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VI. leknapauma



|. Obwa xapaktepucrtmka Ha ancepTaumMoHHNA TPYA,

1. BbBenenune

HaCTOHH_II/IHT aBTope(bepaT mpeacTaBsi OCHOBHUTE ITIOJIOXKCHUSA, pE3YJITAaTU U IIPUHOCHU HA
JTUCEePTALMOHHUSA Tpya Ha TeMa ,,Kpyu3HMSAT Typu3bM B MNPOAYKTOBOTO IIpejjiaraHe Ha
Typoreparopure”. M3cnenBanero ¢ (GOKycHpaHO BBPXY 3aIbJIOOYCH aHAU3 HA KpPyW3HATa
WHAYCTPUS U HEWHaTa pojisi KaTo KIFOUOB HHCTPYMEHT 32 TUBEpCU(UKAINS HA TPOTYKTOBOTO
HOpT(bOJ'II/IO Ha 6’bJ'IFapCKI/ITe TYPOIICPATOPH, KAKTO U 3a YAOBJICTBOPABAHC HA XCTCPOICHHUTC

HOTpe6I/ITeHCKI/I HU3HCKBAaHUA.

2. AKTyaAHOCT Ha TemaTa

AKTyaJTHOCTTa Ha TeMaTa € CBbp3aHa ¢ AMHAMUYHOTO Pa3BUTHE HA KPYU3HUS TYPU3bM
U KpyHM3HaTa MHIYCTPHS, KOUTO C€ yTBbp)KJIaBaT Karo eMOleMaTH4YHU U BoAelM cdepu B
TYpPUCTUYECKOTO Ipeanarase. To3n CerMeHT ce OTIM4aBa ¢ BUCOKO HMBO Ha CTaHapTU3aLMs,
NepCcoHaIN3alMs U AUBepcu(UKalus Ha yCIYTUTe, KAKTO 110 BpEMe Ha MPECTOosl Ha KPYU3HUs
Kopa0, Taka ¥ 110 OTHOLIEHHE Ha ISUIOCTHUS KPYU3€H NPOYKT, Ipe/jiaral oT TypolepaTopuTe.
BucokoTo kauecTBO Ha BbTPEIIHOGUPMEHNUTE CTaHIAPTU Ha OOCIy)XKBaHE U cnenudukara Ha
TEMaTUYHUTE KOpaOW, mpeanaramy S5+ 3BE3AM NPOLYKTH, CIy’KaT KaTo €TajOH 3a JIPYyTruTe

Pa3HOBHUAHOCTHU HA IPOAYKTOBOTO IIPCJIaraHe B TYpuU3Ma.

KpyusHusT Typu3bM € BCe TO-TIOMYJIIpEH W300p 3a MOYMBKA B CBETOBEH Maiao,
reHepUpanKu MPUOTUZUTEITHO 38 MUTHAp/Ia J10J1apa TOUIITHO OT ITbTHUYECKHU Pa3XOIy U € Hal-
OBP30 PACTAMIMST CEKTOP B TypHCTUUYECKUs OuzHec. HaycTpusaTa € yIBbpleHa KaTo eIHa OT
Hal-MHTEH3UBHUTE B CBETa, C BCE IMIO-HEBEPOSTHH CHBPEMEHHHU TIJIABATEIHU CBHJOBE.
[TounBKaTa Ha KpyH3eH KOpad mpejyiara orpoMHO pa3HoOOpas3ue OT JIECTHHAIIUH, aTPAKIIMOHN
Ha Oopma, AEWHOCTH, yMOOCTBa W YCIyI'H, HaJMUHABAllld OYAKBAHUATA JOPH HA HaM-

B3UCKAaTCIIHUTC ITbTHUIIN.

To3u BHUA Typu3bM IMpHUBIMYA HE CamMO NBTEHIECTBEHUIM, HO U TYpPUCTUUYECKU
KOMITaHWM, KOWUTO aKTHBHO MHTETPUpAT KPYU3HUTE NPOAYKTH B CBOETO MOPTQOIHO.
Hacrosmara nuceprarus ce oKycupa BbpXy posisTa Ha TypOIepaTopuTe B KpYU3HUS TyPU3bM
U TSIXHOTO BJIMSIHUE BbPXY IMPOLYKTOBOTO MPEAJIAraHe B TO3U CETMEHT, KOETO € OT ChIIECTBEHO
3HauEHHE 3a KOHIENTyaau3alusara, pa3paboTBaHETO U Ma3apHOTO JIAHCUPAHE Ha ChbBPEMEHHH,

WHOBAaTUBHU M KOHKYPEHTOCHOCOOHU TypONEpaTOpPCKH TMPOAYKTH OT BHCOK KIiac.



W3cnenBanero ce (Qokycupa BbpXy MOTEHIMAJa Ha Te3W MPOAYKTH Ja YIOBIETBOPAT
cneun(UYHATE HYXIU WU TPEANOYUTaHHS HA HMKOHOMHYECKH aKTHBHHA, TPYAOCHOCOOEH
TYPUCTHUUECKH CEIMEHT. AHaJIM3Mpa CE U CE OLIEHABA TEXHUAT MHOIOCTPAHEH IPHUHOC 3a
reHepupaHe Ha 3HAYUMU WKOHOMHUYECKH IOJI3H U CUHEPTHH 33 TYPUCTUYECKUSI OU3HEC, KaKTO
U CTUMYJIMPAHETO HAa YCTOMYMBO TYPUCTUUYECKO Pa3BUTHE Ha JIECTUHAIIMUTE, HAChPYaBaHE Ha
MEXIYKYATYpHUSI OOMEH M pa30oMparescTBO, ¥ MOCTUTaHE Ha MO-BUCOKU HUBA HA KIMEHTCKA
YAOBJIETBOPEHOCT U JIOSUTHOCT. BCHYKO TOBa JOmpHHACS 32 YKPEIBAHETO U MOJ00PSBAaHETO HA
Ma3apHOTO MO3ULIMOHUPAHE U KOHKYPEHTHUTE MPEAUMCTBA Ha OBJITapCKUTE TypONEpaTopH B

HAaIlMOHAJICH U MCIXKAYHAPOACH IIJIaH.

O0OeKkT Ha M3CJeIBaHe: MMPOIYKTOBOTO Ipe/laraHe Ha TYPOIEPAaTOPUTE 3a KPYH3EH MaKeT.

HpeleeT Ha H3CJaeaABaHe: KPYUSHUAT TYPU3IBM U NIPEAJIATaHETO MY OT TypOII€paToOpurTeE.

3. UeA v 3apa4m Ha nscaenBaHeTo

HeJlTa Ha HaCcTOsAIUA TPyA € Ja CC U3BbPIIN 38.III>J'I60‘I€H aHaJIn3 U Ia CC IMPCaoCTaBu
Hay4YHO OOOCHOBaHME Ha CTpaTernyecKkara poJii Ha KpPyW3HATa WHAYCTPUS KaTo KITFOYOB
MHCTPYMEHT 3a JuBepcu(uKanus Ha MPOLYKTOBOTO MOPTPOIMO Ha ObIrapcKuTe

TYpOIEepaTOpH, PErUCTPUPAHH U ONIEPUPAILU Ha TEPUTOPUSATA HA CTpaHaTa HHU.
3a IOCTUTaHe Ha IOCTABEHATA LIEJI Ca 3aJI0KEHU CIICAHUTE 3aa4H:
1. [a ce unentuduuupa cnenudukara 1 kaacuukanusaTa Ha Kpyu3HUs] TypU3bM.

2. Jla ce 000coOAT U OTKpOSAT MNpOPMINTE HA MOTPEOUTENH Ha KPYHU3EH MPOAYKT,

ornpeacadamy CbOTBETHUTC TCHACHIINU B HOTpe6J'IGHI/IeTO.

3. Jla ce aHanu3upa NpoAyKTOBOTO IIPEJIaraHe Ha KPyU3HUTE TyPOIEPaTOPCKU MPOAYKTH

C MHJIMKATOPH, ONPEIEIALIN U300pa Ha KPYU3HH NMaKeTHU TPOITYKTH.
4. Jlace cp31ane yCbBbPLUIEHCTBAH MOZIEI HA TAKETHO KPYU3HO IBTYBAHE OT TypOIEPATOP.

5. Jla ce pa3paboTH METOMOJOTHs 3a OICHKAa Ha HMKOHOMHYECKaTa €(QEeKTHBHOCT OT
BHEJIPSBAHETO HAa WHOBATHBHU KPYW3HU MPOAYKTH B MOPT(OIMOTO HA OBJITAPCKHUTE

TypONEpPaTOpH.

4. Tesa

Typoneparopurte B KpyH3HHS TYPU3bM UTPASIT KJIIOY0BA POJisi BbB (JOPMHPAHETO
HAa KPYU3HHTE NMPOAYKTH, KATO AJaNTHPAT NPEeIJ0KEHHATA CH KbM Pa3HOOOpa3HHUTE

JKeJaHUsI W TpeANnoYnuTaHuss Ha Typucrurte. InobdanHuTe Typomeparopu u



CHeHATU3NPAHUTE areHIMH MMAT Pa3IuYHU CTPATeruyu U MOAXOAM B NpPeIIaraHeTo Ha
KPYM3HHM NPOAYKTH, Ch3IaBalKH AMHAMHYEH M KOHKYpPeHTeH ma3ap. TypucTUdecKusT
CEKTOp € MO/JIOKEH Ha ITOCTOSHHU IIPOMEHU U U3UCKBA I'bBKABOCT U MHOBALMU OT CTPAaHA HA

TYPOIIECPATOPHUTE, 3a Aa 3aJ0BOJIAT HApaCTBAILIUTEC HOTpe6I/ITeHCKI/I HN3UCKBAaHH.

PasmmmpsiBaneTo u pazHooOpa3siBaHETO Ha MOPT(HOIMOTO HA TYPONEPATOPUTE € BAXKHO
3a MOBUILIABAaHE Ha KOHKYPEHTOCIIOCOOHOCTTA U YOBJIETBOPEHUETO Ha KIMeHTHUTE. Te TpsOBa
Ja Tpejarar pasHooOpazue OT JAECTUHAIMM W MaplIPyTH, BKJIIOYUTEIHO MOMYJISpHU
TYPUCTUYECKH OOEKTH, HO M IO-MaJKO W3BECTHH, YHMKAJIHM JOKauuu. BritouBaHeto Ha
pa3IuYHU BUJOBE II'bTYBAaHUS, KaTO aBaHTIOPU3bM, KYJITYPHHU TypOBE, CI1a U YEJIHEC TOYUBKH U
ApyTH, JONpUHACS 3a OOCITYy)XKBaHETO Ha pa3sHOOOpa3sHH HMHTEPECH M NPEANOYUTAHUS Ha
KJIMEHTUTEe. BbBEeKAaHETO Ha TEeMAaTUYHU TYpPOBE U MAKETH, CBbP3aHM ChC CHEUUPUUHM
MHTEpPECH KaTo rypMe TypU3bM, BUHEHU TYypOBE, CHOPTHU CHOUTHUS U JIp., MOXKE Ja MPUBIIEYE

ClicuaJIM3vpaHa ayauToprd U a OTTOBOPH HA TbPCCHETO B TO3U CCTMCHT.

Bcewnuku nmpeauMceTBa Ha KpyM3HUS TYPUCTHUECKH MPOAYKT MOTaT ja ObAaT U3M0JI3BaHU
U IpUIAraHu OT OBIrapCKUTE TypOIEepaTopH 3a MpOydyBaHeE, pa3paOOTBaHE U IpeAsaraHe Ha
1o100€H TUIl MPOAYKT 3a ObJATrapcKus NOTpeOUTeN U ObIrapcKusi TypUCTUYECKH Ia3ap, ¢ 1el

pcajin3npaHe Ha MO-BUCOKHU IMMPUXOAN U IPHUBJINYAHC HA IJIaTEKOCIOCOOHU KIIMEHTH.

5. O6xBaT 1 meTogoAorua Ha nscaeaBaHeTo

I/I3CJ'IGI[B8.HGTO € KOMIUJICKCHO M ChbU€TaBa TCOPCTUYUCH aHAJIN3 C EMIIMPpUYHU JAaHHU U
KOHKPCTHU NPUMEPU OT MHAYCTPUSATA. IIpe3 TO3U MOAXOA CC€ LICJIIM Oa CC€ NOIPHUHECE 3a II0-
no0po pa3OupaHe Ha JAMHAMUKaTa U BIMSHUETO Ha TypoOIlepaTopuTe, Mpeajaraiiy Kpyu3eH

TYPU3bM, C OITIC Ha 6’BH€HH/I BB3MOXHOCTHU U MPEAU3BUKATCIICTBA.

MeToaojioruYHaTAa paMKa Ha EMIIMPUYHOTO H3CJICABAHE € KOHCTpyHpaHa C LEJI Ja
OCUTYpHU CUCTEMATUYCH W HAYYHO 000CHOBAH noaxoa KbM aHalim3a Ha HOTpe6I/ITeJ'ICKOTO
IMMOBCACHUEC U NPECANOYNTAaHUA B C(bepaTa Ha MMAaKCTHUTC KPYHU3HHU ITPOAYKTH. B ocHoBara Ha
HU3CJICABAHCTO € 3aJI0OKCH MOIACII, BKIIFOUBAIIl IIE€T OCHOBHU KPUTCPUA C NPHUIICIKAIIN KbM TAX
MOKAa34aTCeJIn U XapPaAKTCPUCTUKH, KOUTO CIIY>KAT 3a KOMIUICKCHA OICHKA Ha CICHHUAIIM3UPAHU

TYPUCTHUYECKH MTAKETH, C aKIEHT BbPXY KPYU3HUTE MPEUIOKECHUS:

1. [demorpadckn XapakTepHCTHKH HA NMOTpe0MTeJMTe: Bb3pacT, MoJi, 00pa3oBaHHE,

MECCYHHU JOXOIH.



2. Onur n NpeANnoOYMTAHUsA: YECTOTA Ha IIbTYyBaHUATA C LICJI TYPU3bM, IIPCIUIICH OIIUT C

KPYU3HH I'bTYBAHUA U MMPEANNOYUTAHU ACCTUHALIUU.

3. MortuBauus 3a nbTyBaHe HA KPYU3: OCHOBHM MOTHBH 3a U300p Ha KPyHU3 3a OYHBKA

1 BoJieIH (DAaKTOpU TIPH TO3HM H300D.

4. OueHka Ha yCJIyruTe: KaueCTBO HA Mpe/jlaraHuTe YCIyTH, YAOBIETBOPEHOCT OT TAX U

OLICHKa Ha MHOBAIlMUTC Ha 6opz[a Ha KPYU3HHUTC KOpa6I/I.

5. OOparHa Bpb3Ka W NMPENOPBKH: TPCIIOKCHUS 3a MOHOOpEHHE B IMPEJIaraHero,

BCPOATHOCT 3a ITOBTOPCH H360p W T'OTOBHOCT 3a IIPCIIOPHKA.

Emnupuynoro m3cieasane ¢ sokanusupaHo B rpan Codus, kato ca oOxBaHaTu
TYpUCTUYECKH areHIMH, OIEpHpalld Ha HeroBa Ttepuropus. M300psT Ha cronmmara e
apryMEHTUpaH C HEWHUS CTaTyT Ha HAW-TOJSIM MKOHOMHYECKH U JeMOrpad)CKu LIEHTBHD B
bbarapusi, KOHUEHTpHpall] 3HAUUTEIEH JsJ1 OT TYPUCTHYECKHs I1a3ap, BKIIOUUTEIHO U
CErMeHTa Ha Kpyu3HUTE IbTyBaHUs. ToBa ocurypsiBa JOCTHII 0 MO-IIMPOK U JUBEpCcUPULIIpaAH
Habop OT eKcrepTu (TYpUCTHMUECKH areHTH M MPOIYKTOBH MEHHU/UKBPH) U TMOTEHIMATHU
TYpPUCTH C IO-BHCOKA MOKyIHaTelIHa CIOCOOHOCT M MOJYEPTaH MHTEpPEC KbM Pa3zHOOOpa3HU

TYPUCTUYECKH NMPOAYKTH.
M3non3BaHUTE M3CJIEA0BATEJICKHA METOAN BKIIIOYBAT:

e AHKETHO NpOy4YBaHe: peajlu3upaHo 4pe3 JBE CTAaHAAPTU3UPAHU AHKETHH KapTH,
HAaCOYEHM KaKTO KbM paboTemy B TypONEpaTOpPCKU CTPYKTYpH, Taka U KbM
NOoTpeOUTEN Ha KPYHW3HHM IbTyBaHHUA. AHKETHUTE KapTH ca CTPYKTYpPHUpaHH IIO
TOPENOCOYEHUTE KpUTEpUU M cbabpkar 20 BBIOpOCca, aJalTHPaHUd 3a CPEJHOTO

MOTPEOUTENICKO HUBO.

e TlonycTpyKTypHpaHO HHTEPBIO: IPOBEICHO C MPOAYKTOBH MEHUIKbPHU/CIICITUATHCTH
Ha KpPYHW3HUS TMPOAYKT, C Il 3aIbJI00YEeHO MPOyYBAHE HA TEXHUTE BUKIAHUA U

eKCIIepTH3a.

M300pbT HA W3BAJKUTE € OCHINECTBEH Ype3 THE3OBH IMPHUHIIMI, KaTo 3a BTOpaTa
u3BajKa (padoremu B oducu M moTpeOUTENN) € MPUIOKEH M YaCTUYEH KBOTECH HMPUHIIHIL
VYyactueto e 106poBoiaHO. OOpaboTkaTa Ha TaHHUTE OT aHKETHOTO MPOYYBAHE € M3BBPIICHA
ChC cTaThucTHYecKusa makeT SPSS, a nmaHHUTE OT MHTEpBIOTATAa Ca MOMJIOKEHHW HA KOHTEHT

aHaJIn3.
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IIpeaMer Ha eMIHUPUYHOTO M3CJIEABAHE € JIETAWJIHOTO KOHCTPYHpAHE U aHAJIU3 HA
noTpeOUTENCKUs MPo(MI Ha MOTEHIMATHUTE TYPUCTH, MPOSBABAIIM MHTEPEC KbM MaKETHU
KPYW3HU ITbTYBaHUS Ha OBbJITapcKus mazap. ToBa BKIIIOUBA MACHTH(PHUKALNSA U CUCTEMaTH3aIUs
Ha TEXHUTE JIeMOrpaCKu XapaKTepUCTUKU, COLIMATHO-UKOHOMHYECKH CTaTyC, MOTUBAI[MOHHU
Harmacu, NpearnoYuTaHus KbM JeCTUHAIINH, BUI0BE KPYU3HH MPEKUBSIBAHUS, HHPOPMALIMOHHU

HU3TOYHHIIA U KPUTCPHHU 3a B3EMAaHC HAa PCIICHUC 3a IMOKYIIKA Ha KPYU3CH MMAKCTCH IMPOAYKT.

O0OexT Ha CMIIMPUYHOTO U3CJICABAHE Ca IOTCHIUAIHUTE U PEAJTHUTC HOTpe6I/ITeHI/I Ha
MMaKETHU KPYU3HU IIPpOrpaMH Ha 6’BJIFapCKI/I${ TYPUCTUYCCKU IIa3ap, KAKTO U IPOAYKTOBHU

MEHUDKBPU B HIKOJIKO OBJITApCKU TypoOIreparopa.

Il. CtpykTypa v cbabprkaHme Ha ANCEPTALMOHHMA TPyA,

1. CtpykTypa Ha AmMcepTauMOHHUA TPy,

Hacrosmumar nucepraiiuoHeH TPYZA € CUCTEMaTU4HO CTPYKTYpHpaH B TPU OCHOBHH
I1aBu, KOHUTO IIOCJIICAOBATCIIHO PA3MICKIAT KIIOYOBUTC ACICKTH Ha KPYU3HUSA TYpU3BM H
HETOBOTO IIpeaIarane oT 6’LJIFapCKI/ITe Typonecparopu. Bcsika rnaBa e IMPEIU3HO 06B’bp3aHa CbC
3aJI0KCHUTEC HU3CJICIOBATCIICKM 3aJa4u, OCHprHBaﬁKH KOXCPCHTCH NOAXOJA KBM IMOCTUTAHCTO

Ha 1rmocraBc€Hara 1.

2. CbabpykaHne Ha AMcepTaUMOHHMA TPYA
YBOJ,

ITbPBA ITTABA

KPYU3EH TVYPU3BM: CBHIIHOCT, KIACUOUKAILIMOHHA CTPYKTYPA WU
ITOTPEBUTEJICKHU ITPODUJT

1.1. CbIIHOCT U OCOBEHOCTU HA KPYU3HUA TYPU3BM

1.2. KIIACUOUKALIMA B KPYU3HATA UWHAYCTPUA. OPIAHU3AILIMOHHO
VITPABJIEHCKA CTPYKTYPA HA FOPJA HA KOPABA

1.3. TTIPOO®UJI HA TIOTPEBUTEJIAA HA KPYU3HUA [TPOAYKT
BTOPA IUTABA

IMPOAYKTOBO ITPEJIUTATAHE HA TYPOIIEPATOPUTE
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2.1. JIEMHOCT, TMOJWUTUKA " KJIACHU®UKALIUSA HA TYPOIIEPATOPUTE U
TYPUCTUYECKUTE AI'EHIINN

2.1.1. MIKOHOMMWYECKMU ITPMHOC U POJISI HA BBJIII'APCKHUTE TYPOIIEPATOPU B
PABBUTHUETO HA KPYU3HUA TYPU3BM

2.2. ITIPOAYKTOBO INIO3ULTMOHWUPAHE HA TYPOIIEPATOPUTE

2.3. CTPYKTYPA 11 KOMIIOHEHTU HA ITAKETHUTE KPYU3HU ITPOAYKTU HA
TYPOIIEPATOPUTE

TPETA IVTABA

I[TIOTPEBUTEJICKN TIPOO®UJI HA IIOTEHIMAJIHUTE TYPUCTHU HA ITAKETHU
KPYU3HU ITPOAYKTHU

3.1. METOAOJIOTMYHA PAMKA HA U3CJIEABAHETO

3.2. EMUPUYHO WUM3CJIEJABAHE - PE3VIITATU U AHAJIM3 HA ®OAKTOPUTE,
BJIMAEIIN BBPXY U3BOPA HA KPYU3HU TMPOAYKTU [P OPIAHU3NPAHU
IIbTYBAHUA

3.3. IIPOEKTUPAHE HA VYCBBLPIIEHCTBAH MOJEJI HA ITAKETHO KPYU3HO
IITbTYBAHE HA BBJITAPCKU TYPOIIEPATOP

3AK/IIOYEHHUE

MN3I1OJI3BAHA JIUTEPATYPA

IMPUJIOKEHUE No 1 AHKETHA KAPTA

IPUJIOKEHUE No 2 MHTEPBIO C ITIPOAYKTOBHU MEHU//KbPU
CIIMCBK CbC CBKPAIIEHU A

CIIMCBK HA TABJINIIN

CIIUCBK HA OUT'YPU

CIIUCBK HA IT'PAOUKHU
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I1l. CuHTE31paHo n3nokeHme Ha gncepTaumnaTa

[MbPBA TAABA

KPYU3EH TYPN3BbM: CbLLUHOCT, KAACMOUKALNOHHA CTPYKTYPA U
[MOTPEBUTEACKW MPODUA

H’praTa IllaBa € IIOCBETCHA Ha TCEOPCTHYHHUTC OCHOBHW Ha KPYU3HHA TYPH3LBM,
pa3rne>1<z[a17n<1/1 HEromara CbIIHOCT, OCO6GHOCTI/I, K.]'IaCI/I(bI/IKaI_[I/II/I (HO IMPOABILKUTCIHOCT, LEC/IN,

HAYMH Ha OpraHu3alys) ¥ OpraHu3allMOHHO-YIIPaBICHCKa CTPYKTypa Ha Oopaa Ha Kopaba.

1.1. CbWHOCT N OCOBEHOCTU HA KPYU3HUA TYPN3IBM

Hanx 70 xomnanum ympasisiBar okoso 350 OKeaHCKM KpyHW3HHM KOpaba M OCHUTYpsBAT
KpYHW3HHM BakaHIIMM Ha HoBedye OT 27 MuiauoHa nbTHULM mpe3 2018 ., Taka ye u300pbT €
orpomen.’ ITponechT Ha pe3epBallds Ha KPyH3eH MPOAYKT MOXKE 1a Objie aHaIM3MpaH KaTo
MHOro()akTOpHa CHCTEMa 3a B3€MaHE Ha pelIeHus, CpaBHUMa ¢ H300pa Ha CIOXKEH
MOTPEOUTENICKU IPOIYKT KaTo aBTOMOOMII. M3x01HaTa TOUKa € 6a30Ba IEHOBA CTPYKTYPa, KOSATO
BIIOCJIEJICTBUE C€ MOIU(DHULIMPA Ype3 UHTETPUpPaAHE Ha JON'BJIIHUTEIHU YCIYTH U ONIUHU (T.Hap.
"exctpu"). Ta3u koHUTYpaLKs UMITMLINPA, Y€ KPYU3HUAT MPOAYKT HE € U3LSII0 UHKITY3UBEH,
a MO-CKOPO € MOJYJIeH, M3MCKBAIll aKTUBHU NMOTPEOUTENICKH U300pH Ha PA3IMYHU €TalH OT
mpoleca Ha MOKynKa. BeIpeku Ta3u ClI0KHOCT, IPEKUBIBAHETO OT OKEAHCKU KPYH3 YECTO Ce
OLIEHBA KaTO U3KJIIOYUTENIHO yAOBIETBOPSBAILO, KOETO BOAHM /10 BUCOKA CTEIIEH Ha JIOATHOCT U
MOBTOPHM TMOKYIIKU Cpefl MOTpeduTennuTe — (heHOMEH, KOWTO MoXe J1a ObJie oIpe/eseH Karo
"morpebutencko mnpuctpactaBaHe". KiroubT KbM ONTHMM3HMpaHe Ha TNOTpedHTencKara
YIOBJIETBOPEHOCT CE€ CHCTOU B MPELU3HOTO ChBIAJAAHE MEXY IpeUlaraHusi Kpyu3eH MPOAyKT
(xopal® u MapuIpyT) U crieunGUUHUTE HYXIU Ha IEJIEeBUsI CETMEHT, HE3aBUCUMO Jlajll CTaBa
BBIPOC 3a WHJIMBHUIYaJHU NbTELICCTBEHUIM, JBOMKH, CEMEHCTBA C Jela WIM ApyTu

neMorpadcku rpymu.

Kpyusznoto mpryBane moxe na Obae meduHupaHo kato ¢opMa Ha CHElNUATU3UpPAH
TypHU3bM, KOETO MpeJuiara UHTETpUPaHoO MPEKUBSIBAHE, PA3IM4aBaIlO C€ OT TPAJULHUOHHUTE
BaKaHIIMU Ha cymiara. Ta3u TypUCTHYECKa yCIIyra € XapaKTepHa C MpeIBapUTEIHO IJIaTeHa,
LSAJIOCTHA CTPYKTypa, KOSTO MHUHHUMH3HMpa cTpeca 3a mnorpeOutens. HacransBanero B
ompeseNieH BUJ KaloTa eJIMMUHHpa HEOoOXOAMMOCTTa OT MHOTOKPAaTHO pa30NaKkoBaHE H

ormakoBaHe Ha Oarax. KopaOpT ¢yHknmoHupa kato MoOwiHa miuardopma, ocurypsama

L CLIA, 2019, State of the Cruise Industry Outlook
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TPaHCHOPTHPAHE MEXKAY Pa3InyHU JeCTUHAIIMU. YHUPHUIIMpaHATa BaldyTa Ha O0p/ia OpocTsBa
(UHAHCOBUTE TPaH3aKUMHU 3a NBTHUIHUTE. HanumuHUAT mepcoHan € oOydueH Ja OCHrypsiBa
BHCOKO HHMBO Ha 00CIyXBaHE U Mojkpena. KpyW3HHAT MPOAYKT € M3KIIOUUTETHO I'bBKaB U
MO’Ke J1a 00cITy’KBa pa3HOOOpa3HU CETMEHTH, BKIIOUUTEIHO TPYIU OT Pa3IN4Ye€HU MOKOJICHUS
II'bTEUIECTBEHUIIM, THPCEIIM MPUKIIOUEHHUS, U JIULA, CTPEMSIIN CE KbM II'bJIHO OTKBCBAHE OT
exxeniHeBrueTo. OCBEH TOBa, KPYU3UTE MPEIOCTABAT YHUKAIHA TIEPCIIEKTHBA 32 HAOMIOIEHHE Ha
100aTHU TPUPOTHH U KYJITYPHH 320€IeKUTETHOCTH, YUSATO BU3yaTHA PUBIICKATETHOCT YECTO

€ OIITUMU3HPAHA TP Bb3IIPpUECMAHE OT MOPCKaA ITICAHA TOYKaA.

Hcropuara Ha KpyusHTe MOXe Ja ObJe HpoCieleHa 0 JPEeBHH BPEMEHA, HO

CHBPEMEHHHUAT KPyH3 KaTo pa3BIeKaTeNlHa JeiHOCT MMa CBOMTE KOpeHH TIpe3 19 Bek?:

e Okeancku kopabu ot 19-tu Bek: Konuenmusara 3a kpyu3 3a pa3BieueHHE 3all04uBa C
TpaHCAaTIaHTUYECKUTE OKeaHCKU Kopadu rpe3 19 Bek. [IbpBoHAYANHO T€3U NBTYBaHUS
ca MpaKTUYHHU CPE/ICTBA 3a TPAHCIOPT, HO C MOJOOPSABAHETO HA IIBTYBAaHETO C KOpad

HAKOU XOpa 3al104Bar Ja NpeAIrpueMar Kpyusu 3a OTIIOYNBAHE.

e Hauvanoro Ha 20-tu Bek: Okoso Hadanoto Ha 20-Tu Bek komnanuu karo Cunard Line u
White Star Line mpemmarar mo-JyKCo3HH yaoOCTBa Ha CBOMTE OKEaHCKHM KopaOwu,
NPUBIMYAKK 0-00raTuTe MbTHULIM, ThPCEIL Pa3BieKaTeIHU MbTyBaHus. esra 3a

KpyH3uTe Karo (hopMa Ha MOYMBKA IMPUA00HMBA NOMYISIPHOCT, 0COOEHO CPe €IUTA.

e bywm cnex Bropara cBeroBHa BoitHa: Cnen Bropara cBeToBHa BOWHA MMa M3IUIIBK OT
OKEaHCKU KOpabH, KOUTO ca MpeJHa3HadeHu 3a rpaxaancku unemu. [Ipes 507 u 60-"
TOAMHYU HAa MUHAJIMS BEK ce HaOmonaBa OyM Ha KPYU3HUTE ITBTYBaHUs, KaTo Ha ma3apa

HaBiu3aT komnanuu kato Norwegian Caribbean Line u Royal Caribbean Cruise Line.

e 1970-te u 1980-Te ronunu: MonepHara KpyusHa HHAYCTpHUs ce nosiBsiBa nipe3 70-te u
80-Te roIMHM Ha MMHAJHUS BEK C BBBEKJAHETO Ha CIELUATHO MOCTPOEHH KPYyH3HU
kopabu. Komnanuu kato Carnival Cruise Line ce pokycupaT BbpXy TOBa Ja HarpaBsiT
KpPYU3UTE MO-AOCTHIIHU 3a MO-IIUpOKa AeMorpadceka rpyma, npemiaraiku J0CThITHU

MMaKkeTH U HaOIAraiky Ha Pa3BJICUCHUATA HA 60p;[a.

e Cnen 1990 r.: Ilpe3 90-te roquHM Ha MUHAJIUS BEK Ca MPEACTABEHU MO-TOJIEMU U IIO-

WHOBAaTHBHU KPYHM3HH KOpaOH, BKJIIOYBAIIHM yI00CTBa KaTO CTEHHU 3a CKaJIHO KaTepeHe,

2 Leppert, J., 2019, How the Cruise Industry Has Evolved in 50 years, https://www.travelagewest.com/Industry-
Insight/Business-Features/How-the-Cruise-Industry-Has-Evolved-in-50-Years
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BOJIHU TIapKOBE M MHOXKECTBO 3aBEIICHUS 3a XpaHeHe. Kpyns3HHTe JIMHUN 3am04Bar aa
JIUBEPCUPHUIMPAT CBOMTE MAPILIPYTH, J1a U3CIeIBAaT HOBU JIECTHHALIMH U J]a HAJIXBBPIISAT

TPAAULUOHHUTEC MapIIpyTH.

e MHuoBanuure Ha 21-Bu Bek: HoBHUAT Bek € cBUETEN HAa HENPEKHCHATH MHOBALIMH B
nu3ailHa W ygoOcTBara Ha KpyusHUTe Kopabu. KpyusHuTe nuHHM ca mpuend
HaMpeIHAIA TEXHOJOTHH, BKIIOYUTEIHO CUCTEMHU 3a OHJIAH pe3epBalluy, KPYU3HU

kaptu ¢ RFID 1 BUCOKOCKOPOCTEH JOCTHII 10 HHTEPHET Ha Oop/a.

e [ImobGamm3amms w mna3zapHa excrnaH3us: KpyusHara HHIYCTpHUS CTaBa HaWCTUHA
mio6anHa, ¢ KPyU3HHM JIMHUM, Tpeaiaralid MapLIpyTH 10 AECTUHAIMM Ha BCEKH
KOHTUHEHT. Pa3BuBamure ce nazapu, BKIFOUUTEIHO A3Hs, OTOENS3BaT 3HAYUTENIEH PBCT

B KPYU3HUS TYPU3bM.

o IlpurecHenuss oTHOCHO ycroiumBocrra: I[Ipe3 mociaenHUTEe TOAMHU UMa IOBUILEH
(boKyc BbpXy yCTOWYMBOCTTAa B KpyH3HATa UHAYCTPUs, KaTo ce 0Opbllla BHUMaHHUE Ha
OIIaCeHMsTA, CBbP3aHU C BB3ACHUCTBUETO BbPXY OKOJHATA CpEla, YNPaBICHHETO HA

OTHAABUOUTEC U AHTAXKUPAHOCTTA HA O6HIHOCTTa.

o [Ilpenu3BukarencrBa W ajanranuu:  VHaycTpusita €  M3OpaBeHa  Ipen
IPEN3BUKATEICTBA KaTo OMAaceHWs 3a OOIIeCTBEHOTO 3/paBe (HAmp. OTHUINA Ha
3a0osnsaBanus kato HopoBupyc 1 COVID-19), xoero Boau 10 mogoOpeHu IpOTOKOIH 3a

371paBe 1 6e30MmacHOCT.

Pazoupanemo na ucmopuueckusi KOHMeEKCM Ha KPYU3HOMO NbMy8aHe e Om CoUeCmeeHo
3HAueHue, 3a 0a ce OYeHU KaK UHOYCMPUIMa ce e pa3euid on PaHHume cu OHU 00 CIONCHUME
U pazHoOOpPA3HU KPYUSHU UBHCUBABAHUS, HATUYHU OHec. MHOycmpusama npoovidcasa oa ce
adanmupa KoM NpOMEHsWUme ce NPeOnoYumanus Ha nompeoumenume, MexXHOIOSUYHUS

HanpeovK u 210oaiHume npeou3sUKamencmad.

B o0606wenue, npocneoasanemo Ha ucmopuyeckama egonOYUs HA KpPYUsHama
UHOYCMpUsL pa3Kpusa npexoo Om NbPEOHAUAIHOMO U NPeOHA3HAueHue Kamo Cpeocmeo 3d
MPAHCNOPM KoM YMBbPHCOABAHEMO U KAMO 800eUy Ce2MeHN 6 pa3eleKamennus mypuzom.B
Hauanomo Ha 20-mu 6ex ce HabM00as8a NOCMENeHHO JYKCO3Upane Ha MPaHcamiaHmuyecKume
nvmyeanus, Koemo npueiuda eirumer Kowmuneenm. Cned Bmopama ceemogna 6ouHa

UHOYCMPUAMA NPENCUBABA eKCNAH3UsL, 0eMOKPAMUIUPAUKU O0CMbNA 00 KPYUSHU BAKAHYUU

3 Smith, J., 2023, 200 Years of Cruise History, https://www.iglucruise.com/blog/200-years-of-cruise-history
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upe3 adanmupane Ha UTUWHU OKEAHCKU Kopabu u Haéiusame HaA Ho8u uepayu.Modepuusm
eman, 3anounan npe3 70™¢ u 80 200unu, e bensizan om uzepaxcoanemo Ha CneyuaIu3upaHu
KpPYU3HU KOpabu, HACOYeHU KbM HO-WUPOKA OeMocpaghcka epyna upe3 OOCMbnHU NnaKemu u
akyewm 6wvpxy pasenedeHusma Ha Oopoa. Ilepuoovm cneo 1990 2. e xapaxmepen c
Mawabusupare Ha Kopabume, 8b8eHCOAHe HA PA3HO0OPA3HU YOobCcmea u ousepcupurkayus Ha
mapupymume. Ilpesz 21" ek undycmpusma npoovidicasa 0a ce pazeusa upe3 HenpeKbCHAmu
MEXHONOSUYHU UHOBAYUU U 2N00ANHA NA3APHA eKCNAH3Us KbM pa3susawju ce nasapu.
Crvwespemenno,  Hapacmea  (oKycvm  8bpXy  YCMOUYUBOCMMA U eKOAOSUUHUME
npeou3BUKAMeNCmed, KAKmo U 6bpXy aoanmayusima KbM HO8U 00ujecmeenu 30paHu
Hopmu. Tazu ounamuuna egonoyus noo4epmasa cnoCOOHOCMMa Ha KPYUHama uHoycmpus 0a
ce adanmupa KvMm RpOMeHAwume ce nompeoumencKu npeonoyumaHnus u 2n00anHu yCiosus,

3anaz6auKu nosuyusAama cu Ha UHoOBAMU6EH U npednoqumaﬂ pecypc 6 mypucmudecKkust nasap.

Kpym3st? MoXe 12 ce ompeieny KaTo opraHu3HpaHo TypPUCTHUYECKO ITBTYBaHE ¢ KOpao,

IPU KOETO:
L] YHaCTHHULUTE B rpymara oCtaBaT B €AWH U CbII CbCTAaB IO BPEMC Ha LUAJIOTO IIbTYBAHE,
e HaYaJHaTa TOYKa YECTO CHBIIAJA C KpaifHaTa;

e MapHmIpyTHT c€ u30Mpa OT IVIeIHA TOYKAa BB3MOXKHOCTHUTE 3a CIIMPAaHE U TMPECTOH B

MPUCTAHUILATA 3a [TOCEIICHNE HAa TYPUCTUYECKH MECTa U 00EKTH;

e TII0O BpEMC Ha IMBbTYBAHETO OCHOBHO MSCTO 3a€Ma TYPUCTHYCCKATA U PaA3BJICKATCIIHATA

nporpama Ha 60p/a Ha kopaba u Ha Opera.

Brpocute 3a n360p Ha MapuIpyTa, MIPOABIDKUTETHOCT U YECTOTaTa HA KPYU3HUTE, KAKTO
W ONpeAesTHET0 Ha CTOMHOCTTa Ha MHTYBAaHETO, CE pellaBaT OT KpyHW3HAaTa KOMITAHWS,
coOCTBeHUK Ha Kopabute. ExcriioaraninonHa 0cOOEHOCT Ha KpyH3UTE € JIMIcara Ha "3aTBOpeHU
kiacu". Paznukara B [IeHUTE € IO OTHOLIEHHWE MECTOIOJIOXKEHNETO U Y100CTBaTa B KalOTHUTE.

Bcuuku octaHanu noMenieHus ca O6IJ_IO,Z[OCT’BHHI/I, 3a pasJjiiKa OT KOpa6I/ITC 10 pCAOBHU JINMHUMU.

Kakro Beue Oemie oTOensi3aHO, pasrpaHUYaBAaHETO U TPYMUPAHETO HA KPYyHU3UTE ce

H3BBPIIBA 1O HAKOJIKO HpI/I3HaKaS.

e B 3aBucumocr ot NPOAB/IZKUTECJITHOCTTA TC OuBar:

4 Hemxos M., 2007, IIsTHHYECKH areHIIMK ¥ TPAHCHIOPT B TypH3Ma, u31. Hayka n uxonomuxa, B., c. 189
® Dowling R., 2006, Cruise Ship Tourism, ABI Publishing, L.
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e kpamxompauinu (MUHH KPYH3H) - OT 2 10 5 JTHU;

KparkoTpaiinute Kpyusu, U3BECTHHU OIll€ KATO MUHU KPYU3H, C TPOABIKUTEIHOCT OT 2
70 5 AHU, IIPENICTABIISIBAT MOMYJIAPEH HaYMH 32 ObP30 U MPUSATHO IIBTYBaHE 32 TYPUCTH, KOUTO
MOXe OM HuMarT OrpaHHMYEHO BpPEME WJIHM TBPCAT KPATKO YAOBOJCTBHE OT MOPCKOTO
npukitoueHue. KparkoTpailHuTe OTIUIaBaHHsT OOMKHOBEHO Ca MPOEKTUPAaHU Ja Obaar
JOCTBIIHU M MPHUEMIIMBU 3a TYPUCTHU, KOUTO HE MOTAT WJIM HE WCKAT Jla OTAENAT MO-TOJISM
Mepuoj OT BpeMe 3a IbTyBaHe. Te3u KpyW3H 4ecTo IocellaBaT OMU3KH ASCTHHALUU WU
MOPTOBE, KOUTO ca JIECHO JOCTHITHU M HE U3UCKBAT JIBJITO Tu1aBaHe. Munu kpyus 10 baxamure
oT Masamu win dnopunia ¢ NpoabIKUTENHOCT OT 3 JIHHU, Npeajara Ha TYpUCTUTE KbCO, HO

II'BJIHOLICHHO CHhUYCTAHHUEC OT INJIA2KOBC, aKTHBHOCTH Ha 60p1[a U KYJITYPHHU IIPCIKUBABAHMA.

KparkoTpaliHuTe Kpyu3u ca WACajHH 33 TYPUCTH, KOUTO UMAT OTPAaHUYEHO CBOOOIHO
BpeMe MM OIOIKET, HO BCE MaK MCKAT J]a C€ HACJIaAAT Ha MOPCKO NpuKiIodeHue. Te3n kpynsu
ca TOIXOASAIIM 32 KPaTKH TOYHMBKH, MO-ABIBI YHUKCHJI WM TPa3HHUIM, KOTaTo ITbTHUIMTE
TBPCAT OBP30 M 3a0aBHO pa3HOOOpa3we OT exenHeBHETO. KparkoTpailHHTE KpyH3u
MPEOCTaBAT BB3MOXHOCT 32 IMOCEIIEHHE Ha pa3jMyHU JECTHHAIMH B PAMKHTE Ha KPaThK
MEpHO/, KOETO € O0COOEHO MPHBIEKATENIHO 3a TE3U, KOUTO oO0MuYaT pa3sHooOpaszuero. MuHuU
KPYU3UTE YECTO ca 3apeleHM C pa3IuyHu 3a0aBlE€HUS M AaKTUBHOCTH Ha Oopjaa, KOWUTO

MIPEeIOCTaBAT Ha MFTHUIIMTE Obp3a 71032 OT pa3BlIeUeHUsI.
e npoovasxcumennu — ot 7 10 30 u moBeue THU

[TpoxbmKUTETHUTE KPYU3H, C IPOIABIDKUTENHOCT 0T 7 10 30 1 nmoBeue AHU, NpeaIarar
Ha TYpPUCTUTE BB3MOKHOCTTA Jla HANpaBAT MBJIHOLIEHHO M OOLIMPHO IbTyBaHE IO MOpE,
oOXBalaiiky pa3InyHU IeCTUHAIMH U KyITypH. Te3nu Kpyusu oOndaiiHo MpoAbIKaBaT oBeye
0T ceaMmuIa, Kato yecto gocrturar 14, 21, 30 nuu u nopu noseue. IIpoxbkutenHure Kpyusu
BKJIIOYBAaT MHOXKECTBO IOPTOBE M ACCTHHALIMM, NMPENOCTaBANKM HA TYpPUCTUTE 3HAYMTENIHA
reorpad)cka pazHooOpa3HocT. KakTo BCHUKM KpyH3W, HMPOIBIDKUTENHUTE Ipeuiarar 0orato
pazHooOpa3ue OT yaoOCTBa, OT PECTOPAHTH M Cla LIEHTPOBE [0 pazIu4yHu (popMu Ha
pa3BieueHUsl U CIOPTHHU AKTMBHOCTU. HsKOM KpyW3HM JIMHMM Ipeiarar NpOIbJDKUTEIHU
KpYH3H1, KOUTO OOMKAJIAT CBETA U BKIIIOUBAT Nocenienus Ha EBpona, A3us, Agpuka, ABcTpanus
u Awmepuka. Tpancarnantuueckutre kpyusn ot EBpoma no CeBepHa Amepuka, BKIFOUBAT
TIOCeIeHus Ha rpafgoBe Kato Jlonnow, Pum u Hio Mopk, mpenocTaBsIT Ha TypPHCTUTE YHHKAIHO
ChUYETaHHWE OT MOPCKO TNPHUKIIOYEHHE U KYITYpHH O0O0OraTsBaHUs, KakToO M BpeMe 3a

pasmiexnaHe Ha MOJIEPHUTE KopaOu, BB BPEMETO, KOraro ca B OTKpHUTO Mope. Kpyusnara
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muaus  Cunard mpeyiara  JyKCO3HH TPAHCATIAHTUYECKU KPYH3HM H  MPOABIDKUTEITHH
OTILIaBaHMS, OOWKAISHKN pa3IMIHM YacTHU Ha cBeTa ¢ kopabute cu Queen Mary 2, Queen
Elizabeth u Queen Victoria. Princess Cruises mpemiarat npoJb/DKUTEIHN KPyU3d B A3ws,
Asctpanmus, CeBepna u IOkHa AMepHKa, Karo OCUTYypsiBa KOMOWHAIMS OT JYKC U
pasHooOpazue ot aectuHanuu. pyr npumep ca Holland America Line, xouto mpemnarar
poAbIDKUTENTHN Kpyusun B CpenuszemHomopuero, Asus u CeBepHa AMepuka, Karo ce

(boKycHupaT BbpXy Ka4eCTBEHU NMPEKUBABAHUS U KyITyPHHU €KCKYP3HUH.

