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®PAHYAV3BUHI'BT: BU3BHEC CTPATEI'US 3A
NHTEPHAIINOHAJIN3ALIMA HA XOTEJIUEPCKATA
NHAYCTPUSA

Mpod. n-p Jumutsp Taxapbkos

Kameopa ,, ikonomuka na mypuzma”, YHCC

Pe3iome: Hacrosgmiara ctatus uMma 3a el
Jla pa3KpHe poJyiita Ha (paHYaii3uHra, Karo
aJNTepHATHBHA OM3HEC CTpaTerus 3a MHTEpHA-
UUOHAIU3AIMsI Ha XOTEIUepPCKaTa UHIYCTPHUSL.
BrumanneTo e GpokycupaHo BbpXY pa3TUIHU-
Te OM3HEC MOJIENH 3a Ta3apHa WHTETpanus Ha
xoTenuepckara aedHocT. CreruaiHo MICTO €
OTJICJICHO HA MPEANPUSITUATA, KOUTO B3aUMO-
JICHCTBAT MOMEX/TY CH 4upe3 (hpaHdal3uHT, J10-
TOBOPH 3a YIPAaBJICHUE M 3aKyllyBaHE Ha aK-
UMM WIA JJ0BE€ OT XoTeiau. Pasrienana e
KOHIIENIUATa 32 (ppaHYaii3MHTOBUTE JIOTOBO-
pH, KaTo e(EeKTUBEH IUCTPUOYLMOHEH KaHa
3a eKCIaH3Msl Ha TJI00aJHOTO XOTEIMEPCTBO.
AKHCHT € IOCTaBCH Bbpxy TEXHUTEC CICUU-
(¢uuHU 0COOEHOCTH, MPEIOCTABSIY MPaBO 3a
MOJI3BaHe Ha pa3paboTeH OW3HeC Mojen. AHa-
JMU3MpaHH ca JIOTOBOPUTE 3a YIPaBICHHE B
XOTETMEPCKUTE TPEINPUATHS U ca IoadepTa-
HU CBIIHOCTHUTE pa3n1/1111/1;1 Me>1<11y TAX H
¢dpanyaiizuHropure jgoropopu. [IpoyueHu ca
OCBINECTBCHUTE WHBECTUIMH 33 (hpaHUYaU3UHT
HA U3BECTHU XOTEIUEPCKU BEPUTH.

KawuyoBu gymu: gppaHdaif3mHr, XOTEIH-
epcKka HMHIYCTpPHsA, WHTEPHALMOHAIN3ALNS,
Ou3HeC MOJENN, HHBECTUIIUH.

XoTenuepckara UHIYCTPUSL € MHOIO WH-
TEepeceH O0CKT 3a M3CIICBaHE 3apaju WHTEp-
HAIMOHAIULIUATA, KOSTO Bb3HUKBA B PE3yJTaT
Ha BHCOKaTa CTEMeH Ha B3aUMOJCHCTBHE
MEXIy TOTpeOnuTeNn W JocTaBunitd. HeitHa
XapakTepHa OCOOEHOCT € HAIMYMEeTO Ha pas-
JIMYHHU Bb3MOKHOCTH 3a HaBJIM3aHE Ha Ma3apa,
KaTo JOTOBOPH 3a YIMpaBJICHUE, KOWHT-
BEHYBD NpUI00MBaHUS U (PpaHuaiizunr. Tesn
QNTEpPHATHBHU CPEACTBA 32 CHTPYAHUYECTBO

MEXKJIY XOTEINEPCKUTE KOMIIAHUU ca 0COOCHO
BaKHH, [TOPaJX Bb3MOKHOCTTA 32 TPEXBBPIIS-
HE Ha COOCTBEHOCT W peaju3upaHe Ha eQek-
THBEH OM3HEC MOJIEI.

Hanuiie ca TpM OCHOBHM HAYMHA 33 HaB-
NIM3aHe Ha YyXJecTpaHeH mnaszap. [IbpBust ot
TSIX € (QpaHYali3uHroBHAT OW3HEC MOJEN, BTO-
pUSIT — 3aKyITyBaHe Ha aKIMK WIH JISUIOBE OT XO-
TTM W TPETHAT — JOTOBOPH 3a yIpaBJICHHE .
Besika oT Te31 BB3MOXKHOCTH BKIIIOUBA Pa3iiny-
Ha CTETNeH Ha KOHTPOII, YIPKHSIBAH OT KOMIIa-
HUSATA BBPXY BHHIIHHUTE OTEPAIIHN, PECYPCUTE U
pe3yiiTaTiTe, KOUTO CE MOTy4YaBaTr MpH TIXHOTO
u3Mos3Bane. B cpemHOCpOUeH acreKT, MoTeH-
HUATHATE MeYaadu ce yBeauyaBaT, [IPH pely-
LMpaHe CTEMNEHTa Ha PHUCKAa OT HACThIBaHE Ha
HeOnaronpusatan ceoutusa. OT japyra cTpaHa,
METOJIUTE, KOWUTO BKJIIOYBAT HHCKA CTETCH Ha
KOHTPOJI, MUHUMHU3HUPAT PUCKA, HO BOJISIT JIO BH-
cokn pazxoqu. CTemeHTa HA KOHTPOJ OKa3Ba
NPSIKO BIWSIHUE BBPXY I'bBKABOCTTA Ha YIpaB-
nenne Ha ¢upmure. OCBIIECTBIBAHETO HA IO-
roJsIM KOHTPOJ BBPXY ACHHOCTTa M3MCKBA OT
TYPUCTHYECKUTE OPraHU3ally Ja BIOXKAT 3Ha-
YUTETHO KOJMYECTBO PECYPCH 3a TPOYyUYBaHE HA
nazapa. [To To3u HaYMH ce yNecHsBa MOTCHIH-
AJTHOTO HABIM3AHE HA HEro”,

lonsiMa yacT OT MpeanpusTHsITa OT XOTe-
JMepcKaTa HMHAYCTPHS C€ CBBp3BaT 4pes3
(panyaiizuHr, K0roBopu 3a ymnpapjeHue U

" Tamapwios, [T, A. Tanmxeposa, Crienududnnte hpunanco-
BH MHCTPYMEHTH — e()eKTHBHOTO WM IMO3MIHOHHMpPAHE B TY-
pucTHyeckns OW3HeC B ycioBuATa Ha rnobdammsanms, COop-
HUK JIOKJIaau, YHHUBEPCUTETCKO U3JaTelcTBO ,,CTONaHCTBO”,
Codwust, 2007, c. 88-93.

2 Berbel, J. M., Ramirez, 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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3aKylyBaHe HAa aKLIUU WIH JsJI0Be OT XOTe-
Ju. ['1aBHaTa men mpH TAX € HAMHPAHETO Ha
Ou3HeC MapTHLOP, KOWTO Ja crapTupa coOCT-
BEHO TPEINpPUITHE, HO TOJ PHKOBOACTBOTO H
Mapkata Ha uyx/a ¢pupma. OcCHOBHATA pa3juKa
Mexay (paHdaii3uHra U 10roBOpa 3a yrpasJie-
HHE Ce ChCTOU B TOBA, Y€ JIULETO, KOETO € I10-
JTy4YWIIO TIPABOTO 3a M3IOJI3BAHE HAa AKTHBHTE,
IMa HKOHOMHYecKa camocTosiTesiHocT. Ilo
TO3W HAa4WH, XOTEJUepCKaTa Bepura KOHTPOJIU-
pa NpsIKO pe3epBaLMOHHMS LIEHTBP U YIPaXKHS-
Ba YaCTUUCH KOHTPOJ BBPXY MapKara’.

busnec Monesin 3a ma3apHa MHTerpanus Ha
XO0TeJHepcKaTa HHAYCTPHUS

XOTEeNMUepCKUTe BEPUTH MOTAT Jla ce pas-
MUpABAT Ype3 pa3zINdHU OMepanuy, KOHWTO
M3HUCKBAT KallMTaJIoBU MHBecTUIMK. Hail-uecto
cpemanuTe ca (paHYai3uHIBT U JIOTOBOPHUTE
3a ynpasienue. ChIIECTBYBAT U APYrH OU3HEC
MOJIXO/IM, KaTO WHKEKTUPAHE Ha KaIlUTau, 3a-
€MH, CITUBAHUSI, TTOTIIBIIAHUS WM KOMOMHAIHS
OT HSKOJIKO CTpaTernu 3a pasuthe’. HaGmio-
JlaBa ce TeHCHIIMS 3a pa3pacTBaHe HA XOTENH-
epcKara MHAYCTpus 4upe3 (ppaHvaii3MHTOBH J10-
TOBOPHU, OCOOEHO, KOraTO OCHOBHATa IieNl Ha
XOTEJIUEPCKUTE BEPUTH € CBBP3aHa C yCKOpS-
BaHe TpoIieca Ha eKCIIaH3usl.

Dpanyaiizunzosu 002080pu

6 Xomenuepcxkama uHOycCmpus
®paH4aii3uHrsT € edeKTHBHA cTpare-
TS 32 MHTEPHANMOHAIU3ALMSA Ha XOTENH-
epckuTe Bepurd. Toill mpeacTaBisBa anTepHa-
THBHA BB3MOKHOCT 32 TSAXHATa riodaiHa exc-
nan3us. OpaHyaii3MHIBT CE OCHOBaBa Ha JI0-
roBOp Mexay (dpaHyaizomaten u (hpandaiizo-
MoJydvarels, ¢ KOWTO ce MpeaocTaBsi MpaBOTO
Ha TOJN3BaHE Ha pa3paboTeH OW3HEC Mojed,
BKJIIOYBALl OpaHj, MPOIYKTH, MapKETHHTOBH
yCIYTM W HOY-Xay, cpelly 3amiamiane. [lpu
KOHKPETHO YCTaHOBEHH JIOTOBOPHH YCJIOBUS,
onpezneneHy (paHYali30MoaydaTead MPUIO-
O6uBar mpaBo Aa pabOTAT HA €IWH U ChHI Ma-
3ap, B paMKHMTE Ha CUCTEMa 3a CbBMECTHO ChT-
pyaaundectBo. ®dpaHuyali3uHIBT € OH3Hec

3 Tapymesa, T., [mo6anHu TpOMEHH B XOTeTHEPCKAaTa HHIYC-
Tpus, cm. ,JIKoHOMHYecKH anTepHaTuBH, l3manume Ha
YHCC. C., 6p. 3, 2010, c.56.

4 Tse, E. C., Olsen, D., Strategic Management in the Hospital-
ity Industry, Prentice Hall, 2008, p. 358.

6

miardopma, pearnuzupaHa 4pe3 Bb3MOKHOCT-
Ta (paHUYa30M0IydaTe/IAT Jla pa3BuBa JCi-
HOCT, B PaMKHTE Ha ThProBcKara cHCTeMa Ha
¢panuaiizonatens. Tolt Moxe na Oble ompe-
JeJIeH KaTo CHCTeMa 3a CbTPYAHHYEeCTBO
MEX/y pa3IniHU KOMITAHUH, KOUTO ca OOBBp-
3aHU C JJOTOBOP 32 OTCTHIIBAHE HA OTIPE/IEIICHH
MpaBa 3a M3MOJI3BaHE Ha YCIEmIHa Ou3Hec
dopmyna, cpemry 3armamane Ha (UKCHpaHH
Takcd. BaxHo e ga ce orOenexu, 4e mpu u3-
BBpIIBaHE HA CBOATA JICHHOCT, (hpaH4al30110-
JTy4aTeNnsaT TpsOBa Ja 3ama3d KayecTBOTO Ha
MIPOAYKTHTE W YCIYTUTE, KOUTO IIe Mpesara.
Ot Taka mu3BeAeHaTa Ae(hUHHUNNSA, MOTAT Ja Ce
0000IIAT CIETHUTE TO-BAXXHW XapaKTepuc-
THKH 32 (paHyaii3uHra:

® crcTeMa 3a ChTPYJHHYECTBO;

® BpBH3KaTa MEKIY CTPAHUTE CE OCHINEC-
TBsIBa Ha 6a3ara Ha IOTOBOD;

® CTpaHUTE I10 JOTOBOPA Ca TOJEMH KOM-
nanuu — Qpanyaiizogareny u Gpupmara, KosiTo
MOANUCBA JOTOBOP C OCHOBHATa KOMIIAHUS,
HapeveHa paHuaii30oayyarer.

o (ppaHuaii3ofarenaT  ocurypsiBa  Ha
(panyaiizononyyarens Bb3MOXKHOCTTA 33 W3-
MoJI3BaHe Ha THPrOBCKa Mapka, OmsHec ¢op-
MyJla, HOy-Xay W TeXHHUYECKa TOAIPHKKA 3a
MIPOIBIDKUTEITHOCTTA Ha IOTOBOPA.

@paHyaii3UHI'BT € chcTeMa 3a Ou3Hec
NAPTHBOPCTBO, C LNl ABLJATOCPOYHO CHT-
PYAHHYECTBO, HA 0a3aTa Ha JOTOBOP MEXKIY
JIB€ WKOHOMHYECKH ¥ TPaBHO HE3aBHCUMH
crpanu. IIppBaTa mpemocTaBs TpaBOTO Ha
BTOpaTa Jia M3Moy3Ba OU3Heca, MPOU3BOCTBO-
TO U Z[I/ICTPI/IGYHI/IS[T&, a CbIIO U MaTCPUATHUTE
n HemarepuanHute aktuBu. [locmexnure ca
CbCTaBEHH OT OCHOBHHU U JION'BIHHUTEIHU YC-
JYTH U TPOJIYKTH, KOUTO MOTaT jia Obaar 3a-
IUTeHn (TIATeHTH, THPTOBCKH MapKW) M He-
3amuTeHn (HOy-xay). Bcwukm oT TAX ca
e()eKTUBHO TECTBaHH M TAXHOTO W3IOJI3BAHE €
paspelieHo upe3 JuleH3ud. B 3amsiHa Ha Te3u
npasa, (ppaHyaii30monyvaTessT ce 3abKaBa
J1a 3aIUIaa posITH TaKkea .

Karo aucTtpubynmonen kanaji, ¢pas-
Yaii3MHT'BT HAITBJIIHO OTTOBaps Ha M3MCKBaHU-
ATa 3a peaju3upaHe Ha ycreuiHa Ou3Hec Jei-
HOCT Ha XoTeimepckute Bepurn. Ha mbpBo

3 Konigsberg, A., International Franchising, Juris Publishing
Inc., 2008, P. 625.
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MSCTO, 3alI0TO 110 TO3M HAYMH Ce IedeH
BpeMe 3a paszpaboTBaHeTo Ha OusHeca. Ha
BTOPO MsICTO, 3aIOTO (ppaHYal3UHIBT Mpe-
JOCTaBsl JIMIEH3MS Cpelly omnpeaeneHa (u-
HaHCOBa BB3BPBHUIAEMOCT. HmenHno Ta3um mnu-
LEH3Us] NPEJOCTaBsl MPaBOTO 3a H3II0J3BaHE
Ha ISTI0CTeH GH3Hec maker’.

B xotenmepckara mHgycTpHsa (paHuaii-
3WHTOBUAT OM3HEC MOJIEN MOKE Jla ce Tpujara
ype3 OTAaBaHE Ha JIMIEH3Msl Ha MajKa KOM-
MaHWS C €IWH eIWHCTBEH 00EKT Wiu 1a Obiae
MO-KOMIIJIEKCEH, KaTo MacTbp (paHyai3uHra.
B mocnennus ciydail, Ha NPEANPHUATHETO Ce
NpelocTaBs MPaBOTO Jla pa3BUBa OIpejeeHa
TBProBCKa MapKa B KOHKDETEH PETHOH B CBe-
Ta. OpaHUaii3MHTOBUAT JOTOBOP OOWKHOBEHO
nokpua nepuon ot 20-30 ronuHu, B 3aMsiHa
Ha 3amianiaHe Ha (PMKCHpPaHAa TOAMIIHA CY-
Ma, C BB3MOXHOCT 3a YABIDKaBaHe Ha TO3M
HEepHOoJl, aKO U JIBETE CTPaHU ca yJOBJIETBOpE-
HHM OT B3aMMHOTO cu OM3HeC ChbTPYIHHYeCT-
BO. Bbmpeku ToBa, ¢paHuaiizonmarensT wus-
BBPILBA PEJOBHU NPOBEPKU 32 TOBA, AU CE
Cra3BaT B ITBJIHO CHOTBETCTBHE TpaBHiIaTa 3a
KOPHOPATUBHO €AMHCTBO U €TAIIUTC HA IPOU3-
BOJCTBEHHMS IpolLec. AKO ce KOHCTaTHpAaT He-
PEOHOCTH, HANUIE € JOCTaTbYHO OCHOBAHHUE
3a MpeKpaTsiBaHe Ha J0rosopa. Bcesko oTk-
JIOHEHHWE OT OOLIONPHETHTE CTAaHJIAPTH, MOKE
Jla JIoBeJie 10 peanHH 3aryom 3a (paHuaiizo-
JaTelis U 1a yBpeAU Heropara peryTanusl.

[IpenocraBsiiki I'bpBOHAYATIHA IOMOILL
Ha (paHuaiizononyyareins, GppanyaiizogaTenst
XOTeNnuep ChlIo npepiara ¢puHaAHCOBA MPOT-
paMa — Ou3Hec IJIaH W KOHCYNTalWd 10 OT-
HOIIIEHHUE Ha JU3aiiHa ¥ U3TPaXJaHeTO Ha XO-
tena. [Ipunoxenuero Ha (paHyaii3unra B xo-
TenuepcKaTa WHIYCTPHUs W3UCKBA MHTCH3MBHA
nozkpena’. 3a a ce MpefoCTaBH IbIHUS OH3-
Hec IMaKeT, € He0OXOJMMO JIa C€ U3TOTBAT TPH
KJII040BH ToKkymeHnTa. Crien xaro Qpanyaii-
3UHI'BT CTApTHpa, TPsAOBaA Ja ce ChCTaBU OIle-
paTHBEH HAPBUYHUK, C HHCTPYKLUH 32 OCBHIIEC-
TBSIBAHE Ha YyMpaBleHCKUTe mnpouecu. Dpan-
YaH3UHTOBUST JOTOBOP € HEOOXOJUMO JIa Ch-
Ibp’Ka MPaBHU 3aJAbJLUKEHUs 32 JIBETE CTpa-
HH, KaKTO M Jla pPerjaMeHTHUpa TOYHO M SICHO
NPaBOMOIIMSATA, KOMTO C€ MPEIOCTaBsAT Ha
¢dpanyaiizononyuatens. Ciex Kato ce HU3roT-

® Wood, R., Brotherton, B., The SAGE Handbook of Hospital-
ity Management, SAGE, 2008, p. 576.

"Alon, L, Service Franchising: A Global Perspective,
Springer, 2006, p. 264.

BAT TE€3H TPU JOKYMEHTA, 3al04Ba MPOLECHT
0 MMpoy4BaHe U 00yuyeHue Ha HOBH (ppaHyaii-
30I0JTy4aTeNH, 3aeAH0 ¢ n30opa Ha MmoMelle-
HUS W CTApTHpaHe Ha dpaHuaii3 obexTHTe’.

Axo (paHuai30moNyyaTeNTAT € TOMyUMI
JIOTOBOP 3a XOTENMEpCKH (hpaH’ail3uHT, KOWTO
o0emyHsABA IIMPOKa rama OT AEMHOCTH, TOH
cliefiBa Jia MoeMe Pa3IMyHu OTTOBOPHOCTH, KaTo
Cra3BaHe Ha CTAHJAPTHTE 3a KOHTPOJ HAa Ka-
YeCcTBOTO HA TPEMIATaHUTE YCIYIW M y4acThe
BBB BCHYKH 33bJDKUTEITHA MApKETHHTOBH MPOT-
pamu. Heycriexute B npuaraHeTo Ha MOJIMTHKA-
Ta Ha BepUraTa Morar Ja J0BeJaT J0 MpeKpaTs-
BaHEe Ha JIOrOBopa 3a (hpaHuYal3WHT, Thi KaTo
HMUDKBT Ha IJIo0ajHaTa BEpUra M CTOMHOCTTA
Ha Mapkarta Morar Jia Ob/iaT yBpeJeHH.

CbCc CKIIIOYBAHETO HAa XOTEIHEPCKUS
(paH4aii3uHroB J0roBOp, (paHyUai30qaTEISAT
M3UCKBa 3aIlialllaHe Ha POSITH TaKCH OT
(hpangaiizononydatens. Te BKIIOYBAT MPOIICHT
OT IIPUXOJUTE, Pealn3upanu oT craute. Opan-
Yal30JaTeNIAT ONpEeAens MbpPBOHAYaIHA TaKca,
KOSTO OOMKHOBEHO € (pukcupaHa cyma 3a crasl.
B nombiHeHue, ce KOHKpeTH3uWpa Takca 3a
MapKeTHHT M pekjaama. Hakpas ce BkirouBa u
pe3epBAllHOHHA TaKca, KOATO IpPECTaBIsABa
(ukcupana cyma 3a BCSKa HallpaBeHa pe3epBa-
. JloroBopbT Mexay (paHdaiizomaTens H
(dpaHuaii3onoynyyareliss € TUNWYHO JIMHECH,
BKJTIOYBAII IbPBOHAYATHA TaKca 3a MPUCHEH-
HABaHE KbM OpraHM3alyATa W MPOLEHT OT
MIPUX0Jia, MPEAHA3HAYEH J]a C€ PENHBECTHPA B
MapKeTHHT, peKjIaMa M M3I0JI3BaHe Ha LIEHTpa-
JM3MpaHa pe3epBalliOHHa CUCTEMA.

Hozosopu 3a ynpasnenue 6 xomenuepckama
unoycmpus

JloroBopute 3a ynpaBJICHHE Ca XapaKTep-
HH 3a OpuTaHckusi 6usHec Mozen. Tsxnara oc-
HOBHAa 1€l € H3BJIMYAHE HAa KOHKYPEHTHO
NMPeIUMCTBO TIPH TO3UIMOHUPAHE HA MEKIY-
HapoJHus nazap. B xorenuepckara HHIYCTpHS
Te Ce BbBEXKIAT B PE3yJITaT Ha 3aryouTe, KOUTO
XunteH Xotenc KopropeillrbH moHacs mnpu
ympasiieHHe Ha XoTen B XasaHa. busHec joro-
BOpUTE MoraT Ja ObJaT OIpeseseHH KaTo J10-
TOBOPH, Ype3 KOUTO KOMITAHUATA CE ChITIACsABa
Jla yIpaBJsiBa Apyra, OT HIMETO M 3a CMETKa Ha
MOCJIeIHaTa, cpenly (PMHAHCOBO BBb3HArpak-
nenne’. TIpu To3u Gu3HEC MOJEN COGCTBEHH-

§ Stanworth, J., Hoy, F., Franchising: An International Per-
spective, Routledge, 2004, p. 257.

% Sharma, K., Tourism And Development, Sarup and Sons,
2005, p. 236.
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LUUTE HE B3eMaT HUKAKBU ONEPATHBHH pelle-
Hus1. Te ca OTTOBOPHU 3a JOCTABSIHETO HA Ka-
MUTAJl 3a 3aIUIallaHe Ha Pa3sXxoau H mbirose'.
VnpasisiBalara KOMIIaHUS [10JIydaBa Takca 3a
HeliHuTe ycnayru. JloroBopbT 3a yIpaBlieHUE
OKa3Ba ITBJIEH KOHTPOI HAJl MeyvanonuTe U pas-
XOJUTE, BKJIIOYUTEIHO U OTIOBOPHOCTTA 3a
MOCPENIAHE HA ONEPATUBHU pa3xoiu, HO ¢u-
HAHCOBATA TEKECT OCTaBa 32 COOCTBEHUKA.

Ilpumescasane na akyuu unu 0a10ee om
xomenu

[purexxaBaHeTO HA AKIMHM WIH JISUIOBE OT
XOTEJHUEPCKH (PUPMU BOJH JIO TSIXHOTO ITBJIIHO
WM YacTUYHO TpunoouBaHe. OCHOBHOTO TIpe-
JUMCTBO €, 4€ CO6CTBCHI/IK’BT 1501040 COGCTBGHI/I-
[UTEe Ha XOTeja IOJydyaBaT IisjiaTa medasoa.
Bbmpeku ToBa, BUCOKOTO HUBO Ha (PUHAHCOBH-
T€ aKTHBH, KOUTO CE€ M3UCKBAT 3a [I0I00EH THII
EKCITaH3UBHA CTpATETusl € MO CUIIUTE CaMo Ha
aMEPHUKAHCKUTE XOTCJIMEPCKU BEPUTH, KOHTO
pasmoiarar ¢ J0CTaTbYHO KaIlMTalIH.

HNuBecTunnu B XoTeMepcku Gppandai3mHr

WuBecTunuuTe B XOTEIMEpPCKaTa MHIYCT-
pust HocaT TossM puck. duHaHCOBaTa cTa-
OWITHOCT Ha TAPTHHOPA € HAli-Ba:KHUAT (ak-
TOp TpH (PpaHYANBHHTOBUTE B3aHMOOTHO-
menus. [lomsure oT IpUCHCTBUETO HA MEXKITY-
HApOJHUTE XOTEIHEPCKU BEPUTU Ca Hali-Bede
3a PEernoHUTE, 3aII0TO M0 TO3W HAYHMH CE Ch3-
JlaBa TO-TONSIMO TYypUCTHYECKO Thpcene. 1o
TO3W Ha4YMH, MOXe Ja ce opmupa HOBa jec-
TUHAIMS, 13 Ce CTUTHE 0 MyCKaHEe Ha JOIMbJI-
HUTEIIHU TIOJICTH W OTKpUBaHE Ha jeTuina. He
MO-MaJIOBAXKEH 32 PAa3BUTHETO HA XOTEIUEPCT-
BOTO € U (DaKThT, Y€ MEXKIYHAPOIHUTE XOTe-
JMEPCKH BEPUTH Ca HOCHTEIN HA CTAHAAPTH,
KOUTO C€ BHEAPSBAT B JaJicHA JCCTUHAIIMS.
Cnex TAXHOTO MpPWIOXKEHHE, KaTro mobpa
MpaKTHKa B MEXIYHApOJHUTE BEPHTH, TC CEC
BB3NPUEMAT KaKTO OT HAIMOHAIHUTE, Taka W
or He3aBucumure xorenu. B Tabmuma 1 ca
MPEJCTaBeHH HEOOXOJMMHUTE WHBECTUIUM 32
3aKylyBaHe Ha (paHuaii3MHr B 00JjacTTa Ha
XOTEIUEePCTBOTO HAa HAKOM OT HAH-TOJEMHUTE
XOTEITMEePCKU BEPHUTH.

HabGmonaBa ce TeHaeHums npu u3dopa
Ha pe:KUM 3a HaBJIM3aHe HA MOBEYETO ToJie-
MH XOTEIHEepPCKH BEPHUTH, MPH KOATO C€ YII-
pPaXHSBA MO-TOJSM KOHTPOJ BBPXY JE€HHOCT-

19 Barkoff, R., Selden, A. C., Fundamentals Of Franchising,
American Bar Association, 2008, P. 401.
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ta. IIpe3 mocieaHuTEe HAKONKO TOAMHH, H3-
[I0JI3BaHETO Ha (hpaHuali3uHIOBU IOIOBOPH, €
elMH OT Hal-e(eKTHBHUTEC HAYMHU 32 HH-
TePHALMOHAJIU3ALMS HAa XOTeJHepCKHs
cekTop. [lo TO3M HaumH, ce OCBHIIECTBSIBA
crenuanu3anys B ynpasieHueto. KoncraTu-
paHo e, 4e Thil KaTO MeKIAYHAPOIHUST ONUT
pacre, HaUUHBT Ha MHCJIEHE Ha PbKOBOAMTE-
JWTE W3THM3a U3BBH TPaHUIMTE Ha (QupMara.
OcHOBHaTa MOTHBAlUsl Ha XOTEJIUEPCKHUTE
KOMIIaHUM KbM HUHTErpHpaHe Ha (QpaHuaii-
3MHTOBaTa Mpexa ce 0a3upa Ha IBa OCHOBHHU
acneKTa:

® HEOOXOAMMOCT OT BBBEXKIAHE HA MEX-
JyHapoJHa CHCTeMa 3a Pe3epBally;

® y4acTHe BbB BEpHra C Mo-ToJIIMO MeX-
IOyHAapOAHO TPH3HAHME M Pa3BUTHE HA HH-
(OpMALMOHHH TeXHOTOrHH .

Bpb3ka Mexkay cTpaTerus 3a pasBUTHE HA
XOTeJIMepCcKa BEPHIa U Bb3BPBIIAeMOCT Ha
HHBECTHI[HHTE

B cpBpemMeHHaTa OM3HEC cpefa OT pelia-
Balll0 3HAYCHHUE 3a yclexa Ha (UPMUTE €
TAXHATA CHOCOOHOCT 3a aJanTHPaHe KbM
nazapuure npomeHu. [loBeueTo xorenu uH-
BECTHpAaT BBB (u3myecka HHPPACTPYKTYypa,
HO TOBa HE € JIOCTAThUHO. XOTeluepckara
HHAYCTPHUS ONEpHpa B CHIHO KOHKYPEHTHa
cpeaa. Heo6xoqumo e nma ce mombepar moj-
XOASANIM MEXaHU3MH 3a pa3BuTHe Ha (up-
MuUTe B Hes. M300pbT Ha cTpaTeruure 3a pas-
BUTHE HA XOTCIHEPCKUTE KOMITAHUM TPEJIC-
TaBJIsSIBA BA)XHO MHBECTHIIMOHHO pemeHneu.
Toil chabpka U3BECTHA CTETIEH HA PUCK, KO-
TO TpsiOBa Aa ObJE TOUHO OICHEHA. MIHBECTH-
paHeTo BbB ()paHUYAN3UHTOBU JIOTOBOPH, JIO-
TOBOPH 3a YIpPAaBIICHUE WM 3aKyllyBaHE Ha
aKIMK, ¢ CTPATern4ecKo pelIeHue, KOeTo
Hpeaonpeaess ycnexa, neyanouTe U 1sIocT-
HOTO Pa3BUTHE HA XOTEIUEPCKOTO MPEANPHsI-
tue. [IpomechT 1o B3eMaHe Ha pEIICHUE 32
WHBECTHPAHE CE€ ChCTOM OT HIKOJIKO OCHOBHU
eranma. Te morar na 0bp1aT 0000IIEHH, KAKTO
cieaBa:

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

12 Ianmxeposa, A., AHalM3 Ha MHBECTUIMOHHATA JAEHHOCT B
xoTenuepcTBoTo B bwarapus, Mznartenctso ,,ABanrapa I[lpu-
ma“, C., 2008, c. 48.
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Tabuauna 1.

HNuBecTunmNHu 3a Q)paﬂqaifnnnr Ha CBETOBHHU XO0TCJIMEPCKU BEPUTH

HNme na 0panna

®panyaii3HHIOBa TaKca

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

W3zrounuk: Amepukancka GpaHuaii3MHroBa acoluanus

e orpejieNsgHe HAa MHBECTULHOHHUS MpO-
€KT U YCTaHOBSIBAHE CTETIEHTA HA PUCK OT Ta3H
MHBECTULHS;

e OMpezieNsiHE Ha Bb3MOXKHOCTHTE U MJICH-
TU(ULUPaHEe HA NHBECTULIMOHHUTE CTPATEerni;

® OIICHKA Ha pa3IMYHUTE WHBECTHUIIMOH-
HHM CTPaTerMd M MaKCHUMHU3UpaHE Ha pe3yJira-
TUTE OT UHBECTULIMOHHUS IIPOEKT.

Cren mocie0BaTeTHOTO MPHUIIOKEHNE Ha
rOpecrioMeHaTUTe eTanu, € HeoOX0UMO Jia ce
OPUCTBIN KbM M300p M peanus3anus Ha ChOT-
BETHHA WHBECTHIMOHEeH mpoekT. Cropen
Mapropesn', OCHOBHHTE HHBECTHIHOHHH
pellleHUs B XOTeTHepcKaTa MHIYCTPHUSI Ce OC-
HOBaBaT Ha:

® NPOHUKBAHE HA NA3apa — ChCTOH CE B
M3rpakJaHe Ha HOBM XOTENM KbM BEpUrara,
HACOYEHH KbM CBIIUS CETMEHT MOTPeOUTENH;

® gepmuKaiHa uHmezpayus — TPUIOOH-
BaHE HAa KOMIIAHWU JIOCTaBUUIIY;

! Martorell, O., The growth strategies of hotels chains, Best
business practices by leading companies, The Haworth Hospi-
tality Press, 2006, p. 17.

® Xopuzonmanua ougepcuguxayus — Ha-
COYBa C€ KbM CTapTUPaHE Ha HOBH ACHHOCTH,
Pa3IMYHK OT HpeJIaraHuTe OT XOTelepcKara
BEPHTa;

® UHmepHayuoHaiuzayus — 4pe3 HaBIIN-
3aHe Ha HOB mas3ap. Tyk HamMHpaT MsCTO
(paHuYaii3uHIBT, TIOTOBOPUTE 32 YIPaABICHUE U
3aKyMyBaHETO Ha ST OT ChIIECTBYBAI XOTEI.

Tabnuua 2 mokasBa pbcTa, B pe3yiTar Ha
NpUIaraHeTo Ha (paHYaii3MHTOBH JIOTOBODH,
JIOTOBOPU 32 YIpPaBICHUE, KAaKTO U APYTH
CTpaTeruy 3a Ma3apHa eKCIIAH3MS Ha HAKOJIKO
OT Hal-roJIEMUTE XOTEIUEPCKU BEPUTH.

Or Tabimiara ce BHXKIA, Y€ IOJIEMHUTE
XOTEIMEPCKH BEPUTH TMPEIIOYUTaT CTpaTeru-
UTE 3a pa3BUTHE, KOUTO HE BKJIIOYBAT KaIlUTa-
70BH WHBeCTUIUH. [10-KOHKPETHO, Ype3 TO3U
THII CUCTeMa ce ynpasisiBar 88% oT craurte B
Tsax. [Ipe3 mocnenHUTEe HAKOJIKO T'OMMHH, Ta3H
TEHJICHIIMsl BCE TIO-YCUJIEHO ce HadIro/aBa, B
pe3ynTar Ha IMOsBWIIATa CE CBETOBHA MKOHO-
Muuecka Kpusa. Hamuue e cnag B ctpareruu-
Te, KOUTO M3HCKBAT KAIMTAJIOBO Oa3MpaHu
TpaH3aKINH.
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OﬁOpOTHTe Ha XOTCJIHECPCKUTE BEPUTH raHd cram. TsxHarta KopejlaluOHHAa 3aBUCHU-

HE ca MPSIKO CBBbP3aHU ¢ 00mus Opoit mpenma-

Taoanua 2.
CTparernu 3a pa3BuTHe HA XOTeJIHEPCKUTE BEPUTH U MOCTUTHATH Pe3yJTaTH
Cran 3a nexemspu 2011 r.
Xorteanepcka Bepura/Crparterusi 3a |@panyvaiisuarosu|/Jorosopu 3a Jpyrn | O6mo
pa3BuTHE JA0TOBOPH ynpasBJieHHE
Intercontinental Hotels 422 573 125215 8643 556431
Wyndham Worldwide 527735 527735
Marriott Intercontinental 243 447 270 503 513 950
Hilton Hotels 306 673 112 051 107 536 | 526260
Accor Hotels 154 251 122 136 352341 | 628728
Choice Hotels 553217 553217
Best Western 378 094 378 094
Starwood Hotels 115 460 172 098 57 400 | 344958

N3zrounnk: Martorell, O., The growth strategies of hotels chains, Best business practices by
leading companies, The Haworth Hospitality Press, 2006, p. 17.

MOCT c€ TpOsiBsIBAa Hail-Beue mpu u300p Ha
CTpaTerus 3a pa3BUTHE. XOTECIUCPCKUTE BEPH-
I'H, KOUTO W3IMOJI3BAT (PpaHyaii3MHra KaTto
CHCTEeMAa 3a ympaBJjieHHe, UMAT I0-TOJEMHU
000pOTH OT TE3W, KOWTO IMpUiIarat JOTOBOPH
3a ympaBieHue. X0TeJInuTe, TOTYqIH T0TOBO-
pu 3a ¢pangaii3uHr oT XunTbH KoprnopeibH
U AKOp, HampuMep, peanu3upaT 3HAYUTEITHH
npuxoau, OnarojapeHue Ha cujgata Ha Tbp-
roBckata Mapka. Tesu, KouTo mpunarat ¢ppas-
Yal3WHTa KaTo e(peKTUBHA CHCTeMa 3a CTpaTe-
TMYECKO YIIpaBJIeHHE, peau3upaT M0-BUCOKA
npeaenHa OpyTHa medanida. Ilpuummaara 3a
TOBA €, MO-rojiiMaTa OpyTHA OIEpaTHUBHA IIe-
4an0a, B pe3yJITaT Ha MO-HUCKUTE ONEPATUBHU
pa3xou W TOJIEMUTE MPUXOJU, KOUTO (paH-
Yal3WHTBT peaju3upa.

H3Boau

e OpaHvyali3UHI'BT € eEeKTUBHA CTpaTe-
rus 32 MHTEpHALlMOHAIN3ALUS HA XOTEJIUepc-
KHUTE BEPUTH.

e OuHaHcoBaTa cTaOMITHOCT HA NAPTHBO-
pa e Hail-BaxHUAT (axTop npu (paHuaii3uH-
TOBUTE B3aMMOOTHOLICHHSI.

e MuBecTupanero BBbB (ppaHUad3MHIOBH
JIOTOBOPH, JOTOBOPH 3a yIpaBJIEHHE WIN 3a-
KyIIyBaHETO Ha aKLUU € CTPATErMYEeCKO pele-
HHE, KOETO MpEeoNpees ycnexa, neyaaoure
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U IUIOCTHOTO Pa3BUTHE Ha XOTEIHEPCKOTO
MpeANpUsITHE.

e XOTeNMepPCKUTE BEPUTH, KOUTO U3II0JI-
3BaT (ppaHUal3MHra KaTo CUCTEMa 3a YIpaB-
JIeHHEe, UMAaT MO-ToJeMH 000POTH OT TE3H, KO-
UTO MpUJIaraT JOrOBOPH 3a YIIPaBICHHUE.

3akarouenne

@®paHyaii3UHI'BT € ChbBPEMEHHO CPEJICTBO
3a YCTOMYMB MKOHOMHYECKU PAcTeX Ha XOTe-
JMEPCKUTE OpraHu3auuy. Ype3 HEroBoTo u3-
NOJI3BaHE, KaTo e(eKTHBHA OM3HEC CTpaTerus
3a pa3BUTHE, XOTETUEPCKUTE TMpPeaIpUATHS
npuiarat CTPUKTHU ONEpallMOHHU CTaHJIapTH,
C 1eJ pa3liupsBaHe Ha TEXHUTE OM3HEC ACH-
HocTH. To3M mazapeH MoJen ce MpeBpblla B
OCHOBEH MEXaHM3bM 3a HMHTEPHALMOHAJIN3a-
LSl Ha IJ100a1HaTa X0TeIMepCcKa MHIYCTPHUL.
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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-
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tels and the third — management contracts',
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 *.

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 brand”.

! Tadarakov, D., A. Panjerova, Specific financial instruments
— effective positioning in terms of globalization, University
press ‘Stopanstvo’, Sofia, 2007, pp. 88-93.

zBerbel, J. M., Ramirez, 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 strategies’. 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:

e cooperation system;

e relationship between parties is based on
the contract;

e parties are big companies — franchisors
and the company that signs contracts with a
company called franchisee;

e 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 fees’.

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 packageé.

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-

* Konigsberg, A., International Franchising, Juris Publishing
Inc., 2008, p. 625.

® Wood, R., Brotherton, B., The SAGE Handbook of Hospital-
ity Management, SAGE, 2008, p. 576.
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quires intensive support’. 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 sites".

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 Alon, 1., Service Franchising: A Global Perspective,
Springer, 2006, p. 264.

8 Stanworth, J., Hoy, F., Franchising: An International Per-
spective, Routledge, 2004, p. 257.

14

company agrees to manage another enterprise,
in the name and for the account of the latter
against the financial reward’. In this business
model owners do not take any operational deci-
sions. They are responsible for the provision of
payment of capital expenditures and debts'.
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

° Sharma, K., Tourism And Development, Sarup and Sons,
2005, p. 236.

19 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:

e the need to introduce an international
reservation system;

e the participation in a chain with bigger
international recognition and development of in-
formation technology’.

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-

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

vestment decision”. 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:

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

e identification of the opportunities and
the investment strategies;

e 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 Martorell’, major in-
vestment decisions in the hospitality industry
are based on:

% 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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e market penetration — it consists in the
construction of new hotels towards the chain
aimed to the same segment of consumers;

e vertical integration — acquisition of
companies suppliers;

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

e 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 Management Other Total
agreements contracts
Intercontinental Hotels 422 573 125215 8643 556431
Wyndham Worldwide 527735 527735
Marriott Intercontinental 243 447 270 503 513 950
Hilton Hotels 306 673 112 051 107 536 | 526260
Accor Hotels 154 251 122 136 352341 | 628728
Choice Hotels 553217 553217
Best Western 378 094 378 094
Starwood Hotels 115 460 172 098 57400 | 344958

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

Implications

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

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

e 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.

e 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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KYJATYPHUTE PA3JINYUNSA B KOHTEKCTA HA
ITIOBAJIM3ALIUATA

IIpo¢. n-p Tans Ilapymesa

Kameopa ,, Hkonomuxa na mypuzma”, YHCC

Pe3tome: Cratusta aHainu3upa M AUCKY-
THpa KYJATYpHHUTE Pa3iuyuusi B KOHTEKCTa Ha
rnobanmsanuaTa. BanmanueTo e GpokycupaHo
BBPXY KOH(DIMKTHTE B KyJATypHATa TI00aH-
sarus. [IpencraBenu ca JBe 3Ha4YeHUS Ha Tep-
MUHA ,,KynTypa”. PaskpuTu ca IpOMEHHUTE B
XapakTepa Ha MECTHHTE W MEXIyHapOIHUTE
KOH(JIMKTH, MPEAU3BUKAHM OT Ti1o0anu3anus-
ta. [locTaBeH e akIeHT BbpXy KOHBEHIIUATA Ha
IOHECKO 3a xynTypHOTO MHOTOOOpasue.
CrernuarHo BHUMaHHE € OTJ/IEJICHO Ha OTBaps-
HETO KbM JIPyTUTE KYIATYpH U Pa3BUTHETO Ha
MexayHapoaHus oomeH. [lomuepran e cyse-
pPEHUTETA Ha JAbPKABUTE M TEXHUTE MPABOMO-
mys B MOJI3a Ha MHOT0OoOpasuero. Pasrienan
€ MpouechT Ha TIo0anu3anys Ha KyJITYypHHTE
nHaycTpun. OTKpoeHa € pojiTa Ha JAWUTHTAl-
HaTa PEBOJIONUS W WHIYCTpHAIM3aIMATa Ha
KynTypata. 3aabi00ueHo ca aHaJIU3UpaHH
rnobanHute TpaHchopManuu B KyJITypHaTa
ungyctpus. llpencraBena e Bpb3KaTta MeXIy
rnodanu3anuaTa M KyJNTypHAaTa XereMOHHS.
O6ocHOBaHO € W3THKHAT TPHHOCA Ha BCAKA
KyJITypa 3a CBETOBHATa KyaTypa. JlucKyTupa-
HHM Cca BBIIPOCHUTE OTHOCHO KYJITypHaTa Xere-
MOHHS 4pe3 uHTerpanus. O000meHo e MHe-
HHETO, Y€ riodanu3anuara MU30CTpsl KyIATyp-
HHUTE pasIu4usi M TNPOTUBOPCUHATA MEXITY
KYJITYpHUTE WAEHTHYHOCTH. ABTOPBHT 3all-
TaBa Te3aTa, 4Ye 3a 3ala3BaHe KYJITYPHOTO
HACJIEJICTBO HA YOBEYECTBOTO, € HEOOXOIMMO
Cra3BaHe Ha MEKAYHAPOIHHTE MEXaHU3MH 3a
HachpyaBaHe Ha KyJITYPHOTO MHOTr0ooOpasue.

KirouoBu aymm: KynTypHH pasinyms,
riobanm3anysi, KOH(QIUKTH, TII00ATHU TpaHC-
(opmarmu, KyaTypHa XereMOHHS.
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Kyntrypuurte pasznuuus ca TOBIMSIHU OT
riobanu3anusara M TpPeJAU3BUKAHUTE OT Hes
tpanchopmarmu. Te MopaxkaaT CTpacTHH Jie-
0atn, 0COOCHO B CTPAHHUTE, KBACTO MOHATHETO
,»KynTypeH heHOMeH”, € Bce ollle ®H1BO. MHO-
IO YeCTO, Bpb3KaTa MEXy IIo0ain3aiusra 1
KYJITypUTE CE pa3rieikaa OT TJelHa TOYKa Ha
cONMBbChKA HA NUBHIM3AIUKUTE MEKIY Pas3iny-
HUTE Teorpadcku 00IacTH U PErHOHKUTE C pa3-
JIMYHU PEITUTHH.

Crartusata ¥Ma 3a €] Ja aHaIu3upa |
JUCKyTHpa KyJITypHHUTE pa3iuuds B Lisulara
UM KOMIIJICKCHOCT U aCIICKTH. HO Hame MHeE-
HHUE, CTAPUTE MOJIUTHYESCKH CHIIEPHHUUYCCTBA
me ObJaT 3aMEHEHH OT NPOTUBOPCUHATA
MEXKTY KyITYPHUTE UACHTHIHOCTH.

Konduaukrn B KyJarypHaTa riodaau3anus

TepMuHbT ,,KyATYpa” HMa ABE Pa3IudyHU
3HAueHUs . B MMPOKMUS CMUCHI HAa €THOJIOTH-
ATa, Kyamypama € unmezpupan Hadop om
HOPMU U 3AKOHOMEPHOCMU 6 NOGEOCHUEMO HA
PasnuyHume emuudecKu 2pynu, npuoooumu
Om 6CeKU 408eK, Kamo 4ileH Ha 00uecmeomo.
CobuiectByBa (akToOpbT ,,u0eHmupukayus” B
paMKUTE Ha rpynara u ougepenuyuayus OT
IpYruTe TPyIH, Ype3 KOUTO ce MpeaaBaT Tpa-
JIUIMUTE Ha TOKoleHuATa. Bropara xapakre-
pHUCTHKA Ha MOHATUETO, 3alllUTaBaHa OT COLHU-
0JI03UTE, C€ OTHAcid [0 XyoodcecmeeHume
MEOpeHUs U CUMBONU, KYIMYPHOMO HACNeo-
M0 U namemHuyume Ha KyJamypamd.

['mobanu3anusaTa mpoMeHsl Xapakrepa Ha
MECTHHTE M MEXAYyHapOJHUTE KOH(IMKTH,
KaTO YBEJIMYaBa HAIIPEKEHUETO Ha PEeIUrHo3-
Ha, eTHUYeCcKa U JJUTBUCTUYHA OCHOBA. [[bp6o,

" Mapyrmesa, T., KyaTypHAAT TypH3bM: alTepHATHBA 3a TJ10-
Gammsanus, M3ngarenctso ,,ABanrapn [Ipuma”, C., 2009, c.
32-40.
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HSKOHM OOsICHsSIBaT ToBa Hampexenune cbe Ce-
Bepa u FOra, KOuTO HachbpUaBaT Pa3MPOCTpa-
HCHUCTO HaA 3allaJHUTC HCHHOCTU U BPEAAT Ha
€3ULUTE U POAOBaTa MaMeT. Bmopo, IpOTHBO-
peuusita MexIy 3amana W apaOCKus CBAT ca
OCHOBAaHW Ha KOJOHH3AIUATA U MECTHUTE pe-
aKIH, BapUpalld OT OTPUYAHETO HA KYITYp-
HUSl MMIIEPUAIN3BM JI0 BICUYEHHETO KBM 3a-
najHus CBAT. Tpemo, 3aCUIIBA CE HAIIPEIKEHU-
€TO MEXAY peluruuTe. Yemsvpmo, MUTpaLU-
OHHHTE TIOTOLY CHILIO T€HEPUPAT HANPEKEHHE
B MHUTPUpAIINTE U TEXHUTE cemelcTBa. Te 3a-
csATaT W HACEeIIEHWEeTO, KaTo 3aIUlalliBaT Hero-
BOTO OJIarOChCTOSTHHUE, CUTYPHOCT U KyJITypHA
UACHTHYHOCT. He Ha nocnedno msacmo, HIKOU
JpYyTH KYJITYPHU pa3IelIeHus] XapaKTepu3upar
CbBpPEMEHHATa CUTYalus:

e MEXIyHapoJHaTa LUPKYJIAlusi Ha Mpo-
M3BCICHHA W 3HAHHA CC€ MNPOTUBOIOCTABA Ha
3alUTaTa Ha HAIIMOHATHUTE KYITYpH;

® U34e3BAHETO Ha MHOTO OT TOBOPELINTE
Ce €3WIM KOHTpacTHpa C JIOMHHUPAHETO Ha
BOJICIIUTE €3UIH;

e Te3aTa 3a ,,00lI0TO YOBEYECTBO™ TMIPO-
TUBOpPEYH Ha BH3CTAHOBSBAHETO HA ETHUYEC-
KHATE MaJIIUHCTBA.

Bwrnpocure, cBbp3aHu ¢ KynTypara ce 3a-
CHIIBAT W cTaBaT KoHppoHTauuu. Yecto xyi-
mypama e 3aN0MCHUK HAd UKOHOMUYeCKume
Uy NOAUMUYECKUme OMHOUWEHUSL  MeHCOY
enacmeawume’. T pak1aHATE W MHCTUTYINATE
ca TIOATOTBEHM 3a KyNTypHaTa WICHTHYHOCT,
peanHa WM BbOOpaXkaema, HO CIy)Kella 3a
M3BJIMYaHE Ha M0J3a.

JoxaTto ce ch3naBar KyJTypHH Hallpexe-
HUS, TII00AIM3aIMsITa MOXE J]a HaMalld CIIO-
COOHOCTTa Ha JBPXKABHUTE Jla TH YIIPaBISABAT.
MexayHapoJHUTE OpPTraHd He ca B ChCTOSHIHE
Jla TIPEOIoNIesT HEAOCTATHIINTE Ha AbPIKABHTE.
Iopanu Ta3u npuunna, FOHECKO npensuan
HachpyaBaHe Ha KYJITYPHOTO MHOT0OOpasue.

Koupenuusita na OHECKO 3a
KYJITYPHOTO MHOT000pa3ue

ChIllecTBYBaT MHOXECTBO MEKIyHApOI-
HHM KOHBEHIIMHU, CBBP3aHHU C KyJITypara, HO HU-
KOl He 00BbpHa 0COOEHO BHUMAaHHME Ha BBIIPO-
ca 3a KyJITYpHOTO pa3HooOpasue B yCIOBHATA

? Menuena, A., KORQIUKTHE CHTyalnH B MpOEKTHATA Jeii-
Hoct, U3natencrso ,,ABanrapa Ilpuma”, C., 2011, c. 75.

Ha riobanu3auusita. ToBa 10BeAE 10 HEBB3-
MOXHOCTTa Ha AbpXKABUTE Ia HpenrpUeMaT
MEpKH, KOUTO Jla OTpaHUYaBaT JIBHKCHUETO Ha
KyJITYPHH CTOKH U YCIYTH.

B otrosop Ha Te3u onacenus, KOHECKO
pUue KOHGEHUUA 34 6b3CMAHO6AGANE HA
OvpoIcasHama Hameca é chepama Ha Kyamy-
pama. Ts ce Qoxycupa BbpXY ,,3alluTaTta U
HAchbpPYaBAHETO HA KYJTypaTa, KOsTO € pe3yJ-
TaT OT TBOPYECTBOTO HA WHIWBUAHW, TPYIH H
o6uectsa’™. Jloka3arencTBo €, ue IOAXOIAbT
BKJIIOUBA OMEAPSAHEMO KoM Opyeu Kyimypu u
Pazeumuemo Ha MedNCOYHApOOHUS  0OMeH.
KonBeHuusita nopdeprasa cygepenumema Ha
ovpoicasume u MAXHAMA 61Acm, KaTo ce LelIu
HachbpyaBaHe Ha TEXHUTE MPABOMOIIMS U aH-
TaXUPAaHOCT B I10J13a HAa MHOrooOpasueTto. B
Hest, 00ave, HE ce ONpenesT MEPKUTE, KOUTO
IbpKaBUTE Morat na npexnpuemar. [lasa ce
€80000eH u300p Ha MepKiu, KaTo ce BKII0YBAT
JIOTOBOPEHOCTH B I10JI32 HA XOpaTa Ha U3KyCT-
BOTO, MEPKH 32 IOJKperna Ha He3aBHCHMAaTa
HallMOHANIHA KYJITypHa MHAYCTPUS U JOCTBII
JI0 cpecTBaTa 3a MPOMU3BOJICTBO U AUCTPUOY-
. BeHYKM Te3M MepKdM ce OCHOBaBaT Ha
H»CHeYUUuHUA  Xapakmep Ha  KYAmypHume
npodykmu’™

I'io6anu3anusiTa Ha KyJTYpHUTE
HHAYCTPHH

C pa3BUTHETO Ha TIIOOATU3AIUATA, MHO-
3WHA C€ ONacsBar, 4e YeOHaKsI8aHemo uje
Haosuwasa mMHozoobpazuemo. To3u crpax e
M3pa3eH Ollle B Mepro/Ia MEX/Ty JBETE CBETOB-
HU BOMHHU Cpelly CHjaTa HAa aMEPUKAHCKUTE
KoMmmanuu. J[Hec, BIMSHHETO Ha Ti00anu3a-
IUsATa Ce 3acuiiBa OT Oe3KpallHMsI MOTCHIMANT
Ha OUCUMATIHAMA PeONIOYUA N OT TIPOIECH-
Te Ha UHOYCMPUATU3AUUA HA KYImypama’ .

[Ipe3 mocneqHUTE TOJMHU, TUCKBT, TEIle-
BU3UATA, PAAUOTO, (oTorpaduira U KAHOTO
NPETHPIIsIXa PEBOJIONMS, BCICACTBHE HA TEX-
HOJIOTUYHHTE, HHQOPMAIMOHHUTE ¥ Ja3ePHU-

3 UNESCO, CONVENTION ON THE PROTECTION OF
UNDERWATER CULTURAL HERITAGE, UNESCO
PUBLISHING, PARIS, 2009.

* UNESCO, Convention for the Safeguarding of the Intangible
Cultural Heritage, UNESCO Publishing, Paris, 2010.

° Tamapbros, JI., BAHsSHAETO Ha TIIOGATH3AIHATA BBPXY pas-
BHUTHETO Ha Typu3Ma, M3narenctBo ,,ABanrapn [Ipuma”, C.,
2008, c. 23.
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Te mHOBauuH. [IpeMHHABaHETO OT aHAJIOTOBU
KBbM LU(POBH YCTPOHCTBA YJIECHU Pa3MpoCT-
paHeHHeTo Ha KyATypHH nponyktu. HeszaBu-
CHMO OT TOBa, CIIeJBa Jla OTOENICKUM, Ue 210-
banusayusma na Kyamypuume npooykmu He €
HoBocT. OT CBOETO ch3/aBaHe, TE ca MO3HATH
kato yHuBepcanmHu. OT riegHa Touka Ha (o-
torpadusara, Komak oTkpruBa KIIOHOBE B MHOTO
ctpanu, ome npe3 1890 r. Iler roguau cnen
obpBUsl UM, QpEHCKaTa UHIYCTPHS 3aBlia-
JsIBa aMEPUKAHCKHS T1a3ap, a aMepPUKaHCKUTE
¢unmann cpuiecTByBaT OT mnpeau I[IbpBara
cBeTOBHa BoifHa. [lo momoOeH HAYMH CTOAT
HeIaTa ¢ BUACOTO, PAANOTO U TEJICBU3HUATA.

JlHec, Te3n WHIYCTPUH OKa3BaT ,HaIHO-
HaJHA” CBHIPOTUBA, CHJIHA KOJKOTO JAPYTHUTE
CeKTOpH Ha HWKoHOMHKaTa. Lludposute mpo-
OYKTH HMar Bce Mo-ToisM masapeH asu. C
yBeJINYaBaHe Ha Mpe/UIaraHeTo, ce paslIupsBa
u o0xBara Ha CBOOOAHHWS M300p Ha MOTPEOH-
tenst. Ilpeanucanusara BbB BUPTYAIHOTO IIPO-
CTPAHCTBO BIHSAT M HACOYBAT M300pa.

Pa3bupa ce, énuanuemo na yugposama
Pesonioyus 3aBUCH OT MSCTOTO, KOETO 3aeMa
B OOLIECTBEH W CBETOBEH Mammad. Moxem na
pasrpaHUYMM HSAKOJNKO mNpakTukd. Ha cesep
UMaT JOCTBI JO0 TO-€BTUHU CBETOBHHU KyII-
TYpHH TPOJIYKTH, KOUTO Ca TOJUIOKEHU Ha
MacoBO MOTpeOJICHUE U ca BOACIIN 32 MapKe-
THUHTOBUTE CTpaTerHu. 3a enuTa B OedHume
cmpany, TAQPOBUTE YCTPOICTBA MO3BOJISBAT
00MEH C APYTH EIUTH, 3200UKaJSHKH 00pa3o-
BaTeJIHATA CHCTEMa M MECTHUTE MeAnH. 3a Ha-
CEJIEHHeTO Ha /02, LU(POBUTE YCTPOUCTBA
NPOJBIKABAT JIa 3aBHCAT OT TPAJUIUOHHUTE
KyITYpH.

[IpoTuBHO Ha HAKOW MHEHUS, LUPPOBUTE
TEXHOJOTMM HE TapaHTHpaT paBeH JOCTHII,
HHUTO TIPOMSIHA B CTPYKTypaTa Ha CBETOBHOTO
HepaBeHCTBO. Thii KaTo 1eiTa € HachpuyaBaHe
Ha KyJITYpPHOTO MHOT000pasue, COIHOKYITYp-
HOTO HEPaBEHCTBO MOXE Ja C€ OrpaHuyH,
ype3 MOJUTHKA Ha JeMOKpaTH3auus Ha JOoc-
ThIa 10 IU(PPOBUTE TEXHOIOTHH.

I'nob6annu TpancopmManuu B KyJTypHATa
HHIYCTpHS

['mobanuzanuara € OCHOBHO HM3MEpEHHE
Ha MHAYCTPUAIHUTE MPOMEHHU B KyJTypaTa M
MeJMUTe, Hali-Beue cpel Jubepann3alioHHu-
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Te npomenu mpe3 80-te roguHu Ha XX Bek.
Te3n IMPpOMEHU MMaxa OCHOBHMU MOCJICAWIN U
3a KyJITypHUTE MHAyCTpuH. B cdepara Ha ay-
JMOBHU3YaJlHUTE, TEJICKOMYHUKAIIMOHHUTE |
nH(OPMALMOHHUTE TEXHOJOTUH ce pa3pado-
THXa CTPATETUH 3a JUCTPUOYIMS B MHOTO Ka-
HaJTH.

KakBo e BB3€HCTBUETO OT MHIYCTpHUAI-
HOTO COJNIMKaBaHE BBHPXY KYJITYPHOTO MHOTO-
obpasue? OTroBopbT HE € eAHO3HAUCH. 3a Hsi-
KOu, TE3W MPOMEHHU Ca 2apaHyus 3a 3ana3ea-
He Ha paziuyuama 1O HIKOJIKO TPUYUHHU:
KEJIaHWe Jla Ce pasrpaHryaBaT W TEepPCOHAIH-
3upatr OQepTuTe; CHBMECTHO CHINECTBYBaHE
Ha (GOpPMUTE HA KYJITYPHO, HAIIMOHAITHO U Me-
KIAYHAPOAHO HUBO,; BB3MOKHOCT KYJITYPHHUTC
NPOAYKTH Ja JAOCTUTHAT 1O BCEKH 4pe3 WH-
TepHET TexHosoruute. 3a Opyeu, KOHLECHTpa-
UATa U COMMKABAaHETO HA WHIYCTPUUTE IIIe
OpHaT B mpomueopeuue c axkmopume 3a
CMAHOapMU3auua U XOMO2CHU3AUUA HA
KyamypHume npooykmu. B neiicTBUTETHOCT
ce HaOJr0gaBa €IHOBPEMEHHO, TEHICHIIMS
KbM CTaHJapTU3aIMs HA KYJITYPHUTE HMHIYCT-
pUH ¥ TeHJCHIUS KbM JuBepcudukarys. Te3u
JIBE TEH/ICHIIMA Ca B3aMMOJIOIBIIBAIIH ce’.

Paznuumsta B KynTypHHTE HWHIYCTPUHU
MOCTaBAT HAKOJKO BbIIpoca. IIbpso, KakBU ca
OTHOIICHWATA Ha CBTPYAHHUYCCTBO MCKIAY
rI00AIHUTEe W HAIMOHAIHUTE WHIYCTPUAHH
kommanun? Karo msno, ydyacTHHIIUTE B ay-
JIMOBU3YaTHATE TPOAYKTH TPEOCMUCIAT TI0-
3UIUUTE U ACHCTBHUATA CH, CIIPSMO JPYTH CEK-
TOPH, KOUTO UMAT HPSAK AOCTHI JI0 MIMPOKATa
00IIecTBEHOCT  (TENEKOMYHHUKAIIUU, HHTEp-
HET). Bmopo, kakBa e KOHLENUUITa B CTparte-
THHTE HA OTJCITHUTE MHIYCTpUu? 3a mo-100po
MpUBIMYAHE Ha KIMEHTH, OepTUTE HE ca Ha-
COYEHH KBM TIPEIUIOKEHHE Ha ISNIOCTHOTO
ChIbpKaHUe, a o opMaTa Ha aOOHAMEHT 3a
JOCTBIT JI0 HETO, peKiaMa, IOCPESTHUYECTBO,
OT/aBaHe Moj HaeM. Tpemo, HE € 1u cBOOOa-
Ta Ha MOTPeOHTENCKHs U300p cpelry KyJaTyp-
HOTO MHOT000pas3ue? Yecto, MHOTOOOpa3HeTO
Ce pasriiex/ia OT MOJOKHTENTHA TieTHa TOYKa,
Karto ,,epcoHanusupane” Ha odeprure. Ipo-
YuBaHHUATA IOKa3BaT, Y€ BBIIPCKHW BAXXHOCTTA

6 [MTapymesa, T., Busus 3a rnobaignure TpaHchopmanuy Ha
KynTypara, MexayHapoqHa HaydHa KoH(epenuus ,J[lpe-
IM3BHKATENCTBA Ipel Typu3ma mpe3 X XI Bex”, znarencTBo
,Aanrapy [Tpuma”, Codus, 2012, c. 20-25.
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Ha u300pa, TPENOCTaBEH OT MHOXKECTBOTO
wiathopmu 3a Bujaeo 1o noucksane (Video on
Demand), neWcTBUTENHOTO mMOTpedICHUE €
CbCPEAOTOUCHO BBHPXY HSAKOJIKO 3arjiaBHsi, Ha-
pCUYCHN KacoBH, KOUTO ca OMIM OOEKT Ha ro-
JIEMUTE MAPKCTHHIOBH KOMITAHUH.

MexayHaponaute aedatn BbpXy Ti00a-
JHM3alyaTa TMOCTaBAT KYJITYPHH BBIPOCH,
CBBbpP3aHU C peIurudaTa, C3UIUTE, CTHUYCCKaTa
IIPUHAMJICKHOCT, TPALAULUUTE, KYJITYPHOTO
HACJIEACTBO M ayauoBH3yalHaTa WHIYCTpPHSL.
[locnenuure TOMWMHM TIMOKAa3BaT HANpPENAbK B
MEXKTyHAPOJICH Maliad 3a 3aliuTa Ha KyITyp-
HOTO  MHoOrooOpasme. KouBeHimsATa Ha
IOHECKO 3amouyna TO3W TBT, BBIPEKH, U
ocraBa TOW na Obje ,,u3BbpBIH”. Jlpyro pas-
BUTHUE € UJEsTa 3a Kyumypama u uHoyCmpusi-
ma, IBITO Pa3riexIaHu KaTo Bparose, a JHeC
ca nedeaumu. Cunara Ha KyITypHATA UHJYC-
TpUSL ¥ B YAaCTHOCT Ha HU(POBUTE TEXHOIO-
THH, JOTIPHHACAT 3a (akTa, ue JHEC NoTpeOu-
TenUTe ca MHPOPMHUPAHU, THPCEIIN U B3HMCKA-
TEITHH.

Bpb3ka Mexay riodaauzanusara u
KYJITYpHATa XereMOHMsI

My3uka, KHHO, KyJTHHApPHUS, TEXHOJIOTUH,
MOJa, IUTEPaTypa U U3BECTHH JIMYHOCTU LHP-
KyJIUpaT B CBETOBHOTO MPOCTPAHCTBO, B pe-
3ynTaT Ha ChBPEMEHHHTE TEXHOIOTHH. OTKb-
JIETO U JIa ce TOTJeHe, TI00aIn3anmsaTa cTaBa
BCE MO-aKTyanHa. Bb3HUKBA BBIIPOCHT, 3a 00-
MEH JIM cTaBa JyMa WU 3a KYJImypHAd Xe2emo-
Husl, KOATO CE pa3lIMpsABa M Ch3laBa Oucoa-
Jaanc? Bendky 3HaeM KbJie UMa BIIACTOBA Xe-
reMoHus. Hskon e3uyu ce Hamarat Haja IpyTH.
E3uxbpT Ha eHa HaNMsA € HACIEIeHO OOorarcT-
BO, HO HCT'OBOTO BJIMAHHEC, 00XBaT WIN ynort-
peba, morat na Obaar orpanuuenu. Ctura ce
JI0 Clly4yad, B KOUTO OCTaHalaTa 4acT OT CBETa
He FOBOPH €3MKa Ha jajaeHa Haims. T4 Tpaosa
Jla HayYu JPYT €3WK, aKo el Ja HamyCHe
CBOATA POJIHA UIEHTUYHOCT, OUIIO TO JYXOBHO
wm ¢uzndeckn. OcTaBa caMO KOMYHHKAITH-
OHHaTa BBH3MOYKHOCT Ha BCEKH 4YOBEK. B mje-
aNHMA Cly4ail, TOH I1lie ce Hay4du Ja OBOPH
qy)KAMS €3MK M Ja KOMYHUKHpPa C OCTaHanaTa
9acT OT CBETA.

ToBa chc CHTYPHOCT HE O3HAYaBa, J1ajIeHa
HaIlFs J1a ce OTKaKe KaTerOPUYHO OT KOPEHH-

T CH WK Ja ce obe3nuuu. Exan ca mo-cuiHwy,
IPYTH TO-cabu, MO-MOTBINNA WM TIO-MaJKo,
HO HaJMOIIMETO Ha €3WMKa Ha JaJieHH HaIuu
HaJ APYTH €3I, HE € OMWT Ja Ce ,,CMaxar’
o-cJ1abuTe, a Mo-CKOpo TIOKaHa Jia ce HaMepH
Moden Ha cviyecmeysane, B KOUTO eOHa Ha-
uus 0a e 6 noza Ha opyaa.

MeXayHapoJHHAT CTOKOOOMEH B HKO-
HOMHYECKO OTHOILICHHE HEe MOXe Jla ce Yyel-
HaKBH C O0OMeHa 6 KYIMYpPHO OMHOUEHUe.
[IpobnemMbT HE MOXKE 1@ OBbJIe PELICH Ha 3aKO0-
HOJIATETHO HUBO, JIOPH aKO TO3U OOMEH € Ke-
JaH W HOCH YJAOBJICTBOpEHHE M redanba 3a
BCHYKH. 3a CBHXKaJCHHE, MAIKO JIbpXKaBU
OCB3HABAT, Y€ 6CAKA KYJmMypa modce 0a 0on-
pumnece 3a ceemognama Kyimypa .

[lornensT HA3a7g B UCTOpUATA HU TOKA3-
Ba, 4e reorpa)CKUTEe IMOJIOCH Ha TOIUTHYEC-
KO, HKOHOMHYECKO U KyITYPHO JIOMUHHpaHE
ce KonebasT BbB BPEMETO M CE€ MPOMEHST OT
reorpadcka rieHa ToukKa 1o nenus cBsaT. He
MOJKe JIa ce OTYeTe peanHo Opos Ha Te3H ,,UM-
nepun’, KOUTO Cca MO3HAIM MOMEHTH Ha CJIaBa,
Hapu4aHa JHeC NpeHeOpexuTenHa. Pazmmct-
BallKM ToNsIMara KHUTa Ha UCTOPHUSATA, XOpaTa
Ce OMUTBAT JIa HaMepAT TICHHUTE OCTaHKU Ha
[UBIIN3AIMNATE, HA KOUTO C€ ABJKU BCHUKO,
KOETO MMaMe JHEeC — OT OOMKHOBEHUTE Opb-
IS Ha TPyJAa, 10 MUCMEHOCTTA.

B Hamm JHM, TOJIMTHYECKOTO, UKOHO-
MHUYECKOTO U KYJITYPHOTO FOCHOJICTBO € HEH3-
0eXHO, KaKTO 0siXxa HEempeJOTBPaTUMH Pe3yJl-
TaTUTE OT UKOHOMHYECKaTa M TEXHOJIOTHYHA-
Ta PEBOJIONMA, KOUTO pa3Thpcuxa cBeTa. Te
He o0elaBaT BEYHOCT, a J]aBaT Bb3MOXKHOCTH
Ha Py IUBWIN3ALUU, KOUTO C TCUCHHUE HA
BPEMETO JIa CTaHAT BCE MO-JUHAMUYHU U Kpe-
aTHBHU. EJWH XUBOT € JIOCTaThYeH, 3a Ja ce
BUJIM JIBIDKEHUETO Ha XETeMOHHATA 110 CBETA.

BB3MoXHO € 6 0603pumo 6voewe ceoe-
paghckume noaocu Ha UKOHOMUHeckama U
KYAMYypHama Xe2emonusi 0a ce NpOMEHsM.
MHoro Hanuu Beue ca Hajlarajid CBOETO KyJ-
TYpPHO BJIHSHHUE W3BBH reorpad)cKure odepra-
HUs Ha cTpaHara cu. C ycKopsBaHe Ha pa3BH-
THETO B YCJIOBUATA HA TI00aIM3anus 1 Hapac-
TBaIaTa MOOMITHOCT, MOXKE J1a Ce MpPEeACKaxKe,

" Parusheva, T., Tourism as a Global Cultural Interaction,
International Conference “Tourism and Recreation in the 21
Century: Problems and Perspectives”, Azerbaijan Tourism
Institute, 2012, p. 7.
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Yye XereMOHUATA WK MOJIIpU3aLUsITa e A0K-
JIaT TO-CKOPO, OTKOJKOTO o4yakBame. Crenma-
JIMCTUTC NPEABUIKIAAT, Y€ IMOJIOCUTC Ha BJIWA-
HUE IIE e pa3pacTBaT U IPU3HALUTE 3a TOBA,
Beue ca Hamuie. Hampumep, mpousBoacTBe-
HUSAT LEHTHP ce npoMeHs. Hskou ca ce nacna-
JWIA Ha 3BE3[IHUS CU Yac, a IPyrH 3aHanpen
1ie HajaraT CBOUTE MPOMYKTH, KyATypa U Ha-
YMHa CHU Ha >KUBOT. B CHIIIOTO BpeMeE, BCEKU €
B IIPaBOTO CH JIa JKenae Jia JoKaxe cede cH, 1a
rapaHTvpa OLEJIIBaHETO HA HALUATa CH, JOpU
HUKOTa J]a He € OWJI CBETOBEH JIHJIED.

Ky.nTypHa XEreMOHUs Ype3 HHTerpanus

JlHec Te3W, KOMTO ca HAJNOXKWIA CBOWUTE
KyJITYpH, ObJDKAaT cHjlaTa U O4YapOBAaHHUETO CH
Ha CHOCOOHOCTTA UM [J1a yC80AGAm Kyamypa-
ma Ha Opyzume, 1a RPUGIUYAM OUHAMUYHU
JIUYHOCMU, KaTO UM OCHUTYPSIBAaT BH3MOKHOC-
TH Ja pasKpuaT noteHmumana cu'. Yecto ce ro-
BOpH 32 MOMYJSPHOCTTa M HAJAMOILIMETO Ha
Xonueyo. Tazu Mol CIyXd 3a NPUBJIMYAHE
ChC CHMJIaTa HA MAarHUT Ha TAJAHTIMBU XOpa OT
Is1aTa IJIaHEeTa, CLEHApUCTH, PEXUChOPU H
KOMMIIM, KOUTO CTaBaT JIOOWMIM Ha HapOJH-
Te, 3a Jla Ce CTUTHE Hakpas, 10 HaJlaraHeTo Ha
Ta3u UHAYCTPHSL.

XamOyprepure U XOT AOTBT ,,00uKanIT”
cBeTa 4ype3 mnomyssapHocrta UM B CAII], B
YUHTO CHUMBOJ ca C€ NMPEBBbPHAIN, HO OTKbIE
UIBaT TE3W ,KyIWHApHH TBOpeHUsS ? BbB
@panyusa 3a 3BE3IU CE CUUTAT TE3U, KOUTO
o0oraTsiBaT MECTHOTO HACJIEACTBO, MaKap | 1a
ca ¢ yyxkaecTpaHeH npousxon. Kanada exc-
noptupa xokest B s cBaT. Kinyosr na Mown-
pean e OJMLETBOPCHUE Ha HALUATa, Makap 4e
€ TPYAHO Jla ce IIPOM3HEecaT MeHaTa Ha BCHY-
ki wurpaun. KioyOsT mnpuBiuua urpadd ot
Opannus, Taka kakto CAILL mbk, mpuema ur-
payM 3a HaMOHATHKUTE cu 0TOOpH OT JlaTuHe-
Ka AMepHKa.

HoGenoBu Harpagu B o0nactra Ha HayKa-
Ta, Hal-4eCTO C€ NPUCHKAAT HA aMEPUKAHLHU-
te. Ho, KOmKO OT ,dyXOeHIHUTE” H3MEKIY
HarpajeHnTe, KOUTO ca OTHUIIUIM TaM, 3a Jia ce
BB3MOJI3BaT OT OTJIMYHUTE H3CIEI0BATENCKU
LEHTPOBE 3a MPOYYBAHUS, AABAT CBOS IPUHOC

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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Ha IJ1aHeTaTa?

Bcenuko ka3aHo, € B 3ammra Ha Te3ara, ue
[JI00aIM3aIKiTa He € SHOMOJI0CHA, KAaKTO MO-
e OW M3IJIeK/a Ha MPbB MOTJIeA. 3alloTo CBe-
THT CE IPOMEHS ... WIIU TIOHE TaKa U3TIIEK/A.

H3Boan

e ['mobanm3anmsTa TPOMEHS XapakTepa
Ha MECTHUTE M MEXKIYHApOJIHUTE KOH(IUKTH,
KaTO yBeJIMYaBa HANpPEKECHUETO Ha PEITUIHO3-
Ha, eTHUYECKa ¥ JIMHIBUCTUYHA OCHOBA.

o Konsennusara va FOHECKO 3a 3amuTa
Ha KyJTYpPHOTO MHOrooOpa3ue HachbpdaBa OT-
BapsHETO KBbM JIPYTH KYJITYPU M Pa3BHTHETO
Ha MEXIyHapoAHUS OOMEH B TJio0ajeH Ma-
mad.

e [oGanm3anmsita Ha KyIATypHUTE HH-
JYCTPUU ce 3acWIIBa, Opaan Oe3KpalHus T0-
TCHOHAJ Ha JUTUTAIHATa PEBOJJIOLUA U IPO-
LecuTe Ha MHIYCTPHANN3AIMs Ha KYJITypara.

3akaro4yenne

C yBenmuuaBaHETO Ha THPTrOBCKHUsSI OOMEH,
rJI00aTM3aHATa U30CTPSl KyJATYPHUTE pasiiu-
YU M MPOTHBOPEUYMATA MEXKIY KYJITYPHHTE
UJICHTHYHOCTU. 3a Jla Ce OrpaHuyaT M Ja ce
3ama3u KyJATypHOTO HAClEICTBO Ha YOBEYECT-
BOTO, TPsIOBa Jla ce Cra3BaT MEXIyHapOIHUTE
MEXaHW3MH 33 HachbpuaBaHE Ha KYJITYPHOTO
MHOroo0pasue.



KYIJITYPHUTE PA3JINYHA B KOHTEKCTA HA IT7TIOBAJTH3ALJHATA

M3nos3Bana auteparypa

1.

[Mapymesa, T., Busus 3a rtinoOamHHTE
TpaHcopMallMM Ha KyJaTypara, Mexmy-
HapojHa Hay4Ha KoH(pepeHuus ,llpenus-
BHUKATEJICTBA npel TypusMma npe3 XXI
Bek”, M3nmatenctBo ,,ABanrapn Ilpuma”,
Codus, 2012.

ITapymesa, T., KyntypHusar Typussm: ai-
TepHaTHBa 3a riodammuzanus, U3natencrso
»ABarrapx [Ipuma”, C., 2009.

IlenueBa, A., KoHQIHUKTHH CcHUTyaruu B
IIPOEKTHaTa  JEHHOCT, W3 narenctBo
wABanrapa [lpuma”, C., 2011.

Tanapwkos, [l., Biusauero Ha riobanuza-
LUATa BbPXY Pa3BUTHETO HA TypusMma, M3-
narenctso ,,ABanrapa [Ipuma”, C., 2008.

Parusheva, T., The Variety as a Distin-
guishig Feature of the Cultural Tourism,
University Press, South-West University
of Neofit Rilsky, Blagoevgrad, 2007.
Parusheva, T., Tourism as a Global Cul-
tural Interaction, International Conference
“Tourism and Recreation in the 21st
Century: Problems and Perspectives”,
Azerbaijan Tourism Institute, 2012.
UNESCO, Convention for the
Safeguarding of the Intangible Cultural
Heritage, UNESCO Publishing, Paris,
2010.

UNESCO, Convention on the Protection
of  Underwater  Cultural  Heritage,
UNESCO Publishing, Paris, 2009.

23



CULTURAL DIFFERENCES IN THE CONTEXT OF
GLOBALIZATION

Prof. Tanya Parusheva, Ph.D.
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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-
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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
meanings'. 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

! 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:

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

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

e 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 authorities’. 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™. 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

% Pencheva, A., Conflict situations in project activity, Avan-
gard Prima Publishing House, Sofia, 2011, p. 75.

S 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 ™.

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 culture’.

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

* UNESCO, Convention for the Safeguarding of the Intangi-
ble Cultural Heritage, UNESCO Publishing, Paris, 2010.

* 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
complementary®.

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

8 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.
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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, cthnicity, 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 fo 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 culture’.

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

" 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 potential®. 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

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

e 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.

e 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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ACIIEKTHU HA KOHCYJATAHTCKUA MEHU/KMBHT B
TYPOIIEPATOPCKUSA BU3HEC

Jou. 1-p Mapuana flueBa

Kameopa ,, Ukonomuka na mypuzma, YHCC

YBoa

3HAUCHUETO Ha Typu3Ma, MOJII3UTE U Bpe-
JIUTE OT HETOBOTO Pa3BUTHE O0YyCIaBAT edek-
THUBHATa MOTPEOHOCT OT CTPATETHYECKH AEH-
HOCTU W KOOPJIUHHUPAHC B )leﬁCTBHHTa Ha I1a-
3apHuTe ydactHuiU. OcHOBHATA IieNl HA CTpa-
TErMYecKOTO TUIAaHUPAaHEe HAa MaKpOpaBHHUILE €
Jla TIOCTUTHE IMOCTaBEHUTE LEIH W Jia YJOB-
JICTBOPU MCKaHUATA Ha naszapa. [lpuumnuTe 3a
TOBa UMAaT OOEKTHBEH XapaKTep U ce CBEXKAAT
JI0 He00X0AMMOCTTA OT: OOIIO BHXKJAHE U TI0-
COKa 32 pa3BUTHE Ha TypU3Ma; JIBITOCpPOYHA
MEepPCIIEKTHBA 3a ONpeNeisiHe Ha COIMAIHUTE,
KyJATYPHHUTE ¥ €KOJIOTHYHUTE €(DEeKTH OT pas-
BUTHETO Ha TypH3Ma; pa3pellaBaHe Ha Npoo-
JIEMHUTE, CBBP3aHU C PECYPCHOTO OCUTYpsIBaHE
B Pa3IMYHUTE TEPUTOPUAIHU OOIIHOCTHU; pa3-
BUTHUC Ha NCCTUHaALUATA B YCJIOBUATA Ha Ha-
pacTBalla KOHKYPCHIUA U JUHAMUYHO HU3ME-
HEHHE Ha Ta3apa; pa3BUTHE Ha TPaHCIOpPTa H
uHppacTpykTypara.

EQexTuBHOTO M yCcTOWYHMBO pa3BUTHE HA
Ou3HEca MHOTO 4eCTO € ChIPOBOJCHO C IIPO-
MCHH, KOUTO BKJIKYBAT aJarTanus B HUBOTO
Ha 3HaHWA, IMPOMsAHA Ha NOBCACHHUCTO HA HMH-
JIMBHJA ¥ NPOMSHA Ha TIOBEJCHUETO B TPYyINU-
Te. XopaTa ca pa3MyH{ — HIKOHM C€ MPUCIIO-
co0sIBaT JIECHO KbM TSIX U TH Bb3IpUEMaT Ka-
TO TPEeIU3BUKATENCTBO. B moBedeTo ciyudau
obaue MPOMEHHUTE I'M IUIAllaT M T€ OKa3BaT
CbIIPOTHUBA, THH KaToO ca Bb3MOKHH HEraTHB-
HU e(eKTH, JIeHCTBALlM OTPULATEIHO BBPXY
ISUTOCTHUSL UM HAYMH MM Ha JKUBOT —JIMYCH M
npodecuonanes. ToBa mpousTHya OT camaTta
YOBEILKA CHUIHOCT.

B nHewHus auHaMuuYeH CBAT Xopara ce
HYXX/aAT Hail-Be4e OT CTaOWIIHOCT M CHTYp-
HOCT. 3a TOBa C€ ThpCcHU OallaHC MEXAY Ipo-

MEHHUTE U cTabmiaHocTTa. MIMEeHHO JelHOocCTTa
Ha KOHCYJITAHTUTE € MOJYMHEHA Ha 3ama3Ba-
HETO Ha TO3W OanmaHc. 3a J1a €BOIIOUpA eTHa
KOMIIaHUS, € HEOOXOAMMO TS HEMPEKHCHATO
na ce mpoMmeHs. Koncyimanmume cevpszeam
NPOMAHAMA 21A6HO CbC cmpamezuume, M.K.
0bJ20CPOYHO NAAHUPAHUME NPOMEHU Cd 8 OC-
Hosama Ha msixHama Oetinocm. B myponepa-
mopcKus OusHec 8 pasgumume CmpaHu KOH-
CYTMAHMCKUme NPOeKmu 3aemMam 3HaA4u-
menano macmo. Ilonacmosiwyem 6 bwreapus
KOHCYIMAHMCKU YCAYeU ce muvpcsim 6 chepa-

ma Ha KpamKocpouHume NpOMeHU, No-
KOHKpEemHO 6 chepama Ha pexiamama u npo-
Moyuparemo.

B Hacrosmara cratus HaMupar MiIACTO
BBIIPOCUTE, CBHP3aHU C KOHCYJIITAHTCKHA ME-
HUKMBHT Ha CTPATCrui4C€CKO paBHUILIC, KOCTO
CIIopeJ aBTOpa € OCHOBATa Ha 6BZ[CHIOTO pas-
BUTHC HAa KOHCYJITAaHTCKUA ousHec.

HNziaoxkenune

B cnenmanusupanara nureparypa ca u3-
BECTHM MHOIO OIIpEJeNeHus 3a MOHATHETO
"crparerus”, KOUTO 0OXBaIlaT pa3IUYHHU He-
TOBH aCIEKTH M NPWIOKEHHUS B MPAKTHKATa.
Te wmorar na 6bmaT 006001IEHH 1O CIETHMS
HAuWH: CTPATErusATa € KypchT, KOHTO eHa op-
raHu3anus u30upa, mpecieABaiki LeIUTe CH
1 cboOpa3sBaiiku ce ¢ Bb3MOKHOCTHTE U 3all-
JIaxXuTe Ha BHHILIHATA Cpela, KaKTO U ChC cOO-
CTBEHMTE CH PECYPCH.

Cmpameeusima e cvepemeHen uHcmpy-
Menm 3a ynpaeienue Ha OusHeca, usnon3ean u
OMm KOHCYIMAHMCKUmMe KOMRAHUU, C No-
Mowma Ha KOumo cAKa CMmonamcka eOuHuyd
Modice ceoespeMenHo 0a peazupd HA NpoMe-
Hume 6 ukoHomudeckama cumyayus. Jlymata
"cTparerus" € OT rpbUKU NPOU3XOJA U O3HAYA-
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Ba YMEHHE, M3KYCTBO, HayKa 1ia ce BOJM BOWHA
mo jgo0pe opraHm3WpaH HauWH. B Om3Heca T4
O3HayaBa yMEHHE, U3KYCTBO Jla C€ M3MOJ3BaT
pecypcute Ha (pupmara 3a OCTUTaHe Ha Qup-
MEHHTE LENH.

OcCHOBHHUTE  XapaKkTEPUCTHKH Ha CTpa-
Terusira, OTpassiBallly HelHaTa ChLIHOCT, ca:

® PHKOBOJHO Hayajlo B JEHHOCTTa Ha
dupmaTa ¢ onpenesnso BIUSHUE BbPXY HEil-
HHUTE YNpPaBIEHCKH (DYHKLUM, pELICHUs U 3a-
Jlayy — paMKa 3a HACOKUTE Ha pa3BUTHUE Ha Op-
TaHU3aIMATa;

® UHTETPUpPAH YIPaBICHCKU MHCTPYMEHT
3a MOCTHUTaHe Ha LEeNUTe, ChOoOPa3eH ChC Clie-
mudukaTa Ha oOeKTa Ha yNpaBieHHE U HEro-
BaTa Cpefa;

® UHIUKATOP HAa CHJIHHATE W CladuTe
CTpaHd B JCHCTBUSTa HA KOHKYPEHTHTE —
HNPEeUMYLIECTBOTO, KOETO MMa OpraHU3aLusiTa,
IpeJ OCTaHAINTE PUPMU;

® HabTCTBHE B JICHHOCTTA Ha (upMaTa
3a IPOABJIKUTENICH IEPUOL;

® CENEeKTUBHOCT M  yCTOHYMBOCT BbBB
BPEMETO, M3IIPEBapBallli €CTECTBEHOTO IIPO-
THYaHe Ha SBJICHHUATA U TIPOLIECHTE B OpraHU-
3aIuUsTa U B Cpefara;

e OTYHTAHE Ha peajHaTa WU O4aKBaHaTa
MPOMsIHA Ha €JIEMEHTH OT BBTpEIIHaTa U OT
BBHIIHATA CPE/a;

® [IPOBOKATUBHOCT KbM MPOMEHHU B KOM-
NOHEHTHTE Ha (UPMEHOTO YIpPABICHHE U B
OpraHM3aLMOHHOTO MOBEICHNE Ha MIEPCOHANA;

e onpenieNsgHe Ha MPHUOPUTETH B LEIUTE
Ha OpPraHu3almsaTa;

® AJITEpPHATHBHM IMBTHUINA 32 TOCTHraHEe
Ha JBJITOCPOYHHTE LeNH Ha (upmara, oTpass-
Ballll HAUYMHMTE Ha JEHCTBHE M paslpenelie-
HUE Ha HEOOXOAMMHTE PECYPCH.

3a chKaJieHHe BCAKa CTpAaTerus MoXke Ja
Oble eTMMUHUpPAHA OT HEMpEeIBHINMHU CHOU-
THSL

Cunara Ha ,,HCOUYaKBAaHOTO  BJIUsC HE ca-
Mo B c(hepaTa Ha TypU3Ma, HO U Ha riio0aHa-
Ta MKOHOMHUKA. [lonoOHM BiMsHMSA MoraT na
Ce WIIOCTPUPAT C U3KIIOUUTETTHO TEKKOTO 3e-
MmeTpecenue (¢ pedtunr 9,0 mo ckanara Ha
Puxtep) B Mnnuiickus oxean xpait Operosere
Ha Cymarpa u mocjienBajoTO IIyHaMHu OT 26
nexemBpu 2004 r. Pe3ynaTtarsT € cMbpTTa Ha
Hax 300 000 mymwm B Hail-Malko eIWHAIECeT
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CTpaHH, BKIIOYUTEIHO TYPHCTH, KaKTO H
YHUIIOKABAHETO Ha MECTHATA MKOHOMHKA M
MHPPACTPYKTypa, KOATO € Ha CTHHOCT Haj $ 7
mipa. [Ipu eBeHTyanHa BB3MOXKHOCT 3a MOC-
JeIBalll 3eMETPECeHUs] U IyHaMH IUIaHUpa-
HETO 3a BB3CTAHOBSABAHE oOcCTaBa NpodiemMa-
THYHO CIOPeX peamua excreptn'. I10006Hu
Gopcmadicopuu obcmosmencmea Hanazam u3-
noN36anemo Ha KOHCYNMAHMCKU YCayeu 8
cpepama na mypusma u 6 YacmHocm Ha my-
ponepamopckama 0etiHoCm, HPeHaco48alky
UIU KOMREHCUPAUKy mypucmudeckume nomo-
Yu U WIGHUPAHUMe MYPUCMUYECcKU Npocpamu
om 6X00AWU U U3XOO0AWYU NYPONepamopu 6
3acesnamume mypucmuyecku paioHu.

IMopagu HeouakBaHUTE H HEU30CKHU
MPOM3LIECTBHUS, KOUTO CE CIIy4yBaT, ce€ OKa3Ba,
4e JBIArOCpPOYHATa CTpaTerus € npodieMHa H
HECUTYpHA, Thii KaTo OBJCIIETO HE MOXE 1a
O0pae m3BecTHO. CTpaTermsra 3a pa3BUTHE €
BOKCH M OpPraHWYeH IPOIEC /BKIIOYBAI]
BCHYKH YYacTHUIIM — aKTUBHU TYPOINEPaTo-
PH/, Upe3 KOWTO OpraHu3alusiTa JOIPHHACS 3a
OCBLIECTBSIBAHETO HA COOCTBEHUTE CH ObICHIN
uenu. Mpesita 3a konupane Ha 4y>KIu LIENH, 38
Jla ce TIOCTUTHE YCIeX, € 0e3CMUCIICHA, 3al10-
TO HE € CUTYPHO, Y€ B ObJelIe LIe Ce IIOBTOPH
cTaHajuoTo B MuHanoto. ETo 3amo monennre,
KOMTO ca HMaJIM ycleX, MOraT ia AoBeaaT
MO-CKOPO /10 TPOBaJl, OTKOJIKOTO JI0 To100pe-
Hue. XaochT U HECUTYPHOCTTA 00aye He O3Ha-
4yaBaT, 4Y€ TYPUCTHYeCcKaTa OpraHu3aunus
/mam aecruHanmsi/ € oOpedeHa Ha HEyCIeX.
Ha nuckycusi OTHOCHO TOBa Kak BBTPELIHUTE
WHBECTUIIMHY, BKJIIOYUATEIHO TPOEKTH B 00-
JacTTa Ha Typu3Ma, IPOMEHAT a)pUKaHCKUTE
CTpaHH, BBIPEKH Y€ TO-PaHO ca OMIN pa3KbC-
BaHM OT BOWHHM, Schurmann ce u3Ka3Ba, 4e
"KIIFOYOB HAy4YeH MPHHIMI €, Y& AOKaTO hMa
Xaoc B pefa, [0 ChIUIMSI HAUYMH MOXeE Ja UMa U
pen B xaoca". M3BBH xaoca Ha OATKaHCKUTE
koH(puKkTH npe3 1990 r. Typu3MbT € Karanu-
3aTOp 32 MKOHOMHYECKOTO BB3CTAHOBSIBAHE,
TBI KaTo XopaTa ce CTPEMSAT Ja BBH30OHOBAT U
MOA0OPST )KUBOTA CH.

ITo cpmms HaumH Chandrika Kumara-
tunga (Llpwu Jlanka) 3asBsBa: "Cbc CUTYPHOCT

"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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MOKeM JIa TIPUBETCTBAME TYPHCTU B PAMKHTE
Ha TPHU Meceld, MaKCUMyM YETHUPH — TOBA €
HAYMHBT, KOWTO BOJAM KbM BB3CTAHOBSBAHE
Cclle/l pa3pyleHUsTa, MPUINHEHH OT LyHAMUTa
B Mnniickus okean npe3 2004 r”.

Omnupaiiku ce Ha Te3u Temu, Edgar n
Nisbet 3akmo4aBat, 4e ,,TYpUCTHYECKHTE Op-
raHu3anuy TPsAOBa 12 MOCTABAT MO-TOJISAM aK-
[EHT Ha TPUEMaHETO, PUIAraHeTO U yIEeCHS-
BAaHETO Ha MHOBAaTHBHATA M TBOpYECKaTa JCH-
Hoct". [lo MHeHHe Ha aBTOpa yNpaBJICHCKUTE
KOHCYJITAaHTH OuXa MOTJIM Ja MPUJIOKAT WHO-
BaTUBHOCTTA B CBOUTE MPOEKTH, HACOYCHU
KBbM TYpUCTHYECKHs OusHec. B KoHcyaTaHT-
CKHUSI MEHHXKMBHT MOJXE J]a Ce U3M0JI3BAT:

® CIACTHYHOCTTA — OCHOBaBa Ce Ha
HPE/IOI0KEHNETO, Y€ HUIIO HE € HEeBB3MOXK-
HO, CTPEMEX 3a TOCTUTaHEe Ha IENUTe /HiH
TaKMBa, KOUTO M3TJICKIAT TPYIHHU/;

® CKOpOCTTa — [0-0bP30 U Mo-100pe;

e 0e3rpaHWYHOCTTa — JKEIAHHEeTO Jla Ce
HaMepu I1o-7100pa ujaes WM HauuH, KaTo ce
W3/IM3a W3BBbH YCTAaHOBEHUTE TPaHULIM WIH
PaMKH;

® U3TOYHHIIM Ha KOHKYPEHTHa AuQepeH-
HAIHS.

Hpakbp Tpemiara cedem uzmoyHukd Ha
UHOBAMUGHU UNU CMPAME2UYECKU  B8b3MONC-
HOCMU B HA3ZXOJSNL PEJl IO BaYKHOCT 3a Opra-
HHU3aLUKTE, PUIaramy ce B KOHCYITaHTCKH-
TE MPOEKTH:

® HCOYAKBAaHOTO — YCIEX, NPOBAN MIH
BBHIIIHO CLOUTHE;

® HECHOTBETCTBUETO — TOBA BCHIIHOCT €
peaNTHOCTTa TaKaBa, KaKBaTo € MM KaKBaTo Ou
TpsiOBaIIO 1a Ob1E;

e yHOBalUMHUTE Ha 0azaTa Ha HEOOXOAHM-
MOCTTa B IIPOIIECa;

® [IPOMEHUTE B OTpacjoBaTa CTPYKTypa
WM CTPYKTypaTa Ha Ia3apa, 3a KOUTO BCHUKH
ca HeMO/TrOTBEHH;

e neMorpadckuTe oKa3areny;

® [IPOMEHUTE BBHB BB3NPHUATHETO, HACT-
POCHHETO U CMHCHIIA;

® HOBUTE 3HAHUS — HAyYHU U HEHAYYHHU.

[Ipumep 3a HeOYaKBaHO € CHTyauusTa,
cb3paneHa B CAIIl B pe3yarar oT atakuTe Ha
11 centemBpu 2001 r. CtaBa gyma 3a HUCKOTa-
pudHUTE aBHOKOMIIAHMM Karo Ryanair u
Easyjet. HamanaBaneTo Ha NIbTyBaHUSTA ChC

caMoJIieT O3HaYyaBallle, Y€ TOJIEMHUTE TPEBO3Ba-
9 C OTPOMHHU pa3XOJW Ca H3MPABEHU MpPe
3HAYMTENIHU 3aryOM B Ou3Heca, KOMTO T€ He
MoraT Ja MOJAbpKaT 3a AbAro. ToBa ru mpu-
HYXJIaBa Jia MOJISIT PaBUTEIICTBaTa 32 (PUHAH-
coa momoni. Ot nmpyra cTpaHa, HUCKOTapUd-
HUTE TIPEBO3BAYM C TO-HUCKU Pa3XO/u ca OWIH
B CHCTOSHHE JIa HANPaBAT Tiedanda. B nodobnu
cumyayuu KOHCYIManmcKume Qupmu paspa-
bomeam cmpamezuu 3a HACvPUABAHE HA NPO-
Oadicoume upe3 oKypadicagame Ha NOMeHYyua-
HUmMe NbMHUYU 3a npeonpuemMane Ha nojiemu,
UBNON3BAUKU PAZHOOOPAZHU KAMAAHUU.
Vance Packard B cBom TpymoBe mpencTa-
Bs Kak aBuokommanuute B CAILl moompsBat
Xopara Ja JIeTAT moBede. Toif 3amouBa ¢ nuTaT
ot Ernest Dichter, npeacenaren na Mucruryra
3a mpoyuBaHe Ha MotuBauusTa: "EgHa ot oc-
HOBHHUTE 33J1a4d Ha PEKIaMOJaTelsi B TO3H
KOH(IIUKT MEXIy YAOBOJCTBHETO M BHHATA €
HE TOJIKOBA Ja MPOjaBa MPOAYKTa, a Ja Jaje
MOpaJIHO pa3pelicHue 3a 3a0aBicHue, 0e3 1a
uMa BuHa." Cien ToBa TON MPOABIDKABA:
"Korato peakTUBHUSAT caMOJICT 3al04Ba Ja ce
M3II0N3Ba 32 THPTOBCKHM TIOJNETH, XopaTa ca
UManu cbMHeHHs 3a nereHero.” Packard kaz-
Ba, ue E. Dichter pa3paboTBa cTpaTernuu 3a Ha-
ChpUABaHE HA XOPATA J[a JIETAT OBEYE .
@dupMeHUTE CTpaTeruy, MNpUiaraHu OT
KOHCYJITAaHTUTE, MOTaT Jia C€ pa3rpaHuyaTr B
pa3n4HU BUAOBE. [ pynupaHeTo UM MOXe ce
M3BBPIIBA MO0 Pa3HOOOpA3HU MPH3HAIM, KaTO
3a crienurkata Ha pUpMeHaTa IEHHOCT B TY-
pu3Ma 11e 0TOEIeKUM MO-BaKHUTE OT THIX.
Crmopen ToBa 3a Kak6o ca HACOYEHU, Chb-
IeCTBYBAT 6 BUAA CTPATETUU — yCTONUUBOCT;
Ch3JlaBaHE HA HOBM MPOIYKTH; pa3pacTBaHe Ha
razapa; BepTHKallHa WHTErpalus; yeIpsBaHe,
OTCTBIUICHHE.
Criopen cBOst xapakmep CTpaTETUUTE ca:
e Hacrenarennn (odaH3uBHM) — aTaka,
HATWCK, W3HEHAJa, W3TOIIaBaHe Ha
KOHKYPEHITUATA, TPOTHUBOIIOCTABSHE,
paszensiHe, paslelyieHue Y KOHKYpEH-
TUTE U Ap.
To3u BUA OT CBOSI CTpaHa Cce pa3/eisiT Ha:
MpoOWBHU, KOUTO BOJAAT KbM BBpXa Ha TPOT-
peca B majeHa o0iacT upe3 M3MpeBapBaHe Ha

2 http://www.aa.com/international/internationalSplashAccess.
do?countryCodeForlP=BG
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OCTaHAIUTE C OPUTMHAIHH HOBOBBBE/ICHUS;
M3paBHABAIIN, XapaKTEPHU C YCHIIMETO Ja Ce
CTUTHE JI0 BbpXa BejHAra ciejl NpoOHuBaIinTe
OpraHM3alMy M Jia ce ciejiBa Hal-O0bp30 Tex-
HUAT TIPUMeEp; IPEICTaBUTEIHH, C TIPOKapBaHe
CaMo Ha MMPOBEPEHNU BEYE HJICH.

e Jleban3uBHu — 3amna3BaHe Ha MO3UIHHU-
Te, Ae3aHraKUpaHe u Jp.;

e PeaktuBHM, 0€3 TOATOTBEH IUIAH 3a
y4dacTue B KOHKypeHTHaTa 0opOa u ¢ peraBa-
He Ha MpOOJEeMHTE, KOraTo ce MPOSIBAT U HE
Morart Ja ce n30ersar.

