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FOREWORD

Dear reader,
This small collection of conference papers offers 15 research works on tour-

ism phenomenon, written from the year 2005 up to now a day. They are dedicated 
to different aspects of Tourism development.

Tourism, without any dough, is a very important part of our human politi-
cal, economic, social and cultural life. Its world-wide level of development raises 
questions concerning sustainability, economic impact, nature and culture safeness, 
tourists and local people satisfaction of live.

I hope that my reflections and comments will give you a helpful way to gen-
erate your own new ideas and professional solutions in favor of sustainable Tour-
ism development.

Thank you 
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ASYMMETRIES AND POLICIES FOR DEVELOPMENT 
OF SUSTAINABLE TOURISM

Introduction

The scale of development of contemporary tourism has turned it into an irrev-
ocable characteristic of society and its existence. The metamorphosis of each indi-
vidual into a tourist is a factor for a tireless search for the new, unexpected, exciting, 
exotic outside the permanent residence, a factor for the unfolding and realization of 
the "self ", otherwise pressed by the problems of everyday life. To meet the needs of 
tourists, hundreds of thousands of people carry out a specific business that provokes 
socio-economic development. According to the 2019 World Travel and Tourism 
Council report (WTTC, 2019), tourism is the sector that created 10.4% of global 
GDP, with 47% of it being formed by just 5 countries – USA, China, Japan, Germany 
and Great Britain. Tourism generated 319 million jobs or 10% of all. It is a leading 
services export sector with a share of 6.5% of world exports and 27.2% of services 
exports, with the highest growth of these exports among developing countries. The 
share of expenses for vacation tourism is 78.5%, and for business travels - 21.5%. 
Domestic tourism accounted for 71.2% of the incurred expenses, and international 
tourism accounted for 28.8%. The role of tourism for the socio-economic develop-
ment of individual territories and countries makes it a factor supporting people's 
well-being, a means of getting to know them and a tolerant existence.

According to data from the World Tourism Organization (UNWTO 2020), 
the distribution of tourist visits by region is as follows: Europe – 51%; Asia and 
the Pacific - 25%; North and South America – 15%; Africa – 5% and the Middle 
East region – 4%. The regional distribution of tourism revenues is again with the 
highest share in Europe - 39%. Followed by: Asia and the Pacific - 30%; America 
(North and South) - 23%; Middle East region – 5% and Africa – 3%. Seven of the 
ten most visited destinations in the world are also the biggest tourism earners. The 
distribution of outbound tourist travels by region again reveals the leading role of 
Europe with a share of 48.1%, followed by Asia and the Pacific region – 26.1%; 
America (North and South) - 16.8%; Africa – 3.2%; Middle Eastern region – 3.0% 
and unspecified origin of tourists – 2.8%. Tourist travels within the borders of the 
same region have a 75.6% share, and those to another region - 21.6%. 

From the even a few but essential facts presented, it gets clear that tourism 
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is developing disproportionately, unevenly, in unbalanced way, i.e. asymmetrically. 
Asymmetry is a term for describing the absence or violation of symmetry, i.e. ab-
sence of equality and balance. In this regard, it is important to reveal the prereq-
uisites for the asymmetric development of tourism in order to answer the ques-
tions: can the application of sustainability principles contribute to the reduction of 
asymmetry and under what circumstances is it necessary; when asymmetry is an 
advantage and when – a disadvantage; what policies can mitigate possible negative 
manifestations of the asymmetric development of tourism.

The purpose of the present study is an attempt to answer the posed above 
questions with a view to achieving better results and effects of the development of 
tourism in the territory of destination Bulgaria. 

Methodologically, the study is based on statistical information reflecting fac-
tual parameters of tourism development, on theoretical and comparative analysis, as 
well as on theoretical synthesis. The limitations are within the set goal, the available 
information and the volume in which the stated problem should be investigated.

1. Prerequisites that generate asymmetries in the development of tourism

The type, specificity, originality, attractiveness and unevenness of the territo-
rial distribution of tourist resources generate spatial asymmetry in the development 
of tourism. It turns individual geographical spaces (places) into more or less desir-
able destinations for tourists to visit. Any territory, any place that has "touristicity" 
(castle, restaurant, casino, hotel complex, farm, natural phenomenon, city, water ba-
sin, mineral spring, mountain peak or valley, event, etc.) becomes an object of visit 
by tourists (Rakadzhiyska 2014, p.37). This enduring phenomenon can be defined 
as a tendency towards territorial dispersion, scattering of tourist destinations in all 
parts of the globe – from Iceland to Kamchatka and from the Arctic to Antarctica. 

According to Eurostat data on the regional distribution of tourist visits in 
2018 it is established that more than half were realized in Europe, of which a third 
in the countries of the European Union (EU-27). Among the 10 most visited world 
tourist destinations are France, Spain, Italy and Germany. The Canary Islands lead 
in the number of visits by foreign tourists and 88 million nights spent in tourist 
accommodation. Ile-de-France – the region of the French capital Paris – has the 
largest share of domestic tourists with 39 million overnight stays in tourist accom-
modations. For 1/10 of all 238 regions for which there is data, a high concentration 
is reported - 45% of all overnight stays. The coastal regions of the Mediterranean 
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are dominant: Canary Islands, Catalonia, Balearic Islands, Andalusia, Valencia - 
Spain; Veneto - Italy; Provence, Alps - Cote d'Azur - France; Croatia on the Adriatic 
coast. Of the non-sea areas, two are the most visited: that of Paris and the Rhône-
Alpes region. A significant number of overnight stays are also realized in the west-
ern mountainous parts of Austria, as well as in some areas of the capitals - Prague, 
Budapest, Vienna and Brussels. More than 3/5 of the realized overnight stays in the 
EU-27 are in maritime areas - 57.3%. 

The large share of overnight stays at sea are realized by foreign tourists - 
more than 4/5 of all realized in Malta, Greece, Cyprus, Croatia, Portugal, Spain and 
Bulgaria. Less than 2/5, about 38.4% of all overnight stays at sea were realized by 
domestic tourists of the EU-27. Foreign tourists are more likely to take a seaside 
holiday than domestic tourists. 

Regional statistics also offer interesting information based on territorial ty-
pology, according to the urbanization of the territories and the spatial distribution 
of the population. The information applies to large cities, small towns, suburbs and 
rural areas. 

The finding is made that a large part of the regions welcome the mass of tour-
ists in one season while others have tourist visits throughout the year. The intensity 
of tourism in the respective territory is measured by the relationship between the 
realized overnight stays and the size of the area's territory. An average number of 
656 overnight stays per square kilometer was found. The high concentration of 
"tourism" is usually where the environment is most favorable: capitals and their 
districts, megacities, coasts and especially islands. On the contrary, tourism is de-
veloping relatively weakly in many eastern and northern regions of the EU-27 as 
well as in the innermost parts of France and Spain.

The differences in the motivations for undertaking a tourist travel, as well as 
the motivations for the development of tourism in a specific territory determine the 
motivational asymmetry for the development of tourism. 

For the individual, the attractiveness of a destination is determined not only 
by personal attitudes towards natural, cultural-historical, eventful, etc. attractions, 
but also in terms of incentives or restrictions from an economic, political, social and 
environmental aspect (for example: access conditions - obtaining a visa; exchange 
rate - advantageous or not; prices of tourist services, but also of goods, subject to 
shopping etc.). The tourist is always looking for better experiences, faster services, 
variety of possibilities for choice, social responsibility and greater enjoyment of the 
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experience (Ian Yeoman, 2010, p.10). In the same publication, the author notes that 
the extraction of "cultural glory" is one of the strong motives for tourists to choose 
a certain destination. Being able to talk about the destination and the experience as 
cultural capital in conversations like "Have you been to South Africa..." or "I swam 
with dolphins in New Zealand..." gives a special status to their identity. For the 
same reason, today many "low-cost" tourists visit the Louvre Museum in Paris, the 
British Museum in London or Venice to take a "selfie" with the "Mona Lisa", the 
Rhodes Stone or the pigeons in St. Mark's Square and "upload" them in social net-
works. The fashion trend of adhering to an environmentally friendly way of life, for 
example, has a significant impact on the way tourists behave and eat by reorienting 
them to destinations and types and forms of tourism that meet their new require-
ments. For local communities, the motivation to expand or retain the development 
of tourism in the respective territory is related to the interests and needs of the vari-
ous population groups. It includes resource, management, market, cultural, product 
and any other aspects, usually in a state of competition or partnership (park-reserve 
or housing development; tourist attraction or supermarket; casino or school, en-
gagement in high-tech production or tourist service, etc.). 

The spatial separation between future tourists on the one hand and territori-
ally immobile, immaterial, tourist products (services) on the other, requires that 
the relationship between them be carried out mainly on the basis of information 
provided by tourist enterprises to their potential customers scattered throughout the 
territory of the earth. The larger, continuous, clear, complete, comprehensible and 
easily accessible this information is, the more likely it will be positively received 
by potential tourists and they will prefer the services to which it refers. The large-
scale development of information technologies allows an avalanche growth of all 
kinds of information that people can use to make informed choices about the type 
of tourist travel and destination. Despite these virtually unlimited possibilities, only 
the sellers of travel services have complete and accurate information about what 
they offer. Information asymmetry occurs. The analyzes of scientists J. Akerlof, M. 
Spence and J. Stiglitz on the manifestation of markets with asymmetric information 
are the reason why the authors received the Nobel Prize for Economics in 2001.

Information asymmetry is associated with studying the circumstances of 
decision-making in actions (transactions), when one party has more information 
or better information than the other. Inequality in information about the quality, 
quantity, price of goods and services subject to transactions may give rise to an 
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unreasonable underestimation or overestimation of certain conditions for conclud-
ing transactions and thus expand or reduce certain sales, including to the refusal 
of transactions. Entire niche markets can be discredited on this basis. With strong 
price competition, for example, sales of a quality tourism product (nights in a lux-
ury hotel) may drop dramatically due to the refusal of its traditional customers to 
buy, doubting the real quality of the product.

Information asymmetry is of particular importance for the development of 
tourism given the fact that tourist services and goods do not have tangible form. In 
reality, the tourist market sells information-promise about the goods and services, 
the effects of which the tourist will receive traveling and staying in the chosen des-
tination in the future. Reducing information asymmetry in tourism would generate 
more sales for a particular tourism business. For this reason, direct marketing (es-
pecially digital), advertising, public relations, sponsorship and other forms of inte-
grated marketing communications play an extremely important role in its develop-
ment. If, however, the information is misleading, it is possible to generate a series 
of refusals on the part of dissatisfied tourists and to form a new variant of market 
asymmetry - reorientation of tourists towards the purchase of services from com-
peting tourist enterprises. The ever-increasing share of buyers of tourist services, 
who, by sharing their experiences on social networks, "make" corrections to official 
information from sellers, forms a new type of information asymmetry, where the 
source of information from the "first person" is the customer with user experience, 
or at least one is demonstrated so that the information confirms or rejects the one 
coming from a particular seller of tourist services.

The expected positive economic effects of tourism development are usually a 
prerequisite for uncontrolled exploitation of tourist resources. The prevailing neo-
liberal economic model directs powerful economic structures to invest in the crea-
tion of tourist infrastructure and superstructure in tourist destinations, as well as to 
provide tourists for their effective exploitation in cases where local communities in 
attractive destinations do not have the necessary capital for this purpose (the interest 
is particularly high to island destinations that are not private estates). With the same 
economic interest, expecting profits and profitability, local communities strive to 
make the most of the attractiveness of the tourism resources at their disposal. As a 
result, the phenomenon of "over-tourism" is observed - the attracted tourist flow sig-
nificantly exceeds the carrying capacity of tourist resources and attractions, they lose 
their attractive power due to the deterioration of the quality of the services offered, 
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accordingly the price level falls, with a parallel increase in maintenance costs and 
storage of exploited resources. Conditions are created for the emergence of econom-
ic asymmetry with a negative effect - the withdrawal of solvent market segments and 
their replacement with other less solvent ones, the economic efficiency of tourism 
deteriorates. Another aspect of economic asymmetry occurs when actions to pre-
serve unique tourism resources limit the possibility of tourist visits when there is sig-
nificant interest in them. Conditions for competitive behavior between customers are 
created, the prices of services rise, the prices of attractive tourist infrastructure and 
superstructure also rise (often these are buildings and facilities inhabited and used 
by local residents) to the extent that the locals cannot afford their maintenance. Local 
residents are forced to leave their usual native habitat. The development of tourism 
also causes higher inflation. The investments made, the offer of specific services, 
the "tourist rent" for the uniqueness of the resources, the payment of skilled labor, 
increase the prices in the destination and cause a higher growth of inflation than that 
in non-tourist areas. The local population is forced to pay extra for their purchases 
while suffering a deterioration in the quality of service as establishments catering to 
tourists displace those catering to the local population. (Rakadzhiyska 2017, p. 11). 
Economic asymmetry has a beneficial effect when demand exceeds supply at a high 
price level with constant interest in the respective destination, but also when apply-
ing regulations to maintain high quality of the offered tourist product. It is clear that 
asymmetric development is objectively and subjectively conditioned.

The possibility for individuals to take a tourist travel according to available 
income and free time; the demand for climatic comfort according to the type of 
tourism (sun, warm sea, mountain coolness or snow for winter sports) as well as the 
nature of tourist resources (nature, cultural-historical heritage, events, etc.) gener-
ate temporal asymmetry, i.e. seasonality in tourism development. Sea holidays in 
the Northern Hemisphere are heavily concentrated in the summer season, while 
those in the Southern Hemisphere in the winter season. Favorable weather for busi-
ness travels, visiting of mass events as well as health tourism is created by climatic 
conditions in spring and autumn. Although efforts are being made through various 
incentives for tourists from the tourism supply side to mitigate time asymmetry, 
the results are limited due to the counteraction of objective factors such as employ-
ment, income fluctuations, fashion trends, change in the attractiveness of tourism 
resources, etc.

The variety of prerequisites that determine tourism as a phenomenon, their 
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strength, scale and duration of action, turn to a large extent asymmetry into its ir-
revocable characteristic, its attribute. 

2. Asymmetry and sustainable development of tourism

In a philosophical aspect, asymmetry can be defined as the potential to gener-
ate dynamics that form differences, inequalities. Sustainable development, on the 
other hand, is perceived as a state of conformity, symmetry, balance, harmony. The 
Commission of the European Communities in the created document "Agenda for 
sustainable and competitive European tourism" indicates 12 principles for the sus-
tainable development of tourism: local prosperity, physical integrity, biological di-
versity, economic viability, quality of employment, social equality, satisfaction of 
visitors, local control, social welfare, efficient use of resources, cultural wealth, pre-
served nature and a clean environment. Applying these principles should reduce dis-
crepancies, i.e. the asymmetry between incurring significant costs to create a tourist 
product and selling it for low price; favoring tourists at the expense of local commu-
nity income; harming tourists due to the provision of low-quality services; limiting 
the right of individuals to be tourists as a result of drastic border and visa restrictions, 
etc. Or, the more strictly the principles of sustainable development are applied, the 
less asymmetry will be manifested in its varieties. Their non-compliance creates 
certain prerequisites for strengthening the asymmetric development of tourism.

In the economic-market aspect, the dialectical unity between sustainable and 
asymmetric development of tourism should be perceived as the preservation, pro-
tection and maintenance of the stimulating circumstances that determine the vol-
ume and structure of sales, price levels, market positions of participants in transac-
tions, the stability of market and business relations, the economic advantages for 
all while preserving the differences characteristic of particular types and forms of 
tourism, with a view to maintaining the interest of tourists in them.

In a managerial aspect, the asymmetry and sustainability of tourism devel-
opment should be sought in the content of the strategies and policies developed 
and implemented by the various management entities, as well as in the normative 
parameters for their implementation. According to N. Yankov (2006, p.103) "some 
asymmetric states are achieved on purpose, and others are the result of making in-
correct decisions under the influence of various subjective and objective factors." 
Allowing disproportions between demand and supply, between resource provi-
sion and preservation of the tourism wealth of the destination, between welfare of 
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the community receiving tourists and their comfort and security, between tourism 
and general infrastructure, etc. would deepen the asymmetry in the development 
of tourism, including to the emergence of conflicts and discrimination of tourism. 
The understanding of the dialectical unity between asymmetry and sustainability 
in the development of tourism by the management entities and by all involved in 
the provision of tourism services would save unnecessary confrontation about the 
importance and advantages of different types of tourism, about the significance of 
one or another tourist destination, about the scale of solvency of tourists, about the 
benefits and negatives of tourism development.

In a socio-cultural and motivational aspect, the dialectic between asymmetry 
and sustainability must be linked to specific effects on the value systems of local 
communities and tourists; effect of imitation, adoption of new views and personal 
behavior, etc. They can be both positive and negative, respectively increasing tour-
ists' interest in the destination or "crossing it out" from future choices. For local 
communities, the changes can also be positive - an effort to enrich the community 
with the ways of behavior "brought in" by tourists or negative - neglecting local 
traditions, moral and cultural norms, etc.

The basis for reducing or overcoming the problem areas in the asymmetric 
development of tourism is the real perception and application of the concept of 
sustainable development with its principles. Without clarifying in detail the many 
definitions, including discussion positions on the essence of the concept, here, from 
the standpoint of the author's goal, we will present it through the definition of the 
Federation of Nature and National Parks of Europe, which states: "All forms of 
tourism development, management and actions that maintain the natural, social and 
economic integration and well-being of natural, built and cultural resources over 
time." (Cited by Lindon, 1997, p.268). The involvement of different communities, 
especially local ones, in the implementation of sustainable development of tourism 
should mean that the balance of costs and benefits (income, effects, etc.) in different 
types of actions should be tied with respect for the benefits and losses of different 
individuals and groups, good intentions should be turned into good practices, to 
know that there are limits to the development of tourism in the short and medium 
term. The search for balance would mean the search for symmetry of equilibrium in 
the development of tourism in a specific territory, according to its tourism potential.
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3. Policies to accommodate or mitigate asymmetries in tourism development

The considered prerequisites for the asymmetric development of tourism as 
its attribute often give rise to problems of a different nature and hierarchy regard-
ing the use of specific territories for tourism; the degree of territorial and temporal 
concentration of tourists and their servicing; discrepancies between incurred costs, 
expected and obtained results; deregulation of local business; "trivialization" of the 
offered tourist products, etc. On the other hand, asymmetry based on the proper 
exploitation of unique resources automatically forms a large-scale and lasting inter-
est in a specific destination, makes it desirable, easily recognizable by tourists and 
competitive. With adequate actions to preserve uniqueness, the effects of tourism 
development are equally significant for all participating parties. 

To reduce, if possible, eliminate the negative consequences of the asymmet-
ric development of tourism, policies are needed, which can be grouped into three 
main directions: policies to preserve the attractive power of tourist resources; poli-
cies to attract and retain a tourist flow, according to the identity of the destination 
and policies to increase the quality of management decisions regarding the develop-
ment of tourism (possible approaches, the role of education in creating professional 
skills and tourist culture, care for personnel). 

Policies to preserve the attractive power of tourist resources imply commit-
ments to assess the "depletion of the attractive power" of tourist resources through 
monitoring and control based on systems of standards and norms for regulating their 
exploitation, developing measures for their renewal and expansion opportunities if 
available. Actions can be taken to reorient from one type of resource to another, for 
example from natural to anthropogenic or vice versa; to change the type of tourist 
superstructure (from hotels to guesthouses), etc. Policies for diversification in the 
exploitation of tourist resources also provide new opportunities for diversifying the 
product portfolio of the destination. Applying the integrated approach allows each 
specific business to offer something different, and all together to create the complex 
(total) tourism product of the destination.

Policies to attract and retain a tourist flow, according to the identity of the 
destination, are mainly associated with the implementation of adequate marketing. 
Attracting and retaining tourists in a specific destination is increasingly difficult. 
The quoted author, Ian Yeoman (2010, p.7-9) notes that "tourists cannot be labeled 
according to their expectations and intentions – what they say and what they do are 
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two entirely different things. To segment the future tourist is extremely difficult." 
At the same time, he brings out several important characteristics of the future tour-
ist (i.e. the present one, in view of the year of the predictions made – a.n.) such as: 
"always looking for something new; demonstrates personal freedom - strongly ex-
presses his identity regardless of the differences surrounding him; finds information 
not from authoritative sources, but from social networks; exotic destinations for 
him are the norm for authenticity and connection with local culture; demonstrates a 
culture of impatience - the time of patience is "one click", i.e. nano seconds; under-
takes several tourist travels a year; looks for functional products with outstanding 
value, looks for promotions; he is an individual tour operator; always associates 
tourism with fun, relaxation, entertainment, personal enrichment and experiences."

From the point of view of the necessary binding of the behavioral charac-
teristics of tourists with the creation of adequate tourist products and obtaining the 
expected results of the development of tourism, the role of marketing for the correct 
positioning of each destination is significantly increasing. At its core, positioning 
as both process and outcome is a battle for the perceptions of customers who be-
lieve what they want to believe and like what they want to like. In the "smartphone 
era", digital marketing is becoming more and more important. According to Vilma 
Corcoran, a Cape Town-based marketing executive, social media is the "campfire" 
around which stories are told from the moment of booking until long after the trip 
has ended." Digital marketing involves implementing policies to achieve a high 
degree of personalization of the relationship (communication) with potential and 
actual tourists. Modern technical and technological methods greatly facilitate the 
implementation of such policies (multi-channel, continuous supply of information), 
including by reducing costs. Simplifying the communication process from the point 
of view of the costs of technical implementation and dissemination of messages 
is a prerequisite for more funds, even with limited budgets, to be allocated to the 
creation of impressive content, tailored to the known attitudes and expectations of 
potential tourists. The result should be providing the necessary content for poten-
tial and actual tourists, as well as forming an emotional connection between "said 
and shown". It is important to follow the approaches of competitors, (for example: 
"Let's meet in Paris", a slogan of a French tourist site or "Create your memories" - 
a TV advertisement of a destination Turkey) but not to copy them, but to look for 
an original solution. M.K. Moase (2021, p.92) notes that... "In modern advertising 
messages, history is particularly important. And the emotion, of course, but it's even 
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stronger when it's backed up by a story that you can relate to."
The policies for the implementation of large-scale, justified marketing ac-

tions, concentrated around getting to know and attracting tourists suitable for the 
identity of the destination; to provide an opportunity for small and medium-sized 
businesses, with an extremely large share in the field of tourism, to use marketing 
information that they do not have the competences and financial means to obtain on 
their own; the provision of useful and substantiated information about competitors 
is without alternative.

Policies to increase the quality of management decisions regarding tourism 
development (possible approaches, role of education in creating professional skills 
and tourism culture, personnel care). 

Tourism cannot be thought of and acted schematically, the dynamics of its de-
velopment require flexibility, quick thinking and combinativity. Creative thinking 
and action create innovations in tourism activities, regenerate the tourism product, 
create an attractive atmosphere in the destination and strengthen its image.

The competence of the subjective factor becomes the first by importance 
prerequisite for the formation of the tourist identity of the destination and its rec-
ognition and selection by the tourists corresponding to this identity. The use of 
new technological solutions contributes effectively to transparency, prioritization 
of measures and future scenarios important for the responsible management of tour-
ism and its impacts. Changing ways of traveling and staying, the growing person-
alized experience of tourists, new online business models and the role of entre-
preneurs in creating quality tourism products require partnership policies between 
all interested entities. According to N. Yankov (2006, p.107-108) "balancing as 
an activity is difficult in a chaotically developing world, chaos both in economic 
systems and in their general environment." He believes that with the application of 
dyads as a means of revealing economic asymmetries, representing “entities seen 
as a pair of opposites treated as one: the combined power of two sides. The purpose 
of a dyad is to establish what is and what should be the relationship, the configura-
tion (symmetric or asymmetric), the relationship, the norm between two parties (for 
example, between "yes" and "no") when a management decision has to be made. 
According to the author, "dyads represent qualitative balances, with which not only 
proportions between available resources and their distribution for future periods are 
established, but interests, actions, processes are combined... zones of equilibrium 
with "from-to" boundaries are outlined." The application of dyads in the field of 
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tourism requires the implementation of policies to integrate the interests of all in-
terested parties, although their interests are not unidirectional.

Policies in the field of obtaining professional competences and skills by peo-
ple involved in the field of tourism for different types of activity must ensure equal-
ly high-quality education and qualifications, regardless of the level and duration of 
training. They must ensure the relevance and applicability of the knowledge and 
skills taught. Equal attention should be given to the learning process and to educa-
tion and competence as outcomes of the learning process.

Policies for the formation of a tourist culture by creating a positive attitude 
of the local population towards the natural features and cultural-historical heritage, 
a lasting interest in the held special events, a benevolent attitude and readiness to 
provide assistance to the tourists visiting the destination are also a prerequisite for 
sustainable development of tourism. With the mass sharing of emotions, experi-
ences and evaluations on social networks, very quickly intriguing information can 
become a factor causing a desire to visit and undertake a tourist travel.

A special priority for reducing asymmetries in the development of tourism and 
supporting its sustainability should be policies for engaging and retaining competent 
professionals in the tourism business. The large-scale development of tourism in the 
world generates a shortage of qualified personnel. In the labor market, every highly 
qualified specialist looks for the best conditions for realization and engages to work 
where they are offered to him. The phenomenon of "theft" of personnel is observed. 
Policies related to personnel must ensure appropriate working conditions, adequate 
pay, incentives for improvement, protection of legally defined rights, etc.

4. Assessment of the development of tourism in destination Bulgaria 

According to data from the Ministry of Tourism, in 2019 the country was 
visited by 9,311,681 tourists. By purpose of visit, they are distributed as follows: 
62.9% for vacation and rest; 18.9% for business; 6.7% visiting and 11.4% with 
other purposes. Of the leading 10 emitting markets for the destination, four are EU 
member states. In descending order, they are: Romania, Greece, Germany and Po-
land. The six leading emitting markets for the destination outside of the European 
Union, in descending order, are: Turkey, the Republic of North Macedonia (RNM), 
Ukraine, Great Britain, Russia and Serbia. Emitting markets from the European 
Union form a total of 60.8% of tourist visits. At the same time, significant dynamics 
of tourist travels to Bulgaria are observed. Growth of more than 10% was noted for 
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the markets of Great Britain, Austria, Hungary, Ireland, Croatia, Estonia, Cyprus 
and Portugal. Growth below 10% was recorded for Greece, France, the Netherlands 
and Belgium. A decrease of over 10% is noted for the markets Germany, Sweden, 
Lithuania, Finland, Slovenia, Luxembourg and Malta. A decrease of under 10% is 
registered for Romania, Poland, the Czech Republic, Italy, Spain, Slovakia, Den-
mark and Latvia.

Tourist travels of Bulgarian citizens abroad, a total of 7,006,585, are highly 
concentrated in Turkey and Greece - 3,082,693; Romania and Serbia - 1,069,029; 
Germany and RNM - 875 374; Italy and Austria - 477,122; Spain and Great Brit-
ain - 381,550. For the remaining 40 destinations for which data is registered, the 
number of tourist visits by Bulgarian citizens, which is 1,120,817, is distributed 
from 159,427 for France to 1,362 for Egypt. There is also a significant dynamic 
here. The largest growths are marked by the destinations Georgia - 530.7%; Bosnia 
and Herzegovina -106.2%; Montenegro - 56.2%; China - 37.9%; Japan - 36.3%; 
Albania - 34.5%; Croatia - 16.7%; Egypt-16.2%. The biggest drop was recorded 
for Belarus - 57.5%; Armenia -52.4%; Qatar - 42%; Moldova - 38.9%; Monaco - 
31.9%; UAE - 24.6% and Lithuania - 23.6%. The preponderance of tourist visits by 
foreign tourists by about one third compared to outgoing trips of Bulgarian citizens 
abroad characterizes Bulgaria as a tourist destination.

According to information from the NSI satellite accounts (2020), the final 
consumption of goods and services by foreign and Bulgarian tourists amounts to 
BGN 8,467.49 million, of which 70% of this sum in the amount of BGN 5,827.14 
million is for typical tourist services, and BGN 2,640.35 million BGN or 30% for 
other consumption. The amount for typical tourist services has the following struc-
ture: 39% or BGN 2153.79 million are from accommodation; 34% or BGN 2061.18 
million are from dining and entertainment establishments; 27% or BGN 1,612.17 
million were realized from other tourist services. The share of transport services in 
the item "other tourist services" is 47%.

The market share of destination Bulgaria in terms of tourist visits is 1.3%, and 
in terms of the volume of revenues from them – 0.7% (UNWTO, 2020). From the 
point of view of world tourism, these shares are negligibly small, but for the country 
its participation in the tourist market is of essential importance because of the poten-
tial it has to develop tourism and its importance for the national economy. That is why 
here we will look for an assessment of the country's opportunities to position itself 
competitively among all the destinations for which data is provided and analyzed. 
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5. Policies for sustainable development of tourism in destination Bulgaria

The information from Eurostat on the regional distribution of tourist travels 
and the overnight stays realized by tourists in Bulgaria, the data from the Ministry 
of Tourism, the World Tourism Organization and NSI on the volume and structure 
of international tourism and the volumes of final tourist consumption in the coun-
try can serve as guidelines for the emphasis in the implementation of policies to 
mitigate or overcome the existing asymmetries, with a view to ensuring sustainable 
development of tourism in the destination.

Policies to preserve the attractive strength of the country's tourism resources 
are of prime importance.

In Bulgaria, the balance between tourist resources, infra and superstructure 
is disturbed. The superstructure in many times exceeds the potential of the natural 
sea and mountain tourism resources, guaranteeing the development of the two most 
mainstream types of tourism - sea holiday and winter mountain tourism. The beach 
strip has a reduced capacity due to its construction and the way it is operated (con-
cession and rental), which turns it from an irreplaceable resource into a short-lived 
commodity, from which quick and high profits are expected. The processes of ex-
tensive development of mountain terrains through mass logging, poaching of flora 
and fauna, unregulated landfills, etc. leads to landslides, pollution of lakes, rivers 
and dams, extinction of biological species. The regulations regarding protected ar-
eas are not followed. Such unique tourist places as Arbanassi and Tryavna are being 
overbuilt, without respecting the general requirements for architectural layout in 
relation to traditional styles. The cultural-historical heritage is not managed with 
the "care of a good owner" and is not socialized for tourists (difficult access, lack 
of information and additional services, language barrier for foreign tourists). Ran-
dom restorations of ancient and medieval monuments are carried out in the name 
of tourism development. The great wealth of mineral waters is only partially uti-
lized in standardized, high-quality wellness and spa products. The policies for the 
protection of tourist resources, as well as for the regeneration of those exhausted 
from exploitation, must implement the existing prescriptions in a sufficient number 
of normative documents as well as in the many, different project developments in 
this area. They must guarantee monitoring of the state of the resources and a whole 
system of sanctions for the entities that do not comply with the established rules.

Policies to attract and retain tourist flow, according to the identity of the des-
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tination, should imply actions to significantly improve the practices related to the 
marketing of the destination. Marketing practice in the Bulgarian tourism sector is 
partial, episodic and incomplete. Since 2008, no annual, complex surveys on the 
behavior of tourists have been undertaken. The study carried out years ago "10 main 
markets for the destination Bulgaria" repeated familiar information, without par-
ticular operational value for distinguishing the potential of the different segments 
of tourists, to which the development of products from the tourist product portfolio 
of the destination as well as the communication policy should mainly be directed. 
From the positioning of the country in relation to the so-called "main" competitors, 
it is clear that it is much less competitive for all the mentioned types of tourism. 
From the point of view of the competitiveness of the destination in relation to the 
area, i.e. neighboring countries - competitors, its qualities stand out much better.

The policies for distinguishing the tourist identity of destination Bulgaria 
when forming the portfolio of its complex tourist product should preferably reflect 
its culture, especially the intangible cultural heritage based on all types and forms 
of folklore. A prerequisite for such an orientation is the mass revival of the popula-
tion's interest in folklore, as well as the growing popularity and interest in it abroad. 
Low scores for the destination on the sub-indexes "natural and cultural resources" 
and "cultural resources for tourism and business travel", while a high independent 
score on the sub-index "natural resources" indicates that the cultural identity of the 
destination is unknown.

Policies to increase the quality of management decisions regarding the devel-
opment of tourism (possible approaches, role of education in creating professional 
skills and tourism culture, care for personnel) should increase the role of the Min-
istry of Tourism and branch organizations for mobilizing small tourism businesses 
- tour operators, transporters, catering and entertainment establishments, tourist at-
tractions, accommodation with less than 10 beds. which are tens of thousands and 
as a hole provide a significant volume of tourist services and goods, but are weak 
economic and financial structures on their own. One of the areas of application of 
support policies, for example, can be assistance in creating specific original prod-
ucts based on various routes developed through the Ministry of Tourism on the ter-
ritory of the country by types of tourism. The electronic link with each route shows 
its scope and a description of the included objects. However, none of these routes 
represent a specific tourist product. The development of original tourist products 
based on the routes would form an extremely attractive product portfolio. 
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One of the main priorities of the Ministry of Tourism, as well as of the branch 
organizations, should be the policies guaranteeing continuous care for tourist per-
sonnel. The country has a very good, multi-level educational system for training pro-
fessionals for the needs of tourism. The problem is that trained personnel choose to 
work abroad or in other fields, and the country is committed to attracting personnel 
from abroad, in most cases with low or missing appropriate qualifications. The low 
pay, the short seasonal engagement, the working conditions create a dissonance be-
tween the obtained qualification and the professional realization. It is known that in 
tourism without good professionals, who with their skills ensure the comfort and ex-
periences of tourists, a quality tourist product cannot be created. Policies providing 
the necessary qualified specialists reduce asymmetries in terms of the complex costs 
incurred for the development of tourism and the final results of this development.

Instead of a conclusion

The facts, reflections, formulated assessments and comments in the present 
study reveal the multi-layered aspect of the asymmetric development of tourism. In 
certain cases it is favorable, in others - unfavorable. For some tourist destinations 
(for example, islands), the asymmetry is expressed in the monopoly of tourism due 
to the absence of other economic opportunities for development, regardless of the 
fact that the results and effects are low. For other tourist destinations, tourism rep-
resents a serious opportunity to diversify the economy and a source of significant 
profits (for example, the USA). The different combinations of objective and subjec-
tive prerequisites turn the asymmetry in the development of tourism into a source 
of positives or negatives for the destinations (in the studied case) or for the emitting 
markets (for which a separate study should be done). The possibilities for influenc-
ing the asymmetric development of tourism are entirely a choice of the subjective 
factor.

References

1.	Eurostat: "Tourism statistics at regional level", https://ec.europa.eu/index.
php 

2.	https://www.nsi.bg/content/1847/tourism 
3.	https://www.tourism.government.bg/bg/kategorii/statesticheski-danni 
4.	Ian Yeoman, "Fluid and Simple Identities" in Journal of Globalization 



25

Studies, Vol.1N2, November 2010, pp 6-28
5.	Les Lindon, "Tourism Marketing International", Thomson Press, 1997
6.	Ministry of Tourism: "Statistical data on international tourism",
7.	Moase M.K, "Silata na vizualnata metafora ili portret na prezhivyavaneto." 

v sp. BGlobal, br.3, 2021 
8.	National Institute of Statistics: "Satellite Accounts for Tourism",
9.	Rakadzhiyska Sv. "Trends in the Development of Tourist Destinations", v 

sp. "Infrastruktura i komunikatsii" № 9, UNSS, 2014, s.36-42 
10.	Rakadzhiyska Sv., "Ustoichiv turizam chrez segmentirane na pazara i di-

versifitsirne na turisticheskiya produkt" v Sb. "Turizam, inovatsii, strategii", "Flat", 
Burgas, 2017, s.9-26

11.	UNWTO, "International Tourism Highlights 2020/International Tourism 
Trends 2019", https://www.unwto.org 

12.	WEF, "The Travel & Tourism Competitiveness Report 2019", Davos, 
2019

13.	WTTC, "Economic Impact 2019", https://www.wttc.org 
14.	Yankov N. "Diadite – sredstvo za opredelyane na ikonomicheski asi-

metrii" v Sb. "Ikonomicheski asimetrii v obdinena Evropa", akad. izd. "Tsenov", 
Svishtov, 2006 



26

IDENTITY OF A TOURISM DESTINATION AND THE NEED  
OF LINKING IT TO THE PRINCIPLES OF SUSTAINABLE TOURISM 

DEVELOPMENT

"Look at things closer and you can see their real nature." 
Su Tung-Po, 1037-1101, a great Chinese poet.

Introduction

Mankind today lives in a complex geo context: significant climatic changes 
and natural disasters, economic, political, social and physical insecurity, conflicts 
of identities on ethno-cultural and religious grounds, substantial technological in-
novations in the life and relations of people. David Scowsill, the ex-president of 
WTTC, remarked in one of his speeches: "We have seen major geopolitical move-
ments — from the Arab Spring to the rise in populism; the rising number and chang-
ing nature of terrorist attacks, particularly in Western countries; the growing eco-
nomic power of China and India; the rise of the sharing economy; the move to 
mobile; and a wide awareness of and almost complete acceptance of the urgency 
with which we need to address climate change. Our world in 2017 is uncertain, 
vulnerable, and unpredictable. Despite this, Travel & Tourism (T&T) growth has 
remained at around 4% a year. Low-cost carriers, TripAdvisor, online hotel ag-
gregators, the sharing economy — these new business models and approaches have 
changed the landscape of Travel & Tourism forever. However, no large brand name 
has gone bankrupt, even with the competitive pressures and impacts of the global 
financial crisis. This ability to adapt to market forces, respond to consumer demand 
and adopt new technologies is what I believe ensures the future of the Travel & 
Tourism business."

The impact of world tourism on what is happening on the planet is becoming 
more and more tangible and on a greater scale. According to the World Tourism 
Organization (UNWTO) and the World Travel and Tourism Council (WTTC) for 
2017, tourism generates 1 in 10 jobs worldwide, or 118 454 000 million, represent-
ing 3.8% of the total employment, and it indirectly contributes to 313 221 million 
or 9.9% of total employment. It generates a direct effect of US $ 2,570 billion or 
3.2% of GDP, along with indirect and induced impacts, generating US $ 8,272.3 
billion of revenue equivalent to 10.4% of global GDP (all direct, indirect and in-
duced impacts included); it has an impact on the development of 25 regions and 
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185 countries. The money spent by foreign tourists to the amount of US $ 1,494.2 
billion represents 6.5% of all world exports and 30% of global exports of services. 
Capital investment amounts to US $ 882.4 billion or 4.5% of all investment. 

However, the real development of tourism shows that for many responsible, 
state institutions and business factors sustainable tourism is associated only with 
growth in the number of tourists, volume of sales, revenue volume, rate of profits. 

Tourism destinations are seen as "restaurants – if a word spreads they are 
good - crowds of visitors start invading them." The fact that high season is too short 
for the various types of tourism strengthens the desire to exploit tourism resources 
both extensively and intensively on the principle "as much as possible". Even the 
declining profitability of a tourism activity, due to strong price competition, is not a 
reason to limit the development of a tourism business. If, however, the price, as low 
as possible, generates tourist flow, the tourism business continues growing, drawing 
on new resources without much care for their protection. The unjustified expansion 
of a tourism business on this basis leads to the failure of the business itself, owing 
to the waste of potential of attractiveness of the host destination, so eventually tour-
ists "forget" about it.

In some of the destinations tourists take up the predominant share of the 
population in a particular territory, exceeding the number of locals by several times; 
transport infrastructure is over-exploited; the local service environment is changing 
in favor of souvenir shops, dining and entertainment establishments; the destina-
tion appearance starts changing as a result of the architectural decisions related to 
the construction of new hotels and other aspects of the tourism services super- and 
infra-structure. Thus, oversaturation with tourists on a particular populated territory 
causes the hostility of the local population towards tourists. Recently, the popula-
tion of Barcelona, Majorca, San Sebastien, and also of Hawaii, Cancun, Pattaya, 
Venice and other world destinations, have been protesting by raising slogans "Tour-
ists go home. It's not tourism - it's an invasion." Example: Venetians have been 
protesting against tourism, which, according to them, has had a devastating impact. 
The city's population, which welcomes 28 million tourists a year, has fallen from 
175,000 since the Second World War to 55,000 today. About 2,000 people move 
out of town each year. According to the protesters - Venice is bound to become a 
city with tourists only. They demand for a ban on cruise ships that gorge out 44,000 
tourists per day in just a few hours, even though these tourists are only 1.5 million, 
at an average age of 65, spending between 120 and 160 euros and bringing a profit 



28

of 250 million euros per year, generating 5000 jobs.
Comparative research reveals that residents in highly developed tourism ar-

eas are already assessing the importance of potential adverse impacts comparing 
them to the economic and socio-cultural benefits of tourism, in the following order: 
environment protection > economic > social > cultural benefits > cost > benefits. 

The aggravation of conflict situations between tourists and the local popula-
tion in most cases also reflects the demonstrated differences and inconsistencies in 
the social and economic status, culture and education, religion, political views and 
ethnicity of the different groups, the result being often measured in physical, moral 
or material damage.

The aim of this research is to present the way Lindström's "Manifesto of the 
Seven Pillars" can be used to link the tourism identity of every destination with the 
principles of sustainable tourism development.

1. Tourism Destination Identity

In order to be able to formulate a definition of the identity of a place/location/ 
destination, these concepts will be used as synonyms, we should first ask a few 
questions: why does a place become a destination to visit? Why are some places 
very popular to visit? Why can imitation of identity also be a major attraction for 
visitors?

There is a popular saying that tourism for modern life is what dreams are 
for reality - a compensatory phenomenon. Let's think of a few names: The Eiffel 
Tower, The Great Wall of China, La Sagrada Familia, Taj Mahal, Disney Land, Las 
Vegas, places that attract more than a dozen to hundreds of thousands of visitors 
every day. In the numerous charts of the most visited tourist places those constantly 
present are: the Island of Bali, London, Paris, Rome, New York City, Barcelona, 
Crete Island, Marrakech, St. Petersburg, Prague, Phuket, Rio de Janeiro, Istanbul, 
Dubai, Kathmandu, Bora Bora, Cusco (to name just a few of the 25 leading world 
destinations according to TripAdvisor, 2017). Some of these places, like the Eiffel 
Tower, have become iconic - no matter how many pictures, postcards or videos 
we've seen, there's nothing better than see them for ourselves. Then the comments 
are: "a real memorable experience", "every moment is worth it", "so good - we will 
be back", "an authentic experience" and so on. In his extraordinary work E. Weiner 
writes: "Some places are just like that. As we have seen so many pictures of them, 
we imagine we are immune from their magnetic charm, no matter how strong it 
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is. But when we see them live, they make our heart beat fast and we stand in awe. 
"Oh!" We can say when we can breathe again. "I had no idea."