IIpoabIDKATEIHUTE KPYU3H NIpeUIaraT €KCKIy3UBHU Bb3MOXKHOCTH 3a ITOCELICHUE Ha
OTIAJICYCHN W TPYAHOAOCTBIIHM JECTUHALMHA, KOUTO PSAAKO CE€ BKIKOYBAT B IIO-KBCUTE
MapupyTu. To3u BUJ KPyU3H NPEJOCTABAT HA TYPUCTUTE yAO0OCTBO U JIYKC, KATO OCUTypsIBaT

ABJIIrd IICPUOJU Ha ITIOYMBKA N PA3BJICYCHUC HA 60pL[a.

e B 3aBucumocr ot HEJIUMTE U MOTUBUTE 3a MPCANPHUECMAHC HA ITbTYBAHCTO TC CC ACIIAT

Ha:

® Klacu4ecku, KOUTO II0 IPaBUJIO Ca C MHO-ToJsiMa IMPOABLJDKUTCIHOCT M BKIIKOYBAT

THNWYHA TypUCTHYECKA POrpaMa

Knacuueckute Kpyu3u ca Te3d, KOUTO MpeiiaraT IMO-CTaHIapTHa M OOIONpHeTa
TypucTHiecka mnporpama. Te oOMKHOBEHO ca C MO-TojsiMa MPOABIKUTEIHOCT M BKIJIIOYBAT
MOCEIICHNS Ha PAa3IMYHU JECTUHALMU TI0 MPEeABAPUTEIHO ONpeesieH MappyT. Morat ga ce
cHUCTEeMaTU3Upar CIEAHUTE NMPUMEPH 3a BHUJIOBE KJIACHUECKH Kpyusu: CpeousemMHOMOpCKu
Kpyu3u - IbTyBaHus B Cpein3eMHO MOpE, KOUTO BKJIFOUBAT MOCELIEHUS Ha TpaloBe Kato PumM,
Atuna u bapcenona; Kapubcku kpyusu - ooukonku Ha KapuOckusi 6aceitH ¢ mocemnieHus: Ha
ocTpoBH Karo fmaiika, baxamure n Cennr Jlyma; 4A3uamcku kpyusu — nbTyBaHHs B PETHOHA

karo Anonus, Kurai u Taknan.

* cneyuarusuparu, KOUTO CC OPraHu3rpar 3a 3aJ0BOJIIBAHC HA OIMPEACIICHA HOTpe6HOCT

WK ca cbe crienuuyHa 11eJ Ha MbTyBaHeTo (JieueOHU, 00pa3oBaTesIHU, KyATYPHH U
ap.)

Creuyanu3upaHuTe Kpyu3u C€ OpraHu3Mpar C ONpeAeseHH LeNU U MOTPeOHOCTH Ha
IBTYBAIIUTE, NPEAOCTABINKM YHUKAIHU M croenuuuHu mNpexuBsiBaHui. Moxe na ce
KIacu(pUIUpaT cIeTHUTE TaKUBA: yueOHU Kpyusu — 00pa3oBaTeieH Kpyu3s 10 ['bpIys ¢ TeKIuu
U €KCKYp3UHU 10 UCTOPUATA M apXeoJIOTHATA Ha JpeBHATa LIMBWJIM3ALMNS; J€YeOHU KPYU3U —

KpYyH3 3a 3/IpaBe U yeIHeC, MPEA0CTaBAl] JIeueOHN U pexaOuINTallMOHHU POTPaMHU; K)ImypHU
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Kpyu3u — OTIUIaBaHusl, (POKycUpaHU BbPXY U3KYCTBO, JIUTEpATypa U KyITypHO 0OOrarsiBaHe, ¢
MOCCIICHUS Ha MYy3€H W TaJCPHH; meMamuinu Kpyusu — KpyU3Hu ChC 3BE3IU Ha (QuiIMoBaTa
WHIYCTPHS, KBJCTO MBTHUIIUTE UMAaT BB3MOXKHOCT JIa C€ CPEIIHAT C JTIOOMMHU aKTbOpH U
PEXKUCBOPH; €KONO2UYHU Kpyu3u — HaAIpuMep eKCHEAULMOHeH Kpyu3 B AHTapKTUIA C
€KOJIOTMYHU MpOrpamMu U 00pa3oBaTeHU WHUIUATUBH; hecmueannu Kpyusu — My3HUKalleH
KpYHU3, OpraHu3MpaH 1o BpeMe Ha My3HKaJIHU (pecTuBay, npeyiaramn pa3HooOpa3Hu KaHPOBE

U U3IIBJIHUTCIIN.

Ta3u knacugukaiys me s U3MoJa3BaMe 32 OCHOBA Ha MPOBEXkAaHE HA U3CIIEBAHETO U
Kato (opMupaHe Ha TMOTPEOHMTENCKH MPOQIIN, KOUTO 1€ THPCAT MHOBALIMU B KPYHU3HHUS

MPOAYKT (KIacUYECKUsI TUIl KPYHU3H WM B CTIELUATU3UPAHUS TUII KPYU3).
o Cropen HAYMHA HA OPTraHU3ALMA KPYHU3HUTE c€ KIacuuuupar Ha:

. KOM6uHupaHu — C ApYyr'u BUAOBE TPAHCIIOPTHU CPCACTBA NI MECTA 3a HACTAHABAHEC HA

Opera;
e JuHelHU — B KOMOWHAIIHS C TIPEBO3M 10 PEIOBHH JIMHUY;
e npeKvbCHamu — C MPOABIDKUTEITHO IpeOrBaBaHe Ha Opera;
e asmoKpyus — CbU€TaHO C W3MOI3BAaHE HA JTMYHUS aBTOMOOWI Ha TYpHUCTA.
o B 3aBucuMocT oT Bi1a Ha BojtoemMa:

o [Ipezoxeancku,

e Mopcku,
o  Peunu;

6
e e3epHu.

Kpyusnure koMmmaHuum morar jAa ce KilacuQUIMpaT CIpsSMO MHOro Kputepuu. B
TEKyIIOTO H3Cie[BaHe Ie ObJie HampaBeHa KiIacu(UKalusg Ha KPYyU3HUTE JUHUM CIPSIMO

GIOI[)KCTa 3a HAaCTaHsABaHC:

Contemporary Cruises - Ileaure Bapupar mexay $ 100 u $§ 200 Ha HOmUIyBKA.
[Ipennarar MmonmepeH au3aitH U HalIW4YUe Ha ynoOcTBa Ha Oopna. [IpuMepn 3a TakuBa KPyu3HU

xomnauuu ca Carnival Cruise Lines (KOUTO ca OpUEHTHpaHM KbM MJiajaTta IyOnuka),

6 Mumesa M., 2017, Crienmanusupanu Buose Typusbm, HBY
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Norwegian Cruise Line (kouto umar MHOro 3abaBiieHue Ha Oopja 3a BCUYKU BB3PACTH U

I'bBKABO BpeMe 3a xpaHene), Royal Caribbean.

Premium Cruises - Llenute Bapupar mexay $ 200 u $ 400 Ha HouryBKa. XapakTepHO
3a TSX € JAETAaIHO M HEeHATPAImuuBO 00CTyKBaHEe C BUCOK cTaHaaptT. Cunra ce, ue CTaHJapTHO
T€ ca OPUEHTUPAHH KbM CEMEHCTBA W TPYINH, HO C€ MPUEMAT U WHAMBHIYAHO ITHTYBaIH
nacaxepu. IlpencraBurenu Ha To3W BUA Kpyu3Ha kinaca ca: Celebrity Cruises; Holland

America; Princess Cruises.

Luxury Cruises — Bbrnpeku 4ye Kpyu3HUTE KOMIAHUM HAMaT OQUIMaIHA 3BE3/IHA
KaTeropusanus, c€ CUuTa, Y€ HMMa KpPyM3HH KOMIIAHUM, KOUTO Mpejarar KayecTBo 6%*.
Kpyusnute xommnaHuu, KOMTO CHaJaT KbM Ta3W KiacHU(HKAIMS Mpeuiarar Hal-xyOaBuTe
MapuIpyTd Ha 60pna Ha JIYKCO3HU KOopaOW, KaKTO U U3THHYCHO KAaueCTBO BHB BCEKH ACIICKT.
Jensat ce Ha Tpu Buga: Mid-size - I{enure Bapupar mexay $ 400 u $ 1 000 gomapa Ha jeH.
[IpencraBurenu ca: Crystal, Cunard, Regent Seven Seas., Small-size — I{enute 3amousar ot $
700 momapa Ha neH. XapaKTepHO €, Y€ OposAT Ha rocTuTe € KpaitHo orpanuyeH: 100 - 400
nacaxepu M OOCITY)KBaHETO € IMOMMEHHO M ChOOpa3eHO C WHAUBHIAyATHUTE >KEIaHUSI.
[IpencraButenu ca Seabourn u Silversea. Megayachts — nmogo6Ho Ha small-size kopadute
Mera-sxTH npejyiarar neppekTHo o0cyKkBaHe, roJIsIM Opoit eKUMaxK, KOUTO ce TPUKH 32 MAJIKO
Ha Opoii rocTu. XapakTepHa 0cCOOCHOCT €, 4e Ha OopJa Ha KopabHTe € MPOCTOPHO U MOPaTN
MaJIKusi cu 00EM U MaHEBPEHOCT KOpaOuTe CIUpaT Ha MAJIKU MPUCTAHUINA, KBIETO TOJIEMUTE
Kopalu HsAMAT MOoCThI. Hali-n3BeCTHUTE KOMITAHWH, TIPEJIaralii TO3U JIYKCO3€H MPOAYKT ca:

Compagnie de Ponant, Windstar, Sea Dream, Windjammer.

Kamo o0606wenue mooxce oa ce kasxce, ue 3anoxcenama 3a0aia 6 HAYAIOMO HA
oucepmayuonnusi mpyo — oa ce udenmuuyupa cneyuguxkama u kiacuguxayuama Ha
KpPYU3HUsL mypuzvm, Oeule U3NbIHEHA U NOOKpenena ¢ npumepu. Moowce da ce obodbwu, ue
KPYUSHUAM  MYPU3bM € MHO2OCMPAHeH U OUHAMUYEH CeKmop, npeonazawy YHUKATHU

npesticueiaeanusl u y()06cm6a, Koumo 2o npaesam e6ce no-nonyiisipern u360p 3d nodueKa.

Cneo kamo be pazenedana coWHOCMMA U OCHOBHUME XAPAKMEPUCIMUKYU HA KPYUSHUSL
MYypU3oM, 8 C1e08awama mo4ka we ce pas2neoam no-0ematiliHo pasiuyHume 6U006e Kpyusi,
Kpumepuume 3a msaxHama Kiacugurayus u we ce anaiusupa ClO*CHAMAa Op2aHu3ayUoOHHA

CMPYKmMypa, KosIMo 0cucypasa YyHKYUOHUPAHemo Ha eOuH Kpyuzex kopao.
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1.2. K/JTACNOUNKAUMA B KPYU3SHATA MHAOYCTPUA. OPTAHU3ALMOHHO
YMPAB/IEHCKA CTPYKTYPA HA BOPAA HA KOPABA

Knacudukanusara B Kpyu3HaTa HHIYCTPUS W OpraHU3allMOHHO-yIpaBIeHCKaTa
CTpyKTypa Ha Oopiga Ha Kopaba TNpencTaBisBaT KIIOYOBHU AaCHEKTH B pa30MpaHeTO Ha
JMHAMUKaTa Ha KPyU3HHUS TYpU3bM. B Ta3u Touka 1ie pasrieame pa3IniHuTe BUIOBE KPYH3U
Y TEXHUTE XapaKTEPUCTHKHU, KAKTO U OPraHU3allOHHATa CTPYKTypa Ha KopaOuTe, KOsITO urpae

KJIFOUOBa poJIst B IIPEAOCTABAHCTO HAa KAUCCTBECHO TYPUCTUYCCKO IIPCIKUBIBAHC.

Knacugurkayus 6 Kpyusnama Unoycmpus: KpyusHusST TypusbM Tpejiara
pazHooOpa3ue OT BB3MOXKHOCTH, KOUTO MOTaT Ja ce Kiacu(puuupar B pa3lUYHH aCIEKTH.

H’prO, pasriiciKiame BugoBere pr1/131/l. JIYKCO3HUTE KPYU3HU NpeaOoCTaBAT BUCOK CTaHAApT

Ha YCIIYTH U YZIO6CTBa, eI Hall-M3UCKAaHUTE TYPUCTHU. EKCHCI[I/IIII/IOHHI/ITG KpyHu3u, OT CBOA

CTpaHa, HACOUYBAT BHUMAHHUECTO CU KbM OTAAJIICHCHHU U MMPUPOJHU JCCTUHALIMH, KAaTO IIpcajiarar

YHUKAJIHU CKCIICANTTHUOHHU ITPCIKNUBABAHU. CeMeMHHTE KPYHU3H ca aJlalITUpPAHU 3a HY>KAUTC Ha

CeMeﬁCTBaTa, HpeHOCTaBHﬁKH AKTUBHOCTH 3a BCUYKU Bb3PACTOBU I'PYIIH.

Bropo, MapumipytuTe u JlecTHHAIIMMTE CHIIO UTPAST BayKHA POJIS B KJIaCH(pUKAIUATA.

KpYI/BI/ITe Morar aa 6’LIlaT OKCAHCKH, PEYHU UJIU CK30THYHU, KATO Bb3MOXKXHOCTHUTC 3a pa3JINdYHU

ACCTUHAWU BKIIFOYBAT TPOIIMYCCKU OCTPOBHU, HCTOPUUYCCKHU I'PATOBE, ITOJIAPHU PCTUOHU U JOPH

AHTAPKTUYCCKU KOHTHUHCHT.

Opeanuzayuonno-Ynpasenencka Cmpykmypa na bopoa na Kopaba: Korato
pasmiexzaMe OpraHM3allOHHO-YIIPABICHCKATa CTPYKTypa Ha KOopaOUTe T € OT pelIaBallo

3Ha4YeHHE 32 €(PEeKTUBHOTO MPEIOCTAaBsIHE HA YCIYyTH MO BpeMe Ha KPyHU3HOTO ITbTYBAHE.

1. Komananus Exun: Ha Bbpxa Ha opraHu3anioHHara CTpykTypa Ha 6opia Ha Kopaba
c€ HaMUpa KOMaH/IHUAT €KUII, BKJIIOYBAIl KallUTaHA U BaKHU WIEHOBE KaTO cTapiiu opuuepu
u HaBuraropu. To3u eKUN HE caMoO yIpaBisiBa Kopaba TEXHHMYECKH, HO M TapaHTHpa

0€30IMacHOCTTA U CUTYPHOCTTA Ha IbTHULIHUTC.

2. Cayxureautre no Oo6cayxBane u l'ocrompuemcTBo: TO3M CErMEHT BKIIOYBA
nepcoHana, oTroBapsn] 3a KoMpopTa U yIOBIETBOPEHUETO Ha roctute. OT CEpBUTHOPU U
OapMaHM 70 KaMepuepH U KyJWHApeH IMEepCOHal, Te Ch3AaBar arMocdepa 3a rOCTOMPUEMCTBO

" YIOT, HpeHOCTaBHﬁKH BHUCOKOKAa4YCCTBCHU T'YPMC IMPCIKHUBABAHU .
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3. PazpaekarequusaT Exun: Pa3piiekaTeHUAT €eKUI BKIIIOYBA aHUMATOPHU, apTUCTU U
MY3HKaHTH, OTTOBApAIIM 32 MporpaMara Ha Oopna. TexHWTe yMEHHs M KPEaTUBHOCT ca OT

ChIICCTBCHO 3HAYCHUC 3a ITPEAOCTABAHCTO HA p33H006p213HI/I 1 3a0aBHU 3pciuiia 3a TYPUCTUTC.

4. Texumueckuar Exun: WmxeHepuTe M TEXHMLUTE TrapaHTUpaT IPABUIHOTO
¢dbyHKUIMOHUpaHEe HA Kopaba, OTTOBapsANHKHU 3a eIEKTPOHUKATa, MEXaHHU3MHUTE U Oe30MacHOCTTa

Ha Oopna.

Ta3u Touka B TEKyLIOTO M3CIEABAHE MMa 3a L€ J1a CE aHAJIM3UPAT YIPABICHCKUTE
aCTICKTH Ha KpyHW3HAaTa WHAYCTPHsS W OpraHM3amusaTa Ha Oopma Ha kopabute. Kpyusnara
unayctpus npe3 XXI Bek ce xapakTepusupa C pasHOOOpazve M MOJOXKHUTENEH pacTeK.
TpaguuuoHHUTE KPyU3U CHIIECTBYBAT, M BCHIIHOCT TO3U Ia3ap € CUJICH, HO MPOTHO3UTE 3a
pacTex Ha THPCEHETO Ha KIIMEHTH CE OYaKBa Jla MPOIBKM Ha MO-MaJIKO TPAJAUIIMOHHHUTE

nasapw. |

Kpyusen kopa® wiam Kpyu3eH JaiiHep € IMbTHUYECKH KOpad, KOWTO ce W3IOoJ3Ba 3a
I'bTYBAaHMS 3a YJIOBOJCTBHE, KaTO CaMOTO I'bTyBaHE M yJgoOcTBara Ha Kopaba ca 4acT OT
HU3KUBABAHCTO, KAKTO M OT PA3JIMYHUTEC MACCTHHAUOWH I10 MapuipyTa, T.C. Pa3JIMYHUTC
NPUCTAHMIA, HAa KOUTO KOpaOBbT akocTHpa. TpaHCHIOPTHT HE € €AMHCTBEHara Led Ha
I'BTYBaHETO. BCHITHOCT, MHOTO KpYH3H BPbILIAT MbTHUIMTE KbM MPHUCTAHUILETO, OT KOETO €
Tpbruajgo nbpryBaHeTo (T. Hap. Closed-loop cruise - kpyus3 ¢ elHa U ChIlla HaYyaJIHA U KpaiiHa

TOUYKA Ha OTIUIaBaHE).

A. Hsma touna OIIPCACIICHA KaTCropulanusd, HO KPyU3uTE MOorar aa ce Knacn(bnunpaT o

CJICIHUTC MPU3HALIH:

* Traditional cruises — TpaIUIIMOHHN KPyH3HU, KOUTO OCUTYpsIBAT [TIOYMBKA B MOpCKaTa
LIMp, @ UMEHHO OTIIJIaBaHE OT ¥ BPBIIIAHE B €HO U ChUIO pucTaHuuie. OTIuIaBaHUATA 110 TE3U

MapuIpyTH MOXE J1a IPOABIKAT OT 7 10 15 1HM, ¢ meT Wiu noBedYe NPUCTAHUINA ITO MAPLIPYTa.

* Fly cruises — wiu T.Hap. "kpyu3 u nosner". To3n Tun ObTyBaHUS BKJIIOYBAT
TpaHCHOPTHpPAHE Ha MBTHUIM ChC CaMoJeT OT OmpesesieHa Touka (Hampumep oT EBpomna -
Manpun, Ucnanus), 3a 1a ce NpUCHEIUHAT KbM KPYHU3eH KOopad OT ONpeesieHO MPUCTAHUIIE

(manpumep B KapuOckust paiion - XaBana, Ky6a). Cien ToBa, Ipu NPUKIIOYBAHE HA KPYUZHOTO

7 Gibson, P., 2019, Cruise Operations Management, Routledge Taylor & Francis Group, p. 28
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II'bTYBAHC, IbTHULIUTEC CC€ BPHIIAT OTHOBO CHC CaMOJIET A0 IIbpBOHA4Ya/IHATa TOYKaA. MHuoro

KpYHW3HHU KOMIIaHUHM IIpeiaraT To3u NakeT "Kpyus + 1nosier" Ha CBOMTE KJIMEHTH.

* Cruise and Stay — npyr Tvn npeAnoYuTaHO KPyU3HO MbTYBaHE € "KPyu3 U XOTEJICKO
HacransBane". ToBa e koMOMHaNMA OT "KpyH3 C HOJdeT" M ¢ HA3eMHO HACTaHABaHE, KBAETO

MIBTHULOUTC OCTAaBaT U3BECTHO BPEMEC HACTAHCHHU B XOTCJI, KOraTO aKOCTUPAT Ha ITPUCTAHUIIIATA.

* Mini cruises — MUHH-KpPYHM3UTE Ca KPATKU KPYHU3HU IMbTYBAHUS C MPOABIIKUTEIIHOCT
MEXIy 2-5 THU U YeCTO C€ M3BBPIIBAT OT (eprOOTH, KOUTO C€ MPEANOYUTAT MO0 BpeMe Ha

HUCBHK/ci1ad Ce30H.

* Educational Cruises — OOpa3oBareTHUTe KPyHU3H BKIIOUYBAT CIICIIMATTHU YPOIH, KOUTO CE

MPOBEXKAAT HA OopAa Ha Kopada U YECTO C€ OTHACST J0 CIICIMAIHA UHTEPECH HA IIbTHUIUTE.

B. Crenpamiara tabnuna kinacuduuypa KopaOuTe CpsMo TOBAPOHOCHMMOCT WJIM Jpyra

OTUIMYMTEHA XapakTepucTuka (Spartan Travel, 2005 .):

Tabnuya 1. Onpedensane Ha 8udoseme niasament Cb008e

Hepunuuus | Onucanue

Megaliner [IpeBo3Ba Han 2 000 mbTHULIM

Superliner [IpeBo3Ba mexay 1 000 1 2 000 mbTHULIM

Midsize [IpeBo3Ba mexay 400 u 1 000 mbTHUIM
Small [IpeBo3Ba no-manko ot 400 mbTHULIH
Boutique Kopabu chc crieninanno npegHazHadeHne, OOMKHOBEHO MPEBO3BAT TTO-MAJIKO

oT 300 mpTHHIHN

Sailing [1naBareneH cba, 3aIBUKBaH IPETUMHO OT BATHD

Vessel

River Barge | IlnaBareneH cbJl, KONTO OCHOBHO ITbTYyBa IO BETPELIHU PEKU

Hsmounux: Aemoposa adanmayus no Philip Gibson, Cruise Operations Management, Chapter

2 Selling Cruises and Cruise Products, p.30°

8 Gibson, P., 2019, Cruise Operations Management, Routledge Taylor & Francis Group, Chapter 2 Selling
Cruises and Cruise Products, p.30
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C. Spartan Travel® chmIo BbBeX/1a KIacH(pUKAINS, IPU KOATO BOJACIIN Ca TPH KAaTeTOPHUH,
CHPSIMO Pa3XoAuTe — OM0NCemHU, cpeOHu u JykcosHu. Jlpyru HaOmomarenn OT
MHAYCTpUSATA UMAaT MO-IIMPOK mories B cBos aHanu3. Hampumep, CLIA u3bposiBa et
kareropuu: Luxury, Premium, Resort or Contemporary, Niche or Speciality, and Value

or Traditional.

e Luxury — AHamuM3bT Ha Ta3W KiIacH(UKAIMSA Tpeanojara, 4e KopaOHWTe, KOUTO
mpeiaraT MakcuMajieH KoM(OpPT, KyXHsS M BHHUMATEIHO OOCIYy)KBaHE, CE€ Hapuyar
JYKCO3HH Mapku. To3u MPOAYKT OOMKHOBEHO € Hal-CKbII U MakKap KOpaOUTE OT Ta3u
KaTeropusi OOMKHOBEHO J1a Ca MaJIKH, IMa U3KiIroueHus. [ToMeneHusaTa 3a HacTaHsIBaHEe
(karoTuTe) M OOIIUTE YaCcTH ca BUHATH (PUHO 003aBEICHN M HACTAHSIBAT MAJIKO ITETHHUIIH
B IPOCTOPHH KAaIOTH, allapTAMEHTH WJIHM JYTUIEKCH, KOUTO OOMKHOBEHO MMAaT OAJIKOHHU.
Bw3MoxkHOCTHTE 32 00CITY)KBaHE MOTar Jia BKIIOYBAT IEPCOHAIM3HPAHO TAKOBAa OT
nkoHOM. Te3n kopabu OOMKHOBEHO ca €KBUBAJICHTHU Ha TOBA, KOETO € OMJI0 HAPHYaHO
,,TIeT3Be3M1HO KadecTBO. Hsakom mapku, karo Crystal Cruises, ca mpuenn pyOpukara

5, JIHHECT 3Be3I[I/I“, 3a Ja I/I,Z[eHTI/I(I)I/II_[I/IpaT CBOCTO YHUKAJIHO HUBO Ha Ka4€CTBO.

e Premium — Cnenpauyre B KiacalusTa ca MPEMUYM MapKUTe, KOUTO IpejjaraT Haj
CpeIHUTE KOJMYeCTBa XpaHa, YCIYTH U yA00CTBa, BKIIOYUTEIHO TONSIM Opoi BHHITHH
KatoTu ¢ OanmkoHu. Te3w Kpyu3HU TUHUHM UMAT 3a Led Ja Ce XapecaT Ha ITUPOKU
BB3PACTOBHU TPYIH, KATO OCUTYPSBAT pa3HOOOpa3ne OT aTpaKIIMK 3a Jella, MIaJau Xopa
Y BB3pPACTHU, 3a€JIHO C IIMPOKA Tama OT 3abaBieHus. [IpemMmuym MapkuTe, ChIIO KaTo

JIYKCO3HH JIMHWH, UMAaT BUCOKO CbOTHOIIICHWEC HA IPOCTPAHCTBO CIIPAMO BCCKU ITbTHHUK.

e Resort _or_Contemporary — CbBpEMEHHHTE MapKH Ca €KBHBAJEHT Ha ,,IIJIABAIH

KypopTH® ¢ KarmauuTeT oOXBallalll Cpe/ieH IIaBaTeieH ChJl 1O Hali-HOBUS MeraiaiHep
WIM MerakpyuseH kopad. Te3um KopaOu OcHUTypsiBaT HIMPOK H300p U CTOMHOCT ChC
ChbBpEMEHEH Ju3aiiH. YnoOcTBara Ha Gopja ca pa3HOOOpa3HU M YECTO BICUATIISIBALIM:
KaTo JieZIeHa Tbp3aJika, roji() UrpuIlle WK CTeHA 3a KaTepeHe U Ipyru. J{peckoabT Moxe
na 6b1e 1 HeOpeKeH, BBIIPEKU Y€ BCE OIIE ChUIECTBYBAT Bb3MOKHOCTH 32 MbTHUIUTE

Ja Ccc o0Iuar O(I)I/II_II/IaJ'IHO 3a rajia BEUCpuTe.

e Niche or Speciality - Humm wnm crienmaiu3upady KpyrusH, KOUTo ce (poKycupar BbpXy

cnenuguUeH acmnekT Ha Kpyusa. Hampumep Moxke na ce QoKycupar BBPXY

JIECTUHAIMNTE, 32 J1a ce pa3padOTH YHUKAJIEH M MO-pa3inueH NpoAyKT. Te3u BumoBe

9 Spartan Travel, 2005, Cruising styles, http://spartan.travwell.net/cruises/ choosing/style/
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KPYHU3HH KOMIIAHMM Ca CIEUUAJIUCTH B CBOMTE OONAaCTH, Karo KyJITYpHH
MHTEPOPETAIMK, TPHUKIIOYEHUS WIM pa3IuyHU JEWHOCTH 3a o0orarsiBaHe Ha
JU4YHOCTTa. Te3n KpyuM3HM KOMIIAHMM C€a HACOYEHUM KbM  IIO-OIMTHUTE

IBbTCHICCTBCHUILIN.

o Value or Traditional - BromxeTHUTE WIN CTOMHOCTHU MapKu OOMKHOBEHO H3IIOJI3BAT

CpPEHO TOJIEMH, PEHOBHPAHH, ITO-CTAPH KOPAOH C IMO-MAaJKO ChOPBKCHHS M aTPaKIUH
OT HOBHUTE MerakopaOu. To3W MPOAYKT HYECTO Ce€ BB3MOJI3BA OT IO-HUCKUTE
KoepHUIIMEHTH Ha HaeMaHE Ha IEPCOHAJN, KaTo H3IOJI3BA, HAIPUMEp OIIUU 3a
caMooOCIy’)kBaHE B OCHOBHUTE MecTa 3a xpaHeHe. Kopabute 0OMKHOBEHO ca
KJIACHMYCCKU IIPOCKTHPAHU W JOKATO HNPOAYKTUTEC Ca HKOHOMHUYCCKH HU3IrOAHH,
BB3MOKHOCTHTE 32 U300p U IbTyBaHE MPABAT Ta3u popMa Ha IMOYMBKA MPUBJICKATEITHA

34 OHE3H, KOUTO Ca CPAaBHUTCIHO HOBHU B KPYU3HUTC H’bTYBaHI/ISI.lO

Ta3u Touka pasmiexkaa nepcoHajga M OpraHU3alMOHHUTE CTPYKTypU Ha IEepCcOoHala,
KaKTO U ChI'BTCTBALIUTE IO POJIM U OTTOBOPHOCTHU Ha 0Op/a Ha Kpyu3HHUTE Kopadbu. Pasrexnar
ce posiATa Ha OOCHyXBalllis OpraH W ONMCAaHME Ha OTJeNa 3a XOTEJIICKH YCIyIH, 3a Jla ce
pazbepat npaBusaTa U 3HaUEHUETO Ha B3aUMOOTHOIIEHUATA ¢ YOBEIIKUTE pecypcu. [TondopsbT
Ha IIEPCOHAJI € CIIOKEH BBIIPOC 3a KpyU3HUTE onepaTopy. CrienuanHo BHUMaHUE C€ OTAEI Ha
MEXaHU3MHUTE, KOMTO ChHIIECTBYBaT 3a pa3BUTHETO Ha MEpCOHaja W 3a CHaOAsgBaHETO ¢
KBaJM(HUIMPaH, MOTyKBATU(GUIMPAH U HEKBAIM(DULMPAH MEepcoHall Ha OTJeNa 3a XOTEJICKU

YCIIyTH.

Pasnuynnte KpyuM3HHW KOMIIAaHWUU pa3nojaraT ¢ GIOTHIMK OT KOpaOu C pa3iuyHU
Kiacu(uKanuy 1 HUBA Ha JyKc. JIykco3HHTE KOpabu OOMKHOBEHO IpeJyIaraT Mo-BUCOK KJIac
YCIIyTH M yIoOCTBa, KOETO ce OTpa3sBa Ha 1eHara. Regent Seven Seas Cruises, Hanpumep, €
M3BEeCTHa ¢ mpesiaraHero Ha "all-inclusive" kpywsw, KbAETO II€HATa BKJIIOUYBA BCHUYKO - OT

HAIMUTKUTC 10 CKCKYP3UUTC.

KpyusHuTe TMHUYN W3M0I3BaT pa3InYHU CTPATETUU B IIEHOOOPa3yBaHETO, BKIIOUUTETHO
JMHAMUYHO IIEHOO0pa3yBaHe, paHHH 3allMCBaHMs, JIOSUTHU IPOTPaMM U CHIEIMAITHU 0pepTH 3a
onpenaeneHu rpynu. Hanpumep, MHO3MHCTBOTO KPyU3HU JIMHUU NPEAJIaraT OTCTBIKHY 3a pAHHU
3allUCBAaHUA, KBJETO IBTHULUTE, KOUTO PE3EpBUpPAT KAIOTH IPEIBAapUTENIHO, MOrar Jia ce

BB3I0JI3BAT OT [TO-HUCKHU IIeHH. [leHooOpa3yBaHeTo Ha KpyU3HUTE IPOAYKTH € OamaHCUpaH akKT,

10 Gibson, P., 2019, Cruise Operations Management, Routledge Taylor & Francis Group, Chapter 2 Selling
Cruises and Cruise Products,
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KOMTO HW3MCKBAa BHUMaHUE KbM MHOXeECTBO (pakropu. CrpaBsHETO C KOHKYPEHLHUATA,
YAOBJIETBOPSIBAHETO HA HYKIUTE HAa pa3HOOOpa3HaTa LieieBa ayAUTOPHS U MPEJOCTABIHETO HA
CTOMHOCT 3a MapUTE ca KJIIYOBH €JIEMEHTH 3a YCIIEHIHOTO IO3ULMOHHMpPAHE HAa KpyHu3HaTa
JTUHUS Ha ma3apa. To3u mpolec Ha [eHooOpaszyBaHe He caMo onpezens (GUHAHCOBHS yCIieX Ha

Kpyu3HaTa KOMIIaHHWs, HO U BJIMAC HA YAOBJIICTBOPCHOCTTA U JIOAJIHOCTTA HA ITbTHULUTE.

To3u ananuz npedocmass 0CHO8AMA 3a pazdupare Ha pasHo0OPA3Uemo U CIOHCHOCMMA
HA KpYU3HUSL MYPU3bM, KAKIMO U HeoOX00uMocmma om epekmusHo ynpasieHue u opeaHu3ayus

3a ocucypieaHe Ha HenoBMOPUMO MYPUCMUUECKO NPENCUBABAHE.

B 0606wenue mooice 0a ce zaxnmouu, ue Osxa pasenedaHu paziuyHume HA4UHU 3d
Kameeopusupane Ha kpyuzume. Tesu knacuguxayuu ce basupam Ha pazHooopa3Hu Kpumepuu
Kamo npoowbIAXCUMENHOCH (KPAMKOMPAUHU, NPOOBIAXCUMENHY), Yeau U MOMUBYU (K1ACUYECKU,
cneyuanu3upanu) u Hu8o Ha JIyKc (contemporary, premium, luxury). bewe npeocmasena u
MUNUYHAMA  OP2AHU3AYUOHHO-YAPABIEHCKA CMPYKmypa Ha 60opoa Ha KpyuzeH Kopao,
BKIIOYEAWA OCHOGHUME OMOENU, POIume U OMeo8OPHOCMuUmMe Ha Kouosusi nepcona. Tosa
dade sACHa npedcmasa 3a ClOJdCHOCMMA U mawada Ha onepayuume, HeOOXOOUMU 3d

ocuzcypAaeane Ha Ka4yeCmeero KPYU3HO NnpesCueieaHe.

1.3. MPO®UN HA NMOTPEBUTENTIA HA KPYU3HUA NPOAYKT

[IpopunbT HA mnoTpedUTENUTE 3a KPYU3HM MPOAYKTH € pa3sHooOpazeH U ce
XapakTepu3upa OT pa3IuyHU KiIacu(PUKAMOHHN KpuTepuu. OT MapKeTHHIOBa IVIe/lHA TOYKa,
pa3bupaHeTo Ha BUJOBETE MOTPEOUTENH, TEXHUTE MU3UCKBAHUS M NMPEIINOYUTAHUS € KIHOUYOB
€JIeMEHT 3a yCIelIHaTa CTpaTerusi Ha KPyW3HHTE KoMmIaHuu. B wu3cienBaHeTto mie Obaar
NpeaACTaBCHU BOACIIUTE KPYHU3HU KOMIIAHHWH, KOUTO Ca Haﬁ-Hpe)IHOIJI/ITaHH cpea 6Lnrapc1<m[

norpeouTer.

PaznuyHuTe KpyM3HHM KOMITAHWU IpeajaraT pasHoOOpa3HU YCIYTH M IpPEKUBSBAHUSA,
KOMTO BJIMSIAT HA HUBOTO HA YIOBJIETBOPEHOCT HAa KIIMEHTUTE. ETO HAKOM OT BOACIINTE KPYU3HU
KOMIIAaHUM M KJIIOYOBHM aCIEKTH HA TEXHUTE MPEIJIOKEHUS, KOUTO OKAa3BaT BIMSHUE Ha

MOTPEOUTEIICKOTO YIOBJIECTBOPCHHUE:

Tabnuya 2. Yooenemeopenocm na KpyusHume nacajicepu Cnpsamo KpyusHume KOMNAHUU U

mexHume y0006cmea
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Kpyusna

KOMIIaAaHUHA

Costa

Cruises

MSC

Cruises

Carnival
Cruise

Line

Royal

Caribbean

OcHOBHH

npeaumMcrea

Cuiina
UTAIMAHCKA
atmocdepa,
pazHooOpasue
OT KyIATYpHH

CKCKYp31UUu

ITo-Bucoku
IICHH,

MozepeH (ot

3abaBHU u
JOCTBITHA
KpyH3Hu
PaznooGpasue

OT aTpakiuy,
WHOBAIUH,
ceMeNHN

yno0cTBa

Huso Ha

YAOBJIETBOPEHOCT
(omeHka oT

norpeduTeINTE)

*k Kk et (3.8/5)

*k kK e (4.2/5)

*k kK (4.3/5)

*k kK ¥ (4.5/5)

Yeayru "

yr100cTBa

Hrannancka
KyXHS,

HACOYECHOCT KbM
KyJITYpHH u

HUCTOPUYECKHU

o0exTr

Hrannanckm cTui,
pPECTOpaHTH,
pasHoOOpa3ue OoT
MapuipyTH B
CpennzeMHO

Mope, 3a0aBlieHus

MHOxecTBO

aTpaKIuu 3a
BCHYKU BB3PACTH,
dokyc BBPXY

3a0aBJIeHMs U 1Oy

IPOrpaMu
PasnooOpazue ot
peCTOpaHTH,
WHOBATUBHU
aTpakiuu KaTo

HN3KYCTBCHU BBLJIHU
3a CbpQUHI, IOy
IIpOrpaMu, CTE€Ha

3a KaTepeHe

IleneBa

ayIuTOpus

EBponeiicku
TYpHUCTH,
KyJITYpHU
II'bTEHIECTBEHUIIM,

MJIaI CEMENCTBA

CemeiicTBa,

JIBOMKU, MIIaJCKU

CemeiicTBa,
IIbPBOKPYU3HU

MOTpeduTeNnu

CewmeiicTRa,

ABAaHTIOPUCTH
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Norwegian Cgobona npu kkkk%* (4.6/5) I'bBKaBoCT npu  Mnagexu,

Cruise nu3zbopa Ha XpaHeHe, JIBOMKH, aAKTHBHHU

Line XpaHa, MHO>KECTBO IIbTEIICCTBEHHUIIH,

(NCL) 00JIeKII0 u 3a0aBJICHUS Ha COJIO IIbTyBalU
JneiHoCTH oopna

("Freestyle

Cruising")
Celebrity  Jlykco3uu *kk k¥ (4.7/5) Bucokoknacuu Jlykco3uu
Cruises yCllyTd,  1o- pecTopaHTH, cHa MI'bTEIIECTBEHULH,
BHCOK LIEHTPOBE, JBOMKH Oe3 nena
CTaHaapT HepCOHATM3UPAHU

YCIIyTH

Hsmounux: Aropoa tabmuna no Cruisecritic.com — Choice Award Category

Tazu Ta6nnua IIOKa3Ba KaK pa3JIMYHUTEC KOMIIaHHWU OTrOBapsAT HA HYKIAUTC HA Ppa3IMYHU
TUIIOBEC TYPHUCTH, KAaTO YAOBJICTBOPCHUCTO HA KIHWCHTHUTC Bapupa B 3aBUCUMOCT OT

npeJiaraHuTe y1o0cTBa u onuTa Ha 6opaa.

Kakro Beue Oerie oTOemns13aH0, pa3pacTBaHETO M CHIIHATA KOHKYPEHIIMSI B KpyH3HATA HHIY CTPHS
MpaBsT KpyHU3HATaA [MOYMBKA MO-A0CTHIIHA, C BXKHH MOCIEANIIN U CIEACTBUS OT JieMorpadcka
IJIE[IHA TOYKA, OTPA3€HU B MOpPEAMIIA OT IPOMEHH B ChCTABA, IOBEICHUETO U HACTPOCHHUETO Ha

IIO-MJIaHUTE U BCC IO-aKTHUBHU KIIMCHTH.

Jemorpadckute 0coOEHOCTH Ha Ma3apa Ha Kpyu3u ce IPOMEHST C HOBUTE U3UCKBAHUS
Ha Obp30 pa3BUBALIUTE CE€ CBETOBHU U COLMATHU MpexH. [Ipe3 mociaeqHure roquHu cperHara
BB3PACT Ha IMBTHUIMTE, KOUTO M30UpAT KPyHU3HO ITbTYBaHe, € CIaJHaja cpel TypUCTUTE OT
crpanute CeBepHa Amepuka, EBpora W pa3BUBaIIUTE Ce€ a3MAaTCKUA Tbp)KaBHU, KOUTO Ce

HHTCPECCYBAT OT XapuC€HC Ha JOXOAUTE CU B JIYKCO3HU BaKaHIIUU.

Tpa,Z[I/II_II/IOHHO nmas3apspT € Oun enuTeH KJIaC, ChCTOALL CC MPCAUMHO OT BB3PACTHU U
IMCHCUOHEPH CBC cTaduiIeH A0X0d, HO 3a MJIAAOXKCHOUTEC CBINO CE IMPEBPHhINA B JIYKCO3CH
BApHAHT 3a I'bTYBAaHC U IMOYMBKA. LIpes nopeajiarane€To Ha 6IOI[)K€THI/I ITIOYMBKH, BCC IIOBCYUC U
IMOBCYC XOpa, CC€ HHTCPCCYBAT OT TaKHBa O(I)epTI/I. Toma e OIITUMHUCTHUYHO, 3allOTO TakKa

KpYH3HAaTa MHAYCTPUS 1€ MOIbPKa YBEJIMUaBaHe Ha 3a€TOCTTA M ObJeniaTa JOXOIHOCT.
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B pa3inyHu HOEPUOAWYHHM aHaAJIM3UW Ca IMPECACTAaBCHM aHallu3h 3a HarlaCuTe Ha
IIOTCHIMAJITHN HOTpGGI/ITGHI/I Ha KPYH3CH IMPOAYKT, Bb3 OCHOBA Ha KOMUTO HUC MOKEM Ja OTKPOUM
OMpeaAciCHU TCHACHIHWU. Kouto TenaeHum na 6’bI[aT MU3BCACHNW B MOJCJIa — KarajJor 3a
npeajiarane Ha MHOBAaTHUBHU U THPCEHU OT HOTpe6I/IT€J'I$I KPpYU3HHU IIPOAYKTH. B Ta3zu BPb3Ka B
HacToAuA Tpyd C€ HU3BEKIAT aHajlu3u Bb3 OCHOBA Ha CTAaTUCTHYECKHM OaHHH OT

MEX1yHapOIHU aCOLUALUU.

B perpocnekius Moxe Ja U3BEAEM CIEIHUTE JaHHU CIOpEI CTaTUCTHKATa,
npenocTaBeHa oT MexayHaponHata acornuanus 3a kpyusau nuaun (CLIA) npes 2004 1., u B3
OCHOBA Ha Mpoy4BaHe, MpoBeaeHo B CheauHeHuTe martu 1 O0eIMHEHOTO KpalcTBO, 97% ot
KpYU3HHUTE I'bTHULIM €A Ha 25 FOAMHU WM [TO-Bb3PACTHH, ¢ roauiHu goxoau Hax 40 000 USD
+ , B CEIMEHT, KOWTO MpeacTaBisiBa okoio 44% ot obmiara amepukaHcka momynanus. U B
CHOTBETCTBHUE ChC CHIIOTO MPOyUYBaHE, AeMOTpadCKUIT MPOQUI HA CPETHUS IBTHUK 32 KPYHU3
CBhOTBETCTBA Ha 55-roJUIIHO 00pa30BaHO JIUIE C YHUBEPCUTETCKO 00pa30BaHUE, )KEHEHO, 3a€TO

u ¢ roauiieH goxox Haxa 75 000 USD.
ITpe3 2008 1. CLIA npemiara ciennust mpoduil Ha CpeIHUs KPYHU3EH IMbTHUK:
e IlpeobmanaBamu Oenu / kaBkasku (93%) nuna.
e Oxkomno 46 ronumnu (ot 49 nipe3 2006 1.).

e Jlobpe oOpa3oBanu, ¢ 65% OT 3aBbpIIMINTE KOJEK U 24% OT 3aBbPLIMIUTE BHUCIIE

oOpa3oBaHue.
e 83% ca xeHeHu.
e 58% paboTAT Ha IBIHO PAaOOTHO BpEME.
e Cpennust noxon Ha JoMakuHcTBaTa € okoso 90 000 USD.
e [IpTyBar Ha KPyW3 Ha BCEKH TPHU TOJMHH CPEJ] OCTAHAINTE TP BUJIA TOAUTITHH TOYHBKH.

Cnopen craructukara, myonukyBaHa ot CLIA, okono 15% oT 001moTo aMepukaHcKo
HaceJeHHue e MbTyBajo Hikora u 7% 10 8% ca ro HampaBWIX Ipe3 MOCIETHUTE TPU TOIUHHU.
ToBa o3nauaBa, ye 85% OT aMEpUKAHCKUTE TPaKAaHU HUKOTA HE ca MpEANnpUeMalid Kpywus,
KOETO MPEACTABIISABA 3a0€JICKUTEIICH BH3XOIAI] MOTSHIIMAI 33 TO3HM CEKTOp. 3a HalllaTa CTpaHa

HE € IPAaBEHO MOJ00CH THII TPOYyUBaHE.
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B wmapkeruHra mno OTHOIIEHHWE HAa KPYU3HHUTE MOTPEOUTENH, TYpPUCTUUECKUTE
MEHHDKBPH TpAOBa Ja ce choOpa3sBar C BIUSHUETO HA PA3IMYHHUTE KaHAIM 32 WH(pOopManus
10 TOBOJ M300p Ha KPYM3HO MbTyBaHe. VIMa HSKOJIKO u3mMoYHUKA C TMPOMEHJIMBO BIIUSHUE

BbPXY TYPUCTUTE, KOTATO C€ OOMHUCIIS HIESTA J]a C€ HAIIPaBH KPYHU3:
e OrycraHaycra (45%);
e IInardopmu xaro TripAdvisor;
e Commamau mpexu karo Facebook, Instagram, Pinterest, YouTube;
e JKemanuero Ha cprpyra (38%);
e VYe0 caiiTtoBe mpoMoTHpaIy gaaeHa aectuHaims (38%);
e Jlbaro pasmiexaaHa uaes 3a KpyusHo mbryBane (37%).

[TpouechT no B3eMaHe Ha pELICHKE 3a ITOKYIKa Ha TYPUCTUYECKHU IPOLYKT WM yCIyra
€ MHTEJIEKTYyaJeH IICUXOJIOIMYECKH Ipoliec, KOWTO 3aBUCH OT MOTPEOHOCTUTE U (POPMHUPAHOTO
OTHOILIIEHWE Ha MOTPeOHUTeNss BCIEACTBUE OT THUMNA JIMYHOCT, (AaKTOPUTE HaA cperara H
MapKeTUHIOBUTE HacbhpueHus. KymyBaubT npeMuHaBa Ipe3 TO3M IPOLEC E€XKEIHEBHO H
MHOTOKpAarko, B pE3yATaT Ha KOETO HaTpylBa ONMUT M (opMHpa OIpelesieH CTHI Ha
noTpeOuTencKko nopeaeHre. OMUTHT OT CBOS CTPaHa JaBa OTPAKEHHUE MEK/Y OTHOLIEHUETO Ha
MHJMBHJIA KbM OpraHM3alyATa, Mapkara U HpOAyKTHT. DOPMHUPAHOTO M HENMPEKBCHATOTO
MIPOMEHSIIOTO C€ OTHOIIEHNE U CTWIIBT Ha NMOTpediieHNe ca OCHOBA 3a (OpMUPAHE U TPOMEHU

B MApKCTUHTOBATA CTPATCTHA HAa OpraHUu3anusTa.

