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CBBpEMEHHOTO Pa3BUTHE HA YOBEUIKOTO 001ecTBO 1pe3 2020 r. € MOBIMAHO OT MosiBaTa Ha
Oe3mpelieIeHTHA 32 YOBEIIKaTa HCTOPHS COI[MaIHAa M UKOHOMUYecKa kpu3a. [losBara Ha cBeTOBHaTa
nagaemuss ot COVID-19 oka3Ba TpaHchopmupaino BB3ICHCTBHE BBPXY pPEIUIla CEKTOPH OT
CBETOBHAaTa MKOHOMUKA, KaTo 0€3CIHOPHO Hal-ChIECTBEHO CE MOBIUS TypUCTUYECKAaTa NHLyCTPHSL.
B Te3u HamrbIHO HEMO3HATH UKOHOMUYECKHU U COLIMAJIHU YCIIOBHS OpaHIMHIBT ThPCU HOBU METO/IH,
OPUHIUINM U TUIaTGOpPMH, 4Ype3 KOUTO Ja H3BeJAe Ha MpeleH IUIaH ONTHMAJIHMS MOJeN 3a
KOMYHHKAIUs C MOTPeOUTENNTE HA TYPUCTUYECKHU CTOKH M yciayrd. Hacrosiara cBeToBHA KpHu3a
JIOTIpUHEce 3a TosBaTa Ha TpaHc(opMmalMyu MO OTHOLIEHHE Ha TYpPUCTUYECKHs OU3HEC M Io-
CHEIMaJIHO B HAYMHA, 110 KOMNTO KOMITAHUUTE BWXKAAT U pa30upar moTpeOHOCTUTE U JKEeTaHUsITa Ha
peaJlHUTE U TNOTCHUMANHUTE TypucTh. C OCHOBaHME MOXKE Jla C€ TBBPAU, Y€ NPOMEHHUTE ca
00BBP3aHU C TOBCEMECTHOTO HABJIM3AaHE U MpUJIaraHe Ha JUTUTAIHU TEXHOJIOTUH BbB BCUUKH cepH
Ha JIEHOCT Ha ChbBPEMEHHATA TYPUCTUYECKA UHAYCTPUS U CBbp3aHUTE ¢ Hed orpacau. COVID-19
HaJIOKM MPUHLIMINA Ha JUCTAHIMPAHOCT, JHUICAa Ha NpsKa KOMyHHKAIUs U Hail-Beue cTpax 3a
31paBeTo M 0e30MacHOCTTa Ha TypUCTUTE. FIMEHHO Ta3u HOBa peallHOCT HAacOYBa BHUMAHHUETO Ha
TYpPUCTHUECKUTE KOMIIAaHWM KbM OpaHAMHIa, KaTo Hail-epukacHUs crnoco0 3a pa3paboTBaHE U
npujaraHe Ha HOBU MOJIENIM 32 KOMyHHKalMs, OW3HeC B YCJIOBUATAa Ha MKOHOMHYECKAa KpH3a U
3acujieHa KOHKYpPEHTHa cpefa. A Taka ChIIO M MpH Ch3JaBaHe HAa MaKcUMajieH Opoi JIOsUTHU
noTpeOUTENH, KOUTO Aa ObJAT B OCHOBATa HA TAXHOTO CHIIECTBYBAHE.

Typuctudeckusar 6usHec TpsOBa a oTueTe paxTa, 4e ChbBPEMEHHHUS KHUBOT U ChIIECTBYBaHE
B YCJOBHS Ha KpH3a, TpaHCc(opMupaxa MpearnouuTaHUATa HA TYPUCTHUTE KbM CTOKH U YCIYTH,
npeJiaraHy OHJIaiH, ¥ MOMYJISIpU3MpaIiy ce oT OpaHioBe 0e3 TUITMYHATA 32 TypU3Ma KOMYyHUKaIUs
mune B nuue. [IpaBu Breuatienue, ye CbBPEMEHHUTE TYPUCTH B3€EMAT PELICHUATA CH 3a IbTYBaHE
WM TIOYMBKA IO MHOTO TO-pa3iMueH HavywH. Te pasmonarar ¢ mouTd Oe3KkpaeH Habop OT
BB3MO)KHOCTH 3a NMpU1001MBaHe Ha HH(pOpMalus, cbOpaHH MOHSKOra CaMo B €JHO YCTPOMCTBO (Haii-
YEeCTO CMapT(OH) U MO3BOJSABAIIN UM Ja HAMEPAT MOAXOASIINS TYPUCTUYECKU MPOIYKT WIH YCIyTa,
00EKT Ha TeXHUsS MHTepec. B pe3ynrtar Ha ToBa Moke /1a ce popMHpa TBBPIACHUETO, Y€ T€ Ca MHOTO
MO-TIPEIPa3MNoI0KEHN KbM CAaMOCTOSTEIHO ThPCEHE Ha HiealiHaTa OYMBKA UM IbTYBaHE, a HE KbM
Haco4Ballld ¥ MOTHUBMpAIIM PEKJIAMHU, CH3JaJCHU OT CBUIECTBYBALIUTE Ha Ia3apa TypUCTHYECKHU
¢upmu. Tyk e MACTOTO Ja ce€ IMOCOYM, Y€ TYPUCTHUTE, W3MOJI3BAIIM JAUTUTAIHU YCTPOWCTBA,
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MPUTCIKABAT 3HAYUTCIIHA Bb3MOKHOCTH 34 KOHTPOJI HaJl PCKIIAMHUTC C’bOGH_[eHI/IH, Ha KOUTO BUXKAAT.
Te Hamupar u3pa3 B OJOKHPAIIUTE U CKPUBAIIUTE OIIUK B U3IIOJI3BAHUTE OT TSAX COIMATHU MEIHH.
HNmMmenHo BB3MOKHOCTTA 3a KOHTPOJI noJjiara Ha U3MUTAHUC CbBPEMCHHUTEC TYPUCTHUYCCKH KOMIIA-
HUH ¥ TIOCTaBs MPE] TAX MPEIU3BUKATEIICTBA 32 OTKPUBAHE HA HAW-TIOAXOISAIINTE U ObpP3U pEIICHUS,
Ype3 KOUTO IOCIaHUuATA UM Oda AJOCTHUIHAT OTpOMHATa Maca OT HOTpe6I/IT€HI/I Ha TYPUCTHYCCKU
NPOIYKTH U yCIYTM M Haii-Bede Jla YCIHesT Jia TH 3aMHTPHUTYBaT M aHTOKUPAT C MPEIJI0KECHUITA,
Ch3/1aJICHU OT OpaHja.

[lpencraBenara noTyk wuH(OpMalms mpenpasmoyiiara KbM — TBBPACHUETO, Ye 32
TYPUCTUYCCKUTEC MPCANIPUATHA AWUHAMHKATA B IHOCTOAHHO IMPOMCHAIIUTE CC HOTpe6I/ITeHCKI/I
NPEANOYUTAHUS HE MOXE Ja Ob/ie 00XBaHATa 4pe3 Ch3IaBaHETO HA €IUH yeO CalT MM YaCTUYHU
peKiiaMu B MHTEpHET. Ta3W HOBa PealHOCT TOKa3Ba, 4Ye JHEC OM3HECHT HAMCTHHA TPsAOBa Ja
NPUTEKaBa YMEHHETO 3a Ch3JaBaHE Ha JIOSUTHOCT KbM CBOsI OpaHIl B KOHTEKCTAa Ha ISUIOCTHOTO
TYPUCTHYECKO H3KHMBSIBAHE, Pa3MICkKIAHO Karo MPOIEC, KOWTO 3armoyBa C OHJIAWH ThPCEHE Ha
OIpeJieNieH MPOAYKT KaTro Havajio, ¥ CTHra JI0 MOMEHTa Ha HEroBOTO 3aKymyBaHe. ChIECTBEHO
BHUMAHHUC TpﬂGBa a ce O6’pr€ 1 Ha CbBPEMCHHOTO BJIMAHUC HA JUTUTAJIHUTC TEXHOJIOTHU, KOUTO
B MHOTO OT CIIy4aWTe C€ W3IOJ3BaT 3a CIIOJCISIHE Ha MHEHHE OTHOCHO 3aKyICHHS MPOAYKT WA
yciyra 4pe3 KOMEHTap B COIHATHUTE MPEXH, (GOPMUPAWKH TOCICTHHS €Tal OT KIUCHTCKOTO
U3KHUBSIBaHE.

Hueumannume mexHono2uu, paseiexdcoaHu 6 KOHMeKCmda HA Mypucmuyeckus OpaHoume,
crneosa oa bvoam 68b3npuemMaru Kamo mMexHolocuu, HACO4YEeHU KoM npeonkKpueane Ha KiueHncKkomo
uszorcussigane. Hecnyuaiino, koeamo ce degpunupa cvuyypocmma Ha 6panda, cmasa sAcHoO, e moil e
acoyuayusama 6 Cb3HAHUemo Ha nompe6umeﬂume, qbopMupama ce npu CcnomeHaeanemo Hda
onpeoeneHa mvp2o6cKa MapKa.

[To oTHOLICHME HA TYPHUCTHYECKHS OpaHIMHI MOTaT Jia ObJaT M3BEACHU JIBA OCHOBHU
KOMIIOHCHTA, HACO4YBAalllKM KbM BHCAPSABAHC HA JUIHMTAJIHUTEC TCXHOJIOIMM B TYPHUCTHUYCCKATa
UHIYCTPUS,, @ UMCHHO TOJ0OpsABaHE Ha CHECHU(DUYHUTE W3KHUBSIBAHUS U IO-BUCOKA CTETICH HA
JMYHOCTHA YIOBIETBOPEHOCT CPEJ TYPUCTHUTE.

[IpaBu BrieyaTiieHHE, Y€ W3IMOI3BAHETO HA JWTHUTAIHH TEXHOJOTMU B OpaHJMHTA € JBJIbI
CTPATCTUYCCKHU MPOUCC, KOWTO H3HCKBa CHGHI/I(l)I/ILIHI/I YMCHHA, HWHOBAaTHBHH IIOAXO/IH, 6’Bp3I/I
YIPABJICHCKHU PEIICHUS U Hail-Beue NpujIaraHe Ha Hal-TIOAXOSIINUTE CTPATETUH U MOJICITH, BOJICIIIH
110 OU3HEC PaCTEXK.

OT cBOsI CTpaHa BIUSHUETO HA JIUTHTAJIHUTE TEXHOJIOTUU BHPXY OpaHIUHTa B TypH3Ma Ce
OTJINYaBa C THHAMHUKA U KOMILJICKCHOCT BbB BPb3Ka C MPOSBICHUETO HA CIICHHUTE JIBa (haKTopa:

1. Ilpomsana 6 yanocmnomo mypucmudecko uzdcugsagane: HeOOX0AUMHU ca pa3paboTBAHETO U
BHE/IPSIBAHETO HA CTpaTETHsl, OCHOBABAIa ce Ha Oorara 06a3a OT JaHHHM, a Taka ChIO U HA YMEHHUS 32
paboTa ¢ QUTHMTAJIHU MPOAYKTH. B3eTH 3aenHO, T€ UMar MOTCHIMANA Ja MPOMEHST LSJIOCTHOTO
TYPUCTUUYECKO U3KHUBsiBaHE. ChINO Taka TYPUCTHUYECCKUTE IPEINPUATHS TPSIOBa J1a MPECTPYKTypUpar
ISUIOCTHATA CH CHCTEMa Ha pa0doTa 1Mo HauWH, KOWTO MM JaBa Bb3MOXKHOCT Jia pearupar 0bp30 Ha
MMasapHUTEC INIPOMCHHUTC U KOUTO WM II03BOJIIBA BHCAPABAHCTO HAa HWHOBATUBHU JHUIWUTAJIHU
TEXHOJIOTHH.

2. H3nonzeame Ha mexHono2uu, Koumo oa 6v0am npuemu u pa3no3Hamiu. A3KIIOYATEITHO
BO)KHO € M3IOJI3BAHUTE JUTHUTAIHN TEXHOJIOTMU Jla B3aMMOJICHCTBAT MO HAK-yCIENIHUS HAYUH C
typuctute. ChIO Taka Ba)KHa 4acT OT MpoIieca € TUIAHUPAaHETO Ha Bh3MOKHOCTHTE 3a U3IOJI3BaHE,
NPEOCTAaBEHH OT TEXHOJIIOTUUTE HA CaMUTE MOTpeOuTenuTe. BhB Bpb3Kka ¢ TOBA ChBPEMEHHHTE
KOMITAHWH UMAT TEXHOJIOTMYHUTC MPEANNOCTABKU Ja NPEAOCTABAT Ha CBOUTC HOTpe6I/ITeHI/I TOJISAIMO
pa3Hoo0pa3re OT KOMYHUKAIIMOHHHM KaHAJU, Ype3 KOUTO YCTAHOBSIBAT C TOJIIMA JOCTOBEPHOCT KaK
TYpPUCTHUTE B3aUMOJICHCTBAT C KOHKPETHHSI OpaH/I.

B MoHoOrpaduuHus TP/ c€ U3CieBa B3aUMOACHCTBUETO MY TYPUCTUUCCKHS OpaHIMHT
U JUTUTAJTHUTC TCXHOJIOTUH, KOCTO B YCJIOBHA HAa CBETOBHA KpH3a € Haﬁ-eq)eKTHBHaTa CTpaTrerusd 3a
npezCcTaBsHe, TO3UIIMOHUPAHE U TPe/ijlaraHe Ha PeaHO ChIECTBYBAIIUTE TYPUCTUYCCKH TIPOTYKTH
U YCIIYTH Ha ChBPEMEHHHS TYPHCTUYECKH Ia3ap.



Tourism branding and digital technologies

The modern development of human society in 2020 has been influenced by the emergence
of an unprecedented social and economic crisis in human history. The emergence of the global
COVID-19 pandemic has had a transformative impact on a number of sectors of the global economy,
with the tourism industry undoubtedly being the most significantly affected. In these completely
unfamiliar economic and social conditions, branding is looking for new methods, principles and
platforms through which to bring to the fore the optimal model for communication with consumers
of tourism goods and services. The current global crisis has contributed to the emergence of
transformations in the tourism business, and in particular in the way in which companies see and
understand the needs and desires of real and potential tourists. It can be rightly argued that the
changes are linked to the widespread penetration and application of digital technologies in all areas
of activity of the modern tourism industry and related industries. COVID-19 has imposed principles
of distancing, lack of direct communication and, above all, fear for the health and safety of tourists.
It is this new reality that draws the attention of tourism companies to branding, as the most efficient
way to develop and implement new communication models, business in conditions of economic
crisis and increased competitive environment. And also in creating the maximum number of loyal
consumers who will be the basis of their existence.

The tourism business must take into account the fact that modern life and existence in
conditions of crisis have transformed tourists' preferences for goods and services offered online and
promoted by brands without the face-to-face communication typical of tourism. It is impressive that
modern tourists make their travel or vacation decisions in a very different way. They have an almost
endless range of information acquisition options, sometimes gathered in just one device (most often
a smartphone) and allowing them to find the right tourist product or service, the object of their
interest. As a result, it can be stated that they are much more inclined to independently search for the
ideal vacation or trip, rather than to directional and motivating advertisements created by existing
tourist companies on the market. It is worth noting here that tourists using digital devices have
significant opportunities to control the advertising messages they see. They find expression in the
blocking and hiding options in the social media they use. It is precisely the possibility of control that
tests modern tourist companies and poses challenges for them to find the most appropriate and fast
solutions through which their messages can reach the huge mass of users of tourist products and
services and, above all, to manage to intrigue and engage them with the offers created by the brand.

The information presented so far suggests that for tourism businesses, the dynamics of
constantly changing consumer preferences cannot be captured by creating a single website or partial
advertisements on the Internet. This new reality shows that today's business really needs to have the
ability to create loyalty to its brand in the context of the overall tourism experience, considered as a
process that begins with an online search for a specific product as a beginning, and ends with the
moment of its purchase. Significant attention should also be paid to the contemporary influence of
digital technologies, which in many cases are used to share opinions about the purchased product or
service through comments on social networks, forming the final stage of the customer experience.

Digital technologies, considered in the context of tourism branding, should be perceived as
technologies aimed at reinventing the customer experience. It is no coincidence that when defining
the essence of the brand, it becomes clear that it is the association in the minds of consumers, formed
when a certain brand is mentioned.

With regard to tourism branding, two main components can be identified, leading to the
implementation of digital technologies in the tourism industry, namely the improvement of specific
experiences and a higher degree of personal satisfaction among tourists.

It is noteworthy that the use of digital technologies in branding is a long strategic process
that requires specific skills, innovative approaches, quick management decisions and, above all, the
implementation of the most appropriate strategies and models leading to business growth.



In turn, the influence of digital technologies on branding in tourism is distinguished by its
dynamics and complexity in connection with the manifestation of the following two factors:

1. Changing the overall tourism experience: developing and implementing a strategy based
on a rich database, as well as skills in working with digital products, are necessary. Taken together,
they have the potential to change the overall tourism experience. Also, tourism enterprises must
restructure their entire work system in a way that allows them to respond quickly to market changes
and that allows them to implement innovative digital technologies.

2. Using technologies that are accepted and recognized: it is extremely important that the
digital technologies used interact with tourists in the most successful way. Also an important part of
the process is planning the usage opportunities provided by the technologies to the users themselves.
In this regard, modern companies have the technological prerequisites to provide their users with a
wide variety of communication channels through which they establish with great reliability how
tourists interact with a particular brand.

The monographic work examines the interaction between tourism branding and digital
technologies, which in conditions of global crisis is the most effective strategy for presenting,
positioning and offering the actually existing tourism products and services on the modern tourism
market.

IIYBJINKYBAHA KHUT'A HA BA3ATA HA 3AIIUTEH IMCEPTAIIMOHEH TPY/ 3A
IMPUCBHXJIAHE HA OBPA3OBATEJIHA 1 HAYYHA CTEIIEH ,,JOKTOP

3. Kaleychev, S., (2015), Luxury tourism. The world of privilege; SWU,, Neofit Rilski “, ISBN
978-954-680-975-9

CbBpeMEHHUTE COLMAIHO-UKOHOMUYECKHU MPOLECH, TOCTHKEHUATA B TEXHOJIOTUUTE U MO-
MOJEPHUTE M JOCTBIIHM CPEICTBA 32 KOMYHMKAalMsl ONpEJEIMXa HOBU TEHICHUUU B
MKOHOMHYECKOTO Pa3BUTHUE HA CTPAHUTE, a IOBEYETO OT TAX HACOUKMXa BHUMAHUETO CH KbM TypHU3Ma.
JlHec Typu3MBT € M3KIIOYMTEIHO AWHAMHUYHA MHIYCTpUS, KOSTO 3aeMa TPETO MSCTO BbB
BBHIIIHOTHPTOBCKUTE OIEPALIMY B CBETOBEH Malllad cjesl NeTposiHaTa U aBTOMOOUIIHATa UHAYCTPHSL.
Kato ce nMa npeasua TeMIbT HAa HETOBOTO Pa3BUTHE, MHOTO €KCIIEPTH CMATAT, Y€ B HAYaJIOTO Ha
21-Bu BeK Typu3MbT H3IpEBapBa MMBPBOTO MY MSCTO, KaTO C€ MMaT MPEABHUJ YYy>KIECTPAHHUTE
npuTol. IKOHOMHUYECKUTE MPUTOLH, IPUUMHEHN OT MEXYHAPOIHUS TYPU3bM, ca BaxkeH (pakTrop
3a UKOHOMHMYECKHS pacTeX U MEXKIyHAPOJHUTE MKOHOMMUYECKH OTHOIICHHS B MHOTO CTPAaHU IO
CBETa.

