YHUBEPCUTET 3A HAHUOHAJIHO 1 CBETOBHO
CTOITAHCTBO
UNIVERSITY OF NATIONAL AND WORLD ECONOMY

OAKVYJITET ,UKOHOMUKA HA UHOPACTPYKTYPATA”
KATEJPA ,UKOHOMHUKA HA TYPU3MA”

nokTopanT Moana Baagumuposa OrasinoBa

ABTOPE®EPAT

HA IMCEPTALMOHEH TPYA
3a NPUCHKIAHEe HA 00pa30BaTeIHA M HAYYHA CTEIeH ,,J0KTOp”
110 HAYYHA CHEeHHATHOCT ,,IKkOHOMUKA U ynpaBjeHue (Typu3bm)”

Ha TeMa:

,BBL3JIENCTBUE HA KYJIUHAPHUS TYPU3IBM
BHPXY MOTUBAIIUATA HA TYPUCTUTE”

Hay4eHn pbkoBoauTes1:
npo@. n.H. Tans [lerposa Ilapymena

Codmus, 2022 r.



Buw3zoeticmeue na kynunapuus mypuzom 6bpxy MOMuUEAYUamMa Ha mypucmume

JlucepraunoOHHUAT TpyZ € 00ChAEH Ha Pa3mmpeH kaTeipeH ChbBET Ha Karelapa
,,JIKOHOMMKA Ha Typu3Ma* IpH Y HUBEPCUTETA 3a HALMOHAIHO U CBETOBHO CTOIIAHCTBO
Ha 13.12.2021 r. ABTOPBT Ha JUCEPTALMOHHUS TPY/ € PEAOBEH JOKTOPAHT KbM ChIllaTa
Kateapa, cbrmacHo pemenne Ha @OC  kpM  dakynarer ,JIkoHOMHKAa Ha
uH(ppacTpykrypara®, mpotokoa Ne 34/02.04.2019 r. u 3anosex Ne 1034/17.04.2019 r.
Ha Pextopa nHa YHCC.

3amuTaTta Ha IUCEPTAMOHHUS TPYH Iie ce chetou Ha 09.05.2022 r. ot 15:00
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
Hupexkuus ,,Hayka™ um uHTEpHET cTpaHMIaTa Ha YHHMBEPCUTETa 3a HAUMOHAIHO U

cBeTOBHO cromanctBo, Codus — www.unwe.bg.



http://www.unwe.bg/

Buw3zoeticmeue na kynunapuus mypuzom 6bpxy MOMuUEAYUamMa Ha mypucmume

YHUBEPCUTET 3A HAIIMOHAJIHO 1 CBETOBHO
CTOITIAHCTBO
UNIVERSITY OF NATIONAL AND WORLD ECONOMY

OAKYJITET ,UKOHOMUKA HA UH®PACTPYKTYPATA”
KATEJIPA ,UKOHOMMKA HA TYPU3MA”

Hoana BiaagumupoBa Orusinosa

Bb3JIEHCTBUE HA KYJIMUHAPHUS TYPU3BM
BBHPXY MOTUBAIUATA HA TYPUCTHUTE

ABTOPE®EPAT

Ha IUCEPTALMOHEH TPYL
3a MPUCHKJIaHE HAa 00pa3oBaTeliHa U Hay4YHa CTENEH ,,A0KTOp”
10 Hay4Ha CIeUUaIHocT ,, IKOHOMUKa U yripaBieHue (Typusbpm)”

HAYYEH PBKOBOJUTEJI
npod. a.H. Tans [lapymesa

HAYYHO KYPU
. ou. A-p Enennra Kupunosa Bennkosa
. ou. A-p Acst lumutposa I[lanmxepoBa
. ipod. a-p Manon Hukomnos Pu6os
. mipod. a-p Tans JIr6eBa Ounumnosa
. mpod. a-p CrosH IletkoB MapunoB

O b owdNPEF

PEIHEH3EHTHA
1. npod. 1-p Manon Pubos
2. nou. a1-p Enenura Bennkona

Codus, 2022 .



Bw30elicmeue Ha Kynunaphus mypusvm 6bpxy MOMUSAYUAMa Ha mypucmume

CBbABbPKAHUE
Ha aBTOpe(depaTa Ha TUCEPTALMOHHUS TPY X

I. OBIIIA XAPAKTEPUCTHUKA HA IUCEPTALHIMOHHUSA TPY /]
1. AKTyaJIHOCT ¥ 3HQUMMOCT Ha HU3CJieiBaHaTa MpoOjieMaTuka
. OGeKT u mpeaMeT Ha U3CleIBaHe

. OcHOBHaA II€JI U U3CJIE€I0BATEICKH 3adaUn

. MeTonmonorus Ha U3CiIeABAaHETO

2
3
4. N3cnenoBaTesncka Te3a U paOOTHH XUIIOTE3H
5
6. OCHOBHM OTpaHMYEHUs U POoOIIEMHU

7

. I3TounuIm Ha HHPOPMAIIMOHHO OCUTYpsIBaHE
8. Hayuyna HOBOCT M MOJIE3HOCT
II. CTPYKTYPA U CbABPKXAHUE HA TUCEPTALIMOHHUA TPY [
1. CtpykTypa Ha AUCEPTALUOHHUS TPY X
2. CpIbppiKkaHne HA TUCEPTAMOHHHUS TPY T

III. CUHTE3UPAHO U3JTOKEHUE HA TIUCEPTAIIMOHHUSA TPY [
IV. CIIPABKA 3A ITPUHOCHUTE B IUCEPTAIIMUOHHUSA TPY [

V. CIIMCBK HA ITIYBJIMKAIIMUTE 11O TUCEPTAIIMOHHUA TPY J{
VI. IEKJIAPALIUA

Vil. BJAT'OJAPHOCTH

47

48

49

50



Buw3zoeticmeue na kynunapuus mypuzom 6bpxy MOMuUEAYUamMa Ha mypucmume

I. OBIIA XAPAKTEPUCTHUKA HA JTUCEPTAIMOHHMUA TPY [

B Hecurypnara m npenusBukarenHara cpena Ha XXI BeK, TypUCTHYECKHUTE
JIECTHHAIIMM C€ Pa3BUBAT B YCJIOBHATA HA MHO20 CUIHA KOHKYpeHyuss N 6opba 3a
npuenuuyane Ha 6ceku nomenyuanern mypucm. HaOnrogaBaHuTe TEHIACHIMH IIpe3
NOCNEHUTE TOAMHU Ca HApacTBallld 3HAYUMOCM HA KYJIUHAPHUME ejleMeHmuU TPpU
IJIaHUpaHe Ha CBOOOJHOTO BpEME Ha XOpaTa, BHCOKAa WHAWUBUIyaIH3allUds Ha
M3HUCKBaHUATA HAa TYPUCTHUTE MO BpPEME Ha MbTyBaHe, HapeXJaHe Ha KyJWHapHsITa U
KYJIMHApHOTO HACJIEACTBO Cpel BoAeIIMTE (DAaKTOpU NpU B3EMaHE Ha pEUICHUE 3a
MOCEeIlleHNEe Ha JlaJieHa JecTHUHalMs. B neceTku TpyaoBe OT LS CBAT ce HabisAra Ha
BB3MOXXKHOCTUTE, KOUTO TMPOU3NIMU3AT OT HO3HAGAHEMO HA MOMUGUMeE Ha
nomeHyuanHume nocemumernu.

1. AKTyaJTHOCT M 3HAYMMOCT Ha M3CJIeIBaHATA NMPodJIeMaTHKAa

Axmyannocmma u sHauumocmma Ha u30paHaTta Tema A0 rojisiMa CTeNeH ce
00sICHSIBa C 0OCTOSATEIICTBOTO, Y€ XPAHEHETO € €/IHAa OT OCHOBHUTE yCIIyTHU B TypHU3Ma.
XpaHnara e riaaBHa (pU3UOJIOTHYHA MOTPEOHOCT 32 CHIIECTBYBAHETO Ha YoBeKa. Pazoupa
ce, KOraro CTaBa BBIPOC 3a KYJIMHAPHUS TYPHU3bM, AKIEHTHT CE€ IOCTaBS BBHPXY
npexxuBsiBaHeTo. Cneyuguunuam apomam u 6KyC HA NpueomeeHume scmus CTOST B
OCHOBaTa Ha MOTHUBAIUATA Ha KylauHapHUTe Typuctu. Ciea 3aTUXBAHETO Ha
nangemusita o COVID-19, TypucTtuyeckuTe TEHIACHIIMUA Ie OBJAT CBBP3aHU C
MPaKTUKyBaHE Ha TO3M CHCIUAIM3UpPaH BHUJ TypU3bM, Npeajarai] YHHUKaJeH U
WHJMBUIYaJI€H IPOIYKT.

HacrosiioTo m3cneaBaHe pasriexja peauia BbIPOCH 3a creuuduxata Ha
KyJWHapHUSA TYypU3bM B JUHAMUYHUSA TYpPUCTHUECKHU Ma3ap. YCTAaHOBEHO €, Y€ BCE
MOBeY€E KyJIMHAPHU JIECTUHAIIUYU MIOCTABSAT aKLIEHT BbPXY HAYUHUME 3d MOMUBUPAHE HA
nompebumenume Kamo Kuouyos gaxkmop 3a ycnex. EAMH OT OCHOBHUTE acleKTH Ha
KyJIMHapHUsS TYypU3bM HaMupa Hu3pa3 B 3andaseanemo Ha 2acmpoHOMUYECKOMO
HAc1eocmeo u uoeHmuyHocmma Ha oecmunayuume. IlapanenHo cbC cTpeMexa KbM
MO3HABaHE HA MOTUBUTE Ha TYPUCTHUTE 3a MpEeANpHeMaHe Ha KyJIUHAPEH TYypU3bM, CE
oOpbIlla BHUMaHWE Ha 3aJJ0BOJIIBAaHE HA M3UCKBAHUATA HA TYPUCTUTE 33 KYJIUHAPHO

oOoratrsiBaHe U KyJATypHa UHTEPAKIIMSL.
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JlucepTauMOHHHUAT TPyA Hpeasiara akTyajieH IOTrJell BbpXY MpOsBsBaIlaTa ce
TEHJICHIINS HA UHOUBUOYATUZUPAHEe HA mypucmuyeckus npooykm. V3cienoBaTencKusT
MHTEpEC € HACOYEH KbM pa3KpHUBaHE Ha 3aBUCUMOCTTAa MEXAY KyJIHMHAPHUS TYPU3bM U
MOTHUBAIUATA HAa TYPUCTUTE, KAKTO U Ha (DaKTOPUTE, KOUTO UM BIHSAT. ChBPEMEHHUSAT
TypUCT € 100pe uH(popMuUpaH, pasnojara ¢ 6orat u300p Ha anTEpHATUBU 33 TYPU3HM,
OTrOBOPEH € KbM OKOJIHATa Cpefa W BCE IMO-YeCTO M30sirBa OpraHW3MpPaHH TPYIOBU
TypUCTUYECKU IbTyBaHMs. CIIeOBATENIHO € HEOOXOIUM UHOUBUOYALEH NOOX00 U NO-
00bpo pazdupane Ha nompebHOCMUmMe, Ha2lAcume W MOMUBUME HA OMOETHUs
nocemumesn. ToBa BHHArM € Ha JHEBEH peJl Cpell MECHHDKBPUTE B TYyPUCTHUCCKHUS
CEeKTOp M TOgUepTaBa 3HAYUMOCMMA HA  NO-3A0bIOOYEHO U3Cied8aHe Ha
mypucmuueckama momusayus. Heodxomumo € Ja ce MOCcOYM OIle, Y€ Makap U B
JIUTeparypara Jia ca U3BEJICHW OCHOBHUTE (DAKTOPH, BIUSCIIA BHPXY MOTHBAIUATA HA
TYpPUCTHTE, HIKOU aBTOPH CMSTAT 32 BAXKHO, Ue TPIOBa J1a ce pabOTH 32 0Cb8peMeHsa8aHe
Ha CRUCHKA ¢ OemepMUHAHmMY 3 PA3THIHUTE BHIOBE TYPU3HM.

M360pbT HA KOHKPETHATA TeMa € TPOJAUKTYBaH OT ONHTA HA M3CICIBAIINS B
olepaTUBHATA JCWHOCT HAa TYPUCTHUECKU MPEIIPUATHS B CEKTOP PECTOPAHTHLOPCTBO U
MPOEKTH, CBBP3aHU C HONYAAPUBUPAHE HA MECMHOMO KVIAUHAPHO HACAeOCMBO.
O6ocHoBKaTa ce 0a3upa M Ha HAPACTBAIIOTO 3HAYCHHE HA KYJIWHAPHHS TYpPHU3bM 3a
8b3pAdICOaHe Ha MPaduyuume, 6b3CMAHOBABAHE HA MeCIHUMe UKOHOMUKU T Cb30d68aHe
HA 8Pb3KA MECMHO-2100AHO.

Hnousuoyannume momueu ca CBbP3aHH C BB3MOXHOCTHTE 32 HABPEMEHHO
Ppaskpueane Ha Hau-Cvujecmeenume Gakxmopu Ha 6v30elcmeue HA KyJIUHAPHUL
Mypu3vM 6bpXy MOMUBAYUSMA HA MYPUCmume U NOCMUSAHE HA HAYYHO-NPUTONCHU
pe3yamamu, KOUTO IIIe TIOCTYXaT 3a 33bJI009aBaHe Ha 3HAHUATA Ha U3CIICIBAIINS U 32
KapHepHO U3pacTBaHE.

2. O0eKT U mpeaMeT HA U3CJIeIBAHETO

Obexm na uzcnedéane B TUCEPTALUOHHUS TPYJ € KYJIMHAPHUAT TYPU3bM KaTO
CHeNMaIN3UupaH BHUI TYpU3bM. [lpeomem Ha u3cieosane € BB3ACUCTBUETO Ha

KyJMHApHUS TypU3bM BbpXY MOTHBaIUsATa Ha TypucTtute (Bx. Gurypa Ne 1).
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ex

Ja ce unentuduumpar
HpeHMeT MOTHUBUTEC HA TYPUCTUTC

Obext Br3neiicrBue 3a IPaKTUKyBaHE
KynuHapHHAT Typu3bpM Ha KyJIMHApHUSA Ha KyJIMHapeH TypU3bM
Karo clenyaln3upas TypU3bM Y Ha Ta3HU OCHOBA, J1a Ce

BHJI TYPU3BM. BbPXY MOTHUBALIMATA pa3paboTu Mojel

Ha TYpUCTUTE. 3a pa3BUTHE

Ha KyJIUHApHUS TypU3bM
B necTuHanus bearapus.

®urypa Ne 1. O0exT, mpeAMeT U LeJI HA IMCePTALNOHHUS TPY/
H3moynux: CucteMarusaius Ha aBTopa

3. OcHOBHA 11eJ1 M M3CJIeI0BATEJICKH 321291

OcHosnama yen Ha TUCEPTALMOHHUS TPYI € 0a ce uoeHmuguyupam momueume
HaQ mypucmume 3a NPAKMUKy8awe Ha KYJIUHAPeH MYypu3vbM U HA MA3Uu OCHO8A, 0d ce
paspabomu mooen 3a pazsumue Ha KYIUHAPHUL mypuzom 6 decmunayus bvieapusi.

[TocTuraneTo Ha OCHOBHATA II€JI C€ OCHILIECTBSIBA UYPE3 PEIIABAHETO HA CIICTHUTE
KOHKPETHH U3C1e0068amellCKU 3a0ayu.

¢ pasriekIaHe Ha TEOpeTHYHATa OCHOBA M OMNpPENICISHE HAa CBHITHOCTTA U
cnenuukara Ha KyJUHAPHUS TYPU3BM;

¢ W3CJIC/IBaHE HA BPB3KATa MEXAY KYJIMHAPHUS TypU3bM W MOTHBAIUATA Ha
TYPUCTHUTE;

% aHAJIU3 ¥ OLICHKA Ha KYJIMHAPHUS TYPU3bM BB BOJICIIM CBETOBHU JCCTHHAIIMH
U B bearapus;

+¢ pa3paboTBaHe Ha aBTOPOB MOJIC] 33 Pa3BUTUE Ha KYJIMHAPHHS TYPU3BM Upe3
uaeHTU(GUIIMpaHe Ha MOTUBUTE HA TYPUCTUTE;

* MYyJIUpaHC Ha H U U IPCHOPBKU, U OYCPTaBAHC Ha II IICKTHUBU
<+ o aHC Ha HACOK CIIOPBKH, odcpTaBaHC Ha IICPCIICK 3a
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pa3BHUTHE HA KyJIMHAPHUS Typu3bM B bbirapus.

4. U3caenoBaresicka Te3a 1 pa0OTHU XHIIOTE3U

OcHoBormonarama Te3a, Ha KOATO C€ HW3rpaxkJa HW3CIEABAHETO, TJIacH, dYe:
Kynunapnusam mypusvm oxazea noaodjcumento 8b30eticmsue 8bpxy MOmusayusama Ha
mypucmume. Cvb30aganemo Ha cmpame2udecku Oetcmeusi U MepKu 3a pazeumue Ha
mo3u U0 CReYUuaIu3Uparn mypusvm 3A6uci om aoanmupanemo KoM OUHAMUYHUIME
npomenu 8 mypucmudeckama momusayus npez XXI eex.

3a menuTe Ha U3CIEIBAHETO, c€ (POpMYIUpAT CICIHUTE pabOmMHU XUNomesu,
JIOKa3BaHETO WJIM OTXBBPJISTHETO Ha KOUTO III€ CIIYKH KaTo OCHOBA 3a pa3pabOoTBaHE HA
asmopos MooeJl, HACOKU U NPenopvKuU KbM 0ecmuHayuume:.

Xunomeza 1 — KynuHapHHUSAT Typu3bM MOTHUBHpA TYPUCTHUTE 34
YAOBJIETBOPSIBAaHE HA (PU3NOIIOTHYHUTE U IICHXOJIOTHYHUTE UM TIOTPEOHOCTH.

Xunome3sa 2 — KyITnHapHOTO HACIIECTBO € MHCTPYMEHT 3a pa3BUTHE HA TYpU3Ma
BBB BCSIKA JIECTHHALIMS 10 CBETA.

Xunomesza 3 — llpoyuyBaHETO Ha MOTHUBHTE HAa TYPHUCTHUTE € OCHOBa 3a
Ch3/IaBaHETO Ha CTPATETUYECKH JEHCTBHS M MEPKH 3a pa3BUTHE Ha KYyJIWHAPHHUS
TYpU3BM.

5. MeToaos10rusi Ha M3CJIeABAHETO

3a peanusupaHeTo HA TePUHUPAHUTE B TUCEPTAIIMOHHUS TPY/I 1] U 3aa49U Ce
M3T0JI3Ba ChBKYITHOCT OT M3CJIEIOBATEIICKH METOIM M TIOJIXOJIH: UHOYKYUS U OeOYKYUS,
aHanuz u CuHmes, UCMOPUYECKU Memoo, CPAGHUMENeH AHAIU3, CMAMUCMu4ecKu u
0eCKpUNMUBHU Memoou, Memoo Ha HaON0OeHUue, AHKEeMHO NpoyyYeane, Memoo Hd
ObIOOUUHHO UHMEDSIO.

PaspaboreHara aHkeTa ChC 3aTBOPCHH BBIPOCH € paslpoCTpaHEHA Cpel
MMOTEHITUATHUTE TYPUCTH C IOMOIINTA Ha KYIUHAPHU U MYypucmudecku yebdcaiimose,
O10206e N coyuaniu Mpexicu Ha OvieapcKu U aHeIUUCKY e3ux. Y YaCTHUIIA B aHKeTaTa
ca OBI2APCKU U YYHCOECMPAHHU MYPUCTIU.

JIBIIOOYMHHUTE WHTEPBIOTA Ca MIPOBEICHU C MEHUONCHPU 8 MYPUCMU4ecKkama
unoycmpus u ekcnepmu om nyonuunama éiacm B bueirapus. Pesynratute ce ocHoBaBaT
Ha aHAJIW3 HA TEXHUTE MHEHHUS M CTAHOBHUIA OTHOCHO PAa3BUTHETO Ha KYyJIWHAPHUS

TypU3BM.
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KoMILJIEKCHOTO eMIUPUYHO H3CJIEABAHE € pealu3upaHo B repuoaa oT [ roHu
2021 2. 0o 31 aseycm 2021 2. IbIOOYMHHUTE WHTEPBIOTA Ca OCHIIECTBEHU B CHIIHS
nepuoja. OCHOBHUST MOTHUB 3a U300p Ha MOCOYEHOTO BpeMe € 0OXBalllaHe Ha JICTHUS
CE30H KaTro KJIOUYOB MOMEHT 3a TypusMa B bbiarapus © pasmycKaHETO Ha
OTPaHWYUTEITHUTE MEPKH, CBHp3aHu ¢ manaemusta or COVID-19.

Pe3synTtature oT KOMIUIEKCHOTO MpOy4YBaHe ca 0000IIeHH U aHanu3upanu. [lpu
MPEACTaBIHETO Ha HM3BOJUTE OT aHKeTaTa W JIBJIOOYMHHUTE HHTEPBIOTA, ABTOPHT
n3o00pa3siBa JaHHUTE, U3MOJI3BAUKU KauecmeeHu nokazamenu v KoIudecmeeHr uspas Ha
ungopmayusma. Ts e oHarnenaeHa B mabauyu, gueypu M epaguku, 3a na yJIeCHH
TAXHOTO aHAJIM3UPAHE U BU3YATU3UPAHE.

6. OCHOBHU OTrpaHUYeHHS U POOIEeMH

3a 5a ce TMOCTUTHAT IIeJICHaCOYeHW U Jo0pe OOOCHOBAaHU pPE3yaTaTH OT
TUCEPTALMOHHUS TPY/I, C€ IOCTABAT CIECTHUTE 02PAHUYEHUS:

¢ [Topangu HemocTaThbuHUsA Opoil Ha 3aaAbI00YCHU HAYYHHM H3CIICABAHHS Ha
OBJITAPCKU €3UK IO BBIPOCHUTE 3a BBH3JACUCTBUETO HAa KyJIMHAPHHUS TYPU3BM BBHPXY
MOTHUBALIMATA HA TYPUCTUTE, U3CIEABAHETO CE€ OCHOBABA MPEIUMHO Ha IMOCTUKEHUS HA
YyoHc0ecCmpanHu agmopu.

¢ [Topamu cTpeMexka KbM H3BEKIAHE HA KOPEKTHO apryMEHTHPaHU LEITH |
3a/1auu, epemesusm Gaxmop ChIo Ce SIBsSBa OrPaHUYCHHE Mpesl 00eKTa Ha HAYYHOTO
n3cienBane. I[Tocodenn ca chIo Taka paMKd, KOUTO oOxBamiaT nepuoaa ot 2013 . 1o
2020 r. 3a cwvOpaHuTe cratucTUYecKd NaHHM W To3u OT 2021 r. mo 2030 r. 3a
MIPEJIOKEHNUTE HACOKHU U MPETIOPHKH.

¢ [Ipen eMIUpUYHOTO M3CIICABAHE Ca MOCTABEHU OTPAHUYCHHUS, OTpa3sBallH
unousuodyannus niax Ha nokropanta. [lepuoasT Ha npoBexaane € 1 ouu — 31 aBrycr
2021 r.

7. U3T0YHUIIM HA HH(POPMALIMOHHO OCUTYpPsIBaHe

W3rounnnure Ha WHPOPMAIMOHHO OCHUTYpSIBAHE BKIIIOUBAT TOJIIM Opou
CrielUaIM3upaHd HaydYHH pa3paboTku u Tpyose. [IpoydeHn ca mocienHo U3AaICHUTE
cratun B Journal of Travel Research, Tourism Management, Annals of Tourism

Research, Journal of Sustainable Tourism u Current Issues in Tourism. Jlutepatypuute
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W3TOYHHIIM, KOWTO aBTOPHT H3IOJ3Ba B TEpHOAA HA TPOBEXKIAHE HA HAYYHOTO
u3cie/iBaHe, Morat Jja ObJJaT CUCTEeMAaTU3UPAHU B CleOHUme epynu.

¢ MoHOrpadUM W HAyYHH TPYJOBE HaA OBIrapckM H YYXIH aBTOPH,
pasriekaamu npodiemMarukaTa KyJuHapeH TYpU3bM U CTENIEHTa Ha HErOBOTO BIIMSIHUE
BBPXY MOTHUBAIIHUSITA HA TYPUCTHUTE;

% CIIeIMATM3UPAHH U3JIAaHUS Ha TYPUCTHUECKU OPTaHU3allNH, H3CIEA0BATEIICKH
areHIINA U KOHCYJITAHTCKA KOMITAaHUU;

% CTAaTUCTUYCCKU M3/IaHUS;

%* 3aKOHOBU ¥ HOPMaTHBHU aKTOBE;

¢ TUCEepTaIlMM, CTaTHU OT CIHMCAHWSA, HAYYHU JOKJIAAM OT pPETHOHAIHH,
HAIMOHAIIHU U MEXTyHapOIHH KOH(PEPEHIINH;

¢ UHPOPMAIUS OT HHTCPHET;

+¢ M3CIICIBAaHMS HA aBTOPA [0 OTHOIICHUE Ha pa3riiexkaHaTa MmpooieMaTHKa.

3a cpOupane Ha mhpBUYHATA WH(OpManUs 3a IEIUTE Ha pa3paboTkarta €
MPOBEACHO H3cieABaHe cpen 328 pecnonoenmu, KakTo W (OPMAIHU Pa3TOBOPH C
MPeICTAaBUTENN Ha TYPUCTUUECKUS OU3HEC 110 BpeMe Ha IhJIOOUYMHHUTE HHTEPBIOTA.

8. Hay4yHa HOBOCT M I10JIE3HOCT

JlucepTalluOHHUAT TPYHl CE€ XapaKTepu3upa C Hay4eH U HAYYHO-TIPUIIOKEH
XapakTep. AHanu3upaHaTa MpoOIeMaTHKa 3a Bb3ICHCTBUETO HA KYJIMHAPHUS TYPU3bM
BbPXYy MOTHBAIUSTA HAa TYpUCTUTE € ciabo 3acThlieHa B OBJIrapckara JMTepaTypa.
Cvbupanero u 00paboTBaHeTO Ha HaldMyHaTa MHGOpMauMs MOANOMaraT
MpEeACTaBIHETO M B JOCThbIeH Bul. Pa3paborenara aemoposa oJeunuyus 3a
KyJIMHApHUS TYPU3bM JIOTIPUHACS 32 000TraTsIBaHE U pa3lIMpsiBaHE HA MeopemuiHomo
no3HaHue.

AHanu3bT Ha JeCTHHANMs bbarapus mo3BoisiBA Ja C€ OTKPOST CHWJIHHUTE U
ciaburte cTpaHu Ha ceKTopa. ToBa OT CBOS cTpaHa, CITy’KH 32 OCHOBA MPH pa3paboTBaHe
Ha agmopoe mode 3a Pa3BUTHE HA KYJIMHAPHUS TYPU3bM 4Ype3 HICHTU(DUIIMpPAHE HA
MOTHBUTE Ha TypucTHTe. CHCTEMaTU3UPAHU Ca OeliCcmeus U Cmpamecuyecku MepKu,
KOUTO MOTar Jia ObAaT MPUIOKEHH U OT APYTU necTHHAnuu. OTIpaBeHU Ca HACOKU U
npenopvKu W ca OYEPTaHH NepCneKmusu 3a Pa3BUTHE HA KyJIWHAPHUS TYPU3BM B

JCCTHUHaLs B’bJ’II‘apI/IH .
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II. CTPYKTYPA U CBbABPKAHUE HA TUCEPTALIMOHHUA TPY ]

1. CTpykTypa Ha 1MCEepPTALMOHHUSA TPY]

JlucepTaluOHHUAT TPYH ,,Bb3AelicTBHe HA KYJUHAPHHUS TYPU3bM BbPXY
MOTHBAIUATAa HA TypucTuUTe* ¢ B o0eM oT 207 crpaHuinu. B ocHOBHMS TeKCT ca
witoctpupanu 9 tabmunu, 17 durypu u 7 rpadukmu.

