBAHA KHUTA HA BA3SATA HA 3ALLUTEH OUCEPTALMOHEH TPY[, 3A MPUCBXKOAHE HA
OBPA3OBATE/IHA U HAYYHA CTENEH ,,AOKTOP“

flHeBa, M., BanAaHMe Ha KauyecTBOTO BbpXy noTtpebutenckua msbop Ha TYpUCTUUYECKU MPOAYKT,
Uspgatenctso ,,ABaHrapg Mpuma“, 2004 ISBN 954-32-044-7

MoHorpaduaTa aKueHTMpa BbPXY MNOA0OPABAHETO KAuyecTBOTO Ha TYPUCTMYECKMA NPOAYKT. 3a
TYPUCTUYECKUTE NPeanpUATMA, Pa3bUpaHeTo KaKBO OYaKBaT KAMEHTUTE € CbLLECTBEHO Ba)KHO 3a
npesnaraHeTo Ha »enaHoTO KayecTBo Ha ycayruTe. [poyyBaHETO Ha KayecTBOTO Ha npegsaraHus
TYPUCTUYECKN NPOAYKT € GOKYCMPAHO BbPXY M3UCKBAHMATA HA TYPUCTMTE HA Pa3/IMYHKU areHuMu U
BbPXY BPb3KaTa MeXAy OYaKBaHMATA HA KNMEHTA M KayecTBOTO Ha ycayrute. To NpeacTaBa Kak eaHa
TYPUCTMYECKA KOMMaHWA MOXe Ja M3MOA3Ba  Pas/IMYHUTE OYAKBAHWA Ha KJAMEHTUTE KaTo
AWarHOCTMYHO CPeAacTBO B YNpaB/AEHMETO Ha CBOETO KayecTBO Ha MpoAyKTa. Tosu Tpy4 pasriexaa
M3UCKBAHMATA KATO MpeaBapuTeNHU ybOeXaeHUs, KOUTO KaueHTuTe ca dopmupanu, Kato
Bb3MOXKHOCTU 32 Bb3HWKBAHETO Ha NONOMXKUTENHU U OTPULATENHN CbOUTMA. Ha M3nCKBaHUATa ce rnega
KaTo Ha K/1l04YOB e/IeMEHT OT OLLeHKaTa Ha K/IMeHTUTE 3a Ka4eCcTBOTO Ha AafeHa ycayra. 3HauYeHMeTo um
B IMTepaTypaTa 3a Ka4yecTBO Ha ycnyrute e nogobHO Ha MaeanHWs CTaHAAPT 3a 3340BO/IABaHE WU He
3a40B0ONABaHe Ha NoTpebutens.

Influence of the quality on consumers’ choice of tourism product



The current monograph focuses on improving the quality of the tourism product. For tourism
businesses, understanding what customers expect, is essential to offering the desired quality of
service. The study on the quality of the tourism product is focused on the requirements of the tourists
from different agencies and on the connection between the expectations of the client and the quality
of the services. It presents a way for a travel company to use different customer expectations as a
diagnostic tool in managing its product’s quality. The paper considers the requirements as preliminary
beliefs that customers have formed, as opportunities for the emergence of positive and negative
events. Requirements are seen as a key element of customer’s evaluation of the quality of a service.
Their importance in the service quality literature is similar to the ideal standard for satisfying or not
satisfying the consumer.

CTATUM B CNUCAHUA UHOEKCUPAHU B CBETOBHOWU3BECTHWU BA3U OAHHU C HAYYHA
NH®OPMALMA

1. laneva, M., Establishing Business Identification of Regions for Sustainability in Tourism,
Journal of Balkan Ecology, 2019, vol.22, Ne1, p.81-90, ISSN: 1311-0527 (Web of Science)

KOHCYNTaHTCKM NPOEKT 3a u3rpa)kgaHe Ha 6u3Hec ngeHTUUKaLMA Ha TYPUCTUUYECKU PaiioH C uen
yCTOYMBOCT B TypU3ma

M3rparkgaHeTo Ha 6U3HEC MAEeHTUPUKAUMA Ha TYPUCTUUECKU PaANoH OT KOHCYATaHTCKUTE
bupmm e cTpatermsa 3a yBenMyaBaHe Ha AECTUHALUMOHHUTE MM KOHKYPEHTHM Mo3uuMM 4pes
MPUAAraHeTo KaKkTo Ha KNacu4yecku, Taka U mognbuumpaHn B NpaKTMKaTa ynpaB/ieHCKM MoAenu 3a
Pa3BUTHE Ha TYPUCTUUYECKM PalOH Ype3 Cb3gaBaHe Ha CTpaTerus M NpPorpama. BbHIWHUAT MapKeTUHT
Ha TYPUCTUYECKUTE AeCTUHALUMK e CTpaTerMs 3a yBenyaBaHe Ha AeCTUHALMOHHUTE UM KOHKYPEHTHU
No3nUMKN Ypes UAEHTUOULMPAHE U MONYAAPU3MPAHE HA TEXHUAT UMMAXK. Llenta Ha uscneasaHe ce
CBbP3Ba C Bb3MOMKHOCTTA 3a Cb34aBaHe OT KOHCYNTAHTCKMTE GUPMM B TYpU3Ma Ha Nporpama 3a busHec
naeHTUOMKaUMA Ha TYPUCTUHECKM PalioH, KaTo pecypc 3a MKOHOMMWYECKO Pa3BUTME C Lie/1 MOCTUraHe
Ha YCTOMYMBOCT B Typmama. OBEKT Ha aHaNU3 e KOHCYNTaHTCKMA BM3Hec Npu cneumannsaumata Ha
TYPUCTUYECKUTE PAaOHM M NONYNAPU3NPAHETO MM NOCPEACTBOM BM3HEC MaeHTUdUKaumMATa. NpeameT
Ha aHa/N3 Ca Bb3MOXHOCTUTE 33 BU3HEC MAEHTMDUKALMA YPE3 KOHCYNTaHTCKM NPOEKTU BHeAPABaHM
OT MapKeTMHIroBMTE OpraHM3auMKM Ha AecTMHaumuTe. TesaTa, KOATO ce Lenu [a ce M3Bege e, uye
nocpeacTsom 6MsHec MaeHTMOUKAUMATA, KaTo eAUH OT MHCTPYMEHTUTE Ha BbHLUHUA MapKETUHT Ha
TYPUCTUYECKUTE OECTMHALMM MOXe A3 YAECHW YCMewWwHOTO YMpaB/ieHWe W MNOonynspusmMpaHe Ha
HOBOCb3434eHNUTE TYPUCTUUECKUTE PaloHN B Bbarapusa. KOHCynTaHTCKMTE NpPoeKkTH pa3paboTeHun B
Ta3W HaCoOKa LLe NOANOMOrHaT MapKeTUHIOBUTE OPraHn3aLMm Ha AECTMHALMMUTE C Lie OCUrypaBaHe Ha
YCTOMUMB Typu3bM. PeannsmpaHeTo Ha UeNTa Ce OCbLECTBABA Ype3 M3/I0KEHMETO Ha ClefHuTe
acneKkTn — u3BeXKaaHe Ha cneunduKkaTa Ha KOHCYATAHTCKMTE NMPOEKTU U NOA3UTE OT NPUAaraHeTo MM
3a YCTOMYMBO Pa3BUTUE Ha TYPUCTUYECKUTE AeCTUHAUMK; BU3HEC aeHTUGMKaumMa Ha TYpUCTUYECKUTE
PaloHW W ynpaBneHMe Ha 6usHec WAEeHTMOUKAUMATA Ha TYPUCTMYECKM palioH ot MO npwu
pPeannsnpaHeTo Ha KOHCYATaHTCKUA NPOEKT.

Establishing Business Identification of Regions for Sustainability in Tourism

The establishment of business identification of a tourist region by the consulting companies is
a strategy to increase their competitive position by applying both the classic and the modified



management models for developing a tourist region by creating a strategy and program. The external
marketing of the tourist destinations is a strategy for increasing their destination competitive positions
by identifying and promoting their image. The object of analysis is the business identification
opportunities through consulting projects implemented by the marketing organizations of the
destinations. The thesis to be proved is that through business identification, as one of the instruments
of external marketing of tourist destinations can facilitate the successful management and
popularization of newly created tourist regions in Bulgaria. The consultancy projects developed in this
direction will help the marketing organizations of the destinations in order to ensure sustainable
tourism. The realization of the goal is accomplished through the presentation of the following aspects
- drawing up the specifics of the consultancy projects and the benefits from their application for
sustainable development of the tourist destinations; business identification of tourist regions and
management of the business identification of a tourist region by the Marketing organization of
destinations in the realization of the consultancy project. The paper is aimed at providing the
possibility for tourism consultants to create a business identification program for a tourist region as a
resource for economic development in order to achieve sustainability in tourism. In order to achieve
the objectives of this paper, a methodical apparatus is used, including a set of methods such as:
observation, comparative analysis and synthesis, analogy. In their entirety, they are subject to the
inductive-deductive and systemic approach to the issues of establishing business identification of
regions for sustainability in tourism.

2. laneva, M., Developing a Methodology for Tourism Region Management (The Case of Sofia),
Economic Studies, 2020, Vol. 29 Issue 6, p171-181. 11p., ISSN - 0255-0822 (Scopus)

MeTtoaonorua 3a ynpasneHue Ha COPUINCKU TYPUCTUHECKU PaidOH

Mo noBop TbpCEHETO Ha Bb3MOXKHOCTM 33 PA3BUTMETO HA pPeLenTUBHUTE TYPUCTUYECKU
AEeCTUHAUMKN N TAXHOTO YCTOMYMBO pPa3BUTME, BCE MO-TONIAMO MACTO Ce OTAeNA Ha pa3BUTUETO Ha
cneumannsmpaHnTe Bua0Be Typusbm, KOUTO B Bbarapus ca npMopuTeT 3a Pa3BUTME KaKTO Bb3 OCHOBA
Ha CTpaTtervaTa 3a pas3BuTMe Ha Typu3ma B bbarapua, Taka v Bb3 OcCHoBa Ha KoHuenuuaTa 3a
TYPUCTUYECKO paioHMpaHe. B ynpaBneHWETO Ha TypuM3ma BaKHO 3HAYeHMe 3aema MHTerpupaHoTo
ynpaBaeHWe Ha pPas3/INYHUTE TYPUCTUYECKU PalloHK, KOeTo Aa 6bae 3acTbneHo B 06LLa cTpaTernyecka
paMKa, C OCHOBEH MAPKETMHIOB NAaH 3a Pa3BMTMETO HA Typu3ma, KaKTo 3a bbarapus, Taka v 3a
OTAENHUTE TYPUCTUYECKM paioHU. Heobxogumo e ga ce obbpHe BHMMaHME Ha TeHAEeHUMUTE U
NnporHosMTe M HoBaTa NasapHa cpega. HopmatmsHata ypepba B Bbarapua B obnactta Ha
TYPUCTUYECKOTO PaioHMpaHe cnocobCTBa 3a Pa3BUTUETO HA TYPUCTUYECKMTE MPOAYKTU, KAKTO U 3a
o0bocobnaBaHe Ha fgeltHoCTMTe Ha OpraHunsauuuTe 3a ynpasBiaeHUe Ha TYPUCTUYECKUTE paiioHu. LlenTta
Ha cTaTMATa e 43 ce U3Bee YCTOMUYMB MOAEN 3a yNpaBieHue, KOMTO 4@ Haarpaam CbluecTByBalLuUTe
pa3nucaHn AeMHOCTU Ype3 Cb3AaBaHe Ha MHCTPYMEHTAPUYM 3a NPOydYBaHE, OLEHKa W aHanus3 3a
AEeMHOCTTa My, KOeTOo e NoBulKM eeKTMBHOCTTA NpU yrpaBaeHWe Ha paioHa U NON3UTE 33 BCUYKMU
y4yacTBallM 3aMHTEPCOBAHM CTPAHW, KAaKTO W HEroBoTO nonynaspusMpaHe. MNpeameT Ha aHanu3 e
Cb3JaBaHe Ha YCTOMYMB YNPaBAEHCKM MOALEN 3a YNpaBiAeHWe Ha HOBOCH3AaAeHUTE TypUCTUYECKM
palioHu B Bbarapus, ¢ akueHT Bbpxy COPUNCKM TYPUCTUYECKM pPalioH Bb3 OCHOBA Ha afanTupaHe Ha
BOZELLM MOAENN 33 ynpasBaeHue 1 gobpu npakTuku. O6eKT Ha nscneasaHe e CoOUINCKM TypUCTUYECKU



PaloH OT rneAHa ToYKa Ha PasnUCcaHUTe AEMHOCTU MO BLTPELLHO W BbHLIHO YNpaB/jeHue Ha paiioHa
NpY HeroeaTa PervcTpaLms, KakTo 1 NPoAyKTOBaTa My creuuanmnsaums.

Developing a Methodology for Tourism Region Management (The Case of Sofia)

Regarding the search for opportunities for the development of receptive tourism destinations
and their sustainable development, more and more attention is given to the development of
specialized types of tourism, which in Bulgaria are a priority, both on the basis of the Tourism
Development Strategy in Bulgaria and on the basis of the Concept for tourism zoning. In tourism
management, the integrated management of the different tourism regions is important, and it should
be included in a common strategic framework with a general marketing plan for tourism development,
for both, Bulgaria and the individual tourism regions. It is necessary to pay attention to trends and
forecasts and the new market environment. The legislation in Bulgaria in the field of tourism zoning
contributes to the development of tourism products, as well as to the differentiation of the activities
of the Organizations for tourism regions management. The purpose of the study is to develop a
sustainable management model that will build on the existing planned activities by creating a set of
tools for research, evaluation and analysis of its activities, which will increase the region’s management
efficiency and the benefits for all participating stakeholders, as well as its promotion. The subject of
analysis is the creation of a sustainable management model for the management of the newly created
tourism regions in Bulgaria, with an emphasis on the Sofia tourism region based on the adaptation of
leading management models and good practices. The object of study is the Sofia tourism region from
the point of view of the scheduled activities for internal and external region management during its
registration, as well as its product specialization.

CTATUU U JOKNAAN, NYB/IUKYBAHU B HEPE®EPUPAHU CMTUCAHNA C HAYYHO PEUEH3UPAHE
WA NYbJINKYBAHU B PEOAKTUPAHU KOJTIEKTUBHU TOMOBE

HAYYHU CTATUU:

1. fHeBa, M., cn. UKoHOMKMYecKn anTepHaTtuem, YU "CtonaHcteo”, TeHdeHyuu e pazsumuemo
Ha mypu3sma, 2009 r., 6p.2, c.60-71
MKOHOMMKaTa Ha TypM3ma, OT efHa CTpaHa, M3y4yaBa 0b6LWMTE MKOHOMMYECKM 3aKOHOMEPHOCTU Ha
pPa3BUTMETO Ha MKOHOMMKATA, @ OT Apyra cTpaHa — 0CobeHUs BUA YOBELLIKA AeMHOCT 1 cneundmyHaTa
cdepa Ha Typu3ma B HALMOHANIHOTO CTONAHCTBO. M3MCKBaHMATaA Ha EBponeinckus cbio3 B chepaTta Ha
TYpU3Ma M NepCrnekTUBMTE 3a PasBUTUE NpPeS HALMOHANHUA TYPU3bM Ce M3pa3aBaT Npean BCUUKO B
KauyecTBOTO Ha TYPUCTUYECKMA MPOAYKT, KaTo Ha MbpBO MACTO 6a3aTa 3a CpaBHEHUE Mexay
TYPUCTUYECKUTE HAMpaBAEHUA U MPOAYKTU Ha OCTaHa/INUTE AbP’KaBM M PasHOCTPaHHa — U3UCKBA ce
MHOBATUBHOCT WM TOYHO CbOAIOAABAHE Ha BCMYKM WM3UCKBAHWA, MOCTaBAHM KAaKTO OT CTpaHa Ha
noTpebuTennTe, Taka U OT BCUYKM AMPEKTMBU Ha EBponeicknA cbto3. PasBUTMETO Ha KAa4yecTBOTO Ha
6bArapcKuA TYPUCTUYECKU NPOAYKT MOKe [ia Ce U3BeZie OCHOBHOTO HanpaBiaeHMe Ha NPOAYKTOBATA HU
NOJIMTUKA, @ UMEHHO MNPOBEXKAAHE HAa HALMOHA/IHA NOJIMTMKA 3@ YTBbPXKAABaHE ,FOCTONPUEMCTBOTO”
Ha BCMYKM HMBA Ha AbprKaBaTa U BCUYKU GOPMU HA TYPU3BM.
Tendencies in the development of tourism
The economics of tourism, on the one hand, studies the general economic laws of economic
development, and on the other hand — the special type of human activity and the specific field of
tourism in the national economy. The requirements of the European Union in the field of tourism and
the prospects for development of national tourism are expressed primarily in the quality of the tourism
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product, as first of all the basis for comparison between tourism destinations and products of other
countries is versatile — it requires innovation and strict compliance of all requirements set by both
consumers and all European Union directives. The development of the quality of the Bulgarian tourism
product can lead to the main direction of our product policy, namely the implementation of a national
policy to promote "hospitality" at all levels of the state and all forms of tourism.

2. flHeBa, M., boitueBa, Xp., ,[punoxKeHne 1 3HayeHUe Ha KopnopaTMBHaTa coumnanHa
OTFOBOPHOCT B TYPUCTUYECKUTE NPEANPUATUA 32 Pa3BMTUETO Ha TYPU3Ma U NOBULLIABaHe Ha
KOHKypeHTocnocobHocTTa my*“, cn. ,,MKOHOMMYECKM 1 counanHu antepHatusn”, 6p. 3,
Codms, 2017, c. 63-67, ISSN (print): 1314-6556, ISSN (online): 2534-8965

CtatnaTta uscnenBa u 00KaA38a 3HAYeHUEMO HA CmMpameauamda HA KoprnopamusHama coyuasnHd
0M2080PHOCM HA 8X00AWUME myporepamopu ¢ yes nosuulasaHe KoHKypeHmocnocobHocmma Ha
npodykma Ha mypucmuyeckus busHec 6 Bwvnzapus. MpeamMeTbT TPeTMpa BbMPOCUTE CBbP3aHM C
NPOMEHUTE B Pa3BUTMETO Ha Typmama no nosog KCO Ha TyponepaToOpCKUA CEKTOP NPUNOXKEHA KATo
CTpaTerva 3a NoBMLLABAHE HA KOHKYpPeHTOCnocobHOCTTa Ha 6brapckma TYPUCTUYECKN NPOAYKT, C Len
YCTOMUMBOCT Ha 6u3sHeca. O6eKT Ha M3cneaBaHe ca BOAELWMTE TyponepaTopu, KOUTO ca BHeApWUAU
KOpnopaTMBHATa COLMasHa OTTOBOPHOCT B AEMHOCTTA CU WM 4Ype3 HeA CTUMY/AMPAT Pa3BUTMETO Ha
OECTUHAUMMKTE, KaKTO U Ha A0CTaBUYMLUTE Ha TYPUCTUYECKU MPOAYKTU — MECTHUTE TYPUCTUYECKM

dnpmu.

Application and Significance of Corporate Social Responsibility in Tourism Enterprises for Tourism
Development and for Increasing its Competitiveness

The article examines and demonstrates the significance of the strategy of Corporate Social
Responsibility applied by the incoming tour operators to increase the competitiveness of the tourism
business® product in Bulgaria. The subject treats questions related to the changes in tourism
development based on the travel agency sector implementation of the CSR as a strategy for increasing
the competitiveness of Bulgarian tourist product for ensuring the sustainability of the business. The
research is based on the leading tour operators that have already implemented the CRS into their
operations and through it they stimulate the development of destinations and suppliers of the tourism
products — the local tourist businesses.

3. laneva, M., The sharing economy at tourist tours and its impact on the tourist business
(travel agencies) in Bulgaria, EUROPEAN JOURNAL OF ECONOMICS AND BUSINESS STUDIES,
January April 2018, Volume 4, Nr.1, p. 228-234, ISSN 2411-9571 (Print), ISSN 2411-4073
(online)

CnogeneHata MKOHOMMKA B TYPUCTUUYECKUTE MbTYBAaHMA WU BJIMAHUETO 1 BbPXY TYPUCTUYECKUA
6usHec (Typuctnueckute areHuum) B bbarapusa

HactoAwaTta pa3p360TKa n3cnegsa CblWHOCTTA Ha cnoAesieHata MKOHOMUKA U NMPUNOKEHUETO Ha
HelHuTe npoAas/sieHnA B obnactta Ha 6M3Heca Kato uAno0, N YaCTHOCT- Ha TYPUCTUYECKMNA CEKTOpP B
E'bl'll'apWr'I. MLI,EHTI/I(I)MLI,I/IpaT ce Teopun, Kacaewn TexXHONOrnATa Ha cnogeneHata WUMKOHOMMKa,
pa3rnexaaHu ot 4yXXaecCcrtpaHHM aBTOpU, C Uuen ga ce 06ocobu HeltHaTa CI'IELI,VId)VIKa 1 ga ce oHarnegun
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BAMAHUETO 1 BbPXY Pa3sHOPOAHWM acneKkTM Ha 6busHeca. Pa3BUTMETO Ha CbBMECTHOTO notpebneHue
obycnaBa M NpecTpyKTypuMpaHe Ha TYPUCTMUYECKMSA Masap M Hajara NPOMEHM B TbPCEHETO Ha
TYPUCTUYECKM MPOAYKTU. Pe3ynTaT oOT Bb3MOXKHOCTUTE, KOWTO MpenocTaBs, € nosBaTa Ha
HenpeacKasyeMocT B NoTPebUTENCKOTO noBegeHne- TYPUCTUTE TbPCAT HOB BUA MPOAYKT, KOMTO Aa
6bae KOMMNEKTYBaH CMPAMO TEXHUTE WHAMBWUAYANHU HYXAM. Bb3MOXKHOCTM 33 nogobpsaBaHe Ha
BPb3KaTa MeXKAy KpalHUA noTpebuten M oCTaHaNUTE y4acTHUUM B Cb3ZaBaHe Ha TYpPUCTUYECKMUSA
NakKeT, CbLUO 1 33 Npea/iaraHe Ha HOBM M Pa3HOOBPA3HU TYPUCTUUECKM NPOAYKTU, Ce NPeaCcTaBAT KaTo
HauMH Aa ce OTroBOPWM Ha HAcTOAWMTE MPOMEHM B TbpceHeTo. OuepTaHW ca TeHAEHUMUTE BbB
dopmmupaHe Ha HOB TYPUCTMUECKW MPOAYKT, aAanTMpaH KbM CbBPEMEHHUTE NMOTPEOUTENCKUN HYKAMN.
AHanusupa ce BAUAHMETO Ha CNogeseHaTa MKOHOMMKa BbpXy NOKasaTenun, M3amepBally U3MeHeHus B
HarnacuTe Ha TYpUCTUTE MO OTHOLUEHWE Ha NpPeanoyYnTaHUTe HauMHM Ha NbTyBaHe. PenaTmMBHO Ha
pasraexaaHaTa TeMaTUKa, ce U3cneaBa v NoBeAEeHUETO Ha BbArapckuTe TyponepaTopu, MMallm 3a LLen
[a 3anasaT UM pasWKpAT CBOWUTE NasapHM nosuumu. [okasBa ce HeobxoAMMOCTTa OT aganTupaHe
NPOAYKTOBaTa NOJIMTMKA Ha TYPUCTUYECKUTE areHLMM KbM TaKa oYepTaHaTa MKOHOMMYECKa CUTyaums,
C LleN MOCTMUraHe Ha YyCTOMYMBO Pa3BUTUE U KOHKYPEHTOCMOCOBHOCT.

The sharing economy at tourist tours and its impact on the tourist business (travel agencies) in
Bulgaria

This paper examines the sharing economy and the application of its manifestations in the field of
business as a whole and in particular- at the tourism sector in Bulgaria. Identified are theories,
regarding the technology of the sharing economy, that are also being studied by foreign researchers
in order to differentiate its specificity and to illustrate its impact on diverse aspects of business. The
development of the collaborative consumption also determines a restructuring of the tourist market
and imposes changes in the demand for tourist product. A result of the opportunities it offers is the
emergence of unpredictability at the consumer’s behavior- tourists are looking for a new type of
product to be created for their individual needs. Improving the link between the client and the others,
involved at the creation of a tourist package, as well as offering new and diverse tourist products are
presented as a way to respond to the current demand changes. Outlined are trends in the formation
of a new tourist product, adapted to the contemporary consumer’s needs. The paper analyzes the
impact of the sharing economy on indicators, measuring changes of the attitude of tourists, connected
to the preferred ways of travelling. Relatively to the examined subject, it is also researched the
behavior of the Bulgarian tour operators, aimed at preserving and expanding their market positions. It
is proved the need to adapt the product policy of the travel agencies to the outlined economic
situation, in order to achieve sustainable development and competitiveness.

4. fluesa, M., MNnaHupaHe Ha NPOyYBaHMUA NPU KOHCYATAaHTCKa OLLEHKa Ha TypuCTUUecKa
opraHmsaumna, LWectn roguwHuk KHWUA, VYHuBepcuteTrcko wu3sgatenctso “Maucwnii
Xunenpapckun“, Nnosaus, 2009 r., Tom 6, cTp. 78-88 ISSN: 1313-8472

KOHCYI'ITVIHI"bT € npotec, 4pes KOMUTO KOHCY/ZITAHTBT NpeanoctasA ycayra Ha KAMEHT (OpraHVI3aLI,Wr'I nnn
¢M3M‘-IECKO J'II/ILl,e) B OTroBOpP Ha HyXAWUTE Ha nocsieaHuA. CBbp3aHa C naeATa 3a npegocraBAHE Ha
yCayra e TeopuATa, Ye KOHCYNTAaHTLT M3roTBA CBOATA OLEHKa B NOMOLL, Ha KineHTa. KoHCcynTaHTCKaTa
PO1A B reHePNpPaHeTO U BbBEXAAHETO HAa HOBU Naen He 6u TpFI6Baﬂ0 Ja ce nogueHasa. B npoueca Ha
agantTauma KbM MNpomeHAWaTa ce cpena, B 4aCTHOCT BbB BpemMeE Ha d)I/IHaHCOBVI cbTpeceHuA,
opraHu3aumMmuTe ca OTBOPEHU KbM HOBMU MAEN OT KOHCYNTAHTCKU ycayrn. bes cbmHeHune To3un d)aKT
oT4yacTu obscHABA MOHATa BbJ/IHA, 3a/14/1a CEKTOPaA npe3 nocieaHuTe rognHun.

12



Planning of studies in consultancy evaluation of a tourism organization

Consultancy is a process through which the consultant provides a service to a client (organization
or individual) in response to the needs of the latter. The theory that the consultant prepares the
assessment to help the client, is related to the idea of providing the service. The consulting role in
generating and introducing new ideas should not be underestimated. In the process of adapting to the
changing environment, especially in times of financial concussions, organizations are open to new
ideas for consultancy services. Undoubtedly, this fact partly explains the fashion wave that has taken
over the sector in recent years.

