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�������	���: �	��� �������	
 �� 
	�����	���	���	
 � �����	������� 

	�����	
 

���!. "-� �#$#%&� �'"'�&*�+ 
������� „�	
�
�	� �� ������”, ���� 

�,/;$,: "�	�%Q�	� 	�	�% ��� �� ��� 
�� ���
��� ���%	� �� ����<�>�����, 
�	� 
��	����	���� C���� 	��	���% �� ��	����-
�����������% �� '�	�����
�	� ����	��%. 
��������	� � ��
������ ���'� �����<��-
	� C���� ������ �� ������� ��	������% �� 
'�	�����
�	� ��>��	. #�������� �%	� � 
�	������ �� �������%	�%	�, 
��	� ������-
��>	��	 ����$�� � <��� ����<�>����, ��-
������ �� ���������� � ��
������� �� �
-
��� ��� �%���� �	 '�	���. O��������� � 

�������%	� �� ����<�>�������	� ������-
��, 
�	� ���
	���� ��	��C������� 
���� 
�� �
�����% �� ���C����	� '�	�����	��. 
6
���	 � ��	���� ���'� 	�'��	� ����-
��<�� ��C���	�, �����	��%Q� ����� �� 
�������� �� �����C�	�� C���� �����. 6��-
�������� � ��������	� �� ���������� � 
'�	�����
�	� �������%	�% � � ���<��	�-
�� �Q��	��	� �����<�% ��$�� 	%' � 
����<�>�������	� ��������. ����<��� � 
��Q�	����	� ����	���� �� ����<�>���� 
�� ����	�� '�	�����
� ������. 

�<;=�+# ">$#: ����<�>����, '�	���-
��
� ����	��%, ��	���������������%, 
C���� ������, ����	����. 

��	�����
�	� ����	��% � ����� ��-
	����� �C�
	 �� ��������� ������ ��	��-
�����������%	�, 
�%	� �����
�� � �����	�	 
�� ���
�	� 	���� �� ��������>	��� 
��$�� ��	��C�	��� � ��	��<���. "�>�� 
'���
	���� ��C���	 � ����<��	� �� ���-
��<�� �����$��	� �� ��������� �� ������, 

�	� �������� �� ����������, �$�>�	-
���<�� �����C�����% � ����<�>����. ���� 
��	����	���� ���	�� �� �	�����<�	�� 

��$�� '�	�����
�	� 
������� � ��C��� 
��$��, ������ �����$��		� �� ���'����%-
�� �� �C	����	 � ����������� �� ���
-
	���� C���� �����. 

"����� � %�# �?@�+@# @'=#@' �� ���-
������ �� <�$��	����� �����. �����%	 �	 
	%' � ����<�>�������%	 C���� �����, �	�-
��%	 – ��
������� �� �
��� ��� �%���� �	 '�-
	��� � 	��	�%	 – �������� �� ����������1. 
�%
� �	 	��� �����$��	� �
�B<�� �����<-
�� 	���� �� 
��	���, ����$�%��� �	 
����-
��%	� ���'� ���(��	� ��������, �����	� � 
�����	�	�	�, 
��	� � ����<���	 ��� 	%'��	� 
����������. � �������<�� ���
	, J�%,@-
[#'<@#%, J,='<\# � �����<���	, ��� ����-
������ 	����	� �� ��
� �	 ��	������ �� 
��C�������%	�� �C�	�%. &	 ����� 	����, 
��	���	�, 
��	� �
�B<��	 ��
� 	���� �� 

��	���, ����������	 ��
�, �� ���%	 �� ��-
�
� ���'���. �%,J,@%' @' *�@%��< �
���� 
��%
� ���%��� ���'� ���
���		� �� �����-
����� �� �����	�. &�Q�	�%����	� �� ��-
���%� 
��	��� ���'� ��>��		� ���
�� �	 
	���	�<�
�	� ����������� �� ���$�	 ���-
<�	���� 
���<�	�� ����� �� ����<���� �� 
������. �� 	��� ��<�� � ����%�� ��	����-
����	� ��������� �� ����2. 

=��%�� <�	 �	 �������%	�%	� �	 '�	�-
����
�	� ����	��% � ������	 <��� 
!�'@=']/#@^, "�^�+��# /' >J�'+<,@#, � 

                                                        
1 ������
��, �., A. ����$�����, #������<��	� ������-
�� ��	�����	� – ���
	����	� �� ������������� � 	�-
��	�<�
�% C���� � �����%	� �� ���C�������%, #C��-
��
 ��
����, !������	�	
� ����	��	�� „#	����	��”, 
#���%, 2007, . 88-93. 
2 Berbel, J. M., Ramírez, J. M., Does the Foreign Market 
Entry Mode Choice Affect Export Performance? The Case of 
the Spanish Hotel Industry, Journal of Business Economics 
and Management, 2011, pp. 301-316. 
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/'*>J>+'@, @' '*[## #<# "_<�+, �% `�%,-
<#. =�����	� ��� ��� 	%' � ��������	� �� 
C���� ���	�Y��, 
�>	� �� 	��	��� �C	-
���� �������%	��, �� ��� ��
����	��	� � 
���
�	� �� <�$�� �����. &�����	� �����
� 
��$�� ����<�>����� � �������� �� �������-
��� � �	�� � 	���, <� ����	�, 
��	� � ��-
��<��� �����	� �� ���������� �� �
	���	�, 
��� #*�@�$#=,?*' ?'$�?%�_%,<@�?%. �� 
	��� ��<��, '�	�����
�	� ������ 
��	����-
�� ��%
� �������������% ���	�� � ����$�%-
�� <�	�<�� 
��	��� ���'� ���
�	�3.  

�#/@,? $�",<# /' J'/'�@' #@%,^�'[#_ @' 
`�%,<#,�?*'%' #@">?%�#_ 

��	�����
�	� ������ ����	 �� � ���-
(��%��	 <��� �����<�� ��������, 
��	� 
���
��	 
���	����� ����	����. "�>-<�	� 
��Q���	� � ����<�>�����	 � ��������	� 
�� ����������. #�Q�	����	 � ����� C���� 
���'���, 
�	� ��$�
	����� �� 
���	���, ��-
���, ������%, �����Q���% ��� 
��C�����% 
�	 �%
��
� 	��	���� �� �����	��4. "�C�B-
���� � 	�������% �� �����	���� �� '�	���-
��
�	� ����	��% <��� ����<�>������� ��-
������, ��C���, 
���	� ������	� ��� �� 
'�	�����
�	� ������ � �������  �
��%-
���� ������ �� �
�����%. 

��������	�
��	 �
����	 
� �����	������� 	�����	� 

����<�>�����	 � ,!,*%#+@' ?%�'%,-
^#_ /' #@%,�@'[#�@'<#/'[#_ �� '�	���-
��
�	� ������. ��> ����	���%�� ��	����-
	���� �����$��	 �� 	%'��	� ���C���� �
-
�����%. ����<�>�����	 � ������� �� ��-
����� ��$�� ����<�>����	�� � ����<�>��-
����<�	��,  
�>	� � �����	��% �����	� 
�� �������� �� �����C�	�� C���� �����, 
�
�B<��Q C����, �����
	�, ���
�	������ 
����� � ���-'��, ��Q� �����Q���. ��� 

��
��	�� �	������� ��������� �����%, 
���������� ����<�>������<�	��� �����-
C���	 ����� �� ��C�	%	 �� ���� � �Q ��-
���, � ���
�	� �� �	��� �� ����	�� �	-
�����<�	��. ����<�>�����	 � \#/@,? 
                                                        
3 ����(���, �., =��C���� ������� � '�	�����
�	� ����-
	��%, �. „�
�����<�
� ��	����	���“, ������� �� 
!"##. #., C�. 3, 2010, .56. 
4 Tse, E. C., Olsen, D., Strategic Management in the Hospital-
ity Industry, Prentice Hall, 2008, p. 358. 

J<'%!��$', ����������� <��� �����$��	-
	� ����<�>������<�	��%	 �� ������� ��>-
��	, � ���
�	� �� 	�����
�	� �	��� �� 
����<�>����	��%. ��> ��$� �� C��� ����-
����� 
�	� ?#?%,$' /' ?&%�>"@#=,?%+� 
��$�� �����<�� 
�������, 
��	� � �C���-
����  ������� �� �		������ �� ���������� 
����� �� ���������� �� ���(�� C���� 
�������, ��Q� �����Q��� �� ��
����� 
	�
�. ��$�� � �� � �	C���$�, <� ��� ��-
���(���� �� ��%	� ��>��	, ����<�>����-
��<�	��%	 	�%C�� �� ������ 
�<�	��	� �� 
�����
	�	� � �����	�, 
��	� Q� ��������. 
&	 	�
� ��������	� ��������%, ����	 �� � 
�C�CQ%	 �����	� ��-��$�� `'�'*%,�#?-
%#*# �� ����<�>�����: 

� �	��� �� �	�����<�	��; 
� ����
�	� ��$�� 	����	� � ��Q�-

	�%�� �� C���	� �� �������; 
� 	����	� �� �������� � ������ 
��-

����� – ����<�>����	��� � �����	�, 
�%	� 
������� �������  ������	� 
������%, 
����<��� ����<�>������<�	��. 

� ����<�>����	��%	 �����%�� �� 
����<�>������<�	��% �����$��		� �� ��-
�������� �� 	�����
� ���
�, C���� ���-
����, ���-'�� � 	�'��<�
� ������$
� �� 
������$�	����		� �� ��������. 

����<�>�����	 � ?#?%,$' /' \#/@,? 
J'�%@a��?%+�,  ��� "&<^�?��=@� ?&%-
�>"@#=,?%+�, �� C���	� �� ������� ��$�� 
��� �
�����<�
� � ������ ��������� 
	����. �����	� �����	��% �����	� �� 
�	���	� �� �������� C�����, ��������	��-
	� � ��	��C���%	�, � �Q� � ��	�������	� 
� ����	�������	� �
	���. �������	� � 
�	����� �	 ������ � �������	���� �-
���� � �����
	�, 
��	� ����	 �� C���	 /'-
b#%,@# (��	��	�, 	�����
� ���
�) � @,-
/'b#%,@# (���-'��). ��<
� �	 	%' � 
���
	���� 	�	���� � 	%'��	� ���������� � 
�����(��� <��� ��������. � ���%�� �� 	��� 
�����, ����<�>������<�	��%	 � �����$��� 
�� �����Q� ��%�	� 	�
�5. 

��	� "#?%�#\>[#�@,@ *'@'<, ����-
<�>�����	 ������� �	�����% �� ���
����-
%	� �� ����������� �� ���(�� C���� ��>-
��	 �� '�	�����
�	� ������. "� ����� 

                                                        
5 Konigsberg, 6., International Franchising, Juris Publishing 
Inc., 2008, P. 625. 
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�%	�, ��Q�	� �� 	��� ��<�� � ��<��� 
����� �� �����C�	����	� �� C�����. "� 
�	��� �%	�, ��Q�	� ����<�>�����	 ���-
��	��% �������% ��Q� ���������� ��-
������ ������Q����	. ������ 	��� ��-
�����% �����	��% �����	� �� ���������� 
�� [_<�?%,@ \#/@,? J'*,%6.  

� '�	�����
�	� ����	��% ����<�>-
�������%	 C���� ����� ��$� �� � ������� 
<��� �	������ �� <#[,@/#_ �� ���
� 
��-
����%  ���� ����	��� �C�
	 ��� �� C��� 
��-
�����
��, 
�	� ��	�� ����<�>�����. 
� �������% ��<�>, �� �������%	��	� � 
�����	��% �����	� �� ������� ���������� 
	�����
� ���
� � 
��
��	�� ������ � ��-
	�. ����<�>�������%	 ������� �C�
������ 
��
���� ������ �	 20-30 ������, � ���%�� 
�� �����Q��� �� !#*?#�'@' ^�"#c@' ?>-
$',  �����$��	 �� ����$����� �� 	��� 
������, �
� � ���	� 	���� � ������	����-
�� �	 �������	� � \#/@,? ?&%�>"@#=,?%-
+�. �����
� 	���, ����<�>����	��%	 ��-
���(�� ������� ������
� �� 	���, ���� � 
�����	 � ����� ��	��		��� �������	� �� 

������	���� ����	�� � �	���	� �� �����-
���	����% �����. 6
� � 
��	�	���	 ��-
�����	�, ������ � ��	�	�<�� �������� 
�� J�,*�'%_+'@, @' "�^�+��'. �%
� �	
-
������� �	 �CQ�����	�	� 	�����	�, ��$� 
�� ������ �� ������ ����C� �� ����<�>��-
��	��% � �� ������ ������	� ����	���%. 

�����	��%>
� �������<���� ����Q 
�� ����<�>������<�	��%, ����<�>����	��%	 
'�	����� �Q� �������� !#@'@?�+' J��^-
�'$' – C���� ���� � 
����	���� �� �	-
��(���� �� ����>�� � �����$����	� �� '�-
	���. �����$����	� �� ����<�>����� � '�-
	�����
�	� ����	��% ���
�� ��	������� 
���
����7. ^� �� � �����	��� �����% C��-
�� ��
�	, � ���C'����� �� � ����	�%	 %�# 
*<;=�+# "�*>$,@%'. #��� 
�	� ����<�>-
�����	 	��	���, 	�%C�� �� � �	��� ���-
��	���� ����<��
,  ��	��
��� �� ��Q�-
	�%���� �� ��������
�	� ������. ����-
<�>�������%	 ������� � ���C'����� �� �-
���$� J�'+@# /'"&<d,@#_ �� ���	� 	��-
��, 
�
	� � �� ��������	��� 	�<�� � %�� 
�������Q�%	�, 
��	� � �����	��%	 �� 
����<�>������<�	��%. #��� 
�	� � ����	-

                                                        
6 Wood, R., Brotherton, B., The SAGE Handbook of Hospital-
ity Management, SAGE, 2008, p. 576. 
7 Alon, I., Service Franchising: A Global Perspective, 
Springer, 2006, p. 264. 

�%	 	��� 	�� ��
����	�, ����<�� ������	 
�� ����<���� � �C�<���� �� ���� ����<�>-
������<�	���, ������  ��C��� �� ����Q�-
��% � 	��	����� �� ����<�>� �C�
	�	�8. 

6
� ����<�>������<�	��%	 � ����<�� 
������� �� '�	�����
� ����<�>����, 
�>	� 
�C����%�� (���
� ���� �	 ��>��	�, 	�> 
����� �� ����� �����<�� �	�������	�, 
�	� 
������� �� ?%'@"'�%#%, /' *�@%��< @' *'-
=,?%+�%� �� ����������	� ����� � �<�	�� 
��� ��<
� �����$�	���� ���
�	������ ����-
����. "����'�	� � ���������	� �� ����	�
�-
	� �� ������	� ����	 �� ������	 �� ���
��	%-
���� �� �������� �� ����<�>����, 	�> 
�	� 
����$�	 �� ���C����	� ������ � 	�>��		� 
�� ���
�	� ����	 �� C���	 ��������. 

#� 
�B<����	� �� '�	�����
�% 
����<�>������ �������, ����<�>����	��%	 
���
�� �����Q��� �� ��_<%# %'*?# �	 
����<�>������<�	��%. �e �
�B<��	 ������	 
�	 ���'���	�, ����������� �	 	��	�. ����-
<�>����	��%	 �������% �������<���� 	�
�, 

�%	� �C�
������ � ��
����� ��� �� 	�%. 
� ����������, � 
��
��	����� %'*?' /' 
$'�*,%#@^ # �,*<'$'. "�
��% � �
�B<�� � 
�,/,�+'[#�@@' %'*?', 
�%	� ����	���%�� 
��
����� ��� �� �%
� ��������� �������-
��%. ��������	 ��$�� ����<�>����	��% � 
����<�>������<�	��% � 	���<�� ������, 
�
�B<��Q �������<���� 	�
� �� �������-
�%���� 
�� ����������%	� � ������	 �	 
���'���, ���������<�� �� � ������	��� � 
���
�	���, ��
���� � ���������� �� ���	��-
�������� ������������� �	���.  
��
����	 �� ��������	� � �����	������� 
	�����	� 

��������	� �� ���������� � '���
	��-
�� �� C��	��
�% C���� �����. �%'��	� �-
����� ��� � �����<��� �� *�@*>�,@%@� 
J�,"#$?%+� ��� ������������� �� ��$��-
�������% �����. � '�	�����
�	� ����	��% 
	� � ����$��	 � �����	�	 �� ����C�	�, 
��	� 
���	�� ��	�� �������>(�� ����% ��� 
���������� �� '�	�� � ������. ����� ����-
����	� ����	 �� C���	 ���������� 
�	� ��-
������, <��� 
��	� 
������%	� � ����%�� 
�� ������%�� �����, �	 ���	� � �� ��	
� �� 
�������	�, ��Q� !#@'@?�+� +&/@'^�'d-
",@#,9. ��� 	��� C���� ����� �C	����-
                                                        
8 Stanworth, J., Hoy, F., Franchising: An International Per-
spective, Routledge, 2004, p. 257. 
9 Sharma, K., Tourism And Development, Sarup and Sons, 
2005, p. 236. 
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��	� �� �����	 ��
�
�� �J,�'%#+@# �,c,-
@#_. �� � �	������� �� ��	��%��	� �� 
�-
��	�� �� �����Q��� �� ���'��� � �������10. 
!�����%��Q�	� 
������% ����<��� 	�
� �� 
��>��	� �����. ��������	 �� ���������� 
�
���� ����� 
��	��� ��� ��<��C�	� � ���-
'���	�, �
�B<�	���� � �	�������		� �� 
����Q��� �� �����	���� ���'���, �� !#-
@'@?�+'%' %,d,?% �	��� �� �C	����
�. 
��	�������� �� ���		 	�	 ����� �� 
�����	 

���	�$�����	� �� �
��� ��� �%���� �	 
'�	�����
� ����� ���� �� 	%'��	� ����� 
��� <�	�<�� �����C�����. &�����	� ���-
���	�� �, <� �C	����
�	 ��� �C	����-
��	� �� '�	��� ����<���	 �%��	� ��<��C�. 
�����
� 	���, ���
�	� ���� �� ��������-
	� �
	���, 
��	� � ���
��	 �� ����C�� 	�� 
�
�������� 	��	���% � �� ���	� ��� �� 
�����
��
�	� '�	�����
� ������, 
��	� 
���������	  ��	�	�<�� 
���	���.  

	@+,?%#[## + `�%,<#,�?*# !�'@=']/#@^ 

����	����	� � '�	�����
�	� ����	-
��% ��%	 ���%� ��
. ��������	� 	�-
C����	 �� ���	�Y��� � @']-+'d@#_% !'*-
%�� ��� ����<�>�������	� �������	��-
(���%. �����	� �	 ����	���	� �� ��$��-
�������	� '�	�����
� ������ � ��>-��<� 
�� �������	�, ��Q�	� �� 	��� ��<�� � ��-
���� ��-���%�� 	���	�<�
� 	�����. �� 
	��� ��<��, ��$� �� � ������� ���� ��-
	�����%, �� � 	���� �� ��
��� �� �����-
��	���� ����	� � �	
������ �� ��	�Q�. "� 
��-������$�� �� �����	��	� �� '�	�����	-
��	� � � ��
	�	, <� ��$���������	� '�	�-
����
� ������ � @�?#%,<# @' ?%'@"'�%#, 

��	� � �����%��	 � ������ ��	�����%. 
#��� 	%'��	� �����$����, 
�	� ��C�� 
���
	�
� � ��$���������	� ������, 	� � 
���������	 
�
	� �	 ����������	�, 	�
� � 
�	 ���������	� '�	���. � ��C���� 1 � 
����	����� ���C'�����	� ����	���� �� 
��
������� �� ����<�>���� � �C��		� �� 
'�	�����	��	� �� �%
�� �	 ��>-������	� 
'�	�����
� ������. 

"�C�B���� � 	�������% ��� ��C��� 
�� �,d#$ /' @'+<#/'@, �� ����<�	� ����-
�� '�	�����
� ������, ��� 
�%	� � ��-
��$�%�� ��-���%� 
��	��� ���'� ��>��	-
                                                        
10 Barkoff, R., Selden, A. C., Fundamentals Of Franchising, 
American Bar Association, 2008, P. 401. 

	�. ���� �������	� �%
��
� ������, ��-
��������	� �� ����<�>������� ��������, � 
���� �	 ��>-���
	����	� ��<��� �� #@-
%,�@'[#�@'<#/'[#_ @' `�%,<#,�?*#_ 
?,*%��. �� 	��� ��<��, � ��Q�	�%�� 
�����������% � ����������	�. ���	�	�-
���� �, <� 	�> 
�	� $,d">@'��"@#_% �J#% 
��	�, ��<���	 �� ������ �� ��
�����	�-
��	� ������ ����� �������	� �� �����	�. 
&�����	� ��	�����% �� '�	�����
�	� 

������� 
�� ��	�������� �� ����<�>-
�������	� ���$� � C����� �� "+' �?@�+@# 
'?J,*%': 

� ���C'�����	 �	 ����$���� �� ��$-
��������� �	��� �� ����������; 

� �<�	�� ��� ������  ��-���%�� ��$-
��������� ��������� � �����	�� �� ��-
����������� 	�'�������11. 

��&/*' $,d"> ?%�'%,^#_ /' �'/+#%#, @' 
`�%,<#,�?*' +,�#^' # +&/+�&b',$�?% @' 
#@+,?%#[##%, 

� ���������	� C���� ���� �	 ��(�-
��Q� ���<���� �� ���'� �� �����	� � 
	%'��	� ?J�?�\@�?% /' '"'J%#�'@, 
�� 
�������	� �������. ����<�	� '�	��� ��-
��	���	 ��� ����<�
� �����	��
	���, 
�� 	��� �� � ��	�	�<��. ��	�����
�	� 
����	��% ������� � ���� *�@*>�,@%@' 
?�,"'. "��C'����� � �� � ���C���	 J�"-
`�"_b# $,`'@#/$# �� �����	�� �� ���-
��	� � ��%. ��C���	 �� 	��	����	� �� ���-
��	�� �� '�	�����
�	� 
������� ����-
	���%�� ��$�� #@+,?%#[#�@@� �,c,@#,12. 
��> ����$� ����	�� 	���� �� ��
, 
�%-
	� 	�%C�� �� C��� 	�<�� �������. ����	�-
����	� ��� ����<�>������� ��������, ��-
������ �� ���������� ��� ��
������� �� 
�
���, � ?%�'%,^#=,?*� �,c,@#,, 
��	� 
�����������% ���'�, ��<��C�	� � �%��	-
��	� �����	�� �� '�	�����
�	� �������%-
	��. ������	 �� ������� �� ��(���� �� 
����	����� � �	�� �	 �%
��
� �?@�+@# 
,%'J'. �� ����	 �� C���	 �C�CQ���, 
�
	� 
�����: 
                                                        
11 Okumus, F., Altinay, L., Strategic Management in the In-
ternational Hospitality and Tourism Industry, Routledge, 
2012, p. 350. 
12 ����$�����, 6., 6����� �� ����	�������	� ��>��	 � 
'�	�����	��	� � �������%, ����	��	�� „6������� ���-
��“, #., 2008, . 48. 
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�'\<#[' 1. 
	@+,?%#[## /' !�'@=']/#@^ @' ?+,%�+@# `�%,<#,�?*# +,�#^# 

	$, @' \�'@"' ��'@=']/#@^�+' %'*?' 

Embassy Suites $17,000,000-$36,700,000 
Ramada Worldwide $382,000-$10,100,000 
Red Roof Inn $2,600,000-$4,750,000 
Studio 6 $2,700,000-$3,200,000 
AFM Hospitality $2,000,000-$20,000,000 
Aloha Hotels $1,000-$100,000 
Choice Hotels $4,000,000-$10,000,000 
Country Inns & Suits by Carlson $3,200,000-$5,500,000 
Courtyard by Marriott $5,000,000-$7,000,000 
Hampton Inn $2,800,000-$9,900,000 
Hilton Garden Inn $8,000,000-$14,300,000 
Hilton Hotels & Resorts $33,000,000-$57,000,000 
Marriott Hotels & Resorts  $5,000,000-$7,000,000 
Park Inn $56,400-$4,980,000 
Park Plaza $70,000-$15,000,000 
Radisson Hotels & Resorts $2,200,000-$2,800,000 
Ritz-Carlton $5,000,000-$7,000,000 
Windham Hotels & Resorts $28,000,000-$49,000,000 

��	�<��
: 6����
��
� ����<�>������� �������% 

� �������%�� �� ����	�������% ���-
�
	 � �	����%���� 	����	� �� ��
 �	 	��� 
����	���%; 

� �������%�� �� �����$��	�	� � ����-
	��������� �� ����	�������	� 	��	����; 

� ����
� �� �����<��	� ����	�����-
�� 	��	���� � ��
��������� �� �����	�-
	�	� �	 ����	�������% ����
	. 

#��� ��������	����	� �����$���� �� 
����������	�	� �	���, � ���C'����� �� � 
���	��� 
�� ��C�� � ���������% �� ��	-
��	��% #@+,?%#[#�@,@ J��,*%. #����� 
)��	����1, �?@�+@#%, #@+,?%#[#�@@# 
�,c,@#_ � '�	�����
�	� ����	��% � �-
������	 ��: 

� &�
�	'��� �� &����� – �	�� � � 
�����$���� �� ���� '�	��� 
�� ������	�, 
���<��� 
�� �Q�% �����	 ��	��C�	���; 

� '���	�(�� ���)��*+ – �����C�-
���� �� 
������� ��	��<���; 
                                                        
1 Martorell, O., The growth strategies of hotels chains, Best 
business practices by leading companies, The Haworth Hospi-
tality Press, 2006, p. 17. 

� -
��
���(�� �'��/0	�*+ – ��-
�<�� � 
�� 	��	����� �� ���� ��>��	�, 
�����<�� �	 ����������	� �	 '�	�����
�	� 
������; 

� ������*
��(��*+ – <��� �����-
���� �� ��� �����. ��
 ������	 �%	� 
����<�>�����	, ��������	� �� ���������� � 
��
�������	� �� �%� �	 �Q�	����Q '�	��. 

��C���� 2 ��
���� ��	�, � �����	�	 �� 
���������	� �� ����<�>������� ��������, 
�������� �� ����������, 
�
	� � ����� 
	��	���� �� ������� �
�����% �� �%
��
� 
�	 ��>-������	� '�	�����
� ������.  

&	 	�C����	� � ��$��, <� ������	� 
'�	�����
� ������ ������<�	�	 	��	���-
�	� �� �����	��, 
��	� �� �
�B<��	 
���	�-
���� ����	����. ��-
��
��	��, <��� 	��� 
	�� �	��� � ������%��	 88% �	 	��	� � 
	%'. ���� �������	� �%
��
� ������, 	��� 
	�������% �� ��-������ � ��C�B����, � 
�����	�	 �� ��%����	� � ��	���� �
���-
��<�
� 
����. "����� � ��� � 	��	����-
	�, 
��	� ���
��	 
���	����� C������� 
	�����
���.  
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�\���%#%, @' `�%,<#,�?*#%, +,�#^# 
�� � ��%
� �������  �CQ�% C��> ������-

����  	��.  �%'��	�  
�����������  �����- 

�'\<#[' 2. 
�%�'%,^## /' �'/+#%#, @' `�%,<#,�?*#%, +,�#^# # J�?%#^@'%# �,/><%'%# 
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Intercontinental Hotels 422 573 125 215 8643 556431 
Wyndham Worldwide 527 735   527 735 
Marriott Intercontinental 243 447 270 503  513 950 
Hilton Hotels 306 673 112 051 107 536 526260 
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FRANCHISE: BUSINESS STRATEGY FOR 
INTERNATIONALIZATION OF HOTEL INDUSTRY 

Prof. Dimitar Tadarakov, Ph.D. 
Department ‘Economy of Tourism’, UNWE 

Abstract: This paper aims to reveal the 
role of franchising as an alternative business 
strategy for internationalization of hotel indus-
try. Attention is focused on different business 
models for market integration of the hotel ac-
tivity. Special attention is given to enterprises 
that interact each other through franchising, 
management contracts and share purchase of 
hotels. The concept of franchising contracts is 
examined as an effective distribution channel 
for expansion of global hospitality. Emphasis 
is given on their specific characteristics con-
ferring the right to use the developed business 
model. Management contracts in hotel enter-
prises are analyzed and the essential differ-
ences between them and franchise contracts 
are underlined. The investments for franchise 
in famous hotel chains are studied. 

Keywords: franchise, hotel industry, inter-
nationalization, business models, investments. 

Hotel industry is very interesting subject 
for research because of the internationalization 
which occurs as a result of the high degree of 
interaction between consumers and suppliers. 
Its characteristic feature is the presence of dif-
ferent opportunities to enter the market, such 
as management contracts, acquisitions, joint 
ventures and franchising. These alternative 
means of cooperation between hotel compa-
nies are crucial because of the potential for 
transfer of ownership and implementation of 
effective business model. 

There are three main ways of entering a 
foreign market. The first is the franchise busi-
ness model, the second – share purchase of ho-

tels and the third – management contracts1. 
Each of these options includes different degree 
of control exercised by the company on the 
external operations, the resources, and the re-
sults obtained by their use. In mid-term condi-
tions, the potential profits are increased by 
reducing the risk of occurrence of adverse 
events. On the other hand, the methods that 
involve less control, minimize the risk, but 
lead to bigger costs. The degree of control af-
fects directly the flexibility of management 
companies. The implementation of bigger con-
trol on tourism requires of organizations to in-
vest a significant amount of resources for 
market research. In this way its potential pene-
tration is facilitated 2. 

Most enterprises in hotel industry are af-
filiated with franchising, management con-
tracts and share purchase of hotels. The 
main goal for them is to find a business 
partner to start his own company, but under 
the management and the brand of another 
company. The main difference between 
franchising and management contract is that 
the person who has received the right to use 
assets has economic independence. Hereby, 
the hotel chain controls directly the reserva-
tion center and exercises partial control over 
the brand3. 

                                                        
1 Tadarakov, D., A. Panjerova, Specific financial instruments 
– effective positioning in terms of globalization, University 
press ‘Stopanstvo’, Sofia, 2007, pp. 88-93. 
2 Berbel, J. M., Ramírez, J. M., Does the Foreign Market 
Entry Mode Choice Affect Export Performance? The Case of 
the Spanish Hotel Industry, Journal of Business Economics 
and Management, 2011, pp. 301-316. 
3 Parusheva, T., Global changes in hotel industry, Economic 
alternatives, UNWE, Sofia, Issue 3, 2010, p.56. 
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Business Models for Market Integration of 
the Hotel Industry 

Hotel chains can be extended through 
various operations that require capital invest-
ment. The most common are franchising and 
management contracts. There are other busi-
ness approaches such as capital injections, 
loans, mergers, acquisitions, or a combination 
of several development strategies4. There is a 
tendency for growth of the hotel industry 
through franchise agreements, especially when 
the main purpose of hotel chains is associated 
with accelerating the expansion. 

Franchise agreements in hotel industry 
Franchising is effective strategy for in-

ternationalization of hotel chains. It is an al-
ternative option for their global expansion. 
Franchising is based on a contract between the 
franchisor and the franchisee, which grants the 
right to use the developed business model, in-
cluding brand, products, services and market-
ing know-how intern for fee. In particular es-
tablished contractual conditions certain fran-
chisees acquire the right to work in the same 
market within a system of mutual cooperation. 
Franchising is a business platform imple-
mented by allowing the franchisee to operate 
within the trading system of the franchisor. It 
can be defined as a system of cooperation be-
tween companies that are bound by treaty ced-
ing certain rights to use successful business 
formula, against payment of fixed charges. It 
is important to note that in the course of its 
business, the franchisee must maintain the 
quality of the products and services they will 
offer. As is displayed by definition, the fol-
lowing important features for the franchise 
can be summarized: 

� cooperation system; 
� relationship between parties is based on 

the contract; 
� parties are big companies – franchisors 

and the company that signs contracts with a 
company called franchisee; 

� the franchisor provides the franchisee 
the opportunity to use the trademark business 
formula, know-how and technical support for 
                                                        
4 Tse, E. C., Olsen, D., Strategic Management in the Hospital-
ity Industry, Prentice Hall, 2008, p. 358. 

the duration of the contract. 
Franchising is a system for business 

partnership for long-term cooperation, 
based on a contract between two legally and 
economically independent parties. The first 
party grants to the other party the right to use 
the business, the production and the distribu-
tion, as well as tangible and intangible assets. 
The latter are composed of basic and addi-
tional services and products that can be pro-
tected (patents, trademarks) and unprotected 
(know-how). All of them are effectively tested 
and their use is allowed under license. In re-
turn for these rights, the franchisee is required 
to pay royalty fees5.  

As a distribution channel, franchising 
fully meets the requirements for successful 
implementation of business in hotel chains. 
First, because this saves time for the develop-
ment of the business. Secondly, because the 
franchise provides license against financial re-
turn. Exactly this license grants the right to use 
the complete business package6. 

In hotel industry franchising business 
model can be implemented by giving license 
to a small company with a single object or to 
be more complex as master franchising. In the 
latter case, the company has the right to de-
velop a brand in a particular region of the 
world. The franchise agreement typically cov-
ers a period of 20-30 years, in return of pay-
ment of an annual fixed sum with the option 
to extend this period if both parties are satis-
fied with the mutual business cooperation. 
However, the franchisor carries out regular 
checks for the full compliance of corporate 
unity and the stages of the production process. 
If irregularities are detected, there is sufficient 
reason for contract termination. Any depar-
ture from generally accepted standards, can 
lead to real losses for the franchisor and dam-
age his reputation. 

Providing initial assistance to the franchi-
see, the franchisor hotelier also offers finan-
cial program – business plan and advises for 
the design and the construction of the hotel. 
The use of franchising in the hotel industry re-
                                                        
5 Konigsberg, 6., International Franchising, Juris Publishing 
Inc., 2008, p. 625. 
6 Wood, R., Brotherton, B., The SAGE Handbook of Hospital-
ity Management, SAGE, 2008, p. 576. 
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quires intensive support7. In order to provide 
complete business package it is necessary to 
provide three key documents. Once the fran-
chising starts an operational manual should be 
implemented with instructions for the manage-
rial process. Franchise agreements need to 
contain legal obligations for both parties, and 
to regulate precisely and clearly the powers 
that are granted to the franchisee. Once these 
three documents are elaborated, begins the 
process of research and training of new fran-
chisees, with a choice of spaces and the start 
of franchise sites8.  

If the franchisee has received a contract 
for hotel franchise, bringing together a wide 
range of activities, it should assume different 
responsibilities, adherence to standards of 
quality control services and participate in all 
mandatory marketing programs. Failures in 
the policy chain can lead to the termination of 
the franchise agreement, as the image of the 
global value chain and the brand could be 
damaged. 

With the conclusion of the hotel franchise 
agreement the franchisor requires royalty fees 
from the franchisee. They include percentage 
of the revenue generated from the rooms. The 
franchisor defines the initial fee which is usu-
ally a fixed amount per room. In addition, the 
fee for marketing and advertising is speci-
fied. Finally the booking fee is included, 
which is a fixed sum for each booking. The 
contract between franchisor and franchisee is 
typically linear, involving the initial fee to join 
the organization and the percentage of revenue 
intended to be reinvested in marketing, adver-
tising and use of a centralized booking system. 

Management contracts in hotel industry 
Management contracts are typical for Brit-

ish business model. Their main purpose is to 
extract competitive advantage in the interna-
tional market positioning. In the hotel industry 
they are introduced as a result of losses that 
Hilton Hotels Corporation suffers in the man-
agement of a hotel in Havana. Business con-
tracts can be defined as contracts by which the 

                                                        
7 7 Alon, I., Service Franchising: A Global Perspective, 
Springer, 2006, p. 264. 
8 Stanworth, J., Hoy, F., Franchising: An International Per-
spective, Routledge, 2004, p. 257. 

company agrees to manage another enterprise, 
in the name and for the account of the latter 
against the financial reward9. In this business 
model owners do not take any operational deci-
sions. They are responsible for the provision of 
payment of capital expenditures and debts10. 
The management company receives a fee for its 
services. Management contract has complete 
control over the costs and the profits, including 
the responsibility to meet the operating costs, 
but the burden remains with the owner. 

Owning hotel shares  
Owning shares of hotel firms leads to 

their complete or partial acquisition. The main 
advantage is that the owner or owners of the 
hotel receive the total amount of the profit. 
However, the high level of financial assets that 
are required for such expansive strategy can be 
only managed by American hotel chains that 
have enough finantial capital. 

Investments in Hotel Franchise 

Investments in hotel industry are more 
susceptible to risk. Financial stability of part-
ners is the most important factor in the fran-
chise relationship. The benefits from the pres-
ence of international hotel chains are mostly 
for the regions because this generates bigger 
tourist demand. In this way, a new destination 
can be formed, additional airlines can be 
started and new airports to be opened. No less 
important fact for the development of the hotel 
is that international hotel chains carry the 
standards that are implemented in certain 
destination. After their application as good 
practice in international hotels, they are per-
ceived both by the national and the independ-
ent hotels. Table 1 presents the necessary in-
vestments to purchase a franchise in the hotel 
industry by some of the largest hotel chains. 

There is a tendency in the choice of entry 
mode for most major hotel chains, in which a 
greater control over the activity is exercised. 
In recent years, the use of franchise contracts 
is one of the most effective ways for interna-
tionalization  of  hotel  sector.  Thereby,  the  a  
                                                        
9 Sharma, K., Tourism And Development, Sarup and Sons, 
2005, p. 236. 
10 Barkoff, R., Selden, A. C., Fundamentals of Franchising, 
American Bar Association, 2008, p. 401. 
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Table 1. 
Investments for franchise of worldwide hotel chains 

Brand Name Franchise fee 
Embassy Suites $17,000,000-$36,700,000 
Ramada Worldwide $382,000-$10,100,000 
Red Roof Inn $2,600,000-$4,750,000 
Studio 6 $2,700,000-$3,200,000 
AFM Hospitality $2,000,000-$20,000,000 
Aloha Hotels $1,000-$100,000 
Choice Hotels $4,000,000-$10,000,000 
Country Inns & Suits by Carlson $3,200,000-$5,500,000 
Courtyard by Marriott $5,000,000-$7,000,000 
Hampton Inn $2,800,000-$9,900,000 
Hilton Garden Inn $8,000,000-$14,300,000 
Hilton Hotels & Resorts $33,000,000-$57,000,000 
Marriott Hotels & Resorts  $5,000,000-$7,000,000 
Park Inn $56,400-$4,980,000 
Park Plaza $70,000-$15,000,000 
Radisson Hotels & Resorts $2,200,000-$2,800,000 
Ritz-Carlton $5,000,000-$7,000,000 
Windham Hotels & Resorts $28,000,000-$49,000,000 

Source: American Franchise Association 

specialization in the management is done. It was 
found that as the international experience grows, 
the mindset of managers go beyond business. The 
main motivation of hotel companies to integrate 
franchise network is based on two main aspects: 

� the need to introduce an international 
reservation system; 

� the participation in a chain with bigger 
international recognition and development of in-
formation technology1. 

Relationship between Hotel Chain 
Development Strategy and Return of 
Investments 

In today's business environment it is crucial 
for the company's success their ability to adapt 
to market changes. Most hotels invest in physical 
infrastructure, but this is not enough. Hotel indus-
try operates in highly competitive environment. 
That is why it is necessary to select appropriate 
mechanisms for the development of the compa-
nies in it. The choice of strategies for the devel-
opment of hotel companies is an important in-

                                                        
1 Okumus, F., Altinay, L., Strategic Management in the Interna-
tional Hospitality and Tourism Industry, Routledge, 2012, p. 350. 

vestment decision2. It contains a certain degree 
of risk that needs to be properly evaluated. Invest-
ing in franchise agreements, management con-
tracts or purchase of shares is a strategic decision 
that determines success, profits and overall de-
velopment of hotel business. The process of mak-
ing a decision to invest is made up of main 
stages. They can be summarized as follows: 

� determination of the investment project 
and the degree of risk of the investment; 

� identification of the  opportunities and 
the investment strategies; 

� assessment of different investment 
strategies and maximization of the impact of 
the investment project. 

After the consistent use of the above 
steps, it is necessary to proceed with the selec-
tion and implementation of the investment 
project. According Martorell3, major in-
vestment decisions in the hospitality industry 
are based on: 

                                                        
2 Panjerova, A., Analysis of investment activity in hotel indus-
try in Bulgaria, Avangard Prima, Sofia, 2008, p.48. 
3 Martorell, O., The growth strategies of hotels chains, Best 
business practices by leading companies, The Haworth Hospi-
tality Press, 2006, p. 17. 
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� market penetration – it consists in the 
construction of new hotels towards the chain 
aimed to the same segment of consumers; 

� vertical integration – acquisition of 
companies suppliers; 

� horizontal diversification – draws to 
start new activities other than those offered by 
the hotel chain; 

� internationalization – by entering a 
new market. This includes franchising, man-
agement contracts and purchase of part of an 
existing hotel. 

Table 2 shows the growth in the applica-
tion of franchise agreements, management 
contracts and other market expansion strate-
gies of some of the largest hotel chains. 

Table 2. 
Development strategies of hotel chains and results 

 Room – December 2011 

Hotel chain / strategy development Franchise 
agreements 

Management 
contracts Other Total 

Intercontinental Hotels 422 573 125 215 8643 556431 
Wyndham Worldwide 527 735   527 735 
Marriott Intercontinental 243 447 270 503  513 950 
Hilton Hotels 306 673 112 051 107 536 526260 
Accor Hotels 154 251 122 136 352 341 628728 
Choice Hotels 553 217   553 217 
Best Western 378 094   378 094 
Starwood Hotels 115 460 172 098 57 400 344958 

���
1�	: Martorell, O., The growth strategies of hotels chains, Best business practices by lead-
ing companies, The Haworth Hospitality Press, 2006, p. 17. 

The table shows that large hotel chains 
prefer development strategies that do not in-
volve capital investments. In particular, 
through this type of system are controlled 88% 
of the rooms in them. In recent years, these 
trends are increasingly observed as a result of 
the emerging global economic crisis. There is 
a decrease in strategies that require capital-
based transactions. 

Turnover of hotel chains are not directly 
related to the total number of available rooms. 
Their correlation is especially evident in the 
choice of development strategy. Hotel chains 
that use franchising as a management system 
acquire higher turnover than those that apply 
to management contracts. The hotels that re-
ceived contracts from franchised Hilton Hotels 
Corporation and Accor, for example, generate 
significant revenue due to the power of the 
brand. Those who apply franchising as an ef-
fective strategic management system, realize 
higher gross marginal profit. The reason for 
this is the larger gross operating profit, result-

ing in lower operating costs and high revenue 
achieved by franchising. 

Implications 

� Franchising is an effective strategy for 
internationalization of hotel chains. 

� Financial stability partner is the most 
important factor in the franchise relationship. 

� Investment in franchise agreements, 
management contracts or purchase of shares is 
a strategic decision that determines success, 
profits and overall development of hotel busi-
ness. 

� Hotel chains that use franchising as a 
management system have higher turnover than 
those that apply to management contracts. 

Conclusion 

Franchising is a modern tool for sustain-
able economic growth in hotel organizations. 
Through its use as an effective business devel-
opment strategy, hotel operating companies 
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apply strict standards in order to expand their 
business activities. This market model has be-
come crucial mechanism for the internation-
alization of the global hotel industry. 
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����%. ����	����� � ��� ���<���% �� 	��-
���� „
��	���”. O��
��	� � �������	� � 
'���
	��� �� ��	��	� � ��$���������	� 

�����
	�, ��������
��� �	 ���C�������%-
	�. ��	���� � �
���	 ���'� 
�������%	� �� 
�"+#�& �� 
��	����	� ������C�����. 
#�������� �������� � �	������ �� �	���%-
��	� 
�� �����	� 
��	��� � �����	��	� �� 
��$���������% �C���. ���<��	�� � ���-
����	�	� �� ���$���	� � 	�'��	� �������-
Q�% � ����� �� ������C�����	�. O�������� 
� ������	 �� ���C�������% �� 
��	����	� 
����	���. &	
����� � ���%	� �� ����	��-
��	� �����B��% � ����	���������%	� �� 

��	���	�. ^����C�<��� � ����������� 
���C����	� 	����������� � 
��	����	� 
����	��%. ����	����� � ����
�	� ��$�� 
���C�������%	� � 
��	����	� '�������%. 
&C������� � ��	�
��	 ������ �� �%
� 

��	��� �� ��	����	� 
��	���. ��
�	���-
�� � ������	� �	���� 
��	����	� '���-
����% <��� ��	������%. &C�CQ��� � ���-
���	�, <� ���C�������%	� ���	�% 
��	��-
��	� �����<�% � ���	�����<�%	� ��$�� 

��	����	� ����	�<��	�. 6�	���	 ��Q�-
	��� 	���	�, <� �� ��������� 
��	����	� 
�����	�� �� <���<�	��	�, � ���C'����� 
������� �� ��$���������	� ��'������ �� 
����<����� �� 
��	����	� ������C�����. 

�<;=�+# ">$#: 
��	���� �����<�%, 
���C�������%, 
�����
	�, ���C���� 	���-
��������, 
��	���� '�������%. 

���	����	� �����<�% � �����%�� �	 
���C�������%	� � ��������
���	� �	 ��% 
	�����������. �� ����$��	 	��	�� ��-
C�	�, ��C��� � 	����	�, 
���	� ���%	��	� 
„
��	���� �������”, � �� �Q� $���. )��-
�� <�	�, ����
�	� ��$�� ���C�������%	� � 

��	���	� � ������$�� �	 ������ 	�<
� �� 
C���
� �� �����������	� ��$�� �����<-
��	� �������
� �C��	� � �������	�  ���-
��<�� �������. 

#	�	�%	� ��� �� ��� �� ��������� � 
��
�	��� 
��	����	� �����<�% � �%��	� 
�� 
�����
��	 � ���
	�. �� ��(� ���-
���, 	���	� ����	�<�
� ������<�	�� 
Q� C���	 �������� �	 ���	�����<�%	� 
��$�� 
��	����	� ����	�<��	�. 

��@!<#*%# + *><%>�@'%' ^<�\'<#/'[#_ 

�������	 „
��	���” ��� ��� �����<�� 
���<���%1. � (���
�% ���� �� �	������-
%	�, ��������� � ���)���� ��9
� 
� 
�
��  ��	
�
����
/� ' &
'������
 �� 
���(1��� ���1�/	 )��&, &��
9� 

� '/�	 1
'�	, 	��
 1(�� �� 
9;�/�'
�
. 
#�Q�	���� ��
	���	 „	���	�	���	�” � 
���
�	� �� �����	� � 	������	��	� �	 
�����	� �����, <��� 
��	� � �������	 	��-
�����	� �� ��
�����%	�. �	���	� '���
	�-
��	�
� �� ���%	��	�, ��Q�	����� �	 ���-
�����	�, � �	��% �� -��
<�/�'���� 
�'
���+  /�'
(, 	�(����
�
 ��/(��-
/�'
  &�����*�� �� 	�(������. 

=��C�������%	� ������% '���
	��� �� 
��	��	� � ��$���������	� 
�����
	�, 

�	� �����<��� �����$����	� �� ��������-
��, �	��<�
� � �����	�<�� �����. =>�'
, 
                                                        
1 ����(���, �., ���	����%	 	������: ��	����	��� �� ���-
C�������%, ����	��	�� „6������� �����”, #., 2009, . 
32-40. 



��$������" ���$���# ? ����"���� �� �$���$�����#�� 

 19

�%
�� �C%�%��	 	��� �����$���� � #�-
���� � ���, 
��	� ����<���	 ������	��-
�����	� �� �������	� �����	� � ����%	 �� 
�����	� � ������	� ����	. ?�
�
, ���	���-
��<�%	� ��$�� ^����� � ���C
�% �%	 � 
������� �� 
���������%	� � ��	��	� ��-
�
���, ������Q� �	 �	��<���	� �� 
��	��-
��% ������������ �� ���<����	� 
�� ��-
�����% �%	. ����
, ������ � �����$���-
�	� ��$�� �������	�. ���'>��
, �������-
����	� ��	��� �Q� ��������	 �����$���� 
� �������Q�	� � 	�'��	� ���>	��. �� ��-
%��	 � ��������	�, 
�	� �����(��	 ����-
��	� C�����	�%���, ������	 � 
��	���� 
����	�<��	. �� �� &
/(���
 �+/�
, �%
�� 
����� 
��	���� ���������% '���
	�������	 
���������	� �	����%: 

� ��$���������	� ���
�����% �� ���-
��������% � �����% � ���	�����	��% �� 
��Q�	�	� �� ����������	� 
��	���; 

� ��<������	� �� ����� �	 ������Q�	� 
� ����� 
��	��	���  ����������	� �� 
����Q�	� �����; 

� 	���	� �� „�CQ�	� <���<�	��” ���-
	�����<� �� ���	����%����	� �� �	��<�-

�	� ������	��. 

������	�, �������  
��	���	� � ��-
����	 � 	���	 
������	����. }�	� 	�(-
������ � ��(
<�	 �� 	
�
�1�/	�� 
( &
(�1�/	�� 
��
@��+ ��<�� 
'(�/�'�;��2. =��$����	� � ��	�	����	� 
� �����	���� �� 
��	����	� ����	�<��	, 
������ ��� ���C��$����, �� ��$�Q� �� 
�����<��� �� �����. 

��
�	� � ������	 
��	���� �����$�-
��%, ���C�������%	� ��$� �� ������ ��-
�C��		� �� ���$���	� �� �� ������%��	. 
)�$���������	� ������ �� � � �	�%��� 
�� ��������%	 ����	�	���	� �� ���$���	�. 
������ 	��� ���<���, �"+#�& �������� 
����<����� �� 
��	����	� ������C�����. 

��@+,@[#_%' @' ����� /' 
*><%>�@�%� $@�^��\�'/#, 

#�Q�	����	 ���$�	�� ��$�������-
�� 
��������, �������  
��	���	�, �� ��-

�> �� �C���� ��C��� �������� �� �����-
� �� 
��	����	� ������C����� � �����%	� 
                                                        
2 ���<���, 6., ������
	�� �	����� � ����
	��	� ��>-
��	, ����	��	�� „6������� �����”, #., 2011, . 75. 

�� ���C�������%	�. ���� ������ �� �����-
��$��		� �� ���$���	� �� ����������	 
���
�, 
��	� �� ������<���	 ���$����	� �� 

��	���� 	�
� � �����. 

� �	����� �� 	��� ������%, �"+#�& 
���� �������	� �� �������������� �� 
��������� ������ � ������� �� �����-
����. �% � ��
���� ���'� „��Q�	�	� � 
����<�����	� �� 
��	���	�, 
�%	� � �����-
	�	 �	 	���<�	��	� �� ��������, ����� � 
�CQ�	��”3. ��
���	��	�� �, <� ���'���	 
�
�B<�� 
�'��+���
 	>� ���) 	�(���  
���'���
 �� ��<�����
��+ 
9���. 
��������%	� ���<��	��� /�'�������� �� 
�>�<�'��  �+-���� '(�/�, 
�	� � ���� 
����<����� �� 	�'��	� �������Q�% � ��-
��$�����	 � ����� �� ������C�����	�. � 
��%, �C�<�, �� � �������%	 ���
�	�, 
��	� 
���$���	� ����	 �� ����������	. ���� � 
/'
9
��� �9
� �� ���	, 
�	� � �
�B<��	 
����������	� � ����� �� '���	� �� ��
�	-
��	�, ���
� �� ���
���� �� ���������	� 
���������� 
��	���� ����	��% � ��	�� 
�� ���	��	� �� ��������	�� � ��	��C�-
��%. ��<
� 	��� ���
� � �������	 �� 
„/&�*01�+ -���	��� �� 	�(������ 
&�
��	�”4. 

�<�\'<#/'[#_%' @' *><%>�@#%, 
#@">?%�## 

# �����	��	� �� ���C�������%	�, ���-
���� � ���%��	, <� �����	'+'����
 ;� 
���'@�'� ��
)

9�����
. ���� 	��' � 
������� �Q� � ������� ��$�� ���	� ��	��-
�� ��>�� ��Q� ���	� �� �����
��
�	� 

�������. ���, ���%���	� �� ���C�����-
��%	� � ������ �	 C��
��>��% ��	������ 
�� 	
	������� �������	� � �	 ������-
	� �� 	�����	��	���	� �� ���������5. 

���� �������	� ������, ��
�	, 	���-
����%	�, �����	�, ��	������%	� � 
���	� 
���	���%'� �����B��%, ����	��� �� 	�'-
������<��	�, �������������	� � �������-

                                                        
3 UNESCO, CONVENTION ON THE PROTECTION OF 
UNDERWATER CULTURAL HERITAGE, UNESCO 
PUBLISHING, PARIS, 2009. 
4 UNESCO, Convention for the Safeguarding of the Intangible 
Cultural Heritage, UNESCO Publishing, Paris, 2010. 
5 ������
��, �., ���%���	� �� ���C�������%	� ���'� ���-
��	��	� �� 	������, ����	��	�� „6������� �����”, #., 
2008, . 23. 
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	� ��������. �����������	� �	 ��������� 

�� ������� �	��>	�� ����� ������	-
�������	� �� 
��	���� �����
	�. "�����-
��� �	 	���, ����� �� �	C���$��, <� )(
-
9�(��*+�� �� 	�(������ &�
��	� �� � 
����	. &	 ���	� ��������, 	� � �����	� 

�	� ����������. &	 ������ 	�<
� �� ��-
	������%	�, ����
 �	
���� 
������ � ����� 
	����, �Q� ���� 1890 �. ��	 ������ ��� 
�����% ����, ����
�	� ����	��% �����-
�%�� �����
��
�% �����, � �����
��
�	� 
������� �Q�	����	 �	 ����� �����	� 
��	���� ��>��. �� ����C�� ��<�� 	�%	 
��Q�	�  �����	�, �����	� � 	�������%	�. 

���, 	��� ����	��� �
����	 „�����-
�����” ����	���, ���� 
��
�	� �����	� 
�
	��� �� �
�����
�	�. �������	� ���-
��
	� ���	 �� ��-���%� ������� �%�. # 
�����<����� �� ����������	�, � ���(��%�� 
� �C'��	� �� ��C����% ��C�� �� ��	��C�-
	��%. ���������%	� ��� ���	�����	� ���-
	���	�� ���%%	 � ���<��	 ��C���. 

O��C��� �, ��	��	��� �� �	������� 
�������	� ����� �	 �%	�	�, 
��	� ����� 
� �CQ�	��� � ��	���� ��Q�C. )�$�� �� 
��������<�� �%
��
� ���
	�
�. "� /�'�� 
���	 ��	�� �� ��-��	��� ��	���� 
��-
	���� �����
	�, 
��	� � �����$��� �� 
����� ��	��C����� � � ����Q� �� ���
�-
	������	� 	��	����. ^� ���	� � 9����� 
/����, �������	� �	��>	�� ������%��	 
�C���  ����� ���	�, ���C�
��%>
� �C����-
��	����	� �	��� � ��	��	� �����. ^� ��-
������	� �� J), �������	� �	��>	�� 
������$���	 �� ����%	 �	 	����������	� 

��	���. 

���	���� �� �%
�� �����%, �������	� 
	�'������� �� �����	���	 ����� ��	��, 
��	� ����%�� � 	��
	���	� �� ��	����	� 
�������	��. ��> 
�	� ���	� � ����<����� 
�� 
��	����	� ������C�����, ����
��	��-
��	� �������	�� ��$� �� � ������<�, 
<��� ����	�
� �� ����
��	�����% �� ��-
	��� �� �������	� 	�'�������. 

�<�\'<@# %�'@?!��$'[## + *><%>�@'%' 
#@">?%�#_ 

=��C�������%	� � ������ ��������� 
�� ����	������	� ������� � 
��	���	� � 
�����	�, ��>-��<� ��� ��C�������������-

	� ������� ���� 80-	� ������ �� �� ��
. 
���� ������� ���'� ������ �������� � 
�� 
��	����	� ����	���. � ����	� �� ��-
�����������	�, 	���
�����
�������	� � 
�������������	� 	�'������� � �����C�-
	�'� 	��	���� �� ��	��C���% � ����� 
�-
����. 

��
�� � �����>	���	� �	 ����	����-
��	� C��$����� ���'� 
��	����	� �����-
�C�����? &	������	 �� � �������<��. �� �+-
	
, 	��� ������� � 
�����	� �� �������-
�� �� ����	�	��� �� �%
��
� ���<���: 
$������ �� � ��������<���	 � ��������-
����	 ����	�	�; ����	�� �Q�	������ 
�� �����	� �� 
��	����, ���������� � ��-
$��������� ����; �����$��	 
��	����	� 
�����
	� �� ��	����	 �� ��
� <��� ��-
	����	 	�'�������	�. �� ���), 
�����	��-
��%	� � C��$�����	� �� ����	���	� Q� 
C���	 � ����	�����	� � ������	�� �� 
�������	���	� 	 ����
��	���	� �� 
�������	�� ������	. � ��>	��	����	 
� ��C�B���� ������������, 	�������% 

�� 	�����	�����% �� 
��	����	� ����	-
��� � 	�������% 
�� ��������
���%. ���� 
��� 	�������� � �������������Q� �6. 

O����<�%	� � 
��	����	� ����	��� 
��	��%	 �%
��
� ������. =>�'
, 
�
�� � 
�	��(���%	� �� �	�����<�	�� ��$�� 
���C����	� � ����������	� ����	������ 

�������? ��	� �%��, �<�	����	� � ��-
�����������	� �����
	� �������%	 ��-
�����	� � ��>	��%	� �, ��%�� ����� �
-
	���, 
��	� ���	 ��%
 ��	�� �� (���
�	� 
�CQ�	����	 (	���
�����
����, ��	��-
��	). ?�
�
, 
�
�� � 
�������%	� � 	��	�-
���	� �� �	�����	� ����	���? ^� ��-��C�� 
������<��� �� 
����	�, ����	�	� �� � ��-
�<��� 
�� ������$���� �� �%��	��	� 
����$����, � ��� �����	� �� �C������	 �� 
��	�� �� ����, ��
����, �������<�	��, 
�	������ ��� ����. ����
, �� � �� ��C���-
	� �� ��	��C�	��
�% ��C�� ��Q� 
��	��-
��	� ������C�����? }�	�, ������C�����	� 
� ������$�� �	 ����$�	���� ������ 	�<
�, 

�	� „��������������” �� ����	�	�. ���-
�<����%	� ��
����	, <� �����
� ��$��		� 
                                                        
6 ����(���, �., ����% �� ���C����	� 	����������� �� 

��	���	�, )�$��������� ���<�� 
���������% „���-
�����
�	��	�� ���� 	������ ���� XXI ��
”, ����	��	�� 
„6������� �����”, #���%, 2012, . 20-25. 
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�� ��C���, �����	���� �	 ���$�	��	� 
���	����� �� ����� �� ���
���� (Video on 
Demand), ��>	��	����	� ��	��C����� � 
�����	�<��� ���'� �%
��
� �������%, ��-
��<��� 
����, 
��	� � C��� �C�
	 �� ��-
����	� ���
�	������ 
�������. 

)�$���������	� ��C�	� ���'� ���C�-
������%	� ��	��%	 
��	���� ������, 
�������  ������%	�, �����	�, �	��<�
�	� 
��������$��	, 	�������	�, 
��	����	� 
�����	�� � �������������	� ����	��%. 
�������	� ������ ��
����	 �������
 � 
��$��������� ��Q�C �� ��Q�	� �� 
��	��-
��	� ������C�����. ��������%	� �� 
�"+#�& ����<�� 	��� ��	, �����
�, <� 
�	��� 	�> �� C��� „������%�”. ����� ���-
��	�� � ���%	� �� 	�(������  ���/��+-
��, ����� ������$���� 
�	� �������, � ��� 
� ����	�	. #���	� �� 
��	����	� ����-
	��% � � <�	��	 �� �������	� 	�'����-
���, �������%	 �� ��
	�, <� ��� ��	��C�-
	���	� � �����������, 	���Q� � ���
�-
	����. 

��&/*' $,d"> ^<�\'<#/'[#_%' # 
*><%>�@'%' `,^,$�@#_ 

)���
�, 
���, 
�������%, 	�'�������, 
����, ��	���	��� � ����	�� ��<��	� ���-

�����	 � ��	����	� ���	���	��, � ��-
���	�	 �� ���������	� 	�'�������. &	
�-
��	� � �� � ��������, ���C�������%	� 	��� 
�� ��-�
	�����. �����
�� ������	, �� �C-
��� �� 	��� ���� ��� �� 	�(����� -�)��
-
�+, 
�%	� � ���(��%�� � ������ 	���-
����? ��<
� ����� 
��� ��� ���	��� '�-
������%. "%
�� ��* � ������	 ��� �����. 
+��
�	 �� ���� ����% � �������� C���		-
��, �� ������	� ���%���, �C'��	 ��� ���	-
��C�, ����	 �� C���	 ������<���. #	��� � 
�� ��<��, � 
��	� �	�����	� <�	 �	 ��	� 
�� ������ ���
� �� ������ ����%. �% 	�%C�� 
�� ���<� ���� ���
, �
� ��(� �� ������ 
��%	� ����� ����	�<��	, C��� 	� ��'���� 
��� ����<�
�. &	��� ��� 
�����
���-
����	� �����$��	 �� ��
� <���
. � ���-
����% ��<�>, 	�> Q� � ���<� �� ������ 
<�$��% ���
 � �� 
�����
���  �	�����	� 
<�	 �	 ��	�. 

���� � ������	 �� ����<���, ������ 
����% �� � �	
�$� 
�	�����<�� �	 
�����-

	� � ��� �� � �C����<�. +��� � ��-����, 
����� ��-��C�, ��-����Q� ��� ��-���
�, 
�� �����Q��	� �� ���
� �� ������ ����� 
��� ����� �����, �� � ���	 �� � „��$�	” 
��-��C�	�, � ��-
��� ��
��� �� � ������ 
�
��( �� />;�/�'�'���, � 
�>	� ��� ��-
�	� � � � ����� �� ��
�. 

)�$���������%	 	�
��C��� � �
�-
����<�
� �	��(���� �� ��$� �� � ���-
��
��  
9���� ' 	�(����
 
��
@���. 
���C����	 �� ��$� �� C��� ��(�� �� ��
�-
����	���� ����, ���� �
� 	��� �C��� � $�-
��� � ��� ������	������� � ��<��C� �� 
��<
�. ^� �$������, ���
� ���$��� 
�������	, <� ����� ������� ���� � ��-
�	���� �� ���������� �������7. 

�������	 ����� � �	���%	� �� ��
��-
��, <� �������
�	� ���B� �� ����	�<�-

�, �
�����<�
� � 
��	���� ���������� 
� 
���C�%	 ��� �����	� � � ������%	 �	 
�������
� ������ 	�<
� �� ����% �%	. "� 
��$� �� � �	<�	� ������ C��% �� 	��� „��-
�����”, 
��	� � ������� �����	� �� ����, 
����<��� ��� �����C��$�	����. O����	-
��>
� ���%��	� 
���� �� �	���%	�, '���	� 
� ���	��	 �� �����%	 	�����	� �	��
� �� 
�����������	�, �� 
��	� � ���$� ��<
�, 

��	� ����� ��� – �	 �C�
������	� ���-
��% �� 	����, �� ������		�. 

� ��(� ���, ����	�<�
�	�, �
���-
��<�
�	� � 
��	����	� �����	�� � ����-
C�$��, 
�
	� C%'� �������	���	��� �����-
	�	�	� �	 �
�����<�
�	� � 	�'������<��-
	� �����B��%, 
��	� ���	���'� ��	�. �� 
�� �C�Q���	 ��<��	, � ����	 �����$��	� 
�� ����� �����������, 
��	�  	�<���� �� 
�����	� �� 	���	 �� ��-������<�� � 
��-
�	����. +��� $���	 � ��	�	�<��, �� �� � 
���� ���$����	� �� '�������%	� �� ��	�. 

�����$�� � ' 
9
���
 9>��;� )�
)-
��0/	�� &
(J/ �� 	
�
�1�/	���  
	�(������� -�)��
�+ �� /� &�
���+�. 
)���� ����� ��<� � �������� ���	� 
��-
	���� ���%��� ����� �������
�	� �<��	�-
��% �� 	����	� �. # �
��%���� �� �����-
	��	� � �����%	� �� ���C�������% � ����-
	��Q�	� ��C����	, ��$� �� � ����
�$�, 
                                                        
7 Parusheva, T., Tourism as a Global Cultural Interaction, 
International Conference “Tourism and Recreation in the 21st 
Century: Problems and Perspectives”, Azerbaijan Tourism 
Institute, 2012, p. 7. 
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<� '�������%	� ��� ���%������%	� Q� ��>-
��	 ��-
���, �	
��
�	� �<�
����. #�����-
��	�	� ������$��	, <� ���B�	� �� ���%-
��� Q� � �����	��	 � ��������	� �� 	���, 
��<� � ������. "�������, ��������	��-
��%	 ���	�� � ������%. "%
�� � � ����-
���� �� �������% � <�, � ����� �������� 
Q� ������	 ���	� �����
	�, 
��	��� � ��-
<��� � �� $���	. � �Q�	� �����, ��
� � 
� �����	� � �� $���� �� ��
�$� �C� �, �� 
�����	��� ����%����	� �� ����%	� �, ���� 
��
��� �� �� � C�� ��	���� �����. 

�><%>�@' `,^,$�@#_ =�,/ #@%,^�'[#_ 

��� 	���, 
��	� � ����$��� ���	� 

��	���, ���$�	 ���	� � �<��������	� � 
�� ���C��		� �� �� �������� �������-
�� �� ��
	��, �� ��	��	��� 	���	��	 
�	�����	, 
�	� �� �����%��	 �����$��-
	� �� ���
��%	 ��	������� �8. }�	� � ��-
���� �� �����%���		� � �����Q��	� �� 
%
('��. ���� ��Q ��$� �� ������<��� 
� ���	� �� �����	 �� 	����	���� '��� �	 
�%��	� �����	�, ������	�, ��$�Y��� � 

�����, 
��	� 	���	 �BC���� �� ������-
	�, �� �� � 	���� ��
��%, �� ��������	� �� 
	��� ����	��%. 

���C������	� � '�	 ����	 „�C�
��%	” 
��	� <��� �����%���		� �� � ��K, � 
<�>	� ����� � � ����������, �� �	
��� 
����	 	��� „
�������� 	������%”? ��� 
����*+ �� ������ � <�	�	 	���, 
��	� 
�C���	%��	 ��	��	� �����	��, ��
�� � �� 
�  <�$��	����� �����'��. ������ �
-
���	��� '�
�% � �%� �%	. ���C�	 �� )��-
���� � �����	������� �� ����%	�, ��
�� <� 
� 	����� �� � ��������	 �����	� �� ��<-

� ����<�. ���C�	 ������<� ����<� �	 
������%, 	�
� 
�
	� #6� ��
, ������ ��-
��<� �� ����������	� � �	C��� �	 ?�	��-

� 6����
�. 

"�C����� ������� � �C��		� �� ���
�-
	�, ��>-<�	� � ����$��	 �� �����
����-
	�. "�, 
��
� �	 „<�$�����	�” ����$�� 
���������	�, 
��	� � �	�(�� 	��, �� �� � 
���������	 �	 �	��<��	� ��������	��
� 
���	���� �� ����<����%, ����	 ��% ����� 
                                                        
8 Parusheva, T., The Variety as a Distinguishig Feature of 
the Cultural Tourism, University Press, South-West 
University of Neofit Rilsky, Blagoevgrad, 2007, pp. 66-72. 

�� �����	�	�? 
��<
� 
�����, � � ��Q�	� �� 	���	�, <� 

���C�������%	� �� � �������B��, 
�
	� ��-
$� C� �����$�� �� ���� ������. ^�Q�	� ��-
	�	 � ������% ... ��� ���� 	�
� �����$��. 

	/+�"# 

� =��C�������%	� ������% '���
	��� 
�� ��	��	� � ��$���������	� 
�����
	�, 

�	� �����<��� �����$����	� �� ��������-
��, �	��<�
� � ������	�<�� �����. 

� ��������%	� �� �"+#�& �� ��Q�	� 
�� 
��	����	� ������C����� ����<��� �	-
���%��	� 
�� ����� 
��	��� � �����	��	� 
�� ��$���������% �C��� � ���C���� ��-
Q�C. 

� =��C�������%	� �� 
��	����	� ��-
��	��� � ������, ������ C��
��>��% ��-
	������ �� ����	����	� �����B��% � ���-
���	� �� ����	���������% �� 
��	���	�. 

�'*<;=,@#, 

# �����<�����	� �� 	�����
�% �C���, 
���C�������%	� ���	�% 
��	����	� �����-
<�% � ���	�����<�%	� ��$�� 
��	����	� 
����	�<��	�. ^� �� � ������<�	 � �� � 
������ 
��	����	� �����	�� �� <���<�	-
��	�, 	�%C�� �� � �����	 ��$���������	� 
��'������ �� ����<����� �� 
��	����	� 
������C�����. 
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CULTURAL DIFFERENCES IN THE CONTEXT OF 
GLOBALIZATION 

Prof. Tanya Parusheva, Ph.D. 
Department ‘Economy of Tourism’, UNWE 

Abstract. The article analyzes and dis-
cusses cultural diversity in the context of 
globalization. Attention is focused on conflicts 
in cultural globalization. Two meanings of the 
term "culture" are presented. The changes in 
the nature of local and international conflicts 
caused by globalization are revealed. Empha-
sis is placed on the UNESCO Convention of 
cultural diversity. Special attention is given to 
the opening towards other cultures and the de-
velopment of international exchange. Sover-
eignty of states and their power in favor of di-
versity is underlined. The process of globaliza-
tion of cultural industries is examined. The 
role of digital revolution and industrialization 
of culture is highlighted. Thoroughly are ana-
lyzed global transformations in cultural indus-
try. The relationship between globalization 
and cultural hegemony is presented. The con-
tribution of each culture to the world culture is 
motivated. The issues of cultural hegemony 
through integration are discussed. It is summa-
rized that globalization escalates cultural dif-
ferences and contradictions between cultural 
identities. The author argues that it is neces-
sary to comply with international mechanisms 
for the promotion of cultural diversity in order 
to preserve the cultural heritage of mankind. 

Key words: cultural diversity, globaliza-
tion, conflicts, global transformations, cultural 
hegemony. 

Cultural differences are influenced by 
globalization and its induced transformations. 
They generate passionate debates, particularly 
in countries where the concept of “cultural 
phenomenon” is still alive. Very often, the re-
lationship between globalization and cultures 
is analysed in terms of the collision of civiliza-

tions between different geographic areas and 
regions with different religions. 

The article aims to analyze and discuss 
cultural differences in all their complexity and 
aspects. In our opinion, the old political rival-
ries will be replaced by the contradictions be-
tween cultural identities. 

Conflicts in cultural globalization 

The term “culture” has two different 
meanings1. In the broad sense of ethnology, 
culture is an integrated set of norms and pat-
terns in the behaviour of different ethnic 
groups, acquired by every person as a member 
of the society. The factor "identification" ex-
ists within the group and differentiation from 
other groups, through which are transmitted 
the traditions of generations. The second char-
acteristic of the concept, maintained by soci-
ologists, refers to the artistic works and sym-
bols, cultural heritage and cultural monu-
ments.  

Globalization changes the nature of do-
mestic and international conflicts, by increas-
ing tensions on religious, ethnic and linguistic 
basis. First, some explain this tension with the 
North and South which promote the spread of 
Western values and harm the languages and 
the family memory. Second, the contradictions 
between the West and the Arab world are 
based on colonization and local reactions 
ranging from denial of cultural imperialism to 
attraction to the western world. Third, the ten-
sion between religions is increased. Fourth, 
migration flows also generate tension in mi-
gratory persons and their families. They affect 
                                                        
1 Parusheva, T., Cultural tourism: an alternative for globaliza-
tion, Avangard Prima Publishing House, Sofia, 2009, pp. 32-
40. 
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population as well, threatening its welfare, se-
curity and cultural identity. Last but not least, 
some other cultural divisions characterize the 
current situation: 

� international circulation of works and 
knowledge is opposed to the protection 
of national cultures; 

� disappearance of many languages is in 
contrast with the dominance of the 
leading languages; 

� the thesis of “common humanity” con-
tradicts to the restoration of ethnic mi-
norities. 

Issues related to culture are intensified 
and become confrontations. Culture is often 
hostage of economic or political relations be-
tween the authorities2. Individuals and institu-
tions are prepared for real or imagined cultural 
identity which serves for benefit. 

While cultural tensions are created, glob-
alization may reduce the ability of states to 
manage them. International institutions are not 
able to overcome disadvantages of the states. 
Due to this reason, UNESCO foresaw encour-
agement of cultural diversity. 

UNESCO Convention of Cultural Diversity 

There are numerous international conven-
tions related to culture, but nobody pays atten-
tion to the issue of cultural diversity in the 
context of globalization. This led to the inabil-
ity of states to take measures which restrict the 
movement of cultural goods and services. 

In response to these concerns, UNESCO 
adopted the Convention for restoration of 
state intervention in the sphere of culture. It 
is focused on “the protection and encourage-
ment of culture which is result of the creativity 
of individuals, groups and communities”3. The 
proof is that it involves opening towards other 
cultures and the development of international 
exchange. The Convention emphasizes the 
sovereignty of states and their power, in order 
to boost their power and commitment to diver-
sity. However the measures that countries can 
undertake are not defined in it. A free choice 

                                                        
2 Pencheva, A., Conflict situations in project activity, Avan-
gard Prima Publishing House, Sofia, 2011, p. 75. 
3 UNESCO, Convention on the Protection of Underwater 
Cultural Heritage, UNESCO Publishing, Paris, 2009. 

of measures has been given, involving ar-
rangements in favour of artists, measures in 
support of independent national cultural indus-
try and access to the means of production and 
distribution. All these measures are based on 
the “specific nature of cultural products”4. 

The globalization of cultural industries 

With the development of globalization, 
many persons fear that unification will exceed 
diversity. This fear is expressed in the period 
between the two world wars against the power 
of American companies. Nowadays, the im-
pact of globalization is reinforced by the end-
less potential of digital revolution and the 
processes of industrialization of culture5. 

In recent years, CD, radio, television, 
photography and cinema underwent a revolu-
tion as a result of technologic, information and 
laser innovations. The transition from ana-
logue to digital devices facilitates the distribu-
tion of cultural products. However, it should 
be noted that the globalization of cultural 
products is not new. Since its creation, they 
are known as universal. In terms of photogra-
phy, Kodak has opened branches in many 
countries, even in 1890. Five years after the 
first film, French industry has conquered the 
American market, but the American branches 
exist before the First World War. The situation 
is similar with video, radio and television. 

Nowadays, these industries have “na-
tional” resistance, strong as other sectors of 
the economy. Digital products have a growing 
market share. With the increase of the de-
mand, the scope of the free choice of the con-
sumer expands. Prescriptions in cyberspace in-
fluence and direct the choice. 

Of course, the impact of the digital revo-
lution depends on its position in social and 
global plan. We can distinguish several prac-
tices. Northwards, people have access to 
cheaper global cultural products which are ex-
posed to mass consumption, and are leaders in 
the marketing strategies. For the elite in poor 
countries, digital devices allow sharing with 

                                                        
4 UNESCO, Convention for the Safeguarding of the Intangi-
ble Cultural Heritage, UNESCO Publishing, Paris, 2010. 
5 Tadarakov, D., Impact of globalization on the development of 
tourism, Avangard Prima Publishing House, Sofia, 2008, p.23.  
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other elites, surrounding the education system 
and local media. For people in the south, digi-
tal devices continue to depend on traditional 
cultures. 

Contrary to some opinions, digital tech-
nologies do not guarantee equal access or a 
change in the structure of global inequality. 
Since the objective is to promote cultural di-
versity, socio-cultural inequalities can be lim-
ited through a policy of democratization of ac-
cess to digital technologies. 

Global transformations in the cultural 
industry 

Globalization is a basic dimension of in-
dustrial changes in culture and media, espe-
cially among liberalization changes in the 80-
th years of XX century. These changes had ba-
sic consequences for cultural industries as 
well. Audio-visual, telecommunication and in-
formation technologies strategies for distribu-
tion in multiple channels have been developed. 

What is the impact of industrial conver-
gence on cultural diversity? The answer is 
mixed. For some persons, these changes are 
the guarantee of keeping the diversity for 
several reasons: desire to differentiate and per-
sonalize offers; co-existence of forms of cul-
tural, national and international level; possibil-
ity for cultural products to reach everyone 
through the Internet. For others, concentration 
and industry convergence will be in contrast 
to the factors of standardization and homog-
enization of cultural products. In fact, trend 
towards standardization of cultural industries 
and the trend toward diversification has been 
seen at the same time. These two trends are 
complementary6. 

Differences in cultural industries pose 
several questions. First, what are the relations 
of cooperation between global and national 
industrial companies? Overall, participants in 
the audio-visual products rethink their posi-
tions and actions towards other sectors that 
have direct access to the public (telecommuni-
cations, Internet). Second, what is the concept 

                                                        
6 Parusheva, T., Vision for global transformations of culture, 
International scientific conference “Challenges of tourism in 
XXI century, Avangard Prima Publishing House, Sofia, 2012, 
pp. 20-25. 

of individual strategies in different industries? 
For better attraction of customers, offers are 
not designed to proposal of the full content but 
under the form of subscription to access to it, 
advertising, brokerage, leasing. Third, if the 
freedom of consumer choice is against multi-
culturalism? Often, diversity is being seen 
from a positive perspective as “personaliza-
tion” of offers. Studies have shown that de-
spite of the importance of the choice offered 
by many platforms for video on demand 
(Video on Demand) the actual consumption is 
concentrated on a few classic titles that have 
been subject on major marketing companies. 

International debates on globalization 
pose cultural issues related to religion, lan-
guages, ethnicity, traditions, cultural heritage 
and audio-visual industry. Recent years have 
shown progress for protection of cultural di-
versity in international level. UNESCO Con-
vention has begun this road, although it re-
mains to be “walked”. Another development is 
the concept of culture and industry, long re-
garded as enemies but nowadays inseparable. 
The power of cultural industry and particularly 
digital technologies contribute to the fact that 
today consumers are informed, seeking and 
demanding. 

Connection between globalization and 
cultural hegemony 

Music, movies, food, technology, fashion, 
literature and celebrities circulate in world 
space as a result of modern technology. Wher-
ever we look, globalization becomes more and 
more actual. The question that arises is if ex-
change or cultural hegemony we are talking 
about, which expands and creates misbalance? 
We all know where there is power-hegemony. 
Some languages dominate over others. The 
language of one nation is inherited wealth but 
his influence, scope or use may be limited. 
There are some cases in which the rest of the 
world does not speak the language of a nation. 
There is a need to learn another language if 
they decide to leave their native identity, 
whether spiritual or physical. It remains only 
communication option for everyone. In the per-
fect case, man will learn to speak the language 
and communicate with the rest of the world. 
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This certainly does not mean that a nation 
have to give up firmly from its roots or to be de-
personalized. Some are stronger, some weaker, 
more or less powerful but the dominance of the 
language of a nation over other languages is not 
an attempt to “crush” the weaker, but rather an 
invitation to find mode of existence in which one 
nation is in favour of another. 

International stock exchange in economic 
terms cannot be unified to the cultural ex-
change. The problem cannot be solved at the 
legislative level, even if this exchange is de-
sired and brings satisfaction and profit for all. 
Unfortunately, few states recognize that every 
culture can contribute to the world culture7. 

Looking back in history shows us that the 
geographic poles of political, economic and 
cultural dominance fluctuate in the time and 
vary geographically throughout the world. It 
cannot be taken into account the number of 
these “empires” that knew moments of glory, 
now called derogatory. Exfoliating the big book 
of history, people are trying to find the remains 
of civilizations, which are due to what we have 
today – from simple labour tools to writing. 

Nowadays, political, economic and cul-
tural domination is inevitable, as were un-
avoidable the results of economic and techno-
logic revolution that shook the world. They do 
not promise eternity, but allow other civiliza-
tions over time to become more dynamic and 
creative. One life is enough to see the move-
ment of the hegemony of the world. 

It is possible in the foreseeable future 
geographic poles of economic and cultural 
hegemony to change. Many nations have al-
ready imposed their cultural influence beyond 
the geographic borders of the country. With 
the acceleration of development in the context 
of globalization and the increasing mobility it 
can predicted that dominance or polarization 
will come sooner than we expect. Experts pre-
dict that the poles of influence will grow and 
signs of this are already available. For in-
stance, the centre is changing. Some have en-
joyed its star hours, while others will continue 
to impose its products, culture and lifestyle. At 
                                                        
7 Parusheva, T., Tourism as a Global Cultural Interaction, In-
ternational Conference “Tourism and Recreation in the 21st 
Century: Problems and Perspectives”, Azerbaijan Tourism In-
stitute, 2012, p. 7. 

the same time, everyone has a right for desire 
to prove itself, to ensure the survival of the na-
tion, even never been a world leader. 

Cultural hegemony through integration 

Today, those who have imposed their cul-
tures, due the power and charm to the ability 
to absorb the culture of others, to attract dy-
namic individuals, by providing them with 
opportunities to discover their potential8. Of-
ten we are talking about the popularity and 
dominance of Hollywood. This power serve to 
attract with the strength of a magnet for tal-
ented people from all over the planet, screen-
writers, directors and comedians who become 
favourites of people to come finally to the im-
position of this industry. 

Hamburgers and hot dogs “circle” the 
world through their popularity in the United 
States, which have become a symbol, but 
where do these “culinary creations” come 
from? In France, stars are those that enrich lo-
cal heritage, although they have foreign origin. 
Canada exports hockey all over the world. 
Club of Montreal is symbol of the nation, al-
though it is difficult to pronounce the names 
of all players. The club attracts players from 
France, USA as well, but also takes players to 
the national teams from Latin America. 

Nobel Prizes in science, most often are 
being awarded to Americans. But how many 
“foreigners” among the winners who have 
gone there to take advantage of the excellent 
centres of studies have done its contribution to 
the planet? 

All that is being told represents the thesis 
that globalization is not unipolar, as it may ap-
pear at first glance. Because the world is 
changing ... or, so it seems to be. 

Findings 

� Globalization changes the nature of 
domestic and international conflicts, by in-
creasing tensions on religious, ethnic and lin-
guistic basis. 

� UNESCO Convention on the protection 

                                                        
8 Parusheva, T., The Variety as a Distinguishig Feature of the 
Cultural Tourism, University Press, South-West University of 
Neofit Rilsky, Blagoevgrad, 2007, pp. 66-72. 
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of cultural diversity encourages openness to 
other cultures and the development of 
international exchanges globally. 

� The globalization of cultural industries 
is increasing due to the infinite potential of 
digital revolution and the process of industri-
alization of culture. 

Conclusion 

With the increase in commercial trade, 
globalization escalates cultural differences and 
contradictions between cultural identities. In 
order to reduce and maintain the cultural heri-
tage of humanity, international mechanisms 
must be respected for the encouragement of 
cultural diversity. 
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����C�%	 $���	� �. 

�� �Q�% ��<�� Chandrika Kumara-
tunga  (��� ?��
�) ��%�%��: "#� ������	 

                                                        
1 Edgar, D. and Nesbitt,  L. (1996) A matter  of chaos – 
some issues in hospitality  businesses, International Journal 
of Contemporary Hospitality Management. 
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�	� 

����	��	� C�'� ����� �� �����$�	 ���-
��	����		� � ���	� ����
	�, ���<��� 

�� 	���	�<�
�% C����. � *�@?><%'@%-
?*#_ $,@#"d$&@% ��$� �� � ��������	: 

� ���	�<��		� – ������� � �� 
��������$����	�, <� ��Q� �� � �������$-
��, 	����$ �� ��	����� �� ����	� /��� 
	�
���, 
��	� �����$��	 	�����/; 

� 
���		� – ��-C���� � ��-��C��; 
� C�������<��		� – $������	� �� � 

������ ��-��C�� ���% ��� ��<��, 
�	� � 
������ ����� �	�������	� ������� ��� 
���
�; 

� ��	�<���� �� 
��
����	�� �������-
�����%. 

���
�� �������� /���� ��
1�	� �� 
�
'��'� ( /�����)1�/	 '>��
<-
�
/� � ���'��%Q ��� �� ��$��	 �� ����-
�������	�, �������Q� � � 
����	��	
�-
	� ����
	�: 

� ���<�
����	� – ���', ������ ��� 
���(�� �C�	��; 

� ����	��		���	� – 	��� ��Q��	 �  
������		� 	�
���, 
�
��	� � ��� 
�
��	� C� 
	�%C���� �� C���; 

� ��������	� �� C���	� �� ���C'���-
��		� � ������; 

� �������	� � �	������	� 	��
	��� 
��� 	��
	���	� �� ������, �� 
��	� ��<
� 
� �������	����; 

� ��������
�	� ��
���	���; 
� �������	� ��� ������%	��	�, ��	-

������	� � �����; 
� ����	� �����% –  ���<�� � �����<��. 
������ �� ���<�
���� � �	����%	�, 

�������� � #6� � �����	�	 �	 �	�
�	� �� 
11 ��	����� 2001 �. #	��� ���� �� ��
�	�-
�����	� ����
������� 
�	� Ryanair � 
Easyjet. "����%����	� �� ��	�����%	� � 

�����	 ����<���(�, <� ������	� ��������-
<�  ������� ���'��� � ��������� ���� 
���<�	���� ����C� � C�����, 
��	� 	� �� 
����	 �� ������$�	 �� �����. ���� �� ���-
��$���� �� ���%	 �����	��	��	� �� �����-
��� ����Q. &	 ����� 	����, ��
�	����-
��	� ��������<�  ��-��
� ���'��� � C��� 
� �	�%��� �� ������%	 ��<��C�. ? &
�
9� 
/���* 	
�/�(����/	�� 0�� �����-
9
�'�� /�����) �� ��/>�1�'��� �� &�
-
��<9�� 1��� 
	���<�'��� �� &
���*�(-
��� &>��* �� &���&������ �� &
(��, 
�&
(�'�Q	 ����

9���� 	��&��.  

Vance Packard � ��� 	������ ����	�-
�% 
�
 ����
�������	� � #6� ���Q�%��	 
'���	� �� ��	%	 ����<�. ��> ����<��  ��	�	 
�	 Ernest Dichter, �������	�� �� ��	�	�	� 
�� ����<���� �� ��	�����%	�: "+��� �	 �-
�����	� ����<� �� ��
������	��% � 	��� 

�����
	 ��$�� ������	���	� � ����	� � 
�� 	��
��� �� ������� �����
	�, � �� ���� 
������� �����(���� �� ��C�������, C�� �� 
��� ����." #��� 	��� 	�> ������$���:  
"����	� ���
	����%	 �����	 ����<�� �� � 
�������� �� 	�����
� ����	�, '���	� � 
����� ������% �� ��	���	�.” Packard 
��-
��, <� +. Dichter �����C�	�� 	��	���� �� ��-
��<����� �� '���	� �� ��	%	 ����<�2. 

�������	� 	��	����, ��������� �	 

����	��	�	�, ����	 �� � ��������<�	 � 
�����<�� ������. =��������	� �� ��$� � 
�����(�� �� ������C����� ��������, 
�	� 
�� ������
�	� �� �������	� ��>��	 � 	�-
����� Q� �	C���$�� ��-��$��	� �	 	%'. 

#����� 	��� �� 	�	'
 /� ��/
1��, �-
Q�	����	 6 ���� 	��	���� – �	�><���	; 
�������� �� ���� �����
	�; �����	���� �� 
������; ���	�
���� ��	������%; ����%����; 
�		�������. 

#����� ��% -���	��� 	��	����	� �: 
� "�	���	���� (���������) – �	�
�, 

��	�
, ��������, ��	�Q����� �� 

��
������%	�, ���	�����	��%��, 
������%��, ����������� � 
��
����-
	�	� � ��. 

���� ��� �	 ��% 	���� � ������%	 ��: 
���C����, 
��	� ���%	 
�� ���'� �� ����-
��� � ������ �C��	 <��� ������������ �� 

                                                        
2 http://www.aa.com/international/internationalSplashAccess. 
do?countryCodeForIP=BG  
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�	�����	�  ���������� ������������%; 
������%��Q�, '���
	����  �����	� �� � 
	���� �� ���'� ������� ��� ���C���Q�	� 
����������� � �� � ����� ��>-C���� 	�'-
��%	 ������; ����	���	����,  ���
������ 
��� �� ��������� ��<� ����.  

� ���������� – ��������� �� �������-
	�, �������$����� � ��.; 

� O��
	����, C�� �����	��� ���� �� 
�<�	�� � 
��
����	��	� C��C� �  ��(���-
�� �� ���C����	�, 
���	� � ���%�%	 � �� 
����	 �� � ��C����	. 

#����� �	���(�
/��� 	��	����	� 
����	 �� C���	: �� ��������	�, �� ����-
��<��	� ���$�����, �� 	�	����	� ����%-
��, �� ���
���	� ����	���% � ��. 

#����� 
9�	��: �
�����<�
�; ���-
����; 	�'��<�
� � ��. 

#����� 
��
@����
 	>� 
/����(�� 
/�
&��/	 /�9�	�: 
��
����	�� (�����-
���<�� � 
�����	������); ��
��
����	��; 
�� �B�%����	� > ��. 

#����� &
'
��� �� �����9
�'����
 
�: �� ��C%����� �� ����	�; �� �
�����<�-

� ��	�$; �� ���	��
	������� � ����%�� 
�� �����
	���	� ��	�. 

#����� �'
�
 �� /�����)��: 
� �������	����, 
��	� � ������%��	 

�	 �%��	� ����������%; ��
����	 
�
�� C��-
�� Q� ������� 	% � 
�
 Q� � ���������%	 
�����	�; �������%	 ���	��	� �� ������-
����	� �� �����	� � ����	� �� ��������-
	��	�, ������	�, ����<����	� � �����	�-
�	�, �������� � ���
�	����, �� �� � ��-
	����	 ��������������	� ����. 

� ����� 	��	����, 
��	� ��
����	 
�
 
	��	���<�
�	� C���� ������� Q� � 
��-

�����	 � ����� C����. 

� ���
�������� – 
��
��	�����% �� 
	��	����	� � �����<��	� ���
�������� 
�C��	� �� 	��	���<�
�	� C���� �����-
��; �<��	���	 ������<�� ��>	��% �� ���-
��<�� ���
�������� ������� �� �����	� 
(��������	��, ���
�	���, ������, ����-
��� � ��.)  ��� ��Q�	�%���� �� C���� 
	��	���%	�. 

#����� 
9-'���: �CQ� � <�	��. 
#����� &��������1����
: ��������-

	����, �������, ���
�	������, ��������, 
�����$C���, ��	��C�	����, 
������, ��-

$����������, �� ��������� � �����	��, 
�������  �����	�, �������  ��	��
�	�, 
	��	���� "�����
	-�����" � ��. 

"%
�� ��	��� �	���	�����	 ������	� 
������� 	��	���� ��� �C���	����	� ��-
�%	�� "�(������'� 0���� /�����-
)". &����������	� "��	����	����" � ��-
<�% � �C%�%��  ��
	�, <� ���������� ��� 
��$� �� � ��	���� �� �����<�� ��<�� � 
��	��� �� ��
� 
��
��	�� ��<�� �����	� 
Q� ��C���	 ���� ��� ����� 	��	���%. ��	� 
��	����	���� � �������%	 	��	����	� ��: 

�����	����%	�, �����	��	� �� ������, ���-
��	��	� �� �����
	�, ��������	�, '������-
	����	� ��	������%, ���	�
����	� ��	����-
��%, ��������	� �� ����	�� (�����) 
�������%	�% � ��. 

? &��	�	��� �� ���/�1�/	�� 
&���&�+�+ /�����)�� /� �����9
�-
'�� �� ���(1� �&��'(��/	 ��'�;�. ��� 
������	� ����� ('�	�����
� ������, 	�-
������	��
� �����������%, 	���	�<�
� 

������� � ��.) 	� � �� 	�� ����: 

�
�&
���'�
 (0����
). "� ���� 
	��	���%	� � �������% �C�
������ 
�	� 
C����� (����Q�), 	�> 
�	� �������% ��<��� 
�� ��>	��� �� �%��	� ����� � ��$� �� 
����� �� �	�����	� 	��	����. ��� ����-
C�	����	� > ����� �� � ����	�������	 
������	� �C��	� �� C�����, ������	� 
������	�	�, 	�����	� ��	��C�	��
� ��-
���	�, ����Q�	� 	�'������� (�C��$��Q�, 
��������	����, �������������), ��	�<-
����	� �� ����� (�
�. ��������), ��<�-
��	 �� �������	� ���������� � ��. 

�'
 9���/ ���*�. ��� ��-
�����	� 
�����  ������������� ������ �� ��>-
��	 (�!� 6�, '���� ��
" 6� � ��.) � 
�����$��	 �	����� 	��
	���� �����, 
��	� 
�C��$��	 ���������� ������� �����	� 
(	������, 	������	, '�	�����	��, 	����-
��% � ��.). �%
� �	 	%' ��� ������<�� 
��	��C�	��
� �����	, �	����� ��	��<�-
��, �����<�� 
��
����	� � ��. ��� 	�
��� 
	��
	��� � ������ 
�	� ��-���
	���� 
���'���	 �� �����C�	���� � ���������% �� 
�
	���� 	��	����, 
��	� � ��C������  

������	����	� 	��	���% �� �����	�. 

���	*
��(�
 �'
. ��� ���� ����-
�$���	�, �	������� �� �����	��	� �� ���-
��<��	� ���
�������� ���� �� 	���	�-
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 33

<�
�	� �����, �����C�	��	 ������<�� 
	��	���� (���
�	������, �������, ������, 
�����������, ��������, �� �����	�� �� 
<���(
�	� �����, ��
����� � �O-
	��	���� � ��.)3. 

������� &
(�	 ����	 ��>-

��	
� �� � �������%	 
�	�: ����
	���, 
��
�����Q� ������	�, �������	� �� ��-
(���% � ��>	��%	� �� �����$���	� � 	�'-
��	� ���<����� ��� ����������	� �� ���-
����	� 	��	���%. �� �Q�	�� 	� � � ��� 
�������, ���������� � 
�<�	��	� � �� 
�CQ� ��
����	�� �� ������� �� ��������-

� ��(���%. �������	� ����	�
� � �	��-
%	 � 
�� ������	� ������	� �� �������-
��	�, ������ � 	��	����	�, ���������	� 
� �������	� (�����	�). O����<�%	� ��$�� 
	��� ������	� � �	��%	 ������ �� �C'��-
	� � (���	�	� �� �
�B<���	� � 	%' ��>��-
	�. � 	��� ���� ����	�
�	� (��� ������-
�	�	� ����%) ����	���%�� ���% �	 ��
�-
����� ��������, 
��	� ����������%	� �	-
<�	� ��� ������� �� ��(���%. �% �� ��� 
�����	�<� �	 	��	���%	�, �� �������% � 
�������	�, � 
��	� � �����	 ��(���%	�. 

����������	� �� �����<�� ��������-

� ����	�
� ������ C�������%	�� �����% 
�� ������� � ����������� �� ��	������ ��-
������
� ��(���%. &��� 	��� 	� ������%-
��	 �����	���������� �� ����������	� � 
����(����� ���%	� �� ���
��	���� ��� 
��-��(�	� �� >����'�<�� ����. � 	��� 
���� ����� �� � ����� �������	�, <� 
����	�
� 	�%C�� �� � �����C�	��	 �� �%
� 
�	 	��� ����, 
�	� ��$�� 	%' � �	����%	 
�	��(���% �� ����������
� � ��������>-
	��%. �����������%	 ������� �� �������-
��� ���
�� �Q� ����	�
�	� �� ��-�����	� 
���� �� � ��-�CQ� ����������� � ��	-
��	�� �����<���Q� � 	���� �� ��	�>����-
��% 
�� ��-���'��%Q�	�. �� ����	 �� C���	 
����� ��� �������. �����	� ���	 ����<� 
������	��, 	�> 
�	� ���%	 ����<� %��	�, 
��� 	%' �� ���%�� 	���� � ��C%���	 ����-
��������%	�, �����	��� � ��������>	���-
	� ��$�� �����	� � �����Q�	� �� �������-
���, 
�
	� � ���
	����		� �� 
��	���� 
�-

                                                        
3 http://www.developtourism.com/Tourism%20Strategy%20Pl
ans%20-%20Their%20Importance%20-%20TCDS.htm  

	� ��$�� ���
��% �� ����������	�4. 
�>;�/�'�'�� ���(1� ��1� �� ���-

��9
�'��� �� /�����) 
� �&��'(��/	�� 
	
�/�(����. "�>-���	��C%����	� ���'��� 
� ����������%	 ��C�� � ��	���	� �� �����-
�� �� ��(���%. O���������%	 ��C�� ������-
����, <� '���	� � �����������	� � ������-
�<���, 	���%	 � 
�� ��	����� �� $���-
��	� �	�%��� ��� �����	�	, C������� �� 
>����'�%	� �� ������<�	���%	� � �����	�. 

��
 � ����%��	: ���'���	� �� �%
� ��-
	����	��� ��%�� ��	����	���� �������-
	� �����; ��>-��C��%	 ��<�� �� � ��
�-
������	 �����	�. 