Cwcrou ce ot yBoa (7 cTp.), u3noxeHue B Tpu riasu (162 ctp.), 3akmouenue (5
cTp.). Bkitouenu ca uznonsBana auteparypa (8 crp.) u 3 npuinoxenus (18 ctp.).

bubnuorpadckusT cnuchbk BkiItouBa 162 3arnmaBus. OT TaX 28 — Ha KUPHIIHIIA,
103 Ha aHrMicKY €3uK U 31 HHTEpHET U3TOYHULIH.

2. CbabpxaHye HA TUCEPTALUOHHUSA TPYH
YBoa
I'naBa nbpBa
TEOPETUYHU OCHOBHU HA KYJUHAPHUA TYPU3IBM WU
MOTHUBALUSATA HA TYPUCTUTE

1. CpurHOCT HA KyJIHHAPHUS TypU3bM
2. MoTuBamus Ha KyJIMHAPHUTE TYPUCTH

3. Bpb3ka Mexay KyTuHApHHS TYPU3BM U MOTHUBALIUATA HA TYPUCTHUTE

I'naBa BTOpa

AHAJIN3 U OEHKA HA PABBUTHUETO HA KYJIUHAPHUS TYPU3BM
1. Ananu3 u olleHKa Ha KyJIMHApHUS TYpU3bM BHB BOJICIIN JECTUHAIIMU B CBETA
2. AHanu3 ¥ OlleHKa Ha KYyJIMHAPHUS TypU3bM B JIeCTUHAIUS briarapus

3. MeToauka 1 MHCTpPYMEHTapUyM 3a MPOBEX/IaHE HA MPOYYBAHETO

I'naBa Tpera
Bb3MOXHOCTU 3A PA3ZBUTHE HA KYJIUHAPHUS TYPU3BM B
JECTUHAIUSA BbJITI'APUSA

1. Pe3ynratu OT aHKETHOTO IPOYYBAHE U UHTEPBIOTATA C EKCTIEPTH

2. Mojen 3a pa3BUTHE Ha KyJIMHAPHUS TYPU3bM B bhiarapus upes uaeHTuGuIupane

Ha MOTUBUTC HAa TYPUCTHUTC
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3. Hacoku u mpenopbKu 3a pa3BUTHETO HA KyJIMHAPHUS Typu3bM B bbarapus upes

I/I,Z[eHTI/I(bI/IHI/IpaHe Ha MOTUBHUTC Ha TYPUCTHUTC

3aKkJIruYeHue
H3non3Bana qureparypa

IIpunoxenus

III. CUHTE3UPAHO U3JIOKEHUE HA TUCEPTALIMOHHUA TPY ]

I'naBa nbpBa
TEOPETUYHHU OCHOBHA
HA KYJIUHAPHUSA TYPU3IBM U MOTUBALIUATA HA TYPUCTUTE

B nppBa 1i1aBa Ha TUCEPTAlMOHHHUS TPY U3CIIEN0BATEICKUAT HHTEPEC € HACOUCH
KbM TE€OPETUYHHUTE OCHOBU Ha KYJWHAPHUA TypPU3bM M MOTHBALMATA Ha TYPUCTHUTE.
ABTOpPBT (OKycHpa BHHMAHHETO BBPXY CBIIHOCTTa Ha KYJIUHApHUS TYPHU3bM.
CnenuanHo MACTO € OTAENECHO Ha MOTHBALMATA HAa KYJWHApHUTE TYPHUCTH KaTo
orpenensmnl (akTop 3a MbTYBaHETO. AKUEHTHT € IMOCTaBEH BbPXY Bpb3KaTa MEXKIY
KyJMHapHUS TYPU3bM U MOTUBALIMSTA HA TYPUCTHTE.

IIepeun maparpad wu3sSCHABAa CBHIIHOCTTA Ha KYJHUHApPHUSA TYpPU3BM.
Hoanaparpa¢ 1.1. ,,/Ilepunupane Ha MOHATHETO KYJHHAPEH TYPH3bM* OTKpOsBa
YTBBPJICHUTE CBETOBHH (DOPMYIUPOBKH 3a KyJIWHApHUS TypusbM. W3ioxeHHeTo
o0XBallia HCTOPUUYECKOTO PAa3BUTHE M MpPOIeca HA HETOBOTO M3CJIEJBAHE. Y CTAHOBEHO
€, 4e KyJuHapHHUAT Typu3bM He € (penoMmeHbT Ha XXI Bek. Mcrtopusita mokassa
MHO>KECTBO IIbTYBaHUS C yel muvpeosus Ha Xpawa u noonpaséku 6 Eepona, Azua u
brusxkua Hzmox. Bpunpeku TOBa, KyJIMHAPHUAT TYPU3bM 3all04YBa Ja CE€ pa3BUBa B
3a0eJe;KUTeIHA Mamadu exsa npe3 70°™ rogunn Ha XX Bek. OCHOBHUTE IIPUYHHUL

ca n0006peHu;zma 6 MPAHCNOpmMHUmMeE mexHoiocuu, ycuileHomo osudicenue Ha xopama,

npomeHume 6v6 6Kycoeeme, HA4YuUHvm Ha J#CUueont U HA4ajiomo HA CEJICKOCMONAaHcKa

! Hall, C. M., Mitchell, R., Gastronomic Tourism: Comparing Food and Wine Tourism Experiences, In Novelli,
M., (Ed.), Niche Tourism: Contemporary Issues, Trends and Cases, Elsevier Butterworth-Heinemann, Burlington,
2005, pp. 73-88.
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pegopma 6 3anadnus ceam.

[IpencraBenu ca GopMyIHPOBKUA HAa CBETOBHO MPU3HATH MMEHA B Ta3W Hay4yHa
obnact. [loaiienuTte B o0nacTTa Ha Typusma Mailikbs Xoin u Puuapny Muusbn onpenensit
KYJIMHAPHUS TYPU3BM KaToO ,, Hoceujerue Ha NbPEUYHY U 8MOPULHU NPOU3BOOUMeNY Ha
XpaHu, KYIUHAPHU hecmueanu, pecmopanmu u cneyupuunu mecmd, HpuU KOUMO
npobeaHemo Ha Xpawama u CbNbMCMEaAU0mo U3NCUBABAHE CA OCHOBHUAM MOMUSB 34
nvmysanemo ‘“t. Cropen Tsx, € HEOOXOMMO JIa CE TIPABH PA3IIMKa MEXKILY TYPHCTHUTE,
KOUTO KOHCYMHUPAT XpaHa KaTo 4acT OT TYPUCTHUECKHsI OITUT, U TE3U, YNUTO JEHHOCTH,
TIOBEJICHMS U IOPH M300p Ha JECTHHALMS CE BIMAAT OT MHTEPECca KbM KyJIMHapUATa’,

B pesynrar Ha mpoBeneHara mpoydBaTellHa W HM3CIeAoBaTeicka pabora B
obnacTra u 3a yeaume Ha u3cied8anemo, W3BEXKJIaMe aBTOpoBa AeUHHIMS 32
MOHSITHETO KYJHUHAPEH TYPU3BM, KOSTO TJIACH:

,, [ypucmuuecko nvmyeare, npoOUKMy8aHO OmM MOMUEAYUAMA Oa ce onuma
pasiuyHa Kadecmeena Xpaua, cneyuguuna sa oaodena Kyamypa. Kynunaprusm
MYpPU3bM € CReYUAIU3UPaH 8U0 Mypu3bM, KOUMO Cb4emasa MUHAIOMO U HACMOAUEemo,
27106AIHOMO U MECIMHOMO 8 eOUH YHUKAeH NePCOHATUZUPAH MYPUCTUYECKU NPOOYKII.
Toti npeonaca cemugHu YOOBOICMBUSL U UHMENEKMYAlHo obozamseane 3da
xapaxmepuume 0c0OeHOCMU HA KYIUHAPHAMA 0ecmuHayus “.

Hommaparpag 1.2. ,,B3ammoneiictBue Mexay XpaHata H Typu3ma‘
pasriexka 3aBUCUMOCTTa MEXKy XpaHaTa U Typu3Ma. XpaHaTa € OCHOBEH eJIeMeHT OT
TYpUCTUYECKUTE TOcelleHus. T 3aeMa mpemo macmo npu npudunume 3a u3zoO0p Ha
Oecmunayus®. HeliHaTa KOHCyMalus € HepazOeina uacm OT  TypU3Ma.
NKkoHOMUYECKOTO U BB3JICHCTBUE € BaXXHO HE CaMO 3a NpsKo 3dcecHamume Ou3Hecu,
KOUTO JUPEKTHO OCUTYpSBAT XpaHa 3a TYPUCTUTE (KATO XOTEIH, PECTOPAHTH U
aTpPaKIMK), a ¥ 32 KOCGeHUme No Ysaiama eepuea.

Pasrienanu ca Bb3MOXHOCTUTE, MPEIOCTABSIHU OT peJIalMsaTa MeKIy XpaHarta
U TypusMma. Morat ga ObJaT MOCOYEHH PEIUIA NPUUUHU 3d GUCOKOMO HUBO HA

unmepeca Ha ny6ﬂutmu}z U dYacmuusa cexkmop 110 OTHOLICHHUC Ha BPB3KATa XpaHa —

1 Hall, C. M., Mitchell, R., ITur. u3r., 2005, pp. 73-88.

2 Hall, C. M., Sharples, L., Food Events, Festivals and Farmers’ Markets: An Introduction, In Hall, C. M., Sharples,
L. (Eds.), Food and Wine Festivals and Events around the World: Development, Management and Markets,
Elsevier Butterworth-Heinemann, Oxford, 2008, pp. 3-22.

3 World Tourism Organization, Second Global Report on Gastronomy Tourism, UNWTO, Madrid, 2017, p. 8.
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TYpU3bM 3a Ch3/1aBAHETO HA yCINelleH KyJINHAPeH TYPU3bM:

% Kynunapusta u OpHEHTHpaHHTE KbM Hes TYpUCTH C€ BB3IpUEMAT KaTo
nazapu ¢ 6UCOKa 00X0OHOCHI.

% KynuHapHuar TypuzbM Moxe aa ObJe CBBp3aH C JAPYTH TYPUCTHUYECKH
MPOAYKTH KaTO KYJITYPHH U HPUPOJHU 3a0EJIEKUTEIHOCTH, KaTo MO TO3M HAa4yuH Ja
reHepupa yaiocmua ogepma.

++ CeJICKHTE paifoHH, KOUTO ca Hali-3aCeTHATH OT TII00ATU3AIMOHHHTE MTPOIIECH,
MMaT aJITepHATHBA 33 Pa3BUTHE YpPEe3 KYJIMHAPEH TYPUIBM.

% I'pamckuTe KBapTaiW MoraT Ja CTaHaT NPUBJICKATEIHH 3a IMOCETUTEIHTE,
0COOEHO TE3H, KOMTO Ca CIEIHATU3UPAHU B KOHKPETHU ETHUYECKH XpaHu’.

JIuckyTMpaHO € 3HA4YEHHMETO Ha Bpb3KaTa XpaHa — TYpHU3bM 3a pacTsaliaTta
MOMYJISIPHOCT HA KyJIMHApHUS Typu3bM. PoidTa, KOSTO TS Urpae 3a BIUSHUETO BHPXY
IJIOCTHATa MapKa M MO3MIMOHUpAaHE Ha KyJIMHAapHaTa JAECTHHALMS, CE M3pas3siBa B
CIIETHUTE aACNneKmu.

% XpaHaTa € 4acT OT MapKETHHI'OBUSI MUKC Ha JICCTHHAIIMATA, 3alI0TO ITOoMara
Ja ce Jaje CMUCHJI Ha MSCTOTO W I03BOJISIBA Ha TYpUCTHTE OYKBaJHO J1a BKYCST
JNECTUHALMATA, BIU3aUKU TUPEKTHO B KOHTAKT C MECTHATA KYJATYypa.

*» Tpii KaTto seM ABa WIM TPU IBTU Ha JCH, KyJIWHApHUATAa € acleKThT Ha
KyJATypaTa, C KOUTO TypUCTUTE Hai-4yecTo BIU3aT B KOHTAKT. Te OyKBajgHO MOTTbIIAT
MecCTHaTa KyJTypa.

% XpaHUTCITHUTE HABUIIM Ca pa3IMKH, KOUTO BEJHAra CTaBaT OYCBHHH:
BpPEMETO Ha siZIeHe, HAUUHBT Ha XpaHEHE CTaBaT HEMOCPECTBEHU TOUKH Ha pa3jinKa npu
HaBJIM3aHE B HOBA KYJITypA.

¢ XpaHaTa OCHUTypsiBa Ipsika Bpb3Ka ¢ Mei3aka, 3al[0TO TYPUCTUTE MOrat Ja
Pa3O3HAAT HEMHMS TPOU3XO0M°.

Hoamaparpa¢g 1.3. ,,Cnenuduxka Ha KyJHMHAPHHUA TYPHU3bM® OTKpOsBa
OTJIMYMTEIIHUTE XapaAKTEPUCTUKHU HA KYJIMHApHUS TYPU3bM. AHAJIU3UPAHO € HETOBOTO
3HaYeHUEe 3a JuUBEpcUUKALMITA Ha JECTHHAIMATa 4Ype3 HEMOBTOpUMMATa MeECTHa

KyJTypa. 3aro3HaBaKu ce C TpaJAUIIMOHHATA KyXHs, TYPUCTUTE UMAT Bb3MOKHOCT /14

! World Tourism Organization, Global Report on Food Tourism, UNWTO, Madrid, 2012, p. 10.
2 Richards, G., Gastronomy: an Essential Ingredient in Tourism Production and Consumption, In Hjalager, A. M.,
Richards, G., Tourism and Gastronomy, Routledge, London, 2002, p. 55.
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ONO3HAAM HeMamepuaiHama Kyaimypa Ha IeCTUHAIUATA U eJIeMEHTHTE Ha (onkiopa,
KOMTO HSMa JIa BUAAT Ha JPYTo MACTO MO cBeTal,

[ToguepTaHa e poJiATa Ha KyJIMHAPHHS TYPU3IbM 3a Ch31aBAaHETO HA YCTOMYHUBOCT
Y Bb3CTAHOBSIBaHE Ha CEJICKUTE MKOHOMUKHU. KyTuHApHUST TYpU3bM HMa CIOCOOHOCTTA
Jla Ch3/1aBa PEe3MCTEHTHH Pe3yJITATH C MOMOIITA HA CTPATETHS 3a Pa3BUTHE, KOSTO
C8bP36a  NPOU3BOOCMBOMO, NPUSOMBAHEMO, pPA3NPOCMPAHEHUEemMo HA  XPAaHu,
npesenmayusma, MapKemun2a u mypusma2,

BHumaHueTo € HacOoueHO KbM H3TpaxKJaHe Ha Opana U (GopMuUpaHETO Ha
NO3WTUBEH MMHK 4Ype3 KyJIMHapeH Typus3bM. HemarepuasiHOTO HACIEICTBO HMMa
cuiaTa Jia ch3/iajie oOOJUK Ha JECTUHALIUSITA, OCHOBAH HA TAaCTPOHOMHUYECKHUTE PECYPCH,
KOUTO MPUTEXKABAT pa3IMYHUTE OOIIHOCTU. B pe3ynraT Ha ToBa, Typuctute GopMHupat
OJIaroNpHsTHU acOlMAIlMy BHB BB3MPHUSATHUETO CH, OCHOBAHU HA €MOIIMU U HArJlacu 3a
NaJieH peruon’,

Bropusit maparpa¢g auckyTMpa MOTHMBalUsiTa Ha KYJWHAPHUTE TYpPHUCTH.
Hommaparpagd 2.1. ,,OCHOBHM KOHUENUMH 32 TYPUCTHYECKATA MOTHBALMA
pasriaexaa ChbIIECTBEHUTE TEOPUH U XapaKTEPUCTUKU HA TYpPUCTHUYECKATa MOTHUBAIUSI.
N3noxennero aHamu3uMpa CHIIHOCTTa HA MOHATHETO. TO 4YeCcTo ce ompenens B
MICUXOJIOTHYECKaTa JIUTEpaTypa KaTo BbTPEHIHO CbhCTOSIHME, KOETO HacoudBa
YOBEIIKOTO TTOBEIACHNE" .

MoTuBanusaTa Ha TYPUCTUTE € CBbP3aHa C MbPCEHEemo HA8bH HA OHOBA, KOEmO
He Modice 0a Hamepu 8vbmpe 6 CbHocmma Ha yogexka. Ts € elHa OT OCHO8Hume
npoMenueU, KOUTO MOTaT J1a OOSACHAT JeHCTBUATA M OBEACHUETO Ha IIbTyBamuTe®. B

Ta3n BPb3Ka, TA TpH6Ba Ja 6’[),[{6 H3CJICBaHa, 3a 1a CC YAOBJICTBOPAT TCXHUTC KCIIAHHA

1 U3UCKBaHMUII.

! OrusinoBa, M., Pa3sutie Ha TypHCTHUECKHTE NECTHHALIMM upe3 KyJMHapeH TypussM, XV MextyHapoHa
HaydyHa KoH(pepeHums ,Haykara B momsa Ha OmsHeca. CeBpeMeHHM IpoOieMH Ha HaykaTa, OuW3Heca,
oOpaszoBanuero u Typm3ma“, omuimmHuk Ha Bucine yuwmmmie no MeHHDKMBHT, T. X1, M3xatenctBo Ha BYM,
2019, c. 37-45.

2 Tlapymesa, T., YCTOHYMBO pasBUTHE HAa HEMATEPUAIHOTO KyJITYPHO HACJIEJNCTBO, ATpapeH YHHBEPCUTET —
[TnoBauB, Hayunu tpynose, T. LX, kH. 1, Kppria maca ,,Cnennann3upanu BHI0BE TYPHU3BM — IIPEIU3BUKATEIICTBA
u nepcnektuBu’, 3 — 4 10HU, AKaJIEeMUYHO U3/IATENICTBO Ha ArpapeH yHusepcuter [1lnosaus, 2016, c. 17-24.

% Cai, L. A., Cooperative Branding for Rural Destinations. Annals of Tourism Research, Vol. 29, No. 3, 2002, pp.
720-742.

4 Murray, E. J., Motivation and Emotion. Prentice-Hall, Englewood Cliffs, New Jersey, USA, 1964, p. 964.

5 Krippendorf, J., Ecological Approach to Tourism Marketing, Tourism Management, Vol. 8, No. 2, 1987, pp.
174-176.
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JluckyTupanu ca GpakTopuTe Ha MOTHBALUATA, KOUTO BIMAAT HA MHAMBHIA. Te

MOTarT Jia ObIaT KaTErOpU3UpPaHH B JBA BUJIA — 8bmpeutiu U vHuHy. B Tabmmma Ne 1 e

npecacTaBCHa pa3jimKaTa MCKJAY BbTPCIIHO U BbHINTHO MOTHUBUPAHO ITOBCACHUC!

Taomuma Ne 1.

CpaBHeHne MEXKAY BLTPCIIHO U BLbHIITHO MOTUBUPAHO NMMOBEJACHUEC HA TYPUCTA

BbTpenino MoTHBUPaHO NOBeIeHUE
WHCTUHKTUBHOTO TOBEIECHHWE HAa TYpPUCTUTE
criomMara 3a MOCTUraHe Ha IMO-BHCOKO HHBO Ha
YAOBIETBOPEHHE, BCICACTBUE OT IPUEMAHETO Ha

U3BBPIICHATA ICHHOCT KaTo 3a0aBJIeHHE.

ToBa moBeAeHNE NMa KPATKOTPAIiHO JelicTBHe.

3aI0BOJISIBAHETO  Ha BBTPCIIHUTE MOTHBU

JOTIPHHACS 32 M0-BUCOKO HUBO Ha y/I0BOJICTBUE,
B pE3yJTaT HA CIIOKONCTBUETO.

Typucture ouakBaT cneABaIIOTO MOKO00HO
MPEXUBSIBAHE B YMEPEH N0 ABIBI MEPHOA OT

BpeMe.

BbHIIHO MOTUBHPAHO MOBECACHUE

BBHITHOTO ~ MOTHBHpaHO  IOBEACHHWE  Ha
TYpPUCTUTE C€ XapaKTepU3upa C IMOCTHraHe Ha
CPaBHUTEIHO MI0-HUCKO HUBO Ha
YIOBIETBOPEHUE, IOpagud CTpeca OT HOBOTO
MIPEKMBSBAHE.

To uma gbJaroTpaiiHo aeiicreue.

VY 10BIETBOPSIBAHETO HA BBHHIIHUTE MOTHBU IO
BpeMe Ha TYPHUCTUYECKOTO INPEXHUBSIBAHE HOCH
HampekeHue. CaMOTO MPUTECHEHHE Ipedd Ha
YIOBOJICTBUETO U PEIAKCALMITA.

[loceturenure o4yakBaT ¢ HETHPIEHHE CPOJIHO
TYPUCTUYECKO MBTYBaHE B KPaTbK IEPUOT OT

BpeMe.

HWsmounuk: Cuctemarusaius Ha aBropa mo Tutorials Points, Tourism Management,
Tutorial Points Pvt. Ltd, 2016, p. 19.

Hoanaparpa¢ 2.2. ,,IIpopuna u kiacupukanusa Ha KyJMHAPHUTE TYpHCTH*
nmoctaBs (HOKyCc BBpPXY KyJIMHApHUTE TypuCTH. Pasrimeganm ca pe3ynratd  OT
W3CIIe/IBAaHUSI, KOWTO TMpOyYBAT TEXHUTE sgemorpadcku ocobenoctu. Te Bapupar
3HAYUTEIIHO B 3aBUCUMOCT OT OCHOBHHUTE PerHoHaJHu rpynu. Jlemorpadckust
npodua Ha KyJWHAPHUTE TYpUCTU MOXKE Ja Objie 0000IIeH MO CICAHUS HAUYUH —
MMOCETUTETTUTE ca Mboce U diceHu (TI0 paBeH Opoit), MpUTEKABAIIM BUCULE 00PA308AHUE
Y TI0-BUCOK OT CPEIHHUS co0uuier 0oxo0. KynuHapHUTe TbTEIIECTBEHUIIN Ca CKIIOHHU
na Obaar akmusnu nemuuyu. Te ce nHGOPMUPAT KAKTO OT neuamuume Mamepuai,
Taka M OT OHJIAliH pecypcume 3a IPOy4BaHe M INIAHMPaHe Ha IIbTyBaHeTo . mar ucoxu

cmaHOapmu 3a Kadecmeomo Ha xparama, HO HC U3UCKBAT CKBIIN XPaHU B TYPMC CTUJIL.

L TIA, Edge Research, Profile of Culinary Travelers: Report of Findings, Travel Industry Association, 2007, p. 16.
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ABTOPBT HACOYBA BHUMAHHETO KbM BHJIOBETE KYJIMHAPHU TYypUCTH. LIEHTHPHT
3a um3ciensane Ha Typusma (Tourism Research Center) ch3gaBa THIOJIOTHSI HA
KYJUHAPHHUTE TYPHCTH, Ha OCHOBaTa Ha aHKeTa. KIBCTEpHUAT aHAIW3 CBEXAa
BUJIOBETE JIO YCTHPH, CIIPSIMO HAMePeHUemo 3a NPAKMUKY8ane Ha KYAUHAPEH Mypu3om

(Bx. @urypa Ne 2):

OnopTIOHUCTHYHU Crryaiism
KyJIUHAPHU TYPUCTH KyIMHAPHH
39% TYpPHUCTH
40%
[Ipennamepenu HesaunrepecoBanu
KyJIMHAPHU TYPHCTH KYJIMHAPHU TYpPUCTH

15% 6%

®urypa Ne 2. Bugose KyJJMHAPDHU TYPUCTH
HMs3mounuk: CuctemaTusanus Ha aBTopa o Janau Ha Tourism Research Center, Panel
Research: Culinary Tourism. Charlottetown, Prince, 2010, p. 22.

¢ Ilpeonamepenume xyaunaprnu mypucmu (JFOOUTENM Ha XpaHaTa) ydacTBaT
aKTUBHO B TaCTPOHOMHUYECKH JCHHOCTH U MPUTEKABAT CUJIHA MOTUBAIIUS 32 ITHTYBaHE
(15% ot BcUYKM PECTIOH]IEHTH).

s Onopmwonucmuunume KyIuHapHu mypucmu y4acTBaT 4eCTo B JIGHHOCTH, HO
MMart Mo-HUCKa MOTHUBAIUA 3a MbTyBaHe (39%).

s Cnyuatinume xyaunapuu mypucmu (40%) ydactBaT 0€3 NpeaBapUTEITHO
HaMEPEHHE B ICHHOCTH, CBbP3aHU C XpaHaTa, M He Ca MOTUBHPAHU OT Hesl.

% Hezaunmepecosanume kyaunapuu mypucmu (6%) ca Te3W, KOWTO HE
CHOOIIABAT 33 y4acTHUE B JIEHHOCTH, CBbP3aHH C KYJIHMHAPEH TypU3bMY,

JluckyTHupaH € HHTepeChT Ha TYPUCTUTE KbM KYJIMHAPHUTE IEUHOCTU. AJTMAHCHT

! Tourism Research Centre (TRC), Panel Research: Culinary Tourism. Charlottetown, Prince, 2010, p. 22.
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Ha OHTapuo 3a KyJIMHAPEH TYpU3bM I'PyIUpa IOCETUTEIUTE B Mpu Kame2opuu CupsMo
MOTHBALIUAATA UM:

% Ocnogna: IlpTyBamm, KOMUTO OCHOBHO ce (DOKycHparT M ce CTPeMAT KbM
KyJIMHApPEH TYPUCTUYECKH OIIHT.

% Bmopuuna: ®OKyChT Ha TYPUCTHTE BBPXY KVAUHAPHUSL MYPUZOM CE CHOOEIS.
¢ Opye mypucmudecku Momus KaTo rojd, nazapyBaHe, oceleHne Ha CeMeUCTBOTO U
npustenute. KyInHapHUAT TypHU3BM € 4acT OT MapuIpyTa, a HE OCHOBHA IIPUYHHA.

% Tpemuyna: MapuipyThT HIM MOTHBUTE Ha IIbTHHLUTE He GKIIOUYBAM
NPAKmMuKy8anemo Ha Kyiunapern mypuzom. V3KUBSIBAHETO € UMIPOBU3UpaHO min ad-
hoc cnpsamo nepeoHauanHomo um Hamepenuer,

Hoanaparpa¢ 2.3. ,,Moaenu Ha TYPHUCTHYECKA MOTHBAIIUA B KOHTEKCTA HA
KYJMHApPHHUSA TYPU3bM® aHAIM3UpPa YTBBPJACHH TEOPETUYHHU KOHLENINN, IPEUYIICHH
Mpe3 npu3MaTa Ha KyJMHapHUs Typu3bM. M3CIe10BaTeNICKusT HHTEPEC € HACOYEH KbM
KoHuenuus Ha Macnoy. IlpucnocoOsBaiiku S KbM KyJIMHApHUS TYpPU3BM,
@u3zuonocuuHume nompeoHocmu ca OCHOBHUST €JIEMEHT, KOUTO mypucmuvm o4akea oa
3a00601u 6 decmunayuama. Te BKIIOYBAT JIETYCTUPAHETO HAa KAauecTBEHA XpaHa B
pecTopaHTH U MecTHU (epMu. Te3u moTpeOHOCTH ca TOJKOBA OCHOBHH I10 MPUPOJIA, Ue
ce ABSABAT KaTo ()yHIaMEHTAJIHH MOTHBH 3a TypHCTa>.