5. flHeBa, M., BanaHue Ha anaepute B 6paHLua 32 BHeApABaHe HA HOBU NpoLecH, NoaxXo4au u
NPOAYKTU B TyponepaTopcKaTa U TypareHTckara geiHoct, Ceamu roamwHuk KUA, ,,ABTOnpuHT,
Mnosaus, 2010 r. Tom 7, cTp. 73-81, ISSN: 1313-8472

KauecTBoTO Ha MPOAYKTa Ha TYPUCTUHYECKMTE areHUMN e akTyasieH Bbnpoc npes noc/ieaHNTe roanHu B
MKOHOMMKATa HU, T. K. € B OCHOBATa Ha U3rpaAaHeTo Ha KOHKypeHTocnocobeH Typm3bM B Bbarapua.
3a nocturaHe Ha LeATa ce npoy4ysa HopmaTMBHaTta 6asa, pernameHTUpalla HOBUTE U3UCKBaHWUA B
o61acTTa Ha TypM3ma M B YaCTHOCT Ha TYPUCTUYECKUTE areHUMK, KaKTo M YyXKAECTPaHHUAT ONUT Ha
BOAeELLM eBPONenCKM TyponepaTopu, a ChlLo Taka ce NPaBAT KOHKPETHM NPeasioXKeHnA 3a npoueaypu
no aganTupaHe Ha TyponepaTopcKaTta AeMHOCT B Bbarapma KbM HOBUTE €BPONENCKM USUCKBAHWUA.

Influence of the leaders in the branch for introduction of new processes, approaches and
products in the tour operator and travel agency’s activity

The quality of the product of the travel agencies is a topical issue in recent years in our economy,
as being the basis of building competitive tourism in Bulgaria. To achieve this goal, examined is the
regulatory framework governing the new requirements in tourism and specifically regarding the travel
agencies, as well as the foreign experience of leading European tour operators, and some concrete
proposals for procedures for adapting tour operators’ activity in Bulgaria to the new European
requirements.

6.Yaneva, M., Consulting assessment of the organization, Journal: “Science & Research”, vol. 1(1),
2010r., c.58-68, ISSN:1314-295X

KoHcynTaHTCKa oueHKa Ha opraHuM3aums

®urHaHCOBWTE NPMXOAM Ca CAMO YacT OT METO/Aa 33 OLLEHKA Ha 3HAYEHUETO Ha KOHCYNITUPAHETO 3a
HauMoHaNHaTa MKOHOMMKa. CbLLEeCTBYBAT W APYrM XapaKTEPUCTUKM NPU NpUaaraHeTo Ha 3HaHUA U
epeKTMBHOTO M3M0/A3BaHe Ha BUCOKOKBANNPULMPAHM YoBELWKM pecypcu. IxkerMmc KyuH, oTbenssa,
4ye KOMMNaHWWTE 3aMoYBaT KaTo MasIku CTPYKTYPU U uaen u nHtenekT. He ¢usmnyeckata cmna e ToBa,
KOETO I pa3BMBa KaTo roemmn Kopnopaumu.

Consulting assessment of the organization
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Financial revenues are only part of the method of assessing the importance of consulting for the
national economy. There are other features in the implementation of knowledge and the effective use
of highly qualified human resources. James Quinn, noted that companies begin as small structures and
ideas and intellect, not physical strength is what makes them major corporations.

7.Yaneva, M., Organizing events for promotion of tourist destination, Journal: “Science &
Research”, vol. 1(2), 2011, c.51-60, ISSN:1314-295X

OpraHM3MpaHe Ha cbbuTHA 33 nonynapusnpaHe Ha TYypuctnyeckKka gectuHauuma

KamnaHuuTe ocbliecTsaBaHu ot MNP cneunannctTuTe ca 3aa4b/IKUTENEH U USKAOUUTENHO MOLLEH
WMHCTPYMEHT 33 3aBOIOBaHE Ha TYPUCTUYECKM NAa3apu 1 NOTPebuTenn Ha TYPUCTUYECKM NPOLYKTHU B
cseTa. EANH OT MCTMHCKMTE NpobieMu Ha TYPUCTUYECKATa MHAYCTPUA e NOALLEHABAaHETO Ha HOBUTE
NHPOPMALMOHHN TEXHOIOTMM B NONYAAPU3NPAHETO HA Bbarapua KaTo TypUCcTUYECKa AECTUHALMA C
HOBW Bb3MOMKHOCTU M NOA06peH MmuaK. Cnopes CTaTUCTUKATA Hall-roiemMuTe U Hak-NoNynapH#,
CbOTBETHO, Hali-NeYyeINBLLMTE Ca Te3M, KOUTO NpegnaraT pesepeaunmn, MHGopmaLma 33 NbTyBaHKS,
MOYMBKM C HETPAAULMOHEH MapLwpyT. MpUcbcTBUETO Ha Bbarapckma TypmMsbm B robaHaTa mpexa e
baKT OT HAKO/IKO FrOANHM.

Organizing events for promotion of tourist destination

Public Relations campaigns are a mandatory and extremely powerful tool for gaining tourist markets
and consumers of tourism products in the world. One of the real problems of tourist information is the
underestimation of new information technologies in the promotion of Bulgaria as a tourist destination
with new opportunities and improved image. According to statistics, the largest and most popular,
respectively, the most profit-making websites are those that offer reservations, information on trips,
holidays with non-traditional itinerary. The presence of Bulgarian tourism in the global network has
been a fact for several years.

8. Yaneva, M., Consulting project for identification and promotion of a tourist destination,
article, Journal: “Science & Research” of The Bulgarian Chamber For Science, Education
And Culture, vol.2(3), 2011, c.61-69, ISSN:1314-295X
KOHCYNTaHTCKM NpOeKT 3a uaeHTudULMpaHe u NPOMoLUpPaHE HA TYPUCTUUYECKA AeCTUHALMA

Mpes nocnegHUTe rOAMHN TYPUCTUUECKUAT BpaHLL e n3npaBeH npea, peamua BbNpocu, eanH oT KOUTO
€ TbPCEHETO HA KOHCYITAHTCKA Hameca Mo NOBOJ, Cb343aBaHETO, UAEHTUOULMPAHETO UM MPOMSAHATA
Ha MUMMOKA HA TYPUCTUYECKA AeCTMHALMA. be3npeueseHTHUAT pacTex Ha TypucTuYecKaTa MHAYCTpUS
npes nociaeaHUTe HAKONKO AeCeTMeTUA Cb3AaBa roNemmn npeans3BMKaTeNcTsa npes MapKkeTuHra Ha
AecTUHauuuTe. Bce noBeye Hauuu, PErMoHN M rpaoBe ce KOHKYpUpaT, 3a 4a NoJy4un passuTme
MECTHMA TYPU3BbM Ha MEKAYHAPOAHUTE Nasapu. [LoKkaTo TypuUCTUTE ce padasaT Ha MHOro6ponHUTe
Bb3MOMKHOCTU, KOMTO BCAKA AeCTUHALMA Npeasiara, MapKeTMHIOBUTE OpraHn3aumMm Ha AeCTUHaLMATa
TbPCAT Pa3/IMKNTE, KOUTO Aa MM OTAnYaBaT. NonynsapusnpaHeTo Ha TYPUCTUYECKUTE AECTUHALMMN OT
KOHCY/ITaHTCKMTE areHumnn e cTpaTerma 3a yBesimyaBaHe Ha KOHKYPEHTHUTE NO3ULMM Ha
AeCTUHauUuTe Ypes naeHTMduLmMpaHe 1 NONyaspusnpaHe Ha UMUIKA UM,
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In recent years the tourism industry faces a question of present interest. It is related to the search of
a consultant intervention on the occasion of the creation, identification or reposition of the image of
a tourist destination. The unprecedented growth of the tourism industry over the past few decades
creates major challenges for the destination marketing. More and more nations, regions and cities
compete to gain local tourism development in the international markets. While tourists enjoy the
numerous opportunities of each destination, the destination marketing organizations find harder
differences that distinguish them. The promotion of tourist destinations by consulting agencies is a
strategy to increase the competitive positions of destinations through identification and promotion of
their image.

9. flHeBa, M., cn. UHdpacTpyKTypa u KomyHuKauuu-YHCC, 6p. 4, HaumoHanHu ocobeHocTH Ha
KOHCYATUHra B Typuama, Codpums, 2011, c. 25-30, ISSN: 1314-0930

3a KOHCYNTaHTCKMTE GUPMKU e Heobxoaumo Aa onpegenat npoduna Ha ycayrute cu, Kakto u
npeanosiaraeMmTe CU KAUEHTH, 33 A3 HAMEPAT NPUIOKUMOCT TEXHUTE NPOEKTHU.

Mo3HaBaHETO KaKTo Ha cobCcTBEHATA KYATypa TaKa U Tasu Ha GMPMaTa-KIMEHT LLLe Peasm3npa ycnewHo
NoeTuTe NPOEKTM MO TeCTBaHE M BHeAPSABAHE HAa HOBM TYPUCTUYECKM NPOAYKTU, KOMTO Ca e4Ha OT Halt-
TbpCceHuTe ycnyru B chepaTta Ha TYPUCTUUYECKOTO KOHCYNTUPAHE.

EQHa OT NpUyYMHUTE YNPaBAEHCKOTO KOHCYyATUpaHe ga ce passume nbpeo B CALL e nopagm HAKoum
OCHOBHW Ky/1mypHU hakmopu, KaTo Hanpumep, obpaTHO Ha EBpona, He ce M3MCKBA OT ynpaB/ABalLmTe
6opaoBe Ha KOMMNaHUUTE 4@ Ca KOMMETEHTHU MO BCUYKKM BbMPOCK. 10 TO3M HAUMH “KynyBaHETO Ha
BbHLIHA KOMMNETEHTHOCT’ 3a pellaBaHe Ha onpegeneH npobsiem e Hamb/AHO HOPMA/IHO, KbAeTo
TbPCEHETO Ha eKCMepTHa BbHLUHA NOMOLL, Ceé CMATA 3a NPAKO CBbP3aHO C ynpaB/ieHNeTo. 3a pasnnKa
ot CALL, B EBpOna, ynpaBieHNETO MMa U eMOYUOHAHU U Ky/AmypHU U3MepeHus, CNopes, KOUTo eguH
MeHUIKBbP 61 TpAbBano Aa 6bAe KOMMNETEHTEH MO BCUYKM BBMPOCK U MO BCAKO BPEME.

National features of tourism consulting

Itis necessary for consulting companies to determine the profile of their services, as well as their
prospective clients, in order to find applicability for their projects.

The knowledge their own culture and the culture of the client company will successfully
implement the undertaken projects for testing and implementation of new tourism products, which
are one of the most sought-after services in the field of tourism consulting.

One of the reasons for management consulting to first develop in the United States is due to
some key cultural factors, such as, conversely to Europe, not requiring company boards to be
competent in all matters. Thus, the “purchase of external competence” to solve a certain problem is
completely normal, where the search for expert external assistance is considered to be directly related
to management. Unlike the United States, in Europe, management also has an emotional and cultural
dimension, according to which a manager should be competent in all matters and at all times.

10. AHeBa, M., cn. UHpacTpyKTYypa U KOMyHUKaunn-YHCC, KOHCYNTUHIbT B NPOMOLMPAHETO
Ha AaecTuHauuute, Codpus, KH.6, 2012, ¢.67-79, ISSN: 1314-0930
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B HacToALWOTO M3cneaBaHe Ce aKLeHTUPA BbpXY AEMHOCTTa Ha YNPaB/IEHCKMUTE KOHCYNTaHTU, HaeTu
OT TypucTMyecknte GUpPMM UAUM OT AECTUHAUMUTE MO MOBOA NONynspusMpaHe Ha AeCTUHaAUUKU U
npoayKTU. B xoda Ha AeMHOCTTa CM KOHCY/NTaHTCKMTE KOMMaHWW e Heobxoaumo aa Habenexar
KOHKPETHM CTbIMKK, KOUTO Aa ceaBaT Npu opraHn3aumsaTa Ha KOHCYNITaHTCKMUA NPOeKT. B Ta3u Bpb3Ka
TYPUCTUYECKMUTE NPOAYKTU Ca B LEHTbPa Ha MapKeTMHroBaTa CTpaTerns, nbpBaTa CTbMKa B
MapKeTMHIOBOTO MPOYYBAaHE HA KOHCY/ATaHTUTE € Ja ce aHa/n3uMpa UAanaTta KAMEeHTCKa NpoayKToBa
nopeguua, otbenssainkm ganv NpoayKTUTe NpeaocTaBaAT OTrOBOP Ha NOTpebuTennte; aTpakTUBHU K
Ca gecTMHauuuTe 3a NOoTeHUMaNHUTe NoTPebutenn; moxe M Npoaykta ga 6bae NpPomMeHeH, 3a 4a
OTroBapu Ha LefieBMA NasapeH cermeHT. AHanuMsupa ce ganu npegjaraHata rama oT NPOAyKTU ce
CbyeTaBa C UANOCTHUTE dUpMeHN Lenun. MpoaykTute e Heobxoammo aa 6baaT aganTvpaHu, 3a Aa
OTroBOPAT HA NOTPEBUTENCKUTE MOTUBM M NOINTUKATA Ha dMpmaTa.

Consultancy activity in the promotion of the destinations

The present study focuses on the activities of management consultants hired by travel
companies or destinations to promote destinations and products. In the course of their activity, the
consulting companies need to identify specific steps to follow in the organization of the consulting
project. In this regard, tourism products are at the heart of the marketing strategy, the first step in the
marketing research of consultants is to analyze the entire customer product series, noting whether the
products provide a response to consumers; whether the destinations are attractive for potential users;
whether the product can be modified to suit the target market segment. It is analyzed whether the
offered range of products is combined with the overall company goals. Products need to be adapted
to meet consumer motives and company policy.

11. Yaneva, M., Trends in management consulting in tourism, article, Journal: “Science &
Research”, vol. 1(4), 2012, c.33-41., ISSN:1314-295X

TeHAEeHUMM B yNPaBNEHCKOTO KOHCYATUPaHe B Typusma

NHAaycTpuATa HaA YNpPaBAEHCKOTO KOHCYATUpaHe 6enexun Bce NO-ronam Bb3xod. [1asapbT Ha
yNpaB/AEHCKO KOHCYNTMPaHe HapacTBa 6bP30 € TeMMNoBe Ha pacTeX no-rosemun ot 20 Ha cTo npes 80-
Te 1 90-Te roAMHN Ha MMHaNUA BeK. KaKTo BCUYKM BU3HEC yCayrn, KOHCYATAHTCKUTE yCayrn octaBaT
CU/IHO UMKAWYHM U CBBP3aHM C OOLNTE MKOHOMMYECKU ycnoBuA. KOHCyATaHTCKATa MHAYCTpUA ce
csumBa npes nepuoga 2001-2003 r., HO cnen TOBa OTHOBO HAPACTBA 40 HACTbNBAHETO MKOHOMMYECKATA
Kpmsa npe3 2009 roguHa. OTToraBa Ha nasapbT OTHOBO ce cTabwamsmpa. YnpaBneHCKOTO
KOHCYNTUPAHE € NpoLec Ha NpeaocTaBAHe Ha HE3aBUCMMM CbBETU U TEXHUYECKA MOMOLL, 33 peLlaBaHe
Ha LWMPOK KPbF BBMAPOCK, CBbP3aHW C OpraHusaumaTa, CTpaTervAta, nasapute, npoueaypute U
MeToANTE Ha ynpasieHne Ha GUPMUTE U OpraHM3aLMmTe KAKTO M NognomaraHe BHeApPABAHETO HA
B3eTuTe peweHnA. KoHCynTaHTMTE ca He3aBUCMMM CMEeuMannucTv, MOKAHEeHW n[a aHanuMsupar
HeonpeaeneHoCTH, KakTo U NPobaeMHU CUTyaLMK BbB dMpMaTa U 4a NpeasioxKaT pelleHune 3a Tax.

Trends in management consulting in tourism, article

The management consulting industry marks growing prosperity nowadays. The management
consulting market was growing rapidly with more than 20 per cent in the '80s and '90s of last century.
Like all business services, the consulting remains highly cyclic and linked to the general economic
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conditions. The consulting industry shrank during the period 2001-2003, but then rises until the
economic crisis, which occurred in 2009. Since then, the market has stabilized again. Management
consulting is the process of providing independent advice and technical assistance for a wide range of
issues related to organization, strategy, markets, procedures and management of companies and
organizations as well as support of the implementation of the decisions which are taken. Consultants
are independent experts who are invited to analyze the uncertainties and problem situations in the
company and then, to offer a solution.

12. Yaneva, M., The influence of art on the development of the travel agency product, article,
Journal: “Science & Research”, vol. 1(5), 2013, c.58-66. ISSN:1314-295X
BAnMAHMETO Ha U3KYCTBaTa BbPXY Pa3BUTMETO Ha TYPONEPaTOPCKUA NPOAYKT

MNpe3 nocnegHutTe roAMHW TypuaMa M B YaCTHOCT TyponepaTtopcKaTta AenHOCT TbpCAT HOBMU
aNTepHaATUBM 3a aKTya/IM3MpaHe Ha cBoMTe opepTu 1 3a YA0BNETBOPSIBaHE Ha BCE NO-NPETeHLMO3HUTE
N3UCKBAHMA Ha CbBPEMEHHUTE TYPUCTH. B nepuvoan Ha ¢uHAHCOBA Kpu3a, KaKTO M Ha
yBenunuyasal, ce 6poi yyaCTHMUM Ha nas3apa Ha TyponepaTopcKata W TypareHTcKata AenHOoCT,
MEHUKbPUTE Cb3aaBaT HOBM GOPMM 3a M3rpa)kgaHe Ha TYPUCTUUYECKUS MaKeT, OCHOBaHM Ha
KOHKPETHO My3MKasHO cbbuTne mam apyra ¢opma Ha U3KYCTBO MW 3abaBneHue, KOMTo Aa 6baar
OBUMKELL MOTUB 3a NpeanpuemaHe Ha TYPUCTUYECKO MbTyBaHe. M3xoxaanKkm oT nogobHa KoHuenuma
TYPUCTUYECKUTE CNEeuuanncTu Wu wuscnegoBatenn e HeobxoAMmo Ja CUM  U3ACHAT OCHOBHUTE
XapaKTEPUCTUKN U 0COBEHOCTM Ha NOA0OHW MeponpuATUS CBbP3aHU C M3KYCTBATa U CbOUTUMHUA
TYPU3bM.

The influence of art on the development of the travel agency’s product

Over the past few year tourism and tour operators in particular are seeking for new alternatives for
updating their offers and for meeting the increasingly demanding requirements of modern tourists. In
periods of financial crisis and in times of increasing numbers of the participants in the tour operating
and the travel agency work, managers create new ways of composing the tourist packages based on a
specific music events or other form of art or entertainment as a motive for embarking on a tourist trip.
Based on a similar concept the professionals in the tourism and researchers need to clarify the basic
characteristics and features on similar events related to arts and event tourism.

13. lHeBa, M., Aspects of consultancy management in tour operators’ business, cn.
,2NHPpacTpykTypa n KomyHukaumun”-YHCC, 2014( roa.4, aHyapm), KH.7, ¢.29-42, ISSN: 1314-0930,
ACneKTH Ha KOHCY/NITAaHTCKUA MEHUAKMDBHT B TYyponepaTopcKkua 6usHec

3HaYeHMEeTO Ha Typusma, Noa3uTe M BpeauTe OT HEroBOTO Pa3BUTUE OMNPeAenAaT AeWCTBUTENHaTa
HY)KAa OT CTpaTerMyeckn AeMHOCTU U KOOPAMHaLMA HA yYyacTHMUMTE Ha nasapa. OcHoBHaTa Len Ha
CTpaTerm4eckoTo NaaHMpaHe Ha MaKkpo HMBO e MOCTUTaHETO Ha LEeAnTe M OTroBapAHEe Ha M3UCKBaHUATA
Ha nasapa. [NpnunHKUTE 3a TOBa MMAT 0BEKTUBEH XapaKTep U ce Ab/KaT Ha HeobxoaMMOoCTTa OT o6La
BM3WA B XO4a HA PasBUTME Ha TYpPUCTMYECKaTa WMHAYCTPUS; HeobXoAMMOCTTa OT Ab/rOCPOYHO
onpeaensHe Ha COLMANHOTO, KYATYPHOTO M €KOIOTMYHOTO BAMAHME Ha TO3M HanpeabK; npobaemute
C OCUIYpPABAHETO Ha Pecypcu B PasfiMyHM AeCTMHALMM; Pa3BUTUETO Ha AeCTUHAUMATA C HapacTBalaTa
KOHKYPEHLMA 1 Na3apHa AMHAMMKA; HanpeabKa Ha TPaHCNopTa U MHGPaCTPyKTypaTa. EGEeKTMBHOTO U
YCTOUMBO pa3BuTME Ha BM3HECa MHOMO YeCTo e CBbP3aHO C NPOMEHM KaTo aganTMpaHe Ha 3HaHMATa
M NPOMAHA B NOBEAEHMETO Ha TYpUCTUTE. 33 KOHCYNTaHTUTE NPOMAHATa BMHArM € CBbp3aHa CbC
cTpaTermm, Tbi KaTo Te MJIaHWpPaT MPeavMHO AbJATOCPOYHU MpPOMeHU. B umHAycTpusTa Ha
TyponepaTopuTe B pa3BUTUTE CTPaHM NOAOOHM KOHCYNTAHTCKM NPOEKTU Ca YeCTo CpeLLaHn 1 3aemat
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3HAYUTENHO MACTO Ha nasapa. [oHacToAwem B bbarapna KOHCYNTAHTCKMUTE YCAyrM ce U3nos3sar 3a
NPOMEHU N NOo-CneunanHo B peKksiamaTta U pa3npoCcTpaHEHNETO n.

Aspects of consultancy management in tour operators’ business

The importance of tourism, the benefits and harms of its development determine the actual need of
strategic activities and coordination of the participants on the market. The main goal of the strategic
planning on macro level is achieving the goals and answering to the demands of the market. The
reasons for that have objective nature and are driven by the need of general vision and development
course of tourism industry; the need of long-term determination of social, cultural and ecological
influence of that progress; the problems with resource provision in different territories; the
development of the destination with the increasing competition and market dynamism; the progress
of transport and infrastructure. The effective and sustainable development of a business is very often
connected to changes such as knowledge adaptation and alteration of the behavior of the groups. For
the consultants a change is always connected to strategies because they are planning mainly long-term
changes. In tour operators industry in the developed countries such consultancy projects are very
common and take a significant place on the market. Currently in Bulgaria consultancy services are used
in shorter changes and in particular in advertising and distribution.

14. Yaneva, M., Emilova, I, Influence of the airline industry on the development of tour operators’
activities, cn. UHdpacTpyKTypa 1 KOMmyHuKauun-YHCC, KH.9, 2014 (roa.4), c.71-80, ISSN: 1314-0930

BnuaHue Ha aBMOMHAYCTPUATA BBPXY Pa3BUTUETO HA TyponepaTopcKaTa AeinHoCT

TYPUCTUYECKMAT BU3HEC WM aBUOMHAYCTPUATA Ca ABa CEKTopa, KOUTO MMaT Mpsaka Bpb3Ka M
0bycnoBeHOCT. PasBUTMETO Ha eauHMA BOAM PECMEKTUBHO A0 pacTe)a Ha ApyrMs M obpaTtHo.
TeHAEHUMKUTE M NpeaM3BMKaATENCTBATa, B Pe3yATaT Ha rnobanmnsaumaTa Ha nasapuTte, M3NCKBaT ABaTa
CeKTopa B3aMMHO 43 KOOPAMHMPAT YyCUAMATA CU C Lea NOCTUraHe Ha yCTOMYMBOCT Ha nasapa

Influence of the airline industry on the development of tour operators™ activities

The tourism business and the airline industry are sectors which have a direct relationship.
Development of the one leads respectively to the growth of the other and obversely. Trends and
challenges resulting from globalization of markets require each sector to coordinate its efforts in order
to hold its market stability.

15. Yaneva, M., Importance of tourism for the development of economies,, article, Journal:
“Science & Research”, vol. 1(7), 2014, c.7-20. ISSN:1314-295X

Bausinue Ha Typu3ma 3a pasBUTHEC HA UKOHOMHUKAaTa

Ta3n cratuAa pa3rnexaa BbhnpocCa, CBbpP3aH C MACTOTO U 3HAYEHUETO Ha Typu3Ma B CBETOBHATA
MKOHOMMKA U NpouecuTe, Nerkalliy B OCHOBATa Ha HEroBOTO pa3BuTMe. MazapHUTe yyacTHULM Ca YacT
OT ANHaAMWKaTa B UHAOYCTPUATA, T€ YaCTUYHO obocobnagat u AOOMPUHACAT 3a HelHoTO yCTOVIHMBO
pa3ssutue.

Importance of tourism for the development of economies
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This article addresses the issue related to the place and importance of tourism in the world
economy and the processes underlying its development. Market players are part of the dynamics in
the industry, they are part accomplish and contribute to its sustainable development.

16. AineBa, M., "MpeAan3BUKATENCTBA U Bb3MOXKXHOCTM 33 Pa3BUTUETO Ha Typuama B bbarapua”,
Cn."UHdpacTpykTypa n kKomyHukaummn", YHCC, "AaHrapg Npuma", Coopus, 2015, kH. 10, c.298-
303; ISSN: 1314-0930

B nacmoswomo npoyusane OOEKT Ha M3CIENBAHE € MaKpO YIPABIEHHETO HA TypH3Ma B

beirapus, a npeamer Ha U3CIEABAaHE Ca WHCTUTYLMOHAJIHWTE ACIIEKTH Ha CTPAaTErH4ecKOTO U
TaKTHYECKOTO yIpasiieHue. [lenTta € ma ce M3cienBaT NMPOLECHTE, KOMTO IE€ OKa3BaT BIMSHHE Ha
OBICUIOTO pa3BUTHE HAa TypU3Ma U IEHHOCTHTE NPEANIPUEMaH! OT ChOTBETHUTE OPTraHM Ha yIIpaBJICHHUE.
3amaunTe KacaAaT IMPOydYBaHE HA KOMYHHMKALIMOHHATa IIOJUTHKA, pEKJIaMHAaTa IOJIMTHUKA U
HaChbPUYUTEITHUTE NEHHOCTH IIPH MIPOMOLIMPAHE HA AECTUHALMHUTE W IPOAYKTUTE C LE] PA3BUTHETO Ha
pPELENTUBHUS TYpU3bM Y Hac.

Challenges and opportunities for the development of tourism in Bulgaria

In the present paper, the object of study is macro tourism management in Bulgaria and subject of
research are the institutional aspects of strategic and tactical management. The aim is to be considered
the processes that will have an impact on the future development of tourism and the actions of
entrepreneurs by the relevant authorities. The set tasks concern the communication policy, advertising
policy and incentive activities in the promotion of destinations and products in order to support the
receptive tourism in our country.

