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JlucepTauoOHHUAT TPy € 0O0CchleH Ha Pa3mupen kareapeH ChbBET HA KaTeapa
,,JIKOHOMUKa Ha Typu3Ma“ Ipy Y HUBEPCUTETA 32 HAI[OHAIHO ¥ CBETOBHO CTOMAHCTBO
Ha 11.12.2023 r. ABTOPBT Ha AUCEPTALMOHHHS TPY/I € PEIOBEH JOKTOPAHT KbM ChIIaTa
KaTenpa, cbriacHo pemenne Ha @OC  xpMm  dakynrer ,JIkoHOMHKa Ha
uHpactpykrypara“, mpotokos Ne 14/02.03.2021 r. u 3anoBeq Ne 716/12.03.2021 r. Ha
Pexropa na YHCC.

3amuTaTta Ha IUCEPTAMOHHUS TPyH Iue ce chetou Ha 07.05.2024 r. ot 14:00
yaca, B 3a;a 2032A Ha YHUBEpCcHUTETA 32 HAIIMOHAIHO U CBETOBHO CTOMaHCTBO, Codust
Ha 3acenanue Ha HaydHo xypu. MarepuanuTe Mo 3alurara ca Ha pa3loJOKCHHE B
Jupexkuus ,,Hayka™ u WHTEpHET cTpaHHMLIaTa Ha YHUBEPCHUTETA 3a HALMOHAIHO M

cBeTOBHO cromanctBo, Codus — www.unwe.bg.
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I. OBIIA XAPAKTEPUCTHUKA HA JTUCEPTAIMOHHMUA TPY [

BunHoTO € HanuTKa, KOSATO € YacT OT TPAJAUIIMUTE Ha MHOTO HAPOIU, 0OCOOEHO TE3U
or Crapusi KOHTHHEHT. bbirapusi, karo eaHa cTpaHa C XWISAOJNETHA HUCTOpUS,
pUTEe)KaBa YCTAHOBEHHW IPAKTUKHA BHB BUHOMPOM3BOJACTBOTO M € 3alas3mia peauila
aBTEHTUYHU METOJIU, CBbp3aHu ¢ Hero. KpaillHusT pe3yaraT, a MMEHHO BUHOTO, TpsiOBa
J1a ce BB3MPHUEMA He CaMO Kamo npupooer, Ho U Kamo urmenekmyaied npooykm. 3a na
ObJie HAlPAaBEHO €JHO YHUKAJIHO BHHO, TO MBPBO TpsiOBa na ObAE M3MHUCIECHO OT
yoBekal.

B nHemHus nuHaMH4YeH CBST, B KOWTO TPAHUIIUTE MEXIY Pa3BUTUTE AbPKABU
cTaBat e1Ha (OPMAIHOCT, BAHOTO JIOCTHUTA JO BCE MOBEYE HAPOAM U KyITypH. Xoparta
3ar0YBar Ja OTKPUBAT XapaKTEPHH Pa3udus BbB BKyca Ha Ta3W HAIUTKA, CBHP3aHHU C
KOHKpETHa 00JIaCT ¥ TPOU3BOIUTEN.

BBB BUHEHaTa TEPMHUHOJIOTHS ca 3aeTHaNu onpeaenenusta Cmap u Hoe ceéam.
JIBpKkaBUTE, KOUTO UMAT OBb120200UULHA UCTOPUS 8 NPOU3BOOCEOMO HA 8UHO, CTIAJIaT
KbM Cmapus cesam. KbM Hosust, ToNaiat Te3u, Py KOUTO APOU3B00CBOMO HA BUHO €
cpasnumenno Hoga unoycmpus. TouHo B crpanute or HoBusi cBsT, 3amouBa na ce
pa3BUBa U JIHEIIHUS BUHEH Typu3bM. CaMOTO BUHO C€ acOLMHUPA C 20CIMONPUEMCNEO,
coyuanusupare u npusmua oocmarosxka. ToBa € 100pe OCh3HATO OT BUHAPHUTE OT
HoBust BT, KBAETO TE 3aM0YBAT Ja MpeajaraT XapakTepHU U ceu(pUIHM 3a Typu3Ma
ycnyru. [losiBABaT ce JMPEKTHUTE NPOJAXOW Ha BHUHO, 1O BPEME Ha 6UHeHUme
Ooecycmayuu. M36ume 3amo4yBaT aa TPEAOCTABAT XpaHad U HOWY6KU, HA CBOUTE
moceTuTea. B Ta3m oOcTaHOBKa ce 3apakja M 3aBHCUMOCTTa MEXAY TypU3Ma H
BUHEHaTa WHAycTpus. llpemnaraHero Ha KayeCTBEHM TYPUCTUUYECKH YCIyTH B
KOMOMHAIMS ¢ Xy0aBO BHMHO, MPEJCTaBIABAT MPEANOCTaBKH 3a MPUBIMYAHETO HA
MOCETUTENN KbM BUHApHUTE. Taka, BUHEHUST TYPU3bM CE€ MPEBPHILA B €JHO CPEACTBO
3a TeHepupaHe Ha JOMBIHUTEIHU MPUXOau 3a n3bute. OCUrypsiBaT ce HOBH pabOTHHU
Mecta. Typucture 3amouBar Ja MNOTpeOsSBAT JOMBJIHUTEIIHU CTOKM U YCIYTH B
pPETHOHHTE, pa3BUBAIM BHHEH TYpU3bM. ToBa TOpaXkaa NPHUXOIU, HE CaMo 3a

BHHApHUTEC, HO U 3a MCCTHATA UKOHOMMUKA. MHoro ABbprKaBU OCHh3HABAT MMOTCHIIMAJIA HA

! Bopucnagos, 5., bearapcka enumnkinoneaus Bunoro, UK Tpyx, 2019 1., c. 13.
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TO3U CIICIMATU3UPAH BUJ TYPU3bM M 3aI04YBaT J1a Ch3aBaT [EJICHACOUEHU MMOJTMTHKU
3a HeroBoTo pa3Butue. Ctpanu kato Opannus, Uranus, ['epmanus, CAILl, ABcTpanus
u Homa 3emanausi wW3rpakgar CBOW CHJICH MEXIyHApOJACH WMWK Ha BUHEHU
nectTuHanuu. Te pazpaboTBaT CHelHAlHA BUHEHM MApIIPYTH W PErHOHU, Ype3 KOUTO
YCISBAT JIa MPUBJICKAT MUJIHOHU TyXKJICCTPAHHU TYPUCTH.

1. AKTyaJTHOCT U 3HAYMMOCT Ha M3CJIeIBaHATA NMPodJIeMaTHKAa

HacrosimioTo wu3cnenBaHe pasriexaa peaula BBIPOCH 3a npedumMcmeamad,
KOUMO MeXHON02UYHUmME UHO8AYUU Npedaia2am 3a N000Opseane Ha MmypucmudecKkume
yeayeu. JIATUTATHUTE TEXHOJIOTUU TPEJOCTaBiIT BB3MOXKHOCTTA J]a HE CE OCKBIIABA
TYPUCTUYCCKUS TPOIYKT, KaTO CBHIIEBPEMEHHO C€ YABIDKH pPAaOOTHHSI PEXUM Ha
TYPUCTUYECKUTE OOEKTH M C€ ChKPATH BPEMETO 3a M3MbJIHEHHE Ha MOpBhUYKUTE. Upes
TE3W TEXHOJIOTHH C€ MOCTUra moAoOpsiBaHe Ha cpeaaTa (€KCTepuopa U UHTEpUOpa) Ha
TYPHCTUYECKHTE OOEKTH M LAIOCTHOTO 00CITyKBaHE Ha KIMEHTUTE .

JlucepTaninOHHUAT TPY MPEIOCTaBs aKTyaJeH IOTJIe]] BbpXYy HMHOBAIIMUTE B
chepaTta Ha Typu3Ma M BHHONPOM3BOJACTBOTO. ll3ciemoBarenckusiT HMHTEpEC €
HACOUYEH KbM H3CIIC/IBAHEC HAa HOBOBBBEJACHUATA U TEXHUS MOTEHIMAI 32 MOJ00psIBaHEe
Ha BB3MOXKHOCTHUTE 3a Pa3BUTHC Ha BUHEH Typu3bM B bbirapus. [lepcniekTuBuTe mnpu
KOMOMHUpAHE Ha UCTOPUS M TPATUIMUM C WHOBAIMM CH3/1aBaT TOTEHIIMATHA
BB3MOXKHOCT TIPeJI MO3UIIMOHNPAHETO HA CTPpaHaTa HU, KaTO BUHEHA JIeCTUHAIMA. ToBa
MoJuepTaBa 3HAYUMOCTTA 32 T0-33IBIOOYCHOTO HU3CIEABAaHE HA MPEIUMCTBATa OT
M3I0JI3BAHETO Ha ChBPEMEHHHU TEXHOJIOTHH OT BUHAPHUTE U BUHOIIPOU3BOIUTEITHUTE.

M360pbT HAa KOHKPETHA TeMa € HAJIOXEH OT ONUTAa Ha W3CIeNoBaTens B
oOjacTra Ha Typu3Ma, KakTo U B cdepaTta Ha MApPKETUHTOBUTE IMPOYYBAHUS UpE3
nHoBanuu. O60CHOBKaTa ce 0a3upa Ha HApaCTBAIIOTO U3MOI3BaHE HA HOBU TEXHOJIOTHH
¥ B YaCTHOCT, BHEJIPSIBAHETO HA M3KYCTBEH MHTEJICKT B paboTaTa U €XKEIHEBHUETO Ha
xopara.

NuauBuayanHuTe MOTHBH ca CBBP3aHU C uHmepeca KbM MYpusma u

U3noJj36aHeNO Had Cb6PEMEHHU MEXHOIO02UU. Ot 3HaueHuUE ¢ " pearusupanemo Ha Hoeu

! PubGos, M., TypusmbT B obcera Ha JMIUTAJHUTE TEXHOJOTHH, TYpHU3MBT - OTBBJ odakBaHuATa, COOPHMK
o0uieitna MexxayHapoana HayuHa koHpepermmst 100 ronman YHCC u 30 roauam kareapa ,,/IkoHOMHKa Ha
typmsma““, Mznarencku komruiekec — YHCC, Codus, 2020, c. 24.
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HAYYHO-NPUNONCUMU pe3yTmamu, KOUTO TIe TOTPUHEcAT 3a pas3iupsiBaHe 00XBaTa OT
3HAHUATA HA M3CJIeI0BATEI.

2. O0eKT U mpeAMeT HA U3CJIeABAHETO

Obexm Ha usciedsarne B NUCEPTAIMOHHUSA TPYA € BHHCHHUAT TYypHU3BM KaTo
CHelUanu3upan BUA TYypu3bM. [Ipeomem Ha u3ciedséane ca BB3MOXKHOCTUTE 3a

pa3BUTHE HAa BUHECH TYpHU3bM B bbarapus. (eorc. Queypa Ne 1).

* Bunenwusar TYPHU3BM KAaTO CIICHHUAIIU3UPAH BU

Ob6exkT
TypU3bM.
(‘
* BB3MOXKHOCTH 3a pa3BUTHE HA BUHEH TypU3bM
IIpeamer -< p yp
B bbarapus.
.
(‘

° I[a CC MIpOyYaT HOBUTC TCXHOJIOTUHU U NHOBAIUH
I_ICJ'I _< B CB€TAa Ha BUHOTO, M HA Ta3W OCHOBA,

Ja €€ MpEAJIOKU MOJECII 3a PAa3BUTHC HA BUHCHUA
TYpU3bM B ACCTUHALIUSA B’BJIFapI/IH.

.

@urypa Ne 1. O0ekT, npeaMeT U 1eJ HA AUCEPTAUOHHUSA TPYI
H3moynux: CucteMaTrusaiys Ha aBTopa
3. OcHOBHA 11eJ1 M M3CJIeI0BATEJICKH 3a1a491
OcHosnama yen Ha TUCEPTALMOHHUS TPY]L € 0d ce npoyuam HO8Ume mexHol02uu
U uHosayuUU 8 céema HA BUHOMO, U HA MA3U OCHOB8A, 04 ce NPeONlodHCU MOOel 3d
pazeumue Ha 8UHeHUs mypusvm 6 decmunayusi bvicapus.
OChILIECTBABAHETO HA Ta3W LEJ C€ IMOCTUra YpEe3 PEIIABAHETO HA CICHHUTE
U3C1e008amencKu 3a0aqu.
® U3CJEABaHE HA TEOPETUYHATAa OCHOBA, OINpPECISHE HAa XapaKTEePUCTUKUTE U
cnienupuKUTe HA BUHEHUS TYPU3bM, U Bpb3KaTa MEXJy BHUHapcKaTa
WHIyCTpUS U TYpU3Ma;
® pasriexiaHe Ha BUHEHUS TYpPU3bM KAaTO BB3MOKHOCT 3a MKOHOMHUYECKO

pa3BUTHE U KOMOMHUPAHETO MY C APYTH CIIEHUATU3UPaHU BUI0BE TYPU3bM;
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® aHaJM3 W OICHKA Ha BUHEHUS TYPU3bM BHB BOJICIIN JICCTUHAIIMU B CBETA U
bbarapus;
e pa3paboTBaHEe Ha aBTOPOB MOJIEN 3a Pa3BUTHE HA BUHCHHS TYPU3BM Upe3
BHEJPSIBAHETO HA MHOBAIUH;
e (dopmynupaHe Ha HACOKM WM TPENOPBHKH, U OYepTaBaHE Ha IMEPCIEKTUBUTE
MpeJl Pa3BUTHUETO HA BUHCHHUSI TYPU3bM B bhirapus.
4. U3caenoBaresicka Te3a 1 pa0OTHU XHIIOTE3U
Bogemara Te3a, Ha KOSATO Ce€ HW3TpakJa HACTOSIIOTO H3CIEABAHE, TJIACH:
BUHEHUAM MYPU3ZLM NPUMENCABA 02POMEH NOMEHYUA 3a pazeumue u e cnocobeHr oa
2eHepupa 3HAYUmMenHu npuxoou, KAKmMo 3a GUHAPHUMe, maka U 3d MeCmHama
uKkonomuka. Buedpsaseanemo na unosayuu 6 npoyecume HA NPOU3BOOCMEO U 8
NONYAAPUBUPAHEMO HA MO3U CReYUATUSUPAH U0 MYPU3bM, 800U 00 NOO0OPsBaAHe HA
Kauyecmeomo Ha npeodiazanume NpoOyKmu u yciyeu 3a mypucmume.
3a nenta ce QopMylnupaT CIEIHUTE pabomuu Xunomesu, AOKA3BAHETO WIIU
OTXBBPJITHETO, HAa KOWUTO 1€ TOCTY)KHM KaTO OCHOBAa 3a Pa3pabOTBaHE HA a8mopos
MOOei, HACOKU U NPenopbKU KbM GUHAPHUME U BUHONPOU3B00UMENUME:
Xunomesa 1 — BHenpsiBaHETO Ha MHOBAllMM BHbB BUHEHUS TYpU3bM BOIHU IO
MoTI00psIBaHE HA ISJIOCTHOTO MPESKUBSIBAHE HA TYPUCTHUTE.
Xunomesa 2 — HoBOBBBeneHHSITA IMOMAarar Ha BHHOIPOU3BOJAUTEIUTE U
BUHAPHUTE J1a CE CIPABST MMO-JICCHO C HETIPEABUICHN CUTYAITUH ¥ 3aIlIaxy.
Xunomesa 3 — VI3no3BaHETO HA HOBHM TEXHOJOTHHU OT CTpaHa Ha BUHAPHHTE,
pasmupsiBa OTEHIIMAIa Ha TypUCTUYECKATa ICCTHHAIINS.
S. MeTon0/10rusi Ha M3CJEABAHETO
3a nga ce OCBhLIECTBAT IeJTa M 3aJadyuTe, KOUTO ca JAePUHUPAHU B
JTUCEPTAIMOHHUS  TPYJ, Ca H3IOJ3BaHU pPa3jMYHHA, IO CBOETO ECTECTBO
W3CJIEIOBATENICKM METOAU W mojxonu. Te OuBatr: cucmemer nooxoo, UHOYKYus u
0e0VKYus, aHanu3 U CUHMe3, UCMOPUYECKU Memoo, CPABHUMmMeNeH aHAIu3,
cmamucmu4ecky Memoou, Memoo Ha HabaooeHue, aHKemHo Npoyueamne, Memoo Ha
O0bIOOUUHHO UHMEDSIO.
Pazpabotena e awkema, cbCcTOAIIA CE€ OT 3AMEOPEHU 6LHPOCU U €

pasnpocTpaHeHa cpell TYpPUCTUTE MOCPEIACTBOM COYUANHU MeOuu WU HAam@popmu.
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[Ipoy4BaHETO € JOCTBHITHO HAa JIBA €3WKA — OBbA2APCKU W AHEAUNUCKY. Y IaCTHUIIUTE B
aHKeTaTa ca OBJITapCKy U 4ykKAECTPAaHHU IPakIaHu.

Jlvnbouunnume unmepgioma ca IPOBEACHU C eKcnepmu, pabomewu 8 obnacmma
Ha GUHEHUsi Mmypus3vM, KaKTO U GuHeHu uHgyencvpu. Pesynrtature ca Ha 0Oa3a Ha
TEXHUTE MHEHHUSI ¥ OLICHKHA OTHOCHO Pa3BUTUETO Ha BUHEHUS TYpU3bM B bbarapus.

[TpoBeeHOTO eMIUPUYHO U3CIEABAHE € pealn3upaHo B mepuoja oT 1 ampui
2023 roguna no 30 ronu 2023 roauHa. MHeHuUsITa HA €KCIEPTUTE Ype3 AbJIOOUMHHU
WHTEPBIOTa ca ChOpaHU B ChIUs Nepuoa. MoTUBBT 3a U300p HA TOCOUYEHATa BpeMEBa
pamMKa € BB3MOXKHOCTTa 3a ChOMpaHE HA JaHHU MpeAd HA4aJoTO Ha AaKTHUBHUS
TypucTudecku ce3oH. ChoOpakeHHsITa ca CBbP3aHU C TOBA, Y€ OCHIIECTBSIBAHETO Ha
BpPB3Ka C PECTIOHJICHTUTE U EKCIIEPTUTE € MO-JIECHO U3BBH pa3rapa Ha JICTHUS CE30H.

Cp0OpaHuTe pe3ynTaTu OT aHKETHOTO MPOYYBAHE ca aHAIM3UPAHU U 000OILEHU.
ABTOpBT TMpeACTaBs JaHHUTE YPE3 KA4YeCTBEHM M KOJMWYECTBEHU IIOKa3aTelu.
NudopmanusTa e ctpykrypupana B Tabauiy, Gurypu u rpapuku. Ilo To3u HauuH ce
M3BBPIIBA MO-JIECHO aHAJIM3UpPaHe U Ce Mpuiiara HarjeJaHo BU3yaiu3upaHe.

6. OCHOBHU OTpaHUYeHHS U POOIEeMH

3a 1a ce mocTUrHaT 0OOCHOBAHM PE3yJITaTH OT IUCEPTALIMOHHUS TPy, CE Hajara
MIOCTaBSHETO Ha CIECHUTE 02PAHUYEHUS:

e HaGmonaBa ce yurica Ha JaHHU U JOCTaTh4yeH OpOil HAyYHU U3CIeABaHUS Ha
OBITapCKH €3WK, CBbP3aHU C BUHEHUS TYPU3bM U HETOBOTO pa3Butue. [lopaau tazm
MPUYKHA, TOJISIMA YacT OT M3CJIEIBAHETO C€ OCHOBABa Ha paboTara Ha uyicoecmpanHu
aBTOPHU.

e CrplecTByBa OrpaHnueHa WHGOpMaIUs, KaKTO B UyKJIECTpaHHATA, Taka U B
Oparapckara  JUTEpaTypa, OTHOCHO  Momusume  Ha guHapHume U
guUHONpOU38OOUmMenUme J1a Pa3BUBAT TYPU3bM.

e [locraBeHu ca BpeMEBU OrpPAHUYEHHS MpEJ] AHKETHOTO MpoyuBaHe — OT |
ampun 2023 rogmna g0 30 rwonHu 2023 romuna. IlepwoabT € cboOpaseH U C
WHIVBUIYaTHUS yueOeH IJIaH Ha JIOKTOPAHTA.

e ABTOpPBT OTYHTA U BEPOSTHOCTTA, YACT OT PECTIOHJICHTUTE J1a Ca OTTOBOPHIIH
10 HAYMH, KOUTO CMSTAT 32 OYaKBaH, a HE CIIPSIMO TEXHUTE PEATHHU YOCKICHUS.

e Jlpyro orpaHnueHue € CBbP3aHO C (paKTa, uye TojsMa 4acT OT U3IMOI3BAHUTE
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M3TOYHUIM IPOU3IHU3AT OT uHmepHem. TAXHATAa KOPEKTHOCT TpsiOBa 1a Ob/1e MOCTaBeHA
IIpeJl BUCOKO KPUTUYHO MHCIICHE.

7. U3T0YHUIIM HA HH(POPMALIMOHHO OCUTI'YPsIBaHe

M3TouHUIIUTe HA BTOpPMYHA HHEPOPMANUA CBHCTABISBAT oOce3aeM Opoi
CHEIMAIM3UPaHU HAyYHU pa3paboTKu U TpyAoBe. JIuTeparypHUTE M3TOYHMIIM, KOUTO
ca M3MOJ3BaHM B NEpHUOJa Ha MPOBEXAaHe HA HAYYHOTO M3CJIEe/IBaHE, MOTaT Jla ObJaaT
CUCTEMATU3UPAHU B CleOHUme pynu.

e MOHOIrpa(uH U HAyYHU TPYJIOBE HAa OBITapCKU U Yy>KJIU aBTOPH, CBBP3aHU C
pasriexjaaHata mpoOJjemMaTHKa 3a BHHEHUS TYPU3bM HM  HMHOBAllMUTE BbHB
BUHOIIPOU3BOJICTBOTO;

e CleUHAIN3UPAHU U3/IaHMS HAa MEXIYHApOJIHU OpraHU3alNY;

® CTAaTUCTHYECKU U3/IaHMUS,;

e JyCcepTaluy, CTaTUUM OT CIHCAHUS, HAyYHU JIOKJIaJAM OT PETHOHAIIHHU,
HAIMOHAIIHU U MEXTyHapOIHH KOH(EPEHIINH;

e uyH(poOpMaLMs OT UHTEPHET;

® aBTOPOBU M3CIEABAHUS IO OTHOILIEHUE Ha pasriekaHaTa npobiieMaTrka.

3a cpOupaHe Ha MbpBUYHATA MHGOpPMaNus 3a IeIUTe Ha pa3paboTkaTa, €
MPOBEACHO H3cieABaHe cpell 278 pecnondenmu, KakTo W (OPMAIHU Pa3TOBOPH C
BUHEHHU CIELUAIHCTH.

8. HayuyHa HOBOCT M M0JIE3HOCT

JlucepTaluoOHHUAT TPYJ C€ XapaKTEpU3Upa C HAYYeH U HAYYHO-NPUTIONCEH
xapakmep. Toil o0eanHsABa M3CIeABAaHUS B 00JIaCTTa Ha BUHEHUS TYPHU3bM, KaKTO U
MPOYYBaHUs Ha IMOCJIEIHUTE TEHJCHIMU B CBeTa Ha TexHojoruute. OOpaboTkaTa Ha
aHanu3upaHata HH(QOpMalus TMOANOMara MpeACTaBIHETO UM B JOCTBIIEH BHI.
Pazpaborena e asmoposa deghunuyus 3a BUHEH Typus3bM. M3BeneHO € onpeeneHue 3a
eunenu mypucmu. lIpennoxenn ca noeu u Hecmanoapmuu peuieHus Ha BUHAPHUTE,
KOHUTO pa3BMUBAT TYpHU3bM. BCHUKO TOBa onpuHacs 3a oboraTsiBaHe Ha MeopemuyHomo
nosHauue.

AHanu3bpT Ha JAecTMHaUMs bearapus naBa BB3MOXKHOCT J1a C€ OIpPEAEIAT
CWJIHHUTE U cJIa0UTe CTpaHH B Pa3BUTHETO Ha BUHEHMS TYpHU3bM. TOBa CIIy>KH 32 OCHOBA

npu pa3pabOTBaHE HA a8MoposuUs Mooe 3a BHEIPSIBAHE HA HHOBAIIMUTE B OBJITapcKUTe
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BHHApPHU. CHCTCM&TI/ISI/IpaHI/I ca oeticmeusi u cmpamecudecKku MepKku, KOMTo Morart aa
6T>I[aT H3II0JI3BAHU M OT APYIW 3aHMHTCPCCOBAHU CTPAHHU. OTHpaBeHI/I Cca Hacoxku u
npenopvKku, 1 €a 04CpPpTaHnu nepcnexkmueu MNpPCa pa3BUTHCTO HAa BUHCHUSA TYPU3BM B

nectuHanus brarapus.

II. CTPYKTYPA U CbABPKXAHUE HA TUCEPTALIMOHHUA TPY ]

1. CTpykTypa Ha AUCepTAMOHHUSA TPy
JlucepTalluOHHUAT TPYH ,,Bb3MOKHOCTH 32 pa3BHTHE HA BUHEH TYPpU3bM B
Bovarapus‘ e B 06em ot 207 cTpanuiy. B oCHOBHUS TEKCT ca WIFOCTpUpaHU 8 TaOIuIH,
17 ¢urypu u 9 rpaduxmu.
Cwcrou ce ot yBog (7 cTp.), u3noxkeHue B Tpu riasu (162 ctp.), 3axmouenue (5
cTp.). Brimouenu ca m3nonsBana mureparypa (12 crp.) u 3 npunoxenus (13 ctp.).
bubmmorpadckusaT anapart ooxsamia 246 3armaBus. Ot Tsx 35 — Ha kupwiwa, 94
Ha aHTJMHCKU e3UK U 117 uHTepHeT U3TOYHUIIY.
2. CbabpxaHye HA TUCEPTALUOHHUSA TPYH
YBoa
I'naBa nbpBa
TEOPETUYHU OCHOBU HA BUHEHUS TYPU3BM
1. CpuIHOCT HA BUHEHUS TYPU3BM
2. IloTpeOuTenckoTo N3KMUBSIBaHE OT MPAKTUKYBAHETO HA BUHEH TypU3bM

3. BuHeHUAT TypU3bM — KOMIUIEKCEH TYPUCTUYECKU MTPOTYKT

I'naBa BTOpa
AHAJIN3 U ONEHKA HA PABBUTUETO HA BUHEHUS TYPU3BM

1. Ananu3 v olIleHKa Ha pa3BUTUETO HA BUHEHUSI TYPU3bM BbB BOJCIIHU I€CTUHALIUN
B CBETA

2. AHanu3 ¥ OlleHKa Ha Pa3BUTUETO Ha BUHEHUS TypU3bM B bbirapus

3. Meroarka 1 MHCTpYMEHTapUYM Ha MPOYYBAHETO U aHAIM3UpPaHE HA ChbOpaHUTE

TaHHU
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I'naBa Tpera

IHOJOBPABAHE HA Bb3MOKHOCTUTE 3A PASBBUTUE HA BUHEHUS
TYPU3BM B IECTUHALIUA BBJAT'APUSA

1. Pe3ynratu oT aHKETHOTO MPOYYBAHE U IbJIOOYNHHUTE UHTEPBIOTA
2. Mopen 3a pa3BUTHE Ha BUHEHUS TYpHu3bM B brarapus
3. Hacoku u npenopbku 3a pa3BUTUETO HA BUHEHUS TYPU3bM

B JiecTUHaNUs bbarapus

3akiroueHne
H3noa3Bana qureparypa

Ipuiaoxenus

III. CHHTE3UPAHO U310 KEHUE HA JTMCEPTAIIUOHHUSA TPY ]

I'naBa mbpBa

TEOPETUYHU OCHOBHU HA BUHEHUA TYPU3BM

B mbpBa rnaBa € mpeAcTaBeHa CHIIHOCTTa HAa BUHEHUS TYypU3bM. AKIEHT €
MOCTAaBEH BBPXY Pa3IUYHUTE JNEePUHUIMH, KOUTO CE€ CpeliaT B CIelualu3hpaHara
auteparypa. M3cienoBaTencKuAT MHTEPEC € HACOYEH KbM IICHXOJIOTHATA U
IIOBEJICHUETO HA BUHEHUTE TYPUCTU. PasrienaH € KOMIUIEKCHUAT XapakTep, KOWTO
MIPUTEKABA BUHEHUAT TYPU3IBM.

IIspBu maparpa¢ pasriexna ChIIHOCTTAa HAa BUHEHUS Typu3bM. DOKYCHT €
MOCTaBeH BBPXY HEroBUTE Xapakrtepuctuku u crenudpuxu. [Moamaparpag 1.1.
»ilepuHMpaHe Ha NOHATHETO BHHEH TYPHM3bM® TIPOy4YBa ChbILIECTBYBALIUTE
OIpeZIeNIEHNs 32 BUHEH TypuU3bM. AHAJIN3UPAHO € HETOBOTO MCTOPUYECKO Pa3BUTHE.
OTtkpoenu ca crienupUyHU TEPMUHH U U3PA3HU, CBEP3aHU C BUHOTO U BUHEHUS TYPU3bM.
[IpencraBena e aBTOpoBa ASPUHULINS HA TIOHSATHETO.

