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I.  OBIIA XAPAKTEPHCTHKA HA JUCEPTALIMOHHUS TPY I
YBOJ

1. AKTyaJ’[HOCT H 3HAYUMOCT HA U3CJIeABaHaATa l'lpOﬁ.TIeMaTI/IKa

TypusmbT € cpen Hall-TUHAMHYHO Pa3BHBALIMTE CE OTPACIM HAa CBETOBHaTa MKOHOMHKA,
XapaKTepU3Upalll Ce C IIOCTOSIHHU TPaHC(POPMAIMHU IO BIMSHUE Ha INIOOATHUTE TEHACHINU 1
NPOMEHSIIUTE C€ MOTPEOMTENCKM mpeanoyutanus. Tasu JUHAMHUKAa H3MCKBA  OT
TYPUCTUYECKUTE OpraHU3alMd HE MPOCTO aJanTanus, a LEJICHACOYeHO IpWiIaraHe Ha
MHOBAIIMU KaTo CPEJCTBO 33 YCTONYMBO Pa3BUTHE U MOCTUTAaHE HA KOHKYPEHTHO MTPEANMCTBO.
B chBpemeHHara mnasapHa cpela WHOBAIMUTE C€ MPEBPBIIAT B KIOYOB (akTop 3a
MOJICPHU3HPAHE Ha TYPUCTUYECKHUTE YCIYTH, MOA0OpsBaHE HAa KIMEHTCKOTO MPEKUBIBAHE H
ONTUMH3UpaHe Ha OW3HeC mporecuTe. BIUSHUETO HA TUTUTAIN3ALUATA, ABTOMATH3ALUATA U
YCTOWYMBUTE TNPAKTHKHA IIOCTaBS HOBHM HM3HCKBAaHHUS NpPEJ MAapPKETUHTOBHS MEHUJKMBHT,
KOMTO TpsiOBa a ocUrypu eeKTUBHA Bpb3Ka MEKAY HHOBAIIMOHHUTE PEIICHUS U Ma3apHUTE
HYX]IH.

OcoOeHo 3HadeHHE 3a OBIATapCKUS TYpU3bM HMa HEOOXOAMMOCTTa OT HHTETpHpaHE Ha
MapKETHHTOBUTE MHCTPYMEHTH B IpoOIleca Ha MpHJIaraHe Ha MHOBAIMU — OT IPOYYBAHETO HA
MNOTPEOUTENICKUTE HArJacu JI0 TO3UIIMOHUPAHETO HAa HOBU MPOAYKTH M yCIyru. B ycnoBusita
Ha 3acHJICHa KOHKYPEHIMS M OrpaHHYEHH PEeCcypcd MMEHHO €(EeKTUBHOTO MAapKETHHIOBO
yrpasieHue € (akTopbT, KOMUTO Onpesens ycrexa Ha MHOBAIIMOHHUTE TPAKTHKH.
[Manmemusita or COVID-19 yckopu mpomecuTe Ha IWTHTAIH3ANMA W YCTOWYMBO
IPECTPYKTYpUpaHE Ha CEKTOpa, MPEBPBIIAWKM WHOBALMUTE B 3aJBJDKUTENICH €JIEMEHT 3a
ananTauusa. bbarapus pasmonara CbC  3HAUMTENIEH TYPUCTUYECKH MOTEHIMAN, HO
e(EeKTHBHOTO MY HM3MOJI3BAaHE W3UCKBA MOJEPHU YIPABICHCKU TTOAXOIU, KOUTO J1a OOCTUHST
MapKEeTHHTa U HHOBAIIMHTE B 00Ia CTpaTernyecka pamKa.

HacrosmusaTt nuceptanMoHeH TpyJd ce (GoKycHpa MMEHHO BbpPXY Ta3u B3aUMOBPB3Ka — Kak
MapKETUHTOBOTO YIpaBJieHHE MOJIOMara BHEJAPSBaHETO HA HHOBALIMU B TYpU3Ma, [TOBHILIABa
KOHKYPEHTOCIIOCOOHOCTTa Ha TYPUCTHYECKUTE MPEIIPUATHS U JOTPHHACS 32 YCTOMYUBOTO

Pa3BUTHUEC HA JECTUHAIIUUTE B an"apm[.

3HaynMocTTa Ha TpolieMaTHKaTa MpoM3THYa U OT QakTa, ye bbiarapus pasmonara cbe
3HAYUTENIEH MOTEHIMAI — OOraTH MPUPOAHU PECYPCH, KYJATYPHO-UCTOPUUYECKO HACIIEICTBO U

colpaiiHa cpejaa, KOWTO Morar jJa ObJaT OCHOBa 3a pa3pabOTBAaHETO HAa HWHOBATHBHU



TYPUCTHUYECKH NPOAYKTH. Bbopekn ToBa, peauna NpeIu3BUKATENICTBA KAaTO OrpaHUYEH
JIOCTBII J10 (HUHAHCHUpAHE, HEJOCTAThYHO MAWTUTAIHO TMPHUCHCTBHE M (PparMeHTHpaHa

nmoaxkpena OT MHCTUTYLHUUTC BBIIPCIATCTBAT IIBJIHOLCHHOTO U3IIOJI3BAHC HA TO3U IMOTCHIIUAIL.

B TO3u KOHTEKCT M3CiIEBAaHETO MPHA00MBA BHCOKA HAYYHA W NPHJIOKHA CTOMHOCT, THil
KaTo mpejjara CUCTEMaTU3UPaH MOAXO0 38 MHTETPUPAHE HA MHOBALIMUTE B YIIPABICHUETO HA
TYPUCTUYECKUTE OPraHU3alliy Ype3 HHCTPYMEHTUTE Ha MapKeTHHTra. Pe3ynrature ot aHainsa
MoraT Ja TOANOMOTHAT (OPMYIHpPAHETO Ha €(PEKTUBHH MOJUTUKH 3a CTUMYJIHMpaHE Ha
MHOBAaLlMUTE B TYPU3Ma, KAaKTO M [Ja IIOCIY’KaT Karo IPaKTHYECKO pPBKOBOJACTBO 3a
MEHUJDKBPUTE B CEKTOPA IIPU BHEAPSBAHE HA HOBM TEXHOJOTMH, MPOAYKTH M ycayru. Ilo
TO3U HAYMH TPYABT JONPUHACS KAKTO 32 TEOPETUYHOTO o0oraTsBaHe Ha 3HAHUETO B o0iacTTa
Ha MapKETHMHIOBOTO YIPaBJICHUE HAa MHOBALMUTE, TaKa U 3a YCHBBPIICHCTBAHE HA PEAIHUTE

OM3HEC MPAKTUKU B OBJITapCKUs TYPU3BM.

2. OcHoOBHA 1eJ U U3CJeI0BATEJICKH 3a1aUM:

HeJITa Ha JUCCPTALIMOHHUSA TPYA € 1a CC pa3pa60TI/1 ISUIOCTHA KOHICIIHSA 34 MAPKETUHIOBO
YiupaBJjicHHE€ Ha IpWiIaraHero Ha HHOBAlMUMTE B TypuimMa B B'b.]'ll"ap]/lﬂ, KaTto C€
aHAJIM3Upa poJsiTa HA MAPKCTUHTOBUTE IIPOLCCHU 3a I/IILCHTI/I(l)I/ILII/IpaHC M YAOBJICTBOPSIBAHC Ha
HOTp€6HOCTI/IT€ Ha KIHUCHTHUTC, KAaKTO H 3a pa3pa60TBaHe H IIpyujiaralce Ha C(beKTI/IBHI/I
CTpAaTeru, HACOUYCHU KbM IIOBHIIABAHC Ha KOHKypeHTOCHOCO6HOCTTa Ha TYPHUCTHUYCCKUTC
OopraHu3anuvu. 3a moCTHraHeTo Ha IOCTaBeHaTa eI cC (I)OpMan/IpaT CIICAHUTC OCHOBHH

3aavuM.

e Jla ce npocneaar TEOPETUYHUTE OCHOBU M €BOJIIOLMATA HA TOHSATHUETO ,,AHOBALIMU * U
HETOBOTO NPWJIOKEHUE B TypU3Ma U J1a C€ aHaJM3Upa pOJsATa HA MHOBALMUTE KATO
(dakTop 3a MOBUIIABAaHE HAa KOHKYPEHTOCIMOCOOHOCTTAa M YCTOMYMBOTO pa3BUTHE Ha
TYPUCTHUYECKHUSA CEKTOP.

e Jla ce uaeHTuduMpaT OCHOBHUTE (PaKTOPH (MKOHOMHMYECKHU, COLMATHH, KYITYpHH,
TEXHOJIOTUYHU U HOJ'II/ITI/I‘I@CKI/I), BIIMACHIUW BBPXY MHNpUWIaraH€To Ha HWHOBAllMU B
TYPUCTHYECKHUSA CEKTOP.

e Jla ce mpoBene EMIMPUYHO NPOYYBAHE CpEX TYPUCTH M CHEHUATUCTH C LEI
yCTaHOBSIBAaHE HA HArJacuTe, MOTPEOHOCTUTE U OYaKBaHHUATA OTHOCHO MHOBAIMUTE B
Typu3Ma 110 CUCTEMATU3UPaHU KPUTEPUMU 3a OLIEHKA HAa MHOBALMOHHATA JIEMHOCT U

MapKETHHIOBOTO YIIPABJICHUE B TypU3Ma.



e Jla ce aHanmM3uparT U OOOOIIAT pE3yNTAaTHUTE OT EMIMPUYHOTO M3CIEIBaHE U Ja ce
U3BeJaT OCHOBHU TEHACHLMH U ITPOOJIEMH, KaTo ce MPEeAJIOKU MOAEI 32 MHOBAllUOHHO
OPUEHTHUPAHO MAapKETHUHIOBO YIIPAaBIEHHWE B TypU3Ma, KOWTO Ja IIOJIOMOTHE
MPAKTUYECKOTO MPHIIOKEHHE Ha pPe3yATaTuTe W Ja ce (OopMyIHUpar MpEenopbKH 3a

l'IOI[O6p5IBaHC Ha MHOBAllMOHHATA IIOJIMTHKA U IIPAKTHUKU B 6T>JIFapCKI/I$I TYPHU3bBM.

@OKyChT € BBpPXYy HUHTEIPUPAHETO HAa WHOBATUBHU IIPOLYKTH, YCIYIH M YIPABICHCKHU
IIPAKTUKHU, KOUTO A IOAIOMOTHAT YCTOMYMBOTO PA3BUTHE W YTBBPXKAABaHETO Ha beirapus
KaTo KOHKYPEHTOCIOCOOHA TypHucThdecka JecTHHanus. OcoOeHO BHMUMaHUE ce OTAENs Ha
UACHTUDUIMPAHETO Ha KIFOUYOBUTE (PAKTOPH, KOUTO OKA3BAT BIUSHHUE BbPXY yclieXxa Ha TE€3U
YCWIIMS, BKJIIOYUTEIHO AJAalTHUBHOCTTA Ha IPEANPUATHIATA KbM IIPOMEHSIIUTE CE Ia3apHU
yCIIOBUS, pa3OMpaHETO Ha HYXKIUTE Ha KJIMEHTUTE M CHOCOOHOCTTa 3a H3rpakJaHEe Ha
ABJITOCPOYHU KOHKYPEHTHU INpPEeIUMCTBA. Taka IIOCTaBEHHUTE LECIM M 3aJayd OCUTypsiBaTr
LAUIOCTHA H3CIIENOBATEICKA PaMKa, KOATO II03BOJISABA Ja CE€ IPOCIEHAT B3aMMOBPB3KUTE
MEXy MHOBALIMUTE U MAPKETUHIOBOTO YIIPABJIEHUE, KAKTO MU Ja CE€ MPEIJI0KAT PEIICHUS 3a
MIOCTUTaHE Ha II0-BHCOKAa €()EeKTUBHOCT, YCTOMYMBOCT M KOHKYPEHTOCIIOCOOHOCT Ha

TYPUCTHYCCKUTC NIPCAIIPUATHA B ET;J'IFapI/ISI.

H3caenoBarescka Te3a u paﬁonm XHMIIOTE3H:

Te3zaTa Ha aucepTalMOHHUS TPYA €, Y€ e€()EeKTUBHOTO MAapKETHHIOBO YIpABJICHUE 3aeMa
BOJCLIO MSCTO B IIpOLECAa HA BHEIAPSIBAaHE M IpWIaraHe Ha WHOBALMM B TYPUCTUYECKHS
CEKTOp, ThH KaTO MpEACTaBIsBa KIIOYOB MEXAaHU3bM 3a OCHUIypsiBaHE Ha OajaHC MEeXay
MIpe/jlaraHeTo U ThPCEHETO, KaKTO M 3a Ch3[aBaHE Ha JABJITOCPOYHA CTOMHOCT 3a KIIMEHTA.
Upe3 cucrteMHO IpwiaraHe Ha MapKETUHIOBH HWHCTPYMEHTH M aHAJIUTHUYHU IOAXOMM,
yIpaBIEHUETO Ha MAapKEeTMHIa OCHrypsiBa HeoO0XoaumaTa cTpaTermyecka paMKa 3a
UICHTU(QUIMpPAHE Ha Ma3apHUTE Bb3MOXKHOCTH, pa30uMpaHe Ha MOTPEOUTEICKUTE Harjacu u
TpaHC(OpPMUPAHE HA TE3U 3HAHUS B YCTOMUMBU MHOBAIIMOHHU PELLIECHUS.

B To31M KOHTEKCT, BHEAPSABAHETO HAa MHOBAILMM CE€ pasliiekJa HE caMO KaTo IpoleC Ha
TEXHOJIOTMYHO YCHBBPUICHCTBAHE WJIM PA3BUTHE HA HOBM MPOAYKTHM MU YCIyrd, a KaTo
LSAJIOCTEH YIPABJIEHCKU MOJIEN, OPUEHTHpPAH KbM J00aBsSiHE HAa CTOMHOCT U M3TpakJaHe Ha
KOHKYPEHTHO MpPEeIUMCTBO. MapKeTHHIOBOTO YIIpaBJIEHHWE IOANOMara TO3H MPOIEC 4pe3
VMHTETPUPAHE HA INA3apHUTE WM3CIEJBAaHUS, JUTHTAIHUTE KOMYHHMKALMU M CTPATETHMYECKOTO

IUIaHUPAHE, KOCTO IIO3BOJIABA HAa TYPUCTHYCCKUTC OpraHu3alliu Ja CC aAalTupar KbM



IMHAMUYHHATE TTPOMEHHU B CpelaTa M Jia OTrOBapsT aJ€KBaTHO HAa HApacTBAIIUTE OYaKBAHMS
Ha NIOTPeOUTENNTE.

CrnenoBarenHo, ak0 MHOBAIMUTE OBJAT CHCTEMHO HMHTETPUPAHM B TYPHCTUYECKUS CEKTOP
4ype3 eeKTUBHO MapKETHHIOBO yIpaBJIE€HHUE, TOBA IIE JOBEJEC HE caMO 10 MOBHIIABAaHE HA
KOHKYPEHTOCIIOCOOHOCTTa Ha TYPHCTHUYECKHTE MNPEANPHUATHS, HO U O yTBBbpPXKIaBaHE Ha
Bearapus kato ycroiuMBa M MpHBIEKaTeNHA TYpPUCTHYECKAa JECTHHAIUS B MEXIYHAPOJCH
Mmamal. [10-KOHKPETHO ce u3cieBarT CICIHUTE XHIIOTe3H

Xunomesa 1. Mapkemunzoeomo ynpasnieHue 3HAYUMENHO G1uUsAe BbPXY VCHEUHOMO
gHeopsasane Ha uHosayuu 6 mypusma. Ta3u Xuroresa MpeArnoyara, e MapKETHHTOBHTE
CTpaTeTMM M TEXHMKH Ca OT CHIIECTBEHO 3HAYCHHE 33 HACHhPUYABAHETO W MpPUJIAraHETO Ha
WHOBALIMUTE B TYpUCTHYECKATa HHAYCTPUs. Jloka3zaTencTBa 3a Ta3u XUIOTe3a MOTaT Aa ObIaT

C’L6paHI/I qpe3 aHaJIN3 Ha pOJIATa HAa MAPKETUHI'OBOTO YIIPABJIICHUC B PA3JIMYHU KA3YyCH.

Xunome3sa 2. Buedpsasanemo na HO8U U YCbEHPUIEHCNEAHU NPOOYKMU U YCIY2U, CbYeMAaHO C
OuUMANU3ayus U UHMENUCeHMHU MEeXHONI02UU, We Yeiuyu YOOo8lemeopeHoCmma Ha
mypucmume. Ta3u Xumnoresa pasriexja Bpb3KaTa MeEXJIy HHOBALIMUTE W HUBOTO Ha
YAOBJIETBOPEHOCT HAa KIMEHTHUTE, KAKTO U BIUSHHETO BBHPXY KOHKYPEHTOCIOCOOHOCTTA Ha

TYPUCTHYCCKUTE OPraHU3alnH.

Xunomesa 3. Eghexmusnomo npoyusame na nazapa e KioYo8 (Hakxmop 3a YCHeuHomo
gHeOpsisaHe Ha uHosayuu 6 mypucmuyeckus mapkemune. CHopen Ta3M XHUIOTe3a,
3abJI00YEHOTO pa3dupaHe Ha HYXIUTE M HarjlacuTe Ha KIMEHTHTE uYpe3 H3CIeIBaHHs U
aHaJIM3M € IMpelNocTaBka 3a pa3padOTBAHETO HA aJeKBaTHM HHOBATUBHM pEIICHUS U
CTPATETNYECKH PEUICHUS B YIPABICHUETO HA TYPUCTUYECKUTE OPTaHU3ALUN.

IToTBBpKIaBAaHETO HA TE3U XUIIOTE3M LEIU Ja JOKAXKEe, Y€ MHOBALUUTE U MAapKETHUHIOBUAT
MEHHU/DKMBHT C€a B3aUMOCBBP3aHU IIPOLECH, YMUATO HHTErpalys OCUIypsBa YCTOWYUBO
pa3BUTHE U KOHKYPEHTHO IPEIUMCTBO Ha TYPUCTHYECKUS CEKTOp B bwirapus. BuenpsBaneto
Ha CHCTEMEH MOJX0J KbM MHOBALIMUTE Ype3 €PEeKTUBHO MAPKETUHIOBO YIpPaBIE€HUE Ch3/1aBa
BB3MOKHOCTH 3a NOJ00psiBaHE HA OM3HEC Pe3ylTaTUTe, ONTUMHU3HpaHe Ha MOTPEOUTEICKOTO
IIPEXKUBABAHE U YTBBpXKAaBaHe HAa bbiarapus xaro mMojepHa MU MHOBAaTMBHA TYPUCTHUYECKA

JIeCTUHAIIUSL.



3. OOeKT M mpeaMeT HA U3CJIeIBAHETO

OO0eKkT Ha HACTOSIIOTO M3CJIEBAaHE Ca MHOBALIMUTE B TypU3Ma, pasriieflaHd KaTO KIIIOUOB
(dakTop 3a Pa3BUTHETO U KOHKYPEHTOCIIOCOOHOCTTA HAa TYPUCTHUYECKHUTE MPEIIPUITHS.
Nscnenanero ce ¢Gokycupa BbPXY Pa3IUYHHUTE ACIEKTH HA MHOBAIMOHHUTE NPAKTUKH B
Typu3Ma M Kak T€ BIMSAT BBbPXY MOAOOPSIBAHETO HA TYPUCTUYECKHUTE YCIYTH,
MapKETUHTOBUTE CTpaTerdu M YAOBJIETBOPEHUETO Ha KJIMEHTUTe. BHMMaHHETO € HacoueHO
KbM HAYMHUTE, [0 KOUTO TE€3M MHOBALIUM JONPHUHACAT 32 aJalTUPAHETO HA TYPUCTHUUECKUS
CEeKTOp KbM HOBHUTE Ta3apHU YCJIOBUSA W TEXHOJOTUYHU MPEIU3BUKATEIICTBA Ha

TYPUCTUYCCKUTE NPCANIPUATHA U ACCTUHALIUNU B B’bJ’IFapI/IH.

IIpeaMer Ha M3CIIEBAHETO € MAPKETHHIOBOTO YIIPABJICHUE IIPU BHEJIPSABAHETO HA MHOBALUU
B TypU3Ma — HOBU U YCBHBBPIUCHCTBAHU IPOAYKTU U YCIYTH, JUTMTAIHA U TEXHOJOTHMYHU
peuIeHusA, OPraHU3alMOHHU IPAKTUKA W MAPKETUHIOBH IIOAXOAM, KOUTO IIOAIIOMArar
[IOBUIIIABAHETO HA KOHKYPEHTOCIOCOOHOCTTa M YCTOWYMBOTO pa3BUTHE HA TYPUCTHUECKUTE

JCCTHHAIIUH.

4. Hay4yHu NpMHOCH M HAYYHH Pe3yJTaTH

HayuynaTra 3HAa4YMMOCT W MNPHHOCHBT HA HACTOSAIIOTO M3CIEABAHE CE€ H3pa3siBaT B
CUCTeMAaTHU3HPaHETO U 000TaTsABaHETO HAa TEOPETHUUYHUTE MOCTAHOBKH, CBBP3aHU C POJISITA HA
MAapKeTHHIOBOTO YIpaBjeHHMe TpU BHEIPSBAHETO HAa MHOBAIMM B Typu3Mma. B Tpyna ce
pa3paboTBa KOHIIETITyaTHA paMKa, KOSTO WHTETPUPA OCHOBHUTE MPHUHIIMIA HA MAapPKETHHTA U
WHOBAITMOHHUS MEHHJDKMBHT, KaTro ce neduHupar (HakTOpHUTE, YCIOBHATA U KPHUTCPHUHTE,
BIUSICIIM BBPXY €QPEKTUBHOCTTA HA HWHOBAIIMOHHUTE TIPOLECH B TYPUCTHUECKUTE
OpraHH3aIliH.

Nzcnenpanero gonpuHacs ¢ GOPMUPAHETO HA eMNUPHYHA 0a3a, OCHOBaHA Ha PE3yJITATHTE
OT MPOBEJICHN AHKETH W MOJYCTPYKTYPHPAHH MHTEPBIOTA ChC 3aMHTEPECOBAHU CTPAHH —
MIPEJICTABUTENM HA TYPUCTUYECKH TPEINPUSITUS, HMHCTUTYIIMU U eKclepTH B obiactra. Upes
nanpaserust SWOT ananmu3 ce pa3kpuBar KIFOUOBUTE MPEAUMCTBA, CI1a00CTH, Bb3MOKHOCTH
W 3aIUTax¥, CBBP3aHU C MPUIATAaHETO HA WHOBAIMH B OBITAPCKUS TYPUCTUYCCKH CEKTOD,
KOETO JaBa BBH3MOXKHOCT 3a H3BEXJaHEe Ha O0OCHOBAaHHM W3BOAM W HACOKH 3a ObIemu
HA3CJIEIBAHUA.

IIpakTnyeckaTa 3HAYMMOCT HA JUCEPTALMOHHHS TPYI C€ MPOSBSIBA B M3TOTBSHETO Ha

KOHKPETHH NPENOPbKH M YNPABJIEHCKH HACOKM 32 YChbBBPUICHCTBAHE Ha MHOBALlMOHHATA
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NOJUTHKA B Typu3Ma. Te morar na ObJaT NPUIOKEHHM KAaKTO OT IbP)KaBHU U MECTHH
MHCTUTYLMU NpU pa3padOTBAHETO HA CTPATETMYECKU OKYMEHTH, Taka U OT TYPUCTUUYECKU
NPEANpUATUS. W TypoIlepaTOpyd IIpU IUIAHUPAHE M pealu3upaHe Ha MHOBALMOHHU
nHunuaTtuBy. [lonydeHnTe pe3ynratu MMar NOTEHLHAN @ MOAIOMOTHAT M3IPaXXJAaHETO Ha

KOHKYPEHTOCIIOCOOHA U YCTOWUMBa TypucTHYeCKa cpea B beiarapus.
Hayunmu pe3yaratu ot u3cijieIBaHeTO:

Pe3y.]'ITaTI/ITe OT TOBa MPOYYBAHE LCJIAT Aa IIOKa)KaT, Y€ MAPKETUHTIOBHUAT MCHUP)KMBHT UI'pac
peuiaBaila poJjiii 3a YCIICIIHOTO IMpWjIaraHe Ha MHOBAIIMUTC B TypH3Md. Toma e Taka, 3al10TO
MCHHUUKMBHTBT OTTOBAps 3a I/IIIGHTI/I(bI/H_[I/IpaHeTO H YIOBJICTBOPABAHCTO Ha HOTpGGHOCTI/ITe u
OYaKBaHHATA HA KIIMCHTUTEC, KOCTO € OT ChIICCTBCHO 3HAUYCHUC 3a YCIICIIHOTO BHCAPSABAHE HA
HMHOBAILINUTC. HpOY‘IBaHCTO YCTAHOBHU CBINO TaKa, Y€ IMPUJIAraHETO HA MHOBAIIUU B TypHU3Ma
MOJKC Ja IIOMOTHC Ha OPraHu3alluruTC Ida OTIrOBOPAT no-ﬂ06pe Ha HY>XXIUTC 1 OYaKBAHUATA HA

KIIMCHTUTC U J1a I10JIY4aT KOHKYPCHTHO IPCAUMCTBO.

Pesynrarure oT TOBa IpoyuBaHe MOKa3BaT, y€ €)EKTUBHOTO YIIPABJIEHUE HA MAPKETUHIA € OT
CBIIIECTBEHO 3HAYECHME 32 HAChPYaBAHE HA HHOBALMWTE M CTUMYJIHMPAHE Ha pacTexka B
TypucTudeckara HHAycTpusa. KaTo Bb3npueMar IpOAaKTHMBEH U aJalTHBEH IOIXOJ,
MapKETUHTOBUTE MEHUKBbPU MOTaT Ja UAECHTUPUIMPAT Bb3MOKHOCTUTE 33 MHOBALMU U 14
pa3paboTAT cTpaTeruu, KOUTO JAa OTTOBApST HAa IPOMEHSIIUTE C€ U3UCKBaHUS HAa KIIMEHTUTE U
nazapHute yciaoBus. ChTpyAHMYECTBOTO U MAPTHHOPCTBATa MEXAY 3aMHTEPECOBAHUTE
CTpaHM CBIIO Morar Ja ObJaT OT ChIIECTBEHO 3HAYCHME 3a HAChbpUYaBaHE HA MHOBALMUTE U

OCUTYpsIBAHC Ha YCTOIZQHBOCT Ha OoTpachbJia.

5. Merox0/I0TMYHA paMKa Ha U3CJIeIBAHETO
IlocTuranero Ha mocTaBeHaTa IeJ1 M JOKa3BaHETO Ha H3ClIeJoBaTelIcKaTa Te3a W3HMCKBAT
WHTETPUPAH MOJX0J, KOUTO 00eqNHsIBAa KAYECTBEHU U KOJIMYECTBEHU METOJM, OCUTYPSBAIIU
KOMILJIEKCHA OIl€HKa Ha MPOIIECUTE HAa MHOBAIIMOHHO PAa3BUTHE U MAPKETHHTOBO YIIpaBIEHUE
B Typusma. M3cnenBanero ce Oa3upa Ha NPUHIMIMTE HA HaydyHaTa OOOCHOBAHOCT,
HAJIeKJAHOCT U BB3IMPOU3BOAMMOCT, KAaTO AKUEHTHT € MOCTaBEH BbPXY IMPHUIOKUMOCTTA Ha

pe3yATaTUTE 3a NPAKTUKATA HA TYPUCTUYECKUTE TIPEATIPUATHS.

6. OCHOBHM OTpAaHMYCHHS B M3CJICABAHETO:
e EMOupuuHOTO M3CJeNBaHE € MOCTAaBEHO BHB BpPeMEBH OrpaHHYeHUs] — TEepuoj Ha

IMPOBEKAAHC OT FOJIM 0 aBryCT 2025 roguHa. ToBa BPEMCBO OTPaHUYCHHUEC MOXKE J1a HC
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YJIOBH HO-ABITOCPOYHM TEHICHLNU UM €(PEKTH, CBbP3aHU C MHOBAL[MUTE B TYPU3MA.
Ce30HHOCTTa Ha TypUCTHYECKaTa JIEHHOCT U MKOHOMHYECKUTE KOJIeOaHUsI MOTaT Ja
MOBJIMSISIT BbPXY OLIEHKHUTE U CTENIEHTA Ha Bb3IIpUeMaHe Ha nHoBauuure. [lopaau Toa
pe3yJsITaTUTE CclelBa J1a C€ pas3IVIeKJaT KaTO MOMEHTHA CHHUMKA, a HE KaTo TpalHa
TEHICHLINS.

@oxyc Ha aHa/JAM3a - HACTOALIOTO H3CIEABAHE paslVieK[Ja IPHUIAraHeTo Ha
MHOBAIlMMTE B TYypU3Ma U3KIIOUUTEIHO OT TJIeHA TOYKAa HA MAapKETHUHIOBUS
MEHHJDKMBHT. TOBa orpaHnyaBa Bb3MOXHOCTTA 3a IUIOCTHO pa3OupaHe Ha Temara,
THh KaTo acleKTUTE, CBbP3aHH C JIPYTU YIPABJICHCKUA W OPraHU3alUOHHU (YHKIIWH,
ocTaBaT M3BbH OOXBaTa Ha aHaiu3a. BeIOpeku ToBa H3CIEIBAHETO IOAYEpTaBa
3HAYEHUETO HAa MAPKETUHIOBHMS MEHUUKMBHT 3a BHEAPSBAHETO HA MHOBALIMM, KATO
pa3kprBa Kak TOW JONpUHACS 3a I0-I100pOTO YJIOBJIETBOPSIBAHE Ha HYXAUTE U
OYAKBAHMATA HA KJIMEHTUTE U OCUTYPSIBAHETO HA KOHKYPEHTHO MPEAUMCTBO 3a
OpraHu3anure. 3a IOCTUIAaHETO Ha HO-IUIOCTHO pa3dupaHe ca HeoOXOAUMH
JOIBIIHUTEIIHU H3CJIEBAaHUSA, KOWTO Ja pasriefaT WHOBALMOHHMS IpoLec B IO-
LIMPOK KOHTEKCT, BKJIFOUBAIL PA3JINYHU OPTaHNU3ALlMOHHU U BHHIIHU (aKTOpH.

Ta3u pa3paboTka ponpuHacs KbM ChIIECTBYBalllaTa JUTEpaTypa 3a MAPKETUHIOBHS
MEHUPKMBHT U MHOBAlIUUTE B TypUCTHUYECKaTa MHAYCTpUS, KaTo JlaBa IpejacTaBa 3a
poisiTa Ha MAapKETHMHIOBUS MEHWKMBHT 3a HAcbpyaBaHE Ha MHOBALIMHUTE U
CTUMyJUpaHe Ha pacTeka. OrpaHHYEHUsITa Ha TOBa M3cle/BaHe oOaye BKIIIOYBAT
pa3udTaHETO Ha BTOPUYHU H3TOYHUIIM HA JAHHM M OrpaHUYeHUs oOXBaT Ha
aHAJIM3UpPaHUTE Kazycu U npumepu. HeoOxonumu ca TOMBIHUTENHU U3CIEIBAHUS 32
MOTBBbPXK/AABAHE HA XHUIOTE3UTE€ M MPENOPbKUTE, NPEACTABEHH B HACTOSLIUS
JOKYMEHT.

WHCTUTYIIMOHATHYM OrpaHUYEHMs] - OTpaHMUYEHUSTa MPOU3TUYAT W OT pa3jinyHaTa
OpraHu3alOHHA KYJITypa U YIpaBJIeHCKa 3pAJIOCT Ha H3cielBaHUTe 00ekTH. Hact oT
PECIOHJECHTUTE MPEJCTABIABAT MAJIKU M CPEIHU MPEANPHUSATHS C OTPAaHUYEH JIOCTHII
no (uHaHCHpaHe M MHOBAllMOHHM IMPOTpPamMH, KOETO BOJAM 1O IO-HUCKM HHUBA Ha
TEXHOJIOTUYHA MHTerpanus. ToBa cieaBa Ja ce OTYETE INPU THIKYBAHETO Ha
pe3yaTaTtuTe, 0cOOEHO B KOHTEKCTa Ha CPABHEHUSATA C TIO-TOJIEMH XOTEJICKA BEPUTH.
I'eorpadckn 06xBaT — aHAMM3BT ce (OKYCHpa OCHOBHO BBPXY TYPHUCTUUECKUTE
O0CKTH W JeCTHHAIMM B bbarapus, Karo 4YyXAECTpPaHHHUAT ONUT € H3MOJI3BaH

MMPECAUMHO 3a CPABHUTCIIHU LCJIN U U3BCKIAHC Ha )IO6pI/I IMPAKTHUKHU.
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e (OOxBaT Ha EMIUPUYHHUTE JAaHHU — U3CJIEIBAHETO CE€ OCHOBABA HAa aHKETHO MPOYYBaHE
cpea 113 pecrioHAEHTH U UHTEPBIOTA C €KCIEPTH, KOETO OCUTypsiBa IIPEJCTABUTEIIHA,
HO OrpaHu4eHa U3BaJIKa.

e MeronuyecKku OrpaHUYEHHs - AHKETHUAT MHCTPYMEHT pa3yuTa IPEJIUMHO Ha
CaMOOLICHKH U CyOEKTHUBHU BB3IPUATHS HA PECHOHJCHTUTE, KOETO MOXE J1a JIOBEJE
70 COIMAJIHO JKeNlaTenHH oTroBopu. M3pagkata BkmouBa 113 yuacTHMIM, KOETO
OrpaHHYaBa BB3MOXKHOCTTA 3a CTATHCTUYECKA PENPE3CHTATUBHOCT HA PE3YJITATUTE.
Jlurcata Ha MO-IUMPOK reorpad)CKu M CEKTOPEH O0OXBaT HE I03BOJSABA ITBJIHO
0000IaBaHe Ha PE3yNTATUTE BHPXY BCHYKH BHJIOBE TYPUCTHYECKH MPEINPUATHS.
Brrpekn TOBa NpUIIOKEHUTE METOAM Ha TPHUAHTYJAlMs (AaHKETHpaHe, UHTEPBIOTA U
aHaJIM3 Ha JIOKYMEHTH) OCUTYpPSBAT JIOCTaThUHA HAAEKIHOCT M BaJIMIHOCT 3a LEJINUTE

Ha n3CICaABaHCTO.

Biausinne BbpXy HHTEpIpeTAUMATA HA pe3yJITaTHTe

['openocouenute orpaHuveHHs HEe OOE3CHJIBAT HANPaBEHUTE W3BOJU, HO OrPpaHMYaBaT
CTeMleHTa Ha TAXHOTO o0o0maBaHe. Pesynratute cieaBa Ja ce pasmiexaar Karo
HHIMKATHBHU M NMPWJIOKUMH B KOHTEKCTa HA ObJTapcKusi TYPUCTHYECKH CEKTOP, a He
KaTO YHUBEPCAIHU 332 BCUUKHU BUIOBE I€CTUHALIMH.

Borpeku mocodyeHuTe orpaHUYCHUs], TPUIIOKEHATA METOAOJIOTHS TapaHTHpa BHCOKAa CTEIEH
Ha JIOCTOBEPHOCT M aHAJIUTUYHA IbJIOOYMHA Ha pPE3ydTaTUTE, KaTo NMPEeAOoCTaBs CTaOMIIHA
OCHOBa 3a W3BOJU M MPEMOPHKH OTHOCHO MOMOOpSBAaHETO Ha WHOBAIMOHHATA JEHHOCT B

Typu3Ma U YKpPCIIBAHCTO HA POJIATAa Ha MAPKCTUHTOBOTO YIIPABJICHHUE B TO3U ITPOLIEC.

7. W3TOYHMUM HA HH(OPMAIIMOHHO OCHTypPSIBaHe

Nndopmanronnara 06a3za Ha JUCEpTAllMOHHUA TpyA ce ¢opMupa Ha OCHOBaTa Ha

pa3HoOOpa3sHU M3TOYHHUIIM M PECYPCH, KOUTO OCHIypsBaT HeoOXxonumaTa TEOpeTHYHa H
eMIUpHYHa 0O0CHOBAHOCT:

o Hayuyna suTeparypa — MoHOrpaduu, COOPHUILIM, CTATHH U AUCEPTAILIMH HA OBJITApCKU

U 4YyXKIEeCTpaHHHM aBTOpU, CBBpP3aHU C TMpoOieMaThkara Ha HHOBALIUHUTE,

MapKEeTHHIOBOTO YIPABJICHUE W PAa3BUTHUETO HA Typu3Ma. Te3u TpyaoBe MPeaoCTaBAT
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TEOpeTUYHATa pPaMKa, BBPXY KOSATO C€ M3TrpakAaa MOJENbT Ha HMHOBALIMOHHO
OPHEHTUPAHO MAPKETUHTOBO YIPaBIICHUE.

HopMaTuBHa M cTpaTernyecka paMKa — 3aKOHH, [10/13aKOHOBH HOPMAaTHBHH aKTOBE
U CTpaTerMyeckd JOKYMEHTM Ha HAIMOHAJIHO U €BpPONEHCKO HHBO, Kacaellu
TYPUCTUYECKHSI CEKTOP ¥ MHOBALIMOHHATA JICHHOCT.

CraTucTHYeCKH U3TOYHUIM — U3MOJ3BaHU ca opuuumannu aanHu Ha HanmonamHus
CTaTUCTHYECKH HMHCTUTYT, EBpocrar, CBeTOBHaTa TypUCTHYECKa OpTraHU3aIHs
(UNWTO) u CseroBuus chbBeT 1Mo TypusbM U mbTyBanus (WTTC). Te npegocTaBst
KOJINYECTBEHAa OCHOBA 3a aHAJIW3 Ha TEHJEHIMUTE B DPA3BUTUETO Ha TypHU3Ma U
BJIMSIHUETO HA MHOBAIIMUTE BBPXY CEKTOpa.

Joknaam w aHadu3M — nyOIMKanmMM Ha MEXKIYHApOJHUW  OpTaHU3aIHH,
HENPaBUTEJICTBEHU CTPYKTYPH U MPO(ECHOHAIHU TYPUCTUYECKU aCOLMALIUU OTHOCHO
TEH/ICHIIMUTE U NEPCIIEKTUBUTE 3a pa3BUTHE HAa TypU3Ma.

IIbpBUYHN eMIUPHYHU JAHHH — OOXBAIIAT PE3yITATUTE OT MPOBEIECHOTO AaHKETHO
npoyuyBane cpen 113 pecnoHAeHTH (TYpUCTH | CIEHUAIUCTH), KAaKTO H OT
IbJIOOYMHHM MHTEPBIOTa C EKCHepTH B o0JlacTTa Ha TypuU3Ma W MAapKETHHIa.
CnOpanara uHpopmanus JONPHHACS 32 OOEKTHBHA OLICHKA HA PEaTHOTO MPUIIOKEHUE
Ha MHOBAIIMUTE U 32 OTIPEJICIISIHE Ha 3HAYMMOCTTA Ha OT/ICIIHUTE KPUTEPHUH.
CoOcTBeHn pa3padoTkMm — B paMKHUTE Ha JUCEPTALMOHHMS TPYA Ca H3TOTBEHMU:
cucTeMaTHh3alys Ha KpUTEpUU 3a OlleHKa Ha HMHOBAIMUTE B TypU3Ma, IpaduyuHO
NpEJCTaBIHE Ha pe3ylaTaTuTe OT eMHUpu4yHoTo usciensaHe, SWOT ananu3 Ha
CEeKTOpa M MOJIeJI Ha WHOBAIIMOHHO OPWUEHTHPAHO MApKETWHTOBO yIpaBieHue. Te3u
€IIEMEHTH TIPEJICTABIISIBAT OPUTHHAIECH MPHHOC KBM TeMaTa W JIOTIPUHACAT 3a

HUHTErpanusiaTa MKy TCOPUA U IIPAKTHUKA.
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II. CTPYKTYPA U CbABPKAHUE HA JTUCEPTALIMOHHMUSA TPY [

1. Crpykrypa Ha JUCepTALIMOHHMS TPY]

CtpykTypa Ha JaucepTaliMOHHUS Tpyd JlUcepTanMOHHHUAT TPyd € CTPYKTypHUpaH B
CHOTBETCTBUE C TIOCTABCHHUTE LEJIU W 33Jaud, U30paHus IpeaAMeT U o0eKTa Ha H3CIICABAHE.
HeroBust o6em e 268 crpanunu, ot kouto 12 ctp. yBoa, N3n0XKeHHe (OCHOBEH TEKCT) B TPH
rIaBu — 228 c1p., 3aKiIr04YeHue — 6 cTp., COMCHK Ha W3IMOJI3BaHaTa juteparypa — 19 crp. u

npuiIoKeHus — 3 ¢Tp. B ocHOBHUS TeKCT ca minroctpupanu 39 ¢urypu u 12 Tabnuim.

2. Cbabp:kaHue Ha IUCEPTALMOHHMSA TPY/

YBOJI

I'nmaBa mbpBa

MAPKETHUHI', UTHOBALIMU U YIIPABJIEHUE HA MAPKETHUHI'A

1.1 Bp3HHUKBaHE U UCTOPUYECKO PA3BUTHE HA MApPKETUHTa B TypU3Ma

1.2. CpmHOCT, ChaBbpPXKAHUE U OCOOCHOCTH Ha MAPKETUHTA B TypU3Ma

1.3. Anayim3 Ha CHIIECTBYBAIIH U3CIICABAHUS

1.4. YopaBrieHnue Ha MapKeTUHTA B [1a3apHaTa MKOHOMUKA

1.5. HoBa1uu B TypUCTUYECKHUS CEKTOP — CHIIHOCT, BUJIOBE U 3HAUECHUE

1.6. Cuneprust MeXIy MapKETHHIOBUSI MEHUIKMBHT U HHOBAIIMOHHUTE MPOLIECH B
TYPUCTHYECKHUSA CEKTOP

I'naBa BTOpa

CHBPEMEHHHU TEHAEHIIMA B UTHOBAIIMOHHATA JEHHOCT B TYPU3MA
2.1. lnoBaiuu B TyporiepaTopckara JIeHHOCT

2.2. lHoBarmmoHHa JIEHHOCT B PECTOPAHTHOPCTBOTO

2.3. lHOBaItmoHHa JIeHOCT B XOTEJIUEPCTBOTO

2.4. BUCOKOTEXHOJIOTHYHUTE WHOBAIIUH, IPHIIOKEHUETO UM B XOTEITHEPCTBOTO

U TIPUMEpPH 3a J0OpU MPaKTUKU

2.5. lHOBaruuTe B Typu3Ma Ha HUBO JIECTHHAITUS

I'naBa Tpera

IHOJOBPABAHE HA IIPEKUBABAHUATA HA TYPUCTUTE YPE3 NTHOBAIIUHN
B XOTEJIMEPCTBOTO B BbJII'APUSA

3.1. Kputepuu u MeToid Ha EeMIUPUIHOTO U3CIICABAHE

3.2. KOHHGHTyaJ'IHI/I U METOAOJOTMYHN OCHOBH Ha EMITMPUYHOTO U3CJICABAHC

3.3. AHanu3 Ha NMpUJIaraHeTo Ha MHOBALMUTE B TYpUCTHYECKH 00eKTH B bbarapus

3.4. Ananmu3 u 00001IeHIEe Ha PE3YATATUTE OT EMITUPUIHOTO U3CIICIBAHE

3.5. TexHOJIOTMYHH MPEMTUCAHUS TIPU TPUIIOKEHUE Ha HHOBAI[MUTE B TYpU3Ma

3.6. Bp3aMokHOCTH 32 1MMO100psiBaHEe HA HHOBAIIMOHHATA JICHHOCT B Typu3Ma B bbirapus
3.7. IlpenopbKH 3a yChbBBPILICHCTBAHE HA MHOBAIIMOHHATA JIEMHOCT B TYpU3Ma
3.8.ABTOpPCKHM MOZIET HA MHOBAITMOHHO OPUEHTUPAHO MAPKETHHTOBO

yIIpaBJI€HHUE B TypU3Ma
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3akir0ueHune

H3nos3Bana Juteparypa

Mpuaoxennst

Ipunoowcenue Ne 1. AHKeTHA KapTa 3a OIlEHKA HA MPUJIOKEHUETO HAa NHOBAI[UUTE
B TypU3Ma

Ipunoocenue Ne 2. Bbpocu 3a HHTEPBIO ¢ TYPUCTHYECKH CIICIIUATHCTH
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I11. CHUHTE3UPAHO U3JIOKEHUE HA JTUCEPTAIIMOHHMUSA TPY [

I'JIABA ITbPBA

MAPKETHUHI', THOBAIIU U YIIPABJIEHUE HA MAPKETHUHI'

IIbpBa raaBa, o3ariaBeHa ,, MapkeTHMHI, HHOBALIMM M YNpaBJieHHEe HA MapPKETHHI
MOCTaBsl KOHLIENTyalHaTa 0a3a Ha M3CleABaHETO. B Hes ce pasriexigaT eBOJOLUATa Ha

MAapKCTHHI'OBOTO YIIPABJICHUEC U HETrOBaTa poJjid B MOACPHATA HKOHOMUYCCKA CUCTCMA.