TypusmbT € enHa OT Hal-Obp30 pa3BUBAIINUTE CE MHAYCTPUM Ha CBETOBHATAa MKOHOMHKA,
BJIMSCHIM BbPXY MKOHOMHUYECKOTO pa3BUTHE B CBETOBEH Malad. MexXayHapoJHUTE TypUCTHYECKU
bTyBaHUs ca ce yBenuauiu ¢ 51% mexay 1990 u 2000 1. Te ca ce yBenmuninu ¢ 4% Mexay ssHyapu
u aBryct 2012 . B cpaBHeHUe cbe chius nepuoA Ha 2011 ., ciopen nHpopManusTa, myOoIuKyBaHa
B mIoOanmHus Typuctuuecku 6apomersp ,,UNWTO. Enqun muwimapa MexIyHapOIHH TYPUCTH ca
I'BTYBaAJIM IO cBeTa 10 Kpast Ha 2013 1, a ciex 2012 1. TypucTHUECKUAT Ta3ap 3aroysa /ia ce pa3BUBa
MIPOrPECUBHO HAarope 1o TedeHnero. HoBure ycnoBus onpenensT HapacTBala KOHKYPEHIUS MEXKIY
YYaCTHULUTE B TYPUCTHUECKATA UHAYCTPUS — PETUOHM, IECTUHAIIMN U KOMIIAaHUH, KAKTO U BCE I0-
HapacTBalIUTE HYXIU Ha MOTPEOUTENNTE HA TYPUCTUUECKH MPOAYKTH U yCiayrd. CbBpeMEHHHUTE
TYPUCTH MMaT BB3MOXKHOCTTA Jla OMPEAEIAT CBOsS M300p HE caMO MeXAy JeCTHHAIMH, HO U J1a
THPCAT U HaMUpAT KEeJIaHUTE HUBA Ha YJIOBJIETBOPEHOCT U JIMYHO NpeXHBsIBaHe. TeHIEHUIUUTE B
THPCEHETO U MOTPEONCHUETO HAa TYPUCTHUYECKU MPOIYKTH INpe3 MOCIeTHUTE TOJUHHU ONPEAEIAT
CKJIOHHOCTTa Ha ChBPEMEHHMTE I'bTYBAIIM Ja OTAEIAT 3HAYUTENIHU (UHAHCOBHU PECYpCH, 3a Ja
MIOCTUTHAT JIMYHO YJIOBJIETBOPEHUE M IPEKUBSIBAHE, HAAXBBPJAIIM IPEUIaraHUTE OT MacOBHS
TYpUCTHYECKU TMpOAYKT. TeHAeHIUUTe Ha MEXIyHapOIHUS TYpUCTUYECKH TMa3ap IOKa3Bar
creur(UYHU MPOMEHHU B PEATHOTO U MOTEHIMATHOTO TYPUCTHUECKO MoBeaeHHe. Te3n mpoMeHu ca
3HAQUUTENIHU M 3acaral BCUYKM YYacTHHLIM B Ipoleca Ha (opMupaHe U peaiau3alus Ha
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TYPUCTUYECKUTE MPOMYKTH, MPOU3BOAUTEIN U JUCTPUOyTOpH. Ta3m HOBOBB3HUKHAJIA CUTYyallUs
IIOKa3Ba IO-BUCOKM HM3UCKBAaHMS 33 YCTOWYMBOCT, pa3HOOOpa3ue M KayecTBO, FapaHTHPaHU OT
TypucThueckara uaaycrpus. [IpoBeneHo € nmpoydyBaHe Ha MEXIyHapOAHUS TypPUCTHYECKHU Iasap,
KOETO € OTKPHJIO 001acT ¢ Obp3M TEMIIOBE Ha pacTexk. ToBa € Taka HAPEUCHUST JTyKCO3EH TYPU3bM.
Bucokute HHMBa Ha O0O0CTyXBaHe, IOCTBIBT JO EKCKIY3UBHH TPOAYKTH U YyBCTBOTO 3a
IIPUHAJIEKHOCT KbM €JIMTHATA KJIAca, YIOBICTBOPEHHUETO U JIUYHUTE IIPEKUBIBAHUA €A CAMO 4acT
oT (hakTOopHTE, KOUTO OMPENeiAT (GOpMUPAHETO HA TO3U HOB BHJ Typu3bM. ChBPEMEHHHUTE €IUTHU
TYPHUCTHU ca creur(UYHa 4acT OT MEXAYHAPOJHUTE TYPUCTHUECKHU MOTOLU. Te ThpCcAT mocTUrane
Ha BBTPEIIHO YAOBJIETBOPEHHE U JIMYHH MPEKUBABAHUS, 0a3upaHu HA YHUKAIHU, HEOOMYAHU U
€KCKJIy3UBHU TYPUCTUYECKU ACCTUHALMHU. Ta3u rpyna TypucTH HaMHpa YIOBJIETBOPEHUE HE CAMO B
U3II0JI3BaHETO HA MPOJYKTH M YCIYTH, Ch3/IaJCHU CIIELUATHO 32 TECEH KPBI' HOTPEOUTENH, HO Ce
HyX/lae OoT pa3OupaHne, Cliel[MaIHO BHUMaHHUE, CUTYPHOCT U B MHOI'O ClIyyaHl JIOPH CIIOKOHCTBHE.
[TocnenHUTE TEHACHIINY B JIyKCa HE C€ OTpaHMYaBar caMo 10 (MHAHCOBU PECYPCH — T€ Ca CBbP3aHU
C EKOJIOTHATA, KYJITypaTa, MECTHUTE XOpa U IPABUIHOTO U3II0J3BaHE HA IIPUPOJHUTE PECYPCH.

[TosiBaTra 1 pa3BUTHETO HA JYKCO3HUS TYpPU3bM B CBETOBEH Malllad OKa3zaxa BIMSIHHE BbpPXY
TEH/ICHIIMHUTE Ha ObJIrapcKusl TypUCTUYECKH Na3ap U breiarapus karo AecTUHALMA 32 MEXTyHApOACH
Typu3bM. Hannumnero Ha 00raTto HCTOPUUECKO HACIEACTBO, IPUPOJHH PECYpPCH, KIUMAT U KyITypa,
CBHYETAHU C HAPACTBALIUTE UHBECTULIMU B TYPU3Ma, Ca OTJIMYHU YCIOBUA 33 Pa3BUTHE HA JIyKCO3HUS
TypHU3bM.

Bb3 ocHOBa Ha TEHIEHLUUTE B JIYKCO3HUS TYpU3bM U CHEUU(DUUHHUTE H3MEPEHHs Ha
TYpUCTHYECKOTO MOTpebneHue B bbarapus (kaTto TypucTHYecKa AECTHHALIMA), W3CIEIBAHUATA
[IOKa3BaT, 4€ JIYKCO3HMAT TYypHU3bM BOAM JO IIOBUIICHA YIOBJIETBOPEHOCT Ha KIMEHTUTE U
nofo0psiBaHEe Ha UMUJKA HA TYpUCTUYECKATa 1€CTUHALMS.

Luxury tourism. The world of privilege

Contemporary socio-economic processes, achievements in technology and more advanced
and accessible means of communication identified new trends in the economic development of
countries as well as most of them turned their attention to tourism.

Nowadays, tourism is an extremely dynamic industry which takes third place in the foreign
trade operations worldwide following the oil and cars trade industry. Considering the pace of its
development many experts believe that in the beginning of 21st century tourism challenges his first
place taking into consideration the foreign inflows. The economic inflows, caused by result of the
international tourism are an important factor for economic growth and the international economic
relations in many of the countries worldwide.

Tourism is one of the most fast-growing industries of the global economy influencing the
economic development worldwide. International tourism travelling is increased by 51% between
1990 and 2000 year. They have increased by 4% between January and August in 2012 compared
with the same period in 2011 according to the information published in the global tourism barometer
»UNWTO “. One billion international tourists travelled around the world by the end of the 2013 and
after 2012 the tourism market started to develop in progressively upstream line.

The new conditions identified increasing competition between the participants in the tourism
industry — regions, destinations and companies as well as more increasing needs of the consumers
of tourism products and services. Modern tourists could determine their choice not only between
destinations but also to search and find their desired levels of satisfaction and personal experience.
Trends in the tourism demand and consumption in the recent years have defined the tendency of the
modern travellers to give significant financial resources to achieve personal satisfaction and
experience which are going beyond these offered by the mass tourism product.

Trends in the international tourism market show specific changes in the actual and potential
tourist behaviour. These changes are significant and affect all of the participants in the process of
formation and realization of the tourism products, producers and distributors. This newly appeared
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situation shows higher requirements for sustainability, diversity and quality guaranteed by the
tourism industry. There is undertaken research of the international tourism market which has found
an area that marks rapid pace of growth. This is so-called luxury tourism. High levels of service,
access to exclusive products and a sense of belonging to the elite class, the satisfaction and personal
experiences are just a few of the factors that determine the forming of this new kind of tourism.
Modern elite tourists are a specific part of the international tourism flows. They look for reaching an
inner satisfaction and personal experiences base on the unique, unusual and exclusive tourism
destinations. This group of tourists finds satisfaction not only in the using of products and services
created especially for a narrow range of users, but needs understanding, special attention, security
and in many of the cases even tranquillity. Recent trends in the luxury are not only limited to financial
resources — they are connected to the ecology, culture, local people and the right use of the nature
resources.

The emergence and the development of the luxury tourism worldwide had an impact on the
trends of the Bulgaria tourism market and Bulgaria as a destination for international tourism. The
presence of rich historical heritage, natural resources, climate and culture combined with the
increasing investments in the tourism are excellent conditions for the development of the luxury
tourism.

Based on the luxury tourism trends and the specific dimensions of tourism consumption in
Bulgaria (as a tourist destination), the line of research suggest that the luxury tourism leads to
increased customer satisfaction and tourist destination image improvement.

CTATUM B CTIMCAHUMA UTHAEKCUPAHU B CBETOBHOU3BECTHU BA3HU TAHHMU C
HAYYHA UHO®OPMALIUA

13. Stankova M. & Kaleychev S.,Regional sustainability in tourism: the implementation of
cross-border partnerships”, Theoretical and empirical researches in urban management, Vol.
15, Issue 3, August 2020, p. 47-69, E-ISSN: 2065- 3921

AOCTpaKT: YHMKaJHAaTa OPUTMHAIHOCT Ha TYpUCTUYECKHs OOMEH ce ChCTOM BbB (hakTa, 4ye He
MPONYKTHT, @ TYPUCTUTE, KOUTO 'O KOHCYMHpaT, ca 00eKT Ha TpaHcdep. [lorpeduTensar ce HacouBa
KBbM TYPUCTHUYECKHS ,,[IPOAYKT®, 3@ J1a CE BB3IIOJI3BA OT CbCTABHUTE My KOMIIOHEHTH - IPUPOJHU
(meiizaxu, KIMMar), MaTepuatHu (yCIyru 1 o0OpyJBaHe) U YOBEUIKH (0OLIeCTBa U IIMBUIN3ALNH,
UCTOPUYECKH U COLMATHO-KYJITYpPHM 3a0enexuTenHocTH). B xoma Ha To3u mpouec Bb3HUKBAT
CIIO)KHH B3aUMOOTHOILIEHUS MEXJy TYpUCTHUTE U MECTHAaTa OOIIHOCT C OTPa)XEHUs BBbPXY
MKOHOMHYECKHUS U COIMalHUA XKUBOT. Te oOaue TpsiOBa Aa ce ympasisBaT B OpraHU3al[MOHEH U
¢GyHkumoHaneH miuaH. OCb3HABaHETO Ha Ta3W HEOOXOAMMOCT € BCBIIHOCT MHOIO BaXXHO 3a
KOHKYPEHTOCIIOCOOHOCTTa Ha TypHCTHYecKaTa odepra MW HMa 3HaYUTENIeH eQeKT BBbPXY
pernoHaNHara ycTon4uBoCT. HacTosmoTo u3ciensane nMa 3a 1ei Ja Ipoydd €IuH OT aCIEKTHTE
Ha BIIMSIHUE, KOMTO C€ pa3KpHBa BbB BPbB3KAa C W3MBIHEHHETO HAa TPAHCTPAaHUYHHU ITPOEKTH,
¢unancupanu no [Iporpamara 3a TpaHcrpanu4yHo cbTpynHudectBo Ha EC - Interreg A. Ta e
pPErHOHANIHO OpHEHTHpaHa KbM TpaHHuYHHUs pailoH PymbHus-bearapus u ce ¢doxycupa BbpXy
YCTAHOBSIBAHETO HAa YCTOMYMBOCT KATO CIEACTBHE OT HENPSIKW HWHBECTUIMU B TypuU3Ma M
UICHTUQUIMPAHETO U TMPEANpPUEMAHETO Ha KOHKPETHU JEWUCTBUS B PE3YJITaT Ha 3aBbpIICHU
npoekTH. ToBa ce onpesesns U OT IPe3yMILUATA, Y€ e(PeKTUTE BbPXY PETMOHATHUTE NKOHOMHUKH U
COLIMAJIHUTE XapaKTePUCTUKU TpsiOBa Ja ObJaT BHMCOKH, Karo ChHIIEBPEMEHHO C€ 3a4yuTa
YCTOMYUBOCTTA HA PE3YIATATUTE OT IIPOEKTA.

Abstract: The unique originality of the tourist exchange lies in the fact that it is not the product, but
the tourists that consuming it, are the subject to transfer. The consumer moves to the tourist
"product" to take advantage of its constituent components - natural (landscapes, climate), material
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(services and equipment) and human (societies and civilizations, historical and socio-cultural
landmarks). In the course of this process, complex relationships emerge between tourists and the
local community with reflections on economic and social life. However, they must be managed in
organizational and functional terms. Awareness of this need is in fact, very important for the
competitiveness of the tourist offer and has a significant effect on regional sustainability. This study
aims to explore one of the aspects of influence that is being discovered in connection with the
implementation of cross-border projects funded under the EU Cross-Border Cooperation Program -
Interreg A. It is regionally oriented to the Romania-Bulgaria border area and focuses on establishing
sustainability as a consequence of indirect investment in tourism and identifying and taking concrete
action as a result of completed projects. It is also defined by the presumption, that effects on regional
economies and social characteristics should be high while respecting the sustainability of project
results.

9. S.Kaleychev, N.Tsonev, “Luxury Tourism and Its Impact on Dubai Primary Ecosystems”,
“Balcan Ecology”, Volume 22, Nol, Sofia, 2019, p. 5-12, ref.10

A0cTpakT: ChBpeMeHHaTa TYypUCTUYECKAa MHAYCTPUS € M3KIIOUUTEIHO CJIOKHA, TUHAMUYHA U
MOCTOSTHHO TIPOMEHSAIIA c€ WHIYCTpus. JIyKCO3HHST TypH3bM, Karo HOBa TEHACHIMS B He,
IPOBOKMpPA MOCTOSIHHUSI MHTEPEC Ha ChBPEMEHHHUTE TYPUCTH KbM Hal-HOBUTE, W3KIIOYUTEITHO
CKBITU U Oe3NpeleIeHTHN TYPUCTHYECKH MPONYKTH U yciryru. C OCHOBaHHE MOXKeE J1a Ce Kake, 4ue
TYPUCTHYCCKATa MOCCTHHALWA, KOATO O6€I{I/IH$IB8, BCHMYKHM HIACHU 3a JYKC, CKCKIY3UBHOCT H
eIIMTAPHOCT, HAMHpa CBOETO ONUIleTBOpeHue B ApaOckus emupar [lyOaii. besmpeueaentHure
MHPACTPYKTYpHU OOEKTH B OONacTTa Ha Typu3Ma, Karo T. Hap. [lanMoB ocTpoB, ca Harpymamu
orpoMmeH minobaneH uHTepec. Ho peanmHara oneHKa Ha TE€3M METalpPOEKTH IMOKAa3Ba HETATHBHOTO
B’I)3I[CﬁCTBH€ BbpPXY HNPUPOAHUTE WU IMBPBUYHU CKOCHUCTCMHU, 3aCCrHATH OT IMPOMAHATA B IIOYTHU
1su1aTa OperoBa JMHUS HA EMHUPCTBOTO.

Abstract: The contemporary tourism industry is an extremely complex, dynamic and constantly
changing industry. Luxury tourism as a new tendency in it, provokes the constant interest of modern
tourists to the newest, extremely expensive and unprecedented tourist products and services. It can
reasonably be said that the tourist destination, which unites all the ideas of luxury, exclusivity and
elitism, finds its personification in the Arab Emirate of Dubai. The unprecedented infrastructural
sites in the field of tourism, such as the so-called palm island, have accumulated a huge global
interest. But the real assessment of these mega projects shows the negative impact on the natural
and primary ecosystems affected by the change in almost the entire coastline of the emirate.

CTATUM U JOKJAIU, NNYBJIUKYBAHU B HEPE®EPUPAHU CIIMCAHUSA C
HAYYHO PEINEH3UPAHE WIN IYBJIUKYBAHU B PEJAKTUPAHU KOJIEKTUBHU
TOMOBE

HAYYHMU CTATHUU:

20. Kaleychev, S., Theoretical Foundations of Marketing Research in Tourist Destinations,
Athens Journal of Tourism - Volume 9, Issue 2, June 2022 — Pages 115-128, e-ISSN: 2241-8148,
DOI: 10.30958/ajt

AbctpakT: HacTosA1oTo pa3BuTHE Ha OBEUETO TYPUCTUUECKH JIECTHHAIIMHM BCE OIIE CE ONpeaeis
OT MPOJBIKABAIIOTO Bh3/ACHcTBUE Ha robanHara manaemus or COVID-19, kosto mpe3 2020 r.
yCIsi Ja OKaxke O€3MpeleeHTHO HEraTWBHO BB3ACHCTBHE BBPXY CBETOBHATa TYpPHUCTHUYECKa
WHIyCTpPHsl, BpbIIANWKH s 10 HUBA, Mo3Hatu oT 90-Te rogunu Ha MmuHanus Bek. Cnopen CBeToBHaATa
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TYpUCTHYECKA OpraHu3aIlus, 3arydara Ha MEXIyHaApOIHU TyPUCTUIECCKU MPUCTUTaHus € 74% mpe3
2020 r. B cpaBHeHue ¢ npeaxomgHata 2019 r. [Ipe3 cepmiara roguHa € perucTpupaHa 3aryoa Ha
MPUXOAN OT MEXKIYHApOACH Typu3bM B pasMep Ha 1,3 Tpuinona jgonapa. B Te3u M3KIIIOYUTENTHO
TPYAHU YCJIOBHUS HA ChUIECTBYBaHE, OBEUETO TYPUCTUUYECKU OpraHU3allMi HACOYBAT BHUMAHHUETO
CH KbM MapKeTHHra Ha JECTUHAIMHUTE, KaTO €IUHCTBEH MHCTPYMEHT, KONTO MO3BOJISIBA YCIEIIHO
Ma3apHo MO3UIIMOHUPAHE U 3aMla3BaHe Ha ChIIECTBYBalIMs azapeH Asul. [lopaau ToBa B Ta3u cTaTus
e ObJaT MpeCTaBeH! TEOPETUYHUTE OCHOBH Ha MApKETUHTOBUTE U3CIIEBAHUS, 32 J1a CE TOBUIIIN
OCBEJIOMEHOCTTA 3a CIOCOOHOCTTA UM Jla MPEAOCTaBAT MbJIHA U sicHAa WHpopMalus, BoIena 10
MOTHUBHPAHU PEUICHHS 32 CTPATETUYECKOTO Pa3BUTUE HA OTJEIHUTE TYPUCTUUECKH JECTUHAIUH.