#����� Porth ���%	� ���� ����� ��-
��%	�, 	�> 
�	� 	��� � �������� �� ��	�%-
Q�	�, �� ���(��	� ������ � 
����	�, �� 
�����
� �	 ����%	�, 
�%	� � �	��% �� C�-
��Q�	� ���
� � 	����$�, � 	��� "
�
�� 
�
��� �� 	����". "������� �����	� 
Thomas Cook �������<���� �������� �-
��>�� �����	����� ��
�	�� ��<��
�. ��-

���, ��� �����<���	�  ��
���	����	� 
���C��	 �� �����	� ��
������, ���% 
���
�	� � 
����� ��C�� �����	�% Club 18-
30 �� �����$
� ��<��
�.  

� ����� ��<�� ���'���	� � 
��C���-
��	. � ����(��% ��
��� �� Thomas Cook 
	��� ����� �� �C�������	� ����%  � ���%. 

�'��� &
�-
��, &�(�)�� 	>� &�
*�/� 
�� /�����)1�/	
 &(������ 1��� 	
�/�(-
����/	�� &�
�	�, ��� �+	
 
9; 
	(J1
' 	
�&
����: 

� ����% ��� �����
	���, 
���	� ����-
������%	� �, ��$� �� C���, ��� �
� �� C���; 

� ����
� �� 
����	�����	� �� ������-
����%	�, ����� � ��	�<���� �� 
��
����-
	�� ������	��; 

� ����
� �� ���(��	� �����$��	�, 
�����'�	� � 
��
������%	�; 

� �����C�	���� �� 	��	���<�
� ��-
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ASPECTS OF CONSULTANCY MANAGEMENT IN TOUR 
OPERATORS’ BUSINESS  

Associate Professor Mariana Ianeva, Ph.D. 
Department “Economics of tourism”, UNWE 

Introduction 

The importance of tourism, the benefits 
and harms of its development determine the ac-
tual need of strategic activities and coordination 
of the participants on the market. The main 
goal of the strategic planning on macro level is 
achieving the goals and answering to the de-
mands of the market. The reasons for that have 
objective nature and are driven by the need of 
general vision and development course of tour-
ism industry; the need of long-term determina-
tion of social, cultural and ecological influence 
of that progress; the problems with resource 
provision in different territories; the develop-
ment of the destination with the increasing 
competition and market dynamism; the pro-
gress of transport and infrastructure. 

The effective and sustainable develop-
ment of a business is very often connected to 
changes such as knowledge adaptation and al-
teration of the the behavior of the groups. 
People are different – som easily adapt to 
changes and take them as a challenge. Some-
time a change can be rather frightening and a 
person cannot accept it if it affects negatively 
on his life and work. This originates from hu-
man nature. 

In such a dynamic world people need sta-
bility and persistence. Balance between 
changes and stability is what they often look 
for and consultancy activities are dedicated to 
forming the harmony between them. For a 
company to evolve, changes are a must. For 
the consultants a change is always connected 
to strategies because they are planning mainly 
long-term changes. In tour operators industry 
in the developed countries such consultancy 
projects are very common and take a signifi-

cant place on the market. Currently in Bul-
garia consultancy services are used in short-
term changes and in particular in advertising 
and distribution. 

In the following article you will find an-
swers to the questions concerning consultancy 
management mainly on a strategic level. Ac-
cording to the author it is the basis of the fu-
ture growth in the consultancy business.  

Exposition 

In specialized literature many definitions 
for strategy exist and they consist of different 
aspects and practical application. They can be 
summarized as it follows: “ The strategy is the 
course a company chooses in order to achieve 
its aims, taking into account the opportunities 
and threats of external environment and its 
own resources.” 

Strategy is a contemporary instrument for 
managing the business which is used from 
consultancy companies and every business 
unit could react accurately to the economic 
changes with it. The word “strategy” origins 
from Greek and means a skill, art, science to 
lead a war in a well-organised way. In busi-
ness it means a skill, art to use the company’s 
resources in order to reach its corporate goals.  

The main characteristics of the strategy 
that reflect its nature are: 

� guiding principles in the company with 
determining influence on its managing func-
tions, decisions and tasks – a framework to 
guide the development of the company 

� integrated management instrument for 
achieving goals considering the specific of the 
managed object and its environment 

� indicator for the strengths and weak-
nesses and the actions of the competition – 
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what the company would do to surpass its 
competition 

� long-term guidance for the companies 
activity 

� selective, sustainable strategy, antici-
pating the natural course of events and proc-
esses in the organisation and the environment 

� showing the real or expected change of 
the elements not only for the internal envi-
ronment but also for the external one 

� provoking changes in the components 
of the company management and in the organ-
izational behavior of the employees 

� determine priorities among the com-
pany goals 

� alternative ways of achieving long-term 
goals, defining the activities and allocating the 
necessary resources 

Unfortunately, every strategy could be 
eliminated by unpredicted changes. 

The power of the unexpected affects not 
only the tourism industry but also the global 
economic. An example of such influence is the 
extremely severe earthquake (9.0 on the Rich-
ter scale) in the Indian ocean along the coast 
of Sumatra and the followed tsunami on the 
26th of December, 2004. The result was over 
300 000 deaths in at least 11 countries, includ-
ing tourists. Another cause was the destroyed 
local economy and infrastructure, exceeding 
$7 billion cost. According to many experts, 
planning of recovery is rather problematic be-
cause of the possibility of more aftershocks 
and tsunamis.1 Such force majeure impose us-
ing consultancy services in tourism industry 
and in particular in tour operator industry. 
This is necessary for redirecting or compensat-
ing tourist flows and planning tourism pro-
grams from incoming and outgoing tour op-
erators in the affected tourist regions. 

The complexity causes unpredictability 
and uncertainty which means that a long-term 
strategy is problematic because the future can-
not be predicted. The development strategy is 
an important and basic process that includes 
all participants, the active tour operators. 
Therefore, the organisation contributes to the 

                                                        
1 Edgar, D. and Nesbitt, L.(1996) A matter of chaos – some 
issues in hospitality business, International Journal of Con-
temporary Hospitality Management 

achievement of own future goals. With this 
approach the idea of copying others in order to 
succeed is pointless due to the fact that future 
cannot repeat the past. For that reason, suc-
cessful models from the past are more likely to 
lead to failure than to success. However, chaos 
and instability do not necessarily mean that 
tourist organisations or destinations are 
doomed to failure. Schurmann suggests that it 
is “a key scientific principle that while chaos 
exists in order, order can exists in chaos”. This 
is discussed in connection to the domestic in-
vestment, including those in tourism industry. 
They have changed some African countries, 
torn by the war earlier. Besides the chaos in 
1990, caused by the Balcan conflicts, tourism 
is a leading catalyst for economic recovery. 
This could be explained by the tendency of 
people to restore and improve. 

The prime minister of Shri Lanka Chan-
drika Kumaratunga also said: “With security 
we could welcome tourists in for three months, 
maximum four.” This will lead to the recovery 
of the sector after the destroying tsunami in the 
Indian ocean on 26th of December, 2004. 

Consequently, Edgar and Nisbet conclude 
that tourist organisations must focus more on 
accepting, implementing and facilitating inno-
vations and work of art. According to the cur-
rent author, management consultants could 
apply innovation in projects in tourism busi-
ness. In consultancy management could be 
used the following: 

� flexibility – based on the suggestion that 
nothing is impossible, the striving for achieving 
goals or aims that seem difficult to achieve 

� speed – the faster the better 
� infinity – the desire to find a better idea 

or way, crossing out the common frame 
� to respond the uncertainty and change 

by using sources of competitive differentiation 
Draker suggests seven sources of innova-

tive or strategic opportunities in a descending 
order of importance for organisations that are 
implemented in consultancy projects: 

� unexpected – unexpected success, fail-
ure or external event 

� discrepancy – between reality, because 
reality is what is expected to be or the way it 
should be 
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� innovations based on the need in the 
process 

� changes in industry or market structure 
that catch everyone unprepared 

� demographic indicators 
� changes in perception, mood and meaning 
� new skills, scientific or not 
A good example of the unexpected is the 

situation caused by the terrorist attack on the 
11th of September, 2001. It occurred in the low-
cost airlines such as Ryanair and EasyJet. The 
reduced number of travelling people by plane 
meant that big companies with sufficient ex-
penditures will face huge losses that they can-
not handle for a long time. This forced them to 
beg for financial help from the governments. 

On the other hand, low-cost companies 
with lower cost were capable of making a profit. 
In such cases consultancy companies are devel-
oping strategies for boosting sales by encourag-
ing potential travelers to use different airlines. 

Vance Packard shows in his writings how 
airlines in the USA encourage people to fly 
more. He starts by quoting Ernest Ditchter, 
chairman of the Institute of Motivation study: 
“One of the main goals of the advertiser in this 
conflict between pleasure and guilt is not so 
much in selling the product, but to give moral 
permission to have fun without being guilty.” 
After that he continues to explain:” when the re-
active airplane to be used for commercial flights, 
people had doubts about flying.” Packard says 
that doctor Ditcher was asked to develop strate-
gies to encourage people to fly more.2 

Company strategies implemented by con-
sultants could be divided in different groups. 
Their grouping could be done according vari-
ous signs but we are going to mention the 
most important for tourism business ones.  

Depending on the target there are six 
types of strategies – sustainability; creating 
new products; expanding on the market; verti-
cal integration; horizontal integration; con-
solidation and retreat. 

Depending their character they could be: 
� offensive – attack; pressure, surprise, 

exhausting the competition; opposition, divi-
sion, competitive division, etc. These strate-
                                                        
2 http://www.aa.com/international/internationalSplashAccess. 
do?countryCodeForIP=BG 

gies could be also divided into: drilling, that 
lead to the top of progress in an industry by 
exceeding the rest with creative innovations; 
aligning, characterized by the desire to reach 
the top right after the driving organisations 
and to follow their example as fast as possible; 
representative, using already tested ideas. 

� defensive – keeping the current posi-
tions, this engagement, etc. 

� reactive – without a plan for competi-
tion and solving the problems as they occur 
and cannot be avoided 

According to their relevance strategies 
could be innovative, strategies of dynamism; 
cooperation, of total change, of flexible adap-
tation and others. 

Depending on the object – economic, so-
cial, technical, etc. 

In relation to other entities: competi-
tive/multidirectional and concentrated/, non-
competitive, cooperative, etc. 

Depending on the reasons of their devel-
opment they are: avoiding bankruptcy, based 
on economic growth, restructuring, changing 
the product line. 

In relation to their level they could be: 
� corporate, being implemented by the 

whole organisation; they show its business and 
allocating the resources; they define the in-
struments used for resources, usage in the pro-
duction, finance, research and development, 
HR and marketing in order to achieve the or-
ganizational goals 

� business strategies that show how stra-
tegic business unit will compete in a certain 
business 

� functional – specification of business 
strategies in a different functional areas of the 
unit; describe the specific activities of the 
functional units of the company (production, 
marketing, finance, human resources and so 
on) in order to apply the business strategy 

According to the range: common and 
specified. 

Depending on the purpose: production, 
market, marketing, financial, sales, distribu-
tion, personnel, engineering, research and de-
velopment, service oriented, delivery oriented, 
strategies “product-market”, etc. 

Some authors systemize the types of 
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company strategies under the term “alternative 
company strategies”. The word alternative 
could be explained by the fact that one goal 
can be achieved in different ways and in every 
concrete case companies will choose a differ-
ent strategy. As alternative strategies could be 
defined the following: concentration, market 
development, product development, innova-
tions, horizontal integration, vertical integra-
tion, creation of joint ventures, etc. 

In practice strategies of tourism organisa-
tions are being developed in different hierar-
chical levels. In big companies (hotel chains, 
tour operator formations, tourist concerns and 
others) there are three levels: 

Corporate. On this level the strategy is usu-
ally a basic one (main) because it determines the 
way the whole company works and it is the ba-
sic for all other strategies. In its development the 
following should be identified: business indus-
try, its priorities, consumer segments, leading 
technologies (service, production and informa-
tional), resources (including financial), company 
management style and more. 

Business unit level. The bigger companies 
with more diversified profile (TUI, Thomas 
Cook and others) create different structures that 
serve the different market segments (tourism, 
transport, hospitality, trading, etc). Each one of 
them has a specific consumer segment, differ-
ent deliverers, competitors and hence. In such 
structure more effective model is the one that 
develops and applies sector strategies, pursuant 
to corporate strategies of the firm. 

Functional level. The managers responsi-
ble for the development for the different func-
tional levels of the tourist company develop 
specific strategies (marketing, market, price, 
innovation, financial, HR, advertising and PR).3 

Company policies can be described as di-
rectives, guiding thought, decision-making 
and the actions of managers and their employ-
ees during application of company strategy. 
They are also type of plans, used as general 
guidance for decision-making. Company poli-
cies also refer to basic elements of planning 
along with strategies, procedures and norms. 
The differences between these elements are 

                                                        
3 http://www.developtourism.com/Tourism%20Strategy%20 
Plans%20-20%Their%20Importance%20-%20TCDS.htm 

connected to a range and number of activities. 
Therefore, the policy (on perceived line) is a 
state of managerial principles that the organi-
sation take into account when making deci-
sions. This set not only origins from the strat-
egy, but also determines the limits when mak-
ing these decisions. 

Using different management strategies 
creates favorable conditions for making and 
applying successful management decision. Be-
sides, they allow the decentralization of man-
agement and increasing the role of self-control 
among the lower hierarchical levels. Conse-
quently, these policies should be developed for 
all levels and should be created relationships 
and inter relations between them. The pyrami-
dal principle of management demands the 
policies from the upper levels to be more gen-
erally formulated with increasing levels of de-
tail in the lower levels. They could be written 
or not. The first have more advantages be-
cause they bring more clarity, avoid most mis-
understandings, guarantee interaction between 
levels and departments of management. They 
also guarantee the effective control as an im-
portant management function.4 

There are different ways for developing 
strategies from management consultants. The 
most common methods are the rational choice 
and the methods of decision-making. The ra-
tional choice suggests that people and organi-
sations are purposeful, they aim achieving the 
desired result or state, they target the hierarchy 
of preferences or benefits.  

What is being evaluated is:  expenditures 
for each alternative are evaluated according to 
the alternative future earnings and  the best 
way to maximize the benefits. 

Porth suggests that mission comes before 
vision because it is a mirror of the present, of 
the current markets and clients. The vision, on 
the contrary, refers to the future directions, 
goals and “who we want to be”. For instance, 
Thomas Cook are used to offer family holiday 
packages. After that they noticed the increas-
ing purchasing power of the 18-30 generation 
and this led to changes. Thomas Cook bought 
club 18-30, well-known holidays for youths, 

                                                        
4 Ribov, M., Ianeva and collective, Strategic choice in tour-
ism, Trakiya – M, Sofia, 2005 
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driven by the desire for sex and alcohol.  
In other cases both definitions combine. 

In the annual report of Thomas Cook the com-
bination “vision/mission” is mentioned.  

Both approaches implemented in the 
process of strategic planning through the con-
sultancy projects have some general key com-
ponents in: 

� vision or perspective, where the organi-
sation is, could be or wants to be 

� evaluation of the competencies of the 
organisation, its resources or sources of com-
petitive advantage 

� evaluation of the external alternatives, 
threats and competition 

� creating strategic options and their 
evaluation 

� final choice of strategy 
� creating the tactics 
� determining the deadline implementa-

tion 
� distribution of resources and gaining 

support them 
� implementation of agreed strategies 
� monitoring, reviewing and evaluating 
� reevaluation of strategies according to 

the experience and change where necessary 
Thomas Cooks’s model suggests feed-

back on each stage so there is an option for 
change. What is more, the second evaluation 
of the strategy after the execution could in-
clude overhaul of the organisation’s vision, the 
resources and competencies. 

The combined approach is to start with 
the problems that the tour operator agency 
faces and which should be addressed or 
solved. This action demands making strategies 
and actions. The consultancy management in-
cludes inductive logic, starting with: 

� evaluation of the problem/ issue 
� identifying the causes 
� generating the option for dealing with it 
� making the right decision, i.e. strategy 

for solving the problem/ the issue 
� implementation/ action 
� monitoring the progress and evaluation, 

taking further action for improving the pro-
ductivity 

There is feedback for monitoring the 
process of each stage. 

From different starting points, both ap-
proaches make the rational thinking easier by 
generating options and choices with maximum 
benefit. These approaches are examples for 
strategic models for making choice which lead 
to short-, medium- and long-term plans and 
are the dominating approach in the theory of 
the consultancy managements. They use a 
range of common methods and techniques.  

The consultancy choice depends on the 
model that develops and implements strategies 
connected to the culture and traditions of the 
tour operator agency, to the level of which the 
strategy refers and to the result. 

The working consultants in the tourism 
industry should be at the same time ethical and 
to have the capacity of solving problems so 
they can face the changes of unpredictable, 
unstable and competitive market.  

Grietz says that the capacity of innovative 
and different strategic thinking of different or-
ganizational level have a basic importance for 
creating and keeping a competitive advantage. 
Liedtka, repeating Druker, determines five ba-
sic attributes of the the strategic thinking: 

� overall idea of how the different de-
partments of an organisation influence each 
other and their different external environments 

� accent on the discrepancy between the 
existing resources and the appearing opportunity  

� continues, ongoing thinking process of 
connecting past, present and future 

� generating and testing of hypotheses 
such as “if?”, “what if?”… questions? 

� capacity of intelligent opportunism to 
recognize and take advantage of the new pos-
sibilities. 

This is why the strategic thinking de-
mands capacity for different creative, intuitive 
and innovative ways of finding a good busi-
ness environment. It also demands a capacity 
for synthesizing important issues. 

Most of the negative aspects of the 
changes could be avoided by implementing 
the right consultancy projects. Most of the un-
planned changes occur no matter what we do. 
They are a result of the adaptation and reac-
tion to new situations. Such changes are not 
planned by the company. When changed are 
being planned it is easier to avoid unpredicted 
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situations and dealing with them. When chan-
ges in a company are not predicted and happen 
it means that management is not efficient. It 
shows that the company is not capable of deal-
ing with the problems and the undesired diffi-
cult moments. Changes are being made in or-
der to avoid crisis and not to lose new oppor-
tunities. They help the company to deal with 
unpredicted situations without panic and to 
build its own future. They also influence the 
competition, the needs and desires of the cli-
ents and sometimes lead to regulating changes. 
However, companies and people can only deal 
with limited number in limited time. Postpon-
ing them can create crisis and dead block 
situations. The dealing capacity is different in 
the different companies, groups and countries. 
This is why where changes exist there should 
be planning and correct implementation.5 

                                                        
5 Ianeva, M., Basics of consultancy in tourism,. Avangard 
Prima, Sofia, 2010 

Conclusion 

In conclusion, one of the aspects of con-
sultancy business is connected with managing 
the changes. The latter demand the existence 
of skills like leadership and this skill should 
have all managers in the company who are re-
sponsible for decision-making and implement-
ing changes. Leadership lies in the ground of 
the changing process. This role could be given 
to a consultant when many people participate 
in the process. Managers should be dealing 
with the reconstruction, reorganization, supply 
with new products, emerging with other com-
panies and the routine daily tasks for running 
the company. For bigger organisations where 
these are more difficult changes they cannot 
pay attention to all aspect of the changes. As a 
result, external consultancy companies are 
needed. The latter have proved the importance 
and the efficiency of their work not only in 
tourism industry but in particular in tour op-
erators sector. 
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���������� ���� �������	����� ����	����� 
� ����� ���	��� 

��[. "-� �<,@#%' �,<#*�+' 
������� „�	
�
�	� �� ������”, ���� 

)�Q�C�	� �� ���������	� ����� ��-
��	��% C���� ����	��	 ���� �������	� 
20 ������. �����
� ������% �������
 �
-
	���	 � C��
��  �����<�� ����$��� 
������, �� �� � �����	��� ������%	 ���-
����<�� �������	�	. �� ��-���%� ���-
���	 �	 '���	� ��������	 ��
�����������-
�� ����� �� ��<����, �  ����	����	� �� 
�����%���		� �� ����� �����
	�	�, ��-
	�%���	� 
����	� ��������� Q� 	���	 �� 
��-���
�	����. ����Q�	� 
����	� ��<� ��-
��<��	 �� ������	 ������ �� ����	����	-
	� � C�������		� �� 	��� ��	���������� 
	������, ��������� � ����� ����	��%	�.  

"����
���	�%	 	����$ 
�� ����<� 
���
	����	 � ����(����� �� 
�<�	��	� 
�������% �$�������	� �� ����� �����$��� 
� 	������. !���� �
	���	 �� ����� ��
-
�B<���� � 	��� �	��(����. � �����	�	 �� 
	��� ���
����% �����%��� ����<��	 �� � 
�������	 ��	���, 
��	� ���	 �� ��� �� ��-
��(�	 
�<�	��	� �� 	���	�<�
�% ���-
��
	. �� ����<� ����� �C�
	� ���
��	 
��	��������� �� 
�<�	��	� �	 �������-
�� ��	�	����, ����������� ��� �B��. 
�����
� <� <��� ����������	� �� 	��� ��-
	��� � ��	��� ���<�	���� ����C�%���� �� 
���
	����		� � 
�<�	��	�, 	� �%�
� ���%	 
�� �	�><��� ����(����� �� ��<��C�	� �� 
����� �C�
	�. �����
�� ������	: �� 
�> 
��<�� 	���	�<�
�	� ����������<� � ���-
�� �
	��� ����	 �� ���	����%	 
�<�	��-
	� �� ����������	� �	 	%' ����� ���� 
��-
��	�	�, 
��	� �� 
�����	 � ��	��C%��	. 

�,<%' �� 	��� ��
��� � �� ��
�$�� ��� 

�
�� �����% 
�<�	��	� ��$� �� � ���-
����� � 	��	���<�
� 
��
����	�� ��
	�� 
�� �������%	��	� � ��-�������� �� ����� 
�C�
	�	�. ��'���� 	�<
� �� 	��� ����$��-

��% � ������$����	� �� 
�<�	��	� 
�	� ��-
���������Q ��
	��, 
�>	� ������%�� ����-
����<����� �	 
��
����	�	� ��� ����� �� 
���������� ������<�� '���
	���	�
�. 
��� 	��� 	�%C�� �� �	C���$��, <� ���� 	�-

��� ������������% ����
	���� �������-
����Q� 	��	���% ������ ����< ����� ���-

�	� �� ������������%	� � �����
	� ��� 
�����	� � �C'��Q� ��<
� �������	��(�-
��% ��$�� �����	� � ��>��% 
����	.1  

"��C'����� � �� �	�<��� �Q�, <� 
��-

����	��	� ������	�� � ����<���, 
���	� 
������ ����� �����	��% ��-��C�� ����� � 
�������� � ���	� 
��
����	� � ��%�� 
�� % ���<��	�� <��� ���������� ���
���, 

��	� � ���������	 �	 
����	�	�, ��$�� � 
�� 	%' � ����	 	����� �� C���	 ���
������� 
�	 
��
����	�	�, 
��	� �� ����� �������<-
��.2 ������ 
��
����	�� ������	�� � ��� 
	����� ����� �� 
������%	�, 
���	� ����<�-
��	� �� ������ ����� ���� �����(��� ���-
������	� �� �����	��%��	� > ���'���. ��� 
	��� �� ������ ����� �� � ��(���Q� �C�
-
	���� �� C��� ��-��C�� �	 
��
������%	�. 
&	 ���<���� � ��� 
�� �����
� � �������-
��	 �C�
	���� �	 
����	�	�.  

). ���	�� �C%�%�� ����� ����<� �	 
���� ���	���	��, <� �����	����	� ������-
	�� �� ��$� �	 ��� �C� � �� �������� 
�� �������<��% ���': „���
�	� ����<� 
�����$��� � ���	��	 �� ��	����	 ����C-
����% �� ��<
� ����	���, 	��
��� ����<� 
	� � �	����<���	 �	 ��>-��$��	� � ��� �� 
�����%	 �� ���	� �������%	�� ���� ���-
	��� �������<�� 
��
����	�� ������	-
                                                        
1 Grant, R., M. Nippa, Strategisches Management: Analyse, 
Entwicklung und Implementierung von Unternehmensstrate-
gien, 5. Aufl., Pearson Studium, 2006. 
2 Simon, H.,  Management strategischer Wettbewerbsvorteile, 
Zeitschrift für Betriebswirtschaft, Jg. 58, Nr. 4, 1988, S. 461-470. 
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��.”3 ^�Q�	� �	 �������<�� ������ 	�<
� 
���(�� � ��� ����� �������%	�%, 
��	� 
��%��	 �� ������$�	 �� ���	� 
����	� 
��-���%�� ����� �	 
��
����	�	�. �� �-
Q�% ��<�� ����$���� � ��>���� �� �	��-
(���� �� ����� �C�
	�	�: „"�������� �	 
����������	�, � ����<�	� ��<�� 
��	
�-
��<�� 	��������, ����� ������	�	� 	�%C-
�� �� � �����������	 �������<�� ��%�� 
���	� 
����	�. ... ^�Q�	� � �������<�� 
���
	 ���(�� � ��� ����� �����, 
��-
	� ��%��	 �� ��	����	 �� �����<�� ���-
��Q� ���	� ����� 
����	� � �������<�� 
�� � �C���$�	  	%'.”4 

��	�����	� �� �����	���� ������'��-
	��  ��� ����(����� �� ���
	����		� � 

�<�	��	� � ���C'�����, �� �� � ������� 
��� �����	� ���� � ����� �
	��.5 )��
�-
	� �� �	��(���� �� ��	�������%	� �� 
���
	����		� � 
�<�	��	� �C�<� ��� � 
���
� ��<�� ���%	 �� �������<�� ����C-
�%���� �� 
��
����	��	� ������% ����
-
	���� �� ��-������ ��<��C�. �������	� 
���	���% �� �	��(���� �� ����������	� 
�� ������	� � 
�<�	��	� ���� ��� 	��� �� 

����������% �� C���� 	��	����	�, ��� 

��	� 
��
������%	� � ������Q� � „���% 
�	 ����������� �� ����	�<�� ��<��”.6 ^� 
�� ��$� �� C���	 �������<�� ���(��, 
�������%	�%	� 	�%C�� �� � �����	�<�	 
�����  ��	�%���% 	����$ 
�� �����	��-
�� ����(��	�� ����� ��<
� 
�� ����C-
�%���� �� ��%	� 
��
����	�� ������% ��-
��
	���� 
�� �����	��	� �� 
��
����	�� 
������	��, �	��<���Q� �� �	 �	�����	� 
����� �C�
	�, �������Q� �� ������.7  

^� �����
� �	 	�
�	�, ��	��C�	���	� �� 
����	 �� �����C��	 ����� �����	� ����� 
��	��C�����	� � ��� 
�������%	� �� �	�-
�� ��Q� ��	������� �� C���Q� ������
�. 
����Q�	� �� �����	� ����	�������	 �� 
����� ��-	����� �� ����%���� �	 ������ 	�<-

� �� ����������	� �����Q� �� 
�<�	��	�.  

� ����� 	������ � <�	�, <� �� ��	��-
                                                        
3 Porter, M., Was ist Strategie? 1996, Harvard Business Man-
ager, April 2008, S. 104-110. 
4 Wiesner, K., Wellnessmanagement: Angebote, Anforderun-
gen, Erfolgsfaktoren, 2007, S. 5. 
5 Grant, R., M. Nippa, ��	. ������. 
6 Porter, M., ��	. ������., . 108. 
7 Porter, M., Wettbewerbsvorteile: Spitzenleistungen errei-
chen und behaupten, 6. Aufl., 2000. 

C�	���	� � ��������	 @,%�']@# ?%�*#. #��� 

�	� �����	� � �����������, �� ��	��C�	��% 
�� �	��� ��Q� ��	�������. #������	���� 
��	����	����	� � �������Q�	� ��<���� 
	����� ����	 �� C���	 �������, ������ ��%-
	� �Q��	. +	�	����	� @,$'%,�#'<@�?% 
�� ����� �����	� � ����C�� �� 	���, 
�%	� 
� ��Q� � �����	� ����, �Q� <�	 �	 ���-
��	� �� �����	�	� �
�����
� (��	����	Y��-
	��	� � '�	�����	��	� ��Q�	 ����C�� ���-
�%		��%). #������	����, �� �� � �����	���, 
<� 	��� ����	��% ��C�	� ���(��, �� �
	�-
�� � ��$�� ���
	���� �� �<��	�� „�C��
�” �� 
�<�
����%	� �� 
����	�	� ��. "� 	%' 	�%C�� 
�� �� C��� ������$�� ����<� 
��	��� ���'� 
���������	� � �����������	� �� $�����	� 
��$��%����.  

}��� �����	��%�� �� #@!��$'[#_ @' 
*<#,@%#%, �� ��
�	��	� ����� ��������-
	����, 	�'��	� �='*+'@#_ ����	 �� C���	 
������%���� ��-���
	���� � �� 	��� ��<�� 
�� � ������ �%���	� ����	��� �� �����-
Q�	� �� 
�<�	��	�, 
��	� Q� C��� �����-
	�����. "������� ��$� ��������	���� �� 
C��� �������� ��
�	 �� 
����	, �����	���Q 
��-��	�	�(�� C���
� �	�����<�	��. ���� 
� �����$��� �� ��� �� �
	��� �� ������, 
�� �Q� � �� �%��	� 	���	�<�
� ����	-
��%. ?���	� �� 
���������% ��$� �� C��� 
���� �	 ��
	���	�, ���C�� �� ��������
� 
��� � �����	��	� �� ����� 	������. ���-
��
� <� ��(�	� 	���� ��� ����� ����$�-
	���� '���
	���	�
� � ���������  ����� 
� �����<�� 	���	�<�
� �����, �����-
��$��		� > �� �������� � �	������ �� 
�<�
����%	� �� 
����	�	� ��$� �� �����-
��� 
�� ��<� �Q�	����Q�	� � 	������ 
���C����. ���� ���C��� 
��� � ����� ��-
��	��%	�, 	.
. ��������
�	��	��	�,  
��-
	� 	% � C��
�� � ����� �	��(���% � ��-
������� �C��� �� ��-������� ���<
�, ��-
Q�Q� � � ����% 	���	�<�
� �
	��.  

+
���	� ���<��	, <� �� ��������	� 
���
��������� �� 	���	�<�
�% C���� � 
����(����� �� C��% �� ���	���Q�	� � ��-
�C'����� �����
���	� >J�'+<,@#, @' 
�='*+'@#_%' �� C���Q�	� ���	�	���. # 
����� ����, ��������� �	 ������% C��> �-
����, ���������� � �������%, ��>��%	 ��C 
���
�	��� (C�������) � ���� <�	�<�� �	��-
����� �� ���� �� ���	�����%	� �� ��$��-
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�������	� 	���	�. �����
� �����	� ����-
$�	���� '���
	���	�
� �� 	����	� ��, � 
�����	� ����� ���������� �������� 	���-
	�<�
� ���
�. !���� ����	��%	�, �	 ��% 
	����, ����� �� ��Q�	�� ���C'�����	� 
�������, �� �� ��C���� �����<�� ���C����,  

��	� � � C��
���� �	�����	� <�	 �	 	�-
��	�<�
�% �����. +��� ��	�������� ��(�-
��� �� 	��� ���C��� � ��������	� �� 
��-
	�� �� 	���	�<�
�	� �����, 
�>	� �� � 
��
���� ���'� 	�����	� � ��������.  

&	 ����	�� �	�<����% � ��$��� � �-
��%	 	����� „!����”, �� �� ��$� � ��-����� 
	���� �� � �������%	 
�<�	����	� �� ��-
����	���. ��(��/>� �C'��Q� �������	� 
��-
�����% � ����$�� �%
�� �������� 
�� ����-
����%	� �� ������ �� #��	����	� ������� ��-
��������%. � ��	�%Q�	� 	�	�% ��� ����� 
���C����� />/�
+�� �� -���
�+ �� �+(
-
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  ��@���. ���
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 	���	� �� ������ � ������$�� ����� 
<�	� � ���������� ����
�  	������. ��
�-
	� � ��)(
)
'
�+;
�
 &�
/����/�'
 � 
�	���� ��-���%�� ���<���� �� �����'��� �� 

�������%	� �� ����� � �������	� �C��	 – 
� ������ 
�	� ��<�� �� ����C�%���� �� 
�����������	� �	�%���. ��� ����� 
��<
� � ����	� ������	 �� � ��������� 

�	� ��<�� �� $���	, 
�>	� ���%� ���'� ��-
�%�� <�	 �	 ��>��	�	� � �$�������	� ��� 
	��� ���������� <�	 �	 ��	���	� �� 	�-
�������� �� ������	� �� ��$�	���	� �	 
	���� �� �����	�-��C�	���	���. 

&	 ������ 	�<
� �� ���	� ���������� 
����� 	������	 � �	��<��� �	 �	�����	� 
������ 	������ �� 
��	����	�, �������  
��
������ �� ���
����%	� �� ��
� '�	��, 

�>	� C��� �
�<�	�%��� 
�	� “����� '�-
	��”. ��%C�� �� � �	C���$�, <� � �����$�� 
� ���� � �Q '�	�� �� C���	 ��	��%���� 

�
	� ����� ��	�, 	�
� � ���������Q� � 
�	 ��<�C�� ��������� 	�
���. 

��
	���	�, �������%Q� ���'� �� 

���� ����� '�	�� ����	 �� C���	 �C�CQ�-
�� � �����	� 	�<
�: 

� *�� ���������� ������ �����; 
� "��<��� 
�� ������	� ����� ����-

������; 
� ������������ ������������ ���-

����; 
� ���������, �� C���	� �� ����� ��-

�����%	�, �	������; 
� �����$�� ��>-���
� ���
����% 

��%�� 
�<�	��	�; 
� +��
	����, C������� �� <�	��		� 


�����
���%  ��	�	�; 
� ^���������� � �
��� 
�'�%; 
� ����
� �� �������	� �������$���� 

�� '�	���, �� ��
�>�� � 	�'� �%	�. 
���
������%	� � �C��		� �� ����� 

��<��
�	� � ���%��. � �	�����	� 	���� � 

��
�����	 ������������ � ������������-
��, ��������������� � � ����<��� 
�	�-
��������% ��� ���������� �� ���������� 

��	���� ����� '�	���. !<�	���� � C��-
C�	� �� ����� ����	 �� C���	 �	
��	� � ��� 
��<�C��	� '�	��� � �����
����	� � ��
-
���� '�	���, 
��	� �� ��-<�	� �����$��	 
����� ���	����, �� �� �
�B<�	 ����� ���-
��	� 
�	� <�	 �	 	�����	��	� � ��������-
��. ����������	� � �����<��	� 	���� ��-
���	���	, C����������� �� ����������	� �� 
��
����� 
��	���� �� 
�<�	��, '�������� � 
���
� � 
�<�	���� �	��(���� ����������, 
� ����<�	� ��<�> �� ��-��
� ���� �	 	��-
��������	� '�	���. +�����������  	��� � 
��%�%��	 �� ����<� �<�	���� � 
��
����-
	��	� C��C� �	 ��	�<�� +�����, � ���%
��� 
� ��Q�	 � ����	���	��� �	 ����
�% ��	�
 
� ���� #������ 6���
�. 

#����	� � ��C� 	���� �� ����� ��-
��	��%	� � C�����	, �	 ���� 	����, �� �-
�����	� ��C���	� �� 	������ 
�	� �%��. 
&	 ����� 	����, ��������� ����<���� ��� 

����	�, �������% ��-
��
��	�� �� ����	� 
�� ������ ���� 	����. #����� ���� @']-
^�<,$#%, *�@*>�,@%@# J�,"#$?%+' @' 
>,<@,? %>�#/$' �: ���
/0����� ' -
��-
(�, ���&
(
<����
  
	
(�
/��� �� -
-
��(�, ��(1��
 �� &(�'�� 9�/�Q�  �� 9��-
&(��� �
&>(���(� �/(�). ��	� ?<'\�?-
%# @' J�,"<'^'@,%� � �������%	: 	�(���-
��� &���(
<��+, ����'��� />'�� �� 
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'	>;, 
0����� �� 
�&�/	��� 
� ��&��-
<����
 �� �<����'��
. )������
�	� 
�����, �����	��%��	� ���������% �	 
�����<�� '���
	�� � ���%����%	� �� 
�������	� ������$���%, 
�
	� � ���
���-
	����	� ��������� �Q� � ��C����� 
�	� 
��C� ��	�.8 

#�Q�	��� ��
	�� �� ���	����%���� 
�� 
�<�	��	� � ����� �C�
	�	� � ��	��-
��	�	� �����Q� �� ����>� � 	%'. )���� 
��$�� �� �	������	� �  	��� �� C�������-
����$����	� �� ��	�	� � 	����	� *'��
'� 
(�
�
'�), ���'��%Q�	� ���	�����, ���'�-
�%Q�	� ���&������ �� '>���-� ' &
��;�-
���
, ��� ��	��	�� �� '
����, 
�
	� � 
��C��	� ��(���% � ��	�������% ����>�. ^� 
���%�� <�	 �	 '���	� ����
�	� ����	��-
�%�� ��$�� 
�������	 �	 ����� ���$��%-
����	�, 
�	� ������ � ������<�	�	 '��-
����<�� � ��
� 	�����, ������C%��Q� 
���
��� �� ����, ����� �� ����, ���
 �	 
�%	�� ��� �Q� 	�
� 
���<�
� ����
�. 
��� �����	�	� � ��C�%�� �� ��	������	�, 
���$���Q� � ����	���<��� �����	� �� 
���	% � C��
�. ��� ��	������	� ��������	 
�	�	����	� 	�
��� 
�	� ����� � �%�
. 
����	� � �	��% � ����� ���� ����
� 
�� 
����� ���������	�, ��
	 ���$�Q � �� 
��
�����	� > ��	������ � �<�	��Q� ���-
��>	���. +	���<��	� ���� �Q� � ��$�� 
������	� �	 ����� ��$��%����	�. �����	� 
� �%��	� �C
��$���Q� ���� 	�%C�� �� C�-
��	 ��
�, �����	� � '������<��. � ��
��% 
��������	�  ������ ���	��� � ��
��	-
��, ����	���<��� � ��
� 	�����, 
�	� 	��� 
�� ����	� ��� ��	���� 	�
���.9 

!���� ��<��
�	� � '���
	�������	 
� �����	���� +#?�*' [,@', 
�%	� �Q� 
	�%C�� �� C��� �C������� <��� ���������� 
�� ���C'�����	� 
�<�	��. � 	��� ���
	 
	�%C�� �� �������, <� ��>-�����%	 ����� 
�� ���������� �� 
�<�	��	� � �	���	� �� 
	�	���� 
�<�	��, �����	� � +����� ��� 
����������		� EFQM $�",<. "��������	� 

                                                        
8 Kaspar, C., Gesundheitstourismus im Trend, in: Institut für 
Tourismus und Verkehrswirtschaft (edt.): Jahrbuch der 
Schweizer Tourismuswirtschaft 1995/96, St. Gallen, 1996, p�. 
53-61. 
9 Lanz Kaufmann, E., Wellness-Tourismus – Entscheidgrund-
lage für Investitionen und Qualitätsverbesserungen, Berner 
Studien zu Freizeit und Tourismus 38, Bern 2002. 

� ����	� �� ����������	� �� 
�<�	��	� 
��$� �� 	��� � <��� +&+,d"'@, @' +,�#^# 
@' �\?<>d+'@,%�. ������	�� ����	���%-
�� ��
	�	, <� � ���	� �	��� ����	 �� C�-
��	 ��������� 
�� ������
�	� �� ����� 
'�	�����	��	� � �� C���	 ���������� 
�	� 
����Q�� ��	�����	� � �C��$����	� �� 
���
	�
�	�.10 

&������%Q� � ��	������%	� �� ����-
��, �������Q� � �� ���%	� �� 
�<�	�� � 
�C��		� �� �����$���	�, � ��	��	�� � ��� 
�������	� 
��	���. �������	� 
��	��� � 
�C�CQ���Q� ���%	�� �� �������	� ����-
���% � � ������� �	 ��>	��%	� �� ��<
� 
��$�	��� �� �����	�.11 �% ���� � �����-
%�� �	 ��C��% ������ �	 	���� �� ����-
�$��
�% �
��, ������ 
��	� � ���� ����� 
'�	�� 	�%C�� �� � �C��Q� �������� ���-
����� �� 	��� �� C��� ������� ��� ���
��-
�	� �� �������� ������	� �� ��C�� ��<�� 
������ � ���
	� �� ���$�	� �� ������	�. 

6������	 �� 	�������� 
�	� ����	��-
Q�	� ���% �� $���	� � ������% �%	, ����-
(�����	� �� �����	� ������$�	����	 �� 
$���	, 
�
	� � ��
	���	� �� �
����	� ���� 
� 	��
���	 
�	� ����
�	��� �� ��-
��	�	�(��	� ����	���� �� �������% �%� �� 
����� 	������. ��	� @��/
'� �� 	��� �����-
	�� � ������$��	 ����� ��<
� �������C�-
	���	� �� �Q� ��(� �	 ��	� (����� '���, 
���� ����������� '���, ��$�, �����$���, 
<�$�����), �� ��-���� �������Q�	� � 
������� �� ����������� $���	, 
�
	� � ��-
�C'�����	� ���� ����>�� ����	��� �� 
�����%�������� �� ����������	�. +������-
�����  	��� ��������	� ��������	 �� 
��	�����%	� � �����	 ������ 	�����-
	�<��	� �����'� ���� �������	� ������, � 
%�%�� ����� �� �����C�	����	� �� ���� 
��	�� �����. �&�/�
/��� � �
	��� � 

��%	 � �������%���� �� ����� ����������-
	�, �����Q� ������� �������������, ���' 
����	���� � 
��
������%	� �	 	���� �� 
<�$��	����� ����� ������$���%. 

#�������� �
���	 � ��	��% ���'� 
>J�'+<,@#,%� @' *'=,?%+�%�. ��	����	�-
	� ���
� 
�<�	�� � %�%�� �����	�	 �� 
                                                        
10 Lanz Kaufmann, E., ��	. ������. 
11 ����$�����, 6. (2009), #	��	���% �� �����	�� �� 
	������ � �������%, �. �� ����/ �J(���, C�. 5, #���%, 
. 46-48. 
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�Q�	����Q�	� ��$��������� 
��
����-
��% � ����� 	���	�<�
�% �����  ��� 
��	����� �� ��
������ ������	���%���� 
�� �<�
����%	� �� ��	�	�. )�������� 
���
����	� ����� �����	��
	���, ��	-
��	��	� ����� � 
����������� ������� 
� ������	��
� �� ��	����� �� 	�	���� 
���������� �� 
�<�	��	�, �����  ����<�-
�	� �� �����	� ����$���% � �����: ���-
��� C��>�, ����, �$�
��� ��� ����� C��%, 
����$���% �� ����������� '������, 
���	/ ����<�
� �
	����	, ����
���% � 
��	���� ��>��	, 
�
	� � ����	���	� �� 
���� ���� ����� �����������	 (��
��, 
�����	������	, ����� 	���Y�� ��� ���	�� 
��	��
	��), 
�>	� �� �����	��% ������-
������ ���$� � ���	�. ��	������	� ����	 
�� � ������	 �� EFQM C���� ������ �� 
��
�B<�	���� ��	�$���% �� 
��	��� �� 

�<�	��	� �� ��	��	��	� ������.12 ��-
��� ���
  ������$���% �� ����� ����-
�$���	�, �����C�	�� ��� �����	� �� ����-
��, �
�B<��Q ����	 
��	���%, � �������� 
��C���� 
�� ����� ���
����%	�. #��� 
�-
	� �����	�%	 ��%	� „����(�� ��C�	�” �� 
�����C�	����	� �� ��	�����	� �� �����-
����� �� 
�<�	��	� � '�	���	�, '�	��
�	� 
�������%	�% 	�%C�� �� �
���	���	 ���'� 
�����������	� �� �Q�	����Q�% ���
�-
	���. ������������	� ���������� ����� 
�� ��%�� �� �����	��� ��	�����	� �� ��-
�
� 	�����	� �� 
�<�	�� � �� �������� 
��� 	��� '�	���, 
��	� ��
����	 �	���-
����	� ���
� 	�����	�. #��� ������$�-
��	� �� ��	�%��� ���
� 
�<�	�� ��$� �� 
�����	��� 
��
����	���-�C��		� �� 
�������% ��%�� ��>-����	� > 
��
����-
	�, � ������ =����% � �����%. 

O����	� � ���	�	,  
��	� ��������� 
����� ����� �C�
	, 	�%C�� �� �	�����%	 �� 
������ ���
����% (����	��, ���<���	 � 
�����	��>��	), �� �� � � �����	� �� ���-
����<�� 
��
����	�� ������	�� � �� 
�����%��	 ���
����	� 
�<�	�� �� ����� 
�����	�. O����	��	� �� 
��
����	�� ���-
���	��, ������� �� ����<��	� �� ��
�B-
<�	����	 � �����	� � ���	�, � ������-

                                                        
12 EFQM (1999), European Foundation for Quality Manage-
ment: The EFQM-Model for Excellence, Publ. EFQM, Brux-
elles. 

	��
� �� ���C�<���� ���C����� �� 
��
�-
���	��	� ����, 
�
	� � ���C��		� �� 
�������� �� �����	����� �������������� 

����	����� �� �����	� �� 
�B<���	� 
��
	��� �� ���'� �� �
	���.13 &�C��� 
	����� � ���������	� �� 
��
����	��	� 
������	��, 
��	� �Q��������� ����$�	 
���%� ��������Q ���	�C����	 ��	������. 
������ ��	��� ��	�%���%	 	����$ 
�� 
��������� � �����	�� �� 
��
����	��	� 
������	�� � C�������� ���C'����, �� �� 
��$� ����� �
	�� � �������<��� ���
	 
�� C��� ���(�� ��� �����	� �����Q�. 

&����	����	� ������'��	�� ��� �� 
�C� � �� � ��	�	�<��, �� �� C���( ���-
(�� � ����� �
	��. ����<�	� ���
� �� ��-
��(����� �� �����	����	� ������'��	�� 
�� ����$�	 � �C� � ��	������� �� �� 
�����<�	 �	 
��
����	�	�. ���� � ��
�
�� 
��<�> �� ����<���, <� 	��� ���
� ����
-
	���� �����	�	�	� �	 	��� ���
� �� � ��$-
�� �� �������%	��	�. ^�Q�	� ����C�%����-
	� �� ���
	����		� � 
�<�	��	� � ������ 

��	����, �� �� ��$�( �� C���( ���(�� � 
���	����	� 
��
������%. ^�	��� �����-
	����	� ������'��	�� ��� �� � ��	�	�<-
��, �� �� ��$� ����� �C�
	�	 �� �	�� 
�������<�� �� 
��
������%	�.  

������ �� �%�
�, 
�%	� �������% �� 
�����	����	� ������'��	��, �� �� ���	�-
$��� ��	�	�<�� ��	������ �� �C�������-
�� �� 
��
����	�� ������	��, � ��	���-
������	� �� 
�<�	��	� <��� ��������� 
����������%. �����
� <� 
��	���%	 ��$� 
�� ������%�� ���<����	�, 	��� �%�
� ��$� 
�� �� �	�����% �� 
��	���% �� �������<-
��	. ��
� <��� ��	���������	� �� 
�<�-
	��	� ��$� �� �� C��� ��	����	� ������ 

��
����	�� ������	��. &��� 	��� ��$� 
�� � �C���� �������� �� 	���, <� 	��� �� 
����<���, <� ��	���������	� �� 
�<�	��-
	� �%�� ��
�
�� ����� �� �������%	��	�. 
�� �C�<� �� � ��	�	�<�� �� �C����� ���� 
�������<�� 
��
����	�� ������	�� � 
��� � �C� � ���� �����<�	���� ����-
����Q ���	�C����	 ��	������.  

!���� �C�
	�	� �����  ��	�������%-
	� �� ���
	����		� � 
�<�	��	� ��	�%�-
�� 	�%C�� �� � 	���%	 �� �������	 
���-
                                                        
13 Grant, R., M. Nippa, ��	. ������. 
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��
�� ��������	��
� �����%, 
��	� ���-
��	��%	 �� 	�'��	� 
����	� �������	���� 
	�>��	 � �Q��������� �����<���	 �C-
	����	� 
��
����	����C��	. )�$� �� � 
�
�$� ��-���
� ��$�� �� � ������� ��-
��C�%���� �� �����	����	� ������'��	��, 
�	
��
�	� �� � ��������	 �	�><��� 
��-

����	�� ������	��, �� 	��� ����% ����-
�� � ����$���	, ��Q�	� ������%��	 ���-
����<�� ���'. ^� ���������	� � �����$��-
��	� �� 
��
����	��	� ������	�� �C�<� 
������ � ���C'����� ����(����� �� �����-
	����	� ������'��	��. 

��
� <���
, ��������� �	 ���	� 

����������� �	�%���, ��� ��	������ �� 
��-
�<�	��� $���	. !�����	 � ���� ��-
	�%��� ����� �� �����	�� � �� � 
��	
�	-
���� �����
	 �	 ���� ��
����� ���	�> � 
�%
�> ����� '�	��. �����
� 	��� ���	�%	 
� ����� '�	��� ��$� �� ��������
� ��$�� 
������ �� ���� ����������� �$�������, 

��	� ����	���%�� �C�Q���Q ���' �� ��-
��	��%	� � C���Q�, � �������Q�	� � �
-
	��� 	�%C�� �� � 	���%	 
�� �����
���-
	� �����(��	���� �� ����������	� � 
�-
<�	���� �	��(����, �� �� ����	 �� �	����-
�%	 �� 	��� ����	��Q� ��	��C��	�. 
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QUALITY AS A STRATEGIC ASSET IN WELLNESS TOURISM 

Assoc. Prof. Dr. Elenita Velikova 
Department “Economics �f Tourism”, UNWE 

The scale of contemporary wellness in-
dustry has been growing fast in the last 20 
years. Despite the big progress, the sector 
faces different pressing issues to guarantee its 
long-term prosperity. A growing number of 
people use unconventional forms of treatment, 
and with the growing popularity of wellness 
products, the permanent clients will become 
more and more exacting. Future clients are al-
ready asking questions about the legitimacy 
and safety of these untraditional therapies that 
are used in the wellness industry. 

The constant striving to be more effective 
and improve the quality defines the everyday 
routine of many managers in tourism. The 
wellness sector is no exception. As a result of 
these requirements methods that aim at im-
proving the quality of the tourist product are 
regularly used. More and more wellness places 
require certification of quality from independ-
ent institutions, organizations or unions. Even 
though these methods lead to considerable im-
provement in effectiveness and quality, they 
rarely lead to increased profit for the wellness 
place. A question arises: How can the tourist 
entrepreneurs in the wellness sector certify the 
quality of their services to the customers, who 
buy and use it. 

The purpose of this paper is to show in 
what conditions quality can turn into a strate-
gic competitive factor for the firm and more 
specifically for the wellness places. The exit 
point for this reasoning is viewing quality as a 
differentiating factor, which allows differen-
tiation of competitors on the basis of specific 
characteristic. We must point out that such a 
differentiation respectively differentiating 
strategy goes beyond the differentiation of a 
product or a service and comprises all rela-
tionships between the firm and its client. 

It is necessary to specify that competitive 

advantage is obtained, when a certain firm 
provides a better service in comparison with 
their competitors and manages to emphasize it 
through specific functions that are perceived 
by the clients and are important to them and 
are difficult to copy by the competition, thus 
making them long-term. A given competitive 
advantage is valuable to a company only when 
the received price for a service is greater than 
the expenses for providing it. Moreover for a 
certain firm it is not decisively objective to be 
better than the competitors. What matters is 
what differences are subjectively perceived by 
the clients. 

M. Porter explained that more than a de-
cade ago, that the operational advantage can-
not provide long-term success by itself: “The 
more managers are trying to achieve im-
provements on all fronts, the further away they 
are moving from their most important goal – 
to secure a long-term competitive advantage 
for their enterprise.”  Because from a long-
term point of view the successful enterprises 
are those, who manage to offer their clients 
bigger gain than their competitors. Wiesner 
reasons in similar way for the wellness places: 
“No matter the defined, often short-lived ten-
dencies, the wellness tenderers must position 
themselves uniquely to their clients… Because 
in a long-term aspect the successful firms are 
those, who manage to reach their wellness cli-
ents on different levels and to build long-term 
ties with them.”  

It is necessary to achieve operative supe-
riority with the aim of increasing the effec-
tiveness and quality, in order to operate above 
the average level in a given sector. The meas-
ures for optimization of effectiveness and 
quality though rarely lead to long-term im-
provement of competitive position respec-
tively to bigger profit.  The mutual imitation in 
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respect to managing processes and quality 
leads to convergence of business strategies, in 
which the competition turns into a “series of 
identical competition”. In order to be success-
ful in the long-term, alongside with the con-
stant striving to achieve operating perfection, 
enterprises must concentrate chiefly on im-
proving their competitive position with respect 
to developing competitive advantages that dif-
ferentiate them from the other wellness places 
that operate in the market. 

Unlike goods, consumers cannot test 
wellness services before consuming them and 
after the consumption there is nothing material 
left for future reference. The inherent imma-
terial nature of the services makes them harder 
to evaluate in terms of the provided quality. 

In wellness tourism it is considered that 
consumers are offered perishable goods. After 
the service is realized, there is nothing material 
left for the consumer. Consequently the alterna-
tive and complementing treatment can be 
evaluated, because of its essence. The immate-
rial nature of wellness services is similar to the 
one of other spheres, which is a part of the ser-
vices of a developed economy (restaurant and 
hotel business comes up against similar obsta-
cles). Therefore to guarantee the successful op-
eration of this industry, it is important for the 
sector to effectively outline the “face/ &�?�-
�6” of the expectations of its clients. They 
must be offered more control over the planning 
and realization of their desired experience. 

By presenting the customers with infor-
mation about packet services in advance, their 
expectations can be managed more effectively 
and thus to create the real view about the level 
of quality, which will be offered. For example 
a packet for clients can be made in advance 
that guarantees further close cooperation. This 
is applicable not only to sector of wellness, but 
also to the entire tourism industry. The lack of 
coordination can be one of the factors capable 
of causing drop in the development of well-
ness tourism. Even though our country has 
many positive characteristics and has many 
different tourist resources, its inability to de-
fine and fulfill the expectations of the clients 
can contribute to the already existing problems 
in the tourism industry. This problem concerns 
the wellness industry as well, the challenges, 

with which it has to cope, are in many ways 
mirror image of the more serious obstacles, 
that are present in the tourist sector. 

Experts point out that in order for the 
tourist business to function properly and to in-
crease the number of arrivals, constant man-
agement of expectations of future visitors is 
necessary. In other words, no matter the big 
number of offered services in Bulgaria, its 
weak marketing (branding) is at least partially 
responsible for the drop in arrivals of interna-
tional tourists. Despite the many positive char-
acteristics of our country, right now there is a 
lack of national tourist brand. The wellness 
industry in turn must realize the necessary re-
forms in order to avoid different problems, 
which the rest of the tourist market has faced. 
One potential solution of this problem is the 
creation of a cluster of tourist services, which 
focuses on standards and innovations. 

The term “wellness” itself needs clarifica-
tion, in order to better define its qualitative 
measures. The wellness covers the health con-
cept and displays some parallels to the defini-
tion of health of the World Health Organiza-
tion. In this article we shall consider wellness 
as a state of harmony of body and soul. Re-
sponsibility to self, fitness and body care, 
healthy eating, rest, mind activity, as well as 
right attitude towards the environment and so-
cial interactions, are set as defining the es-
sence of the term elements. 

In the entire German-speaking space the 
topic of wellness is viewed very often in close 
relation with tourism. While in the English-
speaking space bigger importance is given to 
the origin of the concept of wellness in the 
health area – namely the way to improve one’s 
health. There it is foremost accepted for well-
ness to be considered a way of life, which in-
fluences a great part of the everyday activities 
or becomes an inseparable part of the methods 
for stimulating the health of employees on the 
part of the firm employer. 

In terms of supply, the wellness tourism 
differs from the other kinds of tourism on the 
criteria, concerning covering the requirements 
for each hotel, which is defined as “wellness 
hotel”. It must be pointed out that it is possible 
to accommodate wellness guests as well as 
guests that want to undergo therapeutic proce-
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dures in the same hotel.  
The factors defining the success of a 

wellness hotel can be summarized in the fol-
lowing points: 

� Clearly defined target groups; 
� Supply directed towards the target 

groups; 
� Qualified specialized staff; 
� Atmosphere that is formed on the basis 

of the wellness philosophy; 
� The highest possible requirements to-

wards quality; 
� Effective communication with guests 

that is based on honesty; 
� Healthy and tasty cuisine; 
� Close proximity to nature of the hotel 

on a quiet site. 
The competition in the area of wellness 

holidays is fierce. In the separate countries or-
ganized and unorganized, self-proclaimed and 
categorized, after completing certain criteria, 
wellness hotels compete. Participants in the 
struggle for market share can be found among 
healing hotels and middle-class and luxurious 
hotels, which increasingly often build wellness 
centers, in order to include wellness services 
in their standard offerings. Cooperations in 
different countries guarantee homogenous and 
high quality offering, in most cases on lower 
prices than traditional hotels, thanks to the use 
of proven criteria for quality. Simultaneously 
more participants in the competitive struggle 
emerge from Eastern Europe and sometimes 
there are representatives from the Middle East 
or even from North Africa. 

On the one hand the pros and cons of the 
wellness industry are based on the basic fea-
tures of tourism. On the other a recent survey 
among clients defines more concrete pros for 
the wellness sphere.  According to the survey, 
the biggest competitive advantages of wellness 
tourism are: the atmosphere in the hotel, the 
placement and surroundings of the hotel, hav-
ing a swimming pool and free additional ser-
vices. As weaknesses of offering: cultural as-
sumptions, home health advice, offers for re-
laxing from everyday pressure. The medical 
services, the different offered information and 
the clarification of health assumptions, as well 
as beautifying procedures are also weaknesses.  

A major factor in the certification of the 
quality of wellness places are the achieved 
levels of design. Warm colors, suitable light-
ing, suitable temperature of air or water as 
well as good decisions in interior design are 
extremely important for the atmosphere and 
consequently for the favor of the guests. For 
lots of people music constitutes an important 
component of the wellness experience. Gener-
ally harmonic and soft tones are preferred, 
which imitate the splash of water, flow of wa-
ter, sound of the wind as well as classical mu-
sic. In terms of aroma the natural and refresh-
ing fragrances are accentuated. Concerning 
materials, the predominant kinds are natural 
such as wood and sand. Water is closely re-
lated to wellness procedures, a fact that is due 
to its natural and purificatory influence. 
Etheric oils are also an important element of 
the wellness experience. The shapes in the en-
tire surrounding environment have to be mild, 
diffused and harmonic. In the end the colors in 
wellness are discrete, unobtrusive and mild 
tones such as the ones in a rainbow. 

Wellness holidays are characterized by 
relatively high price, which also has to be jus-
tified by offering the necessary quality. In this 
aspect we should mention that the most com-
plete model of quality management is the sys-
tem of total quality, known in Europe under 
the variation EFQM model. Entering the 
sphere of quality management can be achieved 
by introducing chains of service. An advan-
tage is the fact that the two systems can be 
adapted to the wellness industry and be used 
as helping tools in servicing the practice. 

Integration of thinking, based on the idea 
of quality in the area of management and firm 
culture, is defining. The firm culture is a 
summary concept of a firm philosophy and is 
formed by the actions of all employee of the 
firm. It is strongly influenced by the good ex-
ample of the management, therefore in a well-
ness hotel special attention must be given to 
incorporating the practice of giving a good 
self-example on health care in the functions of 
the staff. 

The analysis of tendencies like the grow-
ing role of women in the business world, the 
increase of average life span, as well as factors 
of the environment are interpreted as indica-



QUALITY AS A STRATEGIC ASSET IN WELLNESS TOURISM 

 51

tors for further growth of the market share of 
wellness tourism. A chance for this develop-
ment is seen in the undeveloped target groups 
(youth, early pensioners, man, managers, for-
eigners), the ever-stronger development of 
consciousness for health life, as well as neces-
sary media coverage for popularizing offer-
ings. Simultaneously the growing uncertainty 
of flying because of terrorist attacks in recent 
years is at the base of developing strong local 
market. The dangers in the sector lie within di-
luting wellness offerings, no market position-
ing, over-investment and competition from 
foreign wellness offerings. 

Special accent is put on managing qual-
ity. The achieved high quality is a result from 
the existing international competition in the 
wellness tourist market with the goal of reach-
ing maximum fulfillment of the expectations 
of the guests. The minimum required wellness 
infrastructure, the necessary services and 
qualified staff are prerequisites for achieving 
total management of quality as well as the 
presence of the following facilities and ser-
vices: swimming pool, sauna, Jacuzzi or steam 
room, facilities for healthy eating, sport/phy-
sical activity, relaxation and mental activity as 
well as the presence of at least one wellness 
professional (a doctor, a physiotherapist, a 
wellness instructor or sports instructor), who 
offers individual care and advice. Hoteliers 
can quote the EFQM business model for ex-
ceptional achievements of quality control of 
the appropriate processes. A long list with 
suggestions for wellness management, based 
on the model, includes nine criteria and is spe-
cifically added to the wellness requirements. 
After preparing their “homework” of develop-
ing tools for quality management in hotels, the 
hotel enterprises have to emphasize the re-
forming of the existing marketing. Profes-
sional management has to guarantee the 
achievement of high standards of quality and 
to recognize only those hotels, which cover 
the established high standards. Only the con-
stant high level of quality can guarantee the 
competitiveness of Bulgaria with its strongest 
competitors, namely Greece and Turkey. 

The resources and experience that a cer-
tain wellness place has must fulfill a list of re-
quirements (shortage, significance and longev-

ity) in order to be at the base of long-term 
competitive advantage and to provide the re-
quired quality of wellness services. The devel-
opment of competitive advantages base on the 
presence of exceptionality in resources and 
experience, is a prerequisite to deep under-
standing of the competitive environment as 
well as the ability to create the unique organ-
izational competencies based on the key fac-
tors for success of the sector. It is particularly 
hard to keep the competitive advantages, 
which at the same time have a big potential 
that generates profitability. That is why the 
constant struggle for preserving and develop-
ing the competitive advantages is without a 
doubt necessary for a given sector to be able to 
be successful above the average level in the 
long run.  

The operational superiority is not in itself 
enough to be successful in a given sector. 
Most measures for increasing the operating 
superiority do not include the potential to dif-
ferentiate us from the competition. That 
doesn’t mean that these measures and respec-
tively their results are not important for the en-
terprise, because improving the effectiveness 
and quality is a basic criterion to be able to 
succeed in a highly competitive market. That 
is why operational superiority is not enough in 
itself for a wellness place to be able to resist 
the competition in the long. 

An example for a measure, which con-
tributes to the operational superiority, but 
doesn’t have enough potential to result in a 
competitive advantage, is the certification of 
quality through an independent organization. 
Even though the criterion can fulfill the mean-
ing, this measure may not be fulfilling the long 
term criterion. This way a competitive advan-
tage may not be achieved through certification 
of quality. Moreover attention may be given to 
the fact that the certification is not entirely 
useless for the enterprise. Still it is not enough 
to result in a long term competitive advantage 
and carries only a minor potential for generat-
ing profitability. 

Wellness places along with optimization 
of effectiveness and quality must constantly 
strive to develop complex organizational 
skills, which provide their clients with added 
value and at the same time increase their own 
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competitiveness.  It may prove to be less com-
plicated to achieve operational superiority, 
than to generate sustainable competitive ad-
vantages, but these efforts are always worth it, 
because they lead to long term success. Still to 
preserve and build competitive advantages it is 
always necessary to increase the operational 
superiority.  

Every person, no matter his health condi-
tion, has the potential for a better life. Well-

ness is a constant process of development and 
is not a short lived product from a weekend at 
a wellness hotel. In spite of this the stay at a 
wellness hotel may cause important impulses 
for a healthy everyday life, which is a promis-
ing success for the future of the industry. The 
operating entities in the sector have to strive 
for constant improvement in offering quality 
attitude in order to be able to respond to these 
growing needs. 
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����	�� ���	��	 – �������	����	 ������ 
������ �� �����	�� 

��[. "-� �%�_@ �'�#@�+ 
������� „�	
�
�	�  
�)����*+ �� ������“, 

�	
�
�1�/	 ��'��/��� – ?���� 

#������	�: � ��
���� � ������$�� 
������% 	������ 
�	� 	��	���<�
� ���-
��$��	 �� �����	�� �� '�	�����
�	� 
�������%	�%. ����
	�������	 � ������	� 
	���	� 
�	� ��	��C�	���. O��
���� � 
�Q��		� �� ������% '�	�� � � ���<��	 
������	� ������ '���
	���	�
�.   

�<;=�+# ">$#: ����� 	������,������ 
	���	�, ����� '�	��  

�&+,",@#, 

=��C����%	 	������ � �������� ���� 
���� ��������
�	��	��. [1, 48]. O����	��-
��	� �� �������% �����	 �� „������	� ��	-
��C�	���”, �	 ���� 	����, � ��	�	������-
��������	� �� �
�����<�� �������� � 
���
	�
� �	 �������	��	���� � �����	��-
	���� ����������� �� ���������� � ��$-
��������� �����Q�, �	 ����� 	����, ���%	 
�� „������ �����	���%” �� ��������	��	� 
� ����������	� �� 	�
� � �����. 

������	���	� �� ������	� ��	��-
C�	��� ��	��%	 ���������	���	� � 	�����-
��	� �� 	��%	 ���� ���
�	������ ���'��� 
�� ��<������ �� „�����” ������� �%�. ��> 

�	� 	���	�<�
�	� ����	��% 
������� 
������ 
���<�	�� �	 ��>-�����<�� ����-
�  � �
���� ������� ����	���� ���%��� 
���'� �
����	� ����, 	��	���%	� �� ����-
�%���� �� „������ ���
	�
�” � ��������� 

�	� ������	�	�� �� 	���	�<�
�	� �����-
��%	�%. � 	��� 
��	�
	 ������%	 	������ 
����� �� � ������$�� 
�	� 	��	���<�
� 
�����$��	 �� ����(����� �� 
��
����-
	����C��		� �� '�	���	�. 

�'/'�@#_% ?,^$,@ „/,<,@# %>�#?%#” 

^����$���		� �� ���������% <���
 

�
	� �� �C	����	� �� ����������� � 
��	������� C��������<��, 	�
� � �� ����-
����	� �� �
����	� ����, �� ������Q� � 
������� ��	��C�	��. �����
��	 � � �����-
��	 ������� �����	� �	 „�	�������” ��� 
„������” ��	��C�	���. ������ �� 	�
�� 
�����	 �  „^���������� � �	�><�� 	�� 
�� $���	” (Lifestyles of Health and Sustaina-
bility (LOHAS)). #�����	�	 � �	���� �	 
��	��C�	���  ���<��	��� �����	���% 
�� 
����������� ��<�� �� $���	, ��	��, 
�
����	� ����, ��<��	��	� �����	��, �-
	�><�� ��<�� �� $���	 � ������� ���-
�������	.[8] O�������<����	� �� LOHAS � 
��������� �� ���� ��	 ���� 2000 ���. � ��-
���	�	 �	 ���
�	������ ����<���� �� ���-
�����% ���
�	����� ��	�	�	 (The Natural 
Marketing Institute).[9]  

# ����<����% �� ��	�	�	� ���� ���-
��Q�	� ������ �������	 � 	��
	���	� �� 
�����	� � ���������	. #��� � #6� ���� 
2005 ���. �������	 �� LOHAS � ����%��  
��	��C�	��
� 	����� �� 	�>��	 209 
�������� Q�	. ������, ����	��>
� �� 300 
�������� Q�	. ���. ���� 2008 �.  ����<��-
��%	� �<�	, <� ���C����	���� 19% �	 ���-
��	��	� �����
���� ��� 41 ������� �	 
�CQ� 215 ������� ����	 �� C���	 ���<�-
���� 
�� 	��� ����� ��	��C�	���. � 	��
-
	���� �	��(���� LOHAS �
�B<�� �
	��� 

�
	� � ��
����� � 	�C���� 1. 
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�'\<#[' 1.  
�'/'�@#_% ?,*%�� LOHAS + ��� 

�	�� ������ 
&�����<�� �����
	� 
�����	���� �����
	� 
������
�� ������� ���$� 
�����	���� ��C��
� 
 
2005: $118,03 �(���� 
2008: $117,41 �(���� 

����� ����	������� 
F���Q�� ��	���
���%; 
+�. ����� „������ ������”; 
!	�><��� ������ ��	��
�; 
����C���%��� ������>�� �	���; 
^���	�	��� �� ��������; 
2005: $50 �(���� 
2008: $100,35 �(���� 

��� ���	��� 
� +
� 	���	�<�
� ��	�����% 
� +
� ���
�B<��
� ��	�����% 

 
 
2005: $ 24,27 �(���� 
2008: $ 42,14 �(���� 

��������������� ��	� � �	��� 
)�C��� � �C����$���� 
&�����<�� ��<�	��Q� �������	� 
+�������	%��Q� 
��(
� 
&C��
�� 
2005: $ 10,6 �(���� 
2008: $ 10,3 �(���� 

�������	�� �	� ����-
���� 
��C����� �������� ���	�� 
����������� ������ 
�������� �� „���%�C�” �� ��������	� 
�� ��<�� ��	���C��� 
2005: $ 6,12 �(���� 
2008: $20,7   �(���� 

�������	�� ����	
 
�����	� �� ����C���%��� ������% 
^����� �����C�������� �� ���	��C��� ������% 
 

 
2005: $ 380 �(
�� 
2008: $1 �(���� 

���
1�	: Natural Marketing Institute. LOHAS Market Size 

� ���
�	� �� �CQ��		� �� „�	�����-
��	�” ��� „������	�” ��	��C�	��� � ���-
���� � ������� �������%	 �����	 �� „����-
��	� 	���	�”. ����<����%	� �	����%��	 
�����	� ��
	�: [4]  

� 51% �	 ������
�	� 	���	� <�	�	, 
<� �
�����<��	� ��Q��
� � ��C��� ��$��; 

� 50% �	 ������
�	�, ��	��>
�	� � 
����
�	� 	���	� ����%��	 ��������	� �� 
�
����	� ���� 
�	� ��$�� ������	�	; 

� 12% �	 ��������	� �����		��	 
�C����<�����	� � ��������<�����	� �� �
�-
����<��	� ����� �	 �	�����	� �����; 

� 90% �	 C��	����	� <�	�	, <� � �����-
$���� �� '�	���	� �� ������	 �
����	� ����; 

� 87% �	 C��	����	� C�'� ������<��� 

�� �	����	 � �
�����<�� '�	��; 
� 50% �	 C��	����	� C�'� ���	��� 30 

C��	��
� ���� ����<� �� �������<�� 
���	�> � �
�����<�� '�	��; 

� 59% �	 ��	��>��	� ��C���	 ��%	� 	�-
��	�<�
� ��	�����% �� 
��	����	� „��C�� 
�������” � „����������� �
���� ����”; 

� 66% �	 ��	��>
�	� 	���	� � 

����� �� �����	%	 �� ��-
��� ��Q��
� � 
�
�����<�� '�	��;  

^�����	� 	���	� � � �������	�, <� 
	������	 � ������	��
� �� ����� � ���-
��<�� ������ �����%����% 
�	�: 

� ^����%���� �� �����'� � (�� – 	�-
�����	 ���������� ����������	� �� ��>-
�����<�� ������ 	������	 � ������>�� 
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�����
	�, 
��	� ������ ���������	� �� 
������ �����
��� ������ ��������%. ��-
����	� �����%����% �	 �����<��	� ������ 
	������	, �
�B<�	���� � 	��� �� ��C����-
��� 
�	� �$�	���, %'	�, ����'��� � ��., 
����(���	 � �C��
��	 ��	��	� ��������� 
�� $���	��
�% � ��	�	����% �%	; 

� #�������� �� ������ 
���<�	�� 
	����� �	������ � C�
��
 – � ��C��
� 
�� 
�������	� 
���<�	�� �����%����% �� 
����� �� ��	, 	���	�	� ���	 ����
� �� �-
	��%	 ��� �C� � � C�
��
, ����C�� �� 
„����”, ���	�(���>
� ��	��		� � ��	-
��(���>
� ��	��	� ����� � �����; 

� #�������� �� ������ 
���<�	�� �	-
����<�� ���� – �	����<��	� ���� �	 '�	�-
��	� � �����	� 	���	�<�
� �C�
	� �����-
%��	 �	�	����	� ������	�<���� � ����-
(���	 ��	��	� �
��	���. 

&������>
� ���<���	� ������ ���-
��>	��% �� 	������, „������	� 	���	�”  
�	<�	�	 (��� � �����$��		� �� �������	 
�� �
����	� ����, ��
�	� �<�	��	 � 	���-
	�<�
� ��	�����.  &	 	��� ������ 	�<
� 
„������	� 	���	�” � �������%	 
�	� 	�-
��	�  ���%	��
� ��������� ��%�� 
�
����	� ���� ���� �%��	� ����� �� ��%	� 
��
����% � (���
 	���	�<�
� 
��	�
	.  

„^�����	� 	���	�” � �	�$��	�%��	  
�
�-	���	�	�, ��
�� <� �%
�� ��	��� �%-
	�	 �	���	� �� ��������	 �� �����	�. � 
��-	��� ���� �
�-	���	�	� � 	���   
���%	��
� ��������� ��%�� �
����	� 
���� �� ����� �� ��
����%	� �, 
�%	� � 
�������  	������ � �������� ����. [3]  

�����
� <� �����	�	 �� „������	� 	�-
��	�” � �����	��, 	�'��%	 �������<�
� 
������ �� �Q� �� � ��C�� �������� � 
�����. ����	��� �� ���� ��$� �� � ����-
<� 
����� <��� ���	�	�, 
��	� 	� �����	 
�� ���� „��-������” ��	����� � ���
������ 
�� „������” ��
����%. �������
�	� 
�� 
„������	� 	���	�” �� „������%����” �� ��-
	�����	� �
�B<��	:  

� ��������>	� ���
��� � ����C�	, ���-
	� �����	, ������ 
���	� �� � �����$��; 

� 6
� ��	�����	� �� �����' � ����$�-
	���� � 
�����>	� ���������� 
����	�;  

� ��C%���>	� ������	� ��	��<�
� 
�-
��C�; 

� ��C���>	� '�	���, 
��	� �Q� � ���-
��$��� �� �������	� � � ��C���%��	  ��%; 

� ��������>	� ��C��<�� 	������	 
������,
���	� 	��� � �����$��, �� �� ����-
��	� ������	� ���%��% � �	 
���	�; 

� 6
� �������	� �� 
��� � �C��B	�� 
����$�	���� � ���������� ��<��, 	� � 
���	�>	� �� ������	� 
���, 
�%	� ��>- 
���
	���� �����C�	�� ������	�; 

� �����	� ��( � 
���>	� 
����� 
��-

�	� � ��$� ��-<�	�; 

� ��������>	� �����$�� ��>-����� 

����	� � 	�%	� ��; 

� ������	� �� �� ���%	 <��(���	� � 

��% �� ���	�% ��, ���	� ��
� ���; 

� 6
� �����	� ����, ��������>	� ����Q�, 

��	� �������� ����
������ �� ��� ����; 

� �����	� � �C� � 
����� <�(� � 
C�	��
� �� ����, �� �� ��C����	� �����%��-
��	� � �	��%��	� �� C�
��
 ��� �C� �; 

� &��
���>	� � �����<�; 
� "�����	� ����������	� �� ��>����-

�� 	��C�<
� �� ��
��
�	� � 
�	� ����	� 
��<
� ��� � ����; 

� ^� ��
��
�, 
��	� � ����
�	�� ��� 
<������, ��������>	� ���'�	� � �� �� ���-

�	�	� ������ ��; 

� ��C%���>	� ������	� 	���	�<�
� 

�������, 
��	� �������	 ���
	�
�, ��-
���%��Q� �
����	� ����.  

�&b@�?%  @'  /,<,@#_ `�%,< 

��	���	� 
�������	 ������ 
���<�-
	�� �	 ��>-�����<�� �����  � �
����	 �-
������ ����	���� ���%��� ���'� �
����	� 
����. ����<���� ��
����, <� '�	�� � 150 
	�� �����'���� �� ���� ������ 	��
��� 
���� � ������%, 
��
�	� 100 <�	���<����� 
����
��	�� �����'����	 �� ���� ������.[2] 

� �	����� �� ����	��Q�	� ������� ��-
�% �� ������	� 	���	� �����
��	 
�����-
��� � �������� �� ������ C���� ���
	�
�, 

��	� �����	��%	 �
�����<�
�  � ���
�-
	����� (�� �� '�	�����
�	� �������%-
	�%. �� ������	 �� '�	���	� �� ��� �� ��-
���%	 ���'���	� � �� �����, �� � �� � 
�	��<�	 � �������	� �� ��	��C�	���	�.   

6������%	� „^����� ��	���” (Green 
Hotels Association) �������% „������%” '�	�� 
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�	�  „�
�����<�� ��C����� �C�
	, <�>	� 
�����$��� � ��	��� ��  ����$��	 �������� 
�� ��	��� �� ���� � ������% � �����%���� 
�� 	�����	� �	������, 
�	� �� 	��� ��<��, 
��	�>
� ����, ������	 �� �������� �� ��-
(�	� � ����	���� �����	� ^��%” [7]  

� �
�����<�
� ���
	 ���������	� �� 

�������%	� „�����” � �	���%�� ����
	�� 
�� ��<��C�	� �	 ��>��		� � ����(��� 
	�>��		� �� '�	��� � �������<�� ����. 
}��� ��% 
����	� � �����$�	 �������<��, 

��Q�	� ����������	� ��>	��	���� ������ 
���$� ��  	%'��	� ������ � C�����	�%���. 

� ���
�	����� ���
	 ���������	� �� 

�������%	� „�����” ������%�� � ����%�� 
��������	� � ������$���	� �� ��%��� 
��-
��	���.  

&C�CQ���>
� �Q�	����Q�	� ���
-
	�
�, C�'�� ����� �� �	���	������� 

��	����	� � ��
���	���	�  ��  
��
��	���-
���� �� 
�������%	� „����� '�	��” 
�
	� 
����� � ��C���� 2.[5] 

�'\<#[' 2 
��#$,�@# *�#%,�## # J�*'/'%,<# /' „/,<,@” `�%,< 

�%'J �% ",]@�?%%' ��#%,�## ��#$,�,@ J�*'/'%,< 

������������	��� �	�� ��������%	� �� ������% � 
������<��� 

)������ 22% �	 ���	��C%��-
��	� ������% �� C��� �	 ����C-
���%��� ��	�<���� 

������������	��� �	�� ��������%	� �� ���� � ��-
����<���  

����<�	�� ���� �	 <�(�� ��� 
��( < 12 �/���. 

��������	��� �	�� +
�����<�� �����	����� ��-
�������� 

&C�<���� �� �������� �� ���-
������ �� �
�����<�� ���
� � 
�
�����<��� ���������. 

��������	��� �	�� "����%�� � 
���<�	��	� �� 
�������$����	� �	������ 

#�C�����, ������%�� � 	���-
���	����� �� �	������	� �� ��-
��������	� �� ���	� ��	� 

��������	��� �	�� 

��������%		�� � ��������-
��	� �� ����C���%��� ����-
� � �� ��-���
� ����� �� 
�
����	� ���� ��Q�	��  

&�����<��� ���������� �� 
������ �� �
����	� ���� ��-
�����
	��	�  

��������	��� �	�� "���<��� � �
�����<��	� 
�C��������� � �CQ�����  

���������% � '�	��� �� ��	-
��% �CQ�	��� 	������	 

 

�'*<;=,@#, 

�������	����	� � ��
��������	� 
��-
��	� �� ����<� � ��	������	 �	 �
���-
��<��		� �� '�	���	�, 
��	� ��C���	. ��-
	���	�, 
��	� �� ������	 ����% �� �����%-
���� �� �����	� �� ���������� ����
�, 
�� ��	%	 ������% � ���� � �����%��	 
�
����	� ���� Q� 	���	 �� ��-���
� 
������
�	���� �� 	���	�	�.  

�#%,�'%>�' 
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THE GREEN TOURISTS – A STRATEGIC MARKET SEGMENT 
FOR THE HOTELS  

Associate Professor Stoyan Marinov, Ph.D. 
Department ‘Economy and Organization of Tourism’, University of Economics – Varna 

Abstract 

The report examines green tourism as a 
strategic opportunity for the development of 
hotel enterprises. The green tourists are char-
acterized as consumers. The essence of green 
hotel and its main characteristics are revealed. 

Key words: green tourism,green tourist, 
green hotel,  

Introduction 

Global tourism faces new challenges.[3, 
48]. The expansion of the market segment of 
the green consumers on one side, and the insti-
tutionalization of environmental programs and 
practices of governmental and non-govern-
mental organizations at the national and inter-
national level, on the other, leads to green ori-
entation of the production and supply of goods 
and services. 

The initiatives of the green consumers 
force the producers and traders to look for new 
marketing approaches of winning a green 
market share. As the tourism industry consu-
mes large quantities of various resources and 
has a serious negative impact on the environ-
ment, the strategy for implementation of green 
practices is perceived as a priority for tourism 

enterprises. In this context, the green tourism 
should be seen as a strategic opportunity to 
enhance the hotel competitiveness. 

The market segments "green tourists” 
The concern of modern man both for his 

own health and material well-being and for the 
environment turns himself into an intelligent 
consumer. The new segments of  responsible  
or  green  consumers occur and develop. Ex-
ample of such segment is “Lifestyles of Health 
and Sustainability" (LOHAS). The segment is 
composed of members with a strong orienta-
tion towards healthy lifestyle, fitness, envi-
ronment, personal development, sustainable 
living and social justice.[8]  The distinction of 
LOHAS is made for the first time in 2000 as a 
result of market research of the Natural mar-
keting Institute.[9] 

With surveys of the institute in the com-
ing years the size and structure of the segment 
is refined. Only in the USA in 2005 the 
amount of LOHAS is estimated by consumer 
demand for value 209 billion USD, rising to 
300 billion USD in 2008. Surveys show that 
approximately 19% of American adults or 41 
million from total 215 million can be assigned 
to this group. Structurally LOHAS includes 
sectors as shown in table 1. 

Table 1.  
LOHAS Market Sectors in USA 

PERSONAL HEALTH 
� Natural, organic products 
� Nutritional products 
� Integrative health care 
� Dietary supplements 
� Mind body spirit products 

 
2005: $118,03 billion 
2008: $117,41 billion 

GREEN BUILDIN 
� Home certification 
� Energy Star appliances 
� Sustainable flooring 
� Renewable energy systems 
� Wood alternatives ; 

 
2005: $50 billion 
2008: $100,35 billion 
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ECO TOURISM 
� Eco-tourism travel 
� Eco-adventure travel 

 
 
 

2005: $ 24,27 billlion 
2008: $ 42,14 billlion 

NATURAL LIFESTYLES 
� Indoor & outdoor furnishings 
� Organic cleaning supplies 
� Compact fluorescent lights 
� Social change philanthropy 
� Apparel 
2005: $ 10,6 billion 
2008: $ 10,3 billion 

ALTERNATIVE TRANSPORTATION
� Hybrid vehicles 
� Biodiesel fuel 
� Car sharing programs 
2005: $ 6,12 billion 
2008: $20,7  billion  

ALTERNATIVE ENERGY 
� Renewable energy credits 
� • Green pricing 

 
2005: $ 380 million 
2008: $1 billion 

Source: Natural Marketing Institute. LOHAS Market Size 

Within the community of  responsible or 
the green consumers is formed and developed 
the market segment of the green tourists. Stud-
ies have found the following facts: [4]   

� 51% of German tourists consider envi-
ronmental accommodation is particularly im-
portant; 

� 50% of German, Austrian and French 
tourists appreciate protection of the environ-
ment as a priority; 

� 12% of Germans welcome the designa-
tion and differentiation of environmental ser-
vices from other services; 

� 90% by the British think it is the respon-
sibility of the hotel to protect the environment; 

� 87% by the British said they would pre-
fer to stay in eco-friendly hotel; 

� 50%  by the British said they would 
pay 30 pounds more for a two-week stay in 
eco-friendly hotel; 

� 59%  of Austrians choose their destina-
tion according to the criteria "good nature" 
and "healthy environment”; 

� 66% of Austrian tourists are willing to 
pay for more expensive accommodation in 
eco-friendly hotel;  

Green tourists have the awareness that 
tourism is a precondition for many different 
types of pollution such as: 

� Air pollution and noise – tourism in-
volves the use of various modes of transport 
and energy products, which enhances the 
deposition of harmful greenhouse gas vapors. 
Noise pollution from different modes of trans-
port, including those for entertainment such as 
jet skis, boats, snowmobiles and more violates 

and confuses  the local populations of flora 
and fauna; 

� Creation of large quantities of solid 
waste and garbage – in addition to the huge 
amounts of pollution while traveling, tourists 
tend to leave behind them also trash, like the 
"trail" ravaging the area and threatening the 
local flora and fauna; 

� Creation of large quantities of waste 
water – wastewater from hotels and other tour-
ist sites contaminate natural water sources and 
harm local ecosystems. 

Realizing the specified harmful effects of 
tourism, the green tourists reported the chance 
and the opportunity to help the environment 
while participating in tourist trips. From this 
perspective, the green tourists are defined as 
tourists with a friendly attitude towards the 
environment throughout their vacation in a 
broad tourist background.  

The green tourists identify themselves 
with eco-tourists, though some authors con-
sider the second as a sub-segment of the first. 
In a narrow sense, eco-tourists are those with a 
friendly attitude towards the environment dur-
ing their holidays that is associated with tour-
ism in natural environment. [2] 

Although the segment of  green tourists is 
growing, their behavior profile has not yet 
been well studied and described. Idea of it can 
be obtained indirectly through the advice they 
followed for one greener travel and green 
holiday stay. The recommendations to the 
green tourists for greening of the trip are:   

� Use trains and ferry rather than plane 
whenever you can; 

� If travel by air is necessary then buy 
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yourselves carbon credits;  
� Avoid large passenger ships; 
� Choose hotels that are also concerned 

about the environment and comply with it; 
� Use public transport whenever possible 

to reduce the harmful effects of the car; 
� If hiring a car is absolutely necessary in 

certain cases then try to find a car that most ef-
ficiently processed fuel; 

� Walk and ride bicycle as often as possible; 
� Use as long as possible the towels in 

your room; 
� Ask them to change the sheets at the 

end of your stay, instead of every day; 
� If you play golf, use playground that 

uses the recycling of  gray water ; 
� Take with you a cup of coffee and a 

bottle of water to avoid pollution and leaving 
trash behind yourself;  

� Wrap sandwiches; 
� Reduce the use of plastic bags for your 

purchases by putting all bought items  in one bag; 
� For items that are delicate or fragile, 

use your clothes to soften their transport; 
� Avoid big travel companies which im-

plement practices that pollute the environment  

Essence of the Green Hotel 

The hotels consume large quantities of 
various resources and have a serious negative 

impact on the environment. Research shows 
that a hotel with 150 rooms spends for a week 
as much water and energy as 100 four-person 
household spend in a year.[1]  

In response to growing market role of the 
green tourists, concepts and programs of green 
business practices occur that provide economic 
and marketing opportunity of hotel enterprises. 
They help hotels not only to reduce costs of re-
sources but also to distinguish in the minds of 
the consumers. 

The Green Hotels Association defines a 
green hotel like "environmentally friendly fa-
cility, whose managers are willing to set up 
programs to save water and energy and reduce 
solid waste, and saving you money in this 
way, they help for the preservation of our 
unique planet – the Earth”.[7] 

Economically, the application of the con-
cept "green" reflects directly of the profit from 
the activity and increases the value of the hotel 
in the long run. Thanks to it the staff stays in 
long term because management really cares of 
their health and wellbeing.  

In the marketing aspect the implementing 
the concept "green" allows and facilitates the 
establishment and maintenance of loyal clients.  

Summarizing the existing practices, we could 
systematize criteria and indicators to specify the 
concept of green hotel as follows in Table 2.[5] 

Table 2 
Examples of criteria and indicators 

for green hotel  

Stage of activity Criteria Indicative indicator 
Pre-production stage The energy consumption is lim-

ited 
At least 22% of the energy consumed 
to be from renewable sources 

Pre-production stage The water consumption is lim-
ited 

Water from the tap or shower <12  l 
/min. 

Production stage Ecologically oriented manage-
ment 

Staff training in implementation of 
the environmental measures and en-
vironmental behavior. 

Production stage The amount of waste production 
is reduced 

Collection, segregation and transpor-
tation of the waste to the designated 
for that purpose areas 

Production stage Conductive use of renewable 
resources and less harmful to 
the environment substances  

Limited use of harmful to the envi-
ronment disinfectants 

Production stage environmental education and 
communication  are encouraged

Information at the hotel for local pub-
lic transport 
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Conclusion 

Corporate and holiday customers are 
more and more interested in the ecology of the 
hotels they choose. Hotels that do not make ef-
forts to reduce carbon dioxide emissions, to 
save energy and water and pollute the envi-
ronment will become less attractive to the 
tourists.  
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��	��� 	 ������ � ����	 � ���	��	������� 
	�����	
 

��[. "-� �?_ �,@=,+' 
������� „�	
�
�	� �� ������”, ���� 

�,/;$,: "��<��%	 ��
��� ��� �� ��� 
�� ���
��� �����$��	�	� ��� ��C����� � 
���C�� �� ������� � 	���	�<�
�	� ��-
��	��%	�. ���<��	��� � ���%	� �� �	��-
��	� � ��������	� ��������� �� �����$-
���� �� 	��� �����, �	�%Q � � (�	 
��������	���� �	���. ���<��� � 	����-
������	� � ���������	� ��	��� � 	�'��-

�, 
��	� ����	 �� C���	 �����$��� ��� 
��
� ���� �	 �	���	�. ���<��	��� � ���<�-
���	� �� ������ ��
����	�, 
�	� ���$-
��	�� '���
	���	�
� � ������ �� �����-
Q�% ���$��		�. &C%���� � 
�B<���	� 
���% �� ����������	� �� ������C�����	�, 

�	� ��� ���'�� � ����������	� �� <���(-

�	� �����. 6�	���	 <�	�, <� � ������ 
���<�	���� 	����������% � ������ �� 
��C����� � ���C�� �� �������, � ��
���-
��	� � 
�	� ���
	���� ��<��� �� �����$-
����	� �� � �� �Q� 	��
��� �
	�����. 

�<;=�+# ">$#: ���C�� � ��C����� �� 

����, ��	��� � 	�'��
�, ���������� �� 
������C�����	�, 	���	�<�
� ����	��%. 

"�C�����	� � ���C���	 �� 
���� �� ��-
������� �� ���� ��� ��<� �Q�	����Q� 
������� � ��
�B<�	���� ��$�� ������	 �	 
��>��		� �� �	��� „}���(
� �����” � 
	���	�<�
�	� �������%	�%, ��������� 
�	 	�'��% ������, 	��
	��� � ���� �� 
��>��	. #
���(�� ����<����% ��
����	 
����	� �� �	���� ��������� �� ��C���-
�� � ���C��, 
�%	� ���� ��:  

� ������������ ���������� �� �����-
	� �� ����������;  

� ���
������
���% �� ��$�	���	�;  
� ��C����� �� ����	���� �� ��$�	�-

��	�, 
��	� ����
�	 ����� C����; 

� ���
� 	�
�<�	�� �� 
����;  
� �	�	��%; 
� ���
 �����; 
� �����
	���� ���������� � ������; 
� ���C����  ���������	�;  
� ��������%.  

��� �������%�� �� ���<���	�, ������ 

��	� 	���	�<�
�	� �������%	�% ��Q�	 
	�����	� ��� ��C����� � ���C�� �� ���-
����, � ��
����, <� ����	� �� �������� 
��������� <�	� ��$� �� C��� �������%�� 
<��� ���
	���� ���������� �� ��
���� 
���$� �� ��C����� �� ��$�	���. "����-
���, ��$� �� � ������, <� ����	�, �	��-
����� �� ���
	�����	� �� ��>-��C��	� 

������	�, 	�%C�� �� ��� ��C�� �������% 
�� �	��(���� �� ��	��% ����� �� 	���� � 
���C��		� �� ������ ���'��%Q� ��$�-
	���, ��������>
�  ����������	� ���$� �� 
��>-��C��% ��<��. 

�&b@�?% # ,%'J# @' J��[,?' J� @'\#�'@, 
# J�"\�� @' J,�?�@'< + %>�#?%#=,?*�%� 
J�,"J�#_%#, 

"�C�����	� �� ������� � �������% 

�	� ����� �� ���������� �� ���� �	 
��-
����	�, �	 
��	� �� C��� ��C��� ���'��%Q 
<���
 �� ��������� �� ��C���� ��C�	�� 
�%	�. �� ����� �� ������ �� ��C����� �� 

���� �����������	� � 	���%	 �� ������-

�	 � �����$�	 ��	���� �� ���'��%Q�	� 

������	�, 
�	� ������������  	��� � 
���	��	 �� �� ����	��%	 ����$�	����%	 
� ����$. "�C�����	� �� ������� � ����-
��<�� �����, � ���
�	� �� 
�>	� ������-
���� ���� � ���������	, ������	 �	��
�, 
C���	 ����(����� ��� ���%
��� �����%��-
��. �������	� � 	�'�������	�, ���������-
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	� ��� ������	� ���%	 �� �%��	�� ��
��	-
��
��% �� �Q�	����Q�	� �������, 
��-
	� 	���	 ��	���� �� ���(��	� ��C�	�� 
��� � ������	��	 ������ �� ��C����� � 
���C�� �� 
����. 

#���%	 ����� �� ��C����� � ���C�� 
�� ������� �C'��Q� (�	 �	���:  

1. &������%�� �� 
��	���� �� ��C����� 
�� �������. 

2. "�C����� �� 
������	�	�. 
3. ����<����� � �����	��%�� �� ��-

�������% �� 
������	�	� (�C��� �� �����-
����% ��$�� ����������%	� � 
������	�	� 
� �C��� �� ���������%  
������	�	�). 

4. #�C����� � ����%���� �� ����<���-
	� ���������%. 

5. ������� �� ��(���% � ����������� 
�� 
������	�	�. 

6. )���	����� � ����
� �� ������ �� 
��C����� � ���C�� �� �������. 

�J�,",<_@, @' *�#%,�## /' @'\#�'@, @' 
J,�?�@'< 

"�<���	� �� ����% ����� � ��	��%  
�������%��	� �� ��C����	� ��C�	�� ����-
��% � ���C'�����	� ���-'�� �� ���������� 
�� ��C�	��	� ����<�. �����>
� ��(���� �� 
���C��, 
�������	� �C�
������ ������$-
��	 ������ ������, <��� 
��	� �� ������-
�%	 ���'��� �� ��������� �� ��C����	� 
��C�	�� ������%, 
�	� ��������:  

� ��
�� � �	�	��	� �� ��C�	�	�? 
� ��
�� � ��C���	�	� �� ��C�	�	�, 


��	� �������%	 
������	�? 
� ��� � 
�B<���	� ���
	� �	 ��C�	�-

	�, 
��	� �������%	 
������	 C� $���� �� 
���� ����� �� 
������		��? 

&	������	� �� 	��� ������ � ����	  
����	�� ������	 �	 ������� �� ������-
%	�, ���$��	��	� '���
	���	�
� � ���-
���� �� �����Q�% ���$��		�, 
��	� ���-
���%��	 �� 
������	�	� �� ����%	 (�����-
	� � �� C���	 �����<���. 

6������	 �� ���$��		� ��$� �� C��� 
��������� 
�	� ����� �� ��C����� � ���-
�������� �� ���������% �	���� ����$�-
���	� �� ���������� ������%, 
�%	� Q� 
������ ����� �� ���$��	��	� '���
	�-
��	�
� � �����	� �� ���C��, �C�<����, 
����
� �� ��C�	�	� � ���������� �� �����-

�����	� >. ��� ����<�� �� ��C���� �%	� 
� ������ �������%	�� �� ������ � ���C'�-
���� ����	�%��	� �� ������ �� ���$��		�. 
�����
� 	��� 	�> ���� �����$��	 �� ���-
���
� ���� �Q�	����Q�	� ���$��	�� 
'���
	���	�
� � ������� �� �����Q�% 
���$��		� ����Q�	 C���Q�	� ��$�� �� 

������%	�. ^� 	��� ��� �����������	� ��-
��	 �� ��������	 ��	��� 
�	�: ��C�B����� 
�� ��C�	�	�, ��C�	�� ��������, ��	���B	� 
 ��<� �����Q� ���$��		�, ���������, 

�
	� � ����� �� ������
�. O����	�	�	� 
�	 ����C�� 	�� ������ �� ���$��		� ��-
����	 �	��$���� � ���$��	��	� '���
	�-
��	�
� � ������� �� ��$�	��%. 

���$��	��	� '���
	���	�
� � ��
�-
���	, 
�>	� �<��	��� ����	� �� ��C�	�	�, 
���
����	� ����<�, �����$���%	� � �	��-
�����	�	� �� ����������	� �� 	������	� 
�������	��(���%. �% ����$� ��	�>�� �	-
���� �����%	� � ���� �� ���������� �� 
�����$���%	�, �
�B<�	���� ��������$��-
���	� � ��C�	��	� �����. �% 	�%C�� �� � 
	���� �� �����	��% %�� ���������% �� 

������	�	� �	���� 
������%	� � ��>-
��		� >, 
�	� �Q��������� �����	��% 
�����	�<�� �����������% �� ��C�	�	�. ��-
��
	���	�
�	� ����� �� ������%�� ���%	� 
� �� ���
�	����� ��
����	, 
�>	� ���� �� 
����	��� ��C�	�	� � ��>- ������
�	����% 
� ��� ���� ��	��������	� 
������	�. 

