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Amanacoga, B. CerMenTupane Ha na3apa B TYPHCTHYECKHA 0Tpack.a. [0AHITHKK Ha
Vaupepeurer . JIpod. 1-p Acer 3narapos”, Byprac, 7. XXXVIX(2)2010. ¢. 91-94.
ISSN:1312-1359

Market segmentation is a very important device of marketing. Its aim is to
adjust the firm’s offering to the expectations of certain number of customers. At the
same time the tourist compapies have to concentrate their efforts upon the needs of
customers while disregarding the process of their product sales.
The main function of fourism marketing is orientated towards satisfaction of
customers, based on studies about consumer research of special separate groups of
tourists. Having that in mind I think it is necessary companies fo concentrate
themselves upon particular segments, which means a concentration upon a target
market with the idea to find out a firm’s competitive advantage and reach efficient
resulfs.

Amanacosa, B. Enexrponnara AneTpudylHa HA XOTEAHEPCTROTO B YCIOBHA HA
raoGanen Typussm. Hayuno cnivcanne wa daxynrer MkonoMuka Ha HHdpacTpyKTypara
—~ VHCC: .. Tenaentunu B pazeuTreTo Ha rnoGannua typuasm™. Ton4, mait 2014, kn 9. c.
362-365. ISSN:1314-0930

Ozpomnuam  ofiem  om  uRoOpMaua & yeKopenomo  pazeumue  na
MEXHOT0ZUUME 6Ce NOgee NPUEIUYa Xopama ¢ npednoycenus ia wvmyeane. B
cmamuama  ¢¢  H3ICAeOGam  eNEKMPONNNmME  Kauaaw  3a  ucmpuiyuusa  Ha

XOMETUEPCKIA NPOOVEM KONMo & CTeocmane na 21o0aTu3aquonHume npoyecu
Hpedacmumm EHIMOMCHOCT 3T HeoZfanusenie npn CaMocmoameTHe LAanNpane na
MY PUCHINECKD RBMYSane,



Amanacosa, B. PoaaTa Ha MHOTOKAHATHATA AUCTPROYIHONREA CHCTEMA B
xotTeanepeTeoTo. COOPHHK HAVYHN J0KIaaM oT Mexayiapoana navina KoHdepeHums:
Jpeansprkarencrea npea TypuiMa npes XXI1 eex. YHCC-Codmn, 2012, ¢. 274-277.
ISSN:1314-7226
The current paper relates to the problems of multichanne! distribution system

within the hotel industry which embraces a mixture of direct and indirect channels. It
focuses on a main component as a result from the functioning of every single channel
— the received net income. The goal of this paper is by using a set of systematic methods
Sfor measuring net incomes within the distribution channels to underline their decisive
role within the hospitality business.

Amanacoga, B. HHoBaunonnu MapKeTHHIORN cTPaTerin 3a 3adbpAkaHe Ha JORIHN
KaHenTn B Typuima. [oganummk na Yuueepenter | Jlpodh. a-p Acen 3natapor”, byprac,
2015, T.XLIV(2). c. 236-240, ISNN: 1312-1359

The purpose of this work is to reveal the nature of certain types of marketing
strategies and their commitment to innovation processes and opportunities and the
need for their application in the management of tourist enterprise. The result of their
use iy associated with the conversion of customers into loyal tourist development and
retention in the long term.
Amanacoga, B. JInctpubyunonuyn npakTHKH H PCIUCHHA HA HPHMEPA HA XOTEJUTe B
rpaa byprac. [N'oauunnk na Yuusepenrer Jlpod. n-p Acen 3natapos™, Byprac, 2015,
T.XLIV,(2). c. 241-245. ISSN: 1312-1359

The article exposes the readiness of the users ability to distribute hotel
reservations by using electronic channels. The purpose of the author is by using the
results of said research analysis to describe the tourists main reasons and preferences
of making a reservation through electronic distribution channels.

Amanacosa, B., IncTpuGynnoHHN 3aBHCHMOCTH B CLEPCMEHHNAT XOTEAHEPCKH
Gn3nec. AkajeMH4HO criucanue , Yrpaenenue u obpasoranue” , Yausepeurer Ilpod.
A-p Acen 3natapor”, Tom X1 (2) 2016, Byprac. c. 172-175. ISSN: 13126121.

In the context of the increasing competitiveness and proactive supply of the
tourism products, distribution appears crucial for effective development of tourism and
in particular of hotel business. In this connection, we consider that the contemporary
problems of the hotel distribution are extremely relevant. The article analyzes the most

significant characteristics of the distribution activity in tourism and hotel industry in
particular. The outlined benefits of its application describes a sufficiently distinct
relationship in the contemporary hospitality industry.

Amanacoea, B. ChppeMenin n3Menenus B MAPKCTHHIOBISA HHTPYMCHTAPHYM Ha
TYPHCTHYECKOTO NpeAnpuaTHe. AKaIeMH4HO cniMcanue . Yrpasnenue i



obpazosanne’— Yuusepcurer llpod. -p Acen 3natapor”™, Byprac, Tom XI11(2) 2016.
c. 176-181. ISSN: 13126121.

The modernization of the marketing concept of each tourist enterprise and

dynamic change in the toolkit in its practical use are crucial for achieving a
competitive advantage in today's business environment.
The article analyzes both the changes in desires, preferences and the overall behavior
af tourists and the elements of modern marketing toolhox. Based on their features and
characteristics, we can determine the need for their application in the tourism
industry.

Amanacosa, B. AnLTepiaTHBRI YCOBEPIEHCTROBAHNA ANCTPHOYIIHN FOCTHHHYHO
unayerpuu. International Scientific and Practical Conference “WORLD SCIENCE™ :
Proceedings of the lind International Scientific and Practical Conference "Innovative
Technologies in Science (February 25 — 26. 2016, Dubai, UAE). Ne 3(7), Vol.3, March
2016. pp.79-82. 1SSN: 2413-10312.

This article examines some theoretical aspects of distribution in hospitality. The
aim of the author is to outline ways the opportunities for distribution improvement as a
precondition for achieving a competitive advantage in today's business environment.

Amanacosa, B. loGasenata croiinoct 3a Typucra — KOHKYPEHTHOTO NPeIHMCTBO B
6nsneca. @enepalns Ha HaAYYHO-TEXHHYECKUTE CbIO3H B Brarapus, COopuuk aokianm:
Hernpunanecera HauMonanna Maalekka HayIHo-npakTHYecka KoHdeperuna, 2016, c.
174-178. ISSN: 1314-8931.

Kongypenmuome npedurcmeo & cwepemennama dusnec cpeda e Kuonosunm
eleMenm 3a yonexa Ha ecRKo mypucmuvecko npeonpuamue. B omzosop na
NOCONENOmMo, Heimd Ha aemopa ¢ da PUsKpue EuIMENCHOCHE 3a NOCMUZARe Ha
KOHEYPEHMHO HPeOuMcmeo, Kamo QKUCHMNPE &bpXYy udesma 3a odobaeane wHa
cHeiocm 3 myprcma,  4pe’  KeARmo  da  ce  HAJXEBHIRM  He2og8ume
ﬂ“ﬂxﬂﬂ'"lﬂi‘..;ﬂﬂ{uﬂ!ﬂﬂ'ﬂ e meiama, ye HPE{}GCHIEBHHEH!G NHA OONBIHHMETHN ROAZH ©
"auuno snavenue"  3a  mypucma  OONPUNACAM  3d  MO-EUCOKA CMENEN  Ha
Yoosiemgopenocin N Chidasam Nnpeonocmaska 3a  KINEHMCKa JA0AIHOCH  KbM
KORKPemuama mypucmusecka opeanuiayin.