Abstract: The current development of most tourist destinations is still determined by the continuing
impact of the global pandemic of COVID-19, which in 2020 managed to have an unprecedented
negative impact on the global tourism industry, returning it to levels known in the 1990s. According
to the World Tourism Organization, the loss of international tourist arrivals is 74% in 2020 compared
to the previous 2019. The same year saw a loss of revenue from international tourism of $1.3 trillion.
In these extremely difficult conditions of existence, most of the tourist organizations turn their
attention to destination marketing, as the only tool that allows for successful market positioning and
preservation of the existing market share. Because of that this paper will present the theoretical
foundations of marketing research in order to raise awareness of their ability to provide complete
and plain information, leading to motivated decisions for the strategic development of individual
tourist destinations.

17. Stankova. M., & Kaleychev.S.,” Luxury tourism consumers ‘model. Issues relating to
consumer satisfaction and behavioural intention”, Vol. 8 Num Esp. Julio-Septiembre 2021
Homenaje Ihor Popovych, p. 289-309, ISSN 0719-4706

AOCTpPaKT: YIOBJIETBOPEHHETO € MNpolieM, KOHTO HENpeKbCHATO NMPOBOKMPA BHUMAHUETO Ha
TEopHsTa U MpaKTUKaTa B TypUcTHUecKaTa HHAycTpus. U ako npu macoBute (HOpMH Ha TypU3bM
YIAOBJIETBOPEHUETO € YACTMYHO 3aBHCHMO OT II€HaTa, TO [0 OTHOIICHHE Ha JIyKCO3HMS TYPHU3bM
HETOBOTO MPEJCTABSHE € pE3y/ITaT OT IPOTHYAHETO Ha CIeUU(UIHN U YECTO UPALIMOHATHY €(EKTH.
Hanrpaxnaiiku BbpXy TakaBa HEKOHBEHIIMOHAIHA OTIPaBHA TOYKA, HACTOSIIOTO M3CJeBaHEe UMa
3a 11eJ1 J]a pa3rbpHE TEOPETUYHO U JIa PEIOKH 00sICHEHUE Ha TOBEICHUETO B JTYKCO3HUS TYPU3HM,
KaTo M3cie1Ba yTBbPJACHH NOTpeduTencku Moaeiu. LlenTa e qa ce mpocieasT rpaHuYHUTE MapKepH
Ha Y/IOBJIETBOPEHOCTTA HA ,JIyKCO3HUTE TYpUCTH, 3a J]a c€ UACHTU(UIMPAT Bb3MOXKHOCTHUTE 3a
TAXHOTO BKJIIOYBAHE B onpezesieH Mojiel. JIyKChT € 3HaK 3a collMaiHa cTpaTu(UKaIMs, pH KOsTO
pa3zbupaHeTo Ha ABMKEIIUTE MEXaHU3MHU OIpeeNsl CIoCOOHOCTTA 3@ YCTAaHOBSIBAHE HA OCHOBHUTE
1 npuHIMnU. Ypes aHanus v pa3OupaHe Ha CHUIHOCTTA U MEXAaHM3MHTE Ha JIyKca M3IVIeK[a, de
ujesTa U CTPEMEXUTE 3a JYKC ca IbJIOOKO BKOPEHEHHM B HOBeIIKara npupona. M3cineasanero ce
oTpesieNisi OT CXBAIIaHETO, Ye JYKCHT € Hepas3/elHa yacT OT YOBEYECTBOTO M HauWHA Ha KUBOT B
YOBELIKUTE OOIIecTBA M U3CIeABa Bpb3KaTa MEXIy IOBEJACHYECKOTO HaMEpeHHe U
YIOBJIETBOPEHOCTTA HAa OTPEOUTETUTE.

Abstract: Satisfaction is a problem that is constantly provoking the attention of theory and practice
in tourism industry. And if for the mass forms of tourism satisfaction is partially dependent on price,
then regarding the luxury tourism its performance is the result of the proceeding of specific and
often irrational effects. Building on such an unconventional starting point, the present study aims to
deploy theoretically and to propose an explanation of luxury tourism behaviour by exploring well-
established consumer models. The purpose is to trace the boundary markers of satisfaction for"
luxury" tourists in order to identify the possibilities for their inclusion in a particular model. Luxury
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is a sign of social stratification, in which the understanding of the driving mechanisms determines
the ability to establish its underlying principles. By analysing and understanding the essence and
mechanisms of luxury, it is seeming that the idea and aspirations for lux are deeply rooted in human
nature. The research is determined by the perception that luxury is an integral part of humanity and
way of life in human societies and explores the link between behavioural intention and consumer
satisfaction.

16. Stankova. M., & Kaleychev.S.,” Increasing the interest in cycling transport as an alternative
for mobility and tourism in urban areas in Bulgaria”, XII International conference transport
problems 2020, Katowice, Poland, p.733-741, ISSN 1896-0596

AOcTpakT: MCcTOpHMUECKOTO pa3BUTHE HAa ChbBPEMEHHOTO OOIIECTBO IOKa3Ba, Y€ TPAHCIOPTHT
BUHAru € Oui JBUrarensT Ha pa3BUTHETO M nporpeca. Cren MHAyCTpUAIHATA PEBOJIIOLUS,
M300peTsABAaHETO Ha BjakKa, aBTOMOOMJIa M CaMoJeTa, TPAHCHOPTHT € YJACCHWJ HAIMOHAJIHUTE,
pPETMOHAJIHUTE M MEXJIYHapOJAHUTE BPB3KM M € IPOBOKUPAT HKOHOMHYECKO pa3BHUTHE.
[IpenocraBsHUTE TPAaHCIOPTHU YCIIYTH, HE3aBUCUMO JAJU Ca TOBapHU WM I'BTHUYECKH, ca Ce
YBEJIUYWIM NIpe3 TOJUHUTE, KOETO BCHUIHOCT € OKa3ajo cMeceH e(eKT BbPXY OKOJIHAaTa cpeia U
YCIIOBUATA, B KOUTO KHUBEAT XOpaTa. TpaHCIIOPTHUAT CEKTOP € TACHO CBBbP3aH U IPEIJIETEH ChC
cekTopa Ha Typu3Ma. CUMOMOTHYHATa UM Bpb3Ka € 0COOEHO CHIIHA B YCIIOBUSITA Ha I'PajicKa cpeja.
HarpymnBaHeTo Ha TypuUCTH M MPEBO3HU CPEJCTBA, OCUTYPSBAIIM JBH)KEHHUETO UM B Ta3u Cpela,
3a€JHO C TUIIMYHOTO I'PaJICKO TPAHCIIOPTHO HaTOBapBaHe OT aBTOOYCHU M aBTOMOOMIIM, IOCTABAT 110/1
BBIIPOC PA3BUTHUECTO HA aJITCPHATUBU 3a I'PAICKH ITTYBaHUA. Karo ce nma npeaBuJ Ta3u yCJIOBHOCT,
HACTOALIOTO U3CIEBAaHE UMa 3a LeJl Ja IPOyYd Bb3MOKHOCTUTE, KaTo J0Opa IPAaKTUKa, CBbP3aHU
C BCJIOCUIICAHHA TpPaHCHOPT U TYpU3BM, U Bb3 OCHOBA Ha KOHKPCTHHU Ka3yCH 3a B’I)JIFapI/Iﬂ Ja
HalpaBu O0CE3a€MH 3aKIIIOUCHUA W HPCIHOPHKU. B JOITBJIHUTEIJIHA CTCIIEH MCETOAOJOrnydyHartra
MOJIKpeIia Ha M3CIIEIBAHETO C€ BB3IOJI3BA OT MOAXOAM KaTo Ipervie] Ha JIMTeparypara, aHajus,
CHUHTC3, MHAYKIUA U ACAYKIHA. HaquaTa HOBOCT W IOJICBHOCT € CBbp3aHa MNpPEAru BCUYKO C
O4CPpTaBaHCTO HAa Bb3MOXKXHOCTUTE 3a yCTOfI‘-IHBO Pa3BUTHUC HaA I'paJcKaTra Cpcaa U IOBUIIABAHCTO HA
HHTCPCCAa KbM BCJIIOCUIICAHUA TPAHCIIOPT KAaTO AJITCPHATUBA 3a MPUJBUKBAHE N TYPU3bBM B I'paZICKa
cpena B bearapus.

Abstract: The historical development of modern society shows that transport has always been the
engine of development and progress. Since the industrial revolution, the invention of train,
automobile and airplane, the transport has facilitated national, regional and international
connections and provoked economic development. The provided transport services, whether freight
or passenger, have increased over the years, which in fact has had a mixed effect on the environment
and the conditions in which people live. The transport sector is closely linked and intertwined with
the tourism sector. Their symbiotic connection is especially strong in the conditions of the urban
environment. The accumulation of tourists and vehicles ensuring their movement in this
environment, together with the typical urban transport load of buses and cars, put into question the
development of alternatives for urban travel. Considering this conditionality, the present study aims
to explore the possibilities, as a good practice, related to cycling transport and tourism and on the
basis of specific case studies for Bulgaria to draw tangible conclusions and recommendations. To
an additional extent, the methodological support of the research benefits from such approaches as
literature review, analysis, synthesis, induction and deduction. The scientific novelty and usefulness
is connected first of all with the outlining of the possibilities for sustainable development of the
urban environment and the increase of the interest in the cycling transport as an alternative for
movement and tourism in urban environment in Bulgaria.



8. Kaneitues. C., ,, J/Iykcoznusa mypuszom u mooenume Ha yoosiemeopenocm”, Hayuno cnucanue
wHugpacmpykmypa & Komynukayuu”, YHCC, Cogus, 200.8, op.13, 20182., cmp.63-68

AOcTpakT: [locTuranero Ha ynoBI€TBOPEHOCT € MpoOIeM, CTOAII C BCE MO-TojIsiMa OCTPOTA Mpea
TEOPETUIIUTE U MPAKTULIUTE B TypUCTUYECKaTa UHIYCTpUs. M ako mpu BUJOBETE, ONPEACIISTHU KaTo
MacoBH, y/JIOBJIETBOPEHOCTTA € YaCTHYHO (PYHKIIMOHAIHO 3aBUCHMA OT IIEHATa, TO MPHU JTYKCO3HHUS
TYpU3bM MPOSIBIIEHUETO M € U3KIIOYUTENIHO CIOXKHO. Pasmexaaiiku Te3u 3aBUCUMOCTH B
HacTosIara pa3paboTka ce MPENCTaBsIT HAKOW BeUe YTBBPJIEHH MOJENIM B CBETOBHATa IMa3apHa
TEOpHst M Ha Ta3W 0asza ce mpeiiara TakbB HpPU JYKCO3HHS TYpU3bM. YIOBJIETBOPEHOCTTa Ha
TYPUCTUTE KaTO KOHLENIUS [IPUBJICUE U3KIIOUNUTEIHO TOJIIMO BHUMaHUE OT CTpaHa Ha TEOPETULIU
U TPaKTUIH B cepara Ha TYpPUCTHUYECKUS OM3HEC, KaTO MPOLECHT € 3aCHJICH IPe3 MOCIEeTHOTO
necetwierue. Taka ye TypUCTUYECKUTE OpraHu3anu, paOoTeld B IOCOKa IIOCTHIaHE Ha
Kaue€CTBEHO U KOJIMYECTBEHO MPEUMYILECTBO IpEl MPEKUTE CU KOHKYPEHTH IO OTHOLICHHE Ha
YIOBJIETBOPEHOCTTA, HEMUHYEMO CJI€/IBa Ja C€ OPUEHTHPAT KbM pa3lIekKJaHe U aHAJIM3HpaHEe Ha
pa3IMYHU MOJIEIH, HACOYEHU KbM MOCTUraHeTo M. TakuBa MOAEIN U3SICHABAT PA3IMUYHUTE TEOPUU
3a yJIOBJIETBOPEHOCT HA KJIMEHTA, KOETO OT CBOSI CTpaHa MpaBU U3CJIEIBaHUATA U aHAJIM3UTE B Ta3u
00JIaCT MO-ChCPENOTOYEHU W HW3MOJ3BAIIM B TO-TOJNSIMA CTENEH HAJUYHUTE H3CIEI0BATENICKU

pecypcu.

Abstract: Achieving satisfaction is an increasingly acute problem for theorists and practitioners in
the tourism industry. And if in the types defined as mass, satisfaction is partially functionally
dependent on price, then in luxury tourism its manifestation is extremely complex. Examining these
dependencies, this paper presents some already established models in the world market theory and
on this basis proposes one for luxury tourism. Tourist satisfaction as a concept has attracted
extremely great attention from theorists and practitioners in the field of tourism business, and the
process has intensified over the last decade. So, tourism organizations working towards achieving a
qualitative and quantitative advantage over their direct competitors in terms of satisfaction should
inevitably orient themselves towards considering and analyzing various models aimed at achieving
it. Such models clarify the different theories of customer satisfaction, which in turn makes research
and analysis in this area more focused and makes greater use of available research resources.

7. Kaneitues. C., ,, Jloénua mypuzem u ponama my € mypucmuuecKkama unoycmpus Ha
bvncapusa”, Hayuno cnucanue ,,Hxonomuxa u ynpaeénenue”, F0zozanaden ynueepcumem ,,
Heogpum Puncku”, bnazoeszpao, 200.14, op.1, 20182., cmp.265-276

AlcTpakT: Typuctuueckara MHIyCTpUS € U3KIIOUYUTENIHO JUHAMUYEH U pa3HOOOpa3eH 0Tpachil Ha
CBETOBHATa MKOHOMUKA. CbBPEMEHHUTE TYPUCTU UMAT U3KIIOUUTEITHH Bb3MOXKHOCTHU J1a ThPCAT U
n30upar Hail-aTpakTHMBHUTE W YHUKAJHH JI€CTUHAI[MM, KOUTO Ca BBIUIbIICHHE Ha O€3TUYHU
UHTEpeCH U KenaHud. JIOBHUSAT TypH3bM Karo YacT OT TYpUCTHYECKaTa WHAYCTPUS H
€IHOBPEMEHHO C TOBa JIOBBT KaTO YacT OT YOBELIKATa UCTOPHSI € €IUH OT Hal-IPeINOYUTaHUTE U
TPaJUIIMOHHU WHAYCTPUM HE camo B bbarapus, HO U B cBeToBeH Mamad. Herosata pons B
MKOHOMHMYECKOTO M COLMAJIHO pa3BUTUE Ha bbiarapus € OT CBIIECTBEHO 3HAUYEHUE IOpaau
3HAUUTENHUTEe (PMHAHCOBHU MPUXOIM, KAKTO U TPSIKOTO MY BB3AECHCTBHE BbPXY OTIIIEKIAHETO,
pa3BbKIAAHETO, OMa3BaHETO U JIOBA Ha {uBeya. TpsaoOBa 1a ce BzeMe npeaBua GakThT, ue TYpUCTHUTE,
IIPaKTUKYBAlllM TO3U BUJ TYpPU3bM, Ca MPEACTABUTEIN HA OHA3U 4acT OT TYPUCTHUYECKHsI IOTOK,
KOSITO pasnoJiara ChC 3HAYUTEIHU (PUHAHCOBU PECYPCH U BH3MOXKHOCTH 3a ITbTYBAaHUS Ha JIBJITU
Pa3CTOSIHUA 3a ABJITH Nepuoau oT BpeMe. ChueTaHUeTo OT Te3u (HAaKTOPH ONpeess U 3HaU€HUETO
HAa JIOBHUS TYPU3bM 3a TypUCTUYECKATa UHIYCTpuUs B bbarapus.

10



Abstract: The tourism industry is an extremely dynamic and diverse branch of the world economy.
Modern tourists have exceptional opportunities to seek out and choose the most attractive and
unique destinations that are the embodiment of the impersonal interests and desires. Hunting tourism
as part of the tourism industry and at the same time hunting as part of human history is one of the
most preferred and traditional industries not only in Bulgaria but also worldwide. Its role in the
economic and social development of Bulgaria is of considerable importance due to the significant
financial revenues as well as its direct impact on the growing, breeding, conservation and hunting
of the game. Account must be taken of the fact that tourists practicing this type of tourism are
representatives of that part of the tourist flow, which has significant financial resources and long-
distance travel opportunities for long periods of time. The combination of these factors also
determines the importance of hunting tourism for the tourism industry in Bulgaria.

5. Stankova, M., S., Kaleychev. The Cutting Edge between the Mass and Luxury Tourism.
International Conference “Management, Leadership and Innovation Towards a Better Changing
World”, Book of Proceedings, Bucharest, 2013

AOcTpakT: HalmiomeHuero Ha TEHACHIMUTE HAa MEXKIYHAPOIHUS TYPUCTHYECKHU IMaszap Ipe3
MOCJICTHUTE HSKOJIKO TOIMHU TOKa3Ba HSKOM IPOMEHHW B TOBEACHMETO Ha pealHUTe U
MOTEHLUATHUTE TYpUCTU. Te3u MpOMEeHH ca 3HAYUTENIHU U C€ OTPa3siBaT Ha BCUUKHU YYACTHHIIM B
mpoueca Ha ¢GopMUpaHE M peallu3hpaHe Ha TYPUCTUYECKHUS MPOAYKT — JOCTABUMIIMTE HaA
TYPUCTHUYECKUS IMAKET, HETOBUTE IMPOU3BOIUTEIIM M JUCTpHOyTOpu. B Tasm HOBa cuTyanmus ce
MOCTABAT HOBH, TO-BUCOKM H3WCKBAaHUS KBM II0OKa3aTeIMTE 3a CTAOMIHOCT, pasHooOpasue u
Ka4eCTBO, OCUTYpsABAaHM OT TypUCTHYECKara WHAYCTpus. VHunmupaHuTe mpoydyBaHUs Ha
MEXIyHApOOHUS TYpUCTHYECKH I1a3ap II0Ka3BaT, Y€ BBIPEKM CBETOBHATA pPELECUd, UMa €IHa
00J1acT OT TypUCTUYECKUS Ma3ap, KosATO ce pazpacTBa 0bp30. ToBa € IyKco3HUAT nazap. UHTepecHo
o0aue e, ye BIIPEKH BaXXHOCTTA Ha JIyKCO3HUS Ia3ap, HAMa eJHO3HAYHO ompenenenue. Jiuncea u
€IHO OOIINO OompenereHUe 3a JYKCO3HUTE MbTyBaHus. OTOenms3Ballku TO3U (PAKT, HACTOSAIIUAT
JOKJIa] ce oKycupa BbpXY HaIlacuTe Ha MO-MJAJI0TO MOKOJIEHHE, OTHOUIEHHUETO UM KbM JIyKca
KaTo OAJI0 U B YaCTHOCT KbM JIYKCO3HHUTC IIbTYBAHUSA U TYPHU3bBM.