�������	 �� �����Q�% ���$��		� 
��� �� ��� �� ������� ����	��� �� „�����-
��%“ <���
 �� ��	��	��	� ������% � ���
� 
�� 
����	�����	�, 
�	� �����	��� ���-
��$��	 �� ����
� ��
��
� 
������	�	� � 
��C��$���	 �� �������% ��$�	��. �����-
������, �������	 �� �����Q�% ���$��		� 
� ��
����	, �����Q ��<�� �����% � '�-
��
	���	�
�, ���C'����� �� ����Q��� 
��$��	� �� ������%	�, �C�
������ ��C���-
�� 
�	� �Q�	���� � �������<�	����. 
#�Q�	����	� 
��	����, ��
����Q� ����-
�����% 	�����	 �� ��	��	��	� ���$��	, 
��$�	 
�	� ����� �� ��	��������	� �	%-
���� �� 
������	�	�. &	 ��% 	����, ���-
����<�	����	� 
��	���� � 	���, 
��	� � 
��� ���������% 	�����	 � ����� �� ��-
���%	 �����	� �� ��C���. 

� ���<��	� ��	���	��� � �����C�	��� 
��� ������ �� �������%�� �� ������� �� ��-
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���Q�% ���$��		�, � ������: 
� #����-	�<
���%	 ���� �� 6��
 O�-

�$��: 	�> �
�B<��: 
� ����<�
� '���
	���	�
�, 
�	� 

�����$��	 �� ����� �� 	�$�
 	����, ���-
(�� ���, ��<��� �	�
�	 � ���������. 

� ��	�$���% � �C��		� �� �C������-
���	�: ������������ 
������
���% � ���-
��������� ���	, ���C'����� �� ��C�	�	�. 

� &CQ� ���� �� ��	������	��	 � 
�����$��		� �� �������%�� � ��(����� �� 
���C����. 

� #�������� ���C��	�: �����%, 
�-
<�	�� ��� 
����	�����, �������  ��C�	�	�. 

� ��	����, �������  ��C�	�� ��� 
������
�	���� ��������%, 
��	� ����	 �� 
���%%	 ���'� ��C�	�	�. 

� ��������� �� ��C�	��	� �%	�, ��$-
����	 � �BC����	. 

� &C	�%	��	��, 
�	� �����$��	 �� 
��C�	� �	 ���� ��� ���C��	 �� ��C�	� 
��� ����������	����� ��C�	�� �����. 

� ��	-	�<
���	� �	��� �� �$�� 
)���� ���>��� �
�B<��: 

� �����>	��� ���'� ����� '���: ������-
C%�� ����<�
�	� '���
	���	�
� �� O��$��. 

� �������
���% � ���	: ����C�� '�-
��
	���	�
� �� ��	�$���%	� ��� ������ 
�� O��$��. 

� ������� ���C��	� � ����$C�: 
'����  ����	� �� ��	������	��	, ���-
<��� �	 O��$��. 

� )�	�����%: $������	� �� <���
 �� 
��$��� ���'� �� ��C�	��	� �%	�. 

� ������C%����: �
�B<�� ��<��	�� 
��
	���, 
��	� ����	 �� �
�$�	 �����>	-
���, 
�	� �������� ���C��		� �� ���-
�%��  ���C����� 
����	�. 

� ��>	��	����	 ����������	� �� ���-

��� ������� �� �����Q�% ���$��		� � 

����	�����	� ��$� �� �
�B<�� 	���� �� 
�C�
	����	, ��C��� �� �	��(���� �� 
������
�	� �� „��������	�“ ��������� � 
���(�� ��� �� ��	��������	� ��$�	���. 
#�Q�	���� ������	� �����$��	 �� ��	��-

��� %��� ����� �� ��
��������% ��� ��-
��������	� �� 	��� ��
����	� � ������ �� 
������� �� �
��<�	���� ��(���� 
�> �� C�-
�� ���	�% 
������	 �	 	���� �� 
������%	�. 

'\#�'@, @' *'@"#"'%#%, 

��� ��C�����	� �� 
������	�	� ����	 
�� � ��������	 
�
	� ��	��(��, 	�
� � ���-
(�� ��	���. �������<���� ����������%	� 
� ��������� ���� ��C��� ���� �� � ���<� 

�� ��	��(��	� 
���� ��� 
�� ���(��% 
����� �� 	����. "%
�� 
������� ���������	 
 ������ ��	���, 
��	� ����	 �� � �����	 
��� �������� ��� ���<���� 
�� ������ 
����� �� ���� ��$�	���. "� ����� �%	�, 
	� ����	 �� ��������	 ����<��	� � ��$�-
	��� � 	�����	� �� 
����, ��	��		��Q� 
�� ���C'�����	� 
������
���%	� �� ����	� 
��C���� ������%, 
��	� ����	���%�� <�	 
�	 ��	��(��	� ��C�����. �����$�� � � 
��C��
�����	� �� �C%�� �� ��
��	�� ����-
��� � ��� ��	��(��	� ������� ���$�. ��-
��(�����	� � 	�������	� �� 
���� � ���-

�	� �� 
������%	� ���%
��� ����	 �� ��-
(�	 ���C����  ��C�����	� �� ��$�	��� 
�� ���� ��C���� �%	�, �� 	��� ���'�� 
���������� �����<�����	� �� ���� ��$�-
	��� �� 	���	� �������. 

&����������	� ����	 �� � ���<�	 � 

�� ���(�� 
��	�
	�, 
�	� CB��	� �� 	��-
�� ��� �������	�	�	� � ������������	� 
�<���Q�, 
��	� �Q� ����	���%��	 ���-
��$��	 �� ��C����� �� 	����	���� '���, 

��	� 
�� ��	�%Q�% �����	 �����(��	 
��� � 	����	�, ����	�������� �	 ����-
����	� �� 	�$���  ����� �������Q�	� �� 

������� �����	��. O�
����	� � �����	� � 
����� �����$��	� �� ���(�� ��C����� �� 

����. &C%��	� �� ��C�	�� ��	� 	�%C�� �� 
C���	 ���C���� � ������������� ��	�-
	�<�� ��C��, �� �� ����	 �� ������
�	 �-
�	��	��	� 
������	�. ��� ����������	� �� 
��<�	��	� ����� � ��$�� �� � �������� �C-
����	, 
�>	� 
������%	� $���� �� �������. 
� 	��� ��� �� ���� ��� � ����� �C��	�, 

��	� ��	�������� ����	 �� C���	 ������-
���� �� ���	�, 
�	� ��� 	%' � 	�������%, 
�����, 
���, 
������� ���	����, 
�������-
���, ��� �� �	������	� ���	� � ���(�. � 
	���	�<�
�	� ����	��% � ��-���
� ����-
%	�� �� C���	 ���������� 	�����������, 
����� � 
��� �C%��, �� �	�����	� ��	��� 
� ��
�B<�	���� ���'��%Q�. ���� ��	�<-
��
 �� ��C����� �� �������, 
�>	� 	��� 
�� ��-�����%��� � ��	����	, �� �������-
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�� <� ������	� ���% � 	��� ����� ����	��, 
���<���� �� �� C��� �� C��� ������%����. 

&�����	� ��� �� ��C�����	� �� 
���� 
� �����	����� �� ��>-��C�� ��<�� �� ���-
C�� �� 
��
��	�� ������ ����� �� ������-
���� ��C�	�, 
�>	� �����%�� ���	�C����	. 
��$�� � ����������%	� �����
���	� �� 
���������$�� ������ �� ��C����� � �� 
����%�� ������	� ���
	����	 �� �	��(�-
��� �� �����
�����	� �� ��	��� �	 	���� 
�� 
������	�	�. � ���������� � �������-
<�	���� 
������%	� �� ���������$�� � 
������	� �� �	��(���� �� ���'���	� � 
���C����	� �� �����	� �����$��	�. 

��<>='+'@, # J�,"�?%'+_@, @' 
#@!��$'[#_ @' *'@"#"'%#%, 

������	 �� ���C�� �� 
������	�	� � 
�������% 
�	� ����� �� ����
� �� 
����-
��	�	� �� ������ ��C�	�� �%	� �����	-
��� ������C����� �	 ��	���,  ��� �� � 
������ ��>-���'��%Q�%	 <���
 �� ������-
����%	�. &Q� ��� ���C�����% �������	 
��-
	�
	� �� 	��� �����. �����	� �, <� 	��� � 
���	����� �����, ��Q�	� '���	� ���	 
�����$��	 �� � �		���%	 �	 ���� ��� �� 
�	
�$�	 ������$����	� �� ��C�	�. �	���	� 
���% � �������  
��	����	� �� ���C��, 
�-
�	� � ���$� �� ��
	�, <� ������	 �� � 
�����(�� ��� ��
���. "�����%	 
��	�
	 � 

����� � �	����� �� ������	� ���� ������ 
���� Q� �	������ �� ���
����%	� �� ���$-
��		�, ���� Q� � ���(� � ��C�	��	� ����� 
��� �	��� � ���� Q� ��$� �� ��C�	�  
�-
����. &���%�� � � ����%	��		� 	� �� ���-
������ ��������������	� 
��	��� � ��<�-
��, �� 
�>	� ���	�<�	 ��>	��%	� � ������ 
�����. � ���	 �� � ������ �	����� �� 	��� 
������, 
�������	� � ��������� �� �-
C���	 ��	�	�<�� 
���<�	�� ���������% 
�� 
������	�	�, 
�%	� � ���C'����� � ���-
'��%Q� �� �	��(���� �� ����	�%Q�	� ��-
C�	� � ��>��		� �� ���$�	��	� 
�	� �%��. 
�����
� ������C�����	� �	 ��	��� �� 	��� 
���, �%�� ���������� ��<��, 
�>	� �� � 
���CQ� ������	 �� ��>-��C��, ��C��� 
�-
	� � ��� ������� ����	� �� �<�	�� �� <�-
��(
�% ��
	�� � 	��� �����. ������ 	��� 
���������	� �� �%
�� �	 	�'��
�	�, 
��	� 
� ��������	 ��� ���C���, ��$� �� C��� ��-


�B<�	���� �������. 
�����%	 ��	��, 
�>	� � � ��>-�����%-

���, � ��	���B	�. �����
� 
��	�
�	� 
�� 
����, 	� � ���	����� ������	 � ������ �� 
���C�� � ����� 	���	�<�
� �����������. 
��	���B	� � ������$�� 
�	� ��>-����% � 
��>-��	�� ���'�� � 	���, ���� 
�>	� ����-
<�	� 
������	� �<�
��	 �� � ������%	. �� � 
C���, ���C�� �, 
���	� � �����$�� ������-
��, ���
	���� ��	�����	 �� ��C��. ^�	��� 
��-��$��	� 	�'��
�, �����
���� ��
���, 

�	� ��'���	��<��	� 	�	��� � ���	����-
	� �� ����
�, � ��-
��� � ���������� 
�� 
����, � �� ������ ��������� ��	����	���. 

�� ��%	� �Q��	 ������	 �� ��	��-
�B����� � �C����� �� ���������%, 
�%	� 
���� �����$��	 �� ����
� �� ��������		� 
�� 
������	� �� ���������� ��C�	�. }��� 
���� � ���� �� � ��(�	 �����	� <�	��� 
����<�: 

� O�(��� � ���� ����� 
������	 � 
���'��%Q �� ��C�	�	�. 

� ������%�� � ����%	��		� ����	� �� 
� ���(� � �Q�	����Q�	� ��C�	�� ����� 
��� � ����������%	� 
�	� �%��. 

� ������<�	 � 
������	� �� ��C�	�. 
� !	����%��	 � ������	� �<�
����% 

� ���
����% �� ��C�	�	�. 
&��� ��	���B	� �Q�	����	 ������ 

����� 	�'��
�, 
��	� �����������	� ����	 
�� ��������	 �� �C����� �� ���������% 
�	���� 
������	�	�. #��� 	%' � ��'�-
��	��<��	� 	�	���. �� � ��������	 �� ��-
<�	� �	 
�������	�, ��C��� ��� �������-
	� �� ��
������ ���$��	�, �� ��������� 
�� ������������	� �����
� � ��
�����	�-
	�, ��	������	��		� ��� '���
	���. "�>-
���	�����<��� � ��<��	��	� 	�	���, 	�> 

�	� <��� 	%' � ����� ���	 �� � ������� 

�
 '���	� Q� � ����%	  ���
����%	�, 
	��� � 	����	� �	��(���� ��� �� � ��-
��<� ���������% �� ��<���, �� 
�>	� ���-
������	 ���		� ��� 	���<�	��	�. "�����-
��� �	 	���, 	� ����	 �� �������	 �� ���-
��	� �� �����	 �C�
	���� � ��-����$��� 
��(���% ��� ���C��� �� 
������	�	�, ��� 
������ <� � ��������	 �� ���'��%Q ��<�� 
� � ������	����	 ��������. 

����� 	�'��
�, 
��	� ����	 �� C���	 
���������� �	 	���	�<�
�	� �����������, 
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�
�B<��	 ������	���� ��� �����<�� �����-
�� ��	���, 
��	� <�	� ���
��	 �����(���-
�� �� ���C���� ��� ������	 �� ������ ����. 
# ����������	� �� 	�'��
�	� �� ��(����� �� 
���C���� � ���
� ����� 
������	� ���	 
�����$��	 �� �����	����	 ���C��	 �� 
��C�	� � �
��, 
���	����	 � �����% �� ��$-
����<��	�� 
�����
���%. ���� ��	�� � 
����$�����	� „����������% �� 	�
�Q�	� 
��C�	�”, ��� 
�>	� � ������� 	�
�Q�	� 
��>��	 �� �����$��� � 
������	�	 	�%C�� 
� �����  ��%, �����>
� ��(���% �� ���C-
����	�, �� 
��	� � ��	�
�� � ������. 

�������%	 ��	�� �� �C����� �� ��-
�������% �	���� 
������	�	� ��� ��-

��� �������, � �� ��	������� ���	��. 
}��� ���� 	���	�<�
�	� 
������� �����-
���	 
��C�����% �	 ��<
� ��C����� ��-
���� 	�'��
�. �����
� (���
�	� �� ����-
������� 
�	� ��>-�C�
	����%	 ��	�����	 
�� ���
��%, 
�>	� ���� ��>-	�<��	� ����-
���� �� C���Q�	� �����	�	�, 	� � �Q� 	�-

� ��$�� �� ����
	�����, �������
� � 

���	����Q�. ������ 	��� ���<���, ��>-
<�	�, �� �� ����	����, � ��������	 ��� 
�����<����� �� ��������
� �������. 

�&\#�'@, # ?�'+@_+'@, @' J�<>=,@'%' 
#@!��$'[#_ 

� �������	 �	 ���� �� ��C�	�	� � � 
��<�> <� ��� ����<� �	 ���� 
������	, 
�����Q�	� 	��
� �	 ������ �� ��C����� � 
���C�� �� 
���� � ����	�%��	� �� ��������-
	���� ���$���� ���
 �� 
������	�	�, <��-
	� C�������% � ��	������ � � ��	��		��� 
 �������, ����$�Q � � ���
�	� �� 
����-
	��	��	�	�. ��������������%	 ��	�� �� 
�	��%��	� �� � �����$���� � ��������  
��
����	�	�, ���<��� ��-����. ���� ���'�� 
��$� �� � ������� �� 	��� � �	���	�<�� 
������� �� ��
� 
������	 �� ��	 �	���: 

� !	���$������ �� ������ 
��	���� 
�� ��������	����% ��C��. 

� ����	�%�� �� �C	��� ���
  ��-
������� C��> 
������	� �	 	���� �� ��
� 
�	����� ���
������. 

� O��
������ �� �����	� � ���	 �� 
��	����� �� 
�����, �
� �%�� 	�
��. 

� ��
��% �� ���<���	� �%
�� 
��-
����	� �� � ������<�	���, � ����� ��. 

� ����	�%�� �� �
��<�	���� ���
 
��� ��������� � 
��������. 

�/,$'@, @' �,c,@#_ # #@!��$#�'@, @' 
*'@"#"'%#%, 

#��� 
�	� � �C���� ���C'�����	� ��-
�������% �	���� 
������	�	� � 	� � 
���$����� � ��������	���� ���
, ����-
������%	� ��C��� ��>-���'��%Q�%	 
����-
��	 �� ��C�	�	�. ��C����	� ����, 
�
	� � 
�	�����	� ���	�����	� �� �%	�	�, 	�%C�� 
�� C���	 ����������� �� ��(����	� ��� 
�����$�� ��>-
��	�
 ��
. &C��	��	� 
����
�  �	�������	� 
������	� 	�%C�� �� 
C��� 
��
��	�� � �� �� ������� �� ����%	 
������� ��Q� �� � ���	� �� ���$��		�. 
������Q�	�� �	 
��	��
	����	� �C��	�� 
����
� �, <� � 
��% �� ������ �� ��C����� 
� ���C�� ����������%	� �� �Q� ������$� 
����$�	���� ����$. 

��@#%��#@^ # �[,@*' @' J��[,?' J� 
@'\#�'@, # J�"\�� @' J,�?�@'< 

^� �� � <�	� �%��	��%	 ����� �� 
��C����� � ���C�� �� ���(��, � ��$�� 	�> 
�� C��� �������	 �	 
������	�	� 
�	� ���-
������, �� C��� ���	�C����, ���� �� ���	-
��C�, �������� 
�
	� �� ����������%	�, 	�-

� � �� 
������	�	�, �� C��� ����$��� � 
�������. "���$���		� � �	��% �� 	�-
���	�, �� 
�%	� 	�'��
�	� �� ���C�� ��
��-
�� ��	�%�	�� � �����	�	�	� ��� �����
-
��	�� ���	��C�. �������		� ��$� �� � 
������$�� � 	�� �����<�� ���
	�: ���(��-
	� �������	 � �	��% �� ������ ���� 
���������	� �� ���C�� � ������� ����� 

������	�	� � �����$��Q�% ��C�����	� � 
���C���; ���������	� �������	 � ������-
��  	��� ��
��
� �����	�	�	� �	 ������ 
����	 �� ����
�$�	 ����%	��		� 
������-
	�	 �� ��C�	� ���
	����, 
���	� � �����-
<��; �������		� �� ����$����	� ����<�-
��, <� ��	���	� �� ����
� �� ���������� 
�����% � ���	�� ��%�� ������%	�, �� 

�%	� � 	��� �������. "�
��%, ���
	��-
��		� �� ����������	� � �����	��	� �� 
����% ��$�	�� 	�%C�� �� � ������%��	, � 
������	�������	� �	 ��C�	�	� ��, 
�
	� � 
	��� �� �	�����% ������� �� C��� ��C�B-
������, �� �� ��$� ����������%	� �� �����-
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�� ��-��	�	�
 ������ �� ��C����� � ���-
C�� 
�	� �%��. 

�J�'+<,@#, @' $@�^��\�'/#,%� – @�+ 
J�"`�" + >J�'+<,@#,%� @' =�+,c*#%, 
�,?>�?# 

����	� ��C�����	� � ���C��� �� 
���� 
� �����(��	 � ��-���%�� �������
� � 

��	���� ���	���	��, � ����������%	� � 
	���� �� ���<��	�� ���%	� �� 
��	����	� 
������C����� � ������, �����$����	� �� 
	��	���% � ���
���� �� 	��� ��� ��������-
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RECRUITMENT AND SELECTION OF PERSONNEL IN 
TOURISM INDUSTRY 

Associate Professor Asya Pencheva, Ph.D. 
Department ‘Economy of Tourism’, UNWE 

Abstract. The scientific report aims to 
reveal the possibilities for recruitment and se-
lection of personnel in tourism industry. It 
emphasizes the role of the systematic and for-
mal procedures for conducting this process 
consisting of six sequential stages. Traditional 
and contemporary methods and techniques 
that can be implemented in each of the stages 
are indicated. The significance of specific 
documents like the job description and the 
personal specification, are pointed out. The 
crucial role of diversity management as a new 
approach in human resource management is 
explained. The author conceives that there is a 
significant transformation in the recruitment 
and selection process while the proven to be 
useful traditional manners of carrying it out 
are still of the day. 

Keywords: recruitment and selection of 
personnel, methods and techniques, diversity 
management, tourism industry. 

The process of recruitment and selec-
tion of personnel aiming to fill new or al-
ready existing positions is a crucial element of 
human resource activity in all tourism organi-
zations, irrespectively of their size, structure 
or activity. Recent surveys has revealed a gen-
eral lack of systematic procedures for re-
cruitment and selection, which results in such 
things as: 

� expensive use of management time; 
� retraining performers; 
� recruiting replacements for individual 

who leave very quickly; 
� high-labour turnover; 
� absenteeism; 
� low morale; 

� ineffective management and supervision; 
� disciplinary problems; 
� dismissals. 

Clearly then it is important for organiza-
tions to consider how they can approach re-
cruitment and selection to increase the likeli-
hood of a successful appointment/ decision 
and in cost effective manner. Reflecting this 
latter idea of cost effectiveness it is important 
to recognize the contingent nature of recruit-
ment and selection.  

Indeed, in considering why it may be dif-
ficult for tourism companies to recruit and se-
lect personnel, it is recognized that the lack of 
formality can often be overcome by effective 
use of local networks in recruiting employees. 
For example, it may be suggested that the per-
son responsible for selection should have a 
good knowledge of the local labor market and 
be able to make the best use of informal net-
works to find suitable employees. 

Nature and stages of the process of 
recruitment and selection of personnel in 
the tourist organization 

Recruitment of personnel is defined as 
‘a process of generating a pool of candidates 
from which to select the appropriate person to 
fill a job vacancy’1. In that process organiza-
tions are seeking to attract and retain the inter-
est of suitable candidates, whilst at the same 
time also seeking to portray a positive image 
to potential applicants. Recruitment is a dy-
namic process, as within organizations people 
are constantly retiring, resigning, being pro-
                                                        
1 Beardwell, I., Claydon, T., Human Resource Management: 
A Contemporary Approach, 6th ed., Pearson Education, Lon-
don, 2010, p. 10. 
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moted or, at times, being dismissed. Changes 
in technology, procedures or markets may all 
mean that jobs are re-configured and become 
available to the external labor and thereby 
trigger the recruitment and selection process2. 

The process of recruitment and selection 
of personnel can be divided into six stages: 

1. Defining criteria for recruitment. 
2. Acquiring the applicants. 
3. Getting information from the appli-

cants and of the applicants as well as giving 
them information. 

4. Collecting and comparing the informa-
tion received. 

5. Making the decision about the recruit-
ment and informing the applicants about it. 

6. Monitoring and evaluating the success 
of the process and its consequences. 

Defining criteria for recruitment 

The recruitment and selection process be-
gins with determining what the vacant position 
is and the knowhow required performing the 
working tasks. Having decided to recruit, or-
ganizations will ordinarily consider a range of 
questions to determine how they might ap-
proach filling the vacancy: 

� What does the job consist of? 
� What are the aspects of the job that 

specify the type of candidate? 
� What are the key aspects of the job that 

the ideal candidate wants to know before ap-
plying? 

Conventionally the answers to these ques-
tions will be provided by job analysis, the job 
description and person profile, which allow the 
candidates to gauge their chances of being ap-
pointed. 

Job analysis may be defined as ‘the 
process of collecting, analyzing and setting 
out information about the contents of job in 
order to provide the basis for a job description 
and data for recruitment, training, job evalua-
tion and performance management’3. Under-
taking a job analysis may not be necessary for 
                                                        
2 Pencheva, A., Strategic Management of Human Resources in 
Tourism Industry, Proceedings from the International Scien-
tific Conference ‘Business: the Positive Force of Society’, 
New Bulgarian University, Sofia, 2013. 
3 Armstrong, M., Handbook of Human Resources 
Management Practice, Kogan Page, London, 2009, p. 12-13. 

every time a vacancy arises. It allows for an 
examination of whether existing job descrip-
tions and person specifications/competency 
profiles are appropriate for future needs. In 
case organizations carry out such a process, 
they may use one or more of the following 
methods: observation of the job, work diaries, 
interviews with job holders and questionnaires 
and checklists. The output from such job 
analysis results in the job description and per-
son profile. 

The job description is ‘a document that 
outlines the purposes of the job, the tasks in-
volved, the duties and responsibilities, the per-
formance of objectives and the reporting rela-
tionships4’. It will give details of the terms and 
conditions, including the remuneration pack-
age and hours of work. It should aim to pro-
vide clear information to candidates about the 
organization and the job itself, such that it acts 
as a realistic preview of the job. On the other 
hand, the job description also serves as a mar-
keting document that seeks to make the job 
look attractive to potential applicants. 

The person profile should aim to provide 
a profile of the „ideal“ person for the job and 
a framework to assess how close candidates 
come to being the ideal. Conventionally the 
person specification is a document which de-
scribes the personal skills and characteristics 
required to fill the position, usually listed un-
der „essential“ and „desirable“ headings. 
The essential criteria from the minimum stan-
dard expected for any given job and will form 
the basis for potentially rejecting applicants. 
On the other hand the desirable criteria are 
those things which are considered over and 
above the minimum and should provide the 
basis for selection. 

In the academic literature there are two 
most important person specification models 
for defining the profile of the person: 

� Alex Roger seven points plan in-
cludes5: 

� Physical characteristics, such as the 
ability to lift heavy loads or appearance, 
                                                        
4 Armstrong, M., Handbook of Human Resources 
Management Practice, Kogan Page, London, 2009, p. 14-15. 
5 Banfield, P., Kay, R., Introduction to Human Resource 
Management, 2nd ed., Oxford University Press, Oxford, 2012, 
p. 25. 
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speech and manner. 
� Attainments including education or pro-

fessional qualifications, work experience con-
sidered necessary for the job. 

� General intelligence, such as the ability 
to define and solve problems. 

� Special aptitudes like skills, attributes 
or competences relevant to the job. 

� Interests related to work or leisure pur-
suits that may have a bearing on the job. 

� Disposition which is job-related behav-
iors, for example demonstrating friendliness. 

� Circumstances, for example domestic 
commitments or ability to work unsocial 
hours. 

� Munro Fraser five – fold grading sys-
tem is provided6: 

� Impact on other people – similar to 
Roger’s physical make-up. 

� Qualifications and experience – similar 
to Roger’s attainments. 

� Innate abilities and aptitude – similar 
to Roger’s general intelligence. 

� Motivation – a person’s desire to suc-
ceed in the workplace. 

� Adjustment – personality factors that 
may impact on things like ability to cope with 
difficult customers. 

Actually the use of person specifications 
and competency framework may still involve 
a degree of subjectivity, especially in judging 
which potential employees have the „right“ 
kind of attitude or appearance. Clearly, then, 
there is a potential for overt and not so overt 
forms of discrimination in how person specifi-
cations and competency frameworks may be 
used by those making the final decision about 
who is to be employed by the organization. 

Acquiring the applicants 

When acquiring the applicants, both inter-
nal and external recruiting methods can be 
used. Initially, there may be a choice as to 
whether the organization looks to somebody 
within the organization or alternatively looks to 
the external labor market. Some organizations 

                                                        
6 Banfield, P., Kay, R., Introduction to Human Resource 
Management, 2nd ed., Oxford University Press, Oxford, 2012, 
p. 28. 

have a number of methods which they can con-
sider in seeking to engage with their target market 
for new employees. First, they may use existing 
employees, to search for persons matching the 
qualification of the new vacant job, which is in-
cluded in internal recruiting. They also put inter-
nal job advertisements to the company intranet. 
Sometimes promotions or transfers within the 
company solve the recruiting problems for a new 
vacancy but this method requires new recruitment 
for the old positions.  

Alternatively the organization may choose 
to use external contacts, such as job centers. 
University and vocational school recruiting are 
also useful ways in finding talented people who 
are just about to graduate, but also find students 
interested in completing an internship in the 
company and afterwards considering a full time 
job. Other key aspect of looking externally for 
new employees is the importance of advertising 
and media. When thinking about where adverts 
are best placed organizations need to be cogni-
zant of the labor market on which they are hop-
ing to draw for a particular job. In using the 
printed media it is important to consider the 
manner in which organizations can portray the 
desired image. On the other hand there are 
other areas which can potentially be used in-
cluding TV, radio, cinema, careers exhibitions, 
conferences and open days and posters. Unfor-
tunately, TV, radio and cinema adverts are 
much less likely to be used by tourism organi-
zations but the other mentioned aspects though 
could all be conceivably used. Finally, another 
source of recruitment, which is increasingly 
popular, is Internet. Although the Internet is 
playing a growing role in organizations recruit-
ing strategies, its importance should not be ex-
aggerated.  

In reality the aim should be to ensure the 
best method to hit the particular target group 
for a particular job and in a cost effective 
manner. It is important for organizations to pe-
riodically review the recruitment process and 
evaluate its effectiveness against sufficient in-
terest from suitable applicants7. Additionally, 
                                                        
7 Tadarakov, D., Franchising: Effective Instrument for Gener-
ating Working Places in Tourism, Proceedings from the Inter-
national Scientific Conference ‘Labour and Social Defense – 
European and National Challenges’, University of National 
and World Economy, Sofia, 2013. 
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the organization may also want to consider the 
issues of costs and equal opportunities issues.  

Getting information about the applicants 

The process of selection of candidates 
is defined as ‘the process of assessing job ap-
plicants using one of a variety of methods with 
the purpose of finding the most suitable person 
for the organization8’. Another two points 
complete the context of that process. The first 
idea is that it is a two-way process, because 
people have the option to pull out of it or turn 
down a job. The second one is the selection 
criteria due to the fact that the selection proc-
ess does not take place in a vacuum. There is 
also the context of whether the person will 
match the job requirements, will he fit in with 
the group of work team or department and be 
able to work with colleagues. Another concern 
is whether the person will fit with the organ-
izational culture and the way things are done 
in a particular organization. In attempt to find 
this out companies are in need of obtaining 
sufficient amount of information about the ap-
plicants that is necessary and relevant regard-
ing the coming job performance and company 
operations. Despite this diversity of methods 
to do that, there is no one best way which is 
universally recognized as the best, especially 
given the level of human involvement in the 
process. Thus, an examination of some of the 
techniques that are utilized in the selection 
process would prove to be useful. 

The first method, which is the most popu-
lar, is that of the interviewing. Although criti-
cized, it is usually the central element of the se-
lection process in many tourism organizations. 
The interview is seen as the most straightfor-
ward and least expensive approach and what 
the most candidates would expect. It is quick, 
convenient and when done well, an effective 
selection tool. Therefore, the more sophisti-
cated techniques emerging recently, such as 
psychometric testing and assessment centers, 
are in addition to rather the replacing it.  

Essentially, the interview process is about 
gathering information which allows for an 
                                                        
8 Boella, M., Goss-Turner, S., Human Resource Management 
in the Hospitality Industry: An Introductory Guide, 8th ed., 
Taylor & Francis Ltd., Oxford, 2005, p. 23. 

evaluation of the appropriateness of the indi-
vidual for a particular job. Its purpose is to ac-
cess four objectives: 

� To decide if an applicant is suitable for 
a job. 

� To decide if the person will fit into the 
existing work group or organization as 
a whole. 

� To attract applicants to the job. 
� To communicate essential expectations 

and requirements of the job. 
Beyond interviewing there are a number 

of other techniques which organizations can 
conceivably utilize in gathering information 
about the applicants such as psychometric 
testing. Organizations are increasingly using 
them, particularly for managerial positions, to 
measure individual difference in aptitude, in-
telligence or personality. The most controver-
sial of them are personality tests, which are of-
ten described as Orwellian or biased, manipu-
lative and intrusive as they attempt to assess 
how people will cope with demands, stress 
and rigidity or to gain information about atti-
tudes to authority or creativity. In spite of that, 
psychometric testing can help organizations 
make objective and more reliable selection de-
cisions as long as they are used in an appropri-
ate manner and administrated properly. 

Other methods which could be used by tour-
ism organizations include things like presenta-
tions or various group methods which often in-
volve problem solving or some element of role 
playing. By undertaking such problem solving in 
small groups applicants have the opportunity to 
demonstrate things like ability to work within a 
group, creativity and interpersonal skills. One fi-
nal method is the so-called in-tray exercise 
which stimulates an in-tray of a manager and the 
applicant has to go through the tray and make de-
cisions on the problems that they find. 

Finally, we come to the last method of 
collecting information about the applicants, 
the assessment centre, which ordinary refers 
to a process rather than a physical centre. As-
sessment centers utilize a mix of all of the 
above techniques and due to the opportunity to 
use a variety of methods they are often de-
scribed as the “Rolls Royce” of selection 
methods. Although widely considered to be 
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the most objective and best predictive selec-
tion tool for future performance, they are also 
complex to design, time consuming and 
costly. Therefore, often, though not exclu-
sively, reserved for appointing managerial or 
graduate level staff9. 

Collecting and comparing the information 
received 

Depending on the type of job, and pre-
suming that there is more than one candidate, 
the next part of the recruitment and selection 
process is the notion of shortlisting the candi-
dates whose background and potential are in 
accordance with the profile contained in the 
person specification framework. The conven-
tional method for the procedure is to shortlist 
by comparison with the documents mentioned 
above. Another approach is likely to be based 
on a rigorous and systematic view of each 
candidate via five stages: 

� Essential criteria for shortlisting. 
� Individual selectors produce their own 

list of a given number of candidates. 
� Selector reveal list and try to reach 

consensus, if still not clear. 
� Discuss why certain candidates are pre-

ferred and others not. 
� Produce final shortlist after negotiation 

and compromise. 

Making decisions and informing the 
applicants 

After the information concerning the ap-
plicants has been collected and they have been 
shortlisted, the company chooses the most 
suitable applicant for the job. The chosen per-
son as well as the other applicants should then 
be informed about the decision, as soon as 
possible. The feedback to the non-chosen ap-
plicants ought to be specific and to allow them 
to fully appreciate why they did not get the 
job. A benefit from giving constructive feed-
back is that at the end of the recruitment and 
selection process the organization is still main-
taining a positive image. 

                                                        
9 Hayes, D., Ninemeier, J., Human Resource Management in 
the Hospitality Industry, John Wiley and Sons, New Jersey, 
2009, p. 32. 

Monitoring and evaluating the process 

In order for the overall process of re-
cruitment and selection to be considered suc-
cessful it is important that it is considered fair 
by candidates, is cost effective, user-friendly, 
acceptable to both the organization and the 
candidates, and is reliable and valid. The re-
liability refers to the extent to which a selec-
tion technique achieves consistency in what it 
is measuring over repeated use. Validity can 
be seen in three different ways: face validity 
refers to the issue of whether the selection 
procedure was seen to be valid to candidate 
and tester; predictive validity is concerned 
with whether the outcome selection able to 
predict the ability to perform effectively when 
in post; content validity is about ensuring that 
the test or exercise in assessing certain skills is 
actually relevant to the job in question. Fi-
nally, the new employee’s job performance 
and development should be followed, and both 
employee’s job satisfaction and colleagues’ 
satisfaction be monitored to be able to further 
develop the recruiting and selection process as 
a whole. 

Diversity management – a new approach to 
human resource management 

When recruitment and selection are being 
carried out in a larger geographical and cul-
tural area and the company wants to highlight 
the role of cultural diversity in the process, es-
tablishing a recruiting strategy to support 
this purpose will definitely contribute to make 
it a success10. It should be clear when comes 
to diversity management and how the com-
pany intends to utilize it. The responsibilities 
and commitment also from management level 
need to be defined and operational principles 
be created especially for conflict situations. 
Then, all the standards, methods and proce-
dures regarding the applications, interviews 
and selection criteria should be agreed on in a 
way that they support equality and cultural di-
versity and the right target group of applicants 
should be reached. Furthermore, individual 

                                                        
10 Parusheva, T., Impact of Globalization on Multiculturalism 
of Tourist Destinations, Journal of Balkan Ecology, Volume 
16, No 1, 2013, pp. 57-61. 
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mentoring, development – and career planning 
in the longer time frame should be established 
to promote equality and also a just payroll 
should be generated. In addition having a 
strong organizational culture, which encour-
ages and respects every individual, creates an 
atmosphere of trust and confidence among the 
different cultures. Finally, evaluation and fol-
low-up of the recruitment decisions should ex-
ist as well as a feedback system, in order to 
find out about the actual realization of diver-
sity management. 

Diversity management as an approach to 
human resource management also means that 
the manager must understand that the more di-
versified the workforce become, the more im-
portant the social skills are. Moreover, differ-
ent methods and ways of communication 
should be developed in order to avoid misun-
derstandings and lack of information and to 
improve the effectiveness, communication and 
interaction between people. 

Findings 

Nowadays it is of a great importance for 
tourism organizations to develop formal and 
systematic procedures for a successful and cost 
effective recruitment and selection process. 

Companies in the tourism industry are 
provided with a great number of possible 
methods and techniques in which to approach 
the question of recruitment and selection. 

There is a constantly increasing responsi-
bility in the recruitment and selection process 
concerning the implementation of justness and 
diversity in companies. 

Conclusion 

Recently there has been a significant 
change in the recruitment and selection proc-
ess in tourism industry and, yet, a lot of com-
mon practices are still the same. The change is 
seen in the shift to organizations looking for 
the ‘right’ people, in the adoption of more so-
phisticated techniques, such as psychometric 

testing and in the implementation of diversity 
management in the human resource manage-
ment. Nevertheless, traditional forms of re-
cruitment and selection, such as interviewing, 
are still widespread and, moreover, evidence 
continues to suggest that the process in many 
tourism organizations often remains ad-hoc 
and informal, especially for operative and 
front-line positions. 
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������������	
� ���	��� – ��	
� ������	��� 

�<. '?. "-� ��"��*' ��@=,+' 
������� „�	
�
�	� �� ������“, ���� 

+��� �	 ����	� ����� �� 	������, 
�-
�	� � ��%��'� ��������
, � ����	�� ��� 
������������	� „�����	������“, ��� ��C-
�����<�
� 	������. ��> ����	���%�� 
���
	�
� �� '���, �	���Q� �� „��C�	�� ��-
<��
�“, ����Q� ��C������� 	���� � �� 
��	�>�� 
����.1 �����
� <� ��C�����<�-

�	� ��>��	 � ��C�� ����	�� �� '���	� �	 
����� ���	���	�%, 
��C�����%	� >  	���-
��� � �����	���� ���� %������, � ��(� 
��� 	% �Q�	���� � ������ �� ��% '�-
��
	�� – 	������������ � � �	 ��������-
���� ��	���	�<�� 	����$ 
�� ��-

��������� ����� �� 
����������� 	���-
���. �� ����<� ��	� C��%	 ��  ��C �>	�-
��	�, ����	��� �� ��C�����<�
�% 	���-
���, � 
��	� � ����	 ��	�	�, ���������� 

�	� ��	������ � �����������	�, 
�� 
��-
	� $����Q�	� ����	 �� � �C����	, �� �� 
	���	 	���	�-��C�������. &	 	��� �>	�-
�� 	��� %��, <� ���� �������	� ��� ���-
	���	�% �����������	�, ��������Q� 	���-
	�<�
� ��
����� �� ��C�����<�
� 	���-
��� �� ����<� �����	�<���	 ���	� ���-
����� ���'� 
�������������	� 	�����
� 
������ �� 	������. &	 '���
	���	�
�	� �� 
��C�����<�
�% 	������ ��$� �� � �����-
�� �����, <� 	��� ��� 	������ ����%	�� Q� 
	��� �� ��-������C����� �� ��Q�C � ���-
���	�������, Q� � ������� � � C���Q�, �� 
�Q�% ��<��, 
�
	� �
�	������	 ���(��%�� 
������ �, ����C��>
� ����<� �	 �	��<�	��-
��	� � <��	�, 
��	� '���
	�������	 ����-
��	� �������<���� �����. 

1. �&b@�?% @' "�\��+�<=,?*#_ %>�#/&$ 

#����� ���	� ���<���� ���%	��	� 
„	���	�-��C�������“ � �	��% �� ����� 
	���	�, 
��	� „�� �����<�� ���<��� �<�-
	��	 ��C�������, �� ����������� ��<�� �� 

����� �� ��%	� ��
����% � ��>��	�, 
��	� 
����	 �� �
�B<��	 ����������� ��� �C���-
<����� �� ��	�������	� C����	 �� �%
�� 
����� � �CQ�	��	�, ���	����%���� �� ��-
�������� ���� �	 �
����	� ����, ��� ��-
�<�� ���������% �� �CQ�	��	�“.2 

��C�������	� 	���	� �� C��� �� � 
C��
�	  „��C�	�Q�	� 	���	�“, 
��	� 
�C�
������ � 	���	�, ���������� ��	�-
����  ��� �� �����%	 ���	��� 	������ ���-
	�	. ��B<�� �����	 � �����������	� �� 
	���	�	�-��C�������, � ����	� �� �����-
Q���. ����	�	�-��C������� �� ����<���	 
��������$����� �� ����� �� 	%'��	� ��	�-
����. ���	� 	��� 	� ���Q�	 �� �����<�� 
��<��� �� ���������%	� �� �����(��	 ��C-
�����<�
� ��>��	. �� � �	��% �� ���-
��Q���	�, 	���	�	�-��C������� <�	� 
���Q�	 �	���	���� ����<�, �	
��
�	� C�-
'� �����	��� �� ���� „�������� ��<��
�“ � 
�Q�	� ��	�����%  �������	����% ���'�� 
�� C���	 � ����� �� 
����	�, ��� ����
	�, �� 

��	� 	� ������	 ��% ��C������� 	���. 

�� ��%	� ������� ��C�����<�
�%	 
	������ � ������<�� � �������<�� %���-
���. � ��	�%Q�% �����	 ��C�����<�
�	� 
��	�����% ����	 �� C���	 
�
	� 
��	
�-
��<�� ����
	� �	 �� �%
��
� ������, 	�
� 
� �� ��-������$�	���� ������ �	 �%
��
� 
�����, �� ��-���
� �	 ���� ������.. ��� 
�����	��Q � ����� �� 	�
�� ��� ��
�����, 

��	� �� ���	� �����
���� � �����
 ����� 
������C%��	 ���(��% 	�����
� ����� �� 
��
�	��	� ��	�����% �� �����% 	������. 

������ � �� � ��������  	�<��	 

��
� (���
� � ������	�������	� �� ��C-
�����<�
�% 	������, 	�> 
�	� 	���	�	�-
��C������� ����� <�	� �� ���<��	 ���	� 
�� ���	� ��	����� �� �����<��	� ���	� 
������ 	��' �	 ���$����%. ���C����-
	����	� ����
� �� ������% ������ � �����-
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���� <��� ��	����	 ����<����%  ����Q	� 
�� 
�B<���% 	����� „��C������� � <�$C�-
��“, 
��	� ��
����	 ��� 1 ���. ���Q���% 
����(��,  (���
� ���� �	 �����$��	� �� 
����C�� ���$��%����%. � �����	� ��� 
����� 	�������	���, 
�
	� � '�����	���� 
�������	��	���� �����������, 
��	� 
��������	 �� ��	����	� �����$��		� �� 
�<�	��	 � ����
	�, 
��	� ����	 �� �����-
��	 � �����	��	� �� �CQ��	�	�, ����%	 ��-
�<�� ���������%, ��� ������	 �� �
���-
��<��	� � 
��	���� ���	����%���� � ��	-
��	��	� ��	������.3 

��
�<����	� �� ��	���� 
�� ��C��-
���<�
�	� ��	�����% � ��Q�C��	� ���(�-
�%���� ��  �����$��	�	� ��, � �������-
�� '���
	��� �� ��>��		�. �������	 ��-
��	�� C���� � �
	������� ���� ��������% 
�� ��
 � ���
��%	� �� �����% 	������ 
������ �� ��%��	� �� ���� ����� �� 	���-
���, �%
�� �	���%��Q� ������������� ��-
	����, ����� – ��
����Q� $������	� �� 
��	����	���� ���'�� 
�	� �	�><���% 	�-
�����. ���� �C��Q��� 
�� „������	�“, ��-
���
� ������ �����
	� �
��� ���%�� ���-
��>	��� ���'� 	������  �����	��	� � ��-
��	����	� �� �����%���		� �� ��	����-
	����% � �
�	������. ��������	���	� � � 
����������� �	 	��� ���� � �������Q� 	�-
��	�	� ����, 
�%	� � ����<���� �� �
�-
���	���	, �� �� ������%	 �Q� ��-������ ��-
<��C� <��� �����	��%��	� �� ���� ���$�-
�%����% � ��-��C� �����	�	� �C��	�. � 
�����	�	 �� 	��� ��	����	����%	 	������ � 
�
�	������, �	 ���� 	���� �����	��%	 �� 

����	� ��Q���	�, <� ���(� ��Q� �����-
��, � �	 ����� 	���� ����	 �� 	�������	�-
��	� �����$��		� �� ��<��%	 ����. 

2. ��^'@#/#�'@ "�\��+�<=,?*# %>�#/&$ 

#����� "���������% ���	�� �� ��C��-
���<�
� 	������ ��� ����
�C��	���%, 	�-
�� ��� 	������ � „�%
� ��>��	, 
�%	� 
�
�B<�� ���
������ �� �������	��� ����� 
� �����(���� �� ��Q�, 
��	� ��� �� ��� �� 
C��� � ����� �� �%
��� (������� ��� ���-
��), �����<�� �	 C���
� ��� �������, ��� � 
����� �� �
����	� ����“4 

��C�����<�
�%	 	��� � ����� 	��� 
��>��	, �� 
�%	� � �������� �Q� � ����-

�� �������. "%
�� ��������	��� ��	��%	 
	��� ��� 	��� � ����	� �� ������%	� � 
����������	, <� 	� ��������� �	 ���
����-
	� ����
� �� ���	�
����%	� � � ��%�%�� 

�	� �
	��� �� ��	���	�<�� �����$���� �� 
�C���<����� �� C����		�, ��� �� �C������-
�� �� C����	� ����. ������	 „��������	-
��	� �����$���“, 
�>	� ��
	��� $���	� �� 
C�����������	� � ������	�, ����<���, <� 
������  C���		��	�, ���		� � ���	�$�, 
���� � �����	 
�� ��C�	� � 	��� � �����-
��	�>�� ����$����. ����� �	����� � 	�-
���	��� � ����	� �� 	������ <�	�	, <� 
��C�����<�	��	� � �CQ�	����%	 ��' � 
������ ���(��% � ��� � ��(� ���  ��-
��Q	� �� ��	��	� �������� �� 
������	� 
�� ����� �� �����	� ��������% � #������ 
6����
�. 

� +����� �����	� ��	���� ��>�� ��-
���� ���� ����� �� ������% � ����� ���-
Q�$����, 
��	� �
����	 ���<�	���� ���%��� 
���'� ��'�
�	� �� �C�
������	� '��� � 	�-

� � �������% ��	%	 �� ����$����	� �� ��-
������ „��C�����<�
� 	������“. ���� 
1919 �. )�$���������	� ����������% �� 
'��	���
�	� ������	� ���������� ��$-
���������  
���������% � �������%, �� 
����� �� 
�%	� (��>������	 ���� ������ 
����	��% ���%	� �� ��$��������� �
�� �	 
��C�������, 
��	� �� ��C�	%	 ������, �� �� 
������%	 Q�	�	� �	 	�
�-Q� ���
�B<���	� 
��>��. ���� ���% � ������� �� ��������$�-
���	�, <� ��C�	�	� ������, � ���%	��
� ��' 
Q� C��� ����� �� ��������	, 
��	� C� 
����� �� ����
��� ����	� �� ������	�. ���-
��	�	� ���������� �	 �CQ�	��	� 	����� 

�	� ��������� � ����Q �� ������	�, � 
������Q�	 � ������	��
� �� �����
����	� 
�� ��C�����<�
�% 	������. +	� �%
�� ���-
���� �� ��C�����<�
� ��>��	� � ������	� 
��$�� �����	� � �	���	� ��	���� ��>��, 
	����� ������	��
� ������	��� �� ����-
��� �� ��C�����<�
�% 	������: 

1920 �.  –   ����� ��C�	�� ����� � ��� 
+��, C���� �� ����B� 

1924 �. – ����� ��C�����<�
� ������ 
����� � ���>����% �� ���<�	���� �� ���-
������	� ��� ������ 

1928 �. – ��C������� ��<�	��	 ����-
��	� �� ��
� O�>� � ?�'	��Q�>� ��� 	�$-

� ���������% 
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1930 �. –  ��C�����<�
� 	����� ����� 
� ?����� (������%) �� ��<�	���� �� ���-
	�(���% ��� ���������% 

1931 �.  –   O�C�	�� ����� �� ���	���-
�%���� �� �������	� � �����	� �����(��-
��	 �� ������� � 6����% �� ����� �� ���-
���%	� 

1934 �.  –  ���	����%���� �� ���	� � 
�C��		� ��'�� (����%) ��� ���	�(�	��-
�� ����	������ 

1937 �.  –  ����������� �� ������� 
���� �� ����� �� ����
�	� ���$���
� 
��>�� – ���
����% �� C�$���� � ��'�����-
��	� ��. 

� 
��% �� �	���	� ��	���� ��>�� 	�-
�� %��, <� ��	��������	 ��$�� ������	� 
�� ���(��  ����$����	� �� �	� O�� – 
������ – ��
��. ���	� 	���, ��	�	 ��-
	������ � ������% �� ��� ������, ����	��-
�%��Q� ��� ������� �����<�� ����	�<�
� 
��������� � �	���, ������ �	 #6�, �	 
���� 	����, � ###O, �	 �����. ^���<�� 
���	� �� #	�����	� ��>��. F������ ��$�� 
<�	 �	 	��	���%	� �� ���	� ������ � ���-
(��%���� �� ����	� �� �� ���%��� �� ��-
	�. #	��'�	 �	 ��������	� �� �� ����<� 
	���� ��� ���	
� ���%��� ���	�
�� ���-
��
����	� 
�� ��>	��� � ���� 1961 �. � 
������� �����
��
�%	  ����� �� ����, 

�>	� ��� �� ��� �� � ��<��%	 ����	� � 
�����	� �� '���	� �� ����% �%	. "�����-
��� �	 ����	�<�
�	� �	����%, ������ �� 
��������	� �� ������ �� ����, 	�> ���� 
��<���	� �� ���������% ��C�����<�
� 
	������. �����
� #	�����	� ��>��, �����-
��	���� 	���
 �� ��C�����<�
�% 	������ 
���� �
�����<�
�%	 C�� ��$�� 1945 � 
1973 �., 
�>	� ������ �� �����<����� �� 
��C����	� ����� � ��	�����%	� �� ��	�-
���� �� <���
� �� �� ��
. ���� �
�����-
<�
� C��, �����<�����	� �� �������	� 
�����%���� � �����%����	� �� <����	� �� 
��C�	��% ��� ����	 �����$��	 �� '���	� 
�� 	��%	 �����%�� � ���' 
�
	� ���� 
��C����	� � �����, 	�
� � �� ����� �� 
��C�	�. 

��%��	� �� )����$
�% ��$��������� 
����� 
�	� ����������%, ����	��� �� ���-
��	��%��	� �� �����$��	� �� ��C�����-
<�
� ��	����� �� ����� '���, 
��	� $���-
%	 �� �����	 �<�	�� � ����
	�, �������-

��Q� ��	�� �CQ��	� � ��$��������� 
����, ����	���%�� �	�	���� ����B��% �� 
������ �� ������ �� ����. #'���� �����-
��%	�% � &C�������	� 
���	�� �  „&��-
����� ���>� (1978 – 1980 �.) � O���>� (1984 
– 1989 �.)“. �� � � ������� ��� ��	����$� 
�� ����� }���� � � ���� �����$��	 �� 
����� '��� �� ������	 � �����<�� ����
	� 
� ���������� ��$���Q� � 	���	���� �� 
��	�. 

3. �,?%#@'[## /' "�\��+�<=,?*# %>�#/&$ 

���		� ��	������  ��>-���%� C��> 
����
	� �� ������� 2003 – 2010 �. � ����% 
( 477 ����
	� ); ��	� O�
� (377 ����
	�); 
���� (316); +
����� (385); ����% (306); 
��>���� (317); =��� (357); #������ 6���
� 
(286); "���� (263); �������% (202 ����
	�). 
��� �CQ� �� ���<���% ������ � ��Q�	-
���� 3286 ����
	� �� ��C�����<�
�% 	���-
��� � ���<���	� 10 	�� ��	������.5 

��> 
�	� ����
	�	� �� ��C�����<�
�% 
	������ �� �Q�	�� � �� �
������ �� ��-
��Q � ���
���� �� ��$���Q�	� � �CQ��-
	� � 	��� 	����, 	� � �����	���� �� � 
�<�
�� �� �Q�	���� 	%�� ����
� ��$�� 
��$��	� �� ���� ��	�����% � C��% �� ���-
�
	�	� � ��%. # ��� �� � ���C��� ���� 	��� 
���	��� � 	�
�, 150 ���$��� � C��� 
�	�-
���������� �� 	�'��% 	�
�Q ����
 �� ���-
��	��, 
��	� ���� �����$��	 �� � �����-
�� �� 
��
� ����	� �� <���(
�	� �����	�� 
���%� ���'� ����<��	� �� ��C�����<�
� 
����
	� � ���
�	� �� ���� ���$���. ����
-
�	 �� <���(
�	� �����	�� � ��	�����	, 
�����C�	��, �� �� ��B	���� �CQ�	� 
�<�	-
�� �� $���	 � ������ 	����. ��
	��� 
�	� 
��� �� ����� �	 ��������	�, ������$�	��-
��	 �� $���	�, 
�<�	�� �� �C���������	� � 
���� �� �����	��	 � ��������	 �� ������-
��	� �� 	�>��	, <�%	� ��>-���
� ����
� � 
1,0. #	����	�  ����
 0,8 � ����<�	 	���� 
 ���
 ����
 �� <���(
� �����	��; 	�>-
��	� �� ����
� ��$�� 0,799 � 0,5 � <�-
	�	 �� �����, � ��� 0,5 – 	����  ���
 ��-
��
 �� <���(
�  �����	��.6  

)���� � ��
	���	�, ���%�Q� ���'� 
������	�������	� �� ��C�����<�
�% 	�-
����� – C��% �� ��������	� � 	����	�, 
������	� ��$�� � 	.�. &��� 	%', �%
�� ��-
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������	��� <�	�	, <� C��%	 �� ����
	�	� 
� ������ 	���� ��$� �� C��� �����%� �	 
�����
���� 
�	�	������� �C�	�%, 	.�. 	�-
��, 
��	� ��$� �� � ����<� „��(�� ��$-
��“. ������	� � ��'� �
��� �� �	��� ��-

�	 ���� 2004 �., ��������, ��$� �� C��� 
���������� 	�<�� 
�	� 	�
��� ���%�� 
�-
	�	����, 
�%	� ��
��� ����	� �� �����-
�� '��� �� ��	�. # 	��� ��$� �� � �C%�� 
�%�
�	� ����	���� C��% �� ����
	�	� � 
��>���� – ��
�	� ���� 2003 �. 	� � ��� 3, 
���� 2005 �. 	� � ��<� 138, �� �� ����	��	 
���� 2010 �. �� 176.  

#6� �Q� ��
���'� �����	�<�� ���-
��<���� �� ����
	�	� � ������� ��$�� 
2003 � 2010 �., �� ����� �� 
�>	� ��	����-
'� �	 ������� ��	����. ���� ������ ����� 
#6� ���� �. ��	����� 2005 �. – �� 	��� 
����� ����
	�	� � 	����	� � ����	���� 
�� 77, ��
�	� ���� 2010 �. ����	 �� 48. ��� 
� ����� ���$���, ��� 
��	� �Q� � �	C�-
�%��� C���� ����	���� �� ����
	�	� ��  
��C�����<�
� 	������ � ������� 2003 – 
2010 �., C�� 	� �� � C��� ������	� �	 �
	-
����� �C�	�%. #������ 6���
� �������-
��, ��������, �	 3 ����
	�  ���� 2003 �., �� 
135 ���� 2005 �., �� �� ��	����	 �� 184 
���� 2010 �. #�Q�	� � ��<�� � +
�����, 
����, ����% � =���. ���� �����<��� ���-
��$��		� ��-
�������������	� ������� 
��� �� ������%��	 �����	��	� �� ��C��-
���<�
�% 	������, � �� ���C'�����		� �	 
�
������ �� ��(�� ����Q. 

4. ���,*%# /' "�\��+�<=,?*# %>�#/&$ 

� C���	� ����� �� �����������	�, ����-
����Q� ��C�����<�
� 	������ �� ��	� � 
������� 3441 ����
	�, 
�	� 
�� 	%' ��� 
���
�<��� � ������ ����Q�� ��>��	�. &	 
	��� ����� ��� �������� ������$���� � 
�-
	�����������, 	��� %��, <� C���� 1000 
����
	� �� �	�����%	 �� 
��	����	� �� ��C-
�����<�
� 	������ – 	� ��� �����(���	 
��%	� ������$�	����	 ��� 1 ������, ��� 
�<�	����	� � 	%' � �� 	�$��� � �����(-
��	 ���	��� ��>��	. O�������>
� ����
	�-
	�, 	��� %��, <� �	���	 „<�	�“ 2446 ���-
�
	� �� �����������.  ^� ��������, � ����<-
����	� ����
	�	� � C��� 
�	����������� � 
9 �����, ��� ����� �� ��>��	�	�, �����(-

���� � 	%'. "�>-���%�� �	 �����	� �
�B<�� 
����
	�, 
��	� � ���������<��� �� ���
��-
�� � ����C�%���� �� $���	� �� ��	��	� 
�CQ��	�  ���
 	�����	 �� $���	 – ���-
$� �� ����, �� �����	��, �� ��������, ��>-
��	� � ��Q�	� �� <���(
�	� ����� �� '���-
	� � 	��� �CQ��	�. 

#����� �����	� �� ���������	��
�	� 
����
	�. )���� ����������� ��������	 ��-
������<�
� 
������
���% ����� �	��	�-
����	� �� ��C�������	�, 
��	� ��� 
�	� 
���	����	 � ��	�����%	�,  ����Q	� �� 
	��� 
������
���% � C���Q� �� ����	 �� � 
�����%	 ���	��� 	������ ���	�	. ��
 � 
�	��%	 ����
	�, �������  ����������� 
�� �����, � �Q� � ��>��	�, ������� � 
���	�� �C�<���� �� ��	��	� �����$� – 
��C��� �����%��� � ��>��	�	�, ������-
��Q� ��	C���� 	���Y��� � ����
��
�	� 
���$���. 

����� �����%��� 
�	�����% ����
	� � 
	��� �� �������� �� �
����	� ����, 
��	� 
� ����	��%	  �	 ��>��	� � „������“ 

����	����� � �����
	���. �� �
�B<��	 
��>��	� 
�	� ��Q�	� �� 	����<�
�	� ��-
��, �����	� ��� ��<�	���� �� ���$���, 

�
	� � �� �������� �� ����	� �������, 
�	� 
�������� ����Q �� �������B����	� 
�-
	����
� 
�	� ��<����Q� ������ �� ��	��-
��	 ����	� � ��. 

)������
�	� ����
	� � �	����� 
����� ��C�����<�
� ����
	�. �� � ���-
����  �����	��%�� �� ���
���� � C����-
��, '���� � 	��<�
� � ��	
� ���B	�. 
�� ����	 �� C���	 �	 �
������ �� ����Q � 
�����<�� �	������% �� 
����<��	� ����-
����, �� ����(����� �� �
�����	� �C��-
������� � C���	�	�, ��������� �� ����� 
��	, ��C��� � ��� ��	������	� 	���� � 
6���
�.��>��	�	� �� �
������ �� ����Q 
�� ���
�������� �Q� � �
�B<��� � 	��� 
����� �	 ����
	� �� �CQ��	�, 
��	� ���	 
	�
��� ���C����. 

#����� �����	� �� ����
	� �	 
��	��-
��	� 
�	�����%. ��
 � �����C�	��	 ����
	� 
 �
���	 ���'� 
��	����	� �������� � �'-
������� �� 
��	����	� �����	�� �� 	��-
��	�. ��� 	��� ����� � �	��%	 � �����<�� 
������� ������� – �������� ����
	� �� 
����	%���� �� $���	�, 
�	� �������� ���-
�
	�	 „�����B������	� $��� �� 6�����-
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	��“, 
�>	� ��� �� ��� �� ���C��� $���	� 
� 	��� 	���� �	 	���C��
�	� ���	���-
<�	��. &�������	� �� 
��	����	� �����-
	�� �Q� � ����� �����%��� ��>��	 ��� 
	���	�	�-��C�������, 
��	� ������	 ��� 
���
��
� �� ��'������<�
� �C�
	�, 
�
	� 
� �� ��C�	%	 � ����� � 
��	���� ���	����. 

����
	�	� �� C���� �����	�� �
�B<��	 
��>��	�, ���������<��� �� ������<�	 ��-
�����	� C���� �
���	� �� ����������� �� 
�������Q�	� � �CQ��	� � �������� �� 
��C �>	���, <�	������ ��>��	�, ��� �� 

����	��	
� ��>��	. �� ����	 �� �
�B<-
��	 � ����Q � �������
�	� �CQ��	�, ���-
����� � 	�
���, �	���$��Q� C������<�� � 
�
������
	�. ���� ������� ����	 �� � ���-
������	 � �	 ���
�	������ 
����	���%. 

=����	� �� 	���	����	� ����
	� 
�
�B<�� 	���$� �� ����  �CQ�	���� 
����� � �C�
	� �	 �����	��
	���	�, 
�
-
	� � �����	� �� ��<� �Q�	����Q� �C�
	�. 
��
 � �
�B<��	 � ����
	� �� ���������� 
�� ����	�, <��� �����$���� �� %������ � 
����� ����� C��>��. 

��������	��
�	� ����� �C'��Q� ���-
�
	� �� ����	����� �� ���� $���	�� � ��-
������� �� ������	� ��
���
� � 6�	��
	�-
��. ��C�������	� � 	��� ����
	� �
����	 
����Q �� �<���	� ������� � ���������, 
��� �<�	��	 � �
�������. 

�������	� ����� �	 ����
	� � 	�
�-
��, �������  
��
��	�� �����. ����
	�	� 
�� ����Q ��� 
�	�	���� � ���
�, � 	��� 
��$� C� � ���$� �� ��
	�, <� 	� �
�B<��	 
����� �	 ��<� ��C�����	� ��>��	� � ����-
��	� ��� �����. ��� ��� 12 ����
	� ��-
�%�� �������  ����Q ��� 
�	�	���� �	 
��C�����	� � C���	� �����. ��
 �������� 
� �
�B<��� ����
	�	� �� &�����>
�	� 
����  � ��
�� ���� 2008 �. �� � C��� ��-
������ ��
�B<�	����, �� �� � ������ 
��C�����<�
� ����Q ��� �����$���� �� 
������>
�	� �C�
	� � ��
��, 
�
	� � ��-
��Q �� ����� �� ���	�  ����. 

��>��	�	� �� C����	� �� �CQ�	��	� 
� �����������	� � � ��<���	� �� ���
� 
�	 ����
	�, ������ ���C'�����		� �	 
���
� ����	���� ��� 	%'��	� ��Q�	�%-
���� � �������	� ����� � �C������	����-
	� �	��� �� ���$���	�-��	��C�	��
� �� 
����C�� ����
	�. !����<���	� ��$�� �� 

�������	� � �C������	����	� �	��� � 
	��� ���$��� ���� �� �����<����� �� ��$-
�����		� � 	%', ��� �����<����� �� C�-
$����	� �	 ���
�����	� �	 ��$�����
� 
��>�� 	����, �����<�� C��> ����	��� 
���� ������ ��C��������		� �	 #��" � 
���
� �� C��> �
���	� � 
������������ 
�������	�, 
��	� �� � ����%	  	��� 
���C����. 

5. ��^'@#/'[## /' "�\��+�<=,?*# 
%>�#/&$ 

���� 1920 �. ��C�����<�
�%	 	������ 
� 	���� ������������, ������<�� �� ��-
Q�C,  ���
� ������������ ����Q � ���-
��$��	�	� �� ��C�����<�
� 	������ �� 
� C��� ����������  	�
�, 
�
	� � ���. ��-
�<���	� ����� ����
	� �  C���	� �����-
�C����� � � 	��%	  �	 	���	�	�. ����, 
�-
�	� �� ������ � %��, � 	�>��		� �� �	��-
��� ����
	. # ��� �� � ����<� ��-%�� 
��-
	��� � ��������	� ����<���� �� ��������-
���	� �� ��C�����<�
� 	������. ��	���-
��	� ��<� ����� 3441 ����
	�, ��C����� � 
C���	� ����� „��C������� � <�$C���“, � 
�����	����� �	 146 	���	�<�
� ������-
�����. �� ������	 �� �	��(���� �� ��%	� 
��������, 	��
	���, ���% � ���	. &���-
�������	� �� ��C�����<�
� 	������ � 
�����<���	 � �� 	���, 
��
� (���
� ����-
��	������ � 	� �� ����% �%	 "%
�� �	 
����	��	� '�����	���� ����������� 
�	� 
)�$��������� =��$���
� #��$C�, ��C-
������� �� ��� � ������ �� <���<�	��	� 
������%��	 ����
	� ��	��	�� � 90, 99 � 
100 ���$���. "� ��-���%�� <�	 �	 ������-
�����	� � 
����� �� ��C�	%	 � ����� ��-
����
 ��Q�C. }�	������	 � (�	 �	 146-	� 
�����������, ����	��Q� � C���	� ����� 
��C�	%	 ��� � ���� 	����.. 17 ��������-
��� �  ��	����
� ���. ��	 ��������-
���, <�>	� 	�	� �� � „ ��	����
� ���“,  
�	 ��	����	 �>	���	� �� 	��� %��, <� 	� 
� ������%��	 �	, ��� ��C�	%	 ������  ��-
	����
� ���. &Q� 6 �	 	%' ����<�	 �C� � 
„�	�<�� �������	��	���� �����������“, 
��
�	� ����� 2 � �������%	 
�	� C����	��-
��	���� �����������.7 O����<��	� ���
� � 
�����<��%	 	�	� �� �����������	� � 
�������  �����<�� ��
����� ���
����%, 
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����� � ����$ �� ���
�	�. ��� �	 ������-
�����	�, �������� %�� ���<��	 � ���	� 
��C �>	���, <� � ������������� 	�����-
��	���, ����������Q� � ������Q� ��
�	�� 
��	�����% �� ��C�����<�
� 	������. "�
-
��%, ��� 6 �����������, 
��	� �� ���
����	 
��% 	�	� � �>	���	� �, �� ���<���, ��-
��	�� ��� �� 	%'. #	��� %��, <� ������	 
� '���
	�������  ����������	����	 �� 
�	��(���� �� 	��
	���, ����$�����	 � 
���%. ������� � ������ �� �	��(���� �� 
������, �	�� � C���� ��������� �������	 
������ ��� ����
� � 	�>��		� � ��-
�����		� �� ��C�����<�
�	� ����
	�. ��-
��<�	� ����������� ����%	 ��<
� �����$-
��, �� �� � ����	��%	 
�	� �	�<�� ��C��-
����� �� �CQ��	�	� � �
����	� ����, �� 
��%��	�	�, 
�
	� � ����	� �� 
��	��� 
�
��� ��C�����<�
�% 	������ �	��%	 
���	�	� �	������ �� ����	B��	�. #�Q�	-
����	 �%
��
� �����������, 
��	� ���	 %-
�� ��������� ���% � �������% �� �	��-
(���� �� ��C�����<�
�% 	������. ���� 
������� �	��(���� 
�� 	�'��	� ����
	� � 
����$�	����	� �� �����>	��� ���'� �CQ-
��	�	� � �
����	� ���� � ���<��	��� �	 
��
	�, <� 	�'��	� ���������Q�	�� ����
	� 
� <�	 �	 �������<�� ��������, 
��	� 
����	 �� ������$�	 �� 5 ������. 

#����� )�$���������	� �������% �� 
��C�����<�
� 	������ �	 �Q�	���� ���-
<���� � %��	� 	��
	��� � ���C�����	� �� 
�<�	����	� 
�
�� 	�%C�� �� � �<�
�� �	 
	%'. ^� 	��� ��� �%
�� ����������� ������-
��	 �C�<���� �� ���	� ��C������� ����� 
	%'��	� �	��	����� � �����$�� ���	 	���� 
���
������ ��������.8 � �CQ� ����� ��-
���������	�  %�� ��%���� ���
	�
� ��-
	��%	 �
���	� ���'� ��������	� �� ��C��-
���<�
� ���$��%����% ���'� <�	���	� 
������	� – <��	��	����	, �����, ����	�-
�������	 � ���%�� ������$�	����	 – �� 
��C��	� ���
	�
� �� �����������	� �� ��C-
�����<�
� 	������, ����	����� �	 �	�<-
��% 
�� �� )�$���������	� �������% �� 
��C�����<�
� 	������  ��� ��
�����-
����	� �� �����>	���	� �� ����
	�	�. 

}��	��	����		� ����������, <� ����-
�������	� ����<���	 ���	� ��C������� 
�� C���	 <��	��	���� 
�� 
��	���	� �� 
�����	� ������ � �� � �<�	 �	 	�'��% ���	, 

�����	���>
� � �C� � ���C����� � 	���-
���	��	 
�� �����	� ������ � 
��	���. 

�	���%	 ������	 �� ��C��	� ���
	�
� 
– �����	�, ����������, <� ��C�������	� � 
��	��� �� C���	 �	 ����� �� ����
	�, ��� 

����	�, 
�%	� � ��C����. )���� � ��$�� 
�� � ����%	 ���	� �� �
�B<����	� �� ��-
	��	� �������� ��� �����$�� ��-���%�� 
	����, ������>
� ���	�	. 

=��%��	� ������$�	����	 �����	��� 
	���, <� ����
	�	 Q� ������$� ���� � C�� 
������ �� ��C�������	�. "������	� �� 
��	�� (��Y���, ��	��<�, �'����	��� � 
'��� �� ����� ������� �������% �� �-
��(��	� ���	�<��� �� ����
	�	�. �
�B<-
����	� �� ��	�� �<��� � 	����	� ������ 
�����% � ���	, 
��	� Q� �	���	 ����, �
� 
����
	�	� � ���
��	%	 � ������ 	����. 
���� ���� �����$��	 �� '���	� � � ����-
��	��
� �� �������<�� 	������ ���	�	. 

)���� �	 �����������	� � 	���%	 �� 
������$�	 ����
�  �<�	����	� � ���	� 
����
	� � ��� 	%'��	� �����Q��� �� ���-
��	� � 	����. ����<�	� ����������� ��-
��<���	 ���	� �����	����� �� ������$�	 
����
� �� �������	� ���$� 
�	� Facebook. 
#�Q� 	�
� ����������	 �C�����% � 	�'��-
	� ���� ������	 �� ������$���	� �� ����-

� ��$�� �<�	����	�. &����������	� 
�C�
������ � ���	��	 �� ����C�%	 ��% 
�����
	, ��������>
� �C��	��	� ����
� � 

��	��
	����	� 
��	�
� �� C��(� �<�	-
���� � ����
	�. 

�� ������� ��C�������	� 	�%C�� �� 
�������	 �C�<����, �� �� � ��������	 � 
<��	��	���� � ���
	���� ��C�������. �� 
�	��(���� �� �C�<����	� �� �<�	����	�, 
��� ���� ���
� <�	 �	 �����������	� (16) 
���<��	 %�� � ���	� �>	���, <� ������-
��	 �C�<����, �� �� �����	�%	 ���	� ��C-
������� �� ����
	�	�. ���� �C�<���� ����-
�� �	 ���
��� �C�<���� �� ��C�������, 
�-
�	� �	���	 �� ���������	 �����>
� 
�	� 
<�$� ���
, �� ���<����� �� ��	��% ���
 
��	��
���, <� �� ����	 �� � ���C���	  
��	��	�. 

�� ������� �����������	� ���	����-
��	, <� � ��C������ �� �	��(���� �� ��-
C��� �� ��C������� �� �<�	�� � 	�'��	� 
����
	�. ��<
� ��$�� 18 � 90-����(�� 
�����	 � ��C�� ��(��. O��C��� �, �%
�� 
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����
	� ����	 �� ���
��	 ���������� ���� 
�� ��C����	, 
��	� ��$� �� ��
�B<�� �%-

�� '��� �� ���������� �����	 ��� 	���  
����<�
� ������<���%. !<�	��	� �� ��C-
������� ��� 18-����(�� �����	 �C�
��-
���� ���
�� ������ ������ �� 	�'��% 
������ ��	�>��
. �����
� 	���, ��������-
���	� ���(��%��	 	�'��% �C'��	, �� �� 
������
�	 �Q� ��-����� ��C�������, 
�	� 
������	 �����$��	� �� ��C�����<�
� 
	������ �� ���>	��, � 	�
� ����
	�	� 
	���	 �� ��-��	����. 

6. �'*<;=,@#, 

���	 ������ ��� ��$���������	� 
������ �� �
�	������ (2002 �.), ��$�� �� 
� �C����� �����  ����	�� ���� �������	-
�������. +
�	������	 �� � ��<� ����%�� 
���%	��, ��� ���������� 	���	�<�
� 
�����	. "��
�	� �� ������	� �����	�� � 
����������, ������ �	 �%
��
� ��	�	����, 
��� 
��	� UNEP, IUCN, � ���C��� �, 
UNWTO ��� ������%��	 ��������	� �� 

��������	� ���� �� � ������  	������ � 
�������-�
�����<�
�	� �����	��, 
�	� 
�Q��������� ������$�	 �� �C������	 ��-
�	�	���	� �� 
��'
�		� �� �
��	���	� � 
	%'��	� ��$��	 �� <���<�	��	�. 

�����
� 	���, ��������
�	��	��	�, 

��	� �� �<�
��	, � �����C��>��: �����, 
�� � �����$�	 ��<
� ����
	� �� ��� 
���'� �
�	���	�<�
�	� ��������, �� � 
���'� ����% 	���	�<�
� �
	��; �	���, �� 
� ��C�B���� �����$
�	� (
�	� 	�>��	) 
�� ��<
� 	���	�<�
� ��������, ��C��� 
� <�		� �� �
�	������; � 	��	�, �� � ���-
��C�� �������	, <� ���	��	� �� �
�	���-
��� �C������	��	��	 �� ��� ��������	� 
�� �������	�, �� � ����	 ���
 ������	�	 
�� C����	� '���, 
��	� $���%	 � ��>���, 

���	� � ������� �
�	������.  �������	� 
� ���� ��<
� ����� � ������� �����$�-
���, 
��	�, �
� �� C��� ���������, Q� ��� 
����	���� �����	��% �� ����%����	� �� 
��(�	� �����	� � �� �%��	� <���<�	��. 
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THE VOLUNTEER TOURISM – THE NEW ECOTOURISM 

Senior Assistant Dora Toncheva, Ph.D. 
Department “Economics of Tourism”, UNWE 

One of the new forms of tourism that 
have emerged recently is known as "volunta-
rism" or volunteer tourism. It is the practice of 
people going to the "working holiday" giving 
voluntary labor for worthy causes.   Although 
volunteering is well known to people from 
many decades, its combination with tourism is 
a relatively new phenomenon, nowadays it has 
changed in character – has transformed from 
an individual altruistic desire to a more com-
mercial form of conventional tourism. Increas-
ingly, a growing number of websites dedicated 
volunteer tourism, which gives the locations 
used as destinations and organizations to 
which everyone can turn to become volunteer 
tourist. From these sites, it is clear that over 
the last two decades organizations, offering 
holidays to volunteer tourism is increasingly 
focusing its attention on conventional trading 
markets for tourism. The characteristics of 
volunteer tourism can be concluded that this 
type of tourism is likely to become increas-
ingly diverse in scale and distribution will 
evolve in the future in the same way as ecot-
ourism expand its market, losing more of its 
distinctive features characterizing its original 
form. 

1. Nature of the Volunteer tourism 

According to its meaning the term "vol-
unteer tourists' refers to those tourists who" for 
various reasons participate voluntarily in an 
organized manner during their vacation activi-
ties, which may include assistance or alleviat-
ing the material poverty of some groups in so-
ciety, reimbursement of certain areas of the 
environment or scientific research of society. "  

Volunteer tourists should not be confused 
with "working tourists" who are usually tour-
ists, took a trip to find paid employment. A 

key point in the definition of volunteer tourists 
is the lack of payment. Tourist volunteers re-
ceive no payment during their trip. Instead, 
they pay for the privilege of ways to make 
volunteering. As for the payment, volunteer 
tourists often pay relatively more than they 
pay for a "normal vacation" in a destination 
with the same additional cost to benefit a 
cause or project for which they carry out their 
voluntary work.  

By its nature, volunteer tourism is spo-
radic and episodic phenomenon. Currently, 
volunteer travels can be both short-term pro-
jects of few weeks, and for a longer period of 
several months, but less than one year. There 
is a growing market for this kind of holidays, 
because of its occurrence and its schedule they 
are very similar to the successful business 
model of package trips to mass tourism. 

It is difficult to determine accurately how 
widely is spread the volunteer tourism because 
tourists who are volunteers often do not state 
the purpose of his trip to the border authorities 
for fear of complications. Estimates of the 
amount is made through Internet research us-
ing key word "volunteer abroad" that show 
more than 1 million visits per year, with a 
wide range of possibilities for such experi-
ences. We have many tour operators, and hu-
manitarian NGOs that offer travelers the op-
portunity to participate in projects that can as-
sist in community development, do research, 
or helping for the ecological and cultural re-
covery in the destinations.  

The rising interest in volunteer travel and 
the vast expenditure of their capabilities 
changed the nature of the activity. Tourism 
has grown rapidly and extensively in the past 
twentieth century and the response of mass 
tourism has led to the emergence of new forms 
of tourism, reflecting some special interests, 
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others – showing the desire for an alternative 
approach such as sustainable tourism. This 
conversion to "green", less harmful products 
had a major impact on tourism development 
and growing popularity of alternative and eco-
tourism. Tour operators have taken advantage 
of this new and exciting tourist sector, which 
started to operate in order to make more prof-
its by providing new experiences in the less 
developed areas. As a result, alternative tour-
ism and eco-tourism on the one hand provide 
the customer that feeling of doing something 
morally on the other hand give travel agents 
the opportunity to earn money.  

2. Organized volunteer tourism 

According to the National Center for vol-
unteer tourism in the UK, this type of tourism 
is "any unpaid activity which involves spend-
ing time in making something that aims to 
benefit someone (individuals or groups) dif-
ferent from close friends or relatives or for the 
benefit of the environment ".   

Volunteering is a very old activity, which 
is mentioned in ancient times. Some research-
ers call this type of work in the field of relig-
ion and suggest that it derives from Church 
Relations of the aristocracy and acts as acts of 
altruistic commitment to alleviating poverty 
and educating poor children. The motto "no-
blesse oblige" that dictates the lives of the no-
bility in the past means that with wealth, 
power and prestige comes the duty to the weak 
and disadvantaged. Other historians and theo-
rists in tourism believe that volunteerism and 
community spirit have adopted its today’s vi-
sion with the help of local population of the 
colonies at the time of the first settlement in 
North America. 

In Europe, World War I created a new 
form of full misery and destruction that have 
significant influence on the psyche of ordinary 
people and thus paved the way for the emer-
gence of the phenomenon of "volunteer tour-
ism". In 1919, the International Organization 
of the Christian pacifists organized an interna-
tional conference in the Netherlands, during 
which the Swiss Pierre Karesol presented the 
idea of an international team of volunteers 
who work together to repair the damage from 

the just-completed war. This idea is based on 
the assumption that working together in a 
friendly spirit will be an expression of solidar-
ity, which could heal the wounds of hatred. 

Values defined by the society as pacifism 
and help for the wounded, become the causes 
of volunteer tourism. Here are some examples 
of volunteering in the years between the First 
and Second World Wars, became a prerequi-
site for the genesis of volunteer tourism: 

1920 – The first working camp Esnes vil-
lage near Verdun 

1924 – First volunteer camp in Switzer-
land for clearing rubble after avalanche 

1928 – Volunteers cleaned the Rhine Val-
ley in Liechtenstein after heavy flood 

1930 – Volunteer labor camp in Lagarde 
(France) to clear the devastation after floods 

1931 – Work camps to restore confidence 
in the mining towns of England during the de-
pression 

1934 – Restoration of the villages in Bi-
har (India) after the devastating earthquake 

1937 – Support of civilians during the 
Spanish Civil War – Evacuation of refugees 
and their feeding. 

At the end of World War II, it is clear that 
the antagonism between peoples does not end 
with the defeat of the axis Rome – Berlin – 
Tokyo. Instead, the world is gradually divided 
into two camps representing two completely 
different political ideologies and systems, led 
by the U.S., on the one hand, and the Soviet 
Union on the other. It has begun the era of the 
Cold War. A vital part of the strategy of the 
two leaders is expanding their spheres of in-
fluence in the world. Fear of falling more 
countries under Soviet influence urging 
Americans to action and in 1961 created the 
U.S. Peace Corps, which aims to win the 
hearts and minds of people worldwide. Re-
gardless from the political situation that led to 
the creation of the Peace Corps, it started the 
contemporary volunteer tourism. Despite the 
Cold War, an extra boost of volunteer tourism 
provides economic boom between 1945 and 
1973, which led to an increase in leisure travel 
motivations of people of the twentieth century. 
This economic boom, the increase in social 
security and reduction of normal working 
hours allow people to seek self-fulfillment and 
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success both in their free time and runtime. 
The emergence of International Youth 

Forum as an organization dedicated to provid-
ing opportunities for volunteer travel for 
young people who wish to take part in projects 
supporting indigenous communities interna-
tionally, is a natural evolution of the model of 
the Peace Corps. Similar events in the UK are 
"Dreyg Operations (1978 – 1980) and Raleyg 
(1984 – 1989)". They were held under the pa-
tronage of Prince Charles and gave young 
people an opportunity to assist in various pro-
jects in the needy areas of the world. 

3. Volunteer tourism destinations 

Ten destinations with the largest number 
of projects for the period 2003 – 2010, were 
India (477 projects) Costa Rica (377 projects), 
Peru (316) Ecuador (385) Kenya (306) Thai-
land (317); Ghana (357), North Africa (286), 
Nepal (263) Brazil (202 projects). A total for 
that period were made 3286 draft voluntary 
tourism in these 10 top destinations.  

Because of volunteer tourism projects are 
basically to help and support the needy com-
munities in these countries, it is reasonable to 
expect that there is a close connection between 
the needs of a destination and the number of 
projects in it. In order to understand whether 
this is indeed the case, 150 countries were 
categorized by their current development in-
dex, which makes it possible to track how 
much the level of human development affects 
the availability of voluntary projects within 
the country. Human Development Index is a 
tool developed to illustrate the overall quality 
of life in a country. Factors such as GDP per 
capita, life expectancy, quality of education 
and literacy levels are used to create a value 
whose highest score is 1.0. Countries with in-
dex 0.8 are called countries with a high Hu-
man Development Index, index values be-
tween 0.799 and 0.5 are considered medium, 
and below 0.5 – countries with low human de-
velopment index.  

Many factors influence the distribution of 
volunteer tourism – the number of the popula-
tion, their needs, etc. Additionally, some re-
searchers believe that the number of projects 
in a country can be affected by catastrophic 

events occurred, i.e. what might be called an 
"urgent need". Pacific tsunami in Phuket in 
2004, for example, can be defined like such a 
big catastrophe that touched the hearts of mil-
lions worldwide. This may explain the sharp 
increase in the number of projects in Thailand 
– while in 2003 they were only 3 in 2005, now 
they are 138 to grow in 2010 at 176. 

USA also showed a dramatic increase in 
projects between 2003 and 2010, during which 
they suffered from Hurricane Katrina. This 
hurricane hit the U.S. in September 2005 – at 
the time the projects in the country have in-
creased to 77, while in 2010 dropped to 48. 
There are other countries which also note the 
rapid growth of volunteer tourism projects in 
the period 2003 – 2010, without they have 
been affected by extreme events. North Africa 
passes, for example, three projects in 2003 to 
135 in 2005, to reach 184 in 2010, the same is 
happening in Ecuador, Peru, Kenya and 
Ghana. This increases the opportunity of con-
ventional market forces to manage the devel-
opment of volunteer tourism and not need 
from emergency assistance. 

4. Volunteer tourism projects 

In the database of organizations, which 
are offering volunteer tourism around the 
world have recorded 3441 projects, has at-
tached to it a number of supporting activities. 
From these data, after carefully review and 
categorization, it is clear that nearly 1,000 pro-
jects do not meet the criteria for volunteer 
tourism – they either exceed its duration more 
than one year, or participants do paid intern-
ships and conduct business. By reducing pro-
jects, it is clear that there remain "clean" 2446 
project to analyze. For convenience, in the re-
search projects were categorized into nine 
groups based on activities carried out in them. 
The largest group includes projects that are 
designed to support and improve the lives of 
local communities with a low standard of liv-
ing – caring for children, elderly, disabled, ac-
tivities in defense of human rights of people in 
these communities. The following is the group 
of teacher projects. Many organizations offer 
educational qualifications before the departure 
of the volunteers once they arrive at the desti-
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nation, using these skills in the future be able 
to provide paid employment. They include 
projects related to language teaching, and ac-
tivities related to sports training of local 
youths – particularly popular activities are 
these which offer football coaches in African 
countries. 

Another popular category of projects are 
those of the environment, presented by the ac-
tivities of "green" skills and perspectives. These 
include activities, such as protection of tropical 
forests, flora and cleaning beaches and wildlife 
conservation such aid fledgling turtles as endan-
gered species to reach the water and others. 

Medical projects are a different kind of 
group volunteer projects. They are related to 
the provision of support in hospitals, hospices 
and nursing and children's shelters. They can 
be from assistance in various departments of 
clinical medicine to improve sexual education 
and disease, STDs, especially HIV affected 
countries in Africa. Activities for helping drug 
addicts are also included in this group of pro-
jects for communities which have such prob-
lems. 

The next group is projects in the cultural 
category. It is developing projects with an em-
phasis on cultural celebrations and preserva-
tion of cultural heritage. This group includes 
various social reforms – such as projects to 
empower women, such as the project "revolu-
tionary women of Afghanistan," which seeks 
to liberate women in this country from Taliban 
oppression. Protection of cultural heritage is 
also very popular activity among tourist vol-
unteers who assist in excavations of archaeo-
logical sites and to work in museums and cul-
tural centers. 

Projects for business development in-
clude activities designed to attract Western 
business experts to assist developing commu-
nities by creating websites, accounting activi-
ties, and advice. They may also include assis-
tance in farming communities, such as those 
growing organic and eco. These farmers can 
benefit from marketing advice. 

Group of construction projects include 
the construction of new public buildings and 
infrastructure facilities and also renovations of 
existing facilities. This includes project man-
agement of water by building dams and other 

water bodies. 
The research group includes projects for 

wildlife monitoring and measurement of ice 
sheet in Antarctica. Volunteers in these pro-
jects assist scientists like zoologists or partici-
pate in expeditions. 

The last group of projects is those related 
to a specific issue. Projects for helping acci-
dents are few, and this may be due to the fact 
that they already include many of the activities 
listed in the previous eight groups. There are 
only 12 projects all related to disaster assis-
tance listed in the database. This example in-
cludes projects for the Beijing Olympics in 
2008. They were designed solely to provide 
volunteer assistance in the construction of 
Olympic venues in Beijing and assistance dur-
ing the Games themselves. 

Activities for the benefit of society and 
teaching at the beginning of the list of pro-
jects, the need for less investment of their pro-
vision of social services and education sys-
tems of the Member consuming such projects. 
Increased need of social and educational sys-
tems in these countries leads to higher fertility 
in them or increase Refugees neighborly war 
torn countries, increased number of children 
orphaned because of AIDS morbidity and few 
experts and qualified professionals to handle 
with these problems. 

5. Volunteer tourism organizations 

In 1920, volunteer tourism is strictly in-
dividual, limited in scale, with a little help and 
available opportunities for volunteer tourism 
was not available as it is now. These groups of 
projects are with rich variety and wanted by 
tourists. What is not always clear is the value 
of the projects. In order to get a clearer picture 
is taken a research for volunteer tourism or-
ganizations. Already quoted 3441 figure pro-
jects listed in the database "Volunteer Abroad" 
is provided by the 146 tourist organizations. 
They vary in size, structure, mission and ex-
pertise. Volunteer tourism organizations differ 
from the others with that they are known 
worldwide.  Some of the famous humanitarian 
organizations such as the International Civil 
Service,  Volunteers for Peace and Habitat for 
Humanity projects implemented respectively 
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in 90, 99 and 100 countries. But most of the 
organizations tend to operate on a much 
smaller scale. Forty-six of the 146 organiza-
tions present in database work in one country.  
17 organizations are non-profit. Six organiza-
tions whose status is "non-profit" from their 
websites, it is clear that they are managed by, 
or working with non-profit. Another six of 
them call themselves "ethical NGOs" while 
the other 2 are defined as charities.  Different 
brands and different status of the organizations 
associated with various legal requirements, 
benefits and brand image. Three of the organi-
zations clearly stated in their websites that 
they are specialized tour operators who organ-
ize package tours and creating a volunteer 
tourism. Finally, there are six organizations 
that do not disclose their status on their sites, 
for reasons known only from them. It is clear 
that the market is characterized by inconsis-
tency in terms of structure, commitment and 
mission. Changes in the market in terms of 
size, ethnicity and business conduct raises 
questions about the value and usefulness of 
volunteer projects. Most organizations do their 
best to present themselves as ethical subjects 
of communities and the environment, but the 
uncertainty and lack of control around volun-
teer tourism leave the door open for opportun-
ists. There are several organizations that have 
a clear mission and philosophy developed in 
terms of volunteer tourism. This serious atti-
tude about their projects and their positive im-
pact on communities and the environment is 
emphasized by the fact that their conservation 
projects are part of a long term programs 
which can last up to five years. 

According to the International Associa-
tion for Volunteer Tourism is vital structure 
and clear understanding of what players 
should expect from them. For this purpose, 
some organizations offer training to their vol-
unteers before their departure and seem to 
have a strict selection program.  In general, 
organizations with clearly stated practices em-
phasize the creation of volunteer experiences 
on four elements – sensitivity, service, interest 
and duration – for good practice of volunteer 
tourism organizations submitted by the ethical 
code of the International Association for vol-
unteer tourism to maximizing the impact of 

projects. 
Sensitivity suggests that organizations 

encourage their volunteers to be sensitive to 
the culture of other people and learn from their 
experience in educating themselves under-
standing and tolerance of other peoples and 
cultures. 

The second element of good practice – 
the service requires that volunteers are ready 
to be a benefit to the project or cause of their 
choice. It is important to try to include local 
people as possible to a greater extent, creating 
jobs. 

The great duration ensures that the project 
will continue even without the contribution of 
volunteers. Hiring local drivers, cooks, secu-
rity guards and other professions contribute to 
the successful running of the project. The in-
volvement of local scientists and students cre-
ate knowledge and experience that will remain 
even if the projects are terminated in a coun-
try. This enables people and also this is a pre-
requisite for long-term employment. 

Many of the organizations try to maintain 
contact with participants in their projects upon 
their return to their home countries. Most of 
the organizations encourage their students to 
communicate via social networks like Face-
book. Also organize gatherings and their of-
fices help maintain the relationship between 
the participants. Organizations typically try to 
improve your product, using feedback and 
constructive criticism of former participants. 

In general, volunteers should be trained to 
become sensitive and effective volunteers. 
With regard to the training of participants, 
only a small part of the organizations (16) 
clearly indicate on their websites that offer 
training to prepare volunteers for their pro-
jects. This training varies from language train-
ing to volunteers who go to teach English as a 
foreign language to learn the local language so 
that they can get along with the locals. 

In general, the organizations claim to be 
liberal with regard to the selection of volun-
teers to participate in their projects. All be-
tween 18 and 90 years old are welcome. Of 
course, some projects may require a level of 
mobility that may exclude some people of a 
certain age or those with physical limitations. 
The participation of volunteers under the age 
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of 18 generally requires the written consent of 
their legal guardian. However, organizations 
expand their scope to attract more young vol-
unteers, creating opportunities for families to 
volunteer tourism, and in that way projects be-
come more affordable. 

6. Conclusion 

Ten years after the International Year of 
Ecotourism (2002), we can look back with a 
degree of satisfaction. Ecotourism is no longer 
vague concept or niche tourism segment. 
Guidelines for its development and manage-
ment provided by several institutions, includ-
ing UNEP, IUCN, and of course, UNWTO to-
day allow environmental protection to recon-
cile with tourism and socio-economic devel-

opment, while continuing to educate visitors 
about the fragility of ecosystems and their im-
portance for mankind. 

However, the challenges facing us are 
numerous: first, to implement all projects not 
only on ecotourism operations, but also on the 
entire tourism sector and, secondly, to monitor 
maintenance (by value) of all tourism opera-
tions, especially in the part of ecotourism and 
third, to gain confidence that the funds for 
ecotourism benefit not only conservation but 
also give high priority to the poor people who 
live in areas where ecotourism is developed. 
The last one is among other things a moral ob-
ligation, that if not be performed, will have 
negative consequences for the survival of our 
planet and humanity. 
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��'��/��� �� ��*
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���	������ 
�� 	���	� � ���<�-
	���� 	���� �� ��	�� �� ���C���� � ����-
��	� ��(���%. ��
	� � ����	��, ���
�	��-
��	 	��� ���
����� ��$��, �������� 
�C��
��Q � ��������  $�����. � ����<�	� 
����� ��C�	�	�, �������  ���
�	����, � 
�����(�� �	 �����<�� ���
�������� ���-
��. ������������	� � ��	��������	� �� 	�-
�� ����� � �������� ��� �� �C� � � �-
����� ��>��	. 6
� ���
�	����	 � ��>	��-
	���� ���$�Q�	� ��� � ����������%	�, �-
��%	 ����� �� ���
�	��� ����� �� C��� 
����	��. ��� ���<� 
����� – ��	������. 

&		�
 �����, <� 	�%C�� �� � �	��-
����� �� �%
�� ��$�� ������ � 	��� ����-

�, 
�	� ����.: 
�% � ����	����	� � ��>-
��$�� ��� �� ������ �� ���
�	����? ��� � 
��������	�, �C����%��Q� �������%	 �C'-
��	 �	 ������	� ���
���? !C����� ��, <� 
	��� � ������	 �� �����$���� �� 	�����-

�	� ���
�, ��� 	. ���. C������� (branding).  

)��
�	����	 (��� �������	� � ����) 
����	���%�� ��>-��<� �����$���� �� 	��-
���
� ���
� �� �����	� �� �����	���� 
����<���� �� ��$��	� � ��	��C��	�	� �� 

����	�	�. ���	� ���%	�% (���
�	��� � 
C�������) � 	�
� ���������� �������, <� � 
�������$�� �� �� �	�����. � 	�> 
�	� 
��<
�, 
��	� �����(�� ���� 
������%, ��-
$� �� �������� �� ������ �� �����$���� 
��� ��������� �� 	�����
�	� ���
� 	.�. �� 
C��������, ���
�	����	 �� ��$� �� C��� 
������$��� 
�	� ���	�%	���� ���
��%. 

���
�	� � �C����� �� �����$��, �� � 
����<� �����	�, 
���	� ���	� ���%	�� 
���
�	��� Q� � ������ ��>-	%��  ���%-
	��	� „C�������”. &����, 
��	� �
��%�� 
	��� 	�������%, � 
����	� �� ��	� �� ���-
��$C�	� (�� ���%�� <�	 �	 �����	�). ��� 
����<�	� �����
	� � ����� �� � �������	 
(�	 �������<� � C����������� �� ������	� 

����%), � � 
�����	 (�	 
�����<� � C����-
������� �� ������	� ����%). � C��������	 
�� ���%�� 	���� ����%�� 	��� �����. 
���������	 “��������	���� �������” �� 
��	��C�	��% �����
	� ��� �����	�. ��Q-
��	 	�> � ���� ��-���(�� ��<�� �� C���	 
��������� ��Q�	�. #	���	� 	��������: 
“"�Q� �� � ��<��, ��
�	� �%
�> �� ���-
���� ��Q�” � �����% �	 ���(��% ������: 
„"�Q� �� � ��<��, ��
�	� �%
�> �� ��-
���� ��Q�”. 

� ��	� �� C����� 	��� �����<�� 
�����	����. O����	���� �	 ��������� 
�� 

�������. ���� �����	���� � C�������%	-
	��, �
��%�� � ���<��%�� �	 ����$����	� 
�� 	�����
�	� ���
�. &����	� �� ���
�-
	������% ����� � � �����$����	� �� 	��-
���
� ���
� � �������	� �� 
����	�. #��-
��� �%
�� �����$��� 	�����
�	� ���
� 
���	�$��� ���
���� '���
	���	�
� � 
�-
<�	��, �����<�� �	 ���	� �� 	%'��	� 
��-
����% � �����
	�. &C�<� � �������	� �� 
��	��C�	��% �� �Q�	���� �����
� ��$�� 

������% � ��� �� �����
	 ��� ��� �� 	��-
���
� ���
�. &<������ ���
�	�����	� ���	 
��>-�����<�� ����������% �� ����� �� 
�����, �� ������������%, �� 	�����
� 
���
� � �� ������; �� �� ������� �� ���-
	�����
� ���
�, �������
�, �������� ���-
��������%, ���	���<�� ������	� �� ������ 
�� �����$���� �� ���
�	�. "� 
���	� ���-
��
��� � �������	� �� 
����	�, ��<
� 	�-
�� ������	� ��<����	. ���	� �� 	�����
�	� 
���
� �� � ��Q� ����� ���� ���� � ����-
���	� ��, ��
�� � 	��� ���� �� � ��������. 
���	� �� 	�����
�	� ���
� � �Q�	��	��-
�� �C	���� ���, 
��	�, 
�	� ��<
� ��<�� 
�����, � ��(�  ������ C�
��. 