Mepapxusita ma Macjioy TIpefocTaBs Tole3Ha paMKa 3a H3CIe[BaHE Ha
MOTHBAaLKATa. XPAHEHETO € HA IIbPBO MSCTO cpex (paKTopHTe 32 oueasiBane®. B
3aBUCUMOCT OT HEro M JpYrd NOTPEOHOCTU ChINO IIe OBAAT YAOBIETBOPEHU —
CUTYPHOCT, IPUHAJIEKHOCT, CAMOIYBCTBHE W HAKPas CaMOyChBBPUICHCTBAHE?,

[IpencraBen e moxensT Ha I[lubpc m Jluil. Toit e Hapeuen ,,Moden Ha
mypucmuyeckama kapuepa ‘. Tazu TeopeTHyHa pamMKa € edHa Om HAU-8aAdCHUME,
ocHosasawu ce Ha Macnoy. Teopusara npeamnosara, ye¢ IbTHULMTE HANPEABAT HArope
0 CThJI0aTa HAa MOTHBALIMUTE 32 TbTYBaHE, Thil KATO HUBOTO UM Ha TYPUCTUYECKU OITUT

ce yBenuyasa (Bx. @urypa Ne 3).

! Ontario’s Four-Year Culinary Tourism Strategy and Action Plan 2011-2015, p. 21.

2 Maslow, A. H., A Theory of Human Motivation, Psychological Review, Vol. 50, 1943, pp. 370-396.

3 Fields, K., Demand for the Gastronomy Tourism Product: Motivational Factors, In Richards, G., Hjalager, A.
(Eds.), Tourism and Gastronomy, Routledge, London, 2001, pp. 36-50.

4 Ikeda, J., Culture, Food and Nutrition in Increasingly Culturally Diverse Societies, In Germov, J., Williams, L.
(Eds.), A Sociology of Food and Nutrition: The Social Appetite, Oxford University Press, Oxford, 1999, pp. 149-
168.
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> “‘\ *JIuyHOCTHO pa3BUTHE
/ \ *CaMOyCBhBBPILICHCTBaHE
*PomanTtuka
/—‘f Brrpemnn *[IpunaanexxHoct
. Paxrop | / *CurypHocT
4 -/
/ /w ‘ *B3anmoTHOmeHNs
| | BoHmmm *IIpupona
| dakropu
*bsrcTBo / penakc
*Hogoct
\ *Bpb3ka / poactBo
Bropocrenennn| | *Hocranrus
| | dakropu ‘ e CTumynanust
* U3omanus
[Ipu3Hanue u couuaneH
cTaryc

®urypa Ne 3. MoTuBanuuoHHH (GpaKTOpH
H3moynux: CucteMarusaius Ha aBTopa
@DOoKyCHT € IOCTaBeH BhpXY Teopusara ,,Push & Pull“ na Jlan (Bx. @urypa Ne 4).
N3tnackBamure GakTopu ca cevpsaHu ¢ uszuonrocuunume nompeonocmu. 3a pa3imka

OT TOBa, MPUBIUYAIINTE (PAKTOPU CE CBHP3BAT Hall-Beue C yoobcmeama 6 KyIuHapHama

decmunayus®.

.///--" --"\\\. I.:."-

{ H3TaackBamu ¢paxkTopH | IIpueanuamn GpakTopu
® TEpCeHe Ha HOBOCT & KYTHHAPHH ATPAKITHH
® KYITYPHO IIPEKHUBIBAHE I * IMHIK Ha JJecTHHAITHATA
® IPHKIIOYEHHE A\

_ . MoTHBaAnHSA
¢ OATCTBO HA KyJIHHAPHAS
® COITHANIEH KOHTAKT TypHCT
® perakc \ /
Ve _'\_
YnosaerBopenne

® [IOBETOPHO MMOCEINEHHE

A Y,

®urypa Ne 4. Moaes Push & Pull B kOHTeKkcTa HAa KyJITMHAPHUS TYPU3bM
H3mounuk: CucreMatusanys Ha aBTopa

Tpern mnaparpad ananusupa Bpb3Ka MEXAY KYyJIUHAPHUS TYPU3BM H

1 Oh, H. C., Uysal, M., Weaver, P. Product Bundles and Market Segments Based on Travel Motivations: A
Canonical Correlation Approach, International Journal of Hospitality Management, VVol. 14, No. 2, 1995, pp. 123-
137.
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MoTuBanusaTa Ha Typuctute. llognaparpad 3.1. ,,OcHoBHM (pakTOpH 32 BB3IeiicTBHE
HA KYJMHAPHHUA TYpHM3bM BbPXy MOTHBALMATA HAa TYPUCTUTE® CUCTEMaTHU3Upa
CBIIECTBEHUTE TMPUUMHH 32 BB3JACUCTBUETO HA KYJWHAPHUA TYpPU3BM BBPXY
MOTHBALUSTA HA TypucTUTE. M3Cie10BaTeICKUAT HHTEPEC € HACOUEH KbM KYJITypaTa u
penurusitTa KaTo OCHOBAa Ha KyJnuHapHus TypuszbM. Kyarypara Biuse Ha MecTHaTta
KyJIMHAPUS, KAaTO IOKa3Ba TPaJWMIMUTE, HABUIUTE M OOMYAMTE HA OOIIHOCTTAl,
Pelurno3HuAT NMpOM3X0J CBHIIO CE CUUTa 3a pemasanl (pakTop, BIMSEN] BBPXY
MOTHBAIMATA HA KyJUHAPHUTE TYpUCTU. Te3u BIpBaHUS OKa3BaT BB3JIEHCTBUE BHPXY
pELIEHUETO 32 KOHCYMAllMsl Ha OIpe/eieHa XpaHa B /1aJIcHa TOYKa Ha CBETa.

AHanu3upaHo € BIUSHUETO Ha colranHo-aemorpadcekure hakropu. Br3pacrra
€ B ompuyamenHa Kopenayus ¢ 0pos U o0XBaTa Ha KyJWHApHHUTE H3KUBABaHUSA. OT
JIpyra CcTpaHa, XpaHaTa CIyXH KaTo , coyuanen mapkep ', KOUTO uIeHTUHUIIUpA
obmecTBenute rpynu’. COLMAIHUAT CTATyC € €IUH OT BCEOOXBATHUTE (DAKTOPH,
BIIUSICIIN BHPXY BHUJIOBETE U KOJMYECTBOTO H3SICHA XpaHa U BB3MPHUITHETO CIPSIMO
TAX.

AKIEHTBT € IIOCTaBeH BBPXY 3HAUYEHHUETO Ha TBPCEHETO Ha HOBOTO U
notpebHocTTa oT Mo3HatoTo. HeodobusiTa mpeacTasisBa JumncaTa Ha KeJlaHUE U TOPU
OTBPAILIEHUETO Ja CE A/1aT HOBU XpaHU. T € B OCHOBAaTa Ha MEXaHU3Ma, KOMTO JUKTYyBa
1360pa Ha xpaHa®. BeIIpeKkn TOBa, TyPUCTBT UMA M CKIOHHOCH KbM MbPCeHe HA HOBU U
paznuunu npooykmu. ChIECTBYBa HETPEKbCHATO HANPEXKEHUE MEx Ay HeopoOHUTE 1
HEO(DMITHHUTE TEHICHIIUH, HAPEYECHO ,,lIAPALOKC HA BCESITHOTO JKHUBOTHO®?,

OnuThT OT MNPEAUIIHO KYJMHAPHO MPEXKHUBSBAHE HMMA 20MAMO 3HAYEHUe 3d
momusayusma Ha mypucmume. Ha ocHoBata Ha HeodoOus, xopaTta OOMKHOBEHO
MPEANOYMUTAT XPaHHU, C KOUTO ca 3ano3HaTh. [I03MTHBHOTO Npe:KUBSIBaHe JONPUHACS
3a MO-ToJsIMaTa BEpOsITHOCT OT NOBTOPHA AeHHOCT. JIuTepaTypara 3a KOHCyMalusTa Ha

XpaHa IpHU3HaBa, Y€ HpO6BaH€T0 Ha OIpPECACIICHU XpaHW BOJU OO0 NOJ0MNCUMETHA

meH()eHlxﬂl}l 3a yeeauvasaHe Ha npednoqumaﬁuﬂma KbM mMAX.

! Pagaunosa, I'. u xonextus, CHeuuanusupaHd BHAOBe TypusbM, M3parencrtso ,Hayka m MKOHOMHKA®,
Hxonomuuecku yHuBepcutet — Bapha, 2012, ¢. 226-245.

2 Rozin, P., The Integration of Biological, Social, Cultural, and Psychological Influences on Food Choice, In
Shepherd, R., Raats, M. (Eds.), The Psychology of Food Choice, CABI, Surrey, 2006, pp. 19-40.

3 Pliner, P., Salvy, S., Food Neophobia in Humans, In Shepard, R., Raats, M. (Eds.), The Psychology of Food
Choice, CABI, 2006, pp. 75-92.

4 Fischler, C., Food, Self and Identity. Social Science Information Vol. 27, No. 2, 1988, pp. 275-292.
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Hoanaparpa¢g 3.2. ,,CbBpeMeHHH aCHEeKTH Ha 3aBHCHUMOCTTA MeEXAy
KYJHHAPHHUSA TYPM3bM M MOTHBALMATA Ha TYPHUCTHTE* NpOydYBa CBBP3AHOCTTA
Mexay naBere TnoHsTusA. CBeroBHara opranmsauuss mno TypusbMm (COT)
uaeHTuuIpa B cBOs ,,l7o0aneH JOKIaa 3a XpaHUTENIEH TYPU3BM' KVIUHAPHO
npeonamepenume mypucmu. Te IPUTEKABAT CIEAHOTO NOGEOEHUE:

¢ 3arpIbKeHH ca 3a MPOU3X0/1a Ha MPOIYKTHTE;

¢ U3MO0JN3BAT Tpame3aTa KaTo CPEJICTBO 3a OOIIyBaHE W OOMEH Ha OIUT C
APYTHUTE,
¢ MMAar [I0-BUCOKH OT CPEIHUTE Pa3XOAM 3a IbTYBAaHNUS;
¢ (opMupaT BIUCOKa CTEIEH Ha JIOSIHOCT;

% IOCemaBaT OTHOBO JIECTUHAIMUTE, 3apajii TaCTPOHOMHS .,

AHanu3upaHa € Bpb3KaTa MEXAYy KyJWHApHHUS TYpU3bM M MOTHBALMATa Ha
Typuctute. Ts e pasrienaHa 4pe3 THIOJOTMATA HA TYPHUCTHYECKHTE MOTHBATOPH,
npemioxkeda or MakMurom. Tol n3sicHABa B3aMMOAEMCTBHETO MEXIY XpaHaTa M
TypusMa. Criopes Hero, YeTUPUTE MOTHUBATOPH Ca:

¢ (pU3HUCCKH;

* KyJITypHH,

% MEXXIYJIMYHOCTHU;

«* CTaTyCHM/IIPECTUKHH?,

TypucTudyeckuTe MOTHBALIMY Ca PAa3HOOOPA3HU U ca CBBP3aHH C MOTPEOHOCTUTE
Ha uHAUBUIA. Kyaunapuuam mypusvm OIPEIEICHO HE € MAco8 MypUCmuyecku
¢eHomen, Th1 KATO MHOI'O MapuIpyTH He Morar ()U3HUYecKH Ja MpuemaT MoBeyYe OT
ompeneneH Opoil TypHCTH eIHOBpEMEHHO . BbIpeku ToBa, 3a 1a ce pa3BHE
TYpPUCTUYECKUAT MOTEHIHMA, € HEeoOXOOuMO Ja ce UIAEeHTU(UUUpAT OCHOBHUTE
NoTpeOHOCTH Ha OTAETHUTE TYPHUCTH.

HHoanaparpa¢ 3.3. ,TenaeHnun B MOTMBAUMATA 32 KyJHHApPeH TYpU3bM*

nNpeAcCTaBd aKTYAJIHUTC HaAIIPAaBJICHUA B MOTHBALlUATA 34 KYJIHMHAPCH TYPHU3BM.

PEBFHG)I&HO € 3HAQUCHHUCTO Ha 3APAaBOCIOBHHSA HAYWMH Ha XHUBOT, BPBHITAHCTO KbM

! World Tourism Organization, Global Report on Food Tourism, UNWTO, Madrid, 2012, p. 21.

2 Fields, K., ITur. u3rt., 2001, pp. 36-50.

% Tapymesa, T., KyntypHuTe MapuipyTd — crojelieH pecypc 6e3 rpanuiu, O6uneiina MexyHapoiHa Hay4Ha
KoH(pepeHIHs ,, [ypu3mMbT — oTBB] odakBaHmATa”, mocsereHa Ha 100 rogman YHCC u 30 rommHm Karedpa
,,JIKOHOMHKa Ha Typusma”, 25 — 26 cenremspu, U3natencku kommuiekc — YHCC, Codus, 2020, c. 549-557
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MECTHOTO U OSI'CTBO OT IN100AIM3UPAHUS CBAT. MHOIO 3aMOKHU I'PaJICKH KUTENIH Cera
TBPCAT U3KUBSIBAHE U3BBH IPajia U HUCKAT Od ce C8bp#Ccam OMHOBO CbC CENCKUME
obwHocmu u Mecmuume xpanu. 3ApaBOCIOBHUTE MPOyKTH, ipousseaeHu 6e3 I'MO u
U3II0JI3BaHE HA TECTHLMAN Ca PACTAILA TEHACHUUS B MOTHBALUATA HA KyJIWHApHUTE
Typuctu'. Te HE CaMO TBPCAT KVIUHADHU WeObOEPU, & KaAuecmeeHu NpooyKmu,
HPUTOTBEHH 110 MAKCUMATHO 30PABOCI08EH HAUUH.

YcranoBeHa e posisiTa Ha 6eiior OyMbpUTE U MIVICHHAIUTE 33 TIOMYJIIPHOCTTA HA
KyJIMHapHOTO HW3XKMBsIBaHE. 3amajJHuTe oOliectBa crapeiar Obp3o. OcrapsBamure
0eii0u OymMmbpH OOMKHOBEHO MMAT roJIeMH pas3lojaraeMu JOXOAU U ca TOTOBM Ja
IUIATST MOBEYE 3 KAYeCmeeHo KYIUHAPHO usdcussisarne. MUIeHHaJINTe ca JIBIKelaTa
CWJIa Ha KyJHMHApHUSA Typu3bM. Te ca IOKOJIEHHE, Ch3AaBallo TEHACHLIUH B CEKTOP
xpanu. HambaHO TpaHcdopmupar HauMHa Ha XpaHEHE OT U3UCKBAHUAMA 3d eMUYHO
npou3eedena Xpana u nepcoHaAIU3Upane, 10606ma KM OMKpUEAHEMo HA HOBU KYXHU,
osudicewama Cuia Ha 6e2emapuancKu U 6e2ancKu 0gudiceHus. B a3naTcKuTe 001ecTBa
He cvbwecmeysam mesu menHoeHyuy. Te UMaT rojsiMa OOIMHOCT OT MJIAAM 3aMOKHU
noTpeOuTeNIn OT Cpe/iHaTa Kiaca, KOUTO B ObJIEIIe L€ CTaHAT C8emogHUume KyJIUHapHU
mypucmu.

JINCKyTHpaHO € BIMSHUETO HA UHTEPHET U COLIMATTHUTE MPEXKH 3a MOTHUBALUA HA
KyJauHapHuTe TypucTi. UHTepHeT ce MpeBbpHA B OCHOBEH U3MOYHUK HA UHDOPMAYUS.
[ToreHnmanHuTe TYpUCTH Beue TUNIAHUPAT MapUIpyTa CH OHJIAKMH B YIOTa HA COOCTBEHHUS
cu oM. Kyaumnapaure 0/10roBe MmaT roJiIMO BIUSHHE BBpPXY Typucture. Te
MPEACTaBAT EKCIUIOATaTOPCKU HM300paKeHUs C POMAHTUYHO HAMUCAH TEKCT, KOUTO
MOTHBHUPAT TyPUCTUTE.

MoOunaHuTe NPUJIOKEHUS HUMAT poJid 3a MOMYJISPHOCTTAa HA KyJMHapHATa
JecCTUHAIMS U 00ekTHTe B Hesl. Te MpelncTaBAT Ha TYpUCTA 8b3MOMCHOCMuUmME 3a
XpaHene, YIeCHABAM pe3epeayusama u MOmueupam noceujeHuemo upe3 OmcmuvnKu.
M3non3Bar 3Ha4E€HUETO HA OT3UBUTE U OHJIAKH pENyTalUsaTa 3a MPUBIMYAHE HA HOBU

IIOCETUTCIIN.

! Ognyanova, Y., Role of Eco-culinary tourism for Tourist’s Motivation, Journal of Balkan Ecology, Volume 23,
No 4, PublishScieSet-Eco, 2020, pp. 391-397.
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I'naBa BTOpa

AHAJIM3 1 OHEHKA HA PASBBUTUETO
HA KYJIMHAPHUA TYPU3IBM

Bropa rnaBa Ha nucepTalMOHHUS TPYJl aHAIU3Upa M OLEHSABA Pa3BUTUETO HA
KyJUHapHUS Typu3bM. ABTOpPHT HAcouyBa BHUMAHHMETO KbM BOJCUIM KYyJIMHAPHH
JIECTUHALIMK B cBeTa. Ha TXHa OCHOBA, € IOCTaBEH aKLIEHT BbPXY NOTEHIIMAJIA 32 YCIIEX
Ha Ta3u Hula B bbarapus. IlpencraBenn ca Merogukara U UHCTPYMEHTAPUYMBT HA
MPOYYBAHETO.

II'spBusAT naparpadg ananusupa u OUEHABA KyJUHAPHUS TYPU3bM BbB BOACIIH
NeCTUHAUUU B cBeta — Mmanusa, Ppanyus u AHnonua. IlpoyuBaHusTa Ha TE3U
JIECTHHAIIMK JIONPUHACIT 3a 0o0orarsBaHe Ha 3HAHUATA 3a YCIENIHOTO Pa3BUTHE Ha
kynmuHapHus TypusbM. Iloamaparpa¢g 1.1. ,,AHaAM3 M OLEHKA Ha KYJWHAPHUS
TYpU3bM B AecTHHauusa MUranusa* pasriexna KyJIuHapHUS TypU3bM B JIECTUHALMS
Wranusa. BHUMaHMEeTO € HACOYEHO KbM 3HAYEHUETO Ha KYJIMHAPHUTE MPOAYKTH 3a
BOJeIllaTa MO3ULMs Ha cTpaHaTa. MTanus e ocHOBHaTa eBporelicka JAeCTHHALUS 3a
XpaHa ¥ BHHO, Bb3 OCHOBA Ha BCUYKH u3cneaBanu napamerpu. [Ipes nepunona 2017 —
2020 r. T4 € 1udep B MPOU3BOJCTBOTO HA 6uHO u 3exmun. OT 2016 r. € JOMaKUH U Ha
npusHatute or FOHECKO mamepuanrnu u nemamepuainu aKkmueu Ha meopyecKume
2padose, CBBP3aHU ¢ XpaHaTa ¥ BUHOTO'. CPAaBHEHWETO C OCHOGHUME e6PONelCKU
KOHKypenmu JaBa TIOJIOXKUTETHU pe3ydaTtatd. MWranus ornaesiBa cedem om
ananuzupanume napamempu B CIEIHUTE KaTETOPUM — HPOU3BOOUMENU C BUCOKU
NOCMUICeHUsl, BUHAPHU, HNPOU3BOOUMENU HA 3eXMUH, 3A8e0eHuUsl 3a 00WecmeeHo
XpaueHe, KyIuHapHu my3eu, nusosapnu u meopiecku epaooge na FOHECKO, cévp3anu
Cc Xpanama u 6uHomo>.

Hamocnenbk MHTEpECHT KbM KyJIMHApHUS TYpU3bM € yBelaudeH. Mramus e
JNECTHHALMSI, KBJACTO KYJIMHApUATA € HepaszdelHa Yacm OT TYPUCTUUYECKOTO

IMPCKUBSBAHC. JIGFYCTaIH/If{Ta Ha MCCTHATa XpaHa BUHAru € 4aCT OT IbTYBAHCTO U €/IHA

! Italian Food and Wine Travel 2020, https://www.excellencemagazine.luxury/business/italian-food-and-wine-
2020-travel-report/, nocTenen na 17.03.2021 r.
2 Ttalian Food and Wine Travel 2020, L{ut. usr.

23



Buw3zoeticmeue na kynunapuus mypuzom 6bpxy MOMuUEAYUamMa Ha mypucmume

OT OCHOBHUME NPUYUHU 338 MEXIYHAPOAHUTE IOCETUTENN JAa IbTyBaT B CTpaHAaTa.
OcBen ToBa, Utanusa e eBpomeiickaTa abpkaBa ¢ Hal-rojissM Opoii pa3mo3HaBaeMu
SICTHUA.

[IpencraBeHn ca OCHOBHUTE CTpaTErMUYeCKU MEPKU Ha jaectuHanus Mramus 3a
Pa3BUTHETO HA KyJIWHApHHS Typu3bM. UTATMAHCKUAT HAMOHAJIEH TYPUCTHYECKHU
chBeT MOJKpeIs Ta3u HUILIA C MHUIMAaTUBaTa ,, [ omeene c Iltalia.it . Ts nonynsapuzupa
KYIUHApHume mapuipymuy 4pe3 MECTHATa TaCTPOHOMUYECKA Kyiurypa. MHCTUTYTHT 3a
BBHIIIHA THPrOBUSA, OT CBOSI CTPaHA, NONYAAPU3UPA BCUUYKH MPOIYKTH, KOUTO HOCST
eTuKeTa ,, [Ipouszsedeno ¢ Mmanus . ChIilo Taka, BIMATEIHOTO aBrxkeHue Slow Food
Movement nenu ga pekiaMupa MECTHOTO 3€MeJIeTTUe U )KUBOTHOBBACTBO, KATO MOKAXKE
KauecTBOTO Ha XpaHaTa. MexayBpeMeHHO, MHCTHTYTBT 3a KYXHf, KYJATypa H
€HOJIOTHS HA pernoHuTe B UTa/aus € opranusanus ¢ HECTOMaHCKa 1€, YAUTO TapreT,
€ Jla nonyaiapusupa mpaouyuume Ha WTATMAHCKATa XpaHa U BUHO. Toii opraHusupa
oOyuumentu Kypcose no MecHa Kyxusa u Kyamypa'.

Pasrnenan e pervon JlomOapausi kato eaHa OT €BPOIMEHUCKUTE TEPUTOPUU Ha
racTpoHoMuaATa. KynnHapHUAT Typu3bM B MECTHOCTTa CE€ pa3BUBa Ha OCHOBaTa Ha
MECTHHU ¥ €KOJIOTUYHU MPOAYKTH, CKbCSIBAHE Ha JUCTPUOYTOPCKATA BEPHUTa U Ch3/JTaBAHE
Ha JIOBEpUE B U3KUBSIBAaHETO. BU3HMATA 32 MHTEIPHPAHO PAa3BUTHE HA KYJIHMHAPHUSA
TYypu3bM B JlomOapaust ce pasriexna B mpu HanpaeieHus.

¢ [osuwasamne na 0ceedoMeHOCMMA U YCMOUYUBO NPEONA2aAHe HA KYIUHAPHUSL
mypu3bM — PETHOHBT 3ajiara Ha MHGOPMHUPAHETO U OOpPa30BAHETO HAa KyJIMHAPHUTE
TYPHUCTH 3a 3/IpaBOCJIOBHUTE MOJI3U OT MECTHATa XpaHa.

¢ [losuwasane na oceedomeHocmma 3a NPOU3BOOCMEOMO HA XpaHama —
Ch3/laBaHE Ha BPB3KA MEXKIY TYpPUCTHTE U (epMEepHUTe 3a Mpocle/IBaHe HA BT HA
XpaHaTa OT HMBaTa /10 YUHUATA B PECTOPAHTA.

¢ Payuonanuzayus na nocucmuxama — BHEAPSBAT CE CTPATETUN 32 HAMAJISIBAHE
Ha pPa3XxoauTe 3a TpaHCHOpPT Ha XpaHata. llenra e wW3mon3BaHETO HA MECTHATA
HPOIYKIHs BMECTO TaKaBa, IIPOIBTYBaJa JIBJIT0 Pa3CTOSHHUE?,

Hoamaparpa¢gp 1.2. ,,AHaJu3 M OLEHKAa Ha KYJHHApPHUS TYpPM3bM B

! European Union, Gastronomic Cities: Baseline Study, Urbact, 2014, p. 23.
2 Garibaldi, R., Italian Food and Wine Report 2020, World Foodtravel Association, 2020, p. 13.
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aectuHauusa PpaHuma* mscienBa KyJWHAapHUA TypuU3bM B AecTUHauus DOpaHius.
TypusMbT € OCHOBHA YacT OT (hpeHCKaTa UKOHOMUKA, MpecTaBisBalia 61m3o 8% om
bBII. He e n3Henana, ye OpaHuus € HaAl-NMOCeNIABAHATA IbPKaBa B CBeTa U Ipe3
2019 r. Typuctuueckata uHAycTpusa aonpuHacs ¢ 210.7 muruapoa espo kom BBII 3a
¢ppencrama uxonomuxa*. Ha rpaduxa Ne 1 e mpeicTaBeH pbCTHT Ha MEKYHAPOIHUTE
TYPUCTUYECKH Pa3xo/M B cTpaHara 3a nepuoja 2012 — 2020 r.
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I'paduxa Ne 1. MeskayHapoaHU TYPHCTHYECKH Pa3xoau BbB ®paHuus

3a mepuoga 2012 — 2020 r. (mapa. eBpo)
HMszmounux: CucreMaTu3aiys 1o JaHHU Ha Statista, 2021.

AHanu3upaHa € poJyiATa Ha XpaHUTEIHAaTa MHIYCTpUs 3a Typusma B DpaHuus.
TypucTUuecKuTe CTaTUCTHKU MOKAa3BaT, Y€ MMa MHOTO KJIFOYOBHM aTpPaklMH, KOUTO A
MpaBsT TOJIKOBA MpUBJIEKAaTeNIHA AECTUHALIMS 32 TYpUCTUTE. B nombiaHEeHNE KbM TE3U
KyJATYpHH 3a0€NeXUTEeIIHOCTH, MpHUTEeraTelHa Cujila € KVIUHAPHAMA UHOYCMmpus W
MMU/DKBT Ha CTpaHATa 32 TaCTPOHOMMYeECKO mpe:kuBsiBaHe. Upes Tsax, OpaHuus e
OlI[e MO-aTPaKTHUBHA 38 TYPUCTHYECKU ACHHOCTH MPe3 CBOOOJHOTO BpEME.

Pa3rnez[aHa € KYJIMHapusTa KaTo €AUH OT CTBHJIOOBETE HA IMPHUBJICKATCIIHOCTTA HA

! https://www.statista.com/statistics/468164/number-tourist-arrivals-hotels-paris/, nocrsnen na 10.10.2021 r.
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O@paHuus 3a Typucture. EnHa Tpera OT MOCEeTUTENUTE, KOUTO HUiaBaT BbB DpaHuus,
3asBSIBAT, Y€ NMpuUyUHama 3a TAXHOTO MbTyBaHE € HEHHOTO KYJIUHAPHO HACIe0CMmEO.
Ou4eBUIHO, TO € OCHOBHA YaCT OT MeNHCOYHAPOOHUS UMUOXMC Ha cTpaHaTta. JIbibounHaTa
U YHUKAQJIHOCTTa Ha (peHckaTa KyxXHsS, IIMpOKaTa ramMa OT MECTHHM MPOIYKTH U
HAJMUCHT ,,['acTpoHOMHMYecka XpaHa Ha (ppanny3ure” B cnucbka Ha FOHECKO 3a
HEMAaTEepPUATHOTO KYJITYPHO HacleACTBO nomarat Ha PpaHuus Aa OCTaHE HA BbpXa Ha
CBETOBHUTE TYPHCTUYECKH JIECTUHALIUM .