Abstract: Observing the tendencies of the international tourist market through the last few years
shows some changes in the behavior of the real and potential tourists. These changes are significant
and reflect on all participants of the process of forming and realizing the tourist product-the
suppliers of the tourist package, its manufacturers and distributors. In this new situation, new, higher
requirements are brought up to the indicators for steadiness, diversity and quality, ensured from the
tourism industry. The initiated surveys on the international tourist market show that despite the
worldwide recession, there is one area of the tourism market that is rapidly expanding. That is the
upscale or luxury market. Interesting, however, is that despite the importance of the luxury market,
there is no one definition. There is also a lack of one common definition for luxury travel. Noting
this fact, the current report focuses on the attitudes of the younger generation, their relation to luxury
in general and in particular to luxury travel and tourism.

4. Kanenues, C., 2011, JIlykcom kamo coyuanen mapkep na ooujecmeomo. Hayuno cnucanue
wHKonomuka u ynpaenenue*, op. Hzoamencmeo “Aeanzapo”, Cogus, c.69-80

AOcTpakT: B cratusTa e pasmienaH BbIIpoca 3a 3HAYEHHUETO Ha JyKca KaTo COI[MAJIeH MapKep Ha
YOBEMIKOTO OOIIECTBO, KAKTO U BB3EHCTBUETO, KOETO TOM MMa BEPXY (DOPMHUPAHETO HA MUPOTIIEA,
JKEJTAHUATA M COIMANTHUS CTaTyC Ha OTACIHHUTE MHAWBHAU. OTACICHO € BHUMAHHE Ha TPOIECUTE
CBBbp3aHM ChC 3apaKJAHETO Ha JIyKCa HEroBHUTE O0COOEHOCTHTE, KaKTO M TEHJEHIIMH CBbP3aHU C
HEroBoto paszputue. OTUETeHH ca Pa3IMYHUTE OCOOCHOCTH B Pa3BUTHETO HA MAEATA 3a JIyKca MO
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BpEME Ha Pa3IUYHHUTE OOIIECTBEHO-UKOHOMUYECKU CUCTEMH U CBBP3aHUTE C TAX HAYMH HA KUBOT,
TEHJCHIIMM W HPABCTBEHU pa30HMpaHus. 3acerHaT € BBIPOCHT 3a IMPOHMKBAHETO Ha JIYKCAa BBHB
BCHYKH c(epy Ha KUBOT U HEropara poyisi Karo ,,JUCKPUMHHHPAIIO pa3OupaHe, KOETO MpaBU
Bb3MOXKHO Pa3rpaHMYaBaHETO HA BBH3MOXKHOCTHUTE(IIABHO MKOHOMHYECKH) Ha OTICIHHTE XOpa.
BaxkeH acmekT Ha CTaTWiTa € CBbP3aH C IMPEACTABIHETO Ha JIyKCa KaTO CHMBOJI Ha MPECTHXK,
SJIMTAPHOCT U BH3MOXKHOCT 3a HacJIaJia Ha OrPaHUYCHOTO OT KbM CBOOOTHO BpeMe ChBPEMEHHOTO
00LIECTBO.

Abstract: The article examines the importance of luxury as a social marker of human society and
the impact it has on the formation of ideology, desires and social status of human individuals.
Attention is paid to the processes associated with the beginning of luxury its features and trends
related to its development. Reported are different features in the development of the idea of luxury
in different socioeconomic systems and related lifestyle trends and moral beliefs. Concerned the
question of penetration of luxury in all spheres of life and its role as "discriminatory understanding",
which makes it possible to distinguish opportunities (primarily economic) of individuals. An
important aspect of the article is related to the presentation of luxury as a symbol of prestige, elitism
and the opportunity for enjoyment of the limited free time in our modern society.

HAYYHHU JIOKJIAIU:

23. Stankova, M., Kaleychev, S., Certification as a managerial tool in tourism: identifying the
effects on sustainability and competitiveness, Conference: 13th International Scientific
Conference ,,Business and Management 2023“, May 2023, Lithuania, pp. 117-124, DOI:
10.3846/bm.2023.1011, eISBN 978-609-476-334-2,

AOcTpakT: ExojornyHute, HKOHOMUYECKUTE M COLMAIHUTE MpPOOIEeMH, C KOMTO Ce€ CONbCKBa
TYpU3MBT JIHEC, IO TojisiMa CTENeH Cce JBbJDKaT Ha NpeHeOperBaHeTO Ha IeJIEHACOUYEHOTO
ynpasieHue. OTpaXXeHUeTo Ha Te€3HM HEraTHBH BIHUSC BbPXY OKOJIHaTa cpeia, BOAM /10 3aryba Ha
UJEHTUYHOCT M TIPOBOKMPAa HAaMalsiBaHE HA HWHTEpeca KbM TYPUCTHUECKHUTE [ECTHUHALUU.
CrnenoBatenHo, LeJITa Ha U3CIEABAHETO € Jja C€ MpOoydyaT Bb3MOXKHOCTUTE 3a TYpPU3bM B HOBHTE
pEeaTHOCTH HAa yCTOMUMBOCTTA, B pAMKUTE Ha OTEHI[MAIa Ha CEpTU(PUIIMPAHETO 3a HAChpUYaBaHE Ha
YIPABIEHUETO M KOHKYpPEHTOCHOCOOHOCTTa. M3mom3Ba ce XONMCTHYEH IOAXOJ, ChueTaBall]
HaOJI0/IeHNe, CUHTE3, aHaJIN3 Ha BTOPUYHU JIaHHU. B pe3ynTtaTr Ha ToBa ce U3BEXAaT NPErnopbKU 3a
KOHKYPEHTOCIIOCOOHOCT B KOHTEKCTA Ha yCTOMUNBOCTTA, IPUIIOKUMU B TYpUCTUUYECKATa IPAKTHKA.

Abstract: The environmental, economic and social problems that are encountered in tourism today
are largely due to the neglect of purposeful management. The reflection of these negatives affects
the environment, leads to a loss of identity, and provokes a decrease in interest in tourist destinations.
Therefore, the research purpose is to explore the possibilities for tourism in the new realities of
sustainability, within the potential of certification to promote management and competitiveness. A
holistic approach is used, combining observation, synthesis, analysis on secondary data. As a result,
recommendations for competitiveness in the context of sustainability, applicable in tourism practice,
are derived.

25. Tsonev,N., Kaleychev,S. & Gaydarov, N., ,,Essence and specifics of Bulgarian tourism regions
— resource collateral”, Trends and strategies for economic and public system rebuilding after the
COVID-19 pandemic, UNWE, 2023, pp. 305-317, ISBN:978-619-232-750-7

AﬁCTpaKTZ C’beeMCHHaTa TYPUCTUYICCKA UHAYCTPHUA HA ELnrame CC pa3BUBa B U3KIIIOUUTCIIHO
ANHAMHW4YHa U KOHKYPCHTHA CpCia, KOCTO OIIPCACIIA H€O6XOI[I/IMOCTTa OT Ch3JaBAHC U ITPpUJIAraHC HA
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CTPAaTernyeCcKy JNEWHOCTU U MHULMATUBU 3a YKPENBAaHE HAa HEMHOTO MSACTO U POJISL HA CBETOBHUS
Typuctudecku mnasap. [Ipe3 mocinenHuTe roguHM CTpaHaTa € pas[elieHa Ha JEBET HOBHU
TYPUCTUYECKH PEruoHa, MOpagd HEOOXOAMMOCTTa OT Cbh3/laBaHe Ha o0Ila BU3UA, yCIELIHa
MapKeTHHIOBA CTpaTerus, YCTOMYMBO pa3BUTHE M YIPABICHUE, ONTUMAJIHO Ia3apHO
NO3UIIMOHUPAHE W €(QEKTHBHO H3IOJI3BaHE Ha NPUPOJHUTE U AHTPOIOTEHHU TYPUCTHUECKU
pecypcu. Te3n HOBM XapaKTEPUCTHKH INPOBOKHMpaxa HACTOALIOTO M3CIEABAHE C AKLEHT BBPXY
pecypcHaTa 00e31eUeHOCT Ha HOBOCH3/JaICHUTE TYPUCTUUECKU PETUOHHU, Thi KaTo pa3iIn4yHUTE U
ceun(UYHU PECypCcHu MOrar Ja ce BBb3IpHEMaT KaTo €IHO OT Hal-Ba)KHUTE KOHKYPEHTHH
NPEIUMCTBA, Ch3/1aBaliku yHHMKaJ€H W 3allOMHAL] ce 00pa3 Ha TYpPUCTHUYECKUTE PETUOHU HU
nectuHauy. [lomydeHnure pesynararu ca BaKHU 3a O4EpTaBaHE HA TEHACHLIUUTE U NIEPCICKTUBUTE
3a pa3BUTHE HA TYPUCTUYECKUTE PETMOHM Ha brirapus. Hayynara rmosie3HocT Ha TOBa U3CIECIBaHE
Ce pa3KpuBa B IIPEACTABIHETO HA HAJIMYHUTE IPUPOJHU U AHTPOIIOIEHHU PECYPCH, KOUTO
OCHUT'ypsABaT OBACIIOTO Pa3BUTHE HA TypH3Ma B CTpaHaTa U HOBOCH3/1aJICHUTE JI€BET TYPUCTUUYECKU
pernona. ToBa wM3cieBaHE INpPEACTaBA HAJUYHUTE NPUPOIHU M AHTPOIOTEHHU TYPUCTUYECKHU
pecypcH, KOUTO Morar ja ObAar IMOJIE3HHW 32 OLIEHKA HAa Bb3MO)KHOCTUTE M IEPCIEKTUBUTE 3a
pa3BUTHE HA HOBOCH3AICHNUTE JIEBET TYPUCTHUECKU PETHOHA B bbirapus.

Abstract: The modern tourism industry of Bulgaria is developing in an extremely dynamic and
competitive environment, determining the need to create and implement strategic activities and
initiatives to strengthen its place and role in the global tourism market. In recent years, the country
has been divided into nine new tourist regions due to the need to create a common vision, successful
marketing strategy, sustainable development and management, optimal market positioning and
efficient use of natural and anthropogenic tourism resources. These new features provoked this study
with an emphasis on resource security of newly created tourism regions, as different and specific
resources can be perceived as one of the most important competitive advantages, creating a unique
and memorable image of tourism regions and destinations. The obtained results are important for
outlining the trends and prospects for the development of the tourism regions of Bulgaria. The
scientific usefulness of this study is revealed in the presentation of the available natural and
anthropogenic resources, which ensure the future development of tourism in the country and the
newly created nine tourist regions. This study presenting the available natural and anthropogenic
tourism resources which can be useful for assessing the opportunities and prospects for the
development of the newly created nine tourism regions in Bulgaria.

21. Stankova, M., Kaleychev, S., Balcans — safe and secure destination for tourism. Tourism &
Hospitality Industry 2022, Congress Proceedings, pp. 281-293, eISBN 2623-7407 (Online)

AocTpaxT: KoHuentyanuzupaHeTo Ha ObAELIETO M0 MPaBHIIO € CBbP3aHO ¢ KPUTUYHO OCMHUCIISIHE
Ha HacrosmeTo. [logoO6HO pasmiexkagaHe € 0cobeHO akTyalHo 3a balkaHCKHsST peruoH, Karo
CIIEJICTBHE OT MPUCHIIUTE My reorpadcKu peasHOCTH M UCTOPUYECKU OOCTOSITENCTBA, KOUTO Ca
MPEIONPEACIIMIIA CIIYYBAILIOTO C€ B TO3W perroH Ha EBpomna. Ot HavanmoTo Ha 20-TH BEK CTPaHHUTE,
PpasIoIOKEHN Ha IIOJIYOCTPOBA, IIPETHPIIABAT IIPOMEHU U CE NMPUCHEANHABAT KbM Pa3InYHU ChIO3U
" CBIO3H, IOA BJIMAHHUEC HA CIIOKHUTC PETUOHAJIHU U MCXKIYHAPOAHHU OTHOIICHUS. Te3u ocobenoctn
MMPOBOKUPAT HACTOSIIIIOTO U3CIIeBaHE ¢ POKYC BBPXY MposiBaTa Ha II100aTHUTE TPOOIEMH U TEXHUTE
peruoHanHu u3MepeHus Ha banmkanuTe, 4pe3 BBIPOCUTE HAa CUTYPHOCTTa M 0OE30MACHOCTTA,
U3CleIBAHU B KOHTEKCTa Ha TypusMa. O4eBUIHO €, 4e B ObJellle TAXHOTO 3HaYeHue 1ie Oble ole
I10-roJIsIMo, OKa3BaMKW 3HAYUTEIIHO COIINaJIHO-NKOHOMHNYECKO B’B3)]€I>'ICTBH6, BKJIIOYHUTCIIHO BBPXY
TypHUCTHYECKaTa HHYCTPHUS, KbJAETO HUKOS TYPUCTHUECKA AECTUHAIMS HE MOXeE Ja ObJie HaI'bJIHO
3alIUTeHa OT PAa3JIMYHU CUTYaIlMH Ha 3ariaxa (1006pe BUIuMu 1o BpeMe Ha nanaemusra ot Covid).
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OTunTaiiki HOBHTE PCaTHOCTH, HU3CJICABAHCTO HU3CJIICABA TOTOBHOCTTA Ha TYypUCTHYCCKATA
HUHAYCTPHUA B OaJIKaHCKHUTE CTpaHH 3a CHOMUTHSA OT IIPUPOACH U COLIUATICH XapaKTEp.

Abstract: The conceptualization of the future is connected, as a rule, with a critical reflection on
the present. Such consideration is particularly relevant to the Balkan region as a consequence of its
inherent geographical realities and historical circumstances, which predetermined what was
happening in this region of Europe. Since the beginning of the 20th century, the countries located
on the peninsula underwent changes and joined different alliances and unions, under the complicated
regional and international relations. Such peculiarities provoked this study with a focus on the
manifestation of global problems and their regional dimensions in the Balkans, trough the security
and safety issues explored in the context of tourism. Obviously, in the future, their importance will
be even greater, having a significant socio-economic impact, including the tourism industry, where
no tourist destination can be fully protected from various situations of threat (well seen during the
Covid pandemic). Respecting the new realities, the study explores the preparedness of the tourism
industry in the Balkans countries for events of natural and social nature.

22. Kaleychev, S., "How to change customer mind - the difference between brand and trademark
in tourism industry', Yearbook of UNWE, 2022, vol.2, pp. 157-164, ISBN 1312-5486

AlcTpakT: ChbBpeMEHHATa TypPUCTUYECKA MHJYCTPUS C€ pa3BUBa B M3KJIIOUUTEIHO JWHAMUYHA
cpena, MoBJIMsAHA OT TIO0ANTHA MAHJAEMHUS, XUIEPKOHKYPEHIHS, TI00aNn3alusi U BHEIpsIBaHE Ha
JTUTUTAITHU TEXHOIOTUH. TO3M XeTepoTreHeH 1o pupo/ia, HO 3KIIFOYUTEIHO CTPYKTYpHpaIl (GakTop,
MOTHUBHMpPA MapKETOJIO3UTE J1a HAaMUpAaT HOBU KOHUENIMH, METOJU M MOJAEIHU, Ype3 KOUTO Ja
MPUBJIEKAT BHUMAHUETO HA MOTPEOUTENUTE HA TYPUCTHUECKU YCIYTH. TypUCTHYECKUTE KOMITAaHUN
ca U3MpaBEHU IIPe]l IBE ChIIECTBEHU NPEAU3BUKATENICTBA — KaK /1a pa30epar HyKIUTe Ha KJIMEHTUTE
U KakK Jia ce JudepeHnmpar ot ApyruTe KOHKYpEeHTH Ha TypucTHUecKus naszap. OTroBOpbT Ha Te3U
BBIIPOCH € B pa3dupaHeTo Ha (QyHIAMEHTajdHaTa pasziIuKka MexX1y (QyHKIHMOHHpPAHETO U
BB3IPHUEMAHETO Ha TypUCTUYECKaTa KOMIIaHUs KaTo OpaH/ WM KaTo ThProBCKa MapKa.

Abstract: The contemporary tourism industry is developing in an extremely dynamic environment,
influenced by a global pandemic, hyper-competition, globalization and implementation of digital
technologies. This heterogeneous in nature, but extremely structuring factor, motivates marketers to
find new concepts, methods and models, through which to attract the attention of tourism
consumers. Tourism companies face two significant challenges — how to understand customers’
needs and how to differentiate themselves from other tourism market competitors. The answer to
these questions is in the understanding of the fundamental difference between the functioning and
perception of a tourism company as a brand or as a trademark.

12. Kaneitues. C., ,JIykcoznuam mypu3bm Kamo npeonocmaeka 3a pazeumue Ha
Cneyuanu3upanu 6udo06e mypuzom 6 mypucmudeckume paiionu na bvnzapus“, Mexcoynapoona
HayuHna Kongepenyusn ,, Typuzmvm — omevo ouaxeanuama*, Cogpus, 2020, cmp. 273-280, ISBN
978-619-232-297-7

Aocrpakr: Typucrtnueckara WHIYCTpHsS € €IMH OT Hal-3HAUMMHTE CEKTOPH Ha CBETOBHATa
MKOHOMHMKA, KOMTO 10 ToJisiMa CTENEH ONpeneiss MKOHOMHYECKOTO M COIMATHOTO PA3BUTHE Ha
MHOT'O CTpaH! 10 cBeTa. [Ipe3 mociaenHuTe roqMHN CBETOBHATA NKOHOMHKA PEYBa €TAIM HA PACTEX
U penecusi, KOETO OKa3Ba BIMSHHE BbpPXYy pPa3BUTHETO HAa MHOTO HHIYCTPUAIHU CEKTODPH,
BKIJIIOUMTENHO Typu3ma. Ho TpsiOBa na ce orbenexu GakThT, ye B TypUCTHUUYECKAaTa MHAYCTPUS UMa
€IUH CEKTOp, KOHTO HE € IMOBJIMSIH, a HAIPOTUB, CUCTEMATUYHO yBEIMYaBa MazapHUS CU IS,
(UHAHCOBUTE NPUXOJH U MOTPEOUTEICKHS HHTEPEC, & UMEHHO JIYKCO3HHUAT Typu3bM. Toll Moxe /1a
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ce OmpeJeNn Karo CHelU(UIHO MPEKUBIBAHE, KOETO HOCH JIMYHO YIOBICTBOPEHHE, YYBCTBO 32
KJ1aca u enuTapHocT. OCBEH 4e /1aBa Bb3MOXKHOCT 3a M3MOJI3BaHE HA HAM-MOJIEPHUTE TEXHOJIOTHH,
BbBEJICHU B ChbBpEMEHHATa TYpPUCTUYECKA UHAYCTPHS, 1e(PUHUPAT MOHATHS KaTO MPECTHX U JYKC,
MOJIeIUpaiiKy MPEACTaBUTE Ha ChbBPEMEHHOTO 001IecTBO. bbarapckara Typuctuuecka HHAYCTpUS
ChIIO (OKycHpa YCWIHATA CHU BBbPXY Pa3BUTHETO M MpEIJIaraHeTO Ha ompenesneHd GopMu u
JECTUHAIIMM Ha JYKCO3€H Typu3bM. TypuCTHUECKHUTE OpraHu3aluu NpecTpyKTyprupaxa AeiHocTTa
CH, 3a Jla Mpe/iarar JyKCO3HHM TYpPUCTUYECKHM NPOAYKTH, OTTOBAapsIIM Ha HYXIUTE Ha
CbBpPEMEHHUTE TYpUCTH, u30panu bbiarapus KkaTto [OecTUHAIMS 3a CBOETO TYPUCTHUUECKO
NpekrBsBaHe. Pa3BUTHETO Ha JIYKCO3HUS Typu3bM B bbiarapus e KIOYOB €JIEMEHT U Ipu
CH3/1aBaHETO Ha MApKETUHIOBH CTPaTeTWH B HOBOCH3JAJCHHUTE TYPUCTUYECKU PETHMOHU, a ChIIO
TaKa € OMpeIesIsAlo 3a MOACIMPAHETO Ha HMHOBAaTUBHU MOAXOAU KbM CIICLUATIU3UPAHUS TYPU3bM B
CTpaHara.