Amanacosa, B. Tipnioaenne Ha €JeKTPOHNATA AHCTPHOYUMS B XOTeAHEpCKus
Guinec /ma_ npumepa wa xoreante B rpax Byprac/. ®epepaums Ha HayuHo-
TexHH4eckHTe Chiozn B buarapua, COopHMk noknamw: YeTHpWHaleceTa HallHOHAIHA
MIaneRKa Hayq HO-npakTHyecka kondepenuns, 2016, c. 179-183. ISSN: 1314-8931,
Habmodaganume npoMeni & mypuiMa & peyamam na z100a@iuzauquonname
NpoNecH 6 C6ema WINPAGAM ECHUKH YHOACHIHUWE 6 XOMETUEPCKUA Ousnec npeod
muoncecmeo pewtenun. EOno om max e caup3ano ¢ uznoazeanemo Ha E1mepamueni




CTEKMPONIN  KANaTH 3 Qucmpuiyyua 3a painpocmpancendue i npodaxcda  uag
xomeauepekume npodysmi. B masu apuika, qemopa wa pazziedawama paipadomsa
mata sa wed  da ppedocmasi  RNOpMaRua  OMROCHo  RPHIONCERNEME  Ha
eReKMPoRREmMa  Oucmpuiyyua 8 xomennepckun busnec. Akyenma ¢ nocmasen sspxy
HAZACUME, 20MOSHOCIING | RPOOIEMUNIE A Xomeauepume npu HInOIieane Ha
nocovenua aud ducmpuiyuus. Ovepmanu ca  KONCMAMAWuN § uigodu cewpianu ¢
KOHKEPeMHamad npodieMamusad.

Atanasova, V. The wehsite - marketing tool of modern tourism business.
International Scientific and Practical Conference “WORLD SCIENCE™ :
Proceedings of the [l nd Intermational Scientific and Practical Conference
" New Opportunities in the World Science (August 30 — 31, 2016, Abu-Dhabi,
UAE)" International Scientific and Practical Conference “WORLD SCIENCE™

No 9 (13), Vol.5, September 2016. pp. 18-20. 1SSN: 2413-1032

The article examines the importance of websites for the modern tourist

business. It outlines recommendations for ifs improvement, according to the changed
expectations of the modern traveler. Indicators for recording the activities of the
electronic site have also been been suggested, as well as eventual issues, which can
arise while using e mark.-r.'fﬁg tool of the tourist business.

Amanacosa, B. Mapketunr na norpeinTelcKHTe NPEKHBABAHNA B TYPH3IMA.
lNogmuwnauk Ha Yuaueepcuter llpod. a-p Acen 3natapor”™, Byprac, 2016, TXLV.(2). c.
182-185. ISSN: 1312-1359

B cmamuama ce pazziexncod cwifHocmnia na kovgenyuama  JMuaprkemunz na
nompetumenKcume nPeNcueACanUA" 6 KOHMEKCNA Ha ChEPeMenume menoenuu &
noeedenuemo na mypucmume. Heima na asmopa e da maprupa poaama na
MAPKEMURSA Hi nampeﬁumem_‘mmre RPeMCHEREaH IR 3a chidasane Hi
ReEPCOHLTNINPAN T Hﬂﬂ!ﬂfﬁﬂmﬂﬂfﬂa CIMGUHOCH 30 myprced.

Atanasova, V. MODEL FOR ANALYSIS AND EVALUATION OF CUSTOMER
RELATIONS WITH TOURISM. ANNUAL OF ASSEN ZLATAROV
UNIVERSITY, BURGAS BULGARIA, 2018, v. XLVII, p. 117-123, ISSN 2603-3976.
CRM - Customer Relationship Management is an up-to-date, innovative
marketing approach to making effective management decisions in any modern tourism

enterprise. In this sense, we believe that for the successful management of the clients in
the tourism industry, the analysis of the interrelations between them and the business
requires the logical link between the elements / stages /, factors, indicators and effects
based on an integration model. In the present work, the author presents a conceptual



model for customer relationship management in tourism, focusing on the claim that
CRM is an interactive strategic marketing process.

Atanasova, V. IMPACT OF DEVELOPMENT FACTORS ON RELATIONSHIPS
— CUSTOMER AND HOTEL ORGANIZATION.
ANNUAL OF ASSEN ZLATAROV UNIVERSITY, BURGAS BULGARIA,
2018, v. XLVIL, p. 124-126 , ISSN 2603-3976.

In the current stage of tourism development, the problem between the client and
the business is becoming more and more important. With this publication we ry to
analyze some aspects of the relationship between client and tourist organization. We
take into account the impact of some factors on impact on the development of
interconmnections.

Amanacosa, B. lotpedurenckara yAoBIeTBOpenoct — egekThT 0T ,, Y IpaBRIcHueTo
HA BIAUMOBPBIKHTE ¢ TYPHCTA®. AKaneMWuHO ciiicanne , Ynpasienue u
o6pasosanne”™— Yuunepenrer Tpod. JI-p Acen 3natapos”, Byprac, Tom X111 (2) 2017,
c. 212-215 ISSN: 13126121

The modern dynamic environment generates ever more diverse market realities
in all sectors of the economy, respectively. And in the tourism sector. The more
significant trends such as globalization of the market, the development of technologies
(information, communication, reservation, fransport, digital and mobile) allowed
continuous and easy access to the tourism market in the hypermedia environment
through the Internet network on the one hand Access allows a virtual and inteructive
connection. The tourism market is becoming more dynamic and complex, "totally
fragmented", operating on an interactive level - with extremely heterogeneous, wider
consumer patterns of behavior. In response to this, a modern tourist enterprise looking
for a safe share in sales and a lasting competitive presence in the developing market
environment is compelled to take full account of new market realities, There is a need
for changes in the marketing of each tourist enterprise in order to respond to new
market trends.
The purpose of the author in this report is to outline the current trends in the
application of e-marketing in tourism. The objective pursued defines the following
theoretical and research tasks: (1) to reveal the contemporary market realities in
tourism; (2) justify the need for changes in the marketing of the modern tourist
enterprise; (3) systematize the theoretical nature of e-marketing and account for its
relevance to tourism.

Amanacoea, B. lpuaoxamoct Ha ,CRM*" B Typuima. AkaieMH4HO cnUcaHne
Vnpaenenue w obpasosanue™— Yuusepeuter [pod. JI-p Acen 3narapos”, byprac,
Tom X111 (2) 20, 2017. c. 216-219 ISSN; 13126121




The changing conditions of modern tourism development pose new challenges 1o the
tourism business. In recent years in evolutionary terms, marketing has also changed its
essence and scope, and has induced business adaptation to modern circumstances. The
focus has shifted mainly towards the user, who is extremely dynamic in its market
behavior. Adhering to the preferences of modern tourists in their desire to turn them
into a real customer, each tourist enterprise should seek opportunities for successful
marketing actions to respond to global changes. One of the right solutions in this
direction is rethinking marketing activities to tourists through active participation of
the latter in the process of bidding. This implies a change in the overall marketing
approach of managing tourism enterprises. In this regard, we believe that "Customer
Relationship Management (CRM)" is a highly up-to-date approach to marketing
decisions in any modern tourism enterprise.

The goal of the author is to clarify the essence of CRM and its relevance in the tourism
sector.

Atanasova, V. Alternative solutions in tourism in the context of marketing of
relations. Annual of Assen Zlatarov University, Burgas, 2017, v. XLVI. C. 100-105.
ISSN: 1312-1359

B cmamuama ce HIACHASA KOHUERMY@IHAMA CHIHOCHT W poIsma Ha
Mapremunza na  ezaumospvikume”.  Ierma na  aemopa e nocpedcmeom
meopemuynu  dcHeKmu W NOCMAHeeKH  da  ce  Jokadice  neodxodumocm  om
NpUANCEHUENO HA PAIZIENCOMHUA 61 MapKemun: & cfepama na mypuima, u Ha
Mail ocHoed dd C¢ ROCOYAN WIMEPHAMUEHHE PEWEHUA 30 YCNEeuno MaAPKeMUH2080
ynpasaenue.