17. Yaneva,M., Misheva, M., “Management Aspects of Development of Tourism in Bulgaria”,
Journal of Science&Research(8), Bulgarian Chamber for Education, Science and Culture 2015, p. 67-
77, 1SSN:1314-295XE

YnpasileHCKH acnieKTH Ha pa3BUTHETO Ha Typu3sMa B Bbiarapus

[Ipe3 mocieaHuTe TOMUHHM TYpPU3MBT JI0Ka3a, 4Ye € OCHOBEH (aKTOp 3a WKOHOMHYECKOTO
BB3CTAHOBSIBAHE YpE€3 I'CHEPUPAHETO Ha MMJIMApIW J0JIapU B HM3HOCA W CH3IABAHETO HA MHJIMOHHU
paboTHU MecTa B cBeTOBeH Mamiad. [lannute Ha CBeTOBHATA OpPraHU3allus 110 TYPU3BM coUaT, 4e mpe3
m3muHanara 2014 r. Hag 1 muip. )KUTENH Ha IJIaHeTaTa ca ITbTyBalld B UyKOWHA C 1[eJ TYpU3bM min 51
MUJIHOHA TIOBeUe, OTKOIKOTO Tpe3 2013 1. M3munanara 2014 r. e 1 nerara nmopeHa roarHa ¢ pacTex
HaJl CPETHOTO HUBO, CJie]] uKoHOMuYeckaTa kpuza oT 2009 . OcBeH ToBa TypU3MBT € U BaXKEH U3TOUYHUK
Ha npuxoxu. Toil ocurypssa Hax 9 % OT CBETOBHMSI OpyTeH BbTpelleH npoxykrT. IIpuxoaure ot
Typu3bM 3a bearapus 3a usmunanata 2014 r. Bp3nu3aT Ha 6 MIIPJI. JIB., a 3a€TUTE B CEKTOpa ca 6im30
370 xun. gymu. TypusmbT popmupa 01130 14% ot OpyTHHS BBTPELICH IPOAYKT Ha CTpaHaTa.

B Ta3u Bpw3ka 3a bbirapus e BaxHO Aa clead MEeXIyHAPOIHUTE MPOLECH U TEHJCHIMH C LEN
YCIIENIHOTO ¥ MHTerpupane B Tax. ETo 3a110 He MoXe J1a He ce 0TOeNneXar CTATUCTUIECKUTE JJAaHHHU 32
nbeTyBaHus npe3 2014 r., cnopen xkouro 300 MiH. JIeBa NPUXOAM Ca pealM3UpPaHHd OT HOUIYBKHM Ha
Obarapm B cTpaHara, a mo npensapurenan naHHn Ha HCU ca permctpupanu 22 MiIH. HOIIYBKH Ha
ObJrapu 1 Ha Yy XXII€HIIM, KaTO MOCTBIICHUATA OT TSAX ca OKO0JI0 1 MiIpa. JeBa.

Management Aspects of Development of Tourism in Bulgaria

In recent years, tourism has proven to be a key factor for economic recovery by generating billions of
dollars in exports and the creation of millions of jobs worldwide. The World Tourism Organization
shows that in the past 2014 over 1 billion inhabitants of the planet have traveled abroad for tourism - or
51 million more than in 2013. The year 2014 is the fifth consecutive year with growth over average after
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economic crisis of 2009. In addition, tourism is an important source of revenue. It provides more than
9% of global gross domestic product. Revenue from tourism in Bulgaria for the past 2014 amounted to
6 billion Lev and employees in the sector are nearly 370 thousand people. Tourism forms nearly 14%
of the gross domestic product.

In this respect it is important for Bulgaria to monitor international developments and trends in
order to have a successful integration in them. Therefore, it cannot be mentioned the statistic for travel
industry in 2014, according to which 300 million lev are realized from nights of Bulgarians in the
country. According to preliminary data of the NSl are registered 22 million nights of Bulgarians travelers
and foreigners, the proceeds of which are about 1 billion levs.

18. Yaneva,M., Misheva, M., “The benefits and effects of the ,,Holiday& SPA EXPO”, Journal of
Science&Research(9), Bulgarian Chamber for Education, Science and Culture 2016, p. 74-82,
ISSN:1314-295X

B Hacrosimata craTus BHUMaHHETO ce (POKyCHpa BhPXY U3BEKIaHETO Ha KOHKPETHHUTE MOJI3H U €(DEeKTH
OT TPOBEXJAHETO Ha €OUH OT Hai-3HaunMmHuTe (GopymMH 3a OBIATapCKUS TYPUCTHUECKH Mazap —
MexayHapoaHara Typuctuiaecka 6opca ,,BAKAHLMA N CITA EKCIIO®. B xona Ha u3cieABaHETO
TYPUCTHYECKOTO M3JIOKEHHE C€ Pas3INIekKAa Karo yHHBEpcasHa IuaropMa 3a OCHLIECTBSIBAaHE Ha
Pa3NUYHU YACTHHU, PETUOHAIHYU U HALIMOHAIHY [IEJIH 10 OTHOLICHHE Ha pa3BUTHETO Ha Typu3Ma. B st
CBAT W3JIOKOEHHWTE IEHHOCTH ca BaKHA YacT OT HAIMOHAJIHATa MKOHOMHKAa B pOJSTa MM Ha
qyBCTBUTENIEH 0apOMETHP 32 HACTOSIIETO M OBJICIIETO HA MHIYCTPHAIHUTE ra3apy. Te mpeaocTaBsT
OTPOMHHU BB3MOXKHOCTH 33 €IHOBPEMEHHO Pa3NpOCTpaHCHWE M MOJy4aBaHE HA IIUPOK CIEKTHP OT
MKOHOMHYECKA, OpraHM3alHOHHA, TEXHHYECKa U ThProBCKa HH(POPMAIHS Ha CPABHUTEIHO JOCTHITHA
neHa. MexxayHapoJHUTE W3T0KOCHH MEPONPUSTHS Ce SBSBAT HE CaMO CPEACTBO 32 MPOTHO3MPaHE Ha
KOHIOHKTYPHH M3MEHEHHS, HO C€ XapaKTepH3HpaT U KaTo SIBICHUE C HKOHOMHYECKO, TIOTMTHIECKO U
COIMAJTHO 3HAYCHUE.

The benefits and effects of the “Holiday& SPA” EXPO

This article looks at the specific benefits and effects of one of the most important forums for the
Bulgarian tourist market, the “HOLIDAY & SPA EXPO”. The research shows that the exhibition forms
a universal platform for the implementation of various private, regional and national targets for the
development of tourism. Worldwide, exhibition activities form an important part of the national
economy in their role as a sensitive barometer of present and future of industrial markets. They provide
huge opportunities for both distributing and collecting a wide range of economic, organizational,
technical and commercial information at a relatively affordable price. International exhibitions provide
not only a forecasting tool for cyclical changes, but are also events with economic, political and social
importance.

19. Yaneva, M., Gaidarov, N., “Economics of experiences and its role for the development of
creative tourism’, Journal of Science&Research(10), Bulgarian Chamber for Education,
Science and Culture 2017, p. 29-35., ISSN:1314-295X

HxoHOMHKATA HA U3KNBABAHUSATA U POJIATA W 32 Pa3BUTHETO HA KPEATHBHUSA TYPU3BM
AXTyalHOCTTa Ha HM3clie[iBaHaTa mpobieMaTHKa ce oOyclaBsi OT MHOXECTBO IPOIIECH, KOUTO TIpe3
MOCIIEIHUTE TOJMHU C€ aKTHUBH3UPAT B OOIIECTBEHOTO MPOCTPAHCTBO, KakTo B EBpoma cBBp3aHu C
HEHHWTE TNPUOPUTETH B pPa3BUTHETO, Taka M B bearapus. Paznuunu opraHu3auuu CrIONENST
NoTpeOHOCTTa OT ThPCEHE Ha HOBH (JOPMHU 3a pa3BUTHE Ha OHM3HECA, KOUTO Jia KOPECTIOHIUPAT ChC
CTpaTerMYecKUTe IMPHOPUTETUTE Ha AbpxkaBure. OT IJIeAHA TOYKA HAa HOBUTE IOTPEOHOCTH Ha
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CHBPEMEHHUS YOBEK U THPCEHETO Ha HOBU (DOPMU Ha M3IKUBSBAHHS C€ Haiara HeoOXOJMMOCTTa 3a
Ch3/laBaHe HAa HOBU OW3HEC MPOIYKTH, KOUTO J]a OCUTYPSBAT KOHKYPEHTOCIIOCOOHOCT M aJIeKBATHO
Pa3BUTHETO Ha OOIIECTBOTO TIpe3 2 1-BHU BEK.

Economics of experiences and its role for the development of creative tourism

Actuality of the investigated problems is conditioned by multiple processes, which in recent years
become active in the public domain in Europe related to its priorities in the development and in Bulgaria.
Various organizations share the need for new forms of business development, to correspond with the
strategic priorities of the countries. In terms of new needs of modern man and the search for new forms
of experiences have the need to create new business products to secure competitiveness and adequate
development of society in the 21st century.

20. laneva, M., Georgieva, R., Creating Specialized Tourist Products for Strategic Destination
Management, Journal of Science&Research(11), Bulgarian Chamber for Education, Science and
Culture 2018, p. 76-87. ISSN:1314-295X

IIpoexTHpaHe HA cHEUMATU3MPAHU TYPUCTHYECKH MPOAYKTH 32 CTPAaTerH4ecko ylnpapjieHUe HA
AeCTUHAIUMTE

Hacrosmara pa3paboTka mpeacTaBs BB3MOXKHOCTUTE 3a pa3zHOOOpa3siBaHE Ha TYPUCTHYECKOTO
IpelJiarate, ype3 Ch3AaBaHe U yIpaBlICHUE Ha CIICHUATU3UPAHH MPOAYKTH, KATO METOJ 32 IIOCTUI'aHE
Ha MKOHOMHYECKa €(PEKTHBHOCT BHPXY JACHHOCTTa HAa TYPUCTHYCCKHTE arcHIMH, a CHUIO0 M KaTo
HHCTPYMEHT 3a CTPATErMYeCKO YHPABICHHE Ha TYPUCTHUYECKHUTE NECTUHALUHU. AKmyarHocmma Ha
memama ce o0ycnaBsi OT NMPEHACHUIIAHETO Ha TYPUCTHUUECKHUS Ia3ap Ha MpelylaraHe ¢ MPOAYKTH C
WACHTHYEH XapakTep M HEOOXOIMMOCTTa OT MpeAllpreMaHe Ha IMOJUTHKA MO Pa3sHOooOpa3sBaHEe Ha
TYPUCTHUECKOTO npeanaraHe. KOHKpeTHO NpwiIoKeHHEe HAa HAYMHATE 3a MPEOAONsABaHE Ha
€IHOPOJHOCTTA B IIPEJIaTaHETO € HAMEPEHO B CHEMaIM3UpaHe Ha TYPUCTHUECKUTE arcHIUH, 4pe3
Chb3aBaHE Ha MPOrpaMHM IO HIKOW alTepHATUBHU BUIOBE TYpU3bM, KaTO MAEJOBHUS, 3JpaBHUS,
pas3BleKaTeNIHUsI M TO3M HAa W3KUBSIBAHMATA, KOUTO Ca dYacT OT AWHAMHYHOTO pa3BUTHE Ha
MEXAyHapOJHHUTE Ma3apH.

Creating Specialized Tourist Products for Strategic Destination Management

The current paper presents the opportunities for diversification of the tourism supply through the
creation and management of specialized products as a method of achieving economic efficiency on the
activity of travel agencies, also as a tool for strategic management of the tourist destinations. The
significance of the subject is determined by the over-saturation of the tourist market with supply of
identical products and the need of a policy of diversifying the tourist supply. Specific application of the
ways to overcome the homogeneity of supply has been found in specializing travel agencies, by creating
programs on some alternative types of tourism, such as business, health, leisure and entertainment,
which are part of the dynamic development of international markets.

21. laneva, M., Portarska, V., Management aspects of the destination marketing organizations,
Journal of Science&Research (12), Bulgarian Chamber for Education, Science and Culture, vol.12,
2019, cTp. 48-59, ISSN:1314-295X

YnpaBAeHCKM acNeKkTU Ha MapKeTUHIroBUTe OpPraH13aLMmn Ha AecTMHaUMuATa

Cratusita m3cienBa W aHanmm3Wpa crenupukaTta U XapakTepUCTHUKUTE HAa MEHWDKMBHTA Ha
JeCTUHALIMATA U TSXHOTO NMPOQUIMpaHe CIIOpe ] KOHLENIUATA 32 PAliOHUPAHETO Ha TypU3Ma 110 BUIOBE
Y TIOJIBUJIOBE, KAKTO U TSIXHOTO e()EKTUBHO YIIPABICHUE Ype3 MPUIaraHe Ha MOJICIU TPH yIIpaBIeHHE
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Ha JIECTUHAILINY, OMYJISIPHU B JPYTH Pa3BUTH TYPUCTHUYECKH CTpaHu. PaspaboTBaHeTO HA aJanTUBHU
MOJIETIN 32 YIIpaBlIeHWE HAa TyPUCTHYECKHATE PETHOHH, HISHTH(HUIMPAHETO HAa HEOOXOIWMOCTTa OT
CrielUaIn3alys Ha IEJIOTOJUIIHUS TYPUCTHUYECKH MNPOAYKT, KAKTO M PE3YITATUTE OT HETOBOTO
MprJIarane Ha MpaKTHKa ca MeJUTe, KOUTO ca 3aJI0KeHN B HACTOSIIIOTO Mpoy4BaHe. TSXHOTO pemaBaHe
IIe TIOMOTHE 32 Pa3BUTUETO HA TYPUCTHUYCSCKHUS OM3HEC Ype3 MAPKETHHIOBOTO yIPaBJICHUE.

Management aspects of the destination marketing organizations

The study examines and analyses the specifics and characteristics of the destination management
and their profiling according to the concept of tourism zoning by types and subtypes, as well as their
effective management through the application of models for management of destinations popular in
other developed tourist countries. The development of adaptive models for the management of the tourist
regions, the identification of the necessity of specialization of the year-round tourist product, as well as
the results of its application in practice are the objectives, which are set forth for explanation in the
present study. Explaining them will help develop the tourism business and its marketing management.

HAYYHU AOKNAAU

22. AAHeBa, M., KoHCcynTaHTCKa oueHKa no naeHtuduumpaHe, Cb3gasaHe n NpomMmoLMpaHe Ha
TYPUCTUUECKA AeCTUHaUMA OT TyponepaTtopuy, ,lMpeanssBukaTencrsa npea typusma B 21 sek”-
c6opHuUK, ABaHrappg Mpuma, Codusn, 2011 c.283-288, ISBN 978-954-323-905-4

Mpes nocnegHUTe roAnHM B TYpUCTUYECKATa MHAYCTPUA 0COBEHO aKTyaNeH e BbNpoChbT CBbP3aH
C TbpCEHETO Ha KOHCY/NTaHTCKa Hameca MO MOBOA Cb3AaBaHe, ngeHTudmumpaHe Uan
PeNoO3MUMOHNPAHE Ha MMMAXK Ha TypuUCTMYEcKa AecTvHauuA. besnpeueaeHTHUAT pacTex Ha
TypucTMyeckaTa WHAYCTPUA MNpe3 MoCNegHUTE HAKONKO AeCeTUNeTMa Cb3afde OCHOBHM
npeansBuKaTesICTBa Nped MapKeTMHra Ha gecTHaumuTe. Bce noseye u nosedye HaUWUWU, PErMOHN U
rpafloBe ce KOHKypMpaT Ha MeMKAyHapoAHMTe nasapu 3a crne4yesiBaHE Ha JIOKAZHO TypPUCTUYECKO
passutue. [JoKaTo TypuUCTMTE Ce HacnaK4asaT Ha MHOrobpoiHUTE AEeCTUHALMOHHM Bb3MOMKHOCTH,
MapKeTUHrOBMTE OpraHu3aunmn Ha AecTUHaUMUTE HamMpaT BCe NO-TPYAHO Pasinyms, C KOUTO Aa M
oTaun4asar. [IpomouMpPaHeTo Ha TYPUCTUYECKUTE AECTMHALMM OT KOHCYITaHTCKMTE GMpPMU e cTpaTerns
33 yBe/NMYABAHE Ha AECTMHALUMOHHUTE MM KOHKYPEHTHM MO3MUMKM 4Ype3 uaeHTUdUuMpaHe u
NPOMOLIMPaHe Ha TEXHUAT UMUOK.

Consulting assessment of identification, creation and promotion of the tourism destination by tour
operators

In recent years the tourism industry faces a question of present interest. It is related to the search of
a consultant intervention on the occasion of the creation, identification or reposition of the image of
a tourist destination. The unprecedented growth of the tourism industry over the past few decades
create major challenges for the destination marketing. More and more nations, regions and cities
compete to gain local tourism development in the international markets. While tourists enjoy the
numerous opportunities of each destination, the destination marketing organizations find harder
differences that distinguish them. The promotion of tourist destinations by consulting agencies is a
strategy to increase the competitive positions of destinations through identification and promotion of
their image.

23. flHeBa, M., Muwesa, M., NMpunokeHne Ha MHGOPMALNOHHUTE TEXHONOTUM NPU NPOMOLUPaHEe
Ha TYPUCTUYECKU NPOAYKTU OT MbTHUYECKUTE areHuum, MexayHapoaHa HayyHa KoHdepeHuua
»MpnnoxeHne Ha UHPOPMALMOHHUTE U KOMYHUKALMOHHUTE TEXHONOTUU B UKOHOMMKATa U
obpasoBaHuero”, C60pHUK, Codua, 2011., c. 550-557, ISSN 978-954-92247-3-3
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NHTepHEeTBLT ce pa3BMBa U3KAOYUTENHO 6bpP30 Npe3 nocaegHuTe rogmMHun, Npean3BMKBanNKM KOpeHHa
NpoOMsAHa B TbPCEHETO Ha MHOPMaUMA 33 TYPUCTMYECKM MbTyBaHMA. 10 Tasn npuunHa B chepata Ha
TYypU3mMa CMe CBUAETENM Ha ronam 6poi yeb6-6asmpaHn MapKeTUHrOBM KamMmaHUW M yCMeLWHU
UHTepHeT peweHna. OTOaBHA € HANOXEHO MHeHueTo, Ye MHTepHeT cpegaTta N03BO/ABa ycnewHa
peanus3aumsa Ha nasapa Ha TypucTMyeckuTe cybeKkTn (xoTenu, TyponepaTopu, areHuuu un T.H.).
MpucbcTBMETO Ha TyponepaTtopute U TYPUCTUYECKUTE areHumMn B MHTepHeT cpeaarta npomeHs
APACTUYHO KaKTO NPOMOUMATA, Taka U ANCTPUOYUMATA Ha TYPUCTUYECKUA MPOAYKT.

Application of the information technologies in the promotion of travel products by travel agencies
Internet has developed extremely fast in the recent years, causing a radical change in the search for
travel information. For this reason, in the field of tourism we are witnessing a large number of web-
based marketing campaigns and successful Internet solutions. It has long been believed that the
Internet environment allows the successful realization of the market of tourism entities (hotels, tour
operators, agencies, etc.). The presence of tour operators and travel agencies in the Internet
environment drastically changes both the promotion and distribution of the tourism product.

24, AiHeBa, M., Muwesa, M., KOHCyATUHT no naeHTUdNLUMpaHe UMUOXK HA TYPUCTMYECKA AECTMHAUMA,
MexayHapoaHa Hay4yHa KoHdpepeHuus «lNepcnekTuBm 1 npeam3BuKaTesicTBa npes obyyeHneTo no
6usHec agMmuHUcTpauma» /okt.2011/, YHCC AsaHrapg MNpuma, Codus, 2012 r., KHMXKKa ¢ abcTpaKT
c.111-113 ISBN 978-954-323-898-4;C60pHMK Ha aucK ISBN 978-954-323-990-0

HuckycruonHa cepa 3a aHanu3 u pa3padoTKa B KOHCYJITAHTCKHS MTPOEKT € PUPMEHUSIT UMUK
C HErOBOTO HACHTH(HUIMpPAHE OT YHPABICHCKUTE KOHCYJITAaHTH C IIeJ YCIHENIHO ITOMOLMpAaHe Ha
npoaykTu. ToBa TpsiOBa ma € cpueTaHo ¢ MpeicTaBaTa Ha (upmara, KOSTO M30Mpa AECTHHAIIUHTE
CIIope]l LIeJIEBUS CH MTa3apeH CETMEHT, KOMTO IUIaHUpPa Ja yIOBJIETBOPSBA. MHOT0 4ecTO JaHCHPAHUST
UMUK HE ce MPHUIIOKPUBA C MPEJCTaBUTE HA MOTPEOMTENNTE WM € BUIOU3MEHEH BbB BPEMETO Ha
pa3Tex M pa3BUTHE HA JIECTHHAIMUTE.

Consulting activity for identifying the the image of a tourism destination

Discussion area for analysis and development in the consulting project is the company image
with its identification by management consultants in order to successfully promote products. This should
be combined with the image of the company that chooses the destinations according to its target market
segment, which it plans to satisfy. Very often the launched image does not overlap with the perceptions
of consumers or is modified in the time of growth and development of destinations.

25. flHeBa, M., TeHAEeHUUM U Npean3BUKaTEeNCTBA B BU3Heca upes BHeApPABaHE HA HOBU NPOAYKTU
Ha TypucTUYecKua nasap, C6opHuK: ,BU3HecbT — No3MTMBHaTa cuna B obwectsoto”, HBY, Codus,
2014 r., c.444-458, ISSN978-954-535-796-808-1

Hacrosimusr HaydeH HOKIaa pasriexnaa BIMSHHUETO HAa HOBHTE TEXHOJIOTMH BBPXY Pa3BUTHETO Ha
€KCKYP30BOACKOTO 00ciy>kBaHe. M3cineqBaHu ca KOMIIOTBPHO Ch3/1aJICHUTE BUPTyalHH €KCKYP30BOY,
KaTo ce M3THKBAT TEXHUTE PEIUMCTBA U HEIOCTATHIIM, KOUTO BIMSAT HA PAa3BUTHETO HA TypH3Ma U Ha
MKOHOMHMKATa Ha JIaficHa CTPaHa KaTo Ls10. AKIIEHT € MOCTaBEH Ha BHUPTYaJIHUTE TYPOBE - CHIIHOCT,
XapaKTEepPUCTHUKH, BUJIOBE U MO-CIEIMATHO Ha TaHopaMHuTe u 3D BupTyasHu pa3sxoaxu. Pasrienanu
ca Hali-U3BECTHUTE BUPTYaJIHU My3€H B cBeTa. [IpencraBeHo e mpoyyBaHe Ha na3apa Ha €JIEKTPOHHUTE
TYPUCTHYECKH MHTEBOAUTENH U TIEPCIIEKTUBUTE 32 TIXHOTO Pa3BUTHE.
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Trends and challanges in the business trough implementing new products at the tourism market
The current academic report looks at the influence of the new technologies upon development of tour
guiding. Subject of research are computer designed virtual tour guided, highlighting there advantages
and disadvantages. Focus is about virtual tours — nature, features, types, and especially panoramic tours
and 3D virtual tours. The most popular museums in the world have been considered. A study of market
of electronic tour guides and their prospects are presented.

26. SlumeBa, M., TypusMbT — HMHAUKATOP 3a pa3lIMpPsIBaHe HAa Ma3apa HAa M3KYCTBaTa B
TypUCTHYecKHTe JecTuHauuu, CoopHuk: ,,Orropopen typuszbm 20207, 1Y Bpana, 2013 r., c121-
128, ISSN 978-954-21-0665-4

CBoO0ogHOTO BpeMe OOWKHOBEHO, M MHTEpeca KbM HM3KyCTBaTa MOXKe Ja Oblie 00SICHEHO OT
IJIeJHa TOYKa HA TOBAa, Y€ T€ CE M3MOJ3BaT Jia M3TPAXKIAT BPH3KU U 3aTBBPKAABAT MICHTUYHOCTH.
WzkycTBaTa u 3a0aBieHUATa OOMKHOBEHO OMBAT pa3iiMyaBaHH M0 MEXKY CH, KaTo 3a IIeTa CE U3BEKIAT
OTIpe/IeTICHN XapaKTepHH YePTH, KOUTO I'M OTIIMYaBaT enHu oT Apyru. [[ymara ,,3a0aBineHne’” BKIIOYBA
rojsiMO pa3HOOOpasue OT JEHHOCTH, KaTO HalpuMep TJelaHe Ha TEJICBU3WS WM WIPAacHE Ha
KOMITIOTBPHHU WUTPH BKBIIH, CIyIIaHEe HA My3WKa, TIIeJJaHe Ha CIIOPT, KWHO IOCEIEHUS, TIOCEIICHUS Ha
TEMAaTUYHU IaPKOBEC, CHIIO U HA JUCKOTCKU. B JOM'BJIHEHUE CC€ CBBbP3BAa U C UIIBJIHCHUATA HA JKUBO HA
MIO3UKBJIM, BAPUCTCTHU 1IOYTAa, KOHICPTHU HA I'PYIIH, Ka6ape, YJIUYHU U3IBJIHUTECIIN, IO KOHICPTH,
POK, ka3, GOIKIOpPHA My3UKa, TaHIH, ITUPK, KOMEAUS U Marus U T.H. ,,MI3KycTBa” OOMKHOBEHO Ce
CBBP3BAT C IPOU3BEACHUS U JICHHOCTH KaTO Kilacu4yecka My3HKa, 0ajeT, MMeCcH, orepa, KakTo U KapTHHH
U cKkynnrypa. TypucTrdeckuTe NeCTHHANMN WHTeTpUpaT U3KyCcTBaTa U 3a0aBIeHHATa OT eIHa CTPaHa,
a OT Jpyra CTUMYyJHMpaT TeXHUS Na3ap. Bpb3kure M 3aBUCUMOCTUTE MEKIY ABeTe cdepu umar
VHAWKATHBEH XapaKTep U JONPHUHACST 32 PA3BUTUETO HM.

Tourism — an indicator for the expansion of the art market in the tourism destinations

Leisure time usually, and the interest in art can be explained in terms of the fact that they are
used to build relationships and reinforce identities. Arts and entertainment are usually distinguished
from each other, and for this purpose certain characteristics are derived that distinguish them. The word
"entertainment” includes a wide variety of activities, such as watching TV or playing computer games
at home, listening to music, watching sports, cinema visits, visits to theme parks and also discos. In
addition, it is associated with live performances of musicals, variety shows, group concerts, cabaret,
street performers, pop concerts, rock, jazz, folk music, dance, circus, comedy and magic, etc. "Arts" are
usually associated with works and activities such as classical music, ballet, plays, opera, as well as
paintings and sculpture. Tourism destinations integrate the arts and entertainment on the one hand and
stimulate their market on the other. The connections and dependencies between the two spheres are
indicative and contribute to their development.

27. SIneBa, M., Ilpuapy:keHuTe TYpUCTHYECKH MbTyBaHUsA B EBpona—0co0eHOCTH M TeHAeHINH,
CoopHuk: ,,TpaHCIOPTHT B MPOMEHSIIIUSA Ce CBAT — NMpean3BuKarencTsa u pemenus”’, YHCC,
Codms, 2014, c.288-298, ISSN 978-954-535-898-2

IIpe3 mocnenHnTe TOAMHU ce HaOIIOAaBa PHCT HA H3XOJAININTE TyPUCTHUECKH IBTYBaHUS,
BOJIEH OT OypHOTO MKOHOMHYECKO Pa3BUTHE HA PEIMIIA PETUOHU U HAPACTBAHETO Ha IOXOJUTE B MHOTO
WKOHOMHKH. MeXIyHapoHaTa TypUCTHYeCKa WHAYCTPHS CTaBa CBUJETENI Ha yBelMvaBall ce Opoi
U3XOASIIM TYPUCTH OT BCHYKM KOHTHHEHTH. OCBEH TOBa, B pe3yiTaT Ha OOJIEKYaBaHETO Ha
OTpaHWYEHHSTA 32 IHTYBaHe B Uy»KOMHA, OPOST Ha MBTYBAIIUTE CE OYaKBa J1a CE YBEJIMYHU U B ObeIIe.