Botti and Peypoch (2012) look at the tourist place/destination as "a terri-
torially separate, complex tourism product comprising an ensemble/combination 
of resources, services and commodities gravitating around attractions to meet the 
needs of a particular market segment". A destination, this is "the touristicity of the 
territory", the authors draw their conclusion. 

Touristicity of the territory is a concept used above as a synonym for tour-
ism attractiveness of the territory, a degree of utilization of a certain territory for 
tourism, a tourism function in a territory (Rakadzhiyska S.). An example of the for-
mation of touristicity of a territory can be illustrated with the conditions necessary 
for the development of mass sea-recreational tourism, as outlined by Marinov St., 
"a combination of unique natural resources - seawater, beaches, sun, exceptional 
landscapes, rich biodiversity: birds, fish, plankton, coral, etc.; large-scale technical 
infrastructure - roads, ports, water supply and sewage installations, water purifica-
tion plants; superstructure - hotels, campsites, restaurants; diversified and highly 
profitable tourism products - beach, entertainment and sports services, water sports 
and recreation services - cruises, boat trips, fishing, diving, etc."

When the outlined common factors gain specific characteristics, appearance 
and "image", the touristicity of the place/destination, in our opinion, becomes the 
tourism identity of this place/destination. 

So, in this way the general term "seaside tourism destination" for example, 
is materialized into Bali, the Caribbean or the Bahamas, Capri - Italy, Santorini - 
Greece, Cat Ba Bay - Vietnam, The French Riviera, Costa del Sol - Spain, Albena 
resort, Golden Sands resort, Sunny Beach resort, Duni resort - Bulgaria, etc. Simi-
lar are the conclusions drawn on identifying the cultural, historical, pilgrimage des-
tinations such as Florence, Paris, London, Edinburgh, St. Petersburg, Cordoba and 
Toledo, Lisbon and Alcobas, Lourdes, San Sebastian, Fatima, Mecca and Medina, 
Jerusalem, Chichen Iza, the Valley of the Kings and the Egyptian Pyramids, Budva 
and Kotor, Dubrovnik, Veliko Tarnovo and Nessebar as well as all others.

The tourist (individual) is the one who, consciously following the need and 
motivation to take a tourist trip, identifies his/her "own" destination. Depending on 
our own identity, the stability or volatility of the destination, an expressed desire 
for self-actualization or getting rid of some of the different aspects of our own self-
identity, each one of us chooses where to go, when to travel and what to do in the 
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chosen destination. To what degree the tourism identity of the place/destination is 
well-known and recognizable whether it is accepted or rejected by the identity of 
the person (the group or groups respectively) are the reasons to rank tourism places/
destinations by the degree of their attractiveness in ascending or descending order, 
according to tourists' assessment/reviews.

Today, people worldwide increasingly feel the need take a tourist trip because 
of the stressful and monotonous daily routine in their permanent residence, "fram-
ing" various manifestations of identity and often imposing unwanted "labels" on the 
person or group they have self-identified with. On the other hand, the limitations to 
the authentic features of the tourist identity of the places/destinations that tourists 
want to visit entail the need for imitation, resembling an already accepted, estab-
lished tourism identity. The scientific and technological progress and modern tech-
nological solutions allow this to happen. The most striking example, in our opinion, 
is the gambling and entertainment conglomerate in Las Vegas. No less impressive 
is the natural-cultural reserve on the island of Cozumel, Mexico, where you can 
admire all the cultural heritage of the Maya, presented with impressive, large- scale 
models of real artifacts, scattered throughout the country.

A basic factor for building and maintaining the tourism identity of each des-
tination is undoubtedly the physical environment - nature, infra and superstructure, 
with their respective specific characteristics. The uniqueness, diversity, and strength 
of attraction of natural resources, as it is proved in the preferences of tourists, will 
probably remain the leading motives for taking a tourist trip. "Green" tourism, per-
ceived not as a special-interest kind, but as the common characteristics of the future 
development of tourism in general, in its essential definition as environmentally 
friendly, will only be possible when strictly preserving nature. The conservation of 
nature will, in turn, place increasingly complex tasks for the tourism business, state 
institutions and society, because it is inextricably linked to the infrastructure and 
superstructure of the tourism destination. Combining nature, infra and superstruc-
ture will require new solutions for their peaceful co-existence. Moreover, the more 
varied the elements of the physical environment, the more attractive a definite place 
can be for tourists.

The other main "ingredients" of the tourism identity of each destination are 
its important variables: history and culture, lifestyle, traditions and beliefs, crea-
tive and innovative attitudes of the population. Cultural and historical monuments, 
special events such as festivals, ritual processions, performances, re-enactment of 
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significant historical events, local cuisine and beverages, local crafts, modern kinds 
of recreation and entertainment of the local population - celebrations, dancing par-
ties and so on attract more and more tourists. While scientific and technological 
progress leads to "smoothing out" the differences in infra and super-structure, the 
local historical and cultural image add unique value to the local tourism business. 

Being more knowledgeable than ever seeking novelty and uniqueness, tour-
ists are increasingly interested in authenticity of tourism supply. According to a 
study by Responsible Travel 2017, demand for authentic travel has increased by 
53%. The predominant choice options are: cruises to archipelagos; family holidays 
in options such as holidays in Slovakia, watching solar eclipses, meeting with mon-
keys in South Africa, meetings local families at the destination, living with Berber 
families in the Moroccan Sahara; swimming with dolphins in the Azores Sea; sleep-
ing in a "tree-top hotel" in Sweden; donkey mountain trekking of the Alps - France; 
cycling round Vietnam ; "BB" and encounter of Aborigines in Tasmania; Dinner at 
Dracula Castle - Romania; "3500 years back in time" - an archaeological tour in 
Greece; getting to know Tibetan Buddhism in Lhasa - Tibet; fishing and staying in 
an authentic fishing cabin in Norway etc.

2. Applying the Principles of Sustainable Development of Tourism

To apply the concept of sustainable tourism development in a market economy 
the World Tourism Organization recommended applying the following principles: 
inclusion of local people of all social groups in the development of tourism in the 
host territory as well as providing transparent and publicly available information of 
the ongoing process; establishing relations of collective responsibility in planning, 
decision making, problem solving, project implementation and evaluation; imple-
menting a systemic approach to integrated solutions to the social, economic and 
environmental problems of the whole system, not just some individual symptoms; 
applying environmental constraints limiting the development of tourism within ap-
propriate limits; ensuring equality before the law and justice, demanding respect for 
human rights, interaction and development of the global cooperative; implementing 
long-term, strategic planning with concern for the future and resolving problems 
and overcoming conflicts; adapting economic objectives to the social and natural 
environment to minimize negative impacts.

The Commission of the European Communities, in its 2007 Forum Commu-
nication in Brussels, named "Agenda for a Sustainable and Competitive European 
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Tourism", formulated 12 principles for the sustainable development of tourism: 
providing local prosperity; ensuring physical integrity of the territories; conserva-
tion of biodiversity; ensuring economic viability; guarantee employment quality 
of the workforce; ensuring social equality; satisfying the visitors demands; imple-
menting continuous monitoring locally; ensuring social welfare; efficient use of 
resources; preservation and development of cultural heritage; preserved nature and 
clean environment. 

A project between UNWTO and the European Commission provides for the 
socio-economic knowledge of the tourism sector, for stimulating understanding of 
the development of European tourism, for supporting economic growth through 
creating more jobs, proving the sector competitiveness in Europe. The project in-
cludes activities in four directions: expanding partnerships and the amount of tour-
ism statistics info; assessment of market trends; promoting cultural tourism through 
the Western Silk Road; promoting sustainable, responsible, accessible (for people 
with disabilities) and ethical tourism. It calls for taking responsibility, which is an 
outstanding feature of the low-conflict and balanced development of sustainable 
tourism, especially in terms of climate change.

3. Marketing to Help Link the Tourism Identity of a Destination  
to the Principles of Sustainable Development

Given the changes in demand and the principles of sustainable tourism, di-
versification of the tourism product is an option for attracting new markets and 
innovative ideas. Through the "creative thinking" process, it is possible to connect 
ordinary, familiar things in a new way. It is well known that unsatisfied needs and 
desires are a good source of business.

According to P. Kotler et al. "the experience associated with a product is nev-
er an isolated experience." From this point of view, diversification of the tourism 
product should be an aim to be fulfilled on the basis of joint creation, which is seen 
as co-operation between tourism services providers, consumers and intermediaries.

For B. Grancharova "marketing decisions in tourism should be based on con-
sumer perceptions and preferences. Driven by his/her motives and preferences and 
the distinctive features of the destination, the final choice of the potential tourist 
includes two vectors - unique features of the destination plus a package of benefits".

The process of diversification provides a solution to the type and variety of 
tourism products that are predominantly created on the basis of changing consumer 
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needs. M. Lindström believes that "when you identify an unfulfilled desire, you are 
very close to finding a gap that can be filled with a new product... There is an imbal-
ance or an exaggeration in every culture around the world - and that exaggeration 
hides desire."

In the new reality where consumers and digital technologies are leading fac-
tors, the correlation between the tourism identity of the destination and the sustain-
able development of tourism can be found in the so-called "Manifesto of the Seven 
Pillars: Collecting, Clues, Connecting, Correlation, Causation, Compensation, 
Concept" by M. Lindström. The Manifesto is used as a methodology for conducting 
interviews to collect information that identifies action when identifying separate 
target market segments and linking them to diversified tourism products.

The "collection" stage begins with the identification of landmarks - both at 
macro and micro levels – in order to remove the filter that does not allow reality 
to be seen. Get to know the views of local observers such as hairdressers, church 
workers or taxi drivers. They can say what really happens. In tourism - it is mainly 
the staff, in direct contact with tourists, who can present definite facts and behaviors 
relatively unbiased. To assess the reliability of information, social media can give 
us additional insight into the matter - media people are extroverts. The result of this 
stage is the formulation of a hypothesis.

The "clues" stage is to find details that can actually reveal a cultural context, 
emotional attitudes lifestyles. The third pillar "connecting" is the stage of analysis 
of the collected information to identify the similarities and/or inconsistencies in 
the collected data as well as the hypothesis formulated. The fourth stage - "correla-
tion" - implies relating the data found to the behavior of consumers (tourists). The 
"causation" stage should lead the researcher to the respondent's point of view - why 
things happen as registered, not otherwise.

It is appropriate to answer questions such as: if we were the respondents, 
what would we feel, what would we like? The answer may be difficult enough, es-
pecially when it comes to belonging to different cultures. A solution can be sought 
by consulting objective observers once again. The stage of "compensation" should 
highlight the desire that has not been fulfilled: the need to belong to a group, over-
come fear, be free, be in balance with yourself, etc. The last, seventh pillar - the 
"concept" must help derive the content of the new product in accordance with the 
respondents' identified needs/desires.

The "Lindström Manifesto-7" reveals an entirely marketing approach to the 
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formation and diversification of the tourism product. He opposes it to the "concep-
tual" decisions of the type "on the boss order" principle, "we need to do it", "com-
petitors do it" without taking into account tourists' desires/needs. 

Conclusions and Main Outcomes

The development of modern tourism with all its positive and negative ef-
fects determines the demand for theoretical arguments and practical solutions to 
help increase the former and overcoming the latter. The limited capacity of tourism 
resources, on the one hand, and the growing need of the world's population to be 
increasingly involved in tourism travel, on the other hand, demands actions at dif-
ferent levels of the various stakeholders in the tourism business in order to preserve 
resources while providing quality services to tourists. M. Lindström's "Model of 
the Seven Pillars" is a good, marketing-oriented strategy. It can link the principles 
of sustainable development to the specific tourism identity of every destination and 
ensure the provision of tourism products accordingly, for suitable market segments, 
while protecting all interests.
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SYMBOLISM AND COMMUNICATION FOR POSITIONING  
OF A TOURIST DESTINATION

"Everything we need, is to toss on the market
a strong image to be remembered."

Luciano Benetton

Introduction

The scale of global tourism development is increasingly making it a phe-
nomenon that is significant for the individual as well as for each tourist destination. 
The ease of undertaking a tourist trip, the growing desire to "see the world" and the 
ever-increasing number of tourist destinations have led to the emerging of a prob-
lem - how to better match the desires of tourists with attracting and retaining them 
in a particular tourist destination in a long-term perspective. It is the tourist (the 
individual) who, according to his/her perceived need and motivation to undertake 
a tourist trip, defines his/her destination. In this case, equally attractive can be the 
"unknown" (I do not know what awaits me, but I am curious) and the "known" (the 
familiar), the "pleasure and dread". The tourist is looking for an experience, not just 
a visit to a certain place. Attraction and retention of tourists depends exclusively 
on the proper "linking" of the tourist destination with prospective visitors. Since 
the tourist product cannot be actually presented to potential customers, this is done 
through the mediation of information about it. The role of marketing communica-
tion activities such as advertising, public relations, sales promotion, sponsorship, 
promotion, propaganda, branding (creation and communication with commercial 
brands) and direct marketing is to make any tourist product, company or destination 
recognizable and desirable to the end customers. The present study is an attempt 
to suggest that an understanding of the importance of symbols, identity and com-
munication combined together is necessary for the effective positioning of a tourist 
destination. The theoretical and methodological steps of the study are based on a 
synthesized discovery of the content side of the tetrad - symbols, identity, commu-
nication, positioning and a justification of the synchrony between them. The thesis 
is that their proper combination is a prerequisite for enhancing the attractiveness of 
any tourist destination.
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Symbols

According to the semioticians, a symbol is generally regarded as a sign that 
expresses something essential by means of a visual image contained in it. The term 
symbol is associated with several synonyms - "image", "allegory", "myth", etc. 
The simplicity of the image facilitates many times the possibilities of remember-
ing the message. In the era of information technologies, the role of symbols in the 
iconographic systems being developed, the system of emoticons, QR codes, etc. has 
grown enormously not only because of the synthesized transmission of essential 
information, but also because of the speed of access.

The symbolic essence of images of a particular reality is a cultural product 
and is based on stereotypes, inherited prejudices, permanently completed schemes 
towards something and/or someone that reflect and propagate community experi-
ence and practice. Thus, in addition to the written sign, image and sound, things 
also become a symbol. "Things and objects in human life, similar to words... are 
a bundle of relations encoded in the cultural conceptualization of technology and 
its existence in the plan of communication.... Today's culture is a culture of objects 
that serve humans, enhancing their quality of life… Over time, their symbolic value 
increases as the overall narrative of group identity lends further legitimacy to this 
process...". For any tourist destination, the souvenir item plays a leading role in this 
respect. The souvenir is only the result of the development of tourism, because it 
"expresses the tourist's (visitor's - a. n.) possibility to take something of the other 
culture with him, a "memory" that continues for some more time the experience 
of the tourist destination… Memorabilia are symbols of a certain culture, signs 
of a secondary symbolic valuation of artefacts or practices that are key to a cer-
tain culture; elements of an overall cognitive system. Ethnic souvenirs visualize 
cultural features that are significant to a community. For example, “kukeri”. They 
must "tell" some part of the culture. Therefore, it is necessary to reflect significant 
elements of its semiotic language, which makes them recognizable to the masses" 
(Yaneva, 2007, cited in Papuchiev). 

Identity

The search for identity (identification – a. n.) is a universal human phenom-
enon (Silgidjian, Georgieva, 1998, cited in Petrova). It is "a process found at the 
center of the individual himself and also at the center of his social culture", "a 
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subjective sense of reinforcing identity and continuity". Identity is created by the 
interaction between an individual and a social environment with the exclusive role 
of culture and history in the identity process" (Erikson, 1996, cited in Tsaneva). 
Identity in its variation is important for the formation of the individual as a mem-
ber of society, for his self-esteem, for his integration among other members of the 
group with which he would like to identify. According to Americus Reed II et al. 
(2012) "it is very important for a person to understand himself, his beliefs, his be-
havior. When he identifies himself, he puts a "label" on himself which is usually 
irreversible. This fact gives rise to a series of identity-based effects - the choice of 
product, of brand, of medium, of friends, of profession, of personal behavior". N. 
Papuchiev writes: "Today, when we can make a good facsimile of anything, origi-
nality increases its value. It is relatively easy to make a copy of the Mona Lisa so 
good that it is indistinguishable from the original, but only the original has an aura. 
That is why millions of people pay the price of a plane ticket to Paris to go to the 
Louvre. They are looking for the aura." 

The tourist identity of a destination can be defined as a set of expected and 
received unique, unrepeatable sensations, perceptions and experiences capable of 
responding to the motives of each individual, respectively a group, that gave rise 
to the choice of a particular tourist travel. Tourist identity is the combination of a 
specific physical environment "hardware" - nature, infrastructure, superstructure, 
possessions and a specific "software" environment - history (past events, myths, 
legends, etc.); culture (architecture, urban planning, monuments, museums, per-
forming arts, creative personalities, education, language, manners and customs, be-
liefs, etc.); population behavior (hospitality, lifestyle, individualism, collectivism, 
ethnocentricity, cosmopolitanism, etc.).

Each individual, according to his own identity, its stability or variability, an 
expressed desire to affirm or release some of the different aspects of his own self 
-determination, chooses where to go, when to undertake a travel and what to do in 
the chosen tourist destination. The symbiosis between the identity of the individual 
and the identity of the tourist destination is achieved through communication.

Communication

Communication is a process of communicating between people and their en-
vironment, of transmitting and receiving in different ways of heterogeneous infor-
mation (cognition, emotion, feeling), with the aim of orienting in the environment 
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and choosing adequate behavior to satisfy the ego of each particular individual or 
social group. Communication as information contact has a dualistic character. On 
the one hand, it contains the coded messages (information notifications) of the tour-
ist destination or individual tourist company to the customers, potential and real, and 
on the other hand, their decoding abilities and evaluations. Tourism is characterized 
by intercultural communication, perceived as a "symbolic exchange when groups 
of people from different cultures meet" (Gudykunst, 2003, cited by Nedelcheva 
2019) and also "a communication dimension of relationships between representa-
tives of different cultures" (Lusebrink, 2012, cited by Nedelcheva 2019). According 
to Chaldini "the information that the majority is convinced of, by itself convinces 
others. Usually when many people do something, it means it is right, it gets social 
approval. Since 95% of people are imitators and only 5% are initiators, people are 
more easily convinced by the actions of others than by any other evidence we can 
give. The message is clear: look at how many people have decided to... undertake 
or not to undertake something. This is certainly the right behavior. The principle of 
social endorsement is most persuasive when the actions of many people are used 
for confirmation. The more people an informational message touches, the more 
likely they are to respond with action according to the information they receive." 

Consciously or unconsciously, each individual (potential tourist) wants to 
consume goods and services that appeal to him, from sellers he can trust. His atti-
tude is formed on the basis of "seen and heard", i.e. on the basis of the information 
he receives, perceives or rejects. The information image created by the potential 
tourist - the image of the seller and his tourist goods and services, respectively the 
tourist destination, becomes the decisive factor for making a purchase or refus-
ing it." Lash writes that "the message" (the information notification) becomes the 
"paradigmatic tool of the information age." 

Each communication activity has its own specificity, according to the way it 
is carried out and the result that is obtained with its inherent informational charge. 
According to Maccabi, formulating the right message for the right consumers "re-
lies on the presentation of impressions, images and descriptions of experiences 
from acquired trials or expectations. It is important for marketing communications 
that the tourist product is "experimental" for potential tourists and too vulnerable 
to external influences. The style and content of the message, whether rational or 
emotional, and its design must be identified by each target market." According to 
Rolf White, each message must attract and hold attention; create and maintain rela-
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tionship; generate trust; be based on strong motives, including feelings; and provide 
"involvement" in action. 

In any communication, especially in advertising, the symbol is of great im-
portance because of its ability to instantly convey the information encoded in its 
message to the addressees.

The mismatch of the expectations of potential tourists with the images of 
the objects of the messages at cultural level leads to the creation of false percep-
tions and missing positioning of reality in their minds. Thus, the communication 
loses the opportunity to trigger the purchase of a specific tourist travel and actually 
"works" for competitors.

Positioning as synchrony between symbols, identity and communication

In the system of marketing tools, positioning a tourist destination is inher-
ently a process and an outcome, a struggle for the perceptions of customers who 
believe what they want to believe and like what they want to like. Successful posi-
tioning means that a "lasting retention in the minds of potential customers (consum-
ers) has been achieved; the position captured is simple, unambiguous and unique" 
(Rees Al, J. Trout, 2000), i.e. it has led to a match between the tourist destination 
and the potential tourist's identity. 

The limited scope of this study implies synthesizing of thoughts on the ap-
plication of the chosen tetrad for positioning a tourist destination to the brand, as a 
means of its visualization through symbols and images, as well as the messages that 
complement them. The marketing success of the brand is guaranteed by its own dis-
tinctiveness and uniqueness, which it uses to counter the competition; its relevance 
(to be appropriate to the characteristics of the tourist destination); its recognition by 
those for whom it is intended; and its familiarity with consumers through its infor-
mation content and design. The visualization of the meaning of the message (idea), 
the way it is done (rational, emotional, moral) and the style of presentation (graphic 
symbols, sounds, images) determine the perception of the brand by the addressees 
and their willingness or unwillingness to become consumers. The name of the desti-
nation as a brand element, especially when it is a national (state) brand, has a strong 
informational charge, since it has historically concentrated all the rich content of 
national identity in the purest and simplest way (Bulgaria, Greece, Italy, France, 
Russia, China, USA, Brazil, India, etc.). Many tourist destination brands directly 
contain the national flag or its colors as an element. When it comes to gastronomy 
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(foods and drinks) the brand is usually a combination between a name, an artistic 
representation of the product itself, as each is unique in itself, and a territorial affili-
ation (origin). On this principle, a gallery of visions of the gastronomic wealth of 
European countries has been created (www.tastingeurope.com).

For tourist destination Bulgaria there is a persistent problem of creating an 
attractive brand, mainly for foreign tourists. The reasons: the identification process 
is not based on the recognition between proposed and recognizable images and 
messages (the current practice shows a reliance on individual creative ideas with 
patriotic and/or power overtones without assessing what is the identification on the 
part of the addressees); the messages are unaddressed - the addressee cannot feel a 
personal invitation and what benefit he will receive for responding to the sent mes-
sages. The most frequently used slogan "discover and share" (what, with whom, 
why – a. n.) radiates more guidance than an invitation "come and sense", "come and 
feel", "have fun with us", "relieve the tension", "it is advantageous", etc.).

The symbols that can represent the identity of destination Bulgaria need to 
be tested by the target markets. Whether it is Thracian artefacts, martenitsas, em-
broideries, "muscals"(cruets – a. n.) with rose oil, household accessories, national 
cuisine and beverages, fine "golden" sand, sunflower fields or something else, it's 
up to them to determine. It is necessary to monitor the changes that are taking place 
in the attitude of these markets towards the country. Bulgarian folklore, and espe-
cially the horo dance, is particularly attractive these days because it can be danced 
by anyone. Perhaps a brand with the name of the country and a stylized spiral or 
circle of the horo dance (why not the popular "Paneurhythmy" circles) with the 
help of a modern design and an adequate slogan would broaden and increase the 
recognition of the country.

Conclusion

It is imperative to track how a given message is perceived in order to elimi-
nate its defects. In this respect, D. Ogilvy is extremely correct in his observations 
that "people do not go to the other side of the world to see sights they can find in 
their own country" and "if you want to persuade the Swiss to visit the US, don't ad-
vertise your winter resorts, and if you want to attract the French, don't bet on Ameri-
can cuisine." Particular precision is needed in choosing the appropriate channels for 
disseminating the visualized messages so that they easily, quickly and maximally 
ensure information contact with the target market. With today's heterogeneous con-
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tact channels, especially with the possibilities of digitalization and virtual reality, 
with a 10 to 20 second attention span of the addressees on specific information, the 
resulting positioning of a tourist destination is impossible without consideration of 
the examined tetrad.
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MARKETING IN FAVOUR OF CULTURAL TOURISM

"Reality has many dimensions, 
choose the one, that best fits you."

Eugène Ionesco

Introduction

The modern world tourism, whose development is motivated mainly by the 
search for variety in the form of a "REAL travel" featuring the following char-
acteristics: rewarding, enriching, adventuresome, learning/instructing, is likely to 
turn into a tool for inter-cultural cooperation, particularly in its thematic aspect as 
cultural tourism.

The World Tourism Organization (UNWTO) at the 99 Session of the Ex-
ecutive Council (Samarkand, Uzbekistan, 2014), held a debate about the establish-
ment of partnership models, which to ensure sustainable development of cultural 
tourism. Special emphasis in discussions was put on issues regarding supporting 
events, creative activities and contemporary cultural happenings for enriching the 
experiences of visitors. And all of this, related to the constantly growing demands 
of tourists for personal attitude, in order to achieve high quality individual experi-
ence. The opportunity to achieve good results in this regard is ensured by applying 
of the marketing approach, i.e. putting the customer at the center of business. This 
approach allows creating of preconditions for better alignment of the various ele-
ments of culture, inherited and developing on a certain territory, with the cultural 
needs of potential tourists in such a way, which will result in a set / portfolio of 
recognizable, impressive and attractive cultural tourism products.

In the present study, the author reveals an idea for creating of a portfolio of 
cultural tourism products, according to marketing principles. For this purpose, start-
ing basic positions are used, such as: Definitions of cultural tourism and cultural 
tourist; Marketing requirements of the approach, concerning targeted market seg-
ments as well as establishing of a portfolio of cultural tourism products. The expect-
ed outcome is a presentation of possible options for the development of a portfolio 
of diverse, attractive, market-oriented, cultural tourism products; Demonstration of 
some steps about the way of elaborating a cultural tourism products portfolio.

The research methodology used (theoretical and comparative analyses, syn-
theses and the method of intelligence evaluation) is based on special documentary 
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sources in the field of marketing and sociological research, belonging to several 
well-known authors and the author's research experience.

1. Definitions of cultural tourism and cultural tourist

With regards to cultural tourism, a variety of definitions exist. According to 
Richard (1996), cultural tourism is defined in a conceptual aspect as "movement of 
people to cultural events outside their habitual place of residence with the intention 
to obtain new information and experience, in order to satisfy their cultural needs." 
He defines cultural tourism also in a technical aspect as "all travels of people to 
cultural attractions such as museums, historical sites, artistic performances and fes-
tivals outside their traditional places of residence". From these definitions, how-
ever, important elements of culture which provoke tourist travels are absent, such 
as the way of life (lifestyle), religious and other traditions, participation in creative 
forums for painting, photography, crafts, dance, cooking, and the like. According to 
Hughes (2000) the inclusion of these cultural aspects of tourism presents cultural 
tourism in its broader aspect. In this context, Smith (2009) differentiates seven cat-
egories of cultural tourism:

Cultural-historical, with visits to fortresses, castles, palaces, provincial 
buildings, archaeological excavations and monuments, architectural, museum and 
religious centers;

Cultural tourism related to arts - visits of theatres, concerts, art galleries, 
festivals, carnivals, literary centers;

Creative cultural tourism - travel for participation in forums: photogra-
phy, painting, pottery, dance, cooking;

Urban cultural tourism - visits to historical populated places, restored in-
dustrial settlements, attractions related to the lifestyle and traditions of the popu-
lated place, special events, shopping and night life;

Rural cultural tourism – visits to villages, farms and agricultural attrac-
tions, environmental museums / presentation of animals and plants indigenous to 
the territory in their natural environment / national natural and / or anthropogenic 
parks, wine-cellars, etc.;

Cultural tourism related to the identity of nature and life such as travels 
in the desert, jungle, traditional crafts, cultural events, festivals;

Cultural tourism of the experiment - to acquire new experience by visiting 
theme parks, theme restaurants, malls, concerts of pop music, sports events, film 
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and television studios, etc.
The definition of the concept "cultural tourist" is also not unambiguous. It 

is possible for the holiday tourists to visit a specific destination also because of 
its cultural attractions, due to varying degrees of interest and motivation towards 
them. In this case, culture is not the leading, the primary motive for undertaking of a 
tourist travel and the concept of "cultural tourist" is perceived in its broader aspect. 
Individuals, for whom the main, the leading motive and interest are to thoroughly 
explore and experience the different aspects of culture in the chosen destination, are 
the "cultural tourists" in the narrow sense of the concept. Moreover, they choose the 
respective destination precisely because of its cultural specificity.

A study of the ATLAS Cultural Tourism Project (2007) reveals that the cul-
tural tourist in Europe is well educated, as more than 70% of these tourists are with 
higher education and higher professional status. Over 53% of these tourists are 
women, belonging to the younger age groups and around 30% are young people 
from among 20 and 29 years. According to the quoted study, the average expense 
of a cultural tourist including transport, accommodation and food is 600 Euros per 
travel, and for foreign cultural tourists it is about 800 Euros per travel.

Mintel (2010) found that 15-24 year-old young people are difficult to moti-
vate to implement cultural tourism, but that 33-35 year-olds are a good target group 
with high disposable income, travelling extensively and with "thirst for culture." 
Elderly people with sufficient disposable income are significantly more inclined to 
purchase cultural tourism products. The elderly population (50+) from the devel-
oped Western European economies are expected to have a positive impact on the 
development of cultural tourism, as they are prone to undertaking more urban, cul-
tural and religious travels (27%) than travels for fun (7.6%). The average expenses 
of cultural tourists exceed the average expenses of holiday tourists, mainly because 
of the additional payments for entry tickets in museums, galleries and other cultural 
objects, performances, happenings, fees for participation, and the like. Often the 
purchase of a cultural tourism product from a special (niche) tour operator is with a 
higher price than from another, non-special tour operator.

The displayed above theoretical positions for differentiating of the param-
eters of manifestation of cultural tourism, although not taking into account all nu-
ances from the points of view of the researchers in the matter, show one clear clue - 
everything related to the material and spiritual culture of humanity can be an object 
of cultural tourism.
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2. Marketing requirements and steps for establishing of a portfolio of cultural 
tourism products

Implementation of the marketing approach for creating of a cultural tourism 
product means "to establish the prerequisites, so that the product will take a clear, 
differentiating it from similar competitive products, position in the mind of target 
consumers." In order to achieve sufficiently detailed differentiation of the cultural 
tourism product, one needs to consistently implement the following seven steps: 
determining of market segments; differentiating of targeted market segments; clari-
fying of the expectations of the target potential consumers when making a purchas-
ing decision; creating of the product/s according to the expectations of consumers 
with the help of the relevant marketing mix; assessment of the perceived image of 
competitive products for the respective targeted market segment; creating of an im-
age of one's own cultural product/s, different than that of competing cultural prod-
ucts; presentation and provision of the cultural tourism product/s to the targeted 
market segments. 

The creation of the cultural tourism product incorporates numerous oppor-
tunities in terms of contents and structure, which determine its diversity. From a 
marketing perspective, this diversity is evaluated mainly from the standpoint of the 
"benefit for the consumer." For each company the product concept "benefit for the 
consumer" is "a collection of functional, effective and psychological components. 
In this way the visiting of a cathedral is associated with history, aesthetic enjoyment 
of the architecture and the atmosphere of calmness and spirituality; the visiting of 
museums - with new knowledge, nostalgia, purchase of souvenirs; the visiting of 
theatres and theatrical performances – with entertainment, atmosphere, personal 
status." 

According to the authors of NeToUr-TEMPUS project the objects of cultural 
tourism can be grouped into seven groups: museums and galleries; theatres, cir-
cuses, places for entertainment; monuments and historic buildings associated with 
important personalities and events; religious buildings and sites; cultural events 
(sports excluded); folklore, folk traditions and customs; gastronomy.

In terms of contents, the cultural tourism product can be determined as en-
dogenous, including just one of the already mentioned seven groups of cultural at-
tractions (e.g. museums and galleries or gastronomy), and heterogeneous, including 
various combinations of the mentioned groups of cultural attractions. The number 
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of cultural attractions, both in the endogenous and in the heterogeneous tourist 
product, can range between minimum and maximum, depending on factors such as 
availability of cultural attractions on the territory of the destination, travel duration 
and price.

The structure of the cultural tourism product can be formed by applying the 
approach of Ph. Kotler (1994) for differentiating of three levels: a core containing 
the main benefit for the consumer and a periphery of additional benefits, in more or 
less different combinations, forming the actual and complete, or the total product. 
Here the opportunities are many. If the above-mentioned groups of cultural objects 
and events are used, different cultural tourism products may be created, as indicated 
below:

Content and structure of a set of cultural tourism products 

A set of cultural tourism product combines: Core of the cultural product + 
Additional elements / benefits. Examples:

	y museums and galleries + religious buildings and sites + gastronomy;
	y cultural event / festival, + happening (theatrical and entertainment perfor-

mances) + historical buildings and sites; gastronomy + folklore + museums and 
historical monuments etc.

Each combination can have a name based on the main benefit or on the ben-
efit of the whole cultural tourism product ("Masterpieces of architecture and art"; 
"In the footsteps of medieval knights"; "Traditions and innovation in the kitchen"; 
"Marathon on the wine hills"; "Studio 3D", and the like). 

Meanwhile the diversity of the cultural tourism product/s could be made 
more profound also in a "vertical aspect", i.e. based on cultural layers - Antiquity, 
Middle Ages, Modern Times. On this basis, the content side of the constituent ele-
ments / objects of the cultural tourism product/s will radically change its image and 
cultural identity. For example: a tourist visit to get acquainted with contemporary 
art (visiting of the museums and galleries of contemporary art in Amsterdam and 
Paris) or a tourist travel for an introduction to antiquity (the archaeological muse-
ums in Athens, Rome and Naples). 

The diversity of the complete / total cultural tourism product can be achieved 
also by offering options on how many and what kind of attractions may the tourist 
select for himself and how to benefit from them. 

With regards to the possibility for selection, the cultural tourism product can 
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be formed on the principle of "all inclusive", or on the principle of "individual 
choice of options available".

Usage patterns can be defined as:
	− route cultural (roundabout) tourism, i.e. visiting cultural attractions suc-

cessively in several particular destinations; 
	− radial cultural tourism or settling of the tourist in a destination - centre 

and travel to the respective cultural attractions;
	− centric cultural tourism, i.e. making use of the cultural attractions in only 

one particular destination.
The reasoning above still leads to the conclusion that in order to comply with 

the requirements of the marketing approach and thus to form a competitive and at-
tractive portfolio of cultural tourism products, it is necessary to follow a common 
matrix with three components:

	− value / targeted / orientation / motivation of the targeted market segment 
in terms of cultural tourism;

	− expected benefit / effect from the contact with cultural objects and events;
	− available cultural resource in the tourist destination.

Specific combinations may be as many and as different as may be the dif-
ferentiated targeted market segments and the available cultural objects and events.

4. Demonstration of some steps about the way of elaborating a cultural 
tourism products portfolio

4.1. Via Pontica as a route, vertical, value oriented cultural tourism product

The remnants of Via Pontica (The Black Sea Road of Romans) are situated 
on the territories of three contemporary neighboring countries – Romania, Bulgaria 
and Turkey. This ancient road is given different characteristics by scientists - natu-
ral, geographical, historical, military, economic, social, cultural etc. Nowadays the 
areas around the ancient road, especially in Bulgaria, could be regarded as well 
-developed destinations designated for large scale sea side holiday tourism. Then 
the question that comes into mind is how and to what extent the cultural "traces" of 
different flourishing civilizations from the Paleolithic period to the present may turn 
Via Pontica into an attractive cultural destination for the modern tourist. 

The idea for differentiating Via Pontica (Bulgaria) as a cultural tourism des-
tination is based on the understanding of motion as a form of art or how the way of 
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moving changes the human behavior and nature. The whole tourism development 
as a mass movement of people reveals the way the individual overcomes time and 
space guided by certain motives, interests, emotions, while this individual at the 
same time tries to achieve different goals for himself: release of tension, physical 
recovery, checking up capabilities, ideas, beliefs, intellectual and emotional en-
richment, relating own successes or failures to those of similar people around the 
world, etc.

The cultural potential of Via Pontica (Bulgaria) stores artifacts of many cul-
tures: dating back from the time of the Paleolithic period 100 centuries B.C. within 
the region of the large island of Durankulak lake known as "The European Troy" 
and "The lake city"; the Neolithic culture (Varna – the golden treasure) - 50 cen-
turies B.C.; the temple of Mother Goddess Cybele from the beginning of the Hel-
lenistic age; megalithic temples in Strandja mountain (Begliktash), Roman baths 
and mosaics (Varna, Devnya); archaic rituals - fire dancing in the villages Bulgari, 
Kosti, Bradilovo and others in Strandja mountain; medieval fortresses (Kaliakra, 
Pliska, Preslav); medieval monuments of Christian architecture and iconography 
(Nessebar and others), the holy remains of John the Baptist (Sozopol) ; Aladja mon-
astery near Varna, the buried church "St. Dimitar" in village Braslyan, the church 
"Saints Cyril and Methodius" in village Kosti (Strandja mountain), tekkes and 
mosques (Тombul mosque) and many others. Within the Bulgarian aquatory of the 
Black Sea i.e. the bays Varvara, Ahtopol, Sinemoretz, Silistar, artifacts of nautical 
origin are discovered – a proof for developed Thracian civilization which practiced 
active shipping and shipbuilding, along with well- developed economic and trade 
relations long before the beginning of the Greek colonization process. The nautical 
cultures from the Southern Mediterranean region had made up their ways through 
the straits of Bosphorus and Dardanelles while on the other way the Vikings, sailing 
on the big European rivers – Vistula, Dnieper and Don had reached the Black Sea, 
the Mediterranean Sea and even the Caspian Sea region. Of a certain interest is the 
cultural connection between the crusade wars and battles and some of the created 
folk songs during the 16 the century from the local people of Via Pontica – nowa-
days in village Vranino (Balchik), village Kalnovo (Shumen), village Pchelnik and 
village Gorni Chiflik – Varna, town of Karnobat, village Voden (Elhovo). These 
songs are telling stories about the siege of the island of Malta from the army of 
Suleiman Magnificent the First in 1565. There is a song which tells about the very 
brave maiden Todorka (Мara, Yana) who left the church and the Divine Liturgy 
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during Easter and defeated the sultan's fleet.
The above stated examples which can hardly encompass the whole diversity 

and abundance of the secular cultural heritage of Via Pontica (Bulgaria) are well 
researched and described by scientists and easily accessible by tourists. Meanwhile 
in the settlements along the old Roman road plenty of cultural events are organized 
and performed, such as different musical, theatre, ballet, film festivals, concerts, 
open air events for sculptors, painters, musicians and artists mainly in the "core" 
towns as Balchik, Kavarna, Varna, Aheloy, Nessebar, Pomorie, Sozopol and others.

The opportunities to differentiate a cultural tourism destination on the terri-
tory of Bulgaria under the name Via Pontica could be related to the formation of 
several thematic groups of cultural tourism routes: 

	y a meeting territory of the nautical cultures of Greeks, Vikings, Venetians, 
Genoeses with the land cultures of Scythians, Thracians, Dacians, Goths, Bulgar-
ians, Slavs and Romans. This area is marked by cultural continuity but also by 
cultural identity and differentiation;

	y cultural influences from Constantinople during the Late Antiquity and Medi-
eval Ages especially in the construction of Christian churches on the Black sea side;

	y prehistoric dwellings, rock sanctuaries, antique towns, medieval fortresses;
	y specific folklore, crafts, rituals;
	y original museum collections; 
	y valuable achievements of contemporary arts;
	y attractive, cultural events. 

Via Pontica is an inseparable part from Europe. For that reason, the most 
adequate markets could be the European markets and particularly the internal mar-
ket of the member states of the European Union. According to data from Euro 
Barometer 17% of the citizens from the member countries of the European Union 
undertake targeted cultural tourism travels; 24% think that the attractiveness of the 
cultural – historic heritage determines their choice of a tourist destination (31% 
of them specify the environment and location and 15% - the types and character 
of entertainments); 56% organize their own tourist travel, around 19% look for a 
package price travel and 10% of that number buy it on line; 57% inform themselves 
from the social networks, and the rest prefer information channels which are inde-
pendent from the tourist business, whereas 31% believe in and rely on their own ex-
perience; 23% would travel out of the high season in order to save money; 33% are 
ready to pay "price for quality" compared to 16% which are ready to pay for "low 
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price"; 28% prefer to travel to a nontraditional destination, whereas 48% of them 
are stimulated to do this by the "specific features of local society". The emphasis 
on culture as the primary motivation for taking a tourist travel is ranked third after 
the relaxation (including wellness and spa) and beach activities. On fourth place is 
ranked visiting friends and relatives.

4.2. Myths and legends used for a centric, horizontal, spectacular, specialized 
culture tourism product.

Each tourist travel presupposes new knowledge. To every tourist leaving 
the habitual environment of the daily routine is inevitably related the necessity 
to perceive new information, establish various contacts, engage in communication 
and exhibit certain behavior. The more curious and eager to learn he/she is, the 
greater the number of challenges, ensuing from the way of life of the societies in 
which he/she is "immersed". To quote Geert Hofstede "... all human societies have 
some common basic problems, which have always existed and will continue to ex-
ist as long as the human race will exist. These are the issues of in/equality, group 
solidarity, socio-gender roles, the uncertain future and the satisfaction of needs. 
Throughout the ages different societies have developed their own solutions to these 
problems, which are passed on from generation to generation. To the people in the 
same society their own decision is natural, rational and morally correct, but in the 
different societies decisions are different in a way that is not always evident. This is 
the sphere of the main values, which constitute the core of the national culture and 
man rediscovers them only when he/she is in contact with another culture – just like 
the fish, which discovers water only after it has been caught ..." 

In his "Encyclopedic dictionary of foreign words”, G. Bakalov describes leg-
end as a "folk tradition about the life of some individual or about a certain event" 
and myth as a "story, legend, which conveys the beliefs of the ancient people re-
garding the origin of the world, the natural phenomena, Gods and heroes; a fiction, 
tale, untrustworthy story about certain events".

	 In "Dictionary of synonyms of Bulgarian literary language" legend is de-
fined as a "story in oral or written form with a fantastic fabulous character, in the 
foundation of which is based on a real event or historical personality". There are 
also explanations of the synonyms: tradition (story, usually oral, about some past 
event, which is passed from generation to generation, is modified and therefore 
not completely authentic); belief (story about real or unreal, non-existent things, in 
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which there is a fantastic, supernatural element); saga (literary word which signifies 
a tale of historical personalities and events from the very remote past, with partly 
authentic character).