Amanacosa, B. BROJOTHYHOTO 3eMele/INe — MAPKCTHHTOB GakTop 3a yeroiuuso
pa3BHTHE Ha TypucTHyeckaTa aecrumanus, Crincanne 3a wayka ,,HOBO SHAHMWE",
w3nanue Ha Bucie yauanue no arpobusHec W passuTHe Ha pervonnte, roauna VI, 6p.
2, anpun-tonn 2018, ¢, 283-292, ISSN:978-619-203-227-2

Hayunama pazpadomsa anaiuzupa e3auMospuikume Medicdy GUOT0ZHMHOMO
zemedenue, MAPKEMUKZA 4 MYPUCIUYCCKAMA decmunayus. Jauumasa ce meiamia,
ye ONOM0ZUMHOMO 3eMedenue & Ccovuemanue ¢ MAPREMUNZOGUME AKMIUSHOCIMU
OKAICUNI CHULECINEENO CIUAHINE ELPXY YCMOUHUEONO PAIGUMUE Ha NYpUCMUtecKama

decmunauua, B pesyamam Ha nocodenomo ce nopaxcoa Heodxedumocm om
meopemuyna 000CHOEKA NO KOHKPemuama npofleMamurd, ¢ yea da ce odepmasm
HAKOH EBIMONCHOCIIN 3@ YCMOUNNE PATEUIMuE 1 MY PUChIYecKkama 0ecnunaiua.



Amanacoeea, B. Texnonori4un HOBOBELBCICHIA NP npriaokenero na ., CRMY,
AKaJeMHYHO cnicadue . Vnpasiendue u obpazoparne ™~ Yuusepcurer . Jlpod. d-p
Acen 3narapor”, Byprac, Tom XIV (2) 20, 2018, ¢, 86-92 | ISSN: 13126121

It is unacceptable nowadays not to highlizht the possibilities and advantages of
CRM as a system, especially when it comes to technological innovations in tourism
practice. This is conditioned by the development and accessibility of the technologies
and the possibilities for integration with databases and other sofiware applications
used by companies. Therefore, new technological dimensions are a prerequisite for the
stccess af the tourism industry in a competitive business environment,
The article analyzes the purpose of CRM as an information system fo automate
business processes in the travel company, ensuring the interaction of all its subsidiaries
with customers.

Amanacosa, B. MATEPaKTHEROTO NPGANBABAHE HA TYPHCTA B KOHTEKCTA HA
ANTHTANNNA MAPKETHNAT. AKaJeMH4YHO Cnucanue | Ynparnenue u obpazopanne’™—
Yuusepeurer Jlpod. JI-p Acen 3narapos”, byprac. Tom X1V (2) 20, 2018. c. 93-96,
ISSN: 13126121

Digitization in many sectors has created conditions for transformation of
activities into the rourism sector. The digitally-based tourism market seeks quick and
easy access to the information needed, is interested in consumer feedback and selects
products based on online channel information, wants an interactive experience. The
widespread use of Internet technologies has become one of the most important tasks of
the tourism business and a key factor for its prosperity. The modern user of tourist
information wants not only to get acquainted with it but also to actively participate in
the formation of the rich information environment,
The article considers digital marketing as an opportunity for the tourist company to
meet the requirements of the modern user, creating inferactive experiences.

HAVYHH JIOKIAN

Amanacosa, B. AxTepuaTHBn 33 pasBHTHE HA TypHcTWYeckHs nazap B Bwarapna.
Chopuuk poknaaw ot Hayyna xondepemims — 45 roguuu cneumannoct Typusbm:
+ATNTEPHATHEH 33 Pa3BHTHE Ha ChBpeMeHnua Typussm”. Han ,Hayvka m uxonomuka” HV-
Bapna,2010, ¢.529-540, ISBN:978-954-21-0463-6

Ilpes nocaeonume zoounu & Bwizapus ce HaOMOOA6d UIKTIOWUMETHA OUHAMUKA 6

PUIEHRMIHENTIO A MyPHCMIHYECKIER Rd3dp. HMoseama na ece — nogeye Hoel Xomell, eunu
CETHNNT o SUEKANIWONNE KOMAITERCH, HFE'I‘.'LTHEHHEW{J @ MHoMceCmeo om exIomuynn
f}ECMHHﬂHHH ¢  CMpAanNama o NIEsN ZPANKNEME W,  VCREBPIGENCmeanemo M
dOmu I HmeTTHN MypHCIMIYECKH Voayaa npaen KeNEYpenmindana ﬁﬂﬂﬁl’l‘ gce no-cuana. 3a



di ce noayuam dofpu peiviimamu, ECAKG (RipMa JanuMacala ce ¢ MypuInyM, mpadea oa
CH OMZOBOPH NI NAKOIRKO sBipoca:
Kaxwe npodykm wiu yeayaa wie npedaodncu wa nazapa?
C kakeo kayecmao wie Gvoam me?
Konrypenmun au ca na nazapa?
Jadauanta wa Mapremunza ¢ da nodnomozie dupsama, Kanw HANPpasw  npoydeane u
anaaus na nazaprama  cpeoq, nIAREPa, ChIOAER N OCHUECMBABA  KOHUENQUAMIL
Hpuopumem Ha sMapremunzocuam omdell € 04 gb30CHCMAA &BPXY MLPCEHEMO maxd, 4e
mo 04 ROMozHE na opzanuzaguAama da ocviwecmen ceoume yean. e nropeun neacan
nazapu, 4pes Koumo Oa NOAVHUM  MAGHUpana  nedarda, da yeeauwuus obema na
apodaiciume 1w nazapuus 080,

Hiepaxcoanemo na cmabunng i ACHE MAPKEMUN2O8A NOAWMUKE A fupmama Modice
da A NeCcMasy 8 NOIUHKUA NG Na3apa, Koamo o ¢ 3aeudnda 3a Neinume KOHKYPenimu.

B doxnada ce ouepmasam aimepHamuei peiieius 3a paieumue Ha mypucnuiecrun
nazap & Kvazapus.

Atanasova, V. Marketing of Bourgas region as a destination for spa and wine tourism.
International Tourist forum Spa and Wine South,. West University of Neofit Rilski
Blagoevgrad, Sandanski— Corfu.2014. p. 26-29. ISBN: 978-954-680-954-4.

Bourgas region is active and attractive tourist destination. The resources, which are
conductive for the development of alternative forms of tourism, are prerequisite for this.
The report examines the spa and wine tourism and the impact of marketing on their
development in the territory of Bourgas region.

Amanacosa, B, Bauaxme Ha MapKeTHHTA 33 PA3BHTHETO HA KYATYPHHA TYPHILM HA
Gypracku perwon. COopuuk Joknamm ot YepHomopeku TypuetHueckn qopym- Bapua 2015
PernonaniuTe KynTYpHO-HCTOPHYECKH NPOIYKTH Ha buarapua — eannHu B MHoroobpazneTo”.
Han. ..Cnasena”, Bapna, 2015, c. 434-439. ISBN: 978-619-190-040-4

Eypzackuam pezuon € ampakmuena mypucmudecka OeCMmuHAUuA, pazeusauia
anmepuamueny opmu na Kyamypuua mypusvs. Jorradvm npedcmaen pasnoobpaziemeo na
KPJmypius  mypucmusecku  npodykm  Ha  JeCMUNQuuama, Kakmo o E1HANHemO  Ha
Mapxkemunza 3ia nezosono pazsumie. Pezuonvm ¢ cped Hau-nonyasprunte mypucmuyecku

Decmunauuu ¥ HAC, MBH-KAMO PpAInendzd cve SHAYUMETNN PECypeu 3d palgumuemso Ha
GUCOKO eieKmMUEHU BUO0EE MYPUTHM — OUH 01 KOWMO ¢ KYTnYPHUA.