#���	� �� 	�����
�	� ���
� � 
��� � 
��>��	� ���C��	 �� �����>	�� ���'� ��-
�������	� �� 
�����<�. "� ���� 	�����
� 
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���
�, ��	����� ���'� �%
�% 	�
�, �� � 
�-
	� 	�����
�	� ���
�, 
�%	� �	��� � ����-
���	�. ������
� ���
� ��$� �� � ������� 
��� �%
� ���� 
�	�����%, �
�B<�	���� � 
��� '�%C� � ��%
�	�, 	��� �� � �����	 ��-

���	� �� �����$���� �� 	�����
�	� ���
�. 
&	 ��% 	����, ���� ���(�� C������� 

������% � C����� �� ����	���	� �� �����-
	�����	. �% ������ � �������	� �� 
��-
��	� ��Q���	�, <� �� ������ �%�� ���� ���-
��
	 
�	� ��(�%. )�$� �� ���� 	�����
� 
���
� �� � '���� �� ��<
�? "�. #����� 
�Q�	� '��Q��� �� �����	�����		� ��	� 
���� ���
� �� ��$� �� � '���� �� ��<
�. 
�����
� 	��� �C�<�, ���(��%����	� �� C���-
	�, �����<�����	� �� ������
�	����		� � 
���(��%����	� �� �����
	���	� ����% � 
�����%��� 	�������� � ���
�	����. #�Q�	� 
	��� ���, 
��	� � ���	��	 �� �����<�	 ��-
�����% �%� �� ���� 
������%, ���
�����	 
���	� �� 	�����
�	� ���
�. 

&	 ������ 	�<
� �� �������<���	�, 
	���	�<�
�% C���� „�������%” � ���
�-
��� � �������	� �� <�$������ (��������, 
���%
 ��� �������), �� �� � 	�$��	��� 
��� ��<
� 	����. � �%
�� 	�> ��� ����-
	���� ���%� � ��������
�� ���%	�� ������, 
� ����� � ��������  ����	������ � �	��-
�����. � �����% ��<�>, C�����	 	�%C�� �� 
� ������� � �C���	%��, ��� �	���% – �� � 
�������������. 

��-��	�	�
, ��� ����	���� ���
��% �� 
�	��(���� �� 	���	�<�
�% C���� „���-
����%”, � ���C'����� �� � ����	�������	 
�����������	� � ����������	� ���
���  �� 

��
��	��	� ���C������� „#���<�� C�%�”, 
„���
�” ��� „O��
� ����	��”. � 	�
 � 
���C'����� (�� C��� �� ��������	����	� 
����<����%) �� � �������	 ����	� C���-
����, 
�	� 	����$�	 � �� � �C��	��  
�����	���� C�������. # ����� ����, �� � 
	��� ���(������ �� ������% C����. 

��
	� �C�<� � ����	��, „��
���	 �� 
���(������	�” ����, <� ���	� �� 	�����-

�	� ���
� � �C��	�� �������������� �� 
��>��%	 �C'��	. O��(��%����	� �� ���� 
�����
	��� ����% �������<���� ��$� �� 
������ �� �����<�����	� �� �����$C�	�, �� 
� ���	�����	��% �� ����	���	� �� �	-
���$������ �� 	�����
�	� ���
�. ^� ���-
��$����	� �� ��Q�� 	�����
� ���
� � 

�������	� �� 
����	�	� �, 
������%	� 
	�%C�� �� ��� ���
�	� �, � �� �� % ���(�-
�%��. � �������<�� ���� ���(��%����	� 
�� 	�����
�	� ���
� �����%�� ���	� � 
�����%�� �	����	���� �� ����$� �� ���� 

������%. � 	���	�<�
�% C���� �C�<� 
���(������	� ���%� C�������%	�� � ���� 

�����	���� ���
	, ���	���� �� �<�
����-
%	� �� �����	� O�>. ���� ���
	 � ��	��� 
�� �������� „��������> � 
�	�����%	�”. 
&����� ��� �� �%
� �������� �� �	���$-
������ �� 	�����
�	� ���
� � 	% �� ����-
���� � 
�	�����%	�. �����
� 
�����	�, ��-
��<�	� 	���	�<�
� 
������� ��C�%��	 �� 

��	
���<��% � ���� � ����������	 ���-
(��%���� �� ����%	�, ����C�������, ����-
��Q� ���� � ����� ������� ���
�	������ 
	�'��
�, 
��	� ��-
��� “��%	” 	�����
�-
	� ���
�, � �� �� �����$��	. � ��
�� � 

��	
���<�� ���� 	��� “����%����” �� 
��$� �� ������ �� C���� ��<��C�, � �����-
��<�� ���� 	��� 	�'��
� „����$��” 	�����-

�	� ���
� �� 	�
��� 	����, �� 
�%	� 	% 
��<� �� 	��� �� ��Q�. 

#����� ��, � C�����
�% 	���	�<�-

� C���� ��>-�����$�� � „��
��� �� ����-
�%��������	�” – �����$����	� �� 	�����-

�	� ���
� �� 	���  �����%��������	�, � 
��  ��
��������	�. ����<�	� 	���	�<�-

� 
������� �����C�	��	 ���	� 	��	���� 
�� �	���$������	� �� 	�����
�	� ���
� 
	�
�, %
�( ��
����	� � ��>-��$��	� ���-
	�� �� 
�����
���%. �� ���(�	. #	��	���-
%	� 	�%C�� �������<���� �� C��� �����C�-
	��� �	 ������ 	�<
� �� �����%��������	�. 

��� 	�����
�	� ���
� �� � ����-
��	, 	� � ��$��	. +��� ���� ���
� 	�%C�� 
�� � � �	�%��� �� � ������ C�������%	-
�� ��C��<��	 � ���	��	� �� ����� ��-
�������%, ��Q�	� � ���	���� ��<�> �%�� 
(�� �� ������. ���� �� ����<���, <� ��
��-
��	� � ���	� ��Q� C��������� � ����� 

���. �����$ ���������, �� �� ������, 	��-
���
�	� ���
� � ��$��� �	 ��
����. ��-
���%��������	� � ��Q�� ��	�����	, �� 
���� ��� 
��� 	�����
�	� ���
� ��C� 
��% ��C��<�� ��	������. ���� ����� 
�C�
������ ��������� ���� ��� %�� ����-
���� ����: �����	� ���� �
�B<�� ����$��-
��	� �� ����	� 
�	�����%; �	���	� ���� � 
�	��% �� ����	����	� �� 
������%	�, ��-
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���� ����	� 
�	�����%.  
^� ��<
� 	��� ���
� �� C��������� � 

����	� �� 	������, 
��	� ��C���'��, ��-
$�� �� �����$�� '��%�� ������� ������-
�� �	 ���������	� �
�����<�
� ��>	��-
	����	, � �	 ������	� � ��<
� 	� Q� ��	-
����%	 �����	�	� �� 	��� ����
� � 	��� „��-

��� �� C��������”. "� 	�
 	�%C�� �� � 
����	���: „��Q�, �
� 	��� ��
��� � ���-
	��� “���������”, ��(�	� 	���� 
�	� �%�� 
� ����<�	� 	���	�<�
� 
������� �� ���-
��C�����	, ���  �����	� � �	����<���	 �	 
	%' � ����<��	 �� ����%	 	�<�� �C��	��	�? 
&	������	 �� 	��� ������ ��$� C� � 
��% 
���	� � �	�	��	� �� <���(
�	� �������. 
}���
 ������ �
� ����<� �	 	���, 
��	� 
���, ������ � 	���� 
�� �����	���� � 
���(��%���� � � ������ �� ��	�����	� �� 
� �����C���% � � ������Q�$���. )��-

�	����	 �� �Q� �� � ��
��> 	�<�� ���
�, 
	�
� <� �� ��
� ��
�� ��$� �� � ������ 
��
�B<���� � 	� ���� ����<� �	 ����. "� 
	�
� ��� ���<� ���
	�
�	� ��
����, <� 	��� 

��	� � � ������$��� 
�� 	��� ��
��� � 
��%����, � 	��� 
��	� � ������� ��Q� 
	%' � ��%����. 

��
� ��� ���<�, 
�
	� � ��<
� �	�-
���� � ��	� �
�����
�	� � ���
�	���� � 
�������Q� � ������ � 	��� 
��	� � ��-
����� ���, ��$� �� �� � ������� �	��. 
��
	� � 	����� � ��
��� �� ����������-
����	� – � ������	� ������	� �� ��������-
������ ����� �� 
�������	� � C��� ���(-
�� 	�
	�
� � ��	��	�� � C��� �������� �� 
	�����(��	� ��>	��	����	, �� ��� 	�
�-
�� 	�
	�
� C� C��� ����C��. ���� �� 
��� �� 
� ������� ��
��
� 	��� ��
��� � ���-

��$��� � �������%, � ��(�	� ��>	��	��-
��	. )���	 �� ���� ��
��� �������� �	 
���
	�
�	� �� 	�C���� �������Q� � �-
��(�� �
�����
� �� ������	 �� ���' � 
	�
? O��C��� �, � 
��>�� ��	
� ��� 	��� 
���C�������% ��
���	� �� C�������� 	�%C�� 
�� � ������� ���%
���. #������ �� � 
���������� 	����, �� �������	� �� �� ��-
���% � ����	�� �������. O��C��� �, <� 
����<�	� �	 	��� ��
��� Q� C���	 ������� 
� 	�
 � ���� ������$���	� 
�� 	%' C� 
����� ����������� ���
	 ���'� �� �Q� 
'��	�<��	� ������� �
�����
� � ��. ���-
���
�	� �
�����<�
� ��>	��	����	 �� 
�Q� �� � ��	������ ����	� � 
��	���	� �� 
�����	�� �� �
�����
�	�, �	 
��	� � ����-
���� 	��� ��
���. � �������% ����� ����� 
�� �Q� ���� �� ��$��	 �����	� �	 �����-
����	� �� ���
�	������	� 	��	���% �� 	%'-
��	� �����	��, �� �� ������� �� ���������-
	� �� C��������. ���� ��Q��	 ����$�� �� 
����	�, <� ��(�	� ��>	��	����	 �� �Q� 
�� � ���%�� �� �%
�� �	 ����$���	� ��
���. 
��
 	� �� � 	�
� “���������”. � 
��>�� 
��	
�, 	��� ���� �� ������, <� 	��� ��
��� 
� ��	��
��� “���������”, ��
��
�	� � 
�����$��� � ���� ���������� 
��B�
	���. 
���� �� ����<���, <� 	� �� 	�%C�� �� � ���-
����	 ��� �����<�� �	����%, �� �����<�� 
���� �� �
�����<�
� �����	��. ���� ����-
<���, <� � �����<��	� ��>	��	����	� 
	�%C�� �� � ��������	 ��� 	��� ��
���, 

��	� �� �����$��� �� 	%' � C�'� �� ��-
���� ���'. ��%C�� �� � ������%��, �� 
�� 
��
��� � ���%�� 
��
��	��	� ��>	��	��-
��	 � �� 
�� ��. 
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Now to proceed to the issue with a sig-
nificant degree of fusion, meaning the problem 
and its solutions. As it is know the market is 
becoming too complicated, confusing and 
quite jargon filled. The marketing in most 
companies is performed by different func-
tional groups of within the company. The co-
ordination and integration of such groups has 
turned itself, into a major business. If market-
ing is the actual driving force in an organiza-
tion, the process of marketing should be sim-
plified.  

Or in other words – synthetic 

Therefore, a need arises to answer some 
important question in this regard e.g. “What is 
the single most important goal of the marketing 
process? What is the grip that combines the 
sheer range of its functions? We believe that an-
swering those questions is the process of trade 
mark creation, or the so called “branding”.  

Marketing (in its final phase) essentially 
constitutes the establishment of the brand, on 
the basis of the detailed analysis of customer 
base's wants and needs. The two concepts 
(marketing and branding) are interconnected 
to such an extent, that one cannot function 
without the other. As basically everything a 
company does goes towards the establishment 
or erosion of the trademark, i.e. the process of 
branding, marketing cannot be perceived as a 
standalone function. 

While it may sound unlikely, in the near 
future marketing will most likely be understood 
exclusively in the sense of "branding". A major 
factor which contributes towards this trend, is 
the diminishing sales growth (which a majority 
of firms experience). Nowadays, most goods 
and services are not perceived as being sold 
(due to the seller's skills and efforts), but rather 

as being purchased (due to the buyer's own ef-
forts). Branding to a large extent facilitates this 
process. It sells the good or service "preemp-
tively". In reality, this is a more efficient way 
of doing business. The old adage: “Nothing 
happens until someone sells something” is re-
placed with the new slogan: „Nothing happens 
until someone creates something”. 

In the business world, considerable shifts 
are occurring – shifts from sales towards pur-
chases. These changes happen and are facili-
tated largely by the birth of the trademark as a 
concept. The fundamentals of the marketing 
process deal with the establishment of the 
brand in the consumer's mind. According to 
some managers, the trademark has unique 
qualities and characteristics, distinct from the 
company and product in question. However, in 
the mind of the consumer the three are indistin-
guishable. Apparently, marketing experts use 
different terms for name brands, endorsed 
brands, trademarks and models; not to mention 
sub-brands, umbrella brands, alternative brand 
names, and many other methods of presenting 
brand architecture. But when we peek inside 
the mind of the consumer, all these different 
brands do not exists as different units. The 
brand is nothing more than a word in the 
buyer's consciousness, despite its significance. 
The name of the brand is simply a noun, which, 
like all other given names, is capitalized. 

The true power of the brand lies in its 
ability to influence the buyer's behavior. But 
the trademark, when placed on any product, is 
not quite the same as the one that stays in the 
mind of the consumer. A brand can be made 
for any given good, including consumables 
like milk and bread, provided that the respec-
tive copywriting laws are followed. However, 
a successful branding strategy is based around 
the concept of uniqueness. It puts in the con-



�������������� � �����������, ��. 7, ������ 4 

 92 

sumer's mind the idea that, on the market, no 
other product can match your own. Can a 
brand be universally liked? No. Following the 
same basic idea, namely that the trademark is 
unique, there is no way that it can appeal to 
every single consumer. Even so, expanding 
the customer base, increasing the general ap-
peal and extending the product line are com-
mon marketing strategies. However, these 
very same strategies, aimed at increasing the 
market share of a company, often undermine 
the strength of the brand. 

Following upon what has been discussed so 
far, the tourist brand "Bulgaria" is unique in the 
mind of the foreigner (be it a German, Polish or 
Romanian citizen), but this is not the case in 
every country. In some cases, it carries a positive 
connotation and evokes positive feelings; in oth-
ers, it bears a negative meaning. In the first type, 
the brand muse be developed and enriched, in 
the second – it should be repositioned. 

Furthermore, when the reaction towards 
the „Bulgaria” brand is positive, the exact 
emotional and rational reactions of the specific 
sub-brands „Sunny beach”, „Bansko” or „Rila 
Monastery” must be identified. Then, based 
upon preliminary and detailed research, those 
brands deemed successful must be further de-
veloped, with the intent of expanding them 
with accompanying brands. In other words, 
the main brand should be developed. 

However, the "law of expansion" stipu-
lates that the strength of the brand is inversely 
proportionate to its market reach. The expan-
sion of a certain product line might yield a 
growth in sales, but works against the idea of 
establishing a specific brand. In order to create 
a powerful brand in the mind of the consumer, 
a company must instead focus on narrowing 
said brand, rather than expanding it. In the 
long term expanding a trademark diminishes 
its strength and affects negatively the com-
pany's image. In the tourism industry, how-
ever, contrary to the two Reese's expectations,
 brand extension has a positive influence 
and provides a cumulative effect. This effect is 
achieved due to the „Dominate your category" 
principle. The main purpose of every brand's 
establishment strategy is for it to dominate its 
respective market. Despite what has been dis-
cussed so far, most tourism companies empha-

size their short-term strategies and undertake 
line extensions, mega-branding, varying prices 
and other methods of contemporary market-
ing. These strategies lead rather to a drain on 
the company, then to any actual brand estab-
lishment. And while this drain might prove 
beneficial in the short term, in the long one it 
results in such a severe depletion that the 
brand becomes essentially useless. 

In our opinion, in the Bulgarian tourism 
industry most applicable is the so-called "law 
of promotion” – building up a brand has to be 
done through popularization, rather than direct 
advertising. Most tourism companies develop 
their brand establishment strategies in a way 
that emphasizes advertisement as the best tool 
of brand communication. They are, however, 
wrong. Rather, a strategy must be developed 
that focuses exclusively on popularization. 

Nowadays, a brand is not made, it is born. 
An emerging brand must be able to create a 
positive public image in the mass media; oth-
erwise it has no real chance of succeeding on 
the market. This doesn't necessarily mean that 
advertising should be seen as an expensive and 
useless option. Once established, the brand 
needs advertising to survive. Popularizing is 
an effective and useful tool, boot sooner or 
later the trademark loses its potential for popu-
larity. This process usually occurs in two dis-
tinct phases: the first phase includes the im-
plementation of the new category; the second 
phase concerns the growth of the company, 
which introduced the new category. 

All the different methods we have men-
tioned thus far for conducting branding in the 
tourism industry can be reinforced with numer-
ous examples from the past and present busi-
ness practice. Furthermore, such examples sup-
port the internal logic of these "laws of brand-
ing." However, we must ask ourselves: „If 
these laws truly are "irreplaceable", why do 
most of the companies and our state in general, 
ignore them completely, or at the very least dis-
tance themselves after initially following 
them?" The answer might be as simple as "it is 
in human nature". Man always wants more than 
he has, always strives towards growth and ex-
pansion, and, in the process of achieving this 
eventually leads himself to self-destruction. 
Marketing is still not considered an exact sci-
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ence, and as such every law has its one, or in 
some cases – many – exceptions. Even so, 
practical reality has shown that those who have 
stuck to the aforementioned laws have enjoyed 
some degrees of success, while those that did 
not heed them often experienced failure. 

In any case, much like everything else in 
the world, economics and are continuously 
developing concepts and what is true and rele-
vant today, might not be the same tomorrow. 
This is certainly the case with the Law of 
Generalization – in the past giving companies 
generalized names was considered a success-
ful tactic, but nowadays it will most certainly 
be highly detrimental. Naturally, this makes us 
wonder to what extent the aforementioned 
laws of branding can be considered applicable 
to Bulgaria, to our reality. Can such laws, de-
rived from the business practice of well devel-
oped and stabile economies lead to similar 
success in our market? Of course, ultimately, 
with our current levels of globalization, the 
laws of branding must be universally applica-
ble. I agree to an extent, but allow me to voice 
my doubts on the matter. Naturally, most of 

these laws will be valid here as well, and ad-
here to them would have a beneficial effect on 
the still chaotic market economy in our coun-
try. The Bulgarian economic reality has not 
yet reached the level and culture of the coun-
tries, in which the laws have been derived. In 
Bulgaria, a majority of the firm still do not yet 
recognize the benefit of employing marketing 
strategy, much less branding itself. This essen-
tially suggests that our country is not yet ma-
ture enough to embrace some of these laws. 
Here, they are not seen as "irreplaceable". Ul-
timately, this would make one conclude that 
the laws are, in general, not to be seen as "ir-
replaceable", but rather applicable under a 
specific conjuncture and state of affairs. This 
doesn't necessarily mean that they shouldn't be 
employed in different situations, at different 
levels of economic development. Rather, it 
means that in different instances, only laws 
which are truly applicable must be used, in or-
der to achieve success. Therefore, it is up to 
the individual to decide which laws his reality 
is mature enough for, and for which ones – not 
yet. 
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����������� � ���	��	����	 ���� 

�?. "-� �;\*' 	<#,+' 
������� „�>�)
'/	  ���/�1�/	 9���/“, �� „�.�. ���
'” – �';
' 

�,/;$,: ��������%����	� �� �������% 

�� +�����>
�% �B� � 	��������	� 
�� 
���C�������% �� ��	� ��	������ �����<�	 � 
��%	� ��C�	� �����<��	� �	���� �� C�����-

�	� �
�����
�. #��C����	� 	������% � �CQ-
��		� ��	��% ���� C�����
�	� ���������-
	��� �� 	�
� � ����� �����
� ��������
�-
	��	��, �������  ���
�	� 
��
������% �� 
�����  �	������� ������$�	��� ��� ��
� 
�	���� �� ��������	��	� � �C��$����	�. 
+���	����	� �����$��	 �� �������� �	 ���-
�����		� �� ���������	���	� �	 +�����>-

�% �B� � �	���$������	� � ����	������	� 
�� �C	���� 	�����
� ���
�. ������	�, 
������� � ��������	� � ����������	� �� 
���
�	�, �����	 � ����������	� �� 	����	���-
	� � ���
	���	� � ����	� �� �����	�, � � 
<�	��	 � 	������.  

� ���������% ���C�������Q � 	���-
	�<�
� ����� ���� �	 ��	�����	�	� �� ��-
��(����� �� 
��
����	����C��		� �� ��-
	������	� � �� �	�����	� 	���	�<�
� ����-
���%	�% � �	�������%	 � �������� �������-
����� C����. ����������	� ��	������ � 
�������	 ����� ��-���� �	 	���, �� 
��	� 
��	��C�	���	� �%��	 %�� �������� ������. 
+$������� 	���	�	 � ��	���� ���� ��C��� 
�� 	�������	��, �������
, �%	� �� ��	��%-
����, 	���	�<�
� �	��
��� � ����� � 	���-
�� ��	�����%. � ������ �� ����<���� � ��-
C�� �� ��	����� ����� <�	� 	�> ���� ��C��� 
� ���'� ����$���	� �  ��������� ����$�-
	���� ����$ ��������� � '�	��� � �����	�-
	� �� ��	������. ����	���	� �� ��<
� 
�<�	���� �� 	���	�<�
�% ����� � �����-
��������	� ���	���	��, ��������	� �� 
��C�� ������������� ���	����� �����	��� 
��������	� �� ��	������	� � �� �������%	�-
%	� � 	%' � �������	� �� 
��>��% ��	��C�	��. 

�<;=�+# ">$#: C����, C�������, 	��-
���
� ���
�. 

�+�" 

#���������%	 	���	�<�
� ����� ��� 
����� '���
	���	�
�, �� ��� ��>-��$-
��	� � ������	� ������<��	 � �����
	�-
�� �� �����	��. ���
������%	� � 	���	�-
<�
�% �
	�� 	��� �� ��-�$�	�<��� � 
���
�� �	 �%
� 	���	�<�
� �������%	�� 
��	�%��� �� ��
���� ���	� ������'��	�� 
��� 
��
����	�	� �. ��� 	���	�<�
�	� 
�����
	� �� ���� �������%	�� � 
��
���-
��	 � �Q� 	��
��� ��C�� � �	��
	����, 
�� ��� � 
��
��	��	� ��	�����%, � � ���-
��<��	� 	�<
� �� ��	�.  

� ���������� 
�� 	��� � ���%�%��	 � 
����	���	� �� ���C���� ��������, �
���-
��<�
� � 
�	� 	%'�� �������� – � ���-
���� 
����. ���������	� �� ��<
� �<�	-
���� �� 	���	�<�
�% ����� � �������-
���� � ����$� ����	� ��������� �� �����-
��%	�%	� �	 	���	�<�
�% �
	��. 6 ����-
�� – �� �� �����	 �%�� ������
�	� �� ��-
�����	� 
��B�
	���, � ��� �� ������	 
���	� ��%��� 
����	�. ��������%	� � 
�� 
�����$���� �� ������� �	 	���� �� ���-
��<�� ��	��C�	��
� �����	�, <��� ���-
��$����	� �� ����	���� 
������	���� ��-
��	���%. ����	� CB�$�	�	�, �	������ �� 
���
�	���, ��
���� � PR, �� ����$��	 �� 
�<�
����	� �����	�	� � ����<�� �� � 	��-
%	 ���� �����$��	� �� �����>	��� ���-
'� ��	��C�	���	�. 6 	��� � �������� C�� 
����%�� � 
�����
���%	� – 	���������� 
��Q�	�%����	� ��C��<�� �CQ����� 	��� 
�� ��-�����
	���� � ���� 
��������� � 
������<�� ������%Q� � ����.  

�,<%' �� ��	�%Q�	� �����C�	
� � 
C�����	 �� � ����	��� 
�	� ������ ���-
��$��	 �� �������� �� 	���	�<�
�	� 
�������%	�%  ������ ����% � �������	� 
�� ��	��������	� 	���	�. #�������	� �� 
���	� �� ����Q�	� ��	������ � 	���	�-
<�
� �������%	�% ��� ���������	� �� 
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���� � 
��
����	����C�� C������� � 
�����$��	 �� �������% � C�����
�	� 	�-
��	�<�
� �������%	�% �� � ����$�	  
������ ����% � �������	� �� ��	������-
��	� 	���	�. 

���� ���C'�����	 � �����	� �� ��-
�������� �����Q�, 
��	� � ��
����  ��-
���(���	� ���������% �� ����
	� „O����-
C�	���� �� 	��	���% �� C���� „�������%” � 
����$���� �� ���
	�
� �� ��	������� � 
��������	���� C���� �����$���	”. ���-
�
	�	 � ��������� �� 
��% �� 2011�. �	 
)���	��	��	� �� �
�����
�	�, ������-
	�
�	� � 	������ �� &����	���� �������� 
„O��������� �����	��”. ���	� �� ����
	� � 
�� � ����(� ���
	����		� �� ��
����	� 
�� �������% 
�	� 	���	�<�
� ��	�����% 
<��� �����C�	���� �� 	��	���% �� C���� �� 
	����	�, �
�B<�	���� �����
	��� ���C-
������� �� �����<��	� ������ 	������ – 
���
�, �����, 
��	����-�������	����, 
�
�- � ��
�, C�����- � �� � ��.1 

� �������������	� �
�����<�
� ��-
	���	��� <�	� „	�����
�	� ���
�” � 
„C�����	” � ��������	 
�	� �������. ��-
�� 	��� � �������� � ��
������ �����, 

�>	� ����$��� �� � ��������.  

1. �,��,%#=@# J�?%'@�+*# /' $_?%�%� @' 
\�'@"' ?�," $'�*,%#@^�+#%, 
*�$>@#*'[## @' %>�#?%#=,?*�%� 
J�,"J�#_%#, 

������
�������	� �	��� �� 	���-
	�<�
�	� �������%	�� �
�B<�� �����<�� 
������ �� ���	�%	���� ��� 
��C������� 
���������� �� ��
����, ��C��
-����>(��, 
	��������� �� �����$C�	�, �����	��, 
�����%������%, ����������, C������� (��-
������ � 
�����
���%  	�����
� ���
�) � 
����
	�� ���
�	���2. � ���������	� �-
����% C���������	� 
�����
������� ��-
��	�
� � ���� �	 ��	�����	�	� �� ����-
(����� 
��
����	����C��		� �� 	���-
	�<�
�	� �������%	�%.  

������
�������	� ����	�
� � 	����-
�� � ��������� �� 	�� �����Q�: 

� �� @'[#�@'<@� @#+� – � �	���	� 
�� ���������� ��
����� 
������% �� ���-
                                                        
1 http://www.mi.government.bg/bg/news/naglasite-na-turi-
stite-shte-sa-v-centara-na-strategiyata-za-brand-balgariya-168. 
html 
2O�
��$�>
�, #�., )������, #	. )��
�	��� � 	������. 
�����, "��
� � �
�����
�, 2004, .92 

���	����� �� C�����
�% 	������. ���� 
���
���� � ����$��� � <�.6 �	 ^�
��� �� 
	������3 � ����	� �� )���	���	 �� �
�-
����
�	� ������	�
�	� � 	������ � �����-
�����%	 ���	 �� 	������. 

� �� \�'@c�+� @#+�, 	�
��� 
�����-

������� ����	�
� �� ����<����� � ��
-
�������� �� '�	�����
�% � ��	����	Y��-

� �����
	, �������<�	��	� � 	�������-
	��	��	�  ��Q�	�%��	 6������%	� �� 
C�����
�	� 	�������	��� � 	���	�<�
� 
����	�, ������
�	� �������% �� 	���	�-
<�
�	� �������, ������
�	� '�	�����
� 
� ��	����	Y��
� �������%, ������
�	� 
�������% �� ��	����	���� 	������, #���	� 
�� 	������ – #���%, #���$����	� �� '�	�-
�����	� � ��	����	Y���	� – ���������, 
"���������	� �������% �� ��	
� � ���-
��$
� 	������, ������
�%	 �B� �� C��-
�������% � �� 	������, "���������	� 
�������% �� #�6 ����� 	������, O����-
�����	� 	���	�<�
� �������% O�����, 
6������%	� �� �

��������	�, 6����-
��%	� �� #�������������	� �
���	� � 	�-
��	�<�
�	� ����	��% � ��. 

� �� ���� %>�#?%#=,?*� J�,"J�#_%#, 
� �%",<,@ 	���	�<�
� �C�
	. 

�����$����	� �� ���
�	������ 
���-
��
������� �	��� �� 	���	�<�
�	� 
�������%	�� ����� �����	��	� �� ���% 
���
�	���4. )��
�	����	 � 
�����
����	�, 

��	� � ��������	 �	 	���	�<�
�	� ����-
���%	�% ����B���	. #���	��	� �� 
�����-

���% � ���<��	 ��������� 
�� �	���-
��% 	���	. �������	 � ������������	� 
������<�	���%, 
�
	� �� �����	�, 	�
� � 
�� ��'�����<�
�% ������ �� 	���	�. 

#���������%	 ���
�	��� � ����� ��-
��<� �	 �����C�	����	� �� ��>-��C��% ���-
��
	, ���������	� �� ��>-������
�	����	� 
�� ���� � ������$����	� �� �� ��	��C�	�-
��	� �	 ������% �����	. 

������  	��� ��� � �������� 
���-
��
 �	 ���
�	������ 
�����
����, ��� 	. 
���. 
�����
������� ��
. ����	�<�
�-
	� �������%	�% ������%��	 ��$�� �	��� 
�	 
�����
������� ����
�. �� ���	 ����-
���	��(���% � ���	� ���������, ��	-

                                                        
3^�
�� �� 	������, &C�., ��, C�. 30 �	 26.03.2013 �., � ��� 
�	 26.03.2013 �., http://www.mi.government.bg/bg/libra-
ry/zakon-za-turizma-254-c25-m258-2.html 
4O�
��$�>
�, #�., )������, #	. )��
�	��� � 	������. 
�����, "��
� � �
�����
�, 2004, .95 
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��C�	��� � �����<��	� ����	���	��� �� 
�CQ�	����		�. ���������	�, �	 ��% 
	���� �Q� ���	 
�����
������� �	��-
(���% � ���	� ��	��C�	���, �����$��	 
����
� ��� �������	���� �CQ���	 ����  
�����. � 	������ � �����$�	���� �%
� 
����� �� ������ �C��	�� ����
�  �����	� 
�����, 	�> 
�	� � �������	 ������<�� 
�����
	�, ���
��Q� �����	���� � 	�<�� 
���������%. 

����	�<�
�	� �������%	�% 	�%C�� �� 
��Q�	�%��	 �����	���� 
�����
���%  
��	�%Q�	� � ��	��������	� � 
����	�. 
������ 	��� ���<��� �%
� �������%	�� 
����<�� �� ������%�� ���%	� �� ��	�<��
 
�� 
�����
���� � ���������� �� �����<�� 
���	�� �� 	��������� �� �����$C�	�. 
����	�<�
�	� �������%	�� �������� ��-
������� ��	��� �� 
�����
���%. ��� 	%' 
����	 �,*<'$', �'/^<'?', "#�,*%,@ $'�-
*,%#@^ (<#=@# J��"'d\#) # +�&/*# ? �\-
b,?%+,@�?%%' (PR). #���������	� ��	��� 
�� 
�����
���� � ��������	 ����	��,  
�	�����	� ������	� �� ���
�	������% 
��
, 
�	� 
��
��	��	� ���	�� � �<�	�-
��	 � ������ �������� �� ����<�����.  

��	(����� � �������<���	� ����� �� 

�����
���%, ������	���%���� �	 ������-
���� ��	�<���� (��
������	���) ��Q� 
�����Q��� � �����<�� ��
����� ���	�� � 
���	���. 

���)(�/��� � ��� ���	�� �� �CQ���-
��, 
�	� ���������%	� �� 	���	�<�
�% 
�����
	, � �	<�	� � �� 	���	�<�
�	� 
�������%	�� �� � ����<�� �	 ����, � �	 ��-
�	����� ��%�� �������%	��	� ����. �% 
�Q� � ���������������� � ���	��� 
���	�� �� �CQ�����. }�	� 
�	� 	�
��� 
���� � ��������	 '���, 
��	� � “����<� �� 
�CQ�	����	� ������”.  

��� (1� &�
��<9 (���	��� ���-
	���)) � ��� ������� �������	����%	 

��	�
	 �� ����	���	�� �� 	���	�<�
�	� 
�������%	��  ���� ��� �%
��
� ��	����-
���� 
����	�  ��� ����	��%�� �� 	���-
	�<�
�% �����
	 � ��Q�	�%���� �� ���-
��$C�. 

����(�����
 �� &�
��<9�� � 

��	
�	��>�� ���
�, 
��	� ��$�	 �� ��-
�Q�%���� �� ��
��
�	� ��� �����$C�	� �� 
	���	�<�
� 	�
� � �����. 

��� '�>�	 / 
9;�/�'��
/��� (PR) 
<�	� � ���C���	 ��>��	�	� �������  

����
�	� �� 	���	�<�
�	� �������%	��  
�CQ�	����		�, 
��	� � ���<��� 
�� 
�������� � ������$��� �� ��C�� ������-
�	��(���%  	���	�<�
�% C����, 	���-
	�	�, �CQ�	����		� � �CQ�	����	� ����-
�������. 

O�
����	� � ���'��%Q� �� ������<��� 
�� ��������	� � ��������	� �� ��	��� � 
��	��������	� ��	��C�	��� 
�� 	���	�-
<�
�	� 	�
� � �����. ��'��
�	� �� ��<-
��	� �����$C� � ��-���'��%Q� ��� �����-

����� � ��	��C�	���	� �� 
��
��	�� $�-
����� �� �����C�%	 	���	�<�
�% ���-
��
	. # �Q� ��-���%� ���
	 �� ����<���-
��	� �� �����$C�	� � ����������	� �� ��
-
����, 	�'��
� �	 ��<��	� �����$C�, ���
-
������  PR � ��>-��<� �����<�� ����� �� 
	���������.  

����	�<��		� �� 	���	�<�
�	� 
�������%	�� � ������  ��
�����	� 
��-
	��	�. #��� ��
�����	� 
��	��	� ������ 
	�����
�	� ���
�, 
�%	� 	���	�<�
�	� 
�������%	�% ������Q�	 � C����. �����>� � 
�����C�	��� ������������	, 
�%	� ����-
	������� �����
	�, �C��$����	�, �����-
��%	��	�, ���$���	� ��� ��<��		� (���, 
	�����, ���
, �����, ����>� ��� 
��C���-
��% �	 	%') � �����>	�� �� ��������� ��-
<�� ���'� �������	� � �<�
����%	� �� 

�B<���	� ������ ����	���%: 
����	�, 
��$�	���, ���	�Y���, ����	�	���, �C-
Q�	���� ����������� � ��.  

2. ��'@"&% – +&/$�d@�?% /' �'/+#%#, @' 
%>�#?%#=,?*#_ �%�'?&< 

#����� ��
���	� �� C��������, ���� 
���� 	�����
� ���
� � ��
������ � 
����������	� �� ���� ���������� ��>��	 � 
	���	�<�
� �����
	�, �� �� � ��������� 
�������%	��	� 
�	� ����Q� � ��	�����%-
	�. 6
� �������%	��	� �����C�	� � �	����� 
	��� ���
� ����� ���	� 
��
����	�, 	� 	% 
	��� ���� � ��
������ � �������	� 
�	�-
����% – 	� 	��� �����. 

� ���������, ��C��
����� � The 
McKinsey Quarterly5, � �	<�	�, <� „�� �
�-
����<�
�% ���' �� ���$���	� � ��	��-
��	� 
��
����	�� C��C� � ��$�� 
�
 ��	��-
C�	���	� ���������	 ��>��% ����$. "� 
��	����%	 	���	�<�
� ����� � 
��
���-

                                                        
5 http://www.mckinsey.com/russianquarterly/articles/issue 
09/07_0404.aspx?tid=16  
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��	 �� ��� 	���	�<�
�	� �������%	�%, 
�� � ���$���	�. ���'� ��(����	� �� 	�-
��	�	� �� ��C�� �� ��	�����% �� ��<��
� 
�
����	 ���%��� ��
	���, ������� �� ��� 
 	���	�<�
�	� �����, �� �  ����	�-
<�
�	�, �
�����<�
�	� � �������	� 	�-
C����	 �� ���$���	�. � ��CQ����6 �� 
+�����>
�	� 
����% �	 30.06.2010 �. �� 
+�����>
�% 
���	�	 � ����� ��(� ��-
	����� � �	C��%���, <�: „+�����>
�	� 	�-
��	�<�
� ����	��%, ��C��%�� �
��� 1,8 
������� �������%	�%, ������ )#�, � 
�-
�	� ��C�	%	 �
��� 5,2% �	 �
	����	� ���-
����� (�
��� 9,7 ������� ��C�	�� ��	�, 

�	� ����	 �� �����	� '��� � ���<�	����)7, 
����	���%�� ����<� �	 5% �	 ��� �� +#, 

�	� 	��� ������	 ��	� �����
���	�. � 
	��� ���� 	������	 � 	��	�	� �� ��$��	 
�������-�
�����<�
� ��>��	 �� +# 
��� 	�����
�% � ��	��C�	��
�% � 	��-
�	����% �
	��. ��	� � �����	 ������� 
�������	�  	������ �
	���8, ������%	 
����� 
�� C��	��% ��	��(�� �����
	 � 
�Q� ��-���<�	����, 	�> 
�	� � <�	�, <� 
	�> ����	���%�� ����<� �	 10% �	 ��� �� 
+�����>
�% �B� � <� �����%�� 12% �	 
��<
� ��C�	�� ��	�. � 	��� �	��(���� 
���� �������	� ���	 ������ ����	����	� 
�� C��% �� ��C�	��	� ��	� � 	���	�<�-

�% �
	�� ��<	� ������ � C��� ��-���� 
��������, �	
��
�	� � �	�����	� <�	 �� 
�
�����
�	�”. 

��
	� 	��� ����� �	 ����������	�% 
�	<�	, 	������	 ����	���%�� 	����
� 
��>��	, 
�%	� �������� ��	�$ � ��C�	�� 
��	� � +#, 
�	� �Q��������� �������% 
�� �����	��	� � �
�����<�
�	� � �����-
��	� ��	������%, ��-�������� �� ��
�	� 
� ������
�	� ����, �� 
��>C��$��	� ��-
����� � �	����	�, �	����<���	� � 
��>�� 
�	����<���	� ������� ��� �� 	��� � ����� 
�� C��$�����.  

��������	�����	� �� 	���	�	� 
�� 
+����� ���� 2011 �. 
�	� ��>-������<�	��� 
                                                        
6 http://eur-lex.europa.eu/Notice.do?mode=dbl&lng1=bg 
7 ����������� ��	��<��� �� ��	�����% � 	���	�<�
� 
����� ('�	���, ��	����	�, 	���	�<�
� �������, ��	�-
��C��� ��� ����, <��	���� ����
�������, 	���	�<�
� 
��	�C��, 
���C� �� 
����� � 	.�.), 
��	� ��������	 	�
� 
� ����� ����
	�� �� ���	�	���	�. 
8 ��-�������� ��	��C�	��
�% � 	���	����% �
	��, 
�������%	�%	� �� 	������	�� ����� 
�	� �%�� (�����-
(��, $�������	��, ���
�, ��	�C��� 	������	 � 	.�.), 

�
	� � 
��	����% �
	�� (
��	����	� � ������
�	����	� 
����	���). 

��	�����% ( 28% ��%�� 2010 �.), ��
���� 
	��� 	���9. #����� ���������% �� #��	��-
��	� 	���	�<�
� ����������%10 (WTO) 
���Q���%	� � +����� �	 385,1 ���. ���� 
2008 �. � ����	���� �� 502,8 ���. ���� 
2011 �., 
�	� �����	 51,3% �	 ���Q���%	� 
�� 	���	�	� � ��	�.  

O����C�	����	� �� ������ C���� �	 +# 
�� �	��(���� �� 
��	����	 „+�����”11 � ��-
��$��� � +�����>
�	� 	��	���% �� �����-
	�� „+����� 2020”. �������% � <�	 �	 ����-
��>
�	� ���>	�� � ����� �� �	<�	� 	��� 
��
	 ��� �����C�	����	� � �����%��������-
	� �� ��% C����. �����		� �� C����� � 
�
�����<�
�	� ������, 
�%	� ��� �� ���-
$���	�, ��	�����%	� � �������%	��	�. ��-
����	� �� ��	��C�	���	� �	 ��
�������	� �� 
	�
�	� � �����	�  ��������� C���� ����	 
�� C���	 ������ ��� ��B�����, ���������� 
��� �����������. &C����%��>
� ������<-
��		� ��� �����������	� �� C�����, �	 
������ 	�<
� �� �����C�	��Q�% �� � �	 ����-
�� 	�<
� �� ��	��C�	��%, ��$� �� � 
�$�, 
<� C����� � �������� 
�����
 �	 �<�
����% 
� �������	� �� ��	��C�	���	� 
�� �Q-
��		� ��, 
�<�	��	�, �����
	�	� � �����-
	� ��, 
��	� � 	���� �� ������	���%�� � 
������$���� �� ����� ������ �	 �����. 

������	 �� ����C�� �������������%	 
����$ �� „�������%” 
�	� 	���	�<�
� 
��	�����% � �����	, 
�
	� �	 	����	���	�, 
	�
� � �	 ���
	���	� � ����	� �� 	������. 
��
	� ������� �. ������12: „����$�	 �� 
�������%, 
�%	� ��<� � <�	 �	 +#, ��$� �� 
� ����C�� ��� ���(� �	 ����$� �� C�����-

�	� �������%	�%, �	���� � 	�
��� C���-
����, � 	��� 	�%C�� �� � ������ 
�	� �	��-
�����	 �	 C�����. "� 	�%C�� �� � ��C���% 
�C�<� � �C��	��	� ����
� – ����$�	 �� C��-
���
�	� C������� ��$� �� ����C�� ��� 
���(� ����$� �� C�����
�	� ���$���, � 
	��� � �	�������	 �� �����	��	��	�”.  

� �	����� �� 	��� ������ ����	 �� � 
�	C���$�	 ������	���	� �� C�����
�	� 
�����	��	��, 
��	� � �����C�	��	 � ���-
��  ������>
�	� ������	��� �� �����	�� 
�� 	������ 
�	� ������	�	�� �	����. }��� 
����
	� „O����C�	���� �� 	��	���% �� 
                                                        
9 http://media.unwto.org/en/press-release/2012-01-
16/international-tourism-reach-one-billion-2012  
10 http://mkt.unwto.org/ru/barometer, 27.01.2012 
11 http://europa.eu/travel/index_bg.htm  
12 ������, �. ������
� ���
� �/��� C���� (brand). – �
�-
����<�
� ��	����	���, C�.2, 2008, . 25 
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C���� „�������%” � ����$���� �� ���
	�
� 
�� ��	������� � ��������	���� C���� ��-
���$���	” �����	��	��	� ��%�%�� ��%	� 
�	�������	 �� �	��(���� C����� �� ���-
����% 
�	� 	���	�<�
� ��	�����%. "� 
���� ��	�����% �����	��	��	� 	��	��� 
��Q�	�%����	� �� ����
	 „������
���-
���� 
������% �� �����%�������� �� ��-
	������	� +�+" � �������%”13,  
��	� � 
���� ����	��%��	� �� �������% 
�	� ��-
	�����% �� ��	����	���� 	������ � �����-
	����� �� �����$��	�	� > �� �������� ��-
�� 	���	�<�
� �����
	�, �������� � �C-
��		� �� �
�����<��%, 
��	����% � ��-
	������. � ��-(���
 ����, ����
	�	 
�������% �� �������%���� �� 	��������-
��	� �� C�����
�% 	������ ���C����, 
�	� 
	���	�������	� � ������ 
�����	����% �� 
	���	�<�
�	� ��	��� � ���� 	��
	��-
��	 �� 	���	�<�
�% �����
	14. 

��� ����
�  ����<�����	� �� �����-
�����<�	��	� � 	������ )���	��	��	� 
�� �
�����
�	�, ������	�
�	� � 	������ 
�����%������ ����	��� „"���<��
 �� 	�-
��	�<�
�% C����” �� ����
	 „������-

������� 
������% �� ����<����� �� ��	-
��(��% 	������ � �������%”15,  
�>	� �� 
� �����%������ ��	��(��% 	������.  

��	� �%�� ���$����	� ����� � 	����-
�� � ��$�� �� �������� �� ���
� � ���-
��% �� �����	�� � �����%�������� �� 	�-
����� 
�	� ��>��	. ��������	 ��
	 �, <� 
��-��C��	� ����	�
� � ������ �� <��� ��-
����<�	���� ���
� 
�	� ����$���� �� ���� 
������ ��� ����(����� �� ������ � 	�
�, 
                                                        
13 EDEN � �
����� �� European Destinations of Excellence 
("�>-��C�� ������>
� ��	������) – ����
	, 
�>	� ��-
���%������ ������	� �� �	�><��� �����	�� �� 	������ 
�� 	���	���%	� �� ����% +�����>
� �B�. ����
	�	 � 
C����� �� ���������� 
��
���, 
��	� � �����$��	 �$�-
����� � � ���
�	� �� 
��	� � ��C��� 	���	�<�
� „��>-
��C�� ��	�����%“ �� �%
� �<�	��Q� ���$���. }��� ���-
C��� �� ��	������ ����
	�	 EDEN ���
	���� ��	��� 
���	� �� ������<� ��������	� 
�� �����	�	�, ������C-
�����	� � �CQ�	� '���
	���	�
� �� ������>
�	� 	���-
	�<�
� ��	������. ����
	�	 ����(��� �����%���		� 
�� ���'�$��Q�	� ������>
� ��	������, ������ ���	-
����� �� �C�%�� �� ��C�� ���
	�
� �� 	���	���%	� �� �%-
�� +����� � ����<��� ��C�	�	� � ���$� ��$�� �	��<���-
	� ��	������.  
��$. 
http://ec.europa.eu/enterprise/sectors/tourism/eden/what-is-
eden/index_bg.htm 
14 http://www.mi.government.bg/bg/themes/proekt-
komunikacionna-kampaniya-za-populyarizirane-na-
destinaciite-eden-ot-balgariya-688-305.html 
15 http://www.infotourism.net/index.php?t=24410&m=1  

� <��� ����<�	���� ���
� – ����������-
���� 
����	�, ������ �C��
<���%, �����$-
���� �� ��-��C�� �����	��
	��� �	 	���� 
�� ���$���	� � 	.�.  ^� �$������ �� �Q� 
�� � ���������� 
��
��	�� ���
�, �����-
��  
����	�����	�  �������������� �-
����% �� 	���	�<�
�% C����, �� �	��-
(���� �� �����	��
	���	� ��� �Q� 
�
�� 
�� � $����, � ������	� �C��
<���% �� �	-
��(���� �� ������ ������ (
�	� O��%) �� 
� ��(��� �������.  

3. �'b#%' @' \�'@"' =�,/ �,^#?%�'[#_ @' 
%&�^�+?*'%' $'�*' 

„������	” � ������$�� 
�	� �	���, 

�%	� ������ �����
	�,  ������	� '���
-
	���	�
� �  	�����
�	� ���
� � ������-
�	� �� ��	��C�	���	�. ��> ��$� �� � ����-
��$�� 
�	� 
�������% �� ���������	��% 
(	��������) �� �	��(���� �� ������	� ���-
��
	�, 	�����
�	� ���
� � ��	��C�	���	�. 

O�����$���� � ��%	� ����
� � �����-
��	 	�����
�	� ���
� � C����� <�	� � 
������	 
�	� �������. "�������� �	 	�-
�� ���� �������������	 ��������<����� 
��$�� 	�����
�	� ���
� � C����� � 	��� 
�	 �����
� ��	���16: „(1)C�����	 ��
���� 
������� �	��(���% ��$�� �C�
	� �� ��	-
��C�����	� (��	��C�	��%) � �C�
	� �� ��	-
��C�����	� (�����
	�), 
��	� �	��(���% 
��� � ���������� ������� ����	 �� C���	 

��	�������� �	 �C�
	� �� �C	����		� 
�� ���
�	� (���������	��%), ��
�	� ���%-
	��	� ���
� ���
���� �	��(���% �� �C	-
����	 (���������	��%	 ���	�$��� ���
�-
	�); (2) ���� �C����<��  ������ ���
� ���-
��
	 	��� C���� ��� ��� � <��� ���	� �� 
��	��C�	��% � ��
��� ����� 	��� ���	, ��-
������� ���� 	��� ���	 � ���
	�<�
� 
(���	��C�) ��� „	����	�<�
�” (����	��� 
�� C�����, C�� 	% �� � C������� �� ���	��C�-
	� ��); (3) �����
	�	, �C����<��  ������ 
���
�, � �������$�� ��� ��C��
�	�, � 
C�����	 – � �CQ�	��	� � ������	� � ����-
�� „���������	���” � �Q� 	�
� ��	��C�-
	���	� (������ � ��	��������), �������	� 
� �����	����	� ������� (��
�����, 
��-
��	��	
�, ��������	��
� � PR �������, 
��	����	 C������ � ������, �
�����<�� 

                                                        
16 F����, #�����, &	���� �� „���>��	� ��	��(���	” � 
�� 	�����	� �� ��
��������	� � ���������	� �� C�����-
��	�  //�. �
�����<�
� ��	����	���// C�. 3, 2010, .34 
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�C������	���� ��	�	����, ���<�� ��C��-

���� � ��.); (4) C���� ��$� �� � ��	���� 
� C�� ����<��	� �� ����	������ 	�����
� 
���
� �� �����
	� ������ ������ �
�����-
	� ��-������ ��C��$���%”.  

����	�<�
�	� �������%	�% �����-
C�	��	 ��> �C��� � ������	 ���	� ������-
������ 	�����
� ���
�, 
��	� ������ ��-
���������	� ��  ������	� �����$��	� 
�� ��
���� �� 	��� ��� ��	���
	����� �C-
	����	. #������ "��
�	� 
�����
�-
��%17  	���	�<�
�	� ��>��	� ����	 �� � 
����	����	 � 
�� 3918 – �������	; ���-

����� � �'���%���� �� 	�
�; ��������-
���� �� ��	�����%, 
�� 4119 – &C������-
���; �C�<����; ������<����, ���	�� � 
��-
	���� ��>��	 � 
�� 4320 – O�	����	Y��-
	��; �������� ��	��%����. 

��� ����
�  ���$����%	 ����	�� �� 
���
�	�, 
�>	� � ���� � ������$� �	 ��-
	��	��	� �����	��21, ����	 �� � �	<�	�	 
��������%	� �� ������ �� ������� 2001-
2011 �. �� ����	������	� 	�����
� ���
� 
� 	��� 	�� 
���. (��$ ���. 1) 
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�#^. 1. ���] �,^#?%�#�'@# %&�^�+?*# 
$'�*# + �<'?�+,%, 39,41,43 /' J,�#�"' 

2001-2011 ^. + \&<^'�?*�%� 

                                                        
17 "��
� �����C� �� ��$��������� 
�����
���% �� 
	�
�	� � �����	� �� ����	����% �� ���
�, ����	� �� 
15.06.1957 �., ���������� � #	�
'��� �� 14.07.1967 �. � � 
F����� �� 13.05.1977 �. � ��������� � F����� �� 
2.10.1979 �. O�	��������� � ��
��, ����	 �	 38-� "�-
����� �C����� �� 12.06.2000 �. – ��, C�. 6 �	 19.01.2001 
�. �������� �	 ��	��	�� �����	�� �� O�, �C�., ��, C�. 64 
�	 20.07.2001 �., � ��� �	 27.02.2001 �., ��$. 
www.iusauthor.com 
18 http://www1.bpo.bg/images/stories/classifications/p9-
services.pdf, 	�. 14 
19 http://www1.bpo.bg/images/stories/classifications/p9-
services.pdf, 	�. 20 
20 http://www1.bpo.bg/images/stories/classifications/p9-
services.pdf, 	�. 26 
21 http://212.122.185.80:8080/bpo_online/jsp/start.jsp  

�'%,@%@� +,"�$?%+� 

��
	� � ��$�� �	 ������	� ��>-���%� 
C��> 	�����
� ���
� � ����	������ � 
�� 
41 – &C���������; �C�<����; ������<����, 
���	�� � 
��	���� ��>��	. ���� � ���$� 
�� ��-(���
�% �C'��	 �� �����	�, �
�B<��� 
� 	��� 
��. ���%	 �� ����	������	� 	�����-

� ���
� �	 
�� 43-O�	����	Y��	�� � 
�������� ��	��%���� ��$� �� � ������ �� 
����	��%Q ��>-�����	�<�� �	�%���	� �� 
����	������	� 	�����
� ���
� � ����	� 
�� 	������. � 	��� 
�� � ��C�B���� ���-
��	���� ����	���� ���� ������� 2007-2009 
�., 
�>	� ������  ����	��Q�% C��> �� '�-
	��
�	� �������%	�% ��� 2007 �. 6
� 	�%C-
�� �� ������ C��% '�	��
� � ��	����	Y��-

� �������%	�% �	 2007 �. – 22 046 C�.22  
����	������	� 	�����
� ���
� – 668 C�., 	� 
���� 0,030% �	 '�	��
�	� �������%	�% � 
����	������ ��%	� 	�����
� ���
�. ���� 
2010 �. C��%	 �� '�	��
�	� � ��	����	Y��-

�	� �������%	�% ����	�� �� 26 062 C�.23, � 
C��%	 �� ����	������	� 	�����
� ���
� � 
	��� 
�� �����%�� � ��	��� 381 C�., 
��	� � 
���� 0,015% – ���>�� �	 2007 �. 

=������<���	� ����� ��
����	 ����-
�%��Q ��	��� �	 	���� �� C����� � 	�-
��	�<�
�% �	���� 
�� ����	������ �� 
�C	���� 	�����
� ���
�. &	 ����� 	���� 
����	����	� �� C��% �������%	�% ��
����, 
<� C����� � �������. +��� ����
� � ��-
	����	-���	���	��	� ��$� �� ��
�$�, <� 
��
� '�	�� ������ ��% ���	�����, �� �� 
� ����	��� ���� ��	��������	� ��	��C�-
	���. ����������	� �� �C	���� �>	���, 
on-line ������������� �>	��� � ���	���, 
�������	� � ������ � ���	����� 
�	����� 
�� 	�������	��� � 	���	�<�
� �������.  

��-(���
�%	 �C'��	 �� C����� � ���C-
�������		� �� � �����$�	���� ����	��-
���� 	�����
� ���
� ����	 �����$��	 �� � 
�����C�	�� 
��
��	�� 	���	�<�
� �����
	 
�� ���� ���$���, ������, ��	�����%, 	���-
	�<�
� �������%	��. )�$� �� � /'*<;=#, 
<� ������ ' ������ � �����9
���� ��-
'���(�
/�, 	
+�
 ����0*�� &�
��	��, 
                                                        
22 http://www.nsi.bg/otrasal.php?otr=5&a1=616&a2=620&a 
3=622#cont 
23 http://www.nsi.bg/otrasal.php?otr=5&a1=616&a2=1155&a
3=1157#cont 
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9/(�<'����
, &���&�+���
, �>�<�'��� 
( (1�
/��� (��, �����, ���	, /�'
(, 
���Q� ( 	
�9��*+ 
� �+-)  '>���Q/�'� 
&
 
&����(�� ��1� '>�-� />������
  
1�	-
'��+�� �� 	(J1
'��� *�(�'� ����
�+: 
	(���, /(�<��(, &�����
�, �'�/�-
�
�, 
9;�/�'�� 
�)����*  ��.  

4. �,`@�<�^#_ @' #/^�'d"'@, @' 
%>�#?%#=,?*# \�'@" 

+���B��%	� � ���
�	������	� 	����� 
��	��% C����� 
�	� ������ 
��
����	�� 
������	�� �� �������%	��	� ���� ���-�� 
��
, � �� ���
��������	� '���
	���	�
� 
�� �����
	� � ������������%	� ��, ����-
��	� ����	�
� � ��	��C�������	� ����	�-

�24. ��� ����
�  	��� � ���
�	���� � ���-
���� 	�
��� �����������, 
�	� „C��������” 
– ����� �� 
�����
�� ���������� �� 	��-
���
�	� ���
�, �����
	�	� � �������%	��-
	�  ��� �������� �� �������<�� ����$�-
	���� �	��(����  ��	��C�	���	�. 

^� �����$����	� �� ���
	���� 	���-
	�<�
� C���� � ��$�� �� � �������%	 ��-
����	� `'�'*%,�#?%#*#25: 

� ������	� ����$���� �� C����� 
(Brand Essence); 

� ���
�������� � ����������� ��-
������, 
��	� ����$��	 � 	���	�	� � 	�-
��	�<�
�	� ��������� (Brand 
Attributes); 

� ����	��	� <�	 �� ���
�	� ��� 
����	��% 	�
�� ���
 (Brand Name); 

� ��������% �C��� �� ���
�	�, �����-
��� <��� ��
����	� � �������	� �� 	���-
	�	� ( Brand Image); 

� 	����	� �� ����	��	 �� ���
�	� 
��� ��	��C�	���	� � ���������	�, ��� 
�� C����� (Brand Power); 

� ��
����	 �	 ��������	� �� C�����, 

�%	� '���
	������� ������	� ����������-
��	 (Brand Identity); 

� 	�>��	�� ����
�, ��
���	��� �� 
����
� 	�>��		� �� C����� (Brand Value); 

� 	����	� �� ��	�$ �� C����� (Brand 
development Index); 

                                                        
246C��$���������, O. ������
� ���
� – C����, #., #����, 
2006, .36 
25 ������ =.?. )��
�	���. )�
��, �
�����
�, 1999. .475 

� 	���� �� ������	������	 �� C���-
�� ��� ������	� ����	���% � � ��>��	� �	-
����� ������ �����	�. 

&	 ���<���	� '���
	���	�
� ��$� 
�� � ��
�B<�, <� �� ��
� 	�����
� ���
 
��$� �� 	��� C����. #	�
���%	 ���
 � 	��-
���
�	� ���
� 	�%C�� �� �����C�%	 ����-
	��	 �� ������ � �� ��<��%	 ������� ��� 
	���	�	� � ���������	�. "�������� ��-
�� � �� �	����� �����
	 (O��-����	��), �� 
	���	�<�
� �������%	�� (���C )��) ��� 
�� 	���	�<�
� ��	�����% (�������%) ��� 
�����	� �� �����, ����, C�
���� ������-
��, ����� �	 ���C��		� �� �� ������-
��
��	 ���
���� �������� � ��	��C�	��% 
– 
�
	� ����������, 	�
� � �����������26. 

�,]@�?%#%,, ?+&�/'@# ?&? ?&/"'+'@,-
%� @' \�'@" @' %>�#?%#=,?*# �\,*% 
(@'J�. `�%,<) �% %>�#?%#=,?*�%� J�,"J-
�#_%#, +*<;=+'% ?<,"@#%, ,%'J#27: 

�&�+#: J�/#[#�@#�'@, @' J��">*%#-
%, @' `�%,<' @' J'/'�', 	.�. 	����� � ��-
������ �� �%	� �� �����
	�	� �� ������, 
�������%��Q� ��C�� �	 ��	��C�	��
� ��	-
��C��	� � ������%	�% �� '�	��� � ��	���-
��%	�. ������%	� �� C����� – 	��� � �%	�-
	�, 
��	� ����� C����� �� '�	��� � ����	�-
��	� �� 	���	�	� �� �	��(���� �� �����
-
	�	� �� 
��
����	�	� �	 �Q�	� ��� '���� 
	���	�<�
� ��	������. ��
 ����� �� � 
������ �	����� �� �����	� ������: �� 
�-
�� � ������� '�	���? ^�Q�, 
�
�� ������ 
����<��� ��	��C�	��% �	 �����
	�	� � 	��� 
'�	��? ^� 
�
�� ���� � ��$�� ������% '�-
	��? &	 
�
�� 
��
����	�� �����
	 ��� 

��
����	 	�%C�� �� ��Q�	� �������%	��	� 
	��� ��� '�	�� ��� ��� �����
	? 

�%��#: !��$#�'@, @' ?%�'%,^#_ /' 
\�'@"' @' `�%,<', 	.�. �������� �� ����-
���� � 	��	���<�
� '���
	�� �� �%��	� 
	���	�<�
� �������%	�� �� �������� � 
���������� �� C����� �� '�	���. ��� ��-
������	� �� '�	��� 	���	�<�
�	� �����-
��%	�� 	�%C�� �� ����� ��(���� ���� C���-
�� �� �� � ����Q (�����) ��� ������<�	� �� 
�� ��	��� „�������  �����	�” �� ������. � 
���
�	� �� 	��	���%	� � �������%	: 
�% � 

                                                        
26 O�
��$�>
�, #�., )������, #	. )��
�	��� � 	������. 
�����, "��
� � �
�����
�, 2004, .95 
27 ������ =.?. )��
�	���. )�
��, �
�����
�, 1999. .475 
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������	� ����	���%? ��
�� 	�%C�� �� � 
�C�Q�� �� 	��� ����	���%? ��
 �� � ���
-
���� ���� 	���	�	� 	��� �C�Q����? ��
�� 
���<�	����� 	�%C�� �� �	��% C����� �� '�-
	��� � 	���	�	�?  

��,%#: �'/�'\�%+'@, @' ?&"&�d'@#,-
%�, #",_%' /' \�'@"'. &�����	� ���% �� 
C����� 	�%C�� �� � �	��$���� �� �C�Q����	�, 

��	� � ��	����� ��� 	��	���<�
�	� ���-
������ �� '�	���. ^� ��������	� �� ���
�-
��� C���� 	�%C�� �� � �������	 ����� ��C�� 
��C���	�	� �� 	���	�<�
�% �����
	 �� 
'�	���, ���	� 	���	�<�
� �������%	��, 
��	�����%	� � 	���	�<�
�	� �����, 
�
-
	� � 	��� �� 
��
����	�	� � ��	�����%	� � 

��
����	��	� ��	������. ���%	� �� C����� 
	�%C�� �� ��$� �� ����	������ � ����<� 	�-
��	�	�, �� ������<� ��������	� �� 
�� 
���
�	� � �����
	� �� '�	���. &��� 	��� 
��� ��������	� �� �����<�
�	� � ���
��� 
���C��$���� �� C����� �� '�	��� ��$� �� � 
����� ������	� � �� ������������� � C���-
����� �������%	�%, ����	���	��� �� ��	��-
������	� ��	��C�	���, ����	���	��� �� ��-
%���	� ��	��C�	��� � ��. 

�,%+&�%#: '@'<#/ @' %&�^�+?*'%' 
$'�*' # %&�?,@, @' #$, @' \�'@"' @' `�-
%,<'. ������
�	� ���
� ����	���%�� ���-
��� ���
, 
�>	� �����	��� ��������	� 
��  
��
��	��% '�	�� ���� ���������% �� 
��	��C�	��% �� �����
	� � ������	� '���
-
	���	�
�. �% �C�$���� 	���	� � 	���, <� 
��� ��
��
� �� 	��� �����
	 	�> ����<��� 

�<�	��	� �� �C��$����, 
�
	� � ��� 
����'����	� ��
��
�. &��� 	��� 	�����-

�	� ���
� ���� �����$��	 �� � ����	�-
�%	 ���� 	���	�	� ���� �����
	� � �C�
	� 
�� 	���	�<�
�	� �������%	��, 
�
	� � �� 
� ���%� �� �	�����	� �<�	���� �� ������. 
��� ������� �� 	�����
�	� ���
� � ��$�� 
�� � �C���� �������� �� �����	� 
�<�	��: 
������
�	����	, �
�����<��	, 
�����
�-
	����	 � ����	� �� ������������� �� 	�-
��	�<�
�% �����
	 ��� '�	��, ��
�	� �� 
������������ ��� �����
	�	� �� 
��
����-
	�	� ��� 	�'��	� 	���	�<�
� �C�
	�. 

�,%#: J�,"+'�#%,<@� %,?%+'@, @' 
\�'@"' @' J'/'�'. &C�
������ ��  	��� 
�	�� � ����%�� �	��(����	� �� ��	��C�	�-
��	� 
�� �����<��	� ������	� �� �������-
�����	� �� '�	���, ���
�	�, ���C��$����	�, 

����>�� � �C����$����	� �� '�	���. )��
�-
	������% 	�	 ������%�� �� � ��C��� ��	�-
�����% ������	 �	 �%
��
�	� �����$��	�. 
�� ����� �� 	�	����	� � �����$�� �� � 
����� �� ���, '����� �� � �� ��	��C�	�-
��	� C�����, �� �  	����	� �� ���
	����	 
�� 
�����
���%	�  ������	� ����	���%, 
������%	��	� �� �	����� ������	� �� C���-
�� � ��$��		� �� ����������	� ������Q�-
	��. ������	 �� ��������	���� 	�	���� �� 
C����� ���� �����$��	 �� � ��C����	 
���(
�, 
�	� �����
�  ��<� �Q�	����Q� 
	�����
� ���
�, ��� ������������ �� '�-
	���,  
��	� ����	 �� � ��C���%	 	���	�	�. 

#��� ��<
�	� 
�������	� �� ��������-
	� �� C���� ��>-���%�� ���<���� ��� ���	� 
�� '�	���, 
��	� ��>-<�	� � �������  ���-
���������	� �� 	���	�<�
�	� �������%	��, 
��� �
� 	� ��C�	� ������  	�������	��� –  
���	� �� ���������	�. ������	� �� ��� �� 
C����� � ������$�	���� ����� ���
��Q 
�C��������� �� ������$���%	� � ��(���%	�, 
	�> 
�	� �������<��		� �� C����� ����� �	  
��C����	� ��� ����� �� � �����%������ ���-
��
	� ��� 	���	�<�
�% �C�
	 ��� 	���	�-
	� �� ������% ������ �� � ������� ����$� 
��.  "�>-����	��	� C������� � �C��		� �� 
	������ �: ��	����	� 	�������	��� TUI, 
Airtours, Thomas Cook, Kuoni Travel, 
HotelBeds, Travco, Jacobs, ��� C�����
�	� 
����	���	��� � ARISTOUR, Best travel 
service,  6?+�#6"��O �!O ��)�6"�, 
6�C��� ��� � ��. #��	���� C������� � '�	�-
����	��	� � ������ ����	���	��� �� '�-
	��
� ������ 
�	� InterContinental Hotel 
Group, Holiday Inn, Global Hyatt, Accor Group, 
Hilton Hotels, Marriott International,Wyndham 
Hotel Group, InterContinental Hotel Group � ��., 
�� ��� � ������ C�����
� ����	���	��� 
�-
	� O�����, ����	�� #���% ���
��, ���	��, 
=���� '�	�� �����, �������%, F�����, ���	-
��� � ��. 

��
	� ��$� �� � ����, � �����	� �� 
C�������	� <�	� � ��Q� ����
�  ����-
��	� ��>��	 �� 	���	�<�
�	� �������%-
	��, �C	����
� �����	�� �� C����� ��� 
��	�����%	�. 

#��$��		� � ��C��� �� ������������ 
� ������������� �� C����� �����
��� 	�-
��	�<�
�	� �������%	�% �� �����%	 ��>-
��C��	� ��(����, 	�> 
�	� ���������	� 
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�����
� ��$�� �����
	� ��� 	���	�<�
�% 
�C�
	 � C����� � � 	�'��% $����� ��
��. ��� 
�� � ������%�� C�����, 	�> ����� $����-
��% ��
�� �� 	���	�<�
�% �����
	 �� 
�������%	��	� – �����%����, ��	�$, ��%-
��	 � ��� � �����	���� 
��	
� ��
���. 
"� ��C�� ������%����% C���� � ���
	�<�
� 
C�����	��. ��
 ������ �%	� C��������. 

���������	 ����	���%�� ����	�
� �� 
�	��(���� C����� �� 	���	�<�
�	� 
�������%	��, ��� ����������	� �� �C����-
	� <��� ��	�������� ���������� �� 	��	�-
��� � 	�'������� �� ���
�	���� � �����$-
���	�. ���������	28 � ��>��	, 
�%	� ��� 
�� ��� �� ������ �������<�� ������<�	�-
��� �� ����� 	���	�<�
� �����
	 ��� 
�C�
	, ��� ����� �� 
��C�������	� ���-
��>	��� �� ����	� 	�����
� ���
� ���'� 
��	��C�	���	� <��� 
�����
������� ��
. 
# ����Q	� �� ���	��	� �� ����<����� �� 
�����$C�	� � �����	� ��
����� ������	� 
� ���� ��������	� �� C����,  ����$ 

�>	� 	��>�� �� � ����$� � �������	� �� 
��	��C�	���	�   �C���, 
�>	� �� �	��<��� 
�����
	�	� �� 	���	�<�
�	� �������%	�� 
�	 	��� �� 
��
������%	�. 

&	 
�����	� ��	�
 ��$� �� � ��
�B<�, 
1� ����	�
�� � ���	��� /� 
/>;�/�'+'� 
/ &
�
;�� �� 
&����(�� ���
�, 	
�
 
&
�'
(+'�� �� /� �
9(< �����9
���+ 
9���� �
 ���/���  �� /��
 �� /� 0
�-
��� ' />������
 �� ��< �� 	
�	���-
���� ���	�, �
  �� &
�&
�
)�� &
���9-
��(�� ' ��-��� '>�&�+�+ �� 0��	*
-
��(���  ��
*
��(��� �(����� �� ��-
�/�1�/	�� &�
��	�, 
9�	�, &���&�-
+�+  ��/���*.  

� C�������� �Q�	���� �������, ��-
��<�� „������� �� �������������”, 
�>	� 
� �����%�� � 	���, <� �����	� 	���	�<�
� 
�������%	��, 	���	�<�
� �C�
	, 	���	�-
<�
� �����
	, � 
��
��	��	� ��	�����%, 
��<� ����� ���	� �%	� � ��� �� ��	��C�-
	���	�, � �������$�� �� � ����	� �	 ���-
�� 	�
���. "�������: �� „6�C���” �� �-
�����	� }���������, 
�	� 
����	, '�	�� 
„��C���$�”, 
�	� '�	�� � 
����	�, ��� 
���������, 
�	� ������
� 
����	, � '�	�� 

                                                        
28 )������� �. }	� ��$�� ���	Y � C�����'? // ������. � 
C����. 2000. C�.3. . 54 – 55. 

„���������” � 
����	�, ��� „����	�� ��-
	�� ���
��” 
�	� '�	�� �����	������� �� 
����
�% � ������ 	������ � ��. #���%. 
���� � C�������  �������� ����$,  ��-
��$��� �������� � �������	� �� ��	��-
C�	���	�, 
��	� � ��%
� �������  	���-
	�<�
�	� �����
	� – „�	��' ����”, „�	��' 
�������”, „
������� 	������” 

�����(���	� ����<���� �� �����	��-
��	� ��������	����� �� 	�����
�	� ���
�, 
���������	� ��������<����� ��$�� 	�����-

� ���
� � C����, 
�
	� � ����	�����	� 
���$���� ������% �� �	��(���� �� 	���-
	�<�
�% C����, ����	 �����$��	 �� � ��-
����	 �%
��
� #/+�"': 

=>�'
, ���������	� �� ��	��	����� �� 
	�����
�	� ���
� ��$� �� � �������� �	 
	���	�<�
�	� �������%	�% �� �����	���-
�� ��  ������ �	���$������	� � 
�<�	��-
�� ���������� �� 	���	�<�
� ����� � 
	�'��	� 	���	�<�
� �C�
	�. 

?�
�
, 	���	�<�
�	� ����� ������	 
����� �������	� �� 
��
��	��	� 	���	�-
<�
� �������%	�� � � ���C'����� �����$-
���� �� ����$�	���� �C��� � �������	� �� 
��	��C�	��� �� 
��
��	��	� ��	�����%. 
���� ������ �����C�	����	� �� ������ 
C���� <��� ����	��	� ����% ��$�� 	�-
��	�<�
�	� �������%	�%, 	���	�<�
�	� 
�C�������% � ���$����	� ������. 

����
, �����$����	� �� ������ 	��-
	���% �� ��������(�� 	���	�<�
� C���� 
„�������%” �� � ��
���� ���'� 
�B<���-
	� ������	�� – „����� � ���$”, „�%� � 

�” � „��	�����%  ��>-��C��	� ��	��-
(���� ��$�� ���� � 
�<�	��”.  

���'>��
, ����������	� ����� �� ���� 
�� ����	������	� 	�����
� ���
� �� 	�-
��	�<�
� �������%	�% ���� �������� �� 
� �	<�	�, <� ������	�	�� �� 	���	�<�
�% 
�	���� � �����$����	� �� ��������� C���� 
�� 	���	�<�
�	� �C�
	� � ��	������, � �� 
�����	����� 
�� �����$���� �� 	�����
� 
���
�, 
�%	� ��������� �� � ����	����. 

#��������	� �� ������ 	��	���% �� 	�-
��	�<�
� C���� „�������%” � �����	� 
	��
� �� ��	% �� �C����%����	� �� ����%-
	�, 
��	� ������	 ���� �������	� ���	 ��-
���� 	���	�<�
�% C����, �������	��	-
����	� ����������� � ���$����	� ������ �� 
�	���$������ �� �������% 
�	� ���� 
��
�-
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���	����C�� 	���	�<�
� ��	�����%. 
� ��
�B<���� ��$� �� � 
�$�, <� 

C����� ������ � �����	�	 �	 
�����
���-
����	� ��>��	� �� 	���	�<�
�	� �����-
��%	��, �� 	�> � ���%� � �	 ��>��	�	� �� 
�����$C�	�. +	� ��Q� ����������	� �� 
C����� ��� �����	� ���
�� 
���������% �� 

�����
�������	� ��>��	�  �	�����	� 
��>��	� �� ���������� �� �����$C�	�. ��-
�� 
���������% ��$� �� � ��Q�	�� <��� 
�����������Q� 	��	���� �� C�����. "� 
��
� ���� �	 ��������
�	� �	��� �� C���-
����� – ����$����, �����C�	���� � �	���$-
������, ��	��		��	 ���������� �������-
����Q� 	��	����, ��Q�	�%���� <��� ���-

�	������% ��
. �����������Q�	� 	��	�-
��� ������%��	 �� ��	��C�	���	� �� ���C�-
��	 C�������%	 ����$ �� �	�� ����$����, 
�� ���������	 ������	� �	�><��� ����	-
��Q� 	�>��	 �� �	�� �����C�	���� � �� �� 
�C�CQ%	  �����	� �����
	� �� 	���	�<�-

�	� �������%	�� �� �	�� �	���$������. 

���������	 � �����$��	 �� C�����
�-
	� 	���	�<�
� �������%	�% �� ����$�	 
���	� �����
	� � �������	� �� 	���	�	�. 
}��� ��������	� �� C�������� ���	 ���-
��$��	 �� ������$�	 C�������  ������-
������ <��	�, �� �����(�	 ������� � ��-
	�%Q�	� � 	�����
� ���
� �� ��	����� �� 
��
������ ���
	����	, �� ������%��	 
����$� �� C�������	� � � �� ������	 ���-

���� �� ��	�
����	�� ���������� �� C���-
����	� � � ��<�� �� ���C'�����	.  
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Abstract: The accession of Bulgaria to 
the European Union and the trends towards 
globalization of the world gradually has drawn 
into its orbit the different sectors of the Bul-
garian economy. Free trade in the community 
poses Bulgarian producers of goods and ser-
vices many challenges associated with the 
high competition in the market with estab-
lished providers in each sector of production 
and service. The only option to get out of the 
anonymity of the producers in the European 
Union is the establishment and registration of 
an own trade mark. Issues related to the crea-
tion and management of brands comes to the 
attention of theorists and practitioners in the 
field of services, particularly in tourism. 

In the modern globalized tourism market 
one of the tools to enhance the competitive-
ness of destinations and individual tourist en-
terprises is an established and properly posi-
tioned brand. Branded destinations sell a lot 
easier than those for which consumers have no 
clear opinion. The daily tourist is faced with 
the choice of tour operator, agent, accommo-
dation, tourist attractions and other sought af-
ter destinations. In the process of study and 
travel choices often it stops selection on in-
cumbent with a certain positive image agents 
and hotels in its familiar destinations. The 
presence of all the tourist market in the infor-
mation space, the creation of well positioned 
platforms ensures the implementation of desti-
nations and businesses in them in the mind of 
the end user. 

Keywords: brand, branding, trade-mark. 

Introduction 

Contemporary tourist market has a lot of 
features but the most important are its dynam-

ics and prospects of development. Competi-
tion in the tourism sector becomes increas-
ingly fierce and requires that every tour com-
pany continually proves its superiority over its 
competitors. Today, the tourism products of a 
company to compete with equally good and at-
tractive, not only in the particular destination, 
and in different parts of the world. 

In addition, it is showing the negatives of 
a global financial, economic, and as their con-
sequence – and social crisis. The behavior of 
the entire tourist market remodeling and need 
new behavior for tourism enterprises. Namely 
– not to blindly follow the dynamics of the 
market situation and make their own loyal cus-
tomers. The trend is to build confidence 
among different user segments by creating a 
positive corporate reputation. When budgets 
allocated for marketing, advertising and PR 
did not yield the expected results, it is logical 
to look for new opportunities to influence con-
sumers. This is impossible without changing 
communication – traditionally public commu-
nication is becoming less effective in a pivotal 
and dynamic environment. 

The purpose of this paper is to present the 
brand as a real opportunity to impose tourist 
enterprises with a unified vision in the minds 
of potential tourists. Following the experience 
of the leading destinations and tourism enter-
prises in the formation of strong and competi-
tive brands is an opportunity for Bulgaria and 
Bulgarian tourist enterprises to impose a sin-
gle vision in the minds of potential tourists. 

This need has been recognized at the na-
tional level, as evidenced by the studies car-
ried out under the project "Development of a 
strategy for brand" Bulgaria "and the introduc-
tion of integrated and consistent brand man-
agement." The project was implemented by 
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the end of 2011 by the Ministry of Economy 
and Energy Operational Programmer "Re-
gional Development". The project aims to in-
crease the effectiveness of advertising of Bul-
garia as a tourist destination by developing a 
strategy for the brand in the country, including 
product sub-brands for different types of tour-
ism – marine, winter activities, cultural, eco 
and rural tourism, spa, etc. 

The specialized economic literature often 
"brand" and "brand" are used synonymously. 
Is this correct is debatable issue worth consid-
ering. 

1. Theoretical formulation of the place of 
the brand among the marketing 
communications in the tourist business. 

The communication system of the tourist 
venture includes various models of alone or 
combined use of advertising, public-relations, 
sales promotion, sponsorship, promotion, 
propaganda, branding (creation and communi-
cation of brands) and direct marketing. Nowa-
days balanced communication policy is one 
tool to enhance the competitiveness of tourist 
enterprises. 

Communication policy in tourism is im-
plemented at three levels: 

� the national level – the system for a na-
tional advertising campaign for the presenta-
tion of Bulgarian tourism. This requirement is 
enshrined in Article 6 of the Law on Tourism  
in the person of the Minister of Economy, En-
ergy and Tourism and the National Tourism 
Council. 

� �t the branch level, such a communica-
tions policy for promoting and advertising the 
hotel and restaurant product is accomplished 
by the Association of Bulgarian Tour Opera-
tors and Travel Agents, Bulgarian Association 
of Travel Agents, Bulgarian Hotel and Restau-
rant Association, Bulgarian Association for 
Alternative Tourism Council Tourism – Sofia, 
the Association of Hotels and Restaurants – 
Velingrad, National Association for child and 
youth tourism, the Bulgarian Union of Balne-
ology and Spa Tourism, the National Associa-
tion of Spa Wellness Tourism, the Regional 
Tourism Association Rhodope Tourist Guide 
Association, the Association of Specialized 

experts in tourism industry and others. 
� �n the enterprise level and individual 

tourist site. 
Building a marketing communication sys-

tem of tourist development follows the devel-
opment of marketing itself. The marketing and 
communications used by tourism businesses 
evolve. Means of communication is directed 
personally to the individual tourist. Investi-
gates individual preferences, the segment and 
the psychological profile of the tourist. 

Modern marketing is more than just de-
veloping the best product, the formation of the 
most attractive for its value and move it to the 
target consumer segment. 

It is with this purpose, a set of marketing 
communications, or so-called communication 
mix. Tourism enterprises manage complex 
systems of communication links. They have 
relationships with their brokers, consumers 
and various members of the public. Intermedi-
aries, in turn, have a communication relation-
ship with their customers, build relationships 
or communicate directly with each other. In 
tourism necessarily each group  creates a  
feedback with other groups because they sell 
specific products that require continuous and 
accurate information. 

Tourism enterprises must carry out con-
tinuous communication with current and poten-
tial customers. For this reason, each company 
began to act as a source of communication and 
generate various tools to boost sales. Tourist 
development using modern methods of com-
munication. This includes advertising, public-
ity, direct marketing (personal sales) and public 
relations (PR). Modern methods of communi-
cation used in conjunction with other elements 
of the marketing mix, specific funds are com-
bined into a single program to promote. 

Advertising is a targeted form of communi-
cation spread by sources (advertisers) against 
payment in various promotional tools and media. 

Announcing is a type of means of com-
munication, the information about the tourist 
product, and partly for tourist development is 
not broadcast by it, but by a neutral face. It 
also is unincorporated and paid for the com-
munication. Often such persons are using peo-
ple who are "opinion leaders." 

Under personal sales (direct marketing) 
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given the immediate contact of the tourist ven-
ture with one or more potential customers to 
present the tourist product and make the sale. 

Stimulating sales are short measures de-
signed to encourage purchases or sales of tour-
ist products and services. 

Under the Public Relations (PR) is an of-
ten understood relations activity of the tourist 
venture with the public, aimed at creating and 
maintaining a good relationship with the tour-
ism industry, tourists, public and community 
organizations. 

The ad is suitable for drawing attention 
and creating interest among potential users to 
tourism goods and services. Techniques of 
personal selling is more suitable for users at 
provoke a specific desire to acquire the tourist 
product. With even greater effect on sales 
promotion is the use of advertising techniques 
from personal sales, supported by PR and 
most other forms of stimulation. 

The identity of tourist development is as-
sociated with advertising constants. Among 
advertising constants falls brand that tourism 
businesses become brand. Brand personality is 
developed that identifies the product, the ser-
vice, the company, the state or the individual 
(name, term, sign, symbol, design or combina-
tion of them) and acts in a certain way on the 
minds and expectations of key target audience: 
customers, employees, partners, investors, 
community organizations and others. 

2. The brand – an opportunity for the 
tourist industry 

According to the laws of branding, a 
strong brand is focused in providing a particu-
lar activity and tourism products to be per-
ceived as a leading enterprise in the destination. 
If now develop and strengthen this brand before 
its competitors, it becomes a strong and focused 
on market category – it becomes a leader. 

In a study published in The McKinsey 
Quarterly, recognizing that "the economic suc-
cess of the state in the global competitive 
struggle is important how consumers perceive 
its image. The global tourism market not only 
compete tourism enterprises, but also the states. 
The decision of tourists to choose a destination 
for holidays affecting factors related not only to 

tourism resources, but also the political, eco-
nomic and social stability of the state. A Euro-
pean Commission on 30.06.2010 by the Euro-
pean Committee and other higher authorities 
noted that: "The European tourism industry, has 
about 1.8 million enterprises, mainly SMEs, 
which employ about 5.2% of the active popula-
tion (about 9.7 million jobs, the share of young 
people is significant), representing more than 
5% of EU GDP, and this figure is constantly 
growing. In this sense, tourism is the third most 
important socio-economic activity in the EU in 
retail and construction sectors.  

Taking into account the related sectors, 
its contribution to GDP is even more signifi-
cant, as it is believed that it represents more 
than 10% of EU GDP and provides 12% of all 
jobs. In this respect the last ten years the in-
crease in the number of jobs in the tourism 
sector almost always been more pronounced 
than in the rest of the economy. " 

As is evident from the above statements, 
tourism is an economic activity that generates 
growth and jobs, the EU, while contributing to 
the development and economic and social in-
tegration, particularly in rural and mountain-
ous areas, coastal regions and islands, remote 
and very remote regions or those in the proc-
ess of convergence. 

Reorientation of tourists to Europe in 2011 
as the most preferred destination (28% com-
pared to 2010) proved this thesis. According to 
research by the World Tourism Organization 
(WTO) visits to Europe from 385.1 million in 
2008 rose to 502.8 million in 2011, occupying 
51.3% of the visits of tourists in the world. 

Development of a single brand of the EU 
in terms of continent "Europe"  is enshrined in 
the European development strategy "Europe 
2020". Bulgaria is part of the European family 
and should take account of this fact in the de-
velopment and promotion of its brand. The 
value of the brand is the economic benefit it 
brings to the country destination and now. 
Benefits to consumers from purchasing goods 
and services to a brand can be real or illusory, 
rational or emotional. Incorporating bidirec-
tional in the perception of the brand in terms 
of drafting it from the user's perspective, we 
can say that the brand has built a set of expec-
tations in consumer awareness of the essence, 
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attributes, its products and services it seeks 
satisfies a long period of time. 

The issue of poorly positioned image of 
"Bulgaria" as a tourist destination is realized 
by both theoreticians and practitioners in the 
field of tourism. As appealing V. Baleva: "The 
image of Bulgaria, which is already part of the 
EU can be improved or deteriorated since the 
image of Bulgarian enterprises, industries and 
commodity brands, and this should be consid-
ered a liability of the business. It should not be 
forgotten, however, and feedback – the image 
of the Bulgarian brands can improve or de-
grade the image of the Bulgarian state, and it 
is the responsibility of the government. " 

In response to this call may be recorded 
by the Bulgarian government initiatives that 
are being developed in line with European ini-
tiatives to develop tourism as a priority sector. 
The project "Development of a strategy for 
brand" Bulgaria "and the introduction of inte-
grated and consistent brand management" 
government declares its responsibility for the 
brand of Bulgaria as a tourist destination. The 
destination government launched a project 
"Communication campaign to promote the 
EDEN destinations in Bulgaria", which aims 
at presenting Bulgaria as a destination for al-
ternative tourism and promoting its ability to 
offer new tourism products, primarily in the 
areas of environmental, cultural and spa tour-
ism. In a broader sense, the project contributes 
to overcoming the traditional Bulgarian tour-
ism issues, such as regional and seasonal con-
centration of tourist flows and mono structural 
nature of the tourism product. 

In connection with the promotion of entre-
preneurship in tourism, the Ministry of Econ-
omy, Energy and Tourism promotes prepared 
'Guide to tourism "project" Communication 
campaign to promote domestic tourism in Bul-
garia " with which to promote domestic tourism. 

Overall government intervention in tour-
ism is to create a framework and conditions 
for the development and promotion of tourism 
as an activity. Recognized fact is that the best 
policy is created not through restrictive meas-
ures such as the introduction of new taxes or 
raising taxes, but by incentives – preferential 
loans, visa facilitation, building better infra-
structure by the state and not. Unfortunately 

there is still no specific measures related to 
credit on preferential terms of tourism, in 
terms of infrastructure there is still much to be 
desired, and visa facilitation with respect to 
major markets (such as Russia) have not been 
solved completely. 

3. Protection of the brand through 
trademark registration 

'Brand' is seen as a system that connects 
the product with its features and brand in con-
sumers' minds. It can be considered as a con-
cept of the manufacturer (seller) regarding its 
products, users and brand. 

Considered in their relationship and de-
pendence trademarks and brands are often re-
garded as synonymous. Notwithstanding this 
strong correlation between brand differentia-
tion and brand sought by many authors: '(1) 
brand shows market relations between the sub-
ject of consumption (the consumer) and the 
object of consumption (products) that relations 
only within certain limits can be controlled by 
the subject of ownership of brand (manufac-
turer), while the concept of brand reveals 
property relations (the manufacturer owns the 
brand), (2) a labeled brand product becomes a 
brand only in and through the experience of 
the user and never out of this experience, 
whether that experience is practical (use ) or 
"theoretical" (picture of the brand, not if it is 
based on its use), (3) the product is marked 
with a mark is made in the factory and the 
brand – in society and markets and its "manu-
facturers" are also customers (actual and po-
tential), mass media and mediators agencies 
(advertising, consulting, research and PR 
agencies, blogs and forums, academic educa-
tional institutions, publications, etc.), (4) The 
brand can be achieved without the presence of 
a registered trademark of the product precisely 
because specified ahead considerations. " 

From the above it can be concluded that 
"brand" is seen as a system that connects the 
product with its performance and the brand in 
consumers' minds. It can be considered as a 
concept of the manufacturer (seller) regarding 
its products, users and brand. 

On the other hand tourism enterprises are 
also developing their own image and impose 
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their individual brands. The Nice Classifica-
tion tourism activities can be registered in 
Class 39 – Transport, packaging and storage 
of goods, travel arrangement, Class 41 -
Education, training, entertainment, sporting 
and cultural activities and class 43 -
Restaurants, temporary accommodation. 

In reference to the state register, which is 
kept by the Patent Office can take account of 
changes per year for the period 2001-2011 on 
registered trade marks in these three classes. 
(refer to Fig. 1) 
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Fig. 1. Number of registered trade marks in 
classes 39,41,43 for the period 2001-2011 

the Bulgarian Patent Office 

As can be seen from the figure the highest 
number of trademarks registered in class 41 – 
Education, training, entertainment, sporting 
and cultural activities. This is due to the wider 
range of services included in this class. The 
number of registered trademarks in class 43 
Restaurants and temporary accommodation 
can be considered for presenting the most real-
istic situation of registered trademarks in the 
tourism sector. In this class, there is relatively 
increased in the period 2007-2009, which co-
incides with the increasing number of hotel 
businesses since 2007 If we have to compare 
the number of hotel and restaurant businesses 
in 2007 – 22,046 units. with the registered 
trademark – 668 pcs., it only 0.030% of the 
hotel enterprises have registered their trade-
mark. In 2010 the number of hotel and restau-
rant enterprises increased to 26,062 units. And 
the number of registered trademarks in this 
class down reaching 381 units., Which is only 
0.015% – double the 2007. The above data in-
dicate declining interest among businesses in 
the tourism industry to register its own trade-
mark. On the other hand the increase in the 

number of enterprises shows that the business 
develops. A reference in the Internet space can 
show that each hotel is your platform to be 
presented to potential users. Using their own 
sites, on-line booking sites and portals, entry 
into real and virtual catalogs of tour operators 
and travel agencies. 

A wide range of brand and non-alignment 
with the mandatory registered trademark make 
it possible to develop specific tourism product 
at country, region, tourist enterprise. It can be 
concluded that brand in tourism is developed 
individuality that identify the product, service, 
company, state or individual (name, term, 
sign, symbol, design or combination of them) 
and act in a certain way on the minds and ex-
pectations of key target audience: customers, 
employees, partners, investors, community or-
ganizations and others. 

4. Technology for building the tourist brand 

Evolution of marketing theory puts the 
brand as a major competitive advantage for the 
enterprise in the twenty-first century, not the 
functional characteristics of the product and its 
differentiation, pricing and distribution policy. 
In this context, marketing is developing such a 
direction as "branding" – the process of inte-
grated management of the brand, the products 
and the company in order to create positive 
long-term relationship with consumers. 

The development of effective tourism 
brand is important to determine its characteris-
tics:  

� the essence of the brand (Brand Es-
sence); 

� functional and emotional associations 
that give rise to tourists and turoisticheskite in-
termediaries (Brand Attributes); 

� verbal element of the mark or sign ver-
bal commodity (Brand Name); 

� visual image of the brand, formed by ad-
vertising in the minds of tourists (Brand Image); 

� the degree of awareness of the brand 
among consumers and intermediaries, strength 
of the brand (Brand Power); 

� a set of attributes of the brand that 
characterizes his personality (Brand Identity); 

� valuation, indicators for assessing the 
value of the brand (Brand Value); 
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� the rate of growth of the brand (Brand 
development Index); 

� degree of popularity of the brand 
among the target audience and its specific tar-
get segments. 

From these characteristics it can be con-
cluded that not every trademark can become a 
brand. Commodity mark and trade mark must 
acquire knowledge about the market and gain 
confidence among tourists and intermediaries. 
Whether for a single product (Ritz-Carlton), a 
tourist enterprise (Club Med) or destination 
(Bulgaria) as a symbol, logo, letter initials, 
depends on their ability to produce unique as-
sociations in the consumer – as rational and 
emotional. 

Activities related to the brand building of 
a tourist site (for example, hotel) from the 
tourist development include the following 
stages: 

First: product positioning of the hotel 
market, ie search and finding of products on 
the market, satisfying a set of user needs and 
perceptions of the hotel and destination. The 
position of the brand – it is the place that oc-
cupies the hotel brand in the minds of tourists 
to the products of competitors in the same or 
similar tourist destinations. You should an-
swer the following questions: Who created for 
the hotel? Why, what benefit the user gets the 
products in this hotel? For what purposes need 
particular hotel? Of the competitive product or 
a competitor must now protect this new hotel 
or new product? 

Second: the formation of strategy for the 
brand of the hotel, ie up a program of strategic 
importance for the whole tour company for 
imposing and brand management of the hotel. 
When creating a hotel tourist enterprise must 
decide whether his brand to lead (leader) or 
prefers to put it, "along with the other" in the 
market. As part of the strategy set: what is the 
target audience? What should promise that au-
dience? How to support the tourists to this 
promise? What impression should leave 
branded hotel tourists? 

Third: the development of content, the 
idea of the brand. The main idea of the brand 
should be a reflection of the promise, which is 
placed in the strategic planning of the hotel. To 
create a unique brand should be very familiar 

with the peculiarities of the tourism product of 
the hotel, only a tourist enterprise, destination 
and tourism resources, as well as those of com-
petitors in the destination and competing desti-
nations. The idea of the brand must be able to 
interest you and fascinate tourists to draw their 
attention to the brand and the product of the ho-
tel. Furthermore, the creation of graphic and 
sound image of the brand of the hotel can take 
advice and specialized in branding companies, 
representatives of potential users, representa-
tives of loyal consumers and others. 

Fourth: analysis of the brand and search 
for the brand name of the hotel. A trademark 
is a cue which, through its association with 
this hotel provides the user with information 
about the product and its characteristics. She 
convinces tourists in that the purchase of this 
product it receives the quality of service as in 
the previous purchase. Furthermore, the brand 
enables tourists present in new products and 
objects of tourist development and to influ-
ence other market participants. The analysis of 
the trademark is necessary to pay attention to 
the following attributes: attractiveness, econ-
omy and communication in the positioning of 
the tourism product or hotel, ease of recogni-
tion among the products of competitors or 
their tourist sites. 

Five: pre-testing of the brand in the mar-
ket. Usually at this stage is an assessed con-
sumer attitude towards different variations of 
the name of the hotel, the brand image design 
in furniture of the hotel. Test marketing allows 
you to select the optimal variant of several 
possibilities. During testing, it is possible to 
evaluate not only please our consumer brand, 
but also the degree of efficiency of communi-
cation with the target audience's perception of 
the individual elements of the brand and the 
importance of the proposed benefits. Princess 
collection of pre-testing of the brand makes it 
possible to avoid errors, similarity with exist-
ing brands, or name of the hotel, which can 
mislead tourists. 

Among all the components to create a 
brand most important is the name of the hotel, 
which is most often associated with the name 
of the tour company, or if it works mainly 
with tour operators – the name of intermediar-
ies. Demand for the brand name is a lengthy 
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process requiring justification of proposals and 
decisions as long-lasting brand depends on the 
chosen name before promoting the product or 
tourist site among tourists in the target markets 
to build his image. Best known brands in the 
field of tourism are: world tour TUI, Airtours, 
Thomas Cook, Kuoni Travel, HotelBeds, 
Travco, Jacobs, among Bulgarian representa-
tives ARISTOUR, BEST TRAVEL SER-
VICE, ALEXANDER TOUR COMPANY, 
Albena Tour and others. International brands 
in the hotel are mainly representatives of hotel 
chains such as InterContinental Hotel Group, 
Holiday Inn, Global Hyatt, Accor Group, Hil-
ton Hotels, Marriott International, Wyndham 
Hotel Group, InterContinental Hotel Group 
and others., But there are a number of Bulgar-
ian representatives as Radisson, Sheraton 
Sofia Balkan, Hilton Grand Hotel Varna, Bul-
garia, Geneva, Central and others. 

As can be seen in the names of the brands 
commonly found connection to the main tour-
ist company founder owner of the business or 
destination. 

Complexity in the choice of name and 
visual brand provoke tourism enterprises to 
find the best solution, since the principal dif-
ference between the product or tourist site and 
brand in their life cycle. Without managed 
brand, it follows the life cycle of the tourism 
product of the company – introduction, 
growth, maturity and decline in a relatively 
short time. But well-managed brand is practi-
cally immortal. Herein lies branding. 

Branding is a policy for the brand of tour-
ist development, or management of images 
through the use of integrated strategies and 
technologies of marketing and management. 
Branding   is an activity that aims to create 
long-term preference for a tourism product or 
object, based on the combined effects of a 
strong brand name to consumers through 
communication mix. With the help of sales 
promotion and other promotional items are 
aimed at creating a brand image with which 
long have in consumers' minds with the image 
that distinguishes the products of the tourist 
development of the competition. 

From the foregoing it can be concluded 
that  branding in tourism is done by using cer-
tain methods that allow to approach developed 

brand to tourists not only to form in his mind 
an image of a particular brand, but also to as-
sist users in their perceptions of functional and 
emotional elements of tourism products, facili-
ties, businesses and destinations. 