Escorted tours in Europe - features and trends
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In the recent years, there has been an increase in outbound tourism travel, driven by the rapid economic
development of a number of regions and the growth of incomes in many economies. The international
tourism industry is witnessing an increasing number of outbound tourists from all continents. In addition,
as a result of easing restrictions on travel abroad, the number of travellers is expected to increase in the
future.

28. SIneBa, M., "JInaepcTBOTO - 10OpHTE MPAKTHKHU B Typonepatopckara geiHoct', CoopHHK:
"JIuaepcTBOTO - Bpeme e 3a npomenn", HBY, Codmus, 2015, c. 539-548, ISSN 978-954-535-898-2
Hacrosimusit noknan n3Bexna JoOpuTe NpakTHKK Ha JIUACPUTE B TypOIIepaTOpCKus OU3HEC C LeJ 1a ce
ouepTasAT TEHICHIMHUTE B Pa3sBUTHETO Ha MHIYCTPHUATA U J]a C€ OCUTYPHU ABITOCPOUYHHUS pACTEX Ha
OCTaHAJINTE TYPUCTUYECKH MIPEATPUITHS.

The following paper identifies the good practices of the tour operators which are market leaders in order
to emphasis the tendencies in the tourism development and to ensure the long-term growth for all the
tourism companies.

29. flHeBa, M., CO60pHUK: ,YOBELUKMAT KanuTaa-meToh0/10ruaA, M3mepeHus, NpakTuku®, ,Hosu
meHOAeHyuu e pazeumuemo Ha mypusma*“, HBY, 2015, c. 399-410, ISBN 978-854-535-853-1

MeKAyHapOaHMAT TYPU3bM NPeACTaBAABA eHa OT HaW-ANHaMUYHUTE cdhepun Ha CBETOBHATA
Tbprosusa ¢ ycayru. Cnopen CBeTOBHaTa OpraHU3aLma nNo Typusbm, PbCTbT Ha TYPUCTUYECKUA BpaHLL
we 6bae Heobpatum npe3 XXI BeK. 3HayeHWETO Ha TypuM3mMa 3a CBETOBHATa MKOHOMWMKA W 3a
HaUMOHa/IHUTE MKOHOMMUKU Ce u3BeXaa cnopes AaHHU Ha PasAnUyHU MeXAYyHapOoaAHW OpraHu3auunm.
COT B cBOA goknag no typusbm 2020 Vision npeanonara, 4e mexKayHapoaHUTe NPUCTUraHMA MOraT Aa
pocturHat Hag 1,56 mapa. ao 2020 r., oT Kouto 1,18 muamnapga eBpo uwe 6baaT B pamMKuTe Ha
perMoHanHun nbTyBaHua M 377 000 000 we 6bAaT 3a NbTyBaHMA Ha AbAru pasctoaHua. 30% oT
TYPUCTUYECKUTE NbTYBaHUA ce npeanpuemaTt oT HaceneHuveto Ha CALL, AnoHua, TepmaHua,
Bennkobputanma, Utanua, ®paHuma n KaHaga. Knutan e eaHa oT HaW-npueaekaTesiHUTe CTPaHu B
MeXAyHapoaAHUA TYPU3IbM.

NEW TRENDS IN YOURISM DEVELOPMENT

International tourism is one of the most dynamic sectors of the services world trade. According
to the WTO, the growth of the tourism industry will be irreversible in the XXI century. The importance
of tourism for the global economy and national economies are displayed according to data from
various international organizations. WTO in its report Tourism 2020 Vision suggests that international
arrivals could reach 1.56 billion by 2020, € 1.18 billion of which will be in regional trips and 377 million
will be travelling long distances. 30% of tourism trips are made by travelers from the U.S., Japan,
Germany, Britain, Italy, France and Canada. China is one of the most attractive countries in
international tourism.

30. SIneBa, M., CoopHuk: "TypusmMbT B enoxata Ha TpaHcpopMmauus'', AHATU3 U TUCKYCHOHHHI
acrneKTH Ha Pa3BUTHETO Ha Typu3Ma B bbarapust na makpopasuuie", UY-Bapna, 2015, ¢.271-
280, ISSN 978-954-21-0864-1

B Typm3ma, kaTo ciokHa W JWHAMHYHA CHUCTEMa, Pa3jMYHU MPOIECH, SBICHUS U (PaKTOPH CHU
B3aMMOJICHCTBAT WM NPOTHBOJCHCTBAaT. ToBa ce oTpa3siBa Ha YIPaBICHHETO, KOETO TpsOBa Ja
rapaHTupa MPaBUIHOTO (DYHKUMOHUpPAaHE Ha TypHUCTHUYecKaTa HHAYCTpus. CleaoBaTelHO B TO3U
CMHCBJI MOKEM J1a TOBOPUM 3a OM3HEC, MHCTUTYLUOHAIHU U TEPUTOPHAITHH ACIIEKTH Ha YIPABICHUETO
Ha TypusMa. OOeKT Ha U3ClIeBaHe B TO3W JOKJIAJ Ca HHCTUTYIIMOHAJIHHUTE aCIIEKTH Ha YIPABICHUETO
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Ha TypusMa. Te ce U3BBPIIBAT OT IbPKABHU OPTaHU 1 HEMTPABUTEIICTBEHN OpraHU3aIiy. Te OCurypsBaT
MTOXOIATIA CPeia 3a TYPU3bM U Ch3/1aBaT YCIOBUS 32 HETOBOTO Pa3BHUTHE.

Analysis and discussion aspects of the development of tourism in Bulgaria at the macro level

In tourism, as a complex and dynamic system, various processes, phenomena and factors interact or
counteract. This affects the management, which should ensure the proper functioning of the tourism
industry. Therefore, in this sense we can speak of business, institutional and territorial aspects of tourism
management. Object of study in this paper are the institutional aspects of tourism management. They
are carried out by state authorities and NGOs. They ensure suitable environment for tourism and create
conditions for its development.

31. flHesa, M., LloHes, H., C60pHuK: “CTpaTernuecku susumn: epeKkTMBHO ynpassieHue 3a
MKOHOMMYECKU, OPraHU3aLUOHHU U coLManHu TpaHcopmaumumn”, ,,EGeKTMBHOTO MapKeTUHIOBO
ynpasaeHue Ha AeCcTUHALMUTE C e/l UKOHOMUYECKU U COLMANIHU TpaHCchopMaLMm B Typusma“,
HBY, Codus, 2016, c.408-415, ISSN 2367-7368

B ceBpeMeHHaTa IWHAMHYHO TPOMEHAIIA Ce€ cpela ePEeKTUBHOCTTa OT YIPaBICHCKUTE
peuieHus B chepara Ha OpraHM3alMsATa Ha CTONAHCTBOTO, U B YACTHOCT HA TypU3Ma, ONPEICNS JO
rojisiMa CTENEH BHEIPSBAHETO HA CHBPEMEHHHM TEXHOJOTMM B MEHHI)KMBHTA, KOUTO Ja AOBEAAT IO
TpaHcopMmanmu B Ou3Heca. MapkeTHHTOBaTa KOHICIIUS U IO-KOHKPETHO MAapKETHHIOBOTO
yOpaBleHHEe OTAaBHA Bede ce TpaHchopmupa BBB (umocoduss Ha OmsHeca, ompeaensma
CTpPAaTErMYECKUTE HANIPABJICHUS B HETOBOTO Pa3BUTHE.

Effective marketing destination management to economic and social transformation in tourism

In the contemporary dynamically changing environment the effectiveness of management
decisions in the field of organization of the economy and in particular of the tourism in a highly extend
determines the implementation of modern technologies in management, leading to transformations
in business. The marketing concept and in particular the marketing management had been
transformed long ago into a philosophy of business, defining the strategic directions in its
development.

32. AlHeBa, M., leopruesa, P., ,CneumanumsmpaHute NPOAYKTU HA TyponepaTtopute B AeNOBUA
TYPU3bM B YCNOBUATA HA WHTENIUFEHTEH U yCcTOMuMB pactexx’, CO0opHUK: , TbproBCKUAT M
TYPUCTUUECKUAT BU3HEC B YCIOBUATA Ha UHTE/IMFEeHTEeH, YCTOMUMB U npuobuwiasauy, pactex”, CA A.
LeHos, CBuwos, 2016, c.123-130, ISSN 978-954-23-1151-5

bescriopHo Hail-0bp30 pa3pacTBAIIUAT C€ CEKTOP - TYPUCTUYECKUSAT, €KErOJAHO IPHUBINYA
o0eraBail YoOBEIIKH 1 (PMHAHCOB KAIUTAaJ U ce MPEBPbhINa B ITOJIC 32 HOBH OW3HEC WeW U HAaYMHAHUS.
[IpoGiiem, obave, ocTaBa €THOPOTHOTO TpeiJsiaraHe, KbM KOETO C€ Haco4yBaT TOJIIM Opoll He
CHEIMATN3UPaHN TYPUCTHYECKHY areHnuy. JIurcarta Ha nudepeHnuanus Ha MpoAyKTa BOIH JI0 CEpUO3HA
KOHKYPECHIHA, MUHUMAITHA HeT-IaII6I/I, pasMHBaHE€ Ha I1a3apa, 3ary6a Ha NWACHTUYHOCT U XOMOT'€HHOCT Ha
ISUIOCTHHUSL TYPUCTHMYECKHM OOJNMK Ha CTpaHara HW. Hacrosmmara paspaboTka mpeacTaBst
HEOOXOINMMOCTTa OT zm(bepeHuHauHsI M HaMHpaHe€ Ha BB3MOXXHOCTH 3a CIIeHUaIn3anus Ha
TYPUCTUUCCKUTE ar€HIIMM B KOHKPETHA Ma3dapHa HUIIa UJIN BUI TYPHU3BM.

The specialized products of the tour operators in business tourism in the conditions of intelligent
and sustainable growth

Undoubtedly the fastest growing sector — tourism, annually attracts promising human and financial
capital and becomes a field for new business ideas and ventures. However, the problem remains the
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homogeneous supply, to which a large number of non-specialized travel agencies are directed. The lack
of product differentiation leads to serious competition, minimal profits, market blurring, loss of identity
and homogeneity of the overall tourism image of our country. This study presents the need for
differentiation and finding opportunities for specialization of travel agencies in a particular market niche
or type of tourism.

33. flueBa, M., laiigapos, H., ,HoBuUTe HI0OAHCM Ha CbBpemMeHHaTa HayKa M pPa3BUTUETO Ha
KpeaTuBHUA Typusbm”“, MexayHapogHa HayuyHa KoHpepeHuua — COopHUK: “CbBpemeHHaTa HayKa,
6usHechbT M 06pasoBaHuneTo”, BYM BapHa, tonn 2017, ¢.117-104, ISSN 2367-7368

AKTYaJTHOCTTa Ha W3Cclie/IBaHaTa mpobaeMaTHKa ce 00yCIaBsi OT MHOYKECTBO MPOIIECH,

KOUTO IIpe3 IMOCJIEIHUTE TFOJMHU CE aKTUBU3MPAT B OOILIECTBEHOTO MPOCTPAHCTBO, KAKTO B
EBpona cBbp3aHu C HEMHUTE NPUOPUTETH B pPa3BUTUETO, Taka U B bbirapus. Paznuunu
OpraHu3allK CHOJEIAT MOTPEOHOCTTA OT ThpCeHEe Ha HOBH ()OpPMU 3a pa3BUTHE HA Ou3HEca,
KOUTO J1a KOPECIIOHAMPAT ChC CTPATErMYECKUTE NPUOPUTETUTE Ha IabpxkaButTe. OT rienHa
TOYKAa Ha HOBHUTE NMOTPEOHOCTH Ha ChbBPEMEHHHUS YOBEK U THPCEHETO Ha HOBU (OpMHU Ha
U3KUBSIBAHUS Ce Hajlara HeOOXOJMMOCTTA 3a Ch3/JJaBaHe Ha HOBU OM3HEC NMPOJYKTH, KOUTO Ja
OCUTYpSIBaT KOHKYPEHTOCIIOCOOHOCT M a/IeKBaTHO Pa3BUTHETO Ha OOIIECTBOTO Mpe3 21-BU BeK.

The new shades of contemporary science and the development of creative tourism

The actuality nature of the problem is determined by a number of processes that have
become more active in the public sphere in recent years, both in Europe and its development
priorities, as well as in Bulgaria. Different organizations share the need to look for new forms
of business development that correspond to the country's strategic priorities. From the point of
view of the new needs of modern man and the demand for new forms of experience, it is
necessary to create new business products that will enable competitiveness and adequate
development of society in the 21st century.

34. luesa, M., lMNaidpapos, H., ,,Cneymnanusauma, TpaHchopmauma U YyCTOMUMBOCT B Typuama“, XXV
Cumnosuym ,KauecTBo, KOHKypeHTOCnocobHOCT, ycroMumBo passutue”, YHCC, CO60pHMUK:
MNpepgu3BuKaTencTsaTa Ha HoBaTa TeXHONOrMYHa TpaHchopmauua“, AsaHrapg, NMpuma, Codus, 2018,
c.103-117, ISSN 978-619-160-956-7

CneumanusaumsaTta B TypM3amMa e HepasfAenHa 4yacT OT HerosaTa yCTOMYMBOCT, 0COBEHO BbB
BpemeHa Ha TeXHOI0rMYHM TpaHchopMaLumm. PasanyHuTe cneumannsmpaHn BUA0BE TYPM3bM CbLLO He
Ca M3K/oYeHMe oT obLuTe TeHAEHUMMN Ha Nasapa U oT HeobxoAMMOCTTa 3a TAXHaTa TpaHCchopmaums
CBbp3aHa He CaMo C TEXHOIOTMIUTE, HO OT TaM U C HOBUTE NOTPEBUTENCKMU 0YaKBaHUA. TEXHONOTUYHUTE
TpaHchopmauumn obycnaBAT M MPOMEHM B HauMHA U GpopmMMUTE Ha U3KMBABAHUATA Ha TypucTuTe. B
pe3ynTaT Ha NPOMeHAWMUTE ce TeHAEHUUN TYPU3MbT MOXKe Aa 6bae onpeaeneH Kato cuctemaTa oT
onut. Te3an NpPomeHu BOAAT [0 M3MEHEHMA B AEWHOCTTa Ha TypomepaTopuTe U ce NpeBpbLaT B
npeAnocTasKa 3a cneuunannsaumara B NpPoAyKToBOTO UM npeanaraHe.

Specialization, transformation and sustainability in tourism

Specialization in tourism is an integral part of its sustainability, especially in times of
technological transformation. The various specialized types of tourism are also no exception to the
general market trends and the need for their transformation related not only to technology, but hence
to new consumer expectations. Technological transformations also determine changes in the way and
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forms of tourism experiences. As a result of changing trends, tourism can be defined as a system of
experience. These changes lead to changes in the activities of tour operators and become a
prerequisite for specialization in their product offering.

35. flHeBa, M., LoHesB, H., ,,KOHCyNTaHTCKa OLeHKA Ha NOTeHLMana 3a pa3sBUTUE HA TYPUCTUUECKU
paiioH”, C6opHuK: ,TypusmbT B HOBOTO XUAAAO/IeTUE— CbLCTOAHME U nepcnekTusn”,
MexayHapoaHa HayyHO-NpakTMYecka KoHpepeHuma CA [. LleHos, CBuwos, 11.10.2019 r., c.404-
414, ISSN 978-954-23-1764-7

MpoyuBaT ce moaenunTe 3a ynpasaeHMe Ha MapKETUHIOBUTE OPraHM3aLMn Ha AeCTUHALMUTE, KOMTO 43
6bAaT UHTEPNPETUPAHN OT EKCNEPTU U NPAKTULLM, KAaKTO M afanTUpPaHM KbM BbArapckunTe ycnosma 3a
pa3BMTME Ha TypU3Ma B Pa3IMYHUTE PaNOHM.

Consultancy assessment of the potential for development of a tourism region

Researched are the models for management of the marketing organizations of the destinations, which
should be interpreted by experts and practitioners, as well as adapted to the Bulgarian conditions for
the development of tourism in the different regions.

36. laneva, M., Velikova, E., Gatovski, I., “Practical training in tourism, International Conference,
7th Edition, Florence, Italy, “Conference Proceedings. The Future of Education”, 2017, p. 348-352,
(ISBN and ISSN 2384-9509 codes by the Italian publisher Libreria Universitaria Edizioni),

MpaKTnuecko obyyeHune no Typmusbm B YHCC

HapacTtBalloTo 3HauyeHue Ha TypucTMieckaTa UHAycTpusi 3a 6brirapckata MKOHOMUKa nopakzaia peavua
npegu3BukaTencTea npeg oby4eHneTo no TypusbM BbB BUCLIMTE yuunuwia. Mpeobnagasawmsat gsn
Ha ycnyruTe B TYpUCTUYECKOTO NpeanaraHe AOMbIHUTENHO YCIOXHSBa AEWHOCTTA No NpeoCTaBsHETO
Ha KayeCcTBeH TypuCTMYECKM NpoaykT. Tean hakTW, KaKTO M HenpekbCcHaToToO OOHOBsIBaHe Ha
TypucTMYeckaTa MHAYCTpUs U A06aBSHETO Ha HOBW CEKTOPU KbM Hesl, MpefonpenensT U BUCOKUTE
M3NCKBaHWS, KOUTO Ce MpeasiBsBaT KbM TYPUCTUYECKUSI nepcoHan. CbBpEeMeHHUTE TYpUCTUYECKU
ynpaBreHCcKM kagpu paboTsaT B USKMIOUUTENHO AMHAaMUYHA U HENPEKbCHATO NPOMeHsILa ce cpeaa. 3a
[a MoraT [ja OTrOBOPSIT Ha Te3W NPOMEHSILLY Ce YCMOBUS, Te Ce HYXAasT OT CONMAHa NoAroToBKa, KOSITO
TpsibBa Oa 6bae ocurypeHa no Bpeme Ha obydeHWeTo UM B GakanaBbpcka M MaruMcTbpcka
KBanudmKaLnoHHa CTeNeH.

Practical training in tourism The growing importance of the tourism industry for the Bulgarian
economy raises a numerous challenge for tourism education in universities. The majority of services in
tourism supply further complicate the business of providing quality tourism product. Along to these
facts we can add the constant redesigning of the tourism industry, the creation and adaptation of new
sectors to it contribute to setting high requirements that tourism staff must meet. In order to respond
to these changing conditions, managers need a solid preparation that must to be provided during their
training in Bachelor’s and Master’s degree.

37. laneva, M., Georgieva, R., "Innovations of the MICE tourism: Opportunities in Bulgaria", 3rd
International Scientific Business Conference on Leadership and Management: Integrated Politics of
Research and Innovations — LIMEN 2017, Belgrade, Serbia, 14.12.2017, p.727-730, ISSN 978-86-
80194-09-7

MHoBauuu B 6U3Hec Typusma: BbamoxkHocTu B Bbarapus.
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B HacToswaTta pa3paboTKa ce pasrnexga TeHAeHuMATa No npwunaraHe Ha MHOBALMOHHMU
NO/MTUKM B NPOAYKTOBOTO MpeasiaraHe Ha CBETOBHWUTE Nasapu, M B YaCTHOCT B Obarapckus
TYPUCTUYECKN OpaHw. Taka o4yepTaHaTa WMKOHOMMYECKA CUTyaumsa Hasnara Ha TYpPUCTUYECKUTe
npeanpuatTMa  HeobxoAMMOCT OT CTUMy/IMPaHe pasBMTMETO Ha MHOBALUMOHHM noaxoaM 3a
ansepcudnumpaHe Ha TYPUCTUUYECKUA NPOAYKT. B 4acTHOCT Ha TYpMUCTMYECKOTO MHOroobpasue, B
AOKNaaa, ce aHanmampart npoayktTn Ha MICE (6u3Hec) Typm3ma u ce npeanara MHOBaLMOHEH Moaen,
CBbP3aHM C MaTepunasHO-TeXHMYEeCcKaTa 6asa, aHraxkupaHa B NpoBexaaHe Ha bU3HeC meponpusaTus B
Bbarapua. [JokasBa ce Heo6XxoAMMOCTTa OT UHTErpupaHe Ha WHOBALMOHHW MPOLECU B MPAKTUKO-
npuaoXKHaTa chepa Ha bBUsHec Typu3ma- 3a/11 3a NPOBEXKAAHE Ha cpeLm, KoOHPepeHLMn, CUMMIO3NYMU
W OpYruy, KaTo KA4YoB GpaKTop 3a YyCTOMUMBO Pa3BUTME Ha NPOAYKTOBATa NOJNTUKA.

Innovations of the MICE tourism: Opportunities in Bulgaria The scientific paper examines the
tendency of implementing innovation policies on the product supply at the global markets, and
particularly at the Bulgarian tourism sector. This economic situation emphasizes the need of the
touristic companies to stimulate the development of innovative approaches for differentiating the
touristic product. In particular, of the tourism’s diversity, the paper analyzes products of the MICE
(business) tourism and identifies innovative models, related to the material and technical facilities,
involved at the organization of business events in Bulgaria. The need to integrate innovative processes
at the practical application of business tourism - meeting rooms, conference and symposium halls etc.
is being proven as a key factor for sustainable development of the product policy.

38. AlHeBa, M., LloHes, H. ,KOHCynTaHTCKa oueHKa Ha NOTeHUMana 3a pasBUTUE HA TYPUCTUUYECKU paiioH”,
MexayHapoaHa HayyHO-NpaKTUUYecKa KoHpepeHuua CA A. LeHos, CBuwos, 11.10.2019 r., ISBN 978-
954-23-1764-7

ﬂ,O6pMTe NPaKTUKM Ha BoAELWN KOHCYNTAHTCKHU d)VIpMM B obnacTta Ha AeCTUHaUununTe morat aa ce
npunarat npn ocsvuiecreABaHe HA KOHCYNTAHTCKUM OUEHKW 3a pPa3BUTUETO U YyNpaBAeHUETO Ha
TYpUCTU4yeCKuTe paVIOHVI oT MapKeTUHroBMTe OpraHu3auum Ha AecTuHaumuTe. Cb3aaBaHeTo Ha
METOAUKWN OT yNpaBNEHCKUTE KOHCYNTAaHTU 3a NPOoy4YBaHE U OLeHKa Ha Bb3MOXXHOCTUTE 3a pa3sutune
Ha OTAENHUTE TYPUCTUYECKU paﬁOHM € npean3BnKaTe/ICTBO C UeN yCNewHOTO pa3BUTUE U ynpaBaeHne
Ha TYPUCTUYECKUTE MECTAa.

Consultancy assessment of the potential for development of a tourism region

The good practices of leading consulting companies in the field of destinations can be applied in the
implementation of consulting assessments for the development and management of tourism regions
by the Marketing organizations of the destinations. The creation of methodologies by management
consultants for research and assessment of the opportunities for development of individual tourism
regions is a challenge for the successful development and management of tourism places.

39. laneva, M., Pandzherova. A., “Importance of Women Empowerment for Economic Development of
Tourism Destinations, XIV International Scientific ARC ICWLE 2020 Male Conference: International
conference on women leadership and empowerment, Male, Maldives, 23.07.2020 ., 274-256, ISBN: 978-
1-7338929-3-3

BnvsaHMe Ha >KEHCKOTO npeanpuMemayectso 3a MKOHOMMUECKOTO pa3BUTUE Ha TYypUCTUYECKUTe
AecTuHauumn
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BbArapua KaTo ce3oHHa TypUCTMYECKa AecTMHaumMa pas3BuBa CneumanusnpaHy BUAOBE Typu3bM, Bb3
OCHOBA Ha KOWUTO Aa MOCTUrHE LEeNoroguilieH KanauuTeT Ha cneumannsmpaHaTta cu cynep CTPyKTypa B
TYPUCTUYECKUTE PalioHM Ha CTpaHaTa. B KOHTEKCTa Ha crneuuManmMsmMpaHy BUA0Be Typusbm, € Heobxogumo
CblLO TaKa Aa ce uMAaeHTUdUUMPAT CbOTBETHUTE OOEKTW, npegaaraliv Tesm BUA0BE TYpuU3bM, B KOWUTO
YKEHCKOTO npeanpuemadyecTBo MoXe Ja Hamepu macto. [JoknagbT ce PpoKycupa MUIKIOUUTENTHO BbPXY
Bb3MOXHOCTUTE 32 KEHCKOTO NpeanpuemayecTso B Typmusma B bbarapus.

Importance of Women Empowerment for Economic Development of Tourism Destinations

Bulgaria as a seasonal tourism destination develops specialized types of tourism to reach year-round
and more intensive capacity of the specialized superstructure in the tourism regions of the country.
According to the Strategy for Sustainable Development of Tourism in Bulgaria - 2014- 2030, the country
will focus on “diversification of tourism products and offer of thematic tourism products in the field of
cultural heritage, contemporary culture, protected natural territories, health tourism, historical,
sports, religious tourism, business and more.

40. flHeBa, M., MNoprapcka, B., l06uneitHa mexayHapoaHa HaydHa KoH¢epeHuua C6OpHUK:
»TYPUSMDBT - OTBbA OYAKBAHUATA” ,MoBuwaBaHe Ha KOHKypeHTOocnocobHoctta Ha YHCC
nocpeacTBOM MHMLMATUBU 33 Nonyaapu3upaHe Ha umuaxKa my“, Usa. YHCC, U3a. YHCC, pespyapu
2020, 777-788 http://departments.unwe.bg/Uploads/Department/,Tourism%20—
%20beyond%20expectation”,%202020.pdf , ISBN 978-619-232-297-7

BbBeK4aHeTO Ha HALMOHaNHUTE 06Pa30BaTE/NHN CUCTEMM HA MEXAYHapO4HWA Nasap, CBbP3aHM C
obpasoBaTeNHUTE yCayrM, 0BOCTPAT KOHKYPEHUMATA Ha BbTPelHMA Masap M 3a4aBaT BbnpocK 3a
npecTuka u 6baeLeto Ha 06pa3oBaHNETO Ha HaLMOHANIHO HMBO. Mpe3 NocNeAHUTE HAKOIKO roAMHM,
BMCOKaTa aKTMBHOCT Ha aMepPUKaHCKKU, PYCKM U HAKOU €BPOMEMNCKU YHUBEPCUTETU C TYPUCTUHECKM
npodun, KakTo n HebnaronpuaTHUTE aemorpadckn GakTopyu NOBAMUABAT U3KIOUMUTENHO MHOTO BbPXY
pedopmMMpaHeTo Ha cucTemmTe 3a 06pasoBaHKMe B Npoueca Ha rnobanmsaumaTa.