.4"!:?”[&.‘(!&:1‘, B. C'I'PH-TI.'TH‘IE‘-'.'HH HACOKH B MApPKeTHHIOBATA ACHHOCT Ha XOTCAHEPCKAR e~
Gusnec B brarapus. COopuuk cue cratun no cayuaii 65 rog. wa npod. Meas Mapror. Hau.
~Madep”, Beanko Tuproeo, 2017, ¢. 57-62. ISBN: 978-619-00-0583-4

Hpeduseuxameacmsa na coapeMennuam mypucmudecky Gusnec ca cewpsanu Hai-
HEHC O OIMMMEMUTAHIR Hd He2oaime Rpaifeci, Koeno ﬂ'ﬂfl‘}ﬂ'ﬂ.Tﬂ.ﬁ'ﬂ EHIMOMNCHOCHTN 30 Nog HJ!?I'JP
i OChEPCMEHAGUNE Na MApEemunzoaune Peie i, ,r_'?H{!I.‘, SACKMPanme mexnogosiu
ﬂﬁ‘ﬂﬂﬂh‘ﬂ'l’.‘jﬂl 3 Chi{ECHIBENN  NPOMEHN  OMNTOCHO ﬁ':ﬁfH.‘fﬂﬂ'p'bJHHﬂlf .il'lfﬂﬂ"fh‘ GCHYK
VYH@ECRIWn & mypHcmiNeckiam fuzrec. B Hﬂ'l'}l'l'ﬂi.’ﬂﬂflﬂﬂn‘ﬂ' Ia NRUETHYANE Md mypucmi,
Xamreanepume  umam HAU-2008M0  THAYCHEC. Toea Hﬂi‘f:'ﬂ'ﬂ.?ﬂ.?ﬂ H‘Ff:‘d{-'('ﬂ!ﬂﬂ'ﬂ"f_' Hia
(LTEPHTMNER N ELIMONCHOCTIN 3a ChEPEMENHAM MY PHCM, Hres H-Ef'l'fﬂﬂﬁpﬂ:”“f MY HRIN Ha
E3AUMOVEUCIEUE I KOMYHUKAUURA, HACHT 0 KOO agmopa npedcmaga ¢ doxtada.

Amanacosa, B. Tenlenunn s n1puaIokenneTo Ha e1CKTPOHHIS MADKETHHT B TYpuima.
COopHHK ¢ 10KAaH OT MeAIyHapoana nay4Ha Kondepenuns Konex no Typuasm , Typussm.
Huoraumu. Crparerun™, Uan. . Dnat™ - Byprac, 2017, c. 180-185. ISBN: 978-619-7125-34-4,
The modern dynamic environment generates ever more diverse market realities in all
sectors of the economy, respectively. And in the tourism sector. The more significant trends
such as globalization of the market, the development of technologies (information,
communication, reservation, transport, digital and mobile) allowed continwous and easy
access 10 the tourism market in the hypermedia environment through the Internet network on
the one hand Access allows a virtual and interactive connection. The tourism market is
becoming more dynamic and complex, "totally fragmented", operating on an interactive level
- with extremely heterogeneous, wider consumer patterns of behavior. In response to this, a
maodern tourist enterprise looking for a safe share in sales and a lasting competitive presence
in the developing market environment is compelled to take full account of new market
realities. There is a need for changes in the marketing of each tourist enterprise in order to
respond to new market trends.
The purpose of the author in this report is to outline the current trends in the application of e-
marketing in tourism. The objective pursued defines the following theoretical and research
tasks: (1) to reveal the contemporary market realities in tourism; (2) justify the need for
changes in the marketing of the modern tourist enterprise; (3) systematize the theoretical
nature of e-marketing and account for its relevance to tourism.

Amanacosa, B. Tenaenuun B TYPHCTHYCCKOTO ThpCene B KONTEKCTa Ha rioba nsannsra,
Mexaynapoana Hayuna Kondepenuma: . Vipaiina, Buarapus, EC: HKOHOMHMECKH M counanim
TeHAeHUMH B paseuTHeTo”, 11-12 cenremppn 2017, Byprac, ¢. 75-78. ISBN: 978-619-160-821-
8.

Vemanosenama  no-cvuwiecmeena w mpaino Raaodcwia ce  meHOenquA Kamo
2A00ATNIAURAMA NOPANCOa 6CE NO-PATHOOTPATHU NAIAPHL PEATHOCHIN €bE ECHYKU CEKMOPU



Ha HRoHOMUKdInG, pecn. o & cekmopa nypuisM. Ta noisoan wenpexvonam n yaecnen
AdOCHIBI HA MypUCMuYEcKia nazap 6 xunepmeduiing cpeda upes Humepnem mpexicama om
edna cmpana, @ @ om opyza cmpana  Moin AOCHBR NOICOTREA  GUDMVETHG W
unmepaxkmuena spvika. B odoxaada ca pasenedanu mo-cwuecmeenume mendenyun e
MYPUCIENECKOM)  INBPCENE & KOHmeKema na 1o6aiuzaunuamia. Aemopa akyenmupa ¢
wzsoda, ye: necaeduyume om crofarianuRma Chpaue mepceenema  om cmpana g
MYpUCHIME NA1aza NeoiXoouMocn on UAI0CMNG NPOMARAG & MAPKEMUHZO8ANA KOHUEN A
Ha CHEPEMENNOMO IMYPHCHIIYNECK NPeonpusme.

Atanasova, V. Customer loyalty in tourism. CGoprik ¢ goknans oT MeKIyHapoaHa HayyHa
koHpepenuns  TypuamsT u nrosaumnte”, Konex no typuasm kv HY-Bapra, Man. . Hayka w
ukoHomuka, HMY-Bapna, 2018 r. c. 148-156. ISBN: 978-954-21-0973-0

The article analyzes the theoretical aspects and propositions and presents in general the
significant role of customer loyalty in achieving a long-term relationship between the tourist
and the particular enterprise. Given the objective, the conceptual nature and importance of
customer loyalty has been clarified; specific suggestions for customer loyalty formation are
outlined.

Atanasova, V. MARKETING GUIDELINES FOR THE DEVELOPMENT OF RURAL
TOURISM IN STRANDJA REGION. THE INTERNATIONAL SUSTAINABLE
TOURISM AND ENVIRONMENT PROTECTION CONFERENCE. 22-23 November 2018
- Edime/TURKEY. pp. 9-12. ISBN: 978-975-374-229-0

The development of rural tourism is the result of the desire to experience through
nature, because it allows many people with less money to touch their primal appearance,
and in the rural environment to discover strange crafts, interesting attractions, specific
cuisine , a new culture. Today, at the beginning of the new century - the period of
fransition to the sustainable development of the tourism industry and the rethinking of the
natural and cultural values of the modern world, the Strandzha region is the environment,
perceived with its own space, the face and the logic of development for rural tourism. In
this report, the author aims in the context of marketing to present some opportunities
regarding the development of rural tourism in Strandja region. The emphasis is on the
potential target market segments that correspond to the specific content elements of the
region.
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Atanasova, V. ADVANTAGES AND DEFICIENCIES IN THE USE OF CRM IN
HOTELS. Scientific Papers Series Management, Economic Engineering in Agriculture and
Rural Development. Vol. 18, Issue 4, 2018. E-1SSN 2285-3952. (Web of Science)

Over the last decades, the dominant trend of globalization has led to extremely dynamic
changes in two major areas - market and technology. The changing conditions of modern
tourism development pose new challenges to the tourism business. Adhering o the preferences
of modern tourists in their desire to turn them into real customers, each tourist enterprise
should seek out the right marketing solutions to respond 1o global change. This gives grounds
for a change in the model of business relations in tourism, determines the topicality of this
problem and the scientific interest of the author in studying and exploring the relations with
clients in the tourism industry. The actuality of the problem is complemented by an essential
Seature related to the application of the marketing management approach - the resulr iv the
achievement of a competitive advantage in the contemporary dynamic markel environment.
Based on a survey of hoteliers, analysis and evaluation, some advantages and disadvantages
have been outlined about the application of CRM in the hotel industry.