Crnopen  axmyanHocmma — CTpaTeruUTe
Morat fa ObAaT: HAa WHOBAIMUTE, HA JMHA-
MHYHOTO CIpyXXaBaHe, Ha TOTaJIHATa MpPOMS-
Ha, Ha I'bBKABATa aJIaNTalus v JIp.

Cnopen obexma: WKOHOMHUYECKHU; COIIU-
QITHN; TEXHUYECKU U JIP.

Cnopen omHowenuemo Kbm ocmananume
cmonancku cybexmu: KOHKYPEHTHH (MHOTO-
MOCOYHHU M KOHLIEHTPUPAHH); HEKOHKYPEHTHH;
Ha CHIO3SBAHETO i Ap.

Cnopen nosodume 3a pazpabomeanemo
um: 3a n30srBaHe Ha (panmTa; 3a UKOHOMIYEC-
KM pacTeX; 3a MPeCTPyKTypUpaHe W MPOMsHA
Ha MPOJYKTOBATA JIUCTA.

Cnopen nusomo na cmpamezuume:

e KopnopaTuBHH, KOUTO C€ H3ITBIHABAT
OT LisJIaTa OpraHu3alys; oKa3BaT KakbB OM3-
Hec ILe pa3BHBa TS M Kak ILe ce pasmpenesisT
PECYpCHTE; ONpEIeNAT CpeICcTBaTa 3a H3ION3-
BAHETO Ha PECypCcHTe B cepaTa Ha MPOM3BOI-
CTBOTO, ()MHAHCHTE, IPOYYBAHETO U PA3BUTHU-
€To, MepcoHala U MapKeTHHra, 3a Jia ce MoC-
TUTHAT OPraHU3aIUOHHUTE [EIIH.

¢ Bu3HEeC cTpaTerny, KOUTO MOKa3BaT KaK
cTpaTernueckute OM3HeC eIUHUIM LIe Ce KOH-
KypHpar B JaJieH Ou3Hec.

o OYHKIMOHATHM — KOHKpETH3alusl Ha
CTpaTeruuTe B PA3IMYHUTE (QYHKIHOHATHH
o0iacTi Ha CTpaTermueckara OM3HEC €IWHU-
I1a; ouepTaBar crnequUIHN JeHCTBHA HA pa3-
TYH QYHKIMOHATHU €MHUIM Ha (upmara
(TpOM3BOICTBO, MAPKETHHT, (PUHAHCH, TIEPCO-
Hajl M JIp.) C LieJl OChLIECTBABAaHEe Ha Ou3Hec
CTparerusra.

Criopen ob6xeama: 00K M YaCTHH.

Criopen npeouasnavenuemo: TPONU3BOJIC-
TBEHH, Ia3apHH, MapKETUHTOBH, (UHAHCOBH,
npoJaxOeHu, TUCTPUOYTHUBHHU, KaJPOBH, HH-
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KCHEPUHIOBH, 3a H3CIEIBaHE M pa3BUTHUE,
CBBP3aHU C YCIYTHTE, CBBP3aHU C JIOCTABKHTE,
cTpaterud "mpoaykT-nazap" u jap.

Hsxou aBTOopu cucTeMaTH3UpaT BHIOBETE
¢upMeHH cTpaTeruu MoJ ChbOMPaTEeTHOTO TI0-
HATHE anmepHamusHu QupmeHu cmpame-
euu"”. OnpeneneHneTo "anTepHaTUBHU" B CITy-
qas ce o0scHIBA ¢ (akTa, uye ompeaesieHa mem
MOXe Jla Ce TIOCTUTHE 10 Pa3NM4YCH HAYUH U
3aTOBA 32 BCEKH KOHKpPETEH Clydan (UpPMHUTE
e u30Mpar eHa win apyra crparerus. Karo
aNITEPHATHBHU CE€ ONPENeNsIT CTpaTeruuTe Ha:
KOHLCHTPALMATA, Pa3BUTUETO HA Ia3apa, pas-
BUTHETO Ha NPOJYKTa, NHOBALIMUTE, XOPU30H-
TalHaTa MHTErpalus, BepTUKalHATA WHTErpa-
LU, Ch3JJaBaHETO Ha CBHBMECTHH (CMECEHH)
MPEANpPUITHS U JIP.

B npakmukama na mypucmuueckume
npeonpusimus. cmpamezuume ce paspadom-
eam Ha pasnuuHu ynpasiencku pasnuwa. 1lpn
rojgemMutre (GUPMH (XOTEITHEPCKH BEPHUTH, TY-
ponepatopcku GOPMHUPOBAHHUS, TYPUCTUICCKH
KOHILIEPHH U TIp.) TE Ca Ha TPU HUBA:

Kopnopamuseno  (¢pupmeno). Ha Hero
cTparerusita ce omnpenesisi OOMKHOBEHO Karo
0a3oBa (BozeIma), Thii KaTO OIpeselsi HaurHa
Ha JieiicTBME Ha Is1ata GupMa U CIIyXH 3a
OCHOBa Ha OCTaHaluTe crparerud. [Ipu u3pa-
OoTBaHeTo ¥ cieaBa jga ce WICHTHQUIHMPAT
OCHOBHHTE 00nacTH Ha OHM3HECAa, HETrOBUTE
MPUOPUTETH, THUIIOBETE IOTPEOMTEIICKH Cer-
MEHTH, BOJCLIUTE TEXHOJIOrHU (0OCITyKBaIlH,
MIPOM3BOACTBCHH, WH()OPMAIIMOHHHU), H3TOY-
HUIIMTE Ha pecypcH (BKJI. (pHHAHCOBH), HAYM-
HBT Ha QUPMEHOTO yIpaBiIeHHE | TIp.

Hueo 6usnec eounuya. Ilpu mo-kpynHuTe
¢upmu ¢ nuBepcuduuMpaH npopua Ha ACH-
Hoct (TYU A]l, 'Tomac Kyx" Al u ap.) ce
M3rPaXK1aT OTACIHU CTPYKTYPHH 3BEHA, KOUTO
00CIIy’)KBaT OIIPEAENECHU IIa3apHU CETrMEHTH
(TypH3BM, TPaHCIOPT, XOTEIHEPCTBO, THPro-
BUSL M Tp.). Besiko oT Tax mMma crenupuyueH
MOTPEOUTEICKU CErMEHT, OT/AENHHU J0CTaBYH-
LM, Pa3IMYHNA KOHKypeHTH u mp. Ilpu TakaBa
CTPYKTypa ce€ Hajara KaTo I0-e()eKTUBEH
MOAXOABT 3a pPa3pabOTBaHE U peayu3auus Ha
CEKTOPHU CTpaTeTHH, KOUTO €a ChOOpa3eHH ¢
KOpIopaTHBHATa CTpaTerus Ha pupmaTa.

Qyuxkyuonanno Hueo. llpm HEro meHu-
IDKBbPHUTE, OTTOBOPHU 3a Pa3BUTHETO Ha pas-
JUYHATE (YHKUMOHAIHM HUBA HA TYPUCTU-



ACIHEKTH HA KOHCYJITAHTCKUA MEHUJPKMBHT B TYPOIIEPATOPCKHA BU3HEC

gyeckata (¢upma, pa3paboTBar crenupuIHn
cTpaTernl (MapKeTHHIOBH, Ma3apHH, LICHOBH,
WHOBAaLIMOHHY, (MHAHCOBH, 3a pa3BUTHE Ha

YOBEUIKUTE pecypcd, pekinamau u  IIP-
CTpaTeruu u mp.) .
Qupmenume nonumuky MoOraT  Haid-

KpaTKO Jla Ce ONpeNeNsT Karo: JUPEKTHBH,
PBKOBOJICIIIY MHCIICHETO, B3eMaHETO Ha pe-
HICHUS U Z[eflCTBHSITa Ha MCHU/)KBPUTE U TCX-
HHUTE MOJUYMHEHH MPU M3II'BIHEHUETO Ha (up-
MeHaTa crparterus. 1o chlecTBO Te ca U BUI
IUIAHOBE, M3IMOJ3BAaHW B KayeCTBOTO CHU Ha
00IIM PHKOBOJICTBA 32 B3CMaHE Ha yMpaBJicH-
cku penieHus. DUPMEHHUTE MOJUTUKY CE OTHA-
CAT U KbM OCHOBHUTEC CJICMCHTU Ha IJIaHUPaA-
HETO, 3a€JHO ChC CTPATETHHTE, MPOIEAYPUTE
U mpaBmiata (Hopmute). Pasmuumsita mMexmy
TE3H EJIEMEHTH C€ OTHACST OCHOBHO /10 00XBa-
Ta ¥ IIMUPOTATA HA BKIFOUCHUTE B TAX JICHHOC-
TH. B TO3W cMUCHI MoJIUTHKATA (MM BH3IPH-
erata JIMHUS) IMPEICTaBIsiBA CepUsl OT PHKO-
BOJHMU MNPHUHOUIHN, KOUTO OpraHu3anusra OT-
YuTa NpU B3eMaHe Ha pemieHus. Ts He camo
NpOU3THYA OT CTpaTerusTa, HO ONpeneis H
TPAHHUIMTE, B KOUTO CE B3EMAT PEIICHUSATA.
W3non3BaHeTo Ha pa3ivyHU YIPABICHC-
KU TIOJIMTHKU Ch3J1aBa OJIArONpPUSTHU YCIOBHS
3a B3eMaHe W peali3upaHe Ha ONTUMATHU YII-
paBieHcku pemeHus. OCBeH TOBa T€ MO3BOJIS-
BaT JCLEHTpalu3upaHe Ha YNPaBICHUETO H
NOBHUILIABAHE POJISITA HA CAaMOKOHTpOJA IpH
MO-HUCIIUTE MYy HepapXxu4yHW HHBA. B To3m
CMHCBHJI CJefIBa Jia ce CIa3Ba IPAaBHUIOTO, Y
MTOJTUTHKH TPsiOBa J1a ce pa3paboTBaT 3a BCSIKO
OT TE€3U HHBA, KaTO MCKIAY TAX CC YCTAHOBAT
OTHOIICHHSI Ha B3aUMOBPB3KH U B3aHMOJIEHC-
TBUSL. [lMpaMunamHuaT NpUHIMI HA yIpaBie-
HHE M3UCKBA OIIIE MOJUTUKUTE HA MO-TOPHUTE
HUBA JIa ca 1M0-00110 GopMyIrpaHn ChC CHOT-
BETHO YBeJIMYaBalla ce CTeleH Ha JIeTalmn3a-
nHs KbM Ho-Hu3xoagmure. Te morar na Obaar
IIMCaHU HUJIKN HECIIMCAaHU. H'prI/ITe uMmart 1moBeye
NpeMMCTBa, Thii KATO BHACAT MOBEYE SICHOTA,
IpH TSIX J0 ToJIsIMa CTeNeH ce u305rBaT Helo-
pasyMeHusTa, TapaHTUpa Ce B3aUMOJICHCTBHE-
TO MEXJly 3BE€HATa W paBHHUINATA HA yIIpaBJie-
HHEC, KaKTO U G(I)GKTI/IBHOCTTEI Ha KOHTpOJIa Ka-

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

TO Ba)kHA (PYHKIUS HA YIIPABICHHETO" .

Cougecmeysam paznuyHu HAYUHU 34 PA3-
pabomearne Ha cmpame2uu Om YNpasieHCKume
xoucynmanmu. Hali-ynoTpeOsiBaHUTE TOIXO/H
ca paLMOHATHUAT U300p U METOAUTE 32 B3eMa-
He Ha penreHus. PanmonamHusaT u3dop mpesmmo-
Jlara, 4e Xopara W OpraHM3alliuTe ca IelieHa-
COYEHH, CTPEMAT ce KbM IMOCTHTaHE Ha JKella-
HOTO CBhCTOSIHME WIIM pe3yNTaT, 0a3upaHd Ha
HepapxusaTa Ha IPEANOYUTAHUATA U TTOJ3HTE.

Tyk ce oueHsBaT: pa3XxoJuTe 3a BCSKA aj-
TepHATHBA CIPSIMO AITEPHATHBHHU IPOITyCHa-
TH TIONI3W; HAW-IOOPUAT HAYMH J]a C€ MaKCH-
MU3UPAT TOJI3UTE.

Cropen Porth mucusaTa waBa mpenu Bu-
3MATa, ThH KaToO TOBA € OIJIEJAI0 HA HACTOS-
LIETO, Ha CEramiHuTe Ma3apu M KIWEHTH, 3a
pasiuKa OT BH3MATA, KOSTO ce OoTHacs 3a Ob-
Jierara mocoKa W CTPEMEXH, U TOBa '"KaKBU
nckame na craHem". Hampumep dupmara
Thomas Cook mbpBOHAaYaIHO MpeiIara ce-
MEHHO OPMEHTUPAHU IAKETHU NO4YMBKH. [lo-
KBbCHO, CJIEJ YBeIM4YeHaTa IOKYyIaTelHaTa
CIOCOOHOCT Ha MIIQJOTO TOKOJICHHE, CMEHS
mocokaTa u Kymysa noope noszxarust Club 18-
30 3a MJIaJIEKKU [TOYUBKH.

B apyru cinydam mogxoaure ce KOMOMHH-
par. B rogummus moknan Ha Thomas Cook
CTaBa BBIPOC 32 OOCTUHEHNUTE BU3UST U MUCHSL.

Heama nooxooa, npunazanu KoM npoyeca
3a cmpamezuuecko niaHupane upe3 KOHCYI-
ManmeKume  Npoexmu, umam HAKOU 00w
KAHOYO8U KOMNOHEHMU:

® BU3MA WIM NEPCIEKTUBA, KBAETO Opra-
HM3aIUATa €, MOXKe Ja ObJe, WiIu UcKa Ja ObJe;

® OIICHKa Ha KOMITETCHIIMUTE Ha OpTraHu-
3aIusaTa, PECYpCH W M3TOYHHUIM Ha KOHKYpPEH-
THO MPEAUMCTBO;

® OIICHKa Ha BBHIIHWUTE BB3MOKHOCTH,
3aIuIaXUTe U KOHKYPEHIUITA;

e pa3paboOTBaHE HA CTPATETHMYECKH OII-
[IMU U OLICHSBAHETO HM;

e (uHajIeH n300p Ha CTpaTerus;

e pa3paboTBaHE HA TAKTHKA;

® OmpezessiHe Ha CPOKOBETE 32 M3ITbJIHE-
HUE;

® pasmpesiensiHe Ha PEeCypCcH U OCHTYpS-
BaHE Ha TOJIKpeTna 3a THX;

4 Pubos, M., SlneBa, M. u konektuB. Cmpamezuyeckusim u3z-
oop 6 mypusma, Copust, Tpakus-M, 2005 r.
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e IIpujaraHe Ha CbIVIaCyBaHU CTPATETHUH;

e HaOmrofieHNe, TMperyie)kJaHe U OIeHd-
BaHE;

® IIpPEOIleHKa Ha CTPAaTETHH CIPSIMO OMH-
Ta U MPOMSIHA, KBJIETO € HEOOXOJUMO.

MopgeabT, KOMTO ce u3m0J3Ba oT Tomas
Cook, mpenmonara odpaTHaTta Bpb3Ka Ha Bce-
KU eTall, 3a Ja ce JaJe Bb3MOXKHOCT 3a Ipo-
MeHH B pemeHussta. OTTyK W TOBTOpHaTa
OLICHKAa Ha CTpPATeruuTe Ciej H3MBIHEHHETO
MOK€ J]a BKJIIOUBA NpepasriiekJane Ha BU3MS-
Ta Ha OpraHu3aluATa, pecypcHara 0Oa3a H
KOMIICTEHLIUUTE.

Kombunupanuam nooxoo 3anousa ¢
npobdaemume, nped KOUMo e usnpasena mypo-
nepamopckama azeHyu u, Koumo mpsoea oa
Ovoam pasenedanu unu pewleHu, a moea usuc-
K6a paspabomeanemo Ha cmpamecuu 3d
Oeticmsus. TyK KOHCYJTAHTCKUAT MeHUIK-
MBHT BKJIOYBA UHIYKTHBHATA JOTUKA, 3a1104-
BaliKH CbC:

e OIlCHKA Ha Mpo0ieMa/BBIIpoca;

e yeHTUGULUPaHE HA IPUUUHUTE;

e rcHepHpaHe Ha BapHaHTH 3a CIIPaBsSHE
C HEro;

e B3¢MaHE Ha pEIICHHE 32 MPaBUIHUI
BT, T.€. CTPATerus;

e [puiIaraHe/mpearnprueMane Ha IeHCTBUS

e @perjie; Ha Hampexbka M OLEHKA,
npeinprueMaHe Ha 10-HaTaThIIHN ACHCTBUS 32
1ofo0psBaHe Ha IPOU3BOJUTEIHOCTTA.

Ha Bcekm eranm chlmecTByBa oOparHara
BpB3Ka 3a Mperiie] Ha mpoleca.

OT pa3inu4Hy OTHPABHU TOYKH MOAXOAUTE
yIECHSBAT PallMOHAIHOTO PEILCHUs Ype3 TeHe-
pUpaHe Ha BapuaHTH 1 U300p Mexay Tiax. Te ca
HPUMEPH 32 CTPATETMYECKH MOJEIIH, KOUTO BO-
JUSIT JIO KPaTKO-, CPEJIHO- M JBJITOCPOYHH TLjIa-
HOBC M Ca JOMHUHHpAIIM B TCOpUATA HA KOH-
CYNTaHTCKUS MEHHKMBHT. M3momsBa ce Ha-
00p OT YeCTO CpelIaHuTe METOAN U TeXHUKH.

Koncynmanmcexusm u3bop 3agucu om
mo3u Model, Koumo pazpabomea u npunazd
cmpame2uu, C8bP3aHU ¢ Kyaimypama u mpa-
ouyuume Ha Myponepamopckama azeHyus,
KaKmo u HU80mo, 3a Koemo e npeoHasHavend
cmpame2usama, da coo U NOGIUABAHEMO Gbp-
Xy pesynmama.

Paborenure KOHCYATaHTH B 00JacTTa Ha
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TypusMa TpsiOBa 1ga ObAAaT EIHOBPEMEHHO
STHYHH ¥ JIa UMaT Kallal[uTeT 3a pellaBaHe Ha
npoOIeMH, 3a Ja MOCPEIHAT TPeIH3BUKATEN-
CTBaTa Ha HEMPEACKa3yeMOTO, Ha CHIHO -
HAMUYHUS U KOHKYPEHTEH masap.

Graetz 3asBsiBa, Y€ KamalUTEThT 38 WHO-
BaTHBHO M pA3/IM4yaBail0 Ce CTPATErHYecKo
MHCJICHE Ha Pa3IMYHH OPTraHU3aIMOHHH HHUBA
HMa OCHOBHO 3HAY€HHWE 3a Ch3aBAHETO U
MOJTBPIKAHETO Ha KOHKYPEHTHO TPEITUMCTRO.
Liedtka, mogo6no Ha Drucker, onpenens nem
OCHOGHU ampubyma  Ha CTPATErHYEeCKOTO
MHCIICHE:

® I[UIOCTHA TpEJCTaBa 3a TOBA KaK pas-
JIMYHKUTE YaCTH HAa OPTaHW3ALMUATA CU BIUSSAT
KaKTO €[[Ha Ha Jpyra, Taka ¥ Ha TCXHUTE pa3-
JIMYHE 00KPBKABAIIN CPEJIN;

® AKIICHT BBPXY Pa3MHHABAHETO MEKJIY
CBILECTBYBAIIUTE PECYPCH M TOSBSBAIIUTE CE
BB3MOKHOCTH;

® HENPEeKbCHAT MpOILEC Ha MHUCICHE, 32
Jla ce CBbpIKAT MUHAJIO, HACTOSIIIE U ObIeIIE;

® ICHEpUpaHE M TECTBAHE HA XHUIIOTE3H
karo "Ako?”, " Kakso, ako? ". . . Bnpocu?

® KamamuTeT 3a WHTEJIUTEHTEH OMOPTIO-
HHU3BM, Jla Ce MPU3HABAT M Ja CE BH3MOJI3BAT
OT HOBOBB3HHKBAIIUTE Bh3MOKHOCTH.

CTparern4eckoTo MHUCIICHE HM3HMCKBA Ka-
MAIMTET 3a Pa3InYHH, KPEaTHBHH, HHTYHUTHB-
HY ¥ WHOBATHBHH HAYMHH 3@ ThPCEHE Ha OU3-
HeC cpenara, KakTo M 3a CHHTE3MpaHe Ha Haii-
BaKHWTE BBIIPOCH.

Ioseuemo om neeamusHume acnekmu Ha
npomenume mozam 0a 6voam uzbecHamu upe3
NPAagUIHOMO 8HEOPS6AHe HA KOHCYIMAHMC-
kume npoekmu. MHOTO OT HEIUIAHUPAHHUTE
NPOMEHH Ce CiiydBaT oT camo cebe cu. Te ca
CIIEICTBHE OT AJalTHPAHETO W pPearnpaHeTo
Ha HOBM cuTyanuu. Korato mpoOMEeHHTE ce
MUIAHUPAT, TOBA MOMara ja ce W30erHatr Her-
PEABUICHN CHUTYyalldd W KOMIIAHHATA 1a Ce
CrpaBH ¢ HOBHUTE cuTyaiuu. He ce i riaHu-
pa, TOBa O3Ha4aBa, uYe YMPaBICHHETO HE €
J00pO M Ye KOMITaHHWATA HE € TOTOBA M HAMA
JKeJaHue Jla Ce CMPaBu ¢ MPoOIIeMUTE B TPY/I-
HU MOMEHTH. [IpoMeHHTe ce MpaBsT, 3a Ja ce
n30erHe Kpusa W 3a Jla HE ce 3ary0sAT HOBH
BB3MOXHOCTH. Te momarar Ha KOMITaHHATA J1a
npeojioyiee HEOYaKBAHUTE CUTyalnuu Oe3 ma-
HUKa M Ja Tpaau cama ObierieTo cu. EaHoB-
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PEMEHHO € TOBA BIMSSAT HA KOHKYpPCHLUTA,
Ha JKEJaHusATa M HY)XKIUTE Ha KIUEHTUTE U
MIOHSAKOTa BOJAT A0 PEryJaTOpHH MPOMEHH.
Ot gpyra crpaHa, IpU OTJIATAHETO UM MOXKeE
Jla ce TOSIBH KpH3a U CUTYyalluu Ha 0e313Xo/u-
na. KamanurersT 3a crpaBsHe € pa3idyucH B
Pa3IMYHHUTE KOMIIAHWHM, Xopa U crpaHu. Eto
3aIl0 NpU [IPOMEHUTE TpsiOBa J1a MMa IUIaHU-
paHe U TPABHITHO MPUJIATAHE .

3 fuesa, M. Ocnosu na koncynmunea ¢ mypusma. Codus,
Asanrapa IIpuma, 2010 r.

B 3akaroueHme: eIWH OT aCIEKTHUTE Ha
KOHCYJTAaHTCKHsI OW3HEC € CBBP3aH C yIpaB-
JE€HUETO Ha npoMeHute. [I[pomeHuTe u3nckKBar
HaJM4METO Ha KauecTBa KaTo JUAEPCTBO U TO-
Ba Ka4ecTBO TPsOBa Jia TPUTEKABAT YIPABIIs-
BALIUTEC KOMIIAHUATA, KOUTO B3UMAT PEILICHU-
siTa U ca OTTOBOPHU 3a mpoMmeHute. Jlugepcer-
BOTO MMa OCHOBHO 3HAauy€HHUE MpPHU Bb3HUKBA-
HCTO Ha HpOMeHI/ITe. B TOJICMHUTEC KOMIIAHUU U
MIPU MO-TPYIHU TIPOMEHH MEHUKbPUTE TPAO-
Ba J1a CE€ CIPABAT C PEKOHCTPYKLMATA, peopra-
HH3aLMATA, IPEAOCTABAHETO HA HOBU MIPOIYK-
TH, CJIIUBAHETO C IPYrHM KOMIIAHUH, KAKTO U C
PYTHHHUTE BCEKUJHEBHM 3aJaud 3a yIpaBie-
HHUE Ha KoMIIaHWsATa. Te He Morart jJa ce 3aHu-
MaBaT C BCHUYKH ACIICKTU Ha HpOMCHI/ITC, I10-
pamuM KOeTo ce Hajara /mpu OA0OpeHuEe Ha
IIUPOK KPBI' CIEIHMAIUCTH/ YYaCTHETO Ha
BBHIIHA KOHCYJITAHTCKH KOMIIAHMH, J10Ka-
3anu e(peKTUBHOCTTA OT JEHHOCTTa CH HE ca-
MO B O0IIO B TypPHUCTHYCCKUS CEKTOpP, HO U B
YaCTHOCT B TypoIiepaTopcKara JAeiHOCT.
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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-
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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:

o cuiding principles in the company with
determining influence on its managing func-
tions, decisions and tasks — a framework to
guide the development of the company

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

e 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

e long-term guidance for the companies
activity

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

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

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

e determine priorities among the com-
pany goals

e 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
26™ 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.' 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

"'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 26™ 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:

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

e speed — the faster the better

e infinity — the desire to find a better idea
or way, crossing out the common frame

e 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:

e unexpected — unexpected success, fail-
ure or external event

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

e changes in industry or market structure
that catch everyone unprepared

e demographic indicators

e changes in perception, mood and meaning

e new skills, scientific or not

A good example of the unexpected is the
situation caused by the terrorist attack on the
11™ of September, 2001. It occurred in the low-
cost airlines such as Ryanair and EasylJet. 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.”

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:

e offensive — attack; pressure, surprise,
exhausting the competition; opposition, divi-
sion, competitive division, etc. These strate-

% http://www.aa.com/international/internationalSplashAccess.
do?countryCodeForlP=BG
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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.

e defensive — keeping the current posi-
tions, this engagement, etc.

e 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:

e 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

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

e 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

? 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.*

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., laneva 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:

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

e cvaluation of the competencies of the
organisation, its resources or sources of com-
petitive advantage

e evaluation of the external alternatives,
threats and competition

e creating strategic options and their
evaluation

e final choice of strategy

e creating the tactics

e determining the deadline implementa-
tion

e distribution of resources and gaining
support them

e implementation of agreed strategies

e monitoring, reviewing and evaluating

e 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

e implementation/ action

e monitoring the progress and evaluation,
taking further action for improving the pro-
ductivity

There is feedback for monitoring the
process of each stage.
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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:

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

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

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

e generating and testing of hypotheses
such as “if?”, “what if?”... questions?

e 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 Janeva, 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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KAYECTBOTO KATO CTPATET'MYECKO ITPEAUMCTBO
HA YEJIHEC TYPU3MA

Hou. n-p Enennra Betukosa

Kameopa ,, Hkonomuxa na mypuzma”, YHCC

Maiabute Ha ChBpEMECHHATA yEJIHEC MH-
JIycTpusi ObpP30 HApacTBaT Tpe3 TOCICAHUTE
20 roauHu. Bbropeku roiaemMus HanpeabK CEK-
TOPBT CE€ COMBCKBA C PA3IMIHA HaJIEKATH
BBIIPOCH, 32 Ja Ce TapaHTHpPa HETOBHAT IbJ-
rocpodeH mpocneputeT. Bce mo-romsm mpo-
LEHT OT XOpaTa U3IO0J3BaT HEKOHBEHIIMOHA-
HU (OpMH Ha JICUYCHHE, a C HapacTBAaHETO Ha
MOIYJIIPHOCTTA HA yeIHeC MPOIYKTUTE, TOC-
TOSTHHUTE KITMEHTH HEMHHYEMO IIe CTaBaT BCE
[0-B3UCKATEIHU. bbaeiiuTe KIueHTn Beue 3a-
MOYBAT J1a 33[aBaT BBIIPOCH 33 JCTUTUMHOCT-
Ta U 0e30MmacHOCTTa Ha Te€3M HETPAAULIMOHHU
TepaIuu, IPUJIaTaHu B YeITHEC UHTYCTPUSATA.

HenpexbcHaTHAT CTpeMex KbM IOBeUe
e(eKTHBHOCT ¥ IIOBWIIABAHE HAa KA4ECTBOTO
oTIpeaens eKeTHEBUETO HA MHOTO MEHUKBPH
B Typu3Ma. YeJHeC CEKTOPHT HE TpPaBU H3K-
JMI0YCHHE B TOBA OTHOIICHHE. B pesyarar Ha
TE3M M3UCKBAHUS PETYJSIPHO 3amoyBaT Ja ce
mpuiIaraT MeTou, KOUTO UMAT 3a el Ja I10-
BUIIAT Ka4eCTBOTO HA TYPHUCTHUYECKHS MIPO-
IykT. Bce moBeue yemHec OOEKTH W3HCKBAT
CepTU(HIUpPaHE HA KAYeCTBOTO OT HE3aBUCH-
MU WHCTUTYIMH, OPTaHU3AINU WIH CBHIO3H.
Broopekn ye ype3 U3MOA3BAHETO HA TE3U Me-
TOJIU CE TMOCTUTA 3HAYUTEIIHO 1MOI00psIBaHEe Ha
e(eKTUBHOCTTA M KAYECTBOTO, T€ PSIIKO BOJIST
JI0 YCTOWYMBO TOBWINABaHE Ha Tedandara 3a
yenHec obekta. Br3amkBa BHIpochT: [lo koit
HAYMH TYPUCTUYCCKUTE MPEANIPHEMAadH B yeJ-
HEC CEKTOpa MOTaT Jia yIOCTOBEPST Ka4eCTBO-
TO Ha MPEJUIaraHUuTe OT TAX YCIYTH TPeJl K-
EHTHTE, KOUTO T'M KyIyBaT U IOTpeOsBaT.

LleaTa HA TO3U OKTIA] € J]a TOKAaKeM TIPH
KaKBH YCJIOBHS KadeCTBOTO MOXKE Ja Ce TIpe-
BbpPHE B CTPATErMYECKH KOHKYpEHTEH (hakTop
3a MPEINPUATHETO U MO-CIEIHATHO 32 YEIIHEC
obektuTe. M3X07HA TOUYKa 33 TE3U Pa3ChKIC-
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HUS € PasTIekIaHeTo Ha KauecTBOTO KaTo Ju-
¢epennupany $haxTop, KOHTO TO3BOJISIBA pasr-
paHHYaBaHEe OT KOHKYPEHTUTE Bb3 OCHOBA HA
ompeneneHa cnequpUYHAa  XapaKTePHCTHKA.
[pu ToBa TpsiOBa Na OTOENEKKUM, Ue eHa Ta-
KaBa Au(epeHInans pecrleKTUBHO Iu(epeH-
[Upalia cTpaterus W3Iu3a Janed W3BbH paM-
KuTe Ha JudepeHuranusiTa B MPOLYKTa HIIH
ycinyrata U oOXBallla BCHYKH B3aWMOOTHOLIIE-
HUS MKy (DHPMATa U HEHHHS KIMEHT.'

HeoOxoaumo € 1a yTouHHUM olLie, Y€ KOH-
KYypPEHTHOTO TIPEANMCTBO C€ IMOJTydYaBa, Korato
najeHa upMma mpejocTtass mo-o0pa yciayra B
CpaBHEHHE ChC CBOHMTE KOHKYPEHTH W YyCIIsIBa
Ja s ToxuepTae 4pe3 omnpeseieHu (QyHKIHH,
KOWTO CE BB3MPUEMAT OT KJIMEHTHTE, B)KHU ca
3a TAX M MOraT TPyJHO Ja ObJaT MPEKOINPaHu
OT KOHKYPEHTHUTE, KOETO TH TPaBU IBJITOCPOU-
.’ JaZeHo KOHKYPEHTHO MPEIUMCTBO € CaMo
TOraBa IIEHHO 32 KOMIIAHHATA, KOTaTo ToJyye-
HaTta 3a JaJieHa yciyra LieHa HaJBWIlaBa Hall-
paBeHUTE 3a TpenocTaBsHeTo U pasxoxu. [Ipu
TOBa 3a fJajieHa (¢upMa He € pemanamo 00eK-
TUBHO Ja OBIe mMo-m100pa OT KOHKYpPEHITHATA.
Ot 3HaueHWe € caMo KOM Pa3lMKU Ce Bh3IpHe-
Mar cyOeKTHBHO OT KIMEHTHTE.

M. lloprbp 00sicHSIBa mpeau MoBeYe OT
€/IHO AECETUIICTHE, YE OTIEPATUBHOTO MPEANM-
CTBO HE MOJXKE OT caMo ce0e cH Jia JOIpHHEce
3a JIBIATOCpPOuYHMs ycmex: ,,Koikoro moBeue
MEHUJDKBPU CE€ OMUTBAT JIa MOCTUTHAT T10/100-
peHUsl Ha BCHYKHM (PPOHTOBE, TOJIKOBA MOBEYE
Te ce OTJajleyaBar OT Hali-Ba)KHATa CU LieJl Ja
OCHUTYPSIT Ha CBOETO MPEINpHUITHE €IHO HauC-
THHA JIBJITOCPOYHO KOHKYPEHTHO MpPEIUMCT-

! Grant, R., M. Nippa, Strategisches Management: Analyse,
Entwicklung und Implementierung von Unternehmensstrate-
gien, 5. Aufl., Pearson Studium, 2006.

% Simon, H., Management strategischer Wettbewerbsvorteile,
Zeitschrift fiir Betriebswirtschaft, Jg. 58, Nr. 4, 1988, S. 461-470.
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B0.” 3amoTo OT ABATOCPOYHA TJelHA TOYKA
YCIICIIHU Cca caMO OHE3H MPEATPHUATHS, KOUTO
yCIISIBaT Jia HPEAJIOkKAT HA CBOMTE KJIMEHTH
Mo-ToJisiMa Moji3a OT KOHKypeHTute. [lo ch-
M HAYWH pa3chxkaaBa ¥ Buii3Hep 1mo oTHO-
IIeHUE Ha yermHec oOekTHTe: ,,HezaBucumo ot
OTIpeJIeNIeHNTEe, B MOBEYETO CIy4ah KPaTKoC-
pPOYHM TCHICHIINH, yelHec odepeHTuTe Tpso-
Ba Jla c€ MO3UIMOHUPAT €THO3HAYHO CIPSAMO
CBOUTE KJIHMEHTH. ... 3al[OTO B JIBITOCPOYCH
ACIIeKT YCIEIIHH ca CaMO OHe3M (hPUPMH, KOH-
TO yCIABAT Jia JOCTUTHAT Ha Pa3IUYHU paB-
HUIIA CBOUTE YeITHEC KIMEHTH U JIBJITOCPOYHO
J1a ce 06BbpKAT ¢ TAX.”

[TocTuranero Ha onepaTUBHO MPEBH3XOI-
CTBO C IIeJ MOBHIIIABaHE HA €(PEKTHBHOCTTA U
Ka4yecTBOTO € He0OXOJMMO, 32 Jla ce OIepHupa
HAJl CPEHOTO HUBO B JaficH cektop.” Mepku-
TE€ 1O OTHOIIEHHE Ha ONTHMH3AIHATa Ha
e(eKTUBHOCTTa M Ka4eCcTBOTO 0Oaye camo B
peInKu ciydam BOIAT 10 ABIATOCPOYHO IMO00-
psBaHEe Ha KOHKYPEHTHATa MO3UIUS PECICK-
TUBHO JI0 MO-rojJieMu TmedanOu. B3aumuata
UMHTAIMS 110 OTHOIICHHWE Ha YIMPaBICHHETO
Ha MPOIIECUTE U KAYeCTBOTO BOJIH TIPH TOBA JI0
KOHBEPTEHIMs Ha OW3HEC CTpaTeruuTe, MpH
KOETO KOHKYPEHIMATA Ce MPEeBPHIIa B ,,CePUs
OT ChPEBHOBAHME 10 HaeHTHYeH Haunu”.’ 3a
Ja MOXe Ja OBbJaT JBJITOCPOYHO YCIICIIHH,
NPEANPUITUATa TPAOBA Ja c€ ChCPeaoTOYaT
HapeJ C TIOCTOSHHUS CTPEMEX KbM OIEPaTHB-
HO CHBBPIICHCTBO MPEIN BCHYKO KBM IOI00-
psBaHE HA CBOSATA KOHKYPEHTHA TIO3UIIHS pec-
MEKTUBHO KbM Pa3BUTHETO HA KOHKYPEHTHHU
NpeAMMCTBA, OTJMYABAIM TH OT OCTAHAIUTE
yelHec 00eKTH, OIepPHPAIII Ha T1a3apa.’

3a paznuka OT CTOKUTE, IOTPEOUTEINTE HE
MOraT Jia W3NpoOBaT YeIHeC YCIyTHTe TPeH
MOTPEOJICHUETO U CiIe/l KOHCyMalusTa He OCTa-
Ba HHIIO MaTepHaiHO 3a ObJera IMpoBepKa.
[puchiata Ha YCIYruTe HEMATEPUATHOCT TH
NpaBU MO-TPY/IHU 32 OLICHSBAHE OT TJIeJHA TOY-
Ka Ha MPeJYIaraHoTO PaBHUIIE Ha KAYeCTBOTO.

B yemHec Typusma ce cunTa, 4e Ha MOTpe-

3 Porter, M., Was ist Strategie? 1996, Harvard Business Man-
ager, April 2008, S. 104-110.

Wiesner, K., Wellnessmanagement: Angebote, Anforderun-
gen, Erfolgsfaktoren, 2007, S. 5.
> Grant, R., M. Nippa, I{uT. pOH3B.
6 Porter, M., uur. npouss., c. 108.
7 Porter, M., Wettbewerbsvorteile: Spitzenleistungen errei-
chen und behaupten, 6. Aufl., 2000.

OuTenuTe ce mpeaaraT HeTpanHu croku. Cren
KaTo yclyrara € peaju3upaHa, 3a MoTpeOrTesIst
He ocraBa HuUINO MarepuanHo. CieI0BaTeIHO
AITEPHATUBHOTO ¥ JIOMBJIBAIOTO JICUCHHE
TPYJHO MOTar Ja ObJaT OLCHSHH, 3apajd CBOS-
Ta CBIMHOCT. EcTecTBeHaTa HeMAaTepUATHOCT
Ha yellHeC YCIYTHTe € MOJ00Ha Ha Ta3u, KOsTO
ce cpela B Ipyrure cepu, ChIIO YacT OT YCIIy-
I'MTE Ha Pa3BUTaTa HKOHOMHUKA (PECTOPAHTHOPC-
TBOTO M XOTEJIMEPCTBOTO CPEIIAT MOJ00HH Ipe-
nsirctBus). CreoBaTes o, 3a Jia ce rapaHTupa,
4e Ta3W MHIYCTPHs PadOTH yCIENIHO, 32 CEKTO-
pa e BaKHO epEeKTUBHO Jia o4yepTae ,,00mKa” Ha
OYaKBaHMATA HA KIMeHTUTe My. Ha Tsax TpsiOBa
J1a UM ObJie TPEUIOKEH TIOBEYE KOHTPOJ BbPXY
IUIAHUPAHETO M PEATM3MPAHETO Ha YKEIaHOTO
HU3KUBSIBAHE.

Upes mpenocraBsiHe Ha HHPOpPMANHS HA
KJIUEHTUTE 32 MAKETHUTE YCIYTH Mpe/Bapu-
TEIHO, TEXHUTE OYAKBAHHSI MOrar 1Ia ObIaT
yIpaBIsiBaHH 10-e(PEKTUBHO M 110 TO3M HAYUH
Jla ce Ch3/aJic BApHATA MpEACTaBa 3a PaBHU-
IIETO Ha Ka4eCTBOTO, KOETO IIe ObJe mpeaoc-
TaBeHO. Hampumep Moxe mpenBapuTelHO 1a
ObJic HAMpaBeH MAKET 3a KIUEHT, TapaHTUPAIIl
MO-HATATBITHO OJU3KO CHTPYAHUUECTBO. ToBa
¢ MPHJIOKKMO HE CaMo 3a CEKTopa Ha yejlHeca,
HO CBIIIO W 3a IsjIaTa TYPUCTHYECKA MHIYCT-
pust. Jlurcara Ha KOOpAMHAIMS MOXKeE Jia ObJe
e/IuH 0T (pakTopuTe, CIIOCOOCH J1a TIPEIN3BUKA
CraJ B pa3BUTHETO HA yellHeC Typu3Mma. Bbi-
PEKH Ye Hallata cTpaHa UMa MHOTO IMOJIOXKH-
TEJIHU XapaKTEPUCTHKHM M pasrojara ¢ MHOTO
U Pa3IUYHU TYPUCTUYECCKUA PECYPCH, HEBbB3-
MOYKHOCTTa M Ja OIpeleiau M OTrOBOPH Ha
OYaKBaHMATA HA KIIMCHTUTEC MOXE Ja JIOTPH-
HECe KbM BEYE CHIIECTBYBAIUTE B TypU3Ma
npobsiemu. To3u mpoGieM Kacae U yenHec UH-
JyCTpUATA, T.K. MPEU3BUKATEICTBATA, C KOU-
TO TS C€ COIBCKBA B MHOTO OTHOIIEHHS Ca OT-
JienaneH o0pa3 Ha IMO-CEPHO3HU MPEUKHU, Cpe-
ALK CE B LIEJIUS TYPUCTHYECCKH CEKTOP.

Excnieptn mocouBar, 4e 3a TPaBUIIHOTO
(YHKIIMOHWpaHEe Ha TYpPUCTHUYECKUS OWM3HEC W
MOBHINIABaHEe HA OpOs HA TPUCTUTAIIUTE € He-
00XOMMO  HENPEKhCHATO ~YNpaBJeHHEe Ha
ouyakBaHusiTa Ha Obpgemmre mocerurean. C
JPYTU JyMH, HE3aBUCUMO OT ToJieMus Opoi yc-
JyTH, TpeJylaraHd B Bbirapus, HeWHHAT c1ad
MapKeTHHT (OpaHIMHT) € MOHEe YaCTUYHO OTTrO-
BOPEH 3a CIajia Ha MPUCTUTAHHUATA HA MEKITY-
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HApOJHHUTE TYPUCTH. BBIpEeKr MHOTOTO IOJIO-
KUTEITHU XapakTepPUCTHKA HA CTpaHaTa HH, B
MOMEHTAa JIMTICBA HAIMOHAJIHA 3ara3eHa Typuc-
THUYECKa MapKa. YelHec MHAYCTpPHsTa, OT CBOS
CTpaHa, clelBa Ja OCHLICCTBH HEOOXOIMMHTE
pedopmu, 3a 1a ©30erHe pa3IMIHu MPOOIEMH, C
KOUTO ce € CONbCKBaJIa OCTaHaaTa 4acT OT TY-
pucTrdeckus masap. EnHo moTeHImanHo perre-
HHE Ha TO3W MpoOJieM € Ch3AaBAHETO Ha KITbC-
Tep Ha TYpPUCTUYECKUTE YCIyTH, KOWTO Ja ce
(okycHpa BbpXy CTaHJIAPTH U WHOBAIUH.

OT U3BECTHM YTOYHEHUS CEe HYXKJae U ca-
MUST TEPMUH ,,Y €THEC”, 32 14 MOKE B IO-ITbJIHA
CTENeH Ja Ce OMPEeAT KaueCTBEHUTE My W3-
MepuTtenu. Yennecvm o0XBalla 3paBHaTa KOH-
HENIUs U U3BEXKAA HAKOW TapaJien KbM Jedu-
HHLATA 3a 37paBe Ha CBETOBHATA 3/[paBHA Op-
raHuzauus. B HacrosaTta cTaTusl MOX yenHec
pazbupame cwvcmosiHue Ha XApMOHUS HA MO~
mo u dywama. Kamo onpedensiuyu couynocmma
Ha NOHAMUEMO eleMeHmU ca OnpedeneHu Omeo-
80pHOCMMA KbM camus cebe cu, pumnecvm u
2pudcama 3a msaniomo, 30pagociogHOmo XpaHe-
He, NOYUBKAmMA, YMCIMBEHAMA aKMUSHOCH /unu
Gopmupanemo Ha maxasa/, KakKmo U NPagui-
HOMO OMHOWEHUE KoM OKOTHAMA Cpeda U co-
yuanHume 83aUMOOMHOUEHUS.

B usnoro unemckozosopawo npocmparc-
meo Temara 3a yellHeca ce pasriexkaa MHOTO
YecTO B Hepa3puBHa Bpb3Ka ¢ TypusMa. Jloka-
TO B AH2102080PAUOMO NPOCMPAHCMEO CE
OTJaBa MO-TOJSIMO 3HAYSHHE Ha TIPOU3X0/a Ha
KOHIICTIIIAATA 32 YeITHeC B 3[[paBHaTa 00JacT —
a MMEHHO KaTO Ha4MH 3a NOoAoOpsBaHe Ha
3/IpaBOCJIOBHOTO  cbCTOsiHME. Tam  mpeau
BCUYKO € MPUETO YEITHECHT Jla Ce BB3MpUEMa
KaTO HAYWH Ha KUBOT, KOUTO BJIHSE BBPXY TO-
JSIMa 4acT OT JISHHOCTUTE B €KETHEBUETO HIIH
CTaBa Hepas/iellHa 4acT OT METOJUTE 3a CTH-
MyJHpaHe Ha 3JpaBeTO Ha CIYKUTEIUTE OT
cTpaHa Ha pupMmuTe-padoTOAATENH.

OT rneaHa ToYKa Ha CaMOTO MpejJiaraHe
yeIHEC TYPU3MBT C€ OTINYaBa OT OCTAHAJIMTE
BUJIOBE TYPHU3BM MO KPUTEPHHTE, CBHP3aHU C
MOKPUBAHE Ha M3MCKBAHUATA 32 BCEKU XOTET,
KOHTO OMBa OKAaueCTBSABAH KaTo ‘‘yeIHEC XO-
tex’. TpsiOBa ma ce oTOenexu, ue € Bh3MOKHO
B CIMH M CBII XOTeNl Jla ObJaT HacTaHsSBAHU
KaKTO yeJIHeC FOCTH, Taka M BB3MOJI3BALIM CE
OT JieueOHH NpOLeypH TaKHBA.

®daktopuTe, ONpeeNsAlId ycrexa Ha
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€/IMH YeJHEeC XOTen Morar ja ObaaT o0ooire-
HU B CJICTHUTE TOYKH:

o SIcHO eMHUpaHU [IENCBU IPYIIH;

e Haco4yeHO KbM IeNIeBUTE TPYIH MpPe-
Jiarase;

o KamuduuupaH crenuanru3upad Iep-
COHaJ,

e Gopmupana, Ha Oa3arta Ha yenHec Qu-
nocodusTa, aTMochepa;

e BBE3MOXXKHO HaW-BHCOKH W3UCKBaHHS
CIIPSIMO Ka4eCTBOTO;

e EdextuBHa, 0a3mpaHa Ha YECTHOCTTA
KOMYHHUKAIIUS C TOCTHTE;

® 3][paBOCIIOBHA U BKYCHA KyXHS;

e biu3ko 110 mpupojata pasnoioKeHUE
Ha XOTeJa, Ha CIOKOWHO M THXO MSCTO.

KonkypeHnusita B 00nacTra Ha yeiHec
MOYMBKUTE € royisiMa. B oTaenHuTe cTpanu ce
KOHKYpUpaT OpraHU3MpaHd ¥ HEOPraHu3upa-
HU, CaMOIIPOBB3MIACHIM CE M MOJYyYUIIU Kare-
ropu3anys Cciejl M3IMBJIHCHUE Ha OIpeIeieHH
KPUTEPUH YeITHEeC XOTEeNU. YYacTHHIM B OOp-
Oara 3a mazap Morar aa ObIaT OTKPUTH B CPEJ
Je4eOHUTEe XOTEeNM U CPETHOKIIACHUTE U JyK-
CO3HH XOTEJHU, KOUTO BCE MO-YECTO M3rPaXkar
yeJHec [EHTPOBE, 3a Ja BKIIIOYAT yeIHeC YCIy-
THTE KaTO YacT OT CTaHJAPTHOTO CH Tpejyiara-
He. Koomepanuurte B pa3nM4HUTE CTpaHU Ta-
paHTHpaT, OjlarojiapeHnue Ha W3MOJ3BAHETO HA
JIOKa3aHH KPUTEPUH 33 KA4eCTBO, XOMOTCHHO H
BHCOKO B Ka4eCTBCHO OTHOIICHHE MpeJylaraHe,
B MOBEYETO CJIy4all Ha MO-HUCKHU LICHU OT Tpa-
JMIIUOHHUTE XoTeNn. EMHOBpEMEHHO ¢ ToBa ce
MOSBSIBAT BCE MOBEUC YYACTHUIIM B KOHKYPCH-
THata Oopba ot M3rtouna EBporma, a monskora
ce cpeniar u npejacrasutenu ot bimskus M3Tok
u nopu CeepHa Adpuka.

Cunaute 1 cnabu CTpaHW Ha yellHeC HMH-
JycTpusita ce Oa3upar, OT eJHa CTpaHa, Ha OcC-
HOBHHUTE O0COOCHOCTH Ha Typu3Ma KaTo IISIO.
Ot fpyra crtpaHa, IPOBEACHO MPOYYBaHE CPejl
KIIMEHTH, ONpeJielisl O-KOHKPETHU 3a cdepara
Ha yesHeca cuiHM cTpanu. Criopen Hero Haii-
rojieMUTe KOHKYPEHTHU TMpeIHuMCTBA Ha
yellHeC Typu3Ma ca: ammocgepama 6 xome-
114, pasnonoNCeHUemo U OKOIHOCIMmMA Ha XO-
mena, Hanuyuemo Ha niyeeH dacelin u Ha 6e3-
nramuu donvanumennu ycayeu. Karo ciadoc-
TH HA MPeNJIaraHeTo ce ONPECIsT: KyAmyp-
Hume NpeonodiceHusl, 30pasHUme Cb8emu 3d
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6KbWU, Ohepmume 3a OMNYCKaHe Om Hanpe-
JHceHuemo Ha edxceonesuemo. MeTUITMHCKUTE
yCIyTH, TpeJocTaBsiHaTa WHPoOpManus OT
pasinyeH XapakTep M pa3sCHEHHWsTa Ha
3paBHUTE MPEIJIOKEHUS, KAKTO U pa3Kpacu-
TEJIHUTE TPOLEAYPH CHIIO ca M30POCHU KaTO
cimabu mecra.

CriiecTBeH (pakTop 3a YIOCTOBEpsIBaHE
Ha Ka4ecTBOTO B yeJIHEC 00EKTUTE ca MOCTHT-
HAaTUTE paBHUINA Ha JAu3ailH B TAX. MHOro
B)XHH 3a aTMocdepara u ¢ ToBa 3a Onaropas-
MOJI0KEHUETO Ha TOCTUTE Ca TOILIUTE Y8enoge
(monose), TOIXOAANIOTO OCBETICHHUE, TT0/IXO0-
TUIIATE meMnepamypu Ha 8b30yXa 6 nomeuye-
HUuemo, WA ChOTBETHO Ha 600amd, KaKTo U
JI00puTe perieHust B UHTepUOPHUS Tu3aiiH. 3a
roisMa 4acT OT XopaTa My3MKara Ipe/cTaB-
JISIBA Ba)KEH KOMIIOHEHT OT YEJHEC IMpPExKUBs-
BaHETO, KaTO OCHOBHO C€ MPEANOYUTAT Xap-
MOHHYHH W MEKH TOHOBE, HAmoa00sBaIIn
TUIMCKaHe Ha BOZA, POMOH Ha BOJA, 3BYK OT
BATBD WM CBIIO Taka KiIacuyecka My3HKa.
[Ipu apomarute ce HaOmsra Ha HATypaJIHHTE,
OCBEXAaBallli W HEHATPAIYMBH apOMaTH Ha
uBeTs u Owiku. [Ipu MaTtepuanuTe TOMUHHPAT
€CTeCTBEHHTE TaKWBa KAaTO ABPBO W IISCHK.
Bopnata ce oTHacs B MHOTO CHITHa BPB3Ka KbM
yeIHec mpouenypure, (GakT apnKan ce Ha
JIOKa3aHOTO W HATypajHO M OYMCTBAIIO Bb3-
neiictBue. ETepuunuTe Macna chIilo ca BaKHU
€JIEMEHTH OT yesHec n3kuBsiBaHeTo. @opmure
B IIs1aTa oOKphIKaBamia cpena TpsoBa 1a Ob-
JlaT MEKH, pa3jeTd M XapMOHWYHHU. W Hakpas
CBBP3BAHUTE C YyeJIHECa IIBETOBE Ca JTUCKpET-
HU, HEHATPaITYuBU U MEKHU TOHOBE, KaTo Te3U
Ha J[bI'aTa MM MACTEHH TaKHBA.

VenHec NMOYMBKHUTE C€ XapaKTepU3UpaT
ChC CPABHUTEITHO BHCOKA I[€HA, KOSTO ChHIIO
TpsiOBa 1a ObAe 00OCHOBaHA Ype3 MpeisiaraHe
Ha HEOOXOJMMOTO KadecTBO. B To3m acmekt
TpsiOBa J1a CIIOMEHEM, 4e Hal-IIbIHUAT MOJENT
Ha YIIpaBJeHUE Ha KauecTBOTO € chucTeMara 3a
TOTAJHO KauecTBO, mo3Hata B EBpoma mojg
pasHoBunHocTTa EFQM Mopes. HaBmuzanero

8 Kaspar, C., Gesundheitstourismus im Trend, in: Institut fiir
Tourismus und Verkehrswirtschaft (edt.): Jahrbuch der
Schweizer Tourismuswirtschaft 1995/96, St. Gallen, 1996, pp.
53-61.

° Lanz Kaufmann, E., Wellness-Tourismus — Entscheidgrund-
lage fiir Investitionen und Qualitdtsverbesserungen, Berner
Studien zu Freizeit und Tourismus 38, Bern 2002.

B cdepaTa Ha YNPaBICHHETO HAa KauyeCTBOTO
MOJKE J]a CTaHE M Ype3 BbBe:KAaHe HA BEPUTH
Ha obOcay:kBaHeTo. [IpenuMcTBO MpecTaBs-
Ba (paKThT, Y€ W JBETEC CHCTEMH MOraT aa Ob-
JaT TIPUTOACHH KbM ClelU(UKHUTE Ha yelHec
XOTEIMEPCTBOTO U Ja ObJAT M3MOI3BAHU KATO
MOMOIIIHA MHCTPYMEHTH B OOCIY)KBaHETO Ha
IpaKTUKATA.

Ompezensiia € WHTETpalMsITa HA MHUCTe-
He, OCHOBaBallla Ce Ha MAEATA 332 KAuecTBO B
obnacTra Ha MEHUJDKMBHTA, & CbOTBETHO M BbB
¢upmenata kynarypa. dupmenara Kynatypa e
00001m1aBamio moHsATHE Ha (upMeHara QuiIo-
cous u ce popMHpa OT ACUCTBHUSITA HA BCHUKH
cayxurenn Ha Gupmara.’ Tst CHITHO Ce TOBIH-
sBa OT JOOpHS MPUMEpP OT CTpaHa HA MEHH-
TDKBPCKUSL €KUII, TIOPaJi KOETO B €UH YeITHEC
XoTelsl TpsibBa Aa ce oOpbllua CrENUaTHO BHU-
MaHHE Ha TOBa Ja ObJIe BMEHEHO BbB (DYHKIIH-
UTe Ha MEepcoHaNa TaBaHETO Ha JOOBp JHYECH
IpHUMeEp B aCIIEKTa Ha TPIrKaTa 3a 37paBeTo.

AHaNM3bT Ha TEHJCHIMU KaTo HapacTBa-
[iaTa pojisi Ha JKEHUTE B JICJIOBHS CBST, TIOBHU-
[IaBAaHETO Ha CpeHaTa MPOABILKHTETHOCT Ha
’KUBOT, KaKTO U (haKTOPHTE Ha OKOJHATA cpena
ce TBIKYBaT KaTO MHIMKAaTOpU 3a IO-
HATATBIIHOTO HAPACTBAaHE HA MA3apHHSA I Ha
yenHec Typu3Ma. Karo warncose 3a ToBa pa3Bu-
THE CE pasriiekKIar Mpeay BCUUKO Hepa3pado-
TEHUTE BCE OLIC HUIIM OT rOCTH (MJaau Xopa,
PaHo MEHCHOHUPAHH XOpa, MbKe, MEHHKbPH,
qy)KJCHIN), BCE MO-CHJIHO pa3BUBAIIOTO CE
CBH3HAHHE 3a 3[PABOCIOBEH XHUBOT, KAKTO U He-
00X0MMOTO CHJIHO MEIMHHO TPHUCHCTBHE 3a
NOMyJsIpU3MpaHe Ha TpejyaraHero. EpHoBpe-
MEHHO C TOBa HapacHalaTa HECHI'YPHOCT 3a
BTYBaHUATA ChC CaMOJIET 3apagd TEPOpHC-
THYHHTE 3aIUIAXH [PE3 MOCICAHUTE TOJHHH, Ce
SBSIBA OCHOBA 32 pPa3pabOTBAHETO Ha CHIICH
MecTeH maszap. OnacHocmume B CEKTOpa ce
KpHUSAT B Pa3BOJHSABAHE HA yEJIHEC MpejiaraHe-
TO, JIUIICBAIIO MA3apHO MO3UIMOHUPAHE, CBPBX
WHBECTULIMM M KOHKYPEHLHMSTA OT CTpaHa Ha
y’KIECTPAHHH YEITHEC MPEIIOKEHHMS.

CrenpasieH akIEHT Ce MOCTaBs BBPXY
yNnpaBJeHHeTo Ha KadecTBOTO. [locTurHaro-
TO BHUCOKO KayeCTBO C€ SIBSBA pe3yJTar Ha

10 Lanz Kaufmann, E., uur. TIPOU3B.

" Manmkeposa, A. (2009), Crpaterns 3a pasBuTHe Ha
typusma B benrapus, ci. b1 busnec Bionemun, 6p. 5, Codus,
c. 46-48.
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ChII[ECTBYBAIaTa MEXIyHAPOJAHA KOHKYpPEH-
Ul B yeJTHEC TYpPUCTHYECKHS masap C mel
JIOCTUTaHe Ha MaKCHMAJIHO YJIOBJIETBOpSBaHE
Ha O4YaKBaHMATAa Ha Troctutre. MHHUMAaIHO
U3UCKyeMaTa yelHec MHPpacTpyKTypa, ChOT-
BETHHUTE YCIYTM W KBATU(QHUIUpPAH IEPCOHAT
ca TIPeInoCTaBKa 3a IMOCTUTaHE Ha TOTAITHO
yTpaBlieHHE Ha KayecTBOTO, Hapea ¢ HaJH4H-
€TO Ha CJIeTHUTE ChOPBKEHUSI U YCIYTH: TUTY-
BeH OaceliH, cayHa, /JpKaKy3H WIM IapHa OaHs,
ChOPBHKEHHUS 32 3][PaBOCIOBHO  XpaHEHe,
cnopT/ (usmuecka aKTMBHOCT, pelakcauusi
YMCTBEHA JEHHOCT, KAKTO M PUCHCTBUETO HA
MOHE eAWH yemHec MpodecroHamucT (JIexap,
(bu3HOTEPANeBT, yEIHEC TPEHBOP WIIH CIIOPTEH
MHCTPYKTOpP), KOUTO Jia MpeNoCTaBs WHIWBU-
JyaJlHH TPUKU U CHBETH. XOTEIUEPUTE MOTaT
nma ce mo3oBar Ha EFQM OusHec mozena 3a
M3KITIOYMTEITHN TIOCTHKEHUS 32 KOHTPOJ Ha
KA4eCTBOTO HA CHOTBETHHTE mpouecH.'” J[b-
JBI CTIUCHK C TIPEJIOKEHHUS 32 YeITHeC MEHH-
JUKMBHTA, pa3paboTeH Bb3 OCHOBATa Ha Mojie-
Jla, BKITIOYBAIL JIEBET KPUTEPHs, € CHEIHATHO
Jn00aBeH KbM yelHec u3nckBanusaTa. Cieq ka-
TO TOJATOTBSAT CBOSITA ,JIOMAalllHAa padoTa” 1o
pa3paboTBaHETO HAa WHCTPYMEHTH 32 YIIpaB-
JIeHWe Ha Ka4eCTBOTO B XOTEJNTE, XOTEICKUTE
npennpusITus TpsOBa Ja aKIEHTHPAT BBPXY
pedopMupaHeTO Ha CHIIECTBYBAIMS MapKe-
TUHT. [IpodecnoHanHoTo ynpasieHue ciensa
Jla yCIsiBa Jla TapaHTHpa MOCTHTAHETO Ha BU-
COKH CTaHJAapTH 3a Ka4eCTBO W Jla TpHU3HaBa
caMo Te3W XOTeNd, KOUTO TIOKPHBAT YCTaHO-
BEHHUTE BHCOKH cTaHAapTH. CaMo MmoIbpiKa-
HETO Ha MOCTOSHHO BUCOKO KaueCTBO MOXKE /1a
rapaHTupa KOHKYpPEHTOCIO-COOHOCTTa  Ha
bearapus cnpsmMo Hal-CUIHHTE W KOHKYpEH-
TH, @ UMeHHO ['bpriust u Typrus.

Pecypcute u onuThT, C KOUTO pasmojara
JajeH yeraHec o0eKT, TpsAOBa Ja OTroBapAT Ha
penuia M3UCKBaHUs (HEIOCTUT, 3HAYUMOCT U
JBIATOTPAMHOCT), 3a J]a ca B OCHOBaTa Ha JIbJI-
TOCPOYHO KOHKYPEHTHO MpEeJUMCTBO M Ja
OCHUTYpSIBaT U3HUCKYEMOTO KaueCTBO Ha YeJIHEC
ycnyrute. Pa3ButneTo Ha KOHKYPEHTHH TIpe-
JIMIMCTBA, OCHOBAHM Ha HAJIMYMETO Ha M3KIIIO-
YUTEIIHOCT B PECYPCUTE U ONHTA, € MPEIoc-

2 EFQM (1999), European Foundation for Quality Manage-
ment: The EFQM-Model for Excellence, Publ. EFQM, Brux-
elles.
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TaBka 3a IBJIOOYMHHO pa3OupaHe Ha KOHKY-
peHTHaTa cpena, KakTo M CHOCOOHOCTTa 3a
Ch3J]aBaHEe Ha HEMOBTOPHMH OPraHU3AIUOHHU
KOMIICTCHIIMM Ha OCHOBaTa Ha KIIOYOBUTE
dakTopn Ha ycrexa Ha cektopa.” OcoGeHo
TPYAHO € 3ala3BaHETO Ha KOHKYPEHTHHTE
NPEIUMCTBA, KOUTO CHIIEBPEMEHHO ChIbPKAT
TOJISIM TeHEepHpaIl PEeHTaOMIHOCT MOTCHIHA.
NMeHHO 3aTOBa ITOCTOSIHHUST CTpEMEK KbM
3ama3BaHe M pa3BUTHEC HA KOHKYPEHTHHUTE
npeanMcTBa € 0e3yCclIOBHO HEOOX0AMM, 3a 1a
MOXe€ JaJeH CEKTOp B IBJITOCPOUCHA ACIICKT
3a ObJIe yCIeneH HaJl CPETHOTO PaBHHUILE.

OrmepaTHBHOTO HPEBB3XOACTBO CAMO IO
ce0Oe cu HE € OCTaTh4HO, 32 Jla ObJem ycre-
IIeH B JlaJieH cekrop. [loBeyeTo Mepku 3a 1o-
BUILIABaHE HA OMNEPATUBHOTO IMPEBB3XOJCTBO
HEe ChABPXKAT B cede cu MOTeHUHala Ja HH
pazianyaT OT KOHKypeHTHTe. ToBa B HHKaKbB
CIydail He O3Ha4aBa, 4e TE3W MEPKH PEecCIieK-
THBHO PE3YJITaTUTE OT TE3W MEPKH HE Ca BaX-
HU 3a MPeINpUsITHeTO. 3aIloTo nojo0psaBaHe-
TO Ha €EKTUBHOCTTA U KAYECTBOTO € OCHOBEH
KpPHUTEPHH, 3a J1a MOKelll Jia ObJIeI YCIIeIeH B
N30CTpeHaTa KOHKYpEHIHMs. 3aToBa omepa-
THBHOTO TPEBB3XOACTBO CAMO HE € JIOCTaThU-
HO, 3a Jla MOXeE yelHeC OOeKTBHT Ja YCTOM
ABJITOCPOYHO HA KOHKYPCHIUATA.

[Mpumep 3a Msipka, KOATO JONpPHHACS 32
OIIEpaTUBHOTO MPEBB3XOJCTBO, HO HE TIpHTeE-
’KaBa J0CTaTbhbueH MOTEHIMAN 3a 00OCHOBaBa-
HE Ha KOHKYPEHTHO MPEIUMCTBO, € CepTU(HU-
[IUPaHETO Ha KAuecTBOTO 4Ype3 He3aBHCHMa
opraHu3ainys. BbOpekn e KpUTepHUAT MOXKe
Ja U3I'bJIHABA 3HAYCHUCTO, Ta3su MsApPKa MOXKC
Jla He OTroBapsi Ha KpUTEpHs 32 IIbIr0Cpou-
HocT. Taka ype3 cepTUPUIMPAHETO HA Kadec-
TBOTO MOXKE Ja He OBJIe MOCTHUTHATO IaJICHO
KOHKYPEHTHO NpenuMcTBO. OCBEH TOBa MOXKe
na ce o0ObpHE BHUMaHHE Ha TOBA, 4e TOBA HE
03HAuaBa, 4e cepTU(UIMPAHETO HA KAYeCTBO-
TO HAMAa HHMKAaKBa 1032 3a TMPEANPUSTHETO.
To obaue He e mocTaThYHO A2 0OOCHOBE €AHO
IBJITOCPOYHO KOHKYPEHTHO IPEAUMCTBO H
HOCH ChC ce0e CH eIMH He3HAaYHTelIeH IeHe-
pHpal peHTadMIHOCT MTOTSHIHAT.

Yennec 00EKTUTE Haped C ONTHMH3AIIHSI-
Ta Ha e()EeKTUBHOCTTA U KAYECTBOTO IOCTOSH-
HO TpsiOBa /a ce CTpeMAT Ja Pa3BUBAT KOMII-

1 Grant, R., M. Nippa, IiT. pouss.



KAYECTBOTO KATO CTPATEI'MYECKO IIPEJJUMCTBO HA YEJIHEC TYPHU3MA

JICKCHH OPraHU3aTOPCKU YMEHHs, KOUTO Ipe-
JOCTaBAT Ha TEXHUTE KIMCHTHU JOIbIHUTEIHA
CTOMHOCT ¥ CBIIEBPEMEHHO yBeJIMYaBaT cooc-
TBEHATa KOHKYPEHTOCIIOCOOHOCT. MoKe J1a ce
OKaXke T0-MaJIKO CIIOKHO Jia c€ MpHUBEIE IO-
Jno0psiBaHE HA OINEPATHBHOTO NPEBB3XOJACTBO,
OTKOJIKOTO Jla C€ T€HEepUpaT yCTOMYUBH KOH-
KypPEHTHHU IIPEAUMCTBA, HO T€3U yCUIIUS BUHA-
TH CH 3aciy’kaBaT, 3alll0TO TMO3BOJISABAT IbJ-
TOCpOYeH ycmex. 3a 3arna3BaHeTo U U3rpaxk/a-
HETO Ha KOHKYPEHTHHTE MpeauMcTBa obade
BUHAr € He0OXOJMMO MOBHUIIIABAHE HA OIepa-
THUBHOTO MPEBB3XOACTBO.

Bceekn 4oBek, HE3aBHCUMO OT CBOETO

3][PaBOCIIOBHO CHCTOSHHE, UMa TOTSHIIMAI 33
[0-Ka4e€CTBEH JKMBOT. YEJIHECHT € €AUH II0C-
TOSIHEH TIPOIIEC HA Pa3BUTHE M HE € KPATKOT-
pacH MPOIYKT OT €IWH YHUKCHIIOB MPECTON B
HSKOHM yelHec XOoTel. Bbrnpeku ToBa mpectosit
B YEJHEC XOTella MOXe Ja MPeIu3BUKa BaKHH
WMIIYJICH 32 €HO 3JpPaBOCIOBHO €KEeIHEBUE,
KOETO TpEICTaBiIsiBa OOemaBall ycruex 3a WH-
JOyCTpuUsiTa B ObJeIe, a ONCPUPAIIUTE B CEK-
Topa TpsiOBa a ce CTPEMST KbM HEIpPeKbCHa-
TO YCHBBPILICHCTBAHE HA MpEJIaraHeTo B Ka-
YECTBCHO OTHOIICHHE, 3a JIa MOTaT Ja OTrOBO-
PAT Ha Te3W HapacTBaIlIX OTPEOHOCTH.
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QUALITY AS A STRATEGIC ASSET IN WELLNESS TOURISM

Assoc. Prof. Dr. Elenita Velikova
Department “Economics of 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
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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/ OBJIU-
KA” 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:

e Clearly defined target groups;

e Supply directed towards the target
groups;

¢ Qualified specialized staff;

e Atmosphere that is formed on the basis
of the wellness philosophy;

e The highest possible requirements to-
wards quality;

e Effective communication with guests
that is based on honesty;

e Healthy and tasty cuisine;

e 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.
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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-
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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-
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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.



3EJIEHUTE TYPUCTHU - CTPATETMYECKH ITASAPEH
CET'MEHT 3A XOTEJIMTE

Hou. 1-p Crosin MapuHoB

Kameopa ,, Ukonomuka u opeanuzayus na mypusma ",

Hrxonomuuecku ynusepcumem — Bapna

Annomauua: B noxnana ce pasriexnaa
3eJeHUsl TYypU3bM KaTO CTpaTernyecka Bb3-
MOXKHOCT 3a pa3BUTHE Ha XOTEIHUEpPCKUTE
NpeAnpusITUs. XapakTepu3upar ce 3eJlIEeHUTE
TYpUCTH Karo mnoTtpeOurenu. PaskpuBa ce
CBLIHOCTTA Ha 3€JICHUS] XOTeJl U C€ I0COYBaT
HErOBUTE OCHOBHU XapaKTEPUCTUKU.

KawouoBu AYMMU: 3CJICH TYPU3DBM,3CTICHU
TYPHUCTHU, 3CJICH XOTCII

BnBenenune

['moGamuusIT Typu3bM € HM3IpaBeH Mpe
HOBHM Ipenu3BukarencTna. [1, 48]. Pa3pacTsa-
HETO Ha Ta3apHHS CETMEHT Ha ,,3eJICHUTE TIOT-
peburtenn”, OT enHa CTpaHa, U HHCTUTYIIMOHA-
JTU3UPAHETO HA CEKOJOTHYHH TPOTpaMH U
MPAKTUKU OT HEMPABUTEICTBEHU U MPABUTEN-
CTBCHU OpraHU3allMy HA HAIMOHAIHO M MEX-
JIyHapOJIHO paBHHUIIE, OT JpyTa CTpaHa, BOISIT
JI0 ,,3€JIeHa OpUEHTaIHs~ Ha TPOU3BOJICTBOTO
¥ TIpeTaraHeTo Ha CTOKU M YCIYTH.

NHuupatuBUTe Ha 3€JIEHUTE MOTpe-
OuTeNu 3acTaBAT NMPOU3BOJIUTEIUTE U ThPTrOB-
UTE Ja THPCAT HOBU MAapPKETHUHIOBH MOIXOIM
3a CIIEYENIBAHE HA ,,3€JIeH” MaszapeH Asul. Tbii
KaTo TYpPHCTHYECKaTa WHIYCTPUS KOHCyMHpa
TOJIEMH KOJIMYECTBA OT Hall-pa3NudHU pecyp-
CH U OKa3Ba CEpHO3HO HETAaTWBHO BIIMSHHE
BBPXY OKOJIHATA CpeJa, CTPATErHsTa 3a BHE-
psiIBaHE Ha ,,3€JICHU MPAKTUKU €€ BB3IpUEMA
KaTo MPHOPUTETHA 33 TYPUCTUUCCKUTE MPEIIII-
pusitusi. B TO3M KOHTEKCT 3€NEHHAT TypU3bM
CllefiBa Jla ce pasriexja KaTro cTparernyecka
BB3MOXKHOCT 32 IIOBHINIABaHE Ha KOHKYpEH-
TOCTIOCOOHOCTTA HA XOTEIIUTE.

IIa3apHuAT cermex ,,3eJieHu TypucTu”

3arpiKeHOCTTa Ha CHhBPEMEHHHUSI YOBEK
KaKTO 3a COOCTBEHOTO MY 3JPaBOCIOBHO U
MaTepuanHo Oiaromoiy4ue, Taka W 3a oras-
BAaHETO Ha OKOJIHaTa CpeAa, ro MpeBpblla B
pasymeH notpebuten. Bp3HUKBAT U ce pa3BHU-
BaT Ma3apHU CEIMEHTH OT ,,0TTOBOPHU” HJIH
»3emeHn” morpedutenn. Ilpumep 3a TakbB
CEIMEHT € ,,3/{paBOCJIOBEH U YCTOHUYMB CTHII
Ha xxuBoT” (Lifestyles of Health and Sustaina-
bility (LOHAS)). CerMeHTBT € CbCTaBEH OT
NOTpeOUTENN ¢ MoAYepTaHa OPUEHTALUS KbM
30paBOCJIOBEH HAauyWH Ha JKUBOT, (uTHEC,
OKOJIHAaTa Cpeja, JIMYHOCTHOTO Pa3BUTHE, YC-
TOWYMB HAYMH Ha JKMBOT M COIMAIIHA CIpa-
Be/UUBOCT.[8] Pasrpannuenuero Ha LOHAS e
HampaBeHo 3a npbB ObT npe3 2000 rox. B pe-
3yJITaT OT MapKeTHHTOBO mpoyusaHe Ha [lpu-
ponaus mapkeTuHroB MHCTHTYT (The Natural
Marketing Institute).[9]

C npoyuBaHUs Ha MHCTUTYTa IIpe3 Clel-
Ball[UTE TOAMHHU Pa3MepbT M CTPYKTypaTa Ha
cermenTa ce mpeuusupat. Camo B CAIll mpe3
2005 roa. pasmepsT Ha LOHAS ce ouensiBa ¢
NOTpeOUTENICKO ThpceHe Ha cToiHocT 209
MWJIMapAa 1aT. jJosapa, HapacTtBaiiku ao 300
Mumapaa mart. moi. mpe3 2008 r. Ilpoyusa-
HUSTA coyaT, ye npuommuzurento 19% ot Bb3-
pacTHUTE aMepukaHuu win 41 MUIHOHA OT
o6mo 215 mMunnona Morar aa ObAaT MpUYKC-
JIeHU KBbM Ta3u rpymna notpeburenu. B crpyk-
TypHO oTHOomeHue LOHAS BkitouBa cexTopu
KaKTO € [I0Ka3aHo B Tabuuna 1.
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Taobauna 1.

IMazapuusat cektop LOHAS B CAILL

JIMYHO 3/IPABE
Opranu4Hu NPOaYKTH
XpaHUTETHU TPOAYKTH
KommnnexcHu 3apaBHU TpHKu
XpaHuTeTHA J0OaBKU

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

3EJIEHO CTPOUTEJICTBO
Kunumina ceprudukanms;

En. ypenu ,,3enena 3se3na’;

VY CTOHUNBY 110JI0BH HACTUIIKH;
Bb300HOBsSIEMU €HEPTHITHU CHCTEMU;
3aMecCTHTENN Ha AbPBECHHA;

2005: $50 munuapoa

2008: $100,35 munuapoa

EKO TYPU3BM
e Exo TypucTHUYECKH TBTYBaHUS

e Exo TMPUKIIIOYCHCKHU I'bTYBaHUA

2005: $ 24,27 munuapoa
2008: 8 42,14 munuapoa

MMPOPOJOCBHBOBPA3EH CTHUJ HA ’KUBOT
Me6enu u 063aBexiaHe

OpraHn4HY TTOYMCTBAIIH MTPETIapaTH
EneprocnecrsaBaiiy Kpymku

Obnexna

2005: 8 10,6 muruapoa

2008: $ 10,3 munuapoa

AJITEPHATUBEH BUJ TPAHC-AJITEPHATUBHA EHEPI'US

IHOPT
XuOpuaHU MPEBO3HU CPEICTBA
buoauzenoso ropuso

[Mporpamu 3a ,,mo/s10a” Ha TMOI3BAHETO
Ha JIMYHU aBTOMOOMIN

2005: $ 6,12 munuapoa
2008: $20,7 munuapoa

Kpenutu 3a Bb300HOBsIeMa SHEPIUs
3es1eHO IeHOO0pa3yBaHe 3a YIoTpeOeHa SHePrus

2005: 8 380 munuona
2008: $1 munuapoa

Hsmounux: Natural Marketing Institute. LOHAS Market Size

B pamkuTe Ha oOmHOCTTa HA ,,0TTOBOP-
HUTE” WIHN ,,3eTeHnTe” TmoTpeduTenu ce Gop-
MHpa ¥ Pa3BHBa MMa3apHUAT CETMEHT Ha ,,3elle-
HUTe Typuct . lIpoyuBaHHsATa yCTaHOBSBAT
cnenanute Gaktu: [4]

e 51% OT repMaHCKUTE TYpUCTH CUHTAT,
Yye eKOJIOTHYHATA HOIIYBKa € 0COOEHO BaXKHa;

e 50% oT repMaHCKHUTe, aBCTPUNUCKUTE U
(peHCKUTE TYPUCTH OICHSBAT OIA3BAHETO HA
OKOJIHATa cpe/ia KaTo BayKEH MIPUOPUTET;

e 12% oOT TrepMaHIUTE TPHUBETCTBAT
0003HaYaBaHETO U PAa3TPAaHUYABAHETO HA €KO-
JIOTHYHUTE YCIIYTH OT OCTAHAINTE YCIyTH;

e 90% OT OpUTAHIIUTE CUMTAT, Y€ € 3a/IbJI-
JKEHHE Ha XOTEJIUTE J]a OI1a3BaT OKOJHATA CPeJia;

e 87% ot OpuTaHIUTE OMXa MPEATIOYEIU
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Jla OTCE/THAT B EKOJIOTHYECH XOTEl;

e 50% ot Opuranuute Ouxa ratuian 30
OpUTAaHCKH JHPH TIOBEYE 3a JIByCEAMHYCH
MPECTON B €KOJIOTUYEH XOTEN;

e 59% ot aBcTpUALIMTE N30MpAT CBOSITA TY-
PHCTHYECKA JIECTHHAIMS 110 KPHTEPUUTE ,,T00pa
npupona” 1 ,,3APaBOCIIOBHA OKOJTHA cpena’’;

e 66% OT aBCTPUICKUTE TYpUCTH ca
CKJIOHHH J1a 3aIUIaTAT 32 MO-CKbIIa HOIIYBKA B
€KOJIOTHYEH XOTeT,;

3eNeHnTe TYPUCTH ca ChC Chb3HAHUETO, Ye
TYPU3MBT € MPEANOCTaBKa 3a MHOTO M pas-
JWYHH BUJIOBE 3aMbPCABAHHS KATO:

e 3aMbpcsaBaHe Ha Bb3AyXa U LIyM — Ty-
PU3MBT TIpearoara H3MOJN3BaHETO Ha Hau-
pa3NUYHNA BUIOBE TPAHCIOPT W EHEPTUHHU
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MPOMYKTH, KOETO 3achiiBa HACIarBaHETO Ha
BpEeIHH MApHUKOBU ra3oBu u3napenus. Llly-
MOBHUTE 3aMbpPCABaHUA OT PA3JIMYHUTE BUIOBC
TPaHCIOPT, BKJIIOYUTEIHO U TE3M 3a 3a0aBiie-
HUE KaTO JDKETOBE, SIXTH, CHETOXOAU H Jp.,
HapymaBar ¥ 00bPKBAT MECTHUTE IOIyJIAIHN
Ha JKUBOTHHCKHUS M PACTUTEIHHS CBSIT;

e Cp3aBaHe Ha TOJIEMH KOJUYECTBA
TBBPIM OTHAIBIM U OOKIYK — B 100aBKa KbM
OTPOMHHUTE KOJWYECTBA 3aMBpPCABAHHUA IO
BpeMe Ha IIbT, TYPUCTUTE MMaT HaBHKa J1a OC-
TaBAT cien cebe cu U OOKIYK, MOJAOOHO Ha
,»Clieqa”, OMyCTOIIaBailKu MECTHOCTTA U 3aCT-
pamaBaiiku MecTHata ¢uiopa u (ayHa;

e Cb3aBaHe Ha TOJIEMH KOJUYECTBA OT-
MaJlb4HU BOJM — OTIAbYHHUTE BOJM OT XOTe-
JUTE U JPYTUTE TYPUCTUIECKH 0OEKTH 3aMbp-
CSIBAT €CTECTBEHHUTE BOJOM3TOYHHUIIM U HapYy-
1aBaT MECTHUTE €KOCHCTEMH.

Ocb3HaBaliku TMOCOYEHUTE BPEIHH Bb3-
JICHCTBUS HAa Typu3Ma, ,,3¢JICHUTE TYPHCTH
OTYMTAT IIAHCA U BH3MOXHOCTTA JIa TIOMOTHAT
Ha OKOJTHAaTa Cpefa, JOKaTO y4acTBaT B TypHUC-
THYeCKO mbTyBaHe. OT Ta3u TieJHA TOYKA
,»,3CTICHATE TYPHUCTH CE€ OMPEIeNAT KaTo Ty-
PUCTH C TPHUATEICKO TMOBEACHUE CIPIMO
OKOJIHATa cpejia Mpe3 IsUI0TO BpeMe Ha CBOsTA
BaKaHIMA B IIUPOK TYPUCTUICCKU KOHTEKCT.

,»3CIEHUTE TYPUCTU CE OTBHKIECTBSBAT C
€KO-TYpPHCTHUTE, MaKap 4e HSIKOW aBTOPH CMS-
TaT BTOPHUTE 3a IMOJCETMEHT Ha MhpBHTE. B
MO-TECEH CMHCBJI E€KO-TYPUCTUTE Ca TE3U ¢
MPUATEIICKO TIOBEJCHUE CIPSAMO OKOJIHATA
cpeda Mo BpeMe Ha BaKaHIMATA CH, KOATO €
CBBbp3aHa C TYpU3bM B IIPUPOAHA cpena. 3]

Bbrpekn ue cerMeHTHT Ha ,,3€TICHUTE TY-
pucTH” ce pa3pacTBa, TEXHUST MOBEICHUECKH
npodui BCe ollle HE € J00pe H3cielBaH U
omucat. [Ipeacrasa 3a Hero Moxe Ja ce Moiy-
Y1 KOCBEHO Ype3 ChBETHUTE, KOUTO TE CIICIBAT
3a eJIHO ,,1I0-3eJIeH0” MMbTYBaHE U MpeKapBaHe
Ha ,3eneHa”’ BakaHmuA. llpemoppkure KbM
,,3CTICHUTE TYPHUCTH 34 ,,03CNICHABAHE’” HA ITh-
TYBAHCTO BKJIIOYBAT:

o l3momn3Baiite BirakoBe u GpeprudoT, BMEC-
TO CaMOJIeT, BUHATH KOTaTO BU € Bb3MO)KHO;

e AKO ITBTYBAHETO TI0 BB3yX € HAIOKH-
TEIIHO CH KYHYBafITe BBIJICPOJHU KPCIAUTH,

o V30sTBaliTe TONEMUTE MPTHUYECKH KO-
pabu;

o 1136upaiiTe XOTeIH, KOUTO CHIIO ca 3ar-
PIDKEHH 3a TIPUPO/IaTa U ce ChoOpa3sBar C Hes;

e V3nomsBaiiTe MyOMMYEeH TPAHCIOPT
BHHAru,KOraTo TOBa € Bh3MOXKHO, 3a JIa HaMa-
JWTE BPEAHUTE BIUSHUSA U OT KOJIATa;

e AKO HaeMaHETO Ha Koja € aOCONIOTHO
HAJIOKUTEITHO B OIpEJeNeHH CIydau, TO Ce
ONUTATe Ja HaMepuTe Koja, KOATO Haul-
e(peKTUBHO MpepadoTBa TOPUBOTO;

e BopBere nem v KapaiTe Kolieao KoJi-
KOTO C€ MOXE TT0-YeCTO;

e lI3n0a3BaiiTe BB3MOXKHO HAW-IBITO
KBbPIIMUTE B CTasdTa BU,

o [lomornere 1a BU CMEHAT daprraduTe B
Kpasi Ha MPECTOs BU, BMECTO BCEKH JICH;

o AKO urpaere Tod, U3IoI3BalTEe UTPHIIIE,
KOETO M3I0JI3Ba PEIUKIIMPaHe Ha CHBA BOJIA;

e Bsemere che cebe cm kadeHa yarmma u
OyTHiIKa 3a BOJIa, 3a Jla u30erHeTe 3aMbpcsiBa-
HETO M OCTaBsIHETO Ha OOKJIyK cien cebe cu;

o OnakoBaiiTe CH CaHIBUYH;

e Hamasere M3MO0JI3BAaHETO HA HAWJIOHO-
BU TOPOMYKHU 3a MOKYIKHTE CH KaTO cjarate
BCUYKO CaMO B €THA;

e 3a IMMOKYIIKH, KOUTO Ca ACJIMKATHU WIIN
YYIUIUBH, U3MOJA3BAUTE APEXUTE CU 3a 12 OMe-
KOTHTE TIPEHOCA UM;

o 1130srBaliTe TOJEMHUTE TYPUCTHUYCCKH
KOMITaHUH, KOWUTO TpHjaraT TpPaKTHKH, 3a-
MBPCSIBAIY OKOJTHATA CPeJia.

CBLIIHOCT HA 3eJIEHHS X0TeJ

Xorenute KOHCYMHUpAT TOJIEMH KOJINYec-
TBa OT Hal-pa3jIMYHU PECypCH W OKa3BaT ce-
PHO3HO HETaTHMBHO BIHMSHHUE BBPXY OKOJIHATa
cpena. [IpoyuBane mokasa, ue xoren cbe 150
CTaW H3pa3Xxoj(Ba 3a €HA CEIMHUIA TOJKOBA
BOAa U eHeprus, Konkoro 100 yeTupuuieHHU
JIOMaKMHCTBA U3Pa3X0/Bar 3a €Ha roJuHa.[2]

B otroBop Ha HapacTBamara ma3apHa po-
TS Ha 3€JICHUTE TYPHUCTH BBH3HUKBAT KOHIICTI-
IIUM ¥ TIPOTPaMU 3a 3€JICHU OU3HEC MPAKTHKH,
KOUTO MPEJIOCTABIT UKOHOMUYECKH W MapKe-
TUHTOB IIAHC HAa XOTEIUEPCKUTE MPEIIPHs-
tst. Te momarat Ha XOTEIUTE HE caMo Ja Ha-
MaJAT Pa3XOIUTe CH 3a PEeCypCH, HO M Ja ce
OTJIMYAT B CH3HAHUETO Ha TIOTPEOUTEITUTE.

Aconmarusara ,,3enean Xortenu” (Green
Hotels Association) ornpeens ,,3eJIeHUsT” XOTe
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KaTo ,,eKOJIOTMYHO ChOOpa3eH OOEKT, YMHTO
MEHHUKBPH Ca TOTOBH Ja BBBEXKAAT MPOTPaAMHU
3a MECTeHE Ha BOJ[A M CHEPIusl U HaMaJlsiBaHE
Ha TBBPJWUTE OTHAIbBIHU, KATO MO TO3HM HAYMH,
MeCTeHKN TapH, IoMarat 3a Ola3BaHe Ha Ha-
1iata v €IMHCTBEHA Iianera 3ems’ [7]

B nkoHOMIYECKH acTIeKT MPUIaraHeTo Ha
KOHIICTIIIHATA ,,3€JICH” C€ OTpa3sBa AUPEKTHO
Ha reyanbara OT JeHHOCTTa M ITOBHUIIABa
CTOMHOCTTa Ha XOTeJa B JBJATOCPOYCH IUIAH.
Upes Hes KaJpuTe ce 3aIbpKaT JIBITOCPOYHO,

3aI[0TO YMPABICHUETO JICHCTBUTEIHO MoJiara
IPIDKH 338 TSAXHOTO 3/IpaBe M OJaroChCTOSHUE.

B MapkeTHHrOB acHeKT MpUJIaraHeTo Ha
KOHILIETIUSATA ,,3¢JICH” TI03BOJISIBA U YJICCHSBA
CH3JIaBaHETO U TOIBPIKAHETO Ha JIOSTHA K-
CHTEJA.

O0001aBaifkn  CHIECTBYBANTUTE TIPAK-
THKH, OMXME MOTIH Jia CHCTeMaTH3upame
KPUTEPHUUTE U TIOKA3aTCIUTE 3a KOHKPETH3H-
paHEe Ha KOHICTIHUATA ,,3¢JIEH XOTel KaKTO
cienpa B Tabmuma 2.[5]

Taoauna 2

IIpuMepHH KPUTEPUH U MOKA3aTeNH 32 ,,3eJeH” X0Tel

Eran ot neiiHocTTa

Kpurtepun

IIpumepen nokaszaren

Ipeanpou3BoACTBEH eTar
pearp A OrpaHHveHa

Koncymanusita Ha eHeprus e

Munumym 22% 0T ynoTpeOsiBa-
Harta eHeprus aa ob7e oT Bb300-
HOBSIEMH M3TOYHHITH

[IpennponsBonacTBeH eTan
peanp A paHn4eHa

Koncymanusara Ha Bojia € or-

KonmdecTBo Bosia 0T yenMa mim
ayu < 12 ni/muH.

[IpousBoacTeen eran
paBneHue

ExonorumyHo opueHTHpaHO yTI-

OOyyenue Ha nepcoHasa 1o Mnpu-
JaraHe Ha €KOJIOTHYHU MEPKH U
CKOJIOTHYHHO ITOBEACHHE.

IIponsBoacTBeH eran

HamansBa ce konu4ecTBOTO Ha
TMPOU3BECKAAHUTE OTIIAABIIU

CnOupane, pa3zieisHe 1 TpaHC-
MIOPTUPAHE HA OTHAABIUTE 10 OII-
peleCHUTE 3a [eNITa MecTa

IIpounsBoacTBeH eran

bnaronpusarcTsa ce n3nonaspa-
HETO Ha Bb30OHOBAEMH peCyp-
CH U Ha I10-MaJIKO OIIaCHHM 3a

OrpaHu4eHo U3MOJI3BaHE Ha
BPEJIHU 32 OKOJIHATA Cpefa Jie-

OKOJIHaTa Cp€ia BEIIECTBA

3UH(EKTaHTH

IIpousBoacTBeH eTan

HacbpuaBa ce eKOJIOTHYHOTO
oOpa3oBaHue 1 00LTyBaHE

Wudopmanus B xoTena 3a MecT-
HUSI OOILECTBEH TPAHCIOPT

3akiouenue

KopropatuBHuTe M BaKaHIIMOHHHUTE KIIHU-
€HTH BCE TOBEYE CE MHTEpecyBaT OT EKOJIOo-
TUYHOCTTA Ha XOTenuTe, Kouto m3bupar. Xo-
TEeJIUTE, KOUTO HE TOJIaraT yCUJIHs 32 Hamalls-
BaHE HAa €MHCHHTE Ha BBIJIIEPOJCH IBYOKWC,
HE TIECTAT EHepPrusi W BOJa W 3aMbBpCSBAT
OKOJIHaTa CpeAa IIe CTaBaT BCE I10-MajKo
MPUBIIEKATEIIHU 32 TYPUCTHUTE.
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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.
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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

e Natural, organic products
e Nutritional products

o Integrative health care

e Dietary supplements

e Mind body spirit products

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

PERSONAL HEALTH GREEN BUILDIN

e Home certification

e Energy Star appliances

e Sustainable flooring

e Renewable energy systems
e Wood alternatives ;

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

NATURAL LIFESTYLES
e Indoor & outdoor furnishings
e Organic cleaning supplies
e Compact fluorescent lights
e Social change philanthropy

e Apparel
2005: $ 24,27 billlion 2005: $ 10,6 billion

2008: $ 42,14 billlion 2008: $ 10,3 billion
ALTERNATIVE TRANSPORTATION |[ALTERNATIVE ENERGY

e Hybrid vehicles e Renewable energy credits

e Biodiesel fuel e « Green pricing

e Car sharing programs
2005: $ 6,12 billion

2005: $ 380 million
2008: $1 billion

2008: $20,7 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]

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

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

e 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;

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

e 50% Dby the British said they would
pay 30 pounds more for a two-week stay in
eco-friendly hotel,

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

e 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:

e 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
and fauna;

e 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;

e 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:

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

o [f travel by air is necessary then buy
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yourselves carbon credits;

e Avoid large passenger ships;

e Choose hotels that are also concerned
about the environment and comply with it;

e Use public transport whenever possible
to reduce the harmful effects of the car;

e If hiring a car is absolutely necessary in
certain cases then try to find a car that most ef-
ficiently processed fuel;

e Walk and ride bicycle as often as possible;

e Use as long as possible the towels in
your room;

e Ask them to change the sheets at the
end of your stay, instead of every day;

o If you play golf, use playground that
uses the recycling of gray water ;

e Take with you a cup of coffee and a
bottle of water to avoid pollution and leaving
trash behind yourself;

e Wrap sandwiches;

e Reduce the use of plastic bags for your
purchases by putting all bought items in one bag;

e For items that are delicate or fragile,
use your clothes to soften their transport;

e 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
ited

The energy consumption is lim- |At least 22% of the energy consumed

to be from renewable sources

Pre-production stage
ited

The water consumption is lim-

Water from the tap or shower <12 1
/min.

Production stage
ment

Ecologically oriented manage-

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

Production stage
is reduced

The amount of waste production|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 |lic transport

Information at the hotel for local pub-
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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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HABHUPAHE U ITOABOP HA KAJIPU B TYPUCTHYECKATA
NHAYCTPUA

Jou. n-p Acs IlenueBa

Kameopa ,, Hkonomuxa na mypuzma”, YHCC

Pestome: Hayunwsar mokmaa uMa 3a Ieil
Jla pasKkpue BB3MOXKHOCTUTE MPHU HaOHWpaHe u
noa00p Ha TMEpCOHaT B TYpPUCTHYECCKATa HH-
nycrpusta. Ilomueprana € poisTa Ha CHCTEM-
HUTE W (hOpPMAHUTE TIPOIEAYPH 3a MPOBEXK-
JlaHe Ha TO3M MPOIEC, CHCTOSI] CE€ B MIECT
MOCIIeTOBAaTEeHN eTamna. [locoueHn ca Tpajau-
[UOHHUTE U ChBPEMECHHHUTE METOAU U TCXHHU-
KH, KOMTO MOraT ja ObJaT MPUIIOKEHH BbB
BCEKHU eH OT eramure. [logyeprano e 3Have-
HHETO Ha OCHOBHH IOKYMEHTH, KaTO JUTBK-
HOCTHA XapaKTePUCTHKA W MPOQUI Ha 3aeMa-
mg  JrekHocTTa. OOsicHEHa € KIIFoYoBaTa
poJis Ha YOpaBICHUETO HA MHOTroo0pasueTo,
KaTO HOB MOJIXOJ] B YIPABJICHUETO HA YOBEII-
KUTE pecypcH. ABTOPHT CUHTA, Y € HAIHIIC
3HAYWTENHA TpaHcOpMaIMs B IIpoIieca ITo
HabumpaHe W TMOA00p Ha ITEpCoHal, a JoKa3a-
JMTE ce Karo e(heKTHBHH HAYMHU 32 TPOBEIK-
JIAHETO MY ca BCE OII[e TOJKOBA aKTyasTHH.

KirouoBu aymu: nonbop n Habupane Ha
KaJpu, METOJM W TEXHHKH, YIpaBICHUE Ha
MHOT000pa3neTo, TypUCTHYECKA HHIYCTPHSL.