B mbpBaTa rjaBa aBTOPHT IIOCTaBA TCOPECTUYHATAa OCHOBAa Ha TpyHdd, KAaTO H3CICABA
KOHICIITYAJIHUTC B3aUMOBPB3KH MCKAY MAapKCTHUHIAa U MHOBALIUUTC. Ta3m rimaBa He IIpoCTO
,Z[e(i)I/IHI/Ipa IIOHATHATA, a U3I'paKJa TCOPCTUYHA paMKa, YpE€3 KOATO CC pa3KpHBa MACTOTO Ha

MapKETHHI'OBOTO YIIPABJICHUEC B CTUMYJIMPAHCTO HAa MHOBALIUU B TYPUCTUUYCCKATA NHAYCTPHUS.

B Touka 1.1 ce pasriexna Bb3HUKBAHETO U UCTOPUYECKOTO Pa3BUTHE Ha MApKETHHIa B
TypusMa. JlaieHu ca pa3jInyHu ONPEEICHUS Ha IIOHATUETO MAPKETHHT CIIPSIMO BOJCIUTE
n3cienosarenu no remMara @. Korsp, I1. Jlpakbp 1 Apyru aBTOPUTETH, KOUTO Pa3TIIEKAAT

HHOBAIUUTE KATO ABUIATC]I HA MAPKCTUHI'OB UKOHOMUYCCKHU IIPOTrpecC.

I/I3BOILT>T, KOHTO ABTOPBT MHpaBH OT Ta3duh TOYKA, € Y€ CBOJIOOUATA Ha TYPHUCTHUYCCKUS
MAapKETHHI' IIO0Ka3Ba, Y€ HETOBOTO Pa3BUTUC HE € J'IPIHefIHo, a OTpa3dBa JUHAMUYHO
B3aHMOJICHCTBHE MCKAY TCXHOJIOTHYHUTC HMHOBAIIUU, COIMMAJTHUTC IIpOMCHHA n
NKOHOMHYECCKHUTEC q)aKTopI/I. B T031 cMuChHI MApKCTHHI'BT B TypHU3Ma CJICJBa Ja CC pa3rjicxkia
KaTo aJallTUBHA YIIPpAaBJICHCKa CHUCTCMaA, crocobna Aa HHTErprupa HOBHU TCEXHOJIOTHUU H

conyaiHu TCHACHIMH 3a ITOCTUTaHC HAa YCTOIZHHBO KOHKYPCHTHO IPpCAUMCTBO.

B Touka 1.2 ce pasriexna ChUIHOCTTA, ChABP)KAHUETO M OCOOCHOCTUTE HAa MapKETHUHIa B
Typusma. To3u paszznen uMa 3a 1en Ja AeduHupa KOHIENTyaJlHaTa paMKa Ha MapKeTHHra B
Typyu3Ma 4Ype3 CHUCTEeMaTH3MpaHEe Ha HErOBUTE€ OCHOBHM XapaKTEPUCTUKU U YIPABIECHCKU
(GYHKIIMM B KOHTEKCTa Ha WMHOBAIIMOHHOTO DPAa3BUTHE Ha ceKkTopa. B Hes ce pasriexaar
YHUKQJIHHUTE XapaKTEpPUCTUKH HA MapKETHMHra B TYypU3Ma, KIIOYOBUTE KOMIIOHEHTH Ha
MapKETUHTOBUS MMKC B KOHTEKCTa Ha TypuU3Ma, KakTO W IpEeAU3BUKATEICTBaTa |

BB3MOXXHOCTUTE, TMpeJ KOWTO Cca HW3IPABEHUM MAPKETOJO3UTE B TypH3Ma IpH
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MOMYJISIPU3UPAHETO Ha JAECTUHALMU, MPOAYKTH M TMPEKUBSIBAaHUS Ha pPa3iHYHU LEJIEBU

rasapu. H?)BGI[CHI/I Cca OCHOBHH q)yHKLII/II/I Ha Ha MApKCTUHTOBHUA MCHU/[’KMBHT.

@ur. 1.1 OcHoBHYM (PYHKIMH HA MAPKETHHTOBUS MEHUIKMBHT

MapKeTUHroB MEHUAXKMbBHT

' ' '

lMpoyyBaHe Ha CermeHTMpaHe Ha TapreTupaHe Ha
nasapa notpebutenute ueneswu rpynu
MosuumoHupaHe

YnpasneHne Ha
B3aMMOOTHOLLEHMATA
¢ knnenTtute (CRM)

@ur. 1.1 wnmocTpupa B3aUMOBPB3KUTE MEXAY OCHOBHUTE (DYHKIIMHM HA MAapKETUHIOBUS
MEHUKMBHT. HauanHara Touka € mMpoy4BaHETO Ha Ma3apa, KOETO OCUTypsiBa HH(pOpMalus 3a
NoTpeOUTENCKUTe Harjgacu M TeHJIeHIMH. Ha Oazata Ha Te3M JaHHU ce M3BBpLIBA
CerMEHTHpaHE Ha MOTPEOUTENINTE U TapreTUpaHe Ha IEeNIeBU I'PYyNH, KOETO IMO3BOJIsBA Ha
TYPUCTUYECKUTE OPraHM3aluy J1a HAco4YaT YCWIMATAa CH KbM HaW-TIOAXOJSALIUTE KIMEHTH.
CrnenBaiata CThIIKA € TO3UIMOHUPAHETO, KOETO ONpPEeNsl YHUKATHOTO MACTO Ha MPOAYKTa
WIM JEeCTHUHALMATA Ha Na3zapa. Bcuuku Te3n AEMHOCTH ce MHTETpUpaT B YNPABICHUETO Ha
B3auMOOTHouIeHusATa ¢ knueHTuTe (CRM), KoeTo nma 3a 1en u3rpaxaaHe Ha JIbJITOCpPOYHa

JIOATHOCT U KOHKYPCHTHH IPEANMCTBA.

B Tta3u touka ca OnmpeaAcCJICHN U OCHOBHUTC XAPAaKTCPUCTUKHU HA TYPUCTUUCCKHA MApPKCTHHT,

KOWTO BKJIFOYBAaT CETMEHTHPAHE, TapreTHupaHe, NO3WLHUOHUpPAHE, AKLIEHTHpPAaHE BBPXY
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NpEeXKUBABAHUATA W IICPCOHATIMU3AIMA, KAKTO H B3aMMOBPB3KaTa MCEXKAY MAapKCHUIKA B

TypHA3Ma U UHOBALIUUTE.

B touka 1.3 e HanpaBeH nperJie]] Ha MApKETUHIOBUS. MEHUJDKMBHT B KOHTEKCTA Ha Ma3apHara
UKOHOMMKA. Tol ce ppKOBOAM OT NMPUHIUIM KAaTO OPUEHTAIMsl KbM KJIMEHTA,Ch3/aBaHe Ha
CTOMHOCT, CETMEHTHpAHE Ha Ma3apa, TapreTUpaHe U NO3ULUOHUpPAHE. YIPaBICHUETO Ha
MapKeTHHIa BKJIIOUBA IPOLieca Ha IJIaHUPAaHE, OpraHU3MpaHe, U3IN'bIHEHUE M KOHTPOJ Ha
MapKETUHIOBUTE JEHHOCTH 3a IOCTUraHe Ha OusHec nenure. B ycnoBusita Ha maszapHa
MKOHOMHKA MAapKETHHIOBUAT MEHU/KMBHT € OT peIIaBallo 3HaueHHe 3a Ou3Heca, 3a Ja
OCTaHE KOHKYPEHTEH M IeuenuBlI. TOM BKIIOYBA aHAJIM3 Ha Ia3apa U ONpEIeisHE Ha
MOTPEOHOCTUTE HA KIIMEHTHUTE, pa3paboTBaHe HA MPOAYKTU WM YCIYTH, KOUTO J1a OTTOBAPST
Ha Te3M NMOTPEOHOCTH, TSXHOTO MOIXOISIIO [IEHOOOpa3yBaHe U MOIMYJISPU3UPAHETO UM Cpell

IIOTCHIUAJIHUTEC KJ'II/IE':HTI/I.1

CHGI{OB&TGHHO, e(l)eKTI/IBHOTO YIIPAaBJICHHUEC Ha MAPKCTUHIra B CbBBPCMCHHATA IIa3apHa
HMKOHOMHMKA HEC MOXKCE Ja 6’[),[[6 PasricKaaHo U30JIUPAaHO OT MHOBAIMOHHUTE IMPOLECHU, KOUTO
TpaHC(bopMI/IpaT TYPUCTHYCCKUTEC NPOAYKTH, MA3APpHUTEC MOACIIN U B3aUMOOTHOLICHUATA C

KIIMCHTHUTC.

B Touka 1.4 ce pa3riexnar HHOBaLlMUTE B TYPCTHUYECKUAT CEKTOP, KATO CHIIHOCT, BUAOBE U
3HaueHue. IIpenocraBeH € aHanM3 HA 3HAYCHMETO HA MHOBALMWTE 3a PAa3sBUTHUETO Ha
TypUCTHYECKaTa MHJYCTPHs U Ca W3CIICIBAHM BHUJIOBETE MHOBALMHM, KOUTO WUIPAST KIFOYOBA
poast B NOJOOpPSBAHETO HA TYPUCTHUUECKUTE NPOIYKTH M YCIyrd. B TO3M KOHTEKcCT
MHOBAaLlUUTE CE€  pasrjexaar, Karo OCHOBEH JBUIarel 3a I[IOBHUINABAHE  Ha
KOHKYPEHTOCIIOCOOHOCTTa Ha TYPUCTUYECKUTE OpraHM3allHi, KAaKTO U 3a OTroBapsiHE Ha
HapacTBALUTE W MPOMEHSIIN C€ HYKIU Ha TypucTUTe. Ta3u Touka € (OKycupaHa BbpPXY
HAKOJIKO OCHOBHU THUIIA WHOBAlLMM, BKJIIOYUTEIHO TEXHOJIOTMYHU MHOBALMH, KaTo
JUTUTAIA3A0UsA M aBTOMAaTH3alus Ha IPOLECUTE, MHOBALUU B IPOAYKTOBUTE U YCIYTHTE
MpENIOKEHUs, KaKTO M OpraHMW3allMOHHU WHOBALlMM, HAcOYEHHM KbM NOJ00psiBaHE Ha
e(eKTUBHOCTTa M YCTOWYMBOCTTa Ha TypUCTHUECKHTEe KoMmaHuu. CrenuaieH akleHT e
IIOCTaBEH BbpPXY 3HAYCHUETO HA YCTOMYMBUTE MHOBALIMH, KOUTO C€ CTPEMSAT Ja MUHUMU3UPAT

CKOJIOTUYHHA OTHCUYATHK HA TypuU3Ma U Oa Cb3AadaT IMO-3CJICHU U YCTOﬁqHBH TYPUCTUYICCKU

! Foss, N.J. and Laursen, K. (2005) ‘Managing the link between firm capabilities and technology policy to create

market value’, Journal of Management Studies, 42(8), pp. 1589-1610.
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NpakTUKU. ObocHo8Kama 3a pas2nexicoanemo Ha uHosayuume 6 masu 4acm ce 0CHO8A8A Ha
HyJcoama —om — aoanmupane HA ~ MYPUCMUYECKUMe  Op2aHu3ayuu KoM  HOGUME
npeou3suUKamencmed, Kamo 2100a1u3ayusama, UsMeHeHuemo Ha Kiumama u Hapacmeawama
oueumanuzayusi Ha yciayeume. VIHOBanuuTe B TypH3Ma ca OT CBUIECTBEHO 3HAu€HHE 3a
rapaHTHpaHe Ha JIBJITOCPOYHO PA3BUTHE M KOHKYPEHTHO HpPEIUMCTBO B €1Ha OBpP30
pasBuBalla Cce W JAWHAMUYHA HHAYCTpUA. Te BIMAAT INPAKO BBPXY MapKETUHIOBOTO
YIPABICHHUE, KATO IPOMEHAT HayuHa, II0 KOWTO OpraHU3alUUATE Cbh3JaBaT CTOWHOCT,
KOMYHHUKHUPAT C KIMEHTUTE M OPraHU3HpaT CBOUTE YCIyrd. Tasum B3auMOBpB3Ka MEXIY
MapKETHUHIOBUTE CTPATETHH U BHEIPSABAHETO HA WHOBALUM IPEICTABIIABA OCHOBEH aKILICHT B
eMIUpUYHOmMO u3cieosane, NPEICTaBEHO B mpema 2nasa. B Hes ce aHanu3upar pealHuTe
MIPaKTUKU U Harjacu Ha TypUCTHUECKUs OM3HEC B bbiirapus mo OTHOLIEHHE HA BbBEXKIAHETO
Ha MHOBAlUHU, KAaKTO M OTPAXEHUETO MM BBPXY YIOBJICTBOPEHOCTTA HA TYPUCTUTE U

e(l)eKTI/IBHOCTTa Ha MAapKETUHI'OBOTO YIIPABJICHUC.

B 3aki04eHne Ha bpBa IaBa MOXe Ja ce 0000IIM, Y€ MAapKeTHHI'bT, YIPABICHUETO HA
MapKEeTUHTa W MHOBAI[MUTE Ca B3aMMOCBBP3aHU EIIEMEHTH, KOMTO (OpPMHUpAT OCHOBATa Ha
YCHEWIHOTO pPa3BUTUE Ha TypUCTUYECKaTa HMHIYCTpUs. TeopeTHYHUTE IOCTAHOBKH SICHO
NOTBBPKAABAT, Y€ NHOBAIIMUTE HE Ca €THOKPATEH aKT, a IOCTOSIHEH IpolLec, KOWTO 0OXBalla
pa3IMYHU acCHeKTH — OT pa3paboTBaHEe HAa HOBU IPOAYKTH MU YCIYTH, Ipe3 BbBEXKAaHE Ha
JUTUTATHU TEXHOJIOTWH, JIO0 YCHBBPIICHCTBAHE HA MAapKETHMHIOBUTE CTPAaTEerMu U
OpraHM3alMOHHU NMpakTUKU. ChllleBpeMeHHO O€ MmoguepTaHo, ye e(EeKTUBHOTO YNpaBICHHE
Ha MapKeTHHIa € KJIIYOB KaTalu3aTop 3a BHEIPSIBAHETO HA MHOBALIMM U 3a Ch3/laBaHE Ha
YCTOMYMBO KOHKYPEHTHO HpeauMcTBO. Ha TO3M (oH BB3HMKBA HEOOXOAMMOCTTa Ja ce
MIPOCIENAT aKTyaJHUTE IMPOLECH U TEHJEHIMH, KOUTO B Hal-rojisiMa CTENEH BIUAAT BbPXY
TYPUCTUYECKHUSI CEKTOp B ChbBPEMEHHHUTE YCIOBUSA. TE€OpETUYHHUTE M3BOAU OT ITbpBa IJiaBa
Ch3JaBaT OCHOBATa, BBPXY KOSTO MOXE Ja C€ aHajlu3upa KaKk MMEHHO TEXHOJIOTMYHHUSAT
HanpeabK, r100aau3anuara, IpOMEHSIIOTO Ce MOBEACHUE HA TYPUCTUTE U CTPEMEXBT KbM
ycToMunBOCT Oo(opMAT oOJMKa Ha MoAepHHs TypuszbM. ETo 3amo BBB BTOpa TIJaBa
BHUMaHUETO 1€ ObJe HACOYEHO KbM ChbBPeMEHHUTEe TEHJIEeHIUH B HHOBAlLlMUTE B
TypM3Ma, KaTo IIe C€ Hu3CieABaT KAaKTO BOJECLIUTE HaIpaBJIEHHWs Ha MpOMsHA, Taka M
BB3MOXXHOCTUTE M IIPEIMU3BUKATEICTBATA, KOUTO TE€ MOPaXAAT Ipel TYPUCTHUUECKUTE

npeanpuAaATud U J€CTUHAIUU.

18



I''/TABA BTOPA
CHBPEMEHHHU TEHJIEHIIUA B UHOBAIIMOHHATA JEHHOCT B TYPU3MA

Bnusauero Ha rnoGanuzanusra, aulepanu3anusaTa Ha Ha3apa, TEXHOJOTMUHUTE MPOMEHH,
IIPOMEHUTE B TYPUCTUYECKOTO TBHPCEHE DPAJAMKAIHO IIPOMEHMXA YCJIOBHUATA Ha Ila3apa H
KOHKYPEHLIUATA Cpell TypucTuueckute ¢pupMu. MIHOBanMuTe 1 WHOBATUBHUTE CTPATEIHU CE
[IPEBPBILAT B KIKOYOBU 33 OLECJISIBAHETO MM M IIOCTUraHE HAa KOHKYPEHTHO NPEIUMCTBO.
[TapanenHo ¢ ToBa, peluLa HaydYHU H3CIEOBAHUS IOKA3BaT, Y€ TYPU3MBT € OTHOCUTEIIHO

c71a00 NHOBAaTUBEH 0Tpachbji, KaTo ,,I/IMI/ITI/IpaT“ /U CJI€ABaT HHOBAIIMKU OT APYI'U OTPACIH.

I/IHTepHaHI/IOHaHI/ISaHI/IHTa U MHOBAIIMUTC B TypuU3Ma, Ca OCHOBHUTC ABUI'aTCINW U CTPATCTHU,

IIPOMEHSIIN CTPYKTYPaTa HA CbBPEMEHHHUSI TYPU3bM.

Bogemute HWHOBAallMH, IMIPOMCHUIIN ApaMaTUIHO 00MKa Ha Typu3Ma Ca BbHIIHHU 3a OTpacChjia.
HpaKTI/IKaTa IMoKasBa, 4€¢ MMCHHO BBHIIHUTC MHOBALIUW IPOMCHAT PAAWKAIHO BPB3KUTC U
3aBUCUMOCTUTC MCXKAY OTHJICHHUTC CJIICMCHTU HA TYpHCTHYCCKATa CHCTCMA. Hay‘IHI/IHT n
TEXHOJIOTHUYCH HAIIPEAbK HAChPUYaABa TYPUCTUUCCKOTO PA3BUTHUEC, KATO OOHKHOBEHO € HaInunoe
HU3BCCTHO M30CTaBaHC OT BHCAPABAHCTO HA IMNOCTUKCHUATA B IIPAKTHKATA. C"I:IIIGCTBGH& PoJIia
nMa U TOTOBHOCTTa H a6cop61/1pamm1 KarmanguTeT Ha caMara OpraHu3anus. HWuoBanuute B
Typusma ca OT (I)I/I3I/I‘ICCKO " COIMAJIHO €CTCCTBO, CBbP3aHU IIPEAN BCUUKO C OTpAHNYaBaHC HA
PHUCKOBECTEC 3a TYPUCTUTEC, ITOBUIICHATA MOOUITHOCT U JOCTBIIHOCT. T€ CTOAT B OCHOBaTa Ha
Cb31aBAHCTO Ha H3OAJI0 HOBHU TIIPCKHUBABAHUA Ha TYPUCTA, PECICKTUBHO OIUT H
YAOBJICTBOPCHOCT. 3a JAcCTuHauATa U TYPUCTUUCCKHUTC NPCANPUATHSA HWHOBAIIMUTE Ca B
OCHOBAaTa Ha YCHUJIMATA 3a IMMOBUIIABAHC Ha KOHKypeHTOCHOCO6HOCTTa 1 YAOBJICTBOPCHOCTTA
Ha TYpPHUCTUTC. HNMenHO mnopaagu TOBa HE Ca MAJIKO HWHOBAOWHUTEC, HACOYCHU KbM

2
MOBHUIIABAHCTO HA MTPOU3BOJAUTCIIHOCTTA U e(beKTI/IBHOCTTa.

Temara 3a BIMSIHHETO Ha MHOBAlIMUTE W TpaHc(opmalnuuTe B Typu3Ma ca H3KIIOYUTEIHO
KOMIUIEKCHA U BceoOxBaTHa. OrpoMeH MacuB OT MyOJUKAIIMK ca TIOCBETEHU Ha WHOBAIIUUTE,
Bciencteue Ha HoBuTe KT, HO MHOBanuuTe HE c€ U3UeprBaT caMo C TOBa, a Ca B OCHOBAaTa
Ha IUIOCTHOTO Pa3BUTHE M KOHKYPEHTOCIOCOOHOCTTa Ha TypHCTHYEeCKaTa WHIycTpus. B
MOBEYETO CIyYyal HHOBAIMUTE B TypH3Ma ca yMEpPEHW, UMHTHUpAIIU U TpaHChepupaHu

(amanTupaHu) ot Apyru chepu.

2 Christensen, C.M., Horn, M.B. and Johnson, C.W. (2008). Disrupting Class: How Disruptive Innovation Will
Change the Way the World Learns. New York: McGraw-Hill.
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Bropa rmaBa mMma 3a 1men ga MpEeACTaBU CHITHOCTTA, cHeluduKaTa W KiIacupukamusaTa Ha
WHOBAIIMMTE B Typu3Ma, KakKTO M TIXHOTO 3HAa4YeHWE 3a ToH00psBaHe Ha
KOHKYPEHTOCTIOCOOHOCTTAa M YCTOWYMBOCTTA HA CEKTOpa. Pasriexaar ce OCHOBHHUTE THUIIOBE
WHOBAIlMU — IPOJYKTOBH, POLIECHU, MAPKETUHIOBY U OPraHU3allMOHHH, KaTO C€ aKIEHTUPA
BBpPXY pOJSTA MM B Cb3JaBaHETO Ha J00aBeHa CTOWHOCT M ONTUMH3HPAHETO Ha
TypUCTHYECKHTE yciayrd. [JaBa BTOpa BKIOYBA WM aHAIM3 HA JOOpU TPAKTHKU OT
MEXIYHAPOIHHS U HAIIMOHAIHUS OTHT, IEMOHCTPUPAIIY KaK MHOBAIIMUTE MPOMEHST OM3HEC
MOJICJIUTE U MAPKETUHIOBUTE CTPATErMu Ha TypuUCTHYECKUTE npeAanpusatus. [1lo To3u HaumH

CC ocurypsBa nIpexoa OT TCOPETUIHUTE OCHOBU KbM IPUIIOKHUTEC U3MCPCHHUA HA TEMATaA.

B touka 2.1 ce pasriexaar MHOBAIMM B TypOIEPATOPCKATa JEUHOCT, @ UMEHHO B YETHUPUTE
B3aMMOCBBP3aHU MOJCEKTOpa Ha TypU3Ma — TYpOIIEpaTOpHU, TYPUCTUUYECKHU arcHTH,
€KCKYp30BOJIM M aHMMAaTOpU — KaTo IOKa3Ba KaK JAUTMTAIM3ALMITA, [EpCOHANM3aALUATa U
YCTOMYMBUTE TMPAKTUKU IIOCTENIEHHO IMPOMEHST HayuHa, [0 KOMTO ce€ MpOeKTHpar
MIPOJYKTUTE, YIIPABJISIBAT CE NMPOLIECUTE U CE Ch3/1aBa CTOMHOCT 3a KIMEeHTa. DOKYCHT € BbPXY
IUTABHOTO MPEMUHABAHE OT TPAIUIMOHHH, ,,0()€pPTHO-IIEHTPUPAHHU " MOJIEITH KbM HHTETPUPAH
MOAX0J, B KOWTO JaHHUTE MU MAPKETUHIOBOTO YIIPaBJICHUE CTOSAT B OCHOBaTa Ha
WHOBAIIMOHHUS IIUKBI: ChOMpaHe Ha MHCAWUTH, MW3aiiH Ha MpeIJIoKEeHHe, TECTBAaHE B peasHa
cpela v u3MepBaHe Ha ePEeKTHUTE.

IIpu Typomeparopute Haii-BUAMMATa TpaHCPOpMalus HJBa OT OHJAMH IulaThopMHUTE U
MOOWJIHUTE TNPUIOKEHHUS, KOUTO OCUTYpsBaT HAJIMYHOCTH B PEAJHO BpEME, CUTYPHHU
IUTALIaHUS W OpO3payHOCT Ha H300opa. BHenpsBaHeTo Ha JIWHAMUYHO NaKeTHpaHe H
AITOPUTMUYHU TIPETIOPBKU T03BOJIABA TE€PCOHATU3MpPAHE HAa KOMOMHAIMHUTE ,,[10JIETH—
HAaCTaHsABaHE—YCIyTu'™“ CHOpe] IOBEJICHHWE M IPEANOYUTAaHUs Ha KIMEHTa. BupTyanHata u
no0aBeHaTa pealHOCT Ce W3IO0JI3BAT MpPEAM IOKYyNKaTa, 3a Ja ,,JIpeBelaT’ O4akBaHHUATA Ha
TypucTa B MO-MH(OPMUPAHO pelIeHHE: MPEABAPUTEIHN BUPTYAIHU OOMKOJIKM Ha OOEKTH,
BHU3yaJM3alusi Ha CTal M AaKTUBHOCTM M MO-TOYHO KaJuOpupaHe Ha OOEUIaHHETO KbM
peanHoTo npexuBsiBaHe. [lapanenHo ¢ ToBa yCTOWYMBOCTTA M3JIM3a OT paMmkara Ha ,,100pa
IIPaKTUKA™ M CTaBa €JIEMEHT OT NpPOJYKTa: BBIVIEPOJHA KOMIICHCALIM, JIOKAJIHU BEPUTH Ha
JOCTaBYMIM ¥ BUIMMa KOMYHUKALUs HA ,,3€JICHUTE" NEUCTBUs, KOUTO YKPENBAT UMHUKA U
JOBEPUETO.

TypuctuueckuTe areHTH ce aAanTUpaT KbM LudpoBaTa epa, KaTo KOMOMHHpAT eKClepTHa
KOHCYJITAIUs C TEXHOJIOTHYHA HH(pacTpykTypa. AHanu3bT Ha JaHHU npe3 CRM u 6a3o0Bu Al
MHCTPYMEHTH IIO3BOJIIBA CETMEHTHUPAHE IO IOBEJEHUE W HACOYBAHE Ha pPEJIEBAHTHU
MpeNIoKEHUS] B NMPABWIHMS MOMEHT M KaHail. OMHHKaHaJHaTa MOJAPBKKA C 4arOoTH U
MECUH/KBPH NpemMaxBa OaprepuTe Ha 4aCOBU 30HU M OCUTYpsIBa HEMPEKbCHATO OOCIyKBaHE,
KOETO € KPUTHYHO TNpH MNPOMEHH W U3BBbHPEIHU CUTyalluu. B HHIIOBUTE CErMEHTH —
NOCTBIIHU I'bTyBaHUs, wellness, npukioueHckn GopMaTty — crienuain3anusiTa Ha areHTUTe
ce MpPEeBpbBIIAa B M3TOYHHMK Ha JUdepeHlHanus, 3al0TO0 HaTPyNaHOTO 3HaHHE 32 KOHKPETHU
ayIUTOPUH MOBUILIABA KAYECTBOTO HA IPETIOPBKUTE U CTENIEHTA HA Y OBIETBOPEHOCT.
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Exckyp3oBonuTe mpeHAcST WHOBAIMUTE TUPEKTHO ,,Ha TepeH'. MOOMIHHUTE ayUOTHIOBE U
MHOT'OC3UYHUTC TPHUIIOKCHHUA OCUTYypsABaT CIION OT KOHTEKCT H 3HaHHUC, KOUTO npaBu
Mapiipyra mo-o6oratr u nepcoHanusupyeM. PazkazBanero Ha uCTopuH, KOMOWMHHpPaHO ¢ AR u
KpaTKH ,,UTPOBU" MEXaHUKH, IIOBUIIABA aHI'A)KUPAHOCTTA HA PaA3JIMYHU BB3PAaCTOBU IPYIIH,
0e3 j1a HaToBapBa ¢ u3nuiHA HHPopMalusi. BsB pokyca ce mosBsiBa U KyJITYpHOTO MOTAISIHE
— KOHTaKTH C OOIIHOCTH, 3aHAATYUNCKU JIEMOHCTpPALlUH, KYJIMHAPHU MPEKUBSIBAHUS — KOETO
u3aura Typa oT MHGOpMalMOHHA YCIyra 10 €MOLMOHAIEH W CMHUCIOB OMNHUT. Ta3u JTUHUS
KOpECIOHANpPa C YCTOMYMBOCTTA: MAJIKM TPYIH, JIOKAJIHU NapTHHOPCTBA U OTIOBOPHO
MOBE/ICHHE Ha MACTO HaMaJsiBaT €KOJIOTHYHUS OTIIEYaThK U yBeln4yaBaT MEcTHaTa go0aBeHa
CTOMHOCT.

AHuMaTOpUTE TOMBIBAT KapTUHATA OT CTpaHaTa Ha MPEXHUBSIBAHETO B XOTENIU U KYpOPTH.
[IporpaMute UM ce pa3UIMpsABAT C YEIHEC, OCh3HATOCT U OOLIHOCTHU AKTUBHOCTH, KOUTO
n00aBsT ,,BTOpa CTOMHOCT® KbM MPECTOs] — HE caMo 3a0aBlieHre, HO U CMUCJICHH COIIMAIIHUA U
3ApaBHU II0JI3H. I[I/IFI/ITaJIHI/ITe CJICMCHTU — U3JIbYBAHUA HaA XHUBO, MHTCPAKTUBHU AHKCTH,
OHJIAMH MNPECAN3BUKATCIICTBA — YAbJDKAaBAT KOHTAKTHATa TO4YKa C rocCrta npeau u CJCq
IIOCCIICHUCTO, H3Fpa)KﬂaﬁKH OUKBJI Ha OYaKBAHC, YYaCTHC U CIIOACJIAHC. AKTHBHaTa
KOMYHHKAIIMSI Ha yCTOMYMBM WMHUIMATHBH (HamalliBaHE Ha OTHAABLUTE, MPUPOJHU aKIUH,
oOyueHue) He MmpocTo MHPOpPMHUpaA, a BKIOYBA TOCTUTE KAaTO CHAaBTOPU HA TO3UTHBHA
MIPOMSIHA.

EdexTure OT T€3M MHOBALMU 32 KOHKYPEHTOCIOCOOHOCTTAa Ca MU3MEPHUMH U MHOTOU3MEPHHU.
[lepcoHanu3zanuara U Ka4eCTBEHUAT MOTPEOUTEICKH OMUT BOAST /10 MO-BHCOKA KOHBEPCUS U
pPBCT Ha JQUpeKTHUTe pesepaunu; VR/AR HamansBar pa3MUHaBaHETO MEXIY OYaKBAaHUS U
PEaTHOCT ¥ MOBUIIABAT OLEHKUTE U MPENOPBhKUTE; YCTOWIMBUTE MIPAKTUKM YKpENBaT OpaHaa
Y HaMaJsBaT pa3xoJuTe; aBTOMATHU3alMATa U JUHAMUYHOTO LIEHOOOpa3yBaHE ONTUMHU3HUpAT
3a€TOCTTa U MPUXOJUTE Ha HajauuyHa Oa3za. 3a Ja ce MpeBbpPHAT Te3U €(EeKTH B CHCTEMHO
MIPEIMMCTBO, € He0OX0IUMO Te Ja ObJaT yNnpaBiIsiBaHU MAapKETUHTOBO — C SCHO Je(UHUPAHU
KPI (nsan nupextHu pesepBanuu, RevPAR/cpenen cnenn, NPS/OTA peittunr, eneprust Ha
TOCT-HOIL, AT MOBTOPHU TI'OCTH), peryisipuu A/B tectoBe M myOiaukyBaHu ,peau/ciexn’
METPHKH.

ChImeBpeMEHHO Ce OTKpOSIBAT M IPEIU3BUKATEIICTBA: HEPAaBHOMEpHA AWTUTAIHA 3PSUIOCT,
HEIOCTUT Ha KaJpH, WHBECTULMOHHU Oapuepu 3a MCII, kakTo U pUCK OT ,,TeXHOJOrHs 0e3
UCTOpUA™, KOraTo MHCTPYMEHTHUTE HE ca MOJAKPENEeHHM OT CUIIHO ChIbpPKAHWE M CMHCIEH
IU3aiiH Ha yciyrata. PelieHueTo e moeTarnHo BHEJpsBaHE — 3alloyBa ce C ,JieKa” Bepcus Ha
revenue management, 6azoBa CRM cermenranus u MOOMIHO/OE3KOHTAKTHO OOCTYKBaHE;
Haarpaxna ce ¢ VR/AR nmemMo W3KUBSIBaHWS, WHTETPHpPAHH JIOKATHH TAKETH W BUIMMA
YCTOMYMBOCT; CTAOMJIM3Upa C€ C MapTHHOPCTBA C YHUBEPCUTETH W ,,KUBHU J1A0OpaTOpUuU‘,
KB/IETO HOBUTE PEIICHHS CE TECTBAT U M3MEPBAT 3aeHO ¢ OM3Heca.

Taka ouepraHuTe mNpolecH ITUPEKTHO 3aXpaHBAaT AaBTOPCKHA MOJEI Ha HWHOBAIMOHHO-
OPUEHTHUPAHO MAapKETUHIOBO YIpaBJ€HHE, MPU KONTO MapKETUHTOBUTE HHCTPYMEHTH —
JaHHH, IEPCOHAIM3UPAHU KOMYHUKalUK, storytelling u kaHanHa cTpaTerus — JeHCTBAT KaTo
KaTajgu3aTop Ha HWHOBAIIMOHHUTE JEHHOCTH B MPOAYKTa, Ipolleca U OpraHUu3aluATa.

21



PesynTaThT € mMO-BHCOKa KOHKYPEHTOCIOCOOHOCT, M3pa3eHa B PAcCTeK Ha KOHBEPCHATA U
JIOAIHOCTTA, IMO-CHMJICH HWMHUJK W PCAJICH HAIPEAbK B YCTOﬁqHBOCTTa. B T103m cMucwin
HNHOBAIIMUTEC BCYC HE Ca ,,[[O6aBKa“ KbM TPAaAULIUOHHUSA TYPUCTHUYCCKH IIAKET, 4 OCHOBCH
MEXaHU3bM 3a Ch3[laBaHC HAa CTOHHOCT M €MOIMS — OT IbPBUS JUTHTAICH KOHTAKT [0
MOCJICAHOTO CIOJICIISTHE Ha IPEXKUBSHOTO.

B Touka 2.1 ce pa3riexgaT HWHOBALMUTE B PECTPOPAHTHOPCTBOTO. Pasgenst npeacrass
WHOBALMOHHATA AMHAMMKA B PECTOPAHTbOPCTBOTO KAaTO KOMOMHALMA OT TEXHOJIOTMYHU peLleHus,
KY/IMHapHa KpeaTUBHOCT M YCTOMYMBUM NMPAKTUKKU, HACOYEHWN KbM NO-BUCOKA ePEKTUBHOCT U NO-CUMHO
K/NIMEHTCKO WU3KMBABaHe. [loKasaHO e KaK uMdpoBUTE MNOPDBYKM, MOOUAHUTE MPUAONKEHMA U
nHTerpupaHute POS/CRM cucTemu NPOMEHAT OMnepaTMBHMUA MoAen — OT MOMeHTa Ha usbopa u
nNawaHeTo A0 MepcoHanmMsupaHuTe odepTM W NpPorpammTe 3a JIOANHOCT. B TO3M KOHTEKCT
TexXHo/sorMmMTe ,Kpalh Mmacata“, CcamoCcTOATE/IHOTO MopbyYBaHE W OE3KOHTAKTHMUTE NaallaHuAa
CbKpalllaBaT BpemMeTo 3a 06CnyXKBaHe, HamaNABaT rPelKUTe W OTBAPAT MPOCTPAHCTBO 3a MNO-
CMWCIEHO YOBELLKO BHUMAHME OT CTpaHa Ha nepcoHana.

TekcTpT akeHTHpa, Y€ MHOBALIMUTE HE CE U3YEPIIBAT C JUTHTANIN3alUATa. Te BKIII0OYBAT HOBU
¢dbopmatu Ha 0OCITy)KBaHE M MTPESKUBSBAHE — OT MHTEPAKTUBHY KYXHH U ,,lIe()CKU Mach™, TIpe3
MOTAISIIY MYJITHCEH30pPHH BEYEpHU, IO BPEMEHHU ION-bII KOHLEHNLIHHA U MEXIYOTPacCIOBU
konabopanuu. KynnHapHOTO chabpKaHUE CHIIO € OOEKT HAa MPOMSHA: HABIM3AT TTI00aTHU U
,»DIOKBH BIUSHUS, HapacTBa AENbT Ha PACTUTEIHUTE U AITEPHATUBHUTE MPOTEHHHU, a
CE30HHOCTTA W JIOKAJIHUTE BEPUTM 3a JOCTABKA C€ YTBBPKAABAT KATO M3TOYHUK HA KAa4E€CTBO
Y UJCHTUYHOCT. Y CTOMYMBOCTTA C€ pa3riex/a eIHOBPEMEHHO KaTO LIEHHOCT U KaTo Ou3Hec
JIOTUKA: €HepruiiHa e(eKTUBHOCT, HaMalsiBaHE Ha OTHAaIbLUTE, €TUYHU JOCTaBKU U
IIPO3pa4HO KOMYHHUKHPAHHU ,,3€JICHM CTaHAApTH I[OBUIIABAT HMMHI)KA M ONTUMHU3HMPAT
pasxonumre.

Paznenst mpocnenssa u HaBnu3zaHeTo Ha VR/AR, aBToMaTu3anusTa 1 poOOTHKaTa B KyXHSTA,
,,00maunuTe* (ghost) KyxHu U MojenuTe 3a aOOHAMEHT/YJIEHCTBO — KaTO MHCTPYMEHTH 3a
I'bBKAaBOCT, MaHIa6I/Ipy€MOCT U MIPpEABUIUMOCT Ha HPUXOIUTE. Kimouosa poJIsA Urpadar
JAHHWUTE: 4Ype3 aHaJi3 Ha IOBEJEHHE M OoOpaTHa Bpb3Ka PECTOPAHTUTE MNEPCOHATIU3UPAT
NPEUIOKEHUS], YIPaBIsBaT KalalUTeT ¥ MEHIO, U U3TPaxJaT KaMIaHUU C U3MEpPUM e(deKT.
CoumanHure MeauM M UHQIYEHChP MapKEeTHHI'BT pa3lIupsBaT o0XBaTa W MNPEBPBIIAT
MIPEXKUBSIBAHETO B CIIOJICJIUMO ChIbPKaHHUE, KOETO MOJIXpaHBa OpraHUYeH HHTEpeC.

B 0000111eH1e, pecTOpaHTHOPCKUTE HHOBALIMH CE OMUCBAT KaTO CUCTEMHA TpaHc(hopMalys Ha
npoAyKTa (MEHI0O W UW3XKHUBSIBaHE), Impoleca (omepalmuy M JOCTaBKa Ha CTOHHOCT) W
MO3UIMOHUpaHeTO (YCTOWYMBOCT W OpaH] pa3kas3BaHe). TsxHaTa JIOTMKa W pe3yiTaTu ca
NPEHOCHUMH KBM XOTEJIMEPCTBOTO — TMpe3 ,smart room® pemieHus, MOOHJIEH YeK-UH,
nepconanuzanus B PMS/CRM, enepruiiHa epeKTUBHOCT U JUHAMHYHO LIEHOOOpa3yBaHE —
KOETO TMOATOTBS IJIaBEH MPEXOoJl KbM ClieBallaTa MOJATOYKAa 33 MHOBALMUTE B XOTEJICKUS
CEKTOP.

B touka 2.3 ce pasriexaa HHOBallMOHHATA JEWHOCT B XOTEJIUEPCTBOTO. PaznensbT npencrass
XOTEJIMEePCTBOTO KAaTO CEKTOP B yCKOpeHa TpaHchopmalus, B KOUTO (POKYCHT ce M3MeCTBa OT
,»CTal M HOUIYBKH‘ KbM KYypHpaHH, MOTAISALIN MPEXKUBABAHUA U NU(DEPEHIMPAHU YCIYTH.
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[TokazaHo e Kak OYyTHMKOBUTE M MPEKUBEIHUIIHU (POPMU HA HACTAHSIBAHE — OT TEMAaTHYHH U
apT-IpoCTpaHCTBa A0 CKOKOHUCIIWUHW W TJCMIIMHI — CbhbYCTABAT JIOKaJIHA HWACHTHUYHOCT,
IM3aliH ¥ pa3Ka3BaHE Ha WCTOPHH, 33 JIa M3rPaJsiT EMOIMOHAJIHA CTOWHOCT M JIOSUTHOCT.
[TapanenHo ¢ ToBa HapacTBa THPCEHETO Ha yelmHeC U ,,bleisure® (pabora + mo4mBKa), KOETO
MPEOCMHUCIISI TPOTYKTOBATA JIOTHKA: MIPECTOST € TO-IbJIBT, YCIYTHTE ca MOAYJIHH, a cpejara —
MPUTO/IcHa 32 XUOPH/ICH HAYMH Ha KUBOT.

TexHonornyHata OC Ha WHOBALMHUTE € OuYepTaHa dYpe3 MOOWJIEH YeK-WH U JUTHTAIHU
KJItouoBe, ,,yMHU crau ¢ loT ympaBieHue, NpUIOKEHUS, OPUEHTUPAHU KbM TIOCTa, U
eKpaH/riaacoBu UHTep(deicu 3a ycayru B peaaHo BpeMe. 3KyCTBEeHHSIT MHTENEKT MornoMara
00CITy’KBaHETO C 4YaTOOTM U TMPOTHO3HU MOJEIH 3a ThPCEHE, MepcoHanu3upa odeptu u
YCKOpsIBa pELICHUsTa MO NPUXOJIeH MEHUTKMBHT. VR/AR ce u3mon3Bar 3a BHpTyaaHU
TypOBE Ipeu pe3epBalys U 3a HaBUTalus/MH(PO Ha MACTO, a poOOTHKATa IOeMa MOBTApsieMU
3aJlaud Karo JOCTaBKH U Mojjpbxka. Cien maHaeMusTa ce HopManu3upaxa Oe3KOHTAaKTHU
MIPOLIECH U IIAIIAHUS, KAKTO U OMOMETpUYEH KOHTPOJ 32 AOCTBII — C €PEeKT €AHOBPEMEHHO
BBpXY 0€30I1aCHOCTTA U ONlepaTHBHATA €PEKTUBHOCT.

YcTOoWYUBOCTTA € MPECTaBeHa KaTo BTOpa, paBHOCTONHA TpaHC(HOPMAlMOHHA OC. 3€JIEHOTO
MPOCKTHPAHE W CHEeProeeKTUBHUTE CHUCTEMH, VIPABICHHUETO HA BOJAa W OTIAIbBIH,
JIOKaJTHUTE BEPUTH 3a CHAOJsBaHE M MPO3pAYHUTE ,,3€JCHU’ CTaHAAPTH MPEIUBAT OT
MMHKOBA TMOJUTHKA KbM H3TOYHMK HA CIECTSABAHUSA M KOHKYPEHTHO NO3HMIIMOHUPAHE.
Wunyctpusta npemMuHaBa OT M30JIMPAHU ,,6KO-)KECTOBE KBbM CHUCTEMEH MOIXOd —
MoHHUTOpPUHT Ha pecypcH, eruketupane (LEED, Green Key), mapTHbopcTBa ¢ MeCTHU
OOIIHOCTH ¥ TPAHCIIOPTHU PELIEHUS C HUCHK OTIEYaThK.

MapKEeTHHIOBUTE MHOBALIMMU C€ PA3TJICKIAT KaTO MOCT MEXKAY TEXHOJOTHUS U INPEKUBSBAHE.
HNanaute or PMS/CRM u mnoBeeHHETO B MNPUIOKEHHITA 3aXpaHBAT CETMEHTAllUs |
JUHAMHYHO TaKeTHpaHe; ChABPKATEITHUIT MApPKETUHT, COLMATHUTE MEIUU U HHQIYCHCHD
CBTPYIHUYECTBA ITOBUIIABAT BUAUMOCTTA; MPOIPAMHUTE 3a JIOSAJIHOCT E€BOJIOUPAT KBM IIO-
MEePCOHAIM3UPAHN M THBKABH CXEeMH (BKJI. TIOTEHIIMAT Ha OJOKYEHH 3a CHUTYpPHOCT U
omepaTuBHa CBBMECTUMOCT). B 1ieHThpa ocCTaBa 4YOBEKBT: JHUACPCKHUAT aHTAKHUMEHT,
KyJTypaTa Ha €KCIIEpUMEHTUpPAHE M CHCTEMHOTO pa3BUTHE Ha KaJpUTE NPEBPHIIAT
TEXHOJIOTUUTE B CTOMHOCT 3a rocra. [loguepTranu ca v ynpaBJIE€HCKUTE pAMKH — 3alluTa Ha
MHTEJEKTYyalHa cCOOCTBEHOCT, YIpaBleHNEe Ha PUCK MPH BHeIpsBaHe, n3mepumMoct upe3 KPI
(ynoBnerBopeHocT/NPS, RevPAR/nsn aupexkTHu pe3epBalviu, €Heprus Ha rocT-HOIIl, BpeMe
3a 00CITy’)KBaHe).