Kak mnoreHnmanHuTe KymyBadd W TOTPEOMTENM IIe BB3IpHeMar W 00paboTBar
HAChPUYCHMSTA, 3aBUCH OT PEAMIA JIMYHA W couuanuu ¢aktypu. Ha mbpBO MsACTO TOBa €
JUYHOCMHama (unousudyaina) momueayus. Jluunocmma na nompebumens 00001aBa
BBTpEIIHUTE (aKTypu 3a TIOBEACHUETO TNpU ToTpeOieHre. ToBa ca HHIMBUIYATHUTE
pa3IMyYHKsI Ha KYMyBadWTE W TICUXOJOTHYECKHUTE MPOILECH, MPOTHYAIM MPH B3EMaHETO Ha
peleHue 3a MoKynKa. B ocHOBaTa Ha MHIWBUAYaTHOCTTA MIPH MOKYIKATa ca AeMorpadckure
XapaKTePUCTUKA Ha TMOTPEOUTENs, IIEHHOCTH M 3HAHUATA My, CTHUIBT MYy Ha J>KUBOT W
notrpeOliecHue, KakToO W MpelcTaBaTa My 3a CAMHUAT HEr0 MU CaMOBB3IPUEMAHETO MY.
He3zanoBoneHuTte HY KM ca IBUXKEIaTa MOTHBAIIHS 3a TOTPEOUTEIS, KOSTO 3aIeHCTBa Ipolieca
3a 00paboTka Ha mH(MOpMAITUATA - BE3NPHUATHS, HaydaBaHe U popmupaHe Ha yoexaeHue. BpB
BCSAKA CUTyallMs Ha MOTPEONICHUE MO BIUSHUETO Ha Te3u 4 Tpynu (GakTypu, WHIAUBUIBT

U3rpaxia OIpPEENICHO OTHOIIEHHE KbM OpraHu3alusaTa, MapkaTa W/uian npoaykra. Karo
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pesyarar ot GopMHUPaHOTO OTHOLIEHHE, HyXk/aTa ce (opMHpa KaTo KOHKpeTHa MOTPEOHOCT U

JKCJIaHUEC OT CTpaHa Ha HOTpGGI/ITeJISI, KOHUTO I'O IMOATHUKBAT Ja B3CMEC PCIICHHUC 3a IOKYIIKA.

B ocHoBara Ha MoOTHMBamusATa 3a BCSAKa TIOKyINKa CEOM HAAEKAaTa, KOATO €
(DU3HONIOTHYHO U TICUXOJIOTUYHO CHCTOSHUE, MPUCHINO HAa yoBeka. OOMKHOBEHO HYX/JaTa Cce
[[e(l)I/IHI/Ipa KaToO BPOACHO YYBCTBO Ha HCAOCTUT UJIN U3JIMIIBK. Td e cbecTOIHUE HA JUCOHAHC U
¢ 6a3oBaTa MOTHBHpAIIlA CHJIa 32 OTpeieNieHo aericTBre. Korato Hyxaara npueme cienuuana
dbopMa B CHOTBETCTBUE C KYJITypHOTO DPAaBHHUIIEC W JIMYHOCTTa HA WHAWBHIA, TS CTaBa
noTpeOHOCT — CBhCTOSIHME Ha OCh3HATaTa JIMIICA HAa YJAOBJIECTBOPCHHME, OCbh3HATATa

HEOOXOIMMOCT ¥ IBMKEIIATa CHUJIa 32 MOTPEOUTENICKOTO TOTpeOIeHHE.

Hyxnute Bb3HMKBAT U ChLIECTBYBAT OOCKTMBHO M HE3aBUCHMO, KaTO MapKETHUHI'BT HE €
NpU3BaH Ja I'M cb3jaBa. [Ipuchllo 3a HEro € Bb3 OCHOBA HAa WM3y4aBaHE HA HYXAUTE U
U3Ccle/IBaHE HA MOTPEOUTEIICKUTE JKEIaHUsl 1A BIIMSAE BbPXY HA4MHA, BPEMETO U MSCTOTO 3a
IIPOSIBJICHUE HA HYKIWUTE W HA NPEANOYMTAHMATA 3@ TSIXHOTO YAOBJIETBOPEHME. 3ajadara Ha
MapKeTHHra € Jia BIuse BbpXy (hopMmara U HauMHa Ha MposBIeHUE Ha norpeOHocTuTe. Orre B
HauanoTo Ha XX Bek npodecop Kypt JIeBuH o0scHsBa cuiata Ha MOTHBALIUTA ChC CTEIIEHTA
Ha HacHIllaHe IpU 3aJ0BoJsiBaHE Ha moTpeOHoctute. Ilpu mpomakOure MoTHBaLMsITa Ha
KyIlyBaya C€ CBbpP3Ba C PABHUUIETO HAa NPETEHUUUTE M CBBP3AHHUTE C TAX HANPEKEHUS.
PaBHMIIETO Ha MNpETEHLMHUTE C€ MpOsBABA B M3UCKBAHMATA HA KpallHUSA KylyBad KbM

npoaykra/mapkara. !

Kamo o0606wenue mooice oa ce xasice, ue beule HANPAGeH AHAIU3 HA XAPAKMEPUCTNUKUME
Ha KpyusHume mypucmu. Pazenedanu 6saxa oemocpaghcku ocobenocmu, momusayuu 3a
nvmyeane, NPeOnoOYUManUsl KoM 0eCMUHAYUU U 8UO08e KPYU3U, KAKMO U (hakmopume, 81useuu
evpxy mexnus uzoop. I[loouepmano Oewie, ue npouivm Ha KpyusHus nompeobumen e
OUHaMU4eH U ce pazeusd, Kamo ce HabI0asa Hapacmeaw uHmepec om CmMpaHa Ha NO-mMaaou
U NO-aGKMUSHU MYPUCIU, KAKMO U NOBUULEHO MbPCEeHe HA NePCOHANUUPAHU U YCTNOUYUBU
npexcueasanusl. AHanuzupanu u cpagHenu 0axa U OaHHU OM MeXCOYHAPOOHU ACOYUAYUU Kamo
CLIA, xoumo ouepmagam axmyaiHume mMeHOEHYUuu 6 NOMpeOUMenICKOmo nogeoeHue,
BKIIOUUMENHO HAPACMEAWUs OOl NbMYBawU 3a NbPEU NbM U UHMepeca KbM eKCneOUyUoOHHU
U memMamuyHu Nemysanus. 3an0d4cenama 3a0aia 6 Havaiomo Ha OUCEPMAYUOHHUL MPYO — 0a

ce 060cobsm u omKposm npoguiume Ha nompedumenu Ha KpyuzeH npooyKkm, Onpeoeisuju

1 Swarbrooke, J. & Horner, S., 2007, Consumer Behaviour in Tourism, Routledge

31



cvomeemHume meHOeHyuu 6 nompeoieHuemo bewe UNbIHeHa U NOOKPEeNneHda ¢ Nnpumepu.
Baoicno e 0a ce noouepmasm menoenyuume Ha NPOMAHA 8 NPODUNA HA KPYUSHUSL nompedumen
om 2019 2. cnpamo 2024 2., 3a 0a modce myponepamopume 0a ca 3aNO3HAMU C MAX, 04 2U
PA3no3HA8AmM U 0a 2u CeLeKmupam u 6Heopsm 6 mAXHOmMo nPooyKmoeo npediazaue. I1o mosu
HauuH u3oupam mexuusi NPOOYKMo8 NpoQui om 2ieOHama moyka HA MsAXHAma 6usus 3d

paseumue Ha Komnasusima.

Cneo kamo be uzsicHeHa CbuHOCMMA, Kidacugukayusama u nompeoumenckus npopu. 6
KPYU3HUSL MYPU3LM, 6 CLed8auama 21ded asmopvm ce (oKycupa 8bpxy npeoideaHemo om
cmpana Ha myponepamopume. Ille ce pazeneda maxwama OeuHocm, NOAUMUKA U
Kaacugukayus, we ce aHauiu3upa Kax me no3uyuoHUpam Kpyusnume npooyKmu Ha nasapa u
we ce pazeneda 8 Oemaillu CMPYKmMypama u KOMHOHEHmume HA NAKemHume KpyusHU

NnpoOyKmu, KOumo me npeoiazam Ha Ovja2apcKume nompeoumenu.

B nvpea enasa na nacmosawus mpyo beuie Hanpager 3a0vbi00YeH npe2ied Ha KPYUsHUs
Mypu3vM, Kamo ce 3an0YHa C U3ACHABAHE HA He208amd CbUWHOCM U OCHOBHU OCOOEHOCMU.
Vemanosu ce, ue Kpyusnuam mypusvm npedcmasisied YHUKaiHa Gopma Ha nbmysaue, Kosmo
KOMOUHUPA MPAHCNOPM, HACMAHABAHE, XPAHEHe U PAa36iedeHuUs 6 eOUH UHMeSPUPaH npooyKm.
Iloouepmanu  0sxa KIOUOBU NPEOUMCMBA KAMO  CHOMHOWEHUEMO KA4ecmeo-yeHd,
Y0006CcmB8OmMo Ha pa3onaKosane camo 8eOHbIIC, PAZHO0OPA3UENO OM 0eCMUHAYUU U OeliHOCMU,
KAKmo U  8b3MONCHOCMUME 34 CceMeeH Omoux, 00pa306ameiHu U NPUKTIOYEHCKU
npeoscussiganus. Ilpocnedena bewie u ucmopuyeckama egonoyus Ha KPYUHama uHOycmpus,
Om HellHume HAYAIHU CMBAKU KAMO MPAHCHOPMHO CPEOCMBO 00 NpPespbUiaHemo i 6
nonyusipen uz00p 3a 6aKAHYUA, XApaKxmepusupawj ce ¢ UHOBAYuu U aoanmupane KoM

npomeHawume ce NOMpeoUmMencKu HyHcou.

BTOPA TAABA
[MPOAYKTOBO MPEAAATAHE HA TYPOTEPATOPUTE

Bropara miaBa ce ¢okycupa BbpXy MpPOAYKTOBOTO MpeiaraHe Ha TYpOIEpaTOpHTE,
aHaHHSHpaﬁKH TAXHaATa HeﬁHOCT, IIOJINTHKA, KJ'IaCI/I(i)I/IKaHI/ISI, HUKOHOMUYCCKHU IPHUHOC H
MIPOIYKTOBO TIO3MIIMOHUPAHE, KAKTO U CTPYKTypara ¥ KOMIIOHEHTHTE Ha MAKETHUTE KPYHU3HU

MIPOLYKTH.
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2.1. OEWHOCT, NO/IMTUKA U KNACUOUKALMA HA TYPOMNEPATOPUTE U
TYPUCTUYECKUTE ArTEHL N

B Typuctrueckara WHIYCTpHS OCHOBHA TIOCPEIHHMYECKA POJIS WIrPasT JiBa BHUAA
opraHuzanuu: mypucmuuecku azenyuu (travel agency) u myponepamopume (tour operator).
HapacTBa ponsra 1 Ha pupMHUTE OT HOB THUII, 3aHUMABAIIU CE C OKA3BAaHETO HA pe3ePBAIIMOHHU
ycayru. TypucTudeckara areHIUs € 4acTeH ThProBel Ha JpeOHO WM OOIIecTBEHa yciyra,
KOSITO TIPEIOCTABS TYPU3BM, CBbpP3aHA C YCIYTH 32 OOIIECTBEHOCTTA M TPAXKIAHUTE OT UMETO
Ha JIOCTABYMIIM HA YCIIyTH KaTO aBUOKOMIIAHHH, KOJIM T1OJl HAeM, KPYH3HU KOMITAaHUH, XOTEJIH,
XK.II. IMHUYU. B nonmbiaHeHne KbM paboTara ¢ 0OOMKHOBEHUTE TYPUCTH ITOBEUETO TYPUCTHUCCKU
areHIMM MMaT CaMOCTOSITENICH OTIEIN, 3aHMMABAIll CE C ITbTYBaHHSTA 32 OM3HEC IMBTHUIIH, a
HSIKOM TYPUCTHUYECKH areHIUH Ce CIIeIUaIN3upaT caMo B THPTOBCKU U OM3HEC MbTyBaHus. MMa
Y TYPUCTHUYECKH areHIIUK, KOUTO U3IIBJIHSABAT (PYHKIMITA HA OOIIM areHTH IO MPOJaKOUTE 3a
Yy)KJIECTPaHHU TYPUCTHYCCKU KOMITAHWHU, KOETO MM II03BOJIsIBA Jla UMAT O(UCU B CTpaHH,

Pa3JIM4IHU OT TCXHUTC, HJIM KBJACTO CC HAMUPA LICHTpAJIaTa. 12

OcHoBHaTa (I)YHKI_[I/IH Ha TYPUCTHYCCKATAa arcHiusA € Ia Uurpac poJjidTa Ha arcHT 34
npoz[a>K6a Ha TYpUCTUYCCKU MPOAYKTHU U YCIIYI'U 3a CMCTKa Ha JOCTaBUUKaA. CJ'ICI[OB&TCJ'IHO 3a
pasjiika OT APYIrd TbPrOBCKHU O6CKTI/I, TC€ HC NOAABPKAT HAJTUYIHOCT. IlakeTHaTa MOYMBKA UIIN
oujer He € 3aKyI€H OT AOCTAaBYMKA, OCBCH aKO a0OHATHT HE U3UCKBA HAUCTHHA IIOKYIIKa.
[TounBkata UM OWIETHT Ce npoaaBa KbM TAX C OTCTBIIKA. [Teuanbara CJIICOOBATCIIHO €
pas3jinkara MEXAYy oOsiBeHaTa HOCHA OT TYPUCTUYCCKATA arcHus, KOATO KIMUCHTHT IUIalNa U

HaMaJiIeHaTa Ii€¢Ha, KOsJATO IS obae npeaoCTaBCHa Ha arcHra.

B mHOro crpanu Bcuuku (puznyecKd aMua Wik GUPMH, KOMTO MpoJaBaT OMIIETH, Ce
M3UCKBA J]a Ob/1aT JIMIIEH3UPAaHU KaTO TYPUCTUUECKU areHTH. B HAKOU CTpaHu aBUOKOMITAHUHTE
ca COpend Ja J1aBaT KOMHCHOHA 3a TYPUCTHUECKHTE areHIuu. ETo 3amo TypucTHYecKHuTe
areHIuu ca MPHUHYJEHHU Ja CbOMpaT MPOLEHT KaTo MPEeMUs WK CTaHJapTHa (UKCHpaHa Takca
3a BCsiKa mpojax0a. Berpeku ToBa HIKOM KOMIIAHMM BCE OILE J1aBaT MPOIICHT, ONpPEACIIeH 3a
nponaxoa Ha TEXHUS MPOAYKT. [ 0leMHUTe KOMITAHUUTE TypOIIepaTopy MOorar Jia CH MO3BOJIAT Ja
HaIpaBsIT TOBA, 3aIII0TO aKO TE MPOJABAT XWJIAIM MbTyBaHUsI Ha IIO-HUCKA IIeHa, BCE TaK 3a TIX

e € MHOIo no-)106pe, OTKOJIKOTO aKO T€ CaAMHTC IPOoJAaBaT CTOTHHA I'bTYBaHHA C IMO-BHCOKa

12 Buhalis, D., & Costa, C., 2006, Tourism Business Frontiers: Consumers, Products and Industry, Routledge
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craBka. To3u mponec O6J'Ial"O,Z[CTeJ'ICTBa " ABCTE CTpaHU. C’BI_HO TakKa € I0-€BTHHO Aa Impeajarar

KOMHCHOHHU 3a TYPUCTHYCCKU aIrCHTHU BMCCTO J1a y4aCTBAT B CKbIIM PCKIIAMHH KaMITaHHWH.

TypuCTHYECKUST areHT TpsAOBa Ja MPEIJIoKH OS3MPUCTPACTEH CHBET 3a ITbTyBaHE Ha
KJIMeHTa. BeIpeku ToBa Ta3u QyHKIMS MOYTH U34Ye3Ba C MACOBUS Ta3ap Ha MAKSTHH ITOYUBKHU
Y HSIKOU BEPUTW areHIMU pa3paboTBaT KOHIEMIUATA 32 ,,CYyTIEPMAPKETH 32 MMOYHUBKA*, B KOUTO
KJIMEHTUTE U30UPaT CBOSATA ITOYMBKA OT OPOIIYpH U CJIe TOBAa MOTAT Ja s MOPhYAT HA arcHTa.
Tam ce ochIecTBABA U MPEAJIaraHETO Ha aBTOMOOMIIM 110/l HaeM, KPYU3H, XOTEIIH, K.11. TUHUH,
eKCKyp3uH U Ap. OUKCUpaH MPOIEHT OT OCHOBHHUSA €IEMEHT OT LIeHaTa ce 3alJjalla Ha areHTa
Karo komucroHna. Komucnonure obaye He ce Iuiamar BbpXy JaHbUHUS KOMIIOHEHT OT II€HaTa.
Bbnpeku ToBa 110 OTHOIIEHHE HA BB3IYIIHUS TPAHCIIOPT, KOMUCHOHHUTE CE MPEBPHIIAT B HEIIO
ot muHanoro. B CAIL] ciex 1995 r. moBeueTo aBUOKOMIIAHUH HE ILIAIIAT KOMHUCHOHA U3001I0
Ha NoAO0OHM areHIMH. B To3u ciyuail areHiusTa OOMKHOBEHO CH J100aBsi Takca 00CTyKBaHE
KbM HeTHara neHa. [Ipe3 1999 r. eBponeilickuTe aBUOKOMIAHMM 3all0YBaT IIPEMAXBaHE WIIU

HaMaJIsIBaHC HaAa KOMHUCHOHUTC. 13

B EBpomna cwiectByBa EBpomneiickara acounanusa Ha Typorneparopute (ETOA), a B
bearapus — Aconuanus Ha Obarapckute Typoreparopu U Typuctudecku areHTH (ABTTA)
Ilocnennara € capyK€HHE C HECTONAHCKa II€JI C WIEHOBE — TYPUCTHYECKH arcHIWH,
OCBIIIECTBSABAIIN MpoJak0a Ha Bh3AYLIEH TPAHCIOPT M aKpeIuTHpaHU OT MexXIyHapoaHaTa
aconuanus 3a Bp3ayeH Tpaicnopt (IATA) u Typuctuyecku pupmu, perucTpupaHu CbIIaCHU
OBATAPCKOTO TYPUCTUUECKO 3aKOHOAATEIICTBO. AcolHaIsiTa € peructpupana mnpe3 1996 r. karo
Cnpyxenne Ha IATA arennuure B bbarapus (CHUADB), xoraro Ha o0mo cwOpaHue ce
IperMeHyBa Ha Acolualys Ha ObJITapcKUTe TyporepaTtopy U Typuctudecku areHtu — ABTTA.
Ot 2004 . e uineH Ha B EBpomeilickus KOMUTET Ha AcCOLMAllMUTE HA TypONEPATOPUTE U
typuctrnueckute areHIuu — EKTAA, kosTo € Hail-aBropuTeTHaTa Ipo(eCcroHallHa CTPYKTypa
B Typu3Ma B EBponeiickus cbto3. B EKTAA unenysar 30 aconuanuu oT BCHUKH €BPONIEHCKHU
IbpkaBd (1O eIHa OT CTpaHa) M OpraHU3alUATa IMPEJCTaBIsIBA MHTEPECUTE Ha TOBEYE OT
80 000 Ttyponepatopu M TypuCTHYEeCKHM areHIMM B EBpoma. Upe3 wieHCTBOTO cH B
Esponeiickust Komuter ABTAA wuMa mwieH goctbn g0 uH(oOpmammoHHara Oa3za Ha

opranmsanusaTa, OO0 BCHUYKH BBIPOCH, AUCKYTUPAHU OT EC, A0 BCHUYKH BBIPOCH, KOUTO

13 Borenstein, S., 2008, How Airline Markets Work...Or Do They? Regulatory Reform in the Airline Industry,
University of Chicago Press.

34



EBponeiickusaT komuteT 00chkaa B EKTAA mo pa3BUTHETO Ha CTpaTerusTa MU aKTyaJHHUTE

npo6aeMy B Typu3Ma B cTpaHuTe oT EBponeiickus cbro3. 4

[Ipe3 mnocnenguute roauHu B bbiarapus ce HaOmogaBa ¢parmMeHTanus Ha
npodecroHatHara MPeACTaBUTEIHOCT B CEKTOpa Ha TypoIleparopckarta M TypHCTHYECKaTa
are’Tcka JeHocT. B gombiiHeHHE KbM YTBBPACHUTE U MO-TOJEMHU aCOIMAIlU, Bb3HUKBAT U
(GYHKIIMOHUPAT MO-MaJIKH, CTIeHUaIN3upaHy WK HOBOC(HOPMUPAHU CIPYKEHUS, KOUTO LIETSAT
na agpecupar crienupUYHN WHTEPECH WM Ja MPEACTaBIsABaT MO-TECHU CErMEHTH OT mas3apa.
Te3n HOBM opraHHM3aIMM JONPHUHACAT 3a JUBepcuUKanmsITa Ha OpaHIIOBaTa CTPYKTypa W
3aCHJIBAT AMAJIOTa MEXIY Pa3IMYHH YYaCTHUIIM B TypUCTHUYEUeCcKaTa ekocucteMa. [I[pumepu 3a

TaKuBa aconyalnuu ca:

o Dbroarapcka acoumaunus Ha typucruyeckure areHTH (BATA) — acoumanmsara e
Ch3aJeHa C Led Ja 3aliuTaBa MHTEPECUTE KOHKPETHO Ha TyPUCTUYECKUTE arcHTH,
¢bokycupaiiku ce BbPXy MNpeIU3BUKATENCTBATA U BB3MOXKHOCTHUTE, Ipe]l KOUTO €
U3MPABEH TO3M MOJCErMEHT OT MHAYCTpUATa. HellHaTta eiHOCT 4eCcTo € HacoueHa KbM
BBIIPOCH, Kacaelly peryjlaluuTe 3a MOpoAakOM, KOMHCHOHHUTE TOJIUTUKH U

OTHOLIEHUSATA C TYPOIEPATOPUTE U KPAWUHUTE JTOCTABYMIIH.

e CiapyxeHue Ha Typomneparopure M TYPHUCTHYeCKHTe areHtu ,,O0eauHeHHe
»bbaenie 3a rypuzma® (OBT) — capyxeHneTo npeacTaBisiBa ONMUT 32 00 TUHIBaHE HA
yCuiusATa Ha TYpOnCpaTopu U arCHTu, C aKICHT BbPXY 6’I)I[€HII/I CTPaTCTrruu 3a pa3BUTUC,
WHOBAIIMH U MPEOAOJIsIBAHE Ha OOIIN MpPeAU3BUKATENICTBA, KATO TE€3U, Bb3HUKHAIH OT

KPU3HUCHU CUTyaIUH (Hamp. TaHJAeMUN) WM TIPOMEHSIIU Ce TTa3apHH YCIOBUSL.
Bb3HnKBaHETO HA HOBM acOIMAITUY € MHANKATOP 34!

e JluHamMHKa B OpaHuIa — OoTpa3siBa Ce CTpeMeka Ha Pa3JIMYHU TPYNH YYaCTHHULU Ja

KOHCOJIMAUpAT UHTCPECCUTE CHU U J1a BIIUAAT HA @opMHpaHeTo Ha IIOJIMTHUKU.

. Cl'lelllfl(l)l/l'-ll-ll/l HOTpCﬁHOCTH — [MO-MAaJIKUTC aColIualn 4€CTO CC (I)OpMI/IpaT B OTTOBOpP
Ha HCYAOBJICTBOPCHU HOTpe6HOCTI/I HJIN JIUIICAa Ha JOCTaThb4YHa MPEACTABUTCIHOCT B I10-

TOJIEMUTE CTPYKTYPH.

e Bpb3gelicTBHe BBPXYy 3aKOHOAATEJICTBOTO W OpPAHIIOBHUTE NPAKTHKH — TE3U

aconyvalnMy AaKTHBHO Yy4dacTBaT B AWajlora € ABPXKABHUTEC HWHCTHTYLIUH, BHACSIHKH

14 Tlomes, H., 2013, MapkeTunr B Typusma, YHCC
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ONpeaIOKCHHUA 3a HOPMAaTUBHU IIPOMEHU H HOHpHHaCHﬁKH 3a Pa3sBUTHUCTO Ha

HHAYCTPUAIIHUTEC CTaHAAPTH.

e KomyHukanmoHHa Mpe:ka — ciy)kaT kaTo rargopMu 3a oOMeH Ha HH(OpManus,

100pHU MPaKTUKKU U KOOPAMHAIUS HA ACHCTBUS MEXK/y CBOUTE YJICHOBE.

I/IBCJ'Ie,HBaHCTO Ha ,HeﬁHOCTTa " OEJINTEC Ha TC3HU IIO-MaJIKHM aColMallii € ChIICCTBCHO 3a
II'BJIHOTO pa361/1paHe Ha HHCTUTYHHOHAJHATA paMKa U THHAMHUKATA Ha IIPCACTABUTEJICTBO

B OBJITAPCKUS TYPUCTHUECKU CEKTOP.

CrpriiacHo 3akoHa 3a Typu3Ma Ha PenyOinka Bbiarapusi, TypucTHYeCKUTE areHIIUN
U TypOIepaTopUTe UMarT OIPEesICH! POJIM U 3aAbIKEHUS B TYpUCTUYECKaTa HHAYCTPUs, KaTto

MCKAY TAX CbIICCTBYBAT BAKHU pa3IndMsl. ETo ocHoBHUTE Ile(i)I/IHI/IIII/II/I U 3aBbJDKCHUA.

Typucmuyeckama acenyuss JE€ACTBA KAaro TMOCPEIHUK MEXIYy TypOoIepaTropure u
norpeburenute. TS mpomaBa uiu Tpeara Ha ma3zapa TYPUCTUYECKU IMAaKeTH U YCIYTH,
OpraHU3HMPaHU OT TYPOIIEPATOPUTE, HO HE YUaCTBa MPSIKO B OPTaHU3UPAHETO HA TE3H MAKETH.
OcHoBHaTa poJisi Ha areHIUsATa € Ja mpeajara M MpPoJAaBa TOTOBUTE IMPOAYKTH Ha

TYpOIIEpaTOPHUTE.
3agb/KeHUsITA HA TYPUCTHYECKUTE areHIMH BKJIIOYBAT:
o Jla mpemuiarar TYpMCTHYEeCKH NMMAKETH U YCJIYTH, Cb3/1aI€HU OT TYPOIIEPATOPH.

e Jla mpemocTaBAT KoOpeKTHA HH(opMauMs Ha TOTPeOUTENTUTE 3a YCIOBHATA U

CbABbPKAHUECTO HA TYPUCTHYCCKUTEC yCIIYT'H.

e Jla paboTAT C perucTpUpaHu TYPOTIEPATOPHU U J1a CMIa3BaT HANMOHAJHUTE PerVIaMeHTH

3a mpoaakoa Ha TYPUCTHYECKU YCITyTH.

Typonepamopvm oOpraHu3upa U Cb3JaBa TYPHCTHYECKH INAKETH, KOUTO BKIIIOYBAT
KOMOMHAIMS OT Hal-MaJKoO ABE PA3JIMYHU TYPUCTUYECKU YCIYyTH (HampUMep TPaHCIOPT,
HACTaHsIBaHE, €KCKYP30BOJCKH YCIyTrH), OOCIMHEHU B €HA yCIIyra 3a [EeJIUTe Ha IbTYBAaHETO.
TyponepaTtopbT HOCH OTTOBOPHOCT 3a I[UIOCTHOTO M3IIBJIHEHHUE Ha TE3U MAKETH U OCUTYpPSIBA

KOOpJMHAIUATA MEXKY Pa3IMYHUTE JOCTABUMIIMA HA YCIYTH.
3agbiKeHUsITA HAa TYPONepaTopuTe BKJIYBAT:

e Opranmusauus Ha TYPUCTHYECKHM NMaKeTH — TYpOIEparopbT Ch3/laBa U KOMOMHHUpA

pa3iauyHU yciyru (MpeBo3, HacTaHsABaHEe, eKCKYP3UH U Jp.) B MAKETH.
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. HpeIIOCTaBHHe Ha II'bJIHA U TOYHA I/IH(l)OpMaIII/ISI Ha KIIMCHTUTC 3a YCJIOBHUATA U

CbABbPKAaHUCTO HA ITaKCTA.

e TapanTupaHe Ha Ka4YeCTBOTO HA YCJYIUTe, BKIIOUCHHU B MaKeTa U OCUTYpsIBaHE Ha

IpaBa Ha MOTPEOUTENUTE MIPH MPOMSIHA WIIM OTMSIHA HA TTaKeTH.

e TypomneparopsT TpsibBa na Obae peructpupan B HanuoHAJHUS TYPUCTHYECKH
PerucThbp U Ja MpUTEKaBa 3aCTPaxoBKa "OTTOBOPHOCT HA Typorieparopa' 3a 3alIuTa Ha

KIIMCHTUTC B cnyqaﬁ Ha HCCBCTOATCIHOCT.

Morar 51a ce 3aKiIrouaT HSIKOJIKO OCHOBHM Pa3JIMKU MEXIY BETE€ OpraHU3aluy U Te ca
B OCHO6Hama OeiHOCm — TypOIIEpPaTOPBbT OpraHU3HMpa U Ch3AaBa TYPUCTHUYECKHU IAKETH,
JIOKaTO TYPUCTHUYECKATa areHUHMs I'M MPOJaBa U Ipelara Ha KJIMEHTUTE; OM2060PHOCIMaA —
TypOIIepaTOpbT HOCU OTIOBOPHOCT 3a ISUIOCTHOTO M3IBJIHEHUE HA TYPUCTUYECKUS IIAKET,
JIOKAaTO TypUCTHUYECKATa areHLNs € NOCPEAHUK U HE HOCU OTTOBOPHOCT 3a OPTaHMU3UPAHETO Ha
[IAaKeTa; pezucmpayuama — W JBETEe OpraHu3aluu TpsAOBa na ObJaT PEruCTpUPAHU B
HanpoHaHust TypuCTHYECKH PETUCTHP, HO 3a TYpPONEpaTOpUTe MMa Crielu(UIHN H3UCKBAHUS

3a 3aCTPaxoBKa U OTTOBOPHOCT KbM KiueHTHTe.

Typuctuueckure areHIMH B bbiarapust Urpast KJIrouoBa poJis B pa3BUTHUETO Ha TypU3Ma,
npeiaraiiku pa3HooOpa3Hy yCIYTH U MMPOIYKTH 3a MbTyBaHUsA. J|eMHOCTUTE U MOTUTHKUTE UM
ce ¢opMupaT B OTIOBOp Ha JUHAMHYHHUTE TMPEAU3BHUKATEIICTBA W BB3MOXXHOCTH B
TypPUCTHUECKUSA CEKTOp. TypHUCTHUYECKUTE areHUMM B CTpaHaTa MpPEACTaBISABAT KIHOUOB
MOCPEIHUK MEXJy TYpPUCTUTE M PA3JIMYHHUTE JOCTABUYMLIM HA TYPUCTUYECKH YCIYTH —
TPAaHCIOPTHU KOMIIAHWH, XOTENM, TypoIepaTopu, 3acTpaxoBaresn W Ap. JeiHocTtra um
o0XBalla MHUPOK CHEKTHP OT YCIYTH, BKIIOYUTEITHO OpPTraHM3WpaHe W MpoaakOa Ha TMaKeTH,
WHJMBHUJIyalHU M TPYNOBH NbTYBaHUS, pe3€pBallMd, BU30BH YCIYyTHU U 3acTpaxoBku. B
MOCIIETHOTO JecCeTHiIeTue ce HabiromaBa wu3pa3eHa TEHACHIMS Ha JUTHTATU3alus,
OpPHEHTHUPAHE KbM MEPCOHAIU3UPAHU YCIYTM M 3aCWJIBAaHE HAa MNPHUCHCTBUETO B OHJIANH

IIPOCTPAHCTBOTO.

Kpyu3HMAT Typu3bM MpeACTaBiasBa €OUH OT Hal-IUHAMMYHUTE CETMEHTH B
ChbBPEMEHHATa TYPUCTUYECKA HHAYCTPHUS, a TYpPONEPATOPUTE HWIPasT KIOYOBA pOJId B

CH3/1aBAHETO U MPEAJIaraHeTo Ha pa3HOOOpa3HU KPYU3HU NPOIyKTH. B KOHTekcTa Ha KpyU3HUS

15 3axon 3a Typu3Ma,
2013, https://www.tourism.government.bg/sites/tourism.government.bg/files/documents/2018-
12/zakon_za_turizma_16_10.pdf
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TYPU3bM, ChIICCTBYBAT PA3JIMYHN BUAOBC TYPOIICPATOPH, KOUTO CE CIICHUATU3HUPAT B YHUKAJIHU

ACIICKTH Ha TO3H BHU/J IbTYBAHC.

e Tuob6amuu Kpyuzum Typomeparopm 3aeMar LEHTPAJIHO MSCTO B HMHAycCTpusara. Te
oOXBaIlaT roJisiMa 4acT OT Ia3apa M mpeiarar pasHOOOpasHU KPYU3HH MPOAYKTH IO
cBeTa. Te3u TyporepaTopu ca YecTO MapTHbOPU C IOJIEMUTE KPYHU3HM JIMHUU U UMar
CHelHalM3UpaHd EKUIM 3a Ch3/laBaHE Ha MPHUBIIEKATEIIHU U MHOBAaTHUBHU IMAKETH.
[mobGanuuTe Typoreparopu ch4eTaBar pa3iniHU IeCTUHALIMH, KyJATYPH U BIIeUaTICHUS,
npeyiaraiki Ha KIMEHTUTE Bb3MO)KHOCTTA J]a U3KUBEAT MHOXKECTBO MPHUKITIOUEHUS B
paMKuTe Ha €QHO KPYHM3HO IbTyBaHe. ToBa ca ToJIeMH, MEXIYHApOAHO IpU3HATU
KPYWU3HM KOMITaHUHM C MapUIpyTH IO LENHS CBIT M HIMPOKa KIMEHTCKa 0a3a Karo
Hanpumep: Royal Caribbean International, xoiiTo omepupa o0alHO C KOpadw,
nbTyBaum B Kapubure, CpenuzemMHo Mope, Arnsicka, A3ust 1 gpyru peruonu. [peanara
pa3HoOOpa3Hu KPyW3W M C€ CTPEMH J1a 3aJ0BOJM PA3IUYHU TUTIOBE KIMEHTH. Jpyr
npemep 3a niodajeH Kpyu3eH Typoreparop € urainuanckara komnanus MSC Cruises,
yuero ceaenamie e B llIBeliapus u onepupa Mo Heaust CBAT, HO € 0COOEHO CHUJIHA B

EBpona u HOxna Amepuka.

o Cpnennamusupanu Kpynzuu Typoneparopu ce pokycupar BbpXy KOHKPETHH acTIeKTH
Ha KpyM3HHsI Typu3bM. Te Morar ja ce crenuanu3upar B 1eCTUHALIMYU, BUJIOBE Kopalu,
TEMAaTUYHU KpyH3H (Karo KYJIWHApHU, NPUKIIOUEHCKH, KYITypHH), WIM JOpU B
KOHKPETHH TEMHM Karo JYKCO3HHM KpYM3HM, CEMEHHU NbTyBaHHs U Apyru. Tesu
TypomnepaTopy NPEJOCTaBIT ABJIOOKO CHEUMATU3UpaH ONWT, OTroBapsWKH Ha
cienn(pUIHUTE JKeNIaHUs U UHTEepeCcH Ha KineHTuTe. GoKycupar ce BbpXY OIpeesieHH
TEMH, LeJIEBU TPYIH WM TUIIOBE MPEXHUBSIBaHUA (JIyKC, CEMEHHH MbTYBaHUs, YEIHEC
npe3apekaaHe, KyITypHoO oOoratsiBaHe U 1p.) Kato Harpumep Viking Cruises, KOUTo ca
CHelHalM3UpaH B KyJATYPHH PEYHU U OKEAHCKU KPYM3H CaMo 3a Bb3PAaCTHH, Thi KaTo
aKIEHTHUPAT BbPXY 000raTsBaHETO U OMO3HABAHETO Ha jAecTuHauuute. [pyr npumep e
Disney Cruise Line, KOSTO € HaCO4eHa KbM CEMENCTBA C JIeLa, Thil KaTo Mpeasarar

MPOAYKT ¢ XapakTepHa Disney Temaruka, aHuMaIly U MporpaMu 3a Jela.

e Omnnaiin Kpyusnun Typomneparopu ca pe3yiarar OT MOJEPHHUTE TCHICHIINH B TypU3Ma
U U3IOJI3BAaT MHTEPHET 3a IPENOCTaBsIHE Ha KPYW3HU INpeiokeHus. Te yecro
npemyarar ye0-6azupanu miaThopMu, KbIAETO TYPUCTHUTE MOTAT J1a CpaBHIBAT IICHU,
YeTaT PEeLeH3UH U MPaBST pe3epBaIMK 32 KPYU3HHU ITTyBaHUs. TO3H THIT TyporiepaTopu
nmojuepraBa yaoOcTBaTa Ha OHJIAWH pe3epBallMUTe M JUPEKTHUS JOCTBII Ha
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norpedurenute 10 uHGpopmanus 3a kpyusute. [Ipumepu morar na 6saar CruiseDirect,
KOETO € IoJIsIM OHJIAMH TypPUCTHYECKHU CalT, KOMTO MTO3BOJISIBA CPABHEHUE U pe3epBaLlluU
Ha KPyU3HU OT pa3JIYHU KOMIIAaHUU Ha KOHKYPEHTHHU Jenu. Jpyr npumep Moxe /1a Obae
Vacation To Go, KOUTO TpeJiaraT HaMaJIeHH KPyHW3W Ype3 OHJIAH HMHTepdernc u ca

CIICHUAJIN3HUPAHU B O(l)epTI/ITe B I10CJICAHAaTa MUHYTA.

o Jloxamuu Kpyusnu Typomeparopu ce doxycupar BbpXy ONpenesiieHH PerHOHH WU
nectuHamuu. Te mmar ObI00KM MO3HAHMS 3a KOHKpPETHaTa MECTHOCT M MOrar Ja
NpeAoKaT YHUKaJIHM M aBTEHTUYHU KPYHM3HM NpPEXKHBABaHMA. Te3n TyporepaTopu
4ecTo paboTAT B TACHO CHTPYIHHYECTBO C MECTHU KPYH3HH JIMHUM W MECTHH
JOCTAaBUMIM HA YCIYTH, Karo Taka IMPENOCTAaBiIT YHHKATHH W TEPCOHATH3HPAHH
NpeXUBsIBaHUA 3a TypucTuTe. OOMKHOBEHO Ca IO-MaJKM KOMIIAHMH, (POKYCUpPaHU
BBPXY ONpEJIeNICH PErHOH HIIH AbPrKaBa, IpeAsiaraiiy KpaTKy WM eIHOAHEBHH KPYH3H.
[Tpumepu morat na 6p1at Captain Cook Cruises (ABcTpanus 1 Oukn), KOUTO paboTAT
B Cugau, mo pexka Mbpu U Okoio octpoBuTe DUIKK, KaTo Mpeiarar JIOKATHU H
KHUBOIUCHU TNpexuBsBaHus. Jpyr mpumep Moxe naa ce mocoun Criusieres AML
(Kanaga), kodTo € pernoHajHa Kpyu3Ha KOMIIAHHs C peyHH KopaOu, MOAXOASAILIN 3a

HabmoneHre Ha kutose B KBeOek u no pexa CeltHT JlopbHC.

o Excnennmmonnn Kpyusum Typomeparopm ce crenmanusupar B KpPyU3H, KOUTO
HAaco4YBaT BHUMAHMETO KbM OTHAJICUEHU U NPUPOIHU JeCTUHALMU. Te mpeaocTaBar Ha
TYpUCTUTE BB3MOXKHOCTTA Ja M3CJIe/IBaT YHUKAJHU MeECTa KaTo aHTapKTHYECKUS
KOHTHHEHT, rajarnarockKure OCTpOBU WJIM aMa30HCKHUTE JUKyHIIM. Te3u TypomepaTtopu
YeCTO Ce XapaKTepU3MpaT C E€KCIEepPTHU T'MJI0OBE M MaJKW KOpabW, KOMTO MOraT jaa
JNOCTUTHAT TPYIHOJAOCTBIIHU paiioHu. [Iprmepn 3a TakbB THUII KPYU3HH ONIEPATOPH ca
Hurtigruten Expedition, ciennanv3upaHy B MOJSIPHA U TPUKITIOYCHCKH KPYU3H C POKYC
BBPXY YCTOMYMBOCT U Hay4yHO oOoratsBane U Quark Expeditions, KOUTO OpraHU3UpPAT
II'bTYBaHUA 10 APKTHKA U AHTapKTHKa C EKCIIEPTHU BOJAUU U IECAHTU C MAJIKH JIOIKH

(Zodiac). 1

Ta3u Knacn(bmcaum{ Ha BHUIAOBCTC KPYU3HU TypoIeparopu C IMPUMCPU MOXKE Ja CC

00001 B ciieqHus TaOIUYeH BU:

Tabnuya 4. Knacuguxayus na sudoseme KpyusHu myponepamopu ¢ npumepu

16 Cooper, C., Fletcher, I., Fyall, A., Gilbert, D., & Wanhill, S., 2008, Tourism: Principles and Practice, Pearson
Education
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Kareropus

Typoneparop

Imodanen KpPyH3eH

Typoneparop

Cnenmnanusupan

KPYHU3€eH Typoneparop

OmnJ1aiiH Kpyu3eH

omeparop

JlokaJien Kpyu3eH

Typomneparop

ExcnenuuuoHneH

KPYyHM3€eH Typoneparop

Onucanue

T'onemu mMexayHaponHu
KOMITAaHHUH C TJIO0ATHO TIOKPUTHE

¥ Pa3HOOOpa3HHU MapIIPYTH.

®DokycHupar ce BbpXy KOHKPETHH
MHTEPECH WM LEJNEBU TPyIH
CEMEICTBA,

(flyke,  KynTypa,

Bb3PACTHH XOPa).

Omnutaiiy mnarpopMu U areHIHH,

KOUTO THpeajaraT Kpyu3u Ha

MHOKECTBO ~ OINEPAaTOpH  upe3
yeOcaiToBe.
Mauiku WA pETHOHATHU

KOMIIaHUH, IIpeJIaraliy Kpyusu B

OIpeIeTIeH Teorpad)CKu PEruoH.

Opuentupanu KBbM
MPHUKITIOYEHCKU ¥ HAYYHU KPYU3H
B OTJAJCYeHH WIM TOJSPHU

pPETHOHMU.

IIpumepu

Royal Caribbean, MSC
Cruises, Costa Cruises,

Norwegian Cruise Line

Viking Cruises (KyaTypHH,
3a  BB3pacTHH), Disney

Cruise Line (3a cemeiicTBa)

Crusit.bg, CruiseDirect,

Vacations To Go

Type  (Pyce),

Cook  Cruises

HyHas
Captain

(ABcTpanus u Ougxu)

Hurtigruten, Quark
Expeditions, Aurora
Expeditions, mnpemaranu

ype3 ObJIrapCKy areHINH

H3mounuk: ABTOpOBa CUCTEMaTU3aIUSA

Obobwasaiiku, pazHoobpazuemo om myponepamopu 6 KOHMEKCMAa HA KPYUSHUS
mypusvM HNpeoocmass Ha mypucmume odwuper uzoop om evsmodxcHocmu. [nobannume,
cneyuanusupanume, OHAAUH, JOKATHUME U eKCNeOUYUOHHUmMe nyponepamopu uepasm
KPUMUYHA PO 8 NPeoOCMABAHemO HA PA3IUYHU KPYUSHU NPENCUBABAHUS, Cb30A68ALKU
nbmeuecmeuss, Koumo omeo8apsam Ha pasiuyHu Cmuiloee, UHmMepecu U npeonodyumanus Ha

xauenmume. Tozu 6oeam CNEeKmMvp Om 6b3MONCHOCMU NPpABU KPYUSHUA MYPUZOBM 00CIMbNEH U

npuejiexkameilet 3a WupoK Kpve ont mypucmu no ceemd.

B mosu pas’de/z ce pa3a/ze0a Kauyoseama pojisl Ha mypucmudecKkume daceHyuu u

myponepamopume Kamo NoCpeoHuyu 6 mypucmuyeckama unoycmpus. Typucmuueckume
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acenyuu Oeticmeam NpPeOUMHO KAMo Mbpeosyu HA OpedHO, Npedldazauku U Npooasaliku
mypucmudecku npoOyKmu u yciyeu om umemo Ha 00Cmagyuyu, 0OKamo myponepamopume
cb30a6amM U OP2AHUBUPAM NAKEMHU NbMY8AHUs, KOMOUHUPAUKU PA3IUYHU  YCIYU.
Iloouepmasa ce esonioyuama na mesu cybekmu, 0COOEHO ¢ HABIUIAHEMO HA OHIAUH
mexnono2uume, Koemo 600U 00 NPoMeHu 8 buznec mooenume, OUCMPUOYYUOHHUME KAHATU U
UBUCKBAHUAMA 34 OUSUMATIHO NPUChCcmaue U nepconaruzayus. Pasenedanu ca u ocnosnume
3AKOHOBU PAMKU U 3A0BJICEHUS, KOUMO pe2yiupam OeuHOoCmma um, KaKkmo u pasiuyHume
8UO08e MYpPOnepamopu (2100a1IHU, CReYUATUIUPAHU, OHLAUH, TOKATHU, eKCReOUYUOHHU), 6CEKU

CbC ceoume cneuuqbulmu cmpamezuu U na3apru HUllU.

Pazeneoanume obwu  npunyunu na  @QyHKYuoHupaHe U Kame2opusayus Ha
myponepamopume u mypucmuiecKkume a2eHyuy npedocmassim HeooXooumama meopemuyHa
0CHO8a. 3a yenume HA HACMOAWOMO U3CTe08aHe 0Oaye e KIoU080 0d ce NpemMune KvM aHauu3
Ha cneyuguuHume nNposGIeHUs HA mMe3u OelHOCMmU HA ObleapcKus nasap, 0co6eHo 6
KOHmMeKcma Ha KpyusHusi mypuzem. Emo 3awjo aeémopvm we uscieosa kax Ovieapckume
myponepamopu OONpUHACAmM 34 HAYUOHAHAMA UKOHOMUKA Ype3 Npeoidzanemo Ha KpyusHu
NbMYBAHUS U KAKBA € MAXHAMA poJisi 8 No3UyuoHupanemo Ha bvieapus ¢ mosu ounamuyen

cexmop.

2.1.1. NKOHOMMWYECKWN MNMPUHOC 1 PONTA HA BbJITAPCKUTE
TYPOIEPATOPHU B PASBUTUETO HA KPYU3HUA TYPU3DBM

Crnen xato Osixa pasmiegaHd OOIIUTE AacleKTH Ha JACWHOCTTa, TOJUTHKATa W
KIacu(UKaluaTa Ha TypOIlepaTopuTe, € BAXKHO Ja C€ aHajJu3upa TEXHUS KOHKpPETEH
WKOHOMHYECKH MPUHOC, 0COOEHO B KOHTEKCTa Ha HapacTBalUs Kpyu3eH cekTop B bearapus.
bearapckute Typomeparopu HE camMoO yAECHSBAaT JNOCThIIAa [0 KPYU3HU MHTYBaHUS 3a
6’I)JIFapCKI/ITe Fpa)KJIaHI/I, HO U reHepHpaT 3HAYMMHU HUKOHOMHWYCCKHU IIOJI3U 3a HAIlMOHAJIHATa
MKOHOMMKa, KaTo C'I)I]_[eBpeMeHHO HpI/ITe)KaBaT IIOTCHIIKAJI 3a nonynﬂpmnpaHe Ha B’I)J'Il"apI/IH

KaToO ACCTHHALUA B ITO-IHUPOK TYPUCTHYCCKU KOHTCKCT.