In "Dictionary of foreign words in the Bulgarian language" legend is ex-
plained as a " kind of epic folk saga, which is based upon a real historic event, but 
one that is exaggerated and idealized, and sometimes also with a markedly fantastic 
character", while myth is represented as a "folk tradition about Gods, heroes, natu-
ral phenomena and historical events that have taken place in antiquity". Figura-
tively it is defined also as "fiction, tale, fable".

The presented definitions characterize myths and legends as multi-layer sto-
ries, which are abundant of unique characters such as fairies, dragons and vampires, 
fates and witches, giants and dwarfs, Gods and people with divine gifts, etc., who 
inhabit both the earth and the depths of the seas and the boundless cosmos. How-
ever, they reveal their nature in the context of the daily life of the people depending 
on the type and nature of their labor, the beliefs, fears, the interpersonal and com-
munity relationships, the moral ideals and the habitation.

The values woven in the myths and legends have their own worth even today 
because they are related to good and evil, and the battle between them; the human 
virtues and weaknesses; the true, respectively the unfaithful love; the status quo and 
the change; the ego and the community, etc.

"The ritual represents the myth (respectively the legend – author's note) in 
action, or the myth itself creates the ritual as an explanation". Relying mainly on a 
system of gestures, the ritual is a means for visualizing the myth or the legend and 
turns into a way of inverse communication between the images and the characters 
from the portrayed events. In the myth or legend "the Gods communicate with peo-
ple in the ritual – people communicate with Gods". 

In the construction of the contents, the characters and their actions of each 
myth or legend, there are usually distinguished "four levels: geographical, technical 
and economic, sociological and cosmological". 

The geographical framework locates the actions of the characters: valleys, 
mountains, rivers, seas, as well as the directions – east, west, north and south.

The technical and economic aspect reveals the very actions for supporting 
life, provision of food and security: ploughing, spinning, weaving, hunting, fishing, 
the acquisition of wealth and the like.

The sociological aspect presents above all the family and clan relations, the 



53

relations of domination and submission, of social limitation and freedom. 
The cosmological aspect of the myths and legends reveals the beliefs and 

fears of people, with which they interpret (as metaphors) the environment beyond 
their known territory as lower and upper land, the underworld, they "humanize" the 
sun and the moon as the indisputable rulers of the day and the night sky, but also as 
actively interfering - sometimes imperatively, and sometimes by way of compro-
mise - with all people's actions, etc.

Legends and myths, regardless: of their contents revealing either actual or 
fictitious, fantastic events and/or participants in them; of the way of creation as 
folklore (folk art) and/or personalized, author's work; of the method of distribution 
(orally or in writing as a story, tale, retold story and/or song and musical piece), 
contain the following intrinsic characteristics: "ideological and aesthetic world, 
tribal memory, cognitive and emotional apperceptions, a wealth of images, themes 
and ideas". Being a synthesized expression of human knowledge and behavior, 
myths and legends allow the provision of varied and abundant information in an 
exceptionally simple form – a tale, song, ritual. They turn into a tool "for familiari-
zation with the foreign culture, even if it is limited to its first step – the translation 
into a language of its own, which is to some extent also educational, assisting with 
the familiarization with one's own culture as well. Just as white stands out on the 
black ... Moreover, it lacks the uneasiness of the presence of a propaganda element, 
usually perceived unfavorably by tourists, since the information conveyed dates 
back thousands of years".

The information conveyed through legends and myths is at the same time 
sufficiently rich in meaning to call for analogies between one's own cultural tra-
dition and the foreign cultural tradition on the one hand, and the modern times 
on the other. Thus, it turns into a prerequisite for approval or disapproval of the 
specific present-day environment and human behavior in the place of residence of 
the tourist and the visited destination, followed by formation of relationships of 
understanding and partnership, or of rejection. In either case the information that 
has "impressed" the tourists is spread across time and space, a fact, which benefits 
directly the development of tourism.

The Balkan region is particularly rich in myths and legends. This wealth is 
due to the thousand-year-long, frequently inconstant fate of many tribes and differ-
ent peoples, who used to, and currently, live on this territory. Worldwide famous is 
the legend about Count Dracula. Some of the myths and legends are related both 
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to the creation of the world (The myth of the three falcons: the God Rod, Belobog 
and Chernobog) and to the mountains that are greater and more important to the 
people (the Pirin mountains, the Rila mountains, Mount Olympus, the Phodope 
mountains, Korab, Golo bardo, etc.); water basins, mineral springs and the healing 
properties of the water (the rivers Iskar, Mesta, Struma, Tundzha, Lake Okhrid, 
the spring and the lake of Kleptuza, "Izvorat na belonogata" (The Spring of the 
White-legged One), etc.); mythical personalities and heroes (Orfey (Orpheus), Kra-
li Marko, Branko yunak and many others); the selfless, infinite love (legend of the 
rose, legend of the Fossil Forest, the Dragon's sweetheart , the Dragon's wedding, 
etc.); unique events (legend of Tsar Samuil, legend of Ivan Rilski, etc.); legends of 
hidden treasures and untold riches (legend of the treasure of Lysimachus, legend 
of the treasure of Karafeiz, of that of Emperor Valens, etc.). Being well selected, 
in accordance with the specific territory, the way of life, traditions, style of living, 
beliefs, rituals of the native population, the Balkan myths and legends could be 
transformed into intriguing tourist attractions, creating additional opportunities for 
better awareness and neighborly inter-cultural communication of the peoples living 
today on the Balkan peninsula, as well as contribute to an easier understanding of 
life, traditions and morals of these nations by other people around the world.

Conclusion

In our view, the use of marketing principles allows to transform rich cultural 
resources from separate elements of a general tourist offer into a portfolio of special 
cultural tourism products, according to tourists' needs. 

 	 We believe, however, that each portfolio must be used more rationally, by 
pointing out the unique and different aspects in historical development, still making 
these differences and distinctions more comprehensible and acceptable for foreign-
ers through reinforcing the common, the trend, the tradition, the similarity.
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THE RIGHT MARKETING COMMUNICATIONS - A KEY TO EVERY 
CULTURAL TOURIST DESTINATION

"There is nearly always something impressive  
which others have not told. We must discover it.  

We must have a seeming advantage."
Claude C. Hopkins

Introduction

The scale of development of world tourism more and more firmly transforms 
it into a significant phenomenon, both for the particular individual as well as for 
each tourist destination. Easiness of undertaking a tourist travel and the growing 
desire "to see the world" increase continuously the number of tourists. The role of 
tourism in developing the economy of the regions and improving the lives of local 
communities increases the number, dispersion and competition between tourist des-
tinations. A problem arises - how to better attract tourists to a particular destination 
by fulfilling their wishes without, at the same time, mass visitations to harm the 
natural and anthropogenic resources as well as the common lifestyle of local com-
munities. For cultural tourism, solving this problem involves the physical preserva-
tion of the cultural and historical heritage, the preservation of the cultural identity 
of the intangible cultural heritage of the local communities, in the presence of the 
multicultural identity of the visitors. It is necessary to ensure compatibility between 
tourist culture of origin and the culture of origin of the destination. "Every tourist, 
even on a subconscious level, makes a comparative analysis of both the foreign and 
of their own culture." 

One of the possible solutions while promoting a cultural tourist destination 
is the efforts to be focused towards communication that in maximum degree will 
combine the mutual interests. This means providing preliminary and follow-up in-
formation sufficiently well revealing the inherent cultural identity of the tourist 
destination so as to attract tourists who, in accordance with their cultural identity, 
approve the information and choose to visit the destination. Positive results can be 
expected if proper marketing communications are applied.

The author's thesis in the present study is that proper marketing communica-
tions increase the effectiveness of communication efforts for attracting of tourists. 
The role of the information message is emphasized. A justification on the role of 
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culture in making a decision for travelling is proposed. For this purpose, an exam-
ple from the Bulgarian practice is analyzed. The main applied methods are theoreti-
cal analysis and synthesis.

1. Theoretical characteristics of marketing communications

Marketing Communications or Integrated Marketing Communications (IMC) 
as a marketing concept of the 90s of the ХХ century and a survival practice of the 
XXI century focus on what the client wants to know, rather than on what marketing 
specialists want to say. IMCs assume that customers base their decisions on their 
perceptions of the reality instead of the reality itself, and make their choice because 
of good impressions, enjoyable experiences and after conversations with other peo-
ple. According to Cialdini "the information in which the majority is convinced, by 
itself convinces the rest. Usually, when many people do something, it means that 
it is right, it gets social approval. Since 95% of people are imitators and only 5% 
are initiators, people are more easily persuaded by the actions of others than by any 
other proof we can present to them. The message is clear: see how many people 
have decided to undertake or not to undertake something. This is certainly the right 
behavior. The principle of social approval is most convincing when for confirma-
tion are used the actions of many people".

Each marketing communication activity has its own specificity, according to 
the manner in which it is carried out and the result that is obtained with its inherent 
information charge. Dyankov notes that today "the virtual information environment 
has a high potential of providing bulky sensory information to potential buyers of 
tourism products, to directly provide virtual tourist attractions, possibilities for the 
users to feel the destination of their upcoming real travel as well as to seamlessly 
share information", but the virtual reality cannot guarantee the truthfulness of the 
information and the real existence of its source. Nevertheless, the information in the 
virtual space is constantly increasing its importance due to its attractiveness, ease 
and speed of obtaining it as a result of the modern technologies. 

Marketing communications are a system element of the marketing mix. They 
consist of "different models of separate or combined usage of advertising, pub-
lic relations, stimulating of sales, sponsorship, promotion, propaganda, branding /
creation and communication of trademarks/ and direct marketing, with the purpose 
of making the marketing efforts on creating the tourist product, its specificity and 
merits, price and affordability understandable to potential buyers and consumers. 
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Marketing communication activities make every tourist product, company or des-
tination recognizable to end customers. Consciously or unconsciously, each client 
wants to consume goods and services which he/she likes, from vendors whom he/
she can trust. His/her attitude is formed on a "seen and heard" basis, i.e. on the ba-
sis of the information he/she receives, perceives or rejects. The information image 
created by the potential buyer - the image of the seller and his/her tourist goods and 
services, becomes a decisive factor in making a purchase or in rejecting it." Lead-
ing role for the choice itself plays the content of the information. Lash writes that 
“the message /information communication/ becomes the "paradigmatic means of 
the information age." 

Information contact is dualistic in character. On the one hand, it contains 
the encoded messages (information communication) of the tourist destination or a 
separate tourist company to the customers, potential and real, and on the other hand 
- their decoding capabilities and assessments. The more people an information mes-
sage manages to touch, the greater the likelihood that they react with action based 
on the information received.

In this respect, positioning is at the heart of every successful marketing com-
munication campaign because it is what you "do to reach the potential customer's 
mind, it is an organized system for finding of a window to the mind". 

According to McCabe formulating the right message for the right consumers 
"relies on presenting impressions, images and depictions about experiences. For 
marketing communications, it is important that the tourist product is "experimen-
tal" for potential tourists and too vulnerable to external influences. The style and 
content of the message, rational or emotional, and its design must be identified by 
each target market." 

According to Ralph White every message should attract and retain attention; 
create and maintain a relationship; generate trust; be based on strong motives in-
cluding feelings; provide "inclusion" in action.

Sugars gives several advices for a successful message. First of all, he implies 
the existence of a strategy that is bound up with a clear and meaningful reason to 
create a specific message. It is imperative to define the target markets. The message 
should educate, that is, to contain knowledge about its object and at the same time 
to narrate an interesting story, because Sugars believes that people love good sto-
ries. The message should contribute to satisfying a desire, to solve a problem of the 
potential consumer, to form a sense for a right choice.



59

2. Influence of culture on decision-making for travel 

Weiner believes that "Culture is the DNA of society. It translates the traditions 
from one generation to another almost invisibly to us. We behave in a certain way 
because of this invisible social DNA. Every knowledge comes from the experience, 
that is, only and solely through our perceptions. People realize the conditionality 
of their culture and open their minds to the possibility to exist other opportunities. 
Culture is an accessible for everyone information network, which often collapses, 
but without it we cannot maintain contact with each other or achieve something 
significant." 

In the book "Exploring Culture" the authors note that "... we all live in a 
"global village "... but our global village has many radically different neighbor-
hoods. Interpretation in international communication reveals five potential barriers: 
linguistic differences, non-verbal communication, stereotypes in communication 
with representatives of different cultures; the assessment of behavior from another 
culture as good or bad is done through judgments based on own cultural bias, a high 
level of stress that accompanies international interactions. Cultural differences do 
not necessarily follow national borders. Regional, ethnic, class differences are the 
reason for forming separate groups with many different subcultures. Each human 
group may have its own cultural attributes. If all nations claim that their way of 
doing things is the best, it will not make the world better. Messages which are sent 
across cultural boundaries can only be interpreted correctly if the recipient assesses 
the cultural context from which they were sent."

Carina Ren defines culture as a "unified and universal human project and 
property. Cultural diversity is…a well-ordered plurality of collective systems of 
values. They cannot be transcended or integrated. Cultural contact may result in 
serious conflicts because of a basic but essential lack of cultural compatibility."

In the updated "National strategy for development of sustainable tourism in 
Bulgaria, 2014-2030" it is pointed out that cultural tourism should be developed 
with "respect for the socio-cultural authenticity of receiving communities, preser-
vation of their cultural heritage and values, tolerance and contribution to overcom-
ing multicultural differences." 

In the Strategic plan for the development of cultural tourism in Bulgaria, 
2007-2009, the idea was developed that "culture ... allows the respective country 
to distinguish itself, to have its own identity and visibility, clear recognition on 
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behalf of the potential visitors and operators in the tourism sector. Culture plays a 
major role in the process of increasing the reputation of a country and directing of 
public opinion towards a fuller and more lasting understanding of the country and 
its values."

The cultural identification of the tourist destination is expressed through the 
acronym "LoCuS", which means Local Cultural System, i.e. an area that, by shar-
ing values, cultural resources, territory, infrastructure systems, is able to combine 
the various elements of a potential tourist offer meant for a particular market target 
group. LoCuS is a complex concept that unites the territory with its cultural re-
sources, the relevant subject and the target market segment.

The identification of LoCuS-es allows the determination of a potential offer 
valid for the targeted tourist market. The LoCuS presents the recognized benefits of 
the cultural destination on behalf of visitors. Cultural heritage is capable of creating 
greater value if and when it is characterized by its identity, accompanied by its own 
distinguishing elements.

Communication to consumers should reflect the choice of a key, leading topic 
for each LoCuS which will serve as a strategic framework for building of the infor-
mation message and its impact. 

3. Assessment of the advertising brochure "Bulgaria - Cultural Tourism",  
an element of the Bulgarian national communication policy for promotion  

of cultural tourism. 

In the "Annual program for National tourist advertising 2017" The Ministry 
of Tourism identifies several communication goals among which: "Increasing the 
recognizability of Bulgaria as a "close" and easily accessible tourist destination of-
fering a sense of security and reliability" as well as "Promotion of tourist regions in 
the country and their characteristic tourist products and the developed cultural-his-
torical routes". The activities of the "Print Advertising" section in the program are 
related to the printing of nine specialized advertising brochures: "Bulgarian Black 
Sea coast", "Winter Tourism", "Eco and Rural Tourism", "Sport", "Cultural Tour-
ism", "Religious Tourism", "Congress and Business Tourism", "SPA and Wellness 
Tourism", "Wine and Cuisine". The limited volume of this publication, and also 
the specifics of the other events such as participation in international exhibitions, 
events from the public relations system, etc. do not allow to analyze and evaluate 
all of them here. The analysis and evaluation are for the messages that are directed 
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to potential tourists with the brochure "Bulgaria - Cultural Tourism". 
The particularity of every brochure as an advertising medium is that, without 

being a strictly scientific work, it offers facts and detailed scientifically-based in-
formation in order to attract the attention of the addressees. It relies on the overall 
quality of the text and the illustration to it. For that reason, the requirements to the 
text are to be clear, to keep the reader's interest with fresh, colorful phrases, to be 
optimistic, to demonstrate respect for the readers. For the perception of the text, the 
font is of significance. It should create the conditions for easy, effortless reading of 
the text. Each illustration must convey the image of the object of the text in accord-
ance with its content.

The contents of the brochure "Bulgaria - Cultural Tourism" in a volume of 23 
pages, A4 standard, offers extensive text and 67 illustrations in ten thematic units 
as follows: The essence of Bulgarian civilization and its development - p.4; The 
Thracian world and their heritage - p.5 and p.6; From the Middle Ages to Modernity 
- the Bulgarian Capitals - p.7; First Bulgarian Kingdom - Pliska and Veliki Preslav 
- p.7 and p.8; The Bulgarian capital of the Middle Ages - Veliko Tarnovo - p.8 and 
p.9; Sofia - ancient and eternally young - p.9 and p.10; Patterns of Christian art 
- churches and monasteries. Development of icon painting - p.10 and p.11; Settle-
ments and Cities-Museums in Bulgaria and Their Magic – pp. 14, 15, 16, 17, 18 and 
19; Traditional crafts and holidays - p.20 and p.21; Cultural life and the art today 
- p.22. Page 23 contains text with the addresses of 16 tourist information centers in 
the country, the address of the Ministry of Tourism and general information about 
Bulgaria - location, climate, territory, official language, capital, altitude, time zone, 
main religion, other religious denominations, ethnic groups. On pages 12 and 13 a 
map of the territory of Bulgaria is presented, on which 71 important cultural objects 
and destinations are marked with numbers next to the names of the respective set-
tlements, and pointed out in a detailed list to the side of the map.

The brochure is a luxury printed edition. Color layout attracts and retains 
attention. On the first cover is depicted a fragment of frescoes from the Kazanlak 
tomb. On the second cover are shown the headlines of all nine specialized thematic 
brochures mentioned above issued by the Ministry of Tourism under the motto 
"Opportunities throughout the year". 

Several are the serious flaws that reduce the quality of the brochure as a 
means of advertising. 

First: there is no answer to the question "who is the brochure intended for?". 
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The text is in Bulgarian, and should therefore influence the development of internal 
cultural tourism. The content, the way it is developed, offers the Bulgarian citizens 
familiar, moreover incomplete information about the cultural objects and destina-
tions under consideration. 

Second: the text is aggravated by unnecessary general descriptions outside 
the context of culture and its objects. It contains long explanatory sentences about 
conservational, restorative works and archaeological excavations. At the same time 
an absence in text is observed, related to major cultural events, Bulgarian crafts are 
only listed. The objectivity of the text is distorted by the perception of the author's 
preferences in describing the cultural objects, and not of revealing their unique 
characteristics which to be appreciated by the target market. 	

Third: the text is difficult to read. Despite the good font, the text is printed 
in white color on a background of bright yellow and saturated orange colors and is 
therefore blurry.

4. Conclusions and recommendations 

The above-mentioned omissions reveal inconsistency with the basic princi-
ples of marketing communication of all kinds - creative efforts to create and trans-
mit a meaningful information message to reflect the profile of the addressee, i.e. the 
target market.

The messages in the brochure "Bulgaria - Cultural Tourism" do not take into 
account the cultural aspect of forming the perceptions of the addressees. They do 
not recognize that the symbolic nature of the images of a specific reality is a "cultur-
al product and is based on stereotypes, inherited prejudices, permanently completed 
schemes to something and / or to someone which reflect and disseminate commu-
nity experience and practice." The divergence of the expectations of the potential 
tourists with the pictures /the image/ of the objects of the messages at cultural level 
leads to the creation of incorrect perceptions and incorrect positioning of reality in 
their mind. Thus, communication loses the opportunity to trigger a purchase of a 
particular tourist travel and actually "works" for the competitors.

If we refer again to McCabe, the general requirements for creating of impres-
sive messages should look like this:

–	 messages must be designed to provide physical representation of the com-
ponents of the service in situations where consumers might not know what to ex-
pect. Presentations of people benefiting from the service are often used to overcome 
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the abstractness;
–	 messages must also connect with the values, desires and drivers of demand 

amongst significant numbers of the segments so that the communication objectives 
are met by people taking the desired actions;

–	 messages should specifically have: appeal (defined in terms of benefits to 
the target audience); specificity (evidence of benefits in terms of images used); ap-
propriate tone (couched in the language of customers);

–	 suitable messages must contain balance, structure, be presented in a suit-
able manner and be credible. Balance means to make a message effective from the 
perspective of the receiver; message structure refers to the content where key con-
siderations are the level of knowledge of the receiver; appeal has to be the right one 
(in some cases it is better to let images speak for themselves, in some cases there is 
a need for detailed descriptive information. Finally, the message should also con-
tain the company contact information or "call to action"; the key for the credibility 
of the source is the ability of the organization to meet its stated values and promises 
in relation to service quality and other crucial factors.

It is imperative to monitor how the message has been perceived in order to 
eliminate its defects. With particular precision, the appropriate channels for the 
distribution of messages should be chosen, so that they could easily, quickly and as 
much as possible provide the informational contact with the target market. In do-
ing so, one should not overlook the trend of increasing of individual travels as well 
as the experience gained by individuals as tourists, which helps them to be well-
informed on the basis of experience.

Marketing communications that generate action to purchase a travel to a par-
ticular cultural tourist LoCuS based on the cultural identity of the destination and the 
cultural identity of the chosen target market, can be determined to be the right ones.
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SLOW TOURISM - A POSSIBLE PRODUCT NICHE  
FOR CONNOISSEURS

"I heard and forgot.
I saw and remembered.

I experienced and understood."
Confucius

Introduction

Tourism, in all its manifestations, is an integral part of the amalgam of con-
temporary human existence. This is proven by the positives and negatives of its de-
velopment in social, economic, cultural and health aspects, both for the individual 
and for the various national and international relations between countries and dif-
ferent human communities. According to Taleb Rifai, former Secretary-general of 
the United Nations World Tourism Organization "...tourism is the only unifier in a 
divided world, it is only through tourism that different people meet, listen, get to 
know each other, understand each other and greet each other." In the contemporary 
risky geopolitical and economic environment, people are increasingly looking to 
tourism travel as an opportunity to break away, however briefly, from the stressful 
everyday life and through entertainment and fun to satisfy hobby interests, regain 
strength and health status in a different environment, predisposing comfortable stay, 
outside the permanent place of residence. Four hundred years ago, the genius Blaise 
Pascal (1623-1662) wrote: "Life would not be bearable if there was no entertain-
ment… Entertainment is everything whose "thrill" distracts us from the thought of 
our lot. It is what colors and beautifies our days." When the entertainment and fun 
is through undertaking a tourist travel, certain ethical requirements are placed on 
homo festivus (the person having fun) - to travel, to have fun, but also to respect the 
culture, manners, lifestyle, natural and social environment of the local communities 
in the chosen destination. These requirements are in line with the stated goals of 
sustainable tourism development, with the overall long-term objectives of the UN 
and its specialized organizations to reduce the negative impacts of human actions 
and behaviors that worsen the living conditions of both present and future genera-
tions. In this context, the concept of "slow tourism" is emerging as an alternative 
to the established standard mass tourism. In the 1980s, theories and movements 
such as "slow living", "slow food", "slow towns", "slow wine", etc. have already 
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emerged to counteract the fast-paced life that is damaging nature, local historical, 
cultural and ethical rules through the growth of McDonald's-type quantity at the 
expense of the quality and value of the results of what happens to people. The fo-
cus is directed to the quality of life. The relevance of the issue of "slow tourism" 
is related to the concern to reduce the negatives generated by mass tourism on the 
conservation of tourist resources, ensuring qualitative changes in satisfying the in-
terests of tourists and local communities. Initiatives are being taken to embrace the 
understanding that "the best experience is the slow pleasure." 

Aim and methodology of the study

The aim of this study is to justify some policies and actions for the imple-
mentation of the concept of "slow tourism" in destination Bulgaria as a means to 
improve the status of the destination in terms of its emissive markets and create 
preconditions for the overall improvement of tourism development results. With 
the help of theoretical analysis and synthesis the important characteristics of the 
phenomenon of "slow tourism" are highlighted. On this basis, hypotheses are out-
lined for the behavior of the factors responsible for creating the conditions for the 
development of "slow tourism" in destination Bulgaria.

1. Conceptual aspects and definitions of so-called "slow tourism"

The review of various scientific publications on the issues of "slow tourism" 
makes it possible to derive the basic postulates on which the concept of slow tour-
ism is based. For the purpose of the present study, we will refer to the most impor-
tant of them.

In order to get an idea of the interest to this issue we will cite the study of 
Bartola Mavric, OGretenglu M., Akova O. (2021) "Bibliometric Analysis of Slow 
Tourism". In it, based on the highest number of citations of a relevant publication, 
nine authors and their works in the period 1975-2020 are listed in descending order. 
The most used terms in the cited publications are "slow tourism", sustainability, 
alternative tourism. Referring to B. Pecsek (2014, 2018), the author notes that "four 
cornerstones define the parameters of "slow tourism" - locality, sustainability, so-
cial well-being, and a focus on upgrading the experience gained."

In the dissertation "Slow Tourism: A means-end Approach to the Motivations 
of Slow Travelers", the author Eunkyeong Jung (2021) refers to the definitions of 
"slow tourism" by: 1. Molz (2009): "slow travel" is associated with tourists who 



67

prefer one location, refusing air and car transport in favour of walking or cycling; 
2. Dickinson and Lumsdon (2010): "slow tourism" is a conceptual framework that 
involves people travelling around the territory of the chosen destination for a long 
time, using local transport, local food and drink, learning about the history and 
culture of the place, showing care for nature; 3. Timms and Conway (2012): "slow 
tourism" is an alternative model that has a link to ecotourism and environmental 
sustainability, relates to the social and cultural sustainability of the local communi-
ty's interests, supports the economic sustainability of the community concerned, for 
example through more frequent practice of agro-tourism; 4. Moore (2012); "slow 
tourism" reduces the feeling of lack of time in a stressful environment and enriches 
the individual by discouraging "fast tourism"; 5. Oh et al. (2016): "slow tourism" 
means a travel or series of travels undertaken by subjectively, meaningfully de-
fined, conscious, sequential, slowed down actions to accomplish motivations and 
goals specific to each travel; 6. Kienesberger et al. (2020): "slow travel" is a style of 
living and traveling that meets the principles of sustainability, where travelers stay 
for a longer period and adopt an approach of slowly learning about the local culture 
and enjoy the nature. In the cited work, "slow tourism" is considered both from the 
position of the speed and mobility of transport in moving to and from the respective 
destination, and from the position of the transport activity of tourists in the destina-
tion. In particular, attention is paid to the pre-defined objective concerning the con-
sumer perspective in terms of personal satisfaction and well-being from the tourist 
travel undertaken. It is concluded that in "slow tourism" the consumer value of the 
travel is the decisive factor that determines the type, volume and structure of tourist 
consumption. Those services and goods (tourist products and offers, respectively) 
are sought which best meet the predefined and consciously formulated purpose of 
the travel and its expected effects. The final benefit, the value of the travel, is related 
to one's own judgement and corresponds to individual, personal standards of what 
is valuable and what is not, while the social benefit/value also takes into account 
the negative consequences of the damage caused to resources - natural, social and 
economic environment.

Bulgarian authors such as K. Ilieva, M. Polimenov, V. Kazandjieva, M. 
Neshkov, G. Lukanova are also working on the issues related to "slow tourism". 
Here we will directly quote V. Kazandjieva (2015) as the generalizations she makes 
reveal in full the phenomenon of "slow tourism": "Slow tourism" is a new concept 
for creating an alternative form of tourism and harmonious development of the 
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destination, based on ethical values, aimed at fulfilling and individually meaningful 
tourist travels, devoid of the stress and hectic rhythm of mass tourism, in an unadul-
terated and authentic environment… The uniqueness of the "slow tourism" philoso-
phy follows two basic principles: enough time to slow down the pace of travel and 
attachment to the place chosen to visit and stay… An important intrinsic character-
istic of "slow tourism" is the possibility of integrating visitors into the lives of local 
people and of realizing a relaxed stay through getting to know and understanding 
the differences… Slow and meaningful tourist travel is a model of holistic transfor-
mation, individual experience and experiential learning, where arrival at the tourist 
site is taken as the beginning of a complex process of spiritual growth and cultural 
enrichment of the visitor... "Slow tourism" emerged as the antithesis of mass and 
standardized tourist travel... "Slow tourism" has its own specific development path, 
and slow tourist travels attract specific market segments."

From the positions of the authors quoted above, the following generalizations 
about the phenomenon of "slow tourism" can be derived:

	y the antipode of mass tourism;
	y extension of the time of the tourist travel, according to the slowed down 

pace of activities in accordance with the motives that gave rise to it;
	y extensive and "in-depth" exploration of the chosen destination without pro-

voking negative consequences for the nature, culture and lifestyle of local com-
munities;

	y consciously motivated tourism travel and consumption goals with regard to 
values and outcomes leading to enrichment of personal prior experience;

	y positive attitude towards the efforts of the local community for sustainable 
development of the chosen destination. 

It becomes clear that the concept of "slow tourism" is mainly based on a con-
scious, meaningful, value-driven orientation for tourist experience by individuals, at 
a new cultural level, in contrast to the large-scale imitative behavior of mass tourism 
(fashion; snobbery, i.e. "like someone I want to look like"; "selfie" for display on 
social networks, etc.). The "slow tourist" is distinguished by a pronounced individu-
ality of behavior in the chosen destination, turning towards entertainment and expe-
riences original to the place visited, which will provide him/her with both physical 
emotional and spiritual-cognitive satisfaction. He uses the time and space to "try", 
to "look into" everything that interests him, to broaden his horizons, to challenge 
the limits of his abilities in a different environment, under different conditions, in 
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contact with different people from the local community, and when he achieves the 
desired results, he is satisfied and happy. The "slow tourist" is a connoisseur.

Regarding the market segments the project "Med Pearls - Research study on 
Slow Tourism. International trends and Innovations" (2020) in chapter three "Mar-
ket Research on Slow Demand" reveals the profile of the market segments from 
several leading European emissive markets that practice "slow tourism". Due to the 
limited volume of the publication, we will highlight as an example the data for the 
two emissive markets of interest for destination Bulgaria - France and Germany, as 
presented in the project. 

According to the methodology adopted, the practitioners of "slow tourism" 
were initially divided into two large groups:

1.	walking tourists, i.e. those who undertake itinerary journeys and carry 
them out mainly at their own pace;

2.	tourists explorers who choose to visit certain places for the purpose of 
personal enrichment experiences of various kinds.

Key features for French hikers include: gender – 60% female, 40% male; 
motivation - discovery of landscapes, enjoyment of walking - taking a stroll; choice 
of destination - balance between nature and climate with mountains leading – 79%, 
sea - 31%, countryside – 29%, city visits - 7%; activities - long-lasting, slow walks 
– 62%, cultural activities - 52% and sporting activities - 39%; groups – with a 
partner – 44%, family – 28%, friends - 23%; accommodation – hotel – 20%, rented 
apartments – 20%, bed and breakfast - 16% and camping - 16%; length of stay – 
from 1 to 7 days - 77%, more than 8 days - 23%; information sources for the travel - 
family and friends, maps with routes for hiking and climbing, tourist offices; active 
travel periods - mainly in the months of July and August (very appropriate weather 
for the Bulgarian mountains - а.n.).

The profile of French tourists - explorers reveals: gender – female – 54%, 
male - 46%; age - 45 to 54 - 47%, 65+ - 27%, 35 to 44 - 12%, 25 to 34 - 10% and 16 
to 24 - 4%; income - less influential compared to other market segments; living sta-
tus - 25% have children, 69% live with another adult but only 45% with a spouse; 
groups - with another person - 46%, family under 5 members - 27%, friends group 
under 5 people - 11%, alone - 9%; information sources - family, friends - 52%, 
travel sites - 33%, travel agencies - 32%; preferred destinations - Spain, Italy, UK, 
Ireland, Canada. General characteristics of the French "slow tourist" - explorer: ma-
ture, well-mannered, delicate, with a strong interest in culture, nature and history, 
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likes the variety of travel - from the sea, lakes and mountains to all kinds of noble 
activities. Of these tourists, 68% want a unique experience and to learn something 
new, with 56% wanting an intensive immersion in a foreign culture, 53% wanting 
the concept of sustainable tourism in Europe, 15% having been on an eco-trip and 
39% saying they would take one, 59% taking the trip to relax and "take it easy".

The main characteristics of German hikers include: gender - 54% female, 
46% male; age - 18 to 44 - 56%, 45+ - 44%; social status - three out of five are 
middle class; motivation - discovery of landscapes, enjoyment of walking, hiking; 
choice of destination - pragmatic attitude to balance between nature, climate, price, 
accommodation, etc.; accommodation – hotel - 46%, rented apartments - 22%, bed 
and breakfast - 13%, camping - 11%; preferences are for mountains - 60%, sea 
- 37%, countryside - 34%, city visits - 18%; activities - long slow walks - 75%, 
cultural activities - 64% and sports activities - 42%; groups - with spouse - 52%, 
family - 30%, with friends - 17%; primary means of transportation for nearly 63% 
is the automobile; information sources for travel - family and friends, route maps, 
and tourist offices.

The profile of German tourist explorers reveals: gender - 51% female, 49% 
male; age - 45 to 54 years - 43%, 65+ - 36%, 35 to 44 years - 11%, 25 to 34 years 
- 7%, 16 to 24 years - 2%; income - modest income, but with extensive experience 
of distant destinations; living status - 14% with children, 83% living with another 
adult, of which 51% with spouse; groups - with another person - 59%, family of 
up to 5 members - 18%, alone - 9%, group of up to 5 people - 7%; information 
sources - family, friends - 46%, all-in-one travel sites, movies, books, magazines, 
TV - 36%; activities - enriching of knowledge, consuming local food and drink es-
pecially in a rural environment, visiting parks, learning about cultural and historical 
heritage, visiting famous "icon" sites; ideal holiday - everything to be well planned 
and justified; preferred destinations - Spain, Italy, Netherlands, France, Sweden, 
UK. General characteristics of the German "slow tourist" - explorer: mature, strong 
interest in culture, arts, history, variety of travel, well-built cities, relaxing activities 
in the "air", immersion in local culture. For 57% travel is undertaken for rest and 
relaxation "take it easy", 60% will buy travel in a sustainable destination, 17% have 
already been on an eco-trip, 59% will consume only local and seasonal food. 

The conclusion from the presented profiles of "slow tourists" is that in order 
to develop "slow tourism" on the territory of destination Bulgaria, efforts should 
be made to identify and attract market segments that are interested in the inherent 
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characteristics of the destination with product offers that meet the conscious mo-
tives and objectives determining the choice of each potential tourist.

2. Possible policies and actions to create conditions for the implementation  
of the "slow tourism" concept in destination Bulgaria

"Slow tourism" in destination Bulgaria is not a "white field". There are a 
number of valuable tourist attractions based on the characteristics of its resources 
that attract tourists with relevant interests. Since no systematic, current data on 
"slow tourists" is available we will apply here as an example part of the article by 
D. Nikolov (2017). He refers to information from the tourism industry, according 
to which, between 1000 and 2000 foreigners visit Bulgaria for bird watching, the 
same number for hunting tourism, at least 2000 come specifically to ride, and over 
10 000 choose hiking (trekking). Annual revenues are estimated at more than 26 
million BGN. The text below presents some of the characteristics of the types of 
"slow tourism" in destination Bulgaria; medium stay; medium income (compared 
with 350 euro average income from all-inclusive package at the sea); predominant 
tourists by nationality (market segments): observation of birds, at least 10 days 
package price from min 1100 euro; British, Dutch, Germans; hunting -	 7 
days, about 1000 euro, the trophy is paid separately; Germans, French, Italians, 
Spaniards: horseback riding, usually in combination with another type of holiday 
- 7 days, price between €800-900; Scandinavians, Germans, Dutch, Belgians, Brit-
ish, French: trekking - 7 days, price from 500 to 700 euro; different nationalities 
- from teenagers up to 70 years old: photography of bird - 6 days - one location; 
price from 890 to 1000 euro; various nationalities.

Note: The information is compiled by the author, based on the data in the 
mentioned article for 2016. 

To be able to combine the two essential characteristics of "slow tourism"- 
specific consumer (market segment) on one hand and a specific product on the 
other, it is necessary:

First - the entities that develop "slow tourism" on the territory of the specific 
destination - country, region, locality, resort, natural and/or cultural-historical land-
mark to have assessed their opportunities to do so. 

At the state level, the role of the Ministry of Tourism is the leading one for 
destination Bulgaria. The Ministry's website describes the government's mission 
for tourism development in Bulgaria, part of which refers to "positioning Bulgaria 
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as a well-known and preferred year-round destination with a clearly recognizable 
national identity, preserved culture and nature ... developing specialized types of 
tourism, improving the quality of the national tourism product and its competitive-
ness, attracting more tourists." In this direction, from the point of view of "slow 
tourism", considerable work has been done on the development and provision for 
use on the site in the "Destinations" section of three large-scale thematic informa-
tion banks for: "Cultural and historical destinations", "Balneo and SPA destina-
tions", "Destinations for wine-culinary tourism". Anyone who is interested can get 
a clear idea of what type of experience they can expect based on the "possessions", 
i.e. the available resources, in the respective specific locations. The text is in Bul-
garian, therefore can be used by people who know the language.

At the same time, it should be noted that if someone is interested in visiting 
one or more of the places mentioned, "behind" the information provided there is no 
way to find out how to self-organize or how to get a comprehensive tourist product 
from a tour operator or travel agency. There are no addresses given at which to seek 
the necessary services. It would be good if the useful information developed in this 
way were linked directly to the extremely useful "Register of Tourist Attractions", 
"Register of Tourist Festivals and Events" and the monthly "Bulletin-Culture in 
Focus" also presented on the website of the Ministry of Tourism.

Despite the fact that destination Bulgaria possesses attractive natural and cul-
tural-historical attractions, folk traditions, folklore and rich contemporary cultural 
life, and that individual territories, including settlements, offer unique experiences, 
it is mainly known as a low-budget destination for mass all-inclusive tourism. The 
reasons for this status of the destination are complex, but two are particularly im-
portant - over-construction resulting in excessive availability of beds that are dif-
ficult to fill given the factors influencing tourist demand and, as a consequence, 
keeping prices low. The second reason stems from the first: the low price cannot 
guarantee the maintenance of good quality of the tourist product offered, not least 
because of an outflow of qualified labor. Changing this status is not an easy task 
and requires constant and targeted efforts to maintain an adequate ratio of mass, 
standard / "slow tourism" with a gradual increase in the share of "slow tourism".

It is therefore important for the Ministry of Tourism to have a clear vision 
worked out for the policies to stimulate "slow tourism" given its beneficial impacts 
on sustainable development without opposing mass all-inclusive tourism for which 
there is demand (customers) and which generates significant large-scale business;
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Second - to develop a system, in which representatives of the tourism busi-
ness can provide the services demanded, will be involved and can keep in touch 
by generating a publicly accessible database, for example a "National Register for 
Slow Tourism", allowing direct cooperation between the different tourist compa-
nies in order to satisfy the specific requirements of "slow tourists". To this informa-
tion bank should also be added business entities or institutions outside the tourism 
sector that can provide specific goods and services such as bicycles, rental cars 
and yachts, specific equipment for climbing (mountaineering) rafting, scuba diving, 
fishing, specialists in culture sphere, crafts, folklore, science, etc. in case in-depth 
knowledge in a specific field and/or the creation of specific skills is required. The 
requirement of "slow" tourists for activities that allow them to know and perceive 
in detail, in depth and gradually the visited destination with its "possessions", to the 
extent that they have aroused their conscious interest in it, puts to the test the crea-
tivity of the tourism business to provide the expected services. First and foremost, 
they must be of quality, whether it is for transport, especially local; for accommoda-
tion, even if it is in the home of a local resident, if this is of interest, and especially 
for the offered attractions. In addition to being authentic, these attractions must be 
implemented professionally, by contractors with experience, including being able 
to involve the tourist as an accomplice, especially if this is the purpose of their 
visit. The effect of providing specific, quality services, in addition to being good for 
"slow tourists", must be good for businesses and local communities, based on the 
higher cost of implementation. The need for constant readiness to provide quality, 
highly personalized services requires the flexible involvement of multiple operators 
who are aware of their capabilities and can cooperate on a case-by-case basis;

Third - to develop a marketing research system which to be able to "discov-
er" the specific market segments for "slow tourism" in a specific emissive market 
for a specific destination. P. Mason (2003), referring to various authors, derives 
the following motives for undertaking a tourist travel: escape from everyday life, 
relaxation, entertainment, strengthening of kinship and friendship relations, pres-
tige, need for social contact, need for education, self-enrichment, satisfaction of a 
certain desire and shopping. Each of these motives can be a priority and the others 
complement it. Individuals' destination choice behavior is determined by the attrac-
tiveness of the travel, which is formed complexly by the individual's preconceived 
notion of the services and facilities he would receive; established trust in travel 
companies and information sources; formed assessment of tourism resources based 
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on the information received; the elements of the travel - distance, duration, cost, 
perceived risk, expected effect. The example given with the profiles of French and 
German "slow tourists" reveals the need for specific research in order to create/offer 
a product specific to the respective market segment, which is also in line with the 
principles of sustainable development. The use of social networks makes it signifi-
cantly easier to gather information that users report about themselves. According 
to B. Kostadinov (2022), "46% of consumers believe that responsiveness on social 
networks differentiates good brands from others. Social listening, through social 
media monitoring, is the process of identifying, qualifying, and analyzing what 
consumers say about brands, companies, and products." This information can help 
to specify the appropriate "slow tourists" for a particular destination.