Increasing the competitiveness of UNWE through initiatives to promote its image

The introduction of national education systems on the international market related to educational
services intensifies competition in the internal market and raises questions about the prestige and
future of education at the national level. In the last few years, the high activity of American, Russian
and some European universities with a tourism profile, as well as unfavorable demographic factors
have greatly influenced the reform of education systems in the process of globalization.

cTyaun, nYe/IMKYBAHU B HEPE®EPMPAHU CMNCAHUA C HAYYHO PELLEH3UPAHE U
NYBNUKYBAHU B PEJAKTUPAHU KOJIEKTUBHU TOMOBE

1. laneva, M., Tsonev, N., Vasileva, M., Basmadzieva, St.., Enhancement of Competitiveness of
the Product in the Tourist Business by Health Tourism Marketing Management, Research
Papers of UNWE, 2018(2), pp.89-109 (lMosuwasaHe KoHKypeHmocrnocobHocmma Ha
npodyKma 8 mypucmuyeckus 6usHec Ype3 MapKemuH2080Mo yrpassaeHue Ha 30pasHUSA
mypu3oem
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http://unwe-research-papers.org/bg/journalissues/article/9965
http://unwe-research-papers.org/bg/journalissues/article/9965
http://www.google.bg/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&ved=0ahUKEwi77crTs63cAhUBjiwKHWEUDp8QFggvMAE&url=http%3A%2F%2Funwe-research-papers.org%2Fen%2Fjournalissues%2Fcontacts&usg=AOvVaw3cMI1C6Vt6wit98Qfkj8tf
http://www.google.bg/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&ved=0ahUKEwi77crTs63cAhUBjiwKHWEUDp8QFggvMAE&url=http%3A%2F%2Funwe-research-papers.org%2Fen%2Fjournalissues%2Fcontacts&usg=AOvVaw3cMI1C6Vt6wit98Qfkj8tf

AKTyanHocTTa Ha uscneaBaHaTa npobaematuka ce obycnassa oT ¢aKTa, Ye B 6bArapckmsa TypusbM ce
TbPCAT HOBM GOPMM 33 NOCTUIAaHE Ha HEeCe30HHOCT B TypuUCTMUYEecKoTo npegnaraHe. O6eKT Ha
nscnefBaHe e 34paBHUAT TYPU3bM, NPeAMET Ha aHaIM3 Ca aCNeKTUTE Ha MapPKETUHIOBOTO ynpaBaeHue
Ha 34paBHMA Typu3bm B bBbarapua. Tesata e, ye upe3 npuaaraHe Ha MHCTPYMEHTUTE Ha
MapKeTUHIOBOTO YNpaB/ieHNE Ce NOBMLWABA KOHKYPEHTOCNOCOBHOCTTa Ha NPOAYKTA B TYPUCTUYECKMSA
6usHec. LlenTa Ha n3cseaBaHeTo e Aa Ce yCTaHOBMW KOWM acMeKTH OT MapKEeTMHIOBOTO yrpaB/ieHne morat
[la ce NPU0KaT 33 BbBEXKAaHe Ha MHOBALMM B 061aCTTa Ha 34PpaBHMA TYPU3bM.

The actuality of the examined problems is determined by the fact that the Bulgarian tourism is
looking for forms of achieving non-seasonality in the tourist supply. The object of research is the health
tourism; the subject of analysis is the aspects of marketing management of health tourism in Bulgaria.
The thesis is that, by applying marketing management tools, the competitiveness of the product in the
tourism business is increased. The purpose of the research is to establish which aspects of marketing
management can be applied to introduce innovations in the field of health tourism in order to increase
its competitiveness.

2. laneva, M., Gaidarov, N., Specialization of Tourist Offering by Modeling a Package Tour for
Gambling Tourism, Research Papers of UNWE, Issue 1/2019, p.125, (Creyuanuzayus na
MypUCmuyeckomo npedideane upe3 MOOeIupane Ha mypucmuiecku naKem 3a Xasapmen
mypuzvm)

MNpeameT Ha ulcnegBaHe ca A06pPUTE MPAKTUKM Ha KAasMHO OOEKTU M KasMHO MPOAYKTU, KOUTO ce
npegnarat oT CBETOBHM NNAEPM B TO3U MOACEKTOP, KOUTO Ca CUCTEMATU3IMpPaHU nog dopmaTa Ha
KPUTEPUM M MOKA3aTe NN 3a OLLEHKA, 33 43 MOraT TyponepaTopuTe 4a Pasnoaarat ¢ MHCTPYMEHTapUym
33 CeNIeKTUpaHe Ha A0CTaBYMLM, M36MpPalikmn Han-[o06puTe NPeaNOKEHUS N BKAKOYBAMKM MM B MAKETHU
TYPUCTUYECKM NpOrpamm No KasmHo TypusbmM. OBeKT Ha M3cneaBaHe ca KasMHO KasnHO 06eKTu U
KasnHo npoayktn B Codua. [poyyBa ce cneunduKaTa Ha npeanaraHeTo B Tasu obnact, ¢ uen
pa3paboTBaHe Ha MoAen, NPUIOKMM 3a NpeanaraHe oT 6bArapCcKUTE TYPUCTUYECKM areHUUu.

The subject of this study are best casino practices and casino products offered by world leaders in this
subsector, systematized in the form of evaluation criteria and indicators to give tour operators the
tools to choose suppliers by selecting best offers and including them in casino tour packages. The
subject of this study are casinos and casino products in Sofia. The specifics of the offerings in this
field are studied in order to develop a model to be applied by the Bulgarian travel agencies.

NYB/IUKYBAHA IMABA OT KOJIEKTUBHA MOHOIPA®UA

1. Pu6os, M., iHeBa, M. 1 KonekTtus, Typuctuuecka nonutuka, ra. 10 - “¥YnpaeneHcko
KoHcynmupaHe Ha npoekmu”, Tpakua-M, Codusa, 2010 r., c.212-240, ISBN 978-954-8401-84-5

B cneumanusnpaHaTta nMTepaTypaTa KaTo 6a3a 3a aHa/M3 YecTo ce M3Mo/i3Ba T.Hap. HOPMaTUBHO
onpeaeneHne Ha KOHcyNTUpaHeTo. Noa HopMaTUBHOTO onpeaeneHue ce pasbupa onpeaeneHune Ha
OHOBa, KOeTo AafeHa AenHocT 6u Tpsabsano aa 6bae. Ypes Hero ce eTanoHM3Mpa MAeandbT 3a
AelHocTTa. HOpMaTUBHOTO onpedenieHmne e WNPOKO NpuaaraHo B COLMONOrnaTa Ha npodecmmTe 1 No
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OTHOWeHNe Ha Apyru O6LLI,€CTB€HO NpuU3HaT1, BUCOKOCNeunannsnpaHm m coumanHo eq)eKTVIBHVI
3aHATUA.

Project management consulting

In the specialized literature as a basis for analysis is often used the so-called normative definition of
consulting. The normative definition means a definition of what an activity should be. It calibrates the
ideal of activity. The normative definition is widely applied in the sociology of professions and in
relation to other socially recognized, highly specialized and socially effective occupations.

2. flHeBa, M. u Kon., “UdeHmudpuyupaHe umuodxca Ha mypucmuvecka decmuHayus bvnzapus,
cb3dadeH om myponepamopu u mypucmu4yecKku a2zeHmu Ha esponelickua mypucmu4ecku nasap”,
rnasa nopsa: UMuaxK Ha aectuHauumsa, YU ,,CtonaHcteo”, Codusn, 2013, ¢.5-66 ISBN 978-954-644-473-
8

MpouechbT Ha TypucTMYecko notpebaeHme cTaBa Bce NO-Bb3X0AsALL Bb3 OCHOBA Ha HanpeaHaN0To HUBO,
Ha OnuTa OT NbTyBaHe W Ha n3bupaTtenHmMa Habop OT OnNuUMKM 3a AeCTUHALUMUM cnopes creunduIHUTe
HY>AM 1 MHTepecn. *enaHneTo 3a HOBM MECTHOCTU M aBTEHTMYHM NPOAYKTU € YacT OT MOTMUBaLMATa
3a nocetyeHne Ha eaHo MACTO. MWHAN0TO M HAacTOALLETO Ha T€3M MecTa ca YacT OT YHUKANHUA ONuT,
¥enaH oT TypucTa. TYpusMbT No aTPakTUBHU AeCTUHaLMM MOXKe [a ce onpeaeny Kato ¢opma Ha
TYpPU3Ma, KOATO BK/IOUYBA NOTPebutenu, unmTo nsbop, Kbae Aa npekapaT BakaHUMATA CU e BAbXHOBEH
OT KOHKPETHW MOTMBM M YMETO HWBO Ha yA0BJETBOPEHME Ce onpeaensa OT MPEeKMBABAHETO, KOETO
npecnengar.

Identifying the image of a tourism destination Bulgaria, created by tour operators and travel agents
on the European tourist market

The process of tourism consumption is becoming more and more ascending on the basis of the
advanced level, the travel experience and the selective set of options for destinations according to
specific needs and interests. The desire for new places and authentic products is part of the motivation
to visit a place. The past and present of these places are part of the unique experience desired by the
tourist.

Tourism in attractive destinations can be defined as a form of tourism that includes consumers whose
choice of where to spend their vacation is inspired by specific motives and whose level of satisfaction
is determined by the experience they pursue.

3. flHeBa, M. un Kon., HayKka 1 obuiecTso, roauMWwHUK HayuyHu TpygoBe HAa BKOHK, AsTopcKa vacr:
»CbCMoOAHUEe U paseumue HA myponepamopcKkama u mypazaHmckama OeliHocm 6be sodewyu
esponelicku peyenmueHu decmuHayuu npeKku KOHKypeHMu Ha 6baz2apcKus nasap”, rnaBa Tpera: C.
94-154 AsaHrapg Npuma, C., 2014, ISSN 1314-5436

B HacToAWOTO M3/0XKEHME Ca NpencTaBeHW oblwuTe M TpakHM TeHAEHLUMUM Ha OCHOBHUTE
pPeuenTMBHM €BPOMEMCKM Nasapu, MPeKM KOHKYpPeHTM Ha Obarapckus nasap, U MNO-KOHKPETHO
CbCTOAHMETO M cneuuduKaTa Ha TypornepaTopcKkaTa M TypareHTCKaTa Mpe)ka Ha Makpo U MUKPO
paBHULLE. B TO3M KOHTEKCT ca U3BeLEeHN U U3UCKBAHMATA HAa EBponeickua cbio3 OTHOCHO AeMHOCTTa
Ha TO3M OTPACHJI, C KOMTO YYaCTHULMTE Ha MEXKAYHAPOAHUA TYPUCTMYECKM Nasap e HeobxoaMmo aa ce

32



cbobpasnaBaT U Aa BbBEX/AAT, KAKTO B HOPMATUBHUTE CU ypeabu, Taka U B NpakTUKUTe cu. NscneasaHu
M aHanU3UpaHW ca AecTUHaumm Kato bpuwma, Typuua, XbpBatva M PymbHuMA. MMpoyyBaHETO Ha
AeNHOCTTa U Ha HOpMaTUBHUTE UM ypeabun, 6u CNOMOrHaio Aa HawWAT nasap Aa agantupa U aa
nsBeLe MOAentT Ha 6u3Hec, KoWTo 6u 6Mn Hali-yaaveH C Uen OCUrypsABaHe Ha KOHKYPEHTHM
npeanumcTsa 1 NpMBANYAHE Ha NOAXOAALLMTE LLeNeBM rpynm noTpebuTenn y Hac.

State and development of tour operator and agency’s activities in European receptive destinations
- direct competitors to the Bulgarian market

In this exhibition are presented the common and lasting trends of main receptive European
markets, direct competitors of the Bulgarian market, and in particular the status and specificity of the
tour operator and agent’s network of micro and macro level. In this context it is displayed and the
requirements of the European Union on the activities of this sector, with which the participants of the
international tourism market is necessary to conform and to introduce in both their legal systems and
in their practices. Investigated and analyzed are destinations like Greece, Turkey, Croatia and Romania.

The study of operations and their legal systems would contribute to our market to adjust and
put the business model that would be most appropriate in order to ensure competitive advantages
and attract appropriate target groups of consumers in the country.

4. flHeBa, M. un Kon., CbBpeMeHHM TEHOEHUUN B PAa3BUTUETO Ha Typusma, rnaBa 9-CbcTrosHue U
pa3BUTME Ha TyponepaTopcKaTa U TypareHTCKTaTa geiHoct, U3a. Tpakua M, 2016 r., c.249-276, ISBN
978-619-7003-17-8

MKOHOMMYECKUAT M COUMasieH acneKkT Ha TyporepaTopcKaTa M areHTCKa AenHOCT, OT4MTa
pelwaBawoTo M BCe MO-HApacTBaWoO 3HA4YeHWe Ha Typu3ma 3a WKOHOMMKaTa Ha bbarapwma.
Heobxogmumo e pa ce npegnpuemaT AeNCTBMA 3a NPUBENKAAHETO HAa HOpMaTMBHaTa ypegnba U
NpaKTMKaTa B TasuM 006/11acT B CbOTBETCTBME CbC CbBPEMEHHWUTE M3UCKBAHUA W NPEMNOPBKM Ha
EBponenckus cbios, ¢ NPUPOLHUTE, UCTOPUYECKUTE N KYATYPHUTE AaLEHOCTM HA HAllaTa CTPaHa 1 Npu
OTYMTAHETO Ha NPOrpamun 1 NOAUTUKK, MPUAATraHN OT CTPAHU - NONYAAPHU TYPUCTUYECKU AeCTUHAL MU
N KOHKYPEeHTU Ha bbarapwma.

Status and development of the tour operator and travel agency activity

The economic and social aspect of the tour operator and travel agents’ activity takes into
account the crucial and growing importance of tourism for the economy of Bulgaria. It is necessary to
take action to bring the legislation and practice in this area in line with modern requirements and
recommendations of the European Union, with the natural, historical and cultural realities of our
country and in taking into account programs and policies implemented by the countries — popular
tourism destinations and competitors of Bulgaria.

5. AlHeBa, M., Benukosa, E., Kaneitues, CB., MexayHapoaeH TypU3bM-TeOpUA U NPAKTUKA, rn.4
YnpasneHue Ha Typu3ama , ABaHrappg Npuma, 2016, ¢.86-129, ISBN 978-619-160-717-4

3a bbarapua e BaxKHO Aa Cneam MeXAyHapoaHUTe NPOoLLeCcH U TeHAEHLMN C e YCMELHOTO M
WHTerpupaHe B TAX. ETO 330 He moxe Aa He ce oTbenerkaTt cTaTUCTUYECKUTE AAHHW 33 MbTyBaHUA
npe3s 2014 r., cnopeg kouto 300 MAH. IeBa NPUXOAM Ca peanm3vMpaHu OT HOLLYBKM Ha 6barapu B
CTpaHaTa, a No npeaBapuUTenHu gaHHW Ha HCU ca pernctpmpanmn 22 maH. HOWYBKKU Ha 6barapu u Ha
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YyXAEHUM, KaTo MOCTbMN/IEHUATA OT TAX Ca OKOMO 1 mMApA. NeBa. B meayHapoaHUA Typusbm, KaTto
CNOXHa U gMHAaMMYHA CUCTEMA, CU B3aMMOLENCTBAT UM CU NPOTMBOAENCTBAT Pas3/IMYHKU NPOLECH,
ABneHna n daxktopu. ToBa OKasBa BAWAHWE BbPXY YNpaBAeHMETO, KoeTo TpAbBa Aa ocurypssa
NPaBuAHOTO GpYHKLMOHUPAHE Ha TypuCTUYecKaTa MHAYCTPMA. ETO 3allo B TO3M CMUCHA MOKe aa ce
roBopu 3a 6M3HEC, MHCTUTYLUMOHANHU U TEPUTOPUAIHM aCNEKTU B YNPaBAEHMETO Ha MEXAYHAPOAHMSA
TYPU3BM.

Tourism Management

It is important for Bulgaria to monitor international processes and trends in order to successfully
integrate into them. That is why it is impossible not to mention the statistical data for tours in 2014,
according to which BGN 300 million in revenues were realized from overnight stays of Bulgarians in
the country, and according to preliminary NSI data, 22 million overnight stays of Bulgarians and
foreigners were registered, as their revenue is about BGN 1 billion. In international tourism, as a
complex and dynamic system, various processes, phenomena and factors interact or oppose each
other. This has an impact on management, which must ensure the proper functioning of the tourism
industry. Therefore, in this sense we can talk about business, institutional and territorial aspects in the
management of international tourism.

6. AlHeBa, M., Benukosa, E., NMopTapcka, B., MIpMA0KHM acneKTU Ha NNIaHUPAHETO U ynpaBieHUeTo
Ha TYPUCTUYECKUTE AeCTUHAUMM, rnasa BTopa: OpraHM3auma M ynpasieHUe Ha TypucCTUYecKara
AecTuHauua , ABaHrapg NMpuma, 2017, 96-124 ISBN 978-619-160-770-9)

naea emopa ce ¢oKycMpa BbPXY OpraHM3auUMAaATa M yNpaBAeHUETO Ha TYPUCTUYECKUTE
OECTUHAUMM, KOETO € OT M3K/OUYMTENHA BAXKHOCT MPU KOOPAMHUPAHE AENCTBUATA MEXAY BCUUKU
3aMHTEPECOBAHWN CTPaHM, KOETO BOAN HEMMHYEMO A0 HapacTBaHe Ha noTpebuTesnckaTa CTOMHOCT Ha
ycayrute B Typuama. PasrnesaHuM ca NpPOM3BOACTBOTO, MPOMOUMPAHETO M AUCTpUbyuMATa Ha
TYPUCTUYECKOTO NpeXKnBABaHe. AKLLEHTUPA Ce BbPXY Ba)KHOCTTA Ha HEMaTepuanHUTE NaKkeTu, KOUTO
cnepBa ga ce nNpeactaBAT No Hal-g4obpus HauMH, 33 NOCTUraHe Ha OCHOBHATA LEA, @ UMEHHO
MaKCMMM3MpPaHe Ha neyanbuTe M noaobpssaHe Ha NOTPebUTENCKOTO npexuBaBaHe. N3BeaeHu u
nogpobHo pasrnegaHun ca AeMHOCTMTE MO NPOMOLMA, MAPKETUHT, PeKaMa 1 ApYyru OCHOBHM METOAM,
cnomaralm 3a 4obpoTo NO3MLMOHUPAHE HA TYPUCTUYECKUTE AECTUHALUM Ha MeXAyHapoaHUA nasap.
CblLLO TaKa € CNI0XKEH aKUEHT M BbpXY AENHOCTUTE NO BXOAALLA M M3X04ALLA IOTUCTUKA, KAaKTO U BbPXY
OCHOBHUTE TEXHMKN N CUCTEMMU 3a Pa3BUTUeE, OT rieJHa TOYKA YyNpaBaeHMeTo Ha AeCTUHaumuTe.

Organization and management of the tourism destination

Chapter two focuses on the organization and management of tourism destinations, which is
crucial in coordinating actions between all stakeholders, which inevitably leads to an increase in the
consumer’s value of tourism services. Considered are the production, promotion and distribution of
the tourist experience. Emphasis is placed on the importance of intangible packages, which should be
presented in the best way, to achieve the main goal, namely to maximize profits and improve the user
experience.

The activities for promotion, marketing, advertising and other basic methods, helping for the
good positioning of the tourism destinations on the international market, are presented and
considered in detail. There is also a strong emphasis on inbound and outbound logistics activities, as
well as on basic development techniques and systems, from a destination management perspective.

34



7. AlHeBa, M. U kon., ,KopnopatMBHaTa coumanHa OTrOBOPHOCT Ha BXOAALLUTE TyponepaTtopum 3a
noBM1LIABaHe KOHKYPEHTOCMOCOOHOCTTa Ha NPOAYKTA B TypUcTMUYeckua 6usHec B bbarapua”, yacr ot
nbpBa rnaBa U rnaea Tpeta — Bb3peiictBMe Ha KopnopaTMBHATa COLMANAHA OTFOBOPHOCT BbpXY
KOHKYPEeHTOCNOCO6HOCTTa Ha TYpUCTUUECKU NpoaykKT B bbarapusa, YU ,,CtonaHcteo”, Codus, 2017,
¢.139-226, ISBN 978-954-644-969-6

C aHanusa Ha TEPMWHOJIOTMYHUTE OCOBEHOCTM Ha TyponepaTopuTe M TEXHONorMATa Ha
AeMHOCTTa UM ca pasrieaHn U HAKOM OCHOBHU TEHAEHUUN B Pa3BUTUETO HA TYPUCTUYECKMA BU3HEC U
Bb3LENCTBMETO UM BbBPXY TYPUCTUYECKMTE areHumMu. B Tasmn Bpb3Ka ce TpeTnpaT BbNPOCK CBbP3aHU C
MACTOTO M 3HAYEHMEeTO Ha TypuM3Ma B CBETOBHATa MKOHOMMWKA, KaKTO M npouecute obycnassawm
pa3BUTMETO My. HacToAwMmTe KAMEHTU Ha TYPUCTMYECKUTE areHUMKW OYaKBaT OT TAX Aa MHTerpupar
NPUHLMMANTE Ha YCTOMYMBOCTTA B NpeaaraHnTe TYPUCTUYECKM NaKeTU. Tasu TeHAEHLMA ce onpeaens
Bb3 OCHOBa Ha BTOPMYHM Mpoy4BaHUA Ha aoknaamute Ha TUI Travel u Virgin Holidays and TUI UK &
Ireland BbpXy TEXHUTE peasiHU U NOTEHUMANHM KAMeHTU. Bucok npoueHT (70%) oT notpebutenute
OYaKBaAT TypoMnepaTopcKkUTe NpeanpuaTMA Aa ce 0b6BbPKAT C OMa3BaHETO Ha OKOJIHaTa cpeja B
AecTuHauuute, 55% OT TAX M3UCKBAT CNpaBeaiMBM pPabOTHM YCNOBMA 33 CAYKUTEAUTe B
TypuUcTU4eckuTe npeanpuatna, 75% OT TYPUCTUTE TbPCAT OTrOBOPHU BaKaHUMOHHM nakeTun, a 66%
npeanoyYmTaT No-3e/IEHN TYPUCTUYECKM NPOAYKTH.

The corporate social responsibility of the incoming tour operators for increasing the competitiveness
of the product in the tourism business in Bulgaria

With the analysis of the terminological peculiarities of the tour operators and the technology of their
activity, considered are some main tendencies in the development of the tourist business and their
impact on the travel agencies. In this regard in the paper are placed issues, related to the place and
importance of tourism in the world economy, as well as the processes determining its development.
Current clients of travel agencies expect them to integrate the principles of sustainability in the offered
travel packages. This trend is determined on the basis of secondary studies of the reports of TUI Travel
and Virgin Holidays and TUI UK & Ireland on their actual and potential customers. A high percentage
(70%) of consumers expect tour operators to commit to environmental protection in destinations, 55%
of them require fair working conditions for employees in tourism enterprises, 75% of tourists are
looking for responsible holiday packages, and 66% prefer green tourism products.

8. flHeBa, M. U Kon., PeKkpeaumata — HAUUH Ha ocurypasBaHe u ynotpeba, rnasa 10 - KOHCYATUHIBT
npu B3emaHe Ha MHBECTULMOHHU pelueHuAa B 0b6nacTTa Ha pekpeauunaTa“, AsaHrappg Mpuma, 2018,
¢.348-380, ISBN 978-619-160-976-5

MNHBECTULMOHHUTE pelleHMsa B 06acTTa Ha TypvM3Ma M B YacTHOCT Ha TyponepaTopcKaTa
[EeNHOCT KacasT He CaMO WMHBECTUUMWUTE B MaTepuasiHO-TEXHWYecKa 6asa, HO M MHBeCTULUUTE B
MPOEKTUPAHETO, MPOYYBAHETO, OPraHU3MPAHETO U NOMYAAPU3MPAHETO HA HOBM NAKETHU NPOAYKTU OT
rnegHa TouKka Ha paswmpABaHe Ha HOMEHKAATypaTa M acoOpPTUMEHTHAaTa CTPYKTypa Ha CbOTBETHUA
Typonepatop. FonsMm NPOLEeHT OT NpessioXKeHuATa Ha TyponepaTopuTe MO CBETa Ca CBbP3aHu C
peKpeaunoHHUTE NPOAYKTU, KAaKTO No popmyiaTa ,,CibHLE, MOPE, NACHK, TaKa 1 Nporpamm 3a sumeH
NNAHMHCKKN Typmn3bM, 6anHEO 1 cna TYPM3bM M APYTV BUAOBE, KOUTO YKPENBaT M Bb3CTaHOBABAT CUAUTE
Ha MHAMBMAA C LN NOBMLIABAaHE HA HerosaTa KM3HEHa YCTOMYMBOCT M HamMansBaHe Ha CTpeca B
cnepcTBMe OT KMBOTa B ypbaHM3upaHa cpeda. OT rnefHa TOYKa Ha y4yacTHULMTE Ha TYpUCTUYECKUSA
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nasap, OCBeH MONy/AApPHWUTE TaKMBa KaTo Typonepatopu W TypareHTU, XOTe/NMepu, PecTopaHTbopw,
TPAHCMOPTLOPU, TYPUCTUYECKM NPEeAnpUATUS 33 pPasBNEYEHUS M M3KMBABAHMA, OT CTpaHa Ha
npeasaraHeTo yyacTBaT M cheumanmMsmpaHute B 06aactta Ha TYPU3Ma KOHCYATAHTCKM dupmu. Te
NPOEKTMPAT Pas/IMYHM BUAOBE TYPUCTUYECKM NMPOAYKTM MO 3aABKa Ha TYPUCTUUYECKM MUHUCTEPCTBA Ha
MapKo paBHMWLLE, pPa3paboTBaT MPOEKTM 3a PaA3BUTMETO Ha TypM3mMa Ha HMBO TYPUCTUYECKO
palioHMpaHe, KaTo 1 paboTaT cnoped NOTPe6HOCTUTE Ha OTAENHO TYPUCTMYECKa NpeanpuaTMe, KoeTo
HAMa CObCTBEH YOBELLKM M BPEMEBM PECYPC, 3a 4,3 OCLLLECTBM HOB NPOEKT U Aenernpa nogobHu npasa
ypes [OroBOp Ha CbOTBETHaTa M36paHa OT HEro KOHCY/ATAaHTCKa KomnaHwa, pasbupa ce upes
CbOTBETHOTO MHBECTULMOHHO PELIEHNE Ha HEeroBUTe MEHUAXbPU WAKU COBCTBEHUUN. B Tasn Bpb3Ka
06eKT Ha uM3cneaBaHe ca KOHCYNTaHTCKUTE GUpMKM crneuuanusmpaHM B obsacTta Ha Typusma u
TyponepaTopckuTe npoayKTu. [MpeameT Ha wu3cneABaHe ca  KOHCYATAHTCKUMTE MPOEKTU Mo
pa3spaboTBaHe Ha pPEKPeaLMOHHW MakeTM Mo HOBM AecTvHaumu. Llenta e ga ce AoKaxe, ue
WHBECTULMMTE Ha TyponepaTopumTe 33 HAeMaHe Ha KOHCY/TaHTCKa pupma 1 paspaboTBaHe Ha NPOEKT
Ca MHCTPYMEHT ONTMMMU3MPALL, AEMHOCTTA UM OT rNefHa TOYKa Ha MKOHOMMSA Ha YOBELLKM U BpemeBu
pecypc, KOWTo Aa 6bAe M3MOA3BaH 3a peanusaumaTa Ha nporpamuTe U yAoBJETBOPEHOCTTa Ha
KAneHTuTe. TesaTa AOKa3aHa Ypes M3BEXKAAHETO Ha 3aJaunTe e, e ocurypsasaHeTo u ynotpebarta Ha
peKpeaumoHHM NPOAYKTU Cb34aAEHN YpPe3 KOHCYNTAHTCKMTE NPOEKTU 3a LEeAuTe Ha TyponepatopuTe
Ca Bb3MOKHOCT 3a MOBMLIABaHE Ha YCTOMYMBOCTTA Ha TYpUCTUYECKATa MHAYCTPUA.