O06001IeHo, pa3AenbT 3allhTaBa Te3aTa, Y€ YCTOMYMBOTO KOHKYPEHTHO MPEANMCTBO B
XOTEJIHEePCTBOTO BB3HUKBA OT HMHTETpalldATa Ha TPU IUIACTA: MPOAYKT U cpeda (qu3aiiH,
yelHec, MpeXHUBSIBaHE), Mpolec M TexHomorus (moowmnHoct, loT, Al, aBTomaruzamms), u
MO3UIIMOHUPAHE U JoBepue (YCTOMYUBOCT, JIOSUTHOCT, OpaHa pa3ka3zBane). ToBa TpUEAMHCTBO
MpaBUd BB3MOXKHA CKaJMpyeMaTa MEPCOHAM3AIUs, TO-HUCKUS PECYpCeH WHTEH3UTET W TO-
BHUCOKa JOXOTHOCT. JlornyeH mpexoi KbM ciejBaliaTa 4yacT € JETalJIHOTO pasriexjaHe
,,KaK* ce BHEIPSABAT BUCOKOTEXHOJOTHYHUTE PEIICHUSI — OT U3UCKBAHUATA U PUCKOBETE, MPE3
HY>)KHUTE KOMITIETEHTHOCTH U MapTHLOPCTBA, 10 KOHKPETHU METPUKH U Ka3zycu oT beiarapus u
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CBEeTa, KOWUTO JOKa3BaT e(dekTa BbPXY YIOBJICTBOPEHOCTTa, €(QEKTHBHOCTTA |
PEHTAOMITHOCTTA.

B Touka 2.4 o3arnaBeHa-,,BUCOKOTEXHONIOIMYHUTE WHOBAIMHM, MPHIOKEHUETO UM B
XOTEJIHEepCTBOTO M MpHUMEPH 3a JOOpH MPAKTUKH c€ O4YepTaBaT BUCOKOTEXHOJOTUYHHTE
WHOBALlMM KaTO JBIDKEINA CHJIa Ha HOBaTa KOHKYPEHTOCHOCOOHOCT B XOTEIHEPCTBOTO.
TexHonoruure He ca camo ,,ya00cTBa®, a HH(MPACTPYKTypa 3a CKalupyema MepcoHaIn3anus,
orepatuBHa €(pEKTUBHOCT M BHUIMMO IO-BHCOKa CTOMHOCT 3a rocta. Ha mpeneH ruian ca
MOOMIJIHOTO I'bTYBaHE U OE3KOHTAKTHHUTE B3aMMOJICHCTBHA: JAUTUTAIHO YEKUpaHe, MOOWIHU
KIJIIOUOBE U TPUIOKEHHS, KOUTO OOCIMHSABAT 3asBKH, IUIAIAHUS U KOMYHUKALUS B €IUH
KaHal. B pesynrar mpecTosT 3amo4Ba Npeaud MPUCTUTaHeTo — ¢ u300p Ha crad,
MpearnovYnTanuss U oepTd B peaqHO BpeMe — M 3aBbpIlBa ChC ClEANpoAakOeHa Bpb3Ka,
KOSITO MOAXPaHBa JIOSUTHOCTTA.

Bropara oc e ,ymHata“ cras u cBbp3aHata uHppactpykrypa (loT): ympaBrnenue Ha
OCBETJICHHE, KIIMMAT U MeJIus Ipe3 TeledOH WU II1acOB aCUCTEHT, MHTEIIUTCHTHU OTJieiala u
€KO-CUCTEMHU 3a eHepruiiHa onTuMu3anus. Te3u pemieHus cbueTaBaT KoMpopT U
YCTOMYMBOCT, KaTO HaMaJsABaT Pa3XoAWTe Ha KBTY/TOCT-HOII W TO3BOJISIBAT AMHAMUYHO
yIOpaBJeHHE CIOpe]d 3aeTocTTa. B mapasien ¢ ToBa ce pa3BUBAT 4aTOOTH M BUPTYATHHU
acCHCTEHTH Ha 0a3a M3KYCTBEH MHTEJIEKT, KOUTO moemar 24/7 obcaykBaHe Ha pyTUHHH 3asiBKU
¥ HACcO4YBAT MEpPCOHANA KbM CHUTYAIlMU C MO-BHUCOKa qobOaBeHa croitHOocT. VR/AR nmombiBar
LMKBJIa — BUPTYAIHH TYpOBE MpEIu pe3epBalusl U HaBUTALUS/MH(PO HA MICTO, MPEBPHIIAT
LIIperiena’ B mpexxuBsiBaHE U HAMAJISBaT HECUTYPHOCTTA MpH U3bopa.

PobGoTukara u aBTOMaTH3anusATa HAaBIM3AT B ,,0eK oduca™ (MHBEHTAp, EHEPIHs, IIOYNCTBAHE)
u ,,ppoHT oduca™ (locTaBKa Ha PyMCBHPBHM3, KOHCHEP)K), KaTO ChKpaIllaBaT BpeMeHaTa Ha
M3YaKBaHe, OTpaHMYaBaT TPEIIKUTEe U OCBOOOXKIABAT BpeME HA CEKUIHMTE 3a IMEPCOHAIHO
oOciyxBaHe. buomeTpusTa U pa3no3HaBaHETO HA JIMIA YCKOPSABAT MPOLIECUTE U MOBUIIABAT
CUTYpHOCTTa, HO M3HMCKBAaT CTPUKTHO cboTBeTcTBUE ¢ GDPR m undopmupano cwriacue.
E3ukoBuaT mnpeBoag B peaqHO BpeMe peAyuupa Oapuepure MU INpaBU KOMYHHKAIUATA
€CTECTBEHA 3a MEXJIyHapoAHa MyOyinka. MOHUTOPUHI'BT HA OHJIAH OT3UBU U pemyTalus B
MHO>KECTBO IIaT(GOPMH BEUE € YacT OT ONEepaTUBHUS PUTHbM — oOpaTHATa Bpb3Ka Ce€ yJaBs U
azipecupa B IIOYTH PEATTHO BpPEME.

B KkoHKypeHTHaTa JIOTWUKa HAa JIUCTPUOYIHATAa W3CIEABAHETO IOJYEpTaBa TPU aKIICHTA:
JTUHAMHYHO IIEHOOOpa3yBaHEe M CHUCTEMHU 3a MPUXOACH MEHUIKMBHT, KOUTO pearupar Ha
ThpPCEHE U CE30HHOCT B peaslHo Bpeme; OanmaHcupane Ha 3aBucuMoctTa oT OTA upe3 cuiHH
WHUIMATUBU 32 JUPEKTHH pe3epBallii M TMPOTrpamMH 3a JIOSIHOCT; W HW3MOJI3BaHE Ha
METaTbpCEHEe 3a BHJIMMOCT MpPH KOHTPOJI Ha Mapka. TyK TOJIeMHUTE MacHBH JaHHU OT
PMS/CRM ce mpeBpbIiaT B MEXaHU3bM 3a mpenopbku (next-best-offer), cermenranus mo
MOBE/ICHNUE U TUHAMUYHO TTaKeTUPAHE HA YCITYTH.

YcToiiunBoCTTa MPUCHCTBA KaTO PaBHOCTOEH TEXHOJOTMYEH MPUOPUTET: €HEProe(eKTUBHU
CHCTEMH, YIpaBJICHHE Ha BOJA U OTMAIbLIM, JOKATHU U CE30HHM BEpUTU 3a CHAO/sSBaHE,
3enenn crangaptu (LEED, Green Key) u pemieHuss 3a HUCKOBBIVIEPOAHA MOOWIHOCT.
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HNxonoMudeckusT e(beKT € IBOCH — IMO-HUCBK PECYPCCH UHTCH3UTCT U IIO-BUCOKA I'OTOBHOCT
Ha roCTUTC Aa NpeArnoveTaT MapKa ¢ Ipo3pavyHu CKO-aHTI'a)KUMCHTH.

[IpakTHYeCKOTO MPUIIOKEHHE € WIIOCTPUPAHO C MEXAYHApOIHH M OBJIrapcKu HpUMEpH:
rno0alHu Bepurun c¢ ,connected room* KOHLENIMHM, MOOWIHM KIIOUYOBE U TIJIACOBU
uHTepdeiicu; madoparopuu 3a ,,yMHH CTau* C oOrjenana M IyHIOBE IOJ HHTEIUTCHTEH
KOHTPOJI; OBJATapCKH XOTENH, BBBEXKIAIIM MOOWIICH JOCTHII U MHOTOE3WYHU HHTepdeiicH,
KakTo U mmioTHU enemeHTH Ha AR/VR. [lokazaHo e, 4e AOpM YacTHYHA HMHTETpanus —
MOOWIIHO YekupaHe + ko4, wid [oT 3a KIMMaT U OCBETIIEHHEe — HOCH 0CE3aeMU Ie4alion B
YIOBJIETBOPEHOCT, BPEME U Pa3XOH.

3a ;a ce ympaBisiBa IeJIeHaCOYeHO MHOBAIIMOHHATA ASWHOCT, pa3nensT npeanara KPI pamka:
CTCTICH Ha JUTHUTAIM3aIlUs Ha TPOIECHTE;, WHICKC Ha YAOBICTBOPEHOCT/OHJIAWH pPEUTHHT;
WHOBAIlMOHHA HMHTEH3UBHOCT (OpOii HOBOBBBEICHHS/TOIUIIHO); MApKETUHTOB pa3Xxoj Ha
TYPUCT; J51 IPUXOJIU OT HOBH YCIYyTH; eHepruiiHa egextuBHOCT (kWh/rocTt-Hoi); moBTOpHH
roctu; ROI or wnoBammu. KomOuHammsTa OT KOJMYECTBEHM U KAYECTBEHU METPHUKHU
ocurypsiea 0aza 3a OCHUMAPKUHI, MPHOPUTH3AIMS HA TPOCKTH M JIOKa3BaHE Ha
BB3BPBINACMOCTTA MPE COOCTBEHUIIN U MHBECTHTOPH.

B Obirapcku KOHTEKCT pa3leNbT BIMCBA BHCOKHTE TEXHOJIOTMH B IO-IIMPOKA BU3MS 3a
mudpoBa TpaHchopMmanus Ha CEKTOpa: NEpCOHATM3AalUs Ha MPEKHUBSBAHETO; CHUCTEMHO
MOBHIIIABAHE HA [UTHTAIHUTE yMEHHS; MO0-700po chOMpaHe W H3MOJI3BAaHE HA JIAHHM;
MOJIepHA JWTUTAIHA peKiIaMa W CcurypHa kubOepuHdpactpykrypa. OuepraHu ca u
NapTHBOPCTBATA (HALIMOHATHU M MEXIYHAPOJHH), Ype3 KOUTO C€ YCKOpsiBa TpaHC(ephT Ha
3HaHUS W craHgaptH. lloguepraBa ce HyXaaTta OT €THYEH [W3aliH Ha alTrOpUTMH,
MIPO3payHOCT M 3alllUTa Ha JAaHHUTE, KaKTO U OT CHpaBsHE C Je3uHpopMalusiTa B OHJIAINH
cpena.

O6001eH0, pazaen 2.4 apryMeHTHpa, Y€ TEXHOJOTUYHUTE WHOBAIIMM CAa HAW-CHIJIHH, KOTAaTO
ce MHTerpupar B Ienus OW3HeC MOJEN: MPOAYKT U TmpexkuBsBaHe (yMHHU cTan, VR/AR),
mpouec u edexkruBHocT (IoT, aBTomMarmzauusa, Al), mazap u [goBepue (IMHAMUYHO
[IeHOOOpa3yBaHe, IUPEKTHH KaHaIM, YCTOWYMBOCT). Ta3uW HMHTerpamusi IO3BOJISIBA
MepCOHANM3AIHS, TO-HUCKH Pa3X0/Id Ha €IUHUIA CTOMHOCT U MO-BUCOKA TI0XOJHOCT.

Touka 2.5 pasrnexga MHoBauUMMTE B TYPM3Ma Ha HMBO AECTMHALMA KaTO CUCTEMEH, KOOPAUHMPaAH
NnpoLec, 4Ype3 KOWTO Cce Wu3rpaxkga YCTOMUMBO KOHKYpPEHTHO npegumcTBo, nogobpsasa ce
NOCETUTENICKOTO U3XKMBABAHE M Ce YNPaBAABAT AbArOCPOYHUTE ePeKTU BbPXy MECcTHaTa MKOHOMMUKA
M cpepa. [ecTMHaumaATa ce MUCAW KaTo MHTErpupaH NpPoAyKT, a He cbop OT OTAENHWM aTpaKuuw,
nopaaM KOeTo LEHTpanHa poas NojyyasBaT AECTUHAUMOHHUTE MEHWOMKMBHT opraHusauuun. Te
npesexaaT obwiaTta BU3nA B NOCAE40BATE/HN NONUTUKM—OT NO3ULMOHMPaHe U bpaHa ynpasaeHue,
npes NPOAYKTOBO pa3BUTME U SUTUTA/IHA KOMYHWKaUMA, [0 AaHHW, NAapPTHbOPCTBA U YCTOMYMBOCT.

NuoBanmmoHHMAT TWKBI  ciaeaBa Jgormkara Ha  UNWTO-—amargoctnka,  HAeH,
MPOTOTUIIMPAHE, BHEIPSABAHE, OLIEHKA—HO CE€ peanu3upa B ,,yMHA" cpela, XapakTepHa 3a
koHnenmusaTa Smart Destination. ToBa o3HayaBa crOupaHe W U3MOJI3BAHE HA IAHHHW B PEaTHO
BpeMe, TEepCOHaIu3alus Ha ChIBPKAHUETO, YIPABICHHE HAa TYPHUCTOIOTOIMTE dYpe3
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murutanHu kaHanu v loT, kakTo W JOBynmOcouHa Bpb3Ka C IMOCETUTENS MO ISIIOTO MY
II'bTEIIECTBUE—IIPEN, 110 BPpEME U Ciel MpecTosd. B Tasu paMka MapKeTHMHI'BT € MOCTBHT
MEXJy MHOBAIMATA U KPAHMUA MOTPEOUTEN: TOM MpeBpbIIa aBTEHTHYHOCTTa HA MSCTOTO B
OTJIMYUMO OOCIaHKe 3a CTOWHOCT, pa3ka3Ba yOAUTEITHU UCTOPUH, TOATbP)KA MYITUKAHATHO
NPUCHCTBHE M AKTHBHpAa OOIIHOCTH 4pe3 HMHEOIYCHCHPH M TOTPEOHMTEICKO ChABP)KAHHE.
Korato e monkpenen ¢ Al u Big Data, MapkeTHHI'bT MPEMHUHABa OT MAacOBa MPOMOIUS KbM
yIpaBlieHUE Ha ThPCEHETO—HACOYBAHE HA ayJUTOPHH, OajlaHcUpaHe Ha HATOBAapBAHETO,
peaynupaHe Ha Ce30HHOCTTA.

EmnupuynaTa yact odepTaBa JBa IiacTa npaktuka. beiarapckute npumepu—ILnoBaus kato
EBporeiicka cTonuma Ha KynTypaTa, qururanu3anusata B bancko, VR unTeprnperanumnre BbB
Benuko ThpHOBO, TEMATUYHUTE UACHTUYHOCTH Ha bamunk n Ka3zaHabk, KakTo U MOAETBT Ha
I'eonapx Hckbp—-Ilanera—rmokasBat, ue 100pe KOHCTpyHpaHa OpaHI-paMKa, MOJKpereHa oT
JTUTUTATHA TUIATHOPMHU U CHOUTHIHOCT, MOXE JIa YCKOPH BHIUMOCTTA H J1a Pa3IINpU CE30HA.
MexnyHapoiHUTEe OpUEHTHpU—DbapcernoHa ¢ ynpaBiieHME Ha IOTOLUTE Ype3 JaHHH,
Banencuss cec Smart Destination miatgopma, KomneHxareH ¢ MOBEICHYSCKH CTHMYIH 3a
ycroiunBoct, HoBa 3enannus ¢ AbITOCPOUYCH HAIMOHAJICH OpaHI—10Ka3BaT, 4e Hal-ToJIeMu
U TpaliHM e(peKTH ce TOCTUTaT, KOraTo TEXHOJIOTMYHATa WHOBAalMs € HWHTErpupaHa B
nocleioBaTeHa OpaH]l CTpaTerusi U MHCTUTYIIMOHATTHO obe3neueHa ¢ pecypceH DMO.

CpaBHUTEIHUAT aHAIM3 OTKPOSiBA YETHPU pAa3IMKU: CTENEH Ha TEXHOJOTMYHA 3psUIOCT
(MHTerpypaHy JaHHU U CUCTEMHU CHPAMO JIOKAIHU IPUIOXKEHNUS ), MSCTOTO Ha YCTOHYMBOCTTA
B LIEHHOCTHOTO MpeIoKeHHe (LEHThp cpelly nepudepusi), Mamad U KOHCUCTEHTHOCT Ha
KaMIlaHUUTe (MHOTOTOJUIIHHU IJIATGOPMU Cpelly MPOEKTHH HHULMATUBM) M CHJIaTa Ha
KoopAMHAMOHHUS Mojen (pecypcHu DMO cpemy ¢parmentanus). Te3u nepunuru
HacoyBaT KbM TIPUOPUTETH 3@ JOTOHBAaHE: KOHCOJUAMPAHO OpaHJ yIpaBlIeHHE Ha
HAIlMOHAJTHO W PETMOHAJIHO HHBO, MHCTUTYLHOHAIHO yKpenBaHe Ha DMO ¢dynkuuure,
u3rpakJaHe Ha JECTHMHALIMOHHM ,intelligence™ cuctemu M mocraBsiHe Ha yCTOMYMBOCTTAa B
APOTO Ha OOEIIaHUETO KbM Ia3apa.

KonuenryanHuaTr npuHOC Ha pa3jiesia € B MHTETPUPAHETO Ha MET B3aUMOCBbP3aHU U3MEPEHHUS
Ha  JICCTUHAIIMOHHATa HMHOBAUUS—IIPOAYKTOBO,  TEXHOJOTMYHO, KOMYHHUKAIMOHHO,
OpPraHu3alMOHHO U YCTOMYMBO—B €/IHA MAPKETHUHIOBA apXUTEKTYypa, YIPaBJIIBaHA OT IaHHHU.
[IpakTUYeCKUAT TPUHOC € B IMOKAa3BAHETO KaK MEPCOHAIM3ALMATA W YIPABICHHUETO Ha
notoiy, noamnatrenn ot Big Data u Al, cbkpamaBaT wuH(OpMalnMOHHaTa acHUMETpus,
ONTUMM3UPAT HOCHUMOCTTA HA PECYPCUTE M PA3NPEHEIAT TBPCEHETO BBB BPEMETO U
MPOCTPAHCTBOTO. YTPABICHCKUTE HWMIUIHKAIIMK 33 OBIATapCKUTE JEeCTUHAIIMHM BKIIFOUBAT
nedunupane Ha aparocpounu KPI 3a Opanga u ThpceHETO, Ch3/1aBaHe HA aHATTUTUYHU EKUITH
1 TUIaTGopMu 3a JIaHHU, ¥ aKTHBHU ITyOJIMYHO-YACTHH MAapTHHOPCTBA, KOUTO KOAU(MUIIMpAT
o011 MHTEpEC U CHOJIENEH peCcypcC.

B 3akmitodyenue, MHOBAIIMMTE HAa HUBO JIECTUHAIUS ca Hail-e(eKTHUBHH, KOTaTO C€ MUCIST KaTo
elHa ,,OlepalloHHa cucTemMa®: OpaHJ, NPOAYKT M MPEeKUBSIBaHE, YIpaBIsIBAHU Ype3
TEXHOJIOTMM W JAaHHHW, KOOpAWHHpaHW OT cwieH DMO u nerutumupaHud OT YCTOMYHMBH
MpaKkTUKU. Ta3W CHCTEMHOCT MpEBpbBINA HOBOCTUTE OT OTAEIHM KaMIAHHM B YCTOMYUBO
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KOHKYPEHTHO TpPEAMMCTBO M TMpeAajara peajucTHuYeH NIbT 3a YCKOPEHO HaBaKCBaHE U
mudepeHnranus Ha ObIrapCKUTe TYPUCTHYECKH MECTa B TOCTHAHIEMUYHUS TI100aJIeH masap.

O06001IeHNEe HA BTOpPA IV1aBa

Bropa rnaBa pasriexia TCOpETUYHUTE OCHOBU U IMPAKTUYECKUTE MPOSIBICHUS Ha HHOBALIUUTE
B Typu3Ma, KaTo TU TMpEeACTaBs KaTo OCHOBEH JBUTaTel 3a KOHKYPEHTOCIHOCOOHOCT,
YCTOWYHMBOCT U TpaHCcopMaIis Ha CEKTOpa. AKIEHTHT € MOCTaBEH BbPXY B3aUMOBPbH3KaTa
MEXIYy TEXHOJOTUYHOTO PAa3BUTHE, MAPKETUHTOBOTO YIPABICHHE W TOTPEOUTEIICKOTO
W3KUBSIBAHE.

AHanu3bT NI0Ka3Ba, Y€ NHOBALIMUTE BEUE HE CE OIPaHNYaBaT A0 HOBU IPOLYKTH WIH YCIYIH,
a Ce pealM3upar Karo IsUI0CTHA CUCTEMA OT IIPOLECH — OT AUTUTAIN3ALUI U aBTOMAaTU3alus
Ha OIECpAalUUTE IO CTPATETHYECKO YIPABICHHE HAa JAHHWTE M IIEPCOHAIM3HMpPAHE Ha
TYPUCTHUYECKOTO IMpPEXKUBABAHE. BHCOKOTEXHOJOTMYHUTE PEIICHUS, Karo HU3KyCTBEH
MHTEJIEKT, BUPTyajHa U J00aBEeHA PEaTHOCT, HHTEPHET HA HEIIaTa U MOOWMIIHU MPHIIOKCHHUS,
ce YTBBpKIaBaT KaTo KIYOBU (PAKTOPU 32 MOJEPHOTO IOCTOIPUEMCTBO M 3a MOJ00psiBaHe
Ha KOMYHUKALUATA MEXAY TYPUCTA U JECTUHALUATA.

B koHTEeKCTa HaA IECTHHAIIMOHHUS MAapKCTHHT', THOBAIMHUTEC CC MPOABABAT YPC3 MHTCIPUPAHO
YIIpaBJICHHUC Ha 6paHzLa, AUTUTAIIHU KOMYHUKAIWUOHHU CTPATCruu, YCTOﬁqHBH IMPAaKTUKH H
MPCXKOBO CBHTPYAHHUYCCTBO MCIKAY HY6HI/I‘1HI/I${ H 4YaCTHHUA CCKTOp. Me)KI[}/HapOI[HI/ITC u
6’[>J'II‘apCKI/ITe IIpUMEPU NMOTBBPIKAABAT, UC YCICIIHUTE ACCTUHAIIUU ITOCTUIAT YCTOI‘/‘I‘II/IB PBCT
gpe3 ChbUCTAaBaHC Ha TCXHOJIOTUYHU PCEHICHUS, KYITYpHa HACHTUYHOCT W ABJITOCPOYHA
MAapKCTHUHI'OBA BU3M.

B 3akmroyeHue, M3CIEIBAHETO MOAYEPTaBa, Y€ WHOBALMUTE B TypU3Ma ca HE IPOCTO
MHCTPYMEHT 3a MOJIepHU3alMs, a cTparerndecka Heooxoaumoct. Te opMupar ocHoBaTa Ha
HOB MOJIEJI Ha YIpaBJi€HHE, OPUEHTHUPAH KbM 3HAaHUE, YCTOMYMBOCT M BHCOKa J00aBeHa
CTOMHOCT 3a TypUCTa M JECTHHAIMATA. Ta3W KOHLENTyaJHa paMKa MOArOTBS JIOTMYHUS
IIpEXOJ KbM ClIe/IBalllaTa IJIaBa, IMOCBETEHA HAa IPWIATaHETO HAa MHOBALIMOHHHS NOJAXOX B
OBIATapCKUs TYPUCTHUECKU CEKTOP.

I''/TABA TPETA

IHOJOBPABAHE HA ITPEKUBABAHUATA HA TYPUCTUTE YPE3 HHOBALIUU
B TYPUCTHUYECKUSA CEKTOP B BbJI'APUSA

C oren Ha TeopeTHYHATa paMKa, pasrielaHa B I'bpBA IJlaBa, M aHAJIN3a HA BUIOBETE
MHOBAIMK U JOOPHUTE MPAKTUKU B TypU3Ma, IPEICTaBEH! BB BTOpA IjIaBa, HACTOSIIATA TJlaBa
MMa 3a Led Ja NPEeICTaBu pe3yJTaTUTE OT IIPOBEACHOTO EMIIMPUYHO M3CIIECABAHE, HACOUYEHO
KbM HJEHTH(HIMpaHE Ha CTENEeHTa Ha MpHUJaraHe Ha WHOBALMU B TYPUCTHYECKHUS CEKTOD B

BT)J'IFapI/Ifl. B Hes ce aHaJIUu3upaT HarjiJaCuTe, MOBCACHUECTO U BB3IMPUCMAHETO HA HHOBAIIUUTC
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OT CTpaHa Ha TYPUCTHUYECKUTE MPEANPHUATHS, KAaKTO U BIUSHUETO UM BbPXY €(PEKTUBHOCTTA
Ha MapKETUHIOBOTO YIIPABJICHUE.

I'maBa Tpera BKJIIOYBA ONMCAHUE HA METOJOJIOTMYHUS MOAXOJA — MU3IOJI3BAHUTE METOAM Ha
MpOyYBaHe, CTPYKTypaTa Ha aHKETHUS BBIPOCHUK W WHTEPBIOTO, KAKTO U OOOOIIEH aHANU3
Ha TIOJTyYEHUTE JaHHU.

I'maBata BKJIIOUBA [BE€ B3aUMHOCBBP3aHU H3CIEAOBATEIICKM HANPABIEHUS — aHKETHO
NpOy4YBaHE Cpel NPEACTaBUTENIM Ha TYPUCTHUECKUS OWM3HEC W KayeCTBEH aHalu3 Ha
KOHKPETHH TYPUCTUYECKU O0EKTH U ClleNuaIu3upanu BUI0Be Typu3bM. [IbpBOTO HM3caenBane
¥uMa 3a 1en Ja o000y HarjacuTe U MPAaKTUKHUTE, CBHP3aHU C BHEAPSABAHETO HAa WHOBAIIMH,
JIOKaTo BTOPOTO HAATpakJa pe3yJTaTUTE 4Ype3 JCTalu3upaHe U WIIOCTPUpAaHE Ha
MHOBAIIMOHHUTE MPOLIECH B pealiHa cpefa.

[To To3n HauuMH ABaTa MOAXOJAa C€ JONBJIBAT — KOJIMYECTBEHUTE PE3YNITaTH OT aHKETara
OuepTaBaT MIMPOKATA KAPTHMHA HA HHOBAIIMOHHATA AKTUBHOCT, 2 KAUECTBEHUT aHAIIU3 Ha
00eKTH U ()OpMH Ha TYpU3BM IO3BOJISABA Ja CE U3BENAT JAeTAWIHN XapaKTePUCTHKH, 100pH
NPAKTHKHU M MPeJIM3BHKATEJICTBA [IPU PEAIHOTO UM BHeZApsABaHe. Taka ce ocurypsia mo-
BHUCOKa aHaJUTHYHA CTOMHOCT Ha U3CJEIBAHETO, KaTO CE JEMOHCTpUpA MPUIOKUMOCTTA Ha
TEOPETUYHHSI MOJIEJI B PEAJIHU YCIOBUS W C€ TOTBBPXKIAaBaT OCHOBHUTE 3aBHCUMOCTH,
U3BE/IEHU OT EMIIMPUYHUTE JJAaHHHU.

KomMOuHMpaneTo Ha JBaTa Mo/AX0/1a — AaHKETHO NMPOYYBaHE U aHAJIN3 Ha KOHKPETHU OOEKTU —
rapaHTipa B3auMHa Bepu(UKalus Ha pe3yiTaTUTe U OCUTYpsiBa MO-IBJIHO pa3dupaHe Ha

Bpb3KaTa MCXKAY HHOBALITUUTE U MAPKCTUHIOBOTO YIIPABJIICHUC B TYPUCTUUCCKHA CCKTOP.

B Touka 3.1 ce pa3nucBat KpUTEPUHUTE U METOUTE HA EMITUPUIHOTO U3CIICBAHE.

B pesynrtar Ha M3M0XKEHUTE TEOPETUYHHM NMOCTAHOBKU M JOOpPH MPAKTUKHU B II'bPBAa M BTOpa
IJIaBa Ha TPYJa, Ce Cb3/1aBa MHCTPYMEHTAPUYM 3a IIPOYYBAHE U OLIEHKA Ha MPUJIOKEHUETO Ha
MHOBAIlMMTE B TypH3Ma OT TIJI€JHAa TOYKAa HAa MapKETHHIOBOTO ympasieHue. Llenra € ma ce
aHaJIM3Mpa BIUSHUETO HA pa3iMyHU (AKTOpPU BBPXY BBBEKIAHETO M €(PEKTUBHOCTTA Ha
MHOBAaLlUUTE B TYPUCTHUYECKHUSA IPOAYKT, KAKTO M TAXHATA POJA 3a IIOCTUraHe Ha
KOHKYPEHTHO IIPEIUMCTBO Ha TYPUCTUUECKUTE MPEANPUATUS B bbirapus.

N3cnenBaHeTo € HACOYEHO KbM XOTEIMEPCKH, PECTOPAHTHOPCKH U TYPOIIEPAaTOPCKHU
CTPYKTYpPH, KOWTO BHEApsABAT IPOAYKTOBH, MAapKETUHIOBH, OpPraHU3AallMOHHH U
TEXHOJIOTMYHM HMHOBamMu. CrenuaneH akIeHT Ce IIOCTaBsi BbpPXY HOBHUTE TEHJCHLHH B
JUTUTAIA3ALUATA, U3IIOJI3BAHETO HA U3KYCTBEH HMHTEIEKT U CMapT TEXHOJIOTMH, KOUTO BCE

IOBCYC CC MPECBPHIIAT B KIIFOYOB CJICMCHT 3a IICPCOHATIU3UPAHEC HA TYPUCTUUCCKUTEC YCIIYI'U U
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nonoOpsiBaHe Ha KIMEHTCKOTO MpexuBsiBaHe. HacTosAmoTo u3cieaBaHe € U3rpaZeHo BbpPXY
MIpeIBAPUTEIHO (POPMYITHpPaHU H3CIIETOBATEIICKHA XUIIOTE3H, IOCOYCHH B YBOJA Ha Tpyna. Te
Ce OTHACAT JO BIUSHUETO HA WHOBAIUUTE BBPXY €(PEKTUBHOCTTA HA MAPKETHHTOBOTO
yIpaBieHUE, 10 Bb3MPUEMaHETO UM OT CTpaHa Ha TYPUCTUUYECKHUTE MPEATPUSLTHUS U 10 POISITA
Ha JUTUTAIM3alUATa KaTo (PakTop 3a KOHKYPEHTOCIOCOOHOCT. MeToAoIornyHaTa paMKa e
pa3paboTeHa Taka, ue J1a OCUTYPHU BB3MOXKHOCT 3a CHCTEMHA IMPOBEpPKa Ha TE3U XUIOTE3U
9pe3 ChUYCTaHNE HA KOJIMYSCTBCHH U KAYECTBEHH METO/IH.
MeTtononoruara Ha eMIMPUIHOTO U3CIICABAHE BKIIOYBA:

e cucTeMaTH3UpaHe Ha OCHOBHUTE KPUTEPUU 32 OLIEHKA Ha MHOBALIMUTE B TYPU3Ma;

e JneduHHMpaHe Ha TOKa3aTeNd, 4Ype3 KOUTO Jia Ce H3MEpU CTENeHTa Ha TIXHOTO

BHEIpsIBaHE U €()eKTHBHOCT;
e 000CHOBaBaHE Ha OTHOCHTETHATa 3HAYUMOCT Ha BCEKH KPUTEPUH Upe3 ONpe/IesisIHE Ha
KOe(UIIMEHT Ha TeXKecT.

Cw3nmaneHusT Mojiel 00XBalla ceieM OCHOBHU KPUTEpHUsS U eHa 00oO0IaBaiia omeHKa, Kato
BCHUYKH T€ Ca HACOUCHU KbM H3CJICIBAHEC HA MAPKETHHTOBUTE aCTIEKTH HA MHOBAIIUUTE.
N300pbT HA KpUTEPUUTE, YPE3 KOUTO CE M3CIE/IBA MPUIATaHETO Ha NUHOBAIIMUTE B TypU3Ma, €
pe3ynraT OT 3aaBJIOOYEH TEOPETHYECH aHalM3 M CHIOCTABKA MEXIY Pa3IMYHU MOJAETHU 3a
OLICHKAa Ha MHOBAIIMOHHHUTE TpouecH B cdepara Ha yciayrure. [lomOpanute kpurepum ca
pe3yaTar OT CHCTeMaTHuYeH NperiieJ Ha HaydHaTa JHTEpaTypa, I0OpH MEXKIyHapOIHU
MPAKTUKU W TIpeJBapUTeNIeH aHaIU3 Ha Typuctudeckus nazap B bearapus. Te ca monbpanu
Taka, 4e J1a OTpa3siT peajHUTe (PAKTOPH, KOUTO OMpeaeasiT HUBOTO HA WHOBALIMOHHA
AKTHUBHOCT Ha TYPUCTHUYECKUTE MIPEAMPHUATHS, KAKTO U TIXHATA CMOCOOHOCT 1a HHTErPUPAT
MAapKEeTHHTOBH MOIXO0IU B MPoIeca HA yNpaBJIeHHE.
Ta3zu cucreMa OT KPUTEPUU OCUTYpsiBA BBH3MOKHOCT 32 MHOTOIUIACTOBA OIEHKAa Ha
WHOBAIIMUTE — OT CTPATErMUeCKO W YMPABIEHCKO HUBO JO MPAKTUYECKOTO UM BB3JCHCTBUE
BBPXY KJIMEHTCKOTO MPEKUBSIBAHE.
[lonoben pABycTpaHeH TOJIXOJ II03BOJSIBA Ja C€ OLEHH KakTo CHOCOOHOCTTa Ha
OpraHm3alusITa Jla pearupa Ha MPOMEHSIIUTE Ce YCJIOBUSA, Taka U HEWHUAT MOTEHIHAT 3a
JIBITOCPOYHO PA3BUTHE Ype3 NHOBAIIHH.
N30panute kKpuTepuu ca ChIIO Taka choOpa3eHu ¢ paMKuTe Ha EBpomeiickaTa WHOBAIMOHHA
MOJINTUKA W CTPAaTEerMYecKUTe JOKYMeHTH Ha CBETOBHAaTa TYpPUCTHYECKA OPTraHU3aIHS
(UNWTO), xouro momuyepTaBaT poJsTa Ha JUTHTAIA3ALMATA, YCTOWYHMBOCTTA U

HHTCIMUTCHTHOTO YIIPABJICHHUC KAaTO OCHOBHU HAIIPABJICHHUA 3a pACTCXK HA TypuU3Ma. ‘Ipe3 TAX
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CE OCUTYPsIBa Bb3MOKHOCT 32 KOJIMYECTBEHO U KAYECTBEHO CPABHEHUE HA PE3YNITATUTE, KAKTO
MEX/y OTAEJIHUTE TYPUCTUUECKU PallOHU, TaKa U B HALIMOHAJIEH KOHTEKCT.

OcBeH TOBa, 00OCHOBKaTa 3a MOJ0OOPA HA T€3M KPUTEPHH € TACHO CBbp3aHa ¢ eMIIMpUYHATA
4acT Ha HACTOALIOTO u3cienBaHe. Te ChOTBETCTBAT HA BBIPOCUTE U IOKA3aTEIUTE,
U3IMOJI3BaHU B @aHKETHOTO IIPOYYBaHE, KOETO FapaHTUPA ChIIOCTABUMOCT MEXKy TEOpETUYHATA
paMKa ¥ mpaktudyeckure HaOmoneHus. [1o To3u HaYMH KPUTEPUHUTE HE Ca CaMO aHAIUTHYEH
UHCTPYMEHT, a M EMIMPUYHO BalUAMpaH I[I0Ka3aTel 3a pEaJHOTO CbCTOSHUE Ha
MHOBALIMOHHUTE IIpoliecH B ObJArapckus TypusbM. 110 To3u HauMH noAOpaHUTE KPUTEPUH HE
caMo oOXBalaT MbJIHMUS CHEKTbP OT (DAKTOpPH, BIMSCIIM BBPXY BHEIPSIBAHETO HA
MHOBAaLMU(MKOHOMUYECKA Cpea, peryaaliy, COUMAIHO-KYJITYPHH OCOOCHOCTH), HO M J1aBaT
Bb3MOXHOCT 3a NpPSIKa BPb3KAa MeKIYy TeOPeTHYHHMTE IOCTAHOBKM W eMIIHPHYHOTO
H3MepBaHe Ha MHOBAallMOHHWUTE IIPOLIECH B PAaMKUTE HAa MAapKETHHIOBOTO YIIPaBJICHHUE.
VIMeHHO Ta3um B3aMMOBpB3Ka IIpaBU CHUCTEMATa OT KPUTEPUM HAJEKIHA OCHOBA 32
MOCJIEABAIMS aHAIN3 U UHTEPIPETalis Ha pe3yJITaTUTe.

B 3aknroueHue Moke Aa ce IOCOYM, Y€ MOAOpaHUTE KPUTEPUM OTpa3siBaT KOMILIEKCHUS
XapakTep Ha TYpPUCTUYECKUTE MHOBALMM M OCHUIypsiBaT OallaHCHpaH IOJXOJ] MEeXIy
U3MEPUMOCT W HUHTEpHpeTaTuBHOCT. Te Mo3BoJsSBAT HE caMO Ja ce HWIACHTU(UIHMpaAT
TEHJCHIIMUTE B PA3BUTUETO HA CEKTOpa, HO M Jla CE HAmpaBAT OOOCHOBAaHM H3BOJIU 3a
e(eKTUBHOCTTA Ha MPUJIaraHUTE UHOBAIIMOHHU CTPATETUH.

Koeduuuenture Ha 3HAYMMOCT Ha OTAENTHUTE KPUTEPUM Ca OIpEJesIeHd Bb3 OCHOBAa Ha
KOMOMHHUpAH €KCIEepPTeH IOJXO0J, KOWTO CbhueTaBa €JIEMEHTH Ha MOJIyCTPYKTYpUPAHO
UHTEPBIO (BBIPOCHUK) C IMPEACTABUTENIM HAa TYPUCTHUYECKHUS M MAPKETUHIOBHSI CEKTOp U
CPaBHMUTEJIEH aHAIM3 HAa NPUOPUTETHUTE HAINpPABJICHMs, IOCOYEHH B TEOpPETUYHATAa 4YacT Ha
U3CIEABAHETO. 3a LIeTa ca IPOBEAEHN KOHCYJITALUU C NMPEACTABUTENN HA TYPUCTHUECKUS U
MapKETUHTOBUSL CEKTODP, BKJIKYMTEIHO YIPABUTENM HA XOTEIH, €KCIEPTU IO AUTHUTAJIECH
MapKeTHHI, KOHCYJATaHTH IO YCTOWYMB TYpU3bM U aKaJEMUYHH CHELHAIUCTH IO
TYpUCTHYECKO yrpaBiieHue. B m3cnenBaneTo ca BrimroueHn o6mo 10 ekcnepTH, oT KOUTO 6
3aeMaT YNpaBJIEHCKU MO3UIUHM B TYPUCTHYECKH OOCKTH W TyporepaTtopcku ¢upmu, a 4 ca
CHELMAIUCTH 110 MAapKETUHT M TUTHTAIHM KOMYHHMKAIMH C OMUT B TYPUCTHUECKHS CEKTOP.
WuTepBioTaTa ca MpOBEACHHU MO MPEIBAPUTENIHO pa3padOTeH clieHapuil, KOHTO BKJIIOYBa 8
BBIIPOCA OTHOCHO BJIMSIHUETO Ha OTIEIHUTE KPUTEPUU BBPXY KOHKYPEHTOCIOCOOHOCTTA,
e(eKTUBHOCTTa Ha MapKETUHTOBUTE JACHHOCTH M BB3IPHUEMAHETO HAa WHOBAIMHUTE OT CTpaHa

Ha MOTpedUTeNnTe.

30



ExcriepTrte OlieHMXa OTHOCHTEIHATA TEKECT Ha BCEKH KPHTEPHH CIPSAMO OCTaHAIIUTE, KATO
ce u3mnossBa ckana ot 1 qo 5, npu kosTo ,,5° 0003HAYaBA UBKITIOYUTEIIHO BUCOKA 3HAUUMOCT
3a BHEAPSBAHETO HA WHOBAaLMHU B TypusMma. llomydyenute croifHocTH Osixa 0000IIEHH upes3
CPEIHOAPUTMETHUCH ITOKA3aTes, a Pe3yJITaTUTe OTPa3siBaT KOHCCHCYCHA OICHKA 3a PEaTHOTO
BB3JICHCTBUE Ha OTACITHUTE (PAKTOPH BHPXY HHOBAIIMOHHUS IIPOIIEC.

Bucoka Ttexect nmojryumxa KpUTCPUUTC, CBBP3aHU C AUTUTAIIM3alUATd, HW3KYCTBCHHA
HHTCJICKT U CMAapT TCXHOJIOTMUTEC, IMOpaJu TAXHATAa BOJACIIA POJId B TpaHC(bOpMaHI/IHTa Ha
TypucTHYecKuTe yciuyrd. ChIecTBEHAa 3HAYMMOCT O€ OTJajicHa M Ha KayeCTBOTO Ha
MapKETUHTOBOTO YIIPABJICHHE M OOCIY)KBAaHETO, ThH KaTO TE3W EJIEMEHTH IPSIKO BIIHSIST
BBPXY BB3INPUEMAHETO HAa HMHOBAIMUTE OT CTpaHa Ha morpeburenure. OT apyra crpaHa,
KPUTEPUH KaTo ,,BHHIIHU (aKTOpu™ W ,,IPHPOJHA, KYATYpHAa M COIMaiHa cpema™ Osxa
OLICHEHH C yMEPECHa TEKECT, MOpaau TMO-CIa00TO WM BIHMSHUE BBPXY OINCPATUBHHUTE
YIPABJICHCKU pEIICHUS, HO BCE IMaK OCTaBaT CTPYKTYPHO 3HAYMMHU 3a KOHTEKCTa Ha
TypUCTHYECKATa CHCTEMA.

Tosu nmoaxoa ocurypsaBa HaJACKAHa CMIIMpUYHA OCHOBA 3a IMpUJIaraHe Ha KOG(i)I/IIII/ICHTI/ITe B
aHaJli3a, KaTo CBIICBPEMEHHO rapaHTHpa, Y€ ONPEICIICHUTE CTOMHOCTH OTpa3sBaT KaKTO
npodecroHallHaTa €KCIEPTH3a, Taka M PEaJIHUTE TCHIACHIMM Ha masapa. I1o To3u HauuH
KOC(HUIIMEHTHTE Ha 3HAYUMOCT HE ca MPOU3BOJIHO 3a/JaJCHH, a MPEACTABIIABAT BaUAMpaH
HHCTPYMCHT 3a OIICHKAa Ha BJIUAHUCTO Ha OTACIHHUTC @aKTOpI/I BbpPXY HWHOBAIIMOHHUSA
MOTEHIMAJl HA TYPUCTUYECKUTE OOCKTH.

Ta0auna 3.1. KpI/ITepI/II/I " IIOKAa3aTeCJI 3a OLICHKA Ha MPUJIAraHETO Ha MHOBALIUU B TyYpU3Ma

Ne | Kpurepuit IHoka3zaTenu Koed. Ha
3HAYMMOCT

1 | BbHIHHK ¢akropu, | 1.1 UkoHoMuuecku pakropu 0.10

BJIM S € LA Bbpxy | 1.2 Texnomoruunu paxropu

BHEJPSIBAHETO Ha | 1.3 Ilonutnyecku hakropu

HHOBALMH B TYpU3Ma 1.4 Exonornunu gaxktopu
2 | Ilpupoana, xkyarypua wu | 2.1 Ilpupoanu pecypcu 0.10

conMajiHa cpeaa Karo 0asa | 2.2 KynrypHum ¥ HCTOpUYECKH

32 HHOBALIMU pecypcu

2.3 CouuanHa cpeia u TpaauIiu
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MapxkeTuHrosa 3.1 TpancnopTHa AOCTBITHOCT 0.10
HH(ppacTpyKTYypa u|32 Jururansa JOCTBIIHOCT;
AOCTBITHOCT 3.3llonkpensiuy yciayru
Buenpenn wunoBamum B | 4.1 [IpoaykTroBu nHOBaMu 0.15
TYPUCTHYECKHUS POAYKT 4.2 MapKeTUHIOBH UHOBAIlUU

4.3 Opranu3aliiOHHA WHOBAILIUU

4.4 TexHOJOTUYHU UHOBAIUU
KauectBoO Ha | 5.1 YMeHus Ha nepcoHala 0.15
MAapKeTHHIOBOTO 5.2 KnueHnrtcka opueHTanus
ylpaBJieHHe U | 5.3 UnTepakTuBHO 00CITy)KBaHEe
00C.JTy>KBaHETO
Busyanna u ¢pynknuonanna | 6.1 Excrepuop u unrepuop 0.10
cpena B TypucTHYecKus | 6.2 @OyHKIHMOHATHOCT Ha
o0exT IIPOCTpaHCTBATa
H3kycrBen wuHTedekT U | /.1 Al yarGorose 0.20
CMAapT TeXHOJIOTUH 7.2 JluHaMU4YHO IIEHOOOpa3zyBaHe

7.3 Tlepconanm3anus

8 O0ma OLICHKA Ha | Cunresupana ekcrepTHa ouenka mo | 0.10
WHOBAIIMOHHUS NPOPUII BCUYKH KpPUTEPUHU
O6u0 1.00

M3TouHuK: ABTOpPOBA CUCTEMATU3ALIMS

[IpenacraBeHnTe KpUTEpUM Ca 3aJerHAJIA B OCHOBAaTa Ha W3TOTBEHUs AHKETEH WHCTPYMEHT,
4ype3 KONTO ce chOMpaT MbPBUYHUTE JJAHHU 32 EeMIIMPUYHOTO U3cieBaHe. Beceku kpurtepuii e
ONEpALMOHATIM3UPAH Ype3 KOHKPETHU BBIPOCH, HACOYEHM KbM WJAECHTH(QULIUpAaHE Ha
CTEIIEHTAa Ha IIPUIOKEHUE HAa MHOBALMUTE, HUBOTO HA JUTHTAIM3aLUsa U BB3IIPUEMAHETO Ha
MapKETHUHIOBUTE MPAKTUKHA OT CTPAaHA HA TYPUCTHUYECKUTE Npennpustus. GopMmyaupoBKara
Ha BBIPOCHUTE € ChOOpa3eHa ¢ LeNTa U 33a4iTe Ha JUCEPTALlMOHHMS TPy, KaTO aKIEHTBT €
ITIOCTaBEH BBPXY POJISATa HA MAPKETUHIOBOTO YIIPABJIEHUE MPH BHEAPSIBAHETO HA MHOBATUBHU
pelieHusl.