Habupanero n nogbopsT Ha KaapH 3a 3a-
I'bJIBAHE Ha HOBM WJIM BeuYe€ ChIIECTBYBAIIU
MO3ULUH € U3KIIOUUTETHO BaKEH €JIEeMEHT OT
JeiiHocTTa Ha othen ,,YoBemkn pecypcn” B
TYPUCTHYECKUTE NPEANPHUITHS, HE3aBHCHMO
OT TEeXHHs pa3Mep, CTPYKTypa u cdepa Ha
neitHoct. CKOpONIHM TPOYYBaHHS TIOKa3BaT
JMIIcaTa Ha CUCTEMHH TPOIEAYypH Mo Hadupa-
HE U 1oJ00p, KOATO BOJIM JI0:

® HEMbJIHOIIEHHO M3IO0J3BaHE Ha BpeMe-
TO 32 yNIpaBJICHNUE;

e npeKBaTM(UKAINS Ha CITYKUTEIHTE;

e Ha0MpaHe Ha 3aMECTHULM Ha CIIy)KUTe-
JIUTE, KOUTO HAITyCKAaT MHOTO OBP30;
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® BHCOKO TEKY4eCTBO Ha KaJpH;

® OTCHCTBHS;

® HUCBHK MOpal;

e Hee()eKTHBHO yIpaBIICHHE U HAI30D;
e po0JIeMH C JUCIHUILUINHATA;

® YBOJIHCHUSI.

[Ipu ompenensHe Ha MPUYMHUTE, TOPAIU
KOUTO TYPHCTHUYECKUTE MPEIIPUATHS CpElaT
TPYAHOCTH TIpH HaOHMpaHe W MOJ00p Ha Tep-
COHaJI, CE¢ JIOKa3Ba, 4e JMIcaTa Ha (OpMaIHU
MPOLIEYPH YECTO MOXKE Jia ObJC MPEopoJIsTHa
ype3 e(PEeKTHBHO W3IIOJI3BAaHE HA JIOKAJTHH
MpeXxu 3a HaOupaHe Ha ciyxutenn. Hampu-
Mep, MOXe Jla ce Mpueme, 4e JHIETO, OTro-
BOPHO 3a CEJIICKTHPAHETO Ha HaW-T00puTe
KaHIUAATH, TPAOBa Ja MMa MOOpH MO3HAHUS
[0 OTHOIIICHHE HA MECTHHS Ta3ap Ha Tpyla u
CIIOCOOHOCTTA J]a HAMEPHU TOAXOISIIH CITYKH-
TEJN, U3TI0JI3BAKN He(hopMaTHUTE MPEXKH IO
Hail-100pus HAunH.

CBIIHOCT ¥ eTanu HA MpoLeca Mo HadupaHe
¥ 10A00P Ha MePCOHAJ B TYPHCTHYECKOTO
npeanpusiTue

HabupaneTo Ha mepcoHan ce ompeness
KaTo MpoIeC Ha TeHEpHUpaHe Ha 3amac OT KaH-
JMJIATH, OT KOUTO Ja Objie U30paH MOIXO0III
YOBEK 3a 3aIbjBaHe Ha CBOOOJHO pabOTHO
msicto. [lo Bpeme Ha mporieca o HabupaHe Ha
KaJ[pu OpTaHU3AIMHUTE Ce CTPEMST Jia TIPHBJIE-
KaT ¥ 3aJbpXKaT MHTepeca Ha TOAXOSAIIUTE
KaHIUAATH, KaTO CIHOBPEMEHHO C TOBa Ce
ONUTBAT J1a MM TPEACTABST IOJIOKUTCIHUSIT
cu umu K. Habupanero Ha nepcoHall € JiuHa-
MHUYEH TPOIEC, B PAMKUTE Ha KOWUTO OIpe[e-
JICHU JIAIA C€ IEHCHOHUPAT, T0/IaBaT OCTaBKa,
OMBaT MOBUIIABAHW WM TIOHSKOTA YBOIHSBA-
HU. [I[poMeHNTE B TEXHOJOTHHTE, IPOICTypPH-
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TE WJIM Ma3apuTe BOIAT J0 LAJIOCTHA PEKOHCT-
PYKIHUS Ha CHIIECTBYBALIUTE MPOGECHH, KOU-
TO CTaBaT JIOCTHIIHM 3a BBHIIHATA PabOTHA
CHJIa M OTOCPE/ICTBAT Mpolieca 1Mo HabupaHe u
noabop Ha KaJpH.

CamusT mpouec mo HabupaHe u 1moadoop
Ha IepcoHa o0XBallla LIeCT eTama:

1. OmpenensHe Ha KPUTEPUH 3a HAOUpaHe
Ha MepCcoHal.

2. Habupane Ha kanaugaTure.

3. llomyuyaBane M mpemocTaBSiHE HA WH-
dopmanus Ha kKaHauaaTuTe (0OMeH Ha nHpOp-
Malysg MEXIy OpraHu3aluiTa U KaHIuAaTHTe
1 00OMeH Ha HHPOPMAITHS ¢ KaHIUIaTUTE).

4. CpOupaHe 1 cpaBHSIBaHE Ha MOJyUYeHA-
Ta uH(pOopMaIus.

5. B3emane Ha peuieHus 1 HHGOpMUpPaHE
Ha KaHIUJaTuTe.

6. MOHUTOPHHT U OLIEHKA HA Ipoleca 10
HaOupaHe ¥ TOAOOp Ha TIEpCOHAI.

OnpenensiHe Ha KPUTepHH 3a Ha0UpaHe Ha
nepcoHall

Hauanoro Ha nenus mpouec ce nocTass ¢
OTIpeIeNITHETO Ha CBOOOAHATa pabOTHA TO3M-
s 1 HEOOXOAUMOTO HOY-Xay 3a M3II'bJIHEHHE
Ha paboTHUTE 3a/1auu. B3emaiiku pemenue 3a
noadop, KOMIAHUUTE OOMKHOBEHO pa3Iiiexk-
JlaT peAula BBIIPOCH, Ype3 KOMTO Aa OIpeie-
JAT MOAXOAA 3a HOIbJBaHE HA CBOOOIHATA
paboTHA MO3ULKs, KaTO HallpuMmep:

e KakBo e ectecTBOTO Ha paborara?

e KakBu ca ocobeHocture Ha padorara,
KOMTO OIpEAeIAT KaHauAaTa?

e Kou ca KIIIOUOBUTE acleKTH OT paboTa-
Ta, KOUTO MICATHUAT KaHAWAAT Ou Kenan na
3Hae Mpely a KaHIuIaTcTBa?

OTroBopuTe Ha TE3M BBIIPOCH CE JaBaT C
M3BECTHA YCIOBHOCT OT aHalK3a Ha mpodecu-
ATa, ATBKHOCTHATA XapaKTePUCTHKAa U IIPO-
¢una Ha 3aeMamys ATBKHOCTTA, KOUTO I03-
BOJISIBAT HAa KaHANWAATHUTE J1a OLEHAT ILIAHCOBE-
Te cu Aa ObAaT Ha3HAUYCHHU.

AHanmu3bT Ha JTHKHOCTTa MOXKE J1a ObJie
OIpe/iesieH KaTo Mpolec Mo HaOupaHe W aHa-
JM3MpaHe Ha WHPOpPMAaLUs OTHOCHO ChAbpKa-
HHETO Ha ompenesicHa mpodecus, KOosATO wie
OCUTYpPH OCHOBAa 3a [UIBKHOCTHATa Xapakre-
pUCTHKAa W JaHHWTE 3a MoI00p, OoOydeHue,
OlIeHKa Ha paboTara W ymnpaBjeHUe Ha H3IbJI-

Henueto #. [Ipu Hamm4ne Ha cBOOOIHO MSICTO
B JaJICHO MIPEANPHUITHE HE BUHATH € HE0OXO-
JHMMO M3rOTBSHETO Ha aHAIM3 Ha JUIBKHOCTTA.
Bbnpeku ToBa TON JaBa Bb3MOMKHOCT 3a IPO-
BEpKa Jald CbHIIECTBYBALIUTE TbXHOCTHU
XapaKTePUCTUKU W TPOPHIN Ha 3aeMalius
JUTBHKHOCTTA TIOCpenaT ObJenuTe HYXIu Ha
KOMIIAHMATA. 3a Ta3| I1eJT OPTaHU3AIMUNATE MO-
rat Ja M3I0JI3BaT METOJU KaTo: HAOJII0JCHUE
Ha paborara, paOOTHHM JHEBHHIM, HHTEPBIOTA
C BeYe 3acMallld JUThKHOCTTA, BBIPOCHUIIH,
KaKTO W CIHUCHIM 3a MpoBepka. Pesynrarute
OT IMoA00EH THI aHaJ3 Ha IIBXHOCTTA Ha-
MHpaT OTpakeHWE B JUTHKHOCTHATA XapaKTe-
PHUCTHKA ¥ TPOQHIIA HA CIIYKUTEIS.

JTBKHOCTHATA XapaKTEPUCTHKA € JIOKY-
MEHT, KOHTO ouepTaBa IeJuTe Ha padorarta,
M3UCKBAHHUTE 3aJa4M, 3abJKCHUSITA U OTIO-
BOPHOCTHTE TIO M3ITBIHEHHETO Ha TPYHAOBUTE
B3aMMOOTHOIIEHUS. Ts chabpika AeTallIu OT-
HOCHO YCJIOBHATA W pela Ha W3ITBIHCHUEC HA
3aAbJDKCHUATA, BKIIIOYUTCIHO B’I>3Hana)KI[e-
HUETO U paboTHOTO Bpeme. Ts TpsOBa ja ce
CTPEMH J1a TPeIOCTaBs sicHa MH(opMaIlus Ha
KaHIUJATUTE OTHOCHO KOMIIAHMATA H JEM-
HOCTTa ¥, KaTO CBINEBPEMEHHO MPEIOCTaBs
peaNMCTUYHA BU3yann3anus Ha paborara. Xa-
pakTepHUCTUKATa CIe/IBA Ja M3IIBIHIBA POJISTA
Y HA MapKETUHTOB JOKYMEHT, KOWTO IETH Ja
npejcTaBu paboraTa B Hail- MPUBIICKATCITHUS
Y BUJI TIPEJT NOTSHIIMAIHUTE KaHIUIaTH.

[Ipopunbr Ha 3aemamus UIBHKHOCTTA
¥“Ma 3a el J1a U3rpaan ImpeacTasa 3a ,,uacai-
HUA YOBEK 3a ChbOTBETHATA MO3ULIUSA U PaMKa
Ha KOMIICTCHIOUHUTE, KaTo HpC}lOCTaBI/I BB3-
MOJKHOCT 3a OLICHKA JOKOJIKO KaHJIUJATUTE Ce
JOOJMKABAT JI0 WACATHUS CITy:kuTed. Tpamu-
IIUOHHO, TPO(UITBT HA 3aeMallHs JUTHKHOCTTA
€ JOKyMEHT, OTHCBAIll JUYHU YMEHHS W Xa-
PaKTEepPUCTHUKH, HEOOXOAWMH 3a TOCpEIaHe
HYKJWTE Ha MO3UNHNATA, OOMKHOBEHO M30poe-
HHU KaToO CBUICCTBCHU U HpGHOp'I)‘II/ITeHHI/I.
ChIECTBEHUTE KPUTEPHH, OKPUBAIIY MUHU-
MaJIHUS CTaHJAapT 3a ChOTBETHATA TBIKHOCT,
CITy’KaT KaTO OCHOBA Ha MOTEHIIMAIHOTO OTCS-
BaHe Ha KaHmmmatute. OT CBOS cTpaHa, Tpe-
MOPBYNUTETHATE KPUTEPHH Ca TE3H, KOUTO Ca
HaJ MUHAMAJTHUS CTAaHAAPT U CJeIBa Ja OCH-
TYpsT OCHOBaTa 3a n30opa.

B nayunara nurepatypa ca pa3paboTeHU
JIBa MOJIeJNa 3a oIpejieNisiHe Ha poduia Ha 3a-
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eMallys JIHKHOCTTA, 8 UMEHHO:

o CeneM-TOUYKOBHAT IiaH Ha Anek Po-
JOKBP: TOW BKIIIOYBA!

o OuU3NUECKU  XapPaKTEPUCTUKH, KaTo
BB3MOXKHOCT 32 HOCEHE Ha TeXBK TOBap, BHH-
IIICH BUJ, PCUYEBU €TUKET U MOBEICHHE.

e [locTmxenus B obmactra Ha 0Opa3oBa-
HHETO: NpodeCHOHATHA KBATH(HUKAIHS U TIPO-
(ecroHaneH onuT, He0OXOANMH 3a paboTara.

e OO0 HHUBO Ha HHTEJIMIEHTHOCT U
BBH3MOYKHOCTTA 32 ONPEAC/ISHE U pelllaBaHe Ha
npoOIIeMH.

o CrieraHu CIIOCOOHOCTH: yMEHHMS, Ka-
YeCTBA MJIM KOMIICTEHIINH, CBBP3aHHU ¢ padoTara.

e VuTepecu, cBbp3aHu ¢ pabOTHU WM
pa3BIIEKaTeHN 3aHUMaHWs, KOUTO MOTaT Ja
BJIHSAT BBPXY paborara.

e [loBeneHne Ha pabOTHOTO MSCTO, BEXK-
JIUBOCT U JIF0OE3HOCT.

e OOCTOATENICTBA, KATO BB3MOKHOCT 3a
pabota oT goMa WM CHOCOOHOCT 3a paboTa
TIPY HEpETJIAaMeHTHUPaHO PabOTHO BpeMe.

e [ler-TroukoBata cucrema Ha J[KOH
MbHpo @peii3bp BKIOYBA:

e Bmn3jelicTBre BBpXY APYTH XOpa: HATIOIO-
0siBa (pr3MUUECKHTE XapaKTEPUCTUKHN Ha POmKbD.

e Kpanudukanus u omnuT: mojo0Ha Xa-
paKTepHCTHKA Ha TIOCTIKEHUATA TIPU MOJela
Ha Pomxbp.

e BponmeHn crocoOHOCTH ¥ 3aJI0KOH:
CXOIIHM C HUBOTO HAa MHTEIUTEHTHOCT, IOCO-
4eHO OT Pomxbp.

e MoTuBalus: JKeJaHHETO Ha YOBEK Ja
MOXBHE YCIEXH Ha pa0OTHOTO MSCTO.

e [IpucnocoOsiBaHe: BKIIIOYBA THIYHOCTHU
(akTOpH, KOUTO MOraT Ja OKa)KaT Bb3JICHCT-
BUE, KaTO HAlpuUMep CHOCOOHOCTTA 3a CIpa-
BSIHE C TIPOOJIEMHH KITMCHTH.

B nelicTBuTENHOCT U3MOI3BaHETO HA paM-
KOBH Tpopmiii Ha 3aeMamius JUTHKHOCTTA |
KOMIIETEHLIMMTE MOXKE Jia BKJIIOYBA CTEIEH Ha
CyOCKTHBHOCT, OCOOEHO 10 OTHOIICHHE Ha
npereHKara Ha ,,lIPaBUJIHOTO™ TIOBEJICHUE WU
BBHIIICH BHJ| HA IOTCHIUAHUTE CITYKHTCIIH.
ChlilecTBYBa peaiHaTa Bb3MOXKHOCT 33 HETOJI-
KOBa SIBHU (DOpMH Ha TUCKPUMHUHAIS TIPH U3~
MOJI3BAHETO HA TE3W JIOKYMEHTH B TIpolieca Ha
B3€MaHE Ha OKOHYATEJIHO PELICHUE KOU Ja O'b-
JIe HaeTHsI KaHIUJIAT OT CTpaHa Ha KOMIIAHUSITA.
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Ha0upane Ha kanauaaTuTe

[Tpn HabupaHeTo HAa KaHOUIATUTE MOTaT
a ce M3MOJI3BaT KaKTO BHTPEIIHH, TaKa U BbH-
IIHA MeToxu. [IbpBOHAYAIHO OpraHM3amuiTa
¢ M3MpaBeHa mpej u3dopa Janu Ja ce HaCO4H
KbM BBTPEIIHUTE KaJpH WM KbM BBHIIHHSI
naszap Ha TpyAa. Hikon kommnaHuu pasmonarat
C penuua METOAM, KOUTO MOraT Jia ceé B3eMar
1O/l BHUMaHME NPH HACOYBAHE KbM IEJICBU
masap 3a HOBH ciyxuTeiad. Ha mepBo MmscrTo,
TE MOTAT Ja U3MOJI3BAT HAIMYHUTE CH CITyKH-
TENM B THPCEHETO Ha KaJIpu, ChbOTBETCTBAIIH
Ha HeoOXoJuMara KBajau(ukausaTa 3a HoBaTa
cBOOOIHA TO3ULIHUS, KOETO MPEACTABISIBA YacT
OT BBTPEIIHOTO HaOupaHe. Bwv3mMoxHO €
MyOJNMKYyBaHETO Ha OOSBW 3a BaKaHTHH IT03U-
IIUM U BBB BBTpenHara ¢pupMena mpexa. [lo-
BUIIIABAHETO U TpaHcdepuTe Ha KaJpu B pam-
KHATEC Ha KOMITQHUSTA MOHSKOra MOTaT Ja pe-
maT npobnemMa ¢ HaOMPaHETO Ha CIYKHUTEIH
32 HOBO CBOOOJHO MSICTO, HO TO3H MOAXOX
npesronara Ha3Ha4YaBaHETO Ha HOBH CITYXKH-
TEJN HA CTAPUTE TTO3UIIHH.

OpranusanuuTe Morar jJa ce Hacodar H
KbM BBHIIIHM KOHTAaKTH, KaTo Oropara mo Tpy-
Jla WM YHUBEPCUTETHTE M MPOPECHOHATHUTE
YUWIHIIA, KOUTO CBIIO TNPEICTaBIsIBAT Bb3-
MOXXHOCT 32 HaOHMpaHe Ha TaJaHTINBH XOpa,
KOUTO KBbM HACTOSIIMS MOMEHT 3aBbpIIBAT
WIN Ca CTYAEHTH, 3aMHTEPECOBAaHM OT HaMH-
PaHETO Ha CTaKOBE C OTJIe]| MTOCIEBAIOTO UM
KapuepHo pa3BuTHe. PeknamaTa u MeuuTe ca
JpYTH Bb3MOXXHOCTH 32 BHHIIHO HaOMpaHe Ha
kaapu. OOsiBuTe 3a pabOTHM MecTa TpsiOBa 1a
Obmar moAOpaHM W TO3UIMOHHMPAHM JOCTa-
THYHO 100pe, 3a Ja MOraT Jia MPHBJIEKAT Cb-
oTBeTHUTE Kanauzaatu. [Ipu n3non3BaneTo Ha
NIeYaTHUTE MEJIMU € BaXKHO Jla ce pasriesaa 00-
Pa3bT, KOWTO KOMIaHUATA Kellae Ja M3TPajiu.
B To3u pex Ha mMucnu mMa u Apyru o0nacty,
KOUTO MOTECHIMATHO MOTaT Jia ObJaT M3MOJ3-
BaHMU 3a IIeJITa, KaTo CpeJ TIX Cca TeJeBU3HS,
paano, KHHO, KapUEePHH IIEHTPOBE, KOH(EpeH-
M, JTHA HA OTBOPEHHTE BpaTH M adumm. B
TYPUCTHYECKATA UHIYCTPHS € TI0-MaJIKO BEpO-
ATHO Ja ObJaT M3MOJ3BAaHM TEJIEBU3UOHHHU,
paguo W KMHO O0SIBH, HO OCTAHAJIHUTE METOIU
ca M3KIIOYUTENHO Toaxoxsmu. pyr u3rou-
HUK 3a HaOWpaHe HA MEPCOHAN, KOWTO CTaBa
Bce mo-ronyJiisiper ¢ MHTepHeT, HO He3aBHCH-
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MO Y€ HEroBara poJis B TO3H MPOIIEC HAPaCTBa,
3Ha4YCHHE My He OWBa 1a Ob/Ie HAAIICHSBAHO.
OcHoBHaTa 1€/l Ha HAOMPAHETO Ha KaJpH
€ rapaHTUpaHe Ha Hal-MO00Bp HAYMH 33 TOJ-
0Op Ha KOHKpETHa IelieBa Tpymna 3a ompele-
JieHa paboTa, KOWTO OCHTYpsiBa PEHTAOMITHOCT.
BaxHo e opraHuzanusTa HEmpeKbCcHATO Jia
npepasriiexjaa Impoleca Mo HaOupaHe W ja
OLICHsIBA HEroBmaTa e(l)eKTI/IBHOCT II0 OTHOIIC-
HUE Ha IPOBOKUPAHETO HA MHTEPEC OT CTpaHa
Ha KaHJauIaTuTe. B JOMbIIHEHHE € Tpernoph-
YUTEIIHO KOMIAHWATA Ja TMpepasriekaa Hu
BBIIPOCHTE T10 OTHOIICHUE HA Pa3XOAUTE H
Ipo0JIEMUTE Ha PABHUTE Bb3MOXKHOCTH.

IMonyyaBaHe u mpeaocTaBsiHEe HA
uHpopManus HA KAHAUAATUTE

[IporechT 110 MOA00P HA KAHIUIATHTE CE
ompejielis KaTo MpoLeC Ha OlCHKA Ha KaHIH-
JIATUTE 33 JaJIcHO pabOTHO MSCTO IOCPEJICT-
BOM pa3HOOOpa3ne OT METOAM, C IeN Jia ce
HAMEpPHU HAW-TIOAXOAAIIUAT YOBEK 3a OpPraHu-
sarusta. Ote e pa3oupaHus T0MbIBAT KOH-
TEKCTa Ha To3u mpoiiec. [IbpBoTO €, ue ToBa ¢
JIBYCTPAaHEH IMPOIIeC, 3alll0TO XOopara HMaT
BB3MOKHOCT J1a C€ OTTEIIAT OT HEro WiIH jJa
OTKaXaT Mpe/JIOKeHUETO 3a pabota. Bropara
ujies € CBbp3aHa ¢ KPUTEPHUUTE 32 1MO000p, KO-
eTo ce JABKM Ha (paKTa, ye MpOIEChT HE Ce
U3BBPINBA BbB BaKyyM. HeroBUsIT KOHTEKCT ce
KOPEHH B OTTOBOP Ha BBIIPOCHUTE JAJIH JaJCHO
JIMIIC 11I€ OTTOBOPH HA M3MCKBAHMATA 3a JJIbXK-
HOCTTA, JIAJIM 11Ie CE BIUIIIE B pabOTHATA rpyIa
WIN OTACT W Jalii Ie MOXe Jia padoTH ¢ KO-
neru. OlEHsABA c€ M BEPOSTHOCTTA TO Jia Bb3-
npueMe OpraHu3alMoOHHATAa KYJATypa W HAuH-
Ha, M0 KOMTO MpoTHYaT JEHCTBUATA B JlaJieHa
¢upma. B onut 1a ce HaMepu OTTOBOP Ha TE3U
BT)HpOCI/I, KOMIIAHHUUTE Ca HpI/IHy)Z[CHI/I Ja Cb-
Oupar JOCTaThb4YHO KOJIMYECTBO MH(OpMAaIus
3a KaHJUJATHUTE, KOATO € HEOOXOoauMa U MO/I-
XOJIAIIA 10 OTHOIICHHE Ha TPEJCTOosIIaTa pa-
00Ta M JICHHOCTTa HA JIPY>KECTBOTO KATO IISLIO.
Bbrpeku pa3HooOpa3sMeTo OT METOIH 3a Ta3u
e, HAMa yYHU(QHIMpAH HA4YWH, KOUTO aa e
BCEOOII0 TPU3HAT 32 Hal-00bp, 0COOEHO Ka-
TO Cce MMa TPEIBH/ HUBOTO HA YYacTHE Ha YO-
Bekus hakTop B To3u mporiec. [lopaau ToBa
M3CIIEBAHETO HA HAKOM OT TEXHUKHUTE, KOUTO
ce M3I0JI3BAT MPH MOoA00pa, MOXKe Ja Obae u3-

KIIFOYUTEIIHO TIOJIC3HO.
[IbpBUAT METOJ, KOUTO € U Hal-momys-
PEH, € MHTEPBIOTO. BBIpPEKH KPUTHKUTE KbM
HEro, TO € LIEHTpaJeH eJeMEHT B Mpoleca Ha
noa0Op B MHOTO TYPUCTUYECKH OpPraHU3ally.
WHTepBIOTO ce pasriiexaa Karo Hal-IeCHUs U
Hall-eBTUH MOJXOJ U TOBA, Ipej KOWTO MoBe-
4eTO KaHJUJaTH OYaKBar jJa ce u3npasar. To e
0bp3, yao0eH 1, KoraTo ce MpoBekaa MpaBuII-
HO, e()eKTHBEH WHCTPYMEHT 3a u300p. 3aToBa
MO-CJIO)KHUTE TEXHUKH, Bb3HUKHAIN HACKOPO,
KaTO NCUXOMETPUYHHUTE TECTOBE M LIEHTPOBE-
TE 3a OLICHKA, Ca [0-CKOPO B JIOIBJIHEHUE KbM
HETO, a He HEroBa CbBPEMEHHA aITEPHATHUBA.

Mo cBosiTa CHIIHOCT MPOIECHT HA UHTEP-
BIOMpaHe ¢ chOupane Ha MH(OpMALUS, KOSTO
JlaBa Bb3MOJKHOCT 3a OIIEHKA Ha MPUTOTHOCTTA
Ha KaHjaujaaTa 3a omnpenenieHa pabora. Upes
HEro ce LeM Jla Ce peliar CIEAHUTE YEeTHPH
3a7a4u:

e PemmaBa ce pganmu JajgeH KaHIuIar €
TTOIXOIATI 3a paboTara.

e [IpereHsBa ce BEpOSTHOCTTA JIULETO J1a
ce BIIMILE B ChILECTBYBallaTa paboOTHA Ipyna
WIN B OpraHM3aluATa KaTo LsI0.

e [IpuBiuuar ce kKaHaUIaTH 3a paboTa.

e YCTaHOBSIBAT C€ OCHOBHHUTE OYaKBaHUS
Y M3NCKBAHUSA Ha paboTaTa.

OcBeH MHTEPBIOTO CHILECTBYBAT peaulla
Apyru TCXHUKH, KOUTO OpraHU3allUUTE MOrat
Jla M3M0J3BaT 3a ChOMpaHe Ha HH(OpMALHS
OTHOCHO KaHgupgature. Cpel TIX ca ICHUXO-
METPUYHUTE TecToBE. Te ce M3Mo3Bar Bee Io-
4eCTO OT KOMIIAaHUHUTE, OCOOCHO NpU 3aeMaHe-
TO Ha PBKOBOAHU MIBXHOCTH, 3a U3MCPBAHC
Ha MHIMBHYyallHATA Pa3jiMKa B HAKIOHHOCTH-
Te, MHTEJIUTCHTHOCTTA WM Xapakrepa. Haii-
MPOTUBOPEUMBH Ca JIMYHOCTHUTE TECTOBE, Thi
KaTo 4pe3 TSAX Ce MPaBU ONMT Ja CE MPELEHH
Kak Xopara ILe Ce CIPaBAT C W3UCKBAHUATA,
cTpeca U CTPOroTO OTHOLIEHUE WM Ja ce II0-
Jy4d WHPOPMAIHS 32 HA4YMHA, 110 KOHUTO Bb3-
npueMaT BJacTTa WM TBOpYecTBOTO. HeszaBu-
CHMO OT TOBa, T€ MOTaT Jia IOMOTHAT Ha Qup-
MHUTE A2 B3eMaT OOCKTMBHHM M IO-HAICKIHH
peuieHust npu noadopa Ha KaHIUIATUTE, IPU
YCJIOBHE Y€ C€ M3II0JI3BAaT 110 MOIXOSI] HAaUuH
" CC aAMUHUCTPpHUPAT IIPAaBUITHO.

Jlpyru TEXHWKH, KOUTO MOraT Ja ObaaT
W3MOJ3BaHU OT TYPUCTUYECKHUTE OpraHU3alHy,
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BKJTFOUBAT TPE3CHTAIMU WIH Pa3IHYHU TPYIIO-
BU METOJIM, KOUTO YeCTO M3MCKBAT pa3periaBa-
HE Ha MPOoOJIEMH WM eJIEMEHT Ha POJIEBU UIPH.
C U3MOM3BaHETO HA TEXHUKUTE 32 pellIaBaHe Ha
npoOJieMH B MajKH TPYNd KaHAWAATH HMat
BB3MOXKHOCT Jla JIEMOHCTPUPAT CIOCOOHOCT 3a
paboTa B eKHIl, KpEaTUBHOCT M YMEHHS 32 MEXK-
IYJTAYHOCTHA KOMyHHKarwsa. Jlpyr merom e
YOPaKHEHUETO ,,OpraHW3alys Ha TeKyllaTa
paboTa”, mpu KOWTO c€ CUMYyJMpa TeKyllara
JICMHOCT HA MEHU/DKbPA U KaHIHJIATHT TPsOBa
Ce CIIPaBU C Hesl, B3eMaKK pelieHns: Ha Tpoo-
JIeMUTe, Ha KOUTO CE€ HATHKHE B IIPOIIECa.
[locnenauar meron 3a crOMpaHe Ha WH-
dbopmaiusi OTHOCHO KaHIMJIATUTE HMa I10-
CKOpO MpOIIECEH, a HE MaTepuayieH LEHTHP.
Upe3 Hero TYpHCTHUECKUTE KOMIIAHUU W3ITO0JI-
3BaT KOMOWHAIMSI OT BCHYKH W30pPOCHU TIO-
rope TeXHUKH. BBIpekn mmpoKoTo UM BB3II-
preMaHe KaTo Hal-OOCKTUBHUAT MHCTPYMEHT
3a CeJIeKlus, KOUTO JaBa Hal-TOYHHUTE MpOr-
HO3M 3a OBJeHIUTE Pe3yITaTH, TE Ca ChIIO Ta-
Ka CJOXHH 3a TMPOCKTHPAHE, BPEMEEMKH WU
ckbrioctpyBamu. [lopamu Te3u npuunHm, Hall-
94ecTO, HO He €IWHCTBEHO, C€ M3IOJ3BAT IMPH
Ha3HaYaBaHEe Ha yMPaBICHCKH MEPCOHA.

CnOupaHe n cpaBHAIBaHe Ha NMOJTy4YeHATA
uHpopManus

B 3aBucumoct ot BHAa Ha paboTata W B
Clydaii 4e WMa TIOBeUe OT CIUH KaHIWIAT,
CJIe/IBaIliaTa CThIIKA OT Tpolieca 1Mo HabupaHe u
MoI00p Ha KaJ[py € M3rOTBSHETO Ha IPeBapH-
TEJNICH PaHKUPaH CIUCHK HAa KaHAUIATUTE, YNH-
TO Ouorpadus 1 MOTEHINAT Ca B ChOTBETCTBUE
¢ podmIIa, ChIBPIKAII Ce B paMKaTa Ha KOMITE-
TEHTHOCTUTE. KOHBEHIIMOHAITHUAT METOJ[ 3a
CBCTAaBSIHETO MY € IMOIpPEKIaHe B CPaBHEHHUE C
JIOKYMEHTHUTE, TOCOYCHH To-rope. Jpyr moaxon
MOXE J]a C€ OCHOBABa Ha CTPOT M CUCTEMAaTUUCH
Iperjie/] Ha BCCKU KaHIUAAT Ha TeT eTarna:

e YTBBP)KIaBaHE Ha OCHOBHU KPUTECPUU
3a Tpe/IBapuTeNHUS H300p.

e 3roresine Ha COOCTBEH CIHCBK C OII-
peneneH Opoil KaHIUIATH OT CTpaHa Ha BCEKHU
OTJICJICH CEJICKITHOHED.

e PazkpuBaHe Ha CHUCBHIMTE W ONHT 32
MOCTUTaHe Ha KOHCEHCYC, aKO HAMA TaKbB.

e Jluckycusi Ha TPUYMHUTE HIKOU KaH-
JUJIATH Ja ca TMPEAIOYUTaHH, a IPYTH He.
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e II3roTBssHE Ha OKOHYATCJICH CIIHUCHK
CJICQ NPEroBoOpu U KOMIIPOMHUCH.

B3emane Ha pemenusi u HHGOpMHUpaHe HA
KaHIUJaTHTe

Crnen xato e chOpaHa HeoOX0UMaTa MH-
dopmarss OTHOCHO KaHIMIATHTE M TE ca
pamXUpaHH B IMpPEIBAPHUTEICH CIHCHK, Opra-
HU3anusATa n30upa HAM-MOIXOISIIUAT KaHU-
nar 3a paborara. M30paHOTO jMIle, KaKTO W
OCTaHAITUTE TMPETEHCHTH 3a MSCTOTO, TpIOBa
na ObnaT WHGOPMHpPAHH 3a PEIICHUETO BHB
BB3MOXHO Hal-kparbk cpok. OOGparHarta
BpB3Ka C OTMAJHAINTE KaHIWUAATH TPsAOBa J1a
6'1),[16 KOHKPETHA U J1a UM II03BOJIM Jia OLUCHAT
HAITBJIHO 3al0 HE Ca HAeTH Ha JUTHKHOCTTA.
ITpenMymIecTBO OT KOHCTPYKTHBHATA 00OpaTHa
BpB3Ka €, Ue B Kpas Ha mporieca no HabupaHe
U MoA0O0p OpraHHU3aIUATa BCE OIIe TMOTbpKa
MOJIOKUTETEH UMHUJIK.

MOHMTOPHUHT U OlleHKA Ha mpoleca no
Ha0upaHe U MOA00P HA MEPCOHAJ

3a na ce cuuTa ISUIOCTHHUAT TPOIEC 0
HaOupaHe ¥ moa00p 3a YCIICIICH, € BayKHO TOH
na Obie BB3MPHET OT KaHAUAATHTE KaTo CIpa-
BEIJIMB, J1a ObJe peHTaOuIIeH, JIeceH 3a YIOT-
peba, mpreMITB KaKTO 3a OpraHU3alHATa, Ta-
Ka ¥ 3a KaHIUIAaTHTe, Ja ObJe HANeKICH U
BanujieH. HajexaHocTTa ce oTHacs 0 cre-
MeHTa, JI0 KOSATO TeXHUKATa 3a MOAOOop TMoKa3-
Ba MOCTOSHCTBO B PE3yJATAaTHTE MPU MHOTOK-
patHa ymotpeba. BamumHoctTa MoXke Ha ce
pasriexaa B TPU pasIMYHU acleKTa: BhHIIHA-
Ta BAIMTHOCT C€ OTHAcCS IO BBIPOCA Han
nporeaypara 3a moadop € BaJdHuAHA CIOpen
KaHIUAATUTC U MPOBEKAAIINA Ha61/1paHeTo n
noadopa; MporHo3HaTa BaIUIHOCT c€ 3aHHMa-
Ba C TOBAa JIOKOJIKO PE3yJTAaTUTE OT IMpoleca
MOrar Jia IpeJcKakaT BepOSTHOCTTA KaHIU/1a-
THT Ja pabdOTH ePEeKTHBHO, KOTaTO € Ha3Ha-
YeH; BAJINIHOCTTAa HAa CHIBPKAHHETO O3HAYa-
Ba, Y€ METOJUTE 3a OIleHKa Ha OMpe/IesIeHH
YMEHHS Ca YMECTHU CIOPSAMO IO3ULUATA, 34
KOSITO ce ThpcH mepcoHan. Hakpas, epekrus-
HOCTTa Ha M3I'BJIHEHHETO W PA3BUTHETO Ha
HOBHSI CITY>KUTEJI TPsIOBa Ja ce MpOoCIe/sBat, a
YIIOBJICTBOPEHHETO OT padoTara My, KakTo U
TOBa Ha OCTAaHAIHA TIEPCOHAN Aa Obae Habo-
JIaBaHo, 3a JIa MOXKE OpTaHM3aIHsATa JIa Pa3BU-



HABUPAHE U I10JFOP HA KA/IPYU B TYPUCTUYECKATA HHYCTPUA

Ba MO-HATATHK Tpolieca Mo HaOWUpaHe W MOJ-
00p KaTo 11510,

YupagsiieHue Ha MHOrooopa3uero — HOB
MOAXO/ B YIPaBJIEHHETO HA YOBELIKUTE

pecypcu

Koraro nabupanero u moxdopa Ha KaJIpu
Ce W3BBPIIBAT B TO-TOJSIMO Teorpad)cko u
KYJITYPHO TPOCTPAHCTBO, a OPTaHU3AIMATA Ce
CTPEMH Jia TMOUepTae poyisATa Ha KYJTYPHOTO
MHOT000pasue B Tpoleca, M3rpaxIaHeTo Ha
cTpaTerys B MOJKpeIa Ha Ta3H IIeJ olpeesie-
HO III¢ JIONIPUHECE 3a MPEBPBIIAHETO U B YC-
nex. Ts TpsOBa Ja € TOYHO OompejeNeHa Mo
OTHOIIICHUE Ha YNPaBJICHHETO HA MHOT000pa-
3UE€TO ¥ HAYWHA, 110 KOWTO KOMIIAHHATA BB3-
HaMepsiBa Ja ro u3noi3sa. OTrOBOPHOCTUTE H
AHra)KMMEHTUTE Ha PHKOBOACTBOTO TPsIOBa Ja
ObJaT U3SCHEHU M Ja CC Ch3/aaT ONECPATUBHU
NPUHIMIK 332 KOH(IMKTHU curyanuu. Cren
TOBa BCUYKH CTaHJAPTH, METOJIU U MIPOIICTYPH
OTHOCHO KaHIWJATUTE, UHTEPBIOTATA M KPH-
TepuuTe 3a Moa00p TpsAOBa /a OBAAT TOTOBO-
PCHU Taka, 4e Ja MOJAKPENAT PaBEHCTBOTO U
KYJITYPHOTO MHOI000pa3ue M Jia OCHTypsiBat
JIOCTBIT 70 ToAXojsmaTa nenesa rpyma. Oc-
BEH TOBa, OM Owio J100pe Ja ce BhBENaT WH-
JIMBUyaTHO HACTABHMUYECTBO U TUIAHUPAHE HA
KapUepHOTO Pa3BUTHE B MO-JbIBI BPEMEBU
MeproJl 3a HachpYyaBaHe Ha paBeHCTBOTO. He-
00X0MMO € Jia Ce Ch3Jaje, ChIIO Taka, Crpa-
BEIUIMBA CHCTEMa Ha 3aruramiane. B qombime-
HUE, €JlHA CHJIHA OpraHM3alMOHHA KYJITypa,
KOSITO HAachpyuaBa W 3a4dTa BCEKH WHIUBH/I,
ch3naBa aTMoc(epa Ha YBEPEHOCT U JIOBEpHE
MEXTy pa3nuuHuTe Kyntypu. He Ha mociemHo
MSCTO, IPEHOPBYUTEIIHO € Ja CE MPOCIeAsIBaT
W OLICHSBAT PEIICHUsATA 3a MOAOOp Ha Mepco-
Hajla U J]a Ce BBBEJC CHCTEMa 3a OOpaTHa
BPB3Ka, 3a Jla C€ YCTaHOBU PEAIHOTO HUBO HA
OCBINECTBSIBAHE HA YIPABICHUETO HA MHOTO-
obpasueTo.

VYrpaBineHueTo Ha MHOTOOOPA3UeTo KaTo
MOJXO0JT 3a YIPABJICHUE HA YOBEIIKUTE PECyp-
CH CBIIO TaKa O3HA4YaBa, Y€ MEHUIKMBHTHT
TpsiOBa Ja mpueMe UJesiTa, Y€ KOJKOTO € II0-
pa3HooOpaszHa paboTHaTa cuia, TOJIKOBA TO-
BaXHH ca conuaiHd ymeHus. OcBeH TOBa,
TpsiOBa 1a OBAaT pa3pabOTeHW MHOMKECTBO
pa3InYHUd METOIU M CPEICTBA 32 KOMYHHKa-

U, ¢ Ien nu30sArBaHe Ha HEJOpPasyMEHHS H
aurnica Ha WHGOpPMAIMsS W IOBUIIABAHE HA
e(beKTI/IBHOCTTa Ha KOMYHHKalusATa U B3aUMO-
JIEACTBUETO MEXKY XOparta.

H3Boan

e B CbBpeMEHHHUTE YCIIOBHS OT TOJSIMO
3Ha4YeHHEe 33 OpraHM3alUHUTEe B Typu3Ma € Ja
pazpaboTsaT GopManHu U CHCTEMATUYHHU TIPO-
LeypH 3a yCIICIIeH U peHTabuIIeH Mpoliec Mo
HaOupaHe u oA00p Ha TIepCOHAI.

o Kommanuure B TypucTHYecKaTa WH-
JOyCTpHs pasmoyiarar ¢ rojsM Habop OT METo-
IM ¥ TEXHUKH, 9pe3 KOWUTO Jia TMOIXOAAT KbM
BBIIpOCa 32 HabWpaHe U MoJ00p Ha KaJpH.

e HempekbcHAaTO pacTe OTrOBOPHOCTTA
Ha TPEINpUATHATA 110 OTHOIICHHE BBBEXKIA-
HETO Ha IMPUHLOUIIATE Ha CHPABCIJIUBOCT H
pasHooOpasue B mpolieca Ha HaOupaHe U ToJI-
00p Ha CIYKUTEIH.

3akaro4yenne

B nnemHo Bpeme ce HaOII0aBaT 3HAYH-
TeTHM M3MEHEHHs B Ipolieca Mo HabupaHe H
noa0dop Ha MEepcoHan B TypHCTHYECKaTa HH-
IyCTpHsi, HO OT Apyra CTpaHa, MHOTO TPaJu-
[IMOHHM TIPAKTHUKH OCTaBaT HEMPOMEHEHH.
[MpomsiHaTa e ce CbCTOM B ThpPCEHE OT CTpaHa
Ha OpraHu3alliuTe Ha ,JIpaBUIHHUTE" XOpa,
BbB BHEJIPABAHETO Ha MO-CIOKHHU TEXHHUKHU 32
cpOupane Ha MH(OpPMALMST OTHOCHO KaHIUA-
THUTE 32 JIaJIeHO0 pabOTHO MSCTO U B 0OBBP3Ba-
HETO Ha yMpaBJIEHHETO HA MHOTO0Opa3MeTo ¢
yIPaBICHUETO Ha YOBEIIKUTE pecypcu. Bbi-
peKH TOBa, YTBBPJCHU (GopMH Ha HaOUpaHE U
noAdOp Ha CIYKUTENU ca BCE OLIEC LIMPOKO
Pa3npocTpaHeHH, a MPOLEChT B MHOTO TypHC-
THUYECKU OpPraHU3allM{ YeCTO OcTaBa Hedop-
MaJieH, 0COOCHO TPH THPCEHE Ha ONEepPaTUBHH
u ¢hpoHT-0huC KaapH.
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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:

e expensive use of management time;

e retraining performers;

e recruiting replacements for individual
who leave very quickly;

e high-labour turnover;

e absenteeism;

e low morale;

o ineffective management and supervision;
e disciplinary problems;
e 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™. 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-

! Beardwell, 1., 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 process®.

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:

e What does the job consist of?

e What are the aspects of the job that
specify the type of candidate?

e 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”. Under-
taking a job analysis may not be necessary for

% 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.
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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-
Jformance of objectives and the reporting rela-
tionships®”. 1t 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:

e Alex Roger seven points plan in-

cludes”:

e Physical characteristics, such as the
ability to lift heavy loads or appearance,

4Armstr0ng, M., Handbook of Human Resources
Management Practice, Kogan Page, London, 2009, p. 14-15.

° 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.

e Attainments including education or pro-
fessional qualifications, work experience con-
sidered necessary for the job.

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

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

o [nterests related to work or leisure pur-
suits that may have a bearing on the job.

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

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

e Munro Fraser five — fold grading sys-

tem is provided“:

e /mpact on other people — similar to
Roger’s physical make-up.

e Qualifications and experience — similar
to Roger’s attainments.

e [nnate abilities and aptitude — similar
to Roger’s general intelligence.

e Motivation — a person’s desire to suc-
ceed in the workplace.

o 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

% 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 applicants’. 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 organization”. 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. 1t 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.
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evaluation of the appropriateness of the indi-
vidual for a particular job. Its purpose is to ac-
cess four objectives:
e To decide if an applicant is suitable for
a job.

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

e To attract applicants to the job.

e 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 staff’.

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:

e Essential criteria for shortlisting.

e Individual selectors produce their own

list of a given number of candidates.

e Sclector reveal list and try to reach

consensus, if still not clear.

e Discuss why certain candidates are pre-

ferred and others not.

e 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.

? 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 success'’. 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

19 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
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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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JOBPOBO/TYECKUAT TYPU3BM — HOBUAT EKOTYPU3BM

I'n. ac. n-p Tonopka TonueBa

Kameopa ,, Hkonomuka na mypuzma “, YHCC

Enna ot HOBHTE (OpPMHU HA TYpHU3BM, KO-
UTO CE MOSIBUXa HAIOCIEAbK, € U3BECTHA MO/
HaMMEHOBAaHHUETO ,,BONYHTAPUIBM', WM J00-
pOBOJYECKH Typu3bM. TOH mpencTaBisiBa
MpaKkTUKa Ha XOpa, OTHBAIIH Ha ,,paboTHA TI0-
YKMBKa“, JaBalli JOOPOBOJIHO TpyJa CU 3a
JocToiiHu Kay3u.l Boenpeku ye moOpoBoirdec-
KaTa JeHHOCT € JoOpe M3BECTHA Ha XOpara OT
MHOTO JIeCeTHJIECTHs, KOMOMHAUUATA H C TypH-
3bM € CPaBHUTEJIHO HOBO SIBJICHHE, B HAllIM
JHU T CBHOICCTBCHO C€ M3MEHHU II0 CBOA Xa-
pakrep — TpaHcopmupana ce € 0T HHIUBHIY-
alleH QITPYUCTHUYEH CTPeMEX KbM IIO-
KOMepcHaiaHa GopMa Ha KOHBEHLIUAJICH TypH-
3pM. Bce noBeue pacte Opost Ha yed caiiTo-
BETE, IIOCBETEHH Ha JOOPOBOIYECKUS TYpH-
3bM, B KOUTO C€ JaBaT MecTara, M3I0JI3BaHU
KaTo JIECTUHALIMU U OpraHU3allunuTe, KbM KOH-
TO >KeJlaeluTe Morar Ja ce oObpHaT, 3a Ja
cTaHat TypucTH-1o0poBonuu. OT Te3u caiTo-
BE CTaBa SICHO, Y€ Ipe3 MOCIEeIHUTE ABE Jece-
TWJIETUS! OpraHu3aluuTe, Npejiaraly Typuc-
THUYECKH BaKaHIUH 3a JOOPOBOIYECKU TYpH-
3bM BCE MOBEYE ChCPEJOTOYABAT CBOETO BHU-
MaHU€ BBPXY KOHBEHLIMOHATHHUTE THPrOBCKH
naszapu 3a Typu3bM. OT XapakTepuCTHKaTa Ha
J0OpOBOIUECKUS TYPU3bM MOJKE Jla Ce Halpa-
BU U3BOJI, Y€ TO3U BUJ TypH3bM BEPOSATHO L€
CTaBa Bce MO-pa3HO00pa3eH Mo mamad u pas-
MIpOCTpaHeHHue, 11Ie ce pa3BHBa U B ObAeIe, IO
CHUIMS HAYMH, KAKTO CKOTYPU3MBT pa3IIHpsBa
nasapa cu, 3aryoBaiiku MoBede OT OTIMUIHUTEN-
HHUTE CH YEPTHU, KOUTO XapaKTePU3UpaT HEro-
BaTa ITbPBOHAYAIIHA opMa.

1. ComHOCT HA 7OOPOBOIYECKHSI TYPH3IBM

Criopen CBOETO 3HAYEHHWE MOHATHETO
,,TYPUCTH-TOOPOBOJITN Ce OTHACS 3a OHE3W
TYPHUCTH, KOUTO ,,IT0 Pa3INYHU IPUYNHHU ydac-
TBaT IOOPOBOJIHO, [0 OPraHU3UPAH HAYUH 110

BpEMe Ha CBOSATA BaKaHIUS B ICHHOCTH, KOUTO
MOTaT Jia BKJIKOYBAT MOJIIOMarane Wi ooer-
YaBaHe HA MaTepuajHaTa OeTHOCT Ha HAKOU
TPynu B OOIIECTBOTO, BH3CTAHOBSIBAHE HA OII-
peleneHn 30HM OT OKOJIHATa Cpejia, WM Ha-
YUYHH M3CIIeIBaHUS Ha 00IIecTBOTO™ .2

HoOpoBonute TypucTu He OuBa ma ce
ObpKar ¢ ,,paboTemIuTe TYPUCTH, KOHUTO
OOMKHOBEHO Ca TYPHCTH, TPEANpPUETH IBTY-
BaHE C IIeJT J1a HaMepsT IUIaTeHa TPy/0Ba 3ae-
TocT. KIltouoB MOMEHT B OIpeJesieHHeTo 3a
TYPUCTUTE-T00POBOIIIH, € JIUIcaTa Ha 3aruia-
mane. Typuctute-g00poBONIIHM HE MOTy4aBaT
Bb3HArpakKCHUE MO BpeMe Ha TAXHOTO MBTY-
BaHe. BMecTo ToBa Te miamar mo pasIHYHA
HAa4YMHY 32 NPUBUIICTHATA J1a W3BBPIIBAT 100-
poBousiuecka aeitHoct. [lo ce otHacs no 3am-
JalaHeTo, TYPUCTUTE-TOOPOBOJIH  YECTO
IUIAIAT OTHOCHTENIHO TOBEYEe, OTKOJKOTO OH-
Xa 3aIUIaTHIIM 32 e/1Ha ,,HOpMaJHa MOYMBKa™ B
chIllaTa JeCTUHAIMSA C TOIBIHUTEIHHS Pa3Xo
na ObJaT B 10J13a Ha Kay3aTa, MM TIPOEKTa, 3a
KOWTO T€ TIoJlarat cBOs JOOPOBOJICH TPY/I.

[lo cBosta mpupoda IT0OPOBOTYECKHAT
TYPU3bM € CIOpPaJUYHO U CMU30AUYHO SBIIC-
HHe. B HacToAmMA MOMEHT 10OPOBOITYECKHUTE
IBTYBaHUS MOTrar 1a ObIaT KakToO KpaTKoc-
POYHM HPOEKTH OT MO HAKOJIKO CEAMHIIH, TaKa
W 32 MO-TIPOABIKUATEIICH MEPUO OT HAKOIKO
Mecela, HO MO-MalKo OT eJHa roiuHa.. Mma
paspacTBail ce 1ma3zap Ha TakbB BUJI BAKaHIIUH,
KOHUTO IO CBOETO BB3HUKBAHE U IPauK MHOTO
Hanomo0sBaT yCHEIIHNUS THPTOBCKH MOJIEN Ha
MAKETHUTE ITbTYBAHUS HA MACOBHS TYPU3bM.

TpyaHo e Ja ce ompeneld ¢ TOYHOCT
KOJIKO IUPOKO € Pa3NpoCcTpaHEHUETO Ha J100-
POBOJTYECKUSI TYPU3bM, Thil KaTO TYpUCTHTE-
J0OpOBOJILIM MHOTO YECTO HE MOCOYBAT LIEJITA
Ha CBOETO ITbTyBaHE Ha I'DAaHUYHUTE BIIACTH
nopagy CTpax oOT ycioxkHeHus. [Ipubmmsu-
TEJHAaTa OIEHKAa Ha HETrOBUs pa3Mep € Harpa-
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BEHa Ype3 MHTEPHET MPOYyYBaHUS C MOMOIITA
Ha KJIFOYOBHSI TEPMHUH ,,JOOPOBOJICI B TyKOH-
Ha“, KOMTO II0Ka3BaT HaJ | MJIH. IIOCEIICHUS
TOJIMIITHO, C IIUPOKA ramMa OT Bh3MOKHOCTH 32
MoJOOHM TpexuBsBaHUSA. B MomeHTa uMa
MHOTO TypOIIEpaTOPH, KAKTO W XyMaHUTaApHU
HETPaBUTEJIICTBEHH  OpraHMW3alldi,  KOWUTO
npeasaraT Ha IHTHUINTE BB3MOJKHOCTTA 1a
y4acTBaT B MPOCKTH, KOMTO MOTaT Jia IIOMOT-
HAT B Pa3BUTHETO HA OOIIHOCTUTE, MPABAT Ha-
YYHU H3CJCIBAHMS, WM [OMarar 3a eKoJo-
TUYHOTO M KYJITYPHO BH3CTAaHOBSIBAHE B CHOT-
BETHHTE JIECTHHAIINN.3

[loxauBaHeTo Ha WHTEpeca KbM H0OpO-
BOJIYECKUTE MIBTYBAHUS M MAIlaOHOTO pa3Iiiu-
psBaHE Ha BBH3MOXKHOCTHTE MM, Ca MPOMEHHU-
JM XapakTepa Ha JeiHoctTa. Typu3MbT Ha-
pacTHa ObP30 ¥ €KCTEH3UBHO NPE3 U3MUHAIIHS
XX BeK W peakiusaTa Ha MacoOBUS TypU3bM
JIOBEJIe 10 MosBaTa Ha HOBU (OPMH HA TypH-
3bM, HSKOW OTpa3sBalldl CHEeIHNAIN3UPaHN UH-
TepecH, IPYrH — TOKA3BaIU KEJIAHUETO 3a
QITEPHATUBEH IOJXO0J KaT0 yCTOWYMBHUS TYy-
pu3bM. ToBa 0OpbIaHE KBM ,,3€JICHUTE", TI0-
MaJIKO BPEIHU TPOIYKTH OKa3a TOJSIMO BB3-
JIEMCTBUE BHPXY TypHU3Ma C Pa3BUTHETO W Ha-
pacTBaHETO Ha IOMYJSIPHOCTTA HA alTepHa-
TUBHUS U €KOTypu3Ma. Typomeparopure ca ce
BB3I0JI3BAIM OT Ta3W HOBA W BhJIHYBaIla TY-
puctute cdepa, KOATO ca 3aIOYHANIU Jla SKCII-
JI0ATHpAT, 3a J]a HAIIPaBAT OIIE O-TOJIEMH Iie-
4anou 4pe3 MPEOCTABIHETO HA HOBHU IPEKH-
BSABAHHUSA B T0-cllabo pa3BuTHTE ObOmactH. B
pe3yiTaT Ha TOBA aNTEPHATUBHUAT TYPU3IBM U
eKOTypH3Ma, OT eIHa CTpaHa MPEAOCTaBAT Ha
KJIMEHTA YCEIIaHEeTO, Y€ BHPIIU HEl0 MOpa-
HO, a OT JIpyra CTpaHa JiaBaT Ha TypoIeparo-
pHUTE BH3MOXKHOCTTA JIa MTEYEIIST HapH.

2. Opranusupas 100poOBOTYECKH TYPH3IBM

Criopen HanmonanHust neHTHp 3a 100po-
BOIYECKU TYpU3bM BHB BenmkoOpuraHus, To-
3W BHI TypuU3bM € ,,BCAKA JIEHHOCT, KOSATO
BKJIIOUBA TIpEKapBaHE Ha HE3aIUIaTEHO BpEME
B M3BBPIIBAHE HA HEIO, KOETO MMa 3a IeT Ja
ObJIc B 1M0JI3a HAa HAKOTO (MHIWBH] WIU TPY-
na), pa3iuueH OT OJIM3KU W POJHUHH, WIN B
M0JI3a Ha OKOJIHATa cpeaa‘“4

JloOpoBoTdeckHuAT TPYJ € MHOTO CTapa
JIEHOCT, 3a KOSITO C€ CIIOMEHAaBa OIIE B JIPEB-
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HU BpeMeHa. Hskou m3clieoBaTeIn MmocTaBsT
TO3M BHJ TPYJ B cdepara Ha peUTrUsiTa W
Mpeanoarar, 4e¢ To Mpou3Nu3a OT IbPKOBHU-
T€ BPB3KU HAa apUCTOKpAIMsITa U CC U3SBABA
KaTo aKTOBE HAa AITPYUCTUUHO 3abJKCHUE 32
oOyieruaBane Ha OeHOCTTa, WK 32 00pa3oBa-
He Ha Oemnute nema. JleBu3bT ,bmaroponct-
BOTO 33JIbJKaBa‘“, KOUTO JNMKTyBa *UBOTA Ha
OIarOpoOAHHUIINTE B MUHAJIOTO, O3HAuUaBa, 4e
3ae/lHO ¢ OOraTCTBOTO, BJIACTTA M IPECTHIKA,
WBa U JBIATCBT KbM CIIAOUTE W TE3U B HEPaB-
HOCTOWHO MoJNIoKeHue. Jpyru ucTopuiy u Te-
opeTui B cdepara Ha Typu3Ma CUHTAT, 4e
JOOPOBOTIECTBOTO W OOIIECTBEHUAT OyX ca
TIPUENTN CETAITHUS CH BUA B HAIIM JHHU C II0-
MOIIITa HA MECTHOTO HACEJICHUE Ha KOJOHUUTE
0 BpeMe Ha mbpBUTE 3acenBaHust B CeBepHa
Amepuxka.

B EBpomna [IbpBata cBeTOBHA BOWHA Cbh3-
naBa HOBa (hopMa Ha MH3EpHs W TBIHO yHH-
II0’KEHNE, KOUTO OKa3BaT 3HAYNTEIHO BIIMSIHUC
BBPXY NCUXUKATa Ha OOMKHOBEHUTE XOpa U Ta-
Ka Ce MpOompass IIbTAT 32 3apakaaHeTo Ha (he-
HOMEHa ,,JoOpoBomueckd Typu3sM™. IlIpe3
1919 r. MexayHapoaHarta oOpraHu3anus Ha
XPUCTHAHCKHUTE MAIM(UCTH OPraHM3HpPa MEXK-
IyHapopHa KoH(epeHIss B XONMaHIWA, IO
Bpeme Ha kosiTo mBeruapeustT [Muep Kapecon
MIPEJCTaBs HICSITA 3a MEKIYHAPOIEH CKUI OT
JOOPOBOJIIIM, KOUTO Jia pabOTAT 3aeIHO, 32 Jia
TMIOTIPABAT MIETUTE OT TOKY-IIO MPUKIIOYHIATA
BoifHa. Ta3u uzes € OCHOBaHA Ha MPEIONI0Ke-
HHUETO, 4e paboTara 3aeHO, B MPUATEIICKA TyX
me Obae W3pa3 Ha CONMMAAPHOCT, KOETO O
MOTJIO Jla U3JIeKyBa paHuTe Ha ompasarta. Llen-
HOCTHTE ONPEJICICHH OT OOLISCTBOTO TOTaBa
KaTo manudu3bM U MOMOII 3a pPaHEHWTE, CE
MPEBPBIIAT B MPEIIOCTABKU 32 BH3HUKBAHETO
Ha poOpoBomdeckus TypuzbM. ETo HiKOM mpu-
MepH 3a T00pPOBOTIECKH AEHHOCTH B TOIUHUTE
mexay IIbpBara u BropaTa cBETOBHU BOWMHH,
CTaHAIX TIPEANIOCTAaBKA BIIOCICACTBUE 32 TCHE-
3uca Ha JO0OPOBOIYECKUS TYPH3bM:

1920 r. — IIbpBu paboTeH narep B cejo
Ecnec, 6mm3o mo Bepmaion

1924 r. — IIppBU 1OOPOBOTUECKH BOCHEH
nmarep B llIBelinapust 3a pa3unucTBaHE Ha pas-
BaJIMHUTE CIIE] TaBUHA

1928 r. — JIoOpoBOJIIM MOYUCTBAT JIOJH-
HaTa Ha peka Pelin B JluxTeHuiaiin cnen Tex-
KW HaBOJHEHUS
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1930 r. — dobpoBomdecku TPyIOB Jarep
B Jlarapn (®paHius) 3a U3UMCTBAHE HA OITYC-
TOIIICHUS ClIe]] HABOAHCHUS

1931 r. — PaboteH narep 3a Bb3CTaHO-
BSBaHE Ha JOBEPHUETO B MUHHATA MPOMHIILIC-
HOCT Ha TpajJioBe B AHTJIHS IO BpeMe Ha Jiel-
pecusita

1934 r. — Bwp3acTaHoBsiBaHE Ha cenaTta B
obnactra buxap (Muaus) ciex omycTOIIHUTEN-
HO 3eMETpECeHUE

1937 r. — Ilopmomarane Ha IMBHJIHHU
nuna mo BpeMe Ha McmaHckara rpaxmaHcKa
BOIfHA — eBaKyalus Ha OEXaHIM M M3XpaHBa-
HETO M.

B kpas Ha Bropara cBeToBHa BoOiiHa cTa-
Ba SCHO, Y€ AQHTAarOHU3MBT MEXIY HAPOIUTE
HE CBBPIIBA C MOPAKEHUETO Ha octa Pum —
bepnun — Tokno. Bmecto ToBa, CBETHT MOC-
TETNICHHO Ce pa3JieNs Ha JiBa Jlarepa, mpecTaB-
JISBAIH JBE HAITBJIHO PA3IHMYHH TTONUTHYECKH
uaeonoruu U cucremu, Bogeru ot CAILL, ot
eqna ctpana, u CCCP, or mpyra. 3amouBa
epara Ha CtyneHara BoiiHa. JKU3HEHO Ba)kHA
YacT OT CTpaTerusTa Ha JBaTa JIjaepa € pas-
mpsiBaHe Ha c(hepuTe UM Ha BIUSHHE TIO CBE-
ta. CTpaxbT OT IOMAJaHETO Ha BCE IMOBEYE
CTpaHH I0]T ChBETCKO BIMSHNE MOJTHKBA aMe-
pUKaHIIUTe KbM JeiicTBue u mpe3 1961 1. e
ch3maneH amepukanckuaT Kopmyc Ha mupa,
KOUTO MMa 3a 11 Ja e CIEYeNsT ChpluaTta u
YMOBETE Ha Xopara Ho uenus cBar. HezaBu-
CHUMO OT TIOJINTHYECKATa CUTYalus, JOBeNa J10
cb3faBaHeTo Ha Kopmyca Ha mupa, Toil gaBa
HAyYaloTO Ha CHBPEMEHHUS JOOpPOBOIYECKU
Typu3bM. Berpexku Ctynenata BoiiHa, JOIBI-
HUTEJICH TJIAChK Ha JOOPOBOIYECKUS TYPU3IBM
JlaBa UKOHOMUYECKUAT OyM Mexay 1945 wu
1973 r., KOWTO nOBene O yBEIMYaBaHE Ha
CBOOOJTHOTO BpeMe M MOTHBAIUATA 33 IIBTY-
BaHe Ha 4yoBeka Ha XX Bek. To3n MKOHOMHU-
yeckd OyM, yBETHYaBAaHETO Ha COIUAIHOTO
OCHUTYpSIBAaHE U HAMAaJSIBAHETO HA YaCOBETE Ha
paboTHUS JIeH JaBaT Bh3MOXKHOCT Ha XOpaTa
Jla THPCAT CaMOMU3ABa U YCHEX KaKTO IMpe3
CBOOOJTHOTO CH BpeMe, Taka W IO BpeMe Ha
paborTa.

[TosiBata Ha Muajexkus MeXAyHapOJeH
(dopyM KaTo opraHu3anus, MOCBETCHA Ha Ipe-
JIOCTAaBSIHETO Ha BBH3MOKHOCTH 3a JOOPOBOJI-
YecKO MbTyBaHEe HA MJIAJU XOpa, KOUTO KeJa-
AT Ja B3eMaT yd4acTHe B TPOEKTH, IOJIoMa-

ramyd MeCTHH OOIIHOCTH B MEKAYHApOJICH
IUIaH, [IPEACTABIsIBA €CTECTBEHA €BOJIIOLMS Ha
mojena Ha Kopryca Ha mupa. CxoHu Mepot-
pusituss B OOeIMHEHOTO KpayicTBO ca ,,Ore-
pamuu [Jlpeiir (1978 — 1980 r.) u Paneiir (1984
— 1989 r.)“. Te ca ce nmpoBeny MoJ NaTPOHAXKA
Ha npuHL Yapis3 M ca Janu Bb3MOXKHOCT Ha
MJIQJIM XOpa Jla IoMaraT B pa3jIMuHU IPOEKTH
B ONpEJNENICHN HYKJACIH Ce TEPUTOPUHU 10
CBeTa.

3. lectuHanuu 3a 106pOBOIYECKH TYPU3bM

JlecetTe necTHHANWU ¢ HaW-roysiM Opoid
npoektu 3a nepuoga 2003 — 2010 r. ca Unaus
(c 477 npoexra ); Kocra Puka (377 mpoekra);
Ilepy (316); ExBamop (385); Kenms (300);
Tatimang (317); I'ana (357); CeBepna Adpuka
(286); Heman (263); bpazmmus (202 mpoekTa).
Wi 006110 3a ocoueHus IepHo]| ca OChIIECT-
BeHU 3286 mpoeKTa Ha JOOPOBOIUECKUS TYPH-
3pM B iocouenute 10 Tom nectuHanyu.s

Twil KaTO MPOEKTUTE HA TOOPOBOIUECKHS
TYpPHU3BM TIO CBHIIECTBO Ca 32 OKa3BaHE Ha TO-
MOII ¥ TIOJIKpeTia Ha HyKJIaenuTe ce 00ImHOC-
TH B Te3W CTPaHHW, TO € OCHOBATEIHO Ja Ce
OYaKBa Jia CHILIECTBYBA TACHA BPB3KA MEXKITY
HY)KIWTE Ha €lHa JECTHHAIUSI U Opos Ha Mpo-
extute B Hes. C 1en ja ce pazdepe naiau ToBa
HaucTHHA € Taka, 150 appxkaBu ca Ouim Kare-
TOPU3UPAHU TI0 TEXHHS TEKYI[ HHAEKC Ha pa3-
BUTHE, KOETO /1aBa BH3MOXKHOCT Ja C€ TpOociie-
JIM 10 KOJIKO HUBOTO Ha YOBEUIKOTO Pa3BUTHE
BIUSIC BBPXY HAIMYMETO Ha JIOOPOBOIYECKH
MPOEKTU B paMKUTE Ha elHa IbpiKaBa. MHpek-
CBT Ha YOBEIIKOTO Pa3BUTHE € HHCTPYMEHT,
pa3paboTeH, 3a Ja WIIoCTpUpa O0MI0TO KayecT-
BO HA JKMBOT B JajieHa cTpana. DakTopu Kato
BBII Ha rinaBa oT HaceIeHUETO, NPOIbIKUTEIN-
HOCT Ha )MBOTa, KAUeCTBO Ha 00pPa30BAHUETO U
HHUBO Ha IPaMOTHOCT C€ M3I0J3BaT 3a Ch3/1aBa-
HETO Ha CTOWHOCT, YMATO Hal-BHCOKA OLICHKA €
1,0. Crpanute ¢ unnexc 0,8 ce Hapuyar cTpaHu
C BUCOK MHJEKC Ha YOBEIIKO Pa3BHUTHE; CTOM-
HOCTH Ha mHIeKca mexmy 0,799 u 0,5 ce cun-
Tar 3a cpenHd, a nox 0,5 — cTpaHu ¢ HUCHK HH-
JIeKC Ha YOBEIIKO pPa3BUTHE.O

MHoro ca QakTopuTe, BIMSCIIH BHPXY
pa3npoCTpaHEHHETO Ha J0OpPOBOIYECKHS TY-
pu3bM — OpOos Ha HACEJCHHETO B CTpaHara,
HETOBHTE HYXAH ¥ T.H. OCBEH TSX, HIKOU W3-
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CJICIOBATENIM CUMTAT, Y€ OpOSIT HA MPOEKTUTE
B JlaJIeHa CTpaHa MO Ja ObJe MOBIMSAH OT
BB3HUKHAIM KaTacTpo(aiHu CbOUTHS, T.€. TO-
Ba, KOETO MOXKE Ja Cce Hapeue ,,ClelIHa HYyX-
npa“. Llynamuto B Tuxu okean Ha octpoB Ily-
ket mpe3 2004 r., Hampumep, Moxe 1a Objae
OIIPEAEIEHO TOYHO KAaTO TakaBa royisiMa Ka-
TacTpoda, KOSATO JIOKOCHA ChpLiaTa Ha MUJINO-
HU Xopa 1o cBeta. C TOBa MOXe J1a ce 00sICHU
PSI3KOTO HapacTBaHe Oposi Ha MPOEKTUTE B
Taitnana — nokato npe3 2003 r. Te ca camo 3,
npe3 2005 . e ca Beue 138, 3a ga HapacTHar
npe3 2010 r. na 176.

CAL] cpmo mokazaxa ApaMaTHYHO YBe-
JMYCHUE HA TIPOSKTHTE B IEPUOAA MEXKITY
2003 u 2010 r., mo Bpeme Ha KOHTO mocTpasa-
xa ot yparana Karpuna. To3u yparan ynmapu
CAI mpe3 m. centemBpu 2005 r. — o ToBa
BpeMe NPOEKTHTE B CTpaHaTa ca HapacTHAJIM
1o 77, nokaro mpe3 2010 r. cmagat no 48. ma
U JIpyT¥ IbpKaBH, IIPU KOUTO ChLIO ce oTOe-
7s3Ba Obp30 HapacTBaHE Ha MPOCKTHTE 3a
Jo0poBoueckn TypusbM B niepuoja 2003 —
2010 r., 6e3 Te Aa ca OMIM 3acerHaTH OT €KCT-
pemuu cvOutnsa. CeBepHa Adpuka mpemuHa-
Ba, Hampumep, ot 3 mpoekra npe3 2003 r., 1o
135 mpe3 2005 t., 3a ga mocturHat mo 184
mpe3 2010 r. Cpmoto ce ciayusa B ExBagop,
Ilepy, Kenus u I'ana. ToBa yBenmuaBa Bb3-
MOKHOCTT@ TI0-KOHBEHIIMOHATHUTE Ma3apHH
CHJIM JIa YNpaBJsiBaT Pa3BUTHETO Ha H00po-
BOJIYECKHS TYPU3bM, @ HE HEOOXOIUMOCTTA OT
OKa3BaHE Ha CIICLIHA TOMOLI.

4. [IpoexTH 32 100pPOBOTYECKH TYPUIBM

B Gasure naHHM Ha opraHW3AIHTE, TIPEI-
Jarany T0OpOBOYECKH TYpH3bM IO CBETa ca
3ancann 3441 mpoekta, KaTo KbM TAX HMa
MpPUKaueHn ¥ peauia MoMouHu aeiinoctu. Ot
TE3U JIAHHU CJIe/ IPELU3HO pasriexIaHe u Ka-
Teropu3upaHe, crapa scHoO, de Ommzo 1000
MPOEKTa He OTTOBapsAT HA KPUTEPUUTE 3a J100-
POBOJYECKA TYPU3bM — T€ WM HaJlBUIIABAT
CBOSAITA MPOABIDKUTENTHOCT HajA | ToAvHA, WiIH
YYaCTHHIIUTE B TSIX ca Ha CTAXKOBE U U3BBPII-
BaT IUIAaTE€HA JAEHHOCT. Penynupaiiku mpoekTu-
Te, CTaBa SICHO, Y€ OCTamar ,,uuctu’ 2446 mpo-
€KTa 3a aHaJIU3UpaHe. 3a yJECHEHUE, B MPOyY-
BaHETO MPOEKTHUTE Ca OWJIM KaTerOpU3UpaHH B
9 rpymnu, Bb3 OCHOBA Ha JEWHOCTHUTE, M3BHPIII-
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BaHU B TsAX. Hali-romsiMa oT rpynuTe BKITFOUBA
MPOEKTH, KOUTO ca MpeHa3HAYCHH 32 TIOJIKpe-
na u nojoOpsiBaHe Ha KMBOTA Ha MECTHHTE
OOILIHOCTH ¢ HUCBK CTaHIApPT HA XKHUBOT — TPU-
KM 3a Jela, 3a Bb3PacTHHU, 332 MHBAJIHUAM, JCH-
HOCTH B 3alllUTa Ha YOBEIIKUTE MpaBa Ha XOpa-
Ta B T€3W OOIIHOCTH.

CrenBa rpymnara Ha TIPENoJaBaTeICKUTE
NpoekTH. MHOTrO OpraHu3aluy npejiarar rne-
JlaroTH4ecKa KBATU(QUKAHS TPEIH OTIBTY-
BaHETO Ha JIOOpPOBOJILHUTE, KOUTO ClIe KaTo
MPUCTUTHAT B JICCTUHAIIUATA, C TIOMOIITA Ha
Ta3u KBaMnu(uKays B ObJIelIe 2 MOTaT Jla CH
OCHUTYpSIT IUIaTeHa TpyJoBa 3aetocT. Tyk ce
OTHACSIT MPOCKTH, CBBbP3aHU C IPENojaBaHe
Ha €3UIIM, a ChUIO M JACHHOCTH, CBHP3aHU ChC
CTIOPTHO OOy4YeHHE Ha MECTHHTE MIAACKH —
0c00CHO MOMYJISIPHU ca JAEHHOCTHTE, Mpesia-
ramu (GyTOOTHM TpeHbOPH B adpUKAHCKUTE
JTbPIKABH.

Jlpyra momyJisipHa KaTeropus MpoeKTH ca
TE3W 3a OMa3BaHE Ha OKOJHATA Cpeja, KOUTO
Ce TPEACTAaBAT OT JEHHOCTH CBbC ,,3€TCHU
KOMIICTEHIIMM ¥ TIEPCIEKTUBH. 1€ BKIOYBAT
JICWHOCTH KAaTO 3all[UTa Ha TPOMUYECKUTE TO-
pu, ¢yopara WM MOYMCTBAHE HA TUIAXKOBE,
KaKTO U 3a Ola3BaHe Ha JAuBaTa NMPHPOJA, KaTo
HarpuMep TOMOIIl Ha HOBOMB3IIONIEHHTE KOC-
TEHYpPKH KaTo M34Ye3Ballll BUIOBE Jla JOCTHT-
HAT BojAaTa u Jp.

MeaMUUHCKATE MPOEKTH ca OTAENHA
rpymna ga00poBoideckd mpoektd. Te ca cBbp-
3aHH C TPEJOCTaBsSHE HA MOJKpena B OOJHU-
M, XOCIIUCH U CTAPUYECKU U JICTCKU MPHUIOTH.
Te morat na ObJaT OT OKa3BaHe Ha MOMOII B
Pa3NUYHKM OTJACNCHHUS Ha KIMHAYHATA MEIHU-
LMHA, 10 MOBHUILIABaHE HA CEKCYaIHOTO oOpa-
30BaHUE W OOJECTHTE, MPeAaBaHH MO TOJIOB
mbT, ocobeno B XMB nocTpamanure ctpaHu B
Adpuxka./leliHocTUTE 3a OKa3BaHE Ha ITOMOII]
Ha HapKO3aBHCHMH CBHIIO Ca BKIIOUCHU B Ta3H
rpymna oT MPOEKTH 3a OOMIHOCTH, KOUTO MMAaT
TaKHBa MPOOIEMHU.

CrnenBa rpymaTta Ha MPOEKTH OT KYJITYp-
Hara kateropus. Tyk ce pa3paboTBaT MPOCKTH
C aKIIEHT BHPXY KYJITYpHHUTE MPA3HUIIN U ChX-
paHeHue Ha KyJITYpHOTO HACIEJICTBO Ha CTpa-
HuTe. KbM Ta3u rpyna ce OTHACAT U pa3inyHu
conuanHu peopMU — HAmMpUMeEp MPOEKTH 3a
OBJIACTSIBAHE HA KEHHUTE, KATO HAPUMEp Mpo-
eKTBT ,,pECBOJIFOIIMOHHATA KeHa Ha AdraHuc-
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TaH“, KOIMTO MMa 3a LE] Ja OCBOOOIN KEHUTE
B Ta3W CTpaHa OT TAJIMOAHCKOTO IOATHCHH-
yecTBO. Ona3BaHeTO Ha KYJITYPHOTO HACJIE/IC-
TBO CBIIIO € MHOTO MOIYJIsipHA JACWHOCT Cpej
TYpPUCTUTE-T00POBOIIIN, KOUTO TOMAarar ImpH
Pa3KOMKH Ha apXEOJIOTUYECKH OOEKTH, KaKTO
1 J1a paboTAT B My3eH U KyJATYPHH IIEHTPOBE.

IIpoexTuTte 3a OM3HEC pa3BUTHE BKIIOYBAT
JICHHOCTH, NpeJHA3HAYCHU Ja MPHUBJIAYAT 3a-
naJHATe OM3HEC eKCIIePTH 3a MOJOMAaraHe Ha
pa3BHUBaIIUTE Cce OOIIHOCTU ChC Ch3/IaBaHE HA
ye0 caliToBe, CUETOBOIHH JIEWHOCTH, WIH 3a
KOHCYJITAaHTCKa JieiHOCT. Te Morar ja BKITIOU-
BaT U IOMOII B 3eM€/IEICKUTE OOIIHOCTH, Hall-
pUMep B TaKMBa, OTIVICKIAIIM OHOJIOTHYHU M
exorpoayktd. Te3u GpepmMepu Morar ja ce Bb3-
TMOJI3BAT M OT MAPKETHHTOBA KOHCYJITAIIUSI.

I'pymata Ha cTpouTEeTHHTE TIPOCKTH
BKIIIOYBA CTPOEXHM HAa HOBH  OOIIECTBEHU
crpamu u 0o0ekTH oT MH(ppacTpyKTypara, Kax-
TO M PEMOHTH Ha BEYE CHINECTBYBAIIN OOCKTH.
Tyk ce BKIIOUYBAT M MPOCKTU 3a yIPaBIICHHUE
Ha BOJUTE, Upe3 W3rPaKJaHE Ha S30BUPU U
JIPyTH BOJHU OaceiHu.

WzcnenoBarenckara rpymna o0XBara mpo-
€KTH 32 MOHUTOPHHT Ha JTUBH XHUBOTHH U W3-
MEpBaHE Ha JieJicHaTa MOKPUBKA B AHTApPKTH-
na. JloOpoBoJIMTE B TE3W MPOCKTH OKa3BaT
MOMOII] Ha YYCHUTE 300J103U M TJIACHOJIO3H,
WM Y4acTBaT B SKCICIUIINH.

[Tocnennara rpymna oT MPOEKTH ca TaKu-
Ba, CBBP3aHU C KOHKpeTeH moBoj. [Ipoekrture
3a MTOMOII TIPX KaTacTpodu ca MajgKo, U TOBA
MOJKe O ce OB/DKM Ha (pakTa, 4ye Te BKIIOYBAT
MHOT'0 OT Beue U30pOCHUTE JACHHOCTH B IPE/I-
HUTE oceM rpymu. Mma camo 12 mpoekTa u3-
IUI0 CBBP3aHU C TIOMOI MpH KatacTpodu ot
n3bpoenute B Oa3ara naHHU. Tyk Hampumep
ca BKIIOYEHH MpoekTuTe 3a OIuMIuicCKuTe
urpu B [lexun mpe3 2008 1. Te ca Omwmu Cb3-
JAJICH M3KITIOYUTEIHO, 3a Ja CE OCHTYpH
JIOOpOBOTUECKA TOMOII MPH H3rpaXkIaHe Ha
OIUMIINACKUTE 00eKTH B [IeKuH, KakToO U II0-
Mol 110 Bpeme Ha camute Urpw.

JetinocTuTe 3a 0JIaroTO Ha OOIIECTBOTO
U TIPETIOJIaBaHEeTO Ca B HAYAJOTO Ha CIUCHKA
OT MPOEKTH, TOpaad HEOOXOAUMOCTTa OT
MaJIKO MHBECTHIIMU TIPU TSIXHOTO OCHIIECTBS-
BaHE B COIMAIIHUTE YCIyTH U 00pa30BaTEIIHU-
T€ CHCTEMH Ha JBbP)KaBUTC-IOTPEOUTENKH Ha
MOJJOOHM TIPOEKTH. YBeIMueHaTa HYyKAa Ha

COLMAITHUTE W O0pa30BaTEIHUTE CHUCTEMH B
TE3W AbP)KaBH BOAM JIO YBEIMYABAHE HA Pax-
JlaeMOCTTa B TAX, WJIM yBeJIM4yaBaHe Ha Oe-
JKAHIIUTE OT Pa3KbCBAHUTE OT MEXKYChCCACKH
BOMHU CTpaHW, YBeNW4YeH Opoil ocupoTenu
nena mopaau 3aboneBaemoctta ot CIIMH m
MaJKo Ha Opod eKcrepTd u KBadu(uIimpaHu
CTICTIMATTUCTH, KOWUTO JIa C€ CHPaBAT C TE3H
mpo0ieMu.

5. Opranu3aunum 3a 100pOBOJTIECKH
TYPU3bM

Ipe3 1920 r. 100POBOIYECKUST TYPUIBM
€ CTPOro HMHAWBHUIYaleH, OrpaHUYeH 10 Ma-
mabd, ¢ MajgKo pasmojiaracMa MOMOII U Bb3-
MOKHOCTHTE 32 JOOPOBOIYECKH TYpU3bM HE
ca Owim mpeasiaraHu Taka, Kakto e cera. [lo-
COYEHHUTE TPYMH MPOEKTH ca ¢ 6oraTo pasHo-
o0pasue u ce ThbpcAT OT Typucture. Tosa, Ko-
€TO He BHHArHU € SICHO, € CTOWHOCTTa Ha OTJie-
jeH npoekt. C 1en aa ce Moixyyu Mmo-sicHa Kap-
THHA € TPeIIpHeTo MpOoyuBaHe HA OpraHu3a-
muuTe 3a A00poBoMYecKd Typu3bM. lluTHpa-
Hata Beue mudpa 3441 mpoekra, m30pOoCHN B
Oazara mamnu ,,J[oOpoBOdIM B 4y)OWHA™, ca
MpeaocTaBeHu oT 146 TypUCTHYECKH OpraHu-
3aiuu. Te Bapupar Mo OTHOIICHHE Ha CBOSATA
roJIeMHHa, CTPYKTypa, Mucusi u omut. Opra-
HU3AIMHATE 32 JOOPOBOJIYECKH TYPH3BM Ce
pa3nu4aBaT W 1O TOBA, KOJKO IMHPOKO pasIl-
pocTpaHeHu ca Te mo menus cBiAT Hsakom ot
W3BECTHUTE XYMaHUTAPHU OpPTraHHU3ally Karo
Mexnynapoana I'paxnancka Cnyx6a, [06-
poBosuu 3a Mup U [loacinoH 32 4OBEYECTBOTO
M3IBJIHABAT MPOEKTH CBHOTBETHO B 90, 99 n
100 appxkaBu. Ho mo-ronsiMa yact OoT opraHu-
3alUUTe ca CKJIOHHM Ja PabdoTAT B MHOTO TIO-
MaTbk Mamab. Yetupuaecer u mecT oT 146-Te
OpraHu3alyy, MPUCHCTBAIM B 0azaTa JaHHH
paboTAT caMo B eqHa cTpaHa.. 17 opraHu3za-
muM ca ¢ HecromaHcka uen. Ilect opranm3a-
L1, YUHATO CTATyC HE € ,,c HECTOMAHCKA 1Ie",
OT MHTEPHET CalTOBETE UM CTaBa SCHO, Y€ Te
ce YIpaBJsBaT OT, UM paboTsT 3a€HO C HEC-
Tomancka men. Ome 6 oT TAX Hapudat cede cu
,»CTUUHH HEMPaBUTEJICTBEHN OpraHHU3aIhu’,
JIOKaTo JPYTH 2 ce ONpeAeNsIT Kato 01aroTBo-
pUTEIHN OpraHu3anyu.7 PasnudyauTe Mapku u
Pa3NMUYHUAT CTaTyC HAa OpraHU3aIMHTE ca
CBBP3aHH C PA3TUYHU 3aKOHOBU H3WCKBAHMUS,
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TIOJI3M U UMHIDK Ha Mapkata. Tpu OoT opraHu-
3alUKTe, HANpUMEp SCHO IOCOYBAT B CBOMTE
ye0 caiiToBe, ue ca CHELHAIU3UPAHHU TypoOIe-
paTopu, OpraHU3MpaIIH U Ch3AaBaIH MAKEeTHH
IbTYBaHMS 3a JOOPOBOIYECKH Typu3bM. Hak-
pas, UMa 6 OpraHM3aluH, KOUTO HE Pa3KpUBAT
CBOSI CTAaTyC B CalTOBETE CH, 110 MPUYHHH, U3-
BECTHU caMo Ha TAX. CTaBa SICHO, 4e ma3apbT
Ce XapakTepHusupa ¢ HENOCIEeIO0BATETHOCT I10
OTHOIIICHHE HA CTPYKTypa, AHTaKUPAHOCT H
mucus. [[poMenn B mazapa mo oTHOLIEHHE Ha
pas3Mep, eTHOC M Ou3Hec MOBEJCHUE OBAUTAT
BBIIPOCH BBB BPB3KAa CHC CTOMHOCTTa W MO-
JIe3HOCTTA Ha JoOpoBodecknuTe npoekru. [lo-
BEUETO OpPTaHM3aI[MH TPABAT BCUUYKO BH3MOK-
HO, 3a J]a C€ MPEACTaBAT KaTo €TUYHU J00po-
BOJILM Ha OOLIHOCTUTE M OKOJIHATa Cpefa, HO
HEICHOTaTa, KakTO M JIMICaTa Ha KOHTPOJ
OKOJIO JTOOpPOBOJYECKUSI TYPU3IBM  OCTaBAT
BpaTaTa OTBOpEHA 3a OMOPTIOHHUCTH. ChImecT-
BYBaT HAKOJIKO OpraHHW3aIMd, KOUTO MMarT sc-
HO u3rpajieHa mucus u ¢uiocodust Mo OTHO-
nieHHe Ha J00poBoduYecKusi Typu3bM. ToBa
CEpHO3HO OTHOLICHUE KbM TEXHHUTE MIPOCKTH H
TIOJIOXKUTEITHOTO UM BB3JICHCTBUE BHPXY OOII-
HOCTHTE W OKOJIHAaTa cpeja ce MmomdepraBa OT
¢akTa, 4e TEeXHUTE MPUPOTO3AUTHH NTPOCKTH
ca 4YacT OT JBJTOCPOYHH IMPOTPaMH, KOHTO
MOTaT Ja IPOBJIKAT 10 5 TOAUHH.

Cnopen MexayHapoqHaTa acoLuanus 3a
J0OPOBOTYECKH TYPH3BM OT CHLIECTBEHO 3HA-
YeHHe ca siCHaTa CTPYKTypa M pa3OupaHeTo Ha
YYaCTHULIUTE KaKBO TPsAOBa 1@ Ce€ OYaKBa OT
TSX. 3a Ta3W Le] HAKOU OpraHW3aluy Tpeasa-
raT oOyueHHe Ha CBOUTE JOOPOBOJILU MpeIH
TSXHOTO OTIBTYBaHE M M3IIICKAA UMAT CTpOra
celeKunoHHa nporpaMa.8 B oOmu nuHum op-
TaHU3aIMUTE C SCHO 3asBEHM MPAKTHUKHU TOC-
TaBAT aKIEHTa BbPXY CH3JaBaHETO Ha 100po-
BOJTYECKH MPEKUBABAHUA BBPXY UECTHPHTE
€NIeMEeHTa — YyBCTBUTEIIHOCT, YCIIyTa, 3aHHTe-
PECOBAHOCT U roJIsiMa NPOABIDKUTETHOCT — Ha
Jnobpara MpakTHKa Ha OpraHu3alnuuTe 3a J00-
POBOJYECKU TYPHU3BM, NPEICTABEHU OT ETHY-
HHS KOJ Ha MeXayHapoaHaTa aconuanus 3a
T0OpOBOYECKH TYpH3BM C LIET MAKCHMH3H-
paHEeTo Ha BB3/ICHCTBUETO HA TIPOCKTHTE.

UyBCTBUTEIIHOCTTA TPEAIIOIara, ye opra-
HHU3aLUHUTE HAChpYaBaT CBOUTE JOOPOBOJIIH
Ja ObJaT 4YyBCTBUTETHHM KbM KyJTypaTa Ha
JPYTUTE HAPOIM | JIa C€ yJaT OT TEeXHHUS OITHT,
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BB3MUTABAalKu B cebe cu pa3dupaHe W Tole-
PaAHTHOCT KbM JIPYTUTE HAPOAU U KYJITYpH.

Bropust enemeHT Ha j00paTa HpakTHKa
— ycnyrara, peamnonara, 4e 100poBoJILIUTe ca
rOTOBU Ja OBJAT OT TOJi3a 3a MPOEKTa, HIIH
Kay3ara, KosATO ca u30pamu. MHOTO € BaKHO
Jla ce MPaBsAT OMUTH 32 BKJIIOYBAHETO HA MeC-
THOTO HAaceJleHHE BBB BB3MOYKHO TO-TOJSIMA
CTEIICH, Ch3IaBaliK1 3a€TOCT.

l'omsimara mpOABIDKUTETHOCT TapaHTUPA
TOBA, Y€ MPOCKTHT IIE MPOIBIDKH JIOPH U 03
npuHoca Ha noOpoBoimute. Haemanero Ha
MECTHH MIOPHOPH, TOTBAYHM, OXPAHUTEIH H
Xopa 3a nIpyru mpodecuu AOmpuHAcA 3a yc-
TNIEHIHOTO IPOTUYAaHC Ha IPOCKTHUTEC. Bxirou-
BaHETO Ha MECTHU YUCHU U CTYIACHTHU Ch3J1aBa
3HaHUSI U OIMHUT, KOUTO IIIE OCTAaHAT JIOPU, aKO
MIPOCKTHTE CE€ MPEKpaTaT B JaJeHa CTpaHa.
ToBa maBa BR3MOXKHOCT Ha Xopara W € mpej-
MOCTaBKa 3a JBJATOCPOYHA TPY/I0BA 3a€TOCT.

MHOro OT OpraHM3aluUTe Ce CTapasiT Ja
MoAABbPXKAT BPb3Ka C YUAaCTHULIUTE B CBOMTC
MPOCKTH U CJIEJ TAXHOTO 3aBpPbINAHE MO POJI-
HUTe cu cTpaHu. [loBedyero opraHW3anuu Ha-
ChbpuYaBaT CBOUTE BB3IUTAHUIIM JIa TIOAIBPKAT
BpB3Ka 10 CONMANTHUTE Mpexu kato Facebook.
ChIII0 Taka OpraHU3UpaT CHOUpPAHUSI U TEXHHU-
Te o(hUCH ToMarar 3a MoAIbPIKaHETO Ha BPbh3-
Ka Mexny yuactHunure. OpraHuzanuure
OOMKHOBEHO CE€ OMUTBAT Ja IOJOOPAT CBOS
MIPOJIYKT, W3ION3BAliKK OOpaTHaTa BpbB3Ka H
KOHCTPYKTHBHATa KPUTHKA Ha OWBIIU y4acT-
HUIIH B TIPOCKTH.

[To mpuaIIn HOOpOBOJIUTE TPsAOBa Aa
MpeMUHaT oOyueHHe, 3a Ja ce MPeBbpPHAT B
YYBCTBUTEIHU U e(eKTHUBHU 00poBoiiy. [1o
OTHOIIICHUE Ha OOYYEHHETO Ha YYaCTHHIIUTE,
caMmo eJlHa Majika 4acT oT opranuzanuure (16)
MOCOYBAT SICHO B CBOHWTE CalWTOBE, 4Ue Tpeia-
rar oOydeHue, 3a Ja TMOATOTBAT CBOUTE M00-
poBouIIH 3a mpoekTuTe. ToBa o0yueHue Bapu-
pa OT €3uKOBO 0OyHdeHHe Ha JOOPOBOIIIHU, KO-
UTO OTHMBAT Jia TPENOJaBaT aHTJIMWUCKU KaTo
YyX][ €3UK, 0 Hay4aBaHE Ha MECTHHS €3WK
JOTOJIKOBA, Y€ Ja Morar Ja ce pa30oupar c
MECTHUTE.

[To npuHUMD OpraHMU3alMUTE MPETEHAM-
par, 4e ca auOepajHu MO OTHOLIEHHE Ha W3-
0opa Ha JOOPOBOJIM 3a y4acTUE B TEXHHTE
npoektu. Beuuku mexnay 18 u 90-roauumina
BB3pacT ca Jo0pe mouutn. Pa3dupa ce, HAKoH
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MPOEKTH MOT'aT Jla U3UCKBAT OIPE/IEICHO HUBO
Ha MOOMJIHOCT, KOETO MOXKE J1a M3KJII04YBA Hi-
KOM XOpa Ha OIlpeJieJieHa Bb3pacT WU Te3U C
¢du3uYecKu orpaHUYCHUs. Y4YacTHETO Ha J100-
poBoiuM moj 18-roaumiHa BB3pacT OOMKHO-
BEHO M3MCKBa MUCMEHO CBIJACHE HA TEXHHS
[IPaBeH HACTOMHUK. Bbrpeku ToBa, opraHusa-
LUUTE pa3lupsBaT TEeXHUs 0O0XBaT, 3a 1a
IpUBJIEKAT OlLe M0-MJIafu AOOPOBOJILH, KAaTO
Cb37aBaT BB3MOXKHOCTU 3a J0OPOBOTYECKH
TypU3bM Ha CeMeWCTBa, W Taka IPOEKTUTE
CTaBaT BCE MO-AOCTHITHH.

6. 3akiarouenue

Hecer romuHu cien MekIyHapoIHaTa
roauHa Ha exorypusma (2002 r.), MOkeM Ja
ce 00BbpHEM Hazal C M3BECTHA 7032 yIIOBOJIET-
BopeHne. EKOTypH3MBT HE € Bede MBIJISIBO
MOHATHE, WIM MAapPTHHAJICH TYPUCTUYCCKH
cerMeHT. Hacokurte 3a HEroBOTO pa3BUTHE U
yIpaBieHUe, AaICHU OT HIKOJIKO MHCTUTYIIUH,
cpen xouto UNEP, IUCN, u pazbupa ce,
UNWTO pgHec 1mo3BOJISIBAT OMNA3BaHETO Ha

HPHUPOJIHATA CPejia Jla ce TIOMUPH C TypU3Ma U
COIMATHO-MKOHOMHYECKOTO pPa3BUTHE, KaTo
CBILEBPEMEHHO MPOJBIKAT Aa 00pa3oBaT Mo-
CETUTENIUTE 32 KPEXKOCTTAa HA EKOCUCTEMHTE U
TSIXHATa BYKHOCT 332 YOBEYECTBOTO.

Bbrpekn ToOBa, NpeAN3BHKATENICTBATA,
KOWUTO HHM OYaKBaT, ca MHOTOOPOWMHH: ITbPBO,
7a ce MPHIOKAT BCHYKM IPOCKTH HE CaMo
BBPXY CKOTYPUCTHUECKUTE ONEpaliH, HO H
BBPXY LEIHsI TYPUCTUICCKH CEKTOP; BTOPO, Ja
ce HabmonaBa M3JApBKKaTa (KaTo CTOMHOCT)
Ha BCUYKHU TYPUCTHYECKH OIEpPAINU, 0COOCHO
B 4acTTa Ha €KOTYpHU3Ma; U TPETO, Jia Ce TpH-
no0ue yBepeHOCT, 4e Cpe/ICTBATa 3a eKOTypH-
3bM 00JIaroJeTeNncTBaT HE CaMO OIA3BaHETO
Ha TIPUPOAATa, HO M JaBaT BHCOK MPHOPHUTET
Ha OefHHUTE XOpa, KOUTO JKUBEAT B pailoHH,
KBJIETO CE pa3BHBa eKOTYypHu3bM. llocienHoro
€ OCBEH BCHYKO JPYro U MOpPAIHO 3aIbIDKe-
HHE, KOCTO, aK0 He ObJIe M3IBJIHEHO, Ie NMa
HETaTHBHH TIOCIIE/ACTBUS 32 OLEISIBAHETO Ha
HalaTa IIaHeTa M Ha IISJI0TO YOBEUECTBO.
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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
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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 11, 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
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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
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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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HNPOAYKTOBA INIOJIMTUKA B TYPU3MA

J-p Huxounaii I'eoprues Ilones

YHueepcumem 3d HAYUOHAJIHO U C6EMOBHO CIMONAHCMEB0 — COd)Z/I}Z

[IpuctpnBamMe KbM TeMaTa CbC 3HAYM-
TEJHA CTETIeH Ha CHHTE3 Ha MpobiieMa U Hero-
BUTe pemieHus. Kakrto e m3BecTHO, MapKeTHH-
BT CTaBa TNPEKANEHO CIOXEH, TPEAeTHO
00BpKBaIll ¥ M3MBJIHEH C KaproH. B moBedeTo
¢upmu paboraTa, CBbp3aHa ¢ MapKETHHIA, CE
U3BBPILIBA OT Pa3IM4YHU (PYHKUHOHAIHU TPY-
. KoopanHUpaHeTo u MHTErpUpaHeTo Ha Te-
3W TPYIH ce MPEeBbPHA caMo 10 cebe CH B Oc-
HOBHA JIEHHOCT. AKO MapKETHHT'BT € NECHCTBH-
TEITHO JBIDKeIIaTa Chiia B OpraHu3alusiTa, ca-
MHAT TPOIIEC HAa MapKETHHT ciieiBa 1a Obie
ornpocTeH. Mm nHaue Ka3aHo — CHHTE3UPaH.

OtTyk cneiBa, ye TpsOBa Ja CH OTro-
BOPUM Ha HAKOM BaKHH BBIIPOCH B Ta3H BPH3-
Ka, KaTo Hamp.. KOs € eAWHCTBEHaTa W Haii-
Ba)kHa I1eJT Ha Tporeca Ha MapketuHra? Koe e
CIIETUICHHETO, 00CANHIBALIO OTPOMHHSAT 00X-
BaT OT HeroBure GpyHkuuu? YOeneHu cme, de
TOBa € TPOILECHT Ha M3rPaXKJaHe Ha THPTOBC-
KaTta Mapka, Wi T. Hap. OparauHr (branding).