Consultancy of investment decisions in recreation

The investment decisions in the field of tourism and in particular the tour operator activity concern
not only the investments in material and technical base, but also the investments in the design,
research, organization and popularization of new package products from the point of view of
expanding the nomenclature and assortment structure of the tour operator. A large percentage of the
offers of tour operators around the world are related to recreational products, both in the formula
"sun, sea, sand" and programs for winter mountain tourism, balneal and spa tourism and other types
that strengthen and restore the strength of the individual in order to increasing its resilience and
reducing the stress of living in an urban environment. From the point of view of the participants in the
tourism market, in addition to the popular ones such as tour operators and travel agents, hoteliers,
restaurateurs, transporters, tourist enterprises for entertainment and experiences, the consulting
companies specialized in the field of tourism also participate. They design different types of tourism
products at the request of tourism ministries at the brand level, develop projects for tourism
development at the level of tourist zoning, and work according to the needs of a separate tourism
company that does not have its own human and time resources to implement a new project and
delegates such rights through a contract to the relevant consulting company of their choice, of course
through the relevant investment decision of its managers or owners. In this regard, the object of study
are the consulting companies specialized in tourism and tour operator’s products. The subject of
research are the consulting projects for the development of recreational packages in new destinations.
The aim is to prove that the investments of tour operators to hire a consulting company and develop
a project are a tool that optimizes their activities in terms of saving human and time resources to be
used for the implementation of programs and customer satisfaction. The thesis proved by the
derivation of the tasks is that the provision and use of recreational products created through consulting
projects for the purposes of tour operators are an opportunity to increase the sustainability of the
tourism industry.
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NYB/NUKYBAH YHUBEPCUTETCKU YYEBHUK UM YYEBHWUK, KOMTO CE U3NON3BA B YYU/TULLHATA
MPEXA

1. flHeBa, M., EKCKyp30800CKO 06cnyxc8aHe, TPETO AONb/HEHO usgaHue, AsaHrapg MNpuma, 2009
r., 510 c., ISBN 978-954-323-509-4

Pasrnexpga ce TexHONOTMATa Ha EKCKYP30BOACKOTO OOC/Ay)KBaHe MO MOBOA MNOCPELLAHETO,
06CNyXKBAHETO M M3NpPaLLaHETO Ha TYPUCTUTE, KaKTO U BUAOBETE EKCKYP30BOAU W M3UCKBAHUATA KbM
TAx. CneunanHo BHMMaHUE e OTAENeHO Ha OpraHusaumaTa Ha TO3U TUM AeNHOCT B 3aBMCMMOCT OT
cneuudmKaTa Ha CbOTBETHUA TYPUCTMUECKU OpraHM3aTop, AOCTaBUMK MM APYyr OpraH B chepaTa Ha
TYpU3Ma, YMeTo GpyHKLMOHUPaAHE Ce 0TPa3ABa Ha EKCKYP30BOACKOTO obcnykBaHe. OcobeHo BHUMaHUue
ce oTaaBa Ha CBeToBHaTa ¢eaepaLms Ha acoOLMUPAHUTE TYPUCTUYECKM EKCKYP30BOAM, T.K. HEMHOTO
BAMAHUE e BOAELO B Ta3n obnacT.

Tour Guide Service

In the current paper considered are the technology of the tour guide service in the way of welcoming,
servicing and sending tourists, as well as the types of guides and the requirements for them. Special
attention is paid to the organization of this type of activity, depending on the specifics of the respective
tourism organizer, supplier or other body in the field of tourism, the functioning of which affects the
tour guide service. Particular attention is paid to the World Federation of Associated Tourist Guides,
as its influence is leading in this area.

2. laneva, M., Tour Guide Service, Publishing House “Publishing complex-UNWE”, Sofia, 2014.,
p.195, ISBN 978-954-644-689-3, http://blogs.unwe.bg/myaneva/files/2018/03/Book-Tour-
Guide-Service-Mariana-laneva.pdf

The book applies a modern interpretation of generic knowledge base, providing a comprehensive
picture of the tour guide service. It addresses the issues related to the creation, organization and
implementation of tour guide service in the tourism business. Special attention is paid to the meaning
and purpose of tour guiding as a stimulus for a tourist trip as a mediator in intercultural relations. The
topics and discussions which are most interesting for the tourists regarding their cognitive trips mainly.
EKCKYP30BOACKO 06CNyKBaHe

KHuraTta npunara cbBpeMeHHa MHTepnpeTauma Ha obwa 6asa oT 3HaHMA, NPeaoCTaBANKM LANOCTHA
KapTMHA 33 EeKCKYP30BOACKOTO 0bCny:KBaHe. Pasrnexsga BbMpocuTe, CBbP3aHM CbC Cb34aBAHETO,
OpraHM3MpaHeTo M NpWIaraHeTo Ha EKCKYpP30BOACTBOTO B TypucTMYeckusa 6GusHec. CneumanHo
BHMMaHWE e OTAE/IEHO Ha CMUCBH/IA M LiesITa HAa eKCKYP30BOACTBOTO KAaTO CTUMYJ 3@ TYPUCTUYECKO
MbTyYBAaHE M KATO MOCPEAHUK B MEXAYKYATYPHUTE OTHOWeHMA. Temute n becegute, KOUTO ca Hau -
WHTEPECHM 33 TYPUCTUTE Ca M3BEAEHM Hal-Beye OTHOCHO MNO3HaBaTEAHNUTE MbTYyBaHMUA.

3. flHeBa, M., EKCKyp30800CKO 0b6cCayxeaHe, 4eTBbpPTO NpepaboTeHO M AONbAHEHO U3gaHue,
ABaHrapg Npuma, 2016 ., 510 c., ISBN 978-619-160-639-9

Pasrnexpa ce TexHOMOMMATA Ha EKCKypP30BOACKOTO o6C/ny)KBaHe MO MOBOA MOCPELLAHETO,
06C/yKBAHETO M U3MPALLAHETO Ha TYPUCTUTE, KaKTO U BUAOBETE EKCKYP30BOAM M U3UCKBAHUATA KbM
Tax. CneumnanHo BHMUMaHME e OTAe/IeHO Ha OpraHM3auuAaTa Ha TO3W TUMN AEMWHOCT B 3aBUCMMOCT OT
cneyndmnKaTa Ha CbOTBETHUA TYPUCTMUECKM OPraHM3aTop, AOCTaBYMK UAM APYr opraH B chepaTa Ha
Typu3ma, UneTo GyHKLMOHMpPAHE Ce 0TPa3sAaBa Ha EKCKYP30BOACKOTO 06c/yKBaHe. OcobeHo BHMMaHWe
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ce oTagasa Ha CBeToBHaTa deaepauma Ha acoUMMPAHUTE TYPUCTUUYECKM €KCKYpP30BOAM, T.K. HEMHOTO
BAVWAHME € BOAELWLO B Tasn 061acT. 3acny:KeH MHTepec NpeacTaBAsaBaT BbMpPoCcMTe Ha Typu3Ma,
CBbP3aHU C MEXAYKYNTYPHUTE OTHOLWEHMA U KYAITYPHOTO NOCPEAHNYECTBO HA €KCKYP30BOAMUTE C Lien
WHTErpupaHe Ha Ky/ATYpHOTO Hac/neAcTBO Ha HapoauTe WM NonynspusMpaHe Ha 6barapckute
AecTuHauun. PasrnegaHu ca u temnte, U 6eceamTe B EKCKYP30BOACTBOTO MO NOBOZ OPraHU3MpPaHETo
M NPOBEKAAHETO Ha TYPUCTUYECKMN MbTYBAHWUSA C Pa3/INYHU LLeIN, KaTo MPUOPUTETHO MACTO € OTAENEHO
Ha TemMuTe, CBbP3aHW C KYNTYPHO-UCTOPUYECKUTE OOWMKOIKM Ha Hal-TbpCeHUTE TYPUCTUYECKU
AEeCTUHAUMKN. AKTyasM3MpaHM ca BbMPOCUTE CBbP3aHM C MPOMEHUTE B HOpPMAaTUBHaTa ypeaba 3a
obpas3oBaHMeTo, NpaKkTMyecKaTa NoArotoBka M npodecrMoHanHaTa Keaandukauma, Heobxoaumu 3a
npunaobreaHe Ha NPaBOCNOCOBHOCT 3a ynpaXKHsABaHe Ha npodecusTa "EKCKyp3oBoa".

Tour Guide Service

In the current paper considered are the technology of the tour guide service in the way of welcoming,
servicing and sending tourists, as well as the types of guides and the requirements for them. Special
attention is paid to the organization of this type of activity, depending on the specifics of the respective
tourism organizer, supplier or other body in the field of tourism, the functioning of which affects the
tour guide service. Particular attention is paid to the World Federation of Associated Tourist Guides,
as its influence is leading in this area. The interest is attracted by the discussions of tourism related to
intercultural relations and cultural mediation of guides in order to integrate the cultural heritage of
the peoples and promote Bulgarian destinations. Reviewed are the topics and the discussions in the
guidebook on the occasion of organizing and conducting tourism tours by different purposes, as
priority is given to the topics related to the cultural and historical tours of the most popular tourism
destinations. The issues related to the changes in the legal framework for education, practical training
and professional qualification, necessary for acquiring the legal capacity to practice the profession
"Guide", have been updated.

4. Pubos, M., iHeBa, M., Munesa, C., Aumutpos, M., CtaHkoBa, M., TpudoHoBa, XK., Npbuka, /.,
TyponepamopcKa, azeHmcKa u mpaHcnopmda deliHocm, Tpakua-M, rnasa wecra-
Typuctuyecku mapupytu, 2009 r., ¢ 207-234, ISBN 954-8401-76-0

I'InaHMpaHeTo N OpraHn3aunATa Ha BCeKU BUL NPOAYKT OT aCOPTUMEHTA Ha NbTHUYECKATa areHuna no CBoATa
CbLLHOCT € YHWMKa/eH, YaCTUYHO He3aBUCUM OT ApyruTe cdepu Ha AeMHOCT Ha nepcoHana. MHoronpoduaHUTe
TyponepaTtopu, KOUTO eAHOBPEeMeHHO npegnarat HAKOJIKO BapMaHTa Ha TYPUCTUYECKM NaKeTu NO PasinuyHu
HanpaB/ieHUs, OpraHM3npaT CBOATa AEMHOCT, Taka Ye KauyecTBEHO M epeKTUBHO Aa ce paboTu BbPXY BCEKU
oTaeneH npoaykt. OcobeHOCTUTE Ha Tasn AEeMHOCT M3UCKBAT OT MEHWUAMKMbBHTA Ha KOMMAHMATA 3HAUMTENHU
OpPraHU3aTOPCKM yMeHUs edEKTUBHO Aa Ce pbKoBOAM paboTHMA Npouec BbB dupmaTa.

Travel Programs

The planning and organization of each type of product in the range of the travel agency is inherently unique,
partially independent of other areas of staff activity. The multi-profile tour operators, which simultaneously
offer several variants of tourism packages in different directions, organize their activity so that it is possible to
work qualitatively and effectively on each individual product. The peculiarities of this activity require from the
management of the company significant organizational skills to effectively manage the work process in the
company.

5. Pu6os, M., TagapbKos, ., Napywesa, T., iHeBa, M., Benukosa, E., ToHuesa, T., MeHueBa, A.,,
OcHosu Ha mypu3ma, 4 Yyacm, rnaBa YeTBbpTa -TyponepaTopcka U TypareHTcKa geiHoct, YU
CronaHcTBo, 2011 r., c 278-323, ISBN 978-954-644-190-4
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MpeameT Ha uM3cnedBaHe ca BbNPOCUTE 3a TyponepaTopcKaTa M TypareHTcKaTa AeMHOCT, Hamepuau
MACTO B YeTBbpTaTa r/naBa Ha yyebHWKa. HanpaseH e npernes Ha pPasBMTUETO Ha CbBpPEMEHHMUTE
TYPUCTUYECKM areHuMn. PasrnesaHu ca MogenuTe Ha TAXHOTO ynpasaeHue. MNocTaBeH e aKueHT BbpXy
onepauMoHaAn3MpaHeTo Ha TyporepaTopcKaTa AeWHOCT, KakKTo M BbpXy OpraHu3auMoHHaTa W
ynpaB/eHCcKaTa CTPYKTYPa B TYPUCTUUYECKUTE areHLmm.

Basics of tourism. Travel agencies.

The subject of research are the issues regarding the tour operator and travel agent’s activity, which
found a place in the fourth chapter of the textbook. It is made an overview of the development of
modern travel agencies and considered are models of their management. Emphasis is placed on the
operationalization of the tour operator’s activity, as well as on the organizational and management
structure in the travel agencies.

6. laneva, M., Toncheva, T., Boycheva, Hr., Tourism destinations, House “Publishing complex-
UNWE”, Sofia, 2015, rnaBa nvpBa — c. 7-46, ISBN 978-954-644-773-9

TypucTuuecku aecTMHauum.

HactoawmaT yyebeH Kypc aKLEeHTMpPa BbpPXy OCHOBHMTE acneKkTU OT PasBUTUETO Ha TYPUCTUYECKUTE
OEeCTUHAUMKM, TeXHUTE XapaKTepHU 4epTn, 0COBEHOCTU Ha pasBUTUE U YNpPaB/eHME, KaKTO M Ha
NO3MLMOHMPAHETO M NonyaapusnpaHeTo nm. O6eKT Ha u3cnenBaHe ca U TYPUCTUYECKUTE NPOAYKTU B
AECTUHAUMUTE, KaKTO U TexHUTe nocetutenn. OcobeHa 3HaYMMOCT OT r/iegHa TOYKa Ha CbBPeMEHHUTE
M3NUCKBAHMA KbM YMNpaBAeHWETO Ha AecTuHaummute mmat MO, uMmnto MoAenn U MNpPaKTUKM Ha
yrnpasaeHWe MMaT CbLLEeCTBEHO 3HAYeHWe 3a Pa3BMTUETO Ha TypM3Ma Ha ME30 M MaKpo paBHULLE.
MopagyM Haco4YeHOCTTa Ha yYebHMA KYpC KbM MKOHOMUYECKUTE YHUBEPCUTETU, B KOUTO CE M3y4aBa
TYPU3MBT, MO-CbLLECTBEHO 3HayeHMe € O0b6BbPHATO He Ha OTKPOABAHETO Ha MNpUMpPoaHUTE MU
aQHTPOMOreHHM pecypcu B AecTUHaAuMUMTe, a Ha [AobpuTe NpPakKTUKM B MEHUIAMKMDBHTA, KaTo
npeAnocTaBKa 3a Pa3BMTUETO Ha TYpM3Ma B PeL,EenTUBHUTE TYPUCTUYECKM AECTUHALMMN.

Tourism destinations

The following course focuses on the basic aspects of the tourism destinations development, their
characteristic features, specific development and management, as well as on their positioning and
promoting. DMOs have particular significance in the terms of modern requirements to destination
management, their models and management practices are essential for the development of tourism
at the meso and macro level. Because the focus of the training course are the economic universities
where tourism is studied, attention is not paid on highlighting the natural and anthropogenic resources
of the destinations, but on the good practices in the management as a prerequisite for the
development of tourism in the receptive tourist destinations. Tourism destinations are discussed
through illustrative case studies and effective practical approaches for various facets of destination
management, providing a comprehensive view to planners, policymakers, and destination managers
who attempt to ensure a sustainable future for those communities, in an innovative way.

7. fAuesa, M. OcHoB8U HO KOHCYnIMuUHz2a 6 mypu3sma, ABaHrappg MNpuma, Codpusa, 2010 r., 241 c.,
ISBN 978-954-323-780-7
YyebHUKBbT ,OCHOBM Ha KOHCYATWUHra B Typuama” e OoTroBop Ha HeobXoAMMOCTTa B CbBPEMEHHUA

MKOHOMUNYECKU XUBOT KOHCYNTUHIDBT Aa 6bp,e pa3rnexaaH Kato 3Ha4nm UMKOHOMMUYECKU pecypcC 3a
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pelaBaHeTo Ha peauua ynpaBAeHCKM Npobiemu 4ypes BbHLIHA Hameca B TYPUCTUYECKUTE
npeanpuatua. MpegHasHayeH e 3a CTyAeHTUTe obyvyaBaHM MO TYPUCTUUECKM CMNELMANHOCTU, KAaKTO U
33 KOHCYNTAHTU — MHAYCTPUANHU crieunanncti B 061acTTa Ha Typusma.

B Hero e 0606LLeH NIMYHUAT KOHCYITAHTCKM ONUT Ha aBTopa B 06/1aCTTa, KaKTO U BU3HEC npakTUKuTe
Ha yCcrnewHM KOMMNaHUu.

Basics of Tourism Consultancy

The book is a response to the need in modern economic life for consulting to be considered as a
significant economic resource for solving a number of management problems through external
intervention in tourism enterprises. It is designed for students, studying tourism, as well as for
consultants — industrial specialists in the field of tourism. It summarizes the author's personal
consulting experience in the field, as well as the business practices of successful companies.

Il. AONBNAHUTENHUN USUCKBAHUA 3A YHCC CbI/ZIACHO 3PACPE (4/1.25,
AN.5) U NPABUNTHUKA 3A NPUNOXKEHUETO MY (41.1A, AN.2-3)

CTATUU, NYB/INKYBAHU B HAYYHU CMTUCAHUA, PEREPUPAHU N UHOEKCUPAHU B SCOPUS
M/UNnN WEB OF SCIENCE

1. laneva, M., Establishing Business Identification of Regions for Sustainability in Tourism,
Journal of Balkan Ecology, 2019, vol.22, Ne1, p.81-90, ISSN: 1311-0527 (Web of Science)

KOHCYNTaHTCKM NPOEKT 3a u3rpa)kgaHe Ha 6u3Hec ngeHTMdUKaLMA Ha TYPUCTUUYECKU paiioH C uen
YCTOMUYMUBOCT B TYypU3ma

M3rpakgaHeTo Ha 6U3HEC MAEHTUGUKAUMA Ha TYPUCTMUECKU PaloH OT KOHCYATaHTCKMTE
éupmn e cTpaTerMs 3a yBenMYaBaHe Ha AECTUHALUMOHHUTE MM KOHKYPEHTHW MOo3uuMK upes
MPUAAraHeTo KaKTo Ha KNacu4yecku, Taka U mognbuumpaHn B NpaKTMKaTa ynpaB/ieHCKM MoAenu 3a
pa3BUTME Ha TYPUCTUYECKM PAioOH Ypes Cb3gaBaHe Ha CTpaTerva U Nporpama. BbHWHUAT MapKeTUHT
Ha TYPUCTUYECKUTE AeCTUHALUMK e CTpaTers 3a yseMyasaHe Ha AeCTUHALUMOHHUTE UM KOHKYPEHTHM
no3nuUMKN Ypes UAEHTUOULMPAHE U MONYyAAPU3MPaAHE HA TEXHUAT UMMAXK. Llenta Ha uscneasaHe ce
CBbP3Ba C Bb3MOXKHOCTTA 33 Cb34aBaHe OT KOHCYATAHTCKMTE GUPMM B TYpU3Ma Ha nporpama 3a busHec
naeHTUGMKaLMA Ha TYPUCTUYECKM PaoH, KaTo pecypc 3a MKOHOMMYECKO PasBUTUE C el NOCTUraHe
Ha YCTOMYMBOCT B Typm3ma. OBEKT Ha aHaNU3 e KOHCYNTaHTCKMA BM3Hec npu cneuuanusaumsaTa Ha
TYPUCTUYECKUTE PAOHM M NONYNAPU3NPAHETO MM NOCPEACTBOM BU3HEC MaeHTUOUKaLmMATa. NpeameT
Ha aHa/ M3 ca Bb3MOXKHOCTUTE 33 BU3HEC MAEHTUOUKALMSA Ype3 KOHCYNITAHTCKM NPOEKTU BHEAPABAHM
OT MapKeTMHIrOBMTE OpraHu3aumm Ha AecTMHauuute. Te3aTa, KOATO ce Lenu Aa ce v3Beade e, uye
nocpescTBOM BM3HEC MAEHTUOUKALMATA, KaTo eaUH OT MHCTPYMEHTUTE Ha BBHLIHWA MApKETUHT Ha
TYPUCTUYECKUTE AECTMHALMU MOKEe Aa Y/JEeCHW YCMewHoTOo ynpaBieHue W MOonyasapusMpaHe Ha
HOBOCb343AeHNUTE TYPUCTUYECKMUTE PaloHM B Bbarapusa. KOHCyATaHTCKMTE NPOEKTM pa3paboTeHun B
Ta3W HaCoOKa LLe NOAMNOMOrHaT MapKeTUHIOBUTE OPraHM3aLLMM Ha AECTUHALMUTE C LLe1 OCUTypABaHE Ha
YCTOYMB TYPU3BM.
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PeanusnpaHeTo Ha UENTa Ce OCbHLLECTBABA YpPe3 M3/I0KEHMETO Ha ClefdHUTE achekTn —
n3BeXgaHe Ha crneunduKata Ha KOHCYNTAHTCKMTE MPOEKTM W NOA3UTE OT MpUAaraHeTo UM 3a
YCTOMYMBO Pa3BUTUE HA TYPUCTUYECKUTE AECTMHaLMK; busHec naeHTUOMKaLMA Ha TyPUCTUYECKUTE
PaioHM W ynpaBieHWe Ha Ou3Hec uAaeHTUOMKaLuMATA Ha TYPUCTUYECKM palioH oT MO/ npwu
peannsnpaHeTo Ha KOHCYATAHTCKMUA MPOEKT.

Establishing Business Identification of Regions for Sustainability in Tourism

The establishment of business identification of a tourist region by the consulting companies is
a strategy to increase their competitive position by applying both the classic and the modified
management models for developing a tourist region by creating a strategy and program. The external
marketing of the tourist destinations is a strategy for increasing their destination competitive positions
by identifying and promoting their image. The object of analysis is the business identification
opportunities through consulting projects implemented by the marketing organizations of the
destinations. The thesis to be proved is that through business identification, as one of the instruments
of external marketing of tourist destinations can facilitate the successful management and
popularization of newly created tourist regions in Bulgaria. The consultancy projects developed in this
direction will help the marketing organizations of the destinations in order to ensure sustainable
tourism. The realization of the goal is accomplished through the presentation of the following aspects
- drawing up the specifics of the consultancy projects and the benefits from their application for
sustainable development of the tourist destinations; business identification of tourist regions and
management of the business identification of a tourist region by the Marketing organization of
destinations in the realization of the consultancy project. The paper is aimed at providing the
possibility for tourism consultants to create a business identification program for a tourist region as a
resource for economic development in order to achieve sustainability in tourism. In order to achieve
the objectives of this paper, a methodical apparatus is used, including a set of methods such as:
observation, comparative analysis and synthesis, analogy. In their entirety, they are subject to the
inductive-deductive and systemic approach to the issues of establishing business identification of
regions for sustainability in tourism.

2. laneva, M., Developing a Methodology for Tourism Region Management (The Case of Sofia),
Economic Studies, 2020, Vol. 29 Issue 6, p171-181. 11p., ISSN - 0255-0822 (Scopus)

MeTogo10rua 3a ynpaeaeHue Ha cOPUIACKU TYPUCTUUECKU PAOH

Mo NoBOA, TbPCEHETO Ha Bb3MOXHOCTM 33 PA3BUTUETO HA PELEnTUBHUTE TYPUCTUYECKM
AEeCTUHALMKN U TAXHOTO YCTOMYMBO PasBUTUE, BCE MO-FOJAAMO MACTO Ce OTAeNA Ha PasBUTMETO Ha
cneuuanusmMpaH1Te BUAOBE TYPU3bM, KOUTO B Bb/irapus ca NpMOPUTET 33 Pa3BUTME KAKTO Bb3 OCHOBA
Ha CTpaTtervsaTta 3a pasBuTME Ha Typuama B Bbarapusa, Taka M Bb3 ocHoBa Ha KoHuenuusATta 3a
TYPUCTUYECKO palioHUpaHe. B ynpaBieHWeTo Ha Typu3ma BaXKHO 3HaYeHMe 3aema MHTerpupaHoTo
yrpaB/ieHVe Ha Pas/INYHUTE TYPUCTUYECKM PalOHM, KOETO Aa 6bae 3acTbrneHo B 0613 cTpaTernyecka
paMKa, C OCHOBEH MAPKETUHIOB MJ1aH 33 Pa3BUTMETO Ha TypM3ma, KaKTo 33 bbarapus, Taka U 3a
oTAeNHWUTe TYPUCTMYECKU paioHu. Heobxogmmo e da ce obbpHe BHMMaHME Ha TeHAEeHUUUTe u
NporHosuMTe M HoBaTa MasapHa cpefda. HopmatmeHaTa ypepba B bBbarapus B o6nactta Ha
TYPUCTUYECKOTO PailoOHMpPaHe CnocobCTBa 33 PAa3BMTMETO Ha TYPUCTUYECKUTE MPOLYKTU, KAKTO U 3a
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obocobsaBaHe Ha geliHoCTMTe Ha OpraHuMsauuuTe 3a ynpasieHWe Ha TYPUCTUYECKUTe paiioHu. Llenta
Ha CTaTMATA e Aa ce M3Beje YCTOMYMB MOLEN 33 YNpaB/ieHMe, KOMTO Aa Haarpaam CbluecTsyBalLuTe
Pa3nNMCcaHn AeWHOCTU Ype3 Cb3faBaHe Ha MHCTPYMEHTapMyM 33 MpoyyBaHe, OLEHKa M aHanus3 3a
OEeNHOCTTa My, KOeTo LWwe NoBuwmn ePpeKkTMBHOCTTa NpW yrnpaBaeHUe Ha paloHa U NON3MTe 33 BCUYKK
yyacTBallM 3aMHTEPCOBAHM CTPAHW, KAKTO U HErosoTo NonyaapusmpaHe. MNpeameT Ha aHanu3 e
Cb3Z,aBaHe Ha YyCTOMYMB YMPaBNEHCKM MOZEN 3a yrnpaB/iieHWe Ha HOBOCH3ZaLEHUTE TYPUCTUYECKU
pailoHn B bbarapus, ¢ akueHT Bbpxy COPUNCKN TYPUCTUYECKM PaliOH Bb3 OCHOBA HA afanTupaHe Ha
BOAELLM MOLENN 33 YNpaBaeHMe U Ao6pu NpakTUKKU. O6eKT Ha n3cneasaHe e COPUNCKU TYPUCTUYECKHU
paliOH OT rneAHa TOYKA HA Pa3nNUCAHUTE AEMHOCTM MO BBTPELHO M BbHLWIHO ynpaB/ieHWe Ha palioHa
NPV HeroeaTa pPerncTpaLma, KakTo U NPOAYKTOBaTa My CrneLuManmsaums.