He cpmectByBa €4HO KOHKPETHO OIPEACIICHHE 3a TOBAa KAKBO BCBHIIHOCT
MIPEACTAaBIsABA BUHEHUAT TYpU3bM. BBIpeku TOBa, MOBEYETO H3CICAOBATEIH CE
o0eIMHSABAT OKOJIO Te€3aTa, Ye BHHEHUAT TYPH3bM BB3HMKBA mpe3 90-Te ronuHu Ha

MHHAJINS BEK. H’prOTO roJsIMO CHOUTHE B CBC€Ta, IMOCBCTCHO HA TO3U BUJ TYPU3BM, CC

12
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e cecTosmio mpe3 1998 rommua. ToBa e ABcTpanuiickaTa KOH(pEpPEHIHsS 3a BHHEH
TypH3bM, HA KOATO aKLEHT ca OMIIM HAy4HH ITyOiuKanuu B cdeparal,

EnHo oT Hali-pa3snpocTpaHEHHMTE OIpEAE/iCHUs B HAyYHUTE Cpeau € Ha
npocdecopa ot Keurspobpckust yauBepcurer Maiikba XoJi. Criopen HEro, BAHEHUST
TypU3bM MOXE Jla ce Ae()MHMPA KaTo: noceweHue Ha 1035, GUHAPHU, GUHEHU
Gecmusanu unu nNpossuU, 3a KOUMO O0e2yCmayusma Ha 2po3008U GUHA U/UlU
U3ICUBAIBAHEMO HA 0COOEHOCUMe HA BUHEHUs Pe2UOH A OCHOBHUME MOMUBUPAUU
¢axmopu 3a nocemumenume?,

B pesynrar Ha mpoBeneHara mpoydBaTellHa W HW3CIefoBaTelicka pabora B
o0jacTTa ¥ 3a LEJIUTE Ha U3CIEABAHETO, U3BEXKAAME ClIeJHATa AaBTOPOBA Ae(pUHNIMSA
3a MOHSITHETO BUHEH Typu3bM. T riacu:

,, Cneyuanusupan 6u0 mypusvm, Xapakmepusupawj ce ¢ HNbmysaHe KoM
npedsapumento u3bpaHa euHapHa unu euHeH pezuon. OCHOBHAMA yell e C8bP3AHA C
oezycmayusi Ha 8UHO U 3AN03HABAHE C UCMOPUAMA HA 8UHOMO/8uHapHama. Booewu 3a
Momusayusama Ha mypucmume ca 110608ma KoM 6UHOMO U HOBUME 3HAHUA .

Homnmaparpa¢ 1.2. ,XapakTepucTUKH U cieinPUKN HA BUHEHUS TYPU3BM*
noctaBs (OKYC BBPXY XapakTepHU EHHOCTH W 3aHWMaHHs 32 BHHEHUS TYPHU3BM.
Ananu3upana e cI0XKHaTa 1 MHOTOIUIaCTOBA MPUPOia Ha TO3H BUA TypHu3bM. Pasrinenan
€ JI03apO-BUHAPCKUAT LIUKBJI U Bpb3KaTa My € TypU3Ma.

To3u cnenuanu3upan Typu3bM € OJIU3BK 110 eKOmypu3mMa u 2aCmpoHOMUYECKUsL.
BuneHusT Typu3bM MOKe J1a ce Kiacuuuupa KbM Ipynara Ha azpapuusi mypusvm, a
ChHILIO TaKa U Ha xo06u mypuzma. OcobeHa XxapaKTepucTUKA Ha BUHEHUS TYpU3bM €, Ue
TOM chbueTaBa npupooa W Ch3JaJECHU OT YOBEKa 3aHumanus. IIpuBiekaTeqTHOCTTa OT
MPAaKTHKYBaHETO My HJBa OT caMaTa KOHCyMalWs Ha BHHO B aBTCHTHYHA W YIOTHA
cpena. XapaKkTepHO 32 BUHEHUS TYPHU3bM € TOBA, Y€ Ype3 HEro MOXKE J1a C€ MOBHILIU

UMHUIKa Ha aectuHanusTa. OCBEH TOBa, TOM C€ HW3MOJI3BA KaTO UHCHMPYMEHM 34

! Madeira, A., A., Correia, J., Filipe, Wine tourism: Constructs of the Experience, In Tur, A., Kozak, M., Kozak,
N. (eds.), Trends in Tourist Behavior, New Products and Experiences from Europe, Springer, 2019, p. 94.

2 Hall, C. M., Sharples, L., Cambourne, B., Macionis, N., Wine tourism: an introduction, In Hall, C. M., Sharples,
L., Cambourne, B., Macionis, N., Mitchell, R., Johnson, G. (eds.), Wine tourism around the world, Development,
management and markets, Elsevier, 2004, p. 3.
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paseumue Ha ceickume pauonu. BUHEHUAT Typu3bM MOXKE Ja JIOIpUHECE 3a
nooobpsasane Ka4ecmeomo Ha JHCueom B J103apO-BUHAPCKUTE CTPAHU',

OcBeH KbM arpapHusi, Xo0u U UHAYCTPUATHUS TYPHU3bM, HIKOU U3CIIE0BATENN
ro NMPUYUCIISIBAT U KbM CEJICKUS, BBIIPEKU Y€ HE € MPUCHIL CaMO 3a NPOBUHIUAIHUTE
paiionn. Criopes Ho-IIMPOKOTO THIKYBAaHE, BAHEHUAT TYPU3bM € B OCHOBATa Ha JI03apo-

BMHAPCKUA IUKBI? (6o1c. Duzypa 2).

IIbpBUYHO Bropuuno
Jlo3apcTBO 3
BHHOIIPOM3BOICTBO BHHOIIPOM3BOICTBO
Koncymanmust
JAucTpudyuus
Ha BHHO

@urypa Ne 2. Jlo3apo-BUHAPCKH HHKBJI
H3mounuk: CucreMarn3anus Ha aBTopa
Hommaparpa¢g 1.3. ,Bunapckara MHAYCTPHS B KOHTEKCTa HA BUHEHUS
TYpM3bM® pasriexkja BHHOTO KaTo camocTrosTesHa HHaycTpusa. Iloguepranu ca
BPB3KUTE MEXAYy TMPOU3BOACTBOTO U Typu3Ma. AKIEHT € IIOCTaBeH BBbPXY
rino0anu3anusTa u BIMSHUETO, KOETO T OKa3Ba Ha rasapa.
BuHOTO € enHa OT Hal-TOMYJSPHUTE AJKOXOJHHM HANUTKU B cBera. Haii-
paHHUTE JOKa3aTelCcTBa 3a KOHCymanusTa i ca Ha nosede oT 6000 rogunu. Thil kato
BUHOTO € IMPOJIYKT Ha JIO3apCTBOTO, HETOBOTO IPOMU3BOJACTBO € HEPABHOMEPHO

pasnpedeﬂeﬂo MCKIY ABPXKABHUTC BCICACTBUC HA PA3JIMYHUA TCXHOJIOTNYCH HAIIPEABK.

! Szakal, Z., Globhal Wine Tourism, Current Trends and Future Strategies, In Joshi, V. K., Bordiga, M., Cosme, F.,
Farina, L., Jackson, R., Jordao, A., Lonvaud-Funel, A., Stockley, C. (eds.), Concise Encyclopedia of Science and
Technology of Wine, CRC Press, 2022, pp. 616-617.

2 Muxosa, H., Munuesa, JI., BanoBa, 1I., PasBuTue Ha BuHEHHS Typu3bM B PyceHCKus pernoH, cOOpHHK C
noknaan or HayuHo-mpminokHa KOH(EpeHIHs ¢ MeXIyHapodHO ydacTue ,.BB3MOXKHOCTH W mpobiiemu 3a
Pa3BUTHETO Ha aITEPHATUBHUTE POPMHU HA TYPU3IBM B MAJIKUTE CENHIIa‘, AKaAeMUIHO U3/IaTEJICTBO MpH LIeHTHp
3a eBpouHTerpauus u kynarypa Ha BY3K Ilnosnus, 2011, c. 188.
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Haii-useecmuume eunonpouzsooumenu ca Hcenanus, Hmanua u Dpanyusa. Ilpes
NOCIEAHUTE TOAUHU, KbM TIX C€ MpHUCheauHsBaT omie CvedurneHume amepuKaHcku
wamu, Aecmpanus, FOxcna Agppuxa, Iepmanus, Apacenmuna u Qunu®.

[Tpouecute Ha rio0anM3anuUsATa MOXKEM Ja ONpPENeINM KaTo HadyalloTo Ha
cBeToBHaTa BUHeHA nHayctpus. [Ipe3 1860 roanna, MexX1yHaApOIHOTO TPOU3BOJICTBO U
KOHCYMallMsi Ha BHHO Ca KOHIIEHTpUpPAaHU B MalbK Opoil €BpOMEHCKU IbpiKaBH.
Uctuncku 6ym B M3HOCa HA BHHO ce HaOmogaBa B mepuona 1960 — 1990 roauna.
ToraBa, U3HOCHT KaTO 571 OT CBETOBHOTO MPOU3BOACTBO HapacTBa oT 5% Ha 15%. [Ipe3
2012 roauHa, TOM Bede CE€ € YBEIUYMWI C IEIU 40%:2. [Ipe3 2021 roauna, nazapbT Ha
BUHO B CBETA ce€ OlLEHIBA Ha 489,3 Munmapaa maTcKu J0J1apa.

B ceramnuTe ycinoBus Ha r1o0au3aius, MHOTO OT IPOU3BOJIUTEINTE Pa3yuTar,
Ye TAXHATA MPOAYKIIUS JIECHO I Ce MIacupa Ha HAIMOHAIHO U MEXTYHapOJIHO HHUBO.
ToBa He BuHaru e taka. B pHemHata oOcTaHOBKA, BUHOIIPOU3BOJIUTEIUTE ClIEJBA Ja
3a/I0BOJISIBAT HYXKJIUTE Ha MOTPEOUTENIN, KOUTO YECTO He MPHUTEKABAT €HU U CHIIU
WKOHOMMYECKH, KyJITYPHHU WA BKYCOBH XapaKTePUCTUKU. 3a Ja ycIiee JaJeH ThProBel]
Ha BUHO, TOHM TpsOBa Ja mpeasiara yHUKaJleH NpoAyKT. Upe3 pa3BUTHETO Ha BUHEH
TypHU3BM CE€ CTUMYJIUPAT TUPEKTHUTE MPOJAKOH U C€ TTOBUIIIaBa BUHOIIPOU3BOICTBOTO.
Kato ocHoBHa rpua 3a BUHEHaTa MHAYCTpUsS B ObJemie, MOXE Ja ONPEIEIUM
KJIUMATHYHUTEe MpoMeHu. O4aKkBaHUATA Ca, HAKOHW PaliOHU Jla CTAHAT IMO-TIOAXOASMIIN
3a JI03apCTBO, 32 CMETKA Ha JPYTH.

Bropusit maparpad wuscnensa npodunsa Ha BHUHEHHUS TYpPUCT. AKLEHT €
MMOCTaBEH BbPXY MOTHUBAIIMATA 32 MPAKTUKYBAaHE HA TO3U CIEIUATU3UPAH BUJl TYPU3HM.

Moanaparpa¢ 2.1. ,IIpodun Ha BUHeHHTe TYPHUCTH* ce (oKycupa BBPXY
neduHupanero Ha mnpodusia HAa BUHEHHUTE TypucTtH. [IpencrtaBeHu ca BojenU
MPOYYBaHUs IO TEMaTa.

TypuctuueckusT mazap NpecTaBisiBa eHa JUHAMHUYHA CPe/ia, KOATO CE BIIUSC
OT UKOHOMHYECKH U monauTHdecku (aktopu. Ts ce chcTOM OT OTAEITHU MOTpeOUTemny,

KOUTO MMAT Pa3JIMYHU HYXIU, (1)I/IHaHCOBI/I BB3MOXHOCTHU U HHTepecn3. Cama 1o cebe

! Global Wine Market- Statistics & Facts, https://www.statista.com/topics/7802/global-
wine/#topicHeader__wrapper, noctsien na 26.12.2022 r.

2 Anderson, K., Pinilla, V., Introduction, In Anderson, K., Pinilla, V. (eds.), Wine Globalization, A New
Comparative History, Cambridge university press, 2018, p. 4.

3 Panrenos, K., Uscnenpane npoduina Ha BUHEHHS TypUCT B Boarapus, COOpHHK ¢ JOKJIaJH OT MEXYHAPOIHA
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CH, BUHOTO € HAalMTKa, KOSITO C€ CBBP3Ba IVIABHO C peylakcalus M obOiryBaHe. B
CHEIUaIN3UPaHaTa JUTEPATYPA ChIECTBYBA MHEHHUETO, Y€ MOTPEOUTEINTE HAa BUHO He
ca xomocenHa cpyna. 110-KOHKPETHO, BUHEHHUTE TYPUCTH THPCAT Pa3jIudHU BHUJIOBE
IIPEKMBSBaHUSA 110 BpEME Ha TAXHOTO IIbTyBaHe. M3cnenosarenu karo Jlapu Jlokmun
CErMEHTHUPAT BUHEHUTE TYPUCTH CIIOPE] TSAXHATA AHTAKUPAHOCT KbM HANUTKATA.
JIosMHOCTTa KbM BHUHOTO OT CTpaHa Ha MOTpeOuTeNs M3MepBa HErOBHUS HMHTEpEC U
enTycuasbM. JIOKIMH uaeHTHHUIMpA 06€ 2pyni — C 6UCOKA U HUCKA AHTKMPAHOCT?,

OT rnenHa ToYKa HAa KYImMypa u HAYuOHAIHOCH, MOTaT Ja C€ OTKPOST HAKOU
CBILECTBEHU Pa3IMYHUS MEKIy BUHEHUTE TypuUCTH 110 cBeta. B EBpona ce HabmoaBa
MHOTO MO-MAaJIKa KOHLIEHTpauusi Ha KaluTald BbB BHHOIPOU3BOACTBOTO, B
cpaBHeHue ¢ ABctpanusa u Hosa 3enanaus. [lopaau tazu npuunHa, B CeBepHa EBpona,
MOTPEOUTENNTE UMAT TOJAM AOCTBI 10 MEXIYHApOJIHU BHUHA, 3apajyl MO-MaJKOTO
BUHOIIPOM3BOJICTBO. 3a pa3iMKa OT CEBEPHUTE CTPAaHU, B IOKHOEBPOIIECHCKUTE,
JOCTBII'BT HA BHOCHU BHHA € MHOTO no-manbk. B FOxna EBpomna, norpedurenure Ha
BHHO I10-4€CTO NPAKTHKYBAT BUHEH TyPU3bM B COOCTBEHATA CH IbPKaBa’,

Crnopen bpayn u I'eny, BUHEHHTE TYpUCTH IIPEACTABIIABAT I'Pylla ChC CHELUAIHA
MHTEPECH, KOSITO € BOJIEHA OT JKEJIAaHUETO CH J1a IOCETH BUHAPCKHU paioHU U U30U, JOpU
KOraTo IbTyBaT IO Jpyrd npuuvHU. OCHOBHAaTa 1€l 32 INbTYBAHETO HE BUHAIU €
BMHOTO, HO KOT'aTO MMaT Bb3MOKHOCT, T€ HOCEIIABAT CBEP3aHH C HETO 3aBEICHUS".

Hoanaparpag 2.2. ,,AcieKTH Ha MOTHBALMSATA 32 BUHEH TYPU3bM HacouBa
BHUMAHHUETO KbM pOJISITA Ha MOTHBALMATa 33 NMPAKTHUKyBaHE HAa BUHEH TYPHU3bM.
Pa3rnenana e eHa OT U3BECTUTE MOTUBALIMOHHU TEOPHUH, U3IIOI3BaHA 32 O0SICHEHHE Ha
MIPUYMHNATE TYPUCTUTE J1a NTOCEIIABAT JaieHa IECTUHALMS.

MotuBHUTE HAa BUHEHUTE TYPUCTH AaBaT OOSICHEHHE 3a TEXHUTE MOTPEOHOCTH,
JKEJIaHWUs, OYaKBaHMs W MoBeJaeHUE. JlaHHUTE 3a HauMHAa Ha KUBOT, MHTEPECUTE,

Harj1aCuTC W NHNEHHOCTUTEC Ha TYPUCTHUTC MOraTt naa MNpPCACTaBIABAT IMO-IIPHIIOKHMA

Hay4Ha KoH(pepeHHs1, opraHusupana ot Konex mo typussm — byprac, 2021, c. 198.

! Yuan, J., Cai, L.A., Morrison, A.M., Linton, Dodd, T., Segmenting wine festival visitors using their personal
involvement with wine, In Hall, C., Sharples, L. (eds.), Food and wine festivals and events around the world,
Development, Management and Markets, Elsevier, 2008, pp. 160-161.

2 Charters, S., Ali-Knight, J., Who is the wine tourist?, Tourism Management, Voluma 23, Issue 3, 2002, pp. 311-
319.

3 Lee, K., Preferences and characteristics of wine tourists, In Dixit, S. (Ed.), Routledge Handbook of Wine
Tourism, Routledge, 2022, pp. 146-148.
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uHpOpMAaIHs, OTKOJIKOTO caMo JeMorpadcekure mscnenBanusa. Upes pa3OupaHeTo Ha

MOTHBalIUATA HAa TYPUCTUTC, BUHAPHUTC MOTI'aT Ja IpcjiaraT Ha IIOCCTHUTCIUTC CH

MMPCIKUBABAHCTO, KOCTO TC UCKAT, 4 HC CaMO OYaKBAHUTC MMPOAYKTH U YCJ'IyTI/Il.

Pa361/1paHeT0 Ha IMOBCACHUCTO HAa TYPUCTUTC IIOMara Ha ou3Heca Ja CC aaalTupa

¥ Jla mpejlara Io-NPHBIEKATeIHH YCIyrn?. B ImMTeparypara ce cpemar pasiddHu

MOTHBAaDMOHHHU TCOPHH, KOUTO MOTIaT Ja 6’B,Z[aT IMPWJIIOKCHU KBM H3CJICABAHCTO Ha

TYPUCTHUYCCKOTO ITOBCIACHMUC. Hperne;[ Ha C€BOJIOLIMATA HaA Hal-U3BECTHUTE TCOpHUHA €

npeacTaBeH B Tabmuma No 1.

TaOmuma Ne 1.

EBOJ]IOIII/IH HA MOTUBAIIUOHHHUTE TCOPHUHA

(2005)

ABTOp HaumeHoBaHue XapakTepUCTHKHU
Teopus 3a iiepapxuara Ha | B ocHOBaTa € 4OBEMIKOTO IMOBEJEHUE, KOETO
Macnoy HOTPeOHOCTUTE CE BOJM OT Pa3IMYHH OTPEOHOCTH, KOHCTPYUPAHH
(1943) B fiepapXuyeH pe.
Knacudunupa TypucTuTe ciopes] TAXHOTO MOBE/ICHHE
Koer Bunose Typuctu B YETHPU TPYNHU — OPraHU3UPaH MAacOB TypHCT,
(1972) WHIMBUIYaJICH MacOB TYPHUCT, H3CIIEI0BATEI
U IBTEIECTBEHHUK.
Teopwust 3a m3TirackBane u | M3rpazgena e Ha 6a3ara, 4e TypHCTHTE IIBTYBAT, 3aII0TO
npusnuyane — Push and Pull | ca tnackanu
Han theory WY TIPUBJIMYAHU OT Pa3INYHA MOTHBAITHOHHH
(2977) dbaxTopm.
CoumanHo-nicuxonorudecku | Onpezens ceeM COIMaTHO MCUXOJIIOTHIECKH MOTHBA
Kpomnmwvu MOTHBH 32 TbTyBaHE U J1Ba KyJITYPHH, KOUTO KapaT TypUCTHTE
(1979) Jla IpeiprueMaT IbTyBaHe.
JeduHupa met MOTHBA 32 TbTYBaHE — peJlaKcalus,
B3aIMOOTHOIIICHUS, CAMOYCHBBPIIICHCTBAHE,
Teopus Ha kapuepHaTa
HOOIIPEHUE
Iuvpc crbaba B Typuswa —Travel u camodyBcTBUE. Kareropusupa MmotuBuTe
Career Ladder 3a ITbTYBaHE B J[BE TPYIIH:
(1988) HACOYCHU KbM MHIMBHIYAITHUTE HYXKIU
Y TaKMBa, KOUTO Ca OTIPABEHU KbM JPYTHTE.
Tuspe Kapuepna nereka B Typusma | Travel Career Pattern monenst Hagrpaxaa Travel
o Tuis — Travel Career Pattern Career Ladder u ce nnenTHGUIIIPAT HOBH

MOTHBaIlMOHHAU (l)aKTOpI/I.

H3moynuk: CucremMatnsanus Ha aBTopa

! Hafermann, O., Lankford, S., Motivations of Wine Travelers in Rural Northeast lowa, In Sigala, M., Robinson,
R. (eds.), Wine Tourism Destination Management and Marketing, Theory and Cases, Palgrave Macmillan, 2019,

p. 68.

2 Yousaf, A., Amin, I., Santos, J., Tourist’s motivations to travel: a theoretical perspective on the existing literature,
Tourism and Hospitality Management, VVol. 24, No. 1, 2018, p. 201.
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Bcesika enHa OoT Te3u TEOpHUM € IIMPOKO pasNpOCTpaHEHAa KaTo OCHOBA 3a
U3y4aBaHETO Ha TYpPHUCTHYECKOTO TNOBeAeHUE. Bbopeku TOBa, MOTHUBaLMiATa Ha
TYpPHCTHUTE, OOSCHEHA OT CTpaTerusita 3a uW3TjiackBaHe u mpusBimyane (Push and
Pull), e cpen Haii-pa3npocTpaHeHHTE.

Momnaparpa¢g 2.3. ,PecTuBaIM W NPA3HULIH, CBBbP3aHH C BHUHEHHUS
TYpu3bM* H3cieBa (hecTUBATIUTE U MPAa3HEHCTBATa B KOHTEKCTA HA BUHEHUS TYPU3HM.
HampaBen e aHanu3 Ha BIMSHHMETO M e(eKkTa, KOMTO T€ OKa3BaT BbPXY MeCTHaTa
OOLTHOCT.

BunenuTe nmpa3HeHCTBa ca €IHU OT OCHOBHUTE €JIEMEHTH Ha TYPUCTHUECKHUS
MpOaYKT. MHOTO OT TSIX ca ¢ ABJITOr0IMIIHU TPAAULIMH, OCOOEHO B CTPAHUTE C PA3BUTO
BHHOIIPOU3BOACTBO!. BuHeHuTe (ecTMBAIM WM3rpakaaT BPb3KA MEXIY CEICKOTO
CTOIAHCTBO U Typu3Ma. Te Hachbp4aBaT pa3BUTUETO HA HOBU PETMOHAIIHU MapKH BUHA.
Te3an BceoOXBaTHM TMPa3HEHCTBA CTHUMYJMPAT MECTHUTE TMPOU3BOIUTENIMN Ja
3aro03HaBaT MOCETUTENUTE C UCTOPUATA Ha cBouTe BUHA. ChIIEBPEMEHHO, TOBA 3aI1a3Ba
MECTHHTE TPAJIULUU U UCTOPUSZ,

Karo cBeToBHA ITpakTHKa € MPUETO BUHEHUTE (DeCTUBAIH J]a CE TPOBEKIAT U3BbH
TypucTUdeckusi ce3oH. Te morar ga ObgaT M3MOJ3BAaHUM KaTo CpEACTBO 3a
MKOHOMMYECKA T1€Yaoa Mo BpeMe Ha HEaKTUBHHUTE TYPHCTHUECKH MECEIIH®,

Crpann karo MWranusa, bpasunusa, I'epmanusa, Opanums, Ascrpanus,
CpequHEHUTE aMEpPUKAaHCKM 1IaTM W Ap)KEHTHMHA, OpPraHu3MpaT E€¥KEroJHO
MEpOIPHUATHS, CBBP3aHU C MPOU3BOJICTBOTO HAa BUHO. Ha TaX, Typuctute umat
BB3MOXKHOCT JIa 0e2yCcmupam 8uHa, Kakmo u 0d y4acmeam 8 Mauykanemo Ha 2po30emo.
YcnexbT Ha Te3u GecTUBay, 0 TOJiIMa CTENEH 3aBUCH OT MOJKpenara Ha pa3ndHu
3aMHTEpPECOBaHM CTpaHU. TakuBa moraT Ja ObJaT, Abp)KaBaTa OT €lHa CTpaHa, U

4acTHUAT OM3HEC OT Apyra. XOTeIUePCTBOTO, PECTOPAHTHOPCTBOTO, MECTHUTE SKUTEIN

W BUHApHHUTEC B PETHOHA Ca MMPAKO BBBJIICUCHU B TC3U Hpa3H€HCTBa4.

! Cramos, Cr., Hukoscka, K., Bunen typussm, Kora, Crapa 3aropa, 2008, c. 251.

2 Frusté-Forné, F., From wine to vermouth, Events as guardians of the territory, In Dixit, S. (ed.), Routledge
Handbook of Wine Tourism, Routledge, 2022, pp. 319-326.

3 Kompaniets, O., The role of wine festivals in Swedish wine tourism marketing, In Dixit, S. (ed.), Routledge
Handbook of Wine Tourism, Routledge, 2022, pp. 347-358.

4 Lee., K, Preferences and characteristics of wine tourists, In Dixit, S. (Ed.), Routledge Handbook of Wine
Tourism, Routledge, 2022, p. 148.
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Bunenute ¢ecTuBanm He caMo MOraT Ja réHepHUparT NoBeYe NOCEHICHUS B €IHA
JecTUHaIMs. Te mpegocTaBsT pa3BlIeyeHHs, KaKTo 3a TyPUCTHUTE, TAKa U 3a MECTHUTE
xutenu. He TpsaOBa na 3a0passime 1 00pa3oBaTeTHUSI KOMIIOHEHT, KONTO MOBEYETO
¢dectuBanu npeiaraT. Ypes pasinyHu CEMUHAPH U MAalCTOPKU KJIACOBE, [IOCETUTEINTE
¥MAaT Bb3MOJKHOCT JIa 000raTAT CBOUTE 3HAHMSA .

Tperu maparpad HacouBa BHMMAaHMETO KbM KOMIUIEKCHHUS XapakTep Ha
BUHEHUS Typu3bM. lIpoyueHu ca MKOHOMHMYECKUTE IOJI3HM OT Pa3BUTHUETO HA BHUHEH
typusbM. Ilogmaparpag 3.1. ,,BHHeHMAT TYpHM3bM KaTO Bb3MOKHOCT 32
HKOHOMHYECKO Pa3sBHTHe® pas3Iiiekaa IOJOKUTEIHOTO BB3ACHCTBUE HA BUHEHUS
TypU3bM BBpPXY MECTHAaTa MKOHOMHKA. AHAIM3UPAH € METOABT 3a M3YMCIISIBAHE HA
MKOHOMUYECKHsI €(EeKT OT TypU3Ma.

TypusmMbT € HMKOHOMHYECKA JEMHOCT, KOSATO C€ OCBUIECTBABA B
UMHTEpHAIlMOHAIM3UpaHa cpena. Toil TeHepupa MHOXKECTBO €(PEeKTH BBPXY
MKOHOMMYECKUS U COLIMAIIHUSA KUBOT B pailoHa, KbJETO ce pa3BuBa. Bzaumoneictsuero
Ha Typu3Ma C OPYTM CEKTOPHM HAa MKOHOMHMKATA T'O MPABAT M3KIKOYUTEIHO BAXKEH 3a
PErMOHAIHOTO U MECTHOTO pa3BuTHe. KOHKPETHO BUHEHUST TYPU3bM € JOOBp IpUMeEp
3a Bpb3Ka MEXJIy TYPU3bM U MECTHO IIPOM3BOICTBO?.

Ha pernoHanHo HHMBO MM Ha HHMBO JECTUHALMs, Pa3BUTHUETO HAa BUHEHMS
TypHU3BbM MOXKE J1a I0BEJIE 10 peauna noinsu. Hanpumep, pasxoanure Ha TypUCTUTE BOAST
JI0 HEMOCPEICTBEHO HKOHOMHYECKO Bb3/IeiiCTBHE BEPXY MECTHATa OOIIHOCTS,

OT mKoHOMHYeECKA IJIe[HA TOYKA, pazxooume HA nocemumenume B €lIHA
JECTUHALMS TIPEACTABIISIBAT CyMa OM NpeKu, Henpeku U npeou3sUKanu Oeucmeus.
IIpexuTe ca mocieauIUTe OT TYpUCTUYECKATA aKTUBHOCT B paiioHa. Te morar na 6b1aT
IIapy 3a XpaHa, HAIUTKY U HACTaHsABaHE. 3a TYPUCTUTE, TOBA Ca MPEKH Pa3XxoAu, KOUTO
ca AMPEKTHAa (PUHAHCOBA MHKEKLHUs B MeCTHaTa MKOHOMUKA. Henpekure Hiu

KOCBCHU ﬂCﬁCTBHH ca INpCAU3BUKAaHN OT MKOHOMHYECKATA I[CﬁHOCT BCJICACTBHUE Ha

! Cagnina, M., Cicero, L., Osti, L., Knowledge and Consumption of Organic and Biodynamic Wines, In Sigala,
M, Robinson, R. (eds.), Management and Marketing of Wine Tourism Business, Theory, Practice, and Cases,
Palgrave Macmillan, 2019, pp. 81- 100.

2 Kyriakaki, A., Trihas, N., Sarantakou, E., The Role of Networks, Synergies and Collective Action in the
Development of Wine Tourism: The Case of ‘Wines of Crete’, In Sigala, M., Robinson, R. (eds), Wine Tourism
Destination Management and Marketing, Theory and Cases, Palgrave Macmillan, 2019, p.552.