Fourth - creativity to be the leading edge for creating the experiences de-
manded by "slow tourists". The essential, authentic characteristics of the natural 
landmark, of the archaeological artefact, of the cultural and historical monument 
and/or fact, of the traditions and lifestyle of the local community, of the festival 
and/or ritual event, etc. should be revealed in depth and on a large scale within 
the specific interest that the tourist travel will generate. It is absolutely necessary 
to guarantee easy and safe access to all the components that make up the specific 
tourist product. To promote the practice of personalizing the tourist travel, or expe-
rience, by requesting its parameters by the potential tourist. To maintain the aspira-
tion to continuously combine the different components of the specialized tourist 
product on the basis of feedback from its consumers;

Fifth - to create a mechanism for appropriate communication with specific 
market segments. Again, modern information technologies provide various oppor-
tunities for easy and quick technical solutions. Before that, however, the content 
and media channels of the messages sent to potential tourists must be significantly 
improved. In view of the increased role of influencers, it is advisable to entrust part 
of the information campaigns to selected influencers, of the nationality of the po-
tential tourists, recognizable by their identical interests with the respective market 
segment. The effect would be significant, especially if they are celebrities in their 
role. Such a role could also be played by famous Bulgarians living abroad. For this 
purpose, it is possible to organize sponsored specific tourist trips and experiences 
for them, the information about which could be shared on the basis of well-devel-
oped marketing communication messages. Of course, the relationship with special-
ized tour operators and travel agencies that work with clients with specific interests 
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practicing "slow tourism" is extremely useful for joint business.
The information effect for the destination would be significantly improved 

if the state channels were actively used to promote its original "possessions" as a 
guarantee of authenticity and quality. Extremely interesting in this respect is the 
initiative of the editorial board of the newspaper "24 hours" to engage foreign am-
bassadors of Bulgaria as "VIP" guides to present the countries they are in to Bulgar-
ian tourists. The content of their information is structured in three parts: "5 places 
to visit; 5 things to do; 5 dishes to try". It would be extremely useful if Bulgarian 
ambassadors would undertake such a noble task in the countries where they are ac-
credited;

Sixth - since no "slow tourism" can be developed without a quality tour-
ist product, the issue of personnel, their competencies and skills, without which a 
quality product cannot be provided, comes to the fore again. The policy for training 
and especially for retaining the qualified personnel in the country should become 
an irrevocable priority of all responsible factors for the development of sustainable 
tourism in destination Bulgaria.

Instead of a conclusion

With the reflections and ideas put forward in the present study we aim to trig-
ger actions for a larger scale and better organized attraction of more "slow tourists" 
to the destination, both Bulgarian and foreign. D. Buss (2022) writes "Life in any 
country pulsates with the rhythm of the year. Not only with the seasons, but also 
with the festivals and customs, holidays and traditions, the combination of which 
makes the year as individual to each country as its flag."

The Republic of Bulgaria, with its tourist resources, can be perceived as 
unique by every tourist if he gets satisfaction of his desires. It is necessary for the 
responsible factors to be actively engaged in revealing the material, intellectual, 
spiritual and emotional characteristics of the local communities, relating to histori-
cal and cultural heritage, arts, architecture, cuisine, domestic culture and lifestyle, 
beliefs and traditions, so that all of them can be used to create original, specialized 
tourist offers. The effect can be expected in three main directions: firstly, better 
conservation of national tourist resources; secondly, better quality of life for local 
communities; and thirdly, improving of the economic results for the country from 
the development of tourism on its territory.
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VIRTUAL TOURISM PRODUCTS - A POSSIBLE BUSINESS NICHE  
IN THE NEAR FUTURE

Introduction

The future that is constantly being talked about and worked on is partially 
already here. The development of technologies in all spheres of human existence 
creates the conditions for continuous automation, digitalization and robotization 
of everyday life. We work more and more, we shop, we bank, we take care of our 
health, we get an education online, we meet and communicate through conference 
calls, we play sports and have fun online. Employment is set to be widely disrupted 
by automation. We will outsource more brain activities to computers (smartphones, 
tablets, robots). The question rightly arises about the impact of the new technologi-
cal environment and the online behavior of people on their attitudes to undertake 
tourist trips. What changes can occur in the connection between individuals and 
the tourism business? How the tourism business itself will change? Will there be 
demand for virtual tourist trips, i.e. without actually leaving home for tourism pur-
poses? Will a market for virtual tourist trips be created and what will be the role of 
the tourism business? The popular use today of the combination "travel and tour-
ism" by the World Travel and Tourism Council (WTTC) and other entities, will it 
remain only "tourism" in the online environment, because the need for real reloca-
tion in space will drop out? There are already prototypes of such tourism. Also go 
to Youtube.com and search Temples of Angkor, Cambodia to see the Angkor Wat 
temple complex, or Tour the Sydney Opera House in 360' to see the famous halls of 
the opera, meet the soprano Nicole Carr and hear her performance of an aria from 
the opera "Mermaid" by composer Antonin Dvorak, or through the Russian virtual 
reality company Air Pano by typing #Air Pano Nature #Air Pano #China Zhangjia-
jie Glass Bridge to enjoy the glass bridge in China's Zhangjiajie National Park, or 
just type www.youvisit.com/tour/machupicchu to explore Machu Picchu, and that 
with a virtual guide in English.

The author's hypothesis is that in the era of the "Internet of Things" there will 
be objective prerequisites for creating and offering virtual tourist trips. Arguments 
are sought based on facts, research, researchers' predictions, personal observations, 
and judgments. That is why in the study the technological environment, marketing 
environment and characteristics of the "Alpha" generation are considered as the 
main prerequisites for the existence of virtual trips. Some assumptions about the 
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tourism business are also developed. Of course, the validity of the assumptions is 
relative, mainly due to the uncertainty in the behavior of future generations about 
the motivation to undertake a real and/or virtual tourist trip. The main scientific 
methods of observation, analysis and synthesis are applied. 	

1. Prerequisites for the creation of virtual tourism products (trips). 
Technological environment

The basic prerequisite is the technological environment. It is developing ex-
tremely fast and in many aspects. The digital infrastructure is constantly being im-
proved - from the most powerful supercomputers, through a system of miniature 
computers to change the shape and function of things through claytronic technol-
ogy to "Smart Dust" - microelectronic circuits for sensor networks with embedded 
microcomputers and quantum computers. It is believed that technological facilita-
tions will create a simulated world, the so-called "metaverse 1.0" and the simulated 
environment will seem real enough to "deceive" the brain and senses to experience 
the virtual world as reality. Moreover - the person "will live in the machine" with a 
holographic image - an avatar.

Devices will gain emotional intelligence: instead of spouting facts like Siri or 
Alexa, Cozmo's AI is all about personality and emotion.

Computer–mediated communication offers individuals a way to experiment 
with alternative identities in a safer environment. Online platforms have important 
consequences for people's ability and motivation to identify with identities that main-
stream society, or not. Americus Reed II et al. (2012), stress that "It is a fundamental 
human drive to understand who one is, what one believes and what one does. Identity 
is any category label with which a consumer self-associates that is amenable to a clear 
picture of what a person in that category looks like, thinks, feels and does."

New information and communication technologies are increasingly affecting 
societies and every individual. The "information society" transforms virtually all 
spheres of human activity and changes all ways of connectivity within the real world.

2. Marketing environment

The marketing environment is also changing. More and more marketing 
is carried out virtually - through the Internet and social networks. Everything is 
known about individuals, they themselves provide information in order to get what 
they want quickly and easily. Devices and apps use the data they collect to become 
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more personalized to the individual. Machine-learning algorithms can learn how a 
user interacts with a device over time and customize the experience to their needs.

Data and AI-based tools can help marketers - or data scientists embedded in 
marketing groups - to identify the right time and place to communicate with people 
and offer real-time recommendations. AI chatbots can offer customer service across 
different platforms at any time of day, and help guide people to the content most 
suitable to their needs at the moment.

According to Kim Dushinski (2015) "communication and engagement are 
two key factors to successful mobile marketing. It is about creating a meaningful 
exchange on mobile with your customers. Any text message that comes in their 
mobile device must be something they explicitly asked to receive and it must be 
something that is relevant to them."

Large databases collected by marketing agencies on the basis of the "Internet 
of Things" and social media channels are a prerequisite for detailed knowledge of 
the profile of behavior of each specific user, the implementation of comprehensive, 
"in-depth" (in the greatest detail) marketing and accordingly guiding "support" for 
consumer choice in every aspect. The "One to One" marketing technique, which 
characterizes interactive marketing will predominantly shape the marketing envi-
ronment, providing complete information about the desires, attitudes, opportunities 
and actual consumer behavior of each individual and the consumer group to which 
he would be assigned. In this way, "one to one" marketing will support every busi-
ness, including tourism, according to its interests to segment the target market to 
the individual consumer and understand the value each consumer can bring to the 
business as life time value. This means focus on costumer share, versus market 
share. Through "in-depth" marketing, it is possible to create a certain "myth" in the 
head of the individual, which will create a desire for a certain type of experience in 
a particular destination. The role of influencers will increase significantly. It would 
be possible for each consumer to have his/her own marketing consultant/agent to 
whom they can provide the implementation of a choice regarding one or another 
purchase, including a tourist trip. Expressing their wishes, the individuals will re-
ceive suggestions for choosing a specific real and/or virtual trip from his "provider" 
- a tour operator or another distributor. This connection will be as strong as attrac-
tive the system of facilitations and incentives ("rewards for efforts") applied to the 
consumer can be.
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3. Attitudes and behavior of the Alpha generation and the following

The most important prerequisite for creating virtual tourism products/trips 
and a market for them is consumer behavior. It is difficult to predict exactly the 
aspects of change in people's lives and their attitudes towards tourism as a conse-
quence of technological change. Whether the conveniences of everyday life will 
reduce the desire for experiences through tourism around the world when the world 
will be "available" at home or vice versa - will increase the curiosity to visit differ-
ent destinations with extremely improved conditions for movement and residence. 
Attempts to answer this question are made by observing and studying the behavior 
of generations directly related to the development of the digital environment and 
especially the "Alpha" generation. 

Generation Alpha are named kids born since 2010 – the year when Instagram 
and iPad were launched. For them, if something is not on the Internet, it simply 
does not exist. They demonstrate extreme curiosity for receiving more and more 
of what they have already received as virtual reality. They copy the behavior of 
the characters from video games and animations. They manifest a desire to "up-
grade" themselves, just as happens with their favorite characters. Any proposal for 
a change in line with reality is analyzed and usually rejected with the remark: "Mine 
Craft does not do it like that."

In the report, "Understanding Generation Alpha" (Victoria Turk, WIRED 
Consulting, WIRED UK, 2017) is written that "Quite how technology is changing 
young minds remains unclear. Headlines tend to lean toward alarmist: Google is 
making us stupid; smartphones are turning us into zombies; Facebook is making 
narcissists of us all. Others, however, argue that technology is enhancing our skills, 
beyond what was thought humanly possible, and freeing our brains of monotonous 
tasks to focus on more high-level problems."

Victoria Turk writes that "Generation Alpha will have increased access to ex-
isting and emerging technologies and will become accustomed to interacting with 
digital content in new ways – no doubt including many unforeseen in this report. 
Generation Alpha grows with increasingly smart devices: artificial intelligence and 
data-crunching algorithms will make ever more personalized and new interfaces 
will offer whole new ways of communicating." She adds: "…young people today 
value the independence to make their own choices, manage rich and varied digital 
identities and increasingly expect services to take their individual needs and prefer-
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ences into account." Andrew Stephen adds: "Generation Alpha is very sensitive to 
privacy… Young people don't like the idea to being directly marketed to."

In the same report, Burk Rawlings summarizes Generation Alpha's expecta-
tions like this: "They want everything and they want it now… Increased access to 
technology and media means that consumers have never had more choice – some-
thing that Generation Alpha has already come to expect."

UK-BEANO for BRANDS research (2019), named "Move over Millennials 
and Generation Z, here comes Generation Alpha", shows that:

In 2025, there will be 2 billion people named Generation Alpha round the 
globe;

Children of Generation Alpha aged under 10 are a tribe of tech-savvy, envi-
ronmental activists, who are embracing traditional outdoor activities;

86% of British children under10 are using new technology to design, build 
and make things;

55% regularly create video content; 47% tinkering with electronics; 43% en-
joying robotics, 36% computer coding.

They are the first generation born in a truly digital world. They are not tech-
dependent, unlike their selfie and app-addicted parents.

Five Trends of Generation Alpha are set to define the upcoming generation:
Digital Masters: When it comes to all things online and digital, Generation 

Alpha are streets ahead of their digital native millennial parents;
The New Old Fashioned: Despite their digital mastery, and almost being born 

with a mobile device in their hands, Generation Alpha are nonetheless showing 
signs of being the "new old fashioned" with a return to "playing out" and valuing 
family time;

Creative Entrepreneurs: Generation Alpha look set to be the "architects" of a 
new found tech-enabled creativity;

Activists in the Home: from school strikes to protesting against single use 
plastics, Generation Alpha are activists in home. They question everything from 
stereotypes on gender to climate change denial;

Post-Stereotypes: Generation Alpha is the first generation to judge people by 
whom they are, not what they are.

The formulated characteristics show, albeit in an "embryo" stage, significant 
changes in the way of communication of the individuals of generation Alpha with 
the surrounding environment. However, they suggest that with regard to tourism, 
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the members of Generation Alpha and the next digital generations will have a posi-
tive attitude towards already formed trends in demand of exciting new destinations 
and consciousness, environmentally responsible self-transformative and cultur-
ally impactful experiences; "Green Spot Travel"- clean green space and custom-
designed eco-luxury vacation, or "Transformative Travel" - personal development, 
meditation, mindfulness and yoga; "Off the map" – in arctic aria travel or "Culinary 
and Food Travel" or "Space Tourism". Probably for the most part these trips will 
take place in virtual reality, in which individuals feel comfortable.

The derived main prerequisites for creating virtual tourism products/trips 
however are not enough to form market niches for the tourism business. It is impor-
tant to know the socio-economic transformations that will characterize the social 
and economic status of people in digital societies. However, there are no clear fore-
casts on this issue. R. Wilkinson, K. Pickett (2009) write that by "contributing to 
the speculative element in the cycles of economic boom and crisis, great inequality 
shifts our focus from pressing environmental and social issues to unemployment, 
insecurity and "how to get the economy moving again"... High levels of inequality 
in our societies reflect the concentration of power in economic institutions... Many 
people are worried about the numerous signs of social failure in our societies and 
are looking for explanations. Almost everyone, regardless of their political beliefs, 
would prefer to live in a safer and friendlier society... The Internet has now provid-
ed free access to almost unlimited information. Nanotechnologies, biotechnologies, 
electronically printed components, genetic engineering are being developed. As a 
result - a drastic reduction in costs and a growing gap between maximizing of prof-
its and maximizing of public benefit... Economic growth is not the meter by which 
everything else should be measured. We know that it no longer contributes to the 
quality of life and that consumerism is a danger to the planet... We need to create so-
cieties with greater equality that are able to meet our real social needs. The change 
refers to a historical shift of the sources of human satisfaction to a more social so-
ciety." The reference to the mentioned authors is because a connection is found be-
tween the derived characteristics of the Alpha generation and the derived directions 
in which the society should change. If positive changes happen, then many people 
will be able to afford to use the price accessible technological advances.
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4. Characteristics of the virtual tourism product/virtual trip

There are numerous definitions of the tourism product. In their research 
work, G. Sedmak, T. Kociper (2017) cite one of the most popular Vanhove's (2005) 
definitions that "the product is the mirror image of the tourist's overall experience 
from the moment the person leaves home until she or he returns." The authors' fo-
cus is on the so called "integral tourism product (ITP) at a destination level, which 
is spatially and content-wise a rounded set of products, services and resources that 
enable tourists to have a wholesome experience… Tourists are ultimately the ones 
who at the end of the line "reward" the consistency of tourism product with their 
(re)purchase."

The above derived definitions for a real tourism product of a destination and 
its evaluation are fully applicable for a virtual tourism product/virtual trip with 
the stipulation that its content will exclude transport and accommodation services. 
The virtual trip will take place without physical relocation, in the form of an "all 
inclusive" delivery to the home of the user who ordered it, at the touch of a single 
button. At its core, the virtual trip is the provision of content in the form of a video 
product, whose digital infrastructure will allow virtual presentation of reality in 3D 
format and 360-degree range.

The consumer will be able to manipulate time-wise what is shown, to hold 
some or other positions according to the desire for more in-depth acquaintance 
with details of the natural environment, cultural and historical heritage objects, real 
events, to contact with local inhabitants and all kinds of other aspects of life in the 
specific real environment in which he desired to "travel". If desired, he could order 
local food and drinks, souvenirs, which he could get ready online or print on a 3D 
printer, with an almost authentic sense of reality.

The virtual trip is not just a video capture of the reality, as authentic as it is, 
but a virtual tourism product, with accents according to the personal wishes of the 
client. It reflects the whole value system of the individual, his motivation not to 
leave his home for tourist purposes, but to realize the trip in a digital version. The 
conveniences of "experiencing" the virtual trip are several. First of all - avoiding 
the crowds of tourists in the most popular destinations; getting the opportunity to 
get acquainted with interesting artifacts for the time needed without necessarily 
waiting in line, with insufficient time, or to be pushed from all sides by others who 
want to take his/her place. Secondly - overcoming health problems and/or phobias - 
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heights, animals, climatic features, manners and customs of local communities, etc. 
Thirdly - the inability to pay the price of a real trip. It is assumed that the elimina-
tion of transport and accommodation services, as well as the low prices of digital 
services, will significantly reduce the cost of purchasing a virtual trip, although in 
most cases it will be "tailor made". Given the attitudes of individuals from digital 
generations, we should not exclude the possibility that they, in a role of "digital en-
trepreneurs", would take advantage of all the facilities in the Internet environment 
and create by themselves their own virtual trip, but this aspect of behavior is not 
subject of the present study.

5. Behavior of the tourism business

The creation and implementation of virtual trips will cause significant chang-
es in the tourism business. First of all - a change in the chain of participants in the 
creation of the virtual trip. Transport and hotel service providers will be elimi-
nated. Digital companies will be involved, which will develop the video product 
and provide the appropriate platforms for its use. The main role for the formation 
of specific content (destination, route, sites for "visiting", "participation in events", 
"contacts" with locals, ways of "experience") will be carried out by a tour opera-
tor - standard, initiated by the tour operator, or unique - by a custom order from a 
specific consumer. A preliminary and subsequent role in the creation of the virtual 
tourist trip will be played by a specialized marketing agency. It will generate the 
conditions for linking the desires and intentions of specific users with the interests 
and actions of a particular tour operator. The chain of value creation of a virtual 
tourist trip outlined in this way can be an entirely digital complex, owned by a tour 
operator or formed with partners. The comprehensiveness of the digital informa-
tion market will provide all kinds of opportunities for distribution and transactions 
between sellers and buyers of virtual trips.

The benefits of offering virtual tourist trips for the business are related firstly 
to sales guaranteed by consumer interest; secondly - with the possibility for the 
standard created virtual trips, included in the catalog of the tour operator, to reach 
millions of potential clients and thirdly - generation of interest for realization of a 
real tourist trip. The biggest benefit for the tourism business is that it will be able to 
sell its virtual products to the so-called back in the middle of the last century by the 
French researcher Andre Piatier "absolute non-consumers", i.e. people who do not 
leave their home for tourism purposes because of various reasons.
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The competition between real and virtual tourist trip, if any (it is possible to 
realize both options without competing on the principle of the Norwegian motto 
"Dream now, visit later!"), will depend on the material environment (technologi-
cal equipment at home); economic opportunities (income and competitive prices); 
social status - degree of alienation or belonging to a certain social class and the 
assessment of one's own "self"; ecological attitudes to the protection of nature and 
cultural heritage as well as the degree of expressed curiosity and desire to learn.

Conclusion

The ideas discussed and the ideas presented in the present study have an 
"open" end. The future in question is already a fact in some parts of the world, and 
in others it still looks like science fiction. The information that assesses what is 
happening and what will happen, as well as how it will happen, is contradictory. 
Different opinions are also shared in the Bulgarian public space.

Communication technologies, Petko Todorov (2020) writes, "eliminate such 
kind of memory (experiences shared in the literature - A/N). What will they know 
in half a century about someone like today's Tove Jansson? Social networks are not 
such a memory. Let's call the combination between globalization and virtualiza-
tion: glovirtualization. Although the first without the second might be unthinkable. 
Glovirtualization is killing us. Physically and memory-wise."

Bogomil Nikolov (2020) shares that "the growing dependence on remote 
product manipulation, only after updating the software via the Internet, raises ques-
tions about security and trust... Of even greater concern is the issue of protecting the 
inviolability of the private life of consumers."

Emil Harsev (2020) writes that "The Internet of Things (IoT) and the 5G 
network will soon make everything - from the sewing machine to the supertanker, 
controllable from any point in the world... severe damage can occur to the naive 
society that today enjoys illusions... The problem is not only in the huge technical 
risks... the greatest danger is in the isolation itself... The joint and well worked out, 
accumulated collective experience and corporate culture team is breaking down... 
The team must work physically together, closely, personally. To understand each 
other without words, to exchange terabytes with a look or a gesture. Working re-
motely, no matter how capable he is, the person degrades to meatware (piece of 
meat) in front of the hardware, feeding the software with new information (the old 
is stored somewhere)."
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Hristo Hristozov (2020) refers to Zele Schönborn, founder of the Pickathon 
Experimental Music Festival in Portland, Oregon, that "in a time of digital revolu-
tion, providing unlimited access to information and changing our perception of 
connectivity... festivals (respectively tourist trips - A/N) must turn into content, 
because this content can reach millions of people. The Internet must be a path to 
sustainable profitability. Festival curators increasingly need to provide an experi-
ence beyond the live event, which includes content for home use, and thus create a 
convenient opportunity to expand their audiences and include audiences on a global 
scale. For this practice to be effective, the video must be of good enough quality. 
Broadcasting live (livestreaming) is also an increasingly widely used approach. It 
is estimated that 30% of people who have watched are likely to attend the event 
physically."

What will prevail in the virtual future of people - opportunities or threats, the 
future itself will show. Including for the tourism business. For this future, however, 
it must be ready.
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THE TRANSITION OF THE BULGARIAN TOURIST INDUSTRY  
TO MARKET ECONOMY

Introduction

The transition of the Bulgarian society from a centralized planned model 
of development to a market-oriented model has posed certain requirements to all 
entities related to the tourist business and the formation of the tourist market in this 
country, namely, the state, the legal entities, individual professionals, the general 
public. The removal of state monopoly has allowed new players of various interests 
and means to enter the market. During the period of transition, market relations 
of various nature spontaneously took firm ground, which had controversial effect 
on the state and development of tourism as a whole. The unique mix of the posi-
tive emotion and attitude toward the forthcoming change to democracy on the one 
hand, and the lack of clear pragmatic action, on the other, which accompanied a 
transition unprecedented in the history of global economic development, lead to 
clashes of various domestic as well as foreign interests, it also ousted out the prag-
matic professional thinking and was a prerequisite for chaotic action. To this date, 
the character and type of structural reforms as a vision have not made the rules of 
the game for the subjects on the market any clearer, although there have been cer-
tain achievements in the tourist industry. The percentage of state ownership in the 
area of tourism is approximately 5-6%, there is also a substantial number of small 
and middle-sized businesses, a special Law of Tourism has been passed, the main 
purpose of the current licensing system governing the tourist business is to ensure 
sustained product quality, fair competition and protection of customer rights. Ac-
cording to various sources, the tourist industry's share of the GDP has been high 
- 9-11% during recent years. Tourist services sales amount to approximately 1.2 
billion US dollars from foreign tourists, which is about $400 per person, whereas 
the country spends around 500 million US dollars on travel of Bulgarian citizens 
abroad, which is on average about $165 per person. There is no official statistics 
on the consumption of tourist services by Bulgarians. If the figures given above are 
compared to the tourist potential of Bulgaria, which is not only substantial by the 
standards of the country, but also extremely varied and attractive, there can be only 
one conclusion, namely, in view of the state of Bulgarian economy as a whole, the 
tourist industry is developing successfully, however, in view of the tourist resource 
potential it is unsatisfactory.
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In order to conduct an assessment of the real parameters of the development 
of the tourist industry in Bulgaria in the period of transition to a market economy 
(1990 - 2003), we need to assess changes in the following aspects:

–	 the volume and structure of inbound tourist travel or the dynamics of emit-
ting markets;

–	 the volume and structure of tourist industry supply;
–	 SWOT analysis of Bulgaria as a tourist destination;
–	 the image of Bulgaria as a tourist destination;
–	 he parameters of the future development of Bulgaria as a tourist destina-

tion.

1. Positioning Bulgaria as a tourist destination

Bulgaria is mainly developing inbound tourism. With this in mind, it is im-
portant to determine its rank among other tourist destination countries. In 2002 
there were 2.993 m visitors with the purpose of tourism to the country, which meant 
a market share of 0.5% and ranked the country 29th among the top 50 destinations 
featuring over one million tourists. At the same time the main competitors of the 
country featured the following market shares in descending order: Greece - 2.1%, 
Turkey - 1.49%, Republic of Croatia - 0.8%. During a period of 20 years Bulgaria's 
global tourist market share has decreased 4 times. In 1980 the country had a market 
share of 1.92% and was ranked 15th in the list of tourist destinations. However, the 
structure of tourist travel is better. The share of visitors staying in the country has 
increased from 43.5% to 56.7% at the expense of through travelers. The majority of 
tourist trip destinations are the sea - 70%, the mountains - 10%, and the remaining 
20% are other places. According to the purpose of travel those fall into the follow-
ing categories: vacation - 47.8%, business - 3.6%, visiting friends and relatives 
- 0.7%, alternative tourism - 4.4%, and through travelers - 43.5%. According to 
the share of vacation trips to the sea, Bulgaria is no exception from global tenden-
cies, but as far as business trips and the other types of non-through tourist travel is 
concerned, it is falling behind. The last three years are characterized by the fastest 
growth rates of inbound tourist travel ever - 12% in 2000, 14% in 2001, 9% in 2002, 
but absolute values remain low. In absolute values, Bulgaria has not yet been able to 
reach the top levels of 1985 - 7.3 million, and 1990 - 10.33 million foreign visitors.

Bulgaria's main emitting markets are concentrated in Southern Europe - 38%, 
Central and Eastern Europe - 31%, and the Eastern Mediterranean - 14%. Western 
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Europe features 10%, Northern Europe - 4% and the other regions of the world - 
3%. During the last two years there has been a substantial increase in the number of 
tourists from countries in the European Union. The latter have reached 1.243 mil-
lion and represent 41% of those staying in the country with the purpose of tourism. 
German tourists have prevailed both before and after the changes that have taken 
place. Their number reached almost 600,000 back in 1988, it fell to 136,000 during 
the crisis of 1991; however, it rose to 470,000 in 2002 and in 2003 it is expected 
to reach 700,000. In absolute figures tourists from Greece come second - 391,000, 
those from Great Britain numbered 110,000, Sweden and Denmark - around 70,000, 
Finland - 29,000, France and Austria - 27,000 each.

The number of tourists from the former socialist countries, which featured 
a drastic decline of almost 20 times during the period 1989 - 1993, is currently on 
the rise again, at rates varying from 5 to 20%, the absolute values, however, being 
pretty low: Poland - 48,000, Czech Republic - around 48,000, Slovakia - 42,000, 
etc. The entry visa restrictions imposed on tourists from Russia and the Ukraine 
have led to a renewed decline in the already fluctuating markets of Russia - 99,000 
and the Ukraine - 39,000.

The above data allows us to draw the following conclusions:
–	 despite the general decrease in inbound tourist travel to Bulgaria, the main 

emitting markets of the country are preserved, since the decrease in the main mar-
kets is not compensated for by any substantial new additions;

–	 the target orientation of inbound travel to Bulgaria is shifting in a positive 
direction;

–	 there is the serious threat of a market vacuum in case German tourists 
withdraw from the latter;

–	 there is also the favorable tendency of binding Bulgarian tourism to EU 
countries.

–	 the big market share of inbound tourist travel from the countries in the 
region is in line with the trend of developing close destination tourism, however 
it is a risk factor having in mind the situation in Eastern and Southeastern Europe;

–	 the maintained high growth rates of inbound tourist travel will allow the 
country to regain its advantageous position in the global tourist market.

The changes that have taken place in Bulgarian tourist supply have to do 
with the privatization of state tourist structures, which, according to the level of 
asset concentration and tourist service potential, used to rank among the top ten in 
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the world; the inflow of free capital for the development of tourist superstructure 
and infrastructure as well as the suitability of the state and the new market subjects 
to defend the interests of entrepreneurs. The ability of tourist industry to generate 
fast profits in the short run has attracted unprecedented interest to the privatization 
of the various tourist sites, it also channeled capital flows from other sectors into 
tourism, despite the scarcity of the latter in Bulgarian economy as a whole; it made 
it easier to attract credit institutions which served not only privatization itself but 
also the construction of new sites. As a result, the share of one and two-star hotels 
fell from 65.4% in 1990 to 31.2%, and that of three-star tourist establishments grew 
from 25% in 1990 to 42% and is still going up. The percentage of four and five-star 
high-class establishments has increased considerably. According to data supplied 
by the Bulgarian Ministry of Economy, in 2002, the tourist industry received 10% 
of the total investment in Bulgarian economy amounting to 3.6 billion BG leva. Up 
to 2000, 230 million of the foreign investment in this country went into the privati-
zation of tourist sites, while another 142 million was spent on the construction of 
new sites. Thus, by volume of investment, tourism ranks fourth, after the industrial, 
trade and financial sector. A particular type of investment into renovation, recon-
struction and modernization of available facilities in tourism is financing against 
future tourist services, which is used by foreign tour operators, mainly those from 
Germany. Thus, within a period of slightly over ten years, the number of hotels in 
this country rose from 627 in 1990 to 1682, while the number of beds tripled and 
reached 300,000 according to expert reports. It should be noted here that in this 
country it is beds rather than rooms that are counted and reported, as different from 
the practice adopted in the rest of the world. Also, there is no accurate official statis-
tics on the real capacity of lodging facilities for tourists. Many of the small family 
hotels and boarding houses are still to be officially registered. Again, referring to 
expert reports, it is assumed that about a third of all beds are found in establish-
ments, featuring a capacity of less than 30 beds, whereas the average capacity of a 
hotel establishment in the traditional mountain and sea resorts of the country rises 
to around 300 to 320 beds. Those are large establishments by the standards of this 
country. The hospitality product has been substantially enriched with infrastruc-
tural elements - swimming pools, fitness halls, balneological and wellness centers, 
animation centers for kids, hobby centers, sports complexes, etc. The expansion 
of construction works not only increased the quality of the tourist product, but 
also created conditions for its diversification, encompassing new tourist resources, 
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related to the urban and rural environment, the cultural and historical heritage, busi-
ness, the social and political life of the country. At the same time there appeared 
certain negative tendencies. The supply growth rate is considerably higher than that 
of demand for Bulgaria as a tourist destination, the saturation index is inexorably 
going up which has an adverse effect on the quality of unique tourist resources. The 
sporadic nationwide supply (the only exception being a few large market structures, 
such as Albena AD; Balkantourist Holding, etc.), dominated by small and financial-
ly not very powerful companies, is highly dependent on the expansion of the large 
European tourist groups. All that reduces the country's revenues from tourist activi-
ties, it is also responsible for what are some of the lowest pay levels in the system of 
tourist services and therefore stifles motivation among qualified personnel, reduces 
the quality of the product, leads to substantial amounts of money spent on satisfying 
tourist claims, holds price levels down, thus, affecting the general competitiveness 
of tourism activity and its profit-generating potential, and actually increases the 
export of national income instead of diminishing it. On the other hand, the difficult 
conditions in which tourism activities are carried out as a result of the global situa-
tion, the real state of the economy and the infrastructure in general in this country, 
the frequent changes in legislation, high interest rates on credit financing despite 
the great number of support programs, are all further obstacles to the development 
of tourist business in this country and tourism companies are forced to support the 
"gray" economy. It can be presumed that the above difficulties accompanying tour-
ist services supply in Bulgaria will lead to distinct processes of horizontal, vertical 
and diagonal concentration and the formation of oligopolies, which will serve bet-
ter the interests of Bulgarian entrepreneurs in present-day conditions of globaliza-
tion and tough competition in attracting solvent tourists.

The actual rating of a tourist destination's capability to attract tourists is, after 
all, done by the tourists themselves. They travel in order to see things which are 
unique to a particular place or country, based on an image of something they will 
never forget ingrained in their mind (D. Ogilvy). As far as Bulgaria is concerned, 
the way the "unique selling proposition" is taken varies - the image of the country 
ranges from negative to positive, paradoxical or even deceptive. The positive image 
is associated with something warm, enjoyable and cheap; a curious find; a basket 
full of vegetables, attractive beaches. The negative image might have to do with 
its being a Balkan country, the poor state, the low standard of living. The para-
doxical images of the country are mainly connected with the way of living, as, for 
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instance, the unique mix of luxury cars and donkey-drawn carts, sometimes seen in 
the streets. The deceptive images are mainly because of insufficient knowledge of 
the country, which is probably why Orpheus, the Thracian musician, is perceived 
as a black person, the town of Pomorie on the Black Sea coast is described as a 
little-known Greek village, etc. The examples given above make it clear that the 
transition to a market economy has not contributed to the forming of "a global trade 
mark" ensuring the sale of the new tourist product of Bulgaria. There have been 
made certain attempts in that direction, however, those show that there has been 
achieved no internal connection between the messages being communicated in the 
form of "Vacation in Bulgaria - say yes !; Bulgaria - a land of masts !; Bulgaria - a 
vacation in many colors !" and so on, and, on the other hand, the effect a trip to 
Bulgaria has or has not had on tourists so that their image of the country is only 
positive. The image of Bulgaria as a tourist destination is promoted also by national 
advertising, which can be said to be insufficient. Too little is spent on advertising 
not only by the state but also by the tourist business itself.

There is a lack of advertising means of adequate quality, there is no PR sys-
tem, the forums aimed at promoting the Bulgarian tourist product overseas are too 
limited. The main excuse given is the lack of funds. However, there is also the lack 
of adequate marketing approach and the very few efforts made in that respect lead 
to a difficult and often mistaken "recognition" of the country by its potential tourists.

The diagnostics of Bulgarian tourism during the period of transition to a mar-
ket economy could very broadly be done with the help of the SWOT analysis. Some 
of the strengths are the attractive tourist resources, the process of creating a quality 
tourist product, low price levels, a fact which is an attraction to tourists, the hospi-
tality typical of the population. The main weaknesses have to do with the uneven 
national supply, the unfavorable image, insufficient tourist communication, lack 
of motivation among qualified personnel, low domestic tourism demand. Oppor-
tunities are seen as further effective utilization of tourist resources, stimulating the 
domestic market, good marketing, correcting the image of the country, motivating 
personnel, diversifying the tourist product, further developing distribution includ-
ing the use of the Internet, creating a National Tourist Organization, which will look 
after the interests of business, incentives on the part of the state. Certain threats, 
such as restrictive legislation, international competition, the quality of infrastruc-
ture, tourist area pollution, lack of professional work force in tourist services, inef-
fective international agreements, etc. can limit the development of tourism in this 
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country.
The present survey of Bulgarian tourist industry transformation allows 

us to conclude:
–	 tourism is entirely privatized;
–	 there are certain favorable conditions for its active development, owing to 

the rich tourist potential of the country;
–	 many of the weaknesses observed in the tourist industry have to do with 

the general situation in the country and the characteristic features of the period of 
transition as a whole; we believe the latter is not over yet as far the other sectors of 
the economy are concerned;

–	 the broken links between tourism and the other branches of the economy 
have an adverse effect on its logistics base;

–	 the economic conditions for the development of business may turn out to 
be an obstacle to attracting investments, developing a quality product and eventu-
ally securing solvent customers;

–	 if the current image of Bulgaria as a cheap destination is preserved, this 
country will continue to develop mainly the type of tourism that is of low efficiency;

Despite these rather unfavorable prospects for the development of tourism 
in Bulgaria, it must be noted that there has been achieved considerable advance-
ment with respect to the quality of the facilities and equipment in comparison with 
the beginning of the period of transition. Provided business people are able to take 
advantage of the kind of unique nature found in this country, the stunning history, 
the amazing authentic culture, the hospitality of Bulgarian people and then use all 
that to create a modern, original tourist product, the tourist industry of this country 
will develop successfully.
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POSITION OF DESTINATION BULGARIA IN A WORLD-RANGE-LIST 
OF TOURIST DESTINATIONS COMPETITIVENESS (2019)  

AND POSSIBILITIES FOR POSITIVE CHANGE

Introduction 

Before the Covid-19 pandemic crashed global tourism down to almost 
"ground zero" it was a phenomenon of proven important significance for contem-
porary society. The 1.4 billion international tourists who undertook a travel in 2018 
generated 1.7 trillion US dollars in revenue, representing 7% of global exports, 
29% of services exports (UNWTO, 2019) and 10.3% of global GDP (WTTC, 
2019). These figures range tourism in third place as an export sector after the ones 
of chemical products and fuels, ahead of the auto and food industries. The tourism 
sector creates the most jobs - one in each 10. In absolute figures, these are more than 
120 million people directly involved in the provision of tourism services, or nearly 
4% of all jobs, and indirectly the sector supports over 330 million jobs or nearly 
10% of all. (UNWTO 2018; WTTC 2019).

Europe, in particular the European Union (EU), is a leading tourist destina-
tion and a major emitting market for international tourism with a 51% market share 
of tourist arrivals, which in absolute numbers are 710 million; 48% of the depar-
tures of the European population for the purpose of tourism worldwide and 39% 
of the realized revenues, equal to 570 trillion US dollars. The tourism sector also 
supports a 10% share of European GDP as well as a 12% share of EU jobs, equal 
to 13 million. 

In the context of international tourism, according to data from the Ministry 
of Tourism, destination Bulgaria registered 9,273,000 arrivals of foreign tourists in 
2019, from which 3.6 billion euros of revenue were realized (January-November 
2019). The share of the tourism sector in the GDP of the country in 2019 is about 
8%. The sector supports over 346,000 direct and indirect jobs, around 11% of all 
employment.

The market share of destination Bulgaria in terms of tourist visits is 1.3%, 
and in terms of the volume of revenues from them – 0.7% (UNWTO, 2020). From 
the point of view of world tourism, these shares are negligibly small, but for the 
country its participation in the tourist market is of essential importance because of 
the potential it has to develop tourism and its importance for the national economy. 
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That is why here we will look for an assessment of the country's opportunities to 
position itself competitively among all the destinations for which data is provided 
and analyzed. "The Travel & Tourism Competitiveness Report 2019" of the World 
Economic Forum in Davos provides the opportunity to analyze how the world 
"views" Bulgaria as a tourist destination.

On this basis, the aim of the present study is to highlight the strengths and 
weaknesses of the competitive potential of tourist destination Bulgaria compared 
to the leading achievements of the most prominent competitors in Europe and the 
Balkan Peninsula and formulate some guidelines for positive change to increase its 
competitiveness.

1. Thesis statement and methodology 

Today, every tourist destination implements aggressive policies to win back 
tourists as well as attract new visitors to cover large economic losses. The presence 
of a large potential of tourist demand as a consequence of the tourist travels not car-
ried out during the pandemic is a favorable circumstance for regaining the market 
positions of the destinations. At the same time, significant differences are observed 
in the way people choose their tourist travel. In the foreground is the demand that it 
guarantees them the desired, positive experience in an authentic, sustainable envi-
ronment, with security and safety. On the basis of preliminary detailed information 
from all sources and media, the choice is of a destination with "nature and clean 
air", familiar attitude towards tourists and approval of the "price-quality" ratio of 
the tourist product. Travel closer to home is chosen (the concept of staycation ap-
peared), opportunities are sought for more "outdoor" experiences in a rural environ-
ment, consumption of local food. Travels have longer layovers and higher travel 
costs, mainly due to longer layovers. 

The dynamics of the ongoing processes are intensified as a result of the ex-
traordinary mobility of potential tourists, the ability to quickly change decisions on 
how, when and what tourist travel to undertake under the influence of stimulating 
or deterring factors of any nature. As a result, the competitive struggle to attract one 
or other segments of tourists is growing. These circumstances require the tourism 
business and tourism-related institutions to react quickly and adequately with new, 
more flexible behavior to improve their own offer compared to that of competi-
tors. Every element forming the complex tourist product and the corresponding of-
fer (nature, cultural-historical heritage, cultural, health and socio-economic living 
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environment of local communities, political stability, tourist infrastructure, super 
structure and services, security and safety of tourists, etc.) must provide the tourist 
with the desired attractions and experience.

The comprehensive assessment of the overall quality level of the tourist offer 
determines its competitiveness. 

The specialized literature on the issues of competitiveness, including that of 
a tourist destination, is rich in both concepts and empirical studies of many foreign, 
but also several Bulgarian authors. After presenting the views of several leading 
foreign authors, Stoyan Marinov (2013) noted the following main positions for the 
competitiveness of a tourist destination: it is equivalent to its quantitative market 
successes, to the ability to create products with added value, to generate economic 
prosperity, it is an integral consequence of the interaction of multiple factors, in-
cluding strategic management and marketing.

According to OECD, (2013/02 Tourism Papers) "Tourism competitiveness 
for a destination is about the ability of the place to optimize its attractiveness for 
residents and non-residents, to deliver quality, innovative, and attractive (e.g. pro-
viding good value for money) tourism services to consumers and to gain market 
shares on the domestic and global market places, while ensuring that the available 
resources supporting tourism are used efficiently and in a sustainable way."

Luisa Marti and Rosa Puertas (2017) mention that according to the World 
Economic Forum (WEF,2011) "competitiveness is the degree to which a nation 
can, under free and fair market conditions, produce goods and services that meet 
the test of international markets while simultaneously expanding the real incomes 
of their citizens at long and medium term". Webster and Ivanov (2014) attempt to 
explore this idea, using the Travel and Tourism Competitiveness Index (TTCI). In 
their empirical part of the research, both authors use the TTCI to present the com-
petitiveness of European Mediterranean countries.

Kr. Levkov (2017) also uses the information from the WEF-TTCI report 
(2017) to outline the tourism competitiveness of the Black Sea Region and the po-
sition of destination Bulgaria.

If we assume that the competitiveness of each tourist destination is a synthe-
sized expression of the market realization of its potentials in conditions of compe-
tition with "N" number of other tourist destinations, then the comparison with the 
competitors allows a quick orientation to preserve the achieved results and search 
for opportunities for overcoming of admitted weaknesses.
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The OECD (Organization for Economic Co-operation and Development) 
definition of tourism destination competitiveness cited above is the basis for the 
development of a system of indicators for measuring tourism competitiveness. 
The Travel and Tourism Competitiveness Index Report of WEF – Davos (WEF_
TTCR_2019) gives detailed, specific, empirical information on the competitive po-
tential of each of the 140 tourist destinations observed in 2019 on all continents. A 
huge amount of data is collected for the preparation of the report, 2/3 of which are 
statistics from the UNWTO (World Tourism Organization of the United Nations), 
WTTC (World Travel and Tourism Council), but also from the World Bank and 
many others. The institution "World Economic Forum" itself collects the remaining 
1/3 of the data based on the expert opinion of more than 16,000 businessmen and 
business leaders in the field of tourism. 