Atanasova, V. Challenges in the implementation of online hotel business in Bulgaria.
Scientific periodical journal  Massachusetts Review of Science and Technologies™, USA, Vol.
VII, Mal{13) 2016. p. 175-179.
Proceedings of the Journal are located in the Databases Scopus:
Source Normalized Impact per Paper (SNIP): 5.256.
SClmago Journal Rank (SJR): 5.578
ISSN:0025-487X

This article is an attempt to analyze the challenges for hoteliers in Bulgaria as a result
of the development of online opportunities and to identify appropriate marketing decisions
related to optimizing overall hotel business. It's about all those processes that deliver the
highest added value - Electronic distribution, building and maintaining relationships with
customers, making the website a major sales channel. The aim is to provide the most effective
ways of realization of buying and selling process.
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Crntamunna QTR RTETT T EITUMOBPHIR Hme Meancdy ST UM A I,
mypucmuseckama undyempun u mapkemunza. 3awumasa ce mesama, ve LNOBATHIQUUATI
ORa3éa éce nogeve eIUAHUE 6BPXY mypuima. B pesyamam na nocovenomo ce nopaxcoa u
HEOBXOOUMOCI 0N NPOMERU € MAPKEMUNZA HA BCAKD mypucmusecko npednpusmue, ¢ yen
o ce OMIOBOPU HA HOSUME MEROEHWNE N nazapa. Eeomwouuama nwa mapremunca ce
NAPAKIMEPUIHPA € OCBEPEMENABANE KA MAPKeMUHZ08amMa KOHWeRWUA HA  6CAKO
Mypucmunecko  npeonpuamue u  npoMAHA @ uncmpyMenmapuyya  npu - peunomo
npakmusiecko winoazeane. B mazi epviva asmopume KONKPEMUTUPAm 3ar10veniemo, ye
HOGUME USMEPENUR 1A MAPKEMUNZA & MYPUIMA CC OUEPMARAM KAMO CHequaTIen aKenm,
ebIdencmeai eupxy noddvpucanemo Ha MPARNE  KOHKYPEHMUN NPeOuMCcIEa 3a 6caKo
mypucmunecko npeonpusmue. Toea jamumasa Kuovosama POIR HA  CHEPEMENHUR
MAPKEMUNZ 30 PATEUMUENIO HA MYyPHRCMecKkama uHAYCMpua & 2106anusupa ce nazap,

n3 EH YYEGHHK:
Amaracosa, B. MapkeTunr B Typusma,
Bropo, npepaGoteno nsnanwe, Han, . dnar™, 2018r. ISBN: 978-619-7125-40-5

JAunamuunoro u GypHO pasBHTHe Ha TEXHONOMMHTE W KOMYHHKALUWHTE HANpasy
TYPHCTHHCCKHA Tasap 3HAYHTETHO MO-AMHAMMYMEH M CIIONKEH. MnTepHeT mpekara nossonm

. MAOCTLI Ha KIHEHTHTE 0 HALMOHATHUA TYPHCTHYECKH | 133ap Ha BCAKA e/lHA CTPaHa, HO W Ha

CBETOBHHA, TO BCAKO Bpeme Ha JcHoHommeto. Hanwuwero wa Tosm tenomen gosene a0
YBeJH4aBane W 3a1b1004aBaHe HA KOHKYpEHLHSTA MEHKAY PUpMHTE BBE BCEKH OTPAch, B T.u, |
B TypucTiieckara cepa. Ipeanssuka He camo pasmpssane Ha ACOPTHMEHTA Ha NpeaiaraHuTe
CTOKH M YCIyr, chKpalllasaHe Ha AM3HCHMA UMK HA NPOAYKTA, HO # CLOTBETHO MpoMAHa B
NoTpedHTeNCKOTO NoBeeHHE.




HoeuTe nazapHi YCI0BHA OTPLKIAT BOJICIIA POJA HA MAPKCTHHIA KA1o KOHLUCTILMA W
HHCT‘P}’MCHT&FH}’M 3d NazapHo OpHEH THpaHo dJHp!-lEIICI }'TIPEBJTEHHE‘ ¢ luUen passATHE H
HORWIIABANE HA KOHKYPEHTOCTIOCOGHOCTTA Ha NPEAPHATHATA.

Mpasuaroto pasGHpate Ha MAPKETHIIOBATA KOHLIETILHS W TIOMHHABAHETO HA JEHHOCTTA
Ha UpMaTa HA MApKETHHTOBATA duaocodms e NpeanocTasKa 3a CHILABAHETO W pEATTHIHPAHETO
Ha KOHKYPEHTOCTIOCOORN MPOIYKTH. B ocionaTa Ha MapkeTWHra CTOH (yHKUHOHANTHATA BpBLIKa
Ha THPCEHETO W NPEIArancTo, KOATO € [aBHaTa HWILKA KbM TMOBHILABAHE HA eeKTHBHOCTTA
Ha npeAnpUATHETO. 3aTOBA roAMa HacT aT dHpMHTE AHEC 3aNAraT HA MAPKETHHIA KATO KIIOYOR
aKTOp 32 PeanUIUPAHE HA SANOAEHHTE ey,

[MocoueHHTe OBCTOSTENCTRA NPEANONAraT peleHH 34 tasn cneupdmEna npobaemMaTHia,
KOETO MOTHEHPA ABTOPA [1a PaskpHe rondMa 4acT oT TaX, KaTo aKUCHTHPA Ha HORHTE H3MCPEHHA
B MapKeTHHra; OUepTaBa BRIMOKHOCTH 34 NPARKIINTE MAPKETHHTOBH PEWICHH, UPEs KOHTO
BCAKO TYPHCTHHECKD NPEANPUATHE LIE OTKPHE CLOTBETCTBHE MEAKIY TYPHCTHYECKOTO THPCEHE 1
npeanarane. TlpefnokeHUTe CLBPEMEHRHN ACNEKTH B TYPHCTHHECKMS MAPKETHHT Ca CBLP3ali ©
paaxoofpasaBaHe Ha TYpHCTHUECKATA NPOIYKTOBA FaMa, ChC Ch3/IaBaHE HA rbBKARA cHcTEMA 33
neHoobpazysane, ¢ NPUIGKEHHE HA eiexTHBHA CHCTEMA 34 AucTpubyIHa W ¢ NOAILPAAHE HA
WHTEPAKTHEHA KOMYHWKALMA C TYPHCTHTE.

Kewrata «MapkeTnur B Typusman € mpenMasHayeHa 3a  CTYAeHTH OT OKC
«npodecHonaned Hakanasspy no cnenmanoet «Typusem» B YHHBEPCHTET «Ilpod. a-p Acen
Jnarapoen - byprac, Kakto M 33 cryaent ot OKC «npodecnonane Dakanasbspn NO
cneunannoeti «OYXPy» u «OYTO» B Konexk no TYpH3LM KbM YHUBCPCHTET «lTpod. a-p Acen
Jnataposy - byprac. PaspaGoTkaTta TpEAOCTaBA HA ofyuapaHuTe TEOPETHHHH TO3HAHWA |
HACOKH 33 MArpAKIAHe Ha TPoecHOHATIH NpaKTHHECKH YMEHHA B oBnacTTa Ha MapKeTHHTA B
TYpH3Ma.

B CTPYKTYPHO OTHOUWIEHHE CBABPKAHNETO Ha TpefocTaBeHNsA HayHeH TpyA ¢ crobpazeHo
¢ yrenpaeHaTa yqeOHa nporpama no eAHOMMEHHATA JHCLHINIAHA BRIIIOYEHA B yyeOHHA Nian Ha
[OCOMEHHTE CTIEIHANHOCTH B Y HHBEPCHTET «pod. a-p Acen 3natapos» - byprac.

Cwuio Taka, CliejIBa a ce NojuepTae, ue pasrieianuTe CHEPEMEHHW XapaKTepHCTHKN H
ocoBeHOCTH Ha MAPKETHHTA B TypU3Ma ca aKucHTa B M3TAHHETO W MOTaT 1a 3abIHAT HAKOH
NpaIHHHK B MPAKTHKO-NPHACKHNTE SHAHUA Ha BeHUkM paboTeniy W 3aHHMABallK cc B cipepara
Ha TYpH3Ma.

CuliecTrel NPWHOC HA TOBA MHOBATHBHO M3AAMMC € A4 najie BLIMOKHOCT HA CBOWTE
quFaTenu 1a pasfepar KOIKO ¢ BAKHO Ad MPOMEHAT MApKeTHHFOBOTO CH MHC/IEHE, KaKTO H J1a
WBJIEKAT 3HAYMM TIO/IE3€H ONHT, MPHIOKHM B KOHKPETHH CHTYALIWH.