3 Skinner, A., Napa Valley, California: a model of wine region development, In Hall, C. M., Sharples, L.,
Cambourne, B., Macionis, N., Mitchell, R., Johnson, G. (eds.), Wine tourism around the world, Development,
management and markets, Elsevier, 2004, pp. 284-285.
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IPEKMTE Pa3XoAd Ha moceTutenuTe. ToBa ca pa3sxoAuTe HEOOXOJAUMH Ha MECTHHS
OM3HEC, 3a Ja NMPOIbIKaBa Ja Ipeaiara TypucTHUeckn yciayru. 1o ce oTHacs 1o
NpeIu3BUKAHATE Bh3ACHCTBHSI, T€ Ca CBHP3aHH C JONBIHUTEIHUTE Bh3HAIPAKICHHS
HA 3a€THTE B TypU3Ma CIyXKUTeIH. TEXHUTE Pa3XxO/i 32 CTOKM U YCIIYTH CE YBEINYaBAT
IIPU MOBUIIABAHETO HA TyPUCTUYECKATA AKTHBHOCT,

BiusHHETO Ha Typu3Ma B €lHa PErMOHAJHA MKOHOMHKA MOYE JIECHO Ja Ce
M34HCIIA. 32 HAMUPAHETO HAa CHOTHONIEHHETO MEKIy O0MIOTO M ITbPBOHAYAIHOTO
W3MEHEHHE B MeCTHaTa CTONMAHCKAa CHCTEMA, CE€ W3M0JI3Ba MeTOAa Ha
MYJTHILIMKATOPA. B Hall-00IIMS CMHUCBI, MYITHIUIAKATOP HPEACTABIABA YHCIIOB
KOe(MIMEHT, M3pa3ABalll KOHKPETHA 3aBHCHMOCT MEXKIy H3MEHEHHETO Ha
MHBECTUIMUTE M MPEJU3BUKAHUTE OT TOBA H3MECHEHHS B 00eMa Ha CBHBKYIIHOTO
IPOU3BOJICTBO?.

EQeKkThT Ha MYJNTUIUIMKATOPa OOMKHOBEHO CE M3pa3sBa upe3 MaTeMaTHdecKa
¢opmyna. IIpuMepHO U3YHCIIEHHE HA HKOHOMUYECKOTO BB3/ICHCTBHE HA PA3XOIUTE €

nmokaszano Ha @urypa Ne 3.

RN
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IUIHKATOP |

@urypa Ne 3. UkOHOMHUYeCKO Bb3eiiCTBHE HA Pa3X0AUTe HA TYPUCTUTE
Hsmounuk: CucremaTuzanus Ha aBTopa

! Hafermann, O., Lankford, S., Economic Impacts of a Developing Wine Tourism Industry in lowa, In Sigala, M.,
Robinson, R. (eds), Wine Tourism Destination Management and Marketing, Theory and Cases, Palgrave
Macmillan, 2019, pp. 578-579.

2 Cnacos, T., [Tamos, I1., O61ma Teopus Ha Ma3apHOTO CTONAHCTBO, MaKpOMKOHOMHKA C TECTOBE M 3a1a4u, Hosa
3Be3na, 2007, c. 90.
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Hoanapagpad 3.2. ,,BuHeHUSAT Typu3bM U KOMOMHHPAHETO MY € APYIrH
crenuaIu3upaHd BHIOBe TYpU3bM® HAacOUYBa BHUMAHUETO KBbM CIIOCOOHOCTTA Ha
BUHEHUS TYPU3bM Ja c€ KOMOWHUPA U C IPYTH JCHHOCTH.

Enna or Haii-ecTecTBeHUTe BPb3KHM HAa BUHEHHUS TYypuU3bM € C Ta3d Ha
racTpoHOMHYeckHsl. XpaHaTa UTpae poii Ha JOMBJIBAII €JIEMEHT KbM BHHOTO 4Ype3
pa3IUYHHUTE BUJOBE CHUpeHa, kojbacu U jaecepTu. CbC CBOSITA MPUBIEKATEITHOCT, TS
IOJIIOMAra NPakTHKYBAHETO HA BUHEHUS TypH3bM.,

BuneHUSAT TypH3bM TIpeiara Bh3MOKHOCTTA Jla C€ ChYeTaBaT KYJTYPHH H
KYJIMHAPHM eJIeMeHTH B e1H0. Ch3/aBa ce YHHKAIHO 3a TypUCTUTE IpexuBsiBaHe. 1o
TO3W HAYWH, BUHEHUAT TYPH3bM NPUBINYA IMUPOK KPBI OT XOpa C Pa3sHOPOIHU
uHTepecu. HeroBara rpBKaBOCT My MO3BOJISIBA Ja C€ UHTETpUpa YCIEIIHO C Pa3InyHu
TYPUCTHUYECKU MEPOTIPHUATHS. TOYHO T€3 HErOBM Ka4eCcTBa TO MPABST MOAXO/IAII /1A CE
cbuetaBa ¢ koHpepertaus (MICE) typuszsm. Camure KOpropaTHBHH KIUSHTH ca I0-
MaJIKO YyBCTBUTEIHM KbM IIOKAYBAHETO HA [IECHUTE?,

IMemexoHUAT TYPU3BM € SUH OT HAM-TIPEAMOYNTAHUTE, KOTAaTO CTaBa BBIIPOC
3a OMO3HaBaHE Ha JajJieHa jaecTuHanud. [Ilpumep 3a KOMOMHHUpAHETO My C BUHEHUS ca
HAIMYNETO Ha MHOTOOPOWHM mypucmuiecku Mmapuwipymu, HAMHUpPAIIA CE€ BbB
BHHAPCKHTE PalioHK".

Hoanaparpa¢g 3.3. ,,Posis Ha my3euTe 3a BMHEHHUS] TYpU3bM* 00pbIlIa
BHUMaHHE Ha OOEKTHTE 3a BUHEH Typu3bM. DOKyC € MOCTaBeH BbPXY My3EUTe KaTo
HEpa3/ielHa 9acT OT BUHEHUS TYPHU3bM.

[TocemenneTo Ha 10351, BHHAPHU, BUHCHH M3JI0KCHUS U My3€H UTpae BaykKHA POJIS
B IISJIOCTHOTO KYJITYPHO IPEXUBSIBaHE HAa BUHEHUTE TypUCcTU. Pa3bupa ce, ocHOBHaTa
MOTHBAIMS € CBhP3aHa C IMOCEIIEHUETO Ha BUHAPCKH M30u. BhIIpekn ToBa, BUHEHHUTE
TYPUCTH W3MOJI3BAT BCUUKH IPYTH JOMBIHUTEIHH YCIIyTH, KOUTO HE Ca HEMPEMEHHO

CBBbpP3aHU C BUHOTO, HO MOTaT Ja 6’I>,JlaT I/IHTGPGCHI/I4.

! Etcheverria, O., Wine Tourism and Gastronomy, In Ortiz, M., Rama, M., Armengot, C. (eds), Wine and Tourism.
A Strategic Segment for Sustainable Economic Development, Springer, 2016, p. 161.

2 Golding, P., Merkle, T., Matching business travel with wine tourism, The case of the canton of Grisons,
Switzerland, In Dixit, S. (ed.), Routledge Handbook of Wine Tourism, Routledge, 2022, pp. 395-408.

3 Dreyer, A., Wine Plus Tourism Offers: It Is Not All About Wine — Wine Tourism in Germany, In Sigala, M.,
Robinson, R. (eds), Wine Tourism Destination Management and Marketing, Theory and Cases, Palgrave
Macmillan, 2019, pp. 399-421.

4 Szakal, Z., Global Wine Tourism, Current Trends and Future Strategies, In Joshi, V. K., Bordiga, M., Cosme, F.,
Farina, L., Jackson, R., Jordao, A., Lonvaud-Funel, A., Stockley, C. (eds.), Concise Encyclopedia of Science and
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B ucropuyecku miaH, My3euTe MOCTENEHHO OMBAT MPUIIO3HATH KATO aTpaklMs
BbB BUHEHMS TypuszbM. lIpe3 1980 roguna, Bunapna Bupasa, Hosa 3enanamsi, ce
MpeBpbhIlla B MHOHEP B Ta3u cdepa. Ta 3amouyBa jaa mpeasiara mpojaxoda Ha BUHO,
oOMKOJIKa Ha BMHapHaTa, pasnojara ¢ pecTopaHT W myseil. M3cnenoBarenst axoH
I'peam ompezens TO3U MHEKC OT YCIyTH M yI00CTBA KaTO MOAE] KbM ObIemeTo?.

Camu 1o cebe cu, M30UTe CHIO MpeAcTaBiasiBaT BUA My3ed. Omie npe3 1993
ronuHa, B Utanms pemasar Ja U3M0J3BaT My3€UTE KATO MHCTPYMEHT 3a IPUBIUYaHE
Ha moBede BUHeHU TypucTu. [lo ToBa Bpeme, Mranuanckara acomuaius 3a BUHEH
TypusbM (Movimento del Turismo del Vino) pa3paGoTBa JIO3yHra ,.g8udxcme KaKeo
nueme,

I'naBa BTOpa

AHAJIN3 U ONEHKA HA PAZBUTUETO HA BUHEHUSA TYPU3BM

BpB BTOpa IaBa ca HalpaBeHW aHaJIM3 M OLEHKAa Ha BOJCIIM BHHEHHU
JecTUHAMK B cBeTa. [locTaBeH € akLEHT BbpXY Pa3BUTUETO HAa BUHEH TYpHU3bM B
bearapus. BHumanueTo € Haco4yeHO KbM Bpb3KaTa MEXAYy TpaJULHUUTE BbHB
BUHONIPOM3BOJICTBOTO M YycHelWHus Typu3zbM. IlpencraBeHn ca Meroaukata |
MHCTPYMEHTAPUYMbT Ha MPOBEICHOTO HAYYHO M3CJIC/IBAHE.

IIbpBuAT naparpad ananusupa, IpoyYBa M U3CIEABAa BUHEHUS TYpPU3bM BbB
BOJICIIM JECTUHALMY B cBeTa. HarpaBeHa € olleHKa Ha TAXHOTO Pa3BUTHUE, HE CaMO KaTo
TYPUCTUYECKN PETMOHHU, HO U KaTo JUAEpU BbB BUHOIIpou3BoaAcTBOTO. Ilogmaparpadg
1.1. ,,AHaJM3 ¥ OLEHKA Ha BHHEHUS] TYpU3bM B JecTHHanuss Ppanuus*
MpocieasiBa UCTOPUSITa Ha BAHONIPOU3BOACTBOTO BbB DpaHius. Buumanue e o0bpHaTO
Ha (ppeHckUTe KI1acu(PUKaAIMOHHH cUcTeMH 3a kadecTBO Ha BuHata — AOC, IGP u Vin
de France. Ctpanata e emHa OT HAW-NONMYJSIPHUTE TYPUCTHUYCCKH JCCTUHAIIMU B

CBCTOBCH Mama6. Ta e z[06pe HU3BCCTHA C 6UCOKoOKadYecmeeHume CUu BHHA.

Technology of Wine, CRC Press, 2022, p. 618.

L Hall, C. M., Longo, A., Mitchell, R, Johnson, G, Wine tourism in New Zealand, In Hall, C. M., Sharples, L.,
Cambourne, B., Macionis, N., Mitchell, R., Johnson, G. (eds.), Wine tourism around the world, Development,
management and markets, Elsevier, 2004, p. 151.

2 Cambourne, B., Hall, C., Johnson, G., Macionis, N., Mitchell, R., Sharples, L., The maturing wine tourism
product: an international overview, In Hall, C. M., Sharples, L., Cambourne, B., Macionis, N., Mitchell, R.,
Johnson, G. (eds.), Wine tourism around the world, Development, management and markets, Elsevier, 2004, p.
39.

22



Bw3moorcnocmu 3a paseumue Ha 6UHEH MYPU3BM 6 E’b]lZClpuﬂ

BuHOnNpou3BOACTBOTO TIeHEpUpa 3HAUYUTEIHU #npuxoou W Tpeylara 4YyJIeCHU
6b3MOJMCHOCMY 33 TIOBHMILIABaHE Ha 3aeTocTTa. DpeHcKaTa BUHAPCKAa WHIYCTpUS €
MPEIMMHO HAaco4Y€Ha KbM MNPOM3BOJACTBOTO HA BHHO, OTKOJIKOTO KbM BHHEHUS
TypusbM. [Ipuunna ca 0vr60K0 3arecnarume mpaouyuu Ipy IPOU3BOJCTBOTO HA BUHO,
KOUTO 3aTpyIHABAT NPEBPBLIAHETO MY B IPOAYKT OCHOBHO Ha Typu3Ma. BeIpeku ToBa,
CTpaHaTa IpUTEeXaBa IbJIra UCTOPHs, CBbp3aHa C BUHEHUS TypuU3bM. Pernonum kato
bo:xoae, bopao, byprynuaus, Hllamnan u IlpoBanc ycneniHo mpeanaraT pasjindHu
IPEKUBABAHMSA, CBBP3aHU C TypusbM'. PpaHuus € JOMMHHPALL UIPad HA CBETOBHUS
na3ap Ha BUHO noBede oT 200 ronunu. ToBa e Taka, Haili-Beue 3apaju aOCOIIOTHOTO
1 TNPeBb3XOACTBO B ceeMenma Ha usuckanume euna. Opanuus, odaye, € MUOHeP B
yIpaBJICHUETO Ha Ia3apa Ha BMHO, KaTO BBBEXKIA IBJITOTPAWHU UHCMUMYYUOHATHU
unogayuu. TakuBa ca Chb3JaBAaHETO HA HAUMEHOBAHUS 3a NPOU3X00 U 02PAHUYEHUs HA
obpabomeaemume niowu?.

Ha I'paduka Ne 1 ca mpencraBeHu dyeTupuTe KpuTepusl Ha (peHCKaTa BUHEHA
UHAYCTpHUs (MPOM3BOACTBO, BHOC, H3HOC W KOHcymanus) B nepuoma 2011 — 2021

TroJaunHa.
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I'padpuxa Ne 1. OcHOBHM NKOHOMHUYECKH MOKa3aTe/ 1 Ha ¢gpeHcKaTa
BHHApPCKa MHAYCTpUA 3a nepuoaa 2011 — 2021 ronmna
H3mounuk: CuctemaTtusaius Ha aBTopa no ganau Ha OIV, 2021.

! Szakal, Z., Global Wine Tourism, Current Trends and Future Strategies, In Joshi, V. K., Bordiga, M., Cosme, F.,
Farina, L., Jackson, R., Jordao, A., Lonvaud-Funel, A., Stockley, C. (eds.), Concise Encyclopedia of Science and
Technology of Wine, CRC Press, 2022, p. 620.

2 Chevet, J, Fernandez, E., Heraud, E., Pinilla, V., Traditional markets, France, In Anderson, K., Pinilla, V. (eds.),
Wine Globalization, A New Comparative History, Cambridge university press, 2018, pp. 55-57.
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[To nanuu Ha Mexcoynapoonama opeanuszayus no nozama u eunomo (OIV), 3a
2021 roguna, @paHIUs € HA BTOPO MSCTO I10 1pou3600cmE0 Ha BUHO B cBeTa. T e u
Ha BTOPO MSICTO 10 KoHcymayus. CTpaHaTa € TpeTaTra B cBeTa M0 U3HOC HAa BUHO U
4eTBBPTA M0 IOKazareis exoc’. [1o JaHHM Ha odULMANHUS yeOcaiT Ha (peHcKara
HallMOHAJIHA areHIusl 3a pa3BuTue Ha BUHEHHS TypusbM (VisitFrenchWine.com),
cTpaHara € noceteHa ot Haj /0 munuona sunenu mypucmu npe3 2016 ronuna. Cnpsimo
2009 romunHa, Hapacmeanemo ¢ ¢ nosede ot 30%. Benuku Te ca moxapuwnm Han 5,2
Munuapoa espo 3a pa3inyHU BUHEHHU NPEKUBSBAHUS KAaTO CEMHMHAPH, HOLLYBKH B
TPAaAUIHOHHO WIATO, Pa3X0JAKH, KypcoBe win kKoHdepeHuun. ToBa yBeianueHue ce
IBJDKM OCHOBHO Ha YCWIMSATAa Ha BHUHEHATa HMHAYCTPHUS Jla TPEIJIOXKHU TOBEYE
npogecuoHarHu U 006pazoeameHy U3HCU6s68aHUs, CBbp3aHu ¢ BUHOTO. Haii-ronemure
Tpyld BUHEHM TypUCTH uiaBaT oT benarus u OOeguHEHOTO KpajCTBO, HO UMa M
HapacTBalll UHTEPEC OT a3UaTCKUTE CTPAHKZ,

Hoanaparpa¢ 1.2. ,AHaIu3 U OlleHKA HA BUHEHHS] TYPU3bM B J1eCTHHAIUSA
HUramua® pasrnexna BHHApcKaTa MHAYCTpus Ha Mranmsa. AnanusupaH € J103apo-
BUHAPCKUAT CEKTOp. 3a pas3lidKa OT MACIMHOBHUTE JbpPBETA, JO35ATa MOrar Ja ce
OTTJICKAAT TOYTH HABCSKBIAE U3 ANEHUHCKUS MOJyOCTpOoB. TOYHO TOBa MpeBpbHINA
BUHOTO B €JMH OT Hal-Ba)KHUTE MPOJYKTH Ha UTalnaHckara nkoHomuka. [Ipe3 XIX
BEK, OTpachilbT € OWl cuiHo ¢paecmenmupan Ha MaJIKU MNPOU3BOJUTEINN.
[TpousBexkTaHOTO BUHO B TO3U NIEPHUO]] € OHMIIO ¢ HUCKO KadyecTBO. [lo-romsimara yact ot
Hero € Ouna 3a nuyHa KoHcymanus. Yak B Hadanmoro Ha XX BeK 3amoyBaT Ja ce
HaOII0/1aBaT penIa MOA00pEeHHUs B ceKTopa®.

ToBa, KOETO MpaBU WTATUAHCKOTO JO3apPCTBO VHUKAIHO B CBETA, a U OT TaM
MPOM3BEXKIAHOTO BHHO, € TexHHMKara coltura promiscua (cmecena xyamypa). Ts
NIPE/ICTABIISABA OM2NeHcoane Ha 1031 HA eOHO U CbWOo MACMO, 3ae0H0 C Opyeu

semedencku kyimypu®,

! https://www.oiv.int/what-we-do/country-report?oiv, nocteren Ha 18.02. 2023 r.

2 Wine tourism in France in numbers, https://www.visitfrenchwine.com/en/product/wine-tourism-france-numbers,
nocthiieH Ha 26.02.2023 T.

% Federico, G., P., Martinelli, Italy to 1938, In Anderson, K., Pinilla, V. (eds.), Wine Globalization, A New
Comparative History, Cambridge university press, 2018, pp. 130-132.

4 Federico, G., P., Martinelli, Italy to 1938, In Anderson, K., Pinilla, V. (eds.), Wine Globalization, A New
Comparative History, Cambridge university press, 2018, pp. 130-132.
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[Ipe3 mocnenHuTe TPUAECET T'OAUHHM, UTAIMAHCKUTE BUHAPCKU KOMIIAHUU C€
(dbokycupaT MpeAUMHO BHPXY KadecTBOTO, a HE BBbpPXy KoJuuecTBOTO. [Ipe3 1986
roauHa, Mtanus e npousBexaana OKOJO /7 MUIUOHA XeKMOIUmpa 6UuHo, NOKaTo Mpe3
2015 roguna, KOIUYECTBOTO € 47 munuona. Bbrpeku ToBa, 000pOTHT ce € YBeJUIHI
noBeyYe OT JBAa MbTH. TOBa ce€ IBJIKU OCHOBHO Ha BBBEKIAHETO Ha cepTU(UKATH 3a
Ka4€eCTBO U IPOM3XOM’ .

[To nannu Ha CBeTOBHATa 0aHKA, HTAJHAHCKHUSAT MUK B OpOs TYPUCTH MMOCETHIIN
ctpanara e npe3 2019 roguna. ToraBa Han 95 muinona nymu ca u3dbpanu Uranus 3a
CBOAITA OYKMBKA’. BUHEHMTe TYpHCTH yCISBAT Ja JOIPHUHACAT 3a cpenHo 26,9% om
npuxooume Ha 8UHApHUmMe Ype3 TUPEKTHA MOKyIKa Ha BUHO. [IpoxaxxOute Bapupat oT
3 OyTHIJIKHM 3a CKBITM BHHA /10 6-12 3a BHHA OT cpeicH Kiac®,

Hoxmaparpa¢ 1.3. ,,AHa/IU3 1 OLleHKA HA BUHEHUS] TYPU3bM B JeCTHHAILUSA
CAII* npocnensiBa uCTOpUsITAa HA BUHOITPOU3BOJACTBOTO B CheIMHEHUTE aMEPUKAHCKH
maTti. AHaJIM3UPAHO € TEKYIOTO MY CHCTOSIHUE CIPSAMO OCTaHAJIUTE KOHKYPEHTH.
ToBa, KOETO ChC CUTYPHOCT MOXKEM Jla KaKE€M, € Y€ Ta3U UHIYCTPUS UMA CIONHCHO
MuHano. BUHapCTBOTO MO T€3U 3€MH 3all04YBa CBOETO PA3BUTHUE OILIE€ OT KOJOHUATHUS
nepuoj Ha cTpanata. [lo oHOBa Bpeme, BUHEHaTa MHAYCTpUS € Ouiia Majika U MOYTH
IA7I0TO TOTpeOsieHne Ha BHUHO € OWiIo 3a70BOJsiBaHO 4pe3 BHOC. CoOOCTBEHOTO
ITPOM3BO/ICTBO 3aI104Ba J1a CE pa3BUBa Npe3 BToparTa nojoBUHA Ha XIX Bek. 3HaUuTEeNeH
PBCT BBB BHHAPCTBOTO ce HaOM0/aBa B HadaslioTo Ha XX BEK, MPEIMMHO B IaTta
Kamudopuus. Unnyctpuara B CAILl mperbprnsiBa cepmo3eH yaap 1o BpeMe Ha
BbBEJIEHUs1 cyx pexcum B mnepuojga 1920-1932 roguna. Tsa 3amouBa cBoeTo Obp30
pa3BUTHE €Ba Npe3 NOoCIeHUs MOJI0BUH BeK. C BbBEXKIAHETO HA HOBUME MEXHOI02UU
U npasumencmeeny NOIUMuKky, BUHAPCTBOTO B CheAMHEHUTE aMEPUKAHCKU IIATH
Oemexu BUCOK moaeMm. U mo nmuec, KammdopHus npoabmkaBa a € Hal-TOJEMUST
IPOM3BOAUTE] Ha BUHO M TPO3JIE B cTpaHara®,

Envn oT Hali-11000NMTHITE MOMEHTH B HCTOPUATA HA BUHAPCTBOTO B AMepuKa

! Fortis, M., A., Sartori, Food & Wine: Quality, Tradition and Innovation, In Fortis, M. (Ed), The Pillars of the
Italian Economy, Manufacturing, Food & Wine, Tourism, Springer, 2016, p. 308.

2 https://data.worldbank.org/indicator/, nocTsnen na 05.03.2023 r.

% Seccia, A., R., Garibaldi, Wine Tourism in Italy, In Lopez, R., Szolnoki, G. (eds.), Sustainable and innovative
wine tourism. Success models from all around the world, Cajamar Caja Rural, 2021, p. 199.

4 Alston, J., Lapsley, J., Sambucci, O., Summer, D., United States, In Anderson, K., Pinilla, V. (eds.), Wine
Globalization, A New Comparative History, Cambridge University Press, 2018, p. 410.
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€ CBBpP3aH ¢ pasmpocTpaHeHuero Ha ¢uiaokceparal mpes XIX Bek. Illerure B
Kamudophust ca orpoMHH. YHUIIOKEHH ca OYTH MOJIOBUHATA OT HacaxIeHusATa. To3u
BpeauTen € npeHeced U B EBpona, xato BpB ®panius ca 3acernatu 75% ot no3ure. B
KpallHa CMETKa € OTKPUTO, Y€ aMEPUKAHCKUME COPMOBe Cad MHO20 NO-yCMOUYUeU Ha
¢unokcepara, B CpaBHEHHUE C egponetickume. 3a ga ce cnacu EBpoma, 3amousa
TIPECAXKTAHETO HA MECTHH COPTOBE BHPXY MOJIOKKH OT aMEPUKAHCKH JIO3HZ,

TpamuMOHHO, NMBTYBaHUATA U TYPU3MBT HMAT JHCUSHEHOBAJICEH NPUHOC 34
ukoHoMmuueckusi pactex u 3aetocrra B CAIll. CektopbT remepupa 1,9 tpunumona
701apa 000poT U OcUTypsiBa oKosio 9,5 MuinoHa paboTHH Mecta. Toil e oT momn3a 3a
BCUYKH OOIIHOCTH, KOMTO ca 4acT OT CheAMHEHUTE aMEpPUKAHCKH IIATH.
[Tpubnu3uTenHO €AHO Ha BCEKU JBajeceT PaOOTHU MecCTa € MPSKO WM KOCBEHO
CBBP3aHO C ObTyBaHMS M TypusbM°. Criopen Joknaa Ha HamuoHanHaTa aconuanys Ha
aMEpUKaHCKUTE BUHAPHH, BUHEHWTE PErMOHM npuBinyar 49,18 mMuimona TypucT.
Pasxonure, KONTO BHHEHUTE TYpPUCTH I'€HepupaT ce paBHsABAT Ha 16,69 munmapna
10J1apa TOAUIIHO. 3a€TUTE KOHKPETHO BbB BUHEHUS TYPU3bM ca Haj 155 Xwisaan aymu.
l'ogumHKTE 3armuiaTé, KOMTO CE€ M3IUIAILAT B CEKTOpa C€ PaBHABAT Ha IOBEYE OT 5
Munmapa gonapa’.

Bropusit naparpa¢ asainu3upa 1 OLIEHsABAa Pa3BUTUETO HA BUHEHUS TYPU3bM B
nectuHauus bearapus. Pasrienana e wucTopusATta Ha BUHONPOU3BOACTBO U €
aHAJIM3UPAHO HErOBOTO ChCTOsiHME. HampaBeHO € mpoyyBaHe Ha BUHEHUS TypHU3bM B
boarapus. Ilogmaparpag 2.1. ,,AHAJIU3 U OLIEHKA HA BUHAPCTBOTO B AeCTHHAIUS
Bboarapusi“ mnpocnensiBa ucropusitTa Ha BUHOTO B bbarapus. AnanusupaHu ca
CTaTUCTUYECKH JIaHHU 3a BUHONPOMU3BOJCTBOTO B CTpaHaTa. ApXEOJOTHMYECKU JaHHU
nokasBart, ue Ha bankanure (B FOxHa Tpakus) BUHOTO € OMIIO MTO3HATO Oule Ipe3 5-To
xuiL. ip. Xp. IMeHHO 3a Opegnume mpakuticku niemena ce € Ipearoaraio, 4ye ca 1aiu

3HaHUsITA 3a HallpaBaTa Ha BHHO Ha XCTH, apa61/1, I'bpuy, PpUMIIAHU U KCJ'ITI/IS. Ha

! ®unokcepara € By ApebHO HACEKOMO, KOETO MapasMTHpPa BbPXY KOPEHWTE Ha PACTEHHMETO, Ch3JIaBaiiku
MHKPOPaHH, pe3 KOUTO CJIe TOBA B JI03aTa MPOHUKBAT OakTepuu U BupycH, https://decanter.bg/blog/phylloxera/,
nocteiieH Ha 19.03.2023 r.

2 Sumner, D., H., Bombrun, J., Alston, D., Heien, North America, In Anderson, K. (ed.), The World’s Wine
Markets, Globalization at Work, Edward Elgar, 2004, p. 189.

3 ITA, National Travel & Tourism Strategy, 2022, p. 3.

4 https://wineamerica.org/economic-impact-study/, noctsnen Ha 21.03.2023 roauna.

® Teoprues, C., TeHIEHIUH B JI03apO-BUHAPCKMA ceKTOp B Bbirapus 3a nepuopa 2015-2019 r., C60pHuK ¢
Jokinaay ot IIbpBa HanMoOHaTHA Hay4YHA KOH(EpEeHINs 3a CTYAEHTH, JOKTOPAaHTH U MJIaIN yueHH ,,lHoBauu u
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TEpUTOpHUATAa HA JHEIIHA bbirapus Morat aa ce HaMepsIT MAaTepUaIHU CIEAu 3a
OTIJICKJAHETO Ha JI03a U npepaboTKaTa Ha rPO3JIETO MOUYTH HaBcAKbAe. KaTo nmpumep,
MO3Ke€ J1a TOCOYHM TpakuiickaTa Moruia, kpai c. Ctapocell, KakTo U TPAaKUHUCKUST rpaj
I[lepnepukon kpait Kppmxanu®, Hammre 3eMu ca HCTOPHYECKU CBBP3aHH C BUHOTO U
HErOBOTO IPOU3BOACTBO. MajKo ca CTpaHUTE IO CBETA, KOUTO MOraT Ja Ka)xarT, 4e ca
poJliHAa Ha BHHOIPOU3BOACTBOTO. ChllecTBEH (akTop, 0OyCIaBsIl BUHAPCTBOTO B
bearapus e u reorpadgcekoro nmono:xxkenue. CrpaHara HU ce Hamupa Ha 43 mapanen
ceBepHa mmpuHa. Ha cwmoro pasnonoxenue ca @penckama pusuepa, Kpumckuam
noayocmpos u Kanugopnus. CTbHIIETO U MEKHST KIIMMAT Kpai TO3W mapasen ch3aaBaT
WIeaTHH YCIOBHS 3a OTIVIEkK/IaHE HA BEMKOJEITHU BUHEHH copToBe?. Ha cienpamara
I'pacduka Ne 2 ca mpencTaBeHU MOKa3aTeIUTe HA TO3U OTPACHI 3a MOCIEAHHUTE JIECET

TOJUHH.
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I'padpuxa Ne 2. Brarapckara BuHapcka uHaycTpus B nepuoaa 2011 — 2021
roJuHAa
H3moynux: CuctemaTtusanusa Ha aBTopa 1o ganau Ha OIV, 2021.