[Ipexute nkOHOMUYECKU €(EKTH OT ICHWHOCTTA HA TypOIEpaTOPUTE, CIICIUATN3UPAHA

B KPYHU3HUA CCKTOp, Ca O0CE3a€MHU U IOONPHUHACAT IPAKO 3a MKOHOMHUYCCKATAa AKTHUBHOCT B

CTpaHara. Te3n e(l)CKTI/I CC MpOsABABAT B HAKOJIKO OCHOBHU HEalaB.]IeHI/ISII17

17 HCH, 2023, Tourism Satellite Accounts, https://nsi.bg/en/content/2000/tourism-satellite-accounts

41


https://nsi.bg/en/content/2000/tourism-satellite-accounts

®

< IT'eHepupaHe Ha NMPHUXOAU U MEYAIOU KAaTO OCHOBHMAT HPSIK MKOHOMMYECKH MPUHOC
MPOU3THYA OT PeATU3UPaHus 000POT OT Mpoaax0dara Ha KPyU3HU MAKETH U CBbP3aHUTE
C TAX JOI'BJIHUTEIHH YCIIyTH (HallpUMep 3aCTPaxoBKH, TpaHchepH, OperoBu eKCKyp3uH,
OpraHu3upaHu oT Typoreparopa). Typomeparopure, KaTo TbPIOBCKH JpYXKECTBa,
¢dopmupar neuyanba OT cCBosATa JAEHHOCT, KOATO € (yHAAMEHTaJlHa 3a TIXHara
YCTOWYHMBOCT, CIIOCOOHOCT 3a PEHMHBECTUPAaHE B pa3BUTHE HA HOBU TPOIYKTH,
MapKeTHHT U MOJ00psABaHEe HAa KAYECTBOTO Ha oOciyxBaHe. Ta3u rnevanbda e HHIUKAToOp

3a )KA3HECIIOCOOHOCTTA Ha CCKTOpa U HCTOBU ITOTCHIMUAJI 3a PACTCIK.

< JlaHpYHM NOCTBIUIEHUs, KOUTO Ype3 AEHHOCTTAa HAa PETUCTpUpaHUTE B bbirapus
TyponepaTopyu reHepupar 3HaYUTENHU JaHbYHHU MPUXOIU 3a IbpKaBHUA OromxkeT. Te
BKJIIOUBAT KOPIIOPATUBEH JIaHbK BbpXY Neuyandara, JaHbK BbpXy J00aBeHaTa CTOMHOCT
(AAC) BbpXy KOMUCHOHHUTE U Map»KOBeTe OT MpoaaxOaTa Ha TYpUCTUUYECKH IAKETH,
KaKTO U OCUTYpUTEIIHM BHOCKHM 32 HaeTusl MepcoHal. Te3u (QUCKaJHU MOCTBIUICHUS
MPEACTaBISBAT JUPEKTEH MPHHOC KbM IMyONMYHUTE (UHAHCH W TOAIOMarat

(ruHaHCUpPaHETO Ha OOIIECTBEHH YCIYTH U UHPPACTPYKTYDA.

*,

< 3aeTocTTa B KPyHM3HHUAT CEIMEHT B TypoIlleparopckara JEHMHOCT Ch3/aBa U MOIIbpPKa
pabotHu Mecta. ToBa BKIIIOUBA MO3UIIUU KATO MPOTYKTOBU MEHUKBPH, CIICIIUATTUCTH
0 TIPo1aXKOU ¥ MapKETHHT, CYETOBOIUTENH, aIMUHUCTPATHUBEH MIEPCOHA U, B CITy4anTe
Ha TPYNOBU MBTyBaHUs, BOJauu M mpencTtaButenu. Ch3gaBaHETO HA 3a€TOCT MMa
TIOJIOKHUTENICH COIMAITHO-UKOHOMUYECKH €(EKT, MONMPUHACIHKH 3a HaMajsBaHE Ha

0e3paboTuIiiaTa U OBUIIIABAHE HA JIOXOJUTE HA HACEICHUETO.

OcBeH TpekuTe, NEHHOCTTa Ha TypOIEpPaTOPUTE B KPYU3HHUS CEKTOp TeHepHpa M
SHAQYUTCIIHU KOCBECHU W MHAYUHUPAHHU HUKOHOMHUYCCKHU e(i)eKTI/I, KOUTO CC€ paslnpocCTpaHABaT B
JPYTH CEKTOpU Ha MKOHOMMKATa. Makap OCHOBHUSAT (OKYC Ha ObIrapcKUTe TypOIepaTopH Ja
€ U3XO[AIIMAT KPYyH3€H TypU3bM, NOTEHIMATBT 32 Pa3BUTHE HA BXOMAALIM KPYWU3HHU IMOTOLHU
(ocobeHno 1o peka /lyHaB) v npeJiaraHeTo Ha Mpeji- U CIeIKPYU3HH [TaKeTH Ha TePUTOPUSITa
Ha bearapus moxe /1a reHepupa 3HAYUTENHU TPUXOAU 3a MECTHUTE 00ImHOCTH. PazxonuTe Ha
qy)KJIECTpaHHU TYpPHUCTU 3a HACTaHsABaHE, XpaHEHE, TPAHCIOPT, CYyBEHUPU U IMOCEIIEHHE Ha
aTpakIuy B OBJITapCKUTE TPaIOBE U KyPOPTH MPEACTABISABAT IUPEKTHO BIMBAaHE HA CPEJCTBA B

MCCTHaTa UKOHOMMKaA.

Typoneparopure, OpraHu3Upaly Kpyu3HU MaKeTH, B3aUMOJIEHCTBAT aKTUBHO C peIuLa

APYTrd UKOHOMHYCCKU CCKTOPH. ToBa BKIIOYBA aBHOKOMITAHHUUTE (33. IIOJICTU 0 Ha4YaJlHH

42



IPUCTAHMILA),  3aCTPAXOBATEJIHUTE  KOMIIAHUM (32  TYpUCTMYECKHM  3aCTPaXOBKH),
XOTEJIHEPCTBOTO (32 Mpel- U CICAKPYU3HH MPECTOM), TpAaHCTIOPTHH GupMH (32 TpaHchepn) u
JpyTU AOCTaBYMLIM Ha yciyrd. I1o To3u HaunH, TEPCEHETO, TEHEPUPAHO OT KPYU3HUS TYPU3BM,

moamnomara pasBUTUETO U Ha TE3U CBbP3aHU I/IH,Z[yCTpI/II/I.]'8

Bbnpekn ye ocHOBHaTa JIEHHOCT Ha MOBEYETO OBIrapCKU TYpOINEpaTopy B KpyU3HUS
CEKTOp € HaCOYeHA KbM U3XOIAIIU ITbTYBaHMs, T€ MOTaT /1a UIpasiT U UHAUPEKTHA, HO Ba)KHA
poJIst B HOMYJISIpU3MpaHeTo Ha brparapus karo TypucTHYecKa JECTUHALMS, BKIOUUTEIHO U C

MOTCHIMAJI 3a KPYHU3CH TYPHU3bM.

Upe3 cBoMTE MapKETUHTOBM Marepuaiu, yeOcailiToBe M ydyacThe B TYpUCTHUECKU
U3JI0KEHUS, TypOIIepaTopuTe Morar Jia BKJIIOUBAT MH(opMalus 3a bbarapus kato aTpakTHBHA
JIECTUHALIMS, KOSITO MOXKeE J1a ObJie KOMOMHMpaHa C KPYU3HU [IbTyBaHUs (HapuMmep, TyHaBCKU
KpyH3H C HauaJHa WM KpalHa TOYKa B ObJIrapcKy NpUCTaHUIIA, WIM YEPHOMOPCKH KPYyHU3H,

Makap U Mo-orpaHu4eHN).

Cpuio Taka ChILIECTBYBAa IMOTEHIMAJ 3a Cb3/laBaHE HAa WHOBAaTUBHM TYPUCTUYECKU
MAaKeTH, KOUTO KOMOMHUPAT MEXTyHAPOIHO KPYU3HO MPEKUBSIBAHE C MPEA- WU CIECAKPYU3HU
TypoBe B bbarapus. ToBa 61 m03BONINIIO HA Uy>KAECTPAHHHU TYPHUCTH, IPUCTUTAIIHN 32 KPYH3 OT
CbCEIHM Ibp)KaBU, Ja YIBJDKAT TMPECTOsl CH M Ja OINO3HAAT ObJIrapckoTo KyJITYypHO-

HUCTOPHUYCCKO HACICACTBO U TPHUPOJHU 3a0CICKUTEITHOCTH.

VYenemnara  jeffHocT Ha - ObArapckuTre  Typoneparopd Ha — MEXIyHApOAHMS
TYpUCTHYECKH 11a3ap, JOPU U MPEIUMHO B U3XOASIINS CETMEHT, JOIPHUHACA 3a U3TPAKIAHETO
Ha TOJIOKHUTENEH UMHJIK Ha CTpaHaTa HU KaTo aKTHBEH YYaCTHUK B IVI00aHaTa TypUCTUYECKA
uHaycTpus. ToBa MOXKe MHIUPEKTHO Ja CTUMYJIMpa UHTepeca KbM bbirapus kaTo nectuHanus

3a pa3NU4HU (GOPMHU Ha TYPU3BM.

Pa3BuTHero Ha Kpyu3HHMsS TYpU3bM, MpejiaraH OT ObBJArapckd TypoIlepaTtopu, €

CBIIBTCTBAHO KAaKTO OT 3HAYUTCIIHU BT)SMO)KHOCTI/I, Taka U OT onpeneneHH OFpaHI/I‘IeHI/IHZ
< BB3MOXHOCTH:

v HapacrtBamo noTpeOUTENICKO ThpPCEHE — HAUIle € YCTOMYUB pPBCT B HMHTEpeca Ha

OBJITApCKUTE TYPUCTU KbM KPYU3HHU ITBTYBAaHUs, OOYCIIOBEH OT >KEIaHUETO 32 HOBH

18 HCH, 2023, Pazxoau 3a KpaitHO NOTPeOIEHHUE HA TYPUCTH, PE3UIECHTH B CTPAHATA, 110 TPOLYKTH M KATETOPHS
Typuctu npe3 2022 roguHa
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*,
*

IIpCKHUBABAHUA, y,Z[O6CTBOTO Ha TO3M THII BaKaHIOUA W BCE IIO-AOCTBIIHUTEC LCHOBU

HPEIUIOKEHHS.

Pa3BuTHe Ha peuHust Kpyu3eH Typu3bM — peka JlyHaB npejyiara 3Ha4YUTeIeH MOTeHIIUAT
3a pa3BUTHE HA PEYHH KPYyHW3U, KOUTO MOraTr Jna OBbJaT yCIEIIHO HWHTEIPUPAHH B

opTHoIMOTO Ha OBJITAPCKUTE TYPOIIEPATOPHU, KAKTO 32 U3XOJAIIH, TaKa U 32 BXOSIIH

TYpHUCTH.

HumoBn u TeMaTMyHM KpyHW3H — CBIIECTBYBA BB3MOXKHOCT 3a pa3paboTBaHe U
IpeJlaraHe Ha CIEeNUAIM3UPaHU KPYU3HH INPOAYKTH, HACOYEHHM KBM KOHKPETHH
uHTepecH (KyIMHAapHU, BUHEHH, IPUKIIIOUEHCKH, 00pa30BaTeIHM), KOUTO Ja IPUBJIEKAT

CHGHI/I(bI/I‘lHI/I Ima3apHu CCrMCHTH.

[lapTHBOPCTBA U CHTPYAHUYECTBO — YCTAHOBSBAHETO HA CTAOWJIHU MapTHHOPCTBA C
MEXIYHApOIHU KPYU3HH JMHUU U JIPyTH AOCTaBUMIM MOXE Ja OCUTYpU MO-I00pu

YCIIOBUS U MO-IIUPOK U300P OT MPOIYKTH 32 OBbITAPCKUTE TOTPEOUTEIH.
OrpanuueHust:

I'eorpadcko monokeHue U JOCTHIHOCT — CTPaHA HU MMa OTPAHUYEH MPSK AOCTBI 10
OCHOBHUTE CBETOBHU OKEAHCKHM KPYHM3HHM MapIIpyTH, KOETO Hajlara JOIBJIHUTEIHU

pa3xoau U JIOTUCTHKA 3a TPAHCHOPT A0 HaYaJIHU MMPUCTAHUIIIA.

WNHupacTpykTypHH IPEIU3BUKATEICTBA — CbCTOSIHUETO U KAallalUTEThT Ha OBJITapCKUTE
YEepHOMOPCKH IMPHUCTAHUIIA 332 00CIIy)KBaHE Ha ToJIeMH KpyH3HH Kopabu Bce oIle ca
orpaHuyaBail (axkTop 3a pa3sBUTHETO HA BXOISIIUS MOPCKU KpPYH3€H TYpU3BM.

HpI/ICTaHI/IH_IaTa 110 pCKa I[}/'HaB ChIIO CC HYXKAAAT OT MOACPHU3ALUA U HO,Z[O6p$IBaHC Ha

uH(ppacTpyKTypara.

Ce30HHOCT — TOJIIMa 4acT OT MOIIYJIAPHUTC KPYU3HU ACCTUHAIIUU Ca CHUIIHO CC30HHO
3aBUCUMH, KOCTO MOKEC 1a OTPaHU4YH Bb3MOXHOCTUTEC 3a4 LHCIIOTOAUIIHO MMPEAJIarane Ha

OTIPEICTICHN MapIIPYTH.

KoHKypeH11s 1 a3apHa HAaCUTEHOCT — HAaBJIM3aHETO HAa HOBU UTPaYM U MHTEH3UBHATA
KOHKYPEHIIMsSI KaKTO OT CTpaHa Ha Jpyrd OBJITapCKU TypoONepaTropd, Taka M OT
JTUPEKTHUTE MPOAaKOM HAa KpyU3HUTE KOMIIAHUM, U3MCKBA HEMPEKbCHATH YCUIIUS 3a

nudepeHIuanus 1 MHOBAIIUH.
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v' HeoOXoauMOCT OT aKkTHBHA JIbpXaBHA IMOJKpENa — 3a II'bJIHOLIEHHOTO pa3BUTHE Ha
Bwarapus xaro kpynsHa ecTHHanus (0COOCHO 3a BXOISI TYPU3bM) € HEOOX0aMa T0-
aKTMBHA W KOOpJMHUpPAaHAa Jbp’KaBHA I[IOJUTUKA, BKJIIOYBAILA WHBECTULIUU B

uH(ppacTpyKTypara, MapKeTUHT U Ch3laBaHe Ha OjaromnpusitTHa OU3HEC cpea.

I'paguxa 1. Bvamooichocmu u oepanudenus 3a pazeumuemo Ha KPYU3HUs mypusom, npeonazan

om OvreapcKu myponepamopu

Bb3MOXXHOCTU OrPAHUYEHUA

M Hapacreamo ref)rpa(l)cko
HOTPEOHTEIICKO pa3mojiokeHHe
TbpceHe H JOCTBIIHOCT
O PasBuTHe Ha | HudpacTpykTypan
PE€IHHA KPYH3eH NpeIH3BHKATEJICTBA
TYPH3bM e
L) o
TemaTHuHH Ce3oHHOCT
KPYH3H
IIapTHBOpCTBa H \ A KOHWGHHEH
CHTPYIHHYECTBO "l H na3apHa
HACHTEHOCT

a Heo0xoqumocT
OT AKTHBHA

|
Lol IbpKABHA
HmoAKpena

H3mounuk: aBTOpcKa pazpadoTKa

bearapckute TyponeparopH, onepupaimiu B cdepara Ha KpyH3HHS TypHU3bM, UTpasiT
3HaYMMa poJjisl 32 UKOHOMHKATa Yype3 reHepupaHe Ha IPUXO/U, JaHbLHU U 3aeToCT. Bbnpeku ue
OCHOBHHUSAT UM (OKYC € H3XOJSIIHMIT TypU3bM, T€ IPUTEkKABAT MOTSHIIMAN J]a TOTPUHECaT 1 3a
MOMYJIIPU3UPAHETO HAa bhiarapus karo necTUHAIUs, 0COOGHO uUpe3 pa3BUTHETO HA PEYHU
KpyW3d M KOMOMHUPAHU TYPUCTHUYECKH MPOAYKTU. HapacTBamoTo moTpeOUTENICKO ThpceHe
MpeIoCTaBs OJaronpusTHU Bb3MOXKHOCTHU 32 PACTEX, HO 3a IIBJIHOIICHHOTO UM peallu3hpaHe €

HEOOXOIMMO MpPEONOSIBAHETO HA ChUIECTBYBALM HMHMPACTPYKTYpHH U Treorpadceku
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OrpaHMYCHU, KAKTO KW aJallTUpaHC KbM JUWHaMHU4HaTa IIa3apHa Cp€aa 4Yp€3 HHOBAUWH H

CTPATCTUYCCKO IMO3UIIMOHHPAHE.

Crneo kamo noopobHo pazenedaxme UKOHOMUYECKUME ACNeKMU U posima Ha
myponepamopume, Kakmo U 8b3MONCHOCIUME U O2PAHUYeHUama npeod msx, 6 ciedgawiama
MOYKa agomvp wje ce 3a0br604U 8 cmpamezuume, KOUMo me npuiazam, 3a 0a OMAU4aAm
ceoume KpyusHu npeonodxcenusi Ha nazapa. llle ce ananuzupa Kax ce uzepanicod YHUKALeH
UMUONC HA NPOOYKMA, KAK Cce mapeemupam cneyupuuHu nompeoumeicku ceemMeHmu u Kax ce
KOMYHUKUpA CMOUHOCMMA HA Npediazanume KpYUsHU nakemu, 3a 0a ce NOCMUCHe

KOHKYPEHMHO NPeoumMcmeo U yCmouiue nasapeHr ycnex.

2.2. NPOAYKTOBO NMNO3NUMOHNPAHE HA TYPOMEPATOPUTE

[IpoaykToBOTO MO3ULIMOHUPAHE B TypU3Ma C€ OTHACA JI0 CTPATErMyecKus Mpolec Ha
Ch3/1aBaHE HA YHUKAJIEH UMUK U UICHTUYHOCT HAa TYPUCTHUUYECKHS IPOLYKT B Cb3HAHUETO HA
noTpeOuTeNuTe, KaTo ce IOoAYepTaBaT KOHKYPEHTHM IPEeIUMCTBAa U YAOBJIETBOPSBAaHE Ha
cneunpuyan Hy )14, To BKITIOUBa AuepeHInanys Ype3 IICHOBU MOJICINH, IIEJICBH CErMEHTH U
KOMYHUKAIlMOHHU TOCTIaHM$, 3a Ja C€ MOCTUTHE SICHO pa3rpaHUuYeHuE OT KOHKypeHTuTte. B
KPYWU3HUS TYpHU3bM MO3MLIHMOHUPAHETO YeCTO ce 0a3upa Ha eMOLMOHAIHU aneiu (Hampumep
MPUKIIIOYEHUE, JIYKC) U (YHKLIMOHATHHU XapaKTEPUCTHKHU (HarpUMep MapHIpyTH, YCIyT'H Ha
6opna). Baxxna pons urpae v Bb3NPUATUETO 3a Ka4ECTBO, KOETO ce (GopMUpa Upe3 peryTarus,
pekjIamMa M MpeKd MPEeKUBSIBaHUS Ha KiIMeHTUTE. E(EeKTHBHOTO MO3MIMOHHMpAHE H3UCKBA
IIOCJIEJOBATEIHOCT BbB BCHUYKM MAPKETUHIOBH AKTMBHOCTH, 3a J1a C€ YTBBPIAM >KEJIaHara

NACHTUYHOCT Ha HpO,HYKTa.lg

Kpyu3HUAT Typu3bM € BakeH CEKTOp B IIoOajHaTa TypUCTHYECKa MHAYCTPHs, KaTo
npe3 2023 r. Toi nonpuHacs ¢ Haxa 150 Munuapaa 3a cBeToBHaTa MKOHOMUKA M T€HEPHpa IIOBEUE
or 1.2 Mmuinona pabotHu Mecta. MHaycTpusiTa CTUMYIMpa UKOHOMUKUTE HA MPUCTAHUIIHU
rpajoBe U TYPUCTUUYECKH IE€CTUHALIMY Ype3 IPEKHU Pa3XOH 3a XpaHa, TPAHCIIOPT U 3a0aBJIeHNUS,
KaTo CPeIHUAT Kpyu3eH TypucT Xxapuu mexay 100 $ u 400 $ Ha 1eH B JTIOKATHUTE HKOHOMHKH.
KpynsHute KOMMIaHMM ca KIIOUOB JApaiiBbp 3a HHQPACTPYKTYpPHO pa3BUTHE, TbH Karo
MHBECTHpAT B MOJIEPHU NPUCTAHMILNA M JIOTUCTUYHH CHOPBKEHHS, OCOOCHO B peruoHa Ha
Kapubure nu Cpenuzemnomopueto. Benpeku ynapute ot nangemusara COVID-19, cexkropbT

BB3CTAaHOBSIBA OBP30 PACTEXK, C MPOTHO3MW 3a HAJ 35 MUIMOHA MBTHUIM rogumiHo 10 2027 1.

19 Kotler & Keller, 2021, Marketing Management", 16th Edition, Pearson
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OcBeH TOBa, KPyU3HUSAT TYPU3bM HacChpyaBa KyJITypHUS OOMEH U YCTOMYUBUTE MPAKTUKHU, ThI
KaTo BCE IMOBEYE KOMIIAHWU MHTETPUPAT €KOJIOTUYHH TEXHOJIOTUH, 32 Ja HAMAJIST BhITIEPOAHUS

CH OTHC‘I&TLK.ZO

Crnopen @unun KoTnbp, yCHeNIHOTO MO3UIMOHMpPAHE M3UCKBA MIACHTU(UIMpAaHE Ha
KIIIOUOBH aTpUOyTH, KOMTO OTIMYABAT MPOAYKTAa OT KOHKYPEHTHTE, U €(PEKTHBHOTO WM
npefaBaHe KbM norpeburenure. B Typusma TOBa MOXe Ja BKIHOYBA AKLEHTH BbPXY

€KCKJIy3UBHOCT, LIeHa, Y100CTBO, KYJITYpEH OIUT WJIH yCTONYHUBOCT.

OCHOBHUTE  MNPUHUMIN HAa  MApKETHHTOBOTO  IO3WIIMOHUpPAHE  BKIIFOYBAT
audepeHImanysi, neieBa CerMeHTalus 1 SIcCHa KoMyHuKanus. JupepeHnunanusara Moxe 1a ce
NOCTUTHE 4Ype3 (hu3ndecku aTpuOyTH (HampuUMep JIYKCO3HH XOTENH, YHHKAJIHHU €KCKYp3uH),
€MOIIMOHAIHY TIOJI3U (peJiaKkc, MPUKIIYeHNE) Wi (yHKIMOHAIHU npenumctia (all-inclusive
yCIyrd, TBBKaBH YCIOBHA). BaxHo e mo3unuoHupanero npa Obae CcboOpa3eHO C
NPEANOYUTAHUATA Ha KOHKPETHATa LieJieBa Ipyla — HalpUMep, MIQJANTE ITBTHUIU MOXE aa
THPCST WHOBAIMU U COLIMAIHU Bb3MOXKHOCTH, JOKATO Bb3PACTHUTE KIIMEHTH IIEHAT KoM(popTa
U cUrypHOCTTa. [pyru aBTOpM mOAYEpTaBar, ye MO3ULMOHMpAHETO € "OuTKa 3a yma" Ha
noTpeOuTeNsl, KOETO Hajara rmocJeA0BaTeTHOCT BbB BCHUKH MApKETHHITOBH CHOOIICHHUS — OT

PEKIIaMH1 10 U3KUBABAHUATA HA KJ'II/ICHTI/ITC.ZJ'

KpyusHure yciayru mnpencraBisiBaT KOMILIEKCEH TYPUCTHYECKH IPOAYKT, KOMTO ce
OTJINYaBa ChC CEPHsl YHUKAIHU XapaKTEPUCTHKU B CpPaBHEHUE C TPAJUIMOHHUTE (popMU Ha
Typu3bM. Ha mbpBo MscTo, Te mpeanarar KOMOMHUpPaHa CTOMHOCT, BKJIIOYBAIA TPAHCIIOPT,
HAaCTaHsBaHE, XPaHEHE, PA3BICUCHUs U €KCKYpP3UU B PAMKUTE HA €IHO IbTyBaHe. TOBa MpaBU
Kpyu3uTe "BCHUYKO B €JHO" pellleHue, KOETO CIECTsIBa Ha KIMEHTUTE HEOOXOAMMOCTTa OT
CaMOCTOSITEIIHO TUIAHUPAHE HA OTAEIHHU yCIyru. BBIpekn TOBa, Ta3W KOMIUIEKCHOCT Ch3AaBa
U TIPEIU3BUKATEINICTBA MIPE]l TypPONEPATOPUTE, Thi KaTO Kaue€CTBOTO HA BCSKA KOMIIOHEHTA (OT

KaroTUTC 10 KYXHHTa) MMPAKO BJIMAC HA HAJIOCTHOTO U3KUBABAHC.

BTopa KJII0OYOBa OCOOEHOCT € BHCOKAaTa CTEIIEH Ha HE0Ce3aeMOCT Ha yciayrara. B
OTIIMYUC OT TPAAULIUOHHUTEC XOTCIIU, KIMCHTUTC HEC MOrar na "l'IpO6BaT" MMpoOAYKTa Mpean

IOKYIIKa, KOCTO HaJlara CHJIHA 3aBUCUMOCT OT HMHUIDKA U PCIIyTalludTa Ha KpyH3HATa

20 UNWTO, 2023 (United Nations World Tourism Organization), Sustainable Cruise Tourism Development
Guidelines

2L Ries, A., & Trout, J., 2021, Positioning: The Battle for Your Mind, McGraw Hill LLC

47



kommanud. [IpoyuBanus nokassar, ue Hag 60% OT pemieHHsTa 3a MOKYIKa ce 0a3upar Ha
MPEenopbKU M OHJIAWH PEBIOTA, KOETO IMOAYepTaBa BAaXXHOCTTA HA YMIPABICHHUETO Ha
KJIIMEHTCKUTE U3KuBsiBaHUS. OCBEH TOBa, MOPAaU MPOIBDKATEIHUS XapaKTep Ha yciyrara
(o6ukHOBeHO 7-14 nHU), BCAKO HETaTUBHO MPEXUBSIBAHE MOXE J]a UMa CEPUO3HU IMOCIECTUIU

3a OpaHza.

Tpetusar omuuuTeseH Gener € eKCTpeMHaTa Ce30HHOCT Ha ThpceHeTo. B omimuue ot
XOTEJIMEPCTBOTO, KOETO MOXKE J1a pa3uuTa Ha OM3HEC MbTHULM Mpe3 1s1aTa TOAUHA, KPYU3HUST
TYpPU3BM € CUJIHO 3aBUCUM OT KJIMMaTUYHUTE YCJIOBUS U BaKaHIIMOHHUTE niepuonu. Hanpumep,
KapuOckusat pernon mpuema Hajg 50% OT CBETOBHUTE KPYyW3HHM IBTHULM IIPE3 3UMHHTE
Mmeceny. ToBa Hasmara crierUIHN CTPATETHH 32 U3PABHABAHE HA THPCEHETO Ype3 MPOMOIINU

1 TCMAaTU4YHU KPYU3H U3BbH CC30HA.

quB’prI/ISIT ACIICKT C€ OTHACA A0 CJIOXHAaTa ILICHOBA ITOJIMTHKA. Kp}’I/ISHI/ITe KOMITaHUU
W3MOJ3BAaT JUHAMHYHO II€HOOOpa3syBaHE C MHOTOCTENEHHA CHUCTEMa OT BKJIIOUYEHH U
nonbiaHUTEeTHN yenyru. Crnopen uscnenBane Ha Sun Hajg 70% OT mpUXOAMTE HA KPYUZHUTE
KOMIIaHUU UBAT OT JOMBIHUTEIHU Pa3xoau Ha Oopja (aJkoxoi, OpEeroBH €KCKyp3WH, CIia
MPOIeypH), KOETO HW3KMCKBa BHHUMATENHO OalaHCcHpaHe Mexay O0a3oBus maker u upsell

BB3MOXKXKHOCTUTCE. 22

B mo3u pazden bewe pazenedan cmpamezsuueckuam npoyec HA HPOOYKMOBO
NO3UYUOHUPAHe, NPULA2aH Om MmMyponepamopume 6 KOHMEKCMA HA KPYUSHUS MYPU3bM.
Yemanosu ce, we ycnewnomo nosuyuonupame UUCKEA UOEHMUPUYUPAHe HA KIHYO8U
ampubymu, KOUmo OmMauU4aeam KpyusHusi HPOOYKM Om me3u HA KOHKYpenmume u
e(heKmuUeHOmMo UM KOMYHUKUPAHE KbM yelesume nompeoumencku ceemenmu. Ananuzupanu
0sxa  OCHOBHUME NPUHYUNU  HA  MAPKeMUHZ080MO  NO3UYUOHUPAHe,  BKII0YEAU
ougpepenyuayus (4pe3 UHOBAMUBHU CLOPOHCEHUA, VHUKAIHU MAaApupymu, Kaiecmeo Ha
obcnydHceane, eKonNoSUYHU NPAKMUKY), yeleea ceeMeHmayus (Hacougawe KbM pa3IuUdHU
8b3PACMOBU 2PYNU, CEMelCmed, KIUeHmY mvpceuju TyKca, MAaou Xopa) U scHa KOMYHUKayus
Ha cmotinocmma. Pazenedanu 6sxa npumepu 3a cmpameeuu Ha 600ewu KPYU3HU Onepamopu,
KOUMO UIOCMPUpam Kax me u3epaxtcoam c0s. UMUONC U NPUBTUYAM KIUEHMU Ype3 aKyeHmu

8bPXY eKCKIY3UBHOCH, YeHd, YOOOCMB0, KYIMypPeH ONUm u yCmoudugocm.

22 Sun, X. et al., 2019, Revenue Management in Cruise Lines". Tourism Management, Routledge
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Cneo xamo Oeute U3ACHEHO KAK Myponepamopume cmpameudecku NO3UYUOHUPAM
ceoume KpyusHu npeosiodceHuss, 3a 0a npueiekam u 3a0vbpircam KIUeHmu, e om CbujecmeeHo
3HaueHue O0a ce pasenedam 8 Oemaunu camume NPOOYKMU, KOUMO me KOHCMPYupam u
npeonazam. Pazoupanemo Ha cmpykmypama u KOMHOHeHmume HA NAKemHume KpyusHu
NPOOYKMU HA Myponepamopume wje no3eoiu Ha A8mopvm 0a AHAIU3UPA KAK pa3iuyHume
efiemMenmu — Om OCHO8HOMO KPYU3HO NbIMY8aHe 00 OONBIHUMETHUME YCIY2U Kamo mpaHcnopm,
Hacmawseane npeou/cied Kpyuza u 6pe2osu eKckyp3uu — ce obeounseam, 3a 0a gopmupam
YATIOCIMHOMO MYPUCIMUYECKO Npedicuesasane, npeoiazano Ha ovieapckus nazap. Tosu ananu3
we paskpue Kakmo OCHOGHUMe, MaKa U OONbIHUMEIHUME KOMNOHEHMU, KOUMo onpeoessm

obxeama u cmouHOCMmMa Ha NAKeMHUsl KpyuzeH npooyKm.

2.3. CTPYKTYPA U KOMNOHEHTW HA NAKETHUTE KPYU3HWU NMPOAYKTU
HA TYPOMEPATOPUTE

Kakto Beuwe Oemie moka3aHO, KPYyM3HHAT TYypU3bM IIPEACTABIsABA €IUH OT Haii-
IMHAMUYHO Pa3BUBAIUTE CE€ CEKTOPM B CBETOBHATA TYPHCTHYECKAa HMHIYCTPHSL.
XapakTepusupall ce ¢ YHUKaJIHO CbhbYe€TaHHMEe Ha TPAHCIOPT, HACTaHSBaHE, XpaHEHe,
pa3BleYeHUs] U MBTYBaHE J0 MHOXECTBO JECTMHALMM B PAaMKUTE Ha €IHO IbTEIIECTBUE,
KpyH3bT IIPUBJIMYA BCE NMO-IIHUPOK KPbI OT noTpedurenu. Konnenmnusra 3a "miaBamny xoren" win
"mmaBany Kypopt" Tmpemiara yaoOCTBO M pa3HooOpasue, KOETO TPYAHO MOXe 1a Oble

MIOCTUTHATO C ApyTU (OPMHU Ha OpraHU3UpaH TYPUIbM.

Ha To3u ¢on, ponsta Ha Typomneparoputre (TO) e kimtoduoBa 3a (HOpPMHpPAHETO U
IIpEJIaraHeTO Ha JOCTBIIHM M aTPAKTUBHU KPYHW3HU NPOAYKTH Ha mnasapa. Typomneparopure
JeHCTBAT KaTo MOCPETHHUIIM MEXIY KPYyHU3HUTE KOMIAHWHM M KpalHUTE MOTpPeOUTEeNH, HO
TsiXxHaTa QYHKIHS Jaed HaIXBbPJsl OOMKHOBEHOTO MPENpojiaBaHe Ha KPYU3HH MbTyBaHus. Te
pa3zpaboTBaT KOMIUIEKCHU TAaKEeTHM TMPOAYKTH, KOUTO MHTErpUparT OCHOBHMSI KPYyU3EH
KOMIIOHEHT C JIOMBJHUTEITHU YCIYTH, MENSINA Ja OCUTYPST IBUIOCTHO W 0e3mpoOiIeMHO

TYPUCTUUCCKO Hpe)KI/IBSIBaHe.23

B xoHTekcTa Ha ObArapckusi masap, KpyM3HUTE MBTYBaHHUS HaOWpaT MOMYJISPHOCT,
Makap M BC€ OILIE J1a IPEACTABIISIBAT I10-CKOPO HUIIIOB CETMEHT B CPABHEHME C TPAJULIMOHHUTE
[IOYMBKA WJIM  EKCKYp3UHM. bbarapckure Typolepatopu HUrpasT BaXkHa DO B

MOMYJISIPU3UPAHETO HAa TO3U BUJ TYPU3bM U aAANTHPAHETO HA II00ATHUTE KPYU3HU POIYKTH

2 Emmunosa, U., 2017, Typoneparopcka u Typarentcka aeinoct, HBY
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KbM HYXIUTC U CHeHI/I(i)I/IKI/ITe Ha MCCTHHUA HOTpC6I/IT€J'I. Te npepjiarar MakCTHU KPYU3HH
MMPOAYKTH, KOUTO YJICCHABAT NOCTHIIA 4O CBCTOBHUTC KPYU3HU ACCTUHALUU, HpCOﬂOHHBaﬁKH

JIOTUCTUYHU U €3UKOBU Oapuepu.

Hacrosimara paspaboTka ¥Ma 3a med Jla aHaju3upa B ABIOOYMHA CTPYKTypara u
OCHOBHHUTE KOMIIOHEHTH HA MAKCTHUTE KPYHW3HU TPOAYKTH, MpPEJIaraHd OT OBITapCKUTE
Typonepatopu. Ille ObaaT pasmienqaHu KakTo OCHOBHHTE, TaKa U TOMBIHUTEIHUTE €JIeMEHTH,
KOUTO (opMHUpaT KpalHUSA NPOAYKT, KakTo U crenupuyHara 100aBeHa CTOMHOCT, KOSITO
opnrapckute TO BHacAT. AHaMU3BT e ce 0a3upa Ha TEOPETUYHU MOCTAHOBKU B TypHU3Ma,
KaKTO ¥ Ha HaONIOJICHWE HAa MPAKTUKUTE U OPEPTUTE Ha BOJCIIM KOMIAHWH HAa OBJITapCKHS
nazap. PazOupaHeTo Ha CTpyKTypara U KOMIIOHEHTHUTE HAa T€3U MPOAYKTH € OT CHIIECTBEHO
3HaYeHHE KaKTo 3a MmpodecuoHanucTuTe B OpaHila, Taka U 3a MOTPEOUTENNUTE, KOUTO ThPCIT

HH(bOpMaHHH 34 TO3U BUI ITbTYBAHUS.

Ilpeqn na ce pasmiena CTpPyKTypaTra Ha TAKeTHUS TPOAYKT, Ipeylaral oT
TypoIiepaTopure, € HeoOX0AUMO Jia ce Ie(UHHUPa ChIIHOCTTa HA OCHOBHMSI €JIEMEHT — CAMUST
kpyu3. KpynsHoTo mbTyBaHe MOXKeE Jja C€ ONpeAear KaTo MOPCKO WM PEYHO ITbTEIIECTBHE C
pasBiieKaTellHa WM [O3HABATENIHA L€, OCBIIECTBABAaHO Ha Oopaa Ha CHeLHaIu3HpaH
I'BTHUYECKH KOpal, KOWTO OCUTYpsIBa Ha MacakepuTe HaCTaHsIBaHE, XpaHEHE, pa3BICUEeHUs U

TPAHCMOPT MEKy Pa3IMYHH MPUCTAHHUINA MO MPEABAPUTETHO 3a1aleH MapIIpyT. 24
OCHOBHM XapaKTEPUCTUKHU HAa KPyU3HUS MPOIYKT ca:

< "[InaBamy kypopT" — MoOJEpHUTE KPYU3HH KOpaOu mpeanarar HMHPPACTPYKTypa H
YCIYTHM, CpPaBHMMHM C TE€3M Ha JYKCO3HM CyXO3€MHH KypopTH. ToBa BKIIIOYBa
pa3HoOOpa3ue OT KalTH (OT BBTPENIHH /O amapTaMEeHTH C OaJKOHU), MHOXKECTBO
pectopanTu (OCHOBHH, Oro()eTH, criennaan3upanu), 6apose, OaceiiHu, cra IEHTPOBE,
¢duTHEC 32111, TeaTpu, KMHA, Ka3WHA, Mara3uHu, IETCKU KiIyOoBe u Jip. Ta3u KOHIeMIIHs
MO3BOJISIBA Ha IIBFTHUIIMTE Ja CE€ HaclaxaaBaT Ha KOMQpOpT W paszHooOpaszwe OT

JIEWHOCTH, JOKATO MMbTYBaT MEKY AECTUHAIIUUTE.

< MapupyT — KIIIOUOB €JIeMEHT Ha KpYW3HHUs NMpoayKT. Toil ompenesns mocemiaBaHUTe
npucranuiia (ports of call), mpogbIKUTETHOCTTA HA TPECTOS BBB BCSAKO OT TAX U THUTE
B OTKpHUTO Mope (sea days). MapmipyTute Bapupar 3HaYUTEIHO 110 MPOIBIKUTEITHOCT

(ot kxparkum 3-4 NHEBHH IO OKOJOCBETCKM WBTEUIECTBUS), TeorpadCKu pEeruoH

% Dowling, R. K. (Ed.), 2006, Cruise Ship Tourism, CABI
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(Cpenmzemuomopue, Kapubu, Amnscka, Cesepna EBpoma, Asus, IOxHa Amepuka,
peunu kpyusu no Jlynas, Peitn, Hui u ap.) u Tematuka (IpUKIIOYEHCKH, KyJITYpHH,

penaxkcupariu).

HacransiBane — KaloTHUTE ca OCHOBHOTO MSCTO 3a HacTaHsBaHe Ha Oopnpa. Te ce
pa3nuyaBaT 1O pasMep, pa3NoNOoKeHHe (BBTPEIIHM, C Tpo3opel, ¢ OalKoH,
arapTaMeHTH/CyuTH), 003aBeKJaHe U BKIIIOUEHU ycIayru. M300pbT Ha KaroTa € eIMH OT

OCHOBHHUTE (haKTOPH, OMPEIEIISIIHN [IeHaTa Ha Kpyu3a.

XpaHeHe — CTaHJAPTHUAT KPYU3EH MakeT OOMKHOBEHO BKIIIOYBA ITHJICH IMAHCUOH —
3aKycKa, 00siJl MU Beuepsi, CCpBUPAaHN B OCHOBHUTE PECTOPAHTH WK Ha OrodeT. MHOTO
KopaOu Tpenjarar W JOMBJIHUTEIHU ONIMUA KaTo CHEIMAIH3UPaHU PECTOPaHTH (C
JOIJIAlIane), MHUIapuu, kKadeHera, pyM ChpBHC (ITOHSKOTa C Takca 3a JIOCTaBKa).
Hamurtkure gecto ca 00EKT HA OTIENHU MAKETH WJIM CE 3aIulaliaT AOMBIHHTEIHO, C

HU3KIKYCHUC Ha BOAA, qaﬁ, Ka(be OT OUCIICHCBPHU.

PasBneuenus n HeﬁHOCTH Ha 60p11a — KPYU3HUTC KOMITaHUKU MHBCCTHUPAT 3HAYUTCIIHO B
OCHUTYpSIBAHETO Ha pa3HOOOpa3zHa pa3BlIeKaTeNTHa MporpaMa. Ts Moke Ja BKIIIOYBa
BEUEPHHU 110y TpOrpaMu (MIO3UKBIIH, aKpoOaTHKa, KOMEIus ), )K1Ba My3HUKa, JUCKOTEKH,
TEMaTHYHU MApTHUTA, CIIOPTHU JAEHHOCTHU (OackeTOoN, MUHU rojd), CTEHHU 3a KaTepeHe,
chpd cumynatopu), oOpazoBaTeIHU JEKIHUHU, KyTMHAPHH JIEMOHCTPAIMH, YPOIH IO

TaHIHU, Ka3WHO U JIp.

bperosu ekckyp3uu — TOBa ca OpraHU3MpaHd TYpOBE U JIEWHOCTH B ITOCEIIABAHUTE
npucranuia. Te He ca yacT oT 0a30BUS KPYHU3EH MAKET U OOMKHOBEHO CE 3arulaiiar
nombaHUTENHO. [IbTHHUIIMTE Morar na W30upaT OT E€KCKYp3WH, OpPTaHU3UpPaHH OT

Kpyu3HaTa KOMIIaHHWs, WA Jd OPraHu3nupar caMu IpecTod CH Ha 6pera.

Pa30Oupanero Ha T€31 OCHOBHU XapaKTEPUCTUKH Ha KpyH3a € (yH/ITaMEHTAIHO, Thil KaTo

Te GdopMHpaT SAPOTO HA MPOAYKTa, KOWTO TypOIEpaTOpPUTE BIOCIEJACTBHUE MaKEeTUpaT W

oborarsBar ¢ AOM'BJIHUTCIIHUA YCIIYTH.

Typoneparopute UrpasT KpuTHUHA POJIsi B KpyHU3HATa UHIAYCTPHs, 0OCOOEHO Ha ma3apu

KaTo OBJITapCKusi, KBJAETO JUPEKTHUTE MPONAXOM OT CTpaHa Ha TOJIEMHUTE MEXIyHAPOIHU
KPYWU3HH JIMHUM MOXE Ja ca M0-ci1ado pa3BUTH WM TOTPEOMTENMTE Aa MPEarodnuTar
KOMIUIEKCHO oOciTy>kBaHe Ha pozaeH e3uk. dynkuuute Ha TO npu popMHupaHEeTO Ha MAKETHU

KPYHU3HH MPOTYKTH BKJIIOYBAT:
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Ilocpeonuuecmso u Oocosapsine: TyporneparopuTe CKIIOYBAT JOTOBOPU C €IHA WIIU
[IOBEUE KPYU3HU KOMIIAHHMU. Te€3U IOrOBOPH UM OCUTYpsiBaT JOCTBI JO MHBEHTap (KaroTH),
4ecTo Ha npedepeHIaiIHy [IeHN WIK ¢ ompeaeiaeHn KoMucuonHu. TO morar na 10roBOpAT U
IPyNOBU KOHTUHIEHTH (aJIOTMBHTH) 32 KOHKPETHU JaTU WJIK MAapUIPYTH, KOETO UM MO3BOJISIBA

Ja Ipeajoxar nmpoAyKra Ha IMOo-aTpaKTUBHU HCHU WM C JOIIBJIHUTCIIHA 60Hy0H 3a rpymara.

IIpooykmoeo pazsumue (Ilakemupane): ToBa e ocHoBHaTa (hyHKIus. TyporeparopsT
HE MPOCTO MpernpoaaBa KpyHu3a, a o HHTerpyupa B MO-IIUPOK TypUCTUUYECKH makeT. Toii qo6aBs

KOMIIOHCHTH, KOUTO Ca HCO6XOI[I/IMI/I WK KCJIaHU OT LCJICBUS I1a3ap, KaTO BKIIXOYBA:

v Tpancmopt 10/0T HauaTHOTO/KpalHOTO IpucTaHuile: Haii-uecto ToBa ca caMOJeTHH
ouneTu, 0coOEHO 3a KPyU3H, 3arouBally OT MO-AajeuHu aectuHanuu (Hamp. Kapubwu,
Cesepna EBpora). 3a Obarapckus ma3ap ToBa OOMKHOBEHO 03Ha4aBa nojetu ot Codus,
a moHsKora u ot Bapna wim byprac. Morar na ce u3noJji3BaT KakTO pEeJOBHH, Taka U

YapTbpHU IIOJICTH.

v Tpancgepu: Opranusupane Ha IpeBO3 MEXIy JIETHILIETO, X0TeNna (aKo MMa IpeBUACH

MIPECTOMN) U MPUCTAHULIETO.

v HacransBane npenu/cnen kpyusa: [Ipeanarane Ha XOTeJICKO HacTaHsSBaHE B Tpaja Ha
OTIJIABaHE WJIM aKOCTHUpPaHE, KOETO TMO3BOJISIBA HA TYPUCTUTE Jia C€ aJanTupar KbM
yacoBaTa pasJiiKa, Ja pasmieaar rpaja Wid IpocTo Ja U30erHaT crpeca OT MbTYBaHE B

ChIIHUA JICH.

v 3acTpaxoBKu: BkirouBaHe WM mpeasiaraHe Ha 3abJDKUTENIHA WM MPENopbUMTENIHA

MEJUIIMHCKA 3aCTPaxOBKa M 3acTpaxoBka "OTMsHa Ha MbTyBaHe'.

v BuzoBa momapwmxka: CpaeiicTBHE TPH HEOOXOAMMOCT OT HW3JaBaHEe Ha BH3U 3a

IMOCCIIaBaHUTE CTPaHU.

v Bopnau/IIpencraBuren Ha TyporepaTopa: 3a TpyMNoBU IIbTYBaHUS YECTO CE€ OCHUTYpsBa
OBATAPCKOTOBOPSIII MPEACTABUTEN, KOUTO MPHUApPYKaBa Tpymara mo BpeMe Ha ISJI0TO
MbTyBaHe (BKJIFOUMTETHO TOJIETH, TpaHc(epu, HAacTaHsBaHE Ha Kopaba) M OKa3Ba

ChJICHCTBUE HA MSCTO.

v' Opranusupanu OperoBw eKCKyp3uw Ha Obarapcku e3uk: Hsaxom TO pazpaborBar
coOCTBEHHM OPETOBU €KCKYp3UU ¢ OBJITapCKU €KCKYP30BOII, KaTo aaTepHATHBA Ha TE3H,
mpeyiaraHy oT KpyHu3Hara KOMIaHusl (KOUTO OOMKHOBEHO Ca Ha aHTJIMICKU, HEMCKH,

WCIIAaHCKU U JIp.).
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Mapxemune u npooasicou: Typoriepatopure UHBECTUPAT B MApKETHHT U peKJIama, 3a Jja
JOCTUTHAT 0 MOTEHIMAIHU KIUEHTU. Te M3Mos3BaT pa3anyHu KaHajdun — cOOCTBEHU oducH,
yeOcaiiToBe, TYpUCTHUECKH areHTH (pUTEMIIBPU), COLUATHU MPEXH, Y4aCTUE B TYPUCTHUECKHU
n3N0KeHus. Te npeAcTaBAT KOMIUIEKCHUS ITAKETEH MPOLYKT, aKEHTUPAUKK BbPXY yA00CTBOTO

# gobaBeHaTa CTOMHOCT.

Lenoobpasysane: TO onpenenar KpaiiHaTa MakeTHa IICHA, KaTO KaJIKyJIHpaT Pa3xoauTe
3a BCHYKH BKJIFOYCHH KOMITOHCHTH (KpyH3, IOJIETH, TpaHCc(epu, XOTENIH, 3aCTPaxOBKH,
coOCTBeHa KOMUCHOHHA/Tieyanba). [{lenooOpasyBaneTo Moke Ja ObAe CIOXKHO, MOBIUSHO OT
(hakTopH KaTo Ce30HHOCT, HATMYHOCT, PAHHU 3aIMCBAHUS, IPOMOILIUY Ha KPYU3HUTE KOMITAHUU

1 aBUOKOMIIAaHUUTE.