H3JAAJAEHA MOHOTPADHS:

Amanacoea, B. Ynpasacune Ha B3aUMOBPRIKHTE ¢ KIHEHTHTE B TYPHIMA.
Han. @aat - bByprac, 2017, ISBN: ISBN: 978-619-7125-28-3

Huoparmmre CEbP3aHH C MOOCIHPAHE HA NAMWPHHUTE  BIAHMOOTHOLLEHWH, MpCanoaaraT
nofodpsBaHe Ha MH(OPMALMOHHO-KOMYHWKAITHORHATA cHcTeMa 00YCIaRAIIa BLIMOKHOCTTA 3 Gbpao,
TOYHO W PasNoiHO eeKTHRHO cuOnpane, ofpaboTka, pasnpoCTpaHeHWe M CHXAHABAHE HA Na3apHA
HHGopMauus, Branukea HeoGXOIMMOCT OT OCHBPEMEHTRAHC HA MapPKETHHIDBATA KOHIETIIHA Ha BCAKO
TYPHCTHHCCKO NPEanpUMaTHE, KOSTO MWENac JMa NocTHIHe KOHEYPEHTHO NpEIHMCTED B ChEPCMCHHATA
Guariec cpepa. EAHO 0T npasuiHKTE pelienis B TA3H HACOKA ¢ NPEOCMMCIAHE HA MApKeTHHIOBHTE
AKTHBHOCTH KhM KJIHCHTHTE Mpe3 aKTHBHO YHacTWe Ha MOCHeIHHTE B npolleca Ma paspaboTrane Ha
opeprure. B T mph3ka, nocramenata uen B mouorpadmsta ¢ SicHO M TOMHO Jethurmpana:
HIPOCKTHPANE HA MOJCT 32 YNIPAB/IEHIE HA BIANMOBPLIKITE ¢ KIHCHTHTE B XOTEIHEPCTROTOY, B ¢
MIDKA3AHA MPE3 eMIMPIMHO MAPKCTIINORO HICIeIRANE,

B cwyeranne ¢ reorpadekus ofXear wa um3cnenmanero, a umenno O6umua Byprac
MoHorpadmsaTa YIOBIETBOPSEA HeoOXOAMMOCTTA OT oGCTOSH W 3adbAbOMen aHanW3 Ha
B3aHMHATa 3aBHCHMOCT MCEIY MAPKETHHT H VIIPABNEHHE, KAKTO W H3BEAIA TEXHHA CHHCpIHYCH
epext. byprac e 3HauMMa TypHCTHHECKA JECTHHAUMS Ha TEPHTOPHATA Ha CTpaHata HH. B
KOHTCKCTA HA MPOMEHCHATA CPEflda HAa TYPHCTHYECKO PasBMTHE CTABA aKTYaleH BLNPOCHT 3a
OCHLBEPEMCHABAHE HAa HﬂpKQTHHI'DBH:i‘E NOIX0OOR Ha ynpasleHne PECTICKTHBHO W B XOTCTHCPCKHA
Ousnec. Konkypentiara Gopla mesay ACCTHHALMHTE W NPEANPUATHATA B TAX ce H30CTPA B
ChBpEMEHHATA TYpHCTHYecKa OH3IHec cpea, KOCTO MWIHCKBA M3INOM3BAHE HA MHOBATHBHM
MapKeTHHIOBH noaxonu. Tlocouenute aprymenTH 0GOCHOBABAT AKTYANHHAT W NPHAOKEH
XApAaKTEP HA MOCOYEHATa MEIHUFPH{])HH.

B monorpamaTa ce nokaiea, ye YIIPABJTEHHETO HA B3AUMOBPR3KHTE C
KJIHEHTHTE B TYPHU3MA ¢ chBpeMeHEH MAPKETHHTOR NOAXON. CLOTEETCTBAII Ha
NpOMEHEeHaTa nasapha cpeia. B npakTHKO-NPUIOKEH AcHeKT ACHO ca 0UepTan HAKOH AKLEHTH,
HACOYEHH KBM YCTAHOBABAHE, Pa3BHBAHE W MOLILP/KAHE HA YCMEUIHH BPLIKH C KIAHEHTHTE, C
nomMouITa Ha WHOBATHBHM MAPKCTHHIOBH CTPaTeTHM. AKUCHTHPA ce BLPXY NMpeJMMCTBATA TIpH
YTIPABAIEHWETO HA B3AHMMOBPHIKUTC C KIMEHTHTE KATO BBIMOMHOCT 33 noaobpaeaHe Ha (HpMEHOTO
YTIPABTICHHE KATO LSO M NOCTHTAHE HA 3aBHIHH KOHKYPEHTHH NOSHLI B TYPHCTHYecKaTa GHaHec cpea.

B yBojga ca BRMOMEHM CTAaHIapTHHTE  KOMTIOHEHTH — OHMEPTAHH CA APryMEHTH OTHOCHOD
AKTYAIHOCTTA Ha MPODNEMATMKATA: NOCOMEHW CAa MPEOMETHT, ODEKTHT M LETTA HA HICHCABAHETD;
KOHKPCTHIHPaHH Ca HICTIEIOBATENCKHTE 34/1a4H M METOIONOMMATA Ha HACTIEBANHE.

B rnapa mhpEa ca IBBEIEHH NPEINOCTABKN 3 pbinnkBane ua (CRM karo astopa ce
KOHLCHTPHPA BLPXY HAKOH NMO-CHIIECTBCHH TIPOMEHH B XADAKTEPHCTHKHTE W MOBCICHHETO Ha
CHLEPEMEHHITE ITTHBIN, KAKTO I BLPXY TEXHOTOTHYINS HANpeask . Pasrieaany ca, CHIo Taka
HAKOH TEOPETHHHN ACHEKTH  Ha mapreTuxrosarta Kommemmma CRM. Caen toea ca paskpuma
CHBPEMCHHN BLIMOAHOCTH 1 HoBoBbBelcuus Ha CRM upes codryepun mpunomenns u
TEXHOIOTHYHN NPOTPAME.



B riara BTOpA ce MOCONBA METOZONOMMATA 32 AHATHS W OLEHRA na npoteca CRM. TlpoekTupan
¢ ABTOPCKH MOjaen 3a ynpamienue i BIANMOBPBLIKHTE € KIHEHTHTE B Typusma.
Pasenewcoam ce  hakmopume  3d gusdelicmene  @upxy Nogedenuemo  Ha  Mypucime.
Faoniadouens ca orucaii Noxazameime usspaNcomyn  Mpatiy, NOTONCUMETHU HA2REACH U
HIIHET;P':]‘ENIM.'FH‘ Ha EIHEnRmume Kb HF}?]‘H-'.'H‘HWF('KCI KOMPaHNA WA AR Hua Oa3a aHKemno
Hj’?l‘.".l‘_'l"-nl'ﬁ'ﬂ”ﬁ‘ e H]‘HT:;?IHE’H Hﬁé"!]‘ll‘?ﬂh‘ GHEVTNE, NI2OMBENI ¢ aemopcka AienRa 4 cd (JHIRP'-‘JEHH HaTa
OmHuocCKo  Hazigcume U cmenesma  Ha }'lfjﬁﬂ‘,’!n‘!ﬂi&ﬂﬁ&'”ﬂ{'m Mg Oeeme t‘mpmru fibd
ERANMOEPBIRANA Pesyamamumnie ca wnocmpupani apagiuno © dhuzypu 1 duazpamil.

B riaga TpeTa ce J0KA3RA NPHIOKENHETO HA CRM & Typusma. Haii-nanpell ce npocneuisat
TEHISHUHWTE TpH MAPKCTHHTORO YNIPARNCHHE Ha  TYPHCTHHCCKHA Giraec. OnMcBaT ©¢ KOHKPETHWIC
iharTopi Ha BBanelicTBHE BBPXY PA3BHTHETO HA EaMOBPBIKHTE MEKIY KIHEHTa H XOTCTHEpCKaTa
opravmzauma.  Ouenisiea ce B NPHIIOHKEH TUIAH MPEIMMCTROTO HA  B3aMOBPLIKHTE € KIMCHTHTE B
xoTesepckus Busnec. Tlpeanarat ce KOHKpETHA MAPKETHHIORM CTPATErHH 33 NIPHBIHUARE, 3ATLPAAHE
pasBUTUE Ha KIMCHTHTE C LE M0A0GPABANE Ha TEXHHTE B3AHMOBPEIKM ¢ TYPUCTHHECKATA OpraHn3aLIHA.

B aaxmoMMTEHATA HacT €A TIOCOMCHW KOHCTATALMM W HIBOI. CELP3AHM ¢ KOHKPETHATA
npofinemMaTHKa, NOHEpTABAM Pe3yIITaTHTE OT HAYMHO-WCTIE/OBATENCKATA ACHHOCT.