OueHeHu ca CTpaTeruyecKUTe JIEUCTBUS HA NMPABHUTEICTBOTO 3a Pa3BUTHE Ha
KyJMHapHUs Typu3bM B cCTpaHata U peruoHa Ot-gpo-@panc. Crparerusita 3a
peruoHajieH KyJMHApPeH TYpPU3bM € OT CBIIECTBEHO 3HAUEHUE 3a Pa3BUTHETO U
npusiekarenHoctra Ha OT-ap0-Opanc. Bbrapeku ToBa, 3a 1a C€ OCUTYPU CPABHUMENHO
npeoumMcmeo, 0a ce 3a0080a46am Kiuenmume WU MAKCUMUSUPA UKOHOMUKAMA, €
HE0OXO0JIMMO PETHOHATTHUTE ACHCTBUS J1a ObAAT ChCPEIOTOUCHH 10 MpU NPUOPUMENHU
obnacmu — TypMe PECTOPaHTH, OMpPa U IIAMIIAHCKO, U TPAJUIMOHHN PECTOPAHTHZ,

Hoanmaparpa¢gp 1.3. ,,AHaiM3 M OLEHKAa Ha KYJMHAPHHUA TYypHU3bM B
pectuHanusa SAnmonus* pasriexaa KyJIWHApHUS TypU3bM B JeCTUHALMS SnoHUS.
@DOKYyChT € MOCTaBEH BbpPXY 3HAUYEHUETO HA TO3M BHJ TYpU3bM 3a cTpaHarta. Toi e
MOWeH UHCMpYMeHm 3a HOBO pa3BUTHE Ha OOIIHOCTUTE 4YpPE3 ChicUBABAHE HA
HAYUOHANHUA Mypu3bM, KOWTO TPUBIMYA TOcCeTUTeNuTe. HMoewmuunocmma Ha
ANOHCKAma KyXHs € U3TpaZicHa Ha OCHOBATa Ha HAKOJIKO XWIISIIOJNETHS U Bb3AEHCTBHE
oT crpaHa Ha Kutail m Oynuctkara penurus. TpagullmoOHHUTE SAAMOHCKH XPaHU M
XpaHuTeJHA KyJATypa (T.Hap. VYamoky) ca perucTpupaHd B CHHCbKa Ha
Hemamepuannomo xyaimypro nacreocmeo na FOHECKO?®,

AHanu3upaHu ca CTaTUCTHMYECKHTE JaHHU 3a PAa3BUTUETO Ha KyJIMHAPHUS
Typu3bM. bposIT Ha MEXTyHapOIHUTE MOceTUuTeNn Obp30 ce yBennyana. [Ipe3 2019 r.
HaaxBbpis 31,8 munnona (Bx. I'papuka Ne 2). Kyrunapnuam mypuzvm BIvse BbpXy

Oposi Ha MEXTYHAPOTHUTE TTOceTUTeN B SImoHus. MecTHUTE SCTUS Ce CUUTAT 3a eHa

! Ministére de I’Europe et des Affaires étrangeres, https://www.diplomatie.gouv.fr/en/french-foreign-
policy/tourism/the-action-of-maedi-in-promoting/news/article/gout-de-good-france-2019-21-march, nocteren Ha
05.05.2021 r.

2 International Institute of Gastronomy, Culture, Art and Tourism, European Region of Gastronomy: Haut-de-
France Candidate 2023, 2021, p. 66.

3 World Tourism Organization, Gastronomy Tourism — The Case of Japan, UNWTO, Madrid, 2019, p. 14.
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OT OCHOBHUTE IIPUYUHY 33 BETPEIIHUTE U MEXKTyHAPOJHUTE OCETUTEIH, KOUTO HIBAT
B cTpaHaral,

JIUCKYTHpaHH ca OCHOBHHMTE CTpaTerMYecKH JEHCTBHA Ha SIOHCKOTO
npautencTBo. TO 3a€JHO ¢ MECTHUTE BIACTH M YACTHUTE OW3HECH BUKIAT B
KYJIMHAPHUS TYPU3BM CPEACTBO 32 PerHOHAIHO pasBuTHe. Te cu MocTaBaT 0ge 3a0ayu
3a IIOCTUIaHE Ha TAXHATA L

< Paszeumue na oecmunayusma — MPUBJINYAHE HA MEKTyHAPOIHH TTOCETUTEIN
B Hesl, a HE CAMO MECTHU.

% 3anazsane u KoHcepéupane Ha KyIUHAPHOMO HACIeOCME0 — ONa3BaHE Ha
TpaJAUIMOHHATA KyJIMHApPHA KYJITypa, CpeJa Ha pa3BUTHE M HAUMH HA KUBOT Ha
MECTHUTE JXKMTEIH. ToBa ca KIIOYOBUTE EIEMEHTH, KOUTO TYPHCTHT THPCH HpH
HOCELIEHUETO CH B JaJIeHa JIeCTUHALU?,
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I'paguxa Ne 2. Mex1yHapoJHU TYPUCTHUECKH NOCENICHUs B ANOHUA
3a nepuoga 2003-2020 r. (MiH. gymm)
Hzmounux: Cucremarusanus mmo janau Ha World Bank u Statista, 2021.

BropusaT naparpad¢ aHanusupa U OLCHABA KYJWHAPHUSA TYPU3bM B JCCTUHALUSA

! Japan Tourism Agency, JNTO Inbound Tourist Data Handbook 2017, Tokyo, 2017, p. 25.
2 Destination. Business & Management Review, https://destination-review.com/en/exploring-japans-story-of-
success-in-gastronomy-tourism/, nocteneH Ha 13.05.2021 r.
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bearapus. Ilommaparpag 2.1. ,,AHaJu3 Ha KYJMHAPHOTO HAaCJeACTBO B
pectuHauMa bBbarapus® wuscinenBa KyJMHAapHOTO HAclEICTBO B JIECTUHALUA
bearapus. M3noxkeHnero HacouyBa BHMMAHHUETO KbM MCTOPHYECKOTO pa3BUTHE HaA
KyJIMHApUATA B CTpaHaTa. Bbarapckure 00M4am ce KOpPEHAT B JaJICYHOTO MUHAJIO U ca
3IpaBO MPEIUIETEHH C ucmopusama W Xpucmuauckama peaueus. biaronpustHuTe
YyCIIOBUSL 32 3€MEICIIME€ M JKMBOTHOBBICTBO Ca TIIOCTaBHIM HAYaJd0TO Ha
3ApaBoCJOBHATA ObJrapcka KyxHs. HanmoHa HOTO KyJIMHAPHO HACJIEACTBO €
W04 Ha pasziuynu  eauAHuA. OTAEJIHUTEe HEroBH e€J1eMEeHTH ca pe3ylrar oT
cMeceanemo Ha paziuder mun Kyamypu u HapoOHocmu. ABTOPBT HU3CeABa CIECIHUTE
BIUSHUSA B MCTOpPUYECKA IOCIEAOBATEIHOCT — TMpadbirapu, CjlaBSHU U TpakKw,
Buzantus, Cpengnosexkosue, OCBOOOXKIEHHE OT TYPCKO poOCTBO, ,,bankaHTypuct.

B®3 ocHOBa Ha TOBa, ca MPOYYEHU OCHOBHUTE XapaKTEPUCTUKHU Ha OBIATapcKOTO
KyJMHApHO HAacJleACTBO. B HAKOM HAcelneHW MecTa peLenTUTE ca INpefaBaHu om
NOKOJNeHUue Ha NoKoJeHue, 3a Na OCTaHAT HEIPOMEHEHU CTOTHULY TOJWHU Hapen.
XapakTepHO 3a Obirapckara KyxHs € €JHOBPEMEHHOTO TOINIMHHO 00padoTBaHe Ha
IIOBEYETO MTPOIYKTH. Perienture BKIFOYBAT MHOTO 3€JI€HYYLIU U IOAIIPABKHU, CPEN KOUTO
4EChH, YEPEH IUIIEP, MAIIEPKA, [UKOKEH, 4yOpHla, JaQUHOB JINCT U YePBEH MHIEpP.
ABTOpPBPT Ha JHUCEPTAUMOHHMS TpPyJ AHAIM3Upa HAKOM CHUJIHO W3pa3eHU
Xapakmepucmuku Ha KyIUuHapHomo Hacieocmeo na bvieapus:

+* KOHCyMaIysi Ha MHOTO MECO B Pa3JIUYHU (POPMHU M PELICITH;

¢ MoTpebieHNe Ha TMKAHTHH U BUCOKOKAJIOPUYHU OCHOBHH SICTHS;

¢ KOHCyMallys Ha IOMAITHO MTPUTOTBEHU TECTCHU M3CIUS U MeUYHBa;

% IPOM3BOJICTBO HA KHCEIIO MIISKO, CalaMypeHO CHPEHE M KalllKaBar,

¢ TOTBEHHU SICTHSI OT HAITBJIHEHU C MECHA MJIU TIOCTHA TUTHHKA 3€TICHIYIIH;

% CBEXXH CaJlaTH OT IPECHH 3€JICHUYIH CIIOPE]] CE30Ha;

¢ KOHCEpBHpAHE Ha 3€JCHUYYIM M KOHCYMAIMATa UM B CTyJIECHUTE MEPHOAN Ha
rOJIMHATA;

«%* BUCOKOIPALyCOBHU AIKOXOJIHH HAITUTKHZ,

Hoanmaparpa¢ 2.2. ,,OuneHka Ha pa3BUTHETO HA KYJHHAPHHUSA TYpU3bM B

! MunucTepcTBO Ha TypusMa, BUHO U KyxHs, MHHHCTEPCTBO Ha TypusMa, 2019, c. 7.
2 Excrumika — I'no6an Merpuxe 331, Kyntypen Typussm — [IpoayKkTos aHanus, MUHUCTEPCTBO Ha TypU3Ma,
2020, c. 101.
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AecTuHauusA bobarapus® nuckytMpa pasBUTHETO HA KyJIMHApHUS TYypU3bBM B
nectuHanus bearapus. Aranusupan e npoekmwvm ,,Cnodenu bviaeapus‘ w Herorata
pOJIA 3a pa3sBUTHETO HA Ta3W HUIIA Typu3bM. 1ol BkiItouBa 12 BHUHEHO-KYJIHHAPHU
MapLIpyTa, KOUTO A2 MONYJISPU3NpAT KYJITypPHUTE U NPUPOAHUTE 3a0€IeKUTETHOCTH
4pe3 MecmHume copmosge euHo U mpaouyuonnama Kyxusa Ha bvaeapus. Llenta e na ce
Ch3/1aJIe TYPUCTUUECKH MPOJIYKT, KOUTO J1a ObJe KaKTO OCHOBEH, Taka U JONMbJBALL
OCHOBHHMTE HMIIHM TYPU3bM. ABTOPBLT HA JUCEPTALMOHHMSA TPYJ CE € ONUTal Ja I'"

cucreMatusupa (Bx. Tabmuma Ne 2).

Taomuna Ne 2.
I[eCTl/IHaIII/IH 3a BUHCHO-KYJIMHAPEH TYPU3IBM

Mapupyrt JecTunanuu
IOxHO YepHomopue Byprac, Heceowp, [lomopue, Cozomomn, [lapeBo
Ho6pymxka u Cesepro Uepnomopue | Cunuctpa, JoOpuu, Bapua, bamuunk
Poporm CwmonsH, XackoBo, Kepmxkanu, MBaiimoBrpan
Cakap Xapwmaniy, Jlrooumen, CuieHrpa, TonoaoBrpas
Jonnaara Ha Mecta bennma, Paznor, bancko, [N'one HemueB, XamKuapMOBO
Nztouna Tpakus Crapa 3aropa, Cmusen, SIm6ox u KaproOat
Po3oBa nonuna [Tanarropumie, Konpusmuna, Ctapocen, Xucaps, Kazannbk
Crapu cronuuu Benuko TwpHOBO, I'opHa Opsixosuna, lllymen, Tsprosuiie,

ITmucka, Benuku [Ipecnas, 'abpoBo

3anmagna Tpakwst [Tazapmxuk, [I1oBnuB, AceHoBrpan, Beaunrpan
3naTus Bpama, Montana, Buaun
Honunara Ha Ctpyma Krocrenmamn, brnaroesrpan, [lerpuy, Canmancku
Musus OpsixoBo, [Inesen, Ceunios, Pyce

Hsmoynuk: Excrimuka — I'mo6an Metpukc JI33/1, Kynrypen typussm — [IpoaykToB
aHanu3, MuHHCTEpPCTBO Ha TypusMma, 2020, c. 110.

Pasrnenanu ca cuHUTE CTpaHU 3a pa3BUTHE HAa KyJIMHAPEH Typu3bM B bbirapus.
I[lnanbT 32 pa3BuTHE HA KYJATYpHHst TypusbM B bbarapus 2020-2025 r. u
NPOAYKTOBUAT AHAJIU3 KbM HETO MPaBAT MPOyYBaHE HA Ta3M HUIIIA B cTpaHaTa. ToBa
€ NBPBOMO U3Ccied8ane, B KOETO Ce MPaBU aHAJIN3 Ha KYJIMHAPHUS TYpU3bM B bbarapus.

ABTOPBHT HA TUCEPTANMOHHMS TPY/] 3allUTaBa Te3aTa, ue BEKOBHATA UCTOPUS
Ha CTpaHata u reorpadCcKoTo M MOJTOKEHUE Ch3/IaBaT KOHKYPEHTHO MPEIUMCTBO. T5 €

06H3,FO)I€T€J'ICTB21H3, OT MIMpOKaTa ramMa HpOAYKTH, KOUTO MOraT Ja C€ MpOMU3BCIAT,
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3apaju 100pUTe KIMMAaTUYHU yCa0BUs. OCHOBEH MOMEHT € COLIMAJIHATAa HHTEPAKLUS C
NPUATENN U CEMENCTBO, KATO XpaHaTa Ce sIBABa CIUIOTSBAI €JIEMEHT.

JluckyTupaHu ca mpeau3BUKATENICTBaTa IIPe] HEroBus pacTex. ['oisima gact oT
TPaJAUIIMOHHUTE OBJITAPCKU SICTUS €A MO-U3BECTHU ChC CBOUTE Y KIM aHAJ03M. [[pyro
MIPEAN3BUKATEIICTBO IIPEJ PA3BUTHETO HA KYJIWHAPHUA TYPU3BM €, Y€ MAaJKO OT
PECTOpAaHTUTE NpeasiaraT KauecTBEHA XpaHa, KOATO HMMa INPOBEpPeH INMPOM3X0J Ha
cberaBkuTe. KoHKypeHTHH Ha bbearapus ca cecenHure appxkaBu. [Ipes nmocnennure
10-15 romuHW, mpolecUuTe HA TJI00ATU3AIUS CHIHO BIHSSIT BBPXY BKYCOBETE U
IOPEANOYUTAHUATA HA TYPHUCTUTE IO OTHOILIEHHWE HAa XpaHata. PerucrbpbT Ha
TYPHCTHYECKHTE ATPAKIMM € HEIBIIEH 110 OTHONIEHUE Ha KYJIMHAPHUS TypU3bM.,

Hoanaparpa¢ 2.3. ,,Ilorennuag Ha Bbjarapusi Kato cBeTOBHa KyJIHHAPHA
AeCTHHANMA® aHAIM3MpA KanauuteTa Ha bbarapus KaTto CBETOBHA KyJIHMHApHA
nectuHanus. M3cneaoBaTencKusT HHTEPEC € HAaCOUeH KbM KYJIHHApUsATa KaTo (HakTop
3a pa3BUTHE HAa TypU3bM B CTpaHATa.

Cnopen ananu3 Ha MUHUCTEPCTBOTO HA TypU3Ma, KyJIMHAPHUAT TypU3bM MMa
NpeIMMCTBO TIpea JAPYrUTe BHIOBE Typu3bM. TpaHCHOPTHATA JOCTBIHOCT [0
KyJIMHapHUTE 00eKTH ¢ oreHeHa ¢ 89%, B cpaBHEHHE C IPYTH TyPUCTUYCCKU OOCKTH.
Cpi1o Taka, KyJIUHAPHUAT TYpU3bM € WHEJOrOAUIIEeH BHA TYypPHU3bM, KOWTO ce
IPaKTHKyBa OT 13,5% OT IbTyBaIuTe OBITapCKH TYPHCTH?,

AHanu3upaHu ca BB3MOKHOCTUTE W MPEAUMCTBATA 3a CHTPYJHUUYECTBO BBHB
BEpUraTa Ha KyJUMHapHUs Typu3bM. Toll ce HykJae OT peluna ACHUCTBHS Ha MaKpoO
paBHMIIe. 32 Ja ce IpeBbpHE BBbB BOJECIIA HHINA B CTpaHara, TpsiOBa Ja HACHP4YM
CHTPYAHUYECTBOTO MEXIY MypuUcmuyecKkusi Oparul, npousgooumenume v pepmepume
3a M0-Ka4eCTBEH U aTPAKTUBEH KYJIMHAPEH MPOIYKT.

OcHOBHa BB3MOKHOCT 3a Pa3BUTHE Ha KyJIMHApHUsS Typu3bM B bbirapus ca
mpaduyuume Ha Ovacapckama Hayuouanna Kyxus. ChIIECTBEHU NPeAUMCTBA 32
Pa3BUTHETO Ha KYyJWHApHUS TYPU3BM Tpea JpYyTH clenuamu3upasu ¢GopMu ca

npeacraBeHd Ha @urypa Ne 5.

! Excruinka — T'no6an Metpuke JI33]1, Kyntypen Typussm — [TpoaykToB aHanu3, MUHMCTEPCTBO Ha TypU3Ma,
2020, c. 101.
2 [Mak Tam, 2020, c. 135.
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s ™

MecTHu scTus
Y PeTHOHATH3AIUS
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Br3paxnane
Ha IIPOU3BOJICTBOTO Kommexcen
Ha OMpENENICHN KyJIHHapeH
3eMEJIETICKHU KYJITYpH PR
Y J
e N\
Hutepec
WnTepnperanus KbM KYJIHMHApUsTa
Ha SCTHATA ¥ Bb3CTAHOBABAHETO
Ha PelerTH

®urypa Ne 5. [IlpeauMcTBa HA KyJJUHHAPHHUSA TYPU3bM
Hsmounux: CucremaTusanus Ha aBTopa 1o ,,Excrimnka — ['mo6an Metpukc* 1331
B tabmuma Ne 3 aBTOpBT HAa JMCEPTANMOHHMS TPYA € TPEICTABUI HAli-
nonynapuume 10 kynumapuu gecmusana, u30paHM Ha OCHOBaTa Ha COOCTBEHO

MpOy4YBaHe Ha CIIelUaIu3upaHuTe yebcaiToBe 3a Typu3bM B bhirapus:

Tabmauia Ne 3.
Kyannapuu ¢pecruBanu B bbiarapus
DecTUBAI JdecTunanus
[Ipa3auk Ha xJs10a Hece6wp, Benuko TspHOBO, XackoBo U IpyrH
[pa3nuk Ha kapTodure Kmmcypa
[Ipa3uuk Ha dacyna CvunsH
[Ipa3HuK Ha TOPHOOPSXOBCKUS CYIXKYK I'opna Opsixosuna
PuGeno-munen dect Kapapna
[Ipa3nuk Ha /punaBaTta 6anuia c¢. BepOua, o6, 'opua OpsixoBuiia

OdectuBan Ha uymkuTe, jgomarure, KyptoBo Konape
TPaAUIIMOHHUTE XPaHW ©  3aHAATH

Kyproso Konape ®ect

[Ipa3Huk Ha cnaHWHATA ¥ rpesHaTa pakus ~ ATpHiu
[Ipa3uuk Ha Enenckust Oyt Enena

Hedwune ,,BuHo u rypme [TnoBauB

H3mounuk: CucreMatusanys Ha aBTopa
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Tpern naparpa¢ npeacraBs METOAUKATA U HHCTPYMEHTAPUYMA 3a IIPOBEKIAHE
Ha npoyuBaHeTo. Iloamaparpa¢g 3.1. ,MeToamka Ha aHKETHOTO NPOY4YBaHe H
AbJI0OOYMHHUTE WMHTEPBIOTA® pas3riiexja JAeTaillIHO METOAWTE Ha aHKETHOTO
NpOy4YBaHe W IbJIOOUYMHHUTE MHTEPBIOTA. AHAJIM3UPAH € MPOLECHT HA EMIMPUYHOTO
W3CJIC/IBaHE.

OcHOBHATa WeJ € Ja ce udeHmuguyupam Momueume Ha mypucmume 3d
NpaKmuxyeaune Ha KyIiuHapHus mypuzvm ¢ bvicapus. ABTOPBT HAa JUCEPTALUOHHUSA
TPYZ CH ITIOCTaBs ¥ crieu(pUYHHU LeJIH Ha IIPOYYBAHETO:

 OrneHsBaHe Ha Pa3BUTHETO HA KYJIHMHAPHUS TYpU3bM B bbarapus.

% UnenTudunmpane Ha MOTHBHTE 32 MPAKTHKYBaHE HA KYJIHMHAPEH TYPU3HM.

¢ Onenka Ha (hakTopHTe, BIHMSCHIM BBPXY MOTHBAIMITA HA KYyJIHMHAPHUTE
TYpPHUCTH.

¢ UscnenBane Ha MHGOPMHPAHOCTTa HAa TYPUCTUTE 32 BB3MOKHOCTHTE 3a
KyJIMHapeH Typu3bM B bbarapus.

¢ AHanmu3upaHe Ha MOTCHIIMANIA Ha BhJrapust 3a IpeBphIIaHEeTO U B KyJIMHApHA
JECTUHALINS.

¢ OTKpoOsIBaHE Ha OIICHKATa HA TYPUCTUTE 32 KyJIMHAPHUSI TYPHU3bM KaTO MOTHB
3a MoceleHre Ha benrapus.

AHKeTHaTa KapTa cbIbpka 24 BbIIPOCa, KOUTO ca OT 3aTBOPEH THII. B3emaiiku
110J1 BHUMaHHUE Pa3HOOOPAa3UeTO OT HALIMOHATHOCTH, KOMTO MPAKTHKYBAT TYPUCTHUECKU
NeMHOCTH B bparapus, aHKeTHaTa KapTa € IPEBEJCHA M HA AHIVIMMCKHU e3HK.
IlepuoabT Ha npoyuBaHeto ¢ 1 ronu 2021 r. — 31 aBryct 2021 roguna. OTKpoeHHU ca
IperMyIlecTBaTa Ha JbIOOYMHHUTE MHTEPBIOTA KAaTO HAYMH 32 M3YEPHATEIHOCT Ha
M3CIIeIBaHETO. ABTOPBT M3rOTBS CTAHAAPTHU3UPAH BBLIPOCHHMK, Ype3 KOMTO Ja ce
U3BEJIe CHCTeMaTHU3MpaHa IpeJcTaBa 3a M3CJelBaHus MpoOJeM B JAUCEPTALMOHHUS
TpyX. llepuoasT Ha IpoBexkAaHe HA IPOYYBaHeToO € [ ronu 2021 2. — 31 ageycm 2021
200una. VI3rOTBEHUAT BBIIPOCHUK BKJIIOYBA S 0TBOPEHHU BBIIPOCA.

Hoanaparpag 3.2. ,,Kpurepuu, noka3arejin 1 OrpaHUYEHHs 32 IPOBEKIAHE
HA eMIIUPUYHOTO U3CJIeBaHe* HACOYBA BHUMAHUETO KbM KPUTEPUUTE, TOKA3ATEIUTE
Y OTPAHMYEHUSATA 33 IPOBEKJAHE HA EMIIMPUYHOTO H3ciieBaHe. OCHOBHUTE KPUTEPUHU

U TIIOKa3aTejiu Cbhb3aaBaT PpaMKa 3a CEMIIHMPHUYHOTO H3CJIECIBaHE. Ha wmecmno,
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PEGUOHANIHO, HAYUOHATHO W MEeHCOYHAPOOHO HUBO KPUTEPUUTE OOUMKHOBEHO ca
B3aMMOCBBP3aHH, HO TIOKAa3aTeJIUTe BapupaTr OT IMO-O0IIM Ha MEXAYHApOIHO U
HallMOHAJIHO HUBO JI0 MO-CHEU(PUYHH B KOHTEKCTAa HA MECTHO HUBO. 3a LIEJIUTE Ha
TUCEPTAllMOHHUS TPY/l, aBTOPBT U3I0JI3BA CICIHUTE KpUMepuu'

¢ YnpasieHue Ha KyJTUHAPHUTE OOCKTH.

¢ CpXpaHeHHUE Ha KyJMHAPHOTO HACIIEACTBO.

¢ IkoHOMHMYECKa CTAOMITHOCT HA CTpaHaTa U MaJIKUTE PaliOHH.

+¢ [IpaBHUTENICTBEHA IOIUTHKA.

** YrpapneHue Ha TYPUCTUICCKOTO MTOBE/ICHUE.

Konkperuzupanu ca orpaHuYeHUsATa Ha TMPOYYBAHETO. 3a yeiume Ha
uscneosaremo, TIOCTaBsSIME OrpaHU4YeHHe B Treorpadckm AacmekT, CBEXKIANKU
MIPOYYBAHETO NI0 OYeHKama HA MOMUGUmMe Ha mypucmume 3a NpaKmuKky8daHe Hd
Kyaunapen mypuzvm 6 bvicapus. BpeMeBHAIT acleKT € Apyra OrpaHMYMTENIHA YepTa,
KOSITO € MPOJIMKTYBaHa OT LIeJTa 32 00OXBAIllaHETO HA Hal-rojisiM Opoil Xopa, KOUTO Ja
B3€MaT y4acTHe B EMIIMPUYHOTO U3CJIE/IBAHE.

B moamaparpag 3.3. ,,TexHosorusi 3a mpoBekIaHe HA KOMILJIEKCHOTO
eMIIMPUYHO M3CJIeIBAHEe H METOAH 32 AaHAJIN3 1 OLIeHKA HA MOJIyYeHUuTe pe3yaraTu®
ca NPEJCTaBEHU €TAUTE Ha EMIIMPUYHOTO M3CJIECABAHE W aHalv3a Ha pe3yiTaTUTE.
OO0bpHATO € BHUMAaHNE HAa 3HAYEHUETO Ha MOJIX0/1a 32 OChIIECTBABaHE HA aHKeTaTa. Ts
€ pa3NpoCTpaHEHa MOCPEACTBOM HSAKOJIKO OCHOBHU OHJIAMH MeTOAa. YCTaHOBEHA €
MOCJIEIOBATEIHOCTTA OT JCHCTBUS MpHU ABIOOYMHHHUTE MHTEpBIOTA. B ycrnoBusra Ha
nangemusita or COVID-19, wact oT yroBopeHuTe cpelmu Osixa NpPOBEACHH B
maTopMure 3a KOH(PEepeHTHH Pa3roBopu. bsaxa ce3ganeHu excnepmuu epynu OT
paboTemuTe B YaCTHUS CEKTOP.