Upe3 aHKETHOTO NPOYYBAHE CE€ LIEIU A C€ YCTAHOBAT PEAIHUTE TEHICHIUU U HArJlacu Cpel

YOPaBUTCIIUTE U MAPKECTUHIOBUTC CIICHUATIUCTH B TYPHUCTUUYCCKHA CCKTOP, KAKTO U Ja CC
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OLICHH BJIUSHUETO HAa BCEKUM KpHUTEpUil BBbpPXY oOIIaTa HHOBAI[MOHHA AaKTUBHOCT Ha
opranuzanuure. [lomyuenure pesynratu (opMHpaT OCHOBaTa Ha IOCITENBAIIMSA aHAIU3 H
MO3BOJISIBAT JIa CE M3BEAAT 3aKOHOMEPHOCTH M 3aBUCHMOCTH, CBBP3aHU C €(PEKTUBHOCTTA Ha

MapKETHHI'OBOTO YIIPaBJICHUEC B IIPOL€Ca HA HHOBAIIUH.

B touka 3.2 ca 3a 3a1m0KeHH KOHICIITYAJIHUTC U MCTOAOJIOTMYHUTC OCHOBU Ha CMIIMPHUYHOTO
U3CIIC/IBAHE.

IIpeaMeT Ha eMIIMPUYHOTO M3CJIEIBAHE

[IpenMeThT Ha EMIUPUYHOTO H3CJIE/IBAHE B HACTOSIIUSA TPYJ C€ CBbp3Ba ¢ (HOPMUPAHETO U
NpujIaraHeTo Ha HWHOBALlMKM B TYPHUCTUYCCKUTC IMPCANPUATUA W TIAXHOTO 3HAUCHHUC 3a
KOHKYPEHTOCIIOCOOHOCTTa W YCTOMYMBOTO pa3BUTHE Ha CEKTOpa. B 1eHThpa Ha aHayiM3a ca
n30paHu peasHud OOEKTH OT pa3IMYyHU TYPUCTHUYECKH pailoHu B bwarapus, kKouto
JEMOHCTPHUpAT MPAKTUYECKO BHEIPsIBAHE Ha HOBOBBBEIEHUS B MPOAYKTOBOTO MOPT(HOINO, B
YHOpaBJICHUCTO Ha MAPKCTUHIOBUTC IICfIHOCTPI U B TCEXHOJOIMYHOTO 06CJIY)KBEIHC Ha
norpeduTenure. B pe3yaTar oT ToBa ce ouepraBa KOMIUIEKC OT (PaKTOPH U XapaKTEPUCTHKH,
ype3 KOUTO C€ H3Cie/Ba BIUSHUETO Ha MPOAYKTOBH, MPOLECHU, OPraHU3alUOHHU U
MapKEeTUHIOBU HWHOBAllMM BBPXY YAOBIETBOPEHOCTTa HA TYPUCTHUTE W MOCTUTAHETO Ha
YCTOMYHMBO KOHKYPEHTHO IIPEAUMCTBO.

[IpenMer Ha M3CiIEIBaHETO € CHIIO TaKa U OLIEHKAaTa Ha €(eKTUBHOCTTA OT MpUJIaraHeTo Ha
U3KYCTBEH MHTEJIEKT U CMapT TeXHOJIOTMM — TUHAMUYHO LIeHooOpa3yBaHe, Al yar6orose,
JUTUTAIHU PE3EPBALIMOHHM CUCTEMHM M IIEPCOHAIM3UPAHM KIMEHTCKM pemeHus. Te3n
HHCTPYMCHTHU CC PA3TJICKIAT KAaTO HOBA ICHEpalnsad MAPKECTUHI'OBU IPAKTHKHU, KOUTO JdaBaT
BB3MOXKHOCT 3a M0-100p0 MO3UIIMOHUPAHE HA TYPUCTUUECKUTE TIPEATPUSITHSI, 32 YIIpaBICHUE
Ha KJIMEHTCKUTE B3aMMOOTHOIIEHMS U 3a ONTUMHU3UpaHe Ha OusHec mpouecure. C orien Ha
HapacTBALIOTO 3HAYCHHUE HA JUTUTATIU3ALUATA B TYpU3Ma, EMIMPUYHOTO U3CJIEIBAHE LIEIH /1A
MMpoCiCaAr B KaKBa CTCIICH TE3W MHOBAIIMU CC BB3MPUCMAT OT TYPUCTHUTEC, KAKTO U KaK BJIUAAT
BBPXY U300pa Ha JECTUHALUS U KOHKPETEH TYPUCTHUECKH MPOJIYKT.

W3cnenBaHero ce HacouBa KbM 00€KTHUTE, BKIOUeHH B Tabmmma 3.3, KaTo uype3 TAXHOTO
HaOJI0IeHNe, CUCTeMaTH3alisl U CpaBHEHHE C€ ThPCHU BB3MOXKHOCTTA 3a (OpMyJIHpaHe Ha
WHOBATUBEH MWHTETpUpaH MPOJYKT, KOWTO MOXe Ja ObJe NPUIOKEH B Ppa3IMyHU
TYpUCTUYECKH paiioHU Ha bwarapus. BamumHoctra Ha u3cieaBaHeTo ce 00OCHOBaBa 4pe3
OIICHKa Ha peaqHo (YHKIMOHMUPAIH MPEANPHUATHS, KOUTO BEUYE H3IIOJI3BAT CHBPEMEHHU
IIPAaKTUKN — OT BHEAPSBAHE HA 3€JIEHU TEXHOJOTUU U YCTOMYMBO YIIpaBJIEHHE HA PECYPCUTE,

A0 M3MNOJI3BAHC Ha TEPCOHAIU3HUPAHU AUTUTAIHU YCIIYT'U. B TO3u cMuchI npeaAMEThT Ha
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M3CIJIEJIBAHETO € MPSKO CBBP3aH C aKTyaJIHOCTTa Ha Ma3zapa U ¢ He0OXOAMMOCTTA OT Ch3/IaBaHE
Ha TYPUCTHYECKU MPOJYKTH ¢ J0OaBEHA CTOMHOCT 3a MOTPEOHTEIIS.
CepliecTBeHa 4YacT OT MpeAMeTa Ha M3CIEABAHETO € M OLEHKATa HA MAPKETHHIOBOTO
ylpaBjieHHe TIpH BHEApsBaHE Ha WHOBanuuTe. ToBa BKIIOYBA KAKTO WHCTPYMEHTHTE 3a
nazapHa audepeHnManys, Taka W BB3MOXKHOCTHUTE 3a IMOAOOpSBaHE Ha KIMEHTCKAaTa
YIOBJIETBOPEHOCT Ype3 MEePCOHAIM3UPAHU TMOAXOAW. AHAIM3UpaT Ce€ CTPAaTeruuTe Ha
TYPUCTUYECKUTE OOEKTH 3a BBBEXKIAHE HA MHOBALIMM M TAXHOTO BB3ACHCTBUE BBPXY
Ma3apHOTO TO3WIIMOHHPAHEe, CTETICHTa Ha JOBEPHE M JIOSUIHOCTTAa Ha TypucTtHTe. OTTYK
clelBa U MpaKTUYECKaTa HACOYCHOCT Ha M3CJICABAHETO — Jla CE 04YepTasT JOOPH MPAKTUKUA U
MOJIETIN, KOWTO Aa OBbJaT MpUIaraHu oT IPYTH MPEANPHUATHS B CEKTOpA C IIeJ1 TOBHUIIIABaHE Ha
e(EeKTUBHOCTTA U KOHKYPEHTOCIIOCOOHOCTTA.
O0eKT 1 00XBaT HA H3CJIEeIBAHETO
OOeKT Ha HAyYHOTO U3CIEABAHE Ca TYPUCTHUECKUTE MPEANPUSNTHS — XOTENH, KOMIUIEKCH U
KYPOPTHHU JECTHUHAIIMK, KOUTO TMpWaraT WHOBAIlMM B CBOSITa JEWHOCT M Mpejjarar
MHTETPUPAHU TPOIYKTH 32 PA3IUYHU IEJICBU IPYIU TYPUCTH. BHUMaHUETO € ChCPEeIOTOUYECHO
BbPXY OHE3M OOCEKTH, KOUTO JEMOHCTPHpAT YCIEHIHH MPAKTUKH B U3MOJ3BAHETO Ha
MIPOJYKTOBHU, MPOLIECHU, MAPKETUHTOBU M OPraHU3AIIIOHHU MHOBAIUH, KAKTO U MPUIAraHETO
Ha M3KYCTBEH MHTEJICKT M CMapT TEXHOJIOTHH 3a MOJ00psiBaHE Ha KOHKYPEHTOCIIOCOOHOCTTA
1 YCTOWYUBOTO Pa3BUTHE.
B o6xBara Ha eMIUPUYHOTO U3CIEABAHE CE€ BKIIFOUBAT KOHKPETHU TYPUCTUYECKU OOEKTU OT
pa3nuyHu pailoHu Ha bbarapus, KOUTO ca MPEACTABUTENIHH 32 BHEAPSIBAHETO HA NHOBAIUU:

e CIIA xorten ,,Cs. Cnac* — Benunrpap;

o Kowmmmuekc ,,Yaukaro® — Ka3zaanbk;

o Bunapcku xommiekc ,,Crapocen®;

e Bunapcku xommiexc ,,[1laro Komnca®;

e InterContinental Sofia;

e Grand Hotel Millennium — Codusi;

e Xorten ,,AnMupan‘ — 31aTHH MACHIIN;

e Albena Resort — Smart Eco Resort.
Te3u obOexTn ca moaOpaHHW IEIEHACOUYEHO, THh KaTo ChueTaBaT pazNu4HU (GOpMHU Ha
cnernuanuzamus — CITA u 6amHeo Typu3bM, BUHEH U KYJITYPEH TypU3bM, OM3HEC U KOHTPECEH
TYpU3bM, MOPCKH W €KO TYpH3bM — M B CBIIOTO BpEeME JAEMOHCTpUpAT BHBEXKIAHE Ha

HHOBAallUU B YIIPABJICHHUCTO Ha TYPUCTUYCCKUTC YCIIYT'U. Taka oOekTuTe JaBaT BB3MOXKHOCT
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Jla ce aHaJu3upa BIMSHHETO HAa WHOBALIMMTE B PA3IMYHU TUIIOBE TYPU3bM U B Pa3IUYHU
pPEruoHaIHA KOHTEKCTH.

OOXBaThT HAa M3CIICBAHETO € OTPAHUYEH BHB BPEMEBH U IMPOCTPAHCTBEHH paMKU. BpemeBoTO
OTrpaHUYEHUE C€ OTHACS JI0 MOCJIEIHUTE MEeT TOAMHU, KOraTO BHEAPSIBAHETO HA WHOBAIMH B
Typyu3Ma 3HAUUTEITHO C€ YCKOpsBa IMOpaay HABIM3AaHETO Ha JUTUTATHUTE TEXHOJOTHH H
MpoMsiHATa B MOTPEOUTEIICKUTE Harjiacu ciep rinodanHata manaemus. [IpocTpaHcTBeHUAT
00XBaT € B pPaMKHUTE Ha OBITapCKUTE TYPUCTUYECKH pPAWOHHU, KATO CE aKIEHTUPA BBPXY
PoszoBara nmonwna, Puma—Ilupun, Codwuiickus TypuCTHYECKH palioH U UYEpHOMOPCKOTO
KpaiiOpexmue, Thil KaTO UMEHHO B TAX CE HaMUPAT U3CIEABAHUTE OOCKTH.

Upe3 wuzbOpanute O0OEKTHM U oOmpeneraeHuss 00XBaT H3CJENBAHETO LIENU Ja MPelIoCTaBU
JIOCTOBEpHA U TMPEJCTABUTENTHA KapTUHA HAa BHEAPSIBAHETO HA WHOBAIlMU B TypuU3Ma B
bearapus, kakto W ga usBene JOOPH MPAKTHKH U MPHIOKHUMU MOJENTU 32 MAapKETUHTOBO

YIIpaBJICHHUEC, KOUTO MOT'aT J1a 6”]5,[[3.T alaliTUpaHA U OT APYTrU NpCAIIPUATHA B CCKTOPA.

HU3uckBanus 3a AOCTOBEPHOCT HA HH(l)OpMaIII/IHTa

JlocToBepHOCTTa Ha HMH(OpPMAIUATA € OCHOBHO YCJIOBHE 3a IIOCTUTAHE HA HAJCKIHH
peE3yiITaT B PAMKHUTC Ha CEMIIMPUYHOTO H3CJICABAHC. 3a aeiira ca nmpeanpueTu KOHKPCTHU
MCPKH, KOUTO I'apaHTUpaT, 4€ CT)6paHI/ITe JAaHHU Cca 06€KTI/IBHI/I, AKTyaJIHU U MPECACTAaBUTCITHU
3a peaqHOTO CHCTOSHUE HAa TYypUCTHUYECKHTE MpeAnpuatus B bearapus. M3uckBanusTa 3a
JIOCTOBEPHOCT C€ OTHACAT KaKTO A0 MOoA00pa Ha PECHOHIEHTHUTE, Taka U JO0 H3MOJI3BAHHUTE
W3TOYHUIIM U METOM 3a HabupaHe u 00paboTKa Ha HHMOPMAITHSI.

Ha mepBO MSCTO, pPECHOHJIEHTHUTE Ca BHHMATEIHO TOJOpAaHU Cpea TPEJACTABUTEIN Ha
TYPUCTUYECKUTE MPEINPUATUS — MEHUDKBPH, MAPKETUHT CIEIUAINCTH, EKCIIEPTH B cepara
Ha WHOBAIIMHUTE, KAaKTO U CPeJ] pPealHu MOTPEOUTENU Ha TYPUCTHUYECKUTE MPOAYKTH U YCIYTH.
Ilo To3u HauuH ce ocurypsBa ABYCTpaHHA MNCPCIICKTHBA — OT CTPaHAa HAa JOCTABYUIUTC U OT
CTpaHa Ha IMOTPEOUTEIIUTE, KOSTO TIO3BOJISBA MO-IThJIHA OIICHKA HAa BHEIPSIBAHUTE HHOBAITUH.
Ha BTOpO MfCTO, JOCTOBEPHOCTTa C€ TapaHTHpa Ype3 HU3MOJI3BAHETO HAa KOMOWHAIUSA OT
'BPBUYHUA M BTOPUYHU H3TOYHHUIM. [IbpBHuHaTa WHpOpMaIus ce chOUpa uUpe3 aHKeTH,
WHTEPBIOTA U HAONIOJACHHUS B M3CIEIBAHUTE OOEKTH, JOKATO BTOpHYHATa ce Oazupa Ha
OCbI/IHI/IaJ'IHI/I JOKYMCHTH, CTAaTUCTUYCCKH IaHHHU, HY6J'II/IKaIII/II/I B CIICHUAIM3UpAaHN HU3JaHUA,
OTUCTH HAa TYPUCTHYCCKU OpraHu3allviu n OHJIaNH HJ'IaT(bOpMI/I. CoII0CTaBIHETO HA JAHHUTEC

OT ABaTa THUIIA U3TOYHHIIHU ITO3BOJIABA ITOCTUTAHCTO HA ITO-BHCOKA CTCIICH HAa HAACKIHOCT.

35



Ha tpeto msicTo, BaTMIHOCTTa Ha MH(GOPMAIUATA € MOJACUTYpEHa Ype3 MPHIAraHeTO Ha SICHH
KpUTEpUH W TIOKa3aTeld 3a OIleHKAa Ha WHOBAIMHUTE, CHUCTEMATHU3WpaHu B Tadiuna 3.2.
Kputepunre BKIIOYBAT KAKTO TPAIUIMOHHU (AKTOPH — WKOHOMHYECKH, TEXHOJOTHUYHH,
OpraHM3allMOHHHU, TaKa U HOBU €JICMCHTH, CBBP3aHU C JUTHTAIU3AIMATA U MPUIAraHeTO Ha
M3KYCTBEH MHTEJICKT B TYpUCTHYECKATa JCHHOCT.

JIorBTHATEITHO, 32 Ja ce U30eTHe CYOCKTHBU3BM, IIPH aHAIM3a HAa PE3YITATUTE CE M3IOI3BAT
CTaTHCTUYECKU METOJM 3a 00paboTKa M CpaBHEHHE HA JJAHHUTE, BKIIOYUTEITHO (PAKTOpPEH U
perpecroHneH aHanu3. Te JaBaT BB3MOXKHOCT 3a M3CJICIBAHEC HAa 3aBUCHUMOCTHUTE MEXKIY
pas3auuHuTe (HAKTOPH W BIHMSHHETO MM BBPXY BHEAPSBAHETO HA WHOBAIIMMTE W IA3apHOTO
MO3UITMOHUPAHE HA TYPUCTUICCKUTE OOCKTH.

[To TO3W HayMH W3HCKBaHUATA 3a JOCTOBEPHOCT Ha WH(GOpMANUsATAa TapaHTUpAT, dYe
HAIlPaBCHHUTE H3BOJM W IPEMOPBKH ca OOOCHOBAHH, MPUIOKHUMH U OTpa3sBaT PEalHOTO
CbCTOSIHUE Ha TYPUCTHYECKUS CEKTOp B bbirapus B KOHTEKCTa Ha WHOBAIMHUTE W

MapKETUHTOBOTO YIIpaBJICHUE.

PaGoTHu xunore3u

Bb3 ocHOBa Ha TeopeTHYHHMSI TIPETJIe]l U MPEABAPUTEITHUTE HAOIIOACHUS BbPXY IeHHOCTTA Ha
TYPUCTHYECKHUTE TPEANPHUATHS, TPEAMET Ha EMIHMPHYHOTO H3CieaBaHe, ce (opMyaupaT
CJIEIHUTE PAOOTHU XUTIOTE3U:

Xunore3a 1. IlpunaraHeTo Ha WHOBAallMM B TYPUCTUYECKUTE TMPEANPUATUS OKa3Ba
CHIIECTBEHO BIMSHHE BBPXY KAuyeCTBOTO Ha TpeQJIaraHUTe YyCIAYyTH U BBPXY
YAOBJICTBOPCHOCTTA HAa KIMCHTUTC. OuakBa ce HHOBATHUBHUTE MMPAKTUKHU — TPOAYKTOBH,
MAapKCTHUHIOBY U OPraHU3allMOHHU — Aa BOJAAT 0 IMO-BHCOKaA OLCHKA OT CTpaHa Ha TYPUCTUTC
Y JI0 TIOBHIIIABaHE Ha JIOSITHOCTTA UM.

Xwunore3a 2. M3moia3BaHeTo Ha M3KYCTBEH MHTEJICKT M cMmapT TexHosoruu (Al watborose,
JTUHAMHUYHO IICHOOOpa3yBaHe, MepCOHATN3UpaHu 0(hepTH) Ch3/1aBa KOHKYPSHTHHU MPEIUMCTBA
3a TYPUCTHYCCKUTC IMPCANPHUATHUA, KAaTO UM IIO3BOJIIBA Ja CC aJalTHupar HO-6’Bp30 KbM
MIPOMEHSIIUTE Ce TOTPEOUTETICKU HATTIACH U Ma3apHU YCIOBHUS.

Xunore3a 3. TypucTUuecKUTe TPEANPUATHS, KOUTO HHTETPUPAT YCTOWYUBU TPAKTUKU U
3eJIeHU TEXHOJIOTHH, C€ Bb3MpHUEMaT MO-TIO3UTHBHO OT KJIMEHTUTE, KOETO MOBUIIIABA TAXHATA
MIPUBJICKATEITHOCT W TIa3apHO MO3UIIMOHUpaHe. BHepsSBaHETO HA €KOJOTUYHH MHOBAIUYA MMa
IIPAKO OTPAKCHHUE BHPXY USIPAXKIAAHCTO HA MOJOKHUTCICH UMUK U TOBEPHUE CPECI TYPUCTUTE.
Xunore3a 4. HuBoto Ha auruTanusanus U BHEJAPEHUTE TEXHOJIOTWYHU HHOBAIMM € B

IIOJIOXKHUTCIIHA 3aBHCUMOCT OT KOHI(ypeHTOCHOCO6HOCTTa Ha TYPUCTUYCCKHUTC O00EKTH.
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KonkoTo mo-Bucoka € cCTeneHTa Ha MpWIaraHe Ha JAWTMTaIHU pPELIeHMs, TOJKOBa II0-
YCTOMYMBO € Ma3apHOTO Pa3BUTUE HA CbOTBETHOTO MPEANIPUATHE.

Xumnore3a 5. CpliecTByBa Bpb3Ka MEXIy €(heKTHUBHOCTTA HA MAPKETHHIOBOTO YIPABJICHUE U
YCIIEUIHOTO BHEJpsABaHE HAa WHOBaUMU B TypusMa. Ilpennpustusrta, KOUTO Ipuiarat
CTpaTEerMuecKd MapKETUHIOBU MOAXOJM 33 BbBEXKJAHETO HA MHOBALMH, MOCTUraT Mo-100pu
pe3yJITaT! B PUBIMYAHETO U 3aIbP>KaHETO HA KIUEHTH.

Xumnorte3a 6. Bb3M0OXXHO € Ch3aBaHETO HA MHTEIPUPAH WHOBATUBEH TYPUCTUYECKH IPOIYKT
Ha 0Oa3zaTa Ha KOMOMHMpaHE Ha PECypCH M INMPAKTHKH OT PA3JIMYHU TYPUCTHUECKU pPaHOHHU.
TaxkbB NpoAyKT OM MMO3BOJIMII ITOCTUTAHE HA MO-BUCOKA J100aBeHA CTOMHOCT M pas3llupsIBaHe
Ha Ma3apHUTE CerMeHTH, KaTo chueTaBa CIIA, KynTypeH, BUHEH, OM3HEC U MOPCKH TYPU3BM C
MHOBaTUBHU MAPKETUHIOBU PEILICHUSI.

dopMynupaHuTe XUIOTE3U 1€ ObAAT MPOBEPEHH UYpe3 aHKETHO MpOy4YBaHE, MHTEPBIOTA U
HaOIloZleHne Ha KOHKpeTHM OOeKTH, BKIIOYEHH B o00XBaTa Ha wu3cieaBaHeTo. UYpes
KOJMYECTBEHM M KAYEeCTBEHM METOJU 1€ CE OLEHU BIMSHUETO Ha WHOBALUUTE BBPXY
pa3BUTHETO HA TYPUCTUYECKHS CEKTOP M BbpPXY [a3apHOTO IO3UIMOHUPAHE Ha

OpcarpusaTuaTa.

MeToauKa HA U3CJI€IBAHETO

Meroaukara Ha eMIIMPUYHOTO H3CIIEIBAHE € HACOYEHA KBbM IIOCTUraHE HAa OCHOBHATA LN U
IpoBepKa Ha (GOPMYJIHMPAHUTE XUMOTE3U. T 00eIMHSIBA KOMIUIEKC OT METOAM U TEXHHKH,
Yype3 KOUTO ce€ ChbOMpar, cucTeMaTH3uparT U aHAIM3UPAT JaHHU 32 MPUIaraHeTo Ha MHOBALUU
B TYPUCTHYECKUTE IMPEANPUATHS M TAXHOTO BB3JACUCTBUE BBPXY MapPKETUHIOBOTO
yIIpaBJIeHUE U KOHKYPEHTOCIIOCOOHOCTTA.

Ha mbpBO MsCTO, € HM3MON3BaH METOABT Ha HAOJIOAEHHETO, KOWNTO IO3BOJIABA Ja C€
pEerucTpupaT peajqHu NPAaKTHUKUA U MPOSBIEHUS HAa MHOBALIMUTE B M30paHUTE TYypUCTHUECKU
oOextu. Ype3 cucteMHO HaONIOJICHHE Ha IMPOLIECUTE CE€ MPOCIE]siBa BHEIPSIBAHETO Ha
IIPOJYKTOBU, TEXHOJIOTUYHU U MAPKETUHIOBU MHOBALUU, KAKTO U TAXHOTO OTPaKCHUE BHPXY
KJIIMEHTCKOTO IIPEKUBSBAHE.

Ha BTOpOo MscTO, mpuiiaraH € MeTOAbT HA AHKETHOTO NMPOYy4YBaHe, KOETO oOXBalla JBe
OCHOBHU TpYNH PECHOHAECHTU: TYPUCTH U TMPEJICTaBUTEIM Ha TYPUCTUYECKUS OU3HEC
(MEHMKbPHU, MAPKETHHT CIEIUAINCTH, CIY)KUTEN). AHKETaTa € CTpyKTypHpaHa Taka, 4e J1a

HN3CJIICABAa KaKTO HHBOTO Ha I/IH(I)OpMI/IpaHOCT U  YHOBJIICTBOPCHOCT HA KIIMCHTUTE OT
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IpUJaraHUTe MHOBAIMM, TaKa M BB3IJIEJUTE Ha OM3HECa OTHOCHO TAXHATa €()EeKTHBHOCT U
IIPHIIOKUMOCT.

Ha tpeto mscTO, U3M013BaH € MeTOABT HA HHTEPBIOTO C KIIOUOBU €KCIEPTU U MEHUIKbPU
OT Typuctuueckute npeanpusatus. Llenta e na ce nomyuu 3aabiadodeHa MHGopManus 3a
CTpaTEerMuecKuTe HAMEPEHUs Ha OpraHu3aluuTe, IPEYKUTE Ipesl BHEAPSABAHETO HA MHOBAIIUU
Y OYAKBAHUTE PE3YITaTH OT TSIXHOTO IIPUJIAraHE.

Ha d4erBppTO MSCTO, B aHanM3a ca BKIIOYEHH BTOPHYHU HM3TOYHMUH — OQUIHATHH
CTaTUCTMYECKH JIaHHM, CHEeNMaJIu3UpaHa JIUTepaTypa, MAapKEeTUHTOBH JIOKJIAIU U
yOJIMKaLUK, CBBP3aHU C PA3BUTUETO HA TypU3Ma M MHOBaLUHUTE B cekTopa. ChIOCTaBsIHETO
Ha MbPBUYHA M BTOPMYHA MH(OpPMALKS TapaHTUpPA MO-BUCOKA CTENEH Ha JTOCTOBEPHOCT H
00EKTHBHOCT Ha pe3yJITaTHTE.

3a 00paboTka Ha ChOpaHUTE JaHHU CE€ MPUJIAraT KOJHYEeCTBEHH M KauyeCTBEHH MeTO/H,
BKJIFOYMTEIHO (DAKTOpEH M perpecuoHeH aHainu3. UYpes3 TAX ce u3cienBaT 3aBHUCUMOCTHUTE
MEXJ1y BHEIPSIBAHETO Ha MHOBAallMM U IIOCTUTHAaTUTE pE3YyITaTH B TYPUCTHUECKUTE
npennpustus. Crarucrudyeckata o0pabOoTka IO3BOJSIBA Ja C€ OLCHIT TEHIACHIUHUTE U
3aKOHOMEPHOCTUTE, a KAYECTBEHUAT aHaJIM3 JaBa Bb3MOYKHOCT Ja c€ 00OCHOBAT KOHKPETHH
U3BOJM U NPENOPBKH.

Metonukara Ha HW3CIEABAHETO € M3IPaJieHa BbPXY IMPHUHIMIIA HAa KOMIUIEKCHOCT, T.€.
ChueTaBa pa3IMYHM METOJAU, 3a Ja CE€ OCUTypU IUIOCTHA M JOCTOBEpHA KapTUHA Ha
npouecute. Ilo To3M HauMH ce cb3gaBa BB3MOKHOCT 3a IPOBEpPKAa HA XHUIIOTE3WTE,
dbopmynMpaHu B HU3CIEIBAaHETO, MU 3a (opMyiaHpaHe Ha NPAKTUUYECKU HPUIOKUMU

3aKJIIOYCHHA OTHOCHO YIPAaBJICHUCTO HA MHOBALIMHUTC B TypU3Ma.

O0padoTkaTa ¥ aHAIU3bBT Ha CHOpaHUTE JaHHU ca KJIKOYOB €Tal OT EMIUPUYHOTO
u3cieaBaHe, Thbil KaToO MMEHHO 4Ype3 TIX ce MpoBepsBaT (POpMyIMpaHUTE XUIOTE3H U Ce
mpaBsAT OOOCHOBaHM U3BOJAM 3a BIUSHUETO HAa WHOBALIMUTE BBPXY pa3BUTHETO Ha
TypUCTUYEeCKUTE mpeanpusatus. llpunaranero Ha NOAXOAAIIM MeTOOU 3a 00paboTka
OCUTYpsIBa BHMCOKA CTENEH Ha HaJeXKIHOCT, a Pa3HOOOpa3MeTo OT AHAJUTUYHU TEXHUKU
II03BOJISIBA KOMIIJIEKCHA OLIEHKA Ha ITPOLIECUTE.

Ha mbpBO MsCTO, HaHHUTE OT aHKETHOTO NMpOy4BaHE ca 0OpabOTeHM upe3 AeCKPUNTHUBHA
CTATHCTHKA — W3YMCIIIBAHE HA OTHOCHUTENIHU JSUIOBE, YECTOTH M CPEAHU CTOMHOCTH. ToBa
[I03BOJISIBA J1a C€ CUCTEMATU3UpPAaT OTTOBOPUTE Ha PECHOHIEHTUTE M Ja C€ IpeIcTaBU

O606H_ICH8. KapThHAa Ha OTHOICHUCTO KbM IIPUJIIAraHUTC NHOBAILIUW B TypHU3Ma.
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Ha BTOpO MSCTO, 32 J1a Ce M3CIIeIBAT 3aBUCHMOCTHTE MEKIY Pa3inuHu (DaKTOPH, € MPHIIOKEH
(daxTopen anamm3. Upe3 Hero ce 000co0sBaT TPymH OT MOKA3aTeIH, KOUTO MMAT CXOIHO
BIUSHUE BBPXY BB3MPUEMAHETO HAa HMHOBAIMUTE OT CTpaHa HA TYPUCTUTE U BBPXY
e(eKTUBHOCTTA Ha MpeANpUaThATa. ToBa MO3BOJIABA J]a CE U3BEIAT OCHOBHUTE HAIIPABJICHUS,
B KOMTO MHOBAIIMUTE UMAT HAl-TOJIIMO BB3JICHCTBHUE.
Ha Tpero mscTo, € U3Moy3BaH perpecHOHeH aHaJIM3 32 OLIEHKA Ha Bph3KaTa MEX/Iy CTCIICHTA
Ha TpUjlaraHe Ha WHOBAIIMHUTE U MOCTUTAHUTE PE3YNITATH — yJOBJICTBOPEHOCT HA KIUCHTHTE,
HHBO Ha JIOSUTHOCT, KOHKYPEHTOCIIOCOOHOCT M Ma3apHO MO3UIMOHUPAHE HA TYPUCTHUCCKUTE
peanpusaTHs. PerpeCHOHHUTE MOJICIN TI03BOJISBAT Ja CE ONPECId CHIaTa U 3HAYMMOCTTa Ha
T€3U 3aBUCHUMOCTH.
Ha 4eTBBpTO MSCTO, 32 KaueCTBEHA OIICHKA HA JJAHHUTE Ca W3IMOJI3BAaHU CPABHUTEJIEH W
JIOTHYeCKH aHajam3. Ype3 TAX ce NpaBU CHIOCTaBKA MEXIY pPa3JIMYHUTE OOCKTH OT
M3BaJIKaTa, KaTo Ce M3CJe[Ba KaK CICIU(PUIHUTE XapPAKTEPUCTUKUA HA BCEKU TYPUCTUUYCCKH
paiioH U NpEeANpUATHE BIUSAT BbPXY BHEAPSBAHETO HAa MHOBALMHU. ToBa JaBa BE3MOXKHOCT Ja
Ce M3BEAAT JOOpU MPAKTUKH U MOJICIIH, KOUTO MOTAT Ja ObJaT MPWIOKECHH U B JPYTH YacTH
Ha CTpaHaTa.
Jombauautenno e npwioxked SWOT anaau3 Ha u3ciieIBAHUTE 00CKTH, KOHTO MO3BOJISABA J1a
ce UIACHTH(HUIMPAT CUITHUTE U CIaOUTe CTPAaHU Ha MPEANPHUATHATA, KAKTO ¥ Bb3MOXKHOCTUTE
W 3aIlJIaXUTe, CBbP3aHU C BHEIPSBAHETO HA WHOBAIIHH.
KoMOuHanmsTa OT KOMHMYECTBEHN U KaYECTBEHH METOJAU TapaHTHpa MBIHOTA U OOCKTUBHOCT
Ha aHanmu3a. Taka ce cb3/laBaT yCIOBHUS 3a HAACKIHO MPOBEPSBAHE HA XHUIIOTE3UTE,
dbopMylipaHi B H3CIIEIBAHETO, W 3a OOOCHOBaBaHE Ha IMPAKTUYECKH TPEIOPHKH 32
pPa3BUTHETO HA TYPHUCTHYECKUS CEKTOp 4Ype3 HWHOBAMH U €(PEKTUBHO MapKETHHTOBO
yIpaBJeHHE.
AHKETHOTO u3cjelBaHe ce 0a3upa Ha MpeABApUTETHO Pa3padOTeH MHCTPYMEHTAPUYM C
KPUTEPUH W TMOKA3aTeJIM 32 OLEHKA HAa TYPHUCTHYECKHTE WHOBAIMM, BKJIFOYBAIIM:
JTUTHATATA3AIMS Ha MPOIECUTE, H3KYCTBEH HHTEJICKT M CMapT TEXHOJOTHH, YCTOWYUBOCT U
€KOJIOTMYHU TPAKTUKH, IEPCOHATHM3AINS Ha yCIIyraTta u ApyTH.
WscnenBanero ce mpoBexaa B mepuoda HH — aBryer 2025 r., kato aHKeTuTe ca
Pa3MpOCTPaHEHH 10 JIBa HAUMHA:

e omuaitd upes miarpopma (Google Forms),

e OHJIAMH B MIaTQOPMUTE HAa TYPUCTHUECKUTE OOEKTH, BKIIIOUEHHU B U3BaJKaTa.
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Ch3naneHara aHKeTa ChIbpka 16 BBIpPOca, CTPYKTYpUPAHU 10 KPUTEPUH U MTOKA3aTeIH,
KaTo 3a BCEKU OT TSAX PECIOHJICHTUTE JaBaT OIICHKA IO MeTcTemeHHa ckaga (ot 1 — Haii-
HHUCKA, 10 5 — Hali-BHCOKa).

IIpodua na pecnongenture -M3cnensanero odxsamia 113 pecnoHaenTH, pa3ieiicHd B 1B
OCHOBHH T'PYIU — TYPHCTH (KpaliHU MOTPEOUTENN HA TYPUCTHUECKHU YCIIYTH) M CHIEIHATIMCTH
B TYPUCTHYECKHS CeKTOP (TPEICTaBUTENU HA XOTEIH, TypPOIEepaTOpH, TYPUCTUUYCCKU
MH(OPMALIMOHHHU LICHTPOBE H Jp.).

[To oTHomIeHWE Ha BB3PACTOBATA CTPYKTYpPA, HAN-TOJSAM JsUT 3a€MaT YYAaCTHUIIMTE BBHB
Bb3pacroBara rpymna 31-45 rommuu (41%), ciaensanu ot rpymata 18-30 rogunm (29%0),
JoKato pecriorneHTuTe Haa 46 roqunu npencrasisiBar 30% ot u3Bankara. Tasu cTpykrypa
OCHTYpsiBa  TIPEJCTABUTEIHOCT HA  AKTHBHHUTE  TYPUCTHYECKH  TNOTpeOUTEH U
PO ECHOHAITUCTH.

Crnopen moJia, U3BajKaTa € OTHOCUTETHO OamaHcupaHa — 58% keHu u 42% mbiKe, KOETO
CHOTBETCTBA HA 0OMIUTE IeMOTpadCKU TEHACHIIMY B TypU3Ma.

OTHOCHO 00pa30BaTEIHOTO PaBHUINE, [TPEOOJIAIaBaT JiMia ¢ BUcIIe oopa3oBanue (62%0),
clieBaHK OT cpeaHo oGpa3oBanme (33%0) W MambK AT yYaCTHHIM C JONMBJIHHTEIHA
npodecuonanna kpaaupukanus (5%). ToBa moka3Ba BUCOKA CTEICH Ha OCBEJOMEHOCT U
aHAJTMTHYHA CITIOCOOHOCT TPH MObJIBAaHE HA aHKETaTa.

[Io mpodecnoHaiHa NPHHAMIEKHOCT, OKOIO 54% OT pPECHOHIEHTUTE ca 3aeTH B
TYPUCTHYECKHSI CEKTOp (XOTEIHUepCTBO, PECTOPAHTHOPCTBO, TypoIlepaTopcka JIeHHOCT,
MapKeTUHT U peKiiama), a ocraHanuTe 46%0 npescTaBisiBaT TYpUCTH — KpaifHU MOTpEeOUTENH,
KOUTO ITTYBaT 3a MOYMBKa WM Ou3Hec. ToBa CHOTHOIIEHHWE OCUTYpSBa BBH3MOXKHOCT 3a
CpaBHEHHE MEXy TJIeJIHATA TOYKA HA MPEIJIaraHeTo U ThPCEHETO.

Pernonannoro pasnpejaeneHue BKIIOYBA YYaCTHUIM OT BCUYKU TYPUCTHYECKH pailoHM Ha
bearapus, xato Hal-roisiM Asn uMaT npenactaBuTenute or HOKHHS LeHTpajeH paiioH
(IMaoBauB, Cmousin, Crapa 3aropa — 28%), crmeasan ot IOrozanmagnusi (Codus,
BuaaroeBrpan — 25%), CeBepoustounusi (Bapua, loopuu — 22%), CeBepHusi neHTpaJieH
(Bentmko TwpHoBo, I'adpoBo — 15%0) u FOrousrounus paiion (byprac, Ciusen — 10%0).
OTHOCHO y4acTHeTO B TypucTHYecKaTa jAeiiHocT, 37% OT pECIOHJEHTHTE ca COOCTBEHUIU
WIM MEHUDKBPU Ha TypUCTHYeCKU 00ekTH, 19% — ciykutenu B cekropa, a octaHainure 44%
ca akTUBHU TYPHUCTH C TIOHE €THO IIbTYBaHE Ipe3 mociennuTe 12 mecena.

[To To3m HaumH chOpaHaTa WH(GOpPMAIHS MO3BOJISIBA Ja C€ M3TOTBU CPAaBHUTENICH aHAJHM3 Ha
W3CIIEABAaHUTE KPUTEPHH, KAKTO U J1a ce GOopMyIupaT U3BOJU U MPETMOPHKH 3a MPUIIOKEHUETO

Ha MAapKCTUHIT'OBOTO YIIPABJICHUEC HA HHOBAIUUTEC B TYpU3Ma B E’BJIFapI/IH.
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Paznen 3.3 oT aucepTanMOHHUS TPY/ € MMOCBETCH HA aHAIM3a Ha MPUJIaraHeTo Ha HHOBAIIMHTE
B TYPUCTHUYECKUTE OOCKTH B bbiarapus u pasriexia peajHu MpUMEpPH, KOUTO WITFOCTPUPAT
KaK KOHIENIHMATa 32 WHOBAIIMOHHO OPUEHTHPAHO MApPKETUHIOBO YIpPAaBICHUE HaMUpa
MPAKTUYECKO MPUIOKECHUE B HAITMOHAJICH KOHTEKCT. AHAIM3BT € U3TPaJICH BbPXY MOJIOpaHU
MPEJICTABUTENIM Ha PA3IUYHU MOI0Tpaciu — xorenuepcTBo, CITA u GanHeonorus, KylITypeH,
€KO- U BUHEH TYPH3bM, KaTO MOJ0OPHT UM € HANpaBEH Taka, ye Jia OTPa3H Pa3HOOOpa3HeTo
Ha OBJITApCKHUS TYPHUCTUYECKH CEKTOp MO OTHONICHWE Ha Mamad, THI COOCTBEHOCT U
reorpa)cko pa3nojioKeHHE.

N3cnenpaHeTo moka3Ba, ue BHEAPSBAHETO HAa MHOBAMKM B OBJIrapcKusi TYpH3BM Ce
OCBINECTBSIBA B HSAKOJIKO KJIFOYOBU HAIPABICHHS — TUTHTAIM3AIUS M aBTOMATH3alMs 4pe3
W3KYCTBEH WHTEJIEKT M CMapT TEXHOJOTWH, TICPCOHANMU3ANMS Ha YCIYyTUTe CIIOPE.
WHIMBUYATHUTE TPEANOYUTAHHUS HA TYPUCTHTE, MHTETPHPAHE HA KYJITYPHH WU TPHPOIHH
pecypcu upe3 HOBH MapKETHHTOBH MOJIXOAU M (OKYC BBPXY YCTOMYMBOTO pa3BUTHE. Te3n
MPOLIECH OTPAa3sBAT MOCTEIICHHOTO MPEMHHABAHE OT TPATUIIMOHHH MOJECIH Ha YIIPABJICHUC
KBbM CTPATeTHYECKH OPUCHTHPAHO M Oa3MpaHO Ha JAHHHU YIPABICHUE HA TYPUCTHUYCCKHUTE
O00CKTH.

IMpumepu xkato InterContinental Sofia u Grand Hotel Millennium agemoncTpHpaT
BBBEK/IAHETO HA MHTCIMTCHTHH TEXHOJOTHH W aBTOMATH3aIMs B TPAJICKUS TYPU3bM, JJOKATO
,CB. Cnac* BpB Benunrpan u BuHeHuTe komruiekcu ,,Crapocen™ u ,,Illato Komca* mokassar
yCIICIIHA MHTErpalus Ha TMPOAYKTOBH W MAapKCTHHTOBM WHOBAIIMM, HACOYCHH KbM
MEePCOHAIM3AIIMS U TIOBUINIABAHE HA KAYECTBOTO HA MPEKUBsBaHETO. [10J0OHN WHUIIMATHBH B
KypopTta ,,A0eHa yTBbpKIaBaT TEHACHIUATA KbM YCTOWYHMBO PAa3BUTHE YPE3 €KOJOTHYHH
pelieHust ¥ eHepruiiHa e(heKTUBHOCT.

AHaIM3BT TIOJYEPTaBa, Y€ MAPKETHHIOBUTE U TEXHOJOTHYHUTE HHOBAIIMU B TYPUCTHUECKUTE
OOCKTH He JCWCTBAT M30JIMPAaHO, a (GOpPMHUpAT B3aMMHOCBBpP3aHA CHUCTEMa, KOSTO OOXBaIla
MPOIIECUTE Ha KOMYHHKAIUs, OOCITYy)KBaHE, YIpPaBJIeHUE M HM3TPaKJaHe Ha JICCTHHAIMOHCH
uMupk. OTHEeTHUTE TpPHUMEpPH JI0Ka3BaT, Y€ YCIENTHOTO IpWIaraHe Ha WHOBALMUTE €
BB3MOXKHO CaMO TP HAJIWYKE HAa HMHTETPHUPAHO YIPABICHHUE U CHTPYTHHUECTBO MEXKITY
Ou3Heca, MECTHATA BJIACT M TYPUCTUYCCKUTE OPraHU3aI[HH.

B 3akiroueHue, pasriielaHUTE MPAKTHKH TOTBBPXKIABAT, Y€ OBJITAPCKUAT TYPUCTUUYCCKH
CEKTOp HAaBIIM3a B €Tall Ha OCH3HATO TEXHOJOTUYHO M MApPKETHHTOBO OOHOBSIBaHE, KOECTO
MTOCTEIIEHHO MTPOMEHSI CTaHJIAPTHUTE 33 Ka4eCTBO M KOHKypeHTocrmocoOHOoCT. [Tprmaranero Ha
WHOBAIIMYU B PA3JIMYHU MOJIOTPACIH TIOKa3Ba HE CAMO CTPEMEX KbM MOJCPHHU3AINS, HO U KbM

HU3rpaxxJaHe Ha YCTOﬁqHB MOACI Ha pPas3sBUTHUC, OPHUCHTUPAH KbM IMPCKUBIBAHCTO U
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YIOBJIETBOPEHOCTTa Ha KIWEeHTa. ToBa mocTaBd cTaOWiIHa eMIOUpPUYHA OCHOBa 3a
MocJeBalllks aHaIM3 Ha aHKETHOTO MPOy4YBaHE M 3a OICHKAa Ha PEalHOTO BB3ACHCTBUE HA
MHOBALIMOHHUTE MPOLECH BbPXY TYPUCTUYECKHUs Na3ap B brirapus.