Abstract: The tourism industry is one of the most significant sectors of the world economy, which
largely determines the economic and social development of many countries worldwide. In recent
years, the global economy has alternated stages of growth and recession, which have had an impact
on the development of many industrial sectors including tourism. But shoot be notice the fact that
in the tourism industry there is one sector that has not been influenced, but on the contrary has
systematically increased its market share, financial revenues and consumer interest, namely luxury
tourism It can be defined as a specific experience that brings personal satisfaction, a sense of class
and elitism. As well as enabling the use of the most modern technologies introduced in the modern
tourism industry, defining concepts such as prestige and luxury, modelling the notions of modern
society. The Bulgarian tourism industry also focused its efforts on the development and supply of
certain forms and destinations of luxury tourism. Tourism organizations restructured their operations
to offer luxury tourism products meeting the needs of contemporary tourists who have chosen
Bulgaria as a destination for their tourist experience. The development of luxury tourism in Bulgaria
is also a key element in the creation of marketing strategies in the newly created tourist regions, and
it 1s also decisive for modelling innovative approaches to specialized tourism in the country

14. Kaleychev. S. & Tsonev N., “The Influence of Women on the Development of the Bulgarian
Tourist Regions Through Management of Luxury Hotels”, XIV International Conference on
Women Leadership and Empowerment, Maldives, July 2020, p.217-230, ISBN: 978-1-7338929-
3-3

A0cTpakT: CbBPEMEHHOTO Pa3BUTHE HA TypUCTHUECKATAa MHAYCTPHUS B bbirapust € U3KI0UUTEITHO
JUHAMHYHO ¥ OPUEHTHPAHO KBbM CH3/1aBaHETO Ha HOBU U KOHKYPEHTHO €(DEKTUBHH TYPUCTUUYECKU
IPONYKTH U yciayrd. Tasu cutyanus e noOpa mpeanocTaBka 3a MO3UIMOHUPAHE HAa CTpaHaTa Ha
€BPOMNEICKHS M CBETOBHHMS TYPUCTHYECKHM Ma3ap. 3a Ta3u 1el MHUHUCTEPCTBOTO Ha TypH3Ma
pa3paboTH HOBO TypUCTUYECKO 30HUPAHE, KOETO J1a NOAOMOTHE CIEeNMaIN3aluaATa U IPaBUIHOTO
MMO3UIIMOHAPAHE Ha PErMOHHUTE, HACOYWIM pPa3BUTHETO CH B TypHCTHYECKara WHIYCTpPHS.
JIyKCO3HMAT TypU3bM, KaTO 4acT OT ChbBPEMEHHHTE TEHJICHLIMH B CBETOBHMS TypU3bM, HaMupa
CBOETO MPUJIOKEHUE U B CIIELMAIA3AUATA HA HAKOU OT HOBOCH3/IaICHUTE TYPUCTHUUECKU PANOHH.
BimstHueTo Ha KeHMTe, yJacTBallU B YIIPABICHUETO HA HAKOM OT JIYKCO3HUTE XOTEJM B CTPAHATa,
OKa3Ba CBOETO BIIMSIHUE BbPXY DPAa3BUTHETO HAa TYPUCTHYECKHTE PANOHM, 4Ype3 JIMYHUTE UM
BWJKJIAHUS U IPUHIMIIN, U3II0JI3BAHU IIPY CH3/1aBAHETO HA MHOBATHBHA M YCTOWYMBA TypUCTHYECKA
ITOJINTHKA, KOSITO YIOBJIETBOPSIBA U IIPUBJINYA BCE MIOBEUE 3aMOKHU TYPHUCTH.

Abstract: The contemporary development of the tourism industry in Bulgaria is exceptionally
dynamic and oriented towards the creation of new and competitively effective tourism products and
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services. This situation is a good prerequisite for positioning the country on the European and world
tourism market. For this purpose, the Ministry of Tourism has developed a new tourism zoning to
support the specialization and proper positioning of the regions that have focused their development
in tourism industry. Luxury tourism, as part of the current trends in the global tourism, also finds its
application in the specialization of some of the newly created tourism areas. The influence of
women, taking part of the management in some of the luxury hotels in the country, has its impact
on the development of tourist areas, through the personal views and principles used in the creation
of an innovative and sustainable tourism policy that satisfies and attracts more and more wealthy
tourists.

15. Kaleychev. S., “Destination marketing organizations-presentation of good practices”,
International conference "Tourism and Connectivity''-Varna,2020, p.368-373, ISBN 978-954-
21-1052-1

A0cTpakT: ChBpEMEHHATA TYPUCTUYECKA UHAYCTPHUS € CUJIHO CBbP3aHa C MAPKETUHIA U HETOBOTO
pa3BUTHE O OTHOLICHME Ha (OpPMU M MOJENH, AHAIM3MpALY IUHAMUKATa Ha (axKTopuTe,
ONPEAEIIAIIN JTUYHOTO YAOBJIECTBOPEHUE U IIPEKUBABAHN NIPEIH, [10 BPEME U CIIE] TYPUCTUYECKATA
neiHocT. TypucTudeckuTe NeCTUHALMM H3MON3BAaT MApKETHHra Karo OCHOBEH MHCTPYMEHT 3a
aHaJM3 Ha TypUCTUYECKUs a3ap, KOETO UM IO3BOJISIBA J]a ONIPEEIIAT MOTEHIMATHUTE TOTpeOUTeIn
u o0ema Ha TexHUTe HyX1u. Ta3u crenuduyuHa cpeaa onpeaean Cb3JaBaHeTO Ha OpraHu3aluy 3a
MapkeTUHT Ha aectuHauuu (DMO), usrpaxkgaiy MapKkeTUHIOBaTa MOJIUTUKA HA TYPUCTHUYECKUTE
JNECTUHALIMM, KAKTO M JONPUHACAIIN 34 TAXHOTO IOMYJISAPU3UPAHE C LEJl IIPUBIMYAHE HA HOBH
TypHUCTH, YBEJIIMYABAHE HA CPEAHMS NPECTON U 33J0BOJIIBAHE HA BCUYKU HYXXIU U JKEJIAHUS C LET
IIOCTUTaHE Ha IPUATHU TYPUCTUYECKH ITPEKUBSBAHMS.

Abstract: The modern tourist industry is strongly connected with marketing and its development in
terms of forms and models analysing the dynamics in the factors determining personal satisfaction
and experiences before, during and after the tourist activity. Tourist destinations use marketing as
the main tool for analysing the tourist market, enabling them to determine potential consumers and
the volume of their needs. This specific environment determined the creation of destination
marketing organizations of (DMO), building the marketing policy of tourist destinations, as well as
contributing to their promotion with the aim of attracting new tourists, increasing the average period
of stay and satisfying all needs and desires in order to achieving pleasant tourism experiences.

10. Kaneitues. C., “Hoenmugpuuupane Ha RNOJOHCUMETHOMO 63AUMOOCIHCIEUE MEHCOY
pooomuzayuama u mypucmuueckus mapkemunz“, Mexcoynapoona Hayuna KoHgepeHyus
wIypusMvsm ¢ Ho6OMo Xunadonemue — cbCcmosaHue u nepcnekmueu’, u3o. ,Ilenos*, Ceuujos,
20192., 499-509cmp.

AocTpaxT: [Ipe3 nocneqHuTe roAMHUA BCE NO-TOJISIMO MPUIIOKEHHUE B CbBPEMEHHATa TypUCTHYECKA
UHAYCTpUS HAMHpaT MHOBAIIMOHHUTE TMPOAYKTH M YCIYrM Ha HH(QOPMAIMOHHHUTE U
KOMYHMKAIlUOHHU TEXHOJIOIMU. MapKEeTUHI'BT Karo €AUH OT OCHOBHUTE €JIIEMEHTH Ha TypU3Ma
CBIIO HE NpPaBU M3KIIOUYEHHE OT Ta3u miobOanHa TeHnaeHIMs. CbBPEMEHHUS MapKeTHHI Clie/IBa
TEHJICHIIMM KbM BHEJpsIBAHE HA POOOTH3UPAHU yCTPONCTBA, TONPUHACAIIM 3a MOsBaTa Ha HOBU U
HaI'bJIHO HEMO3HATH /10 TO3U MOMEHT HauYMHU U CIIOCO0U 3a ChbOMpaHe, aHaTu3UpaHe U MOJIETTUpaHe
Ha uHpopManusa. MakcumanHara yIOBJIETBOPEHOCT OT TYPUCTHUYECKHUTE MPOAYKTH M YCIYTH,
Obp3uHaTa Ha KOMYHHKAIIHs, TPEJICTaBIHETO Ha TOYHA, ICHA U MepcoHU(UIIMpaHa MHPopMalus ca
caMo MaJIKa 4acT OT MPEeANOCTaBKUTE OMpeeIIsy HapacTBalllaTa 3HauuMOCT Ha poOOTH3aLUATA B
CBbBPEMEHHUS MAPKETHUHT U TYPU3BM.
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Abstract: In recent years, innovative products and services of information and communication
technologies have been increasingly used in the modern tourism industry. Marketing, as one of the
main elements of tourism, is also no exception to this global trend. Modern marketing follows trends
towards the implementation of robotic devices, contributing to the emergence of new and
completely unknown methods and techniques for collecting, analyzing and modeling information.
Maximum satisfaction with tourist products and services, the speed of communication, the
presentation of accurate, clear and personalized information are only a small part of the prerequisites
determining the growing importance of robotization in modern marketing and tourism.

cTyiuu, IIYBJIMKYBAHM B HAYYHM WU3JAHUSA, PE®EPUPAHU H
NHAEKCUPAHU B CBETOBHOU3BECTHU BA3HU JAHHU C HAYYHA

24. Stankova, M., Kaleychev, S., “Digital Transformation in the Hotel Industry: Shaping the
Challenges and Opportunities by the Case of Five-Star Hotels in Bulgaria”, Digital
Transformation of the Hotel Industry: Theories, Practices, and Global Challenges. 2023/6/6,
Springer International Publishing, p. 205-232, ISBN 978-3-031-31682-1 (eBook)
https://doi.org/10.1007/978-3-031-31682-1 (Scopus)

AdcTpakT: B ngHemHo Bpeme mnobanmHara TpanchopMmaiys € 0COOCHO MPEIU3BUKATEICTBO 32
TypUCTHUYECKATa HHIYCTPHS, KOSITO CTPa/ia OT MHOTOCTPAaHHU €(DEeKTH M € U3MpaBeHa Mpel Kpu3H,
CBBP3aHU ChC 3/IPABETO, IPUPOJATA U HAM-BEYE HEYCTOMYMBOCTTA. B ,,HOBara“ cpena Ha )KUBOT U
npaBeHe Ha ousHec, cien nangemusara or COVID-19 u HeBb00Opa3nmMoTo orpaHu4YaBaHe Ha 00EMUTE
Ha TYPUCTUYECKHUTE MOTOIM B PE3YJITAT HAa HEsl, THPCCHETO HAa HOBU PEILICHUS 3a TypUCTUUYECKaTa
WHIyCTPHs C€ OKa3Ba >KM3HEHOBAXXHO. EBOMIOIMATA HA COIMAITHO-UKOHOMHYECKUTE OTHOIICHUS
OTIPEIEITHN TUTUTAIN3AIMATA KATO OCHOBEH HOCUTEI HA MHOBAIIMH, BUCOKAa KOHKYPEHTOCIIOCOOHOCT
Y UKOHOMUYECKH pacTex. TypucTUUECKUTE KOMIIAaHUU, KOUTO ca YCIENH Aa BHEAPST U U3I0JI3BAT
€(eKTUBHO JUTHTAIHUTE TEXHOJOTMM, Ca HaTpyHald ONUT M Cca pa3BWIM MO-J00pH
OpraHU3allIOHHH U YNPABIEHCKH MPAaKTUKU. TOBa € I0BENO 10 MO-BUCOKA MPOU3BOAUTEIHOCT Ha
Tpylla U peHTaOWIHOCT. B3eMaiiku mpeaBu ToBa, MPEACTaBEHOTO TYK M3CIEe/IBaHe MMa 3a IIe Ja
MpOyYd M OOSCHM TPOSBUTE HA BB3JACHCTBHETO HAa TUTHUTATU3AIMATA BbPXY XOTEIHEpCKara
uHAycTpuss B bbirapus, kato ce (okycupa BBPXY HPEBB3XOAHOTO M HAW-BHCOKO HHBO Ha
HacTaHSBaHE W OOCTY)XKBaHE B TMET3BE3HHUS XOTEJCKHM CEKTOp Ha cTpaHara. [locturHarure
3aKJIIOYEHHS MPEJOCTaBAT HOBU HACOKHM 32 Pa3MHCHI M ThPCEHE HAa CTPATETMUECKU PEILICHHUS B
ramara OT BHCOK kiac xoTenu B bbarapus. OcoOeHO 3amoro roisMa 4acT OT ObITapCKHUTe
MET3BE3HU XOTEJIM BCE OIe HE ca OPUEHTHpAIN CBOUTE OM3HEC MOJETN KbM IMBJIHOIEHHOTO
BHEJIPSIBAHE HA JUTHTAIHU UHCTPYMEHTH.

Abstract: Nowadays, the global transformation is a particular challenge for the tourism industry,
which suffers from multifaceted effects and faces crises related to health, nature, and, above all,
unsustainability. In the “new” environment of living and doing business, after COVID-19 pandemic
and the unimaginable limiting the volumes of tourist flows as a result of it, the search for new
solutions for the tourism industry is proving vital. The evolution of socioeconomic relations has
identified digitalization as a major carrier of innovation, high competitiveness, and economic
growth. Travel and tourism companies, which have managed to implement and use digital
technologies effectively, have gained experience and developed better organizational and
management practices. This has led to higher labour productivity and cost-effectiveness.
Considering this, the research presented here aims to study and explain the manifestations of the
impact of digitalization on the hotel industry in Bulgaria, focusing on superior and highest level of
accommodation and service in the country’ five-star hotel sector. The conclusions reached provide
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new directions for reflection and search for strategic solutions in the range of high-end hotels in
Bulgaria. Especially, because a large part of the Bulgarian five-star hotels has not yet oriented their
business models toward the full implementation of digital tools.

CcTYyiuu, NYBIUKYBAHMU B HEPE®EPUPAHU CIIMCAHUA C HAYYHO
PEINEH3UPAHE WJIN ITYBJINKYBAHU B PEJAKTUPAHU KOJIEKTUBHU TOMOBE

19. Ianeva, M., Kaleychev, S. & All, Management of tourism destinations and development of
specialized types of tourism, Publishing Complex UNWE, 2021, 67 p, ISBN (print) 978-619-232-
527-5, ISBN (online) 978-619-232-536-7 (cmyous)

AOCTpaKT: AKTyaqHOCTTa Ha TeMmara 3a YNpaBICHUETO HA TYPUCTUYECKUTE JECTUHALIUU Ce
OIIpeziesst OT HEOOXOANMOCTTA OT IIPEOIOJIIBAaHE Ha CE30HHOCTTA B Typu3Ma B bbiarapus, kato gact
OT HErOBOTO YCTOWYHMBO Pa3BUTHE, U CE MPEBPHINA B OCHOBA 33 U3CJIECBAHHUS OT MHOTO €KCIIEPTH B
HayKara ¥ IpakTukata. ToBa ce qoka3Ba OT (akTa, 4e MOJUTHKAaTa HA MUHUCTEPCTBOTO HA TypU3Ma
npe3 NOCIeTHUTE TOAUHY € OPUSHTHPAHA B Ta3H MIOCOKA — J1a C€ Pa3BUBAT YSTHPUCE30HHU MTPOILYKTH
U JecTuHaImu, pexnamupamu beiarapus. Bee ome He Moke na ce Kake, Y€ MOTCHIHAIBT Ha
CTpaHaTa € U3IO0JI3BaH M0 Hali-pallnOHAIHUS Bb3MOXeH HauyrH. HacTosmmoro u3cnenBane pasriexia
IPEANOCTABKUTE U BH3MOKHOCTHTE 32 Pa3BUTHE HAa HOBOCH3/AJCHUTE TyPHCTUYECKU PErMOHU B
bbarapus, KakTo ¥ Ha HAKOM CICIHMAIN3UPaHU BUIOBE TYPH3bM U MO3UIIMOHUPAHETO HA CTpaHaTa
Ha MEXJYHApOJHUS a3ap Karo KOHKypeHTHa JecTuHauus. ChIlo Taka, U3CII€ABaHETO UMa 3a 11ell
Jla pa3paboTH MPETOPBKH 3a MOA0OpsBaHE HA MAPKETUHTOBHS MEHH/DKMBHT HAa HOBOCH3a/ICHUTE
OpraHM3alUy 32 yNpaBieHUE HAa TyPHUCTUYECKUTE PETMOHHM B bhirapus, 3BeCTHH B CBETOBHATA
muteparypa kato DMO (Destination Management Organization).

Abstract: The relevance of the topic for tourism destination management is determined by the need
to overcome the seasonality in tourism in Bulgaria, as part of its sustainable development, and
becomes a basis for research by many experts in science and practice. This is evidenced by the fact
that the policy of the Ministry of Tourism for recent years is oriented in this direction — to develop
four-season products and destinations advertising Bulgaria. It is still not possible to say that the
country’s potential has been used in the most rational way possible. The present study examines the
prerequisites and opportunities for development of the newly established tourism regions in
Bulgaria, as well as some specialized types of tourism and the positioning of the country on the
international market as a competitive destination. Also, the study aims to develop recommendations
for improving the marketing management of the newly established organizations for management of
tourism regions in Bulgaria, known in the world literature as DMO (Destination Management
Organization).