In branding there is a principle called "the 
principle of positioning" which has meant that 
the first tourist enterprise, tourist destination, 
tourist product in a particular destination is al-
ready taking its place in the mind of consum-
ers, it is impossible to replace by another. For 
example: "Albena" the northern coast, a beach 
resort hotel "Dobrudja" as a hotel in the resort 
Pamporovo or as a mountain resort and hotel 
"Pamporovo" at the resort, or "Sheraton Hotel 
Balkan" hotel as the epitome of urban and 
business tourism in Sofia. These are brands 
with established image, with superimposed as-
sociations in the minds of consumers that are 
directly related to tourism products – "rest 
more", "mountain recreation", "congresses". 

The study concerning the regulation of 
the trademark made between trademark and 
brand, and presented public stance on tourism 
brand, make it possible to draw several con-
clusions: 

First, the procedure for patent trademark 
can be used by tourism businesses to ensure 
years of validation and quality of tourist ser-
vices in their tourist sites. 

Second, tourism services go beyond the 
actual tourist business and need to build a 
positive image in the minds of consumers for a 
particular destination. This requires the devel-
opment of a single brand through a joint effort 
between tourism enterprises, tourism associa-
tions and government bodies. 

Third, the development of an integrated 
strategy for year-round tourist brand "Bul-
garia" to focus on the key benefits – "sun and 
beach", "snow skiing" and "destination with 
the best ratio between price and quality." 

Fourth, the data reviewed for cases of 
registered trademarks of tourism enterprises 
gives grounds to consider that a priority for 
the tourism sector is the construction of a 
brand of tourist sites and destinations rather 
than orientation towards a brand that officially 
registered. 

The creation of a unified strategy for 
tourist brand "Bulgaria" is the first step to-
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wards the unification of the efforts over the 
past decade tourism business, NGOs and gov-
ernment bodies to promote Bulgaria as a com-
petitive tourist destination. 

In conclusion it can be said that the brand 
is mainly a result of the communication activi-
ties of tourist development, but it is also af-
fected by the activities of sales. Therefore the 
management of the brand over time requires 
coordination of communication activities with 
other activities in sales management. This co-
ordination can be achieved by positioning 
strategy for the brand. Each of the manage-
ment stages of branding – introduction, devel-
opment and validation set conform positioning 
strategies implemented by the marketing mix. 
Positioning strategies enable users to under-
stand the brands image of the input stage to 
perceive its value steady upward development 
phase and to generalize to other products on 
the tourist development stage approval. 

Branding is an opportunity for Bulgarian 
tourist enterprises to impose their products in 
the minds of the tourists. Through the princi-
ples of branding they are able to offer brands 
with individual features to make changes to 
their current brands to maximize performance, 
track the image of their brands and create 
plans for anti-crisis management of their 
brands if necessary. 
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"��<��%	 ��
��� ��� �� ��� �� �����-
���� � �������� ���
�	� �� �����	�� �� ��-
�����
�%-�� 	������ (�
�B<��Q ��<��
� 
 ��� �������
	�
� �/��� ��'�C���	���%), 

��	� � �����	�	 �	 ������<��	� 	���-
�������� � ���������% ��<�� �� $���	. 
�������
	�
�	� � ��'�C���	���%	� �� �-
������ ���<��� ��C��%����% <��� ���	-
��	� �� �������
�% – �� 	������ � ��� 
<�	 �	 ��>-������	� ������� � �������-
��% $���	 �� C���� �������Q� � 	�'����-

���, �� ���Q��� 
�� �������	� � ������	� 
���	�� �� ��<����, 
�
	� � 
�� �������� 
�� �
����	� ����.  

�@'<#/ @' #/`�"@'%' ?#%>'[#_ 

���	� �� �����C�	
�	� � ����	��%�� 
�� �����$��	�	� � ���
�	� �� ���� ��-
��$�	���� �����	�� �� �������
�%-�� 
	������ � �����%	� �� 
��
������%, ���-
��>
� ��	�>�� �%	� �� 
��	�	� �� +���-
��. ^� �� ����	 �� C���	 ���������� 	��-
	���<�
�	� ���� � ���C'����� �� C��� 
����������� ��'����	� �	����%. 6������	 
�C'��Q� �����>	���	� �� ���(�� ��
	��� 
���'� 	�����	� � ����������	�, 
�
	� � 
'���
	���	�
� �� 	�����	� � ����������-
	� � �������% � � 
��
����	��	� 	����. 

"�>-������ � ��$�� ���� �������%�� 
�� ������ �� �������
�%-�� 	������, 

�>	� � �	��% �� ��	�����%	� �������%. 
��
� ��$� �� � ������� �������% ��	��-
���� 
�
	� � �� � �������� 
��
������%-
	�. &	 �������
� ���
	 ������	 ��$� �� 
C��� ������<�� ���'� +�����. &	 ���� 
	���� 
��
����	��	� ��	������ � ����-
��>
� 	���� � '���� 	��
	��� �� 
����������	�. &	 ����� 	���� �����'��� 
�� ���	�	���	� ��� ������>
�	� ������� 
��	������ � '����. )�����	��	� �	 
<�$��	�����	� ��	� � ��	��	��	� ��-
	������ �����'�$�� �	 ������>
�	� 	��-
��. #����� �����(�	���	� �� ���Q���% �� 
��	�����%	� ������	 ��$� �� � ������� �� 
<�	�� � �CQ�	���� ���	���.  

����� � ���C'����� �� � ������� ��-
�� ��������<����� �� ���%	�%	�. ��
�� Q� 
� ���C��� ��� ���%	��	� “ �������
�% – 
�� 	������”?  ^� ���������	� �� 	��� 	�-
�� Q� C���	 ������<��� ���������	� �� 
“������” �� #��	����	� ������� ��������-
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��% (WHO – World Health Organization) � �� 
“	������” �� #��	����	� 	���	�<�
� ��-
��������% (WTO – World Tourism 
Organization). ^�����	� � �������% 
�	�: 
„�	�%��� �� ����� ����<�
�, ��'�<�-

� � ������� � ����������� C�����	�%-
���, � �� ��� ���� �� ��C��%���� ��� ��-
���”. )������
�% – �� 	������ � ����-

��� �� �C�<�>��	� �%	� �� $���	 <��� 
��	����� � ���	�> 
��/� 	���	�<�
� 
��	�����%, �������  ������% ��	�� �� 
��	���Q�% �� �
�����, 	�C������� ��� 
���	����� ��C��	� � 	�����, ��'���� � 
������� ������� �	�%���, ������>
� 
�������� ��<�C�� ��
	��� – ��������� 
����, 
����	, ��<�C�� 
��. 

��,"J�?%'+*# /' �'/+#%#, @' 
$,"#[#@?*#_-?J' %>�#/&$ 

&CQ�	����-�
�����<�
�	� � ����-
	�<�
� �����	�� �� 	����	�, �<�	���  
��C��	� 
����	�<�� �����% � 
��C�����% 
 ��������	� ������	� (��������� ����-
��, ��<�C�� 
��, ���
� ����� � ��.) � 
������	��
� �� �����	�� �� �������
�%-
�� 	������. 

=��%��	� C���		�� � ������C����� �� 
��������� ����, 
�����<�C��	� �������, 
C��-
����	�<��% ��	������, 
�
	� � ���-
��	��	� �� �������% 
�	� 	���	�<�
� 
��	�����% ���� 	���
 �� �����	��	� �� 
�������
�%-�� 	������ ���� �������	� 
������ 
�	� ������<�	�� ����	����. O�-
��������	� �� �Q�	����Q� � �����$��-
��	� �� ���� �� ��-������ � ��-������� 
�������
�-�� ���	���� 	��� ������<�-
	�� ������
 �� ����� '���. �� ��-<�	� 
����
��	 ���� � ��������� ��-'�	���  
C���	� ���� �	 ��<�C��-	������	�<�� � 
��
���������-���
���	���� ���������. 

)������
�%-�� 	������ � 	������-
���� ������	 �	 �C��
� �� �������%, 
�	� 
	���	�<�
� ��	�����%. )��
� � 	��-
��	� � +�����, 
��	� ����	 �� � 
��
���-
��	  �������% �� ���C���� � ������C����� 
�� 	����-��������� ����  �����<�� ����-

�'���<�� �	�� � 
�����<�C�� �������. 
=������
�	� ����$���� �� 	����	� ��-
���� �	��<�� C��-
����	�<�� �����% � 
�����	����� ��� �%�
� ��Q�Q� � ���-

����� �<�	���% �� 
�����
�� �����>	-
��� ���'� <���(
�% ���������. 

���� C�������%	�� �
�����<�� <�	� 
������� �����%�� ������ �����$��	� �� 
����$����� �� ����� � �� ��-���
	���� 
���������� �� C��-
����	�<��	� ����� 
�� �	��', ��<���� � �������
	�
� �� ����-
�� ������� ���<��� ��C��%����%. # 	��� 
��	������ �������% ��$� �� � �������� � 
���� �	 ��>-	�����	� ��	������ �� '���, 
	���Q� ������ � ���	����%���� �� ���	� 
��� ��������, 	�� ��� ��C��%����. ^� �� 
� ��Q�	�� 	��� ���% � ���C'����� 	�-
��	�<�
�% �����
	 �� � ������ �� 
�<�-
	���� ���� ����. ^� �� �	������ �� ����-
(���	� ���
����% �� 	�����	� �� ��$��-
�������	� 	���	�<�
� ������ � �����%-
	� �� ���%�� 
��
������%. O����	��	� �� 
	��� ��� 	������, ���
�� �Q�	���� ��-
��	���� �� �����$����	� �� ������� ���-
��	��
	���, ������	��� � ���������� �� 
(���
 �������� ��<�C�� ���	�����	���� 
	���	�<�
� ��������. 

����<���� �� �����
��
�	� ������ 
Spa Finder1 �<�, <� ��>-���%�� � ���Q��-
��		� �� �������
�	�-�� '�	��� � ��-
	�	�, 
���	� '���	� $���%	, �����	 �	��-
��<���	� �� 1-2 <�� ��	  ��	���C��, � 
��>-����
 � ��	���� 
�� ���	����  ��-
���%�� �	����<���	. ^�����  	��� �C�<� 
� ���<�� 	�������%	� 
�� �����<����� �� 
���	�%��%	�, 
��	� 	���	�	� � ��	��� �� 
��������%	, 
�
	� � $������	� �� �� ���-
	�	 �� �%	� ��-�
��	�<��	� ������$���%. 

#����� ����<���� �� European Travel 
Monitor (ETM) � �����<��� ����	 �� �
-
	����	�, ����������� �����	����� ��<��-

�. ����	� 
��	� % ������<�	�	, � �����	� 
���'����%	 15% �	 ��$���������% ����-
��>
� 	���	�<�
� �����. � 	��� <��� 
�� � �
�B<��� ��<
� �����, 
��	� �����-
�����	 ����C�� ��	�����% � �C	����	� 
� 	����. "�>-���%� � ������	�	 �� � 
=������%, 
�	� ������
�	� 	���	� ����-
����	 �
��� 50% �	 ���'���	� �	 	��� ��� 
	������ � +�����. 

)�
�� �Q� �� �� � ��C�� �����	 � ��, 
� ��	� ���������	� �������
�-�� 
��-
����% � ����	�� ���� �	 20 ������. � �
� � 
                                                        
1 http://www.spafinder.com/ 
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��<���	� �����$���	� C%'� ��	��� �� ��-
C�	%	 �� ����C� ��� C�� ���'��� �� �	���$-
������ �� ���%	�, ��� ��� ����Q�	� '�	�-
�� � ��	� �������
�	�-�� ���	����	� � 
��Q�� ������	�� �� �������� ���	��. 
#�Q�	����	 ���$�	�� ��
	���, 
��	� 
�������	 C���Q�	� �� 	���	�<�
�% C��-
��. "%
�� �	 	%' � ����< ����� 
��	���� 
�� ������. ^� �� � ��%�%	, � ���C'����� 
�� � ������� ������ �� 	��������	� � ���-
C����	� 	���	�<�
� ����	��%2. �����
� 
	��� � ��� ������� '�	������ � ������	 
������ „ ��
 �� ������% ��% �������-

�%-�� ���	�� ��<����(?” 

��,"#$?%+' @' $,"#[#@?*�%�-?J' 
<,=,@#, J�," <,=,@#,%� ? $,"#*'$,@%#: 

� )������
�	�-�� ��<���� �� � 
������, �%�� 	����<�� ��>	��%, ������<-
�� � 	�
�<�� ��>	���, 
�
	� ������ ��-

��	��. ?�<�C�� ��
	�� � ���%	 '���<�� 
�	�� �� ���������	� ���� � ����$�Q�	� 
� � ��% �������� ������	�: ��������, ��
-
��- � ��
��������	�, C����������� �� 
��	� 
	% ��>	�� �������	���� ���'� 	��
	���-
	� �� 
��	
�	�, 
�	� �� ����������. 

� ����<��	� >��� �� ���������	� ��-
�� ��>	��	 ��-�
	���� � �������� � 
�Q�	�, ������Q� � � ��
��	��	�. 

� ?�<�C��	� ��>	��� �� ���������	� 
���� � �����	�����, ��
�	� ��� ����
����-
	�	� 	� � � ����<�	� ��<�� ����	�����. 

� )������
�	�-�� ��<���� ��$� �� 
�����	���	� � ����� ��<�� �����	����	� 
��<����. 

� ����C�����	� � �������<��. 
� ��	�������	� �� ��������� ���� ��-

�� �����$��	 ��	�>��	� ��<���� �� � ��-
������ � � ����(�� �����%. 

� )��������	� ���� � <�	� � 	�-
�����, 	�> 
�	� ������	 �	 ���C�
�	� ���-
�� ���	��� � � ���������� ���� ����	 �� 
����	��	 ��	�>��	� ����, 
��	� � ����<�-
	� ��<�� � �������� � ����$�	 �%
�� 
������ ������	�.  

� "� 	�%C�� �� ��C���%��, <� �%
�� 
��������� ���� ����$�	 ������
	���� 

                                                        
2 ������
��, �., ���%���	� �� ���C�������%	� ���'� ���-
��	��	� �� 	������, 6������� �����, #., 2008 �., 	�. 25. 

������	� � ������	�, 
��	� � ������� �-
�� � ���
� ����, � � ������ � ������, ��-
	��� 	�%C�� ��
� ��	 �� � ����� 
����-
	���%  ��
�� ����� ����������	� �� ����-
����� ���� �� ��<���� ��� �� �����. 

'?�*# /' �'/+#%#, @' $,"#[#@?*#_-?J' 
%>�#/&$ 

"� C���	� �� ���������% ������ � 
�<��	��� ���C'�����		� �	 �����C�	���� 
�� ���
� �� �����	�� �� �������
�%-�� 
	������, �� ��-�������� ������������� �� 
��	������	� � '�	���	� ������ ������-
Q�	� � 
��
������% � 	��� �
	��. "�C-
�B���� � �����C�<����� �� ��������
�-
��%	� �� �������
�%-�� �����
	. ^� �-
$������ ����� ���<�	����� � �����%����	� 
�� ���$����	� ����������, 
��	� ��
��� 
������$�(� ��	�������-	�'��<�
�	� C�-
��. ���� 	�������% ������%�� ���������	� 
�� ���� <�	�� ����	�	���, 
��	� �� ���-
$�	 ��$� �������� ���	�� � �
	���. 
&����� 	���� �� �����	��	� �� �������-

�%-�� 	������ � �� ��-���%��	� ���-
�����, 
��	� � �C��Q� �� ������	�, � ��-
��	��Q�%	 C��>  ����������� ���C���� 
���� ��� �����	��Q�	� ��
������. ^���-
��	� � ������ ��
���	�� � �����	��	� 
�	��� �� ��������	� � �����	�	� 	����. 

� ����	� �� 	������ � � <�	��	 �� 
�������
�%-�� 	������ ����� %�� 
����	��� �� �����	��	� � �	���$������	� 
�� #",_%' /' >?%�]=#+ %>�#/&$. �������% 
���������  ���C'�����% �������� � ��	-
��������� ���� �� �����	�� �� �������-

�%-�� 	������. "��C'����� � 	��� ����-
� �� � ��������	 �������<��� �� ������-
��	���� ����C�	��� � ��C�� �C������ 
��������.  

+��� �	 ���<
�	� �� ����(����� �� 
�-
<�	��	� � �������
�%-�� 	������ � ���-
�	� �� @��$'%#+@' >�,"\' �� ������	� 
�����	��. ^����$�	���� Q� C��� ������	� 
�� ���������% �� ����������	� �� ������-
��%	 ���� �� ��<�C�� ����, �� ��	���	� �� 
��<���� ��� �����>	���, 
�
	� � �� ����-
��	� '���
	���	�
� �� ���������	� ���� � 
��<�C��	� 
��. # �����C�	����	� �� ����
	 
�� ��������� �� ^�
��� �� 	������ ���� 2013 
�. � ���� �� � ������	 �����% �� �����	�� 
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�� �������������	� ������ 	������, 
�-

��	� � � �������
�%-�� 	������.3 

?���	� �� *+'<#!#[#�'@ J,�?�@'< 
� ����� ���<��� �� ��C�	� �����	�� �� ���-
���$����% ��� 	������ � �������%. "��C-
'����� � �� � ������ �� �������� ��	�-
��
������� �	���, 
�%	� �� ������%�� 
%�� �� � �<��	�%	 �����<��	� ���� �� 
������������ 
������
���% � �C��		� �� 
C�����	������. ��
� ��$�	�� � C�����-
'�	���	� 	�%C�� �� ���	�$��� ���������� 

������
���% � �� �
���� ����� ���>	-
��� �� ��	�	�. 

"� �����Q� �%	� � ���C'����� �� � 
�C���� �������� �� ����	� �� 	�<�� ��-
�������% �� ������	���	� �� �������
�-
	�-�� �����. *��	� ���������� �� �-
��(��	� \,@,!#[#,@%# �� 	��� ��� ����� 
Q� ���� �����$��	 �� � ������� ������ 
�� ������ � �� � �	
��� ��	��������	� 
����� �	 C���Q� 
����	�. #����� �����-
������ ����<���� ������	� ��	��C�	��� 
�� �������
�	�-�� �����	� � 	����	� 
� C������. "� �����Q� �%	� � ������-
	� � ���$����	� �� 	����	� �	 &"�. "�-
�C'����� � �� � �������	 ������ ���
�-
	������ ��>��	�, 
��	� �� ���<�	 ��	�-
��� �� �������������>
�	� ���$���� 
�� 
C�����	������ � �������%. ������ 	��� Q� 
������ �� �����<����� �� ����	�	���	� � 
�
	��� � �� ����C�%���� �� ��	�������-
	�'��<�
�	� C���.  

"�������� <� � �������% ��� C���	� 
	������� � C���������%	�, 
�
	� � ����<�� 
�� �����C��>�� 	������� ������ �������-

�%	-�� 	������ �� �Q� � ���''� /�-
-Q�
, C�� %�� 
�������%, C�� �� ��	��� 
�����	�	�	�, 
��	� ��
����	 ����	��	� � 
	��� �	��(���� '�	���4. � �Q�	� ����� 
*�@*>�,@[#_%', 
�%	� 	����	� �� ��� � 
����	� �� ���$���	� �	 ���	����� +�����, 
� ���%�� � �� ����<� ����	��. ��	� ���-
��� ��$� �� ���<��, <� ��� ���������-
����>
�	� 	���� !�����% ������ 	��-
���	� �� ���	� �������
�	�-��  ���	��-
��, 
��	� � �	������� � ��
��, �����$�-
	���� �� ��<
�, �
�Q� �� �������	 	��� 

                                                        
3 )���	��	�� �� �
�����
�	�, ������	�
�	� � 	������: 
«����
	 �� ��������� �� ^�
�� �� 	������» 
4 http://www.econ.bg/bg/news/events/article48473.html 

��>��	. �� ����C�� ��	 � �������	 � 
�-
���	�	� � �����	�%, #������% � ���(�, 
��
�� <� � �������	� �� �Q� ����C����-
��	 ���	����	�, � 
��	� � ��������	 
���-
<�
� C�������$
� ���������5. 

	@!�'?%�>*%>�'%' �� �������% � 
���� �	 ������	� ���C���� �� ���(��	� 
�����	�� �� 	������ � 	����	� ��. �% � 
���C��� �� ��
� ��� 	������, � �� �	��-
(���� �� �������
�%-�� 	������  �
���� 
��C��� ���%���. ��	��C�	���	� �� ����-
���
�	�-�� ����� �C�
������ � '��� 
� ����������� ���C����, 
��	� <�	� 
����	��	 	�����	� ��� ������$����	�.  

"� � <����, <� � ��	��%��Q� +����� 

���	� ��C�	����C��	� �������� ����-
�%��  �%
� ������, 	����$�	 
�� ����-
'
/(
'�� ��1� �� <'
�, �� ��	����	 �� 
�����$�� ��>-���%	��% �� <���
� ��<��, 
��C��� �����%���	. &Q� ����<�, <� "���-
������	� ������� 
�� �� ��-C����
����� 
�����	 �� ����C�� ���'���. ��� ������	-
���	� �	 ��C��	� ������, ������<����	� ��� 
�
	����	� �������	���� ��>��	 � <�	 �	 
'���
	���	�
�	� �� 	��� ��� �����. 6
� 
����� � ������$��(� 
�	� ������
�	����, 
��
��� 	������, 	� ��� ��Q�	� �� 	�%	 	�-

�. )������
�% – �� 	������ � ��Q-9���/ 

�������+ ��	����	���� 	������. � 
������� ����� 	�������%	� � ���	����	� �� 
���	 �� ��-���%�� �������
� ���<���	. 
��������%	� �� �������
�%-�� 	������ 
� ������% ���� ������	� � ��� �� ����<� 
��	� �
�	 �� 
��C�����	 �� � �������-

�	� ����� �� ����� �� ���	�% � � ���	-
����	�. "%�� 	�������	��� ����� <���
, ��-
	��� �� � ���������Q�, <� �� ����� �� ��-

����%	� � '���	� �
�	 ����
 � ���	����-
����, ��������� �� 	��� � ���
��%����, �� 
�Q� � 	�
���, 
��	� � ������� � 	��� 
	�����, ���� ��� C���	�. 

���!#<&% @'  >='?%@#[#%, � ����-
���
�	�-�� '�	���  ��
����, <� �����	� 
�� �����	 � �
��� 48 �. ���	�%	 � � 
����� ������$�	����	 �	 8 �� 14 ���, �� 
�� ��� ���
��	�� ��<�C�� �����>	���, 
�	� 
����C������	 ��	�����%	� � �C	����	� �� 

                                                        
5 ��
����� #., ����
�	��� � �	��� �� 
�<�	�� �� C��-
���	������ , ����	��	�� “6������� �����”, #.,2009, 
	�.40 
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	���� ( �� C��� �� ���	� �� =������% ) ��� 
�����<�Q� 	����. )������
�%	-�� 	���-
��� �%�� ������	 � � ���
	�
��� ���� 
�%��	� ������. ��
�	�	� �
�B<��	 ��� � ��-
��<� ��<�C�� ��������� �� ���, 
��	� ����-
���� ���� ���<�	���� ��	��C����� �	 ��
� 
���� 	���	. "�C�B���� � 	�������% 
�� 
�������%���� �� 	���	�	�. #�����	� ���-
��	 �� <�$�����	�, ���	��� �������% � 
�
��� 37 �. "�>-�����C��>�� � �����	� �� 
�����	 �	 26 �� 36 �. (27%), ������� �	 36-
45 (25.3%), � ��>-����C��>�� � 	��� ��� 56 
�. – ���� 8.9%. "�>-����� 	���	� �� ���-
��	 ��� 46 �. � �	 ����
�C��	���% – 32%, � 
��>-���
� – �	 C��
��
�	� 	���� – 9%. 
��������%	� 
�� �������%���� �� 	���	�-
	� � �	 ��C��� ��$��	 ���>
� ������� � 
„�������%����	�” �� ������ ��C��%����%, 
	�> 
�	� 	% � �������  ����%�� � 	�����-
	� ����� � 	������, � ������ �������� ��-
	���� 
�� �������
�	�-�� �����.6 

6
� � �������� ������ �
	�����%	 �� 
�
�����<�
� � ���
�	������ ������� C�-
����� ��	��, ����%����	� �� �������	� 
��� 
��
����	��	� ������	�� �� �����-
��	� �����
	� 	�%C�� �� � ������� �� �-
��	��%�� �� �����<�� �����% � ��
	���, 
'���
	���� �� �������	� ���� 
�� ����� 
�����	 � ��C��� � �����
	���. +	� ��Q� 
�	 ���
�	������ ������ 	�<
� ���'���	, 
������ �� ������ �� ��	��C���% �� ��-
�����
�	�-�� �����, Q� 	�%C�� �� � 
������  ��>-���
	����	� � ���������� 
�<�	����� �� ��� ����� �����% � ��
	���. 
�� ��<��� �� �/(�)���, �	 ���<���� �: 

1. !��
����	� 
�<�	�� �� ��������	� 
���� � 
����	�, ���'��%Q� �� 
��
��	�� 
���	�����	����, ���
���	���� � ��<�C�� 
�����. 

2. ������������	� �����	��
� � ��<-
��	� �����% �� ��������. 

3. )�	�������	� C��� � ���'��%Q�	� 
�C��������. 

4. "���<��	� �� ��$��������� �	���-
���� ��	���
�	� �� 
�<�	��, �
����	�-
������ � '������� ����� � �	��� �� 

��	���, 
�
	� � ��	��(�� �����	���� ��-

����	� �� ���������	� ���
	�
�. 

5. �����	� �� �����%�������� (��
��-
                                                        
6 http://www.horemag.bg/show.php?storyid=404147 

��) �� ��<
� 
��
����	�� ������	�� �� 
�����
	�	�, ��������	� ����� � �����%. 

�� ��<��� �� &
���9��(�� – ��-
�/�, �	 ���<���� �: 

1. ���	�$����C��		� �� �����<��	� 
����� 	���	�. 

2. ^��	�		� ��� �����$��	�	� �� �� 
�	���%�� �	 ��C�	�, 	.�. �������������	� �� 
�	��
� � ��
����� � ���
�	� �� 12 ���-
��. 

3. �����������		� � ������<�	���%-
	� �� 
�� ������	� �� �������
�-�� �-
����. 

4. ������	� ����� �����	���	� ���-
���C����� � ��C����		� ��. 

5. ���������%	� �� $������	� � ��-
C��� ������������	� �� ����. 

6. ^����������	� �	�%��� � �����-
��-�	�	�<�
�	� �� 
��	���. 

7. ��C�	�	� � ����<���%	� 
�� ����� 
	�������� � ����� �����. 

"� C���	� �� ���<���	� '���
	���	�-

� �� ��	��C�	���	� �� �������
�-�� 
����� � ��
	���	�, 
��	� �C����%	 ����-
������	� �� 	��� ��� 	���	�<�
� �����, 
� ���C'����� �� � �����C�	� [_<�?%@' 
J��^�'$' /' �'/+#%#, �� �������
�% – 
�� 	������ � �������%, 
�	�  %�� � ���-
<�	 	��
�	� �� �����	�� � �	�������	� ��-
��. ������ 	��� Q� ������� �� � �<��	�%	 
���
�	� �� �%��	�� �����	�� �  ����Q	� 
�� ��C�����	��	 � 	���� 
��	����� 
���
� �� C���	 ��������� ����$���	� ��>-
��	� � ����<�. 

"� �����Q� �%	� � ���C'����� "' ?, 
�'/@��\�'/# '?��%#$,@%&% �� �������-

�	�-�� �����, 
��	� Q� ������ �� ��-
����� �������%���� �� ��	��C��	�	� �� 
��-(���
� ���� ��	�������� 
����	�. "�-
��<��	� �� ������C����� � ���	����	� � 
������	��
� �� �����<����� �� 
��
����-
	����C��		� �� �������
�% – �� ���-
��
	. "%
�� �	 
��
����	��	� ������	�� 
�: ���������� �� ��-���%� ��C�� �� ���-
��; ������$��� �� 
��
������%	� <��� 
���	�$����� �� ��-���%� ������� �%� � � 
�����	�	 �� 	��� ��	��
���� �� �%
�� 
��-

����	�; �����%���� �� ��
� �	 ��������-
����		� � ��. 

"��C'����� � �� � �C���� ��-���%�� 
�������� �� #@�+'[##%, 
�	� ��	�����	 
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�� ����(����� �� 
�<�	��	�, � �� � 	��%	 
���� ���'��� �� ��������� �� ���	�� �� 
����������� ��(���%. &������%Q�	� ��
-
	��� �� ������� �� 	��� ��(���% �: 

1. #	��	���<�
�	� ������� ����, 
�-
�	� �����	 ��� �������� �����
�	� ��$�� 

��	
���<��	� ���	�C����	 � �
�����-
<�
�% ��	 � �������<�� �����
	���. 

2. ��'������<��%	 �C'��	, 
�>	� � 
�������% �	 ��������>	���	� �����	��
-
	��� – 	����
� ��(����. 

���������	� �� ����	���� � �����-
��� 
�	� <�	 �	 	��	���<�
�	� �������-
�� �� ����(����� �� 
�<�	��	� �� 	���-
	�<�
�	� ����� ���
�� ���C���� ����% �� 
	���, 
�
 Q� � �	���%	 ����	�����	� 
���	�� �� 	����
�	� ��>��	 �� 	���-
	�<�
�	� �����. ���� ������ ������� � 
	����������	� ��	��� �� ����
� �� ����-
	�������	� ����
	� �� �������� � 	������.  

^� ����(����� �� 
�<�	��	� � ����-
���
�% – �� 	������ � ���C'����� 	�> �� 
C��� ������� 
�	� ������	�	 �	 ���$���	�. 
�������% 	�%C�� �� ����	�� �� ������>-

�	� 
��	� �� �������
�	� – �� ��	���-
��%, 
��	� ���
�� �������
�%	 � 	���-
	�<�
�%	 ������� �� C���	 �C�<��� � 

������������ � �� � �
	�������� ����-
��	� ����C�, 
�%	� ��� �	��(���� 
�� 	��� 
��� 	������, � �� � ����	�� 	��	���% �� 
�����	��	� �� C�����	������. "��C'����� 
� �� � ���<�	 �� �������� ���	�� 
�� 
��>��	�, �� �����$���� �� ��
����� 
��-
����% �� ����������	� �������
�-�� �-
���� � �����
	�, �� � ���� ������� 	�-
	�	�
�, 
�
	� � �� � �����	��% ���
��	�� 
�����	���� ���������% �� ��	��C�	���	� 
�� �����
	�. 

�%�'%,^#_ /' �'/+#%#,%� @' 
$,"#[#@?*#_ – ?J' %>�#/&$ 

#	��	���%	� �� �����	�� �� �������-

�% – �� 	������ � 
����� � 	%��	� �� 

9'>��'��� / ���*�/	��� &��	�	�,  
����� ������$����� ������ �� ��<����. 
��	������%	� �� �������
�%–�� 	������ 
� �	���	� �� ��������������	�, � C����<-
��	� ��������%, � ������� ������	����	� 
������� � ��
�B<�	���� ��$��, �� ��� �� 
�������
	�
� �� �������-���<��� ��C�-

�%����%, �� � �� �
	���� ��<���� � ��'�C�-
��	���% �� 	�
���, ������Q�>
� �������-

�%–�� 	������ ��� '�
�� (����� ��'�-
C���	���%) � ����� (
��� ��'�C���	���%) 
9��� �� (�1���. O����� �����	���� ��	��-
������ �� ����<�������	� �	���, �� 
������-�����	����% �����	 � ��. � ��$��-
%	 �	 �������<��� ����
����� � ��'�C���-
	���% �� �� � �����(� �������	����% ���-
��. ?�<����	� �� ����� ��C��%����% �� 
���������	� � ���	�����	� ������ �	��� 
� �������� C�� ���	������� ��<���� � 
������������� �������
�-�� ���	����, 
�� ��� � '��� �� ��C��%����	�, �� � 
�	� 
������	���� �%�
�. ?�
���	� ���	��	 ��-
�	� ������	�  '����<�� C������C�� ��C�-
�%����% �� ���Q���	 �$������ �������-
���� �������
� – �� ���	���� �� �
���-
���� �� ���	� ������. 

�%��	� '�>�	� ��<�� (�1�9��� ��-
'����+  ���*�/	��-/&� -
��( ����� 
���<����	� �� ������	� �� ����
����� � 
���	����%���� ��-����������. &	 ���� 
	���� ��
��%	 ��C��� ��>-���'��%Q�	� 
�%	� � ������<�� ��������� ���� �� 
������	� ��C��%����, �	 ����� 
����	� ��-
��<��� ���
� 
������������ � �������-
������ ��'�C���	���%, ���������>
� � �%-
��	�� �	 ��������-
����	�<��	� ����� 
� ��	��	��	� �������	�. 

��
�B<�	���� ��$�� � ����
�	� ��$�� 
��<�C��	� ��������% � �������
�	�-�� 
�C�
	� 
�
	� �� ��	��C�	���	�, 	�
� � �� 
����	�	���	�. ��	� ���(�� � �����%��� 
��	�� �� ��	�����	� �� 	��� ���� � ���-
��$����	� �� ����)����� //���� �� �&-
��'(��� (�#!) – />'�������� „&�>1	 
�� ��9���”7 ��
����Q� ���
����%	� �� 
��$���������	� 	�����	� � C������� �� 
�������% ���'��. �������%	�%	� � 	��� 
�	���� Q� �	����%	, <� 	��� �� ��� Q� 
����C�� �%��	��	� �� ���
	����	, �� � 
�Q�	���� Q� ������� 	�'��% 	�	� � ��-
�����	� �� �������
�	�-�� 	���	�. 

	/+�"# 

� "��
�	� �� �����	�� �� �������-

�%-�� 	������ � � ���
� �������� ����-
                                                        
7  ������� ?., „!��������� �� 
�<�	��	�”, ��
������ 

��, 2008, 	�.81 
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��	� �� ��������	� � ������Q���	� �� � 
C���� �����	���� �	����.  

� "�C�B����	 � 	����������� � 
��	��C�����	� �� 	���	�<�
�	� �����
-
	�. �����������	� ���������  	���	� � 
���<��	 � 	����� �� �������
�-�� �-
����, 
�
	� � �����, 	�
� � � ����<�� � 
�
��	�<�� ��	������.  

� ���������	� �� C���Q�	� �� ����-
���
�	�-�� ����	��% � ��	���	�<��. 
&C��������	� �� ��������	�  �������-

�	�-�� ���	���� 
�	� �	���	� � 	��	� C��� 
�� ��<���� Q� �
����	 ��
�B<�	���� ���� 
���%��� ���'� ���C����% �������
�-�� 
	���	�<�
� �����. 

#���������	� ���
� �� �����	�� �� 
	��� �	���� � ��	������%	� �� �������-

�%-�� 	������ � �	���	� �� �������-
�������	� � ��������� �� <�	���	�����% 
���	 �� �����	��  – )�+�, )^, )&#� � 
)OO�.  

"��C'����� � �C��������	� �� ����-
���
�%-�� 	������ � ������� ������-
	����	� ������� – ���$���� � <�	��, ��-
�����	����	� ������� �����%����, 
�
	� �  
�C��������  ��������	� �������. 

�'*<;=,@#, 

"� � <����, <� � ��	��%��Q� +����� 

���	� ��C�	����C��	� �������� ����-
�%��  �%
� ������, 	����$�	 
�� ����-
������� ��<�� �� $���	, �� ��	����	 �� 
�����$�� ��>-���%	��% �� <���
� ��<��, 
��C��� �����%���	. &Q� ����<�, <� "���-
������	� ������� 
�� �� ��-C����
����� 
�����	 �� ����C�� ���'���. ��� ������	-
���	� �	 ��C��	� ������, ������<����	� ��� 
�
	����	� �������	���� ��>��	 � <�	 �	 
'���
	���	�
�	� �� 	��� ��� �����. 

����, 
��	� 	�%C�� �� � ������� � 
�������%, � �� � ����	���	 ���������	� 
���
� �� �����	�� �� �������
�-�� 	�-
�����, 
�� ��	�%Q�	� �����% �� $���	 � 
���������% ������ �� ��C��������		�; 
�� � ��	������ ��������	� � �������-

�%-�� 	������ �� �� � �������� 
�	� �	�-
�� � 	��	� C��� �� ��<����; 
�
	� � �� � 
������� ���'��� ��� �����	��
�	� � �C�-
<����	� �� 
����	� ��%
� �<�	��Q� � 	��� 
�����. #��� 	�
� ��$� �� � ����� ����-
���	� �� 
����	�	� 
�� 	����	� �� � �� � 
������� �� 
�<�	���� ���� ����  C���� 
�����	���% �������
�%-�� 	������. 
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GUIDELINES FOR DEVELOPMENT OF MEDICAL-SPA TOURISM 

Dr. Silviya Paskaleva PhD 
University of National and World Economy – Sofia  

Abstract: The main objective of the re-
search report is to investigate and analyze the 
current guidelines for the development of 
medical-spa tourism in Bulgaria, which result 
from dynamic processes of development, mod-
ern profile of diseases, new trends for 
"Health". Emphasis is placed on trends in 
medical-spa tourism industry, by highlighting 
the role of demographic, social and cultural 
endowments. Consumption transformations 
have been identified and main focus is placed 
over the bussiness orientation of medical-spa 
tourism. An attempt is made to present new 
concepts for the development of medical-spa 
tourism and its relationship to medical prac-
tice in order to continue the healing process 
as second and third base for treatment. Spe-
cial attention is paid to the change in thinking 
about personnel training by treating matters 
related to methods of training for new profes-
sions.  

Key words: medical-spa, prevention, 
treatment. development, challenges, business 
orientation.  

The main objective of the research report 
is to investigate and analyze the current guide-
lines for the development of medical-spa tour-
ism (which also includes recreation aiming 
prophylaxis and/or rehabilitation), that repre-
sent the dynamic transformations of the con-
temporary lifestyle. Prophylaxis and rehabili-
tation of socially significant diseases through 
the means of medical-spa tourism are just a 
small part of the most visible changes in mod-
ern life of fast developing technologies, recall 
towards nature and ancients means of healing 
and towards protection of the environment.  

Analysis of the starting situation  

The aim of the report is to present the 
possibilities and the guidelines for a positive 
development of medical-spa tourism in terms 
of competition, while taking honorable place 
on the European map. The definition of the 
strategic goals requires analysis of the starting 
situation. This analysis includes the impact 
that outside factors cause over supply and de-
mand. It also includes a characteristic of the 
supply and demand in Bulgaria and in other 
competitive countries.  

First of all we must define the market of 
medical-spa tourism that refers to the destina-
tion Bulgaria. This would let us estimate mar-
ket potential and define the competition. Re-
garding the geographical aspect, the market 
could be limited to Europe. On one hand com-
petitive destinations are European countries 
with similar structure of supply. On the other 
hand the origin of the visitors in European 
health destination is similar. The majority of 
the foreign guests in the relevant destinations 
originates from European countries. Accord-
ing to the executants of the payments of trips, 
market could be divided into private and pub-
lic holders.  

First of all, we should differentiate the 
notions. How do we comprehend the notion 
“medical-spa tourism”? As to strengthen this 
thesis, we would like to attract the definitions 
of “health” given by the World Health Organi-
zation (WHO – World Health Organization) 
and of “tourism” given by the World Tourism 
Organization (WTO – World Tourism Organi-
zation). Health is defined as: “condition of 
complete physical, mental, social and emo-
tional well being and not only the lack of ill-
ness or handicap”. Medical-spa tourism is the 
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departure of the usual place of habitation 
through travel and stay in a touristic destina-
tion. This is connected with the main motive 
of the one who travels to invigorate, stabilize 
or recover their good corporal, spiritual and 
social health condition, using natural healing 
factors – mineral water, climate, healing mud.  

Preconditions for the development of 
medical-spa tourism  

Socioeconomic and political development 
of the country, mixed with good climate con-
ditions in combination with natural features 
(mineral sources, healing mud, forests etc.), 
are a precondition for the development of 
medical-spa tourism.  

The great richness and diversity of min-
eral waters, healing mud, bio-climate potential 
and the development of Bulgaria as a tourist 
destination pushed forward the development 
of medical-spa tourism during the last couple 
of years and turned it into a favorite field. The 
renewal of existing and the construction of 
new ones, bigger than the previous and much 
more modern, medical-spa centers became a 
preferred occupation for many. New and mod-
ern spa-hotels with a wide range of healing 
therapeutic recreation and beauty procedures 
appear more often.  

Medical-spa tourism is a traditional ele-
ment of Bulgaria’s vision as a tourist destina-
tion. There are very few countries in Europe 
that are able to compete against Bulgaria re-
garding richness and diversity of thermo-
mineral waters with different physical and 
chemical content and healing mud. The geo-
graphical location of the country creates excel-
lent bio-climate conditions and unique or very 
rare nature combinations for complex impact 
on human organism.  

This favorable and ecologically clean en-
vironment provides real possibilities for a long 
season and much more effective use of the 
bio-climate resources for recreation, healing 
and prophylaxis of many social significant 
diseases. With that potential Bulgaria could 
turn into one of the most wanted destinations 
for people who are looking for health and re-
covery of strengths after exhaustion, stress or 
disease. To make this idea real it is necessary 

that the tourist product is developed to a qual-
ity new level; to meet the raised demands of 
the search of the international tourist markets 
and the conditions of great competition. The 
development of this kind of tourism requires 
significant investments for the construction of 
modern infrastructure, enterprises and offering 
a wide range healing and recreational tourist 
programs.  

A research made by the American maga-
zine Spa Finder1 indicates that the most atten-
dant medical-spa hotels are those situated in 
places where people live, then come hotels lo-
cated not far from towns (1-2 hours by car) 
and the least interesting are the most distant 
centers. Along with that there is a trend toward 
increasing distances that tourists are willing to 
pass over. Their desire to try more exotic of-
fers increases as well.  

According to a research of the European 
Travel Monitor (ETM) the share of active, 
health orientated vacations increases. This 
kind of vacations is preferred by more than 
15% of the people from the European tourist 
market. This number excludes those who take 
similar trips in their own countries. This per-
centage is the biggest in Germany. German 
tourists generate about 50% of the incomes of 
this kind of tourism in Europe.  

Even though it might not be familiar at 
home, modern medical-spa conception has 
been well known abroad for the last 20 years. 
In the very beginning managers were ready to 
operate at loss or without any incomes just to 
accredit the idea. Nowadays in the leading ho-
tels in the world medical-spa centers represent 
a powerful financial generator. There are 
many factors that reveal the future of the tour-
ist business. Some of them are far distant from 
the market control. It is necessary to analyze 
all the trends in the global tourist industry2 to 
make these factors clear. No matter what 
many hotel managers and owners ask them-
selves “What do I have to do to make my 
medical-spa center winning?”  

                                                        
1 http://www.spafinder.com/ 
2 Tadarakov, D., Influence of globalization on tourism devel-
opment, Avangard Prima, S., 2008, page 25. 
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Advantages of the medical-spa healing 
compared to medical treatment:  

� Medical-spa healing does no harm, has 
no side effects and unlike many medicines 
isn’t allergic or toxic. The greatest healing fac-
tor is the chemical content of the mineral wa-
ter itself and the elements it contains: miner-
als, micro and macro elements. Thanks to this 
mineral water causes an immediate influence 
on the structure of the cells by regenerating 
them.  

� Chemical ions of mineral waters are 
much more active, compared to the ions that 
could be found in medicines.  

� Healing effect of mineral waters has 
various aspects. Medicines provide one-side 
effect. Medical-spa healing is often able to 
prevent surgery.  

� It provides long-term improvement. 
� Bottling mineral water provides us the 

chance to heal at home by drinking it.  
� Mineral waters are clean and sterile be-

cause they spring from great depth and in cer-
tain doses they are able to substitute drinking 
waters that are in most cases polluted and con-
tain noxious elements.  

� We should not forget that some mineral 
waters contain radioactive elements and ele-
ments that are useful only in small doses and 
noxious in big doses. This is the reason why 
we should always discuss the use of mineral 
water with a doctor, no matter if we are about 
to drink it, or to use it for healing.  

Guidelines for the development of the 
medical-spa tourism  

The analysis leads us to the necessity to 
work out some guidelines for the development 
of medical-spa tourism. This way we would be 
able to position destinations and hotels more 
precisely because of the fortification of the 
competition in this field. It is obvious that the 
diversification of medical-spa product 
strengthens. Unfortunately, we keep getting 
the impression that governments decrease fi-
nancing. Until recently these finances were 
enough to maintain material-technical basis. 
This trend enables the appearance of new pri-
vate investors that invest fresh finances in the 

field. The main motives for the development 
of medical-spa tourism are the greater atten-
tion, paid to health issues and the increasing 
number health problems that even adolescents 
face. Health is a major values indicator in de-
veloped countries.       

In the field of tourism as a whole and in 
medical-spa tourism precisely there is a lack 
of a clear vision for the development and the 
affirmation of the idea for stable tourism. 
Bulgaria has got what it takes, regarding natu-
ral and anthropogenic resource, for the devel-
opment of medical-spa tourism. These re-
sources must be targeted into previously cre-
ated and well considered program.     

One of the obstacles that the increase of 
the quality of medical-spa tourism faces is the 
lack of regulations for its development. It 
would be obligatory to provide information 
concerning the usage of natural resources for 
healing aims, the methods of healing or influ-
ence and the main characteristics of mineral 
water and healing mud. The development of a 
draft amendment to the Tourism law in 2013 
aims to create conditions for the development 
of different types of tourism, medical-spa tour-
ism3 included. 

The lack of qualified personnel is an-
other reason for the weak development of 
medical-spa tourism in Bulgaria. It is neces-
sary to establish a specific certification system 
that would allow making clear the different 
levels of professional qualification in the field 
of balneotourism. Every employee in balneo-
hotels must have certain qualification and 
must cooperate with guests.      

Next comes the necessity to pay attention 
to the lack of exact information about the us-
ers of medical-spa services. The clear defini-
tion of the beneficiaries of this type of service 
would provide us the chance to analyze the 
market and to discover a potential group of fu-
ture clients. According to an unofficial re-
search the main users of medical-spa services 
in the country are Bulgarians. The second 
place is for Russians and citizens from the 
Community of the Independent States. We 
must conduct a range of marketing activities 

                                                        
3 Ministry of Economy, Energy and Tourism: «Draft amend-
ment to Tourism law» 
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that would attract the interest of Western 
Europeans towards balneotourism in Bulgaria. 
This would lead to increase of investors in the 
field and would improve material and techni-
cal basis.  

No matter that Bulgaria has got rich tradi-
tions in balneology and many thermal sources, 
medical-spa tourism continues to develop 
without a clear conception, without achieving 
the results, shown by famous hotels4. At the 
same time the competition that Bulgaria meets 
in the face of the states from Central Europe, 
grows bigger and bigger. As an example, we 
could point that after Western European coun-
tries Hungary adopted standards for medical-
spa centers and approved them, by creating a 
law, obligatory for everyone, who wants to 
develop this kind of activity.  A similar road 
took various resorts from Croatia, Slovenia 
and Poland although that most of the centers 
in Poland offer classic balneal-spa proce-
dures5. 

Infrastructure in Bulgaria is one of the 
main problems that successful development of 
tourism faces. Infrastructure is an issue for 
every type of tourism and regarding medical-
spa tourism it has special influence. Users of 
medical-spa services are usually people with 
health problems and they often have difficul-
ties moving.     

It is no wonder that in aging Europe 
where working population decreases every 
year the intention of healthy lifestyle achieved 
through the most pleasant possible way be-
comes very popular. National Health Insur-
ance Funds are more likely to support these 
types of expenses. Today pleasure that comes 
from good health and recreation during active 
healing activity is part of the characteristics of 
this type of services. Until now medical-spa 
tourism was treated like attractive week-end 
tourism. Today things are no longer this way. 
Medical-spa tourism is the most business ori-
entated alternative tourism. Recently the trend 
is centers to be more and more medical orien-
tated. The conception of medical-spa tourism 
changes through the years. Today more and 

                                                        
4 http://www.econ.bg/bg/news/events/article48473.html 
5 Paskaleva S., Indicators and quality systems for balneotour-
ism, “Avangard Prima”, S.,2009, page.40 

more guests wish to combine spa and medical 
services during their stay at centers. There is 
no such thing as 100% healthy person. This is 
why it is no surprise that during vacation peo-
ple want relax recreation, tonus and beauty 
procedures. They also want procedures, con-
cerning old traumas, wounds or diseases.       

The profile of the participants in medi-
cal-spa hotels shows that their middle age is 
about 48. The average stay is from 8 to 14 
days. During that time they receive adequate 
healing impact. The main trips are inside the 
country (based on Germany’s experience) or 
to neighbor countries. Medical-spa tourism 
has no seasonality and is practiced through the 
entire year. Packages include two and more 
healing procedures per day. This generates a 
significant consumption made by every tour-
ist. There is a trend towards younger tourists. 
The average age of the tourists who visited 
Bulgaria is about 37. The most numerous 
group is the one aged from 26 to 36 (27%), the 
next one is 36-45 (25.3%), and the least nu-
merous is the one aged above 56 – only 8.9%. 
Most of the tourists aged above 46 come from 
the United Kingdom – 32% and the least are 
from the Balkans – 9%. The trend toward 
younger tourists is very important considering 
the fact that many diseases are also “getting 
younger”. This trend is connected with the 
change of the wanted tourist services, intensi-
fying the interest toward medical-spa ser-
vices.6 

If we always use the actual balance 
method for economic and marketing analysis, 
the estimation of market or competitive advan-
tages of company’s products must be based on 
the comparison of different conditions and 
factors that characterize the market environ-
ment at the moment and in the future.    This is 
why on marketing’s point of view, the ap-
proach based on the process of distribution of 
medical-spa services should be connected to 
the most effective and rational combination of 
two groups of conditions and factors. 

What matters for the needs of the service 
is: 

1. The unique qualities of the used waters 

                                                        
6 http://www.horemag.bg/show.php?storyid=404147 
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and climate, suitable for the specific recrea-
tion, beauty and healing services.  

2. Professional training and personal 
skills of the personnel.  

3. Material basis and suitable equipment.  
4. Presence of internationally approved 

certificates for quality, exploitation and hygi-
enic norms, control systems and inner regula-
tory, concerning the practice.   

5. Forms for promotion (advertising) of 
all competitive advantages of the products, 
natural resources and conditions.  

What matters for the needs of the cus-
tomers/tourists is:  

1. Solvency of different tourist groups.  
2. Busyness or possibilities to detach 

from work: distribution of vacations for 12 
months.  

3. Information and preferences towards 
different types of medical-spa services.  

4. Needs according to the age diversity 
and mobility.  

5. Information about their vital and pro-
fessional environment.  

6. Health condition and health-aesthetic 
culture.  

7. Hobbies and interests towards fashion 
trends and many more.  

Based on medical-spa customers’ charac-
teristics shown above and the factors that de-
termine the offer of this type tourist services, it 
is necessary to develop an entire program 
for development of medical-spa tourism in 
Bulgaria. We should clearly point the devel-
opment steps and the responsible ones. This 
would allow us to mark out the guidelines for 
a complete development. Integrity and severe 
control mechanisms would guarantee success-
ful performance of the activities and tasks that 
were previously set.              

We need to diversify the assortment of 
medical-spa services. This would lead to im-
proved satisfaction of the demands of a wider 
range of potential clients. The presence of di-
versity in the assortment is a precondition for 
the increase of the competitiveness of medi-
cal-spa product.  Some of the competitive ad-
vantages are: offering a wider range of ser-
vices; being competitive through owning a 

bigger market share and therefore expulsion of 
some of the competitors; minimizing the risk 
of the unpredictable etc.   

It is necessary that we pay bigger atten-
tion to innovations as an instrument that 
would let us increase the quality. We should 
search for new approaches for planning re-
sources for innovative decisions. These are the 
determinant factors for making such decisions:  

1. Strategic company aims to consider the 
difference between short-term profitability and 
economic growth in long terms.   

2. Technological range that is defined by 
the interaction between infrastructures – eco-
nomic solution. 

Planning investments in innovations as a 
part of strategic planning for the increase of 
the quality of tourist services requires a global 
vision concerning the way that invested re-
sources are going to reflect the economic ac-
tivity of the tourist company. This inflicts 
changes in traditional methods for estimation 
of investment projects for innovation in tour-
ism.             

For the increase of the quality of medical-
spa tourism the government should point it as 
a priority. Bulgaria must attend the European 
map of medical-spa trips. This requires educa-
tion and qualification for the medical and tour-
ist personnel, actualization of the legal regula-
tory concerning this type of tourism and pre-
paring a strategy for the development of bal-
neotourism. We must direct financial re-
sources towards activities such as advertising 
campaign of the offered medical-spa services 
and products, making regular statistics and 
presenting adequate operative information for 
the costumers of the product.                   

Strategy for the development of medical-
spa tourism  

The strategy for the development of 
medical-spa tourism has its roots in its tight 
engagement with medical practice in order to 
continue the healing process. The integration 
of medical-spa tourism in health system, hos-
pitals and in health insurance is extremely im-
portant not only for prophylaxis of significant 
social diseases but also for the active healing 
and rehabilitation. This turns medical-spa 
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tourism into second (early rehabilitation) and 
third (late rehabilitation) healing base. Many 
surgical interventions of cardiovascular sys-
tem, musculoskeletal systems etc. need further 
treatment and rehabilitation that make the 
healing process complete. The treatment of 
many diseases of peripheral and central nerves 
would be unthinkable without healing in sana-
toriums and in special medical-spa centers not 
only through a disease but as prophylaxis as 
well. Doctors advise their patient with chronic 
pulmonary diseases to annually visit profiled 
medical-spa centers so that they could im-
prove their health.   

The tight connection between hospitals 
and medical-spa hotels makes the orientation 
of patients that need further treatment and rec-
reations more effective. On one hand the doc-
tor chooses the best place with specific min-
eral resource for a specific disease. On the 
other hand the patient receives high qualified 
and specialized rehabilitation while they profit 
entirely natural and climate resources and spe-
cialists.  

Connection between hospitals and medi-
cal-spa objects is extremely important both for 
consumers and for investors. A very success-
ful and popular method for the achievement of 
these aims is the creation of an Integral Con-
trol System – modern “sticks of Kubrat”7. This 
system meets the demands of the international 
standards and is based on the process ap-
proach. Companies in this field will discover 
that this would not only improve their entire 
effectiveness but it would also   advance their 
status and the trust of medical-spa tourists.  

Conclusions 

� Guidelines for the development of 
medical-spa tourism are directed towards con-
serving the health of the population and turn-
ing it into a business orientated field.  

� Transformation of the consumption of 
tourist products could be observed. Traditional 
modern tourists search medical-spa services 
both in nearest and in far distant exotic desti-
nations.  

� Trends concerning the future of medi-
                                                        
7  Vasileva, L., „Quality management”, lectures, 2008, 
page.81 

cal-spa industry are optimistic. Connecting 
medicine with medical-spa centers as a second 
and third healing base would have an extreme 
influence over global medical-spa tourist mar-
ket.  

Modern guidelines of the development of 
this field are integration of medical-spa tour-
ism in health system and formation of a four-
side council for development – Ministry of 
Trade and Energy, Ministry of Health, Minis-
try of Environment and Waters and Ministry 
of Regional Development.     

It is necessary that medical-spa tourism is 
connected to health insurance funds – public 
and private – additional health insurance and 
pension funds.  

Conclusion 

It is no wonder that in aging Europe 
where working population decreases every 
year the intention of healthy lifestyle achieved 
through the most pleasant possible way be-
comes very popular. Furthermore that Na-
tional health insurance funds are more and 
more willing to support these types of ex-
penses.   Today pleasure that comes from good 
health and recreation during active healing ac-
tivity is part of the characteristics of this type 
of services.  

Bulgaria must adapt its modern guide-
lines for development of medical-spa tourism 
towards contemporary lifestyle conditions and 
towards the contemporary disease profile. We 
have to integrate medicine in medical-spa 
tourism and use it as second and third healing 
base. We should change the approach of train-
ing and education of the personnel that takes a 
direct part in this process. This is the only way 
that would improve clients trust towards our 
country and advance medical-spa tourism at a 
quality new level with business orientation.  
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������
���%	� �����%��	 
������ � �������	����	 �	 	���� �� 
��$�	���	�, 
��	� ���%	 �� ���
� 
�<�-
	�� �� �����
��%	� � �����	�, � � 
��>�� 
��	
� ����%	 ���� ����������% 
��
����-
	����C�� � $������.  

!��'�	 �� '�	�����
�	� ����	��% 
����� � ���%�� 	���� �	 ���
���		�, 
�%-
	� �������� �� �	���<��% �����, ��C��� � 
������	� ��	������10. )���� �	 	��� ��-
C�	�� ��	� � ��	���� ��� �� ����� �� 
	���	�<�
�% ���� � ��C�	���	���	� ��-
��	 �� �����	 � ������<���	 ���	�		�, 
�-
��	� 	��� � ���C'�����. �������
���%	� 
�� ��$�	���	� ����<��� 	����$ �� � ��-
��C�� 	%'��	� ��C�	�, 
�	� � ������ ��-
	������� ��11. � 	��� 
��	�
	 <���(
�	� 
�Q�	�� ���	�$���	 �����% � ���C��-
	�, 
��	� ����	 �� � ����C�%	 � 	�
� 	� 
�����C���	 �����$��		� �� ������%	 ��-
<��� � �� ��>	���12. � ������ �� �
���-
����% �� <���(
�% 
���	�� � �������%	��-
	� ������ �<�	��	 ��� 	����: ��$�	��%	 
� �����	�. #��$�	���	� ����	 �� �����<�	 
�����%	� � �����%	� � C����������� �� 
�C���������	� � 
������
���%	� ����� 
�����	� ��� <��� ���	�, �����C�	 �� �-
Q�	� ��C�	�� �%	�. 

^� ���$��%����%	� � ���<�	����%	� �� 
	���	�	� �	 �����	������ ���<���� � <�-
��(
�% 
��	�
	, 
�>	� �����% 
��>��	� 
����
� �� �����
	�. ����	� � '�	�����
�-
	� ����������� � 	�'��%	 ��>-����� ��-
��. }��� 	%' � ��������� ����������	� 

                                                        
10 ����(���,�.,��������
�	��	��	� ���� ���C����% 	�-
��	�<�
� �����, ����	��	�� „6������� �����”, 2010, 
c. 102. 
11 http://discoverybg.muffty.org/ 
12 Becker,G.S., Human Capital: A Theoretical and Empirical 
Analysis, with Special Reference to Education. Chicago, 
University of Chicago Press, 1993. 

�� �����	e �����. }�	�, ������	� 
��-
������� ������<�	�	 ����� �� ����	���	 
� <���(
� 
���	�� � ��� 	��� �� �������-
���	 ����	����, �������  �������� � 
��	������� �
	���, 	�> 
�	� �Q�	���� 
���C'�����	 �	 �C�<�� ������� �� ��C�	� 
 ���� 	�'�������.  

��'������<��	� ����B��% � '�	�����-

�	� ����	��%, ���	��
	�������	� �� 
������	� ������ �����	��	� �� ���% �	 ��-
'������ �� �������� � 
���	����	, 
��	� 
�����$��� � ����������%	� ���%	 �� ��-
	����� �� ��	�����	� ���� <��� ���	��C� 
�� 
���B	�� � ��$�� ��	����� �����
-
	�. �����%����	� �� 
���B	���� �	��� 
�� ����������, ��
����, ��	��C���% � 
�-
����
���� ���� ����� � ��������
�� ����-
����� ������� � ����	��%	� �� ��	����-
��	��	�. ���� ���
�� �C�<��, ���
�
��-
��������� �������, 
�>	� �������� �� 
�������� ��<
� �����$��	�, 
��	� ����	 
��	��C�������	� 
�����, ���
	�����	� 
������ � �������������-�������������	� 
�	���. � ���������	� '�	��� ���� �-
�����	� ����� – „��Q��
�	�” � „'������-
	�” � ��������	 � ����� ����� �������  
��	��C��	�	� �� ��	�	� �� ����� �� ���-
	�% ��. ���� � 	. ���. �������	���� '�	�-
����
� �����. �� ���	 ���%�� ���<���� 
�� ��	�, ��Q�	� � �������  ��-�����	� 
�������%���� �� ������	� ��	��C��	�. "�-
������	� �� �������� ��� �������	����	� 
����� �	���� ��%�� ��%
� ��������, �	-
������� �� ���%	��	� ��$��%����% �� ��-
	�	�. �%
� ���� ����	���% � �������� ��-
%��Q� 	�����
�	� ��>��	, C�	���	� �-
����, ���	��	� � �����
�	���� ��>��	� 
���
�� � 
����	��	�� <���(
� �����. 
������ ��	��� �%
� ���� �������������, 
C��� 	� 	�'������<�� ��� �� ���
�� ���-
C����� �	 	���� �� ��������. �%
� ���� 
��������>	��� ��$�� <���(
�% ��
	�� � 
��<� ��������	� �������� ��$� �� C��� 
�C��<��� �� �����', �
� ����� ��������-
	� �����$���� �� ��������	�. #��$�	���-
	� � '�	�����
�	� ����	��% �����%��	 
������	� � ��������	� 	���� �� �����	� 
(��	������, 
�����	, ������). &	 	%' ��-
��� ��<������	� �� 	���	�	� 
�	� ��%�-
�� 
����	�. � ���C����	� ����	��% �-
��(��	� �������	��(���% ��	 �� '�	���-



�������������� � �����������, ��. 7, ������ 4 
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��$�	�� � 	���, ��� 
��	� � ���	� 	���� 
�	���	 ������� �	 ��	��C���	� �����13. 

��
 � �%	�	� �� � �	C���$�, <� �%
� 
���� '�	�����
� ����������% ��� ���	� 
������<�� ��$�� �� �	��(���� �C�<���-
�	� �� ��������. ��� ���
�	� ���>�� '�-
	��� � 
�Q�	� �� ��	�, 
��	� <�	� � ��-
����%��	 �	 �C	������	� �� �C�
	�, �� 
��
�B<��	 ��$��	� �	 �C�<����, �� 	� � 
�C�
	 ����	���� �� $������	� �� �����-
�����<�. &	 ��% 	���� ����
�	� � C���� 
'�	���	�, ���<���	� 
�� 
������� 	���-
��� �C�
	�, #�6 � C�����'�	���	� ���	 
C������� ��$�� �	 �������	���� �C�<�-
���. �� ������	 �� ��-���%�� �����������% 
�� �������� � ����<�� � ������ ������	, 
<� 	�%C�� �� � �������	�  ��>-����	� ��-
	��� � 	�'������� � C���(�. ���� � ���C-
'�����, �� ���, �� �� � ��������	 ��<
� 
����	��� �	 ��������	� � 	��� �C�
	�, �� � 
�� 	��������� �� ��$�	���	�, <��� ���-
��C����� �� �������	���� � ������� �� 	%' 
�����%. "�>-���<���	� ����	���� � <�-
��(
� ����� � �
	��� � ��C�B����	 � 
C���� � ����
�	� '�	���, 
�
	� � � �C�
-
	�	�, ��C�	�Q� � �C��		� �� 
�������% 
	������. ���� � �C����% 
�
	� �	 @,?,-
/�@@#_ #$ `'�'*%,�, 	�
� � �	 �	�	��	� 
�� ����������% 	���	�<�
�% �����
	. 
+��� �%��	�� �	��� �� ���������� �� 
<���(
�	� �����, �����$��� � '�	�����-

�	� ����	��% ���� �����$��		� �� ��-
���
	���� ���������� �� ����	����	� � 
��������, ����������	� �� ��C�	�	� �	 
	���� �� �������� � �� �� ������� �%	� 
������ �� ����(����� 
�<�	��	� �� ���-
��
	�. 

�J�'+<,@#, @' =�+,c*#%, �,?>�?# + 
^<�\'<@' ?�,"'  

���
������%	� �� ��	����	� ������ � 
��������Q�	� ���% �� '�	�����
�	� ��-
��	��% � �����	��	� �� �
�����
�	� ���-
��������%	 ��������	�, 
��	� � �	���% �� 
������	��
�	�, 	��������	�, �����
	�-
��	� � ������	� �� �����	�� �� �������-
������	� �CQ�	��, �����
����	� �� ���-
C����	� ���$�, ����	����	� � �������� � 

                                                        
13http:// www.samoletnibiletibg.org/ 

	%'��	� ����������. "���	�, ���C���� � 
���	����� ���	���	�� ������% ������	-
��	�, 
�����
���%	�, ���
�	�����	� � �C-
��	��	� ����
�, 
��	� ���
�<�	  ���	�-
��	�% �	�����	� ��	��� � 	��� �C��	. &�-
�����%Q ��
	�� �� �����	��	� �� ���C����% 
	������ � ������	� ��� ��<
�	� �� ���
-
	�. � 	��� ����
� ����� �� � �	C���$�, <� 
���C�������%	� ���� � �� 	����� �� ���-

�
������������ ��C�	�� ��
� � ��	���� 
��Q�C. =�����	� 
��������� ����	 �� 
��Q�	�%	 �����	�� �� C���	� �� �����%	� 
�� ��$�	���	� � <��� 	%'��	� ����	%��-
�� � �C�<����. �%, �<�	���  
��
����	�� 
�����% �� ������� �� ������� � �� ��C�� 
�����	��	���� ��
�����	��	��, ���� �� 
@�+� J�*�<,@#, � 
������	� ����	�
�. ��-
�� ����<���, <� 	��� ����� � �	���%�� 
���'� ��C�	�	� �� ��������. 

����������	� �����% ������	 �� 
�����	��	� ��� �� 	��� �������%	�%, 
��-
	� � ����	���� � ���
��� ��� �������	� �� 
��(���%. ����
	��� � 	����	� �� ���%���, 

��	� �
����	 ���C�����������	� ������ 
����	 �� C���	 ��C�B������ � ����
	���-
��	� � ����������%	� �� ������(���� 
/����, ��������	� � ���
	�<�
�	� ���-
��$���� �� �
'�� ��-�
(
) � �
	���, 

�
	� � �	��� �� ���������� �� 1
'�@	-
�� ��/��/. "�>-��C��	� � C����� ����-
�$��� � ��������� �� 	��%	 �����% ��-
��� �����	�	� ��	��(�� ����, �� �� � ��-
���	��� ���
	����	� ���������� �� ����-
����	� ��������, �� � �����	���	 �����	�-
�	� �� �����%, �����$���� �� �	��(���%, 

�
	� � ��������	� � ������$���	� �� 

��
����	� �������. � 	��� ����
�, �C�-
����	� �� ���������% � �����	���� ���� 
�	��� ����������	� �������	� ��$� �� � 
���C��� 
�	� �����, ����Q �� ���C�����-
��%	� �� ���-'��.14. 

�����
�, <� 	�'�������	� ����	 �� � 
������	 
�	� ������ ���$�Q� ��� �� 
���C�������%	�, ������ � �� ��-���%� ��� 
�� ������, ������  "������
� �� �����-
����	����		�" �� ����<�	� ����	���� 

�� #@!��$'[#�@@#%, # *�$>@#*'[#�@-

                                                        
14 Bardaracco, J.L (1991), The Knowledge link:How Firms 
Compete Through Strategic Alliances, Boston, Harvard 
Business School Press. 
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@# %,`@�<�^##. � 	���	�<�
�	� �����-
���	��, �������������	� 	�'������� � 
���������� � /'$_@' @' %�>"', �� �	 ����� 
	���� �����	� ������	 ��$��	� �	 
����-
�������� ��$�	���.  

� ���C���������	� �
�����
�, �����-
%	� �� ��C�	��	� ��� � 
�B<��� 
��
�-
���	�� ���$��. ��	���
	�	 ������ ���� 
	�'�������, �� 
������������	� ��C�	�� 
��
�, ������%�� �� �������%	�%	� �� � 
���������	 ������ �	 ���� �����
	� � 	�'-
�������. =��C�������%	� � ���������� ��-
�� 
�������� � �
	�� <���(
� �����, 
���	��� ��:  

� 
��	���� ���������� ��C�	�� ���� 
� ������%Q � �	�� �� ��C�	��	� ���; 

� '���
	��� �� ��C�	�	�, �
�B<�	���� 
�����%����	� �� ����, ,,���
	�����” 
��C�	�� ��	� � ����������	� �� 
��	����	; 

� ����(����� �� �����������		� �� 
�	�<�� � ������ ������, �������  ��-
C�	��	� �%	�. 

���� ����<���, <� ^<�\'<#/'[#_%' >J-
�'+<_+' #@�+'[##%, + =�+,c*#%, �,?>�-
?# �� '�	�����
�	� ����	��%, 	�
� <� 
�C�
	�	� �� ����<�	 � ������$�	 ���
	��-
�� ��C�	�� ��� <���: 

� ����%���� � �������� ���������� �� 
������C�����	� �� ��C�	��	� ���; 

� ��	��%���� �� ��
�B<�	���� �����-
�C�����	� ��C�	�� ��� �	 ������ 	�<
� �� 
��C�	�� ����$����	�, ���$� �� ����	�, ����-
��� ���$�, ����	%���� �� ��C�	�� ��	�, 
 ���>�� 
������,  �� '���  ����$����%; 

� ���C'�����		� �� � ��������	 ��-
	����	���� ������� �� ��C�	�, ������� ��-
��Q ��$�� ��$�	���	� � ����� �������� 
�� 	���	�<�
�	� �����; 

� ���C'�����		� �	 C��������� �� 
�����	� �� ��$�	���	� � ���
����%	� �� 
C�����; 

� ���C'�����		� �� � ��C���%	  
�����<����� �� C��% �� �����	��	����	� 
��������� � <���(
�	� �����; 

� ���C'�����		� �	 ����<� <���(
� 
����	������� ����; 

� ���C'�����		� �	 ��������	� �� 
����������	� �� <���(
�	� ����� � ���-
��� �� 
�� ����������%	�. 

	/+�"# 

� ����	����	� � �������� � �����-
$�	���� � �����%	� �� ���C�������%, �� �� 
����	 '�	�����
�	� �C�
	� �� � ����	�-
��	 
�� ������%Q�	� � ������� �����%.  

� }���(
�	� �����, 	%'��	� �C�<�-
��� � �����% � ��$�� ��������
� 
����-
	����%. 

� �������������	� 
���� �� ������-
	��
� �� ���(��	� �����	�� �� ��������-
���	�. 

� �����%����	� �� �������� �� � �-
�����, 	� ���
�� ����<��	� �� �����	��� 
� �C�<�� �������. 

�'*<;=,@#, 

O���������	� ��$�� ���	�%	���� � 

������	���� 
��	�������� '�	��
� ��-
��������� � ������%, � �����	�	 �� ����-
C�$�� 	�������% 
�� 
���������%. =��-
C����	� C���� ���� ���
�� � ������ ���-
�%����	� �� �C�
	�, ���������Q�  ���
-
��	�� �����, �����������, 
��	� ������	 
�� ���������� �� <���(
�	� �����, �� �� 
����Q��	 ��������
�	��	��	�, �������  
��������	� � ���C�����������	� ������. 
"���������	� � '�	�����
�	� ����	��% 
��������� �	 ��	�� �� ���C���� ����, 
�-
	� � �����	�	 �� 	��� � ����(���	 �<�
��-
��%	� �� 
����	�	� � ���
����%	� 
�� 
��������. =��C����	� ���� ���
�� ���� 
�����% – 	.�. �����% ����� 	���, 
��	� � ��-
��	�� � � ������	 
�	� ���C'����� � ��-
���$�	���� �� ���(��	� ���$� �� ��	�	� 
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HUMAN RESSOURCES AS A FACTOR FOR SUCCES IN HOTEL 
INDUSTRY  

Svetla Tagareva, Ph.D. 
Department of economics of tourism, UNWE 

Abstract: Innovation in the Hotel Indus-
try is seen as a major factor for the develop-
ment of organizations in global world of com-
petition. Every hotel, whether independent or 
member of global hotel chain uses the positive 
effects of innovation to improve better organi-
zation work. The rapid development of ICT 
requires changes in the industry and insist on 
organizations to adapt to new working meth-
ods. Investment in innovation is perceived as a 
key issue in the Hotel Industry. The risk asso-
ciated with success or failure of any innova-
tion must be reduced. Human resources 
should be motivated, well trained and quali-
fied. They mediate the relationship between 
the organization and its innovation activities. 

Key words: human resources, innova-
tions, hotel industry, globalization, technol-
ogy. 

Characteristics of innovation in the Hotel 
Industry 

In the context of globalization, innovation 
in hotel industry is seen as one of the key suc-
cess factors for organizations. Services pro-
vided by the hospitality industry suffered sev-
eral modifications due to the highly competi-
tive environment. It is essential to clarify what 
constitutes innovation in the sector, given that 
the industry is lagging behind in this respect 
compared to other high-tech industries. Inno-
vation could be defined in many ways. For 
Drucker, innovation is the specific tool of en-
trepreneurs, the means by which they exploit 
change as an opportunity in a business or ser-
vice. It can be presented as a scientific disci-

pline can be studied and practiced1. The ten-
dency to make four types of innovations, 
namely in the field of management, external 
communications, the scope of services and 
back office appears dependent on three main 
factors: the competence of service providers 
and customers as well as market drivers2. 

According to Godin, innovation enable 
users of the new product or process to be more 
satisfied, companies that deploy them more ef-
fectively, contributing to this existing products 
or production methods to date and advanced3. 
Here we should note that the hotel industry is 
extremely competitive sector, which is charac-
terized by continuous transformation4. It could 
be argued that sustainable development of 
each enterprise is especially dependent on the 
degree of implementation of innovations. 
Their goal is to achieve lower costs and higher 
quality outputs such as improved services, en-
vironmental protection, etc. Not least is the 
problem with the intensive penetration of in-
formation and communication technologies 
and their impact on the sector. The risk is key 
to innovation activity of enterprises in the 
hospitality industry. Significant is the risk of 
falling from the market or technological re-
tardation, loss of position in favor of more 
innovative competitors, and this often leads to 
excessively risky decisions that were unsuc-
cessful. It is therefore necessary to better un-
derstand the factors that drive innovation. 

                                                        
1 ���
��, �., �������� � ����������<�	��, ����	��	�� 
,,����
� � #	��”, #���%, 2002, . 23. 
2 Orfila-Sintes, F., Mattsson, J., Innovation behavior in the 
hotel industry. Omega 37, 2009, pp. 380-394 
3 Godin,B., In the Shadow of Schumpeter: W. Rupert 
Maclaurin and the Study of Technological Innovation.  
4 World Tourism Organization, Tourism highlights 2003. 
Madrid:World Tourism Organization; 2004. 
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Generally we can distinguish the following 
types of innovation: 

� according to their character, innova-
tions affect: product or process, they can be 
organizational or marketing innovations or 
"special" innovations. 

� according to their nature, innovations 
are technological innovation and  non-
technological innovations. 

� according to the type and intensity of 
change, the innovations are radical and sin-
gle5.  

We should note that from a management 
perspective, innovation can be seen in the fol-
lowing categories:6 

� managerial innovation; 
� organizational innovation; 
� social innovation; 
� functional innovation. 
Edvardsson and Gustafsson divided inno-

vations in services into three categories based 
on level of coverage of innovations, namely: 

� innovation related to the level of ser-
vice; 

� management of innovation at company 
level; 

� innovation at the sectoral level7. 
Here we should note that regardless of the 

type of innovation, their implementation and 
subsequent operation largely depends on the 
quality of human resources involved in the 
hospitality sector. Given that individual abili-
ties and skills can be improved and changed 
the way they act, human capital is seen as an 
important source of competitive advantage for 
individuals, organizations and even societies 
that have a huge capacity for innovation. Un-
doubtedly, that however is a new technology's 
potential can be fully used without the neces-
sary investments in improving the skills of 
staff who will operate it. There are many dis-
putes, which should take precedence, invest-
ment in physical assets or investments in hu-

                                                        
5 Decelle, H., A conceptual and dynamic approach to 
innovation in tourism, Institut de Recherches et d’Etudes 
Supérieures du Tourisme (Irest),Paris, France.OECD, 2004, p. 
16. 
6 http://www.nginno.com/ 
7 Edvardsson, B., Gustafsson, A., M.D. Johnson & Sandén, 
B., New Service Development and Innovation in the New 
Economy. Lund: Studentliteratur, 2008. 

man capital. 

Role of human resources for innovation in 
the hotel industry 

It is difficult to innovate at a time when 
they are needed. It can be assumed that inno-
vations are developed spontaneously, as an 
evolutionary process. According to Adler, so-
cieties differ in their propensity to innovate, 
depending on the specific cultural values8. The 
concept of human capital refers to knowledge, 
skills and abilities of persons that can be used 
in activities that stimulate economic growth 
and development9. Each investment in innova-
tion is risky. To reduce its need to focus on the 
human factor. Increasingly, in addition to the 
three main objectives of personnel manage-
ment are compounded by another: training for 
employees. Must take into account the neces-
sary human resources company, their finding, 
retention and development. 

Effective management of human re-
sources has a positive impact on the overall 
development of the company, regardless of the 
sector in which to develop. These are increas-
ing productivity and improving quality of life 
in the company. Training and retraining are 
essential because they offer the skills neces-
sary for present and future. Combined training 
and retraining provide skill and willingness on 
the part of employees that lead to high quality 
products and services, and ultimately make the 
organization competitive and vital. 

The success of the hotel industry depends 
largely on the flexibility offered in the secon-
dary market, especially in seasonal destina-
tions10. Many of these jobs are only available 
during the tourist season and employers can 
hire and limited employment when necessary. 
Qualification of employees means striving to 
improve their work, develop their potential11. 
In this context, human beings have the skills 

                                                        
8 Adler, N.J.,International dimensions of organizational 
behavior. 3rd ed. Cincinnati, OH: Shout-Western College 
Publishing, 1997. 
9 Coleman, J., Social Capital in the Creation of Human 
Capital, American Journal of Sociology, 1988. 
10 ����(���,�.,��������
�	��	��	� ���� ���C����% 	�-
��	�<�
� �����, ����	��	�� „6������� �����”, 2010, 
c. 102. 
11 http://discoverybg.muffty.org/ 



HUMAN RESSOURCES AS A FACTOR FOR SUCCES IN HOTEL INDUSTRY 

 133

and abilities that can be improved and they 
acquire the ability to change their way of ac-
tion12. In the process of accumulation of hu-
man capital in the company always involves 
two parties: the employee and the company. 
Employees can increase their knowledge and 
skills through education and training outside 
the company or through experience gained at 
the same job. 

The experiences and perceptions of tour-
ists is essential that human contact that forms 
the final evaluations of the product. People in 
hospitality organizations are their most valu-
able resource. They also realized other man-
agement of resources. Often, large corpora-
tions prefer to first invest in human capital and 
then take investments related to innovation in 
tangible assets, since there is a need for trained 
personnel to work with new technologies.  

Technological evolution in the hotel in-
dustry, the restructuring of markets requires 
the development of a series of mechanisms for 
innovation and creativity, which applied in the 
organization lead to the achievement of or-
ganization goals through the use of computers 
and sophisticated software. The introduction 
of computerized systems for management, ad-
vertising, distribution and communications 
benefits and gives rise to general changes in 
the hospitality industry. This requires trained, 
qualified personnel to properly use all the fea-
tures that provide distribution channels, mar-
kets and electronic information and reserva-
tion systems. In addition to basic modern hotel 
accommodation services, "night" and "nutri-
tion" are available and many other related ser-
vices needs of the guests during their stay. 
These are called additional hotel services. 
They have great importance for the guests be-
cause they are linked to the full satisfaction of 
his needs. The imposition of additional inno-
vations in service again directly affect staff re-
sponsible for the pleasurable experiences of 
guests. Each investment in innovation con-
cerning the business, personal services, sports 
and activities require entertainment and com-
petent human intervention. That is why every 
                                                        
12 Becker,G.S., Human Capital: A Theoretical and Empirical 
Analysis, with Special Reference to Education. Chicago, 
University of Chicago Press, 1993. 
 

innovation, whether technological or not re-
quires an understanding of staff. Any interac-
tion between human factor and has imple-
mented innovation may be doomed to failure 
if no proper application of innovation. Em-
ployees in the Hospitality Industry providing 
visible and the invisible hand of the services 
(mood, comfort, emotions. They depend on 
winning the tourists as loyal customers. In a 
global industry relationships successful visi-
tor-employee are those where both parties re-
main happy with the service consumed13. 

Here we should note that each organiza-
tion has its hospitality specific needs for staff 
training. For small family hotels and guest-
houses that are often managed by the owners 
of the site do not preclude the need for train-
ing, but it is subject only to the desire of the 
developer. For its part, the city and business 
hotels targeting conference tourism facilities, 
spa and spa hotels have undoubtedly need ad-
ditional training. They count on greater spe-
cialization of staff and logically concluded 
that should be familiar with the latest methods 
and technologies in the industry. This is nec-
essary not only to use all the positives of inno-
vation in these objects, but also to encourage 
employees through the acquisition of addi-
tional and useful for their skills. The most sig-
nificant investment in human resources in the 
sector occur in business and city hotels, as 
well as objects in the field of congress tour-
ism. This is determined by both the non-
seasonal character and the nature of the tour-
ism product offerings. A complete system for 
managing human resources, applied in the 
hospitality industry allows for more efficient 
management investment in innovation, per-
formance of work by staff and not least in 
helping to increase product quality. 

Human resource management in a global 
environment 

Competition in global markets and the 
dominance of the hotel industry in the devel-
opment of economies predetermine attention 
being paid to the conditions, trends, perspec-
tives and processes of development of infor-

                                                        
13 http:// www.samoletnibiletibg.org/ 
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mation society, the penetration of the global 
network investment in innovation and man-
agement. The new global and virtual parame-
ters change, communication, marketing and 
feedback that go well beyond decades old 
methods in this area. The determining factor 
for the development of global tourism knowl-
edge in all its aspects. In this connection it 
should be noted that globalization leads to a 
demand for skilled labor worldwide. Large 
corporations can achieve development based 
on the skills of employees through their em-
powerment and training. This, combined with 
competitive conditions for recruitment and 
good government legislation leads to a new 
generation of personnel policy. This means 
that this process affects the work of staff. 

Changing conditions contribute to the de-
velopment of only those organizations who are 
adaptable and flexible in making decisions. Na-
ture and extent of influence which globalization 
processes can be observed in the design and or-
ganization of physical environment, the crea-
tion and practical application of new technolo-
gies in the sector, and a system for managing 
human resources. The best business managers 
are forced to seek knowledge beyond the famil-
iar domestic environment to ensure effective 
we use the implemented innovations to ensure 
the development of skills, build relationships 
and create and maintain positions of competi-
tors. In this regard, the collection of informa-
tion and innovative ideas across national 
boundaries can be understood as a process lead-
ing to the globalization of know-how14.  

Although technology may be adopted as 
the main driving force of globalization, there is 
a growing dispute over the issue of "productiv-
ity paradox" of most investment in informa-
tion and communication technologies. In the 
tourist production, information technologies are 
used in exchange for labor, but the other ser-
vices require the need for skilled employees. 

In a globalized economy, the skills of the 
workforce are a key competitive weapon. In-
tellect creates new technologies, but skilled 
labor, allows businesses to take advantage of 
                                                        
14 Bardaracco, J.L (1991), The Knowledge link:How Firms 
Compete Through Strategic Alliances, Boston, Harvard 
Business School Press 
 

real new products and technologies. Global-
ization has generated new concepts in human 
resources sector, due to: 

� culturally diverse work environment 
and the changing composition of the work-
force; 

� the nature of work, including the intro-
duction of new 'e' jobs and the use of the 
Internet; 

� raise awareness of ethical and legal is-
sues related to the workplace. 

� This means that globalization drive in-
novation in human resources hotel industry, so 
the objects to obtain and maintain an effective 
workforce through: 

� assessment and proper management of 
workforce diversity; 

� placement of highly diverse workforce 
in terms of working arrangements, childcare, 
dependent care, job sharing, dual careers, peo-
ple with disabilities; 

� the need to offer alternative work 
schedules, mutual support among employees 
and other tourist service programs; 

� the need to balance the rights of em-
ployees and business requirements; 

� the need to comply with an increasing 
number of government regulations on human 
resources; 

� the need for more human resource in-
vestment; 

� the need to link human resource man-
agement and its contribution to the organiza-
tion. 

Conclusions 

� Investments in innovation are required 
in conditions of globalization, so that hospital-
ity sites to adapt to changing market condi-
tions. 

� Human resources, training and knowl-
edge are important managerial competence. 

� Qualify staff prerequisite for successful 
development of organizations. 

� Implementation of innovation is not an 
end in itself, it requires a trained staff. 

The division between self and corporate 
hotel organizations controlled changes as a re-
sult of an inevitable trend towards consolida-
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tion. The global business environment requires 
and imposes the survival of sites have ade-
quate resources, organizations that rely on 
human resources management to meet the 
challenges of innovation and globalization 
processes. Race in the hotel industry moves 
from local to global level, resulting in in-
creased customer expectations and require-
ments to staff. The global environment re-
quires new knowledge – ie knowledge beyond 
what is known and accepted as necessary and 
required for the successful care of hotel guests 
subjects. 
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��Q�	�, ���
�	 � ����� ��-������<�� � ��-
�%�
� �
�B<�� ������
�	���� ��>��	�. 
�����
� 	���, �%
�� �	 C��������	� �<�	-
��	 ��-�
	���� � ������
�	����% $���	 � 

��
��	��	� ��	������. �� 	��� ��<��, 
	�����	 �� ��	����� � 
������	����	� ��-
	������	�� � ��%
� ������� � ��C��-
��	� �����. O%�
�, ��� 
�������	��	� ���-
����%, � ������$��	 ������
�	���� ��>��-
	�.  

� �Q�	� �����, C���� ��	���Q�	�, 
��������	 ���������� �����	��
	��� ��� 
�����	� �� 
������� ���	���� � ����$-
C��� ��������%, 
��	� � ����
	����� ��-

�B<�	���� �� C���� ����. �� �� � ��-
������	 �	 '���	�, ������	���%��Q� ��-
C����	� � ����� <��� 	������. &	 ������ 
	�<
� �� 	�����	�, ����	 �� C���	 ����-
	��������� �%
��
� �C��	� �� �����
-
������ �� C���� ��	�����%	� � 	���	�-
<�
�	� ��	�����% �� ������	���%���� �� 
��C����	� �����: 

� #��� 
�	� ���(� ��C�	��%	 ���, 
C���� 	���	�	 � ������Q� � �C�
����� 
	���	, 	���Q ������<����. "�����	� 	�-
��� �� �<�	�� � ������
�	���� ��>��	� 
���� ��C����	� ����� ����� �	 �	����-
���� ���������� � �	 ��<��	�� '���
	�-
��	�
�. � ����<�	� ��<��, � ����	� ��-
	������, C���� 	���	�	� � 	���%	 �� 
���(��%	 ��% ���	 <��� �<�	�� � ��	-
��	� ��>��	� �� �	��', ���������� �� ��-
��<��	� �����$��	� �� ������$���� �� 
��C���$�	����	�, 
�
	� � �� �<�	��	 � 
��	�� �C�	�% � �� � ���������	  
��-
	���	� � '���	�. 

� )���� <�	�, � 
����������	� � 
�
�B<��� ������
�	���� ��>��	�, 
�	� 
<�	 �	 ��������	� �� 
��
��	�� �C�	��. 
���%
��� � ���������� 	����� ����� ��� 
��� ������	� �������� �� ������	�	�, 
��C��� � 
����������, � 
��	� ��� ���%� 
C��> �<�	����.  

� � ����� �	 ��<��	�, ���>	��	� �� 
��	���Q�	� C�������� �� ������$���	 
�� ����� �� ������������ C���� �����-
��%	�%. ��� 	��� ����$����, ������$�	�-
��	� ����Q���	 �%��	� � ����� �� ����-
��
�	���� ��>��	�, � C��������	� � 
��������%��	 
�� 	%' �������, Q�� 
���
�B<�	 ��C�	�.  

� ��	���Q�	� C��������, <�	� 
����$���	 ��% ���	�> � ��	�����%	�, 
����� ��� ��� 
���������%	�. 

� #	�����	 �� ��	�����, <�	� � ���-
�����$����� �� ��C�� ���(���	� ��C�	�. 
����� ��	�����%	� �
�B<��	 �����$�-
	���� �%
�
�� ����� �� �	��', 
�	� <�	 
�	 �%��	��% ���	�>. ���� � ���� 	�����-
��% � �����	, 
�>	� � �����	� ���<�	��-
�� � �����C�	�� � ��	��C%�� �	 C������-
��	�, 
��	� ��	���	.  

� ����� ��	���Q�	� �Q� 	�
� � 

����� �� ���	%	 �	���� ��	�����%	�, � 

�%	� � C��� �� ��C�	�, ��  ��� ������	-
���%���� �� ��C����	� �����. #����� ��-
�� ����<���� �� ���, 40% �	 C���� 	�-
��	�	� � 
����� �� ���	%	 �Q�	� ��-
	�����% �� ����� �� �	��
�	� �, � 
�%	� 
� C��� �� C���� ����. �� 	��� ��<��, 
C��������	� � ��$�	���	� ������	��-
�%��	 �����% �� ��	�����%	� � ����	 �� 
�����%%	 ����$�	���� ��� ����	���� �� 
��>��% ����$.  

� ��������% �� C���� 	������ � ��-
	�����%	� ���� ��C����	� ����� 

������	, 
�
 C���� ��	���Q�	� 
�
�B<��	 ��>��	� �� ������	���%���� �� 
��C����	� ����� � ���	� C���� ��	���-
��%, � ��C��� ��	����� �� ���<�����. O�-
���� ���������% � ��������� � 	��� ��-
	�������������� �C��	,  ��� �� � ����-
	�������	 ����
�	� � �������������	�-
	� ��$�� ��C����	� ����� � C���� 	����-
��. )�$� �� � ������� ������, <� ������	-
������%	 ��$�	�� ��C�	� ��-�����
	����. 
&	 ���%�� ���<���� � �
���� C���� ��	�-
��Q�	� �� ���	 ��C�� �������� �����
, 

�>	� ���� ����� �� ��C�	� �� ������$�� 
����<�� �� ����� �� ���	� 	%' � �� ��>-
��	� �� ����
���% � �	����. "��C'����� 
� �� � ����	�������	 ��� ����� C���� 	�-
��	�. ^� ����	� �	 	%', ��
	���	�, ���%-
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�Q� ���'� C����� � ��-��$��. ^� �����	� 
�����, �����	� �� �	��' � ������<���� ��-
��� ��-���<��� ���% �� �%��	��	� ������-
%	�� � ���<�	����� �	 ��	�����	�. "���<-
��	� ��C���� ����� � ��������� 
�	� 
�����$��	 �� ��<��
�. +	� ��Q�, �� �	���-
	� ����� ��	���Q�, ��
���������	� ��>-
��	� � 
�B<�� ������	�	, 	�> 
�	� ����	 
�� � ��Q�	  �����<�� 
��	��� � '���, 

�
	� � �� ���	%	 ��C���$�	����	�, � 
���
�	� �� ��	�����%	�.  

�������	� ���������% �� C���� 
	���	�	� ��
����	, <� ������	� ��	��� 
�� ��	����� ������	 ����< �	��� 
������-
	����	� ����. �� �
�	 �� � �����%	 �� 
��<
� �����$��	�, 
��	� �� �������� 
��	�����%	�. � �����	�	 �� 	��� ��%���� 
� 	�����, ����	��%	� �� ��C����	� 
����� 	�%C�� �� ������$� ���
��	�� ���-
��. � �Q�	� ����� "�> 	�����, <� ����-
<�	� '��� � ��������� �� ���C����	� �	 
�����$��	� �� ������	���%���� �� ��-
C����	� �����, �� �� �Q� �� ���������	  
��	�	�<�� ����� � ����, �� �� �� ��	��-
C%��	. �������	� ������<���� � �	 ��C�-
�� ���<���� �� ��������
�% �������, 

�>	� <�	� 	���� �	 ����	� �� C���� 
��$�� ��C�	�	� � ��<��% $���	. 

O����� ��	���  �����$��	 ��������� 
�� ��������
�% ������ �� ��	���Q�	� 
����� ����	� �� ���	�	, ��� � ����� '�-
��
	���	�
�. �� �������%	 ��� ����� 
��$�	��� – ��(� 
���� � �C��$��Q 
�������, 
��	� ��	���	 �� ���������� 
��	�����%,  C���� ���. ��� ����<��	� 
�� 	���� ������� ������<���%, �������-
	����%	 ������� ������<�	� �� �	��� 
��-����� � ������ ��	�����% � �� �����-
(�� ����<� ��>��	� �� ������	���%���� 
�� ��C����	� �����. ��(�	� �����$��� 
�C�
������ ����	 �� ��Q� � 
�������-
���, �	���	 
��	
� � ��-�%�
� �<�	��	 � 
������
�	���� ��>��	� �� ������	���%��-
�� �� ��C����	� �����, ���� �
� �� � 
���������� � ����-�����
�. ��-
���, 
��$� �� C��� ����������, <� ��(�%	 ��-

������ ������� ��	��C%�� ����<� ����-
��
�	���� ��>��	� �� ����� �� ���% ��-
C�	�� �����. ^� �����
� �	 	���, �������-
	����%	 ������� 
������� ����<� ����-
��
�	���� ��>��	� ���� ����<��	� � 

��C���� �����. ^� ��(�	� �����$���, 
��������<����	� ��$�� ��C�	� � ��C���� 
����� <�	� � ��%��, 	�> 
�	� ����� ����-
��
�	���� ��>��	� � ���
	�
���	 � ��-
C�	�� �	����%.  

"����� � ���$�	�� ����
� ��$�� 
C���� 	������ � ��	�����	� ���� ��C��-
��	� �����. ��
	� ��$� �� C��� ���%�� �� 
���. 1., C���� 	������	 �������� �Q�	� 
������ �� �����	��%�� �� �����, 
�
	� � 
��C����	� �����, �����
� <� C���� 	�-
��	�	 <�	� ���
�� �������	���� ���-
��, 
��	� �C�
������%	 	���	, ������	-
���%��Q ��C����	� � �����, �� 	���. 
����� 	���	�	� <�	� ��	��C%��	 �Q�	� 
�����, 
��	� � �C�
������	� 	���	� 
��� ���
	�
����� �� �����<�� ��
���	��-
�� ��>��	�. ����	�	� ���� ��C����	� 
� ����� ���Q���	 ����> � �������� ��-
C�	�� �����, ��
�	� ������	�	� ����%	�� 
Q� ���	%	 ����% �� <�	�� �����,  '���� 
� ����	
�. ����
�	� ��������% �� C���� 
��	�����%	� � 	������ �C'��Q� �����<�� 
	�'�� �����, 
��	� � ����	����� �� 
�����Q�	� ������.  

O�C ��>����� � ���	�� �� �������� 
	���	�<�
�% C����, 
�
	� �����: „���-
�� 	������	 � �	��% �� '���	�, 
��	� 
��	���	 �� ����, �������  	%'��	� ��C�-
	�. ��> � %�%�� ���� �	 ��>-	���	� ���-
�� �� 	������, �����	� �	 ������ �������, 

���	� '���	� � ��	�����, �� �� 	������	”. 
�������	� „C���� ��	�����” � „C���� 
	������” <�	� � ��������	 
�	� �������-
�����%���. ����� 	������	 � ��-
(���
�%	 	�����, 
�>	� �C'��Q� ��<
� 
���
	� �	 ���	� �� 	���	�	�. &��� 	���, 
��������>
� 	�����	��	� ��	�����	���% 
�� 	������ „	������” ��� „	���	”, 	��� 
	����� �����$�� � �����	�<��� ���'� 
����� C��������, 
��	� � �	��
� 	�-
��	� ���  ����� ����, 	���, 
��	� �	�-
��	 ����< �	 ���� �� ����<� �	 ���� ��Q. 
&	 ��% 	����, C���� ��	�����	� �
���-
	��� ���'� �����	����	� �� 	���	�	� �	 
�%	� 6 �� �%	� �. #�Q� 	�
� �����$��, 
<� 	�%C�� �� C���	 �
�B<��� � 	���, 
��	� 
��	���	 �� C���� ����, � ���
�	� �� ���� 
���. �� �� � „	���	�” � 
�������������% 
���� �� ����	�. �����
� 	���, ��� ��-
�%�� �����
������ ��$�� 	��� 	������.  
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Business travel 
and 

Leisure travel

Daily travel to 
work Local, regional or 

national 
conferences

Main international 
conferences and 

conventions

Training Courses

Exhibitions 
and fairsMigration for a 

short period of
temporary 

employment

Students and 
teachers 
exchange

Delivery of 
consumer goods

Charity at home 
or abroad

Government 
domestically 

travels or abroad

Individual or 
general

business travel

�#^. 1. 
�#J�<�^#_ @' \#/@,? %>�#/$' # J&%>+'@#_%' /' �J�</�%+��_+'@, @' ?+�\�"@�%� +�,$, 

���
1�	: Swarbrooke, J., Horner, S., Business Travel and Tourism, Butterworth, 2001, p. 4.  

�?@�+@# ",%,�$#@'@%# @' \#/@,? 
J&%>+'@#_%' # J&%>+'@#_%' J�,/ 
?+�\�"@�%� +�,$, 

������	� �� C���� ��	�����% � 	�-
��	�<�
� ��	�����% �� ������	���%���� 
�� ��C����	� �����, ��� �����<�� ������-
��%. "����� � �%
��
� ������
�, 
��	� 
�����$��	 	�����	� �� 	���	�<�
� ��>-
��	� � C���� ��	�����%. �����	� �	 	%' � 
<�	�	�	� �� ��	�����. "�C�B����	 � �-
Q�	���� �����<�% ��$�� <�	�	�	� �� ��-
	����� �� ��������	� �� ������	���%���� �� 
��C����	� �� ����� � <�	�	�	� �� C���� 
��	�����%	�. O����<�%	� ��$�� ���	� ���� 
��	�����% ����	 �� C���	 �	
��	� � � ��C�-
�� �� 
��
��	�� ��	�����%. O%�
� ��	�	�, 
�� 
��	� ��	���	 C��������	� �� �����(-
���� �� ������ ��>��	 � �Q�	�, � 
��	� 
'���	� ������<�	�	 �� ��<���	.  