MapkeTuHrbT (BbB (uHaiHaTa Cu (hasza)
NpeJCTaBIsiBa Haii-Beue M3rpakJaHe Ha Thp-
rOBCKa MapKa Ha OCHOBaTa Ha BHUMATEIHO
Npoy4YBaHe Ha HYKAUTE M MOTPEOHOCTHTE Ha
kiaueHTuTe. J[Bere TOHATHS (MAapKeTUHT H
OpaHIMHT) ca Taka Hepa3/IelHO CBbP3aHH, Ye €
HEBB3MOXKHO Ja T'M oTaeiauM. W Tei Karo
BCHUYKO, KOCTO M3BbLpPIIBA €/IHA KOMIIaHUA, MO-
JKe Jla JIOTpUHECe 3a Mpolieca Ha M3rpakaaHe
W epo3upaHe Ha ThProBCKAaTa Mapka T.e. Ha
OpaHIMHTra, MapKEeTUHI'BT HE MOXKe Ja Oble
pasTIIekIaH KaTo CaMOCTOsATeTHA (PyHKIHUS.

Konkoto n abcypano na msrnexnia, He €
Jajedye BpPEMETO, KOraTto caMOTO TOHSTHE
MapKeTHHT IIIe Ce CBbP3Ba HAH-TSACHO C MOHS-
THEeTO ,,0paHauHr”. OHOBa, KOETO YCKOpsBa
Ta3W TEHICHIMS, € Kpu3aTa Ha pbCcTa HA MPO-
JakouTe (3a roiasmMa 4acT ot gupmure). JHec
MOBEYETO MPOIYKTH U YCIYTH HE Ce TPOJaBar
(oT mpomaBaya u OiaromapeHe Ha HETOBHUTE
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ycunus), a ce KymyBaT (0T KymyBaya 1 Onaro-
JlapeHre Ha HeroBuTe ycunus). Y OpaHIuHTbT
J0 ToyisIMa CTENeH YJEeCHABAa TO3W TPOIIEC.
bpanauHreT “mIpenBapuTenHO TpojaBa’ Ha
MOTpeOUTENS MPOTYKTa WM yciyrara. Bepmr-
HOCT TOM € eJIVH I0-yCIelIeH HaunH J1a ObaaT
nponaBanu  Hemara. CTapoTo TBBpICHHUE:
“Humo He ce ciaydBa, JOKAaTO HAKOW HE Mpo-
Jazie Helo”’ ce 3aMeHsl OT JHEUIHUS JO3YHI:
,»HHUIIO HE ce CiIy4yBa, JIOKATO HAKOM HE Chb3-
Jaje Hemo” .

B cBera Ha Ou3Heca craBa CEU3MHYHO
pa3mecTBaHe. PazmecTBaHe OT MpojaBaHe KbM
KymyBaHe. ToBa pazmecTBaHe ce Oiaromnpusrc-
TBa, YCKOpSBA M TPUYMHSIBA OT 3apPaXKIAHETO
Ha ThproBckute Mapku. OcHOBaTta Ha Mapke-
THHTOBHS TIPOIIEC € B M3TPaXKJAHETO Ha THp-
TOBCKa MapKa B Ch3HaHHETO Ha KinueHra. Cro-
pel HSAKOM MEHHMIKBPU TBHProBCKaTra Mapka
MIPUTEXKaBa YHUKAIHU XapaKTepHCTHKH ¥ Ka-
YecTBa, Pa3NMYHA OT WUMETO Ha TAXHATA KOM-
naHus ¥ npoxyktu. Obade B Ch3HAHHETO Ha
MOTPEOUTENST HE CHIIECTBYBA Pa3jiMKa MEXKILY
KOMIaHHs U UM Ha TMPOJIYKT WIH UME Ha ThP-
roBcka Mapka. OueBHIHO MapKETONO3UTEe UMAT
Haif-pa3iu4HU  ONpeeieHNs 3a HWMEHa Ha
¢upmu, Ha TmOIpa3feNeHHs, Ha THPTOBCKU
MapKd W Ha MOJIENH; Jia He TOBOPUM 32 IOJ-
THPrOBCKH MapKH, MeraMapku, (pIaHroBU Hau-
MEHOBAHUs, €30TePUYHU BapUaHTH Ha Ipoleca
Ha u3rpaxiaHe Ha Mapkara. Ho xorato nHan-
HUKHEM B Ch3HAHHMETO Ha KJIMEHTA, BCUUKH Te-
31 BapWaHTH m34ye3Batr. MiMeTo Ha ThproBckaTta
MapKka He € HUIIO JPYro OCBEH AyMa B Ch3Ha-
HHUETO WM, MaKkap M Ta3u JyMa Ja € CTeIHaHa.
Hmero Ha ThproBckaTa Mapka € ChIIECTBUTE-
HO cOOCTBEHO MME, KOETO, KaTO BCHYKU JIMYHU
MMEHa, ce MHLIE C TIaBHa OyKBa.

Cuilata Ha THProOBCKaTa Mapka ce KpHe B
HeifHaTa CIIOCOOHOCT J1a BB3JIEHCTBA BBPXY TO-
BEJICHHETO Ha KymyBaua. Ho emHa ThproBcka
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Mapka, II0CTaBeHA BbPXY HSKOS CTOKA, HE € Ka-
TO THPrOBCKAaTa MapkKa, KOSTO OCTaBa B Ch3Ha-
HHeTo. ThbproBcka Mapka MOXKe Ja ce U3Tpaau
BBB BCfAKa €/lHa KaTeropus, BKIIOYUTEIHO U
npH xJisi0a ¥ MIISIKOTO, CTHTa Ja Ce CIe/Bar 3a-
KOHHTE 32 M3TPaXAaHe HAa ThProBCKAaTa MapKa.
OT cBOs cTpaHa, enHA YCIelHa OpaHIUHT
KaMIlaHus ca 0asupa Ha IpejcTaBara 3a HEloB-
TopuMocT. T4 ch3gaBa B Ch3HAHMETO Ha K-
€HTa yCell[aHeTo, Ye Ha Ma3apa HsAMa APYT Mpo-
JIYKT Karo Bamus. Moxe JIn eHa ThProBcKa
Mapka Ja ce xapeca Ha Bcuuku? He. Cnopen
CBIIIOTO CXBAalllaHE 32 HEMOBTOPUMOCTTA HHUTO
€/lHa MapKa He MOJKE J1a e Xapeca Ha BCHYKU.
Bwrpexn ToBa obave, pasmmpsBaHeTo Ha 0a3a-
Ta, YBEJIWYaBAaHETO Ha MPUBIIEKATEIHOCTTA U
pa3lIMpsIBAHETO Ha MpPOJAYKTOBAaTa JHMHUS ca
MOMYJIAPHU TEHAEHIUH B MapKeTHHTa. ChIuTe
TEe3M CHJIM, KOMTO CE€ OIMTBAT Ja YBEJIMYaT Ia-
3apHUA U1 HA €Ha KOMIIaHMS, IOJKOIIaBaT
cujaTa Ha ThProBCKaTa Mapka.

OT riegHa TOYKa Ha TOPENOCOYEHOTO,
TypucTHieckust Opann ,.bbiarapus” e yHuKa-
JIeH B CBh3HAHHMETO Ha YyXJCHela (repMaHel,
HOJNAK WM PyMbHEL), HO HE € ThXKIECTBEH
BBbB BCHYKH CTpaHH. B HAKOM TOH HOCH MO3U-
THUBEH 3apsi/l U NPeIU3BUKBA IPUSATHU EMOLINH,
B JIPYTU € M3IIBJIHEH C HEraTMBU3BM U OTpH-
nanue. B mbpBus ciydaii, Opanabt TpsiOBa na
ce pa3BuBa M oborarsiBa, BbB BTOpHS — Jia ce
PENO3UIIMOHMpA.

ITo-HaTaThK, IPU MO3UTHBHA PEAKLHS 10
OTHOILIECHHE Ha TypUCTHUYecKus OpaHn ,,bbi-
rapus”’, € HeoOXOANMO Ja ce uAcHTH(GHUIUpar
€MOIIMOHATHUTE U pallMOHATHNUTE peakiuu Ha
KOHKpeTHHTe mondpannose ,,CibHUYEB Opsr”,
,»baHcko” unmu ,,Puncku manactup”. U Tyk e
HeoOxoaumo (Ha 0a3a Ha TPEIBAPUTEIHUTE
MPOYYBaHUS) J]a C€ pa3BUBAT CUIIHWUTE OpaH-
JIOBE, KaTo CTPEMEXbT € Jla ce oOpacTsa C
rapauTypau Opanzmose. C Apyru aymu, Aa ce
THPCH pa3MIMPEHNE HA OCHOBHUS OpaH/.

Kakto obaue e wu3BecTHO, ,,3aKOHBT 32
pas3IIMpeHreTo” IJIacH, 4e CuilaTa Ha ThpProBC-
KaTa Mapka ¢ oOpaTHO MpPONOpPLMOHAIHA Ha
HeHHMAT o00xBaT. PasmmpsBaHero Ha egHa
MPONYKTOBA JIMHHUA MHPBOHAYATHO MOXE Ja
JIOBEJIe JI0 YBEINYaBaHETO Ha MpoJaxOuTe, HO
ce MpPOTHUBOIOCTaBA Ha MpeJcTaBaTa 3a YT-
BBpXK/IaBaHE Ha ThpProBckaTa Mapka. 3a H3rl-
paXkIaHETO Ha MOIIHA TBHPrOBCKa MapKa B

CHb3HAHUETO HA KIMEHTUTE CH, KOMITaHUITa
TpsaOBa Ja cBHE MapKara CH, a He Jia 5 pa3Iu-
psBa. B aBiarocpodeH miaH pa3mIApsIBAHETO
Ha THProBCKaTa Mapka HamajsBa cujiara |
MOBIUSIBA OTPUIIATEIIHO HA UMHJDKA Ha €I[HA
KoMmmaHus. B Typuctuueckus OusHec obaue
pa3MIMpEeHNeTo BIHse ONarompusTHO W JiaBa
KyMyJIaTUBeH e(eKT, MPOTUBHO Ha OYaKBaHU-
sta Ha JaBamaTa Puiic. To3u edekT ce moctura
Ha npuHUUnNa ,JloMuHupail B kaTeropusra’.
OcHOBHa IIeJT Ha BCSIKA MMPOrpaMa 3a yTBBhPK-
JlaBaHEe Ha THPrOBCKaTa Mapka € TS Aa JOMU-
HHUpa B KareropusaTa. Bempekn ka3aHOTO, IMO-
BEYETO TYPHCTHUECKH KOMITAaHWUH HaOIiraT Ha
KPaTKOCPOUHMsI CH IUIaH U HpeArnpueMar pas-
IIMPSIBAHE HA JIMHUATA, MEraOpaHIUHT, BapH-
paly IeHU U JPYTd MOJICPHU MapKETHHTOBU
TEXHUKH, KOUTO MO-CKOPO “IOST” THPrOBCKU-
TE€ MapKW, a He TW m3rpaxaar. M makap B
KpaTKOCpOUeH TIaH ToBa ‘“‘U3/0siBaHe” ma
MOJKE J1a JoBeae 10 Obp3a medanda, B IbITOC-
pOYEH IIJIaH Ta3W TEXHUKA ,,M3IeKaa” THPIOB-
CKaTa MapKa J0 TaKaBa CTCMEH, A0 KOSTO T
BEYE HE CTaBa 3a HUIIIO.

Crnopen Hac, B OBJITapCKHUS TYPHUCTHYEC-
Ki OM3HEC HAU-TIPUIIOKHM € ,,3aKOHA 32 IOITY-
JSPU3NPAHETO” — M3TPAKIAHETO HAa THPTOBC-
KaTa Mapka Jla CTaBa C MOMYJLIPU3UPAHETO, a
He ¢ pekimamupaneTo. [loBeueTro TypucTthuec-
KM KOMIIAaHWU pa3paboTBaT CBOUTE CTPATETHH
3a yTBBPXK/IABAaHETO HA THProBCKaTa Mapka
Taka, CAKall peKjiaMara € Hai-Ba)KHOTO Cpell-
CTBO 3a KomyHuKarms. Te rpemar. CtpaTteru-
ATa TpsOBa MMbPBOHAYAIHO Aa OBIe pazpabdo-
TEHA OT IJIeIHA TOYKA Ha MOMYJIIPU3UPAHETO.

JlHec THProBCKUTE MapKd HE CE Ch3fAa-
BaT, Te ce paxnar. EjxHa HoBa mapka TpsOBa
Jla € B CbCTOSIHUE Ja CH Ch3/ajie OIaronpusT-
Ha MyOJIMYHOCT B CpejCTBaTa 3a MacoBa WH-
(opmarnus, 3amo0To B MPOTHBEH CIIydail HsIMa
IIaHC Ha rmasapa. ToBa He 03HaYaBa, 4ye peKsa-
Mara € MPOCTO Hemo Oe3NoJe3HO W MHOTO
cKbI10. Bequbxk usrpajieHa, 3a ja orenee, Thp-
TOBCKaTa Mapka ce Hyxkiae oT pekinama. [lo-
MyJISPU3NPAHETO € MOIIEH HHCTPYMEHT, HO
paHO WIM KBCHO TBHPrOBCKaTa Mapka TyOu
CBOA TyOnmueH mnoreHnuan. To3m mporec
OOMKHOBEHO MpPEMHHABa Mpe3 JIBE SICHO H3pa-
3eHU (a3u: mbpBara (aza BKIOYBA BHBEK]A-
HETO Ha HOBaTa KaTeropws; BTopara (asa ce
OTHACS JI0 M3PACTBAHETO HAa KOMITAHUSATA, Bb-
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BeJla HOBaTa KaTerOpHsl.

3a BCHYKH T€3W HACOKH Ha OpaHAHWpaHE B
cdepara Ha Typu3Ma, KOMUTO H30pOUXME, MO-
JKEM Jla TIPWIIOKUM XWISIA TPUMEPHU H3BeEJIe-
HU OT ChBPEMCHHATA NKOHOMUYECKa JICHCTBU-
TEJHOCT, ¥ OT MHHAJIOTO U BCUYKH TE I TIOT-
BBPJIAT MPaBOTAaTa HA Ta3M JIOTUKA U TE3H ,,3a-
KoHU Ha Opanmwmnra”’. Ho Tyk TpsOBa ma ce
3ammTame: ,,3all0, ako Te3W 3aKOHU ca HamC-
THHA “HEM3MEHHM , HAIllaTa CTPpaHa KaTo ISUI0
U TOBEUETO TYPUCTHYCCKH KOMIIAHWH THU TIpe-
HeOpersar, Wil ¢ BpEMETO Ce OTJalieuaBaT OT
TSAX W 3aI04YBaT JIa MPaBIT TOYHO 0OpaTHOTO?
OTroBOpHT HA TE3W BBIIPOCH MOXKE OW CE KPHS
MPOCTO B €CTECTBOTO HA YOBEIIKATa MPUPOJIA.
YoBek BHHArW HMCKa IOBEYE OT TOBA, KOETO
uMa, BHHATU C€ CTPEMH KbM pa3pacTBaHe U
pasiupsBaHe U B TIpoIieca Ha TIOCTUTAHETO UM
ce camo3a0paBs M ce caMOyHHIIOXaBa. Map-
KEeTHHT'BT BCE OIIle HE € JIOKpail ToYHa HayKa,
Taka 4ye 3a BCEKHM 3aKOH MOXKE Jla c€ HaMepH
U3KITIOYEHHE W TO JIOpH ToBeue oT eaHo. Ho
Taka WM WHA4Ye MPaKTUKaTa J0Ka3Ba, 4e Te3U
KOHTO Ca Ce MPUIbPKATH KbM TE3U 3aKOHH Ca
yCIISIBalM, a TE€3W KOUTO Ca BBPBEIH CpEILy
TSAX Ca YCIISIBAJIH.

Taka nnm MHa4Ye, KaKTO W BCHYKO OCTa-
HaJI0O B CB€Ta MKOHOMHUKATa MU MAapKETHHIa Ca
pa3BHBAIM CE MPOIECH M TOBa KOETO € Ba-
JUJIHO JHEC, MOXE Jia He € BaJIUIHO YTpe.
Kakro e craHano cbc 3aKOHA 3a TeHEpaTU3U-
paHeTO — B MUHAIIOTO JaBaHETO HA TeHepalu-
3WpaHN UMEHA Ha KOMITAaHWUTE € OWIIO yCTeml-
Ha TaKTHKa M CHOTBETHO € OWjia MpaBWJIHA 32
TOraBairHara JeHCTBUTEIIHOCT, HO JIHEC TaKa-
Ba TakThKa Ou Omia maryOHa. ToBa HU Kapa j1a
Ce 3aMHCIHMM JOKOJIKO TEe3W 3aKOHU ca TpH-
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J0xuMu B bbirapus, B Hamara JgeiicTBUTEN-
HOCT. Morar i1 eJHW 3aKOHW W3BEIEHH OT
NpaKTUKaTa Ha CTa0MJIHO pa3BHBAIIU CE YC-
MEeIIHN MKOHOMHKH Jla JIOBEJAT 10 yCIeX U
Tyk? Pa3bupa ce, B KpaiiHa cMeTKa Ipu Ta3u
rio0anu3aIys 3aKOHUTE Ha OpaHaAnHTa TPAOBa
Ja ca BaNMOHM HaBcskble. ChbITaceH CbM B
OIIpe/ie/ieHa CTEIICH, HO I03BOJIETe MU Ja U3-
pa3s U u3BECTHO cbMHeHMe. Paszbupa ce, ue
MOBEYETO OT TE3M 3aKOHM 1€ ObJIaT BaJIUTHU
U TYK U JOpH NPHIBPKAHETO KbM TiIX OH
MUMajo 37paBOCIOBEH e(eKT BBPXY Bce oule
Xa0TUYHATa Ma3apHa MUKOHOMHKA y Hac. bbi-
rapckata MKOHOMUYECKa JEeHCTBUTEIHOCT BCE
ole He € JOCTUTHAIAa HUBOTO U KyJITypara Ha
pa3BUTHE HA UKOHOMUKHUTE, OT KOUTO ca MU3Be-
JICHU Te3u 3aKoHU. B bbarapust Mmuoro dgupmu
BCE OlIe IOPH HE BMXKJAT I0J3aTa OT MpHJIa-
raHeTo Ha MapKeTMHIOBaTa CTPATErus 3a TsX-
HOTO Pa3BUTHE, Ja HE TOBOPUM 3a IpHJIaraHe-
TO Ha OpaHauHra. ToBa BCHIIHOCT HABEX/A HA
MUCBJITA, Y€ Hallarta JeHCTBUTETHOCT BCE OlIe
He € y3psja 3a HAKOM OT U3JI0KEHUTE 3aKOHHU.
Tyk Te He ca Taka “Hen3MmeHHM . B kpaiina
CMETKa, TOBA BOJM [0 U3BOJA, Y€ TE3H 3aKOHU
ca JOTOJKOBA ‘‘HEM3MEHHHM ', ITOKOJIKOTO ca
MIPWIOKHUMH B €/lHa ONpeesIeHa KOHIOHKTYpa.
ToBa He o3HauaBa, ye Te He TPsIOBa Ja ce MpH-
JlaraT TpU pa3lUYHU CUTYyallMs, Ha Pa3TUuHU
HUBa Ha NIKOHOMHYECKO pa3BuTHE. ToBa 03Ha-
YaBa, Y€ B pa3dUYHHUTE JCHCTBUTEIHOCTH
TpsibBa 1@ ce W3MOJI3BAT CaMoO TE3U 3aKOHH,
KOMTO 3a MPHIOXKUMHU 3a TIX U Ouxa uMm ao-
Heciu ycnex. TpsOBa za ce npeLeHssa, 3a Kou
3aKOHHM € y3psila KOHKpeTHaTa JeiCTBUTE-
HOCT 1 32 KOH He.
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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-
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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-
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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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Ac. n-p JIrooka UaneBa

Kameopa ,, Topeoscku u mypucmuyuecxku 6usnec “, CA ,,/1.A. Illenos” — Ceuwyog

Pesrome: [Ipucrenunssanero Ha bwarapus
KbM EBponerckus Chro3 W TEHACHIMHTE KbM
r100aIM3aIis Ha CBETa TIOCTENeHHO BhBINYAT B
CBOSITa OPOHTA PA3IMYHKUTE OTPACIN Ha Obirapc-
Kara UKOHOMHKa. CBOOOIHATA THPrOBHS B OOIII-
HOCTTa TIOCTaBsl Tpel OBJArapcKuTe MPOU3BOIM-
TENW Ha CTOKU M YCIYI'H HEMAJKO IMpeau3BHKa-
TEJICTBA, CBBP3aHU C BHCOKATa KOHKYPEHIUS Ha
[a3ap C YTBBPACHU IPEJIOKUTEIH BbB BCEKH
OTpach/l Ha NPOU3BOACTBOTO U OOCIY>KBAaHETO.
EnuncTBEHaTa BH3MOXKHOCT 32 M3JIM3aHE OT aHO-
HHUMHOCTTa Ha Npou3BomuTenute oT EBpomeiic-
KUSL CBIO3 € YTBBPXK/IABAHETO M PETUCTPUPAHETO
Ha coOCTBEHa TBProBCKa Mapka. Bwmpocwure,
CBBP3aHU ChC ChH3/IaBAHETO M YNPABICHUETO HA
MapKHTe, BIU3aT B TI0JIE3PEHUETO HA TEOPETHLN-
Te M TpaKTULHUTEe B cdepara HA YCIyTHTE, U B
YACTHOCT B TYpHU3MA.

B ceBpeMeHHMs riiobaM3upall] ce TypUc-
THYECKH T1a3ap €IUH OT MHCTPYMEHTHTE 3a II0-
BHIIABAaHE Ha KOHKYPEHTOCIIOCOOHOCTTa Ha Jec-
THHALMHUTE ¥ Ha OT/JCIHUTE TYPUCTHUYECKH Ipe-
OpUATHSL € YTBBPIACHUST U TPABUIHO MO3HILHO-
HupaH OpaHn. bBpanmupanuTte aecTHHAIMK Cce
IPOJIaBaT MHOIO IIO-JIECHO OT TE3W, 32 KOUTO
HOTPEOUTENMTE HAMAT SCHO M3PA3cHO MHEHHE.
ExenHeBHO TypHCTBT € IOcTaBeH npexa n3dopa
Ha TyporepaTop, MOCPEIHHUK, MSICTO 32 HacTaHs-
BaHe, TYPUCTUUYECKU aTPaKIMK U JIPYTH B Thpce-
Ha JectuHaiws. B mporeca Ha mpoyuBaHe U u3-
00p 3a TTyBaHE MHOTO YECTO TOH CITHpa M300pa
CH BBPXY HAJIOXKUIIHUTE CE C ONpeeieH MOI0KH-
TEJIeH UMUK TIOCPETHUIIN U XOTENH B [TO3HATH-
Te My JecThHAIMH. [IpuChCTBHETO HA BCHYKU
YYaCTHULIM Ha TYPUCTHYECKHs Ia3ap B MHQOp-
MAIMOHHOTO TIPOCTPAHCTBO, CH3AABAHETO Ha
Jo0pe MO3UIMOHUPAHU IUIAT(OPMH TapaHTHPa
HaJlaraHeTo Ha JICCTUHALMUTE W Ha TPEINPHUSITH-
AT B TSIX B Ch3HAHUETO HA KPAHHMS TIOTPEOUTE.

KawuyoBu agymn: 6pann, OpaHnauHr, THp-
TOBCKA MapKa.
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YBoa

CbBpeMEHHUAT TyPUCTUYECKH T1a3ap uMa
MHOTO XapaKTepUCTHKH, HO Cpel Hai-Bax-
HHUTE Ca HEroBaTa JUHAMMYHOCT U IEPCICKTH-
BU Ha paszBuTHe. KOHKypeHIHsATa B TYpUCTH-
YeCKHUsI CEKTOp CTaBa BCE M0-0)KECTOYCHA H
U3UCKBA OT BCAKO TYPUCTUUECKO MPENIPHUATHE
MOCTOSIHHO J]a JOKa3Ba CBOETO MPEBB3XOJCTBO
HaJl KOHKYpeHTHTe cu. [lHec TypucTHYecKuTe
NPOAYKTH Ha eIHO MPEANpPHUsITHE ce KOHKYpH-
par cbC CHIIO TOJIKOBA JOOPU U aTpakTHBHH,
HE CaMO B KOHKpE€THAaTa ACCTUHALKWA, a B pa3-
JIMYHUTE TOYKH Ha CBETA.

B nombiHeHMe KbM TOBA c€ MPOSBSIBAT U
HeraTuBUTE Ha riobanHa (UHAHCOBA, MKOHO-
MHUYECKa U KaTO TSAXHA MOCIEeIUNa — U COLH-
anHa Kpusa. IloBeneHneTo Ha BCHUKM y4acT-
HULM Ha TYPUCTUYECKHs Ma3ap ce IpeMoje-
JMpa U HAJIOKHM HOBOTO IOBEJCHHUE 3a MPEAT-
pHUATHATA OT TYPUCTUYECKHSI CEKTOP. A MMEH-
HO — HE JIa CJIEABAT CISMO AMHAMHUKATA Ha Ma-
3apHaTa KOHIOHKTYpa, a caMH Ja Ch3JaBatr
CBOMTE JIOSUIHM KJIMEHTH. TeHneHuusTa € KbM
n3rpakiaHe Ha JIOBEpUE OT CTpaHa Ha pas-
JUYHU TIOTPEOMTENICKH CErMEHTH, 4pe3 M3I-
paXKIaHEeTO Ha TIO3UTHBHA KOPIOpaTHBHA pe-
nytanus. Koraro OromxeruTe, OTAEIEHH 3a
MapKeTHHI, pekiaama u PR, He nmoBexnar 1o
OYaKBAaHUTE PE3YJITATH € JIOTMYHO J1a CE Thp-
CST HOBU BB3MOKHOCTH 32 BB3JICHCTBHE BBp-
Xy MOTpeOuTenuTe. A ToBa € HeMUCIHMO 0e3
[POMsIHA B KOMYHMKALUsATa — TPaAULOHHO
OCBIIECTBIBAHOTO IMyOJNIHO OOITyBaHE CTaBa
BCE IMO-HEE(EKTUBHO B €1HA KapJUHAIHO H
JMHAMUYHO TIPOMEHSIIA Ce Cpeaa.

Heara na HacrosmaTta paspaboTka e
OpaHABT Ja ce MpeicTaBH KaTo pealiHa Bb3-
MOXHOCT 32 HajaraHe Ha TYpPUCTHUYECKUTE
NPEANpPUSTUS C €AMHHA BH3MS B Ch3HAHHETO
Ha MoTeHUManHuTe TypucTu. ClieBaHETO Ha
OIUTa HAa BOJCLIUTE ACCTUHALUH M TYPUCTH-
YEeCKU IPEAlpUATHs BBB (hopMHUpaHETO Ha
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CHJIHM M KOHKYPEHTOCIIOCOOHH OpaHIoBE €
BB3MOKHOCT 3a bbirapust u Obarapckure Ty-
PHUCTHYECKH MPEANPUATHS J1a Ce HaJNOXKaT C
C€AWHHA BU3UA B CB3HAHHUETO Ha IIOTECHIHAJI-
HUTE TYPUCTH.

Ta3n HeoOXxomuMocT € oCb3HATa Ha Ha-
LMOHAIHO PaBHHUILE, KOETO CE JI0Ka3Ba C M3-
BBPILCHUTE W3CIIEBAHUS 1O MpoeKTa ,,Pa3pa-
0oTBaHe Ha cTpaTerus 3a Opanp ,,.bearapus” u
BBbBEXK/JAHE HA IPAaKTHKAa HAa WHTEIPUpPaH U
mocyiefoBaTeNieH OpaHa MEHHIKMBHT . TIpo-
eKTHT ce peanu3upa A0 kpas Ha 2011r. ot
MHUHHUCTEPCTBOTO Ha HMKOHOMHKAaTa, €Hepre-
THKaTa u Typusma mo OmepaTuBHA Hporpama
,PernoHaiHo pa3sutue’. Llenra Ha mpoekra e
Ja ce noumM epEeKTHBHOCTTA Ha peKiamara
Ha bwirapus xaro TypucTHdecka IeCTHHALMSA
ype3 pa3padoTBaHe Ha cTpaTerus 3a OpaHa Ha
CTpaHara, BKJIIOYMTEJIHO MPOJYKTOBU I0J0-
paHmoOBE 3a Pa3IMYHUTE BUAOBE TYPU3BM —
MOPCKH, 3MMEH, KyJITYpHO-IIO3HABaTEJIEH,
€KO- U CeJICKH, OaJHeo- U cIia U JIp.

B cneumanusupanata MKOHOMHUYECKa JIH-
TepaTypa uYecTto ,ThbproBcKaTa Mapka’ W
,»OpaHIBT’ ce M3MOJI3BAT KATO CUHOHUMU. [[a-
7Y TOBA € MPABUJIHO € JUCKYCHOHEH BBIPOC,
KOWTO 3aciykaBa Jja ce pasriera.

1. TeopeTHYHH MOCTAHOBKH 32 MACTOTO HA
Opanaa cpel MapKeTHHTOBHTE
KOMYHUKAIIHH HA TYPUCTHYECKOTO
npeAnpusTHE

KomyHuKanmoHHaTa cucTtemMa Ha Typuc-
THYECKOTO MPEANPHITHE BKIIOYBA PA3THYHU
MOZIEJIN Ha CaMOCTOSITEJIHO MJIM KOMOUHHUPAHO
M3I0JI3BaHe Ha peKiiama, IbOJUK-PUIICHILIBHC,
CTUMYJIMpaHe Ha NMPOAaXOHUTE, CIIOHCOPCTBO,
NOMyJIsIpU3anys, Mpornaraiia, OpaauHr (Ch3-
JlaBaHE ¥ KOMYHHUKAIHSI C TBPrOBCKH MapKH) U
JMPEKTEH MapKeTHHI”. B ChBpeMeHHHTE yc-
JoBUsl OanaHcupaHaTa KOMYHHMKAlMOHHA MO-
JUTUKA € €AWH OT MHCTPYMEHTUTE 3a TOBU-
HIaBaHe KOHKYPEHTOCIIOCOOHOCTTa Ha TYpHUC-
TUYECKUTE MPEATPHUITHS.

KomyHuKanMoHHaTa MONHWTHKA B TypU3-
Ma ce€ peaJln3upa Ha TPU PaBHUILA:

® Ha HANMOHAJIHO HHUBO — B cHCTEMara
3a HallMOHAJHa peKJaMHa KaMIlaHUs 3a Ipe-

! http://www.mi.government.bg/bg/news/naglasite-na-turi-
stite-shte-sa-v-centara-na-strategiyata-za-brand-balgariya-168.
html

*Pakamkmiicka, CB., MapunoB, Ct. MapkeTHHT B TypHU3Ma.
Bapna, Hayka n nuxonomuka, 2004, ¢.92

3eHTHpaHe Ha OBJITapCKHs Typu3bM. ToBa
M3HCKBaHE € 3aJ0KEHO B WI.6 OoT 3aKkoHa 3a
TypusMa® B IHIETO Ha MHHHCTBPBT HA HKO-
HOMHKaTa CHCpreTuKkatra u TypmuiMa M Haluo-
HaJIHUAT CBBCT 110 TYPU3BM.

® Ha OpaHIIOBO HHBO, TaKaBa KOMYHH-
KallMOHHA TIOJMTHKA 32 HAaChbpYaBaHE M PEK-
JaMHUpaHe Ha XOTEIUEPCKUs U PECTOPaHTHOP-
CKH MPOAYKT, NOCPEIHUYECTBOTO U TypoIiepa-
TOPCTBOTO  OCBIIECTBABAT AcOIManusTa Ha
OBATapCKUTE TYPOIEPATOPH M TYPHUCTHYECKH
areHTH, brarapckara aconuanys Ha TypHCTHU-
YeCKUTE areHuuM, bbiarapckara xorenuepcka
U pecTOpaHThOpCKa acomuanusi, beirapckara
acoluanus 3a ajJTepHaTUBEH Typu3bM, ChBeTa
o Typu3bM — Codust, CrpykeHHETO Ha XOTe-
JHMepUTe W PECcCTOpaHThOpuTe — BemuHrpan,
Haumonannarta aconuanusi 3a AETCKH M Mila-
JeKKH Typu3bM, Beiarapckust cbpio3 mo Oan-
HEOJIOTUsI M Cma Typu3bM, Hanmonamnara
acormarus o CIIA yemnec TypuswsM, Perno-
HalHaTa TypHCTHYecKa acouuauus Pomomwm,
AconmanusaTa Ha €KCKyp3oBomute, Aconua-
nusaTa Ha Crennanu3upaHuTe eKCHepTH B TY-
pucTUYCCKaTa MHAYCTpHUA U AP.

® Ha HUBO TYPHCTHYECKO MpeAnpusiTHe
U OT/eJIeH TYPUCTHYECKH 00CKT.

W3rpaxxpaHeTo Ha MapKETHHIOBa KOMY-
HUKallMOHHAa CHUCTEMa Ha TYPUCTUYCCKOTO
npeanpuATue cCjiicaBa pasBUTHUETO Ha CaMUA
MapKeTHHT". MapKeTHHIBT 1 KOMYHHKALHUATE,
KOUTO C€ M3MOJI3BAT OT TYPUCTHYECKHUTE MPe/i-
npustus eBoiroupat. CpeacrBara 3a KOMyHH-
Kalus ce Haco4BaT TEPCOHAIHO KbM OTHEN-
HUA TYPUCT. I/ISCJ'ICZ[BaT CC MHAUBUAYATHUTE
NPEINOYNTaHNs, KaKTO Ha CErMEHTa, Taka U
Ha TICUXOJIOTHYECKHs IPOQUII Ha TypHUCTa.

CbBpeMEHHUST MapKETHHI € MHOTO MO-
BeUe OT pa3padOTBaHETO Ha Hai-HoOpus mpo-
JYKT, (JOPMHUpAHETO Ha Hal-TIpUBJIeKaTeIHATA
My IIeHa U IPHIBIKBAHETO MY 10 OTpeOuTe-
JIUTE OT IETIeBUSI CETMEHT.

HimMeHHO ¢ Ta3u Len ce M3MOoJ3Ba KOMII-
JeKC OT MAapKETUHI'OBH KOMYHHKAIMH, HJIH T.
Hap. KOMYHUKAIIMOHEH MMKC. TypI/ICTI/IquKI/I-
TE NPENPUATHS YIPABIABAT CIOKHNA CUCTEMHU
OT KOMYHHMKAIIMOHHU BPB3KH. Te MMar B3au-
MOOTHOIIICHHSI CbC CBOUTE MOCPEIHULHM, MOT-

33akoH 3a Typusma, O6H., /1B, 6p. 30 ot 26.03.2013 ., B cuna
or 26.03.2013 r., http://www.mi.government.bg/bg/libra-
ry/zakon-za-turizma-254-c25-m258-2.html

*Pakamkniicka, Cs., Mapunos, Ct. MapkeTHHT B TypH3Ma.
Bapna, Hayxka n nxonomuxka, 2004, ¢.95
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peOuTeNn ¥ Pa3NIUYHUTE MPEJCTABUTEIH Ha
obmectBeHocTTa. [locpeqHUIMTE, OT CBOS
CTpaHa CBIIO0 MMAaT KOMYHUKAlMOHHH OTHO-
HICHHSI ChC CBOMTE MOTPEOMTENH, U3Tpa)aar
BPB3KU WM HETIOCPE/ICTBEHO OOIIyBaT eIHH C
Ipyru. B Typusma e 3aIbJDKUTENHO BCSKa
rpymna Jia c¢b3/iaBa oOpaTHa Bpb3Ka C Jpyrara
rpyna, TbH KaTto ce MmpojaBaT crenupuyHH
NPOJYKTH, M3UCKBAIX HEMPEeCTaHHa M TOYHA
HHpOPMALHSL.

Typuctudeckute npeanpuaTs TPsSOBa j1a
OCBHIIECTBSIBAT HEMPECTAHHA KOMYHHUKAIUS C
HACTOSIIIUTE M TOTCHIMAIHUTE CH KJIMCHTH.
[lopagu Ta3w TpUYMHA BCSKO TNPEINPHSATHE
3aroyBa Ja M3IMBJIHSABA POJATA HAa WU3TOYHUK
HAa KOMYHHKAIIMU ¥ TCHEPUPAHE HA Pa3IHuHU
CPEJICTBA 3a CTUMYJIMPaHE Ha TMPOjaaxOuTe.
TypUCTHYECKOTO MPEANPUATHAE U3ION3BA ChB-
PEMEHHU METOJH 332 KOMyHHWKanus. KbM TaX
CrajaT pekJjiama, pasrjaca, JHpPeKTeH Map-
KeTHHT (JIMYHH NMPOoAaxK0u) U BPB3KH C 00-
mectBeHocTTa (PR). ChBpeMeHHNTE MeTOAM
32 KOMYHHKAI[MH C€ W3MOJI3BAT ChBMECTHO, C
OCTaHAIUTE CIEMEHTH Ha MapKEeTHHTOBHS
MHKC, KATO KOHKPETHHUTE CPEJICTBA CE ChueTa-
BaT B €IMHHA [IPOrpama 3a HachpYaBaHe.

Pexnamama e nenenacouenata gopma Ha
KOMYHHUKAIIUS, pa3NpoCTpaHsiBaHa OT Ompeje-
JICHW W3TOYHUIM (peKJIaMOIaTeNl) Cperry
3aIuialane B pa3inuHy PeKIIaMHU CPEJICTBA H
HOCHTEITH.

Pazenacama e Bug cpeactso 3a oOuryBa-
He, Karo HWHQpOpMAIMATA 32 TYPUCTUUECKHS
NOPOJYKT, @ OTYaCTH M 33 TYPUCTHYECKOTO
HpENPUsITHE HE Ce M3IbUYBA OT HETO0, a OT He-
YTPAJIHO CHPSAMO TPEINPHUITHETO JHIEe. T
CbUIO € HeNepcOHu)UIMUPAHO U IUIATEHO
cpeacTBO 3a obmryBane. YecTo KaTo TakuBa
JIMIA C€ U3IO0J3BAT X0pa, KOUTO ca “BOoAaydd Ha
00IIeCTBEHOTO MHEHHE .

Hon suunu npodascou (Oupexmen map-
KemuHz) c€ UMa MpPEeABUJ HEMOCPEACTBEHUST
KOHTAKT Ha TPECTAaBUTENl Ha TYPUCTHIECKOTO
OpeANpPUsITHE C SIUH MM HAKOJKO TOTEHIIU-
QTHM KJIMEHTA C [eJl MPEJICTaBsiHe HA TYPHC-
THUYECKHS TIPOAYKT U OCHINECTBABAHE HA MPO-
naxoa.

Cmumynupanemo Ha npooadicoume ca
KPaTKOTpailHW MEpKH, KOUTO CIyXkaT 3a TO-
OLIpsIBAHE HA TIOKYIKUTE WM MPOJAKOUTE Ha
TYPUCTUYECKH CTOKH U YCITyTH.

Hon epw3ku ¢ obwecmsenocmma (PR)
4ecTo ce pa3dupaT JeWHOCTUTE CBBP3aHU C
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BPB3KUTE HA TYPUCTHYECKOTO MPEANPUSTUE C
OO0IECTBEHOCTTA, KOMTO Ca HACOYEHH KbM
Cb3JaBaHe M MOAAbpXKaHE Ha J00pU B3aUMO-
OTHOUIEHUS C TYPUCTHYECKHUsI OU3HEC, TypHC-
THTE, OOLIECTBEHOCTTA U OOIIECTBEHUTE Opra-
HU3aLHH.

Pexnamara e moaxozsiia 3a NpUBIMYAHE
Ha BHUMAaHHUETO M Ch3aBAHETO HA MHTEPEC Y
MOTEHI[MATHUTE TOTPEOUTENM KBbM TYPUCTH-
YECKUTE CTOKM U yciayru. TexHukaTta Ha Juy-
HHUTE NPOJAKOU € MO-NOAXOsIa IPH IPOBO-
KUpaHe B MOTPeOMTENUTE Ha KOHKPETHO JKe-
JaHUE Ja TPHUIOOMAT TYPUCTUUECKHS MPO-
aykt. C ome mo-roysiM eeKT 3a Hachbpuapa-
HETO Ha MPOJAXOUTE € M3IOJI3BAHeTO Ha PEeK-
JIaMH, TEXHUKH OT JINUHUTE MPOJakOu, MOAK-
perienu ¢ PR u Haii-Beue pa3nnyau GopMu 3a
CTUMYJIUpPAHE.

WnenTnyHOCTTa HAa  TYpHCTHYECKOTO
IPEeAIPUSTUE CE CBBP3BA C PEKJIAMHUTE KOHC-
tanTd. Cpex pexiIaMHHUTE KOHCTaHTH MomHajga
TBPrOBCKaTa Mapka, KOATO TYpPHCTUYECKUTE
NpEeANpUATHS IPEeBpbILAT B Opann. bpanovm e
pa3paboTeHa WHIMBUAYATHOCT, KOSTO HJICH-
THQUIHpPa TPOAYKTa, OOCITYKBaHETO, MPEI-
PUATHETO, IbpKaBaTa WIM JIMYHOCTTa (UME,
TepMHH, 3HAK, CHMBOJI, AN3aiH WIn KOMOHMHA-
sl OT TSX) M BB3ACHCTBA 1O ONpeesieH Ha-
YUH BBPXY Cb3HAHHETO M OYaKBaHHUATA Ha
KIIIo4YoBaTa IiefieBa ayAWTOpHA: KIHEHTH,
CIIyKWTENH, [apTHbOPH, WHBECTUTOPH, O00-
LIECTBEHH OpPraHu3aluy U Jp.

2. BpaH}]’bT — Bb3MOKHOCT 32 Pa3BUTHE Ha
TYPUCTHYCCKHUSA 0TPACDHJ]

Crnopen 3akoHuTe Ha OpaHIWHTA, €THA
CHITHA TBHPrOBCKa Mapka € (OKycHpaHa B
MIpe/JIaraHeTo Ha €Ha ONpeJieNieHa IeHHOCT U
TYPUCTHUYECKHU MPOAYKTH, 32 Jla Ce Bbh3Mpuema
MPEINPHUITAETO KaTo BOJEIIO B JECTHHAIHS-
Ta. AKO TIPENNPUATHETO Pa3paboTH U YTBBPAH
Ta3d Mapka MpeAu CBOUTE KOHKYPEHTH, TO TS
cTaBa CHJIHA M (OKyCHpaHa B Ma3apHaTa Kare-
ropus — TO CTaBa JIUAEP.

B w3cnemBame, myOmmkyBano B The
McKinsey Quarterlys, ce OTYMTA, Y€ ,,3a UKO-
HOMMYECKHUSl yCIeX Ha AbpiKaBaTa B CBETOB-
HaTa KOHKypeHTHa 0opba € BayKHO Kak MoTpe-
OutenuTe BB3MpHUEMAT HeHus umMumLk. Ha
CBETOBHHSAT TyPUCTUYECKH Ta3ap ce KOHKYpH-

* http://www.mckinsey.com/russianquarterly/articles/issue
09/07_0404.aspx?tid=16
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paT He caMO TYPUCTHYECKHTE MHpEeANpHUSTHS,
HO U AbpXaBuTe. BBpXy pemieHuero Ha Ty-
pucTuTe 32 M300p Ha ASCTHHALMS 32 TOYUBKA
OKa3BaT BIMSHUE (HAKTOPH, CBBP3aHU HE CaAMO
C TYPHCTHYECKUTE PECYPCH, HO M C TIOJIHUTH-
YyeckaTa, MKOHOMUYEecKaTa M COLMaHaTa CTa-
GumHOCT Ha IbpxkaBata. B chobmenne’ Ha
Esponeiickara komucus ot 30.06.2010 r. o
EBpomneiickusi KOMUTET ¥ JPYTH BUCHIA HHC-
TaHIINH ce OTOeNs3Ba, ue: ,,EBporeiickara Ty-
pUCTHYECKA WHIYCTPHs, HaOposBa okoio 1,8
MWINOHA NpeanpusaThs, ocioBHo MCII, B ko-
UTO PaboOTAT 0KOJIO 5,2% OT aKTUBHOTO Hace-
nenue (okoso 9,7 MUIMOHa PabOTHM MecTa,
KATO Je/TBT HA MIAIUTE XOpa ¢ 3HAYMTEIICH) ,
npexcTasisasa noseue or 5% ot BBII na EC,
KaTo TO3M IIPOLEHT pacTe HenpekbcHato. B
TO3M CMHCBHI TYPU3MBT € TpeTaTa Mo BayKHOCT
coLMalHO-UKOHOMHUYecka JeiHoct Ha EC
cJlell ThPTOBCKUS U AUCTPUOYTOPCKUS M CTPO-
utenHus cexkrop. Karo ce B3emar mnpenBun
CBBP3aHUTE C TYypU3Ma CEKTOPH , HETOBHST
OPUHOC KbM OpYTHHUSI BBTpEIICH MPOIYKT €
olie IMO-3HAYMTENCH, ThH KaTo ce CYMTa, 4e
Toii mpencTasnaBa noseue oT 10% ot bBII Ha
EBpomneiickust ¢pto3 u ue ocurypsisa 12% ot
BCHYKM paboTHH MecTa. B ToBa oTHOLIEHHE
npe3 MOCIeTHUTE JIeCEeT FOJMHI HapaCTBAaHETO
Ha Oposi Ha pabOTHUTE MECTa B TYPUCTHYEC-
KUSI CEKTOp MOYTH BHHArM € OWIIO0 MO-CHIIHO
U3Pa3eHo, OTKOJKOTO B OCTaHajara 4acT Ha
MKOHOMHKATA” .

KakTto craBa BHAHO OT TOpecrOMEHATHs
OTYET, TYpU3MBT TPEICTABIsBA CTOMAHCKA
JEWHOCT, KOSITO TEHEepUpa pacTex M paboTHH
Mmecta ¢ EC, KaTo ChIIEBPEMEHHO AONpHUHACA
3a Pa3BUTHETO W MKOHOMHYECKaTa M COLHUA-
HaTa WHTETPaLysl, MO-CIELHATHO Ha CEICKUTE
U TUIAaHUHCKUTE 30HU, Ha KpalOpekHuTe pe-
THMOHU M OCTPOBHTE, OTIAIICUCHUTE M KpailHO
OTAAJICUEHUTE PETMOHH WM Ha TE3H B IPOLEC
Ha cOIMXKaBaHe.

[IpeopueHTupaHeTo Ha TYpPHCTHTE KbM
EBpomna npe3 2011 r. kaTo Hal-peano4YnTaHa

8 http://eur-lex.europa.cu/Notice.do?mode=dbl&Ing1=bg

7 TPauIMOHHH JOCTABUMIM HA MBTYBAHHS M TYPHCTHUECKH
yCIIyru (XOTeiu, pecTOpaHTH, TYPUCTUYECKH arcHLUH, aBTO-
MOOWIIN O] HaeM, YapThbPHH aBHOKOMIIAHHH, TYPHCTHYCCKH
aBToOyCH, KOpabH 3a KPyM3H U T.H.), KOMTO MPEIaraT CTOKH
U YCIIYTH JUPEKTHO Ha TIOCETHTENNTE.

¥ Mo-cnenmanso AuCTPUOYTOPCKHS W CTPOHTETHHS CEKTOD,
HPENIPUATHATA 32 TPAHCHOPTHH YCIYTH KaTO ILSUIO (BB3Y-
IIEH, JKEJIE30IIbTEH, MOPCKH, aBTOOYCEH TPAHCIOPT M T.H.),
KaKTO M KyJITYPHHSI CEKTOpP (KYJITYPHUTE M pa3BICKATEIHHTE
UH]YCTPUN).

nectunanus (¢ 28% crpsimo 2010 1.), moxas3Ba
Tasu Tesa’. Criopen m3cieaBanus Ha CBETOB-
HaTa TYpUCTHYECKA OpFaHI/I3aLII/I${10 (WTO)
nocemenusta B Esporna ot 385,1 miuH. mpes
2008 r. ca nHapactHamu Ha 502,8 MuH. mpe3
2011 r., kato 3aemat 51,3% oT mocemieHusATa
Ha TYpUCTUTE B CBETA.

PaspabotBanero Ha enunen O6pann ot EC
110 OTHOIIIEHHE Ha KOHTHHEHT ,,EBpona”H e 3a-
noxkeHo B EBpomneiickara cTparerus 3a pas3Bu-
tue ,,EBpoma 2020”. bparapus € acT oT eBpo-
MIEMCKOTO CEeMEHCTBO M CIIe/[Ba Ja OTYETE TO3H
¢akT npu pa3pabOTBaHETO U HOIMYJSIPU3UPAHE-
TO Ha cBOsi Opana. llemHocTTa Ha OpaHna e
MKOHOMHYECKATa U3rojia, KOSTO HOCH Ha Jbp-
JKaBaTa, JECTHHAIMATA W TIPeAnpusTieTo. 13-
TOIUTE 32 MOTPEOUTENNTE OT 3aKyIyBAHETO HA
CTOKUTE U YCIyTUTE C onpeseseH OpaHi Morat
Ja ObJaT peaHy WK WIIO30pHH, palldioOHaIHH
i eMonroHaHA. OOeqMHABANKN IBYIIOCOU-
HOCTTa BBB BB3MPHEMAaHETO Ha OpaHma, OT
rJeJiHA TOYKa Ha pa3paboTBaLIys TO U OT IJie]l-
Ha TOYKA HA MOTPEOUTENs, MOXKE Jla Ce Kaxe,
4e OpaHjia € U3rpajieH KOMIUIEKC OT OYaKBAHUS
B CH3HAHMETO HA IOTPEOMTENHMTE KbM CBII-
HOCTTa My, KauecTBaTa, MPOIYKTUTE U yCIyTH-
Te My, KOHTO C€ CTPEMH Jla yJIOBJIETBOPSBA B
MIPOIBJDKEHUE HA JIBITBI IEPHOJT OT BPEME.

BbrpocsT 32 HenoOpe MO3MIMOHUPAHUST
UMUK Ha ,bbiarapus” KaTo TypuUCTHYECKa
JIECTHHAIINS € OCH3HAT, KAKTO OT TEOPETUIIHTE,
TaKa W OT MPaKTHIUTE B C(I)e})aTa Ha TypH3Ma.
Kakro anemupa B. Banesa'”: LAMHIDKBT Ha
Bwarapus, kosito Bede e yact ot EC, Mmoxe na
ce TIo100pH WITH BIIOIIH OT UMHKA Ha ObJrap-
CKHUTE TPEANPHUATHS, OTPACIH U CTOKOBH OpaH-
JIOBE, U TOBa TPsiOBa Jla ce MpUeMe KaTto OTro-
BOpHOCT OT Ou3Heca. He TpsOBa na ce 3a0pass
obave 1 oOpaTHaTa Bpb3Ka — IMHUKBT Ha ObJI-
rapckure OpaHJOoBE MOXeE Jia TMOA0O0pH WITH
BJIOIIM MMHJKAa Ha OBJITapCcKaTa abp)KaBa, U
TOBA € OTTOBOPHOCT Ha MPAaBUTEIICTBOTO .

B oTroBop Ha TO3M mpH3WB Moratr aa ce
orOenexaT WHHULUATUBHTE HA OBITapCKOTO
MPaBUTENICTBO, KOUTO ce pa3paboTBaT B yHU-
COH C €BpPOITEHCKUTE HHUIIMATHBH 32 Pa3BUTHE
Ha TypH3Ma KaTo MPUOPHUTETEH OTpachi. Upes
npoekta ,,PazpaboTBaHe Ha cTparerus 3a

? http://media.unwto.org/en/press-release/2012-01-
16/international-tourism-reach-one-billion-2012

' http://mkt.unwto.org/ru/barometer, 27.01.2012

" http://europa.eu/travel/index_bg.htm

12 anesa, B. Twproseka mapka m/mmn Gpers (brand). — Hko-
HOMUYECKH anTepHaTuBH, 6p.2, 2008, c. 25
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Opann ,,beirapus” u BpBEXIaHE HA MPAKTHKA
Ha MHTETPUpaH M MOCJIeA0BaTeNeH Opana Me-
HUJUKMBHT TIPABUTEJICTBOTO 3asBSBA CBOSTA
OTIOBOPHOCT 110 OTHOILIEHUE OpaHaa Ha bbi-
rapus Kato TypucTH4ecka necTuHauus. Ha
HMBO AECTMHALUS NPABUTEICTBOTO CTapTHPa
OCBIIECTBSIBAHETO Ha MPOEKT ,,KoMyHuKauu-
OHHA KaMIaHUs 3a MOMyJsApHU3MpaHe Ha Jiec-
tuHauuure EJIEH B B’bﬂrapl/lﬂ”l , C KOETOo ce
LeJau IpejcTaBsiHeTo Ha bearapus xaro pec-
THUHALMA 3a AITEPHATUBEH TYPU3bM U IIPOMO-
THpaHe Ha Bb3MOXKHOCTHTE ¥ Jla peiara Ho-
BU TYPHCTHYECKH MPOAYKTHU, IPEAUMHO B 00-
JacTTa Ha EKOJIOTMYHMA, KYATYpPHUS M clia-
TypusMa. B MO-IMPOK CMHUCHI, MPOEKTHT
JOIPHUHACS 32 NPEOAOJIIBAHE HA TPaIULIUOH-
HHUTE 32 OBATapCKUsl TYpH3bM IPOOIEMH, KaTo
TepUTOpHAJIHATA U CE30HHA KOHILIEHTpalMs Ha
TYPUCTUYECKUTE TOTOIM U MOHO CTPYKTYp-
HOCT Ha TYPUCTUYECKUS IIPOAYKT

BbB Bpb3Ka ¢ HaChpyaBaHETO HA IpeI-
pHEMAYECTBOTO B TypH3Ma MUHHCTEPCTBOTO
Ha MKOHOMHKATa, €HepreTukara M TypHu3Ma
MOMyJISIpU3Npa M3roTBeH ,,HapbuHuK 3a Ty-
pucTHYecKust Ou3Hec” 1O NpoekT ,,KomyHu-
KallMOHHA KaMIIaHUs 3a HAachbp4yaBaHE Ha BbT-
pELIHUS TYpU3bM B B’bJ‘Il"apI/ISI”lS, ¢ KOWTO Ja
ce MOMyJIAPU3MPa BETPEIIHUS TYPU3IbM.

Kato 1s50 nppkaBHaTa HaMeca B TypH3-
Ma ce CBeX/a JI0 Ch3/laBaHe Ha PaMKU U yclo-
BUSL 33 Pa3BUTHE W MOMYJSIPU3MPAaHE Ha Ty-
pu3Ma karo neiHocT. BeempusHar daxr e, ye
no-no0para MoJuTHKa Ce Ch3AaBa HE 4pe3 Or-
pPaHUYMUTEHU MEPKH KaToO BbBEXK/aHEe HAa HOBU
JAHBIM WK TIOBUIIIABaHE HA JAaHBIU U TaKCH,

3 EDEN ¢ akpornm Ha European Destinations of Excellence
(Haii-1o0pu eBpoIeiicKy JecTHHALNN) — MPOEKT, KOUTO Io-
MyJSIPU3Hpa MOJIEINTE Ha YCTOWYMBO Pa3BUTHE Ha TypH3Ma
Ha TepuTopusTa Ha Ienus EBpomeiicku cbro3. IIpoekTsT ce
0a3upa Ha HALMOHAIHH KOHKYPCH, KOHTO C€ MPOBEKIAT exKe-
TOJHO ¥ B PAMKHTE Ha KOUTO Ce H30Mpa TypUCTHYECKA ,,Hali-
no0pa JecTHHALMS 32 BCsiKa ydacTBalla Jppikasa. Upes mos-
6opa Ha gecruHauun npoektbT EDEN edexrtuBHo mocrura
eJTa Jia MPUBIHYa BHUMAHUETO KbM LEHHOCTUTE, MHOT000-
pasueTo U OOIIMTE XapaKTePUCTHKH Ha eBPONEHCKHTE TypHC-
THYECKN JecTUHAnud. [IpoeKkThT MOBMIIABA MOMYJISIPHOCTTA
Ha MPOXOXKIAIIUTE EBPOIEHCKU JeCTHHAINM, Ch3jaBa Iat-
(opma 3a 0OMsiHA Ha 1OOPH MPAKTHKK HA TEPUTOPHUATA Ha LI
na EBpona u HackpuaBa paboTrara B MpekKa MEKIY OTINYCHH-
Te JIeCTHHALIMH.

Buk.
http://ec.europa.eu/enterprise/sectors/tourism/eden/what-is-
eden/index bg.htm

' http://www.mi.government.bg/bg/themes/prockt-
komunikacionna-kampaniya-za-populyarizirane-na-
destinaciite-eden-ot-balgariya-688-305.html

'3 http://www.infotourism.net/index.php?t=24410&m=1
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a 4pe3 HAChPUUTEIHH MEpKH — mpedepeHIu-
ATHA KPEAUTH, BU30BH OOJICKUCHHUS, U3TPaXK-
JlaHe Ha T0-100pa nHPPACTPYKTypa OT CTpaHa
Ha JbpKaBaTa U T.H. 3a ChKaJeHHE BCE OlIe
HE ca IpeIBUIEHN KOHKPETHU MEPKH, CBBp3a-
HU C KpeIUTUpPaHETO ¢ mpedepeHinuantm yc-
JIOBUSI HAa TYPUCTHUYECKHs OW3HEC, MO OTHO-
IIICHUE HA MH(PPACTPYKTypaTa MMa OIIe KaKBO
Jla ce Kenae, a BU3OBHUTE OOJEKYCHUsS 1O OT-
HOIIIEHWE Ha OCHOBHM Ta3apu (kKato Pycus) He
ca pelIeHH HaITbIHO.

3. 3amura Ha OpaHAa Ype3 perucTpanus Ha
THProBcKaTa Mapka

»DPaHIBT c€ Pa3riex]a KaTo CUCTEMa,
KOSITO CBBP3Ba MPOAYKTa, C HETOBUTE Xapak-
TEPUCTHKH U C ThPTOBCKaTa MapKa B Ch3HAHU-
eTo Ha norpeburenute. Toil Moxe a ce pasr-
JIeK/Ia KAaTo KOHIICTIMS Ha TIPOU3BOJMTEIS
(TBproOBEINa) MO OTHOIICHHE Ha HETOBUTE TIPO-
IYKTH, ThPrOBCKaTa MapKa M MOTPEOUTEITHTE.

Pasriexnanu B cBOSITa Bpb3Ka U 3aBUCH-
MOCT TBProBCcKaTa Mapka W OpaHja 4YecTo ce
npueMaT KaTo CHHOHMMH. HezaBucuMo OT Ta-
3M CHJIHA B3aUMOCBBHP3aHOCT pa3rpaHHYaBaHe
MEKIy ThProBCcKaTa Mapka 1 OpaHia ce ThpCH
oT Hemanko aropu': ,(1)6paHIBT MOKa3Ba
na3apHyd OTHOIICHUSI MEXIy CyOeKTa Ha MOT-
pebienuero (morpedutesst) U 00eKTa Ha MOT-
pebienuero (MpoOAyKTa), KOUTO OTHOIICHHUS
caMo B OMPEJICNICHN TPaHUIU MOrar Jia ObJaar
KOHTPOJIMPaHU OT cyOeKkTa Ha cOOCTBEHOCTTa
Ha Mapkarta (MPOM3BOAMTENA), JOKATO IMOHS-
THETO MapKa pa3KpHBa OTHOIIEHHS Ha COOCT-
BEHOCT (IIPOU3BOJUTENAT MPUTEKaBa MapKa-
Ta); (2) equH 0003HAUYEH C JlajieHa MapKa Ipo-
JyKT cTaBa OpaHa caMo BbB M 4pe3 ONUTA Ha
NOTpeOUTENs U HAKOTa U3BBH TO3U OIHT, He-
3aBUCHMO JIJIM TO3H ONUT € TPAaKTHYECKH
(ynotpeba) wmmm ,,Teopernuecku’ (TpencTaBa
3a Opanna, 0e3 T na e Oa3upaHa Ha ymorpeda-
Ta My); (3) mpoayKTHT, 0003HAYEH C AaaeHa
Mapka, ce Tpou3Bekaa BBB (adpukara, a
OpaHABT — B OOIIECTBOTO M MMa3apuUTe U HETO-
BH ,,IPOM3BOJUTEIN Ca CBIINO Taka MOTPeOu-
TenuTe (PEaTHH U MOTCHIIUATHH ), MACMEIMUTE
W MEIUaTOPHUTE areHUMH (peKIaMHH, KOH-
CYJITAaHTCKH, u3cnenoBaresicku u PR arenuum,
uHTEepHeT OyoroBe W (opymH, akaJeMUYHH

16 5Kenes, Cumeon, OTHOBO 3a ,,IBOHHATA 3aCTpaIIeHoCT” |
3a THPCEHETO HA 3aKOHOMEPHOCTH B TIOBEJICHHETO Ha OpaH/10-
Bere //cm. Ukonomnuecku antepuarusu// 6p. 3, 2010, c.34
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00pa3oBaTeIHN MHCTUTYLMH, HAy4HH ITyOJu-
Kalu | 11p.); (4) OpaHa MoXKe Jia ce TIOCTUTHE
1 0e3 HaJIMYMEeTO Ha PEerucTpupaHa ThProBCcKa
MapKa Ha NMPOAYKTa UMEHHO TOpaau yKa3aHU-
Te To-Hampesa ChboOpakeHus .

Typuctuueckure npexnpusTUs paspa-
0oTBaT cBOI 00pa3 M HajaraT CBOMTE UHANBU-
JIlyallHH TBPTOBCKM MapKH, KOETO Hajara 3a-
MO3HABAaHETO MM C OCHOBHHMTE BB3MOMXKHOCTU
3a 3aKpuila Ha TO3U BUJ MHTEJIEKTyaslHa coOc-
tBeHocT. CwrimacHo Hwurckara kimacuduka-
st TypHCTHUECKHTE JCHHOCTH MOTaT 1a ce
perucTpupar B Kjac 398 Tpancmnopt; omna-
KOBaHE M ChbXpaHsIBaHE HAa CTOKH; OpraHU3U-
pane Ha mbTyBaHmsi, kmac 41" — OGpasosa-
HHe; 00y4yeHue; pa3BieueHne, CIIOPTHA U KyJI-
TypHa IEHHOCT U KJac 43% PecropanTbopc-
TBO; BPEMEHHO HAaCTaHsBaHE.

ITpu crpaBka ¢ J[bp:kaBHUSAT PErUCTHD HA
MapKuTe, KOWTO ce BOAW M mojabpxka oT Ila-
TEHTHOTO BEJOMCTBO ', MOTAaT Jja CE OTYETAT
U3MEHEHUSITa 1Mo roauHu 3a nepuoga 2001-
2011 r. 3a perucTpupaHuTe THProBCKH MapKu
B Te3U Tpu Kiaca. (Bux Pur. 1)

1400 1
12004

1004 /\\

%0 /\ —— tomc 39)
0 _ _ —a— mac 41
400 ./J//:—'/ wwrc 43|

2001 | 2002 | 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011
—e—wmc39| 181 | 220 | 351 | 442 | 440 | 558 | 735 | 933 | 649 | 397 | 321
—s—xmc4l| 238 | 330 | 428 | 575 | 599 | 617 | 990 | 1202 | 1077 | 793 | €08

wac43| 0 5 115 | 304 | 357 | 436 | 668 | 790 | 576 | 381 | 316

@ur. 1. Bpoii perucTpupany ThproBeKH
mapku B Knacosere 39,41,43 3a nepuona
2001-2011 r. B 0bJATapcKoOTO

' Huncka croroafa 3a MexXIyHapoiHa KiacubuKaiis Ha
CTOKHTE M YCIyTMTE 3a perucTpanus Ha mapku, IIpmera nHa
15.06.1957 r., pesusupana B CtoxxoaM Ha 14.07.1967 r. u B
Kenesa ma 13.05.1977 r. u nombiaHeHa B JKenesa Ha
2.10.1979 r. Patuduuupana cvc 3akoH, mpuer ot 38-o0 Ha-
poxHo cbbpanue Ha 12.06.2000 r. — JIB, 6p. 6 ot 19.01.2001
r. U3nanena ot [larenTHo BenomctBo Ha PB, 00H., 1B, 6p. 64
or 20.07.2001 r., B cuma or 27.02.2001 r., BuUK.
www.iusauthor.com

"8 http://www]1.bpo.bg/images/stories/classifications/p9-
services.pdf, ctp. 14

' http://www]1.bpo.bg/images/stories/classifications/p9-
services.pdf, ctp. 20

20 http://www1.bpo.bg/images/stories/classifications/p9-
services.pdf, cTp. 26

2! http://212.122.185.80:8080/bpo_online/jsp/start.jsp

IlaTeHTHO BETOMCTBO

Kaxro ce Bwkma or ¢urypara Hai-roisim
Opoii THProBCKM MapKH ca PerucTpUpaHul B Kiac
41 — OOpazoBanue; OOyueHHUE; pa3BICUCHHE,
CIIOPTHA U KyNTypHa JieitHocT. ToBa ce nbmku
Ha TO-IIIUPOKHS 00XBAT HA YCIIYTUTE, BKIFOYESHH
B TO3H KJIac. bposT Ha perucTpupaHnuTe THProB-
CKM Mapkud OT kmac 43-PecTopaHThOpCTBO H
BPEMEHHO HACTaHSIBaHE MOXKE Jla ce MpuemMe 3a
MIPEe/ICTaBII] Hal-pealUCTHYHO ChCTOSHUETO Ha
PETHCTPUPAHHUTE THPrOBCKM Mapku B cdepara
Ha Typu3Ma. B To3u xiac ce HaOmoiaBa cpas-
HUTENHO HapacTBaHe npe3 nepuoga 2007-2009
I., KOWTO CBhBIAJa C HapacTBamus Opoi Ha XO-
tenckure npeanpusatus ciaen 2007 r. Ako Tpsio-
Ba J]a CPAaBHUM OpOsI XOTEJICKH U PECTOPAHTHOP-
cku mpexnpustas ot 2007 1. — 22 046 6p. ¢
PErucTpUpaHnuTe THPrOBCKH MapKu — 668 Op., To
ensa 0,030% OT XOTeNCKUTE MNPEANPHUATHS Cca
pETHCTpHpany CBOsSTA ThProBcKa Mapka. [Ipe3
2010 r. OposIT HA XOTEJICKUTE U PECTOPAHTHOPC-
KHTe TpeNpysTHs HapacTBa 10 26 062 6p. >, a
OposIT Ha PETHCTPUPAHUTE THPrOBCKU MapKu B
TO3M KJIac HamassiBa 1 goctura 381 Op., Koeto e
emsa 0,015% — gsoitao ot 2007 T.

l'openocouennTe MaHHW TOKa3BaT HaMa-
JBaIl MHTEpeC OT CTpaHa Ha Om3Heca B Ty-
PUCTHYECKHUS OTPACh] KbM PETUCTPHPAHE Ha
coOcTBeHa ThproBeka Mapka. OT pyra cTpaHa
HApacTBaHETO Ha OpOs MPEANPHUATHS MTOKa3Ba,
4ye Om3Heca ce pasBuBa. EjHa cnpaBka B WH-
TEPHET-MPOCTPAHCTBOTO MOXE Jla TIOKaXke, de
BCEKM XOTell HamHpa cBos muatdopma, 3a 1a
ce MPEeJCTaBU Tpej MOTEHIHATHUTE MOTPEeOH-
teau. M3mona3BaHeTo Ha COOCTBEHH CaWTOBE,
on-line pe3epBallMOHHU CAHTOBE M MOPTAIH,
BIIM3aHETO B pEAHM M BUPTYAIHU KaTallO3H
Ha TypOIIEPaTOPH U TYPUCTUIECKU areHIINH.

[Mo-mmpoxuaT ob6xBat Ha OpaHga W HEOO-
BBP3aHOCTTa MY ChC 33JBJDKUTEIHO PETUCTpPH-
paHa ThpProBCKa MapKa JIaBaT Bb3MOKHOCT J1a ce
pa3paboTBa KOHKPETEH TYPUCTHYCCKH MPOIYKT
Ha HHUBO JIbP)KaBa, PETHOH, JCCTUHAIIUS, TypPHC-
THYECKO TpennpusaTre. Moxe a ce 3aKJII04H,
4qe Opandvm 6 mypusma e paspabomena uHoU-
BUOVATHOCT, KOSIMO UOeHmupuyupa npooykma,

22 hitp://www.nsi.bg/otrasal. php2otr=5&a1=616&a2=620&a
3=622#cont

3 http://www.nsi.bg/otrasal. php?otr=5&al=616&a2=1155&a
3=115T7#cont
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00CIyIHC8aAHEMO, NPEONPUAIMUEMO, ObPIHCABAMA
Y TUYHOCMMA (ume, MepMun, 3HAK, CUMBGOT,
Qu3aliH unu KOMOUHAyust om msx) u 6vb30elicmea
1o onpeodenet HayuH 6bPX) Cob3HAHUEMO U OUAK-
BaHUAMA HA KIIOYOBAMA Yeneda ayOumopus:
KIUEHMY, CTYHCUMENU, NAPMHbOPU, UHBECTNU-
mopu, 0buecmeeHy opeanu3ayuu u op.

4. TexHoOJI0THSI HA M3TPaKAAHE HA
TYPUCTUYECKH OpaHjg

EBomrornusita B MapKETHHIOBUTE TEOPHH
NocTaBsi OpaHJa Karo TJIaBHO KOHKYPEHTHO
IPEIUMCTBO 3a npeanpustuero npe3 XXI-su
BeK, a He (DYHKUMOHAJIHUTE XapaKTEePHUCTHKH
Ha OpOAyKTa W AudepeHIuanusITa My, HeHO-
BaTa MOJMUTHKA U TUCTPUOYIIMOHHATA TOTUTH-
ka’*. BBB BpB3Ka C TOBA B MAPKETHHTA CE Pas-
BHBa TaKOBa HaIpaBJIeHHE, KaTo ,,0paHanHra”
— Tporiec Ha KOMIUIEKCHO YIpaBlieHUE Ha ThP-
roBCcKaTa Mapka, MpOAyKTUTE U MPEANpUsTHE-
TO € LeJ Ch3JaBaHe Ha ABJITOCPOYHO MOJI0XKHU-
TEJTHO OTHOLLIECHHUE C MOTPEOUTENHTE.

3a m3rpaxiaHeTo Ha e)EKTHBEH TypHC-
THUYECKH OpaHJI € BAXKHO JIa Ce ONpE/eysT He-
TOBHTE XapAKTEPHCTHKH  :

® OCHOBHOTO ChABpPXaHHE Ha OpaHa
(Brand Essence);

o (QYHKIIMOHATHU W EMOIIMOHAIHH aco-
[UAIH, KOUTO MOPAXJIAT B TYPUCTHTE U TY-
PHUCTHYECKUTE HOCPETHHIH (Brand
Attributes);

® CIIOBECTHATa 4YacT Ha MapKara WIH
CJIOBECTHHSI cTOKOB 3HaK (Brand Name);

e Bu3yanHus o0pa3 Ha mapkara, Gopmu-
paH upe3 peKIaMHuTe B Chb3HAHMETO Ha TYPHC-
tute ( Brand Image);

® CTEMECHTA Ha M3BECTHOCT Ha MapKara
cpen MmoTpeOUTENUTe WM MOCPEIHHULUTE, CHJa
Ha Opanya (Brand Power);

e CHBKYIHOCT OT NMPH3HALMTE HA OpaHja,
KOSITO XapaKkTepu3upa Heropata WHMBHIyal-
Hoct (Brand Identity);

® CTOMHOCTHA OICHKA, TMOKa3aTelnu 3a
olleHKa cToiHocTTa Ha Opanaa (Brand Value);

e CTereHTa Ha pacTexx Ha Opanma (Brand
development Index);

* AGamxuMapuioBa, P. Teproseka Mapka — 6pen, C., Crena,
2006, ¢.36
% Barnes I'JL. Mapketunr. Mocksa, DxonoMuka, 1999. ¢.475
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® CTEleH Ha pa3NpoCTPaHEHOCT Ha OpaH-
Jla cpel LeneBara ayAuToOpusl U B HEWHHUTE OT-
JICITHY 1EJIEBU CETMEHTH.

OT mocodeHNTE XapaKTePHCTHKa MOXKe
Jla ce 3aKIIF04M, Y€ He BCEKH THPTrOBCKH 3HAK
MoKe J1a craHe Opana. CTOKOBUSAT 3HaK U Thp-
roBcKaTa Mapka TpsiOBa Jia IpUI00OHAT U3BEC-
THOCT Ha Ma3apa | Jia CIEYeNsAT JOBEPHE CPel
TYpHCTUTE W TocpeaHunmre. HezaBucumo na-
7 ca 3a otaeneH npoaykt (Pum-Kapnron), Ha
Typuctruecko npeanpusatae (Knyo Men) umu
Ha Typuctuuyecka aectuHamnus (boarapus) moxg
(dopmara Ha CUMBOJ, JIOr0, OyKBCHU WHHIIUA-
JH, 3aBUCH OT CIIOCOOHOCTTa UM Ja Hpenu3-
BUKBAT YHHUKAJHHU aCOIHMAIMU Y MOTPEOUTENs
— KAKTO PAlMOHAIHH, TAKa M EMOIHOHATHA .

JeiiHocTHTE, CBBP3aHHU ChC Ch3/IaBaHe-
TO Ha OpaHa Ha TYPUCTHYECKH O00eKT
(Hamp. XoTesq) OT TYPUCTHYECKOTO Mper-
pHSITHE BKIIOYBAT CICAHUTE €TANM"

[IbpBHU: MoO3MUMOHUPAHE HA MPOIYKTH-
Te HAa XOTeJia HA Ma3apa, T.e. TbPCEHE W Ha-
MHpaHe Ha MSCTO Ha TNPOJYKTHTE Ha Masapa,
33/I0BOJISIBAIlA HAO0Op OT TOTPEOUTENCKH TI0T-
PeOHOCTH M BB3MPHATHS 32 XOTeNa U JeCTHHA-
usAta. [losunumsara Ha Opania — ToBa € MsCTO-
TO, KOETO 3aeMa OpaH/a Ha XOTeJa B TpeJcTa-
BUTE Ha TyPHCTHUTE MO OTHOIIEHUE Ha TPOIYK-
TUTE Ha KOHKYPEHTHTE OT ChIATa WIN CXOIHH
TYPUCTHYECKH JecTHHAIu. TyK clieqjBa aa ce
HaMepH OTTOBOP Ha CIEJHHUTE BBIPOCH: 3a KO-
ro € ch3AaZeH xorena? 3amlo, KakBa H3roja
MoJTy4aBa MOTPEOUTENS OT MPOIYKTUTE B TO3M
xoTen? 3a KakBU IENW € HyXeH IaJeHUs XO-
ten? OT KakbB KOHKYPCHTEH MPOMYKT WU
KOHKYPEHT Tp;1613a Ja 3alluTy OpeaArnpusaATucTO
TO3M HOB XOT€J WJIM HOB MPOJIYKT?

Bropu: ¢opmupane Ha cTpaTerus 3a
OpaHia Ha XoTeJa, T.c. Cb3/aBaHE Ha MPOT-
pama ChC CTpaTeTHYECKH XapaKTep 3a II0TO
TYPUCTHYECKO TMPEINPHUIATHE 32 HaJaraHe o
ynpaBjieHre Ha Opanja Ha xotena. [Ipu cb3-
JlaBaHETO Ha XOTeJla TYPUCTHUECKOTO Mper-
pusATHe TpsAOBa a B3eMe pelleHue Janu OpaH-
Jla My J1a € Bojeul (Jiuaep) Wik Npearnoynra aa
ro MOCTaBU ,,HAPABHO C Apyrute” Ha mazapa. B
paMKHTE Ha CTPATETHsATa C€ OTMPENENAT: KOs €

%8 pakapkuiicka, C., Mapunos, Ct. MapkeTHHr B TypH3Ma.
Bapna, Hayka u uxonomuka, 2004, ¢.95
" Barues I'.JL. Mapxertunr. Mocksa, Dxonomuka, 1999. ¢.475
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nenesata ayautopus? KakBo TpsOBa na ce
obermrae Ha Tasu aynuropus? Kak ma ce moak-
penu mpe TypucTute ToBa obemanne? Kakso
BIeYaTJICHHE TPsIOBa Ja ocTass OpaHa Ha XO-
TeNa B TYpUCTHTE?

Tperu: pa3paGorBaHe Ha ChIbp:KaHUe-
TO, uaesita 3a Opanga. OcHoBHaTa wjes 3a
Opanma TpsOBa 11a € OTpaKeHNE Ha 00CIaHueTo,
KOETO € TMOCTaBeHO IPH CTPATErHYeCKOTO IIa-
HHUpaHe Ha XoTena. 3a Ch3/IaBaHETO Ha yHHKa-
JieH Opanz TpsiOBa Jia ce 1mo3HaBaT MHOTO J00pe
0COOCHOCTUTE HAa TYPUCTHYECKHS TPOMYKT Ha
XOTelNa, CaMOTO TYPUCTHYECKO MpPEINpHUsITHE,
JICCTUHAIUATA U TYPUCTHICCKUTE PECYPCH, KaK-
TO WM TE3W HAa KOHKYPCHTUTC B JACCTUHALUATA U
KOHKYpeHTHHTE AecThHaimu. Mnesra 3a Opanna
TpsiOBa Ja MOKE J1a 3aMHTEPEecoBa U yBieue Ty-
pucTUTe, 1a TIPHUBJICYE BHUMAHUETO MM KbM
Mapkata ¥ TpojaykTa Ha xoTena. OCBeH ToBa
NpH CH3/IaBAHETO Ha rpa)uecKoTo U 3BYKOBO
n300pakeHre Ha OpaHa Ha XOTela MOXKe J1a ce
B3eéM€ MHEHMETO U Ha ClielaIn3upaHu B OpaH-
JAVHI'a OPCATpuATUs, MpeacTaBUTCIIM Ha IIOTCH-
[UAHUTE TOTPEOUTENHN, TIPSIICTABUTEIN HA JIO-
SUTHUTE MOTPEOUTENH U JIP.

YeTBHPTH: aHAIM3 HA TBProBCKATA
MapKa ¥ ThpPCeHe Ha WMe Ha OpaHJa Ha XO-
Teaa. Thproeckara Mapka MpejcTaBisBa yclo-
BEH 3HaK, KOWTO TOCPEICTBOM aCOLHUAILNTE
My C KOHKPETHUsI XOTeJ JaBa MH(pOpMaIus Ha
MOTpeOuTeNs 3a MPOIYKTa U HETOBUTE Xapak-
TepucTuku. Ts yOekmaBa TypHCTa B TOBA, ue
NpH TIOKYIKa Ha TO3M MPOAYKT TOW TONyvaBa
KauecTBOTO Ha OOCTyXBaHEe, KakTO W TIpH
npenxoaHara nokynka. OCBeH TOBa ThProOBC-
KaTa Mapka JaBa Bb3MOXKHOCT Ja Ce Mpe/cTa-
BAT MPE3 TYPUCTUTE HOBU MPOAYKTH U OOCKTH
Ha TYPUCTHUUYECKOTO MPEANPUATHE, KAKTO U Ja
ce BJIMsiC HA OCTAHAIIUTE YYACTHHUIIM Ha Ma3apa.
Ilpn aHanm3a Ha THProBCKaTa Mapka ¢ HYXKHO
Jia ce 00bpHE BHUMAaHHE 3a CIICTHUTE KayecTBa:
TMPHUBJICKATCJIHOCT, NKOHOMUYHOCT, KOMYHHKa-
TUBHOCT B cpepara Ha MO3UIIMOHUPAHE HA TY-
pPHCTHYECKUST TIPOJYKT WM XOTeN, JIEKOTa Ha
pasro3HaBaHe cpejl MPOJYKTUTE Ha KOHKYPCH-
THUTE WK TEXHUTE TYPUCTHUCCKU OOCKTH.

Ileru: mnpeaBapuTeTHO TeCTBaHe Ha
Opanga Ha na3apa. OOMKHOBEHO Ha  TO3H
eTarn ce OIEHsIBa OTHOIICHWETO Ha MoTpeduTe-
JUTE KbM PA3TMYHUTE BAPUAHTU HA HAMMEHO-
BaHUETO Ha XOTeNa, MapKara, H300paKeHHETO,

JM3aiiHa B 003aBeXIAaHETO Ha xoTena. Mapke-
TUHTOBUS TECT ITIO3BOJIABA A CC H36epe OIITU-
MaJIHUA BapHUaHT OT HAKOJIKOTO BB3MOKHOCTH.
[lo BpeMe Ha TECTBAaHETO € BB3MOXKHO Jia Ce
OLICHM HE CaMo, XapecBa JI Ce Ha MOTpeOuTe-
auTe OpaHJa, HO U CTENCHTA Ha e()eKTUBHOCT
Ha KOMYHHMKAIUsTa C IleeBara ayIuTopus,
BB3IPHUATHETO HA OTACIHHU CJIEMEHTH Ha OpaH-
Jla ¥ BKHOCTTA Ha NpeJyIaraHuTe IPeUMYIIec-
TBa. [IpoliechT Ha MpeBApUTEIIHO TECTBAHE HA
OpaHIa JaBa BB3MOXHOCT Ja ce u30erHar
IPENIKU, KaTO MPUITUKA C BEUe ChIICCTBYBAIIH
TBHPrOBCKA MapKH, WM HaUMCHOBAaHHE Ha XO-
Tela, ¢ KOETO MOTraT Ja ce 3a0iIy 1T TYPUCTUTE.

Cpe;l BCHUYKHNTEC KOMIIOHCHTH 34 Cbhb31aBaHC-
TO Ha OpaHj HAK-TOJIIMO 3HAUYCHHE MMa UMETO
Ha XOTella, KOETO Hal-4eCcTo Ce acolUupa C Hau-
MCHOBAHHETO Ha TYPUCTHYECKOTO MPEIIPHUSITHE,
WM aKO TO pabOTH OCHOBHO C TYPOIEPaTOpH — C
MMETO Ha MOCPEHUIIUTE. ThPCEHETO HA UME 32
OpaHga € TMPOIBDKUTENICH MPOIEC H3UCKBAIIL
000CHOBaBaHE Ha MPEVIOKEHHUSITA U PEIICHUATA,
TBH KaTo JBJITOCPOYHOCTTA HA OpaH/ia 3aBUCH OT
M30paHOTO MME MIPE/IH J1a Ce TIOIMYIIIPH3Upa Ipo-
JIyKTa WIK TYPUCTUUECKHUSI OOCKT CpeJl TYPHUCTH-
TEe HA [ENEBUs Ta3apu Ja Ce M3rPpaayd UMHIKA
My. Hali-u3BectHruTe OpaHmoBe B oOnacTra Ha
Typusma ca: cBeToBHUTE Typonepatopu TUI,
Airtours, Thomas Cook, Kuoni Travel,
HotelBeds, Travco, Jacobs, cpem Obarapckure
npencrasutemn ca ARISTOUR, Best travel
service, AJIEKCAHABP TYP KBMIIAHU,
Anbena Typ u np. CBeToBHH OpaH/IOBE B XOTe-
JIMEPCTBOTO Ca OCHOBHO IPEJICTABUTEIM HA XO-
tenckn Bepurn kato InterContinental Hotel
Group, Holiday Inn, Global Hyatt, Accor Group,
Hilton Hotels, Marriott International, Wyndham
Hotel Group, InterContinental Hotel Group u ap.,
HO ¥Ma U pejiniia ObJITapcKy Mpe/ICTaBUTeNH Ka-
to Pammcon, Illepatorn Codust bamkan, XunTeH,
I'pann xoten Bapna, benrapus, XKenesa, Llent-
pat u Jp.

KakTto Moxe na ce BuIM, B MMEHATa Ha
OpaHI0BETE YECTO Ce Cpella BPb3Ka ¢ OCHOB-
Hara JICHHOCT Ha TYPUCTHYECCKOTO MpPEANpHs-
THE, COOCTBEHHKA OCHOBATE] Ha OM3HEca WIIH
JCCTUHaAUUsATA.

CrnoxHocTTa B M300pa Ha HAUMECHOBAHUE
U BH3yaJlM3WpaHe Ha OpaH/ia MPOBOKUpPA TY-
PHUCTUYCCKUTE TPEANPHUSITHS J1a HAMEPST Haii-
J00pOTO pelieHHe, Thil KAaTo MPUHIUITHATA
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pasiuKa MeXy TPOIYKTa WIH TYPUCTUICCKUS
00eKT 1 OpaHaa € B TeXHUS KU3HEH IUKbI. bes
Jla ce ympaBisiBa OpaHa, TOH ciieliBa KU3He-
HHUS OMKBI Ha TYPUCTHYECKHS MPOAYKT Ha
NPEeINpUATHETO — BHEAPSABAHE, PACTEK, 3psi-
JIOCT ¥ CIaJ B CPAaBHHUTEIHO KPATKU CPOKOBE.
Ho no0pe ympaBisiBaanst OpaH/ € MPaKTHYECKH
6e3cMmbpTreH. Tyk HaMupa MACTO OpaHIMHTA.

BpanauHrbT mpeicTaBisiBa MOJUTHKA TIO
OTHOIIEHHE OpaHAa Ha TYPUCTHYECKOTO
npeAnpusITHe, WIN YIPaBIeHUETO Ha 00pa3u-
TE€ Ype3 MHTErPUPAHO H3IOJI3BAaHE Ha CTpare-
TUH ¥ TEXHOJIOTUM Ha MapKETHHTA U MEHUIK-
MbHTA. BpanamHreT™ € JeiHOCT, KOSTO MMa
3a 1eJ Aa Ch3Jazie JBHJATOCPOYHO MPEIovnTa-
HHE 32 JAJIeH TYPUCTUYECKH MPOAYKT HIIH
00€KT, Bb3 OCHOBa Ha KOMOMHUPAHOTO Bb3-
JICHCTBUE HA CUJTHATA THPrOBCKa MapKa BBPXY
MOTPEOUTENNTE Ype3 KOMYHHKAIIMOHEH MUKC.
C momornTa Ha cpecTBaTa 3a HaChpUYaBaHe Ha
MpofaXONTe W JPYTUTe PEKIaMHH €IeMEHTH
ce IelHM Ch3JaBaHeTO Ha OpaHl, ¢ HUMHIK
KOHTO TpalHO Jla c€ HAJIOKU B Cb3HAHUETO HA
notpedurenute ¢ o0pa3, KOUTO Ja OTJIMYaBa
MPOIYKTHTE Ha TYPUCTUIECKOTO TPEIIPUATHE
OT Te3H HA KOHKYPEHIIUATA.

OT Ka3aHOTO IOTYK MOXKeE J[a C€ 3aKII0UH,
ye OPAHOUHZHIM 8 MYPUIMA Ce OCHbLYECMBABA
C nomowma Ha onpeoeienu Memoou, KOUmo
noseonseam oa ce 000audNCU pazpabomens
bpano 00 mypucmume u He camo 0a ce hop-
MUpA 8 CL3HAHUEMO MY UMUOIC 30 KOHKpem-
Hama mapka, Ho u 0a nooOnoMozHe nompeou-
menume 8 mexHume 8b3NPUAMUsL 3 QYHKYUO-
HanHume u eMOYUOHATHUME eneMeHmu Ha my-
pucmudeckume npooykmu, obexmu, npeonpu-
AMus U 0eCmUHayuu.

B OpanauHra celecTByBa NMPHUHIUI, Ha-
pUYaH ,,IPUHLHUI HA MO3UIMOHUPAHE”, KOUTO
ce M3pas3siBa B TOBA, Y€ ITbPBOTO TYPUCTHUECKO
npeAnpusITHE, TYPUCTHUECKH 0OCKT, TYPUCTH-
YeCKH MPOAYKT, B KOHKPETHATa ACCTHHALMS,
BEYE 3aeJI0 CBOETO MSICTO B yMa Ha MOTpeOu-
TEeNUTE, € HEBB3MOXKHO J1a CE U3MECTH OT JIpY-
ro takoBa. Hampumep: KK ,,Anbena” 3a ce-
BepHOTO YepHOMOpHE, KaTto KypopT, XOTel
,»,JloOpyIKa”, KaTro XOTeJI B KypopTa, WIH
[TaMnopoBo, KaTO TJIAHUHCKU KYPOPT, H XOTEJ

8 Muponosa 10. Uto HykHO 3HaTh 0 Gpermax? / Mudopm. n
6usnec. 2000. 6p.3. c. 54 — 55.
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»llaMmnopoBo” B Kypoprta, uin ,,Illeparon Xo-
Ten bankan” KaTo XOTEN OJIMIETBOPEHHE HA
rpajckus W jaenoBu TypuzbM B Tp. Codus.
ToBa ca OpaHmoBe ¢ M3rpajieH UMUK, C Ha-
J0KEHU acOollMallii B Ch3HAHUETO Ha IMOTPE-
OuTennTe, KOUTO ca MPSIKO CBHP3aHU C TypHUC-
THYECKUTE MPOAYKTH — ,,0TAUX MOpe”, ,,0TANX
IJIaHWHA”, ,,KOHTPECCH TypU3BM ™

W3BBpIIEHOTO NPOyYBaHE HA HOpPMAaTHB-
HOTO periaMeHTUpaHe Ha ThProBCKaTa MapkKa,
HAIPaBEHOTO Pa3rpaHUYaBaHE MEXKITy ThPTrOB-
CKa Mapka W OpaHI, KakTO M IpeJcTaBeHara
I'bpKaBHA MO3MIMSA TI0 OTHOIICHWE HAa TypHC-
THUYECKHUs OpaH, TaBaT Bb3MOYKHOCT J1a C€ M3-
BeJIaT HIKOJIKO M3BO/A:

IIvpso, iporieypara 1o naTeHToBaHEe Ha
THProBCKaTa Mapka MOXKE Ja Ce M3IO0JI3Ba OT
TYPUCTUYECKUTE TPEANPHUATHS 33 TapaHTHpa-
HE Ha C TOJIMHU YTBBPKAaBaHOTO M Ka4eCTBe-
HO TIpelTaraHe Ha TYPHUCTHYECKH YCIyTH B
TEXHUTE TYPUCTHUECKH 0OEKTH.

Bmopo, TypucTU4ecKuTe YyCIyru u3au3ar
M3BBH MPCACIIUTE HAa KOHKPETHOTO TYpPUCTHU-
YEeCKO MPEIIPUITUAE U € HEOOXO0AUMO H3TPaxK-
JIaHEe Ha TIOJIOKUTENIeH 00pa3 B Ch3HAHUETO Ha
MoTpeOUTeNM 3a KOHKpETHAaTa JeCTHHAIWS.
ToBa Hamara pa3paOoTBaHETO Ha €IUHEH
OpaHa upe3 CbBMECTHHUTE YCHUIHMS MEXIY TY-
PUCTUYECKUTE MPENNPUATUSA, TYPUCTUYCCKUTE
00C/IMHECHNUS U JIbPIKABHUTE OPTaHHU.

Tpemo, M3rpakJIaHeTO Ha €JIWHHA CTpa-
TETUS 32 LEJOTOMUIICH TYPHUCTUYECKH OpaH]I
,bbIrapus” na ce GoKycupa BbpXy KIIOUOBH-
T€ TMPEAUMCTBA — ,,CIBHIIC M TUTAXK’, ,,CHAT U
CKU’ | ,,ICCTUHAIMS C Hal-TOOpPOTO CHOTHO-
LIEHUE MEXTy [IeHa U KauyecTBO .

Yemevpmo, pasrieJaHuTe TaHHU 3a Jelia
Ha PETUCTPUPAHHUTE THPTOBCKH MapKH Ha TY-
PHUCTHYECKH TPEANPUATHS JlaBa OCHOBaHHUE Jia
ce OT4eTe, Y€ MPUOPHUTETHO 33 TYPUCTHUECKUS
OTpachll € U3TPAKAAHETO Ha omnpeseseH OpaH/
3a TYPUCTUYECKUTE O6CKTI/I H J€CTHHAIMM, a HC
OPHEHTHPaHE KbM H3IpaKJaHe Ha ThPrOBCKa
MapKa, KOSITO O(MIIMAIHO JIa C€ PETUCTPHUpA.

Ch3maBaHeTO HA €WHHA CTpATETHs 3a TY-
puctudeckn OpaHn ,,beiarapus” e mepBara
CTBIIKA IIO IIBTA 3a O6CIII/IH$[BaHeTO Ha yCujis-
Ta, KOMTO ToJIaraT mpe3 MOCIeIHUTE JIeCeT ro-
JMHU TYPUCTHYECKUS OW3HEC, HEMPaBUTENICT-
BEHHTE OPraHU3alliy U JbPKABHUTE OPTaHU 3a
yTIBBbp)KJaBaHe Ha bbarapus kaTo eaHa KOHKY-



PA3PABOTBAHE HA TYPUCTHYECKH BPAH/

PEHTOCNOCOOHA TYPUCTHYECKA JICCTHHAIIHS.

B 3akimoueHme Moke Ja ce Kaxke, 4e
OpaH/ia OCHOBHO € pe3yjTaT OT KOMyHHKallu-
OHHHTE JCWHOCTH Ha TYPUCTHYECKOTO MPEr-
pusATHE, HO TOU Ce BIHSC M OT JCWHOCTUTE Ha
npoaaxoute. ETo 3amo ymnpasieHHETO Ha
OpaH/ia BbB BPEMETO U3HMCKBA KOOPMHAIMS HA
KOMYHHKAI[MOHHUTE JICHHOCTH C OCTaHAJUTE
JICMHOCTH 110 yIpaBlicHue Ha npopaxoure. Ta-
31 KOOPAMHAIMS MOXKE J]a Ce OCBHIIECTBH 4pe3
MO3UIMOHUPAIIK CTpaTernd 3a Opanja. Ha
BCCKHU €JTUH OT YIPABJICHCKHUTE €T Ha OpaH-
JIMHTa — BhBEX/aHe, pa3paboTBaHEe U YTBBPK-
JlaBaHe, CHOTBETCTBAT OINpPEJCICHH IO3UIINO-
HUpalu CTpaTeruu, OCbIIECTBABAHU YPE3 Map-
KETUHTrOBUsA MUKC. [lo3unmonupanmre crpare-
THU TI03BOJIIBAT HA TOTpeOUTENMTe Ja pas3de-
par OpaHIOBHAT MMH/DK HA €Tal BbBEKJAHE,
Jla BB3IPHEMAT HEroBaTa YCTOWYMBO HApact-
Ballla CTOWHOCT Ha eTarn pa3pabdoTBaHe U Jia TO
0000MIAT ¢ APYTHTE MPOAYKTH HA TypUCTHIEC-
KOTO IIPEAIIPUATHE Ha €Tall yTBbPKIaBaHE.

BpaHauHIBT € BB3MOXKHOCT 32 O'BJITApPCKU-
Te TYPUCTHYCCKH TPEANPUATUS Ja HAIOKAT
CBOHTE TPOAYKTH B Ch3HAHHETO HA TYPUCTHUTE.
Upe3 mpuHIMOKWTE HA OpaHAWHra HUMAT Bb3-
MOXKHOCT Ja TPEJIoKaT OpaHIoBe C WHIMBH-
JlyallH{d 4Y€pTH, a U3BBLPLIAT IIPOMEHU B HAC-
TOAIIUTE CU THPIrOBCKU MAapKu 3a NOCTUT'aHE Ha
MaKCUMaliHa e(QEeKTUBHOCT, Jia IPOCIEIsIBaT
UMUKA Ha OpaHIOBETE CH U J1a Ch3/Ia/IaT Iia-

HOBE 32 aHTHKPH3HCTHO YIpaBleHUE HA OpaH-
JIOBETE CH B CIy4and Ha HEOOXOIUMOCT.
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DEVELOPMENT OF TOURISM BRAND
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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-
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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-
iIsm — 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:

e 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.

e at 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.

e on 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
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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
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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:

o the essence of the brand (Brand Es-
sence);

e functional and emotional associations
that give rise to tourists and turoisticheskite in-
termediaries (Brand Attributes);

e verbal element of the mark or sign ver-
bal commodity (Brand Name);

e visual image of the brand, formed by ad-
vertising in the minds of tourists (Brand Image);

e the degree of awareness of the brand
among consumers and intermediaries, strength
of the brand (Brand Power);

e a set of attributes of the brand that
characterizes his personality (Brand Identity);

e valuation, indicators for assessing the
value of the brand (Brand Value);
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e the rate of growth of the brand (Brand
development Index);

e 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
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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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J-p Cuasus IlackanesBa

YHueepcumem 3d HAYUOHAJIHO U C6EMOBHO CIMONAHCMEB0 — COd)Z/I}Z

Pesiome: IIpoyusanemo na doxiaoa yenu
0a pazeneda u aHanusupa Cv8peMeHHume Ha-
COKU 3a pazeumue HA MeOUYUHCKUSA-CRA Y-
puzem 6 Bwvieapus, koumo ca pezynmam om
OUHAMUYHUME NPOYecU HA pazeumue, Cbepe-
MenHusi npoghun Ha Oorecmma, HOGUMe MeH-
Oenyuu 3a "30pase". Axyenmvm e nocmaseH
8bPXY mMeHOeHyuume 6 UHOYCmpusima, KOsamo
MeQUYUHCKUAM-CNA MYPU3LM NPeocmaesised,
Kamo e noo4epmaHo 3HA4eHuemo Ha 0emoe-
pacghckume, coyuanuu u KyimypHu 0a0eHoCcmu.
Tocouenu ca peduya npomenu 6 nompedieHu-
emo u okycvm e bpxy OusHec opueHmayu-
ama Ha MeouyuHckus-cna mypuzom. JJoxna-
0vm npasu onum 0a nPedCmasy Ho8uU KOHYen-
Yuu 3a pazeumuemo Ha MeOUYUHCKUsI-CHA my-
PU3bM U He208ama 008bP3AHOCH ¢ MeOUYUHC-
Kama npakmuxa, yusmo yei e npooviicasa-
Hemo Ha NeyebHUs npoyec Ha 6mopa u mpema
basa om osopasseanemo. Cneyuanrio eHUMA-
HUe e 00bPHAMO HA NPOMAHAMA 6 HAYUHA HA
Muciene no OmHoOuleHue Ha obyueHuemo Ha
nepcouwana Kamo ca pasenedanu npoodnemu,
C8bP3aHU ¢ Memooume Ha 00yyenue Ha HOBU-
me npogecuu.