Ha rmo6anHo HUBO, cTpaHaTa € jajied OT BOACIIMTEe BUHAPCKH CTpaHu. bearapus

CC HapeXK/Jaa Ha ABAAE€CET U BTOPO MACTO B CBCTA 110 npouaeo()cmeo Ha BUHO. CTpaHaTa

KOHKypeHTocrocooHoct, 2020, c. 102.

! Xpucros, JI., Aurenosa, M., Bunenn mapuipytn B Bbirapus, cGopHuK ¢ jgokiaamd or HaydHo TpHiioxHa
KOH(EepeHIHS C MEXTyHapOIHO YIacTHE ,,BB3MOXKHOCTH U MPOOIEMH 32 Pa3BUTHETO HA alITepHATHBHUTE (HOPMHU
Ha TYPHU3bM B MAIKUTE CEJMIA", aKaIEMUTHO H3AaTelcTBo npu LleHThp 3a eBpouHTerparys u Kyntypa Ha BY3K
ITnosaus, 2011, c. 175.

2 loescka, E., BpecToBuIla — BUHEHATA TYpUCTHYECKA HAXO/KA Ha MIOBJUBCKUS PETHOH, COOPHUK C JOKJIAAH OT
HayuHo mpmiiokHa KOH(EpeHIHs ¢ MEeXAYHApOTHO ydacTue ,,Bb3MOKHOCTH M mpoOieMu 3a pa3BUTHETO Ha
anTepHaTHBHATE (GOpMH Ha TypH3bM B MAaJKHTE CEIHMINA“, aKaIeMHUYHO wH3AaTesicTBo mpu LleHTHp 32
eBpouHTrerpanus u kynrypa Ha BY3K ITnosnus, 2011, c. 195.
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HHU € ABajeceT W TpeTa I10 U3HOC, TPUAECeT M CeAMAa 10 KOHCyMalus U meraecer u
mecra 1o BHoc 3a 2021 roauna. Ilo oTHOLIEHHE HA JO30BUTE HACaXACHUS, TE€ ca B
pa3mep Ha Masiko Haz 65 000 xekrapa wiu 24-1o MACTO B cBeTa. Bb3 OCHOBA Ha TaHHUTE
or I'paduka 2, moxkeM Ja HANPABUM CJeJHUTe HM3BOAM 32 JI03apO-BHHApCKaTa
npomunuieHocT Ha boviarapus. Kato 1smo, cekTopbT ce pa3BuBa CTAOMIHO Mpe3
NOCNEAHOTO JECeTHSIETHE. YBEIUYCHHETO Ha MPOU3BOJCTBOTO M MOTPEOICHUETO
TOBOPH 32 HAPACMBAWO Mbpcere Ha Ob12aAPCKO 8UHO.

Honmaparpa¢ 2.2. ,,AHa/I43 1 OLIECHKA HA BUHEHUS] TYPU3bM B JeCTHHAILUS
Bwarapus® npocnensBa 3apakx1aHeTO HA BUHEHHS Typu3bM B bbearapus. OueHenu ca
BUHAPHUTE B CTpaHaTa, KOUTO MIpesiaraT Typru3bM. BHUMaHHETO € HACOYEHO KbM Opost
Ha BUHOINIpou3BoauTenure B buirapusi.

Karo mnwpea seunapma, npennarama OpraHu3MpaH BHHEH TYPU3bM MOXKE Ja
nocounM Bunmpom JIsickoBen. B Hes, pe3 1975 roaunHa 3amoyBa MocpeliaHeTo Ha
TYpPUCTH IO JMHUS Ha ToraBaliHus Typoreparop bankantypuct. B Hawanoro ca ce
MpejJiarajd COpPTOBH BHMHA 3a JIETyCTallUsi, HO BIIOCJEACTBUE Mporpamara € Ouia
pasmupena. Typucture ca OWiIM 3al03HaBaHU C UCTOPUSTA HA MIPEATNPUITHETO U CE €
IpeIarano MoceleHre Ha NPOU3BOICTBEHUTE LIEX0BE™,

Bbropeku ue ce mpuuMcisiBa KbM cmpanume-uHonpouzgooumeny ot ,,Ctapus
CeaT®, criopesa crenuaiucTyd B OpaHila, CTpaHaTa HU CE OMpeJesiss KaTo clie/Baliara
cMeceHa cTUiIucCTHKa. TS mpermra B ce0e CH €IEeMEHTH W OT ChbXPaHCHHUS
TPaAUIIMOHAIN3BM, U OT MOJICPHUCTUYHUS MPUBKYC, MPUCHIN HA ,,HOBUTE® CTpaHH-
BUHOIPOU3BOJUTENH, KOUTO B IMOCJICTHUTE F'OJMHH BCE MO-KATETOPUYHO CE€ 3asIBSIBAT HA
ME:KIyHapOJHATA CLEHA M CE NO3HIMOHKUPAT CPeJl TUAEpHUTE B OpaHIIa’,

[TouTn BCHYKM BHHApPHM C MECTA 3a HACTAHSABAHE Npearar MOCCIICHUS Ha
n3bara u nerycranuu. [loBeue OT moJlOBUHATA OT BUHAPHHUTE C HACTAHSIBaHE pasoarat
C BBTpEIICH W/UiK BBHIIEH OaceitH. [lo-penku ca cma 1ieHTpoBeTe, HO HAIMYUETO Ha

OTJIENHH Clla ChOPHKEHHS M YCIyTH € INMPOKO pasnpocTpaneno’. Ilpes mocneanute

! Takos, [I., BUHOTO — YHUKAJIHO IPUPOJHO JekapcTBo, M. EnpoBue, 2011. c. 3-25.

2 Tumutposa, I'., KoHKYpeHTHO NO3MIMOHKMpAaHe HA ObIrapckara BUHapcka nHAycTpus, COOpPHMK ¢ TOKIaay OT
[IppBa HamuMoHaTHA Hay4YHa KOH(GEpeHIWs 3a CTYICHTH, JOKTOPAaHTH W MIagu y4YeHH ,VIHOBammu U
KOHKypeHTocmnocobnoct®, 2020, c. 16.

% MapuHoB, B., AHaiu3 Ha MeCTaTa 3a HACTAHABAHE, CBbP3aHH ¢ BUHAPHU B Bharapus, Foqumnuk Ha Copuiickus
yuuBepcurer ,,CB. Kiiument Oxpuzcku‘, 'eonoro-reorpadcku paxynrer, Kuura 2 — I'eorpadus, Tom 113, 2022,
c. 352.
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TOJIMHU C€ U3rpaKJaaT HOBU U MOJEPHH M30H, CIIELMAIM3UPAHU B IPOU3BOJICTBOTO HA
BHCOKOKAa4EeCTBEHU BHHA. B MHOro pailoHM Ha cTpaHaTa Ce 3acaJaT HOBU COPTOBE
rpo3ae. 3amnoysa Ja ce NOosIBsBa €IHO HOBO IOKOJIEHHE BUHAPHU, 38 KOUTO KAYeCmeomo
e Ha nvpeo macmo. B Te3n ycioBus ce 3apakJa U BUHEHUAT Typu3bM. BaxkHo € na
YTOYHUM, Y€ MPOLIECHT Ha IPOU3BOJICTBO HA BUHO, CaM 10 ce0e CH He BOJIM JI0 MOsABa Ha
BMHEH TYpU3bM..

[lo nannu Ha WM3mbiaxHuTenHata areHuus mo jo3ara u BuHoto (MAJIB), B
cTpaHaTa uMma peructpupanun Haja 350 BUHApPCKM CTOMaHCTBA. TexHUAT Opoii
HEMPEeKbCHATO pacTe, KOETO € JA00bp CUTHAN 3a BUHEHUS Typu3bM. BhIpeku ToBa,
mepBute 10 kommanmu gbpxkar 65% or masapa’. Karo HU3KIIOUMM TOJIEMHTE
npeanpusitTusi, padorenmre BuHapHu B bbiarapus ca okoso 160 Ha 6poii, a 70-80 oT Tsx
npennarat gerycranuu. Oxono 15-20 pasnonarat ¢ 6a3a 3a HacTaHsBaHE, KOSITO € Ha
BHCOKO HHMBO®,

B crpanara, Hai-O1M30 10 ONpeneNeHHWETO 3a BHUHEHH MapIIPpyTH ca
n3paboTeHuTe OT MUHHUCTEPCTBOTO Ha TypuU3Ma ChbBMECTHO ¢ MUHHUCTEPCTBOTO Ha
3eMeJIeJINeTO, XpaHUTE U ropuTe 12 BUHEHO-KYJIUHAPHU AecTUHAIMU. TexHuar 6poi
He e cinyyaeH. JlectuHanuuTe ca u3dpanu na ovaat 12, 3a na omeosapsim na 6pos Ha
Meceyume 6 eoounama. Te ca NUTUTANM3UPAHM W ca JOCTHIIHM Ha caidTa Ha
Munwucrepcto Ha Typusma®. Ilpes 2023 roamma, MMHHCTEPCTBOTO Ha TypH3Ma
npeAcTaBd NObPBUS oOpuUuaJeH BUHHeH MapwmpyT ,Jloimnara Ha Crpyma“.
OuakBaHusATa ca Ja ObJIaT OTKPUTHU OIle MOJOOHU MapIIPyTH, KAaKTO U Ja ce U3paboTH
HOBa JIMTUTAJIHA TyPUCTUYECKa KapTa Ha Bbeirapus®,

Ioxnaparpa¢ 2.3. ,,AHa/IU3 U OLlEHKA HA Bb3MOKHOCTHTE 32 Pa3BUTHE HA

BHHEH TYpPU3bM B JecTHHANUA bbarapus® ananuszupa TypuUCTHUECKHS CEKTOP B

! Rangelov, Ch., Wine tourism in Bulgaria — routes and destinations, Yearbook of Varna University of
Management, Volume XVI, XVI International scientific conference ,,Digitalisation of the science education,
busiess and tourism®, 2021, p. 116.

2 Unrepsio ¢ Eprenun XapaMIumiicku, usi. IUpeKTop Hax ,,Jlomeiin boiiap®, https://www.bloombergtv.bg/a/19-
svetat-e-biznes/101342-desette-top-vinarski-izbi-v-balgariya-darzhat-65-ot-pazara, nocrbnen na 24.03.2023 r.

% Wureprio ¢ Meaiino Karepcku, Ipeacematen Ha bBbirapckaTa acolualusi Ha BUHEHUTE €KCIEPTH,
https://www.bloombergtv.bg/a/17-v-razvitie/109719-konkurentnite-predimstva-na-balgariya-sa-vav-vineno-
kulinarniya-turizam, moctsies Ha 30.10.2022 r.

4 MuHuCTepcTBO Ha TypusMa, https://www.tourism.government.bg/bg/kategorii/novini/vineno-kulinarnite-
destinacii-sa-digitalizirani-i-dostupni-na-sayta-na, gocteren Ha 15.10.2022.

5 https://www.investor.bg/a/554-lifestyle/369676-trima-ministri-otkriha-parviya-vinen-marshrut-v-balgariya,
nocThileH Ha 24.11.2023 r.
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boarapus. IloctaBeH € akIEHT BBPXY MEXKIYHapOJHU OTJIMYHUS, CIEUENIEHU OT
OBIATapCKHU BUHAPH.

[To nannu na HCU, nocemienusra Ha ayxaeHiu B bwarapus 3a 2022 roguHa ca
Hag 10 munuona. OT TAX, ¢ LIeN MOYMBKA M €KCKyp3us ca Ounu Hax 4 mutronal. 3a
IIBPBUTE JECET Mecena Ha cbliara roguHa, bHb oruurta Han 4,8 munumapna nesa
IPUXOMH OT 9yXKJIECTPAHHH TypucTh. TpaauIIMOHHO, HAii-MHOTO TypUCTH B Bhirapus
uasat ot EBponelickus cbro3. [1o nanun Ha CBETOBHHUS CHBET 3a IbTYBaHE U TYPU3bM,
CTpaHaTa HMU € MPEANOYUTaHA JECTHUHAIMS 32 PYMBHIIM, T€PMaHIU, TYPIU U TbPIIH.
Ckok ot 4% ce HabmionaBa Mpu ykpauHckuTe Typuctu npe3 2021 rogumHa crpsmo
MPEIXOAHUTE TOANHU, KaTo gocturat 10% oT BCHUYKHM 4yKIE€CTpaHHU MOCETUTETH®.

N300pbT 3a mpakTUKyBaHe HA aJieH TypU3bM 3aBUCH KaKTO OT BB3pacTTa, TaKa
U OT creneHta Ha akTuBHOCT. Okono 40% or Objirapure mbTyBaT TMOHE BEIHBK
roguniHo. [Ipe3 2020 roauna, 64% oT OBITAPCKUTE TYPUCTH Ca U3MOJI3BAIM UHTEPHET
KaTo M3TOYHHK Ha uHdOpmaiug. B chIIOoTO BpeMe, KOJKOTO MOBEYE CE IMOBHUILABA
BB3pacTTa Ha TYPUCTUTE, JACTHT HA MPAKTHUKYBAIIUTE CHCIUATU3UPAH TypPU3IBM KaTO
BHHEHHMS CHILO cE yBeanuaBa’,

[Ipe3 2020 rogmna, BUHApHH OT bbarapus mnedensar oOuo 22 OTAUYHUS Ha
cBeToBHUSI KOHKYpc Vinalies International B Ilapmxk. C Hali-MHOTO OTJIHYHSA, LETH
cezieM, € u3bpano suromo om cepusma Kabune na uzba ,,Buna Améon . Jipe ronuan
MO-KbCHO, HA CHIIOTO CHOUTHE, CEpHsITa BUHA TEYENAT PEKOPAHU OceM Ipu3a. To3u
mbT, GPEHCKUTE CIEIUATNCTH OTIM4YaBaT BUHOTO PesepBa oT copta Mepno 2015 ¢
['onsim 31maten menai.

[Ipez 2021 roauHa, ObJArapcka mu30da MoJy4aBa IOPEeJHO CBETOBHO
npu3Hanue. Ha equH oT Haif-rojemMuTe BUHEHHM KOHKypcu B cBeta Mundus Vini,
sunapua ,,/lomeiin Botiap“ e obssena 3a Haii-006vp npouzsooumen om bvreapus.

KOHKpr’I)T € ¢IUH OT HaM-roJIeMHUTE U NpEeCTMKHU B CBCTA, KAaTO BCAKa IrOAWHa CC

OLIEHSBAT MPOOH OT HAl-T0OPUTE MPOM3BOAUTENH B 1T CBAT. CHOUTHETO Ce MpOBEXIa

! https://infostat.nsi.bg/infostat/pages/reports/result.jsf?x_2=1808, nocTsnen Ha 26.03. 2023 r.

2 https://www.tourism.government.bg/, nocrsien na 26.03.2023 r.

3 https://wttc.org/research/economic-impact, nocrbnen na 26.03.2023 .

4 TIpoun Ha TypucTa, https://www.tourism.government.bg/sites/tourism.government.bg/files/documents/2019-
10/ministry_of tourism_profilna_turista 2020 p3.pdf, nocrenen na 29.10.2022 1.

5 https://www.economic.bg/bg/a/view/zlatni-medali-za-balgarskoto-vino-kabile-vav-frantsiya- 114870, noctsnen
Ha 26.03.2023 1.
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exeroaHo B Houmar, ['epmanusa u npeamecTsa Hali-roiasiMOTO U3J105KEHUE 33 HAITUTKU
B EBpona — PROWEINL,

Bopaemu BUHAPHU, KOUTO OCBEH Ja MPOU3BEXK AT KAU€CTBEHO BUHO, Pa3BUBAT U
BUHEH Typu3bM B bbarapus ca Muoanuoape Ecmeiic, Buna Meanux v Bunapcko umenue
Jpacomup. Y1 Tpute n36m ce Hapexaat cpen 100-Te Haii-100py BUHEHU JIECTUHALINM B
cBeTa, cropes npecTusxHaTa knacanus World’s Best Vineyards 3a 2022 roauna?,

Tpern mnaparpad pasriexnaa OCOOCHOCTUTE HAa AHKETHOTO MPOYYBAHE H
IBJI0OOYMHHUTE MHTEpBIOTa. [IpeicTaBeHn ca METOaUTE 3a MPOBEXKJAHE HA AHKETHO
npoyuBaHe u Jwia0ounHHA uHTepBioTa. I[logmaparpa¢g 3.1. ,,OcoGeHoctu Ha
AHKETHOTO TMpPOy4YBaHe M JIbJ0OOYMHHUTE HHTEPBIOTA® aKIECHTHPA BBPXY
KJIacu(PUIIUPAHETO HA HAYYHUTE U3CIIeABAHUSI.

ABTOpPBT u30Mpa METO/JAa HAa aHKeTHATAa KapTa, 3all0TO TOM HMMa peauia
MPEIUMCTBA, KaTO CbOUPAHEmMO HA 20J5M 00eM OAHHU 68 KpambvK Nepuoo om epeme.
OcBeH TOBa, upe3 Bb3MOXKHOCTTA 3a MOMBJIBaHE HA BBHIIPOCHUIIUTE OHJIAMH C€ JlaBa
BB3MOXKHOCT Ha PECIIOHJEHTUTE Jla OTTOBApAT B YA0OHO 3a TsX Bpeme U mscTo. [lpu
n300pa Ha BBIIPOCUTE Ca B3ETH I10]] BHUMAHUE IEIUTE Ha JUCEPTALMOHHUS TPyHd. 3a
W3TOTBSHETO Ha BBIPOCHUKA Ca AaHAJIM3UPAHU KOHKPETHH COILMOJOTHYECKHU
MIPOYYBaHMUsI, CBbP3aHU C BUHEHUS TYPU3bM.

AHKeTHaTta Kapta cwhabpka 24 BbHpoca. M30pan e 3ameopen mun Ha
omeoeapsHe. IIlpuunHata e TaBHO mopaau Obp3ata o0padoTka Ha pesynrtatute. [lox
BHUMAaHUE € B3ETO TPATUIIMOHHOTO HAIMYUE Ha uycoecmpannu mypucmu 6 bvieapus,
KOETO Hajara npeBeXIaHeTO Ha aHKeMHAma Kapma Ha AHeIUUCKU e3UK.

Homnmaparpag 3.2. ,,CbmHOCT, MNOKAa3aTeJd W OrPAHUYEHUS TIPH
NPoBeKIaHe HA eMITUPUYHOTO M3CJeABaHE* pa3TiekKaa EMIIMPUIHATE U3CIICABAHUS
B TSIXHATA ChIIHOCT. Te3u mpoy4yBaHus c€ OCHOBAaBaT Ha HAOJIO/ICHUS U €KCIIEPUMEHTH.
Te OuBar mpuiaranu, 3a Ja c€ MOTBBPASAT WU OTXBBPIAT TEOPHH, XUIOTE3U HIH
MHeHMs. EMnupuyHWTE U3CIENBaHUS C€ HU3MO0J3BAaT B MHOIO pa3JIMYHUA HAy4HH
obnactu. Hsikou OT TsIX ca COIMOJIOTHS, ICUXO0JI0THs, (hU3uKa, OMOIOTHS U UKOHOMUKA.

BaxHo e 1a orOesiexkuM, ye OCHOBEH NMPUHLUII MPU TIX € HAYYHAMA 0OOCHOBKA U

! https://forbesbulgaria.com/2021/05/05/domaine-boyar/, noctbien Ha 26.03.2023 r.
2 https://dragomir.bg/world-s-best-vineyards/, noctenen ma 25.11.2023 r.
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sanuoHocmma Ha unH@opmayusma. Te3nm wuscnenBanus TpsOBa na ObAaT 100pe
3aMHCIICHU U M3ITBJIHCHH, 3a JIa CE TapaHTHpa TOYHOCTTA Ha JAHHUTE U H3BOJAUTE, KOUTO
IIe MOCIeaBAaT OT TAX'.

ABTOPBT CUHTA 3a BaXHO Ja MNPOyYd W NHKBJIA HAa eMIHPHYHHUTE
uzcjaeaBanus. Toll e Hayuen memoo, KOUTO Ce U3MOJ3BA 3a CbOUPAHe, AHATUSUPAHE U
unmepnpemupane Ha oannu. ChCTOU ce OT meT ¢a3m, KaTo € MPUETOo, Ye BCAKA eHA OT
TAX € TOJKOBa Ba)KHA, KOJIKOTO € U cliefBamiaTa. 103W HaydyeH METOJ] MOXKeE
MTOCJICIOBATEITHO Ja ONPEACIIA XUIOTE3UTE 3a TOBA KaK (DYHKIIMOHUPA JaJIeH CyOeKT U

CJIC TOBA Aa I' ITPOBCPHU CIIPAMO CMIIMPUYHUTC JaHHU. HpI/IeTO C, uc TOM € TUIIHUYEH 3a

e lyKTUBHHS MOAXO0J B HayKkaTa (6oic. Puzypa Ne 4)?,

Ouenka Hao/ionenne

TecTBane Nupyxuus

Hexyxnus

®urypa Ne 4. [IlukbJ Ha eMIUPUYHUTE U3CTEABAHUS
Hsmounuk: CucremaTuzanys Ha aBTopa

Hommaparpagp 3.3. ,Meroaumka 3a mnNpoBekIaHE HA EMIUPUYHOTO
u3cjeBaHe M AaHAJW3MPaHe HAa CbOpPaHMTe JaHHM“ HAcOYBAa BHHMAaHUETO KbM
TEXHOJOTHSATA 3a MpOBEXAaHe Ha u3cieaBaHeTo. [IpeicTaBeHM ca MOAXOABT MPHU

HU3BBPIIBAHC HA AHKCTA U IMOCJICIOBATCIHOCTTA OT I[CI\/’ICTBI/IH npu Z[T)J'I60‘-II/IHHI/ITC

! Tapaunos, E., OcnoBu Ha HayuHuTe H3cnensanus, Kak qa paspadorum maructbpeka teza?, BCY | UepHopusen
Xpabsp*, YU, 2014, c. 20.
2 https://www.techtarget.com/whatis/definition/empirical-analysis, nocrsnen na 29.03.2023 .
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uHTEpBIOTAa. KOHKPETHOTO aHKETHO MPOYYBaHe € MPEANOYETEHO 1a ObJIe MPOBEIACHO
U3YANo OHIAQUH. ABTOPBT HAa [JUCEPTALMOHHHMSA TPYA MH3MOJ3Ba COIMAIHUTE
NPUIOKEHUS 3a pa3npoCcTpaHeHue Ha aHKeTara. M3npamianeTo u craBa upe3 Facebook,
LinkedIn u Instagram. Ts e uzpaboTena upe3 oniaitn nactpymerta Microsoft Forms,
KOWTO € "acT oT O6e3mnataute yciayru Ha Microsoft Office 365.

A bJI00OYMHHUTE HHTEPBIOTA Ca OCHIIIECTBEHU MPE3 MECEUTE anpui U mai 2023
roJuHa. YCTaHOBEH € KOHTAKT C GUHEHU eKcnepmu, COOCMEEeHUYU Ha Mypucmuyecku

azeHyuu 3a 6UHeH MypusvM U GUHEHU UHPYEHCBPU.

I'naBa Tpera
HOAOBPABAHE HA BBb3MOKHOCTUTE 3A PASBBUTHUE
HA BUHEHUA TYPU3BM B AECTUHALIUA BBJIT'APUSA

['maBa Tpeta nMa 3a 1€ J1a HOCTaBH aKIEHT BbPXY Bb3MOXHOCTUTE 32 Pa3BUTHE
Ha BUHEHHUS Typu3bM B bbarapus. l3cienoBaTelcKusT MHTEpEC € HACOYEH KbM
M3pa0OTBAHETO HAa AaBTOPOB MOJEN 3a BHEAPSBAHE Ha WHOBAIMU, KAKTO BbHB
BUHOIIPOU3BOJICTBOTO, TaKa U B MpeJJlaraHeTo Ha TYPUCTHYECKH yciayrd. B pesynrar,
C€ OTKpOsSBaT HACOKM U TMPENOpbKU 3a Pa3BUTHUETO HA BHUHEHUS TYpPU3bM B
JECTUHALIUSATA.

II'spBu maparpa¢ HacoyBa BHUMAHHUETO BBPXY PE3YITATUTE OT IMPOBEICHOTO
AHKETHO MpOy4YBaHE U JABJIOOUYMHHHUTE WHTEPBIOTA ¢ ekcriepTu. B moamaparpad 1.1.
»wilemorpadgcku npodgui Ha pecOHACHTHTE B AHKETHOTO NMPOy4YBaHe* ouepTaBa
npodusa Ha yYaCTHHMIINTE B aHKETHOTO MpOydYBaHe. BHUMaHMETO € HACOYEHO KbM
aHaJM3a Ha TeXHUTE aeMorpadcku xapaktepuctuku. Chb3AaieHo € pa3npeeieHue mno
MIPU3HAK BB3PACT, O] U HAIJMOHAIHOCT.

B npoBeieHOTO aHKETHO MPOyUYBaHe, y4acTue B3exa 00110 278 pecrnoHIeHTH. 3a
SICHO M TOYHO aHaJIM3UpaHe Ha JaHHUTE, B HIKOUM OT BBIPOCUTE paszjeiisiMe
aHKETUpaHWUTE B J[BE IPyNu — ObJArapm u uyxaeHuu. OOHIOTO pasmpenereHue Ha
PECTIOHCHTUTE CIPSIMO TAXHOTO IpakaaHCcTBO €: 185 6barapu (66,5 %) u 93 (33,5 %)
gyxaeHu. Ctatuctuueckara o0paboTka Ha ChOpaHUTE NaHHU HATJIEJHO TMOKa3Ba, ue

Hal-ToJIAM € JACNbT Ha Bh3pacToBara rpyna 25-34 roaunu (49%). Ha cneaBamo mscto
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ce Hapexaar xopara mexay 35-44 rogunu win 24%. Bwb3pactoBata rpyna 45-54 ce
HapeXkJa Ha TPEeTo MsCTO. B aHKeTata He ca B3esqu ydactue juia nox 18 roaunu (sorc.

Duzypa Ne 5).

7% 6%

B [Tox 18 roguuu M 18-24 roguan ™ 25-34 roguau
B 35-44 roguau M 45-54 roguau Hax 55 roqnnu

®urypa Ne 5. Paznpeesnenne Ha pecCiOHAEHTUTE M0 NPU3HAK Bb3PacT

H3mounuk: CucremMaTu3anus Ha aBTopa 10 JaHHU OT aHKETHOTO IIPOy4BaHe
AHaIM3BT NPOIBIDKABA C BTOPHUS BBIIPOC, OTHACAII C€ IO MPH3HAKA MOJI (8orcC.
@ueypa Ne 6). Ot momydeHUTE Pe3yNTaTH U3BEXKIAMe 3aKII0UEHHETO, Y€ IT0-aKTUBHU
ca OWJIM pPecroHAEHTUTE OT JKeHCKU noj. OOsicHsBaMe To3u (akT C TOBA, Y€ KCHUTE

OTKJIMKBAT ITOBCYC HA PA3JIMYHU aHKCTHU IMPOYUBAHUS.

B Mnxe B )Kenu

®durypa Ne 6. Pa3npenesieHue Ha peclOHIEHTUTE M0 MPU3HAK MOJI
H3moynuk: CuctemaTn3alus Ha aBTOpa 1O JaHHU OT aHKETHOTO MPOYYBaHE
[IpakTKyBaHeTO Ha BHHEH TYpH3bM HU3HMCKBA pa3jMdeH Ha Opoil pa3Xxoju.

ABTOPBT Ha JAUCEPTALMOHHUSL TPYI, CUMTAa 32 BaXXHO Ja pasriena pe3yJiTaTUTe
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MOOT/IEIHO cpea Obiarapute W dyxacHnure. [lo To3u HaUWH, OTYMTAME MAKCUMAITHO
00EKTHBHO TOJIYYEHHUTE PE3yJITaTH Mexay aABeTe rpynu. OT Obiarapute, Haii-MHOTO
nmocounar, ye nosyyasat Mexxay 2001 u 3000 niB. Cneaamust no Opoit OTroBopHU cpef
Tax € Haa 5000 nB. Camo nBama ca n3bpanu onmusata o 1000 nB. 'pynata, cbcTaBeHa
OT 4yXACHIM u30upa Hail-uecto otroBopa Haja 2500 eBpo. Btopo msicto 3aemart

pecrioneHTuTe ¢ noxoau Mexay 4001 u 5000 nB. (eorc. Ipaghuxa Ne 3).