The "Travel and Tourism Competitiveness Index" (TTCI) is based on 4 com-
plex sub-indices: 1. Environment; 2. Tourism Policy; 3. Air, Ground, Port and Tour-
ist Service Infrastructure; 4. Natural, Cultural Resources and Business Travel. Each 
sub-index is monitored by several positions, which are a total of 14, including 90 
individual indices. Thus, the Environment sub-index includes: Business Environ-
ment with 12 individual indicators; Safety and Security with 5 indicators; Health 
and Hygiene with 6 indicators; Human Resources and Labor Market - 9 indicators; 
ICT Readiness (online network) - 8 indicators. To the Tourism Policy are observed: 
Prioritization of Travel and Tourism - 6 indicators; International Openness - 3 in-
dicators; Price Competitiveness - 4 indicators, etc. On this basis, individual tourist 
destinations are ranked. The summary ranking of the 140 destinations is presented 
on p.15 of the report.

2. Assessment of the competitiveness of destination Bulgaria according  
to TTCI in comparison with Europe and Balkan countries

In "The Travel & Tourism Competitiveness Report 2019", the distribution 
of tourist visits for Europe by region is as follows: Western Europe - 50%; South-
ern Europe - 27%; Northern Europe - 4%; Eurasia - 11% and Eastern Europe and 
Balkan countries - 8%. According to the calculated complex index of tourism com-
petitiveness, Bulgaria is at 45th position in the world out of 140 analyzed countries 
(economies). At the same time, according to the value of the overall assessment 
- 4.2, as European destination, Bulgaria is at the 26th position. The 10th highest rat-
ed European destinations are: Spain- 5.4, France-5.4, Germany-5.4, United King-



99

dom-5.2, Italy-5.1, Switzerland-5.0, Austria-5.0, Portugal- 4.9, Netherlands-4.8 
and Norway-4.6.

The assessment in relation to our neighboring countries - Turkey, Greece, 
RNM, Serbia and Romania, which are the main emitting markets for the destina-
tion, but also competitors - Bulgaria is positioned after Greece - 4.5, and Turkey 
- 4.2, but before Romania - 4.0; Serbia - 3.6 and RNM - 3.4.

According to the data on the sub-indices that form the value of the com-
plex index for tourism competitiveness, shown in the Annex to the cited report, the 
scores for the "favorable environment" sub-index are as follows: Romania - 5.2; 
Bulgaria - 5.2 (second place); Greece and Serbia - 5.2 each; RNM - 4.9 and Turkey 
- 4.6; for the sub-index "travel facilitation" the ranking is as follows: Greece and 
Bulgaria - 4.8 each (second place); Turkey and Romania – 4.5 each; Serbia - 4.3 
and RNM - 3.8; for the "general infrastructure" sub-index, Bulgaria is in third place 
- 4.0 after Greece - 4.8 and Turkey - 4.4 and before Romania - 3.5, Serbia - 3.2 and 
RNM-3.0; the values of the "natural and cultural resources" sub-index again ranks 
Bulgaria in third place - 2.9. The leader is Greece - 3.4, followed by Turkey -3.3, 
and after Bulgaria come Romania - 2.8; Serbia - 1.9 and RNM - 1.8. The low value 
of the ratings for all destinations is striking. Each of them relies on the peculiarities 
of its natural and cultural resources for the development of tourism. Situated glob-
ally, they are obviously inferior to other, more competitive destinations. A separate 
sub-index only for "natural resources" changes the ranking without, however, a 
significant change in the value of the assessments. Bulgaria takes the leading posi-
tion - 3.7, followed by Greece - 3.5; Romania - 3.2, Turkey - 2.8; RNM - 2.2 and 
Serbia - 2.1. According to the ratings for the "business environment" sub-index, 
Bulgaria is the most attractive for investments - 4.4, followed by Turkey, Serbia 
and Romania with the same rating; RNM - 4.3 and Greece - 3.9; the score for the 
"security" sub-index gives Bulgaria the penultimate place - 5.2, followed by the 
RNM - 5.2 and Turkey - 4.3. Leading is Romania - 6.0, followed by Greece - 5.6 
and Serbia - 5.5. The overall high level of evaluations is impressive.

The scores for the sub-index "health and hygiene" have high values. Bulgaria 
is leading, with a score close to the maximum - 6.7. Followed by: Greece - 6.5; Ser-
bia - 6.3; Romania - 6.1; RNM - 6.0 and Turkey - 5.5. The ratings for the "human re-
sources and labor markets" sub-index once again give Bulgaria the third place - 4.6, 
led by Serbia and Greece - 4.7 each, followed by Romania - 4.5; Turkey - 4.2 and 
RNM - 4.1. The ranking of Bulgaria according to the "responsiveness" sub-index is 
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in second place - 5.2. Greece is leading with the same rating of 5.2. With the same 
assessment, Romania occupies third position, followed by Serbia - 5.1; RNM - 4.7 
and Turkey - 4.6. According to the scores for the sub-index "priority for travel and 
tourism", i.e. choice of destination, Bulgaria is again in third place - 4.7, significant-
ly after Greece - 5.6 and Turkey- 5.1, followed by Romania - 4.1; Serbia - 3.9 and 
RNM - 3.7. With a score of 3.9 for the "openness to the world" sub-index, Bulgaria 
is again in third position. First is Greece - 4.1, second is Romania - 3.9. Followed by 
Turkey - 3.8; Serbia - 3.2 and RNM - 2.3. The rating for the "price competitiveness" 
sub-index gives Bulgaria the second place - 5.7. RNM with 5.8 is leading. Next are 
Turkey - 5.6; Romania - 5.6; Serbia - 5.5. The last position is for Greece – 4.9. The 
proximity of the ratings and their values show that price is a serious competitive 
mechanism for each of the destinations. According to the scores for the "environ-
mental sustainability" sub-index, Bulgaria is the leading destination - 4.8, followed 
by: Greece and Serbia with 4.5 each; Romania - 4.4; Turkey - 3.7 and RNM – 3.6. 
Scores for the "air transport infrastructure" sub-index rank the surveyed destina-
tions in two poles. The leaders are Greece - 4.8 and Turkey - 4.7, and the laggards 
are Romania - 2.7; Bulgaria in fourth place -2.7; Serbia - 2.6 and RNM – 2.4. The 
scores for the "land and port infrastructure" sub-index are also low. Bulgaria is in 
third place - 3.2, after Greece - 3.8 and Turkey -3.6. Next are Romania - 3.1; Serbia 
- 3.0 and RNM - 2.6. The rating of 6.0 for Bulgaria for the sub-index "infrastructure 
for tourist services" puts it in the leading position. Followed by: Greece - 5.8; Tur-
key - 5.0; Romania - 4.6, Serbia and RNM with equal ratings – 3.9. However, the 
"cultural resources for tourism and business travel" sub-index has low evaluation 
values for the studied destinations and ranks Bulgaria in fourth place - 2.1. Before 
it are Turkey - 3.8; Greece - 3.3; Romania - 2.3 and it is followed by Serbia - 1.7 
and RNM - 1.4. 

With the 45th position of Bulgaria, the following ranking is observed: for the 
main competitors for sea vacation tourism: Greece - 25; Croatia - 27; Turkey - 43. 
Bulgaria is closest in terms of competitiveness to Turkey. Greece is leading. For 
the main competitors for ski tourism: France - 2; Italy - 8; Switzerland - 10; Aus-
tria - 11 and Slovenia - 36, Bulgaria is a relatively far less competitive destination 
even than Slovenia. France is leading. The main competitors for health tourism are 
Czech Republic - 38; Turkey - 43; Hungary - 48. Bulgaria has a chance to be com-
petitive. The Czech Republic is leading. The main competitors for cultural tourism 
are Spain - 1; Italy - 8; Greece - 25; Turkey - 43; Romania - 56. The competitive 
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range is too large to be able to determine the competitiveness of Bulgaria. Interest-
ing why France is missing. Spain is leading. The main competitors for eco-tourism 
are Spain - 1; Switzerland - 10; Austria - 11; Croatia - 27; Slovenia - 36. Bulgaria 
is at a significantly lower position. Spain is leading. The main competitors for rural 
tourism are Austria - 11; Greece - 25; Croatia - 27; Slovenia - 36; Turkey - 43. Ro-
mania takes 56th position. Bulgaria has a chance to position itself closer to or be-
fore Turkey. Austria is leading. The main competitors for wine and gourmet tourism 
are France - 2; Italy - 8; Switzerland - 10; Austria - 11; Slovenia - 36. Bulgaria is 
weakly competitive with a rank of 45. The leader is France. The main competitors 
for golf tourism are France - 2; Austria - 11; Greece - 25; Croatia - 27; Turkey - 43. 
The competitive position of Bulgaria is close to Turkey. France is leading.

It is clear from the data that the pillars of the index of competitiveness of 
tourist destination Bulgaria are: the healthy and hygienic environment; tourist ser-
vices; the prices; environmental sustainability; the international "openness" of the 
country and its natural resources. 

A great advantage of the destination is the presence of a well-developed net-
work of modern medical and dental centers that also practice in the field of health 
and dental tourism. Apart from them, all resorts in the country are provided with 
medical facilities, providing timely medical intervention in case of need. The po-
tential of spa and wellness tourism is significant.

According to the value of the point scores, the weakest sides of Bulgaria as a 
tourist destination stand out in terms of cultural resources and business travel, road, 
port and air transport infrastructure. In the overall ranking, the lowest 93 position 
for the country is given to safety and security, but as a score this index has a higher 
value (5.2). Worrying are the lower-than-average ratings for Europe on the indices 
of priority of tourism, human resources and labor market, business environment. It 
is necessary to conclude that there is a discrepancy between the efforts of the tour-
ism sector and the surrounding basic resource environment in the country, probably 
caused by poor management and a lack of policies for better binding and use of 
existing opportunities.

In Bulgaria, the balance between tourist resources, common infra and super-
structure is disturbed. The cultural-historical heritage is not managed with the "care 
of a good owner" and is not socialized for tourists (difficult access, lack of informa-
tion and additional services, language barrier for foreign tourists).

Low scores for the destination on the sub-indexes "natural and cultural re-
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sources" and "cultural resources for tourism and business travel", while a high in-
dependent score on the sub-index "natural resources" indicates that the cultural 
identity of the destination is unknown.

From the point of view of the competitiveness of the destination in relation to 
the area, i.e. neighboring countries - competitors, its qualities stand out much better.

3. Policies for positive change of competitiveness potential  
of tourist destination Bulgaria 

The priorities of the national tourism policy must guarantee the preservation 
of the strengths of the competitiveness of destination Bulgaria and the elimination 
of the problems that reduce it.

Policies to preserve the attractive strength of the country's tourism resources 
are of prime importance. It is imperative to carry out a complete revision of the 
carrying capacity of the respective territories where tourism is developed in order 
to take concrete steps for changes and modernization of the existing infrastructure 
and superstructure in the direction of improving the complex tourist product and 
ensuring its quality sustainability.

The policies for distinguishing the tourist identity of destination Bulgaria 
when forming the portfolio of its complex tourist product should preferably reflect 
its culture, especially the intangible cultural heritage based on all types and forms 
of folklore. A prerequisite for such an orientation is the mass revival of the popula-
tion's interest in folklore, as well as the growing popularity and interest in it abroad.

Targeted efforts are necessary to use the good conditions existing in the coun-
try for the large-scale development of health tourism, as an element of the complex 
tourist offer.

It is necessary to apply ubiquitous, modern marketing by using the available 
large databases for quick orientation to potential tourists who recognize Bulgaria 
as a desirable, close and preferred destination. The international tourism market 
is now characterized as a "seller's market", i.e. with significant demand for tourist 
travel, but with a fully informed and pragmatic choice on the part of individuals, 
according to their perceived need for a specific experience. This circumstance re-
quires adequate marketing actions to attract those of the potential tourists who will 
contribute the most to the sustainable development of tourism in the destination. 
The time has come for the Ministry of Tourism to set up a National Agency for 
Tourism Marketing, which will assume strategic responsibilities for marketing ac-
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tivities at the macro, mezzo and micro level for destination Bulgaria.
One of the main priorities of the Ministry of Tourism, as well as of the branch 

organizations, should be the policies guaranteeing continuous care for tourist per-
sonnel (Sv. Rakadzhiyska, 2022). The country has a very good, multi-level educa-
tional system for training professionals for the needs of tourism. The problem is 
that trained personnel choose to work abroad or in other fields, and the country is 
committed to attracting personnel from abroad, in most cases with low or missing 
appropriate qualifications. The low pay, the short seasonal engagement, the work-
ing conditions, create a dissonance between the obtained qualification and the pro-
fessional realization. It is known that in tourism without good professionals, who 
with their skills ensure the comfort and experiences of tourists, a quality tourist 
product cannot be created. 

Instead of a conclusion

Tourism is a phenomenon related to all aspects of what is happening in des-
tination Bulgaria.

It is necessary to minimize the negatives through better regulations and con-
trol over the processes in the country. The greater transparency of business deci-
sions and the implementation of an active policy to overcome the personnel prob-
lem will help to increase the quality of the tourist supply. Special care must be taken 
regarding the safety, security and satisfaction of both tourists and those involved in 
tourism development to increase the country's competitive rating.

It is necessary to tie the development of tourism more closely with the nation-
wide, public and business interests because any divergence between them reflects 
on the quality of the tourist product, the standard of living of the local communities 
and the international positions of the country. Tourism can be an exceptional factor 
for increasing the gross domestic product, directly through the revenue from the 
sale of tourist services and indirectly, stimulating the other sectors of the national 
economy providing its logistics, but it can also be a channel for the outflow of na-
tional income. Maintaining high competitiveness of the tourism sector is a prereq-
uisite for increasing the rating of Bulgaria as a tourist destination internationally. 
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EUROPEAN INTEGRATION INFLUENCE ON BULGARIAN TOURISM 
DEVELOPMENT

Introduction

Global tourism is a phenomenon of proven significant importance to modern 
society. The 1.4 billion international tourists who undertook travel in 2018 con-
tributed US$1.7 trillion in revenue, accounting for 7% of global exports, 29% of 
services exports (UNWTO, 2019) and 10.3% of global GDP (WTTC, 2019). These 
figures rank tourism third as an export sector after those of chemical products and 
fuels, ahead of the automotive and food industries. The tourism sector creates the 
most jobs - one in 10. In absolute terms, this is more than 120 million people di-
rectly engaged in tourist service provision, or nearly 4% of all jobs, with the sector 
indirectly supporting more than 330 million jobs, or nearly 10% of all jobs (UN-
WTO, 2018; WTTC, 2019).

Europe, and in particular the European Union (EU), is both a leading tour-
ist destination and a major emissive market for international tourism, with a 51% 
market share of tourist arrivals, which in absolute terms amount to 710 million; 
48% of departures of the European population with tourist purpose worldwide; and 
39% of revenue generated, equal to US$ 570 trillion. The tourism sector also main-
tains a 10% share of European GDP and a 12% share of EU jobs, equivalent to 13 
million. Coastal and maritime tourism in Europe accounts for more than a third of 
the maritime economy, employing 3.2 million workers, most of them aged 16-35, 
particularly in the Atlantic and Mediterranean regions. 

In the context of international tourism, according to the data of the Ministry 
of Tourism, in 2019 destination Bulgaria has registered 9 273 000 arrivals of foreign 
tourists, from which 3.6 billion euro of revenues were realized (January-November 
2019), corresponding to market shares of 1.3% and 0.8% respectively. The share 
of the tourism sector in the country's GDP is around 8%. The sector supports over 
346,000 direct and indirect jobs, about 11% of total employment.

The creation and delivery of diverse, integrated tourist services/products pre-
supposes the integrated participation of various providers - both for-profit and non-
profit organizations. The fact that through tourism a specific product is realized, a 
privilege of certain territories, an export effect is achieved without the movement 
of masses of goods abroad, additional incentives are created for the development 
of other economic sectors, activities related to the culture and lifestyle of the local 
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population are carried out, which otherwise have no realization, attracts the atten-
tion of state and international institutions and their alliances. In this context, the Eu-
ropean integration of destination Bulgaria in the general development of European 
tourism follows the main guidelines developed by the European Parliament (EP), 
the Council of Europe (CoE), the European Commission (EC) and the European 
Commission for Tourism (ECT). The actual integration is based on real support 
for the development of tourism in the country through financial and technical as-
sistance as well as through the generation of partnerships for the sharing and im-
plementation of good practices between EU Member States and between them and 
third countries.

	 The present study is an attempt to reveal and evaluate the main aspects of 
the European assistance to tourist destination Bulgaria in the implementation of 
activities related to the long-term, sustainable development of tourism in line with 
European and global trends.

	 The methodology of the study is based on the programmed objective ap-
proach. It is used to derive the programmatic frameworks for tourism develop-
ment in the EU; and the related main financial mechanisms to support the market 
positioning of destination Bulgaria. For this purpose, information from documents 
of the European institutions, information on and from individual projects, publicly 
available opinions and evaluations of project implementers and beneficiaries as 
well as own observations are used. The methods of theoretical and comparative 
analysis and synthesis are applied to assess the evidence. The limited size of the 
publication allows only an illustrative presentation of the information on the Euro-
pean support to tourist destination Bulgaria through the activities of the Ministry 
of Tourism as the main beneficiary. The presumption is that the high degree of 
concentration of activities in the state institution provides insight into the types of 
European assistance to the country's tourism sector, as well as its results.

1. Programming frameworks of the European institutions for tourism 
development

The EU Resolution of 21 May 2002 (EC_2002/C135/01) in accordance with 
ECT Directive 95/57 "Working together for the future of European tourism" states 
that "tourism is one of the main sectors of the European economy as a result of its 
contribution to GDP, separately for each Member State, the jobs generated, con-
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tributing to the achievement of the objectives formulated in Lisbon and Cardiff to 
create a genuine internal market for services, to achieve sustainable growth and 
social well-being, a better quality of life and European integration." Five key areas 
are identified that need to be developed to ensure the success of European tourism: 
information, education, quality, sustainable development and new technologies.

The Commission of the European Communities, in a forum paper entitled: 
"An Agenda for a Sustainable and Competitive European Tourism", held in Brussels, 
2007 (http://eur-lex.europe.eu/lex) formulated 12 principles of sustainable tourism 
development: "ensuring local prosperity; guaranteeing the physical integrity of ter-
ritories; protecting biodiversity; guaranteeing economic viability; guaranteeing the 
quality of employment of the workforce; ensuring social equity; satisfying the de-
mands of visitors; exercising local control; guaranteeing social well-being; efficient 
use of resources; preservation and development of cultural wealth; preserved nature 
and clean environment."

On the recommendation of the European Parliament, the EC has launched a 
number of initiatives to address current target problems of European tourism: the 
EDEN initiative to promote the development of the best, emerging and little-known 
European destinations (European Destination of Excellence); the COSME initia-
tive - Framework Programmed for the Competitiveness of Enterprises and SMEs; 
the CALYPSO initiative for year-round tourism by encouraging travel of four pop-
ulation groups: adults 55+; young people, disadvantaged people and poor families. 
Cross-border partnerships in the field of social tourism are encouraged. The "Sus-
tainable Tourism" Project, which includes the "Green Belt" route of 6800 km of 
roads from the Barents Sea to the Black Sea, aims to promote cycling and hiking. 
A "EuroVelo" network of 14 long-distance cycle routes has been established. Rec-
ognizing that regions are the national level of greatest strategic importance for the 
sustainable development of tourism and for boosting European destinations, the EC 
is also setting up the NECSTouR open network of European tourism regions. The 
European Regional Development Fund (ERDF), the INTERREG Projects, the Co-
hesion Fund for financing environmental and transport infrastructure, the European 
Social Fund (ESF) for stimulating employment, the European Agricultural Fund 
for Rural Development (EAFRD), the European Fisheries Fund (EFF) for restruc-
turing in the field of ecotourism, etc. are used as funding sources to boost regional 
tourism. It is evident that tourism does not have its own financial instrument and 
benefits from the opportunities provided under other financial instruments.
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In 2015, the European Parliament adopted a resolution (FTU-3.4.12 pdf) on 
new challenges and strategies to boost tourism in Europe. Attention is drawn to 
the digitization of distribution channels, the development of the sharing economy, 
the evolution of consumer behavior, the need to attract and retain skilled person-
nel, and the seasonal nature of tourism. It is recommended that the ECT, which 
unites national tourism organizations, should continue to further promote Europe 
as a leading tourist destination within a common European approach to implement-
ing the long-term strategy 'Destination Europe 2020' through a range of actions in 
the areas of marketing, creation of brands and the promotion of Europe as a tourist 
destination to third countries. One of the targeted measures in this respect is the 
designation of 2018 as the "European Year of Tourism - EU-China".

Recognizing the circumstance that Europe's tourism sector is dominated by 
SMEs, with a preponderance of micro-enterprises facing significant difficulties in 
promoting their services abroad and adapting to rapidly changing market condi-
tions, the EC has created the Tourism Business Portal to help them communicate 
to the market.

2. Projects financed by EU funds to support the development of tourism  
in destination Bulgaria

Within the two programming periods - 2007-2013 and 2014-2020, Bulgarian 
tourism is successively managed directly by the State Agency for Tourism, the Min-
istry of Economy, Energy and Tourism, and since 2014 by the Ministry of Tourism. 
For this reason, some EU projects have been launched by one beneficiary and com-
pleted by another. To track them, the information by the Ministry of Tourism is used, 
divided into two headings: completed projects and projects under implementation. 
Under the Operational Project "Regional Development", 12 completed projects are 
reported (www.tourism.government.g/g/kategorii/proekti/priklyuchili_proekti) as 
follows: "Marketing research and evaluation of the effectiveness of national mar-
keting" with a budget of BGN 4315360; "Integrated advertising campaigns of the 
Bulgarian tourist product in Germany, Great Britain and Russia" - BGN 7960800; 
"Communication campaign to promote domestic tourism in the Republic of Bul-
garia" - BGN 5432600; "Production and distribution of advertising and information 
materials for the promotion of Bulgaria as a tourist destination" - BGN 7897580; 
"Multimedia catalogue of tourist sites and electronic marketing of destination Bul-
garia" - BGN 6411440; "Year-round advertising on pan-European TV channels" 
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- BGN 7501480; "Creation of a network of Tourist Information Centers operating 
on the basis of uniform standards" - BGN 637020; "Development of a strategy for 
the brand "Bulgaria" and implementation in the practice of integrated and consist-
ent brand management - BGN 2822900; "Stimulation of the quality and sustainable 
development of tourist enterprises" - BGN 494028; "Communication campaign to 
promote domestic tourism in the Republic of Bulgaria" - BGN 3150000; "Conduct-
ing a year-long advertising campaign for Bulgaria on leading pan-European TV 
channels" - BGN 6280560; "Integrated communication campaign for Bulgaria on 
target markets; "Eco-tourism on the Danube" - project, part of the INTERREG V-A, 
has been completed and the main activities are related to the implementation of 
training in five modules and the creation of 10 transnational tourist products.

Although this study mainly presents the European support for the development 
of destination Bulgaria through the activities of the Ministry of Tourism, it is impera-
tive to note the activities at regional, municipal and company level that contribute 
to improving the quality and diversification of the destination's tourism products. 
The accessibility of the respective tourist sites as well as the environment in which 
they are located are being improved through projects under the Operational Project 
"Transport"; Operational Project "Environment"; Operational Project "Regional De-
velopment" under Priority Axis 1 "Sustainable and Integrated Urban Development". 
Under the same project managed by the Ministry of Culture, other projects have 
been supported for the benefit of 98 tourist attractions, including: the project of the 
Municipality of Varna for the creation of a regional tourist product "The Different 
Experience - Quality, Benefit and Value" in partnership with the municipalities of 
Avren, Aksakovo, Beloslav and Devnya; the unique Thracian tomb in the village 
of Sveshtari near the town of Isperih; the Archaeological Reserve "Abritus" in the 
town of Razgrad; the fortress "Kovachevsko Kale" near the town of Popovo; four 
cultural and historical attractions in the town of Bansko; the island of "St. Anasta-
sia" in Burgas; the Neolithic settlement at the village of Mursalevo, unparalleled in 
Europe; renovation of the art gallery in the town of Sozopol, etc. (information from 
Document - book of state institutions involved in the process of managing EU funds 
with the title "European Funds in Bulgaria. What We Achieve Together.", developed 
by "Lambadjev Standard" Ltd. and financially supported by the Operational Pro-
gramme "Good Governance", co-financed by the EU through the ESF).

Substantial support for rural tourism development is provided by the EA-
FRD under the Operational Projects for Rural Development. A subsidy of BGN 81 
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million has been invested mainly in the construction of guest houses, i.e. to create 
comfortable conditions for the provision of tourist services in an authentic rural 
environment, thus guaranteeing additional employment for the rural population 
and the possibility of raising their incomes (https://www.dfz.bg/prescentar/novini/
etapna_ocenka_ot_revizirani). In the section "Projects in progress" (www.tourism.
government.en/bg/category/projects-in-process-of-implementation) six projects 
are listed, as follows: under the INTERREG - Greece-Bulgaria Project - "Inno-
vative tools for the preservation and promotion of cultural and natural heritage 
in the cross-border region" with the acronym "TOURISM-e" as well as a project 
under the INTERREG - "DANUBE Transnational Program/Danube Region Strat-
egy - Culture and Tourism" for "Support to the coordinators of Priority Area 3 of 
the Danube Strategy for the period 2017-2019"; under the Operational Programme 
"Innovation and Competitiveness" - the project "Improving the quality of services 
of SMEs in tourism through the use of information and communication technolo-
gies (ICT) and web-based marketing"; the project "Health and Spa Tourism" GRO/
SME/18/C/065- Bulgaria Sanus per Aquam" (European Destination of Excellence); 
the project "Communication Campaign for the Promotion of EDEN Destinations in 
Bulgaria - 3rd Edition" - BG EDEN Campaign III, funded under the COSME Pro-
jects - 2014-2020, European Destination of Excellence (2018) (EDEN)-Promotion 
2017 - BG EDEN Campaign III (Bulgaria) and the project "Enhancing the Capacity 
of SMEs in the Tourism Sector by Supporting the Establishment and Functioning of 
Organizations for Management of Tourist Regions".

An important project related to the European Year of Tourism - EU-China 
measure, funded by the EU under the Black Sea Cooperation (European Neighbor-
hood Investment (ENI) - 92% and the Ministry of Regional Development, Directo-
rate for Territorial Cooperation Management - 8%) is the SILC - A new European 
Project for Cultural Tourism on Silk Road (http://www.culturaltourismsilkroad.net/). 

3. Attempt to evaluate the results of the implemented projects.  
Opportunities to improve integration processes

From the presented projects with European funding to support Bulgarian 
tourism, implemented by the Ministry of Tourism and other beneficiaries, it can 
be concluded that the focus is on three priorities: developing and diversifying the 
tourist product of destination Bulgaria; improving its market positioning and rec-
ognition, and improving the management of the tourism sector at local, regional 
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and national level. Although the number of small and micro tourism enterprises is 
significant - in 2019 alone 14724 accommodation establishments were registered 
through the ESTI system and the number of tour operators and travel agencies 
in the national register exceeds 3000 – the support for them is mainly indirect - 
through the Ministry of Tourism or through the municipalities.

Details of the actions taken, their quantity and type, can be found in the an-
nual monitoring reports of the Ministry of Tourism and in special bulletins on its 
official website (http://www.tourismgovernment.bg/). Undoubtedly, a great deal of 
work is being carried out, in the fulfillment of which a significant number of teams 
of administrators, experts, researchers with different competences, representatives 
of tourism companies and sites are being engaged. The results are thus well quanti-
fied. However, there is no assessment of the effectiveness of the results and effects 
obtained, i.e. there is no answer to the question "How?" have the relevant actions 
been implemented and what is their perspective, i.e. sustainability over time. Often 
such information is obtained on the basis of monitoring the public response in vari-
ous traditional and online media. While the restoration of the fortress of Tsari Mali 
Grad near the village of Belchin, 50 km. from the capital Sofia, the archaeological 
complex "Kaleto" - the town of Mezdra or the ancient settlement and late antique 
fortress on Cape St. Atanas near the city of Byala, Varna region, for example, are in-
dicated as success for the development of a tourist destination, the fortress "Krakra" 
near the town of Pernik, the cave "Ledenika" near the town of Vratsa, as well as 
the constructions in the National Archaeological Reserve "Yaylata" on the North-
ern Black Sea coast are qualified as butaphoric attractions that destroy the natural, 
historical and cultural identity of the sites. According to Dubois et Jolibert (1989) 
"the product from a marketing point of view is the "response" of any tourism enter-
prise to consumer demand" and according to Seth Godin (2004/2005) "marketing is 
contained in the product itself." Although most projects emphasize the application 
of marketing, in practice its application remains partial, episodic and incomplete. 
This finding is confirmed by the way in which the branding of destination Bulgaria 
is sought to be improved by trying to impose the Bulgarian "home-made" vision of 
what we want to achieve, for example, the slogan "Discover and share" instead of 
the invitation "Welcome to Bulgaria" as well as its presentation in the communi-
cation space. Monitoring of tourist communication on the official tourism portals 
of the Republic of France and of the Republic of Bulgaria, regarding the content 
and language of communication, the relevance of information, the illustration, the 
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degree of interactivity and the presence of the monitored tourist destination on Tri-
pAdvisor highlights the following results:

For France, (https://www.francetourisme.fr) - little text, predominance of 
photographic material, not very modern but comprehensive, topicality and com-
mercial orientation of information already on the front page by modules of tourist 
sites and thematic visits for individual and group, organized tourists, important 
dates in the tourist calendar, promotional offers, offers for tourist services, offered 
as a gift, a clear picture of the country through vision and text, a rich structure with 
easy references, the language is short but expressive, no video format but good in-
teractivity, unity and logical link between the different components, multiple offers 
for a certain site/destination, presence on TripAdvisor, link to the platform;

For Bulgaria, (https://bulgariatravel.org) - detailed texts about tourist sites 
with a lot of information about the country, partly outdated, the language of com-
munication is declarative and distant from the user, a lot of quality photos, bro-
chures, tourist routes and destinations - cities, villages, resorts, useful links - visas 
and border control, transport, health services, currency information - successful 
section, but dry and poorly organized information in the modules of the site without 
a unified vision of Bulgaria with an invitation to visit, small virtual map without the 
ability to zoom, videos are without translation, the menu for languages - Bulgarian, 
English, German, Russian, French, Spanish, Arabic, Japanese and Hebrew makes 
the site understandable for more tourists, but obscures the menu for useful informa-
tion, very low interactivity, no link between text, video and corresponding links, no 
link to TripAdvisor.

In order to achieve greater efficiency from the European funds invested in 
the projects for the development of tourist destination Bulgaria, and not only for 
them, the time has probably come to consider the creation of a National Office for 
Tourism Marketing, with the necessary competencies and skills for this purpose. In 
this way, the Ministry of Tourism will be better able to cover the aspects of national 
management and administration of the tourism sector within the European domes-
tic market as well as its international positioning vis-à-vis the rest of the world. It 
can be assumed that the implementation of the project to provide institutional sup-
port to the tourism sector through the establishment of the Tourism Regions Man-
agement Organizations (TRMOs) as set out in the Tourism Act cited above, will 
assist in assessing their powers and functions in the process of implementation, will 
contribute to enhancing the competencies and skills of all those with a public and 
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private interest in the field of tourism in order to achieve sustainable and responsi-
ble development of specific tourist regions/destinations.

Conclusion 

Tourism is an important sector for the Bulgarian economy and for improv-
ing the lifestyle of the Bulgarian population. Given the real tourism potential of 
the country and the general state of the economy, which needs accelerated growth 
and significant structural changes in favor of high added value goods and services, 
the receipt of targeted European financial assistance, partnership and exchange of 
best practices for the development of tourist destination Bulgaria is extremely posi-
tive. In the conditions of increasing of tourist destinations all over the world, their 
diversification and alternativeness (Rakadzhiyska, 2014), the continuous change of 
the market conjuncture, the increasing influence of geopolitics and transformation 
processes on the use of land resources in intensifying climate changes, the devel-
opment of technology, the expected era of artificial intelligence and the high pace 
at which all processes are taking place, before the subjective factor responsible 
for the development of tourism in Bulgaria, there is an irrevocable obligation to 
continuously increase its management and market competencies and skills. As it 
improves, the administrative approach must reduce its share at the expense of the 
market one in favor of the concept "Ubuntu" - I am because you are too", which 
requires empathy for a cause to solve important life issues on the basis of a strong 
emotional attitude between customer and product with transparency of interests 
(Rakadzhiyska, 2017).
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TOURISM IN THE BULGARIAN ECONOMY -  
ANALYSES AND EVALUATIONS

Introduction

"The country called Bulgaria combines the glow of alpine snow, Iberian skies, 
the warm waters of the Mediterranean Sea, Scandinavian waters, prehistoric inscrip-
tions, ancient remains, the farce of the nineteenth century and the rhythm of modern 
life. Bulgaria can simply be described as a natural phenomenon that scientists argue 
about and poets write wonderful poems." (R. Zammi Zamut); Michael Perlman in 
his study "Conflicts and constraints in Bulgaria's tourism sector" synthesizes the po-
sition of Bulgaria as a tourist destination in the eighties of the last century. He sum-
marizes that at macro level, international tourism is an important source of foreign 
currency for the country, but also an important source of financing domestic social 
tourism. At micro level, the activities of tourism enterprises, hotels and restaurants 
are severely constrained by the lack of flexibility of the centralized planning sys-
tem. The conducted partial reforms decentralize the rights for making decisions (by 
the business entities - a. n.), but extremely radical reforms are needed if Bulgaria 
wants to have a competitive position on the international tourism market, using the 
strengths of its product in the face of the hospitable and well qualified personnel; 
good food; a wide selection of goods and services of good quality at a good price.

At the beginning of the transition to a market economy, in 1990 tourist des-
tination Bulgaria welcomed 10 329 537 foreign visitors, of which 5 221 160 were 
tourists and 5 108 377 were transit passing. There were 12 759 237 overnight stays 
by foreigners with an average stay of 2.4 nights in a bed capacity of 303 912 beds, 
of which nearly 210 000 in the system of Balkantourist Corporation, and the rest 
belonging to various departments, and about 568 million US dollars revenue from 
overnight stays of foreign tourists or an average of about 108 US dollars per tourist, 
at an average price of 45 US dollars per night. After 1989, with the transition of the 
Bulgarian society from a centralized and planned, with state ownership, model of 
development to a market one, significant changes in the country were generated. 

According to various information sources, the participation of tourism in the 
formation of the country's GDP is with a high share of 9-11% for different years. 
The money inflow from the privatization deals in the period 1992-2000 also took 
part in the formation of this share. According to data from the Bulgarian govern-
ment, tourism ranks at fourth place in terms of foreign direct investment (FDI) after 
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the industry, finance sphere and trade with an amount of nearly 143 million USD 
or 11 – 12% of their total volume ("Yearbook of Bulgarian Tourism, 2000"). The 
international hotel chains "Hilton", "Iberotel", "Iberostar", "Princess", "Radisson-
SAS" were attracted. In the field of tourism, a significant part of investments come 
as advance payments from foreign tour operators against future services, a fact that 
allows the transaction to be reported as FDI. At the same time, the finding is made 
that the productivity in the sphere of tourist services, expressed through the price 
of labor, is low - at an annual salary for 2000 total for the country - BGN 2,416, 
in tourism it is BGN 1,678, or about 69% of the total for the country, given the 
well-known fact that labor productivity in the field of services, especially tourism, 
related to the provision of effects between individuals, is difficult to measure. How-
ever, the high share of the tourism sector in the country's GDP reveals its potential 
to be a prerequisite for the overall "expansion" of the economy, as it is a consumer 
of many different goods and services from the other economic sectors in order to 
ensure its own development.

The description revealing the state and role of tourism in Bulgaria for the 
economy in the first decade of radical changes in the country such as: participation 
in GDP formation, impact of privatization and of foreign tour operators, source 
of foreign currency, labor costs in the sector, business parameters, highlights the 
aspects of the economic nature of tourism, manifesting itself also today, although 
with different parameters and ratios.

The present study is an attempt to characterize and evaluate the current eco-
nomic parameters of tourism development in the country for increasing its effec-
tiveness and efficiency.

The research methods are theoretical analysis and synthesis, comparative 
analysis of statistical data and data from specially conducted studies. Evaluations 
are formulated on this basis. The aim is to draw the attention of the factors responsi-
ble for the development of tourism in the country towards improving their activities 
to achieve better economic results.

1. Theoretical aspects of the economic essence of tourism

The highlighted text below is a quote from Stan. Ivanov (2004, p. 5): "Tour-
ism, understood as "a set of activities of people traveling and residing in places out-
side their usual environment for no more than one consecutive year for the purpose 
of pleasure, business and other reasons unrelated to an activity for which remunera-
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tion is received in the places visited" (WTO, 2001, §1.1.), is above all an economic 
phenomenon. In order to satisfy their needs some of the people, called visitors, travel 
outside their permanent residence in order to consume in exchange of payment a 
tourist product produced by tourist enterprises, where, unlike other economic activi-
ties, the consumer is spatially moved to the product. The production and consump-
tion of the tourist product give rise to specific impacts of tourism on the surrounding 
environment in which it develops. Depending on their sphere of manifestation, they 
are divided into economic (on the economic environment), social (on the social en-
vironment) and ecological (on the natural environment) influences (Mathieson & 
Wall, 1982). Among them, the economic impacts of tourism are of particular impor-
tance. Depending on their scope, the economic impacts of tourism can be divided 
into micro and macroeconomic. Under microeconomic impacts of tourism (MEIT) 
we understand those of its influences which are manifested at the sectoral level - dy-
namics of the level of prices of tourist products, sales volume of tourist enterprises, 
income of people employed in tourism and others. They can also be referred to as 
intra-sectoral influences of tourism. In contrast, the macroeconomic impacts of tour-
ism go beyond the boundaries of the sector and transfer the consequences of tourism 
development upon the whole economy at a given territorial level of analysis - lo-
cal, regional, national, supranational. These include the influences of tourism on 
the balance of payments, employment and income of labor force, the generation of 
revenues from taxes and fees in state and municipal budgets, diversification of the 
sectoral structure of the economy, stimulating of economic growth, seasonality in 
economic activity, changes in the level of prices, secondary costs and lost benefits 
and others. The micro and macroeconomic impacts of tourism are interrelated. Ini-
tially, the costs of visitors for the purchase of tourist services and goods give rise to 
the microeconomic influences of tourism, which through the transmission mecha-
nism of the costs of tourist enterprises for intermediate consumption of production 
factors and the costs of employees in tourist enterprises for final consumption, leads 
to a transfer of the primary impulses on other sectors of the economy and transfor-
mation of microeconomic influences into macroeconomic ones. At the same time, 
once transferred to the supra-sectoral level, MEIT have a reverse effect on the rev-
enues of tourism enterprises, the level of prices of tourist services and goods, etc., 
which in their scope are microeconomic impacts."

V. Kazandjieva (2007, p.262-263) notes that "one of the main characteristics 
of tourism is that it is an integral phenomenon that develops on the basis of the 
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functional relationships of tourism activity with other sectors of the economy, real-
izing through the consumption of tourists their production. In this way the multi-
plier effect of tourism is manifested... The direct (primary) effects are a result of the 
expenses of tourists for goods and services in hotels, restaurants, shops and tourist 
facilities, for export of goods caused by tourism (expenses of foreign tourists in 
the country are characterized as hidden export - a. n.) or for investments related to 
tourism in the visited place. Indirect effects are a consequence of the direct ones and 
are determined by the funds spent by hoteliers and restaurateurs on the purchase of 
goods from local suppliers, which in turn also incur expenses for wholesale pur-
chases. The induced effects are caused by the changes in the consumer spending of 
the local population - a result of additional personal disposable income."

Interests in tourism as a business are generally determined by the opportuni-
ties to realize a specific product, a privilege of certain territories, difficult to imitate 
and possessing potential competitive ability; achieving of an export effect without 
movement of commodity masses abroad; the creation of additional incentives for 
the development of branches and activities of industry, agriculture, transport, con-
struction, services, etc.; the provision of a significant number of direct and indirect 
jobs; the construction of specialized infrastructure and superstructure, which repre-
sent a new material wealth for the tourist area and its population; activation of the 
various artistic crafts, which revive and maintain the national traditions, but also 
represent a basis for the development of the trade in art objects and performances; 
in international exchange are included goods and services that are not directly sub-
ject to international trade; the level of costs for maintaining of ecological balance 
is relatively low; the possibility to redistribute gross domestic product (GDP) from 
more strongly to less developed regions through transfer of income and capital. 
(Rakadzhiyska,2017, pp. 9-11).

However, the successful development of tourism is also related to features 
such as: seasonality, which determines the uneven, cyclical nature of demand, sup-
ply and consumption of tourist services and goods; higher degree of extensiveness 
in relation to a specific territory, because it is a significant "consumer" of high qual-
ity territory to ensure "spatial comfort" of tourists; need for increased capacity of 
the common infrastructure, in order not to create an effect of overcrowding, when 
serving tourists as an "additional" population for the visited area; diversity of the 
tourist product in order to attract more tourists; readiness of the local population to 
receive and serve tourists, without which there is no real cultural and comfortable 
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environment for the tourist business.
It is known that the development of tourism is stimulated predominantly in 

economically weaker areas, because exactly they are rich in significant tourist re-
sources. In order to ensure the provision of tourist services, however, it is necessary 
to build an appropriate infrastructure and superstructure, to engage qualified staff. 
It is necessary to seek the services of foreign capital and foreign investors. The 
tourist product created in this way is mainly intended for foreign tourists, as they 
are expected to provide return on investment and exchange earnings. After the con-
struction of the tourist entities, their management and the sale of the tourist product 
are again taken over by foreign companies due to the lack of qualified local staff. 
Thus, the prices of tourist services are completely under the control of the powerful 
foreign transporters, hoteliers and tour operators instead of the hosting country. The 
bigger part of the profits is repatriated. This type of tourism development contrib-
utes very little to the improvement of the local economy. The population earns little 
by engaging in the provision of services which do not require high qualification and 
the sale of local goods and souvenirs. 

The development of tourism causes higher inflation. The investments made, 
the offer of specific services, the "tourist rent" for the uniqueness of the resources, 
the remuneration of qualified labor, raise the prices in the destination and cause 
higher growth of inflation than in the non-tourist areas. The local population is 
forced to pay extra for their purchases while at the same time is suffering a dete-
rioration in the quality of service, as the objects servicing tourists displace those 
servicing the local population.