Knura na Gazara ma iamgured aucépTaNNOHER TPV 33 npHCLEIAHE HA obpasoraTe]Ha u
HAYYHA CTenen "mokTop':

Amanacosa, B. Ejexmugnocm na eaexmponnanta ducmpuiyyua & Xomeauepemaomao.
Wan. Gnar — Byprac, 2019. ISBN: ISBN: 978-619-7125-62-7

TypH3MET 1 B YACTHOCT XOTEIHEPCKATA HHAYCTPHA NPEs ChbBpPEMEHHHA €Tall OT CBOCTO
pasBMTHE CC¢ XAPAKTEPH3UPAT C PeAHIIA KONHHECTRERH 1 KayecTBeHH npomenn. TlokazaTenHo 3a
xotenepctBoTo B rnofaren Mawwab € Hanarawero Ha TeHACHUMA KbM 3IHAUHTENHO
KOJIHYeCTREHO MPEeBHILABAHE HA TIPEANAraHeTo CpaMo TepeeHeTo. B cneacTBHe HA MOCOUEHOTO
XOTEMEPCTBOTO CE PA3BHBA B YCIOBUATA Ha CHIHO KORKYPCHTHA fuanec cpena.

B xapMoHHA ¢ HabMOIABAHWTE KOIMHECTBENH H KayecTBEHH M3MEHHs B cdeparta Ha
TYPHCTHYECKOTO ThPCEHE W Mpeuiarane ¢ HamAe VCKOPEHO PasBUTHE Ha MH(OPMAUHOHHO-
xomynukatonnure  Texnonornd  (MKT),  KOHTO  3HadHTEAno IPOMEHAT ChBPEMCHHHTE
oBUICCTREHH OTHOMIEHHS W mpolecH. Tein TNPOMEHN OKa3BaT BIHAHHE BLPXY HAYMHHTE, TIO
KOWTO TYpHCTMYECKHTE (MM PasBHBaT W YNPABIABAT ceoata aeitHoct. EdextHte OT TE3H
BAMAHNHA CC CBE/KIAT MPEH BCHUKO /100 YCKOPABAHE W YCHELPLICHCTBANE HA TEXHOJNOrHATA HA
OBCAYABARG M PEICPBALMONHHTE “TpouccH; mooOpsBane Ha CHCTEMWTE 3a ENeKTpoHHA
npolakba B XOTEAHEPCTBOTO; YCHEBPIICHCTBAHE HA KOMYHMKAUWHTE ¢ NapTHHOPH, A0CTABYHLH
W KIMEHTH; YNecHABaHE Ha THPCEHETO HA uHdopMaLHA OT NOTPeOHTEIUTE W MOKYTKATa HA
TypHCTHYECKH TIPOAYKTH H €MHHYHH YCIYTH, nodofipaeane na upmexomo ynpacienue kamao

1L,



[Tpes nocieaHoTO JACCETHACTHE WMKT oxkazeaT BAMAHMC BLPXY TYpHCTHHECKaTa
HHIYCTpHA Hali-peve Hpel pajuiHpABAHCTO H pazHooOpaisBaHeTo Ha AMCTPHOVIHOHHHTE
aramoknoctd 8 Mareprer. Bee no-4ecto WIIHERIYAIHATE NOTpedHTEIN KynyRat eAHHIUYHN
TYPHCTHHECKH YEITYIH WITH TIAKCTHH MLTYBAHUA JHPEKTHO OT yel CTpaHULIMTE HA CHOTBETHHTE
TYPHCTHYECKH  KOHTPareHTH. Kpafiuure KIMenTH NpeAnouHTaT WurepheT 3a TNOKYNKM,
[PUBICHEHH OT HIMOIHNTE odepTH Ha OHIaNH NOCPEINMIATE # WaobuHeTo Ha wiopMalm, a
H300PHET UM € MOTHEHPAH NPeAMMHO OT LeHaTa Ha npeanaraHnTe TYPHCTHHECKH NPOAYKETH H
YCITYTH.

Tlo kpas Ha XX B. KaHAIWTE 34 pasnpe/ieneHue Ha TYpHCTHHCCKHTE VCTIVIH W NPOAYKTH
ca AOMMHMPaHH OT TPanHLWOHHATE nerrmteckn aredinu (ITA). CouraTe YCLBBPLICHCTRAT
nocpegHutdeckara  cH AeHHOCT upe3 MINoa3BaneTo  Ha ppavukBanmTe  KoMmioThpHH
pesepBalMOHHN 1 [noGayAn cHETEMM 3a AHCTpUOYIHS (KPC w I'CJ1). TocTeneHHO KPC u I'CHA
cTagaT OCHOBa 3a BLIHHKBAHC  Ha HOBH  ENCKTPONHA AMCTPUOYIHOHHK kamann.'
EkcheAMTHBHOCTTA W HANEHIHOCTTA HM NO3BONABAT PA3BMTHETO Ha FobannaTa AMCTPUOYLMA H
VIPABJICHHETO HA PE3CPBALIMHTE, CBBP3BAIKH ChBPEMEHHUTC noTpefHOCTH HA KIRSHTHMTE C
pasHooOpa3HOTO TYPUCTHHECKD npeanarane. TlporHosuTe ca 3a TpaiiHO YCTAHOBABAHC HA
/CKTPOHHA AMCTPHOYLHA KaTO pesyarar oT TEXHONOTHYHOTO PA3BHTHE W YCHBEBPUICHCTBAHETO
Ha CHCTEMWTE, W HANAraHeTo Ha TONEMM TYPUCTHYCCKH OHNafH MOCPETHULA = Expedia,
Travelocity, Orbitz u ap.

Ha npakTHKa rnobanHaTa Mpe‘ma chINABA HEOTPAHHYCHH BLIMOKHOCTH W yaobeTea 3a
pasmipaBaHe Ha reorpadckns 00XBAT HA npopaxGuTe, peknamaTa W npejcTaBiHETO Ha
TYPHCTHYECKHTE YCIYTH | MPOIYKTH, HEMHCIHMH npein JBE necetHneTHd. PaiMepesT Ha
TYPHCTHHECKHTE oHMaiiH peiepBaliM HETPEKBCHATO HapacTea Ha (hoHa HA BCHYKH OHARH
CACIKH, KOETO ChC CHIYPHOCT pednexTHpa BLPXY TPAAHLHOHHUTE nocpeanuin, [lokasarentio
ce yBenMuaBaT JAHHWTC 33 N0CTBIHA Ha nOMaKWHCTBATa Jo TnofanHaTa Mpeka, KOeTo € Hafi-
chlIECTEEHATA [IpeAnocTaBKa 34 oMNaiiH THPrOBHA, B TOBA HMCIO W 33 TYPHCTHHECKH
sanuceanna. Cnoped eKCneptH. [OTEHUHansT Ha OHNaiiH TLProBHATA, gLE BCHuUKHTE H
pAIHOBHIHOCTH, MOIBONABA A CC Hanpas W3soda, e OYMBT B Tl AciHOCT € HamWie.
Kparko, HO ODEKTHEHO M NOrWYHO OOACHEHHe 3a To3u denomeH ca CpPAaBHMTEIHO HHUCKHTE
pasXoy ChHETAHM ¢ BRIMOKHOCTTA 1a ce JOCTHHE JI0 OFPOMHA NOTEHIHANHA ayaHTOpHA.

PassHTHETO HA ECKTPOHHUTE TEXHOMOMMH B cdepara Ha Typu3Ma e ACHO OTpAKEHHE HA
TeHAEHUMHHTE B Pa3sBHTHETO Ha TOIW oTpackn B CBETOBCH mamab. B Tasn BpB3KA,
eNEKTPOHHITE KOMYHHKAUHOHHH RLAMOKHOCTH, CHUETAHH CBC CNEUMHKATA HA TYPUCTHUYCCKHA
NPOAYKT H JAHHAMHHHO [pOMEHAUIOTO €€ notpeduTencko  NMOBEICHHE, 00eKTHEHO

_ mpeAonpelienaT  HapacTBaoTo. npejsarase W M3Inon3paHe Ha eNeKTPOHHH KaWanw _3a
JMCTPHOYIIMS HA TYPHCTHHECKHA NMPOAYKT. PasenTHeTO HA aHATHIMPAHWAT TMpolec € Hipas Ha
AHAYMTETHUA Nporpec B HaykaTa, B YAcTHOCT HA eNeKTPOHHNUTE TEXHOIOTHH A Ha AMHAMHYHO
HapacTRallaTa KyITypa Ha nacenennero. [lonyueHHAT creunduteH Lxubpua” cnomara B
JauuTENHA CTENEH 33 YCKOpABRAHE npoucca Ha peanuzaufs Ha TYPHCTHHCCKHA MPOAYKT, 38

| Buhalis, 17., Licata, M. The future of e-Tourism intermediaries. Tourism management, Volume 23, 2002, p. 208.