JluckyTupanu ca CThIOKHTE 3a 00paboTKaTa Ha JAHHUTE OT MPOBEIECHOTO
KOMIUIEKCHO Mpoy4BaHe. [[vpeusam eman € 000011aBaHe HA MOJYYEHUTE Pe3yJaTaTH
OT aHKeTaTa. AHAIU3bT U OIICHKATa Ha PE3yJTaTUTE CE OCHIIECTBIBAT HA OCHOBAaTa HA
noyuyeHata uHpopmaius ot 328 ankerupanu Typuctu. [TapanenHo ¢ 06001eHnETO
U cHUCTeMaTH3alsaTa Ha ojlyueHaTta nHGopMalus OT aHKeTHUTE KapTH, ce o0paboTBaT
pe3yaTaTuTe OT AbJ0OYMHHNTE HHTePBIOTA. Ha TO3M erar ce CTpyKTypupaT MHEHUSITA

M CTaHOBHII[ATa Ha CKCIICPTHUTC.
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I'maBa Tpera

BBb3MOXHOCTHU 3A PASBBUTHUE HA KYJIUHAPHUSA TYPU3BM
B IECTUHALMSA BbJAT'APUA

['maBa Tpera Ha qUCEPTAUMOHHUSA TPy NPEACTaBI Bb3MOXHOCTUTE 3a PaA3BUTHE
Ha KyJIMHApeH Typu3bM B bbiarapusa. BHMMaHUETO € HacOYeHO KbM PE3yJTaTUTE OT
AHKETHOTO IIPOyYBaHe U IbJIOOYMHHUTE HHTEpBIOTA. CrienaiIHo MACTO € OTJEICHO Ha
pa3zpaboTeHusi Mojzea 3a pa3BUTHUE Ha KyJWHApHHUS Typu3bM B bbirapus upes
UICHTU(QUIMPAaHE HAa MOTHUBHUTE Ha TypHCTHTE. ABTOPBT (OPMYyJIHpa HACOKH U
MPENOPBbKU 32 Pa3BUTUETO Ha KyJIMHApHUS Typu3bM B bbarapus Bb3 OCHOBa Ha
MIPOBEJIEHOTO U3CIEABAaHE B AUCEPTALMOHHUS TPYI.

IIspBu maparpad pasriexiga pe3yJTaTUTe OT AHKETHOTO IPOy4YBaHE H
HWHTEpBIOTaTa ¢ excrneptute. B moamaparpa¢g 1.1. ,,IIpo¢usa Ha pecnnoHAeHTUTE B
AHKETHOTO NMPOYy4YBaHe* ca aHAIM3UPAHU PE3YNTATUTE OT EMIMPUYHOTO MPOYUBAHE.
AHanu3upaHu ca AeMorpa)CKuTe XapaKTepUCTHKM Ha ydacTHunuTte. HampaBeHo e
pasmpezeneHue o NPU3HALUTE 1O, 8b3paAchm U 00pa30eaHue.

B ankeTHOTO MpoyuBaHe B3exa ydacTue 328 ydacTHHIM. 256 OT TX ca ObJrapu,
a 72 ca uyxaeHU. CbOTHOLIEHUETO MEXKY JIBETE IPYNH € ChOTBETHO 22 % 4yKJICHIH
u 78 % Obarapu. ABTOPBT KOHCTaTHpa, uye manaemusra or COVID-19 ce otpasssa
HEraTUBHO Ha MPUCHCTBUETO HA YYXKJIECTPaHHU IpakJIaHU B CTpaHaTa. AHAIU3BT Ha
pe3yiTaTtuTe Mo NMPU3HAKA IMOJI T0Ka3Ba MPEBEC Ha PECIOHACHTUTE OT JKEHCKH IOJT —
77 %, B cpaBHeHuUE ¢ 23 % MBbxKe. BposT Ha )KEHUTE, y4acTBAIA B IPOYUYBAHETO, € 253,
a Ha MBXKETe — /9.

AHanu3bT Ha poduiia Ha PECMIOHICHTUTE MPOABIKaBA C TU(DEPEHIIMPAHETO UM
10 NPU3HAK Bb3pacT. Hali-rossimMa gact oT ankeTupanute ca mexay 18 u 25 ronnam —
B oTHOCUTENHA cTOMHOCT 40 % wnm B abcomroTHa 131 mymu. AHKETHOTO IIPOyYBaHEe
u3ciie/iBa 3aBbplIeHATAa CTeleH Ha oOpa3oBaHue. 3a0eis3Ba ce, 4e ToJsIM I OT
aHKeTUpaHUTe UMaT BUcIEe oOpa3oBaHue, 226 nymu wiu 69%.

JIucKyTUpaH € coyuanHusm cmamyc, 00Xooume u cpeoHume pa3xoou 3a Xpaua
no epeme Ha Mypucmuyecko nvmyeare. B aHKEeTHOTO MpoyuBaHe HsIMa 0e3pabOTHHU.

VYyenunure ca 10 gymm, a crynenture — 92. Xopara B akTUBHA Bb3PAcCT ca HAll-MHOTO.
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PaGoraunure mnpencraBnsBar nenmn 55% wnu 179 aymm. AHanuM3bT Ha JTAHHUTE
npoab/kaBa ¢ 0000IIaBaHe Ha pe3yJITaTUTE MO TPHU3HAK CpeleH JA0X0a Ha
AoMakKuMHCTBOTO (BK. Durypa Ne 6) m cpeaeH pa3xoa 3a XpaHa MO BpeMe Ha

TypUCTHYeCKO MbTyBaHe (BK. Durypa Ne 7):

650 - 1000 B.
1001 - 2000 B.
2001 - 3000 1B.
3001 - 4000 7B.
Hag 4001 nB.

(I)nrypa Ne 6. Pasnpeueneﬂne Ha PECMOHACHTHUTE 110 MIPU3HAK CPECACH 10X0/1 HA
AOMAKHHCTBOTO

Hzmounux: CI/ICTGMaTI/ISaHI/IH Ha aBTOpa IO AaHHU OT aHKCTHOTO ITPOYyYBaHC

nox 20 nB.
20 - 50 1.
51 - 100 xB.
101 - 150 nB.
Hajg 150 nB.

@urypa Ne 7. PasnpenesieHue Ha peCliOHAEHTHTE 10 IPU3HAK CpPe/leH Pa3xo/l
3a XpaHa 10 BpeMe Ha TYPUCTHYECKO NbTYBaHe
H3mounuk: CucremaTu3alus Ha aBTopa 1o JaHHHU OT aHKETHOTO ITPOYYBaHE
Hoanaparpag 1.2. ,HamepeHuns u Har1acu Ha TYPUCTHTE 32 NIPAKTUKYBaHe

HA KYJUHApeH TYPU3bM“ OTYMTAa MHEHHSATA Ha PECIOHJCHTUTE 3a OOIIUS UM
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Typuctruecku nupodwmi. JUCKyTHpaH € ONUTHT HAa TYPUCTHTE B JCHHOCTH Ha
KyJIuHapHus TypusbM. [lpencrtaBenu ca pe3ynratuTe OT MPOYYBAHETO OTHOCHO
CTeleHTa HA MOTHBALMA 32 KyJHHapHO npe:xxuBsiBane B bbarapus (Bx. ['paduxa
Ne 3), kpuTepunte, npeaonpeae sy pa3BUTHETO HA KYJUHAPHUS TYPU3IbM (BXK.
I'pajpuka Ne 4) ¥ npuYMHHUTE 3a MOTHBALMS Ha TYPHUCTHUTE 3a NOBTOPHO

NPaKTHKYBaHe HAa KyJHHapeH Typu3bM (Bx. ['paduka No 5).

MectHarta xpaHa 100aBsi CTOWHOCT
KBM TYPUCTUYECKOTO MPEKUBSIBAHE

W3npoOBaHe Ha HelO3HATa XpaHa

Hckam 1a koHCyMHpaM MeCTHA
XpaHa B Hei{HaTa cCOOCTBEHa cpeja

OnuTBaHe Ha aBTEHTUYHA U YHHUKaJIHa XpaHa

Oo0orarsiBane Ha o0Iara KyJiTypa
3a MECTHATa KyJIMHApHs U TPaJULIH

KoHTpact Ha riobanu3upaHus CBSIT

BbsarctBo ot exxenHeBHETO
ITocenienuero Ha YHUKAJICH PECTOPAHT CbhC
COLMAJICH UMUK BOJAU 10 YYBCTBO 3a NPECTHUK

3anoBossiBaHe Ha (PU3HOIOTHYHATA
MOTPEOHOCT OT XpaHa

CnOupaHe cbc ceMEHCTBOTO
U TIpUATEINTE HA Maca

SlneHe Ha 37paBOCIOBHA OHO
W OpraHMYHa XpaHa

JlokocBaHe 0 MECTHATA KyITypa

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00%

¥ Bucoka CpaBHUTEITHO TOJISIMA Cpenna ™ MuHMMamHA Jlumnca moTuBaus

I'paduka Ne 3. Kpurepuu 3a cTenneHTa HAa MOTUBAIIUSL HA TYPUCTHTE 32
NPAKTHKYBaHe HA KYJNHAPEH TYPU3bM

H3mounux: CI/ICTeMaTI/I3aLII/I$I Ha aBTOpa MO IaHHU OT aHKCTHOTO ITPOYYBAHC

36



Buw3zoeticmeue na kynunapuus mypuzom 6bpxy MOMuUEAYUamMa Ha mypucmume

CurypHOCT U 0€30ITacCHOCT B IECTUHALIUATA
OTHoOIIICHNE Ha MyOJIMYHATA BJIACT

OTHOIIICHUE HA MECTHOTO HACeJICHUE

Bb3MokHOCT 3a chyeTaBaHe Ha
MOPCKHSI/TUIAHUHCKHUS TYPU3bM C KyJIHHAPEH

KagecTBO Ha KylTMHapHUTE MPOIYKTH

PasBura nHbpacTpyKTYpa/cymepecTpyKTypa

HudopMupaHOCT 32 IPOBEKAAHETO
Ha KyJIHHApHU (eCcTUBAIN
Hanuune Ha 3aBenieHus 3a XpaHeHe
C TPAJMIIOHHA KYXHS

Hanmume Ha KynrHapHA KyATypa W TPaIHIUAH

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00%

¥ Muoro no6po ™ CpasautenHo 1o6po ¥ Cpenno M Jlomo W3KII0YUTENHO JOIIO0

I'paguxa Ne 4. Kpurepuu, npegonpeaesiyd pa3BUTHETO HA KYJUHAPHUSA
Typu3bM B bbarapus

H3mounuxk: CI/ICTeMaTI/IBaI_II/IH Ha aBTOpa IO JaHHU OT aHKCTHOTO IIPOYYBAHC

Kynunapuust TypU3bM Me 3aro3Ha
C IIPUBJIEKATEIHOCTTA HA I€CTUHALIMATA.

IenaTta Ha KyJIHHAPHOTO NPEKHUBABAHE € BAXKCH
(hakrop.

Hpe,[[l'IO‘-II/ITaM Ja KOHCyMHpaM MECTHa XpaHa
OTKOJIKOTO 9YyXJU 3a ACCTUHALUATA KyXHHU.

KynuuapHuar TypusbM Me IOTONM B MECTHATa
KyJITypa.

Kynunapuusr TypU3bM OnaronpusTCTBA
COIIMAJTHNS KOHTAKT B IIPUATHA aTMOChepa.

Kynunapaoto [IPEXKUBSIBaHE JOIIpUHECE
3a I'BJIHOTO MU YAOBJIETBOPEHUE.

Benrapckata MecTHa KyXHA € pa3zHooOpasHa
U TOCTBHITHA B IECTUHALIUATA.

im

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

B Bucoka ©CpaBHutenHo roisiMa ®Cpenna B MuHMManHa Jlumcea MoTUBaIys

I'paguxa Ne 5. IlpyunHu 32 MOTUBALUS HA TYPUCTHUTE 32 IOBTOPHO
NMPAKTUKYBaHe HA KYJHHapPeH TYPU3bM

Hzmounux: Cucremarusaius Ha aBTOpa MO0 JaHHU OT aHKCTHOTO ITPOYYBAaHC
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Hoanaparpa¢g 1.3. ,MHeHHUs] U OLIEHKH HA eKCIePTH 3a pPa3BUTHETO Ha
KyJUHapHus Typu3bM B bbiarapusa® o0oOmaBa craHoBUIaTa Ha EKCIIEPTHUTE.
OTKpO€HH ca Bb3IIeIUTE Ha NPO(ECUOHAIINCTUTE OTHOCHO PA3BUTHUETO HA KYJIMHAPHUS
TypU3bM U MOTHUBaLMATA HA TypucTUTe. CHIIOCTABEHH Ca JBETE TJIETHU TOUYKU — Ta3U
Ha EKCIepTUTE OT MyOJMyYHaTa BJacT U Ha Te3u OT OusHeca. JlUCKyTHpaHu ca
BB3MOKHOCTUTE 3a pa3BUTUE Ha KyJIUMHapHUA Typu3bM B bbiarapus upes
UICHTU(PUIUPAHE HA MOTUBUTE HA TYPUCTHUTE.

Bropun naparpad npencraBs Mojea 3a pa3BUTHE Ha KyJUHApHHS TypU3bM B
boearapus upe3 unentudunupane Ha motuBuTe Ha Typuctute. Ilommaparpadg 2.1.
»/100pH NPaKTHKH 32 pa3BUTHE HA KYJIHMHAPHUS TYPU3bM 4pe3 uaeHTUUIIUpPaHe
HA MOTMBHUTE HA TYPUCTUTE* TUCKYTHUPA CBETOBHU NMPUMEPH B M3CJIeIBaHATA 0OJIACT.
OTKpO€HHU ca Bb3MOXKHOCTUTE, KOUTO MMAT JECTUHALIMUTE 33 pa3BUTUE HA KyJIMHAPEH
Typu3bM. Bb3MOKHOCTHTE, KOUTO MPEAOCTABS PA3BUTUETO HA KYJTWHAPEH TYPU3BM B
JecTUHaIMUTe ca MHOro. Te TpsOBa fa ce pasrieaar B JABE IPYIU — CeICKU patioHu 1
2padose/Kypopmu.

Ot nmpyra rielHa TOYKa, KyJUHApHUAT TYpU3bM JONPHUHACS 33 JHUYHOCTHOTO
pa3BuTHe B JecTHHaIMATa. PernoHanHaTa npuBieKaTeTHOCT Ha palioHa ce 3acuiiBa
BCJIE/ICTBHE Ha Bede 3a0paBeHU UCTOPUU U Tpaauluu. V3crneaBaHusT crienuaiu3upal
BUJI TYpPU3bM € HaUMH 33 YCTOWYMBO PAa3BUTHE HA JECTHUHAIMATA Ype3 NOJAbpKaHe Ha
OKOJIHATa CpeJia U Bb3CTAHOBSIBAHETO HA HEMAaTEPUAIIHOTO KYJITYPHO HACIEACTBO.

[TocoueHu ca moyioKUTENHNUTE €(EKTH OT CTPATErMUECKUTE IEUCTBHSI HA BOACILIN
KyJIMHapHU TYPUCTUYECKH OpraHu3aluu. AJMAHCHT 3a KyJWHApeH TypU3bM Ha
OnTapuo mnpejuiara Jgecer KPUTEPHHM 32 YCHCIIHM KYJMHAPHU [eCTHHAIUH.
JIBazieceTrOAUIIHUAT OMUT HAa OpraHU3alusATa J0Ka3Ba MOJOKUTEIHOTO BIUSHUE Ha
TEXHUTE JEUCTBUS 32 pa3BUTHE Ha KyJIMHApHUA Typu3bM. CBeTOBHATa OpraHu3anus
0 TYPHM3bM IIpejiara CbhIIO MOJEN 3a pa3BUTHE HA KYyJIWHApHUS Typus3bM. Toii
BKJIFOUBA MpU cCmpame2udecky HACOKU — Cmpame2ust, UMUOIIC U CbMPYOHUYECTEBO.

Hoxmaparpa¢ 2.2. ,,PazpadorBane Ha MojeJ 32 pa3BUTHE HA KYJUHAPHUS
TYpu3bM 4pe3 HAeHTH(UIMpPAHEe HA MOTHBUTE HAa TYPHCTHTE® TMpEACTaBs
KOHIIETIIIHATA 32 aBTOPOBHsI Mojies. CTBIKHUTE 3a pa3paboTBaHe HA aBTOPOBHS MOJIEI Ca

npeacraBeHu Ha @urypa Ne 8:
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®urypa Ne 8. Bpb3ka Ha TYpHCTHY€eCKATA MOTUBALMS C yYACTHUIIUTE
B KYJIUHAPHUS TYPHU3bM
Hsmounuk: CucremaTuzanys Ha aBTopa

ABTOPBT BU3yaliu3upa rpaduuHusi MOJIEN 3a pa3BUTHE HA KYJIUHAPHUS TYPU3bM
ype3 uaeHTuUIpane Ha MOTUBUTE Ha TypucTHuTe (Durypa Ne 9). OcHoBa 32 HETOBOTO
pa3paboTBaHe MpPEACTABIABAT MOJYUYEHUTE PE3YJITaTH OT AHKETHOTO IMPOYyYBaHE U
IBJIOOYMHHUTE UHTEPBIOTA. TAXHOTO ChUETaHUE C Beue YTBHPACHUTE JOOPH MPAKTUKHU
W U3CIe[BaHUSl B TEMaTUYHATa 00JIaCT, ClIoMarar 3a peajln3upaHeTo Ha ThPCEHUs OT

aBropa mozen. CniennpuyHUTE HEJIH HA NPEIT0KEHUST MOJeJ ca:
¢ Jla ce oTroBOpM Ha CHBPEMCHHUTE TCHICHIIMM W MOTHBH 3a BpPBIIAHE KbM

JIOKaJIN3aluATa B TYPUCTUYCCKHA CCKTOP.

X I[a CC CIIOMOIH€ 3a BHCAPABAHCTO HAa HWHOBAIIMKM W OUIHMTAIHM3allUA 3a

MOJCINPAaHC HA MMOBCACHNUECTO HA TYPUCTHUTC.

s Jla ce moompU KOOMEPHPAHETO M KIBCTBPUTE B Typu3Ma — OT

MIPOU3BOJIUTEIHUTE 10 KPAMHUTE TYPUCTUYECKUA OOCKTH.

+ Jla ce 0OHOBM MH(}PaA- U CYIIEPCTPYKTypara, 3a Ja MOXC Ja C€ CTUMYyJIHpaT
9

KYJIMHApHUTE ITbTYBaHHUS.

*¢ Jla ce m3moJ3Ba KyJIMHAPHOTO HACIIEICTBO 32 TIOBHUIIABaHE HA TYPUCTUICCKHUSI

IIOTCHO WA Ha ACCTUHALIUA B”b.]'[l"apl/lﬂ.
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s la ce cw3mame KyIMHAPHO MPESKUBSBAHE, 3ajarailo Ha KadecTBOTO,

HpO(i)eCI/IOHa.HHOTO OTHOIICHHUC U JOCTAaBAHCTO HA no6aBeHa CTOMHOCT.

Bxoasimm 1aHHH 32 TYPUCTHYECKATA MOTHBAI[HA:

KauecTtBeHO KyJIMHApHO NMPEKUBSIBAHE

3arno3HaBaHe ¢ MECTHUTE TPAAUIIUHU U KYJITypa

Koncymupane Ha 31paBOCIOBHH U MECTHO MPOU3BEICHU XPAHU
ConmanHa HHTEpaKIUs

BsArcTBO OT €XXEIHEBHETO

EMoroHanHo u3KuBsIBaHE

[IpecTrxkeH UMUK

YyBCTBO 3a YHHKAJTHOCT

JleceHn nOCTHII 10 KYJIMHAPHUTE aTPAKIINH

JelicTBHS 32 pa3BUTHE HA KYJINHAPHHUS TYPU3BM:

[lonuTHka U TPaBUTEICTBEHO OTHOILIECHHE
[lonynapusupane

HudpactpykTypa u cynepcTpykTypa
[TapTHBOPCTBO U KIIBCTHPU

MHoBanyu u qurutanusanus
AHTa)XHpaHOCT HAa MECTHUTE KUTEIN
HMuaBectunnu

Ekcneprtuza

CTpaTernqecm[ MEPKHU 32 PaAa3BUTHE HA KYJIUHAPHUA TYPU3IBM

[TpuopuTtH3upane Ha KyJIUHApHUS TYPU3bM U ChUETABAHETO MY C MOPCKH U
IUTAHUHCKH TYPU3BM.

IIpoMoTHpaHe Ha MecTHATa KyJIMHApHA IPOLYKIUS B PETMOHA U U3BBH
HEro.

Cp3aBaHe Ha pETMOHAIEH UMMJIK HA OCHOBATa Ha MECTHA peLienTa.
[TonobpsiBaHe Ha UHPPACTPYKTypaTa U CyNnepcTpyKTypaTa.

Cp3naBaHe Ha Mpeka OT MECTHU IIPOU3BOJUTENN U PECTOPAHTH.
M3non3BaHe Ha HOBUTE TEXHOJIOTUH 32 Ch3/laBaHE HA KaUeCTBEHA YCIyra.
CruMynupaHe Ha OpraHUYHOTO IPOU3BOCTBO.

Cp3naBaHe Ha GaronpusTHa cpesia 32 MHBECTHIIMY B MAJIKUTE HACEJIEHU
MecTa.

O6pa3oBanue B chepaTta Ha MEHHDKMBHTA U KyJIMHAPUSATA.

®urypa Ne 9. ABTOpOB Mo/1eJ1 32 pa3BUTHE HA KYJTMHAPHUA TYPU3bM

ype3 uaeHTH(GUIIHUPAHE HA MOTHUBHTE HA TYPUCTHTE

H3mounuk: CucreMatusanys Ha aBTopa
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Hoanaparpag 2.3. ,,IIpuioxkenne Ha MojaesIa 3a pa3BUTHE HA KYJWHAPHUSA
Typu3bM B bBbiarapusi mocpeactBoM HIeHTH(HUIMPaHe HAa MOTHBHTE Ha
TYPUCTUTE” U3CIEABA Bb3MOKHOCTUTE 3a NPUJIAraHE M Pa3BUTHE HA IIPEACTaBEHUS
monen. IlocoueHn ca OCHOBHHTE BB3MOXKHOCTH OT MMIUIEMEHTHPAHETO My B
TypUCTHYECKATa IOJUTUKA Ha JnecthHanus bwiarapusa. KynmuHapHHAT TypusbM KaTo
HEUH €JIEMEHT LI JONPHHECE 3a MOIYJSIPU3MPAHETO HA CTpaHaTa Ha TYPUCTHUYECKHS
nazap. [1o To3u HauMH ce rapaHTUpPAT CICTHUTE Bb3MOKHOCTH !

+ Cp3maBaHe Ha CWJIHA BpH3KAa MEXKAy aBTEHTUYHATA KYJIHHApPHI U
TEPUTOPUSATA.

+ PazBuBaHe Ha MpexXUBsBaHE, Oa3MPAHO HA MECTHATA KYJITypa.

¢ Cp3aBaHe Ha PA3TUYHU KATETOPUU TYPUCTHYECKH MTPOTYKTH.

¢ PasmmpsiBane Ha ChABPKAHHETO W JTOOABSHE HA CTOMHOCT KbM TEKYIIUTE
MIPENIOKEHNU.

+ Cp3aBaHe Ha MapKa, KOSTO MPECTABIsIBA CBBP3AHUTE C TAX MPOJIYKTH KbM
pa3zHoOoOpa3HaTa rama OT KyJUHApHU MPEATIOKEHUS.

+¢ VlHOBaTHBHHM CTpaTEeTHH 32 IPOMOIIHS U MAPKETHHT.

OneHeny ca mpeaMMCcTBaTa OT IPUJIATaHETO HAa aBTOPOBHSI MOJIEN KaTO OTTOBOP
Ha TrioOanu3alMoHHUTE mnpoMeHu. Ilpunmaranero Ha ycmouuueu memoou 3a
omenexcoane u npueomesHe Ha 2acmpoHOMUYecKume sAcmus € yCIIelIHa CTPaTerusl.
KynuHapHUAT TypU3bM € OTTOBOP Ha II100aIM3allMOHHUTE TPOIIECH U MPOOIEMUTE ChC
3/IpaBeTO, 3aMbPCABAHETO, IIPECHACEIIBAHETO HA JECTUHALUATA, KOMEPCHATN3alUATa U
cTaHfapTu3anusTa. TOM € HaUMHBT 3a 3ana3BaHe Ha WJICHTUYHOCTTA HA KYJIMHAPHUTE
OOIIHOCTH, BpbBIIAHE KBbM MCTOpPUATA, YBEIMYaBaHE Ha OJarochbCTOSHUETO Ha
JNECTUHALMATA U PUBJIMYAHE HA OTTOBOPHU TYPHUCTH.

Tpern naparpad npemyiara HACOKH U IPENOPHKHU 3a Pa3BUTUETO HA KYJIMHAPHHUS
Typu3bM B bbiarapus upe3 wuaeHTUUUUpaHE HAa MOTUBUTE Ha TYpPUCTHUTE.
Ioanaparpa¢ 3.1. ,Hacoku 3a pazBuTHe Ha KyJIHHAPHUA TYpu3bM B bbiarapus
ype3 HacbpYaBaHe HA IMPOCKTHUTEe HMHULUUATHBH® CTPYKTypUpa HJIEH 3a
YCHbBBPIICHCTBAHE Ha W3CIEIBAHMUS BHUJ ClieUuanu3upad TypuszbM. OObpHaATO €
CHEIMAJIHO BHMMAaHHE Ha Bb3MOKHOcTHTE, KouTo EC mpenocrtaBs Ha bwarapus 3a

pa3BUTHE Ha KyJMHApEH TYpU3bM. ABTOPBHT NOCTaBs (OKyca BbpPXY aKTyaJTHUTE TEMU
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3a EBpomenckara 3emeHa chaenka, LenuTe Ha MexaHu3Ma 3a BB3CTAHOBSIBAHE U
YCTOMYMUBOCT, U KPBroBUTE MOJEIH. KylnHMHApHUAT Typu3bM KaTO MPUTEXKATEN Ha
KadyecTBaTa 3a BpbLIAHE KbM MHHAJIOTO, THPCEHE HA 3IpPaBOCIOBHO OTTJIENaHA H
NPUTrOTBEHA XpaHa, Ola3BaHe Ha KyJWHAPHOTO HACJIEJICTBO 3a OBACIIUTE MOKOJICHUS
MOe€ J1a ObJe Kamanuzamop 3a yCmouyugocm.

[lo oTHOmIEHME Ha MNPOTPaMUTE 32 €BPONECKO TEePUTOPHUAIHO
chbTpyaHu4yecTBo Interreg, KyJWHapHUAT Typu3bM CTaBa IOIYyJsSIpHa TEMa B
IIOCJIEIHUTE TOJUHNA. ABTOPBT HA JUCEPTALMOHHMS TPYJ HACOYBA BHUMAHUETO KbM
BB3MOXKHOCTUTE 32 (pUHAHCUpAHe HA npoeKkmu B CIEAHUTE OOJACTH Ha KyJIWHAPHUS
Typu3bM B bbirapus:

¢ Pa3zHoOOpa3sBaHe HA TPATUITMOHHUTE TYPUCTUICCKH JACCTUHAIIWH ,,CIIHHIIC U
MOpe®, C HOBU U YCTOMYMBU NMPOAYKTH, Oa3upaHu HAa OOTaTOTO KYJIMHAPHO HACIEICTBO.

¢ Cp31aBaHe Ha MpeXa OT MECTHH MPOU3BOJMUTEIHM Ha XpaHH B TEXHHS OOII
PETHOH 3a ChbTPYAHUUECTBO MO0 OTHOLIEHHE Ha MapKETUHTa U 0OMeHa Ha HH(popMaIus.

+ PazBuTHe Ha Mpexa OT KyJUHAPHH MapIIPyTH B HAKOJIKO ChCEIHU CTPAHH, C
11eJ1 YKpenBaHe Ha UJICHTUYHOCTTA U YyYBCTBOTO 32 OOIIa MPUHAJICKHOCT.

% PazBuTHe Ha yMEHHMATA B CBHIICCTBYBAIUTE MPEINPHUATHS B CEKTOpa Ha
XpaHUTE U TypU3Ma, KaTo €THOBPEMEHHO ce BHEAPU MHGPOpMAIIUs 32 MECTHATa KyXHS B
y4eOHHUTE MIIAHOBE Ha 00Pa30BaATEIHUTE MHCTHTYLIUN .