Developing a Methodology for Tourism Region Management (The Case of Sofia)

Regarding the search for opportunities for the development of receptive tourism destinations
and their sustainable development, more and more attention is given to the development of
specialized types of tourism, which in Bulgaria are a priority, both on the basis of the Tourism
Development Strategy in Bulgaria and on the basis of the Concept for tourism zoning. In tourism
management, the integrated management of the different tourism regions is important, and it should
be included in a common strategic framework with a general marketing plan for tourism development,
for both, Bulgaria and the individual tourism regions. It is necessary to pay attention to trends and
forecasts and the new market environment. The legislation in Bulgaria in the field of tourism zoning
contributes to the development of tourism products, as well as to the differentiation of the activities
of the Organizations for tourism regions management. The purpose of the study is to develop a
sustainable management model that will build on the existing planned activities by creating a set of
tools for research, evaluation and analysis of its activities, which will increase the region’s management
efficiency and the benefits for all participating stakeholders, as well as its promotion. The subject of
analysis is the creation of a sustainable management model for the management of the newly created
tourism regions in Bulgaria, with an emphasis on the Sofia tourism region based on the adaptation of
leading management models and good practices. The object of study is the Sofia tourism region from
the point of view of the scheduled activities for internal and external region management during its
registration, as well as its product specialization.

CTATUN, NYB/IMKYBAHU B HAYYHU CNUCAHUA, PEGEPUPAHU U MHOEKCUPAHU B APYIU
MEXAYHAPOAHU BA3U AAHHU C HAYYHA

1. AHesa, M., cn. UKoHOMMUYecKn antepHaTuem, YU "CtonaHcTBo”, TeHOeHYyuU 8 pazeumuemo
Ha mypu3sma, 2009 r., 6p.2, c.60-71

MKoHOMMKaTa Ha Typu3ma, OT efHa CTpaHa, M3yyasa obLMTe MKOHOMUYECKM 3aKOHOMEPHOCTU Ha
Pa3BMTMETO Ha UKOHOMMKATa, a OT Apyra cTpaHa — ocobeHus BUA YOBeLIKa AeNHOCT U cneuuduyHaTa
chepa Ha TypM3ma B HaLMOHANHOTO CTONAHCTBO. M3ncKBaHUATa Ha EBponeickma cbio3 B chepata Ha
TYpM3Ma M NepcrnekTUBMTe 3a pasBuTUe npesa HauMoHa HUA TYPU3bM ce M3pasasaT Npeamn BCUUKO B
KauyecTBOTO Ha TYpPUCTUYECKMA MPOAYKT, KaTo Ha MbpBO MACTO 6a3aTa 3a CpaBHEHWE MeXKay
TYPUCTUYECKMTE Hanpas/ieHMsa U NPOAYKTU Ha OCTaHa/nTe AbpP’KaBM M pasHOCTPaHHa — U3UCKBA ce
MHOBATUBHOCT M TOYHO CbBAIOAABaHE Ha BCUYKU U3UCKBAHWMA, MOCTaBAHM KaKTO OT CTpaHa Ha
notpebuTenuTe, Taka U OT BCUYKU AUPEKTUBU Ha EBponelickmaA cbio3. Pa3sBUTUETO Ha KauyecTBOTO Ha
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6bArapcKus TYPUCTUYECKU NPOAYKT MOXKe [a Ce U3BeJe OCHOBHOTO HanpasieHWe Ha MPOAYKTOBATa HU
NOJIMTUKA, @ UMEHHO NPOBEXKAAHE HAa HALMOHAHA NONUTMKA 3a YTBBPXKAABAHE ,FOCTONPUEMCTBOTO
Ha BCMYKM HMBA HA AbprKaBaTa U BCUYKN GOPMU HA TYPU3DBM.

Trends of the tourism development

The economics of tourism, on the one hand, studies the general economic laws of economic
development, and on the other hand — the special type of human activity and the specific field of
tourism in the national economy. The requirements of the European Union in the field of tourism and
the prospects for development of national tourism are expressed primarily in the quality of the tourism
product, as first of all the basis for comparison between tourism destinations and products of other
countries and versatile — requires innovation and strict compliance with all requirements set by both
consumers and all European Union directives. The development of the quality of the Bulgarian tourism
product can lead to the main direction of our product policy, namely the implementation of a national
policy to promote "hospitality" at all levels of the state and all forms of tourism.

2. flnesa, M., boitueBa, Xp., ,[IpunoxKeHne u 3HaueHMe Ha KopnopaTMBHaTa coumnanHa
OTrOBOPHOCT B TYPUCTUUECKUTE NPeanpUATUA 3a pa3BUTMETO Ha TYpU3Ma U NoBULLABaHE Ha
KOHKYpeHTocnocobHocTTa my“, cn. ,,MIKOHOMUYECKU U counanHu antepHatusn”, 6p. 3,
Codmsa, 2017, c. 63-67, ISSN (print): 1314-6556, ISSN (online): 2534-8965

Crarusra n3CiacaBa u 00Ka36a 3HAYEHUEMO HA cmpamezuiama Ha KopnopamueHama Coyuaina
Omeo60OpPHOCNT HA 6xodﬂmume myponepamopu C yéjl nosuilasdarne KOHKypeHmocnoco6H00mma
Ha npooykma Ha mypucmuyeckus Ouznec 6 buvneapus. IlpenMeTpT TpeTHpa BBIPOCUTE
CBBP3aHU C IPOMEHUTE B pa3BUTHETO Ha Typu3Ma 110 oo KCO Ha TyponepaTopcKusi CEeKTop
MPUJIOKEHA KAaTO CTpaTerws 3a IOBUIIABaHE HAa KOHKYPEHTOCIIOCOOHOCTTa Ha OBITapCKus
TYPUCTUYECKH MPOAYKT, C 11eJ1 YCTOMYMBOCT Ha Ou3Heca. OOEKT Ha M3Cie/IBaHe ca BOJCIINTE
TypOIIepaTOpH, KOUTO Ca BHEIPHIN KOPIIOpATHBHATA COLMAIIHA OTTOBOPHOCT B JIEHHOCTTA CH
U 4Ype3 HEA CTUMYJIUpAT Pa3sBUTUCTO Ha ACCTHUHALMHUTC, KAKTO W Ha AOCTABUMIUTEC Ha
TYPUCTUYECKU MPOAYKTH — MECTHUTE TYPUCTUUYECKH (DPUPMHU.

Application and Significance of Corporate Social Responsibility in Tourism Enterprises for
Tourism Development and for Increasing its Competitiveness

The article examines and demonstrates the significance of the strategy of Corporate
Social Responsibility applied by the incoming tour operators to increase the competitiveness of
the tourism business™ product in Bulgaria. The subject treats questions related to the changes in
tourism development based on the travel agency sector implementation of the CSR as a strategy
for increasing the competitiveness of Bulgarian tourist product for ensuring the sustainability
of the business. The research is based on the leading tour operators that have already
implemented the CRS into their operations and through it they stimulate the development of
destinations and suppliers of the tourism products — the local tourist businesses.

3. laneva, M., The sharing economy at tourist tours and its impact on the tourist business
(travel agencies) in Bulgaria, EUROPEAN JOURNAL OF ECONOMICS AND BUSINESS STUDIES,
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January April 2018, Volume 4, Nr. 1, p. 228-234, ISSN 2411-9571 (Print) , ISSN 2411-4073
(online)
CnoaeneHata MKOHOMMKA B TYPUCTUYECKUTE MbTYBaHUA U BJ/IMAHMETO 1 BbPXY TYPUCTUUYECKUA
6u3Hec (Typuctuueckute areHuuu) B boarapus

HacToAawaTa paspaboTka mscnenBa CbLWHOCTTA Ha CNOAENEeHATa MKOHOMMKA W NPUIOXKEHMETO Ha
HENHUTE NpPoABAEHMA B 06n1acTTa HAa BU3HEeca KaTo UAM0, M YacTHOCT- HA TYPUCTUYECKMA CEKTOP B
Boarapua. UaeHTMdUUMpAT ce TeopwuM, Kacaewy TexXHONOrmaTa Ha crnogeneHaTa MKOHOMMKA,
pasr/iexKaaHu oT YyXKAeCcTpaHHM aBTOPW, C Les Aa ce 060cobu HeHaTa cneumduKa 1 ga ce oHarieam
B/IMAHMETO 1 BbPXY PA3HOPOAHM acneKTn Ha 6usHeca. Pa3BUTMETO Ha CbBMECTHOTO MnoTpebneHue
obycnaBa M NPecTpyKTypupaHe Ha TypUCTMUECKMA Nas3ap W Hanara NPOMEHW B TbPCEHETO Ha
TYPUCTUYECKM MPOAYKTU. Pe3ynTaT oOT Bb3MOXKHOCTUTE, KOUTO MpenocTaBs, € nosBaTa Ha
HenpeacKkasyemocT B NOTPeOUTENICKOTO NoBeAeHMEe- TYPUCTUTE TbPCAT HOB BUA, NPOAYKT, KOWTO Aa
O6bae KOMMNEKTYBaH CNPAMO TEXHUTE MHAMBUAYANHU HYXKAW. Bb3MOXKHOCTM 33 nogobpsasaHe Ha
Bpb3KaTa MeXAy KpalHuA noTpebuTen M ocTaHanuTe y4aCTHULM B Cb3haBaHe Ha TyPUCTUYECKUS
MakKeT, CbLLLO M 33 NpeasiaraHe Ha HOBW M Pa3HOOBPasHM TYPUCTUYECKM NPOAYKTH, Ce NPeACTaBAT KaTo
HauyMH Ja ce OTrOBOPM Ha HACTOAWMTE MPOMEHM B TbpceHeTo. OYepTaHW ca TeHAEHUMUTE BbB
dbopmMmmpaHe Ha HOB TYPUCTUYECKU NPOAYKT, afanTUpaH KbM CbBPEMEHHUTE NOTPEBUTENICKM HYKAMN.
AHanusunpa ce BAMAHUETO Ha CNogeNeHaTa MKOHOMMKA BbPXY MNOKasaTenn, M3MepBaLlm USMEHEHMA B
Harnacute Ha TYPUCTUTE MO OTHOLIEHME HA NPeAnoYMTaHMTE HauyMHM Ha NbTyBaHe. PenaTMBHO Ha
pasrnexgaHaTa TeMaTUKa, Ce U3cnenBa U NOBeAEHNETO HA 6brapckuTe TyponepaTopu, MMaLLM 3a Lien
[Aa 3anasAaT U paswupAT CBOMTE NasapHM nosuumun. [Jokasea ce HeobxoAMMOCTTa OT ajanTupaHe
NPOAYKTOBaTa NOMMTUKA HA TYPUCTUYECKUTE areHUMN KbM TaKa ouepTaHaTa MKOHOMMWYECKa CUTyaums,
C LN NoCTMUraHe Ha YCTOMYMBO PAa3BUTME U KOHKYPEHTOCNOCOBHOCT.

The sharing economy at tourist tours and its impact on the tourist business (travel agencies) in
Bulgaria

This paper examines the sharing economy and the application of its manifestations in the field of
business as a whole and in particular- at the tourism sector in Bulgaria. Identified are theories, regarding
the technology of the sharing economy, that are also being studied by foreign researchers in order to
differentiate its specificity and to illustrate its impact on diverse aspects of business. The development
of the collaborative consumption also determines a restructuring of the tourist market and imposes
changes in the demand for tourist product. A result of the opportunities it offers is the emergence of
unpredictability at the consumer’s behavior- tourists are looking for a new type of product to be created
for their individual needs. Improving the link between the client and the others, involved at the creation
of a tourist package, as well as offering new and diverse tourist products are presented as a way to
respond to the current demand changes. Outlined are trends in the formation of a new tourist product,
adapted to the contemporary consumer’s needs. The paper analyzes the impact of the sharing economy
on indicators, measuring changes of the attitude of tourists, connected to the preferred ways of travelling.
Relatively to the examined subject, it is also researched the behavior of the Bulgarian tour operators,
aimed at preserving and expanding their market positions. It is proved the need to adapt the product
policy of the travel agencies to the outlined economic situation, in order to achieve sustainable
development and competitiveness.

4. laneva, M., Portarska, V., ,Management aspects of the product specialization of a tourist
region”, Revue européenne du droit sociale, Vol. XLV, ISSUE 4, 2019, p.49-66, ISSN 2393 -
073X, ISSN-L 1843 - 679X

44



YnpaBaeHCKM acneKkTu npy NpoAyKToBaTa cneyuManmsayma Ha TYPUCTUYECKU paﬁou

HacTtoawoTo nscneasaHe pasriexga NpeanocTaBkM U Bb3MOXKHOCTM 3a PasBUTME Ha HAKOM
cneumannsmpaHn BUAOBE TYPU3IbM U NO3ULMOHUPAHETO HA CTPaHaTa, Ha MeXAyHapPOoAHWUSA Nasap, KaTo
KOHKYPEHTHA AecTMHauma. 3a uenuTe Ha paspaboTKata ce npoyyBa M aHanusupa cneumdukaTa u
XapaKTEPUCTUKUTE Ha YNPaABJEHMETO Ha AeCTUHAUMUTE U npoduanpaHeTo um cnopes KoHuenuumaTa
33 TYPWUCTUYECKOTO palloOHMpaHe Mo BUAO0BE U NOABUAOBE TYPU3BM, KaKTO U TAXHOTO e(deKTUBHO
yrnpasaeHWe 4Ypes npwuiaraHe Ha MOZEeNM 33 MEHUAXMDBHT Ha AeCTUHaAUMUTE MONyAspPHUM B APYru
pPa3BUTU TYpPUCTMYECKM CTpaHM. Cb3gaBaHETO Ha afanTMBHWM MOLENM 3a YnpaBieHMe Ha
TYPUCTUYECKUTE PaliOHM, YCTAHOBABAHETO Ha HEOBXOAMMOCTTa OT CNeumanm3aLma Ha TYPUCTUYECKUA
NpPOAYKT MO LeNoroguLieH TYpM3bM, KaKToO M pe3yTaTuTe OT HErOBOTO NMPU/IOMKEHUE B MPaKTMKaTa ca
LenuTe, KOMTO Ce MOCTaBAT 33 WM3ACHABAHe B HacToAWwaTa paspaboTka. M3sacHABaHeTO uMm LWe
nognoMOrHe PasBUTMETO Ha TYPUCTUYECKUA BU3HEC M HEFOBOTO MAapKETUHIOBO yrpaB/ieHue.

Management aspects of the product specialization of a tourism region

This study examines the preconditions and opportunities for the development of some specialized
types of tourism and the positioning of the country on the international market as a competitive
destination. The study examines and analyses the specifics and characteristics of the destination
management and their profiling according to the concept of tourism zoning by types and subtypes, as
well as their effective management through the application of models for management of destinations
popular in other developed tourist countries. The development of adaptive models for the
management of the tourist regions, the identification of the necessity of specialization of the year-
round tourist product, as well as the results of its application in practice are the objectives, which are
set forth for explanation in the present study. Explaining them will help develop the tourism business
and its marketing management.

5. flHesa, M., leopruesa, P., ,YnpassieHNeTo Ha Ae/10BUAT TYPU3bM KaTo NpeanocTaBKa 3a
yCTOMuUMB pacTex,, cn. Auanor, EnekTpoHHo cnucaHme Ha CA "[. A. LleHos" — CBULLOB,
2018 r. 6p.2, c.15-27., ISSN: 1311-9206

HacTtoawoTo nscneasaHe Wenu NpoyyBaHe M aHaAM3 Ha Bb3MOXKHOCTUTE 33 pa3sHoobpassBaHe Ha
npeanaraHeTo Ha TYpPUCTMYECKMTE areHuuu, Ypes cb3gaBaHe Ha CrneuuanmsmMpaHn NpoayKTU KaTo
baKTop 33 NoCTUraHe Ha MKOHOMMYECKA ePEKTUBHOCT BbPXY LIAJIOCTHATA AeMHOCT Ha NpeanpuaTmeTo.
MpunaraHeTo Ha ynNpaB/fIEHCKM CTPaTerMm 3a YCTOMUMB PacTeX ca OMOPHM TOYKM 3a pa3BUTUE HA
KOHKYPEHTHO NPeayMCTBO KaKTO Ha TYPUCTUYECKUTE palioHW, TaKa U Ha pUpMMUTE B yCl0BUATA Ha
XOMOTFeHHOCT Ha na3apa. KOHKpeTHO NPUAOXKEeHNE HAa HaYMHWUTE 3a NPeoS0/ABaHe HAa eAHOPOAHOCTTA
B MNpPeAnaraHeTo € HaMepeHo B CneuuannsmpaHe Ha TypuUcTUYeckuTe GUPMKU KbM Cb3gaBaHe Ha
nporpamu, CBbpP3aHW C AeN0BUA TYPU3bM M HEroBUTE CbCTAaBHU €NeMeHTW, HepasaesiHa 4acT oT
ANHAMUYHOTO Pa3BMTUE HA HALMOHAHATA U MEXAYHApPOAHa MKOHOMMUKA.

Managing the business tourism as a prerequisite for sustainable growth

The present paper aims to explore and analyze the possibilities of diversifying the supply of travel
agencies by creating specialized products as a factor for achieving economic efficiency on the overall
activity of the enterprise. The implementation of sustainable growth management strategies is a
turning point for developing a competitive advantage for both tourist areas and companies in the
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conditions of market homogeneity. Specific application of the ways of overcoming the homogeneity of
supply was found in the specialization of the tourist companies to create programs related to the
business tourism and its components, an integral part of the dynamic development of the national and
international economy.

6. laneva, M., Tsonev, N., Vasileva, M., Basmadzieva, St.., Enhancement of Competitiveness of
the Product in the Tourist Business by Health Tourism Marketing Management, Research
Papers of UNWE, 2018(2), ISSN: 0861-9344, pp.89-108 (losuwaeaHe
KOHKypeHmocnocobHocmma Ha npodykma 8 mypucmudveckua b6usHec upe3
MapKemuH2080mMo ynpaesneHue Ha 30paeHuUs mypusom)
AKTyanHocTTa Ha uscnegBaHaTa npobaematuka ce obycnaBsa oT ¢paKTa, ye B 6bArapckmsa Typmusbm ce
TbPCAT HOBM POpPMM 33 MOCTUraHe Ha HEeCce30HHOCT B TypUCTMYECKOTO npegnaraHe. O6eKT Ha
n3cnepBaHe e 34paBHUAT TYPU3BM, MPeaMET Ha aHa/I3 ca aCNEKTUTE HA MAaPKETUHIOBOTO yrpas/ieHue
Ha 34paBHMA Typusbm B bBbarapua. Tesata e, 4ye upe3 npuaaraHe Ha WHCTPYMEHTUTE Ha
MapKeTMHIOBOTO YNpaB/iEHME CE NMOBULLIABA KOHKYPEHTOCNOCOBHOCTTa Ha NPOAYKTa B TYPUCTUYECKUA
6usHec. LlenTa Ha n3cnenBaHETo e Aa Ce YCTaHOBW KOM acNeKTU OT MapPKETUHIOBOTO YNpaBAeHne MoraTt
[la ce NPU0KaT 3a BbBEXKAaHe Ha MHOBALMM B 061aCTTa Ha 34PpaBHMA TYPU3bM.

Enhancement of Competitiveness of the Product in the Tourist Business by Health Tourism
Marketing Management

The actuality of the examined problems is determined by the fact that the Bulgarian tourism is
looking for forms of achieving non-seasonality in the tourist supply. The object of research is the health
tourism; the subject of analysis is the aspects of marketing management of health tourism in Bulgaria.
The thesis is that, by applying marketing management tools, the competitiveness of the product in the
tourism business is increased. The purpose of the research is to establish which aspects of marketing
management can be applied to introduce innovations in the field of health tourism in order to increase
its competitiveness.

7. laneva, M., Gaidarov, N., Specialization of Tourist Offering by Modeling a Package Tour for
Gambling Tourism, Research Papers of UNWE, Issue 1/2019, p.125-145 (Cneyuanu3zayus Ha
mypucmu4eckomo npednazaHe Ype3 moodenupaHe HO Mypucmu4vecKu rnakem 3a xazapmeH
mypu3om)

MpeameTt Ha uscneasaHe ca Ao06pPUTE NPAKTUKM HAa KasMHO OBEKTU U KasmMHO MPOAYKTU, KOUTO ce
npegnarat OT CBETOBHM AWAEPU B TO3M NOACEKTOP, KOMTO Ca CUCTEMaTU3MpaHM nofd ¢popmarta Ha
KpWUTEPUU M MOKa3aTe M 33 OLLEHKA, 33 A@ MOraT TyponepaTopuTe Aa pasnonaraT C MHCTPYMEHTapuym
3a cesiIeKTMpaHe Ha A0CTaBYMUM, 3BMPAKM Hall-[06puTe Npes/IorKeHUsA U BKIOYBAMKMN T B NAaKETHU
TYPUCTUYECKM NPOrpamm No KasmHo Typmsbm. OB6eKT Ha M3cnedBaHe ca KasMHO KasMHO 06eKTU U
KasuHo npoayktM B CoduaA. [poyyBa ce cneumduKata Ha npensiaraHeTo B Tasu ob6aacT, C uen
pa3paboTBaHe Ha MoAen, NPUIOKNM 33 Npes/iaraHe oT 6bArapcKUTe TYPUCTUYECKU areHLmu.

Specialization of Tourist Offering by Modeling a Package Tour for Gambling Tourism
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The subject of this study are best casino practices and casino products offered by world leaders in this
subsector, systematized in the form of evaluation criteria and indicators to give tour operators the
tools to choose suppliers by selecting best offers and including them in casino tour packages. The
subject of this study are casinos and casino products in Sofia. The specifics of the offerings in this
field are studied in order to develop a model to be applied by the Bulgarian travel agencies.

8. laneva, M. & Georgieva, R., 2020. "Reviewing the Conditions for Business Tourism in
Bulgaria," Journal of Innovative Business and Management, DOBA Faculty, vol. 12(1), ISSN:
1855-6175 pages 35-40.

AHanus Ha ycnosuATa 3a 6usHec Typusbm B bbarapus

Tasu cTaTma odyepTaBa TeHAEHUMUTE B Pa3BUTMETO Ha buM3Hec Typusma B bbarapus U aHanusupa
YCNOBMATA 3a M3BbpPLUBaHE Ha BU3Hec TypM3bM B cTpaHaTa. OCHOBHUTE pe3ynTaTh OT M3C/edBaHeTo ca
CBbp3aHM c obuwarta Teopua 3a cneumdpukata Ha OM3HEC Typu3ma, aHa/aM3a Ha MNPAKTUYECKOTO
NPUAOXKEHNE Ha TeHAEHUMUTE Ha pasAnYHUTE CYBEKTM Ha MaKpo U MMKPO HUBO. B KOHKpeTHUTe
NPOYyYBaHMA U NPW U3rOTBAHETO Ha 3aK/YEHUATa OT TAX ce npuaaraT obWmM HayYyHU MeToaM KaTo
HabnogeHne, aHan3, CMHTE3, aHanormna U Apyru.

Reviewing the Conditions for Business Tourism in Bulgaria

This article outlines the trends in the development of business tourism in Bulgaria and analyzes the
conditions for doing business tourism in the country. The main results of the study relate to the general
theory about the specificity of the business tourism, the analysis of the practical application of
tendencies of the different subjects at macro and micro level. In the specific studies and in drawing up
the conclusions from them, common scientific methods as observation, analysis, synthesis, analogy,
and others, are applied.

OOKNAAMN, NYB/INKYBAHU B CBOPHULUN OT HAYYHU KOH®EPEHLUU, NPOBEAEHU B YYXKBEUHA

1. laneva, M., Velikova, E., Gatovski, I., “Practical training in tourism, International Conference,
7th Edition, Florence, Italy, “Conference Proceedings. The Future of Education”8-9. 06. 2017,
p. 348-352, (ISBN and ISSN 2384-9509 codes by the Italian publisher LibreriaUniversitaria
Edizioni)

MpaKTnuecko obyueHune no Typmusbm B YHCC

HapacTBalloTo 3HayeHne Ha TypucTudeckaTa MHAYCTpUs 3a Gbnrapckata MKOHOMMKa nopaxaa peguua
npeaussukaTencTea npep oby4eHneTo No Typu3bMm BbB BUCLLMTE yumnuiia. [NpeobnagasawmsaTt osn
Ha ycrnyruTe B TYPUCTMYECKOTO NpeanaraHe AOMbIHUTENHO YCNOXHABA AeMHOCTTa Mo NpeoCTaBsAHETo
Ha Ka4yeCTBEH TYPWUCTMYECKM NPOAYKT. Tean aKkTW, KakTO M HEeNpekbCcHaTOTO OOHOBsIBaHE Ha
TypucTMYeckaTa UHAYCTPUS U O0GaBAHETO Ha HOBM CEKTOPU KbM Hes, NpedonpenensT U BUCOKUTE
M3UCKBaHUSl, KOUTO ce npeasiBaBaT KbM TypucTUYeckusi nepcoHasn. CbBpeMEHHUTE TYpPUCTUYECKU
ynpaBrieHCKM Kaapu paboTaT B U3KIMOYMUTENHO AMHAMMWYHA U HEMNPEKbCHATO NPOMeHsiLLa ce cpeaa. 3a
[4a MoraT ia OTroBOPAT HA Te3M NPOMEHSILLM CE YCIOBUS, TE Ce HYXXAanT OT CONMAaHa NoAroToBKa, KOSATO
TpsbBa Oa Obaoe ocurypeHa no BpeMe Ha oOyvyeHWeTo UM B GakanaBbpcka WM MarucTbpcka
KBanmduKaLMoHHa CTENeH.
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Practical training in tourism The growing importance of the tourism industry for the Bulgarian
economy raises a numerous challenge for tourism education in universities. The majority of services in
tourism supply further complicate the business of providing quality tourism product. Along to these
facts we can add the constant redesigning of the tourism industry, the creation and adaptation of new
sectors to it contribute to setting high requirements that tourism staff must meet. In order to respond
to these changing conditions, managers need a solid preparation that must to be provided during their
training in Bachelor’s and Master’s degree.

2. laneva, M., Georgieva, R., "Innovations of the MICE tourism: Opportunities in Bulgaria", 3rd
International Scientific Business Conference on Leadership and Management: Integrated
Politics of Research and Innovations — LIMEN 2017, Belgrade, Serbia, 14.12.2017, p.727-730

MHoBauumu B 6U3Hec Typuama: BbamorkHocTu B Bbarapus.