Paznen 3.4 npeacraBst CHHTE3WpaH aHAJTMTHYECH MPOYUT HA EMITUPUIHO U3cieaBaHe cpea 113
PECIOHJEHTH — TYPUCTH U CHELMATUCTH — C LeN J1a C€ OLIEHU Bb3IPHUEMaHEeTO U 3HAUUMOCTTa
Ha MHOBAalMUTE B OBArapckus Typu3bM. M3Bagkara € JOMHHHMpaHa OT PECHOHACHTH B
aKTHBHA TPYAOBa U MOTPEOUTENCKA BB3PACT U C BUCIIE 00pa3oBaHHE, KOCTO MPEIOIpeaesis
BHCOKa TEXHOJOTMYHA YYBCTBUTEIHOCT M KPUTUYHO OTHOIIEHHWE KbM KaueCTBOTO Ha
yciyrure. JlaHHUTE ouepTaBaT SICHO H3pa3eH MPHOPUTET KbM CMapT TEXHOJOTMHUTE H
M3KYCTBEHHUSI MHTEJICKT, IEPCOHATIM3AIMATA U KAaUeCTBOTO HAa 00OCIYXBAaHETO KaTO Hal-CHIIHU
JIBUTATENI Ha KOHKYPEHTOCIIOCOOHOCTTA M YIOBJIETBOPEHOCTTA. Y CTOWYMBHUTE NMPAKTUKU H
crienranu3upaHaTa MHGpacTpyKTypa ce OLIEHSBAT ChHIIO BHCOKO, Makap Ja OCTaBaTr Cliel
OCHOBHUTE TEXHOJOTUYHH U KIIMEHTCKU JAETEPMHUHAHTH.

PecnionzentuTe BB3MpUEMAT HMKOHOMHYECKaTa M (MHAHCOBA Cpela, TEXHOJOTHYHOTO
pa3BUTHE U MYOJUYHUTE MOJIMTHKH, BKIIFOUUTEITHO €KOCTAaHIAPTH, KaTO B3aUMO/IOIIBJIBAIIH C€
MpeanocTaBku 3a uHoBauu. Koraro tesu dakropu ce Hamupar B OanaHc, Te ¢GopmMupar
OnmarornpusaTHA cpeia 3a MOAEPHU3ALUA U JUTUTaHA TpaHchopmanus; Ipu 1eUIUT B KOUTO
M Ja € OT TAX HACThIIBAaT OapHepH INpeja BHEAPSBAHETO HAa HOBOBBBEICHHS, OCOOCHO IIPH
MQJKHTEe W CpeAHW mnpennpustus. [lapaisenrHo ¢ ToBa NPUPOIHUTE PECYpPCH, KyITYPHO-
UCTOPUYECKOTO HACIEACTBO M JIOKAaJHAaTa COLIMajdHa TBhKAaH C€ YTBBPXKAABAaT Karo
CTpaTerMuecKka OCHOBAa 3a HWHOBAaTHUBHHM IPOAYKTOBM pELICHHs, KOMTO Jla IpeBbpHAT
AaBTEHTUYHOCTTa B KOHKYPEHTHO TIPEAMMCTBO 4Ype3 CHBPEMEHHH MAapKETHHTOBH W
TEXHOJIOTUYHU MHTEPIIPETAIUH.

WNudpacTpykTypHaTa U CynepcTpyKTypHaTa OCUTYPEHOCT ce oyepTaBaT KaTo (yHKIIMOHAJICH
KaTaJn3aTop Ha MHOBAalMUTE. TpaHCIOpTHATa CBbP3aHOCT, CHJIHOTO JUTUTAIHO MPUCHCTBUE,
HAIMYAETO HAa WH(OOPMAIMOHHM M OOCTY)XBAaIld 3BEHA W HWHTETPUPAHUTE TEMaTHIHH
MapuIpyTH Cce OIICHABAT KaTO KIIOYOBM YCIIOBUS 3a pasrpbllaHe Ha YCTOWYHMBO H
pa3HOOOpa3HO TYpPHCTUYECKO mpejuiaraHe. B omepartuBeH IulaH Haif-BHcOka o00aBeHa
CTOMHOCT Ce NPUIKMCBA HAa BHEAPSABAHETO HAa HOBH WU YCHBBPIICHCTBAHH NPOJIYKTH H
yCIyTM, Ha WHOBAaTUBHUTE MAPKETUHTOBU TMOAXOAU, KAKTO M Ha MOJCPHUBUPAHUTE
OpPraHM3allMOHHHM TPAKTHKH, Oa3upanu Ha MoOwiHu mnpuiokenus, VR/AR u Al. Te3u
€IIEMEHTH TMOI00pSABAT KIMEHTCKOTO NMPEXKHUBIBAHE, ONITUMHU3UPAT YIIPABICHCKUATE MPOIECH H

OTBApsAT IIBT KbM IMO-IPCUHU3HO, 6a31/1paHo Ha JaHHU, MAPKECTUHI'OBO YIIPABJICHHUC.
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YoBemKUAT KamuTall 3aeMa IIEeHTPaTHO MICTO B MHOBAIIMOHHATA JUHAMUKAa. BHCOKOTO HHMBO
Ha Tpo(eCHOHATHU YMEHUS M KOMIICTCHIIMM Ha IepcoHaia ce CBBpP3Ba C MO-T00po
oOCTy)XKBaHE M TIO-yCIICIIHA WHTETpallisd Ha TEXHOJOTHHTE, a MEePCOHATM3UPAHETO U
WHOBAaTUBHUTE METOJIM 3a aHTAXUPAHE HA ayJUTOPHUATA CE€ YTBBPKIABAaT KaTO periaBamiy 3a
JIOSUTHOCTTa H JBITOCPOYHATa CTOMHOCT Ha KiIMeHTa. Ha mpocTpaHCTBEHO HHBO
CHBPEMEHHUST U aTPAKTUBEH JM3aiH Ha €KCTEPUOpPa U UHTEPHOPA, ChUYETaH ¢ (DYHKIIMOHAIIHA
OpraHm3anys Ha MPOCTPAHCTBATa, IOMPHHACS 3a CHJIHO II'BPBO BIICYATIIEHUE, I0-BHUCOK
KOM(OPT U TTOBTOPSEMOCT Ha ThPCEHETO, KaTo 10 TO3M HAYMH yKperBa UMHJKA M Tla3apHaTa
MO3UILIMA Ha OOEKTHUTE.

B o0000menne pe3ynTaTUTe TOTBBPXKAABAT HMHTETpaTHATa MPHPOJA HA WHOBAIMHTE:
TEXHOJIOTUYHUTE PEIICHUS, TPOTYKTOBO-MaPKETUHTOBUTE OOHOBJICHUS, HHCTUTYIIHOHATTHATA
nojakpena, HHQpacTpyKTypHaTa cpela M YOBEIIKUTE KOMIIETEHTHOCTH JEWCTBAT KaTo
B3aUMOCBBbp3aHa cucrema. Koraro tasum cucrema € qo0pe KOOpAWHHMpaHa W IOIKpEIeHa ¢
JTaHHW, TS TEHEpHpa H3MEpUMa KOHKYPEHTOCIIOCOOHOCT, TO-BHCOKA YJOBJIICTBOPEHOCT W
yCTOWYMB pBCT. Te3u W3BOAM 3amaBaT SICHU YIPABJICHCKH TPUOPHUTETH: YKPEIBAaHE Ha
OUTUTaJHATa W MaTepuagHata HMH(PACTPYyKTypa, LEICHACOUYEHUW WHBECTUIMH B yMEHUS,
WHCTUTYIIMOHAITHO HAChpYaBaHEe HA MHOBAIMUTE U MPEBPbILIAHE HA aBTCHTUYHUTE MPUPOIHU
U KYITYPHH PECypCH B SIpO Ha TEPCOHAIM3HPAHU, YCTOWYMBH M BUCOKOTEXHOJOTHYHU
TYPUCTUIECKH MPETOKCHUS.

EMOupuyHusAT aHanu3 Ha OTBOPEHUTE BBIPOCHU AOIMBJIBA KOJHMYECTBEHUTE PE3YNTaTH, KaTo
pa3KprBa KOHKPETHH ,,00JIKU* U paboTely peieHuss B ObIrapCcKusi TYpU3bM, KaKTO H sICHA
BH3HUSl Ha PECTOHJCHTHTE 3a MPUOPUTHU3MPAHE HA WHOBAIMHM TIPE3 CJICIBAIUTE TOIMHH.
JIOMUHUpAIIOTO KPUTHYHO IIOCJIAaHWE € 3a HEJOCTUT Ha CBBP3aHOCT: CHCTEMHTE 3a
pesepBaniu, CRM u kaHanmuTe Ha JAECTUHAIMHM, XOTENM M TPAHCIOPT (PYHKIIHMOHUPAT
pa3MoKbCaHO, KOETO 3aTpy[IHsBAa TIUIABHOTO TMOTPEOUTENCKO MbTyBaHe. MoOuIHHUTE
MPWIOKCHUS ca pa3Mo3HATH KaTo KIIOYOB HWHTep(delic, HO YeCTO Cce OICHSBAT KaTo
orpaHuyYeHu (YHKITMOHATHO; OYaKBa CE T€ Ja €BOJIOUPAT KBM ,,BCHUKO-B-€HO" PEIICHUS C
HaBUTAIMS B PEeaTHO BpeMe, MUTHTATHU OWJIeTH/AacropT M WHGOpMaIMs 3a HaTOBAapEHOCT.
Hab6monaBa ce u nmedunut B kadectBoTo Ha Al u aBTomarm3amusaTa — 4yaTOoOTOBeTE ca
BB3MPHUETH KATO TOJIE3HU, HO BCE OIle C HHCKA CTETNEeH Ha MepCOHanu3alus U pa3oupaHe Ha
KOHTEKCT. Y CTOMYMBOCTTa, MHOTOC3WYHOCTTAa WM KYJITYPHHTE IWTUTAITHA WHTEPIIPETAIAN
(VR/AR) mpuchcTBaT KaTo JKeJlaHW HAMPABICHUS, HO PECIIOHICHTUTE MOUEPTaBaT HYX/a OT

MO-CUCTCMHO U MTOCJICAOBATCIIHO IIpUJIaraHe.
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[TapanenHo ¢ KpUTUKUTE, YIACTHUIIUTE TOCOYBAT M HAOOp OT WHOBAIUU, KOUTO ,,paboTAT"
TyK WU cera. YOEIWTEIHO TIOJIOKUTENHA OIHKa IoJlydyaBaT MOOWIHMTE IUIaThopMH 3a
pesepBan U wHpoOpMarus, aurutanautre Owieth u QR JOCTBIBT 10 arpakuuu u
TPAHCHOPT, KAKTO W JAWTHTATHHAT MApKETUHT B COIMAHUTE MPEXH, KOMTO ce Bb3Ipuema
Karo e(eKTHBEH 3a BUAMMOCT M KoHBepcus. B xoremamepcrBoto Self check-in pemrenusita u
CMapT CTauTe Cce CBBP3BAT C MO-OBP30 00CTyXKBaHE U yI0OCTBO, @ €KO MPAKTHKUTE — C I0-
I00Bp UMUK M Ch3BYUHE C [IEHHOCTUTE HA ayJUTOPUH, YYBCTBUTEITHH KbM YCTOMYHUBOCTTA.
Paboremm npumepu uma u npu Al (QyHkIImoHAITHN 4aTOOTOBE M AaBTOMATU3UPAHH MIPOLIECH),
kakTo U pu VR/AR B KynTypHHUS CEKTOpP, Makap Te3u MPHIOKEHHUS [1a Ca BCE OIIE HUIIIOBH.
OuakBaHusATa 3a ClIEABAIIMTE MET TOAMHM KPHUCTAIM3UPAT OKOJO TPH sA1pa: IbIOOKa
nepconanu3anus upe3 Al, mmepcuBan VR/AR mnpexwuBsiBaHus Kato audepeHuarop u
CHCTEMHa 3elieHa TpaHc(hopMmalus Ha TPOJYKTHTE M ONepaluuTe. PecroHIeHTHTE HCKaT
WHTCTPUPAHU MOOWJIHM M TUIATOPMEHH pEIICHHS, KOUTO Jia CBBpP3BAT TPAHCIIOPT,
HACTaHSBaHE W aTpakIuu B O€3[IeBHA YyCiIyra, MOJINOMaraHa oOT WHTEIUTeHTHA
MHOPPACTPYKTYpa U HABUTAIUS B peasHo Bpeme. KynrypHo-00pa3oBaTeIHUTE TEXHOIOTUU U
OC3KOHTAKTHATa CHTYPHOCT (BKJ. OMOMETpHs) C€ O4YepTaBaT KaTO JOMBJIBAIIM BEKTOPU C
BHCOK MOTEHIMAJI 33 JIOBEPUE M CTOWHOCT.

Ponsita Ha W3KYCTBEHHsS WHTEIIGKT € BHJSHA KaToO CHUCTEMHa — OTBBA (QpOHT-oduc
aBTOMAaTH3alMATa KBbM JIBUTATel Ha TMEPCOHATNM3AIMs, IUHAMAYHO IIEHOOOpa3yBaHe,
MpeIMKTUBHA aHAJUTHKA M omnepannoHHa ontumuzanus. Al ce ouakBa na oOequHsIBA JaHHU
OT pa3jMYHMd HW3TOYHHUIM, 3a Ja KOHCTpyHMpa HWHAWBHIYATHU MapmpyTd u odepTu, naa
VIpaBIisiBa HATOBAPBAHETO W Ja TapreTHpa IMO-TMPEIU3HO MApPKETHHIOBUTE KaMIIaHWH,
BKJIFOUMTETHO Ype3 MHOTOC3MYHH HWHTep(elicH W aBTOMATHYEH MPEBOA. B KylITypHUS
KOHTEKCT ce apTukyaupa cuHeprus mexay Al u VR/AR 3a ch3gaBaHe Ha WHTEIMTCHTHH,
KOHTEKCTYaJTHU MPEKUBSBAHUS.

[To oTHOmMIEHNE HA MapKETUHTOBHUTE MOCIAHHUS HAi-CHIIHO MOTHBHpA TE€3H, KOMTO O0emaBar
HOBO ¥ MHOBATHBHO INPEKUBSBAHE, MOJIKPETICHO OT YOEAWTEIHA [IEHOBA JIOTUKA U TapaHINH
3a KauecTBO M KOMQOPT. Y CTOMUMBOCTTA c€ MPEBPHIAa B KOMYHUKAIIIOHEH aKTHUB, OCOOCHO
Cpel Mmo-MIaguTe MyOInKH, a COIMATHOTO J0Ka3aTeIICTBO MPe3 OIEHKH U MPEMOPhKU OCTaBa
KpuTH4eH Tpurep 3a u3zbop. IlepcoHanu3mpanuTe NPEIIOKEHUS U aKIEHTHT BBPXY
aBTGHTUYHOCT W KYJITypa J00aBAT €MOLMOHAJCH 3apsi, [OKAaTo CHTYPHOCTTa U
0E3KOHTAaKTHOCTTA OCHTYPSIBAT MTParMaTuiIHa yBEPEHOCT B YCIOBHSI HA HECUTYPHOCT.
CHUHTETHYHO TMOTJIEAHATO, ,BTOpaTa dYacT Ha OTBOPEHHTE BBIIPOCH OuepTaBa SICEH

YIIPpaBJICHCKU JHCBCH PC: OT TEXHOJIOTUYHA (I)paTMeHTaI_[I/IH KbM HJIaT(I)OpMCHa HUHTCrpanus;
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oT 0azoBa JUIWTaJIM3alMsi KbM MHTEJIMIE€HTHA, J[JaHHO-BOJEHA NEpCOHAIM3ALMNS; OT
KaMIIaHWIHA yCTOWYMBOCT KbM CTpaTernyecka 3ejieHa TpanchopMarysi; 1 OT OO MOCIaHUsS
KbM JIOKa3yema CTOMHOCT, IOJKpEIleHa OT COLHUaJIHO JAoBepue. Ta3u pamka IpeBexnaa
MpENNOYUTAHUATa Ha MOTPEOUTENUTE B KOHKPETHH MPHOPUTETH 32 MapKETUHTOBO U
ONEPALMOHHO TNPECTPYKTYpPUpPAHE HA TYPUCTUYECKUTE MPEAIPHUATUS U JECTHHAIUU B
boarapus.

B cnenBamara Touka € U3BBpPIICHA TPOBEPKA HA pPAOOTHHUTE XUMOTE3U U € npeactaBeH SWOT
aHaJIM3 3a ChCTOSIHUETO HAa MHOBALMOHHATa JAEMHOCT B Typus3ma B bbirapus. EMnupuynoro
uscneaBane cped 113 ydacTHUIM MOTBBpXKAaBa CHUIHATa Bpb3Ka MEXIy HHOBAaLMOHHATA
aKTUBHOCT M Ta3apHaTa €(EeKTUBHOCT HA TYPUCTUYECKUTE MPEANpHATHS B bbiarapus.
KonunuecTBenuTe pe3yiratu U KaueCTBEHUTE HAOIIOACHUS O4epTaBaT CTaOMIHA 3aBUCUMOCT
MEXJy CTEeNEeHTa Ha JUTMTalIM3alus, KauecTBOTO Ha YcCiayrara U YJOBJIETBOPEHOCTTA Ha
KIIMEHTUTE, KaTO €THOBPEMEHHO C TOBa pa3kpuBaT NeGUIUTH B MHTErpalusaTa Ha CUCTEMH,
CTPaTErMyecKOTO MAapKETHMHIOBO YIPaBJICHUE M MHCTUTYLHMOHAIHATa KoopauHauus. B To3u
KOHTEKCT ce (OopMyIHpaT Bb3MOKHOCTH 32 YCHBBHPUICHCTBAHE HA WHOBALIMOHHATA MOJUTHKA
Ha CEKTOpPHO U (UPMEHO HHUBO: OT TEXHOJNOrM4Ha (parmMeHrtanus KbM IUIaTGopMeHa
CBBP3aHOCT; OT 0a30Ba TUTHTAIN3AIUs KbM JaHHO-BOJEHA MEPCOHANM3AIINS; OT EMU30AUYHU
3€JIeHM MHULMATHUBU KbM CHUCTEMHA yCTOHuYMBa TpaHchopMalus; OT TaKTUYECKH KaMIIaHUU
KbM Jbirocpodno Opang u CRM ympasnenue.

ITpoBepkara Ha paOOTHUTE XMIIOTE3M MOKa3Ba JOMUHHUPAIIO €MIMPUYHO MOTBBPXKIEHHE, C
pa3iaMyYHa CTENEH Ha 3pEJIOCT IO OTACIHUTE HANPaBIEHUs. BIUsSHUETO Ha MHOBALMUTE BBPXY
Ka4eCTBOTO U YJIOBJIIETBOPEHOCTTA € OTUETIIMBO: CpeHaTa OleHKa 4.3 1Mo MeTCTeNneHHa cKajia
U BUCOKMSAT JsUUI HA PECIIOHAECHTUTE, MPHU3HABAIIM NpsKa I10J13a, YJOCTOBEPSIBAT, Y€ HOBUTE
NPOAYKTH, AUTUTATHUTE MHTEp(EHCH U MepCOHANU3UPAHUTE YCIYTH C€ MaTepHaIu3upar B
M0-700p0 KJIMEHTCKO MpexuBsiBaHe. CMapT TEXHOJIOTUUTE M H3KYCTBEHHST HMHTENIEKT Ce
YTBBpPXKAABaT KAaTO M3TOYHUK HA KOHKYPEHTHO MNPEIUMCTBO, Makap W BHEAPEHU Olle
OTPaHMYEHO; TaM, KBAETO ca MPUIOKEHH, BOAAT JI0 YCKOPEHO OOCIyXBaHE, MO-rojsma
PENEeBAaHTHOCT Ha OEePTUTE U MO-T00BP KOHTPOJ BBPXY MPUXOJUTE. Y CTONUNBUTE MPAKTUKU
ce JOKa3BaT KaTO pEMyTAalMOHEH M TOBEJICHYECKH CTHUMYJI — OOEKTUTE CBC ,,3€JCHH
CTaHJApTH TOCTUraT IO-BHUCOKA JIOSJIHOCT M MO-A00pH OHJIAMH OIEHKH, KOETO NpeHacs
TeMaTa 3a eKOJIOTUYHAaTa OTTOBOPHOCT OT mepudepusra KbM SAPOTO Ha OpaHa
MO3UIIMOHUPAHETO. JlururamHata 3psAjocT KOpeiaupa IOJOKUTEIHO C KIIOYOBU Ou3HEC

MoKa3aTelI: OHJIAHH pe3cpBan, CJICKTPOHHU IUIAIAHUA U MOOHUITHU MMPUIIOKCHUSA CC
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acolMUpaT C IM0-BHCOKa 3aE€TOCT M PEUTHHI, KOETO MPEHoTBBbp)KIaBa poyisiTa Ha
TEXHOJIOTUYHATa OCHOBA KaTO YCJIOBHUE 33 CKAJTHUPYEMOCT U BUIUMOCT.

EexTHBHOTO MapKeTHHTOBO YIpPAaBJICHHE CE€ MPOsBSBA KaTO HEOOXOAWM, HO HE BHUHATH
HaAJIMYEH KaTaJu3aTop Ha MHOBaLUHUTE. B mo-roneMuTe M MO-CTPYKTypHpaHW OpraHHU3aIHH
CTPAaTEern4eCcKUTE PaMK{, MHOTOKAHAIHUTE KOMyHHMKauuu u aktuBHOTO CRM moamomarar
Obp30TO BHenApsiBaHe M IU(Yy3Uss Ha HOBOBBBEICHHSTA; NMPH MAJKUTE Oneparopud obaue
JMIcaTa Ha IUIAHOBOCT M PeCcypc BOIU 1O (ParMEHTApHOCT M HUCKA BBH3BPAIIAEMOCT.
Konuenryannarta BB3MOXKHOCT 3a WMHTETPUpPAHM MNpPOAyKTH, chueraBamm CIIA, BuHeHH,
KyATYPHH M €KO €JIEMEHTH, Cpellla BHCOKa JICKIapupaHa TOTOBHOCT 33 ChTPYIHHYECTBO, HO
OCKBIHO TPAKTHUYECKO peM3UpaHe MOpagu ACPHUIUT HAa MEXKIYpErHOHATHH MEXaHU3MHU,
00IIY CTaHJAPTH U LIENEBO (PMHAHCUPAHE.

Ha Ta3um ocHOBa BB3MOXKHOCTUTE 3a NOJ00OpeHHEe ce (OKycHpaT OKOJIO YETHPH
B3aUMOCBBp3aHM OCH. IIbpBO, TEXHOJIIOTMYHA MHTErpanus 4Ype3 CBbp3BaHE Ha
pesepBanmonnn, CRM 1 auctpuOylnmoHHN CHCTEMH Ha HUBO NPEANPHITHE W JECTHHALNSA,
KOETO J1a OCUTYpHU O€3ILEBEH ,,ITbT Ha KIUEHTA™ M YIIPABIIEMOCT Ha TJAHHUTE B PEATTHO BpEME.
Bropo, wHaarpaxmane kpM  Al-moamoMorHara = HepcoHaNM3anUs M JIUHAMUYHO
[IEHOOOpa3yBaHe, BKIIOUUTEIHO BHEAPSBAaHE HA WHTEIMICHTHH 4aTOOTOBE, MPENOPBHYBAIIH
MapuipyTd, W AHAJIUTHYHUA MOJENM 3a MPOTHO3MpPAaHEe Ha ThpPCeHeTo. Tpero,
WHCTUTYLIIMOHAIM3UpPAHE Ha YCTOWYMBOCTTa Ype3 SCHO JehUHHUpPAHH IETH, H3MEPUMH
UHAUKATOPU U CEpTU(PHUKAIMOHHM CXEMM, HWHTETpUpaHM B KOMYHMKalMsATa Ha OpaHna.
YeTBBbpPTO, YKpENBaHE HAa MApKETUHTOBHUS KalalUTeT — OT M3rpaXKJaHe Ha JIBJITOCPOYHHU
1aTOpMu ¥ YIPABICHUETO Ha ChIbpPKAHWE U OOIIHOCTH, 0 CHCTEMATHYHH OOydeHUs Ha
HepcoHajia 1 MHOTO€3MKOBA MOJIPBKKA.

Cymupano, aokazaresicTBeHaTa 0a3a MOTBBPIK/aBa, Y€ WHOBALMUTE B OBITapCKUs TYpU3bM
HOCAT U3MEPUMHM TOJ3U TaM, KbJIETO ca OOBBP3aHU C CTpPATErus, JaHHU U WHCTUTYLIHMOHAIHA
nonkperna. IIpTAT Hampen MuHaBa mpe3  KOHCONMIOMpPAHE HAa  TEXHOJOTHYHATA
WHPPACTPYKTYpa, IEIEHACOYCHO pA3BUTHE HA YOBEHIKUS KamuTajl W MpeBpbIIaHE Ha
YCTOMYMBOCTTa M TNEPCOHAIM3ALMATA B BOJEIIM €JIEeMEHTH Ha CTOMHOCTHara odepra —
MPENOCTaBKU 32 YCKOPEHO HaBaKCBaHE, IM0-BHCOKAa MEXIyHapOJHa pa3lo3HaBaEMOCT H

yCTOWYMBA KOHKYPEHTOCIIOCOOHOCT.

Ta6auuna 3.3. [IpoBepka u 00001IeHNEe HA PA0OOTHUTE XUIIOTE3H

PaGornHa xunore3a EMHI/IpI/IqHI/I J0Ka3aTcjICTBa / | Cremnen Ha MNOTBBPIKACHUC
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HaAOJIIOICHUS

[Ipunaranero Ha MHOBaLUU

72% OT aHKeTHpaHUTE TIOTBBPIKIABAT, Ue

[l ITorBbpacHA

B TYPUCTUYECKHUTE | MHOBALMHUTE MOAOOpPSBAT KAa4eCTBOTO Ha

e IIPHUS TS OKa3Ba | yCIIyruTe u IPESIKUBSBAHETO.

CBhIIICCTBCHO BIIUSIHHUEC I/IHTepBIOI/IpaHI/ITe MCHHUKbpPU CBhIIO

BbPXY  KAayecTBOTO  Ha | OTYUTAT PBCT HA YAOBJIECTBOPEHOCTTA

IpeUIaraHuTe YCIYTM U | Clie]l BHEIPsSBaHE HA HOBU TCXHOJOTUH U

YIOBJIETBOPEHOCTTA Ha | YCIYIH.

KIIMCHTUTC.

Wznon3Banero Ha | Okono 38% or oOektute wu3momsBar | [ YacTUUHO MOTBBpACHA
U3KYCTBEH  HMHTEJCKT U | 4aTOOTOBE,  OHJIAllH  KIIOYOBE |

CMapT TEXHOJIOTHH Ch3/[aBa | aBTOMaTH3UPAHO 1IeHOo00pa3yBaHe.

KOHKYPEHTHU IIpEIMMCTBA
3a TYPUCTHYECKUTE

IPEIITPUITHSL.

IToBeuero PECIIOHACHTH I10COYBAT, 4YC

TC3U TCXHOJIOTUH IIoBHUIIIaBaT

e(l)eKTI/IBHOCTTa 1 UMHUJPKa Ha MapKarta.

WuTerpupanero Ha

yCTOﬁ‘IHBH IMPAKTUKH u
3CJICHU TEXHOJIOTNH
IIOBHUIIIaBa nMHJIKa u
MMa3apHOTO IMMO3ULUOHUPAHC

Ha TYPUCTUYECKUTE OOCKTH.

65% ot ankerupanute roctd u 58% ot
MEHHDKBPUTE CBBP3BAT EKOJIOTUYHUTE
MPAKTUKH C TTO-I00BP UMUK U JJOBEPHE.
Ob6ektute cbe ceptudukar ,,Green Key*
OTYUTAT TMO-BUCOK JsJI Ha MOBTOPHHU

IIOCCIICHU .

[] ITorBBpaCHA

HuBoto Ha pururammsanus
e B MOJIOKUTENTHA
3aBHCUMOCT oT
KOHKYpPEHTOCIIOCOOHOCTTA

Ha TYPUCTUYECKUTE OOCKTH.

ObexTuTe C OHJANH pe3epBallMOHHU
CHCTEeMU M MOOWIIHHM TPHIIOKCHHS HMaT
cpenso ¢ 14% mno-Bucoxka 3aetoct u 11%
OHJIANH

o-100Bp pelTHHTr B

maTGopmu.

[l ITorBBpaEHA

EdexTuBHOTO
MapKETUHTOBO YIpaBJICHHE
€ CBBP3aHO C YCHENIHOTO

BHCIpABAHC HA MHOBALIN.

41% oOT pecHoHAECHTUTE MOCOYBaT, ue
I00pOTO MapKETHHTOBO YIIPAaBIICHHE €
KITIOYOB (haKTOp 32 BHBEXKIAHE HA HOBHU
ycnyru. B mankute  0o0ekTH  ce
HabmogaBa cnabocT B CTPATETHUYECKOTO

TIaHUPAHC U AUTUTAJITHUSA MAPKCTUHT .

"] YacTUYHO MOTBBPICHA

BB3MoXHO € cB3gaBaHETo

67% OoT MEHHIDKBPHUTE 3asBSBAT HHTEPEC

'] YacTHYHO MOTBBP/ICHA

47




Ha WHTETPUpPAaH UHOBATUBEH
TYPUCTHYECKHU IPOJYKT
ype3 KOMOMHUpaHE  Ha
pecypcu U TMpPaKkTUKU OT

pa3JIMYHU PalOHH.

KbM cbBMecTHM mpoayktu (CITA +
KYJITYpeH + BUHEH TypU3bM), HO JIUIICBA
MHCTUTYLMOHAJIHA  KOOpAMHALUA U

(buHaHCUpaHe 3a peaau3alusl.

H3TOoUYHMK: ABTOpOBa cucreMatusanusa BB3 OCHOBA Ha PE3YJITAaTUTEC OT aHKCTHOTO H

uHTEepBIONpanioTo uscieasane (2025 r.)

O0o0menue:

Tabnumara mOTBBPIKAaBa, Y€ OCHOBHUTE XMIIOTE3W, CBHP3aHU C BIUSHHETO HAa MHOBALMHTE
BbPXY KadeCTBOTO, YCTOHMYMBOCTTa M KOHKYPEHTOCIIOCOOHOCTTa Ha TYpPHUCTUYECKHUTE
NPEINpUATHS, HAMHpAT EMIIMPUYHA TOJAKpena. BbIpekn ToBa, 4acT OT TEXHOJIOTMYHHTE H
MHTETPUPAHN WHOBAIMH Ca BCE OIIE B MPOLEC HA BHEAPSIBAHE, KOETO MOKa3Ba MOTEHIMAN 3a
pa3BUTHE, HO M HEOOXOAMMOCT OT TMO-CTPYKTypHpaHa HMHOBAllMOHHA TMOJHWTHKA Ha
HAallMOHAIIHO M PETMOHATHO HUBO. B chIIOTO Bpeme pe3ydaTraTture I[oa4epTaBatr
HEOO0XOMMOCTTa OT TO-CHCTEMHA JIbpXKaBHA MOAKpPENa W IMO0-700pa KOOPAMHAIUS MEXIY
OM3Heca M MHCTUTYLIUUTE 32 YCKOpSIBaHE HA TEXHOJIOTMYHATA TPAaHCPOPMALIUS B CEKTOPA.
ChbeTOsiHME HA MHOBAIMOHHATA /IeifHOCT B Typu3Ma B bbiarapus

CuiiHu cTpanm:

o HapacrBamo u3no/j3BaHe Ha JUTHTAJHH WHCTPYMEHTH — IOBEUYE TYPUCTHUECKHU
o0ekTH mpesiarar OHJaH pe3epBanuu, QR-OwieTH, MOOWIHH TPHIOKECHUS C
nHbOpMANHS U HABUTAIIHS.

e JloOpa moaipbxKKa HA 00pa3oBaTeJIHUTE U KYJTYPHH HHOBALMHM — UHTEPAKTUBHU
MY3eHHH €KCIO3MIUH, JUTHTAIHU THAO0BE, BUPTYAIHU pa3xoaku u AR mpunoxkeHns
MIEYEIIST MOIMYJISIPHOCT, 0COOEHO B TPa/IOBETE.

e  @oKyc BBPXY YCTOWYHMBOCT — HSKOM XOTEIM M KYpPOPTHH KOMIUIEKCH BBBEXKIAT
3€JIeHH TOJUTHUKU: EHEepruiiHa eQeKTUBHOCT, YIpaBleHHE Ha OTHAIbIHUTE U
u3noi3BaHe Ha exocepTudukatu (Hamp. Green Key).

e Pacrsing mHTEepec KbM JAUTUTAJIEH MAPKETHHT — MHOKECTBO JICCTUHAIIMY U3ITOJI3BAT
COIMAJIHUA MPEXH, nHIyeHChpH, Storytelling B peknamMuTe u oHnaiiH kammanum, 3a 1a
NPUBJINYAT TYPUCTH.

Cnadu crpanu: — Ci1abu crpanmn
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@dparMeHTHPAHA MHOBAIMOHHA MOJMTHKA — JIMIICBA IIEHTPAIHO KOOPAMHHpAHA
pamMKa WM CTparerds, KOSATO Ja WHTCrpUpa IUTHTAIHUTE, YCTOWYUBUTEC U
MapKETUHTOBUTE HHUIIMATUBY HA HAIIMOHAIHO WM PErHOHATHO HUBO.

OrpaHuyeH J0CTHI A0 (PMHAHCHMPAHE M TEXHOJOIHM — OCOOEHO IMPH MAJIKHTE H
CPEIHH MPEAIPHUATHS, KOUTO Y€CTO HAMAT CPEACTBATA WM 3HAHHUATA J1a BHEAPAT HOBH
pemerust (Al, VR, CRM, nepconanu3arius).

HenocrarbyHa TPAHCHOPTHA W JUTHTAIHA HHPPACTPYKTYPA B CEJICKUTE PailOHN
— 3ByYd KaTO MPEMATCTBHE 3a INMHPOKOTO IpUJIaraHe Ha AWTUTAIHH TYPUCTHUYECKU
MPOAYKTH M MapUIPYyTH.

Hucka aururajHa rpaMOTHOCT Cpel MEPCOHAJa — HEJOCTUT Ha KBaTH(UIIMPAHU

KaJpy, KOUTO MOraT Ja yIpaBJisiBaT U NOAAbPKAT TEXHOJOTMYHU HOBOBBBCICHHA.

Bb3mo:xxHOCTH:

BHenpsiBane Ha wHTeIureHTHH cucremMu (Al, mepcoHaau3anus, AMHAMHYHO
HeHooOpa3yBaHe) — 3a WHIUBUAYAIM3UPAHE HAa TYPUCTUYECKUS IPOAYKT,
oJ00psiBaHE HA OIIUTA U YIIPABJICHUE HA ThPCCHETO.

Pa3BuTHe HAa MHTErpUPAHU TYPUCTHYECKH MAKeTH — KOMOMHUpAaHE Ha BUHAPCKH,
cra, KyJATYpHH M NPUPOJHU aTPaKLUUK C JUTHTANIHA TOAKpena (NMPHIOKEHUs, KapTH,
HaBHTalMsl, THPOPMALIHS B PEATHO BPEME).

PazmmpsiBane Ha YyCTOWYMBU M 3ejleHM NPAKTUKM — HANpUMep CTUMYIH U
cepTUdUKaIMs 32 00EKTH, KOUTO HaMallsBaT OTHAABLUTE, U3MO0JI3BAT Bb30OHOBSIEMH
SHePrUiHU M3TOYHUIM WIN 3aciraT €KOJIOTHYHO 3apelieHH TeMH (eKO-IIbTeKH, OHo-
bepmn).

IMoBumaBane Ha BHIMMOCTTA 4Ype3 JMIHTAJHO Ccbabp:kanue u Storytelling —
usnon3BaHe Ha VR MHMHH-TypoBe, aHMMHUpPAaHU IIOCTOBE M HCTOPUM OT MeECTHaTa

KYJITYpa, KOUTO a NPUBJINYAT BHUMAHUC U EMIIaTHs.

3anaaxmu:

KonkypeHuusi or 0ajqKaHCKH W eBpONeNiCKM JeCTMHALMH, KOUTO arpecuBHO
BHEJpPSIBAT YMHHU, YCTONYMBH U JUTUTAIU3UPAHU TYPUCTHUECKH MPOAYKTU (HaIIpUMeEp
XwbpBatus, ['spuus, YepHa ropa).

HNxoHomuvecka M MOJIMTHYECKA HECTAOMJIHOCT, KOSTO OIpaHNYaBa NHBECTUPAHETO
B IBJITOCPOYHU MHOBAaTUBHH PELICHUS B CEKTOpA.

Puck ot qururajiHo M30cTaBaHe Ha HSIKOU PErMOHU, aKO TYPUCTUYECKUTE OOEKTH He

ycuedT Aa nmoagaAbpKaTt u 06yan MepcoHajia Mo HOBU TCXHOJIOT'UH.
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e KiuuMaTHYHM W 3ApaBHM KPH3HM, KOMUTO MOTaT Ja MONpeyaT Ha pealn3anusara Ha
HMHBCCTHUIIMH U HA HpI/IeMaHeTO Ha TCXHOJOT'MYHU MHOBAIIUU 3a ABJITO BpeMe.

O06o061eHue
CbCTOSHHETO HAa HMHOBAIMOHHATA JEHHOCT B TypH3Ma B bbirapus IokasBa IOCTEIIEHHO
HaBJIM3aHE HA TCXHOJOTMHM M YCTONMYHMBU IMPAKTHKH — OCOOEHO B IO-TOJIEMUTE T'PagOBE H
TypI/ICTI/I‘-IeCKI/I L[eHTpOBe. B'preKI/I TOBAa, JIMIICaTa Ha CUCTCEMCH IIOAXOM, OI‘paHI/I‘-ICHI/ITe
pecypcu M 3HAUMTENHATa pasjivKa MEXIy PErMOHHMTE OCTaBaT KIIIOYOBH Oapuepu. YCHeXbT
e J0iae 4pe3 KOOPAMHHMPAHH IOJMTHUKH, MOAKpPENa 3a YCTOMYMBU M IEPCOHATM3HUPAHH
pEIICHMS, U CHJIHH JUTUTAIHN U MApPKETHHTOBH CTPATCTHH.
Karo cnenBaiia Touka ca pasriieflaHd MPENOPbKU 32 YChbBBPIICHCTBAHE HA WHOBAIMOHHATA

JEHMHOCT B TypHU3Ma U € U3BbPIUICHO NOTBbPK/1aBaHE HAa paOOTHUTE XUITOTE3H.

B cnenBamara Touka € NPEACTaBEHU CUHTE3UMpaH aHAIU3 Ha MPENOPBKUTE, KOWTO O4YepTaBa
IUIOCTEH MOJIET 33 CTPATEern4ecKo MOA0OpsiBaHe HAa MHOBALMOHHATA JEHHOCT B OBJITapCKUs
TypU3bM, OCHOBAaH Ha TpPU B3aUMOCBBpP3aHM H3MEpPEHUs — OU3HEC, MOJMTHKA MU Hayka.
W3cnenBaHeTo siCHO MOTBBPIK/1aBa, ye Ob/IeIaTa KOHKYPEHTOCIIOCOOHOCT Ha TYPUCTHUECKUTE
INPEANPUATHS 3aBUCH  OT CHHEPrUsATa MEXAY YOBEUIKUSA KalWTal, JUIHTalIHaTa
TpaHchopMalys U yCTOHUMBUTE PaKTUKU. OCHOBHHAT aKIEHT Majia BbpXY HEOOX0IUMOCTTa
OT NMPEMHUHABAaHE KbM MHTETPUPAH MOJIXOJ, TP KONTO MHOBALMUTE CE€ PA3IJIEKIAT HE CaMO
KaTO TCXHOJIOTUYHHU PCHICHUA, a KaTo cCcuctemMeH npouec, BKAKOYBAll, OpraHnU3auuoHHO,
MapPKETUHIOBO U COLUMANTHO U3MepPEHNE.

Ha paBHMILlE TypUCTHUECKO MpEANpUsATHE NPEnopbKUTE ce GOKycHpaT BbpXY TPUTE CThiI0Oa
Ha CbBpPCMCHHATA MHOBAIMOHHA KYJITypa — XOpa, TCXHOJIOTHUHU U yCTOﬁqHBOCT. YoBemKusAT
KanuTan ce jAeduHUpa KaTo KIIOYOB HOCHTEN Ha WHOBauuUTE. Pa3BUTHETO My H3MCKBa
HEeNpeKbCHATO 00yueHHe MO JUTUTATHU YMEHUS, MAPKETUHT U KIMEHTCKO OOCIy>KBaHE upe3
HOBU TCXHOJIOTHMH, KAKTO W HU3rpaXaaHc Ha BBTPCIIHHM IpOorpamMu, CTUMYJIHpAIIA
TeHepUPAHETO Ha UJIeH ,,0T0]y Harope*. Bpb3kaTa ¢ yHUBEpCUTETH U OOYUYHUTEIHH LIEHTPOBE
TpsOBa Ja ce 3aCHJIM 4Ype3 Ch3aBaHETO HAa HOBM CIEIHMATIM3AIMU, OPUEHTUPAHU KBM CMapT
TypU3Ma, MapKeTHHTa Ha MHOBAI[MUTE M YCTOWYMBOTO yIrpaBieHue Ha 00ekTu. To3u moaxos
rapaHTUpa MOBUIIEHA aHTAKUPAHOCT, MPOPECUOHAIN3BM U JJ0OOaBEHA CTOMHOCT B YCIyTUTE.
JlururanuzamusaTa ce ouepTaBa KaTo BOJEI HHCTPYMEHT 3a €(pEKTUBHOCT U YAOBIETBOPEHOCT
Ha kiaueHtute. [IpenopbuBa ce BbBEXKIAHETO Ha PElICHUs, Oa3upaHu Ha U3KYCTBEH MHTEICKT
u CRM cucremn, 3a nepcoHanuszupaHe Ha o¢epTH, aBTOMATHU3alUs Ha pe3epBaluud M

YIpaBJICHUEC HAa B3AMMOOTHOIICHHUATA C KIIMCHTH. B'I)BC)K)IaHeTO Ha MOOWJIHU U O€3KOHTAKTHHU
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YCIIyTH, JAHAMHYHO I[EHOOOpa3yBaHe W WHTETPUPAHU TYPUCTHYECKH MAKETH C MECTHH
MapTHBOPU IIC OITUMU3UPA TPUXOAUTEC, IS YBCIUYMN [CJ]Ia HA TUPCKTHUTC PE3CpBallkui U IIC
IIOBUIIIN KOHKypeHTOCHOCOGHOCTTa. Taka TeXHOJIOrHUHHUTE HHBCCTHIMHN CC NPCBPHLIAT B
CTpaTerMyecK aKTHB 32 OPaHJOBOTO YIIPABJICHUE U JOSUTHOCTTA Ha KIIMCHTHTE.

VCTONYMBHTE MPAKTHKK CE MTOCOYBAT KATO TPETOTO KIIFOUOBO HarpasjieHue. TypuCTHIeCKUTE
npeanpusaTHs TpsOBa Ja mpujaraT EHEPruifHO e(PEeKTHMBHM TEXHOJOTHH, Ja BBBEXKIAT
nporpaMu 3a IOBTOpHA ymorpeba W pas3jielHO ChOMpaHe Ha OTMAIbIH, KakKTO M Ja
KOMYHHKHMPAT aKTHBHO T€3W YCHJIHMSA KbM KIMEHTHTE. EKOJOrMYHHUTE CTaHIapTH BEde HE ca
CcaMO MOpajJHa OTrOBOPHOCT, a HW3MepuM (aKTOp 3a KOHKYPEHTHO IPEIMMCTBO — T€
HaMaJIsiBaT pa3xoJUTe, HOZ[O6p5IBaT HMUJPKA W OTroBapiaT Ha OYaKBaHUATA Ha MOJICPHHA
TYPHCT.

Ha paBHwuIle HaMOHAIHA TIOJIMTHKA OCHOBHHUSAT MPUOPUTET € Ch3IaBAHETO HA KOOPIAUHUPAHA
pamKa 3a ,,cMapT M YCTOWYMB Typu3bM‘. TOBa BKIIOYBA CTPATETHYECKH IOKYMEHT C SICHO
I[e(bI/IHI/IpaHI/I IMPUOPUTCTU — AUTUTAIIM3AalNA, YOBCIIKH KallnuTal, YCTOI;'ILII/IBOCT — U SKECTOAHO
M3MEpBaHE dYpe3 KOHKPETHH WHAMKATOpU (eHepruiiHa e(eKTHBHOCT, M1 JUTHUTAITHH
pe3epBalyi, MHIEKC Ha yIoBIeTBOpeHocT). [TomuepraBa ce HEOOXOAMMOCTTa OT HAIIMOHAIHA
0a3za JaHHH C OTBOPEHH CTAaTUCTUKH, KOSATO Jia YJICCHSABA HAyYHHTE M OW3HEC aHAIIU3H.
IMoakpenara 3a MaJKUTE M CPEIHUTE NPEANPHUATHS TpsOBa Ja ce pealu3upa upe3 IeJIeBH
I'pPaHTOBC U BAYUYCPHU 3a AUTHUTATIU3ANUA, CTUMYJIU 3a 3CJICHU TCXHOJIOI'MH U HY6J'II/I‘-IHO"IaCTHI/I
MapTHHOPCTBA 33 M3rPaKAaHe Ha IUPPOBH HHPPACTPYKTYPU W HHTETPHPAHU IUIATPOPMH.
Hapen ¢ ToBa e HyXHa Ie/IcHACOYCHA WHBECTHIIMSA B YOBEIIKUS KalMTal 4Ype3 KpaTKu
npodecroHallHi MPOrpaMy U Ch3/laBaHE Ha TEMaTHYHU MAapUIPyTH, KOUTO Jla MHTErpupar
KynrypeH, BuHeH, CIIA u exo Typu3bM 1ol €IMHEH HanuoHaneH Opanj. Taka ce mocTtura He
CaMoO PaBHOMEPHO TEPHUTOPHAITHO Pa3BUTHE, HO U CHHEPTUS MEXIy MECTHHTE MKOHOMHKH U
HAIIMOHAHUS TYPUCTHUCCKH UMHTK.