Knouosu oymu: meouyuncku-cna, npe-
8eHyusl, leuenue, paseumue, npoMeHu, OusHec-
OpUeHMuUpanocm.

HayuHuat noxmajg uma 3a 1el A3 aHald-
3Upa U pasriiesia HACOKUTE 3a pa3BUTHE Ha Me-
JULUHCKUS-CIIa TYPU3bM (BKIIIOUBAIL TTOUYMBKA
¢ 1eN NpoHIaKTHKA W/WIK pexaduinTanus),
KOUTO Ca pe3yiraT OT JUHAMHUYHHTE TpPaHC-
¢Gopmaru B CbBPEMEHHUS HAYWH HA XKUBOT.
[MpodunakTukaTa u pexaOuiuTaMATa Ha CO-
[IUAJIHO 3HAYUMU 3a00JIsIBaHUS Upe3 CpPeJCT-
BaTa HA MEAUIMHCKHS — CTla TYPU3bM ca CaMo
YacT OT Hal-BUAWMHTE NPOMEHU B ChbBPEMEH-
HHS JKMBOT Ha OBP30 pa3BHBALIN CE TEXHOJO-
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T'nv, Ha BPBIIAHC KbM IIpUpOAaTa U JPCBHUTC
CpCACTBA HA JICYCHHUC, KAKTO U KbM OIIA3BAHC
Ha OKOJIHaTa cpela.

AHann3 Ha U3X0HATA CUTYaNHs

LlenTa Ha pa3paboTkara € NpeicTaBsiHE
Ha BB3MOXKHOCTHTE U HACOKUTE 32 €IHO II0-
JIO)KUTENHO pa3BUTHE HA MEIULUHCKUA-CIA
TYpPU3bM B YCIIOBUSITa Ha KOHKYPEHIIMsI, 3ae-
MalKi JOCTOWHO MSCTO Ha KapTata Ha EBpo-
na. 3a ja morat aa O0baaT neduHUpaHu cTpa-
TerMYECKUTEe LeNu € HeoOXoamMmo naa Obae
aHaIM3UpaHa U3XOAHATa CUTyauusi. AHAIU3bT
o0XBala BB3IEHCTBUETO HA BRHIIHU (DakTOpH
BBPXY THPCEHETO M MpEAJIaraHeTo, KakTo H
XapaKTepUCTHKa Ha ThPCEHETO U IMpejiarane-
TO B bbirapus 1 B KOHKypeHTHUTE CTPaHHU.

Haii-nanpen e HyXHO €IHO ONpeNeNsIHE
Ha I1a3apa Ha MEIUIMHCKHA-CIIA TYPU3bM,
KOWTO ce OTHAcs JI0 JecTuHanuaTa briarapus.
Taka MOXke Ja ce IPELEHU Ma3apHUs MOTECH-
Maj] KakTo U Ja ce ONpeneNd KOHKYpeHLHs-
ta. OT reorpadcku acmekT Mma3apbT MOXKE Ja
Opae orpanwueH BBpXy EBpoma. OT enna
CTpaHa KOHKYPEHTHUTE NECTHHALMU Ca €BPO-
MEeWCKH CTpaHH CBhC CXOJHA CTPYKTypa Ha
npeanarasero. OT Japyra cTpaHa NPOU3XOfa
Ha MOCETHTENNTE BbB EBPONEHCKUTE 3IpaBHU
JCCTHHAIMK € CXOJeH. MHO3MHCTBOTO OT
qy)KAECTPAHHUTE TOCTH B CHOTBETHUTE JEC-
THHALMU [IPOU3X0KIA OT E€BPOICHCKUTE CTpa-
Hu. Criopen U3BBPLINTEINTE Ha IUIALAHUS Ha
IBTYBaHMATA TIa3apbT MOXKE Jla Ce pa3fesy Ha
YaCTHH 1 OOILECTBEHH HOCUTEIH.

[TepBO € HeoOX0AMMO J1a ce HaNpaB ei-
HO pasrpaHuuaBaHe Ha noHstusTa. Kakso me
ce pa3dupa moj| MOHATHETO * MEIUITMHCKUS —
cna Typu3sM”? 3a MOJCHUIBAHETO HA Ta3W Te-
3a mie ObJaT mpuBiedYeHH NeQUHHIMHTE 3a
“3npaBe” Ha CBeTOBHATa 3]paBHA OpraHU3a-
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st (WHO — World Health Organization) u 3a
“Typu3pM”’ Ha CBETOBHATA TypHCTHYECKA Op-
ranmsaius - (WTO  —  World  Tourism
Organization). 3apaBeTo ce ompenenst Karo:
,»CBCTOSIHUE HA IBJIHO (PU3MYECKO, ICUXHUIEC-
KO U COI[MAJHO ¥ eMOIIMOHAIHO 0JIarochCTos-
HHE, & He CaMo JIMTIca Ha 3a00JIIBaHE WM He-
I, METUITMHCKIS — CTIla TYPU3bM € Haryc-
KaHe Ha OOWYaHOTO MSCTO 3a XXHBOT Upe3
ObTYBaHE M MPECTOM KbM/B TYypUCTHYECKA
JISCTUHAIIMS, CBBP3aHO C TJABHHS MOTHB Ha
MBTYBAlWS J1a yKpenHe, CTaOWIn3upa WiIH
BB3CTAHOBH JIOOPOTO CH TENECHO, JYXOBHO H
COIMAJIHO 3]]PaBHO CHCTOSHKE, ITOJI3BANKH
NpUpOAHU JieueOHn (akTopy — MHUHEpaIHa
BOJa, KJIMMAT, JiedeOHa KaJl.

Hpe[ll'lOCTaBKl/l 34 pa3BUTHE HA
MEIUIUHCKUA-CIIAa TYPU3DBM

OO011ecTBEHO-UKOHOMUYECKOTO M TIOJIH-
THYECKO Pa3BUTHE Ha CTpaHaTa, ChYCTAHU C
JI00pUTe KIMMAaTHYHH YCIOBHS B KOMOMHAIINSA
C MPUPOJHHUTE JANCHOCTH (MUHEPATHHU H3BO-
pu, JedeOHa Kaj, TOPCKM MacWBH W Jp.) ca
HPE/NOCTaBKa 38 Pa3BUTHE HA MEIUIIMHCKHS-
CIla TYPU3BM.

FonsiMoTo GoraTcTBO M pasHoOOpa3ue Ha
MHHEPAJIHH BOJHM, KaJloJe4eOHHTE CYpOBHHH,
OMO-KIMMATUYHUS TIOTEHIIMAN, KAKTO WM pas-
BUTHETO Ha bBbirapus Kato TypUCTHYECKA
JIECTHHAINS Jajie TIAachK Ha Pa3BUTHETO Ha
MEIUIMHCKUSA-CIIa TYPH3bM IPe3 TMOCITICAHUTE
TOJMHHU KAaTO MPEINOYMTaH MopoTpachi. Pe-
HOBHPAHETO Ha CHILIECTBYBAIIM M W3TPaKia-
HETO Ha HOBM BCE MO-TOJIEMH M TMO-MOJCPHH
MEIUIMHCKU-CIIA [IEHTPOBE CTaHa TPEIOYH-
TaH MOMHUHBK 3a MHOTO Xopa. Bce mo-uecto
HN3HUKBAT HOBHU U CBBPEMCHHU CIA-XOTECJIU C
Oorara rama OT Je4eOHO-TEpPAaNeBTUUHH H
PEKPEaIOHHO-PA3KPACUTEIHH MTPOLIETYPH.

MeauuuHCKUSI-CIIa TYPU3bM € TPaIHIH-
OHEH eJIEMEHT OT 00JMKa Ha Bharapus, Kato
TypHCTHYECKa JecThHanms. Majko ca crpa-
Hute B EBpoma, KouTo MoraT Jia ce KOHKypH-
par ¢ beirapus no u3oduinme u MHOrooOpasue
Ha TepPMO-MHHEPAIHHU BOJHU C pasinyeH (u3u-
KOXMMHYEH ChCTaB U KaJOJICUeOHN CYpOBUHH.
IeorpadckoTo MoNOKEHHE HA CTpaHaTa Ch3-
JlaBa OTJIMYHHU OWO-KIMMATHYHU YCIOBHUS U
HEMOBTOPHMH WIIH PSJIKO CpEIamid ce IMpH-

POJHHM CBhYETaHHS 32 KOMIUIEKCHO BB3JIEHCT-
BHE BbPXY YOBEIIKHS OPTaHU3bM.

Ta3u OyaronpusiTHa €KOJOTHYHO YHCTa
MIPUPOJIa OCUTYPSIBA PEATHU BH3MOMKHOCTHU 32
yIbIKaBaHE Ha CE30HA W 3a MO-e(PEKTUBHO
M3IION3BaHE Ha OHO-KIMMATUYHUTE PECypCH
3a OTIHX, JIeYeHHEe M MPO(QUIAKTHKA 32 PEIH-
1[a COIMANHO 3HauMMH 3abomnaBanus. C To3m
noTeHnuan beiarapus Moxe 1a ce mpeBbpHE B
€lHa OT Hal-ThPCEHUTE NECTHHALMU 3a X0pa,
THPCEIIN 37PaBE U Bb3CTAHOBSIBAHE HA CUIIUTE
clie/l IpeyMopa, CTpec WU 3a0osBaHe. 3a J1a
Ce OCBIIECTBU Ta3W uiaes € HeoOXOAMMO Ty-
pPUCTHYECKHUS MPOIYKT Jla Ce M3BeJe Ha Kadec-
TBEHO HOBO HHWBO. 3a JlJa OTTOBOPU HA IOBH-
IICHUTE U3UCKBAHUS HA THPCEHETO HA MEXIY-
HapOJHUTE TYPUCTHUCCKU MA3aph U YCIOBUS-
Ta Ha ToJsiMa KOHKypeHnus. PazButmero Ha
TO3W BHJ| TYPH3bM, M3UCKBA CHIIECTBEHN WH-
BECTHIINH 32 M3TPAXKAAHETO HA MOJiepHa WH(]-
pacTpykTypa, MHUIMATUBH U TpeIJiaraHe Ha
IIMPOK JIMAIa30H JICYeOHH Bb3CTAaHOBUTEIHU
TYPUCTHUUECKU TIPOTPAMH.

[IpoyuBane Ha aMEPUKAHCKOTO CIUCAHUE
Spa Finder! COYH, Y€ Hal-rolsIMa ¢ ITocelaec-
MOCTTa Ha MEIUIIMHCKUTE-CIIa XOTEJIN B MeC-
TaTa, KBAETO XOpaTa JKUBEST, CIEIBAaT OT]a-
JIeueHuTe Ha |-2 yaca mBT ¢ aBTOMOOWI, a
Hali-MaTbK € WHTepeca KbM IIEHTPOBE C MO-
rojsiMa OTHAJCUCHOCT. 3aeHO C TOBa obaye
Ce IM0CcOoYBa TCH/ICHIIUATA KbM YBEJIMYaBaHE Ha
Pa3CTOSHUATA, KOUTO TYPHUCTHTE Ca TOTOBHU Jia
MIPEOJIONEsT, KAaKTO H JKEJIaHHETO MM Ja OMH-
TaT Ha MACTO TO-EK30TUYHHUTE MPEATOKESHNUS.

Crnopen npoyuBane Ha European Travel
Monitor (ETM) ce yBennuaBa AenbT Ha ak-
TUBHUTE, 3PABOCIOBHO OPUECHTUPAHU MOYUB-
KH. Xopara KOUTO s TIPE/INIOYNTAT, B MOMEHTA
HaIXBBPIAT 15% 0T MexIyHapoJaHUS €BpO-
MeWcKu TypUCTUYECKH Tazap. B ToBa yucio
HE ca BKJIIOUCHU BCUYKU OHE3H, KOUTO MPEIII-
pueMat Mmojo0HM MbTYBaHUS B COOCTBCHHUTE
cu cTpaHu. Haii-ronsiM e MponeHTHT UM B
I'epmanusi, KaTo TepMaHCKUTE TYPUCTH TEHE-
pupat okoi0 50% OT MpUXOIUTE OT TO3U BH]
Typu3bM B EBpora.

Makap ome 1a He € Jo0pe To3HAT Y Hac,
B CBETa ChBPEMEHHATA MEAMIIMHCKA-CIIA KOH-
nenus e u3BecrHa noue ot 20 rogunu. 1 ako B

! http://www.spafinder.com/
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HAYaI0TO MEHH/DKBbpPHUTE Osixa TOTOBH Ja pa-
00TAT Ha 3ary0a win 6e3 MPUXOIU 32 YTBBPK-
JaBaHC Ha HJC€ATa, THEC BbB BOJCHIUTE XOTC-
7 B CBETA MEIUIIMHCKHUTE-CIIa IEHTPOBETE ca
MOIIEH TIeHepaTop Ha (UHAHCOBU CPEICTBA.
ChIecTBYBaT MHOXKECTBO (PaKTOpH, KOUTO
dbopmupar ObIENmeTO Ha TyPUCTHIECKUS On3-
Hec. Hskom oT TsX ca Janed W3BbH KOHTpOJIA
Ha Tma3zapa. 3a Ja ce U3SCHAT, € HeoOX0IUMO
Jla ce HalpaBy aHAIW3 HAa TCHJCHIUHUTE B TJI0-
GaHATA TYPHCTHYECKA HHAYCTPUS . Bbrpexu
TOBa W Cera MHO3WHA XOTEIUEpPH CU 3a/1aBaT
BbIpoca ,, Kak ja HampaBsi CBOSI MEIUIMHC-
KHS-CTIa IICHTBp TeUeTuBII?”

IIpeaumMcTBa HA MEIMIIUHCKOTO-CIIA
JieyeHHe MpeJt JIeYeHHeTo ¢ MeInKaMeHTH:

e MeaUIMHCKOTO-ClIAa  JICYCHHE HE ¢
BPE/IHO, HAMA CTPAHWYHH JICUCTBUS, AJlepryy-
HO U TOKCHUYHO JICHCTBHE, KaKTO pelumna Jie-
kapcTBa. JleueOeH (hakToOp € caMHAT XUMHYCH
ChCTaB Ha MHUHEpAJTHATA BOJA M ChIABPIKAIIUTE
Ce B Hesl TPAJIUBHU €JICMEHTU: MUHEPAIH, MUK-
PO- U MaKpOeJIeMEHTH, OJIaroiapeHue Ha KoeTo
TS ISWCTBA HEMOCPEICTBEHO BBPXY CTPYKTYypa-
Ta Ha KJIETKUTE, KaTO TY pereHepupa.

o XUMHUYHUTE HOHM HA MUHEPATHUTE BO-
I JIeHCTBAT T0-aKTHMBHO B CPaBHEHHE ChC
CBIINTE, HAMHUPAIIHN CE B JIEKapCTBATA.

o JleueOHOTO JeEHCTBHE HA MUHEPAITHUTE
BOJIM € MHOTOCTPAHHO, JI0KaTO MPH MeUKaMeH-
THTE TO € B IOBEYETO CITyYau eTHOCTPAHHO.

e MeMIIMHCKOTO-CIIa JICYCHUE MOXKeE Jia
NPETOTBPATH B MHOTO CITy4ad OTEPaTHBHOTO
JICYCHHUE.

e [logoOpeHneTo e ABITOCPOUHO.

e byTwimpaneTo Ha MUHEpalHa BoJa Ja-
Ba BB3MOJKHOCT MUTEHHOTO JICUEHHE Ja Ce U3-
MOJI3BA U B JIOMAIIIHK YCIIOBHSI.

° MI/IHepaHHI/ITe BOAMW Ca YHUCTU U CTC-
PWJIHHU, ThU KaTO W3BUPAT OT IBIOOKHTE 3eM-
HU IJTACTOBE M B OMPEJCICHU JI03W MOrat Ja
3aMeCTBAT MUTCHHHUTE BOJIU, KOUTO B MOBEYeE-
TO CIyYad ca 3aMBbPCEHH M CBHIBPIKAT HIKOH
BpCAHU CJIEMCHTU.

e He TpsOBa ma 3abpaBsiMe, 4e HIKOH
MUHCPAJIHN BOAU CBHBABPKAT pPaJUOAKTUBHU

* TapappkoB, [I., BIusHueTo Ha MIOGANM3ANMATA BHPXY Pas-
BUTHETO Ha Typusma, Apanrapy Ilpuma, C., 2008 r., ctp. 25.
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CIIEMEHTH W €JIEMEHTH, KOUTO Ca TOJIe3HH Ca-
MO B MaJIKM JI03H, a B TOJIEMH ca BPEIHH, 3a-
TOBa TpsiOBa BCEKH BT Jia C€ IPABH KOHCYJI-
TalMA C JeKap NpeAr M3MON3BaHeTO Ha MUHE-
paNHU BOJHU 32 JICUCHUE UM 3a MUCHE.

Hacoxu 3a pa3BuTHE HAa MeIMIITHCKHS-CNIA
TYpPU3BM

Ha ©Oazara nHa mnpoBeneHusi aHaiM3 ce
oyepraBa HEOOXOAMMOCTTa OT pa3paboTBaHe
Ha HACOKH 3a Pa3BUTHE HAa MEIULMHCKUA-CIA
TYPU3bM, 3a MO-NPELU3HO NO3ULHOHUPAHE Ha
JIECTUHALIMUTE M XOTEJIHTE TMOpajand 3acuiBa-
maTa ce KOHKYpEeHIHs B To3H cexTop. Hal-
Jr0JaBa ce 3anbidovyaBaHe Ha AuBepcHUKa-
oysiATa Ha MEIMLUHCKUS-CIAa MPOAYKT. 32 Ch-
XaJeHHe NpaBy BIEYATIEHUE 1 HaMaJIsIBaHETO
Ha IbP’KaBHOTO (pUHAHCHpaHEe, KOETO JOCKOPO
MoJIbpIKAIlle MaTepUalHO-TeXHHYeckara Oa-
3a. Ta3u TeHaeHUUs TMO3BOJIABA HABIM3aHETO
Ha HOBM YaCTHM WHBECTUTOPHU, KOUTO Ja BJIO-
KaT CBeXM (DMHAHCOBH CPEACTBA B CEKTOPA.
OCHOBEH CTUMYII 3a pa3BUTUETO HA MEIUIIMH-
CKMS-CIIa TypH3bM ca BCE IO-TOJSIMOTO BHHU-
MaH#e, KOeTo ce oOpbla Ha 3/paBeTo, W Ha-
pacTBamuAT Opoil  3IpaBOCIOBHU TPOOIEMHU
JIOpH Cpej MOAPacTBALOTO MOKOJIEHHE. 3apa-
BETO € OCHOBEH IIOKa3aTel B LIEHHOCTHAaTa
CHCTEMa Ha HACEJICHHETO B Pa3BUTHTE CTPAHU.

B coepara Ha Typu3Ma U B 4aCTHOCT Ha
MEIULMHCKUSA-CIIA TYypU3bM JIMIICBA  sICHA
ImpeacTaBa 3a pa3BUTUCTO U YTBBPKIAABAHCTO
Ha U/AeAATa 32 yCTOMYUB TYpU3bM. bbiarapus
pasmonara ¢ HEOOXOAMMUS NPUPOJCH M aHT-
POMOTeHEH pecype 3a pa3BUTHE HA MEIULIUHC-
Kus-cna TypusbM. Heo6xoaumo e te3u pecyp-
CH J]a ce M3II0JI3BaT LEJICHACOUYEHO 10 IpeBa-
putenHo wuspaboTreHa u go0pe oOmwHciIeHa
mporpama.

Enna ot mpeukure 3a moBuIlIaBaHe Ha Ka-
YEeCTBOTO B MEJULMHCKUA-CIIA TYPU3bM € JIMII-
cata Ha HOPMAaTHBHA ypeada 3a HEroBOTO
paszBuTHe. 3aIbIDKUTENHO Lie ObAe NAaBaHETO
Ha MHGpOpPMANUS 32 M3IO0JI3BAHETO HA IPUPOA-
HUAT pecypc 3a JieueOHH 11eJH, 32 METOJIUTE 3a
JeYeHUe WM Bb3JIeHCTBHE, KaKTO U 332 OCHOB-
HHUTE XapaKTePUCTHKU Ha MUHEpATHATa BOJA
neueOHata kan. C pa3paboTBaHETO HA MPOEKT
3a I3MEHeHne Ha 3aKkoHa 3a Typm3ma mpe3 2013
I. C€ LIeJIU J1a Ce Ch3/1a/laT YCIIOBUSI 3a pa3BUTUE
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Ha CIICIWAIN3UPAaHUTE BUJIOBE TYPH3BM, Ka-
KBBTO € 1 METUIIMHCKHSA-CIIA TYPU3BM.

Jluncata Ha KBaJU(PHUIMPAH MEPCOHAJ
e pyra MpuYrHa 3a cnaboTo pa3BUTHE HA pa3-
rIeKAanus BUI Typu3bM B bwarapus. Heo6-
XOJIIMO € J1a Ce BhBEJIe Ha CIelnuallHa CepTH-
¢uKanoHHa cUCTeMa, KOSTO Jia TO3BOJISBA
SACHO Jla Ce OuepTasT paszINyHUTE HUBA HA
npodecronanHa Kpanupukanus B o0acTra Ha
OanHeorypusMma. Bceku ciyxurten B OanHeo-
XOTenuTe TPsAOBa 1a MpUTEXKaBa OIpejeseHa
KBAIM(UKALKMS U J1a OKa3Ba I'BJIHO ChICHCT-
BUE Ha TOCTHUTE.

Ha crnexBamio MscTO € HEOOXO0MMO /12 ce
O6’pre BHUMAHHUC Ha JIMIICaTa HA TOYHA HH-
dopmanus 3a MON3BATEIUTE HA MEAMIIMHCKU-
Te-cma ycnyru. SIcHoTo neduHupaHe Ha ce-
ramHuTe OeHeUIMEHTH HA TO3M BUI yCIIyra
1Ie J1ajie Bb3MOKHOCT J[a CE€ HaIllpaBU aHAIIN3
Ha Ta3apa ¥ Ja ce OTKpWe MNOTeHIMaIHATa
rpyna ot Opaemu knueHTtd. Cropen Heodu-
[AJTHO TPOYYBAHE OCHOBHHTE IMOTPEOUTENTH
Ha MCIUIMUHCKHUTC-CIIa YCIYTMTC B CTpaHaTa
ca Obparapu. Ha cienpamio mMscTo ca pycHauu-
Te n rpaxnanure Ha crpanutre ot OHJI. He-
00X0MMO € /1a ce MpOBeAaT peAmiia MapKe-
TUHTOBH JEWHOCTH, KOWTO Jla HACOYaT HMHTeE-
peca Ha 3anaJHOEBPONEHCKUTE TPAKIaHU KbM
Oanneotypusma B brirapus. imenHo ToBa mie
JIOBeJie 10 yBelMuaBaHe Ha WHBECTHTOPUTE B
CeKTopa M A0 MOj00psiBaHE HAa MaTepUasHO-
TeXHUYecKaTa 0asa.

HesaBucumo de B bearapus mma Goratu
TpaguIuy B OATHEONOTHATA, KAKTO M HAJIMYUe
Ha MHOTOOPOIHM Te€pMaJIHU U3BOPH MEIHUIIMH-
CKUSIT-CIIa TYPU3BbM BCE OIE C€ pa3susa cmu-
xutino, 0e3 scHa KoHuenuus, 0e3 Ja mocTura
pe3yiTaThTe, KOWTO MOKa3BaT W3BECTHUTE B
TOBA OTHOIICHWE XOTEIH . B CHIIOTO Bpeme
KOHKYPEHIMATA, KOSATO CTpaHaTa HU MMa B
JIMOETO Ha OABPKABUTEC OT LCHTpPAJIHA EBpona,
e TolsiMa M BCe MoBede HapacTBa. Karto mpwu-
Mep MOXe Jia MOCOYMM, Y€ Cciie]] 3amaJHOoeB-
pONCHCKUTE CTpaHW YHrapus BbBEAE CTaH-
JTAPTH 332 CBOMTE MEIWIIMHCKHUTE-CIIa I[EHTPO-
Be, KOUTO Ca YTBBPJCHH ChC 3aKOH, 3aIbJIKHU-
TCJICH 3a BCUYKM, HMCKaAlM Ja pa3BUBaAT Ta3u

3 MUHHCTEPCTBO HA MKOHOMHKATA, CHEPrEeTHKATA I TYPU3MA:
«IIpoeKT Ha M3MEHEHHE Ha 3aKOH 3a TYpU3Ma»
* http://www.econ.bg/bg/news/events/article48473 html

neiioct. [lo mogoOen mbT ce pa3BUBAT U Ky-
poptute B XbpBatusa, Crmoenms u Ilommra,
Makap ue B TOCJeJHaTa Bce olle mpeodnaa-
BaT IIEHTPOBETE, B KOUTO C€ MpeAsaraT Kiacu-
4ecKy GATHEOI0KKY TIPOLICYPH .

HNudpacrpykrypara Ha bbiarapus e
€IMH OT OCHOBHMTE NPOOJIEMH 32 YCHEUIHOTO
pa3BUTHE Ha Typu3Ma B CTpaHaTta Hu. Ts e
mpo0jeM 3a BCEKH BHJ TypH3bM, a IO OTHO-
LIEHUE Ha MEAMLMHCKUSA-CIIa TYpU3bM OKa3Ba
ocobeno Biusinue. [lorpebutenure Ha Menu-
LHCKUTE-CIIa YCIyTd OOMKHOBEHO ca Xopa
CbC 3IPaBOCJIOBHU MPOOJIEMH, KOMTO YECTO
W3MUTBAT TPYAHOCTH IIPU MPUABUKBAHETO.

He e uynno, ye B 3acrapsBamia Epora
KBJIETO PabOTOCIIOCOOHOTO HAcEleHWEe HaMa-
JsiBa C BCSIKA TOJMHA, CTPEMEXBT KbM 30pd-
B0CNI06EH HAYUH HA JHCU60M, HO TIOCTHTHAT IO
BB3MOKHO HaW-NIPUATHHUS 3a 4YOBEKa HAa4MH,
Habupa momynsapHocT. Ome moBeye, ye Haru-
OHAJIHUTE 3[paBHU Kacu BCE M0-0JIarOCKIOHHO
rIejaT Ha MoJo0HU pa3xomu. JlHec yaoBoJCT-
BUETO OT JI0OPOTO 37paBe, pa3BICYCHHETO NPH
aKTUBHATa O3[paBHTEIHA JCHHOCT € 4acT OT
XapaKTePUCTUKUTE Ha TO3M BUJA YCIYI'H. AKO
Jocera ce pasriexzaale Karo pa3BieKaTesicH,
YHMKEH]] TypU3bM, TO JHEC HEllaTa He CTOST Ta-
Ka. MEeIUIIMHCKUS — CTa TYPU3BM € Hali-Ou3Hec
opueHmupanus aNTepHaTUBEH TypusbM. B
MIOCJIEIHO BPEME TEHJCHIUATA € LIEHTPOBETE J1a
MMarT Bce MO-TOJIsIMa MEANIMHCKA HACOYEHOCT.
Konnenuusita 3a MeAMLMHCKUS-CIIA TYPH3BM
ce MIPOMEHs IIpe3 TOJUHHUTE U JHEC BCe HOBEYe
TOCTH MCKaT Ja KOMOMHUPAT CIa U MEIULIUHC-
KUTE YCJIYyTH M0 BPEME Ha MPEecTosl CH B IEHT-
posete. HaAMa cTompoiieHToBO 3/1paB YOBEK, 3a-
TOBa HE € M3HEHAJBAIlo, Y€ 0 BpeMe Ha Ba-
KaHLUATA CU XOpaTa UCKAT peJlakc U pa3roBap-
BaHe, NPOLELYPH 3a TOHYC U Pa3KpacsBaHe, HO
CBILO M TAaKUBAa, KOUTO Ca CBBP3aHU CbC CTAPU
TpaBMH, paHU UM OOJIECTH.

IIpodpuabT Ha yyacTHHLMTE B MeEIU-
LMHCKHUTE-CIIa XOTeJIM [OKa3Ba, Ye CpeiHaTta
uM Bb3pacT € okosmo 48 r. Ilpecrosr e cbe
CpeaHa MPOABIKUTEIHOCT OT 8 10 14 nHu, 3a
Jla ©Ma aJeKBaTHO JIe4eOHO Bb3IEHCTBUE, KATO
npeo0IiaaBaT MbTYBaHUATA B COOCTBEHUTE UM

* Mackanesa C., MHIMKATOPH W CHCTEMH 33 KA4ECTBO HA Gajl-
HeoTypu3ma , MsmarenctBo “ABanrpax Ilpmma”, C.,2009,
cTp.40
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cTpanu ( Ha 0a3a Ha omuTa Ha | epMaHus ) Win
TPaHWYEIN CTPaHu. MeIUIMHCKHUAT-CIIa TypH-
3bM HSIMa CE30HHOCT M C€ MPAKTUKYBa IIpe3
siata roguHa. [lakeTure BKIIOYBAT JBE U TO-
Beue JieueOHM MpoLeypy Ha JeH, KOeTO TeHe-
pHpa eIHO 3HAYUTEITHO MOTPeOIeHHE OT BCEKH
enuH Typuct. HaOmomaBa ce TeHaeHIUS KbM
noaMiIasBaHe Ha Typucture. CpenHara Bb3-
pacT Ha UyXKJICHIMUTE, MOCeTHIN bwirapus e
okono 37 r. Haii-MHOroOpoiiHa e rpymara Ha
BB3pact ot 26 1o 36 1. (27%), cnenBana ot 36-
45 (25.3%), a Haii-manoOpoiiHa e Ta3u Hax 56
r. — easa 8.9%. Haii-MHOrO TypHCTH Ha BB3-
pact Hax 46 1. ca ot BermkoOpuTanust — 32%, a
Hal-MaJIko — OT OanmkaHckuTe cTpaHu — 9%.
TenneHMATa KbM MOAMIIA/IIBAHE HA TYPUCTH-
Te € OT 0co0eHa BaKHOCT MMAalKH MPEABUI U
,TIOIMJIaIIBaHETO” Ha penuua 3a0o0JsiBaHus,
THI KaTo TS € CBBbP3aHa C MPOMSHA B ThPCEHU-
T€ YCIIyTH B TypH3Ma, a UMEHHO 3aCHJIBaHE HMH-
Tepeca KbM MEIHIMHCKHTE-CIIA yCIyTi.”

AXO ce u3MO0JI3Ba BUHATH aKTYAIHUAT 32
MKOHOMHMYECKH U MapKeTUHIOBH aHaIu3M Oa-
JIAHCOB METOJ, OLCHABAHETO Ha Ma3apHUTE
WIM KOHKYPEHTHHTE TpPEAUMCTBAa Ha (uUpMe-
HUTE MPOAYKTH TPsAOBA /1a c€ OCHOBAaBa HA Ch-
MIOCTaBsIHE HAa Pa3NMYHHU YCIOBHS U (hakTopw,
XapakTepHH 3a Ta3apHata cpela KbM JaJieH
MOMEHT U 0co0eHO B TepcrekTuBa. ETo 3aio
OT MapKeTHHIOBa TJIefIHA TOYKA MOJAXOJbT,
OCHOBaH Ha Ipoleca Ha JUCTPUOYyLHUs HA Me-
JIIMHCKUTE-CIIa YCIIyTH, IIe TpsOBa Oa ce
CBBp3Ba C Hail-e()eKTHBHOTO W PALMOHAIHO
chyeTaBaHe Ha J[BE TPYIH YCIOBHS U (HaKTOPH.
3a nysicoume na yciyeama, OT 3HAUCHHUE Ca:

1. YHUKanHUTE KauecTBa Ha MOJ3BAHUTE
BOOM M KIMMAaTa, MOAXOMASAIIN 32 KOHKPETHH
BBH3CTAHOBHUTEIIHHU, PA3KPACUTEIHH U JICUeOHU
YCIYTH.

2. IIpodhecnonannara mMOATOTOBKA W JTHY-
HHUTE YMEHHS Ha TIEPCOHAA.

3. MarepuanHara 6a3a W MOAXOISLIOTO
obopy/BaHe.

4. Hanu4meTo Ha MEXIYHapOIHO YTBBP-
JIeHN cepTU(UKATA 32 Ka4ecTBO, EKCIUIoAaTa-
[MMOHHW W XWUTHEHHH HOPMH W CHUCTEMH 3a
KOHTPOJI, KAKTO ¥ BBTPEIIHO HOPMATHBHU JI0-
KyMEHTH 3a NpUJIaraHuTe NPaKTUKH.

5. ®opmute 3a momylnspusupane (pekia-

S http://www.horemag.bg/show.php?storyid=404147
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Ma) Ha BCHMYKH KOHKYPCHTHH IMPEAUMCTBA HA
MPOIYKTHUTE, MPUPOTHUTE PECYPCH U YCIIOBUSL.

3a nyscoume na nompebumenume — my-
pucmu, OT 3HaYCHUE ca:

1. IlnaTexocnocoOHOCTTa HA Pa3IUIHUTE
IPYIH TYPUCTH.

2.3aeTocTTa WM Bh3MOXXHOCTHTE UM 32
oT/ieNsiHe OT paboTa, T.e. pasnpe/ieieHUETo Ha
OTIYCKM W BakaHIMU B paMKuTe Ha 12 mece-
na.

3. MudopmupanocTTa U npearnoynTaHus-
Ta UM KbM BHIOBETE HA MEAWLMHCKH-CIIA YyC-
JYTH.

4. TppceHETO CropeNl Bh3pacTOBOTO pas-
HOOOpasue U MOOMITHOCTTA FIM.

5. Mudopmanusita 3a )KU3HEHATa U OCO-
OeHO mpogecnoHamTHaTa UM cpeaa.

6. 31paBOCIOBHOTO CHCTOSIHME U 3/paB-
HO-ECTETHYECKATa UM KYITypa.

7. XoburtaTa M yBIIEYEHUSITa KBM MOIHH
TEHJICHIIMU M MHOTO JIPYTH.

Ha 6aszara Ha moco4eHUTe XapaKkTepHCTH-
KA Ha MOTpeOUTENHTe Ha MEIUIUHCKU-CIa
yCIyrd U (pakTopuTe, KOUTO 00YCIaBST Mpe.-
JIaraHeTO Ha TO3M BUJ TYPUCTHUYECKH YCIYTH,
€ HeoOXOaUMO Ja ce pa3paboTH USAJ0CTHA
fnporpaMa 3a pa3BUTHEe Ha MCIUIMHCKUS —
cra Typu3bM B bbirapus, KaTo SICHO €€ I0CO-
YaT CTBIKHUTE 32 Pa3BUTHE U OTTOBOPHHTE JIU-
na. MiMeHHO ToBa 1€ MO3BOJIM Ja Ce 0YepTasT
HACOKHTE 3a LSUIOCTHO PAa3BUTHE U C OMOIITA
Ha JI0OPOCHBECTHOCT W CTPOTH KOHTPOJIHH
MEpKH Ja ObJaT U3IBIHCHH 3aJI0KEHHUTE JCH-
HOCTH ¥ 33/1a4H.

Ha crneapamio MscTo € HE0OX0AUMO Jia ce
pa3Hoo0pa3u acOPTUMEHTHT HAa MEAMIMHC-
KUTe-Clla YCIYrH, KOeTO e JOBeAe 0 T0-
MBJIHO 33/I0BOJIIBAHE HA TMOTPEOHOCTHTE HA
MO-IMPOKA TamMa MOTeHIMaTHN KineHTu. Ha-
JTMYMETO HAa pa3zHooOpa3We B aCOPTHMEHTA ¢
MpPE/NOCTaBKa 3a yBelMyaBaHe Ha KOHKYPEH-
TOCIOCOOHOCTTA Ha MEIUIIMHCKHUS — CIa MpPO-
IOyKT. HAKOM OT KOHKypeHTHHTE MpeIuMCTBa
ca: MpejJaraHe Ha Io-rojisiM u300p Ha yciy-
TH; TOJIbPXKAHE HA KOHKYPCHIMATA Ype3
MPUTEXKABaHEe Ha TMO-TOJSIM Ta3apeH U1 U B
pe3yJiTar Ha TOBa M3TIACKBAaHE HA HSIKOW KOH-
KypeHTH;, HaMallsiBaHe Ha PUCKa OT HENpeBU-
JMMOCTTA U JIp.

Heobxonumo e na ce o0bpHE MO-TOJIIMO
BHUMaHHC Ha WHOBAIMUTE KATO MHCTPYMEHT
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3a TIOBUIIIaBaHE HA KAYeCTBOTO, U JIa CE THPCST
HOBW TIOJXOAM 32 IIAaHWpaHEe Ha CPEICTBa 3a
WMHOBAIMOHHU perieHust. Onpenensumre Gak-
TOPU 32 B3€MaHe Ha TE3U PEUICHUS Ca:

1. Ctpareruueckutre GUpMEHH IS, KO-
UTO B3eMaT I10]I BHUMAaHHE Pa3JIUKaTa MEXITY
KpaTKoCpoYHaTa PEeHTAOMITHOCT W HMKOHOMH-
YECKHUS PBCT B IBJITOCPOTHA MIEPCIICKTHBA.

2. TexHOJOrMYHUAT 00XBaT, KOMTO ce
oIpeJielis OT B3aUMOJICHCTBUETO UHPPACTPYK-
Typa — CTOIMAHCKO pElICHuE.

[lnaHupaneTo Ha WHBECTUIMH B HWHOBa-
IIUHA KaTO 4acT OT CTPATErMYecKOTO IUIaHWpa-
HE 3a MOBHINABaHE HAa KAa4eCTBOTO Ha TypHC-
TUYECKUTE YCIyTH U3UCKBA TI00ATHA BU3HS 3a
TOBa, Kak IIE CE€ OTPa3iAT HHBECTUPAHUTE
CpelCTBA HAa CTOMAHCKaTa JEHHOCT HA TYpHUC-
tudeckata (upma. ToBa Halara IpOMEHH B
TPaJUIIMOHHUTE METO/N 32 OIEHKA Ha MHBEC-
TUIIMOHHUTE MPOEKTH 32 MHOBAIMY B TypU3Ma.

3a moBMINIaBaHE HA KAYECTBOTO B MEJH-
IIUHCKUS — CTIa TYPU3bM € He0OXOIMMO TOU Ja
ObJIc U3BEJICH KaTO NPUOPHUTET OT JIbpiKaBaTa.
bwirapus TpssOBa 1a mpUCHCTBA Ha eBpOTICHC-
KaTa KapTa Ha MEIUIIMHCKUTE — Cla IThTyBa-
HUS, KOETO M3WCKBAa MEJHUIIMHCKHUIT W TYpHUC-
THYCCKUAT TIEpCOHAN Ja ObaaT oOydeHH u
KBaJIM(UIMpaHK U Ja Ce aKTyaJu3upa MpaB-
HaTa ypenda, KOsSTO UMa OTHOIICHUE KbM TO3H
BUJ| TYpU3BM, U Jla C€ M3TOTBU CTpATErus 3a
pa3BUTHETO Ha OanmHeoTypusMa. HeoOxommmo
€ Jla ce Haco4aT Ha ()MHAHCOBHU CPEJCTBA KbM
JIEHHOCTH, 10 MPOBEXTaHEe Ha PEKJIIaMHA KaM-
MaHUs Ha MpeIaraHuTe MEAUIIMHCKH-CIIA yC-
JYTH ¥ TPOIYKTH, J1a CE BOIU PEIOBHA CTa-
THUCTHUKA, KAKTO U Jia ce MPEeIoCTaBs aJeKBaTHA
orepaTuBHa WH(OpMAIHS 3a TOTPEOUTEITUTE
Ha MPOAYKTA.

Crparerus 3a pa3BUTHETO Ha
MEANIHHCKHS — CIIa TYPU3BM

CrparterusTa 3a pa3BUTHE HA MEIUIIUHC-
KUSl — CIa TYPH3bM C€ KOPCHH B TSCHOTO MY
008bpP36aHE ¢ MEOUYUHCKAMA NPAKMUKA, C
orniejl MpoJbJKaBaHe TNpolleca Ha JieUeHHe.
Wurterpanusra Ha MEAUIUHCKHUSI—CIIA TYPU3bM
B CHCTEMaTa Ha 3/IpaBeola3BaHeTO, B OOJTHHY-
HHUTE 3aBEJICHUS, B 3JPABHO OCHI'YPUTCIHUTE
(hOoHIOBE € M3KIIOUUTEIHO BaXKHO, HE CaMo 3a
npoduIakTHKa Ha COIHMATHO-3HAYUMHU 3200-

JSIBAaHUSL, HO U 33 aKTHUBHO JICUCHHE U pexadu-
JATAIMS Ha TaKWBa, TPEBPBIIANKH MEIUIH-
CKHs—CIla TypH3bM BBB 6mopa (paHHa pexa-
Ounuranys) u mpema (KbCHA PEXaOWITUTAIUS )
basza 3a nevenue. Penuua onepaTuBHA HHTEP-
BEHLIUMH Ha ChPACYHOCHAOBATA CHCTEMA, Ha
OIIOPHO-ABUTATEIHUS anapar U JIp. ce HyxJa-
AT OT LIEJICHACOUCHO JI0JIEKyBaHe U pexaduiu-
Tanus 3a Jla ce 3aBbPIIH O3][PaBUTEIHHS TIPO-
nec. JleueHnero Ha MHOTO 3a0ONsBaHHS Ha
nepudepHaTa U LEeHTpalHaTa HEpBHA CUCTEMa
ca HEMHCIMMH 0e3 CaHaTOPHAIHO JICUCHHE B
CIeUAIN3UPaHd MEAULMHCKU-CIIAa IIEHTPOBE,
HE caMO B XO/a Ha 3a00JIBaHETO, HO M KaTo
NpeBaHTHBHA MspKa. Jlekapute chbBeTBAT CBO-
UTEe MAIMEHTH ¢ XpPOHUYHH OenoapoOHu 3a00-
JsBaHMS A2 MOCElaBaT €XerojHo Npoduiiu-
PaHu MEAMIMHCKH — cIla LIEHTPOBE 32 yKperl-
BaHE Ha CBOETO 3paBe.

TscHata epw3ka medcdy neuedOHUmMe 3a-
gedenus U MeOUyuHcKume-cna xomeny TNpaBu
HACOYBAHETO HA MAIMEHTH 3a JIOJICKyBaHE M
BB3CTAHOBSIBAHE MO-IbiHOLUEHHA. OT enHa
CTpaHa JeKapsT u30HMpa Hal-MOIXOAAIIOTO
MSICTO ChC CrieM(pUUCH MUHEPAJICH pecypc 3a
JaJICHOTO 3a0o0JisiBaHe, OT JApyra KJIHMEeHTa I10-
Jy4daBa BHCOKO KBAIM(ULUPAHA U CIIELHANIU-
3UpaHa pexaOuIUTAaIs, Bh3IOI3BAUKH ce Iii-
JIOCTHO OT MPHUPOAHO-KIMMATUYHHUTE PECYPCH
U CbOTBETHHUTE CHECLUATIHCTH.

W3ki1i04uTeTHO BaskKHA € Bpb3KaTa MEKIy
neyeOHUTEe 3aBElEHHUS M MEOULUHCKUTE-CIia
00eKTH KaKTO 3a MOTPEOUTENNTE, Taka M 3a
unsectuTopute. Kato ycneueH u nomysspex
METO/]] 32 TMOCTHTaHETO Ha TEe3W eI € M3T-
paxxaaneTo Ha Mumezpupana cucmema 3a yn-
pasnenue (MCY) — cvepemennume ,, npvuxu
Ha Kyopam 7 [OKpHBAIllA M3UCKBAHMATA Ha
MEKAYHApOIHUTE CTAHIApTH M Oa3upaHa Ha
npouecHust noaxon. Ilpexnpusitusita B TO3M
OTpPach IIe YCTAHOBST, Ye TOBA HE CaMo IIe
MoJI00pH LSAJIOCTHATA UM €(DEKTUBHOCT, HO U
CBIIECTBEHO III¢ MU3/IUTHE TEXHUS CTaTyC U J0-
BEPUETO HA METULUHCKUTE-CIIA TYPHCTH.

H3Boan

» Hacokure 3a Pa3BUTHUC HA MCOUIUHC-
KusA-Clia TYpU3bM Ca B IIOCOKaA OIla3BaHEC 3/1pa-

7 Bacuiesa JI., ,,YmpaBieHne Ha KauecTBOTO”, JIEKIHOHEH
Kypc, 2008, cTp.81
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BETO HA HACEJICHHETO M TPEBPBIIAHETO MY B
Om3HEC OPUEHTUPAH OTPACHI.

» HabnrogaBar ce TpaHcdopmaiuu B
NOTPeOICHHETO Ha TYPUCTHUCCKHUTE MPOAYK-
TH. TpagUUMOHHUTE CHBPEMEHHU TYPHUCTH CE
HACcOYBaT B ThPCEHE Ha MEAUIMHCKU-CIIA yC-
JyTH, KaKTO B ChCEJHU, Taka M B JAICYHH U
eK30THYHH JECTHHALNH.

» TeunpeHiuuTe 3a OBICIICTO HA MEIH-
HOUHCKaTa-Clia MHAYCTpUA Ca ONTHUMHUCTHUYHU.
OOBBp3BaHETO HAa MEAUIIMHATA C MEAWLMHC-
KUTE-CIa IIEHTPOBE KaTo BTOpara u TpeTa 0a3a
3a JICYCHHUE IIIe OKAa3BaT M3KIIOYHUTETHO CHITHO
BIIMSIHUE BBPXY IIOOATHHUS MEIUINHCKH-CIIa
TYPHCTHYECKH T1a3ap.

ChbBpeMEHHUTE HACOKH 32 pPa3BUTHE Ha
TO3M OTPAChJ Ca MHTErpalusITa Ha MEIUIIHC-
KUs-Clla TYPU3bM B CHCTEMaTa Ha 3/paBeo-
Ha3BaHeTo U chopMupanHe Ha YETHPUCTPAHHUS
cbBeT 3a pazsutne — MUET, M3, MOCB u
MPPEG.

Heobxomumo € 0OBBp3BaHETO HA ME/IH-
[UHCKUSI-CTIa TYPU3bM ChC 3[]PaBHO OCHTYpPH-
TeJaHUTE (POHIOBE — IBPIKABHH M YACTHH, JIO-
IBJIHATEIHOTO 3PABHO OCHTYpsIBaHE, KAKTO U
00BBp3BaHE C IEHCHOHHUTE (DOHIIOBE.

118

3akaro4enne

He e uynno, ye B 3acrapsBamia Epoma
KBJICTO pabOTOCIOCOOHOTO HAceleHHE HaMma-
JsIBa C BCSIKA TOJMHA, CTPEMEXBT KbM 3Jpa-
BOCJIOBECH HAYHWH Ha XMWBOT, HO IIOCTUTHAT IIO
BB3MOXHO Haﬁ-HpHHTHHﬂ 3a YOBCKa HA4YHH,
HaOupa nonynsproct. Omie nmoseue, ye Haru-
OHAJTHHUTE 3[PaBHU Kacu BCE MO-0JIarOCKIOHHO
rienar Ha nojo0Hu pasxoau. JlHec yJa0BOJICT-
BHETO OT J0OPOTO 31paBe, Pa3BICUCHUETO TIPH
aKTHBHATA O3/IpaBUTEIHA JICHHOCT € YacT OT
XapaKTCPUCTUKUTEC HA TO3U BUI YCIIYT'H.

ToBa, xoeTo TpsibBa ga ce HampaBH B
bwirapus, e na ce agantupaT ChBPEMEHHUTE
HACOKH 3a Pa3BUTHE HA MEIUIMHCKU-CIA TY-
PHU3BM, KbM HACTOSIIUTE YCIOBHS HA KUBOT U
CBhBpeMeHHHS Tpoduia Ha 3a00JIeBaeMOCTTa;
Jla ce WHTErpupa MeAUIMHATA B MEIULINHC-
KHUs-CIIa TYPHU3BM 3a Jla ce U3M0JI3Ba KaTo BTO-
pa u Tpera 0a3a 3a JieueHUE; KaKTO M Ja ce
MPOMEHM MOAXO0Ja MPH MOArOTOBKAaTa M 00Y-
YEHUETO Ha KaJ[PUTE MPSAKO YYacTBAIH B TO3H
nporec. CaMo Taka MOXe J]a Ce 3aCHIIN JIOBe-
pHETO Ha KIIMEHTHUTE KbM CTpaHaTa HH U Ja ce
M3JIUTHE Ha KayeCTBEHO HOBO HMBO C OM3HEC
OpUCHTaAlWA MCANIWHCKUA-CIIAa TYPHU3bM.



GUIDELINES FOR DEVELOPMENT OF MEDICAL-SPA TOURISM

Dr. Silviya Paskaleva PhD
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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
Jfrom 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
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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 Finder' 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 industry” 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?”’

! http://www.spafinder.com/
% 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:

e 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.

e Chemical ions of mineral waters are
much more active, compared to the ions that
could be found in medicines.

e Healing effect of mineral waters has
various aspects. Medicines provide one-side
effect. Medical-spa healing is often able to
prevent surgery.

e It provides long-term improvement.

e Bottling mineral water provides us the
chance to heal at home by drinking it.

e 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.

e 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-
ism’ 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

* 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-
duress5.

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

* http://www.econ.bg/bg/news/events/article48473 html
3 Paskaleva S., Indicators and quality systems for balneotour-
ism, “Avangard Prima”, S.,2009, page.40

122

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.

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

® 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”’. 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-

" Vasileva, L., ,»Quality management”, lectures, 2008,

page.81
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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.



YOBEHIKUTE PECYPCHU KATO PAKTOP 3A YCIIEX B
XOTEJIMEPCKATA UHAYCTPUA

J-p CBetrna Tarapesa

Kameopa ,,Hxonomuxa na mypusma”, VHCC

Peztome: Hnosayuume 6 xomenuepckama
UHOyCmpus. ce 8bv3npuemMam Kamo eouH om
OCHOGHUmMe ¢hakmopu 3a pazeumue 8 YClo8U-
ama Ha enobanna KOHKyperyus. Bcsko eOHo
npeonpusimue, He3agucuMo O0alu € CamoCmo-
SAMETHO Ul acm om eepued, UNoi3ea no-
Jodicumentume egpexmu om uHogayuume, 3a
0a nodobpu opeanuzayusma cu Ha paboma.
Bvpsomo passumue na ungopmayuonnume u
KOMYHUKAYUOHHUME MEXHOL02UU HAla2d npo-
Menume 8 UHOYCMPUAMA, U UUCKEA A0Anmu-
panemo Ha opeanuzayuume KoM HO8Ume Me-
moou na paboma. Hneecmuyuume 6 uHosayuu
ce 8b3npuemMam Kamo Kioyo8 8bnpoc 8 Xome-
nuepckama unoycmpus. Puckvm, cevpsan ¢
yenexa unu Heycnexa Ha 8Csika eOHO HOB08b-
sedeHue mpadea 0a 6voe HamaneH. Hoseus-
Kume pecypcu ciedsa 0a 0b0am MOmusupani,
00bpe obyuenu u kearuguyupanu. Te onoc-
peocmeam 8pwv3KAmMa Mencoy OpeaHu3ayusma
U UHOBAYUOHHAMA U OEHOCI.

Knwuosu oymu: vosewku pecypcu, umo-
sayuu, xomenuepcka UHOYCmpus, 2100anu3a-
Yusl, MexHONOUU.

XapakTepucTHKA HA HHOBAIIMHUTE B
X0TeJepcKaTa HHIYCTPHs

B ycnoBusTa Ha rino0OangM3anus, UHOBA-
UUTE B XOTEIHMEPCKaTa WHAYCTPUS CE BB3I-
pHeMaT KaTto eIMH OT OCHOBHUTE (hakTopw 3a
yCcIieX Ha OpraHu3aluuTe. YCIyTUTe, KOWTO
MIPEAOCTaBd WHIYCTPUATA HA TOCTOIPHEMCT-
BOTO THPIAT MHOKECTBO M3MCHCHHS CICICT-
BHE HAa CUJIHO KOHKypeHTHarta cpena. OT oco-
OcHa Ba)XHOCT € Jia CE W3SICHU KaKBO IMPEJIC-
TaBJISIBAT WHOBAILIUUTE B CEKTOPA, KaTO CE UMa
OpelBUi, Y€ HUHAYCTPUATA H30CTaBa B TOBA
OTHOIIICHUE CIIPSIMO JIPYTH BHUCOKOTEXHOJIO-

TMYHU OoTpaciu. MHoBanuuTe OMxa MOTJIH Ja
OpmaT neuHHpPaHW MO MHOKECTBO HAYHHHU.
3a [lutep Jlpaxbp, HHOBaNUATA € CIIEHU(HY-
HUSAT MHCTPYMEHT Ha IIPEANIpUeMaduTe, cpel-
CTBOTO, UpE€3 KOETO T€ OII0JI30TBOPSIBAT IIPO-
MsiHaTa KaTo Bb3MOKHOCT B J1afleH OU3HEC UK
yenyra. Ta moxe na Obje IpefcTaBeHa KaTo
Hay4Ha AMCLMIUIMHA, MOXeE Ja ObJe U3yvaBa-
Ha ¥ npakTuKyBaHa'. TeHICHIMATA ¢ 1a ce
IPaBsIT YETUPHU BUJIA HOBOBBBEICHHS, & UMEH-
HO B 00JacTTa Ha yNpaBJIE€HHETO, BBHIIHUTE
KOMYHHUKaluu, 00XBaTa Ha YCIyrute U Oek-
oduca ce oka3Ba 3aBHUCHMa OT TPUTE OCHOBHH
(axkTopa: KOMIIETEHTHOCTTa Ha JOCTaBUULIUTE
Ha YCIIyTH ¥ Ha KIMEHTHTE, KaKTO U Ma3apHU-
Te JIBUraTerH’.

Cnopen I'opuH, nHOBauMKUTE IO3BOJISIBAT
Ha TOTpeOUTeNINTEe Ha HOBHUS TMPOAYKT WIH
npotiec Ja ObAAT MO-A0BOJNHH, GUPMHUTE, KOU-
TO TW BHEAPSBAT MO-e()EKTHBHH, CIIOMAaraT 3a
TOBA CBUIECTBYBAIIM MNPOIYKTH WM METOIU
Ha TPOU3BOACTBO da ObJAT aKTyalHH M Hal-
pennnuasy’. TyK € MSCTOTO Ja C& OTOENEKH,
4e XOTeluepcKara HHAYCTPUs € U3KIIOUUTEN-
HO KOHKYPEHTEH CEKTOp, KOHTO ce XapakTepH-
3Mpa ¢ HempeKbcHaTa TparchopMams'. Moske
Jla ce TBBPIW, Y€ CTAaOWIIHOTO pa3BUTHE Ha
BCSIKO €HO MPENpHATHE € 0COOCHO 3aBHCH-
MO OT CTEIEHTa Ha BHEAPsSIBAHE HA MHOBALMU.
TsxHaTta 1en e mocrturaHe Ha IO-HUCKU pas-
XOAM W TO-BUCOKO KAdyecTBO Ha HM3XOJHUTE
NPOAYKTH KaTo TOJOOpsiBaHE Ha YCIyTHTE,

! JHpaxsp, I1., MHoBauuu u npeanpuemadectso, M3narencrso
,,Kmacuka u Crun”, Codus, 2002, c. 23.

% Orfila-Sintes, F., Mattsson, J., Innovation behavior in the
hotel industry. Omega 37, 2009, pp. 380-394.

’Godin,B., In the Shadow of Schumpeter: W. Rupert
Maclaurin and the Study of Technological Innovation.

* World Tourism Organization, Tourism highlights 2003.
Madrid:World Tourism Organization; 2004.
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OIMa3BaHETO Ha OKOJHATa cpexa u T.H. He Ha
MOCJIETHO MSICTO CTOW M MPOOJIEMBT C MHTEH-
3MBHOTO HaBJIM3aHE Ha MH(QOPMAIMOHHHUTE M
KOMYHHKAIIMOHHU TEXHOJIOTHH U TSIXHOTO
BB3CUCTBHE BHPXY CEKTOpa. PHCKBT € Kilto-
YOB €JIEMEHT IpeJl MHOBAI[MOHHATA aKTHBHOCT
Ha TPEANPHUITHATA B XOTEINEpCKaTa MHIYCT-
pust. ChIIECTBEH € PUCKBT OT M3MajaHe OT
na3apa Wil TE€XHOJOTHYHO H30CTaBaHe, OT
3arypa Ha TO3MOMM B 1032 Ha IIO-
WHOBATHBHUTE KOHKYPEHTHU, a TOBA YECTO BO-
M JI0 W3KJIIOYUTETHO DPUCKOBAHU DEIICHUS,
KOHTO 3aBBPINBAT C HeycreX. VIMeHHo mopaan
Ta3W TMPUYINHA € HYKHO IMO-T00po pa3zdmpane
Ha q)aKTOpI/ITe, KOUTO JaBaT MMITYJIC Ha HOBO-
BBBeJIcHUATA. Haii-001110 MoraT fa ce pasrpa-
HUYAT CJICTHUTE BUJIOBE WHOBAIIHU:

e CIIOpe]l XapaKTepa CH, MHOBALMUTE 3a-
CATaT: MPOAYKT MIIM TPOIeC, OMBAT OpraHu3a-
[MUOHHM WJIM Ta3apHU WHOBAIlMH, KAKTO H
"cnenuanHu" UHOBALIKU.

e criope]l IpUpoJiaTa, MHOBAIIUUTE OUBAT
TEXHOJIOTHYHH U HE-TeXHOJIOTUYHU.

e criope]l BUa U MHTCH3UTETA Ha MPOMSI-
HATA, HHOBAIMHTE Ca: PAIHKAIHH, CHHATHA .

Tyk e MACTOTO 1a ce OTOeNexH, 4e OT
rjeHa TOYKA HA yNPaBJeHUETO, NHOBAI[UH-
Te Morar Jia ObJaT pasriieKJaHd B CIICIAHUTE
KaTeropun’:

® YIIPaBICHCKU WHOBAILINH,

® OpraHu3aIIOHHA WHOBAIHH;

® COIMAIHU WHOBAITUH;

¢ (DyHKIIMOHATHY WHOBAIIWH.

EnBapacon u I'ycradcoH paspessiT UHO-
Bal[MHMTE B YCIAYT'UTE Ha TPH KATETOPHH, Bb3
OCHOBa HHBOTO Ha 00XBaTa, KOUTO HMar
WHOBAIMHTE, & IMEHHO!

® WHOBAI[UH, CBbP3aHU C HUBOTO Ha 00C-
JyKBaHE;

e ympaBjieHHE Ha HMHOBaIMHUTe Ha (up-
MEHO HHUBO;

* MHOBAIMH HA CEKTOPHO HHBO .

Tyk e MACTOTO Aa ce OTOeNexXH, e He3a-

* 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.

8 http://www.nginno.com/

" Edvardsson, B., Gustafsson, A., M.D. Johnson & Sandén,
B., New Service Development and Innovation in the New
Economy. Lund: Studentliteratur, 2008.
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BHCUMO OT BHJA Ha HMHOBAIMUTE, TAXHOTO
BHEJpaBaHE W IMOCIEABAIIA €KCILIOATAINS 10
rojiiMa CTCIICH 3aBUCAT OT KAYE€CTBOTO HaA 4YO-
BEILIKUS PECYypC, aHTAKUPAH C XOTECIUEPCKUS
cextop. Karo ce uma npeasun, ue HHAUBUIY-
QIIHUTE CIIOCOOHOCTH W YMEHHs, MOrar Ja Ob-
JaT MOJ00pEeHN U Ja ce MPOMEHH HadyWHa, 1O
KOWTO Te JEHUCTBAT, YOBCIIKUAT KaIlUTal CC
pa3rne>1<z[a KAaTO BaXXCH HU3TOYHUK Ha KOHKy-
PEHTHO MPEIUMCTBO 3a (PU3UYUCSCKH JIUIA, Op-
TaHU3alMK U JIOPU Ha OOIIECTBa, KOMUTO UMAT
OTpPOMEH KamaluTeT 3a uHoBaluu. bescnopen
¢ (akThT, Ye KOIKOTO W HOBa Ja € JaJieHa
TEXHOJIOTHS, MOTEHIHAIBT I HE MOXE 1a Ob-
Jie W3TO0JI3BaH HAIIBIHO, O€3 /a ca HalpaBeHH
HEOOXOIVMHUTE MHBECTHIMH B IOBHUIIABAHE
YMEHHSITA HA MEPCOHAJIA, KOUTO IIe onepupa
¢ Hes. ChliecTBYBaT peaula CIOPOBE OTHOC-
HO, Koe TpsiOBa Ja B3eMa MMpeBec, MHBECTUIH-
uTe BBB (DM3NYECKH aKTUBU WM WHBECTHIINH-
T€ B YOBEILIKH KaIluTaJ.

PoJist Ha YoBelIKUTE pecypcH 3a
HHOBAIHOHHATA JeHHOCT B X0TeJHepcKaTa
HHIYCTpHS.

TpyaHo € na ce nmpaBAT MHOBALUMHU, B MO-
MEHT, KOraTo ca HykHH. Moe 1a ce mpueme,
Yye WHOBAIMMTE CE€ Pa3BUBAT CIIOHTAHHO, KaToO
eInH eBoyonmoHeH mnpouec. Cnopen Agep,
obmiecTBara ce paszaM4yaBaT MO CKIOHHOCTTA
CU KbM MHOBAllUU, B 3aBUCUMOCT OT CIIELH-
duunn KyaTypHE HeHHOCTH' OT CBOS CTpaHa
KOHIIETIIHSITA 3@ YOBEIIKHS KaITUTaJl C& OTHACS
JI0 3HaHUS, CIIOCOOHOCTH M YMEHHs Ha JIHLA,
KOMTO MOrat Jia ObJaT W3MOJI3BaHU B JEHHOC-
TH, KOUTO CTUMYJIUPAT MKOHOMHYECKHS pac-
TeX W pasBuTHE BCsAKA eIHA MHBECTHIUS B
WHOBAIMM Kpre PHUCK. 3a HErOBOTO HamaJsiBa-
HE € Hy)KHO Jla ce 00bpHEe BHUMaHHE U Ha 40-
Bewkus aktop. Bee mo-uecto, ocBeH Tpute
OCHOBHH II€JIM U 33/1a4M Ha YIPABJICHUETO HA
nepcoHana ce npubass W Apyra: KBaauduka-
s Ha ciyxkurenure. TpsOBa na ce B3emar
IpeIBHI HYKHUTE Ha (upMaTa 4OBEUIKH pe-
CypcH, TAXHOTO HaMHUpaHe, 3aJIbpKaHe U pas-

8 Adler, N.J.International dimensions of organizational
behavior. 3rd ed. Cincinnati, OH: Shout-Western College
Publishing, 1997.

? Coleman, J., Social Capital in the Creation of Human
Capital, American Journal of Sociology, 1988.



YOBELIKHUTE PECYPCHU KATO ®AKTOP 34 YCIIEX B XOTEJIHEPCKATA HH][YCTPUA

BuTHE. E(EeKTUBHOTO ympaBiieHHE Ha YOBEII-
KHATE PECypCH BIHSE TONO0KUTEITHO BBPXY -
JIOCTHOTO pa3BUTHE Ha (upMara, He3aBHUCUMO
OT CEeKTOpa B KOMTO ce pa3BuBa. ToBa ca To-
BUILIABAHE TMPOM3BOAUTEIHOCTTa U TOHOOpS-
BaHE KAadecTBOTO Ha JKHMBOTa BBB (hupmarta.
Kpamudukanusra u npekBamudukamusara ca
M3KITIOUYMTETHO BaXKHM, 3aII0TO TIpejjarar
YMEHU, HCO6XOJII/IMI/I KaKTO 3a MOMCHTA, TakKa
u 3a Opgemero. B xomOuHanms xBamuduka-
ouaTa W NpeKkBalu(UKaLusITa OCHIYypsBaT
YMEHHE M HW3IOBJIHUTEIHOCT OT CTpaHa Ha
CITy’)KUTEITUTE, KOUTO BOJST JI0 BHCOKO Kadec-
TBO Ha TPOAYKIHUATA U YCIAYTUTE, U B KpalHa
CMETKa IpaBAT €AHa OpraHu3anusad KOHKYPCH-
TOCTIOCOOHA U JKU3HEHA.

VYcenmexbT Ha XOTenuepcKkata HHIYCTPHS
3aBHCH B TOJISIMA CTEIICH OT I'bBKABOCTTA, KO-
TO TIpeJyIara Ha BTOPWUYHUS T1a3ap, OCOOCHO B
CE30HHMTE JeCTHHAIMA ~ MHOrO OT Te3n pa-
00THHM MecTa ca JOCTBITHH CaMO TI0 BpeMe Ha
TYPHCTHYECKHUSI CE30H M pabOTOAaTEIUTE MO-
rat Jia HaeMaT W OrpaHWYaBaT 3aeTOCTTa, KO-
raro ToBa ¢ HeoOxomumo. Kamudukamusara
Ha CIIy’)KUTEJINTE 03HauaBa CTPEMEX Ja Ce TI0-
no0pu TsAxHATa paboTa, Karo ce pas3BHe II0-
Tenmmana uM''. B TO3H KOHTEKCT YOBEIIKHTE
CBIIECTBA MPUTEKABAT YMEHUS U CIOCOOHOC-
TH, KOMUTO MOTaT Jia ce MOA0OpAT W Taka Te
npu00MBaT BB3MOKHOCTTA J]a IPOMEHST Ha-
upHa ci Ha jeiicteue’’. B mpomeca Ha akymy-
Janys Ha YOBEIIKHS KalHUTal B MPEIIpHUsITHe-
TO BHHArd y4acTBaT JBE CTPAHH: CITY)KATEISAT
u pupmara. Ciry)KHTEIHTE MOTAT JIa YBEIUYAT
3HaHUATA U yYMCHUATA CHU 6J1ar0)1apeHHe Ha
00pa3oBaHMETO W KBalW(UKALUAITA HW3BBH
¢upmaTa WM uype3 ONUTa, MPUAOOUT HA Ch-
I0TO pabOTHO MSCTO.

3a peXMBABAHUATA W BIIEYATICHUATA HA
TYPUCTUTE OT IIBPBOCTENICHHO 3HAYEHHE € YO-
BCIIKHMS KOHTAKT, KOHTO O(opMs KpalHUTE
OLICHKH Ha MPOAYKTa. XopaTa B XOTEIHEPCKH-
TE OpraHU3alUM ca TEXHUAT HaK-LEHEH pe-
cype. Upes TaX ce peanusupa ynpaBiIeHHETO

10 [Mapymesa,T.,Ilpean3BuxarencTBata mpex ITOOATHUSA Ty-
puctuyecku nasap, Msnparencrso ,,Asanrapa Ilpuma”, 2010,
c. 102.

' 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.

Ha Japyrure pecypcu. Yecto, roiemure Kop-
[OpalUK [IPEANIOYUTAT I'bPBO a4 MHBECTUPAT
B YOBEIIKH KaluTaj U Cle]] TOBa J1a Npeanpu-
eMaT HMHBECTHIIMH, CBBP3aHH C WHOBALUH B
MaTepuasHi aKTHBH, ThH KaTO ChHILIECTBYBa
HE00XOIUMOCT OT 00yUYeH MepCoHal 3a paboTa
C HOBHU TE€XHOJIOTHH.

TexHosorn4yHaTa €BOMIOLUS B XOTEIUEP-
cKara WHAYCTPUS, MPECTPYKTYpUpPAHETO Ha
nasapure Hajara pa3BUTHETO Ha Cepusi OT Me-
XaHU3MHU 32 MHOBAIlMU M KPEATHBHOCT, KOMTO
NPWIOKEHU B OpPraHM3aluATa BOIAT IO MOC-
TUTaHE Ha MOCTABEHUTE LM 4Ype3 ymoTpeda
Ha KOMIIIOTPU U CJIOKHU COPTYEPHHU NPOAYK-
TH. BHeJpsBaHETO HA KOMITIOTBPHU CHUCTEMH
3a ynpaBlieHHE, peKiiamMa, JUCTPUOYIHS U KO-
MYHHUKalli¥ JaBa MOJ3M U MPEAN3BUKBA I'eHe-
pajH{ MPOMEHH B MHAYCTPHUSTA HA TOCTOINPHU-
eMcTBOTO. ToBa M3KMCKBA 00yUYeH, BUCOKOKBA-
audUIMpaH MEepcoHal, KOWTO IPaBUIHO [a
U3I0/13Ba BCUYKHY Bb3MOKHOCTH, KOMTO JaBaT
JTUCTPUOYIIMOHHUTE KAaHAIW, EIeKTPOHHUTE
nasapu M MHQPOPMAIMOHHO-PE3EPBALIOHHUTE
CHCTEMH. B chbBpeMEHHHTE XOTEIH OCBEH OC-
HOBHAaTa yciyra — ,,HOIyBKaTa” U ,,XpaHEHe-
TO” ce mpelaraT U MHOTO JIPYT'H CBbP3aHU C
HOTPEOHOCTUTE HA TOCTUTE 110 BPEME Ha Ipec-
Tost M. ToBa ca T. Hap. AONBJIHUTEIHH XOTe-
JUEPCKH ycimyrd. Te uMar roiisiMo 3HadeHHe
3a rocTa, 3al0TO Ca CBBP3aHH C MO-IIBIHOTO
3a7I0BOJIIBAaHE Ha HEroBuTe norpedHoctu. Ha-
JIaraHeTo Ha MHOBALUM IIPU AOMBJIHUTEITHUTE
YCIYI' OTHOBO 3acsra IpsKO IepcoHaia, OT-
TOBOPEH 3a NPUATHUTE U3KUBSBAHUS Ha roc-
tuTe. Besika ejHa MHBECTUIIMSI B MHOBAIMH 3a-
csramy THPrOBCKaTa JIEWHOCT, OUTOBHUTE YC-
JyTH, CIOPTHUTE W Pa3leKaTeNHU ACHHOCTH
N3UCKBA M KOMIICTEHTHA YOBELIKa Hameca.
VmeHHO 3aTOBa BCSKO €HO HOBOBBBEJICHHE,
OMI0 TO TEXHOJOIMYHO WJIM HE W3UCKBA pa3-
OupaHe OT cTpaHa Ha nepcoHana. Besko eaHo
B3aMMOJICHCTBHE MEXKy YOBEIIKUS (aKTOp H
BeYe BHEJPEHUTE WHOBALMM MOXe 1a Oble
00peueHo Ha HEYCIeX, aKo JIMTICBA MPABHIHO-
TO NMPUJIOKEHHE Ha nHOBauuure. CiyKUTeNu-
Te B XOTEIHMEpCKaTa MHAYCTPUS OCHTYpsBaT
BUJIMMATa U HEBUJMMATa CTpaHa Ha YCIYTUTe
(mactpoenue, kompopt, emorun). OT TIX 3a-
BUCH CIICYEJIBAHETO Ha TYPUCTHTE KaTO JIOSII-
HU KJIWEeHTH. B rmoGanHata uHAyCTpus yc-
MELIHATE B3aMMOOTHOILICHUSI TOCT HA XOTeJla-
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CITy’)KUTEN ca Te3W, IPU KOUTO U JIBETe CTPaHU
0CTaBaT JOBOJIHH OT MOTpeOeHaTa yCiyra .

Tyk € MACTOTO J1a ce OTOEJIEKH, Ye BCSIKA
€/lHa XOTeNMepCKa OpraHu3allus UMa CBOUTE
crenu(UIHU HYXJIU [0 OTHOIIEHHE 00y4eHH-
eTo Ha mepcoHana. [Ipu Mankure cemerHu Xo-
TeNW M KBIIUTE 332 TOCTH, KOUTO YECTO Ce YII-
paBIsIBAT OT COOCTBEHWIIUTE Ha OOEKTa, HE
M3KIIIOYBAT HYyXXJIaTa OT OOydYeHHe, HO TO €
00CKT €IMHCTBEHO Ha JKCJIAHMETO Ha MPe.-
puemaua. OT cBOsI cTpaHa rPpajJICKUTE U OU3HEC
XOTEIUTe, HACOUYCHUTE KbM KOHTPECEH TypH-
3pM 00ekTH, CIIA u OajlHEeOXOTEeNUTE HMMAaT
Oe3criopHa HYX/Ia OT JOMBJIHUTETHO 00yde-
Hue. Te 3ajarat Ha MO-rojisiMa CrieluaaIu3arus
Ha MepcoHaja U JIOTMYHO CE Hajara U3BOJBT,
4e TpsiOBa Ja ca 3all03HATH C Hali-HOBUTE Me-
TOJY ¥ TEXHOJIOTUM B Opanma. ToBa e HeoO-
XOJIMMO, HE CaMo, 32 Jla C€ M3I0JI3BAaT BCUUKH
MO3UTUBH OT MHOBAIIUUTE B T€3U 00EKTH, HO U
3a CTUMYJIMpaHE Ha CIYKUTEIUTEe, Upe3 MpH-
JI0OMBaHE Ha JIOMBJIHUTEIIHU U MOJIC3HH 3a TAX
yMeHuda. Hali-3HauMMHUTE€ HMHBECTHIIMM B 4YO-
BEIIKH PEeCypCH B CEKTOpa ce HalirojaBar B
OW3HeC M IpajJICKUTE XOTENH, KAKTO U B 00EK-
TUTe, paboremm B o0JIacTTa Ha KOHTPECHHS
Typu3bM. ToBa ce oOycraBsi KakTo OT Hece-
30HHMSI MM XapaKTep, Taka U OT €CTECTBOTO
Ha TIpeJjiaraHus TYPUCTUYECKUS MPOIYKT.
Enna 1msimoctHa cuctema 3a ympaBiCHUE Ha
YOBEIIKATE PECYPCH, MPIIIOKEHA B XOTEIHEp-
CKaTa MHIYCTPHUS JaBa BB3MOKHOCTTA 3a TI0-
e(eKTHBHO yTpaBlieHHNEe HAa WHBECTHUIINUTE B
WHOBAIlMM, W3NBJIHEHHETO Ha paborata oOT
CTpaHa Ha MEPCOHAIa U HE Ha MOCJIEIHO MSCTO
crioMara 3a IMOBHIIIaBaHE Ka4eCTBOTO Ha IpO-
JIYKTA.

YnpagpiieHue Ha YOBELIKHTE PeCypcH B
rjodajaHa cpeaa

KoHkypeHIusATa Ha CBETOBHUTE Ma3apy U
JOMMHHpaIata poyii Ha XOTeJIHepcKara WH-
OYCTpHs B Pa3BUTHETO HA MKOHOMMKHUTE IIpe-
JONpeseNsT BHUMaHUETO, KOETO Ce OTHeJIs Ha
MIPEANOCTaBKUTE, TEHAEHIIMNUTE, TePCIEKTH-
BUTE U MPOLIECUTE HA pa3BUTHE Ha MHPOpMa-
UOHHOTO OOIIECTBO, MPOHUKBAHETO HA TJIO-
OanHaTa Mpexa, MHBECTULMUTE B MHOBALMH U

Bhttp:/ www.samoletnibiletibg.org/
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TAXHOTO ympaBieHne. HoBoro, Ti00anmHO H
BHPTYaJHO MPOCTPAHCTBO MPOMEHS IapamMeT-
puTe, KOMYHHUKAIUATA, MAPKETUPAHETO U 00-
patHata Bpb3Ka, KOUTO HAJCKayaT C JEeCeTH-
JeTHs OcTapenuTe MeToau B Ta3u obnact. On-
penens GakTop 3a pa3BUTHETO Ha TIIO0ATHUS
TYpPHU3bM € 3HAHWETO BB BCHUKUTE MY acCIeK-
TH. B Ta3m BpB3Ka cieqBa Aa ce oTOenexu, Je
rinodanu3anuaTa BOJM U JI0 ThPCEHE HAa BUCO-
KokBanuduupaHa paboTHa pbKa B CBETOBEH
Mamab. [omemure Koprmopamuu Morar ja
OCBILECTBAT pa3BUTHE Ha 0a3ara HA yMEHUSTA
Ha CIYKUTEIUTE CH Ype3 TIXHOTO OBJIACTSIBA-
He u oO0y4eHue. Ts, chbueTaHa ¢ KOHKYPEHTHH
yCJIOBHS 338 HaeMaHe Ha MepcoHal U Ha JI00po
MPABUTEJICTBEHO 3aKOHOJATEICTBO, BOJH [0
HOBO MOKOJIEHHE B KaJpoBara nonuTuka. To-
Ba O3Ha4YaBa, Y€ TO3M MPOLEC Ce OTpa3siBa
BBpPXY paboTara Ha IepcoHala.

[IpomennuBUTE YCIOBUS criomarat 3a
Pa3BUTHETO CaMO Ha TE3W MPEANPHUITHS, KOU-
TO Ca aJJaliTUBHU U I'bBKABHU IPU B3€MaHETO Ha
pelieHus. XapakTepa U CTENeHTa Ha BIMSHHE,
KOETO OKa3BaT II00aTM3aHOHHUTE MPOLECH
Morar aa ObJaT HaOJI0JaBaHU B MPOEKTHpa-
HETO W OpraHu3alusaTa Ha MamepuaiHama
cpeda, CH3IaBAaHETO W MPAKTUYECKOTO TIPH-
JOKEHUE HA HOo8uUme mexHolo2uu B CEKTopa,
KaKTO M CHCTEMa 3a YIPaBICHHUE HA YOBCUIKU-
me pecypcu. Hait-noOpute B Ou3zHeca MeHU-
JDKBPU Ca TIPUHYICHHU J1a THPCAT 3HAHUS W3-
BBH ITIO3HATaTa BHTPEIIHA Cpe/ia, 3a Jia Ce Ta-
panTHpa e()eKTUBHOTO M3IMO3JIBaHE HAa BHEI-
pEHHTE MHOBAIINY, J1a Ce TapaHTHPAT Pa3BUTHU-
€TO Ha YMEHWUsl, M3TrpakJaHe Ha OTHOLICHUS,
KakTO ¥ CBH3JaBaHETO U TOJABPKAHETO Ha
KOHKYPEHTH MO3UNKU. B Ta3u Bpb3Ka, ChOU-
paHeTo Ha WH(OPMAIW U WHOBATUBHH WU
OTBB/I HAIMOHATHUTE TPAHHUIIUTE MOXE Jia Ce
pa3zbupa KaTo MpOIeC, BOACII JO TiIodamm3a-
IsITa HA HOY-Xay.

BbIpeku, ye TEXHOJOTMUTE MOrar Ja ce
npueMaT Karo OCHOBHA JIBMXKEIIAa CWJIa Ha
rIo0an3aIusTa, HAIUIE € BCE MO-TOJISAM CIIOp
0 BBIIPOCA, CBHP3aH C "Mapajokca Ha MPOH3-
BOJUTETHOCTTa" Ha IIOBEYETO WHBECTUIUH
KbM HH(GOPMAIMOHHHUTE U KOMYHUKAI[AOH-

" Bardaracco, J.L (1991), The Knowledge link:How Firms
Compete Through Strategic Alliances, Boston, Harvard
Business School Press.
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HHU TEXHOJIOTHM. B TypHCTHYeCKOTO Mpous-
BOJICTBO, MH(OPMAIIMOHHUTE TEXHOJOTHH Ca
M3I0JI3BaHK B 3aMsIHA HA TPy/AA, HO OT JIpyra
CTpaHa yCIYIHTE HajaraT HYXJaTa OT KBaJU-
(bUIUpaHu CITYKUTEIH.

B rnobanu3upanata HKOHOMHUKA, YMEHH-
ATa Ha paboTHATa CHJa ca KIIOYOBO KOHKY-
PEHTHO OpbkHe. MHTENeKThT Ch3ljaBa HOBH
TEXHOJIOTMH, HO KBanupuipaHara paboTHA
PpBbKa, MO3BOJIABa Ha IMPCAINPUATUATA Ja CC
BB3M0JI3BAT PEATTHO OT HOBU MPOJYKTH H TEX-
Hosoruu. ['nmobanu3anusara e reHepupana Ho-
BU KOHIICTIIUM B CEKTOpP YOBEIIKU PECYpCH,
CJIC/ICTBUE HA!

e KyITYpHO pa3HOpOjAHA paboTHa cpena
Y MIPOMEHSIII Ce ChCTaB HA PA0OTHATA CHJIA;

e xapakTepa Ha padoTara, BKIFOYUTEIHO
BHEIPSBAHETO HAa HOBH, ,,CJICKTPOHHU
paboOTHH MecTa W H3IMOJ3BAHETO Ha
WurepHer;

® TOBUINABaHE HA MHPOPMHUPAHOCTTA IO
C€CTUYHU W HPaBHU BBIPOCH, CBBP3aHU C pa-
0OOTHOTO MSICTO.

ToBa o3HauaBa, ye rj1006aIU3aANUATA YII-
PaBJIsiBA HHOBAIHUTE B YOBEHIKHUTE pecyp-
CHM Ha XOTeluepcKara HHIYCTPUs, Taka de
00EKTUTE JIa MOy4aT U MOJIbpPKAT eEeKTUB-
Ha paboTHa cuiia 4ypes:

® OLICHSBAHE W MTPABUIIHO yIPaBJICHHE Ha
pa3HooOpa3ueTo Ha paboTHATA CUJIA;

® HACTaHsBAaHE HA W3KIFOYUTEIHO DPa3HO-
oOpa3HaTa paOOTHa Cuja OT TJIeJHA TOYKA Ha
PabOTHU aHTAKUMEHTH, TPYKH 3a JielaTa, 3aBy-
CHMHU TPWXH, ChBMECTSIBAHE Ha Pa0OTHH MECTa,
¢ JIBOWHA Kapuepa, Ha Xopa ¢ YBPEekIaHHUS;

e HEOoOXOJIUMOCTTA Jia Ce IpejjiaraT ai-
TepHATUBHHU rpaduIiy 3a paboTa, B3aUMHA TO-
MOIIl MEXJy CITy>)KUTEIUTE U JPYTH MPOrpamMu
Ha TypUCTHYECKaTa yCIyra,

e HEoOXOIUMOCTTa OT OalaHCHpaHe Ha
IpaBaTa Ha CIYXUTCIUTC U U3UCKBAHUATA Ha
Ou3Heca;

® HEOOXOIUMOCTTa Ja C€ ChoOpa3saT c
yBeJIMYaBaHe Ha Oposi Ha MPAaBUTEIICTBCHUTE
peryJanuu B 4OBEIIKUTE PECYPCH;

® HEOOXOJUMOCTTa OT IMOBEYEC YOBEIIKU
WHBECTHUIIMOHEH Pecypc;

® HEOOXOJUMOCTTa OT CBBP3BAHETO Ha
YIPaBICHUETO Ha YOBEIIKUTE PECYPCU H TIPH-
HOCa MY KbM OpraHU3alusITa.

H3Boan

e [luBecTHUIIMUTE B MHOBAIMU Ca 3aIbi-
JKUTEJIHU B YCIIOBUSTA Ha IJI00ann3aius, 3a Ja
MOTaT XOTEIHEePCKUTE OOCKTH Ja CE ajlarTH-
paT KbM [IPOMEHSIINUTE CE Ma3apHU YCIOBUSL.

o YoBelkuTe pecypcH, TAXHOTO 00yue-
HUE W 3HAHWS Ca BakHAa YIPABJICHCKA KOMIIe-
TEHIIHSL.

o KpamuduuupaHute Kajapu 3a Mpernoc-
TaBKa 3a YCIENTHOTO pPa3BHTHE Ha OpraHU3a-
LIUUTE.

e BHenpsBaHeTO Ha WHOBAIlMM HE € ca-
MOILIEJI, TO U3MCKBA HAJIMYMETO Ha IOATOTBEH
1 00yd4eH mepcoHal.

3ak/ouenne

PazzieneHueTo MeXIy caMOCTOSTENHO H
KOPIIOPATUBHO KOHTPOJIMPAHU XOTEIICKU Op-
TaHU3aIMK Ce MPOMEHS, B PE3yJTaT Ha HEH3-
OexHa TEHACHIMsI KbM KOHcomumarus. [o-
OanHata OM3HEC cpe/ia U3UCKBA M Haylara ore-
JSIBAHETO Ha OOEKTH, pasroiaraimy ¢ aJiek-
BaTHU PECYpCH, OPraHW3alid, KOUTO 3ayarat
Ha yIIpaBlieHHE HA YOBEIIKUTE PECYpCH, 3a Ja
MOCPEITHAT PEIN3BUKATEIICTBATA, CBBP3aHU C
WHOBAIMUTE U MIOOATH3ANUOHHUTE TPOIECH.
HannpeBaparta B XoTenuepckara WHIYCTPUS
MPEeMHHABa OT MECTHO Ha TII00aTHO HUBO, Ka-
TO B Pe3yJTaT Ha TOBA CE MMOBUIIABAT OYaKBa-
HUsTa Ha KIHCHTUTC W HU3UCKBAHUATA KbM
nepconana. ['mobanmHara cpela M3MCKBA HOBH
3HaHUS — T.€. 3HAHHS W3BBH TOBA, KOETO € H3-
BECTHO M C€ MPUEMAT KaTO HEOOXOJUMH U 3a-
JBIDKUTEITHH 32 YCIENIHATa IPUKa 33 TOCTUTE
Ha XOTECIUEPCKUTE OOCKTH.
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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 practiced'. 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 drivers’.
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 advanced”.
Here we should note that the hotel industry is
extremely competitive sector, which is charac-
terized by continuous transformation®. 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.

! JHpaxsp, I1., MHoBauuu u npeanpuemadectso, M3narencrso
,,Knacuka u Crun”, Codus, 2002, c. 23.

ZOrﬁla-Sintes, F., Mattsson, J., Innovation behavior in the
hotel industry. Omega 37, 2009, pp. 380-394

> Godin,B., In the Shadow of Schumpeter: W. Rupert
Maclaurin and the Study of Technological Innovation.

* World Tourism Organization, Tourism highlights 2003.
Madrid:World Tourism Organization; 2004.

131



HUHDPACTPYKTYPA U KOMYHHUKAILIHH, BP. 7, 'OJ[MHA 4

Generally we can distinguish the following
types of innovation:

e according to their character, innova-
tions affect: product or process, they can be
organizational or marketing innovations or
"special" innovations.

e according to their nature, innovations
are technological innovation and non-
technological innovations.

e according to the type and intensity of
change, the innovations are radical and sin-
gle’.

We should note that from a management
perspective, innovation can be seen in the fol-
lowing categories:’

e managerial innovation;

e organizational innovation;

e social innovation;

e functional innovation.

Edvardsson and Gustafsson divided inno-
vations in services into three categories based
on level of coverage of innovations, namely:

e innovation related to the level of ser-
vice;

e management of innovation at company
level;

e innovation at the sectoral level’.

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-

>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.

8 http://www.nginno.com/

" Edvardsson, B., Gustafsson, A., M.D. Johnson & Sandén,
B., New Service Development and Innovation in the New
Economy. Lund: Studentliteratur, 2008.
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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 values®. The
concept of human capital refers to knowledge,
skills and abilities of persons that can be used
in activities that stimulate economic growth
and development’. 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-
tions'’. 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 potential'’,
In this context, human beings have the skills

8Adler, N.J.International dimensions of organizational
behavior. 3rd ed. Cincinnati, OH: Shout-Western College
Publishing, 1997.

9Coleman, J., Social Capital in the Creation of Human
Capital, American Journal of Sociology, 1988.

10 [Mapymesa,T.,Ilpequ3BukartencTBata mpex TrIo0anHus Ty-
puctudecku nasap, Msmarencrso ,,ABanrapa Ilpuma”, 2010,
c. 102.

' http://discoverybg.muffty.org/
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and abilities that can be improved and they
acquire the ability to change their way of ac-
tion'?. 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

'2 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 consumed"’.

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-

1 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-how'*.

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

' Bardaracco, J.L (1991), The Knowledge link:How Firms
Compete Through Strategic Alliances, Boston, Harvard
Business School Press
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real new products and technologies. Global-
ization has generated new concepts in human
resources sector, due to:

o culturally diverse work environment
and the changing composition of the work-
force;

o the nature of work, including the intro-
duction of new 'e¢' jobs and the use of the
Internet;

e raise awareness of ethical and legal is-
sues related to the workplace.

e This means that globalization drive in-
novation in human resources hotel industry, so
the objects to obtain and maintain an effective
workforce through:

e assessment and proper management of
workforce diversity;

e placement of highly diverse workforce
in terms of working arrangements, childcare,
dependent care, job sharing, dual careers, peo-
ple with disabilities;

o the need to offer alternative work
schedules, mutual support among employees
and other tourist service programs;

e the need to balance the rights of em-
ployees and business requirements;

o the need to comply with an increasing
number of government regulations on human
resources;

e the need for more human resource in-
vestment;

e the need to link human resource man-
agement and its contribution to the organiza-
tion.

Conclusions

e Investments in innovation are required
in conditions of globalization, so that hospital-
ity sites to adapt to changing market condi-
tions.

e Human resources, training and knowl-
edge are important managerial competence.

o Qualify staff prerequisite for successful
development of organizations.

e 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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J-p Masa lHokiaunoBa

Kameopa ,, ikonomuka na mypuzma”™

YHMGEPCZ/IWZQWI 3d HAYUOHAJIHO U C6E€MOBHO CIMONAHCME0

Pe3rome: OcHOBHA 1ieT Ha HAYYHUS JIOKJIA]
€ JIa TUCKYTHpa W aHAIU3UpPA MPWIHKUTE U Pa3-
JIMKUTE MEXITy OM3HEC TypH3Ma U TypHU3Ma, KaTo
dopma 3a OMONM3OTBOpABAHE HA CBOOOTHOTO
Bpeme. CrienmaneH akieHT € TIOCTaBEeH BBPXY
Ou3HeC IbTYBaHUsITA, KOUTO TPUTEKABAT XapaK-
TEPUCTUKH M OCOOCHOCTH, KOUTO TH OTJIMYaBAT
OT KJIACUYECKHUTE JICHHOCTH 32 OMOJ30TBOPSIBAHE
Ha CcBOOOJHOTO Bpeme. BHumaHueTo € (okycu-
paHO BHpPXY KOHIIEMIIHATA 32 OM3HEC ITbTyBaHUs-
Ta ¥ ITyBaHUATA TIPE3 CBOOOTHOTO BpeMe, KOsI-
TO MOXe J1a ObJe M3cienBaHa Ha 0Oa3a Mojesa
,,Otuan tam — Octanu TaM — JKuseli Tam”. OTk-
pocHa € poJsTa Ha OCHOBHUTE JISTCPMUHAHTH,
KOUTO OMPEJIENSIT ThPCEHETO Ha OM3HEC MBTyBa-
HUS U TYPUCTHUYECKH ITHTYBAaHHS 3a OTOJ30TBO-
psBaHe Ha cBOOOMHOTO BpeMe. Te cmomaraT 3a
onpe}len;lHe Ha HJAKOU OT CbIIHOCTHUTEC xapaKTe-
pI/ICTI/IKI/I Ha JABaTa BUaa H'bTyBaHe.

Kaw4uoBu gymu: Ou3HEC TypHU3bM, CBO-
00JIHO BpeMe, MOTHBH 3a ITbTyBaHHs, 00JacT
Ha TIPUTIOKPUBAHE, CXOJCTBA W Pa3NU4Hi B
mpeJIaraHeTo.

busnec mpTyBaHMATa NMpUTEKaBaT YHH-
KaJTHU XapaKTEePUCTUKU, KOUTO I'M OTJINYaBatT
OT KJIaCHYECKUTE NEHHOCTH 3a OMOJI30TBOPSI-
BaHe Ha cB0oOOgHOTO Bpeme. Ho Brmpeku To-
Ba, T€ Ca TSCHO CBBP3aHU C OIOJI30TBOPSIBAHE
Ha cBOOOJHOTO BpeMe 4pe3 Typus3bM. BaxHo
€ Jla ce CIIOMEHe, 4e Makap Ou3Hec IbTyBa-
HUSL U OINOJI30TBOPSBAHETO HA CBOOOIHOTO
BpEME 4pe3 TYpHU3bM Ja UMaT pa3IMyeH Xa-
paKTep, MOXe Ja Ce HaMepsT MHOXECTBO
OPWINKA MEXAY TIX, KaKTO OT CTpaHa Ha
TBPCEHETO, TaKa U OT IJIeHa TOYKa Ha Ipe]-
JIaraHero.
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busHec mBTYBaHHATA CHJIHO JOMBJIBAT
NbTYBAHUATA MpPE3 CBOOOJHOTO BpeMe, Thid
KaToO U JIBETE JIEHHOCTH Pa3vuTaT Ha €IHA U
chia MHPPACTPYKTypa U ChOphKeHHUs. VH-
BECTHIIUUTE B MHPPACTPYKTypaTa Ha OH3HEC
II'bTYBAHHUs, B T.4. TPAHCIIOPT U HACTAHUTEIIHA
0a3a 3a mhTyBamUTe OU3HECMEHH, Ca MHOTO
MOJIC3HH 33 WHAUBUAUTE, OMOJ30TBOPSBAIIN
0CBOOOIEHOTO CH BpeMe 4pe3 TypusbM. ToBa
€ Taka, Thi KAaTO BCUYKU T€ U3IIOIA3BAT E€IHU
M CBINU XOTEIH U PECTOPAHTH U 10 M3BECTHA
CTEIEH y4acTBaT B Pa3BIICKATEIHN M peKpea-
IIMOHHU JICHHOCTH Tpe3 CBOOOJHOTO CH Bpe-
ME.

MoaeasT ,,OTHau Tam — OCTaHu TaM —
Kuseii Tam”

Konrnenmusra 3a Ou3Hec MbTyBaHUATA U
I'TYBaHUATA MPe3 CBOOOTHOTO BpeMe, MOXKeE
JIa Obae u3cneaBaHa Ha 0a3a moxena ,,OTuan
taM — Octamm Tam — JKupeir tam”. Tpanc-
MIOPTHUTE CPEICTBA 3a OM3HEC MHTYBAHUSITA U
IBTYBaHUATA 32 OIMOJ30TBOPSIBAHE HA CBO-
00JHOTO BpeMe B3aUMHO ce jombiaBar. Cie-
JOBaTeNHO, B erana ,,OTuau Tam’, ce OTKpH-
BaT OIPEJEIEHN CXOJICTBA MEXIY JBETE Ka-
teropuu. [lo Bpeme Ha erama ,,Ocranu Tam”
Ce M3MCKBa 3aJ0BOJIIBAHC Ha OCHOBHHTE
NoTpeOHOCTH HA hTyBamUTe. V3nona3BaneTo
Ha €JIHU ¥ CBIIW CPEJCTBA 32 HACTaHIBAHE U
CHOPBKEHHS 3a XpaHEHE CBIIO Ca CKIOHHU
ma Owpmat cmeceHW. Hampumep, TypucTuTe,
KOWUTO OITOJI30TBOPSIBAT CBOOOJHOTO CH Bpe-
M€ 4pe3 KpaTKH MOYMBKU JO TOJEMHUTE rpa-
JIOBE, MOTaT Jla OCTaHAT B CHIIUTE EHTPATHO
Pa3MoNIOKEHN XOTENH, ChIO0 KAKTO M OW3-
HECMEHHTE, KOUTO OTHBAT HAa KOH(PEPEHIUS B
CBIUTE MECTa 3a HACTaHSBaHE.
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Hali-3HaunTenun pasnuuus ca WICHTU(U-
IIUpaHy B eTamna ,,)KuBeil TaM”, KOMTO BKITIOYBA
BCHUYKU JleﬁHOCTH 3a TYPUCTUTEC B ACCTUHALUA-
Ta. 32 MHOMBUIKTE, ONOI30TBOPSBALIN CBOOO/-
HOTO CH BpeME 4pe3 TYpU3bM, TO3M eTam 00X-
Ballla MIMPOKA ramMa OT 3aHUMAaHUs, OT OOUKOIIKH
B JICCTHHAIMATA U TIOCEIICHNS HA MY3€H, JI0 T1a-
3apyBaHEe M OTIUX HAa OTKPHUTO. 32 OM3HEC MBTY-
BalUTE, CIIMCBKBT € MHOI'O IMO-Or'PaHUYCH U I10-
PSAKO BKIIIOYBA Ppa3BJICKATEIHH JICHHOCTH.
Bbrpeku ToBa, HAKOM OT OU3HECMEHUTE Y4acT-
BaT TI0-aKTUBHO B pa3BIICKATEIHUS KUBOT B
KOHKpETHUTE JiecTUHAmK. [lo To3u HauwuH,
CTUMYJTBT 32 IIBTYBaHE W KOPIOPATUBHOTO TOC-
TOTPUEMCTBO Ca TPSKO CBBP3aHU ChC CBOOOJI-
HOTO BpeMe. Psiko, cren koHdepeHTHHTE 3ace-
JIaHMs, ce MPEBIKAAT pa3BiIeKaTeIHH JAeHHOC-
TH.