ITox 1000 1001 ;8. — 2000 2001 5B. — 3000 3001 nB. — 4000 4001 nB. — 5000 Hazx 5000 nB./
n8./500 Espo  n8./501 — 1000 1n8./1001 — 1500 18./1501 — 2000 518./ 2001 — 2500 2500 EBpo
EBpo EBpo EBpo EBpo

H bparapn M YyskneHuu

I'pajguka Ne 3. Paznpenesnenue Ha pecliOHIEHTHTE 10 MPHU3HAK 10XO0/
HA IOMAKHHCTBO
H3mounuk: CucreMatusanys Ha aBTopa 110 JaHHHU OT AaHKETHOTO IPOYyYBaHE

Hoanaparpa¢ 1.2. ,,IIpennouyntanusi 1 HHTEpPeCH HA TYPUCTUTE, CBbP3aHH
C BUHOTO M BHMHEHHSI TYPHU3BM® pa3riex/aa 3aMHTEPECOBAHOCTTA M HArJacUTE Ha
YYaCTHULIUTE B AHKETHOTO NIPOyYBaHE CHPSIMO BUHEHUS Typu3bM B bbirapus. Bunpoc
M 9 uma 3a 1en Aa yCTaHOBHM /10 KaKBa CTelleH aHKETHPAHMTE €A 3al03HATH C
BUHeHHs Typu3bM B Buarapus (éoc. Queypa NeT). 3a yenume na oucepmayuonHust
mpyo, 0T 0COOEHO 3HAUEHHE NIPE/ICTaBIsABA PaKThT, ye 60% OTroBapsT, 4e ca TOHSIKb/IEC
3al03HATH C BUHEHMsI TypU3bM B CTpaHara. ToBa HM JaBa OCHOBaHHUE Jla cMsATaMe, 4e
IIOBEYE OT IIOJIOBUHATA PECIIOHICHTH UMAT NOHE MUHUMATHU NOSHAHUA 34 PA3GUMUENO

HA mo3u cneyuaiusupan 8U0 mypu3ovm.
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B MHOro 3aro3Hat B JoHsIKB/Ie 3a1103HaT
Huxora He ¢bM 4yyBan 3a BUHEH Typu3bM B bbirapu
B YyxneHiu
®@urypa Ne 7. Pa3npenesienne Ha peClIOHAEeHTUTE CIPSIMO 3aM103HATOCTTA UM
¢ BUHeHUs TYpu3bM B bbiarapus
HM3mounuk: CucteMaTn3anys Ha aBTOpa 0 JaHHU OT aHKETHOTO MPOyYBaHE

AHanu3upaHo € OTKBb/Je Hali-uecTo XopaTa moJy4aBaT HHpopManusa 3a
BuHapHuTe B bbarapusi. OT noiyyeHuTe OTTOBOPU CTaBa SICHO, Y€ XOpaTa HayyaBat
3a BUHAPCKUTE U30U OT npenopvka Ha oauzvk uiu npuamenu — 47%. Conpannu Meuu
karo Facebook u Instagram ce HapexaaTt Ha BTOpo MscTo ¢ 23%.

[IpoyueHO € KO0JIKO 4eCTO PeCHOHAEHTHTEe NMPAKTHKYBAT BHUHEH TYPHU3BM.
VYyacTHULIUTE KaTerOpUYHO H30UpaT, Y€ UM C€ € CIy4YBaJl0 CaMO eOHOKPAMHO.
OtroBopsT crOupa 60%. Ha cineasamo mscTo ca XopaTa, KOUTO BEIHBXK TOIUIITHO
II'BTYBAT C 1ed BUHEH Typu3bM niu 33%. Ot 2 10 3 mbTu rogumHo ca nocoumnu 6%, a
noBeue ot 3 mbTH camo 1%. IlonyyeHuTe OTrOBOPH SICHO Pa3KpUBAT, Y€ GUHEHUSM
mypusvm e ce ouje nenosnam 6 bvineapus.

Hoamaparpad 1.3. ,,MHeHusT Ha eKCHEPTH 32 BbB3MOKHOCTHTE U
NpeIn3BUKATEJICTBATA IIpeJ Pa3BUTHETO Ha BHHeHHMs TypusbM B bbiarapus®
0000111aBa MHEHHUATA U OIICHKHUTE 3a Pa3BUTHETO HAa BUHEHUS Typu3bM B bbarapus.
JIbIOOYMHHUTE HHTEPBIOTA OTKPOSIBAT HIKOJIKO M3BO/A:

e brirapckure TypucTH Bce OIIE HE ca 3all03HATH C BUHEHUS TYPHU3bM.

e Jlumcara ©Ha ngoCTaThbuHO WHPOPMANUSA TO TEMara JOIMBIHUTEIHO
MpeACTaBiIsiBa TPYAHOCT MPEJ] Pa3BUTHETO HA TO3U CIIELMAIIM3UPAH TypU3bM.

e KauecTBOTO Ha OBATAPCKUTE BUHA CE TTOBUILIABA.

e Bce noBeue BUHEHU U301 OTBAPAT CBOUTC BPATHU 3a ITOCCTUTCIIN.
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e VYBenuuaBa ce OpoAT Ha BUHAPHUTE, KOUTO IMpeajarar o0y TypUCTUYECKU
MaKeTH.

Bropu naparpad npeacTaBsi aBTOPOB MOJIEIN 3a Pa3BUTHE Ha BUHEHUS TYPU3bM
B bbarapus. Iloamaparpa¢gp 2.1. ,,/JloOpm npakTMKH B Pa3BUTHETO HAa
BHHOINPOU3BOACTBOTO M BUHEHHS TYPU3bM® MIPE/ICTaBs Pa3IMYHI HHOBAIIUY B CBETA,
CBBP3aHU C BAHONMPOU3BOACTBOTO U BUHEHHUS TYPU3IBM.

TypusmbT € He caMO eHa OT Hal-roJieMUTe UHIYCTPUU B CBETA, HO U OHJIAWH
CeTMEHT HOMep enHo. TypucTtuueckara WHAYCTpUs OE3CHOPHO € 3acernara oT
paspOCTpaHEHUETO Ha MHMOPMALMOHHMTE M KOMYHUKALMOHHH TEXHOJIOTMH .
BuHeHUAT Typu3bM, KaTo 4acT OT CBETOBHHUS TYPH3bM, CBHIIO € BCE MO-TUHAMHYIHO
pa3BHBaIlla ce€ UHAYCTPHSI.

MexayHapoanaTta opraHu3anusi nmo BHHApcTBo u Jjo3apctBo (OlV)
npenacrass npe3 2021 roanHa AOKIIaJ 32 TEKYIIOTO ChbCTOSTHUE U Pa3BUTHE HA HOBUTE
TEXHOJIOTUHU B JI03apO-BUHAPCKUS CeKTOp. OpraHu3aiusaTa OTKposiBa JeBeT OCHOBHU
00J1aCTH HA MHOBALIUH:

e lurepner Ha Hemata (10T) u ceH30pHA TEXHOIOTHSL.

e lskyctBen untenekt (Al).

e Pobortu.

e CarenuTHU U300paKEHUS.

e Texnonorus LIDAR (51a3epHo oTKpuBaHe U 00XBaT).

e biiokueiiH.

e Enexrponen eruker (E-Label).

e Enexrponen ceprudukar (E-Certificate).

e HurenureHTHO ChXpaHeHue (Smart Storing).

[Ipe3 2018 romuHa, aBcTpaidMiiCKUAT BUHOMpou3Boxuten 1reasury Wine
Estates nmpaBu peBoJIIOIMS B IPOMOTHPAHETO Ha CBOMTE BHHA OT cepusra 19 Crimes.
Te BpBexknaT 0dorarena peaanoct (AR) kbM eTukerute Ha OyTHiKHTE. M3M0on3BaHeTOo

Ha Ta3uW TEXHOJIOTHA TpeoOpas3siBa MpeXUBABAHETO Ha KiaueHtute. [Ipomaxburte ce

! Parusheva, T., Digital future of sustainable cultural tourism, Innovation in the science and education, business
and tourism, Yearbook of VVarna University of Management, Volume XVI, 2023, p. 8.
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yBeIMYaBaT OT 4 MUIMOHa Ha 18 MunmMona OyTuinkK B pamMkuTe Ha 18 mecenal,

Enna ot maii-rogemure BuHapHM B cBeta, Accolade Wines, ce dokycupa
OCHOBHO B HMHTETPUPAHETO HA WHOBAIIMM HAa BCHYKU €Talld OT MPOU3BOJACTBOTO U
IPOMOTHPAHETO. YCTOWYMBOCTTAa € KJIIOYOB €JIEMEHT, KAaTo IMOCTaBEHUTE IENH ca
CBBP3aHU C IOCTUTAaHE Ha BBIJIEPOJHA HEYTPAIHOCT, pa3pabOTBaHE HAa MHOBATHBHU
MaTepHaly U HAChbPYaBaHE Ha KPbrobBara MKOHOMHUKaZ. OT BUHApHATA rapaHTUPAT, Y&
98% OT onmakoBKHTE, KOMTO M3M0I3BAaT B ABcTpanus U EBporia Morat 1a ce peluKInpar.
Jlpyra TxHa 11eJ1 € IpeMaxBaHEeTO Ha BCUUKH IUIACTMACH 3a €THOKpaTHa ynoTpeda BbB
BEpHUrara Ha JOCTaBKH .

Jackson family wines e ¢pamunna Bunapaa B CAILl. Ts u3mon3Ba chBpeMeHHH
TEXHOJIOTUH, KaKTO B IIPOU3BOJICTBOTO, TAKa U B IPOMOTHUPAHETO HA CBOUTE MPOIYKTH.
CemeiictBo JlakakchbH cu cbTpyaHuuu ¢ Tesla Energy 3a wmuctamupanero Ha 21
CTAllMOHApHU CHUCTEMM 3a ChXpaHEHUE Ha eHeprus c kamamuter 4,2 MW. Te
MPEICTAaBIIABAT CUTYPEH W3TOYHUK Ha CHEPTUs B HIKOJIKO OT TEXHUTE BHHAPHH.
CwBMmecTHOo ¢ Tom Beard Company, BuHapHaTa HHTErpHUpa CUCTEMa 3a PELUKIMPaHe
Ha BojaTa. Te ycmsBar aa st U3MOI3BaT 10 TPU IBTH B MpoIeca Ha MUEHE Ha OBYBUTE,
Mpenu Ja s U3XBbPJAT B KaHanu3auuara. ToBa crecTsBa NpUOIU3UTETHO 3 MIJIMOHA
nuTpa Boja. Bunaphata pabGotu 3aemHo ¢ Fruition Sciences, KaTo TAXHOTO
MapTHHOPCTBO pPa3pabOTBa HHTEIMIEHTAa CHCTEMa 3a HAIOsIBAaHE 4Ype3 CEH30pH.
TexHonorusiTa ciean HUBOTO HAa COKOBE B JIO3UTE U OMpEAEss Kora Te UMaT Hy’KJa OT
noyiuBaHe. biarogapenue Ha Ta3u MHOBalLMA ce MOJOOpsBa BKyca Ha T'PO3IETO U Ce
HaMalsiBa OTPeOIECHNETO Ha Boa,

Homnaparpa¢g 2.2 ,,PazpaborBaHe Ha MoJes] 3a pa3BUTHe HA BUHEHHS
Typu3bM B Bbiarapusi ype3 BHeIpsiBaHe HAa MHOBANMU® IPEACTaBs MOJEH 3a
MPUJIOKEHHE Ha MHOBALMUTE BHB BUHEHUS Typu3bM. Pasriienanu ca ctpaTernyeckure

mponecCu, KOMTO CC CPCUIAT B ITPAKTUKATA.

1P. Schwab, 19 Crimes: a stroke of marketing genius ... often poorly imitated,
https://www.intotheminds.com/blog/en/19-crimes-wine-augmented-reality/, moctsmen Ha 20.06.2023 .

2 Thinking like a startup: how the CEO of Accolade Wines is disrupting an industry with daring innovation and
intense customer focus, https://www.associationofmbas.com/thinking-like-a-startup-how-the-ceo-of-accolade-
wines-is-disrupting-an-industry-with-daring-innovation-and-intense-customer-focus/, nocreen na 20.06.2023 r.
3 https://accoladewines.com/sustainability/sustainable-brands/, nocrsnen na 20.06.2023 .

4 Cultivating the Future, Triple Bottom Line Responsibility at Jackson Family Wines,
https://embed.widencdn.net/pdf/plus/jfw/rnbbejchtj/jfw_csr_16_WEB.pdf, noctsner Ha 20.06.2023 r.
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Bunenusar tTypusbM ce npeBpblia B €IUH OT Hal-TUHAMUYHO PA3BUBAIIUTE CE
CEeKTOpU B TypucTthueckara uHayctpus. C HapacTBaHETO Ha HMHTepeca KbM HEro
BB3HUKBA U HEOOXOJUMOCTTA OT Ch37aBAaHETO Ha YCTOMYMBHU MOJIECIH 3a pa3BUTHE. Te
TpsiOBa J]a BKJIIOUBAT B ce0€ CU KOHKPETHH CTPATETUH 3a MPUBJIMYAHE HA TIOCETUTEINH,
ONTUMHU3MPAHE HAa TMPOLECUTE BHTPE BHB BHUHAPHHUTE, TMOJ0OpsBaHE Ha
UHppaCcTpyKTypaTa U HachpyaBaHE Ha CHTPYIHUYECTBOTO MEXKAY MPOU3BOJUTEINH,
TYPUCTHYECKU OPTraHU3aIlMU U TPABUTEIICTBEHU HHCTUTYIINH.

3a yenume Ha uzcneosaremo, 1€ pasriieaMme KakBU CTPaTErH4eCcKH MPOLECH Ce
cpelaT BbB BUHEHUS Typu3bM (6o1c. @ucypa Ne 8). ToBa € OT ChIIECTBEHO 3HAYCHUE,

npeau aa INpEMHUHEM KbM HU3TPAKIAHCTO HA MOACII 3a Pa3BUTHUC.

s ™ y N
IlenenacoueHu
[Inanupanu crpareruu
CTpaTernu
(mommTHYeCcKa
(TypucTHYeCKH
MOJIKPETIa)
KaMIIaHUH )
, r
Peanuzupanu ’ Hepeanuzupanu
CTpaTeruu ’ CTpaTeruu
p
( Bro3aukBanm
CTpaTernu
(HOB TIPOAYKT

I WHOBAIIH)

®urypa Ne 8. CtpaTrernyecku npouec BbB BUHEHUS] TYPU3bM
Hszmounux: Anantupano no Harrington, R., Michael, O., Wine tourism strategy
making: a model for planning and implementation, In Lee, K. (ed.), Strategic Winery
Tourism and Management: Building Competitive Winery Tourism and Winery
Management Strategy, AAP, 2016, p. 15.
BuneHUAT Typu3bM € HapacTBalla MHAYCTpUs B cBeToBeH Mamiad. Kato Bcekun
Ipyr CIIENUAIIM3UPaH BUJ TypPU3bM, TOH CE€ BIIHASEC OT MHOI'O M HE3aBHUCEIIM OT HEro

(dakTopu. ABTOPBT Ha IMCePTANMOHHNS TPYA BU3yaln3upa rpaduyHo pazpaboTeHus

39



Bw3moorcnocmu 3a paseumue Ha 6UHEH MYPU3BM 6 Bbﬂeapuﬂ

OT HAacC MOJEJ 3a PAa3BUTHE HAa BUHEHUSA TypU3bM B bbarapus upe3 BHEApsIBaHE HA

uHoBaIw (orc. Queypa Ne 9).

. H3KycTBEHHH
HU3kycTBeH Biokueiin Hei P
uHTeaekT (Al) TEeXHOJIOTHS P
mpesxu (ANN)
w crtyron Oforarena Aururaen
peannocrt (AR) nopTan
H300pakeHust
X Benauur
Cenzopna 0JIOrpaMHA MANTHHE
TEeXHOJIOTUs TEeXHOJIOTUs
32 BHHO
Hosu Conuajanu
PodoTusauus MaTepHaIu mexuu/
3a OyTHaHpaHe Hudayencsrpu
Be3nnnoruun Hogu
JIeTaTeJHI KOMGHHALIMK
anapaTtu .
(1ponose) 0T BKyCOBe
BbuoauHaMu4HO
3emenenne

®urypa Ne 9. ABTOpPOB Mo/1eJ1 32 pa3BUTHE HA BUHEHUSI TYPU3bM
ype3 BHeJPSIBaHe HA HHOBALIMU
H3mounuk: CucreMatnsalys Ha aBTopa

ABTOPOBHMAT MOJeJI MMa 32 LIeJl 1a IPEJUI0KH IPENOPBKHU 3a 10100psABaHETO HA
BB3MOKHOCTUTE 3a pa3BUTHE HAa BUHEH TYpU3bM B JecTuHauus bbarapus upes
MHTEIPUPAHETO Ha MOJEPHU TEXHOJOTHMU. BbBekJaHeTo HAa HWHOBAallUUM BbBB
BUHAPCTBOTO ¥ BUHEHMS TYPU3BbM MOXKE J1a IOBEJIE /10 CICAHUTE NPEAUMCTBA U MOJI3H
3a CeKTopa:

e [loBuiIaBaHe KaueCTBOTO HAa BUHOTO.

e HoBu BUHEHU NPOAYKTH U BKYCOBE.

e [locturane Ha eKOCHOOPA3HOCT.

e PasmupsiBaHe 00XBaTa Ha BUHEHUS TYPU3bM B IECTHHALIUATA.

3a OCHOBa 3a HU3rpaKaAaHCTO Ha aBTOPOBUA MOZCII Ca U3MOJI3BAHU IMOJTYYCHUTC
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pe3yJTaTh OT aHKETHOTO MPOYYBaHE U JIbIOOYMHHHUTE MHTEPBIOTA C eKcrepTH. Upes
TAXHOTO ChYETAaBaHE C HM3CJEIBaHUATA MO MpolieMaTukaTta U OTKPOEHHTE J00pu
IIPAKTUKH C€ ITOCTUTA peaIn3alysaTa Ha ThPCEHUS MOJEIL.

Homnmaparpa¢g 2.3. ,IIpujio:keHne Ha aBTOPOBHS MOJeJ 3a Pa3BUTHE HA
BUHEHHUS] Typu3bM B bbirapusi 4ype3 BHeApsiBaHEe HA HWHOBALMHU® pasriexaa
pa3IMYHUTE 4YacTU B MpeUIokKeHHs aBTOpoB Mojen. IloctaBeH e (okyc BBpXy
VHOBALIMUTE U Bb3MOKHOCTUTE, KOUTO TE NpeyIaraT B KOHTEKCTa Ha BUHEHUSI TYPU3bM.

Yactu OoT Mojzena ca M3KIIOYHTEIIHO JIECHU 3a NPUIOKEHHE B MAJIKHTE H
ceMeilHM BMHAPHH, KBJECTO KalalUTEThT HAa IPOU3BOJICTBO HE € TOJKOBA TOJISAM.
[loaxondamy e 3a Te3u NPOU3BOAMTENH, KOUTO HAOIAraT Ha Ka4ecTBOTO, a HE Ha
KOJIM4ecTBOTO. Upe3 mpuiaraHeTo Ha HHOBAallMM B IIpolieca Ha IIPOU3BOJCTBO,
BUHAPHMUTE I1[€ NMAT II0BEYE BPEME J1a PA3BUBAT CBOATA TYPUCTUYECKA IEUHOCT.

Bunapckure n30u MoraT sa BHEAPAT CeH30pHA mexHolo2us B Tpoleca Ha
OTIJIEKAAHE Ha JIO3UTE. BKIIOYBAHETO HA X0.102pamHa mexHolo2us IO BpEME Ha
BUHEHHUTE JIETyCTalluu 1IIe pa3HooOpa3u npexuBsBaHeTo Ha Typucture. Lo ce oTHacs
710 TIOMYJIIPU3UPAHETO HA TEXHUTE MPOAYKTH — MHCTAIMPAHETO HA B€HOUH2 MAWUHU HA
CTPATETMYECKU MECTa L€ MOMOTHE 3a TIXHOTO MO3MIMOHMpaHe. M3mnoi3BaHeToO Ha
coyuanHy MeOuy U THBECTUIIMSTA B TAX MPEIOCTaBs HA U30MTE JOCTBHI 0 MO-MJIaJ0TO
nokosenue. [1o To3u HaunH, CbBPEMEHHUTE TEXHOJIOTMHU IIPEAOCTABAT Bb3MOKHOCT HA
TYPUCTHUECKUTE OOEKTH, BKJIIOYUTEIHO W BHUHAPHUTE, Ja Pa3MIUPAT 3HAYUTEITHO
JIOCTBIIA CH JI0 HOBU KJIMEHTH U Ma3apH™.

Tpern naparpa¢g npenara KOHKPETHH HACOKH U MPENOPBKU B PA3BUTHUETO HA
BUHEH Typu3bM B bbarapus. Ananusupanu ca pa3audHu (UHAHCOBH MHCTPYMEHTH 3a
MIOATIOMAaraHe Ha Typu3Ma B cTpaHarta. Pasriienanu ca onpenesieHu Npeau3BUKATENICTBA
IIpeJl BUHEHMsI TYPU3bM B yCIIOBUS Ha HemnpeaBuacHu cutyauuu. Illogmaparpag 3.1.
»Hacokum 3a pasBuTHEe HAa BHHEHUS Typu3bM B bbiarapusi upe3 pa3iuyHu
(pMHAHCOBM MHCTPYMEHTH® aHATW3Wpa Pa3IUYHU (PUHAHCOBH MHCTPYMEHTH, KOUTO
MoOTart Jia ce U3MOA3BaT OT BUHONpou3BoauTenuTe B brarapus. O6bpHaTO € BHUMaHUE
Ha ChUIECTBYBAIIUTE U3TOUHUIIM Ha (MHAHCUPAHE B OBIATapcKus Typu3bM. Pasrienanu

Ca Bb3MOXXHOCTHUTC 3a IPUBJINYAHC HA CPCACTBA, KOUTO EC npecaoCTaBs Ha CTpaHaTa.

! Tlapyuiesa, T., [no6anusauus B Typusma, Uzmarenctso ,,Asanrapa [puma“, 2010, c. 160.
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KonkpeTrHo TypucTrueckara nmonutuka Ha bearapus ce GuHaHCHpa OT HIKOJIKO
u3To4HHKa. ToBa ca Jbp:kaBHUAT O10/KET, OOUTMHCKU OFOIKETH, TOHOPCKU MPOTpamu,
coOCTBEHU CpeJICTBAa HA OM3HECa U TYPUCTHYECKU cApyx eHUs. OT NpUChETUHIBAHETO
Ha cTpaHara kbM EC, cpeicTBara oT nporpamMuTe, KOUTO TOM MperocTaBsi, ca OCHOBEH
W3TOYHMK Ha (puHAHCUpaHe 3a TypusMal.

KnumaTuunute npoMeHH M 3aMbPCSIBAHETO HAa OKOJHATa Cpela ca 3ariaxu 3a
LSJI0TO YoBeuecTBO. ToBa ce och3HaBa OT EBponelickusi Cbi03 U TON OTJEsI OTPOMHHU
(bMHAHCOBM pecypcu 3a MPEoAOJSBAHETO Ha Te3W Ipeau3BuKarenctBa. llenra mpen
IbpKABUTE WIECHKHU € Ja TpaHCHOpMUpAT MKOHOMHKHUTE CH IO TaKbB HA4MH, Y€ Ja
IIpeMaxHaT BCUYKHA HETHH €EMUCHH Ha IAPHUKOBHU r'a30Be. 32 Jja ce€ OChIEeCTBU TOBa, EC
ocurypsiBa Ha ctpanute 1,8 TpuinoHa eBpo B pamkuTe Ha [lmaHa 3a Bb3CTaHOBSBaHE
NextGenerationEU?,

Jlpyr HauWH 3a NOJCUTYPsIBaHE Ha CPEACTBA B Typu3bMa € upe3 Haumonaanus
IUIaH 32 Bb3cTaHoBsiBaHe U ycTounBocT (HIIBY). OcHoBHata 3amada Ha [linana e
Jla CIOMOTHE 3a UKOHOMUYECKOMO U COYUATHOMO Bb3CMAHOGA8AHE Om Kpu3amd,
nopooena om COVID-19. 3a mocturanero Ha Ta3u 1€ ca Ch3/1aJeHH Ha0Op OT MEPKH,
KOUTO Ja IOTIPUHECAT 3a pacTexa Ha ObJirapckara MKOHOMHKA. 3a€IHO ¢ TOBa, [[maHbT
roJiara OCHOBHTE 3a 3eJieHa u IudpoBa TpaHcopmallis Ha cTpaHaTa, B KOHTEKCTa Ha
3enenara caenka®. HIIBY ce cheron oT 56 uuBecTunnu u 47 pedopMu. 3a TAXHOTO
OCBIIECTBSIBAHE ca OTAelieHn 6,27 munmuapaa eBpo mnoja ¢opmata Ha O€3Bb3ME3THU
cpeactBa. Hax monosunara ot napute (58,9%) ca npeaBuieHn 1a MOAKPENT IEIH B
obnactra Ha Kiumara. 25,8% OT cpeicTBaTa Il€ HachbpdyaBaT LHMQPPOBHS IIPEXOA’.
BunomnpousBoaurenuTe Ouxa MOTIH Jla C€ BB3MOJI3BAT OT CICAHUTE MPOLETYpPH, YaCT
ot IInana 3a Bb3CTaHOBSIBAHE:

e BEU u bamepuu 3a 10KAIHO CbXpaHeHUe HA eHepeUsl.

e [Ipoyedypa ,, Texnonocuuna mooepHuzayus .

! AkryanusupaHa cTparerus 3a yCTOWYMBO pa3BHUTHE Ha Typusma B PenyGnuka Bwirapus, 2014 — 2030 .,
https://www.tourism.government.bg/sites/tourism.government.bg/files/documents/2018-01/nsurtb_2014-
2030.pdf, mocTenen na 22.06.2023 r.

2 https://commission.europa.eu/strategy-and-policy/priorities-2019-2024/european-green-deal_en, moctenen Ha
22.06.2023 r.

3 https://www.nextgeneration.bg/14, noctsren na 22.06.2023 r.
“https://commission.europa.eu/business-economy-euro/economic-recovery/recovery-and-resilience-
facility/recovery-and-resilience-plan-bulgaria bg, nocteren Ha 22.06.2023 r.
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B pamkute Ha HIIBY ca npensuaeHn u Mepku 3a €HEpruiiHO OOHOBSIBaHE Ha
KWINIIHA CTpaJy, BKJIIOUMTEIHO TaKWBa, KOWUTO Ca 4YacT OT CEKTop ,, [ypusbpm*.
[Iporpamara Iloakpena 3a yCTOMUUBO €HEPTUMHO OOHOBABAHE HA >KWJIMIIHUS CTPAJICH
dboHn ce pbKOBOAM OT MUHHUCTEPCTBOTO HA PETHOHAIHOTO pa3BUTHE U
omaroycrpoiictBoTo. [Ipropurer ce naBa Ha eHepruiiHaTa €e()eKTUBHOCT B ChUETaHUE C
U3IMOJI3BAHETO HA BBH30OHOBSIEMH EHEPTUWHM U3TOYHHIIM W BHEAPSABAHETO Ha
WHOBAaTUBHU TexHOOruu. OOLIHUAT pa3Mep Ha MPEeABUICHUTE UHBECTULIMM ca Hal 235
Munrona nepal.

Bb3MoxkHOCT 3a nmnpuBivuYaHe Ha cpeacTBa npemiara u - IIporpama
»KoHkypenrocnocoonoct u mnopauuure® (IIKHUII) 2021-2027. Tsa npeacrasisBa
npoabpkenue Ha OIT ,,MlHoBamum u KOHKypeHTocnocoOHocT . Upe3 Hes mie ObaaT
WHBECTUpaHu Onu30 3 muimapnaa jeBa B Obiarapckata umkoHomuka. [Iporpamarta e
HacoueHa KbM MHUKPO, MAJIKUA ¥ CPEIHU TIpennpustusi. OcHognume npuopumemu ca 08a
— ,,Hnosayuu u pacmeorc” u ,,Kpveosa uxonomuxa“. IlpensugeHun ca cpeacrtBa 3a
HAYYHHM M3CJIEBAHMSA U Pa3BOifHA JIEHHOCT, U yBeIMYEHUE HA eKCIIOPTHHS HOTEHIMAN,

Hoanaparpa¢g 3.2. ,Ilpenopbku 3a pa3sBUTHETO HA BHUHEHUS TYpPU3bM B
Bbarapus® pasriexna cTpaTeriyeckus IJIaH Ha JAECTUHALMSA ABCTpaJIMs 3a epuojaa
2020 — 2025 roauna, CBBbpP3aH ¢ BUHEHUS Typu3bM. VI3BeieHN ca aBTOPOBH MPETIOPHKH
110 OTHOIIEHUE PAa3BUTUETO HA BUHEHUS TYPU3bM B bhiarapus.

ABcTpanus npejiiara pa3Hoo0pa3Hu MPUPOTHU U KYITYPHH 3a0€Te)KUTETHOCTH.
CrtpaHara e momyJisipHa ¢ BUCOKOKAQY€CTBEHOTO CU BHHO W KPACHBU BUHEHU PETHOHH.
ABctpanusa pasnosara ¢ Hag 6 000 BuHOmpoumsBomutenu u Haj 2 400 BuHaApHMU.
brnaronapenue Ha BUHEHMs Typu3bM, TS NpUBIUYa Haja 8,4 MUIMOHA TYpUCTU, KAKTO
MECTHHM, Taka M 4YYXJECTpaHHH. BHUHOMPOW3BOACTBOTO W BHUHEHHUST TYPU3BM
ocurypssat Haz 163 000 pabotau MecTa®, Bcuuko ToBa onpesens CeKTopa KaTo BaXKHa
4acT OT MKOHOMHUKAaTa Ha CTpaHaTa. 3a Jia ce pa3BUBa BUHEHUSAT TYPU3bM HEMIPEKHCHATO,
M3pa0OTBAHETO HA CTPATETUH € OT M3KIIOYUTEHA BAXHOCT. [TaHbT 3a pasBuTHEe Ha

BUHEHUS TypU3bM B ABCTPAJIUS OTKPOSIBA MeT KJIKY0BH 00J1aCTH:

L https://www.tourism.government.bg/sites/tourism.government.bg/files/documents/2022-10/broshura_npvu.pdf,
nocTereH Ha 23.06.2023 r.