AxameMuYHaTa U M3CIEI0BaTeNICKaTa OOIIHOCT UMAT POJISATA HA WHTEIIEKTYaeH JBUTATeNl B
TO3u Tporiec. TsIXHaTa 3a/1a4a € Ja Ch3aaT OOIIN METOIOJIOTHH U MHICKCH 33 M3MEPBaHe Ha
MHOBAIIMOHHATA aKTHBHOCT, CTENCHTA HA AMTHTANM3AIMS M yCTOWYMBOCT. IIpermopbuBa ce
Ch3[IaBaHETO Ha HAIMOHAJIEH ,,bapoMeThp Ha WHOBAIMHTE B TypH3Ma™ — MEPUOIMYHO
HaOJI0/ICHHE, KOETO JIa PErMCTPpUpa HUBATa Ha WHOBAI[MHA M YIAOBIECTBOPEHOCT W Ja CIYXKH
KaTto 0Oasza 3a CTPATCTUYCCKU PCIICHUA. B’I)BC)K}IaHeTO Ha THJIOTHU IPOCKTU U ,KHWBU
nabopatopun™ (living labs) me mo3Bosnn TecTBaHe Ha HOBHM TEXHOJOTMH B peajHa cpela U
YCKOpeH TpaHc(hep Ha 3HAHUS MEKAY YHHBEPCHTETH M Om3Hec. Taka ce W3rpakaa HOBO

IOKOJICHUE CIICIUAJIMCTH, OPUCHTHPAHU KbM yCTOfI‘IPIBH 1 BUCOKOTCXHOJIOTUYHHU PCUICHUS.
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CuHeprusara MeXIy TpUTe MOACHUCTEMHU — OM3HEC, MOJUTHKA M HayKa — C€ Oo4yepTaBa KaTo

OCHOBHA NPEIIOCTAaBKa 3a YCTOWYMB pacTeX. bU3HECHT BHeIpsBa MHOBALMUTE U IPOMEHS

MPAaKTUKATa; MOJUTHKATa OCHUTYpsiBA PECypCHUTe M HOPMAaTHBHATa CTAOWJIHOCT, HayKaTa

ch3laBa 3HAHWE, UHCTPYMEHTH U Kaapu. CaMo ype3 TAXHOTO B3aUMOJCHCTBHE MOXKE Ja Ce

MIOCTUTHE TPalHO MOA0OpEeHNE B KAYECTBOTO HA TYPUCTUUYECKUTE YCIYTH U MO3ULIUOHUPAHETO

Ha bparapus kaTo MoJiepHa, JUTUTAIHA U €KOJIOTUYHO OTTOBOPHA JI€CTUHALIMS.

B 3axnroueHue, Bb3MOXKHOCTUTE 3a MOA0OpsIBAHE Ha MHOBAIIMOHHATA JIEWHOCT B Typu3Ma ce

CBEXJIAaT JI0 YIPABIIAEMO B3aHMOJICICTBHE MEXy TEXHOJIOTHUTE, XOpaTa U YCTOWYMBOCTTA.

WuTerpupanust mOIXOJ, KOWTO CbhueTaBa MApKETUHIOBH WHCTPYMEHTH, MPOIYKTOBU

uHOBanMu u u3Mepumu mnokazarenn (KPI), e mbrar kbM MoBHUIIEHA €()EKTUBHOCT U

MPOCEIUMOCT Ha pe3yiaTaTUTe. ABTOPCKUAT MOJEI HAa HMHOBALIMOHHO OPHEHTUPAHO

MapKETUHTOBO YIpPaBlI€HUE, U3rPaJeH BbPXY TE3U MPHUHIIUIM, MPEBpPbBINAa CTPATETHUYECKUTE

MPENOPHKH B OMEpPAaTUBEH MEXaHU3bM 32 B3€MaHE Ha pEUIeHHs, KOWTO rapaHTHpa oOpaTHa

Bpb3Ka, ONTUMHU3ALMS U PeaiHa 100aBeHa CTOMHOCT 3a OBIrapcKusi TYpUCTUUECKU CEKTOP.

ABTOpPOBUSAT MOJI€]I HA MHOBATHBHO OPHEHTHPAHO MAPKETHHIOBO yNIPaBJIeHUE B TYpU3Ma

MIPEJICTaBs UAJIOCTHA CUCTEMA OT B3aMMOBPB3KH MEXKIY Cpeara, yIpaBIeHUETO, HHOBAIIMHUTE

u pe3ynTaTHUTe.

Toit moka3Ba Kak MAPKEeTHHIOBUTE HHCTPYMEHTH (IIeHOOOpa3yBaHe, MPOIYKTOBO Pa3BUTHE,

KOMYHHUKAIIMU U JUCTPUOYIHS) B3aUMOJCHCTBAT C MHOBATUBHMUTE JeiHOCTHU (ITPOTYKTOBH,

MPOLIECHU, MAPKETHHT OB, OPTraHU3AIIMOHHU U YCTOWYMBU WHOBAIIMH ), 32 Ja Ch3/aaT e(eKT

BbPXY KOHKYPEHTOCIIOCOOHOCTTA Ha TYPUCTHUECKUTE MIPEANIPUATHS U JECTUHALIUN.

MonenbT BKJIIOUBA YETUPU OCHOBHU OJIOKa:

|.  ®axkrTopu Ha cpexara — mnasap, NOTPEOMTENH, TEXHOJIOTMM U WHCTUTYLUOHAIHU
yCJIOBHUS, KOUTO (POPMUPAT KOHTEKCTA HA HHOBAIIMHTE.

[l.  VYnpaBjeHCKkM pelieHHs] — CTPATETHUYECKO CETMEHTHpaHe, MO3UIIMOHUpaHe U H300p
Ha MapKETUHTOBH UHCTPYMEHTH.

I1l. M HoOBAaUMOHHM NpoLECH — BHEIPSBAHE HA HOBH IMPOIYKTH, YCIYTH, TEXHOJOTUH U
YCTOWUYMBH MPAKTUKH.

IV. KuawuoBu pesyaratu (KPIl) — u3mepumu mokasateiin KaTto yJIOBJIETBOPEHOCT H
JOSUIHOCT Ha TYpPUCTUTE, JsU1 HA JUPEKTHUTE pEe3epBallUU, CpeIHa 3aeToCT,
BB3BPBIIAEMOCT HA NHBECTULIUUTE U €(DEKTUBHOCT Ha PECYPCHUTE.

Bpb3kure Mexay OiiokoBeTe ca NUKIMYHU: CpelaTa BiHs€ BbPXY YIPaBIECHHUETO,

yIPaBICHUETO AaKTUBHUpPA HMHOBALMUTE, a pE3yNTaTUTE OCUTYpsBAT oOpaTHa BpbB3Ka 3a

KOpPCKIUA U YCBbBBbPUICHCTBAHEC.
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HakpaTko, MomenbT mpeBpblla CTpaTerusTa 3a WHOBAIMM B YyIpaBjiseM IMpoluec ¢
U3MEPUMH Pe3yJITaTH, KOUTO MHTErpHpa MapKETHUHTa, TEXHOJOTMUTE U YCTOMYMBOCTTA B

CANHCH MCXaHU3bM 3a PAa3BUTUC HA KOHKypeHTOCHOCO6CH TYPU3BM.

3AKVIIOYEHUE

B 3akimioueHune Ha AMCEPTALMOHHUA TPYH ,, Mapkemunzo60 ynpasieHue no npuiodiceHue Ha
unosayuume 6 mypusma‘’ mMorar aa ce (opMyaHpaT peAulia OCHOBHH H3BOJH, KOUTO
OTpa3siBaT IMOCTHKEHUSATA Ha M3CJIEIBAHETO, HEroBaTa HAaydyHAa M IPAKTUYECKAa CTONHOCT,

KaKTO U Bb3MOXHOCTHUTC 3a 6’5,[[6]1_[0 Pa3BHUTHUC HA TEMATA.

N3cnenBanero  MmOTBBpXKAABa, Y€  HHOBALlMMTE ca  KIKOY0B  ¢akrop 3a
KOHKYPEHTOCIIOCOOHOCTTA M YCTOMYHUBOTO PAa3BUTHE HA TYPHUCTHYECKUTE NPeNPHUATHS,
HO TSXHOTO YCIEIIHO IPWJIAraHe 3aBUCH B pEIlaBallla CTENEH OT HAauyuHa, 10 KOMTO ce
VIpaBIIBaT 4pe3 MAPKETUHTOBUTE MEXaHU3MHU. TypH3MbBT € crenupuuHa MKOHOMHYECKA
JEHHOCT, B KOSITO MPOJIYKTHT CE U3rpakJa Ha 0a3zaTa Ha MPEKUBSIBAHE, JOBEPUE U EMOLHS, a
TOBa M3UCKBA IBJIOOKO pa3OupaHe Ha MOTPEOUTENICKOTO MoBeneHHe. IMEHHO MapKeTUHI'BT
OCHTYpsIBa TO3M MOCT MEXJy MHOBAallMOHHMS INPOLIEC U Ia3apa, KaTo IPEBPbBINA HICUTE B

peanu3upaHu CTOMHOCTH U yCTOWYMBH KOHKYPEHTHH IIPEIUMCTBA.

OcHOBHaTa TeopeTHYHa Te3a, 3aJ0KEHAa B TpyJa, CE IMOTBBbPXKIABA: MAPKETHHIOBOTO
yIpaBjieHHe € CTPpaTerH4eCcKd MHCTPYMEHT 3a MNpHJIaraHe W yIpaBJieHHME Ha
HHOBallMHUTe, a HE CaMO KOMYHUKAIlMOHHA WIM omnepaTuBHa (QyHKIMs. Upe3 uHTErpauusara
MEXJIy MapKeTHMHI W HHOBaMUM ce (opMupa HOB THUI OpraHU3allMOHHA KyITypa —
OpHEHTHpaHa KbM IPOMSHA, 3HAHWE U CHTPYAHUYECTBO. B TO3M KOHTEKCT AMCEpPTALHATA
pa3BuBa KOHLENIMATA 3a ,,AHOBATUBHO OPUEHTUPAH MAPKETHHI", IPU KOMTO MApPKETHHI'BT
U3IBJIHABA POJIATA HA KaTaau3aTop Ha WHOBALMUTE, KaTO I'M HACO4YBa, IJIAHUPA U OLICHSBA

TAXHATa GQ)CKTI/IBHOCT.

HpOBCI[CHOTO H3CJICABAHC PA3KpH, Y€ 61>J1rapc1mTe TYPUCTUIECCKH NMPECANPUATUA BCE IMO-
OCH3HATO BBL3NPHUEMAT 3HAYCHUETO HA MHOBAIIMUTE, HO IIPOLCCHT HA TAXHOTO IIpHUIaraHe
OCTaBa HCPAaBHOMCEPECH U HEIIOCIICA0OBATCIICH. EMHI/IpI/I‘IHI/ITe JaHHH ITOKa3BarT, 4yc Hal-4eCcTo ce
BBBCKIAT MAPKETUHIOBY U JUI'MTAIHU MHOBAIMU — CBBP3aHU C OHJIANH pEKIIama, MOOMITHU
MPUIIOKCHUSA U COMUAITHU MEAWNUN — NOKATO OPraHU3allUOHHHUTC U MMPOAYKTOBHU MHOBALIUHU BCC

ome ¢€ pa3BuBaAT 1mo-6aBHO. OCHOBHUTE INpUYMHU 3a TOBAa Ca CBBP3aHU C OrPaHUYCHU
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pecypcH, HeZjocTaThbuHa KBalM(UKALKS U JIUIICAa HA CTPATErnYeCKO MUCJICHE B YIPaBIECHUETO.
VIMEHHO TyK MapKETMHIOBOTO YIPAaBJIEHUE MOXKE Ja M3IBJIHU CBOSITA BOJELIA pOJIs, KAaToO

OCUT'YpH paMKa 3a IJIaHUPAHC, KOMYHHKALUA U ITa3apHa pajin3alus Ha HOBUTC UICH.

OT TeopeTWyHa TJIeAHA TOYKA TPYABT pas3lIMpsBa pa3OUpaHETO 3a MapKETHHra KaTo
HHTErPaTMBHA YIPaBJIeHCKa (YHKIHUS, KOSITO CBbpP3Ba HHOBALMMTE C IEIUTE Ha
IPEeINpUATHETO U HEeromaTa IasapHa cTparerus. To3M MOJIXOA HAAXBBPIS TPAIULMOHHUTE
KOHLENIUN 332 MApKETUHI-MHMKC WM IIOCTaBsl aKLUEHT BbpPXY CTPATETMYECKUTE M3MEPEHMs Ha
yIPaBJIEHUETO — JUAEPCTBO, OPraHM3ALMOHHA KYITypa, OUTUTAIHA TpaHchopManus u
B3aUMOJICHICTBHE C BBHIIHATA cpefa. B To3u cMuchI aucepranusaTa npeajara HoB MOJel Ha
MHUCJIEHE, MPU KOWTO HMHOBALIMUTE HE C€ Pa3MIekJaT KaTo M30JMpaHO ChOUTHE, a KaTo

HEIIPEKBCHAT MPOLEC, YIIPABJABAH YP€3 MAPKECTUHIOBA JIOTUKA.

Hay4Ho-npuiio>xHUTE pe3yaTaTu OT U3CIEIBAHETO CE MPOSABABAT B pa3pabOTBAHETO HA MO
3a HHOBALIMOHHO OPMEHTHPAHO MAPKETHHIOBO yIIpaBJieHHe B TYpHU3Ma, KONTO BKIIIOUBA
IIOCJICZIOBATEIHY €Talli: WACHTU(QUIMpPAHE Ha Ma3apHU Bb3MOXKHOCTH, T€HEpUpAHE Ha WJIEH,
[a3apHO TeCTBaHE, BHEJPsIBaHE U MOCIIeBalla OlleHKa. MoJIebT MOXKe Ja ce Mpuiiara KakTo
OT TrOJIeMHM, Taka M OT MAaJKU M CPEJAHU MPEeANpUATHs, KAaTO Npeiiara MNpaKTHUYECKU
MHCTPYMEHTApUyM 3a yIpaBlieHHE Ha WHOBAIMMTE B peainHa OusHec cpena. Herosara
MPWIOKUMOCT € TMOTBbpPJEHa 4Ype3 EMIHPUYHHUTE JaHHHM, CHOpaHM B paMKUTE Ha
U3CJIEIBAHETO, KOMTO TII0Ka3BaT IIOJIOKUTENHA 3aBUCHUMOCT MEXAy e(QEeKTUBHOCTTa Ha

MapKETHHI'OBOTO YIIPAaBJICHUC U HUBOTO HAa MHOBAITUOHHA aKTUBHOCT.

Cpen Hail-3HaYUMUTE H3BOAUM OT NPOBEICHOTO H3CJIEABAHE CE€ OTKPOSBAT CIEIHUTE:
[I5pBO, MAPKETUHT'BT € OCHOBEH JIBUTaTEl Ha MHOBAITUUTE B TypU3Ma, ThiA KATO UMEHHO TOU
ch3ZaBa YCJIOBHATA 3a Ila3apHa OpHUEHTAllMs, KOMYHHKAlus W U3rpaxaaHe Ha OpaHA
UICHTUYHOCT. BTopo, WHOBamuuTe B TypuU3Ma HE Morar Ja ObaarT ycToiuumBu Oe3
CTpaTernyecka BU3Us U yIpaBJleHCKa KyJlITypa, OCHOBaHa Ha 3HaHUE U KoopauHaius. Tpeto,
TUTHTAIA3AIUATA C€ TPEBpbhINa B ompeAensmnl (akTop 3a ycrexa Ha MapKETHHTOBUTE
WHOBAIlMM, KAaTO TPOMEHsS HadMHa, MO0 KOWTO Ce€ Ch3JaBaT, mpejaraT ¥ KOHCYMHpAT

TYPUCTUYICCKUTC YCIYT'H.

Ha ocHoBara Ha Te3u pe3ylTaTd JUCEPTALMOHHUAT TpPyd (opMmyaupa NpaKTHYECKH
NpenopbKM, HACOYEHU KbM MOAO0OpsSBaHE Ha YNPABJICHCKUTE MPAKTUKUA B TYpHUCTUUYECKUTE
npeanpusatus. Cpea TAX ce OTKposiBaT HEOOXOIMMOCTTa OT MOBUIIIaBaHE Ha KBANU(UKALUATA

Ha KaJpuTC, CTUMYJIHWpPAHC Ha OpraHU3allMOHHATA KYJITypa Ha HWHOBAIWH, HU3IIOJI3BAHC Ha
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JUTUTATHU MHCTPYMEHTH 32 MapKETUHT U U3TPpakJlaHE Ha MPEXHU 32 ChTPYAHUUYECTBO MEXKITY
Ow3Heca, Jbp)KaBaTa W HaydHaTa OOIIHOCT. BBbBeXkIaHETO HA TaKWBa IOJUTHKU OU

CIIOMOI'HaJIO 3a Cb31aBaHCTO HA IIO-I'bBKaBa U KOHKypeHTOCHOCO6Ha TYPUCTHYCCKA CpCaa.

OT MeTon0J0TMYHA IJIelHAa TOYKAa TPYABT YTBBP)KIaBa INPUIOKUMOCTTa Ha CHCTEMHHSI M
HHTErpaTHBeH TMOJAXO0] B aHajiW3a Ha TYpPUCTUYECKHUTE mporecu. KomOuHamusaTa OT
KOJIMYECTBEHU M KAYECTBEHH METOIHM JaBa BBH3MOXKHOCT 3a IMO-ITBJIHOIICHHA OIICHKA Ha
peanHaTa KapTUHA U 32 U3BEXKJaHE Ha JOCTOBEpHU 00001eHus. To3u moaxoa Moxe 1a obe
HU3II0JI3BAH U B GBI[CH_[I/I Hu3CjIicaABaHus, CBbp3aHU C HHOBAUMUTC B APYI'd HKOHOMHUYCCKHU

CCKTOpPH.

C’I)IIIGCTBGH IMPUHOC Ha U3CJICABAHCTO € U BPBb3KaTa MEKAY TCOPUA U IMIPAKTHKA, KOATO CC
IIoCTUura 4pe3 CMIIMPHUIHOTO U3CJICABAHC. PC3y.]'ITaTI/ITe OT aHKETaTa, MHTCPBIOTATA U aHAJIU3a
Ha ,I[O6pI/I IMPaKTUKH IPCAOCTAaBAT KOHKPCTHA I/IH(i)OpMaI_II/ISI 3a CBCTOAHHUCTO Ha
HMHOBAllMOHHAaTa AaKTHBHOCT B 6”bJIFapCKI/I$[ TYpU3bM MW O4YCPTaBaT IIOCOKH 3a HEHUHOTO
YCBBBPUICHCTBAHE. Ta3u KOM6I/IHaIII/I$I MCKAY TCOPCTUYCH MOACT U PpCAJIHU JAHHHU IrapaHTHpa

AOCTOBCPHOCTTA HA U3BOAUTC U MMOAYCPTABA IIPUIIOKHUA XapaAKTEp HA Tpyda.

JlucepraiusTa chlIIo Taka KMa 00pa3oBaTesieH U cOUMaieH epeKT, Thil KaTo pa3paboTeHuTe
KOHLENIMM M MOJAENU MoraT Ja ObJaT M3MOJ3BaHU B YHHBEPCUTETCKOTO OOydeHHe U B
MO/ArOTOBKATa Ha CHEIHAIUCTH MO MapKeTHUHI M TYpU3bM. Te MpeaocTaBAT NMPAKTUYECKH
MHCTPYMEHTApUyM 3a pa30upaHe U MpUlaraHe Ha MHOBAIMKUTE B peajHa cpea U MoJrnoMaraT

HU3rpaXKaaHeTO Ha KOMIICTCHTHOCTH, HeO6XOI[I/IMI/I 3a CbBpCMCHHUA ITa3ap Ha Tpyda.

W3cnenBaHeTo OTKpWBA W MEPCHEKTHBH 3a ObJelId HAYYHH Pa3padoTku. Bu3MoxHO e
Ha/rpaXIaHeTO Ha pa3pabOTEeHUs MOJIeNl uype3 BKIIOUBaHE Ha (PaKTOpPH KaTo H3KYCTBEH
MHTENEKT, aBTOMaTU3allsl Ha MapKETUHTOBUTE MPOLECH U YCTOMYMBHU TeXHONOTHU. ChIIO0
Taka, HEOOXOAMMO € IM0-3a/1bJI00UYEHO NMPOYUYBaHE Ha BIMSHUETO HA COLMAIHUTE U KYJATYpHU
(hakTOpH BBHPXY BH3IPUEMAHETO HA MHOBAIIMHUTE OT CTpaHa Ha TypucTHUTe. Te3u HampaBieHUs
OTBapsIT HOBU XOPHU3OHTH 3a PA3BUTHE Ha TEOpUATAa M TNpAKTUKaTa Ha MAPKETHHTOBOTO

yIpaBJIeHHE.

B 0000mienue, Moke Ja ce 3aKII04YH, Y€ HACTOSIIUAT AMCEPTAIlOHEH TPy MpeCTaBIIsIBa
MbJHOIIEHEH Hay4YeH NMPUHOC B 00JIacCTTa HA YIpaBIEHUETO Ha Typusma. Tol oboratsBa
CbBpEMCHHAaTa TCOpUA Ha MApKETHHIA, KAaTO IMpeajara HOB IMpPOYUT HaA pojATa MYy B

HHOBAIMOHHUTC TIPOLECU U CHUICBPEMCHHO IMPEAOCTABA MPAKTUYCCKU HACOKHU 3a TAXHOTO
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e(heKTUBHO IpuiiaraHe. Pezynrarure ot u3cieBaHeTo UMaT MOTESHIHAI Ja ObaT U3MOI3BaHH
KaKTO OT aKaJIeMUYHHTE CpeId, Taka M OT OW3HEC OpraHu3aluuTe U MyOITHMYHUTE
WHCTUTYIIUU, KOUTO pa3paboTBaT MOJUTUKH 3a pPa3BUTHE Ha TypusmMa B bwarapus u B

MCKAYHAPOACH KOHTCKCT.

IVV. CIIPABKA 3A IPUHOCUTE B JUCEPTAIIMOHHMUSA TPY [

II'spBu npunoc — Jloka3aHa € 3HAYMMOCTTa HA HMHOBAIMUTE KAaTO KIIOYOB (akTop 3a
pa3BUTHETO Ha TypUCTHUECKHUs ceKTop B bbarapus. Upes ananmza Ha pe3ynraTtute OT
MPOYYBAHETO CE€ YCTAaHOBH, Y€ BHBEKIAHETO HA HOBU HPOAYKTU U YCIYTH, ChOOpa3eHu ¢
OYaKBaHUATA  HA  MNOTpeOUTENUTe, €  MPEeArNocTaBKa  3a  [OBUIABaHE  Ha

KOHKYPEHTOCIIOCOOHOCTTA Ha JECTUHALIMUTE U OOEKTUTE.

Bropu npunoc — Unentudunrpanu ca OCHOBHHTE MOTPEOUTENICKU HATJaCH U MOTHBALIMH 32
U3II0JI3BAHE HAa WHOBATUBHU TYPUCTUYECKH MNpoAykTH. CbOpaHuTe NaHHM J0Kaszaxa, 4e
BHCOKOTO HHMBO Ha Mpo(eCcHoHaIN3bM Ha MePCOHANA, IEPCOHATN3ALMATA U TUTUTAIN3AUATA

ca cpejl Hali-BUCOKO OLICHSIBAHUTE €JIEMEHTH OT TYPUCTUTE.

Tpern npunoc — 3BencHN ca KPUTEPUHM M MOKA3aTeJH 32 OLCHKA HA MHOBALIMMTE B
TYpHM3Ma, NPUIOKUMU NpU OBACIIN M3CIEIBAaHUS U YIPABIEHCKU NPAaKTHKU. Te morar na
CIIy’)KaT KaTO MHCTPYMEHT 3a 0OEKTHBHA OILIEHKAa Ha €(P)EKTUBHOCTTA OT BHBEXK/IAHETO Ha HOBU

TCXHOJIOTUH, MAPKETHUHI'OBU ITOAXOAHU U OPTraHU3aAlIMOHHU PCUHICHU .

YereopTH npuHOC — M3rpageH € eMnuMpu4YeH MoOJeJ 3a M3C/IeJIBAHE HA BJIUSIHHETO HA
HHOBAIMHUTE BBPXY TYPHCTHYECKHTE YCIYI'HM, KOWTO BKJIKOYBA AHKETA CpEl DPEATHU
NOTpeOUTENN, EKCIIEPTU U NPEICTaBUTENN HA On3Heca. MoaensT Moxke 1a ObJe aJanTUpaH 3a

JpyTU U3cieABaHus B cepaTa Ha TypU3Ma.

Ilern nmpunoc — Pazpaboren e SWOT ananmu3, KoiiTo cucremaTu3upa CUIHUTE U ciadute
CTPAaHM Ha TYPUCTHUYECKHUS CEKTOp B bbarapus oT riieqHa TOYKa Ha MHOBAallMOHHATA JEHHOCT.
Upe3 Hero ca MIACHTU(DUIMPAHUM KOHKPETHH BB3MOXKHOCTH 33 Pa3BUTHE (IUTHTATU3AIU,
YCTOMYMBH MPAKTUKM, HOBU MA3apHU HHUIIM) WU TMOTEHLIMAIHU 3amjiaxu (HeJI0CTaThbuHO

(vHaHCHpaHe, HUCKA TUTUTAITHA TPAMOTHOCT, KOHKYPEHIIUS OT YY>K/IH Ma3apH).

lecrm mpunHoc — HampaBeHrW ca TeXHOJOTrHYHM M OPraHM3AlMOHHU NPeNnoOpPpbKHU 3a

IIOBHIIIABAaHC Ha e(i)eKTI/IBHOCTTa Ha HMHOBAIUUTC. Cpe)] TSIX ca U3II0J3BaHE HAa MOOWJIHH
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INPUIIOXKCHUA, BHPTyalHa PpCaJlHOCT, HU3KYCTBCH HHTCJIICKT, KAaKTO W Cb3AaBAaHCTO Ha

MHTETPUPAHA TEMATHYHU MapIIPYTHU U ITAKETH.

Ceamn mnpunoc — JlokazaHo e, Y€ HMHOBATHBHUTE MAPKETHHIOBM CTpPaTeruu
(eMOLIMOHAJIEH U CEH30PEH MAapKETUHT, MEPCOHAIU3UPAHU MOCTaHUs, JUTUTATHA KaMIIaHUH)
UTpasiT CHIIECTBEHA pOJIA 3a MOTHBUPAHE Ha TYpPUCTUTE Ja H30uUpaT HOBH YCIYTd U

MPOJYKTH.

Ocmu npunHoc — QDopmynupaHu ca MNpPeNOPbKU 32 HAUMOHAJHA W PerHoHATHA
TYpPHMCTHYeCKAa NOJUTHKA, HACOYCHHM KbM I10-aKTUBHA MOJKpena Ha HMHOBAIMUTE upe3

MyOIMYHO-YaCTHHU MAPTHHOPCTBA, IOCTHII A0 (PMHAHCUpPAHE U O0yUYCHUS Ha KaJIpH.

I[eBeTI/I NMPUHOC — YcranoBeHa e HCO6XOIII/IMOCTT3. OT Cb3J1aBAHC HAa CIICHIHAJTU3UPAHUA 3BE€HaA
WA OpraHms3anuu 3a yrnpaBJICHUC HA WHOBAUMUTE B Typu3sMa, KOUTO Ja KOOpAWHHUPpAT

YCUIIMATA MECKIY 6I/ISH6C3, AbpiKaBaTa U TYPUCTHYCCKUTEC arCHIINH.

Jecern mnpuHoc — Pa3zpaboreHo € 00001I€HO TEeXHOJOIrMYHO W OPraHWU3alHOHHO
NpeanyucaHne 3a BbBE)KJIAHE HA MHTETPUPAHU MHOBATHBHU NPOAYKTH B TypHU3Ma, KOUTO Aa
ChUETABAT HOBU TEXHOJIOTMM, KYITYpPHM M IPUPOAHU PECYPCH U MOJACPHH YIIPABICHCKH

MIPAKTUKH.
JlonbJIHUTETHN IPUHOCH

W3BBH ITOCTaBEHUTE 3aaa4u B YBOJia, B pE3yJITAaT OT MPOBCACHOTO M3CICABAHC U aHalIn3a Ha

AAaHHUTEC, MOraT Ja C€ rnmocodat CJICAHUTC JOIIBJIHUTCIIHA IPUHOCH:

1. CI/ICTeMaTI/I3aHI/Iﬂ Ha TeopeTUYHaTa OCHOBA — HanpaBeH € 33I['bJ'I60‘~I€H nmperjea Ha
ChbIICCTBYBAIIUTC KOHICIIIWH 3a MHOBALIMM B TypuU3Ma U € U3BCACHA TAXHATa POJIAd B
MapKETHHI'OBOTO YIIPABJICHUC. ToBa maBa BB3MOXKHOCT 3a HO',Z[06pO pa36HpaHe Ha

CbBPCMCHHUTC TCHACHIUU U aJalITUPAHCTO UM KbM 6’BﬂrapCKI/ITe YCJIOBU.

2. MetopnosornyeHn npuHoc — Cb3/1a7ieH € MHCTPYMEHTapUyM (aHKeTa M MHTEPBIO) 3a
u3cieiBaHe Ha Bb3/IEHCTBUETO Ha MHOBALIMUTE B Typu3Ma. Toil Moxe J1a ce U3MoJ3Ba
u npu ObAelM H3CIEIBaHUSA, ThM KaTo € NPWIOXKHUM KbM pa3jIMyHU THUIIOBE

TYPUCTUYICCKU 00EKTH U yCIyru.

3. IlpakTuko-npuwjoxeH npuHOc — Pa3paboTeHHM ca KOHKPETHH IMPENoOpbKU 3a

TYPUCTUYICCKHUTC MNpCaAIpuUATU-d, HaCO4YCHU KbM IIOBUIIIaBaHC Ha  TAXHAaTa
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KOHKYPEHTOCIIOCOOHOCT 4pe3 HWHOBATHBHH MPOAYKTH, YCIYIM W MapKETHUHTOBH

IIOAXO/JH.

4. Emnupuuyen npunHoc — Ha ocHoBata Ha cwOpanure 113 BanuaHu OTroBopa OT
AHKETHOTO MPOYYBAHE € U3BBPILIEH 00CTOCH KOJIMYECTBEH U KaUeCTBEH aHaJIHN3, KOWTO

mpeaocTaBda p€ajiHa KapThuHaA 3a CbCTOSHHUETO HA MHOBAIIUWUTE B TypU3Ma B B’BJ’IFapI/IH.

5. CpaBHutesieH npuHoc — HampaBeHa e chrocraBka MEXIy A0OpUTE MPAKTUKU OT
MEXIYHApOAHUS OMUT M Pe3yiTaTUTe OT U3CieABaHeTo, mpoBeaeHo B buiarapus. 1o
TO3U HaYMH CE OYepTaBaT Pa3IMKU U CXOJACTBA, KOUTO ca LEHHU IpHU GOPMYyITUPAHETO

Ha HAIWMOHAJIHU IMOJIMTUKHA U CTPATCTHUU.

6. I'papuuno-undpopmanuoHen npunoc — M3rorsenn ca cxemu, GUTrypu U JUarpam,
KOWUTO BU3YAIIM3UpAT PE3YyITaTUTE OT U3CIEABAHETO. Te ylecHABaT UHTEPIIPETAUATA
Ha JAaHHUTE M JaBaT BB3MOXKHOCT 3a IIO-SICHO IPEACTAaBSAHE IpEeA IIUPOK KPbr

CIICHUAIIMCTH U 3aMHTCPCCOBAHU CTPAHU.

7. WnterpaumoneH mpuHoc — Pa3paboreH e mozen 3a oOBbp3BaHE Ha WHOBAIUUTE C
MapKETUHIOBOTO YIPABJIEHUE B TypU3Ma, KOMTO MOXE J1a CIyKU KaToO OCHOBa 3a
Chb3JaBaHE HA MHTErPUPAHU MAKETH W KOMIUIEKCHU pELIEHMs, HACOYEHH KbM

YCTONYMBO Pa3BUTHE.

C ToBa JUCEPTANMOHHOTO M3CJICABAHC OOKa3Ba, 4€ HHOBAIIMUTE HE ca caMoules]1, a
CTPATErH4€CKU MHCTPYMEHT, 4YpeE3 KOHTO TYpU3MbT B BLJ’IFapI/I}I MOXKE aa IOCTHUTHE II0-
BHUCOKa KOHKypeHTOCHOCO6HOCT, YCTOI>'I‘IPIBOCT U HHTCTPHUPAHOCT B MCKIAYHAPOAHHUA

TYPUCTHYECKH Ma3ap.

V. IHEPCIIEKTUBH 3A PA3BUTHUE HA M3CJIEABAHETO M BBJAEIA
HAYYHHU NTPUJIOKEHUA

N3cnenBaHeTro Ha MapKETMHIOBOTO YIIPaBICHUE W HEroBara poJisi B IIPWIATaHETO Ha
MHOBAIlMM B TypH3Ma pa3KpuBa IMIMPOKM BB3MOXKHOCTH 3a ObJENIM HAayuyHU pa3paboTKw,

KOWTO MOrar aa HaAarpagiaT W pasSmupsAT IMOCTUTHATUTE PE3YJITAaTH. I[I/IcepTaHI/IOHHI/ISIT pyAa

58



IOCTaBs CTaOMJIHA TECOPCTUYHA MW MCTOAOJOrMdHa OCHOBA, BBPXY KOATO Morat mga ce€
HU3rpaxxJgaT HOBU HU3CJICAOBATCIICKU IMOCOKH, CBbpP3aHU C JUIHMTalIu3aluidaTra, yCTOfI‘-IHBOCTTEl n

HHTCrpanyiaTa Ha HOBU TCXHOJIOTUMH B TYPUCTHYCCKATA HHAYCTPUA.

Ha mppBO MsICTO, 0OCOOCHO aKTya HO € 3a/IbJ100YABAHETO HA AHAJM3a BbPXY IMTHTATHUTE
MHOBALlMU B MApKETHHra Ha TYPUCTUYECKUTE NpeAnpusTus. B Opaenu uscneaBanus ciensa
Ja ce oObpHE BHMMAaHUE Ha INPWIOKEHUETO Ha M3KYCTBEH MHTENIEKT, aBTOMATH3alUs Ha
MapKETUHTOBUTE KaMITaHUH U NIEPCOHATM3UPAHH IIaT(HOpMHU 3a TOTPEOUTEICKO N3KUBSIBAHE.
Te3u mpolecu nMaT NOTEHLKANA 12 IPOMEHST U3 OCHOBU HauMHa, 110 KOWTO CE OCBIIECTBSBA
KOMYHHUKAIMATa MEXAY TYPUCTHMUECKUTE OpraHu3alud M KIUEHTUTE, KaTo MpeBphIIAT

MapKETHHI'a B CaMOpCeryiinpalia ¢ U aJaliTiBHa CUCTEMaA.

Bropa BB3MOXKHaA IOCOKa € CBbp3aHa C YHNPABJICHHETO HAa YCTOHYMBH HHOBanuu. B
CbBPEMEHHUS TypU3bM ce€ HaOJI0[aBa BCE MO-TOISIM MHTEpPEC KbM KOHLEMIUATA 3a ,,3€JeH
MapKeTUHI* U COLMalHa OTroBOpHOCT. HayuHute uscnenBaHus B Ta3u 00JacT MoraT jJa ce
CbCpCAOTOYAaT BBPXY OLCHKATa Ha CKOJOIrM4YHUA e(i)eKT OT HHOBAllMUTE, BbBPXY
pa3paboTBaHETO Ha HOBU MOJIEINIM 3a KPIOBAa MKOHOMHUKA B TYPU3Ma U BbPXY ITOBEIEHUETO HA

HOTp€6I/ITeHI/ITe CIIpAMO YCTOIZHHBHTG TYPUCTUYCCKU ITPAKTHUKH.

Tpera nepcrnekTHBHA JIMHUSA 3a pa3BUTHE € Pa3MIMPSABAHETO Ha M3CJICABAHETO B
MeKAyHapoaeH KoOHTekcT. CpaBHUTENHUAT aHaAW3 Ha WHOBALIMOHHUTE IMOJUTUKA U
MapKeTHHTOBUTE CTpaTernu Mexay bbarapus m npyru crpanu ot EBpomelickusi cbio3 Ou
MO3BOJIMJI T0-33bJI00UEHO pa3dupaHe Ha OOIIUTE 3aKOHOMEPHOCTH M CHElU(pUUHHUTE
0c00EHOCTH Ha HAllMOHATHUTE MoJiend. To31 moIXo/1 MoKe J1a IOIPUHECE 3a Ch3/1aBaHETO Ha
eBporeiicka 6a3za oT JoOpH MPAKTUKU U 3a U3PaOOTBAHETO HA MPEHOPBKHU, MPUIOKUMU KbM

Pa3JINUHA TUIIOBE TYPUCTHUYCCKHU I1a3apu.

OcobeHO MHTEpecHa HacoKa € U H3CJeABAHETO Ha IOBEJICHHMETO HAa TYPHCTUTE B
AUTUTAJTHA Cpela — KaK MOTpeOMTENUTe BB3IPHEMAT MHOBALMMUTE, KOU (PAKTOPU BIIHSST
BBpXY TSAXHATa F'OTOBHOCT Jia U3I0JI3BaT HOBU TEXHOJIOTUU U KaK C€ MPOMEHAT OYaKBAHUATA
UM CHpPSMO TypUCTHUECKUTe yciayrd. KomMOWHUpaHeTO Ha MOBEJCHUYECKM WKOHOMHYECKU
MOJIETIM C MAapKETHHIOBH TOJIXOIM MOXE Ja JI0BEAE 0 pa3pabOTBaHETO Ha NMPEAUKTHUBHU

CHUCTEMHU 3a MPOTHO3MPAHE HAa THPCEHETO, Oa3upaHu Ha aHAIM3 Ha rosiemu nanau (Big Data).

Jlpyra BakHa MEpCHEKTHBA € CBbpP3aHa C BbBEKIAHETO HA HHTEPAUCHUILIMHAPHH

N3CJICeABAHUA MEXKIY MApKETHHIA, TypusMa H I/IH(I)OpMaI_[I/IOHHI/ITC TexHojioruu. B To3u
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KOHTEKCT Morar Ja ce pa3paboTAT MHTErpUPaHU CUCTEMH 3a YIPABICHHE Ha MHOBALIUUTE,
KOUTO M3MOJ3BaT €JIEMEHTU Ha M3KYCTBEH HMHTEJIEKT, OJIOKUEHH TEXHOJIOTMH M BHPTYallHA
peasiHoct (VR). Te3u uHcTpyMeHTH OMXa MOTIJIM Ja pEBOJIIOLIMOHU3HUPAT HaYMHa, 110 KOMTO ce
IPEJCTaBAT, MpOJaBaT W YIPaBIsABAT TYPUCTUYECKUTE NPOAYKTH, NPEBPBIIAWKM T'M B

UHTCIIUICHTHU U C&MOH&CTpOfIBaHIH CE CUCTCMHU.

BLI[GH_II/ITC H3CJI€ABaHUA O0Mxa MOTJIH Ja C€ HacodYaT U KbM OLEHKAa HAa MKOHOMHYECKATA
e(l)eKTI/IBHOCT HAa MApKETHHIOBUTEC HHOBAIlUH 4YPC3 pa3pa60TBaHe Ha aHAJIMTUYHHU MOJCIIN
3a HM3MCPBAHC HaA BB3BPBIIAEMOCTTA OT HWHBCCTUIHMU B JUIWMTAJICH MAPKCTUHT, 6paHz[
MCHUKMBHT U HOTpe6I/ITCJ'ICKO YAOBJIECTBOPCHHUE. ToBa OM MO3BOJIHIO Chb3JaBaHECTO Ha
CUCTCMaA OT MHJAUKATOPH, YPC3 KOUTO Ja CC U3MEpBA PCAIHOTO BB3JICHICTBHE HA MHOBAIIUUTE

BbPXY (PMHAHCOBUTE PE3YJITATU U KOHKYPEHTOCIIOCOOHOCTTA Ha IPEAIPUATHATA.

[lepcniekTHBHA TeMa € ¥ POJISITA HA YOBEIIKHA KANNTAJ B yNPaBJeHHEeTO HA HHOBAIMUTE
B Typu3Mma. M3cienBanusiTa B Ta3u o0JACT cje[Ba Jia Ce HAco4YaT KbM Bpb3KaTa MEXIy
JIMACPCTBOTO, OpraHU3allMOHHATA KYJITypa U MOTUBAlUATA Ha CIIYXXUTCIIMTC IIPHU BBBCKIAHC
Ha HOBHU TEXHOJIOTHH. BbBEXIaHETO HA MAPKETHUHIOBYA WHOBAIIMH YECTO U3UCKBA IPOMSIHA Ha
MUCIICHETO ¥ Ha YIPABICHCKHUS CTUJI, KOSTO MIOCTaBsSl HOBH M3HCKBAHUS KbM 00Pa30BaHHETO U

npodecroHallHaTa TIOrOTOBKA HAa KaIPUTE B TypU3Ma.

Crenpamara JIOTMYHA CTBIIKA € pa3lIMPABaHe HA eMIMPUYHATa 0a3a 4ype3 NpOoBEXKJaHE Ha
nmo-mMauabHU u3cienBaHMsl, OOXBAIlallld pa3IM4YHU PETHOHM U BHUJIOBE TYPUCTUYECKU
npennpusaTusa. Taka Morar aa ce Cb3fajarT CTaTUCTUYECKH MOJENM 3a INPOTHO3UPAHE Ha
MHOBALMOHHATA aKTUBHOCT, Oa3upaHy Ha (PakTOpU KaTo Ma3apHa CTPYKTypa, MHBECTUIIMOHEH
MOTEHIIMaJ M JUTHTajdHa TOTOBHOCT. ToBa OM MO3BOJMIIO CHIIOCTaBKAa Ha pE3yNTaTUTE B
HallOHAJIeH W peruoHajleH Mamad u Ou JONpHHECIO 32 YCBBBPIICHCTBAHE Ha

CTPATCTUYCCKUTC ITOJIMTUKHU B TypuU3Ma.

B no-mpparocpoueH miaH NOTEHIMAIBT 3a PA3BUTHE HA TeMaTa € CBbp3aH U C MHTerpauusTa
HA HHOBAIMNMTE B CTPATErN4eCKOTO yIpaBJieHHe HA leCTUHAIMUTe. Ype3 npuiaraHero Ha
KOHIIENIUATa 3a ,,yMEH Typu3bM“ (smart tourism) moraT Ja ce H3CIe[BaT HAYUHU 3a
ONTUMU3AIMS Ha PECYpPCUTE, MOAOOpSBaHE HAa KOMYHHMKAIIUATA MEXIYy WHCTUTYIIUUTE H
M3TpaXxKaaHe Ha MHTEIIMTEHTHU TYPUCTUUECKH €KOCUCTEMHU. ToBa OM pa3mupuiIo MpUI0KHOTO
MoJIe Ha M3CJEeIBAHETO U OU TO CBHP3al0 C MO-TJIO0ATHUTE TEHICHIIMM B MKOHOMHUKATa Ha

3HAHHUCTO.
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B 3axmroueHne Moxe Ja C€ KaX€, 4€ BB3MOXHOCTHTEC 3a IIO-HATATBhIIHUW H3CJICABAHHA Ca
HU3KIIIOYUTCIIHO IHUPOKHU W MHOI'OIIACTOBH. Te 06XBaH_IaT KaKTO TCXHOJIOTMYHUTC, TaKa H
COMAIHUTEC U YIPABJICHCKUTC U3MCPCHUA HAa MHOBAIITMUTC B TypHU3Ma. HOCOKI/ITC, O4YCpTaHU B
HaCTOAIIUA TPYAd, MOIraT Aa IOCIIYKAT KaTO OTIIpaBHA TOYKa 3a 6T_>,HCHII/I Hay4YHH pa3pa60T1<H,
KOWUTO Ja AJOpa3BHAT M YCBBLPHICHCTBAT IMPCAJTOXKCHUTE MOJCIN, KAaTO I'M aaallTUpaT KbM
HOBUTC NPCIANU3BHUKATCIICTBA Ha rino0anHaTa UKOHOMHUKA. 1o To3u HaumH AUCCPTATUOHHUAT
TpyAd HC CaMO IIOCTaBA OCHOBHU, HO W OTBapA XOPU3OHTH 3a MPOABIDKABAHC HAa HAYUYHOTO
H3CJICABAHC U 34 PAa3BUTHEC HAa HOBO ITOKOJICHHUE U3CJICIOBATCIIN B obnacTTa Ha MapKETHHI'a 1

Typu3Mma.
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VIl.  JEKJAPALMS

Hexnapupam, 4ye AUCEPTAUMOHHUAT TPY[H ,, MapKETHHIOBO YIPAaBICHHE MO MPUIIOKEHUE Ha
WHOBAllUUTE B Typu3Ma“ € M3II0 aBTOPCKH MpoayKT. [Ipu HEroBoTo paszpaboTBaHe HE ca

MOJI3BBAHUYY KON HY6J'II/IK8.I_II/II/I 151 pa3pa6OTKI/I B HAPYUICHUC HA aBTOPCKUTC UM IIpaBa.
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|. GENERAL CHARACTERISTICS OF THE DISSERTATION

1. Relevance and significance of the researched issues

Tourism is among the most dynamically developing sectors of the world economy,
characterized by constant transformations under the influence of global trends and changing
consumer preferences. This dynamics requires tourism organizations not just adaptation, but
targeted application of innovations as a means of sustainable development and achieving
competitive advantage.