Pasrnepanu ca MHUIIMATUBUTE, KOUTO CIIOCOOCTBAT 33 NONYIAPUSUPAHEMO HA
KyIuHapuume oOecmunayuu 6 ceemosen mawjab. EpHa mnonobHa JAelHOCT e
»EBponeickn aectuHauuu 3a BbpPXxoBH mnoctwkenus* (EDEN). Tsa uemu na
MPOMEHM HauWHAa CH Ha paboTa, BKIIOYUTEIHO MPUHIUIA, MO KOWTO C€ YIpaBsBaT
JNECTUHALIUNTE, 32 J1a JOCTaBU YCTOMYMBO U KAYECTBEHO U3’KUBSIBAHE HA ITOCETUTEIIUTE.
EBponeiickara miargopma 3a racCTpOHOMHUYECKHTE PErHOHHU € JIpyra HHUIMAaTHBA,
KOSTO HabKpa MonyJsipHOCT Mpe3 NociaeAHUTe roAuHu. Kanaunarcraiure peruoHu Ha
racTpoHoMusATa oT bearapus moraT 1a paboTAT 3a€HO C 0bI2OCPOUHA Yel 3a:

¢ MMOBUINIABAaHE HA OCBEJIOMEHOCTTa 3a BaXHOCTTAa HAa YHUKAJTHOCTTa Ha
KyJTypaTa U XpaHaTa;

+* CTUMYJIIpaHe Ha TBOPYECTBOTO M FACTPOHOMHUYECKUTE NHOBAIIHH;

! https://www.interregeurope.eu/eurega/, nocreen Ha 16.09.2021 r.
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+¢* oOpasoBaHue 3a MM0-100pP0O XpaHEHE;

** 0oJ00psiBaHE HAa CTAHAAPTUTE 32 YCTOWYHB TypPU3IbM;
+* [OTYepPTaBANKHU OTIIMIUTEIHUTE KyITYPH Ha XpaHara;
% yKpenBaHe Ha 6JaroCchCTOSHUETO Ha 0OIIHOCTTa .

IHoanaparpag 3.2. ,IIpenopbKu 3a pa3BuTHE HA KYJTMHAPHUSA TYPU3bM 4Ype3
HHTEerpupaHe Ha cTparerusara ,,OT ¢pepmara 10 Tpanme3ara” oueprasa IPENOPBKUATE
3a pa3BUTHE Ha KyJIMHAPHUS TypU3bM Upe3 UHTErpUpaHe Ha cTparerusTa ,,Ot pepmara
1o Tpane3ata“. OObBpHATO € BHUMAHKE HA YCMOUYUBOMO NPOUIBOOCHEO HA XPAHA KATO
rapaHius 3a Ka4eCcTBO Ha KyJIMHApHOTO npexxuBsiBaHe. Ctparerusra ,,Ot ¢epmara 1o
Tpane3ara® e B ocHoBara Ha 3enenama coenka na EC. Ts obOxBama USJIOCTHO
IIPEIU3BUKATEICTBATA HA YCTOWYMBHUTE XPAHUTEIHM CUCTEMH M  IpU3HABa
HEpa3pUBHUTE BPB3KM MEXJIy TIpaXJaHUTE, BEpUTHUTE HA JOCTABKUTE U
IIPOU3BOJUTENNTE. Y CTOHYUBOTO NPOU3BOACTBO HA XPAHUTEIHN POAYKTH € BAXKHO
3a KayecTBEHOTO KyJIMHApHO mpexuBsiBaHe. Pepmepure B bwarapus tpsdsa na
3arMmoyvyHar J1a NpOM3BEXAaT MPOAYKIUATA CH IO eKoCcboopazHu memoou. IIpogyKTsT Ha
3eMEJIEJIMETO CE MPEBPBIIA B OCHOBA Ha KyJMHApHOTO mpeioxenue. Kynrypara Ha
oOImHOCTTa 100aBs ucmopus u aemeHmudyHocm Ha mecmHomo sAcmue. TypU3MBT
IPEBPBIIA CEICKOCTONAHCKHS MPOAYKT B TyPUCTHYECKH 4pe3 N00aBeHa CTOWHOCTZ,
ToBa e HMKBIBT Ha pOpMUpPaHE HA KYJIMHAPHUS IPOTYKT.

OTkpoeHM ca MOJ3UTE OT NAPTHBOPCKUTE OTHOIIEHHWsS BbB BepUrara Ha
KyJMHApHUSA TYpU3bM. ABTOPBT HA JAUCEPTAIMOHHUS TPYA CMsTa, Y€ CTpATErusita
,OT epMaTa 10 Tpamesara® nojanoMara 30pagocio6HOMo xpanere U MpaBu AOCTHIIHA
NPOAYKLMATa Ha MeECTHUTe (epMepu [0 TYpUCTUTE M OOIMIHOCTTAa. Ts craBa
M3KJIIOYUTEITHO NOMYJIsIpHA TEHACHIINS, KaTO CBbP3Ba KyJIMHAPHUTE 00EKTH, ToMara uM
3a NPUBJIMYAHETO HAa KJIMEHTH M MOTMBMPA TYPHMCTHTE Ja ONMTAT MeHoTo . Hskxon

NpeIMMCTBA 32 3aBeleHUSATAa 3a XpaHeHe MoraT Ja 0baat 00O0OIIEeHU MO CIICTHUS

Ha4YuH:

! https://igcat.org/about-igcat/, nocTpnen na 16.09.2021 .

2 Xpucros, JI., Tlporpama 3a pa3BUTHE Ha aNTEPHATUBHUS TYyPH3bM B MAJKUTE CeNMuIa B cTpaHarta, COOpHHUK
JIOKJIAT  OT HAYYHO-TIPAKTHUYecKa KOHQepeHuus ,,Bb3MOKHOCTHTE U TpOOJIEeMUTE 3a pa3BUTHE Ha
antepHaTuBHUTE (JOPMH Ha TypHU3Ma B MaykuTe cenuiia B crpanata”, BY3K ,,3emenencku komex*, 2011.

3 Ognyanova, Y., Motivation of Culinary Tourists, Journal of Balkan Ecology, Volume 24, No 2, PublishScieSet-
Eco, 2021, pp. 187-191.
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+¢ [Ipeuiarane Ha CE30HHO MEHIO C HAJTMYHHUTE MPOYKTH OT HUBATA.

¢ Mznon3BaHe Ha IpecHU, He3aMpa3eH! Meca U TIPOTYKTH.

¢ [lo-Bucoka T1IcHa Ha KyJUHAPHOTO TMPESKUBSBAHE U MPHBIMYAHE Ha
TUIaTEeXOCTIOCOOHU TYpPHUCTH.

[apTHBOPCTBOTO, 000COOEHO B KIBCTEPH, € CTHIKA, KOSTO JE€CTUHALUSA
boearapus tpsioBa na mpemnpueme. ToBa aeiicTBHE € M3KIIOYUTEIHO Ba)KHO, aKO
CTpaHaTa LIeJId pa3BUTHE Ha KyJIHMHapeH TypusbM. Om cmpana Ha npeoiazanemo,
oTIpaBHaTa Touka € bearapus. 3a na ce pa3Bue IIBJIHMAT MNOTEHLMAT HA CTpaHaTa B
oOjacTTa Ha Ta3u HMINIA, TPsAOBa Ja ce ch3aane gepuea Ha cmounocmma. CaMuTe
KI'bCTEPU MOTAT Aa ObJaT pa3/ieJeH! Ha ABe TPYIH — 2PAOCKU U CENCKU.

Hoanaparpa¢ 3.3. ,,IlepcnexkTuBHU Npex KyJIMHAPHUSA TYPU3bM B bbirapus
B ycjaoBusaTa Ha mnangemusita or COVID-19% pasrnexna mepclneKTUBUTE Mpes
KyJMHApHUA Typu3bM B bbirapus B ycnoBusita Ha mnanaemusra ot COVID-109.
Ilocouenn ca CBETOBHUTE NIPEAU3BHUKATEICTBA B TYPHUCTHYECKAaTa WHIYCTPHUS.
JIuckyTrpaHu ca Bb3MOXKHOCTUTE, KOUTO C€ Pa3KpUBaT Npel KYJWHAPHUS TYPU3BM B
bearapus no Bpeme Ha 30pasnama Kpusa. llepcrieKTUBUTE 3a pa3BUTHE Ha KyJIMHAPEH
Typu3bM B bbarapusa B ycnoBusaTa Ha nanaemusta or COVID-19 ce uzpasssar B
MpEANpPUEMAHETO Ha MHOTOACIIEKTHU MepKU 3d Cvicuessane Ha cekmopa. Crnopen
aBTOPAa, AUIMTAJIU3ANMATA € €IHO OT PELICHUATA. YYACTHULUTE B KYJIWHAPHHUS
TypU3bM MOTAaT Ja C€ aJanTupaT KbM CHUTyalMsTa U Ja Opearnpuemar CiIeaHUTE
JEUCTBUS — AUTUTAJIHH BEPCHMH HA XpPaHEHe B PECTOPAHTH, KYJMHAPHA IbTEKa U
CHOUTHA.

AHanu3upaHu ca ObACIIUTE HAMPABICHUS 32 PA3BUTHE HA KYJIUHAPEH TYPU3bM
Cliel BB3CTAaHOBABAHETO HA HOPMAJHUS XUBOT. ABTOPBT CMsTA, Y€ KYJIUHAPHHUSIT
Typu3bM cien nanaemusata or COVID-19 mie ce ocHoBaBa Ha TEHICHIUATA ,,JI0OKaIHO-
BUPTYaJHO*. KylIHHapHUTE TYpPUCTH LIE C€ ChCPENOTOYAT B U30SIrBaHE HA MAacCOBHUTE
TYPUCTUYECKU IPEKUBSIBAaHUA. Te€ IIe MNpPEeaIouYuTaT Aa IOCETAT Malka Ceacka
decmuHayus, TIpeAjiaraiia UM Osecmeo om 2nodanrnume npooaemu. XamBaHETO C
MPUSATENIN U CEMEMCTBOTO 1€ Ce MPEBbPHE B HAUMH 32 OTI0JI30TBOPSIBAHE HA CBOOOTHOTO
BpeMe. B boirapus me ce npeanpuemMar OCHOBHO KPaTKOCPOUYHHM ITBTYBAaHHUS U LIE CE

n30srBaT CTPYyNBaHUATA HA €AHO MACTO.
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3akiarouenue

KynuHapHUAT Typu3bM € B HEroBus anoreil. Tol € B KOHTPAcT ¢ AOCEralllHUTE
MAaCOBH TYPUCTHYECKHU IIbTYBaHUA. Y HUKAJIHOCTTA U UCTOPHUATA OKOJIO KVIUHADHUME
mpaouyuy na OdecmuHayuume €a MPUBIMYALIO CPEICTBO 3a TypUCTUTE. Mecmuume
2acmpoHoMu4ecky npoodyKkmu MOTaT J1a TIOMOTHAT 3a IOBUILIABAHE HA YCTOMYHMBOCTTA
Ha Typu3Ma B JaJeH peruoH. KyJauHapHHAT Typu3bM [ONPUHACA 32 Cbh3/laBaHE Ha
HACHTHYHOCT U YHUKaJleH UMHUIK. Toll cnomara 3a IpHUBIMYAHETO HAa NapUYHU
CpPEACTBAa B MAJKHUTE CEJICKA PETMOHM M YBENIMYaBa TYPUCTUYECKUTE Pa3XOdu KaTo
yABJKaBa PECTOsI B KyPOPTHUTE.

Typucture Ha XXI BEK IPOMEHAT JMHAMUYHO CBOETO ITOBEICHUE U MOTHUBALINH.
Te craBar 3aBUCHMMH OT JMTHTAJM3ANUATA, OBp3Us JOCTHI 10 HHGPOpMAIUS U
rJ00anHuTe TeHACHIMU. Bee moBeue ca 3amHTEpEecOBaHU OT BpbUIAHE KbM IpUpOJIaTa
U OsrcTBO OT ypOaHM3UPAHUTE TPAACKH IIEHTPOBE. TypUCTHTE CTaBaT 3arpHKEHH 3a
CBOETO 3[paBe€ M TBPCAT 30paAGOCIO6HU U 6KYCHU XpaHnu. KyJINHapHHUAT TypuU3BM €
MHCTPYMEHT 3a YJIOBJETBOPSBAHE Ha MOTPEOHOCTUTE UM 3a Kauecmeo Ha
NpedNCUBA8aHemo.

JlucepTalluOHHUAT TPy NPEACTaBs CHHTe3UPAHU TeOPEeTHYHH NMOCTAHOBKH U
eMIIMPUYHU [JAaHHH OTHOCHO BB3JCHCTBUETO HA KYJIMHAPHUSA TYPU3BM BBPXY
MOTHBALMATA HAa TYpUCTUTE. 3a LEIUTE HAa HAYYHOTO H3CJIEABAaHE, BHHUMAaHUETO €
¢doKycupaHO BBpPXY NPOBEACHO NPOY4YBaHe Cpel Pa3jJMYHH PECHOHIECHTH U
eKCclepTH oOT mnydauyHara BJacT M Ou3Heca. Ilocouennm ca Merogukara H
MHCTPYMEHTapUyMBbT Ha EeMIIMPUYHOTO H3cieBaHe. OTKPOCHH ca MOTHBHTE 3a U300pa
Ha aHKETHOTO MpOyYBaHE M JBIOOYMHHUTE WMHTEPBIOTA 3a IIEJIUTE HA HAYYHOTO
u3cneaBaHe. JMCKyTHpaHU ca pa3IMYHUTE KaTEeropuH BBIPOCH, KATo MOAPOOHO ca
pasriefanu o0XBaThT U LEIUTE UM. JIOKTOPaHTHT IPOyYBa MOTUBUTE HAa TYPUCTHUTE 32
MpaKTUKyBaHE Ha KyJIMHAapeH TYypu3bM M Ha Ta3W OCHOBA, pa3paboTBa MojeN 3a
pa3BUTHE Ha KyJIMHAPHUS TypU3bM B JecTUHAUus beiarapus.

CucremaTuzanusaTa Ha pe3yiaTaTUTE OT U3CJIEABAHETO, HU JaBa OCHOBAHUE Ja
TBBPAUM, U€ OCHOBHATA 11eJI HA JUCePTALMOHHMSA TPYA e mocTuruara. [locraBenure
KOHKPETHHU M3CJIEIOBATENICKH 33]1a4M ca n3NbjiHeHU. OCHOBHATA Te3a U U3JUTHATUTE

3 pa0oTHM XMNOTe3H ca Joka3aHM. B pesynrar, € pa3paboTeH aBTOPOB MoJen 3a
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pa3BUTHE HAa KYJIHMHAPHUS Typu3bM B beirapus upe3 uaeHtudunrpane Ha MOTUBHTE Ha
Typuctute. M3cneaBanero jaBa OCHOBaHUE Ha aBTOPA J1a OTAEIH CIIEIMaIHO BHUMaHHE
Ha GOPMYIHPAHETO HA ACHCTBHUS M CTPATETHUECKHA MEPKH 32 PAa3BUTHE HA KyJIWHAPHUS
Typu3bM B JecTuHauus bbirapus. Te ca Hepa3puBHO CBBP3aHU C BXOASIIUTE JaHHU OT
MIPOBEACHNUTE AaHKETH U UHTEPBIOTA.

3a yCHemHoTo NpuIoKEeHNe Ha MoJielna, ca (GopMyIUpaHud KOHKPETHU HACOKH U
MPETOPHKU 32 pa3BUTHE HA KYJWHAPHHUA TYypu3bM B AecTuHaunus bbarapus. B
CHUCTEMaTHU3UpaH BUJ T€ MOTrat Ja 0b1aT 000O0IIEHH! 110 CICAHUS HAUUH:

¢ CtumynupaHe Ha U3MBJIHEHUETO Ha MPOSKTHH WHUIMATHBH 33 Pa3BUTHE HA
KyJIHMHapHHS TYypU3bM Upe3 MomoOpsiBaHe wWH(QpacTpyKTypara, BHeIpsSBaHE Ha
WHOBALIMU W AWTUTAIU3aLUs, TOMYyJIIpU3UpaHe Ha MEXKIYHapOIHMs Ma3ap, OOMEH Ha
n00pH NMPAKTUKH U MOBUIIABAHE HA €KCIIEPTHU3aTa HA 3a€THsI IEPCOHAIL.

¢ [loompsiBaHe Ha TAPTHHOPCTBOTO MEXKIY 3aMHTEPECOBAHUTE CTPAHU BHB
BepHraTa Ha KyJIMHAPHHS TYPH3bM, C IIe]I BACOKO KaYeCTBO HAa TYPUCTUIECCKHS IPOAYKT
Y TIpUJIaraHe Ha YCTOWYUBYU MPAKTUKH.

¢ YckopsiBaHe Ha AWTUTAIM3MPAHETO HAa KYJIMHAPHUTE NPEAIOKCHUS WU
n00aBsiHE HA CTOMHOCT Ype3 TEXHOJIOTHHTE B yCIOBHUATA Ha maHaemusita or COVID-19.

B 3akiloueHue MoxkeM Ja 0000mMM, ye JEHHOCTUTE 3a pa3BUTUE HA
KyJIMHAPHHS TYPU3BM B IeCTUHAMS BhaTapus BIUSAT MOJI0KUTEITHO BHPXY MOTHBHTE
Ha Typucture. Chb3aBaHETO Ha MPEANOCTaBKH 3a (OPMHpAHE HAa MOTHBALUS Ha
TYpUCTUTE € B OCHOBaTa Ha ycmexa B TypucTHYeckaTa MHAycTpus. Ilo3HaBaHeTO Ha
MOBEJCHUETO HAa TYPUCTUTE € BaXHO 3a MEHMDKBPUTE, 3a Ja Npesioxkar
KOHKYPEHTOCIIOCOOCH ~TYpPUCTHUYECKHM TPOAYKT. B ycnoBusita Ha JUHAMHYHO
TYpUCTUYECKO pa3BuTHE 10 HayanoTo Ha 2020 r. u 3ab6aBsiHe Ha obopoTtute npe3 2021
TOfIMHA, € HYXKHO TMpWIaraHe Ha CTPYKTYpUPaHU W IEJIEHACOYCHH JEHCTBUS 3a
MOCTUTAaHE Ha BOJICIIM TO3HUIIMK B 00J1aCTTa Ha KyJIMHAPHHS TypHU3bM. PazButueTo Ha
CHelMaIn3upand (POpPMH Ha TYpU3bM, C AKLIEHT BBPXY KYJIUHAPHUS TYPU3bM, I
noj00pyu MKOHOMHUYECKOTO ChCTOSHME HA CTpaHaTa ciliel 3[paBHaTa Kpu3a U IIe

HAaCbpYHU MMPUBIUYAHCTO HA MO-I1JIATEKOCIIOCOOHH TYPUCTHU B ACCTUHALWA B’I)J'IFapI/ISI.
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V. CIIPABKA 3A IPUHOCUTE B IUCEPTALIMOHHUA TPY ]

Karo pe3ynTaT oT u3BbpIlIeHATa TPOyYBATENHA, U3CIEA0BATEICKA U EMITUPUIHA
paboTa 1o IucepTalMOHHUSA TPYJl, OTKPOSIBAME CIEIHUTE HAYYHU U HAYYHO-NPUTOHCHU
NPUHOCU:

e Bwb3 ocHOBa Ha NOAPOOEH JIUTEPATYPEH 0030 ca ONPEEIIEHH ChUTHOCTTA U
cnenudukara Ha KyJIMHApHUS TYpuU3bM, H3BEJIEHA € aBTOpoBa JePUHUIUSA 32
KyJUHApEH TYpU3bM (erasa 1, napazpadh 1).

e [Ilpoyuena u wu3cinenBaHa € Bpb3KaTa MEXIY KYJIWHApHUA TYpU3bM U
MOTHUBAIUATA Ha TYPUCTHTE (21asa 1, napazpag 3).

e Ha 0a3a Ha W3BBPILICHM aHAIU3 U OLIEHKA, € OTKPOECHO 3HAYEHHETO Ha
KyJnHapHus Typu3bM B Utanus, Opannusa u Anonus, u moTeHIUansT Ha bbarapus
KaTo KyJIMHapHAa JAecTuHauus (erasa 2, napaepagu 1 u 2).

e Pa3paboTeH € aBTOPOB MOJEI 3a Pa3BUTHE HAa KYJIMHAPHUS TYpPHU3bM Ype3
UIACHTU(HUIIMPAaHe HA MOTHBUTE Ha Typuctute (erasa 3, napazpag 2).

e dopmynupaHu ca HACOKH M MPETOPHKH, U Ca OYEPTAHU MEPCHEKTUBHU 32

pa3BUTHE HA KyJTUHAPHUS TYPU3bM B iecTHHAIWs buirapus (erasa 3, napaepag 3).
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V. CIMCBK HA TYBJIMKAIMUTE 11O JTUCEPTALIMOHHUA TPY [

I. Cratnu u aokaaau, myoJuMKyBaHH B HepedepHMpaHH CNHCAHHUA C HAYYHO
pelleH3MpaHe UM NYOJUKYBAHHM B PeIAKTHPAHU KOJEKTHBHH TOMOBE
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I. GENERAL CHARACTERISTIC OF THE DISSERTATION WORK

In the uncertain and challenging environment of the 21% century, tourism
destinations are developing in conditions of very strong competition and struggle to
attract every potential tourist. In recent years, the observed trends are increasing
importance of culinary elements in planning people’s leisure time, high
individualization of tourist requirements during the travel, order of gastronomy and
culinary heritage among the leading factors in deciding to visit a destination. Dozens of
works from around the world emphasize the opportunities that come from knowing the
motives of potential visitors.

1. Relevance and significance of the researched topic

The relevance and importance of the chosen topic are largely explained by the
fact that nutrition is a part of the basic services in tourism. Moreover, it is one of the
main prerequisites for human existence. Of course, when it comes to culinary tourism,
the emphasis is on the experience that gives rise to the specific aroma and taste of
prepared dishes. It is the basis of motivation for culinary tourism. After the end of the
pandemic of COVID-19, tourism trends will be related to the practice of a specialized
type of tourism, offering a unique and individual product.

The present study examines several questions about the specifics of culinary
tourism in the dynamic tourism market. It has been found that more and more culinary
destinations are focusing on ways to motivate consumers as a key factor for success.
One of the main aspects of culinary tourism is the preservation of the gastronomic
heritage and the identity of the destinations. In parallel with the desire to know the
motives of tourists to undertake culinary tourism, attention is paid to meeting the
requirements of tourists for culinary enrichment and cultural interaction.

The dissertation offers an up-to-date look at the emerging trend of
individualization of tourist product. The research interest is aimed at revealing the
relationship between culinary tourism and the motivation of tourists and the factors that
influence them. The modern tourist is well informed, has a wide choice of alternatives
for tourism, is responsible for the environment and increasingly avoids organized group

tourist trips. Therefore, an individual approach and a better understanding of the needs,
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attitudes and motives of the individual visitor are needed. This is always on the agenda
among managers in the tourism sector and emphasizes the importance of a deeper
research of tourism motivation. It should also be noted that although the literature
outlines the main factors influencing the motivation of tourists, some authors insist that
it should update the list of determinants for different types of tourism.

The choice of the specific topic is dictated by the experience of the researcher
in the operational activity of tourist enterprises in the sector of restaurants and projects
related to the promotion of local culinary heritage. The rationale is also based on the
growing importance of culinary tourism for reviving traditions, restoring local
economies and creating a local-global connection.

The individual motives are related to the possibilities for timely discovery of the
most significant factors of the impact of culinary tourism on the motivation of tourists
and achieving scientific and applied results that will serve to deepen the knowledge of
the researcher and career advancement.

2. Object and subject of the research

The object of research in the dissertation is culinary tourism as a specialized type
of tourism. The subject of research is the impact of culinary tourism on the motivation
of tourists (see Figure No 1).

3. Main objective and research tasks

The main objective of the dissertation is to identify the motives of tourists to
practice culinary tourism and on this basis to develop a model for the development of
culinary tourism in Bulgaria.

The achievement of the main goal is achieved by solving the following specific
research tasks:

+¢ consideration of the theoretical basis and determination of the nature and
specifics of culinary tourism;

«» study of the relationship between culinary tourism and the motivation of
tourists;

+ analysis and evaluation of culinary tourism in leading world destinations and
Bulgaria;

¢ development of an author’s model for the development of culinary tourism by
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identifying the motives of tourists;
+ formulation of guidelines and recommendations and outlining the prospects

for the development of culinary tourism in Bulgaria.

Objective
. To identify the motives
Object | StUbeeCtl_ of It_ourists to _practicotle
. : mpact of culinary culinary tourism an
ascauéme{i:ri)gl Iti(;l;g'stm e tourism on this basis to develop
F]lt s yp on the motivation a model for
ot tounism. of tourists. the development
of culinary tourism
in Bulgaria.

Figure Ne 1. Object, subject and purpose of the dissertation
Source: Author’s systematization

4. Research thesis and working hypotheses

The basic thesis on which the study is based is that: “Culinary tourism has a
positive impact on the motivation of tourists. The creation of strategic actions and
measures for the development of this type of specialized tourism depends on the
adaptation to the dynamic changes in tourist motivation in the 21% century ”.

For the purposes of the research, the following working hypotheses are
formulated, the proof or rejection of which will serve as a basis for developing an

author’s model, guidelines, and recommendations for destinations:
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Hypothesis 1 — Culinary tourism motivates tourists to meet their physiological
and psychological needs.

Hypothesis 2 — Culinary heritage is a tool for tourism development in any
destination in the world.

Hypothesis 3 — The study of the motives of tourists is the basis for the creation of
strategic actions and measures for the development of culinary tourism.

5. Research methodology

A set of research methods and approaches is used for the realization of the goals
and tasks defined in the dissertation: induction and deduction, analysis and synthesis,
historical method, comparative analysis, statistical and descriptive methods,
observation method, survey research, in-depth interview method.

The developed questionnaire with closed questions was distributed among
potential tourists with the help of culinary and tourist websites, blogs, and social
networks in Bulgarian and English. Participants in the survey are Bulgarian and foreign
tourists.

The in-depth interviews were conducted with managers in the tourism industry
and experts from the public authorities in Bulgaria. The results are based on an analysis
of their opinions and positions about the development of culinary tourism.

The complex empirical study was conducted in the period from June 1, 2021, to
August 31, 2021. In-depth interviews are conducted in the same period. The main reason
for choosing this time is to cover the summer season as a key moment for tourism in
Bulgaria and the dissolution of restrictive measures related to the COVID-19 pandemic.

The results of the complex study are summarized and analysed. In presenting the
conclusions of the survey and in-depth interviews, the author depicts the data using
qualitative indicators and quantitative expression of information. It is illustrated in
tables, figures, and graphs to facilitate their analysis and visualization.

6. Main limitations and problems

To achieve purposeful and well-founded results of the dissertation, the following
restrictions are set:

+»» Due to the insufficient number of in-depth research in Bulgarian on the impact

of culinary tourism on the motivation of tourists, the study is based mainly on the
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achievements of foreign authors.

% Due to the desire to derive correctly reasoned goals and objectives, the time
factor is also a limitation for the object of scientific research. Timeframes are also
indicated — from 2013 to 2020 for the collected statistics and from 2021 to 2030 for the
proposed guidelines and recommendations.

% The empirical research is subject to limitations that reflect the individual plan
of the doctoral student. The period of holding is June 1 — August 31, 2021.

7. Sources of information provision

Sources of information provision include many specialized research papers and
papers. Recently published articles in the Journal of Travel Research, Tourism
Management, Annals of Tourism Research, Journal of Sustainable Tourism and Current
Issues in Tourism have been studied. The literary sources that the author uses during the
research period can be systematized in the following groups:

++ monographs and scientific works of Bulgarian and foreign authors, examining
the issue of culinary tourism and the degree of its impact on the motivation of tourists;

+» specialized publications of tourist organizations, research agencies and
consulting companies;

+» statistical publications;

+ laws and regulations;

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

+¢ information from the Internet;

+¢ research of the author about the considered issues.