Obcnyoceane na rkauenmu: OcurypsiBaHe Ha HHQOpMaLMs U KOHCYATALMM NPEAU
IbTyBaHETO, 00pa0OTKa Ha pe3epBallMi M IUIAINAHMSA, NPEJOCTaBsHE Ha HEOOXOIMMHTE
TOKyMEHTH (OHiIeTH, BayuepH), TIOKpera 110 BpeMe Ha ITbTYBaHETO (0COOEHO NP HaIWYHe Ha

TnpencTaBuTeN) ¥ 00paboTKa Ha 06paTHA BPB3KaA ClEe/ MBTYBAHETO. 2

Vnpaenenue na pucka: TO noemar onpenencH (UHAHCOB PHCK, CBBbP3aH CbC
3aKyIyBaHETO Ha CaMOJIETHU OMJIETH WJIM FapaHTUPAHETO HAa KalOTHU KOHTUHIEHTH. Te chlo
HOCSIT OTTOBOPHOCT 3a Ka4€CTBOTO HA IIPEJOCTABEHUTE yCIYTU B PAMKHUTE Ha IIAKETa ChITIACHO

eBPOTIEHCKOTO M HAIIMOHATHOTO 3aKOHOIATENCTBO. 20

Upe3 Te3u QyHKIUHM OBJIrapcKUTE TypOIEepaTopu IMpaBsT MEXAyHApOIHUTE KPYHU3HU
INPOXYKTH TO-TOCTBIHM M JIECHH 3a TOTpeOieHHe OT ObJIrapcKUTe TYPHCTH, A00aBAWKU

cnenu(uIHA yCIyTH, CbOOPa3eHU C MECTHUTE HYK/IH.

OcBeH YHCTO TEXHUYECKOTO OOENWHSBaHE HAa KPYH3HOTO MBTyBaHE ChC CAMOJIETHU
ounetu u Tpancdepu, ObIrapcKUTe TypOIrepaTopu 000TaTsIBaT CBOUTE MAKETHH MPEITIOKEHUS
ChC CBIIIECTBEHA J100aBEHA CTOMHOCT. FIMEHHO TS 4ecTo € permaBaniusaT GpakTop 3a u3dopa Ha
TeXeH MPOMYKT Tpej alTepHaTHBHUTE mpemtoxkenus. llle pasriename mo-noapoOHO Ko ca
TE3W €JEeMEHTH Ha J00aBeHa CTOWHOCT, KOMTO HAATPAKIAT CTaHAApTHATa JIOTHCTHKA —
eKCrepTu3ara mpu u300pa, TapaHIMHUTE 3a CHTYPHOCT, yAOOCTBOTO Ha OOCIY>KBaHETO U
crenuguyHaTa MOAKpena, OpueHTUpaHa KbM ObJrapckus Typuct. Enementure Ha nobaBeHa

CTOMHOCT MOTaT Jia C€ Pa3AeIAT OOOIIAT 10 CJICTHUS HAYHUH:

% Goeldner, C. R., Ritchie, J. R. B. 2011, Tourism: Principles, Practices, Philosophies, Wiley

% TMupextupa (EC) 2015/2302 3a nakeTHUTE TyPUCTHYECKH ITLTYBAHHUS
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Tabnuya 5. Enemenmume na 0obasena cmounocm

Eaemenr

Ha

aodaBeHa

CTOWHOCT

Excneprusa

KOHCYJITalusl

CurypHoct

3almuTa

YaoocTBO
"Benuko or ExHo

Mscrto"

E3uxoBa nogkpena

I'pynos egexr

YiaecHena

JOTHCTHKA

AnanTupaHe KbM

nasapa

Onucanue, MoJI3M 32 KJIHEHTA

IIpenocraBsiHe Ha npodecuoHaTHU ChBETH IIPU U300p HA MapILIPYT,
Kopal, THII KaioTa; pa3sCHSABAaHE Ha CIEUU(PUKUTE HA KPYHU3HOTO
nbTyBaHe (OaKIIMINK, TAKEeTH, JPECKOM); MOMOLI MPH OpPHEHTAIMs,

0CO0EHO 332 HOBU KIIMEHTH.

[TeTyBaneTo e 3amureHo cermacHo JupekruBa (EC) 2015/2302 u
3akoHa 3a Typu3ma (Hamp. mpu HecheTosaTeHOCT Ha TO); moemane Ha

OTI'OBOPHOCT 3a U3MIbJIHCHUETO HAa BKIIFOUCHUTE B IMTAKETa YCIIYT'H.

PesepBanus W 1uramiane Ha BCHYKA OCHOBHH KOMITIOHEHTH (KpywH3,

II0JIETH, 3aCTPAXOBKA)

TpaHchepH, 4ype3 eIWH JOCTaBYHK;
KOMYHHKAITUSl C €IUH CYOEKT; IOJlyyaBaHe Ha BCHUYKH JIOKYMEHTH

HaBEIHDBX.

OcwurypsiBane Ha OBJITapCKOTOBOPSI BOAAY/TIpeACTaBUTEN (TIpU
IPYIOBY IbTYBAHMUS) 32 ChJCHCTBUE IPH HACTAHSABAHE, KOMYHUKAIIHS
Ha Oopja, MpeBoj Ha WH(OPMAIIHSI, OPTaHU3UPAHE HA EKCKyp3UHU Ha

OBJITapCKU €3UK.

BB3MOXKHOCT 32 TBTYBaHE ¥ OOITYyBaHE ChC CHHAPOIHUIIN; CIIOICTICHO
MPEXHUBSIBAHE; MOHAKOTA JOCTHI J0 TO-A00pH TPYNMOBH LEHH HIIH

6onycu, norosopenu ot TO.

OpranusupaHe Ha CIOXHHM BPB3KM MEXAY IOJETH, TpaHcpepu u
MPUCTAHMUILE, CIECTSIBAIIKM BpeMe U YCUJINS Ha KJIIMEHTA; YIIpaBlieHHe

Ha IMOTCHIITUAaJIHN HpO6J'ICMI/I C pasliucCaHus.

[ToxGop Ha MpOxyKTH (MAapIIPyTH, KOMIIAHUHN ), KOUTO Ca MOIYISIPHA
U TOAXOASAILIM 3a OBJTapcKusl masap; NpejiaraHe Ha crenu(puyHua

YCIIYTH KaTo €KCKyp3UH Ha OBJITApCKU €3HK.

Hzmounuk: Aemopoea cucmemamuzayus
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Ta3u Tabnuiia CHHTE3Upa KIIIOYOBUTE MTPEIUMCTBA, KOUTO KIHEHTHT MOTydaBaM KOTraTo
n3bupa TMakeTeH KPyU3eH TPOMYKT OT OBITapcKh TypoIieparop, B CpPaBHEHUE ChC

CaMOCTOSAJITCHOTO OpraHU3UupPaHC Ha IIBTYBAHCTO.

B masu noomouka Oewie ananuzupano OemauiHoO CMpPYKmypama Ha NaKemuume
KpYU3HU NPOOYKMu, npeonazanu om Ovjeapckume myponepamopu, Kamo ce nooyepmasd
MAXHAMA PO 68 Cb30ABAHEMO HA YALOCMHO U OOCMBNHO MYPUCTHUYUECKO NPEeNCUBABAHE.
OcHosHama xapakxmepucmuka Ha KpyusHus npooykm, kamo "nnasaws kypopm" ¢ exnrouenu
HACMaHABaHe, XPaHeHe, pA3GledeHUsi U MpaHCnopm Medxcoy OeCmuHayuu, ce O0onvisd om
myponepamopume ¢ KI0408U KoMnoHenmu. Te3u naxemu OOUKHOBEHO 6KNIOUBAM OCHOBHU
(3a0vadcumentu) elemeHmu Kamo camomo KpPYUsHO Nbmyeane NO U3OpaH Mapupym c
Hacmausaeame 6 Karoma, NvileH NAHCUOH HA 60pOd, NPUCMAHUWHY MAKCU U YeCmo Makcu 3d
obcnycsane. Kom msax myponepamopume 000a8sim ColeCmeeHu Ycayeu Kamo camonemen
bunem 0o/om  HAYAIHOMO NpUCMAHUWE, OP2AHUBUPAHU  mMpanc@epu, MeOUYUHCKA
3acmpaxoeka u yecmo npeocmagumen/600ay Ha Ovba2apCcKu e3uKk npu pynosu Nbmy8aHusl.
Oceen mosa, ce pazenexcoam u OONbAHUMETHUMe (ONYUOHATHY) KOMNOHEHMU, KOUMO MO2am
oa O6voam npeosodceHUu cpewyy 3aniaujare, Kamo npeo- Uiu CleOKpYU3HO HACMAHABAHE,
Ope206u excKyp3uu (6KIIOYUMENHO MAKUBA HA ObA2apCKU e3UK), naKkemu Hanumku, XpameHe 8
Ccneyuanu3upanu pecmopanmu, cna yciyeu u unmepuem. [loouepmasa ce, ve masu KOMnieKcHa
cmpykmypa, npeoidazana om myponepamopume, 0OCu2ypsea y000Ccmeo, npeosuoumMocm Ha
pasxooume u 0006aseHa CMOUHOCM 3a OvI2apcKume mypucmu, 0cobeHo 3a mesu 6e3 npeouuieH

OnuUmM UIU NbMY8aAUU 00 NO-0ale"UHU 0eCMUHAYUU.

B nacmosawama emopa 2nasa agmopvm u38bpuii OemaiiieH aHaiu3 Ha npooyKmo8omo
npeonazawe Ha Myponepamopume 6 KOHmMeKcma Ha Kpyusuus mypusvm. Paseneoanu osxa
OCHOBHUMeE ACNEeKMU HA MAXHAMA 0eUHOCM, NOTUMUKA U KAidcugurkayus, kamo ce nooiepma
PONAMA UM HA NOCPEOHUYU U Cb30amenuy Ha MypUCmuyecKu nakemu, Kakmo u aoanmupauemo
UM KbM OUSUMATHAMA MPAHCHOPMAyus U npoMeHAwUume ce nompeoumencku U3UCK8AHUs.
Cneyuanno éHumanue beute 0mMoeneHo Ha UKOHOMUYECKUsL NPUHOC U PONAMA Ha Oba2apcKume
myponepamopu 8 pazgumuemo Ha KPYUsHus mypusvm, Kamo 6sxa udeHmuguyupanu npexume
U KOC8EHU UKOHOMUYECKU eheKmu om MmAXHaAma OeuHoCm, Kakmo U mexHusm nomeHyuai 3a

nonynapusupane Ha bvacapus.

Bnocneocmeue, aumanuzem ce ¢hoxycupa 6vpxy npoOyKmosomo no3uyuUoOHUpaue,
uscneosatikyu cmpamezuume, KOUMmMo myponepamopume npuiazam 3sa oughepenyupane Ha
ceoume KpyusHu NpeoslodCeHUsi U U32paxcoaHe HA YHUKALEH UMUONC 6 Cb3HAHUemo Hda
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nompe6umeﬂume. Paszeneoanu 6saxa xnouosu enemenmu  Kamo yeneea cezemeHmayusl,
KOMYHUKayus Ha cmouHocmma u aaanmupaHe KbMm nasapHume meHdeHuuu, BKJIIOYUMENIHO

ycmoimueocm U nepcoHaiuzayus.

Hakpas, Oewe npeocmagena noopobna cmpykmypa u KOMHOHEHMU HA NAKemHume
KpYU3HU NPOOYKMU, Npeoidazanu om myponepamopume. Hoenmuguyupanu 6sxa ocHosHume
(3a0vadicUmentuy) erlemMeHmuy Kamo camomo KpYU3HO Nbmyeane, HACMAHABAHE, XPAHEeHe U
makcu, Kakmo u 0obaseHume om myponepamopume yciyeu — camoiemuu ouiemu, mpaucgepu,
sacmpaxoéku u 6ooauu. Pazenedanu 6sxa u OOnvIHUMETHUME KOMNOHEHMU, KOUMO
N0360/1A6amM NEPCOHANU3AYUsl HA npedcusseanemo. UYpes mosu Oemailien npeened Ha
npeonazanume NpOOYKMu U MexHume Xapakmepucmuku, Kakmo u upe3 aumaiuzda Ha
cmpamezuume 3a NO3UYUOHUPAHe, KOUMO omyumam ¢axkmopume 3a nompedumencku uzoop,
bewie u3NBIHEHA U 3A0a¥yama 0a ce AHAIU3UPA NPOOYKMOBOMO npedidzane HA KpyusHume
mMyponepamopcku. npoOyKmu ¢ UHOUKAMOPU, onpeoensiyu u300pa Ha KpyusHu naKemuu
NPOOYKMU, KAmMo No MO3U HAYUH Ce NONONCU OCHOB8AMA 3a NOCLe08AUOMO eMNUPUYHO
uscnedsame Ha mezu uHouxamopu. Tozu ananuz noouepmasa, 4e KOMNIEKCHUSAM NAKemeH
npoOyKm, Npeoidazan  om  myponepamopume,  OCUSYPABA  3HAYUMETHO  YO0OCMBO,

npeosuOUMOCm Ha pazxooume u 000ageHa CMoOUHOCM 3a OvieapCcKume mypucmu.

Cneo kamo noopobmo 6e ananu3upaHo  NPoOOyKMOGOMO  npediazame  Ha
myponepamopume, SKIOYUMEIHO MAXHAMA OeuHOoCm, cmpameeuu 3d NO3UYUOHUPAHe U
CMPYKMypama Ha nakemuume KpyusHu npooyKkmu, e om KI04080 3HAUeHUue asmopvm 0a ce
Hacoyu KvM Opyeama OCHOBHA CMpPAHA 6 mo3u npoyec — nompedoumens. Pazoupanemo na
nompebumenckus npoQui Ha NOMEHYUATHUMe MyPUCMU HA NAKEMHU KPYUSHU NPOOVKMU e
@yHoamenmanno 3a ycnewHomo paspabomeare u mapkemupave na mezu ogepmu. I[lopaou
moea, ciedgawama 2nasa ce oKycupa 8bpxy Memoooi0cUUHAMA PAMKA HA eMNUPULHOMO
uzcneosame, Kamo OOKMOPAHMBIM NPeOCmass U AaHAIU3Upa pe3yaimamume Om  He2o,
uoenmughuyupaiixu Gaxkmopume, @uusewU 6vpxXy uzb0pa HaA KPYU3HU NPOOYKMU NpU
opeanuzupanu nvemyeanus. Ha 6azama na mosu aumanuz we 6v0e npednodcer u mooen 3a
VCbBLPUIEHCBAHE HA NAKEMHOMO KPYU3HO NbMYy8aHe, npedidasano om Ovieapckume

myponepamopu, cboOpaszeH ¢ Hyxcoume u NpeonoyuUmanuama Ha Ova2apcKus nompeoumenn.
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TPETA TAABA

MOTPEBUTEACKU MPODOUA HA MOTEHUWMAAHUTE TYPUCTU HA
MAKETHW KPYU3HW MTPOLAYKTU

Tperara raBa MnpejcTaBs METOAOJOTMYHATA pamMKa Ha €MIUPUYHOTO H3CJEIBaHE,
pe3yaTatuTe OT MPOYYBAHETO cpel MOTPeOUTENH W MPOAYKTOBM MEHMUKBPH, U Ipeajara

YCBBBPUICHCTBAH MOJCII 3a ITAKETHO KPYU3HO IIbTYBAHC.

3.1. METO4O/TOTMYHA PAMKA HA U3CJIEABAHETO

MetononoruyHara paMka Ha €eMIOUPUYHOTO U3CJE/BaHE, MPeCTaBeHa B HACTOsIATa
akaJieMu4Ha pa3paboTka, € KOHCTpyHpaHa ¢ IWel Ja OCUTYpU CHUCTEMaTHyeH u
HAayYHOOOOCHOBAH MOAXO/ KbM aHaJIM3a Ha TIOTPEOUTEIICKOTO MTOBEICHUE U TIPESIITOYUTAHHS B
ctepara Ha MaKeTHUTE KPYU3HH MPOAYKTU. B OoCcHOBaTa Ha M3CIEABAHETO € 3aJI0KEH MOJET,
BKJIIOYBAIIl TIET OCHOBHM KPHUTEpHUs C MPHIIEKAIIM KbM TAX MOKA3aTeNd U XapaKTePUCTUKH,
KOUTO CITy’KaT 3a KOMILJIEKCHA OIIEHKA Ha CIEIHaIM3UPaHU TYPUCTUUYECKH TAKETH, C aKICHT

BBPXY KPYU3HUTE NpeUIOKEeHUs. Te3u Kkpurepuu ca:

1. Jdemorpadgcku XapakTepMCTHKH Ha NOTpeOMTeJMTe: BKIIOYBAILM Bb3pacT, IO,

o0pa3zoBaHUEe, MECEUHHU JOXO/IH.

2. Onur n npeanoYuTaHuA: O6XBaH_IaH_[I/I YCCTOTa Ha IbTyBaHUATA C LCJII TYpPU3BM,

MNpECAUIICH OMMUT C KPYU3HU IIBTYBAHUSA U NIPEANNOUYNTAHN JCCTUHALINH.

3. MoTuBanua 3a ObTYBaHC HAa KPYM3: U3CJI€ABallla OCHOBHUTE MOTHBHU 3a I/I360p Ha

KpYHU3 32 IOYMBKA U BoAeUIMTE (HaKTOpU IpU TO3U U300D.

4. OueHnka Ha ycayrure: (hoKycHpalia ce BbpXy KaueCTBOTO Ha Ipe/jiaraHuTe YCIyrH,

YAOBJICTBOPCHOCTTA OT TAX U OLICHKATA HA NHOBAIUUTC HA 60pz(a Ha KPYHU3HHUTC Kopa61/1.

5. OOparHa Bpb3Ka H NPeNOpPbKM: aHAIM3UpAIA TPEIIOKEHUS 3a IMOAOOpPEHHE B

npeajiaraneTo, BEpOATHOCTTA 3a IIOBTOPCH I/I360p 1 TOTOBHOCTTA 3a MPCTIOPHKA.

EmmupuynoTo um3cnmenaBane e jokamm3upaHo B Tpan Codusi, kato ca oOXBaHATH
TYpPUCTUYECKU arcHIIMM, OIEpHpalld Ha HeroBa Teputopus. M300psT Ha croiwmiara €
apryMEHTHpaH C HEWHUS CTaTyT Ha HaW-TOJISIM MKOHOMHYECKH M JeMOrpad)CKd LIEHTHp B
B'b.HI‘apI/IH, KOHICHTpHpAIl 3HAYUTCICH MO4J1 OT TYPUCTUUCCKHUA I1a3dp, BKIIIOUUTCIIHO U
CErMEHTa Ha KPYU3HUTE TbTyBaHUs. TOBa OCHTYpsiBa JIOCTHII JI0 MO-ITUPOK U AUBEPCHPUIINPAH

HaboOp OT eKcrepTd (TYPUCTHUECKH areHTH M MPOIYKTOBU MEHHUUKBPH) U TMOTEHIIMATHU
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TYPUCTH C IIO-BHCOKa IIOKYIIAaTCJIHa CIIOCOOHOCT U noayepTaH MHTEPEC KbM pa3Hoo6pa3HH

TYPUCTUYECKHU IIPOAYKTH.
M3non3BaHuTe M3CJIEA0BATEJICKHA METOAU BKIIIOYBAT:

v'  AHKeTHO Npoy4YBaHe, PEaJM3UpPAaHO Ype3 JBE CTAHAAPTU3UPAHU AHKETHU KapTH,
HACOYEHM KaKTO KbM paboTemy B TypONepaTOpCKH CTPYKTYpH, Taka H KbM
MOTpeOUTEN Ha KPYWU3HM MbTyBaHMsS. AHKETHHUTE KapTH ca CTPYKTYpHpaHU IO
TOpENOCOYEHUTE KpUTEpUU M cbabpkar 20 BpIOpOca, aJalNTHpPaHUd 3a CPEJHOTO

NOTPEOUTENICKO HHBO.

v IlonycTpyKTYypHUpaHO HMHTEPBIO, KOETO € TMPOBEIEHO C  MPOAYKTOBU
MEHHDKBPH/CIICUATUCTA Ha KPYU3HHS MPOAYKT, C LEN 3abI0O0YCHO MpOydYBaHE Ha

TCXHUTEC BYUKAAHWA U CKCIICPTHU3A.

N300pbT Ha M3BaJKUTE € OCHILECTBEH Ype3 THE3IO0BH IPUHLMUI, Karo 3a BTOpara
u3Bajka (pabdoreut B opucu U MOTPEOUTENN) € MPUIOKEH M YaCTUYEH KBOTEH IPUHLHIL.
VYyactuero e 1o6poBoiaHo. OOpaboTKaTa Ha JaHHUTE OT aHKETHOTO MPOYYBaHE € W3BbpILIEHA
cbc cTatucTuueckus naker SPSS, a naHHWTE OT MHTEpBIOTAaTa ca IMOJUIOKEHH HAa KOHTEHT

aHaJus.

Hpe,Z[MET'bT Ha HAaCTOAIOTO SMIIMPHUYIHO HU3CIICABAHE € ﬂeTaﬁHHOTO KOHCTpPYHUPAHE U
aHaJIn3 Ha HOTpe6I/ITeJ'ICKI/I$I HpO(i)I/IJ'I Ha MOTCHIUAJIIHUTE TYPUCTH, IIPOABABAIIIN UHTCPEC KbM
MMaKECTHU KPYU3HU IIbTYBAHUSA Ha 6’bJ'IFapCKI/I$I rnasap. Tosa BkiIIOUYBA I/I,Z[eHTI/I(I)I/IKaLII/IH n
cucreMarmu3anusa Ha TCEXHHUTC )IeMOl"paq)CKI/I XapaKTCPUCTUKH, CONUATTHO-UKOHOMHWYCCKU
CTartyC, MOTHBAMOHHHW HarjiIaCu, MOPCAIIOYHUTAaHHUA KbM ACCTUHAIMU, BHUAOBC KPYU3HU
MpCKUBsIBAHUA, I/IH(I)OpMaI_II/IOHHI/I HU3TOYHHUIHN U KPUTCPHUHU 3a BBCMAHC HAa PCIICHHUC 3a IMOKYIIKa

Ha KPYU3CH MMAKCTCH NPOAYKT.

O0eKkT Ha eMIUPUYHOTO U3CIIEBAHE Ca MOTEHIUATHUTE U PEeaTHUTE MOTPEOUTETH Ha
MAKeTHU KPYWU3HU MpPOrpaMH Ha OBJITapCKus TYPUCTUYECKH Ia3ap, KakTO M TNPOAYKTOBU
MEHUKBPU B HAKOJIKO ObJTapcKu Typorieparopa. M3cnensaneTo o0xBamia KakTo MHAUBUIH,
KOMTO BCE OII€ HE ca MPeaIpueMalii KpyU3HO ITbTYBaHe, HO MPOSBABAT HHTEPEC U HAMIACH 32
TakoBa (IMOTEHIMAIHHU MMOTPEOUTENN), TaKa U TaKWBa, KOUTO BEYE€ UMAT OMUT C MOAO0OEH THUII
TYPUCTUYECKH TNPOAYKT (peasiHu moTpeOuTenu). BkiouBaHeTo Ha JBETe TpylH € C el
W3BJIMYaHEe Ha CPAaBHUTENHU JaHHU, WACHTU(UIMpPAHE Ha CHEUU(UYHU HYXIU U MO-ITBJIHO

pa3zbupaHe Ha Ma3apHUS CETMEHT U HErOBHS MOTEHIIMAI 32 Pa3BUTHE.
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OcHOBHaTa HeJ1 Ha eMIUPUYHOTO MPOYUYBAHE € J]a c€ pa3padoTAT HayuHOOOOCHOBAHU
MPEMOPBKH 32 OBJITAPCKUTE TYPOIIEPaTOpH, HACOUECHH KbM ONTHMHU3UPAHE HA MIPEJIaraHeTo Ha
MAKeTHU KPYW3HU TMPOAYKTH UYpe3 3aqbJ00UeH aHalu3 Ha MNOTPEOUTENCKUS Hpodui u
Na3apHUTE TEHJICHIIMH, C OIVIE]] HOBUIIABAHE HA TAXHATA KOHKYPEHTOCIIOCOOHOCT, IPUBIMYAHE

Ha IMOBC€YEC KIIMCHTHU U IIOCTHUI'aHC Ha IT0-BHCOKa peHTa6I/IJ'IHOCT.
33113‘-11/1 HAa EMIIMPUYIHOTO M3CJIEABAHE, IIPOU3THUYAIIM OT LEJITa Ca:

v 5ma ce wuIeHTH(PUUIUpAa W aHATU3Upa JACTAWIHO TOTPEOUTEICKHAT MpoduiI Ha
MOTEHLUAJIHUTE U PEATHUTE TYPUCTU HA MAKETHU KPYU3HU ITbTYBAaHUS HA ObJIrapCKUsl

nazap (aemorpadcku XapakTepUCTHUKU, MOTUBAIIUY, IPEATNIOUNTAHUS, U3UCKBAHU);

v'  5a ce neuHUpAT OCHOBHUTE IICNICBH MOTPEOMTENICKM TPYNH 3a MAaKeTHH KPYHU3HU

pOayKTH B bearapus;

v nga ce aHaJIu3upar CHeHI/I(bI/ILIHI/ITe HU3UCKBAHUSA, HYXIW W OYaKBaHUA Ha

UACHTU(UIIMPAHNUTE TIETICBH IPYNH KbM ITAKETHUTE KPYHU3HU MIPOAYKTH;

v 5ma ce ouepTaidT BB3MOXHOCTU 3a IIa3apHa I[I/Iq)epeHI_II/IaHI/I}I U pasmurpsaBaHC Ha

MPOAYKTOBOTO MOPT(HOJINO HA OBIATaPCKUTE TYPONEPATOPH B KPYU3HUS CETMEHT;
v’ 11a ce hopMyJIupaT KOHKPETHH MPENOpbKU KbM TypOIEpaTOpUTE 3a:
—  MO-IPEUr3HO TapreTupaHe Ha MOTPEOUTENCKU IPYIIH;
—  ajanTUpaHe U NoAoOpsBaHE Ha KaYeCTBOTO Ha MpeAJaraHUTe KPYU3HHU MaKeTH;
—  e(eKTUBHO HaCOYBAaHE HA KIIMEHTUTE KbM MOAXOIALIN KPYU3HU IPEKUBIBAHUS;
—  CTpaTeruu 3a MpeBpblllaHe Ha MOTEHIMAIHN OTPEOUTENH B PEATTHH KITUEHTH.

B®3 ocHOBa Ha mmocTaBeHara mei Ha H3CJICABAHCTO, HACTOAUAT JUCCPTALIUOHCH TPYA

e MpoBEpHU CICAHUTEC OCHOBHU XHUIIOTC3U:

Xunome3a 1: IloreHumanaute ObATapCcKU KPYU3HU TYPUCTH OT MO-MJIQJIUTE Bb3PAaCTOBU
rpynu (Hamp. 25-44 1) mposBSBaT MO-CWJIEH MHTEPEC KbM KPYU3HU MAKETH, BKIIIOYBALIU
aKTHBHU U MPUKITIOYEHCKHU OPEroBH €KCKYp3UH, KAKTO U KbM IO-MHOBAaTUBHU M TEXHOJIOTHYHO

HAaCUTEHH KOpabu, B CpaBHEHUE C M0-Bb3PACTHUTE MOTPEOUTEIICKH CETMEHTH.

Xunomesa 2: BbIrapckuTte MOTPEOUTENH, KOUTO IBTYBaT 3a MbPBU IBT HA KPYHU3,

OTAaBaT MHO-TOJIIMO 3HAQUCHUC Ha MOAJIOCTHATA OpraHu3alusgd Ha IMakeTa OT TypoIlcpaTopa
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(BKJIIOUEHU TOJETH, TpaHcdepu, BOJad) M Ha pelyTalusTa Ha TypomepaTopa, OTKOJIKOTO

OIMUTHUTC KPYHU3HU TYPUCTH.

Xunomesa 3: BxirouBaHeTO Ha OBITapCKOTOBOPSIN MPEACTABUTEN/BOJAY B MAKETHHS
KPYHU3E€H TMPONYKT € 3HauuM (akTop, IOBHUILABAIL aTPAaKTUBHOCTTAa Ha odeprara Hu
BEPOSATHOCTTA 3a M300p OT cTpaHa Ha OBITApCKUTE MOTPEOUTENH, OCOOCHO MpH TPYHOBU

II'bTyBaHUA.

Xunomesza 4: CpliecTByBa 3HAUMTENEH HEU3MOI3BAH Ia3apeH IMOTEHLIHUA Cpex
OBJITapCKUTE MOTPEOUTENN, KOUTO BCE OIE HE Ca MbTyBAJIM HA KPyH3, HO OMXa MPOSBUIN
WHTEpEC MPU HAIMYUETO HA MOAXOISAIIM U 0Ope MpPEeACTaBeHH MAKETHU MPEAJIOKEHUS OT

TyporepaTopure.

EMnupryHOTO M3CleaBaHE C€ CTPEMHM Ja JONpPUHECE 3a IIOBHINIABAaHE Ha
KOHKYPEHTOCIIOCOOHOCTTA Ha OBbJIrapcKUTe TypoIlepaTopu B KPYU3HUS CEKTOP, ONTUMU3HUPaHE
Ha TEXHUTE MAapKETUHIOBU CTpPATerMM M IPOAYKTOBO HOPT(OINO, KOETO Ja J0Bele 0
MPUBJIIMYAHE HA ITO-TOJISIM OpOil KITMEHTH ¥ TIOCTUTaHe Ha IT0-BUCOKA PEHTAOMITHOCT M YCTONYNB

pacTexx Ha TeXHUs Ou3Hec.

B®3 ocHOBa Ha npeBapUTETHO Ne(PUHUPAHHN KPUTEPUH, TOKA3aTENN U XapaKTePUCTUKU
3a OIIEHKa Ha TypoIlieparopckara AeHHOCT B cdepara Ha U3XOMSIIUTE KPYU3HU ITbTYBaHUSA, CE
M30MpaT M MPOy4yBaT HSIKOJIKO BOJCHIM OBJTapCKu Typorieparopa. Te3w Typoreparopu ca
KIIIOYOBU 3apajid aKTUBHATa CH poOJisi B pa3pabOTBaHETO, JOTOBAPSHETO C MEXIyHApOIHU
KpYHW3HHU KOMITAHUU M TIpejlaraHeTo Ha KPYU3HM MakeTu Ha Obarapcku rpaxiaand. Llenra Ha
TO3U NOJ00P U MOCJeIBalll aHAJIU3 € J1a c€ UACHTU(ULUPAT TEXHUTE YCIEIIHU PAaKTUKH U J1a
Cé WU3BEIaT OCHOBHUTE KOMIIOHEHTH, KOWTO JIONPUHACAT 3a CBh3/IaBaHETO Ha
KOHKYPEHTOCIIOCOOEH TaKeTeH TYypOINepaTopCcKu MPOAYKT, HAcOYeH KbM OBJITapCKUs
noTpeduTen Ha Kpyu3HH yciyru. Ha tazu 6a3a 1ie ce pa3padoTu U MpeasioKu MOIeT, IO KOUTO
Ja C€ pa3sBUBAT U YCHBBPUICHCTBAT HO)IO6HI/I CHICIUAJIN3NPAaHN KPYU3HHU IIPOAYKTHU 3a U3XOOAI]

Typu3bM oT bearapus. Tosa ca:
1. Usit Colours Bulgaria
2. Apollo
3. CruiseGuru

Ta@zuua 8. Kpumepuu U noxkasameinu 3a KOMNJIEKCHA OYEHKA Ha nakemupanume

KPYU3HU NPOOYKMu
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Kpurepun Iloka3zarenn Koepuuuenr Ha
3HAYUMOCT
1.lemorpadcku 1.1.BBp3pact 0,05 %
XapaKkTepUuCTUKHU
P P 2. [Ton
3. Oo6pazoBanue
4. Meceunu noxonau.
2.0nur " 2.1. yecToTa Ha 0,05 %
Npeano4nTaAHUA 'bTYBaHUSATA C UEA TYPU3bM?
2.2. IBTyBaHO JIM € Ha
Kpyu3
2.3. nOecTHHanMyd 3a
MOCEIIEHUE C KPYyU3
3.MorTuBauus 3a 3.1. moTuBH 3a U300p Ha 0,10 %
NbTYBaHe HA KPyU3 Kpyu3 3a TOYMBKA
3.2.Bomemoro npu
n300pa Ha Kpyu3
4.0neHka Ha 4.1. KaueCcTBO Ha 0,20 %
yCJayrure MpeAJIaraHuTe yCIyTH

4.2. ynoBJIETBOPEHOCT OT

MIPEIOCTAaBEHUTE YCIYTH

4.3, OIlCHKA Ha

WHOBallUUTe Ha Oopaa Ha

KpPYH3HHU KOpaOu

5.00parHa BpB3Ka U

NpenopbKH

5.1. nomoGpenue B

TpeIaraHeTo
5.2.moBTapsiHe Ha U300pa

5.3. nogobpenHus
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Koedurment Ha 1,00

3HAYUMOCT

Hsmounuk: CI/ICTeMaTI/ISaHI/IH Ha aBTOpa

3a MpoBEXKJaHETO Ha OIleHKaTa Osixa M30paHu Te3u Typoleparopa Mmopaad ToBa, e
paboTAT OT ABJITO BpeMe, MPOSIBSIBAT CEPUO3HO MPUCHCTBHE HA TYPUCTUYECKUS Ia3ap, UMar
TOJIIM Ta3apeH A M TMOCTOSHHM KIUEHTH, KaKTO M JIBJITOTOJUINHA paboTa ¢ BXOISIIN
Typoneparopu. Te mpemnaraT OCHOBHO KpyM3HM IbTyBaHMs M nakeTd. Hsaxom ot
TypONEepaTOpUTE NPEJOCTABST HA KIUEHTUTE CU KaTajlo3u U OpOILypy Ha Pa3IMuHU KOMIIAHUH,
Yype3 KOUTO T€ MOraT Ja 3aKyNsT JOIbJIHUTEIHA €KCKYP3Usl IO BpEME Ha MPECTOsl CH, KAKTO U

MMaKETHO IIbTYBAHE, CIIOPCH JINYHUTEC CU MIPCAIIOYNTAHNA U HAIJIaCH.

TypucTUYECKUAT MPOMYKT, MpeajgaraH oT TypoIlepaTopuTe Moxke Aa ce odopmu u
CHIOpe MPEeANOYUTaHUATa — JaJIeHa rpyna TYPUCTH Moxe Aa ¢popMmynupa coOCTBeHa rpyna, B
KOSITO J1a TIOCOYH CrenU(PHUUHUTE CU U3UCKBAHUS (aTH 3a PECTOM, BUJI U KOJIMYECTBO KAIOTH,
MAaHCHUOH, JAOMBIHUTEIHU YCIYTM WU JPYTH) M areHTa MOXKe Ja TpHEeME WIH OTXBbPIU
MPeJIOKEHUETO WM J]a TO HAacO4YM KbM KpyH3HaTa KOaMIISTHH, C KOSITO paboTH M TS Ja TO

MoJienupa.

OcHOBHHUTE JACHHOCTH, KOUTO CE€ CpelIaT mpu Typorneparopure (,,outgoing”), 0OEKT Ha
HACTOSIIMS AUCEPTALMOHEH TPy, ca IHHOCTUTE Ha M3Ipalialia OpraHu3aius, ype3 KOHTAKT
C YyXJECTpaHEeH, MpHeMalll Typoneparop ¥ ¢ paboTa ¢ MECTHH JOCTaBYMIM — XOTEIHEpH,
pecTopaHTbOPH, (UPMU 3a aTPAKIMH, TPAHCTIOPTHU (GUPMU 32 BbTPEILIEH TpaHcep, pupMu 3a

€KCKYP30BOJICKH YCIyTH U JIPYTH.

[TepcoHanbT € ¢ pazauyuHa CTPYKTypa, oOpa3oBaHue W kBanudukanusa. Toil e nodpe
o0y4eH, Bb3 OCHOBA Ha BETPEIIHOPUPMEHHU CTaHAPTH, 38 KOETO CBUETENICTBA CEPHO3HOTO UM
npuchcTBUE Ha maszapa. [lo-romsiMata 4acT OT pasmielaHUTe TypOIeparopCKU areHIuU ca
pa3noiokeHu B IeHTbpa Ha rpag Codus. Enun ot daxropute, Bauseny BbpXy reorpadckoro
pa3nojIoKeHNe Ha MOCOYEHUTE areHIMU, € CBbP3aH ¢ Bb3MOKHOCTTA Jla Ce Ipesiara He camo
0a3uceH TypUCTUYECKU MPOIYKT 3a HAaCTaHSABaHE, HO M CIEUUAIM3UpPaH TaKkbB MO KPYHU3EH

Typu3bM. ToH € MpeArnocTaBKa v 3a yBEeIU4aBalllKs CE MPOLEHT I'bTYBAIN HA KPYH3.

[Tpu aHanu3a Ha efHA WIK Apyra NpolieMHa CUTyalus Bce MO-4eCcTo ce MpUuosraa 0
OCpPEAHEHOTO MHEHHE Ha Irpyla BUCOKO KBaTU(UIIMPaHU CIIeUaTUCTH-eKCIiepTh. bescmnopen e

(baKT’bT, Y€ TEXHUSA KOJICKTUBECH OIIUT OCUTYPsBA CIMMUHUPAHETO HA BOJICBUTC U HHTYUTHUBHUTC
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OIICHKH, IIOpaau KOCTO M 3aHaIpEd € NpoAb/IKaBa da MMa Ba)KHa pOJid B pCIIaBaHCTO Ha

pa3nuYHA IpoOIeMHu.

H3non3BaHeTo Ha €KCNMEePTHH OLEHKHM € IIHPOKO Pa3NpOCTpaHeHa MpaKTHKa Mpu
Ne(UHUPAHETO HA KPHUTEPHH 32 KAa4eCTBO Ha OOCITY)KBAaHETO, OMPEICISTHETO Ha TETIIOBHU
KOC(UIIMEHTH 32 TAXHATa 3HAYUMOCT, KAKTO WM TPH U3BBPIIBAHETO HA ISUIOCTEH WIIN
JNeTalM3upaH aHajiu3 Ha TYPUCTUYECKUS HPOAYKT, choOpa3Ho crnenududHus (Qokyc Ha
JeiiHOCTTa Ha Typoreparopa. B To3u cMUCHII, ekcnepmHuuam nooxo0 e HanvIHO RPUTLOHCUM
U 3a OUeHABAHEMO HA CHREYUANUIUPAHU MYPUCHMUYECKU RNPEON0HCEHUA, KAKLEMO e

Hanpumep KpyusHusam mypuszvm.
H3no/13BaHe HA AHKETHUSI METO/:

A) W3crnenBane Ha MHEHHETO HA MPOAYKTOBUTE MEHHKBPH/CIICIIUATUCTH HA KPYHU3HUS
NPOIYKT U 3HAYEHHETO HA OTICIHUTE ITOKA3aTelU 3a OLEHKA Ha TYpOIIEpaToOpUTe, Mpe/laraliu

OpraHu3upaHn KPYU3HU IIbTYBAHUS,

b) W3cnenane Ha MHEHHETO Ha paboremure B O(UCUTE Ha TYypOIEpaTOpUTe U
3HAaYEHHETO Ha OTIEJIHUTE IIOKa3aTead 3a OLEHKAa Ha TypoIlepaTopuTe, Ipeaaramu

OpraHu3upaHn KPYU3HU IIbTYBAHUS,

B) U3cnenBane Ha MHEHMETO Ha NMOTPEOUTENIM HA KPYU3EH MPOAYKT B OodUCUTE Ha
TYpOIIEpaTOpPUTE U 3HAUYECHUETO HA OTIEIHUTE II0KA3aTENIM 3a OLICHKAa Ha TypOIIEpaTOpHUTE,

npeajaramu Opranu3upanu KPyH3HU IMbTYyBaHUS

H3nous3Bane Ha (MOJIY)CTPYKTYPHPAHO MHTEPBIO ¢ €KCIIEPTH, 0 OTHOLICHHE HA

PaHKUpaHe HA Koe(UIMEHTA HA 3HAYMMOCT Ha MOKa3aTeJuTe;

3a menure Ha MN3CJICABAHCTO Ca Chb3JaJJCHHU 3 KOMIIJICKCHH METOJINYCCKH CpeacTtsa OT
THIIA: 1) CaMOOLICHBYHU MCTOAU C KPUTCPHUHU U ITOKA3ATCIIN 34 TOUHA OLICHKA (B’prOCHI/IK) — ABC
CAHAKBH aHKCTH 3a IBCTC IIOJHU3BAIKU, U 2) MOJIYCTPYKTYPUPAHO HHTCPBIO C OCHOBHHU BBIIPOCU

— 3a BCCKHU €JUH OT U3CJICABAHUTC ABA HHCTPYMCHTA.
AHKETHOTO nmpoy4BaHe € p€aln3upaHo Ype3 ABC aHKETHU KapTH.

AHKeTHaTa KapTa € HacoueHa KAaKTO KbM PAa0OTEIIUTE B TypONEPATOPCKH CTPYKTYpPH,
Taka ¥ KbM MOTPEOUTENN Ha KPYU3HU ITbTYBaHUS — UHAMBUAYAIHU UM OpPraHU3UPaHU, KaTo B
Hesl BBIPOCUTE Ca CTPYKTYPUpPAHU IO OTIAEIHMTE KPUTEPUM U IOKA3aTeNU 32 KOMILUIEKCHA

OLIEHKa, ONMCaHu B Tabiuua §. BermpocuTe B Ta3u aHKETHA KapTa ca aJlallTUPaHH 3a CPETHOTO
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HOTpe6I/ITeJ'ICKO HHUBO Ha YCIIYTUTC OT OpraHHU3WpPaHu KPYU3HU IITYyBaHUSA 110 HAYUH, 110 KOMTO

J1a ca pa3dupaeMu U IOCTHITHU 32 peCroHAeHTUTE. Ta3u aHkeTHa KapTa chabpska 20 BeIpoca.
[TonmycTpyKTypUpaHOTO UHTEPBIO € peaau3upaHo upe3 0010 S5 BhIIpoca.

AnkerHa kapra Ne 1 e mpencraBeHa B mpwiokeHue Ne 1, a BbopocuTe oOT

MOJTyCTPYKTYPUPAHOTO UHTEPBIO Ca MPEACTaBeHH B MpruioskeHue No 2.

Cnen 000co0sBaHETO HA KPUTCPUUTE M IOKA3aTEIUTE C TAXHOTO CHEU(DUIHO
CbAbpKaHUEC, CIIOPC HAIIPABCHUTEC TCOPCTUYHU ITPOYUYBAHUA U U3BCACHUTC IIO6pI/I IIPAKTHKH B
IbpPBA U BTOpA IVIaBa, KAKTO U CIIOpe] CreuduKaTa Ha KPYU3HUS IPOLYKT U OPraHU3UPaAHUTE
KPYHU3HH ITHTYyBaHUS CE MPEMUHABA KbM eMITHPUYHOTO U3CIIe/IBaHe (DaKTOPUTE, BIHSEIIN BbPXY
n300pa Ha KPYU3HU MPOAYKTH MPH OPraHU3UpPaHH TbTYBAaHHS. 3a ICJIUTE Ha U3CIICBAHETO ca

IUTaHUPAaHU U U3ITBJIHCHU TPU U3BAJKHU:

1) H"praTa H3BaJlIka € OT MNPOAYKTOBHUTC MeHI/II[)K"pr/I/CHeI_[I/IaJ'II/ICTI/I Ha KPYU3HUA

MPOIYKT BHB BOACIIN COPHIICKH Typomneparopa.

2) Bropara u3Bajka e oT paboremuTe B oprcuTe Ha TypOonepaTopuTe U MOTpeOUTENNTe
Ha KPYU3HU IIbTYBaHUS — 00EKT Ha u3ciensaHeTo. OOumsaT uM 6poit e 64 n3ciaenBaHu JIMLa OT

NPE/IBAPUTEITHO OUYSPTAHUTE OOCKTH Ha HM3CJIEABAaHE — TOPEIMOCOYCHHTE TYPOIEPaTOPCKU

¢bupmu.

Pesynrarute ot u3cinenBaHeTo Ha BTOpara U3Bajaa ca 00pabOTEHU ChC CTATUCTHYECKU
MHCTPYMEHTH, a pE3yJlTaTUTE OT M3CIIEABAHETO Ha I'bpBaTa M3BajKa ca oOpabOTeHH ype3
METOZA 33 aHAJIN3 Ha TEKCT, ITOJIy4eH KaTO OTTOBOP HAa CTUMYJIHU BBIIPOCH — @ UMEHHO METOABT

,,JKOHTEHT aHaJIN3 Ha TEKCT.