6. Kaleychev, S., M. Stankova ,,The luxury tourism as fashion or as expression of elitism”, LAP
Lambert Academic Publishing 2014

AlcTpakT: ChbBPEMEHHUTE COLUATHO-UKOHOMUYECKH YCIIOBHS OINpENEINXa Typu3Ma KaTo eJHa OT
BOJICIINTE MHAYCTPUM B CBeTOBHaTa MKoHOMHKa. Mexnay 1990 u 2000 r. mexnyHapoIHUTE
I'BTYBaHUA 10 cBeTa ce yBenuuuxa ¢ 51%. ToBa nMHaMUYHO pa3BUTHE HA TypHU3Ma ONPEIENIN HAKOU
IPOMEHHU B MOBEIEHHETO HA pEaJIHUTe M MOTCHUUAIHUTE TypucTH. /ludepeHumpanara curyauus
(opMHpa HOBU M IO-BUCOKH U3UCKBAHMSI KbM YIOBJIETBOPEHOCTTA OT PE3yITaTUTE, YCTOHUNBOCTTA,
YHUKAJIHOCTTA U KauyeCTBOTO, FapaHTHpaHU OT TypUCTUYECKaTa UHIyCTpus. Bbpopeku mnossara Ha
CBETOBHAaTa MKOHOMMUEecKa Kpu3a npe3 2008 I, koATo 3acerHa BCUYKU CEKTOPU Ha CBETOBHATa
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MHAYCTpUsl, BKJIIOUUTEIHO TypHU3Ma, HM3CIEABAaHHUATA HAa MEKIYHAPOAHHUS TYPUCTUUYECKH Ia3ap
MOKa3BaT ChIIECTBYBAHETO Ha 001aCT, KOSATO HE Oelle 3acerHara u I0py YCKOPHU pa3IIupsIBAaHETO CH.
A MMEHHO - JIyKCO3HHUAT Typu3bM. [1o chliecTBO TOH € M3pa3 Ha Bb3MOKHOCTUTE Ha OIpeesieHa
collMaliHa rpymna B 00IECTBOTO Jla pasloiara ChC 3HAYUTENTHU (PMHAHCOBU PECypcH, 3a J1a 3a10BOJIU
WHJUBUIyaJIHUTE HYXIU U UHTEPECHU, CBbP3aHU C TypUCTHUYECKaTa IEHHOCT. Tol He ce orpaHnyaBa
caMo JI0 OTIpe/IeTICH! XOTelU, KypOPTH, SIXTH, aBTOMOOMIIN, CAMOJIETH WK TYPUCTUUECKH JeHHOCTH
U YCIYTH, a € pa3JIdyeH U TIoOajieH HaYMH 3a pa3OupaHe Ha MOTPEOUTENIMTE W yNpaBieHHE Ha
TYypUCTHYECKUSI OU3HEC.

Abstract: Contemporary socio-economic conditions identified tourism as one of the leading
industries in the global economy. Between 1990- and 2000-year, international travel worldwide
increased by 51%. This dynamic development of tourism, determine some changes in the behavior
of actual and potential tourists. Differentiated situation formed new and higher requirements on
performance satisfaction, sustainability, uniqueness and quality guaranteed by the tourism industry.
Despite the emergence of global economic crisis in 2008, which affected all sectors of the global
industry, including tourism. Undertake researchers of international tourist market shows, the
existence of an area that was not affected and even accelerated its expansion. Namely - luxury
tourism. In essence it is an expression of the capabilities of a particular social group in society to
divide with significant financial resources to meet the individual needs and interests related to tourist
activity. It is not just limited to a certain hotels, resorts, yachts, cars, airplanes or tourist activities
and services, but is different and global way of understanding of users and management of tourism
business.

HNYBJIUKYBAHA IJIABA OT KOJIEKTUBHA MOHOI'PA®UA

11. Stankova.M., 1. Vasenska, A. Stoykova, S. Kaleychev, M. Paskaleva, ,, From Communism to
Capitalism: The transition of Bulgarian tourism sector and contemporary discourses, ,, Tourism
development in post-soviet nations”, “ Springer Nature Switzerland AG”, 2020, p. 31-49, ISBN
978-3-030-30714-1(monozpagusn)

AolctpaxT: Koraro bbiarapus nomyun HezaBUcHMOCTTa cH npe3 1989 ., TypuCTUUECKUST CEKTOp
Oelre eHa OT MAJIKOTO MKOHOMUYECKHU JIEHHOCTH, KOUTO HOCEXa BAJlyTHU MOTOLM B MKOHOMMKATA,
CBhOTBETHO B IbpKaBHUS OIODKET U Tpezopute Ha bbarapckara Hapoana 0anka (bHDB). 3anouBaiiku
C TIpervie]l Ha UCTOPUSITa Ha Pa3BUTUETO HA TypHU3Ma, 3arnousaiia ot 20-Te TOAMHU Ha MUHAJIUS BEK,
Ta3| IJlaBa MOJYEepTaBa MPOMEHUTE B Opos Ha MOCETUTENINTE M Pa3BUTUETO Ha TypUCTHYECKara
MH(pacTpyKTypa upe3 aHAJIMTUYEH M EMIHUPUYEH aHalu3, U3rpajieH BbPXY BCUYKU HAIUYHU U
apxuBupanu naHHu. [lanHuTte ca pasgenenu Ha ase rpynu: 1980-1989 r. kato KOMyHUCTHYECKA
enoxa u 1990-2017 1. xato cpBpeMeHHa enoxa. Pe3ynrarnre rmokassar, 4e TEMIIOBETE Ha PacTEX HA
Opytaust BbTpemieH nponykr (bBII) ca namanmenu mpe3 KOMYHHMCTUYECKHS NEpPUOA U ca ce
YBEJIMYWIH B TOCTKOMYHUCTUYECKUS IEPUO]I.

Abstract: When Bulgaria received its independence in 1989, the tourism sector was one of the few
economic activities bringing foreign currency flows into the economy, respectively, to the state
budget and the vaults of the Bulgarian National Bank Data. Beginning with an overview of tourism
development history starting in the 1920s, this chapter highlights the changes in visitor numbers and
tourism infrastructure development through analytical and empirical analysis constructed on all
available and archived data. The data are divided into two groups, 1980—1989 as the communist era
and 1990-2017 as the contemporary era. The results show that the gross domestic product (GDP)
growth rates decreased during the communist period and increased in the post-communism period.
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18. Aneea, M., Kaneitues, C. u kon., Ynpasnenue na mypucmuueckume 0eCmuHayuu u
pazeumue Ha cneyuanuzupanu euoose mypuszovm, Hzoamencku xomnaexc YHCC, Cogusa, 2021,
301 cmp., ISBN 978-619-232-526-8 (monozpagus)

AocTpakT: Hacrosmata moHorpadus wu3cienBa W pa3miiexkla MPEANOCTABKUTE OMPEICIISIIN
BB3MOXKHOCTHTE 33 Pa3BUTHE HA HOBOOOOCOOEHUTE TypUCTHUIECKH palioHu B bbiarapus. ChIo Taka
¢dokycrpa BHUMaHHETO ¥ KbM HSKOU CIICIUAIN3UPAHN BHIOBE TYPU3bM, KAKTO U TIO3ULIUOHUPAHETO
HAa CTpaHara Ha MEXKIyHapOIHHUS Ta3ap, KaTo KOHKYpPEHTHa JAecTHHanus. lIpoBeaeHOTo
U3CIIEIBAHETO MMa 3a 11T J1a pa3paboTH M MPENOpPbKH 32 YCHBHPIICHCTBAHE HA MAaPKETUHTOBOTO
yOpaBlIeHUE HA HOBOCH3IAJICHUTE OPTaHHW3AIMHM 33 YIPABICHHE HA TYPUCTHUYECKHUTE PaliOHH B
bearapusi. ABTopuTe Ha Hacrosara pa3pabdOTKa MpOydyBaT W aHAIM3MUpAT crenudukara u
XapPAKTCPUCTUKUTC HA YIIPABJICHUCTO HA ACCTUHAIITUUTC U HpO(l)I/IJII/IpaHeTO HM CIIOpEa KOHL[GHI_[I/ISITa
3a TypUcTUUYECKO paitoHupane. OOpbIia ce 3a1bJI1004eHO BHUMAaHHUE BbPXY BUIOBETE U MOJABUIOBETE
TYpU3BM, KaKTO U TAXHOTO €EKTHUBHO YIIPABICHUE, Upe3 MPHIIATaHe Ha MOJICIH 32 YIPABJICHHUE Ha
JIECTUHALIMUTE, IOIYJIAPHU B IPYTU Pa3BUTH TYPUCTUYECKU CTPAHU.

Abstract: This monograph examines and examines the prerequisites determining the opportunities
for the development of the newly established tourist regions in Bulgaria. It also focuses attention on
some specialized types of tourism, as well as the positioning of the country on the international
market as a competitive destination. The conducted research also aims to develop recommendations
for improving the marketing management of the newly established organizations for the management
of tourist regions in Bulgaria. The authors of this work study and analyze the specifics and
characteristics of the management of destinations and their profiling according to the Concept of
Tourist Regionalization. In-depth attention is paid to the types and subtypes of tourism, as well as
their effective management, by applying models for the management of destinations, popular in other
developed tourist countries.

ITIYBJINKYBAHO YHUBEPCUTETCKO YYEBHO ITIOCOBHUE/TTOMATAJIO

2. Kaneiiues, C., Mapkemunz ¢ mypusma, Hzoamencku komnnexc YHCC, 2023, ISBN: ISBN
978-619-232-699-9

YuebHoTO TTomMarasno ,,MapKeTHHT B Typu3Ma“ MMa 3a I1eJT /1a /1aJie Ha CTYICHTUTE OCHOBHA
U T0JIe3Ha MH(pOpMaIMs, KOSTO Ja JONpUHECe 3a o0oraTsBaHe Ha TEXHUTE 3HAHUA 110 BpeMe Ha
yuebHus npouec. [Tomaranoto o0xBaria pa3aMyHU TEOPETUYHU MTOCTAHOBKH, KAaTO CHIIEBPEMEHHO
ca IIpeJUI0KEHN U pEANIIA IPAaKTUIECKHU ITPUMEPH OT CbBpeMEHHaTa HHycTpus. [1o cBosATa chiHOCT
TO MPEBEXK/IA MPE3 PA3JIMYHU €Talu OT Pa3BUTHETO HA MAPKETHHIa KAaTO HayKa M B YaCTHOCT 4acTTa
My CBBbp3aHa C Typu3Ma. B HauajaoTo momarajaoTo MPENCTaBs €BOJIIOLMATA HAa KOHIENIMATA 3a
MapKETHHI, KaTo ca MOCOYEHU U U3SICHEHW OCHOBHU IIOCTAHOBKHM CBBP3aHU C Taka HapE€4EHUTE
Mapxketunr 1.0, Mapketusr 2.0, Mapketusr 3.0 1 Mapketunr 4.0. Cpiio Taka ce NpeacTassr U
CBITHOCTTa U OCOOEHOCTM Ha MAapKeTHHra B TypHU3Ma W MapKeTMHIoBaTa OOKpBKaBallla cpefa.
3acerHaTv MpaBUTEICTBEHUTE U MPABHU PETYJIALMU, KAKTO M OKa3BalIUTE BIUSIHUE TEXHOJOTUYHH
U TexHu4decku paktopu. [lomaranoTo pasriex/ia u BbIIPOCH CBbP3aHH C TYPUCTHUYECKH MTPOAYKTH U
YCIYTM M TOTPEOUTENCKO TBhPCEHE W TMOBEACHHE, KAaTo HAEHTH(GHUIUpPA M eJHa YacT OT
norpedurenckute pemeHus. ChIIo Taka 3acsira ¥ BbIIPOCH CBbP3aHU C MAPKETUHTOBU U3CJI€/IBAHUS
Ha TYPUCTUYECKUS Ma3ap M Mo-CleluaTHo MapKETUHIOBOTO MTPOYyYBaHE U MapKETUHTOBa Mporpama.
[TomaranoTo u3siCHsIBa U BBIPOCH CBBP3aHU ChC CErMEHTHUpPAHETO, M300pa Ha LEJeBU Ma3apu
(Tapretupane) u nozunnoHupaneto. Ilpeacrass ce U eneMeHTUTE Ha KJIACUYECKUAT MapKETHHIOB
MHUKC HaCOYEH KbM MPOIyKTOBaTAa MOJIUTHKA, IEHOBATA MOJUTUKA, TUCTPUOYIMOHHATA TTIOJTUTHKA U

KOMYHHKAIIMOHHA ITOJIMTUKA. C"bH_[eCTBeH CJICMCHTHU Ha ImoMarajoTo Ca BBIIPOCUTE 3a JUCKYCHA Ha
20



Kpas Ha BCSIKA OT Pa3riIekJaHUTE TEMU U Ch3/1aJICHUTE TECTOBH BBIIPOCH MOATIOMAraIiy CTyICHTUTE
npu pazbupaHe U HaydaBaHe Ha MPEJOCTaBeHUs yueOeH MaTepHall.

Tourism marketing

The textbook "Marketing in Tourism" aims to provide students with basic and useful
information that will contribute to enriching their knowledge during the learning process. The
textbook covers various theoretical statements, while at the same time offering a number of practical
examples from the modern industry. By your nature, to translate through different stages of the
development of marketing as a science and in particular communication with tourism. At the
beginning, the textbook represents the evolution of the concept of marketing, as the main positions
related to the so-called Marketing 1.0, Marketing 2.0, Marketing 3.0 and Marketing 4.0 are indicated
and clarified. The essence and features of marketing in tourism and the marketing environment are
also presented. Government and legal regulations are affected, as well as the influence of
technological and technical factors. The textbook also examines issues related to tourism products
and services and consumer demand and behavior, identifying a part of consumer decisions. Also, the
concern and questions are related to marketing research on the tourism market and in particular
marketing research and marketing program. The manual also clarifies the issues related to
segmentation, the selection of target markets (targeting) and positioning. It presents and the elements
of the classical marketing mix are indicated for product policy, pricing policy, distribution policy
and communication policy. The essential elements of the manual are the discussion questions at the
end of each of the topics considered and the created test questions, assisting students in
understanding and studying the information of the educational material.

JOITBJIHUTEJIHU N3UCKBAHMUSA 3A YHCC CBI'JIACHO 3PACPB (W1.26, AJL.S) 1
ITPABUJIHUKA 3A ITPUJIOKEHUETO MY (WI.1A, AJL.2-3)

CTATUU U CTYIUU, UTHAEKCHUPAHMU B SCOPUS U/HJIN WEB OF SCIENCE,
ITYBJIMKYBAHU B HAYYHHU CIIMCAHUA

13. Stankova M. & Kaleychev S.,Regional sustainability in tourism: the implementation of
cross-border partnerships”, Theoretical and empirical researches in urban management, Vol.
15, Issue 3, August 2020, p. 47-69, E-ISSN: 2065- 3921

AOCTpaKT: YHHUKaJIHATA OPUTHHATHOCT HAa TYPUCTHUYECKHsI OOMEH ce ChCTOM BBB (hakTa, ue He
MPOAYKTHT, & TyPUCTUTE, KOUTO TO KOHCYMUPAT, ca 00ekT Ha TpaHcdep. [loTpedutensr ce HacouBa
KbM TYPUCTHYECKHUSA ,,[TIPOAYKT, 32 /1a C€ BB3IMOJI3BA OT ChbCTABHUTE My KOMIIOHEHTH - MPUPOTHU
(meii3aXku, KIUMAaT), MaTepuanHu (YCIyrd U 00OpyJBaHe) U YOBEIIKH (00IeCTBa U IIMBUIIN3AIINH,
HUCTOPUYECKH U COLMATHO-KYIATYPHH 3a0eleXuTenTHOCTH). B Xoma Ha TO3M MpOIeC BH3HUKBAT
CIIO)KHU B3aMMOOTHOIICHUS MEXIy TYpUCTHUTE W MECTHAaTa OOIIHOCT C OTPAXECHHUS BBPXY
MKOHOMHUYECKHUS U COIMAHUsS XKUBOT. Te obade TpsOBa Aa ce ympamisiBaT B OpraHU3AI[MOHEH U
¢dbyHknuoHaneH tiaH. OCb3HaBaHETO Ha Ta3u HEOOXOIUMOCT € BCHITHOCT MHOTO Ba)KHO 3a
KOHKYPEHTOCIIOCOOHOCTTa Ha TypHCTHYEeCKaTa odepra W HuMa 3HAYUTEICH e(eKT BBpXY
peruoHanHara yctoluuBocT. HacTosmoTo uscieaBane nMa 3a 1ei Ja Mpoyyd €IuH OT acIEKTHTE
Ha BIIMAHUC, KOWTO ce pa3kpuBa BBHB BpPb3Ka C HM3INBIHCHHETO Ha TPAHCIpaHU4YHU ITPOCKTH,
¢unancupanu no Ilporpamara 3a TpancrpannyHo chTpynHuudectBo Ha EC - Interreg A. Tsa e
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pPETHOHAIHO OpPHEHTHpaHa KbM TpaHU4YHMS paiioH PymbHus-bbiarapus u ce Qokycupa BbpPXYy
YCTaHOBSBAHETO HA YCTOWYMBOCT KaTO CIEACTBHE OT HENPSAKM HHBECTULUU B Typu3Ma H
UACHTUGUIMPAHETO M MPEANPUEMAHETO HAa KOHKPETHH JAEHCTBHS B pE3yiATal Ha 3aBbpPLICHU
npoekTH. ToBa ce onpenelis U OT IPe3yMILUATA, Y€ ePEeKTUTE BbPXY PETMOHAIHUTE UKOHOMUKH U
COLMAJIHUTE XapaKTepUCTUKU TpsiOBa Ja ObJaT BHMCOKH, Karo ChLIEBPEMEHHO C€ 3a4yuTa
YCTOMYMBOCTTA Ha PE3yJATaTUTE OT IIPOEKTA.

Abstract: The unique originality of the tourist exchange lies in the fact that it is not the product, but
the tourists that consuming it, are the subject to transfer. The consumer moves to the tourist
"product” to take advantage of its constituent components - natural (landscapes, climate), material
(services and equipment) and human (societies and civilizations, historical and socio-cultural
landmarks). In the course of this process, complex relationships emerge between tourists and the
local community with reflections on economic and social life. However, they must be managed in
organizational and functional terms. Awareness of this need is in fact, very important for the
competitiveness of the tourist offer and has a significant effect on regional sustainability. This study
aims to explore one of the aspects of influence that is being discovered in connection with the
implementation of cross-border projects funded under the EU Cross-Border Cooperation Program -
Interreg A. It is regionally oriented to the Romania-Bulgaria border area and focuses on establishing
sustainability as a consequence of indirect investment in tourism and identifying and taking concrete
action as a result of completed projects. It is also defined by the presumption, that effects on regional
economies and social characteristics should be high while respecting the sustainability of project
results.

9. S.Kaleychev, N.Tsonev, “Luxury Tourism and Its Impact on Dubai Primary Ecosystems”,
“Balcan Ecology”, Volume 22, Nol, Sofia, 2019, p. 5-12, ref.10

AOcTpakT: CpBpeMEHHAaTa TypUCTHYECKAa MHAYCTPUS € W3KIIOUYUTEIHO CI0XKHA, JUHAMUYHA U
IIOCTOSIHHO TIPOMEHSIA C€ MHAYCTpUA. JIYKCO3HHAT Typu3bM, KAaro HOBAa TEHIECHIMS B Hes,
IIPOBOKHpA MOCTOSIHHUS MHTEPEC HA ChbBPEMEHHUTE TYPUCTH KbM Haill-HOBUTE, M3KJIFOUUTEIIHO
CKBIM U O€3MpeleeHTHN TYPUCTHYECKH NPOAYKTH U yciayrd. C OCHOBaHME MOXKE Jla ce Kaxe, ue
TypUCTHYECKaTa JEeCTUHALUA, KOSATO OOeIUHsIBA BCHYKM HJIEH 3a JYKC, EKCKIY3HUBHOCT H
eJIMTApPHOCT, HAMHpa CBOETO OJUIleTBOpeHue B ApaOckus emupar [lyGaii. besmpenenentHure
UHOPACTPYKTYpHU OOEKTH B oOjlacTTa Ha Typu3Ma, Karo T. Hap. [lanMoB ocTpos, ca HaTpymnamu
orpoMeH mobaneH uHTepec. Ho peanHara oneHKa Ha Te3W METralpoeKTH MOKa3Ba HEraTUBHOTO
BB3/ICHCTBHE BBPXY MPHUPOAHUTE U IBPBUYHU EKOCHUCTEMH, 3aCETHATH OT MpPOMsHATa B IMOYTH
1sIaTa Operosa JIMHUS Ha EMUPCTBOTO.