#	����	� �� 	����� �� ���	� 	��� ��-
	�����% ������ ��%�� �����<��	� ���� 
��	��%����. ���������	� ����� <�	� 
��<���	 � ��-���
 
�� '�	��� � ��	���	  

��-���
� 
��� �����	�. #������		� � 
	�����	� �Q� � ��
	��, 
�>	� �������% 
�����<�% ��$�� ���	� ���� ��	�����%. ��-
��<�	� '��� ������	���%��	 ����(��% � 
�	��
 (��>-<�	� 	� ���$�	 �� �� ������-
��	 ���� ��	��% ��� �����% ����) � 	����� 
��-������ ��	���	  ��� ��
�����%. ���-
�� 	���	�	� ��	���	 ��������(��, � ���-

�	� �� ��C�	��	� ��>��	. ����	� �� ��	�-
����	� �Q� ���<�	���� � �����<���	. 
����� ��	���Q�	� �����(��	 ��	�����,  
��� ����������� �� ��$�C�� �����$���%, 
� �C�
������%	 	���	 ��	���, �� �� ����-
��	���� ���	� ��C���� �����.  

������$�	����		� �� ��	�����	�, 
�Q� � ��
	��, 
�>	� �	��<��� ���	� ���� 
��	�����%. ��� C���� ��	�����%, ������-
$�	����		� � �CQ�% ��<�> � ��-
��	
�, 
�����
� � ��
��� ��%����	� � 	�������% 
�� 
��	
� ��
��� ��	�����% �� ������	��-
�%���� �� ��C����	� �����. �� � ��%�%��	 
� �����	�	 �	 ��������%	� � 	��
	���	� �� 
	�����	� �� ��>��	� �� ������	���%���� 
�� ��C����	� �����. 
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���, '���	� �� $���%	 �� ��	���	 ���-
��$ ����(��, �� ������$�	���� ������ �	 
�����. �� ������<�	�	 �� ��<���	 <�	�, �� 
��-
��	�
 ������, �� �� ��$� ��������(�� 
� ���������� �� � �����	 �� ����<��	� � 
��C���� �����. O��'���	� �� ����� �� ��-
	����� � �������%	 ��
	��, 
�>	� �	��<��� 
C���� ��	�����	� �	 	������. }�	� ���'�-
��	� �� C���� ��	�����% ���<�	���� ���-

��(���	 	���, 
��	� '��<� ��������	 �� 
��%	� ��<��
�. �����, ��Q�	� 
��
��	�� 
����� ��$� �� C��� ��-���	�$����C�� �	 
�C�
������	� '���. �	���, ��Q�	� �����-
��	� ��	�����%, ����������	 �������	���� 
���'��� (���� 	��� �� ��	��%����), �
�B<-
��Q� �������	� �� 
�������	�� ����, ����-
��������	� �� C���� �C��� � ������� ��-
<��� (�$. ���. 2).  

Business tourism

Tourist activities for utilization of leisure time:

� accommodation
�bars, cafes, restaurants
� transportation
� visiting attractions
� tourist information offices
� currency exchange

Tourist activities for utilization of leisure time and:

� conferences and exhibitions
� audio-visual equipment and other information and communication technology
� secretarial services

 

�#^. 2. ��,"<'^'@,%� + \#/@,? %>�#/$' # %>�#/$&% 

*'%� !��$' /' �J�</�%+��_+'@, @' ?+�\�"@�%� +�,$, 

���
1�	: Swarbrooke, J., Horner, S., Business Travel and Tourism, Butterworth, 2001 p. 10. 

����� 	���	�	� <�	� ���Q�	 ����<� 
�� ����������	� �� '�	�� �� ��	�Q�	�, ��-
Q�	� 	� � ��$��%	 �	 ��>-��C��	� 
�<�	-
�� �� �����	�, �
�B<�	���� � �	 �����-
��������. �����
� 	���, �� �	��(���� �� 
	�����	�, �Q�	����	 <�	��� ��<���, 
��%�� 
��	� ��	�	 �� C���� 	������ � 
	������	 �� ������	���%���� �� ��C����-
	� ����� � �����
����	, � ������: 

� ����� 	���	�	 	��� �C�
����� 	�-
��	, 
���	� ��C�	��%	 ��� �� ���� ���
-
�B<��. 

� �����������	� <�	� �
�B<��	 
��������  ������
�	���� ��>��	�, ��$�� 

�������	��	� ��� �� ������	�	�. 

� #	���������	� ��	����� �
�B<�� 

���������� �� ��	����� ���� ��C����	� 
����� �� ��C�� ���(���	� ��C�	�. 

� )���� C���� 	���	� � ������$�-
�� �	 	�'��	� ���	�Y��� �/��� ����. ���� 
������$���Q�	� �� ���� ���	 ��<
� ��-
������% � ���� �� �	��' �� ����� �� ���-
���$�	����		� �� ��	�����	�. 

	/+�"# 

� ����� ��	�����%	� ���� �������	 
��	�����%	� ���� ��C����	� �����, 	�> 

�	� � ���	� ��>��	� ���<�	�	 �� ���� � 
�Q� �����	��
	��� � ����$���%. 

� �������	� ���������% �� C���� 
	���	�	� ��
����	, <� ������	� ��	��� �� 
��	����� ������	 ����< �	��� 
������	��-
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��	� ����. 
� ��� ���	� ���� ��	����� � ��C�B-

����	 �Q�	���� �����<�% � <�	�	�	� �� 
��	�����, � ��C��� �� 
��
��	�� ��	���-
��%, �����<��	� 	����� ��	��%����, �-
�����		� � 	�����	�, ����	� �� ��	�����-
	�, ������$�	����		� �� ��	�����	� � 
���'���	� �� ����� �� ��	�����.  

�'*<;=,@#, 

�����%	 ��	�$ � ���
�	� ���	�C��-
��	 �� C���� ��	�����%	�, 	�������	 
�����	��	� �� ��C����	� ����� � �� ��-
	������	�. &����� ��� � �� � ������
�	 
��-���%� C��> ���	�	���. ���������	� �� 
������	� '���
	���	�
� �� 	��� ��� ��-
��	��%, ������ �� �������% > ��	�$ � 
��-���%��	� 	����� �	 	���� �� ��	��C�-
	���	�. ��� �������, ���<��	� ��	���	��� 
����	������� �Q�	����Q�	� ����
� 
��$�� C���� 	������ � 	������, 
�	� �-
����� ��>��	 �� ������	���%���� �� ��-
C����	� �����.  
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Abstract: The main objective of the re-
search report is to discuss and analyze the 
similarities and differences between business 
tourism and tourism as a form of leisure time. 
Special emphasis is placed on business travels 
which have distinctive features and character-
istics that distinguish them from traditional ac-
tivities for utilization of leisure time. Attention 
is focused on the concept of business travel and 
leisure travel, which can be studied through the 
model “Go there – Stay there – Live there”. 
The role of the main factors determining the 
demand for business travel and leisure travel is 
highlighted. They help define some of the essen-
tial characteristics for both trip. 

Key words: business travel, leisure time, 
reasons for travel, area of overlap, similarities 
and differences in supply and demand.  

Business trips have distinctive features 
and characteristics that differentiate them from 
classical activities for utilization of leisure 
time. However, they are closely related to 
utilization of leisure time through tourism. It is 
important to mention that although business 
travel and use of leisure time through tourism 
have different character, you can find many 
similarities between them, both the demand 
side and in terms of supply. 

Business travels highly complement the 
leisure travels, since both activities rely on the 
same infrastructure and facilities. Investments 
in business trips infrastructure, including trans-
port and accommodation for business travellers, 
are very useful for individuals utilizing the 
spare time through tourism. This is because 
they all use the same hotels and restaurants and 

to some extent participate in recreational and 
leisure activities during their leisure time1.  

Model “Go there – Stay there – Live there” 

The concept of business trips and leisure 
can be studied on the base of the model “Go 
there – Stay there – Live there”2. Means of 
transport for business trips and leisure travels 
complement each other. Therefore, the phase 
“Go there” shows some similarities between 
the two categories. During the phase “Stay 
there” is required to meet the basic needs of 
travellers. Using the same tools for accommo-
dation and dining facilities also tend to be 
mixed. For example, tourists who utilize their 
free time with short breaks to major cities may 
remain in the same centrally located hotels as 
well as businessmen who go to a conference in 
the same accommodation. 

The most significant differences are iden-
tified in phase “Live there” which includes all 
activities for tourists in the destination. For in-
dividuals utilizing their leisure time through 
tourism this stage covers a wide range of ac-
tivities in the destination i.e. tours and visits to 
museums, shopping and outdoor recreation. 
For business travellers, the list is very limited 
and rarely includes recreational activities. Ho-
wever, some businessmen participate more ac-
tively in the entertainment life in specific des-
tinations. Thus, incentive for travel and corpo-
rate hospitality are directly associated with 

                                                        
1 ����(���, �., ��������
�	��	��	� ���� ���C����% 	�-
��	�<�
� �����, ����	��	�� „6������� �����”, #., 
2010, . 206. 
2 Croce, V., Maggi, R., Lugano Tourism Indicator-A 
Competitiveness Indicator for City Tourism Destinations in 
Europe, UNWTO, Coimbra, 2005, pp. 57-61. 
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leisure. Rarely there are provided recreational 
activities after conference sessions. 

At the same time, business travellers use 
a certain infrastructure as convention centres 
and exhibition facilities that are designed ex-
clusively for business purposes. They are not 
used by people utilizing their leisure time 
through tourism. In terms of demand, it can be 
identified several areas of overlap between 
business travel and tourism trips for leisure3: 

� Once over the working day, the tourist 
business becomes an ordinary person seeking 
entertainment. His participation level in rec-
reational activities in leisure time depends on 
situational variables and personal characteris-
tics. In most cases, in new destinations, busi-
ness travellers are looking to expand their ex-
perience by participating in local recreational 
activities, using of available opportunities for 
sightseeing and participating in local events 
and meeting the culture and people. 

� Often in conferences, recreational ac-
tivities are included as part of a specific event. 
Sometimes tours are provided before or after 
business program for delegates, especially in 
conferences with large number of participants. 

� In many cases, the families of business 
travellers accompany them during the organized 
business events. Therefore, companions devote 
all their time on leisure activities and business-
men join them as soon as complete work. 

� Business travellers, often extend their stay 
in the destination before or after the conference. 

� Incentive for travel often is remuneration 
for job well done. Business trips include obliga-
tory some form of recreation as part of the entire 
stay. This is a new trend and segment, which 
currently is substantially developed and con-
sumed by business people who travel.  

� Business travellers also tend to revisit 
the destination in which they were at work, but 
with leisure objective. According to a study of 
BTB4, 40% of business tourists tend to visit 
the same destination during their holiday, 
which have been visited in business matters. 
Thus, businessmen and personal distribute 

                                                        
3 Swarbrook, J., Horner, S., Business Travel and Tourism, 
Oxford, Butterworth, 2001, p. 352. 
4 Business Tourism Briefing, Business Tourism Partnership, 
Great Britain, 2007, p. 35. 

destination opinion and can affect positively 
or negatively on its image. 

Typology of business tourism and leisure 
travel 

The question how business travellers in-
clude actions for leisure time in their business 
travel is particularly interesting to study. Sev-
eral studies have been conducted in this inter-
disciplinary field to identify the relationships 
and interdependencies between leisure and 
business tourism5. It can be concluded that the 
satisfied employee works more productively. 
Therefore for business travellers it is impor-
tant to hold well-ordered schedule which pro-
vide time for work also availability of time for 
themselves and activities for relaxation and 
recreation. It is necessary to identify two 
groups of business travellers. For one of them, 
factors affecting business are more important. 
For the other group, the time for recreation 
plays a significant role in the overall percep-
tion and impression of the journey. The avail-
able time is perceived as an opportunity to re-
laxation. Therefore, for the second group of 
travellers, recreational activities are a key pri-
ority, as meeting different cultures and people, 
and visiting attractions within the destination. 

Recent surveys of business travellers show 
that the main reasons for the trip go far beyond 
the corporate goals. They want to enjoy all the 
opportunities offered them by destination. As a 
result, appeared to demand leisure industry has 
to offer adequate services. Meanwhile, Noah 
says that most people are aware of the abun-
dance of opportunities for utilization of leisure 
time but still do not have enough time and 
money to consume them6. The time limit is es-
sential for managerial personnel, who often suf-
fer from lack of balance between work and 
private life.  

Several authors7 carry out a survey of the 

                                                        
5 Beaverstock, J. V., International business travel in the global 
economy, 2010, p. 242. 
6 Noe, F., Autonomous Spheres of leisure activity for the 
industrial executive and blue collarite, Journal of Leisure 
Research, Vol.41, 2009, pp. 395-424. 
7 Severt, D., Wang, Y., Chen, P., Breiter, D., Examining the 
motivation, perceived performance, and behavioral intentions 
of conference attendees: Evidence from a regional conference, 
Tourism Management, 2007, p. 403. 
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demographic profile of travellers, according to 
employment rates, gender and other charac-
teristics. They define two groups of employ-
ees – senior executives and support staff trav-
elling to a destination with a business pur-
pose. Without a strict time constraints, the 
executive staff prefers to remain longer in a 
destination and make more recovery opera-
tions during free time. Top executives usually 
come to meetings and conferences remain 
short and rarely participate in recreational 
activities for leisure, unless it is not provided 
in the schedule. Rather, it may be determined 
that the senior management staff consumes 
more leisure activities during the work proc-
ess itself. In contrast, the executive staff con-
sumes more leisure activities available in 
their free time. For senior managers the dis-
tinction between work and leisure is often 

unclear, as many recreational activities are 
practiced in a work situation.  

There are many connections between 
business tourism and leisure travel. As can be 
seen in Fig. 1., Business tourism uses the 
same circuit for providing services and lei-
sure although business tourist will often re-
quire additional services that ordinary tourists 
utilizing his leisure time does not looking for. 
Business travellers often consume the same 
resources as ordinary tourists in practicing 
different recreational activities. Tourists in 
their free time visit the museum during the 
normal hours, while delegates will probably 
visit the museum to a private reception with 
food and drinks. The broad definition of 
business travel and tourism includes their 
various forms, which are presented in the fol-
lowing figure.  

Business travel 
and 

Leisure travel

Daily travel to 
work Local, regional or 

national 
conferences

Main international 
conferences and 

conventions

Training Courses

Exhibitions 
and fairsMigration for a 

short period of
temporary 

employment

Students and 
teachers 
exchange

Delivery of 
consumer goods

Charity at home 
or abroad

Government 
domestically 

travels or abroad

Individual or 
general

business travel

 

Fig. 1. Typology of business tourism and leisure travels 

Source: Swarbrooke, J., Horner, S., Business Travel and Tourism, Butterworh, 2001, p. 4.  

Rob Davidson is trying to define busi-
ness of tourism as follows: “Business tourism 
refers to people who travel for purposes re-
lated to their work. It appears one of the old-

est forms of tourism, known since ancient 
times, when people travelled to trade”. The 
terms “business trip” and “business tour-
ism” is often used interchangeably. Business 
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tourism is a broad term that covers all aspects 
of the experience of tourists. Furthermore, us-
ing the standard interpretation of the term 
“tourism” or “tourist”, this term seems to be 
focusing on those business people who are 
genuine tourists or in other words, those who 
remain away from home for more than one 
night. Business travel, in turn, focuses on 
moving tourists from place A to place B. It 
also seems that should be included and those 
who travel for business purposes within a 
day. Therefore, they are not “tourists” in the 
conventional sense. However, there is a large 
overlap between these terms.  

Main determinants of business trips and 
leisure 

Demand for business travel and travel 
for utilization of leisure time, has different 
dimensions. There are several characteristics 
that make up the demand for tourist activities 
and business trips. The first is the frequency 
of travel. There are significant differences be-
tween the frequency of travel of individuals 
for utilizing leisure time and frequency of 
business travel. Differences between the two 
types of trips can be found in choosing a 
particular destination. Rarely places that 
businessmen travel to carrying out business 
activities are those in which people prefer to 
rest1.  

The level of demand for both types of 
trips varies among different types of accom-
modation. Businessmen often rest in higher-
class hotels and travel by higher class air-
planes. Seasonality in demand is also a factor 
that determines the differences between the 
two trips. Most people utilize their annual 
leave (most often they keep using it during 
the summer or winter) and then the harder 
they travel to recreation. Business tourists 
travel yearly, as it happens in the work activ-
ity. The objectives of the trip also vary con-
siderably. Business travellers make the jour-
ney to realize the duties and ordinary tourists 
travel to utilize their leisure time.  

Journey’s duration is also a factor that 
                                                        
1 ��
������, )., ��������� � ��������
�	��	�� ���� 
��C����	� ����� � 	������, ����	��	�� „6������� 
�����”, #., 2012, . 58. 

distinguishes the two types of trips. For busi-
ness travel, the duration is generally shorter, 
although recently emerged trend for short 
weekend trips for utilization of leisure time. 
They appear as a result of changes in de-
mand patterns of leisure activities.  

Today, people do not want to travel once 
a year for an extended period of time. They 
prefer to rest frequently in a short period to 
allow year-round and fully enjoy their avail-
able free time. The cost of travel time is the 
last factor that distinguishes business trip 
from tourism. Often the costs of business 
travel are considerably higher than those that 
individual spends during their vacation. First, 
because a particular company can be more 
solvent than ordinary people. Second, be-
cause business trips suggests additional costs 
(except those for accommodation), including 
the hiring of conference halls, organizing 
business lunches and corporate dinners (see 
Fig. 2).  

Business travellers often pay more for 
use of the hotel at the airport because they 
need the best quality of services, including 
specialized ones. However, on the demand 
side, there are four ways to which the world 
of business tourism and tourism for utiliza-
tion of leisure time overlap, namely: 

� Business tourist becomes an ordinary 
tourist when the working day it ends. 

� Conferences often include a program 
of recreational activities between ses-
sions of conference delegates. 

� Stimulated travel includes offering lei-
sure travel for a job well done. 

� Many business travellers are accompa-
nied by their partners and/or children. 
These persons accompanying them 
have all the intentions and objectives 
for recreation during the journey. 

Implications 

� Business travels complement highly 
leisure travels, as both activities rely on 
the same infrastructure and equipment. 

� Recent surveys of business travellers 
show that the main reasons for the trip 
go far beyond the corporate goals. 
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Business tourism

Tourist activities for utilization of leisure time:

� accommodation
�bars, cafes, restaurants
� transportation
� visiting attractions
� tourist information offices
� currency exchange

Tourist activities for utilization of leisure time and:

� conferences and exhibitions
� audio-visual equipment and other information and communication technology
� secretarial services

 

Fig. 2. Business tourism supply as a form of utilization of leisure time 

Source: Swarbrooke, J., Horner, S., Business Travel and Tourism, Butterworth, 2001 p. 10.  

� For both type of travel there are signifi-
cant differences in the incidence of travel 
in choosing a particular destination, dif-
ferent types of accommodation, seasonal-
ity in demand, purpose of trip, duration 
of travel and expenses during the trip. 

Conclusion 

Rapid growth and high profitability of 
business travels encourage the development of 
leisure and destinations. The main goal is to at-
tract more visitors. Knowing the main character-
istics of this type of industry, contributes to its 
increased growth and greater demand from con-
sumers. Undoubtedly, the literature identifies the 
links between tourism and business tourism as a 
main activity for utilization of leisure time. 
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�� �����	� � ����%���� � �����%	� �� 
�CQ�	� ������� 	������%. #��	����	� ��-
������ 
���� ���� �� ������� �	�����% 
� �������	�, 
�	� C��
��� ����	� � ��� 
�� �������	� ������. ����	�<�
�	� ��-
��	��% �Q� 	���� �	 	��� ��C�. ��� 
'�	�����
�%	 �
	�� � �������� ���� ���-
�� �������� ���C����. O%�
�	� �����<�-
���� �� �����	����	� ���'��� ���� �� ��� 
� ��'�������		� �� '�	���	�. ���'���	� 
� �������� �	 ��
� ���� � ����������� 

����	�	. ��	��
�	� ���	�	 ������$��� 
�� �����%�� � 	���� 
�	� #6�, =������% 
� ����� �
�����
� �� ��	�, 
���	� ��-
����	 � ��C�� �����	 � ����������. )���-
�$���	� ��	�%��� ���%	 �� ��<���, <��� 

��	� �� ����C�%	 ���$� �� ��<��C�	� � 
����<��% ��	�
  ����$��	� 	�'��	� '�	�-
�� �� �����%	 ���� 	��� �������� ������. 
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��	�� �� 	��� ��������
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���	 �� �������-
��	� �� ��C�� ���
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�����	���� � C���� ��>��	� �� ������� 
�� ��(���%; ���������	�, 
��	���� � ���-
��
���	�	� �������������  ��� ������-
$��� �� 
��
����	�� ������	��. 

� 	��� 
��	�
	 � ������$�� 
�����-
��%	� �� 
��	�<��	� ��
	��� �� ���', 
�%-
	� �����%�� �������������� �������	�	, 
��Q�	� ���	 �����>	��� ���'� C���Q�	� 

���
	����	 �� 
������%	�. ���� ��(���-
Q�	� �����% � 
��C�����% �	 ��>��	� � 
������, ���%Q� �� � ���������� ��	�-
����	� �� $�����	� �����	�	� � ���� �� '�-
	�����
�	� ������. �� ����	 �� C���	 <�-
	�<�� 
��	�������� �	 ��
����	��	� � �� 
	��� ��<�� ��	�������� �� � ������%��	. 1 

#�C	������	� � �����$���	� �� ���-

� � ����� '�	��� � �������% ���<��	 
�����	� 
��	�<�� ��
	��� �� ���' � ��-
	�	� �� ��	��%����: ���� �
�� �� ����-
����, ���������� �� ���'���	�, ������	-
������	 �� 
����	�	�, ��<�� �� �����	�-
�%�� �� �����	�, ������������� �� '�	���, 
�����
	��� ����, �������, �����	��%Q 
�����	�, ��C�� �����$���	, ���$� �� 
��-
��	�, 
�<�	�� �� �����
	�, 
�<�	�� �� 
������%	 ���� � �����	��
	���	� � ��. 

���	�<��	� ��
	��� �� ���', ������-
���� �	 '�	���	�, 
��	� � �
�B<��� � 
����<����	� � ���<��� � 	�C���� 1.  

�����	� (
�<�	�� �� �����
	�, �C-
��$����	�, �����	��
	���	�; ��$�	���-
	�, ������	������	 �� 
����	�, ��	���-
��$����) � �������	 � ���	��%	  ��
�-
��	���	� �� ������ � �
	��� �� '�	�����-
	��	�. &	 ���������	� � ����� ������, <� 
	��� �������� � ���
���� �� �%
� �����-
��%, �� ������	� ����
�, �CQ� �� ���
�-
	� � ����� '�	���, � <�	���. �����%	 �	 
	%' � 
�<�	��	� �� �����	��
	���	� � '�-
	��
�	� �����
	�. &C���%����	� �� '�	�-
��	�  ������� ������C����% �����%�� 

�����	 � ��
�>	��� �� 	���	�	�. )�-
	�����$����	� � �	���%	 
��	�<�� ��
	�� 
��  ���', 
�>	� � ��������� 
�	� „���
��- 

                                                        
1 Dr Detta Melia, Dublin Institute of Technology, Critical 
Success Factors and Performance Management and Measure-
ment: A Hospitality Context 
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`�%,< ��#%#=@# !'*%��# /' >?J,` @' `�%,<#%, 

��	�� 6 
"�
� >����'�<�� 	��
	���; �
���	 ���'� ���$�	� �� 
����	�; ���	�%	��-
�� ����������; �C�<���� � ����	���� � <���(
�	� �����; �����%���� �� 
��>-���
� 
�<�	��; ��	�����$���� �� '�	���  

��	�� � 

#�C	������	� �<�	��	 � ��������	�; �������� ���$� �� 
����	�; �����-
	��%�� �� �����
	� � ����� <��� �������� � ����������	�; 
�<�	��	� �� 
�����
	� � '�	���; �����
���	� ������������� �� '�	��
�	� �����	��
-
	���; ������C����� �	 '����	���� �����
	� � ����	
� <��� ��C�� �� ��	�-
���	�; �������, ����<��� �� '���� � ����	
� 

��	�� # 

#���	�%	���� ����������; ���
� >����'�<�� 	��
	��� �� ����������; ��-
��	���% �� �C	������	�; ��	�����$����; ������
� �������; ���� ���-
����������� ���$� �� 
����	�; 
�<�	�� �� '�	��
�% �����
	; ����	���% �� 
'���� � ����	
�; ��������
� ���	; �������, ����<��� �� '����; ������� 
��(�: ���� 

��	�� D 

)�	�����$����, �C	������	� �<�	��	 � ��������	�; C������� � ���
�-
	���; ���
� 
�<�	�� �� '�	��
�	� �����	��
	���; ���������� �� ����-
���� � �� '�	��
�% �����
	; ����	���� � �C�<���� � �����	�� �� ������-
��. 

��	�� E 

#���	�%	���� ����������; ��	�����$����; �������, �����$���	, ���$� 
� �������� 
�� 
����	�; 
�<�	�� �� '�	��
�% �����
	; ��C�� ��� � ��	��-
	� �CQ��	; ����	���% �� '���� � ����	
�; �C��
 �� '�	���; ����	���% �� 
�C	������	�; �����
���	� �����(��	���� � ������������� �� '�	��-

�	� �����	��
	��� � ���
	�<�� ���'�� �� ���������� �� ��������	� 

��9(*� 1. ���
1�	: Dr Detta Melia, Dublin Institute of Technology, Critical Success Factors 
and Performance Management and Measurement: A Hospitality Context  

�� ������$���� �� �����$C�, ��C��� �
� 
��	�����$����	� �� ���� ���	 ���� 
��-

����	�� ������	�� ���� ���� ���	”.1 ��-
	�<��
: ��� �%	� �� �����	��%�� �� �-
����	� � �	��%	 ����<�� �� ���
���, ��-

�	� �� ��	��, C����	 �� ����, ��	�Q�, 

�������	�� ���	�� ��� 
����	. !<�	��-
��	� � ������� �%	�	, <� ���$�	� �� 	���-
	�	� � 	%'��	� ������	������	 � �	 ��(�-
��Q� ���<����, 	�> 
�	� � �
	��� �� ���-
��	�, ��%���		� ��  
����	�	� � ������-
Q���	� �� � ��	�%��� ���	�	��� � ��-
���	 �� ����%����	� � ��	�$� �� C����-
�. ��������	 � �������%	 ��
	��, 
�>	� 
� 
�B<�� �� ���'� �� '�	��
�	� �����-
���. &C�<����	� � 
������
���%	� �� 
��$�	���	� � ������$�� 
�	� ����	���%, 

�%	� �����	��� 
�<�	��	� �� �����	� � 
�� �����
	�. 
                                                        
1 Dr Detta Melia, Dublin Institute of Technology, Critical 
Success Factors and Performance Management and 
Measurement: A Hospitality Context 

��	��
�	� �������� ����%	 $������-
��$�� ���% �� ������� �� 
������%	�. 
)���� '�	������ ���<��	 ���	� ����� 
�� 
�����	��	� �� 
��
��	�� �������� – �%
�� 
��������	 (���
 ���'�� �� 	%'��	� ��-
���(��	����, � ����� � �����	���	 
�� 
�����%���� 
�<�	��	� �� �����	�. &	��-
��	�, 
��	� ����<���	 ��>-���%�� �������� 
�	 �����$���	�, � '�	��
�	� ����
��	�� 
� �������%	�. ��������	��
�	� ��C�	� ��-

����, <� ��C�� 	��
	�������	� '�	��
� 
��������, ���%	 �� �����<����� �� 	���	�-
	� � ��	�	� �� ��	��%����, � �Q� � �� 
������	������		� �� ��$�	���	�.2  

��	���	� �������	 ���� ���
	�
� ��� 
��>��	�, ���<��� 
�� ����C�%���� �� ���
-
	����		� � �����	�	�	� �	 	%'��	� ��>��	. 
F������	� �� 	��� 
������� �� �
������-
	���	  ����$����	� �� ���� ����, ���'��� � 
������, �����C�	��� �	 ����� ����������%, 
                                                        
2 http://rick20.articlealley.com/hotel-management-operations--
-nias-saltlake-2137364.html) 
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	�� � �����	� �� ���<�����	� �� ��C��	� 
���
	�
� � '�	�����
�	� ����	��%.   

&	<�	�>
� ���(��	� ���C���� 
��
�-
�����%, ����	���������	� � ����������	� 
�� �����	������% ���	 � 
��	�<��%	 ���-
���	, 
�>	� ��������� ���������	� �� ��-
������
�	� �������% � �����%, ����	� 
����, ��>��	� � ������ �� 
���������	� 
 ��>-���
	���� � ��<����( ���'��. ���-
���C%��>
� ��, '�	���	� <��� ��
� ���-
��	���� ���'��� �����<���	 ���	� ���'�-
�� � ��-����� ��������	 ����<��% � <�-
��(
�% 
���	��.   

�������	 „��>-��C�� ���
	�
�” � �	-
��% �� ���� ��� ����������%, ������$�Q� 
���'��, ���% ��� ���
	�
�, �� 
��	� � ��
�-
����� <� � ����� � ���(�� ���
����	 
��>��	� �� ��������� � ����� 
�������. 
������	 � 
�	� 	�����	�  �� �����$���� 
�� �����	���� ������.3 ��	���	� �� ����-
�%��	 �� ����C�%���� �� ��%	� ���
	��-
��	 � ���������	����	, ������ ������-
Q�	� � 
��
������% � ����	��%	�.  

����������	� �� 
�<�	����% ���	 � 
������ ������ ��$��	� ����
� ��$�� 
��-
����	����	� � ���Q�	����	� �������� � 
����������	�. ^� �� ������%	 ��C�� ��� �  
���� ���
�, �����$���	� �� ����	 �� ���-
<�	�	 ��� �� ��
����	�, 
�%	� ��������� 
������ �����$C�	� �� 	�
�. O���	���% � 
�����$�� C����������� �� ���C��		� �� 
� �	������ �� ������<��	� ��$�� �� 	�-
��	�	�. ^� 	��� � �����	� �� ���<�����	� 
�� ��C��	� ���
	�
� �  ����	���	� �� 

����	� � '�	��
�	� ��������. ��	��C�-
	���	� ���	 ��� ����	��� �� ���	�% � � 
'�	��� � �� ���������	 ��C����� ���C-
��		� �� �� �� �������, ��	��� ���������-
%	� �� 	��� �<�
����% ���<�	� �� ��������-
	���� �����C�	��� 	��	����, 	�
	�
� � 
��������. ��C��	� ���
	�
� � �CQ�, 
�-
��	� � �	��%	 �� 	��	���<�
�	� ��(�-
��%, � ����� �C'��Q�	 ������<�� �C��	� 

�	� 
��	���  �� 
�<�	��	� �� ��������	�. 
"%
�� �	 	%'  � ��
����	 ���'� 
��	�<-
��	� ��
	��� �� ���'� �� ����	��%	�.    

!���%	� �� �����(��	���� �� ���-
�����	� ����	 �� � �����	�<�	 ���'� 

                                                        
3 http://www.hotelscholl.cornell.edu/reserch/chr/pubs/best/ 
project/intro.htm  

���� 	��
	���� ����� ��� �� C���	 ��(�-
��Q� �� �%��	� ����������%. ���������	� 
�� �����������	� ���
��� � ������%	 ��
-
	��, ������  ���	� � ���C��		� �� ��-
���$���	� �� �	�����%	 �� ��	��C�	��
�-
	� ��$��	�, 
�>	� ����� '�	���	 ��<����( 
� �������<�� ����.  

�������% American Hotel � American 
Express ��������	 � �������	 �� �<��� �	 
�������	�	� Cornell University's School of 
Hotel Administration ����<���� ��  ��>-
��C��	� ���
	�
� � ����	��%	� �� ��	��-
����	�� � #6�. ^� ���	� � �C��� ����-
����	��
�%	 �
�� � �
���	�� ����� �	 ��-

�����	��� � �	�����. �� �����	��%	 

����	���� � ������$���% �� ���������� 
�� ��
�	��	� 	����� �� ���	� � C���(�. 
���	�Y��
� ����������� � �����$��� 
��������	 ��������� C��> '�	��
� ����-
��, ��� 
��	� 	�%C�� �� C���	 ��C���� 
(�������	� ������ 	�'��	� ���������-
�� ������	���. ���� '�	��� �: AIMS, 
Bristol Hotels & Resorts, Days Inn Altoona, 
Essex Partners, Four Seasons & Regent 
Hotels, Good Nite Inn, Grand Theme Hotels, 
Hotel Bel Air, Marriott U.S. Postal Service 
Conference Center, New York Marriott 
Financial Center, Newark Gateway Hilton, 
Preferred Hotels & Resorts Worldwide, Resi-
dence Inn, the Ritz-Carlton Dearborn, SAI 
Luxury Hotels, Sheraton Elk Grove, and 
Sunstone Hotels. "%
�� �	 	��� ����<� � 
��C���� �� �����	�<�	 ��������	� � 
���'� ���������� ��������, ���<��� 
�� 
����C�%���� �� ���������	����		� � ���-
	�C����		�. �����, ��	������	 �%
�� ��>-
��	� �� ����(����� �� ������	������		� 
�� ��	�	� � �����<����� �� ��������% 
��	 �� 
�������	�.   

��C��	� ���
	�
� � ����������������-
��	� �� ������	� � C���(� ����	 �� � �����-
�%	 � <�	��� �����.4 +���	� ����� � �	�� 
�	 '�	���	�, 
��	� �������	 �C(���� ���'�-
�� �� ����C�%���� �� ��������	�. ���� (��-
����� � AIMS, Bristol Hotels & Resorts, Days 
Inn Altoona, Essex Partners, New York Marriott 
Financial Center, SAI Luxury Hotels, Sheraton 
Elk Grove, and Sunstone Hotels. ��	���	� 

                                                        
4 Judy A. Siguaw, � Cathy A. Enz, Best practices in hotel 
operations 
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Good Nite Inn, Grand Theme Hotels, and the 
Hotel Bel Air ��
����	 ��������	� � ���'� 
����C�%���� �� ���
	����		� �� ������$-

�	� � '�	��
�	� ����
��	��. ���	�	� 
�-
	�����%, 
��	� ���<��	 ����%	� � � ��-
���(��	���� �� check-in ���������	�, � 
�	�� �	 Marriott U.S. Postal Service Confe-
rence Center, Newark Gateway Hilton, and the 
Ritz-Canton Dearborn. �������	� ����� 
�
�B<�� ���
	�
�, ���<��� 
�� �����%��-
��	� � ������$���	� �� 	�����	�	� �� 
�-
<�	�� (Four Seasons & Regent Hotels, 
Preferred Hotels & Resorts Worldwide, and 
Residence Inn).  

AIMS, SAI Luxury Hotels, and Sunstone 
Hotels � ��������� �� ������	��
�	�, <� 
�����	�C����, ���	�����%Q� �� ��$��	� �� 
'�	��� ��>��	� ����	 �� 	���	 ��'���-
����, �
� � ������%��	 ��������. "%
�� 

������� ��������	 �������	���� �����-
����, 
�	� �����C���	 ��������� � ��	���-
����� '�	��� <��� ��������� �� �������� 
�������   ������$�	����	 �	 ��	 �� 	��-
���	 ������. O�
����	��	� �� �����	� 
������ 	��
	�� CB�$�	�� � �������� 
�������� �� ��
� ���	, �$������� �CQ��� 
 �����$���	� � ����
	��� '�	���	�, 
�	� 
�����%�� �C��	�� ����
� �� ��������	�. 

SAI Luxury Hotels ��<��� �	 ��
��
�	� 
� �C���%����	� �� ���	�, C�� �� � ����-
��Q� � �������<�� ���	�$�	��. O����C�-
	��� � �����	� 
��	���� �� �������%�� 
�� 	�C����		� �� �%
� ��	�������� ��-
��	���%: '�	���	 	�%C�� �� C��� �� ��C�� 
�%	�; ���	�	 	�%C�� �� ���	�$��� �C	-
��� '���
	��, �� C���	 
���������� 
�	� 
��
���� ��� �����	, 
�	� �%
�� ����$�-
��� � ��$��%	 �	 �C���%����. SAI Luxury 
Hotels ����%�� ���'���	� �� �����	, ����-
�%�� ���������� �� ����
	�  ���<�� 
����<�� ��	��� � �������% ������	� ����-
	�. #��� ��
�������	�, ���� ����	���%	� 
� <��� �����C�� �������� ��
����. 

�� �	��(���� �� ������	� ������-
��	, Bristol Hotels & Resorts �����C�	�� 
����	�� �����, 
�	�  ���������	� �� 
����%��  ����	�	���	�, � 	���� ����-
	�� ��� ������������	� "���	�� Lite". 
���	� �� ��	���
�	� � ���<�	���� �� �C-
��
<� ��	�������		� �� '�	���	�, ����-
�$���	� � ��$�	���	�. #'���	� � �	�� 

�	 	�� ���� –  ����
� � ������% �� �����-
C�	�	� �C	����	, ��	�������� �� �C��-
���� ������ � �Q�	����Q�	� '�	��� � 
��������� �� ��>	��Q�	� ������� �����-
�	��� �� ��<
� '�	��� �	 ������	�. "%
�� 
�	 ���	�� Lite ������	� �: �����'���� 
�� ��C����Q� � ����� � ����	���� �� 
'��	����	� ������%��  ���
	�����, 
���-
	� � �����$��; ��� ��<
� '�	��� ��
�
�-
	�  � 	�����	�������; ���������C�	�	� 
'�	��� � �������	� �	 
������	����	� 
���>� ����� �� �����	���	%���� �� �����-
��<����	� ���	��������  ���������%; 
C�
-����	 ������<��� C��% �� ��	
�	� �	 
761 �� �
��� 200, �� �� � ������ �C��
��-
��	� � 
�������	�; �� �Q�% ��<�� � �	��� 
„}���(
� �����” � ����$��� C��% �� 

�����	� �� Q�	��	� ��C�	�� ��	� �	 119 
�� �
��� 50. ���	� �� ������$� '����, 
����	
�, ��������, 	�
�� 
�	� ��	�����-
��	� �����, 
������%	� ��������� �� ��-

�������	� �� � ������ �����. ���������-
��� �����%���� C��% �� ��C�	��	� 
����� � 

�����	� � ��	
������, � ����	%�� ����-
��������	� � CB�$�	�����	� � � �����-
	��% �� ��$�	���	� ����<� ����� � ���$�-
	� �� �� 
����	�	�. �������%	� �Q� 	�
� 
���<�� ����%	� � 
�� �C�<���� � 
��-
����
���% �� �������� ��� �%
� ���
��-
������ �C��	. 

Hotel Bel Air �����C�	�� �C	���� 
�������� �� 	�'��<�
� �C��$����, 
�%	� 
����C�%�� ������$
�	� �� '�	��� � ���� 
�� ������<����� ����
����%	� �	 	���	-
��	�. }������	� �� 	�'��<�
�% �	��� � 
��������Q��� �� �����	 ��(���% �� �		-
���%���� �� ���C����	� �Q�  	%'��	� ���-
��
����. ����
	���Q�%	 ������� �����-
�%�� 	��	� �� ����
	�, 
�	� ��� �	����%-
���� �� �������	�, ����C���� ���
�� �	-
���%����	� �� �� 	�������, ��C%���>
� 
	����������	� ������ ��%�
�, 
��	� ��-
C��%	 ������ �� �����'����	� ��. 

��C��	� ���
	�
� � ��������������-
����	�, 
�%	� ��
���� Grand Theme Hotels, 
� �����<����� �� ���������	����		� � 
��������	����	 ��� ���������� �� ���-
�����	�. �����$��	 � ���������% �� 
�����	� � ���$����	� �� �%
� ������%, �� 
�� � �������� ������$�	����		� �� ��-
�������� �� �	�����	� ����<�. "�<������-
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	� �� �	���� � �����$���	� �����	�%	 
�������, �����$��	 ��Q�. ^� �����(���� 
�� ��<�����%	� � ����<����� �� �����	�-
	�	� � �������� �����<�� ������� � ���-
��<�� ��� � � �����<�� <�	� �� '�	���, �� 
�� � ������ ����������	� ����� ����� �� 
��������� �� �%
� �������% � ����	�. 
#��$�	���	� �
	���� �<�	��	 �  ��>��-
	�	� �� �����%����  �� ���'���	�. 

��	��
�	� ������  Marriott U.S. Postal 
Service Conference Center, Newark Gateway 
Hilton, and the Ritz-Canton Dearborn ����
-
	���	  	�'��
� �� �
��Q����� � �� 	��� ��-
<�� �� �
��%���� �� 	����������% ����� 
�� ��	��%���� �� ���	� ��	�. �����	� ��� 
'�	��� ������	 �	���, <��� 
�%	� 	���	�-
	�, 
��	� ��	���	 �	 C���
�	� ��	�Q� �� 
�%	�	� �� ��<��
�, ����	 �� �����(�	 ���-
������	� �� ��	��%����	� � �Q� � ��	�C�-
�. ���	�	� '�	�����
� ������ ��������� 
���
	�
�	� �� ����<� �� ��	�C�� �� � ���-
��	��% <��	�, 
�%	� ����$� ���<���	� � 

�B<���	� �� 	��	�, ��<� �������� �� �����-
��%	�. ��> 
�	� ���Q���	� �  
����	�� 
��-
	�, ��� ���	�����, 	���	�	� ����	 �� �	�-
��	 ����
	�� � ����������	� �� 	��. ���� 
���
	�
� � �����C�	��� ��Q�	� ��	�����	� �	 
��������	� �	���� 30 ����	�, 
��	� �  ��-
	�	�<�� ������ �	 �����, �� �� � ������%	 
���	�	���	�. ^� ��-C���� �C��$���� Ritz-
Canton �������� �� �������% ��%	� ������-
�� OSKAR (one-stop-check-in and registration) 
– �� ���� ��(� � �����(��	 ��	��%����	� � 
����	����%	�. "���	�	�
 �� 	��� ���
	�
� 
�, <� 	% ��>	�� ����	���� ��� ������� ��-
�	�	���, 
��	� ����	 ������� �� C���	 ����-
���� ��������	�. 

�������	� ����� '�	��� ���<��	 
��������	� � 
�� �����$���� � ������-
$��� �� ���	� 	�����	� �� 
�<�	��. +��� 
�	  ������	� ���'���, 
��	� ��������	, � 
�����
	��%	 ����	�����. ������	� Four 
Seasons & Regent Hotels ����	��% ��% ��-
C�� ���	 � �C��		� ��  ��
����	� '�	���-
��	��. O�
�����	���	� ��
����	 �����-
���	� �  ���'� 
�<�	��	� �� ��C�	� � 
	�����	�	� �� �C��$����, �� �� ����%	 
��������	� �� ��
���� ���$��%���� �� 
��<
� ��	� �� '�	���. ��� �����$���	� 
��	���	 <�	�, �� �� �����(��	 ������
� �� 
�������	� �� 	�����	�	� �� 
�<�	��. 

��
� '�	�� ��� ��	� ����(�� � ����
-
	��� �	 ������������	 � ���(�� 
����-
	��	
� �����. &����	����	� 	�����	� � 
��������%��	 �	 
����% �� �%
� 	����-
�<��. 

Residence Inn Maintained ������$� 
��>	��� 83% ���C��	������	 �� 	���-
	�	�. O�
�����	���	� �����C�	��	 ����-
	�� ���'�� � ��%	� �������� �� �����%��-
�� �� 
�<�	��	�. ���	� � �� � �C����<� 
�	��<�� 
��� �� �C��$���� � ����C�%��-
�� �� ���������	����		� �� ��$�	���	�. 
#��� C��<���
���  ����� 
�������, '�	�-
��	 ��������� ���� ��������� �� 
�<�	-
���� ����
���. O�C�	��
�	 ��� ��$�	�-
�%	 �� ��$� �� � ������� ��� ������
�, 
	�> ������ ���	�� 
�
 �� � 
������� 
���C����	  
�<�	��	�. 

��C��	� ���
	�
� � ��������-
���������� �� '�	�����
�	� ��>��	 ��-

����	 ��������	� ���'�  ����C�%���� �� 
������	������		� �� 	���	�	� ��� ���-
����	� �� 
��	��� �� ���'���	�. +��
	��-
��	� �������� � �Q�	���� <�	 � ��C�-
����	� 	�>��	, ����<��Q�  �C�Q���%	�, 
��������� �	 ��
�����	���	�. ^� �� �� ��-
�%	, �����$���	� 	�%C�� �� ��������%	 � 
�
�B<��	 ���
	�
�	�, 
��	� ��>-��C�� Q� 
�������	 �� '�	��� �� �	������ �� ��	��-
C�	��
�	� 	�����% � Q� �������� ��	�-
%Q�	� ��	� � ��	�%��� 
����	�. 
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GOOD PRACTICES IN OPERATIONALIZATION OF 
HOSPITALITY BUSINESS 

Jacklin Samuilova Cohen, PhD Student 
Department “Economics of Tourism” 

University of national and world economy – Sofia 

World economic situation in financial mar-
kets is influenced by the desire of operators /in 
particular – the tourism and hospitality industry/ 
to satisfy better customer needs in order to im-
prove service quality and survival in terms of to-
tal market stagnation. The global financial crisis 
led to serious disturbances and incidents like 
bank bankruptcies and stock market crash. The 
tourism industry also suffers from this fate. 
Nowadays the hotel sector is facing many finan-
cial problems. The sharp increase in operating 
costs led to a decline in the profitability of ho-
tels. Revenues are pressed from lower prices and 
unused capacity. Hotel employment continued 
to decline in countries like USA, Germany and 
other economies in the world where the market 
is well developed and regulated. Managers con-
stantly thinking about ways to improve profit 
margins and cash flow hoping their hotel will 
survive during this uncertain period. The ability 
of hotel operators to respond adequately to these 
challenges will determine the development of 
the industry. It is a leading focus for the imple-
mentation of best practices that focus on man-

agement, optimization of operational activities 
and business decision-making, planning, moni-
toring and continuous modernization in order to 
maintain competitive advantage. 

In this context, it will be examined the 
concept of critical success factors that pro-
vides organizational prosperity because of 
their impact on the future performance of the 
company. These critical conditions are a com-
bination of activities and processes designed 
to help achieve the desired results and objec-
tives of the hotel chain. They can be partially 
controlled by management and thus potentially 
be managed. 

Owners and managers of small and me-
dium sized hotels in Ireland indicate the fol-
lowing critical success factors in accommoda-
tion: a strong team of staff, cost management, 
customer satisfaction, the way of providing 
services, positioning the hotel product range, 
staff providing services, good management, 
customer care, product quality, quality of 
buildings and infrastructure and others. 

Critical success factors, identified by the hotels and 
included in the study are listed in Table 1. 

hotel Critical success factors for hotels 
Hotel 6 Low hierarchy, focusing on customer care, self management, training and invest-

ment in human resources, providing the highest quality reach 
Hotel � Owners involved in operations, special care for the customer, provide products 

and services by staff and management, product and hotel quality, the hotel is con-
stantly upgrading infrastructure, variety of food and drink by choice of restau-
rants, awards received for food and drink 
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hotel Critical success factors for hotels 
Hotel # Self-management, less hierarchical management structure; reputation of owners, 

location, Irish staff, highly personalized customer care, quality of hotel product, 
food and beverage standing, management experience, awards received for food; 
niche: golf 

Hotel D Location, owners involved in operations, branding and marketing high quality ho-
tel infrastructure, management and staff of the hotel product, investment in train-
ing and staff development. 

Hotel E Self-management, location, staff, management, care and attention to customer, 
quality of hotel product, good reputation in the local community; food and bever-
ages standing; appearance of the hotel, owners reputation, continuous improve-
ment and modernization of the hotel infrastructure and practical approach of man-
agement operations 

Table 1, Dr Detta Melia, Dublin Institute of Technology, Critical Success Factors and Perform-
ance Management and Measurement: A Hospitality Context  

The data (product quality, service, infra-
structure, employees, customer satisfaction, 
location) are measured and compared with the 
performance leader in the hotel sector. The re-
search concludes that these signs are unique to 
each operation, but the major indexes common 
to small and medium-sized hotels are four. 
The first is the quality of infrastructure and 
hotel products. The renovation of hotels with 
modern facilities provides comfort and relaxa-
tion for tourists. The location is the second 
critical success factor that is perceived as a 
"Unique Selling Proposition, especially if the 
location of a property provides a competitive 
advantage over other property." source: the 
place to provide services is related to parking 
availability, ease of access, proximity to city, 
airport, conference center or resort. Partici-
pants in the analysis believe that caring for the 
tourists and their satisfaction are crucial, as the 
service sector, customer loyalty and turning 
them into regular visitors are the means for 
survival and growth of business. The staff is 
the last crucial factor for the success of hotel 
operations. Education and training of employ-
ees is seen as an investment that guarantees 
quality of service and product. 

Hotel operations play a vital role in the 
progress of the company. Many hoteliers ori-
ent their units to the development of specific 
operations – some use a broad approach to 
their improvement, while others are oriented 
towards providing quality services. Depart-

ments that receive most attention from manag-
ers are hotel housekeeping and reception. Re-
search indicates that well structured hotel op-
erations, leading to an increase of tourists in 
accommodation, and employee satisfaction. 

Hotels implement new practices or activi-
ties aimed at improving the effectiveness and 
efficiency of their operations. The desire of 
these companies experimenting with the intro-
duction of new ideas, approaches and proc-
esses developed by another organization be-
hind the study of best practices in the hospital-
ity industry. 

Given today's global competition, the 
identification and use of primary experience is 
a critical element that supports the implemen-
tation of management knowledge and skills, 
new ideas, activities and processes of corpora-
tions with the most efficient and profitable ap-
proach. Adapting it to the hotels by lower op-
erating costs and increase their revenue more 
fully uses monetary and human capital. 

The term "best practice" refers to a per-
son or organization, supportive approach, idea 
or practice which has proven to be valuable 
and successful show activities for use in other 
companies.  They are accepted as standards 
for conducting comparative analysis. Hotels 
deploy them to improve their efficiency and 
productivity because of increasing competition 
in the industry. 

Using qualitative experience is necessary 
because of the inextricable link between cor-
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porate and property operations and manage-
ment. To build a strong reputation and brand 
managers cannot rely only on advertising, 
which supports mainly the sale of goods. 
Reputation is built thanks to the ability to meet 
the specific needs of tourists. Therefore on the 
basis of study the best practice is the presence 
of the customer in the hotel operations. Users 
have their own ideas about their stay at the ho-
tel and treat it according to his ability to fulfill 
them, so the realization of these expectations 
relies on previously developed strategies, tac-
tics and programs. Good practices are com-
mon, as they relate to strategic decisions, 
while others cover specific areas such as qual-
ity control operations. Some of them focus on 
critical success factors for the industry. 

Efforts to improve the operations can fo-
cus on a structural unit or be critical of the en-
tire organization. Implementation of opera-
tional functions is the main factor associated 
with the experience and ability of managers to 
meet consumer needs, which makes the hotel 
profitable in the long run. 

American Hotel Foundation and Ameri-
can Express sponsored and awarded to scien-
tists from the University Of Cornell Univer-
sity's School of Hotel Administration study of 
best practices in the hospitality industry in the 
U.S. For this purpose it is collected, the re-
search team and panel of industry leaders. 
They provide advice and suggestions for im-
plementation of the survey search of the elite 
in the industry. Partner organizations and 
managers nominate a certain number of hotel 
chains, among which must be selected accord-
ing to their operating champions initiatives. 
These hotels are: AIMS, Bristol Hotels & Re-
sorts, Days Inn Altoona, Essex Partners, Four 
Seasons & Regent Hotels, Good Nite Inn, 
Grand Theme Hotels, Hotel Bel Air, Marriott 
US Postal Service Conference Center, New 
York Marriott Financial Center, Newark 
Gateway Hilton, Preferred Hotels & Resorts 
Worldwide, Residence Inn, the Ritz-Carlton 
Dearborn, SAI Luxury Hotels, Sheraton Elk 
Grove, and Sunstone Hotels. Some of these 
leaders have chosen to focus on certain opera-
tions to improve productivity and profitability. 
Others integrate some activities to enhance 
guest satisfaction and increase financial 

growth companies. 
Good practice in operationalization of the 

leaders in the industry can be divided into four 
groups. One group consists of the hotels that 
implement comprehensive approaches to im-
proving operations. These champions are 
AIMS, Bristol Hotels & Resorts, Days Inn Al-
toona, Essex Partners, New York Marriott Fi-
nancial Center, SAI Luxury Hotels, Sheraton 
Elk Grove, and Sunstone Hotels. Hotels Good 
Nite Inn, Grand Theme Hotels, and the Hotel 
Bel Air focus on improving the efficiency of 
maintenance and hotel housekeeping. The 
third category, which direct their efforts in 
improving the check-in procedures consist of 
Marriott US Postal Service Conference Cen-
ter, Newark Gateway Hilton, and the Ritz-
Canton Dearborn. The last group includes 
practices aimed at implementing and maintain-
ing quality standards (Four Seasons & Regent 
Hotels, Preferred Hotels & Resorts World-
wide, and Residence Inn). 

AIMS, SAI Luxury Hotels, and Sunstone 
Hotels are built on the premise that non-
profitable, non-hotel operation needs can be-
come profitable if managed correctly. Some 
companies use the recovery procedures while 
acquiring distressed hotels by signing a lease 
with duration of five to thirty years. Manage-
ment of the company creates a strict budget 
and financial forecast for each property, daily 
communicate with managers and inspect ho-
tels, providing feedback on operations. 

SAI Luxury Hotels profit from the pur-
chase and renovation of the property without 
becoming a long holder. Developed the fol-
lowing criteria for determining the stability of 
any potential investment: the hotel should be 
in good place, the property must have its own 
character, to be classified as a luxurious reno-
vated, some equipment needs upgrading. SAI 
Luxury Hotels estimated repair costs, provides 
funding for projects with monthly cash flow 
and determine the price bid. Once purchased, 
tracks your investment through detailed finan-
cial reports. 

In terms of resource provision, Bristol Ho-
tels & Resorts developed a simple process and 
procedures to address the shortcomings, has 
become known as the "Bristol Lite". The pur-
pose of the methodology is significantly reliev-
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ing congestion on hotels, managers and em-
ployees. The scheme consists of three phases – 
evaluation and change of the acquired property, 
renovated integration processes in existing ho-
tels and the application of the modern initia-
tives for all hotels in the chain. Some of Bristol 
Lite processes are: the elimination of duplicate 
forms and replacing paper with electronic 
forms, where possible, in all hotels are stan-
dardized breakfast, newly acquired hotels were 
omitted from the corporate email groups to 
prevent the initial information overload, back-
office limited number of accounts from 761 to 
200, to reduce confusion in the coding, the 
same way in "Human Resources" have reduced 
the number of codes of payroll jobs from 119 to 
50. Instead, keep food, beverages, china, glass 
and inventories, the company switched to buy-
ing them in real time. Due to the reduction of 
working codes and codes in the chart of ac-
counts, simplifying forecast and budget, and 
giving employees more time to care for their 
customers. The company also focuses its efforts 
on education and training of personnel in each 
functional area. 

Hotel Bel Air developed its own mainte-
nance program that improves the maintenance 
of the hotel and leads to a limitation of com-
plaints tourists. Members of the technical de-
partment are authorized to make decisions 
about the problems yet with their occurrence. 
Inspection staff checks room for defects in 
cases of irregularities require immediate Re-
moval them on the phone, avoiding the tradi-
tional written requests that delay the process 
of removing them. 

Good practice in the operationalization 
showing Grand Theme Hotels is to increase 
the productivity and consistency in the execu-
tion of operations. Research is time and 
movement for each position to determine the 
duration spent on each task. Heads of depart-
ments and managers prepare schedules, con-
duct meetings. To make the calculation and 
the results using different personnel on differ-
ent days in different parts of the hotel to intro-
duce the variable average time to execute each 
operation in minutes. Employees actively par-
ticipate in activities to reduce costs. 

Hotel chain Marriott US Postal Service 
Conference Center, Newark Gateway Hilton, 

and the Ritz-Canton Dearborn design techni-
ques to reduce and thus to accelerate the tradi-
tional process of accommodation to its guests. 
The first two hotels create a system whereby 
tourists who travel from the nearest airport to 
the place of rest, may perform the procedure for 
their booking on the bus yet. The third hotel 
chain adopts the practice of the bus driver to 
provide a bag that contains vouchers and keys 
to the rooms already reserved at the reception. 
Since payment is by credit card upon arrival, 
tourists can go directly to their assigned rooms. 
This practice is designed for travel from the 
airport takes 30 minutes, which is sufficient 
time to check visitors. For faster service Ritz-
Canton used the reception its program OSCAR 
(one-stop-check-in and registration) – one-stop 
shop to perform placement and registration. 
The disadvantage of this practice is that it acts 
only on regular visitors can be readily detected 
visually. 

The last group of hotels turning their at-
tention to building and maintaining their qual-
ity standards. One of the main approaches 
used is direct monitoring. Chain Four Seasons 
& Regent Hotels presents its good experience 
in luxury hotels. Managers focus on perform-
ance and service standards to facilitate the 
creation of a luxurious experience for all 
guests. Top managers travel frequently to per-
form audits of compliance with quality stan-
dards. Each hotel twice annually inspected by 
the vice president and external consulting 
firm. Operational standards are updated by a 
committee of each quarter. 

Residence Inn Maintained maintain a rat-
ing of 83% satisfaction tourists. Leaders de-
velop a joint approach in its program of qual-
ity assurance. The aim is to provide excellent 
service class and improve employee produc-
tivity. After benchmarking with other compa-
nies, the hotel sets a new procedure for quality 
inspections. The employee cannot fail in ex-
amination; he advises exactly how to correct 
quality problems. 

Best Practices in Hospitality operationali-
zation of activity focus on improving the satis-
faction of tourists in compliance with cost 
control. Effective operations are an essential 
part of the added value, starting with promises 
made by leaders. To meet them, managers 
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must recognize and include practices that will 
best help hotel to respond to user queries and 
will turn these visitors into permanent custom-
ers. 

References 

Melia, Dr Detta, Dublin Institute of Technol-
ogy, Critical Success Factors and Per-
formance Management and Measure-
ment: A Hospitality Context, 
http://www.shannoncollege.com/wp-
content/uploads/2009/12/Critical-
Success-Factors-and-Performance-mgmt-
D-Melia.pdf 

Siguaw, Judy A., Enz, Cathy A., Best prac-

tices in hotel operations, Cornell School 
of Hotel Administration, the Center for 
Hospitality Research, 
http://www.hotelschool.cornell.edu/chr/p
df/showpdf/publications/hraq/feature/bes
tpractices/bp_ops.pdf 

(/http://www.hotelscholl.cornell.edu/reserch/c
hr/pubs/best/project/intro.htm 

http://www.hotelschool.cornell.edu/research/c
hr/pubs/best/project/methodology.html 

http://ehotelier.com/hospitality-
news/item.php?id=A14799_0_11_0_M 

http://rick20.articlealley.com/hotel-
management-operations---nias-saltlake-
2137364.html 



 157

�����		 � ���������� 	 ������������� � 
����	��		 �� �����������	�� � �����	
�� � 

������	���	
  

�'�^'�#%' �#c,+' 
�
	�
���� 	������ “�	
�
�	� �� ������“ 

��'��/��� �� ��*
��(�
  /'��
'�
 /�
&��/�'
, �
0+ 

� 
��% �� XX �. � ��%�� �
�����
� �	 
��� 	�� – ���C���� �
�����
�. "�>�� �	-
��<�	���� ��C���	 �, <� ��<
� ������ 
�
�����<�
� ��>��	� – ��������	�� � 
��	��C����� �� 	�
� � �����, �������-
���, ������	������� �� ���������% � 
	�'�������, ���
��������� �� ������ – � 
��Q�	�%��	 � ���C���� ��Q�C. =��C���-
����%	� � �����%�� � ����	��Q� ��������-
�����	 �� 	����	� � ��	� � �����	�	 �� 
�����<���Q�% � �C�� � ������C����� �� 
	��������<��	� ���$���% �� 	�
� � �-
����, � �Q� � C����	� � (���
� ������	-
������� �� ��<
� ������ 	�'�������.1 

� ��<���	� �� ��I �. ����	 �� ��<
� 
������ ����� � ��� �� �����	�	� 	���� 
��	���� 70%. +�����������  	��� � ��C-
�B���� �����<���� �� ���� �� ���	�	� � 
����	� �� �����	�. ��%C�� �� � �	C���-
$�, <� ��>-���%�� ���<���� � ��	����	� 
	������%  ����� ���	 	������	��	� �-
���� � 	������.2  

)���� �	 ���������	� 	�������� �� 
���C�������%	� � �
�����
�	�, ����	�
�	�, 

��	���	�, 
�����
����	�, � ��Q�	�	� �� 
�
����	� ���� ���	�$���	 ����$�	���� 
<��	�, �������%��>
� ���	�����<�%	�, 
�������  ������C�����	� � ��	�. &��� 
����$�	����	� <��	� �C�<�, ���C�������%-
	� ����$�� � ��
���, 
��	� ��>-%�� � 
��C��%���	 � ���
	�
�	� �� ��$���������% 
	������. � 	���	�<�
�	� ��	������ 
�����
��	 ����� �
�����<�
�, �������, 
                                                        
1 )�
����� ). ���C���� 	�C��Y��	� ������> �
���-
��
� // )� � )&. 2004. � 9. #. 13. 
2 �B����� �. �. )�$���������% 	������% �������. )., 
2003. #.19.   

�
�����<�� ���C����, 
��	� � ���	��� 
�	 ���C����	� ��
	���, 
��	� �� ���%%	.3 

�������	, 
�	� ���� �	 �����	� �� 
��$��������� �
�����<�
� �	��(���% � 
���(�� ����� �����C� ������� ��Q�C� � 
�������	 �� � 	��
	���	� �� ��	����% �
-
���	 �� ����� ����	�� �����
��	��. 
������	� �� ���C�������% �� 	���	�<�-

�% ����� � '���
	�������	  <��	� 
�	� 
��������� �� 	�'�������	�, �����������% 
�� 	������	��	� �����	��
	���, ����-
���� �� ��'������ �� ���������� �� ��$-
���������% 	������ � ��.4 =
/�
+��
 ��-
��/�'�;��� />/������(�� &��
�� �� ��-
�/�1�/	��� ���/��+ �/	'� 
� ��-
�/�1�/	�� ��/���* �� ���'+� 
�0�	�'�� ���	���)
' &(��  /�����)+. 

� 	��� ����
� ?, '*%>'<#/#�'% # J��-
>=+'@,%� # �'/�'\�%+'@,%� @' ",?%#@'-
[## �% ?%�'@' @' %>��J,�'%��#%,, ���-
����  ��������� �� �CQ�% ������ 	���-
	�<�
� �����
	 �� ��	�����%	�, ������-
Q�>
� % � ��-
��
����	����C�� � ����-
��
�	���� �� 	���	�	�. �%
� 	���	�<�
� 
��	�����% � ����	�������� � ������<���-
	� �� 	���	� � 
�<�	����	� �����	��%�� 
�� 	���	�<�
� �����. +	� ��Q� �� 	���-
����	���	� � ��$�� �� �����C�	%	 
�����
 
�	 ��>	��% �� �����������	� �� ��	���-
���	�, 
��	� C�'� ����(��� ���
	����	-
	� ��� ����������	� �� ��������% � ��
��-
�������% > ��	������. 5 
                                                        
3 &. �. ?��
���, !	�><���	Y �����	�% 	������ � ���-
��%' ���C��Y��> ��	�C��Y��	�, 2009 
4 +. #. )����<�
. ������ � ������ ���C�������� 
5 ).�. ��������, O����C�	
� ������ 	���	
�> ��	�-
�����, �	��<�BQ�> 	��C�����%� ����������� ���
� 
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�?@�+@# %,@",@[## + J��>=+'@,%� # 
�'/�'\�%+'@,%� @' ",?%#@'[## �% ?%�'@' 
@' %>��J,�'%��#%, ?': 

� ����%���� �� ��������	� � �������-
���� �� ��
���������	� ����� �� ��	�-
����%	�, 
�	� � �C���� �������� �� �-
�����	� ���C���� ��� ����������	� ��; 

� �����C�	���� �� ������������� 
�	���, �����%��Q� ��	��C��		� �	 
���
�	��� �� ��	�����%	�; 

� ���
������ �� ��C���	�	� �� ���-
����-�
�����<�
�	� �����	�� �� ��	���-
��%	�; 

� ����	�%�� �� �	��� �� 	���	�����-
�� ���
�	������ ����������, ������%��Q� 
�� � ���������	 ������	� ���� � ����<� 
�� ���
�	���� �� ��	�����%	�; 

� �	<�	��� �� ������<�	���%	� �� 	�-
��	�	� ��%�� ��	������	�; 

� ��������� �� 
�����
 �	 ��>	��% 
�� ����������� �� ��	�����%	� � ���
-
	���� 	��	���% �� ������� �������������; 

� ��
�����-������������� 
�����% � 
�<�	�� �� ��$��������� ����$���%  ��� 
����������� �� �����$��	�	� �� ��	�-
����%	�.6 

=
�*
������
, &�
�
*�����
  
�&��'(����
 �� ��/���*�� /� ��� 
� 
)(�'��� ����1, 	
)��
 /��'� '>&�
/ �� 
	
�	�����
/&
/
9�
/� �� ����� ��)
�. 
����	�%Q�	� �����(��	���� �� 	���-
	�<�
�% �����
	 � ������� �	 ��������-
�	� �� ���'���	� �� ����������, � �����	� 
�� 
��	�, � ��-���%�� <�	 �	 ��<��	�, ��-
���� �����$����	� �� ���������	� ��-
����������� 	�'�������. ��	����	 ���
�-
	����	 � ������Q� � ��	�����	 �� �����-
����� �� �����	��	� �� ��	�����%	�. )��-
�� 	���	� ��C���	 ���(��	� �� �����Q�-
	� � ��<��
�  ����Q	� �� ��	����	, ���-
<���>
� �����$��	� ������	� �� C���Q�	� 
� ��	�����. ������  	��� ��� 	� �� ��-
<�	� ���Q���	 �>	���	� �� ��	������	� 
� 	�������	���	�, 
��	� �� ��������	. +	� 
��Q� ���� �	 ������	� ����<� �� 	�����-
��	���	� � �� �����	��%	 ��	��������% �� 
	���	� ��
���� �	 ������
�	���� ��-

                                                        
6 #.#. "�
�������, ������������ 	��	���> ����<���� 
���������������% � ������$���% 	���	
�-
��
���������' ��	�����>, #��
	 ��	��C���, 2011 

�������% �� ��
���������	� �����$��	� 
�� ������ ��	�����%. &�C��� �������� 
��� ����<����	� � �����C�	����	� �� ��-
	������ �	 	�������	���	� 	�%C�� �� � �	-
���� �� ��� �� ��������	� � 
��	����-
�	���<�
�	� ��C���$�	����	�, �� � �� 
�����	��
	���	� �� ��	�����%	�.7 

���� 	���	�<�
�	� ��	������ � �	-
����� 
�	� �%�� 	�� ���C���� �� 	�����-
	� �� 	�
��� ��	��� �� ��	��%����	� �� 
���
	���� �	��� �� ����������, 
��	� 
C�'� ��������� �� � �
���%	 �������	� 
������� �� �%
� ���������� ����������% � 
	������ � 
��	� C�'� ��������� �� �����-
	��	� �� 	���	�<�
�	� ��	�����% 
�	� 
�%��. ����<�	� ��	������ � 	���%	 ��� 
�������� �� 	���	�<�
�	� �����	��
-
	��� � ����	��
	��� �� �����	 ��� ���-
����� ������<�	���%	� � ���
����%	� �� 
�����<��	� ������ ����� 	���	� (����. 
����� ���	� �� ��	�����	�, ����� ����	� 
�� ��'���, ����� ����������	� ��C���-
	� �� 
����	� � ��.). 

� ������ �� ��C�� �� ��	�����% 	�-
������	���	� � 	���	�<�
�	� ������� � 
������������ ��	��C������� 
����� � 
����	��� �� ����$. �� ����%	 ����� ��$-
�� ���% 
�	� 	�����
� ����	� �� ��	��<�-
��	� �� ����� �� ��	��C���%	� �� �����
-
	�. �� �� ����<� � �<��	���	 
�	� ��>-
����	� � ���%	���� ����������� � �
	�-
��, ������%��Q� ���
��%	� �� ����������-
�� �� ��
�	�� ��	�����%. ��������	���	� � 
	���	�<�
�	� ������� �Q� 	�
� ����-
	���%��	 �����	������ ��	�<��
 �� ��-
�������% �������%Q �� ���������	� �� 
����	��� �� ��	�����%	� � 	���	�	�, 
���'� 
�%	� � C����� 	%'��	� ��(���� �� 
������������ �� ��	�����. ����<����	� 
������ ��
����, <� ��	���Q�	� ���<�	�	 
��>-��<� �� ������������	� ��	�<���� 
(	�������	���, 	���	�<�
� �������) �� 
����� �� 	�����	� �� ���������% �� ��C-
����	� ��	�����%. ����$�	 ������� �	 
	�������	���	� � 	���	�<�
�	� ������� 
Q� �����%� � �C��	��	� – Q� C��� �����%� 
�	 ����	���	� �� 	���	�	� �� ��	�����-
�	�. 

                                                        
7 ". 6. =��<�����, ��	����	-������$���� 	���	
�> 
��	������: 	���	
�> ���	��  DMO 
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���
&����
���  ���/�1�/	�� 
�)��* ��� ��
)
9�
Q�  /��
�� 0��-
	* ' ���	���)
'�� �/(+ �� ��/���-
*��: �� /��9�+'�� / �0
���*+ &
���-
*�(��� ���/�  />���'��  &�
�
�-
��� ���/�1�/	 &�	�� �� ��/���*+-
��. #�Q� 	�
� ����$� �� 	���	�<�
�	� 
��	������, ������$�� �	 	�������	���	� � 
	���	�<�
�	� �������, � ����� ��-
�����$�� �� �����%� 	��� �Q�	���� ���-
��� �� ���� 	���	�<�
� ��	�����%. ��
-
	� ����������	 ?��	�� � ��>�$, 	�> 
�	� 
	���	�<�
�	� ������� �������	 ������	� 
�� ���	� 
����	�, ��������%	 �	 	%' 
����$ � 	%'��	� ������ �� ��	������	� Q� 
�
�$�	 ���<�	���� ���%��� ���'� ������ 
�� ������� �� ��(���� �� ��<��
� �� ��	��-
������	� 	���	�.  

"��C'����� ������ �� ���(��	� 
���
��������� �� 	���	�<�
�% ������ � 
�	�><���	� 	�C���� �����	��, 
��	� 
���������� ��������� � ���������� �����-
	��	� �� 	���	���%	� �� C���	� �� ��Q�	� 
�� ��������	� � 
��	���� ����, ����C�%-
���� �� 
�<�	��	� �� $���	� �� ��	��	� 
��������, �����%���� �� �����% �� ���-
C������� �� 	���	�	�, ��	��		��Q� �� 
���
�	� ��$��������� 	�����	�. ���� � 
�����$��, �
� ����	���	���	� �� ����	-
��%	� 	������ � ��-�������� 	�������	�-
��	� ��������	 ���%�� � � ��
������ 	�-
��� ��
	���	�, �
����Q� C�������%	�� 
���%��� �� 	������.8 

#	��	���<�
�	� ����������% �� ���-

�	������	� ��>��	 �� ����<���� � �����-
C�	���� �� ��	������ �	 	�������	���	� � 
���
�	��� �� ����$�, ���
�	��� �� ��C���-
$�	����	�	�, ���
�	��� �� �����	��
	�-
��	�. � �����	�	 �� �����	��	� �� � �����$-
�� �� � �	��� �����
	���� ���	���� 
�������� �� �����	�� �� ��	�����%	�. 

)��
�	������%	 ���'�� ���������� 
���C'�����		� �	 ������� ��������� �� 
��	����	� �� �����<�� �C�
	� �� 	���-
	�<�
�% ����� �� ��Q�	�%����	� �� ���-

�	������ ���������� �� 	���	�<�
�	� 
��	�����%, 
�	� „�	��� �	 ��>��	�, 
�������  ��Q�	�%����	� �� ���������, 

                                                        
8 �$. ��. ��Y-�������<,  !��������� �����	��� ������-
�� 	������ � �������, )�
��, 2003 

����������%, 
���������%, 
��	��� � 	�-
�������� �� �������%	�% �� ����	�����-
����	� �� ������	� ��������� � ������-
�����	�� �� 	�����	� �� 	�
� � �����, 
�����%��Q� ��<��C�“. 

)�Q�C�	� �� ��$���������% 	������ 
� 
��
������%	� �� ������ ������	 �� ����� 
	�������	��� �� � �	�����<�	 ����  ���� 
� �� �����C�	��	 ����	�� 	��	���<�
� 
���� �� �����	�� �� 	������ � ��	������	�. 
��	������	�, � 
��	� � ��Q�	�%�� 
��-
�������% ��$�� ����%	� �� 	�������	�-
��	� �� ������, ��$� �� � �
�$�	 � ��-

��
����	����C�� �	����%, �C������� 
�	 �
�����<�
�	� � ���
	����	� 
�����	-
����% �� ����	�� ����% �� ������<��� 
�� ���	�	��� � �������. &��� 	���, �C���-
����% ���'�� �� �����	�� �� 	������, ���-

�	���� � �����������	� �� ������� �����-
�%��	 �� ���	�Y���	� �� 
���������	 ��%	� 
����	�
� � ��>	��% � ���
�	� �� �������, 
�� �����C�	%	 � �����%	 �������%	�%, 
��	� 
������	 �� ��	�����%	� �� � 
��
����� � 
C��C�	� �� ��	��C�	���. 

^���<�	� �� �
����� 	���	�<�
� 
�����	�� 	�%	, �� �������, ���� ��	���-
���	�  �������Q�	� � �
�����
�, ���� 
�
�����<�
� �����	� �������, �� ���� 
��� ����� ���<��� ��	��		��Q� �� 	�-
��	�<�
�	� 
��	� �� ��	�. ����
	�	� �� 
���������� 	���	�<�
� �����	�� ������ 
� �	��%	 �� �����	��	� �� �����% 	���-
���, 	.
. ������������% 	������ �� ���	�-
$��� ��	�	�<�� ��	������ �� ��������
� 
�
�����<�
� ��	. 

��������%	� �� �����	�� �� 	���	�-
<�
�	� ��	�����%, ����� �. ��	���, 
„���
�� �	 	���	���%	� �� �����C�	� �-
	���	�<�� � �������<�� ���
�	������ 
	��	���%, ���<��� 
�� �����(��	���� 
�� �������<���� �����C�	�	� � ��	����-
���� ��>	�� �� ��	��		� ��� �������. 
���	����� ������	�	 � ��������	� �� 	�-

��� 	��	���% � �����������	� �� ����-
��<�� ������ �����, 
�� 
�%	� 	���	���%	� 
	�%C�� �� ���<� �����	� �“.9 

)��
�	����	 �� ��	�����%	� � ��>-

                                                        
9 http://intelmedia-group.ru/press-
centr/publikacii/konceptualnye-osnovy-kompleksnoj-
marketingovoj-strategii-razvitiya-turisticheskoj-destinacii/ 
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��	, ���<��� 
�� ��������� �� ������-
���� �����%, 
��	� �� ����%	 	���	���-
	�
�, �� �����<�	 <�	�	�	� �� ���������� 
�� �����	�, 
��	� �������� �	 	���	�	�. 
�� ������ �� ������ �������	�, ��-
���(��	����	� �� 	���	�<�
�	� ����� 
� 
��� � ���������	� �� ���'���	� �� ��-
��������, � <��	� ����� � ��-���%�� <�	 
�	 ��<��	� � �������������	� 	�'����-
���. ��	����	 ���
�	����	 � ������Q� � 
���� �	 ��>-����	� ��	�����	� �� �����-
����� �����	��	� �� ��	������	�.10 

+��� �	 ��>-���
	����	� ���	�� � � 
��������	� �� ������������� ��������-
<�� ���	��, <�%	� ������ ����<� � �����-
������	� �� ��	�����%	�, 
�
	� �� ��	��(-
��%, 	�
� � �� ��$���������% �����. =��%-
��	� ������������� ���	���	 �� ��	��-
��	 ���$�	�, ������  �����$��	�	� > �� 
����������� % ������Q�	 � ������
�	���� 
�� ��	����	� 	���	�<�
� ����	��%. &-
��� <� � �
�����<�� ������	 �� ���������-
��, ��	����	 ���$�	� ������%�� C���� � 
�����	���� �� � ������� ��� �%
� �	��-
��%,  ��� ������������ �� ����	����	� 
��� �������� �� ����	����	� ��
	���, 
��-
	� � �	 �Q�	���� ���<���� �� ���������	� 
�� ��	�������� ����$ �� ��	�����%	�.  

���	����%	 �>	 �� 	���	�<�
�	� 
��	�����% � �����C�	��  ����Q	� �� 
DMO (destination marketing organization – 
����������%, �����������Q� � � ���
�-
	���� �� ��	������)  ���	�Y��	��	� �� 
������ �<�	���� �� ������, 
�B<��>
� 
�������� ��� ��������>
� ��	��(��-

������	���� ������	. ���� � �����	��	-
���� 	��
	���, ���������� ��� ����
� 
	���	�<�
� CB��, 	���	�<�
� �����-
��� � ����� ������, 
��	� � ��������	  
���
�	���� (������%��	 ��������	� �� 

��
����	����C�� 	���	�<�
� �����
	 
�� ��	�����%	�, ������%��	 
�<�	��	� ��, 

��	������	 ���������%	� �� � ��.) �� �-
�	��	��	� ��	�����%.11 

���� ���
	���� ��<�� � �����������	� 
�� ��	������ �	 	���� �� 	�������	���	� 
                                                        
10 ". 6. =��<�����, ��	����	 ������$���� 	���	
�> 
��	������: 	���	
�> ���	�� DMO 
11 ". 6. =��<�����,  O����	�� 	���	
�> ��	������. – 
&�YC���: &�YC���
�> �������	�	, 2010. – 
152 . 

� ���
	�����	� ���	���, 
��	� � ������-
��	 (���
� �	 ��<
� �<�	���� �� 	���-
	�<�
�% �����. "�
�	� �C�	�>��	, ���-
��$��		� �� �����$���� �� �����<�� 	�'-
������� – �	 ����� ���
� �� ����������� 

���<�	�, ���������� �� ���
��� �������-
���, ���%� �C�� �	 ���������%, ��
�	� ��� 
����	�%��	� � 	���$�����	�, ���
�% ������ 
– ������ 	��� � ������	��	� �� ���
	���-
��	� ���	��� ���� 	����������	� ��<�	�� 
���	�� 
�	� 
�	�����	� ��������. O����<-
��	� ������ ���
	����� ���	��� � �����-
��	���� �����$��	 �� 	�������	���	�, 	.
. 
������%��	 �� � �����	��� ���������% �� 
�����<�� �����. 

E-mail 
�	� ���	�� �� 
�����
���% � 
��
���� � �������� (���
� � 	���	�<�-

�	� ����	��% �����  �����	� ��	����	 
	�'�������. ��������	���	� ���	 �C	��-
�� C��� ����� �� �����������, 
��	� � 
�C���%��	 ��	�%���. E mail ���� �����$-
��	 �� �����	���� ����������� �	���� 
����	�	� ��� ��<
� ��>��� �� ��	���-
��%	�, C���� ���
��% ��� �����<�� �C�-
	�%, �������� �� ����	���� �����������-
�� ���	���	��. "���	� ���	�� �� ����-
��	������� �����	��%	 �����$��	 �� 
��� �� � �����Q� 	�
	��� ��	�����, �� � 

�<�	���� ��B	�����, � ���'���	� �� 	�-
�� � ���<�	���� ��-��
� �	 ��Q��
�	�. 
&��� 	��� ��$�� ����$�	���� ��
	�� � 
���
�	� 
���	 ��� ���������	� �� ��-
�������%. 

O�
�����	� 	����� � ����	����� � 
��Q�� PR-���	�� �� ����������� �� ��-
	������	�. ��� 	%' ��	��C�	���	� ����<�-
��	 ���������% �	 ����� ����. ����C�� 
����� � ��	�	�<�� ���
	���� � ���� ���-
��$��	 (���
� �� � ��
������	 ��	�-
�����	�. 12 

? �/(
'+�� �� )(
9�(��*+ '�<�� 
���& 
� &�
�1'����
  �����9
�'����
 
�� ��/���* 
� ���
&����
��� � ���-
����% 	��, <��	� �����C�	���� � ��$�� 

��<
� � 
�����
�������	� ����	�
� �� 
��	�����%	�. �������%	 	�� ����	���%-
�� �%� ��C�� �	 ��
�����-�������������� 

                                                        
12 http://intelmedia-group.ru/press-centr/publikacii/konce-
ptualnye-osnovy-kompleksnoj-marketingovoj-strategii-
razvitiya-turisticheskoj-destinacii/ 
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�	��C�	� ��� �����	� 
�	� ���� ��� ����-
���� ������
�. 

+��� �	 ��>-��$��	� �	��� �� �	�>-
<��� � �������<��� �����	�� �� ��	���-
��%	� � ���
�	����	 �� �������, ��������-
��Q ����������	� �� ���������� ��	��-
���	� � �������	 �	 ��C���	�	� � ��-
���������%	� �� ��	�����%	�. ����$�	 �� 
	���	�<�
�	� ��	�����%, �� ��������-
���	� �� 6.�. ���
��'�� � ��
����	 �	 
����������� � ���������� ����	���, 
�����	�<�Q� �	 ���	��%��	� �� ��<
� 
�������� �� ��	�����%	�, �C	����% ���	 
� ��'���	�, ���%�Q� ���'� ��������	� �� 
��������� �C���. ��<
� �������<��� 
��
	��� ������%��	 ��� ����������	� �� 
���	� �� ��	�����%	� ������� �� � ��	-
��� �%�� ������ �	 �������� �� �	��(�-
��� �� ��	�����%	�. #����� 6.�. ���
��-
'��, ����$�	 �� ��	�����%	� �� �� �C� 
� � 
���
	����	� ������ �� ��	��C�	���-
	� �	���� �	��<�	����	� � ��
�B<�	����-
	� '���
	���	�
� �� 	���	�<�
�	� ��-
	�����%, �������Q� ��>��	� ������
�	��-
��	 �� ��	��������	� 	���	�.13 

+��
	����	� ����<���� � �����C�	��-
�� �� ��	������ �	 	�������	���	� ��$� 
�� C��� ���(�� ��Q�	���� ��� ����<�-
�	� ��: 
���	��, ��������� 	�'�������, 
��	������ �	 
����, �������� � 
��	����-
�	���<�
� �����, 	.�. 
�����
 �	 ��
-
	��� �� �����	�� �� ��	�����%	�. ���� ��-
��<���, <� �� � ��	�	�<�� ��� �� � ����-
��
�	 �������� ����� � �� � ��������	 
��������� 	�'�������, �� � ����� ��<
� 
�� � ��C��� �%	�,  ���C'�����	� ����-
�. %��������� �� ���� ���	���� ����� 
�� ���	��	������� ���	���	� �'�(1�-
'� ��Q���� *���
/� ' 
1�� �� &
���9-
��(��, 	
��
 
� /'
+ /����� �'�(1�'�  
&�������� Q /�
Q�
/�.  

                                                        
13 6. �. =���'�� , )�	���<�
�� ����$���% �� �������-
����B C����� 	���	�<�
�> ��	������, ���C���� ��-
�������> �
�����
�, N 3/4 (19/20), 2006 
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At the end of the 20th century, new econ-
omy appears – global economy. The special 
feature of the global economy is that all types 
of economic activities – production and con-
sumption of goods and services, management, 
distribution of information and technologies, 
functioning of markets – are realized on a 
global scale. The globalization finds expres-
sion in growing interdependence of the coun-
tries in the world as a result of incremental 
volume and diversity of cross-border flow of 
goods and services and also of rapid and wide 
distribution of all kinds of technologies.1 

At the beginning of the 21th century the 
part of all types of services in the developed 
countries’ GDP gains 70%. At the same time 
there is an increase of the employment in the 
services. It should be mentioned that the trans-
port services and tourism have the most impor-
tance in the international trade in services.2 

Many of the contemporary tendencies of 
the globalization in the economy, policy, cul-
ture, communications, in the protection of the 
environment, have positive features getting 
over the contradictions connected with the di-
versity in the world. Besides the positive fea-
tures, the globalization raises ricks that clearly 
are seen in the practice of world tourism. In 
the tourism destinations many economic, so-
cial, ecological problems arise as a result of 
influence of the global factors.3 

The tourism as the one form of the world 
                                                        
1 Maksimova, M. “The problems of stability of the global 
economy” // )� and )&. 2004. � 9. p. 13. 
2 Dyumulen I.I., “International trade in services”, )., 2003. P.19.   
3 O.V. Lisikova, “Sustainable tourism development  in the 
context of global instability”, 2009 

economic relations nowadays gains large scale 
and the importance in the structure of the world 
export increase repeatedly. The processes of the 
globalization in the tourism market are charac-
terized with the features as technological 
changes, modernization of the transport infra-
structure, creating of regulatory mechanisms for 
regulation of the world tourism, etc.4 Constantly 
increasing competitive nature of the tourism in-
dustry require the tourist destinations to develop 
effective marketing plan and strategy. 

In this connection the marketing and 
the development of the destination by tour 
operators are updating, relevant to supple-
ment of the basic tourist product of the desti-
nation, that becomes more competitive and at-
tractive for the tourists. Every tourist destina-
tion has interest in attracting tourists and pro-
viding quality tourist services. That’s why it is 
important for tour operators to develop a com-
plex of actions for the promotion of the desti-
nations, which will increase the effectiveness 
of using the natural and recreative potential.5 

Basic tendencies in marketing and devel-
opment of destinations by tour operators are: 

� evaluate the natural and analys� the 
recreative resources of the destination, paying 
attention to the main problems in using them; 

� development of an information system 
that provides the necessity of destination  
marketing; 

� revealing the special features of the social 
                                                        
4 +.S. Milinchuck, “ Tourism and globalization processes” 
5 M.Y. Fedorova, “Developing a model of tourist destination 
that meets  the requirements of modern market” 
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and economic development of the destination; 
� working out a system for territorial and 

marketing management, that enables to be re-
alized the main aims and purposes of the des-
tination marketing; 

� taking into consideration the prefer-
ences of tourists for destinations: 

� formation of a complex of actions for 
the promotion of the destinations and creation 
of an effective strategy for market positioning; 

� a promotional-information campaign 
and participation at world exhibitions with the 
main purpose to promote the destination op-
portunities of the destination.6 

The positioning, the promoting and the 
management of the destinations are one of the 
main aims and purposes of the competitive-
ness of a region. The upcoming improvement 
of the tourist product is connected with the 
modification of the management approaches. 
In most cases the contemporary informational 
technology finds application for the modifica-
tion. Internet marketing becomes an instru-
ment for management of the destination de-
velopment.  Many tourists choose the itinerary 
for their next vacation with the help of inter-
net, exploring the possible variants of their fu-
ture travelling. Precisely for this reason they 
more often visit the web sites of the destina-
tions and the tour operators that offer these 
destinations. That’s why the one of the main 
purposes of tour operators is to give to the 
tourist the potential maximum of the attractive 
information for the recreative opportunities of 
the specific destination. Tour operators should 
pay a special attention not only to the natural, 
cultural and historical sights, but also to the in-
frastructure of the destination in the marketing 
and development of the destinations.7 

The tourist destinations and the tourist 
sector are faced with the problem of marketing 
of such methods for creating an effective man-
agement system that will enable every re-
gional organization in tourism to strengthen its 
market positions and support the destination 
development as whole. In the making of the 
                                                        
6 S.S. Nikolaevna, “Forming strategies of market positioning 
and promotion of  tourism and recreation destinations”, Sanct 
Peterburg, 2011 
7 N.A. Goncharova, “Internet promotion of tourist destination 
: tourist portal  DMO” 

tourist infrastructure and superstructure, the 
most destinations try to take into consideration 
the preferences and the demands of the differ-
ent target tourist population (for example ac-
cording to the purpose of the travelling, ac-
cording to the level of the income, according 
to the national features of the client, etc.) 

In the process of choosing a destination 
tour operators and the travel agencies are at 
the same time distributional channels and im-
age-makers. They play a very important role 
as market agents for the suppliers during the 
product distribution. They become the most 
powerful and influential organizations in the 
sector which function is to offer organized 
tours. Tour operators and travel agencies also 
are the paramount information source contrib-
uting for the giving tourists a flavour of the 
destination and their decision for travelling is 
based on this information. The research 
mainly shows that the travelers mostly rely on 
the professional sources (tour operators, travel 
agencies) during looking for information for 
the chosen destination. The image that is cre-
ated by tour operators and travel agencies will 
influence and vice versa – it will be influenced 
by the ideas of the tourists for the destinations. 

Tour operators and the travel agencies 
have numerous and serious functions in the 
marketing efforts of the destinations: they 
supply with information the potential tourists 
and create and promote the travel packages 
for the destination. Also it is much more pos-
sible the image of the tourist destinations sup-
ported by tour operators and travel agencies to 
influence these essential processes for one 
tourist destination. As Lauton and Page sup-
pose, in view of the fact that the travel agen-
cies form the opinion of their clients, the im-
age that is created by them and their knowl-
edge for the destinations will exert consider-
able influence on the process of making a de-
cision for vacation of the potential tourists.  

Necessary condition for the successful 
functioning of tourist region is the steady de-
velopment that presumes planning and manag-
ing the advance of the territory with protection 
of the natural and cultural environment, im-
provement of the local quality of life, insur-
ance of accommodation conditions for tour-
ists, that correspond to the high world stan-
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dards. All this is possible if the representative 
of tourism industry and especially tour opera-
tors use factors that influence favourably on 
tourism entirely and on maximum degree.8 

Strategic directions of marketing and de-
velopment of destinations by tour operators 
are marketing of the image, marketing of the 
sights, marketing of the infrastructure. As s re-
sult of their progress it is possible to be made 
up a perspective staged programme for desti-
nation development. 

The marketing approach supposes the ne-
cessity of mutually co-ordination of the inter-
ests of different subjects in tourist market. In 
this way marketing management of tourist 
destination is realized as “a system of activi-
ties connected with the planning, organization, 
coordination, control and stimulation of func-
tions for identification of the processes – for-
mation and reproduction of demand of goods 
and services making profits”. 

Many tour operators cooperate with each 
other and work out a collaborative strategic 
plan for development of tourism in destina-
tions due to the scales of world tourism and 
market competitiveness. Destinations where 
there is a consolidation of the efforts of tour 
operators are in more competitive situation, 
conditioned by the economic and effective 
concentration of join actions for attracting 
visitors in the region. Besides, the incorpo-
rated approach for tourism development, mar-
keting and promotion of the region allow part-
ners to coordinate their policy and activities in 
the frame of the region, to work out and adopt 
initiatives that make destination more com-
petitive in the struggle for customers. 

Destinations of developing economy, re-
gions of developing economy, which are con-
sistent with the tourist map, have the tasks for 
accelerated tourism growth. Projects for re-
gional tourism development necessarily rele-
vant to development of mass tourism, because 
individual tourism does not have sufficient po-
tential to cause economic growth. 

Philip Kotler writes that the conception of 
destination development “requires systematic 
and long-term marketing strategy based on the-

                                                        
8 Jh. Vl. Yun-Deenovich,  “Managing the development of 
business tourism in the region, Moskva, 2003 

ory and aiming to improve the originally earned 
and potential features of the area or the region. 
The main priority in building such a strategy is 
defining a specific target group towards which 
the territory should focus the resources”.9 

The purpose of destination marketing is 
to create circumstances that increase the tour-
ist flow and intensify the frequency of service 
consumption. Many professional experts be-
lieve that the key to improve tourist services is 
in the change of management methods, in 
most cases based on information technologies. 
Internet marketing is among the newest meth-
ods for managing destination development.10 

One of the most effective means is laun-
ching a multilingual information portal de-
signed to promote the destination on both in-
ner and international market. The concentra-
tion of information and the abilities to promote 
make the Internet very attractive to the world 
tourism industry. Apart from being a relatively 
budget way of promotion Internet allows 
prompt and operational reaction in any situa-
tion. The main purpose is to reduce the influ-
ence of negative factors and increase that of 
positive ones – ability essential for activating 
the potential destination image. 

The destination web portal is developed by 
the DMO (destination marketing organization – 
a structure specializing in destination market-
ing) in partnership with major market partici-
pants either by entering in contracts or by an in-
ternal corporate version. These are state bodies, 
regional or municipal tourist bureau, tourist as-
sociations and other bodies dealing with desti-
nation marketing (they manage the process of 
forming a competitive tourism product, control 
the quality, distribution, etc.).11 

Another effective way to promote a desti-
nation by tour operators is electronic media 
widely applied by every market participant. 
There are many advantages of electronic media 
compared to print media and catalogues: low 
cost, integration of different technologies – from 

                                                        
9 http://intelmedia-group.ru/press-centr/publikacii/ 
konceptualnye-osnovy-kompleksnoj-marketingovoj-strategii-
razvitiya-turisticheskoj-destinacii/ 
10 N.A. Goncharova, “Internet promotion of tourist destination 
: tourist portal  DMO” 
11 N.A. Goncharova,  “The development of tourist destina-
tions”,  2010. – 152 p. 
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video pictures to animated videos, sound design, 
large volume of information, easier preparation 
and distribution. Electronic media is an addi-
tional option for tour operators as it allows pre-
senting information in different languages. 

E-mail is widely applied as a means of 
communication and advertising in tourism in-
dustry along with the other internet technologies. 
Tour operators have their own data base which 
is constantly increasing. E-mail spreads informa-
tion about innovations in the destination, allows 
prompt reaction to any event, and creates posi-
tive information space. The contemporary 
means of disseminating enable sending not only 
text materials but high quality illustrations as 
well and the expenses are far lower than sending 
by post. Another important feature is the high 
speed of information transmission. 

Familiarization trips and info tours are 
powerful PR tool for destination promotion. 
The consumers receive information first-
person. This way of promotion is sufficiently 
effective and enables widespread advertise-
ment of destinations.12 

Corporate style is an essential stage of 
exploration and development of destinations 
by tour operators. The elaboration of corpo-
rate style is a key step in communication pol-
icy of a destination. Corporate style incorpo-
rates a variety of advertising and information 
attributes as logos or special symbols. 

One of the most crucial stages of sustain-
able and purposeful development is destination 
marketing. This stage suggests application of 
specific instruments corresponding to destina-
tion features and targets. A.P. Pankruhin defines 
destination image as an aggregation of emo-
tional and rational notions, own experience and 
rumors which influence on the image formation. 
All the above factors allow building a whole 
chain of associations to the destination when one 
mentions its name. According to A.P. Pamkru-
hin, destination image itself is a collective atti-
tude of consumers to destination features and 
characteristics which define the extent of attrac-

                                                        
12http://intelmedia-group.ru/press-
centr/publikacii/konceptualnye-osnovy-kompleksnoj-
marketingovoj-strategii-razvitiya-turisticheskoj-destinacii/ 

tiveness to potential tourists.13 
Tour operators are able to effectively ex-

plore and develop a destination provided that 
they have capital, contemporary technologies, 
human, natural and cultural resources avail-
able, i.e. an aggregation of factors for destina-
tion development. Attracting funds and apply-
ing contemporary technologies is not suffi-
cient. Above all the right place with the neces-
sary resources has to be chosen. Creating a 
well considered destination image increases 
its value to consumers, which on the other 
hand results in increasing of market value. 
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�������	� ��� ������ � ������ �� 
���	����%���� �� ��	����	� �
�����
� � 

�	� �	��$���� �� ���C����	� �
�����<�-

� ������ 	���	�<�
�% �
	�� �Q� C�-
��$� ��	�$. ��������>	���	� �� 	�����-
��	���	�  �����Q�Q�	� � ����Q�Q�	�  
	���� � ������% � ��	��		���  ���C��-
��	� 	��������. � �������<�� ���
	 ���-
�����
�	��	��	�, 
��	� 	�%	 ���� 	�����-
��	��
�% �
	�� � ������� ����� ��<
� 
 
��
����	�����C��		� � �	�><���	� 
�����	��. � ��	�%Q�% ��
��� Q� ��������� 
�����$��	�	� � �����'�	�, 
��	� ���C��-
��	� 	�������� ��������
��	 � '���
	��� � 
�����<��	� ���
	� �� ��������>	��� �� 
	�������	���	�  �����Q�Q�	� � ����Q�-
Q�	� 	����. �� � �	��%	 ����� ��<
�  
��������
�	� �������, ��	�������		� �� 

��
������%	�, �������  ���C����	� ����-
��, ���
�	������	� ���������, �����	��	� 
�� �����
	�	�, ����	� ��	��C������� 
�-
����, ��	����	 � 	.�., ��������>	���	�  

��
����	�	�, 
����	�	� � �����	�. 