3.2. EMUPNYHO N3CNEABAHE - PE3Y/ITATU N AHAJTU3 HA ®AKTOPUTE,
B/INAELLN BbPXY N3BOPA HA KPYU3HU MPOAYKTU MPN OPTAHU3UNPAHU
MbTYBAHUA

Cren kato B pexo/iHaTa TouKa Oerle 1eTaiiiHo peIcTaBeHa METOI0JIOTHYHATa paMKa
Ha EMIMPUYHOTO U3CIEABAaHE, BKIIOYBAIIA IEJUTe, 3ajJaduTe, oOeKkTa, NpeaMera u
W3MOJI3BAaHUTE U3CIIEOBATEICKM HMHCTPYMEHTH, HACTOAIIUAT pas3edl € TIOCBEeTeH Ha
NPEJCTaBIHETO U 3aAbJI00YEHHs aHAIU3 HAa ChOpaHUTE MBbPBUYHU JaHHU. Tyk Ie Obaar
CUCTEMATU3HPaHU Y UHTEPIPETUPAHU PE3yJATAaTUTE OT MPOBEAECHOTO aHKETHO IIPOYUYBAHE CPEL
NOTEHIIMATHU ¥ pPEaJHM TMOTpeOUTeNM HAa KPYM3HHM TPOAYKTH, KaKTO U  OT

MOJyCTPYKTYPUPAHUTE HWHTEPBIOTA C MPOAYKTOBM MEHUDKBPU OT BOJCUIM ObIrapcKu
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Typonepatopu. llenra e ga ce uaeHTUPUUMpPAT U OLEHAT KIIOYOBUTE (HAKTOPH, KOUTO
MOTUBHUPAT M ONpeAeisT n3dopa Ha OBITApCKUTE TYpUCTH IPH 3aKyllyBaHE HA MAKETHU

KPYU3HH ITbTyBaHUS.

Pesyararm u ananu3 Ha ¢akropuTe, BJMSACNIM BbPXy H300pa Ha KpPYyHM3HH

NPOAYKTH NPHU OPraHU3MPAHU IbTYBAHUS
OcCHOBHH U3BOIH OT AHKETATA:

o Bws3pacroBa rpyna: IIpeoGnanasar 25-34 r. (46%) u 35-44 1. (38%), xoeTo moka3Ba

(hoKyC BbPXY HKOHOMUYECKU aKTUBHH XOpa.
o Ilon: 78% »xenu, 22% mbxe. KeHnre umar 1o-BUCOKa aHTAXKUPAHOCT B IJIAHUPAHETO.

e Oo0pa3zoBanue: 94% c Buciie oOpazoBaHUE, KOETO MpEIojara BUCOKOOOPa30BaHU

norpeouTeny.

e Meceunn goxonm: Haii-ronsm gsn B rpynure 2001-2500 nB. u 3001-3500 nB. (o

20.63%), K0eTO COYM KbM CPEIHU U HaJ CPETHU TOXOMIH.

e Yecrora Ha nbTyBaHus B uyxkOmHa: 58.73% nbryBar 2-3 IBTH TOAUILIHO, KOETO

WH/IMKHPA aKTUBHU TYpPHUCTH.
e IIbTyBasm ;u cre Ha kpyus? 67% ca nbpryBanu, 33% He.

o Haii-npeanountana kpynsna komnanus (ot nbryBajaure): MSC Cruises (31%),

Celestyal Cruises (18%), Costa Cruises (17%).

e MoTuBanusi 3a KpyM3HO nbTyBaHe: "Bunarum Thpcs KomMOuHamMs oT kopa® u
Mapuipyt" (23%), "bnu3ku M JecHONOCTBIHM HayanHu mnpuctanuma" (19%),

"[Ipenopbka ot mpusitenn” (16%).

o Ilpeamounrana AeCTHHALIUSA: 3anaaHo CpenuzemHoMoOpHE, H3Touno

Cpennzemnomopue, I'ppuku octposu u Typuus, Cesepna EBpona.

e Haumn Ha opranmsanmusi Ha Kpyu3HO mbTyBaHe: 60.32% upe3 TypucTHuecka

arenuus, 25.40% camocrosTenHo onnaiiy, 12.70% c opranusupana rpyma.
o ToroBHOCT 32 MbTYBaHe C OpraHu3upana rpyna: 77% ca roroBu Jja mbTyBar.
o Bogem kpurepmii 3a u30op Ha opranmsupana rpyna: "llakerna nena" (42.86%),

"Penyranusita Ha Typorneparopa” (41.27%).
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IIpuyunu 32 NbTYBaHe ¢ opranusupana rpyna: "llenara 3a BkiItodeHuTe yciayru'
(31%), "YnobcTBOTO, Ye HAMA Ja UMa HYXKJara Ja opraHu3upam meryBaHero" (28%),

"3apanu npuchcTBUeTo Ha Bogau" (12%).

Onenka Ha Ka4ecTBOTO Ha YCJIyruTe OT Typomeparopa (3a mbryBajure): CpeaHa

orenka 4.13 (ot 5), kato 30.16% masar "Muoro no6pu".

OnpaBaaBaHe Ha 04aAKBAHUSATA OT Typorneparopa (3a mbryBasuTe): CpeaHa olieHKa

4.05 (o1 5), karo 38.10% ca "V3K1r04MTETHO TOBOJTHU".

/loBoJIHU J1u cTe OT TPaHcdepuTe U OPraHu3anMsATa Ha Kpyu3Hara rpyna? 60% ca

JOBOJIHHU.
Buxre Jin n30pajm cbusA Typoneparop oTHOBo? 59% Ouxa uzopanu.

buxre nu mpenopbyasm Typomeparopa Ha npusiteJu W mo3Haru? 79% Ouxa

[IpEenopbyaIH.

Kenanm HoBM ycayru/mpexuBsiBanus: "CrenuanusupaHd TEMaTH4YHH Kpyusu"
(40%), "Tlo-romsam u300p Ha ekcKyp3uu Ha Opera" (36%), "lombaHUTETHE yA00CTBa Ha

oopma" (18%).

N3Boau OT HHTEPBIOTATA C NPOAYKTOBH MEHHKbPH:

MoruBanusi 3a OpraHM3MpaHe Ha IAaKeTHO KpPyHM3HO mnbryBaHe: Ilo-Bucoka
PEHTAaOMIIHOCT, KOHTPOJ BbPXY KaueCTBOTO, JIOCTBII O MO-IIUPOK Ma3apeH CETMEHT,
yJI€CHEHUE 3a KIIMEeHTa, Bb3MOXHOCT 32 TEMaTUYHU ITbTYBAaHUS, O-CUIJIHU JIOTOBAPSIILIU

MMO3UIHHU C KPYU3HUTE KOMITAHHUH.

HeaeBu rpynu: CemeiicTBa ¢ Jena, ABOWKM M MIIQJOXKEHIM, IMBTEIIECTBEHULIM Ha
CpelHa W TO-HamlpeAHalda BB3paCT, TPYMH IO WHTEPECH, KOPIMOPATUBHHU KIIMEHTH,
I'bTYBAlll 3a MBPBU IBT, KIWEHTH, Tbpcemu "all-inclusive", miarexocnocoOHU

KIINCHTH.

IIpeanounTanu peruoHn 3a opraHusupaHe Ha mnakeru: CpeamzeMHOMOpHE
(Bamagno u M3touno), CeBepHa EBpona, KapuOcku OaceliH (mpe3 3UMHHS CE€30H),

Oo6enunenn Apabcku Emupcrtsa u [lepcuiicku 3anuB (pe3 3MMHUS CE30H).

Ipeanounranu kpyusnu komnanuu: MSC Cruises u Costa Cruises (3a MacoB 1maszap),

Celebrity Cruises, Princess Cruises u Holland America Line (3a mpemMuyM CerMeHr),
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Royal Caribbean International m Norwegian Cruise Line (3a miiama M akTHBHA
aymutopusi), Silversea, Seabourn, Regent Seven Seas Cruises, Oceania Cruises, Explora

Cruises (3a JIyKCO3HH ITaKeTH).

AHanIM3bT MOKa3Ba, 4e MpU U300pa Ha OPraHU3UPAHO KPYU3HO IIBTYBAHE, OBJITAPCKUTE
norpeduTenu (MpeIuMHO MIIaJW JI0 CPEeIHA BBH3PAcT, BUCOKOOOPA30BaHM KEHH) Ca CHITHO
MOTHUBUPAHU OT CHOTHOIICHUETO I[CHA-KAuYeCTBO, PEIyTalUsATa W ONUTa Ha TypoIeparopa,
yI0OCTBOTO Ha ISUIOCTHATA OPTaHM3AlMs W aTPAKTHBHOCTTA Ha MapUIpyTa W BKIIOYCHUTE
ycinyru (ocobeHo ekckyp3uu u Bomad). Comumannute Qaxtopu (HpenopbKU, MbTyBaHE C
MPUATEIN) CHIO UTPAST Pois. JJoBEpHeTo B TYPHCTUYECKUTE arcHIMU U TYPOIIEPATOPUTE €

BHCOKO, KOCTO C€ MIOTBbPKAaBa OT IIO6pI/IT€ OLICHKHU Ha BCUC MMPOBCACHHU IIbTYBAHMA.

Cneo obobwasane u ananuzupane Ha pesyimamume om eMIUpUYHOmMO U3Cieoeane om
anxkemupanume TO obexmu u nemysawume ¢ Kpyus, e Heodxooumo oa ce paspabomu mooein
noo ghopmama Ha nakemuo npeonodiceHue om u3xooaw myponepamop. Tozu mooen we xkacae
cenekKmupanemo u noobopa Ha O0ecCmuHayus u yCiyeu, C8bP3aHU ¢ OP2AHUBUPAHO KPYUZHO
nvmMyeaHe, KOUMo 0d ce 6KIYAM 8 NPOOYKMOBOMO npediazane Ha ObIcapcKu myponepamop
Kamo yacm om He2ogomo nopmdeonuo. Toea om ceos cmpaHa, uje 006ede 00 Cb30aA6aHe HaA
HOBU NPOOYKMOBU NPEONONCEHUsT NO MO3U BUO CNEYUATUUPAH MYPUSbM, A ObieapcKusime
myponepamopu  om c60s CmpaHa wje oughepeHyupam npeonazaHemo cu, ¢ yel
yoosnemeopsieane Ha  CneyupuuHume NOmMpeOUmenIcKu UUCKEAHUSL 3a  Masu  mun

OpcaAHU3UPAHRO NbNY6AHE.

3.3. MPOEKTUPAHE HA YCbBbPLUEHCTBAH MOZJE/1 HA NMAKETHO KPYN3HO
MbTYBAHE HA BbJ/ITAPCKN TYPOITEPATOP

Bb3 ocHOBa Ha mpoyuyeHHTe JA00pU MPAKTUKU BB BTOpA IVIaBa Ha BOACLIM KPYU3HU
TYpOIIEpaTOpH MO CBETa M MPOBEAECHOTO €MIIEPUYHO NPOYYBAHE B HACTOsIATa IvaBa Osxa
U3BEIEHU KPUTEPUM M IOKA3aTeld, CBbP3aHM C IPEUIaraHETO Ha OPraHU3UpaHU NAKETHU

KPYWU3HHU ITbTYBaHUS.

OcHoBaBalikM ce€ Ha HampaB€Ha CHCTEMaTru3aluda, B PE3YJITAT Ha aHaliu3 OT
npoy4YBaHCTO, MIEC CC pa3pa60TH MOICT II0M (bopMaTa Ha TAaKCTHO IMPCIJIOKCHUC Ha

Typoneparop, KakTo U JOIBbJIHUTEIHU IEHHOCTUH YCIyTH, KOUTO J1a C€ Mpelarar 0T CaMuTe

TYpOIIEPaTOPH.

3a menrta ce Mpoy4Ba ONUTA HA OMEpPUpAIIMS HAa OBIrapCKus TypOIEpaTOPCKH Ma3ap

cnenmanusupan typoreparop Usit Colours Bulgaria, koiiTo ce siBsfBa KOopecHmoHAMpAaIa
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areHIMs, W3MIpamana TYpUCTH 3a KPyH3eH TYpU3bM KbM HICHTH(OUIMPAHH BXOJISIIH
TYpOIepaTopu, KOUTO OCUTYPSIBAT KPYU3HO OOCITy)XBaHE B Uy>KOMHA. ApryMeHTalusATa My 3a
n30op ce Oasupa Ha (akTa, Y€ BH3 OCHOBA HA HANPABEHO IMPOYYBAHE HA CHIIECTBYBAIIU
CIICIMAIM3UPAHU BXOIIIM KPYW3HH Typolieparopu, paboremm ¢ Obiarapckus mnasap, ce
YCTaHOBSIBA Y€ TOW € BOJCII TaKbB, KOHTO ¢ HMpoduMiIMpaH B Ta3u IOCOKA, YTBBPACH € Ha
MEKIYHAPOIHUSI KPYyHM3CH Ma3ap, KaKTo M MMa TOJSM Ia3apeH 1 B TO3U MOJACEKTOp Ha

TypusMa B bbirapusi.

3a 5a ce Ccb3Aane TYPUCTHUYECKHM IAaKeT 3a OPraHU3MpaHO KPYW3HO IIbTYBAaHE €
HEOOXOIMMO TOH Ja OTroBapsi Ha M3UCKBAHUATA HA CHbBPEMEHHUTE MOTEHIIMATHHU TYPHUCTH IO
U3XOIAII Typu3bM B bbirapus. Ouenkara Ha n30panute ohepTu KOpeCoHANpa ¢ Hall-BaKHUTE
CbCTAaBHU CJIIEMEHTH HA CBbBPEMCHHUTE TYPUCTHUYECKU IIAKETH, KATO 4Ype3 HEsl BEYE CME
YCTaHOBMJIM KOM XapaKTEPUCTUKHU € HEOOXOIMMO J1a C€ MO00PST U ¢ KOM XapaKTEPUCTUKU HUE

CM€ KOHKYPEHTOCIIOCOOHH.

[TpoyuBaiiku 10Opu MPaKTHKU Ie MOJEIUpaMe MPOeKTo MakeT moj (opmara Ha
TEXHOJIOTUYHO TpEANICcaHue ¢ Imporpama 3a opraHu3MpaHa KpyusHa rpymna, KOHUTo 1ie Obie
HAacoOuYeH KbM BHHMAHHETO Ha HSIKOM TMOTCHIIMAIHH TYPUCTHMUYECKHM areHIMM W KIUEHTH.
W3xopsimuTe cienuanu3upaly TyporepaTopu B briarapust € HeoOXoAuMO /1a Haco4aT CBOUTE
YCHUIIUS 32 OpTaHU3HpaHe ACHHOCTH MO e(dEeKTUBHO YIpaBleHHE Ha Ou3Heca CH, Karo Mo-

BaXHUTE OT TAX TPsAOBa 1a ObIAaT:

Ha 0azata Ha eMNUPUYHOTO H3CIEABaHE U TOOpPUTE MPAKTHKU € MPEJIOKEH MOJeN 3a
YCBBBPIICHCTBAHE HAa KPYHU3€H MPOAYKT Ha ObJIrapcKu Typomeparop, KOWTO aKLEHTHpa BbpXY

HAKOJIKO KJTFOYOBH HAITPABJICHUA:
o CermeHTHpaHe U TapreTupasHe:

o KoHnenTpupane BbpXy OCHOBHHS JeMOTpa)CKHM CETMEHT: KEHH M MBXKE Ha

BB3pacT 25-44 r., ¢ BucIIe 00pa30BaHKUE U CPETHU 10 BUCOKH JTOXOIH.

o PaspaborBane Ha nudepentupanu ohepTH, ChOOPa3eHU C UHTEPECUTE HA TO3H

CerMeHT (MOMyJSPHU JASCTUHAIINN, Ka9eCTBEHN KOpaOu, KOHKYpEHTHA I1eHa).
e OnrTuMu3HpaHe HA NPOAYKTOBOTO NOPTGOJINO:

o IlpuopuTeTHO mpeiaraHe Ha Kpyu3u B Hall-)KEJIAHUTE PErHMOHM: 3amagHO M
Nzrouno CpenuzemHomopue, ['ppiku octposu/Typuus, CeBepHa EBporma, c

nocteneHHo BKiIrouBane Ha Kapubu u OAE.
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o AKTHBHO pa3pa60TBaHe U npeajiarane Ha CriCiualn3upaHd TEMaTUYHU KPYU3HU

(KynmuHapHU, BUHEHH, MY3HKaIIHH, CHOPTHH, (poTorpadck).

o PasmmpsBane Ha n300pa M KaYECTBOTO Ha MpeJiIaraHUTE OPEroBU EKCKYp3HH,

BKJIFOUMTEITHO Ha OBJITAPCKU €3UK.

o llopgbpkane Ha cuiaHU Bpb3ku ¢ monynsapau kommnanuu (MSC, Costa,

Celestyal) u mpoyuBaHe Ha HOBH TaPTHHOPCTBA.
o IlonoOpsiBaHe HA CTOIHOCTHOTO Mpe/JIOKEeHHE:

o Hoz[m,pxcaHe Ha KOHKYPCHTHH LCHHU C SCHA KOMYHHKAIWUA Ha BKIIFOYCHUTC

YCIIYTH U TOJ3H.
o [Ilpennarane Ha rbBKaBM YCIIOBUS 32 3allMCBaHE M IJIAIIAHE.

o AKIEeHTHpaHe BBbPXY YA0OCTBOTO Ha OPraHU3UPAHOTO NbTyBaHe ("BCHYKO €

IaKeTHpaHo"), Ka4YeCTBEHU TpaHC(epH U JOTUCTHKA.
o KomyHukanms u u3rpazkaiaHe Ha qoBepue:
o H3TpKBaHe Ha onMTa Ha TypoIleparopa B OPraHU3UPAHETO HA KPYU3HHU IPYIIH.
o AKTHUBHO chOUpaHe U myOJIMKyBaHE Ha MOJIOKUTEIHA OT3UBH.
o HacwpuaBane Ha npenopbsku "oT ycTa Ha ycra'.

o Hoz[qepTaBaHe Ha poJjiaTa u KBaJ'II/I(l)I/IKaI_[I/IHTa Ha 6I>HrapCKI/I$[

BO,[[aH/ npeaACTaBUTCII.

o [IlpemocraBsHe Ha scHa W mnbiIHa HHQOpMauus 3a Kopaba, MapuipyTa,

BKJIFOUEHUTE U JIOMBJIHUTEIHN YCIYTH U LIEHU.
o IlonoOpsiBaHe HA KJIMEHTCKOTO NPEKUBABAHE:
o CucremHo crOHMpaHe Ha 0OpaTHa BPB3Ka.
o HWHdopmupane 3a 1onbJIHUTENHN yA00CTBa Ha 6opa.
o Ilpeanarane Ha nmepcoHaIM3alMs B PAMKUTE HA TPYIIOBOTO ITbTYBAHE.

IIpumepHa odepra: ,,Cpean3eMHOMOPCKH I'ypMe NPUKIIOYEeHUs* (C BKIIIOYECHU CaMOJICTHU

ouneru, Tpanchepu, 7 HouryBku Ha MSC Seaview, bJieH NMaHCHOH, MMAKET HAMUTKH, TAKCH U
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MEIMIIMHCKA 3aCTPaxoBKa), KAKTO U EKCKIY3MBHH MPEKUBSIBaHUS (KyJIHMHApHU aTeIHEeTa,

JIETYCTaIlNM Ha BUHA, fiora u puTHEeC KiacoBe, 3 OPeroBu eKCKyp3uu Ha OBJITapCKH €3HK).

Ipagpuka 2 — nmpeona cmpamuya Ha  Opowlypa 3a  OpeAHUSUPAHA  2PYhA

OTkpunTe Cpean3eMHOMOPUETO MO
HOB HaYMH — C U3TbHYEHW BKYCOBE U
Bb/IHYyBallu NpexXuBaeaHug,
cneunanHo noabpaHu 3a Bawusa
MoAepeH HayMH Ha XXNBOT — Ha
6opna Ha MSC Seaview - moaepeH
Kopab ¢ pokyc Bbpxy 3a6aBreHms
Ha 6opaa u pasHoo6pasHu
PEecTOpaHTH.

1 3ana3eTe Bawerto macTto!

BakaHuua, koato Bu o4aksa!
W Ce Bb3MNON3BaUTE OT OTCTHLMNKU U
pascpoYeHo NnawaHe

TenedpoH
123-456-7890

Email
cruisegroups@gmail.com [No6pe pouynum Ha 6oppaal

H3mounux: aBTopcka pa3padoTka
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Ipaguka 3 — 3a0na  cmpanuya Ha  Opowypa  3a  OpeaHusupawa - cpyna

o / CamoneTHu 6unetn
* BnycHeTe ce B uctopusta c b - = | -
Halma ekcnepTeH Boaad T | Tpch¢epM:

= 7 HOLLYBKM Ha
MSC Seaview

: @ MvnewH r‘IaHCMOH@
* [puKoYeHue 40 By/KaHa, 4 X Ha 60p,ua

ChYeTaHO C MeCTHW AeNUKaTecu. Y 4 \ @ n Easy Dackage

rnakeT HannTKu

v Bcuykun Takecu @
% MeouunHcKa
o OTKPUINTE apXUTEKTYpPHUTE 3acCTpaxoBKa

weagboBpw Ha rpaga. ———————————————————————
Booau-npuapyxkuren @

H3mounux: aBTopcka pa3padoTka

[IpencraBeHusT MOZIEN 32 YCHBBPILIECHCTBAHE HA AKETHO KPYU3HO II'bTYBAaHE HHTErpUpa
KIJIFOYOBHU €JI€MEHTH, U3BEICHU OT MPEAXOAHHS aHAIN3 Ha MOTPEOUTENCKUs Ipodui u 100puTe
MPaKTUKU B MHAyCTpusara. Jlormueckara Bpb3ka MEXIy Te3W KOMIIOHEHTH € Oa3upaHa Ha
CUCTEMHHUSI TOAXO0/ KbM IMPOAYKTOBOTO Pa3BUTHUE B TypHU3Ma, KbJIETO BCEKU €JIEMEHT B3aUMHO
BIMSI€E U € TNOBIUSH OT OCTaHaJWTe, C LeJ IOCTUraHe Ha ONTHMajlHa CHHEpPIrus |

YAOBJICTBOPCHOCT HaA l'IOTpe6I/ITCJ'I}I.

To3u Mozien € HacoyeH KbM MoANoMarane paborara Ha TypUCTHUYECKUTE MEHUIKBPU 110
OTHOIIICHWE Ha WISHTU(UIMpaHe W MOJOOpsBaHE HA MapaMETPUTE NMPH CEJICKTHPAHETO Ha
JIOCTaBUHUIIUTE, KAKTO M BHEJPSIBAHE HA JOOPUTE MPAKTUKH B TyPUCTUUECKHUS KPYU3CH TAKET, a

ChIIO TaKa U PCKIIaMHUPaHC Ha KOHKYPCHTHHUTC XapaKTCPUCTHUKU HA BCAKA €IHA HCT'OBA 0(1)epTa.

[Ipunaranero Ha TO31 Mojiel1, 6a3upaH Ha JUPEKTHATa 0OpaTHa Bpb3Ka OT MOTECHIMAIHU
U peaJHu KIMEHTH, MOXE Jla TOBUIIM KOHKYPEHTOCHOCOOHOCTTa Ha OBJITrapcKuTe
TypONEepaToOpyu Ha KPyU3HUs Ma3ap U J1a OTTOBOPH I10-aJI€KBaTHO HAa HYXIWTE U OYAaKBAHUATA

Ha MOTPEOUTENNTE, ThPCEIN OPTaHU3UPAHU KPYU3HH IIBTYBaHHUS.
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B typuctuyeckus OuszHec, B TOBa YUCIO B TypOIEepaTopcKaTa AEMHOCT 3aIbJKUTEITHO
M3HCKBAaHE € IMOCTOSIHHOTO YCHBBPIICHCTBAHE HAa OM3HECa KAaTo KIIOYOB (aKTop 3a ycrex,
e(EKTUBHOCT U pa3BUTHE HA KoMITaHUATa. Cpes] OCHOBHUTE MPEAM3BUKATEICTBA, CTOSILH TIPENT
BCEKM MEHUDKBD, BKIOUUTEITHO U Ha TypOIepaTopcKkuTe GUpMH, ca BbIPOCUTE, CBbP3aHU C
OpraHM3MpaHe Ha JAEHHOCTTa M CbOoOpa3siBaHE Ha YIOPABICHUETO C HOBHUTE IPOMEHHU.
HapacrtBamara KOHKypeHIMSI B CEKTOpa M IOBHUILIEHUTE WM3UCKBAHUS KbM KaueCTBOTO U
pa3HOOOpa3sueTo Ha TYPUCTHUECKUTE IIAKETH TIOpaXaaT HEoOXOAWMOCTTa M Ch3AaBaT
ONarompusTHU yCIOBUS 32 PA3BUTHUETO HA TUBEPCUPUIIMPAHU, CIICLIUATU3UPAHH POIYKTH Ha
TypomepaTopy, KOUTO ca CIEUUaTU3UpaHd B MPEJOCTAaBIHETO Ha MPOAYKTU B cdepara Ha

OpraHM3UpPaHUTE IbTYBaHUs, B TOBA YUCIIO B cepara Ha KpPyU3HUS TYPU3ZbM.

B 3akmioueHue Ha wu3cienoBaTelcKara 4yacT Ha Tpyda MOXE Ja ce IOCOYH, ue
MIPOBEJICHOTO EMIIEPUYHO U3CIIE/IBaHE € PE3YNITAaT Ha aBTOPCKA CUCTEMATHU3AIHsI OT KPUTEPUU U
MoKasaresy, pa3paboTeHn Ha OCHOBAaTa Ha MPOYYBaHE U aHAJIU3 HA TEOPETUYHHU TTOCTAHOBKHU B

00y1acTTa, KakTo M Ha TOOPH MPAKTUKH Ha BOJCHIM KPYHU3HU TYpOIIEPaTOPH.

Pesynratute oT npoBeneHOTO MpOyYBaHE Ha celeKTUpaHu B bbarapus typonepartopu,
3aHMMABAlM C€ C KPYU3€H TypU3bM, JOCTABUMIM HA TypOINEepaTopu, U3rpaxkjia Mojed Ha
MPOEKT Ha M3XOAAL] Typoleparop C el J0Ka3BaHe Ha HEO0OXOAMMOCTTa OT Ch3/1aBaHE Ha
TYPUCTUYECKH TIaKeTH, KOMTO Jla OCHUTYypsiBAT HMHTErpalusaTa Mexay MpearpusITusiTa,
npelaraiy Kpyu3HH MPOAYKTH U TypONEepaTopuTe, KOUTO Jla TH JAOPA3BUAT, IPOMOTHPAT U
MpoAaBar ¢ Len AudepeHlrpaHe Ha TypUCTHUECKOTO Npeasarane B bbirapus mo u3xonsiy

CHeIHAIN3UPaH TYPU3bM.

ToBa ce ochlecTBsIBa 4Ype3 CHa3BaHE HaA peIWila MpaBUiIa IO OTHOIICHHE Ha
OpraHu3aIsITa ¥ YIIPABJICHUETO Ha 00EKTUTE, CBBP3aHU C BUCOKO HHUBO Ha YIOBJIETBOPEHOCT
Ha CHeNU(PUYHU TYPUCTHUECKH MOTPEOHOCTH, HMICHTH(UIIMpaHE HaA IejieBaTa rpymna 3a
KPYH3€H TYPU3bM M Ch3JIaBaHE HA JIOMBIHUTEIHN CHCIIMATU3UPAaHU YCIYTH OT TypoIepaTopa

10 MOJIEIMPAHE HA MMPOILYKT, CBbP3aH C KPYU3HUTE IbTYBAaHHUS.

3aKknyeHune

Hacrosimusar nucepranuoneH Tpya Oerie MOCBETEH Ha M3ClieBaHeTo Ha ,, Kpyw3HUAT
TYpU3bM B IPOAYKTOBOTO MpeJjiaraHe Ha TypoIepaTopuTe ’, Tema C HapacTBallla aKTyaJIHOCT U
3HaUMMOCT B CBbBpEMEHHaTa OBJrapcka TypHcTHYecka HHAycTpus. OcHOBHaTa meJ Ha
HN3CIICABAHCTO 661].[6 Ja €€ U3BbpIIN 3az[Ln60qu aHaJIu3 U Ja CC MNpCaAoCTaBU HAYYHO

000CHOBaHKE Ha cTpaTeruyeckara posis Ha Kpyu3HaTa UHIYCTPHUS KaTo KJIIOYOB MHCTPYMEHT
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3a jauBepcu(UKalKg Ha TPOIYKTOBOTO MOPT(oNHMO Ha OBIrapCcKUTE TYypONEpaTopud U 3a
YIOBJIETBOPSIBAHE HA XETEPOrCHHHU MOTPEOUTENICKM W3MCKBAHHUSA, KaTO CE JOKaxe, 4e TS €
aKTyaJeH ¥ IPEAIOYNTAH pecypc 3a popMupaHe Ha ChBPEMEHHU, MTHOBATUBHU TYyPOTIEPATOPCKU
MPOAYKTH OT BHUCOK Kiac. B ocHoBara Ha TpyJa 3ajierHa Te3ara, ue TypoIleparopure B
KpYHU3HHUS TYPU3bM HUIPasT KIIOUOBa poJisi BbB (DOPMUPAHETO HA KPYU3HUTE MPOAYKTH, KaTO

aganTupar npeajioKCHuATa CH KbM pa3HOO6p213HI/ITC JKCJIaHUA U ITPEANIOUNTAHUA HA TYPUCTUTC.

3a IIOCTUraHeTO Ha Ta3W eI U JOKa3BaHETO Ha TE€3ara, B AUCEpTalusATa Os1xa
MMOCJICAOBATCIIHO Pa3lTICAdaH W aHaJIU3UpaHU TCOPCTHUYHU M IPAKTHYCCKH ACIICKTH Ha

KPYU3HHSI TYPU3BM U pOJISITA HA TypOIIEPaTOPUTE.

JlucepTallnoOHHUAT TPY/ I0Ka3Ba, 4Ye KPyHU3HATa MHAYCTPHS € aKTyaleH U MepCIeKTUBEH
pecypc 3a OBIATapCKUTE TypOIEpaTOpH, MO3BOJSBAIl WM Ja JUBEPCHPHUIMPAT CBOETO
MpeJyIarale 1 Jia OTTOBOPSAT HA CICU(DUYHUTE HYKIU HA Pa3INIHA TTOTPEOUTEIICKH CErMEHTH.
Typonepatopute urpast cChIIeCTBEHa POJS KAaTO MOCPEAHHWIIM U aKTUBHHM CH3AATENH Ha
KpYHU3HHUS TypUCTHUECKH MPOAYKT, T€HEpUPAKU MKOHOMUYECKHU IOJI3H U JONPUHACIIKU 3a

PA3BUTHUECTO HA TO3U JUHAMWYCH CCKTOP.
EMHI/IpI/I‘{HOTO H3CJICABAHEC ITOTBBPKAABA 3AJIOKCHUTE XUIIOTC3U:

o Tlo-mmagute 6bATapcKu TypucTH (25-44 1.) IpOsBABAT NO-CUJIEH MHTEPEC KbM aKTUBHH,

HMHOBATHUBHU U TEXHOJIOTHUYHO HACUTCHU KPYU3HU MMAKCTHU.

. HLTYBaH_[I/ITe 3a IIbPBU BT HCHAT BUCOKO LAJIOCTHATA OpraHU3allusd Ha IMaKEeTa OT

Typorieparopa (BKJIIOUEHHM TIOJIeTH, TpaHchepu, BoAad) W pernyTanusra Ha

Typoreparopa.

e BxkirouBaHeTo Ha OBIATapCKOrOBOPAI MPEICTABUTEN € 3HauuM (akTop 3a u3dopa Ha

OBJIrapcKuTe MOTPEeOUTENN, 0COOEHO MPHU IPYNOBU IBTYBAHUSI.

. C’bH_ICCTBy'Ba SHAYUTCIICH HCHU3MOJI3BAH I1a3apCH IMOTCHHHAT CpC l'[OTpC6I/ITCJ'II/ITC,

KOWTO BCE OIIIE HE Ca MbTyBAJIM HA KPYH3.

V. I'lpuHOCK Ha AMUCepTaLMOHHUA TPYA

TeopernyHu NpUHOCH:

e 3BbpIieH € 3aabJ004YeH Mperviea Ha ChITHOCTTA, 0COOCHOCTUTE, KIaCH(UKAITUUTE U

HUCTOPUYECKOTO DPAa3BUTUE HA KPYHU3HMS TYpPU3bM, KAKTO M HA OpPraHU3alMOHHO-
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yIpaBlieHCKaTa CTPyKTypa Ha Oopaa Ha kopaba, KOETO JTONpHUHACS 3a MO-I00pOTO

pa3bupane Ha TO3M crieU(pHUEH TyPUCTHYECKH CEKTOP.

e JleraiinHo e m3cineqBaHa JEHHOCTTA, MOJUTHKATA, KIACU(UKALMATA U POAYKTOBOTO
MIO3ULMOHUPAHE HA TypOIEPAaTOPUTE, MpeAJaralid Kpyu3HU NPOTYyKTH, KOETO U3SICHSBA

TAXHOTO MSCTO U 3HAUCHUC BbB BEpUIraTa Ha CTOMHOCTTA Ha KPYHU3HHA TYPHU3BM.

e ApryMeHTHpaHO e, 4e KpyH3HaTa UHLyCTPHS MOXKE J]a CITYXKH KaTo KIIFOYOB HHCTPYMEHT
3a nuBepcU(UKAIMS Ha MPOIYKTOBOTO MOPTQHOINO HA OBJITAPCKUTE TYypOIEpaTOpH,

OTrOBapsifiKu Ha CbBPEMEHHUTE MTOTPEOUTEIICKU U3UCKBAHMUSL.
Hay4Ho-npn/io;KHH ¥ NPAKTHYECCKH NPUHOCH:

e 3BBpiicHa ¢ WaeHTU(DHUKANKS U aHAIN3 Ha TIpoduia Ha OBJITApCKUs MOTPEOUTEN Ha
KPYU3HH TIPOAYKTH 4Ype3 EMIUPUYHO U3CIe[BaHe, 000COOSBalikKM HETOBUTE
neMorpad)cKi XapaKTePUCTUKH, OMHT, MPEINOYUTAHUS, MOTHUBAIIMA M KPUTEPUU 32
n300p. To3u mpuHOC TIpeI0CTaBs KOHKPETHH JIAHHH 3a TAPTeTUPAHE U aJalTHpaHe Ha

odepTuTe OT OBJIITapCKUTE TYPOIIEPATOPH.

e AHamu3bT Ha NPOAYKTOBOTO IpeajaraHe Ha KPYHW3HHM TypONEpaTOPCKU MPOAYKTU C
MHMKATOPH, ONpeNeNsiy n300opa, mpeocTass pa3oupaHe 3a ToBa KOM KOMIIOHEHTH Ha
MAKeTHUSI MPOAYKT ca BAaXHU 3a MOTPEOUTENUTe M KaK Jla CTPYKTypuUpaT CBOUTE

MPCATIOKCHHU.

e Pa3paloTeH e yChBBPIICHCTBAaH MOJIEN HA MAaKeTHO KPYM3HO IbTyBaHE 3a ObJITrapcKu
TyporepaTop, 6a3upaH Ha pe3yiITaTHUTe OT eMIMPUYHOTO M3CJIEABAHE M aHAJIM3a Ha
no6pute npakTuku. [IpeioskeHuaT Mojiel 1aBa KOHKPETHH HACOKH 32 CerMEHTHPaHe U
TapreTUpaHe Ha MOTPEOUTETUTE, ONTUMHU3UPAHE HA MPOAYKTOBOTO MOPTQoano (M300p
Ha JIeCTUHAIMHU, KOpabu, TeMaTHYHU KPyW3U, OPEroBH €KCKyp3HUH), MOA0OpsBaHEe Ha
CTOMHOCTHOTO MIpeiioKeHne (ILIeHH, BKIIOUEHH YCIyTH), e(hpeKTHBHA KOMYHUKAIUS U

HU3rpaxxJaaHe Ha JOBCPHUC, KAKTO U HO,Z[06pHBaHe Ha KJIMCHTCKOTO ITPCKUBSABAHC.

e AHamu3upaHU ca MPEeKUTe U KOCBEHHM MKOHOMHUYECKHM e(eKTH OT JeifHOCTTa Ha
TypONEPAaTOPUTE B KPYHU3HMSI CEKTOp, KAKTO M MOTEHUMANBT 3a NOIMYJISIpU3UpAHE Ha
Bearapus kato Kpyu3Ha JA€CTUHALMSA, KOETO € OT 3HaYeHHUE 3a OpaHIIa U Jbp:KaBHUTE

HUHCTUTYLIUU.

e @dopMmynupaHud ca NPAKTHUECKH TNPENOPbKH 3a TMOAOOpsiBaHE Ha JEHHOCTTa Ha

TYpOINEPaTOPUTE B KPYHU3HUS CEKTOD, TIOBUIIIABAHE HA TAXHATa KOHKYPEHTOCIIOCOOHOCT
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U TpHUBJIMYAHE HA IOBEYE KIMEHTH, BKJIIOUMTEIHO WHBECTUIMH B MpOrpamMu 3a
JIOAJIHOCT, MOAJBbP)KAHE HA BHCOKO KadeCTBO M IEPCOHAIM3UPAHO OTHOIICHUE,
chOupane Ha oOpaTHa BPh3Ka OT HEJIOSUTHU KITMEHTH U (DOKYC BHPXY MPEBPHIIAHETO HA
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I. General characteristics of the PhD thesis

1. Introduction

This abstract presents the main provisions, results, and contributions of
the PhD thesis on the topic "Cruise Tourism in the Product Offering of
Tour Operators". The research is focused on an in-depth analysis of the
cruise industry and its role as a key instrument for diversifying the product
portfolio of Bulgarian tour operators, as well as for satisfying heterogeneous

consumer requirements.

2. Relevance of the topic

The relevance of the topic is related to the dynamic development of cruise
tourism and the cruise industry, which are establishing themselves as emblematic and
leading sectors in tourism offerings. This segment is characterized by a high level of
standardization, personalization, and diversification of services, both during the stay
on the cruise ship and in terms of the overall cruise product offered by tour operators.
The high quality of internal company service standards and the specificity of
themed ships offering 5+ star products serve as a benchmark for other

types of product offerings in tourism.

Cruise tourism 1is an increasingly popular vacation choice worldwide,
generating approximately $38 billion annually from passenger spending and is the fastest-
growing sector in the travel business. The industry is established as one of
the most intensive in the world, with increasingly incredible modern vessels.
A cruise ship vacation offers a huge variety of destinations, onboard attractions,
activities, amenities, and services that exceed the expectations of even the most

demanding travelers.

This type of tourism attracts not only travelers but also tourism
companies that actively integrate cruise products into their  portfolios.
This dissertation focuses on the role of tour operators in cruise tourism
and their influence on the product offering in this segment, which is of essential
importance for the conceptualization, development, and market launch of modern,

innovative, and competitive high-class tour operator products.

The research focuses on the potential of these products to satisfy

the specific needs and preferences of the economically active, working-age
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tourism segment. It analyzes and evaluates their multifaceted contribution to
generating significant economic benefits and synergies for the tourism business, as
well as stimulating sustainable tourism development in destinations, promoting
intercultural exchange and understanding, and achieving higher levels of customer
satisfaction and loyalty. All this contributes to strengthening and improving
the market positioning and competitive advantages of Bulgarian tour operators

nationally and internationally.

Object of research: The product offering of tour operators for a cruise package.

Subject of research: Cruise tourism and its offering by tour operators.

3. Aim and objectives of the research

The aim of this work is to conduct an in-depth analysis and provide scientific
justification for the strategic role of the cruise industry as a key instrument for diversifying the

product portfolio of Bulgarian tour operators registered and operating in our country.
To achieve this goal, the following objectives have been set:
3a mocTuraHe Ha MOCTaBEHATa IEJI Ca 3aJI0KEHHU CIICAHUTE 3aa4M:
1. To identify the specificity and classification of cruise tourism.

2. To define and highlight the profiles of cruise product consumers,

determining the corresponding consumption trends.

3. To analyze the product offering of cruise tour operator products

with indicators determining the choice of cruise package products.
4. To create an improved model of package cruise travel by a tour operator.

5. To develop a methodology for assessing the economic effectiveness of
implementing innovative cruise products in the portfolio of Bulgarian

tour operators.

4. Thesis

Tour operators in cruise tourism play a key role in forming cruise products by
adapting their offerings to the diverse desires and preferences of tourists. Global tour
operators and specialized agencies have different strategies and approaches in offering

cruise products, creating a dynamic and competitive market. The tourism sector is subject



to constant changes and requires flexibility and innovation from tour operators to satisfy

increasing consumer demands.

Expanding and diversifying the portfolio of tour operators is important
for increasing  competitiveness and  customer  satisfaction.  They  should
offer a variety of destinations and routes, including popular
tourist sites, but also lesser-known, unique locations. The inclusion of
different types of travel, such as adventure, cultural tours, spa and wellness holidays, and
others, contributes  to serving  diverse  interests and  preferences  of
customers. The introduction of thematic tours and packages related to specific
interests such as gourmet tourism, wine tours, sporting events, etc., can attract

a specialized audience and meet the demand in this segment.

All  the advantages of the cruise tourism product can be used
and applied by Bulgarian tour operators to research, develop, and offer
such a product to the Bulgarian consumer and the Bulgarian tourism market,

with the aim of achieving higher revenues and attracting solvent customers.

5. Scope and methodology of the research

The research is comprehensive and combines theoretical analysis with empirical data
and specific examples from the industry. This approach aims to contribute to a better
understanding of the dynamics and influence of tour operators offering -cruise

tourism, with a view to future opportunities and challenges.

The methodological framework of the empirical research is constructed with the aim
of providing a systematic and scientifically sound approach to the analysis of consumer
behavior and preferences in the sphere of package cruise products. The research is based on
a model including five main criteria with their associated indicators and characteristics, which
serve for a comprehensive assessment of specialized tourist packages, with an emphasis on

cruise offerings:

1. Demographic characteristics of consumers: age, gender, education,

monthly income.

2. Experience and preferences: frequency of travel for tourism purposes, previous

experience with cruise travel and preferred destinations.



3. Motivation for cruise travel: main motives for choosing a cruise for vacation

and leading factors in this choice.

4. Service evaluation: quality of services offered, satisfaction with them, and

evaluation of innovations on board cruise ships.

5. Feedback and recommendations: suggestions for improvement in the offering,

likelihood of repeat choice, and willingness to recommend.

The empirical research is localized in Sofia, covering
travel agencies operating in its territory. The choice of the capital city is
justified by its status as the largest economic and demographic center in
Bulgaria, concentrating a significant share of the tourism market, including
the cruise travel segment. This provides access to a wider and diversified
set of experts (travel agents and product managers) and  potential
tourists with higher purchasing power and a pronounced interest in diverse

tourism products.
The research methods used include:

e Survey: conducted through two standardized questionnaires,
addressed to both employees in tour operator structures and to
consumers of cruise travel. The questionnaires are structured according to the
above criteria and contain 20 questions, adapted to the average

consumer level.

e Semi-structured interview: conducted with product managers/specialists
of the cruise product, with the aim of in-depth study of their views and

expertise.

The sample selection was carried out using a cluster principle, and for the second
sample (employees in offices and consumers), a partial quota principle was applied.
Participation was  voluntary. Data from the survey was processed using
the statistical package SPSS, and data from the interviews were subjected to content

analysis.

The subject of the empirical research is the detailed construction and analysis of
the consumer profile of potential tourists showing interest in  package

cruise trips in the Bulgarian market. This includes the identification and systematization
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of  their = demographic  characteristics,  socio-economic  status, = motivational
attitudes, preferences for destinations, types of cruise experiences, information

sources, and criteria for decision-making regarding the purchase of a cruise package product.

The object of the empirical research are potential and real consumers of
package cruise programs in the Bulgarian tourism market, as well as product
managers in several Bulgarian tour operators. The research covers both individuals
who have not yet undertaken a cruise trip but show interest and inclination
towards such (potential consumers), as well as those who already have experience with this
type of tourism product (real consumers). The inclusion of both groups aims to
extract ~ comparative  data, identify = specific = needs, and more  fully

understand the market segment and its potential for development.

II. Structure and content of the PhD thesis
1. Structure of the PhD thesis
This PhD  thesis is  systematically  structured into  three  main
chapters, which consistently examine the key aspects of cruise tourism and
its offering by Bulgarian tour operators. Each chapter is precisely linked to
the set research objectives, ensuring a coherent approach to achieving

the stated goal.

2. Content of the PhD thesis
INTRODUCTION

FIRST CHAPTER

CRUISE TOURISM: ESSENCE, CLASSIFICATION STRUCTURE  AND
CONSUMER PROFILE

1.1. ESSENCE AND CHARACTERISTICS OF CRUISE TOURISM
1.2.  CLASSIFICATION IN THE CRUISE INDUSTRY. ORGANIZATIONAL

MANAGEMENT STRUCTURE ON BOARD THE SHIP
1.3. CONSUMER PROFILE OF THE CRUISE PRODUCT
SECOND CHAPTER

PRODUCT OFFERING OF TOUR OPERATORS

2.1. ACTIVITIES, POLICY AND CLASSIFICATION OF TOUR OPERATORS AND
TOURIST AGENCIES
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2.1.1. ECONOMIC CONTRIBUTION AND ROLE OF BULGARIAN TOUR OPERATORS
IN THE DEVELOPMENT OF CRUISE TOURISM
2.2. PRODUCT POSITIONING OF TOUR OPERATORS
2.3. STRUCTURE AND COMPONENTS OF PACKAGE CRUISE PRODUCTS OF
TOUR OPERATORS

THIRD CHAPTER

CONSUMER  PROFILE OF POTENTIAL TOURISTS FOR  PACKAGE
CRUISE PRODUCTS

3.1. METHODOLOGICAL FRAMEWORK OF THE RESEARCH
3.2. EMPIRICAL RESEARCH - RESULTS AND ANALYSIS OF FACTORS,
INFLUENCING THE CHOICE OF CRUISE PRODUCTS FOR ORGANIZED
TRIPS

3.3. DESIGNING AN IMPROVED MODEL OF PACKAGE CRUISE TRAVEL FOR A
BULGARIAN TOUR OPERATOR

CONCLUSION
REFERENCES
APPENDIX No 1 QUESTIONNAIRE

APPENDIX No 2 INTERVIEW WITH PRODUCT MANAGERS
LIST OF ABBREVIATIONS

LIST OF TABLES

LIST OF FIGURES

LIST OF GRAPHS

II1. Synthesized exposition of the dissertation
FIRST CHAPTER

CRUISE TOURISM: ESSENCE, CLASSIFICATION STRUCTURE AND CONSUMER
PROFILE

The first chapter is dedicated to the theoretical foundations of cruise tourism,
examining its essence, characteristics, classifications (by duration, purpose,

method of organization), and the organizational and management structure on board the ship.
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1.1.  ESSENCE AND CHARACTERISTICS OF CRUISE TOURISM

Over 70 companies operate approximately 350 ocean cruise ships and provide
cruise vacations to more than 27 million passengers in 2018, so the choice is
huge! The process of booking a cruise product can be analyzed as a
multifactorial ~ decision-making system, comparable to choosing a complex
consumer product like a car. The starting point is a basic pricing structure, which
is subsequently modified by integrating additional services and options (so-called
"extras"). This configuration implies that the cruise product is not entirely all-inclusive,
but rather modular, requiring active consumer choices at various stages of
the purchase process. Despite this complexity, the ocean cruise experience is often
rated as extremely satisfying, leading to a high degree of loyalty and
repeat purchases among consumers — a phenomenon that can be defined as
"consumer addiction". The key to optimizing consumer
satisfaction  lies in  precisely  matching  the  cruise  product  offered
(ship and itinerary) with the specific needs of the target segment, whether it
be individual travelers, couples, families with children, or other

demographic groups.