Inflation in tourist areas is also rising due to the rising of land prices. The 
increased demand for limited plots of land for the construction of tourist infrastruc-
ture and superstructure, as well as for villa construction, leads to a rapid and signifi-
cant increase in prices. Of course, this process brings good profits to construction 
developers, real estate traders, landowners, but at the same time it forces locals to 
pay more for their own homes, as well as higher land prices.

Additional high inflation is supported also by the rising costs of cleaning up 
the increased amounts of waste that accompany mass tourist flows, as well as those 
to maintain tourist attractions, often subject to destruction and vandalism. A classic 
example in this regard is the behavior of teenage tourists in various, mainly seaside 
resorts, which after significant doses of alcohol, cause damage to tourist sites and 
parks, deform children's entertainment facilities, etc. All these costs are usually 
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borne by the local taxpayer (although there are sanctions for violators), who pays 
more and higher fees.

The problem of providing the necessary qualified labor force is becoming 
more and more serious. Usually during the peak seasons, the local labor force is 
not sufficient. It is necessary to attract workers from outside the host community. If 
the provision of tourist services is mainly concentrated in foreign companies, they 
usually "import" their own staff. At the same time for low-quality services workers 
from outside can also be employed, as outside labor is generally cheaper. In such 
cases, mostly immigrants are hired. The host community incurs additional costs in 
connection with the security, accommodation, transport, health and other types of 
servicing of the "external" workers without a guarantee for the quality of service. 

Complex is the income and expenditure model for the host community, aris-
ing also in terms of construction, maintenance and operation of common infra-
structure, which provides conditions for quality residence of tourists, but also has 
a direct bearing on the quality of life of the local population. Every year the prepa-
ration for the tourist season requires reconstruction and modernization of the road 
network; providing the necessary quantities of water, electricity and fuels (petro-
leum products) in order to meet their increased consumption during the stay of tour-
ists; expansion and possible restructuring of parking spots, trade and entertainment 
spaces; increasing the opportunities for medical care, for the provision of various 
household services (laundry, dry cleaning, communications, etc.). It is possible that 
the individual host community may not be able to meet all these additional costs, 
especially if the level of prices of tourist services and the turnover volume of tour-
ist enterprises do not guarantee sufficient compensation through the tourist fee or 
taxes. The result is a deteriorated quality of service to tourists and the local popula-
tion (forming of queues, traffic jams, water regime, etc.). In these cases, the devel-
opment of tourism meets the apparent or tacit resistance of the local population, and 
tourists are reoriented to visiting other destinations.

As a large-scale "consumer" of territories, tourism often competes with other 
economic sectors. It can "displace" the agricultural activities needed to feed the 
host community because it guarantees a higher income for farmers engaged in the 
provision of services and attractions to tourists. The problem is further exacerbated 
by the inaccurate methods used to prove or disprove the benefits that could be re-
alized for the local population from the development of tourism instead of other 
economic sectors. 
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The peculiarities of tourism contribute to the high degree of crisis threats, 
often shocking (climate cataclysms, terrorist attacks, etc.) for its development. It 
manifests itself both as a complex and fragmentary phenomenon. Its development 
is deeply permeated by all kinds of integration connections with all aspects of the 
manifestation of social life. It directly connects the achievements of modern civili-
zation with the needs of people to live in harmony with nature, to get to know the 
cultural and historical heritage, traditions, way of life and themselves by trusting 
on direct contacts with the objects and subjects of their specific desires and inter-
ests. The creation and provision of extremely diverse and at the same time complex 
tourist services presupposes the integrated participation of various suppliers - busi-
ness and non-profit organizations, public and private companies, local and globally 
represented companies, where even the slightest lack of coherence between them 
raises a problem, impacting and discrediting everyone. 

The inclusion of more and more new and exotic destinations in the tourist 
supply, as a result of the large-scale expansion of tourism in the world, exposes 
tourists to an increased risk of natural, social, political and other cataclysms.

The high degree of elasticity of tourist demand also depends on external con-
ditions of political, social, climatic and of other nature according to the guarantee 
they offer for the security and health status of tourists. The inherent vulnerability of 
tourists in the visited destination, especially foreigners, who, being in an unusual 
environment, usually find it difficult to orientate and therefore become an easy tar-
get for both criminal and terrorist attacks, causes strong fluctuations and redirection 
of tourist flows from one destination to another.

Tourism is a business which is determined exclusively by the image that tour-
ists build in their minds about a specific destination when choosing a tourist trip. 
The way of communicating with them, which has an exceptional role in the mod-
eling of the tourist consumption, can become a factor generating crisis situations if 
it is based on false, misleading information and creates wrong image and notion in 
tourists about the destination.

The consequences of the crises for tourism are measured by a decrease in the 
values of the main indicators such as number of tourists or tourist visits, number of 
night stays or tour-days, amount of revenues, respectively expenditures for tourist 
consumption, share of tourism in gross domestic product on national and global 
scale, withdrawal of investments, reduction of capacities (beds, places in transpor-
tation units, places in catering and entertainment establishments, etc.), financial 
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losses, job cuts, increase of the state expenses for compensation of damages, etc.
The dependence of tourism on many external factors and influences makes 

it an extremely dynamic field of action both for individuals wishing to undertake a 
tourist trip and for the business, which must guarantee them the opportunities for its 
implementation. Hence the need to respond quickly and competently to ensure the 
inherent beneficial effects of tourism on any economy by possibly adequate limiting 
of the negative impacts of external factors.

The role of tourism in turning the set of services and goods into a valuable 
experience and from there into an unforgettable memory actually places it in the so-
called "economy of experience" by B Joseph Pine II and James H. Gillmor (2013, 
pp. 26-27) which is based on the requirement "businesses to "orchestrate" memora-
ble events for their customers so that the memory itself becomes a product."

The tourism business, which due to the intangible nature of the tourism prod-
uct sells "promises" to its customers, providing them with information about the 
desired experiences, can't count on the future if these tourists do not turn their ex-
perience of the visit into a memory that will make them buy again. This peculiarity 
has a direct impact on the economic results of tourism development.

2. State of tourism in Bulgaria. Economic results

About the state of international tourism, we can judge in the first place by the 
number of tourist visits (inbound tourism - a. n.) and the trips of Bulgarian citizens 
abroad (outbound tourism - a. n.). According to data from the Ministry of Tourism, 
in 2019 the country is visited by 9 311 681 tourists. By purpose of visit, they are 
distributed as follows: 62.9% for vacation and recreation, 18.9% for business, 6.7% 
for visits and 11.4% for other purposes. Of the top 10 emitting markets for the des-
tination, four are member states of the European Union. In descending order, they 
are: Romania, Greece, Germany and Poland. The six leading emitting markets for 
the destination outside the European Union in descending order are: Turkey, the 
Republic of Northern Macedonia (RNM), Ukraine, the United Kingdom, Russia 
and Serbia. The emitting markets from the European Union form a total of 60.8% 
of the tourist visits. At the same time significant dynamic of the tourist trips to 
Bulgaria is observed. Growth of more than 10% was recorded for the markets of 
the United Kingdom, Austria, Hungary, Ireland, Croatia, Estonia, Cyprus and Por-
tugal. Growth of less than 10% was recorded for Greece, France, the Netherlands 
and Belgium. A decrease of over 10% was recorded for the markets of Germany, 
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Sweden, Lithuania, Finland, Slovenia, Luxembourg and Malta. A decrease of less 
than 10% was registered in Romania, Poland, the Czech Republic, Italy, Spain, 
Slovakia, Denmark and Latvia.

Tourist trips of Bulgarian citizens abroad, a total of 7,006,585, are highly 
concentrated in Turkey and Greece – 3 082 693; Romania and Serbia - 1 069 029; 
Germany and RNM - 875 374; Italy and Austria - 477 122; Spain and the United 
Kingdom - 381 550. For the other 40 destinations for which data is registered, the 
number of tourist visits of Bulgarian citizens, which is 1 120 817, is distributed 
from 159 427 for France to 1 362 for Egypt. Significant dynamics are also observed 
here. The largest growths are marked by the destinations Georgia - 530.7%; Bosnia 
and Herzegovina - 106.2%; Montenegro - 56.2%; China - 37.9%; Japan - 36.3%; 
Albania - 34.5%; Croatia - 16.7: Egypt - 16.2%. The largest decline was registered 
for Belarus - 57.5%; Armenia - 52.4%; Qatar - 42%; Moldova - 38.9%; Monaco 
- 31.9%; UAE - 24.6% and Lithuania - 23.6%. The predominance of tourist visits 
of foreign tourists by about a third compared to the outgoing trips of Bulgarian 
citizens abroad characterize Bulgaria as a tourist destination.

National Statistics Institute (NSI) data is used for the realized tourist con-
sumption in the country. According to information from the satellite accounts of 
the NSI (2020), the final consumption of goods and services by foreign tourists 
amounts to BGN 8467.49 million, as 70% of this amount of BGN 5827.14 million 
is for typical tourist services, and BGN 2640.35 million or 30% for other consump-
tion. This means that on average one tourist has realized consumption for BGN 
909 or about 464 euros, of which 636 levs or about 325 euros paid for typical tour-
ist services. The amount for typical tourist services has the following structure: 
39% or BGN 2153.79 million are from places of accommodation; 34% or BGN 
2061.18 million are from restaurants and entertainment; 27% or BGN 1612.17 mil-
lion are realized from other tourist services. The share of transport services in the 
item "other tourist services" is 47%. Again, according to NSI data (dynamic order 
TUR_3.1.2._HSS.xls) the expenses for tourist trips of the population over 15 years 
in 2020 are BGN 1 153 933 thousand as BGN 96 317 thousand are for the so-called 
tourist packages, i.e. tourist trips were purchased with a total price from a tour op-
erator. Expenditures for business trips amounted to BGN 59 695 thousand. Of the 
total amount, BGN 974 892 thousand were spent in the country and BGN 182 041 
thousand - abroad. The lack of official, summarized data on Bulgarian tourists in 
the country does not allow calculations to be made for the average spend per tour-
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ist. According to data from "Investor BG" (https://www.investor.bg/ikonomika-i-
politika/332/a/bylgarskite-turisti-sa-vse-po-malko...), in the last quarter of 2020 the 
Bulgarian tourists in the country were 471 thousand, with 63% less than the same 
period of 2019 (Therefore, their number for the same period of 2019 was about 
768 thousand people; - a. n.). It is also stated that the average spend per tourist for 
a holiday trip is BGN 163, and for a business trip - BGN 197. According to data 
from the accommodation places, summarized by various interested institutions, it 
is known that Bulgarian tourists reside mainly in the lower categories of sites, the 
average stay is shorter with a tendency to actively use the extended weekend (Fri-
day, Saturday, Sunday).

Calculations of the Institute of Economics and Politics (UNWE, 2021) ac-
cording to BNB data for 2019 indicate that revenues from tourist visits amount to 
EUR 3 835 million (sub-account "Travel" in the current account of the balance of 
payments) and represent 8.1% of GDP. Expenditures of Bulgarian citizens for tourist 
trips abroad are about EUR 1 631 million. As a result, the net revenues from inter-
national tourism in the amount of EUR 2 204 million represent 37% of the exports 
of services and 11.3% of the total exports of the Republic of Bulgaria for 2019 (this 
means that an average net income from a tourist of around 237 euros remains in the 
country - a. n.) The average income per night stay is estimated at 63 levs (about 32 
euros - a. n.), with an average stay of 4.7 nights. It is stated that the final consumption 
expenditures of the Hotels and Restaurants Sector have ensured the growth of the 
gross domestic product by 1.67 units (one of the highest multipliers in the economy). 
Every lev in the sector has created 0.73 levs of added value in the economy, and 0.34 
levs represent compensations for the employees. Employment in the field of tourism 
has increased from 4.7% in 1995 to 10.9% in 2019, or from 134.6 thousand to 347.4 
thousand people, i.e. 2.6 times. For comparison: according to the report of the World 
Travel and Tourism Council from 2019 (WTTC, 2019), tourism is the sector that 
created 10.4% of global GDP, and 47% of it is formed by only 5 countries - USA, 
China, Japan, Germany and the United Kingdom. Tourism has generated 319 mil-
lion jobs or 10% of all. It is a leading export sector of services with a share of 6.5% 
of the world exports and 27.2% of the exports of services, with the highest growth of 
these exports from developing countries. The share of expenditures for holiday tour-
ism is 78.5%, and for business trips - 21.5%. Domestic tourism accounts for 71.2% 
of the expenses incurred, and international tourism - for 28.8%.

The market share of destination Bulgaria in terms of international tourist vis-
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its is 1.3%, and in terms of the volume of revenues from them - 0.7% (UNWTO, 
2020). From the point of view of world tourism, these shares are negligibly small, 
but for the country its participation on the tourism market is essential due to the 
potential that tourism has to develop and its importance for the national economy.

Particular is the role of tourism for the creation of specific infrastructure and 
superstructure, which is unsuitable to use for other purposes. The lack of specific, 
summarized information on investments in tourism does not provide an opportunity 
to analyze its impact on the creation of material wealth of society. However, we are 
witnessing the rapid, in many cases, uncontrolled and in violation of the norms con-
struction, which led to over-construction of tourist areas, resulting in a significant 
decline in the value of the indicator "occupancy of the bed capacity". According 
to the calculations of the cited Institute of Economics and Politics, the number of 
accommodation places (with more than 10 beds according to the NSI methodol-
ogy - a. n.) increased 1.3 times: from 2758 sites in 2012 to 3664 sites in 2019, as 
occupancy fell from 60% in 1990 to 36% in 2012 and was 39% in 2019. Two thirds 
of this base is in the Black Sea regions of Burgas and Varna. In addition, the NSI 
data, which are only for the operating sites - 3317 for 2020, show that 347 sites 
were closed. The number of closed sites is equal to almost 4/5 of the total number of 
accommodation facilities in the North-Central region, and almost twice the number 
of accommodation facilities in the North-Western region. The largest concentration 
of accommodation and number of beds is in the resort "Sunny Beach", respectively 
117 sites and 42 343 beds. Next is the resort "Golden Sands", 78 sites with 31 745 
beds. In third place with 22 sites and 9 283 beds is the resort "Albena".

The disproportionate capacity of the accommodation establishments in rela-
tion to the volume of tourist visits generates unfair competition and contributes to 
the fall in the price range.

3. Evaluations of the economic status of Bulgarian tourism.  
Necessary actions for increasing of the economic results

The derived, although incomplete data on the economic results of the devel-
opment of tourism in Bulgaria allow the formulation of the following evaluations:

	y the participation of tourism in the formation of the country's GDP is sig-
nificant;

	y tourism provides significant employment;
	y generates foreign tourist flow, which generates foreign exchange earnings 
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for the country;
	y the spend for tourist services and goods, as well as for other types of con-

sumption, on average per tourist are low, i.e. tourism in the country is low-budget;
	y remuneration in tourism is lower than the national average.

The main conclusion that can be made is that the real potential of the phe-
nomenon of tourism is not used to achieve better economic results in accordance 
with the potential of natural and anthropogenic factors of the country, which arouse 
interest in fulfilling a tourist trip on its territory.

Several main guidelines can be formulated for improving the economic results 
of the development of tourism in the destination Bulgaria. Without being ranked in 
order of importance, they are related to the need to: improve the management of 
the sector at all levels and clarity on the functions of the involved institutions and 
business, with an understanding of business affiliation to the market (compliance 
with market principles) and utilization of the natural and anthropogenic resources, 
which in their larger part are a public good; significant improvement of market-
ing actions through their widespread application at national, regional and business 
level, taking into account the changing market and other conditions in order not to 
act "post factum"; significant improvement of the communication with the potential 
and real tourists, according to the extremely dynamic changes in this field; decisive 
improvement of the tourist product portfolio of the destination by linking it with the 
specifics of the territory where the tourists will use it; the predominant part of the 
services in the complex tourist product puts as a priority the provision of tourism 
with the necessary highly qualified professionals for the different types of activi-
ties. An important aspect for improving the development of tourism in the country 
is to make efforts to provide official, detailed information on all important indica-
tors through monitoring and purposeful, but constant research with a methodology 
that is consistent with real needs and allows the operational use of information. It is 
important that the large share of medium, small and micro businesses in the field of 
tourism be supported with the necessary information by their branch associations 
and by the state due to their limited financial abilities to provide it themselves. In 
return, they must also provide reliable information about the activity they perform.
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Conclusion

As paradoxical as it may seem, the shock called the "Covid-19 pandemic" 
showed the importance of tourism in the world and respectively in the Republic of 
Bulgaria. Accommodation places remained empty, passenger planes were ground-
ed, tour operators, travel agents, tour guides, restaurateurs, tourist animators sig-
nificantly reduced their activities or closed sites. Bus tourist traffic also fell sharply 
cruise ships remained anchored in ports. Millions of jobs have been lost worldwide 
and skilled staff reoriented to work in other economic sectors. The multiplier effect 
of the development of tourism collapsed, or more precisely manifested itself with 
a "negative" sign. A number of economic sectors, suppliers of goods and services 
for the formation of the complex tourist product have also reduced their activities. 
At the same time, the restrictions imposed on people's travel, the inability to fulfill 
their desired tourist trips, worsened their "individual" quality of life because tour-
ism is always associated with fun, entertainment, relaxation, pleasant enrichment 
of the personality with different experiences. The status that tourism presupposes, 
namely - to be different from the daily routine behavior, to get rid of the inevitable 
obligations, even for a short time, was "crossed out" drastically and in masse. The 
anomaly thus formed due to a force majeure circumstance, such as the Covid-19 
pandemic, further strengthened the interest of individuals in making tourist trips. 
Overcoming the pandemic will give a new powerful push to the development of 
tourism. People will want to secure lasting, pleasant memories, based on different 
experiences during their tourist trips. There will be demand for a quality tourist 
product under favorable conditions, security and stability during the travel and stay 
in the selected tourist destination(s). The revival of each specific tourist business 
will be possible on the basis of efforts to respond on a large scale, comprehensively 
and quickly to the wishes, but also to a preliminary assessment of the real possibili-
ties of potential tourists. The competition between the tourist destinations and the 
different tourist activities on their territories will intensify. Thus outlined the future 
development of tourism poses challenges to state, public and business participants 
in the development of tourism in the territory of destination Bulgaria both in terms 
of good orientation to the emitting markets of the country and to specific measures 
to improve the quality of tourism products. Efforts should be focused on the effec-
tive use of information technology and channels for direct link and communication 
with potential tourists in order to increase the share of individual tourism. On the 
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other hand, the filling of the disproportionately large volume of accommodation 
places and available beds (places with less than 10 beds should be taken into ac-
count due to the growing interest in them) in terms of volume and dynamics of 
the tourist flow, requires maintaining of good partnership relations with all foreign 
and local tour operators who know the emitting markets best. Regulations for the 
development of tourism need to be significantly improved (not just increased). The 
control over their observance for each specific tourist product, according to the na-
ture of the resources for its creation and maintenance, must eliminate the problems 
between the public (state) affiliation of a large part of the resources and their market 
exploitation by the private business. The policy for creation and preservation of 
highly qualified Bulgarian specialists in the field of tourism has no alternative (at-
tracting staff from abroad at this stage does not help to improve the quality of the 
Bulgarian tourist product). The result will be measured in tourist visits of individu-
als with diverse interests, ready to pay a higher price for original experiences, re-
spectively future memories, which for the country will be transformed into a richer 
and better life of the population.
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THE FUTURE OF BULGARIAN MARITIME TOURISM  
IN THE CONTEXT OF THE BLUE ECONOMY

"If the sea is sick, we'll feel it. If it dies, we die."
Sylvia Earle

Introduction

The development of maritime tourism and maritime economy as extremely 
massive and significant human activities, with a direct impact on the standard of 
living of millions of people on the planet, generates serious problems related to the 
way of exploiting the resources that "feed" them. The scale of the negative conse-
quences causes a serious "countdown" for everything that is the reason for their 
occurrence. Possible solutions are being sought to overcome them. The concept of 
a blue economy implies a comprehensive reorientation of all activities affecting the 
seas, oceans and adjacent coastal landscapes. From this position, opportunities are 
sought to overcome the negatives associated with the development of Bulgarian 
maritime tourism. On the basis of scientific publications on the issues under consid-
eration, selected due to their generalizing nature, and official documents, with the 
help of theoretical analysis and synthesis, and monitoring of some of the problems 
of Bulgarian maritime tourism as research methods, some findings and conclusions 
are formulated. In terms of content, the connection between the development of 
maritime tourism and the maritime economy is first deduced. The content of the 
concept of maritime tourism is revealed. The main principal positions of the con-
cept of blue economy are indicated. Separate, but not isolated, problematic phe-
nomena accompanying Bulgarian maritime tourism are cited. The aim is to draw 
attention to adequate actions by all stakeholders to the existing problems in order to 
generate useful actions for long-term, sustainable development of Bulgarian tour-
ism and in particular maritime tourism as a significant part of it. On this basis, an 
idea is proposed to change the existing management system.

1. The reality about connectivity of maritime tourism, so called  
"water continent" (seas and oceans) and the maritime economy

Maritime tourism is the most developed mass tourism in the world. It attracts 
hundreds of millions of enthusiasts who choose to enjoy beautiful beaches, sea 
waves, cruise voyages or yacht sailing, participate in various marine sport events, 
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admire the diverse underwater sea/ocean world. The implementation of various sea 
vacations and voyages generate equally large-scale activities for the construction, 
operation and maintenance of general and specific infrastructure and superstruc-
ture; production and supply of a number of specific products; maintaining of a wide 
range of services to ensure the comfort and satisfaction of tourists. Maritime tour-
ism gives a serious boost to the economies of the respective coastal and maritime 
territories, creates jobs and helps to increase the well-being of local communities. 
The development of maritime tourism stimulates the construction, maintenance and 
servicing of vessels, especially cruise ships and yachts, respectively maritime trans-
port, fisheries, growing of aquacultures and other activities related to the seas and 
oceans such as desalination of sea water, obtaining of electricity, oil, gas, etc. For 
this reason, it is perceived as a sub-sector of the maritime economy. At the same 
time, the expansion of maritime tourism, with a main objective to generate more 
revenue and profits, creates problems, the most serious of which is the destruc-
tion of unique natural resources, the same ones that tourism itself needs for its 
own development. The second problem is the birth of the phenomenon of "tourist 
phobia". This phenomenon is related to the excessive development of tourism in a 
particular area, to the extent that the local community does not want to welcome 
and serve tourists. S. Zahedi (2002) notes: "Tourism in coastal areas is one of the 
fastest growing types of the world tourism industry, but whether it destroys more 
than it protects will depend upon how it is put into practice. Tourism development 
in the coastal environment has interfaced with the attractiveness of the destinations 
and has changed the original characteristics of the area upon which it relied for at-
tracting tourists. This means that tourism in coastal regions, although it is ecologi-
cally based, it is not ecologically sound. An overall review of tourism research on 
environment shows that nations do not give priority to environmental sustainability 
and disregard environmental protection to the benefit of economic development. 
Rapid and uncontrolled tourism development in coastal areas has exposed their 
fragile ecosystems to an ever-increasing risk of environmental degradation. Over-
crowding poor sewage disposal, boat-generated waste, beach erosion, overfishing 
and destruction of wildlife habitats have been reported as some of the negative 
consequences of excessive tourism development in the coastal areas… Some of the 
negative environmental impacts of tourism are as follows: increase in water and en-
ergy consumption; increase in pollution (air, water, noise, etc.); destruction of flora 
and fauna, deforestation; increase in solid waste; disruption of wildlife behavior 
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and feeding and breeding patterns; crowding and congestion; impact on aesthetic 
appeal of destination; and disturbing ecosystems."

Cruise industry is other strong representation of maritime tourism. Joanna 
Kizielewicz (2013) cites The Cruise Line International Association: "Over the past 
10 years, the industry has responded to extensive market and consumer research 
that has guided the addition of new destinations, new ship design concepts, new on-
board/on-shore activities, new themes and new cruise lengths to reflect the chang-
ing vacation patterns of today's market." She adds that: "Now every tourist, with 
a variety of preferences and interests, and also of various ages, is able to find an 
attractive offer. Owners of cruise ships, ferry lines, whether the owners of yachts 
and sailing boats come out to meet the growing demand, which is presented by vari-
ous group of interests and prepare innovative products addressed only to a narrow 
group of arrivals, as for example: cruises for fans of country music, poker cruises, 
cruises for lovers of ancient art, cruises for wine connoisseurs, cruises for singles, 
seniors, nudists, and many others. Nowadays, tourists look for offers that are in-
novative, unique, interesting and fascinating, and most importantly cater to their 
needs, expectations, interests and dreams. Tourists are not satisfied with a standard 
sightseeing in a famous destination on the cruise route. They want something more 
what will give chances for personal development or vocational trainings, allow 
them to develop their skills, broaden knowledge, exchange of experience, and will 
provide them with new and an unforgettable experience." In her article J. Kiziele-
wicz notes that 88% of the world's supply of cruise ship bed-places is controlled 
by three large groups: Carnival Corporation & Plc, Royal Caribbean Ltd., and Star 
Cruises Group. In other words, supply is characterized by the existence of what is 
very close to an oligopoly. These three multi-brand groups encompass all market 
segments and operate very modern fleets (average age: 11,4 years). These three 
companies set the directions and trends in the development of marine tourism. The 
cruise vessels of these three corporations operate in all regions of the world and 
there are offered a variety of theme cruises on each unit. The main cruising grounds 
are North and Central America (57% market share), Europe (24%) and the rest of 
the world (16%); In every region of maritime tourism concentration in the world 
(i.e.: in the Caribbean Sea, in Australia and Oceania, or for example, in the Mediter-
ranean Sea Region and the Baltic Sea Region), tourist offers of all above forms can 
be found. It must be pointed out that "annually in the world, there are organized 30 
thousand cruises to about 2 thousand tourist destinations". 
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At the same time, Rowan Moore believes that the cruise industry faces seri-
ous problems to solve - reducing the dizzying size of ships, which from less than 
50,000 tons today is 220,000 tons and more; reducing the number of passengers - an 
example is the Costa Venice with a capacity of 5,260 people – in order to reduce 
epidemic outbursts on board, accidents, crime, slave labor conditions as well as 
fuel spills and wastewater. Cruise companies whose offshore business guarantees 
low taxes and leisurely labor, health, and environmental laws to increase their re-
sponsibility to the environment, the places they visit, the safety of their crews and 
passengers.

The development of maritime tourism and the maritime economy give rise to 
a series of problems, the most important of which are reflected in the "Ocean Atlas 
2017" (Heinrich Boll Foundation, 2017):

	y The state of many fisheries is dramatic: many are exhausted, and many in-
dustrial fisheries have been exploited to their limits. This especially affects people 
in poorer countries who live from traditional coastal fisheries. Quotas and protected 
areas are violated by illegal, unreported, and unregulated fishing, which is responsi-
ble for nearly a third of the global catch. Half the fish that land on the world's plates 
come from aquaculture. But unsustainable fish farming does not lower the demand 
for wild-caught fish and causes significant environmental stress. Can the rising de-
mand for fish and seafood be met without causing serious environmental damage?

	y The massive use of artificial fertilizer and manure in industrialized farming 
introduces loads of nitrates and phosphates to coastal waters via rivers, causing ac-
celerated algae growth. The result: gigantic dead zones devoid of oxygen – and life;

	yWe use the ocean as a garbage dump. The coastal areas are especially hard 
hit. The sources of garbage are diverse – and the impact on the affected ecosystems 
is immense. Bits of plastic floating in the ocean are only the visible sign of a much 
larger problem. That's because only 0.5% of plastic waste actually winds up in the 
garbage patches. The lion's share of the plastic that ends up in the ocean lies hidden 
on the seafloor;

	y Invasive species, typically introduced to foreign ecosystems by interna-
tional shipping, drive out native species. Other negative factors, such as rising wa-
ter temperature, weaken many species' resistance to environmental changes. Even 
more troubling, the resulting loss of genetic diversity cannot be reset. Our world 
would be very different. Above all it would be much warmer. The ocean stores heat 
and CO2 in large quantities, slowing climate change and ameliorating its effects– 
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which is good for us. But the ocean and its ecosystem are suffering significant 
damage;

	y The oceans are warming and the sea level is rising – but not in the same 
degree overall. Islands and coastal areas in the southern hemisphere are especially 
affected, and many have already been abandoned. But that is just the beginning, and 
even more people may be forced to flee in the future;

	y Most of the world's large metropolises lie on the coasts, many of them on 
river deltas. Though the risk of being struck by a natural disaster is especially high 
there, the growth of coastal megacities continues unabated. But only rich countries 
can afford the necessary coastal protection measures;

	y The oceans are acidifying faster than ever in Earth's history – too quickly 
for many organisms to adapt. Calcifying species like mussels, snails, and corals 
have been especially hard hit. It is difficult for them to form their protective shells 
in acidic water. The offspring of fish are also threatened;

	y Large mining companies, in conjunction with industrialized nations, are 
grasping for the treasures of the deep sea. Global market prices and declining ac-
ceptance for mining on dry land have made the intensive business lucrative. The 
exploitation of the nearly untouched depths is about to begin, even though the eco-
logical and social effects have not been adequately studied;

	y Renewable energy from the ocean offers hope to many. The sea may be the 
future of energy. Untapped reserves of fossil fuels beckon, but getting them brings 
risks – known ones from extracting oil from the deep sea and unknown ones from 
mining methane hydrate;

	y Holidays on and near the seas are a booming business. Cruise ships are 
growing larger and larger, and more and more coasts are being converted into vaca-
tion destinations. But what are the consequences for nature and for the people who 
keep the vacation industry running at these tourism hotspots? 

	y International shipping is the engine of the global economy, but it has been 
in a deep crisis since 2008; freight prices have fallen drastically, and shipping mul-
tinationals are caught in price wars that only a few will survive. And what happens 
to the now unnecessary giant freighters? 

	y The ocean gives us so much, and our lives and livelihoods often depend on 
it. If we want to benefit from its gifts in the future, we must change our behavior 
toward this vast aquatic continent. However, that's not the only reason to act. There 
are no comprehensive global strategies that address the complexity of the marine 
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ecosystem. The oceans today are among the least protected and responsibly admin-
istered areas of the world. Due to the importance of the ocean, inaction is irrespon-
sible and change must come quickly.

2. Understanding maritime tourism as a complex

There is a large number of authors and publications in the scientific literature 
researching the issue of maritime tourism. According to the purpose of the present 
study, we will refer to two publications that summarize to a very large extent the 
different author positions.

In a research work R. M. M. Vazquez et al. (2021) conclude that there is not 
"a single general term for all recreational activities which are related to coastal 
zones and sea/ocean areas." Authors summarize the content of marine tourism as 
"all tourist activities in ocean and coastal areas; sailing and motor boating, (pleas-
ure boats, yachts, cruises), water sports as well its related land services and in-
frastructure, deep sea fishing, water skiing, windsurfing, scuba diving, kayaking, 
snorkeling, swimming, tours of marine parks, watching sea mammals and seabirds, 
maritime events and Maritime museums, and nautical tourism as sports in maritime 
environment, especially in lakes, rivers and other aquatic areas. The conclusion is: 
the activities, developed around sailing have generally been considered to be an 
elitist product, and promoted as a leisure product of the tourist activity…Nautical 
tourism is one of the most stable and dynamic forms of tourism, attracting business 
activities and foreign investment. The nautical tourists have a high level of purchas-
ing power that activates economy of the area." 

Dimas Tegar R. and R. O. Saut Gurning (2018) stress the attention on coastal 
tourism as "beach-based tours and recreational activities such as swimming and sun 
bathing, coastal walks and resorts. Marine and coastal tourism are both among the 
oldest forms of tourism and the large segment of the tourism industry. In addition, 
coastal and marine tourism is also the most important and fastest growing economic 
activity, occurring in the sea."

Plamen Enev (2019) writes: "Whether it will be coastal erosion, floods, 
drought, fires, hurricanes, deforestation, sea level rise, events that threaten people 
become more frequent at a rapid pace. The World Meteorological Agency reports 
that since 1993, sea levels have risen by about eight centimeters... Forecasts are dif-
ferent, but all worrying - the potential number of people who will lose their homes 
due to this process varies from 100 million to 300 million, which could happen by 
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2050. Hundreds of coastal cities from all continents such as Miami, New York, 
Dhaka, Calcutta, Bangkok, Shanghai, Hong Kong, Rotterdam, Venice are threat-
ened with extinction..."

Particularly endangered are island states such as Kiribati, Tuvalu and the like, 
made up of coral islands. Rising of the world ocean levels are a prerequisite for 
their disappearance. Measures are being taken to relocate the local population (Pre-
slava Georgieva, 2016).

These problems, as a result of the inconsistent exploitation of all marine and 
coastal resources with their potential for natural reproduction, require a change in 
economic behavior, contained in the concept of blue economy and the developed 
documents for its practical implementation.

3. The concept of the blue economy

The blue economy concept was first coined during the 2012 United Nations 
Conference on Sustainable Development. It is an evolving concept that recognizes 
the need to maximize the enormous economic potential presented by the ocean, 
while preserving it. Derived from the green economy the blue economy shares the 
same desired outcome: the improvement of human well-being and social equity, 
while significantly reducing environmental risks and ecological scarcities (UN 
Conference on Trade and Development [UNCTAD] 2014).

With sustainable growth the new focus of the global policy discourse, coun-
tries seeking to develop their ocean economies have, to varying degrees, acknowl-
edged the need for policies that better align future economic growth in their seas 
with maintaining or even restoring ocean health. 

One general interpretation of the blue economy is that it can maximize the 
economic value of the marine environment in a sustainable manner that preserves 
and protects the sea's resources and ecosystems.

According to World Bank Group, UN (2017) blue economy is understood as 
comprising the range of economic sectors and related policies that together deter-
mine whether the use of oceanic resources is sustainable. An important challenge 
of the blue economy is thus to understand and better manage the many aspects of 
oceanic sustainability, ranging from sustainable fisheries to ecosystem health to 
pollution. A second significant issue is the realization that the sustainable manage-
ment of ocean resources requires collaboration across nation-states and across the 
public-private sectors, and on a scale that has not been previously achieved.
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The blue economy concept seeks to promote economic growth, social inclu-
sion, and the preservation or improvement of livelihoods while at the same time 
ensuring environmental sustainability of the oceans and coastal areas. At its core it 
refers to the decoupling of socioeconomic development through oceans-related sec-
tors and activities from environmental and ecosystems degradation. It draws from 
scientific findings that ocean resources are limited and that the health of the oceans 
has drastically declined due to anthropogenic activities.

The blue economy has diverse components, including established traditional 
ocean industries such as fisheries, tourism, and maritime transport, but also new and 
emerging activities, such as offshore renewable energy, aquaculture, seabed extrac-
tive activities, and marine biotechnology and bioprospecting. A number of services 
provided by ocean ecosystems, and for which markets do not exist, also contribute 
significantly to economic and other human activity such as carbon sequestration, 
coastal protection, waste disposal and the existence of biodiversity.

The blue economy aims to move beyond business as usual and to consider 
economic development and ocean health as compatible propositions. It is generally 
understood to be a long-term strategy aimed at supporting sustainable and equitable 
economic growth through oceans-related sectors and activities. The blue economy 
is relevant to all countries and can be applied on various scales, from local to glob-
al. In order to become actionable, the blue economy concept must be supported by 
a trusted and diversified knowledge base, and complemented with management and 
development resources that help inspire and support innovation.

In its "Blue growth strategy 2012", European Union includes coastal and 
maritime tourism as a subsector to the blue economy. The concept that integrates 
coastal and maritime tourism with blue economy in the blue growth strategy is 
named Blue tourism.

From the texts above it is clear that the concept of blue economy seeks op-
portunities to ensure economic growth through activities related to the seas, oceans 
and coastal landscape while at the same time counteracts and corrects the negative 
results and trends of traditional businesses. Mass maritime tourism in all its varie-
ties is closely linked to both the positive impacts on the life of modern humanity 
and serious negatives about the exploitation of resources that ensure its develop-
ment - natural and anthropogenic.
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4. Assessment of the Bulgarian maritime tourism on the Black Sea coast 

Exactly 100 years ago, on June 10, 1921, the local government issued De-
cree № 21, declaring the city of Varna and its surroundings a special, seaside resort 
town. In 1926, after the opening of the largest and most modern on the Balkan Pen-
insula for its time sea baths with 1000 cabins, first and second class, 66 baths for hot 
sea water, a long bridge into the sea, ending with a tower for jumps in the water, the 
city is visited by 12,500 tourists, who next year are already 38,000, and in the 30s 
of the twentieth century their number reached 50,000 per season.

In reality, Bulgaria became a maritime tourist destination in the 60s and 70s of 
the twentieth century after the construction of the large-scale seaside resorts Golden 
Sands, Sunny Beach and Albena resort. In the eighties of the last century journalists 
and tourists summarized in their publications and interviews (Sv. Rakadzhiyska, 
2007): "Where in Europe can you surely hear a nightingale song on a summer 
night among the trees of a seaside resort? Golden Sands is the most famous resort, 
located among pine trees, reaching all the way to the beautiful beach line. Boats, 
water skis and surfboards are available to all tourists. Sunny Beach is something 
similar, with an extremely good rescue service and safe bathing it is more designed 
and popular for families with small children."(Tom Lamb); "Bulgaria, the only one 
among the Eastern Bloc countries, occupies the unique position of an international 
cosmopolitan tourist destination." (Michael Pearlman). 

After 1989, when the unprecedented for the world transformation of the coun-
tries from the so-called socialist bloc to countries with varying degrees of restora-
tion of capitalist economic relations took place in the country, the state monopoly in 
the development of Bulgarian tourism was abolished. Hundreds of medium, small 
and micro tourism businesses have emerged in place of large state-owned tourist 
complexes, with an impressive share of more than 90%, but with limited capital, 
labor and management potential, and with different interests, according to the spe-
cific professional specialization.

Today, according to data from the National Statistical Institute from 2020, the 
development of Bulgarian maritime tourism includes 1316 places for accommoda-
tion of tourists out of a total of 3317 for the country or more than 30%; relies on 
175,533 beds out of a total of 281,666 for the country or more than 62%, providing 
BGN 357,141,068 in revenues from overnight stays compared to BGN 645,544,880 
for the country as a whole or 65%. The share of revenues from overnight foreign 
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tourists stays for the country is about 50% or BGN 315,517,867 and 110,137,639 
of them were realized in Varna region, BGN 93,107,737 in Burgas town region and 
BGN 35,403,551 in Dobrich town region.

Despite the attempts of the state through the Ministry of Tourism and the 
existing legislation for management and regulation of tourism development in the 
country, in particular maritime tourism (Law on Tourism and following regulations, 
Law on the structure of Black Sea Coast, Law on Protected Areas, Law on Conces-
sions, Law on Consumer Protection and many other regulations that should create 
conditions for protection of resources and interests of the state, business, local com-
munities and tourists) the reality reflects a number of problems and gaps, which are 
mainly the result of weaknesses in the developed regulations, non-compliance with 
the existing rules, lack of quality control and adequate sanctions for violators. The 
country's media constantly alarm of irregularities of various kinds, the most serious 
of which are related to the overbuilding of coastal areas and ongoing construction, 
often by "bypassing" the provisions of the law, including in protected areas. Several 
examples:

	y under the title "The sea is over" a team from the newspaper "Uikend" from 
July 31 to August 6, 2021, pp.53-55, found that: "there are no places on the beaches 
– nor on the sun beds nor in the free zones. Tourists sleep, covered with their towels 
on the beach after going there as early as at 7 o'clock in the morning in order to 
reserve spots. The number of people wishing to spend their holidays in July many 
times exceeds the potential of the coastline, admits the mayor of a popular seaside 
town. The tourist's favorite Sunny Beach "works" around the clock at full speed 
(taking into account the force majeure impact of travel restrictions and the danger 
of a new pandemic wave of Covid -19)";

	y an editorial on the pages of “Narodno Delo" newspaper under the headline 
"A security guard chases people from Kabakum beach, it was private" reports a 
security guard from a private company who explains that the beach is private and 
guarded and must therefore be abandoned. An identical case of a beach in Kiten is 
shared (provided that by law, the beach is exclusively state property);

	y author's material of Krassimir Tsigularov on the pages of the newspaper 
"Sega" from July 11, 2019 reveals that: "Jeeps on the beach are something com-
mon, against which no one will take any lasting measures. Shocking prices for 
beach accessories are justified by old rules ... The problems with the summer season 
are a consequence of decades of neglect of the quality of service. In recent years, 
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it has become increasingly necessary to "import" service personnel from abroad. 
But these are people who are here temporarily and have no commitment for loyalty 
to their temporary employers. For decades, it was relied on tourists from outside, 
while the attitude towards Bulgarians was rather contemptuous. The crisis with the 
lack of service personnel has led to low quality, but at constantly rising prices;

	y newspaper "Cherno more", issue 216 of November 16, 2016 reflects on its 
pages the assessment of European tourists on the Bulgarian Black Sea coast based 
on a survey of comments on social networks by the media analysis agency "Persep-
tica". It is stated that: "Commentators on social networks have mostly positive at-
titude towards Bulgarian resorts and tourist sites. More than half of all opinions 
expressed online criticize the results from the activities of the local tourism industry 
on the Black Sea coast. Consumers do not like overconstruction, garbage, dirt and 
rising prices that do not match the quality of service offered. The clean, untouched 
beaches of Greece are often cited as the complete opposite of the current state of the 
Bulgarian Black Sea coast and especially of its southern part. On the other hand, the 
North Black Sea coast is seen as an exception in that, it still has untouched by mass 
tourism and overconstruction beaches. However, many see an imminent danger to 
these last pristine corners of the Black Sea coast";

	y under the title "Cold Front for Summer Tourism" in the magazine "Ikono-
mist" from July 5, 2019, the author Dragomir Nikolov refers to the opinions of 
experts in the tourism industry to reflect some of the problems associated with the 
declining number of tourists on the Black Sea coast. The opinion of Kalin Sutev, 
a representative of the large German tour operator DER Touristik is that: "the lack 
of interest is due not only to the fact that the main competitors have returned to the 
"game" due to the calming down of tensions in their countries, but also because 
Bulgaria has remained unpopular in Western European markets and the last few 
good summers have not been used for active advertising". His forecast is that "the 
leading tour operators will cut down their charter programs for Bulgaria for the 
next summer season based on their losses during this season". Galin Georgiev from 
Solvex, a leading tour operator on the Russian market, says that "offers for last-
minute bookings have not been successful among Russians, despite the reductions". 
The expert is definite that other markets are chosen instead of Bulgaria mainly 
because of the quality of the product. Georgiev also points out poor advertising as 
a reason for the deteriorating results. In this regard, he highlighted also the lack of 
accountability about how and for what the set aside about BGN 13 million per year 



141

for national advertising is spent. "At least 50% of the tourist base is unnecessary. 
Sunny Beach and Golden Sands were all green, now we have a concrete-sea-cost 
and tourists who come for alcohol tourism" is the firm opinion of Dimitar Popov, 
chairman of the Bulgarian Association of Tour Operators and Travel Agencies. He 
also believes that "the main reason for this situation is the lack of a state policy 
for predictable and sustainable tourism". "There are no people in the Ministry of 
Tourism who understand tourism. Bulgarian hoteliers are certain that the unrealisti-
cally high fees for sunbeds and umbrellas, imposed by the concessionaires of the 
beaches, and the high prices at the resorts repel both Bulgarians and foreigners from 
the Black Sea coast. The concession of the beaches is harmful for both the Bulgar-
ian tourism and the Bulgarian economy, and should stop", says Diana Kolcheva, 
chairwoman of the Association "Hotelier's Club";

	y in an extensive article entitled "Summer 2020: In order to (not) remain 
nature after us" on the pages of the newspaper "Sega" from 18-24 September 2020, 
issue 38, the newspaper's team concludes that: "The outgoing season has shown, 
that the authorities not only do not interfere, but legitimize environmental atroci-
ties." Several striking cases of law violations, which cause damage to nature are 
investigated, such as: Cape Chirakman - I carved a beach myself: a businessman 
and municipal councilor, while clearing his property, closed a municipal road thus 
preventing the access to a small natural beach, constructed an illegal road in his 
property to the same beach, digging with heavy machinery at the very base of the 
cape; Bolata - every car has the right to the beach. Bolata, one of the most beautiful 
bays, is part of the Kaliakra Reserve, but instead of being protected by its status, 
what happens is exactly the opposite. Civil servants like to walk around and give 
fines, but for years they have refused to solve the problem with the access to the 
beach and the need to set up car parking outside the protected area; Sveti Vlas - a 
little help from a friend - the Minister of Ecology of the Republic of Bulgaria signed 
an order excluding from the protected area "Emine-Irakli" a specific plot of land, 
acquired by exchange in the forest above Sveti Vlas. The order comes post factum - 
at that time the forest has already been cut down, and eight cottages have "sprouted" 
in its place; Ahtopol - protection to the end - an inspection of "Green Balkans" 
found that half of the dunes are "lost" along the way from the data of the Ministry 
of Environment and Water to the maps in the cadastre. RIOSV - Burgas gener-
ously ruled that an excavator did not plow the dunes, but only passed through them. 
The concessionaire has been fined the "colossal" 1000 levs, so he will hardly think 
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about it the next time, when he starts to protect them; Sinemorets - forget all nature 
here - in recent years its meadows have been gradually looted and fenced, then be-
hind the fences began small and large construction, and the latest construction from 
this summer is now literally an elbow away from the panoramic path going around 
coast. Away from people's eyes, someone has built a private pier, swimming pool 
and a path on the rocks, and local authorities pretend not to know who he is (and 
this is a public secret). The wild beaches were liked by the team of a TV show on 
Nova TV, during which the trucks of the "survivors" made trails through the coastal 
forests of Strandzha Mountain, which this summer were further trodden by the new 
summer tourists in Sinemorets - people who go crazy with jets meters away from 
the heads of the bathing people on "Lipite" beach, who turned the mouth of the 
river Veleka into a parking lot and who arrange for themselves exciting sensations 
with jeeps along the rivers of Strandzha Mountain. Newcomers with houses on the 
meadows, drifters and ruthless holidaymakers literally and figuratively trample on 
all rules for the protection of protected areas, but no one will punish them.