2 https://www.mig.government.bg/programa-konkurentosposobnost-i-inovaczii-v-predpriyatiyata/, noctenen Ha
23.06.2023 r.

3 Wine Australia Strategic Plan 2020 — 2025, p. 7.
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e [lazap Ha BuHO.

e 3amuTa penyTanusiTa Ha MECTHOTO BHUHO.

e [loBumIaBaHe Ha Ka4€CTBOTO Ha I'PO3JIETO U BUHOTO.

e PasBurHe Ha ycToH4YHMBa cpena.

e l3rpaxnane Ha JIUJEPCTBO B OM3HEcA.

Cnopen aBTOpa Ha JMCEPTALMOHHHUS TPYI, 32 Jla C€ BHEIPSAT YCIEIIHO
MHOBAILMUTE B OBIrapcKus BUHEH TYPU3bM, € BaXKHO J1a CE Ch3/1aJle KOHKPETEH NIaH 3a
pazeumue Ha euHeHuss mypusvm 6 buvieapus. Toit TpsOBa ga € U3IAIO ChOOpazeH ¢
HYJIUTE HA MECTHUTE BUHOIIPOU3BOIUTEIN U BUHAPHU.

Hoanaparpa¢ 3.3. ,,IIpenn3BukaresicTBa U NePCNeKTUBH NPeJ PA3BUTHETO
HA BUHEHUs TYpu3bM B bbarapusa® pasriexaa npeau3BUKaTEICTBATA MTPE] BUHECHUS
TYypU3bM B YCJIOBUSI Ha HENPEABUJCHU CHUTyallMd, KAaTo BOMHA M €KOJOTMYHa
katacTpoda. AHaIU3UpaHU ca 3aljlaxuTe mpen Owjarapckus TypusbM. [loctaBeH e
(dhoKyc BbPXYy KOHKPETHH OMACHOCTH, CBHP3aHHU C PAa3BUTHUETO HA BUHEHUS TYPU3HM.
JluckyTupaHu ca AeMCTBUSA, KOUTO MOTaT Ja ce MpearnpueMar o BpeMe Ha KPU3UCHU
CUTYyalHH.

Bunenusar typussMm B bbiarapus npurtexxkaBa CBOS MOTEHIMAN 3a pa3BUTHUE U
pactexx. Bwbhnpekn ToBa, HEroBUAT MPOCIHEPUTET € 3aBUCHM OT peaula
npenusBukarencTBa. Crnopen excneptHa rpyna Ha COT, Bucokata uHbnanus u
MTOBUILIABAIIATE C€ LIEHMW Ha METpoja BOAAT 1O MO-BUCOKH Pa3XOAW 3a TPAHCHOPT U
HacTaHsBaHe. B pesynrar Ha TOBa c€ O4YakBa TYpPHUCTUTE BCE IIOBEYE J1a THPCST
CHOTHOIIIGHUETO II€Ha — Kad4ecTBO M Jia MIHTYBaT Ha TNO-OJM3KH Pa3CTOSHUS.
Hecuryprocrra mnopojieHa OT T€ONOJUTHYECKM HANPEXKEHUs NpoabbKaBa Ja
Ipe/ICTaBIABa PHCK..

BoiinuTe mnpenacraBiasiBaT €QHUM OT HAW-TOJIEMUTE OMACHOCTH MpeJ TypuU3Ma.
MexayHapoaHu KOH(JIMKTH, KaTo Te3w B YKpaitHa u V3paen, oka3BaT HETaTUBEH

edeKT, KakTo BBPXY CBETOBHHS TYpU3bM, Taka M BBbPXY Obarapckus. Pyckure u

! Tourism on track for full recovery as the data shows strong start to 2023, https://www.unwto.org/news/tourism-
on-track-for-full-recovery-as-new-data-shows-strong-start-to-2023, nocrbnen na 27.06.2023 r.
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YKpPaMHCKH TYPHCTH XapyaT oOmio Haj 45 Munuapaa jonapa TOAUIIHO. 3HAYEHUETO U

Ha JBaTa [asapa € ToJsIMO, OCOOEHO 3a eBPOIENCKUTE MOPCKH KYPOPTH ™,

3akaoyenune

BuHEHUAT TypU3bM € CPAaBHUTEIIHO HOB BHUJ NPEKUBSIBAHE 3a TypucTuTe. Tou
cbOupa Ha €AHO MACTO XOpara, KOUTO OOMYAT Jla MpeKapBaT CBOOOIHOTO CU BpeMe
W3BBH IOJIEMUTE T'pajoBe, B NpHUIATHA aTMocdepa U yama XybaBo BuUHO. KpacuBure
JI030BM NEN3aKHU, CTApUTE U30M U JEryCTaMUTE, Ca CAMO YacT OT TOBA, KOETO BUHEHUSAT
TYpHU3bM MOKE Ja IIPEIIOKH Ha CBOUTE nouurarenu. Hapen ¢ 14X, TypucTure Morat J1a
CTaHAaT YacT OT pPa3jJW4YHUTE IPOLECH HAa BUHOIPOM3BOACTBO. Jla ce 3amo3HaAT c
MCTOpUSATA HA BUHAPHATA U C KYJITYPHOTO HACJIEACTBO HA PETHOHA.

BuHOTO, OKOJIO KOETO Cce€ Ch3AaBa TO3M CIELUAIM3NPAH BUJ TYPU3bM, HE €
IIPOCTO €IMH MPOIYKT HA YOBEIIKATa IeHHOCT. To € pe3ynaTaT OT BEKOBHHU TPaJulluu U
MECTHU 00MYan, KOUTO Ce MpeAaBaT OT XWIA10JIeThsd HacaM. ToBa e 10Ka3aTesiCTBO, Ye
BHHOTO, KaTO HANMTKA, € MPOAYKT HA YOBeLIKATa MUCBhJI. 3HAHUATA, IPUAOOUTH C
ONNTA, KAKTO W JINYHOCTHHUTE KAadyecTBAa HAa TEXHOJIO3UTE, Ca 4acT OT yCIIOBUATA 3a
Ch3/IaBAHETO HA YHUKAIHO BHUHO.

OcCBEH ¢ MOJIOKUTEITHN EMOLMH 33 TYPUCTUTE, BAHEHUAT TYPU3bM JONPUHACS U
3a MKOHOMHYECKHMsl MoJeM Ha JaecTuHamuure. Toll HacbhpuaBa pPa3BUTHETO Ha
YCTOMUYUB TypU3bM U 00€IMHSIBA MECTHUTE OOIIHOCTH C LIeJ MPeJIaraHeTo Ha HOBU U
MHOBATUBHU TYPUCTHYECKU yCIYTd. BUHEHUAT TypHU3bM I'e€HEPUPA U AONBJIHUTETHH
NPUXOAU OT CEJICKOCTONMAHCKa JAEMHOCT M MOBUIIaBa J00aBeHaTa CTOMHOCT Ha
IIPOAYKTUTE HA JI03apCTBOTO. TOM cromara M 3a OIA3BaHETO Ha KYJITYpHUTE, U
NpUPOAHU pecypcH. To3u crenuanu3upad BUJl TypU3bM, MOXE Aa ObJlie U3M0JI3BaH 3a
noo0psiBaHe MMM/IKA HA NEeCTMHALMATA, KaTo IO TO3M HA4YMH 3acuiiBa HeilHaTa
Pa3No3HAaBAEMOCT CpeJ] Uy KIAECTPAHHUTE TYPUCTH.

Enna oT cunHUTE CTpaHU Ha BUHEHMS TYpU3bM € HETOBATAa BB3MOXHOCT J1a C€
KOMOMHUpA C ApYTd BUAOBE Typu3bM. HepaszaenHa yacT OT BUHEHUTE ACTYCTALMH €

MNPHUCHECTBUETO HA BKYCHU CUPCHA U KOJ'I63,CI/I, YCCTO IMPOU3BCIACHU B UJIN B OIM30CT a0

LUNWTO, Tourism Market Intelligence and Competitiveness, https://www.unwto.org/impact-russian-offensive-
in-ukraine-on-tourism, gocrenen Ha 28.06.2023 r.
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BUHapHaTa. Taka, Ha TYpUCTUTE UM C€ OT/1aBa Bb3MOKHOCTTA J1a ONUTAT U XapaKTepHU
MECTHU JiesiuKaTtecu. To3u 10mbiBalll eIeMEHT CITyKU KaTo Bpb3Ka MEX1y BUHEHUS U
KyJIuHapHus Typus3bM. JloOpe chbueraBalln c€ C BHHEHHMS TYypHU3bM, ca OIlIE,
KYJITYpHUST, NEMIEXOJHUSAT, CEJICKUIT U KOHTPECHUAT TYPU3IbM.

C mnpouecure Ha rino0Oanu3alus, HOBUTE TEXHOJOTMUM HE CIOHpaT Ja ce
yChBBpLIEHCTBAT. VHOBanMM 3amodBar Ja ce BHEAPSABAT BbB BCHYKU CEKTOPH Ha
MKOHOMMKaTa. M3KycTBeHMAT MHTEJEKT HaBlIM3a BCE MOBEYE B €KEAHEBUETO, KATO
HaMupa MIMPOKO MpUIIOKEHUEe B penuua oodsactu. PodoTm craBar yacT oT J103apo-
BHHApcKaTa IMPOMUIUIEHOCT, 0JOKYelH TeXHOJIOrMsiTa HaMupa MPUIOKEHHUE BbHB
BUHApPCTBOTO, KAaTO TrapaHTHpa aBTEHTHMYHOCTTa M KaueCcTBOTO Ha BHHOTO. Ype3
U3II0JI3BAHETO Ha 000raTeHa peaJTHOCT M X0J0TPaMM, BUHEHUAT TYPU3bM NPUI001Ba
HOB U MojepeH oOiuk. KomMOMHanMsITa OT MHOBAallMM M JWTUTAIM3AIUs yCIsBa Ja
CIIOMOTHE 3a TMO-700paTa CBBP3aHOCT Ha BHHEHHUS TYPU3bM C APYTU AECHHOCTH U
MIPOU3BOJICTBA.

HacrosiioTo u3cnenBaHe B IUCEPTALIMOHHUS TPYH CE€ ChCPENOTOYaBa BHPXY
Bb3MOKHOCTHTE 32 pa3BUTHe HA BHHeH Typu3bM B bbarapus. IIposeaenoro
EMIIUPUYHO M3CIIEIBaHE MPOYYBa OCBEIOMEHOCTTA Ha OBJITAPCKUTE U Uy KAECTPAHHUTE
TYpPUCTH 3a Pa3BUTUETO HAa BUHEHUs Typu3bM B bearapus. Ot pe3ynrature crasa sICHO,
Yye MOBEYETO OT TYpUCTUTE ca 3aMo3HATH C BUHEHHUS Typu3bM B bbarapus. 3a ga
peanu3upar rnoceuieHre Ha BUHapHa, T€ pa34uTar IMIaBHO Ha MPENOPbKa OT CBOM OJIU3KH
u npustenu. [lo-ronsgmara yacT oT TypUCTUTE HE CpelllaT 3aTPyAHEHUs MO BpeMe Ha
BUHEHHUTE TYpOBE.

HampaBenata cucremaruszanus Ha IOJYYEHUTE PE3YJITAaTH OT IPOBENECHOTO
u3cle[BaHe, JaBa OCHOBaHHWE 3a TBBPJEHUETO, Y€ OCHOBHATA 1LeJ Ha
AUCEPTALMOHHUA TPYyA e mocTurHara. [loctaBeHuTe M3ClIEOBATENICKH 33Ja4M ca
n3nbJIHEHU. OCHOBHATA Te3a U onpeieeHUTe 3 pad0THH XMIIOTE3H €A JOKA3AHH.

B 3ak/ouenne Mokem 1a 00001MM, Y€ BUHEHUAT TYpu3bM B bbirapus e Bce
Ollle B CBOSl HAYaJIeH eTan Ha pa3BUTHe. Toil 3aBUCH OT MHOTO U PAa3IMYHU UHIYCTPHH.
Bcesika nmpomsiHa B MOJOKUTENHA WM OTpULIATEIHA HACOKA, KAKTO B MKOHOMHUKATA, TaKa
U B Jbp)KaBHAaTa IOJMTHKA, OKa3Ba BIMSHUE BbPXY HEro. 3a MPEOoJOJISIBAHETO Ha

pasiindyHu TPYAHOCTHU OM MOMOTHAJ0 3aMMCTBAHETO Ha ,2106pI/I IMPAKTUKHU OT U3BCCTHU
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BUHEHHU JectuHamy karo @pannus, Utamus u CAILl. Baxno e na orbenexum, ue 6e3
HAJIMYHETO Ha BUCOKOKAYECTBEHO BHHOIMPOW3BOACTBO, TPYIHO MOXKEM Ja pa3BUBaMe

YCIIELIEH TYPU3bM.

IV. CHPABKA 3A IPUHOCHUTE B IUCEPTAHMOHHMUSA TPY [

KaTo pe3ynraT oT H3BBpIIIEHATa IPOYYBATEIIHA, H3CIEIOBATEIICKA U EMITHPHYHA
paborTa 1o JAUCEPTAIMOHHHUS TPYI, OTKPOSIBAME CICTHUTE HAYYHU U HAYUHO-NPUTLONCHU
NPUHOCU:

e Bwb3 ocHOBa Ha MOAPOOCH TUTEpaTypeH 0030p, € M3CleIBaHa TEOpETHYHATA
OCHOBA, OMNpEJCIICHU Ca XapaKTEPUCTUKUTE M CICHU(PHUKUTE HA BHHEHHS TYPU3BM,
KaKTO W Bpb3KaTa MEXKIy BHHApCKaTa MHAYCTpUS M Typusma. M3BereHa € aBTOpoBa
nehuHUIMS 32 BUHEH Typu3bM (ernasa 1, napaepadgh 1).

e PasrienaH € BUHEHHUAT TYpU3bM KAaTO BB3MOKHOCT 33 HKOHOMHYECKO
Pa3BUTHE U € OTKPOCHA CIIOCOOHOCTTA 32 KOMOMHHUPAHETO MY C IPYTH CHICIIHATH3HPAHA
BHJIOBE TYpHu3bM (enasa 1, napazpagh 3).

e Ha 6a3a Ha W3BBPIICHU aHATHM3 W OIICHKA, € MPEJACTAaBEHO Pa3BUTHETO Ha
BUHEHHUS Typu3bM BbB Dpanius, Mramus u CbheIMHEHUTE aMEPUKAHCKU IIATH.
OTKpOEH € MOTeHIMATbT Ha bbhiarapus karo JecTUHAIMS 3a BUHEH TypusbM (enasa 2,
napazpaghu 1 u 2).

e Pa3paboTeH € aBTOPOB MOJIEN 3a pPa3BUTHC Ha BHHCHUS TYPHU3bM UpE3
BHEJIPSBAHETO HA MHOBAIUU (2nasa 3, napaepagh 2).

o  dopmynupaHH ca HACOKH M IIPETIOPHKH, U Ca OUEPTaHHU MEPCIIEKTUBUTE MPE]T

pa3BUTHETO HA BUHEHUS Typu3bM B beirapus (erasa 3, napaepag 3).
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I. GENERAL CHARACTERISTIC OF THE DISSERTATION WORK

Wine is a beverage that is integral to the traditions of many nations, especially
those of the Old Continent. Bulgaria, as a country with a millennia-long history,
possesses established practices in winemaking and has preserved a range of authentic
methods associated with it. The ultimate result, namely wine, should be perceived not
only as a natural but also as an intellectual product. In order to create a unique wine, it
must first be conceived by humans?.

In today's dynamic world, where the boundaries between developed nations
become a mere formality, wine reaches an increasing number of people and cultures.
People are beginning to discover distinctive taste differences in this beverage, linked to
specific regions and producers.

In wine terminology, the definitions of Old and New World have been
established. Countries with a longstanding history in wine production fall under the Old
World, while those where wine production is a relatively new industry belong to the
New World. It is precisely in New World countries that wine tourism begins to flourish
today. Wine itself is associated with hospitality, socializing, and a pleasant atmosphere.
Wineries in the New World are well aware of this, and they start offering distinctive and
tourism-specific services. Direct wine sales during wine tastings become prevalent.
Wineries begin providing food and accommodations to their visitors. In this setting, the
interdependence between tourism and the wine industry emerges. Offering quality
tourist services in combination with excellent wine becomes a prerequisite for attracting
visitors to wineries. Thus, wine tourism becomes a means of generating additional
income for the wineries, creating new job opportunities. Tourists start demanding
additional goods and services in regions developing wine tourism, resulting in revenues
not only for wineries but also for the local economy. Many countries recognize the
potential of this specialized form of tourism and begin implementing targeted policies
for its development. Countries such as France, Italy, Germany, the USA, Australia, and
New Zealand build a strong international image as wine destinations. They develop

special wine routes and regions that successfully attract millions of foreign tourists.

! Bopucnagos, 5., bearapcka enumnkinoneaus Bunoro, UK Tpyx, 2019 1., c. 13.
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1. Relevance and significance of the researched topic

This present study examines a series of issues regarding the advantages that
technological innovations offer in improving tourism services. Digital technologies
provide the opportunity to enhance the tourist product without increasing costs,
simultaneously extending the operational hours of tourist facilities and reducing the time
for order fulfilment. Through these technologies, there is an improvement in the
environment (both exterior and interior) of tourist facilities and the overall customer
service experience?.

The dissertation provides a current perspective on innovations in the field of
tourism and winemaking. The research interest is focused on exploring innovations
and their potential to enhance the development opportunities for wine tourism in
Bulgaria. The prospects of combining history and traditions with innovations create a
potential opportunity for positioning our country as a wine destination. This emphasizes
the importance of a more in-depth investigation into the advantages of utilizing modern
technologies by wineries and wine producers.

The choice of a specific topic is influenced by the researcher's experience in the
field of tourism, as well as in the realm of marketing research through innovations. The
rationale is grounded in the increasing use of new technologies, particularly the
integration of artificial intelligence into the work and daily lives of individuals.

Individual motives are linked to an interest in tourism and the utilization of
modern technologies. The realization of new scientifically applicable results is also
significant, contributing to the expansion of the researcher's knowledge base.

2. Object and subject of research

The object of study in the dissertation is wine tourism as a specialized form of
tourism. The subject of investigation encompasses the development opportunities for

wine tourism in Bulgaria (see Figure Ne]).

! PubGos, M., TypusmbT B obcera Ha JMIUTAJHUTE TEXHOJOTHH, TYpHU3MBT - OTBBJ odakBaHuATa, COOPHMK
o0uieitna MexxayHapoana HayuHa koHpepermmst 100 ronman YHCC u 30 roauam kareapa ,,/IkoHOMHKa Ha
typusma‘“, Uznarencku kommiekec — YHCC, Codus, 2020, c. 24.
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Object » Wine Tourism as a Specialized Form of Tourism.
(‘
. * Opportunities for the Development of Wine Tourism
Subject < in Bulgaria.
.
(‘
+ To explore new technologies and innovations in the
Obiective _< world of wine, and based on this, to propose a model
) for the development of wine tourism in the destination
of Bulgaria.
.

Figure Ne 1. Object, subject, and purpose of the dissertation
Source: Author’s systematization
3. Main objective and research tasks
The main goal of the dissertation is to explore new technologies and innovations
in the world of wine and, based on this, to propose a model for the development of wine
tourism in the destination of Bulgaria.

Achieving this objective is accomplished through addressing the following

research tasks:

e study of the theoretical foundation, defining the characteristics and specifics
of wine tourism, and exploring the relationship between the wine industry and
tourism;

e examining wine tourism as an opportunity for economic development and

exploring its combination with other specialized forms of tourism;
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e analysis and evaluation of wine tourism in leading destinations worldwide and
in Bulgaria;

e development of an author's model for the advancement of wine tourism
through the implementation of innovations;

e developing guidelines and recommendations, outlining the perspectives for the
development of wine tourism in Bulgaria.

4. Research thesis and working hypotheses

The leading thesis upon which this study is built asserts that wine tourism
possesses immense development potential and is capable of generating significant
revenue for both wineries and the local economy. The integration of innovations into
the production processes and the promotion of this specialized form of tourism lead to
an improvement in the quality of products and services offered to tourists.

To achieve this, the following working hypotheses are developed, the
confirmation or rejection of which will serve as a basis for developing an author's model,
guidelines, and recommendations for wineries and wine producers:

Hypothesis 1 — The implementation of innovations in wine tourism leads to an
enhancement of the overall tourist experience.

Hypothesis 2 — Innovations help winemakers and wineries to more easily cope
with unexpected situations and threats.

Hypothesis 3 — The use of new technologies by wineries expands the potential of
the tourist destination.

5. Research methodology

To achieve the goal and tasks defined in the dissertation, various research
methods and approaches have been used, each of a different nature. These include: a
systematic approach, induction and deduction, analysis and synthesis, historical
method, comparative analysis, statistical methods, observation method, survey
research, and in-depth interview method.

A survey has been developed, consisting of closed-ended questions, and
distributed among tourists through social media and platforms. The survey is available
in two languages — Bulgarian and English. Participants in the survey include both

Bulgarian and foreign citizens.
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In-depth interviews were accomplished with experts working in the field of wine
tourism, as well as wine influencers. The results are based on their opinions and
assessments regarding the development of wine tourism in Bulgaria.

The empirical study took place in the period from April 1, 2023, to June 30, 2023.
The opinions of the experts through in-depth interviews were gathered during the same
period. The choice of this timeframe is motivated by the opportunity to collect data
before the start of the active tourist season. Considerations are linked to the fact that
establishing contact with respondents and experts is easier outside the peak of the
summer season.

The collected results from the survey have been analyzed and summarized. The
author presents the data using qualitative and quantitative indicators. The information is
structured in tables, figures, and graphs, facilitating easier analysis and providing visual
representation.

6. Basic limitations and obstacles

To achieve sufficient results in the dissertation, it is necessary to impose the
following limitations:

e There is a lack of data and an insufficient number of scientific studies in the
Bulgarian language related to wine tourism and its development. For this reason, a
significant portion of the research relies on the work of foreign authors.

e There is limited information, both in foreign and Bulgarian literature,
regarding the motives of wineries and wine producers to develop tourism.

e Temporal limitations were imposed on the survey - from April 1, 2023, to June
30, 2023. The period is aligned with the individual study plan of the doctoral student.

e The author acknowledges the possibility that some respondents may have
answered in a way they perceive as expected rather than expressing their actual beliefs.

e Another limitation is associated with the fact that a significant part of the
sources used come from the Internet. Their accuracy should be subjected to a high level
of critical thinking.

7. Sources of information provision
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The sources of secondary data include a significant number of specialized
scientific studies and works. The literary sources used during the research period can be
categorized into the following groups:

e monographs and scientific works by Bulgarian and foreign authors related to
the discussed issues of wine tourism and innovations in winemaking;

¢ specialized publications of international organizations;

e statistical publications;

o dissertations, journal articles, scientific reports from regional, national, and
international conferences;

¢ information from the internet;

e author's research related to the discussed issue.

To collect primary information for the development, a survey among 278
respondents and formal interviews with wine specialists have been conducted.

8. Scientific novelty and usefulness

The dissertation work is characterized by its scientific and applied nature,
combining research in wine tourism and investigations into the latest trends in
technology. The processing of analyzed information aids in presenting it in an accessible
form. An author's definition of wine tourism has been developed, along with a definition
for wine tourists. Novel and unconventional solutions for wineries involved in tourism
have been proposed. All of these contribute to enriching theoretical knowledge.

The analysis of the destination Bulgaria provides an opportunity to identify the
strengths and weaknesses in developing wine tourism. This is a basis for developing the
author's model for implementing innovations in Bulgarian wineries. Actions and
strategic measures have been systematized, which can be used by other interested
parties. Guidelines and recommendations have been provided, outlining the prospects

for the development of wine tourism in the destination Bulgaria.

II. STRUCTURE AND CONTENT OF THE DISSERTATION WORK

1. Structure of the dissertation work
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The dissertation "Opportunities for the Development of Wine Tourism in
Bulgaria" consists of 207 pages. The main text includes 8 tables, 17 figures, and 9
graphs.

It includes an introduction (7 pages), three chapters (162 pages), and a conclusion
(5 pages). The document includes a bibliography (12 pages) and 3 appendices (13
pages).

The bibliography includes 246 titles, with 35 in Cyrillic, 94 in English, and 117
from Internet sources.

2. Content of the dissertation work
Introduction
Chapter One
THEORETICAL FOUNDATIONS OF WINE TOURISM

1. Nature of wine tourism
2. The consumer experience of practicing wine tourism

3. Wine tourism — a complex tourist product

Chapter two

ANALYSIS AND EVALUATION OF THE DEVELOPMENT OF WINE
TOURISM

1. Analysis and evaluation of the development of wine tourism in leading
destinations in the world
2. Analysis and evaluation of the development of wine tourism in Bulgaria

3. Methodology and tools of the study and analysis of the collected data

Chapter Three

IMPROVING OPPORTUNITIES FOR THE DEVELOPMENT OF WINE
TOURISM IN THE DESTINATION OF BULGARIA

1. Results of the survey and in-depth interviews
2. Model for the development of wine tourism in Bulgaria
3. Guidelines and recommendations for the development of wine tourism

in destination Bulgaria
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Conclusion
References

Applications

1. SYNTHESIZED EXPOSURE OF THE DISSERTATION WORK

Chapter one
THEORETICAL FOUNDATIONS OF WINE TOURISM

The first chapter introduces the essence of wine tourism, with emphasis on
various definitions found in specialized literature. The research interest is directed
towards the psychology and behaviour of wine tourists. The complex nature inherent in
wine tourism is explored.

The first paragraph examines the essence of wine tourism, focusing on its
characteristics and specifics. Subparagraph 1.1 “Definition of the concept of wine
tourism”, explores existing definitions of wine tourism. Its historical development is
analyzed, specific terms and expressions related to wine and wine tourism are outlined,
and the author presents their definition of the concept.

There is no single specific definition for what wine tourism entails. Nevertheless,
most researchers converge on the idea that wine tourism emerged in the 1990s. The first
significant event worldwide dedicated to this type of tourism occurred in 1998, namely
the Australian Wine Tourism Conference, which emphasized scientific publications in
the field.

One of the most widespread definitions in academic circles comes from Professor
Michael Hall of the University of Canterbury. According to him, wine tourism can be
defined as the visitation of vineyards, wineries, wine festivals, or events where the
tasting of grape wines and/or experiencing the characteristics of the wine region are

the primary motivating factors for visitors?.

! Madeira, A., A., Correia, J., Filipe, Wine tourism: Constructs of the Experience, In Tur, A., Kozak, M., Kozak,
N. (eds.), Trends in Tourist Behavior, New Products and Experiences from Europe, Springer, 2019, p. 94.

2 Hall, C. M., Sharples, L., Cambourne, B., Macionis, N., Wine tourism: an introduction, In Hall, C. M., Sharples,
L., Cambourne, B., Macionis, N., Mitchell, R., Johnson, G. (eds.), Wine tourism around the world, Development,
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As a result of the conducted exploratory and research work in the field and for
the purposes of the study, we formulate the following author's definition for the
concept of wine tourism:

“A specialized form of tourism is characterized by travelling to a pre-selected
winery or wine region. The main goal is related to wine tasting and learning about the
history of wine or the winery. Tourists are primarily motivated by their love for wine
and the desire to gain new knowledge “.

Subparagraph 1.2. “Characteristics and Specifics of Wine Tourism” focuses
on distinctive activities and engagements associated with wine tourism. The complex
and multifaceted nature of this type of tourism is analyzed. The vineyard-winery cycle
and its connection to tourism are examined.

This specialized form of tourism is closely related to ecotourism and gastronomic
tourism. Wine tourism can be classified within the category of agrarian tourism and
hobby tourism. A distinctive characteristic of wine tourism is its combination of nature
and human-created activities. Its appeal lies in the consumption of wine in an authentic
and cosy environment. A notable aspect of wine tourism is that it can enhance the
destination's image, and it serves as a tool for the development of rural areas. Wine
tourism has the potential to contribute to improving the quality of life in viticultural
regions?.

In addition to being associated with agrarian, hobby, and industrial tourism, some
researchers also categorize it as rural tourism, although it is not exclusive to provincial
areas. According to a broader interpretation, wine tourism is fundamentally linked to the

viticultural cycle? (see Figure 2).

management and markets, Elsevier, 2004, p. 3.

! Szakal, Z., Globhal Wine Tourism, Current Trends and Future Strategies, In Joshi, V. K., Bordiga, M., Cosme, F.,
Farina, L., Jackson, R., Jordao, A., Lonvaud-Funel, A., Stockley, C. (eds.), Concise Encyclopedia of Science and
Technology of Wine, CRC Press, 2022, pp. 616-617.