B chuoro Bpeme, Ou3HeC MbTYBAIIUTE,
W3M0JI3BAT OlpesielicHa MHYPACTPYKTYpa MO
dopMaTa Ha KOHTPECHU LEHTPOBE M HW3JI0XK-
OcHU 3aBeJIeHUsI, KOUTO Ca TPOCKTUPAHH H3-
KJIIOUUTENHO 3a OusHec nenu. Te He ce u3-
MOJI3BaT OT XOpara, OMOI30TBOPSBAIIN CBO-
0601HOTO cH Bpeme upe3 TypusbM. OT rieqHa
TOYKa Ha THPCEHETO, Morar Jja ObIaT WJCH-
THQUIUPAHN HIKOJKO 00JACTH HA TPHUIIOK-
puBaHe Ha OW3HEC MbTYyBaHMATA U TYPUCTH-
YEeCKUTE MbTYBaHUS 32 OMOJ30TBOPSIBAHE Ha
CBOOOJHOTO BpeMe:

e Cre KaTto CBBPIIM PAOOTHHAT JIeH,
OM3HEC TYpUCTHT Ce€ TPEBPHIIA B OOMKHOBEH
TYpHCT, Thpcell pa3pieucHue. Herosara cre-
MeH Ha y4YacTHUEe B Pa3BIICKATEIHU JEHHOCTH
npe3 CBOOOJHOTO BpEME 3aBUCH OT CHTYaI[H-
OHHH IMMPOMCHJIMBU U OT JIMYHOCTHU XapaKTC-
pucTHKH. B moBeueTo ciayvau, B HOBUTE Jiec-
TUHAIMK, OU3HEC TYPUCTUTE C€ CTPEMST Ja
pasmIHUpAT CBOSI OMUT Ype3 ydacTHE B MeECT-
HHUTE JICHHOCTH 3a OTJHX, U3MOJ3BAaHE HA Ha-
JUYHUTE BH3MOKHOCTH 3a pasriiekJIaHe Ha
3a0eNeKUTEITHOCTH, KaKTO M Jla ydacTBaT B
MECTHHM CHOUTHS W Jia Ce 3alo3HaBaT C KyJl-
Typara 1 xopara.

e MHOro 4ecto, B KOH(pEpEHIHUTE ca
BKIIIOUCHH PAa3BJICKATCIHH JCHHOCTH, KaTO
YacT OT MporpamMara Ha KOHKPETHO ChOUTHE.
IMonsikora ca mpeABHICHN TYpOBE MPEIU WIH
cliel JienoBaTta mporpaMa Ha JeJieraTuTte,
0co0eHO B KOH(MEPECHITNH, B KOUTO UMa TOJISIM
Opoli y4acTHHIIN.

e B MHOr0 OT ciiydyaure, CEMENCTBaTa Ha
ObTyBalIUTe OW3HECMEHH TH TNPHIpPYKaBaT
[0 BpeMe Ha OpraHM3HMpaHu OW3HEC Mepol-
pusttus. [Ipu ToBa mosoxkeHue, NpUAPyKUTE-
JUTE TIOCBEIIaBaT ISIOTO CH BpeMe Ha pa3B-
JeKaTeJHu JeWHOCTH, a OW3HECMEHHUTE ce
NPUCHEMHABAT KbM TAX BEAHAra, IIOM
npuKIoyYaT pabdora.

o [IpryBammre  OM3HECMEHH,  YECTO
yIbJKaBaT CBOS MPECTOH B JECTHHALMATA,
peay Wi ciesl KoHdepeHuusara.

e CTUMYNBT 32 IBTYBaHE, YECTO € Bb3-
HarpaxjacHue 3a Jo0pe CBBpIIeHaTa padoTa.
bu3Hec mbTyBaHUMATAa BKIIOYBAT 3aIbJIKU-
TENHO HsKakBa (opma Ha OTAWX, KATO YacT
OT LAI0CTHUS IpecToil. ToBa € HOBA TEH/IEH-
LUl U CETMEHT, KOWTO B MOMEHTA 3HAuUTEN-
HO ce pa3paboTBa u moTpedsBa OT OM3HECMe-
HHUTE, KOUTO IIbTYBAT.

e busHec mbTyBammre CHIIO Taka ca
CKJIOHHH /12 IOCETAT OTHOBO JIECTHHALUATA, B
KOsTO ca Omim 1o paboTa, HO C e OMOI30T-
BOpsiBaHE Ha cBOOOAHOTO BpeMme. Cropen en-
HO mpoyuBane Ha bTh, 40% or OuszHec Ty-
PHUCTHUTE ca CKIOHHHU Jia TIOCETAT ChliaTa Jec-
THHALMS 110 BpEME Ha OTIIyCcKarTa CHu, B KOSITO
ca Owmm mo OusHec nena. [lo To3M HayuH,
OM3HECMEHUTE U CIYXKUTEIUTE PaslpocTpa-
HSIBAT MHEHUS 3a JICCTHHAIMATA W MOTaT Ja
MOBIHSIAT TIOJIOKUTEIHO WM HEraTUBHO Ha
HEHHHUS UMUK,

e Tumosnorust Ha OU3HEC TypU3Ma M ITb-
TyBaHUTa Npe3 CBOOOAHOTO BpeMe

BbmopockT, kak Ou3HEC MIBTyBAIUTE
BKJIIOYBAT ACHHOCTH 3a OIMOJ30TBOPSBAaHE Ha
CBOOOZHOTO BpeMe B CBOWTE OHM3HEC MbTyBa-
HUs, € 0COOCHO MHTEpeceH 3a u3yuaBaHe. Pe-
JIMIa U3CIIE/IBAHUS ca TIPOBEJICHH B Ta3W WH-
TepANCHUILTMHAPHA 00JIacT, C 1eJ Aa Ce UCH-
TUQUOUPAT BPB3KUTE M B3aWMO3aBHCUMOCTH-
TE MEXTy CBOOOJHOTO BpeMe U OM3HEC TypH3-
Ma. Moxxe J1a ce HallpaBu U3BOJIa, Y€ yJIOBJIET-
BOPCHUST CIYXKHUTEN paboTH TO-TIPOYKTHBHO.
Ot TonsiMO 3HaueHHE ce OKa3Ba OM3HEC MBTY-
BallUTE Ja UMaT ao0pe moapeneH Tpaduk,
KOWTO OCBEH BpeMe 3a paboTa Ja MpeaBHKIa
HaJIM4YMe Ha BPEME 3a CaMHTe TIX U Ha JAeH-
HOCTH 3a penakcanus u orMopa. Heo6xoaumo
e Jla ce uaeHTHUIMpAT JIBe rpynu OU3HeC Ty-
puctu. 3a enHata OT TAX, (aKTOpPHUTE, BIHS-
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eIy BbpXy OM3HEca ca MO-BaKHH. 3a Apyrata
rpyna, BpEMETO 3a OTAUX U Pa3BICUCHUE WI-
pae 1o-3HauMMa poJisi 3a LSJIOCTHOTO Bb3IpPU-
ATHE W BIIEYATICHUE OT MbTyBaHeTo. Hammu-
HOTO CBOOOJHO BpeMe ce Bb3NpHEMa Karo
BB3MOXKHOCT 3a mo4nBKa. ETo 3aio, 3a BTOpa-
Ta IpyHa NIbTYyBallM, PEKPEALMOHHUTE Jei-
HOCTH Ca KJII0YOB IPHUOPUTET, Thil KaTO Morar
Jla ce cpeliar ¢ pa3IM4yHU KYJITYpU U XOpa,
KaKTO U Ja IOCeTAT 3a0eNeXUTeTHOCTH, B
paMKuTe Ha AECTUHALIUITA.

[locnenuure w3cienBanus Ha OuW3HEC
TYpPUCTUTE IOKa3BaT, Y€ OCHOBHUTE MOTHBH
3a IbTYBaHE M3JIM3AT Jajied OTBBJA KOpIopa-
TUBHMUTE Lesu. Te uckar Ja ce HaciaalaT Ha
BCUYKH BB3MOKHOCTH, KOMTO UM TIpejasara
JleCTUHanuATa. B pe3ynrat Ha TOBa MOSIBUIIO
ce TbpCEHE, HMHAYCTpHATA HA CBOOOIHOTO
BpeMe TpsiOBa J1a IPEAI0KN aeKBaTHU YCIIy-
ru. B cpmoro Bpeme Holt TBBpaM, e mose-
4eTO X0pa ca OCBEJOMEHHU 3a M300MJIMETO OT
BB3MOXKHOCTU 3a OIIOJI30TBOPSBAaHE HAa CBO-
001HOTO BpeMe, HO BCe Ollle He pa3mosarat ¢
JOCTaThbuHO BpEMeE W MapH, 3a Jia I'M TOTpe-
OsiBaT. BpemeBoTO orpanuueHue € ot ocole-
HO 3HAYCHHME 3a YNPABICHCKUS IEPCOHAI,
KOMTO 4yecTo cTpajga OT Juicara Ha OajlaHc
MexX Ty paboTara U JTUYHUS KHUBOT.

Penuna aBropu mnpoBekaaT U3CICIBaHE
Ha Jemorpadckus mpodusa Ha MbTYBAIIUTE
CIOpe]l HUBaTa Ha 3aeTOCT, NOJ M APYTH Xa-
pakTepucTHkd. Te ompemensT ABe TpyHH
CIIy’)KUTEIM — BHUCIIM KaApu U OOCIIy’KBall
IIepCOHAJl, KOMTO IIbTYBaT JO OIpeesieHa
JectuHanus, ¢ OusHec uen. be3 Hanuuuero
Ha CTPOTH BpPEMEBH OTpaHUYCHHS, M3IIBJIHU-
TEJIHUAT TEPCOHAN MPEOIoYMuTa Ja OCTaBa
HO-ABJITO B JaJeHa ICCTUHALMS U Ja U3Bbp-
IBa [OBeYe ACHHOCTH 3a OIOJI30TBOPSIBAHE
Ha cBOOOAHOTO BpeMe. Bucinre MeHHUKbpU
OOMKHOBEHO HJIBAT 3a Cpelld U KOH(epeH-
LMK, OCTaBaT KPaTKO U IO-PSAIKO ydacTBaT B
pasBileKaTeTHH ACHHOCTH 3a OMOJI30TBOPSIBa-
He Ha CBOOOJHOTO BpeMe, OCBEH ako He ca
npeaBuaeHn B maH-rpaduka. Ilo-ckopo,
MOXe a ObJe OIpEeIeseHo, Ye BUCUIUAT Pb-
KOBOJIEH IIepCOHAJl IOTpeOsiBa IOBEYE Pa3B-
JIeKaTeJHU JIEHOCTH MO BpeMe Ha caMus pa-
6oTeH mpoliec. 3a pa3auka OT TOBA, U3IMbIHU-
TEJIHUAT TEPCOHAT KOHCYMHUpa MOBeYe Pa3B-
JIeKaTeJHU JIeHHOCTH TNpe3 HaJMYHOTO CH
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CBOOOJHO Bpeme. 3a BUCIIUTE MEHUIKBPH,
pasTpaHMYCHUETO MEXIY padoTa U cBOOOIHO
BpPEME YECTO € HEeSICHO, Thi KaTO MHOTO Pa3B-
JeKaTeJIHU JICHHOCTH Ce NMPaKkTHKyBaT B pa-
0OTHa CUTyaIHsL.

Hanwuiie ca MHOXECTBO BPB3KH MEXIY
Ou3Hec Typu3Ma H IIbTYBaHETO Mpe3 CBOOO-
HOTO Bpeme. KakTo Moxe na 0b/ie BUASHO HA
¢ur. 1., Ou3HEeC TypU3MBT M3IOJI3BA ChINATa
BEpUTa 3a MPEJ0CTaBsSHE HA YCIYTH, KAKTO H
CBOOOZHOTO BpeMe, BBIIPEKH uye OM3HEC Ty-
PUCTBT YECTO M3WCKBA JOMBIHUTEIHN YCIY-
T, KOUTO OOMKHOBEHHAT TYPHCT, OMOI30T-
BOpSBAI] CBOOOJHOTO CH BpeMe, HE THPCH.
busznec TypucTuTe 4ecTO MOTPEOSBAT CHITUTE
pecypcH, KOUTO U OOWKHOBCHHTE TYPHUCTH
Npy MPAaKTUKyBaHE HA Pa3IUYHU PEKpPEaTHB-
Hu geriHoctH. Typuctute mpe3 cBoOOIHOTO
CH BpeMe TOCelIaBaT My3eil B HOPMallHO pa-
00THO BpeMme, JOKATO AENEeTraTUTe BEPOSTHO
1€ TTOCETAT My3esl Ha YacTeH MpPUeM, C XpaH!
n Harutky. [lupokara nepunuims Ha Ou3Hec
ObTYBaHUATA M Typu3Ma oOXBalla paziHuyHU
TeXHH (OpPMHU, KOHTO Ca TPEICTaBEHH Ha
cienBaiara Gurypa.

Po6 JleliBuACHH ce OMMUTBA Aa OMPEAeIH
TypUCTHUYECKHUS OW3HeC, KakTo cienaBa: ,,buz-
HEC TYpHU3MBT CE€ OTHAcs 3a XOopara, KOWTO
IBTYBAT 3a LEJIM, CBBP3aHU C TAXHATa pado-
ta. Toll ce siBsSiBa eAHA OT Hai-cTapute Qop-
MU Ha TYpHU3bM, I103HATa OT APEBHU BpeMEHa,
KOTaTo XxopaTa ca MbTyBaJH, 33 J]a ThPryBat’ .
Tepmunute ,,0uzHec mhTyBaHe” u ,,0M3HEC
TYpHU3bM’~ YECTO CE M3IOI3BAT KATO B3aUMHO-
3aMeHseMd. bu3Hec Typu3MbT €  IIO-
HIMPOKUAT TEPMUH, KOUTO 00XBalla BCUYKH
acreKkTH OT onuTa Ha Typucture. OCBEH TOBA,
M3IOJI3BAMKY CTaHAapTHATA HWHTEPIPETALUs
Ha TEPMHHA ,,TypU3bM~ WIU ,,TYPUCT , TO3U
TEPMUH H3TJIEKAA Ce CHCPEAOTOUYaBA BBPXY
OHE3U 6I/I3HCCMeHI/I, KOUTO Ca MCTHHCKH TYy-
PHUCTH WJIA C OPYTH AYyMH, T€3H, KOUTO OCTa-
BaT Jajed OT JAoMa 3a IOoBeYe OT eHa HOII.
Ot cBos cTpaHa, OM3HEC MBTYBAHETO AKLEH-
THUpPa BBPXY MPEMECTBAHETO HA TYPUCTUTE OT
msicto A o mscto b. Coigo Ttaka usriexnia,
4e TpsOBa 1a 0bJaT BKIIOYCHU U TE€3HU, KOUTO
IIbTyBAT 1O 6I/I3HeC neiu, B paMKUTE Ha €AUH
neH. Te He ca ,,TypucTH” B KOHBEHLIMOHATHHUS
CMHCHJ Ha AymaTa. Bweopeku ToBa, uma ro-
JIIMO TIPUTIOKPUBAHE MEXY TE€3U TEPMUHH.
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Tunosorusi Ha GM3HeC TYPU3MA U IbTYBAHMUATA 32 ONOJI30TBOPSIBAHE HA CBOOOIHOTO BpeMe

Hzmounux: Swarbrooke, J., Horner, S., Business Travel and Tourism, Butterworth, 2001, p. 4.

OCHOBHU 1IeTePMHHAHTH HAa OM3HeC
MbTYBAHUSATA U IbTYBAHUATA Mpe3
cBO0OJHOTO Bpeme

Twpcenero Ha OW3HEC WHTYBaHUA H Ty-
PUCTHYECKH IBTYBAaHUS 33 OIOJI30TBOPSIBAHE
Ha CBOOOIHOTO BpeMe, NMa Pa3IMYHU H3Mepe-
HU. HaJmue Cca HIKOJIKO CHEHI/IQ)I/IKI/I, KOHUTO
M3TPaXAAT THPCEHETO Ha TYPUCTHUYCCKH JICH-
HOCTH M Ou3Hec mbTyBanus. [IbpBaTa oT TsX €
yecToTara Ha mbTyBaHe. HalOmiogaBar ce Cb-
IIECTBEHU Pa3INIUsd MEXIy YecToTara Ha ITb-
TyBaHE HA HHIMBHINTE 32 OTIOJI30TBOPSBAHE HA
CcBOOOIHOTO MM BpPEME M YecToTara Ha Om3HecC
IbTyBaHUATA. Pa3nuuusita Mexay ABaTa BHJA
IBTYBaHUs MOTaT Aa ObAaT OTKPUTH U B M300-
pa Ha KOHKpETHa JecTuHaums. Psnko mecrara,
JI0 KOWTO ITbTyBaT OM3HECMEHUTE 32 M3BBPII-
BaHE Ha JIET0BA JICWHOCT ca CBIINUTE, B KOUTO
XOpaTa MpeIIoYnuTaT 1a MOYNBAT.

CrerneHra Ha ThpCcEHE Ha JIBaTa THIA Mb-
TyBaHUSA BapHupa CHOPSAMO pa3IuYHUTE BHIA
HacTaHsBaHe. bBH3HECMEHHMTE MHOTO YecTo
HIOYMBAT B MO-BUCOK KJIAC XOTEJHU M IBTYBAT C

NO-BUCOKa Kiaca camoneTd. Ce30HHOCTTa B
TBPCEHETO ChIIO € (haKTop, KOHTO ompesess
paszniuus Mexy JBaTa BuIa mbTyBaHus. [1o-
BC€YCTO XOpa OII0J30TBOpsABAT TI'OAWIIHUA CH
OTIycK (Hai-uecTo Te AbpPKAT [a I'o U3IMO0J3-
BaT Ipe3 JICTHHS WJIM 3UMHHS CE30H) M TOTaBa
NO-yCUJICHO TBTYBAT C IIeN pekpeanus. bus-
HEC TYPUCTHUTE MMbTYBAT IIEIOTO/IUIIIHO, B PaM-
KHTe Ha paboTHara aeiHocT. [lennTe Ha MBTY-
BAaHETO CBHIO 3HAYUTEIHO C€ pa3linyaBar.
busnec IIbTYBAIIUTE MW3BHPHIBAT IIBTYBAHE, C
LeJl peallu3upaHe Ha CIIyKEOHU 3aIbJDKCHUS,
a OOMKHOBEHHUSAT TYPHCT ITbTYBA, 32 JIa OIOJI-
30TBOPH CBOETO CBOOOJIHO BpEMe.

[TpoaBIKUTENHOCTTa HA  MBTYBAaHETO,
ChIIo € (akTop, KOWTO OTIIMYABA JIBAaTa BUJIA
nbpTyBanus. [Ipu OusHec mbTyBaHHS, TPOIBI-
JKUTEITHOCTTa B OOIIMS Cly4ail € mo-KpaTka,
BBIIPEKH U HACKOPO MOSBHJIATA CE TCHICHIIUS
3a KPaTKH YMKEH]l IbTYBaHHUS 3a OINOJI30TBO-
psiBaHe Ha CBOOOTHOTO BpeMe. Te ce MosBsIBaT
B PE3YJITAT OT UBMCHEHHATA B CTPYKTypara Ha
TBHPCEHETO Ha JIGWHOCTH 3a OIMOJ30TBOPSBAHE
Ha CBOOOJIHOTO BpeMe.
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JlHec, xopara He jkenasT Ja IIbTyBaT Bel-
HBX T'OJUIIHO, 32 IPOABIDKUTENICH HNEPUO OT
Bpeme. Te mpenmounrar ja moyuBaT 4ecTto, 3a
MO-KPaThK MEPUO, 32 Ja MOXE LIEJIOTOTUIITHO
U IIBJIHOLCHHO JIa c€ pajBaT Ha HAIMYHOTO CH
cBoOoaHO Bpeme. Pazxomure mo Bpeme Ha Ib-
TYBaHE € MOCJIeTHUAT (PAKTOP, KOWTO OTIMYaBa
Ou3Hec MbTYBaHETO OT Typu3Ma. Yecto pasxo-
JMTe 32 OM3HEC MBTYBaHHS 3HAUMTEIHO HAJI-

BHUIIABAT TE3W, KOMTO Xapuh HMHIMBUIBT 3a
CBOATAa TOYMBKA. [IBpBO, 3amIOTO KOHKPETHA
¢dupma Moke J1a ObJie MO-TIIaTeKOCIIOCOOHa OT
oOuKHOBeHUTE Xopa. Bropo, 3amoto ¢upme-
HHUTE BTYBaHUs, TPEANONAraT IOIbIHUTSITHA
pa3xoau (OCBEH Te3 3a HACTAaHSBAHE), BKIFOY-
Ballli HAEMAHETO Ha KOH()EpEeHTHH 3aIH, opra-
HU3UpaHETO Ha Om3Hec obOenn u GpUpMEHU Be-
yepu (Bx. ¢wr. 2).

—
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@ur. 2. [Ipensaranero B 6M3Hec TYypu3Ma U TYPUSMBT

KaTo (hopMa 3a ONoJI30TBOPSIBaHE HA CBOOOTHOTO BpeMe

Hsmounux: Swarbrooke, J., Horner, S., Business Travel and Tourism, Butterworth, 2001 p. 10.

busHec TypucTUTE 4ecTO IUIalaT MmoBeye
3a M3IMOJI3BAHETO HA XOTEN Ha JICTHIIETO, 3a-
IIOTO T€ C€ HYXKIAAT OT HAW-T00POTO KayecT-
BO Ha YCIYTUTe, BKIIOUUTEIHO U OT CelHa-
NM3UpaHyu. Beopeku ToBa, MO OTHOIICHHE HA
ThPCEHETO, CBIIECTBYBAT YETHPH HAYMHa,
CIPSMO KOWTO CBETHT Ha OW3HEC TypH3Ma U
TYPU3MBT 32 OTOJI30TBOPSIBAHE HA CBOOOIHO-
TO BpEeMe Ce MPUTIOKPHUBAT, 3 UMEHHO:

e busHec TypuCThT cTaBa OOMKHOBEH TY-
PHCT, KOraTo pabOTHHAT JIGH 32 HEro MpHUK-
JIFOYBA.

e KoHdepeHnmuTe 4YeCTo  BKIOYBAT
nporpama ¢ pa3BJICKaTeIHU ACHHOCTH, MEXK]TY
KOH(EPEHTHHUTE CECUU Ha JieTIeraTuTe.

e CTUMYJHMPAHOTO IIBTYBaHE BKIHOYBA
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npejajaraHe Ha IbTyBaHE Mpe3 CBOOOAHOTO
BpeMe 3a 100pe cBbplIeHaTa padoTa.

e MHoro OuM3HEC TYpPHUCTH ca MpUApYKe-
HU OT TEXHHTE NMApTHHOPH W/HIM jaeua. Te3u
MpUIpYKaBalUTe TH JIAIlAa UMAT BCHYKH Ha-
MEpEeHHs ¥ IeNH 33 OTIUX II0 BpeMe Ha Mpo-
IBIDKATETHOCTTA Ha ITBTYBAHETO.

H3Boan

e busHec mbTyBaHMATA CHJIHO JONBJIBAT
IBTYBaHUATA IIpe3 CBOOOTHOTO BpeMe, Thi
KaTo W JIBeTe JECWHOCTH pa3uuTaT Ha elHAa |
chla HHPPACTPYKTypa U CHOPHKEHUS.

o [locnennute w3cienBaHUs Ha OW3HEC
TYpPHCTHUTE MTOKa3BaT, Y€ OCHOBHUTE MOTHBH 3a
I'bTYBaHE M3MU3aT Jajed OTBBJ KOPIOpPaTHB-



BU3HEC TYPU3MBT U CBObO/[HOTO BPEME

HHUTE LEIH.

e [lpu nBara Buma mbTyBaHe ce HaOmioO-
JlaBaT CbHLIECTBEHM PA3lnyus B yecToTaTra Ha
IbTyBaHe, B M300pa Ha KOHKpPETHa [ECTHHA-
IUsI, Pa3IMYHUTE TUIIOBE HACTaHSIBAaHE, Ce-
30HHOCTTa B ThPCEHETO, LIENNUTE Ha MbTyBaHe-
TO, TPOIB/DKUTENTHOCTTa HAa MBTYBAHETO WU
pa3xoauTe MO BpeMe Ha MbTyBaHE.

3akiaroueHne

Bbp3usaT pacrtexx m BUCOKaTta peHTAOMI-
HOCT Ha OW3HEC MbTYBAaHMATA, CTUMYJHUpAT
Pa3BUTHETO Ha CBOOOAHOTO BpeMe W Ha JAec-
tuHauuTe. OCHOBHA L€ € Jla Ce MPHBJIEKAT
no-rosisiM Opoit mocerntenu. [lo3naBanero Ha
OCHOBHHUTEC XapaKTCPUCTUKH Ha TO3WU BUJI HWH-
JyCTpusi, CIioOMara 3a 3acujIeHUs W pacTex U
HO-TOJISIMOTO THPCEHE OT CTpaHa Ha MOTpedu-
tenure. be3 cbMHeHHe, HayyHaTa JUTEpaTypa
uaeHTuGULIUpa  CHLIECTBYBALIUTE  BPbB3KH
MeXIy OM3HEeC Typu3Ma M TypusMa, KaTo oc-
HOBHA JIeHfHOCT 3a OIOJI30TBOPSIBAaHE HAa CBO-
00HOTO BpeMme.
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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
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to some extent participate in recreational and
leisure activities during their leisure time'.

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”. 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

! [Mapywesa, T., IIpenxu3Bukarencrara npej riao0aaHus Ty-
puctHueckn masap, MsmarenctBo ,,ABanrapa Ilpuma”, C.,
2010, c. 206.

% 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 leisure™:

e 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.

e 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.

e 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.

e Business travellers, often extend their stay
in the destination before or after the conference.

e 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.

e 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.

* 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 tourism’. 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 them®. The time limit is es-
sential for managerial personnel, who often suf-
fer from lack of balance between work and
private life.

Several authors’ carry out a survey of the

3 Beaverstock, J. V., International business travel in the global
economy, 2010, p. 242.

®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.

143



HUHDPACTPYKTYPA U KOMYHHUKAILIHH, BP. 7, 'OJ[MHA 4

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

Individual or
general
business travel

Government
domestically
travels or abroad

Business travel

Charity at home
or abroad

Delivery of
consumer goods

Students and
teachers
exchange

Daily travel to

work

and
Leisure travel

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.

Local, regional or
national
conferences

Main international
conferences and
conventions

Training Courses

Exhibitions
and fairs

Migration for a
short period of

temporary
employment

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-
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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
rest'.

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

1HOKJIHHOBa, M., TeHIeHUMH M TPEIU3BUKATENCTBA IPEL
CBOOOJHOTO BpeMe W TypusMma, M3matenctBo ,,ABaHTapn
[Mpuma”, C., 2012, c. 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:

e Business tourist becomes an ordinary

tourist when the working day it ends.

e Conferences often include a program
of recreational activities between ses-
sions of conference delegates.

o Stimulated travel includes offering lei-
sure travel for a job well done.

e 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

e Business travels complement highly
leisure travels, as both activities rely on
the same infrastructure and equipment.

e Recent surveys of business travellers
show that the main reasons for the trip
go far beyond the corporate goals.

145



HUHDPACTPYKTYPA U KOMYHHUKAILIHH, BP. 7, 'OJ[MHA 4

- . s
y Business tourism R
r
£
£

e accommodation
ebars, cafes, restaurants
e transportation

e visiting attractions

e tourist information offices

e currency exchange

Tourist activities for utilization of leisure time:

—

e conferences and exhibitions

e sccretarial services

N

Tourist activities for utilization of leisure time and:

e audio-visual equipment and other information and communication technology

v
A%
L%
*
~
~

~
-~
~_
—

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.

e 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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JIOBPU ITPAKTUKHA B ONNEPAITMOHAJIN3UPAHE HA
XOTEJCKATA JEHHOCT

Kaxaun Camymiosa KoeH, 10KTOpaHT

YHCC, xameopa “Hrxonomura na mypusma’

CBeToBHaTa MKOHOMHYECKA CUTYyallusi Ha
(MHAHCOBUTE Ta3apy € MOBJIMSHA OT JKEJIaHH-
€TO Ha MKOHOMHYECKUTE CYOEKTH /B HaCTHOCT
— TYpUCTHYECKHS W XOTEIMEPCKH OpaHI/ 3a
MO-IIBJIHO 3aJI0BOJISIBAHE HA TOTPEOHOCTHUTE
Ha KJIMEHTUTE C IIeJT 0J00psBaHEe KaueCTBOTO
Ha YCJIYTUTE M OLENSBAaHE B YCJOBUSATA Ha
obmrara ma3apHa crarHamus. CBeroBHarta (u-
HAHCOBA KpU3a BOJIH JI0 CEPHO3HU CHTPECCHHUS
W WHIWIEHTH, KaTo 0aHKOBH (aIUTH U CPUB
Ha (oHIoBUTE Tazapu. Typucrtndeckara WH-
TyCTpHsl CHIO CTpaga OT Ta3u chaoda. JlHec
XOTEIUEPCKUSIT CEKTOP M M3IPABEH IPe]] MHO-
ro ¢uHaHcOBH TpoOieMu. Ps3koro yBenmuua-
BaHE Ha ONEpPATUBHUTE Pa3XxOJd BOJH JIO CIaj
B JIOXOJIOHOCHOCTTA Ha xotenute. [Ipuxomaure
ca TIpecWpaHu OT HUCKHU IIEHW W HEHM3IOJ3BaH
KaIureT. XOTeJIcKaTa 3aeTOCT IPOIbIKaBa
na HamassiBa B ctpanu kato CAIL, I'epmanus
U JPYIM MKOHOMHUKH II0 CBETa, KBJCTO Ia-
3apbT € 00pe pa3BUT U yperyiupaH. MeHu-
JOKBPUTE TTOCTOSHHO MUCIAT 32 HAYMHHU, Ype3
KOMTO 3a TOAOOpAT Mapka Ha medamdara u
MapUYHUS TOTOK C HA/EXKIaTa TeXHUTE XOTe-
JH J1a OLEJIesIT TPe3 TO3M HECUTYPEH MEPHO/I.
CrnocoOHOCTTa Ha XOTEJICKUTE OINepaTtopH Ja
OTTOBOPST aJICKBATHO HAa TE3W IPEIU3BUKA-
TEJICTBA IIlE OINpEeJeNd M Pa3BUTHETO Ha WH-
nyctpusTa. ToBa e BOJEI akIeHT 3a MpuJjiara-
HETO Ha JOOpHW MPAKTHKH, KOUTO ce (POKyCH-
par BbPXY YNpPaBICHHUETO, ONTHMHU3AIUATA HA
ONEpaTUBHHM U OM3HEC JCHHOCTH MO B3EMaHe
Ha pelICHUs; TUIAHUPAHETO, KOHTPOJIa U Hel-
PEKBCHATOTO MOJICPHU3UpPAHE C TN TOAIbP-
JKaHe Ha KOHKYPEHTHO TPETUMCTBO.

B TO3M KOHTEKCT ce pasriexnaa KOHIeTI-
[USTa HA KpUTHYHKUTE (HaKTOPHU 3a yCIeX, Kos-
TO OCUTYpSIBA OPTaHU3AIIMOHEH MPOCIICPUTET,
3all0TO UMAT BB3JICHCTBUE BBPXY ObjeIiaTa

e(eKTUBHOCT Ha KOMMaHusTa. Te3u pelraBa-
LIUTE YCIOBUSI ca KOMOMHALIUS OT ACHHOCTH U
NPOIECH, LEISIM a Ce MOANOMOTHE ITOCTH-
TaHeTO Ha JKEJIAaHUTE PEe3yJITATH U IIeJH Ha XO-
TelanepckaTa Bepura. Te morar ga Obaar gac-
THUYHO KOHTPOJIMpPaHU OT PBKOBOJACTBOTO U I10
TO3M HAYHH MOTEHIMATHO Ja Ce YIpaBIIABar.
CoOcTBeHUIMTE M MEHUKBPUTE HA MaJl-
Kd U cpenHu xotenu B Mprmanams mocodBaT
CIIETHUTE KPUTUYHH (HaKTOPH 3a YCIIeX B Mec-
TaTa 3a HACTaHJBAHE: CHJICH EKHIl Ha IHepco-
Haja, yNpaBJICHHE Ha pa3sXOoAuTe, yJOBICT-
BOPCHOCT Ha KJIMCHTUTC, HAYMH Ha MPEAOCTa-
BSIHE Ha ycJyrara, MO3UIHOHUPaHe Ha XOTela,
NPOAYKTOBA Tama, IEPCOHAT, MpPEeTOCTaBSII]
yciyrara, 1006p MEHUDKMBHT, TPHKa 32 KITH-
eHTa, KAa4eCTBO HA IPOJYKTa, KayecTBO Ha
crpaauusT GoH 1 HHpacTpyKTypaTa u ap.
Kpurnunute haxtopu 3a ycrex, omnpese-
JeHH OT XOTeNHUTe, KOWTO Ca BKJIIOYCHH B
MPOYYBAHETO ca MOCcCoueHU B Tabnuna 1.
JlanHWTe (KauecTBO Ha MPOAYyKTa, 00C-
Jy’KBaHETO, MH(PACTPYKTypaTa; CIy>KUTEIH-
T€, yJOBJIETBOPEHOCT Ha KIIMEHTA, MECTOIO-
JIO’)KEHHE) Ce U3MEepBAT M ChIIOCTABAT C IOKa-
3aTeNuTe Ha JINJepa B CEKTOpa Ha XOoTeluepc-
TBOTO. OT M3CIEIBaHETO ce MPaBH U3BOAA, Y€
TE3W MPU3HAIM Ca YHHKAIHU 32 BCSKa OIepa-
I¥s, HO OCHOBHMTE MHJECKCH, OOIIH 32 MaJKH-
TE U CPEIHH XOTesH, ca 4eTupu. [IbpBusT ot
TSAX € Ka4eCTBOTO HAa MHPPACTPYKTypaTa u Xo-
TEJICKUTE TPOAYKTH. OOHOBSIBAHETO HA XOTeE-
JWUTE C MOJEPHU IMPUCTIOCOONICHHSI OCUTYpSIBA
KOM(OPT U CIIOKOHCTBUE Ha TypucTuTe. Mec-
TOTIOJIO)KEHHUETO € BTOPUAT KPUTHUEH (HaKTop
3a ycmex, KOWTO ce Bh3IpHeMa KaTo ,,yHHKall-

"Dr Detta Melia, Dublin Institute of Technology, Critical
Success Factors and Performance Management and Measure-
ment: A Hospitality Context
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XoTeJa

Kpuruunu ¢gaxropu 3a ycnex Ha xoresure

Xoten A

Hucka liepapxuuHa CTPyKTypa; akIeHT BbpXY I'pHKaTa 3a KJIMEHTa; CaMOCTOSITE-
HO yrpaBiieHue; 00y4eHre 1 HHBECTHI[H B YOBEILIKUTE PECYPCH; OCUTYPsIBaHE Ha
Hal-BUCOKO KaueCTBO, MECTOIIOI0KEHHE Ha XOTeJa

Xoren B

CoOcTBeHHUIIMTE yUacTBaT B ONEPALUNUTE; CICLUATHN IPUKHU 3a KJIMEHTA; IPEaoc-
TaBsSHE Ha MPOAYKTH U YCIYTH Ype3 MepCoHaNa 1 yIpaBJIeHHETo; KaYeCTBOTO Ha
NpPOJYKTa U X0TeJa; HelPEeKbCHATO MOJIEPHU3UPAHE Ha XOTelcKaTa HHPPacTpyK-
Typa; pazHooOpas3ue OT XpaHUTEIHU MPOAYKTH M HAITUTKU Ype3 U300p Ha pecTo-
paHTH; Harpaay, HOJyYEeHH 3a XPaHU U HAIIUTKU

Xoten C

CaMOCTOSITEITHO yIpaBJIeHHE; MallKa HepapXuvHa CTPYKTypa Ha YIIPaBJICHUE; pe-
MyTaIus Ha COOCTBEHUIINTE; MECTOIOIOKEHIE,; HPIAHACKU MIEPCOHAN; CHUITHO TIep-
COHANM3MpaHa IPIKa 3a KIIMEHTA; KaueCTBO Ha XOTEJICKHUS MPOIYKT; PEIyTaIHs Ha
XpaH! U HAMIMUTKH; YIIPABICHCKH OIUT; HArPaIu, TIONyYSHH 3a XPaHH; Ma3apHa
HUIIA: TOI(]

Xoten D

MecrononoxeHnue, COOCTBEHULIUTE Y4acTBaT B OllepalliuTe; OpaHIUHT U MapKe-
THHT'; BUCOKO KQU€CTBO Ha XOTeJICKaTa HHQYPACTPYKTYpa; yIpaBlIeHUE Ha M1EPCo-
Hajla ¥ Ha XOTEJICKUS MPOAYKT; MHBECTUIIMU B 00yUEHHE U Pa3BUTHE Ha IIEPCOHA-
Ja.

Xoren E

CaMoCTOATENTHO YIIPaBIeHNE; MECTONOI0KEHHUE; IEPCOHAN, MEHUIKMbBHT, IPHXKa
Y BHUMaHHE KbM KJIMEHTA; KAUECTBO Ha XOTEJICKHUS MPOIYKT; 100pO MME B MECTHa-
Ta OOIIHOCT; PeMyTaLys Ha XpaH! U HAUTKHU; OOJIMK Ha XOTeJla; peryTauus Ha
COOCTBEHHUILINTE; HENIPEKBCHATO YChbBBPILICHCTBAHE U MOJEPHU3UPAHE HA XOTEJIC-
KaTa HHQPACTPYKTYpa M MPAKTHUEH NIOX0/ 33 YIIPaBJICHHUE Ha OIEPALUTE

Tabruya 1. Uzmounux: Dr Detta Melia, Dublin Institute of Technology, Critical Success Factors

and Performance Management and Measurement: A Hospitality Context

HO MpPEAJIOKEHHE 3a MPojaaxda, 0cOOEHO aKo
MECTOITOJIOKEHUETO HA €JMH MMOT JaBa KOH-
KYPEHTHO TPEAMMCTBO IPe APYT UMOT” . 13-
TouHMK: KbM MSCTO 3a mpenocTaBsiHe Ha ycC-
JYTHTE C€ OTHACST HAJIM4YMe HA MAPKHHT, Jie-
KOTa Ha JIOCTBII, OJIM30CT JI0 Tpaj, JICTHIIE,
KOH(EpPEHTEH IEHTHP WM KypopT. YUacTHU-
[UTE B aHAJIU3a CMSATAT, 4e TPUKaATa 3a TYPHUC-
TUTE U TAXHATA YIOBIECTBOPEHOCT Ca OT pellia-
Balll0 3HAYEHHUE, ThH KAaTO B CEKTOpa Ha YCIIy-
THTE, JIOSJTHOCTTA HAa KJIMEHTHUTE W TPEBPH-
[[AHETO UM B TIOCTOSHHU IOCETUTEIHN Ca CMU-
CHIIBT 32 OIENIIBAHETO M pacTexa Ha Ou3He-
ca. [TepcoHaNBT € MOCHETHUAT (HAKTOP, KOUTO
€ KJIFOYOB 3a yclieXxa Ha XOTEICKHTE orepa-
. OOydeHHETO M KBaJU(HUKAlMATa Ha
CIIy>)KUTEIIUTE CE Pa3rJIekK/a KaTO MHBECTUIIHS,
KOSTO TapaHTHpa Ka4eCTBOTO Ha yciyrara u
Ha MPOYKTA.

'Dr Detta Melia, Dublin Institute of Technology, Critical
Success Factors and Performance Management and
Measurement: A Hospitality Context
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XOTeJICKUTE ONEpaLi UrpasT KU3HEHO-
BOXKHA PO 3a IpOrpeca Ha KOMIIAHMATA.
MHoro xoTenuepy Haco4BaT CBOUTE 3BEHA KbM
Pa3BUTHETO HA KOHKPETHH OINEpAlH — HIKOU
M3MON3BAT LIMPOK TOAXOJ 32 TSAXHOTO YCb-
BBPILCHCTBAHE, & JAPYTH CE OPHEHTHUPAT KbM
OCHI'ypsiBaHE KauecTBOTO Ha yciyrure. Otae-
JMTE, KOUTO TOMy4aBaT HAl-roJIIMO BHUMAaHKE
OT MEHUUKBPUTE, Ca XOTEJICKOTO JOMaKHHCTBO
u perennusta. M3cnenosarenckara pabora no-
Ka3pa, ue J00pe CTPYKTYpHUpPAHUTE XOTEJICKH
OIepal, BOIAT IO yBEJINYaBaHe Ha TypHUCTHU-
Te B MecCTaTa 3a HacTaHsBaHE, a ChIIO U Ha
YIOBIETBOPEHOCTTA Ha CITyKHUTEIHTE.

Xortenure mpuiaaraT HOBH IPAKTUKU WM
JISHOCTH, HACOYEHH KbM I0/100psiBaHe Ha edek-
THBHOCTTa W PE3yJTaTUTE OT TsAXHATa JCWHOCT.
XKenanwero Ha Te3W KOMIAHWHU J]a EKCIICPHMH-
THpaT C BbBEKIAHETO HA HOBH UJEH, TIOIXOIU U
npouecH, pa3pabOTeHH OT Apyra OpraHu3alys,

2 http://rick20.articlealley.com/hotel-management-operations--
-nias-saltlake-2137364.html)
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CTOM B OCHOBaTa Ha M3y4aBaHETO Ha JOOpUTE
NPAKTUKK B XOTEIUEPCKaTa UHTYCTPHSI.

OTuuTaliky JHENIHATa TJI00aiHa KOHKY-
peHIUs, UACHTH(UIIMPAHETO ¥ U3IMOJI3BAHETO
Ha MPBOCTCIICHHUS OMUT € KPUTUYHUSAT elie-
MEHT, KOMTO MOJromMara MmpuiaraHeto Ha yii-
PaBJICHCKUTE IIO3HAHUS W YMEHUS, HOBHTE
uJieH, ICHHOCTH ¥ TPOIECH Ha KOPIOpAIMUTE
¢ Hai-e(eKTHBEH U neveauBm moaxon. [puc-
MocoOSBaMKK T0, XOTEIUTE YPe3 HUCKU OIle-
paTUBHU Pa3XxoJM yBEIMYABAT CBOMTE MPUXO-
M U TIO-TTBJIHO W3MOJ3BAT MAPUYHUS H YO-
BEIIKUSI KaIUTal.

TepMuHbT ,,Hali-100pa MpakTUKa” ce OT-
Hacsl 3a JIMIE WK OpraHu3aius, IO IbpiKaIln
TIOJIXOJI, MJIes WJTH MPAKTHKA, 332 KOUTO € JIoKa-
3aHHO Y€ ca IICHHU W YCIEIIHO pPa3KpUBatT
JICMHOCTU 3a TpWJIaraHe B APYTHM KOMIIAHHU.
IMpuemar ce KaTo CTaHIAPTH 3a MPOBEKIAHE
HA CPABHUTEJICH aHAIN3.” XOTENNTEe I BHE]-
psBaT 3a momoOpsiBaHE Ha CBOsTA CPEKTHUB-
HOCT W TNPOM3BOJMTEIHOCT, 3apad 3acHiiBa-
11aTa ce KOHKYPEHIIUS B UH]YyCTPHUSITA.

W3non3BaHeTo Ha KAa4YeCTBCHUS OIHT CE
Hajara mopaju CI0KHATa BPbh3Ka MEXKAY KOp-
MOPATHBHUTE W MMYIIECTBEHUTE OMEPAIlMU H
YIpaBICHUETO. 3a Ja WU3rpamgsIT Jo0po mMe U
CHJIHA MapKa, MCHUDKBPUTE HE MOTaT Jia pas-
YuTaT CaMO Ha peKjiamara, KOsiTa MoJrnoMara
OCHOBHO TIpojiayk0aTa Ha CTOKU. PemyTtarus ce
u3rpaxkaa OnarojapeHue Ha CIocOOHOCTTa Ja
ce OTroBapH Ha crelupUIHUTE HYKIH HA TY-
pucTHTe. 32 TOBa B OCHOBATa HA M3yYaBaHETO
Ha J00pHUTEe MpPAKTHKA € TPHChCTBHETO Ha
KJIMEHTa B XOTeJICKuTe onepanuu. [lorpedu-
TEJIUTE UMAT CBOU IMPEJCTAaBU 32 MPECTOS CU B
XOTella U TO BB3MpHEeMaT ChOOpa3HO CHocoO-
HOCTTa MY JIa TH M3IIBJIHY, 3aTOBA peallu3aiu-
ATa Ha TE3W OYAKBAHUS Pa3dHTa Ha MpPEIBapH-
TEHO pa3pabOTeHH CTPATErWd, TAKTHUKH |
nporpamu. JloOpuTe NMpakTHKU ca OO0IIH, KO-
raro Ce OTHACAT 10 CTPATETHUECKUTE pellie-
HHS, a Ipyrd o0xBamar crnequduiHu 001acTu
KaTo KOHTPOJ Ha KauyeCTBOTO Ha OIeEpaIuuTe.
Hsikon oT Tsax ce (okycupar BbpXy KpPHTHU-
HUTe (haKTOpH 3a ycrexa Ha WHIYCTPHSATA.

Ycunusita 3a yCbBBPIICHCTBAHE Ha OIIe-
paluuTe MOrar Ja Ce ChCpeIoTodYaT BBPXY

3 http://www.hotelscholl.cornell.edu/reserch/chr/pubs/best/
project/intro.htm

€THO CTPYKTYPHO 3BEHO WM Jia ObJar perua-
Ballld Ha Iisjara opraHusauus. [IpuiaaraHero
Ha ONeparoOHHUTE QYHKIMH € TTaBHUST (ak-
TOp, CBBP3aH C ONKTA U CIIOCOOHOCTTA HAa Me-
HUJDKBPHUTE J1a OTIOBapsT HA MOTPEOUTEIICKU-
TE HYXWUTE, KONTO MPaBU XOTEIbT MECUCITUBIII
B JIBJITOCPOYCH TUIaH.

®onpmanus American Hotel 1 American
Express crioHcopupar U Bb3jaraT Ha yYeHH OT
yauBepcutera Cornell University's School of
Hotel Administration mpoy4uBane Ha  Haid-
J00OpUTE MPAKTUKK B MHAYCTPUATA HA TOCTOI-
puemctBo B CAIll. 3a nienta e chOpan u3cre-
JIOBATEJICKHUST SKHIT U eKCIIEPTHA TPyIa OT Pb-
KOBOJHUTEIM B OTpachia. Te MpeaoCTaBsT
KOHCYJITAIIUU M MPEJIOKCHUS 3a M3IIbJIHCHHUE
Ha aHKETHOTO THPCCHE Ha eluTa B OpaHIia.
[lapTHROpPCKHM OpraHu3alMd ¥ MEHUKBPH
HOMHHHUPAT OTpeJieliecH Opoil XOTEJICKU BepH-
TH, cpel KouTo TpsiOBa nma Obmar u3OpaHH
[IAMIIMOHUTE CHIIACHO TEXHUTE OIEpPAIHOH-
HM uHunMaTuBH. Te3m xorenu ca: 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. Hsaxon ot Te3m Bomaum ca
n30pand Ja ChCPEeaOTOYAT BHUMAHHETO CH
BBPXY OINpPEICIICHH OIepalii, HACOUCHH KbM
10JI00psiBAaHE Ha IMPOU3BOJAUTEIHOCTTA U PEH-
taOuwinHOCTTa. Jlpyry, MHTETpUpaT HIKOU JeH-
HOCTH 32 TIOBUIIIABAHE HA YIOBIICTBOPEHOCTTA
Ha TOCTUTEC W yBelIM4YaBaHC HAa (DUHAHCOBHS
PBCT HA KOMITAHUUTE.

JloOpuTe MpaKTUKU B OIepaldoHaIn3upa-
HETO Ha JIMJICPUTE B OpaHIlla MOraT Jia ce pasjie-
JAT B YETHPU prHI/I.4 Ennara rpyna ce cbeTou
OT XOTEJIUTE, KOUTO TIPHiIaraT OOIMPHH MOAXO0-
1M 3a 1o00psiBaHe Ha omeparmute. Te3n mam-
o ca AIMS, Bristol Hotels & Resorts, Days
Inn Altoona, Essex Partners, New York Marriott
Financial Center, SAI Luxury Hotels, Sheraton
Elk Grove, and Sunstone Hotels. Xotemure

*Judy A. Siguaw, n Cathy A. Enz, Best practices in hotel
operations
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Good Nite Inn, Grand Theme Hotels, and the
Hotel Bel Air okycupaT BHUMaHHETO CH BBPXY
noo0psiBaHe Ha €PEeKTUBHOCTTA IO MOAAPHK-
KaTra ¥ XOTEJICKOTO JOMAakMHCTBO. Tperarta Ka-
TETOpusi, KOUTO HACOYBAT YCHJIHATA CH B YCb-
BBpIICHCTBaHEe Ha check-in mpouemypute, ce
cecron ot Marriott U.S. Postal Service Confe-
rence Center, Newark Gateway Hilton, and the
Ritz-Canton Dearborn. [locrnemnara rpyma
BKJIIOYBA NPAKTHKH, HACOYCHH KbM BHEIPsBa-
HETO ¥ TOJIBPKAHETO HA CTAaHJAPTUTE 32 Ka-
gectBo (Four Seasons & Regent Hotels,
Preferred Hotels & Resorts Worldwide, and
Residence Inn).

AIMS, SAI Luxury Hotels, and Sunstone
Hotels ca msrpanenn Ha mpeamocraBkara, 4e
HEpPEeHTaOMIHN, HEOTTOBAPALIN Ha HYKAUTE HA
X0Tea JEHHOCTH MOTraT Ja CTaHaT J0XOJO-
HOCHH, aKO C€ YIpaBlsABaT MpaBuiHo. Hsxon
KOMITAaHU¥M M3IONI3BAT O3/PAaBUTEIHU MPOIIe-
JypH, KaTo Mpuao0uBaT M3NaJHald B 3aTPy/I-
HEHUE XOTEJN Ype3 MOANUCBAaHEe HA JM3WHIOB
JIOTOBOP C TPOABIDKUTETHOCT OT TET 10 TPH-
JeceT roAuHu. PbpKoBOICTBOTO Ha (upmara
Ch3/1aBa CTPUKTHA OFODKETHA W (DUHAHCOBA
MPOTHO3a 32 BCEKH UMOT, €XKEJJHEBHO OOIIyBa
C MEHH/DKBPHUTE U MHCIIEKTHPA XOTEJIUTE, KATO
ocurypsiBa o0patHa Bpb3Ka 3a Oleparuure.

SAI Luxury Hotels meyenu ot mokynkara
U OOHOBSIBAaHETO HAa MMOTH, 0e3 Ja ce MpeB-
phla B ABJITOCPOUEH mputexaren. Pazpado-
TEHU ca CICIHUTE KPUTEPUU 3a OIpEJCITHE
Ha CTaOWJIHOCTTA HA BCSKA MOTCHIMAIIHA HH-
BECTHUIIHS: XOTEIbT TPsIOBa na OBbae HA J0OpO
MSICTO; UMOTBT TpPsIOBa Jla NpUTEXaBa cOOCT-
BEH XapakxTep, Ja ObaaT Kiacupuuupan Kato
JYKCO3€H cJie]] PEMOHT, KaTO HIKOH ChOpBKe-
HHE ce HyxX1asT oT oOHoBsiBaHe. SAI Luxury
Hotels oreHsiBa pazxonure 3a peMOHT, OCHT'Y-
psiBa (puHAHCHpaHe HAa TMPOEKTH C MECEYHH
NapUYHU MOTOIM M OMpeJielisi IeHoBaTa odep-
ta. Ciep 3aKymyBaHETO, CJICIH WHBECTUIHATA
CH upe3 NoipoOHY (PUHAHCOBH JIOKJIA]TH.

[lo oTHOWIEHWE Ha pecypcHaTa OCUType-
HocT, Bristol Hotels & Resorts paspaborsa
ONPOCTEH TIpOIleC, KAaTo C MpOLEAypHUTe 3a
CTIpaBsiHE C HEJOCTATBIUTE, € CTaHall M3BEC-
TeH mojJ HauMeHoBaHueTo "bpucrom Lite".
Llenta Ha MeToAMKaTa € 3HAYMTENTHO JAa 00-
JICKYM HATOBAPEHOCTTA HAa XOTEJIHUTE, MEHHU-
JOKBpUTE U ciayxutenure. Cxemara ce ChCTOH
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oT Tpu a3y — OIEHKA U MMPOMEHS Ha TPHUJIO-
ourata COOCTBEHOCT, MHTETpHpaHE Ha OOHO-
BEHM MPOIECU B CHIICCTBYBAILIUTE XOTEIH U
MpujiaraHe Ha JACUCTBALIUTE MOJCPHU MHUIIH-
aTHBU 32 BCHYKHU XOTEJHU OT Bepurata. Hsxoun
ot bpucron Lite mpomecure ca: mpemaxBaHe
Ha nqyOmmpamu ce (GopMH W 3aMecTBaHE Ha
xapTueHuTe HOPMYIISPH C CICKTPOHHH, KbIie-
TO € Bb3MOJKHO; BbB BCHUYKH XOTEIIU 3aKyCKH-
TEe ca CTaHIAPTU3UPAHU; HOBOIPUIOOUTHUTE
XOTEJIM Ca MPOIyCHATH OT KOpIOpaTHBHATA
HMEW TPYIH 3a TPEJIOTBpaATSIBaHE Ha ITHPBO-
HAYaJTHOTO IIPETOBapBaHE C WH(OPMAIS;
0eK-0(UChT OrpaHndaBa Opos HA CMETKUTE OT
761 no oxomno 200, 3a 1a ce HaManu 0OBPKBa-
HETO B KOJMPAHETO; M0 CHIIMS HAYUH B OT/EI
,»HOBEIIKK pecypcu” ca TOHIKEHH Oposi Ha
KOJIOBETE Ha MIaTHUTE padoTHH MecTa oT 119
no okono 50. Bmecrto na mopabpxka XpaHu,
HAIWTKH, TOPIENaH, CTHKIO KaTo MaTepHal-
HUTE 3arach, KOMITaHUATa TPEMHHABA Ha 3a-
KyIlyBaHETO UM B peanHo Bpeme. biarogape-
HUE HaMaJIsiBaHe Oposi Ha paOOTHUTE KOJIOBE U
KOJIOBETE B CMETKOIUIaHa, C€ OTMPOCTSIBA TIPOT-
HO3HMPAHETO W OKOJDKETHPAHETO M Ce MPeIoc-
TaBs Ha CIYXKUTEINTE TIOBEYE BpEMe B TPIIKa-
Ta UM 3a KiaueHTuTe. KoMmanusaTa ChIno Taka
HAco4Ba yCHJIMATA CHM KbM OOy4YCHHE M KBa-
muduKalys Ha epcoHaia BbB BCSIKA (YHKITH-
OHaJIHa 00JacT.

Hotel Bel Air paspaboTrBa coOcTBeHa
mporpaMa 3a TEXHHYECKO 00CITy)XBaHE, KOSATO
momoOpsBa TMOAMPHKKATA HAa XOTela W BOIH
JI0 OTpaHWYaBaHE OIUIAKBAHHUATA OT TYPHCT-
HuTe. YjeHOBEeTEe HAa TEXHUYECKHS OTAE] ca
YITBJTHOMOIIICHH JIa B3€MaT PEUICHUS 33 OTCT-
paHsiBaHE Ha MPOOJIEMHTE OIIE C TIXHOTO Bb3-
HUKBaHe. VHCTIEKTUpAIIUAT TIepCOHAI MPOBE-
psiBa cramte 3a NeQEeKTH, KaTo MPH yCTAaHOBS-
BaHE Ha HEPETHOCTH, He3a0aBHO M3MCKBA OTC-
paHsBaHETO MM IO TejedoHa, H30SArBaiiku
TPaJMIMOHHUTE MHUCMECHU 3asBKH, KOUTO 3a-
0aBAT Mmpoleca Mo MpPeMaxBaHETO UM.

Jlobpara mpakTHKa B OINEpalMOHAIN3HU-
paneto, kosTo nokazBa Grand Theme Hotels,
€ yBEIWYaBaHE HA MPOU3BOAWTEITHOCTTA H
MOCJIEIOBATEIHOCT TPH M3IIBJIHEHHE Ha OIle-
pamuute. IlpoBexaar ce wu3cienBaHus Ha
BPEMETO M JIBHIKEHHETO 3a BCSIKA MO3MIIUS, 32
Jla ce Ompeaeny MPOIBKUTEITHOCTTA 33 W3-
IIbJIHCHUE Ha OTJAelHaTa 3ajada. HavamHunu-
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TE€ Ha OTIENM ¥ MCHHUIUKBPUTE IOATOTBST
rpaduIy, TPOBEKIAT CPEIIN. 32 M3BBPIIBAHE
Ha W3YUCICHUATA WM TOJlydaBaHe Ha pe3yJra-
TUTE CE M3IMOJ3Ba Pa3IMYeH MEepPCOHAN B pas-
JMYHU JTHU U B PA3JIMYHU YaCTH Ha XOTeJa, 3a
Jla ce BbBelle NPOMEHJIMBATa CPEJHO BpeMe 3a
U3IBJICHUE Ha BCSIKA ONEpanus B MHHYTH.
CayxutenuTte aKTMBHO y4acTBaT B JieHHOC-
THUTE 110 HAMaJISIBAaHE Ha Pa3XOJHTE.

Xorenckute Bepurn  Marriott U.S. Postal
Service Conference Center, Newark Gateway
Hilton, and the Ritz-Canton Dearborn mpoex-
THPaT TEXHMKH 32 CbKpAIllaBaHEe U IO TO3U Ha-
YHH 32 YCKOpsIBAaHE Ha TPAJMLIMOHHUA IIPOLIEC
10 HacTaHsBaHE Ha CBOMTE rocTh. [IbpBuTE J1Ba
XOTeJa Ch3/IaBaT CHCTEMa, Ype3 KOSTO TYPHCTH-
Te, KOUTO IBTYBaT OT ONM3KOTO JIETUIIE 10
MSICTOTO 3a MOYHMBKA, MOTaT Jia M3BBPILIAT MPO-
LEAypUTE 110 HACTAHSIBAHETO CH OLIE B aBTOOY-
ca. Tperara XoTenuepcka Bepura BB3IpHUEMa
IpaKkTUKaTa Ha Bojlaya Ha aBToOyca Jia ce Ipe-
JIOCTaBsl 4YaHTa, KOSTO ChABPKA BaydepuUTe U
KJIIOUOBETE 32 CTAUTe, BEUe 3aMa3eHu Ha pelierl-
usTa. Thil KaTo IUIalaHeTo € ¢ KPeAUTHA Kap-
Ta, clie]] IPUCTUraHe, TYPUCTUTE MOTraT Aa OTH-
JaT AUPEKTHO B ONPEICICHUTE UM CTau. Ta3u
HPaKTHKA € pa3paboTeHa 3all0TO IbTYBaHETO OT
aeporapara otHema 30 MUHYTH, KOUTO ca JIOC-
TaThb4eH MEpPHOJ] OT BpEMeE, 3a JIa Ce MPOBEPST
nocerutenute. 3a mo-0bp30 obcmyxBaHe Ritz-
Canton n3M013Ba Ha peLEIUs CBOsITA MPOrpa-
Ma OSKAR (one-stop-check-in and registration)
— Ha eJJHO THIIE Ce N3BBPIIBAT HACTAHABAHETO U
peructpauusTa. HenoctaTek Ha Ta3u MpakTHKA
e, ue Ts JeicTBa €MHCTBEHO MPU PEIOBHU MO-
CETHTENH, KOUTO MOTar BeJHara aa ObJaT BU3y-
AITHO Pa3Mo3HATH.

[locnennara rpyma XoTenn Haco4yBatr
BHUMAHMETO CH KbM H3IPaXIaHe M IMOIIbp-
’KaHe Ha CBOMTE CTaHAApTH 3a KauecTBo. Enun
OT OCHOBHHTE TOJXOJM, KOUTO W3MOJ3BAT, €
JUUPEKTHUAT MOHMTOpUHI. Bepurata Four
Seasons & Regent Hotels npencrass cBos 110-
OBp onuT B 00JACTTa HA JIyKCO3HOTO XOTEJNH-
epcTBo. PrroBomurenute Qoxycupar BHUMA-
HHETO CH BBbPXYy KauecTBOTO Ha pabora u
CTaH/IapTUTE HA O0CITyXKBaHe, 3a Jia yICCHST
CH3[IaBaHETO Ha JIYKCO3HO IPEKHBSIBAHE 3a
BCHYKHM TOCTH Ha XOTeda. Ton MEHUIKbPUTE
IbTYBAT YECTO, 32 Ja U3BBPILIBAT NPOBEPKU Ha
CIa3BaHETO Ha CTaHJAPTUTE 3a KauyecTBO.

Bceku xoren aBa IBTH TOMUIIHO C€ HHCIEK-
THpPA OT BUIICMIPE3MJCHT M BBHIIHA KOHCYJI-
taHTcKa pupma. OnepaTuBHUTE CTaHAAPTH CE
OCBHBPEMEHSIBAT OT KOMHUCHSI Ha BCSIKO TPUME-
ceyue.

Residence Inn Maintained mnogmabpxa
peiituar 83% ynoOieTBOPEHOCT Ha TypHC-
tuTe. PhKOBOAMTENINTE pa3paboTBAT ChBMEC-
TEH TOJIX0J] B CBOSTA Mporpama 3a OCUrypsiBa-
He Ha KauecTBOTO. llenTa e ma ce oOe3meun
OTJIMYHA KJaca Ha 00CITy:KBaHE W TOA00psBa-
HE Ha MPOU3BOJUTEIHOCTTA HA CITYy)KUTEJIHTE.
Criexr OCHUMAPKHHT C JIPYTH KOMIIAHUH, XOTe-
6T QopMyNHpa HOBa MpOLENypa 3a KadecT-
BEHU HHCIIEKIMH. PaOOTHUKBT WIIM CIIYy)KUTE-
JSIT HE MOJKE Jia Ce MPOBAJM TPU IPOBEpPKa,
TOW WMEHHO ChBETBA KaK Jia CE KOpUTHpA
poOJIEMBT ¢ KA4ECTBOTO.

JloOpute  MpakTUKH B ONEpaImo-
HalM3UpaHe Ha XOTeluepckara JNelHocT ¢o-
KycHpaT BHUMaHHETO BbPXY IM0J00psABaHE Ha
YIOBJIETBOPEHOCTTa Ha TYPUCTUTE IMPH CIa3-
BaHETO Ha KOHTPOJ Ha pasxojute. Edexrtus-
HUTE OMepaliy ca ChINECTBEHA YacT B J00a-
BEHATa CTOMHOCT, 3aI0YBAIlU ¢ OOELIAHUATA,
HAMpaBeHU OT PHKOBOJUTEINTE. 32 JIa TH Clia-
3T, MEHHJDKbPHUTE TpsiOBa 1a Pas3lo3HasT |
BKJIFOUBAT MPAKTUKUTE, KOMTO Hai-1o0pe Iie
MOMarHaT Ha XOTeJa Jia OTroBapu Ha IMOTpe-
OHTEIICKUTE THPCCHUS U IIIE MPEBBPHE HACTO-
SIIATE TOCTU B MOCTOSSHHH KJIMEHTH.
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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 A Low hierarchy, focusing on customer care, self management, training and invest-
ment in human resources, providing the highest quality reach
Hotel B 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 C

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
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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.
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TEHAEHIMUHA B IPOYYBAHETO U PASBPABOTBAHETO HA
JECTUHALIMU OT TYPOIIEPATOPUTE B YCJIOBUSTA HA
ITIOBAJIM3ALIUA

Maprapura Mumena

doxkmopanm kameopa ‘“‘Uxkonomuxa Ha mypuzma “
Vuusepcumem 3a Hayuonanto u ceemogno cmonarcmeso, Coghust

B kpas Ha XX B. ce MosiBU HKOHOMHUKA OT
HOB THIT — IJI00amHa WKOHOMHKA. HelfHa OT-
JMYHUTENTHA OCOOEHOCT €, Ye BCHYKH BHIOBE
MKOHOMHMYECKH JIEHOCTH — NPOU3BOJCTBO U
noTpeOieHne Ha CTOKM M YCIYTH, yIpaBlie-
HHUe, pa3lpocTpaHeHWe Ha WH(opManus Hu
TEXHOJIOTHH, QYHKIIMOHNPAHE Ha Ia3apu — ce
OCBINECTBSIBAT B riobaneH mamad. ['mobamu-
3aIUsTa ce M3pas3sBa B HapacTBalla B3aMMO3a-
BUCHMOCT Ha CTpaHUTE B CBETa B pe3yJTaT Ha
yBeIM4aBaius ce obeM U pasHooOpazue Ha
TPAHCTPAHUYHUTE JBIDKCHHS HA CTOKH U YC-
JYTH, a CBIIO ¥ OBP30TO W MIUPOKO Pa3MpPOCT-
paHEHHe Ha BCHUKH BUIOBE TEXHOIOTHHL.

B navanoro sa XXI B. IeIpT HA BCHYKHU
BujoBe ycayru B BBII Ha pasBurure crpanu
nocturna 70%. EqnoBpeMeHnHo ¢ ToBa ce Hao-
JI0/1aBa yBEIMYEHHE Ha JieJla Ha 3acTUTE B
cdepara Ha ycmyrute. TpsOBa ma ce orOerne-
KM, 4e HaW-TONMIMO 3HaueHWe B CBETOBHATA
TBPTOBUS C YCIYTH MMAaT TPAHCIIOPTHHUTE YC-
JYTH U TypU3Ma.

MHoOro oT ChbBpEMEHHHUTE TEHICHIUHM Ha
rio0anu3anyaTa B IKOHOMUKATa, MOJUTHKATA,
KyJITypara, KOMYHUKAIlMUTe, B 3alldTaTra Ha
OKOJIHATa Cpe/la MPUTEKaBaT TIOJIOKUTETHH
YepTH, TPEOAONABAWKH  MPOTHBOPEUHSATA,
CBBp3aHH C pa3sHooOpaszueTo B cBeTa. OCBeH
MOJIOKUTEIIHUTE YepPTU odaue, riiodanu3arus-
Ta MOpaXKJa M PUCKOBE, KOUTO HaH-SICHO ce
3a0ens3BaT B MPAaKTUKaTa HA MEKAYHAPOIHHS
Typu3bM. B TypHCTHUECKUTE IECTHHAITUH
BB3HUKBAT MHOTO MKOHOMHYECKH, COIMAIIHHU,

! Makcumora M. TIpo6iiembi CTaGUIBHOCTH MHPOBO# KOHO-
mukn // MO u MO. 2004. Ne 9. C. 13.

2 Mromynen . Y. MexayHapoaHas TOprosis yciayramu. M.,
2003. C.19.

CKOJIOTUYHM IIPOOJIEMH, KOUTO Ca CIEACTBHE
oT rnoGanHuTe GaKTOPH, KOUTO UM BIIHSSAT.”

TypusmbT, KaTo eaHa oT (GOpMHUTE Ha
MEXYHapOJIHN MKOHOMUYECKH OTHOLICHHS B
JHEIIHO BpeMe NMpuao0u OrpOMHH Maiadu u
pa3MepbT My B CTPYKTYpaTa Ha CBETOBHHS €K-
CIIOPT Ha YCIyTM HapacTBa MHOTOKPATHO.
[Tpouecure Ha riobanu3anys Ha TYpUCTHYEC-
KHS Ta3ap ce XapakTepu3upar ¢ 4epTH Karo
M3MEHEeHNE Ha TEXHOJIOTUHUTE, MOJIEPHHU3ALM
Ha TpaHCHOpTHaTa WH(PACTPYKTypa, Ch3na-
BaHE HAa MEXaHM3MH 32 PEryJHpaHe Ha MeEx-
JlyHAPOIHUS TYpU3bM U Ap." ITocmosnno na-
pacmsawama cbcmesamenna npupooa Ha my-
pucmuyeckama uHOyCmpus uuUckea om my-
pucmuyeckume OecmuHayuu 0a  paseusm
eghexmugen Mapkemune08 nian u Cmpameusl.

B Ta3u BpB3Ka ce aKTyaJaM3HpAaT M Npo-
Y4YBaHETO M pa3padoTBaHeTO HAa JeCTHHA-
LHUH OT CTPAHA Ha TypoIepaTopuTe, CBbp-
3aHU C JOMbJIBaHE Ha OOIINS OCHOBEH TypHC-
THYECKH TMPOAYKT Ha JECTUHALUATA, MPEBPH-
MIalKK S B MO-KOHKYPEHTOCIIOCOOHA U MPHUB-
JeKaTeNHa 3a TypucTute. Beska Typuctuuecka
JCCTHHALIUS € 3aMHTEPECOBaHa B IPUBIMYAHE-
TO HA TYPUCTHU M KaUECTBEHOTO IPEOCTABSHE
Ha TypucTudecku yciayru. ETo 3amo 3a Typo-
MEPaTOPUTE € BAXKHO J1a pa3paboTAT KOMIUIEKC
OT JefCTBUS 3a MPOMOIMPAHETO HA JIeCTHHA-
LUHTE, KOUTO OMXa MOBUIIMIN €(EeKTHBHOCT-
Ta MPH U3MOJI3BAaHETO HA MPUPOAHUS U PEKpe-
ALMOHHHKS if IOTEHIMAI. °

® 0. B. JIsicuKoBa, Y CTOMIHBOCTD pa3BUTHUS TypU3Ma B yCIIO-
BHSAX T100anbHON HecTabuabHOCTH, 2009

*E.C. Mummaayk. TypHu3M | Ipomneck Tiodanu3anun

*M.IO. ®dénoposa, Pa3paboTka Momenn TypHCTCKOH JeCTH-
HaluH, OTBeYarollel TpeOOBaHUAM COBPEMEHHOTO PhIHKA
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OCHOBHH TeHI€HIIUU B MPOYYBAHETO U
pa3pa0doTBaHETO HA JeCTHHAIIMN OT CTPaHA
Ha TyponepaTopure ca:

® OLICHSBAaHE Ha MPUPOJIHUTE M aHAIH3HU-
paHe Ha peKpealioHHUTE PECypcu Ha JIECTH-
HalusITa, KaTo ce OoObpHE BHMMaHHWE Ha OC-
HOBHHTE MPOOJIEMH NPH U3IOI3BAHETO UM;

e pa3paboTBaHe Ha HUH(POPMAIMOHHA
CHCTeMa, OcUTypsiBalla MHOTpeOHOCTTa OT
MapKETUHT Ha JICCTUHAIHATA,

® pasKkpuBaHE Ha 0COOCHOCTHTE Ha COLH-
ATHO-MKOHOMUYECKOTO Pa3BUTHE HA JICCTHHA-
UAITA,

® U3TOTBSHE Ha CHCTEMa 332 TEPUTOPHAI-
HO MapKETHHTOBO yMpaBJCHHE, MO3BOJISBAIIA
Jla ce peaju3upaT OCHOBHHTE 1M M 3aJauu
Ha MapKeTHHTa Ha JICCTHHAIMATA;

® OTYMTAHE HA MPEAMOYUTAHUATA HA TY-
PHCTHTE CIPSIMO JICCTHHAIINUTE;

e (opMupaHe HA KOMILIEKC OT JCHCTBUS
3a MPOMOIMpaHe Ha JECTHHAIMATA U edek-
TUBHA CTpaTerys 3a Ma3zapHo MO3ULUOHUPAHE;

® peKIaMHO-WHQOPMAIMOHHA KalaHus
yyacThe Ha MEXIYHApOIAHU M3JIOKEHHUS C 1el
NPOMOLIMPaHe Ha BB3MOXKHOCTHTE Ha JIECTH-
HarsTa.”

THozuyuonupanemo, npomoyupanemo u
VApagneHuemo Ha oecmunayuume ca eOHu om
2nasHume 3a0ayu, Ko2amo cmagd 6bnpoc 3d
KOHKYPEHmMOCNoCoOHOCM Ha 0adeH pe2uoH.
[IpencrosmoTo yChBBPIIEHCTBAHE HAa TYpPHUC-
THUYECKHS TIPOAYKT € 3aBHCHMO OT U3MEHCHU-
€TO Ha TIOJIXO/IUTE 32 YIPaBJICHNE, B OCHOBUTE
Ha KOUTO, B MO-TOJISIMA YacT OT Clly4auTe, Ha-
MHpa MPUIOKEHUETO HAa ChBPEMEHHHTE WH-
¢dopmannonnu TexHonoruu. MatepHeT mapke-
TUHT'BT C€ MPEBPHIIA B UHCTPYMEHT 32 yIpaB-
JICHUE Ha Pa3BUTHETO HA JeCTUHAIMsATA. MHO-
r'o TYpHCTH W30MpAT MaplipyTa 3a cieiBalia-
Ta CH MOYMBKA C TIOMOIITA Ha UHTEPHET, M3Y-
YaBaiiki Bh3MOKHUTE BAPUAHTH HA O'BJICIIOTO
cu nbpTyBaHe. IMEHHO ¢ Ta3u Len Te Bce Io-
YeCTO MOCEIaBaT CAUTOBETE Ha IECTHHAIIMUTE
U TypOIiepaTopuTe, KOUTO I'M mpeanarar. Eto
3aI0 e/JHa OT OCHOBHUTE 33jJa4d Ha TypoIie-
paropuTe € Ja MPeOCTaBAT TOTCHIIUAIHUS 3a
TYpHCTa MaKCHMyM OT IpUBJIEKaTeNIHA WH-

5 C.C. Hukonaesna, MOPMUPOBAHUE CTPATErHil PHIHOYHOTO
TMO3UIHOHUPOBAHHS u HPOJBUKEHHSA TYPHCTCKO-
pexpearnonnsix aecrunanuii, Canxr ITerepOypr, 2011
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(opmanus 3a peKpearioHHUTE BH3MOKHOCTH
Ha naneHa pgectuHarys. OcobeHO BHHMaHHE
IpU TIPOYYBAHETO U pa3pabOTBaHETO Ha Jiec-
THUHAILIUKU OT TYPOIIEPaTOPUTE TPIOBaA Jla Ce OT-
JIeT HE CaMoO Ha TPUPOJHUTE M KyITYPHO-
HCTOPUYECKUTE 3a0€JICKUTEITHOCTH, HO M Ha
MHOPACTPYKTYpaTa Ha JECTHHAIIATA.

[Ipen TypucTHUecKUTE NECTHHAIIMN U OT-
pachiia KaTo 110 CTOM MPo0JieMa 3a ThpCeHe-
TO Ha TaKWBa METOJM 3a MOCTPOSBAHETO Ha
epeKTHBHA CHCTEMa 3a YIpaBJICHHE, KOUTO
OMxa TO3BONWIIM J]a CE€ YKPENAT Ia3apHUTe
MTO3WIINY Ha BCSAKA PETHOHATHA OpTaHU3aIHs B
TypHU3Ma M KOUTO OWXa CIIOMOTHAIH 3a pa3BU-
THETO Ha TypUCTHYECKAaTa JICCTHHAIMS KaTo
1sut0. [loBeveTo JeCTUHAIMU Ce CTapasT MpH
Ch3JlaBaHE Ha TypHCTUYECKaTa HHPPACTPYK-
Typa U CYNEpCTPyKTypa Jla B3UMAT TOJ| BHU-
MaHHe TPENNOYNTAHUATA U M3UCKBAHUATA HA
pa3NUYHATE TENEeBH TPYNMU TYPHUCTH (HArp.
CTIOpe]] IeNTa Ha TbTYBaHEeTO, CIIOPE]] HUBOTO
Ha JI0X0Jla, CIIOpE/l HAIlMOHATHUTE 0COOCHOC-
TH Ha KIMEHTA U JIp.).

B mpoueca na u300p Ha AecTUHALMS Ty-
pOIiepaToOpuTe U TYPUCTHUYECKUTE arcHIMU ca
€THOBPEMEHHO AWCTPUOYIIMOHHN KaHaIu u
Ch3/IaTeNN Ha UMUK. Te Urpast MHOTO Bax-
Ha PoJIs KaTO ThPrOBCKH arcHTH 3a JOCTaBYH-
IIUTE 110 BPEME Ha JUCTPUOYIHUATA HA IPOIYK-
ta. Te Bce moBeye ce ouepTaBaT Karo Haii-
CUJTHUTE U BIMSTEIHU OPTaHU3AIMH B CEKTO-
pa, M3IBIHABAIIN (PYHKIMSITA HA OpraHU3Upa-
He Ha MaKeTHU MbTyBaHuUs. TypornepaTopuTe u
TYPUCTHYECKUTE areHIMH CBINO TaKa IPEeJC-
TaBJIABAT IbPBOCTENICHEH W3TOYHUK Ha WH-
(dopmanus ponpuHacsnl 3a GopMupaHeTo Ha
mpejcTaBa 3a JCCTUHAIUATA B TYpPUCTHUTE,
BBPXY KOSTO ce 0a3mpa TSIXHOTO pelleHHe 3a
nmpeanprueMaHe Ha mbTyBaHe. [IpoyuBanero
TJIABHO TIOKa3Ba, 4Ye€ MBTYBAIIUTE pa3dunTaTr
Hail-Beue Ha NPO(GECHOHATHUTE H3TOUHUIIH
(TypomepaTopu, TYpUCTHUECKH AareHIUH) IO
BpeMe Ha ThPCeHeTO Ha MH(opMmarus 3a nu30-
paHara nectuHanus. VMWIKBT Ch3aieH OT
TYpOIIEPATOPUTE U TYPUCTHUECKHUTE ArCHINH
1€ MOBIIKSIE M OOPATHOTO — Iie O'b/Ie TTOBIUSIH
OT NPEJCTABUTE HA TYPUCTHTE 3a JACCTHHAIU-
uTe.

"H. A. T OH4apoBa, VHTepHET-NpOJABUKEHUE TYPUCTCKOM
JIeCTHHAIMK: TypucTcKuii mopranr DMO



TEHJIEHIJMH B IIPOYYBAHETO U PA3PABOTBAHETO HA JECTHHALIMH OT TYPOIIEPATOPUTE

Typonepamopume u  mypucmuyeckume
azeHyuy UMAam MHO200POUHU U CEPUOHU (yH-
KYuu 6 MApKemuH2o8ume yCunus, Ha 0ecmuna-
yuume: me cHaboagam ¢ uHghopmayus NomeH-
yuanHume mypucmu u cv30a6am u npomomu-
pam mypucmuyecku naxkemu 3a 0ecmuHayus-
ma. CbIIO Taka MMHUDKA HA TyPUCTHYECKUTE
JECTUHALMHI, HOAIBPKAH OT TypOIIEpPaTOpUTE U
TYpUCTHYECKUTE areHiud, € MHOro ToO-
BB3MOXKHO J1a TIOBJIUSIE T€3H CHLIECTBEHH IIPO-
LIeECH 3a e]lHa TypucTHuuecka aectuHauus. Kax-
To mpeanonarat JlayteH u Iledmk, TBH karo
TYPUCTHUUYECKUTE areHIUH (HOPMHUPAT MHEHHETO
Ha CBOWTE KIHMEHTH, CB3NAJCHUAT OT TAX
UMHIDK ¥ TSXHOTO 3HAHUE 32 IECTUHAIINTE 1I1e
OKaXKaT 3HAYMTEIHO BIUSHUE BBPXY Ipoleca
Ha B3eMaHe Ha pelIeHNe 3a MOYHMBKA Ha IOTEH-
LUAJTHUTE TYPUCTH.

Heobxoaumo ycioBue 3a YCHEHIHOTO
(GYHKIMOHUpPAHE HA TYPUCTHYECKHUSI PETHOH €
YCTOMYUBOTO CTaOMJIHO pa3BUTUE, KOETO
npejnonara IJIaHUpaHe U ylpaBjieHUe pa3Bu-
THETO Ha TepUTOpHATa Ha OaszaTa Ha 3aluTa
Ha TMPHUPOAHATA W KYJITypHa cpena, moxoops-
BaHE Ha KayecTBOTO Ha JKMBOTAa HA MECTHOTO
HAceJICHHE, OCUI'YPsIBAaHE Ha YCJIOBUS 3a Ipe-
OuBaBaHE HAa TYpPHCTHTE, CbOTBETCTBALIM Ha
BUCOKHTE MEXIYHApOJHHU cTaHaapTu. ToBa e
BB3MOXKHO, aKO IMPEJCTaBUTEIUTE Ha MHIYCT-
pHsiTa TYpU3bM M MO-CIELUAIHO TypoInepaTo-
pHTE M3MOJI3BAT M3LSJIO U B MaKCHMaJlHa CTe-
neH (akTopuTe, OKa3Ball¥ OJarompusITHO
BIIMSIHHUE HA TypHU3Ma.

Crparernyeckure HanpaBjlIeHHUS Ha Map-
KeTHHTOBaTa JAEHHOCT IO MpOoy4BaHe M pa3pa-
0oTBaHe Ha JIECTUHALIUM OT TYpOIEpaTopuTe ca
MapKeTHHI Ha UMHIXKa, MAapKETHHT Ha 3a0ere-
KHUTEITHOCTUTE, MAPKETHUHT HAa UHQPACTPYKTY-
para. B pe3ynTaT Ha pa3BUTHETO UM € Bb3MOXK-
HO Jla Ce CbCTaBU IIEPCIEKTHBHA IIOETalHa
Iporpama 3a pa3BUTUE Ha JIECTUHALMATA.

MapKeTUHIOBUAT IOJAXOJ IIpearnoJara
HEoOX0IMMOCTTa OT B3aUMHO ChIJIacyBaHe Ha
MHTEPECUTE Ha pasluyHu CyOeKTH Ha TypucC-
THUYECKHUS 11a3ap 32 OCBIICCTBABAHETO HA Map-
KEeTHHIOBO YIIPAaBJIEHHE Ha TypHCTHYECKaTa
JleCTUHAIMS, Karo ,,CUCTeMa OT JeWHOCTH,
CBBp3aHU C OCBHIIECTBABAHETO HA IJIAHUpAHE,

8 Jix. Bt FOup-/[39H0BHY, YnpasieHue pa3BUTHEM JETIOBO-
ro Typusma B peruone, Mocksa, 2003

OpraHu3ainys, KOOpAUHAIMS, KOHTPONI M CTH-
MYJIMpaHe Ha MEpPONPUSITHS N0 WIACHTUDHIIHU-
paHeTo Ha mporecute GpopMHpaHe U BB3MPO-
M3BOJICTBO HAa THPCEHETO HA CTOKH M YCIYTH,
OCHUTYpsIBaIllM redanda’.

Mamabure Ha MEKIYHAPOIHUS TYPH3BM
Y KOHKYpEHIMsTa Ha Ma3apa HajaraT Ha MHOTO
TYpOTIEpaTOpH Ja CH CHTPYAHUYAT AUH C APYT
M Ja pa3paboTBAaT CHBMECTEH CTpPATETHYCCKH
TUIaH 32 Pa3BUTHE HA TypU3Ma B JCCTUHAI[UUTE.
JlecTuHanuure, B KOUTO C€ OCHLIECTBSABA KOH-
COJIMIALMS MEKAY YCUIIMsSTa Ha TypolepaTo-
puTe Ha mMasapa, MOXe Ja ce OKaXaT B TO-
KOHKYPEHTOCIIOCOOHA CHTyaIs, 00YyCIIOBEHa
OT UKOHOMHYECKAaTa U e(i)eKTI/IBHaTa KOHIICHT-
panud Ha CbBMECTHM YCWJIMA 3a IMPHUBJINYAHE
Ha nmocetuTeny B pernoHa. OcBeH ToBa, 00eau-
HEHUs MOJXOJ 32 Pa3BUTHE HA TypH3Ma, Map-
KETHHTa W TIPOMOIIPAHETO HA PETHOHA M03BO-
JISIBAT Ha MTAPTHHOPHTE JIa KOOPIUHUPAT CBOSITA
MOJIUTHKA W JACHCTBUS B paMKHTE Ha PErvoHa,
Jia pa3paboTAT U BHEAPAT MEPONPHUITHS, KOUTO
rnomaraT Ha JeCTHHALUATa Jia ce KOHKYpupa B
OopOara 3a moTpeOUTENH.

3amaunTe 3a YCKOPEHO TYpPUCTUYECKO
pa3BUTHE CTOAT, [0 MPABWIIO, TIPe] JCCTHHA-
[IUUTE C pa3BUBAIlaTa c€ MKOHOMHKA, Mpes
WKOHOMHYCCKU PpasBUTU PETruoHU, 110 CIHHU
Wi Apyru npuivHrA CbOTBCTCTBAIIM Ha Ty-
pucTHYecKkaTa KapTra Ha cBera. lIpoexTute 3a
PETHOHAIHO TYPHCTHYECKO Pa3BUTHUE BHHATU
Ce OTHACAT JI0 Pa3BUTHETO HA MACOBHS TypH-
3bM, T.K. HHAWBUAYAIHUS TypU3bM HE MPUTE-
KaBa JOCTaThueH MOTEHIHAN Ja MPeAN3BHKA
UKOHOMHYECKHU PBCT.

Konnenmusta 3a pa3BuTHE Ha TypHCTH-
yeckara nectuHanms, crnopen @. Kormibp,
,»M3UCKBa OT TEPUTOPUATA Jla pa3paboTh cuc-
TEMaTH4YHA W JBJITOCPOYHA MAapPKETHHIOBa
CTpaTerus, HacOYeHa KbM YCHBBHPIICHCTBAHE
Ha O'bpBOHAYaJIHO HpI/IJlOGI/ITI/ITe 1 IIOTCHIIU-
aJlHM CBOICTBA Ha MECTHOCTTA WM PETHOHA.
LlenTpanen MpHOPUTET B CH3IaBaHETO Ha Ta-
KaBa CTpaTerus € ONpeleSICHUETO 3a CIELH-
(udHa 11eTIeBa rpymna, KbM KOSTO TEPUTOPHSTA
TpsiOBa J]a HACOUHN PECypPCUTE e’

MapkeTuHI'bT Ha JIeCTUHAUUATA € Jei-

? http://intelmedia-group.ru/press-
centr/publikacii/konceptualnye-osnovy-kompleksnoj-
marketingovoj-strategii-razvitiya-turisticheskoj-destinacii/
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HOCT, HacoueHa KbM (OpMHUpAHE Ha ompese-
JIEHU YCJIOBUsSI, KOUTO Jla 3aCHJIAT TypHCTOIO-
TOKa, J1a YBEJIMYaT 4yecToTaTa Ha W3IOJI3BaHE
Ha yCIYruTe, KOUTO Ipejiara oT TYpUCTHUTE.
Ilo MHeHme Ha peauna CHENHMANINUCTH, YCb-
BBPILICHCTBAHETO Ha TYPUCTUYECKUTE YCIYTH
ce KpHe B U3MEHEHHETO Ha MOJXOJMTE 32 YII-
paBJeHHUE, B YUUTO OCHOBH B IO-TOJIsIMA 4acT
OT cilyyauTe ca WHPOPMAIMOHHUTE TEXHOJO-
rud. VHTepHeT MapKeTHHI'BT ce€ NMpeBpblla B
€lMH OT Hal-HOBUTE MHCTPYMEHTH 32 yIpaB-
JIEHNE Pa3BUTHETO Ha JECTUHALINUTE.

EnHo oT Haii-eekTHBHUTE CpencTBa € U
Cb3[1aBaHETO Ha WH(OPMALMOHEH MHOIOE3H-
YeH MOpTall, YUATO OCHOBHA 33/1a4a € MPOMO-
[IPaHeTO Ha JIECTHHAIMATA, KAaKTO Ha BBTpEIl-
HUS, TaKa U Ha MEXIyHapoaHus mazap. I'oms-
Marta MHpOpPMAMOHHAa HacuTeHocT Ha WHrep-
HET Mpexara, 3aeJHO C BB3MOKHOCTHTE U 3a
NPOMOLIMPAHE s MPEBPHLIAT B NPHBJICKATEIHA
3a CBETOBHATa TypucTHdecka uMHAyctpus. Oc-
BEH Y€ € NKOHOMHUYEH BapHaHT 3a MPOMOILUpa-
He, MHTepHer MpexkaTa Mo3BoJsIBa OBP30 H
OIEpaTHBHO Jla C€ pearrpa BbB BCSAKA CHUTya-
oys, C LeJ MHUHUMH3MPAHE HA HEraTHBHUTE
WM 3aCHJIBaHE Ha MO3UTUBHUTE (DAKTOPH, KOe-
TO € OT ChIIECTBEHO 3HaYeHHE 3a (hopMupaHeTo
Ha MOTEHIMAJIeH UMUK Ha AeCTHHALIUATA.

IToprasHUAT caliT Ha TypuUCTHYECKaTa
JEeCTHHAIMS ce pa3paboTBa C MOMOIITA Ha
DMO (destination marketing organization —
OpraHu3ainys, CHeLUuaIu3upalia ce B Mapke-
THUHI'A Ha JECTHUHALMU) C HapTHHOPCTBOTO Ha
roJIeMH YYacTHULIM Ha IIa3apa, CKIKUYBAMKU
JIOTOBOPH ~ WJIM  M3MOJI3BaWKH ~ BBTPELIHO-
KopIopaTuBeH BapuaHT. ToBa ca mpaBHUTEINCT-
BEHM CTPYKTYpH, PETHMOHAIHHM WIU TPaJCKU
TYPUCTHYECKH Oropa, TypHCTHYECKH acollua-
UM U JIpyrd OpraHu, KOUTO C€ 3aHMMAaBar C
MapKeTuHra (ynpaBiisiBaT Cb3[aBaHETO Ha
KOHKYPEHTOCIIOCOOCH TYPUCTUYECKH MPOIYKT
Ha JIeCTUHAINATA, IPOBEPABAT KAYECTBOTO MY,
KOHTPOJIMPAT peasu3alusTa My U JIp.) Ha Cb-
OTBETHATA JIECTUHALNS.

Jpyr eeKTUBEH HAUUH B IPOMOLIPAHETO
Ha JECTHHALUM OT CTpaHa Ha TypONEpaTopuTe

YH AT OHYapoBa, VHTEpHET NPOJBMKEHUE TYpPUCTCKON
JIECTHHALMH: TypUCTCKHii moptan DMO

TH. A T'onuapoBa, Pa3Burue TYpHCTCKOH JIECTHHALUH. —
Omp6opr: Onsboprekuii yausepeuret, 2010. —

152c.
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ca eJNIEKTPOHHHUTE HOCUTENH, KOUTO C€ M3IION3-
BaT IIHUPOKO OT BCHYKH YYACTHUIM HA TYPHUC-
THYecKus nazap. Huckara cebecTodHOCT, Bb3-
MOKHOCTTA 32 MPUJIOKEHHE HA Pa3TMYHU TeX-
HOJIOTMHM — OT BHJIEO CHUMKH /10 aHUMalHOHHH
KIIMITYeTa, W3MOJI3BaHE HA 3BYKOBO OQopmile-
HUE, ToIsIM 00eM OT WH(OopMaITus, TIeKOTa TIPH
W3TOTBSHETO W THPAXHUPAHETO, MAIKUS pa3Mep
— MIMEHHO TOBa Ca MPEIMMCTBATa Ha CJICKTPOH-
HUTC HOCUTCIIN MPEA TPAAULMOHHUTE IMCYATHU
CpelcTBa Karo Karanoszute Harmpumep. Pazmuu-
HHUTE BUIOBE €JICKTPOHHU HOCHTENH Ca JOITbJI-
HUTEHA B3MOXKHOCT 3a TypOIepaTopuTe, T.K.
MIO3BOJISBAT 1A C€ MPEeJI0CTaBu HHPOPMAIUSA Ha
Pa3IHYHU E3UIIH.

E-mail kaTo cpeacTBO 3a KOMyHHUKAIHS U
pekiaMa ce M3M0JI3Ba MIMPOKO B TypHCTHYEC-
KaTa MHAYCTpUS Hapelq ¢ APYTUTE MHTEPHET
TexHojoruu. Typomeparopure uMaT coOCTBe-
HU 0a3u JaHHW 3a TPOMOIIMpaHE, KOUTO Ce
oOHoBsBaT mocTosHHO. E mail maBa BB3MOXK-
HOCT 3a ONepaTHBHO WH(OpPMHUpaHE OTHOCHO
HOBOCTUTEC BBB BCHYKHU paﬁOHH Ha AC€CTHUHA-
musTa, Obp3a peakius MpU pasIuyHU CHOU-
THS, Ch3/lJaBaHe Ha TIO3UTHBHO UH(OPMAIHOH-
HO TIpocTpaHcTBO. HoBHTE cpezcTBa 3a pasi-
pOCTpaHeHne TIPEJOCTaBAT BB3MOKHOCT He
caMo Jia ce u3mpaiia TeKCTOBU MaTepHal, HO U
Ka4eCTBEHH WIIIOCTPALIMH, & Pa3XOAUTe 3a TO-
Ba Ca 3HAYMTEIHO MO-HUCKH OT TOIICHCKHTE.
OcBeH TOBa BaKCH IOJIOXKUTENCH (akTop €
BHCOKaTa CKOPOCT TPH TpelaBaHETO Ha WH-
(dhopmarus.

Pexnamuute TypoBe u WH(DOTYpoBe ca
Mo1Ho PR-cpencTBo 3a npomoinpane Ha Jec-
THHAIMuUTe. [Ipu TIX morpeduTenuTe moiyya-
BaT uH(opmauus or mbpBo juue. [logoOHa
¢dopma e moctarbuHO e(hEeKTUBHA M J]aBa BbH3-
MOJKHOCT IITHUPOKO Ja C€ PeKIaMupar IeCTH-
HanuuTe.

B ycnosuasma mna enobanusayua easicen
eman om npoyueaHemo u pazpabomeaHemo
Ha oecmuHayuu om myponepamopume € Hup-
MEHHUSI CTWJI, YMETO pa3padOTBaHE € BaKHA
Kpauyka B KOMYHHUKAIIMOHHATa IIOJUTHKA Ha
nectuHanuATa. DUPMEHHUAT CTHI MPEICTABIS-
Ba 151 HA0OP OT PEKIaMHO-MH(OPOPMAIIHOHHU

12 http://intelmedia-group.ru/press-centr/publikacii/konce-
ptualnye-osnovy-kompleksnoj-marketingovoj-strategii-
razvitiya-turisticheskoj-destinacii/
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aTpuOyTH BHB (hopMara KaTo JOT0 WU CIIeIH-
aJTHa CUMBOJIMKA.

EnvH OT Hail-BaXHUTE eTanu 3a yCTOM-
YMBO U LIEJ€HACOYEHO Pa3BUTHE Ha JIeCTHHA-
[UATa € MAPKETUHT'BT HAa PErHOHA, TPEAIoa-
ram[ W3MO0J3BAaHETO Ha ONPE/EICHU HHCTPY-
MEHTH B 3aBUCUMOCT OT OCOOEHOCTUTE U CIie-
[UaTN3ayaTa Ha IeCTHHAIIATA. IMUKBT Ha
TypUCTHYECKaTa JeCTHHALUS, IO OIpeselie-
Huero Ha A.Il. [laHKpyXUH € CBBKYITHOCT OT
E€MOIMOHAIHM W  paIMOHAIHK TpPECTaBH,
MPOM3THYAIM OT CHIIOCTaBIHETO HAa BCUYKH
MIPU3HAIM Ha JIECTUHAINATA, COOCTBEHUS OIUT
U CIIyXOBETe, BIMACIIN BHPXY Ch3/IaBAaHETO HA
ompeneneH o0pa3. Bcuukm ropenocoueHH
(dakTopu MO3BOJISIBAT TPH CIIOMEHABAHETO HA
MMETO Ha JECTHHALMATA BEIHAra Jia ce MmocT-
poM LiA7a Bepura OT acolMalMU 10 OTHOILE-
Hue Ha aecruHauusTa. Crnopen A.IL Ilankpy-
XWH, AIMADKBT Ha AECTHHAIMATA caM 110 cebe
CH € KOJIEKTHBHOTO MHEHHUE Ha TOTPeOnTENH-
T€ OTHOCHO OTJIMYHUTEIHUTE U U3KIIOUUTEIHH-
T€ XapaKTepUCTHKH Ha TypUCTHYEcKaTa Jjec-
TUHANUs, GopMUpaIly HEeHHATa TPUBIICKATEI-
HOCT 33 [IOTCHIHAIHHATE TYPHCTH.

EdextuBHOTO MpoyuyBaHe W pa3paboTBa-
HE Ha JIECTHHAIIMH OT TYPOIEpPaTOpUTE MOXKE
J1a ObJie YCIIEIIHO OCBIINECTBEHO MPU HAJIHYH-
€TO Ha: KaluTajl, CbBPEMEHHH TEXHOJIOTHH,
MOTEHIHAN OT KaJpH, IPUPOJHU U KYJITYpHO-
HCTOPUYECKH PECYPCH, T.€. KOMIUIEKC OT (ak-
TOPH 32 pa3BUTHE HA JecTHHANUATA. ToBa 03-
HayaBa, e He € JIOCTAaThYHO CaMO Jia Ce TIPHUB-
Jexat ()MHAHCOBU PECYpPCH M Jla C€ M3IOI3BaT
CHBPEMEHHH TEXHOJOTHH, HO U TIPEIN BCUYKO
Ja ce u3bepe MACTO, C HEOOXOAUMHTE pecyp-
cu. Cv30asanemo na 0oépe oomucnen oopasz
Ha mypucmuueckama 0eCmMuHAyUA yeeiuia-
84 HellHama YeHHOCm 6 ouume Ha nompeou-
menume, KOemo om 805 CMpPAHA yEeaudasa u
nazapuama i CmouHoCm.

DA ®. T'opoxoB , MeToandeckue MONOKEHHS 110 GOPMHUPO-
BaHMIO OpeH/a TYpHCTUYECKOH JecTuHanuu, [Ipodiaemsr cos-
pemenHoit sxoHoMukn, N 3/4 (19/20), 2006
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TENDENCIES IN MARKETING AND DEVELOPMENT OF
DESTINATIONS BY TOUR OPERATORS UNDER THE
CIRCUMSTANCE OF GLOBALIZATION

Ph.D. student Margarita Misheva

Department “Economy of tourism”
University of National and World Economy, Sofia

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.'

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.”

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.’

The tourism as the one form of the world

! Maksimova, M. “The problems of stability of the global
economy” // M3 and MO. 2004. Ne 9. p. 13.

2 Dyumulen LI, “International trade in services”, M., 2003. P.19.
30.V. Lisikova, “Sustainable tourism development in the
context of global instability”, 2009
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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.* 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.’

Basic tendencies in marketing and devel-
opment of destinations by tour operators are:

e cvaluate the natural and analyse the
recreative resources of the destination, paying
attention to the main problems in using them;

e development of an information system
that provides the necessity of destination
marketing;

o revealing the special features of the social

* E.S. Milinchuck, “ Tourism and globalization processes”
> 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;

e 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;

e taking into consideration the prefer-
ences of tourists for destinations:

e formation of a complex of actions for
the promotion of the destinations and creation
of an effective strategy for market positioning;

e a promotional-information campaign
and participation at world exhibitions with the
main purpose to promote the destination op-
portunities of the destination.’

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.’

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

%3.S. Nikolaevna, “Forming strategies of market positioning
and promotion of tourism and recreation destinations”, Sanct
Peterburg, 2011

"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.”

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. VI. Yun-Deenovich, “Managing the development of
business tourism in the region, Moskva, 2003
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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”.’

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."

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.)."

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

? http://intelmedia-group.ru/press-centr/publikacii/
konceptualnye-osnovy-kompleksnoj-marketingovoj-strategii-
razvitiya-turisticheskoj-destinacii/

' N.A. Goncharova, “Internet promotion of tourist destination
: tourist portal DMO”

"'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."