The performed above monitoring of the state of tourism on the Bulgarian 
Black Sea coast, based on the public response in various media, reveals significant 
gaps in the management of processes by the state and the tourism business itself. 
In addition, information was revealed from the pages of the published in the recent 
past magazine "Tourist Markets" that in 2007 an international project "My Coast" 
was launched, about how to care for the future of the Bulgarian Black Sea coast. 
The main objective of the project "My Coast" is to contribute to the sustainable de-
velopment of the Black Sea coast and the end result would be a comprehensive and 
sustainable vision and strategy for managing activities on the sea coast and meth-
odology how to balance the numerous ideas and plans related to this territory. The 
project budget is 400,000 euros, and its implementation period is until the end of 
2008. The project is implemented by a consortium of the European Center for Eco 
and Agritourism, the Province of South Holland, the University of Utrecht and the 
consulting company Povvik. Many other projects with similar goals and proposals 
have probably been developed, but the current state of Bulgarian Black Sea tourism 
shows that they have not been implemented.

5. What to do to obtain a successful, sustainable blue tourism

S. Zahedi: "Countries should implement effective programs to rehabilitate 
the damaged ecosystems and commit themselves to move towards sustainability of 
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coastal zones. Tourism impact assessment in coastal areas (TIACA) is an assess-
ment method that provides a specific list of environmental and other parameters 
which may be affected by tourism development projects. Since the environmental 
resources are the bottom line of the tourism attractions in coastal areas, the param-
eters are divided into two main categories: environmental parameters and other 
parameters: economic, social and cultural, political, etc. The basic concept of this 
technique is to provide community and tourism leaders with necessary information 
for decision-making about the tourism projects in coastal areas and changing the 
operation practices before negative impacts reach a critical level and degrade the 
fragile and vulnerable environment".

Dimas Tegar R. and R. O. Saut Gurning wrote that "In the tourism develop-
ment some elements need to be considered that support tourist destinations as Bu-
halis's "6 As": Attraction, Accessibility, Amenities, Available Packages, Activities 
and Ancillary services".

In general, it is necessary, consciously, on the basis of scientific and techno-
logical achievements, to change management models in accordance with the VUCA 
model: VOLATILITY - nature, speed, dynamics and importance of changes; UN-
CERTAINTY - inability to predict emerging problems and events; COMPLEXITY 
- complexity and chaos of many interconnections and variables characterizing a 
specific situation; AMBIGUITY - unclear meaning of things, as a result of which 
the situation is not understood on the basis of previous experience and knowledge 
(Lydia Shuleva 2020).

It would be good to apply this model to the future of Bulgarian tourism and 
in particular maritime tourism. Improving the management of this sub-sector with 
exceptional importance for the overall sustainable development of tourism in the 
country, closely linked to other aspects of the maritime economy that contribute to 
the improvement of its complex product, usually requiring significant investment, 
is the first and most important condition for a positive change. It is well known that 
tourists (as well as local maritime communities) love and seek seafood. Solutions 
such as "The innovative artificial reefs of Varna's Sea Harmony" support the filtra-
tion of biomass in the sea while growing industrial quantities of mussels (Pl. Enev 
2021) are a good example of seeking positive change. In an attempt to improve the 
management of Bulgarian Black Sea tourism on July 30 2021 in Varna (Golden 
Sands Resort), a Bulgarian Black Sea Coast Alliance was established, consisting of 
20 companies, representatives of various resorts, hotels, airlines, together with the 
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Burgas and Varna Tourist Chambers (information from BTA).
In order for the individual initiatives to succeed, it is necessary to change the 

overall model of tourism management in the country, taking into account the spe-
cifics of the sector and significantly freeing the various subjects from hierarchical 
administration from one center. This model must ensure that the state (Bulgarian 
society), business, local communities and each individual practicing the tourism 
profession will have equal rights and obligations in protecting the different in na-
ture interests in a real, dynamic market environment. It is necessary to reorganize 
the current numerous branch organizations according to two criteria - professional 
profile and socio-economic status. The first major division should create associa-
tions of owners (employers and entrepreneurs) on the one hand and employees 
(professionals of all kinds and positions) on the other. The result - owners/employ-
ers will seek protection of the business, and employees "on a salary" - opportunities 
to resolve issues of working conditions, remuneration, social security, qualifica-
tions (currently some of the most unfavorable in the country).

The state with its bodies must ensure the national framework of policies and 
rules for the development of tourism and control their implementation and compli-
ance. The Ministry of Tourism (or another executive body) must stop indicating 
what the prices of tourist services should be (it turns out that the biggest problem 
is the prices of umbrellas and sunbeds), but to support the development of inter-
national tourism through state channels (especially with foreign tour operators, on 
which the significant share of organized tourism in the country largely depends); to 
ensure a favorable business environment; to assist in the protection of the national 
natural and anthropogenic resources; on the basis of specific goals and objectives 
to provide funding under European programs, supporting the majority of medium, 
small and micro tourism businesses; to develop the important for the tourism sector 
coordination relations with all other state bodies.

In order to improve the legal basis for the development of tourism in the 
country, it is necessary for the Parliament to establish a standing committee on 
tourism issues. The publicity of its work could eliminate the practice of continuous 
adjustments under the influence of various lobbying interests (example: the transfer 
of responsibility for beach concessions, instead of looking for options to correct the 
negatives they cause or totally eliminate them).

The role of local communities (local government, public organizations and 
business) in solving the specific problems and identifying prospects of tourism de-
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velopment in the respective territory should be significantly increased. Tourist desti-
nation management organizations should operate on the basis of these communities. 
Any "distortion" in policies and/or specific decisions and actions will immediately 
reflect in the number of tourists, revenue, living conditions of the local population.

A special place in a changed model of management of Bulgarian tourism 
should be occupied by an association of specialized in the field of tourism scien-
tific and educational entities. The country has many years of positive experience 
in training professionals and developing scientifically sound approaches and solu-
tions for tourism development, including on the Bulgarian Black Sea coast. It is a 
paradox that the trained Bulgarian specialists work abroad, and the country makes 
efforts to "import" staff (in most cases unqualified and with interests outside of tour-
ism) instead of taking care of its own professionals.

The derived ideas for creating a new model of organization and management 
of tourism in Bulgaria do not exhaust the possible options for behavior of stake-
holders. It is important to realize the need for significant transformation in order to 
meet the challenges of different nature, a transformation which will provide poten-
tial for long-term, sustainable development of tourism, respectively to guarantee a 
real blue tourism on the Bulgarian Black Sea coast.

Conclusion

The issues studied in the present article are extremely diverse in content, com-
plex as a set of phenomena, relationships and interactions, contradictory from the 
standpoint of various subjective interests and with threatening consequences for hu-
manity as a whole if the negative consequences are deepened. It is understandable 
that the limited volume of this publication and its orientation towards Bulgarian mar-
itime tourism (without an overall analysis of its current status) concerns only some 
of its manifestations. However, they reveal the potential dangers without mentioning 
the problems related to erosion and landslide processes along the sea coast, the purity 
of sea water and endangered marine species, the combination of coastal infrastruc-
ture (ports, quays, riots, fishing ports, etc.) with tourist infrastructure and superstruc-
ture in order to ensure sufficient entertainment services for tourists, but also for the 
local population, etc. Reflections on the existing problems and the search for possible 
directions for their solution gave rise to the idea of changing the management system 
of tourism in the country. Adequate management (at this stage, in the author's judg-
ment, it is not) of the processes is "the unit that can strengthen the whole chain."
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TENDENCIES IN THE DEVELOPMENT OF WORLD TOURISM, 
EUROPEAN REGULATIONS AND THE CHALLENGES  

FOR BULGARIAN TOURISM

"Documents are not products"
Alex Levy, founder and president of Atmo Inc.

San Francisco

Introduction 

The Covid-19 pandemic caused drastic negative consequences for tourism - a 
very large decline in tourist travel, loss of jobs and therefore of skilled personnel 
who moved to other industries, respectively negligible revenues for the tourism 
business in destinations that received a limited number of tourists.

The lifting of the restrictions that had confined people to their homes during 
the pandemic has triggered an across-the-board increase in tourist travel around the 
world, with double-digit growth for leading emitting markets. However, an imbal-
ance has emerged between large-scale tourism demand and still limited supply, 
mainly due to a lack of staff but also of material and technical capabilities, mainly 
in terms of air transport and some of the most sought-after tourist attractions. This 
new environment has led to a direct increase in the prices of transport and other 
tourist services, as well as to an indirect increase in prices due to the unfavorable 
geopolitical environment (large-scale warfare, disrupted supply chains, terrorist at-
tacks, etc.), generating high prices for energy, food, and household services and a 
corresponding reduction in the standard of living of a significant part of the world's 
population. Independently, of particular importance for the development of tour-
ism, and for the existence of humanity in general, are the increasingly frequent, 
widespread and devastating effects of climate change: prolonged droughts, fires 
and floods, hurricanes, intense glacier melt, etc. In spite of the difficulties, people 
choose tourist travel as a kind of "vent" from the problems of everyday life. Tour-
ism demand continues to grow. The choice of popular destinations has reinforced 
the effect of over tourism, which emerged as a phenomenon before the Covid-19 
pandemic, and on this basis the protests of local communities against this phenom-
enon increased (Amsterdam, Barcelona, Venice, Madrid, Malaga, Canary Islands, 
Prague, etc.). More and more actively, the various world, regional and national 
governing bodies are committed to translating the declarations and decisions of 
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their various forums over the years (from 1987 to the present day) on sustainable 
development of tourism and its environmental, socio-cultural and economic effects 
into real action. Thus, in June 2021, the G7 countries agreed to make climate re-
porting mandatory for business. In this regard, there are also the latest ambitious 
regulations of the European Commission (EC), respectively the European Travel 
and Tourism Commission (ETC), related to tourism.

The present study is an attempt to analyze and assess, on the basis of Euro-
pean documents, factual data from secondary sources and the opinions of profes-
sionals, the possible actions of the Bulgarian authorities and the tourism business to 
ensure a sustainable future of the "Tourism" sector in the conditions of operation of 
the ESG standards. For this purpose, the methods of theoretical, comparative and 
critical analysis, synthesis, as well as prognostic approach are applied to formulate 
proposals for change.

1. Tendencies in the Development of World Tourism

In the UNWTO Expert Paper (2015) "Tourism Towards 2030", it is predicted 
that countries defined as developing economies will welcome 58% of international 
tourists in 2030. Europe will continue to be the most visited destination and North-
east Asia the most visited sub-region. In the first half of 2024, inbound travel to 67 
of the 120 monitored destinations is already showing exceptional growth compared 
to 2019: Qatar - 147%, Albania - 93%, El Salvador - 81%, Saudi Arabia - 73%, 
Moldova - 50%, Tanzania - 49%. The growths in revenue realized in local currency 
and at current prices for 47 out of 63 destinations are also significant: Albania - 
128%, Serbia - 126%, Tajikistan - 85%, Pakistan - 76%, Montenegro - 70%, Re-
public of North Macedonia - 60%, Portugal - 57%, Turkey - 55%, Colombia - 54%. 
The leadership is held by Saudi Arabia - 207% and El Salvador - 168%. 

According to Forbes (2020), people are increasingly talking about so-called 
"green" travel, which seeks to reduce the carbon footprint of flying or other services. 
Information on little-known destinations is growing, with a view to dispersing tour-
ist flow towards the most popular places marked by over tourism (preferences for 
adventure travel in Georgia and Saudi Arabia are growing). In terms of type of trav-
el, according to ABTA (Association of British Tour Operators), there is a growing 
demand for "slow" tourism, tailor-made tours, eco-oriented and socially conscious 
trips. For the entire tourism sector, increasingly referred to as the Visitor Economy, 
a zero-carbon footprint will be sought through the use of solar energy and luxury 
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without prodigality. Increased alternative transport services will be sought by train, 
bicycle and boat at the expense of air and road transport. The development trends of 
tourism in the world will be mainly influenced by demographic dynamics, technol-
ogy, artificial intelligence (AI) and climate change. Additionally, the formation and 
dispersion of tourist flows will be related to the geopolitical situation.

In the "Survey of Consumer Travel Trends" by Travel port (2023) - "What 
Consumers Want" is noticed: "An Easy Modern Travel Retail Experience. For 93% 
it is making it easier to find the best products, with the best sellers being those who 
save them time - having what you want exactly when you want it; 83% of young 
consumers aged 18-41 expect more human touch and assistance; 67% to buy on-
line; 59% - getting exactly what they want is more important than how much they 
will pay for it." 49% of those taking longer travels pay more for sustainability as 
climate change and sustainability are at top of their thoughts and 60% will choose 
indirect transport options to save carbon emissions; 33% of tourists will travel 2-3 
hours longer to save carbon emissions at 19% of older people; 53% shop online 
every day or week – they value immediate purchase. For 41% the "now" factor is 
important for online sales as well as for 44% of offline sales. Much more time is 
spent searching rather than buying. For 47%, ease of entry to the relevant site to buy 
is important; 26% prefer video. For 31% of young buyers "I want to be understood" 
is an important condition for purchase; 51% want personalized offers, and for 90% 
of buyers the most important condition for purchase is clarity and transparency of 
the transaction - that there are no unpleasant "surprises"; 77% of people know how 
to use a chat bot but don't always want to. Only about 25% of the theoretical "digi-
tal natives" use chat bots more often. Nearly 75% of younger respondents expect 
more human interactions - to "chat" with a human, and this also applies to 83% of 
older respondents; 84% of 18–41 year-olds will pay more for nature-friendly travel 
options, as will 55% of tourists aged 42+, whether for vacation or business travel.

Data from Eurobarometer Surveys (Tourism): Preferences of Europeans to-
wards Tourism (Flash Eurobarometer Report, October, 2021) shows that Europeans 
select a tourist destination in three aspects: culture - 44%, natural features - 43% 
and price of the whole trip - 43%. Purchasing professional accommodation (hotel: 
bed and breakfast) on online platforms is preferred by 31%. They are joined by 25% 
who purchase other travel-related services. The most preferred source for informa-
tion is friends, colleagues and relatives; 82% are willing to change their habits to 
support sustainable tourism, 55% to use local products, 36% to use eco-friendly 
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transport, 35% to pay more to protect nature or the well-being of local commu-
nities. According to European Travel Commission's Quarterly Report (Q4/2023) 
"European Tourism Trends & Prospects" EU residents spent 94% of their trips in-
side European Union; car is the dominant means of transport; over 2 of 3 intra EU 
tourism nights are spent in rented tourist accommodation; more than 1 in 4 trips are 
made in July and August; cruise ships are popular for trips to Estonia and Sweden.

In an article titled "Generations as consumers", in the magazine "BGlobal" 
no.1 of 2021, p. 93 it is stated that the generational behavior of the "Millennials" 
and generation "Z", who are active users of tourist services, is strongly oriented 
towards supporting sustainable development: 70% are willing to pay more for prod-
ucts from local producers to help them survive; 60% are willing to buy from big 
brands with care for their employees; 40% of Millennials are strongly attracted to 
businesses with a positive impact on society and the environment; 37% opt out of 
companies with unethical behavior.

In the time of AI, virtual and augmented reality, the future behavior of the 
"Alpha" generation, which will be involved independently in tourist consumption 
after a few years, should not be overlooked. For this generation, the Westport Li-
brary's definition of "An Armchair Traveler" i.e., someone who discovers a place 
or location he/she views through a travel program on TV, the Internet, a website or 
by reading travel books after a Google clip, is more than likely. Tourism businesses 
need to be aware of this kind of generational behavior.

The tendency of the new tourist behavior of the ultra-rich 1% of the world's 
population stands out more and more clearly. The new fashion is "Surf and Turf" - 
shunning overly mundane destinations, secluding oneself on a yacht, on one's own 
private island or in giant beachfront mansions that guarantee voluntary isolation. 
This trend, however, runs counter to all the socially important objectives for the 
development of sustainable tourism, depriving local communities of the disposal of 
the natural assets adjacent to their territory.

The identification of a leading goal and motive when undertaking a tourist 
trip at the same time as the search for various attractions in the visited destination, 
in order to have satisfying, personal experiences, shape the characteristics of the 
modern hybrid tourist. This fact places before the tourist supply the need to com-
bine elements of different types of tourism in the creation of personalized offers. At 
the same time, in order to ensure sufficient positive effects of the Visitor Economy 
in the effective utilization of the available capacities of tourist resources, it is im-



151

portant to ensure mass sales. On this basis another specific trend can be formulated 
- the transformation of mass tourism into tourism of social or interest groups (with 
the help of successful marketing).

The European Environment Agency (2019) predicts that by 2100, rising tem-
peratures will create better conditions for marine tourism in spring and autumn in 
southern regions and, accordingly, for the northern ones in the summer. Revenues 
for southern maritime destinations will be lower by 0.45% of GDP, while for north-
ern ones they will increase by 0.32% of GDP.

In tourism practice, a new phenomenon is observed, which is becoming more 
and more large-scale - the formation of a secondary market for tourism services 
(travel). Early bookings are made at advertised promotional terms by sellers and 
then, as the dates for the trip and/or some additional services/events in the chosen 
destination approach, resales are offered by buyers at much higher prices (a variant 
of the shared economy perhaps). At this stage it is difficult to judge whether the 
normal tourist business is damaged or not.

N. Vanilov (2024) in "Markets from Different Angle" notes that development 
trends will be mainly determined by demographic dynamics, causing increasing 
demand for food, healthcare and biotechnology, technology, artificial intelligence 
(AI) and climate change. The prioritization of each of these factors for individual 
activity sectors and companies will likely be determined by the specifics of par-
ticular activities. According to a 2022 "Morningstar" survey, 85% of the 500 larg-
est institutional investors in the US rank sustainability (ESG) factors as materially 
important in their investment decisions.

2. "European Green Deal" and the ESG Requirements for Tourism

The dynamics of the processes taking place in the world require a new, more 
flexible behavior of the tourism business in the conditions of intensified competi-
tive struggle and shortened reaction time. The complex negative effects of climate 
change are the reason why climate has become the focus of corporate sustainability. 
European public decision-makers at the highest level are paying particular attention 
to the actions that need to be taken to maintain Europe as the world's leading tourist 
destination in the new climatic, geopolitical, demographic and economic environ-
ment through decarbonization, with the ambitious goal of significantly reducing its 
carbon footprint (50% by 2035 and 0% by 2050), as stated in the so-called "Euro-
pean Green Pact". Particular attention in connection with the regulations, which are 
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also mandatory for the tourist business, should be paid to Directive (EC)2022/2464 
on compliance with and reporting on ESG (ecological, social, governance) stand-
ards, which are mandatory and in force from January 2024. A large number of 
environmental indicators will measure how much and what kind of energy is used 
and how much of it is from renewable sources, what is the carbon footprint of a 
relevant activity, what materials are used in the supply chain, etc. The social aspect 
of companies' behavior will be sought in fair payment to employees and suppliers, 
the use of child and unregulated labor, policies to protect employees' rights, integra-
tion of minority and socially vulnerable groups, i.e. responsibility towards people 
and their social environment. With regard to the third component of standards re-
lated to corporate governance, protection of the transparency of decision-making 
will be sought, whether the interests of the different interested groups are taken 
into account - employees, partners, customers, local communities, etc. The order 
of first involvement of the business in the preparation of the reports on the groups 
of indicators is also defined. Around 50 000 companies with more than 250 em-
ployees and/or a turnover of more than €40 million or listed on the stock exchange 
have been identified as first reporters. The second group of companies with fewer 
than 250 employees, a turnover of less than €40 million and not listed on the stock 
exchange will be included in 2026. SMEs in the tourism business also fall into this 
group. Micro enterprises are excluded at this stage. The so-called Taxonomy of EU 
sets the criteria for determining the sustainability of economic activities. The objec-
tivity of the information submitted will be certified by an auditor's signature. Pro-
tection is sought against so-called "greenwashing" or unfair practices in relation to 
the definition of a "green" company. According to compliance or non-compliance 
with the requirements, the respective businesses (companies) will receive incen-
tives or penalties.

Improving the data management and reporting capabilities for ESG standards 
is seen by the initiators of Directive (EC2022/2464 as the best way to strengthen the 
integration between sustainable development goals and overall business objectives.

According to the expert N. Ognyanova (2024) "Businesses need to adapt 
to new climate challenges in record time, against a backdrop of increasing cli-
mate threats to companies operating globally/.../To manage the growing number 
of metrics that were once voluntary disclosed and are now mandatory, companies 
will need to invest in the automation and industrialization of ESG data and metrics 
reporting." 
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In order to comply with the Directive (EU) 2022/2464, which entered into 
force, and in accordance with the deadlines set for its transposition into Bulgar-
ian accounting legislation, the 50th National Assembly adopted the Draft Law on 
Amendments and Supplements to the Accounting Law which enters into force on 
06.07.2024. By Decree of the President Rumen Radev it was promulgated in the 
State Gazette, No. 72 of 27.08.2024. The above-mentioned document concerns the 
reporting and auditing of financial and "non-financial" procedures (ESG standards), 
i.e. the management aspects of companies directly related to ensuring sustainability 
– de carbonization, digitalization, social commitments. At this stage, for the tour-
ism sector, the requirements apply to companies that are joint stock entities.

However, various experts and analysts are not convinced that the mentioned 
Directive will contribute to a "greener Europe". Monitoring the opinions of vari-
ous professionals on the nature and content of the European Green Deal reveals its 
negative aspects:

R. Petkova (2024): "ESG regulations have already come into force. But after 
all the hype now it is time to see the business opportunities they could provide. The 
widespread acronym ESG encompasses the three keywords for green transition - 
environmental, social and corporate governance. The non-financial reporting about 
a company's sustainability performance thus comes at a cost to companies seeking 
to meet the benchmark. To a large extent, ESG focuses on the financial risks and 
opportunities presented to companies/.../ The "Green Deal" is a fact. but we ask 
ourselves: What is the green future of Europe? The original idea of the "Green 
Deal" was that it would lead to growth in Europe. Five years later, we are witness-
ing an economic slowdown, partly caused by highly ambitious "green policies". 
One of the most important missions facing Europe is to regain its competitiveness. 
The most striking example is the damage that restrictive green policies have done 
to the automotive industry. In Europe, the image of internal combustion engines 
has been destroyed by political forces. The shake-up of the industry in Europe has 
led legislators to start rethinking the ban on internal combustion engines. The first 
priority of the new EC (24-29) is a new plan for Europe's sustainable prosperity and 
competitiveness, which includes easing the conditions for doing business";

B. Rashev (2024): "For Europe to be a place that invests and produces, it 
must have sustainable resources of its own and very cheap energy. We do not have 
either. It remains inexplicable how the economy of the union will be maintained 
when we clearly have confrontation of green policies and market economy prin-
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ciples. Europe's green policies are being imposed at state level and resemble the 
policies of 30 years ago."

Radan Kanev (2024): /.../ "the Green Deal laws have moved very quickly 
away from the original concept of accelerated growth. They became a set of highly 
restrictive and pro-inflationary norms. The money intended for industrial moderni-
zation and green transition was spent mostly on recovery from the pandemic, but 
the restrictive measures remained /.../ many parties won the European elections 
with an agenda for a partial revision of the Green Deal legislation /.../ Most likely 
that climate legislation in the EU will be seriously delayed and the already adopted 
legislation amended in a more conservative direction, which is not necessarily a bad 
thing. /.../ Climate policy can only be global - it can be seen that measures adopted 
by a single economic power cannot deliver results on their own."

Mario Draghi (former European Central Bank chief and Italian prime minis-
ter) in his report on the future of European Competitiveness (09.09.2024) proposes 
reforming EU governance, improving coordination and reducing the high regula-
tory and administrative burdens that hamper the competitiveness of EU businesses. 
He underlines how regulation is seen by more than 60% of EU companies as an 
obstacle to investment, with 55% of SMEs flagging regulatory obstacles and the 
administrative burden as their greatest challenge. The report advocates for a new 
industrial strategy, calling for unprecedented levels of investment and the introduc-
tion of new common debt to support Europe's industrial and defense needs. The 
report sets out the four building blocks of the proposed industrial strategy: full im-
plementation of the Single Market; alignment of industrial, competition and trade 
policies to ensure that they work together as part of a coherent strategy, with a focus 
on supporting sectors rather than individual companies; massive investment will be 
essential to the industrial strategy, which will require the mobilization of private 
finance; integration on Europe's capital markets, enabling high household savings 
to be channeled into productive investment within the EU.

It is logical to assume that the cited report has been commissioned to be de-
veloped in view of the real problems facing the EU, accompanying the economy 
of the Single Market economy and the decreasing competitiveness, the lack of in-
vestment to meet the ambitious policy goals set out in the "European Green Deal", 
digitalization and the technological race mainly with the US and China to support 
fundamentally the EC in the years of the new mandate. The result is that the EC 
is proposing a new document - a "Manifesto" for the EU Mandate 2024 - 2029 



155

"A NEW Consensus for Change". A "Tourism Manifesto - Tourism in Transition" 
has been developed specifically for the tourism sector, which defines tourism as a 
Visitor Economy. The document states that: "The Tourism manifesto is an alliance 
of over 70 public and private sector organizations working to build consensus on 
policy priorities and support good practice. The Visitor Economy covers all regions 
and multiple sectors: leisure and business travel, culture and gastronomy, accom-
modation, meetings, exhibitions and events. It delivers benefit to urban and rural 
communities across the region. More coordinated EU action is needed to channel 
investment effectively, to support value-adding, drive innovation and help our in-
terconnected ecosystem decrease negative impact. Characterized by micro, SMEs 
and complex supply chains the sector needs a clear and proportionate approach to 
enable de carbonization and improve environmental performance: single report-
ing tool; harmonized core environmental metrics; de-risk transition-make change 
easier and less expensive and provide more business certainty; drive public and 
private investment in infrastructure and transitional technology. The success fac-
tors for the EU Vision and Strategy for EU Tourism in 2030 are: identify the overall 
aims for European tourism and Visitor Economy, define "good" looks like, agree a 
clear strategy and ensure an enabling framework of smart regulation, good practice 
and funding in support."

In the document "Path way for Tourism Transition" 424 pledges are nomi-
nated to be support for all types of organizations involved: 111 "green transition" 
(26%); 101 "policy and governance" (24%); 77 "digital transition" (18%); 76 "skills 
and resilience" (18%); 54 "stakeholder support" (13%); 5 "other" (1%). 

The Rome International Conference on "Sustainable Tourism in Europe, 
Transition Path for Tourism and European Tourism Agenda 2030" (20.11.2023) 
underline that 3.5 million companies - 99% SMEs, servicing 57% internal tourists 
and 46% international tourists, visiting Europe, need promotion for their competi-
tiveness, for cooperation between member states, for sharing good practices. The 
European Parliament and the Council of Europe will endorse specific measures to 
implement the activities of member states to achieve the set objectives. EC expert 
group, monitoring mechanism and dashboard + 30 updated and new indicators will 
support green, digital, socio-economic tourism demand and supply descriptors.

The above-mentioned texts, despite their declarative nature (such is the es-
sence of the documents), reveal the need to prepare the Bulgarian tourism business 
to comply with them as well as with the mandatory ESG reporting while protecting 
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its specificity - a prevailing number of micro and SMEs on the one hand, and on the 
other - different stakeholders taking part in the Visitor Economy and its value chain.

3. Bulgarian tourism sector and ESG challenges - possible solutions

Taking into account the results weakening European competitiveness, the 
European Commission and, respectively, the European Parliament and the Council 
of the EU are taking a course towards legislation more closely linked to reality and 
market factors, which mainly determine what COST the European society can bear 
in relation to the pursued "green" transformations. It is clear, however, that the in-
terest in reducing harmful impacts on the environment, in creating more favorable 
living conditions for European citizens by respecting their social rights, but also in 
promoting business development is common, including for the Visitor Economy. 
At the same time, there are many more questions about the carbon footprint than 
there are answers at this stage. Tourism, including the Bulgarian tourism sector, 
consumes a significant amount of energy for lighting, heating/cooling, maintenance 
of various facilities, food preparation. The consumption of water resources is high - 
drinking water, water for domestic and hygienic needs, for water attractions - main-
ly hotels with their adjacent swimming pools and spas, water parks, golf courses, 
etc. The inadequate construction of tourist facilities with the bearing capacity of the 
respective territories and their characteristics gives rise to abrasive and landslide 
processes. The high seasonal concentration of tourist arrivals and the lack of a suf-
ficient number of qualified staff deteriorate the quality of services offered in the 
tourist destination. In order for the Bulgarian tourism sector to cope with the new 
requirements and circumstances imposed by all the above factors, huge investments 
are needed including to correct mistakes already made.

Investors, on the one hand, and tourists, on the other, will make their in-
formed choices based on the trends highlighted. In this regard, it should be noted 
that the World Economic Forum in Davos adopted a policy of directly ranking 
tourist destinations according to their contribution to sustainable development by 
changing the basis for their assessment - from "Travel Tourism Competitiveness 
Index" to "Travel Tourism Development Index." 

In order for the Bulgarian tourism sector to cope with the new challenges, 
change is needed in several directions:

Outlining specific policies to diversify the tourist offer of destination Bulgar-
ia through direct marketing, information and technical support to service providers, 
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especially SMEs, to expand the share of alternative types of tourism in the direc-
tion of "slow" and "fan" tourism with Bulgarian characteristics, which is positively 
evaluated at home and abroad. On this marketing basis, the community character of 
tourism would develop - family trips, professional groups, interest clubs;

 	 Creating mechanisms to encourage circular economy in the sector - savings 
through reuse, recycling, adjustments in the way some or other goods (consuma-
bles) and services are offered. Saving food by limiting or abandoning the applica-
tion of the "all inclusive" formula will have a positive result in terms of saving raw 
materials, reducing a significant part of variable costs, including for seasonal staff. 
Opportunities will be created to involve more local businesses in catering for tour-
ists, whether on or off tourist sites, in accordance with their personal preferences;

Increasing the role of partnership for directly solving complex problems such 
as distribution of funding and its effects between interested partners; organizational 
support of various events, etc. It is probably a good opportunity through the Devel-
opment of Regions 2021-2027 Program of the Fund of Funds to participate with 
projects related to urban environment, educational and health structure, cultural 
tourism and sport;

Legislative change in favor of local authorities regarding the management 
and administration of goods of common interest for local communities and tourists, 
such as the use of adjacent natural and anthropogenic resources, environmental 
improvement, etc. For example, for seaside destinations, concessions on beaches 
should be abolished, the benefits of which do not justify the use of a resource that 
is fully owned by the state in private interest; for all areas of the country, set com-
mon conditions for camping, such that the so-called "wild" camping to be abolished 
completely; strict regime for the use of water resources, especially with regards to 
swimming pools (perhaps thousands), drinking water and that from mineral sources 
used in spas in view of the expected increasingly prolonged droughts, etc.;

Improve the provision of information to the sector with detailed, multilay-
ered and timely information that reaches all interested users. Through it and the 
creation of mechanisms to monitor what is actually happening in the sector, it will 
be possible to respond flexibly and adequately to the constantly changing geopoliti-
cal, climate, energy, economic and market environment.
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Conclusion 

In order for the Bulgarian tourism sector to provide the advantages that tour-
ism can in principle generate: satisfaction of individual life travel intentions, multi-
faceted development of a specific territory, the well-being of its population as well 
as to guarantee its own existence, it must be able to respond to the desires of the 
people. And this depends above all on the competence of the specialists involved 
directly or indirectly in its development. A multifaceted, sensible change is needed 
in order for Bulgaria as a destination to be noticeable and competitive in the context 
of its many attractive and globally popular European competitors.

"What remains absolutely true is that when you offer people what they want, 
the business survives. They haven't lost interest and will pay even more for good 
entertainment. Everything else/.../changes/.../ says Brian Lord, CEO of Creative 
Artists Agency LLC - Hollywood, quoted by Lukas Shaw on page 68 in "Bloomb-
erg Businessweek Bulgaria", September, 2024.
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BULGARIAN SCIENCE FOR TOURISM. AN ANALYTIC REVIEW  
FOR THE PERIOD 1968 - 2018

Introduction

Bulgaria as a destination is on the international tourist market from the sixties 
of the past century. In the end of sixties and the beginning of seventies, it achieved 
1.91 % market share of the international arrivals and 0.35% of the realized revenue. 
In 2017 the market share of the country with regards to the tourist arrivals world-
wide is 1.3%, and with regards to the realized revenue 0.8%. 

The structure of revenue from the standpoint of direct contribution of tour-
ism in GDP for the destination Bulgaria reveals a 74.1% share of the holiday trav-
els vs. 25.9% of business travels. Share of expenses of local tourists is 23.3% vs. 
76.7% - of foreign. For world GDP the data is respectively 77% of holiday travels 
vs. 22.5% of business travels. The share of expenses of local tourists is 72.3% and 
that of foreign tourists - 27.3%. The data shows that Bulgaria is primarily a holiday 
destination for foreign tourists. According to the Index of competitiveness (WEF, 
2017), from 186 destinations, Bulgaria occupies the 45th position with a score of 
4.14, moving forward by 4 positions. The participation of tourism in the formation 
of the country's GDP in different periods is between 10% and 13%.

The understanding that tourism could be a solid economic sector with posi-
tive impact on the well-being of the country's population and on the country's inter-
national image, maintains the ambitions for an all year round, multifaceted, sustain-
able development of domestic and international tourism. For the implementation of 
these intentions a number of Bulgarian scientists work actively to find solutions for 
overcoming the problems which arise during its development in the country.

For a starting point of the Bulgarian science for tourism (Bulgarian turismol-
ogy) is adopted 1968, when the first scientific conference was held, dedicated to the 
problems of international tourism development in Bulgaria. Attention was focused 
on four main topics: state and problems of international tourism development; 
trends in hospitality and hotel services; thalassotherapy, spa services and opportuni-
ties for attracting foreign tourists; training of professionals with specialized knowl-
edge and skills for all levels of management and operation of tourist venues. From 
the very beginning of the development of mass international sea holiday tourism in 
Bulgaria, which at that time was fashionable all over the world, the milestones of 
the fundamental scientific problematics, which are still current today, were placed.
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Bulgarian turismology is developed mostly by university professors – re-
searchers. There are two main factors for that. On one hand, the necessity to seek 
scientifically sound, effective solutions for the large-scale development of tourism 
in the country. On the other hand, the development of the science for tourism is 
related to the academic career of university professors for whom research work is 
a compulsory element, including the writing of a dissertation and the acquisition of 
a PhD status. The formation of specialized tourism departments for the education 
of students with high qualification for the needs of tourism development groups the 
main authors-researchers, approximately 60-70 people, in the departments, repre-
senting the habilitated, doctoral and assistant academic staff.

Structurally, the scientific papers and publications of Bulgarian authors on 
the problems in tourism can be presented in two main groups. The first group can 
be defined as "operational research". It includes articles and reports published in 
specialized scientific journals or presented at scientific forums. Usually these stud-
ies treat in a synthesized form (8-20 pages) an extremely topical issues that are in 
line with the profile of the respective journal and the defined topic of the scientific 
forum. Rakadzhiyska and Yancheva (2018) explore this group of publications by 
Bulgarian authors by monitoring 477 publications for a period of three years (2015, 
2016 and 2017) related to the conducting of scientific forums with international 
participation. The authors' arguments for this choice are based on the understand-
ing that these forums usually deal with topical issues for the time when they are 
held, including also future periods. Another important argument is that different 
scientific and scientifically applied solutions by a sufficient number of research-
ers to relatively common problems posed by the leading topic of the international 
forum can be revealed and compared. The monitoring assessed the "operational 
research" in several aspects. It was found that the publications usually describe 
an author's thesis based on the international level of theoretical knowledge or on a 
leading author in the respective field. The research problematics are closely related 
to major problems of the development of Bulgarian tourism. Thematically preva-
lent is research about management - 22%, types of tourism - 14%, theory - 12%, 
human resources - 11%, marketing - 10%, hotels and restaurant operations - 10%. 
Economic problematics have a 7% share, those of tour-operators' and agents' ac-
tivities and transport - 6%, tourist resources - 5% and innovations - 3%. Scientific 
criticism in publications is poorly covered. Typically, the authors develop their own 
ideas to build upon chosen from specialized literature theoretical formulations and/
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or practical solutions, i.e. good practices.
The second group of scientific papers and publications is defined as "strate-

gic". It includes works in which thoroughly, from many angles, in a theoretical and/
or practically applied aspect, a specific problem and its object is examined in the 
form of a monograph (dissertation), i.e. there is a scientific contribution generated 
to tourismology and tourism practice.

This group of scientific research and publications of Bulgarian researchers, 
which we define as the "backbone" of tourism knowledge and the opportunities to 
solve the problems associated with tourism development, has never been assessed. 
Exactly this assessment is the subject of the present study. The aim is to highlight 
the lasting aspects of development of Bulgarian tourismology and its achievements. 
The other aim of the study is to acquaint the international research community, deal-
ing with the problems of tourism, with well-established Bulgarian authors. Unlike 
the articles and reports that authors usually publish in English, their monographic 
publications and major research projects are usually published in Bulgarian.

1. Data and methodology:

Overview research serves as a milestone for quick orientation of every re-
searcher about scientific achievements on the problems that interest him/her, this 
way saving him/her time and effort and directing him/her to the theoretical and 
methodological argumentation of his/her own research.

By analogy with applied methodology in overview studies such as those of 
B. Wu et al (2001); Mariana de Queiroz Brunelli et al (2010); Kwangmin Park et al 
(2011) and Greg Richards (2018), in the present article the factual data is collected 
on the basis of monitoring the research activities on problems of tourism by leading 
Bulgarian university professors-researchers.

Subject of the study are monographic works as well as team produced pro-
grams-based research projects, developed on the basis of author's ideas or by as-
signment of European programs, state institutions, public organizations and busi-
ness structures. The study covers 13 prominent research professors-researchers, 
presented in alphabetical order of the first name. Each author is presented with one 
monographic publication and one program-bases research project selected at his/
her discretion. The restrictive period 2000 - 2018 aims to present up-to-date works. 
At the same time, the period is long enough to be able to outline lasting characteris-
tics of Bulgarian tourismology. The monitoring covers 9100 pages of text (without 
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annexes) in a ratio of 5,200 pages of monographic publications and 3,900 pages of 
research projects. Authors, titles of monographs and research projects within the 
years of publication are presented below.