Abstract: The contemporary tourism industry is an extremely complex, dynamic and constantly
changing industry. Luxury tourism as a new tendency in it, provokes the constant interest of modern
tourists to the newest, extremely expensive and unprecedented tourist products and services. It can
reasonably be said that the tourist destination, which unites all the ideas of luxury, exclusivity and
elitism, finds its personification in the Arab Emirate of Dubai. The unprecedented infrastructural
sites in the field of tourism, such as the so-called palm island, have accumulated a huge global
interest. But the real assessment of these mega projects shows the negative impact on the natural
and primary ecosystems affected by the change in almost the entire coastline of the emirate.
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CTATUM U CTYIUU, THAEKCUPAHU B IPYT'U MEXIYHAPOJIHU BA3U JAHHU
C HAYYHA UTH®OPMALUS, ITYBJIMKYBAHU B HAYYHU CIIMCAHUA

20. Kaleychev, S., Theoretical Foundations of Marketing Research in Tourist Destinations,
Athens Journal of Tourism - Volume 9, Issue 2, June 2022 — Pages 115-128, e-ISSN: 2241-8148,
DOI: 10.30958/ajt

AOcTpakT: HacTosmoTo pa3BuTue Ha IOBEYETO TYPUCTUYECKU JECTUHALIMU BCE OIIE CE ONpeaes
OT MpOABJDKABAILOTO Bb3AeHcTBUE HAa mioOanHara nanjgemus or COVID-19, kosto npe3 2020 r.
ycrs Ja OKaxe OE3MpelefeHTHO HEraTMBHO BbB3/ICHCTBHE BBPXY CBETOBHATAa TYPHCTHYECKA
WHYCTPHS, BPBIIAWKY g 1O HUBA, M03HATH OT 90-Te ronuHu Ha MuHaius Bek. Cropen CBeToBHATa
TypUCTHYECKa OpraHu3alus, 3aryoara Ha MexXaAyHapoIHU TYPUCTUYECKU pucTuranus e 74% mpes
2020 r. B cpaBHenue c¢ npeaxomaHara 2019 r. [Ipe3 chmiara romuHa € perucrpupaHa 3aryoa Ha
MPUXOAN OT MEXAYHApOACH TYpU3bM B pasMep Ha 1,3 Tpunuona fojiapa. B Te3u M3KIOUUTETHO
TPYAHU YCJIOBHUS HA ChUIECTBYBaHE, TOBEUETO TYPUCTUUECKU OpTraHU3aIl[MH HACOYBAT BHUMAHHUETO
CH KbM MapKeTHHra Ha JECTUHAIMHUTE, KaTO €IUHCTBEH MHCTPYMEHT, KOMTO MO3BOJISBA YCIEIIHO
Ma3apHo MO3UIIMOHUPAHE U 3alla3BaHe Ha ChIUIECTBYBaIIM a3apeH asi. [lopaau ToBa B Ta3u cratus
e ObJaT MpeCTaBeH! TEOPETUYHUTE OCHOBH Ha MApKETUHTOBUTE M3CIIEBAHMS, 32 JIa CE MTOBUIIIN
OCBEJIOMEHOCTTA 3a CIOCOOHOCTTA UM Jla MPENOCTaBAT MBJIHA U sicHa WHOpMaIus, BoAea 10
MOTHUBHPAHU PEUICHHS 32 CTPATETUYECKOTO Pa3BUTHE HA OTJCIHUTE TYPUCTUYECKU JECTHHALIUU.

Abstract: The current development of most tourist destinations is still determined by the continuing
impact of the global pandemic of COVID-19, which in 2020 managed to have an unprecedented
negative impact on the global tourism industry, returning it to levels known in the 1990s. According
to the World Tourism Organization, the loss of international tourist arrivals is 74% in 2020 compared
to the previous 2019. The same year saw a loss of revenue from international tourism of $1.3 trillion.
In these extremely difficult conditions of existence, most of the tourist organizations turn their
attention to destination marketing, as the only tool that allows for successful market positioning and
preservation of the existing market share. Because of that this paper will present the theoretical
foundations of marketing research in order to raise awareness of their ability to provide complete
and plain information, leading to motivated decisions for the strategic development of individual
tourist destinations.

17. Stankova. M., & Kaleychev.S.,” Luxury tourism consumers ‘model. Issues relating to
consumer satisfaction and behavioural intention”, Vol. 8 Num Esp. Julio-Septiembre 2021
Homenaje Ihor Popovych, p. 289-309, ISSN 0719-4706

AOCTpaKT: YIOBIETBOPEHUETO € MpoOIeM, KONTO HENMpPEeKbCHATO MPOBOKHpPA BHUMAHHETO Ha
TEOpUsTA U MpaKTUKaTa B TypUCTHUECKaTa HHAyCcTpus. M ako mpu mMacoBuTe (hOopMU HA TypU3bM
YIOBJIETBOPEHUETO € YACTUYHO 3aBHCHUMO OT II€HATa, TO MO OTHOIIEHHWE Ha JYKCO3HUS TYpPHU3bM
HEroBOTO IMPEJICTABSHE € pe3yATaT OT MPOTUYAHETO Ha CIIeU(UYHH U YECTO UPAITMOHATHU e(PEeKTH.
Hanrpaxxnaliku BbpXy TakaBa HEKOHBEHIIMOHAJIHA OTIPaBHA TOYKA, HACTOAIIOTO M3CIEABAaHE MMa
3a I1eJ1 /1a pa3T'bpHE TEOPETUYHO U Ja MPEIJI0KH 00SICHEHHE Ha TOBEJICHUETO B TYKCO3HUSI TYPH3BM,
KaTo M3Cie/[Ba YTBbPACHH OoTpeduTencku Mmonenu. Llenra e ga ce mpocneas T rpaHuYHUTE MapKepH
Ha YJIOBJIETBOPEHOCTTA HA ,,JIYKCO3HHUTE TYPUCTH, 32 J1a C€ MACHTH(HUIIUPAT BH3MOKHOCTUTE 3a
TAXHOTO BKJIIOYBAHE B ompenesieH Mojel. JIyKChT € 3HaK 3a colraiHa cTpaTuuKaius, Mpu KOsITO
pa3bupaHeTo Ha ABMKEIIUTE MEXaHU3MH OIpeeNsl ClIOCOOHOCTTAa 3a YCTAaHOBSIBAHE HA OCHOBHUTE
n npuHoumy. Ype3 aHanm3 u pazOupaHe Ha CHITHOCTTA W MEXaHW3MHTE Ha JIyKca M3TIIeKIa, 4e
ujesTa U CTPEMEXUTE 3a JYKC ca IBJIOOKO BKOPEHEHHM B HOBeIIKara mpupona. M3cieasanero ce

Ompeacid OT CXBAIIaHETO, Y€ JIYKCHT € HEpA3aCIHa 4aCT OT YOBCUYCCTBOTO MU HA4YWMHA HaA XUBOT B
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YOBCIIKHUTC O6IJ_I€CTB3. U U3CJICABAa Bpb3KaTa MCKAY MNOBCACHYCCKOTO HaAMCPCHUC U
YAOBJIETBOPCHOCTTA HA HOTpe6I/ITeHI/ITe.

Abstract: Satisfaction is a problem that is constantly provoking the attention of theory and practice
in tourism industry. And if for the mass forms of tourism satisfaction is partially dependent on price,
then regarding the luxury tourism its performance is the result of the proceeding of specific and
often irrational effects. Building on such an unconventional starting point, the present study aims to
deploy theoretically and to propose an explanation of luxury tourism behaviour by exploring well-
established consumer models. The purpose is to trace the boundary markers of satisfaction for"
luxury" tourists in order to identify the possibilities for their inclusion in a particular model. Luxury
is a sign of social stratification, in which the understanding of the driving mechanisms determines
the ability to establish its underlying principles. By analysing and understanding the essence and
mechanisms of luxury, it is seeming that the idea and aspirations for lux are deeply rooted in human
nature. The research is determined by the perception that luxury is an integral part of humanity and
way of life in human societies and explores the link between behavioural intention and consumer
satisfaction.

7. Kaneitues. C., ,, Jloénua mypuszom u ponama my 6 mypucmuueckama uHOyCmMpus Ha
buvnzapusa”, Hayuno cnucanue ,,HMkonomuxa u ynpaenenue”, K)zo3anaden ynueepcumem ,,
Heogpum Puncku”, baazoeezpao, 200.14, op.1, 20182., cmp.265-276

AlcTpaxT: Typuctuueckara MHIyCTpUS € U3KIIOUYUTENIHO JUHAMUYEH U pa3HOOOpa3eH 0Tpachil Ha
CBETOBHATa UKOHOMUKA. CbBPEMEHHUTE TYPUCTU UMAT U3KIIOUUTEIHH Bb3MOXKHOCTHU J1a THPCAT U
n30MpaT Hal-aTPaKTUBHUTE M YHUKAJIHW JECTUHAIIMM, KOWTO Ca BBIUIBIEHHE Ha OC3IMYHU
UHTEpeCH U KeylaHud. JIOBHUAT Typu3bM Karo YacT OT TYpUCTHYECKaTa HUHAYCTPUS H
€IHOBPEMEHHO C TOBA JIOBBT KaTO 4acT OT YOBELIKATa UCTOPHsI € €IUH OT Hal-IIPEAIOYUTAHUTE U
TPaJULMOHHU WHAYCTPUM HEe camo B bbiarapus, HO u B cBeToBeH Mamad. Herosata pons B
MKOHOMHMYECKOTO M COLMAJIHO pa3BUTUE Ha bbirapus € OT CBIIECTBEHO 3HAYE€HUE NOpaau
3HAUUTENIHUTEe (MHAHCOBHM NPUXOAM, KAKTO U TPSIKOTO MYy BB3AEHCTBHE BbPXY OTIIEXKIAHETO,
pa3BBKIAAHETO, OMa3BaHETO U JIOBA Ha luBeya. TpsaoOBa 1a ce BzeMe npeaBua GakThT, ue TYpUCTHUTE,
IIPAKTUKYBAIlM TO3M BUJ TypPHU3bM, Ca MPEACTABUTENN HA OHA3M YaCT OT TYPUCTUUYECKHS IMOTOK,
KOSITO pasnoJiara chC 3HAYMTEIHU (PUHAHCOBU PECYPCH U BH3MOXKHOCTH 3a ITbTYBAaHUS Ha JIBITU
Pa3CTOSIHUA 3a ABJITH Nepuoau oT BpeMe. ChueTaHHeTo OT Te3U (AaKTOPH ONpeess U 3HaUEHUETO
HAa JIOBHUS TYPU3bM 3a TypUCTUUYECKATa UHIyCTpuUs B beirapus.

Abstract: The tourism industry is an extremely dynamic and diverse branch of the world economy.
Modern tourists have exceptional opportunities to seek out and choose the most attractive and
unique destinations that are the embodiment of the impersonal interests and desires. Hunting tourism
as part of the tourism industry and at the same time hunting as part of human history is one of the
most preferred and traditional industries not only in Bulgaria but also worldwide. Its role in the
economic and social development of Bulgaria is of considerable importance due to the significant
financial revenues as well as its direct impact on the growing, breeding, conservation and hunting
of the game. Account must be taken of the fact that tourists practicing this type of tourism are
representatives of that part of the tourist flow, which has significant financial resources and long-
distance travel opportunities for long periods of time. The combination of these factors also
determines the importance of hunting tourism for the tourism industry in Bulgaria.

5. Stankova, M., S., Kaleychev. The Cutting Edge between the Mass and Luxury Tourism.
International Conference “Management, Leadership and Innovation Towards a Better Changing
World”, Book of Proceedings, Bucharest, 2013
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AlcTpakT: HaOmroneHnero Ha TEHISHIIMUTE HA MEXIYHAPOIHUS TYPUCTUYECKU MMa3ap Tpes3
MOCJICIHUTE HSAKOJIKO TOJIMHU TIOKa3Ba HSKOM IPOMEHU B TIOBEICHHETO Ha peajHUTe U
MOTEHUUAIHUTE TYpUCTU. Te3u MpoOMeHH ca 3HAYUTENIHU U C€ OTpa3siBaT Ha BCUUKHU YYAaCTHHIIM B
mpoueca Ha ¢GopMuUpaHe M peald3hpaHe Ha TYpPUCTUYECKUS MPOAYKT — JOCTABYMIIUTE Ha
TYpUCTHYECKUS TaKeT, HETOBUTE NMPOU3BOAUTENM U AucTpulOyrtopu. B Tazu HOBa cutyanus ce
MOCTaBAT HOBM, TO-BUCOKM H3HCKBAaHUS KbM II0OKa3aTeNMTE 3a CTAOMIIHOCT, pasHooOpasue u
KaueCcTBO, OCHUTYpsSIBAHM OT TypUCTHYecKara HHAYCTpus. MHULIMMpaHWTE TpOyYBaHUA Ha
MEXIyHApOIHUsA TYPUCTHUECKH Ia3ap IOKa3BaT, Y€ BBIIPEKH CBETOBHATAa pelecusi, UMa eIaHa
00J1acT OT TypUCTUYECKUS Ma3ap, KosTO ce pazpacTBa 0bp30. ToBa e yKco3HUAT nazap. UHTepecHo
o0aue e, ye BhIIPEKH BaXHOCTTA HA JIYKCO3HUS Ia3ap, HAMa eIHO3HAYHO orpenenenue. Jluncea u
€IHO OOIIO ompeAesieHHe 3a JYKCO3HUTE MbTyBaHus. OTOens3Ballku TO3M (akT, HACTOSIIUSAT
nokiian ce GoKycHupa BbPXY HArIacUTe Ha TMO-MJIAJIOTO TMOKOJICHUE, OTHOIICHHETO UM KBbM JIyKca
KAaTo II5JI0 M B YACTHOCT KbM JIYKCO3HHUTE ITbTYBAHUS U TyPU3bM.

Abstract: Observing the tendencies of the international tourist market through the last few years
shows some changes in the behavior of the real and potential tourists. These changes are significant
and reflect on all participants of the process of forming and realizing the tourist product-the
suppliers of the tourist package, its manufacturers and distributors. In this new situation, new, higher
requirements are brought up to the indicators for steadiness, diversity and quality, ensured from the
tourism industry. The initiated surveys on the international tourist market show that despite the
worldwide recession, there is one area of the tourism market that is rapidly expanding. That is the
upscale or luxury market. Interesting, however, is that despite the importance of the luxury market,
there is no one definition. There is also a lack of one common definition for luxury travel. Noting
this fact, the current report focuses on the attitudes of the younger generation, their relation to luxury
in general and in particular to luxury travel and tourism.

INYBJINKYBAHO YHUBEPCUTETCKO YYEBHO ITIOCOBUE/TIOMATAJIO

2. Kaneiiues, C., Mapkemunz ¢ mypusma, Hzoamencku komnaexc YHCC, 2023, ISBN: ISBN
978-619-232-699-9

YuebHoTO TTomMarano ,,MapKeTHHT B Typu3Ma“™ MMa 3a IIeJT 1a /1aJie Ha CTYICHTUTE OCHOBHA
U 1oje3Ha uHpopMalus, KoATO Ja JOMpPUHECE 3a 00oraTsBaHE HAa TEXHUTE 3HAHUS IO BpEME Ha
yueOnust mporiec. [lomaranoro o6xBaia pa3InyHu TEOPETUYHH MTOCTAHOBKH, KaTO CHIIEBPEMEHHO
ca MpeUIOKEeHH U PeIuila MPAKTHYECKU MPUMEPH OT ChBpeMeHHaTa HHycTpusl. [1o cBosiTa ChIHOCT
TO MPEBEXK/IA IPE3 Pa3IUYHU €Talu OT PA3BUTHETO HA MAPKETHHTA KaTo HayKa W B YaCTHOCT YacTTa
My CBBbp3aHa ¢ Typu3Ma. B HayanoTo momarajaoTo MpECTaBs €BOJIOIMATA HA KOHIEMIHUATA 3a
MapKETHHT, KaTo ca MOCOYEHU W W3SICHEHM OCHOBHHM TOCTAHOBKHM CBBP3aHH C TaKa HAPEUCHUTE
Mapketunr 1.0, Mapketunr 2.0, Mapketunr 3.0 u Mapketunr 4.0. Cpuio Taka ce nmpeAcTaBiT U
CBITHOCTTa U OCOOCHOCTH HA MapKETHWHTra B TypU3Ma M MapKETWHroBaTa OOKpB)KaBaimia cpeja.
3acerHatu NpaBUTEIICTBEHUTE U MPABHU PETYJIALMH, KAKTO U OKa3BAIIUTE BIUSHUE TEXHOJIOTUYHU
u TexHudecku (akropu. [lomaranoTo pasriaex/a u BbIIPOCH CBbP3aHU C TYPUCTUUYECKHU MPOIAYKTH U
YCIyTU W TOTPEOUTENICKO ThpPCEHE W TMOBEAEHUE, KaTo UACHTU(dUIMpa W eqHa dYacT OT
notpeburenckute pemeHus. ChIIo Taka 3acsra ¥ BhIIPOCH CBbP3aHHU C MAPKETUHTOBU U3CJICIBAHUS
Ha TYPUCTUYECKHUS Ma3ap U MO-CHEeHUaTHO MAPKETUHTOBOTO MPOYYBAaHE U MAPKETUHIOBA ITporpama.
[TomaranoTo u3sICHSBa U BBIPOCH CBBP3aHU ChC CETMEHTHPAHETO, M300pa Ha IeJeBU Ma3apu
(Tapretupane) u nozunuoHupaneTo. IIpeacTass ce U eneMeHTUTE Ha KJIACHUECKUAT MapKETHHTOB
MHUKC HACOYEH KbM MPOIyKTOBATA MOJUTHKA, [IEHOBATA MOJUTUKA, JUCTPUOYIIMOHHATA TIOTUTHKA U
KOMYHUKAIIMOHHA NoJUTUKA. ChIIECTBEH €JIEMEHTH Ha TIOMarajoTo ca BbIIPOCUTE 3a JUCKYCHUS HA
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Kpas Ha BCSIKA OT Pa3riIekJaHUTE TEMU U Ch3/1aJICHUTE TECTOBH BBIIPOCH MOATIOMAraIiy CTyICHTUTE
npu pazbupaHe U HaydaBaHe Ha MPEJOCTaBeHUs yueOeH MaTepHall.

Tourism marketing

The textbook "Marketing in Tourism" aims to provide students with basic and useful
information that will contribute to enriching their knowledge during the learning process. The
textbook covers various theoretical statements, while at the same time offering a number of practical
examples from the modern industry. By your nature, to translate through different stages of the
development of marketing as a science and in particular communication with tourism. At the
beginning, the textbook represents the evolution of the concept of marketing, as the main positions
related to the so-called Marketing 1.0, Marketing 2.0, Marketing 3.0 and Marketing 4.0 are indicated
and clarified. The essence and features of marketing in tourism and the marketing environment are
also presented. Government and legal regulations are affected, as well as the influence of
technological and technical factors. The textbook also examines issues related to tourism products
and services and consumer demand and behavior, identifying a part of consumer decisions. Also, the
concern and questions are related to marketing research on the tourism market and in particular
marketing research and marketing program. The manual also clarifies the issues related to
segmentation, the selection of target markets (targeting) and positioning. It presents and the elements
of the classical marketing mix are indicated for product policy, pricing policy, distribution policy
and communication policy. The essential elements of the manual are the discussion questions at the
end of each of the topics considered and the created test questions, assisting students in
understanding and studying the information of the educational material.