To collect primary information for the purposes of the study, a survey is
conducted among 328 respondents, as well as formal interviews with representatives of
the tourism business during in-depth interviews.

8. Scientific novelty and usefulness

The dissertation is characterized by scientific and applied science. The analysed
issues of the impact of culinary tourism on the motivation of tourists are poorly
represented in Bulgarian literature. The collection and processing of available

information facilitate its presentation in an accessible form. The developed author’s
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definition of culinary tourism contributes to the enrichment and expansion of the
theoretical position.

The analysis of the destination Bulgaria allows to highlight the strengths and
weaknesses of the sector. This, in turn, serves as a basis for developing an author’s
model for the development of culinary tourism by identifying the motives of tourists.
Actions and strategic measures are systematized, which can be implemented from other
destinations. Guidelines and recommendations have been made and prospects for the

development of culinary tourism in the destination Bulgaria have been outlined.

Il. STRUCTURE AND CONTENT OF THE DISSERTATION

1. Structure of the dissertation

The dissertation work “Impact of culinary tourism on the motivation of
tourists” is 207 pages. The main text illustrates 9 tables, 17 figures and 7 graphs.

It consists of an introduction (7 pages), an exposition in three chapters (162
pages), a conclusion (5 pages). The references (8 pages) and 3 appendices (18 pages)
are included.

The bibliographic list includes 162 titles. Of these, 28 — in Cyrillic, 103 are in
English and 31 Internet sources.

2. Content of the dissertation
Introduction
Chapter One
THEORETICAL FUNDAMENTALS OF CULINARY TOURISM AND
MOTIVATION OF TOURISTS

1. The essence of culinary tourism
2. Motivation of culinary tourists

3. Relationship between culinary tourism and the motivation of tourists

Chapter two
ANALYSIS AND EVALUATION OF THE DEVELOPMENT OF CULINARY
TOURISM
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1. Analysis and evaluation of culinary tourism in the leading destinations in the
world
2. Analysis and evaluation of culinary tourism in Bulgaria

3. Methodology and tools for conducting the research

Chapter three
OPPORTUNITIES FOR DEVELOPMENT OF CULINARY TOURISM IN
DESTINATION BULGARIA

1. Results of the survey and interviews with experts

2. Model for the development of culinary tourism in Bulgaria by identifying the
motives of tourists

3. Guidelines and recommendations for the development of culinary tourism in

Bulgaria by identifying the motives of tourists

Conclusion
References

Applications

I11. SYNTHESIZED EXHIBITION OF THE DISSERTATION

Chapter One
THEORETICAL FUNDAMENTALS
OF CULINARY TOURISM AND MOTIVATION OF TOURISTS

In the first chapter of the dissertation, the research interest is focused on the
theoretical foundations of culinary tourism and the motivation of tourists. The author
focuses attention on the essence of culinary tourism. A special place is given to the
motivation of culinary tourists as a determining factor for travel. The emphasis is on the
connection between culinary tourism and the motivation of tourists.

The first paragraph clarifies the essence of culinary tourism. Subparagraph

1.1. “Defining the concept of culinary tourism™ highlights the established worldwide
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formulations for culinary tourism. The exhibition covers the historical development and
the process of its research. It has been established that culinary tourism is not the
phenomenon of the 21% century. The story shows many trips to trade in food and spices
in Europe, Asia, and the Middle East. However, culinary tourism began to develop on
a remarkable scale only in the 70° of the 21% century. The main reasons® are
improvements in transport technology, increased movement of people, changes in tastes,
lifestyles, and the beginning of agricultural reform in the Western world.

Formulations of world-renowned names in this scientific field are presented.
Tourism doyens Michael Hall and Richard Mitchell describe culinary tourism as
“visiting primary and secondary food producers, culinary festivals, restaurants and
specific places where food tasting, and the accompanying experience are the main
motives for travel 2. According to them, it is necessary to distinguish between tourists
who consume food as part of the tourist experience, and those whose activities,
behaviours and even choice of destination are influenced by the interest in cooking?.

As a result of the conducted research and research work in the field and for the
purposes of the research, we derive an author’s definition of the term culinary
tourism, which reads:

“Tourist trip, dictated by the motivation to try different quality food, specific to
a particular culture. Culinary tourism is a specialized type of tourism that combines
past and present, global and local in a unique personalized tourism product. It offers
sensory pleasures and intellectual enrichment for the characteristics of the culinary
destination”.

Subparagraph 1.2. “Food-Tourism Interaction” addresses the relationship
between food and tourism. Food is a major element of tourist visits. It ranks third in
the reasons for choosing a destination®. Its consumption is an integral part of tourism.

Its economic impact is important not only for the businesses directly affected, which

1 Hall, C. M., Mitchell, R., Gastronomic Tourism: Comparing Food and Wine Tourism Experiences, In Novelli,
M., (Ed.), Niche Tourism: Contemporary Issues, Trends and Cases, Elsevier Butterworth-Heinemann, Burlington,
2005, pp. 73-88.

2 Hall, C. M., Mitchell, R., 2005, pp. 73-88.

3 Hall, C. M., Sharples, L., Food Events, Festivals and Farmers’ Markets: An Introduction, In Hall, C. M., Sharples,
L. (Eds.), Food and Wine Festivals and Events around the World: Development, Management and Markets,
Elsevier Butterworth-Heinemann, Oxford, 2008, pp. 3-22.

4 World Tourism Organization, Second Global Report on Gastronomy Tourism, UNWTO, Madrid, 2017, p. 8.
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directly provide food for tourists (such as hotels, restaurants, and attractions) but also
for the indirect ones throughout the chain.

The opportunities provided by the relationship between food and tourism are
considered. Several reasons can be given for the high level of public and private sector
interest in the food-tourism relationship for the creation of successful culinary tourism:

+ Culinary and tourist-oriented tourists are perceived as high-yield markets.

+¢ Culinary tourism can be linked to other tourist products such as cultural and
natural attractions, thus generating a comprehensive offer.

% Rural areas, which are most affected by globalization processes, have an
alternative for development through culinary tourism.

+» Urban neighbourhoods can become attractive to visitors, especially those who
specialize in specific ethnic foods.

The importance of the food — tourism relationship for the growing popularity of
culinary tourism is discussed. The role it plays in influencing the overall brand and
positioning the culinary destination is expressed in the following aspects:

+» Food is part of the marketing mix of the destination because it helps to give
meaning to the place and allows tourists to taste the destination by coming into direct
contact with the local culture.

+¢ Since we eat two or three times a day, cooking is the aspect of culture that
tourists most often meet. They engulf the local culture.

+» Eating habits are differences that immediately become apparent: the time of
eating, the way of eating become immediate points of difference when entering a new
culture.

+¢ Food provides a direct link to the landscape because tourists can recognize the
origin of the food?.

Subparagraph 1.3. “Specifics of culinary tourism” highlights the distinctive
features of culinary tourism. Its significance for the diversification of the destination
through the unique local culture is analysed. Getting acquainted with the local cuisine,

tourists can get to know the intangible culture of the destination and the elements of

! World Tourism Organization, Global Report on Food Tourism, UNWTO, Madrid, 2012, p. 10.
2 Richards, G., Gastronomy: an Essential Ingredient in Tourism Production and Consumption, In Hjalager, A. M.,
Richards, G., Tourism and Gastronomy, Routledge, London, 2002, p. 55.
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folklore that will not be seen elsewhere in the world?.

The role of culinary tourism in creating sustainability and restoring rural
economies is emphasized. Culinary tourism can produce sustainable results through a
development strategy that links food production, preparation, distribution, presentation,
marketing, and tourism?.

The focus is on building a brand and forming a positive image through culinary
tourism. Intangible heritage has the power to create the look of a destination based on
the gastronomic resources that different communities have. As a result, tourists form
favourable associations in their perception, based on emotions and attitudes for a
region®.

The second paragraph discusses the motivation of culinary tourists.
Subparagraph 2.1. “Basic concepts of tourism motivation” examines the essential
theories and characteristics of tourism motivation. The presentation analyses the essence
of the concept. It is often defined in the psychological literature as an inner state that
guides human behaviour?.

The motivation of tourists is related to the search outside for what they cannot
find inside the essence of man. It is one of the main variables that can explain the actions
and behaviour of travellers®. In this regard, it must be solved to satisfy their desires and
requirements.

The factors of motivation that influence the individual are discussed. They can
be categorized into two types — internal and external. Table Ne 1 presents the difference

between internally and externally motivated behaviour:

! OrusinoBa, M., Pa3sutie Ha TypHCTHUECKHTE NECTHHALMH upe3 KyJIMHApeH TypusbM, XV MekiyHapoaHa
Hay4yHa KoH(pepeHumsa ,Haykara B momsa Ha OmsHeca. CbBpeMeHHM mpoOjeMH Ha Haykarta, OuW3Heca,
oOpaszoBanuero u Typm3ma“, omuimmHuk Ha Bucine yuwmmmie no MeHHDKMBHT, T. X1, M3xatenctBo Ha BYM,
2019, c. 37-45.

2 Tlapymesa, T., YCTOHYMBO pasBUTHE Ha HEMATEPUAIHOTO KYJITYPHO HACJIEJCTBO, ArpapeH YHMBEPCHUTET —
[TnoBauB, Hayunu tpynose, T. LX, kH. 1, Kppria maca ,,Cnennann3upanu BHI0BE TYPHU3BM — IIPEIU3BUKATEIICTBA
u nepcnektuBu’, 3 — 4 10HU, AKaJIEeMUYHO U3/IATENICTBO Ha ArpapeH yHusepcuter [1lnosaus, 2016, c. 17-24.

3 Cai, L. A., Cooperative Branding for Rural Destinations. Annals of Tourism Research, Vol. 29, No. 3, 2002, pp.
720-742.

4 Murray, E. J., Motivation and Emotion. Prentice-Hall, Englewood Cliffs, New Jersey, USA, 1964, p. 964.

5 Krippendorf, J., Ecological Approach to Tourism Marketing, Tourism Management, Vol. 8, No. 2, 1987, pp.
174-176.
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Table Ne 1.
Comparison between internally and externally motivated tourist behaviour
Internally motivated behaviour Externally motivated behaviour

The instinctive behaviour of tourists helps to The external motivated behaviour of tourists is
achieve a higher level of satisfaction because of characterized by achieving a relatively lower

accepting the activity as entertainment. level of satisfaction due to the stress of the new
experience.
This behaviour has a short-term effect. It has a long-lasting effect.

Satisfying internal motives contribute to a higher Satisfying external motives during the tourist
level of pleasure because of calm. experience brings tension. Anxiety itself

interferes with pleasure and relaxation.

Tourists expect the next such experience in a Visitors are looking forward to a related tourist
moderate to a long period. trip in a short period.

Source: Systematization of the author by Tutorials Points, Tourism Management,
Tutorial Points Pvt. Ltd, 2016, p. 19.

Subparagraph 1.2. “Profile and classification of culinary tourists” focuses on
culinary tourists. The results of studies examining their demographic characteristics are
considered. They vary considerably depending on the main regional groups. The
demographic profile of culinary tourists can be summarized as follows — visitors are
men and women (in equal numbers) with higher education and higher than average
annual income. Culinary travellers tend to be active travellers. They are informed both
from the printed materials and the online resources for research and travel planning?.
They have high standards of food quality but do not require expensive gourmet-style
foods.

The author examines the types of culinary tourists. The Tourism Research Centre
creates a typology of culinary tourists based on a survey. The cluster analysis reduces
the species to four, according to the intention to practice culinary tourism (see Figure
Ne 2):

% Intentional culinary tourists (food lovers) actively participate in gastronomic
activities and have a strong motivation to travel (15% of all respondents).

+» Opportunistic culinary tourists often participate in activities but have a lower

L TIA, Edge Research, Profile of Culinary Travelers: Report of Findings, Travel Industry Association, 2007, p. 16.
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motivation to travel (39%).

¢ Casual culinary tourists (40%) participate without prior intention in food-
related activities and are not motivated by it.

% Uninterested culinary tourists (6%) are those who do not report participation

in activities related to culinary tourism?.

Casual culinary
Opportunistic tourists
culinary tourists 40%
39%
Intentional _— Uninterested
culinary tourists culinary tourists
15% 6%

Figure Ne 2. Types of culinary tourists
Source: Systematization of the author according to Tourism Research Center, Panel
Research: Culinary Tourism. Charlottetown, Prince, 2010, p. 22.

The interest of tourists in culinary activities was discussed. The Ontario Culinary
Tourism Alliance groups visitors into three categories:

+» Basic: Travelers who are mainly focused and looking for a culinary tourist
experience.

+«» Secondary: The focus of tourists on culinary tourism is shared with other
tourist motives such as golf, shopping, visiting family and friends. Culinary tourism is
part of the route, not the main reason.

% Tertiary: The route or motives of the passengers do not include the practice of

culinary tourism. The experience is improvised or ad-hoc compared to their original

! Tourism Research Centre (TRC), Panel Research: Culinary Tourism. Charlottetown, Prince, 2010, p. 22.
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intention®.

Subparagraph 2.3. “Models of tourist motivation in the context of culinary

tourism” analyses established theoretical concepts refracted through the prism of

culinary tourism. Research interest is focused on Maslow's concept. Adapting it to

culinary tourism, physiological needs are the main needs that the tourist expects to meet

in the destination. These include tasting quality food in restaurants and local farms.

These needs are so basic in nature that they appear as fundamental motives for the

tourist.

Maslow’s hierarchy provides a useful framework for exploring motivation.

Nutrition is the number one survival factors. Depending on it, other needs will also

be met - security, belonging, self-confidence and finally for self-improvement*.

[

Internal factors

//w//

\ External factors

Secondary factors

oS

*Personal development
«Self-improvement
*Romance

+Affiliation

*Security

*Relationships
*Nature

*Escape / relaxation

*News

Relationship / kinship
*Homesickness

«Stimulation

sInsulation

*Recognition and social status

Figure Ne 3. Motivational factors

Source: Author’s systematization

! Ontario’s Four-Year Culinary Tourism Strategy and Action Plan 2011-2015, p. 21.

2 Maslow, A. H., A Theory of Human Motivation, Psychological Review, Vol. 50, 1943, pp. 370-396.

3 Fields, K., Demand for the Gastronomy Tourism Product: Motivational Factors, In Richards, G., Hjalager, A.
(Eds.), Tourism and Gastronomy, Routledge, London, 2001, pp. 36-50.
4 Ikeda, J., Culture, Food and Nutrition in Increasingly Culturally Diverse Societies, In Germov, J., Williams, L.
(Eds.), A Sociology of Food and Nutrition: The Social Appetite, Oxford University Press, Oxford, 1999, pp. 149-

168.
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Pierce and Lee’s models based on it are presented. It is called the Tourist Career
Model. This theoretical framework is one of the most important, based on Maslow. The
theory suggests that travellers move up the ladder of travel motivation as their level of
tourist experience increases (see Figure Ne 3).

The focus is on Dan’s “Push & Pull” theory (see Figure Ne 4). Ejection factors
are related to physiological needs. In contrast, the attractive factors are mostly related to

the conveniences in the culinary destination?.

Ejection factors Attracting factors

¢ culinary aftractions
¢ search for novelty ry

< -.\\. - - -
 cultural experience / ., | ¢ image of the destination
e adventure . Motivation g
of the culinary
* escape tourist
e social contact | |
. o v
¢ relaxation
| |
\ / .
Satisfaction
* revisit

Figure Ne 4. Push & Pull model in the context of culinary tourism
Source: Author’s systematization
The third paragraph analyses the relationship between culinary tourism and the
motivation of tourists. Subparagraph 3.1. “Main factors for the impact of culinary
tourism on the motivation of tourists” systematizes the main reasons for the impact
of culinary tourism on the motivation of tourists. Research interest is focused on culture
and religion as the basis of culinary tourism. The culture influences the local cuisine,
showing the traditions, habits, and customs of the community?. Religious origin is also
considered a decisive factor influencing the motivation of culinary tourists. These

beliefs influence the decision to eat a certain food in a certain part of the world.

1 Oh, H. C., Uysal, M., Weaver, P. Product Bundles and Market Segments Based on Travel Motivations: A
Canonical Correlation Approach, International Journal of Hospitality Management, VVol. 14, No. 2, 1995, pp. 123-
137.

2 Padaunosa, I'. u konextus, CHeluanusupaHd BHAOBE TypusbM, M3matenctso ,Hayka ¥ HKOHOMHKA“,
Hxonomuuecku yauBepcutetr — Bapra, 2012, c. 226-245.
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The influence of socio-demographic factors is analysed. Age is negatively
correlated with the number and scope of culinary experiences. On the other hand, food
serves as a social marker that identifies social groups!. Social status is one of the all-
encompassing factors influencing the types and amount of food eaten and the perception

The importance of the search for the new and the need for the familiar is
emphasized. Neophobia is the lack of desire and even disgust to eat new foods. It is at
the heart of the mechanism that dictates food choices?. However, the tourist also tends
to look for new and different products. There is a constant tension between neophobic
and neophiliac tendencies, called the omnivorous paradox®.

The experience of a previous culinary experience is of great importance for the
motivation of tourists. Based on neophobia, people usually prefer foods they are familiar
with. A positive experience contributes to a greater likelihood of recurrence. The
literature on food consumption recognizes that tasting certain foods leads to a positive
trend of increasing preferences for them.

Subparagraph 3.2. “Contemporary aspects of the dependence between
culinary tourism and tourist motivation” analyses the connection between the two
concepts. The World Tourism Organization (WTQO) identifies culinary tourists in its
Global Food Tourism Report. They have the following behaviour:

+¢ are concerned about the origin of the products;

+» use the table as a means of communication and exchange of experiences with
others;

+ have higher than average travel costs;

+» form a high degree of loyalty;

+ revisit destinations for gastronomy?*.

The connection between culinary tourism and the motivation of tourists is
analysed. It is considered through the typology of tourism motivators proposed by

Mclintosh. It clarifies the interaction between food and tourism. According to him, the

! Rozin, P., The Integration of Biological, Social, Cultural, and Psychological Influences on Food Choice, In
Shepherd, R., Raats, M. (Eds.), The Psychology of Food Choice, CABI, Surrey, 2006, pp. 19-40.

2 Pliner, P., Salvy, S., Food Neophobia in Humans, In Shepard, R., Raats, M. (Eds.), The Psychology of Food
Choice, CABI, 2006, pp. 75-92.

3 Fischler, C., Food, Self and Identity. Social Science Information Vol. 27, No. 2, 1988, pp. 275-92.

4 World Tourism Organization, Global Report on Food Tourism, UNWTO, Madrid, 2012, p. 21.
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four motivators are:

% physical,

+ cultural;

¢ interpersonal,

«» status / prestigious®.

Tourist motivations are diverse and are related to the needs of the individual.
Culinary tourism is not a mass tourist phenomenon, as many routes cannot physically
accommodate more than a certain number of tourists at a time?. However, to develop
the tourism potential, it is necessary to identify the basic needs of individual tourists.

Subparagraph 3.3. “Trends in motivation for culinary tourism” presents
current trends in motivation for culinary tourism. The importance of a healthy lifestyle,
a return to the local and an escape from the globalized world is discussed. Many wealthy
city dwellers are now looking for an out-of-town experience and want to reconnect with
rural communities and local food. Healthy products produced without GMOs and the
use of pesticides are a growing trend in the motivation of culinary tourists®. They are
not only looking for culinary masterpieces, but quality products prepared most
healthily.

The role of baby boomers and millennials in the popularity of the culinary
experience has been established. Western societies are ageing rapidly. Ageing baby
boomers usually have high disposable incomes and are willing to pay more for a quality
culinary experience. Millennials are the driving force behind culinary tourism. They are
a generation creating trends in the food sector. They completely transform the way of
eating from requirements for ethically produced food and personalization, the love of
discovering new cuisines, the driving force of vegetarian and vegan movements. These
trends do not exist in Asian societies. They have a large community of young affluent
middle-class consumers who will become world culinary tourists in the future.

The influence of the Internet and social networks to motivate culinary tourists is

! Fields, K., 2001, pp. 36-50.

2 Tlapymesa, T., KyntypHuTe MapuipyTd — crojelieH pecypc 6e3 rpanumu, O0uneiina MexayHapoiHa Hay4Ha
KoH(pepeHIHs ,, [ypu3mMbT — oTBB] odakBaHmATa”, mocsereHa Ha 100 rogman YHCC u 30 rommHm Karempa
,,JIkoHOMHKa Ha Typusma”, 25 — 26 centemBpu, Nznarencku kommieke — YHCC, Codus, 2020, c. 549-557

3 Ognyanova, Y., Role of Eco-culinary tourism for Tourist’s Motivation, Journal of Balkan Ecology, Volume 23,
No 4, PublishScieSet-Eco, 2020, pp. 391-397.
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discussed. The Internet has become a major source of information. Culinary tourists
are already planning their route online in the comfort of their own homes. Culinary
blogs have a big impact on tourists. They present exploitative images with romantically
written text that motivate tourists.

Mobile applications play a role in the popularity of the culinary destination and
the objects in it. They present to the tourist the possibilities for eating, facilitate the
reservation, and motivate the visit through discounts. They use the importance of

reviews and online reputation to attract new visitors.

Chapter two
ANALYSIS AND EVALUATION OF THE DEVELOPMENT
OF CULINARY TOURISM

The second chapter of the dissertation analyses and evaluates the development of
culinary tourism. The author of the dissertation focuses on leading culinary destinations
in the world. Based on them, emphasis is placed on the potential for success of this niche
in Bulgaria. The methodology and tools of the study are presented.

The first paragraph analyses and evaluates culinary tourism in leading
destinations in the world — Italy, France, and Japan. The research of these destinations
contributes to the enrichment of knowledge for the successful development of culinary
tourism. Subparagraph 1.1. “Analysis and evaluation of culinary tourism in Italy”
deals with culinary tourism in Italy. Attention is focused on the importance of culinary
products for the leading position of the country. Italy is the main European destination
for food and wine, based on all the studied parameters. In the period 2017 — 2020, it is
a leader in the production of wine and olive oil. Since 2016, it has also hosted UNESCO-
recognized tangible and intangible assets of creative cities related to food and wine?.
The comparison with the main European competitors gives positive results. Italy leads
seven of the analysed parameters in the following categories — high-end producers,

wineries, olive oil producers, catering establishments, culinary museums, UNESCO

! Italian Food and Wine Travel 2020, https://www.excellencemagazine.luxury/business/italian-food-and-wine-
2020-travel-report/, available at 17.03.2021.
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food and wine-related breweries and creative cities?.

Recently, interest in culinary tourism has increased. Italy is a destination where
cooking is an integral part of the tourist experience. Tasting local food is always part of
the trip and one of the main reasons for international visitors to travel to the country. In
addition, Italy is the European country with the largest number of recognizable dishes.

The main strategic measures of the destination Italy for the development of
culinary tourism are presented. The Italian National Tourist Board supports this niche
with the “Cooking with Italia.it” initiative. It promotes culinary routes through the local
gastronomic culture. The Institute of Foreign Trade, in turn, promotes all products that
carry the label “Made in Italy”. Also, the influential Slow Food Movement aims to
promote local agriculture and animal husbandry by showing the quality of food.
Meanwhile, the Institute of Cuisine, Culture and Oenology of the Regions in Italy
Is a non-profit organization whose target is to promote the traditions of Italian food and
wine. He organizes training courses in local cuisine and culture?.

The Lombardy region is considered as one of the European territories of
gastronomy. Culinary tourism in the area is developed on the basis of local and
ecological products, shortening the distribution chain and creating trust in the
experience. The vision for the integrated development of culinary tourism in
Lombardy is considered in three directions:

+» Raising awareness and sustainable supply of culinary tourism — the region
relies on informing and educating culinary tourists about the health benefits of local
food.

+» Raising awareness of food production — creating a link between tourists and
farmers to follow the path of food from the fields to the plate in the restaurant.

+» Rationalization of logistics — strategies are implemented to reduce the cost of
food transport. The aim is to use local produce instead of long-distance travel®.

Subparagraph 1.2. “Analysis and evaluation of culinary tourism in France”
examines culinary tourism in France. Tourism is a major part of the French economy,

accounting for nearly 8% of GDP. Not surprisingly, France is the most visited country

! Italian Food and Wine Travel 2020.
2 European Union, Gastronomic Cities: Baseline Study, Urbact, 2014, p. 23.
3 Garibaldi, R., Italian Food and Wine Report 2020, World Foodtravel Association, 2020, p. 13.
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in the world and in 2019 the tourism industry will contribute 210.7 billion euros to GDP
for the French economy!. Graph Ne 1 presents the growth of international tourism costs

in the country for the period 2012 — 2020.
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Graph Ne 1. International travel costs in France
for the period 2012 - 2020 (billion euros)
Source: Systematization according to Statista data, 2021.

The role of the food industry for tourism in the country is analyzed. Tourist
statistics show that many key attractions make it such an attractive destination for
tourists. In addition to these cultural attractions, the culinary industry and the country's
image for a gastronomic experience are attractive. Through them, France is even more
attractive for leisure activities.

The cuisine is considered as one of the pillars of France’s attractiveness for
tourists. One-third of visitors who come to France says that the reason for their trip is its
culinary heritage. Obviously, it is a major part of the country’s international image. The
depth and uniqueness of French cuisine, the wide range of local products and the
inscription “Gastronomic food of the French” in the UNESCO list of intangible
cultural heritage help France to remain at the top of world tourist destinations?.

The strategic actions of the government for the development of culinary tourism

! https://www.statista.com/statistics/468164/number-tourist-arrivals-hotels-paris/, available at 10.10.2021.

2 Ministére de 1’Europe et des Affaires étrangéres, https://www.diplomatie.gouv.fr/en/french-foreign-
policy/tourism/the-action-of-maedi-in-promoting/news/article/gout-de-good-france-2019-21-march, available at
05.05.2021.
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in the country and the Hauts-de-France region were assessed. The strategy for regional
culinary tourism is essential for the development and attractiveness of Hauts-de-
France. However, to provide a comparative advantage, satisfy customers and maximize
the economy, regional action needs to be focused on three priority areas — beer and
champagne, gourmet restaurants and traditional restaurants?.

Subparagraph 1.3. “Analysis and evaluation of culinary tourism in Japan”
examines culinary tourism in Japan. The focus is on the importance of this type of
tourism for the country. It is a powerful tool for the new development of communities
by reviving national tourism, which attracts visitors. The identity of Japanese cuisine is
based on several millennia and the influence of China and the Buddhist religion.
Traditional Japanese food and food culture (so-called Washoku) are registered in the
UNESCO list of intangible cultural heritage?.

The statistical data for the development of culinary tourism are analyzed. The
number of international visitors is growing rapidly. In 2019, it exceeded 31.8 million
(see Graph Ne 2). Culinary tourism affects the number of international visitors to Japan.
Local dishes are considered one of the main reasons for domestic and international
visitors to come to the country?.

The main strategic actions of the Japanese government are discussed. The
government, together with local authorities and private businesses, sees culinary tourism
as a tool for regional development. They set themselves two tasks to achieve their goal:

+» Development of the destination — attracting international visitors to it, not just
local ones.

+» Preservation and preservation of the culinary heritage — preservation of the
traditional culinary culture, environment of development and way of life of the locals.

These are the key elements that a tourist looks for when visiting a destination®.

! International Institute of Gastronomy, Culture, Art and Tourism, European Region of Gastronomy: Haut-de-
France Candidate 2023, 2021, p. 66.