Georgi Georgiev et al Project team: Nature under protection, Publ. House 
"Gea Libris", Sofia, 2010; Improving the Conservation Effectiveness of Wetlands/
Wet Main Areas "Balkan-Mediterranean", 2014-2020

Vasil Marinov et al Project team: Monitoring tourist demand. Regional in-
formation system for monitoring of tourism demand in the Pirin mountain tour-
ist region. Sofia University Press "St. Kliment Ohridski", PHARE BG2004/016-
711.11.02. Phase 1: "Support for preparing good quality strategic documents, 
promotion of partnership and cooperation and assistance for project development 
capacity", University Press "St. Kliment Ohridski", 2000 - 2009

Ivan Markov et al Project team: Ivan Markov&8 partners from Romania and 
Bulgaria – 4 Ministries, 2 non-government organizations, 2 universities: Territo-
rial development of viticulture in Bulgaria, Plovdiv, ASTARTA publ. 2012, ISBN 
978-954-350-133-5; Joint Risk Monitoring during Emergencies in the Danube Area 
Border, funded by Romania-Bulgaria Trans Boundaries Partnership Program; Pro-
ject N2s-2.2-1, MIS-ETC, Code:166, 2011-2014

Manol Ribov et al Project team: M. Pibov, M.Stankova, E. Alexandrova, M. 
Yaneva, J. Trifonova, B.Stankova, V.G. Karadjova, I. Emilova,L. Martinova, E. 
Velikova, B. Koleva, M. Dimitrova, L. Hristova D. Suleva: Tourism in the era of 
quality, Trakia-M publ. 2003 and Strategic choice in tourism, Trakia-M publ., 2005

Maria Vodenska – EDITOR Project team: Maria Vodenska & Native Re-
searchers from 11 countries (in alphabet order): Albania, Bulgaria, Croatia, Czech 
Republic, Hungary, Latvia, Macedonia, Montenegro, Romania, Serbia, Slovenia: 
Hospitality and Tourism in Transition in Central and Eastern Europe. A Compara-
tive Analysis Cambridge Scholars Publishing, UK, 2018 Hospitality and Tourism 
in Transition in Central and Eastern Europe. A Comparative Analysis funded by La 
Foundation pour la "Formation Hôtelière" based in Switzerland 2014 – 2018

Marin Neshkov: Tourism policy: historical transformations, modern state and 
guidelines for the development in Bulgaria. "Nauka i Ikonomika" Publ. House, 
Varna, 2012.

Marin Neshkov et al Project team: Marin Neshkov, Stoian Marinov, Dimitar 
Dichev, Georgi Shipkovenski: "Cultural Values and Leisure Environments Acces-
sible Roundly – For All" (CLEAR) Transnational Cooperation Program Human 
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Resources in Southeastern Europe 2007-2013, EU
Nikolina Popova et al. Project team: Nikolina Popova Stela Baltova, Stoyan 

Marinov, Yana Spassova: Territorial Development of Tourism, Avangard Prima, 
Publ. House, 2012

Svetla Rakadzhiyska: International Tourism Market and Bulgaria as a Tour-
ist Destination through the period of Transition, "Nauka i Ikonomika" Publ. House 
Varna, 2007

Atanas Kovachev, Konstantin Kalinkov, Svetla Rakadzhiyska et al: THE 
CITY – Bulgarian, interinstitutional scientific project on the problems of urbaniza-
tion and urban tourism, "Gea Print" Publ. House, Varna, 2013.

Sonia Varadinova Mileva: Evaluation and analysis of national marketing ef-
fectiveness, conducted by the Ministry of Economics, Energy and Tourism, Bul-
garia, 2009-2010

Sonia Mileva et al Project team: Analysis and evaluation of structural chang-
es and development growth of Tourism under the impacts of globalization, Avan-
gard Prima Publ. House, Sofia, 2015 

Stanislav Ivanov: Hotel revenue management – from theory to practice. Zan-
gador Publ. House, Varna, 2014

Stanislav Ivanov, Craig Webster Project team: Robots in tourism – a global 
study ((in working stage), 2018

Stoyan Marinov Project Team: Stoyan Marinov, Marin Nwshkov, Velina
Kazandzhieva, Todor Dyankov, Galina Ilieva: Competitiveness of Varna Re-

gion as a Tourist Destination, initiated by Varna Municipality, Nauka i Ikonomika 
Publ. House, 2014.

Stoyan Marinov: Tourism Destination Management, Nauka i Ikonomika 
Publ.House, Varna, 2015.

Tanya Dabeva: Hospitality and restaurant Franchising, Nauka i Ikonomika 
Publ. House, Varna, 2013.

Tanya Dabeva et al Project team: Tanya Dabeva, Georgina Lukanova; Elena 
Klateva: Possibilities of time share implementation in the hotel industry of the Bul-
garian black sea coast, 2016. 

Tanya Parusheva: Cultural Tourism: Markets and Strategies, Avangard Prima 
Publ.House Sofia, 2017; International project "The Kuker tradition in Bulgaria and 
Serbia – Cultural Tradition of Two Neighboring Nations", funded under the UN-
ESCO Program and co-funded by the Sozopol Foundation, Bulgaria.
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2. Brief content and key findings of the monographs, presented  
by the authors 

Georgi Georgiev et al. Project team: Nature under protection. The mono-
graph deals with the emergence and development of different categories of pro-
tected areas in individual countries and continents as well as international coopera-
tion in this respect. Opportunities for recreational utilization of the national and 
natural parks in Bulgaria are discussed. The basic concepts used in relation to the 
protection of biodiversity are defined, the protected territories are classified and 
their structure and management are explained. A classification of protected areas in 
Bulgaria was made in biogeographical regions and sub-regions. The possibilities of 
recreational utilization of the different categories of protected areas are considered.

Vasil Marinov et al Project team: Monitoring tourist demand. Regional 
information system for monitoring of tourism demand in the Pirin tourist region. 
As a reaction to the acute gaps of information on tourism development at local 
and regional level, and especially on the volume and structure of visitors and the 
estimates of tourist expenditures and the economic impact of tourism, a regional 
information system for monitoring tourist demand was pushed forward. Data on 
about 30 variables related to the volume, structure and dynamics of tourist flow of 
Bansko mountain resort, features of the trips as well as the satisfaction with a range 
of destination attributes were collected and analyzed. A methodology for collecting 
and analyzing data on tourism demand at regional and local level that could serve 
as a basis for a regional monitoring information system was elaborated and tested; 
Comparative assessment of the advantages and disadvantages of methods for data 
collection on visitors and their behavior at local level in a specific national context 
was done; A detailed information on the features of tourism demand and develop-
ment of municipality of Bansko was collected, significant part of which was used 
for the elaboration of the master plan for the ski-area of Bansko.

Ivan Markov et al Project team: Territorial development of viticulture in 
Bulgaria. Factors and conditions for viticulture development are analyzed. Particu-
lar attention is paid to regionalization and micro regionalization as a condition for 
quality grape and wine production and development of wine tourism. By correla-
tion and regression analysis, it is concluded that 65.78% of all possible factors and 
conditions which impact on grape production are due to "harvested areas". Micro 
regionalization of viticulture potential is crucial for the production of quality grape 
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and respectively wines that are at the core of wine tourism. The spatial development 
of wine tourism in Bulgaria is revealed.

Manol Ribov et al Project team: Tourism in the era of quality. The problems 
of the quality of the complex tourist product are subjected to a theoretical analysis. 
The links between the competitiveness of the tourist product and its quality are 
indicated. Weaknesses are revealed, related to the management of quality of the 
tourist product from the position of the modern economy and the development of 
technology. Theoretical-methodological links are formulated between the resource 
provision of tourism activities and the quality of the tourist product as a result. A 
system of criteria and indicators is proposed, for determining and assessing the 
quality of the tourist product. Systems for management of quality of the tourist 
product are offered, on the basis of standards and process approach for creating 
added value.

Maria Vodenska – EDITOR et al Project team: The book "Hospitality and 
Tourism in Transition in Central and Eastern Europe". A Comparative Analysis is a 
result of the joint efforts of hospitality and tourism academicians of 11 countries in 
Central and Eastern Europe - all of them members of La Fondation pour la Forma-
tion Hôtelière based in Switzerland, which for more than 20 years has supported the 
development and evolution of hospitality and tourism education in 39 educational 
institutions across CEE. The book analyses hospitality and tourism development in 
the studied countries in the period of transition (1990-2015). Its main advantage is 
that the analysis is done by native hospitality and tourism researchers and special-
ists from each country. A historical overview of hospitality and tourism develop-
ment in Central and Eastern Europe in the period of transition (1990-2015); A com-
parative analysis of contemporary hospitality and tourism development in 11 CEE 
countries. Identification of main achievements and gaps in hospitality and tourism 
development in former socialist countries in Europe.

Marin Neshkov: aspects of tourism policy - historical transformations, mod-
ern state and guidelines for the development in Bulgaria. The monograph is the first 
of its kind in Bulgaria, dedicated to the problems of the formation and development 
of the tourism policy and the guidelines for its improvement in Bulgaria. It is re-
lated to the changes in the system of regulation and management of this significant 
phenomenon at international, national, regional and local levels. The focus of the 
survey is on the integral nature of tourism policy and its systemic characteristics 
and peculiarities. Its time span is from 1879 to 2012 with predominant focus on 
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the last two decades and the influence of the Bulgarian transition on the system of 
tourism policy. Use of validated positive sides and chances and limitation of the oc-
currence of negative sides and hazards of the tourism policy in Bulgaria, based on 
SWOT analysis; Further development of the tourism policy in Bulgaria.

Nikolina Popova et al Project team:	 The inter-regional relations play a 
significant part in the studies of the territorial development of tourism and serve as a 
basis for an integrated approach to tourism policy formulation, planning and devel-
opment. The economic nature of a tourist region consists in its participation in the 
distribution of the resources when planning the complex development of regions. A 
general idea of tourism as an integral territorial structure; An integrated approach 
to the analysis of tourist territorial structures; a set of indicators for outlining tourist 
territorial structures at regional level.

Svetla Rakadzhiyska: International Tourist Market and Bulgaria as a tourist 
destination through the period of transition.	 The international tourist market is 
explored in its entirety of specific relationships between supply and demand. A 
system of indicators is being explored, which reveals a loss of market positions by 
Bulgaria and inadequate attitude to the ongoing processes by the state. The reasons 
for the reduced competitiveness of Bulgaria as a tourist destination are pointed out. 
Theoretical and methodological justification of the international tourist market as a 
subject of research from the position of the relationship between demand and sup-
ply; It is proved that the transition to a market economy adversely alters the local 
environment for development of tourism, contrary to the trends of the international 
tourist market; Justified guidelines are shown, for correcting Bulgaria's position on 
the international tourist market, improving its image and competitiveness. 

Atanas Kovachev, Konstantin Kalinkov, Svetla Rakadzhiyska et al.: 
"THE CITY". Nowadays every city is a limited territory with an increasing concen-
tration of functions and population because of its growing economic influence. The 
complicated relations among different functions and activities worsen the ecologi-
cal balance between natural and anthropogenic environment and sustainable urban 
development. This is valid for urban tourism development too. A deep analysis of 
different aspects of urban problems and tourism development is done.	D i f f e r e n t 
proposals, according to the New Charter from Athens (2003), are formulated in 
three main directions: protect cultural wealth and diversity; contribute decisively to 
the welfare of residents; integrate the artificial and natural elements of the environ-
ment. The sustainable development of urban tourism has to achieve an acceptable 
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socialization of natural and anthropogenic resources; valorization of tangible and 
intangible heritage; a new quality of life of local population and tourists; programs 
for tourist resources protection, cooperation of efforts to reduce costs.

Sonia Varadinova Mileva: Analysis and evaluation of structural changes 
and development growth of Tourism under the impacts of globalization. The im-
pacts of globalization on structural changes and growth of tourism are researched, 
including factors, criteria and indicators for evaluation of its expression under dif-
ferent levels - global, regional (EU-27) and national. A conceptual model and a 
comprehensive integrated methodology are developed for analysis and evaluation 
of structural changes and the growth of tourism, during the period from 1990 till 
2014 covering the main stages of transformation and transition in Bulgaria.

Sonya Mileva et al Project team: Various forms of globalization and their 
impact on tourism are identified. A model for evaluation of main factors and struc-
tural changes in tourism due to the globalization impacts is elaborated. A methodol-
ogy, transforming global trends into factors and conditions, affecting the company 
level is presented. A system of criteria and indicators assessing the impact of glo-
balization on the economy of the tourism enterprise has been developed. The glo-
balization impact on tourism in Bulgaria is evaluated.

Stanislav Ivanov: Hotel revenue management - from theory to practice.	
This monograph aims at developing an integrative framework of hotel revenue 
management. It elaborates the fundamental theoretical concepts in the field of hotel 
revenue management like the revenue management system, process, metrics, anal-
ysis, forecasting, segmentation and profiling, and ethical issues. Special attention 
is paid on the pricing and non-pricing revenue management tools used by hoteliers 
to maximize their revenues and gross operating profit. The monograph investigates 
the revenue management practices of accommodation establishments in Bulgaria 
and provides recommendations for their improvement. This is one of the first books 
that comprehensively discusses all theoretical and practical issues related to hotel 
revenue management; It introduces the 3D pricing model; The book investigates 
the revenue management practices of hotels in Bulgaria.

Stoyan Marinov: Tourism Destination Management. The monograph inter-
prets the tourism destination in the context of the general theory of tourism and 
particular of tourism management. The tourism destination is presented as a fun-
damental dimensional unit - focus point for tourist products and tourism influence. 
Practical management tools are shown for its sustainable development. A basic sys-
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tem model of a tourism destination is offered, stressing on the marketing manage-
ment and its competitiveness. A proposal of a system of specific methods, indica-
tors and algorithm is constructed for tourism destination comparative assessment.

Tanya Dabeva: Hospitality and Restaurant Franchising. Within 5 chapters 
the book presents the characteristics of the hotel and the restaurant industries seen 
as major tourism activities; brands and branding within the two sectors. It discusses 
the essence and the specifics of the franchise in the hotel and restaurant industries, 
the relationships between the involved in the agreement participants, the current 
trends. The book analyzes the already existing and the possibility for new imple-
mentation of hotel and restaurant franchises in Bulgaria. Definition of the terms 
"brand" and "branding" for the hotel and restaurant industries and systematization 
of their specifics; Description of the characteristics of the franchise and the fran-
chise agreements for the hotel and restaurant industries; Presentation and analysis 
of the factors influencing the development of hotel and restaurants franchises in 
Bulgaria.

Tanya Parusheva: Cultural Tourism: Markets and Strategies. The popular-
ity of cultural tourism is growing steadily. Due to increasing competition, cultural 
tourism has been instrumental in achieving differentiation and profiling. Cultural 
tourism evokes the desire of tourists to explore the diversity of cultural heritage. In 
the context of globalization cultural tourism is very important to form a new cul-
tural system in the inhabitants of the planet, which is more hybrid. Cultural crossing 
is at the service of a higher community identity. The potential markets for cultural 
tourism are defined. The policy of developing cultural tourism at different levels - 
local, regional, national and international - has been studied. Benefits of developing 
a strategy for cultural tourism - goals, tasks and dependencies are analyzed. 

2. Findings and commentary

The research activity of Bulgarian authors, related to different projects, is 
usually specific and is tied to the solution of strategic and/or tactical problems of 
tourism development in Bulgaria.

According to the presented titles, summaries and achieved (expected) re-
sults in the published monographs and the implemented research projects, it can be 
stated that in terms of content, Bulgarian tourismology covers many and different 
problems, similar to those worked by the researchers of tourism all over the world. 
In line with the tendency for a more pragmatic orientation of the scientific research 
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to solve specific problems from the local tourist practice, Bulgarian authors put 
an accent on the development of tourism in Bulgaria and the opportunities for its 
improvement. The problems of Bulgarian tourism, their theoretical and practical 
explanation, including the identification of possible ways for their solution, are a 
priority in the research work of Bulgarian scientists. Adapted models are being pro-
posed, applicable methodologies are being developed indicator systems are being 
established, in order to guarantee a possibility for an in-depth understanding of the 
specifics of tourism as well as respective adequate behavior of the various subjects 
in undertaking real actions.

Based on the emphasized key words in the presented works, three directions 
for development of Bulgarian tourismology are lastingly outlined: exploration of 
tourism as a system; exploration of the economy of tourism and tourism marketing; 
and exploration of tourist and hotel management. 

Definitions of tourism, tourism concepts, elements and structural changes in 
the tourism system, tourism impact, tourist resources, wetlands, NATURA 2000, 
cultural, wine and urban tourism, tourism product quality, indicators and methods 
for tourism research, evaluation of tourism development, digitalization and roboti-
zation of tourism, policies, regulations, standards, organization, zoning, manage-
ment of a tourist destination, strategic choice, franchising, time-share, yield man-
agement, hotel revenue management, monitoring, economic results, investments, 
satellite account, economic efficiency and impacts, international tourist market, 
tourist demand, tourist supply, tourist behavior, tourist satisfaction, marketing of 
a destination, marketing communications, brand identity, destination competitive-
ness. Prevailing is the research related to the specific nature of the tourism phenom-
enon and its multi-layered manifestations (definitions, elements, types, resources, 
products, quality, globalization, structures, methodologies, sustainability, innova-
tion, digitalization and robotization with a share of 41% of those presented. With a 
share of 33% follow publications and projects dealing with management problems 
(strategies, policies, regulators, metrics, regional development, franchising, moni-
toring). To the economic and marketing problematics, including: satellite accounts, 
efficiency, demand, supply, pricing, competitiveness, branding, marketing commu-
nications, are dedicated 26% of the presented monographs and projects.

The scientific level of the presented publications and projects is analogous 
to the research of the foreign authors on the respective issues. Practice is that any 
research work on an originating idea and/or problem will include a historical situ-
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ational analysis from a position of already existing knowledge, scientific criticism 
with arguments and development of author's concept. Knowing and using of the 
accumulated knowledge of the international research community on tourism prob-
lems is evident from the numerous citations of both world-renowned authors and 
lesser known. 

In the last three, four years, increasing attention has been noticed towards the 
economic and marketing problems of tourism development in Bulgaria, regardless 
of the smallest share of research related to them. In fact, almost in every publication 
or project there is a distinct part addressing these issues, even though they are not 
reflected in the titles. More and more of the subjects interested in the development 
of tourism in the country understand that the implementation of adequate market-
ing creates the prerequisites for sustainable development of the destination and 
improves the economic results.

From the research papers presented, it is clearly evident that there is a strong 
cause-and-effect dependency between an emerged problem or a revealed need to 
research into a phenomenon or an idea (for example: over-tourism, the idea of "sus-
tainable dynamics" of tourism development, the shared economy and the prospects 
of the tourism business, digitalization and robotization, etc.), expanding knowledge 
related to the above, and increasing the degree of applicability of that knowledge. 
The best of the world experience is sought and solutions are proposed for its adapta-
tion to the local specificity of tourism development in Bulgaria 

The teamwork system is highly developed. Authoritative authors, who have 
accumulated research experience, integrate young researchers, thus, creating their 
followers and ensuring continuity in research activities. This provides an opportu-
nity also for the career development of young university professors as well as for 
the formation of a basis for developing a consulting business on tourism problems.

As a middle-sized European country, Bulgaria can develop effectively as a 
tourist destination according to the potential of the tourist resources and its pres-
ervation. This circumstance requires that the tourist practice must be more closely 
linked to scientifically justified solutions for expansion and intensification of tour-
ism activities. The comparison of results from the scientific research and the real 
results from the tourism development in the country shows that at this stage the sci-
entific achievements are not sufficiently utilized. More efforts need to be made for a 
partnership between science and practice. It is important that scientifically justified 
proposals, stemming from the European and world experience in tourism develop-
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ment, find their equivalent application in local tourism practice. It is also important 
that science-based solutions imply immediate implementation in tourism practice. 

On the basis of the presented publications and projects of established Bulgar-
ian scientists it can be concluded that Bulgarian tourismology has a solid basis for 
further development, but the challenges to it will grow in line with the changing 
reality. Contemporary tourism more and more actively integrates within the lives of 
people and the "agenda" of society. It becomes an integral part of the information 
technology, of the "knowledge economy", of the "circular economy", of the "shared 
economy", of the concern to preserve nature and the cultural and historical heritage, 
of the creative behavior of those who travel and those who service them. Massive 
usage of terminology such as "Travelism" (Travel + Tourism), "Travelist" (Trave-
ler + Tourist), "Bleisure" (Business + Leisure), "Solomo" (Social, Local, Mobile) 
reveals some of the directions of tourism development. That is why the adepts of 
tourismology have to comply with Umberto Eco, who notes that "Modern science 
is evolving ... by constantly self-correcting and rebutting its own hypotheses by 
the method of "trial and error" ... not considering the unsuccessful experiments as 
failure, but just as useful as the successful ones, because they show, that a path is 
wrong and the direction needs to be corrected or started from the beginning."
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SCIENCE, HIGHER EDUCATION, SOCIAL PRACTICE –  
THE NEED FOR EVOLUTIONARY SYMBIOSIS

"...evolution calls for thinking, investing in yourself,  
doubting, searching, and working very, very hard."

Vlado Daverov (writer and scriptwriter)

Introduction

At the beginning of the new millennium, a study of the Institute of Economics 
of the Bulgarian Academy of Sciences and the Friedrich Ebert Foundation (2003) 
concluded that "along with health, higher education and better qualification are im-
portant factors determining quality of life. ...The system of education, training and 
gaining higher qualification is one of the main pillars of society ... The new "rules 
of the game" emerging in the economy and society encourage the individual for not 
only greater activity in arranging their own lives, but also their active participation 
in structuring public affairs. This reality will demand new knowledge, skills, new 
ways of flexible and constructive thinking, the ability to turn threats into oppor-
tunities and to rely mainly on one's own behavior and actions in life; new curious 
thinking of will have to be fostered, oriented to the challenges of the future." Edu-
cational systems “must respond to the rapidly changing labor markets, advance in 
technologies, urbanization, migration, political instability, deteriorating state of the 
environment, competition for natural resources, demographic challenges, rising un-
employment, persistent poverty and growing inequality, as well as growing threats 
to peace and security." They are called to create valuable human capital. Rakadjii-
yska T. (2017) points out that "according to the theorists of economic analysis of 
human capital, the most important areas of "investment in man" are education and 
vocational training, professional qualification, health care, migration, job search... 
The focus, however, is on investment in education and professional qualification... 
In general human capital, defined as a set of general and professional knowledge, 
skills and abilities/competences of the individual, which contribute to increasing 
their productive power. ... It is normal, when these processes are analyzed in terms 
of investments in the acquisition of new skills, knowledge, competencies, to expect 
from individuals to be more productive and more competitive in the labor market."

Occupying the top of the educational pyramid, higher education (HE) is 
called to educate highly erudite individuals who creatively solve the problems of 
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today, turning them into opportunities for a better life of the individual and society 
as a whole with efficient and innovative use of resources available.

Bulgarian HE has a young history, but it is rich in traditions, multi-layered 
and dynamic in its modern development. As a member of the EU, Bulgaria seeks to 
improve its national HE system in accordance with the requirements of a number of 
European programming documents. The specific features of the country's develop-
ment in economic, political, social and cultural perspective have their influence on 
the specific actions of the responsible bodies in the search for solutions to improve 
the national system of HE. This search for adequate solutions to overcoming weak-
nesses manifested in the pursuit of its innate goals must be a continuous process.

The aim of this research is to present and outline some author's ideas for a 
closer connection of the Bulgarian HE system to the changes taking place in Eu-
rope and the whole world. The approach to the issue is based on theoretical and 
comparative analysis of leading EU documents, scientific and practical research 
of various institutions, theories of foreign and Bulgarian scientists and the method 
of observation. The limited volume of the publication does not allow for a detailed 
examination of the selected issues.

1. EU Initiatives for Developing Higher Education 

Demand for highly skilled people is increasing; by 2025, half of all jobs will 
require high-level qualifications. The COVID-19 pandemic has suddenly accelerat-
ed the digital transformation of higher education institutions. Yet, much more needs 
to be done for deep technological and structural changes to the benefit of learning 
and teaching, allowing for more inclusion and flexible learning approaches. The 
fast-changing labor market and societal transitions require higher education institu-
tions to provide students, staff and researchers with the skills they need to navigate 
the twin green and digital transition and build a resilient society. Beyond their core 
tasks of teaching, research and innovation, universities are key actors in Europe, 
able to address big societal challenges, become true engines of development for 
cities and regions and promote civic engagement.

Europe needs universities that dare to truly and continuously innovate edu-
cation and maximize their societal impact. Society is changing fast and societal 
challenges and solutions are not bound by borders. The European Commission pro-
posed the European Universities initiative to European Union leaders ahead of the 
Gothenburg Social Summit in November 2017, as part of an overall vision for the 
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creation of a European Education Area by 2025. The initiative was endorsed by the 
European Council in December 2017. With its European Universities initiative, 
the European Commission aims at fostering excellence, innovation and inclusion 
in higher education across Europe, accelerating the transformation of higher edu-
cation institutions into the universities of the future with structural, systemic and 
sustainable impact. European Universities are ambitious transnational alliances of 
higher education institutions developing long-term structural and strategic coopera-
tion. According to the UniGR, the European University links higher education and 
institutionalized research institutions, driven by a shared vision, a set of common 
objectives and the desire to develop long-term international visibility. The Europe-
an University is based on synergies between its members in terms of academic ex-
cellence (joint study programs, mobility etc.) and societal excellence (strong links 
with territorial development). 

According to the European Commission (Brussels, 9 July 2020), European 
Universities are institutions from across the EU that come together for the benefit 
of students, teachers and society. With financial support from the Erasmus+ and 
Horizon 2020 projects, they enhance the quality, inclusion, digitalization and at-
tractiveness of European higher education. European Universities include different 
types of higher education institutions, from universities of applied sciences, tech-
nical universities and film and media art schools to comprehensive and research-
intensive universities. Each alliance receives up to €5 million from the Erasmus+ 
program and up to €2 million from the Horizon 2020 program for three years to 
start implementing their plans and pave the way for other higher education institu-
tions across the EU to follow. From 2020, five Bulgarian universities – "St. Kliment 
Ohridski" University, Technical University, UNWE and NBU from the capital Sofia 
and University of Agro-business and Rural Development from the town of Plovdiv 
are linked to the European Universities Networks.

On 30 September 2020 in Brussels, the Commission adopted further initia-
tives to increase the contribution of education and training to the EU's recovery 
from the coronavirus crisis and to help build a green and digital Europe. Defining 
the vision for the European Education Area to be achieved by 2025, the Commis-
sion proposes more investment and stronger cooperation between Member States to 
help all Europeans, of all ages, take advantage of the rich opportunities for educa-
tion and training offered by the EU. The European Education Area is based on six 
dimensions: quality, inclusion and gender equality, green and digital transitions, 
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teachers, higher education and a stronger position for Europe in the world.
A European degree status would be a helpful step forward, particularly if it 

is backed by streamlined quality assurance mechanisms, to empower academic and 
scientific staff to work across multiple jurisdictions. The Council and the European 
Institutions must join forces to tackle such challenges, and we call upon them to 
publish a roadmap containing key milestones that pave the way for a much more 
integrated European Education Area.

Greater emphasis on how big data could be used to power intensive coopera-
tion. Tools like the Online Learning Agreement could be harnessed to embed mobil-
ity in the curricula in a timely and cost-effective way; in relation to joint programs, 
emphasis needs to be placed on combating the weaknesses of initiatives already in 
place in the context of joint programs in Europe generally. For example, there is 
a need to guarantee (by means of external audit and control mechanisms as well 
as self-regulation) the implementation of good practices; greater emphasis on the 
importance of staff mobility, especially educational and research visits for a longer 
period than standard Erasmus+ staff mobility, which may contribute to exchange of 
good practices and strengthening of cooperation (i.e. visiting professor); the need 
to consider greater EU support for the implementation of recognized short-term 
study/training mobility (since students tend to increasingly engage in professional 
activities already during their studies); the important aspect of research cooperation 
in the university networks.

Ensuring the competitiveness of European higher education on a global 
scale: through the creation of structured university networks, driven by increased 
mobility, quality of teaching and research collaboration. The major objective of 
European Universities must be to strengthen the academic excellence, visibility and 
international attractiveness of the European higher education ecosystem by creating 
new tools of cooperation. 

EUF (European University Federation) insists that the cooperation model of 
the European University initiative should be based on the three pillars of the uni-
versities' mission: research, education and innovation. It is highly recommended 
that successful activities and cooperation models that can be replicated should be 
considered for funding to contribute to the modernization of all European univer-
sities in general. EUF member universities also recommend seeking geographi-
cal balances, to ensure that all EU member states are represented in these future 
initiatives. Promoting excellence in education should not play second fiddle to ex-



177

cellence in research, nor contribute to the cartelization of the European research 
landscape. The European Student Card, or the forthcoming EU online learning hub 
(eu.university) and European University initiatives should in this sense act as role 
models in adopting such digital workflows and platforms. The EUF is committed to 
support its member universities in developing such ambitious and impactful coop-
eration models under the upcoming calls for proposals.

The GUILD (of 19 European Research-Intensive Universities, www.THE-
GUILD.EU) welcomes the European Universities initiative as a way of strengthen-
ing and deepening existing successful university collaborations, and as an opportu-
nity to form new partnerships across Europe. The initiative must bring about a step 
change for the Bologna process, and foster flagship initiatives boosting outstanding 
quality in education and research excellence. For European Universities to be ef-
fective, they need a clear strategic focus, and a strong commitment to deliver on 
their objectives. To maximize the impact of the clusters of European universities, 
it's crucial that they share a joint vision for the future, and that the underlying objec-
tives of organizational integration and of creating educational quality are defined 
from the beginning. To distinguish themselves from traditional types of university 
partnerships, networks of European universities should commit to the creation of 
a common pool of physical, virtual, intellectual and administrative resources to be 
used by their communities.

The ECIU supports the development of ambitious European Universities 
Networks by sharing ten recommendations: ambition; knowledge triangle (re-
search, education and innovation); mutual trust; openness to surrounding com-
munities; openness to the world; open governance structure; no number fits all; 
commitment on different university levels; commitment from the member states; 
integrated education, research and 5 innovation activities as mobility, collaboration 
projects, joint curricula development and execution of Bologna process, training, 
network management.

Universities have a strong role in society as a whole. European Universi-
ties Networks could focus on BSc, MSc, PhD, but should not exclude continuous 
education. Working in partnership with students and external stakeholders, and us-
ing innovative educational models as problem-based, challenge-based, industry-
led and research-based learning, help to build lifelong and future-facing learners. 
Cooperation and communication skills, information literacy, creativity, citizenship 
and problem solving are essential competencies in the 21st century's education. 
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Therefore, educational projects need to address the needs of alumni, students, busi-
ness and university staff. Universities Networks must involve all three university 
missions (research, education and knowledge transfer). 

The guidelines for the development of HE, outlined in these initiatives, com-
prehensively cover all the prerequisites for achieving a new quality of the system - 
content, scope of the educational process and outcomes; the link "science - training 
- social practice (labor market)"; international partnership and cooperation ("free 
movement" of knowledge); personnel, organizational-managerial, financial and 
digital provision of the system.

2. Higher Education and the Labor Market in the EU and Bulgaria

Latham and Pinder (2005) stress that "work motivation is a set of energetic 
forces that originate both within as well as beyond an individual's being, to initiate 
work-related behavior and to determine its form, direction, intensity, and duration 
(Pinder,1998, p.11). Thus, motivation is a psychological process resulting from the 
interaction between the individual and the environment. Job design is traditionally 
included in reviews of motivation. The job environment affects and is affected by a 
person's needs, personality, and values. The characteristics of jobs, particularly job 
autonomy, learning, performance and satisfaction are important, however, in only 
those jobs where the work is not routine or predictable. Unenriched routine jobs can 
result in job depression. The attraction-selection-attrition (ASA) model states that 
people gravitate to organizations and jobs that are congruent with their values. It 
addresses the dysfunctions of interpersonal homogeneity (e.g., the dangers of lim-
ited perspectives for decision making, group thinking, etc.) as well as the putative 
benefits such as high levels of interpersonal harmony and job satisfaction. Based 
on needs, values, and the situational context, people set goals and strategize ways 
to attain them. 

There is not enough official and continuously collected data about the con-
nection between the higher education system and the labor market either in the 
EU, or in Bulgaria. Usually such information is contained in special research stud-
ies and documents. Thus, in the document Draft Joint Employment Report of the 
Commission and the Council, accompanying the Communication from the Com-
mission on the Annual Growth Survey for 2019." (eur.lex.europa.eu> LexUriServ.
pdf, Brussels, 21.11.2018, COM (2018) 761 final) on p.20 it is stated that those 
employed by educational level in the group of 25-64 year-olds are as follows: 85.3 
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% of those having completed higher education, 75.7% of the graduates of second-
ary vocational education and 55.6% of the graduates of primary education. In 2017, 
39.9% of the EU population aged 30-34 had higher education qualification (for 
Bulgaria about 32%) and 33% with secondary vocational education. The employ-
ment rate of recent graduates is 84.9%. 

Expert forecasts point to an increased demand for highly qualified staff in the 
EU, while there is a lack of skills in processing complex information, independent 
thinking and reasoning, creativity, intelligent and efficient use of resources, effective 
communication in foreign languages. Nearly 34% of students study social sciences, 
journalism, economics, administration and management, and law. The second larg-
est group are students preparing themselves for engineers, construction specialists 
and production specialists - 21%. They are followed by medical students - 14%, arts 
- 11%, natural sciences, statistics and information and communication technologies 
- 11%, pedagogy - 9%. Data for Bulgaria (2016) show that 49% of graduates have 
studied social sciences, journalism, computer science, administration and manage-
ment, and law; less than 8% - medicine, arts and humanity sciences (https://offnews.
bg./obshtestvo-i-delat-na-vischistite-u-nas-e-pod-srednia-za-es-eto-koi-spe...). 

In the next 3 to 5 years, the greatest number of employees will be needed 
in the sectors "public administration, education, human health care" - 38% of all 
required specialists. The industry will seek the greatest number of specialists in the 
field of information technology, programming and engineering (www.bgonair.bg> \ 
which are the most sought after specialties on the labor market \ 17.01.2020).

The Bulgarian labor market is characterized by permanent disparities in 
terms of demand and supply of jobs for HE graduates. According to employers, the 
HE system does not prepare the required types of specialists, according to graduates 
- there are no suitable jobs with appropriate pay. As a result, there is a significant 
migration of highly qualified professionals to other labor markets in the EU and 
third countries, including the so few engineers, IT professionals with knowledge 
of a foreign language, other than English, educators, and now scientists, doctors, 
nurses and others.

3. Problems and Possible Aspects of Improving the HE System in Bulgaria

Georgiev and Velushev (2019) find that the Bulgarian Strategy for the De-
velopment of Higher Education demonstrates a more limited understanding of its 
role and the necessary changes needed to be done, that it differs from the idea of 
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open innovation as an approach of the European Union institutions to its effective 
development. 

The two authors refer to the existing problems presented in this document, 
such as: the excessive scale and inefficiency of the HE system, expressed in the 
discrepancies between the qualification of graduates and the demand on the labor 
market; access to, and increase in the number of HE graduates; /lower than the 
average in Europe/; the quality and compatibility of higher education with Euro-
pean HE systems; lack of connection between higher education and the needs of 
business and public institutions; insufficient connection between training and sci-
entific research, expressed in insufficient funding for basic and applied research 
and experimental development; shortcomings in the management system of higher 
education institutions and the network of higher education institutions; shortcom-
ings of the current funding model, expressed in insufficient efficiency and transpar-
ency of the way financial resources are used; slow process of attracting and career 
growth of university professors, expressed in the imperfections of the Law on the 
Development of Academic Staff in the Republic of Bulgaria (LDASRB), which led 
to a disproportion between habilitated and non-habilitated professors; lack of dif-
ferentiation of professors' salaries according to results achieved; the need to provide 
opportunities for university professors' qualification; insufficient opportunities for 
lifelong learning.

The desire to look for ways and means to eliminate the identified weaknesses 
in the Bulgarian HE system should be positively assessed. At the same time, the 
changes have been partial (see the Law on HE), formal (only documentary), due to 
lobbying or political status quo factors (opening of higher schools and their subdi-
visions; introducing new courses; allocating capacities of higher schools for student 
training, etc.), hurried (not waiting for assessing results of the previous change), 
etc. Any change should be linked to a comprehensive assessment of all components 
of the HE system, the real economic, technological and social practice, as well as 
the achievements of foreign experience and the prospects pursued in this area.

Ribov M. (2011) points out that, "... the discovery and development of indi-
vidual creative personality characteristics is the main and fundamental thing that is 
relevant for the purposes of higher education ... Today's specialists, more than ever, 
regardless of the field of higher education and professional field they have graduat-
ed from, face the need to deal with situations of various nature. The integrated way 
of thinking and analysis is brought to life by the profound and large-scale changes 
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that occur in science, education and society. The starting point for it is searching for 
and identifying such system characteristics that lead to the synthesis of the parts ..."

In the cited publication, M. Ribov also emphasizes "that the effective reor-
ganization of the curriculum in higher education is associated with the synthesis of 
mutual penetration of various scientific disciplines, built on the unity of basic laws 
and principles that operate and determine the existence and development of nature, 
man and society ... In this regard, it is necessary to replace the existing reproduc-
tive learning system with a system that provides an interactive environment, ena-
bling individuals to develop integrated skills to cope, find solutions, be creative, be 
able to take full care of themselves and others, to contribute to the well-being and 
development of society ... It is not about the so-called intermediary sciences, but 
about a new type of synthesis of sciences, as a result of which concepts, categories 
and theories bordering between three, four, five and more classical sciences are es-
tablished. With regard to this, the task of revealing mental constructions, in which 
and through which the synthesis of knowledge and practical actions is achieved, 
has become of paramount importance for both science and education ... Obviously, 
this is not just a matter of transferring cognitive methods and tools. The question 
is far more complicated, because there is a deep process of transformation of some 
cognitive structures into others, of the formation and justification of a new type of 
spiritual perception of the world. Practice has undoubtedly proved that a profession 
can no longer be mastered without extensive scientific background and general 
knowledge. A reasonable balance needs to be struck between the theoretical and 
practical orientation of the curriculum."

In order to achieve such a new and better quality at the cognitive-method-
ological level of students' education and training, each subject of study must be 
based on three important considerations: learning about scientific achievements 
in the field (previous knowledge accumulated) without assuming that identifying 
facts is a theory; checking the accuracy of previous knowledge acquired (process 
of scientific research carried out by students) and setting tasks for acquiring new 
knowledge (while students seek solutions through practical, real-life case studies). 
Special attention should be paid to the role of digitalization of the learning pro-
cess. Ease and speed of access to theoretically unlimited information does not mean 
acquired knowledge. The "copy-paste" approach does not generate a process of 
thinking that turns information into knowledge, which, in turn, is a prerequisite for 
creative practice. Individual good practices existing now must be integrated into the 
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system curricula in time.
In organizational and managerial aspect, both the Bulgarian HE system and 

the labor market will benefit if steps are taken towards establishing an independent 
5th level of the International Standard Classification of Education (ISCED) (spe-
cialized vocational education after secondary education), while ensuring recogni-
tion of that vocational qualification for applying to the next educational levels, in 
the profile of the acquired professional competencies and skills.

The greater speed at which processes in society are running requires intensifi-
cation and shortening of the duration of study at higher education level, as required 
by the Bologna Process: three years for a bachelor's degree, two years for a mas-
ter's degree and three years for a doctoral degree. Practical skills can be acquired 
through the introduction of the so-called "sandwich" study - between every two 
semesters there will be a "work practice" semester for apprenticeship/work with 
a well-developed organizational mechanism, with well-written rules of commit-
ment for all stakeholders - higher education institutions, business enterprises and 
students. 

The processes of strengthening international partnership and mobility under 
the European Universities Initiative could also be implemented between national 
higher education institutions through the creation of clusters for sharing resources, 
scientific research results and teaching expertise. 

Acquiring skills during the university study course can be facilitated by a 
more flexible organization of the study process. After each completed study cycle/
year, the student should be able to receive a certificate of acquired competences 
(knowledge and skills), which would give them the right to start a job while inter-
rupting university study and then continue and complete their study for the re-
spective educational degree in a reasonable time slot, regulated by the institution, 
without being sanctioned. Hence the need to fix possible exam period options so 
that students could have the opportunity to take their exams choosing the best op-
tion for them. 

A major factor for the efficient functioning of the Bulgarian HE system is 
its staffing with erudite university professors, people of highly professional com-
petencies and moral virtues - a difficult task given the regulatory requirements for 
workload, opportunities to improve their qualifications and return on their own in-
vestment on self-improvement. The system abounds in curricula-based quantita-
tive restrictions on the essence of teaching work, scientific research and practical-
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applied activity without corresponding qualitative evaluation of contribution. The 
methodology for rating of higher education institutions in the country is strongly 
influenced by the imperfections of the national labor market and that of the state 
socio-economic policies and stimulating teachers. The huge work on accreditation 
of higher education institutions has not been turned into a motivation factor and real 
follow-up control fostering the improvement of their activity, including retention 
and financial incentives of teaching staff. These two systems are not directly related 
to improving the remuneration of teaching staff.

There is no incentive mechanism for inclusion in the study process of erudite 
scientists and practitioners outside these education institutions. Perhaps it is time to 
consider restoring the status of "private associate professor/professor" or research 
fellow instead of the status of part-time lecturer, through which, incidentally, if nec-
essary, any higher education institution can attract such specialists for appropriate 
pay outside the system of basic regulated payment by employment law. 

Higher education, given its objectives, is costly in terms of both public and 
individual costs. For its greater part, these costs in Bulgaria are covered by state 
funding. The current basic financial philosophy (subsidy paid by the number of 
students) does not take into account the actual costs of guaranteeing a quality learn-
ing outcome based on analytical calculations. The result is an unjustified desire of 
higher education institutions to open up admission numbers and lower the criteria 
for students' successful completion of a course. Industries and other businesses, 
hiring university and college graduates, as well as other stakeholders relying on 
degree-holding employees, stay away from significant, direct financial commit-
ments to meeting the needs of higher education institutions. The funding of higher 
education, as stated in the European documents must be in line with its long-term 
goals, creating the needed environment to fulfill these goals, facilitating the provi-
sion of the necessary digital resources, but also monitoring the efficient use of the 
resources provided. 

Conclusion

The modern, rapidly changing technological world, which is to a large extent 
the result of the contribution of higher education to empowering individuals who 
develop science, technology and their practical application in society, poses new 
challenges to national educational systems. The specific solutions will be diverse, 
but the basic line of behavior will be unchanged – acquiring knowledge, competen-
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cies, skills and their practical implementation. The better human intellectual and 
creative potential (artificial intelligence is another issue) is developed, due to the 
contribution of higher education, the more favorable conditions will be created for 
understanding and improving the quality of life of individuals and society as a 
whole. The future holds all the answers...
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