"� ����� �%	� �
�� �� �	C���$�, <� 
��������
�	� ��
	��� ���%%	 ���'� 	��� 

���, 
�
 � ��Q� ��	���	 ��	��C�	���	� �� 
	�������	��
� �����. =��C����	� �����-
���
� 	�������� 
�	� �����<����� C��% 
�� ��������	�, ��C�������%	�, �������%	� 
� ����	� ���>�� 	��
	���1 ������%	 	�-
	���� ��������>	���	� �� 	�������	���-
	�, 
�
	�  �����Q�Q�	�, 	�
� �  ����-
Q�Q�	� 	����. "��C'����� � 	� �� ��-

                                                        
1 ��
��� �� #��	����	� 	���	�<�
� ����������% � +�-
����>
�	� 	���	�<�
� ������% �	 2010�. 

��Q��	 	��������	� �� ��	��%���� � ���-
	�
��	�������% �� ��������	�. ^� �� ���-
��>	��	 ���'� ������	� � � ��	�������� 
��	��C�	��� 	�������	���	� 	�%C�� �� 
������$�	 �����	���� � ���� ���������-
���� �����
	�, ��Q�	� � �����%	� �� ���-
C�������% �� 	�%C�� �� � ��C���%, <� �-
����� ��� �� ��������>	��� �� 	�������-
	���	�  �����Q�Q�	� � ����Q�Q�	� 
	���� � ������� � ��������� � �����<�-
���� �� �������% �%�.  

"������� ��
	 �, <� 	�������	��
�% 
�
	�� ��� ����	��Q� ���% �� ����(����� 
�����Q�	� �� ���, �����<����� �� ��	��% 
���� � ����$����� �����Q�	� �� C����C�-
	��� � ����Q�Q�	�  � �����Q�Q�	� 	��-
��. ����������	���	� � ���	��� �� ����-
�
�����<�
� ��	�$ � �����	��, �� �	 ���-
�� 	���� �� � ���C'����� � ����Q � �	-
���$������	� �� �
	���  
�	� ������	�	�� 
�� ����������	� � ��$��������� ����	�
�.2 

=��C�������%	� ���%� ���'� 	�������-
	��
�	� �������%	�% 
�	� �� ���%�� 	�-
��� ����%�� 	�������������	� �� ��>-
��	�, 	.�. ���(��%�� �C'��	� �� �����Q�-
Q�	� 	����. ����<�	� 	�������	��
� 
����� ����	�%Q�� �����	��� ��	����	 
��������	 ���	� �����
	� �� ������, 
��-
	� ���������	 ����������	� �������. ���� 
����� ��������>	���	� �� 	�������	���	� 
 �����Q�Q�	� 	���� ����� ��-���C'��	-
�� � ��	�������.  

=������<���	� � ��Q�	�%�� � ��-

                                                        
2 www.unwto.org/en/event/promoting-tourism-sustainable-
development-and-poverty-reduction 
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��	�� 	���� ���
� ��-	����� �	 ���
�	� 
� ����� �������%	�%, 
��	� �������	 �� 
��$���������% �����. ������� 	�'��% 
������, 	� �� ����	 �� ���������	 �Q�% 
���', 
�
	� ������	� 
������� � �� 	��� 
��Q�	�%��	 ��>��		� � ��� �� ��	-
��% ����� ��� ����	 �� ����%��	 �� ��� ��-
��� ���  ����Q� �� ��-������ ����<�.  

������	�, �������  ���C�������%	� 
���<��	 ����� ������������� ������. � 
������ ����	���, �
������	� �	 ��Q�C� 
� ��������	 �	 ������	� �������%	�%, �� � 
���
�	� � ����� �������%	�% �Q� �����-
��	 �� ��$���������% �����, 
�	� ����$��	 
���%�� <�	 �	 �����	����	� 	��	���� � 
�	�����. )���� �	 	�����	� �� 	��	���-
<�
�% �����$���	 ���<��	���	 ���C'���-
��		� �	 ��������, 
�	� ���� �	 �����$-
��	�	� � �������%	�%	� �� 	��%	 �������-
C�	��� ������� ��(� � �� � �	�����<�	, � 
�� �� � 
��
�����	 ����$�� �, 
��	� � ��-

�B<�	���� ���'��%Q� �� ��	��	�, ����-
����� 	���	�<�
� �������.  

&	 ���� �� ����������	� �����
	� ��-
��� 
��
����	�����C��		� �� 	�����-
��	���	�, ��Q�	� 	�> � ������	� ���	�� 
�� �����>	��� ���'� 
��>��	� ��	��C�	�-
��. �����������	� �����
	� � ����� ��-
�� ����	 �� � �����%	  �����, � ���
�
�-
<�	����	� � �����	���� 	����� � ���	�-
��	 ��� �����%	, 
��	� �����%�� �
�����-
<�
� ������ �� 	�������	��
�	� �������-
%	�%. #��������	� �� ���� 
��	�
	�  
��	-
�����	� �	 �������	� ����� ��	������ �	 
��% 	���� �����<��� � �C'��	� �� ����-
Q�Q�	� 	����. 

"����  	��� ���C�������%	� ������% 
���%	� �� ���
�	� � ����� �������%	�% � 
� ���
�	� �� ��	��	� �
�����
�. �� � 
������$��	 
�	� ��-���
� ���
	���� � 
��������  ������	� ������� �<�	���� � 
����<�� ��������	� �, <�  ����	���� �� 
���C�������% ���(��	� ���� �� ���
�	� 
�������%	�% 	��� �� ��-���$��C��. ��-
�����	����	� ���'��� �������  ������ 
�� ���C�������% (��
����� ���'��� �� ��-
������� �� ���(��	� ����, 	���
�����-

������� ���'���, 
�
	� � ���������  
<�$�� �����	��	��) � ������� �������� 
 ��>��		� �� ������	� �����. )��
�	� � 
����� 	�������	��
� ����� ����	 �� � 

��	������	 � ���� ���%� ���	��������� 
���, �� �� � ���������	 �	 �
������ �	 
��Q�C�. "� ������
�	� �� �����
	�	� �� 
� ��%���		� �� 
����	�	� �� ����� 	��� 
�� ��� �������	�<��, �� � ��$���	����. 
�����	� �	 ��
�������%	�, ���	� ���C��-
��% ��	������� � 
���������� ���'��, � 
�����	����� 
�� 
����	� � ����	 �����$-
��	 �� �����	� �� �����<�	 �������	� � 
��Q � � 
��>�� ��	
� �� ���(��%	 �����-
��% � �%�, 
��	� � ������ ��� �� 	�����-
��	��
�	� �������%	�% ��� ��������>	-
���	� ��  �����Q�Q�	� 	���� � ����-
Q�Q�	� 	����. 

� �����%	� �� ���C�������% �� 	���-
	�<�
�% �
	�� ��
	���	�, 
��	� ������-
�%	 ���
	����		� �� ��������>	��� �� 
	�������	���	� � 	�'��	� ������ � ��	��-
������ 
����	� � �����	�:  

�&+*'+�?% – ���C��	 �� � ����	�-
��	 
�� ���
����%	� �� 
����	�	� ��%�� 
�����<��	� ������	� �� ���
�	������% 
��
. � 
��>�� ��	
�, ���
���		� ���� ��  

��������������.  
�<#/�?% – ���C��		� �� C��� C���� 

�� ������, �� � ���C���	 
����	�	� � 
������<��	� �� ��$�� � $�����%.  

��'%*� +�,$, /' �,'*[#_ – ���C-
��	 �� � �	������ ������� �� 
��
��	��	� 
��	��C�	��
� ���
����%.  

=��
���		�, C����		� � 
��	
�	� 
����� �� ���
��% � ���� ������� ����$-
�� �: C����		� �����%�� �����	� �� 
���
���		�, � 	% �	 ��% 	���� �C��C%�� 

��	
�	� ����� �� ���
��%. � 	��	� ����-
�%��	 
��
����	�� ������	��, ���� 
���-
	� ��	��	�  
��	���, 	�'��
�, 	������% � 
����� � �����<���	 	��
��� ����� � ���-
��<��	� 	����. ���� '���
	���	�
� �� 
�����Q�Q�	� 	���� ���%%	 ��C��� ���� 
���'� ��<
� 	�������	��
� � 	������	-

� �����. ����<�	� 
����	� �� ���������	 
��	����� ��� ��<��
� ��
� ���, � ���	�, 

�%	� 	� �	���%	 �� 	��� ����	���%�� ���-
<�	���� <�	 �	 ����(��% �� ��'��, �� 	��� 
��<��	�, ���
��� � C���� �	��(���� �� 
��	��	� 	�������	��� �������� ��� ��-
���� ������	��.  

������	 �� ���C�������% �
���� ��-
����� ����$�	���� �����>	��� ���'� 
��	����	� 	���	�<�
� ����	��%, � �Q� 
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	�
� � �C%�%�� ��Q� 	% ������$��� �� ��-
	� � ��	�. "� ����� �%	�, �����%����	� 
�� 	������	��	� ���'���, ������� ��>-
��<�  ����
�������	� ������%�� �� �� 
����<� '��� �� ��	���	 � <�$C���.  

"���	��Q�	� ��	�������	 �� ��$��-
�������	� 	������% ���� � �� �����<����� 
�� ������� �� ��� �� ����� �	 ��������	� 
� ����� 	���� �� ����% �%	. � �����	�	 �� 
	��� ����	�� C��% �� 	���	�	�, 	� �����-
'����	 ����<� ����<�� ���	�� �� ����� 
�� ���	�% � � ����	 �� � ������%	 ����-
<� � ��-��
���� ��<��
�.  

^� �� �������% ��������>	���	� �� 
	���	�<�
�	� ����	��% � ��-
��
��	�� 
�� 	�������	��
�% �
	�� � 
��	�
	� �� 
���C�������%	� Q� ��������� � �����<��	� 
������� �C�
	�:  

�>�#?%#=,?*' '^,@[#_: � ���	���-
	�%	� ��� �	���	� ��	���� ��>��, 
���	� 
	���	�<�
�	� ����	��% ������	%�� 	�-
��	�<�
�	� ������� ����	���%��	 ��� 
	�� C���� � C��%	 �� ����	�� C����. 
�����
�, <� ����� '��� � � �	�%��� �� 
������%	 ��� ���	� ����������, ��� � 	�-

���, 
��	� ��C���	 �����	� �� ��	��<�-

�	� ����	�, ��Q�	� �������	 ��
	�, <� 	�-

� ��	%��	 ���	��, ����� � ���� �����-
%	��	�. ������
��	� �� �����% �	���� 
	������	�, ���	��	� �� ������ � ��C�-
��$�	����	�	� �����	���	 ���%	��	� ��-
	����� �� 	�'��	� 
����	�. 

�>��J,�'%��: � 
��	�
	� �� ���C���-
����%	� ����� �
	��� � ������Q�	 ��� 
���
� 
��
����	�� � � ���C'����� �� � 
�����%	 ���'���	�, �� �� ������ ��	��	��-
	� �����. � �����	�	 �	 
���������%	� �� 
	���	�<�
�	� ����	��% ����� �	 ����-
��	� �������%	�% � ���	�
���� ��	����-
����. ���� ����� ���	 ��� �C	���� �-
����	�� 
������� � '�	��� � ��������	 
��
� ����. ���%
��� ��>	��	����	� ��-
��<�
� ����	��� �� 	���	�<�
�	� 
������% ��<� �� � ���C'�����, ��Q�	� ��	-
��C�	���	� ���������	 ��%	� ��<��
� ��-
��>� <��� �����<�� �>	��� C����������� 
�� �����(��	��� ��	���. ���� �����	�� 
���� �����$��	 ������	� �������%	�% 
���� �� ��	%��	 �	 ���'��� �� 	���. 

)��
�	� � ��������� 	�������	��� 
�� ���	�$���	 �����	� � ��	� �� ��	�-

�%���� � ������	����, 	�%C�� �� �� �����-
����	, 
��	� �� ����� ��
��
����	����-
�C�� ��%�� ������	� ����� �� �	��(�-
��� �� ����	�.  

����� ��$�� ��������>	��� � ���-
��%	� �� ����	� ���C���� 	�������� � 
�������  ���
�	� ���� �� 
��
������%, 

�
	� ��$�� ���	� 	�������	���, 	�
� � 
��$�� 	%' � ����
�������	� ��������. 
�%'��	�  ���	��
	������� 
�	� �������	� 
�� Swiss �	 Lufthansa � KLM �	 Air France, 
�� ��-������% C��> �� ��
�	������	� 
��������<�, ���%	 �� ��	�$ �� ������, �� � 
����	���%��	 �����'� �� 	����������	� 
	�������	��
� ��>��	� <��� 	�
� ����<�-
��	� „������<�� ��
�	�”. ���� ����� 
�
�B<�� ��%
� ������������ ���������% �� 
	���	�<�
� ��
�	 ������ <��� ��	����	. 
 ��������	��
�%	 �
	�� ��$� �� ���-
���� �� ���  �����<�� ��<��� �� 	��� ���-
��'�: �� � �����	�<� ���'� ����������	� 
�� ����<�� ��	�����% �� �
��	�<�� ��	�-
����� ��� �� ������ ��� ��	����	 ���	-
�����. � �����% ��<�> 	�������	���	� 
��������	 ��
	�, <� 
����	�	� ������<�	�	 
������������ ���	, � ��� �	���% ��<�> 
	�������	���	�, 
��	� ���������	  �����-
��� �����, 
�	� TUI �������� � � �-
	�%��� �� �������	 ����������� �� ����	� 
	��������3.  

+��� �	 	�������	� �� ������ �� 	���-
����	��
� �����
	� � ����%�� � ��	��C�-
	��
�	� 	�����. �����	�	� ���
��	 ��-
���
� 
�<�	�� ��� �%
� <�	 �� ���	� 
��	����� � ��-����� ���	�%��% �� ��	���-
�� � ��������  ����'����	� ������, 
��-
	� ���� �	�	���� ������Q� �
��	�<��-
	� ��	������ � ��-������
�	����. ����� 
�������, 
��	� � ��C�B����	 ���� ��-
�����	� ���	���	�% � ����$����	� �� 
�������������	� 	�'������� � 	���	�-
<�
�% �
	��. ���� ���%� �� ��� ���'� 
������ �� ����������% �� ��>��		� ��	�� 
� 	�������	��
�	� �������%	��, �
�B<-
��Q ���� �	��� �� ���������� � 
�����-

���%  ��	��C�	���	�, �� � �� ���(��	� 
���
��% �� 	�������	���	�.  

=��C����	� 	�������� ��� ������-
��>	���	� �� 	�������	���	�  �����Q�-
                                                        
3 www.tui-group.com/en/sustainability/companies 
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Q�	� � ����Q�Q�	� 	���� � ������� 
����� ��<
�  ��	����	, 
�	� ���	�� �� 
��C�� � ���������% �� ��	�����. ���� ��
	 
�� ����	�� 	���� �����%�� 	�����	� �-
����	� �� 	�����������% 	���	�<�
� 
����	. "� �����  	��� ��	����	 �����	��% 
�����$��	 �� � ��������	 ���� ��-
���
	���� ��	��C������� 
�����, 
��	� 
������	 �� 	�������	���	� �� ���%��	 ��-
��� ����	�<�
�	� ������� �� �����Q�Q�-
	� 	���� � �� ��	����	 � �C��$��	 ��-
	��������	� � ������, �� �� �$������ � 
�����%	� �� ����� ��	�������, � � �%
��  
��<�� � ����%��� 
��
������%.  

"%
�� �	 �������	�, 
��	� C%'� ��-
��������	� � ��-���
�	� ���'��� �� ��-
�������� �� 	�������	��
�	� �����, �� 
�������� � ������$��� ��  

�>	. ���
����� ���%� � � ������% ��-
	�
 �	 ��	��<��� � 
��
����	�.   

��������
�	��	��	� ���� 	�������	�-
��	� �Q� � 	%�� ������� ����$�� �. 
�� �
�B<��	 ����	��Q�	� 
��
������% 
��$�� �����	� �	 ���� � �Q �������
� 
��>��, 
��	� ��������	 ����C�� �����
	� 
� ��	����	 
�	� ���	�� �� ��C�� �� ��-
<��
� � ��-�������� �� ���������% �� �-
����	�� C���	�.  

���<���	� 	��� ��� ���������� �� � 
������� � ��������>	���	� �� 	�����-
��	���	�  �����Q�Q�	� � ����Q�Q�	� 
	���� � �����%	� �� ����	� ���C���� 
	�������� �, <� � ���	� � �	��%	 �� 
��-

����	�����C��		�, ��Q�	� ����%	 �
-
	�� � ���
�
��
����	�� � �Q�	���� ��-
�%�� ���	��	 �� ����C� �� ������� �%�. 

"�
� ��� ���������� ������	� ���-
��>	��� �� ���C�������%	� ���'� 	�����-
��	��
�	� ����� �� ��	�� ����. =��C�-
������%	� ���%��� �� ���
�	� � ����� 
�������%	�% �� ��� ������ ��<���. ����� 
	% �� ���%�� 	���� ����%�� 	��������-
�����	� �� ��>��	� � �	��� ���C�������-
%	� ������% ���%	� �� � ���
�	� �� ��	-
��(��	� �
�����
�.  

����� ��<
� ������ ��� ��<�� ��C�� 
����$�����	� � ������������ ���
� � 
����� 	�������	��� �� �����%	 � �����%-
	� �� C���� ���(�� ����  ��	������� 

��
������%.  

)�$� C� ��>-���	�<�� ����%�� � 

�������  �����	��	� �� �������������	� 
	�'�������, 
��	� 
������ ������%	 ��<�-
�� �� ����������% �� ��>��		� � 	�������-
	��
�% � 	������	
�% �
	��. "���%	 
��	��� ������% ��<���, �� 
�>	� � ��-
�������	 ��<��
�	� � �����	��	� C���	�, 
� �Q� � 
�����
���%	�  
����	�	�, 
��	� 
�����	��% �� �����	� � �
	��� ������ 
�����$��	�, �� � ���$�	�� �����'�. 
"�
�	������	� ����
������� �Q� ���-
���%	 	���	�<�
�% ��>��$ � +�����, 
������ � �Q��C �� 	���	�<�
�	� �������.  

&	 ����� ������ 	�<
� 	�������	���	�, 

��	� ��C�	%	 � ���� � �Q� �������
� 
��>��, ��������	 ����C�� �����
	� � ��-
������	 ��	����	 
�	� ���	�� �� ������-
<��� �� ���� 
����	�, ��C��%�� �� ���� 
��	������ ��� �����C�	���� �� ���� 	�-
��	�<�
� �����
	� �$������, 
��	� �� 
������ �� � ��-C���� �� ���	� 
����	�, 
�� ����%��	 �� ���� ������ ��� �� ���(�-
�%	 ��% ������� �%�. ��� ����
�  	��� �-
��
	 � $���	���� 	� �� � �����������	 � 
�����	�<�	 ���'� ������� ��(�  ��-
���
� 
��
������%, �����	��%Q� ����<� 
�����$��	� �� ���
�	� � ��������� ��	-
��<�
� �������. �����	
�	� �	��� �� 
��������� �C��$���� � �C��	�� ����
� 
� ���� �	 �����$��	�	� �� ����(����� 
C����		�  
����	�	�4.  

����	� ������$���� 	���	�<�
�	� 
����	��% � ��>��	� �%��	 � ��$�� �� � 
�	<�	� ��
	�, <� ���
�	� � ����� �����-
��%	�%, 
��	� ��C�	%	 � 	�������	��
�% 
�
	�� �� ��	�� ���� � ���� ������� 
�	 �������	� ��	����Q� � ���C����	� 	�-
��	�<�
� �����	��.  

"� 	�%C�� �� � ������%�� � ������-
��>	���	� �� 	�������	���	�  �����	� � 
�����Q�Q�	� � ����Q�Q�	� 	����. �� 
��� �����<�� ���
	�. &	 ���� 	���� ��C-
�� ������������	� � ��������� ��
����� 

������% ������ �� �������%	�%	� �� ��-
	����	 �� �� (���
 
��� ��	��C�	���, �� 
�����<�	 �������% � �%�, �� ����(�	 ��-
%���		� �� ��	��C�	���	� 
�� ��	��	��	� 
	�������	��
� ����� � �� �����C�%	 ���� 

��
����	�� ������	��.  

��
 � ��
�B<�	���� ��$�� ���%	� �� 
                                                        
4 www.inroutenetwork.org 
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���C�������%	�, ��Q�	� 	% � ����	� ��-
����������� � 	���
�����
������� 	�'-
������� ������Q�	 �����	� � ������ 
���$�Q� ��� �� ��
� ���� ���
	 �	 <�-
��(
�	� ��>��	. "���	� ���C���� 	�����-
��� ����	 �����$��	 �� �����	� �� ����-
����%	 ��<
� ������<���% 
�
	� �� �����, 
	�
� � �� �%	�. ���������%	� ��	��� �� 
�%
� 	�<
� � ��	� � 	� � ������ �����, 
�-
�	� �	 ���� 	���� � �����$��	 �� 	�����-
��	��
�	� ����� �� �����%������	 ��>-
��		� � �����
	�	� �, �� �� ��� � ����-
�� �����'�, �������  ��	�������		� �� 

��
������%	�. ������ 	��� ���<��� ���-
'�	 �� ����>��	� ��
���� ����� ����� 
��<
� �	 ��C��� �� ���
�	����� �
��, 

�>	� �� ���� �� ��	���� � ���	� ��-
����% �� ����	� � �����	� �� '���	�. ���� 
�����	���, <� 
���	� 	� ����%	 ���	� ��-
�������� Q� � �C����	 
�� 	�������	��-

�	� �����, 
�%	� � � �	��<��� �	 ��<
� 
�	����� � �������������% ��	�
. 

^� �� C��� ��	����	 	��� �����	�	 �� � 
�������%Q� ��
�����	� 
������% – ����-
���%Q � ����$�, 
��	� � � ��������� �-
�	��	��	� 	�������	��
� �����. &	 ��
-
�B<�	���� ��$��	 � 	% �� � �	�����<�  
�����	� �� ����� �����<�� ���������%, 
��������, ���	� �� ���	���	� �
�B<��� � 
�����	�$�. ��
� 	�������	��
�	� ����� 
� �����%������ <��� 
��	� ��
����, 
�%-
	� � ������ ��<�� � ��-���
	���� � �	 
��>-��������	� � 
��� ��
����� ��	����-
��. 

"� ��>-��$��	� �	�����<�	�� �� 	�-
������	���	�  �����	� � �����Q�Q�	� � 
����Q�Q�	� 	���� � �����%�� � ������-
������	� �� 
������� � ���%�� �������  
�	�><���	� �����	��5. ����	� 	�������-
	��
�	� ����� ��
������ ��%	� �����$�-
��	 ��� ����
�  ���C����	� �� �
����	� 
����, � 	.<. �����%����, ��<������� �� ��-
���	�, ���C���� ��	���%��, ��Q�	� �� 
��	��(���	� ������, ��������� �� C�����-
���C�����	�, �������%���� �� C����		�, 
�������� �� ��	��	� 
��	��� � C�	 � ����-
�� �����, 	% �����$�� ��% ����$. ������-
��	���	� �<�	��Q� � ����C�� ������	��� 
� ���>	��	  �����	� � ��������>	��	 
                                                        
5 www.media.unwto.org 

�� ���  ��	��C�	���	� � ��	��	��	� 
	����, �� �  �����	��	����	� � �������-
	��	���� ����������� � ��%, ��Q�	� ���-
��$����	� �� �	�><��� �����	�� ������%-
�� �� 	���	�<�
�% �
	�� �� ��������� 
��	������� � �� �����	�� �� �
�����<�-

� ��	�$ � �����	��, 
��	� � �����	� �� 
����(����� �� 
��
����	����C��	� � 
�� �	�����	� 	�������	��
� �����. 

� ��������	� � Tourism Vision 2020  
#��	����	� ����������% �� 	������ 
�� 
&&" ���������� C���� 1,6 ����. ��$����-
����� ��	�����% ���� 2020 �., 
�	� +����� 
� ����������, <� Q� ������ ����� �%	� � 
��	���� ��Q�C, �� ��	�<�� 6��% � ��'��-

���
�% ������ Q� �	����	 �	���	� �%	� 
�	 #������ � �$�� 6����
�. #�����%	 
��	�$ Q� C��� 4,1%, 
�	� +����� � 6��-
��
� Q� �	���	 ��� �����	� ���� �� ���-
��
� �	 ����� �������6. ���� 	�������% 
��	���$���� �������% ��	������ �� 	�-
��	�<�
�	� ����	��% �� ���
������� 

�	� ������	�� �� ��	�$ �� �������Q�	� � 
	����.  

�������	� ���C���� 	�������� ��-

����	, <� ��	�����%	� 
�� �������Q�	� � 
	���� � 	����	� �	 	��	�% �%	 ����	��	 
 ����� ��-������ 	������ �	 	��� � �����-
��% �%	.7 ��������	���	� � ���C'����� �� 
� ��������>	��	 ��
�B<�	���� ��	��-
�����  	��� ������, ��Q�	� 	� ���	 ���%� 

�����	�	 �� ��� 
�	� ����Q�Q�, �� � 

�	� �����Q�Q� 	����, �� ����� � ����-
��	�	 �� 	��� ��������>	��� 	�%C�� �� C�-
�� ����������	� �� ���	�� �� ��������	� 

�
	� �� �
����	� ����, 	�
� � �� 
��	��-
��	� �����	��. 

                                                        
6 www.mkt.unwto.org/en/barometer 
7 =���(�� ��
��� �� #��	����	� 	���	�<�
� ��������-
��% �	 2010 �. 
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The last two years are years of recovery of 
the world economy and as a reflection of the 
global economic processes the tourist sector is 
also growing. The interaction of the tour opera-
tors with the sending and hosting countries is 
changing in conformity with the global trends. 
In the long-term the challenges that are facing 
the tour operator’s sector are mostly related to 
the competitiveness and the sustainable devel-
opment. This paper will examine the opportuni-
ties and threats that global trends cause in the na-
ture and the various aspects of interaction of tour 
operators with the sending and the hosting coun-
tries. They relate mainly to demographic 
changes, the intensity of competition associated 
with the global markets, the marketing planning, 
development of the products, the new distribu-
tion channels, the Internet, etc., the interaction 
with competitors, customers and media. 

Firstly, I want to point out that the demo-
graphic factors affect where, how and why con-
sumers travel using the tour operator services. 
Global demographic trends such as the increase 
of population, urbanization, migration and the 
new family structures  change completely the in-
teraction of the tour operators with the sending 
and the hosting countries. They need to meet the 
trends of aging and multy-culturization of the 
population. In order to influence the actual and 
potential clients the tour operators have to offer 
innovative and strongly differentiated products 
because in times of globalization it should be 
remembered that main purpose of the interaction 
of the tour operators with the sending and host-
ing countries is the maintenance and growth of 
the market share. 

Without a shadow of a doubt the tour op-
erator sector has an increased role in the raise 

of the level of the GDP, in the increase of the 
net export and the decrease of the level of the 
unemployment in the sending and hosting 
countries. On the one hand tour operators 
bring socio-economic growth and develop-
ment, but on the other hand they need a help in 
promoting the sector as prior for the national 
and international policy. 

Globalization affects the tour operators 
companies and facilitates their transnational 
activities, i.e. extends the scope of the sending 
countries. Most of the tour operator companies 
now offer their products on the market via 
internet and this way they pass over the na-
tional borders. This makes the interaction of 
the tour operators with the sending countries a 
lot more comprehensive and intensive. 

The above is conducted somewhat harder 
by the small and medium enterprises that op-
erate on the international market. Given their 
size, they cannot achieve the same success as 
the large companies. That’s why they operate 
only on the national market or can enter a new 
market only with the help of bigger players. 

Globalization theories indicate many in-
terrelated processes. In many industries, econ-
omy of scale is used by the large enterprises, 
but the small and medium enterprises also op-
erate on the international market by introduc-
ing a big part of the innovative strategies in 
the industry. Many of the theories of the stra-
tegic management emphasize on the need of 
innovations as one option is companies to seek 
for undeveloped market niche and to cooper-
ate rather than to compete with each other, 
which is very suitable for local, independent 
travel agencies.  

The competitive power of tour operators 
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depends on the type of the offered products be-
cause that is the main tool for influencing the 
consumers. Traditional products and services 
easily can be replaced by others, however, the 
one with a high quality and the innovative one 
are difficult to be imitated or replaced, which 
provides economic benefits for tour operators’ 
companies. Establishing new contacts with 
counterparts from foreign destinations can in-
crease the scale of hosting countries as well. 

Globalization changes the role of the 
small and medium enterprises within the local 
economy. They are considered being less ef-
fective than the big market participants and it 
is foreseen that with the increase of the global-
ization the external environment for the small 
enterprises is getting even more hostile. The 
additional costs associated with the process of 
globalization (fixed costs for testing the exter-
nal environment, telecommunicational costs 
and negotiations with foreign governments) 
are mainly related to the activities of the large 
companies. The small and medium tour opera-
tors can integrate into one big centralized of-
fice in order to benefit from the economy of 
scale. However, the specifics of their products 
and the loyalty of their customers make this 
not only unrealistic but also undesirable. The 
benefits of location, instead of the global inte-
grated and coordinated approach, are customer 
oriented and enable companies to increase 
their market power and eventually to expand 
their market share, which is the main goal of 
the tour operators in their interaction with the 
sending and the hosting countries.  

In terms of globalization of the tourist 
sector the factors that determine the efficiency 
of interaction of tour operators and their exist-
ing and potential customers are: 

Flexibility – the ability to adapt to cus-
tomer requirements in relation to the various 
elements of the marketing mix. Ultimately, 
flexibility leads to customization. 

Closeness – the ability to be close to the 
market in order to understand the clients with 
their specific needs and wants. 

Fast response – the ability to respond 
immediately to specific user requirements. 

Flexibility, proximity and the quick re-
sponse are strongly interconnected: proximity 
provides the flexibility and in return flexibility 

provides the conditions for a quick response. 
All three of them provide a competitive advan-
tage even when the local culture, technology, 
trade and law differ so much in each country. 
These characteristics of the sending countries 
influence strongly on all tour operators and 
travel agencies. Most of the clients do not 
book a travel or a vacation every day and the 
amount of money that is spent represents a 
significant part of their annual income. That’s 
why the personal, flexible and quick attitude 
of the local tour operators towards customers 
has many advantages.  

The globalization process has a major 
positive impact on the world tourist industry 
and explains why it continues growing. 
Firstly, the reduced transportation costs asso-
ciated mostly with the airlines allow more 
people to travel abroad. 

The growing intensity of the international 
trade leads to an increase of the GDP per cap-
ita in many countries all over the world. As a 
result, the number of tourists is increasing. 
They spend more money during their stay and 
can afford more and luxury vacations. 

In order to determine the interaction of the 
tourist industry and in particular the one of the 
tour operator sector in the context of globaliza-
tion I will go through the various market players: 

Travel agency: in the decades after the 
World War II, when the tourist industry is 
booming the travel agencies represents a new 
type of business and their number is growing 
rapidly. Although many people are able to 
make reservations on their own there are a lot 
of people who choose the services of the travel 
agents because they realize that this way they 
save money, time and even can escape trou-
bles. The comprehensive knowledge of the 
travel agents about the transportation, the ac-
commodation and the attractions ensure a 
pleasant travel for the clients. 

Tour operators: In the context of globaliza-
tion many industries become highly competitive 
and it needs costs to be cut in order to survive 
the company. As a result of the consolidation of 
the tourism industry many of the big companies 
are vertically integrated. These companies have 
their own airlines and hotels and offer low 
prices. Sometimes the actual physical presence 
of the travel agency is no longer necessary be-



GLOBAL TRENDS IN THE INTERACTION OF TOUR OPERATORS WITH THE SENDING AND THE HOSTING COUNTRIES 

 173

cause users book their holidays online through 
various websites thanks to a sophisticated soft-
ware. This development allows even large com-
panies to save on labor costs. 

The small and independent tour operators 
do not have airlines and accommodations and 
therefore they have to book them. This makes 
them uncompetitive compared to the large 
companies in terms of price.  

Another important interaction in the context 
of new global trends is associated with the high 
levels of competition between and among tour 
operators, and between them and the airlines, for 
example. Their restructuring as the merges of 
Swiss by Lufthansa and KLM by Air France and 
the growing number of low-cost carriers lead to 
market growth, but at the same time pose a threat 
to traditional tour operator activities with the so-
called "dynamic packages". This model includes 
personal direct booking of tourist package mainly 
through the Internet. 

Tour operator sector can react in two dif-
ferent ways to this threat: to focus on the of-
fering of distant trips to exotic destinations or 
to create its own Internet platforms. In the first 
option tour operators use the fact that custom-
ers prefer professional advice, while in the lat-
ter option tour operators who have the finan-
cial resources, such as TUI, are able to react in 
time to the new trends.  

One of the trends on the market of tour 
operator products is the change in the demands 
of the consumers. Customers demand higher 
quality in every aspect of their travel and 
longer distances of travelling than in the pre-
vious years, which naturally makes exotic des-
tinations more attractive. Another change that 
has occurred in recent decades is the introduc-
tion of information technology in tourism. 
This affects not only the process of the ar-
rangements of the activities within the tour 
company, including new systems for booking 
and communication with the consumers, but 
also the external function of the tour operators. 

Global trends in the interaction with the 
tour operators with the sending and hosting 
countries are primarily linked to the Internet as 
a tool for selecting and booking a travel. This 
has somewhat reduced the demand of the tra-
ditional services of the travel agent. However, 
the Internet provides an opportunity to use 

new, more efficient distribution channels that 
help tour operators go beyond the political 
boundaries of the sending countries and reach 
and serve the potential market. Unfortunately 
this is happening in a very intense and some-
times unfair competition. 

Some of the changes that were mentioned 
above are the higher costs of managing of a 
tour operator company and of creating and 
maintaining a site. Moreover, there is an im-
mense price pressure coming from the suppli-
ers and the competitors. 

Challenges that tour operators are facing 
are closely related to each other. They include 
increased competition among companies in the 
same geographical area that offer similar 
products and the use of the Internet as a tool 
for selecting a holiday and more specificly for 
booking airline tickets. 

The reason that these two variables are 
related to the interaction of the tour operators 
with the sending and hosting countries in the 
terms of new global trends is that both relate 
to competitiveness, because the whole sector 
is highly competitive and there is great danger 
of a loss of some of the market share. 

Now let’s consider the real impact of glob-
alization on tour operators on a local level. 
Globalization impacts on the small and medium 
enterprises mainly in two ways. On the one 
hand, it facilitates a lot their transnational activi-
ties and on the other hand globalization changes 
their role within the domestic economies. 

Above all, there are ways well organized 
and well managed small and medium tour op-
erators to survive in a rough external environ-
ment with intense competition. 

Perhaps the most dramatic change in-
volves the development of information tech-
nologies that are revolutionizing the way the 
activities in the tour operator sector and the one 
of the travel agencies are organized. The new 
software changes the way that holidays and air-
line tickets are booked, as well as the commu-
nication with the customers, which provides 
companies in the sector with a number of op-
tions, as well as with many threats. Low cost 
airlines also change the situation in Europe, 
mainly at the expense of travel agencies. 

From another perspective tour operators 
who work in the same geographic area offer 
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similar products and use the Internet as a 
means of attracting new customers, adding 
new destinations and developing new tourist 
products, which helps them to be closer to 
their customers, to enter new markets or to ex-
pand their market share. Referring to this as-
pect it is desirable to specialize and focus 
them on market niches with less competition, 
which are providing more opportunities for the 
small and independent travel agencies. Client 
systems for personal service and feedback are 
some of the opportunities to increase prox-
imity to customers. 

When considering the tourism industry as 
of its nature it is important to be mentioned 
that small and medium enterprises that are op-
erating in the tour operator sector on a local 
level are highly dependent on the changes oc-
curring in the global tourism development. 

It should not be underestimated the inter-
action of the tour operators with the media at 
the sending and hosting countries. It has dif-
ferent aspects. On the one hand the well or-
ganized and conducted campaign helps com-
panies reach a wider range of users, increase 
their market share, increase customer loyalty 
to the certain tour company and gain new 
competitive advantages. 

Here the role of globalization is ex-
tremely important, because globalization and 
the new information and communication tech-
nologies make the media a major driving force 
behind every aspect of human activity. The 
new global trends allow the media to over-
come all limitations both in time and place. In-
formation spreads everywhere in the world  in 
real time, which on the one hand is an oppor-
tunity for tour operators to promote their ac-
tivities and products, but on the other hand it 
brings them a number of threats related to the 
intensity of competition. Therefore, the suc-
cess of media advertisement depends mainly 
on the choice of a marketing team. This en-
sures that when customers make their book-
ings they will go to the tour operator company 
that stands out from all the others in the data 
stream. 

To achieve this result the advertising 
campaign is not the crucial thing – crucial is 
the image that the certain tour company has 

built. It is vital that it cooperates with the me-
dia on various studies, estimates, advice for 
viewers included in the reports. This way the 
tour operator company promotes itself through 
product placement, which in many cases is 
more effective than the most brilliant and ex-
pensive advertising. 

But the most important cooperation of the 
tour operators with the media at the sending 
and hosting countries is expressed in the or-
ganization of campaigns and events related to 
sustainable development. When the tour op-
erator company declares its concern about en-
vironmental issues, including pollution, re-
source depletion, global warming, protection 
of the endangered species, biodiversity conser-
vation, poverty, protection of the local culture 
and customs and many others, it builds up its 
image. Tour operators participating in such 
initiatives cooperate with media and interact 
not only with consumers in the country, but 
also with government and NGOs in it, because 
building sustainable development permits the 
tourism sector to realize its potential as an en-
gine of economic growth and development 
which are the basis for the increase of the 
competitive power and growth of certain tour 
operators. 

In its program Tourism Vision 2020 World 
Tourism Organization of the UN estimates 
around 1.6 billion international travels in 2020 
and it is expected that Europe will retain first 
place in the world while East Asia and Pacific 
region will take second place, displacing North 
and South America. The average growth will be 
4.1 percent, as Europe and America will remain 
below average unlikely other regions. This trend 
confirms the enormous potential of the tourism 
industry to function as a generator of growth for 
developing countries. 

Latest global trends show that travels to 
developing countries and third world countries 
grow at a much higher rate than those in the 
western world. Tour operators need to interact 
intensively with these exclusive markets be-
cause they have a big capacity not only as 
hosting but also as sending countries. How-
ever, a base and priority of this interaction 
should be the generation of tools for protecting 
both the environment and cultural heritage. 
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� ��	���� ��Q�C 	�����	� �� ��  
��� ��	����� � ��
����% � � ����(��� ��� 
��	� �	 2004 ������ ����. ��	����	 
�	� 
<� �� � �����
��� �	 ������<�����	� �� 
�C�$�����	�, <� �� � �� „
�����	�“ � �� 
„C���	�	�“. #�� �����	� � � ���������� 
� ���� � ��	���� ��	�� �� ����%�� � 
	��� � �%��	�� ����C�%���� �� ��(��-
��	� � ����<�
� �	�%���. ���� �����-
��	� ������ � �����<��� � 	�����	� �� 
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��� 
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��C��. #�� �������%	� ���<�	� 
�
	� �� 
����
���Q�	� � ��<�C�� ��������� �� 	%-
��	�, 	�
� � �� ��	� 	�� 	������	� �� �-
��
����� �� ���.  

�����	� �Q� 	�
� ��
����	 � ������� 
����	��� �� �� 	������ � �� ���������-
	� � ��	����	 ���	���	��	�. )����
��	�� 
� � �����<��� �������������	� ��	����-
�� �� 	��� 	���, 
��	� 
��� �� ����<� '��� 
�� � ��	������	 � ���������	 �	 	%'. &<��-
	��� � 	�������%	�: 
��
�	� ��-�������, 
	��
��� ��-	�����. # ����	��Q�	� ����-
�%���	 �� �� ���������	� � ����
���Q�-
	� � ��<�C�� 	������ � ��C�B���� � 	��-
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	 �� �������%-
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�� ��� O��
� C��� � ��%�%���� �� 	���-
	���%	� �� �%��	� ������% � � �����	��� 
����B����� � 
�����
� �� �	���� � ����-
��<���%, ����C�� �� ���������	� �� 
��-
���
�. ����� '���	��� �������� C����>-


�% ���� ��, ���<�	  ����Q�	� � ����-
����� ������, �� 
��	� � �%�����, <� ���	 
��<�C�� ��>	��. #�
��Q����	� �� – 
Sanus per Aqua ����<��� "^����� <��� ����". 
#���	� �� ���������	� ���� � ��C�� �����	� 
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��'� �� <���
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����� �� 
	%��	� � ���<�	���� � ���
����� �� ���.  

���	� �� ��	�%Q�% ��
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�����, 
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� ������	� �����	��. ��	�����	� �� ��	�-
%Q�	� ��� ���������� ������ �� ������	� 
���<��� �� �� ���Q���%	� � ��>-<�	� 
����������	� 	������ � �� ����	��%	�. 
�� Q� �� �������	 �� ���C���� �
���	�	�, 

�� 
��	� 	�%C�� �� C���	 ���<��� ����-
%	� �� C�����
�	� ����������<� � 	��� 
�����������.  � �����	��� � ���<��� � 
��������Q�	� 	�������� � �
	���, ����-
���� �	 �������	�	� �� 2020 �.  
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� 	�>��	� ���������� � �����	� �� ����<-
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������� �	 ��	���� ��Q�C. �� � �����-
���� ����<����  ��� 1025 ��������	� �	 
34 	���� �� 6 
��	����	� ���� ���	 2011 �. 
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���� �� ������ 1. �� �����	��%	 �� �� 
�����������	�	� �����$��	 �� ��-
��C�� ���
���� � ���C�����	� �� ���	� 

����	� � ����<����� �� ��-���%�� ��%�-
��	 ��� 	%'  ��� �����$���	� ��.  
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���� ���� ��������
�	��	��.  "���<��	� 
�� �� �����% ��<� �� � ��	�	�<�� ��� 
�� �C� � 
��
����	�� ������	��, 	�> 

�	� ��	��C�	���	� � ��-���	�������� �	 
�%
���. � ���
�	� �� �������	� ������	 
������ �� ����	��%	� �����$� �� �����-

���	� �������, � � C���Q� 	� Q� ��	��-
��	  �Q� ��-C���� 	������. ����Q�	� ���-
��	�� �� ����	��%	� � ���%� �	 ��� ��	�-
��
	���� ���
	�: '���	� 	���	 �� ��-
����	�������� �	 �����������% ��<�� �� 
$���	 � �����
	���	� ���� 	��� �� ��-
�C(���� � ��-������������. � �	����� �� 
����(���	� ������� �� ����������� $�-
��	 � ��	��%	 �� ��-���
� 	�����	� 

�� 
�<�	��	� �� ����������	�. #�Q�	-
���� ������� 
��
������% ��� �� '�	�-
��	�. �� ����� ���	 ������ ���	� ����-
<�� �� ��������� ������ � ����� ��>�� 
����	���%�� 
��
����	�� ������	��. �� 
���� � C��� ������$���� 
�	� �����
	��% 
���
�	����� ��	�����	. �����
� 	��� 
����� '�	��� �����Q� 	��� 	�������%, ��-
<� ��	���	 �	�� �� ��%��	. ��� �� 	�-
��	�	� � ��	� ���	�� � �<�
��	 �����-
���. ^�	��� � ���C'����� ������� � '�	�-
����
�	� ����	��%. � C���Q� �����$��-
��	� �� �� ���	�� Q� C��� ���	����� <�	 
�	 	�����	��	� �C�������� �� <�	��� � ��	 
�������	� '�	���. 

+
���	�	� � ����	� �� �� 	������ 
�<��	���	 ���� 	��������, 
��	� Q� C���	 
����Q� �� 2020 ������. "� ����� �%	� � 
�������� ���C'�����		� �	 �������� �� 

��	���� ������C�����, �� �� � ��C���� 
���(�� ����	�����. � C���Q� Q� 	��� 
�Q� ��-��$�� �� ��������� �������	� 

���� �� ������	� ����� � 	�'��	� 
��	��-
�� ������<�	���%, �� �� ��$�� �� �
�B<�� 
� ����	�	� �Q� ��-���%�� ������C�����. 
#�����Q�	� 	�������% ���<��, <� 
�B<�	 
� � �����������%	�. ����	�<�
�	� ��-
��	��% 	��� �� ��-���
	����. ���� 
�����Q�	� �%
��
� ������ Q� ��� �����-
<����� �� 	�����	� �� ������������� �-
���� � '�	�����	��	�. &CQ�	� 	�������% 

�� ��-
��, �� ����<� �� C��> ��<��
� Q� 
������$�. ���� 	�������% � ���$� �� 
	�����	� ��C�	�� ����. ��$�� ��
	�� � 
$������	� �� ��	�	� �������� �� ��C%��	 
�	 �����C�����	� �� �$�������	�. ^�	��� � 
���C'����� ����������	� �� ���
	���� 
��<��� �� ����
���%. #�Q�	����	 ���-
��<�� ��	��� �� �C��
<����� �	 	���, 
�-
�	� Q� ������ �� �����<��� 	����� �� 
����������� ��<��
�, �� 	��� �%�� �� � 
�������� � ������ 	�������%. ��-
�����	��	� 	���	� Q� 	��%	 ��������� 
���	�� 	������, �� �����<����� �� ����-
<�
�	� C�����	�%��� � ����C�%���� �� 
������	�. 

���	�	� 	�������%, ���
�� �������-
����� �����������%, ���C'����� �� ��-
��C�� ������������� �� ������. ��	����-
��	� Q� 	�%C�� �� ����	�������	 ��(� � 
�� ����%��	 � ���� ������� �
	���. ^� 	��� 
��� � ���C'����� %�� �� � ��
�$� �� 

����	�	� �������	����	� 	�>��	, 
�%	� 
� �������� �� ������	� ������ �����. #�-
Q�	����	 	�� �����<�� ����� �� �����-
������%, 
��	� Q� � �������	 �� ��$����-
����� ����: 

1. ��	���, ��	����� �
��� ���� ���	-
����� 	��� 

2. ��	���, ��
����Q� � ���'� ��-
����<�� ������ ����� 

3. ��	���, ������� �� ��-���
 	��-
���	 �� �C��$����. 

� 	��������	� � �C����	� �������� � 
�� �������
�	� �� �����. �� �C�
����-
�� � <�	�	 �� ��-��	�	�(�� �����	�� �� 
��<
�, 
��	� ����� � C��� �	��%�� 
�� 
�� ����	��%	�. O��'���	� � �C��		� �� 
��������	� � ���
� � ��� ����� �����<-
�� �C��	� �� �����������%. !����	�, 
���������� �	 �������
�	� �� 
�����
-
�, �
�B<��	 ��	�-	������, ���	�<�� '�-
�����%, ��'�C���	���%, ������� ���$�, �C-
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��
<���� ��� ����(���� �� ��%, �C��
<�-
��� ��� 	��, ����Q ��� ����<�� ���-
����, ���<����� �	 ��'�<�
� ���C���� 
��� ���������	� �����% �� $���	. ��
�-
	� ��� 	����������	� �� �����, 	������-
	�	� � ���$�	 �� ��	�	�, �������
�	� 
�� '�	��� ��	������	 ������� � �������-

� ���$�, ���������� �	 �� �������	�. 

���<��� � �Q�, <� �� ���	����	� ��-
���� 	�%C�� �� ��C�	%	 
�	� ���	���� �� ��-
<��C� ��������� �	 �����������%	�, 
�%-
	� � ��C����. ?�<����	�, 
����	�<��	� 
�����
	�, ��������	� � �
�����	� � ��-
�C'����� �� C���	 ���������� �� �����$C� 
 ��� ��<��C�. � #6� �����$C�	� �� 	�-

� �  50% ��-���
�, �	
��
�	� � +�����. 
�����	�� �� ���	��� ��	���	 ��-���
� 
���	�C����	 � ��������  	����������	� 
������>
� �� ���	����. &��� 	���, 	� 
���<�	���� �����<���	 ���
	����		� �� 
'�	��� � �����%��	 ����� ��-���
� ����-
��	������	 �� 
����	�. 

������������ ������� � ������	� 
������	��
� �� ���'. ���� � �����Q�	� 
	�������%, ���<��� �	 ���	����. }�	� 
�������	� �� ������������ ������� � 
��-
��� ������ �C�Q����, �	
��
�	� �C�-
<�>�� ���
	�
�. +��� �� ��� ����� �C��	, 

���	� 
�<�	��	� � 	��
��� ��(���Q�, 

�
	� � 	��� ��� �� ���	����	�. =�	�	� 
�
�	 �� ��C%��	 �	 �����C�����	� �� ��-

�������% $���	. �� �
�	 �� �	��%	 ��� 
�C� ��<
� 	����� �	����� � ����	���� 
������, 
�>	� ��Q�	 � ����. �� 	��%	 
��	�����%, <�	�� � ��	��	�<�� ��	����-
��	�� � C��� � ������������ ��<�� �� 
��(����� �� ����	����� ���C����. +�	��-
����	 ��� �C��$��Q�% ������� � 
�B-
<���	� ����. =�	�	�, 
��	� � ���<�	���� 
�� ��� �	 
�����	� �
����	� � �
��� 
%	�%, �� �Q� 	�
� � �	 
�<�	��	� �� ���-
�����, 
��� Q� � ��������	 � ��%��� 

����	�. 

���	���� �C��Q� �������� � �� ��$-
��		� �� ��'�	�
	���	�. �% ����<� �	 �%-

��� ����	���%�� �	��<�	���� <��	� �� 
�� ����$���%	�. ����� 	��	���%	� ��-
�����% ��<��� �� 
�>	� Q� C��� ����
	�-
��� '�	���	. � C���Q�, ����>���
�	� 	�-
���� � ������	 Q� � �������%	 �	 ��'� 
�� �����	�. "�������� �	 	���, �C�
����-

��	� ��'�	�
	���	� �%�� �� ������ �� �-
��', 	�> 
�	� �� � �	
��%�� �	 �	�����	� 
�����. � �����	�	, 	% � ������Q� ��� ��-
$�� ��
	�� �� �����������%	� �� '�	���-
	�. ��	�������%	 ����>� �� ����<� � 
������Q� � ������ ��
	�� �� 	���	�<�-

�	� ��$��%����. =�	�	� $���%	 �� ����-
(�	 ��Q���	� � �� C��������<��, � 	��� 
��$� �� C��� ��	����	�  ����Q	� �� 
��
����% � ���������Q ����
���%	� ��-
	�����. #�������	�	� ���<��	, <� <��� 
	�������% �� ��		� �	��� ������	�	 �� 
��$��%����	� � �����<��� � ��	�	� � 
<��	��	 ����� ��-��C��, 
���	� ����	 �� 
� <��	��	, �� ��Q�	, ���� �� <�%	 � �� 
���	�	 ��Q�, 
�>	� ����� 	��� �� ��
���� 
�� ��$��	. �������	� �Q� Q� ��� ���%�� 
���%��� ���'� ��	�������% ����>�. ���-
��
	��	� 
��C�����% �	 �	�	���� ��	�-
�����, 
�	� �������� ����, �����, 
���
, 
����� � ��
�	���� ��	������, 
�	� C�	�� � 
	�
��, Q� ���	 ����$�	���� ���
	 ���'� 
C�����	�%���	� �� ��	�	�. #�� �C����-
����	�, �������� �� 	��������� �� ��-
������	� ��$��%����, ���$� ������	���� 
�� ������	� � (���
�	� ���� �	 �����
	�, 
�Q� Q� ������	 �� ���'. ��� �� ����<� 
� �C��Q� �������� �� '���	�<��	� �	�-
��, 
���	� ��<
�	� ��	 �	��� � �
	�����	 
<��� ���%�� ������C����� �	 ���
�,  ��� 
�� � ������ ��Q��� �� C�����	�%���. 
��
	� 	�'������<��%	 ������, 	�
� � 	�-
�����	�<��%	 ���-'�� Q� �������%	 �� 
��	�%��� ����	��Q�	� ��C����� 	�>��	 
<��� ������	���� ������� ���
�. �������-
����� �� �����	����	� 	�'�������, ����-
���
�	� �� 
�����
� Q� C���	 � �	�-
%��� �� ��������	 �����, 
�	� �������� 
������ �� ����	�<��	� 	��
	��� ��� ���-
	� 	�����	�� ���������.  

#	�����Q�	� ��C�	�� ��	�, ����	� 
�� ��C���� �����, �����<���	� �����$�-
��% � �	�������	, ��<
� 	��� ��
	��� 
�������%	 �� �����<����� �� ��	����		� 
� ���
�	� �� ���������	� �CQ�	��. ���� 
�������	� ������ ��<	� �� � �C��Q� 
�������� �� ��$��	� �� �	�����% <���
. 
"���	�	�<��	� �CQ�	���� ������������-
�� �Q� �������% �� ��
	�, <� ��� Q� 
	�%C�� �� ����<� �� � ���$�� �� �C� � � 
C���Q� � �� 	���� �����<�� ��	����	���� 
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��	��� �� 	���. ����	�, 
��	� ����%	 ��Q� 
�� �C� �, � <��	��	 �� ������� ��-
��C��. ���� � �	��% 
�
	� �� ��(�	� ��-
��<�
� 	�
� � �� ��(�	� ��'�<�
� �-
	�%��� � ���
�	� �� �$�������	�. � ��
�B-
<���� ��$�� �� 
�$�� <� 	��������	� � 
�� 	������ � ��	�%��� �������Q� �. 
����	� 	��%	 �	
����� �	 �$�������	�, 
������>
� ����
���% <��� ����������� 
	������, �����	��� 
��	� � <��	��	 ��-
��C��. 

���<���	� 	�������� Q� ����	 �� 
�������	�	� � �
	��� ���C'�����	� ��-

�
� �� �����	�� � C���Q�. ?���<�� �, <� 
���� ����������< �	 �� ����	��%	� �� 
��$� �� ����� ���	����� ��<
� 	�����-
���. ��	�	�<�� � �� ����$� �� �%
�> �	 
	%' �� �� � ����������� ���(�� �� 	�-
��	�<�
�% �����. 6 �� �
	���	 Q� ���-
���$��� �� � ������� � �� �	����% ���� 
��������
�	��	�� 
�� 	���	�<�
�	� 
����������<�. � 
��>�� ��	
� Q� �����%	 
��� �����, 
�>	� Q� ���%	 �� C���	 ��-
	�	�<�� �����	���� �� �� �	�����%	 �� 
���
����%	� �� ���������% �� 
����	. 
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SPA TOURISM IN THE MODERN WORLD 

Emiliya Andonovska, PhD studen 
Department "Economics of Tourism", UNWE 

The worldwide demand for spa travel and 
vacation has increased twice since 2004. The 
interest seemed to be provoked by unraveling 
the belief that the spa is for the "beautiful" and 
"rich" people. Spa services have become an 
easy and affordable method for handling with 
stress and improving the overall mental and 
physical condition. In recent years, the de-
mand for wellness services increases, which 
represents a condition in which the body and 
mind feel better. Spa philosophy relies on both 
relaxing and therapeutic body procedures and 
anti-stress therapies for reassurance the mind.1 

The data also indicates an increased pres-
ence of spa tourism and spa procedures on the 
web. The information materials on the subject 
have repeatedly increased, causing more peo-
ple to be interested and benefit from them. 
There is a trend: the more modern, the more 
requested. With the growing popularity of spa 
procedures and relaxing and healing therapies 
a trend of increased supply was observed and 
thus the organization of spa vacations. 

In chronological aspect, spa philosophy 
dates back to ancient Rome. Known to this 
day Roman baths appeared throughout the 
empire and eventually evolved into centers for 
recreation and entertainment, similar to the 
modern spa complexes. Another hypothesis 
refers to the Belgian town named Spa, famous  

                                                        
1 Hotel 359, http://www.spa359.com/downloads/spa_ 
turizam_Bulgaria.pdf, (15.04.2012) 

for its hot mineral springs, which are believed 
to have healing features. The abbreviation spa 
– sanus per aqua means "health through wa-
ter". The strength of the mineral water is well 
known for its healing effect on the body and 
spirit. Spa philosophy manifest exactly that – 
relaxing the body and purifying and reassur-
ance the mind. 2 

The purpose of this report is to determine 
the current state of spa tourism, indicating the 
future directions of its development. Achiev-
ing this goal suggests analysis of the main rea-
sons for spa visits and most commonly used 
therapies in the spa industry. They will help us 
to understand the accents, to which efforts 
should be directed by the Bulgarian entrepre-
neurs in this direction. Subsequently, the 
dominant trends in the sector are also shown, 
which are derived from experts until the 2020. 

Coyle Hospitality Group is the market 
leader in mystery shopping and services for 
market research, mainly for tourism compa-
nies worldwide. They have done a survey3 
among 1025 respondents from 34 countries on 
6 continents in March 2011. The results of this 
study are presented in Figure 1. They provide 
the opportunity to spa professionals to get bet-
ter insight in understanding their customers 
and encourage greater loyalty among them to 
their detention.4 

                                                        
2 Holidays 359, http://winery.holidays359.com/help. 
php?html_content=spa_tourisum, (15.04.2012) 
3 2011 Global Spa Report 
4 Coyle Hospitality Group, http://www.coylehospitality. 
com/2011-global-spa-report/ (15.04.2012) 
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Figure 1. Primary reasons for spa visits 

Source: 2011 Global Spa Report from Coyle Hospitality Group, 
http://www.coylehospitality.com/2011-global-spa-report/ 

It can be seen from the figure, that the 
majority of the participants responded that 
they undertake spa visits for the following rea-
sons: relaxation from stress, followed by 
hair/nail/waxing  maintenance,  improved   ap- 

pearance,  skin care and some of them responded 
that they use spa services for medical reasons. 

In the same research, a study was made 
on which are the most booked spa treatments, 
which are presented in Figure 2. 

 
Figure 2. Most booked spa treatments 

Source: 2011 Global Spa Report from Coyle Hospitality Group, 
http://www.coylehospitality.com/2011-global-spa-report/ 
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In response to the question which are the 
most booked spa treatments, many people 
have responded massage followed by pedi-
cure, facial procedures, manicure and some of 
them responded metaphysical and laser treat-
ments, as so injectables. 

The trends in the sector represent interest 
to the modern spa industry. Heinz Schletterer 
is a spa pioneer and acknowledged expert in 
this area for more than 20 years, also a foun-
der of Schletterer Wellness & Spa, a world 
famous company in spa planning, spa design 
and spa consulting. According to him, the in-
ternational spa industry is facing new chal-
lenges. 1 The presence of spa condition as it-
self is no longer sufficient as a competitive 
advantage since customers are more demand-
ing than ever. Within the past twenty years, 
the spa industry is subject to continuous 
changes and in the future they will occur at an 
even faster pace. The future development of 
the industry is driven by two interactive as-
pects: people are becoming more interested in 
healthy lifestyle and the product range be-
comes more extensive and more professional. 
In response to the increased awareness of 
healthy living an increasingly high standards 
for quality supply are set. There is tremendous 
competition among spa hotels. Until ten years 
ago the very existence of hot springs in an area 
was a competitive advantage. They were even 
seen as the perfect marketing tool. However, 
many hotels following this trend have reached 
a mature stage. Today the spa tourists are quite 
experienced and expect innovation. Therefore, 
changes in the hospitality industry are needed. 
In future, the construction of a spa complex 
will be indispensable part of the standard 
equipment for four and five star hotels. 

Experts in the field of spa tourism outline 
seven trends that will be leading up to 2020. 
First, it is derived the need to develop cultural 
diversity in order to avoid wrong investment. 
In future it will become even more important 
to examine the social circles of the target 
groups and their cultural preferences, so that 
we can include in the offer even more diver-
sity. The next trend indicates that the speciali-

                                                        
1 Schletterer Wellness & Spa, http://www.schletterer.com/ 
(15.04.2012) 

zation is the key. The tourism industry is be-
coming more selective. Over the next few 
years there will be increased demand for spe-
cialized services in the hospitality industry. 
The general trend towards shorter but more 
numerous vacations will continue. This trend 
is due to the stressful work environment. An 
important factor is the willingness of guests to 
temporarily escape from the monotony of their 
everyday life. It is therefore necessary to offer 
effective ways of relaxation. There are various 
methods to relieve stress, leading to increased 
demand for healthy holidays, but this will not 
turn into a real trend. Older travelers will seek 
anti-aging therapies, treatments for increasing 
the physical well-being and improving the 
health. 

The third trend requires professional ex-
pertise needed for better market positioning. 
Hoteliers will have to identify niches and enter 
new market sectors. For this purpose it is nec-
essary to clearly demonstrate to customers the 
additional value created for its target group. 
There are three different forms of specializa-
tion that will be applied at international level: 

1. Hotels, built around a central theme 
2. Hotels, focusing on a specific target 

group 
3. Hotels, based on a lower standard of 

service. 
The medical spa services are addressed as 

trends. They are generally considered a further 
development of everything that was previously 
related to the spa industry. The costs in the 
medical field are high and there are many dif-
ferent areas of specialization. Services offered 
by the medical spa complexes, include anti-
aging, plastic surgery, rehabilitation, health 
care, relief from sleep disorders, stress relief, 
assistance in the presence of available syn-
dromes caused by psychological problems or 
modern conditions of life. While by traditional 
spa services, therapists take care of guests, spa 
hotels integrate medical and health care of-
fered by spa specialists. 

 It is pointed out that spa complexes 
should always operate as an independent profit 
centers, no matter which specialization is cho-
sen. The procedures, cosmetics, gifts and ac-
cessories need to be marketed for profit pur-
poses. In the U.S.A. the sales of merchandise 
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are 50% higher than in Europe. Profit center 
spas obtain a higher profitability than the tra-
ditional European ones. In addition they con-
siderably increase the cost-effectiveness of the 
hotel, and they also ensure a very high cus-
tomer satisfaction.  

Professional staff is essential for success. 
This is the next trend indicated by Schletterer. 
Often hiring of professional staff is rather 
empty promise than common practice. There 
is hardly another industry where quality is as 
crucial as that of spas. Guests want to escape 
the monotony of everyday life. They want to 
leave behind all the stress and negative emo-
tions that occur at home. They are looking for 
motivated, honest and genuine hospitality and 
a fast and professional way to solve eventual 
problems. The enthusiasm among the staff is 
the key word. Guests that are impressed not 
only by the beautiful surroundings and deli-
cious dishes, but also by the quality of the 
staff, will soon become loyal customers. 

Schletterer drew attention also on the im-
portance of architecture. It is now more than 
ever a distinctive feature of the spa facilities. 
Business strategy defines the way the hotel 
will be designed. In the future, trends will cer-
tainly be determined by the zeitgeist. Never-
theless, run-of-the-mill architecture will not 
lead to success as it does not stand out from 
the crowd. As a result, architecture is of con-
siderable significance for the specialization of 
a hotel. The interior design becomes a major 
factor in the tourist experience. Guests want to 
increase their sense of wellbeing, and this can 
be achieved by assisting of the luxurious and 
relaxing interior. Experts say that by the 
stimulation of the five senses, the experience 
element is increased and guests feel much bet-
ter when they feel, hear and taste things that 
were previously not used to seeing. Nature 
will also have a major impact on the interior 
design. The perfect combination of natural 
materials such as water, wood, stone, clay and 
artificial materials such as concrete and glass, 
will have a positive effect on the guests’ well-
being. The spa equipment designed to stimu-
late specific experience, preventive health care 
and a wide range of products will lead to suc-
cess. Nowadays more and more attention is 
given on the holistic senses where all five 

senses are activated by a variety of measures, 
with the purpose of creating a sense of wellbe-
ing. As the technological advance, so the 
therapeutic know-how will contribute to ever-
increasing value through preventative health 
measures. Thanks to the innovative technolo-
gies, the medical spa complexes will be able to 
offer services such as analysis of genetic struc-
tures or simply standard procedures.2 

Stressful jobs, lack of free time, the in-
creased duties and responsibilities, all these 
factors contribute in increasing the routine 
within the contemporary society. During the 
last years almost no attention was given to the 
needs of the individual. Inadequate public 
health also contributes to the fact that we will 
increasingly have to take care of ourselves in 
the future and seek other alternatives for that. 
People who do something for themselves, feel 
generally better. This applies both to our 
physical and mental condition in our everyday 
life. In conclusion we can say that trends in 
spa tourism are constantly evolving. People 
are looking to escape from everyday life, find-
ing health through relaxation therapies, 
through which they feel better. 

These trends will give the professionals in 
the sector, the needed guidance for future de-
velopment. Logically, an entrepreneur from 
the spa industry cannot invariably follow all 
trends. It is sufficient to bet on any of them for 
successful positioning on the tourist market. 
The spa industry will continue to evolve and 
address new challenges to tourism entrepre-
neurs. Ultimately only those who will be suf-
ficiently innovative to meet the demands of 
modern spa customer will survive. 

                                                        
2 Schletterer Wellness & Spa, http://www.schletterer.com/ 
(15.04.2012) 
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 � �������	����	�� ��	��	 � ������	�� � 
������	���	���	
 	 ������	���	
 � 

���������	
 ���	��� 

	<#_@ �#<�%#@�+ �'�#@�+, "�*%��'@% 
�������: „�	
�
�	� �� ������” 

�+�" 

+��� �	 ������	� ��C���	� �� 	���-
	�<�
�% ����� � %�
� ��������	� ������
� 
�� �������	� �	��(���%, �������Q� � �� 
��
�B<�	���� ���	����	� 
��
����	�� C��-
C� � �� ��-�������	� ���
����% �	 	���� 
�� ��	��C�	���	�. � ����C�� �����%, �����-
����	� �� ���������� ������� � ������%��-
��	� �� ��	��C�	��
� �����	� � ��$�� 
����<�, ���
��Q� �C����%���� �� ����� � 
����%, <��� �����$���� �� 	�C���� ���	-
�Y��	��, � 
��	� ���������		� �� � ���-
��� J�#@[#J. ������ 	��� �C�������% � 
�C�
	 �� ��	�%Q�	� �����C�	
�. #	��	���-
<�
�	� ������ � ��Q�� ��	����	��� ���� 
	���	�<�
�% �
	��. �%'��	� ���% � �����-
�	� �� ���C�������% � 	����������������% 
� ��$���������% 	������ C� ����� �� � ��-
������ 
�	� �Q�	����, ������ �� ��-
������% C��> ������� �<�	���� ��(��� � 
�� �	��%	 � ����C�� �	�����<�	��.  

������	� �� 
�����	����% �� �����-
���	��	� � ���	��������% �� 
���	��� ���%	 

�� �C��������	� �� 	��� ��� 
�������, <�-
�	� ��������	���� �	��� �� ������	  
�<��	���%	� �� ����	�<�
� ��� �������
� 
�������. ��'��	� ��������	���� ���$� �C-
'��Q�	 ���%�� <�	 �	 ��	����	� ���	���-
	��, �������>
� �� �
	���� ���% � ���C����-
	� ��	������������ ������.  

�%�'%,^#=,?*#_% '<#'@? – $�b@' 
'<%,�@'%#+' J�," ?,*%��'  

��
�B<�	���� C����	� �����	�� �� 
	���	�<�
�% �
	�� � ���C���� ��Q�C 
�����% �� ����	�� 	���� 	��
	���	� �� 

C����� 
�	� �%��. 6�	����	���� ����� �� 
��������� � �����	���������� ������	 
���%���	� �� ���������� �����, ����C�%-
��	 ����	���%	� 
�� �������	� �����	� � 
�����%��	 ��������	����	� ���'���. 
������ 	��	���<�
�	� ������ � ��	��-
��	���	�, <�%	� ���% 	��� �� ��-��$�� � 
������	� �� 	����������������% � ���-
C�������% � ��$���������% 	������. &	 
���� 	����, 	��	���<�
�	� ������ C�'� 
����� �� C���	 ���������� 
�	� 	��	���-
<�
� ���	�Y��	��, <��	� ������ ���� 
�C'��Q�	 �����%����	� �� ���'���	� �� 
	�'������<�� ��� ������� ����$���� �� 
���� �����
	�, �������������	� �� ��
� 
��� ��Q�	�%���� �� ��������	��
� � 
�����>�� ��>��	, ����������	� �� 
���-
��
� ����
	� � �������� �� �����% �� 
��	������ ���������� �� ����<���	� ��-
���	�	�, 
�
	� � ���������%	� �� �
������ 
�	 ��Q�C� ��� ����$����	� �� ���� ���-
��
	�.  

� �����%	� �� ������<�� ������� �	-
��(���% � ���	���� 
��
����	�� C��C�, 
	��	���<�
�	� ������ � �
����	 �����-
��� ���'�� � ������ 	��
� �� �����	��	� 
�� C�����. �%'��	� �����$���� � „	��	�-
����”, �C�<�, �� � �
����	 ���� ����<�. 
��	� C��� � �������% ������
	������� 
�����&������, 
��	� 	�%C�� �� C��� ���-
��	� � ����C����. ������ ���	�Y��	��	� 
C� ��������� ��	 �� <�	 �	 �
�����<�-

�	� � �������� ��
���	��� �� 	���	�-
<�
�	� �������%	��, ��-���%� �	 ������-
��	���� ����$���%, C�� �� � ����(� ���-
<�	���� ����	� �� ������� ��
, 	�> 
�	� 
���	�Y��	��	� 
�	� ����� �� �
�����-
<�
� � �������� ��������>	��� ����-
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������ ���	�� 	���� �� ��������	 ��� 
���������%	� �� 
�����
�� ����
	�. &-
��� 	���, ���	�Y��	��	� ������%�� �� 

�������	� �� �
��%	 � ��%
� �� ���%%	 
���'� �������	� ������. &	 ������ 	�<
� 
�� �����
	� �Q� C�'� ����� �� C���	 ��-
�<��� �%
�� ������	�� – �C����%����	� 
�� ���	� �� �%
��
� 
������� ������%�� �� 
C��� ��������� �����
	, 
�>	� �� ����(� 
������	������		� �� ��	��C�	���	�; ���-
������	� �� �����<�� ��	��C�	��
� ��-
���	�, ��
 �	 ��% 	���� ���(��%�� ������ 
�� 
������%	�. #	��	���<�
�	� ������ 
����	 �����$��		� 
�������	� �� 	��%	 
�� ���C����% �����.  

�'�'"�*?&% @' ?%�'%,^#=,?*#%, '<#'@?# 

���� �������	� ��� ���	���	�% 	��-
	���<�
�	� ������ �����	 �� ��-
���	����� �%	� ��� �������	� 	��	���� 
�� 
��
����	����C��	 � ��	�$. 6����-
�	� 	�C�������	 
��
����	��	� ������%, 
<��� 	��������� �� ������ (Kogut, 1991), 
����(���	 ���
	����		� (Ahuja, 2000), 
�����%��	 ��	�� �� ����� (Rothaermel 
& Boeker, 2008) � ������%��	 ���� ������ 
(Gacia Canal, Duarte, Criado & Llaneza, 
2002). ���� �������	� �%
��
� ������, 
���%�� <�	 �	 ��>-������	� ��	���� 
��-
����� �C����%��	 20% �	 ���	� �
	��� � 
30% �	 	�'��	� ����(�� ���'��� �� ����<-
����% � ������ ������ <��� ����C�� 	�� 
�������	��(���% � �C��������1. �������-
�� �� Partner Alliances2 �<�, <� 80% �	 ��-
�����	����	� ����
	��� � 	�� 1000 �� 
Fortune, �%	�	 <� ������	� C�'� ����� �� 
���������	 �
��� 26% �	 	�'��% ����(�� 
�C���	 ���� 2007 – 2008 �. (Kale, Singh & 
Bell, 2009)3. �����
� 	���, ������	�	 �� 
������	�, 
��	� �	���	 ��	�C���� � � 
�������	 �	��� ���
 (Dyer, Kale & Singh, 
2001)4. ����<����%	� � 	��� �C��	 ��	-
                                                        
1 http://www.partneralliances.com/media_room.html 
2 �$. ��
 	�� 
3 Kale, P., Singh, H., & Bell, J. (2009). Relating well: 
Building capabilities for sustaining alliance networks. In O. 
Kleinford & Y. Wind (Eds.), The network challenge: 
Strategies for managing the new interlinked enterprise. 
London: Pearson Press. 5 p. 
4 Dyer, J., Kale, P., & Singh, H. (2001). How to make 
strategic alliances work. Sloan Management review, 42 (4), 39 
p. 

���$����	, <� 	��� ������	 ������ ��$�� 
30 � 70% ���  ����� ����, �� ��
 &
/-
�)�� *�(��, �� 	
�
 /� />������, �-
�
 �
/+� 
&����'��� ( /�����)1�/-
	 &
(�, ��(
<�� ' ��
(
)+�� �� �+--
�
�
 />���'��� (Bamford, Gomes Casseres 
& Robinson, 2004). ������	�	 �� ���(�� 
��������	� ������ (
��	� � ��	������ 
������	� �����	�	�) � �
��� 50%, 
�	� � 
����� �	 ��<��	� ���������	� �� ����C-
�� C���� �	��(���% ����$��� ����	� �� 
�
���	� �� �<�	����	� � ������ (Kale, 
Dyer & Singh, 2002). 

���� ������ ������
 �� �����	�. &	 
���� 	����, 
�������	� ��Q�	 ������� 
	�����	� ��� ��	�����	� �� ���' �	 
���������	�, �	 �����, ������	 ������ ��-
������	� �� �� �����%���� �� 
��
����	�� 
������	�� � ��	�$. � ��<�>, <� ������� 
	��� 	��������, �����$���	� 	�%C�� �� 
���C���	 ��-��C��, ����� ���	 � �������� 
�� ������ �� �	� ��	��� 	 ��� �� �����-
���� ������ ���������. "�	�%Q�%	 
��
��� ����$�� �� ����	�� 	���� �%
�� 
�	 ���
�	� � 	��� �C��	. 6������	 � ���-
��$�� �� ��� �����Q� – ������� �	 	%' 
������� ���	�%	���� �����, �	���� �	 
��� ��� ����<� ����� 
�	� � �C��Q� ���-
����� �� ���� � �
�������	� ��
	��� �� 
���%���; ����	�� ���	��� � ��
���� 
���'� �����, 
�%	� �<�	�� � �%
��
� ���-
��� ������������. � ��>-�CQ� ����� 
��
���	� � 	��� �	��(���� C�'� ����� 
�� ������	: �� �'
 �(��/, �����	� 
	�%C�� �� ���%	 ���'� � ��-���$����	� 
����� �� 
����������, � �� � 	��������-
��	� „�����  �����”, ��������, ������ 
��$�� ����� � �����������  ��	����
� 
���, 
�	� �������	��	���� ����������� � 
�����, � ��������� �����. �� 0����
 
�'
, 
�������	� 	�%C�� �� �����%	 ���� 
���C��	�, � 
��	�
	� �� ������, ����-
����<���>
� � �	 	����$� �� ��	����� 
�� ���� � ���	��%Q� � ���'� � ���$�	� 
�� �C��������	�. �����	� 	�%C�� �� � ��-
�<�	 
�
 �� ������%��	 ���	� „���	�����” 

�	� �%��.  
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�'*+� �?#^>�_+' >?J,`' @' 
?%�'%,^#=,?*#_ '<#'@?? 

O�����$��>
� 	��	���<�
�	� ������ 

�	� �
�����<�
� �C�������% � ����� �� 
������� ��C�	�� �����������, 
��	� �� ��-
��	�� 	���� �� ��%�� �Q��		� �� ��-
�%	��	�. #	��	���<�
�%	 ����� C� ����� 
�� � �������� 
�	� ���� �������<��� 
����
� ��$�� ��� ��� ����<� �����, 
�%	� 
�
�B<�� �C�%��, �����%�� � ����	�� 
�����	�� �� ����� � ���C��	�,  ��� 
��	����� �� ������� ����� (Gulati, 1995).  

!��'�	 �� 	��	���<�
�%	 ����� ��-
��� �	 �%
�� 
�B<��� ��
	���, 
��	� � 
'���
	���� �� ��
� ���� �	 �	���	� �� 
�����	�� (Gulati, 1998). �� �
�B<��	 (�) ��-
��	� �� ���������, � 
�%	� �����	� �����	 
��(���� �� �<�	�� � ����C�� �C��������, 
(b) ���� �� ����������, ��� 
�%	� �����	� 
�	��%	 ��������	� � �� ���������� � 

��	��� �� ������ � (c) ���� �� �������-
���, ��� 
�%	� �����	� ������%��	 � ��-
	���	 �����	�	� (Schreiner, Kale, & Corsten, 
2009). ���������%	� � �C��		� �� ��	���-
%	�, �������  �����$����	�, ���
�����-
����	� � ����������	� �� 	��	���<�
�	� 
������ � �����C��>��, ��	��� Q� ����-
��� 	��� ����� ���� C����. 

'���	 �� 	�
������ 
�����$����	� �� 	��	���<�
� �����-

� �
�B<�� �%
��
� �	���, 
��	� C�' ����� 
�� C���	 
����������� 
�	� �	��� �� ���-
������, ��������� � ����
�. 6�����	 � 
'���
	�������  5-�	���� „$����� ��
��” 

�	� � ������� 	��
	������� ��	�������% 
�� ��
� �	�� �	 �����	��
�	� � ���������-
	�5.  

"��& 1: (�������� �� ������
	� �� 
��	����. �����	� 	��
� �	 �����$����	� 
�� ���(�� 	��	���<�
� ����� � �	�-
�%��	� �� ��C�� �C������ 	��	���%. +	�-
��	 � �������% 
�	� 
��	�<�� � 
�B<��. 
#��<��	� �� ������� ��C�� �� „��	�����-
���” ���	�Y�� � ��	����� �� ������<�� 
���
	 �	 
���C�����%	� ��$�� ��������%-
Q� 
�������, <�	� �����(��	  ������ 

                                                        
5 Gonzalez M., (2001). Strategic alliances – the right way to 
compete in the 21-st century. Ivey Business Journal /Sep./Oct, 
47-51. 

������ ��� 	��� �	��. }�	� �%
� �	 ���-
�����%(�	� 	���� �����C�	�� �C	���� 
	��	���%, � 
�%	� � ��������� �	�� „����-
��”. ��$�� � �� ���������, <� �
� 
����-
��%	� �� ����� �C	���� 	��	���%, 	% 
	�%C�� �� ����� ��<�% �����, 
��	� ����� 
�����	�	� ��C�������%	��. #	��	���<�
�-
	� ���	�Y�	�� ���� ������������	� C��-
�� 	��	���% �� 
�������	�. �	������	� 
� 	��	���<�
� ����� �� � �����$��	 �� 
�%
� 
������%, �� �����$ ��������	�, 	� 
	�%C�� �� C��� ��������� �	 �����$����	� 
�� 	�C���� 	��	���%. #	��	���%	� 	�%C�� 
�� ����� ����%	� �� �B��, ��������	� �� 
��%��� ���	�Y��	��; �� ����$� ����C��-
C�� ������� ������, �����$�	���� �C'��-
Q�Q 
��
����	��	� ���� �� 
�������	�; 
SWOT ������ �� 
�������	�; ����� � ��-
���$���% �� 	����	�; 
��	���� �� �C�� �� 
���	�Y��� � ��. 

"��& 2: )���� �� �����&��. ���	�-
���	� �� ��C�� �� ���'��%Q ���	�Y�� � 
��������	���� ��������� � �����C�	���	� 
��<� 	��	���% �� ���������� �� 	��	���-
<�
� �����. ���	�Y���	� 	�%C�� �� � 
�������	����� � 
��	���� ����	���. 
#���	��
�	� �� �����	� �� �<�	����	� �� 
�����	��	� �� ������ Q� ����� 	%'��	� 
������. ���� � �	���	, ��� 
�>	�, <��� 
��������� � ������ � „�����$��	” ��<
� 
�����<��% � � ������ �CQ�	� ��	�����%.  

"��& 3: %�������	���� �� ��	����. 
���� �	�� 	���������� ���
�� ��>-����� 
��������. ��� 	��
	�������	� � ��%��	 
��<
� ������ � �������� ������, 
��	� 
����$��	 �� �������%��. ���
�	� � ��$�� 
�� � �C�<� 	��� �	��, ���	������	� 
�� 
���� C�� �
��<�	����	� �����(���� �� ���-
��	� ��� �� C� C��� �����$��. ��
 � ����� 
�� ������� � ������	� 	��	���<�
� ���-
���, 
��	� C�'� ����� �� C���	 ��������. 
�����
� ��% 	��	���<�
� '���
	�� � 
�������<�� ����, ������	� �� � �����-
�� � ��������	� �� �C��C��� ���	�%-
	���� 	��
	���. �� �	������� �� ����-
��������%	� �� 	��	���<�
�	� �����, 
C�'�� ����� �� �����(�� 
�����
���% 
�� ��� 
��	���% – ������
	����	 ���	 – 
���	�
���� – ��	�� �� 	�'������<��	� 

����	����� �� ���	�Y��� � '������	���� 
– 	����$ 
�� ��������� �� ���� ������; 
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����������� ���	�	� – 
��
����	�� � ��-

��
����	��.  

"��& 4: *�������	� �� ������
	���-
�	� ��	���. #�Q�	����	� �%	� �� 	��� 
�	�� � �%��	��% ����� �� ���������� �� 
	��	���<�
�% ����� � �C����% �	 ��$-
��		� �� ��
	���	�, 
��	� ���%%	 �� ����� 
�� �	���, � ������ ����������	� �� 
���-
������%	� ��$�� �<�	����	� � 	��
	���-
	� � �������� �� �������	� ��$�� 	%'.  

"��& 5: (����� 	 ����	� �� ��	����. 
&	<�	���	� �� �����	�	�	� �	 �B�� � �	 
�Q�	���� ���<����. �������%	� 	�%C�� 
������� �� ���� ���� ������ ��	��� 
���	� ����. ��
���	���	� 	�%C�� �� C���	 
����	����� 
�� ������ � �� �
�B<��	 
�
-
	� 
���<�	����, 	�
� � 
�<�	���� 
��	�-
���. ���� � 	��
�	�, � 
�%	� � ����� �C-
����� ������� �� ������ � � ���������	 
C���Q�	� ��>	��%. ����Q�	� �����	�� �� 
������ 	�%C�� �����$�	���� �� C��� ���-
�������� �� ��
� ���� �	��. 

=�����
��� ' �(��/� ��+9'� �� 	
-

������ /'
�� ��Q/�'+ &
 
��
@��� 
�� �&��'(����
 �� �+-���� ����'/�
/� 
 �� 
/>���'�� +/�
 &
(��� 
� „'�>�	�-
��” /6.  

"%
��
� � 
�������������	� ���C-
����, 
��	� C�'� ����� �� �����
��	 ����-
�� ���� �� ���
��	�� �����% �� �	��(�-
��� �� �	�������	�	� � ���������		� �� 
���	�Y���	�, 
�
�� C�'� ����� �� C���	 
��(���%	� ��, 
�
 �� C���	 ���<��� ��-
���	� � 
�
 �� C��� ���������� �������-
��%	� (Gulati, Lawrence, & Puranam, 2005; 
Gulati & Singh, 1998; Schreiner et al., 2009). 
^� �� C��� 
���������%	� ���(��, ���	-
�Y���	� � ������ 	�%C�� �� ����%	 �� ��-
������	 �%
�� ��� ��<
� 	�� 
���<�
� 
��'������ – ������������, >����'�%, �C-
��	�� ����
� (Galbraith, 1977). 

������������	� � ��>-��$��%	 ��'�-
�����. ������ 	�> �<��	��� ����	� �� 
��>	��% � 
��
��	��	� ���
�, 
��	� ����� 
�� C���	 ��������	� �� �� � ��	����	 ��-
	�����	� ����. � ���� � ����$�	 ����-
��<��	� ��>	��% �� ���	�Y���	�, �	�����-

                                                        
6 Gulati, Lawrence, & Puranam, (2005). Adaptation in vertical 
relationships: Beyond incentive conflict. Strategic 
Management Journal, 26 (5), 415 – 417. 

��	� ����, ������� ��
���.  ����'�%	� � 
�	���%	 
������������� ��'������, 
�>	� 
� ������  
��	���� �� ���������� �� ��-
	�����	� ����. �����	���>
� � ���������>-

�, ����C�� 	�� ��$�� 	��
	��� 	�%C�� �� 
������� � �C��	��	� ����
� ��$�� ���	-
�Y���	�, 
�%	� ��$� 
�	� 
���
	�� � ��-
���� ������	 �� 
���������%	�.  

"��& 5: (����� 	 ����	� �� ��-
������ 

)���� �	 �<���	�, 
��	� ���<��	 ��-
%	� ��������	��
� ��>��	 
�� 	��	���-
<�
�	� ������ �������%	 �������	� ��$-
�� ���	�Y���	� 
�	� 
��	�<�� 	�<
� � �%-
��	��% �����.  

�%�'%,^#=,?*# '<#'@?# J�# 
'+#�J�,+�/+'=#%, 

���
��	�����>
� � ���<��>
� � 
�� 
��������� ��� �����, 
�>	� �� �� ����$� 

�	� ������ �� ���(�� �C�������� � ���-
�� �� �<��	��� 
�����	����� ���
�. ��
	� 
������'�� ��-����, 	��	���<�
� ����� 
� �C�������� ��$�� ��� ��� ����<� C���� 
�������, 
��	� �����%	 ���	�Y��
� ���-
$� �� ��������� ������ �	 �����, 
�	� 
��������	 '���� ��� �������Q� � ���-
��
	� ��� ����� �� ������ ��	��C�	��
� 
�����	 (Dussauge, Garrette, & Mitchell, 
2000). ���� 
�	� 	��	���<�
� �����, 
����
�, 	��	���<�
� ���	�Y��	�� � 
�$�>�	 ���	<�� �����	 ����	����	� ���-
���� � �������%, 
�%	� ��� �%
�
�� ����-
��<�� 	��	���<�
� 	�>��	 (Hagedoorn, 
1993). ��
��� �	��(���% �7: 

� ��&�'�1 – &�
��'�1 – 	��
 ' /(�1�-
��, 	
)��
 />9��� 
�)�����
�  	
�-
0������� -
��( '/�>&+� ' 
��
@��+; 

� =�
��'�1 – �/��9��
� – �'
&��-
'
�'�1  ���/�1�/	+ �)��*; 

� �(��/ ��<�� ��'�
/�
Q� 	
�&��; 
� �<
Q�� '��1>�. 

#	��	���<�
�	� ������ ��� �������-
�����<�	� � ��Q�� � ������<�� ��� � 
���C����% ���������� C���� (MIT, 2006). 

                                                        
7 Hagedoorn, J. (1993), Understanding the rationale of 
strategic technology partnering: interorganizational modes of 
cooperation and sectoral differences, Strategic Management 
Journal, Vol. 14, pp. 371-85 
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O��(��%����	� �� ������	� � ����������%	 
�
�����<�
� ��	�$ � ���$�Q� ��� �� 
	�����	� �� ����<� �����	�� �����. ��-
�� ������ � C�����	 �� ������� ������-
���� �����, �����<��� �	 �����%�� �� ��-
��(��� ���'��� � ����$����� �� �����-
���	���� ���'���, <��� ����������	� �� 
�CQ� �����8.  

� �����	�, ����	��%	� � ������ � 

�B<�� �	�� �	 �����	��	� � – ���	��
-
	�������	� �� �
	��� ���Q�$��� � ����-
�� ���� ��������<�, ���� 
��	� ��������-

�	��	��	� � �� ��-������� (Money, 
2000). ��������<�	�, 
��	� ����%	 �� � 
�����$�	 � �� �����%	 ���	� ������� 	�%C-
�� �� ����������	 ������� ������� �� 
�	��(���� �� 	��
	���	� �� ���	� ���-
'��� � ���'���,���>
� ������� �������	� 
����� �� ���$���� ���	� � ������	���, 
<�%	� ���% � 
�B<��� � ����������	� �� 
C���Q�	� �� ����	��%	� 
�	� �%��.  

�� �	��(���� �� ����	�� �� ��	��-
�	�� �	 ��������	� �� 	��	���<�
� 
������, C�'�� ����� �� ���<��9: 

� ���@���� ���@����� ���<�; 
� ��
9�
 &>��'���; 
� =
-)
(+� 9�
Q ���� ' /�	�
��; 
� =
'�1� &�'(�); 
� =�
)��� �� (
+(� &>��*; 
� ���&�
9(���
 
9/(�<'���; 
� �
/�>&�
/�; 
� =
�
9�+'��� �� ����/0����. 

#����� &���������%	� �� �
�����<�-

� �	�����<�	��, 	�� � ������	� '�-
��
	���	�
� �� 	��	���<�
�	� �����-
�10: 

1/ �C�������� �� 
������% � ����-
����� ���, 
��	� �������	 ��%	� ������-
���	 ��� �C��������	� �� ������; 

2/ 
�������	� ��������	 ����	�� 
����<���	� �����	�	� � 
��	������	 ���-
���	� �� ��	����� �� ��	�����	� ���; 

                                                        
8 MIT, (2006), Global Airline Industry Program (Ed.): 
http://web.mit.edu/airlines/www/index2.htm 
9 Money, R. B.. (2000). Social Networks and Referrals in 
International Organizational Buying of travel services: The 
role of culture and location. International Journal of 
Hospitality & Tourism Administration, Vol. 10, 1. 
10 http://www.oecd.org/topic/0,3699,en_2649_37455_1_1_1_
1_37455,00.html 

3/ 
�������	� ��������	 ��C	���� 
	��	���<�
� �����. 

�� � �	��% �� ����	�� �� ��	����-
������	��, C�'�� ����� �� �������: 

� ���@�+'��� �� ���@������� ���-
<�; 

� ��'(��+'��� �� &
-)
(+� &������ �+(; 
� �)���1�'��� �� �
/�>&� �
 &�����; 
� �>/� ' 
9��� �� '>���@��� &��'
�. 
� �������	 �	 ����$����	� �� ��-

������ � 	����	� �� ��	�������� �� �<�	-
����	� � 	��	���<�
� ������ ��� �����-
�������<�	� C�'�� ����� �� ������� �� 

���	11: 

1/ ������ � ���� � ���C�
� ���	-
�Y��
� �	��(���%  (���
 ��
	�� �� 
����������� �� ����	��	� ��>��	 – ��-
���� ����	�
�, 	�����	�����% �� 	���-
���	��	� ���	�� � �����	��%��	� ���-
��, �������� � �����	�� �� �CQ ����$ �� 
������������% C����, ������������� �� 
��'���	� � ��<��C�	�; 

2/ ������  ��-��
� 	���� �� ��	��-
������ �� ���	�Y���	� � ��-���%�� ���
�-
��	, C�����Q� � �� ����	�� ���
�	��-
���� ��>��	� � 	�'��<�
� �����	�� 

�������<����	� ���� �� ������	� 
��� ������������<�	� � � ��$���� �� 
�C��$���� �� ���$����	� /	������/, 	�-
����-���	������ ��>��	�; ����	���� � 
	�
�Q� ����������; �	
������ �� ����-
	�� 	�����
� ����	���	��	��/������ 
�$���� +>���>�, ?��	'����, +�� ���� – 
����	�� 	������ ��	�Q� ������/. 

# �����	��	� �� ������ � ��������	� 
�� 
��
����	��	� C��C� ��	����	 ����	�� 
��������� �� ����	� �� ������	� – 
��	-
��� ��� ������; ���� ����������% �� �C�-
�������. ��������	� �� ��%��� ��	���� � 
������ ��	�����	 �� ������	� �� ��-
<������ �� 
��
����	�� ������	��. ��-
���	��� 	��� �������� �������	� ��	���� 
������	 ���������� ���������� � ������ 
�� ��	��C�����, �%
�� �	 
��	�: C�����	�� 
C���	�, ������	�� ��� ��	���$������ �� 
����������, ������	�� ��� ����	����% 

                                                        
11 Telfer, D. J. (2000). Taste of Niagara: Building strategic 
alliances between tourism and agriculture. International 
Journal of Hospitality and Tourism Administration, Vol. 1 (1). 
37-8 pp. 
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�� ��	�Q�	�, ����� �� C�����	�� ������ 
��� �������	���� C���$, �		��
� ��� 
�������� �� ���	-�-
��, ������ � ��-���
� 

���, ���<��� �� �		��
� � ��.  

�'*<;=,@#, 

� �����%	� �� ������<�� ������� �	-
��(���% � ���	���� 
��
����	�� C��C�, 
	��	���<�
�	� ������ � �
����	 �����-
��� ���'�� � ������ 	��
� �� �����	��	� 
�� C�����. ��� ����� �� 	��	���<�
� 
���	�Y��	�� � ������� ��$�� �<�	����-
	� � ������ � �����% ���� �	��
	���� 
�����, 
�>	� �
���� ������� ���%��� ���-
'� ������	� �� ��$���������% 	���	�-
<�
� �����. ������>
� � �� 	��������	� � 
����	��%	�, 
�	� �%��, ���%	� �� 	��� 	�� 
�C�������� � ������	� �� 	����������-
������% � ���C�������% � ��$���������%  
	������ C� ����� �� � �������� 
�	� ��$-
��. O����	��	� �� ��	����	����	� ����� 
����	��.  
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Introduction 

One of the main features of the tourism 
market is the strong dynamics of market rela-
tions, based on extremely sharp competitive 
struggle and the increasingly severe require-
ments of customers. In such conditions, the re-
tention of certain positions and the conquest of 
customer segments are complex tasks, requir-
ing pooling of resources and effort by building 
a solid partnership in which independence is a 
fundamental principle. Exactly these groups 
are subject of this report. Strategic alliances 
are a powerful alternative to the tourism sec-
tor. Their role in the processes of globalization 
and transnationalization in international tour-
ism could be defined as essential due to the in-
creasing number of market participants de-
cided to enter into such cooperation. The 
processes of production concentration and 
centralization of capital leads to the formation 
of such companies whose production systems 
do not coincide with the boundaries of politi-
cal or geographical boundaries. Their produc-
tion networks cover most of the world space, 
giving them an active role in global interna-
tional processes. 

Strategic Alliance – a powerful alternative 
to sector 

The extremely rapid development of the 
tourism sector globally amended to some ex-
tent the structure of the business as a whole. 
Alternative forms of clustering and decentrali-
zation strengthen the influence of certain 
companies, improve adaptation to market 
segments and reduce production costs. That 

strategic alliances are alternative, whose role 
becomes increasingly important in the proc-
esses of transnationalization and globalization 
in international tourism. On the one hand, stra-
tegic alliances could be defined as strategic 
partnership whose main objectives include re-
ducing the costs of technological and market 
introduction of new products, distribution of 
risk in carrying out research and development, 
the implementation of complex projects and 
creating conditions optimal use of the results, 
and the realization of economies of scale in in-
troducing new products.  

In a dynamic market relations and sharp 
rivalry, strategic alliances appear to be the 
right approach and a fundamental step for 
business development. Their construction and 
"start" do not appear to be simple tasks. As a 
base the strategic partnership should be devel-
oped and improved. That partnership would 
allow growth of the economic and financial 
indicators of tourist enterprise, more than pre-
viously projected, without significantly in-
creasing the level of financial risk, as the part-
nership as a form of economic and financial 
interaction implies some degree of solidarity 
in the implementation complex projects. Fur-
thermore, the partnership enables companies 
to accelerate and to directly influence market 
processes. From the perspective of the product 
could also be given some advantages – com-
bining the experience of several companies 
and allowing it to be molded product to en-
hance user satisfaction; knowledge of different 
customer segments, in turn expands the market 
for the company. Strategic alliances enable 
companies to enter the global market. 
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The paradox of strategic alliances 

Over the past two decades, strategic alli-
ances are playing an increasingly central role 
in corporate strategies for competitiveness and 
growth. Alliances stabilize competitive posi-
tion, by stimulating the market (Kogut, 1991), 
increase efficiency (Ahuja, 2000), provide ac-
cess to resources (Rothaermel & Boeker, 
2008) and conquer new markets (Gacia Canal, 
Duarte, Criado & Llaneza, 2002). In recent 
years, most of the world's largest companies 
combined 20% of its assets and 30% of their 
annual expenditure on research and analysis 
through this type of relationship and commit-
ment1. Investigation of Partner Alliances2 in-
dicates that 80% of CEOs in the top 1000 For-
tune, believe that the alliance could realize 
about 26% of their annual turnover in 2007 – 
2008 (Kale, Singh & Bell, 2009)3. However, 
the percentage of alliances that remain unsta-
ble and dissociate remains high (Dyer, Kale & 
Singh, 2001)4. Studies in this area confirm that 
this percentage varies between 30 and 70%, in 
other words, they neither achieve the purposes 
for which they were created, nor have opera-
tional or strategic benefits enshrined in the 
ideology of their founding (Bamford, Gomes 
Casseres & Robinson, 2004). The rate of suc-
cessfully created alliances (who achieved tar-
get performance) is about 50%, as in many 
cases the formation of such business relation-
ships lowers the price of shares to participants 
in the alliance (Kale, Dyer & Singh, 2002). 
This creates a paradox for businesses. On the 
one hand, companies face serious difficulties 
in achieving success in the formation, but on 
the other hand, the market requires them to en-
sure the creation of competitive advantage and 
growth. If we accept this argument, managers 
need to better understand what underpins the 
success of an alliance and how to manage 
such a structure. This report brings to a cer-
                                                        
1 http://www.partneralliances.com/media_room.html 
2 http://www.partneralliances.com/media_room.html 
3 Kale, P., Singh, H., & Bell, J. (2009). Relating well: 
Building capabilities for sustaining alliance networks. In O. 
Kleinford & Y. Wind (Eds.), The network challenge: 
Strategies for managing the new interlinked enterprise. 
London: Pearson Press. 5 p. 
4 Dyer, J., Kale, P., & Singh, H. (2001). How to make 
strategic alliances work. Sloan Management review, 42 (4), 39 
p. 

tain extent some of the guidelines in this area. 
Analysis is possible at two levels – the first of 
these examines private alliance, composed of 
two or more companies paying attention to 
one and influence of exogenous factors; the 
second option focuses on a company that par-
ticipates in several alliances simultaneously. 
In general, discussions in this regard could af-
fect: the level of alliances, companies need to 
see success in more complicated forms of co-
operation, rather than the traditional "business 
with business" referred to, alliances between 
companies and NGOs purpose as NGOs and 
others, and independent forms. At company 
level, companies must develop new capabili-
ties in the context of the alliance as distinct 
from the pursuit of new and repeated success 
in network grouping. Companies must learn 
how to manage their "portfolio" as a whole. 