2 World Tourism Organization, Gastronomy Tourism — The Case of Japan, UNWTO, Madrid, 2019, p. 14.

3 Japan Tourism Agency, JNTO Inbound Tourist Data Handbook 2017, Tokyo, 2017, p. 25.

4 Destination. Business & Management Review, https://destination-review.com/en/exploring-japans-story-of-
success-in-gastronomy-tourism/, available at 13.05.2021.
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Graph Ne 2. International tourist visits to Japan
for the period 2003-2020 (million people)
Source: Systematization according to data from the World Bank and Statista, 2021

The second paragraph analyses and evaluates culinary tourism in the
destination Bulgaria. Subparagraph 2.1. “Analysis of the culinary heritage in the
destination Bulgaria” examines the culinary heritage in the destination Bulgaria. The
exhibition draws attention to the historical development of cuisine in the country.
Bulgarian customs are rooted in the distant past and are strongly intertwined with
history and the Christian religion. Favourable conditions for agriculture and animal
husbandry have marked the beginning of healthy Bulgarian cuisine. The national
culinary heritage is the result of various influences. Its individual elements are the
result of the mixing of different types of cultures and nationalities. The author
systematizes the influences from the time of the Proto-Bulgarians, Slavs, and Thracians
to the stage of “Balkan tourist”.

Based on this, the main characteristics of the Bulgarian culinary heritage have
been studied. In some settlements, recipes have been passed down from generation to
generation to remain unchanged for hundreds of years. The characteristic of Bulgarian
cuisine is the simultaneous heat treatment of most products. Recipes include many

vegetables and spices, including garlic, black pepper, thyme, mint, savoury, bay leaf and
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paprikal. The author of the dissertation analyses some strongly expressed characteristics
of the culinary heritage of Bulgaria:

++ consumption of a lot of meat in various forms and recipes;

s+ consumption of spicy and high-calorie main dishes;

+«» consumption of home-made pasta and pastries;

+ production of yoghurt, brined cheese and yellow cheese;

+¢ cooked dishes of vegetables stuffed with meat or lean stuffing;

+» fresh salads of fresh vegetables according to the season;

+ canning of vegetables and their consumption in the cold periods of the year;

+ high-grade alcoholic beverages?.

Subparagraph 2.2. “Assessment of the development of culinary tourism in
the destination Bulgaria” discusses the development of culinary tourism in the
destination Bulgaria. The Share Bulgaria project and its role in this tourism niche are
analysed. It includes 12 wine and culinary routes to promote cultural and natural
attractions through local wines and traditional Bulgarian cuisine. The aim is to create a
tourism product that will be both basic and complementary to the main niches of

tourism. The author of the dissertation has tried to systematize them (see Table Ne 2).

Table Ne 2.
Destinations for wine and culinary tourism

Route Destinations
South Black Sea Coast Burgas, Nessebar, Pomorie, Sozopol, Tsarevo
Dobrudzha and North Black Sea | Silistra, Dobrich, Varna, Balchik
Coast
Rhodope Mountains Smolyan, Haskovo, Kardzhali, lvaylovgrad
Sakar Harmanli, Lyubimets, Svilengrad, Togolovgrad
Mesta Valley Belitsa, Razlog, Bansko, Gotse Delchev, Hadzhidimovo
Eastern Thrace Stara Zagora, Sliven, Yambol and Karnobat
Rose Valley Panagyurishte, Koprivshtitsa, Starosel, Hisarya, Kazanlak
Old Capitals Veliko Tarnovo, Gorna Oryahovitsa, Shumen, Targovishte,

Pliska, Veliki Preslav, Gabrovo

! MunucTepcTBO Ha TypusMa, BUHO U KyxHs, MHHHCTEPCTBO Ha TypusMa, 2019, c. 7.
2 Excrumika — I'no6an Merpuxe 331, Kyntypen Typussm — [IpoayKkTos aHanus, MUHUCTEPCTBO Ha TypU3Ma,
2020, c. 101.
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Western Thrace Pazardzhik, Plovdiv, Asenovgrad, Velingrad
Zlatia Vratsa, Montana, Vidin

Struma Valley Kyustendil, Blagoevgrad, Petrich, Sandanski
Moesia Oryahovo, Pleven, Svishtov, Ruse

Source: Excrimuka — ['mo6an Metpukc /[33/1, Kyntypen typussm — [IponykToB
aHanu3, MuHHCTepCcTBO Ha Typu3Mma, 2020, c. 110.

The strengths for the development of culinary tourism in Bulgaria are considered.
The plan for the development of cultural tourism in Bulgaria 2020-2025 and the
product analysis to it are exploring this niche in the country. This is the first study in
which an analysis of culinary tourism in Bulgaria is carried out.

The author of the dissertation argues that the centuries-old history of the
country and its geographical position create a competitive advantage. It benefits from
the wide range of products that can be produced because of good climatic conditions.
The main point is the social interaction with friends and family, as food is a cohesive
element.

The challenges to its growth are discussed. Many of the traditional Bulgarian
dishes are better known for their foreign counterparts. Another challenge to the
development of culinary tourism is that few restaurants offer quality food that has a
proven origin of ingredients. Bulgaria's competitors are the neighbouring countries.
Over the last 10-15 years, the processes of globalization have strongly influenced the
tastes and preferences of tourists regarding food. The register of tourist attractions is
incomplete in terms of culinary tourism?.

Subparagraph 2.3. “Potential of Bulgaria as a worldwide culinary
destination” analyses Bulgaria’s capacity as a global culinary destination. The research
interest is focused on culinary as a factor for the development of tourism in the country.

According to an analysis by the Ministry of Tourism, culinary tourism takes
precedence over other types of tourism. The transport accessibility to the culinary
sites was assessed by 89% compared to other tourist sites. Also, culinary tourism is a

year-round type of tourism, which is practised by 13.5% of the Bulgarian tourists who

! Excmuxa — I'no6an Metpuxce A33]1, Kynrypen TypussM — IIpoaykToB aHanus, MUHHCTEPCTBO Ha TYpH3Ma,
2020, c. 101.
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have travelled*.

The opportunities and advantages for cooperation in the culinary tourism chain
have been analysed. It needs several actions at the macro level. To become a leading
niche in the country, it must promote cooperation between the tourism industry,
producers and farmers for better quality and attractive culinary product.

The main opportunity for the development of culinary tourism in Bulgaria is
the traditions of Bulgarian national cuisine. Significant advantages for the
development of culinary tourism over other specialized forms are presented in Figure
Ne 5.
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.

Figure Ne 5. Advantages of culinary tourism

Source: Systemization of the Author under Excrutnka — I'mo6an Metpukc J133/1
In Table Ne 3, the author of the dissertation has presented the most popular 10
culinary festivals, selected on the basis of his own survey of the specialized tourism

websites in Bulgaria:

Table No. 3.

! Excnumuka — F'no6an Metpuxc 1331, Kynrypen typusbM — [TpoiykToB aHanu3, MUHMCTEPCTBO Ha TypH3Ma,
2020, c. 135.
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Culinary festivals in Bulgaria

Festival Destination
Feast of bread Nessebar, Veliko Tarnovo, Haskovo and others
Feast of potatoes Klisura
Feast of beans Smylian
Feast of the Gornooryahovski Sudjuk Gorna Oryahovitsa
Fish-fest Kavarna
Feast of the Dripava Banitsa Village of Varbitsa, Gorna Oryahovitsa

Festival of Peppers, Tomatoes, Traditional Kurtovo Konare
Foods, and Crafts Kurtovo Konare Fest

Feast of the bacon and mulled rakya Apriltsi
Feast of The Elena pork leg Elena
Wine and Gourmet Event Plovdiv

Source: Author Systemization

The third paragraph present the methodology and toolkit for conducting the
study. Subparagraph 3.1. “Methodology of the survey and depth interviews”
examines in detail the methods of survey and in-depth interviews. The process of
empirical research is analysed.

The main goal is to identify the motives of tourists for practising culinary
tourism in Bulgaria. The author of the dissertation also sets specific objectives of the
study:

+» Assessment of the development of culinary tourism in Bulgaria.

% ldentification of the motives for practising culinary tourism.

+» Assessment of the factors influencing the motivation of culinary tourists.

« Study of the awareness of tourists about the opportunities for culinary
tourism in Bulgaria.

% Analysing Bulgaria’s potential for becoming a culinary destination.

% Highlighting the assessment of tourists for culinary tourism as a motive for
visiting Bulgaria.

The questionnaire contains 24 closed questions. Considering the diversity of

nationalities practising tourist activities in Bulgaria, the questionnaire has also been
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translated into English. The survey period is 1 June 2021 — 31 August 2021. The
advantages of deep interviews as a way of completeness of the study have been
highlighted. The author prepares a standardized questionnaire through which to
derive a systematic idea of the researched problem in the dissertation. The survey
period is from 1 June 2021 to 31 August 2021. The questionnaire prepared includes 5
open questions.

Subparagraph 3.2. “Criteria, indicators and limitations for conducting the
empirical study” draws attention to the criteria, indicators, and limitations for
conducting the empirical study. Other new criteria and indicators create a framework
for empirical research. At the local, regional, national, and international levels, the
criteria are usually interrelated, but indicators range from more general at an
international and national level to more context-specific at the local level. For the
purposes of the dissertation work, the author uses the following criteria:

+* Management of culinary sites.

+» Preservation of culinary heritage.

+» Economic stability of the country and small areas.

+«» Government policy.

+» Management of tourist behaviour.

The limitations of the study are specified. For the purposes of the study, we put
a geographical restriction, reducing the study to the assessment of the motives of
tourists for practising culinary tourism in Bulgaria. The time aspect is another
restrictive feature that is dictated by the goal of covering the largest number of people
to take part in the empirical study.

Subparagraph 3.3. “Technology for conducting the complex empirical study
and methods for analysing and evaluating the obtained results” presents the stages
of empirical research and analysis of results. Attention has been paid to the importance
of the approach to the implementation of the survey. It is distributed through several
basic online methods. The sequence of actions in the in-depth interviews has been
established. In the context of the COVID-19 pandemic, some of the arranged meetings
were held on conference call platforms. Expert groups of private-sector workers have

been set up.
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The steps for the processing of the data from the complex survey were discussed.
The first stage is a summary of the results of the survey. And the evaluation of the
results is based on the information received from 328 tourists surveyed. In parallel with
the summary and systematization of the information received from the questionnaires,
the results of the depth interviews are processed. At this stage, the opinions and positions

of the experts are structured.

Chapter Three
OPPORTUNITIES FOR DEVELOPMENT OF CULINARY TOURISM
IN DESTINATION BULGARIA

Chapter 3 of the dissertation presents the opportunities for development of
culinary tourism in Bulgaria. The focus is on the results of the survey and the in-depth
interviews. A special place is allocated to the developed development of culinary
tourism in Bulgaria by identifying the motives of tourists. The author formulates
guidelines and recommendations for the development of culinary tourism in Bulgaria
based on the survey carried out in the dissertation.

The first paragraph represents the results of the survey and interviews with the
experts. Subparagraph 1.1. “Profile of the respondents in the survey” analysed the
results of the empirical survey. The demographic characteristics of the participants were
analysed. A distribution is made according to gender, age, and education. 328
participants took part in the survey. 256 of them are Bulgarians and 72 are foreigners.
The ratio between the two groups is 22% foreigners and 78% Bulgarians, respectively.
The author finds that the pandemic of COVID-19 has a negative impact on the presence
of foreign nationals in the country. The analysis of the results by gender shows a
predominance of female respondents — 77%, compared to 23% of men. The number of
women in the study is 253 and the number of men is 75.

The analysis of the profile of the respondents continues with their differentiation
by age. Most of the respondents are between 18 and 25 years old — in relative value 40%
or in absolute 131 people. The survey examines the completed level of education. It is

noted that a large share of respondents has higher education, 226 people or 69%.
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The social status, income, and average cost of food during a tourist trip have
been discussed. There are no unemployed people in the poll. The students are 10 people,
and the students are 92. People of active age are the most. Workers represent as many
as 55% or 179 people. The analysis of the data shall be continued by aggregation of the
results by average household income (see Figure Ne 6) and average cost for food

during a tourist trip (see Figure Ne 7):

6%
=
650 - 1000 BGN
1001 - 2000 BGN
2001 - 3000 BGN
3001 - 4000 BGN
over 4001 BGN

Figure Ne 6. Distribution of respondents by average household income

Source: Systemization of the Author according to survey data

under 20 BGN

20 - 50 BGN
51 - 100 BGN
101 - 150 BGN

over 150 BGN

Figure Ne 7. Distribution of respondents by average cost
for food during a tourist trip

Source: Systemization of the Author according to survey data
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Subparagraph 1.2. “Intentions and attitudes of tourists to practice culinary
tourism” considers the views of respondents on their overall tourist profile. The
experience of tourists in culinary activities is discussed. The results of the survey on the
degree of motivation for a culinary experience in Bulgaria are presented (see Graph
Ne 3), the criteria for determining the development of culinary tourism (see Graph Ne
4) and the reasons for motivating tourists to re-practise culinary tourism (see Graph
No 5).

Local food adds value to the tourist experience

Trying unfamiliar food

| want to consume local food in her own
environment

Trying authentic and unique food

Enriching the general culture of local cuisine and
traditions

Contrast of the globalized world

Escape from everyday life

Visiting a unique restaurant with a social image
leads to a sense of prestige

Satisfying the physiological need for food
Gathering with family and friends at a table

Eating healthy organic and organic food

A touch of local culture
000% 010% 020% 030% 040% 050% 060%

m High Relatively high Medium = Minimum Lack of motivation

Graph Ne 3. Criteria for the degree of motivation of tourists to practice culinary
tourism

Source: Systemization of the Author according to survey data
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Security and safety in the destination
Attitude of public authority

Attitude of the local population

Opportunity to combine sea / mountain tourism
with culinary

Quality of culinary products
Developed infrastructure / superstructure
Awareness of culinary festivals

Availability of restaurants with traditional cuisine

Ll

Existence of culinary culture and traditions

000% 010% 020% 030% 040% 050% 060%

mVery good = Relativelygood = Average ®Bad Extremely bad

Graph Ne 4. Criteria determining the development of culinary tourism
in Bulgaria

Source: Systemization of the Author according to survey data

Culinary tourism introduced me to the
attractiveness of the destination.

The cost of the culinary experience is an
important factor.

I prefer to eat local food rather than foreign
cuisines.

Culinary tourism immersed me in the local
culture.

Culinary tourism favors social contact in a
pleasant atmosphere.

The culinary experience contributed to my
complete satisfaction.

Bulgarian local cuisine is diverse and accessible
in the destination.

!

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

mHigh = Relatively high = Medium ®Minimum Lack of motivation

Graph Ne 5. Reasons for motivation of tourists to re-practise culinary tourism

Source: Systemization of the Author according to survey data

85



Impact of culinary tourism on the motivation of tourists

Subparagraph 1.3. “Opinions and assessments of experts on the
development of culinary tourism in Bulgaria” summarizes the opinions of experts.
The views of professionals on the development of culinary tourism and the motivation
of tourists are highlighted. The two points of view are compared — that of experts from
public authorities and those from the business. The possibilities for the development of
culinary tourism in Bulgaria by identifying the motives of tourists are discussed.

The second paragraph presents a model for the development of culinary tourism
in Bulgaria by identifying the motives of tourists. Subparagraph 2.1. “Good practices
for the development of culinary tourism by identifying the motives of tourists”
discusses world examples in the researched area. The opportunities provided by the
development of culinary tourism in the destinations are many. They should be
considered in two groups — rural areas and cities/resorts.

From another point of view, culinary tourism contributes to the personal
development of the destination. The regional attractiveness of the region is enhanced
by already forgotten stories and traditions. It is a way for sustainable development of the
destination by maintaining the environment and restoring the intangible cultural
heritage.

The positive effects of the strategic actions of leading culinary tourism
organizations are indicated. The Culinary Tourism Alliance of Ontario offers ten
criteria for successful culinary destinations. The organization’s 20 years of
experience proves the positive impact of its actions on the development of culinary
tourism. The World Tourism Organization also offers a model for the development
of culinary tourism. It includes three strategic guidelines — strategy, image, and
cooperation.

Subparagraph 2.2. “Development of a model for the development of culinary
tourism by identifying the motives of tourists” presents the concept of the author’s
model. The steps for the development of the author's model are presented in Figure Ne
8:
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Culinary T~ \

product

Tourism
motivation

Figure Ne 8. Relationship between the tourist motivation and the participants
in culinary tourism
Source: Systemization of the Author

The author visualizes the graphic model for the development of culinary tourism
by identifying the motives of tourists (see Figure Ne 9). The basis for its development is
the results of the survey and the depth interviews. The specific objectives of the
proposed model are:

++ To respond to modern trends and motives for returning to localization in the
tourism sector.

% To help implement innovation and digitization to model the behaviour of
tourists.

++ To encourage cooperatives and clusters in tourism — from producers to final
tourist sites.

+» To update the infrastructure and the superstructure so that culinary trips can be
stimulated.

+» To use the culinary heritage to increase the tourist potential of destination
Bulgaria.

+» To create a culinary experience based on quality, professional attitude and the
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delivery of added value.

Incoming data on tourist motivation:

Quality culinary experience

Getting to know local traditions and culture
Eating healthy and locally produced foods
Social intervention

Escaping everyday life

Emotional experience

Prestigious image

A sense of uniqueness

Easy access to culinary attractions

Actions for the development of culinary tourism:

Politics and government attitude
Promote

Infrastructure and superstructure
Partnership and clusters
Innovation and digitization
Engagement of local residents
Investment

Expertise

Strategic measures for the development of culinary tourism

Prioritizing culinary tourism and combining it with sea and mountain
tourism.

Promotion of local culinary production in the region and beyond.
Create a regional image based on a local recipe.

Improving infrastructure and superstructure

Create a network of local producers and restaurants.

Use of new technologies to create a quality service.

Stimulation of organic production.

Creating a favorable environment for investment in small settlements.
Education in management and culinary.

Figure Ne 9. Author’s model for the development of culinary tourism

by identifying the motives of tourists

Source: Author Systemization
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Subparagraph 2.3. “Application of the model for the development of
culinary tourism in Bulgaria by identifying the motives of tourists” explores the
possibilities for implementation and development of the presented model. The main
possibilities of its implementation in the tourist policy of destination Bulgaria are
indicated. Culinary tourism as its element will contribute to the promotion of the country
on the tourist market. This guarantees the following possibilities:

+» Create a strong connection between authentic culinary and territory.

+» Develop an experience based on local culture.

+ Creation of different categories of tourist products.

+» Expand content and add value to current suggestions.

+» Creation of a brand that represents the related products to the diverse range of
culinary offerings.

+» Innovative promotion and marketing strategies.

The advantages of applying the author’s model as a response to globalization
changes have been assessed. The implementation of sustainable methods for growing
and preparing gastronomic dishes is a successful strategy. Culinary tourism is a
response to globalization processes and problems with health, pollution, destination
overcrowding, commercialization and standardization. It is the way to preserve the
identity of culinary communities, return to history, increase destination well-being, and
attract responsible tourists.

The third paragraph offers guidelines and recommendations for the
development of culinary tourism in Bulgaria by identifying the motives of tourists.
Subparagraph 3.1. “Guidelines for the development of culinary tourism in
Bulgaria by promoting project initiatives” structured ideas for improvement of the
research type of specialized tourism. Special attention has been paid to the opportunities
that the EU provides to Bulgaria for the development of culinary tourism. The author
focuses on the current themes of the European Green Deal, the objectives of the
Recovery and Resilience Facility and the circular models. Culinary tourism as a holder
of the qualities for returning to the past, searching for healthy and prepared food,
preserving the culinary heritage for future generations can be a catalyst for

sustainability.
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About the Interreg European territorial cooperation programmes, culinary
tourism has become a popular topic in recent years. The author of the dissertation
draws attention to the possibilities for financing projects in the following areas of
culinary tourism in Bulgaria:

+» Diversify traditional sun and sea tourist destinations with new and sustainable
products based on the rich culinary heritage.

+» Establish a network of local food producers in their common region for
cooperation on marketing and information exchange.

%+ Development of a network of culinary routes in several neighbouring countries
to strengthen identity and a sense of belonging.

+»» Development of skills in existing enterprises in the food and tourism sector,
while simultaneously implementing information about local cuisine in the curricula of
educational institutions?.

Initiatives that help to promote culinary destinations worldwide have been
considered. One such activity is European Destinations of Excellence (EDEN). It aims
to change the way it works, including the principle by which destinations are managed,
to deliver a sustainable and quality experience to visitors. The European Platform for
Gastronomic Regions is another initiative that has been gaining popularity in recent
years. Applicant regions of gastronomy from Bulgaria can work together with a long-
term goal for:

+¢ raising awareness of the importance of the uniqueness of culture and food;

«¢ stimulating creativity and gastronomic innovation;

+» education for better nutrition;

+¢ improving standards for sustainable tourism;

+» highlighting the distinctive cultures of food;

« strengthening the well-being of the community?.

Subparagraph 3.2. “Recommendations for the development of culinary
tourism by integrating the strategy “From farm to table” outlines the

recommendations for the development of culinary tourism by integrating the strategy.

! https://www.interregeurope.eu/eurega/, available at 16.09.2021.
2 https://igcat.org/about-igcat/, available at 16.09.2021.
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Attention is paid to sustainable food production as a guarantee for the quality of the
culinary experience. The farm-to-table strategy is at the heart of the EU Green Deal.
It fully covers the challenges of sustainable food systems and recognizes the inseparable
links between citizens, supply chains and producers. Sustainable food production is
important for the quality culinary experience. Farmers in Bulgaria must start producing
their produce by eco-friendly methods. The product of agriculture becomes the basis of
the culinary proposal. The culture of the community adds the history and authenticity of
the local dish. Tourism turns the agricultural product into tourist one by added value®.
This is the cycle of the formation of the culinary product.

The benefits of partner relations in the culinary tourism chain are highlighted.
The author of the dissertation believes that the strategy “From farm to table” supports
healthy eating and makes the production of local farmers accessible to tourists and the
community. It becomes a hugely popular trend by connecting culinary sites, helping
them attract customers and motivating tourists to try the menu?. Some benefits for
restaurants can be summarized as follows:

+» Offering a seasonal menu with available products from the fields.

+» Use of fresh, unfrozen meats and products.

+» The higher price of the culinary experience and attracting solvent tourists.

The partnership, clustered, is a step that destination Bulgaria must take. This
action is extremely important if the country aims to develop culinary tourism. On the
supply side, the starting point is Bulgaria. To develop the full potential of the country in
the field of this niche, a value chain must be created. The clusters themselves can be
divided into two groups — urban and rural.

Subparagraph 3.3. “Prospects for culinary tourism in Bulgaria in the
context of the COVID-19 pandemic” examines the prospects for culinary tourism in
Bulgaria in the context of the COVID-19 pandemic. The global challenges in the tourism
industry are highlighted. The opportunities that opened for culinary tourism in Bulgaria

during the health crisis are discussed. The prospects for the development of culinary

! Xpucros, JI., Ilporpama 3a pa3sBuUTHE Ha aITEPHATUBHMS TYPH3bM B MAJKUTE celuiua B crpaHaTa, COOpHHUK
JNOKJIaad OT HAydYHO-TIPAKTHYeCKa KOoH(epeHuus ,,Bv3MoxkHOCTHTE © mpobjieMuTe 3a pa3sBUTHE Ha
antepHaTuBHUTE (JOPMH Ha TypHU3Ma B MaykuTe cenuiia B crpanata”, BY3K ,,3emenencku komex*, 2011.

2 Ognyanova, Y., Motivation of Culinary Tourists, Journal of Balkan Ecology, Volume 24, No 2, PublishScieSet-
Eco, 2021, pp. 187-191.
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tourism in Bulgaria in the conditions of the pandemic of COVID-19 are expressed in the
undertaking of multifaceted measures for the revitalization of the sector. According to
the author, digitalization is one of the solutions. Participants in culinary tourism can
adapt to the situation and take the following actions — digital versions of dining in
restaurants, culinary trails, and events.

The future directions for the development of culinary tourism after the restoration
of normal life are analysed. The author believes that culinary tourism after the COVID-
19 pandemic will be based on the “Local-Virtual” trend. Culinary tourists will focus
on avoiding mass tourist experiences. They will prefer to visit a small rural destination
that offers them an escape from global problems. Eating with friends and family will be
a way to make the most of your free time. In Bulgaria, mainly short-term trips will be
undertaken and crowds in one place will be avoided.

Conclusion

Culinary tourism is in its apogee. It contrasts with previous mass tourist trips.
The uniqueness and history around the culinary traditions of the destinations are an
attractive means for tourists. Local culinary products can help increase the sustainability
of tourism in a region. Culinary tourism contributes to creating identity and a unique
Image. It helps to raise money in small rural regions and increases tourist costs by
extending the stay in the resorts.

Tourists of the 21% century change their behaviour and motivations dynamically.
They are becoming dependent on digitalization, quick access to information and global
trends. They are increasingly interested in returning to nature and escaping urban
centres. Tourists are becoming concerned about their health and looking for healthy and
tasty food. Culinary tourism is a tool to meet their needs for quality of the experience.

The dissertation work presents synthesized theoretical productions and
empirical data about the impact of culinary tourism on the motivation of tourists. For
the purposes of scientific research, the focus is on a survey conducted among various
respondents and experts from the public authorities and businesses. The
methodology and toolkit of the empirical study are given. The reasons for the selection
of the type of survey for the purposes of the scientific study are discussed. The different

categories of questions are discussed, and their scope and objectives are discussed. The
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author examines the motives of tourists for practising culinary tourism and on this basis
develops a model for the development of culinary tourism in destination Bulgaria.

The systemization of the results of the study gives us reason to argue that the
main objective of the dissertation work has been achieved. The main thesis and the
elevated 3 working hypotheses have been proven. As a result, an author's model for
the development of culinary tourism in Bulgaria has been developed by identifying the
motives of tourists. The study gives the author reason to pay special attention to the
formulation of actions and strategic measures for the development of culinary tourism
in destination Bulgaria. They are inextricably linked to the incoming data from the
surveys and interviews conducted.

For the successful application of the model, specific guidelines and
recommendations for the development of culinary tourism in destination Bulgaria are
highlighted. In a systematic form, they can be summarized as follows:

«» Stimulating the implementation of project initiatives for the development of
culinary tourism by improving infrastructure, implementing innovation and digitization,
promoting the international market, exchanging good practices, and increasing the
expertise of the employed staff.

+» Fostering the partnership between stakeholders in the culinary tourism chain
to high-quality tourist products and implement sustainable practices.

+» Accelerate the digitization of culinary offerings and add value through
technology in the context of the COVID-19 pandemic.

In conclusion, we can summarize that the activities for the development of
culinary tourism in the destination Bulgaria have a positive effect on the motives of
tourists. The creation of prerequisites for the formation of motivation of tourists is the
basis of success in the tourism industry. Knowing the behaviour of tourists is important
for managers to offer a competitive tourism product. In the conditions of dynamic
tourism development until the beginning of 2020 and slowdown in 2021, it is necessary
to implement structured and targeted actions to achieve leading positions in the field of
culinary tourism. The development of specialized forms of tourism, with an emphasis
on culinary tourism, will improve the economic situation of the country after the health

crisis and will encourage the attraction of more solvent tourists in Bulgaria.
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REPORT ON THE CONTRIBUTIONS TO THE DISSERTATION WORK

As a result of the exploratory, research and empirical work on the dissertation,
we highlight the following scientific and applied contributions:

% Based on a detailed literature review, the essence and specifics of culinary
tourism are determined, the author’s definition of culinary tourism is derived (Chapter
1, paragraph 1).

+» The connection between culinary tourism and the motivation of tourists has
been studied and researched (Chapter 1, paragraph 3).

+ Based on the analysis and evaluation, the importance of culinary tourism in
Italy, France and Japan and the potential of Bulgaria as a culinary destination was
highlighted (Chapter 2, paragraphs 1 and 2).

¢ An author’s model for the development of culinary tourism by identifying the
motives of tourists has been developed (Chapter 3, paragraph 2).

+» Guidelines and recommendations have been formulated, and prospects for the
development of culinary tourism in the destination Bulgaria have been outlined (Chapter

3, paragraph 3).
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