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-

Phttp://intelmedia-group.ru/press-
centr/publikacii/konceptualnye-osnovy-kompleksnoj-
marketingovoj-strategii-razvitiya-turisticheskoj-destinacii/

tiveness to potential tourists."®

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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[locnenuuTe ABEe TOOMHHM ca TOJAMHH 32
BB3CTAHOBSIBAHE HA CBETOBHATA WKOHOMHUKA W
KaTo OTpakeHHE Ha TIIO0ATHUTE MKOHOMUYEC-
KU TIPOIIECH TYPHCTUYECKHUSI CEKTOp ChIIO Oe-
JeXH pacTex. B3auMoaeicTBUETO Ha Typorie-
paTopuTe C M3MpalaliiTe W TOCPEIIAIHTE
CTpPaHU ce TMPOMEHS B ChOTBETCTBUE C III00A-
HHUTE TEHJICHIIUH. B JBJITOCPOYEH acleKT mpe-
JIM3BHUKATENICTBATA, KOUTO CTOAT TIpeIl Typorie-
PATOPCKHSI CEKTOpP Ca CBBP3aHU TPEJH BCHYKO
C KOHKYPEHTHOCTIOCOOHOCTTa W YCTOHYHBOTO
pazButHe. B HacToOsIIMS JOKIIA] IIIe pasriieiam
BB3MOXKHOCTHTE ¥ 3aIlIaXHTe, KOWTO Tiio0a-
HHUTE TEHJICHIINH TPEIN3BUKBAT B XapaKkTepa H
pa3TUYHATE aCMeKTH Ha B3aWMOJIEHCTBHE Ha
TypoIepaTopuTe ¢ M3NpamiauTe W Mnocpenia-
mUTe CTpaHu. Te ce OTHACAT MPEAU BCHYKO C
JneMorpa)cKuTe MpOMEHHU, UHTEH3UBHOCTTA HA
KOHKYPEHIIUSATA, CBbP3aHa C TI00AIHUTE Ma3a-
pH, MapKETHHI'OBOTO IUIAaHWpPaHE, Pa3BUTHETO
Ha TPOIYKTHUTE, HOBUTE TUCTPUOYIIMOHHH Ka-
Hall, WHTEPHET W T.H., B3aUMOJCHCTBHETO C
KOHKYPEHTHUTC, KIIMCHTUTC U MCAUNTC.

Ha mepBo MsicTo mckam ja otOenexa, ue
nemorpadcekute (GakTopu BIHSAT BHPXY TOBA
KbJIe, KaK U 3aIl0 MBTYBAT MOTPEOUTENNTE HA
TyporiepaTopcku ycnyru. ['mobamHure gemor-
padCKu TCHICHITMHM KAaToO yBEIWYaBaHE Opos
Ha HaceJIeHUeTo, ypOaHu3aIusITa, MATPAIHATA
U HOBUTE CEMEIHHU CprKTypI/I1 MIPOMEHSAT TO-
TaHO B3aMMOJICHCTBHETO Ha TYpOIEpaTOpu-
Te, KaKTO C M3MpallaliuTe, Taka U C IHocpe-
mamure crpand. HeoOxoammo e Te ma rmoc-

! loknan ma CeeToBHATA TypHCTHUECKA Oprammsanus u Ep-
porneiickaTa TypucTudecka arenmus ot 2010r.
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peIHAT TCHJICHIIMUTE Ha 3acTapsBaHe W MYII-
TUKYITYpU3aIisl Ha HACEJICHUETO. 3a J1a Bb3-
JIeWiCTBAT BBPXY PEATHUTE CH U TOTCHIINATHH
noTpeduTeNnu Typoreparopute TpsOBa na
MIPeJJIoKAT MHOBATUBHY M CHJIHO JAH(epeHIu-
paHM TPOJYKTH, 3alIOTO B YCJIOBHITA HA TJIO-
Oanmm3anus He TpsOBa na ce 3a0passi, 4ye OcC-
HOBHA I1eJT HAa B3aUMOJEHCTBHE Ha Typorepa-
TOPUTE C W3NpAIIAIATe ¥ TOCPEIIAIIUTe
CTpaHM € CBbP3aHO ChC 3ala3BaHe M yBeJInya-
BaHE Ha Ma3zapHus I,

Heocriopum axkrt e, ye TyporepaTopckus
CEKTOp MIMa HapacTBaIlla PoJis 3a MMOBUIIIABAHE
paBHuero Ha BBII, yBennuaBaHe Ha HETHUS
M3HOC W TIOHW)KaBaHE PaBHUIIETO Ha 0e3pado-
THIA B MOCPEMIAIINTE ¥ HM3MpPAIIANINTe CTpa-
Hu. TypornepepaTopuTe ca HOCUTENU Ha COIHO-
WKOHOMHYECKH PAaCTeX M Pa3BUTHE, HO OT JIPY-
ra CTpaHa WM € HeoOXoJuma M MOMOII B YT-
BBPKJIABAHETO HA CEKTOpPA KaTO MPUOPUTETEH
3a HaI[OHATHATA ¥ MEKIyHAPOIHA TIOUTHKA.

I'moGanu3anmsara Biwsie BbPXY Typorepa-
TOPCKHUTE MPEINPUATHS KaTO JI0 ToJiiMa CTe-
MICH YJICCHSIBA TPAHCHALMOHAIHUTE UM JICH-
HOCTH, T.€. pa3lmHpsiBa 00XBaTa Ha H3Ipalia-
mure crpaHu. [loBeyero TypormepaTopcku
(bUpMU TTOHACTOSIIEM ITOCPEICTBOM HHTEPHET
MpeziaraT CBOMTE MPOAYKTH Ha Ta3apH, KOH-
TO NMPEMUHABAT HAI[MOHAJIHHUTE IpaHuIld. ToBa
MIPaBU B3aMMOJICHCTBUETO Ha TypOIepaTopuTe
C M3MpalIaliuTe CTPAaHW MHOTO MO-BCEOOXBAT-
HO Y MHTCH3HBHO.

['openocoueHOTO ce OChINECTBSIBA B W3-

2 www.unwto.org/en/event/promoting-tourism-sustainable-
development-and-poverty-reduction
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BECTHA CTETEH MAaJIKO MO-TPYAHO OT MAajKUTe
W CPeIHU TPEeANPUATHS, KOUTO ONepupar Ha
MexayHapoaHus maszap. IIpenBuj TexHMs
pasmep, Te HEe MOraT Aa pealu3upaT ChILIH
yCIieX, KaKTO TOJIEMUTE KOMITAHUH U 33 TOBa
OCBIIECTBIBAT JIEHHOCTTA CH CaMO Ha MeCT-
HUS Ta3ap WM MOTaT Jla HaBJIA3aT HA HOB Ma-
3ap caMo C ITOMOIIA Ha TI0-TOJIEMU UTPAYH.

Teopunte, cBBp3aHH C TIOOATHM3AIMATA
MOCOYBAT MHOTO B3aUMOCBBP3aHU Tporiec. B
peauia WHIYCTPUKM, MKOHOMHUUTE OT Mamada
Ce U3MOJI3BAT OT TOJIEMHUTE MPEATIPUSITHS, HO U
MAaJIKUTE W CPEHU TIPEINPHATHS CHIIO ONepPH-
par Ha MEeKAYHAPOIHHA T1a3ap, KaTo BHBEXKAAT
romiMa 4act OT HMHOBATHBHUTEC CTPATCruu B
oTpachia. MHOTO OT TeOpuHTE Ha CTpaTeru-
YECKHUsI MEHUJDKMBHT IOJUepTaBaT HEOOXOIH-
MOCTTa OT WHOBAIIMH, KaTO €IHa OT BB3MOXK-
HOCTHTE € MPEANPUATHATA Ja ThPCAT Hepaspa-
0OTeHM Ma3apHH HUIIHM U 3 CH ChTPYAHNYAT, &
HE J1a ce KOHKYpHUpaT MMOMEXIY CH, KOETO € U3-
KJTFOUUTENIHO TIOJXOJIAII0 32 MECTHHTE, He3a-
BUCUMHU TYPUCTHUUYCCKU arCHIUMU.

OT BHJA HA TpeIUTaraHuTe TPOJYKTH 3a-
BUCH KOHKYPEHTPOCIMOCOOHOCTTa Ha TYpOIe-
paropuTe, 3amoTo TOH € OCHOBHOTO CPEACTBO
3a BB3ICHCTBHE BBHPXY KpaiiHWTE ToTpeOuTe-
. TpaluMOHHUTE NMPOLYKTH U yCIYTH JIec-
HO MOTaT J1a ce 3aMEHsT C JIPyTHd, a BUCOKOKa-
YECTBCHUTE M WHOBATHBHU TPYJHO CE UMHTH-
par WM 3aMEHST, KOETO OCUTYPsSiBa HKOHOMHU-
YyecKa M3rojia 3a TypOIepaTOPCKHUTE TPEIpH-
arusi. Cb31aBaHETO HA HOBU KOHTAKTH C KOHT-
pareHTy OT Hero3HATH JI0Cera JIECTUHAINU OT
CBOsI CTpaHa yBelMuaBa W o0XBara Ha Mmocpe-
IIAIIATE CTPaHHU.

Hapen ¢ ToBa riobanusanusita mpoMeHs
poJIsiTa Ha MAIKUTE W CPEIHU MPEIIPUITUS U
B paMKWTe Ha MeCTHAaTa MKOHOMHKa. Te ce
pasriexaaT KaTro TIO-Maiko e(eKTHBHH B
CpaBHEHHE C TOJICMHUTE Ma3apHU YUYCCTHUIU U
JIOTUYHO MPOTHO3MTE Ca, Y€ C HapacTBaHE Ha
ro0anu3anysi BBHIIHATA Cpella 332 MAaJIKUTE
NpEANPUITUS cTaBa Bce TO-BpaxaeOHa. Jlo-
IBITHATETHUTE Pa3XOId CBBP3aHU C IpOoIeca
Ha riobanmu3anus (GUKCHpaHu pa3Xxoau 3a H3-
CleZlBaHE HAa BBHIIHATA CPeZa, TEIeKOMYHH-
KallMOHHM pa3Xoju, KaKTO M IPEroBOpU ¢
9yKIM TIPABUTEJICTBA) Ca CBHP3aHU MPEAUMHO
¢ JeiiHOCTTa Ha rojemute GUpMU. Majkure u
CPeIHU TYpOIIEPAaTOPCKH (UPMH MOTAT Ja ce

WHTETPUPAT B €IUH TOJSAM IEHTpaIH3HpaH
ouc, 3a 1a ce BB3MOI3BAT OT MKOHOMHH OT
maiaba. Ho crienudukara Ha MpOAyKTUTE UM
U JIOSTHOCTTa Ha KIUEHTUTE UM TIPaBU TOBA
HE caMO HEpEealuCTUYHO, HO U HEKENATEIHO.
ITon3ure OT JNOKamM3alMsATa, BMECTO IJI00a-
HUS WHTETPUPAH W KOOPJIMHUPAH TOAXOM, ca
OpHUCHTHPAHHW KbM KIHCHTA M aBaT BB3MOXK-
HOCT Ha (pUPMHTE Ja yBEJIUUaT Ia3apHara CH
MOIIl U B KpaifHa CMETKa J1a Pa3IMupsT maszap-
HUS CH JSUI, KOETO € OCHOBHA 1€ Ha Typorie-
paTOpCKUTE MPEIIPUSATHS MPU B3aUMOJICHCT-
BHETO UM C H3IMpANIAIIUTe CTPaHH H TOCpe-
IIAIIATE CTPAHH.

B ycnoBusTa Ha riiobanm3amus Ha TypHUC-
THYCCKHUS CEKTOp (PaKTOPUTE, KOUTO OIpPEIe-
JSIT e(EKTUBHOCTTa HAa B3aUMOJICHCTBHE Ha
TypONEpaToOpUTe U TEXHUTE PEATHU U MOTCH-
[MAJIHY KJIUEHTH ca CIEIHUTE:

I'bBKaBOCT — CIIOCOOHOCT [1a c€ aJallTh-
paT KbM H3UCKBAHHUATA HA KIMEHTHUTE CIPSIMO
pa3IMYHUTE €JIEMEHTH Ha MAapKETHHTOBUS
MHUKC. B kpaiiHa cmeTKa, 'bBKaBOCTTa BOJIHU JI0

MIepCOHANIN3UPAHE.

Bbau3socrt — criocobHOCTTa 1a OBIe OIU30
J0 Tasapa, Ja ce pazdepar KIHEHTHTE ChC
cnenupUIHUTE UM HYXKIH U KEeJTaHHS.

Kpatko Bpeme 3a peakumsi — croco0-
HOCT JIa C€ OTTOBOPU BeJHAra Ha KOHKPETHUTE
MOTPEOUTEICKH U3UCKBAHHUS.

I'eBkaBocTTa, OJM30CTTa H  KPaTKOTO
BpEMeE 3a PEaKIUs ca CHIIHO CBBbP3aHH ITOMEXK-
Iy cu: OJM30CTTa OCHUTYpsSBa OCHOBHTE Ha
I'BBKABOCTTA, a TSI OT CBOSI CTpaHa 00ocobsBa
KpPaTKOTO BpeMe 3a peaknus. U Tpure ocury-
psIBaT KOHKYPEHTHHU MPEAUMCTBA, JOPH KOTa-
TO MECTHHTE KYJITypa, TEXHUKA, ThPTOBUS H
MpaBO c€ pa3iuyaBaT TOJIKOBA MHOTO B pa3-
JUYHUTE CTpaHdh. Te3n XapaKTepUCTHKH Ha
M3MPAIIAIIATe CTPAHU BIUAAT 0COOCHO CHITHO
BBPXY BCHUKH TYPOIIEPATOPCKUA M TypareHTC-
ku Gupmu. [ToBeueTo KIMEHTH HE pe3epBHUpar
I'bTYBaHE WJIM TIOYMBKA BCEKHU JICH, a Cymara,
KOSITO T€ OTIEJIAT 3a TOBA TPEJICTAaBIIsABA 3HA-
YUTEJIHA YaCT OT TOJMUIIHHI UM JOXO0/, 38 TOBA
JIUIHOTO, THBKABO W OBP30 OTHOIICHHE Ha
MECTHHUTE TYpOIEpaTOpH HECHhbMHEHO HMa pe-
JIUIIa IPEIUMCTBA.

[IporiechT Ha rioGanmu3alms oka3Ba Or-
POMHO TMOJIOKUTEIHO BB3ACUCTBUE BBPXY
CBETOBHATA TYPHUCTHUYECKA HHIYCTPHS, & CHIIO

167



HUHDPACTPYKTYPA U KOMYHHUKAILIHH, BP. 7, 'OJ[MHA 4

Taka ¥ 0OsSCHSBA 3aI0 TS MPOIbIKaBa J1a pac-
Te u pacte. Ha mbpBO MSCTO, HaMalIBaHETO
Ha TPAHCIOPTHUTE Pa3XOAM, CBBP3AHO HaWl-
BEYe C aBHOKOMIIAaHMHUTE T03BOJIsIBA Ha BCE
MOBEYE XOpa Jia ITbTYBaT B 4y KOUHA.

HapacTBamara WHTEH3UBHOCT Ha MEXTY-
HapoJHaTa THPTrOBHS BOJU W JI0 yBEJIHYaBaHE
Ha pa3Mmepa Ha bBII Ha rnaBa ot HaceleHUeTo
B MHOT'O CTpaHHU M0 Lenus cBAT. B pe3ynrar Ha
TOBa HapacTBa Oposi Ha TYpHCTHTE, T€ M3pa3-
XOJIBaT MOBEYE MapUYHU CPE/CTBa MO BpEMe
Ha MPECTOSl CH U MOTaT J1a CH MO3BOJIST MOBE-
4e 1 TO-TyKCO3HH MTOYNBKH.

3a ma ompenmenst B3aUMOJICHCTBHETO Ha
TypUCTHYECKATa HHIYCTPHUS MU I10-KOHKPETHO
Ha TYpOIEepaTOPCKUsl CEKTOp B KOHTEKCTa Ha
rinobanu3anyara e pasriieaaM 1 pa3IuuHuTe
na3apHu cyOeKTH:

Typucrnuecka arenuusi: B necerue-
TusATa cieq Bropara cBeToBHa BOMHA, KOrato
TypUCTHYECKaTa MHIYCTPUS NpoubTsIBa TY-
PUCTUYCCKUTE arcHuun IIpCaACTaBIABaT HOB
TUI OuM3HeC M OposAT MM HapacTBa Obp30.
Bwnpeku, ue MHOTO Xopa ca B ChbCTOSHHUE A
HAIpaBsT caM¥ CBOUTE pe3epBallid, UMa U Ta-
KHBa, KOUTO U30MpAT yCIYTHTe HAa MBTHUYEC-
KWATE areHTH, 3all0To OCh3HaBaT (pakrta, 4e Ta-
Ka CIIECTABAT CPEJCTBA, BpEME U JIOPU HEMpH-
aTHocTH. KoMIuiekcHUTE UM 3HAHHUS OTHOCHO
TpaHCIIOpTa, CPEeACTBaTa 3a MOJCIOH H 3abe-
JICKUTETHOCTUTE TapAHTUPAT MPUSITHOTO IMb-
TyBaHE 32 TEXHUTE KIHEHTH.

Typonepartop: B xoHTeKcTa Ha TI00aTH-
3aIusiTa MHOTO CEKTOPH C€ TPEBPHINAT BBHB
BUCOKO KOHKYPEHTHH M € HE0OXOJHMMO Jia ce
HaMaJAT Pa3XoMTe, 3a Jia olefiee ChbOTBETHa-
ta upma. B pesynrar ot koHcoIMIanMATa Ha
TypUCTHYECKaTa WHIYCTPHUS MHOTO OT ToJie-
MUTE TPEINPHUATHS Ca BEPTHKAITHO WHTEIPH-
panu. Te3n dupmu mMaT CBOM COOCTBEHH ca-
MOJICTHHM KOMIIaHUMM W XOTCJIM W IIpcajiarat
HUCKM lieHH. [loHsKOra NeHCTBUTEIHOTO (H-
3M4EeCKO TPUCHCTBHE Ha TypHCTHYECKaTa
arcHUUs Beue He € He0OXOJMMO, 3alI0TO MOT-
peOuTenuTe pe3epBUpAT CBOSATA MMOYMBKA OH-
JAifH 4pe3 pasTudHA CaWTOBE OJyarogapeHue
Ha yCHBBPIIEHCTBAaH codTyep. ToBa pa3BuTHe
JlaBa BB3MOYKHOCT TOJIEMUTE TpPeIIpUATHS
JIOpH Jla CHIECTSABAT OT Pa3Xo/H 3a TPY/I.

MankuTte W HE3aBUCUMH TYypOIEepaTopu
HE MPHUTEKaBaT CaMOJIETH W MecTa 3a HacTa-
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HSBaHE W CIIEIOBATEIHO, TPSAOBA Ja TH pe3ep-
BHpaT, KOETO TH MpaBU HEKOHKYPECHTHOCIIO-
COOHHM CIIpSIMO ToJieMHuTe (PUPMHU IO OTHOIIIE-
HHUE Ha IIeHaTa.

Jlpyro Ba)XHO B3aUMOJIEWCTBHE B YCIO-
BUSITA HA HOBUTE TIJ00ATHM TCHACHIUU €
CBBP3aHO C BHCOKHTE HHWBA Ha KOHKYPEHITHS,
KaKTO MEXIy CaMHUTE TypOIepaTOpH, Taka U
MEXKIY TSX U ABHOKOMIIAHUHMTE HaIpUMeEp.
TSIXHOTO TPECTPYKTYpHUpPAHE KATO MOEMAaHETO
Ha Swiss ot Lufthansa u KLM ot Air France,
BCe TO-rolieMHs Opoil Ha HHUCKOTapu(HUTE
MIPEeBO3BayH, BOAAT 10 PACTEX Ha Ma3apa, HO
MIPEICTABIABAT 3aljlaXxa 3a TPATUITHOHHUTE
TypOTIepaTOPCKH JEHHOCTH Upe3 Taka Hapeue-
HHWTE ,JUHAMU4YHKA Maketn”’. To3u Monel
BKJIIOUBA MpsIKa MHIUBUAyaAIHA pe3epBalus Ha
TYPUCTUYECKH TIAKET TJIABHO Ype3 WHTEPHET.

TyponepaTopckusiT CEKTOp MOXeE Ja pea-
THpa 10 ABa pa3lIWYHM HauWHA Ha Ta3W 3all-
Jaxa: Ia ce ChCPEAOTOUYHN BBPXY MPEIaraHeTo
Ha JaJeYHU MIBTYBAHUS O €K30TUYHH JIECTH-
HaIlU¥ WIKA J1a Ch3lajie CBOM MHTEPHET ILIaT-
¢dopmu. B mbpBUs chaydall TyporepaTropure
n3MoN3BaT (hakTa, ye KIMSHTUTE MPEIIOYATAT
npodecroHaNeH ChBET, a BB BTOPHS CIydaid
TypoTiepaToOpuTe, KOUTO pasmojarar ¢ (hpuHaH-
coBu pecypcu, kato TUI Hamnpumep ca B che-
TOSIHHE JIa pearupaT CBOCBPEMEHHO HAa HOBUTE
TCHICHLIAN.

Enun ot TpenmoBeTe Ha masapa Ha TYpo-
MePaTOPCKH MPOIYKTH € MPOMSIHA B MTOTPEOH-
TEJICKOTO ThpceHe. KimeHTHTe M3MCKBAT II0-
BHCOKO KayeCTBO BBB BCSIKAa YaCT Ha CBOETO
IBTYBAHE U MO-IBJITH PA3CTOSHUS 32 MbTyBa-
HE B CpaBHEHHUE C MPEAXOJHUTE FOJUHH, KOe-
TO ChBCEM ECTECTBEHO NPEBPHIIA CK30THUHU-
T€ JECTHHAIMH B TIO-TIPUBIEKAaTenHU. Jpyru
MIPOMEHH, KOWTO ce HaOJromaBaT mpe3 TOc-
JIEJHUTE JCCETHIICTUS Ca BBBEXKIAHETO Ha
HHPOPMAITMOHHUTE TEXHOJIOTUH B TYPHCTH-
YecKusl ceKTop. ToBa BIUSIC HE CaMO BBPXY
mpoleca Ha opraHu3alys Ha JeHHOCTTa BBTPE
B TYypOIEPAaTOPCKOTO MPEANPHATHE, BKIIIOY-
Balll HOBU CHUCTEMU 3a pe3epBalliil U KOMYHHU-
Kalus ¢ TMOTpeOWTeNnTe, HO W Ha BBHHITHATA
(GYHKLHUSA HAa TYypOIIEpaToOpuUTe.

['mobGanHuTe TEHACHIMH TPH B3aUMO-
JNCHCTBUETO HAa TypONepaTOpUTe C HU3Ipalia-

3 www.tui-group.com/en/sustainability/companies
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MIUTEe ¥ MOCPEIIAIIUTe CTPaHU ca CBBbP3aHU
Ipeiu BCUYKO C MHTEPHET, KaTo CPEJCTBO 3a
u300p W pe3epBalys Ha MbTyBaHe. To3u akt
JI0 U3BECTHA CTENEH HaMalsiBa ThPCEHETO YcC-
JyruTe HA TPAAULMUOHHUS TYPUCTUUECKH
areHT. Ho Hapen ¢ ToBa MHTEpHET NpeNOCTaBs
BB3MOKHOCT [Jia C€ M3M0A3BaT HOBU IIO-
e(heKTUBHN NUCTPUOYIMOHHHU KaHAJH, KOWUTO
roMaraT Ha TypOIIEpeTOpHTE Aa M3MA3aT H3-
BbH MOJUTHYECKUTE TPAHUIIN HA M3MPalIalln-
TE CTPaHU U Jia JOCTHTHAT U OOCIYXBaT MO-
TEHLUHUAIHUTE CU Ta3apH, HO 3a ChXKaJCHHUE B
yCJIOBHUATa HA MHOTO MHTEH3HBHA, a B HIKOH
CJly4yad 1 HEJIOSUIHa KOHKYPEHIIHS.

Hsixon ot mpomenute, kouto 0Osixa To-
pecrioMeHaTH ca MOo-BUCOKUTE Pa3XoJH 3a YII-
paBJeHHEe Ha TyporepaTopckaTta ¢upma, 3a
Ch3JaBaHe U MOJIbPKaHE HA

caiit. IIpekasneHo roisM e v LEeHOBHs Ha-
THUCK OT I0CTaBYMLIU U KOHKYPEHTH.

[Ipean3BukarencTBara Ipea TyponepaTo-
pHUTE CBINO Ca TACHO CBBP3aHU TOMEXKAY CH.
Te BKkIIOUBAT HapacTBallaTa KOHKYpPEHIHS
MeX1y (GupMuTe OT eIUH U ChII reorpagcKu
paiioH, KOMTO TpeiaraT NoA0OHH MPOLYKTH
U MHTEPHET KaTO CPeICTBO 3a M300p Ha IO-
YKMBKA U IO-CIIELHAJIHO 33 pe3epBalMs Ha ca-
MOJIETHU OUIIETH.

[TprunHaTa TE€3u JBE MPOMEHJIMBU Ja ca
CBBbp3aHH ChC B3aMMOJICHCTBUETO Ha Typole-
paropute C M3MNpalalluTe M HOCPEIIalIuTe
CTpaHH B YCIIOBHATa Ha HOBHUTE TJIOOATHH
TEHJCHIMNU €, Y€ U ABETE Ce OTHACAT O KOH-
KypPEHTHOCIIOCOOHOCTTA, 3all0TO LEIUAT CEK-
TOp € BUCOKOKOHKYPEHTEH M ChILECTBYBa TO-
JsIMa OTACTHOCT 3a 3ary0a Ha Mmas3apeH Jsil.

Heka cera pasrmename peanHOTO Bb3-
JeiicTBue Ha riofanu3aunusTa BbpXy Typorie-
paropckute GUpMH Ha MECTHO HHUBO. ['1oOa-
JAM3alyATa BIMSHME HA MAJIKUTE M CPEIHU
OpEeNPUSTHS TI0 IBA OCHOBHM HauuHa. [IbpBO
TS JI0 ToJIsIMa CTEINEH YJIeCHsSBAa TpaHCHAIHO-
HaJIHUTE UM JEHHOCTH U BTOPO Iiiolaiu3anu-
ATa MPOMEHs POJIsiTA UM B PaMKHUTE Ha BbBT-
PCLIHUTE UKOHOMUKH.

[Ipean Bcuuko BUHArM MMa Ha4MH 100Ope
MEHQKUPAHUTE M OpPraHM3UpPaHU MaJKd H
CPeIHU TypOIIEpaTOpH Jia OILEJesT B yCIOBUS-
Ta Ha OypHa BBHIIHA Cpela C WHTCH3MBHA
KOHKYPCHLIHSL.

Moxe Ou Hali-mpacTHMYHAa TIpOMSHA €

CBBp3aHa C Pa3BUTHETO Ha HH()OPMALMOHHUTE
TEXHOJIOTMH, KOUTO KOPEHHO IIPOMEHAT Hauu-
Ha Ha OpraHU3allus Ha JISHOCTTa B Typoriepa-
TOPCKUS W TypareHTCKust cektop. Houst
copTyep MpOMEHs HayMHa, MO0 KOMTO ce pe-
3epBUpPAT MOYUBKUTE M CaMOJICTHUTE OHJICTH,
a ChILO U KOMYHHUKALUATA C KIIMEHTUTE, KOETO
npezfoctaBs Ha (UPMHUTE B CEKTOpa peaula
BB3MOKHOCTH, HO ¥ MHOXECTBO 3aIllaxH.
Huckorapupunute aBHOKOMIAHUH CHLIO TMPO-
MEHAT TYpPUCTHYECKHs Tnehs3ax B Espoma,
[JIABHO B YIIBPO Ha TYPUCTUUECKHUTE areHIIMH.

Ot gpyra rieaHa TO4ka TypoOIEpaTOpUTE,
KOUTO PabOTAT B €AWH M CHIIH TeorpadCcKu
paifoH, mpejarat MoJoOHH MPOAYKTH U W3-
TIOJI3BaT MHTCPHET KaTO CPEACTBO 3a IMPUBJIN-
YaHe Ha HOBU KJIMEHTH, J00aBsiHE Ha HOBH
JCCTHHALMY WM pa3pabOTBaHE HAa HOBU TY-
PUCTHYECKH TPOLYKTU EXKETOAHO, KOETO UM
rnomara 1ia ca no-0Ju30 10 CBOUTE KJIHMEHTH,
Jla HaBJIA3aT HA HOBU Ia3apu WM Ja pa3lliu-
pAT cBos MazapeH Jsul. BeB Bpb3ka ¢ To3M ac-
MEKT € JKeJaTesHO Te Jia ce CIeIUAIU3Npar 1
CbCPEAOTOYAT BBPXY Ma3zapHU HHUIIM C TIO-
MaJIKO KOHKYPEHLHMS, MPEAOCTaBsIIH IOBEYE
BBH3MOXKHOCTH 32 MAJIKUTE U HE3aBUCHMH IIbT-
HU4Yecku areHuuu. KnmeHrckure cuctemu 3a
MEPCOHAIHO O0CTyXBaHe W 0oOpaTHa BpPbB3Ka
ca eqHa OT BB3MOYKHOCTUTE 3a IOBHIIABaHE
6IM30CTTA C KIHEHTHTE .

Koraro pasriexname TypucTHYecKara
UHIYCTpHs B HEIHaTa LSUIOCT € BaXKHO Ja ce
ordeTre (akra, 4e MAJKUTE M CPEAHH Hpenr-
pUATHSL, KOUTO paboOTAT B TYPOIEPATOPCKUS
CEKTOp Ha MECTHO HUBO Ca CHJIHO 3aBHCHUMHU
OT MIPOMEHHTE HACTBHIBAIIM B ITI00ATHOTO TY-
PHCTHYECKO Pa3BUTHE.

He tpsabBa na ce moaueHsiBa U B3auMO-
JEHCTBUETO HA TYpOINEPAaTOPUTE C MEIUUTE B
n3NpalaluTe ¥ HOocpelaluTe cTpaHu. To
numa paznuuau acriektd. OT eqHa cTpaHa J100-
pe opraHu3upaHata W TpPOBEACHA peKJIamMHa
KaMIaHWs TloMara Ha NpeInpHusaTUsITa J1a Joc-
TUTHAT 10 MO IIMPOK KPBI MOTpeOuTeNu, 1aa
yBeIMYaT nazapHus cu s, Aa MOBUILAT JIO-
SJTHOCTTA Ha MOTPEOUTEINTE KbM ChOTBETHATA
TyporepaTopcka GpupMa u Ja NpuIo0usIT HOBH
KOHKYPEHTHH IIPEIUMCTBA.

TyK € M3KIIOUUTENHO BakKHA pOJIATa Ha

* www.inroutenetwork.org
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rno0anu3anuara, 3aloTO TS M HOBUTE HH-
(GOopMarMOHHN W TENEKOMYHHKAIIMOHHH TeX-
HOJIOTMM TIPEBPBINAT MEAMUTE B OCHOBHA
JIBIDKEINA CHJla Ha BCEKH €IMH acleKT OT 4o-
Bemkara jaeiinoct. HoBute rinodanHu TenaeH-
UM JaBaT Bb3MOKHOCT Ha MEJUHTE J1a MPEo-
JI0JIE€AT BCHYKH OIPaHUYEHUS KaKTO 110 BpPEME,
Taka u 1o mscro. Madopmanusra noctura 1o
BCSIKa TOYKA B CBETA M TO B PEAIHO BpeMe, KO-
€TO OT €/lHa CTpaHa € Bb3MOXKHOCT 3a Typolle-
paropckuTe GUPMH Ja MOMYJISIPU3MUPAT Jei-
HOCTTa U MPOAYKTHUTE CH, HO UM HOCH U pelu-
[[a 3aIllaX¥, CBBP3aHU C MHTEH3MBHOCTTA HA
KOHKypeHuusATa. [lopanan Ta3u npudmHa ycrme-
XbT Ha MeIWifHaTa peKiiama 3aBUCH MpPeIu
BCMYKO OT M300pa Ha MAapKETWHIOB CKHII,
KOMTO a ycree 1a JOCTUTHE CbC CBOUTE I1OC-
JaHUA A0 ChpliaTa ¥ yMOBeETe Ha xopara. ToBa
rapaHTUpa, Y€ KOraro Te INpaBAT CBOUTE pe-
3epBalMu 1e ce 00bPHAT KbM TYpOIepaTopc-
Kata (upma, KOSTO ce € OTIAMYMIA OT BCHUKH
OCTaHaIl B UH()OPMAIIOHHUS MTOTOK.

3a 1a Ob/ie MOCTUTHAT TO3U PE3yJITaT He €
omnpejessila peKiIaMHaTa KaMIlaHus — OIpe-
JIENAIL € UMHUJIKA, KOUTO CH € M3rPajnia Ch-
OTBeTHaTa Typomneparopcka ¢upma. OT u3K-
JIFOYNTEITHA BAXKHOCT € T 1a CH ChTPYIHHYH C
MEIMUTE 10 TIOBOJ PA3IUYHU H3CIIEBAHUS,
MIPOTHO3M, CHBETH 3a 3PUTEINTE BKIIOYEHHU B
pemnopraxu. Taka Typomneparopckata (upma
ce MOMyJIspU3Mpa Ype3 CKpUTa pexiama, Kos-
TO B pexuua ciydau € Ho-eeKTHBHa U OT
Hall-TeHUAITHUTE U CKBIIU PEKIIAMHU MaTepHua-
.

Ho Hail-BaKHOTO CHTPYJHUYECTBO HA TY-
pornepaTopuTe ¢ MEAMUTE B H3IMPALIALINTE U
MOCPELIALINTE CTPaHH C€ U3pa3sBa B OpraHU-
3MPAHETO HAa KaMIIaHUU W MPOSIBU CBBP3aHU C
YCTOHYHUBOTO paSBI/ITI/ICS . Korato typonepa-
TopckaTa (pupMa JeKjapupa CBOsTa 3arpuke-
HOCT BBB BpB3Ka C MpOOJIEMHUTE HAa OKOJIHATA
cpeza, B T.4. 3aMbpCSIBaHE, U34EPIIBAHE HA pe-
cypeute, IN00aJHO 3aTOIUISHE, 3alldTa Ha
3acTpalleHUTE BHJIOBE, 3ala3BaHe Ha Ouopas-
HOOOpa3ueTo, NpeojossiBaHe Ha OelHOCTTa,
OIa3BaHE Ha MECTHATa KyJTypa U OMT U penu-
1a ApYyTH, T U3Tpaxkaa cBOsI UMHIK. Typore-
paropuTe y4acTBally B TOJ00HH MHUIIUATUBH
CH CBhJEHCTBAT ¢ MEUNUTE U B3aUMOJAEHCTBAT

3 www.media.unwto.org
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HE caM0 C MOTpeOUTEeNnuTe B CHOTBETHATA
CTpaHa, HO U C [IPaBUTEJIICTBEHUTE U HEIIPaBU-
TEJICTBEHM OpraHU3allMd B Hes, 3all0TO W3-
paXIaHeTO Ha YCTOMUYMBO pa3BUTHE TO3BOJIA-
Ba HAa TYPHUCTHYECKHs CEKTOp Ja pealu3upa
MOTEeHIMajla CH Ha ABUIraTesl HA MKOHOMUYEC-
KU pacTeX M pa3BUTHE, KOUTO Ca OCHOBATa 3a
[IOBUILIABAHE HA KOHKYPEHTOCIIOCOOHOCTA U
Ha OTJEJIHUTE TYPOIIePaTOPCKH (PUPMH.

B mporpamara cu Tourism Vision 2020
CeToBHaTa oOpraHu3alnys IO TYpU3bM KbM
OOH mpornozupa 6mau30 1,6 mipa. MexnyHa-
ponnu neryBanus npe3 2020 r., kato EBpona
ce Ipearoiara, ye Lie 3ama3u IbpBO MACTO B
cBeToBeH Mamad, Ho M3rouna Asus u Tuxoo-
KEaHCKHs PErHoH IIe OTHEMAaT BTOPOTO MSCTO
ot CeBepna u lOxna Awmepuka. CpenHusar
pactex 1we Obae 4,1%, xaro EBpona u Ame-
pHKa ILle OCTaHaT M0J CPEAHOTO HHMBO 32 pPas-
NMKa OT ApyrH pernonn’. Tasu TeHACHIMs
[OTBbPK/aBa OTFPOMHMS IIOTEHLMA] Ha Ty-
pucTHYEeCKaTa WHAYCTPUsS Ja (QYHKIMOHUpA
KaTo reHepaTop Ha pacTek 3a Pa3BHBALINUTE Ce
CTpaHH.

[Tocnennure 1700aNMHU TEHICHLUUH I10-
Ka3BaT, 4eé IIbTYyBaHUATA KbM PA3BUBALINUTE CE
CTpPaHHU U CTPAHUTE OT TPETHs CBAT HapacTBaT
C MHOT'O TIO-TOJIEMH TEMIIOBE OT T€3H B 3amaj-
Hus cBaT. TyporepaTopute ¢ HeOOXOIUMO 1a
CH B3aUMOJIEHCTBAT M3KJIIOUUTETHO HMHTEH-
3MBHO C TE3H Ia3apH, 3all0TO T€ UMAT roJsIM
KamaluuTeT He caMo Karo IMOCpelialiu, HO M
KaTO M3IIpaIlally CTPaHU, HO OCHOBA M IIPHO-
pPUTET Ha TOBA B3aMMOJICHUCTBUE TPAOBA 1a Ob-
Jle TeHepHpaHeTo Ha CPEJCTBA 3a OMa3BaHETO
KaKTO Ha OKOJIHATa Cpefa, Taka W Ha KyJITyp-
HOTO HacCIe/CTBO.

¢ www.mkt.unwto.org/en/barometer

" Tomumen poknag Ha CBETOBHATA TYpHUCTHYECKA OpraHu3a-
s ot 2010 1.
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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
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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-
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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
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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.



CIIA TYPU3MDBT B CbBPEMEHHMUSA CBAT

EMuiausa AH10HOBCKA

Lloxmopanum
Kameopa "Hxonomuxa na mypusma"
VHCC

B cBeToBeH Maiad THPCEHETO Ha Cra ¢
IS MbTYBAaHC U BaKaHIMA C€ € MMOBUILIKWJIO JIBa
nbTH 0T 2004 roguna nacaM. UHTepechT KaTo
4e JIM ce MPOBOKHpAa OT pa3BEHYABAHETO Ha
yOexXIIeHneTo, 4e cla € 3a ,,KpacHBUTE™ U 3a
,oorature®. Cra yciayruTe ca ce MpeBbpHAIN
B JIECEH M JOCTBIIEH METOJ 3a CIpaBsSHE ChC
CTpeca W IPUIOCTHO MOJI00psBaHE Ha JIyIICB-
HOTO M (pu3myecko chcrosHUe. [Ipe3 mocen-
HUTE TOJMHU CE yBEJIMYaBa M THPCEHETO Ha
yelHec yCIyTH, MPEJICTaBIsABAIO CHhCTOSHUE,
MIPY KOETO TSJIOTO M Ch3HAHMETO CE€ YYBCTBAT
mobpe. Crma ¢unocodusita pazunta KakTo Ha
pellaKCHpaIuTe U JeueOHU MPOLEIypPH 3a Tsi-
JIOTO, TaKa ¥ Ha aHTH CTPEC TePAIMUTE 3a YC-
MOKOCHUE Ha yMa.

JlaHHWTE CHINO TaKa MOKa3BaT W 3aCHUIICHO
MPUCHCTBUE HA CIIa TypH3Ma U CIa MPOIeAypH-
T€ B MHTEPHET MPOCTPAHCTBOTO. MHOTOKPATHO
ca ce yBeJIMUMIM MH)OPMALMOHHUTE MaTepHa-
JIM TIO Ta3W TeMa, KOETO Kapa BCE TOBeUYe Xopa
Jla Ce MHTEPeCyBaT U BB3MON3Bar ot Tax. Ouep-
TaBa C€ TEHJCHIUATA: KOJKOTO IO-MOJIEPHO,
TOJKOBa TO-ThpceHo. C HapacTBamiara TOIy-
JSIPHOCT Ha CTIa TPOLETYyPHUTE M pelaKCHpaIii-
TE W JeueOHU Tepamuu ce HalogaBa W TCH-
JCHOUATA HaA IOBULICHO Ipe€ajiaraHe m CbOT-
BCTHO OpraHMU3UpPaHC Ha CIia MOYMBKH.

B xpononoruyeH acnekt cna Qpuiaocodus-
Ta gatupa ome ot [peBen Pum. Iloznatute u
1o nHec Pumckn OaHM ce MOsBSBAM HA TEpU-
TOpHATA Ha IISJIaTa UMIIEPUS U B TIOCIIEICTBUE
EBOJIFOUPAIA B KOMILUICKCH 32 OTMOpa M pa3B-
JICYCHUS], TIOIOOHN HA CHBPEMEHHUTE CIia KOM-
ruiekcn. Jlpyra xurmoresa crioMeHaBa Oenruiic-

KUSl Tpaj] cha, MpouyT C TOPEIIUTe CH MHUHE-
paJHU M3BOPH, 32 KOWTO CE BSPBAIO, Y€ MMaT
neyeOHU cBolicTBa. CBHKpAIICHUETO Cla —
Sanus per Aqua o3HauaBa "31paBe upe3 Boza'.
Cunara Ha MUHepajHaTa Boja € 100pe no3HaTa
¢ 1e4eOHOTO CH BB3ICHUCTBHE BBPXY TSIOTO U
nyxa Ha "yoBeka. Cra duocodusTa U3MoBsIBa
UMEHHO TOBa — OTITyCKaHe, pejakchpaHe Ha
TSUTOTO U MIPEYUCTBAHE U YCIIOKOCHUE Ha yMa.

LlenTa Ha HAacTOSIIMUS JOKJIAA € Ja Ompe-
JeIM CHhbBPEMEHHOTO CBCTOSHHME Ha ca Ty-
pHU3Ma, KaTto IMocoud M ObJCIIM HalpaBlICHUS
B HEroBoto pasurue. Ilocturanero Ha HacTo-
AI1aTa 1ei Mperosiara aHajau3 Ha OCHOBHUTE
NPUYMHM 32 Cla TOCCHICHHUATa M Hal-uecTo
M3MOJI3BAaHUTE TEPAllMUd B Cla WHIYCTPHSTA.
Te mwe Hu moMorHar 1a pa3depeM akLEHTHTE,
KBbM KOHUTO TpsiOBa J1a ObIaT HACOUCHU yCHIIU-
ATa Ha OBJrapckuTe NpEeANpHeMaidd B TOBA
HarpasjieHue. B mocnencteue ca mocoyeHu u
JOMHUHHpAIIUTE TEHJCHIIMA B CEKTOpa, W3Be-
neHu ot crermanuctute 10 2020 r.

Coyle Hospitality Group e mazapen auaep
B TalHOTO Ma3apyBaHEe M YCIyTUTe 3a NpOydY-
BaHE Ha Iasapa, NPeIUMHO 3a TYPUCTUYECKH
KOMIIaHUHU OT cBeToBeH Mamad. Te ca Hampa-
BWIM TipoyuBaHe cpen 1025 pecnonnmeHTH ot
34 crpanu Ha 6 KoHTHHEHTa rpe3 MaptT 2011 1.
Pesynratute OT TOBa mpoyuBaHE ca MpeicTa-
BeHn Ha ¢urypa 1. Te mpermoctaBaT Ha cha
npodecroHanucTuTe BB3MOXKHOCT 32 IIO-
n00po BHHUKBAHE B pa30MpaHETO Ha CBOUTE
KJIMEHTH W HachpyaBaHEe Ha IMO-TOJSIMA JIOSI-
HOCT CpeJl TAX C LI 3abPKaHETO HM.
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Relaxation/Stress Management
Hair/MNail/Waxi ng Maintenance
Improve Appearance

Skin Care

mol
®zol0

Gill

Pain Manapement
Social Experience
Other

Medical Reasons

@®urypa 1. OCHOBHM NIPHYUHH 32 CNa MOCEIEHUATA

Hsmounux: 2011 Global Spa Report om Coyle Hospitality Group,
http://www. coylehospitality.com/201 1-global-spa-report/

Ot nocoveHara gurypa Moxe ja ce 3ade- TOBOPHJIM Y€ TOJI3BAT Cla YCIYI'W OT MEIH-
JeXKU Ye Hal-rojsiMa YacT OT H3CIIE/IBAaHUTE [IMHCKHU TTPUYUHH.
PECTIOZICHTH ca OTTOBOPWIIM Y€ IpeIIpHeMaT B chIoTo n3cieBane € HapaBeHo MPOyY-
CTIa MOCELIEHUs C IIeN peslakcalus OT cTpeca, BaHE KOM ca Hal-4ecTo NpearpHeMaHuTe Cria
IIOCJIEBAHO OT MOJAPBIKKA HA BHHIIHUA BUJ, Tepanuu, KOUTO ca MpeJcTaBeHu Ha Gurypa 2.

T'puKa 3a KoxxaTa, KaTo Haii-Mallka 4acT ca OT-

Injectables (Botox, etc.) M 3%
Laser Treatments Bl 5%
Metaphysical treatments Bl 6%
Hydrotherapy M 7%
Services Indigenous to the Area I 9Y%
SignatureServices I 15%
Hairstyling I 17%
Hair removal [ 19%
Hair cut/color I )3?Y%
Body scrubs and wraps I 330
Manicure GGG 9%
Facials IS G2%
Pedicure IIEEEE—— 3%
Massage I O 2 %,

®urypa 2. Haii-yecTo npeanpueMaHHu cra Tepanuu

Hszmounux: 2011 Global Spa Report om Coyle Hospitality Group,
http.://www.coylehospitality.com/201 1-global-spa-report/
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B otroBop Ha BbIpoca Kol ca Hali-uecTo
MpeANpHeMaHnTe CIa Tepanuy, HaH-MHOTO
Xopa ca OTrOBOPWJIM Macax, IOCIEBaH OT
NEeIUKIOp, JULEBH Tepanuu, KaTo Hail-Maiko
ca OTTOBOPWIIM MaTe(hU3UYECKH, JTa3epHHU WU
WHKEKIIUOHHY TePaTIHH.

OT uHTEpecC 3a ChbBpeMeHHaTa Cla HHIYC-
TpUs ca W TEHACHIMUTE B CEKTOpa. XaWHI
[nerepsp ¢ cma muonep ¢ 20 TOAUIICH OMUT
B Clla MHAYCTPUsTA, KAaKTO M OCHOBAaTeN Ha
Schletterer Wellness & Spa, cBeTOBHO M3Bec-
THa KOMIIAaHWS B Cla TUIAHWPAHETO, Cha -
3ailHa W cma KoHcyaTupaHeto. Cnopen Hero,
MEXIyHapOIHaTa CTIa WHAYCTPHSA € U3IpaBeHa
npejl HOBHU TIpequ3BHKaTeNncTBa. Hamnuuero
Ha Cla ycJOBHs BeYe HE € JOCTAThYHO CaMo
no cebe CH KOHKYPEHTHO TPEIUMCTBO, THiH
KaTo MOTPEOUTENUTE ca MO-MPETCHIHO3HU OT
BCsKora. B pamkuTe Ha mOCIEIHUTE JBa/IECeT
TOJIMHU CTla WHIIyCTPUATA TOJIEKN HA HETpe-
KBCHATH TIPOMEHM, a B ObJICIIe Te I HACTBII-
BaT C ole no-0bp3u Temnose. byaemoro pas-
BUTHE HA MHIYCTPHSTA CE BJIMSIC OT JBa MHTE-
pPaKTHBHHU acIleKTa: XOopara cTaBaT BCE II0-
3aWHTEPECOBAHU OT 37[PAaBOCIOBHHS HAYWH Ha
JKUBOT W TIPOAYKTOBaTa ramMa CTaBa BCE IIO-
obmpHa 1 o-npodecruoHanaa. B otroBop Ha
MOBUIIICHOTO Ch3HAHUE 32 37]PABOCIOBEH JKH-
BOT C€ IOCTAaBAT BCE MO-BHCOKU CTaHIAPTH
KbM KayecTBOTO Ha mpeiaranero. Cobiiect-
ByBa OrpOMHa KOHKYpEHIMS CpeJ CIa XOTe-
nurte. Jlo mpean neceT TOAWHU CaMOTO HalH-
Yie Ha MHHEPAJHH W3BOPW B AaJeH paiioH
MpeACTaBIsABa KOHKYPEHTHO MpeAnMCTBO. Te
JIOpHY ca OWJIM pasriekaaHu KaTo nepQeKTHUs
MapKETHUHI'OB HMHCTPYMEHT. BwbIpeku ToBa
MHOT'O XOTEJH CIIE/IBAIH Ta3W TCHIICHIINS, Be-
4ye JOCTHrar eTam Ha 3psutocT. [lHec cma Ty-
pHCTUTE ca JOCTa ONMUTHU M OYaKBaT WHOBA-
. 3aToBa ca HEOOXOIUMHU TTPOMEHH B XOTe-
nMepckata MHAycTpusi. B Objeme marpaxkia-
HETO Ha Cra HEeHTHP 1ie ObJe HEOTMEHHA YacT
OT CTaHAapPTHOTO 00OpY/IBaHE 33 YETHUPH U TET
3BE3HUTE XOTEJIH.

Excreptute B cdepara Ha cma TypuMma
ouepTaBar celleM TEH/ICHINH, KOUTO I1e ObaatT
Bogenty 1o 2020 rogmra. Ha mepBO MSCTO €
U3BelleHa HEOOXOAWMOCTTa OT Ch3JaBaHe Ha
KyJITYpHO MHOrooOpasme, 3a Jga ce u30erHe
IpeIIHO MHBecTHpaHe. B Objemie me craHe
OIlle MO-Ba)XKHO Ja M3CIeNBaMe COIMAITHUTE

CpeIy Ha LEeNeBUTE TPYNH U TEXHUTE KYITYyp-
HY [IPEANIOYUTAHUS, 32 J1a MOXKEM J1a BKIIIOUUM
B odeprata omie IMOo-TOISIMO pa3HoOOpasue.
CrenpamaTa TeHACHIMS MOCOYBA, YE KIIOUBT
¢ B crenuanuzaunusaTa. TypucTHYecKaTa HH-
IOycTpusi CTaBa BCE IO-CeleKTHBHA. [Ipes
ClJIe/IBAILINTE HAKOJKO TOJMHU 1€ UMa YBEJIH-
YJaBaHe Ha ThPCEHETO Ha CIELUAIM3UPAHU YC-
YT B XOTenuepcTBoTo. OOmara TeHICHITIS
KBM I0-KbCH, HO TIOBeUe Ha OpOii MOUYMBKH 1I1E
Opoab/oku. Ta3u TeHAeHUUs ce ABIKH Ha
crpecoBaTta paboTHa cpena. Baxen daktop e
KEJaHUETO Ha FOCTUTE BPEMEHHO Ja M30srat
OT €JHOO00Pa3MeTO Ha €XKEAHEBHETO. 3aToBa €
HEOOXO/IMMO TpejyIaraHeTo Ha e(eKTUBHH
HauMHU 3a penakcanus. ChIIecTBYBaT pas-
JMYHU METOJIM 3a 00JeKYaBaHe OT cTpeca, KO-
eTo Ie J0Belde A0 YBEIWYEHO ThpPCEHE Ha
3[paBOCJIOBHH IIOYMBKH, HO TOBA HAMa Jia ce
npeBbpHEe B peanHa  TeHieHuus.  llo-
Bb3PAaCTHUTE TYPUCTH ILE THPCAT MPOLELYPH
MPOTUB CTapecHe, 3a yBelnvaBaHe Ha (u3u-
YeCKOTO OJIarochCTOSHUE U TON00psiBaHe Ha
3[paBeTo.

TperaTta TenaeHuMs, U3UCKBa Npodecuo-
HallHa clienuanu3aunusi, HeoOXoauMa 3a Io-
100po MO3MLMOHMpaHe Ha mHaszapa. XoTenue-
pute e TpsAOBa Na WASHTH(GUIIUPAT HULIN U
Jla HaBIISI3aT B HOBH Ta3apHH CEKTOPH. 3a Ta3u
en € HeoOXOAMMO SICHO Ja ce IMOKaXe Ha
KJIMEHTUTE JOIBIHUTENHATA CTOMHOCT, KOSTO
€ cb3lazeHa 3a HerosaTa meieBa rpyna. Cb-
LIECTBYBAT TPH pa3nuHU (PopMH Ha crienua-
JIM3aLysl, KOUTO LI€ ce NpUiaraT Ha MeXayHa-
POIHO HUBO:

1. XoTenu, MOCTPOCHH OKOJIO €[JHA LIEHT-
painHa Tema

2. Xorenu, QOKycHpaix ce BbpPXY CIie-
nuduYHa [1eeBa rpymna

3. Xoresu, OCHOBaHU Ha IO-HUCBK CTaH-
JapT Ha 00CIyKBaHe.

B TenpeHuuute € 00bpHATO BHUMAHUE U
Ha MEJWIMHCKHTE cha ycayru. Te oOukHOBe-
HO C€ CYMTAT 3a MO-HATaTHLIHO Pa3BUTUE HA
BCHYKO, KOETO Mpeau € OO0 OTHACSHO KbM
crma uHAycTpusaTta. Pasxoaure B oOnacTra Ha
MeJIMIIMHATA ca BUCOKH M UMa MHOTO Pa3iiny-
HU 00NacTH 3a chenuanu3anus. YCIyrure,
npeaiaraHd OT MEJULUHCKUTE clla KOMILICK-
CH, BKJIIOYBAT aHTU-CTapeeHe, IUIaCTUYHA XU-
pyprus, pexaOuaurauus, 30paBHA TPUXKHU, 00-
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JIeKYeHNe MpU HapyIIeHUe Ha ChHS, oOJeKde-
HHUE TIPH CTPEC, MOMOII MPHU HAIWYHU CHHJ-
POMH, MPUYMHEHU OT ICUXUUYECKU MPOOIEeMH
WM ChBPEMEHHUTE yCIOBUS Ha XUBOT. J[oka-
TO TPU TPATUIMOHHUTE CIa YCIYTH, TeParieB-
TUTE C€ TPWXKAT 332 TOCTUTE, MEIUIMHCKUTE
Cra XOTeNM WHTEeTPUpPaT 3APaBHU U MEIHUIINH-
CKH TPHXH, TIPE/IJIaTaHy OT CTIa CTICIHATNCTH.

ITocoueHo € oule, ye cra LEHTPOBETE BH-
Haru TpsOBa 1a pabdoTAT KaTo IEHTPOBE 3a Iie-
4yan0a HE3aBUCHMO OT CIICIUATU3AIMATA, KO-
TO cu u3dpamu. JledeHWeTo, KO3METUYHHUTE
MPOIYKTH, TIOAAPBIIUTE U aKCECOApHUTEe € He-
00x0muMo n1a ObIaT ImpeTaraiy 3a mpogakoa
¢ nen nedan6a. B CAIL| npoxaxbute Ha cTO-
ku ca ¢ 50% mo-BHCOKHU, OTKONIKOTO B EBpoma.
[IpodutHY cra HEHThPU MOCTHTAT MMO-BUCOKA
PEHTAOMIIHOCT B CPaBHEHUE C TPAUIIMOHHUTE
eBporelicku cma neHtpoBe. OcBeH TOBa, Te
3HAYMTENHO YBENWYaBaT €(QEeKTHBHOCTTa Ha
XOTella ¥ OCUTYPsIBAT MHOTO MO-BHCOKA y/IOB-
JIETBOPEHOCT 32 KJIMEHTA.

[Ipoecronanen mepcoHall € OCHOBHATa
MpeANoCcTaBKa 3a ycrnex. ToBa e cieaBaiiara
TeHneHnus, nocodena ot llmerepsp. Yecro
HaeMaHEeTO Ha TPO(EeCHOHAIEH TEePCOHAT €
MO0-CKOPO TIpa3HO oOeIIaHne, OTKOIKOTO O0H-
yaiiHa mpakTuka. Ensa mu uMa apyra o0act,
KBJIETO Ka4eCTBOTO € TOJKOBa peIlIaBallo,
KakToO € TOBa IpH cla IIeHTpoBere. [octure
UCKaT Jia u30sAraT OT eJH000pa3neTo Ha BCe-
KHAJHEBHUS XUBOT. Te MCKAT Ja OCTaBAT 3aj
ce0e BCHYKN CTPECOBH CHTYAIlUH W HETaTHBHU
eMOoIMHU, KOUTO cpemiar y noma. Te TbpcsT
MOTUBalusA, YECTHO M aBTCHTUYHO I'OCTOIIPHU-
eMCTBO U OBp3 M MpodecuoHaleH HauhH 3a
pellaBaHe Ha eBEHTYa HU mpobiemu. EHTyCH-
a3MbBT CpeJi 0OCTYKBallUs MEPCOHAN € KITFO-
yoBaTa Iyma. ['ocTUTE, KOMTO ca BIIEYaTICHH
HE caMO OT KPAacHUBUTE OKOJHOCTH W BKYCHHU
SICTHSI, HO ChIIIO TaKa U OT Ka4eCTBOTO Ha Tep-
COHaja, CKOpO IIe Ce MPEBbPHAT B JIOSUTHH
KITHEHTH.

[Inerepbp 00BpIIa BHUMAHUE W HA BaX-
HOCTTa Ha apXuTeKkTypara. Ts moBede OT BCS-
KOoTa TpEICTaBIABa OTIMYUTETHA dYepTa Ha
Clia CbOPBLIKCHUATA. busnec CTparerusaTra OIi-
pelenst HadyMHa MO KOKMTO Ime Obae MpOoeKTH-
paH xoTenbsT. B Obaelie, nu3aitHepcKuTe CTH-
JIOBE CbC CHUTYPHOCT 1€ C€ OMPEeNsT OT AyXa
Ha BpemeTo. He3aBucumo oT TOBa, OOMKHOBE-
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HaTa apXUTEKTypaTa HsIMa Ja JOoBexe OO0 YcC-
IeX, Thil KaTo He ce OTKPOsiBa OT OCTaHaIUTE
crpaau. B pesyntar, Ts ce npeBbpina BbB Ba-
KeH (akTop 3a crenuanu3alus|Ta Ha XOTeNu-
te. MHTepuopHuMAT nu3aiiH Bce IOBede ce
IpeBbpIIa B OCHOBEH (HaKTop 3a TYpUCTHYEC-
KOTO M3KuBsiBaHe. ['ocTuTe *XKenasT Ja MOBU-
1IaT yCELaHeTO CH 3a 0Jaromosyyue, a ToBa
MOXe Jla ObJie MOCTHIHATO C IOMOIITa Ha
JTYKCO3HHS M TMOJIOMArall pejakcanusiTa uH-
teprop. CrHenuaaucTuTe MOCOYBAT, Y€ 4pe3
CTUMYJAlMs Ha TETTE CETHBA CIEMEHTHT Ha
N3KUBSIBAHETO C€ yBEJIMYaBA U TOCTUTE CE
qyBCTBAT MHOI'O IN0-700pEe, KOraTto MoraT na
ce YyBCTBAT, Jia ycellaT, JIOpH Ja 4ysT U jJa
OIUTAT HEIlla, KOMTO Mpeay TOBA He CBUKHAIH
na Bmwknar. [Ipupogara cbiio me uma roiasiMo
BJIMSHHE BBPXY HMHTepHOpHMs nu3aiiH. [lep-
(exTHaTa KOMOMHAUUS OT €CTECTBEHU Mare-
pHany, Kato HampuMmep BOAA, ABbPBO, KaMbK,
[JIMHA U U3KYCTBEHU MaTepualiy, KaTo OETOH U
CTBKIIO, II€ MMaT MOJIOXKUTEIEeH eeKT BbpXY
OnarochcrosiHueTo Ha rocture. Cra o0opy-
BaHETO, CH3IaZCHO 3a CTUMYJIHpaHe Ha cIie-
LUAJIHOTO HM3KUBSBAHE, I'PIKH NPEBAHTHBHU
3a 3/paBeTO W LIMpOKara rama OT MPOLYKTH,
CBILIO L€ JOBEJAAT 110 ycmeX. JlHec Bce noseue
ce 00bpIla BHUMaHNE Ha XOIUCTUYHUTE CETH-
Ba, KBbJICTO BCHUKUTE TIET CETHBA CE aKTUBUPAT
Ype3 roysiMO pa3sHooOpa3ne OT MEpKH, C el
Jla ce Ch3JaJe ycelaHe Ha OJarochCTOSHHUE.
KakTo TexHONOrm4HUAT mporpec, Taka M Te-
paneBTUYHUAT HOY-Xay I MAONPHUHECAT 3a
[IOCTOSIHHO HapacTBallara 100aBeHa CTOMHOCT
4ype3 TPeBaHTHBHU 3/IpaBHU MepKu. briarona-
peHue Ha WHOBATHBHUTE TEXHOJIOTHH, MEIH-
LHCKUTE Clla KOMIUIEKCH 1ie OBbJaT B ChCTO-
SHUE Ja IpejajaraT yciyrd, KaTo Harpumep
aHaJIN3 HA TEHETUYHUTE CTPYKTYPH HIIM IPOC-
TO CTAaHJAPTHU MIPOLEAYPH.

Crpecupamute pabOTHH MecTa, JUIcaTa
Ha CBOOOJHO BpEMe, YBEIMYEHHTE 3aJIbJIKe-
HUSL M OTTOBOPHOCT, BCHYKHM Te3U (aKTOpH
JOTIPHHACST 32 YBEJIMYaBaHE Ha PYTHMHHOCTTa
B paMKUTE Ha CbBPEMEHHOTO obmecTBo. [Ipes
[IOCJICIHUTE TONMHU IIOYTH HE ce 00pblua
BHUMaHHE HAa HYXJHUTE Ha OTJCIHHS YOBEK.
HenmocrarbyHoTO 0OIIECTBEHO 3/paBeora3Ba-
HE CBIIO AompuHaci 3a (akTa, ye HUE IIe
Tpsi0Ba BCe MOBEYE /1A CE TPIKKUM 3a cebe CH B
Obzele 1 Aa ThPCUM Pa3IMYHHU aJITEPHATUBHU



CIIA TYPU3MBT B CbBPEMEHHHA CBAT

METO/IM 32 TOBa. XOpaTa, KOUTO MPABAT HEIIO
3a cebe cH, ce YyBCTBAT IO NPUHIUI IIO-
nobpe. ToBa ce oTHacs KakTo 3a Hamero ¢u-
3MYECKO TaKa W 32 HAIIETO MCHXMYECKO ChC-
TOSIHHE B PaMKHUTE Ha exeaHeBueTo. B 3aximo-
YeHHe MOXKeM Ja Ka)KeM 4Ye TEHICHIMUTE B
crla Typu3Ma ca TOCTOSHHO Da3BHBAIIH Ce.
Xopata TBPCAT OTKBCBAHE OT €XKEIHEBUETO,
HAMUpaAKH penakcalus 4pe3 31pPaBOCIOBHH
TCpanuu, moCpeacTBOM KOUTO C€ HyBCTBAT I10-
noope.

[locoyenure TeHAGHIMM LIe JajgaT Ha
CTICIIMATIMCTUTE B CEKTOpPAa HEOOXOAMMUTE Ha-

COKHM 3a pa3BuTHe B Objemie. JlormuHo e, de
€IMH IpeanpuemMad OT cIa HHAYCTpHUATA HE
MOXKe€E Jla clie/]Ba HEOTMEHHO BCUYKH TEHJIEH-
uud. JloctaTp4HO € Ja 3aJI0°)KM Ha HSKOM OT
TAX 3a Ja C€ NO3MUMOHMpA YCIEUIHO Ha TYy-
pUCTHUECKUS Ma3ap. A cma CeKTOPBT LIE MPo-
IbJKaBa Ja C€ pa3BUBa M J1a OTIPaBs HOBU
[pPEIU3BUKATEICTBA KbM  TYPUCTHUYECKUTE
npeanpueMayu. B kpaiina cMeTKa 111e ouesnesT
caMo OHE3W, KOWTO IIe ycresT aa ObaaT Joc-
TaThbYHO WHOBAaTMBHHU 3a Jla OTrOBOPAT Ha
W3UCKBAHMATA HA CbBPEMEHHHS CIIa KJIUEHT.
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SPA TOURISM IN THE MODERN WORLD
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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.'

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

! Hotel 359, http://www.spa359.com/downloads/spa_
turizam_Bulgaria.pdf, (15.04.2012)
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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. >

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 survey’
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.”

% Holidays 359, http://winery.holidays359.com/help.
php?html_content=spa_tourisum, (15.04.2012)

2011 Global Spa Report

*Coyle Hospitality Group, http://www.coylehospitality.
com/2011-global-spa-report/ (15.04.2012)
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Relaxation/Stress Management
HairfNail{Waxing Maintenance
Improve Appearance

Skin Care

Gift
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Social Experience

Other

Medical Reasons

88%
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B2010

Figure 1. Primary reasons for spa visits

Source: 2011 Global Spa Report from Coyle Hospitality Group,
http://www.coylehospitality.com/201 1-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-

Injectables (Botox, etc.) M 3%
5%
6%
N 7%
I oY

Laser Treatments
Metaphysical treatments
Hydrotherapy

Services Indigenous to the Area
Signature Services
Hairstyling

Hair removal

Hair cut/color

Body scrubs and wraps
Manicure

Facials

Pedicure

Massage

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.

I 15%

I | 7%

I 19%

I ) 2%

I 38Y%

I 49%
________________Wyl3
—— 3%
I O 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. ' 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-

"'Schletterer Wellness & Spa, http://www.schletterer.com/
(15.04.2012)
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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



SPA TOURISM IN THE MODERN WORLD

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.’

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.

% Schletterer Wellness & Spa, http://www.schletterer.com/
(15.04.2012)
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POJIA HA CTPATEIT'HYECKUTE AJIMAHCHU B ITPOINECUTE HA
TPAHCHALIMOHAJIM3AIIUA U ITTOBAJIN3ALIUA B
MEXKAYHAPOJAHUA TYPU3IBM

Niaussn MuiornHoB MapuHOB, 1OKTOPAHT

Kameopa: ,, Hxonomuxa na mypusma’

YBoa

Enna or ocHOBHHTE OCOOEHOCTH HA TypHUC-
THYECKHUS Ma3ap € SIPKO u3pa3eHaTa IMHAMMKA
Ha Ta3apHUTE OTHOIIEHWs, OCHOBAaBAaIlla CE Ha
M3KITFOYHUTENHO U30CTPEeHaTa KOHKypeHTHa Oop-
0a 1 BCe MO-CEpPUO3HNTE U3UCKBAHUS OT CTpaHa
Ha notpedurenure. B monoOHu ycnosus, 3amnas-
BAHETO Ha ONPEACJICHH IO3MLMHU M 3aBlaJsiBa-
HETO Ha MOTPEOUTENICKU CErMEHTU Ca CIIOXKHU
3a/1a4¥, N3UCKBAIM 00eIMHABaHE Ha PECYPCH U
YCUIHSI, 4pe3 M3rpak[aHe Ha CTaOWIIHO MapT-
HBOPCTBO, B KOETO HE3aBHCHMOCTTA JIa € OCHO-
BeH NpuHUuN. VMeHHO Te3u oOequHeHHs ca
00exT Ha Hacrosmara paspabortka. Crpareru-
YECKHUTE aJIMaHCH Ca MOILHA aITEpPHATHBA IIpe]
TYpUCTHYECKHUS ceKTop. TsaxHaTa pois B Tpoiie-
CHTe Ha I00aNu3alys U TpaHCHALMOHAIU3ALS
B MEXKIyHapOJHUS TYpH3bM OU MOTJIa Jia ce Oll-
pelenn Karto ChIIECTBEHa, IOpaad BCE IIO-
rojemusi Opol ma3apHU y4acTHULM PELINIH Ce
J1a BCTBILAT B OJOOHO CHTPYIHUYECTBO.

[Iporiecute Ha KOHILEHTpaLUs Ha I[POU3-
BOJICTBOTO M LIEHTPAJIM3aIHs HA KaluTaja BOAAT
KbM 00pa3yBaHETO HAa TO3M BUJl KOMIIaHWH, M-
UTO TPOM3BOJICTBEHH CHCTEMH HE CBBIAAAT C
OYepTaHMsATa Ha TOJMTHYECKU WK Teorpadcku
rpaHuiy. TexHuTe IPOU3BOACTBEHU MPEXHU 00-
XBaIlL[AT IOJIsIMa 9acT OT CBETOBHOTO IPOCTPAHC-
TBO, NIPUIABaliKN UM aKTHBHA POJIS B TTI00ATHHU-
T€ UHTEPHAIIMOHAITHHU TTPOLIECH.

CTpaTeFI/I‘leCKI/lﬂT AJUAHC — MOIIIHA
aJITepHATUBA IIPeEd CEKTOpa

W3kmountenHo OypHOTO pa3BHTHE Ha
TYPUCTHYECKHUSI CEKTOp B ryobajeH Mamad
M3MCHS 10 M3BECTHA CTENEH CTPYKTypaTa Ha
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Ou3Heca KaTo IsU10. ANTepHaTHBHU (GOPMU Ha
IpylupaHe H JCLCHTpPATU3UpaHe 3acUiiBaT
BJIMSHHETO Ha OmpenesieHd QUpMH, MOL00ps-
BaT ajanTauusaTa KbM Ma3apHUTE CEIMEHTH H
HaMajsiBaT ~ NPOM3BOJCTBEHHUTE  Pa3XOH.
MMeHHO CTpaTernyecknuTe alaHCh ca anTep-
HaTuBaTa, YUATO POJIA CTaBa BCEC IO-BaXHa B
MPOLIECHTE HA TPAHCHAI[MOHAIN3AIMS U TJO-
Oanuzanmss B MEXIyHapoAHus Typu3bM. OT
ellHa CTpaHa, CTPATErMYeCKUTE allaHCH Ouxa
MO Ja ObJaT onpeneseHH KaTo CTpaTerd-
YeCKO MAapTHHOPCTBO, YMHUTO OCHOBHU IIENH
o0XBaIiaT HaMaJsABaHETO HA Pa3XOJHUTE 3a
TCXHOJIOTUYHO WJIKM Ia3apHO BBBCKIAHC Ha
HOBU TPOJYKTH, pa3lpe/e]eHUeTO Ha PUCKa
IPU OCBILICCTBSIBAHE HA H3CIEAOBATENICKA H
pa3BoiiHa JEHHOCT, W3MBIHEHHETO Ha KOMII-
JIEKCH TIPOEKTH M Ch3JaBaHE Ha YCIOBUS 3a
ONTHUMAJIHO W3IIOJI3BaHE Ha TOMYYEHHTE pe-
3yNITAaTH, KAKTO M pean3alusiTa Ha HKOHOMHUH
OT Mamaba NpH BBHBEKAAHETO Ha HOBHU IPO-
JYKTH.

B ycnoBusita Ha IMHAMUYHM MA3apHU OT-
HOIICHUST M W30CTpEeHa KOHKYypeHTHa Oopoa,
CTpaTernuecKUTe aMaHCH Ce OKa3BaT IPaBU-
JIeH TIOJIXOJ ¥ OCHOBHA CTBIIKA 34 Pa3BUTHETO
Ha OusHeca. TSAXHOTO M3rpakiaHe U ,,CTApPTH-
paHe”, obaue, He ce OKa3BaT JIECHHU 3aJaqH.
Karo 0a3a ce ompenens cmpamezuueckono
napmuvopcmeo, KoeTo TpsdBa na ObIe pas-
BUTO U 10J00peHo. MIMeHHO mapTHBOPCTBOTO
O TIO3BOJMJIO PBCT HA 9acT OT MKOHOMHYEC-
KATe W (PMHAHCOBU TIOKAa3aTelld Ha TYPUCTH-
YECKOTO IpeAnpuATue, mo-rojaam OT mpeaBa-
PHUTEIHO 3al0KeHus1, 0e3 Ja ce MOBHUILIM 3Ha-
YUTETHO HUBOTO HA ()MHAHCOB PUCK, Tl KaTo
NapTHHOPCTBOTO KaTo (opMa Ha HKOHOMH-
4eCKO M (MHAHCOBO B3aMMOJEHCTBHE IIpej-
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MoJiara M3eCTHA CTETNEH Ha CONUIAPHOCT MPH
peanuzanuaTa Ha KOMIUIEKCHU mpoekTu. Oc-
BEH TOBa, MAPTHHOPCTBOTO TII03BOJIsIBA Ha
KOMITAHUWTE JIa YCKOPAT U TIPSKO Ja BITUSISIT
BBpPXY NazapHute nporecu. OT TieaHa ToYKa
Ha TPOJYKTa ChINO OMXa MOTJIH ja Obaar mo-
COYEHH HSKOM IMPEJAUMCTBA — OOCJMHIBAHETO
Ha ONMUTAa Ha HAKOJIKO KOMITAaHWH MTO3BOJISBA J1a
ObJIc MOJICJIUPAH TPOJIYKT, KOWTO Jia MOBHIIH
yIIOBJIETBOPEHOCTTA HA MOTPEOUTENHTE; T03-
HABaHETO HA Pa3JIMYHU ITOTPEOUTEIICKU Cer-
MEHTH, ITK OT CBOS CTpaHa pa3lIupsBa mazapa
Ha KommaHusATa. CTpaTernvyecKuTe AalHnaHCH
JIaBaT BH3MOXKHOCTTA KOMIIAHUHTE JId CTBISAT
Ha TI00aIHus masap.

INapagokchT Ha cTpaTernyecKuTe aJTHAHCH

[Ipe3 nmocnennuTe aABe JECETUIETHS CTpa-
TETHUECKUTE AIIMaHCH 3aeMaT BCE  TIO-
HEHTPATHO MSCTO BBB (PMPMEHHUTE CTPATETHH
32 KOHKYPEHTOCTIOCOOHOCT M pacTex. AJMaH-
CUTE CTaOMJIM3MPAT KOHKYpPEHTHATa IMO3ULNS,
ype3 crumyiupane Ha mazapa (Kogut, 1991),
noBummaBat edextuBHOCTTa (Ahuja, 2000),
ocurypsiBat Jocthll 10 pecypcu (Rothaermel
& Boeker, 2008) u 3aBnaasBaT HOBHM Na3apu
(Gacia Canal, Duarte, Criado & Llaneza,
2002). Ilpe3 mocneaHHUTE HIKOJIKO TOAWHH,
rojsiMa 4acT OT Hal-IrOJIEMHUTE CBETOBHH KOM-
nanun obexunsBat 20% OT CBOMTE aKTUBH M
30% OT TeXHUTE TOTUIIHHU PAa3XOAH 3a MPOyd-
BaHMS W aHAIW3 WMEHHO 4Ype3 IOJ00CH THII
B3aMMOOTHOIICHHS 1 00Bbp3Bane'. M3ciesa-
e ua Partner Alliances’ coun, ye 80% ot u3-
nbJHUTENHUTe nupekropu B Tom 1000 Ha
Fortune, cMsaTar 4e anuancute OMxa MOINHU 1a
peanmm3upar okojo 26% OT TeXHHUS TOIUIICH
obopot mpe3 2007 — 2008 r. (Kale, Singh &
Bell, 2009)°. Bobhpeks ToBa, MPOLCHTHT Ha
QIMAHCUTE, KOMUTO OCTaBaT HECTAOWIHU U ce
pasnazat ocrasa Bucok (Dyer, Kale & Singh,
2001)*. TIpoyuBanusTa B TasH 001ACT TOT-

! http://www.partneralliances.com/media_room.html

% Bk. n1aK Tam

3Kale, 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.

4Dyer, J., Kale, P., & Singh, H. (2001). How to make
strategic alliances work. Sloan Management review, 42 (4), 39
p.

BBPIK/IaBaT, Y€ TO3W IMPOIEHT Bapupa MEXKIY
30 u 70% wnu ¢ Ipyru AyMH, me HUmo noc-
mueam yeiaume, 3a KOUMO €A Cb30a0eHU, HU-
Mo HOCAmM onepamueHume uiy cmpamecuyec-
KU NOJA3U, 3010JICEHU 8 UIeON02UAMA 3a MsX-
Homo cw3dasane (Bamford, Gomes Casseres
& Robinson, 2004). IIponeHTHT Ha yCIENHO
CH3/I/ICHUTE aJTMaHCH (KOWUTO ca MOCTUTHAIN
neneBuTe pesyiaratu) € okomo 50%, kato B
MHOTO OT ciy4aute (OpMUpPAHETO Ha T0a00-
HU OW3HEC OTHOIICHUS TIOHIIKaBa II€HATa Ha
akuuTe 3a ydvacTHuiute B anmanca (Kale,
Dyer & Singh, 2002).

ToBa cwp3maBa mapamokc 3a ¢upmute. OT
ellHa CTpaHa, KOMIAHUUTE CpelaT CePHO3HU
TPYJHOCTH TIPH TOCTHT'AHETO HA YCIeX OT
(dopMupaneTo, oT Ipyra, mazapbT Hajuara ch3-
JIABaHETO UM 32 OCHT'YPsIBAHE Ha KOHKYPEHTHO
MIPEMMCTBO U pacTex. B ciryuaif, ye mpuemem
TOBa TBBPICHHE, MEHHIKHPHUTE TpAOBa Ia
pazbepart 1mo-nodpe, KaKeo cmou 8 ocHoOGama
3a ycnexa Ha eOUH alUAHC U KAK ce Ynpae-
na6a nododna cmpykmypa. Hacrosmmsar
JOKJIa] W3BEXIa 10 M3BECTHA CTENCH HIKOH
OT HACOKHUTE B Ta3W 00JacT. AHAIU3BT € BB3-
MOXXEH Ha JIBE PaBHHINA — HBPEOMO OT TAX
M3CIeIBa CaMOCTOSATENEH aJIaHC, ChCTaBEH OT
JIBE WM TOBeue PUPMHU KaToO c€ OOphINa BHU-
MaHHE Ha GHAO W eK30TeHHHUTe (aKTOpU Ha
BJIMSIHUE; eémopuam eapuanm ce (Goxycupa
BBPXY (QHpPMa, KOATO Y4acTBa B HIKOJIKO all-
aHca exHOBpeMEHHOo. B Haif-o0mu nuHUN
JMCKYCHHTE B TOBa OTHOIIEHWE OWXa MOTJIH
Jla 3acerHaT: Ha HUGO anuaucu, QUPMUTE
TpsiOBa Ja BUJAT yclieXa B TO-YCIOXKHEHUTE
¢dopMu Ha KoomepHupaHe, a HE B TPaJUIIUOH-
HUTe ,,pupma ¢ pupma”’, BU3HpaMe, aTHaHCH
MEXIy (UPMH ¥ OPTaHU3AINU ¢ HECTOMaHCKa
IeJI, KaTo HeTPaBUTEIICTBEHN OpPTaHU3AINH |
IpyTu, u HezaBucuMu Gopmu. Ha gupmeno
HUGO, KOMITAHWUTE TpsiOBa Jia Pa3BUSAT HOBH
CIOCOOHOCTH, B KOHTEKCTa Ha aJuaHca, pasr-
paHUYaBallKu ce OT CTPEeMeXKa 3a MOCTUTAHE
Ha HOBU W TIOBTapsIIH C€ YCIIEXH B MpeKaTa
Ha oOenmHeHneTo. Gupmute TpsOBa /a ce Ha-
ydaT Kak Jla yIpaBJsBaT CBOETO ,,lIOPT(HOIHO”
KaTo II5U10.
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KakBo ocurypsiBa ycnexa Ha
cTpaTernyeckusi ajauanc?

Pasrnexmaiiku cTpaTernyecKuTe auaHCcH
KaTO MKOHOMHWYECKH OOCIMHEHHUS € PelHO Ja
npueMeM paboTHO omnpeJielieHne, KOeTo JI0 U3-
BECTHA CTCIICH Ja H34ACHU CBHIIHOCTTA Ha IIO0-
HATHeTO. CTPaTern4ecKusIT ajliaHc OM MOT'hJI
Ja ce Oompelend Karo egHa LeleHacodeHa
BPB3Ka MKy JIBE WK MOBeue GUPMH, KOSTO
BKJIFOYBA OOMSIHA, CIOJENSTHE U ChBMECTHO
pa3BHUTHE Ha PECypCH U CHOCOOHOCTH, C IIei
nocturade Ha B3auMHuu rmozu (Gulati, 1995).

VYcenexbT Ha CTPATErHYECKUST aTuaHC 3a-
BUCH OT HSKOW KIFOYOBH (DaKTOPH, KOUTO Ca
XapaKTepHH 3a BCEKH €JMH OT EeTaluTe Ha
pazButue (Gulati, 1998). Te BkrouBar (a) ¢a-
3ara Ha (popMHpaHe, B KOSITO (GUPMHUTE B3eMaT
pelIeHne 3a y9actue B MOJ00HO oOeMHeHNE,
(b) da3za Ha Mozmenupane, MPU KOSITO GUPMUTE
ChCTaBAT MPUHIUIIATE CH Ha YIPaBICHUE U
KOHTpPOJ Ha anuanca u (c) ¢asza Ha ympasie-
HHE, TPH KOSATO (UPMUTE YMPaBIsABAT U MOC-
turat pesynratu (Schreiner, Kale, & Corsten,
2009). NU3cnenpanusaTa B o01acTTa Ha MaTepu-
sTa, CBbP3aHa C M3rPaXKIaHETo, (YHKIUOHH-
pPaHEeTo W YIpPaBIEHHETO Ha CTPATETHUECKUTE
QIMAHCH Ca MHOTOOpOWHM, 3aTOBa IIE 3acer-
HEM TO3H MPOLIEC ChBCEM OerJIo.

Emanu na useparycoane

WsrpaxmaHeTo Ha CTpaTEern4YecKy aluaH-
CH BKITFOUBA HSKOJIKO €Tara, KOUTo OUX MOTJIH
Ja ObJatr KiacuuIUpaHu KaTo eTany Ha Iuia-
HHUpaHe, M3IBJICHUE M OLEHKA. AJMAaHCHT ce
XapakTepusupa ¢ S5-eTaneH ,, KH3HEH LUKbI
KaTo ce Mpujiara CTpyKTypHUpaHa METOIOJIOTHS
Ha BCEKH €Tal OT MOATOTOBKAaTa U MPEroBOPH-
e’

Eman I: Onpedenane na cmpamezusn na
anuanca. [IppBara cThIKa OT HU3rPAKAAHETO
Ha YCIEUIeH CTPaTernyeckd alMaHC € ChCTa-
BSHETO Ha J00pe oOmmcieHa crparerus. Era-
BT CE€ OMpeAess Karo KPUTHYEH W KIFOUOB.
Crnydanute Ha uacajeH W300p Ha ,,[TOTCHITHA-
JieH” MapTHHOP M IMOCTHI'aHe Ha CHHEpPTUYeH
edekT oT KosabopauusTa MEXIy MperoBaps-
I KOMIIAHWHU, YeCTO 3aBBbPIIBAT C IPOBAI

5 Gonzalez M., (2001). Strategic alliances — the right way to
compete in the 21-st century. Ivey Business Journal /Sep./Oct,
47-51.
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MMEHHO TIPH TO3M eTar. YecTo BCsKa OT Tpe-
TOBapSIIATE CTPaHW pa3paboTBa COOCTBEHA
CTparerusi, B KOSITO B OIPE/ENIeH eTall ,,l1omna-
na”’. BaxHo e ga mpUmoMHUM, Y€ ako KOMIa-
HUATa HE cieaBa coOCTBEHa CTparerus, T
TpsOBa Ja cie/Ba HEYHs J[pyTa, KOETO MPaBH
pesynrara HeOmarompusiteH. CTpaTermuecko-
TO MAapTHHOCTBO CMHpa WHAMBHIyalHATa OW3-
Hec CTparerusi Ha KOMIIaHWUTe. BeThrBaHeTo
B CTPATETMYECKH AIMAHC HE € Bh3MOKHOCT 32
BCSIKA KOMIIAHMS, HO BEAHBK NMPEANPHETO, TO
Tpsi0Ba A2 Ob/E MOCIEIBAHO OT U3IPAKAAHETO
Ha ctabuiHa ctparerus. Crparerusara TpsOBa
Jla OTMCBA BU3HATA HAa CHI03a, IPUHITUIIATE HA
JOSUTHO MTAPTHBLOPCTBO; JIa ChIIbpKa MoA00po-
OCH Ta3apeH aHaliu3, 3aJbJDKUTEIHO OOXBa-
mianl KOHKypeHTHaTa cpefja Ha KOMIAaHUMTE,
SWOT ananu3 Ha KOMIaHUMTE; IpaBa U 3a-
IBIDKEHUS Ha CTPAaHUTE; KPUTEPHH 32 HOOp Ha
MApTHHOPHU U JIP.

Eman 2: H3o0p na napmnwvop. Kpure-
punTe 3a M300p Ha TOAXOMANI MAapTHHOP ca
MIpeJBapUTEIHO 3ajJerHalu B pa3paboTeHaTa
BEYE CTpaTerusi 3a MOJACIUpPAHE HA CTpPaTeru-
yecku anuaHc. llaptHeopure TpsiOBa ma ca
PaBHOIIOCTaBEHH M KYJITYpHO CHBMECTHMHU.
CepriocTaBkata Ha BU3MUTE HA yYACTHUIINTE 32
Pa3BHTHETO Ha AJIMaHCa IIe YJIECHH TSIXHOTO
cimuBaHe. ToBa e eTambT, NPH KOWTO, Upe3
MIPErOBOPH U aHAIU3 CE€ ,,M3TIKIAT  BCUYUKU
Pa3IMYHMSA U Ce 3acCHiIBa 00IaTa MOTHUBALIHUSL.

Eman 3: Cmpykmypupane na anuanca.
To3u eranm TpaJMIMOHHO M3HCKBAa Hal-MHOTO
BHUMaHue. [Ipu cTpykTypupaHeTo ce 3acsarar
BCHYKH MMPAaBHU U (PUHAHCOBH BHIPOCH, KOUTO
noJypKear Ha JorosapsiHe. KonkoTo u BakeH
Ia e obade TO3M eTam, MPUCTHIBAHETO KbM
Hero 0e3 OKOHYATEHOTO 3aBbPIIBaHE HA IIbp-
BUTE JIBa HE OM OMJIO BB3MOXKHO. TyK € pemHo
Jla CTIOMEHUM W BHUIOBETE CTPATETHYECKH aJTH-
aHCH, KOUTO OMxa MOTJH Jia ObaaT oGopMeHH.
Bbropekn cBOS cTpaTerH4eckd XapakTep H
IBJITOCPOYHH 1€, aJMaHCUTE HE ca CBbp3a-
HU CBhC Ch3JaBaHETO Ha 000COOCHU CaMOCTOsI-
TenmHu cTpykTypu. Ilo oTHOMeHme Ha mude-
peHIManMATa Ha CTPAaTETHYEeCKUTE aJiCHH,
OuxMe MOIJIM Jia M3BBPIIMM KiIacU(pUKaIHs
10 JBa KPUTEPUS — cmpamezudecKu ueau —
BEPTHKAJIHA — JOCTBI JI0 TEXHOJIOTHYHUTE
KOMIICTEHIIMM Ha MapTHbOPA U XOPH30HTAIHH
— CTpeMeX KbM HaBJIHM3aHE Ha HOBHU I1a3apH;
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KOHKYypeHmHA no3uyus — KOHKYPEHTHU U He-
KOHKYPEHTHH.

Eman 4: Ynpaenenue na cmpamezuuec-
Kkus anuanc. ChbIIECTBEHOTO MSICTO Ha TO3M
eTar B ISUIOCTHHS TPOIIEC 110 MOJICIHUPaHe Ha
CTpaTeTHUYEeCKHs ajnaHC ce 00yclaBst OT BaX-
HOCTTa Ha (DaKTOpPHTE, KOUTO BIHUAAT 110 BpeMe
Ha eTara, a IMEHHO YNpaBJIEHHETO Ha KOOp-
JUHAIUATA MEXK]y YYaCTHUIIUTE B CTPYKTypa-
Ta U 3aCUJIBAHE Ha JIOBEPHETO MEXIY THX.

Eman 5: Ouenka u ananuz na anuanca.
OTuuTaHETO HAa pE3yNTaTHTE OT Chi03a € OT
ChIIlecTBEHO 3HavyeHue. Kommanumsta TpsiOBa
pPEOBHO MAa CJleau Jajid ajiaHca MOCTHTa
cBoute nenu. Ilokaszatenure TpsOBa na Obaar
aJlalTUPaHU KbM aJliaHCa ¥ Jla BKIIFOYBAT KaK-
TO KOJIMYCCTBEHH, TaKa M KaueCTBEHU KPHTeE-
pun. ToBa e crThmKara, B KOATO c€ MpaBu 00-
30peH TIperJie]] Ha ajiaHca W Ce aHaJu3hpar
OpaenuTe neiicTBUS. bbaemoTo pa3BuTHE Ha
annanca TpsAOBa 3aABDKUTEIHO 1a ObJe aHa-
JM3UPaHO Ha BCEKHU €JIMH eTall.

IHlapmuvopume 6 anuanca mpabsea oa Ko-
opouHupam ceoume Oelcmaus N0 OMHOULeHUe
Ha ynpagieHuemo Ha mAXHama He3asucUMocm
U 0a 0CB3HABAM ACHO NOJ3UME OM ,,8Pb3KA-
ma” cu’.

Hsikonko ca KOOpAWHAIMOHHUTE TPOO-
JIEeMHU, KOMTO OMXa MOTJIM JIa Bh3HUKHAT MOpa-
T JIWIICA Ha aJICKBaTHU 3HAHUS 110 OTHOIIE-
HUE Ha OTTOBOPHOCTHUTE W HE3aBUCHMOCTTA Ha
MapTHhOPUTE, KaKBM OWXa MOTIHM Ja Obaar
pelieHnsATa UM, Kak fa ObJaT HacOYeHW pe-
CypCcHUTe ¥ Kak Ja 0blie W3Mmoi3BaHa nHpopma-
musta (Gulati, Lawrence, & Puranam, 2005;
Gulati & Singh, 1998; Schreiner et al., 2009).
3a nma Obje KOOpAWHANMATA YCICNIHA, MapT-
HBOPHTE B alliaHCa TPAOBA Ja ChyMesT Ja W3-
MOJI3BAT HAKOW WIJIM BCHYKU TPH KIACHYECKU
MeXaHW3Ma — IporpamMHpane, nepapxus, o0-
parHa Bpb3Ka (Galbraith, 1977).

IIporpamMupaHeTo € Hai-BaXXHHUAT MeXa-
HU3bM. VIMEHHO TOW ouepTaBa MOJNETO Ha
JICVCTBHS U KOHKPETHUTE MEPKH, KOUTO CIIe/IBa
Jia ObJaT MpEANPUETH 3a Ja ce TIOCTUTHAT ToC-
TaBeHUTE IeN. B Hero ce chabpkaT cIienu-
(buuHKUTE JICHCTBHS HA MApTHHOPHUTE, OTTOBOP-

8 Gulati, Lawrence, & Puranam, (2005). Adaptation in vertical
relationships:  Beyond  incentive  conflict.  Strategic
Management Journal, 26 (5), 415 — 417.

HUTE JIAIA, BPEMEBH CPOKOBE. ﬁepapXHHTa e
BTOPHUAT KOOPAWHAIIMOHEH MEXaHU3bM, KOWTO
CE CBBP3Ba ¢ KOHTPOJIA M0 M3MBJIHEHHE Ha TTOC-
TaBeHUTE 1enu. KoMeHTupaiiku u aHanuupan-
KU, TOJI00CH TUT CIIOKHU CTPYKTYpH TpsiOBa 1a
CIIOMEHEM W oOpaTHaTa Bpb3Ka MEXIy MapT-
HBOPHUTE, KOATO CIYXH KAaTO KOPEKTHB M 3a-
CHJIBA TIPOIIECHT HAa KOOPIUHALIUATA.

Eman 5: Quenka u ananuz na oeii-
Hocmma

MHoro OT y4eHuTe, KOUTO HACOYBaT CBO-
sITa U3CIEA0BATENICKA IEHHOCT KbM CTpaTEeru-
YECKHUTE aJMaHCH OTPEEIAT JOBEPUETO MEXK-
Ny TIapTHBOPHUTE KaTO KPUTHYHA TOYKA B IIs-
JIOCTHUS TIPOIIEC.

CTpaternyecku aauaHc Npu
aBHONpPEBO3BAYHTE

Konkperusupailku U1 HaCOUBAMKHU C€ KbM
OIIpe/ieNiCH BU/ AIMAHC, KOWTO A2 HU MOCITYXKH
KaTo MpUMep 3a yCIEIIHO OOCJIMHEHUE € Pe/l-
HO Jla ouepTaeM KOHIeNTyanHa pamka. Kakto
CTIOMEHaXMe I10-PaHO, CTPATETUIECKH aMaHC
e o0eMHEeHNE MKy JIBE WM TOBede OM3HEC
CJIMHUIIA, KOUTO O(POPMSAT MapTHHOPCKA Mpe-
Ka 3a OmlpelleNieH Meproj OT BpeMe, Karo
npejyiaraT CXOJHU WM JIONBJBAIIU C€ MpPO-
JOYKTH WU YCIYTH 3a IeJCBH MOTPEOUTEICKH
cermeHT (Dussauge, Garrette, & Mitchell,
2000). Jlymm KaTto CTpaTeTHYecKH ajHaHC,
BPB3KH, CTPaTeTHYECKO TMapTHBOPCTBO W
JDKOMHT BEHTYBD OIMHUCBAT Ch3HATEIHOTO BIIH-
3aHe B acOI[MallUs, KOSITO MMa HSIKAKBa CUHEP-
ru4yHa crparernuecka croinoct (Hagedoorn,
1993). TakuBa oTHOIICHUS ca’:

o Kynyeau — npooasay — Kkamo 8 ciyua-
ume, K02amo cvOUmMuen opeaHu3amop u KOH-
Gepenmen xomen 6CMbNAM 8 OMHOULCHUSL,

o [Ipooasau — oucmpudymop — aguonpe-
60364t U MYPUCTNIUYECKUS A2eHYUl,

o Anuanc medncoy pasHOCHOUHU KOMAAHUU,

o JDicotinm eeHuBp.

CTparernveckure aluaHCH TPH aBHOIpe-
BO3BaYWTE Ca MOIHA W JMHAMUYHA CHIIA B
robanaust aBuaroneH 6msuec (MIT, 2006).

"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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PasmmpsiBaneTo Ha mMa3apuTe W PETMOHATHUST
MKOHOMHMYECKH PAcTeX ca IBIDKEIIH CHIIN 3
THPCEHETO Ha TIOBEYE caMmoJieTHH yciyru. Te-
31 ajdMaHcu ca 0a3upar Ha B3aUMHH JIOTOBO-
PCHU TIOJI3U, M3BIICUYEHH OT CIIOJICIISIHE Ha 3a-
BUIICHU TPUXOAU U TOHIKABAHE HA MPOM3-
BOJICTBEHH pa3XOJy, 4pe3 HW3IMOJ3BAHETO Ha
o6uu pecypen’.

B MomeHTa, MHAyCTpHUsTa Ce HaMupa B
KJIFOUOB €Tam OT Pa3BUTHUETO CH — MPECTPYK-
TYpUPAHETO HAa CEKTOPa YHUIIIOKABa U Ch3Jla-
Ba HOBH IPEBO3BAYH, IPEJ KOUTO IMPEIH3BH-
KaTelcTBara ca Bce mo-ceprozHu (Money,
2000). IIpeBo3BaunTe, KOUTO CHYMEAT Ia Ce
3aIbPXKAT | JIa 3aMa3sIT CBOUTE MO3UIIUHU TPSIO-
Ba JIa TIpeanpreMar CepHo3HH MPOMEHH IO
OTHOIIICHUE Ha CTPYKTypaTa Ha CBOUTE IPH-
XOJIM ¥ PA3XOJIM,AMANKK TIPEJIBU]] CEPUO3HATA
Hameca Ha Jbp)KaBHU BIIACTH WU PETYJIATOPH,
YHUSATO PONI € KIY0oBa B MOJEIMPAHETO HA
OBJeeTo Ha HHIAYCTPHUSATA KaTO IISLIO.

[lo oTHOIIEHWE HA HOA3UmME 34 KIUEH-
mume OT Cb3JaBaHETO Ha CTPATEIUYECKH
alIHaHCH, GHXMe MOTIIA 3 IOCOUHM :

o Pazwupena mapupymua Mpexca,

e YoobHo nvmysane;

o [lo-eonsam Opoti 3aemu 8 cekmopa,

o [logeue npusunezuu,

e [Ipozcpamu 3a 10a1HU NYMHUYU,

o Kesnpobnemuo obcnyacsare;

e Jlocmvnnocm,

e [looobpssane na mpancghepume.

Crnopen Opranuzanusra 3a HKOHOMHUYEC-
KO CBHTPYJHHYECTBO, TPH Ca OCHOBHUTEC Xa-
PaKTEPUCTUKK Ha CTPATETMYECKHUTE AalliaH-
on'®:

1/ obenuHeHre Ha KOMIIAHUSA CHC CHIJIA-
CyBaHa IIeJl, KOUTO 3ama3BaT CBOSITAa HE3aBH-
CUMOCT cJiefl 00pa3yBaHETO Ha allMaHCa;

2/ KOMIAHHUHUTE U3MOJI3BAT CHBMECTHO
MOTYYCHUTE PE3yJITATH M KOHTPOJIUPAT MPO-
[IECHTE II0 IIOCTUTaHE HA ITOCTaBEHAaTa I[ET;

§MIT, (2006), Global Airline Industry Program (Ed.):
http://web.mit.edu/airlines/www/index2.htm

9Money, 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.

' http://www.oecd.org/topic/0,3699,en_2649 37455 1 1 1_
1 37455,00.html
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3/ KOMIAHWUTE H3MOJ3BAT CBOOCTBEHH
CTpPaTErHUECKH PECYPCH.

[llo ce oTHacst 10 noa3ume 3a aguonpe-
6036auume, OUXMe MOTIIU J]a CTIOMEHEM:

o Paswupsigane Ha MAapuipymhama mpe-
arca;

o 3agnaosieane Ha No-2015M NA3APEH Ol

o Ocpanuuasare Ha 0ocnmvna 00 nazapa,

o Pwcm 6 0bema Ha 8b30YuiHUme NPego3.