B HactoswaTta paspaboTka ce pasrneraa TeHAEHUMATa MO NnpunaraHe Ha MHOBALMOHHM
NOMTUKM B NPOAYKTOBOTO MpeAsiaraHe Ha CBETOBHMUTE Nasapu, M B YacTHOCT B Obarapckua
TYPUCTUYECKN OpaHWw. Taka o4yepTaHaTa WMKOHOMMYECKA CUTyauus Hasara Ha TypPUCTUYECKUTE
npeanpuatTMa  HeobxoAMMOCT OT CTUMYy/IMPaHe pasBUTMETO Ha MHOBAUMOHHM noaxoAu 3a
ansepcudrumpaHe Ha TYPUCTMUYECKUA NPOAYKT. B 4acTHOCT Ha TypuCTMYECKOTO MHoroobpasue, B
AOKNaaa, ce aHanMampart npoayktTn Ha MICE (613Hec) Typ13ma un ce npeanara MHOBaLMOHEH Moaen,
CBbP3aHM C MaTepunasHoO-TeXHMYecKaTa 6asa, aHraxkupaHa B NpoBeXKaaHe Ha bU3HeC meponpusaTus B
Bbarapua. [JokasBa ce HEoH6X0AMMOCTTAa OT MHTErpMpaHe Ha WHOBALMOHHU MPOLECU B NPAKTUKO-
npunoxHaTa chepa Ha BM3HEeC TypU3Ma- 3a1u 3a NPOBEXKLAHE HA CPeLLM, KOHbEepPEHUNM, CUMNO3UYMU
W ApYyrK, KaTo KAo4oB GpaKTop 3a YCTOMYMBO Pa3BUTME HA NPOAYKTOBaTa NOAUTUKA.

Innovations of the MICE tourism: Opportunities in Bulgaria The scientific paper examines the
tendency of implementing innovation policies on the product supply at the global markets, and
particularly at the Bulgarian tourism sector. This economic situation emphasizes the need of the
touristic companies to stimulate the development of innovative approaches for differentiating the
touristic product. In particular, of the tourism’s diversity, the paper analyzes products of the MICE
(business) tourism and identifies innovative models, related to the material and technical facilities,
involved at the organization of business events in Bulgaria. The need to integrate innovative processes
at the practical application of business tourism - meeting rooms, conference and symposium halls etc.
is being proven as a key factor for sustainable development of the product policy.

3. laneva, M., Georgieva, R., ,The sharing economy at tourist tours and its impact on the tourist
business (travel agencies) in Bulgaria“ , 1CSS XIV, 14" International Conference on Social
Sciences, Goethe University Congress Center, Frankfurt, Germany 2-3 March 2018, ISBN
9781642553987 Proceedings Volume |, p.149-156

(V)

CnogeneHata MKOHOMMKA B TYPUCTUUYECKUTE MbTYBAaHMA WU BJIMAHUETO 1 BbPXY TYPUCTUYECKUA
6usHec (Typuctnueckute areHuum) B bbarapus

To3u goknag, pa3rnexga cnogeneHata MNKOHOMUKa U HEeNHOTO NPpUNOXKEeHUNeE B obnactra Ha 6usHeca
KaTo UAI0 N NO-CneumanHo B TYPUCTUYECKMA ceKTop B bbarapua. U3sepeHn ca TeopumnTe OTHOCHO
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TEXHO/MIOTMATA Ha WMKOHOMWKAaTa Ha cnogensHe, KOMTO CbllO Ce M3y4aBaT OT YyXKAeCTpaHHM
n3cnepoBaTenu, 3a Aa Ce pasrpaHMuM HelHata cneumduMYHOCT M 3 ce WACTPUPA HeHOTO
Bb34ENCTBME BbPXY Pa3NIMYHM acreKkTM Ha 6usHeca. PasBUTMETO Ha CbBMECTHOTO noTpebieHue
onpeaens W MNPecCTPyKTypupaHe Ha TypUCTUYECKMA nasap M Hanara MPOMEHM B TbPCEHETO Ha
TYPUCTUYECKM NPOAYKT.

This paper examines the sharing economy and the application of its manifestations in the field of
business as a whole and in particular at the tourism sector in Bulgaria. Identified are theories, regarding
the technology of the sharing economy, that are also being studied by foreign researchers in order to
differentiate its specificity and to illustrate its impact on diverse aspects of business. The development
of the collaborative consumption also determines a restructuring of the tourist market and imposes
changes in the demand for tourist product.

4,

laneva, M., Pandzherova. A., “Importance of Women Empowerment for Economic Development
of Tourism Destinations”, XIV International Scientific ARC ICWLE 2020 Male Conference:
International conference on women leadership and empowerment, Male, Maldives, PDF version,

23.07.2020 r., p.243-256, ISBN: 978-1-7338929-3-3

BnuaHMe Ha }XEHCKOTO nNpeanpuemayecTBo 3a MKOHOMMUYECKOTO pa3BUTUE Ha TypUCTUUECKUTe
AecTUHauuu

Bbnrapua KaTto ce3oHHa TypuCTMYeCcKa AeCTMHaLUMA pa3BmBa cneunannsupaHm BUA0BE TYPU3DM,
Bb3 OCHOBAa Ha KOMTO fAa NOCTUTHE LenoroguvilleH KanauuTeT Ha crneunannsnpaHarta cu cynep
CTPYKTYpa B TYPUCTUMYECKUTE PAMOHW Ha CTpaHaTa. B KOHTEKCTa Ha cneunanmsvMpaHu Buaose
TYpU3bM, € HEODXOAMMO CbLLO TaKa A3 ce MAEHTUULMPAT CbOTBETHUTE O0BEKTU, Npeanaram
Te3n BUA0BeE TYPU3bM, B KOUTO KEHCKOTO NpeanpnemMayectso MOXe Aa Hamepun macto. [loknagbt
ce GoKycMpa MU3KIYMTETHO BbPXY Bb3MOMXKHOCTUTE 33 YKEHCKOTO Npeanpuemayectso B Typnama
8 bvarapwus.

Importance of Women Empowerment for Economic Development of Tourism Destinations

Bulgaria as a seasonal tourism destination develops specialized types of tourism to reach year-
round and more intensive capacity of the specialized superstructure in the tourism regions of the
country. According to the Strategy for Sustainable Development of Tourism in Bulgaria - 2014-
2030, the country will focus on “diversification of tourism products and offer of thematic tourism
products in the field of cultural heritage, contemporary culture, protected natural territories,
health tourism, historical, sports, religious tourism, business and more.

5. laneva, M., Georgieva R., Image of the destination for MICE tourism, Proceedings of The 2nd
International conference on Research in Management, Vienna, Austria, February 19 — 21,
Diamond Scientific Publishing 19*" February 2021, Category: Management, p. 113-121, ISBN:
978-609-485-130-8

MmunpK Ha gecTMHauma 3a BU3Hec TYypusbm

MN3cnenBaHUAT BbNPOC Ce OTHACA A0 U3rpakAaHeTo Ha NpuBaeKkaTeneH MMUAXK Ha TYPUCTUYECKUTE
AecTUHauum cneupnannsmpanm B obnactra Ha 6usHec typmama /MICE/. ATpakTMBHOCTTa MosKe Aa 6bae
oLeHeHa 4pe3 Pas/MYHK GAKTOPK, KaTo MECTOMNONOMKEHWe, KYNTYPHO-UCTOPMYECKO HacneacTso,
KAMMaTUYHM YCAOBUA, MNOAUTUKM 3a 34paBe M 6e30MmacHOCT, NoAxodall TPaHCMopT UM Apyru
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XapaKTePUCTMKU. Bb3MOXKHOCTUTE 33 NpeXMBABaHUA U eMOLUMN B AECTUHALMATA, KOUTO MOTMBMPAT
NOTEHUMANHUTE Yy4aCTHULUM A NbTYBAT, Ca OT CbLLECTBEHO 3HaYeHMe 33 Cb34aBaHETO Ha UMUAXK KaTo
npuenekatenHa gectmHauma 3a MICE Typmsbm. HacToAwoTo M3cnegBaHe pasrnexga Kputepuu 3a
dopMUupaHe Ha MPUBAEKATENHOCTTa Ha AEeCTUHALUMUTE OTHOCHO YEeTUPUTE KOMMOHEHTa Ha busHec
Typusama /MICE/. MNpeactaBeHun ca 406pU NPaKTUKKN Ha BOAELLM AeCTUHaLMKN 32 BU3HEC TYpM3bM, Bb3
OCHOBa Ha KOWUTO MoraT fa ce 060co6aT HeobXoAMMUTE eleMEHTU 33 Cb3[aBaHE HA KOHKYPEHTHO
npeauMmcTBO, MPUB/IMYAHE Ha MO-FOJIEMU TYPUCTUUYECKU CErMEHTM M B YaCTHOCT - noBeye GuM3Hec
NBTHULN.

The researched issue concerns building of an attractive image of the MICE tourism destinations. The
attractiveness can be assessed by different factors, such as location, cultural and historical heritage,
climatic conditions, health and safety policies, suitable transportation and other characteristics. Along
with the above, the opportunities for experiences and emotions in the destination, that motivate the
potential participants to travel, are essential for creating an image as an attractive destination for
MICE tourism. The present study examines criteria for forming the attractiveness of destinations for
events from the MICE complex. Presented are good practices of leading business tourism destinations,
from which can be derived the necessary elements to create a competitive advantage, attract bigger
tourist segments, and in particular — more business travelers.

6. laneva, M., Basmadzieva, St.., The Management Consultancy for Promoting Exotic Destinations
for Health Tourism, Proceedings of The 2nd International conference on Research in
Management, Vienna, Austria, February 19 — 21, Diamond Scientific Publishing 19*" February
2021, Category: Management, p. 103-112, ISBN: 978-609-485-130-8,

AKTyanHoCTTa Ha TemaTa ce onpeaensa oT HeobXoAMMOCTTa 3a NONYAAPM3NPAHE Ha TYPUCTUUYECKN
AEeCTUHALMKN, KOUTO OCUTYPABAT EK30TUYHU NPEXNBABAHMNA B 34PaBOC/NOBHA cpeaa. B Tasn Bpb3ka
€K30TUYHWTE AecTMHALMK 3a 34paBeH TYPM3bM Ca BbB pOKyCa Ha KOHCYATaHTUTE No ynpasfeHue,
KOWUTO pa3paboTsBaT NPOEKTH, HACOUEHM KbM TYPUCTUUECKUTE areHUMM C e NpoydsaHe, aHaaus u
nonynsapusMpaHe Ha Takuea NpoAyKTn. O6eKT Ha n3cneaBaHe ca eK30TUYHM 34,0aBHU AeCTUHALNN,
npeamMer e TAXHOTO NOMyNspM3npaHe 4Ype3 KOHCYATaHTCKM npoekTu. Llenta e ga ce paskpuar
Bb3MOXKHOCTUTE 33 OTKPOABaHE M NOMNyAAPU3MPaHE Ha EK30TUYHM NPOAYKTU 33 OTAMX, KOUTO LWe
BbPHAT TYpUCTMTE B AECTMHALMM 3a 34paBeH TYPU3bM Chef peanu3aumata Ha KOHCYATaHTCKM
NPOeKT. Pe3yaTaTuTe ca HaCoYeHW KbM TYPUCTUYECKUTE areHUun M AecTUHauuuTe 3a 34paseH
TYpU3bM, KOMTO MO Bpeme Ha Kpu3a TpabBa Aa NPecTPyKTypupaT CBOWUTE MPOAYKTOBM
npeanosKeHusa, GoKyCMpaHu BbPXY TEKYLLUTE MOTPEBUTENCKN HYKAN.

The relevance of the topic is determined by the need to promote tourism destinations which are
providing exotic experiences in a healthy environment. In this regard, exotic destinations for health
tourism are the focus of management consultants who develop projects aimed at travel agencies
in order to research, analyze and promote such products. The object of research are exotic health
destinations; the subject is their promotion through consulting projects. The aim is to bring out
the opportunities for highlighting and promoting exotic recreational products that will return
tourists to health tourism destinations after the implementation of a consulting project. The
results are aimed at travel agencies and health tourism destinations, which in times of crisis need
to restructure their product offerings focused on current consumer needs.
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NYBNAUKYBAH YHUBEPCUTETCKN YYEBHUK

1. fAHeBa, M., EKcKyp30800CKO 06cayxeaHe, TPeTO AO0NbJAHEHO u3gaHue, AsaHrapg, Mpuma,
2009 r., 510 c., ISBN 978-954-323-509-4

Pasrnexpga ce TexHO/IOMMATA Ha EKCKYP30BOACKOTO 06C/ay)KBaHe MO MNOBOA MOCPELLAHETO,
0bCcnyKBaHETO M U3NPaLLAHETO Ha TYPUCTUTE, KaKTO U BUAOBETE EKCKYP30BOAM W U3UCKBAHUATA
KbM TAX. Cneu,manHo BHMMaHMe e oTAeNNeHO Ha OpraHn3aunATa Ha ToO3U Tun LI,GD'IHOCT B 3aBUCUMOCT
oT cneundurKaTa Ha CbOTBETHUA TYPUCTUYECKN OPraHN3aToOp, AOCTAaBYMK MW APYr OpraH B chepata
Ha TypM3ma, YyMeTo GyHKUMOHMpPAHE ce OTpassBa Ha eKCKYpP30BOACKOTO obcnykBaHe. OcobeHo
BHMMaHUe ce oTAaBa Ha CBeToBHaTa ¢peaepaLma Ha aCOLMNPAHNTE TYPUCTUYECKM EKCKYP30BOAM,
T. K. HEMHOTO BANSAAHKE € BOAELLO B Ta3u obacT.

Tour Guide Service

In the current paper considered are the technology of the tour guide service in the way of
welcoming, servicing and sending tourists, as well as the types of guides and the requirements for
them. Special attention is paid to the organization of this type of activity, depending on the
specifics of the respective tourism organizer, supplier or other body in the field of tourism, the
functioning of which affects the tour guide service. Particular attention is paid to the World
Federation of Associated Tourist Guides, as its influence is leading in this area.

2. laneva, M., Tour Guide Service, Publishing House “Publishing complex-UNWE”, Sofia, 2014.,
p.195, ISBN 978-954-644-689-3, http://blogs.unwe.bg/myaneva/files/2018/03/Book-Tour-
Guide-Service-Mariana-laneva.pdf

The book applies a modern interpretation of generic knowledge base, providing a comprehensive
picture of the tour guide service. It addresses the issues related to the creation, organization and
implementation of tour guide service in the tourism business. Special attention is paid to the
meaning and purpose of tour guiding as a stimulus for a tourist trip as a mediator in intercultural
relations. The topics and discussions which are most interesting for the tourists regarding their
cognitive trips mainly.

EKCKYP30BOACKO 06CNyKBaHe

KHurata npwnara cbBpemMeHHa WHTepnpeTauma Ha obwa 6asa OT 3HaHWA, NPefoCTaBANKM
LUANOCTHA KapTMHa 33 EKCKYpP30BOACKOTO 06C/y:KBaHe. Pasrnexpa Bbnpocute, CBbP3aHM CbC
Cb3/1aBAaHETO, OPraHM3NPAHETO U NPUNATaHETO Ha EKCKYP30BOACTBOTO B TYPUCTUYECKMS BU3HeC.
CneumanHo BHUMaHWE e OTAE/IEHO Ha CMUCBH/IA M LenTa Ha eKCKYP30BOACTBOTO KaTo CTUMYA 33
TYPUCTMYECKO MNbTYBAHE M KATO NOCPEAHUK B MEXAYKYNTYPHUTE OTHOLIEHUA. TemuTe n beceauTe,
KOMTO Ca Hall -UHTEepecHM 3a TypucTUTEe ca M3BEAEHW HaW-Beye OTHOCHO MO3HaBaTe/NHuUTe
NbTyBaHUSA.

3. flHeBa, M., EKCKyp30800CKO 06cayxceaHe, YeTBbPTO NpepaboTeHo U AONb/IHEHO U3AaHMe,
ABaHrappg Npuma, 2016 r., 510 c., ISBN 978-619-160-639-9

Pasrnexxga ce TexHONOMMATA HA EKCKYpP30BOACKOTO o6cny>+<BaHe no noBoAa NnocpeLlaHeTo,
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06CNY}KBAHETO M M3NpallLlaHeTO Ha TYPUCTUTE, KaKTO U BUAOBETE EKCKYP30BOAN W U3NCKBAHUATA
KbM TAX. CneunanHo BHUMaHMeE e OTAeNEeHO Ha OpraHn3aumaTa Ha TO3M TUN AeMHOCT B 3aBUCUMOCT
OT creunduKaTa Ha CbOTBETHUA TYPUCTUYECKM OPraHM3aTop, 4OCTAaBUMK UM APYT OpraH B chepaTa
Ha Typu3ma, uMeTo GYHKUMOHMPaHE ce 0Tpa3fBa Ha eKCKyp30BOACKOTO obcnysksaHe. OcobeHo
BHMMaHMe ce oTAaBa Ha CBeToBHaTa dpeaepalma Ha acoLMUPaHUTE TYPUCTUYECKN EKCKYP30BOaMH,
T. K. HEIAHOTO BAUSHME € BOAELLO B Ta3u 061acT. 3ac/yKeH MHTepec NpeacTaB/saBaT BbNPoOCUTE Ha
TYpU3Ma, CBbP3aHU C MENKAYKYNTYPHUTE OTHOLWIEHUS W KYATYPHOTO NOCpeAHMYecTBO Ha
€KCKYyp30BOAMTE C e/l UHTErPUpPaHe Ha KyATYyPHOTO Hac/leACTBO HA HApoOAUTE U NoNyAspusnpaHe
Ha O6bArapckute gectvHaumu. PasrnefaHu ca v TemuTe, U beceguTte B €KCKYP30BOACTBOTO MO
noBoA, OpraHM3MpPaHeTo U NPOBEXKAAHETO Ha TYPUCTUUYECKU MbTYBAHWUA C Pa3INYHU Lenu, KaTo
NPUOPUTETHO MACTO € OTAENEHO Ha TEMUTE, CBBP3AHM C KYATYPHO-UCTOPUYECKUTE OOUKONIKKN Ha
HaW-TbpPCEHUTE TYPUCTUYECKU AeCTUHAUMKN. AKTYaNM3MpaHM ca BbNPOCUTE CBBbP3aHM C MPOMEHUTE
B HOpMaTMBHaTa ypeaba 3a obpasoBaHMeETO, NpakTUYeckaTa NOArOoTOBKa M NpodecMoHanHaTta
KBaAndukauma, Heobxoaumu 3a npuaobuBaHe Ha MPABOCMOCOOHOCT 3a yMparkKHABaHE Ha
npodecunaTa "EKckypsosoa".

Tour Guide Service

In the current paper considered are the technology of the tour guide service in the way of
welcoming, servicing and sending tourists, as well as the types of guides and the requirements for
them. Special attention is paid to the organization of this type of activity, depending on the
specifics of the respective tourism organizer, supplier or other body in the field of tourism, the
functioning of which affects the tour guide service. Particular attention is paid to the World
Federation of Associated Tourist Guides, as its influence is leading in this area. The interest is
attracted by the discussions of tourism related to intercultural relations and cultural mediation of
guides in order to integrate the cultural heritage of the peoples and promote Bulgarian
destinations. Reviewed are the topics and the discussions in the guidebook on the occasion of
organizing and conducting tourism tours by different purposes, as priority is given to the topics
related to the cultural and historical tours of the most popular tourism destinations. The issues
related to the changes in the legal framework for education, practical training and professional
qualification, necessary for acquiring the legal capacity to practice the profession "Guide", have
been updated.

4. Pubos, M., lHeBa, M., Munesa, C., Aumutpos, M., CtaHkoBa, M., TpudoHoBa, XK., Ipbuka,
., Typonepamopcka, azeHmMcKka u mpaHcnopmua deliHocm, Tpakua-M, rnasa wecra-
Typuctuyecku mapuwpytu, 2009 r., c 207-234, ISBN 954-8401-76-0

nﬂaHMpaHETO N OpraHn3aumnATa Ha BCEKU BUO NMPOAYKT OT aCOPTUMEHTA Ha NMbTHUYECKATA areHuuAa no

CBOATAa CHLWHOCT € YHUKaNeH, 4YaCTU4HO He3aBUCMM OT gpyrute cd>epM Ha ILI,EI‘/JIHOCT Ha nepcCoHana.

MHoronpoduaHuTe TyponepaTopu, KOUTO eAHOBPEMEHHO NpeaaraT HAKOJ/IKO BapMaHTa Ha TYPUCTMUECKU

NAaKeTN No Pa3/IM4YHN HAMpPaBaEHNA, OPraHN3NPAT CBOATA LI,EI‘/JIHOCT, TaKa 4e Ka4yeCTBEHO U Ed)eKTI/IBHO Aa ce

pa60T|/| BbpPXy BCEKU OTAENEH NMPOLAYKT. OcobeHocTuTe Ha Tasm AEVIHOCT MU3UCKBAT OT MEHUAXMDBHTA Ha

KOMMNaHNATA 3HAYUTE/IHN OPraHMU3aTOPCKU YMeEHUA edDEKTMBHO Aa Cce pbKoBOAU pa60Tva npouec BbvB

dnpmara.

Travel Programs
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The planning and organization of each type of product in the range of the travel agency is inherently unique,
partially independent of other areas of staff activity. The multi-profile tour operators, which simultaneously
offer several variants of tourist packages in different directions, organize their activity so that it is possible
to work qualitatively and effectively on each individual product. The peculiarities of this activity require
from the management of the company significant organizational skills to effectively manage the work
process in the company.

5. Pu6os, M., TagapbKos, ., Napywesa, T., iHeBa, M., Bennkosa, E., ToHueBa, T., MeHyeBa,
A., , OcHosu Ha mypu3ma, 4 yacm, rnaBa 4YeTBbPTA -TyponepaTopcKa U TypareHTcKa
AenHoct, YU CtonaHcteo, 2011 r., c 278-323, ISBN 978-954-644-190-4

Mpeamer Ha wu3cnefaBaHe ca BbMPOCMTE 3a TyponepaTopcKkaTta M TypareHTckata [erHOCT,
HamepuaM MACTO B YeTBbPTaTa rnasa Ha ydyebHWKa. HanpaseH e npernes Ha pasBUTMETO Ha
CbBpeMeHHUTe TYPUCTUYECKU areHuuu. Paarne,u,aHM Ca mojaenunte Ha TAXHOTO YynpaBaeHwue.
MocTaBeH e akUeHT BbPXy OMnepaLMoHaiM3npaHeTo Ha TyponepaTopcKaTa AeMHOCT, KakTo U BbpXy
OpraHM3aLMOHHaTa U YpaBAEHCKaTa CTPYKTYPa B TYPUCTUUYECKUTE areHLmM.

Basics of tourism. Travel agencies.

The subject of research are the issues regarding the tour operator and travel agent’s activity, which
found a place in the fourth chapter of the textbook. It is made an overview of the development of
modern travel agencies and considered are models of their management. Emphasis is placed on
the operationalization of the tour operator’s activity, as well as on the organizational and
management structure in the travel agencies.

6. laneva, M., Toncheva, T., Boycheva, Hr., Tourism destinations, House “Publishing complex-
UNWE”, Sofia, 2015, rnaBa nbpBa — c. 7-46, ISBN 978-954-644-773-9

TypucTUYecku gectuHaumm.

HactoawmaT yuebeH Kypc akLLeHTUPA BbPXY OCHOBHUTE acneKTU OT Pa3BUTUETO HA TYPUCTUYECKUTE
OEeCTUHAUMK, TEXHUTE XapaKTepHU 4epTu, ocoObeHOCTU Ha Pa3BUTME U yNpaB/ieHWE, KaKTo M Ha
No3ULMOHMPAHETO M nonynapusmpaHeto uMm. OBEKT Ha wu3cneaBaHe ca U TYPUCTUYECKUTE
NPOAYKTU B AECTUHALUMMUTE, KAKTO U TeXHUTe nocetnuTenn. OcobeHa 3HaYMMOCT OT rie4Ha TOYKa Ha
CbBPEMEHHUTE M3MCKBAHUA KbM yNpaBAeHUEeTO Ha gecTMHauumte nmat MO/, ynnuto moaenu m
NPaKTUKU Ha ynpasB/eHMe MMAT CbLECTBEHO 3HAYeHWe 3a Pa3BUTMETO Ha Typu3ma Ha Me30 U
MaKpo paBHuLLe. Mopaan HaCOYEHOCTTA HA Y4eOHUS KYPC KbM MKOHOMMYECKUTE YHUBEPCUTETH, B
KOMTO Ce M3y4yaBa TYpPMU3MbT, MO-CbLUECTBEHO 3HayeHWe e 0O6bpHATO He Ha OTKPOABAHETO Ha
NPUPOAHUTE M aHTPOMOreHHU PECYPCU B AECTUHALMUTE, a Ha A06pUTE NPAKTUKN B MEHUAKMBHTA,
KaTo NpeAnocTaBKa 3a Pa3BMTUETO Ha TYpM3Ma B PeLLEeNTUBHUTE TYPUCTUYECKUN AeCTUHALMMN.

Tourism destinations

The following course focuses on the basic aspects of the tourism destinations development, their
characteristic features, specific development and management, as well as on their positioning and
promoting. DMOs have particular significance in the terms of modern requirements to destination
management, their models and management practices are essential for the development of
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tourism at the meso and macro level. Because the focus of the training course are the economic
universities where tourism is studied, attention is not paid on highlighting the natural and
anthropogenic resources of the destinations, but on the good practices in the management as a
prerequisite for the development of tourism in the receptive tourist destinations. Tourism
destinations are discussed through illustrative case studies and effective practical approaches for
various facets of destination management, providing a comprehensive view to planners,
policymakers, and destination managers who attempt to ensure a sustainable future for those
communities, in an innovative way.

7. Auesa, M. OcHoB8U Ha KOHCynMuUHz2a 8 mypu3ma, AsaHrapg, Npuma, Codusn, 2010r., 241 c.,
ISBN 978-954-323-780-7
Y4ebHUKBbT ,,OCHOBM Ha KOHCYNTUHIa B TYpn3ama” e oTroBop Ha HeobxoaAMMOCTTa B CbBPEMEHHMUA

MKOHOMMYECKN XKMBOT KOHCYNTUHIBT Zla 6bae pasrnexaH KaTto 3HauMm MKOHOMMUYECKK pecypc 3a
pelwaBaHeTo Ha peamvua ynpaB/ieHCKM npobnemu 4ypes BbHIIHA Hameca B TYPUCTUYECKUTE
npeanpuatus. NpeaHasHayeH e 3a CTy4eHTUTe 06y4yaBaHM No TYPUCTUYECKM CMELMaNHOCTH, KaKTo
W 33 KOHCYNTaHTU — MHAYCTPUANHM cNeumManmcTi B obnactra Ha Typu3ma.

B Hero e 0606WeH NNYHMAT KOHCYNTAHTCKM ONWUT Ha aBTopa B 06/1acTTa, KaKTo M 6BusHec
NPaKTUKUTE Ha YCNEewWwHN KOMNaHWW.

Basics of Tourism Consultancy

The book is a response to the need in modern economic life for consulting to be considered as a
significant economic resource for solving a number of management problems through external
intervention in tourism enterprises. It is designed for students, studying tourism, as well as for
consultants — industrial specialists in the field of tourism. It summarizes the author's personal
consulting experience in the field, as well as the business practices of successful companies.
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