Cruise  travel can  be  defined as a form of  specialized
tourism  that offers an  integrated experience, distinct from  traditional
land-based vacations. This tourism service 1is characterized by a pre-paid,
all-inclusive structure that minimizes stress for the consumer. Accommodation in
a specific type of cabin eliminates the need for repeated unpacking and
packing of luggage. The ship functions as a mobile platform, providing
transportation between different destinations. The unified currency on board simplifies
financial transactions for passengers. The available staff is trained to provide
a high level of service and support. The cruise product is extremely flexible and
can cater to diverse segments, including groups of different generations
of travelers seeking adventure, and individuals aiming for complete detachment from
everyday life. In addition, cruises offer a unique perspective for observing
global natural and cultural landmarks, whose visual attractiveness is often

optimized when viewed from a maritime perspective.

11 CLIA, 2019, State of the Cruise Industry Outlook
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The history of cruises can be traced back to ancient times, but

modern cruising as a recreational activity has its roots in the 19th century?:

e 19th-century ocean liners: The concept of cruising for leisure began with
transatlantic ocean liners in the 19th century. Initially, these voyages
were practical means of transport, but with the improvement of sea travel,

some people began to undertake cruises for relaxation.

o Early 20th century: Around the beginning of the 20th century, companies like Cunard
Line and
White Star Line offered more Iluxurious amenities on their ocean liners,
attracting  wealthier  passengers seeking leisure travel. The idea of

cruises as a form of vacation gained popularity, especially among the elite.

e Post-World War II boom: After World War II, there was a surplus of
ocean liners that were repurposed for civilian use. The 1950s and 1960s
saw a boom in cruise travel, with companies like Norwegian Caribbean Line and

Royal Caribbean Cruise Line entering the market.

e 1970s and 1980s: The modern cruise industry emerged in the 1970s and
1980s with the introduction of purpose-built cruise ships. Companies like
Carnival Cruise Line focused on making cruises more accessible to a wider

demographic, offering affordable packages and emphasizing onboard entertainment.

o After 1990: The 1990s saw the introduction of larger and more
innovative cruise ships, featuring amenities like rock-climbing walls, water parks, and
numerous dining options. Cruise lines began to diversify their routes, explore new

destinations, and go beyond traditional itineraries.

e 21st Century Innovations: The new century has witnessed continuous innovations in
the design and amenities of cruise ships. Cruise lines have adopted advanced
technologies, including online booking systems, RFID cruise cards, and high-speed

internet access on board.

e Globalization and market expansion: The cruise industry has become truly

global, with cruise lines offering itineraries to destinations on every

2 Leppert, J., 2019, How the Cruise Industry Has Evolved in 50 years, https:/www.travelagewest.com/Industry-
Insight/Business-Features/How-the-Cruise-Industry-Has-Evolved-in-50-Years
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continent. Developing markets, including Asia, have shown significant growth

1n cruise tourism.

o Sustainability concerns: In recent years, there has been an increased
focus on sustainability in the cruise industry, addressing concerns related

to environmental impact, waste management, and community engagement.

o Challenges and adaptations: The industry has faced challenges such as public health
concerns (e.g., outbreaks of diseases like norovirus and COVID-19), leading to

improved health and safety protocols®.

Understanding  the  historical  context of cruise travel is  essential
to appreciate how the industry has evolved from its early days to the complex
and diverse cruise experiences available today. The industry continues to

adapt to changing consumer preferences, technological advancements, and global challenges.

In  summary, tracing  the  historical  evolution of the  cruise
industry reveals a transition from its original purpose as a means of
transportation to its establishment as a leading segment in leisure tourism. In
the early 20th century, there was a gradual luxurization of transatlantic
travel,  which attracted an elite clientele.  After  World War II, the
industry experienced expansion, democratizing access to cruise vacations through the
adaptation of surplus ocean liners and the entry of new players. The modern
stage, which began in the 70s and 80s, is marked by the construction of specialized
cruise ships, aimed at a wider demographic through affordable packages and
an emphasis on onboard entertainment. The period after 1990 is characterized by
the scaling up of ships, the introduction of diverse amenities, and the diversification of
itineraries. In the 2l1st century, the industry continues to develop through continuous
technological innovations and global market expansion towards developing markets.
Meanwhile, there is a growing focus on sustainability
and environmental challenges, as well as on adaptation to new public health
norms. This dynamic evolution wunderscores the cruise industry's ability to
adapt to changing consumer preferences and global conditions,

maintaining its position as an innovative and preferred resource in the tourism market.

3 Smith, J., 2023, 200 Years of Cruise History, https://www.iglucruise.com/blog/200-years-of-cruise-history
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A cruise* can be defined as an organized tourist trip by ship,

where:
o the participants in the group remain in the same composition throughout the entire trip;
o the starting point often coincides with the end point;

o the itinerary is chosen based on the possibilities of stopping and staying in

ports for visiting tourist places and objects;

e during the trip, the main focus is on the tourist and entertainment

program on board the ship and ashore.

The issues of itinerary selection, duration, and frequency of cruises, as well as
determining the value of the trip, are decided by the cruise company,

"

owner of the ships. An operational feature of cruises is the absence of "closed
classes". The difference in prices relates to the location and amenities in the cabins.

All other areas are publicly accessible, unlike ships on regular lines.

As already noted, the differentiation and grouping of cruises are

performed according to several criteria®.

< Depending on their duration, they are:
e short-term (mini cruises) - from 2 to 5 days;

Short-term  cruises, also  known as  mini-cruises, lasting  from @ 2
to 5 days, represent a popular way for tourists to travel quickly and pleasantly, who
may have limited time or seek a  brief taste of the marine
adventure. Short-term departures are typically designed to be
affordable and accessible for tourists who cannot or do not wish to dedicate a longer
period of time to travel. These cruises often visit nearby destinations or
ports that are easily accessible and do not require long voyages. A mini-cruise to the Bahamas
from Miami or Florida lasting 3 days offers tourists a short, yet

fulfilling combination of beaches, onboard activities, and cultural experiences.

4 Neshkov M., 2007, Travel Agencies and Transport in Tourism, Science and Economics Publishing House, V.,
p. 189
® Dowling R., 2006, Cruise Ship Tourism, ABI Publishing, L.
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Short-term cruises are ideal for tourists with limited free
time or budget, but who still want to enjoy a maritime adventure. These -cruises
are suitable for short breaks, longer weekends, or holidays, when passengers
seek a quick and fun change from their daily routine. Short-term cruises
provide an  opportunity to  visit various  destinations within a  short
period, which is particularly attractive to those who love variety. Mini-
cruises are often packed with various entertainments and onboard activities, which

provide passengers with a quick dose of fun.
e Jong-term — from 7 to 30 days or more

Long-term  cruises, lasting from 7 to 30 days or more, offer
tourists the opportunity to undertake a comprehensive and extensive sea voyage,
covering various destinations and cultures. These cruises wusually last longer
than a week, often reaching 14, 21, 30 days, or even more. Long-term cruises
include numerous ports and destinations, providing tourists with significant
geographical  diversity. Like all cruises, long-term cruises offer a rich
variety of amenities, from restaurants and spas to various forms of
entertainment and  sports  activities. Some cruise lines  offer long-term
cruises that circumnavigate the world and include visits to Europe, Asia, Africa, Australia,
and America. Transatlantic cruises from Europe to North America, include
visits to cities such as London, Rome, and New York, providing tourists with a unique
combination of sea adventure and cultural enrichment, as well as time to
explore modern ships, when at sea. The cruise line Cunard offers luxurious transatlantic cruises
and long-term voyages, circling various parts of the world with its ships Queen Mary 2, Queen
Elizabeth and Queen Victoria. Princess Cruises offers long-term cruises in Asia,
Australia, North and South America, providing a combination of luxury and
diversity of destinations. Another example is Holland America Line, which offers
long-term cruises in the Mediterranean, Asia, and North and South America, focusing on

quality experiences and cultural excursions.

Long-term cruises offer exclusive opportunities to visit
remote and hard-to-reach  destinations that are rarely included in shorter
itineraries. These types of cruises provide tourists with convenience and luxury, ensuring

long periods of relaxation and entertainment on board.
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< Depending on the purposes and motives for undertaking the trip, they are divided

into:

e classical, which as a rule are of longer duration and include

a typical tourist program

Classical cruises are those that offer a more standard and generally accepted
tourism  program. They are usually of longer duration and include
visits to various destinations along a pre-determined route. The following examples of
classical cruises can be systematized: Mediterranean cruises - voyages in the Mediterranean
Sea, which include Visits to cities such as Rome,
Athens, and Barcelona; Caribbean cruises - tours of the Caribbean basin with visits to
islands such as Jamaica, the Bahamas, and Saint Lucia; Asian cruises - voyages in the region

such as Japan, China, and Thailand.

e specialized, = which  are  organized to  satisfy a  specific  need
or have a specific purpose for the trip (therapeutic, educational, cultural, and

others).

Specialized cruises are organized with specific goals and needs of
travelers, providing unique and specific experiences. The following can be
classified as such: educational cruises - an educational cruise to Greece with lectures
and excursions on the history and archaeology of ancient civilization; therapeutic cruises - a
health and wellness cruise, offering therapeutic and rehabilitation programs; cultural cruises —
voyages focused on art, literature, and cultural enrichment, with
visits to museums and galleries; thematic cruises — cruises with movie industry stars, where
passengers  have the opportunity to meet their favorite actors and
directors; ecological cruises — for example, an expeditionary cruise to Antarctica with
ecological programs and educational initiatives; festival cruises — a musical
cruise, organized during music festivals, offering diverse genres

and performers.

This classification will be used as a basis for conducting the research and
for forming consumer profiles who will seek innovations in the cruise

product (classical type of cruises or specialized type of cruises).

7

¢ According to the method of organization, cruises are classified as:
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e combined — with other modes of transport or accommodation
ashore;

e [inear — in combination with regular line transfers;

e interrupted — with a prolonged stay ashore;

e autocruise — combined with the use of the tourist's personal car.

< Depending on the type of water body:

® oceanic;
* seq,;

® river;

o lake®

Cruise companies can be classified according to many criteria. In
the current research, a classification of cruise lines will be made according to

the accommodation budget:

Contemporary Cruises - Prices vary between $100 and $200 per night.
They offer modern design and onboard amenities. Examples of such cruise

companies are Carnival Cruise Lines (which are geared towards a younger audience),

Contemporary Cruises - Ilenure Bapupar mexnay $ 100 u $§ 200 Ha HOmIyBKA.
[Ipennarar MoaepeH nu3aifH U HalIW4YKMe Ha yao0cTBa Ha 6opaa. [Ipumepn 3a TakuBa KpyU3HU
komnanuu ca Carnival Cruise Lines Norwegian Cruise Line (which offers a lot of onboard

entertainment for all ages and flexible dining times), Royal Caribbean.

Premium Cruises - Prices vary between $200 and $400 per night. They are
characterized by detailed and unobtrusive high-standard service. They are generally
considered to be family and  group-oriented, but individual travelers
are also accepted. Representatives of this type of cruise class are: Celebrity Cruises; Holland

America; Princess Cruises.

Luxury Cruises - Although cruise companies do not have an official star
categorization, some cruise companies are considered to offer 6-star quality.
Cruise = companies  belonging to  this  classification  offer  the  finest

itineraries on board luxurious ships, as well as refined quality in every aspect.

6 Misheva M., 2017, Specialized Types of Tourism, NBU
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They are divided into three types: Mid-size - Prices range between $400 and $1,000 per day.
Representatives include: Crystal, Cunard, Regent Seven Seas. Small-size — Prices start from $
700 per day. They are characterized by a highly limited number of guests: 100 - 400
passengers and personalized service tailored to individual desires.
Representatives include Seabourn and Silversea. Megayachts — similar to small-size ships,
megayachts offer perfect service, a large number of crew members who care for a small
number of guests. A characteristic feature is that the ships are spacious and due to
their small size and maneuverability, they stop at small ports where large
ships cannot access. The most famous companies offering this luxurious product are:

Compagnie de Ponant, Windstar, Sea Dream, Windjammer.

In summary, it can be said that the task set at the beginning of the
dissertation — to identify the specificity and classification of cruise tourism — was fulfilled and
supported by examples. It can be concluded that cruise tourism is a multifaceted and dynamic
sector, offering unique experiences and amenities that make it an increasingly popular choice

for vacation.

Having  examined the essence and main  characteristics of  cruise
tourism, the next point will delve into the different types of cruises,
the criteria for their classification, and will analyze the complex organizational

Structure that ensures the functioning of a cruise ship.

1.2.  CLASSIFICATION IN THE CRUISE INDUSTRY. ORGANIZATIONAL
MANAGEMENT STRUCTURE ON BOARD THE SHIP

Classification in the cruise industry and the organizational and management structure
on board a ship represent key aspects in understanding the dynamics of cruise tourism. In this
section, we will examine the different types of cruises and their characteristics, as well as
the organizational structure of ships, which plays a key role in providing a quality

tourism experience.

Classification in the Cruise Industry: Cruise tourism offers a variety of
opportunities that can be classified into different aspects. First, we examine Types of
Cruises. Luxury cruises provide a high standard of services and amenities, targeting
the most discerning tourists. Expedition cruises, on the other hand, focus on
remote and natural destinations, offering unique expedition experiences. Family

cruises are adapted to the needs of families, providing activities for all age groups.
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Second, Itineraries and Destinations also play an important role in classification.
Cruises can be ocean, river, or exotic, with destination options including
tropical islands, historic cities, polar regions, and even the

Antarctic continent.

Organizational and Management Structure on Board the Ship: When
considering the organizational and management structure of ships, it is crucial

for the effective provision of services during a cruise trip.

1. Command Team: At the top of the organizational structure on board the ship
is the command team, including the captain and important members such as senior
officers and navigators. This team not only technically manages the ship but also

ensures the safety and security of passengers.

2. Service and Hospitality Staff: This segment includes the
personnel responsible for the comfort and satisfaction of guests. From waiters and
bartenders to cabin stewards and culinary staff, they create an atmosphere of hospitality

and coziness, providing high-quality gourmet experiences.

3. Entertainment Team: The entertainment team includes animators, artists, and
musicians responsible for the onboard program. Their skills and creativity are essential

for providing diverse and entertaining shows for tourists.

4. Technical Team: Engineers and  technicians ensure the  proper
functioning of the ship, responsible for electronics, mechanisms, and safety

on board.

This section of the current research aims to analyze the management
aspects of the cruise industry and the organization on board ships. The cruise
industry in the 21st century is characterized by diversity and positive growth.
Traditional cruises exist, and in fact, this market is strong, but forecasts for
customer demand growth are expected to continue in less traditional

markets’.

A cruise ship or cruise liner is a passenger ship used for

pleasure travel, where the trip itself and the ship's amenities are part of

" Gibson, P., 2019, Cruise Operations Management, Routledge Taylor & Francis Group, p. 28
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the experience, as well as the various destinations along the route, i.e., the different
ports where the ship calls. Transportation is not the sole purpose of
the trip. In fact, many cruises return passengers to the port from which
the journey began (so-called Closed-loop cruise - a cruise with the same starting and ending

point of departure).

A. There is no precise categorization, but cruises can be classified by

the following criteria:

o Traditional cruises — traditional cruises that provide a vacation at sea,
namely departure from and return to the same port. Departures on these

routes can last from 7 to 15 days, with five or more ports on the route.

e Fly cruises — or so-called "cruise and flight". These types of trips involve
transporting passengers by plane from a specific point (e.g., from Europe -
Madrid, Spain), to join a cruise ship from a specific port
(e.g., in the Caribbean region - Havana, Cuba). Then, at the end of the cruise trip,
passengers return by plane to the original departure point. Many

cruise companies offer this "cruise + flight" package to their clients.

e Cruise and Stay — another preferred type of cruise trip is "cruise and hotel
accommodation." This is a combination of "cruise with flight" and land-based

accommodation, where passengers stay for some time in a hotel when they dock at ports.

e Mini cruises —  Mini-cruises are  short cruise trips  lasting
between 2-5 days and are often undertaken by ferries, which are preferred during

the low/off-season.

e Educational Cruises — Educational cruises include special lessons that are

conducted on board the ship and often relate to specific interests of the passengers.

B. The following table classifies ships by carrying capacity or other
distinguishing characteristics (Spartan Travel, 2005):

Table 1. Definition of types of vessels

Definition Description
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Megaliner Transports over 2,000 passengers

Superliner Transports between 1,000 and 2,000 passengers

Midsize Transports between 400 and 1,000 passengers
Small Transports less than 400 passengers
Boutique Ships with special designation, usually transporting less than 300 passengers

Sailing Vessel | Vessel propelled primarily by wind

River Barge | Vessel that primarily travels on inland rivers

Source: Author's adaptation from Philip Gibson, Cruise Operations Management, Chapter

2 Selling Cruises and Cruise Products, p.308

C.Spartan Travel® also introduces a classification where three categories are leading,
based on costs — budget, mid-range, and luxury. Other observers from
the industry have a broader view in their analysis. For example, CLIA lists five
categories: Luxury, Premium, Resort or Contemporary, Niche or Speciality, and Value

or Traditional.

v' Luxury - An analysis of this classification suggests that ships that
offer maximum comfort, cuisine, and attentive service are called
luxury brands. This product is usually the most expensive, and although ships in this
category are generally small, there are exceptions. Accommodation
(cabins) and common areas are always finely furnished and accommodate few
passengers
in spacious cabins, suites, or duplexes, which wusually have balconies.
Service options may include personalized butler service.
These ships are usually equivalent to what was called
"five-star" quality. Some brands, such as Crystal Cruises, have adopted the "six-star"

rating to identify their unique level of quality.

v Premium - Next in the ranking are premium brands, which offer above

average amounts of food, services, and amenities, including a large number of outdoor

8 Gibson, P., 2019, Cruise Operations Management, Routledge Taylor & Francis Group, Chapter 2 Selling
Cruises and Cruise Products, p.30
% Spartan Travel, 2005, Cruising styles, http://spartan.travwell.net/cruises/ choosing/style/
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cabins with Dbalconies. These cruise lines aim to appeal to broad
age groups, providing a variety of attractions for children, young people,
and adults, along with a wide range of entertainment. Premium brands, like

luxury lines, have a high space-to-passenger ratio.

v Resort or Contemporary — Contemporary brands are equivalent to "floating
resorts" with capacities ranging from a mid-size vessel to the newest megaliner
or megacruise ship. These ships offer a wide selection and value with
modern design. Onboard amenities are diverse and often impressive:
such as an ice rink, golf course, or climbing wall, and others. The dress code can
be casual, although there are still opportunities for passengers to dress

formally for gala evenings.

v Niche or Speciality - Niche or specialized cruises that focus on a
specific aspect of the cruise. For example, they may focus on
destinations to develop a unique and different product. These types ofcruise companies
are specialists in their fields, such as cultural
interpretations, adventures, or various activities to enrich
the personality. These cruise companies are aimed at more experienced

travelers.

e Value or Traditional - Budget or value brands typically use
medium-sized, renovated, older ships with fewer facilities and attractions
than new  megaships. This  product often  benefits from lower
staff-to-passenger  ratios, wusing, for example, self-service options in
main dining areas. Ships are usually classically designed, and while the products are
economically advantageous, the choice and travel opportunities make this form of

vacation attractive to those who are relatively new to cruise travel. 1°

This point examines the personnel and organizational structures of the staff,
as well as their accompanying roles and responsibilities on board cruise ships. The role of
the service body and a description of the hotel services department are examined to
understand the rules and importance of human resource relationships. Staff selection

is a complex issue for cruise operators. Special attention is paid to

10 Gibson, P., 2019, Cruise Operations Management, Routledge Taylor & Francis Group, Chapter 2 Selling
Cruises and Cruise Products,
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the mechanisms that exist for staff development and for providing qualified,

semi-skilled, and unskilled personnel for the hotel services department.

Different cruise companies have fleets of ships with different
classifications and luxury levels. Luxury ships typically offer higher-class
services and amenities, which is reflected in the price. Regent Seven Seas Cruises, for example,
is known for offering "all-inclusive" cruises, where the price includes everything from

drinks to excursions.

Cruise lines use various pricing strategies, including dynamic pricing, early bookings, loyalty
programs, and special offers for specific groups. For example, the majority of cruise lines offer
early booking discounts, where passengers who reserve cabins in advance can benefit from
lower prices. Pricing cruise products is a balancing act, which requires attention to many
factors. Dealing with competition, satisfying the needs of diverse target audiences, and
providing value for money are key elements for successful positioning of a cruise line in the
market. This pricing process not only determines the financial success of the cruise company

but also influences passenger satisfaction and loyalty.

This analysis provides the basis for understanding the diversity and complexity
of cruise tourism, as well as the need for effective management and organization

to ensure an unparalleled tourist experience.

In  summary, it can  be  concluded  that  various  ways = of
categorizing cruises were examined. These classifications are based on diverse criteria
such as duration (short-term, long-term), purposes and motives (classical,
specialized), and luxury level (contemporary, premium, luxury). The typical
organizational and management structure on board a cruise ship was also presented,
including the main departments, roles, and responsibilities of key personnel. This
provided a clear understanding of the complexity and scale of operations required to

ensure a quality cruise experience.

1.3. CONSUMER PROFILE OF THE CRUISE PRODUCT

The profile of consumers for cruise products is diverse and is characterized by different
classification criteria. From a marketing perspective,
understanding the types of consumers, their requirements, and preferences is a key
element for the successful strategy of cruise companies. The research will present

the leading cruise companies that are most preferred by the Bulgarian consumer.
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Different  cruise companies offer diverse services and  experiences
that influence the level of customer satisfaction. Here are some of the leading cruise
companies and key aspects of their offerings that influence

consumer satisfaction:

Table 2. Passenger satisfaction with cruise companies and

their amenities

Cruise Main Level of Services and Target
Company Advantages Satisfaction Amenities Audience
(Consumer
Rating)
Costa Strong Italian = k% Y 5% Italian cuisine, European
Cruises atmosphere, (3.8/5) cultural focus, tourists,
variety of historical sites cultural
cultural travelers,
excursions young families
MSC Higher  prices, %%k Italian style, Families,
Cruises modern fleet (4.2/5) restaurants, variety of couples, young

itineraries in  the people

Mediterranean,
entertainment
Carnival Fun and  kk kK% Many attractions for Families, first-
Cruise Line affordable (4.3/5) all ages, focus on time cruisers
cruises entertainment and

show programs

Royal Variety of Ykt Variety of restaurants, Families,
Caribbean  attractions, (4.5/5) innovative attractions 2dventurers
innovations, like artificial surfing
family amenities waves, show

programs, climbing

wall
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Norwegian  Freedom of Sk k*kix Flexible dining, many Young people,

Cruise Line choice for food, (4.6/5) onboard couples, active
(NCL) clothing, and entertainment options  travelers, solo
activities travelers

("Freestyle

Cruising")
Celebrity Luxury services, % %% High-class Luxury
Cruises high standard (4.7/5) restaurants, spas, travelers,

personalized services = couples
without

children

Source: Author's table based on Cruisecritic.com — Choice Award Category

This table shows how different companies meet the needs of different
types of  tourists, with  customer  satisfaction varying depending on

the amenities offered and the onboard experience.

As already noted, the growth and strong competition in the cruise industry
make cruise vacations more accessible, with important implications and consequences from a
demographic perspective, reflected in a series of changes in the composition, behavior, and

mood of younger and increasingly active customers.

The demographic characteristics of the cruise market are changing with the new
requirements
of rapidly developing global and social networks. In recent years, the average
age of passengers choosing a cruise trip has fallen among tourists from
North  America, Europe, and  developing  Asian  countries  who are

interested in spending their income on luxury vacations.

Traditionally, the market was an elite class, consisting mainly of elderly
and retired people with stable incomes, but it is also becoming a luxurious
option for travel and vacation for honeymooners. By offering budget vacations, more and
more people are interested in such offers. This 1is optimistic because it

will help the cruise industry maintain increasing occupancy and future profitability.
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In various periodic analyses, analyses of potential consumers' attitudes towards a cruise
product are presented, based on which we can identify
certain trends. These trends are to be incorporated into a model—a catalog—for offering
innovative and in-demand cruise products to consumers. In this regard, this paper presents

analyses based on statistical data from international associations.

In retrospect, we can extract the following data according to statistics
provided by the Cruise Lines International Association (CLIA) in 2004, and based on a
survey conducted in the United States and the United Kingdom, 97% of
cruise passengers are 25 years or older, with annual incomes over $40,000
+, in a segment representing approximately 44% of the total American population. And in
accordance with the same survey, the demographic profile of the average cruise passenger
corresponds to a 55-year-old educated individual with a university degree, married, employed,

and with an annual income over $75,000 USD.
In 2008, CLIA provided the following profile of the average cruise passenger:
e Predominantly white / Caucasian (93%) individuals.
e Around 46 years old (down from 49 in 2006).

o Well-educated, with 65% having completed college and 24% having completed higher

education.
o 83% are female.
e 58% work full-time.
e Average household income is around $90,000 USD.

e They travel on a cruise every three years among the other three types of annual

vacations.

According to statistics published by CLIA, about 15% of the total American
population has ever traveled on a cruise, and 7% to 8% have done so in the last three years.
This means that 85% of American citizens have never taken a cruise,
which represents remarkable upward potential for this sector. No similar

study has been conducted for our country.
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In  marketing related to cruise consumers, tourism  managers  must
consider the influence of wvarious information channels regarding the choice of a
cruise trip. There are several sources with variable influence

on tourists when considering a cruise:

e  Word-of-mouth (45%);

e Platforms like TripAdvisor;

e Social networks like Facebook, Instagram, Pinterest, YouTube;
e Spouse's desire (38%);

e Websites promoting a given destination (38%);

e A long-considered idea for a cruise trip (37%).

The decision-making process for purchasing a tourism product or service
is an intellectual psychological process that depends on needs and the formed
attitude of the consumer as a result of their personality type, environmental factors, and
marketing  incentives. The buyer goes through this process daily and
repeatedly,  accumulating  experience and forming a  specific style of
consumer behavior. Experience, in turn, reflects the relationship between the
individual and the organization, brand, and product. The formed and continuously
changing attitude and consumption style are the basis for forming and changing

the organization's marketing strategy.

How  potential buyers and  consumers  will  perceive and  process
incentives depends on a number of personal and social factors. First and foremost, this is
personal  (individual)  motivation. =~ The  consumer's  personality = summarizes
the internal factors of consumption behavior. These are the individual
differences of buyers and the psychological processes that occur during
purchase decision-making. At the core of individuality in purchase are the demographic
characteristics of the consumer, their values and knowledge, their lifestyle and
consumption, as well as their self-perception. Unsatisfied needs are the driving
motivation for the consumer, which triggers the process of information
processing — perceptions, learning, and belief formation. In
every consumption situation, influenced by these 4 groups of factors, the individual

forms a certain attitude towards the organization, brand, and/or product. As a result, as a result
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of the formed attitude, the need is shaped as a specific requirement and

desire on the part of the consumer, which prompts them to make a purchase decision.

At the heart of the motivation for any purchase lies hope, which is a
physiological and psychological state inherent to humans. Need is usually
defined as an innate feeling of deficiency or excess. It is a state of dissonance and
the basic motivating force for a specific action. When a need takes a specific
form in accordance with the cultural level and personality of the individual, it becomes a
want — a state of perceived lack of satisfaction, perceived necessity, and the driving force for

consumer consumption.

Needs arise and exist objectively and independently, and marketing is not
meant to create them. It is inherent for marketing, based on studying needs and
researching  consumer desires, to influence the way, time, and place
of manifestation of needs and preferences for their satisfaction. The task of
marketing is to influence the form and way of manifestation of needs. Already at
the beginning of the 20th century, Professor Kurt Lewin explained the strength of motivation
by the degree of saturation when satisfying needs. In sales, buyer motivation is
related to the level of «claims and associated tensions. The level of
claims is manifested in the requirements of the end buyer towards the

product/brand.**

In  summary, it can be said that an analysis of the characteristics
of cruise tourists was performed. Demographic characteristics, motivations for
travel, preferences for destinations and types of cruises, as well as factors influencing
their choice were examined. It was emphasized that the profile of the cruise consumer is
dynamic and evolving, with growing interest from younger
and more active tourists, as well as increased demand for personalized and sustainable
experiences. Data from international associations such as
CLIA were also analyzed and compared, outlining current trends in consumer behavior,
including the increasing number of first-time travelers and interest in expeditionary
and  thematic  trips. The  initial  task  of  the  dissertation —  to

define and highlight the profiles of cruise product consumers, determining the corresponding

11 Swarbrooke, J. & Horner, S., 2007, Consumer Behaviour in Tourism, Routledge
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trends in  consumption,  was  fulfilled and  supported  with  examples.
It is important to emphasize the trends of change in the profile of the cruise consumer
from 2019 to 2024, so that tour operators can be aware of them,
recognize them, and implement them in their product offering. This way,
they choose their product profile from the perspective of their vision for

the company's development.

Having  clarified the essence, classification, and consumer profile in
cruise tourism, in the next chapter the author focuses on the offering
by tour operators. Their activities, policies, and classification will be examined, and an analysis
will be made of how they position cruise products in the market, and the structure and

components of package cruise products they offer to Bulgarian consumers will be detailed.

In the first chapter of this paper, a thorough review of cruise
tourism was conducted, starting with the clarification of its essence and main characteristics.
It was established that cruise tourism represents a unique form of travel that
combines transport, accommodation, food, and entertainment in an integrated product.
Key advantages were highlighted such as the quality-price ratio, the convenience of unpacking
only once, the variety of destinations and activities,
as well as opportunities for family recreation, educational and adventurous
experiences. The historical evolution of the cruise industry was also traced,
from its initial steps as a means of transport to its transformation into a
popular  vacation  choice, characterized by innovation and adaptation to

changing consumer needs.

SECOND CHAPTER
PRODUCT OFFERING OF TOUR OPERATORS
The second chapter focuses on the product offering of tour operators,
analyzing their activities, policy, classification, economic contribution, and
product positioning, as well as the structure and components of package -cruise
products.

2.1. ACTIVITIES, POLICY AND CLASSIFICATION OF TOUR OPERATORS AND
TOURIST AGENCIES

In the tourism industry, two main types of organizations play an intermediary role:

travel agencies and tour operators. The role of new types of companies
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involved in reservation services is also growing. A travel agency is a private retail
dealer or public service that provides tourism-related services to the public and citizens on
behalf of service providers such as airlines, car rental companies, cruise companies, hotels,
railway  lines. In  addition to  serving regular  tourists, most travel
agencies have a separate department dealing with business travelers, and
some travel agencies specialize only in commercial and business travel. There are also
travel agencies that act as general sales agents for
foreign tourism companies, which allows them to have offices in countries other

than their own, or where their headquarters are located. *2

The main function of a travel agency is to act as a sales agent for
tourism products and services on Dbehalf of the supplier. Therefore, unlike
other retail outlets, they do not maintain inventory. A package holiday or
ticket is not purchased from the supplier unless the subscriber explicitly requests the purchase.
The holiday or ticket is sold to them at a discount. The profit is therefore the
difference between the price advertised by the travel agency, which the customer pays, and

the discounted price that will be provided to the agent.

In many countries, all individuals or companies selling tickets are
required to be licensed as travel agents. In some countries, airlines
have stopped paying commission to travel agencies. That 1is why travel
agencies are forced to collect a percentage as a premium or a standard fixed fee
for each sale. However, some companies still give a percentage, specified for
the sale of their product. Large tour operator companies can afford to
do this because if they sell thousands of trips at a lower price, it is still
much better for them than if they themselves sell a hundred trips at a higher rate. This process
benefits both parties. It is also cheaper to offer commissions to travel agents than to engage in

expensive advertising campaigns.

A travel agent should offer impartial advice to the client.
However, this function has almost disappeared with the mass market for package holidays
and some chain agencies are developing the concept of "holiday supermarkets" in which

clients choose their holiday from brochures and then can order it from the agent.

12 Buyhalis, D., & Costa, C., 2006, Tourism Business Frontiers: Consumers, Products and Industry, Routledge
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This is also where car rentals, cruises, hotels, train tickets, excursions, etc. are offered. A fixed
percentage of the basic element of the price is paid to the agent as commission. Commissions,
however, are not paid on the tax component of the price. However, with regard to air transport,
commissions are becoming a thing of the past. In the US, after 1995, most airlines do not pay
any commission to such agencies at all. In this case, the agency usually adds a service fee to

the net price. In 1999, European airlines began eliminating or reducing commissions. 3

In Europe, there is the European Tour Operators Association (ETOA), and in
Bulgaria - the Association of Bulgarian Tour Operators and Travel Agents (ABTTA).
The latter is a non-profit association whose members are travel agencies
selling air transport and accredited by the International Air Transport
Association (IATA) and tourism companies registered according to
Bulgarian tourism legislation. The Association was registered in 1996 as the
Association of IATA Agents in Bulgaria (SIAB), when at a general meeting it was
renamed to the Association of Bulgarian Tour Operators and Travel Agents - ABTTA.
Since 2004, it has been a member of the European Committee of Associations of Tour Operators
and Travel Agencies - ECTAA, which is the most authoritative professional structure
in tourism in the European Union. ECTAA includes 30 associations from all European
countries (one per country) and the organization represents the interests of more than
80,000 tour operators and travel agencies in Europe. Through its membership in
the European Committee, ABTTA has full access to the organization's information database,
to all issues discussed by the EU, to all issues that the European Committee discusses within
ECTAA regarding the development of strategy and current

problems in tourism in the countries of the European Union. 4

In recent years, a fragmentation of professional representation has been observed in the
tour operator and travel agency sector in Bulgaria. In addition to established
and larger associations, smaller, specialized, or newly formed
associations are emerging and operating, aiming to address specific interests or

represent narrower segments of the market. These new organizations contribute

13 Borenstein, S., 2008, How Airline Markets Work...Or Do They? Regulatory Reform in the Airline Industry,
University of Chicago Press.
14 Tlomes, H., 2013, MapkeTunr B Typusma, YHCC
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to the diversification of the industry structure and strengthen dialogue among

various participants in the tourism ecosystem. Examples of such associations are:

Bulgarian Association of Travel Agents (BATA) — the association is
created with the aim of protecting the interests of travel agents specifically,
focusing on the challenges and opportunities faced by this sub-segment
of the industry. Its activity is often directed towards
issues concerning sales regulations, commission policies, and

relations with tour operators and end suppliers.

Association of Tour Operators and Travel Agents "Future for Tourism" (OBT)
— the association represents an attempt to unite
the efforts of tour operators and agents, with an emphasis on future development
strategies, innovations, and overcoming common challenges, such as those arising from

crisis situations (e.g., pandemics) or changing market conditions.

The emergence of new associations is an indicator of:

Dynamics in the industry — reflects the desire of various groups of participants to

consolidate their interests and influence policy formation.

Specific needs — smaller associations are often formed in response to
unsatisfied needs or lack of adequate representation in

larger structures.

Impact on legislation and industry practices - these
associations actively participate in dialogue with state institutions, submitting proposals
for regulatory changes and contributing to the development of

industry standards.

BB3IleﬁCTBHe BbBPXY 3aKOHOAATEJICTBOTO H 6paH]JIOBI/ITe NPaKTUKH — TE3U
aconyvanMy AaKTHBHO Yy4dacTBaT B AWajlora € ABPXKABHUTEC HWHCTHTYLIUH, BHACSIHUKH
NpeaAIOKCHNUA 3a HOPMAaTUBHU IIPOMCHU H JIOHpHHaCHfIKH 3a Pas3sBUTHUCTO Ha

HHAYCTPUAIIHUTE CTAHAAPTH.

Communication network — serves as platforms for information exchange,

best practices, and coordination of actions among their members.
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The study of the activities and goals of these smaller associations is essential for
a full understanding of the institutional framework and dynamics of representation

in the Bulgarian tourism sector.

According to the Tourism Act of the Republic of Bulgaria, travel agencies
and tour operators have specific roles and obligations in the tourism industry, and

there are important differences between them. Here are the main definitions and obligations:

A travel agency acts as an intermediary between tour operators and
consumers. It sells or offers on the market tourist packages and services
organized by tour operators, but does not directly participate in organizing these packages.
The main role of the agency is to offer and sell ready-made products of

tour operators.
The obligations of travel agencies include:
o To offer tourist packages and services created by tour operators.

e To provide correct information to consumers about the terms and

content of tourist services.

e To work with registered tour operators and comply with national regulations

for the sale of tourist services.

A tour operator organizes and creates tourist packages that include
a combination of at least two different tourist services (e.g., transport,
accommodation, excursion services), combined into a single service for travel purposes.
The tour operator is responsible for the overall execution of these packages and ensures

coordination among the various service providers.
The obligations of tour operators include:

e Organization of tourist packages — the tour operator creates and combines

various services (transport, accommodation, excursions, etc.) into packages.

e Providing complete and accurate information to clients regarding the terms and

content of the package.

e Guaranteeing the quality of services included in the package and ensuring

consumer rights in case of changes or cancellation of packages.
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e The tour operator must be registered in the National Tourism Register
and have "tour operator's liability" insurance to protect

clients in case of insolvency.

Several key differences between the two organizations can be concluded, and these are
in their main activity — the tour operator organizes and creates tourist packages,
while the travel agency sells and offers them to clients; responsibility — the
tour operator is responsible for the overall execution of the tourist package,
while the travel agency is an intermediary and is not responsible for organizing
the package; registration — both organizations must be registered in the
National Tourism Register, but there are specific requirements for tour operators

regarding insurance and liability to clients.™

Travel agencies in Bulgaria play a key role in the development of tourism,
offering a variety of services and travel products. Their activities and policies
are shaped in response to the dynamic challenges and opportunities in
the  tourism  sector.  Travel agencies in the country act as key
intermediaries between tourists and various service providers —
transport companies, hotels, tour operators, insurers, and others. Their activities
cover a wide range of services, including organizing and selling packages,
individual and group trips, reservations, visa services, and insurance. In the
last decade, a pronounced trend towards digitalization, orientation towards personalized

services, and increased online presence has been observed.

Cruise tourism is one of the most dynamic segments in the modern tourism industry,
and tour operators play a key role in creating and offering diverse cruise products. In the context
of cruise tourism, there are different types of tour operators specializing in unique aspects of

this type of travel.

e Global Cruise Tour Operators occupy a central place in the industry. They
cover a large part of the market and offer diverse cruise products
worldwide. These tour operators often partner with major cruise lines and have

specialized teams for creating attractive and innovative  packages.

15 3axon 3a TypusMa,
2013, https://www.tourism.government.bg/sites/tourism.government.bg/files/documents/2018-
12/zakon_za_turizma_16_10.pdf
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Global tour operators combine different destinations, cultures, and experiences,
offering clients the opportunity to experience many adventures within
a single cruise trip. These are large, internationally recognized
cruise companies with itineraries worldwide and a broad customer base, such as
Royal Caribbean International, which operates globally with  ships
traveling in the Caribbean, Mediterranean, Alaska, Asia, and other regions. It offers
diverse cruises and strives to satisfy different types of clients. Another
example of a global cruise tour operator is the Italian company MSC Cruises,
whose headquarters are in Switzerland and operates worldwide, but is particularly

strong in Europe and South America.

Specialized  Cruise @ Tour  Operators focus on  specific  aspects
of cruise tourism. They can specialize in destinations, types of ships,
themed cruises (such as culinary, adventure, cultural), or even in
specific themes like luxury cruises, family trips, and others. These
tour operators provide deep specialized experience, responding to
specific desires and interests of clients. They focus on specific
themes, target groups, or types of experiences (luxury, family trips, wellness
recharge, cultural enrichment, etc.), such as Viking Cruises, which
specialize in cultural river and ocean cruises for adults only, as they
emphasize enrichment and exploration of destinations. Another example is
Disney Cruise Line, which is geared towards families with children, as it offers

products with distinctive Disney themes, animations, and programs for children.

Online Cruise Tour Operators are a result of modern trends in tourism
and wuse the internet to provide cruise offerings. They often
offer = web-based  platforms  where  tourists can  compare  prices,
read reviews, and make reservations for cruise trips. This type of tour operator
emphasizes the convenience of online reservations and direct access for consumers to
information about cruises. Examples include CruiseDirect,
which is a large online travel site that allows comparison and booking
of cruises from different companies at competitive prices. Another example could be
Vacation To Go, which offers discounted cruises through an online interface and

specializes in last-minute offers.
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Local Cruise Tour Operators focus on  specific regions or
destinations. They have deep knowledge of the particular locality and can
offer unique and authentic cruise experiences. These tour operators
often work closely with local cruise lines and local
service providers, thus providing unique and personalized
experiences for tourists. They are typically smaller companies, focused
on a specific region or country, offering short or one-day cruises.
Examples include Captain Cook Cruises (Australia and Fiji), which operate
in Sydney, on the Murray River, and around the Fiji Islands, offering local and
scenic experiences. Another example is Cruisieres AML
(Canada), which is a regional cruise company with river ships, suitable for

whale watching in Quebec and on the St. Lawrence River.

Expedition @ Cruise @ Tour  Operators  specialize in  cruises  that
focus on remote and natural destinations. They provide tourists
with the opportunity to explore unique places such as the Antarctic
continent, the Galapagos Islands, or the Amazon rainforests. These tour operators
are often characterized by expert guides and small ships that can
reach  hard-to-access areas. Examples of such cruise operators are
Hurtigruten Expedition, specializing in polar and adventure cruises with a focus
on sustainability and scientific enrichment, and Quark Expeditions, which organize
trips to the Arctic and Antarctic with expert guides and landings with small boats

(Zodiac).®

This classification of types of cruise tour operators with examples can be summarized

in the following table:

Table 4. Classification of types of cruise tour operators with examples

Category of Description

Tour Operator

16 Cooper, C., Fletcher, I., Fyall, A., Gilbert, D., & Wanhill, S., 2008, Tourism: Principles and Practice, Pearson
Education
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(€01 FIE O TEIN N1T@  Large international companies Royal Caribbean, MSC
Operator with global coverage and diverse  Cruises, Costa Cruises,

itineraries. Norwegian Cruise Line

SO ENVZL RO RTINS Focus on specific interests or Viking Cruises (cultural, for
Operator target groups (luxury, culture, seniors), Disney Cruise

families, adults, seniors). Line (for families)

)@@l Online platforms and agencies Crusit.bg, CruiseDirect,
that offer cruises from multiple Vacations To Go

operators through websites.

Local Cruise Tour Small or regional companies Dunav  Tours  (Ruse),
Operator offering cruises in a specific Captain Cook Cruises

geographical region. (Australia and Fiji)

IR NERTTEM TS Oriented towards adventure and Hurtigruten, Quark
Operator scientific cruises in remote or Expeditions, Aurora
polar regions. Expeditions, offered

through Bulgarian agencies

Source: Author's systematization

In  summary, the diversity of tour operators in the context of cruise

tourism  provides  tourists with a wide choice of opportunities.  Global,

specialized,  online, local,  and  expeditionary  tour  operators play a
critical role in providing various cruise experiences, creating
journeys  that  match  different  styles, interests, and  preferences  of

customers. This rich spectrum of possibilities makes cruise tourism accessible and

attractive to a wide range of tourists worldwide.

This  section  examined the key role of travel agencies and
tour operators as intermediaries in the tourism industry. Travel agencies agencies act primarily
as retailers, offering and selling tourism products and services on behalf of suppliers, while
tour operators create and organize package tours by combining various services.
The evolution of these entities is highlighted, especially with the advent of online
technologies, leading to changes in business models, distribution channels, and

requirements for digital presence and personalization. The main
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legal frameworks and obligations regulating their activities were also discussed, as well as the
different types of tour operators (global, specialized, online, local, expeditionary), each

with its specific strategies and market niches.

The  general  principles of  functioning and  categorization of
tour  operators and  travel  agencies  provide the  necessary  theoretical
basis. For the purposes of this study, however, it is crucial to move on to an analysis
of the specific manifestations of these activities in the Bulgarian market, especially in
the context of cruise tourism. Therefore, the author will investigate how Bulgarian
tour  operators  contribute to  the national economy by offering  cruise
trips and what their role is in positioning Bulgaria in this dynamic

sector.

2.1.1. ECONOMIC CONTRIBUTION AND ROLE OF BULGARIAN TOUR
OPERATORS IN THE DEVELOPMENT OF CRUISE TOURISM

Having discussed the general aspects of the activity, policy, and
classification of tour operators, it 1is important to analyze their specific
economic contribution, especially in the context of the growing cruise sector in Bulgaria.
Bulgarian  tour operators not only facilitate access to cruise travel for
Bulgarian citizens but also generate significant economic benefits for the national
economy, while possessing the potential to promote Bulgaria as a destination in a broader

tourism context.

The direct economic effects of the activities of tour operators specializing
in the cruise sector are tangible and contribute directly to economic activity in

the country. These effects are manifested in several main directions'’:

<> Generation of income and profits as the main direct economic contribution

comes from the turnover from the sale of cruise packages and related
additional services (e.g., insurance, transfers, shore excursions,
organized by the tour operator). Tour operators, as commercial companies,
generate  profit  from  their  activityy, which is  fundamental for their

sustainability, ability to reinvest in the development of new products,

17 HCH, 2023, Tourism Satellite Accounts, https://nsi.bg/en/content/2000/tourism-satellite-accounts
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marketing, and improvement of service quality. This profit is an indicator

of the vitality of the sector and its growth potential.

<> Tax revenues, which through the activity of registered tour operators in Bulgaria
generate significant tax revenues for the state budget. These
include corporate income tax, value-added tax (VAT)

on  commissions and margins from the sale of tourist  packages,
as well as social security contributions for hired personnel. These fiscal revenues
represent a direct contribution to public finances and support
the financing of public services and infrastructure.

<> Employment in the cruise segment of tour operator activity creates and maintains
jobs.  This includes positions such as product managers, sales and
marketing  specialists, accountants, administrative staff, and, in the case
of group travel, guides and  representatives. @ Job  creation has a
positive socio-economic effect, contributing to reducing

unemployment and increasing household incomes.

Beyond the direct effects, the activity of tour operators in the cruise sector also generates
significant  indirect = and  induced economic  effects, @ which  spread to
other sectors of the economy. Although the main focus of Bulgarian tour operators is
outbound cruise tourism, the potential for developing inbound cruise flows
(especially along the Danube River) or offering pre- and post-cruise packages in
Bulgaria can generate significant revenues for local communities. The spending of
foreign tourists on accommodation, food, transport, souvenirs, and visiting
attractions in Bulgarian cities and resorts represents a direct inflow of funds into

the local economy.