What ensures the success of the strategic 
alliance? 

Considering strategic alliances such as 
economic groupings it is appropriate to accept 
a working definition, which to some extent 
clarify the nature of the concept. The strategic 
alliance could be defined as a purposeful con-
nection between two or more companies, in-
cluding exchange, sharing and joint develop-
ment of resources and capabilities to achieve 
mutual benefits (Gulati, 1995). The success of 
strategic alliances depends on some key fac-
tors that characterize each stage of develop-
ment (Gulati, 1998). These include (a) phase 
formation, in which companies decide to par-
ticipate in such a union, (b) phase of model-
ing, in which companies up his principles of 
management and control of the alliance and 
(c) phase of management where companies 
manage and achieve results (Schreiner, Kale, 
& Corsten, 2009). Research into matters re-
lated to the construction, operation and man-
agement of strategic alliances are numerous, 
so I will touch upon this process very briefly. 

The strategic alliance process 
The strategic alliance process involves 

several steps which could be classified as 
planning, implementation and evaluation. Al-
liance has a “five-stage” life cycle, and a 
structured methodology is applied to prepara-
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tion and negotiations at each stage5.  
First step: Setting alliance strategy. The 

first step in creating a successful alliance is to 
develop a well-thought-out strategy. We could 
define this stage as critical and key. There are 
too many cases when an organization finds a 
potential partner with good characteristics be-
tween them but sometimes it is not enough. 
Often each of negotiating parties develops 
their own strategy which at some stage “col-
lapse”. It is worth remembering that if the 
company does not follow its own strategy, it 
would follow someone else’s and often the re-
sult is dyslogistic. The strategic partnership 
stops all the individual business strategies of 
the company. Entering into such a relationship 
is not an option for any company but once 
taken it must be followed by a stable strategy. 
The correct strategy should describe the vision 
of the partnership, some of the principles of 
the genuine business relations, to include de-
tailed market analysis; SWOT analysis of the 
company, rights and obligations of the parties 
and selecting criteria etc. 

Second step: Selecting a partner. Criteria 
for choosing the right partner are pre set in the 
already developed strategy for modeling the 
alliance. Partners should be equal and cultural 
compatible. Their merger will be facilitated if 
we compare the image of both parties. This is 
the stage in which by negotiations and analysis 
all differences are “flatten”; and the motiva-
tion is increasingly high.  

Step three: Structuring the alliance. This 
is the step that has traditionally received the 
greatest amount of attention. It is during this 
stage that the deal is financially and legally 
structured, and negotiated. While important, 
the stage is not worth entering into unless the 
first two stages involving the strategy have 
been completed. This is the moment to men-
tion the types of strategic alliances that could 
be formed. Despite its strategic and long-term 
goals alliances are not related to the creation 
of separate independent structures. Regarding 
differentiation of strategic alliances we could 
perform classification by two criteria: strategic 

                                                        
5 Gonzalez M., (2001). Strategic alliances – the right way to 
compete in the 21-st century. Ivey Business Journal /Sep./Oct, 
47-51. 

objectives – vertical – access to technological 
competence and horizontal partners – seeking 
to enter new markets, competitive position – 
competitive and noncompetitive. 

Step four: Managing the strategic alli-
ance.  

The importance of this stage in the over-
all process of modeling the strategic alliance is 
determined by the importance of factors that 
influence during this phase; namely the man-
agement of coordination between the partici-
pants in the structure and strengthening of 
trust between them.  

Alliance partners must coordinate their 
actions to manage their independence and re-
alize the benefits of their relationship6. There 
are several coordination problems that can re-
sult from the lack of sufficient knowledge 
about how one’s actions are interdependent 
with the others, what decisions a partner is 
likely to use, how to allocate resources, or 
how information should be handled (Gulati, 
Lawrence, & Puranam, 2005; Gulati & Singh, 
1998; Schreiner et al., 2009). To manage co-
ordination successfully, alliance partners can 
use any or all of three classic mechanisms: 
programming, hierarchy, and feed-back 
(Galbraith, 1977).  

Programming is the most important 
mechanism. It includes developing clear 
guidelines on what specific tasks need to be 
carried out to goal the aim. It also involves 
who exactly is accountable for each task and a 
timetable for the tasks. Hierarchy is the sec-
ond coordination mechanism associated with 
monitoring the execution of goals. As we 
comment and analyze such complex structures 
we should also mention the feed-back used by 
the partners for enhancing the coordination 
and as a corrective process.  

Step five: Evaluation and analysis of the 
alliance.  

Measuring the results of an alliance is 
critical. The company must regularly deter-
mine if the alliance is achieving its objectives. 
The metrics need to be tailored to the alliance 
and include both qualitative and quantitative 

                                                        
6 Gulati, Lawrence, & Puranam, (2005). Adaptation in vertical 
relationships: Beyond incentive conflict. Strategic 
Management Journal, 26 (5), 415 – 417. 
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criteria. In this step, it is also necessary to take 
stock of the alliance and determine the next 
steps. It is absolutely necessary to evaluate 
and further develop the alliance at each stage 
of the life cycle. 

Airline strategic alliances  

Concrete and pointing to a particular type 
of alliance that serve us as an example of suc-
cessful integration is appropriate to outline the 
conceptual framework. As mentioned earlier, 
the strategic alliance is a union between two or 
more business units, which form a peer net-
work for a certain period of time, offer similar 
or complementary products or services for tar-
get customer segment (Dussauge, Garrette, & 
Mitchell, 2000). A word such as strategic alli-
ance relationships, strategic partnerships and 
joint venture describe the deliberate entry into 
the association has a synergistic strategic 
value (Hagedoorn, 1993). Such relations are7: 

� Buyer – Seller – as when event organizer 
and conference hotel enter into a relationship; 

� Seller – distributor – airline and travel 
agencies; 

� Alliance between equivalent companies; 
� Joint Venture. 

Strategic alliances with air carriers are 
powerful and dynamic force in the global avia-
tion business (MIT, 2006). The expansion of 
markets and regional economic growth are 
driving forces behind the demand for more air 
services. These alliances are based on mutu-
ally agreed benefits derived from increased 
revenue sharing and lower production costs 
through the use of common resources. Cur-
rently, the industry is a key stage of develop-
ment restructures creates new carriers, facing 
more serious challenges (Money, 2000). Car-
riers who fail to retain and maintain their posi-
tions must take changes seriously in the struc-
ture of its revenue and expenditure, given the 
serious interference by public authorities and 
regulators, whose role is crucial in shaping the 

                                                        
7 Hagedoorn, J. (1993), Understanding the rationale of 
strategic technology partnering: interorganizational modes of 
cooperation and sectoral differences, Strategic Management 
Journal, Vol. 14, pp. 371-85 

future of the industry as a whole8. 
In terms of benefits to customers by cre-

ating strategic alliances, we can cite9: 
� Enhanced route network; 
� Convenient travel; 
� Greater number of employees in the 

sector; 
� More privileges; 
� Programs for loyal passengers; – Has-

sle-free service; 
� Accessibility; 
� Improved transfers. 
According to the OECD, there are three 

main characteristics of strategic alliances10: 
1/ unification of the company consistent 

objective in maintaining their independence 
after the formation of the alliance; 

2/ companies shared results and control 
processes to achieve the desired objective; 

3/ companies are using their own strategic 
resources. 

As to the benefits to air carriers, we can 
mention: 

� Extend the route network; 
� Conquest of greater market share; 
� Restrict access to the market; 
� Growth in the volume of air traffic. 
Depending on the content of the contract 

and the degree of integration of the partici-
pants in strategic alliances in the air carriers it 
can be shaped two groups11: 

1/ alliances with strong and deep partner-
ship with a wide range of direction of joint ac-
tivities – pricing, standardization of vehicles 
and delivery of services, creation and devel-
opment of a common image of the newly cre-
ated brand, distribution of income and profit; 

2/ alliances with a lower degree of inte-
gration partners, and flexibility, based on joint 
marketing activities and technical develop-

                                                        
8 MIT, (2006), Global Airline Industry Program (Ed.): 
http://web.mit.edu/airlines/www/index2.htm 
9 Money, R. B.. (2000). Social Networks and Referrals in 
International Organizational Buying of travel services: The 
role of culture and location. International Journal of 
Hospitality & Tourism Administration, Vol. 10, 1. 
10 http://www.oecd.org/topic/0,3699,en_2649_37455_1_1_1_
1_37455,00.html 
11 Telfer, D. J. (2000). Taste of Niagara: Building strategic 
alliances between tourism and agriculture. International 
Journal of Hospitality and Tourism Administration, Vol. 1 (1). 
37-8 pp. 
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ment 
The initial goals of alliances with air car-

riers were limited to service passengers / trans-
fer / loading activities, investments and current 
funding and detection of joint trade missions / 
Japan Airlines example, Lufthansa, Air France 
– joint term JFK /.  

With the development of the market and 
strengthening the competitive struggle has 
been some modification of the Alliance – con-
trol over the market, new directions for unifi-
cation. 

Programs for loyal passengers are the 
main tool of alliances to gain competitive ad-
vantage. Through these programs, frequent 
travelers enjoy certain privileges in the proc-
ess of consumption, some of them: free tick-
ets, priority for confirmation of reservations, 
priority registration at the airport right to free 
transportation or excess baggage, discount for 
car rental, transport in higher classes, vouchers 
for discounts and more. 

Conclusion 

In a dynamic market relations and sharp 
rivalry, strategic alliances appear to be the 
right approach and a fundamental step for 
business development. On the basis of strate-
gic partnership and trust between participants 
in the alliance is formed an attractive model 
that has a serious impact on the processes of 
international tourist market. Based on trends in 
the industry as a whole, the role of this type of 
unity in the processes of transnationalization 
and globalization in international tourism 
could be defined as important. The alternative 
form will be developed. 
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���-
��<�
�	� ���
	����	 � �����(��	 ��-

��
�
��	��. "�>-<�	� ��� ������������-
	� � ��������	 ��������� ���� �� ���-
��$C�	�, ��������� ���� �� �����
	�	�, 
��
������ ���
� �
����	������� ���-
'���. ���	� � �� � ��C�B���� 
�
 �%
� �	 
	��� ���������� Q� �
�$� ���%��� ���'� 
������% ��
���	��. 

6
� ���������	� �� ������ ��������-
�� ������ �� ���<�	���� ��������% � 	�>-
��		� �� ������% ��
���	��, 	��� ����<�-
��, <� 	% � �	 �Q�	���� ���<���� �� ��-
��	�������	� ��(����. "�, �
� ���%� ��-
C�, 	% ��$� �� C��� �����C�����	� �	 ���-
��Q�% ��(����. 6������	 � �������� 
������ �� �	%���� �� �Q�	����	� �	 ��-
�Q�	����	� ����������, 
��	� C�'� �
�-
���� ���%��� ���'� ��
� ��� ����	���-
��	�.1 

������	�� �� ��	��� �, <� ��� ���� � 
�������%	 ����<��	� ��	��� �� �	��(���� 
�� ������	��	� ���������� � ��<��%���� 
�� �����	��%	� �	 ���������� ����
� �� 
	�>��	�	� �� 	��� ����������. ��> ���-
	�
�� �����$���	� �� �	
��%	 ���������-
	� ����������, �� �������%	 
��� �����-
��	����	� ���������% C� C��� ��>-
�������, 
�	� ������ �� C���	 ����	�����-
���� ���(��	� � �����
��	�� ��������. 

&����� ����	�	�
 �� ��	��� � �	��-
�	���� ���%��	� �����$��	 �
�B<���	� 
� ���� ���������� �� � �������������, 
����. ��������	� �� ������ � 
��>��%	 ��-
���	�	 �	 ����
	�. 6
� ��������	� �� ����-
�� �����(� �<�
����%	�, ����� ����%	�� � 
	�����	� �� � ��-���
� � �����<��	� ��-
�� �� ����	�������% �����
	 ��	��	�� 
�� � ��-���
�. � ���� ��<�>, ����. ��� 
���
� �������%	�, ����%	�� ���'���	� �� 
����
	� �Q� Q� ����	��	. � ����� ��-
<�� ��
����	��	� �� 	���	�<�
�	� 

                                                        
1 ����	
�, ��., !��������� �� ��
� � 	���	�<�
�	� 
�����, „6������� �����”, #���%, 2004 

�������%	�% � �����$��	 �� ��������	 
��������� ���� �	 ����� ����������, 
��-
	�, �C�<�, ���� �� ����<��� �� ����	����-
�� �����	�	� ��� ���������� �� 	��� ��	��. 

#�C�
	������	 �� ����%��Q�% ��$� 
�� � ���%�� � <��� ������ �� 	����� ���-
��	�<�� ��� 	����� ��	���	�<�� ����
� 
�� ���<���		� �� 
��
��	�� ����<��� ��� 
����
� ��$�� �	����� ����<���. 

)�����	 �� �������% �� ��
� „)��-
	� �����” ���� ���$�����	� �� ���$�	�� 
�����<�� ��
���	���, ����<��� ��� �����-
������	� �� �����<�� ������� �� C���Q� 
��������� �� ����
	�. ���%	 �� �����<��	� 
������� 
���� 
�� C��
��>��	, 
��	� 
���<�, <� C���Q�	� ��������� �� ����	�-
������% ����
	 ��$� �� C��� ������  
������� C��> �������.  

�����	�, 
��	� 	�%C�� �� � ������, � 
��	������	, � 
�>	� Q� � ����$� �%
� 
����������. �����	��� 
����	����  
�
���	�, <��� �C��C�	���� �� �C���� 	�-
	�	�<�
� ���������% ��� <��� �C�
��-
���� ��	���������� ������� ���� ����	 
�� � �����%	 ������	�	� ��	������. 6
� 
����
	�	 � ������� � ����������, �%
� �	 
��<�>��	� ���������� C� ������ ���� �	 
�����$��	� 	�>��	� �	 	��� ��	�����. 
O����	�	�	, 
�>	� C� � ����<�� �	 ����$-
����	� �� 	��� 	�>��	� � �
�����<�
�% 
�����, C� C�� ���� ������ �
�����<�
� 
����
� �� ����
	�. ^� �$������ � �����-
��$�� �� � ��Q�	�� 	�
��� ������$��-
�� ��������	����. +���	����	�, 
��	� � 
���� � �����	� �� �������, � ������������-
�	� �� ����%	��	�	� �� �����<��	� ���-
��$�� 	�>��	� �� �%
� ����������. 
6
� � ������� ��<��� ��C�� �� ��C�� �	 
�����$�� 	�>��	� �� �'����	� ������-
����, Q� � ����<� ���� ��(���� ����$�� 
�����	� �����$��. 6
� � ���	��� �����-
�	 ��	�	�<�� C��> ��	�, Q� � ����<� 
��
����	 �	 �����	�	�, 
��	� � ����	�-
��	���� �����
� �	 ��<
� �����$��. ��
� 
�
�����<�
�	� ����
� �� ����
	� � ����-
	��% 
�	� ��<�>�� ����������,  �����	� 
������������� �� ����%	��	�	�, ��������-
�� ��� ����� �� ����<���	� �����
�. ���� 
� ��������	�	 �� ������� �� ��
�, 
�>	� � 
�����	�	 �	 �����$����	� �� ��	��� “)��-
	� �����”.  
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�������<�	���� � ���������	� �� 
��
� <��� ��	��� “)��	� �����” �� � 
����'�$�� �	 ������� �� <��	��	����		�, 
�� �� � �������� �	���	����	� ��$��	 
�� �����<��	� ����������. ����	� ���-
�������	� � ��$��, 	�%C�� �� � �C���� 
�������� �� ��>��	� ����%	��	�� ������-
�������. 6
�, �C�<�, �������	 �� <��	��-
	����		� ��
�$�, <� ����%��	� � 	�>-
��		� �� ����������	� ���� �� �����<�-
	���� ��������% � 	�>��		� �� ��	��	� 
��	�%Q� 	�>��	 �� ����	�������% 
����
	, 	����� ��$� �� � ������� ����-
���%��	� �� ����%	��	��	� � ����������-
���. � ��<�% ����������	� �� ���� � �Q� 
	�>��	 �� 	��� ���������� ��� ��<
� 
��<�����% � ������� ���������. 

=��%�� ������	�� �� ��	��� �, <� �� 
���
�� ������ ��	���	�<�
�-	�	�	�-
<�
� �������% �	 �������	�	�, 
��	� �� 
���
	�
���	, 	�> 
�	� ��$� �� � ������� 
<��� 
���B	���� �C��C�	
� �����	��� 
������������� ��	����� �����
	�. �� 
	�
�� ��<��, �������	����	� ��C�	� �� 
�����	�
� � ��$�� ��� �� ����
�	� �� 
��<�>��	� ���������� �� �'��� �� ����-
��. #�Q� 	�
� �%�� ������<���% �� �	��-
(���� �� ��$��		� �� ������, 
�>	� 
������ ��	�
� �	 ����<�� ��'���  �'�-
�%Q�	� ����������. 

"���	�	�
 �� ������ �, <� �����%�� 
	�	�	�<�
� ����
�, � �� 	�<�� �����	�-
	�, 	�> 
�	� �������%	� �� � �������� 
	�'��
�. ���� ����	�	�
 � <��	��	��-
��		� �� ������ �� ��������� 
�� ��-
'����	� ����
���%, ������ 
��	�, ��� 
�%
� ����%�� � 	%', �������%	� 	�%C�� �� 
� ���	���. 

^�	�������% �Q�	����	 �  ������-
�%�� �� ����	�����	� �Q�	������ �� 
�-
������� ��$�� �%
�� �	 �'����	� ��<�>-
�� ����������. ��� ����<�� �� 	���� 
���
�������� �������	 �, �
� 	% � ���-
����� �	������� ��������	����, C� 	�%C-
���� �� � ��<� �	������ � ����������% �
�-
����<�
� �����. "� ���%
��� ����	 �� 
�Q�	����	 ���C����	���� ���
����� 
�-
�������, 
��	� 	����� ����	 �� C���	 ���-
�������� ��� �� � ��C�� �����	�. "���-
<��	� �� ����C�� �������	� ��$�� ���-
�������	� ���
�� ��-�����	���� �	��(�-

��� 
�� ����
	� � ������	� ����
�. �����$ 
���������� 
���
	��, 	%'��	� ����$���� � 
������ �� �������% �� C� ����	���%��-
�� ���C���. )���� � ��$�� �� � ����, <� 
���� ���(
� � 	��� �	��(���� ��$� �� 
������� ������� ��������� ����% ������.  

)�	���	 „����� �� ��(���%	�” ������ 
�� �������%�� �����	� �� ������� �� ��-
(���� �� ����	�����. ��> � ���'��, ���-
���  �������	� �� ��(���% � �����%	� �� 
������������	 � ������	� �� ��� � ����-
��<�����	� �� �����$��	� ����C� �	 ��-
����<����	� ����	������� ��(���%. 

� ���������� 	��
	��� � ����	��%	 
�����$��	� ������� �� ����	�����, ��-
��	�������	� ���'��� � ���������� ��-
��<�� ��	���, 
�	� �������	 �C'��Q� �%-

� ���� ���
������� <��� ��	��	��% ��
�-
��	�� � ������	� 	�����	�� �	
������� 
(��
�) �� �	
��%����	� �� ��>-������-

�	����	� ����	������� ��(����. �%
� 
��(���� � ����� � �������	 �	 ���'� 
��� �����'� �� �����(��	�. �������		� 
�� ��(���%	� e ��>-<�	� �������  �	���-
	� �� ��������	� � ��
���	� �� ������ �� 
��	��	�� 	���	�<�
� �����
	. ���� �	�-
�� �: ��������	���� ����<����, ����
	�-
���� �� �����
	�, ����	�%�� �� ���	�	���, 
��C�%����  	�'������<�� �C�������� � 
	.�. "� ��
� �	 �	���	� ��C�	�	� ��$� �� 
C��� ��%��, �
� �� � ��������� �������-
<����	� ���'���, 
�	� �� 	��� ��<�� ����-
C�	� � ������<���	 ��� �� ���������	� 
�� �����	�. � 	��� ��<�> �� ��$� �� � 
������ �� ��	����� �� ������Q����	, � 
��� �� �����	���	%���� �� C���Q� ����-
	���� �������� ��� �����	� �� ������-
�� ����C�.2 

���C����	 ��� ���������� �� 	��� ��-
	�� �, <� �����	� �� ��(���%	� � ���$�%-
�� ����� C����. ��� ��C�� �� ����<� �	 
���� ����	������� ����
	 ��$� �� � 
��C�B���� ��%��	� �	���� ������	�	� �� 
�����	�� �� ����
	�	�, 	.�. �� �������	��-
��	� �����$��	� �� ��-���(�� �������-
��%, 
��	� �	 ��% 	���� � ������� �  ��-
�����	���� ����	������� ���	��. ��� 
���������� �� �%
�� �	 	��� ������	� �� 

                                                        
2 )�	���, )., 6����� � ����
� �� ��
� ��� ��C�� �� ��-
��	������� ��(���% – #���%, 2000 



�������������� � �����������, ��. 7, ������ 4 
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�����	�� ��$� �� � ��	��� ���� ����� �� 
��(���%	�, �	���%��Q� ��<� ���(�����% 

��� �	 �C�	�% � ��(���%.  

��C���	 �� ���(��%���� �� C����� 
�����<��� C��% �� �����$��	� ��'��� � 
������	���� �����<��� ��
� �	 ����	�-
��� � ��C����	� ���
�. &C��	��, ��(����-
	� �� �	
�� �	 ����
	� 	��%�� C��% �� 
�����$��	� ��'���. ��
� 	� �����%�� ��-

� �	 ����	���%	�. ^� �� � �	���%	 	��� 
������� � ��
�, 	�%C�� �� � ��������	 
�����<�� ��
��	��� �����, �� �����	� �� 
��(���%	� �� ���� ���������% 
�
 �� � 
������� 	���. ��Q��	 	� �� ��
���� 
�
 
�� � ����%��	 �����<��	� ������	� �� ��-
C��, � � ��� ���C�� ��<�� �� � �C�CQ%	 
��������	� �� �	��(���� �� ����<��	� 
��	���. 

���� �����%��� ��	�� �� ��������� �� 
��
� � ��	���	 �� C����
���% �
����-
���	. ^� �� C��� ����
�	� �� ����� ����-
	������� ����
	 ��-�����, %�� � 	�<��, � 
���C'����� 
�� ��% �� � ��	������ ��-

�	, 
�	� �� 	��� ��<�� � 
������� 	�>-
��		� �� ����	�% ������ ��
���	�� �� 
����
�	�. ��� ���� 
���������	� 	���  
����Q	� �� 	.���. C����
�� �
�������	, 

�>	� �	���%�� �����$��
�	� ����	�� �� 
	����	� �� ��
�, 
�%	� �����	�<� �	 
�<�
����	� ������������� �� ����<��	� 
��	���, � 	�
� �Q� � �	 �	��(����	� �� 
�����Q�% ��Q���� 
�� ��
�. ��� ������-
����	� �� 	��� ��	�� � ������ �����	� 
������	��
�: 

� ��	��%	 ����<�� ��	�
, 
�>	� �	 ��-
���� � ��<�>�� ����<���, 

� �����	� �� ������Q����	 �� C��-
��
���	� ����	����, 
�%	� � ����	��, 

� �	��(����	� 
�� ��
�. 
���������	�	 �� C����
���% �
����-

���	 � <�	�� �	 �
�������	��% C����
�� 
��	�� ����<�� ��	�
 �� ���� ������ � �<�
-
����	� 	�>��	 �� ��
���% ��	�� ����<�� 
��	�
. 

��� ����<����� �� 	�>��		� �� ��	-
��	� ��	�%Q� 	�>��	 �� ����% ��
 
��-
������	�	 �� C����
���% �
�������	 � 
�
�B<�� 
�	� 
�������Q 	�>��		� �� �-
�����% ��
���	�� �� ����
�	�. 

���C��� ��� ����������	� �� ��	��� � 

�� � �������%	 ����$��� 	�>��	� �� 
�-
�������	� �� C����
�� �
�������	 �� ��-
���� �	 �
�����<�
�% $���	 �� ����
	�. 
"�<�� �� �������%����	� �� � ����������-
	� �� ������� ��	����
	���� ������ �� 
�����	�	�	� �	 ��<� ��Q�	���� ����
	�, 

�>	� ��� �� ��� �� �����<� ����%	��	��-
	� ������������� �� ����<��	� ��	��� �� 
������ � �� 	��� C��� �� � �������%	 ���-
��	� 	�>��	� �� 
��������	�	� �� ����-
���% �� 	����� ����
	�. "�
��% 	�>��	�-
	� �� 
��������	� �� C����
���% �
����-
���	 �� ������ � �������%	 � �������	 
�	 �	�������	� 
��������	� �� �������%, 
�<�
����% ��	�� ����<�� ��	�
 � �	��(�-
���	� �� �����Q�% ��(���� 
�� ��
�: ��-
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INVESTMENT RISK ASSESSMENT METHODS IN TOURIST 
ENTERPRISE – ADVANTAGES AND DISAGVANTAGES 

MARINA RAYKOVA 
PH.D. Student 

Economics of Tourism, UNWE, Sofia 

The investment risk management in dif-
ferent areas of the economy is becoming more 
widely used in Bulgaria, especially in emerg-
ing sectors, among which tourism. Investment 
projects in tourism are typical risk projects. 
Their risk is associated with the uncertainty of 
the rate of return and can be defined as a pos-
sible deviation of the actual rate of return than 
expected. Simultaneously, they are means by 
which can be achieved significant competitive 
advantages in a dynamic sector such as tour-
ism, characterized by the frequent creation of 
new and improved products. 

This requires the finding of mathematical 
and statistical methods for quantitative as-
sessment of investment risk. For its measure-
ment mainly two approaches are applied. 

The first approach is based on a time se-
ries analysis of historical data. An assessment 
of statistical data of the return of an invest-
ment for the same periods is made, based on 
which a manifestation of the risk in the past is 
determined. This approach is based on the hy-
pothesis that the risk will maintain its size and 
in subsequent periods. Such data extrapolation 
provides a real estimate of the size of invest-
ment risk, but in previous periods during for 
which the data were collected. This approach 
gives only superficial idea of the possible de-
viation from the expected rate of return. 

The second approach is based on prob-
ability data. It consists in pre-determining the 
numerical values of the future rate of return 
for different manifestations of the underlying 
factors. 

Risk assessment methods based on prob-
ability data are called expert methods and aim 
not to reduce the risk directly but its meas-

urement, analysis and evaluation. Through the 
analytical information they provide, they help 
make decisions to reduce risk by finding ways, 
means and opportunities to eliminate the fac-
tors which cause it and to reduce its negative 
effects. They enable to stimulate creative 
thinking of the participants to justify decisions 
in the absence of sufficiently reliable quantita-
tive information. Each of the methods is indi-
vidual and can be used in different situations, 
depending on the activity of the tourist enter-
prise, its branch specialization, structure, etc. 

The sensitivity analysis determines the 
primary (sensitive) variables that have the 
highest contribution to risk in the investment 
project. After a set of specific changes to the 
input variables the experts monitor how the 
economic fundamentals react. The most sensi-
tive variable in time is the cash flow, and 
hence the assessment provided by the main in-
dicator – net present value, which is influ-
enced by all primary variables in the project: 
investment costs, sales volume, market share, 
period of economic life, budgetary constraints. 

Project risk arises from uncertainty in 
terms of input variables. Using estimates of 
negative or positive changes in the elements of 
cost and revenue, calculations of economic ef-
ficiency indicators are carried out repeatedly. 
Most often in forecasting are used minimum 
levels of sales, minimum prices of products 
and extremely high operating costs. The aim is 
to observe how each of these variables will af-
fect the main indicator. 

If a change in a variable has led to sig-
nificant changes in the value of the underlying 
index, this means that it is essential for in-
vestment decision. But if it has a little impact, 
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it can be ignored by decision makers. The 
analysis shall be used for separating the essen-
tial from non-essential variables that could af-
fect the risk in investing.1 

Advantage of the method is that it deter-
mines cash flows for the unknown variables 
and calculates the consequences of an incor-
rect assessment of the values of these vari-
ables. It urges managers to find undervalued 
variables to determine where additional infor-
mation would be most useful in helping to 
identify false and inadequate forecasting. 

The main disadvantage of the method is 
the relatively great opportunity the variables 
included in it to be interconnected, for exam-
ple the market size and the end result of the 
project. If the size of the market exceeds ex-
pectations, it is highly possible the demand to 
be higher and the prices of the investment 
products to be higher accordingly. In another 
case, for example high inflation will increase 
the project costs. In many cases the manage-
ment of tourism enterprises is confused to de-
fine mutually independent variables, which, 
however, can lead to unreliable results in us-
ing this method. 

Subjectivity of the evaluation also may 
occur by giving too pessimistic or too optimis-
tic assessment of the significance of a particu-
lar variable or a correlation between individual 
variables. 

Simulation model of risk "Monte Carlo" 
aims ranking of multiple valuation parameters 
obtained after acting out various scenarios of 
future behavior of the project. The number of 
different scenarios tends to infinity, which 
means that the future behavior of the invest-
ment project can be described by a large num-
ber of scenarios. 

First, that needs to be found is the range 
which will contain each variable. Through 
consultation with experts, through the process-
ing of collected statistic data or through simple 
deterministic analysis these intervals can be 
easily found. If the project is put into effect, 
each of random variables would accept one of 
the possible values of this interval. The result 

                                                        
1 ����	
�, ��., !��������� �� ��
� � 	���	�<�
�	� 
�����, „6������� �����”, #���%, 2004 
 

which would be obtained by introducing these 
values into the economic model would be a 
real economic assessment of the project. Un-
fortunately it is impossible to make such pro-
vision in advance. All that is known at the 
time of the analysis is the distribution of prob-
abilities of various possible values of each 
variable. If a choice of random set of possible 
values of input variables is made, you get one 
solution among many possible. If the process 
is repeated enough times, you get a set of re-
sults that are representative sample of all pos-
sible. This way the economic evaluation of the 
project is presented as a random variable with 
known probability distribution, based on the 
obtained sample. This is the basis of risk 
analysis which results from applying the 
"Monte Carlo" method. 

It is recommended that the simulation of 
risk by using the "Monte Carlo" method is 
preceded by a sensitivity analysis to determine 
the relative importance of different variables. 
When a variable is important you need to fo-
cus on its probability distribution. If, however, 
the sensitivity analysis shows that the change 
in the variable leads to minor changes in the 
value of the NPV of the investment project, 
then you may omit the definition of its prob-
ability distribution. In this case the using of 
one and the same value of this variable in all 
calculations is perfectly acceptable. 

A great advantage of this method is that it 
doesn’t require large mathematical and statis-
tical knowledge of the professionals who prac-
tice it, because it can be administered by com-
puter processing through specialized software. 
Thus, the additional work of the analyst is lim-
ited to the assessment of random input vari-
ables of the model. There are also no restric-
tions on the complexity of the model that con-
nects the cash flow incomes with input vari-
ables. 

The disadvantage of this model is that it 
provides statistical estimates rather than accu-
rate results because the simulation is not a 
precise technique. Another disadvantage is the 
sensitivity of process simulation to baseline 
assumptions therefore, if any change in them 
occurs, the simulation must be repeated. 

Difficulties exist in determining the pos-
sible existence of correlations between some 
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of the input random variables. If there is a 
strict functional relationship and if it is prop-
erly fixed in advance, it should be already re-
flected within the economic model. But some-
times there may be roughly marked correla-
tions that are difficult to be formulated or are 
not well known. The existence of such de-
pendencies between variables require more 
careful attitude towards the project and its 
evaluation. Once set correctly, their introduc-
tion in the simulation would not be a problem. 
It is important to know that an error in this re-
spect can make the analysis absolutely invalid. 

The "Decision tree" method helps to de-
termine the time of making an investment de-
cision. It is an approach of making decisions 
in conditions of uncertainty and its main pur-
pose is to limit potential losses caused by un-
successful investment decisions. 

In � tree structure the possible periods for 
investments, investment expenses and cash 
flows are described and the analysis covers 
each branch by the corresponding indicator 
and its standard deviation (the risk) until  the 
most attractive investment decision is identi-
fied. Every decision is taken depending on the 
success or failure of the previous. The se-
quence of decisions is most often associated 
with the stages of creation and marketing of a 
tourist product. These stages are: a preliminary 
study, product design, prototyping, supply of 
equipment, etc. At each stage the work can be 
stopped, if initial expenses are not justified, 
thus losses are limited to incurred to date. In 
this case we can’t speak of achieving a return, 
but only of future prevention of negative con-
sequences in terms of financial losses.2 

The problem with using this method is 
that the decision tree can get complicated very 
quickly. When selecting more than one in-
vestment project the decision makers can get 
confused about projects development options, 
i.e. additional opportunities for successful im-
plementation, which in turn is related to addi-
tional investment funds. In defining some of 
these development options a new decision tree 
can be built reflecting the already expanded 
range of events and decisions. 

                                                        
2 )�	���, )., 6����� � ����
� �� ��
� ��� ��C�� �� ��-
��	������� ��(���% – #���%, 2000 

The choice for business expansion in-
creases the number of possible outcomes and 
therefore increases the risk of investing in the 
chosen direction. Conversely, the decision to 
abandon the project reduces the number of 
possible outcomes. Thus it reduces the in-
vestment risk. To reflect these changes in risk 
you the management needs to use different 
discount rates, but the decision tree gives no 
information on how to do it. Actually it doen’t 
show how to evaluate different options to 
choose from, but only a convenient way to 
summarize the effects on cash flows. 

Another popular method of measuring 
risk is the risk-free equivalent method. To be 
assessed an investment project in full, clear 
and precise way, it is necessary to integrate the 
risk to it and thereby adjust the value of the 
accepted assessment key indicator. The ad-
justment is done by using the so-called risk-
free equivalent, which reflects the manager's 
perceptions about risk size which arises from 
the expected distribution of cash flows, as well 
as decision maker’s attitude towards risk. Us-
ing this method, there are the following as-
sumptions: 

� Net cash flow, which for years is a ran-
dom variable, 

� Rate of return on risk-free investment, 
which is known, 

� Attitude to risk. 
The coefficient of risk-free equivalent is a 

fraction of the equivalent riskless net cash 
flow per year and the expected value of risk 
net cash flow. 

Upon receipt of the value of the net pre-
sent value for the whole period the coefficient 
of risk-free equivalent is included as a correc-
tion value of the evaluation underlying index. 

Problem in the use of this method is to 
determine reliable values of the risk-free 
equivalent through the years of economic life 
of the project. A way to overcome it is the use 
of a serious retrospective analysis of results 
from existing projects, which aims to derive 
the probability distribution of cash flows 
through the years and on this basis to deter-
mine the average values of the coefficients of 
variation in the different types of projects. Fi-
nally, the coefficient of risk-free equivalent 
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through the years shall be determined, depend-
ing on the coefficients of variation, expected 
net cash flow and decision maker’s attitude 
toward risk: neutral, weak or strongly nega-
tive. 

Another risk assessment method is risk 
adjusted discount rate. Rather than risk being 
replacing the risk-free cash flows with their 
equivalent risk cash flows, the first can be dis-
counted with a rate that includes a risk pre-
mium. This rate has three elements: 

� Rate of return on riskless investments; 
� Addendum to adjust the rate to the 

normal risk for the enterprise; 
� Addendum (or decrease) to adjust the 

rate to the risk in the particular project. 
Their sum is the adjusted risk discount 

rate. All three elements, including the adjusted 
risk discount rate are measured in percentages. 

The value of the adjusted risk discount 
rate in all three cases can be expressed as: 

� The risk of the project is the same as in 
previous risk investments, i.e. is equal to the 
normal risk for the enterprise; 

� The risk of the project is greater than 
normal risk; 

� The risk of the project is less than nor-
mal risk. 

The value of the adjusted risk discount 
rate for the particular project depends on its 
specific characteristics, financial condition and 
the project's impact on the strategy of tourist 
enterprise. 

To effectively counter the investment risk 
in tourism, it needs to be regularly diagnosed. 
Through proper use of methods of analysis, 
evaluation and risk management decisions 
during the investment process can be achieved 
risk reduction at lowest possible level and it 
helps to achieve higher returns and effective 
use of invested funds. 
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�� ���-
�����$����%	� �� �	�����% �������), ��-
��	�%�� �� ��
���
	�� �������� �	<�	� � 
<�	������ C�����. 

^���<���� 
�	� ������<��� ���	�<�� 

���� ���� 2007 �. � #6�, ������� � 
�	� 

���� ��� ��������% �
	�� �	���� � 
#6�, ��������� ��� ���� �� ���C���� ��-
������ 
����, ���� 2009 �. � ���'����% � 
������% �
	��, �	
���	� � � ���C���� (��-
	����) �
�����<�
� 
����. 

�����	��%	� �	 ���������	� ��-
	���� �
�����<�
� � � �������	� �� ��� 
��Q�C�, ��������
��>
� ��� �� �����(-
����	� ���������� � 
���� � 	������%	�, 
������ �� ��	��C�����	�, ���� ������ �� 
��������	� C���, �������%, ������� 
C����C�	���, ����$����� ����	� �� �����-
	� 
��$� � �����$���	� ���	�, ����	�, 
������� �����$�%��	 ��$�� 	����
�	� 
�C�
	�, ���
� ���� �� 
����	�	� � 	.�. 
���� 2010 �. � 2011 �. � �	C��%���� ��Q�C-
�� �����	���� �� ���� � �
	��� �	 ��>-
C����	� � C����	� ���$��� 
�� ��>-
C���	�	� � �
������� �� ���C����	� ����-
����. #�Q�	� 	�������� ������$���	 � 
���� 2012 �. "� ����$��%���� � � �����(-
��% ����� �� �
����	���% �� 	����	� �	 
	��	�% �%	. 

=��C����% 	������ ��� ��	����% ��� 
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	������ (��$�� �� ����<�� ���� � �Q� 
��Q�  �����<�� �����) 
�	� <�	 �	 ��-
	����	� �
�����
� � ������	�� �� �Q�	� 

������ 	��������, 
��	� ��������'��, �� 
��� � ���	� �Q�	���� ��C���	�: 

1. "���	�� ����	 � �CQ�% 	���	�<�
� 
�����
	� �� ������	� 	���	�<�
� 
����-
����� � �������� (TUI, Neckermann, Rewe � 
��.) �� ������  ����� 
����� 
������� � 
�C��		� �� 	�����	�, ��	��'�����	� � ��-
����	� '�	��
� ������ Q� �������%	 ���� 
�����Q�	� 10 ������ ����	� � ������	� 	�-
��	�<�
� ����� � ��	���� ��Q�C. 

2.!����<��� � C��%	 �� ��	�����%	� 
�� ���$���� �� �����	� �
�����<�
� 
	���� �� ��	
� �� ��	�����%	� �� ���$-
����	� �� ��C� �����	�	� 	����. � ��-
���	� ���	��(����	� � 80% 
�� 20% �	 
�CQ�%	 �%� 	���	�<�
� ��	�����%. #�Q� 
	�
� � �����<��� � ����	 �� 	���	�<�
�-
	� ��	�����% �	 �����	�	� 	���� 
�� 
	����	� �	 	��	�% �%	 ��� �����<���� ��-
��	 �� 	�
� ����<���	� ‘����<�� ��	���-
��%’. ��������	� � 	��� „����<�� ��	���-
��%” �� 2020 �. �� � �����<�	 ��� ��	�. 
���� � ��� ���	� �
�����<�
� �����-
��%, 	�> 
�	� 
�����	� 	���	�<�
� ���-
�� ���������>
� � �	 ������	� �����
� � 
	�����	� �� $���	 ��$�� �����	�	� 	��-
�� � �	�����	� ���$��� ����<���	 �����-
�� ���� �� ��	��%���� � �C��$���� �� 
	���	�	�, 
��	� ������%�� ����	���� �� 
��<��C�	� �	 ����������	� 	���	�<�
� 
�����. "�Q� ����<�, ���%�� <�	 �	 ���-
'���	� �	 �����$C�	� �� 	���	�<�
� �-
���� �	��� � �����	�	� 	����, 
���	� � 
C������� 	������	��	� � ��	��'���	��-
��	� 
�������. ���������	�, <� 	������	 � 
����Q �	 C���	�	� 	���� �� 	����	� � 
��C� �
�����
� ��$� �� C��� �����$��� 
�� �������, 	�> 
�	� 
�
	� ��C��%��' ��-
���� ��-���%��	� <�	 �	 ���'���	� �	 ���-
��$C�	� �� 	���	�<�
� ����� �	��� � 
C���	�	� 	���� ( 	������	, ��	��'��
� � 
��<��C� �� 	���	�<�
�	� 
�������). 
)��
�	� <�	 �	����� �� �����Q��� �� 
��	��%����	� � �����	� ����� �������  
���	�% �� 	���	�	� � ���������%	� �	 	�-
�� ��>��	 ��<��C� ���'����� ����� ��C� 
��	��	� �
�����
�. ^����C�<���Q�	� � 
	�������% �� �����<����� ����	 �� �����-

	� ‘ALL-inclusive’ (��<
� �
�B<���) � 
��	��%����	� �� 	���	�	� � 
�����
� �	 
��	����� 	��, <�	� ��(��� ��	��	� �
�-
����<�
� �C�
	� �	 �����$��		� �� ��-
�������	 ���'��� �	 ���C�����Q�	� 	���-
	�. ��-�����C�<���% ������ ��
����, <� �� 
���
� <�	 �	 	���	�<�
� 
������� �	 
��	����� 	�� �� � �C	����	 �� ���$���� 
�� 	����	� � 
�%	� � ������	, � � �C	-
����	 �� ��$��������� '�	��
� ������, 
� � ��<��	�, 
���	� 	� � �C	����	 �� 
��	�� B����<�
� ��� ����<�
� ���� � 
��-���%��	� � <�	 � 
����	����� �	 C��-

� ��� ������ 	���	�<�
� 
���������. 
"�������� �	 ����$���	� �������	� �� 
��
 ����� �� � <�	�, <� ���'���	� �	 	�-
����� � ����� ���� �� ���� ��(�Q�	� ��� 
�������� 
���� �
�����
� �� 	����	� 
� ��C� �
�����
�. 

3. ����	�<�
�	� ��	�����% �� ���$-
����	� �� ��C� �����	�	� 	����, <�>	� �%� 
Q� �����%�� (�
��� 2 ��	� �� 2020 �.) � 
������� ������  	�
� ����<���% „
��	���� 
	������”. ��� 	��� ��� 	������ ����	 �� � 
���<��%	 � ���%�� <�	 �	 ��	�����%	� �� 
���$���� �	 	����	�  C���� �������Q� � 
�
�����
�, 
�>	� Q� ������$�	 C����� �� 
	���	�<�
�	� ��	�����% � ���C���� ��-
Q�C � Q� �������	 ��	��(����	� ��%�� 
	���	�<�
�	� ��	�����% �� ���$����	� �	 
��>-�����	�	� 	����. 

4. �� ������$� �� � �����<��� ����	 
�� 	�
� ����<���	� „
������ ��	�����%”, 

��	�  ����������	� �	 	%' ������	�� 
	���	 �� ��-������
�	���� �� 	���	�	�, 
� ������: 

� �����	��%	 �����$��	 �� ���Q�-
��� �� ����� ��	� C�� �� � ���C'����� 
�%�� �� �%	�	� �� ��	��%����. 

� ������� C��> �����, 
��	� � ����-
����	 �� C���� �� 
���C�. 

� �����	����� 
�<�	�� �� '����	� � 
����	
�	� 
��	� � ��������	. 

� �����$��	 �� ����� 
�<�	��� ��-
C�� �� �C��$��Q�%	 �������. 

� ��Q�	� ��Q� ��C�������%	�� ����-
	�<�
� � ������� 
�����
	� � ��	�	�, � 

��	� C�'� ���C������� ���<� � ��. 

�������	� ��	�����% ��%	 � ���<�-
	���� ������ �� 
�������	� 
��	� �� ����-
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������	, 	�> 
�	� ���'���	� � ��<��C�	� �	 
	��� ��	�����% �	���	 � �C	����	� �� 
���$���, 
�%	� � ����<�	� ��<�� � ���
� 
�����	� �
�����<�
� 	����. ��
� � ���� 
C������ 
�� ��	�<���	� �� ���	�� 
�� 
����� 	����. 

5. ��������	� 
���� ���� ��% �	��-
<�	�
 � ���'� 	���	�<�
�	� ��	�����% �� 
���$����	� � �C	����	� �� 	���� (��	-
��(�� 	������). ���� ����� ���� ����� 
����� �� � ��������� � �������	 �	 
�
�����<�
�	� �����	�� �� �����<��	� 
	���� �<�	��Q� � ���C����% 	���	�<�-

� �����, 
�	� � �C��C%	 �����	� ����� 
���$���: 

� O����	� �
�����
�; 
� O������Q� � �
�����
�; 
#��C� �����	� �
�����
�. 
� �����%	� �� �
�����<�
� 
���� 

�����	�	� ������ �������	 �� �����<�� ��-
<�� �� �	��(���� �� ���'���	� �� 	���	�-
<�
� ��	�����% � ��������  ������	� �� 
�������Q�	� �
�����
� � 	��� � ��C� ���-
��	�	� �
�����
�. ��
� �������� 	���-
	�<�
�	� ��	�����% ��	�� � 	����	�  
�����	� �
�����
� �����%��	 �� ��	
� �� 
�����<����� �� ��	�����%	� �� ��-��	��� 
�� ��-����<�� ��	������, 
�	� �CQ�% 
C��> 	���	�<�
� ��	�����% � �����<��� 
�� ��	
� �� �
��Q����� �� ���'���	� �� 
�%
� �	����� ��	�����. � �������Q�	� � 
�
�����
�, 
���	� ���� �� �
�����<�-

�% ��	�$ � ��>-<�	��	���� �������	  
�������� �����%���� C��% �� ��	�����%	�, 

��� 
��	� 	� � 	�C�������	 �� ����	� �	-
����� 
����	�. ����	�	� �	 	����	� � 
��C� �����	� �
�����
� ���	�<�� ����-
��<���	 ���'���	� �� ��	��(�� 	������, 
������ ��	�������� �� ����Q�	 �C�<�>-
��	� ���'��� �� ��������	� � �Q�	��-
���� � �������$��	 �� �	���%	 ���	�� �� 
��	�����. }�	� ����������	 ����������-
���� 	���	�<�
� ��	�����%, C�� ��C��� 
���<���� �� ���'���	� �	 	������ � �C	-
����	� �� ���$���. 

� ��
�B<���� ����� �� � �	C���$� � 
�Q� ���� ���
	 �� ���C����% 	������ � 
�����%	� �� �
�����<�
� 
����, � ����� 
�
�����%	�. 

"����%��	 ���	��	�, 
��	� ���$���-
	� �	���%	 �� ����%��  �
�����<�
�	� 
���C����. ���� ���C���� � �������� �	 
�����<���Q�% � C��> ��	�����%. ���� � 
�����%���� �� �����'� � ����	�, � ���	-
��� 	������	��	� ���	��,  
��	� � ��-
���(��	 	��� ��	�����%. ���C��� � ����-
	� �� ^�
�� �� �
�����%	� � ���$��� � 
��C� �
�����
�, �� 
��	� ���'���	� �	 
	������ � �������%Q�. � �����% �� 
���� 
	� �	���%	 �� ��-���
� ���	�� �� ���-
��$���� �� ���<�	��	���� 	�����, ���� 
�� ���������� � �C�����$���� �� C�	��� 
�	������ � �������� �� �������	�. "���C-
��	� �����	��
	��� � 	��� ���$��� <�	� 
���� �� ���
� 
�����	����% �� 	���	�-
<�
� �C�
	� �� ���� �%	� � �������	�  
	��� �����	��%����. 
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TRENDS IN GLOBAL TOURISM IN THE GLOBAL 
ECONOMIC CRISIS 

Iva Todorova  
PhD candidate at the Department of "Economics of Tourism", UNSS 

The reasons that led to the current world 
economic crisis in general can be listed as 
follows: 

1. Cycle in the development of a capitalist 
economy (surplus). 

2. Imbalances between accumulation and 
consumption in different countries 
(Accumulation in China, high consumption in 
the U.S.A and Western Europe). 

3. Huge budget deficits in most of the 
economically developed countries. 

4. Excessive liberalization of the eco-
nomy. 

5. Lack of effective control by govern-
ments on the financial sector. 

6. Ignoring the role of government in 
economic management. 

Assessment of most economists that 
global crisis is worse than 'Big depression' in 
the U.S.A, because of its globality and lack of 
effective financial mechanisms for its control. 

Besides well-known theories of economic 
crises in the capitalist mode of production, 
current economic crisis is an important 
nuance. This is a new shade structure and 
scale of the financial sector, which has long 
ceased to serve, proceeded to the material and 
spiritual wealth and became a huge enclosed 
self-serving global system. Financial markets 
have ceased to manage risk in the real sector 
and generated new. The lack of effective 
control by the state and isolation of the 
shareholders of the management of banks and 
other financial institutions led to the execution 
of multiple uncontrolled and irresponsible 
financial transactions by senior heads of these 
institutions, namely the granting of a huge 
number of mortgage loans (some including 

unsecured or poorly secured), purchase of high 
asset samoglasuvane huge salaries of 
government (in some cases at a ratio 500:1 to 
the remuneration of other staff), preparation of 
incorrect financial statements and balance 
sheets. 

Initially a limited mortgage crisis in 2007 
the U.S. developed as a crisis in the financial 
sector back in the U.S. passed the phase of the 
global financial crisis in 2009 is transferred to 
the real sector, and since it is global (global) 
economic crisis. 

The consequences of today's global 
economy are now unknown to the scale, 
causing a decline in industrial and proceeded 
to trade in crisis, shrinking consumption, new 
disruptions in financial markets, inflation, 
huge unemployment, lowering the price of 
securities and real estate bankruptcies, huge 
debt between business, higher borrowing 
costs, etc. In 2010 and 2011 marked a massive 
shift of money and assets of the poorest 
countries and poorest to the richest and 
okrepvane global monopolies. These trends 
continued in 2012 doizzhivyavane is the 
current model of exploitation of third world 
countries. 

World or global tourism and travel (we 
can call the same thing with different names) 
as part of the global economy is subject to the 
same crisis trends discussed above, but has its 
major features: 

A. The share in total tourist products of 
the big tourist corporations and monopolies 
(TUI, Neckermann, Rewe, etc.). Together with 
other major companies in the transport, 
insurance and major hotel chains will 
determine the next 10 years, prices and types 



�������������� � �����������, ��. 7, ������ 4 

 208 

of tourist services worldwide. 

B. The number of trips of the citizens of 
developed countries economic the expense of 
travel to citizens of least developed countries. 
Currently, the ratio 80% to 20% of the total 
travel. Also increasing the share of tourists 
from developed countries to third world 
countries or increase the share of so-called 
'long journeys'. Estimates are these "long 
trips" by 2020 to increase twice. It has its 
economic grounds as big travel companies 
taking advantage of the large differences in 
living standards between developed countries 
and other countries receive low prices for 
accommodation and services to tourists, 
allowing an increase of profit from the tourist 
services. Moreover, much of the revenue from 
the sale of tourist services remains in 
developed countries where they are based 
transport and insurance companies. The claim 
that tourism is aid from rich countries to 
countries with weak economies may be 
subject to doubt as well noted above most of 
the proceeds from the sale of tourist services 
remains in the rich countries (transport, 
insurance and profit travel companies). The 
small portion left to pay for accommodation 
and other services related to the stay of 
tourists and the realization of this work very 
little profit feed the local economy. Increasing 
trend of increasing share of service 'ALL-
inclusive' (all inclusive) and the 
accommodation of tourists in gated 
communities, often deprives local economic 
operators the opportunity to earn revenue from 
tourists staying. A thorough analysis shows 
that a considerable part of tourist companies 
gated not owned by citizens of the country in 
which they are located and are the property of 
international hotel chains, and when they are 
owned by local entities or individuals for the 
most part, are credited by banks or big tourist 
corporations. Notwithstanding the foregoing 
arguments should still be considered revenue 
from tourism in due kind of barely breathing 
in a financial crisis economies of countries 
with weak economies. 

C. Tourist travels by citizens of 
developed countries, whose share will 

decrease (about 2 times by 2020) are mainly 
related to the so-called "cultural tourism". This 
type of tourism can be attributed a large part 
of travel of citizens of countries with emerging 
economies, which will maintain the balance of 
tourists globally and will keep the ratio of 
tourist travel to citizens of most developed 
countries. 

D. We will continue to increase the share 
of so-called "cruise" with which they offer 
advantages become more attractive to tourists, 
namely: 

Provide an opportunity to visit many 
places without having to change your 
accommodation. a huge number of services 
offered on board. 

Guaranteed-quality food and drink on 
offer. 

Possibly for very high quality selection of 
staff. 

Protection against adverse political and 
social conflicts in places where they stayed 
anyway and others. 

Cruises and have considerable benefits 
for companies that organize them as revenue 
and profits from these trips remain in their 
own country, which in most cases is highly 
developed economies. This puts a barrier to 
the outflow of funds to other countries. 

E. The financial crisis has put its stamp 
on tourist trips of citizens in their own country 
(domestic tourism). This issue should be 
analyzed according to the economic 
development of the various parties involved in 
the global tourism market, delineate the 
following groups of countries: 

� Developed economies 
� Emerging economies; 
� Underdeveloped economies. 

In times of economic crisis developed 
markets react differently to the cost of travel 
compared to the markets of developing 
economies and those in developed economies. 
For example, tourist trips in countries with 
developed economies reduced by increasing 
travel to cheaper but more distant destinations 
such as total travel increases at the expense of 
reducing the cost of each trip. In developing 
economies where the economic slowdown is 
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the most sensitive response to a temporary 
reduction in the number of trips, then they 
stabilize at pre-crisis levels. Tourists from 
countries with weak economies drastically 
reducing spending on domestic tourism, 
because of difficulty to meet the usual costs of 
normal existence and unable to allocate funds 
for the trip. Often take unorganized travel 
without particular relevance to tourism 
revenues in their own country. 

Finally, it should be noted another aspect 
of the global tourism in the economic crisis, 
namely ecology. 

Reduce funds to pay countries to address 

environmental issues. These problems are a 
consequence of the increasing number of trips. 
These are air and water due to vehicles with 
which to make these trips. Problem is the lack 
of environmental Law in countries with weak 
economies, for which revenues from tourism 
are important. In times of crisis they spend 
less money to build water treatment plants, 
landfills for disposal and disposal of waste and 
nature conservation. Poor infrastructure in 
these countries often leads to high 
concentration of tourist sites in one place and 
the associated uncontrolled. 
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�	�	
� ���	��� � 
����	�� �� ��: ���	�� � �	� 	 

������� � �	� (�����) 

�<'"#$#� �#$#%��+ 
�
	�
���� 	������ „�	
�
�	� �� ������“ 

��������
���%	� �� 	������ � ��<�� 
�� �����%���� �� �����$����	� � �����%�-
��	� 	���	�<�
� ��	�, ������	������� 
�� 	���	�<�
�	� ����	��% � 	�������-
�� �� �
�����<�
� ��	�$ (����(���, 
2009). ���� ������ �� 	�����	� �� ���� 
����� 	������ (�
�, ���
�B<��
�, 
��	�-
���), � 	.<. � �����. ������%	 	������ ��� 

�
	� � ����	�� �  �%
�� 	���� 
�	� ���-
	������1, � ���� �	 C���� �������Q�	� � 
������������� ������ 	������. ��> � 
���	��� �	 �<�	���� ��$�� ���������-
���	�� (�����<�� ����	��%) � 	������ 
(�	���<�� ����	��%) (Carlsen, 2004). ��-
��	�<�
�%	 �����
	 � �������� � ����-
����� �	 ������������	����	� �������%-
	�%, � 	�����	� �� � ��Q�	�%�� <��� 
	������. ������%	 	������ � ��������� 
(Hall et al., 2000) 
�	� “���Q���� �� ���%, 
��C�, ������ ��	����� � ����-(�� ���-
����  ����	���% � / ��� ���$��%����% 
�������  ������-�����
� ��>�� � �-
�����	� ��	�����Q� ��
	��� �� ���	�	�-
��	�”. ������%	 	������ ��$� �� � ����-
���� �� �����% ��<��: �?@�+@#_ !�*>? 
?' <�/'%' # +#@�%� # +?#=*# ",]@�?%# 
?+&�/'@# ? %_` – 1. �%^<,d"'@,, J�,�'-
\�%*', �%<,d'+'@,, ",^>?%'[#_ 2. *'*%� # 
?&J&%?%+'b# ",]@�?%#  – $,?%@' *>`@_, 
J�'/@#[#, %�'"#[##, �\#='#; 3. + ?&=,-
%'@#, ? "�>^# +#"�+, %>�#/&$ (*><%>�@�-
#?%��#=,?*#, `�\#, ?,<?*# # "�.), �'/+#-
+'@# + "'",@ <�/'��-+#@'�?*# �']�@. 

��� � ������	� ���<��� �� �����	��-
	� �� ������% 	������ (O�
��$�>
�, 2009): 
1. �����$��	 �� ���(��%���� �� �������-

                                                        
1 +�� (��. ¡¢£¤¥ ) – ���� 

�����	��	� � �������� �� C�������%	�� 
�����% �� �����	���� �� 	������%	�  ���� 
�� ��	��(��	� � ��$���������	� ������; 2. 
#������ �  ��	��� �� 	���	�<�
�% C��-
�� �� � ������� � <��� ����	���� �� C��% 
�� 	���	�<�
�	� ��	�����%, C������� �� 
��	���� �� '���	� 
�� ����	� � �������	� 
 ���� ���$��%����%. 

� +����� ������%	 	������ C���$� 
C���� ����	���� � ���(��%���� �� ���-
��$��	�	� �� �� �����	��. ���� � �����	�	 
�� �����	� ���<���: J&�+'%' �	 	%' � �-
	���<�
�	� �����	�� – ������	������-
�	� �� ������-�����	��	� ���� ��	�<��	� 
�����	�<�� ���'� � 	����	� �	 �������-
�������	� � ��-
��� � O��
�	� ������%. 
� ���'�	� �� O������ ����	� ���� ��% 

��	���� �	��<�	�
 � 
��	���	� �� ������-
�$�, )�
�����$���, ����
� � ������ 
����� '���$���� �$��%��	 ��
'�, � ����-
�	� �� ��
�<�, O�C��, }��� � ��
��� 
�����%	 ���	� <��	�� �� $���	� � ����-
	� (���������, *., 2009). ���� 	��� ������ 
� �C��C%��	 � ������-�����
�	� ������� 
�� ������%, �����%, �	���% � ���	���-
��%  '���
	����	� 	����� ���� �� 	%'. ��� 
��<
�	� 	��� ������� � ���������� ���-
��<�� 	�'��
�, �<��� � ����� �� �	���$-
���� �� ������ � �����C�	
� �� ���� ����-
���� � �� ���, �C���� � ������������� 
����� � �����>
� � �� ���%� ��	��� �	 
���	�	���	�; +%��'%' ���<��� � ���'�-
�������	��	� �� ���� � ��	���� ��Q�C � 
�	��	� 
��
������% �	 	. ���. 	���� �	 
"���% �%	 – 6�	����%, "��� ^�������%, 
�6O, }���. ^� ������������	����	� 
�������%	�% ������% 	������ � %�� ���� 
�����$��	 �� ����
	�� �����; %�,%'%' 
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���<��� � �	��<�� �����	�%	 	������ � 
+����� ��������Q� �����<�� ����� 	���-
���, � 	.<. � �����. &��� 	��� �� �����	��-
	� �� ������% 	������ �������% � ����%-
��	� �� �	��(����	� �� ������>��	� 
�� 
'������	�. ���� 60-	� ���. �� �� �. � '�-
��
	�������  �
�����<�
� C�� – C���� 
����	���������%, �� �������� �� 
�<�	-
��	� �� '����	�. 80-	� ������ � '���
	��-
��  C����	� '������ – �����
 �� �
��. 
��
�	� ���� 90-	� ������ � �����Q�	 
�� 

�����	�, �������	�, ��	����% �� '����	� 
�	 ������	�. ��
� � ����$�� � ���-
��	������<��% 	������.  

������%	 	������, 
�	� ��>��	 ���-
������ ���� ��� ������ �	��� – �����$��-
�� �� C��� �� �����	��	� �� � ������������ 
�� ��	�Q� �� ����	� (����	���, 2009). � 
�����$����	� �� C��� ������ �C�
	� � 
������������	����	� �������%	�% � 
����	�����	� �� �Q�	����Q�	� ��>��	 � 
����������	� �� ����� 	������. ���� 
�
�B<�� ������C%����	� �� ��	�������-
	�'��<�
�	� C��� �� ����Q��� � C�����-
��	 �� 	���	�	�. "� �	��� �%	� � ��	-
��%����	� �� '�	���, ��	����	�, �	��
��-
��� � ��. 	���	�<�
� �����	��
	��� � 
����	��
	���  ��� ������<��� �� ����<� 
	���	�. #�����Q �	�� � �
�B<���� � ���-
$� ��	 �� ����	�. “�&% @' +#@�%�” � ���-
��
	 ���Q �� ��� ��	��������� �� 	�����-

�	� ���$����, ����	� �� ������	����-
��	 � �������
� �� �������-�
���-
��<�
�	� ��	�������� �� ������ ������-
�����
� �C��	. ��������%	� „ ��	 �� ��-
��	�” ����� ����
�	� �� ��������	� �� 
���� 	���	�<�
� �����
	, 
�>	� ���(�-
�%�� ����������	� �C��$����% �	 ������ 
	�<
� �� ��C�, ���	�
� � �����, �� ��>	-
��Q� 
��	���, ��	�� �C�<�� � ���
���, 
��<���� ����	�, ��	��%���� � ��	����	�. 
�� 	��� ��<�� � �����<��	� ������>
� 
���$��� � �������'� � ������'� ���$� 
�	 ��	�Q� �� ����.  

��'@[#_ ����, <� � ��	���� 	���-
	�<�
� ��	�����% ����� 1, � � ��	���� 
����� � ��������	��	� � ����� �� ����. 
#����� �%
�� ��	��� (Gatti and Incerti, 
1997) �����	� ������ ��	�Q� � �������	 

�� 
��% �� 50-	� �. �� ������% ��
. "� � 
<�	�, <� �����	��	� �� ������	� ���(��	� 


�	� ��	�����	 �� ����(����� �� ��'���-
	� � ������-�����
�	� ��>��� � ����<���� 
���� 90-	� ������. ��
��� ���$� � ����-
���� � ������-�����
�	� �C��	� +���, 
�����, ��������%, ������, ������ �� ?�-
���, #���%, ������ � ��., 
���	� � ����-
����	 ���Q���% �� �������, ����	���� �� 
���� � ��	�� 
�'�%. "� 	���	�	� � ����-
����	 �����<�� 	���	�<�
� ��>��	� – 
'������, ���'��
� ��� �������	�, ���Q�-
��� �� �����, ��	�� ��	����� � 
��	���� 
���%��2.  

	?J'@#_ �	 2001 �. � �������� �-
���
�	� �������% �� �������	� �� ����	� 
(ACEVIN)3 <�%	� ��� � �� ������� �����-
����� 	���	�<�
� ���
� �������  ����-
��% 	������  ����Q	� �� )���	��	��	� 
�� ����	��%	�, 	������ � 	������%	�. &	 
	����� ���� � �������� 21 ��	�Q� �� 
����	�, �	 
��	� 17 � ��	���������  
���
�	� „��	�Q� �� ����	� �� �����%”, � 
�����	� 4 � � ����� �� ��	���������. 
��-����	�� �C��	� � ��	��������� 
��	�Q� �� ����	� � O�C���, O��'� 6����-
�, ��������, #����	���, ?� )��<� � ��. 

���%>^'<#_ ��� 11 ��������� ��	�-
Q� �� ����	�, 
�	� 5 �	 	%' � ������	 � 
���	����� ���	�����% – Rota de Ribatejo, 
Vinho verde routes, Rota da vinha e do Vinho 
do Oeste, Rota da Vinho da Bairrada, Rota 
Beira Interior. ���	� �� ���	����
�	� ��-
���� ���(��	� � �� ����<����� ��  ����-
��%	 	������ � �����%�������� �� �����-
���	��	� �� ����.4  

	%'<#_ ����� �����	� � 	��
� � 
�����	��	� � ���
����	� �� ����� 	������ 
���� 1987 �. � ��������	� �� ��������-
��	� �������% “Cittá del vino” � #����, 
��
���. ���� � ���$���� � �	����� �	 
	���� �� �CQ�	����	� ������	�����, 
������ ���C'�����	 �	 ����
� �� �����-

�	� �������. � �Q�	� ����� ����	�� ��-
����-�����
�	� 
������� � �����	�����-
	� �� ���� � �������% � ����
�	� �� 	���-
	���%	� (�����
	� � 	�����
� ��Q�	�) 
��$��	� ���% � �����	��	� �� ��
�	� ��-
>��� (�������, 2012). “Cittá del vino” � 
                                                        
2 http://www.french-wines.com/tourism.htm 
3 http://www.acevin.es/ 
4 http://www.gekkoportugal.com/wine%20routes%20of% 
20central%20portugal.htm  
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���$� �	 550 <������ �	 �CQ���, ������-
���, ���
��� � ��.  ������-�����
� ����-
�����, 
�	� �� 	��� ��<�� �������	 ���(-
��	� �� ���	�$���� �� �%�� �	���%. )��-
(��	�	� ���������	 ���� �	���<�
� 

���	���, ���� �������	� �� ��
�	��	�, �� 
���� � �������, ���� ������	�	�, 
��	� 
���	 
�
�� �� ���
�$�	 �� �������%	� � 
��	������%	�. �� 	��� �����	 � ������-
�� 140 ��	�Q� �� ����	�5. #����� 	�	�-
	�
� �� "���������	� �C����	���% �� ��-
��� 	������6 �������� ���� ���	 2011�. 3 
������� �	������� ���	 ���� �� ���� 	�-
��	�<�
� ���$��%���� �������  ����-
��	������%	�, � �� 2011 �. � ����������, 
<� 5,5 ������� � ���������� ��	����� 
�������  ������	������%	�. # 18% � � 
�����<�� �����������% ���'�� �� ���� 
	���	 � ������� 2003-2010 �., 
�	� �����-
	� ��
����	, <� 	��� ���'�� � 
�� 190 € �� 
���. 

�,�$'@#_ � ���$���	�  ��>-	���%	 
��	 �� ����	� (Deutsche Weinstrasse) � ��-
	�. &	����� � �� 19.10.1935 �. ^���<�� �	 
=�����
�	� ������ ���	� ��� ���>���-
O�'	��C�' �� ����
�-������
�	� ������� 
� �����(�� ��� 85 
�. ��� ��Q�	� �� =��-
���
�%	 ����� ��	 � ��'���%. =�����
�-
%	 ��	 �� ����	� ���$� �%
�� ��
����: 

� "�>-���%��	� C�<�� � ��	� � ��� 
�B�
'�>�  �����	�� 13,5 �., ��������a �� 
��	����	 �	��	��.; 

� "�>-������%	 ����� ��	���� � ��-
	� � ��� �B�
'�>�  600 000 ���	�	��� 
����(��.; 

� "�>-	���	� ���� � =������% �� ��-
��<� �	 400 �. 

�������������	���	� �	 �CQ��	�	� 
�������$��� �� ���	�$���� �� =�����
�-
%	 ��	 �� ����	�, ����������	 ���� ��� 
�%
��
� ������-�����
� �������� � 	�<�-
��� �� ������	�,  ��	�� '���� � ������-
�� ������
�	���� ��������.7 

�+?%�#_ ���������  ���� �	 ��>-
�����	� 	���	� �� ��	 �� ����	� � ��	� 
�������$�� � ����� 6�	��%  �CQ� ���-
$��� �� ���(��	� �	 830 
�. ��	% �����-
                                                        
5 www.terredelvino.net 
6 http://www.terredelvino.net/sites/default/files/IX%20RAPP
ORTO%20FINALE%20OK_0_0.pdf 
7 http://www.germanwineroute.com/ 

���� ���� ����<� �	 150 ������� ��	� � 
�������� �
��� 1700 ��
��� �� �BC�	���	� 
�� ���� – �	 ��>-�������	� ��C� �� ��'��� 
� C���	� �
����� �����-��	����	�. ����-
��%	 ���(��	 �������� �� 	���	�	� ��	�-
(�	��� ���� ��>-
�����	� � ������C���-
�� �C��	� �� ����� 6�	��%: ��'��, 
���� ����, ���>�� ����, ��>����	�� � 
��. =���(�� ��<
� <������ �� 	��� ��	 �� 
����	� � �����$��� �� 	���� 
��	���� �� 

�<�	�� – �	 ����$���%	� �� �������	�, 
�C�������� �� ������� � ��'��� �� 4-� 
������� '�	���8. 

�<�+,@#_ ��� ������	  ������ ���-
(��	� – �%
�� ������� �����	�, � ����� 
�� �Q� � ���	��	 �� �����%	 
�B<�	 
�� 
���'�. �� � �������$��� � ������-
�����
�	� ��>��� �� 	����	�, 
���	� ��-
��	 �� C���	 �	
��	� ���$�	�� �
���� �� 
���� �����
� ����. &CQ�	� '���
	���-
	�
� �� ��<
� ������ ���(��	� � ����-
	�, ���������� ������  ��	�� 
�������� 
�������	�	�, � �Q� � ���Q���% �� 
��-
	���� � �	���<�
� ��	�9.  

�@^'�#_ � ��	���� ����	��  ������-
�����
�	� � �C��	 ��
�>. � ��
�> ��� 
����� ���%, �����, ��� � ���
� �������, 

��	� ��������	 ���� 
��	����-
�	���<�
� ��	�, �Q� � ���Q���% �� 
��C�. ��
�>
�	� ���� � ����� �� 
�<�	-
��, ��������� � ������$���� �� 300 ����-
��10. ������-#�
�� � �����%	 ������� 
�����
� ��	 �� ����	� ������ ���� ���-
	� �� 1994 �. ��	% � ������� C����������� 
�� ����	��	� ����% �� ��� ���Q�, 
<�	�� ������ � ������, ����������<� � 
�������	��	���� �����������, �����>
� 
������� �� ���
�, ��	��>
� � ����
� 
������11. 

�<�+'*#_ �������� ������ ���(��	� 
�� $������� ���
� ����<�	� � ��>��� �� 
�������	� )��
� �����	� C���� �� 	���-
��	� ���	�����. &��� ���Q���% �� ��-
���
� ��C� � �������� ���Q���� �� )�-

                                                        
8 http://www.wineroute.at/en/default.asp?tt=WSN_E_R2 
9 http://www.slovenia.si/en/visit/cuisine/wines/wine-routes/ 
10 http://www.gohungarytours.com/food-wine-tours/wine-
tour-hungary.html 
11 http://www.wideweb.hu/hungary/tourism-
entertainment/things-to-do/wine-cellars/villany-siklos-wine-
route 
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��> �� ���� � )���> �� ����	�, <�	 �	 
=���
�% ����> �� ���	�����12. 

�&�[#_ � �����C�	��� 8 ��	% �� ����-
	�. �� � ������	 � #������ =����% � ��-
������	� ����
� �	����. �����	� ������-
������ �� ��	�Q� �� ���� � ������� ���� 
1993 �. �	 6������%	� �� �������������-
	���	� �� #������ =����%, 
��	� ����	 
���������	� ��� „�#@,@# J&%#b' @' �,-
+,�@' �&�[#_”. ��
 ��$� �� � ���	�	 
�����<�� ������ ����, �� 	�
� �Q� 	���-
	�	� ����	 �� � �����%	 �� �	���<�
�	� 
� 
��	���� ��C���	� �� ������-
�����
�	� ������� (Vlachvei and Notta, 
2009). 

�>$&@#_ � � ����� �� �������� � 
�����	�� �� ��	�Q� �� ����	�. #	����	� 
��� 8 ������-�����
� �������, � 
��	� �%-

�� ��C� ��������	 ����	���� � �C�
��
� 
�� 
��	����-�	���<�
� ��C���$�	����-
	�, � C����	 �� �%	�	� � 
��	� � ����-
��	13. 

�&<^'�#_  �������� ����� 	������ �	 
����	� �� 90-	� ������ �� ������% ��
. 
������� � �� „���%����”, #�����
�, 
�� „}�������
� ���	�”, �������, �� 
„��������”, ���	�����, �������
� � ��. 
^� 	����	� �� ������% 	������ � �����
-
	���� �  ���%� ��	������, �� �Q� � � ��-
<���� ���� �� �����	��. ��<� ���%�� <�	 
�	 ������������	����	� �� �������%	�% 
����<��'� ����	���� � 	��� ���
�. "%
�� 

�	� (�	� „!���� ���”, #�����, �� 
„#	�����”, �CQ��� ����, ?�>	 ����, 
���>������� � ��. ���������	 �  '�	��� � 
C����	 �� ��C�	� �. ����<�	� ��C� ����-
������	 �C�
��
� �� �������� � 
��	����-
�	���<�
� ��C���$�	����	�. �����
� 
	��� �	 ������ 	�<
� �� ����	���� � ��>-
��<� ��
��������	� �� C�����
�%	 ����� 
	������ � 
��>�� ����	�	�<��. &	 ������ 
	�<
� �� ��	����	� ���
	�
� � ��������	� 
�� ��	�Q� �� ����, 
�	� ��
���� 	���-
	�<�
� �����
	 � �������% � � ������(��, 
���>�� �����. ^���� ������	��� �� ����-
���� �� 	�
��� ��	�Q� ��� �	 	���� �� O�-
��������	� ������-�����
� 
����� – ���-

                                                        
12 http://www.bratislavahotels.com/slovakia-wines-bratislava 
13 http://www.winealley.com/dossier_49867_en.htm#sommair
e 


�% � �����Q� � ���� �������. ����
	� 
�� O?��-���
�% �� �������� �� 	�
��� ��-
	�Q� � ����<� „1333 ���
� �����
� ��-
C�”  ��� ����������� ��������	� �� ���-

� � ����� ������-�����
� �������%	�% 
� �
�B<����	� �� � 	���	������� 	���	�-
<�
� 
��	���. ������	� �������� ����-
����	� �� 9 ��	% �� ����	� �C'��Q�Q� 
��<	� �%��	� 	���	���% �� 	����	�14.  

����� ������	��� � ��������	� �� 
�����
� 	���	�<�
� 
��	�� � �� ���-
$����	� „+�����	����” ����	��  ��-
���
� ���	�Y�� „Partneri 2000”. ���	��� 
� ����<� „�������	 �	�����	 ���	��-
�		” � �C'��Q� �������<��	� ������-
�����
� ��>��� �� �������% � O�����%. 
���%	� �� ����
	� � �� �
�B<�	 C�����
� 
� �����
� ���	�Y��� (�������������	�-
��, ��	����	Y���, '�	������, 	���	�<�-

� �����, �CQ��� � ��.) � ����������	� �� 
���� � ��	�� �������	�	�,  ��� ������-
<��� �� ����<� 	���	�. ^� ���	� � ����$�-
�� �� � ������	 C������-�����
� ��	�-
Q� �� ����, 
����� �� �C�<����, �C�%�� �� 
��C�� ���
	�
�, ����	�� �����	����� � 
��
�������� � ��<�	�� � ���
	����� ��-
���. ����
	� � �������� �� &� „�����-
����<�� �	�����<�	�� O�����%-
�������%”15.  

��'"�+, @' +#@�%� 

�+��J,]?*'%' $�,d' @' ^�'"�+,%, @' 
+#@�%� RECEVIN � �	����� �	 ������� 
��� ����� �	 ������� ��������$�Q� �� +�-
����>
�% �B� � ���� �
�����<�
� 
�������	 �	 ������-�����	��	� � ����-
��Q� � � �C��	�, ��Q�	���  �������% �� 

�<�	�� �� 	�'��	� ����16. � RECEVIN 
<������	 ����<� �	 800 �����, ����<�	� 
��������� � ���������� ��������. ���� 
�C�������� �����C�	�� �CQ� ������� �� 
��<
� ������ ������� � +�����. ���$���-
	�-<������ �� RECEVIN � 6�	��%, ����-
��%, =������%, =����%. !�����%, �	���%, 
���	�����%, #������% � �����%. &����� 
�� RECEVIN � #�����Q�, 
��	� � ������ 
� #	��C���, ������%; =��������% �
��-
                                                        
14 http://rlvktrakia.hit.bg/ 
15 http://www.eurointegra.co.cc/projects 
16 http://www.recevin.net/?lng=en 
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	����	 � � ��������, �����%, � ��������-
		��	� � ���	�
�, ���	�����%. RECEVIN 
��C�	� � 	%�� �	�����<�	��  ������-
�����
�% �
	�� � ������	�������	� � 
�����	�����	� �� 
�<�	���� �����
	�  
�����<�� �����������% �� �����'��, 
�
	� 
����	��%��	� �� ����	� 
�	� ������.  

„Calici di stelle” (}�(� �	 ������) � 
�$������ �C�	�� 
��	� � �����$�� ���� 
��Q	� �� #�� ?������ (10 ����	) �� ���-
Q���	� �� ���$�	�� ������� � �	���%. 
������
�	 � ��� ��	����$� �� “Cittá del 
vino”, �	���% � RECEVIN, 
�>	� � 
��C�-
����% �	 ���� � ��
�	�� – ����	���% �� 
����, �����$��	 � 
�����	� � 	��	����� 
����. #�C�	��	� �������� �� 	���	� �� � 
������ �� ��	����	�� ��$� ��� �����	� 
�� '�C��� ����
� � ���
���� ����.  

RECEVIN ���������� �Q� � 
��
�� 
„+�����>
� 	����� �� ����	�”. ���� ��-
	�%Q�	� 2012 �. ��<��� ��. �������, ���-
	�����%. ���� �����Q�	� 2013 �. Q� C��� 
��C��� �	�����
� ���� �� „#	����� �� ��-
��	�”. ���� 2014 ����� ����	 �� �����%, 
� ���� 2015 �. � �� ������%.  

�'*<;=,@#, 

1. #��������	� �� ��
���� 	���	�-
<�
� �����
	 �� ������% 	������ <��� ��-
���$���� �� ��	�Q� �� ����	� � �	����� 
�� ���C����	� 	�������� � 	�����	� � 
����������	� �� ������������� ������ 
	������. �� 	��� ��<�� � ������ �����$-
��	 �� �	�><��� �����	�� � ������-
�����
�	� �C��	� �� 	����	� �	 +#-27, 
��C��� � 	��� ��>��� � 
��	� �	�	��	 
	����������	� ����� 	������ – ���
� � 

�.; 

2. ��	������%	� � 
����������	� �� 
+�����>
�	� ��	�Q� �� ����	� � +���-
��>
�	� ������� �� ����	� Q� ������	 �� 
��-���%�� ������C����� �� �����
	� �� ��-
����%	 	������; ��-	%�� �����������%; 
����(���� �� ��'���	� �� �����	� 
��	� 
�� ��������	; ����	�� �<�	�% � ������-
	���; �����$��	� �� ���������� �� ���-
��	����	� �������� �� +#.; 

3. ������	� �� �����	�� �� ����� 	�-
����� � �������% � 	����� C����. +��� �	 
���<���	� �, <� �� �Q� �%�� ��>	��Q� 

���$� �� ��	�Q� �� ����. ���<��� �� 	��� 
� ���� �� ���$���� ���
���� �� ����% �� 
���������� � �������%. +���	���� � 
����	� �� "?�� � �� �%
��
� �CQ��� ��� 
	�
���, �� � 
��>�� ����	�	�<��. #������-
��	� �����
� 	���	�<�
� 
��	��� � 
�����$��	 �� ����������� �� 	����
�	� 
������	��� �� �����	� 
��	� ��������	 
����� 	������. �����$��	 �� ��������-
�� ��$� �� ��� �� ����% �� �����������	� 
� &� „���������<�� �	�����<�	��”, 
�-

��	� � ����
	� �� "�& „+�����	����” – 
„�����
� �����
� ��	������”. ������-
����	� �� C���	�	� �� 
��	����-
�	���<�
�	� �����	��, 
�����	� ���-
���� � �<�	����  ����� ����� 	������ � 
�Q� ���� <����� �����$��	 �� ������<�-
�� �� ��-���	�$����C�� 	���	� � ����-
��Q���	� �� �������% � ������<�	��� 	�-
��	�<�
� ��	�����%. 
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WINE TOURISM IN THE EU COUNTRIES: ROUTES OF WINE AND 
CITIES OF WINE (OVERVIEW) 
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Diversification of tourism is a way of 
reducing the tension in the popular tourist 
sites, spreading the tourist industry and 
stimulating the economic growth (Parusheva, 
2009). That resulted in the search of new 
forms of tourism (eco, adventurous, cultural), 
including the wine one. The wine tourism or 
as it is known in some countries as enological 
tourism1, is one of the fast developing 
specialized kinds of tourism. It is a conse-
quence of the combination between wine 
production (primary industry) and tourism 
(secondary industry) (Carlsen, 2004). The 
tourist product is formed and offered by the 
wine producing enterprises, and its demand is 
realized through the tourism. The wine 
tourism is defined (Hall et al., 2000) as “a visit 
to vineyards, wine cellars, wine festivals and 
wine show, connected with tasting and/or 
experiences associated with a vine-growing 
and wine region, which are the major 
motivating factors for the visitors”. The wine 
tourism can be determined in the following 
way: The main focus is the grapevine and 
wine and all activities connected with them 
– 1. cultivation, processing, aging, tasting; 
2. as well as accompanying activities – local 
cuisine, feasts, traditions, customs; 3. in 
combination with other kinds of tourism 
(cultural and historical, hobby, rural, etc.), 
being developed in a given vine-growing 
and wine region. 

The main reasons for development of the 
wine tourism are two (Rakadzhiyska, 2009): 

1. Opportunity to enlarge the wine 
production and to create favourable conditions 
for expansion of the trade in wines on the 
internal and international markets; 
                                                        
1 Eno (gr.¡¢£¤¥ ) – wine 

2. It is connected with the interest of the 
tourist business to develop also through an 
increase of the number of tourist travels based 
on the interest of people for the wine and the 
experiences connected with it. 

In Europe the wine tourism marks fast 
growth and enlargement of its opportunities 
for development. That is a result of the 
following reasons: the first of them is the 
historical heritage – the spread of viticulture 
and enology during the Antique Hellenistic 
Age in the Mediterranean countries and later 
in the Roman Empire. During the age of the 
Renaissance the wine gave its cultural imprint 
in the pictures of Caravaggio, Michelangelo, 
Velasquez and many other artists enlivened 
Bacchus, and the characters of Boccaccio, 
Rabelais, Chaucer and Shakespeare shared 
their feelings about life and wine (Borislavov, 
Ya., 2009).  During that period just the vine-
growing and wine regions of France, Spain, 
Italy and Portugal became differentiated with 
their characteristic types of wine. In all these 
regions people used different techniques, tools 
and containers for growing of grapes and 
processing of wine, preserved even today, 
collected in specialized museums and enjoying 
a great interest on the part of the visitors; the 
second reason is the overproduction of wine in 
the world and the severe competition of the so 
called countries of the New World – Australia, 
New Zealand, the Republic of South Africa, 
Chile. For the wine producing enterprises the 
wine tourism proved to be a new opportunity 
for a direct market; the third reason is the 
excellently developed tourism in Europe 
offering different forms of tourism, including 
the wine one. Moreover, the change in the 
attitude of the Europeans towards the nutrition 
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also contributes to development of the wine 
tourism. The 1960s of the 20th century were 
characterized by an economic boom – a rapid 
industrialization, but a decline in the food 
quality. The 1980s were characterized by the 
fast food – a decay of the taste. But during the 
1990s they come back to their roots, nature, 
nostalgia for foods of the past. That is just 
how the eno-gastronomic tourism originated. 

The wine tourism, as an activity, passes 
through two main stages – building of bases 
for its development and organizing of Routes 
of Wine (Dimitrov, 2009). In the building of 
bases the main sites are the wine producing 
enterprises and the adaptation of the existing 
activities to the offering of wine tourism. That 
includes adapting the material and technical 
base to reception and safety of the tourists. 
Secondly, that is the construction of hotels, 
restaurants, attractions and other tourist 
infrastructure and superstructure with the 
purpose of attracting more tourists. The next 
stage is the inclusion into the network of 
Route of Wine. “The Route of Wine” is a 
product aimed at optimizing the trade 
association, the levels of satisfaction and the 
progress of the socio-economic integration of 
a given vine-growing and wine area. The 
conception of “Route of Wine” makes the 
connection of the creation of a tourist product, 
which enlarges the offered services from the 
viewpoint of wine cellars, enotheques and 
museums, to existing cultures, local customs 
and folklore, evening offer, accommodation 
and restaurants. In this way, networks of 
routes of wine were formed and created in the 
different European countries. 

France, besides being the world tourist 
destination number 1, is also a world leader in 
the production and export of wine. According 
to some authors (Gatti and Incerti, 1997), the 
first wine routes were formed as at the end of 
the 1950s of the past century. But it is 
considered that the development of the wine 
itineraries as an instrument for increase of 
incomes in the vine-growing and wine regions 
began in the 1990s. Such networks have been 
created in the vine-growing and wine areas of 
Alsace, Bordeaux, Burgundy, Champagne, 
Loire Valley, Savoy, Provence, etc., where 
visits to wineries, tasting of wines and local 

cuisine are offered. The tourists are offered 
different tourist activities – feeding, walk in 
the nature, visit to museums, local festivals 
and cultural events2.  

Spain – In 2001 the Spanish Association 
of Cities of Wine (ACEVIN)3 was established,  
the aim of which is to develop a national 
tourist mark connected with the wine tourism 
with the help of the Ministry of Industry, 
Tourism and Trade. Since then 21 routes of 
wine have been created, 17 of which have 
been certified under the mark “Routes of 
Wine of Spain”, and the other 4 are in process 
of certification. More famous areas with 
certified routes of wine are: Ribero, Rioha 
Alavesa, Tenerife, Somontano, La Mancha, 
etc.   

Portugal has 11 official routes of wine, 5 
of them being located in Central Portugal – 
Rota de Ribatejo, Vinho verde routes, Rota da 
vinha e do Vinho do Oeste, Rota da Vinho da 
Bairrada, Rota Beira Interior. The aim of the 
Portuguese wine itineraries is to encourage the 
wine tourism and popularization of the wine 
production4. 

Italy made its first steps in the 
development and support of the wine tourism 
in 1987 with the establishment of the National 
Association “Cittá del vino” in Sienna, 
Tuscany. This is a movement in response on 
the part of the public administrations due to 
necessity for assessment of the vine-growing 
regions. At the same time, it replaces the vine-
growing and wine companies in the promotion 
of wine and determines in the assessment of 
the territory (products and trade protection) 
the important role in the development of the 
rural regions (Carlino, 2012). “Cittá del vino” 
is a network of 550 members from 
municipalities, provinces, parks, etc. having 
vine-growing and wine vocation, in this way 
forming itineraries along all Italy. The 
itineraries pass through historical quarters, 
through the cities of art, by sea and mountains, 
through the realities that have what to tell 
about enology and gastronomy. Until now 140 

                                                        
2 http://www.french-wines.com/tourism.htm 
3 http://www.acevin.es/ 
4 http://www.gekkoportugal.com/wine%20routes%20of% 
20central%20portugal.htm 
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Routes of Wine have been created5. According 
to statistics of the National Observatory of 
Wine Tourism6 published in March 2011, 3 
million Italians had at least one tourist 
experience each connected with wine-
gastronomy, and for 2011 it is assumed that 
5,5 million undertook a travel connected with 
the wine-gastronomy. In the period of 2003-
2010 the average daily expense per tourist 
increased by 18% and the data indicates that 
this expense was about 190 € per day.  

Germany is the country having the oldest 
Route of Wine (Deutsche Weinstrasse) in the 
world. It was opened on 19.10.1935. It begins 
from the German Wine Gate in Schweigen-
Rechtenbach on the French-German border 
and ends after 85 km in the House of the 
German Wine Route in Bohemia. The German 
Route of Wine holds several records:  

� The world’s largest barrel in Bad 
Dürkheim with a diameter of 13,5 m, made as 
a restaurant inside; 

� The world’s largest wine festival in 
Bad Dürkheim with 600 000 visitors every 
year; 

� The oldest vineyard in Germany at the 
age of more than 400 years. 

The wine producers from the communi-
ties located along the German Route of Wine 
organize one or several vine-growing and 
wine feasts in the course of the year with local 
foods and special entertainment programme7. 

Austria has one of the longest tracks of 
the Route of Wine in the world, located in 
Lower Austria with a total itinerary length of 
830 km. The Route passes through more than 
150 settlements and offers about 1 700 loca-
tions to the lovers of wine – from the most 
modern wine cellars to taverns and richly 
decorated gourmet restaurants. The wine itin-
erary offers the tourists a journey through the 
most beautiful and diverse areas of Lower 
Austria: Wachau, Krems Valley, Treisen Val-
ley, Weinwertel, etc. Every year all members 
of this route of wine are subject to strict crite-
ria of quality – from the facilities of the farm-
ers, the equipment of wineries and taverns to 
                                                        
5 www.terredelvino.net 
6 http://www.terredelvino.net/sites/default/files/IX%20 
RAPPORTO%20FINALE%20OK_0_0.pdf 
7 http://www.germanwineroute.com/ 

4-star hotels8. 
Slovenia has twenty wine itineraries – 

some of them are fully developed, and others 
are still trying to find the key to success. They 
are located in the vine-growing and wine re-
gions of the country, where a multitude of fla-
vours of fine Slovenian wines can be discov-
ered. Common characteristics of all wine itin-
eraries are the wines offered together with lo-
cal culinary specialities, as well as visits to 
cultural and historical sites9. 

Hungary is world famous for its vine-
growing and wine area of Tokay. In Tokay 
there are many vineyards, farms, villages and 
small towns that offer besides cultural and his-
torical sites, visits to wine cellars. The Tokay 
wine is a symbol of quality applied for 300 
years10. Vilani-Syclos is the first created Hun-
garian Route of Wine established in the au-
tumn of 1994. The Route was created thanks 
to the joint efforts of eight settlements, private 
vine growers and winemakers, entrepreneurs 
and non-governmental organizations, follow-
ing the example of German, Austrian and 
French models11. 

Slovakia offers wine itineraries to pictur-
esque small towns in the region of the Small 
Carpathians Mountains near to the capital city 
of Bratislava. Besides the visits to wine cel-
lars, a visit to the Wine Museum and to the 
Grapevine Museum, a part of the City Mu-
seum of Bratislava is also offered12. 

Greece has developed 8 Routes of Wine. 
They are located in Northern Greece and the 
larger Greek islands. The first organizing of 
Routes of Wine was established in 1993 by the 
Association of the Wine producers of North-
ern Greece, which gave the official name 
“Wine Routes of Northern Greece”. Here one 
can taste different kinds of wines, but also the 
tourists can enjoy the historical and cultural 
features of the vine-growing and wine regions 
(Vlachvei and Notta, 2009). 

Romania is in process of creation and 
                                                        
8 http://www.wineroute.at/en/default.asp?tt=WSN_E_R2 
9 http://www.slovenia.si/en/visit/cuisine/wines/wine-routes/ 
10 http://www.gohungarytours.com/food-wine-tours/wine-
tour-hungary.html 
11 http://www.wideweb.hu/hungary/tourism-
entertainment/things-to-do/wine-cellars/villany-siklos-wine-
route 
12 http://www.bratislavahotels.com/slovakia-wines-bratislava 
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development of Routes of Wine. The country 
has 8 vine-growing and wine regions, in which 
some wine cellars offer tasting and a tour of 
the cultural and historical sights near to the 
place where they are13. 

Bulgaria offers wine tourism from the 
middle of the 1990s of the past century. The 
pioneers are VP “Damyanitsa”, Sandanski, VP 
“Blacksea Gold”, Pomorie, VP “Todoroff”, 
Brestovitsa, district of Plovdiv, etc. For our 
country the wine tourism is promising and has 
a great potential, but it is still at the initial stage 
of development. Already a great part of our 
wine producing enterprises began investments 
in this direction. Some of them, such as Cha-
teau “Windy Hills”, Sliven, Wine Cellar “Sta-
rosel”, municipality of Hisar, Light Castle, 
Ivaylovgrad, etc., have also hotels near to their 
wine cellars. Most of wine cellars organize 
tours of natural and cultural-historical sights. 
Nevertheless, that is extremely insufficient 
from the viewpoint of investments and mostly 
the advertising of the Bulgarian wine tourism. 
From the viewpoint of the world practice in the 
creation of Routes of Wine, as a combined 
tourist product, in Bulgaria it is in an embry-
onic, conceptual form. For the present, there are 
initiatives for creation of such routes on the part 
of the Regional Chamber of Viticulture and 
Enology – Thrace with registered office in 
Plovdiv City. The project of the RCVE – 
Thrace for creation of such routes is called 
“1333 small wine cellars” aimed at supporting 
the establishment of small and medium vine-
growing and wine enterprises and their includ-
ing into territorial tourist clusters. The Chamber 
suggests the creation of 9 Routes of Wine cov-
ering almost all territory of the country14. 

Another initiative in the establishment of 
wine tourist cluster is that of the Association 
“Eurointegra” together with the Romanian 
partner “Partneri 2000”. The cluster is called 
“Danubian Wine Destinations” and covers 
the border vine-growing and wine regions of 
Bulgaria and Romania. The idea of the project 
is to include Bulgarian and Romanian partners 
(wine producers, restaurant-keepers, hotel-
keepers, tourist companies, municipalities, 

                                                        
13 http://www.winealley.com/dossier_49867_en.htm#sommaire 
14 http://rlvktrakia.hit.bg/ 

etc.) in the offering of wines and local speci-
alities with the purpose of attracting more 
tourists. For that purpose it is planned to create 
Bulgarian-Romanian routes of wine, courses 
of training, exchange of good practices, joint 
promotion and advertising in printed and elec-
tronic media. The project is funded under Op-
erational Programme “Trans-boundary Coop-
eration Romania-Bulgaria”15. 

Cities of Wine 
The European Network of the Cities of 

Wine RECEVIN consist of cities or a group 
of cities from the European Union, having 
strong economic dependence on the viticulture 
and enology and located in areas protected by 
a guarantee for quality of their wines16. More 
than 800 cities are members of RECEVIN, 
most of them grouped into national associa-
tions. This union develops common positions 
of all wine cities in Europe.  The member 
states of RECEVIN are Austria, France, Ger-
many, Greece, Hungary, Italy, Portugal, Slo-
venia and Spain. Bodies of RECEVIN are: 
Registered Office located in Strasbourg, 
France; the General Secretariat is in Barce-
lona, Spain, and the Presidency in Cartaxo, 
Portugal. RECEVIN works in close coopera-
tion with the vine-growing and wine sector for 
the spread and promotion of quality products 
with different designations of origin, as well 
as the presentation of the wine as health. 

“Clalici di stelle” (Glass of stars) is an 
annual event taking place during the night of 
San Lorenzo (10 August) in the squares of 
many cities of Italy. The feast is under the pa-
tronage of “Cittá del vino”, Italy and RECE-
VIN, which is a combination of wine and art – 
there are wine tasting, concerts and theater 
plays. The event offers the tourist to enjoy the 
meteorite shower among the sounds of nice 
music and great wines.  

RECEVIN organizes also the competition 
“European Capital City of Wine”. In the 
present year 2012 the winner was city of Pam-
ela, Portugal. In the next year 2013 an Italian 
city will be chosen as “The Capital City of 
Wine”. In 2014 it is the turn of Spain, and in 
2015 that of France. 

                                                        
15 http://www.eurointegra.co.cc/projects 
16 http://www.recevin.net/?lng=en 
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Conclusion 

1. The creation of a combined tourist 
product of the wine tourism through building 
of Routes of Wine is a response to the global 
tendencies in the demand and supply of spe-
cialized kinds of tourism. In such way, an op-
portunity was created for sustainable devel-
opment in the vine-growing and wine areas of 
the countries from EU-27, particularly in those 
regions, in which the traditional forms of tour-
ism – seaside and skiing tourism, are absent;  

2. Integration and cooperation of the 
European Routes of Wine and the European 
Cities of Wine will contribute to a greater di-
versity of the product of the wine tourism; nar-
rower specialization; an increase of the in-
comes of the companies offering it; joint  par-
ticipations and initiatives; opportunities for 
funding under the operational programmes of 
the EU; 

3. The processes of development of wine 
tourism in Bulgaria are rather slow. One of the 
reasons is that there are not yet acting net-
works of Routes of Wine. The reason for that 
is the lack of state support through funding 
and promotion. There is such one only in the 
person of the NCVE and several municipali-
ties, but it is extremely insufficient. The estab-
lishment of wine tourist clusters is an opportu-
nity to support the business initiative of the 
companies offering wine tourism. An oppor-
tunity for funding may be possible through the 
European funds and the Operational Pro-
gramme “Transboundary cooperation”, such 
as the project of the Nongovernmental Or-
ganization “Eurointegra” – “Danubian Wine 
Destinations”. The use of our rich cultural and 
historical heritage, beautiful nature and com-
bination with other forms of tourism is another 
wonderful opportunity for attracting wealthier 
tourists and the transformation of Bulgaria 
into a preferred tourist destination. 
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