B 3aBHCHMOCT OT CHIBpPIKAHUETO HA JIO-
roBopa U CTENCHTa Ha HHTEIPUPAHE Ha y4acT-
HUIIMTE B CTPATCTMUYCCKH aJIMAHCH TIPU aBHOII-
peBO3BauMTE OMXME MOLJIH Jla OPOPMUM O6e
zpynu’’;

1/ anmmaHcH ChC CHIIHHM W JIBJIOOKH TapT-
HBOPCKM OTHONICHWS C INMUPOK CIIEKTBD Ha
HarpaBJeHHE Ha ChBMECTHATA JICHHOCT — Iie-
HOBa TMIOJIMTHKA, CTaHJAPTH3allds Ha TPaHC-
MOPTHUTE CPEACTBA M TPEJIOCTABIHUTE YCIIY-
T, Ch3JIaBaHE W Pa3BUTHE HA OO UMUK Ha
HOBOCH3/IaJicHHs OpaHJ, pasnpesieliecHue Ha
JIOXOJMTE M Ievaadara;

2/ aNuMaHCU C TIO-HUCKA CTCIICH Ha MHTET-
pUpaHe Ha MAPTHHOPUTE M TO-TOJIsIMA T'hbBKa-
BOCT, 0a3mpaiy ce Ha ChBMECTHH MapKEeTHH-
TOBH JICHHOCTH M TEXHUYECKO Pa3BUTHE

[TbpBOHAYATHUTE TENH HAa AITHAHCUTE
NPU aBHOIIPEBO3BAYUTE Ca CE CBEIKIAIH JIO
o0cTy)XBaHe Ha TacaKeupure /Tpancdep/, To-
Bapo-pa3TOBAPHU JICHHOCTH, WHBECTUIMU H
TeKyno (UHAHCUpPaHe; OTKPHBAHE HA ChBMEC-
THH TBPrOBCKH TMPEICTABUTEICTBA/IPUMED
xanan Eipnaiiac, Jlyprxansa, Evp dpanc —
ChBMeCTeH TepMuHa sietuiine Kenenn/.

C pa3BHUTHETO Ha IMazapa W 3aCHIBAHETO
Ha KOHKypeHTHaTa 00op0a HAaCTHIIBAT U3BECTHH
M3MEHECHUE Ha IICJIUTE HA AJMAHCHUTE — KOHT-
PO HaJ mMaszapa; HOBH HAmpaBlieHHs 3a o0e-
nuHenue. [IporpamuTte 3a JOSUTHH MBbTHHUIN Ca
OCHOBCH HMHCTPYMEHT Ha aJHMaHCUTE 3a CIie-
YeJBaHe Ha KOHKYPEHTHO mpenumMcTBo. [loc-
PEICTBOM TE3H MPOTPAMHU PEJIOBHUTE MIbTHUIIN
MOJI3BAT OIPEJIEJICHN MPUBUICTHH B TPOIEca
Ha MOTpeOJIeHUe, HIKOU OT KOUTO: Oe3IUIaTHH
OnieTH, mpeMMCTBO MPU MOTBBPXKIABaHE Ha
pe3epBaliy, TPEIUMCTBO TIPH PETHCTPAIUS

" 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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Ha JICTUIICTO, IIPaBO Ha Oe3muaTeH IpeBO3
HUJIKM JOIBJIHUTCIICH 6211‘21)1(, OTCTBIIKA IIpU
IMOJI3BaHC Ha pEHT-a-Kap, MpEeBO3 B MMO-BHCOKaA
KJlaca, Bay4cpHu 3a OTCTBIKU U JP.

3aka0ueHne

B yCJIOBUATA HA JUHAMWYHH IMa3apHU OT-
HOIIICHUSI ¥ M30CTPEHa KOHKYpEeHTHa OopOa,
CTpaTEernuecKuTe aMaHCh Ce OKa3BaT IpaBU-
JIEH TIOJIXOJ] K OCHOBHA CTHITKA 3@ PA3BUTHETO
Ha Ou3Heca. Bb3 OCHOBa Ha CTpaTErHYecKo
HapTHHOPCTBO M JIOBEPHUE MEXKIY YYaCTHHUIIU-
Te B anuaHca ce oQopMms €AWH aTpaKTHBEH
MOJIelT, KOMTO OKa3Ba CEPHO3HO BIUSHHUE BbP-
Xy TPOLIECUTE HAa MEKIYHAPOIHHS TYPHUCTH-
YyecKH ma3ap. basupaiiku ce Ha TEHICHIIMUTE B
HHIYCTPHUATA, KaTO IISUIO0, POJIATA HA TO3H THUII
o0eaMHEHHEe B TPOIECHTE HAa TPAaHCHAIMOHA-
TU3aUsa U TIo0anu3anus B MEKTyHAPOTHUS
TYpU3bM OM MOTJIA J1a CE OMPEIENN KaTo Bax-
Ha. PasButHeTo Ha anTepHaTuBHara (opma
HPECTON.
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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
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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-
ment'. Investigation of Partner Alliances® 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)’. However,
the percentage of alliances that remain unsta-
ble and dissociate remains high (Dyer, Kale &
Singh, 2001)*. 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-

! http://www.partneralliances.com/media_room.html

2 http://www.partneralliances.com/media_room.html

3Kale, 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.

4Dyer, 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 stage”.

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.
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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 relationship®. 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 1is 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

® 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 are’:

e Buyer — Seller — as when event organizer
and conference hotel enter into a relationship;

e Seller — distributor — airline and travel
agencies;

e Alliance between equivalent companies;

e 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

"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 whole®.

In terms of benefits to customers by cre-
ating strategic alliances, we can cite’:

e Enhanced route network;

e Convenient travel;

e Greater number of employees in the
sector;

e More privileges;

e Programs for loyal passengers; — Has-
sle-free service;

e Accessibility;

e Improved transfers.

According to the OECD, there are three
main characteristics of strategic alliances'’:

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:

e Extend the route network;

e Conquest of greater market share;

e Restrict access to the market;

e 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 groups'':

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-

$MIT, (2006), Global Airline Industry Program (Ed.):
http://web.mit.edv/airlines/www/index2.htm

? 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.

% http://www.oecd.org/topic/0,3699,en 2649 37455 1 1 1
1 37455,00.html

" 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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METO/IH 3A OHEHKA HA UHBECTULIMOHHUA PUCK B
TYPUCTUNYECKATA ®UPMA - TIPEJIUMCTBA 1
HEAOCTATBIUA

MAPHUHA PAUKOBA

Joxkmopanm, Kameopa ,, Uxonomuxa na mypusma” — YHCC — Cogpus

praBHEHI/IeTO Ha MHBECTULHMOHHHUA PUCK
B pa3nuuHu chepr HA WKOHOMHKATAa HAMHpPa
BCE MO-UIMPOKO MpuiIoKeHue B bbarapus,
0co0cHO B OBP30 pa3BHUBAILUTE €€ OTPACIH,
MEXIy KOUTO M TypHu3Ma. VIHBeCTHIIMOHHUTE
MIPOEKTH B TypHU3Ma Ca THIIMYHU PUCKOBH IIPO-
eKTH. PUCKBT mIpH TAX ce€ CBBp3Ba C Heollpe-
JICIICHOCTTa Ha HOpMAaTa Ha Bb3BPBILACMOCT U
Moke na Obae neduHHpaH Kato Bb3MOKHOTO
OTKJIOHCHHE Ha peajJlHaTa HOpMa Ha Bb3BPb-
IIaeMOCT OT O4YakBaHaTa. EJHOBpEMEHHO ¢
TOBA T€ Ca CPEICTBO, Upe3 KOETO Morar aa Ob-
JaT TIOCTUTHATH 3HAYMTEIHU KOHKYPECHTHH
npeauMCTBa B JUHAMHWYCH OTpPacCh/l KaTo Ty-
pHU3Ma, XapaKTepU3Hpall] ce ¢ YeCTa MOosABa Ha
HOBH U YCBBBPIIEHCTBAHU IIPOAYKTH.

ToBa Hanara HamMHMpaHe Ha MaTeMaTHKO-
CTATUCTUYECKH METOAM 33 KOJINYECTBEHA
OLICHKA HAa MHBECTULIMOHHUS PUCK. 32 HETOBO-
TO U3MEpBaHe ce IpuilaraT IJIaBHO 2 IOAX0/a.

ITbpBHAT NOAXOA € U3IPAJACH Ha aHAIU3
Ha JIUHAMHUYHU PEJOBE OT UCTOPUYECKHU JIaH-
HU. V3BBpIIBa ce OLEHKAa HAa CTAaTUCTHYECKU
JTAaHHU 32 BB3BPBIIAEMOCTTa Ha J1a/lcHa HHBEC-
THUIWA 33 €JHAKBH [IEPHOIU OT BpPEME, BCIEIC-
TBUE HA KOETO CE YCTaHOBSBA IPOSBICHUETO
Ha pUCKa B MHHAJI0TO. To3u noaxon ce 6asupa
Ha XUIIOTE3aTa, Y€ PUCKBT 1lIe 3alla3u pasMepa
CH U B cienBamure nepuoau. [loqobna ekcr-
pamonanys Ha JaHHU IIPEIOCTaBsl peasiHa
OLIEHKA 32 pa3Mepa Ha NHBECTULMOHHHS PHUCK,
HO 32 MHHAJIU NI€PUOJH, IIPe3 KOUTO ca chOu-
paHM JaHHWATE. B HacTOALIETO MOAXOABT AaBa
€aMO IIOBBPXHOCTHA IIPEJICTaBa 3a Bb3MOXKHO-
TO OTKJIOHEHHE OT OYaKBAHATA HOPMA HA Bb3-
BPBIIAEMOCT.

Bropusat noaxon ce ocHOBaBa Ha BEPOSIT-
HOCTHUTE AaHHU. CbCTOU C€ B MPEABAPUTEIHO

ompenensHe Ha OBIEIIUTE YUCIOBH CTOMHOC-
TH Ha HOpMaTa Ha BB3BPBINAEMOCT MpPU pas-
JMYHH TIPOSIBJIICHUS HA 00yClaBsAmuTe PakTo-
pH.

MertonuTe 3a OlleHKA Ha PUCKA B3 OCHO-
Ba Ha BEPOSTHOCTHUTE NAHHW CE€ HApwdaT CK-
CHepTHI/I METOAU U LICJIST HE HpSIKO orpaHI/Iqa-
BaHE Ha PUCKA, a HETOBUTE U3MEPBaHE, aHAIN3
U oleHka. Upe3 aHamUTUYHATA WHPOPMAITHS,
KOSITO MPEAOCTABST, T€ IIOMArar pu B3eMaHe-
TO Ha pelleHHus 3a OrpaHHYaBaHe Ha PHCKa
Ype3 HAMHUpaHE HAa HAYMHH, CIOCOOM M BB3-
MOKHOCTH 32 CITUMHUHHPAHETO Ha (haKTOpHUTE,
KOUTO TO TOPaKIaT, KaKTO W 32 HaMajsBaHE
Ha OTpUIATEIHUTE MOCIAEHUI OT Hero. Te
JaBaT BB3MOXKHOCT Jla C€ CTUMYJHpa TBOp-
YeCKOTO MHCJICHE Ha YYacTHHIUTE, Ja Ce
000CHOBaBaT pEIICHHs MpPHU JIUTICA Ha J[OCTa-
THYHO HAJIEKTHA KOJUIECTBEHA NH(HOpMAITHS.
BCGKI/I oT HpI/IHaFaHI/ITe METOOU € I/IHI[I/IBI/IJIya-
JICH ¥ MOXe€ Ja ObJIe M3IMO0JI3BaH B Pa3IMUHU
CUTyalluy, B 3aBUCUMOCT OT JIEHHOCTTA Ha TY-
PUCTHYECKOTO TpEANpHUaTUe, OpaHIIoBaTa My
CTenuanu3alys, CTPyKTypa 1 T.H.

AHaMM3bT Ha YYBCTBHUTEIHOCTTA OTIpeJie-
751 TBPBUYHUTE (TyBCTBUTEIHH) TIPOMCHIINBH,
KOUTO UMAT HaW-TOJISIM MPHHOC 32 PUCKA B
KOHKPETHHUSI WMHBECTHUIIMOHEH mpoekT. Crexn
3a/laBaHC Ha KOHKPETHU MPOMEHU BBHB BXOs-
IIUTE BEIMYMHU CE CIeIU KaKk pearupar oc-
HOBHHTE HWKOHOMHYECKH IIOKa3arenn. Haii-
YYBCTBHUTEJICH BHB BPEMETO € MApUIHHST I10-
TOK, a OTTYK M OIICHKAaTa, MpeJcTaBeHa OT OcC-
HOBHHS TIOKa3aTeJl — HETHA HACTOsIa CTOM-
HOCT, KaTO BBPXY HEes BIMSSAT BCUYKU Ibp-
BUYHHU MPOMEHIIMBUA Ha MPOEKTa: UHBECTULU-
OHHU Pa3XxojH, 00eM mpoaaxOu, masapeH s,
CPOK Ha HMKOHOMHYECKH >XHBOT, OIOJKCTHH
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OrpaHUYCHHS.

PuckbT B mpoekTa ce mopaxaa OT HEOTl-
pENeNeHOCTTa MO OTHOIIEHHE Ha BXOJHUTE
npoMennuBu. [1pu u3non3BaHeTo Ha MPOTHO3U
3a OTPUIIATEIIHU WM TOJIOKUTEITHA H3MEHE-
HUS Ha €JIeMEHTHUTE Ha Pa3XOJUTe M IPUXO.HU-
Te M3YMCIICHUATA Ha TIOKA3aTeNNTe 32 NKOHO-
MHUYecKaTa e(peKTUBHOCT ce HW3BBPIIBAT He-
KOJKOKpaTHO. Hail-uecTto npu nporuozupaxe-
TO C€ M3MOJ3BaT MUHHMMAJIHH HHBAa Ha MpO-
JKOWTE, MHHUMAIIHU 1ICHU Ha TPOJIYKTHTE,
MaKCHMaJTHO BHCOKHM EKCIUIOATAI[MOHHH pPa3-
xoau. llenra e na ce HaOMOaBa KaK BCAKA OT
Te3W MPOMEHJIMBH Il OKaXe BIMSHHUE BBPXY
OCHOBHHS TIOKa3aTed.

AKO U3MEHEHHETO Ha JaJieHa TPOMECHIIH-
Ba JIOBEJC J0 3HAUUTEIHUA U3MEHEHHS B CTOU-
HOCTTa Ha OCHOBHUS ITOKa3aTel, ToBa 03Haya-
Ba, Y€ TS € OT ChIIECTBEHO 3HAYCHHE 32 WH-
BECTHIIMOHHOTO pemenne. Ho, ako Briusie cina-
00, T MOXe na ObJae mpeHeOperHaTa OT B3e-
Malus pernieHue. AHaIM3BT C€ U3IMO0J3Ba
MMEHHO 32 OTCSIBAaHE HA CBHIIECTBEHUTE OT He-
CBIICCTBEHUTE MPOMCHIIMBH, KOUTO OMXa OKa-
3aJM BIMSIHAE BBPXY PUCKA TPU HHBECTHpA-
Hero.'

[TpeauMcTBO Ha MeTO/IA €, Y€ TIPU HETO ce
OTIPEACTAT MAPUYHUTE TOTOIH IO OTHOIICHHE
HA HEU3BECTHUTE MPOMCHIUBU U U3UUCIISIBAHE
Ha TIOCJIC/ICTBUATA OT HEIPaBUIIHA OILICHKA Ha
CTOMHOCTUTE Ha Te3W npomeHauBu. Toil moj-
THUKBA MEHUKBPUTE J]a OTKPHUSAT MOMICHEHH-
T€ TPOMEHIIVBH, J1a OMPENeNAT KbJAe IOMbI-
HUTeJIHAaTa uHpopMalus Ou Owina Hail-
NoJie3Ha, KaTo nomara Jia Obar uaeHTuHUIu-
paH¥ TPEUTHUTE U HEAICKBATHU MPOTHO3H.

OCHOBEH HEJOCTaThK HAa METOJA € OTHO-
CUTEJHO TOJNIsIMaTa BH3MOKHOCT BKIFOUECHUTE
B HEro NMpPOMEHJIMBU Ja ca B3aWMOCBBp3aHH,
Harp. rojieMrUHaTa Ha Ta3apa U KpalHUAT pe-
3yJITaT OT MPOeKTa. AKO rojieMHHATA Ha Ta3a-
pa MPEBUIIN OYAKBAHUATA, MHOTO BEPOSITHO €
THPCEHETO Ja € MO-BUCOKO U CIUHUYHUTE Lie-
HU Ha WHBECTHUIIMOHHUS MPOAYKT CHOTBETHO
Jla ca TO-BUCOKH. B npyr ciydaii, Hamp. mpu
BHCOKa WH(QIIAIMATA, BEPOATHO Pa3XOIHTE IO
MpOEeKTa CHINO IIe HapacTHAaT. B mMHOrO Ciy-
gal PBHKOBOJCTBATa HA TYPUCTUYCCKUTE

! Komurckn, UB., Yipapienue Ha pUCKa B TypHCTHUECKATA
¢dupma, ,,ABanrapz [Ipuma”, Codus, 2004
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OpeANpUsITUS Ce NOABEXKIAT na AehUHUpAT
HE3aBUCHMHU €[JHa OT Apyra IPOMEHJIMBU, KOe-
TO, 00aye, BOAM JI0 MOJTyYaHe HA HEJOCTOBEP-
HU pe3yNTaTH NP U3MO0JI3BaHE Ha TO3HU METO/.

CyOeKTUBM3MBT Ha OLCHSIBALIUS MOXKE
Jla ce MpOsIBU U Upe3 JlaBaHe Ha TBbpJE NeCH-
MHUCTHYHA WM TBBPAE ONTUMHUCTHYHA OLIEHKA
Ha 3HaYMMOCTTA Ha KOHKPETHA BEJINYMHA HJIH
BPB3Ka MEXY OTJCITHU BEJTMUMHU.

MopenbT Ha cuMyJanus Ha pucka ,,MoH-
te Kapso” nenu paHxupaHeTo Ha MHOXKECTBO
OLCHBYHH TOKA3aTeIH, MOTYUYCHH CIIEH Pasur-
paBaHEeTO Ha PA3IMYHHU CLEHAPUU Ha ObICIIO
[IOBE/ICHHUE Ha IpoeKTa. bposT Ha pasnuyHuTe
CIIEHApUU KJIOHM KbM O€3KpailHOCT, KOETO
3HAuM, 4e OBJCUIOTO MOBEJCHUE HAa MHBECTH-
LUOHHUS MPOEKT MOXe Ja ObJe OMUCaHO ¢
OTpOMEH OpOH ClieHapHUH.

[TspBOTO, KOETO TPsIOBA A Ce HaMepw, €
UHTEPBAIBT, B KOWTO L€ C€ ChABPXKA BCSKA
npoMenauBa. IlocpencTBoM KOHCynTauuu c
eKCIIepTH, upe3 o0paboTBaHe Ha chOpaHa cra-
THCTHYEeCKa HMH(OpMaLus WK upe3 OOMKHO-
BEHH JICTCPMUHUPAHH aHAIU3M JIECHO MOTaT
Jla ce HaAMEpPAT CIIOMEHATHTE WHTEPBAIU. AKO
MIPOEKTHT CE MPUBEJE B U3IIbJIHEHHUE, BCSKA OT
CllydallHUTE NPOMEHJIMBY OM Ipuesia egHa oT
BB3MOKHHTE CTOMHOCTH OT TO3H HMHTEPBAl.
Pe3ynraTsT, KOWTO O ce MOTYYMI OT BHBEK-
JIAHETO Ha Te3W CTOMHOCTH B MKOHOMUYECKHS
Mozen, Ou Oui enHa peaHa MKOHOMUYECKA
OLICHKA Ha NPOEKTA. 3a ChKAJICHUE € HEBb3-
MOXHO J]a C€ OCBIIECTBH TAKOBA MPEIBHKIA-
HE IpeABapuTesIH0. ENUHCTBEHOTO, KOETO ce
3Hae B MOMEHTa Ha aHaJn3a, € pa3npe/eieHu-
€TO Ha BEPOSTHOCTHTE Ha Pa3IMYHUTE Bb3-
MOXHHU CTOWHOCTM Ha BCSKa IPOMEHJIMBA.
AKo ce HampaBu ciydaeH M300p Ha HaOoOp OT
BB3MOXKHH CTOMHOCTH Ha BXOJIHHUTE NPOMEH-
JIMBH, 1€ C€ MOJIYyYH €IHO PEIICHUE U3MEKIY
MHOTOTO BB3MOXXHH. AKO C€ MOBTOPH MpOIle-
ChT JOCTaTh4eH OpOW MbTH, e C€ TMOIYYH
CBBKYIHOCT OT Pe3yJITaTH, KOUTO ca MpeJcTa-
BUTEJIHA M3BaJKa OT BCHYKHU BB3MOKHH. Taka
HMKOHOMHYECKATa OLICHKAa Ha MPOEKTa ce Mpe[-
CTaBs KaToO CilydaiiHa MPOMEHJINBA, C II03HATO
pasnpesierieHnue Ha BEpOSTHOCTHTE, OTpesiesie-
Ha BB3 OCHOBA Ha IOJyyeHaTa M3BajKka. ToBa
¢ pyHIaMeHTHT Ha aHajM3a Ha PUCKa, KOUTO e
pe3yaTaT oT MPUIOKEHUETO HAa MeToaa “MoH-
te Kapiuo”.
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[IpenopbunTENHO € CHUMYJIMPAHETO Ha
pucka upe3 meroma “Monte Kapmo” ma ce
MPEAX0kK/Ia OT aHaIM3a Ha YYBCTBUTEIHOCTTA,
3a Jla Ce OMNpPEJCNId OTHOCUTEITHATA BaXKHOCT
Ha pasnuuHuTe npoMeHnuBu. Koraro mpo-
MCHJIMBATa € BaXHa, TPpsAOBa Ja ce oObpHE
BHUMaHHE HA HEWHOTO BEPOSITHOCTHO pasmpe-
nenenue. Ako, obaue, aHAIM3BT HA TyBCTBU-
TEJIHOCTTA IOKaXKe, Y€ MpOMsHaTa B CTOM-
HOCTTa Ha MpPOMCHJIMBAaTa BOJAMU 0 HC3HAYHU-
TEJIHM WU3MCHEHUS B CTOWHOCTTa Ha HETHATa
HACTOSIIA CTOMHOCT HAa WHBECTUIIMOHHUS
MPOEKT, TOraBa MOXe Jla Ce MPOIYCHE Ompe-
JICTSIHETO Ha BEPOSITHOCTHOTO U pasmpejierie-
Hue. B ciydas M3mosi3BaHETO Ha €Ha M ChIIa
CTOMHOCT Ha Ta3u IMpOMCHJIMBa BBB BCHUYKHU
W3YKCIICHUS € HAITBJIHO MMPHEMIIABO.

lomssimMo mpeauMcTBO Ha MeTona €, 4e He
W3UCKBA TOJIEMH MATEMAaTHYECKO-CTATUCTH-
YEeCKHU MO3HAHMS OT CIICIHATUCTUTE, KOUTO TO
NPaKTHKYBAT, Thi KaTO MOXE Jla ce TpHiara
ype3 KOMITIOThpHAa 00paboTKa MOCPEICTBOM
CrielMaIM3upanu copryepHu mpoayktu. Ilo
TaKbB HAUYWH, JOMBIHHUTEIHATA paboTa Ha
AHAJTHUTHKA CC CBEXJA CaMo JI0 OICHKATa Ha
clly4allHUTE TIPOMCHJIMBU Ha BXOJa HAa MOJie-
na. ChIllo Taka HAMa OTPAHWUYEHHS 10 OTHO-
IICHUEC Ha CJIOKHOCTTa Ha MoOjea, KOWTO
CBbp3Ba MOTOKa OT MapU4YHU AO0XOAH C BXO-
JISIIIUTE IPOMEHJIBH.

HepmocraTpk Ha Mojena e, 4e OCHrypsiBa
CTATHCTHYECKU OICHKH, 4 HE TOYHHU pe3yJrTa-
TH, ThU KaTO CHMYyJallisTa He € Mpelu3Ha
TexHuka. Jlpyr HeZOoCTaThK € YyBCTBHTEI-
HOCTTa Ha MpOIeca Ha CUMYJIMPAHE KbM H3-
XOJIHUTE JIOMyCKAHUs, TOpPaJUu KOETO, IpH
BCSIKA MPOMSTHA B TSX, CUMYJIaIlisiTa TPOBa 1a
ce MOBTOPH.

3aTpy/IHEHHs CHIICCTBYBAT U C OMNpee-
JSIHE Ha €BEHTYaJHOTO CHIECTBYBaHE Ha KO-
peranun MEXAYy HAKOU OT BXOJHUTC C.]'Iy‘-IafI-
HU npoMeHnuBu. Ilpu Hanuume Ha crpora
(YHKIIMOHAIHA 3aBUCUMOCT M, aKO Ts € Ipa-
BUJIHO YCTaHOBEHA IIPENIBAPUTEIHO, OM TpsO-
BAJIO JIa € BEYe OTpa3eHa B OMpPEACICHHUS HKO-
HOMHMYecKkH Mozen. Ho moHsikora morar ja
CbIIECTBYBAT HpI/I6HI/I3I/ITeHHO MapKupaHu KO-
pelaiuu, KOUTO TPYIHO MoraT aa Obaat ¢op-
MyJHpaHd WK He ca joOpe mo3Hath. Hamu-
YHETO Ha MOJ00HU 3aBHCUMOCTH MEXKIY IpPO-
MCHJIMBUTE M3KMCKBA MMO-BHUMATEIHO OTHOIIIE-

HHUE KbM IPOEKTa U HEroBara oleHKa. BenHbx
OIIpe/IE/IEHH KOPEKTHO, TAXHOTO BBBEXK/IAHE B
npolieca Ha CUMYJalus He OM MpescTaBisBa-
70 mpobineM. MHOroO € BaXKHO Jia ce 3Hae, 4e
€lHa Tpellka B TOBAa OTHOIIEHHE MOXKE Ja
HalpaBy HAI'BJIHO HEBAIM/ICH LIS aHAJIN3.

MertonsT ,,JIbpBO Ha pemieHnsATa” IomMara
3a OIpeliesiHe MOMEHTa Ha B3€MaHe Ha pe-
1IeHUe 3a uHBecTUpaHe. Tol € mojaxoJ, CBbp-
3aH C B3CMaHCTO Ha PCUICHUA B YCJIOBUATA HaA
HEOIPe/IeJIEHOCT M OCHOBHATa My IIeJl € orpa-
HUYaBaHETO HA BB3MOXKHHUTE 3aryOu OT Hec-
MOJTYyWINBUTE MHBECTULIMOHHH PEIICHHUSI.

B nppBOBHAHA CTPYKTypa ce€ MPEencTaBsAT
BB3MOXHUTEC TIEPUOAN 3a HWHBCCTUPAHC, HH-
BCCTUIIMOHHUTEC pa3sxodyd W IPOU3SBOAHU IIa-
PUYHM TOTOILM, KaToO aHAIU3bT o0XBala BCs-
KO €7JHO pa3KJIOHEHHUE 4Ype3 ChOTBETHHUS MOKa-
3aTe]l M HEroBOTO CTAaHJAPTHO OTKJIOHEHHE
(pucka) 1O OTKpOSBAaHETO Ha HaH-TIPHUBIIE-
KaTeJHOTO MHBECTULMOHHO pelieHue. Besko
pelieHre ce B3eMa B 3aBHCHMOCT OT ycrexa
WK Heycnexa Ha npeaumHorto. [lopennocrra
Ha PEIIEHUATa € Hall-4ecTo CBbp3aHa C eTalu-
TEe Ha Ch3[AaBAHETO M IyCKAaHETO Ha ra3apa Ha
CbOTBETEH TypHCTHUYECKU NpoaykT. Te3m era-
M ca: MPEABAPUTEIHO IPOYUYBAHE, NIPOEKTHU-
pase Ha NPOJIYKTa, U3rOTBSHE HA IPOTOTUIIH,
cHa0sIBaHE C TEXHOJIOIMYHO OOOpyABaHE U
T.H. Ha Bcexu oT eramute paboTaTa MOXKe 1aa
Obze crpsiHa, ako HE ca ONpaBJaHu ITbPBOHA-
YaJHUTE Pa3XOAM, KaTo MO TO3M HA4YMH 3ary-
Oute ce orpaHM4aBaT caMO IO HaIllPaBEHUTE
JI0 MOMEHTa. B To3u ciiy4yail He MOxke Ja ce
TOBOPH 3a TOCTHI'aHE Ha BB3BPBILAEMOCT, a
caMo 3a MpeAoTBparsiBaHe Ha ObJeNIN Hera-
THBHU IOCJIEANIH oA Gopmara Ha (hUHAHCO-
B 3ary6n.”

[TpoGyieMbT NpH U3MOA3BAHE HA TO3U Me-
TOJ €, Y€ IbPBOTO Ha PELICHUATA CE YCIOXKHI-
Ba MHOro Omp30. IIpu u3bop Ha moBeue oOT
€AMH HWHBCCTUIIMOHCH IIPOCKT MOXKC Ja CC
Ha0JII01aBa HESICHOTAa OTHOCHO BapUaHTHUTE 3a
pa3BUTHE Ha NMPOEKTHUTE, T.€. HA AOIBIHUTEN-
HHUTE BB3MOKHOCTH 3a IO-YCIICIIHA peann3a-
LHsL, KOETO OT CBOSI CTPaHa € CBbP3aHo U C J0-
IIBJIHUTCIIHU WHBCCTUIIMOHHU CPEACTBA. HpI/I
neuHUpaHe Ha HIKOW OT TE€3M BapHaHTH 3a

? Matees, M., AHaTi3 | OlleHKa Ha PUCKA IPH 300D Ha HH-
BecTuunMoHHU pemenus — Codust, 2000
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pa3BUTHE MOXE JIa C€ TIOCTPON HOBO JHPBO Ha
peIICHHUATa, OTPA3ABALIO Bedye Pa3IIMPEHUSA
KPBI' OT CHOUTHS U PEIICHHUSI.

N300pbT 3a pasmmpsBaHe Ha OuzHeca
yBelau4yaBa Oposi Ha BB3MOXKHHUTE H3XOIU U
CIICJIOBATEIIHO YBEIHMYaBa PUCKAa OT MHBECTHU-
un B m30panata mocoka. OOpaTHoO, perieHue-
TO 3a OTKa3 OT IPOEKTa CTECHsABa Opos Ha
BB3MOKHHUTE M3XO/W. Taka TO HaMalsBa pHC-
Ka OT MHBECTHIHMATA. 3a Ja Ce OTpasiT Te3U
NPOMEHM B pHCKa, TpsOBa 1a ce H3MOJ3BaT
Pa3IMYHK JUCKOHTOBM HOPMH, HO IBPBOTO Ha
pemieHusATa He naBa MH(POpMAIM Kak Ja ce
HampaBM TOBA. BCBHITHOCT TO HE TMOKa3Ba Kak
Jla ce OLICHSABAT pa3jIMuHHUTE BapHAHTH 3a W3-
0op, a e camo yno0eH Ha4YMH Jia ce 000OIIST
MOCIIEAUIIATE [0 OTHOIICHWE Ha MapUYHUTE
HOTOLH.

Jpyr nomysipeH MeTo/ 3a U3MepBaHe Ha
pHUCKa € MeTOIbT Ha Oe3pHCKOBHUS EKBHBA-
JeHT. 3a a ObJe OLEHKaTa Ha JaJieH WHBEC-
TAUOUOHECH MPOCKT MO-II'bJIHA, ACHA U TOYHA, €
HEOOXOUMO KbM Hes Ja Ce WHTErpupa puc-
KbT, KaTO MO TO3M HAuMH C€ KOPHIHpa CTOM-
HOCTTa Ha TIPUETUS OCHOBEH IIOKa3aTeNl Ha
oleHkara. [Ipy Hero KOpHIHpaHETO CTaBa C
HOMOIITa HA T.HAp. OE3pHCKOB EKBHBAJICHT,
KOWTO 0Tpa3sBa MEHHPKbpPCKATa MPECTBA 3a
CTENICHTa HA pHUCKA, KOATO NPOU3THYA OT
OYaKBaHOTO pa3MpeeieHe Ha MapUYHUTE
MOTOLM, a Taka ChUIO U OT OTHOLICHUETO Ha
B3eMallys perieHne KM pucka. [Ipu usmons-
BAHETO HA TO3M METOJ Ca HAIMIE CIEIHHUTE
HPEIOCTABKH:

® HETHUST MApUYCH IOTOK, KOWTO OT To-
JWHU € cnyqai/'lHa BCIMYHHA,

e HOpMaTa Ha BB3BPHIIAEMOCT Ha 0e3-
PHCKOBUTE WHBECTHUIIMH, KOSITO € H3BECTHA,

® OTHOUICHHETO KBbM pHCKa.

KoeduiueHThT Ha O€3pHCKOBHS CKBUBA-
JICHT € YaCTHO OT EKBUBAJCHTHHUS 0E3pPHCKOB
HETEeH MapuyeH MOTOK 3a ¢HA TOJMHA 1 OYaK-
BaHaTa CTOMHOCT Ha PUCKOBHUS HETEH MapHyeH
HIOTOK.

IIpu nonyyaBaHe Ha CTOMHOCTTa Ha HET-
HaTa HACTOAIIA CTOMHOCT 3a LEIHs CPOK Koe-
(GUIUEHTHT Ha OE3pUCKOBHS EKBUBAICHT Ce
BKJIIOYBA KaTO KOPUTHpAI] CTOHHOCTTa Ha OC-
HOBHHS TIOKa3aTeJl Ha OL[CHKaTa.

[Ipo6aem mpu M3MOI3BaHETO HA METO/A €
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Jia ce OTPECIAT HAJCHTHH CTOWHOCTH Ha KO-
eduireHTa Ha OC3PUCKOB CKBUBAJICHT IO TO-
JMHA OT MKOHOMHYECKHUS KMBOT Ha IPOEKTa.
Hauun 3a mpeonossiBaHeTo My € M3IOJI3BaHe-
TO Ha CEPUO3CH PETPOCICKTHBEH aHAIW3 Ha
pE3yNTaTUTE OT BEYE OCHINECTBEHU MPOCKTH,
KOWMTO MMa 3a Iell Jla U3BJIeUe BEPOSTHOCTHO-
TO pasmpe/elicHue Ha TMapUYHUTE TOTOLH 110
TOJIMHM W Ha Ta3u 0a3a Jia ce ONpeeNsiT cpe-
HUTE CTOMHOCTU Ha KOCPUIIMCHTUTE HA BapH-
alys 1o THUIOBE MpoekTH. Hakpas croiiHoCTH-
Te Ha Koe(duIMeHTa Ha Oe3pHCKOBUS CKBUBA-
JICHT 1O TOJIMHU C€ OMPECIAT B 3aBUCHMOCT
OT YCTAaHOBCHUTE KOC(HUIIMEHTH HAa Bapuanus,
OYaKBaHMs HETCH MapUyYeH MOTOK W OTHOIIE-
HHUETO Ha B3eMAIllUs PEIICHUE KbM PHUCKA: He-
yTpaJTHO, ¢1a00 WM CHITHO HEraTUBHO.

Jpyr MeTon 3a IMarHoCTHKAa Ha PUCKA €
MPUCTOCOOSBAHETO HA HOpMATa Ha JTIUCKOHTH-
paHe KbM pHcKa. BmecTo ma ce 3amecTBar
PHUCKOBHTE TTAPUYHHU MOTOIHM C €KBUBAJICHTHH-
Te UM OE3PHCKOBH IMOTOLHU, IBPBUTE MOXKE Ja
ce IMCKOHTHPAT C HOpMa, BKJIFOYBAIIA PEMUS
3a pucka. Ta3u HOpMa MpUTEKaBA TPU elie-
MCHTA:

e HOpMaTa Ha BB3BpPbBLIAEMOCT Ha 0e3-
PHUCKOBH MHBECTUIINHY;

e jo00aBKkaTa 3a IPHUCIOCOOSBaHE Ha
HOpMara KbM HOPMAITHUS 32 TPEIIPUSTHETO
PHCK;

e jo0aBkaTa (WIM HaMaJICHHETO) 3a
npucrnocoOsiBaHEe Ha HOpMara KbM pHCKa B
KOHKPETHHS TPOCKT.

CyMata OT TSAX MPEJCTaBIsBa MPUCIIOCO-
OeHaTa HOpMa Ha JIMCKOHTUpaHe Ha pucka. U
TPUTE €JIEMEHTa, BKJIFOUUTEIHO M TMPHUCIIOCO-
OcHata HOpMa Ha JUCKOHTHUPAHE KbM PHUCKA,
Ce U3MEepBar B MPOIICHTH.

CroifHOCTTa Ha TpucTocoOeHaTa HOpMa
Ha JIMCKOHTUPAHE KbM PHCKa B TPUTE Cydas
MOXe JIa c€ TIPEJICTAaBH TaKa:

® DHCKBT B MPOEKTA € CHIHUAT KaTO PHC-
Ka B JIOCETAIIHUTC WHBECTHIIUH, T.C. € PaBCH
Ha HOPMAJTHUSI 32 IPEANPHUIATUETO PUCK;

® DUCKBT B MPOEKTA € MO-TOJISIM OT HOp-
MAJTHHS PUCK;

® DHUCKBT B MPOEKTA € MO-MaJbK OT HOP-
MAaJTHUS PUCK.

CroliHOCTTa Ha TpPUCTIOCOOCHATa HOpMa
Ha JMCKOHTHPaHE KbM PUCKA 332 KOHKPETHHS
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MPOEKT 3aBUCH OT CHEHUPUUHUTE MY Xapak-
TEPUCTHKH, OT (PUHAHCOBOTO CHCTOSHHE U OT
BJIMSIHUETO HA IPOCKTa BbPXY CTpATErUsITa Ha
TypucTHYeckaTa pupma.

3a ;ma ce MpoTHBOACHCTBA e(PUKACHO Ha
WHBECTUI[MOHHUS PUCK B TypH3Ma, ¢ HEOOXO-
JIMMO TOH 1a ObJie PEJOBHO JAUATHOCTUIMPAH.
Upes npaBUIIHOTO U3IMOJI3BAHE HA METOIUTE 3a
aHalin3, OllCHKA W YNpPaBJICHHUE HA PHUCKA IPU
B3€MaHe Ha PEIICHHUsS 110 BPEME Ha WHBECTH-
[UOHHHS TPOIIEC MOXKE Ja Ce IMOCTUTHE Orpa-
HUYaBaHE Ha PHUCKa JI0 BH3MOXKHO Haii-HHCKa
CTEICH U CIIOMaraHe 3a pealu3upaHeTo Ha BU-
COKa BB3BPBINACMOCT M €(pCKTHBHO H3II0JI3Ba-
HE Ha BJIOKEHHUTE CPEJICTRA.
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INVESTMENT RISK ASSESSMENT METHODS IN TOURIST
ENTERPRISE — ADVANTAGES AND DISAGVANTAGES
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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-

200

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

! Komurcku, UB., YipapiieHue Ha PHCKA B TyPHUCTHUYECKATA
¢dupma, ,,ABanrapx [Ipuma”, Codus, 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 a 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.’

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.

* Marees, M., AHaII3 U OllEHKA HA PHCKA MPH 300D HA MH-
BecTHIMOHHN pewenus — Codus, 2000
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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:

o Net cash flow, which for years is a ran-
dom variable,

e Rate of return on risk-free investment,
which is known,

o 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:

e Rate of return on riskless investments;

e Addendum to adjust the rate to the
normal risk for the enterprise;

e 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:

e The risk of the project is the same as in
previous risk investments, i.e. is equal to the
normal risk for the enterprise;

e The risk of the project is greater than
normal risk;

e 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.

Bibliography

1.

10.

11.

12.

Brealey, R.A., Myers, S.C., Principles of
corporate finance, McGraw-Hill Inc, In-
ternational edition, 1996

Chapman, Ch., Ward, St. — Project Risk
Management, Processes, Techniques and
Insights, John Wiley & Sons, 1997
I'eoprues, UB., KanuranoBo Oromkerupa-
HE B TPOMHUIUICHUTE (UPMH, YHHUBEPCH-
TETCKO u3naresicTso ,,Cromanctso”, 2000
Humutpos, Ilp., MHoBanuu B Typu3Ma,
bnaroesrpaacku  FO3Y, bmaroesrparn,
2006

HMunes, JI., Henkos, JI., ®uHaHCH Ha CbHB-
pemenHara ¢upma, Koncynranrcka dup-
ma DDC, Codus, 1992

Komurcku, MB., YrnpaBneHue Ha pucka B
tTypuctuieckara pupma, ,,Apanrapa [Ipu-
Mma”, Codus, 2004

MateeB, M., AHanu3 U OLIEHKAa Ha pPHUCKa
npu U300p HA MHBECTHIIMOHHU PEIICHHUS,
YHHUBEPCUTETCKO U3AATENCTBO ,,CTOMaHC-
80", Codhmst, 2000

Hemxos, M., KazanmxueBa, B., Mkxono-
MHUKa Ha TypucTtudeckata ¢upma, M3na-
tenctBo Ha HBY, Codust, 2007
Opemapcku, [11., ®uHaHCOB aHaIU3 U yII-
paBienue Ha unsectuuuure, UK Jliopew,
Codus, 1992

Ilees, II., MxoHoMHUKa ¥ MEHUKMBHT B
pectopanteopctBoTo, MK “Jltopen”, Co-
¢us, 1998

Pubos, M., TypusMbT B epara Ha KayecT-
BOTO, ,, [ pakus-M”, Codust, 2003

Pu6GoB, M., KBamurtonorus Ha TypuUCTH-
YECKUS TPOIYKT, YHUBEPCHTETCKO H3Ma-
tenctBo ,,Cronancteo”, Codus, 1999

203



TEHAEHIIUAU B PASBUTUETO HA IJIOBAJIHUA TYPU3BM B
YCIOBUATA HA CBETOBHA UKOHOMMNYECKA KPU3A

HNBa Toxnoposa

Jloxkmopanm kvm kameopa ,, Mkonomuxa na mypusma’’, VHCC

IIpyuuHUTE, KOUTO AOBEJOXA CBETa 10
ceramiHaTa MKOHOMHYECKa Kpu3a Hail-00IIo
Morar aa ObJaT N30POSHH IO CIEIHUS HAYNH:

1. IIMKIMYHOCT B pa3BUTUETO HA KaIluTa-
JUCTHYECKATa HKOHOMHKA (CBPBX IPOM3BOIC-
TBO).

2. lucrponopuuu MeXIy HaTpylBaHE U
norpeblieHre B pa3nu4HuTe ObpkaBu (Hart-
pynBaHe B Kwurali, BuCcOKO moTpeOiieHHE B
CAI] n 3amagna EBpoma).

3. OrpomMHH OMODKETHH JePHUIMTH B TIO-
BCUYCTO OT Haﬁ-pa3BI/ITI/ITe NKOHOMHNYCCKHU
CTpaHH.

4. lIpexomepena nubepanu3aiys Ha HKO-
HOMUKATA.

5.Jlunca Ha edexkTHBEeH KOHTPON OT
CTpaHa Ha TpaBUTEJICTBaTa BBPXY (puHaHCO-
BHUS CEKTOP.

6. Irnopupane pojsitTa Ha Jap)kaBaTa B
YIPaBICHUETO HA UKOHOMHUKATA.

[To oneHka Ha MOBEYETO CBETOBHH MKO-
HOMUCTH Ta3u Kpu3a e mo-jomra ot ‘['omsmara
neopecusi’ B CAILl, mopamu HeitHaTa rioban-
HOCT M JHIica Ha eeKTUBHU (UHAHCOBH Me-
XaHU3MHU 32 HEMHOTO OBJIAJISIBaHE.

OcCBeH TMO3HATUTE HU TEOPUHU 32 UKOHO-
MUYECKU KpU3U TMPH KAMUTAIUCTUYECKUS Ha-
YUH Ha TIPOM3BOJICTBO, ChBPEMEHHATa MKOHO-
MHYEeCKa Kpu3a MMa €IWH CHIIECTBEH HIOAHC.
To3u HOB HIOAHC € B CTPYKTypaTa W MamabuTe
Ha (PMHAHCOBHUS CEKTOP, KOMTO OTJIABHA Ipec-
TaHa Jia 00CITyKBa MIPOU3BOACBOTO HA MaTepH-
QIHU W JIyXOBHUW OJiara ¥ ce NpeBbpHA B OT-
pOMHA 3aTBOpPEHa CaMOOOCITyKBamia ce TJIo-
OanHa cuctema. OUHAHCOBUTE Ta3apH TpecTa-
Haxa Jia yIpasysiBaT PUCKa B PEalTHUs CEKTOP U
reHepupaxa HOB. Jlumncara Ha eeKTUBEH KOHT-
pOJI OT cTpaHa Ha Jbp)kKaBaTa M H30JHPAHETO
Ha aKI[MOHEPUTE OT YIPABJICHHETO HA OaHKUTE

204

U ipyrute pUHAHCOBUM MHCTUTYLIWH, JOBEAE 10
W3BBpIIBaHE HAa MHOXECTBO OE3KOHTPOJHHU M
0e30TroBOpHH (PMHAHCOBH OIIEpaLlK OT CTpaHa
Ha BHUCIIUTE PAKOBOIWUTEIM HAa TE€3U HHCTUTY-
MM, a UMEHO OTIYCKaHe Ha OTPOMEH Opoif
WIOTEYHH KpemuTH (HAKOM OT KOMTO Heobe3-
MeYeHH WK 371e 00e3NeyYeHn), OKyIKa Ha BU-
COKOPUCKOBH aKTHBH, CaMOIJIaCyBaHE HA Or-
POMHH Bb3HArpakIeHUs Ha yrpasisBaluTe (B
HsIKOM ciy4ail B ceoTHOWEHHE 500:1 KbM Bb3-
Harpak/IeHUsTa Ha OCTAHAIUs IEepCoHal), u3-
TOTBSIHE HA HEKOPEKTHH (PUHAHCOBU OTYETH M
CUETOBOJIHU OayaHCH.

3amoyHana KaTo OrpaHMYeHa HWIOTEYHA
kpusa npe3 2007 r. B CAILl, pa3suna ce kato
Kpu3a BbB (MHAHCOBHMS CEKTOP OTHOBO B
CAILl, mpemunana BbB ¢aza Ha TIa00aHa QU-
HaHcoBa Kpu3a, npe3 2009 r. ce nmpexBbpis B
peayHus CeKTOp, OTKOraTo € M riodanHa (cBe-
TOBHA) MKOHOMHYECKa KpH3a.

[locnencTBusAiTa OT ChBpPEMEHHATa CBE-
TOBHA MKOHOMMYECKA Ca B HEMO3HATH A0 Cera
Mamabu, NpeAU3BUKBAMKK CIlaj]l Ha MPOMHUII-
JIEHOTO TPOM3BOACBO U KpHU3a B ThPrOBUATA,
CBHMBaHE Ha MOTPeOICHNETO, HOBH CPHBOBE Ha
¢unancosute Oopcu, WHGIANMA, OrpOMHA
Oe3paboTuiia, MOHMKABAaHE LIEHUTE HA LIEHHU-
Te KHW)KAa M HEIBWXHUMHUTE HMOTH, (aiuTy,
OIPOMHA 3aTBXKHSUIOCT MEXKIY CTOIIAHCKUTE
CyOeKTH, BUCOKHM LIEHM Ha KPEAUTUTE W T.H.
IMpe3 2010 r. u 2011 . e orbens3ano mamaod-
HO TpEeMeCTBaHE Ha Mapu M aKTHBH OT Haid-
Oceanute W OeoHUTE JbpKaBM KbM Haid-
OoratuTe W OKpenBaHe Ha II00ATHUTE MOHO-
noiu. CpIliuTe TEHACHUUH IPOIBIDKABAT U
mpe3 2012 r. Ha mowsxuBsiBaHe € W JOCETall-
HUSI MOJIENl Ha EKCIUIoaTalys Ha CTPAaHHUTE OT
TPETHUS CBSAT.

['moGomHus TypU3bM WK CBETOBHHUS WJIH
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Typu3bM (MOXEM Jla HapeueM €IHO H ChIIO
HEIIO ¢ Pa3IMYHA UMEHA) KaTO YacT OT CBe-
TOBHATAa MKOHOMHMKA € TOJBJIACTEH Ha CHIINTE
KPU3UCHU TCHJICHIINH, KOUTO pasriieaaxme, HO
HMMa U CBOUTE CHIIECTBEHU OCOOCHOCTH:

1. HapactBa nenbT B OOIIHS TYPUCTHYECKH
MPOJYKTH Ha TOJIEMUTE TYPUCTHYECKH KOPIIO-
paun u Mmonomonu (TUI, Neckermann, Rewe u
np.) Te 3aeqHO ¢ APYrH KPYIHH KOMIIAHUH B
o0JylacTTa Ha TPHCIIOPTA, 3aCTPAaXOBAaHETO W TO-
JIEMUTE XOTEJICKH BEPUTH IIE OMpPEACIAT Ipe3
cnenanute 10 roAMHN [IEHUTE U BUIIOBETE TY-
PHCTHYECKH YCIYTH B CBETOBEH Marap.

2.YBenmnuaBa ce OpoSAT Ha MBTYBAaHUATA
Ha TpaXJaHd Ha pa3BUTH HKOHOMOYECKU
CTpaHH 3a CMETKa Ha IbTyBaHHATA HA T'pax-
JIAHUTE Ha C1a00 pa3BUTHTE CTpaHU. B Mo-
MeHTa cbootHomeHneTo ¢ 80% kuM 20% ot
OOMIUAT AT TYPUCTUYECKU TbTyBaHuUs. ChI0o
TakKa ce yBeIW4aBa W JIENbT Ha TYPUCTUIECKH-
T€ IBTYBAaHHUS OT pPA3BUTUTE CTPAHH KbM
CTpaHMUTE OT TPETHsSI CBAT WJIM yBEIUUCHHE JIC-
JBT HAa Taka HAPCUCHUTE ‘JaJICYHU IIbTYBa-
Hus'. [IporHosure ca Te3u ,,ajeyHH MTbTYBa-
Hus” go 2020 r. ga ce yBeauyar [Ba MBTH.
ToBa cu MMa CBOMTE MKOHOMHYECKH OCHOBA-
HUS, THUA KaTO KPYIHUTE TYPUCTHUECKH (Hup-
MU BB3IOJI3BAWKK CE€ OT T'OJIEMUTE Pa3jIuKu B
CTaHJapTa Ha )HUBOT MEXIy Pa3BUTHUTE CTpa-
HU M OCTAHAIUTE JbPKaBH IOJIyYyaBaT U3TO-
HU IIEHW 3a HACTaHsBaHE W OOCIyXBaHE Ha
TYpUCTUTE, KOETO TIO3BOJISIBA HApacTBaHE Ha
nedanbara OT MpeJlaraHUTE TYPUCTHIECKU
yciyra. Hemo moBeue, Toisma 9acT OT TpHU-
XOJIUTE OT IpojaxdaTra Ha TYPUCTHUYECKH YC-
JYTH OCTaBa B Pa3BUTHTE CTPAHU, KBAETO Ca
0a3WpaHd TPAHCIOPTHUTE W 3acTpaxoBaTel-
HUTE KOMITaHUH. TBBPIIEHUETO, Y€ TYPU3MBT €
MOMOII[ OT OOTaTUTE CTPaHU 3a CTPAHHUTE ChC
ciaba MKOHOMHKA MOJKE Ja ObJe IMOJI0KEHO
Ha ChMHEHHE, Thil KaTo KaKTo of0eisf3ax Io-
rope Mno-rojisMaTa 4act OT IPUXOUTE OT MpPO-
Jlak0aTta Ha TYPUCTHUYECKU YCIYT'H OCTaBa B
Ooratute cTpaHu ( TPAHCHOPT, 3aCTPAXOBKU U
neyanba Ha TYPUCTHYECKHTE KOMITAHHM).
Masnkara 4acT ocTaHajla 3a 3alulallaHe Ha
HACTAHSIBAHETO W JPYTUTE YCIYTH CBBP3aHU C
MPECTOsl Ha TYPUCTUTE U Pean3alusaTa OT Ta-
34 JIGWHOCT Iedanba MmoJIxpaHBa MHOTO C1a0bo
MECTHATA HKOHOMMKA. 3aablibodyaBalnara ce
TEHJICHIIUS 3a YBeJIM4YaBaHE JIETbT Ha yCIIyTa-

ta ‘ALL-inclusive’ (BCHYKO BKJIIOYEHO) H
HACTaHsABAaHETO HAa TYPUCTUTE B KOMIUIEKCH OT
3aTBOPEH THII, YECTO JIMIIABA MECTHUTE HKO-
HOMHYECKH CyOeKTH OT BB3MOXKHOCTTA Aa pe-
aM3Upar MpUXoau OT NpeOHBaBaILUTE TYPHUC-
tH. [lo-3anpa004yenus aHamu3 mokassa, e He
MaJIka 4acT OT TYpPUCTHYECKH KOMIIAHUU OT
3aTBOPEH TUII HE Ca COOCTBEHOCT Ha MPaKAaHU
Ha CTpaHara B KOATO C€ HaMHpaT, a ca co0CT-
BEHOCT Ha MaKAyHAapOIHH XOTEJICKH BEpPHUTH,
a B CllyyaumTe, KOrato Te ca COOCTBEHOCT Ha
MECTHH IOPHIMYECKH WM (U3MYECKH JIMLA B
[O-TOJIsIMaTa CH 4acT ca KpeOUTUpaHu oT OaH-
KA WM TOJEMH TYPUCTHYECKH KOPIOpPALMU.
He3aBucrMO OT HM3I0KEHHWTE apryMEHTH BCE
MaK clie/(Ba Jia ce CYMTa, Y€ NPUXOAMUTE OT TY-
pH3Ma ca CBOEBO pOAa 3a €/1Ba AUIIAIIUTE BbB
¢uHAHCOBa KpW3a MKOHOMHKHM Ha CTpPaHUTE
ChbC c1a0a NKOHOMHMKA.

3. Typuctuyeckure MbTYBaHHUsS Ha Ipax-
JIAHUTE Ha cJ1ab0 pa3BUTUTE CTPAHHU, YUHTO A5l
me HamamsiBa (okono 2 mbtu g0 2020 T.) ca
CBBP3aHU TJIaBHO C TaKa HAPEUEHHUs ,,KYJITYpEeH
Typu3bM”. KBM TO3M BUJI TypU3bM MOTaT Jia ce
HOPUYKCIAT U TOJNsMa 4acT OT MbTyBaHUsTa Ha
rpakIaHu OT CTpaHUTE ¢ OBbP30 pa3BHBAILA CE
HMKOHOMMKA, KOITO I MoJbpskaT OajgaHca Ha
TYPUCTHYECKUTE ITTyBAaHUS B TJIOOAJIEH Ma-
mad W Ie 3ama3BaT ChOTHOIICHHUETO CIPSIMO
TYPUCTHUYECKUTE TTbTYBaHHs HA TPAXKIAHUTE OT
Hal-pa3BUTUTE CTPAHHU.

4. 1lle npoabiKK J1a ce yBeJMYaBa JeNbT
Ha Taka HapedeHHWTe ,KPyH3HH IBTYyBaHUS ,
KOMTO C MpeAjaraHuTe OT TIX IpeIuMCTBa
cTaBaT BCE IO-TIPUBJICKATEIHU 32 TYpPHCTHTE,
a IMEHHO:

® IIPE/IOCTABIAT BBH3MOKHOCT 3a TOcelie-
HHE HAa MHOro Mecra 0e3 Ja € HeoO0XOJUMO
CMsIHA Ha MSICTOTO 3@ HACTaHsBaHE.

® OrpoMeH Opoil yciyry, KOUTO ce mpej-
Jarat Ha Oopja Ha Kopada.

® rapaHTHPAaHO KauecTBO Ha XpaHaTa U
HAMUTKUTE KOUTO CE TpeJiarar.

® BBH3MOXKHOCT 32 MHOTO Ka4yeCTBEH W3-
00p Ha 00CITyKBaIIUAT IEPCOHAI.

® 3alIUTa Cpelry HeOIaronpusITHU MOJH-
THYECKU U COLIMAIHYU KOH(DJIMKTH B MECTaTa, B
KOUTO Omxa mpeOuBaBaid HHAYE U TIp.

Kpyu3uute mbTyBaHHsS HOCSAT W 3HAYM-
TelTHa U3TroJa 32 KOMIAHUHUTE KOUTO I'M Opra-
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HHU3MPAT, ThI KaTO NPUXOJUTE U eHaIOUTe OT
Te3U IbTYBAaHUs OCTaBaT B COOCTBEHATa UM
J'bpKaBa, KOSTO B [TOBEYETO CIIy4au € BHCOKO
pa3BUTa UKOHOMHYECKH cTpaHa. Taka ce ciara
Oapuepa KbM HM3THYAHETO Ha CPEICTBAa KbM
JPYTH CTPaHH.

5. @uHaHCcOBaTa KpH3a cjara CBOSl OTIIE-
4aTbK U BbPXY TYPUCTUUECKUTE IbTYBAHUS Ha
rpaxkJaHuTe B COOCTBEHATa UM CTpaHa (BBT-
peuteH TypusbM). To3u Benpoc Tosu BbIpOC
clefBa Ja ce aHalu3Mpa B 3aBHCUMOCT OT
MKOHOMHYECKOTO PAa3BUTHE Ha Pa3IUIHUTE
CTpPaHU y4YacTBAaIlM B IJ00ANHUS TYpUCTHYEC-
KM T1a3ap, KaTto ce 000COOST CIETHUTE TPYIH
JTbPIKaBH:

e Pa3BuTH NKOHOMUKH;

e Pa3BuBaIy ce NKOHOMUKH;

Cnabo pa3BUTH HKOHOMHUKH.

B ycnoBusta Ha HKOHOMHYECKAa Kpu3a
pa3BUTHTE Ma3apy pearupar 1o pasiudeH Ha-
YHH 10 OTHOIIIEHHE Ha Pa3XOJHTe 3a TYPHCTH-
YeCKU MbTYBaHUs B CPaBHEHHUE C Ta3apUTe Ha
Pa3BUBAILUTE HKOHOMHKH U TE€3U B €1abo pas-
BUTHUTE MKOHOMMKH. Taka Hampumep Typuc-
THUYECKUTE IbTYBaHUS BBIPE B CTPAHUTE C
pa3sBUTH MKOHOMHUKH HaMalsiBaT 3a CMETKa Ha
yBelMYaBaHe Ha M'bTYBaHUATA /0 MO-EBTUHU
HO TMO-JAJICYHH JIECTUHALMHM, KaTo OOLIus
Opoil TYpUCTHYECKH IbTYBAHMS CE yBeIH4YaBa
32 CMETKa Ha ChKpalllaBaHE Ha Pa3XoAuTe 3a
BCSIKO OTAENHO IIbTyBaHe. B pasBuBamure ce
WKOHOMHKH, KBJETO Claja Ha MKOHOMHYEC-
KHsl pacTeX € Hall-4yCTBHUTEJIeH pearupar c
BpPEMEHHO HamalsiBaHe Oposi Ha MbTyBaHUSTA,
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CIIeJl KOETO Te ce CTaOMIIM3HUpaT Ha HUBATA OT-
npeau Kpusara. TypuCTHUTE OT CTpPaHHTE ChC
crnabo pa3BUTH MKOHOMHKH JIPACTHYHO Orpa-
HUYaBaT Pa3XOAMTE 3a BBTPEUICH TYPH3bHM,
Mopaau 3aTpyAHEHHE Ja mocpemar oduvai-
HHUTE Pa3XOJH 3a HOPMAJIHOTO CH CBHIIECTBY-
BaHE U HEBB3MOXKHOCT J1a OT/IEJIAT CPEJICTBA 3a
neTyBaHe. YecTo mpexnpuemMaT HEOpraHH3H-
paHu TYPUCTUYECKH IIBTYyBaHUs, 0€3 0COOCHO
3HAYCHUE 33 MPUXOJAUTE OT TYPU3bM B COOCT-
BEHATa UM JIbpPiKaBa.

B 3akmoueHne cneqpa 1a ce 0TOCNEKH U
OIle €UH acHeKT Ha TJI00aTHHS TYpH3BM B
yCJIOBHATAa Ha MKOHOMHYECKa KpH3a, a HMEHO
eKOJIOTHUSITA.

HamansiBar cpencTBata, KOUTO IbpiKaBH-
TE OTHENAT 3a CHpaBsHE C EKOJIOTHYECKUTE
npobsiemu. Te3n mpobnemMu ca MOCIEAUIH OT
yBenmuaBaiys ce Opoil mbpryBanus. ToBa ca
3aMbpCsIBaHE HA Bb3JyXa W BOJATa, B CIIEICT-
BHE TPAHCIIOPTHUTE CPEACTBA, C KOUTO CE€ H3-
BBPILBAT Te3U MbTyBaHus. [Ipobiem e nurnca-
Ta Ha 3aKOH 3a E€KOJOTHATa B JIbp)KaBU ChC
cnabu WKOHOMHUKH, 32 KOMTO HPHUXOIHUTE OT
TYPHU3BM ca onpenessny. B ycnoBus Ha kpu3a
TE OTHETAT BCE MO-MAJKO CpPEeICcTBAa 3a W3T-
paxaaHe Ha MPEYNCTBATENHH CTAHIUHM, Jlera
3a JIeTIOHUpaHe W 00e3BpekIaHe Ha OUTOBH
OTHAIbIM U ONa3BaHe Ha mpupojara. Hemoo-
para uHPPACTPYKTypa B TE3H IbPKABH YECTO
BOJIM JO BHCOKAa KOHLEHTpPAlMs Ha TYPUCTHU-
Y4eCKH 00EKTH Ha €THO MSICTO U CBBP3aHOTO C
TOBA IPE3acTPOsIBAHE.
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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 i 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
(TUIL, 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
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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.

citizens of
share will

C. Tourist
developed countries,

travels by
whose
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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:

e Developed economies

e 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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BUHEHUSAT TYPU3HM B
CTPAHUTE OT EC: MbTUILLIA HA BUHO U
I'PAJIOBE HA BUHO (OB30P)

Baagumup lumutpos

Jloxkmopanm kameopa ,, Ukonomuxa na mypuzma “

JuBepcudukanusaTa Ha Typu3Ma € HaulH
3a HaMaJsIBaHEe Ha HAINpEKEHHETO B MOMyJIp-
HUTE TYpPUCTUYECKH MECTa, pa3mpoCTpaHeHHe
Ha TYpPUCTHYECKAaTa MHAYCTPUS U CTUMYJIUpaA-
He Ha uKoHoMmmyeckn pactex ([lapymesa,
2009). ToBa moBeme MO THPCEHETO HA HOBH
bopMu TYpU3bM (€KO, IPUKITIOUEHCKH, KYJITY-
peH), B T.4. U BUHEH. BUHEHUAT TYypHU3bM HJIH
KaKTO € M3BECTEH B HSIKOM CTPaHM KaTO €HO-
Typu3sM', € eIuH OT GbP30 PasBUBAIINTE Ce
CHENMAIN3UPaHd BUIOBE TYpw3bM. ToH e
CIIEZICTBUE OT ChUETAHHWE MEXKIy BHHOIPOM3-
BOACTBO (IIBPBUYHA WHIYCTPHS) W TYPH3IBM
(Bropuuna umuayctpusi) (Carlsen, 2004). Ty-
PHUCTHYECKUST MPOAYKT € GopMUpaH U Tpen-
JlaraH OT BHUHOIIPOM3BOJCTBEHUTE MpeaIpHsi-
THS, @ THPCEHETO MYy C€ OCBHIIECTBSBA Upe3
TypusMma. BuHeHUMAT Typu3bMm e aeduHHpaH
(Hall et al., 2000) kaTo “mocemieHue Ha O34,
1301, BUHEHU (eCTUBAIH M BUHO-IIOY CBBp-
3aHM C JIETYCTalsi W / WIM TPEKUBSIBAHHS
CBBbp3aHH C JI03apO-BHHAPCKU pPallOH ca oc-
HOBHHMTE MOTHUBHpAIX (akTopu 3a MOoceTHTe-
aute”. BUHEHUAT Typu3bM MOXE Ja ce ompe-
Jend mno ciepHus HaunH: OcHoBHUSI (okyc
ca J103aTa M BHMHOTO W BCHYKH JeHHOCTH
cBbp3aHU ¢ TAX — l. oTriexkaaHe, mpepa-
00TKa, OTJIesKaBaHe, 1eryCTalUs 2. KAaKTO U
CHITBTCTBAIIM JIEHHHOCTH — MeCTHA KYXHS,
Npa3HULM, Tpaauuuu, oduyau; 3. B cbye-
TaHHe ¢ IPYTH BUAOBE TYPH3BbM (KYJITYpPHO-
HCTOPHUYECKH, X00H, CeJICKH W Jp.), Pa3BH-
BaHH B JIa/I€H JI03apO-BUHAPCKHU PaiioH.

JlBe ca OCHOBHMTE MPUYMHM 32 pa3BUTHE-
TO Ha BUHeHHs Typu3bM (Pakamxuiicka, 2009):
1. Bp3MOKHOCT 32 pa3immpsBaHe Ha BHHOIPO-

! Eno (rp. Owog ) — BHHO
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W3BOJICTBOTO W ChH3/IaBaHE Ha OJIaromnpusaTHU
YCIIOBHUS 32 pa3pacTBaHe HA THPTOBHSTA C BUHA
Ha BBTPEIIHUTE U MEXTYHAPOIHUTE Mazapu; 2.
CBBp3Ba ce ¢ MHTEpPEC Ha TyPUCTHUYECKUS OM3-
HEC JIa ce pa3BHBa W 4pe3 HapacTBaHe Ha Opos
Ha TYPUCTHYECKHUTE MHTyBaHWS, Oa3MpaHu Ha
WHTEpeca Ha XOpaTa KbM BHHOTO M CBBP3aHUTE
C HETO MPEKUBSBAHMUSL.

B EBpona BUHEHUST TYypu3bM OeieKH
OBp30 HapacTBaHe M pa3lIMpSBAHE HA BB3-
MOXKHOCTHUTE MY 3a pa3zButue. ToBa e pe3ynraTt
Ha CJIC[HUTE IPUYMHU: IbPBATA OT TIX € UC-
TOPUYECKOTO HACJIEACTBO — Pa3lpOCTPAHEHU-
€TO Ha JI03apO-BHHAPCTBOTO Ipe3 aHTHYHATa
CIIMHUCTUYHA €10Xa B CTPAHUTE OT CPEAU3EM-
HOMOPHETO U MO-KbCHO B PuMckaTa ummepusi.
B enoxara na Penecanca BUHOTO JaBa CBOs
KYJATYpEH OTIedaTbk B KapTuHute Ha Kapasa-
ko, Mukenanpkeno, Bemackec u penuua
IpyTH XyIOXHUIIM OKUBSBAT bakxyc, a repo-
ute Ha bokauo, Pabne, Yocsp u Illexkcrup
CIIOJICNIAT CBOMTE UYBCTBA 32 JKUBOTA U BUHO-
to (bopucnaros, f1., 2009). [Ipe3 To3u nepuoa
ce 000co0sBaT M J103apO-BHHAPCKUTE PETHOHU
Ha O®panuws, Ucnanus, WUranus u [lopryra-
JMsl ¢ XapaKTEpHUTE TUIIOBE BHHA 3a TiIX. BbB
BCHUYKHTE TE3M PETHOHHU C€ W3IOJ3BaNU pas-
JUYHU TEXHUKHU, CEUYUBA U CHIOBE 32 OTTJICK-
JlaHe Ha TPo3Je W mpepaboTka Ha BUHO 3ara-
3€HU U JI0 JHEC, ChOpaHH B CIICIUATN3UPAHH
My3€d U PaJBaliKu C€ Ha TOJIIM HHTEPEC OT
[IOCETUTENINTE; BTOPATA IPUYMHA € CBPBXII-
POM3BOJICTBOTO HA BUHO B CBETOBEH Mamiabd u
ocTpara KOHKYPEHIIMS OT T. Hap. CTpaHU OT
HoBus csat — Asctpanus, HoBa 3ennangus,
IOAP, Yunu. 3a BHUHONPOU3BOACTBEHUTE
OpEeNNpUATUs BUHEHUS TYPU3bM CE€ SBH HOBA
BB3MOXKHOCT 3a JMPEKTEH Ias3ap; Tperara
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OpUYMHA € OTJIMYHO Pa3BUTHAT TYpPH3bM B
EBpona npemiarama pasandHu GopMu Typu-
3bM, B T.4. U BUHeH. OCBeH TOBa 3a pa3BUTHE-
TO Ha BUHEHUS TYpU3bM JIOTIPUHACS U MPOMSI-
HaTa Ha OTHOLIEHHETO HAa €BPONEHLUTE KbM
xpaneneTto. [Ipe3 60-te rog. Ha XX B. ce Xxa-
pakTepm3npa ¢ WKOHOMHYECKH OyM — OBbp3a
UHIYCTpHAIN3alMs, HO 3alajlaHe Ha KauyecT-
BOTO Ha xpanute. 80-Te TOAMHU ca XapakTep-
HU ¢ OBpP30TO XpaHEHEe — yMaabK Ha BKYyca.
Jokato npe3 90-Te roAnHU ce 3aBphIIAT KbM
KOpEHHTE, IPUPOAATA, HOCTAITHS TI0 XPaHUTE
oT MuHajoTo. Taka ce 3apakaa M €HO-
racTPOHOMHUYHHUS TYPU3bM.

BuHeHuAT TypusbM, KaTo JAEHHOCT Ipe-
MHUHaBa Ipe3 JiBa OCHOBHU €Tara — U3rpax/ja-
He Ha 0a3u 3a pa3BUTUETO MY U OpTaHU3UpPAHE
Ha [Ipruma Ha BuHOTO ([uMuTpos, 2009). B
M3rpaXJaHeTo Ha 0a3M OCHOBHM OOEKTH ca
BUHONIPOM3BOACTBEHUTE  MNPEANPUATHI U
alalITUPAHETO Ha ChILECTBYBAIlATa ACHHOCT B
IpeajiaraHeTo Ha BHHEH TypU3bM. 1oBa
BKJIIOYBA MPUCTIOCOOSBAHETO HA MaTepUaTHO-
TexHU4YeckaTa 0a3a 3a mocpemane u Oe3omnac-
HOCT 3a TypHuctute. Ha BTOpO MsicTo e mocrt-
POSIBAHETO Ha XOTEJIM, PECTOPAHTH, aTpaKLH-
OHU M Jp. TYPUCTHYECKa MH(pacTpyKTypa H
CYIIEpCTPYKTYpa C 1€ MPUBIMYaHE Ha TIOBEYe
Typuctu. CresBal eTarn € BKJIIOYBaHE B Mpe-
a [IbT Ha BuHOTO. “IIBT HA BUHOTO” € MpO-
JYKT UMall 3a IeJ ONTHUMHU3UpPaHe Ha ThpProB-
CKOTO CIpYy’KCHHE, HMBaTa Ha YIOBJIETBOpE-
HOCT W Hampeabka Ha COLMAIHO-MKOHO-
MHUYECKOTO MHTEIpUpaHe Ha JajieHa JI03apo-
BUHapcka obnact. Konnenuusra ,, [IsT Ha BU-
HOTO” TpaBU Bpb3KaTa Ha CH3IABAHETO HA
€MH TYPHUCTHUYECKH MPOIYKT, KOWTO pa3Ilu-
psiBa mpejiaraHuTe OOCITYKBaHUS OT IJIEAHA
TOYKa Ha M30M, EHOTEKH U My3€eH, 10 JAeHcT-
Ballll KyJTypH, MECTHH OOMYau W (OJIKIOP,
BeuepHa odepra, HACTaHsIBaHE M PECTOPAHTH.
Ilo TO3M HayMH B Pa3IMYHUTE EBPOIEHUCKU
IbpKaBu ce opMHUpaxa M Ch3Aangoxa MPEKH
OT IIbTUILA HAa BUHO.

@®paHuMs OCBEH, Y€ € CBETOBHA TypHC-
THYECKa JIECTUHALMA HOMEp 1, € U CBETOBEH
JHIep B MPOM3BOJCTBOTO M M3HOCA HAa BUHO.
Cropen usxou amtopu (Gatti and Incerti,
1997) nmbpBUTE BUHEHU MBTHUIIA ce (HOPMHUpAT
KbM Kpas Ha 50-te r. Ha MuHanmus Bek. Ho ce
CUMTAa, Ye Pa3BUTHETO HA BUHEHUTE MApLIPYTH

KaTO MHCTPYMEHT 3a MOBHIIABAaHE HA TOXO/H-
TE B JI03apO-BUHAPCKUTE PAilOHM € 3arovHalo
npe3 90-te roauHu. TakuBa MpexH ca ch3fa-
JICHU B JI03apo-BUHapckutTe obiactu Ensac,
bopno, byprynaus, lllamnan, Jlonuna Ha Jlo-
apa, Casos, [IpoBaHc u zp., KbAETO ce Mpen-
Jarat IOCELIeHHUs Ha BUHAPHM, JeTyCTaluy Ha
BUHA U MecTHa KyxHs. Ha Typuctute ce npen-
Jarat pa3iuyHH TYPUCTHUYECKH JEHHOCTH —
XpaHeHe, pa3xoJlka cpej mpupojaTa, mocele-
HHE Ha MY3€H, MECTHU (PECTHBAIN U KyJITYpHH
posiBu’.

HUcnanusa or 2001 r. e cu3manena Uc-
[TAHCKaTa acolMalys Ha IPaJOBETE HAa BUHOTO
(ACEVIN)® umsito 1en e 1a pasBHBa HAIHO-
HaJIHa TypHCTHUYECKa Mapka CBbp3aHa C BHHE-
HUSI TYPH3BM C IoMolITa Ha MUHHCTEPCTBOTO
Ha MHIYCTpHATA, TypuU3Ma U TbproBusita. OT
TOraBa HacaM ca cb3faneHu 21 mpTuma Ha
BUHOTO, OT KowuTo 17 ca cepTuduumpanu c
Mapkata ,,IIprumra Ha BuHOTO Ha Mcnanms”, a
Iapyrute 4 ca B Tpolec Ha cepTU(HIMpaHE.
[To-u3BecTHM oOnacTu cbc cepTUHUIHUPAHH
IBTUIIA Ha BUHOTO ca Pubepo, Puoxa Anase-
ca, Tenepucge, Comonrano, Jla Manua u ap.

Hopryranusa nva 11 odunuanau mbTH-
11a Ha BUHOTO, KaTO 5 OT TAX CE€ HAaMMpPaT B
Lenrpanna [opryramus — Rota de Ribatejo,
Vinho verde routes, Rota da vinha ¢ do Vinho
do Oeste, Rota da Vinho da Bairrada, Rota
Beira Interior. Llenta Ha mopTyrajickure Bu-
HEHU MapLIpyTH € 3a HachpyaBaHEe HA BHHE-
HUST TYpU3bM U HOIYJIAPU3UPAaHE HA IPOU3-
BOJICTBOTO Ha BUHO.

Wranusa npaBu OBpPBUTE CH CTBIKH B
Pa3BUTHETO M MOJKpENnaTa Ha BUHEH TYpH3bM
mpe3 1987 r. ¢cbC ch3gaBaHETO HA HALMOHA-
Hara aconuanus “Citta del vino” B Cuena,
Tockana. ToBa e JABH)KEHHE B OTIOBOpP OT
CTpaHa Ha OOLIECTBEHUTE aJMUHHUCTpALUH,
ropajau HeoOXOAUMOCT OT OIEHKa Ha Jio3apc-
KHTE peroHu. B chIIOTO Bpeme 3amecTBa Jio-
3ap0-BUHAPCKUTE KOMIIAHUHM B IPOMOTHpaHe-
TO Ha BUHO M ONpPEAENI B OLECHKATa Ha TEpPH-
TopusATa (IPOAYKTHM W THProBCKa 3all[UTa)
Ba)KHATa POJISI B Pa3BUTHETO Ha CEJICKUTE pa-
ronn (Kapnuno, 2012). “Citta del vino” e

% http://www.french-wines.com/tourism.htm

3 http://www.acevin.es/

* http://www.gekkoportugal.com/wine%20routes%200f%
20central%20portugal.htm
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Mpexa oT 550 uieHoBe OT OOIMIWHY, TPOBUH-
LMY, TAPKOBE U JIP. C JIO3aPO-BUHAPCKO IIPU3-
BaHME, KaTo M0 TO3M HAauWH (HOpMHUpAT Mapii-
pPYTH 1O mpoTexeHue Ha usdna Mranusa. Map-
HIPYTUTE TPEMHHABAaT TMpe3 HCTOPUYECKU
KBapTaJly, Ipe3 IpajioBeTe Ha U3KYCTBOTO, I10
MOpE M IUIAHMHH, IPe3 PealHOCTUTE, KOUTO
UMaT KakBO Ja pa3KaxaT 3a €HOJIOTMATa U
ractpoHomusATa. J[o To3u MOMEHT ca ch3faje-
ur 140 ITpTHma Ha BuHOTO . CIIOpEN CTATHC-
ThKa Ha Hanwmonannata oOcepBaropus 3a BU-
HEH TypI/IS’bM6 n3ganeHa npe3 mapt 2011r. 3
MHJIMOHA UTAJIHaHLIU MMaT [OHE IO €JHO TY-
PUCTUYECKO IMPEXUBSIBAHE CBBP3aHO C BHUHO-
ractpoHomusaATa, a 3a 2011 r. ce mpenmnonara,
ye 5,5 MUJIMOHA ca MPEANpHUeNn bTyBaHE
cBbp3aHoO ¢ BuHoractpoHomusita. C 18% ce e
YBEJIUYMWI CPEJHOAHEBHUS pa3Xxoj] Ha €IuH
Typuct B nepuoga 2003-2010 r., kaTo AaHHU-
T€ MOKa3BaT, 4ye TO3M pa3zxo] € kbM 190 € Ha
JIeH.

I'epmanusa e abpxkaBaTa ¢ Hail-cTapusT
ITeT Ha BuHOTO (Deutsche Weinstrasse) B cBe-
ta. OTBOpeH ¢ Ha 19.10.1935 r. 3amouBa oT
I'epmanckata Bunena Bpata npu LlBeiiren-
Pextenbax Ha QpeHCKO-TepMaHCKaTa rpaHuUIla
1 3aBbpIBa cieq 85 kM. BsB Komata Ha ['ep-
MaHCKUAT BUHEH IIbT B boxemus. ['epmaHcku-
a1 [IbT Ha BUHOTO ITbPKU HAKOU PEKOPIHU:

e Haii-roqsiMmata ObuBa B cBeTa B baj
ropkxaiiM ¢ ruamersp 13,5 M., HanpaBeHa Ha
pECTOpaHT OTBBTPE.;

e Haii-ronemusit BUHEH QecTuBal B CBe-
ta B ban Hropkxaitm ¢ 600 000 mocerutenu
TOJIUIIHO. ;

e Haii-craporo no3e B I'epmanus Ha mo-
Beye oT 400 1.

BuHonpoussogurenure oT OOIIHOCTUTE
Pa3IoJIoKeHH 10 IpoTexeHue Ha ['epMaHcKu-
ar IIbT Ha BWMHOTO, OpPraHM3UpAT €AWH WJIH
HSKOJIKO JI03apO-BUHAPCKU MPa3HUIM B Teue-
HHUE Ha rOINHATa, C MECTHHU XPaHU U CIIeLHa-
Ha pa3BIIEKATENHA IPOrpama.’

ABCTpHusl pasznoiara ¢ €IHO OT Hail-
oearure tpacera Ha IIbT Ha BHHOTO B cBera
pasmonokeH B JlomHa ABctpust ¢ oOma abi-
*uHa Ha MapuipyTta oT 830 kM. [IpTa mpemu-

> www.terredelvino.net

8 http://www.terredelvino.net/sites/default/files/IX%20R APP
ORTO%20FINALE%200K_0_0.pdf

7 http://www.germanwineroute.com/

212

HaBa npe3 noseye oT 150 HacenuHu Mecta U
npemiara okono 1700 mokany 3a JTIOOUTETUTE
Ha BUHO — OT Hal-MOJICpPHUTE U30U 10 MEXaHH
n 6orato ykpaceHu rypMe-pectopantu. Bune-
HUST MapLpyT Mpejjiara Ha TypUCTHTE MbTe-
LIECTBUE Npe3 Hal-KpacHBUTE M pa3zHooOpas3-
Hu obOmactu Ha JlomHa Ascrpus: Baxay,
Kpemc Banu, Tpaiicen Banu, BeiinBepren u
1p. ['oauIHO BCHYKY YJICHOBE HA TO3M BT Ha
BUHOTO Ca MOJUI0KCHU HA CTPOTH KPUTEPUH 32
Ka4yecTBO — OT ChOpa)KeHUsTa Ha (epMmepure,
o0opyIBaHe Ha BHHAPHH M MeXaHU A0 4-u
3BE3JJHU XOTEIH .

CioBeHHs] UMa JBaJeceT BHMHEHU Map-
HNIPYTH — HSKOW HAIBIIHO Pa3BUTH, a JPYTH
BCE OIIE C€ OMUTBAT J]a HAMEPST KIIOYBT KbM
ycriexa. Te ca pasmonoxkeHH B J103apo-
BUHAPCKUTE PaiioHM HA CTpaHaTa, KbAETO MO-
rar aa 0bJaT OTKPUTH MHOXKECTBO BKYCOBE Ha
¢uHn cioBeHcku BuHA. OOMUTE XapaKTepuc-
THKM Ha BCHYKM BUHEHM MapLIPyTHU ca BHHa-
Ta, Tpe/JIaraHy 3ae€HO C MECTHU KyJIUHApHU
CTICIHMAINTETH, a ChIIO M TOCEUIeHHs Ha KyJ-
TYPHH I HCTOPHUECKH MECTa .

YHrapus e cBeTOBHO M3BECTHA C JI03apo-
BrHapckaTta cu obmact Toxail. B Toxkait uma
MHOTO0 710381, (epMH, cena U MajJKu I'PajoBe,
KOHUTO mpeasaraT  OCBeH  KYJITYpHO-
HCTOPUYECKH MECTa, ChUIO U MOCEIIEHUs Ha
n36u. TokaiickoTo BUHO € CUMBOJI Ha KayecT-
BO, NpHjaraHo B npojabiikenne Ha 300 rogu-
un'’. Bunann-CHKIOC € IMBHPBUAT Ch3JajCH
yHrapcku [IpT Ha BUHOTO OCHOBAH IIpe3 €CeH-
ta Ha 1994 1. IIBTA € ch3maneH OyarogapeHue
Ha CBHBMECTHHTE YCWJIMS Ha OCEM CeJHIla,
YaCTHU JI03apU W BHHApH, TPEANpHEMaYH H
HETPAaBUTEJICTBEHN OPraHU3alliy, CIEABANKH
pUMepa Ha HEMCKH, aBCTPUHCKH M (PpeHCKH
Mozenn' .

CioBakusl npejara BUHEHH MapIIpyTH
JI0 KMBOITMCHU MaJIKH IpajyeTa B paiioHa Ha
rannauTe Manku Kapnaru 6iu3o g0 cronu-
nara bpatucnaBa. OcBeH mocelleHus] Ha BU-
HapcKu M30M ce mpezyara noceueHue Ha My-

8 http://www.wineroute.at/en/default.asp?tt=WSN_E_R2

? http://www.slovenia.si/en/visit/cuisine/wines/wine-routes/
10 http://www.gohungarytours.com/food-wine-tours/wine-
tour-hungary.html

" http://www.wideweb.hu/hungary/tourism-
entertainment/things-to-do/wine-cellars/villany-siklos-wine-
route



BUHEHWAT TYPU3bM B CTPAHHUTE OT EC

3eid Ha BUHO M My3ell Ha j03ara, 4acT OT
I'panckus my3eit Ha BpaTchaBalz.

I'bpums e pazpaboruia 8 IIbTsa Ha BUHO-
to. Te ce Hamupar B CeBepHa I'bpryst u mo-
TOJIEMHTE TPBLUKU OCTpoBH. [IbpBOTO Opranu-
3upaHe Ha [IpTHIa HA BUHO € OCHOBAaHO TIpe3
1993 r. o Acouuanusra Ha BUHOIIPOU3BOIU-
tenmute Ha CeBepHa ['bpuums, KoWTO HaBaT
oumannoro ume ,,Bunenn nbruma Ha Ce-
BepHa ['spuua”. Tyk Moxe aa ce omurar
pa3IMYHM BHUIOBE BHHA, HO TaKa CHIIO TypHC-
THUTE MOTaT Jla C€ HAcTasT HAa HCTOPUUCCKUTE
M KyITypHH OCOOCHOCTH HA  JI03apo-
BuHapckute permoHn (Vlachvei and Notta,
2009).

PymbHuSI € B Tipollec Ha Ch3JaBaHEe U
pasButre Ha [IpTmma wa BuHOTO. CTpaHarta
uMa § J103ap0-BUHAPCKU PErMOHa, B KOUTO HS-
KoM M30W Tpejyiarat JeryCcTalnud ¥ OOWKOJIKa
Ha KyJITYypHO-HCTOPHYECKH 3a0eNeKUTEeTHOC-
TH, B OJIM30CT O MACTOTO B KOETO CE HAMU-
par®.

bbarapusi npejanara BUHEH TYpU3bM OT
cpenata Ha 90-Te TOAMHM HAa MMHAIHUS BEK.
[Muonepn ca BII ,,JJamsauuna”, CangaHcku,
BIT ,YUepnomopcko 3naro”, Ilomopue, BU
,»lomopodd”’, bpecropuma, [ImoBmuBCKO U IIp.
3a cTpaHaTa HM BUHEHHUS TypU3bM € MEepCIeK-
THUBECH U C I'OJIAIM IIOTCHIIMAJI, HO OIIEC € B Ha-
yanHa Qaza Ha pasBuTHe. Bede romsma dyact
OT BHMHOIIPOM3BOJCTBEHUTE HHU MPEANPUATHS
3aroyHaxa MHBECTHIINHU B Ta3H Mocoka. Hsakou
kato maro ,,Yunmgun Xwic”’, Causen, BU
,»Crapocen”, obmmuHa Xwucap, Jlait Kacwn,
WpaitnioBrpaj u ap. pasnojarar U ¢ XOTeJlId B
ommszoct g0 u3bure cu. [loBeueto n3dm opra-
HU3UPAT OOMKOJIKM Ha MPUPOTHH U KYJATYypHO-
UCTOPUYECKH 3a0eNeKUTETHOCTH. BbIpekn
TOBa OT TJIeHA TOYKA Ha WHBECTUIINW W Haii-
BEYe PEKJIAMHUPAHETO Ha OBJITAPCKUAT BHHEH
TYpH3BM € KpaliHO HejocTarbuHO. OT riiegHa
TOYKA HA CBETOBHATA MPAKTHKA B CH3/IaBAHETO
Ha [IpTHIAa HA BUHO, KaTO CHBKYIIEH TYpHUC-
THUYECKH MPOIYKT B bbarapus e B 3apoauiiHa,
ujeiiHa ¢opma. 3acera MHAIMATHBY 33 Ch3/a-
BaHe Ha TaKWBa ITHTHIA UMa OT CTpaHa Ha Pe-
TMOHAJIHATA JI03apO-BHHApCKa kamapa — Tpa-

12 http://www.bratislavahotels.com/slovakia-wines-bratislava
3 http://www.winealley.com/dossier 49867 en.htm#sommair
e

Kkus cbe cenanuiie B rpaa [lmosnus. [IpoexTa
Ha PJIBK-Tpakus 3a cbh3JjaBaHe Ha TaKUBA ITb-
TUIIA ce Hapwuua ,,1333 Manku BHHAPCKU H3-
0u” ¢ 1en moArnoMaraHe Ch3/1aBaHETO Ha Majl-
KA M CPEIHH JI03apO-BUHAPCKU MPEINPHATHS
1 BKITIOYBAHETO UM B TEPUTOPHUAIHHU TYPHUCTH-
4yecku KibcTepu. Kamapara mpeanara chiia-
BaHeto Ha 9 [IpT Ha BHHOTO OOXBaIIaAIIH
TOYTH ISIATA TEPUTOPHS HA CTpaHaTa ",
Jlpyra WHMIMAaTHBa B CbH3/IaBaHETO Ha
BUHApPCKU TYPUCTUYECKH KIIBCTEP € Ha cApy-
KeHneto ,,EBpomHTErpa” CBBMECTHO C py-
MBHCKH TapTHBOP ,,Partneri 2000”. Kirbctepa
ce Hapuya ,,/[yHaecku euHapcKu Oecmumna-
yuw” W o0XBalla IOTPAHUYHUTE JI03apO-
BUHApCKU pailoHM Ha bbirapus u PymbHUS.
Wnesita Ha mpoekTa € Ja BKIOYAT OBIrapcKu
U PYMBHCKH NapTHBOPH (BUHONPOU3BOJHTE-
7, PECTOPaHThOPHU, XOTEIUEPH, TYPHCTHUEC-
ku pupmu, OOIIMHY ¥ JIp.) B MIpEJIaraHeTo Ha
BMHA U MECTHU CHEUUAINTETH, C LN TIPUBIH-
YaHe Ha TOBeYe TYPUCTHU. 3a LeNiTa € 3aJl0kKe-
HO J]a ce Ch3/AaAaT OBJITrapo-pyMBHCKU I'BTH-
1112 Ha BUHO, KypcOBe 3a 00y4eHune, OOMsHa Ha
JOOpH TPaKTHKH, ChbBMECTHO MPOMOTHpAHE H
pexiaMupaHe B TEYaTHU W EINeKTPOHHU Me-
mun. [Ipoexta ce ¢punancupa o OII ,, Tpancr-
paHUYHO CHTPYTHHYECTBO PymbHUS-
Boarapus”™”.

FpaImBe HAa BUHOTO

EBponeiickata Mpe:ka Ha rpagoBeTe Ha
BuHOTO RECEVIN ¢ chcTaBena ot rpajgose
WK TpyHa OT rpajioBe MpuHaiexKamy na Es-
PONCHCKHSI CBhIO3 ChC CHIIHA MKOHOMHYECKA
3aBUCHMOCT OT JI03apPO-BUHAPCTBOTO U HAMH-
pamu ce B 00J1aCTH, 3aIIUTEHHU C rapaHius 3a
KadecTBO Ha TexHuTe BuHa''. B RECEVIN
yieHyBaT moBeue oT 800 rpasma, moBedeTo
IPYIUpaHd B HAMOHATHM aconuanuu. Tosa
oOennHeHne pa3paboTBa OOMIM TO3WIMH HA
BCHYKH BUHEHHM rpaznose B EBpona. [IbpxaBu-
te-uneHoBe Ha RECEVIN ca ABcrpus, ®Opan-
uud, ['epmanust, I'spuust. Yurapus, Wranus,
[optyranusa, Cnosenus u Hcnanus. Opranu
Ha RECEVIN ca Cenanurie, koeTo ce HaMupa
B CrpacOypr, ®pannus; ['eHepannus cexpe-

" http://rlvktrakia.hit.bg/
'S http://www.eurointegra.co.cc/projects
% http://www.recevin.net/?Ing=en
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tapuar ¢ B bapcenona, Mcnanus, a [Ipe3unen-
tctBOoTO B Kaprakco, [Topryramms. RECEVIN
paboTH B TACHO CHTPYIHHYECTBO C J03apo-
BUHAPCKUSI CEKTOP B Pa3NpOCTPaHEHHETO H
NPOMOTHPAHETO HA KAayeCTBEHU IMPOLYKTH C
Pa3IMYHM HAUMEHOBAHHUS 32 MPOU3XOJ, KaKTO
HPE/CTaBIHETO Ha BUHOTO KaTO 3/IpaBe.

,Calici di stelle” (Hama ot 3Be3mm) e
€XKEroJJHO ChOMTHE KOETO Ce MPOBEXKAA IMpe3
nomra Ha Can Jlopenno (10 aBryct) mo mio-
MIaINTe HA MHOXECTBO TIpagoBe B Mramus.
[IpasuuksT ¢ mon marpoHaxa Ha “Cittd del
vino”, Utanmusg u RECEVIN, koiito ¢ komM0u-
Hauusl OT BUHO M M3KYCTBO — JeTrycTalus Ha
BUHO, MPOBEXJAT CE KOHIEPTH U TeaTpaHH
nurecr. CbOMTHETO MpejIara Ha TYpPUCTa Jia ce
Haclagd Ha METEOPHUTEH B Cpel 3BYLUTE
Ha Xy0aBa My3WKa M IIPEKpacH! BUHA.

RECEVIN opranusupa ome u KOHKYpC
,EBporeiicka cronuma Ha BUHOTO . IIpe3 Hac-
tostmata 2012 r. cnevenn rp. [amvena, ITop-
tyranus. [Ipe3 cnexpamara 2013 1. me Obae
n30paH uTaaMaHcKu rpaj 3a ,,CTonuna Ha BU-
Hoto”. IIpe3 2014 cnensa penst Ha Mcnanus,
anpe3 2015 r. e na @panuus.

3akjaoueHne

1. Cp3gaBaHETO Ha CBBKYINEH TYpHCTH-
YeCKH NMPOAYKT HA BUHEHUS TypU3bM Upe3 M3-
rpaxaane Ha IIpTHIa Ha BUHOTO € OTTOBOP
Ha IJI00aJHUTE TEHAEHLMU B TBHPCEHETO H
MpeAsiaraHeTo Ha CIeNUaJN3UpaHd BHOBE
Typu3bM. [1o To31 Ha4YMH ce ch3/1a/1e Bh3MOK-
HOCT 3a YCTOWYMBO pa3BUTHE B JI03apo-
BUHapckuTe obnactu Ha crpanute ot EC-27,
0CcO0CHO B TE3M paliOHM B KOMTO OTCHCTBAT
TpaAULUOHHUTE (HOPMHU TYpU3bM — MOPCKU U
CKH.;

2. UnTerpanuara ¥ KOONEPUPAHETO Ha
EBponeiickute mbpTuIla Ha BUHOTO U EBpo-
NEMCKUTE IpaJjoBE HA BUHOTO IIE JIOBEAAT J0
HO-TOJISIMO pa3HoOOpa3ue Ha MPOAYKTa HA BU-
HEHUAT TYPHU3bM; IO-TSACHA CIIEHUATU3ALNS;
MOBHIIICHNE HA JOXOIUTE HAa (UPMHUTE KOUTO
o TMpejyiarat; CbBMECTHU y4acTHi M WHHIINA-
THBH; BB3MOYKHOCTH 32 (PMHAHCHpaHE MO oIle-
partuBHuTe nporpamu Ha EC.;

3. Ilpouecure Ha pa3BUTHE Ha BHHEH TY-
pu3bM B bearapus ca Bepae 6aBHu. ExHa oT
NPUYMHUTE €, Y€ BCE OIle HAMA JEHCTBaIlM
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Mpexu Ha [IpTuina Ha BuHo. [IpudnHa 3a ToBa
€ JIUrca Ha JIbpyKaBHA MOJKperna 1o JTMHUS Ha
¢uHaHCHMpaHe W mMpomolwus. ENMHCTBEHO B
munero Ha HJIBK n Ha HAKOIKO 0OIIMHY MMa
TakaBa, HO € KpaiiHo HepocTaTbuHa. Ch3/aBa-
HETO BHHAPCKH TYPHUCTHUYECKH KIBCTEPU €
BB3MOKHOCT 32 ITOJIIOMaraHe Ha CTOIAaHCKaTa
MHMLMATHBAa Ha (DUPMHUTE KOMTO IIpejiaraT
BUHEH TypH3bM. BB3MOXHOCT 3a uHaHCHpa-
HE MOJKE JIa IMa MO JIMHUS Ha eBPO(OHIOBETE
n OII ,,Tpancrpann4Ho ChTPYIHUYECTBO , Ka-
kbBTO € mpoekra Ha HIIO ,EBpoumnTerpa” —
»JlyHABCKM BUHApCKu AectuHauuu’. M3mouns-
BaHETO Ha  0OOraroro HU  KYJTypHO-
HCTOPUYECKOTO HACTENICTBO, KpacuBaTa IpH-
poia u chUeTaHue ¢ APYrH GOPMH TYPU3ZBM €
Ollle e/THa Yy/IeCHAa Bb3MOKHOCT 3a MPUBINYA-
HE Ha MO-TJIaTeKOCIOCOOHU TYPHUCTH M MPEB-
pbIIaHETO HAa bbiarapusd B mpeanodyuraHa Ty-
pUCTHYECKA TECTHHALHS.
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WINE TOURISM IN THE EU COUNTRIES: ROUTES OF WINE AND
CITIES OF WINE (OVERVIEW)

Vliadimir Dimitrov

PhD student in Department of "Economics of Tourism"

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
tourism', 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;

"Eno (gr.Owog ) — wine
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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 20 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 events’.

Spain — In 2001 the Spanish Association
of Cities of Wine (ACEVIN)’ 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
production*®.

Italy made its first steps in the
development and support of the wine tourism
in 1987 with the establishment of the National
Association “Citta 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). “Citta 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

% http://www.french-wines.com/tourism.htm

3 http://www.acevin.es/

* http://www.gekkoportugal.com/wine%20routes%200f%
20central%20portugal.htm
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Routes of Wine have been created’. According
to statistics of the National Observatory of
Wine Tourism® 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:

e The world’s largest barrel in Bad
Diirkheim with a diameter of 13,5 m, made as
a restaurant inside;

e The world’s largest wine festival in
Bad Dirkheim with 600 000 visitors every
year;

e 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 programme’.

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

> www.terredelvino.net

S http://www.terredelvino.net/sites/default/files/IX%20
RAPPORTO%20FINALE%200K_0_0.pdf

7 http://www.germanwineroute.com/
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4-star hotels®.

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 sites’.

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
years'’. 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 models'".

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 offered'”.

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

? http://www.slovenia.si/en/visit/cuisine/wines/wine-routes/
1% http://www.gohungarytours.com/food-wine-tours/wine-
tour-hungary.html

' 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 are".

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 country'.

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
' 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”'”.

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 wines'®. 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 “Citta 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.

'S http://www.eurointegra.co.cc/projects
% http://www.recevin.net/?Ing=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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