}'HE.’JH‘IHEEHE FFE,'JHTPIITE npu HZEH;‘.IP

rnacornu CPeacTRa M Bpeme,

aT CTpaHa Ha HGTpEﬁH'm,"IH_ 3a HaManaeae PaAIXOIH Ha

B cayuas e YA&UH0 na ce cnomene W eana crhinectpena ocobeHocr, CELpzaHa ¢
H3NON3BaKeTO Ha Tean kanam. Hanoaseanero g CIERTPONEITE Kanaany 39 ARCTPROYUNST 4o
Mocam eonospesenng na HaMammT dupmennre Pa3IXoan w na yeequyar noTpedbuTeanTe i
obema na npogamonTe, Pesyarar o1 THXHOTO mmpokg npuIarawe ¢ NOBMINABAKHe ya
m:urx:.fpeHTumucuﬁlmcﬂ'a Ha pupmara i eheRTHRHOCT T Ha pupmenaTa Adefinoer,

lNpencrasepre axry OnpenensT akryannocrry Hit
AHalM3MpaneTo OlicHABaHeTO Mg chekTHBHOCTTA 1y elIeKTpONy
XOTENHepcKua NpoOyvKT W ONPelensT mMotHeuTe 38 mibop wa TCMa Ha HacToAmaT, Hayv4yHa

PaipaboTra.

Mpeamer ua Hicaeneane p PasTexaanara npoGney

CIEKMPOntume karany 3a ducmpy

XOMeEn B yacThoeT Ha XoTenuTe
NO-Baskay oﬁcmﬂre.rfcma:

* I'pagckure XOTenn ca uenoromuumge

Npobnemarnkara, CBbLp3ana ¢
HATE Kanang ag AHCTPHBYUME g

idTHka e ehermuanocmme Hit

ayuus na Xomerueperus npodyim,
OGexTT Ha H3cheneane e CACKMPONH amg oucmpuiyy

B rpaa Byprac. H3bopur »

UA na npodyma ya padckume
1Y €& aprymenmipa or CAeaHuTe

paboTenn ofekty, OPHEHTHPaHW K1y MLIHaTA

Fama ot norpeBnrencin CErMeHTH H Ha Tasy OCHOBE VCITEXLT Ha OHIneca wym CHITHO 3aBmcl ot
Pa3sBATHEeTO g CNEKTPOHAA AHCTPHGYLHA:

* Edextuenocrra na enekTp

OHHHTE Kanamy 33 AHCTpHG

YUHA Ha XoTenwepciny NpoavKT

€ Bawey EIJHHTDP 3a I'IGBHI.I.IHBHHE Ha NGHK}'F?HTDCHCDﬁHDCTT& Ha FpamckmTe XOTenu o Karo
TaK®B clreara Aace NO3HARA M OlEHARA,

Hayqﬁn—nzcnmﬂnamncna uen

QUEHER i eqﬁen‘mmrmrmmn i e
npodykm ng Xomenume ¢ 2pao
HeltHoma nostaeane, 3a NocTHra
uicredosamenciy Fadayy;

IEKMponRume Kangqy ¥ o

Ha arTopa e, ypey meop ey g obocnoera, anay; u

lempuiyus no Xomeiuepcruy

Bypeac oa ce onpedeam CHpameuvecky nacopy 3t

HC Ha NnocoYyenarta Hen ce u

IMBLIHARAT cnennuTe KOHKpPE My

> Cucrematnanpany g TCOpeTHYMITE OcHOBN 1y CIeKTPOHRATa AMCTPHGY Iy pa

IDTE.’IHE]]EHHE npogyeT;

P ,Iqumlmpana € cexTuBROCTTY Ha

XoTeanepekng OpPOaVKT:



CcHoBHATA TE38 B HAYYHATA pa'!pﬂﬁﬂ'l'liﬂ c, HE E{EIEHH?HHHEJCHIHI“ M EQeKmpannime
Kanu@an 30 Qucmpuiyis Ha Xomeinepesus npodykm ¢ pesyuunan om ansdencmeneme i
KOMILTERC oM LN u EDMFEHI'HH I xXamesnr liHIKHIﬂpIL TEEETE € 3an0WweHd B pﬂﬂpaﬁMEHHR
KOHUSNTYaAneH MOAEN 33 OUeHKE Ha eQeKTHBHOCTTA Ha CAEKTPOHHUTE KAHATA 38 AWCTpAOYUAA
Ha xortenwepckus npoaykr. Jokaseaweto it e ceup3ano ¢ obocHoBKa Ha cneanute paGorTnn
XHIOTe3n:

[TeprO, NpH TrPafcKHMa TYPHIBM HAPACTBAT NPENOYHTAHHATA Ha TYPHCTHTC 3a
HIMOA3IBAHE Na ENEKTPOHHHTE KaHAMW 38 IRCTpHEYLHA.

B1opo. XOTeNMEpHTE HE MO3HABAT N00pe BLIMOKHOCTHTE Ha  CICKTPOHHUTE KaHaNH
3d AMCTPHOYIINA,

Tpero, XoTCAMEPHTE HANOAIBAT CACKTPOHHHTE KaHAIH NPEIHMHO 33 KOMYHMKaLMA, a
HE 34 pe3epBalHm,

YeTebpTo, XOTENHEPHTE HE W3CHENBAT M HC No3HaBaT cQCKTHBHOCTTA Ha BCCKH
H3NOA3BaH OT TAX €NEKTPOHEH KaHal.

Peanuzupancro Ha aeduarpaniTe B pazpaboTkara HayHHa Le W 3a1aui ce NOCTHIA Ypes
HINOI3BaHe Ha CHBKYMTHOCT OT W3CAeNOBATENCKN METOAM: analii i cunmes, nabuodewie,
QHKEMHO Hpoyyeane i OBI0OMUNNG  UHINEPSK), CPAsHuIMenen  anaiuz; cmamuchiecky
Mamesamuvecku Menoou, exnovumenno SPSS npozpamven npodykm.

Upes AAG0UMHHO HHTEPBIO € NIPOYHCHO CKCNIEPTHOTO MHEHHE HA MEHH/IKLPH W CITYRHTENH
B XOTENW 32 pasrpaHHYaBaHe W OnpeficfiaHe HA CHIATA Ha BAMAHKE HA (PAKTOpHTE, onpenensuimn
¢PeKTHBHOCTTA HA ENEKTPOHHHTE KaHnamM 33 AMCTPHOYLMA Ha XOTCIHEpCKHS NMpOOyKT. 3a
chOMpane Ha eMIHPHYHHTE JAHHH € WIBLPLIEHO AHKETHO NMPOYYRAHE 32 OleHKa edeKTHRHOCTTA
Hd ENEeKTPOHHMTE KaHalIW 3a AMCTpHOYUMA Ha XOTCAHEPCKMA NPOAYKT Ha XOTenaWTe B rpaj
Byprac.

Peaynratite oT npovusanmATa ca obpaGotenn upes SPSS nporpaMeH nNpoavkT M
obo0menn 4pe3 aHanu3 M craTHcTudeckn Metoau. Mamonipanm ca metonM 3a cunbOupaHe Ha
JaHHH M ca HIBLPUICHH HICHCABAHHA BBPXY BTOPHYMHM, NPEIHMHO BBLHIUHH JaHHH, M
OBNOCYRHHH  HHTEPBIOTA, AHATH3IHPaHH ca HITOYHHUM Ha HHQOpMaums, IJaHHH OT
CTICLHATH3HPAHW TOKNAAN, CTATHH, MyDAMKAUMK U Jp.