JOKJIAIH, IIYBJIUKYBAHMU B CBOPHHUIHN OT HAYYHU KOH®EPEHIIHU,
NHAEKCHUPAHU B MEKAYHAPO/IHU BA3U JAHHHU C HAYYHA UH®OPMALIUA

11. Stankova.M., I. Vasenska, A. Stoykova, S. Kaleychev, M. Paskaleva, , From Communism to
Capitalism: The transition of Bulgarian tourism sector and contemporary discourses, ,, Tourism
development in post-soviet nations”, “ Springer Nature Switzerland AG”, 2020, p. 31-49, ISBN
978-3-030-30714-1(monozpaghusn)

AocTtpakT: Koraro beirapus nomyun HezaBUcHMOCTTa cH npe3 1989 ., TypucTHUECKHST CEKTOp
Oelle eqHa OT MAJIKOTO MKOHOMHMUYECKU JJEMHOCTH, KOUTO HOCEXa BATyTHH IMOTOIM B UKOHOMHUKATA,
CBHOTBETHO B JIbp)KaBHUS OO/KeT U Tpe3opuTe Ha bearapckara Haponna 6anka (BHB). 3anousaiiku
C TIIpervie]l Ha UCTOPUSITA Ha Pa3BUTUETO HA TypHU3Ma, 3arnoydsaiia oT 20-Te TOAMHU Ha MUHAJIUS BEK,
Ta3W IJlaBa MOJYepTaBa NMPOMEHHUTE B Oposi Ha MOCETUTENIUTE W PA3BUTHETO Ha TypHCTHYEcKara
UHPPACTPYKTypa 4pe3 aHAIUTHUEH M €MIUPUYEH aHAJIW3, U3rPaZCH BbPXY BCUYKM HAJTIUYHU U
apxuBHpaHM AaHHU. [[aHHUTE ca pasgeneHu Ha 1Be rpynu: 1980-1989 r. karo koMyHHCTHYECKA
enoxa 1 1990-2017 r. kato cbBpeMeHHa enoxa. Pe3ynrarure nmoka3par, ue TEMIIOBETE Ha pacTeX Ha
Opytaust BbTpemieH npoaykr (BBII) ca namanenu mpe3 KOMYHHUCTHYECKHS TEpUOJ M ca ce
YBEJIMYMIH B TIOCTKOMYHUCTUYECKUS IEPUOI.

Abstract: When Bulgaria received its independence in 1989, the tourism sector was one of the few
economic activities bringing foreign currency flows into the economy, respectively, to the state
budget and the vaults of the Bulgarian National Bank Data. Beginning with an overview of tourism
development history starting in the 1920s, this chapter highlights the changes in visitor numbers and
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tourism infrastructure development through analytical and empirical analysis constructed on all
available and archived data. The data are divided into two groups, 1980—1989 as the communist era
and 1990-2017 as the contemporary era. The results show that the gross domestic product (GDP)
growth rates decreased during the communist period and increased in the post-communism period.

23. Stankova, M., Kaleychev, S., Certification as a managerial tool in tourism: identifying the
effects on sustainability and competitiveness, Conference: 13th International Scientific
Conference ,,Business and Management 2023“, May 2023, Lithuania, pp. 117-124, DOI:
10.3846/bm.2023.1011, eISBN 978-609-476-334-2,

AﬁCTpaKTi EKOJ'IOFI/ILIHI/ITC, HNKOHOMHNYECCKUTEC W COLMAIHUTC HpO6J'ICMI/I, ¢ KOHUTO ce COIbCKBA
TYpU3MbT JHEC, OO0 rojigMa CTCIICH C€ ObJDKAT Ha npeHe6perBaHeTo Ha M»OCJICHACOYCHOTO
YIIPaBJICHUC. OTpa}KeHI/IeTO Ha TE3M HCTaTUBH BJIMAC BHPXY OKOJIHATa Cp€iaa, BOAU OO0 3ary6a Ha
HACHTUYHOCT W TIIPOBOKHPAa HAMAJIABAHC HaA HWHTCPECA KbM TYPUCTUUYCCKUTC IACCTUHAINU.
CJ'IGI[OBaTeJ'IHO, [eJjITa Ha U3CJICABAHCTO € da CC€ MPpOy4daT Bb3MOXHOCTUTC 3a TYPU3BM B HOBUTC
PCAJIHOCTHU HA YCTOﬁqHBOCTTa, B paMKHUTC Ha IIOTCHIMAJIA HA CepTI/I(bI/II_[I/IpaHeTO 3a HAaCbpUYaBaHC Ha
YHOpaBJICHUCTO U KOHKprHTOCHOCO6HOCTTa. HM3non3Ba ce XOIMCTUYEH 11oaxon, cCbYcTaBalll
Ha6J'IIOI[eHI/Ie, CHUHTC3, aHAJIU3 Ha BTOPUYHH JaHHU. B PE3yiITaT HAa TOBA CC€ U3BCIKAAT IIPCIIOPHKU 3a
KOHKypeHTOCHOCO6HOCT B KOHTCKCTAa Ha YCTOﬁqHBOCTTa, MMPUIIO)KUMHU B TYPUCTHUYCCKATA ITPAKTHUKA.

Abstract: The environmental, economic and social problems that are encountered in tourism today
are largely due to the neglect of purposeful management. The reflection of these negatives affects
the environment, leads to a loss of identity, and provokes a decrease in interest in tourist destinations.
Therefore, the research purpose is to explore the possibilities for tourism in the new realities of
sustainability, within the potential of certification to promote management and competitiveness. A
holistic approach is used, combining observation, synthesis, analysis on secondary data. As a result,
recommendations for competitiveness in the context of sustainability, applicable in tourism practice,
are derived.

22. Kaleychev, S., "How to change customer mind - the difference between brand and trademark
in tourism industry", Yearbook of UNWE, 2022, vol.2, pp. 157-164, ISBN 1312-5486

AlcTpakT: ChBpeMEHHATa TypUCTUYECKAa MHIYCTPUS C€ pa3BUBA B M3KJIIOUUTEIHO JHHAMUYHA
cpena, MOBJIMSAHA OT IIo0ajgHa MaHJEMUs, XUIEPKOHKYPEHIMs, Iobaln3alys U BHEIpsBaHE Ha
JUTUTAIHU TEXHOIOTUHU. TO31 XeTeporeHeH 1o Npupo/ia, HO U3KIIFOUUTENIHO CTPYKTYypHpaIl (GakTop,
MOTHBHMpPA MapKeTOJIO3UTE J1a HaMUPAT HOBU KOHLENIMH, METOOU M MOJEIH, Ype3 KOUTO Ja
IIPUBJIEKAT BHUMAHUETO HA MOTPEOUTENUTE HA TYPUCTHUECKU YCIYTH. TypUCTUYECKUTE KOMIIAaHUU
ca U3MPaBEHU NpeJl IBE ChILECTBEHH MPEIN3BUKATEIICTBA — KaK J1a pa30epar HyKAUTE Ha KJIMEHTHUTE
U Kak Ja ce JudepeHnupar ot Apyrure KOHKYpEeHTH Ha TypuCcTHUecKus na3zap. OTroBOpbT Ha Te3U
BBIIPOCH € B pa3dupaHeTo Ha (QyHIaMEHTajdHaTa paszjuKka MexX1y (QyHKIHOHHpPAHETO U
BB3IPHUEMAHETO HA TypPUCTUYECKAaTa KOMITAHUS KaTo OpaH WM KaTo ThProBCKa MapKa.

Abstract: The contemporary tourism industry is developing in an extremely dynamic environment,
influenced by a global pandemic, hyper-competition, globalization and implementation of digital
technologies. This heterogeneous in nature, but extremely structuring factor, motivates marketers to
find new concepts, methods and models, through which to attract the attention of tourism
consumers. Tourism companies face two significant challenges — how to understand customers’
needs and how to differentiate themselves from other tourism market competitors. The answer to
these questions is in the understanding of the fundamental difference between the functioning and
perception of a tourism company as a brand or as a trademark.
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21. Stankova, M., Kaleychev, S., Balcans — safe and secure destination for tourism. Tourism &
Hospitality Industry 2022, Congress Proceedings, pp. 281-293, eISBN 2623-7407 (Online)

AocTpakT: KoHuenrtyanuzupaneto Ha ObACIIETO 1O MPABHIO € CBbP3aHO C KPUTUYHO OCMUCIISIHE
Ha HacrosmeTo. [logoOHO pasmiexkgaHe € ocobeHo akTyalHo 3a balkaHCKus peruoH, Karo
CIIEJICTBUE OT MPUCHIIUTE MY reorpadCKu PeaIHOCTH U MCTOPUYECKU OOCTOSITENICTBA, KOUTO Ca
MpeAOIPEACIIUIIN CITYYBaIOTO C€ B TO3U pervoH Ha EBpona. OT Hauanoto Ha 20-TH BEK CTpaHUTE,
Pa3MoJIOKEHU Ha MOyOCTPOBA, MPETHPIISIBAT IPOMEHU M CE MPUCHETUHSIBAT KbM PA3ITUYHU CHIO3H
Y CHIO3H, [TO]1 BIUSHUC HA CIIOKHUTE PETHOHATTHYU U MEXKIyHAPOJIHHU OTHOIICHHS. Te3u ocodeHoCTH
MIPOBOKUPAT HACTOSIIOTO U3CIeIBaHe C (POKYC BbPXY MpOsiBaTa Ha II00ATHUTE MPOOIEMU U TEXHUTE
pEerHOHANIHM W3MEpeHus Ha banmkanuTe, 4pe3 BBIPOCUTE HA CUTYPHOCTTa M 0OE30MACHOCTTA,
U3CJIeBaHM B KOHTEKCTa Ha Typu3ma. O4eBUIHO €, ue B ObJele TIXHOTO 3HaYeHUE 11e ObJe o1le
MO-TOJISIMO, OKa3BallKH 3HAYMTEITHO COITMAITHO-MKOHOMHYECKO BB3JICHCTBUE, BKIFOUUTEITHO BBPXY
TypUCTHUYECKATa UHIYCTPUS, KBICTO HAUKOS TYPHCTUYCCKA ACCTHHAIMS HE MOXKE Ja ObJIe HAIIBIIHO
3alUTeHa OT Pa3IMYHU CUTYallMH Ha 3aruiaxa (J1o0pe BuauMu 1o Bpeme Ha nanaemusra ot Covid).
OTunTallki HOBUTE PEATHOCTH, HW3CJICIBAHETO U3CJeIBa TOTOBHOCTTa Ha TypUCTHYECKara
UHIYCTpHS B OaTKAaHCKUTE CTPAHU 3a CHbOUTHUS OT IPUPOJICH U COLIMANIEH XapaKTep.

Abstract: The conceptualization of the future is connected, as a rule, with a critical reflection on
the present. Such consideration is particularly relevant to the Balkan region as a consequence of its
inherent geographical realities and historical circumstances, which predetermined what was
happening in this region of Europe. Since the beginning of the 20th century, the countries located
on the peninsula underwent changes and joined different alliances and unions, under the complicated
regional and international relations. Such peculiarities provoked this study with a focus on the
manifestation of global problems and their regional dimensions in the Balkans, trough the security
and safety issues explored in the context of tourism. Obviously, in the future, their importance will
be even greater, having a significant socio-economic impact, including the tourism industry, where
no tourist destination can be fully protected from various situations of threat (well seen during the
Covid pandemic). Respecting the new realities, the study explores the preparedness of the tourism
industry in the Balkans countries for events of natural and social nature.

12. Kaneitues. C., ,JIykcoznuam mypusvm Kamo npeonocmaexka 3a pazeumue Ha
cCneyuanu3upanu 6udo6e mypuzvm 6 mypucmudeckume paiionu na bovnzapus“, Mexcoynapoona
HayuHna Kongepenyus ,, Typuzmvm — omevo ouaxeanuama*, Cogpus, 2020, cmp. 273-280, ISBN
978-619-232-297-7

AOcTpakT: TypucTuueckara MHIYCTpUS € €IMH OT Hal-3HaYMMHTE CEKTOPHM Ha CBETOBHATa
MKOHOMHMKA, KOMTO 10 TOJIsiMa CTENEH ONpeneiss MKOHOMHYECKOTO M COLMATHOTO PA3BUTHE Ha
MHOT'O CTpaHU 110 cBeTa. [Ipe3 mociaenHuTe roqMHN CBETOBHATA NKOHOMHKA PEYBa €TAIM HA PACTEX
U pelecus, KOETO OKa3Ba BIMSHHE BBPXY pPa3BUTHETO HA MHOIO HMHIYCTPHAIHH CEKTODPH,
BKJIIOUNTENHO Typu3ma. Ho TpsiOBa na ce otOenexu GpakThT, ye B TypUCTHUYECKATa HHAYCTPUS UMa
€IMH CEKTOp, KOWTO HE € IOBJIMAH, a HAaIPOTUB, CUCTEMATHUYHO yBEIM4YaBa IA3apHUA CU I,
(UHAHCOBUTE NPUXOH U MOTPEOUTEICKHSI HHTEPEC, @ UMEHHO JIYKCO3HHUAT Typu3bM. Toll Moxe /1a
ce OIpeJeNid KaTo CHelU(pHUUHO MPEeKUBSIBAHE, KOETO HOCH JMYHO YJOBJIETBOPEHHUE, YyBCTBO 32
KJ1aca U enuTapHOCT. OCBEH Y€ /1aBa Bb3MOXKHOCT 3a M3I0JI3BAHE HA HA-MOJIEPHUTE TEXHOJIOTHUH,
BbBEJICHH B CbBPEMEHHATA TypUCTUYECKa HHIYCTpHs, Je(UHUPAT MOHATHUS KaTo MPECTHXK U JIYKC,
MOJIETUPAlKU MPEJICTaBUTE Ha ChBPEMEHHOTO 001ecTBO. bbarapckara Typuctuuecka HHIYCTpHS
chblI0 (POKyCHpa YCWJIMATA CH BBPXY Pa3BUTHETO M MpEJIaraHeTo Ha ompeaeieHd (opMH U
JECTUHALIMY Ha JIYKCO3€H TypU3bM. TypUCTHUUECKUTE OpraHU3alyy PEeCTPyKTypHUpaxa JeMHOCTTa
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CH, 3a Ja Impemgarar JyKCO3HU TYPUCTUYECKH IIPOAYKTH, OTIOBApAIIM Ha HYXXIUTE Ha
CbBPEMEHHUTE TypUCTH, u30panu bbarapus KkaTo AecTMHALMA 3a CBOETO TYPUCTHYECKO
IIpEKMBABAHE. Pa3BUTHETO Ha JIyKCO3HUS TypU3bM B bbiarapus € KIIOYOB €IEMEHT U IIpU
Ch3aBaHETO HAa MAPKETHHIOBU CTPATErMd B HOBOCB3LAJACHUTE TYPUCTUYECKH PETMOHH, a ChIIO
TaKa € ONPENEIIAILO 3a MOAEIMPAHETO HA NHOBATUBHHU ITIOAXOAU KbM CIIELIMAIIM3UPAHUA TYPU3bM B
CTpaHara.

Abstract: The tourism industry is one of the most significant sectors of the world economy, which
largely determines the economic and social development of many countries worldwide. In recent
years, the global economy has alternated stages of growth and recession, which have had an impact
on the development of many industrial sectors including tourism. But shoot be notice the fact that
in the tourism industry there is one sector that has not been influenced, but on the contrary has
systematically increased its market share, financial revenues and consumer interest, namely luxury
tourism It can be defined as a specific experience that brings personal satisfaction, a sense of class
and elitism. As well as enabling the use of the most modern technologies introduced in the modern
tourism industry, defining concepts such as prestige and luxury, modelling the notions of modern
society. The Bulgarian tourism industry also focused its efforts on the development and supply of
certain forms and destinations of luxury tourism. Tourism organizations restructured their operations
to offer luxury tourism products meeting the needs of contemporary tourists who have chosen
Bulgaria as a destination for their tourist experience. The development of luxury tourism in Bulgaria
is also a key element in the creation of marketing strategies in the newly created tourist regions, and
it is also decisive for modelling innovative approaches to specialized tourism in the country

15. Kaleychev. S., “Destination marketing organizations-presentation of good practices”,
International conference "Tourism and Connectivity''-Varna,2020, p.368-373, ISBN 978-954-
21-1052-1

AﬁCTpaKT: C’beeMeHHaTa TYPUCTHUYICCKA HHAYCTPUS € CUJIHO CBbp3aHa C MAPKETHUHI'A 1 HCTOBOTO
pa3sBUTHEC 110 OTHOHMICHUC Ha q)OpMI/I U MOJCIIHY, aHaJIM3upalu JAWHaMHKAaTa Ha (b&KTOpI/ITC,
OMPECACIIAIIN JIMYHOTO YAOBJICTBOPCHHUC U MIPCIKUBABAHUA ITPEAH, I10 BPEMEC U CIICA TYPUCTHUYCCKATA
JIEHHOCT. TypI/ICTI/I‘IeCKI/ITe ACCTUHAIUU HU3IIOJI3BAT MAPKCTUHIA KATO OCHOBCH HHCTPYMCHT 3a
AHAJIN3 Ha TYPUCTUYCCKHA ITa3ap, KOCTO UM ITO3BOJIABA a OIIPEACIIAT HOTCHIIUAITHUTC HOTpe6I/ITeJ'II/I
u oO0eMa Ha TEXHHUTE HYXIHU. Tazu Cl'IeI_II/ICI)I/I‘lHa cpcaa onpeaAciii Cb3AaBAHCTO HA OpraHU3allui 34
MAapKCTUHT Ha JCCTUHALIUN (DMO), U3rpaxjamuu MapKCTUHTOBATAa MMOJUTHKA Ha TYPUCTHYCCKUTC
ACCTUHAIUU, KAKTO U HOIPHHACAIIN 3a TAXHOTO IMOIIYJIAPU3HUPAHEC C LS MPUBJINYAHC HA HOBU
TYPUCTH, YBCIIMYABAHC HA CPCAHUA HpGCTOI\/’I H 3a0BOJJIIBAHC HAa BCUYKH HYXJU U KCJIAHUA C LCIT
IMOCTUT'aHC HA MPUATHU TYPUCTUUCCKHU NPCKUBABAHUA.

Abstract: The modern tourist industry is strongly connected with marketing and its development in
terms of forms and models analysing the dynamics in the factors determining personal satisfaction
and experiences before, during and after the tourist activity. Tourist destinations use marketing as
the main tool for analysing the tourist market, enabling them to determine potential consumers and
the volume of their needs. This specific environment determined the creation of destination
marketing organizations of (DMO), building the marketing policy of tourist destinations, as well as
contributing to their promotion with the aim of attracting new tourists, increasing the average period
of stay and satisfying all needs and desires in order to achieving pleasant tourism experiences.
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