In the modern market environment, innovations are becoming a key factor for modernizing
tourism services, improving customer experience and optimizing business processes. The
influence of digitalization, automation and sustainable practices places new demands on
marketing management, which must ensure an effective connection between innovative
solutions and market needs.

Of particular importance for Bulgarian tourism is the need to integrate marketing tools in the
process of implementing innovations - from the study of consumer attitudes to the positioning
of new products and services. In conditions of increased competition and limited resources, it
is effective marketing management that determines the success of innovative practices.

The COVID-19 pandemic has accelerated the processes of digitalization and sustainable
restructuring of the sector, making innovation a mandatory element for adaptation. Bulgaria
has significant tourism potential, but its effective use requires modern management
approaches that unite marketing and innovation in a common strategic framework.

This dissertation focuses on this interrelationship - how marketing management supports the
implementation of innovations in tourism, increases the competitiveness of tourism
enterprises and contributes to the sustainable development of destinations in Bulgaria.

The significance of the issue also stems from the fact that Bulgaria has significant potential —
rich natural resources, cultural and historical heritage and social environment, which can be
the basis for the development of innovative tourism products. However, a number of
challenges such as limited access to financing, insufficient digital presence and fragmented
support from institutions hinder the full use of this potential.

In this context, the study acquires high scientific and applied value, as it offers a
systematized approach to integrating innovations in the management of tourism organizations
through marketing tools. The results of the analysis can help formulate effective policies to
stimulate innovations in tourism, as well as serve as a practical guide for managers in the
sector when implementing new technologies, products and services. In this way, the work
contributes both to the theoretical enrichment of knowledge in the field of marketing
management of innovations, and to the improvement of real business practices in Bulgarian
tourism.
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2. Main goal and research tasks:

The goal of the dissertation is to develop a comprehensive concept for marketing management
of the implementation of innovations in tourism in Bulgaria, by analyzing the role of
marketing processes in identifying and satisfying customer needs, as well as for developing
and implementing effective strategies aimed at increasing the competitiveness of tourism
organizations. To achieve the set goal, the following main tasks are formulated:

» To trace the theoretical foundations and evolution of the concept of "innovation" and its
application in tourism and to analyze the role of innovation as a factor in increasing the
competitiveness and sustainable development of the tourism sector.

* To identify the main factors (economic, social, cultural, technological and political)
influencing the implementation of innovations in the tourism sector.

* To conduct an empirical study among tourists and specialists in order to establish the
attitudes, needs and expectations regarding innovations in tourism according to systematized
criteria for assessing innovation activity and marketing management in tourism.

* To analyze and summarize the results of the empirical study and to identify main trends and
problems, by proposing a model for innovation-oriented marketing management in tourism,
which would support the practical application of the results and to formulate
recommendations for improving innovation policy and practices in Bulgarian tourism.

The focus is on the integration of innovative products, services and management practices
that will support the sustainable development and establishment of Bulgaria as a competitive
tourist destination. Particular attention is paid to identifying the key factors that influence the
success of these efforts, including the adaptability of enterprises to changing market
conditions, understanding customer needs and the ability to build long-term competitive
advantages. The goals and objectives thus set provide a comprehensive research framework
that allows to trace the interrelationships between innovation and marketing management, as
well as to propose solutions to achieve higher efficiency, sustainability and competitiveness of
tourism enterprises in Bulgaria.

3. Research thesis and working hypotheses:

The thesis of the dissertation is that effective marketing management occupies a leading place
in the process of implementing and applying innovations in the tourism sector, as it is a key
mechanism for ensuring a balance between supply and demand, as well as for creating long-
term value for the customer. Through the systematic application of marketing tools and
analytical approaches, marketing management provides the necessary strategic framework for
identifying market opportunities, understanding consumer attitudes and transforming this
knowledge into sustainable innovative solutions.

In this context, the implementation of innovations is viewed not only as a process of
technological improvement or development of new products and services, but as a
comprehensive management model oriented towards adding value and building a competitive
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advantage. Marketing management supports this process by integrating market research,
digital communications and strategic planning, which allows tourism organizations to adapt to
dynamic changes in the environment and adequately respond to growing consumer
expectations.

Therefore, if innovations are systematically integrated into the tourism sector through
effective marketing management, this will lead not only to an increase in the competitiveness
of tourism enterprises, but also to the establishment of Bulgaria as a sustainable and attractive
tourist destination on an international scale. Specifically, the following hypotheses are
examined:

Hypothesis 1: Marketing management significantly influences the successful implementation
of innovations in tourism. This hypothesis suggests that marketing strategies and techniques
are essential for the promotion and implementation of innovations in the tourism industry.
Evidence for this hypothesis can be gathered by analyzing the role of marketing management
in various case studies.

Hypothesis 2: The implementation of new and improved products and services, combined
with digitalization and smart technologies, will increase tourist satisfaction. This hypothesis
examines the relationship between innovation and the level of customer satisfaction, as well
as the impact on the competitiveness of tourism organizations.

Hypothesis 3: Effective market research is a key factor for the successful implementation of
innovations in tourism marketing. According to this hypothesis, a thorough understanding of
customer needs and attitudes through research and analysis is a prerequisite for the
development of adequate innovative solutions and strategic decisions in the management of
tourism organizations.

The confirmation of these hypotheses aims to prove that innovation and marketing
management are interrelated processes, the integration of which ensures sustainable
development and competitive advantage of the tourism sector in Bulgaria. The
implementation of a systematic approach to innovation through effective marketing
management creates opportunities for improving business results, optimizing the consumer
experience and establishing Bulgaria as a modern and innovative tourist destination.

4. Object and subject of the study

The object of this study is innovation in tourism, considered as a key factor for the
development and competitiveness of tourism enterprises. The study focuses on the various
aspects of innovation practices in tourism and how they influence the improvement of tourism
services, marketing strategies and customer satisfaction. Attention is focused on the ways in
which these innovations contribute to the adaptation of the tourism sector to new market
conditions and technological challenges of tourism enterprises and destinations in Bulgaria.

The subject of the study is marketing management in the implementation of innovations in
tourism - new and improved products and services, digital and technological solutions,
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organizational practices and marketing approaches that support the increase in
competitiveness and sustainable development of tourist destinations.

5. Scientific contributions and scientific results

The scientific significance and contribution of this study are expressed in the
systematization and enrichment of theoretical statements related to the role of marketing
management in the implementation of innovations in tourism. The work develops a
conceptual framework that integrates the basic principles of marketing and innovation
management, defining the factors, conditions and criteria influencing the effectiveness of
innovation processes in tourism organizations.

The study contributes to the formation of an empirical base based on the results of surveys
and semi-structured interviews with stakeholders - representatives of tourism enterprises,
institutions and experts in the field. The SWOT analysis reveals the key strengths,
weaknesses, opportunities and threats related to the implementation of innovations in the
Bulgarian tourism sector, which allows for the drawing of substantiated conclusions and
guidelines for future research.

The practical significance of the dissertation work is manifested in the preparation of
specific recommendations and management guidelines for improving innovation policy in
tourism. They can be applied both by state and local institutions in the development of
strategic documents, as well as by tourism enterprises and tour operators in the planning and
implementation of innovative initiatives. The results obtained have the potential to support the
creation of a competitive and sustainable tourism environment in Bulgaria.

Research findings:

The results of this study aim to show that marketing management plays a crucial role in the
successful implementation of innovation in tourism. This is because management is
responsible for identifying and meeting customer needs and expectations, which is essential
for the successful implementation of innovation. The study also found that implementing
innovation in tourism can help organizations better meet customer needs and expectations and
gain a competitive advantage.

The results of this study show that effective marketing management is essential for promoting
innovation and driving growth in the tourism industry. By adopting a proactive and adaptive
approach, marketing managers can identify opportunities for innovation and develop
strategies to respond to changing customer demands and market conditions. Collaboration and
partnerships between stakeholders can also be essential for promoting innovation and
ensuring the sustainability of the industry.

6. Methodological framework of the study

Achieving the set goal and proving the research thesis require an integrated approach that
combines qualitative and quantitative methods, providing a comprehensive assessment of the
processes of innovative development and marketing management in tourism. The study is
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based on the principles of scientific validity, reliability and reproducibility, with the emphasis
on the applicability of the results to the practice of tourism enterprises.

7. Main limitations of the study:

* The empirical study is time-limited — the period of conduct from July to August 2025. This
time limitation may not capture longer-term trends or effects related to innovations in tourism.
The seasonality of tourism activity and economic fluctuations may affect the assessments and
the degree of adoption of innovations. Therefore, the results should be considered as a
snapshot, not as a lasting trend.

* Focus of analysis - this study examines the implementation of innovations in tourism
exclusively from the perspective of marketing management. This limits the possibility of a
comprehensive understanding of the topic, since aspects related to other management and
organizational functions remain outside the scope of the analysis. However, the study
emphasizes the importance of marketing management for the implementation of innovations,
revealing how it contributes to better satisfying customer needs and expectations and
providing competitive advantage for organizations. To achieve a more comprehensive
understanding, further research is needed to examine the innovation process in a broader
context, including various organizational and external factors.

« This paper contributes to the existing literature on marketing management and innovation in
the tourism industry by providing insight into the role of marketing management in promoting
innovation and stimulating growth. However, the limitations of this study include the reliance
on secondary data sources and the limited scope of the analyzed cases and examples. Further
research is needed to confirm the hypotheses and recommendations presented in this paper.

« Institutional constraints - constraints also arise from the different organizational culture and
management maturity of the research sites. Some of the respondents are small and medium-
sized enterprises with limited access to financing and innovation programs, which leads to
lower levels of technological integration. This should be taken into account when interpreting
the results, especially in the context of comparisons with larger hotel chains.

» Geographical scope — the analysis focuses mainly on tourist sites and destinations in
Bulgaria, with foreign experience being used primarily for comparative purposes and deriving
good practices.

» Scope of empirical data — the study is based on a survey among 113 respondents and
interviews with experts, which provides a representative but limited sample.

* Methodological limitations - The survey instrument relies primarily on self-assessments and
subjective perceptions of the respondents, which may lead to socially desirable answers. The
sample includes 113 participants, which limits the possibility of statistical representativeness
of the results. The lack of a wider geographical and sectoral scope does not allow for a full
generalization of the results to all types of tourism enterprises. However, the applied
triangulation methods (surveys, interviews and document analysis) provide sufficient
reliability and validity for the purposes of the study.
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Impact on the interpretation of results

The above limitations do not invalidate the conclusions drawn, but they do limit the extent
of their generalizability . The results should be considered as indicative and applicable in
the context of the Bulgarian tourism sector , and not as universal for all types of
destinations.

Despite the aforementioned limitations, the applied methodology guarantees a high degree of
reliability and analytical depth of the results, providing a solid basis for conclusions and
recommendations regarding the improvement of innovation activity in tourism and the
strengthening of the role of marketing management in this process.

8. Sources of information provision

The information base of the dissertation is formed on the basis of various sources and
resources that provide the necessary theoretical and empirical justification:

« Scientific literature — monographs, collections, articles and dissertations by Bulgarian
and foreign authors related to the issues of innovation, marketing management and
tourism development. These works provide the theoretical framework on which the
model of innovation-oriented marketing management is built.

o Regulatory and strategic framework — laws, by-laws and strategic documents at the
national and European level, concerning the tourism sector and innovation activity.

« Statistical sources — official data from the National Statistical Institute, Eurostat, the
World Tourism Organization (UNWTO) and the World Travel and Tourism Council
(WTTC) were used. They provide a quantitative basis for analyzing trends in tourism
development and the impact of innovations on the sector.

e Reports and analyses — publications by international organizations, non-
governmental structures and professional tourism associations on trends and prospects
for tourism development.

e Primary empirical data — include the results of a survey conducted among 113
respondents (tourists and specialists), as well as in-depth interviews with experts in the
field of tourism and marketing. The information collected contributes to an objective
assessment of the real application of innovations and to determining the significance
of individual criteria.

e Own developments — within the framework of the dissertation work, the following
have been prepared: a systematization of criteria for evaluating innovations in tourism,
a graphical presentation of the results of the empirical study, a SWOT analysis of the
sector and a model of innovation-oriented marketing management. These elements
represent an original contribution to the topic and contribute to the integration between
theory and practice.
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Il.  STRUCTURE AND CONTENT OF THE DISSERTATION

1. Structure of the dissertation

Structure of the dissertation The dissertation is structured in accordance with the set goals and
objectives, the chosen subject and the object of research. Its volume is 268 pages, of which 12
pages are an introduction, an exposition (main text) in three chapters — 228 pages, a
conclusion — 6 pages, a list of used literature — 19 pages and appendices — 3 pages. The main
text is illustrated with 39 figures and 12 tables.

2. Content of the dissertation

INTRODUCTION

Chapter one

MARKETING, INNOVATION AND MARKETING MANAGEMENT
1.2 Emergence and historical development of marketing in tourism

1.2. Essence, content and features of marketing in tourism

1.3. Analysis of existing research

1. 4. Marketing Management in a Market Economy

1. 5. Innovations in the tourism sector — essence, types and importance

1. 6. Synergy between marketing management and innovation processes in the tourism sector

Chapter Two

MODERN TRENDS IN INNOVATIVE ACTIVITIES IN TOURISM
2.1. Innovations in tour operator activities

2.2. Innovative activity in the restaurant industry

2.3. Innovation activity in the hospitality industry

2.4. High-tech innovations, their application in the hospitality industry

and examples of good practices
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2.5. Innovations in tourism at the destination level

Chapter Three

IMPROVING THE TOURIST EXPERIENCE THROUGH INNOVATIONS IN THE

HOSPITALITY INDUSTRY IN BULGARIA

3.1. Criteria and methods of empirical research

3.2. Conceptual and methodological foundations of empirical research

3.3. Analysis of the implementation of innovations in tourist sites in Bulgaria
3.4. Analysis and summary of the results of the empirical study

3.5. Technological prescriptions for the application of innovations in tourism
3.6. Opportunities for improving innovation activity in tourism in Bulgaria
3.7. Recommendations for improving innovation activity in tourism

3.8. Author's model of innovation-oriented marketing

tourism management

Conclusion

References

Appendices
Appendix No. 1. Questionnaire for assessing the application of innovations

in tourism

Appendix No. 2. Interview questions for tourism specialists

1. SYNTHESIS OF THE DISSERTATION

CHAPTER ONE

MARKETING, INNOVATION AND MARKETING MANAGEMENT
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The first chapter , entitled " Marketing, Innovation and Marketing Management " , sets
the conceptual basis for the study. It examines the evolution of marketing management and its
role in the modern economic system.

In the first chapter, the author lays the theoretical foundation of the work by exploring the
conceptual interrelationships between marketing and innovation. This chapter does not simply
define the concepts, but builds a theoretical framework through which the place of marketing
management in stimulating innovation in the tourism industry is revealed.

Section 1.1 examines the emergence and historical development of marketing in tourism.
Different definitions of the concept of marketing are given by leading researchers on the
subject, such as F. Kotler, P. Drucker and other authorities, who consider innovations as the
engine of marketing economic progress.

The conclusion that the author draws from this point is that the evolution of tourism
marketing shows that its development is not linear, but reflects a dynamic interaction between
technological innovations, social changes and economic factors. In this sense, tourism
marketing should be seen as an adaptive management system, capable of integrating new
technologies and social trends to achieve sustainable competitive advantage.

Section 1.2 discusses the nature, content and characteristics of tourism marketing. This
section aims to define the conceptual framework of tourism marketing by systematizing its
main characteristics and management functions in the context of the innovative development
of the sector. It examines the unique characteristics of tourism marketing, the key components
of the marketing mix in the context of tourism, and the challenges and opportunities that
tourism marketers face in the promotion of destinations, products and experiences in different
target markets. The main functions of marketing management are outlined.

Fig. 1.1 Main functions of marketing management
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Fig. 1.1 illustrates the interrelationships between the main functions of marketing
management. The starting point is market research, which provides information about
consumer attitudes and trends. Based on this data, consumer segmentation and target group
targeting are performed, allowing tourism organizations to focus their efforts on the most
suitable customers. The next step is positioning, which defines the product's unique place or
destination in the market. All of these activities are integrated into customer relationship
management (CRM), which aims to build long-term loyalty and competitive advantages.

This point also defines the main characteristics of tourism marketing, which include
segmentation, targeting, positioning, emphasis on experiences and personalization , as well as
the relationship between tourism marketing and innovation.

Section 1.3 reviews marketing management in the context of a market economy. It is guided
by principles such as customer orientation, value creation, market segmentation, targeting and
positioning. Marketing management involves the process of planning, organizing, executing
and controlling marketing activities to achieve business objectives. In a market economy,
marketing management is crucial for a business to remain competitive and profitable. It
involves analyzing the market and determining customer needs, developing products or
services that meet those needs, pricing them appropriately and promoting them to potential
customers.’

® Foss, N.J. and Laursen, K. (2005) ‘Managing the link between firm capabilities and technology policy to create

market value’, Journal of Management Studies, 42(8), pp. 1589-1610.
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Therefore, effective marketing management in a modern market economy cannot be
considered in isolation from the innovation processes that transform tourism products, market
models and customer relationships.

Section 1.4 examines innovations in the tourism sector, including their nature, types and
importance. An analysis of the importance of innovation for the development of the tourism
industry is presented and the types of innovations that play a key role in improving tourism
products and services are examined . In this context, innovations are considered as a key
driver for increasing the competitiveness of tourism organizations, as well as for meeting the
growing and changing needs of tourists. This point focuses on several main types of
innovation, including technological innovations, such as digitalization and automation of
processes, innovations in product and service offerings , as well as organizational innovations
aimed at improving the efficiency and sustainability of tourism companies. Special emphasis
is placed on the importance of sustainable innovations that seek to minimize the ecological
footprint of tourism and create greener and more sustainable tourism practices. The rationale
for considering innovation in this section is based on the need for tourism organizations to
adapt to new challenges, such as globalization, climate change, and the increasing
digitalization of services. Innovation in tourism is essential for ensuring long-term
development and competitive advantage in a rapidly developing and dynamic industry. They
directly impact marketing management by changing the way organizations create value,
communicate with customers, and organize their services. This interrelationship between
marketing strategies and the implementation of innovations is a major focus of the empirical
research presented in chapter three . It analyzes the real practices and attitudes of the tourism
business in Bulgaria regarding the introduction of innovations, as well as their impact on
tourist satisfaction and the effectiveness of marketing management.

In conclusion of the first chapter, it can be summarized that marketing, marketing
management and innovation are interrelated elements that form the basis of the successful
development of the tourism industry. Theoretical statements clearly confirm that innovation is
not a one-time act, but a continuous process that encompasses various aspects - from
developing new products and services, through the introduction of digital technologies, to
improving marketing strategies and organizational practices. At the same time, it was
emphasized that effective marketing management is a key catalyst for implementing
innovations and creating sustainable competitive advantage. Against this background, there is
a need to track current processes and trends that most influence the tourism sector in modern
conditions. The theoretical conclusions from the first chapter create the foundation on which
to analyze how technological progress, globalization, changing tourist behavior, and the
pursuit of sustainability shape the face of modern tourism. Therefore, in the second chapter,
attention will be focused on contemporary trends in tourism innovation , examining both
the leading directions of change and the opportunities and challenges they pose to tourism
enterprises and destinations.
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CHAPTER TWO
MODERN TRENDS IN INNOVATIVE ACTIVITIES IN TOURISM

The impact of globalization, market liberalization, technological changes, changes in tourism
demand have radically changed the market conditions and competition among tourism
companies. Innovation and innovative strategies are becoming key to their survival and
achieving competitive advantage. In parallel, a number of scientific studies show that tourism
is a relatively weakly innovative industry, as they “imitate” and/or follow innovations from
other industries.

Internationalization and innovation in tourism are the main drivers and strategies changing the
structure of modern tourism.

The leading innovations that have dramatically changed the face of tourism are external to the
industry. Practice shows that it is precisely external innovations that radically change the
connections and dependencies between individual elements of the tourism system. Scientific
and technological progress promotes tourism development, and there is usually a certain lag
in the implementation of achievements in practice. The readiness and absorptive capacity of
the organization itself also play a significant role. Innovations in tourism are of a physical and
social nature, primarily related to limiting risks for tourists, increased mobility and
accessibility. They are the basis for creating completely new experiences for the tourist,
respectively experience and satisfaction. For the destination and tourism enterprises,
innovations are the basis for efforts to increase competitiveness and tourist satisfaction. This
is precisely why there are many innovations aimed at increasing productivity and efficiency.*

The topic of the impact of innovations and transformations in tourism is extremely complex
and comprehensive. A huge array of publications are dedicated to innovations resulting from
new ICTs, but innovations are not limited to this, but are the basis of the overall development
and competitiveness of the tourism industry. In most cases, innovations in tourism are
moderate, imitative and transferred (adapted) from other spheres.

Chapter Two aims to present the essence, specificity and classification of innovations in
tourism, as well as their importance for improving the competitiveness and sustainability of
the sector. The main types of innovations are examined - product, process, marketing and
organizational, with an emphasis on their role in creating added value and optimizing tourism
services. Chapter two also includes an analysis of good practices from international and
national experience, demonstrating how innovations change the business models and
marketing strategies of tourism enterprises. This ensures a transition from the theoretical
foundations to the applied dimensions of the topic.

Section 2.1 discusses innovations in tour operator activities, namely: in the four
interconnected tourism sub-sectors — tour operators, travel agents, tour guides and entertainers
— by showing how digitalization, personalization and sustainable practices are gradually

* Christensen, C.M., Horn, M.B. and Johnson, C.W. (2008). Disrupting Class: How Disruptive Innovation Will
Change the Way the World Learns. New York: McGraw-Hill.
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changing the way products are designed, processes are managed and customer value is
created. The focus is on the smooth transition from traditional, “offer-centric” models to an
integrated approach in which data and marketing management are at the heart of the
innovation cycle: gathering insights, designing an offer, testing in a real environment and
measuring the effects.

For tour operators, the most visible transformation comes from online platforms and mobile
applications that provide real-time availability, secure payments and transparency of choice.
The implementation of dynamic packaging and algorithmic recommendations allows for the
personalization of “flights-accommodation-services ” combinations according to customer
behavior and preferences. Virtual and augmented reality are used before the purchase to
“translate ” the tourist’s expectations into a more informed decision: preliminary virtual tours
of sites, visualization of rooms and activities and more accurately calibrating the promise to
the real experience. In parallel, sustainability goes beyond the framework of “good practice”
and becomes an element of the product: carbon offset, local supply chains and visible
communication of “green” actions that strengthen the image and trust.

Travel agents are adapting to the digital age by combining expert consultation with
technological infrastructure. Data analysis through CRM and basic Al tools allows for
behavioral segmentation and targeting of relevant offers at the right time and channel.
Omnichannel support with chatbots and messengers removes time zone barriers and provides
continuous service, which is critical during changes and emergencies. In niche segments —
affordable travel, wellness, adventure formats — the specialization of agents becomes a source
of differentiation, because the accumulated knowledge about specific audiences increases the
quality of recommendations and the level of satisfaction.

Tour guides bring innovation directly "to the field." Mobile audio guides and multilingual
apps provide a layer of context and knowledge that makes the route richer and more personal.
Storytelling, combined with AR and short “game” mechanics, increases the engagement of
different age groups without overloading with unnecessary information. Cultural immersion is
also coming into focus — contacts with communities, craft demonstrations, culinary
experiences — which elevates the tour from an information service to an emotional and
meaningful experience. This line corresponds to sustainability: small groups, local
partnerships and responsible behavior on site reduce the ecological footprint and increase
local added value.

Animators are completing the experience side of hotels and resorts. Their programs are
expanding with wellness, mindfulness, and community activities that add a “second value ” to
the stay — not just entertainment, but also meaningful social and health benefits. Digital
elements — live broadcasts, interactive surveys, online challenges — extend the touchpoint with
the guest before and after the visit, building a cycle of anticipation, participation, and sharing.
Active communication of sustainable initiatives (waste reduction, nature actions, training) not
only informs, but also includes guests as co-authors of positive change.

The effects of these innovations on competitiveness are measurable and multidimensional.
Personalization and quality user experience lead to higher conversion and growth in direct
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bookings; VR/AR reduce the gap between expectations and reality and increase ratings and
recommendations; sustainable practices strengthen the brand and reduce costs; automation
and dynamic pricing optimize occupancy and revenue on an available basis. To turn these
effects into a systemic advantage, they need to be managed marketing-wise — with clearly
defined KPIs (share of direct bookings, RevPAR/average spend, NPS/OTA rating, energy per
guest-night, share of repeat guests), regular A/B tests and published “before/after” metrics.

At the same time, challenges also stand out: uneven digital maturity, staff shortages,
investment barriers for SMEs, as well as the risk of “technology without history” when tools
are not supported by strong content and meaningful service design. The solution is a phased
implementation — starting with a “light” version of revenue management, basic CRM
segmentation and mobile/contactless service; building on it with VR/AR demo experiences,
integrated local packages and visible sustainability; stabilizing with partnerships with
universities and “living labs” where new solutions are tested and measured together with the
business.

The processes outlined in this way directly feed the author's model of innovation-oriented
marketing management, in which marketing tools - data, personalized communications,
storytelling, and channel strategy - act as a catalyst for innovation activities in the product,
process, and organization. The result is higher competitiveness, expressed in growth in
conversion and loyalty, a stronger image and real progress in sustainability. In this sense,
innovation is no longer an “add-on ” to the traditional tourism package, but a fundamental
mechanism for creating value and emotion — from the first digital contact to the last sharing of
the experience.

Section 2.1 examines innovation in the restaurant industry. The section presents the
innovation dynamics in the restaurant industry as a combination of technological solutions,
culinary creativity and sustainable practices aimed at higher efficiency and a stronger
customer experience. It shows how digital ordering, mobile apps, and integrated POS/CRM
systems are changing the operating model — from the moment of selection and payment to
personalized offers and loyalty programs. In this context, tableside technologies, self-
ordering, and contactless payments shorten service times, reduce errors, and open up space for
more meaningful human attention from staff.

The text emphasizes that innovations do not end with digitalization. They include new service
and experience formats — from interactive kitchens and “chef’s tables”, through immersive
multi-sensory dinners, to temporary pop-up concepts and cross-industry collaborations.
Culinary content is also subject to change: global and “fusion ” influences are entering , the
share of plant-based and alternative proteins is increasing, and seasonality and local supply
chains are asserting themselves as a source of quality and identity. Sustainability is seen both
as a value and as a business logic: energy efficiency, waste reduction, ethical sourcing and
transparently communicated “green ” standards enhance the image and optimize costs.

The section also tracks the emergence of VR/AR, automation and robotics in the Kitchen,
ghost kitchens and subscription/membership models — as tools for flexibility, scalability and
revenue predictability. Data plays a key role: through behavioral analysis and feedback,
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restaurants personalize offerings, manage capacity and menus, and build campaigns with
measurable impact. Social media and influencer marketing expand reach and transform
experiences into shareable content that fuels organic interest.

In summary, restaurant innovation is described as a systemic transformation of product (menu
and experience), process (operations and value delivery) and positioning (sustainability and
brand storytelling). Its logic and results are transferable to the hospitality industry — through
“smart room” solutions, mobile check-in, personalization in PMS/CRM, energy efficiency
and dynamic pricing — which prepares a smooth transition to the next sub-point on hotel
innovation.

Section 2.3 discusses innovation activity in the hospitality industry. The section presents the
hospitality industry as a sector in rapid transformation, with the focus shifting from “rooms
and nights ” to curated, immersive experiences and differentiated services. It shows how
boutique and experiential forms of accommodation — from themed and art spaces to eco-
concepts and glamping — combine local identity, design and storytelling to build emotional
value and loyalty. In parallel, the demand for wellness and “bleisure ” ( work + rest) is
growing , which is rethinking product logic: stays are longer, services are modular, and the
environment is adapted to a hybrid lifestyle.

2

The technological axis of innovation is outlined through mobile check-in and digital keys,
“smart ” rooms with IoT management, guest-centric applications, and screen/voice interfaces
for real-time services. Artificial intelligence assists service with chatbots and predictive
search models, personalizes offers, and accelerates revenue management decisions. VR/AR
are used for virtual tours before booking and for on-site navigation/info, while robotics take
on repetitive tasks like deliveries and maintenance. After the pandemic, contactless processes
and payments, as well as biometric access control, became normalized - with an effect on both
safety and operational efficiency.

Sustainability is presented as a second, equal transformation axis. Green design and energy-
efficient systems, water and waste management, local supply chains and transparent “green”
standards flow from image policy to a source of savings and competitive positioning. The
industry is moving from isolated “eco-gestures ” to a systemic approach — resource
monitoring, labeling (LEED, Green Key), partnerships with local communities and low-
footprint transportation solutions.

Marketing innovation is seen as a bridge between technology and experience. PMS/CRM data
and in-app behavior power segmentation and dynamic packaging; content marketing, social
media, and influencer collaborations drive visibility; loyalty programs evolve toward more
personalized and flexible schemes (including blockchain’s potential for security and
interoperability). The human remains at the center: leadership commitment, a culture of
experimentation, and systematic human resource development turn technology into value for
the guest. Governance frameworks are also emphasized — intellectual property protection,
implementation risk management, measurability through KPIs (satisfaction/NPS,
RevPAR/share of direct bookings, energy per guest-night, service time).
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In summary, the section defends the thesis that sustainable competitive advantage in the
hospitality industry arises from the integration of three layers: product and environment
(design, wellness, experience), process and technology (mobility, 10T, Al, automation), and
positioning and trust (sustainability, loyalty, brand storytelling). This trinity makes scalable
personalization, lower resource intensity, and higher profitability possible. A logical transition
to the next part is the detailed consideration of “how” high-tech solutions are implemented —
from the requirements and risks, through the necessary competencies and partnerships, to
specific metrics and case studies from Bulgaria and the world that prove the effect on
satisfaction, efficiency, and profitability.

In point 2.4 entitled - "High-tech innovations, their application in the hospitality industry and
examples of good practices™ high-tech innovations are outlined as the driving force of the new
competitiveness in the hospitality industry. Technologies are not just "conveniences”, but
infrastructure for scalable personalization, operational efficiency and visibly higher value for
the guest. At the forefront are mobile travel and contactless interactions: digital check-in,
mobile keys and applications that unite requests, payments and communication in a single
channel. As a result, the stay begins before arrival - with room selection, preferences and
offers in real time - and ends with a post-sale relationship that fuels loyalty.

The second axis is the “smart ” room and connected infrastructure (IoT): lighting, climate and
media control via phone or voice assistant, smart mirrors and energy optimization ecosystems.
These solutions combine comfort and sustainability, reducing costs per kWh/guest-night and
allowing dynamic management according to occupancy. In parallel, chatbots and Al-based
virtual assistants are being developed, which take over 24/7 servicing of routine requests and
direct staff to situations with higher added value. VR/AR complete the cycle - virtual tours
before booking and navigation/info on site, turning the "review " into an experience and
reducing uncertainty when choosing.

Robotics and automation are entering the “back office ” ( inventory, energy, cleaning) and the
“front office” (room service delivery, concierge), reducing wait times, limiting errors and
freeing up time for personal service teams. Biometrics and facial recognition speed up
processes and increase security, but require strict GDPR compliance and informed consent.
Real-time language translation reduces barriers and makes communication natural for an
international audience. Monitoring online reviews and reputation across multiple platforms is
now part of the operational rhythm — feedback is captured and addressed in near real-time.

In the competitive logic of distribution, the study highlights three emphases: dynamic pricing
and revenue management systems that respond to demand and seasonality in real time;
balancing OTA dependence with strong direct booking initiatives and loyalty programs; and
using metasearch for visibility in margin control. Here, big data from PMS/CRM becomes a
mechanism for recommendations (next-best-offer), behavioral segmentation, and dynamic
service bundling.

Sustainability is present as an equal technological priority: energy-efficient systems, water
and waste management, local and seasonal supply chains, green standards (LEED, Green
Key) and low-carbon mobility solutions. The economic effect is twofold — lower resource
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intensity and higher willingness of guests to prefer a brand with transparent eco-
commitments.

The practical application is illustrated with international and Bulgarian examples: global
chains with “connected room ” concepts , mobile keys and voice interfaces; “smart room”
laboratories with mirrors and showers under intelligent control; Bulgarian hotels introducing
mobile access and multilingual interfaces, as well as pilot elements of AR/VR. It is shown
that even partial integration — mobile check-in + key, or 10T for climate and lighting — brings
tangible gains in satisfaction, time and costs.

In order to manage innovation activity in a targeted manner, the section offers a KPI
framework: degree of digitalization of processes; satisfaction index/online rating; innovation
intensity (number of innovations/year); marketing expenditure per tourist; share of revenue
from new services; energy efficiency (kWh/guest-night); repeat guests; ROI from innovations.
The combination of quantitative and qualitative metrics provides a basis for benchmarking,
prioritization of projects and proving the return to owners and investors.

In the Bulgarian context, the section fits high technologies into a broader vision for the digital
transformation of the sector: personalization of the experience; systematic enhancement of
digital skills; better collection and use of data; modern digital advertising and secure cyber
infrastructure. The partnerships (national and international) through which the transfer of
knowledge and standards is accelerated are also outlined. The need for ethical algorithm
design, transparency and data protection, as well as tackling disinformation in the online
environment, is emphasized.

In summary, Section 2.4 argues that technological innovations are most powerful when
integrated across the entire business model: product and experience (smart rooms, VR/AR),
process and efficiency (loT, automation, Al), market and trust (dynamic pricing, direct
channels, sustainability). This integration enables personalization, lower costs per unit of
value, and higher profitability.

Point 2.5 considers destination-level tourism innovation as a systematic, coordinated process
through which sustainable competitive advantage is built, visitor experiences are improved
and long-term impacts on the local economy and environment are managed. The destination is
conceived as an integrated product, rather than a collection of individual attractions, which
places a central role on destination management organisations. They translate the overall
vision into consistent policies—from positioning and brand management, through product
development and digital communication, to data, partnerships and sustainability.

The innovation cycle follows the logic of UNWTO-—diagnosis, ideation, prototyping,
implementation, evaluation—but is implemented in a “smart ” environment , typical of the
Smart Destination concept. This means collecting and using data in real time, personalizing
content, managing tourist flows through digital channels and 10T, as well as a two-way
connection with the visitor throughout his journey—before, during and after his stay. In this
framework, marketing is the bridge between innovation and the end user: it turns the
authenticity of the place into a distinctive value promise, tells compelling stories, maintains a
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multi-channel presence and activates communities through influencers and user content.
When supported by Al and Big Data, marketing moves from mass promotion to demand
management—targeting audiences, balancing load, reducing seasonality.

The empirical part outlines two layers of practice. Bulgarian examples—Plovdiv as the
European Capital of Culture, digitalization in Bansko, VR interpretations in Veliko Tarnovo,
the thematic identities of Balchik and Kazanlak, as well as the Iskar-Panega Geopark model—
show that a well-constructed brand framework, supported by digital platforms and
eventfulness, can accelerate visibility and extend the season. International benchmarks—
Barcelona with data-driven flow management, Valencia with a Smart Destination platform,
Copenhagen with behavioral incentives for sustainability, New Zealand with a long-term
national brand—prove that the greatest and most lasting effects are achieved when
technological innovation is integrated into a coherent brand strategy and institutionally
supported by a resourced DMO.

The comparative analysis highlights four differences: degree of technological maturity
(integrated data and systems vs. local applications), place of sustainability in the value
proposition (center vs. periphery), scale and consistency of campaigns (multi-year platforms
vs. project initiatives), and strength of coordination model (resourced DMOs vs.
fragmentation). These deficits point to priorities for catching up: consolidated brand
management at national and regional levels, institutional strengthening of DMO functions,
building destination intelligence systems, and placing sustainability at the core of the market
promise.

The conceptual contribution of the section is in integrating five interrelated dimensions of
destination innovation—product, technological, communication, organizational, and
sustainable—into a data-driven marketing architecture. The practical contribution is in
showing how personalization and flow management, underpinned by Big Data and Al, reduce
information asymmetry, optimize resource carrying capacity, and distribute demand across
time and space. Management implications for Bulgarian destinations include defining long-
term brand and demand KPIs, creating analytical teams and data platforms, and active public-
private partnerships that codify common interest and shared resource.

In conclusion, destination-level innovation is most effective when thought of as a single
“operating system”: brand, product, and experience, driven by technology and data,
coordinated by a strong DMO, and legitimized by sustainable practices. This systematic
approach turns the novelties of individual campaigns into sustainable competitive advantage
and offers a realistic path for accelerated catch-up and differentiation of Bulgarian tourist
destinations in the post-pandemic global market.

Summary of Chapter Two

Chapter two examines the theoretical foundations and practical manifestations of innovation
in tourism, presenting them as the main driver for competitiveness, sustainability and
transformation of the sector. The emphasis is placed on the interrelationship between
technological development, marketing management and user experience.
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The analysis shows that innovations are no longer limited to new products or services, but are
realized as a complete system of processes - from digitalization and automation of operations
to strategic data management and personalization of the tourist experience. High-tech
solutions, such as artificial intelligence, virtual and augmented reality, the Internet of Things,
and mobile applications, are establishing themselves as key factors for modern hospitality and
improving communication between the tourist and the destination.

In the context of destination marketing, innovation manifests itself through integrated brand
management, digital communication strategies, sustainable practices, and networked
collaboration between the public and private sectors. International and Bulgarian examples
confirm that successful destinations achieve sustainable growth by combining technological
solutions, cultural identity and long-term marketing vision.

In conclusion, the study emphasizes that innovation in tourism is not just a tool for
modernization, but a strategic necessity. They form the basis of a new management model,
oriented towards knowledge, sustainability and high added value for the tourist and the
destination. This conceptual framework prepares the logical transition to the next chapter,
dedicated to the implementation of the innovation approach in the Bulgarian tourism sector.

CHAPTER THREE

IMPROVING TOURIST EXPERIENCE THROUGH INNOVATIONS IN THE
TOURISM SECTOR IN BULGARIA

In view of the theoretical framework discussed in Chapter 1 and the analysis of the types of
innovations and good practices in tourism presented in Chapter 2, this chapter aims to present
the results of the empirical study conducted to identify the extent of innovation
implementation in the tourism sector in Bulgaria. It analyzes the attitudes, behavior and
perception of innovations by tourism enterprises, as well as their impact on the effectiveness
of marketing management.

Chapter three includes a description of the methodological approach — the research methods
used, the structure of the questionnaire and the interview, as well as a summarized analysis of
the data obtained.

The chapter includes two interrelated research directions — a survey among representatives of
the tourism business and a qualitative analysis of specific tourist sites and specialized types of
tourism. The first study aims to summarize the attitudes and practices related to the
implementation of innovations, while the second builds on the results by detailing and
illustrating the innovation processes in a real environment.

In this way, the two approaches complement each other - the quantitative results of the survey
outline the broad picture of innovation activity , while the qualitative analysis of sites and
forms of tourism allows for detailed characteristics, good practices and challenges in their
actual implementation. This ensures a higher analytical value of the study, demonstrating the
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applicability of the theoretical model in real conditions and confirming the main dependencies
deduced from the empirical data.

Combining the two approaches — a survey and an analysis of specific sites — guarantees
mutual verification of the results and provides a more complete understanding of the
relationship between innovation and marketing management in the tourism sector.

Section 3.1 describes the criteria and methods of the empirical study.

As a result of the theoretical statements and good practices presented in the first and second
chapters of the work, a toolkit is created for researching and evaluating the application of
innovations in tourism from the perspective of marketing management. The aim is to analyze
the influence of various factors on the introduction and effectiveness of innovations in the
tourism product, as well as their role in achieving a competitive advantage for tourism
enterprises in Bulgaria.

The study is aimed at hotel, restaurant and tour operator structures that implement product,
marketing, organizational and technological innovations. Special emphasis is placed on new
trends in digitalization, the use of artificial intelligence and smart technologies, which are
increasingly becoming a key element for personalizing tourism services and improving the
customer experience. The present study is built on previously formulated research hypotheses
stated in the introduction to the paper. They relate to the impact of innovations on the
effectiveness of marketing management, their adoption by tourism enterprises and the role of
digitalization as a factor for competitiveness. The methodological framework is designed to
provide an opportunity for systematic testing of these hypotheses through a combination of
quantitative and qualitative methods.

The methodology of the empirical research includes:
« systematization of the main criteria for evaluating innovations in tourism;
« defining indicators to measure the degree of their implementation and effectiveness;
o justifying the relative importance of each criterion by assigning a weighting factor.

The created model encompasses seven main criteria and one summary assessment, all of
which are aimed at examining the marketing aspects of innovations.

The selection of criteria for studying the implementation of innovations in tourism is the
result of a thorough theoretical analysis and comparison of different models for assessing
innovation processes in the service sector. The selected criteria are the result of a systematic
review of the scientific literature, good international practices and a preliminary analysis of
the tourism market in Bulgaria. They are selected so as to reflect the real factors that
determine the level of innovation activity of tourism enterprises, as well as their ability to
integrate marketing approaches into the management process .
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This system of criteria provides an opportunity for a multi-layered assessment of innovations
— from the strategic and management level to their practical impact on the customer
experience.

Such a two-pronged approach allows for the assessment of both the organization's ability to
respond to changing conditions and its potential for long-term development through
innovation.

The selected criteria are also aligned with the European Innovation Policy framework and the
strategic documents of the World Tourism Organization (UNWTO), which emphasize the role
of digitalization, sustainability and smart management as key drivers for tourism growth.
They provide an opportunity for quantitative and qualitative comparison of results, both
between individual tourist regions and in a national context.

Moreover, the rationale for the selection of these criteria is closely related to the empirical
part of the present study. They correspond to the questions and indicators used in the survey,
which guarantees comparability between the theoretical framework and practical
observations. Thus, the criteria are not only an analytical tool, but also an empirically
validated indicator of the real state of innovation processes in Bulgarian tourism. Thus, the
selected criteria not only cover the full spectrum of factors influencing the implementation of
innovations ( economic environment, regulations, socio-cultural features) , but also allow for
a direct connection between the theoretical statements and the empirical measurement
of innovation processes within the framework of marketing management. It is this
interrelation that makes the system of criteria a reliable basis for the subsequent analysis and
interpretation of the results.

In conclusion, it can be stated that the selected criteria reflect the complex nature of tourism
innovations and provide a balanced approach between measurability and interpretability. They
allow not only to identify trends in the development of the sector, but also to draw
substantiated conclusions about the effectiveness of the applied innovation strategies.

The importance coefficients of the individual criteria were determined based on a combined
expert approach, which combines elements of a semi-structured interview (questionnaire)
with representatives of the tourism and marketing sector and a comparative analysis of the
priority areas indicated in the theoretical part of the study. For this purpose, consultations
were held with representatives of the tourism and marketing sector, including hotel managers,
digital marketing experts, sustainable tourism consultants and academic specialists in tourism
management. A total of 10 experts were included in the study , of which 6 hold management
positions in tourist sites and tour operator companies, and 4 are marketing and digital
communications specialists with experience in the tourism sector. The interviews were
conducted according to a pre-developed scenario, which included 8 questions regarding the
influence of the individual criteria on competitiveness, the effectiveness of marketing
activities and the perception of innovations by consumers.

The experts assessed the relative importance of each criterion relative to the others, using a
scale from 1 to 5, where "5" denotes extremely high importance for the implementation of
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innovations in tourism. The obtained values were summarized by an arithmetic mean
indicator, and the results reflect a consensus assessment of the real impact of the individual
factors on the innovation process.

The criteria related to digitalization, artificial intelligence and smart technologies were given
high weight due to their leading role in the transformation of tourism services. Significant
importance was also given to the quality of marketing management and service, as these
elements directly influence the perception of innovations by consumers. On the other hand,
criteria such as “external factors” and “natural, cultural and social environment” were
assessed with moderate weight due to their weaker influence on operational management
decisions, but still remain structurally significant for the context of the tourism system.

This approach provides a reliable empirical basis for applying the coefficients in the analysis,
while ensuring that the determined values reflect both professional expertise and real market
trends. Thus, the significance coefficients are not arbitrarily set, but represent a validated tool
for assessing the influence of individual factors on the innovation potential of tourist sites.