2 Muxosa, H., Munuesa, JI., BanoBa, 1I., PasBuTue Ha BuHEHHS Typu3bM B PyceHCKus pernoH, cOOpHHK C
noknaan or HayuHo-mpminokHa KOH(EpeHIHs ¢ MeXIyHapodHO ydacTue ,.BB3MOXKHOCTH W mpobiiemu 3a
Pa3BUTHETO Ha aITEPHATUBHUTE POPMHU HA TYPU3IBM B MAJIKUTE CENHIIa‘, AKaAeMUIHO U3/IaTEJICTBO MpH LIeHTHp
3a eBpouHTerpauus u kynarypa Ha BY3K Ilnosnus, 2011, c. 188.
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- Primary Secondary wine
Viticulture winemaking production
o Consumption
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Figure Ne 2. Viticulture-Winemaking Cycle
Source: Author's systematization

Subparagraph 1.3. “The Wine Industry in the Context of Wine Tourism”
examines wine as a distinct industry. Emphasis is placed on the connections between
production and tourism. The focus is on globalization and its impact on the market.

Wine is one of the most popular alcoholic beverages globally, with evidence of
its consumption dating back over 6000 years. As wine is a product of viticulture, its
production is unevenly distributed among countries due to technological variations.
Spain, Italy, and France are the most renowned wine producers. In recent years, the
United States, Australia, South Africa, Germany, Argentina, and Chile have also
become notable contributors to the global wine market?.

The processes of globalization can be defined as the beginning of the global wine
industry. In 1860, international wine production and consumption were concentrated in
a small number of European countries. A real boom in wine exports was observed
between 1960 and 1990. During this period, wine exports as a share of global production
increased from 5% to 15%. By 2012, it had further increased by a significant 40%2. In
2021, the global wine market is estimated at 489.3 billion US dollars.

! Global Wine Market- Statistics & Facts, https://www.statista.com/topics/7802/global-
wine/#topicHeader__wrapper, nocrbmen Ha 26.12.2022 1.

2 Anderson, K., Pinilla, V., Introduction, In Anderson, K., Pinilla, V. (eds.), Wine Globalization, A New
Comparative History, Cambridge university press, 2018, p. 4.
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In the current conditions of globalization, many producers rely on the belief that
their products will easily penetrate national and international markets. However, this is
not always the case. In today's environment, wine producers need to cater to the needs
of consumers who often do not share the same economic, cultural, or taste
characteristics. To succeed as a wine trader, offering a unique product is crucial. The
development of wine tourism stimulates direct sales and enhances wine production. A
major concern for the wine industry in the future is expected to be climate change,
with some regions becoming more suitable for viticulture at the expense of others.

The second paragraph explores the profile of wine tourists, with a focus on the
motivation behind engaging in this specialized form of tourism.

Subparagraph 2.1 “Profile of Wine Tourists” concentrates on defining the
characteristics of wine tourists. Leading studies on this topic are presented.

The tourism market constitutes a dynamic environment influenced by economic
and political factors. It comprises individual consumers with diverse needs, financial
capabilities, and interestst. In itself, wine is a beverage primarily associated with
relaxation and socializing. Specialized literature suggests that wine consumers are not
a homogeneous group. Specifically, wine tourists seek different types of experiences
during their travels. Researchers like Larry Lockshin segment wine tourists based on
their commitment to the beverage. Consumer loyalty to wine measures their interest
and enthusiasm. Lockshin identifies two groups — those with high and low
commitment?,

From a cultural and national perspective, there are significant differences among
wine tourists worldwide. In Europe, there is a much lower concentration of capital in
wine production compared to Australia and New Zealand. Therefore, in Northern
Europe, consumers have significant access to international wines due to lower domestic

wine production. In contrast, in Southern European countries, access to imported wines

! Panrenos, K., Uscinensane npoguna Ha BUHEHUs TypucT B Bbarapus, CO0pPHHUK ¢ JIOKIAIM OT MEXIyHapOIHA
Hay4yHa KoH(pepeHnus, opraansupana ot Konex nmo TypussMm — byprac, 2021, c. 198.

2 Yuan, J., Cai, L.A., Morrison, A.M., Linton, Dodd, T., Segmenting wine festival visitors using their personal
involvement with wine, In Hall, C., Sharples, L. (eds.), Food and wine festivals and events around the world,
Development, Management and Markets, Elsevier, 2008, pp. 160-161.
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is much more limited. In South European countries, wine consumers more often
practice wine tourism within their own country?.

According to Brown and Getz, wine tourists constitute a group with special
interests, driven by their desire to visit wine regions and wineries, even when travelling
for other reasons. The primary goal of their travel is not always the wine, but when given
the opportunity, they visit establishments related to it?.

Subparagraph 2.2. “Aspects of Motivation for Wine Tourism” focuses on the
role of motivation in practising wine tourism. One of the well-known motivational
theories is explored, used to explain the reasons tourists visit a particular destination.

The motivations of wine tourists explain their needs, desires, expectations, and
behaviour. Data on the lifestyle, interests, attitudes, and values of tourists can offer more
applicable information than just demographic studies. By understanding the motivations
of tourists, wineries can tailor their offerings to provide the experiences that visitors
seek, going beyond expected products and services®.

Understanding tourist behaviour helps businesses adapt and offer more attractive
services . In the literature, various motivational theories are encountered, which can be
applied to the study of tourist behaviour. An overview of the evolution of the most

famous theories is presented in Table Ne 1.

Evolution of motivational theories

Author Designation Characteristics
Maslow Hierarchy of needs theory | At its core is human behaviour, guided by various
(1943) needs constructed in a hierarchical order.
. Classifies tourists based on their behaviour into four
Types of tourists ) s
Cohen (1972) groups — organized mass tourists, individual mass
tourists, explorer, and traveller.
It is built on the premise that tourists travel because
Push and Pull theory P . .
Dann they are pushed or attracted by various motivational

ey factors.

! Charters, S., Ali-Knight, J., Who is the wine tourist?, Tourism Management, Voluma 23, Issue 3, 2002, pp. 311-
319.

2 Lee, K., Preferences and characteristics of wine tourists, In Dixit, S. (Ed.), Routledge Handbook of Wine
Tourism, Routledge, 2022, pp. 146-148.

3 Hafermann, O., Lankford, S., Motivations of Wine Travelers in Rural Northeast lowa, In Sigala, M., Robinson,
R. (eds.), Wine Tourism Destination Management and Marketing, Theory and Cases, Palgrave Macmillan, 2019,
p. 68.

4 Yousaf, A., Amin, I., Santos, J., Tourist’s motivations to travel: a theoretical perspective on the existing literature,
Tourism and Hospitality Management, VVol. 24, No. 1, 2018, p. 201.
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Socio-psychological motives . . . .
Psy g Defines seven socio-psychological motives and two
Crompton for travel . . .
cultural ones that drive tourists to undertake journeys.
(1979)
Defines five travel motives — relaxation, relationships,
Pierce Travel Career Ladder self-improvement, reward, and well-being. Categories
(1988) travel motives into two groups: those directed towards
individual needs and those directed towards others.
. The Travel Career Pattern model builds on the Travel
Pierce Travel Career Pattern .
Career Ladder and new motivational factors are
and Lee (2005) N
identified.

Source: Author's systematization

Each of these theories is widely used as a basis for studying tourist behaviour.
However, tourist motivation, explained by the Push and Pull strategy, is among the
most dominant.

Subparagraph 2.3. “Festivals and Celebrations Related to Wine Tourism”
explores festivals and celebrations in the context of wine tourism. An analysis has been
conducted on the impact and effect they have on the local community.

Wine festivals are essential elements of the tourist product. Many of them have
long-standing traditions, especially in countries with developed wine production?. Wine
festivals establish a connection between agriculture and tourism. These international
events promote the development of new regional wine brands. These comprehensive
celebrations encourage local producers to introduce visitors to the history of their wines.
At the same time, this preserves local traditions and history?.

As a global practice, wine festivals are typically held outside the tourist season.
They can be used as a means of economic gain during inactive tourist months?®.

Countries like Italy, Brazil, Germany, France, Australia, the United States, and
Argentina annually organize events related to wine production. During these events,
tourists have the opportunity to taste wines and participate in grape-crushing. The
success of these festivals largely depends on the support of various stakeholders. These

can include the government on one hand and private businesses on the other. Hospitality,

! Cramos, Cr., Hukoscka, K., Bunen typussm, Kora, Crapa 3aropa, 2008, c. 251.

2 Frusté-Forné, F., From wine to vermouth, Events as guardians of the territory, In Dixit, S. (ed.), Routledge
Handbook of Wine Tourism, Routledge, 2022, pp. 319-326.

3 Kompaniets, O., The role of wine festivals in Swedish wine tourism marketing, In Dixit, S. (ed.), Routledge
Handbook of Wine Tourism, Routledge, 2022, pp. 347-358.
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restaurants, locals, and wineries in the region are directly involved in these celebrations?.

Wine festivals can not only generate more visits to a destination but also provide
entertainment for both tourists and locals. It's important not to overlook the educational
component that most festivals offer. Through various seminars and workshops, visitors
have the opportunity to enrich their knowledge?.

The third paragraph focuses on the complex nature of wine tourism. The
economic benefits of wine tourism development are explored. Subparagraph 3.1
“Wine Tourism as an Opportunity for Economic Development” examines the
positive impact of wine tourism on the local economy. The method for calculating the
economic effect of tourism is analyzed.

Tourism is an economic activity conducted in an internationalized environment.
It generates various effects on the economic and social life of the region where it takes
place. The interaction of tourism with other sectors of the economy makes it extremely
important for regional and local development. Specifically, wine tourism is a good
example of the connection between tourism and local production?.

At the regional or destination level, the development of wine tourism can lead to
a range of benefits. For example, tourist expenditures result in a direct economic impact
on the local community?*.

From an economic perspective, visitor expenditures in a destination represent
a sum of direct, indirect, and induced effects. Direct effects are the consequences of
tourist activity in the area. These can be money spent on food, drinks, and
accommodation. For tourists, these are direct expenditures that serve as a direct
financial injection into the local economy. Indirect or spin-off effects are caused by

the economic activity resulting from the direct expenditures of visitors. These are the

! Lee., K, Preferences and characteristics of wine tourists, In Dixit, S. (Ed.), Routledge Handbook of Wine
Tourism, Routledge, 2022, p. 148.

2 Cagnina, M., Cicero, L., Osti, L., Knowledge and Consumption of Organic and Biodynamic Wines, In Sigala,
M, Robinson, R. (eds.), Management and Marketing of Wine Tourism Business, Theory, Practice, and Cases,
Palgrave Macmillan, 2019, pp. 81- 100.

3 Kyriakaki, A., Trihas, N., Sarantakou, E., The Role of Networks, Synergies and Collective Action in the
Development of Wine Tourism: The Case of ‘Wines of Crete’, In Sigala, M., Robinson, R. (eds), Wine Tourism
Destination Management and Marketing, Theory and Cases, Palgrave Macmillan, 2019, p.552.

4 Skinner, A., Napa Valley, California: a model of wine region development, In Hall, C. M., Sharples, L.,
Cambourne, B., Macionis, N., Mitchell, R., Johnson, G. (eds.), Wine tourism around the world, Development,
management and markets, Elsevier, 2004, pp. 284-285.
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expenses necessary for local businesses to continue offering tourism services. As for
induced impacts, they are related to the additional income for employees in the tourism
sector. Their expenditures on goods and services increase with the rise in tourism
activity*.

The impact of tourism on a regional economy can be easily calculated. The
multiplier method is used to find the ratio between the total and initial changes in the
local economic system. In the broadest sense, a multiplier is a numerical coefficient
expressing a specific relationship between the change in investment and the resulting
changes in the volume of total production?.

The multiplier effect is usually expressed by a mathematical formula. An

example calculation of the economic impact of costs is shown in Figure Ne 3.
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Figure Ne 3. The economic impact of tourist expenditures
Source: Author's systematization
Subparagraph 3.2. “Wine Tourism and its Integration with Other
Specialized Forms of Tourism” focuses on the ability of wine tourism to combine with

various other activities.

! Hafermann, O., Lankford, S., Economic Impacts of a Developing Wine Tourism Industry in lowa, In Sigala, M.,
Robinson, R. (eds), Wine Tourism Destination Management and Marketing, Theory and Cases, Palgrave
Macmillan, 2019, pp. 578-579.

2 Cnacos, T., [Tamos, I1., O61ma Teopus Ha Ma3apHOTO CTONAHCTBO, MaKpOMKOHOMHUKA ¢ TecToBe U 3agaun, Hosa
3Be3za, 2007, ¢. 90.
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One of the most natural connections of wine tourism is with gastronomic
tourism. Food plays a complementary role to wine through various types of cheese,
sausages, and desserts. With its appeal, it enhances the practice of wine tourism?.

Wine tourism offers the opportunity to combine cultural and culinary elements
Into one experience, creating a unique adventure for tourists. In this way, wine tourism
attracts a diverse range of people with varied interests. Its flexibility allows for
successful integration with various tourism events. These qualities make it suitable for
combining with Meetings, Incentives, Conferences, and Exhibitions (MICE) tourism.
Corporate clients, in particular, are less sensitive to price increases?.

Pedestrian tourism is one of the most preferred methods when it comes to
exploring a destination. An example of its combination with wine tourism is the
availability of numerous tourist routes located in wine regions®.

Subparagraph 3.3. “Role of Museums in Wine Tourism” focuses on the
attractions of wine tourism. The emphasis is placed on museums as an integral part of
wine tourism.

Visiting vineyards, wineries, wine exhibitions, and museums plays a crucial role
in the overall cultural experience of wine tourists. Naturally, the primary motivation is
related to visiting wineries. However, wine tourists also utilize all other additional
services that may not be directly related to wine but can be interesting®.

In historical terms, museums gradually become recognized as attractions in wine
tourism. In 1980, Vidal Winery in New Zealand became a pioneer in this field. It
started offering wine sales, and winery tours and featured a restaurant and museum.
Researcher John Gream identifies this mix of services and amenities as a model for

the future®.

! Etcheverria, O., Wine Tourism and Gastronomy, In Ortiz, M., Rama, M., Armengot, C. (eds), Wine and Tourism.
A Strategic Segment for Sustainable Economic Development, Springer, 2016, p. 161.

2 Golding, P., Merkle, T., Matching business travel with wine tourism, The case of the canton of Grisons,
Switzerland, In Dixit, S. (ed.), Routledge Handbook of Wine Tourism, Routledge, 2022, pp. 395-408.

3 Dreyer, A., Wine Plus Tourism Offers: It Is Not All About Wine — Wine Tourism in Germany, In Sigala, M.,
Robinson, R. (eds), Wine Tourism Destination Management and Marketing, Theory and Cases, Palgrave
Macmillan, 2019, pp. 399-421.

4 Szakal, Z., Global Wine Tourism, Current Trends and Future Strategies, In Joshi, V. K., Bordiga, M., Cosme, F.,
Farina, L., Jackson, R., Jordao, A., Lonvaud-Funel, A., Stockley, C. (eds.), Concise Encyclopedia of Science and
Technology of Wine, CRC Press, 2022, p. 618.

5 Hall, C. M., Longo, A., Mitchell, R, Johnson, G, Wine tourism in New Zealand, In Hall, C. M., Sharples, L.,
Cambourne, B., Macionis, N., Mitchell, R., Johnson, G. (eds.), Wine tourism around the world, Development,
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On their own, wineries also function as a type of museum. As early as 1993,
Italy decided to use museums as a tool to attract more wine tourists. During that time,
the Italian Wine Tourism Movement (Movimento del Turismo del Vino) developed the
slogan “see what you drink™?.
Chapter two
ANALYSIS AND EVALUATION OF THE DEVELOPMENT OF WINE
TOURISM

Chapter two provides an analysis and evaluation of leading wine destinations
worldwide. The emphasis is on the development of wine tourism in Bulgaria. Attention
Is directed towards the connection between traditions in winemaking and successful
tourism. The methodology and tools used in the conducted scientific research are
presented.

The first paragraph analyzes, examines, and explores wine tourism in leading
destinations worldwide. An assessment of their development is made, not only as tourist
regions but also as leaders in winemaking. Subparagraph 1.1 “Analysis and
Evaluation of Wine Tourism in the Destination France” traces the history of
winemaking in France. Attention is given to the French classification systems for wine
quality — AOC, IGP, and Vin de France. The country is one of the most popular tourist
destinations globally, well-known for its high-quality wines. Winemaking generates
significant revenue and offers excellent employment opportunities. The French wine
industry is primarily focused on wine production rather than wine tourism, owing to
deeply rooted traditions in winemaking that hinder its transformation into a tourism-
oriented product. Nevertheless, the country has a long history associated with wine
tourism. Regions such as Beaujolais, Bordeaux, Burgundy, Champagne, and

Provence successfully offer various tourism-related experiences?. France has been a

management and markets, Elsevier, 2004, p. 151.

! Cambourne, B., Hall, C., Johnson, G., Macionis, N., Mitchell, R., Sharples, L., The maturing wine tourism
product: an international overview, In Hall, C. M., Sharples, L., Cambourne, B., Macionis, N., Mitchell, R.,
Johnson, G. (eds.), Wine tourism around the world, Development, management and markets, Elsevier, 2004, p.
39.

2 Szakal, Z., Global Wine Tourism, Current Trends and Future Strategies, In Joshi, V. K., Bordiga, M., Cosme, F.,
Farina, L., Jackson, R., Jordao, A., Lonvaud-Funel, A., Stockley, C. (eds.), Concise Encyclopedia of Science and
Technology of Wine, CRC Press, 2022, p. 620.

72



Opportinities for the Development of Wine Tourism in Bulgaria

dominant player in the global wine market for over 200 years, primarily due to its
absolute superiority in the segment of fine wines. However, France is a pioneer in wine
market management, introducing long-lasting institutional innovations such as the
creation of appellations of origin and restrictions on cultivated areas®.

Chart Ne 1 presents the four criteria of the French wine industry (production,

import, export and consumption) in the period 2011-2021.
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Chart Ne 1. Main economic indicators of the French wine industry for the
period 2011 — 2021
Source: Author's systematization according to OIV data, 2021.

According to the International Organisation of Vine and Wine (O1V) data for the
year 2021, France ranks second in the world in wine production. It also holds the
second position in terms of wine consumption. The country is third globally in wine
exports and fourth in wine imports?. According to the official website of the French
National Agency for the Development of Wine Tourism (VisitFrenchWine.com), the
country was visited by over 10 million wine tourists in 2016. Compared to 2009, this
represents an increase of more than 30%. These tourists collectively spent over 5.2
billion euros on various wine-related experiences such as seminars, stays in traditional
chateaux, tours, courses, or conferences. This growth is mainly attributed to the efforts

of the wine industry to offer more professional and educational experiences related to

! Chevet, J, Fernandez, E., Heraud, E., Pinilla, V., Traditional markets, France, In Anderson, K., Pinilla, V. (eds.),
Wine Globalization, A New Comparative History, Cambridge university press, 2018, pp. 55-57.
2 https://www.oiv.int/what-we-do/country-report?oiv, noctbren Ha 18.02. 2023 r.
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wine. The largest groups of wine tourists come from Belgium and the United Kingdom,
but there is also a growing interest from Asian countries®.

Subparagraph 1.2. “Analysis and Evaluation of Wine Tourism in Italy”
examines the wine industry in Italy, specifically the viticulture and winemaking sector.
Unlike olive trees, grapevines can be grown almost anywhere on the Apennine
Peninsula. This makes wine one of the most important products in the Italian economy.
In the 19th century, the industry was highly fragmented among small producers, and the
wine produced during this period was of low quality, mostly intended for personal
consumption. It wasn't until the early 20th century that significant improvements were
observed in the sector?.

What makes lItalian viticulture unique globally, and the wine produced there, is
the technique of “coltura promiscua” (mixed farming). It involves cultivating
grapevines in the same location along with other crops?.

Over the last thirty years, Italian wine companies have primarily focused on
quality rather than quantity. In 1986, Italy produced around 77 million hectoliters of
wine, while in 2015, the quantity was 47 million. However, the turnover has more
than doubled. This is mainly attributed to the introduction of quality and origin
certificates®.

According to the World Bank, Italy reached its peak in the number of tourists
visiting the country in 2019. At that time, over 95 million people choose Italy for their
vacation®. Wine tourists contribute an average of 26.9% of the wineries' income through
direct wine purchases. Sales can range from 3 bottles for expensive wines to 6-12 bottles

for wines of medium class®.

1 Wine tourism in France in numbers, https://www.visitfrenchwine.com/en/product/wine-tourism-france-numbers,
nocteieH Ha 26.02.2023 r.

2 Federico, G., P., Martinelli, Italy to 1938, In Anderson, K., Pinilla, V. (eds.), Wine Globalization, A New
Comparative History, Cambridge university press, 2018, pp. 130-132.

% Federico, G., P., Martinelli, Italy to 1938, In Anderson, K., Pinilla, V. (eds.), Wine Globalization, A New
Comparative History, Cambridge university press, 2018, pp. 130-132.

4 Fortis, M., A., Sartori, Food & Wine: Quality, Tradition and Innovation, In Fortis, M. (Ed), The Pillars of the
Italian Economy, Manufacturing, Food & Wine, Tourism, Springer, 2016, p. 308.

5 https://data.worldbank.org/indicator/, nocTsnen na 05.03.2023 r.

6 Seccia, A., R., Garibaldi, Wine Tourism in Italy, In Lopez, R., Szolnoki, G. (eds.), Sustainable and innovative
wine tourism. Success models from all around the world, Cajamar Caja Rural, 2021, p. 199.
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Subparagraph 1.3. “Analysis and Evaluation of Wine Tourism in the United
States” traces the history of wine production in the United States and analyzes its
current state compared to other competitors. What we can certainly say is that this
industry has a complex past. Winemaking in these lands began to develop during the
colonial period of the country. At that time, the wine industry was small, and almost all
wine consumption was satisfied through imports. Domestic production started to grow
in the second half of the 19th century. Significant growth in viticulture was observed in
the early 20th century, mainly in the state of California. The U.S. industry suffered a
serious blow during the imposed Prohibition period from 1920 to 1932. It began to
rapidly develop only in the last half-century. With the introduction of new technologies
and government policies, the wine industry in the United States has experienced a
significant upturn. Today, California remains the largest producer of wine and grapes in
the country?.

One of the most intriguing moments in the history of winemaking in America
is associated with the spread of phylloxera? in the 19th century. The damage in
California was enormous, with almost half of the plantations destroyed. This pest was
also transmitted to Europe, affecting 75% of the vineyards in France. Ultimately, it
was discovered that American grape varieties are much more resistant to phylloxera
compared to European ones. To save Europe, the practice of grafting local varieties
onto American rootstocks began?.

Traditionally, travel and tourism have a vital contribution to economic growth
and employment in the United States. The sector generates a turnover of 1.9 trillion
dollars and provides around 9.5 million jobs. It benefits all communities that are part of
the United States. Approximately one in every twenty jobs is directly or indirectly
related to travel and tourism*. According to a report by the National Association of

American Wineries, wine regions attract 49.18 million tourists. The expenditures

1 Alston, J., Lapsley, J., Sambucci, O., Summer, D., United States, In Anderson, K., Pinilla, V. (eds.), Wine
Globalization, A New Comparative History, Cambridge University Press, 2018, p. 410.

2 Phylloxera is a type of tiny insect that parasitizes the roots of plants, creating microscopic wounds through which
bacteria and viruses can enter the vine, https://decanter.bg/blog/phylloxera/, nocrsren na 19.03.2023 r.

3 Sumner, D., H., Bombrun, J., Alston, D., Heien, North America, In Anderson, K. (ed.), The World’s Wine
Markets, Globalization at Work, Edward Elgar, 2004, p. 189.

41TA, National Travel & Tourism Strategy, 2022, p. 3.
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generated by wine tourists amount to 16.69 billion dollars annually. Specifically
employed in wine tourism are over 155 thousand people. The annual salaries paid in the
sector amount to more than 5 billion dollars®.

The second paragraph analyzes and evaluates the development of wine tourism
in the destination Bulgaria. The history of winemaking has been explored, and its current
state has been analyzed. A study of wine tourism in Bulgaria has been conducted.
Subparagraph 2.1. ,,Analysis and Assessment of Winemaking in Destination
Bulgaria“ traces the history of wine in Bulgaria. Statistical data on wine production in
the country has been analyzed. Archaeological evidence shows that in the Balkans,
especially in Southern Thrace, wine was known as early as the 5th millennium BC. It is
assumed that the ancient Thracian tribes transmitted their knowledge of winemaking to
the Hittites, Arabs, Greeks, Romans, and Celts?. In the territory of present-day Bulgaria,
material traces of grape cultivation and grape processing can be found almost
everywhere. For example, we can mention the Thracian mound near the village of
Starosel, as well as the Thracian city of Perperikon near Kardzhali®. Our lands are
historically connected to wine and its production. Few countries in the world can say
that they are the homeland of winemaking. A significant factor influencing winemaking
in Bulgaria is also the geographical location. Our country is located at the 43rd parallel
north. The French Riviera, the Crimean Peninsula, and California share the same
latitude. The sun and the mild climate around this parallel create ideal conditions for
cultivating excellent wine varieties®. The following Chart Ne 2 shows the indicators of

this industry for the last ten years.

! https://wineamerica.org/economic-impact-study/, noctsnen na 21.03.2023 roauna.

2 Teoprues, C., TeHJEHIMH B JI03apO-BUHAPCKHA CEKTOp B bbirapus 3a mepuoma 2015-2019 r., C6opHuK ¢
Jokinaay ot [IppBa HanMoHaMHA Hay4YHa KOH(EpEeHINs 3a CTYAEHTH, JOKTOPAaHTH W MIIQIN yueHH ,,IHoBauu u
KOHKypeHTocmocoonoct™, 2020, c. 102.

3 Xpucros, JI., Aurenosa, M., Bunenu mapmpytu B Bbirapus, cGopHUK ¢ gokiaau oT HaydHo npuioxkHa
KOH(EepeHIHS C MEXTyHapOIHO YIacTHE ,,BB3MOXKHOCTH U MPOOIEMH 32 Pa3BUTHETO HA alITepHATHBHUTE (HOPMHU
Ha TYPHU3bM B MAIKUTE CEJMIA", aKaIEMUTHO H3AaTelcTBo npu LleHThp 3a eBpouHTerparys u Kyntypa Ha BY3K
ITnosaus, 2011, c. 175.

4 loescka, E., BpecToBuIla — BUHEHATA TYPUCTHYECKA HAXO/KA HA IUIOBJUBCKUS PETHOH, COOPHUK C JOKJIAAH OT
HayuHo mpmiiokHa KOH(EpeHIHs ¢ MEeXAYHApOTHO ydacTue ,,Bb3MOKHOCTH M mpoOieMu 3a pa3BUTHETO Ha
anTepHaTHBHATE (GOpMH Ha TypH3bM B MAaJKHTE CEIHMINA“, aKaIeMHUYHO wH3AaTesicTBo mpu LleHTHp 32
eBpouHTrerpanus u kynrypa Ha BY3K ITnosnus, 2011, c. 195.
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Chart Ne 2. The Bulgarian wine industry in the period 2011 — 2021
Source: Author's systematization according to OIV data, 2021.

On a global scale, the country is far from being among the leading wine-
producing nations. Bulgaria ranks twenty-second in the world for wine production. Our
country is twenty-third in exports, thirty-seventh in consumption, and fifty-sixth in
imports for the year 2021. Regarding vine plantations, they cover just over 65,000
hectares or 24th place globally. Based on the data from Figure 2, we can draw the
following conclusions about Bulgaria's viticulture and winemaking industry. Overall,
the sector has been developing steadily over the past decade. The increase in production
and consumption indicates a growing demand for Bulgarian wine.

Subparagraph 2.2. “Analysis and Evaluation of Wine Tourism in
Destination Bulgaria“ traces the emergence of wine tourism in Bulgaria. Wineries in
the country that offer tourism have been assessed, with a focus on the number of wine
producers in Bulgaria.

As the first winery offering organized wine tourism, we can mention Vinprom
Lyaskovets. In 1975, they began welcoming tourists through the then-tour operator
Balkantourist. Initially, they offered varietal wines for tasting, but later, the program
was expanded. Tourists were introduced to the history of the enterprise, and visits to the

production facilities were offered?.

! axos, [I., BAHOTO — YHUKAIIHO IIPUPOHO JekapcTBo, M. Enpopue, 2011. c. 3-25.
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Although classified among the “Old World” wine-producing countries,
according to industry experts, our country is defined as having a blended stylistic
approach. It intertwines elements of preserved traditionalism and the modernist taste
inherent in the “new” wine-producing countries, which in recent years have increasingly
asserted themselves on the international stage and positioned themselves among
industry leaders.

Almost all wineries with accommodations offer winery tours and tastings. More
than half of the wineries with lodging have indoor and/or outdoor pools. Spa centres are
less common, but the presence of separate spa facilities and services is widespread?. In
recent years, new and modern wineries specialized in producing high-quality wines have
been established. New grape varieties are being planted in many regions of the country.
A new generation of winemakers is emerging, placing quality at the forefront. In these
conditions, wine tourism is also emerging. It is important to clarify that the wine
production process itself does not necessarily lead to the emergence of wine tourism?.

According to the Agency for Vine and Wine data, there are over 350 registered
wineries in the country. Their number is continuously growing, which is a positive sign
for wine tourism. However, the first 10 companies hold 65% of the market, indicating a
certain level of concentration in the industry*. Excluding the large enterprises, there are
approximately 160 working wineries in Bulgaria, with 70-80 of them offering tastings.
About 15-20 of these wineries also provide high-quality accommodation facilities®.