Tour operators organizing cruise packages actively interact with a number of
other economic sectors. This includes airlines (for flights to initial ports), insurance companies
(for travel insurance), hospitality (for pre- and post-cruise stays), transport companies (for
transfers), and other service providers. Thus, the demand generated by cruise tourism

supports the development of these related industries.®

18 HCH, 2023, Pa3xonu 3a KpailHO NOTPEOIEHHE HA TYPUCTH, PE3UIEHTH B CTPAHATA, 10 POLYKTH U KaTErOpust
Typuctu npe3 2022 roguHa
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Although the main activity of most Bulgarian tour operators in the cruise
sector is focused on outbound travel, they can also play an indirect but important
role in  promoting Bulgaria as a  tourist  destination, including @ its

potential for cruise tourism.

Through their marketing materials, websites, and participation in tourism
exhibitions, tour operators can include information about Bulgaria as an attractive
destination  that can be combined with  cruise trips (e.g.,  Danube
cruises with a starting or ending point in Bulgarian ports, or Black Sea cruises,

albeit more limited).

There is also potential for creating innovative tourism
packages that combine an international cruise experience with pre- or post-cruise
tours in Bulgaria. This would allow foreign tourists arriving for a cruise from
neighboring countries to extend their stay and explore Bulgarian cultural

and historical heritage and natural landmarks.

The successful activity of Bulgarian tour operators in the international
tourism market, even predominantly in the outbound segment, contributes to building
a positive image of our country as an active participant in the global tourism
industry. This can indirectly stimulate interest in Bulgaria as a destination

for various forms of tourism.

The development of cruise tourism offered by Bulgarian tour operators

1s accompanied by significant opportunities and certain limitations:

*

¢ Opportunities:

e Increasing consumer demand — there is a steady growth in the interest of
Bulgarian tourists in cruise travel, driven by the desire for new experiences, the
convenience of this type of wvacation, and increasingly affordable

price offers.

o Development of river cruise tourism — the Danube River offers significant potential
for the development of river cruises, which can be successfully integrated into
the portfolio of Bulgarian tour operators, both for outbound and inbound

tourism.
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Niche and thematic cruises — there is an opportunity to develop and
offer specialized cruise products, aimed at specific
interests  (culinary, wine, adventure, educational), which would attract

specific market segments.

Partnerships and cooperation — establishing stable partnerships  with
international ~ cruise lines and other suppliers can provide better

conditions and a wider selection of products for Bulgarian consumers.
Limitations:

Geographical location and accessibility — our country has limited direct access to
the main world ocean cruise routes, which requires additional

costs and logistics for transport to initial ports.

Infrastructural  challenges — the condition and capacity of Bulgarian
Black Sea  ports for servicing large cruise ships are  still
a limiting factor for the development of inbound sea cruise tourism.
Ports along the Danube River also need modernization and improvement of

their infrastructure.

Seasonality — a large part of popular cruise destinations are highly seasonal,
which can limit opportunities for year-round offerings of

certain itineraries.

Competition and market saturation — the entry of new players and intense
competition both  from other Bulgarian tour operators and from
direct sales of cruise companies requires continuous efforts  for

differentiation and innovation.

Need for active state support — for the full development of
Bulgaria as a cruise destination (especially for inbound tourism), a more
active and coordinated state policy is needed, including investments in

infrastructure, marketing, and creating a favorable business environment.

42



Graph 1. Opportunities and limitations for the development of cruise tourism, offered

by Bulgarian tour operators
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Source: Author's work

Bulgarian tour operators, operating in the field of cruise tourism, play a
significant role in the economy by generating income, taxes, and employment. Although
their main focus is outbound tourism, they have the potential to contribute to
the promotion of Bulgaria as a destination, especially through the development of river
cruises and combined tourism products. The growing consumer demand
provides favorable opportunities for growth, but for its full realization, it is
necessary to overcome existing infrastructural and geographical limitations, as well as adapting
to the dynamic market environment through innovation and

strategic positioning.

Having  thoroughly examined the economic aspects and the role of

tour operators, as well as the opportunities and limitations facing them, in the next
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section the author will delve into the strategies they apply to differentiate
their cruise offerings in the market. An analysis will be made of how a unique
product image is built, how specific consumer segments are targeted, and how the
value of the offered cruise packages is communicated, in order to achieve

competitive advantage and sustainable market success.

2.2. PRODUCT POSITIONING OF TOUR OPERATORS

Product positioning in tourism refers to the strategic process of
creating a unique image and identity of a tourism product in the minds of
consumers, highlighting competitive advantages and satisfying
specific needs. It includes differentiation through pricing models, target segments, and
communication messages to achieve clear differentiation from competitors. In
cruise tourism, positioning is often based on emotional appeals (e.g.,
adventure, luxury) and functional characteristics (e.g., itineraries, onboard services).
The perception of quality also plays an important role, which is formed through reputation,
advertising, and direct customer experiences. Effective positioning requires
consistency in all marketing activities to establish the desired

product identity.°

Cruise tourism 1is an important sector in the global tourism industry,
contributing over $150 billion to the global economy in 2023 and generating more
than 1.2 million jobs. The industry stimulates the economies of port
cities and tourist destinations through direct spending on food, transport, and entertainment,
with the average cruise tourist spending between $100 and $400 per day in local economies.
Cruise companies are a key driver of infrastructure development, as they
invest in modern ports and logistics facilities, especially in the Caribbean
and Mediterranean regions. Despite the impacts of the COVID-19 pandemic, the sector is
recovering rapidly, with forecasts of over 35 million passengers annually by 2027. Furthermore,
cruise tourism promotes cultural exchange and sustainable practices, as more and more

companies integrate ecological technologies to reduce their carbon footprint.?

19 Kotler & Keller, 2021, Marketing Management", 16th Edition, Pearson

20 UNWTO, 2023 (United Nations World Tourism Organization), Sustainable Cruise Tourism Development
Guidelines
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According to Philip Kotler, successful positioning requires identifying
key attributes that differentiate a product from its competitors and effectively
communicating them to consumers. In tourism, this may include emphasizing

exclusivity, price, convenience, cultural experience, or sustainability.

The main principles of marketing positioning include
differentiation, target segmentation, and clear communication. Differentiation can be
achieved through physical attributes (e.g., luxury hotels, wunique excursions),
emotional benefits (relaxation, adventure), or functional advantages (all-inclusive
services, flexible conditions). It is important that positioning is tailored to
the preferences of the specific target group — for example, young travelers may
seek innovation and social opportunities, while older clients value comfort
and security. Other authors emphasize that positioning is a "battle for the mind" of
the consumer, requiring consistency in all marketing messages — from

advertisements to customer experiences.?!

Cruise services represent a complex tourism product that
is distinguished by a series of unique characteristics compared to traditional forms of
tourism. Firstly, they offer combined value, including transport,
accommodation, food, entertainment, and excursions within a single trip.
This makes cruises an "all-in-one" solution, saving clients the need to
independently plan separate services. However, this complexity also creates
challenges for tour operators, as the quality of each component (from

cabins to cuisine) directly affects the overall experience.

A second key characteristic is the high degree of intangibility of the service. In
contrast to traditional hotels, clients cannot "try" the product before
purchase, which necessitates a strong reliance on the image and reputation of the cruise
company. Research shows that over 60% of purchasing decisions are based on
recommendations and online reviews, which emphasizes the importance of managing
customer experiences. Furthermore, due to the extended nature of the service
(usually 7-14 days), any negative experience can have serious consequences

for the brand.

2l Ries, A., & Trout, J., 2021, Positioning: The Battle for Your Mind, McGraw Hill LLC

45



A third distinguishing feature is the extreme seasonality of demand. Unlike
the hospitality industry, which can rely on business travelers throughout the year, cruise
tourism is highly dependent on climatic conditions and holiday periods. For example,
the Caribbean region receives over 50% of global cruise passengers during the winter
months. This necessitates specific strategies to balance demand through promotions

and themed cruises outside of the main season.

The fourth aspect concerns complex pricing policies. Cruise companies
use dynamic pricing with a  multi-tiered system of included and
additional services. According to Sun's research, over 70% of cruise company
revenue comes from additional onboard expenses (alcohol, shore excursions, spa
treatments), which requires careful balancing between the base package and upsell

opportunities.??

This section examined the Sstrategic process of  product
positioning applied by tour operators in the context of cruise tourism.
It was  established that  successful  positioning  requires  identifying  key
attributes  that differentiate the cruise product from those of competitors and
effectively communicating them to target consumer segments.
The main principles of marketing positioning were analyzed, including
differentiation  (through  innovative facilities, unique itineraries, quality  of
service, ecological  practices), target segmentation (targeting different
age groups, families, clients seeking luxury, young people), and clear communication
of value. Examples of strategies of leading cruise operators were discussed,
illustrating how they build their image and attract clients by emphasizing

exclusivity, price, convenience, cultural experience, and sustainability.

Having clarified how tour operators strategically position
their  cruise  offerings to attract and retain  clients, it is  essential
to examine in detail the products themselves that they construct and
offer. Understanding the structure and components of tour operators' package cruise
products will allow the author to analyze how the various

elements — from the basic cruise trip to additional services such as transport,

2 Sun, X. et al., 2019, Revenue Management in Cruise Lines". Tourism Management, Routledge
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pre/post-cruise  accommodation, and shore excursions — combine to form
the overall tourist experience offered in the Bulgarian market. This analysis
will ~ reveal both the main and additional components that  determine

the scope and value of a package cruise product.

2.3.  STRUCTURE AND COMPONENTS OF PACKAGE CRUISE PRODUCTS OF
TOUR OPERATORS

As already demonstrated, cruise tourism represents one of the most dynamically
developing sectors in the global tourism industry.
Characterized by a unique combination of transport, accommodation, food,
entertainment, and travel to numerous destinations within a single journey,
cruising attracts an ever-widening range of consumers. The concept of a "floating hotel" or
"floating resort" offers convenience and variety that 1is difficult to achieve

with other forms of organized tourism.

Against this background, the role of tour operators (TOs) is crucial for forming and
offering accessible and attractive cruise products on the market. Tour operators
act as intermediaries between cruise companies and end consumers, but
their  function extends far beyond merely reselling cruise trips. They
develop  complex  package  products that  integrate @ the  main  cruise
component with additional services, aiming to provide a complete and seamless

tourist experience.?

In the context of the Bulgarian market, cruise trips are gaining popularity,
although they still represent more of a niche segment compared to traditional
holidays or excursions. Bulgarian tour operators play an important role in
popularizing this type of tourism and adapting global cruise products to the needs and specifics
of the local consumer. They offer package cruise products that facilitate access to world cruise

destinations, overcoming logistical and language barriers.

The current study aims to analyze in depth the structure and
main  components of  package cruise products offered by  Bulgarian
tour operators. Both the main and additional elements that form the final product,
as well as the specific added value that Bulgarian TOs provide, will be examined.

The analysis will be based on  theoretical statements in  tourism,

2 Emilova, 1., 2017, Tour Operator and Travel Agency Activity, NBU
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as well as observations of the practices and offers of leading companies in the Bulgarian
market. Understanding the structure and components of these products is of essential
importance for professionals in the industry, as well as for consumers who seek

information about this type of travel.

Before examining the structure of the package product offered by
tour operators, it is necessary to define the essence of the main element — the cruise itself.
A cruise trip can be defined as a sea or river journey with
a recreational or cognitive purpose, carried out on board a specialized
passenger ship that provides passengers with accommodation, food, entertainment, and

transport between various ports according to a pre-defined itinerary.?*
The main characteristics of a cruise product are:

< "Floating Resort" — modern cruise ships offer infrastructure and
services comparable to those of luxury land resorts. This includes a
variety of cabins (from interior to  balcony suites), numerous
restaurants  (main, buffet, specialized), bars, swimming pools, spas,
fitness centers, theaters, cinemas, casinos, shops, children's clubs, etc. This concept
allows passengers to enjoy comfort and a variety of

activities while traveling between destinations.

< Itinerary — a key element of the cruise product. It defines the ports of
call, the  duration of stay at each, and the sea  days.
Itineraries vary significantly in duration (from short 3-4 day trips to round-the-world
voyages), geographical region (Mediterranean, Caribbean, Alaska, Northern Europe,
Asia, Southern America, river cruises on the Danube, Rhine, Nile, etc.) and theme

(adventure, cultural, relaxing).

< Accommodation — cabins are the primary place of accommodation on board. They
vary in  size, layout  (interior,  with  window,  with  balcony,
suites/apartments), furnishings, and included services. The choice of cabin is one of

the main factors determining the price of the cruise.

2 Dowling, R. K. (Ed.), 2006, Cruise Ship Tourism, CABI
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< Catering — the standard cruise package wusually includes full board -
breakfast, lunch, and dinner, served in the main restaurants or buffet. Many
ships also offer additional options such as specialized restaurants (with
extra charge), pizzerias, cafes, room service (sometimes with delivery fee).
Drinks are often subject to separate packages or are paid for additionally, with

the exception of water, tea, coffee from dispensers.

< Onboard entertainment and activities — cruise companies invest significantly in
providing a  diverse entertainment ~ program. This can  include
evening shows (musicals, acrobatics, comedy), live music, discos,
themed parties, sports activities (basketball, mini-golf, climbing walls,
surf  simulators), educational lectures, culinary demonstrations, dance

lessons, casinos, etc.

< Shore excursions — these are organized tours and activities in the visited
ports. They are not part of the basic cruise package and are usually paid
additionally. Passengers can choose from excursions organized by the

cruise company, or organize their own stay ashore.

Understanding these basic characteristics of a cruise is fundamental, as they
form the core of the product that tour operators subsequently package and

enrich with additional services.

Tour operators play a critical role in the cruise industry, especially in markets
like Bulgaria, where direct sales by major international
cruise  lines may be less developed or  consumers may  prefer
comprehensive service in their native language. The functions of TOs in forming

package cruise products include:

Intermediation and negotiation: Tour operators conclude agreements with one or
more cruise companies. These agreements provide them with access to inventory (cabins),
often at preferential prices or with specific commissions. TOs can also negotiate
group allotments for specific dates or itineraries, allowing them

to offer the product at more attractive prices or with additional bonuses for the group.
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Product development (Packaging): This is the main function. The tour operator
does not simply resell the cruise, but integrates it into a broader tourist package. They add

components that are necessary or desired by the target market, including:

v Transport to/from the initial/final port: Most often these are plane
tickets, especially for cruises starting from more distant destinations (e.g., Caribbean,
Northern Europe). For the Bulgarian market, this usually means flights from Sofia,
and sometimes from Varna or Burgas. Both regular and

charter flights can be used.

v’ Transfers: Organizing transport between the airport, hotel (if a stay is

planned) and the port.

v Pre/post-cruise accommodation: Offering hotel accommodation in the city of
departure or arrival, allowing tourists to adapt to the
time difference, explore the city, or simply avoid the stress of traveling on

the same day.

v Insurance: Including or offering mandatory or recommended

medical insurance and "trip cancellation" insurance.

v Visa  support:  Assistance  with  visa  issuance if necessary  for

visited countries.

v Tour operator's guide/representative: For group tours, a Bulgarian-speaking
representative is often provided, who accompanies the group throughout the entire
trip (including flights, transfers, accommodation on the ship) and provides

assistance on site.

v Organized  shore  excursions in  Bulgarian: Some  TOs  develop
their own shore excursions with a Bulgarian guide, as an alternative to those
offered by the cruise company (which are wusually in English, German,

Spanish, etc.).

Marketing and sales: Tour operators invest in marketing and advertising to
reach potential clients. They wuse various channels — their own offices,
websites, travel agents (retailers), social networks, participation in tourism
exhibitions. They present the complex package product, emphasizing convenience

and added value.
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Pricing: TOs determine the final package price by calculating the costs
for all included components (cruise, flights, transfers, hotels, insurance,
their ~own  commission/profit). Pricing can be complex, influenced by
factors such as seasonality, availability, early bookings, promotions from cruise companies,

and airlines.

Customer  service:  Providing  information and  consultations  before
travel, processing bookings and payments, providing necessary
documents (tickets, vouchers), support during the trip (especially with a

representative available), and processing feedback after the trip. 2*

Risk management: TOs assume a certain financial risk associated with
purchasing airline  tickets or guaranteeing cabin allotments. They also
bear responsibility for the quality of services provided within the package according to

European and national legislation. 2

Through these functions, Bulgarian tour operators make international cruise
products more accessible and easier for Bulgarian tourists to consume, adding

specific services tailored to local needs.

In addition to the purely technical combination of cruise travel with airline
tickets and transfers, Bulgarian tour operators enrich their package offerings
with significant added value. It is often this added value that is the decisive factor in choosing
their product over alternative offers. We will examine in more detail what
these elements of added value are, which build upon standard logistics —
expertise in choice, guarantees of security, convenience of service, and
specific support oriented towards the Bulgarian tourist. The elements of added

value can be summarized as follows:

Table 5. Elements of Added Value

Element of Added Description, Benefits for the Client

Value

Expertise 111l Provision of professional advice when choosing a route, ship, cabin

Consultation type; clarification of cruise travel specifics (tips, packages, dress code);

assistance with orientation, especially for new clients.
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Security 2118 Travel is protected according to Directive (EU) 2015/2302 and the

Protection Tourism Act (e.g., in case of TO insolvency); assumption of

responsibility for the performance of included services in the package.

Ol N da N | H Booking and payment for all main components (cruise, flights,
in One Place" transfers, insurance) through a single provider; communication with a

single entity; receipt of all documents at once.

Language Provision of a Bulgarian-speaking guide/representative (for group
Support tours) for assistance with accommodation, onboard communication,

translation of information, organization of excursions in Bulgarian.

Group Effect Opportunity to travel and communicate with compatriots; shared
experience; sometimes access to better group prices or bonuses

negotiated by the TO.

Streamlined Organization of complex connections between flights, transfers, and
Logistics port, saving client time and effort; management of potential scheduling

problems.

Market Selection of products (itineraries, companies) that are popular and
Adaptation suitable for the Bulgarian market; offering specific services such as

excursions in Bulgarian.
Source: Author's systematization

This table synthesizes the key advantages that clients receive when
choosing a package cruise product from a Bulgarian tour operator, in comparison to

organizing the trip independently.

In this sub-section, the structure of package cruise products offered by
Bulgarian tour operators was analyzed in detail, emphasizing
their  role in creating a complete and accessible tourist  experience.
The main characteristic of the cruise product, as a "floating resort” with included
accommodation, meals, entertainment, and transport between destinations, is supplemented by
key components from tour operators. These packages typically include basic
(mandatory) elements such as the cruise trip itself along a chosen itinerary with

cabin  accommodation, full board, port taxes, and often service charges.
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In  addition, tour  operators add  essential  services  such as  plane
tickets to/from the initial port, organized transfers, medical
insurance, and often a representative/guide in Bulgarian for group  tours.
Furthermore, optional components that can be offered for an additional fee,
such as pre- or post-cruise accommodation,
shore excursions (including those in Bulgarian), drink packages, dining in
specialized restaurants, spa services, and internet, are also discussed. It is emphasized that this
complex  structure, offered by tour  operators,  provides convenience,
predictability of costs, and added value for Bulgarian tourists, especially for those without

previous experience or traveling to more distant destinations.

In the current second chapter, the author performed a detailed analysis of the product
offering of tour operators in the context of cruise tourism. The main aspects
of their activity, policy, and classification were reviewed,  highlighting
their role as intermediaries and creators of tourist packages, as well as their adaptation
to digital transformation and changing consumer requirements.
Special attention was paid to the economic contribution and role of Bulgarian
tour operators in the development of cruise tourism, identifying the direct
and indirect economic effects of their activities, as well as their potential for

promoting Bulgaria.

Subsequently, the analysis focused on product positioning,
examining  the  strategies  that  tour  operators  apply  to  differentiate
their cruise offerings and build a unique image in the minds of consumers. Key elements such
as target segmentation, value communication, and adaptation to market trends, including

sustainability and personalization, were examined.

Finally, a detailed Structure and components of  package
cruise  products  offered by  tour  operators were presented. The  main
(mandatory)  elements  were identified, such as the cruise trip itself,
accommodation, meals, and taxes, as well as added services from tour operators —
airline  tickets, transfers, insurance, and guides. Additional components that
allow  for  personalization of the  experience  were  also  discussed.
Through this detailed review of the offered products and their characteristics,
as well as through the analysis of positioning strategies that consider
factors of consumer choice, the task of analyzing the product offering of cruise
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tour operator products with indicators determining the choice of cruise package
products  was  fulfilled, thus laying the groundwork for subsequent empirical
research on these indicators. This analysis emphasizes that the complex package
product offered by tour  operators  provides significant ~ convenience,

predictability of costs, and added value for Bulgarian tourists.

Having thoroughly analyzed the product offering of
tour  operators, including  their  activities,  positioning  strategies, and
the structure of package cruise products, it is crucial for the author to
turn to the other main party in this process — the consumer. Understanding
the consumer profile of potential tourists for package cruise products is
fundamental for the successful development and marketing of these offers.
Therefore, the following chapter focuses on the methodological framework of the empirical
research, and the  PhD  student  presents and  analyzes its  results,
identifying  the  factors  influencing the choice of cruise products  for
organized trips. Based on this analysis, a model for
improving the package cruise trip offered by Bulgarian
tour operators, tailored to the needs and preferences of the Bulgarian consumer, will be

proposed.

THIRD CHAPTER

CONSUMER PROFILE OF POTENTIAL TOURISTS FOR PACKAGE CRUISE
PRODUCTS

The third chapter presents the methodological framework of the empirical research,
the results of the survey among consumers and product managers, and proposes

an improved model for package cruise travel.

3.1. METHODOLOGICAL FRAMEWORK OF THE RESEARCH

The methodological framework of the empirical research, presented in this
academic paper, is constructed with the aim of ensuring a systematic and
scientifically sound approach to the analysis of consumer behavior and preferences in
the field of package cruise products. The research is based on a model
including five main criteria with their associated indicators and characteristics,
which serve for a comprehensive assessment of specialized tourist packages, with an emphasis

on cruise offerings. These criteria are:
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1. Demographic characteristics of consumers: including age, gender,
education, monthly income.

2. Experience and preferences: covering frequency of travel for tourism purposes,
previous experience with cruise travel, and preferred destinations.

3. Motivation for cruise travel: investigating the main motives for choosing a cruise
for vacation and the leading factors in this choice.

4. Evaluation of services: focusing on the quality of offered services,
satisfaction with them, and evaluation of innovations on board cruise ships.

5. Feedback and recommendations: analyzing suggestions for improvement in

the offering, the likelihood of repeat choice, and willingness to recommend.

The empirical research is localized in Sofia, covering
travel agencies operating 1in its territory. The choice of the capital is
justified by its status as the largest economic and demographic center in
Bulgaria, concentrating a significant share of the tourism market, including
the cruise travel segment. This provides access to a wider and diversified
set of experts (travel agents and product managers) and potential tourists with higher purchasing

power and a pronounced interest in diverse tourism products.
The research methods used include:

e Survey, conducted through two standardized questionnaires,
addressed to both employees in tour operator structures and to
consumers of cruise travel. The questionnaires are structured according to the
above criteria and contain 20 questions, adapted to the average

consumer level.

e Semi-structured  interview, @ which  was  conducted  with  product
managers/specialists of the cruise product, with the aim of in-depth study of

their views and expertise.

The sample selection was carried out using a cluster principle, and for the second
sample (employees in offices and consumers), a partial quota principle was applied.
Participation was  voluntary. Data from the survey was processed using
the statistical package SPSS, and data from the interviews were subjected to content

analysis.
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The subject of the current empirical research is the detailed construction and
analysis of the consumer profile of potential tourists showing interest in
package cruise trips in the Bulgarian market. This includes the identification and
systematization of their demographic characteristics, socio-economic
status, motivational attitudes, preferences for destinations, types of cruise
experiences, information sources, and criteria for decision-making regarding the purchase

of a package cruise product.

The object of the empirical research are potential and real consumers of
package cruise programs in the Bulgarian tourism market, as well as product
managers in several Bulgarian tour operators. The research covers both individuals
who have not yet undertaken a cruise trip but show interest and inclinations
towards such (potential consumers), as well as those who already have experience with this
type of tourism product (real consumers). The inclusion of both groups aims to
extract ~ comparative  data, identify = specific = needs, and more  fully

understand the market segment and its potential for development.

The main aim of the empirical study is to develop scientifically based
recommendations for Bulgarian tour operators, aimed at optimizing the offering of
package cruise products through an in-depth analysis of the consumer profile and
market trends, with a view to increasing their competitiveness, attracting more clients,

and achieving higher profitability.
The objectives of the empirical research arising from the goal are:

e to identify and analyze in  detail the consumer profile of
potential and real tourists for package cruise trips in the Bulgarian market

(demographic characteristics, motivations, preferences, requirements);

e to define the main target consumer groups for package cruise

products in Bulgaria;

e to analyze the specific requirements, needs, and expectations of

the identified target groups for package cruise products;

e to outline opportunities for market differentiation and expansion of

the product portfolio of Bulgarian tour operators in the cruise segment;

e to formulate concrete recommendations for tour operators regarding:
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more precise targeting of consumer groups;

adaptation and improvement of the quality of offered cruise packages;
effective guidance of clients to suitable cruise experiences;

strategies for converting potential consumers into real clients.

Based on the stated aim of the research, this  dissertation

will test the following main hypotheses:

Hypothesis 1: Potential Bulgarian cruise tourists from younger age
groups (e.g., 25-44 years old) show a stronger interest in cruise packages that include
active and adventurous shore excursions, as well as more innovative and technologically

advanced ships, compared to older consumer segments.

Hypothesis 2: Bulgarian consumers who are first-time cruise travelers
attach greater importance to the overall organization of the package by the tour operator
(included flights, transfers, guide) and the reputation of the tour operator, compared to

experienced cruise tourists.

Hypothesis 3: The inclusion of a Bulgarian-speaking representative/guide in the package
cruise product is a significant factor, increasing the attractiveness of the offer and
the likelihood of choice by Bulgarian consumers, especially for group

trips.

Hypothesis 4: There 1is significant untapped market potential among
Bulgarian consumers who have not yet traveled on a cruise but would show
interest if suitable and well-presented package offers are available from

tour operators.

The empirical research aims to contribute to increasing
the competitiveness of Bulgarian tour operators in the cruise sector, optimizing
their  marketing  strategies and product portfolio, which will lead to
attracting more clients and achieving higher profitability and sustainable

growth of their business.

Based on predefined criteria, indicators, and characteristics
for evaluating tour operator activity in the field of outbound cruise travel, several

leading Bulgarian tour operators are selected and studied. These tour operators are
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key due to their active role in developing, negotiating with international
cruise companies, and offering cruise packages to Bulgarian citizens. The purpose of
this selection and subsequent analysis is to identify their successful practices and to
identify the main components that contribute to creating a
competitive  package  tour  operator product aimed at the  Bulgarian
consumer of cruise services. Based on this, a model will be developed and proposed
for developing and improving similar specialized cruise products for outbound

tourism from Bulgaria. These are:
1. Usit Colours Bulgaria
2. Apollo
3. CruiseGuru

Table 8. Criteria and Indicators for a Comprehensive Assessment of Packaged Cruise

Products
Criteria Indicators Coefficient  of
Significance
1. Demographic 1.1.Age 0,05 %
h teristi
characteristics 5 Gender
3. Education
4. Monthly income
2. Experience and 2.1. Frequency of travel 0,05 %
Preferences for tourism purposes
2.2. Have you traveled on
a cruise
2.3. Destinations  for
cruise visits
3. Motivation for 3.1. Motives for choosing 0,10 %
cruise travel a cruise for vacation
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3.2. Leading factor in

choosing a cruise

4. Evaluation of 4.1. Quality of offered 0,20 %

services services

4.2. Satisfaction with

provided services

43, Evaluation of

innovations on board cruise ships

5. Feedback and 5.1. Improvement in the

Recommendations offering
5.2. Repeat choice

5.3. Improvements

Coefficient of 1,00

Significance

Source: Author's systematization

For the purpose of evaluation, these tour operators were chosen because they
have been operating for a long time, show a significant presence in the tourism market, have
a large market share and loyal clients, as well as long-standing cooperation with inbound
tour operators. They primarily offer cruise trips and packages. Some
tour operators provide their clients with catalogs and brochures from various companies,
through which they can purchase additional excursions during their stay, as well as

package tours, according to their personal preferences and inclinations.

The tourism product offered by tour operators can also be shaped
according to preferences — a given group of tourists can form its own group, in
which they can specify their specific requirements (dates of stay, type and quantity of cabins,
board, additional services, etc.), and the agent «can accept or reject
the offer or direct it to the cruise company they work with, and it can

model it.
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The main activities encountered by outgoing tour operators, which are the subject
of this dissertation, are the activities of a sending organization, contacting
foreign, receiving tour operators, and working with local suppliers — hoteliers,
restaurateurs, attraction companies, transport companies for internal transfers,

excursion service companies, and others.

The staff has a diverse structure, education, and qualifications. They are well-
trained, based on internal company standards, as evidenced by their significant
presence in the market. Most of the reviewed tour operator agencies are
located in the center of Sofia. One of the factors influencing the geographical
location of these agencies is the possibility of offering not only
a basic tourist accommodation product but also a specialized one, such as cruise

tourism. This is a prerequisite for the increasing percentage of cruise travelers.

When analyzing any problematic situation, the average opinion of a group of highly
qualified specialist experts 1is increasingly resorted to. It is an undeniable
fact that their collective experience ensures the elimination of arbitrary and intuitive
assessments, and for this reason, it will continue to play an important role in resolving

various problems.

The use of expert assessments is a  widespread practice in
defining service quality criteria, determining weighting
coefficients for their significance, as well as in conducting a comprehensive or
detailed analysis of the tourism product, in accordance with the specific focus of
the tour operator's activity. In this sense, am expert approach is fully applicable

to the evaluation of specialized tourism offers, such as cruise tourism.
Use of the survey method:

A) Research on the opinion of product managers/specialists of the cruise
product and the importance of individual indicators for evaluating tour operators

offering organized cruise trips;

B) Research on the opinion of employees in tour operator offices and
the  importance of individual indicators for evaluating tour  operators

offering organized cruise trips;
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C) Research on the opinion of cruise product consumers in tour operator
offices and the importance of individual indicators for evaluating tour operators

offering organized cruise trips;

Use of (semi-)structured interviews with experts, regarding the ranking of the

coefficient of significance of the indicators;

For the purposes of the research, 3 comprehensive methodological tools were created:
1) self-assessment methods with criteria and indicators for accurate assessment (questionnaire)
— two identical questionnaires for the two sub-samples; and 2) semi-structured interviews with

main questions — for each of the two research instruments.
The survey was conducted using two questionnaires.

The questionnaire is aimed at both employees in tour operator structures
and  consumers of cruise travel —  individual or  organized, with
questions structured according to the individual criteria and indicators for a comprehensive
assessment, described in Table 8. The questions in this questionnaire are adapted to the average
consumer level of organized cruise travel services in a way that
they are understandable and accessible to respondents. This questionnaire contains 20

questions.
The semi-structured interview was conducted using a total of 5 questions.

Questionnaire No. 1 is presented in Appendix No. 1, and the questions from

the semi-structured interview are presented in Appendix No. 2.

After  defining the criteria and indicators  with  their  specific
content, based on the theoretical studies conducted and the good practices identified in
the first and second chapters, as well as the specifics of the cruise product and organized
cruise travel, the empirical study of the factors influencing
the choice of cruise products for organized travel commenced. For the purposes of the study,

three samples were planned and executed:

1. The first sample consists of product managers/specialists of the cruise

product in leading Sofia tour operators.
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2. The second sample consists of employees in tour operator offices and consumers
of cruise travel — the object of the study. Their total number is 64 surveyed individuals
from the predefined study objects — the aforementioned tour operator

companies.

The results of the study of the second sample were processed with statistical
instruments, and the results of the study of the first sample were processed using
the text analysis method, obtained as answers to stimulating questions — namely, the
"text content analysis" method.

3.2. EMPIRICAL RESEARCH - RESULTS AND ANALYSIS OF FACTORS,
INFLUENCING THE CHOICE OF CRUISE PRODUCTS FOR ORGANIZED TRIPS

Having  presented in  detail the  methodological  framework  of
the empirical research in the previous section, including the aims, objectives, object, subject,
andresearch instruments used, this section 1S dedicated to
presenting and in-depth analyzing the primary data collected. Here, the results of the
conducted survey among potential and real consumers of cruise products,
as well as the semi-structured interviews with product managers from leading Bulgarian
companies, will be systematized and interpreted. The aim is to identify and assess the key factors
that motivate and determine the choice of Bulgarian tourists when purchasing package

cruise trips.

Results and analysis of factors influencing the choice of cruise

products for organized trips
Main conclusions from the survey:

e Age group: Predominantly 25-34 years (46%) and 35-44 years (38%), indicating a

focus on economically active people.
e Gender: 78% women, 22% men. Women show higher engagement in planning.

e Education: 94% with higher education, suggesting highly educated

consumers.

e Monthly income: The largest share is in the groups BGN 2001-2500 and BGN 3001-

3500 (20.63% each), indicating average and above-average incomes.

e Frequency of foreign travel: 58.73% travel 2-3 times a year, which

indicates active tourists.
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Have you been on a cruise? 67% have traveled, 33% have not.

Most preferred cruise company (by those who traveled): MSC Cruises (31%),
Celestyal Cruises (18%), Costa Cruises (17%).

Motivation for cruise travel: "Always looking for a combination of ship and
itinerary" (23%), "Close and easily accessible departure ports" (19%),

"Recommendation from friends" (16%).

Preferred destination: Western Mediterranean, Eastern

Mediterranean, Greek islands and Turkey, Northern Europe.

Method of organizing a cruise trip: 60.32% through a travel
agency, 25.40% independently online, 12.70% with an organized group.

Readiness to travel with an organized group: 77% are ready to travel.

Leading criterion for choosing an organized group: "Package price" (42.86%),

"Reputation of the tour operator" (41.27%).

Reasons for traveling with an organized group: "Price for included services"
(31%), "Convenience of not having to organize the trip" (28%),

"Because of the presence of a guide" (12%).

Evaluation of the quality of services from the tour operator (for those who

traveled): Average score 4.13 (out of 5), with 30.16% giving "Very good".
g

Justification of expectations from the tour operator (for those who traveled):

Average score 4.05 (out of 5), with 38.10% being "Extremely satisfied".

Are you satisfied with the transfers and organization of the cruise group? 60% are

satisfied.
Would you choose the same tour operator again? 59% would choose again.

Would you recommend the tour operator to friends and acquaintances? 79% would

recommend.

Desired new services/experiences: "Specialized thematic cruises"
(40%), "Greater choice of shore excursions" (36%), "Additional amenities on

board" (18%).
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Conclusions from interviews with product managers:

e Motivation for organizing package cruise travel: Higher
profitability, quality = control, access to a wider market segment,
customer convenience, opportunity for thematic travel, stronger negotiating

positions with cruise companies.

o Target groups: Families with children, couples and honeymooners, travelers of

middle and  advanced  age, interest  groups, corporate clients,
first-time travelers, clients seeking "all-inclusive", solvent
clients.

e Preferred regions for organizing packages: Mediterranean

(Western and Eastern), Northern Europe, Caribbean basin (during winter season),

United Arab Emirates and Persian Gulf (during winter season).

e Preferred cruise companies: MSC Cruises and Costa Cruises (for mass market),
Celebrity Cruises, Princess Cruises, and Holland America Line (for premium segment),
Royal Caribbean International and Norwegian Cruise Line (for young and active
audience), Silversea, Seabourn, Regent Seven Seas Cruises, Oceania Cruises, Explora

Cruises (for luxury packages).

The analysis shows that when choosing an organized cruise trip, Bulgarian
consumers (mostly young to middle-aged, highly educated women) are strongly
motivated by the price-quality ratio, the reputation and experience of the tour operator,
the convenience of the overall organization, and the attractiveness of the itinerary and included
services (especially excursions and a guide). Social factors (recommendations, traveling with
friends) also play a role. Trust in travel agencies and tour operators 1is

high, which is confirmed by good ratings for previously undertaken trips.

After summarizing and analyzing the results of the empirical research from
the surveyed TO entities and cruise travelers, it is necessary to develop a model
in the form of a package offer from an outbound tour operator. This model will concern
the selection and choice of destinations and services related to an organized cruise
trip, to be included in the product offering of a Bulgarian tour operator
as part of its portfolio. This, in turn, will lead to the creation of

new product offerings in this type of specialized tourism, and Bulgarian

64



tour operators, for their part, will differentiate their offerings, with the aim
of satisfying  the  specific = consumer  requirements  for  this type  of

organized trip.

3.3. DESIGNING AN IMPROVED MODEL OF PACKAGE CRUISE TRAVEL FOR A
BULGARIAN TOUR OPERATOR

Based on the studied good practices in the second chapter of leading cruise
tour operators worldwide and the empirical research conducted in this chapter, criteria
and indicators related to the offering of organized package

cruise trips were identified.

Based on the systematization performed, as a result of the analysis from
the research, a model will be developed in the form of a package offer from a
tour operator, as well as additional activities and services to be offered by the

tour operators themselves.

For this purpose, the experience of the specialized tour operator Usit Colours Bulgaria,
operating in the Bulgarian tour operator market, is studied. This company is a corresponding
agency  sending  tourists  for  cruise  tourism  to  identified  incoming
tour operators, who provide cruise services abroad. The argumentation for its
selection 1s based on the fact that, based on a study of existing
specialized incoming cruise tour operators working with the Bulgarian market, it is
established that it is a leading such operator, profiled in this direction, established in
the international cruise market, and has a large market share in this subsector of

tourism in Bulgaria.

To create a tourist package for an organized cruise trip, it is
necessary for it to meet the requirements of modern potential tourists for
outbound tourism in Bulgaria. The evaluation of selected offers corresponds to the most
important constituent elements of modern tourist packages, and through it, we have already
established which characteristics need improvement and with which characteristics we

are competitive.

By studying good practices, we will model a project package in the form of a
technological prescription with a program for an organized cruise group, which will be
directed to the attention of some potential travel agencies and clients.

Outbound  specialized tour operators in Bulgaria need to focus their

65



efforts on organizing activities for effective business management, and the most

important of these should be:

Based on the empirical research and good practices, a model for
improving the cruise product of a Bulgarian tour operator is proposed, which emphasizes

several key directions:
e Segmentation and targeting:

o Focus on the main demographic segment: women and men aged

25-44, with higher education and medium to high incomes.

o Development of differentiated offers, tailored to the interests of this

segment (popular destinations, quality ships, competitive price).
e Optimizing the product portfolio:

o Prioritize offering cruises in the most desired regions: Western and
Eastern Mediterranean, Greek islands/Turkey, Northern Europe, with

gradual inclusion of the Caribbean and UAE.

o Active development and offering of specialized thematic cruises

(culinary, wine, musical, sports, photographic).

o Expanding the choice and quality of offered shore excursions,

including in Bulgarian.

o Maintaining strong ties with popular companies (MSC, Costa,

Celestyal) and exploring new partnerships.
o Improving the value proposition:

o Maintaining competitive prices with clear communication of included

services and benefits.
o Offering flexible terms for booking and payment.

o Emphasizing the convenience of organized travel ("all-inclusive"),

quality transfers, and logistics.
o Communication and building trust:
o Highlighting the tour operator's experience in organizing cruise groups.
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o Actively collecting and publishing positive reviews.
o Encouraging word-of-mouth recommendations.

o Emphasizing the role and qualifications of the Bulgarian

guide/representative.

o Providing clear and complete information about the ship, itinerary,

included and additional services and prices.
e Improving the customer experience:
o Systematic collection of feedback.
o Informing about additional onboard amentities.
o Offering personalization within group travel.

Sample offer: '"Mediterranean Gourmet Adventures" (with included flights,
transfers, 7 nights on MSC Seaview, full board, drinks package, taxes, and medical insurance),
as well as exclusive experiences (culinary workshops, wine tastings, yoga and fitness classes,

3 shore excursions in Bulgarian).
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Graphic 2 - Front page of the brochure for an organized group

OTkpunTe CpeaAn3eMHOMOPUETO MO
HOB Ha4UH — C U3TbHYEHU BKYyCOBe U
Bb/IHyBallu NpexXumneasaHung,
cneunanHo noabpaHu 3a Bawusa
MoAEepeH Ha4YuH Ha XXUBOT — Ha
6opna Ha MSC Seaview - moaepeH
Kopab ¢ pokyc Bbpxy 3a6aBreHms
Ha 6opAaa u pazHoo6pa3HMu

1 3ana3eTe BaweTto macTto!
PecTopaHTH.

BakaHuua, koato Bu ovakBa!

W Ce Bb3NON3BaNTE OT OTCTBMNKU U
Pa3CcpoYeHOo nNnawiaHe

TenedpoH
123-456-7890

Email

cruisegroups@gmail.com [No6pe pouynum Ha 6oppaa!

Source: Author's work
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Graphic 3 — Back page of the brochure for an organized  group

o / CamMoneTHu bunetun
BnycHeTe ce B uctopusara c 3 - | -
Halma ekcnepTeH Boaad L | Tpchd)epM:

= 7 HOLLYBKM Ha
MSC Seaview

' @ MbnewH r‘IaHCMOH@
MpuKNoYeHWe [0 ByKaHa, p Ha 60p.D.a

Cb4eTaHO C MECTHU Ae/TMKaTeCu.

# Easy Package
nakeT HarnuTKn

v BCUYKM TaKcKH @
% MeouunHcKa
OTKpUITE apxXUTEKTYpPHUTE 3acCTpaxoBKa

weagboBpw Ha rpaga. e ————
Booau-npuapyxkuren @

Source: Author's work

The presented model for improving package cruise travel integrates
key elements derived from the previous analysis of the consumer profile and good
practices in the industry. The logical connection between these components is based on
a systematic approach to product development in tourism, where each element mutually
influences and is influenced by the others, with the aim of achieving optimal synergy and

consumer satisfaction.

This model is aimed at supporting the work of tourism managers in
identifying and improving parameters when selecting suppliers, as well as implementing good
practices in the cruise tourism package, and also promoting the competitive characteristics of

each of their offers.

Applying  this model, based on direct feedback from potential
and  real clients, can increase the competitiveness of  Bulgarian
tour operators in the cruise market and more adequately meet the needs and expectations

of consumers seeking organized cruise travel.
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In the tourism business, including tour operator activity, continuous improvement of the
business is a mandatory requirement as a key factor for the company's success, effectiveness,
and development. Among the main challenges facing every manager, including those in tour
operator firms, are issues related to organizing activities and adapting management to new
changes. The increasing competition in the sector and the rising demands for the quality and
diversity of tourism packages create the necessity and favorable conditions for the development
of diversified, specialized products from tour operators, who specialize in providing products

in the field of organized travel, including in the field of cruise tourism.

In conclusion of the research part of the thesis, it can be stated that the
conducted empirical research is a result of the author's systematization of criteria and
indicators, developed based on research and analysis of theoretical statements in

the field, as well as good practices of leading cruise tour operators.

The results of the conducted survey of selected Bulgarian tour operators,
involved in cruise tourism, suppliers of tour operators, build a model of a
project for an outbound tour operator with the aim of proving the necessity of creating
tourism packages that provide integration between enterprises
offering cruise products and tour operators, who can further develop, promote, and
sell them with the aim of differentiating the tourism offering in Bulgaria in terms of

outbound specialized tourism.

This is achieved by adhering to a number of rules regarding the
organization and management of facilities, associated with a high level of satisfaction
of  specific  tourist  needs, identification ~ of  the  target group  for
cruise tourism, and creation of additional specialized services by the tour operator

for modeling a product related to cruise travel.

Conclusion

This PhD thesis was dedicated to the study of "Cruise Tourism in
the Product Offering of Tour Operators," a topic of increasing relevance and
significance in the contemporary Bulgarian tourism industry. The main aim of
the research was to conduct an in-depth analysis and provide a scientific
justification for the strategic role of the cruise industry as a key instrument for diversifying the
product portfolio of Bulgarian tour operators and for satisfying heterogeneous consumer

requirements, proving that it is an actual and preferred resource for forming modern, innovative
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tour operator products of high class. The thesis is based on the premise that tour operators in
cruise tourism play a key role in  shaping cruise products, by

adapting their offerings to the diverse desires and preferences of tourists.

To achieve this goal and prove this thesis, the dissertation
consistently ~examined and analyzed theoretical and practical aspects of

cruise tourism and the role of tour operators.

The dissertation proves that the cruise industry is an actual and prospective
resource for Bulgarian tour operators, allowing them to diversify their
offerings and respond to the specific needs of different consumer segments.
Tour operators play an essential role as intermediaries and active creators of
the cruise tourism product, generating economic benefits and contributing to

the development of this dynamic sector.
The empirical research confirms the stated hypotheses:

e Younger Bulgarian tourists (25-44 years old) show a stronger interest in active,

innovative, and technologically intensive cruise packages.

e First-time travelers highly value the overall organization of the package by
the tour operator (included flights, transfers, guide) and the reputation of

the tour operator.

o The inclusion of a Bulgarian-speaking representative is a significant factor in the choice

of Bulgarian consumers, especially for group travel.

e There is significant untapped market potential among  consumers

who have not yet traveled on a cruise.

IV. Contributions of the PhD thesis

Theoretical contributions:

e A thorough review of the essence, characteristics, classifications, and
historical development of cruise tourism was conducted, as well as of the organizational
and management structure on board the ship, which contributes to a better

understanding of this specific tourism sector.
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e The activity, policy, classification, and  product  positioning  of
tour operators offering cruise products were researched in detail, clarifying

their place and significance in the value chain of cruise tourism.

e It is argued that the cruise industry can serve as a key instrument
for diversifying the product portfolio of Bulgarian tour operators,

responding to contemporary consumer requirements.
Scientific-applied and practical contributions:

o Identification and analysis of the profile of the Bulgarian consumer of
cruise products was carried out through empirical research, delineating their
demographic characteristics, experience, preferences, motivations, and criteria for
choice. This contribution provides concrete data for targeting and adapting

offers from Bulgarian tour operators.

e The analysis of the product offering of cruise tour operator products with
indicators determining choice provides an understanding of which components of
the package product are important for consumers and how to structure their

offers.

e An improved model of package cruise travel for a  Bulgarian
tour operator was developed, based on the results of the empirical research and analysis
of good practices. The proposed model provides concrete guidelines for segmenting and
targeting  consumers, optimizing the product portfolio (choice of
destinations,  ships,  thematic  cruises, shore  excursions), improving
the value proposition (prices, included services), effective communication and

trust-building, as well as improving the customer experience.

e The direct and indirect economic effects of the activities of
tour operators in the cruise sector were analyzed, as well as the potential for promoting
Bulgaria as a cruise destination, which is significant for the industry and state

institutions.

e Practical recommendations were formulated for improving the activity of
tour operators in the cruise sector, increasing their competitiveness, and attracting more
clients, including investments in loyalty programs, maintaining high quality and

personalized service, collecting feedback from disloyal clients, and focusing on turning
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"non-travelers" into loyal clients through informational campaigns with a Bulgarian

guide.
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