Table 3.1. Criteria and indicators for assessing the implementation of innovations in tourism

No. | Criterion Indicators Significance
coefficient
1 External factors influencing | 1.1 Economic factors 0.10

the  implementation  of

innovations in tourism 1.2 Technological factors

1.3 Political factors

1.4 Environmental factors

2 Natural, cultural and social | 2.1 Natural Resources 0.10
environment as a basis for ttural Historical
innovation 2.2 Cultural and historical resources
2.3  Social environment  and
traditions
3 Marketing infrastructure | 3.1 Transport accessibility 0.10

and accessibilit
Y 3.2 Digital accessibility; 3.3 Support

services

4 Innovations implemented in | 4.1 Product Innovation 0.15

the tourism product o )
4.2 Marketing innovations

4.3 Organizational Innovation
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4.4 Technological innovations

5 Quality of  marketing | 5.1 Personnel Skills 0.15

management and service ) )
5.2 Customer orientation

5.3 Interactive service

6 Visual and functional | 6.1 Exterior and interior 0.10
environment in the tourist ) )
. 6.2 Functionality of spaces
site
7 Artificial intelligence and | 7.1 Al chatbots 0.20

smart technologies ) -
7.2 Dynamic Pricing 7.3

Personalization

8 Overall assessment of the | Synthesized expert assessment on all | 0.10
innovation profile criteria

Total 1.00

Source: Author's systematization

The presented criteria form the basis of the prepared survey instrument, through which the
primary data for the empirical study is collected. Each criterion is operationalized through
specific questions aimed at identifying the degree of application of innovations, the level of
digitalization and the adoption of marketing practices by tourism enterprises. The formulation
of the questions is consistent with the purpose and objectives of the dissertation, with the
emphasis placed on the role of marketing management in the implementation of innovative
solutions.

The survey aims to establish the real trends and attitudes among managers and marketing
specialists in the tourism sector, as well as to assess the impact of each criterion on the overall
innovation activity of the organizations. The results obtained form the basis of the subsequent
analysis and allow for the derivation of patterns and dependencies related to the effectiveness
of marketing management in the innovation process.

Section 3.2 sets out the conceptual and methodological foundations of the empirical study .
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Subject of empirical research

The subject of the empirical research in this paper is related to the formation and
implementation of innovations in tourism enterprises and their importance for the
competitiveness and sustainable development of the sector. The analysis focuses on selected
real sites from various tourist regions in Bulgaria, which demonstrate practical
implementation of innovations in the product portfolio, in the management of marketing
activities, and in technological customer service. As a result, a complex of factors and
characteristics emerges through which the impact of product, process, organizational and
marketing innovations on tourist satisfaction and the achievement of sustainable competitive
advantage is examined.

The subject of the study is also the assessment of the effectiveness of the implementation of
artificial intelligence and smart technologies - dynamic pricing, Al chatbots, digital
reservation systems and personalized customer solutions. These tools are seen as a new
generation of marketing practices that enable better positioning of tourism businesses,
management of customer relationships and optimization of business processes. In view of the
growing importance of digitalization in tourism, the empirical study aims to track the extent to
which these innovations are perceived by tourists, as well as how they influence the choice of
destination and specific tourism product.

The study focuses on the sites included in Table 3.3, and through their observation,
systematization and comparison, the possibility of formulating an innovative integrated
product that can be applied in different tourist regions of Bulgaria is sought. The validity of
the study is justified by an assessment of actually functioning enterprises that already use
modern practices - from the implementation of green technologies and sustainable resource
management, to the use of personalized digital services. In this sense, the subject of the study
is directly related to the relevance of the market and the need to create tourist products with
added value for the consumer.

An essential part of the subject of the study is the assessment of marketing management in
the implementation of innovations. This includes both market differentiation tools and
opportunities to improve customer satisfaction through personalized approaches. The
strategies of tourist sites for introducing innovations and their impact on market positioning,
the degree of trust and loyalty of tourists are analyzed. Hence the practical focus of the study -
to outline good practices and models to be implemented by other enterprises in the sector in
order to increase efficiency and competitiveness.

Object and scope of the study

The object of the scientific research is tourism enterprises - hotels, complexes and resort
destinations, which implement innovations in their activities and offer integrated products for
different target groups of tourists. Attention is focused on those sites that demonstrate
successful practices in the use of product, process, marketing and organizational innovations,
as well as the application of artificial intelligence and smart technologies to improve
competitiveness and sustainable development.
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The scope of the empirical study includes specific tourist sites from different regions of
Bulgaria, which are representative of the implementation of innovations:

e SPA Hotel "St. Spas" — Velingrad;
o Complex "Unique" — Kazanlak;

o Starosel Winery Complex;

o Chateau Kopsa Winery Complex;
« InterContinental Sofia;

« Grand Hotel Millennium — Sofia;

« Admiral Hotel — Golden Sands;

o Albena Resort — Smart Eco Resort.

These sites have been purposefully selected as they combine different forms of specialization
— SPA and balneo tourism, wine and cultural tourism, business and congress tourism, marine
and eco-tourism — and at the same time demonstrate the introduction of innovations in the
management of tourism services. Thus, the sites provide an opportunity to analyze the impact
of innovations in different types of tourism and in different regional contexts.

The scope of the study is limited in time and space. The time limit refers to the last five years,
when the implementation of innovations in tourism has significantly accelerated due to the
introduction of digital technologies and the change in consumer attitudes after the global
pandemic. The spatial scope is within the Bulgarian tourist regions, with an emphasis on the
Rose Valley, Rila-Pirin, the Sofia tourist region and the Black Sea coast, as it is in these that
the research sites are located.

Through the selected sites and the defined scope, the study aims to provide a reliable and
representative picture of the implementation of innovations in tourism in Bulgaria, as well as
to identify good practices and applicable models for marketing management that can be
adapted by other enterprises in the sector.

Information reliability requirements

The reliability of the information is a basic condition for achieving reliable results within the
framework of the empirical research. For this purpose, specific measures have been taken to
ensure that the collected data are objective, up-to-date and representative of the real state of
tourism enterprises in Bulgaria. The reliability requirements relate to both the selection of
respondents and the sources and methods used for collecting and processing information.
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First of all, the respondents are carefully selected from among representatives of tourism
enterprises - managers, marketing specialists, experts in the field of innovation, as well as
among real users of tourism products and services. This provides a two-sided perspective -
from the suppliers' side and from the users' side, which allows for a more complete
assessment of the innovations being implemented.

Secondly, credibility is ensured by using a combination of primary and secondary sources.
Primary information is collected through surveys, interviews and observations at the research
sites, while secondary information is based on official documents, statistical data, publications
in specialized publications, reports by tourism organizations and online platforms. Comparing
data from both types of sources allows for a higher degree of reliability.

Thirdly, the validity of the information is ensured through the application of clear criteria and
indicators for evaluating innovations, systematized in Table 3.2. The criteria include both
traditional factors - economic, technological, organizational, as well as new elements related
to digitalization and the application of artificial intelligence in tourism activities.

Additionally, to avoid subjectivity, statistical methods for data processing and comparison,
including factor and regression analysis, are used in the analysis of the results. They provide
an opportunity to study the dependencies between various factors and their influence on the
implementation of innovations and the market positioning of tourist sites.

In this way, the requirements for reliability of information ensure that the conclusions and
recommendations made are justified, applicable and reflect the real state of the tourism sector
in Bulgaria in the context of innovation and marketing management.

Working hypotheses

Based on the theoretical review and preliminary observations on the activities of tourism
enterprises, the subject of the empirical study, the following working hypotheses are
formulated:

Hypothesis 1. The implementation of innovations in tourism enterprises has a significant
impact on the quality of services offered and on customer satisfaction. Innovative practices —
product, marketing and organizational — are expected to lead to higher evaluation by tourists
and increased loyalty.

Hypothesis 2. The use of artificial intelligence and smart technologies (Al chatbots, dynamic
pricing, personalized offers) creates competitive advantages for tourism businesses by
allowing them to adapt more quickly to changing consumer attitudes and market conditions.

Hypothesis 3. Tourism businesses that integrate sustainable practices and green technologies
are perceived more positively by customers, which increases their attractiveness and market
positioning. The implementation of environmental innovations has a direct impact on building
a positive image and trust among tourists.

91



Hypothesis 4. The level of digitalization and implemented technological innovations is
positively related to the competitiveness of tourist sites. The higher the degree of
implementation of digital solutions, the more sustainable the market development of the
respective enterprise.

Hypothesis 5. There is a relationship between the effectiveness of marketing management
and the successful implementation of innovations in tourism. Businesses that apply strategic
marketing approaches to introducing innovations achieve better results in attracting and
retaining customers.

Hypothesis 6. It is possible to create an integrated innovative tourism product based on
combining resources and practices from different tourist areas. Such a product would allow
for higher added value and expansion of market segments by combining SPA, cultural, wine,
business and marine tourism with innovative marketing solutions.

The formulated hypotheses will be verified through a questionnaire survey, interviews and
observation of specific sites included in the scope of the study. The impact of innovations on
the development of the tourism sector and on the market positioning of enterprises will be
assessed through quantitative and qualitative methods .

Research methodology

The methodology of empirical research is aimed at achieving the main goal and verifying the
formulated hypotheses. It brings together a complex of methods and techniques through
which data are collected, systematized and analyzed on the implementation of innovations in
tourism enterprises and their impact on marketing management and competitiveness.

First of all, the observation method was used , which allows for the registration of real
practices and manifestations of innovation in the selected tourist sites. Through systematic
monitoring of processes, the implementation of product, technological and marketing
innovations is tracked, as well as their impact on the customer experience.

Secondly, the survey method was applied , which covers two main groups of respondents:
tourists and representatives of the tourism business (managers, marketing specialists,
employees). The survey is structured to explore both the level of awareness and satisfaction of
customers with the implemented innovations, as well as the views of the business regarding
their effectiveness and applicability.

Thirdly, the interview method was used with key experts and managers from tourism
enterprises. The goal is to obtain in-depth information about the strategic intentions of
organizations, the obstacles to the implementation of innovations, and the expected results of
their implementation.
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Fourthly, the analysis includes secondary sources — official statistical data, specialized
literature, marketing reports and publications related to the development of tourism and
innovations in the sector. Comparing primary and secondary information guarantees a higher
degree of credibility and objectivity of the results.

Quantitative and qualitative methods , including factor and regression analysis, are applied
to process the collected data . They examine the relationships between the implementation of
innovations and the results achieved in tourism enterprises. Statistical processing allows for
the assessment of trends and patterns, while qualitative analysis enables the substantiation of
specific conclusions and recommendations.

The research methodology is built on the principle of complexity, i.e. it combines different
methods to provide a comprehensive and reliable picture of the processes. This creates an
opportunity to test the hypotheses formulated in the study and to formulate practically
applicable conclusions regarding the management of innovation in tourism.

The processing and analysis of the collected data are a key stage of the empirical research, as
it is through them that the formulated hypotheses are verified and substantiated conclusions
are drawn about the impact of innovations on the development of tourism enterprises. The
application of appropriate processing methods ensures a high degree of reliability, and the
variety of analytical techniques allows for a comprehensive assessment of processes.

First of all, the data from the survey were processed using descriptive statistics - calculating
proportions, frequencies, and averages. This allows the respondents’ answers to be
systematized and a generalized picture of the attitude towards the applied innovations in
tourism to be presented.

Secondly, to examine the relationships between different factors, factor analysis was applied
. It identifies groups of indicators that have a similar impact on the perception of innovations
by tourists and on the efficiency of enterprises. This allows us to identify the main areas in
which innovations have the greatest impact.

Thirdly, regression analysis was used to assess the relationship between the degree of
implementation of innovations and the achieved results - customer satisfaction, level of
loyalty, competitiveness and market positioning of tourism enterprises. Regression models
allow us to determine the strength and significance of these dependencies.

Fourth, comparative and logical analysis were used for qualitative assessment of the data
. They make a comparison between the different sites in the sample, examining how the
specific characteristics of each tourist region and enterprise influence the implementation of
innovations. This provides an opportunity to identify good practices and models that can be
implemented in other parts of the country.
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Additionally, a SWOT analysis of the studied objects was applied, which allows to identify
the strengths and weaknesses of the enterprises, as well as the opportunities and threats related
to the implementation of innovations.

The combination of quantitative and qualitative methods ensures completeness and objectivity
of the analysis. This creates conditions for reliable verification of the hypotheses formulated
in the study and for substantiating practical recommendations for the development of the
tourism sector through innovation and effective marketing management.

The survey is based on a pre-developed toolkit with criteria and indicators for evaluating
tourism innovations , including: digitalization of processes, artificial intelligence and smart
technologies, sustainability and environmental practices, service personalization, and others.

conducted between June and August 2025 , with surveys distributed in two ways:
« online via a platform (Google Forms),
« online on the platforms of the tourist sites included in the sample.

created survey contains 16 questions , structured according to criteria and indicators, and for
each of them, respondents give a rating on a five-point scale (from 1 - lowest, to 5 - highest)

Respondent profile - The survey covers 113 respondents , divided into two main groups -
tourists (end users of tourism services) and specialists in the tourism sector (representatives
of hotels, tour operators, tourist information centers, etc.).

In terms of age structure , the largest share of participants is in the 31-45 age group (41%o) ,
followed by the 18-30 age group (29%) , while respondents over 46 years old account for
30% of the sample. This structure ensures the representation of active tourism consumers and
professionals.

By gender , the sample is relatively balanced — 58% women and 42% men , which is
consistent with general demographic trends in tourism.

Regarding the educational level , the majority of respondents had higher education (62%) ,
followed by secondary education (33%) and a small share of participants with additional
professional qualifications (5%0) . This indicates a high level of awareness and analytical
ability when completing the survey.

By professional affiliation , about 54% of respondents are employed in the tourism sector
(hotels, restaurants, tour operators, marketing and advertising), while the remaining 46% are
tourists - end consumers who travel for leisure or business. This ratio provides an opportunity
for a comparison between the supply and demand perspectives.

The regional distribution includes participants from all tourist regions of Bulgaria, with the
largest share being from the South Central region (Plovdiv, Smolyan, Stara Zagora —
28%) , followed by the South Western (Sofia, Blagoevgrad — 25%) , the North Eastern
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(Varna, Dobrich — 22%) , the North Central (Veliko Tarnovo, Gabrovo — 15%) and the
South Eastern region (Burgas, Sliven — 10%) .

Regarding participation in tourism activities , 37% of respondents are owners or managers
of tourist sites, 19% are employees in the sector, and the remaining 44% are active tourists
with at least one trip in the last 12 months.

In this way, the information collected allows for a comparative analysis of the researched
criteria , as well as for formulating conclusions and recommendations for the application of
marketing management of innovations in tourism in Bulgaria.

Section 3.3 of the dissertation is dedicated to the analysis of the implementation of
innovations in tourist sites in Bulgaria and examines real examples that illustrate how the
concept of innovation-oriented marketing management finds practical application in a
national context. The analysis is based on selected representatives of different sub-sectors -
hospitality, SPA and balneology, cultural, eco- and wine tourism, and their selection is made
in such a way as to reflect the diversity of the Bulgarian tourism sector in terms of scale, type
of ownership and geographical location.

The study shows that the implementation of innovations in Bulgarian tourism is taking place
in several key areas - digitalization and automation through artificial intelligence and smart
technologies, personalization of services according to the individual preferences of tourists,
integration of cultural and natural resources through new marketing approaches and a focus
on sustainable development. These processes reflect the gradual shift from traditional
management models to strategically oriented and data-based management of tourism sites.

Examples such as InterContinental Sofia and Grand Hotel Millennium demonstrate the
introduction of smart technologies and automation in urban tourism, while St. Spas in
Velingrad and the Starosel and Chateau Kopsa wine complexes demonstrate the successful
integration of product and marketing innovations aimed at personalization and enhancing the
quality of the experience. Similar initiatives in the Albena resort confirm the trend towards
sustainable development through environmental solutions and energy efficiency.

The analysis emphasizes that marketing and technological innovations in tourist sites do not
operate in isolation, but form an interconnected system that encompasses the processes of
communication, service, management and building a destination image. The individual
examples prove that the successful implementation of innovations is only possible with
integrated management and cooperation between business, local authorities and tourism
organizations.

In conclusion, the reviewed practices confirm that the Bulgarian tourism sector is entering a
stage of conscious technological and marketing renewal, which is gradually changing the
standards of quality and competitiveness. The implementation of innovations in various sub-
sectors shows not only a desire for modernization, but also for building a sustainable
development model oriented towards customer experience and satisfaction. This provides a
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solid empirical basis for the subsequent analysis of the survey and for assessing the real
impact of innovation processes on the tourism market in Bulgaria.

Section 3.4 presents a synthesized analytical reading of an empirical study among 113
respondents — tourists and specialists — with the aim of assessing the perception and
significance of innovations in Bulgarian tourism. The sample is dominated by respondents of
active working and consumer age and with higher education, which predetermines high
technological sensitivity and a critical attitude towards the quality of services. The data
outlines a clear priority for smart technologies and artificial intelligence, personalization and
quality of service as the strongest drivers of competitiveness and satisfaction. Sustainable
practices and specialized infrastructure are also highly valued, although they lag behind the
main technological and customer determinants.

Respondents perceive the economic and financial environment, technological development
and public policies, including eco-standards, as mutually reinforcing prerequisites for
innovation. When these factors are in balance, they form a favorable environment for
modernization and digital transformation; a deficit in any of them creates barriers to the
implementation of innovations, especially in small and medium-sized enterprises. In parallel,
natural resources, cultural and historical heritage, and local social fabric are being established
as a strategic basis for innovative product solutions that can turn authenticity into a
competitive advantage through modern marketing and technological interpretations.

Infrastructural and superstructural provision emerge as a functional catalyst for innovation.
Transport connectivity, a strong digital presence, the availability of information and service
units, and integrated thematic routes are assessed as key conditions for the development of a
sustainable and diverse tourism offering. In operational terms, the highest added value is
attributed to the implementation of new or improved products and services, innovative
marketing approaches, as well as modernized organizational practices based on mobile
applications, VR/AR and Al. These elements improve the customer experience, optimize
management processes, and pave the way for more precise, data-driven marketing
management.

Human capital occupies a central place in innovation dynamics. The high level of professional
skills and competencies of the staff is associated with better service and more successful
integration of technologies, while personalization and innovative methods of audience
engagement are proving to be crucial for customer loyalty and long-term value. At the spatial
level, the modern and attractive design of the exterior and interior, combined with a functional
organization of the spaces, contributes to a strong first impression, higher comfort and
repeatability of demand, thus strengthening the image and market position of the properties.

In summary, the results confirm the integral nature of innovation: technological solutions,
product and marketing innovations, institutional support, infrastructure environment and
human competencies act as an interconnected system. When this system is well coordinated
and supported by data, it generates measurable competitiveness, higher satisfaction and
sustainable growth. These conclusions set clear management priorities: strengthening digital
and physical infrastructure, targeted investments in skills, institutional promotion of
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innovation and transforming authentic natural and cultural resources into the core of
personalized, sustainable and high-tech tourism offerings.

The empirical analysis of the open-ended questions complements the quantitative results by
revealing specific “pain points” and working solutions in Bulgarian tourism, as well as a clear
vision of the respondents for prioritizing innovations in the coming years. The dominant
critical message is about a lack of connectivity: reservation systems, CRM and channels of
destinations, hotels and transport operate in a fragmented manner, which hinders a smooth
consumer journey. Mobile applications are recognized as a key interface, but are often
assessed as limited in functionality; they are expected to evolve towards “all-in-one” solutions
with real-time navigation, digital tickets/passport and traffic information. There is also a
deficit in the quality of Al and automation — chatbots are perceived as useful, but still with a
low degree of personalization and understanding of context. Sustainability, multilingualism,
and cultural digital interpretations (VR/AR) are present as desired directions, but respondents
emphasize the need for more systematic and consistent implementation.

Along with the criticisms, the participants also point out a set of innovations that “work ” here
and now. Mobile booking and information platforms, digital tickets and QR access to
attractions and transport, as well as digital marketing on social networks, which is perceived
as effective for visibility and conversion, receive a convincingly positive assessment. In the
hospitality industry, self-check-in solutions and smart rooms are associated with faster service
and convenience, and eco-practices — with a better image and harmony with the values of
audiences sensitive to sustainability. There are also working examples in Al (functional
chatbots and automated processes), as well as in VR/AR in the cultural sector, although these
applications are still niche.

Expectations for the next five years crystallize around three cores: deep personalization
through Al, immersive VR/AR experiences as a differentiator, and systemic green
transformation of products and operations. Respondents want integrated mobile and platform
solutions that connect transportation, accommodation, and attractions into a seamless service,
supported by intelligent infrastructure and real-time navigation. Cultural and educational
technologies and contactless security (including biometrics) are emerging as complementary
vectors with high potential for trust and value.

The role of artificial intelligence is seen as systemic — beyond front-office automation to an
engine of personalization, dynamic pricing, predictive analytics, and operational optimization.
Al is expected to merge data from various sources to construct individual routes and offers,
manage workloads, and more precisely target marketing campaigns, including through
multilingual interfaces and automatic translation. In the cultural context, synergy is being
articulated between Al and VR/AR to create intelligent, contextual experiences.

In terms of marketing messages, those that promise a new and innovative experience,
supported by convincing pricing logic and guarantees of quality and comfort, are most
motivating. Sustainability is becoming a communication asset, especially among younger
audiences, and social proof through ratings and recommendations remains a critical trigger for
choice. Personalized offerings and an emphasis on authenticity and culture add emotional
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charge, while security and contactlessness provide pragmatic confidence in conditions of
uncertainty.

In summary, the “second part ” of the open questions outlines a clear management agenda:
from technological fragmentation to platform integration; from basic digitalization to
intelligent, data-driven personalization; from campaign sustainability to strategic green
transformation; and from generic messages to demonstrable value supported by social trust.
This framework translates consumer preferences into specific priorities for marketing and
operational restructuring of tourism enterprises and destinations in Bulgaria.

In the next section, a verification of the working hypotheses is carried out and a SWOT
analysis of the state of the innovative activity in tourism in Bulgaria . The empirical study
among 113 participants confirms the strong relationship between innovation activity and
market efficiency of tourism enterprises in Bulgaria. The quantitative results and qualitative
observations outline a stable relationship between the degree of digitalization, service quality
and customer satisfaction, while simultaneously revealing deficits in system integration,
strategic marketing management and institutional coordination. In this context, opportunities
for improving innovation policy at the sectoral and company level are formulated: from
technological fragmentation to platform connectivity; from basic digitalization to data-driven
personalization; from episodic green initiatives to systemic sustainable transformation; from
tactical campaigns to long-term brand and CRM management.

The verification of the working hypotheses shows a dominant empirical confirmation, with
varying degrees of maturity in the individual areas. The impact of innovations on quality and
satisfaction is clear: the average score of 4.3 on a five-point scale and the high share of
respondents recognizing a direct benefit, confirm that new products, digital interfaces and
personalized services materialize in a better customer experience. Smart technologies and
artificial intelligence are establishing themselves as a source of competitive advantage,
although still implemented to a limited extent; where they are applied, they lead to accelerated
service, greater relevance of offers and better control over revenues. Sustainable practices are
proving to be a reputational and behavioral incentive - objects with "green " standards achieve
higher loyalty and better online ratings, which moves the topic of environmental
responsibility from the periphery to the core of brand positioning. Digital maturity correlates
positively with key business metrics: online bookings, electronic payments, and mobile apps
are associated with higher occupancy and ratings, reaffirming the role of the technological
foundation as a condition for scalability and visibility.

Effective marketing management manifests itself as a necessary, but not always available,
catalyst for innovation. In larger and more structured organizations, strategic frameworks,
multi-channel communications, and active CRM support the rapid implementation and
diffusion of innovations; however, in small operators, the lack of planning and resources leads
to fragmentation and low returns. The conceptual possibility for integrated products
combining SPA, wine, cultural and eco elements meets with a high declared willingness for
cooperation, but scant practical implementation due to a deficit of interregional mechanisms,
common standards and targeted funding.
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On this basis, opportunities for improvement focus around four interconnected axes. First,
technology integration by connecting enterprise and destination-level reservation, CRM and
distribution systems to ensure a seamless ‘“customer journey” and real-time data
manageability. Second, an upgrade to Al-assisted personalization and dynamic pricing,
including the implementation of intelligent chatbots recommending routes and analytical
models for forecasting demand. Third, institutionalizing sustainability through clearly defined
goals, measurable indicators, and certification schemes integrated into brand communication.
Fourth, strengthening marketing capacity — from building long-term platforms and managing
content and communities, to systematic staff training and multilingual support.

In summary, the evidence base confirms that innovations in Bulgarian tourism bring
measurable benefits where they are linked to strategy, data, and institutional support. The path
forward lies through consolidating technological infrastructure, targeted development of
human capital, and making sustainability and personalization leading elements of the value
proposition — prerequisites for accelerated catch-up, higher international recognition, and
sustainable competitiveness.

Table 3. 3. Verification and summary of working hypotheses

No.

Working hypothesis

Empirical evidence/ observations

Confirmation level

The implementation  of
innovations  in  tourism
enterprises has a significant
impact on the quality of
services offered and
customer satisfaction.

72% of respondents confirm that
innovation improves the quality of
services and experience. The interviewed
managers also report an increase in
satisfaction after implementing new
technologies and services.

[J Verified

The use of artificial
intelligence  and  smart
technologies creates
competitive advantages for

tourism businesses.

About 38% of properties use chatbots,
online keys, and automated pricing. Most
respondents say these technologies
increase efficiency and brand image.

"1 Partially confirmed

The integration of
sustainable practices and
green technologies enhances
the image and market
positioning of tourist sites.

65% of guests and 58% of managers
surveyed associate  environmentally
friendly practices with a better image and
trust. Green Key certified properties
report a higher rate of repeat visits.

[1 Verified

The level of digitalization is
positively related to the
competitiveness of tourist
sites.

Properties with  online  reservation
systems and mobile apps have an average
of 14% higher occupancy and an 11%
better rating on online platforms.

[J Verified
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Effective marketing | 41% of respondents indicate that good | [1 Partially confirmed
management is related to | marketing management is a key factor in

the successful | introducing  new  services.  Small

implementation of | businesses are weak in strategic planning

innovations. and digital marketing.

It is possible to create an

67% of managers express interest in joint

"1 Partially confirmed

integrated innovative | products (SPA + cultural + wine
tourism product by | tourism), but there is a lack of
combining resources and | institutional coordination and funding for
practices from different | implementation.

regions.

Source: Author's systematization based on the results of the questionnaire and interview
study (2025)

Summary :
The table confirms that the main hypotheses related to the impact of innovations on the
quality, sustainability and competitiveness of tourism enterprises find empirical support.
However, some of the technological and integrated innovations are still in the process of
implementation, which indicates potential for development, but also the need for a more
structured innovation policy at the national and regional level. At the same time, the results
highlight the need for more systematic state support and better coordination between
businesses and institutions to accelerate technological transformation in the sector.

State of innovation activity in tourism in Bulgaria
Strengths:

e Growing use of digital tools — more tourist sites offer online reservations, QR-tickets,
mobile apps with information and navigation.

e Good support for educational and cultural innovations — interactive museum
exhibits, digital guides, virtual walks, and AR applications are gaining popularity,
especially in cities.

« Focus on sustainability — some hotels and resorts are introducing green policies:
energy efficiency, waste management and use of eco-certificates (e.g. Green Key).

e Growing interest in digital marketing — many destinations are using social media,
influencers, storytelling in advertising, and online campaigns to attract tourists.

Weaknesses: — Weaknesses
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Fragmented innovation policy — there is no centrally coordinated framework or
strategy to integrate digital, sustainable and marketing initiatives at the national or
regional level.

Limited access to financing and technology — especially for small and medium-sized
enterprises, which often lack the means or knowledge to implement new solutions (Al,
VR, CRM, personalization).

Insufficient transport and digital infrastructure in rural areas — sounds like an
obstacle to the widespread implementation of digital tourism products and itineraries.

Low digital literacy among staff — shortage of qualified personnel who can manage
and support technological innovations.

Possibilities:

Implementation of intelligent systems (Al, personalization, dynamic pricing) — to
individualize the tourism product, improve the experience and manage demand.

Development of integrated tourist packages — combining wine, spa, cultural and
natural attractions with digital support (apps, maps, navigation, real-time information).

Expanding sustainable and green practices — for example, incentives and
certification for sites that reduce waste, use renewable energy sources, or address
environmentally-charged topics (eco-trails, organic farms).

Increasing visibility through digital content and storytelling — using VR mini-
tours, animated posts, and stories from local culture to attract attention and empathy.

Threats:

Competition from Balkan and European destinations that are aggressively
implementing smart, sustainable and digitalized tourism products (e.g. Croatia,
Greece, Montenegro).

Economic and political instability , which limits investment in long-term innovative
solutions in the sector.

Risk of digital lag for some regions if tourist sites fail to maintain and train staff in
new technologies.

Climate and health crises , which can hinder the realization of investments and the
adoption of technological innovations for a long time.

Summary

The state of innovation activity in tourism in Bulgaria shows a gradual introduction of
technologies and sustainable practices - especially in larger cities and tourist centers.
However, the lack of a systematic approach, limited resources and significant regional

101



disparities remain key barriers. Success will come through coordinated policies, support for
sustainable and personalized solutions, and strong digital and marketing strategies.

, recommendations for improving innovation activity in tourism were considered and the
working hypotheses were confirmed.

The next section presents a summary analysis of the recommendations , which outlines a
comprehensive model for strategic improvement of innovation activity in Bulgarian tourism,
based on three interrelated dimensions — business, policy and science. The study clearly
confirms that the future competitiveness of tourism enterprises depends on the synergy
between human capital, digital transformation and sustainable practices. The main emphasis is
on the need to move to an integrated approach, in which innovations are viewed not only as
technological solutions, but as a systemic process, including organizational, marketing and
social dimensions.

At the tourism enterprise level, the recommendations focus on the three pillars of modern
innovation culture — people, technology and sustainability. Human capital is defined as a key
driver of innovation. Its development requires continuous training in digital skills, marketing
and customer service through new technologies, as well as building internal programs that
stimulate the generation of ideas "from the bottom up". The connection with universities and
training centers should be strengthened through the creation of new specializations oriented
towards smart tourism, innovation marketing and sustainable site management. This approach
ensures increased commitment, professionalism and added value in services.

Digitalization is emerging as a leading tool for efficiency and customer satisfaction. It is
recommended to introduce solutions based on artificial intelligence and CRM systems for
personalization of offers, automation of reservations and management of customer
relationships. The introduction of mobile and contactless services, dynamic pricing and
integrated travel packages with local partners will optimize revenues, increase the share of
direct bookings and enhance competitiveness. Thus, technology investments become a
strategic asset for brand management and customer loyalty.

Sustainable practices are indicated as the third key area. Tourism businesses should
implement energy-efficient technologies, introduce reuse and separate waste collection
programs, and actively communicate these efforts to customers. Environmental standards are
no longer just a moral responsibility, but a measurable factor for competitive advantage — they
reduce costs, improve image and meet the expectations of the modern tourist.

At the national policy level, the main priority is to create a coordinated framework for "smart
and sustainable tourism". This includes a strategic document with clearly defined priorities —
digitalization, human capital, sustainability — and annual measurement through specific
indicators (energy efficiency, share of digital reservations, satisfaction index). The need for a
national database with open statistics to facilitate scientific and business analyses is
emphasized. Support for small and medium-sized enterprises should be implemented through
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targeted grants and vouchers for digitalization, incentives for green technologies, and public-
private partnerships for building digital infrastructures and integrated platforms. In addition,
targeted investment in human capital is needed through short professional programs and the
creation of thematic routes that integrate cultural, wine, SPA and eco-tourism under a single
national brand. This achieves not only uniform territorial development, but also synergy
between local economies and the national tourist image.

The academic and research community has the role of an intellectual driver in this process.
Their task is to create common methodologies and indices for measuring innovation activity,
the degree of digitalization and sustainability. It is recommended to create a national
“Tourism Innovation Barometer ” — a periodic monitoring that would register the levels of
innovation and satisfaction and serve as a basis for strategic decisions. The introduction of
pilot projects and “living labs ” will allow testing of new technologies in a real environment
and accelerated transfer of knowledge between universities and business. This is how a new
generation of specialists oriented towards sustainable and high-tech solutions is being built.

The synergy between the three subsystems — business, politics and science — emerges as a key
prerequisite for sustainable growth. Business implements innovations and changes practices;
politics provides resources and regulatory stability; science creates knowledge, tools, and
personnel. Only through their interaction can a lasting improvement in the quality of tourist
services and the positioning of Bulgaria as a modern, digital and environmentally responsible
destination be achieved.

In conclusion, the opportunities for improving innovation activity in tourism come down to a
manageable interaction between technology, people and sustainability. An integrated
approach that combines marketing tools, product innovations, and measurable indicators
(KPIs) is the path to increased efficiency and traceability of results. The author's model of
innovation-oriented marketing management, built on these principles, transforms strategic
recommendations into an operational decision-making mechanism that guarantees feedback,
optimization and real added value for the Bulgarian tourism sector.

The author's model of innovation-oriented marketing management in tourism presents a
comprehensive system of interrelationships between the environment, management,
innovation and results.
It shows how marketing tools (pricing, product development, communications and
distribution) interact with innovative activities (product, process, marketing, organizational
and sustainable innovations) to create an effect on the competitiveness of tourism enterprises
and destinations.

The model includes four main blocks:

A. Environmental factors — market, consumers, technologies and institutional
conditions that shape the context of innovation.

B. Management decisions — strategic segmentation, positioning and selection of
marketing tools.
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C. Innovation processes — implementation of new products, services, technologies
and sustainable practices.

D. Key Performance Indicators (KPIs) — measurable indicators such as tourist
satisfaction and loyalty, share of direct bookings, average occupancy, return on
investment and resource efficiency.

The relationships between the blocks are cyclical: the environment influences management,
management activates innovation, and the results provide feedback for correction and
improvement.

In short, the model transforms the innovation strategy into a manageable process with
measurable results , which integrates marketing, technology and sustainability into a single
mechanism for developing competitive tourism.

CONCLUSION

In conclusion of the dissertation "Marketing Management in the Application of Innovations in
Tourism", a number of main conclusions can be formulated that reflect the achievements of
the study, its scientific and practical value, as well as the possibilities for future development
of the topic.

The study confirms that innovations are a key factor for the competitiveness and
sustainable development of tourism enterprises , but their successful implementation
depends crucially on the way they are managed through marketing mechanisms. Tourism is a
specific economic activity in which the product is built on the basis of experience, trust and
emotion, and this requires a deep understanding of consumer behavior. It is marketing that
provides this bridge between the innovation process and the market, transforming ideas into
realized values and sustainable competitive advantages.

The main theoretical thesis of the work is confirmed: marketing management is a strategic
tool for implementing and managing innovations , and not just a communication or
operational function. Through the integration of marketing and innovation, a new type of
organizational culture is formed - oriented towards change, knowledge and cooperation. In
this context, the dissertation develops the concept of "innovation-oriented marketing", in
which marketing acts as a catalyst for innovations, directing them, planning and evaluating
their effectiveness.

The research revealed that Bulgarian tourism enterprises are increasingly aware of the
importance of innovations , but the process of their implementation remains uneven and
inconsistent. Empirical data shows that marketing and digital innovations — related to online
advertising, mobile applications and social media — are most often introduced, while
organizational and product innovations are still developing more slowly. The main reasons for
this are related to limited resources, insufficient qualifications and lack of strategic thinking in
management. It is here that marketing management can fulfill its leading role by providing a
framework for planning, communication and market implementation of new ideas.
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From a theoretical perspective, the work expands the understanding of marketing as an
integrative management function that connects innovation with the goals of the enterprise
and its market strategy. This approach goes beyond traditional concepts of marketing mix and
emphasizes the strategic dimensions of management — leadership, organizational culture,
digital transformation and interaction with the external environment. In this sense, the
dissertation offers a new model of thinking, in which innovation is not viewed as an isolated
event, but as a continuous process, managed through marketing logic .

The scientific and applied results of the study are manifested in the development of a model
for innovation-oriented marketing management in tourism , which includes successive
stages: identification of market opportunities, generation of ideas, market testing,
implementation and subsequent evaluation. The model can be applied by both large and small
and medium-sized enterprises, offering practical tools for managing innovations in a real
business environment. Its applicability is confirmed by the empirical data collected within the
framework of the study, which show a positive relationship between the effectiveness of
marketing management and the level of innovation activity.

Among the most significant conclusions from the study, the following stand out:
First, marketing is the main driver of innovation in tourism, as it creates the conditions for
market orientation, communication and building brand identity. Second, innovation in tourism
cannot be sustainable without a strategic vision and a management culture based on
knowledge and coordination. Third, digitalization is becoming a determining factor for the
success of marketing innovation, changing the way tourism services are created, offered and
consumed.

Based on these results, the dissertation formulates practical recommendations aimed at
improving management practices in tourism enterprises. Among them, the need to improve
the qualification of personnel, stimulate the organizational culture of innovation, use digital
tools for marketing and build networks for cooperation between business, the state and the
scientific community stands out. The introduction of such policies would help create a more
flexible and competitive tourism environment.

From a methodological point of view, the work confirms the applicability of the systematic
and integrative approach in the analysis of tourism processes. The combination of
quantitative and qualitative methods allows for a more complete assessment of the real picture
and for deriving reliable generalizations. This approach can also be used in future research
related to innovations in other economic sectors.

A significant contribution of the study is the connection between theory and practice ,
which is achieved through empirical research. The results of the survey, interviews and
analysis of good practices provide concrete information about the state of innovation activity
in Bulgarian tourism and outline directions for its improvement. This combination of a
theoretical model and real data guarantees the reliability of the conclusions and emphasizes
the applied nature of the work.
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The dissertation also has an educational and social impact , as the developed concepts and
models can be used in university education and in the training of marketing and tourism
specialists. They provide practical tools for understanding and applying innovations in a real
environment and support the development of competencies necessary for the modern labor
market.

The study also opens up prospects for future scientific developments . It is possible to
upgrade the developed model by including factors such as artificial intelligence, automation
of marketing processes and sustainable technologies. Also, a more in-depth study of the
influence of social and cultural factors on the perception of innovations by tourists is
necessary. These directions open new horizons for the development of the theory and practice
of marketing management.

In summary, it can be concluded that the present dissertation represents a valuable scientific
contribution to the field of tourism management. It enriches the contemporary theory of
marketing by offering a new reading of its role in innovation processes and at the same time
providing practical guidelines for their effective implementation. The results of the study have
the potential to be used by both academic circles and business organizations and public
institutions that develop policies for tourism development in Bulgaria and in an international
context.

IV . REFERENCE ON THE CONTRIBUTIONS TO THE DISSERTATION

First contribution — The importance of innovation as a key factor for the development of the
tourism sector in Bulgaria has been proven. Through the analysis of the results of the study, it
was established that the introduction of new products and services, tailored to consumer
expectations, is a prerequisite for increasing the competitiveness of destinations and sites.

Second contribution — The main consumer attitudes and motivations for using innovative
tourism products have been identified. The collected data proved that the high level of
professionalism of the staff, personalization and digitalization are among the most highly
rated elements by tourists.

Third contribution — Criteria and indicators for evaluating innovations in tourism ,
applicable to future research and management practices, have been derived. They can serve as
a tool for objectively assessing the effectiveness of the introduction of new technologies,
marketing approaches and organizational solutions.

Fourth contribution — An empirical model has been built to study the impact of
innovations on tourism services , which includes a survey among real users, experts and
business representatives. The model can be adapted for other research in the field of tourism.

Fifth contribution — A SWOT analysis has been developed , which systematizes the
strengths and weaknesses of the tourism sector in Bulgaria from the perspective of innovation
activity. It identifies specific development opportunities (digitalization, sustainable practices,
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new market niches) and potential threats (insufficient funding, low digital literacy,
competition from foreign markets).

Sixth contribution — Technological and organizational recommendations have been
made to increase the effectiveness of innovation. Among them are the use of mobile
applications, virtual reality, artificial intelligence, as well as the creation of integrated
thematic routes and packages.

Seventh contribution — It has been proven that innovative marketing strategies (emotional
and sensory marketing, personalized messages, digital campaigns) play a significant role in
motivating tourists to choose new services and products.

Eighth contribution — Recommendations have been formulated for national and regional
tourism policy , aimed at more active support of innovation through public-private
partnerships, access to financing and staff training.

Ninth contribution - The need to create specialized units or organizations for managing
innovation in tourism has been identified , which would coordinate efforts between
business, the state and travel agencies.

Tenth contribution — A generalized technological and organizational prescription has
been developed for the introduction of integrated innovative products in tourism, which
combine new technologies, cultural and natural resources, and modern management practices.

Additional contributions

In addition to the tasks set in the introduction, as a result of the research conducted and the
analysis of the data, the following additional contributions can be noted:

8. Systematization of the theoretical basis — An in-depth review of existing concepts of
innovation in tourism has been conducted and their role in marketing management has
been outlined. This allows for a better understanding of contemporary trends and their
adaptation to Bulgarian conditions.

9. Methodological contribution — A toolkit (survey and interview) has been created to
study the impact of innovations in tourism. It can also be used in future research, as it
is applicable to different types of tourism sites and services.

10. Practical contribution — Specific recommendations have been developed for tourism
enterprises, aimed at increasing their competitiveness through innovative products,
services and marketing approaches.

11. Empirical contribution — Based on the 113 valid responses collected from the
survey, a comprehensive quantitative and qualitative analysis was conducted, which
provides a real picture of the state of innovation in tourism in Bulgaria.

12. Comparative contribution — A comparison is made between good practices from
international experience and the results of the study conducted in Bulgaria. In this
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way, differences and similarities are outlined that are valuable in the formulation of
national policies and strategies.

13. Graphical and informational contribution — Schemes, figures and diagrams have
been prepared to visualize the results of the study. They facilitate the interpretation of
the data and enable a clearer presentation to a wide range of specialists and
stakeholders.

14. Integration contribution — A model has been developed for linking innovation with
marketing management in tourism, which can serve as a basis for creating integrated
packages and complex solutions aimed at sustainable development.

Thus, the dissertation research proves that innovations are not an end in themselves, but a
strategic tool through which tourism in Bulgaria can achieve higher competitiveness,
sustainability and integration in the international tourism market .

V. PROSPECTS FOR RESEARCH DEVELOPMENT AND FUTURE
SCIENTIFIC APPLICATIONS

The study of marketing management and its role in the implementation of innovations in
tourism opens up broad opportunities for future scientific developments that can build on and
expand the achieved results. The dissertation lays a solid theoretical and methodological
foundation on which new research directions related to digitalization, sustainability and the
integration of new technologies in the tourism industry can be built.

First, it is particularly relevant to deepen the analysis of digital innovations in tourism
marketing. Future research should pay attention to the application of artificial intelligence,
automation of marketing campaigns and personalized user experience platforms. These
processes have the potential to fundamentally change the way in which communication
between tourism organizations and customers takes place, turning marketing into a self-
regulating and adaptive system.

A second possible direction is related to the management of sustainable innovations . In
contemporary tourism, there is increasing interest in the concept of “green marketing” and
social responsibility. Research in this area can focus on assessing the environmental impact of
innovations, on the development of new models for a circular economy in tourism, and on
consumer behavior towards sustainable tourism practices.

A third promising line of development is the expansion of the research into an
international context . A comparative analysis of innovation policies and marketing
strategies between Bulgaria and other European Union countries would allow for a deeper
understanding of the general patterns and specific features of national models. This approach
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could contribute to the creation of a European base of good practices and the development of
recommendations applicable to different types of tourism markets.

A particularly interesting direction is the study of tourist behavior in a digital environment
— how consumers perceive innovations, what factors influence their willingness to use new
technologies, and how their expectations of tourist services change. Combining behavioral
economic models with marketing approaches can lead to the development of predictive
demand forecasting systems based on Big Data analysis.

Another important perspective is related to the introduction of interdisciplinary research
between marketing, tourism and information technology. In this context, integrated innovation
management systems can be developed that use elements of artificial intelligence, blockchain
technologies and virtual reality (VR). These tools could revolutionize the way tourism
products are presented, sold and managed, turning them into intelligent and self-adjusting
systems.

Future research could also focus on assessing the economic efficiency of marketing
innovations by developing analytical models to measure the return on investment in digital
marketing, brand management, and customer satisfaction. This would allow the creation of a
system of indicators through which to measure the real impact of innovations on the financial
results and competitiveness of enterprises.

A promising topic is the role of human capital in the management of innovations in
tourism . Research in this area should focus on the relationship between leadership,
organizational culture and employee motivation when introducing new technologies. The
introduction of marketing innovations often requires a change in thinking and management
style, which places new demands on the education and professional training of personnel in
tourism.

The next logical step is to expand the empirical base by conducting larger-scale studies
covering different regions and types of tourism enterprises. This would allow statistical
models to be created to predict innovation activity based on factors such as market structure,
investment potential and digital readiness. This would allow for comparison of results at a
national and regional scale and would contribute to improving strategic tourism policies.

In the longer term, the potential for development of the topic is also related to the integration
of innovations in the strategic management of destinations . By applying the concept of
"smart tourism"”, ways of optimizing resources, improving communication between
institutions and building intelligent tourism ecosystems can be explored. This would broaden
the scope of the research and connect it to more global trends in the knowledge economy.

In conclusion, it can be said that the opportunities for further research are extremely broad
and multifaceted. They cover both the technological and the social and managerial dimensions
of innovations in tourism. The directions outlined in this work can serve as a starting point for
future scientific research that will further develop and refine the proposed models, adapting
them to the new challenges of the global economy. In this way, the dissertation work not only
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lays the foundations, but also opens horizons for the continuation of scientific research and for
the development of a new generation of researchers in the field of marketing and tourism.
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