In the country, the wine and culinary routes closest to the definition are the 12
wine-culinary destinations developed by the Ministry of Tourism in collaboration with

the Ministry of Agriculture, Food, and Forestry. The number of these destinations is not

! Mumutposa, I'., KoHKypeHTHO NO3MIMOHMpaHe Ha Obirapckara BUHapcka nHaycTpus, COOPHMK ¢ TOKIaay OT
[IppBa HamumoHamHAa Hay4YHa KOH(EpEHIHWs 3a CTYOCHTH, AOKTOPAaHTH W MIagd ydeHH ,VHoBammum u
KOHKypeHTocmocoonoct™, 2020, c. 16.

2 MapuHoB, B., AHanu3 Ha MecTaTa 3a HACTAHABAaHE, CBbP3aHH ¢ BUHAPHHU B Bharapus, [ogumnuk va Coduiickus
yHuBepcurer ,,CB. Kitmment Oxpuznckn®, I'eonoro-reorpadcku gaxynrer, Kaura 2 — I'eorpadus, Tom 113, 2022,
c. 352.

3 Rangelov, Ch., Wine tourism in Bulgaria — routes and destinations, Yearbook of Varna University of
Management, Volume XVI, XVI International scientific conference ,,Digitalisation of the science education,
busiess and tourism*, 2021, p. 116.

4 Untepsio ¢ Esrenn Xapammmiicku, u3m. gupextop Hazx ,,Jlomeiin Boitap®, https://www.bloombergtv.bg/a/19-
svetat-e-biznes/101342-desette-top-vinarski-izbi-v-balgariya-darzhat-65-ot-pazara, nocrsnen na 24.03.2023 .

5 Hurepsio ¢ MHaaitno Karepcku, npexacematen Ha bbarapckara acouuanus Ha BHHEHHTE EKCIIEPTH,
https://www.bloombergtv.bg/a/17-v-razvitie/109719-konkurentnite-predimstva-na-balgariya-sa-vav-vineno-
kulinarniya-turizam, goctenen Ha 30.10.2022 r.
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random; they were selected to correspond to the twelve months of the year. These
destinations have been digitized and are accessible on the website of the Ministry of
Tourism?. In 2023, the Ministry of Tourism introduced the first official wine route, the
“Struma Valley”. Expectations are that more similar routes will be unveiled, and a new
digital tourist map of Bulgaria will be developed?.

Subparagraph 2.3. “Analysis and Assessment of the Development
Opportunities for Wine Tourism in Destination Bulgaria” examines the tourism
sector in Bulgaria. Emphasis is placed on international awards won by Bulgarian
winemakers.

According to National Statistical Institute data, the visits of foreigners to Bulgaria
in 2022 exceeded 10 million. Out of these, over 4 million were for vacation and tours3.
For the first ten months of the same year, Bulgarian National Bank reports over 4.8
billion levs in revenue from foreign tourists®. Traditionally, most tourists in Bulgaria
come from the European Union. According to the World Travel and Tourism Council,
our country is a preferred destination for Romanians, Germans, Turks, and Greeks. A
4% increase is observed in Ukrainian tourists in 2021 compared to previous years,
reaching 10% of all foreign visitors®.

The choice to engage in a particular type of tourism depends on both age and the
level of activity. About 40% of Bulgarians travel at least once a year. In 2020, 64% of
Bulgarian tourists used the internet as a source of information. At the same time, as the
age of tourists increases, the share of those practising specialized tourism such as wine
tourism also increases®.

In 2020, Bulgarian wineries won a total of 22 awards at the Vinalies International
competition in Paris. The wine from the Kabile series of the “Vila Yambol ” winery was

selected with the most awards, receiving a total of seven’. Two years later, at the same

! MununcrepctBo Ha Typmsma, https:/www.tourism.government.bg/bg/kategorii/novini/vineno-kulinarnite-

destinacii-sa-digitalizirani-i-dostupni-na-sayta-na, noctenen Ha 15.10.2022.

2 https://www.investor.bg/a/554-lifestyle/369676-trima-ministri-otkriha-parviya-vinen-marshrut-v-balgariya,
nocteieH Ha 24.11.2023 T.

3 https://infostat.nsi.bg/infostat/pages/reports/result.jsf?x_2=1808, noctenen Ha 26.03. 2023 r.

4 https://www.tourism.government.bg/, nocrsien na 26.03.2023 r.

5 https://wttc.org/research/economic-impact, nocrbnen na 26.03.2023 .

6 Tpoun Ha Typucta, https://www.tourism.government.bg/sites/tourism.government.bg/files/documents/2019-
10/ministry_of tourism_profilna_turista 2020 p3.pdf, nocrenen Ha 29.10.2022 1.

7 https:/fwww.economic.bg/bg/a/view/zlatni-medali-za-balgarskoto-vino-kabile-vav-frantsiya-114870, nocrenen
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event, the wine series won a record-breaking eight awards. This time, the French experts
awarded the Reserve Merlot 2015 with the Grand Gold Medal.

In 2021, a Bulgarian winery once again received global recognition. At one
of the world's largest wine competitions, Mundus Vini, Domaine Boyar winery was
declared the best producer in Bulgaria. The competition is one of the largest and most
prestigious in the world, evaluating samples from the best producers worldwide each
year. The event takes place annually in Neustadt, Germany, and precedes Europe’s
largest trade fair for wines and spirits - PROWEIN-.

Leading wineries that not only produce quality wine but also promote wine
tourism in Bulgaria include Midalidare Estate, Villa Melnik, and Dragomir Winery
Estate. All three wineries are ranked among the top 100 best wine destinations in the
world, according to the prestigious World’s Best Vineyards classification for the year
20222,

The third paragraph discusses the characteristics of survey research and in-
depth interviews, presenting the methods for conducting them. Subparagraph 3.1
“Characteristics of Survey Research and In-Depth Interviews” focuses on the
classification of scientific research.

The author chose the method of the survey questionnaire because it offers
several advantages, such as the ability to collect a large volume of data in a short period.
Furthermore, the option for respondents to fill out the questionnaires online allows them
to respond at their convenience, regardless of time and place. When selecting the
questions, the objectives of the dissertation work are taken into account. The creation of
the questionnaire involves analyzing specific sociological studies related to wine
tourism.

The survey questionnaire consists of 24 questions, and a closed-response type is
chosen. The main reason for this choice is the quick processing of the results. The
traditional presence of foreign tourists in Bulgaria is taken into account, necessitating

the translation of the survey questionnaire into English.

Ha 26.03.2023 1.
! https://forbesbulgaria.com/2021/05/05/domaine-boyar/, noctbien Ha 26.03.2023 r.
2 https://dragomir.bg/world-s-best-vineyards/, noctenen ma 25.11.2023 r.
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Subparagraph 3.2. “Essence, Indicators, and Limitations in Conducting
Empirical Research” examines empirical studies in their essence. These studies are
based on observations and experiments and are applied to confirm or reject theories,
hypotheses, or opinions. Empirical research is utilized in various scientific fields,
including sociology, psychology, physics, biology, and economics. It is essential to
note that a fundamental principle in empirical research is the scientific justification and
validity of the information. These studies need to be well-designed and executed to
ensure the accuracy of the data and the conclusions that will follow from them?,

The author considers it important to explore the cycle of empirical research.
It is a scientific method used for collecting, analyzing, and interpreting data. The cycle
consists of five phases, with each phase being as crucial as the next. This scientific
method can systematically formulate hypotheses about how a given subject operates and
then test them against empirical data. It is widely accepted that this method is typical of

the deductive approach in science (see Figure Mo 4)2,

Evaluation Observation

Test Induction

Deduction

Figure Ne 4. A cycle of empirical research

Source: Author's systematization

! Tapaunos, E., OcnoBu Ha HayuHuTe H3cnensanus, Kak qa paspadorum maructbpeka teza?, BCY | UepHopusen
Xpabsp*, YU, 2014, c. 20.
2 https://www.techtarget.com/whatis/definition/empirical-analysis, nocrsnen na 29.03.2023 .
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Subparagraph 3.3. “Methodology for Conducting Empirical Research and
Analyzing Collected Data” focuses on the technology used for the research. The
approach to conducting the survey and the sequence of actions in in-depth interviews
are presented. The specific survey is preferred to be conducted entirely online. The
author of the dissertation uses social applications to distribute the survey. It is
distributed through Facebook, Linkedln, and Instagram. It is created using the online
tool Microsoft Forms, which is part of the free services of Microsoft Office 365.

In-depth interviews were conducted during the months of April and May 2023.
Contact was established with wine experts, owners of travel agencies specializing in

wine tourism, and wine influencers.

Chapter three
IMPROVING THE OPPORTUNITIES FOR THE DEVELOPMENT OF WINE
TOURISM IN THE DESTINATION BULGARIA

Chapter three aims to emphasize the possibilities for the development of wine
tourism in Bulgaria. The research interest is focused on creating an author's model for
the implementation of innovations, both in winemaking and in the provision of tourism
services. As a result, guidelines and recommendations for the development of wine
tourism in the destination are highlighted.

The first paragraph focuses on the results of the conducted survey and in-depth
interviews with experts. Subsection 1.1, “Demographic Profile of Respondents in the
Survey” outlines the profile of the participants in the survey. Attention is directed
towards analyzing their demographic characteristics. A distribution by age, gender, and
nationality has been created.

In the completed survey, a total of 278 respondents participated. For a clear and
precise analysis of the data, in some questions, the respondents will be divided into two
groups — Bulgarians and foreigners. The overall distribution of respondents based on
their citizenship is as follows: 185 Bulgarians (66.5%) and 93 (33.5%) foreigners. The
statistical processing of the collected data clearly shows that the largest share is in the

age group of 25-34 years (49%). The next in line are people between 35-44 years old,
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accounting for 24%. The age group 45-54 ranks third. Individuals under 18 years old

did not participate in the survey (see Figure A2 5).

7% 6%

m Under 18 years old m 18-24 years old 25-34 years old
m 35-44 years old  m45-54 years old Over 55 years

Figure Ne 5. Distribution of respondents by age
Source: Author's systematization of survey data
The analysis continues with the second question related to the attribute of gender
(see Figure M 6). From the obtained results, we conclude that female respondents have
been more active. We explain this fact by noting that women tend to respond more to

various survey inquiries.

m Male ®mFemale

Figure Ne 6. Distribution of respondents by gender
Source: Author's systematization of survey data
Practising wine tourism involves different levels of expenses. The author of the

dissertation finds it important to examine the results separately among Bulgarians and
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foreigners. This approach allows for a more objective analysis of the obtained results
between the two groups. Among Bulgarians, the majority indicate that they spend
between 2001 and 3000 BGN. The next most common response from them is over 5000
BGN. Only two respondents chose the option of less than 1000 BGN. The group of
foreigners most frequently chooses the answer over 2500 euros. Second place is
occupied by respondents with incomes between 4001 and 5000 BGN (see Chart A2 3).

Under 1000 1001 BGN—- 2001 BGN- 3001 BGN - 4001 BGN — Above 5000
BGN/500 EUR 2000 BGN/501 —3000 BGN/1001 4000 BGN/1501 5000 BGN/ 2001BGN/ 2500 EUR
1000 EUR —1500 EUR —2000 EUR — 2500 EUR

m Bulgarians = Foreigners

Chart Ne 3. Distribution of respondents by household income
Source: Author's systematization of survey data
Subparagraph 1.2. “Tourists' Preferences and Interests Related to Wine and
Wine Tourism” examines the interests and attitudes of participants in the survey
regarding wine tourism in Bulgaria. Question M 9 aims to determine to what extent the
respondents are familiar with wine tourism in Bulgaria (see Figure A27). For the
purposes of the dissertation, it is particularly significant that 60% respond that they are
somewhat familiar with wine tourism in the country. This gives us reason to believe that
more than half of the respondents have at least minimal knowledge about the

development of this specialized form of tourism.
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m Very familiar m Somewhat familiar ® I've never heard of wine tourism ®m Bulgarians ® Foreigners

Figure Ne 7. Distribution of respondents according to their familiarity with wine
tourism in Bulgaria
H3mounux: CI/ICTeMaTI/ISaHI/IH Ha aBTOpa 110 IaHHHU OT aHKCTHOTO IIPOYYBAHC

Analyzed is where people most commonly get information about wineries in
Bulgaria. From the responses, it becomes clear that people learn about wineries through
recommendations from family or friends — 47%. Social media platforms such as
Facebook and Instagram rank second at 23%.

Explored is how often respondents practice wine tourism. Participants
emphatically choose that they have experienced it only once, gathering 60%. Next are
people who engage in wine tourism once a year, constituting 33%. 6% indicated 2 to 3
times a year, and only 1% more than 3 times. The responses reveal that wine tourism is
still unfamiliar in Bulgaria.

Subparagraph 1.3. “Expert Opinions on the Opportunities and
Challenges of Wine Tourism Development in Bulgaria” summarizes the
opinions and assessments regarding the development of wine tourism in Bulgaria.
The in-depth interviews highlight several conclusions:

e Bulgarian tourists are still not familiar with wine tourism.

e The lack of sufficient information on the subject additionally represents a
difficulty for the development of this specialized tourism.

e The quality of Bulgarian wines is increasing.

¢ More and more wine cellars are opening their doors to visitors.
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e More wineries are starting to offer shared tour packages.

The second paragraph introduces the author's model for the development of
wine tourism in Bulgaria. Subparagraph 2.1, titled “Best Practices in the
Development of Wine Production and Wine Tourism” highlights various innovations
globally related to wine production and wine tourism.

Tourism is not only one of the largest industries globally but also the number one
segment online. The tourism industry is undeniably affected by the spread of
information and communication technologies. Wine tourism, as part of global tourism,
Is also becoming a dynamically developing industry.

The International Organisation of Vine and Wine (OIV) presented a report in
2021 on the current state and development of new technologies in the viticulture and
winemaking sector. The organization highlighted nine main areas of innovation:

¢ Internet of Things (1oT) and sensor technology.

o Artificial Intelligence (Al).

¢ Robots.

o Satellite images.

o LIDAR (laser detection and ranging) technology.

e Blockchain.

e Electronic label (E-Label).

e Electronic certificate (E-Certificate).

e Smart Storing.

In 2018, the Australian wine producer Treasury Wine Estates revolutionized
the promotion of its wines from the 19 Crimes series. They introduced Augmented
Reality (AR) to the bottle labels. The use of this technology transformed the customer
experience, leading to an increase in sales from 4 million to 18 million bottles within 18
months?.

One of the world's largest wineries, Accolade Wines, primarily focuses on
integrating innovations at all stages of production and promotion. Sustainability is a key

element, with set goals related to achieving carbon neutrality, developing innovative

L P. Schwab, 19 Crimes: a stroke of marketing genius ... often poorly imitated,
https://www.intotheminds.com/blog/en/19-crimes-wine-augmented-reality/, noctenen Ha 20.06.2023 r.
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materials, and promoting a circular economy®. The winery ensures that 98% of the
packaging they use in Australia and Europe can be recycled. Another goal of theirs is
the elimination of all single-use plastics in the supply chain?.

Jackson Family Wines is a family-owned winery in the USA that embraces
modern technologies in both production and promotion of its products. The Jackson
family collaborated with Tesla Energy to install 21 stationary energy storage systems
with a capacity of 4.2 MW, serving as a reliable energy source in several of their
wineries. In partnership with the Tom Beard Company, the winery integrated a water
recycling system, enabling them to reuse water up to three times in the barrel washing
process before disposing of it in the sewer system. This saves approximately 3 million
litres of water. Collaborating with Fruition Sciences, the winery developed an intelligent
irrigation system using sensors. This technology monitors juice levels in the grapevines
and determines when they need watering. This innovation not only enhances the grape
flavour but also reduces water consumption®.

Subparagraph 2.2 “Developing a Model for the Development of Wine
Tourism in Bulgaria through the Implementation of Innovations” introduces a
model for applying innovations in wine tourism. The strategic processes encountered in
practice are explored.

Wine tourism is becoming one of the most dynamically growing sectors in the
tourism industry. With the increasing interest in it, there is a need to create sustainable
development models. These models should encompass specific strategies for attracting
visitors, optimizing processes within wineries, improving infrastructure, and promoting
collaboration between producers, tourism organizations, and governmental institutions.

For the purposes of the study, we will examine the strategic processes
encountered in wine tourism (see Figure Mo 8). This is essential before we move on to

building a development model.

! Thinking like a startup: how the CEO of Accolade Wines is disrupting an industry with daring innovation and
intense customer focus, https://www.associationofmbas.com/thinking-like-a-startup-how-the-ceo-of-accolade-
wines-is-disrupting-an-industry-with-daring-innovation-and-intense-customer-focus/, nocreen na 20.06.2023 r.
2 https://accoladewines.com/sustainability/sustainable-brands/, nocrsnen na 20.06.2023 .

3 Cultivating the Future, Triple Bottom Line Responsibility at Jackson Family Wines,
https://embed.widencdn.net/pdf/plus/jfw/rnbbejchtj/jfw_csr_16_WEB.pdf, noctsner Ha 20.06.2023 r.
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Planned strategies Target strategies
(political support) (tourism campaigns)
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Figure Ne 8. Strategic processes in wine tourism
Source: Adapted by Harrington, R., Michael, O., Wine tourism strategy
making: a model for planning and implementation, In Lee, K. (ed.), Strategic Winery
Tourism and Management: Building Competitive Winery Tourism and Winery
Management Strategy, AAP, 2016, p. 15.

Wine tourism is a growing industry on a global scale. Like any other specialized
form of tourism, it is influenced by numerous factors that are both internal and external
to it. The author of the dissertation visually presents the developed model for the
development of wine tourism in Bulgaria through the implementation of innovations
(see Figure M2 9).

88



Opportinities for the Development of Wine Tourism in Bulgaria

Innovations Innovations
in the process in the methods
of production of promotion
Artificial Blockchain Artificial Neural
Intelligence technology Networks (ANN)
L Augmented -
Satellite images Rgeality Digital portal
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Robotizati New materials Social Media/
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Unmanned New
aerial vehicles combinations
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Biodynamic
agriculture

Figure Ne 9. Author's model for the development of wine tourism
by implementing innovations
Source: Author's systematization

The author's model aims to provide recommendations for improving the
development opportunities of wine tourism in the destination of Bulgaria through the
integration of modern technologies. The introduction of innovations in winemaking and
wine tourism can lead to the following advantages and benefits for the sector:

¢ Increasing the quality of the wine.

e New wine products and flavors.

e Achieving eco-friendliness.

e Expanding the scope of wine tourism in the destination.

The base for constructing the author's model includes the results obtained from
the survey and in-depth interviews with experts. By combining them with relevant

research and identified best practices, the implementation of the desired model is

achieved.
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Subparagraph 2.3. “Application of the Author's Model for the Development
of Wine Tourism in Bulgaria through Innovation Implementation” examines the
various components of the proposed author's model. The focus is placed on innovations
and the opportunities they offer in the context of wine tourism.

Parts of the model are exceptionally easy to implement in small and family
wineries, where production capacity is not as extensive. It is suitable for producers who
emphasize quality rather than quantity. By incorporating innovations into the
production process, wineries will have more time to develop their tourism activities.

Wineries can implement sensor technology in the grape-growing process.
Incorporating holographic technology during wine tastings will diversify tourists'
experiences. Regarding the promotion of their products, installing vending machines in
strategic locations will help position them. Using social media and investing in it
provides wineries access to the younger generation. In this way, modern technologies
offer tourism destinations, including wineries, the opportunity to significantly expand
their reach to new customers and markets?.

The third paragraph presents specific guidelines and recommendations for the
development of wine tourism in Bulgaria. Various financial instruments to support
tourism in the country have been analyzed, along with certain challenges facing wine
tourism under unforeseen circumstances. Subsection 3.1, “Guidelines for the
development of wine tourism in Bulgaria through various financial instruments”
analyzes different financial instruments that can be utilized by wine producers in
Bulgaria. Attention is drawn to existing sources of funding in Bulgarian tourism, and
possibilities for attracting funds provided by the EU to the country have been explored.

Bulgaria’s tourism policy is funded from several sources, including the State
Budget, municipal budgets, donor programs, self-funding from businesses, and tourism
associations. Since the country acceded to the EU, funds from the programs it provides
have become a primary source of financing for tourism.2.

Climate change and environmental pollution are threats to all of humanity. The

! MMapymesa, T., [nmo6anu3zanus B Typusma, Msnarencrso ,,Apanrapa ITpuma®, 2010, c. 160.

2 AKTyaJu3upaHa CTpaTerds 3a yCTOWYMBO pa3BUTHE Ha TypusMa B Pemy6muka Bbirapus, 2014 — 2030 r.,
https://www.tourism.government.bg/sites/tourism.government.bg/files/documents/2018-01/nsurtb_2014-
2030.pdf, mocTenen na 22.06.2023 r.
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European Union recognizes this, and it allocates significant financial resources to
overcome these challenges. The goal for member states is to transform their economies
in a way that eliminates all net greenhouse gas emissions. To achieve this, the EU
provides countries with 1.8 trillion euros as part of the NextGenerationEU Recovery
Plant.

Another way to secure funds for tourism is through the National Recovery and
Sustainability Plan. The main task of the plan is to assist in the economic and social
recovery from the crisis caused by COVID-19. To achieve this goal, a set of measures
has been created to contribute to the growth of the Bulgarian economy. Additionally,
the plan lays the groundwork for the country's green and digital transformation in the
context of the Green Deal?. The Plan consists of 56 investments and 47 reforms. To
implement them, 6.27 billion euros have been allocated in the form of grants. Over half
of the funds (58.9%) are intended to support climate-related goals. 25.8% of the funds
will promote the digital transition®. Wine producers could benefit from the following
procedures, part of the Recovery Plan:

e Renewable Energy Sources and batteries for local energy storage.

e Procedure “Technological modernization”.

Within the framework of the National Plan for Recovery and Sustainability,
measures for energy renovation of residential buildings are envisaged, including those
that are part of the “Tourism” sector. The Support Program for Sustainable Energy
Renovation of the Residential Building Stock is led by the Ministry of Regional
Development and Public Works. Priority is given to energy efficiency in combination
with the use of renewable energy sources and the implementation of innovative
technologies. The total amount of planned investments exceeds 235 million leva“.

An opportunity for attracting funds is also provided by the “Competitiveness

and Innovation” Program 2021-2027. It represents a continuation of the “Innovations

! https://commission.europa.eu/strategy-and-policy/priorities-2019-2024/european-green-deal_en, nocrbnen na
22.06.2023 r.

2 https://www.nextgeneration.bg/14, noctsnen na 22.06.2023 r.
3https://commission.europa.eu/business-economy-euro/economic-recovery/recovery-and-resilience-
facility/recovery-and-resilience-plan-bulgaria_bg, mocTenen na 22.06.2023 r.

4 https://www.tourism.government.bg/sites/tourism.government.bg/files/documents/2022-10/broshura_npvu.pdf,
nocThiied Ha 23.06.2023 r.
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and Competitiveness” Operational Program. Through it, close to 3 billion leva will be
invested in the Bulgarian economy. The program is focused on micro, small, and
medium-sized enterprises. The main priorities are twofold — “Innovation and Growth”
and “Circular Economy”. Funding is allocated for scientific research and development
activities and the enhancement of export potential®.

Subparagraph 3.2 “Recommendations for the Development of Wine
Tourism in Bulgaria” examines the strategic plan of the destination Australia for the
period 2020-2025 related to wine tourism. The author's recommendations regarding the
development of wine tourism in Bulgaria are outlined.

Australia offers diverse natural and cultural landmarks. The country is renowned
for its high-quality wine and beautiful wine regions. Australia is home to over 6,000
wine producers and more than 2,400 wineries. Thanks to wine tourism, it attracts over
8.4 million tourists, both domestic and international. Wine production and wine tourism
contribute to providing over 163,000 jobs?. All of this establishes the sector as a
significant part of the country's economy. To ensure the continuous development of
wine tourism, the formulation of strategies is of paramount importance. The
development plan for wine tourism in Australia highlights five key areas:

e Wine market.

e Protecting the reputation of local wine.

¢ Increasing the quality of grapes and wine.

e Development of a sustainable environment.

e Building business leadership.

According to the author of the dissertation, to successfully implement
innovations in Bulgarian wine tourism, it is important to create a specific development
plan for wine tourism in Bulgaria. It should be fully tailored to the needs of local wine
producers and wineries.

Subparagraph 3.3. “Challenges and Perspectives for the Development of

Wine Tourism in Bulgaria” examines the challenges facing wine tourism in

! https://www.mig.government.bg/programa-konkurentosposobnost-i-inovaczii-v-predpriyatiyata/, nocrsnen na
23.06.2023 r.
2 Wine Australia Strategic Plan 2020 — 2025, p. 7.
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unforeseen situations, such as war and ecological disasters. Threats to Bulgarian tourism
are analyzed, focusing on specific dangers related to the development of wine tourism.
The discussion includes actions that can be taken during crises.

Wine tourism in Bulgaria has the potential for development and growth.
However, its prosperity is contingent on a series of challenges. According to an expert
group at the World Tourism Organization (UNWTO), high inflation and increasing oil
prices lead to higher transportation and accommodation costs. As a result, tourists are
expected to increasingly seek value for money and travel shorter distances. The
uncertainty arising from geopolitical tensions continues to pose a risk®.

Military conflicts represent some of the greatest threats to international tourism.
The impact of the Russian offensive in Ukraine has a negative effect both on global
tourism and on Bulgaria. Russian and Ukrainian tourists collectively spend over $45
billion annually. The significance of both markets is substantial, especially for European
coastal resorts?.

Conclusion

Wine tourism is a relatively new type of experience for mass tourism. It brings
together people who enjoy spending their leisure time outside big cities, in a pleasant
atmosphere with a glass of good wine. The beautiful vineyard landscapes, old wineries,
and tastings are just a part of what wine tourism can offer to its enthusiasts. Along with
that, tourists can become a part of various winemaking processes, learn about the
winery's history, and explore the cultural heritage of the region.

The wine around which this specialized form of tourism is created is not just a
product of human activity. It is a result of centuries-old traditions and local customs that
have been passed down through millennia. This is evidence that wine, as a beverage,
Is a product of human thought. The knowledge gained through experience, as well as
the personal qualities of winemakers, are part of the conditions for creating unique wine.

In addition to providing tourists with positive emotions, wine tourism also

contributes to the economic development of destinations. It encourages the growth

! Tourism on track for full recovery as the data shows strong start to 2023, https://www.unwto.org/news/tourism-
on-track-for-full-recovery-as-new-data-shows-strong-start-t0-2023, nocrenen Ha 27.06.2023 .

2 UNWTO, Tourism Market Intelligence and Competitiveness, https://www.unwto.org/impact-russian-offensive-
in-ukraine-on-tourism, gocrenen Ha 28.06.2023 r.
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of sustainable tourism and unites local communities to offer new and innovative tourist
services. Wine tourism generates additional income from agricultural activities and
enhances the added value of vineyard products. It also contributes to the preservation of
cultural and natural resources. This specialized form of tourism can be used to improve
the destination's image, thereby increasing its recognition among foreign tourists.

One of the strengths of wine tourism is its ability to be combined with other forms
of tourism. An integral part of wine tastings is the presence of delicious cheeses and
sausages, often produced in or near the winery. This allows tourists to taste distinctive
local delicacies. This complementary element serves as a link between wine and culinary
tourism. Well-integrated with wine tourism are also cultural, walking, rural, and
congress tourism.

With the processes of globalization, new technologies continue to advance.
Innovations are being implemented in all sectors of the economy. Artificial intelligence
IS becoming increasingly integrated into everyday life, finding wide applications in
various fields. Robots are becoming part of the viticulture and winemaking industry,
and blockchain technology is being applied in winemaking to ensure the authenticity
and quality of wine. Through the use of augmented reality and holograms, wine
tourism is taking on a new and modern form. The combination of innovation and
digitization contributes to better connectivity of wine tourism with other activities and
productions.

The current study in the dissertation focuses on the development opportunities
of wine tourism in Bulgaria. The empirical research conducted examines the
awareness of Bulgarian and foreign tourists regarding the development of wine tourism
in Bulgaria. The results indicate that most tourists are familiar with wine tourism in
Bulgaria. To arrange a winery visit, they primarily rely on recommendations from their
close relatives and friends. The majority of tourists do not encounter difficulties during
wine tours.

The systematic organization of the obtained results from the conducted research
provides grounds for the assertion that the main goal of the dissertation has been
achieved. The set research tasks have been fulfilled, and the main thesis and the

identified three working hypotheses have been proven.
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In conclusion, we can summarize that wine tourism in Bulgaria is still in its
initial stage of development. It depends on various industries, and any positive or
negative changes in the economy or government policies have an impact on it.
Overcoming various challenges could benefit from adopting best practices from well-
known wine destinations such as France, Italy, and the USA. It's important to note that

without high-quality wine production, it is challenging to develop successful tourism.
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IV. REPORT OF THE CONTRIBUTIONS OF THE DISSERTATION WORK

As a result of the conducted exploratory, research, and empirical work in the
dissertation, we highlight the following scientific and scientifically applicable
contributions:

e Based on a detailed literature review, the theoretical foundation has been
examined, and the characteristics and specifics of wine tourism, as well as the
relationship between the wine industry and tourism, have been defined. The author has
defined wine tourism (chapter 1, paragraph 1).

e Wine tourism has been explored as an opportunity for economic
development, and the ability to combine it with other specialized forms of tourism has
been identified (chapter 1, paragraph 3).

e Based on the completed analysis and evaluation, the development of wine
tourism in France, Italy, and the United States has been presented. The potential of
Bulgaria as a destination for wine tourism has been outlined (chapter 2, paragraphs 1
and 2).

e An author's model for the development of wine tourism through the
implementation of innovations has been developed (chapter 3, paragraph 2).

e Guidelines and recommendations are formulated, and the prospects for the

development of wine tourism in Bulgaria are outlined (chapter 3, paragraph 3).
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